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ABSTRACT 

 

Due to a high living standard of their citizens and to their particular inclination to 

tourist voyages, European Union member countries nowadays include most of the 

leading world emissive centers. Europe has always been attractive to tourists, with its 

member countries determining the contemporary tourism movements. At the same time, 

it represents an organized body where joint rules and standards on tourism are formed 

in order to develop in accordance with the whishes of the contemporary tourist demand 

which is nowadays defining new offer forms and new trends in tourism management. 

 

Member countries of the European Union, among which particularly the highly-

developed ones which, due to their resources, their tourist tradition, and the 

development of particular selective tourism forms, obtain great results in attracting 

tourists by smoothing the way to such a heterogeneous demand. Lately they have been 

associated by some new member countries which, as new tourist markets, obtain 

significant growth in both emissive and receptive tourist movements. As the result of 

the added integration processes, and of the simplification and the inexpensiveness of 

tourist voyages, the further growth in a number of tourist voyages from and within the 

European Union is predictable.  

 

Considering its further spreading and the great number of voyages, the global 

importance of the European Union will undoubtedly continue to grow. The integration 

processes developing throughout Europe do not allow a single country to sit on the 

fence, so the full membership represents the priority for Croatia as well. When entering 

the European Union, various important changes will occur in the sector of Croatian 

tourism as its main economic driving force. Croatia represents a traditionally tourism 

oriented country with all the prerogatives to include its tourism offer into the European 

tourism flows, and will try to solve the “European challenge” on market relations level 

applying all the necessary efforts in avoiding traps and dangers of  possible tourist 

marginalization within the tough competition conditions and the European Union 

protectionism measures. Consequently, in order for the Croatian tourism offer to 

integrate as soon as possible into the European tourism offer, the necessity of 

observing and applying all the possible experience, solutions, and standards from the 

tourism developed in the countries members of the European Union is manifested, 
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aiming at crossing the gap between the variegated highly-developed countries’ offer 

and our own offer pauperism. 

 

European Union member states include nowadays most of the leading world emissive 

centers, mostly due to a high living standard of their citizens and to their inclination to 

travel. Europe has always been attractive to tourists, therefore determining the 

contemporary tourism movements. At the same time, it represents an organized body 

with rules and standards on tourism developed in accordance with the whishes of the 

contemporary tourist demand. 

 

Key words: EU tourism, integration processes, Croatia, tourism movements, 

contemporary tourism trends 

 

JEL classification: F15, F2 

 

 

 

1.   INTRODUCTION 

 
According to all analytical data, Europe forms the peak of the world tourism 

development. It represents the strongest emissive tourism area and is, at the same time, 
the peak outbound tourism destination. From the foundation of the European Union, 
tourism forms one of the strongest economic segments within the EU economic system. 
 

However, tourism is expected to preserve its leading economic role and help develop 
the EU underdeveloped regions by employment possibilities for their inhabitants. 
 
In order to achieve these expectations, various old customs and habits have been 
changed and new institutions introduced, aiming at improving the old and introduce the 
new forms of tourism services. Among other things, these new institutions operate both 
in smaller and larger tourist settlements, developing regional tourism destinations, 
taking care of a wide range of tourist needs, from their personal and health problems, 

up to trips, border crossings and all the necessary documents. 
 
In spite of all the measures undertaken in tourism development within the European 
Union until now, new problems are appearing constantly, as tourism represents a live 

and changing activity with new forms developing in proportion to the human progress. 
The leading role of Europe within the world tourism is estimated to remain in the future 
as well, although in a somewhat smaller proportion because of constant apparition of 
attractive new tourism destinations on a tourism market. 

