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Abstract 
Purpose – As drivers of economic development, cities need to ensure smart and sustainable 
growth, which involves solving a series of urban challenges. The purpose of this work is to 
present the attitudes of the residents, tourists and management on different organizational 
elements of Opatija and its surrounding, such as transport accessibility, urban coherence, city 
design, green urban areas, etc. 
Methodology – Empirical research was conducted in the spring, summer and autumn of 2006 and 
2011, using a sophisticated questionnaire adapted to each target group (tourists, residents, 
tourism management). A Likert scale with both open- and closed- ended questions was used, 
ranging from 1(worst) to 7 (best). In gathering data, the most frequently used method was one-to-
one interviewing, although, in a small number of cases, the questionnaire was self-administered 
by the respondents. The collected questionnaires were encrypted and statistically analysed. 
Findings – Regarding the organizational elements of the Opatija Riviera in 2011, the tourists 
gave the highest overall mark (5.03), while the residents were more critical (4.40). The views and 
marks given by the management (4.38) indicate that there is still room for improvement in the 
region.  
Contribution – The obtained results represent the fundamental, relevant information base 
necessary for managing the city as a tourism destination on all levels, from tourism destination to 
the region, taking into account the various synergistic processes to be developed and 
systematically improved. Furthermore, the results provide the local authorities, as well as other 
users, with practical answers for achieving a higher degree of efficiency in defining the urban 
strategies of the city as a tourism destination. 
Keywords urban planning, city tourism development, sustainability, city organization, city 
economic development 
 
 
INTRODUCTION 

 
What makes cities attractive to tourists is their interest aroused from learning about the 
city's history, art, cultural heritage and the residents' lifestyle. Thus, the city represents 
the material, social and political product that exudes sophistication for modern 
civilisation (UNWTO, 2012). 
 
From the economic point of view, since tourism is a social phenomenon conforming to 
the wishes and moods of tourists, the city as a tourist epicentre is often in need of 
internal changes. These changes include: renovations of the existing historic sites and 
features, increasing tourism accommodation capacity, adjusting tourist attractions to 
the tourists' demands, and many others. However, these changes also need to be in 
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accordance with the wishes of the city’s residents. As a tourism destination, the city 
must adjust to the wishes of both present and future tourists, but also meet the needs of 
its residents with its spatial organization. A city or municipality and its authorities must 
organize, prescribe and provide the basis and conditions (material, institutional, 
financial, etc.) for economic development, primarily by constructing communal 
infrastructure, creating an environment (tax and similar) that will stimulate economic 
development and finally, establishing criteria that must be met by all business 
enterprises, namely: general interest, environmental protection, sustainable economic 
development etc. In the implementation of such economic policies, the counties, cities 
and municipalities will primarily manage the following three areas: (1) spatial 
management, (2) communal infrastructure and (3) establishing financial frameworks 
and other conditions for economic development (Blažević 2007, 137). 
 
The existing city resources are becoming increasingly valorised through urban tourism, 
with the aim of achieving positive economic effects. This is evident in the following: 
the prolongation of tourism season, increase in tourist spending, increased revenue, 
increased number of overnight stays, higher employment etc. Urban tourism constantly 
grows and develops, and the cities are rising on the tourists’ list of travel motives. This, 
in turn, creates better living conditions for the residents, (e.g. landscaped parks and 
trails, increased number of parking spaces etc.). The activities and investments aimed at 
the prolongation of the tourism season undoubtedly improve the residents’ living space. 
Many authors examined the interrelationship between the local perception of impacts 
and the level of tourism development (Vodeb and Medarić 2013; Alhammad, 2012). 
 
The purpose of this paper is to present the attitudes of the residents, tourists and 
management on different organizational elements of Opatija and its surrounding, such 
as transport accessibility, urban harmony, maintenance and design of parks and green 
spaces, maintenance and cleanliness of beaches, working hours of restaurants and 
service facilities etc.  
 
