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Abstract: 

Business travel, an element of business tourism, is one of the fastest growing 

segments of the global tourist market that has a special status both in scientific 

research and in business practice, because of the economic and social benefits it 

brings to the community. Due to its significant economic effects, it should be pointed 

out that the level and structure of consumption achieved by participants and 

organisers of business meetings is more desirable for stakeholders in the destination 

than consumption of leisure tourists. The main purpose of this paper is to carry out 

an empirical research of demand-side factors that shape business tourism supply 

system within a destination and to determine the key characteristics of participants in 

business meetings. The town of Opatija is particularly appropriate for a case study 

because of its tourism tradition of many centuries, but also its recognisability as a 

destination for business meetings and other events. The synthesis of results, findings 

and conclusions of this research will be used to form specific critical 

recommendations and valuable guidelines for the improvement of the destination's 

tourist supply 
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1. INTRODUCTION 

The tourism trend develops a number of tourism forms. Singling out tourism forms 

with specific cause-effect characteristics is a stage in the legal process of 

development of social phenomena. According to Geić, (2007, 174), preconditions for 

development of specific forms of tourism are reflected through: evolution of the 

tourist market (increase in the purchasing power of the population, mass demand and 

intensification of development of specialised tourist offers, low average daily tourist 

consumption in mass tourism, transport infrastructure development and increase in 

demand mobility, application of new technologies in the distribution of services, 

availability of information and development of mass media – especially the Internet, 

controlled privatisation of natural, cultural and other resources, liberalisation of the 

movement of people and capital in the EU, etc.), socio-demographic changes of the 

population (growth of the world population, increased share of urban population – 

urbanisation, more leisure time, increase in the general education level, growing 

inclination to tourist travels, increase in the elderly population, getting married at a 

later age, families with two incomes, couples without children, increasing number of 

adult singles, global migrations of the population and multiculturality, etc.).  

Specific and leisure tourism are, in fact, two completely opposite tourism 

development concepts. Leisure tourism is defined as tourism with a large number of 

tourists who travel in an organised manner, in the so-called package tours, i.e. it 

represents a concept of tourism development in which tourist as an individual is not 

recognised. In contrast, there are specific forms of tourism where the individual's role 

is crucial and refers to the development of those segments of destination potential 

which can be personalised to meet the individual needs of every tourist, while at the 

same time, intensely highlights the role of personal preferences that must be met.  

Statistical monitoring of trends in the market niche of business tourism is often based 

on systematic monitoring of several key indicators related to meetings. The results 

obtained by a survey on business travellers will identify key areas for improving 

service quality and determine to what extent can development of business tourism 

improve the image of the destination and its market competitiveness.   

 

2. AFFIRMATION OF BUSINESS TOURISM AS A SPECIFIC FORM OF 

TOURISM  
 

As a specific form of tourism, business tourism is a relatively new model for the 

promotion of sustainable and highly profitable tourism in destinations with an offer 

tailored to the needs of participants in business meetings and other events, which 

usually consists of official and unofficial (tourist) components, in which economic 



effects are generated differently. Various terms are used in practice, and they cover a 

wide range of business events.  

Based on the origin of the term „business tourism“ in European literature, eminent 

scientists use an acronym - MICE (meetings, incentives, conventions, events), while 

the acronym MEEC (meetings, expositions, events, conventions) is used in North 

America. The World Tourism Organization  (WTO, 2007) points out that business 

meetings, incentives, conventions and trade fairs are key components of business 

tourism. The fact that the WTO in its official definition of tourism suggests that 

people who travel for business and professional reasons are also considered tourists 

(WTO, 1993) confirms the fact that the importance of business travel has been 

recognised a long time ago. References from scientific literature cover the definition 

of congress tourism1 that suggests that it is a set of occurrences and relationships that 

arise from travel and stay of people attending the meetings in order to exchange 

predominantly scientific and professional information, to whom the meeting place is 

not the place of permanent residence or work (Lucianović, 1980:11). Congress 

tourism is included in the main domain of business tourism terminology in the 

Republic of Croatia, because the majority of national demand for business tourism is 

mainly based on organising and holding conferences. Due to its important 

characteristics, it is also important to mention this form of the definition, which states 

that congress tourism is based on meetings which have their working part and tourist 

part.2 
 

 