 

 

2.   EUROPEAN UNION TOURISM MARKET FEATURES 

 
The European continent shows more foreign tourist visits than all the remaining 
continents together. In terms of international travels only, 13 to 20 world top 
destinations are situated in Europe; leading ones in France and Spain (see Table l).  
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Table 1: World Top Destinations (international tourism arrivals), 2005-2006 
 

Range Country 2005 2006 Change 

percentage 
2005/2004 

Change 

percentage 
2006/2005 

1 

2 
3 
4 
5 

6 
7 
8 
9 

10 

France 

Spain 
USA 
China 
Italy 

Great Britain 
Germany 
Mexico 
Austria 

Russian Federation 

75.9 

55.9 
49.2 
46.8 
36.5 

28.0 
21.5 
21.9 
20.0 

19.9 

79.1 

58.5 
51.1 
49.6 
41.1 

30.7 
23.6 
21.4 
20.3 

20.2 

1.0% 

6.6 
6.8 
12.1 
−1.5 

9.2 
6.8 
6.3 
3.0 

0.2 

4.2% 

4.5 
3.8 
6.0 
12.4 

9.3 
9.6 
−2.6 
1.5 

1.3 
 
Source: World Tourism Organization (WTO), http://www.world-tourism.org. (9.06.2008.) 

 
 

However, the growing number in outbound tourist travels has been registered on the 
world level as well. 
 

Picture 1: Development of Outbound Travel in 2007 by Continent 
 

 

 
 
Source: IPK International Tourism Consulting Group 

 
All continents registered an increase in outbound travel in 2007. Asia recorded the 
highest increase (10%), followed by America (7%) and Africa (5%). 
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Table 2: Key Data on the 2007 European Outbound Travel Market 

 

Number of voyages 407 million +5% 

Number of overnight stays 3.9 billion +5% 

Volume of receipts 381 billion E +7% 
 
Source: IPK International, World Travel Monitor Company 

 
In 2007, the Europeans took a total of 407 million outbound trips (+5% over the 
previous year), thereby spending 3.9 billion nights abroad (+5%). These outbound trips 
generated a volume of spending totalling 381 billion Euros (+7%). 
 

Table 3: European Outbound Trip Growth Markets in 2007 

 

Outbound Trips from 

Russia +16% 

Spain +15% 

Poland +14% 

Czech Republic +11% 

Norway +  7% 

Italy +  6% 

Sweden +  6% 
 
Source: IPK International, World Travel Monitor Company 

 
The most dynamic European source market with 16% more trips in 2007 was Russia, 
followed by Spain (+15%) and Poland (+14%). However, also the Czech source market 
(+11% more trips) as well as Norway (+7%) and Italy/Sweden (+6% each) still show 

above average growth. 
 

Table 4: Main Destinations for Europeans in 2007 

 

Rank Destination Share in % 

1 Spain 13 % 

2 France 10 % 

3 Germany 9 % 

4 Italy 8 % 

5 Austria 5 % 

6 Great Britain 5 % 

7 Turkey 4 % 

8 Greece 3 % 
 
Source:  IPK International, World Travel MonitorCompany 

 
Again in 2007, Spain proved to be the most popular outbound destination for the 
Europeans, garnering a market share of 13%. France comes in second in the ranking of 
most popular destinations, followed by Germany and Italy. All told, 40% of the 

European trips were made to just these four destinations. 
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When ranked according to their tourism receipts, European countries show a somewhat 
different pattern. Particular receipts are concentrated much more geographically than 
the arrivals to the peak five destinations, garnering approx. 51% of total receipts. 
 

Table 5: World Tourism Receipts, 2005-2006 
 

US $ EURO 

Receipts Receipts Change 
Constant prices 

(%) 

S
h
are in

 %
 

(billion) 

p
er 

arriv
al 

(billion) 

p
er 

arriv
al 

 

03/ 
02 

04/ 
03 

05/ 
04 

06/ 
05 

2006 2005 2006 2006 2005 2006 2006 

World  
Europe 
Northern Europe 
Western Europe 
Central/Eastern 
Europe 
Southern/Mediterr
anean Europe  
Asia and the 
Pacific 
North-East Asia 
South-East Asia 
Oceania 
South Asia 
America 
North America 
Caribbean  
Central America 
South America 
Africa 
North Africa 
Sub-Saharan 
Africa 
Middle East  