This paper makes a contribution to the development of tourism in Croatia, which was 
the primary goal of both this work and the conducted research. The research was 
conducted in the city of Opatija and its surrounding area, and included the tourist, 
residents and management. The goal of the research was to explore and identify the 
level of satisfaction with the destination’s tourism offer, in order to lay the foundations 
for the creation, enrichment and development of the existing offer and city organization 
and, thus, economic growth. The following part of this paper gives a short overview of 
theoretical assumptions regarding the abovementioned subject. The second part of the 
paper presents the results of the empirical research conducted on the Opatija Riviera, 
namely in Ičići, Lovran, Matulji, Medveja, Mošćenička Draga and Opatija. 
 
The obtained results represent the fundamental, relevant information base necessary for 
managing the city as a tourism destination on all levels, from the tourist centre to the 
region, taking into account the various synergistic processes to be developed and 
systematically improved. Furthermore, the results provide the local authorities, as well 
as other users, with practical answers for achieving a higher degree of efficiency in 
defining the urban strategies of the city as a tourism destination. 
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1. FRAME OF REFERENCE 
 

1.1. Urban planning in tourism destination 
 

By 2030, at least 61 per cent of the world’s population will live in urban areas, and by 
2060, the world is likely to be fully urbanised. That is, more than 80 per cent of the 
world’s population will live in the cities (Guide to City Development Strategies 2006, 
p.1). Many cities go beyond the bounds of their infrastructural resources and 
possibilities, while increased urbanisation prevents efficient public administration. 
Urban public services therefore become inadequate, sluggish and non-functional. Local 
development policy-makers must urgently implement the measures necessary for 
defining the solutions to delivering more quality services to more people, both residents 
and tourists. The answer to the growing city life issues in urban areas lies in the 
implementation of the concept of “smart cities” (Smart Cities 2013). 
 
Table 1:  Stakeholder Roles and Responsibilities – Users of City Services/ 

Infrastructure 
 
STAKEHOLDE

R 

ROLES AND RESPONSIBILITIES 

POLICY • Governments at all levels set policies (State, Local, Regional, European 
Union) 

• Think tanks, consultants, the public, NGOs, universities and others all 
influence policy  

REGULATORS • Regulators influence and create policy, as well as monitor policy 
adherence 

• Semi-government agencies and NGOs often perform a quasi-regulatory 
role in that they influence policy 

OWNERS • Owners include real estate, utilities, transportation, and city services 
entities 

• Owners / developers may be the same entity 
• Owners often own assets long term (e.g. pension funds / infrastructure 

funds) 
• Owners often appoint third parties to manage assets 

DEVELOPERS • Developers include real estate, utilities, transportation, and city services 
• Developers contract with architects, designers, consultants, and general 

contractors, as well as arrange financing 
• Developers may be speculative and hand off assets to owners, such as 

pension-fund owners 
OPERATORS • Operators comprise various groups, such as: real estate and facilities 

managers who act on behalf of the owner; Government-owned public 
services, such as water supply, power supply and transportation;  
private operators and utilities, transportation and city services 

Source:  authors’ adjustment of Falconer, G. and Mitchell, S. (2012), Smart City Framework – Methodology, 
IBSG http://www.cisco.com/web/about/ac79/docs/ps/motm/Smart-City-Framework.pdf 
(11/02/2015) 
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Cities are turning into key factors which, through the reduction of energy losses, more 
humane attitudes towards the environment, and primarily through integration of 
information and communication technologies, should provide an ongoing evaluation of 
all the systems that need to be connected into a global concept of “sustainable city” 
(Yigitcanlar et all 2015). Strategic planning and adoption of public policies concerning 
economic development, labour market, mobility and transport, housing, education, 
water, energy, waste, immigration, etc., cannot be efficiently dealt with at the local 
level. Efficient government and city governmental structures are another key 
precondition for the achievement of competitiveness of cities as tourism destinations 
(Chorianopoulos et al 2014, 133). Table 1. shows the roles of all stakeholders in the 
organization of the city. 
 