Chart 1.Intertwining of Tourism SupplyThrough Leisure and Business Tourism  

Business tourism 

Leisure tourism: 

• Accommodation 

• Catering establishments 

• Transport 

• Outlet shops 

• Attractions for visitors 

• Tourist office 

• Exchange offices 

Leisure tourism  + 

• Facilities for exhibitions and conventions 

• Audio-visual specialists and IT facilities 

• Administrative services 
Source: Swarbrooke & Horner :Business Travel and Tourism, Butterworth-Heinemann, Oxford, 2001, p.10. 

 

Participants in business tourism often pay extra for using hotels of higher class and 

various available means of transport, unlike the participants in leisure tourism who do 

not require special treatment and services of higher quality. However, in terms of 

                                                             
1Congress tourism is a part of business tourism, because business tourism in its main forms also includes business travel 

and business conferences which include corporate meetings, incentives, meetings, conferences, conventions, 

exhibitions. 
2Although participants in the meeting do not want to be called tourists, to avoid questioning the seriousness of the entire 

meeting, they are still leisure tourism tourists, because this is how they spend most of their free time.  

 



their requirements, there are four segments in which these two types of tourism are 

the same:    

➢  When the working part of the day ends, business tourism participants become 

leisure tourism participants, 

➢  Conferences often include programmes similar or identical to those in leisure 

tourism, 

➢  Business travelling also includes travel as a reward for successful business 

performance (incentive product of business tourism), 

➢  Many business tourists are accompanied by close family members on their 

travels, and they are grouped among recreational tourists during the entire 

trip.  
 

Special characteristics of business tourism are evident in the following (Gračan & 

Rudančić-Lugarić, 2011, 583): off-season character, higher consumption of the 

participants in the meeting, communication and educational characteristics of 

business meetings, interaction with other economic activities, all of which creates the 

image of a congress tourism destination. Due to its particularity in relation to general 

or leisure tourism, business tourism requires specific structural elements presented in 

Chart 2. This chart shows the classification of structural elements of business 

tourism, but the chart is not final and can be modified and expanded. Structural 

elements of business tourism are divided into individual segments such as factors, 

resources, infrastructure, and operators of business tourism. Each of the individual 

segments will be explained separately below.  
 

 

Chart 2.Structural Elements of Business Tourism 

 

Source: Rudančić-Lugarić et.al.: Quantitative and quality features of business tourism in Istria and potential 

possibilities of its improvement, Ekonomski vjesnik, Year XXVII, No. 2, December, 2014, p. 275. 

 

It is a general opinion that participants in business meetings have greater purchasing 

power, i.e. a higher personal standard in comparison with the users of the basic form 

of tourism. It is indisputable that objective factors form business tourism demand. 



Subjective factors of business tourism are, of course, subjective behaviour of 

individuals, on the basis of which the effects of subjective factors are intensified. This 

group of factors especially emphasises faddishness, imitation, and prestige. These 

factors also have certain significance, because they are one of the driving factors in 

business tourism. It is prestigious to be a participant in one or more important 

meetings, because it gains social reputation, for example, in scientific circles.  

