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Abstract 
 

Distinguishing destination brand is one of the prerequisites of differentiated positioning in the 
global tourism market. The processes of creating a tourist brand are common in coastal (bathing 
tourism), and in winter tourist destinations. The Mediterranean countries primarily develop 
tourism in the coastal zone. The coastal area is spatially limited by the sea-line and the hinterland 
which is often characterized by untapped tourism. The diversity of potential tourist resources in 
hinterland, if connected with the coast, represents the perspective in shaping the competitive 
integrated tourism product. In this sense, it is advisable to brand hinterland destinations with 
promising tourism potential. Tourist destination brand is a marketing tool, and only indirectly a 
design challenge. Brand needs to effectively associate the resources and the offer of destinations. 
Marketing analysis should determine the resources and destination icons that will ensure a clear 
differentiation in the perception of tourists. Creating a tourist destination brand connotes a 
systematic process that is preferably carried out under a given model. The model defines the brand 
variables that suggest the recommended categories of tourism resources and products that should 
be noted. Is the experiential model practiced in coastal destinations recommended for branding 
hinterland destinations? This dilemma was the basis of the research hypothesis. The authors 
conducted a survey on a sample of 200 visitors of Dalmatian hinterland.  
The findings have been used to test the empirical model of coastal destinations brand creation. 
Accordingly, this paper presents an improved model for creation of the hinterland tourist 
destinations brand. 
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1.INTRODUCTION 
 

Hinterland in the Mediterranean, in a geographical sense, includes the inland 
coastal zone. Tourist offer in the Mediterranean is primarily focused towards main 
tourist season (Conrady and Buck, 2011, 3-18). Distinguishing attractive icons of each 
destination is a usable catalyst to stimulate tourism demand (Conrady and Buck, 2011, 
17). Dalmatian hinterland in Croatia offers a variety of potential tourism resources 
(Seric and Talijancic, 2009). These resources are usable for the expansion of the 
existing tourism in the wider environment. New global tourism trends (Anholt, 2010, 
103-108) are incentive for the creation of integrated tourism products linking the 
coastal area with the hinterland. Sustainable tourism development implies a balanced 
configuration of the tourism infrastructure (Wearing, Archer and Beeton, 2007, 24). In 
this respect, encouragement of tourism development in the hinterland represents a 
driving force for sustainable tourism development of the wider area. In the period of 
peak tourist season in the coastal region of Dalmatia demand for specialized tourist 
offer increases, and there is a lack of accommodation facilities. Dalmatian hinterland, 
due to existing road infrastructure and lower land prices, is stimulating for the 
investment. Prices of accommodation in the hinterland are lower, and coastal area is 
easily accessible. Tourist valorization of the hinterland contributes to the creation of an 
integrated tourist product of the wider area. The diversity and specificity of potential 
tourism resources in hinterland strengthens the competitiveness of the tourism offer of 
the wider area (Areff, Gill and Farshid, 2010; Govers, Go and Kumar, 2007). The 
encouragement of the tourist visit to the hinterland is necessary to promote greater 
resource diversity than one in coastal destinations (Qu and Hyunjung, 2011). Creating 
the hinterland destination brand is one way of tourism promotion (Cai, Gartner and 
Munar, 2009). Attractiveness and competitiveness of any brand, including the pier, 
depends significantly on the psychological differentiation of the presented content 
(Anholt, 2010). Hinterland is not associated with bathing tourism; therefore it is 
necessary to select special symbols of attractive resources (Morgan, Pritchard and 
Pride, 2004). Brand recognition of each, including the hinterland, destination is created 
systematically (Anholt, 2010, 9). The image optimization of the potential brand of 
hinterland destinations are carried out in accordance with the diversity and specifics of 
the resources (Blain, Levy, Brent and Ritchie, 2005). Implementation of content and 
destination icons within the brand is carried out in the context of emissive markets to 
which a tourism product is being offered (Veloutsou and Moutinho, 2009; Kapferer, 
2008). The global tourism market can be divided into seller´s market and buyer´s 
market (Raju, 2009, 181). The buyer’s market is characterized by typical seasonal 
tourism products. The seller´s market is characterized by specialized and innovative 
tourism products that are promoted with valuable resources. Buyer´s market recognizes 
the diversity and specificity of the needs of potential clients (Seric and Jurisic, 2014, 
15). Market segmentation encourages new visitors to visit hinterland, especially those 
that do not see stay in the coastal region as a priority. Since the hinterland is less 
subject to seasonal fluctuations in tourist visits, positioning of the hinterland 
destination brand in a buyer’s market stimulates the growth of tourist visits and a 
longer season (Hosany, Ekinci and Uysal, 2007, 62). Brand positioning in the market 
depends on the customer perception of the offer which symbolizes it (Kotler and 