The better the cities are managed, the stronger they become and the more competitive 
position in the global city network they can achieve, bringing benefits to both national 
and global economy (www.ec.europa.eu). Cities have become the centres of economic, 
cultural and political power of the developed world, that are, at the same time, 
unsustainable centres that use the environment and resources and impact climate 
change (Krstinić Nižić and Bareša 2013, 326). Cities and communities around the 
world are faced with many challenges, including: growing population, polarisation of 
economic development, increased greenhouse gas emissions, reduced budget etc. For 
the local government, the major challenge is finding the way to maintain the ecological 
balance in the area. Environmental protection and, thus, climate change mitigation, 
requires significant financial resources, and can only be successful if sufficient, 
permanent and stable sources of financing are ensured (Šverko Grdić and Arrigoni 
2014, 288). 
 
In this way, the city as tourism destination meets the needs of its residents, at the same 
time creating and /or improving the offer for new visitors and tourists through urban 
innovation. Tourism destinations tend to use “innovation” as a vehicle for developing 
new products, addressing niche markets, upgrading the quality of their services and 
improving their competitiveness. Within this context, the initiative of “smart tourism 
destination” has been a key to success for many city destinations (Wang and Li 2013, 
59). Today tourism has become of the utmost importance in the development of a city; 
it is a crucial marker of the city's image, not only as a tourist destination, but also as a 
spatial unit of pleasant living. In planning tourism development in cities, a number of 
specific issues need to be addresses such as the conflicting natures of various 
development options, traffic-related problems, especially in city centres, and the 
excessive pressure placed on certain attractions, which could result in their degradation. 
Considering the existing spatial distribution of buildings and roads within a city, where 
only minor interventions are possible in the majority of cases, in planning tourism 
development many elements of the offer should be considered in accordance with the 
given variables (Smolčić Jurdana and Sušilović 2006, 138). 
 
Local authorities are responsible for the implementation of local development 
strategies in cooperation with the public and private sectors and other establishments. 
Local government plays a key role in representing the public interest, stimulating urban 
innovation and taking responsibility for the creation of an urban future. In order to 
achieve this, it is necessary to implement and follow the proposed city development 
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strategy. City Development Strategy assessments should address the following subsets: 
business climate, competitiveness, human resource development, environmental 
quality, service delivery, energy efficiency, spatial form and infrastructure, local 
government and financial resources (City Development Strategy Guidelines 2006, 3). 
Modern cities plan the social and economic dimensions of sustainability. Klemens 
shows that the dynamics of the built environment suggest considering the sustainability 
assessment systems as tools for monitoring the evolution of the built environment as 
well as citizens’ lives (Klemens 2015). 
 
In his book “The Art of City Making” (2006), Charles Landry introduced the concept 
of superbrandscape, representing place branding; a synergy of all the elements that 
make a particular place a must-see destination. Branding also affects the creation of the 
city's identity and the sense of place. However, when it comes to creative cities, it 
brings as many disadvantages as it does advantages. According to Landry, creative 
cities must provide certain alternatives and free spaces, and be open to different 
identities. In the context of urban studies and regional development, a new theory 
replaced the concept of social capital with the concept of human capital (Florida 1995). 
The theory is based on the notion that cities are destined to attract creative people who, 
in turn, stimulate economic development (Perinić 2010, 111). 

 
1.2. City Tourism Development 

 
A very good example can be found in Seoul, South Korea- one of the world's largest 
cities, which has already left a visible mark in world history due to its rapid economic 
and urban development.  In a very short time, the city has become one of the largest 
and most popular destinations in the world, experiencing a major revival of cultural 
industry. Seoul, a city slightly smaller than Zagreb, nowadays has nine million foreign 
visitors (Križnik 2011, 297). The two main strategies used as guidelines in achieving 
the objectives were efficient resource management and marketing. The key to success 
lies in continuous growth and development. Recognising the city’s strong 
predisposition, the government devised a development strategy, set the goals and, 
through efficient management and distribution of resources, turned Seoul into a 
competitive destination on the world market, often associated and compared to tourism 
in Barcelona. The main strategic goal was a symbolic reconstruction of the city. This 
implied investments and deliberate enhancements of the image of the city, places and 
people in order to attract greater numbers of new tourists, increase the existing tourists’ 
level of satisfaction, introduce innovations and stimulate investments, all with the goal 
of economic development.  However, one goal was neglected. What happened with the 
local residents? The symbolic reconstruction of Seoul resulted in a decline in local 
places and the displacement of local residents. Since the symbolic reconstruction of the 
city brought so much profit through tourism, the negative effects remained ignored. 
Bearing in mind that these negative effects of urban policy might have overcome the 
positive, it is necessary to carefully plan future symbolic reconstructions in order to 
avoid similar paradoxes (You Kyung and Eung-Pyo 2011, 197). 
 
