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SAZETAK: Nakon prvog pojavljivanja literature o brendiranju destinacije 1998. godine slabo se
istraZivalo mjerenje uspjesnosti kampanja za brending destinacije. Jo§ uvijek postoji malo zanimanje
za istrazivanje do koje granice marka destinacije predstavlja i osjecaj o mjestu za lokalnu zajednicu.
Kako je lokalno stanovnistvo "kljuéni igrac" za onog tko upravlja destinacijom — destinacijske mena-
dZmentske organizacije (u daljnjem tekstu DMO), potrebno je provesti istraZivanje kako bi se ispitalo
koliko su marketinske komunikacije uspje$ne u poboljsavaju povezivanja s markom te u poticanju
imidza marke koji je uskladen s identitetom marke. Motivirani konceptualnim i prakti¢nim ciljevima
ovaj rad izvjeStava o testiranju hijerarhije trzisne vrijednosti marke destinacije utemeljene na potro-
Satu (u daljnjem tekstu CBBE/customer based brand equity) iz perspektive stanovnika kao aktivnih
sudionika u lokalnom turizmu. Sugerira se da snazna razina CBBE-a kod lokalne zajednice predstav-
lja izvor komparativne prednosti za destinaciju koju onda DMO moZe proaktivno razviti u konku-
rentsku prednost.
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SUMMARY: Since the emergence of the destination branding literature in 1998, there have been
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munity’s sense of place. Given that local residents represent a key stakeholder group for the destina-
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communications have been effective in enhancing engagement with the brand, and inducing a brand
image that is congruent with the brand identity. Motivated by conceptual and practical aims, this pa-
per reports the trial of a hierarchy of consumer-based brand equity (CBBE) for a destination, from the
perspective of residents as active participants of local tourism. It is proposed that a strong level of
CBBE among the host community represents a source of comparative advantage for a destination
which the DMO could proactively develop into a competitive advantage.
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1. UVOD

Pojava koncepta trZiSne vrijednosti
marke tijekom 80-ih godina proslog stolje-
¢a, kao mjerila marketin$ke uspje$nosti, do-
vela je do povecanog usredoto¢enja podu-
ze¢a na aktivnosti marketingkog istraZivanja
te do razvoja znanstvene literature (Keller,
2003). Istrazivanja su potvrdila brojne pred-
nosti kod visoke razine vrijednosti marke
ukljuéujuéi nize troskove (Keller, 1993),
povecanje namjere za kupnjom (Cobb-
Walgren, Beal & Donthu, 1995), poveéanje
prodaje, cjenovne premije i lojalnost koris-
nika, (Aaker 1991, 1996), pojacanu poziciju
kod kanala distribucije (Park & Srinivasan,
1994) i1 konkurentsku prednost (Adams,
1995). Unato¢ istraZzivanju, postoji neslaga-
nje o tome kako vrijednost marke konceptu-
alizirati i operacionalizirati (Yoo&Donthu,
2001). Razabiru se dva $iroka pristupa: ra-
¢unovodstveni i marketindki. Vrijednost
marke tradicionalno se vrednovala na razini
poduzeca uporabom racunovodstvenih
mjera kao §to su neto trenutna vrijednost
buduceg protoka novca, vrijednost dionica
ili Zivotni ciklus korisnika kako bi se proci-
jenila vrijednost marke u bilanci poduzeca.
Iz marketinske perspektive, vrijednost
marke je, medutim, koncept koji se temelji
na marketinSkim percepcijama, jer se kona-
tno svaka procjena buduée financijske us-
pjesnosti izvodi iz razmiljanja i ponasanja
korisnika. Stoga Keller (1993) tvrdi da pre-
dnost marke leZi u onome &to "stanuje u
glavama korisnika". Dok se vrijednost
marke temeljem racunovodstvene metode
moZe izraCunati iz financijskih podataka
poduzeca bez potrebe kontakta s korisni-
kom, vrijednost marke zasnovana na koris-
niku procjenjuje se na temelju ponaSanja
Vili  mjerama  ponaSanja  korisnika
(Yoo&Donthu, 2001).

Zadnjih godina koncept vrijednosti
marke temeljen na korisniku privukao je za-
nimanje marketindkih istrazivata kao most

1. INTRODUCTION

The emergence during the 1980s of the
brand equity concept as a marketing per-
formance metric has led to an increased fo-
cus on marketing research activity by firms
and a developing academic literature (Kel-
ler, 2003). Research studies have identified
a number of advantages of a high level of
brand equity including lower costs (Keller,
1993), increased purchase intention (Cobb-
Walgren, Beal & Donthu, 1995), increased
sales, price premiums and customer loyalty,
(Aaker 1991, 1996), a strengthened position
in distribution channels (Park & Srinivasan,
1994) and competitive advantage (Adams,
1995). Despite this research there is a lack
of agreement on how brand equity should be
conceptualised and operationalised (Yoo &
Donthu 2001) and two broad approaches
may be discerned; the accounting and mar-
keting perspectives. Traditionally, brand
equity has been analysed at the firm level
using accounting measures such as net-pre-
sent-value of future cash flow, share value,
or lifetime customer value to estimate an as-
set value for the brand on the corporate bal-
ance sheet. From a marketing perspective
however brand equity is a concept that is
based on market perceptions. Since any as-
sessment of future financial performance is
ultimately derived from customers thinking
and behaviour. Thus, Keller (1993) argues
that a brand’s advantage lies in what resides
in customers” minds. While firm-based ac-
counting measures of brand equity may be
calculated from financial data without any
need to contact customers, consumer-based
brand equity is estimated from consumer
attitude and/or behaviour measures (Yoo &
Donthu, 2001).