 

Business tourism surely has many elements in common with the basic form of 

tourism in general. However, in view of its specific character, a distinction should be 

made between the two conditions in the segment of resources and infrastructure; 

material and non-material conditions of business tourism. Material conditions of 

business tourism imply working, accommodation, transport and motivational 

conditions. Various convention centres and conference halls for the organisation of 

meetings, projectors and projection screens, computers, multimedia equipment, sound 

system, and other presentation equipment are basic working conditions for the 

participants in the meeting. Conferences that last longer than one day require special 

accommodation conditions in terms of provision of accommodation, food and 

beverages. Transport conditions in the business tourism relate to the transport of 

participants and their escorts, goods, such as various materials needed for the 

organisation of the meeting, and transmission of information. One of the most 

important factors in transport elements of business tourism is surely transport 

accessibility of the destination. It is very important to all participants that the business 

meeting is held in a place near the intersection and transport routes and airports. The 

venue of the meeting and accommodation facilities for participants in destinations in 

which business meeting is to be held should be well-connected with the airport, bus 

and railway station. The importance of local traffic lines in the destination in which 

the meeting is held should also be noted, because local transport and connections are 

extremely important for successful realisation of any meeting. In addition to the 

aforementioned types of transport, one of the important segments within transport 

conditions of business tourism is information traffic, i.e. transmission of information 

using ICT. Rapid transmission of information uses telephone and mobile networks, 

fast Internet and intranet connections, wireless technology, and other applications. 

Along with material conditions, non-material conditions are also a component of 

business tourism. These conditions include motivational conditions and services and 

products.   

 

Motivational conditions enrich the business tourism supply, because they contain 

natural and social determinants. These two factors have a different influence on the 

selection of the venue of the meeting. Natural determinants make a number of 

decisions concerning the selection of the meeting by participants because of the 

entertaining part of the meeting, and the opportunity to travel and get to know a new 

tourist destination, its natural and competitive attractions. Social determinants are 

also highlighted, and they express motivation and desire of participants to socialise 

and externally interact with other participants who share their interests. Self-

actualisation, change of life routines, also have an influence on the decision to 



participate in a meeting. Business tourism entities are participants in business 

meetings who actively or passively participate in the working part of the conference 

as listeners, lecturers or speakers. Many participants in a meeting come with escorts. 

All persons who do not participate in the working part of the meeting as listeners, 

lecturers or speakers, and have arrived to the venue of the meeting in the company of 

participants or at the invitation of the organisers, are considered escorts. Escorts can 

be divided into the following groups (Franić; 1977, 53): support staff, family 

members, other people accompanying the participants. Support staff can be persons 

who provide technical and intellectual assistance to participants and organisers. Other 

persons are considered friends, acquaintances, and guests of participants. Organised 

parallel programmes of entertainment activities for guests of the participants in the 

meeting are also very important for meetings.   

Organisers of the meetings are often hotel business facilities, i.e. hotels. Hotel 

companies as organisers provide the space in which meetings take place, offer basic 

hotel services (accommodation, food, and beverages). They can also organise and 

offer parallel programmes of activities for guests of the participants in the meeting. 

According to some studies, hotels present the most attractive products on the supply 

side in terms of organisation of special events (Davidson & Cope; 2002, 89). Along 

with the organisers of business meetings, there are agencies, i.e. mediators who work 

on organising business meetings. These agencies take on the role of the buyer on 

behalf of their clients (companies) for which they organise meetings. They 

simultaneously act as mediators, because they can help in the organisation and 

running of the meeting. Professional agencies that can operate in the field of national 

meeting industry are AMC, PCO, DMC, EMC, and the national congress office. 

Furthermore, low capacity utilisation, great labour turnover and low business 

profitability are only a few of the problems faced by the stakeholders in the economy. 

In this regard, off-season nature of business tourism is one of its most important 

characteristics. Namely, various meetings are mostly organised during the spring and 

autumn.    

 

According to the report by the Statistics Report International Association Meetings 

Market, the highest concentration of meetings is in September. June and May follow 

on the list of organised international meetings.  
 

3. CHARACTERISTICS OF BUSINESS TOURISM MARKET 

The specificity of business tourism market is reflected in its concentration on pre- and 

post-season, which alleviates the problem of different operations of many tourist 

facilities; business tourism market to some extent depends on the movement of 

national income; however, it depends very little on the movement of wages 

(considering that the costs of participants are borne by those who send them to the 

meetings). All of these specificities of business tourism market indicate high 

elasticity of demand, as opposed to supply, whose elasticity is very low, especially in 

comparison with leisure tourism.    