−1.5 
1.5 

−2.2 
−3.3 

 
−2.6 

 
0.6 

 
−8.7 

−10.7 
−16.8 

2.9 
17.8 
−2.1 
−4.7 

5.5 
13.2 

 
5.2 

23.8 
−2.3 
39.0 
27.5 

9.8 
3.1 
6.0 
2.0 

 
5.3 

 
2.7 

 
25.1 
33.3 
26.1 
7.7 

20.1 
11.6 
12.9 
5.0 

10.1 
 

12.9 
6.0 

13.4 
2.7 

25.3 

3.2 
2.5 
7.8 
1.7 

 
0.9 

 
1.5 

 
4.0 
8.0 

−0.7 
0.9 
4.3 
4.3 
4.5 
3.5 

12.3 
 

1.7 
10.5 
15.0 
8.4 

−1.8 

4.3 
3.7 
7.6 
3.9 

 
6.5 

 
1.4 

 
8.9 

10.6 
9.5 
1.7 

13.9 
1.8 
0.8 
3.9 

10.5 
 

3.8 
10.2 
17.3 
6.8 

−1.4 

100.0 
51.1 
8.2 

17.9 
 

5.1 
 

20.0 
 

20.8 
10.1 
5.5 
3.6 
1.6 

21.0 
15.4 
3.0 
0.7 

 
1.9 
3.3 
1.2 
2.2 
3.7 

676.0 
348.8 
53.9 

122.5 
 

32.4 
 

140.0 
 

134.5 
65.4 
33.8 
25.6 
9.6 

145.2 
107.4 
20.8 
4.6 

 
12.4 
21.7 
7.0 

14.7 
26.3 

733.0 
374.5 
59.9 

130.8 
 

37.3 
 

146.5 
 

152.6 
74.3 
40.6 
26.3 
11.5 

154.0 
112.5 
22.1 
5.4 

 
14.0 
24.3 
8.5 

15.8 
27.3 

870 
810 

1,090 
870 

 
410 

 
890 

 
910 
790 
750 

2,500 
1,290 
1,130 
1,240 
1,140 

770 
 

750 
600 
570 
610 
650 

544.0 
280.4 
43.3 
98.4 

 
23.1 

 
112.5 

 
108.1 
52.5 
27.2 
20.6 
7.7 

116.7 
86.3 
16.7 
3.7 

 
10.0 
17.4 
5.6 

11.8 
21.1 

584.0 
298.3 
47.7 

104.2 
 

29.7 
 

116.7 
 

121.5 
59.1 
32.3 
20.9 
9.1 

122.6 
89.6 
17.6 
4.3 

 
11.1 
19.4 
6.8 

12.6 
21.8 

690 
650 
870 
700 

 
330 

 
710 

 
730 
630 
600 

1.990 
1.030 

900 
990 
910 
610 

 
590 
480 
460 
490 
520 

 
Source: UNWTO, 2007 

 
 
In 2006 Spain came in first, followed by France. There are two reasons for the 
relatively low average spending of foreign tourist in France: firstly, French statistics 
counts as guests a large number of tourists traversing the country on their way from the 
north-European countries towards Spain and Italy; secondly, the growing role of 

France as the short-term destination, which strongly stimulates a number of visitors but 
not the average consumption. 
 
By the WTO definition, Western Europe represents the most visited sub-region with 

almost 40% of the overall European outbound travels and with over 37% of income 
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share, almost the half of this represented by travels within the sub-region. However, in 
2006 the number of inbound tourist arrivals to Western Europe grew by approx. 1.7%, 
showing a decline over the previous year, while the growth for Europe at a whole 
amounted to 4.3%. In the same year the increase of 7.1% was recorded in Northern 

Europe, followed by Southern and Mediterranean Europe (6.2%) and by Central and 
Eastern Europe (3.6%). With its average growth of 11.6% over the same period, the 
generated income kept step with the rest of Europe. 
 