Changing the city’s complete symbolic meaning seems like a giant step. Since it is also 
driven by new tourist needs, a detailed research and market segmentation are essential. 
Market segmentation and identification are useful in defining the “target audience” that 
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makes the tourist clientele. Thus Adina Nicoleta Candrea, in her article “Tourism 
Market Heterogeneity in Romanian Urban Destinations, the Case of Brasov” points out 
segmentation as the crucial part of marketing decisions. The existing tourism market is 
segmented in terms of tourist motivation, which allows the classification of tourists into 
less homogenous groups, and thus a more accurate identification of different tourists’ 
interests. This, in turn, allows for a comparison of the segments’ needs and the 
destination’s strengths.  
 
Candrea substantiated her claims on the case of the Romanian city of Brasov. Brasov, 
although a city full of cultural and historical attractions as well as entertainment 
contents, it had one flaw - the city lacked the ability to keep its tourists. This situation 
reflects the poor utilization of tourism facilities and low contribution to the local 
economy. Despite the numerous studies conducted, the key to the solution could not be 
reached. For years the tourists have been segmented according to the socio-economic 
and demographic variables, which in this case wasn’t enough. In order to reach a 
specific group of tourists, the relations between these variables and the researched 
destination’s image components were established. A survey of tourists’ opinions was 
also conducted. The results showed a predominantly positive image of Brasov, but 
needed a more detailed analysis. In carrying out the principal component analysis, the 
following relevant factors or components were considered: security component, 
infrastructure component, environment, leisure and friendly component (Candrea et al. 
2012, 63). This was followed by the cluster analysis, segmenting the tourists and their 
preferences. The final analysis led to the conclusion that Brasov should develop and 
promote specific tourist packages that are in line with the tourist demand, such as 
active holiday for more demanding tourists, cultural and wellness holiday for the less 
demanding ones. In achieving a steady increase in the number of tourists, the 
promotion of Brasov through international catalogues and agencies plays a crucial role. 
Along with the development strategy, such detailed analysis enables directing the city 
development toward tourism development and attracting new investments. 
 
Tourism market is exceptionally dynamic and shows a high degree of competitiveness 
(World Economic Forum, 2014). It requires continuous monitoring and evaluation of 
the overall tourism offer, as well as a constant effort to achieve higher tourism offer 
standards and new development goals, such as transport accessibility, construction and 
maintenance of open space, trails and beaches which, in turn, should lead to a 
prolonged tourism season, the creation of new tourism products that encompass more 
market segments, further infrastructural development etc. Such a development should 
be harmonized at all levels, from local, through regional and to the national level 
(Golob et al. 2014, 28). 
 
The following part of this paper presents the attitudes and opinions of the residents, 
tourists and management on different organizational elements of the tourism 
destination.  
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2. STUDY AREA 

 
As part of the project “Tourism Regionalization in Global Processes”, accepted by the 
Croatian Ministry of Science, Education and Sport, and entrusted to the Faculty of 
Tourism and Hospitality Management in Opatija, a team of researchers1 and foreign 
consultants has set ambitious but realistic research goals that have both theoretical and 
practical significance. The main goal of the research was answering the question of 
successful management in the tourism region of the Opatija Riviera and its 
destinations, namely Opatija, Matulji, Ičići, Lovran, Medveja and Mošćenička Draga. 
 
The empirical research of the mentioned destinations’ tourism offer, conducted in two 
stages, encompassed all three levels of stakeholders, namely the tourists, residents and 
tourism management. For the purposes of this work, only the research data relating to 
the destinations’ organisational elements were selected and analysed.  