 



Elements of business tourism market, according to Lucianović (1980, 30), are: 

business tourism demand, business tourism supply, business tourism prices, business 

tourism services. The main criteria for the selection of the venue of business meetings 

and conferences are the following: price, location, accessibility (transport 

infrastructure), capacity of the conference hall or centre, the possibility of booking or 

occupancy rate, previous experience, quality of conference facilities, quality of 

accommodation, food and beverages, service quality, employees' awareness of 

visitors' needs. Characteristics of the main segments of business tourism demand can 

be reduced to a few of the following: size, duration, consumption, location, the 

process of making a purchase decision, and periodic or seasonal nature of demand for 

meetings and congresses (Davidson & Cope; 2003, 83). Size – the size of the 

meetings and the number of visitors indicate that meetings of associations and 

organisations attended by their members are more numerous and larger than 

corporate meetings and congresses; duration – in terms of duration, corporate 

meetings are shorter than meetings of associations and organisations; consumption – 

from the point of consumption, congresses and meetings of associations and 

organisations are more cautious, with a tendency of searching for lower prices of 

accommodation and participation in congresses, because members usually pay for 

their own expenses; location – corporate demand and meetings and congresses of the 

private and corporate sector tend to return to the same destination, while associations 

and organisations do not. Corporate demand is mainly about the nature of the task; 

the location is selected according to market needs or company's headquarters, while 

associations try to find new locations that will be interesting and cost-acceptable to 

members, but also provide different destinations an opportunity to participate in the 

organisation of the congress, and often rotate them from time to time, so that they are, 

after a period, held again in the same destinations. The process of making a purchase 

decision – with associations, it mostly depends on the initiative of a particular interest 

destination, member state and its members, and takes place on the basis of voluntary 

work of individual members. Member states mostly participate in the bidding 

procedure, on the basis of which they offer the organisation of congresses or events. 

This is not the case with corporate demand, where the decision on the choice of a 

destination for the congress or event is made by individuals in corporations, while in 

associations, decisions are made by more individuals; periodic or seasonal nature of 

demand for meetings and congresses – it can be concluded that the seasonal nature of 

demand for meetings of the corporate sector exists only because of the nature of the 

tasks in certain activities as well as the need to adjust the meetings and congresses to 

periods when capacities in destinations are available, free, and when they can meet 

the needs of the congress and major events. They also depend on the season in which 

certain business activities take place, prices of facilities in destinations, transport 

connections of the destination with destinations the visitors come from. The holiday 

season is usually avoided due to the aforementioned reasons; availability of 

accommodation facilities and transport. The political factor also has a role in the 

selection of the destination for organisation of congresses and events, because visa-

issuing legislation is often not the same and simple for different nationalities. The 



same applies to associations and their members, and in some destinations, significant 

factors are climate, time zones, climate conditions, and many other factors.  
 

4. RESEARCH RESULTS 

This part of the paper presents the results of the research of characteristics of 

participants in business meetings as well as research of business tourism in the town 

of Opatija. Overall, 200 surveys were distributed to business tourism tourists, of 

which 115 correctly completed surveys were returned, which is a satisfactory 

response rate of 58%. Interpretation of the results was carried out taking into account 

the order of questions posed in the survey. Socio-demographic profile of the 

participants in the congress is described using the following variables: gender of the 

participants, age, level of education, average annual income. The question about the 

age of the respondents resulted in the following age structure: 5% of participants in 

the congress were 36-45 years old, 24% of participants in the congress were 46-55 

years old, and 71% of participants in the congress were 56-65 years old. The share of 

female participants in the congress in relation to male participants was higher by 36 

percentage points, which indicates business tourism trends in the direction of socio-

demographic changes in favour of female participants in the meetings.    