Gertner, 2004; Keller, 2009). Positioning the hinterland destination brand in the seller´s 
market would place it in inferior position during the main tourist season (Anholt, 2010, 
38). The diversity of attractive resources of the hinterland destinations encourages 
additional interest of the tourist clientele staying in the wider environment (Kerr, 2006, 
276). This may result in an extension of the average tourist stay and the season 
prolongation of the wider environment. Substantially impressive tourist destination 
brand contributes to the strengthening of the perception of the offer (Anholt, 2010, 94), 
and is the driving force of the tourism development (Hosany, Ekinci and Uysal, 2007, 
62). Due to these facts evaluation of potential variables of the destination brand 
creation model are desirable and useful. 

 
 

2. THE RESEARCH 
 

Investigative research, which also serves as the basis of the primary research, 
has been carried out by methods of induction, deduction, synthesis, classification, 
generalization and comparison of theoretical work and the practice of the author. 
Recent scientific knowledge and experience related to the variables that are practiced in 
the models of branding coastal destinations have been extracted from the theoretical 
sources. These variables are classified according to the frequency range in the analyzed 
case studies of the existing literature in the theoretical part. Authors shaped the 
experimental model by a comparative analysis of the link between destination 
resources and variables used in the tourist destinations branding. Testing of the 
experimental model is planned by primary research. The research problem was initiated 
by the dilemma of applicability of empirical models of coastal destinations branding in 
the hinterland (Seric Pepur and Kalinic, 2011, 161). The research problem is the 
evaluation of variables of experiential model of hinterland destinations branding. 
Destination image, which is communicated by the brand, depends on the selected 
destination icons (Anholt, 2010, 20; Cai, Gartner and Munar, 2009;). The content 
selection criteria must be determined for selecting resources, icons and the content of 
the hinterland destinations that will be highlighted within the tourism brand. The 
subject of the research is to test the empirical model of tourist destination brand 
creation (Šerić, Luković, 2011), shown in Figure 1.   

 
Figure 1: The experiential model of tourist destination brand creation 
 



 

Source: (Šerić 2014) 

 
The experiential model is the result of scientific knowledge (Anholt, 2010; 

Kerr 2005;), scientific research of the authors (Seric and Lukovic 2011; Seric, Pepur 
and Kalinic 2011), and practical experience of the authors in creating coastal 
destination brands and specialized tourism products (Riviera Gradac, Stone Lights, 
Diocletian Legion, etc.). The final version of the experiential model is based on the 
findings of in-depth interviews with representatives of selected hinterland destinations 
stakeholders (receptive operators and Tourist Board offices) regarding their perception 
of the tourist offer). In-depth interviews with representatives of these stakeholders 
point to an agreement on the importance of the historical identity of littoral destination, 
rare recognizable destination icons, resources that they represent and other resources 
that enable creation of the specialized tourism products. Stakeholders’ representatives 
agree that an effective model of hinterland destinations branding should also take into 
account the links with the existing, mostly humble, tourist offer.The aim of the research 
is to test the empirical model and to evaluate the need for the adaptation and 
modification of the model in order to create the hinterland destination brand. The basic 
hypothesis reads: The experiential model of destination branding does not need to be 
modified in order to create the hinterland destination brand. The authors are part of a 
multidisciplinary team of the project Tracing the life and faith between Svilaja and 
Moseć (wider littoral area in Dalmatia). For the purposes of the evaluation of potential 
tourism resources in hinterland of Split-Dalmatia and Sibenik-Knin County in Croatia, 
several field researches were administered in those areas (2013th-2014th). Selected 
dichotomous questions were used as filter questions (familiarity with broader potential 
tourism resources of hinterland, etc.), based on which the final convenient sample of 
connoisseurs of 200 tourists was shaped. 