 
2.1. Research methodology  

 
The paper is based on the results of an extensive empirical research, conducted in 2011 
as a continuation of the project “Assessing the Kvarner Tourism Offer” conducted in 
2003, 2006 and 2011 and published in the journal “Tourism and Hospitality 
Management” in 2004, 2007 and 2012, respectively (Blažević and Peršić, 2004, 2007, 
2012). The results serve as the primary data for all further research. This paper uses the 
data for 2006 and 2011. The goal of the research was establishing long-term 
assumptions for a comparative analysis of the destinations’ tourism offer quality, 
selecting the Opatija Riviera as sample2. The comparative analysis was therefore 
carried out in space (all destinations) and time (comparison with previous years). The 
attitudes of all three researched target groups (tourists, residents and tourism 
management) were taken into account; ensuring the achievement of the objectives and 
individual tasks for each target group by using a clearly defined questionnaire.  
 
In approaching the research, a number of ambitious but realistic and achievable goals 
were set. The realization of these goals is evident in the tasks aiming to find the 
answers to the many questions regarding the conditions for a successful management of 
tourism destinations in general. The main comparative element was the Primorje-
Gorski Kotar County, recognizable on the tourism market as the tourism destination 
Kvarner. The representativeness of the sample is further confirmed by the fact that this 
destination accounts for more than 20% of total Croatian tourist traffic (Amendments 
to the Master plan for Tourism Development of the Primorje-Gorski Kotar County 
2012, p.51). 

 
The main goal of the research was to obtain reliable quantitative and qualitative 
information about the attitudes of tourists, residents and tourism management on the 
tourism offer of Kvarner and its destinations. The research results represent a quality 

                                                 
1 Note: The author of this paper assumed the role of the research team leader, while the co-author was a 
member of the research team. 
2 Local Development Strategy for the City of Opatija 2014-2020 and its analysis of the existing situation was, 
to a great extent, based on the original data obtained in this research. The authors of this study were members 
of the research team. 
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tool for determining the characteristics of the destinations’ offers, and for monitoring 
the tourism trends over a longer period of time. The main data collecting instruments 
were questionnaires printed in Croatian, English, German and Italian. Three different 
types of questionnaires were prepared - for tourists, local residents and tourism 
management. The questionnaires included both closed-ended and open-ended 
questions, using the Likert scale ranging from 1(worst) to 7 (best). The results were 
compared to the research results published in 2006 and 2011. The first part of the 
questionnaire contained specific questions adjusted to each group of the respondents, 
while the second part (analysing the level of satisfaction with different elements of the 
tourism offer) contained questions identical for all groups. This allowed a comparative 
analysis of the level of satisfaction with different elements of tourism offer in Kvarner 
and each particular destination. The second part of the questionnaire evaluated 37 
elements of the tourism offer, divided into five categories: 
• area, resources, environment,  
• contents 
• destination management 
• identity, security, information 
• residents, employees 

 
The predominantly used data collection methods were personal interview method and, 
to a lesser degree, the questionnaire method. The field studies and interviews were 
conducted by specially instructed students of the Faculty of Tourism and Hospitality 
Management in Opatija, in the spring, summer and autumn of 2006 and 2011 (from 15 
May to 15 October), which allowed the assessment of the situation  in pre-season, 
season, and post-season. The same basic methodological approach was applied to both 
surveys (2006 and 2011). The final research included 60 interviewers, each given 
specific instructions containing clearly specified quotas for each type of questionnaire, 
destination, nationality and type of accommodation. 
 
The collected questionnaires were encrypted and all data entered into SPSS Statistics – 
Version 19.0 and statistically analysed. In the following phase, the research team 
analysed and grouped the collected data. The research conducted in the Kvarner region 
was based on 4053 correctly completed questionnaires that surveyed 1989 tourists, 
1807 residents and 257 tourism managers from 36 tourism destinations in 8 sub-
regions: Rijeka and its conurbation, the Opatija Riviera, Gorski Kotar, the islands (Krk, 
Cres, Mali Lošinj) and the Crikvenica-Vinodol Riviera. The ratings and marks given to 
the group of elements relating to destination management are listed and explained 
below.  