 

It was evident from the obtained responses on education level that the majority of the 

participants in the congress have two-year college level or university education 

(64%). 33% of participants have a master's degree, while the fewest participants have 

a doctorate (3%). These results support the hypothesis that business tourists are 

mostly persons of a higher education level. In order to establish the purchasing power 

of the observed segment, the same respondents were surveyed about the amount of 

their average annual income: 46% of the participants has an average annual income 

of €25,000-34,000, 33% of the participants has an average annual income of up to 

€15,000; 17% of the participants has an average annual income of €16,000-24,000; 

4% of the participants has an average annual income of €35,000-44,000. The 

following table presents the synthesis of the socio-demographic structure of congress 

participants analysed in the research. 
 

 

Table 1.Synthesis of the Socio-Demographic Structure of Congress Participants 

No Sociodemographic structure of the surveyed congress participants 

1. Gender  women 

2. Average age 50 years 

3. Education  2-year college level 

4. Average annual income From €25,000-34,000  

Source: Authors' analysis according to analysed surveys 

The objective of the next group of questions in the survey was to learn the 

characteristics of congress participants using the following variables: the frequency 

and period of attending the congress, means of transport used to the congress 

destination, and length of stay in the congress destination. Analysis of the obtained 



answers to the question whether the respondents arrived to the congress as 

participants or escorts to participants, the following data were obtained: the majority 

of the respondents (76%) stated they were participants at the congress, 15% answered 

they were a participant with an escort, while 11% of the respondents arrived as 

escorts to the participants. Another interesting information is that the share of 

participants' escorts and participants with an escort make together 26% of the 

respondents, which is an important information for congress organisers, as well as 

hotel companies in which congresses take place, in the context of providing 

additional offers in the segment of „escort programmes“. To the question „How often 

do you attend congresses?“, the following answers were obtained: most congress 

participants (63%) participate in congresses twice a year, 19% participates three 

times a year, while only a small share of participants (3%) attends congresses four 

times a year and more. These responses highlight the importance of improving 

business and conference facilities as well as the tourist offer of the town of Opatija. 

According to the conducted survey, the following question examines periods in 

which congress participants prefer attending congresses.   

 

Participants usually attend congresses that are held in the spring (53%) and autumn 

(47%), which confirms the hypothesis that the majority of various meetings and 

congresses takes place in the periods before and after the main tourist season.  

To the question „Which means of transport did you use to come to the congress?“, 

the following answers were obtained: 88% arrived to the congress by car, while 12% 

arrived by bus. Additional offered answers about means of transport used, such as 

airplanes or trains, did not receive any feedback because the meeting was domestic. 

To the question how long they stayed in the destination in which the congress took 

place, the respondents provided the following answers: most of the congress 

participants stated that they stayed in the destination only during the congress (68%), 

which is in correlation with the prevailing motive of arrival to the town of Opatija.  

 

It is interesting that 23% arrived to the town of Opatija before the congress started, 

while only 6% stayed in the destination after the congress had ended. Precisely these 

two groups (participants who arrive before and stay after the congress) are reasons for 

further development and improvement of additional tourist attractions.   

The synthesis of the analysed data provides an overview of the structure of 

characteristics of congress participants presented in the following table:   
 

 
Table 2. Synthesis of the Structure of Characteristics of Congress Participants 

No. Structure of the characteristics of congress participants 

1. The status of congress participant  76% 

3. The share of participants with 

escorts and escorts to the 

participants 

26% 

4. Participation in congresses  Twice a year (63%) 

5. In which period do the participants 

attend congresses 

In spring (53%) and autumn (47%) 



6. Means of transport used for 

reaching the congress destination 

Car (88%) 

7. How long do congress participants 

stay in the destination? 

During the congress (68%), 

participants who arrived before the 

beginning of the congress (23%) 

Source: Authors' analysis according to analysed surveys 

 

The following group of questions asked for (and received) information on preferences 

in the selection of congresses business tourists want to participate in, on the 

consumption of congress participants and their escorts, impressions, opinions, and 

satisfaction with some elements of the tourist offer of the town of Opatija.  