 
 
2.1. Exploratory study findings 

 



The purpose of the exploratory study was to determine the framework of the 
tourist potential of the hinterland destinations, approximate condition of the receptive 
tourism infrastructure, and the national structure of tourists in this area. 

Table 1: SWOT analysis of the hinterland destinations tourism potential  
 

STRENGHTS WEAKNESSES 
1) Effective human resources and funds 

- The will to improve the current situation 
- The ambition for learning and for tourism 
development 
- Working population  
- Village/country economy 
- Weekend houses usable for tourism  

2) Landscape Resources 
- High quality of air, water and soil  
- Low pollution level  
- Road infrastructure 
- Organic agricultural lands 
- Geographical link between coast and inland 
- Climate benefits 
- Rivers, streams, lakes, mountains 

3) Recognizability 
- National Parks 
- Prosciutto 
- Cheese from the skins 
- Lamb 
- Wines 
- Historical heritage 

4) Culture 
- Art of living 
- Heritage / Tradition 
- The tradition of cultural and artistic 
associations 
- Archeological Sites 

5) Economy 
- Economic infrastructure 
- Private initiative and entrepreneurship 
- Customizable crafts and small businesses 
- Agriculture and food production 
- Tourism 
- Mining / building material manufacturing  

6) The wider environment 
- Cultural connections with other areas 
- Communication links 
- Connections with the diaspora  

7) Local government 
- Population and economy  service  
- Experience in resource management 
 

1) Spatial depopulation 
2) Diversity standards of the local population 
3) Lack of highly educated people 
4) The inadequate age structure 
5) Insufficient and inadequate quality  of the 

structure and the number of the receptive 
subjects 

6) Insufficient municipal infrastructure 
7) Low level of environmental awareness and 

culture 
8) Environmental black spots 

- The remaining minefields 
- Drainage of waste water without treatment 
- Landfill waste 
- Wild landfills 
- Stone dust from the former mine 
- The abandoned mines 

9) Traffic isolation of the part of the settlements 
10) The fragmentation of agricultural capacity 
11) Neglected gastronomy within the tourist offer 
12) Low entrepreneurial initiative 
13) The absence of centers for the promotion and 

development of local entrepreneurship 
 

OPPORTUNITIES THREATS 
1) Coastal proximity 
2) Proximity of and connection with the highway 
3) Regional programs and projects 
4) A dedicated national and EU funds 
5) Links with national and international 

foundations 
6) Area of Special State Concern 
7) Recognizable destination icons 

1) The complexity of applying for funds 
2) Contaminations caused by local industry 
3) Under-representation of local interests in the 

projects and plans of the wider region 
4) Loss of the status of special state area 
5) The emigration of educated young people 
6) Low investor interest in the hinterland 
7) Uncontrolled settlement of new population 

Source: Research of the author (2014) 



 

Table 2: Tourist accommodation and categorization in the part of hinterland 
destinations settlements 
 
Settlement Accommodation 

category 
Service 
period 

Rooms Apartments Bed 
No. 

Supp. 
Bed 
No. 

Category 

Drinovci Apartments Year 
around 

9 6 25  3* 

Drniš Holiday house Year 
around 

2  4  3* 

Tepljuh Holiday house 01.06. – 
30.09. 

2  4 2 2* 

Drniš Hotel Year 
around 

14  27  3* 

Drinovci Holiday house Year 
around 

2  3  3* 

Trbounje Holiday house  Year 
around 

4  8  5* 

Bogatići Village 
household 

01.05. – 
31.08. 

3 1 8  2*/3* 

Brištani Village 
household 

Year 
around 

2 1 7   

Pakovo 
selo 

Village 
household 

Year 
around 

1  2  3* 

Radonić Village 
household 

Year 
around 

8  16  3* 

Drniš Room rent Year 
around 

5  10  2* 

Siverić Holiday house 01.05. – 
15.10. 