Millions of years of geological activity and botanical evolution brought to the 
heterogeneous and specific European landscape lavish in mountainous regions, forests, 
and planes with lakes and rivers flowing towards coastline. The Europeans showed 
their creativity in using these natural resources for tourism purpose, building 

infrastructure indispensable for tourist capacities, ranging from skiing and mountain 
paths to marinas and seaside walkways. The produce of the European two thousand 
years old cultural heritage, its intellectual development, and its history form the 
advantages worth visiting not only for the Europeans but for visitors from other 
continents, who often sense visit to Europe as their cultural return home. 
 
Subsequently, large changes are brought about in all the managing segments of the 
new-age tourism. The even tougher market competition, the appearing changes, the 

adjustments to the new market value system and the tourists’ changing affinities 
brought to the changes in the traditional offer as well. In these turbulent times the 
changes will appear even more often and drastic, while the imagination and aspiration 
to everything new, different, and unknown will set up a completely new set of rules in 

tourist demand.    
 
European tourism industry is developing under strong external forces and trends. The 
possibilities of the European tourism for the twenty first century must therefore be 
examined and stated, with the most important impacts on the European tourism market 
identified and analyzed.  
 
Most experts are optimist as for the future of the European tourism, their positive 

expectations based primarily on the combination of positive impacts of both demand 
and offer. Europe will undoubtedly continue to dominate the outbound travel, although 
the exotic destinations with particular new offers are becoming even more interesting, 
particularly with the inexpensive air transportation. 

 
How can European tourism industry become more competitive? Competitiveness 
depends on intellectual capital, permanent education, undertaking, innovations, 
investments, and drawing attention to particular produce aspects. Therefore the 
European tourism industry must turn to quality rather than to its quantity growth, and 
aim to new relations towards its clients. 
 
In accentuating the tourist arrivals the quality improvement, environmental concern, 

and grade of individual service must be particularly observed. In economic terms such 
a trend can be considered an attempt in tourism profitability rather than in quality 
growth. The typical traditional competitiveness approach of business philosophy 
emphasizing prices and economy of proportion is being deserted nowadays. The new 
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quality approach suggests the emphasizing of quality service, of specialized answer of 
particular market segments to individual forms and levels of demand, and of new 
generation of managers and employees.   
 

Therefore, the achieved level of quality (particularly in mass tourism) and profitability 
(particularly the expected profit per capita) is of key importance for the future of the 
European tourism industry. 
 

 

3.  ANALYSIS OF THE EUROPEAN UNION TOURISM TREND 

 
The European tourism quantity data indicate the continuance in the growing trend of 

outbound tourism travels, followed by a change in their length. Tourism travels are 
being dispersed throughout the year in a number of shorter trips along with the main 
longer one. Such change in tourist demand is opening the possibility to prolong tourism 
seasons in various tourism destinations, with particularly planned quality time 
necessary in animating guests. The contemporary tourists seek for the ecologically 
valuable areas and intact nature. The motives of their trips are becoming more 
demanding and heterogeneous. Specific services adjustable to particular segments of 
tourism market are therefore even more in demand.  

 
The observed changes which influence the European tourism movements are the 
following: (Glavni plan razvoja turizma Primorsko-goranske županije, 2006)  

• change in needs (changes in living and working conditions) – a trend in general 
growth of standard throughout the European countries results in larger available 

financial means for free time, fun and travel, 

• increased life expectancy – people live longer, and the share of tourists of so called 
“third age” in the structure of tourist demand is growing, 

• growth in innovative contents demand – the growing demand trend in innovative 
forms of tourist contents and offer, either as main forms of demand or as additional 
travelling motives (particular experiences, unexpected holiday contents or forms, 
particular experiences, new fun forms, …),  

• return to the nature – fast economic and technological development brings to the 
greater alienation and to the need to return to the nature. Clean and intact nature is 
the dominant motive of tourist movements, 

• safety – when choosing the tourism destination, the main prerogative is becoming 
safety, in all forms and areas, 

• physical and spiritual recuperation of an individual – body up-keeping and spiritual 
relaxation, stress relaxation, health care – a trend in contemporary personal 
behaviour, out of which new tourism trends often result: wellness, fitness 

programs, body programs, recreational programs, etc., 

• growth in information  – within a contemporary informational society the need for 

information is growing; quicker information and the possibility to select the 
indispensable information are called for,  

• the results of principal social and political changes – sub-groups defined by 
lifestyle, particular circumstances, needs, and life opportunities are appearing as a 
result of social and political changes,  
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• new travelling motives – the main travel motives of “bathing” and “sunbathing”, 

vacation by the seashore with visits to cultural monuments are being replaced by 
new tourism services based on experience, intensive pleasure, sensual emotions, 
health, etc.  