 
2.2. Results and Discussion 

 
Table 2 (below) presents the answers given by tourists, residents and tourism 
management in the destinations on the Opatija Riviera, regarding their satisfaction with 
various elements of the tourism offer. Average marks, deviations and ranks of each 
individual element are shown in the tables and text below. The research was conducted 
in the area of Ičići, Lovran, Medveja, Mošćenička Draga, Matulji and Opatija. The 
results obtained are presented in the following table. The assessment used the Likert 
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scale ranging from 1 to 7, with 1 denoting extreme dissatisfaction of the tourist / 
resident / manager and 7 denoting extremely high satisfaction 
 
Table 2:  Attitudes of Tourists, Residents and Management on Tourism Offer 

Elements – the Opatija Riviera Destination Management  
(mark 1-extremely dissatisfied, mark 7 – extremely satisfied) 

 
Elements of 

the Opatija 

Riviera offer 

Tourists Residents Management Average 

 2006 2011 2006 2011 2006 2011 2006 2011 

Road / rail 
transport links 

4.96 5.03 4.37 4.59 4.63 5.08 4.65 4.90 

Local traffic 4.33 4.68 3.70 3.89 3.81 3.58 3.95 4.05 

Availability of 
parking space 

3.80 4.18 3.35 3.09 3.02 3.03 3.39 3.43 

Destination 
appearance 
and orderliness  

5.03 5.38 4.14 4.68 5.14 4.77 4.35 4.94 

Urban design 
and planning 

4.86 5.06 4.23 4.28 4.31 4.78 4.47 4.71 

Availability 
and 
maintenance 
of walking 
lanes and 
promenades 

5.55 5.46 4.86 5.48 4.77 5.56 5.06 5.50 

Maintenance 
and design of 
parks and 
green spaces 

5.48 5.33 5.07 5.27 4.75 5.33 5.10 5.19 

Maintenance 
and cleanliness 
of beaches 

5.09 5.24 4.14 4.19 3.90 3.92 4.37 4.45 

Crowded 
beaches 

4.52 4.86 3.97 3.96 3.88 3.18 4.12 4.00 

Working hours 
of service 
facilities 

4.99 5.11 4.13 4.28 4.81 4.22 4.64 4.54 

Working hours 
of restaurants 

5.16 5.14 3.76 4.77 4.61 4.73 4.52 4.88 

Shopping 5.00 4.84 4.05 4.37 4.35 4.36 4.47 4.52 

Average for 

the group of 

elements: 

destination 

management 

4.90 5.03 4.14 4,40 4.21 4.38 4.42 4.60 

Source:  authors’ adjustment and interpretation of data from: Blažević, B., Peršić, M., “Assessing the 
Kvarner Tourism Offer”, Faculty of Tourism and Hospitality Management, Opatija, Opatija/Wien, 
no. 1/2007; Blažević, B., Peršić, M., “Tourism Destination Research”, Faculty of Tourism and 
Hospitality Management, Opatija 2012. 

 



ToSEE – Tourism in Southern and Eastern Europe, Vol. 3, pp. 19-33, 2015 
B. Blažević, M. Krstinić Nižić: CITY ORGANIZATION AS URBAN CHALLENGE FOR TOURISM ... 

 28

As Table 2 clearly shows, local residents are the most critical category of respondents, 
giving the lowest marks to all studied groups of elements. This particularly refers to the 
availability of parking spaces, with even lower marks in 2011 (3.09) than in 2006 
(3.35). The residents also give relatively low marks to local traffic and working hours 
of restaurants. 
 
A similar situation, as far as the negative marks are concerned, is observed in the 
tourism management group of respondents, who also give lower marks to the following 
elements: availability of parking space (3.02 and 3.03), crowded beaches (3.18) and the 
maintenance and cleanliness of beaches (3.90). 
 
While the tourists do not share these opinions, especially regarding the maintenance 
and cleanliness of beaches (5.09 and 5.24), they tend to be more critical (just like the 
residents and management) of parking space availability (3.80 and 4.18). 
 
The average mark given to the group of offer elements related to destination 
management on the Opatija Riviera in 2006 is 4.42, with the highest mark given to the 
element of maintenance and design of parks and green spaces (5.10). The lowest 
average mark in 2006 was given to parking space availability (3.39), but even that 
element was given higher marks when compared with the results of the previous study 
(3.39 and 3.43). The average mark for the entire group of elements in 2011 was 4.60, 
which also shows signs of improvement when compared to the 2006 results (4.42). The 
destination’s advantages become obvious in the element of availability and 
maintenance of walking lanes and promenades, which was given the highest marks by 
all groups of respondents - local residents, tourism management and tourists. 
 