3  6  3* 

UKUPNO - - 55 8 120 2 - 
Source: Research of the author (2014) 

 
 
 
 
 
 
Table 3: Tourist overnight stays in a part of hinterland destinations from January 
to June 2012th-2013th 

 
COUNTRY 2013-

arriva
ls 

2013- 
overnights 

% 
overnights 

2012- 
arrivals 

2012- 
overnights 

% 
overnights 

Index 
arrivals 

Index 
arrivals 

AUSTRALIA 10 11 0,69% 2 4 0,29% 1,11 0,61 
AUSTRIA 29 61 9,40% 15 58 7,65% 0,33 0,32 
BELGIUM 18 42 3,45% 10 37 5,11% 0,29 0,17 
BOSNIA I 
HERCEGOVINA 

3 3 0,19% 1 2 0,06% 1,5 0,75 

BRAZIL 0 0 0,00% 1 2 0,03% 0,0 0 
BRITISH INDIAN OCEAN 
TERR. 

0 0 0,00% 9 16 0,26% 0,0 0 

CEZCH REP. 3 6 1,13% 2 2 0,23% 0,33 1,29 
DENMARK 7 40 2,51% 0 0 0,16% 1,4 4 



ESTONIA 0 0 0,00% 4 4 0,06% 0,0 0 
FINLAND 10 15 1,07% 2 4 0,34% 1,43 0,81 
FRANCE 26 69 5,02% 39 80 7,40% 0,19 0,17 
GREECE 1 1 0,06% 0 0 0,00% - - 
CROATIA 230 476 30,16% 318 1277 40,54% 0,37 0,19 
IRELAND 5 5 0,44% 1 2 0,10% 1,67 1,17 
ITALY 21 45 3,20% 21 75 7,94% 0,18 0,1 
ISRAEL 4 6 0,75% 4 20 0,53% 0,33 0,36 
JAPAN 4 6 0,38% 0 0 0,03% 2 3 
CANADA 3 4 0,25% 3 10 0,52% 0,18 0,13 
CHINA 0 0 0,00% 2 4 0,06% 0 0 
KOREA 3 3 0,19% 0 0 0,00% - - 
KOSOVO 0 0 0,00% 1 1 0,02% 0 0 
LATVIUM 0 0 0,00% 5 5 0,08% 0 0 
LUXSEMBURG 2 4 1,19% 0 0 0,39% 0,88 0,79 
HUNGARY 1 2 0,13% 1 1 1,03% 0,07 0,03 
MACEDONIA 2 2 0,13% 0 0 0,00% - - 
NETHERLANDS 9 12 4,20% 13 25 5,44% 0,24 0,02 
GERMANY 54 164 15,67% 58 343 12,57% 0,39 0,32 
NORWAY 2 4 0,25% 0 0 0,05% 1 1,33 
N. ZELAND 1 1 0,06% 4 8 0,15% 0,2 0,11 
POLAND 8 24 1,50% 3 3 0,68% 0,47 0,57 
PORTUGAL  1 1 0,06% 0 0 0,00% - - 
ROMANIA 0 0 0,00% 8 16 0,26% 0 0 
RUSSSIAN FED. 8 16 1,00% 6 12 0,81% 0,42 0,32 
USA 15 25 1,57% 11 21 0,77% 0,54 0,52 
SLOVAKIA 2 2 0,13% 0 0 0,13% 0,5 0,25 
SLOVENIA 9 11 0,69% 20 45 0,90% 0,35 0,2 
SPAIN 2 3 0,19% 2 2 0,77% 0,09 0,06 
SERBIA 4 6 0,50% 0 0 0,00% - - 
SWEDEN 10 20 1,50% 9 12 0,92% 0,67 0,42 
SWITZERLAND 10 16 1,00% 0 0 0,42% 1,11 0,62 
SWAZILAND 2 6 0,38% 0 0 0,00% - - 
TAIWAN 1 1 0,06% 0 0 0,00% - - 
UKRAINE 0 0 0,00% 16 36 0,58% 0 0 
GBR 31 151 10,91% 9 26 2,73% 0,74 1,03 
 TOTAL 551 1264 100% 600 2153 100% 0,36 0,26 

Source: author's research of the records of the tourist boards hinterland destinations (2014) 

 
 

The findings revealed a variety of potential tourism resources, lack of 

reception capacities in number and quality of the units, and diverse structure of foreign 

visitors from over 40 emissive markets. 