 
The European countries are trying to valorize their comparative advantages to the 
utmost, to cancel the existing negative facts and scale both European and world 
tourism. By enriched offer and by creation of new contents, tourism movements can 
overgrow their regional and seasonal frames in order to attract guests, so both  market 

share (already confirmed in the existing markets and spread into new ones) and profit 
become increased. 
 
The European countries try to gain tourism prosperity by stressing their own 

comparative preferences, by developing specific tourism forms in line with their 
attractions. Potential tourist are attracted by their enriched innovative offers and 
oriented towards new destinations rather than onto their traditional Mediterranean 
summer resorts. Furthermore, the need for holidays motivated by health, education, 

religion, and various other reasons is becoming greater. Similarly motivated are the 
Croatian inbound travels, with classic trips into summer resorts during the high season, 
and business and transitional voyages in winter months. 
 

The growing interest in traditional seaside resort voyages is characteristic in Europe 
today. Nevertheless, tourist can now choose high-grade and meaningful contents that 
were not offered before. The present trend on nature preservation results in different 
forms of tourist voyages, i.e. rural tourism, eco- tourism, etc.  

 
As a counter-balance to the every-day stressing life, growing demand is shown in 
preventive health tourism in thermal spa resorts and in various active holiday forms 
including sports and recreation, like nautical tourism, scuba diving, bicycle rides, 

walking routes, skiing and mountain tourism. The growing interest is shown in 
“learning about other cultures, which stimulates particular growth in cultural tourism, 
growth in short visits to various cities (so called “city break” voyages), and in 
particular mega-events and manifestations. Also more popular are becoming tours and 
cruises, all of it representing particular forms of cultural tourism. Adventurous 
individuals look for alternative tourism forms Developing and Marketing Tourism Plan 
of the Opatija Riviera, 2002). 
 

Based on European tourism trends researches, particular voyage forms like city and 
rural tourism, cruises, tours, adventure tourism and business voyages are bound to grow 
dynamically within the region (European Union, 2005). 
 

The future is represented by demanding tourists which will, thanks to the widespread 
computer technique within the information sphere of booking and sale systems of 
tourism produce, link “on line” with the potential offer. “New” tourism will be 
affirmed gradually, the so-called “soft tourism” formed according to the human needs 
and aversion to mass tourism, bulky hotels-dormitories, congested motorways, beaches 
and restaurants. Individualism is aimed at, as well as spontaneity of experience and 
holiday creativity.  
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Value for money is becoming a universal principle in tourism, with high living 
standard of the average European tourist and Europe visitor enabling for service prices 
to lose its absolute money importance. 
 

Everything stated imply the importance of the quality approach to the contemporary 
tourists, which have a leading role within the modelling of both tourism offer and 
tourism market. 
 

The rate of outbound travels of any country is defined by the proportion of its citizens 
taking outbound trips and by a number of trips undertaken over one single year. Yet in 
Netherlands and France only, a number of trips per inhabitant exceed 1 per year. The 
lowest proportions are shown in Portugal (0.3) and Greece (0.45). Other European 

countries vary in range from 0.8 to 1 (CEC 1995b). 
 
Which destinations do European tourists prefer? Considerable exceed of national 
tourism over outbound travels has been estimated by Eurostat: approx. two thirds of the 
total EU population travels can be classified as national tourism, i.e. as holidays spent 
within their country of residence; a total of 22% accounted for outbound travels within 
EU (intra-regional tourism), and 13% of all travels were spent outside Europe (CEC 
1995b).  