If we compare the average 2006 and 2011 results, it is obvious that most of the tourism 
offer elements relating to destination management received higher marks in 2011, and 
that specific actions to increase the quality of these elements are being taken. However, 
the elements “crowded beaches” and “working hours of service facilities” require 
additional attention since the average marks given by all three groups of respondents 
indicate a problem with these elements of the tourism offer. 
 
Considering the elements relating to destination management, each element can be 
analysed separately for each destination. However, since this is not the subject of 
research in this paper, it will only draw attention to the particularly low 2006 marks 
given to the element of parking space availability by the management - in Ičići (2.20) 
and especially Opatija (1.83). Furthermore, in Ičići, low marks are also associated with 
the problem of crowded beaches. However, the residents gave the highest average mark 
for all tourism offer elements in the category of destination management to Ičići (4.93). 
The lowest average mark was given to Lovran (4.07), as indicated by a large number of 
closed facilities and the lack of investment in tourism. 
 
Table 3 (below) shows the average marks given by tourists, residents and management 
to the elements in the sub-region of the Opatija Riviera and their comparison with the 
average marks given to the Kvarner region. 
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Table 3:  Survey Results – Elements of the Opatija Riviera Tourism Offer in the 

Category “Destination Management”  
 

Groups of Tourism Offer 

Elements: 

The Opatija Riviera Kvarner 

ø mark 2011 ø mark 2006 < = > ø mark 2011 
Working hours of catering facilities 4.88 4.52 > 4.86 
Shopping opportunities 4.52 4.47 > 4.96 
Walking lanes and promenades 5.50 5.06 > 5.21 
Transport accessibility 4.90 4.65 > 5.06 
Parks and green spaces 5.19 5.10 > 5.19 
Working hours of service facilities 
(banks, shops etc.) 

4.54 4.64 < 4.86 

Destination appearance and 
orderliness 

4.94 4.35 > 5.06 

Maintenance and cleanliness of 
beaches 

4.45 4.37 > 4.71 

Urban design ad planning 4.71 4.47 > 4.67 
Local traffic 4.05 3.95 > 4.47 
Crowded beaches 4.00 4.12 < 4.29 
Availability of parking space 3.43 3.39 > 4.37 
Average 4.60 4.42 > 4.86 

Source:  Blažević, B., Peršić, M., “Assessing the Kvarner Tourism Offer”, Faculty of Tourism and 
Hospitality Management, Opatija, Opatija/Wien, no. 1/2007; Blažević, B., Peršić, M., “Tourism 
Destination Research”, Faculty of Tourism and Hospitality Management, Opatija 2012. 

 
In 2011, the tourism offer elements in the category “destination management” were 
rated with an average mark of 4.60. This is higher than the 2006 mark (4.42), but lower 
than the average mark for the Kvarner region (4.86). In the Opatija Riviera, the highest 
mark is given to its walking lanes and promenades (5.50), while the lowest mark is 
given to parking space availability (3.43). Compared to the 2006 results, all elements 
show certain improvement, except for the crowded beaches and the working hours of 
service facilities (banks, shops ...), which record slightly lower marks. 
 
Among these elements, the highest mark (and higher than the average mark for the 
Kvarner region) is given to walking lanes and promenades (5.50), followed by parks 
and green spaces (5.19 - the same as the Kvarner region). These results confirm a high 
level of awareness the residents, tourists and management have about the importance of 
ecological elements in achieving sustainable destination development. 
 
When compared to the average marks given to the Kvarner region, elements such as 
parking space availability, crowded beaches and local traffic are given lower average 
marks; some elements are given higher marks (walking lanes and promenades, urban 
design and planning), while some were marked the same (parks and green spaces). 
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CONCLUSION 
 
The city is a magnet that attracts; a place of creation and innovation. The city is also 
the place where people meet; a place of many opportunities; a place that attracts 
economic development. The economy of the city or urban economy is important for the 
success of regional economy and vital for the development of national economy. Every 
city represents the epicentre of different people and ideas. The city is modernization, 
creativity, synergy. The city is a place that offers many opportunities and that 
contributes to the creation of new values, new jobs, better quality of life, and stronger 
national economy. From the city, local residents should draw what is best and provide 
urban tourists with what is most attractive, but remain within the framework of 
sustainable growth and development. 
 