 

 

2.2. Survey research findings 
 

In accordance with the structure of tourists in the hinterland destination area, 
content analysis of the completed questionnaires has been executed on the defined 
sample. Semi-structured questionnaires were used on a sample of connoisseurs. 
Individuals that visited hinterland without a specific reason were excluded from the 
final sample by a pre-test. Research findings are listed below. 



2.2.1. Size and structure of the sample: 200 tourists; 56% women, 44% men. The 
gender structure of the sample is adjusted to the basic group. 

2.2.2. The age structure of the surveyed tourists: 18% up to 25 year of age; 35% 
between 26-35 years of age; 10% between 36-45 years of age; 26% between 46-55 
years of age; 11% older than 56 years. Age structure is adapted to the basic group. 

2.2.3. Period of the year in which tourists regularly travel: 54% in the spring; 32% in 
summer; 5% in autumn; 8% in winter. 

2.2.4. Basic purpose of the tourist stay in hinterland  destination: 54% holiday in 
general; 33% natural, cultural and historical attractions; 8% visiting friends; 3% hiking 
as part of their stay in coastal destinations; 1% gastronomy; 1% other reasons. 

2.2.5. Reasons of  hinterland destination choice: 43% positive word of mouth; 34% 
image contents on the internet; 16% promotion through travel agencies; 7% other 
reasons. 

2.2.5. Compatibility of the tourist services with expectations before arriving at the 
destination: 55% in line with expectations; 23% below expectations; 20% above 
expectations; 2% significantly above expectations. 

2.2.6. Quality of conduct of the tourism staff in hinterland destinations: 52% as 
expected; 24% below expectations; 19% above expectations; 4% significantly above 
expectations; 1% significantly below expectations. 

2.2.7. Courtesy and hospitality of the local population: 45% of the expected; 35% 
below expectations; 16% above expectations; 3% significantly above expectations; 1% 
significantly below expectations. 

2.2.8. Accommodation objects quality: 51% below expectations; 41% as expected; 6% 

above expectations; 2% significantly above expectations. 

2.2.9. Out-board content prices of the hinterland destinations: 58% more expensive 

than expected; 33% as expected; 8% lower than the expected; 1% significantly above 

expectations. 

2.2.10. Cleanliness and hygiene of the hinterland destinations: 46% in line with 

expectations; 40% lower than expected; 11% above expectations; 2% significantly 

above expectations; 1% significantly below expectations. 

2.2.11. Sufficiency of the accommodation in hinterland destinations: 63% insufficient; 

29% in line with expectations for the particular destination; 7% sufficient to select; 1% 

markedly insufficient. 

2.2.12. Tourist attractions diversity: 50% very low; low 41%; 5% neither low or high; 

3% high; 1% very high. 



2.2.13. Tourist value of the cultural and historical heritage: 58% very high; 38% high; 

4% sufficient. 

2.2.14. Importance of the eco components in the tourism image of the hinterland 

destinations: 56% very high; 29% high; 14% same as in coastal destination; 1% 

irrelevant. 

2.2.15. Importance of the offer content implementation in the tourist image of the 

hinterland destinations for arrival: 91% outstanding importance with emphasis of 

continuous improvement; 9% important, sufficiently implemented. 

2.2.16. Are you're willing to pay a higher price of tourist services in the hinterland 

destinations if more quality is  provided: 87% yes; 13% no, tourist services in the 

hinterland should be cheaper than the same in the coastal region. 

2.2.17. Grade promotion of specialized tourism products in the hinterland destinations: 

72% insufficient and inadequate; 28% adequate, no more content is necessary. 

2.2.18. Asked to state a specialized type of tourism product that they consider 

particularly important for hinterland destination, 64% stated adventure tourism 

products, and the remaining 36% stated different specialized products such as health, 

cultural, manifestations, food and other forms of specialized tourism offer. 

2.2.19. Asked if day trips at sea are important due to the proximity of the coastal area 

during the warmer months, 71% answered negatively, and 29% positively. 

2.2.20. With regard to the interest for day trips in coastal destinations during their stay 

in the hinterland (but not involving bathing tourism) 54% stated that they are not 

interested, and 46% that they are interested. 