 

 

4.  EUROPEAN TOURIST PROFILE 

 
Based on the author’s research from summer 2006 on the sample of 200 examinees 
from the EU member states the European tourist profile could be shaped. More than 
57% of the European tourists undertook outbound trips, so every second European used 
travelling for rest and recreation. Northern Europe inhabitants travelled more, 
particularly the Scandinavians and the Danes. They all preferred trips to the Southern 
Europe destinations. 
 
There were no notable distinctions in outbound trips regarding sex, but age, education, 

income and profession made a great distinction. The largest tourist market segment was 
made out of the 25-29 age-group (62%), with the increasing segment of the so-called 
“third age” tourists. Highly educated persons travelled more. 
 

A share of the Europeans that never had vacation amounted to 38% in 2006. The 
reasons to stay at home were mostly of financial nature (46%), personal of familiar 
reasons (27%), and professional and health reasons (respectively 19% and 17%). 
 
Although most of the Europeans took outbound trips in August (43%) or mostly in 
summer months, the diversification of outbound tourist travels onto other seasons was 
noticed. The trips in December amounted to 7%, and in the period of January to May 
the share of outbound trips amounted to 3-11%. The Germans and the Danes mostly 

travelled in May, the British tourists in June (24%), the Belgians in July (46%l), and 
the French in July and August.  
 
Although seven-day stays were generally preferred, 34% of the Belgians stayed in 
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chosen destinations for more than two weeks, 23% of the Germans preferred a two-
week stay, while 18% of the Danes preferred a one-week stay. The trend to disperse 
one annual holiday into a number of shorter ones was noticed.  
 

Most of the Europeans preferred to stay within their own country (particularly stressed 
in southern countries – Greece, Spain, Italy, Portugal, and France, but in particular 
northern countries as well – Finland). The Luxembourgers preferred to travel into other 
EU member countries (93%), as well as the Belgians (75%) and the Germans (71%). 

 
The Europeans mostly travelled accompanied by a partner (63%), or by children aged 
under 18 (22%), while 20% of the European tourists travelled alone (11% of women 
and 9% of men). 

 
The most popular destinations were the ones situated by the sea (66%) - particularly for 
the Greeks, but the growing interest in mountain resorts has been noticed (24%, mostly 
the Danes), in cities (24%, mostly the Scandinavians and the Irish), and in countryside 
(21%). The Europeans aged over 55 and from lower income groups seldom preferred 
“seaside” destinations.  
 
Most of the Europeans travelled to their holiday destinations by car (60%, mostly the 

French, the Italians, and the Spaniards), by plane (35% - the Swedish, the English, the 
Irish, the Danes, the Austrians), while less than 10% travelled by train. The Greeks, for 
instance, preferred ships (45%). 
 

When choosing their tourism destination, the Europeans preferred to stay in hotels 
(45% - mostly the Austrians, the Luxembourgers, the Belgians, the Germans, and the 
Italians), with their family (17%), in camps (15%), and in private accommodation 
rooms or apartments (12%). 
 
Natural resources still dominated when the criteria to choose the destination were 
stated. By 49% of the Europeans the environment was noted as the most important 
criteria, followed by climate conditions (44%). However, voyage costs represented the 

important criteria for 37% of examinees, followed by the accommodation costs (34%), 
while safety and possible activities during their stay was becoming even more 
important when choosing the holiday destination. 
 

In 2006, 67% of the Europeans spent in their outbound trips approx. 2,000 euro each. 
Although they mostly paid in cash (44.2%), great diversities were observed among 
tourist coming from various countries. While 96% of the Greeks paid in cash, with the 
French this share of payment amounted to barely 18%. Most of the French and the 
British used credit cards. Most of the spent amount was used for food (73% the Danes, 
72% the French), souvenirs and clothes. 
 