 

Below are presented the collected responses in order to establish the motives and 

criteria on which depends the selection of congresses in which business tourists 

would participate. Likert's 5-degree scale was used for the selection criterion, and for 

each selection variable, unimportant-important, the participants could choose a single 

answer on the 1 to 5 scale, which means: 1 –  not important, 2 – unimportant, 3 – 

somewhat important, 4  important, 5 – very important. The following question asked 

the respondents to elaborate on the criteria on which depends the selection of 

congresses they would participate in. The structure of the responses is presented in 

the following table.  
 

The table refers to the presentation of results of the analysis of the question relating to 

the criterion which was relevant for the respondents during the selection of this 

particular congress they participated in. This question examined three main variables 

for the selection of participation in the congress: importance of the congress, 

transport accessibility of the destination and destination attractiveness. In the 

processing of these data, marks 1 and 2 were added, since they indicate „not 

important“ in the offered answers, and marks 4 and 5 that indicate „important“. The 

following charts show the results of the examination of the criteria which the 

respondents consider decisive in the process of selection of congresses they want to 

participate in.  

 

Chart 3. The structure of responses for the criterion of the selection of congresses the participant would 

participate in according to variables: importance of the congress and transport accessibility of the destination.  



 
Source: Authors' analysis according to analysed surveys 

 

Regarding the above-mentioned preferences, most participants agree that importance 

and scientific-professional programme of the congress, congress facilities, transport 

accessibility to the destination, and transport accessibility within the destination are 

important factors in the selection of congresses they would participate in. These 

statements were agreed upon by over 90% of the participants. A somewhat important 

criterion (30%) in the selection of congresses the participants would participate in is 

the social programme of the congress. In general, programme for participants' escorts 

is not important to a small number of participants (15%) in the process of selection of 

congresses they would participate in. The following chart is linked to the previous 

one, and was aimed at exploring how important are the elements of destination 

attractiveness in the process of selection of congresses the participants would 

participate in.   

 
 

Chart 4.The structure of responses for the criterion of the selection of congresses the participants would 

participate in, variable: destination elements  

 



 
Source: Authors' analysis according to analysed surveys 

 

The chart shows a high percentage (65%) of congress participants to whom the 

elements are important in the process of selection of congresses they would 

participate in: destination attractions, accommodation quality and price, destination 

safety, wellness and spa services, gastronomic offer, climate in the destination, and 

Opatija's promenades as cultural heritage of the town of Opatija. The next question 

was aimed to establishing who financed the participation of participants in the 

congress, and it confirmed the hypothesis that registration fees, costs of transport and 

accommodation for congress participants (93%) were covered by their companies, 

which largely reflects on their increased daily consumption. Parallel to this 

information, there is an important research that shows the structure of participants' 

spending during their participation in the congress. For this reason, one of the 

questions was related to the level and structure of respondents' spending during the 

congress. 

 

Individual structure of participants' spending amounts to: catering services: the 

amount of €50-100  82%, €100-150 15%; wellness and spa centre services: the 

amount of €10-50 89%, €50-100 11%; visits to museums, galleries and the theatre: 

the amount of €10-50 92%, €50-100 8%. 

More than 70% of congress participants stated that they spend the most on catering 

services, and the least on cultural events (1%). Although culture is not business 

tourists' primary motive of arrival to the destination, rich cultural heritage of the town 

of Opatija should be promoted more in order to become one of the more important 

segments of the tourist offer. 

Individual cost structure of escorts at the congress is the following: accommodation 

services: €200-300 81%, €150-200 19%; catering services: €50-100 87%, €10-50 

13%; wellness and spa centre services: €10-50 86%, €50-100 14%; cultural events: 

€10-50 72%, €10-50 18%; shopping in the destination: €50-100 69%, €100-150 31%; 



sports and recreational activities: €10-50 76%, €50-100 24%; self-organised 

excursions: €10-50 78%, €50-100 22%. 