2.2.21. Asked if they preferred an active holiday in the hinterland destination 72% 

answered positively and 28% negatively. 

2.2.22. Asked if they are interested in returning to this destination 94% answered 

positively, and 6% answered - perhaps. 

2.2.23. Asked if they are interested in returning to this destination in another period of 

the year 84% were positive, and 16% want to come only in the period in which they 

have already visited the destination.  

2.2.24. Asked if they will recommend the hinterland destination to their acquaintances 

and friends, 87% answered positively; 13% answered negatively with explanation that 

they want peace to be preserved, without the tourist crowds and higher prices. 



2.2.25. Asked to state the fundamental association to the hinterland destination, 43% 

stated attractions of the natural landscape; 20% ecological preservation of the 

destination; 18% rich cultural and historical heritage; 15% relaxing, peaceful and quiet 

holiday; 4% attractive gastronomic offer. 

 

 

3.RESULTS OF THE RESEARCH 

In the context of the presented research subject and the problem of the 

research, the purpose of analysis of all collected data was to test the experiential model 

of the hinterland destination branding. The model should offer guidelines for selecting 

the relevant icons and resources that ensure visibility and competitiveness of the image 

of the brand. Research findings show that visitors of the hinterland destinations do not 

think like visitors of coastal destinations. Based on the generalization of findings of the 

conducted research, Figure 2 shows the pyramid of benefits that needs to be 

implemented in the brand image of the hinterland destinations through a custom model. 

 
Figure 2: The pyramid of benefits necessary to implement in the hinterland 
destination brand 
 
 

 
 
 

 

 

 

 

 

 

 

 

 

 

 
 
 
Source: Research of the author (2015) 

 
The data analysis indicates hinterland is not visited primarily during the peak tourist 
season. Visiting coastal destinations has no importance for the visitors even during the 
bathing season. This indicates the potential of a year-round tourist visiting to the 
hinterland. Visitors are attracted by the preserved landscape, cultural and historical 

 

PRIMARY– landscape resurces, climate conveniences, tourist contents,  indigenous  
gastronomy, accomodation objects on attractive locations, 

RATIONAL – indigenous customs and cultural and 
historical heritage, fast and simple availability and safety 

EMOTIONAL – personal 
experiences, percieved value of 

the tourist stay 

SOCIAL 
–eco 

tourism 
developm



heritage, the perception of active holidays in a quiet atmosphere with original cuisine. 
Eco component of the tourist offer is also implied. These resources are handy for 
communicating through the destination brand, but through word of mouth, and other 
forms of indirect promotion of the tourist image of the hinterland. The interest in 
returning to hinterland indicates the adequacy of resources for creating loyalty towards 
the hinterland destination. The actual promotion of the hinterland brand is not on an 
appropriate level. The hinterland destination brand should clearly communicate 
specific content and quality of the offer. Effective brand management activities are also 
required in order to more ˝aggressively˝ encourage tourists to first arrival. Quality 
standards of accommodation capacities are to be emphasized by brand management 
activities as these hinterland offer variables are not perceived as tourist offer of coastal 
destinations is. Following these findings the basic research hypothesis is rejected. For 
the purpose of branding of the hinterland destinations modification of experimental 
models is recommended as shown in Figure 3 

 

Figure 3: Customized model of hinterland destinations tourist brand creation 

 

Source: Research of the authors  
  

 

In accordance with the modified model, the image of the hinterland 
destinations brand should be based primarily on a variety of resources. This ensures the 
perception of a wider range of potential specialized tourism products. Coastal 