Most of the European organized their outbound voyages by themselves (75%), in 36% 

of cases trips were organized by a family member, while in 14% the services of a travel 
agency were used (mostly by the Greeks with higher income). Approx. 66% of the 
younger population refused to participate in any outbound travel organization. 
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The problems the Europeans met in their outbound trips were mostly caused by 
environment (9%), by food service quality (younger population), by accommodation 
and transportation quality. 
 

Again in 2006, 93% of the Europeans were satisfied by the transportation, with 
Southern Europe countries being under average, and Sweden and Denmark in the first 
place.  
 

The obtained results show the European tourists as active outbound travellers, mostly 
using their own means of transportation and taking active part in travel organization. 
They are more interested in produce quality than in the paid price, and always want to 
experience something new and exciting during the trip. They are particularly interested 

in personal safety, ecologically aware and look for preserved resources and motives 
like health and education. 
 
The stated results must represent the foundation for the future formation of tourist 
offers both in Europe and in Croatia, where the already existing and the forthcoming 
European tourism trends must be adopted.  

 

 

5.   CROATIA WITHIN THE EUROPEAN TOURISM 

 
The European Mediterranean area represents the most important world tourism 
receptive region, i.e. the area gaining greatest tourist arrivals and greatest tourism 

receipts, with Croatia one of the eighteen countries forming the European 
Mediterranean tourism region. Furthermore, compared to other countries from the 
region, Croatia has innumerable and comparative preferences which can be used to its 
advantage both in tourism and in economy. 
 
One of the most important Croatian comparative preferences is its favourable 
geographical position for tourism development, with several components giving it 
particular meaning: 

• its position on the main tourist communication lines connecting the Western, the 
Middle and the Eastern Europe to the Mediterranean and the Eastern Europe, 

• the nearness of and the immediate contact with the economically developed 
countries and regions which represent the important world tourism sources 
(emissive markets), 

• favourable position and nearness of the attractive tourist neighbouring countries 
with the possibility of transitory use. 

 

5.1. Croatia and the European Union 
 
Accession of Croatia into the European Union implies some important changes in 
economic conditions within all spheres of its economy, with no exception of the 

tourism sector. Although within EU there are no particularly formulated policies on any 
economic sector (except on agriculture and fishery), and therefore on the tourism sector 
as well, the experiences of the last circle of accession undoubtedly show that the EU 
membership affects the sector of tourism in several ways: 
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• EU membership has positive impact on the generally accepted image of its member 

states, which is indirectly reflected on the number of tourist travels into those 
countries, i.e. on receipts from inbound tourism; 

• EU membership implies the opening of a real space of all member states, which 
generates in the growing interest of various air companies, including “low cost 
carriers”. Furthermore, this fact enables easier and simpler availability with lower 

costs, which can also have positive impacts on a number of tourist arrivals and 
nights spent within member states; 

• EU membership implies new investments in public infrastructure (roads, harbours, 
airports, projects associated to the environmental protection, liquid waste and offal 
solution, etc.), with positive impact on the protection of environment as a primarily 
tourism factor, as well as on the increase in a number of visits, i.e. on the private 

(particularly foreign) capital interest for the investments into the development of 
accommodating and other hospitality offers; 

• Furthermore, EU membership brings in growing competition to domestic firms, 
which contributes to the service quality and has important implications on service 
price forming; 

• Finally, EU membership implies the adoption of new, stricter operative standards, 
particularly in consumer protection, raw material and supply quality (alimentation, 

building materials, etc.), with direct negative implications on the private sector cost 
structure. 

 
Detailed analysis of experience, particularly of states from the last EU enlargement 

group, which are of great interest for Croatia mostly because of its geographical 
position and its orientation towards the sea, the importance of tourism in the economic 
life of a country, key tourism features in times before their EU accession, i.e. their 
numerous points of contact from the common past (Malta, Cyprus, Slovenia), have 
additionally confirmed the previous facts. Although it is quite impossible to deduce the 
new development trends/new strategies in tourism development that were based on the 
sustainable development and environmental protection concepts, the conclusion could 
nevertheless be drawn that the significant part of the changes was formed as the result 

of the process.  
 