In his work “The Art of City Making” (2006), Richard Landry outlines the steps that 
the city must take in order become creative. Some of the most concrete include the 
following: identifying examples of good practice and analysing the exact reasons for 
their success; (following the same logic) detecting the most important foreign projects 
and visiting these locations and, ultimately, implementing that knowledge (customized 
according to the specificities of local context and conditions) in the local environment. 
As Landry points out, branding is not everything; it is not enough (or even desirable) to 
simply brand the city as creative. Preferably, the identification should come from the 
outside; others should recognize the creative progress in the development of the city. In 
today’s world (marked by neoliberal capitalism), urban areas are like magnetic tapes 
from which we can delete and re-enter new meanings. Unfortunately, what is most 
commonly deleted are the cultural memories and the memories of residents / tourists / 
passers-by, while what is written in the city structure are profitable new residential and 
commercial buildings, shopping centres and the like. The city itself becomes the 
product to be sold to current and future residents and tourists, at the same time being 
the input (cause) and output (result) of cultural / creative industries. 
 
For these reasons, connecting such reflections on urban economy and the city as a 
tourist destination with this research represents a model for quality tourism destination 
management at the level of the Opatija Riviera and it smaller cities and towns (Ičići, 
Lovran, Matulji, Medveja, Mošćenička Draga and Opatija). 
 
The research is of the utmost importance for the tourism region of Kvarner, as well as 
for the Republic of Croatia as a whole, since the starting point is based on real 
problems with respect to modern trends on the tourism market. In using available 
resources and spatial planning, the emphasis is put on the application of sustainable 
development principles, which is in line with the global trends. 
 
Urban development planning should be approached as an integral part of global 
economic and social development of the city, with the main goal of integrating tourism 
into the existing economic environment of the city, and prevention of potential 
conflicts. Urban economic development requires a network of cooperative relations 
between the local authorities, tourism organizations, travel agencies and various 
organizations / institutions in the city. 
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Since tourism trends and the tourists’ interests are constantly changing, destination 
management is expected to respond to the emerging challenges and adopt a creative 
approach through permanent communication with tourism market. Thus presented 
information base provides a relevant framework for decision making and becomes an 
indispensable resource in achieving the qualitative and quantitative goals of tourism 
destination management. This information base is essential for defining the indigenous 
offer based on the specific characteristics of each tourism destination. This framework 
is particularly important for the analysis of the existing situation, necessary for the 
development of strategic goals, priorities and measures within the City Development 
Strategy (Opatija and the Opatija Riviera). 
 
On the national level, this research can be seen as a model to be followed by other 
tourism destinations of the same or similar characteristics. The presented research 
results provide an indispensable basis for reassessing the system of tourism 
organizations from the position of local self-governments. This represents the starting 
point for a review of tourism management, which needs to move away from 
administrative and political structures and draw more attention to the real economic 
impacts and the contribution of individual tourism regions to the overall development 
and well-being. 
 
The main conclusion to be drawn from this study is that quality tourism destination 
management is possible only through close cooperation and mutual support of tourist 
boards, tourism industry and local governments, i.e. public and tourism management, 
but also the local population and tourists in particular. The emphasis is on encouraging 
a high level of cooperation between all tourism destination stakeholders, with the goal 
of continuous improvement of tourism offer quality and the creation of a recognizable 
and competitive tourism product. 
 
The work enables a realistic consideration of all relevant factors of development, 
necessary for a successful tourism destination management, regardless of the formal 
organizational structures of destination management. The results obtained through this 
research represent a relevant information base necessary for tourism destination 
management at all levels, from tourism destination to the region, taking into account 
the various synergistic processes to be developed and systematically improved. 
Development should be directed towards a better and more efficient tourism 
management, and towards ensuring the economic development of cities as tourism 
destinations. 
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