 

To sum up the data, the obtained responses resulted in the structure of consumption 

from which it is evident that, in the cost structure of participants' escorts, the highest 

costs are accommodation services (39%) and catering services (27%). In this context, 

also interesting are the data on shopping costs in the destination, which amount to 

15%. The respondents also expressed their opinion on what should complement the 

tourist and business congress offer of the town of Opatija. Congress participants 

identified lack of entertainment and cultural offer in Opatija i.e. additional events in 

general as the biggest problem. They also identified a disadvantage in the business 

tourism supply of the town of Opatija which they would like to eliminate: outdated 

infrastructure in which the congresses take place. The final response in this group of 

questions, to which all the participants (100%) answered that they would choose the 

town of Opatija for their holiday destination, and that they would also recommend it 

to their friends and acquaintances, is the most beautiful rating of the overall quality of 

the tourism product of the destination – town of Opatija. The synthesis of analysed 

data provides an overview of the preferences of congress participants presented in the 

following table. 
 

Table 3. Synthesis of Preferences of Congress Participants 

 Structure of preferences of congress participants 

1. Important criterion of selection of 

congresses the participant would 

participate in 

90% scientific-professional 

programme of the congress and 

accessibility of the destination  

66% Destination attractiveness and 

safety  

3. Participation in the congress is 

financially enabled for the 

participants (registration fee, 

accommodation and transport costs) 

are covered by  

93% company in which the 

participant is employed 

4. Average structure of participants' 
costs during the congress 

76% catering services 

5. Average structure of costs of 

participants' escorts during the 

congress 

39% accommodation services, 

27% catering services 

6. Disadvantages of tourist and business 

congress offer of the town of Opatija 

Tourist offer: lack of entertainment 

and cultural offer and events in the 

town of Opatija   

Business tourism offer: outdated 

congress infrastructure  

7. Recommendation of Opatija as a 

holiday destination 

100% of congress participants 

Source: Authors' analysis according to analysed surveys  

 

 

 

 



 

5. CONCLUSION 

Although relatively new, business tourism has established itself as a specific type of 

tourism that is growing rapidly and maturing globally despite various market 

fluctuations. Business tourism is important, because it fulfills seasonal fluctuations in 

pre- and post-season of a destination, thus obtaining greater productivity from 

tourism activities. The dynamism of this tourism sector implies constant changes with 

regard to the demand that is demanding and in constant development. Namely, 

characteristics of congress participants show that they are guests with higher 

purchasing power that require higher accommodation standards as well as availability 

of the supply because of its temporal limitation. In this regard, congress participants' 

escorts should also be taken into consideration as an important consumer segement. 

This also refers to expansion of the offer for the participants during the meeting 

through a programme of activities for escorts. It should be pointed out that the town 

of Opatija is a recognisable congress destination, although it is mainly recognised in 

the domestic market. This is a developed product, and further development must 

include necessary product innovation (for example, construction of a destination 

congress centre), and penetration into new business tourism markets.  

The infrastructure of business tourism supply in the town of Opatija greatly relies on 

hotel companies in terms of conference halls, and smaller capacities in other facilities 

such as business and cultural buildings. It is necessary to steadily transform the 

existing destination potentials into competitive advantages based on innovation and 

quality of the offer that will contribute to its better position on the business market. 

Investments in hotel facilities of specific classification would be especially 

significant, business hotels in particular, in which accommodation is specialised for 

business people. Important services that should be offered are, for example, a specific 

offer in guest rooms, e.g. a working desk with appropriate lighting, conference 

rooms, a business centre, a communication centre, the possibility of express check-

out, i.e. a conference hotel specialised in holding meetings. Important services 

offered in a conference hotel would be at least two conference rooms, appropriate 

technical equipment and services, a business centre, a communication centre, catering 

services.  

 

In conclusion, it should be pointed out that future development of the destination of 

Opatija should primarily be based on high quality and implementation of trends from 

the competitive markets, with a focus on authochtonous values, which can make a 

qualitative detachment from the existing offer, with the aim of multiplying profit. 
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