Furthermore, the significant number of the nowadays present and identified problems 
within the Croatian tourism could be completely solved or, at least, alleviated. This is 

particularly significant for the problem of unauthorized construction and for the non-
planned use of quality seaside areas. 
 
Based on the undertaken scenario analysis, and independently on weather Croatia will 
become a full EU member by 2009, the growing quality in Croatian tourism produce 
can be expected, mainly because of the significant restructuration of its accommodating 
offer (growth in a hotel object number, with the simultaneous decrease in a number of 
complimentary accommodation objects), enrichment of the non-accommodating offer 

and the development of new tourism produce. Along with the implementation of new, 
distinctively more rigorous areal and planned standards and environmental protection 
measures, this process will change significantly the image of the Croatian (still rather 
low-priced) tourism destinations. This will furthermore result in a growing demand of 

the higher-end clientele not only during a few summer months, but throughout the year. 
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It can therefore be deduced that by accessing the EU, the Croatian tourism sector will 
not only improve considerably both in quality and in diversity of the already existing 
tourism produce and its measurable managing performance, but in its resource base 
relation and areal use as well, in order to enlarge their long-term exchangeable value 

 
The number of EU outbound and inbound tourist travels is expected to grow further in 
the following years as the consequence of the integration processes and of simpler and 
cheaper voyages. According to the WTO data, tourism will grow by the 4% average 

yearly rate, and by 2020 in the whole world 1.6 billion of inbound arrivals will be 
realized, 717 million of which in Europe alone. Due to the accession processes within 
the EU, this number, together with the global importance of EU, should grow 
considerably in the future. The EU tourist policy for the forthcoming years will 

undoubtedly bring to its greater quality, imagination, and efficacy. It will develop in 
spite of the subsidiary principle which is not going to change, but will adjust gradually 
to new occasions. The principles of sector tourist policy have already been 
implemented by all the EU member states, while all the applicants for accession must 
integrate and respect them. This tourism orientation was adopted by Croatia as well, 
where the “European challenge” will be solved on the market relations level applying 
all the necessary efforts in avoiding traps and dangers of possible tourist 
marginalization within the tough competition conditions and the European Union 

protectionism measures. 
 
 

5.  CONCLUSION 

 
From the beginning of its contemporary development at the end of the 19th century, 
European tourism has been showing a dynamic growth, which made it the world 
leading tourist destination. Particularly important in the European tourism development 
were the integrative processes and the formation of the common European market. By 
bringing the European Act in 1992 and by formation of the European Union the 
integration within the sphere of European tourism was undertaken. The framework was 
formed for securing the free moving and tourism protection, labour force migration and 

reciprocal qualification acknowledgment. Large involvement in international tourism 
developed due to a large number of countries situated in the restricted area, which 
resulted in a large number of interregional and at the same time inter-European travels. 
Researches indicated over 75% of Europeans nowadays take part in tourism 

movements without leaving Europe. The importance of domestic tourism is shown by 
60% of nights abroad in all main European capacities realized by domestic citizens. In 
addition to this, for a number of EU countries tourism represents an important balance 
of payment item, which can be used to cover possible shortages, with innumerable 
supporting sectors confirming the role of tourism as working-intensive national 
economy item, and with particular seasonal fluctuations adequate for the trade 
turnover. 
 

The development of tourism within the European Union has been stimulated starting 
with the basic request of its sustainability and the so-called total quality, within the 
already stressed function of invigorating the European Union and the co-operation of 
its member states. Naturally, it was all undertaken in the best interest and for the 
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benefit of its member-countries, particularly of local environments which are 
promoting it as a factor of regional development and employment. The development of 
tourism within the areas can help invigorate the traditional economic activities and the 
change in depopulation trends has been particularly favoured. 

 
Although Croatia has not yet become a EU member, it is a state with large tourism 
possibilities aiming at drawing nearer to the tourism activities present in the EU 
countries. In order to integrate into the European tourism offer as soon as possible, it is 

necessary to inspect closely and adopt the experiences, solutions and standards adopted 
within the developed European countries.  
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