destinations are characterized by spatial constraints (sea line and the mountains in the 
hinterland). Therefore, a focus on specialized tourism products is necessary for coastal 
destinations brand. Hinterland destinations brand should be created on the basis of 
tradition, history and cultural heritage. Coastal destinations should have links to these 
variables in order to completely fulfill the promise of the brand. In coastal destinations 
these variables are secondary reason for tourist visit, especially in the main tourist 
season. In the hinterland, the same variables, with preserved landscape, are the primary 
reason for tourist visits. Therefore, it is useful to expand the focus of the brand image. 
Broader opportunity to develop specialized tourism products in the hinterland 
destinations area allows the implementation of current tourism trends within the offer. 
This gives rise to new investments in the tourism industry in the hinterland. In the 
hinterland area, investments do not happen by inertia, as they do in coastal areas. Lack 
of investments in tourism decreases the quality of accommodation facilities. In the long 
term, such tourist offer is not sustainable in the hinterland. It is, therefore, necessary to 
implement the investment variable in the model of creation of the hinterland 
destination brand. Due to the bathing tourism flywheel, the coastal destination brand is 
focused on the existing offer of the destination. In the case of hinterland destinations, 
the focus of the brand, as well as the offer, should be adjusted with demands and 
expectations of the target clientele and potential investors.   

 
 

4. CONCLUSIONS 
 

In modern tourism brand management practices two approaches to stimulate 
demand for the destination are recognized. The first approach is focused on attracting 
new visitors, and the other on reminding them to re-visit the destination. In the case of 
hinterland destinations it is evident that the brand image aimed to attract new visitors, 
compared with coastal destinations, should be more attractive. The perception of 
service quality and diversity of tourist attractions in hinterland destinations is sufficient 
to create categories of loyal visitors. Due to more intense mutual competition, this is 
not the case in coastal destinations. If the traffic infrastructure connecting hinterland 
with coastal areas exists, tourism development of such areas is desirable in order to 
create integrated tourism products. Such tourist offer encourages year-round visit. 
Therefore, the benefit of branding hinterland destinations is multiple. The dilemma that 
gave boost to this study was to evaluate the applicability of empirical models of 
branding coastal destinations in the hinterland area. Findings of the conducted research 
have proved that the creation of hinterland destinations brand should apply the 
modified approach. Visitors do not select the hinterland destination according to the 
primary criteria for the selection of coastal destinations (bathing tourism). Similar is the 
case with investors. They, by inertia, invest in shoreline tourism, and rarely think about 
the potential of investment in the hinterland. The repercussion of insufficient 
investment, primarily in the receptive facilities, slows tourism development and growth 
of tourist visits in the hinterland. Potential tourist demand for hinterland destinations is 
found on all emissive markets. Research findings argue rejection of the hypothesis: In 
the hinterland destination it is not necessary to modify the experiential model of 
brand creation. The scientific contribution of the research is, therefore, reflected in the 
definition of the corrected model for hinterland destination brand creation. The 
diversity of potential tourism resources in the hinterland is the prerequisite of 
development of a multitude of specialized tourism products. Due to this fact it is 
recommended that the focus of the brand is on the image resources and not on 



individual tourism products. Specificity of the hinterland, compared to coastal areas, 
necessitates the implementation of special features of perception of the hinterland in 
the minds of targeted tourist clientele. The existing imbalance of the tourist valorization 
of coastal and hinterland areas in Croatia and the Mediterranean, is an incentive for the 
creation and improvement of integrated tourism products. The presented model is 
usable for a wider application in practice of hinterland destination branding. On the 
platform of the proposed model, selection and implementation of destination icons in 
the hinterland tourism brand is simplified. Hinterland destinations tourist brand should 
ensure perception of differentiated offer for potential visitors and investors. Due to the 
diversity of resources in the hinterland, it is possible to develop a set of specialized 
tourism products, including the trendy ones. The possibility of investing in the trendy 
tourism products is an incentive for investors. One should bear in mind that the 
tradition, history and cultural heritage are the elements that ensure clear differentiation 
of the hinterland destinations brand image. As tourists visit coastal destinations by 
inertia (bathing tourism), the investment in tourism infrastructure of those areas is also 
higher. In the hinterland destinations the situation is different. Prerequisite for creating 
the hinterland destination brand is the evaluation of resources and destination icons 
from the aspect of potential visitors. On that platform, co-branding of the hinterland 
destinations with selected icons is possible. Creating a distinctive hinterland tourist 
destination brands will contribute to the balance of the integrated tourist offer of a 
wider geographical area. Appropriate selection of components of future hinterland 
destinations brand allows its recognition in the buyers’ market, which will have 
significant repercussions on the growth of tourist visits and extending the tourist season 
the wider area.  
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