In recent years the concept of consumer
based brand equity (CBBE) has attracted the
interest of marketing researchers as a bridge
between assessing past marketing effective-
ness and predicting future performance.
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izmedu procjenjivanja efikasnosti prethod-
nog marketinga i predvidanja buduce uspje-
$nosti. Iako nema opée prihvac¢enog modela
CBBA, istraZivaéi su uglavnom davali pre-
dnost &etirima dimenzijama koje su predlo-
zili Aaker (1991, 1996) i Keller (1993,
2003): upadljivost marke, asocijacije na
marku, kvaliteta marke i lojalnost marki.

CBBE koncept relativno je nov u turis-
tickoj literaturi, jednako kao Sto je novo i
mjerenje uspjeSnosti marke destinacije. Ne-
davno istrazivanje o prvih deset godina lite-
rature o brendiranju destinacije, od 1998. do
2007., identificiralo je moguce jazove u od-
nosu na vrijednost marke destinacije, kao
$to je pracenje uspjesnosti marke destinacije
tijekom odredenog vremena, procjena vrije-
dnosti marke za sudionike (kao $to su pos-
rednici i lokalna turisticka poduzeca), kao i
do koje razine marka utjelovljuje osjecaj
mjesta kod lokalne zajednice (Pike, 2009).
Smatra se da visoke razine vrijednosti
marke kod lokalne zajednice mogu pobolj-
Sati lojalnost prema lokalnim atrakcijama i
sadrzajima u kontekstu lokalnog stanovnis-
tva kao povremenih posjetitelja, ali i doma-
¢ina prijateljima i rodacima koji im dolaze u
posjet.

Svrha ovoga rada je izvijestiti o testira-
nju CBBBE hijerarhije iz perspektive lo-
kalne zajednice, tj. Brisbanea, glavnog
grada pokrajine Queensland u Australiji.
Queensland je sluzbeno podijeljen na 14 tu-
ristickih regija. Regionalna turisticka orga-
nizacija (RTO), Brisbane Marketing, odgo-
vorna je za zemljopisne granice koje uklju-
¢uju lokalna administrativna podrucja: Boo-
nah, Brisbane City, Esk, Gatton, Ipswich
City, Kilcoy, Laidley, Caboolture, Logan
City, Pine Rivers i Redlands. Regija je raz-
nolika i ukljutuje obalne atrakcije kao $to su
suptropski otoci i promatranje kitova, ru-
ralni i nacionalni parkovi u unutra$njosti i
glavni grad savezne drzave. Regija Brisbane
pruZa turisticke mogucnosti kako lokalnom
stanovni$tvu tako i posjetiteljima i drzi se da
RTO treba promatrati lokalno stanovnistvo

While there is no universally accepted
model of CBBE, researchers have generally
favoured four dimensions proposed by
Aaker (1991, 1996) and Keller (1993,
2003): brand salience, brand associations,
brand quality and brand loyalty.

The CBBE concept is relatively new to
the tourism literature, as is destination brand
performance measurement. A recent review
of the first ten years of destination branding
literature, from 1998 to 2007, identified
potential gaps in relation to destination
brand equity, such as tracking a destination
brand’s performance over time, assessing
the value of the brand to stakeholders such
as intermediaries and local tourism busi-
nesses, as well as the extent to which the
brand encapsulates the host community’s
sense of place (Pike, 2009). It is suggested
that high levels of host community brand
equity might enhance loyalty to local at-
tractions and facilities, in the context of
residents as occasional local tourists as well
as hosts to visiting friends and relatives.

The purpose of this paper is to report the
trial of a hierarchy of CBBE, from the per-
spective of the host community, for Bris-
bane, the capital of the state of Queensland,
Australia. Queensland is divided into 14 of-
ficial tourism regions. The regional tourism
organisation (RTO), Brisbane Marketing, is
responsible for a geographic boundary that
includes the local government areas of:
Boonah, Brisbane City, Esk, Gatton, Ips-
wich City, Kilcoy, Laidley, Caboolture,
Logan City, Pine Rivers, and Redlands. The
region is diverse and includes coastal at-
tractions such as sub-tropical islands and
whale watching, a rural and national park
hinterland, and the metropolitan state capi-
tal. The Brisbane region provides tourism
opportunities for residents as well as visi-
tors, and so it is argued local residents
should be regarded as an important stake-
holder group by the RTO for at least four
key reasons.
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kao vaznu skupinu sudionika zbog c¢etiri
klju¢na razloga.

Kao prvo, Brisbane Marketing financira
se iz konsolidiranih fondova lokalne admi-
nistracije kojoj je glavni prihod lokalni po-
rez na nekretnine. Na temelju ovoga svi vla-
snici nekretnina neizravno doprinose bu-
dzetu RTO-e. Kao drugo, lokalni stanovnici
ugoscéuju rodbinu i prijatelje koji dolaze iz
drugih gradova te su im vrlo Cesto i lokalni
turisti€ki vodi¢i. Scott i Clarke (2005:11)
citiraju nalaze istraZivanja navodeéi da su
"stanovnici grada odigrali vaznu ulogu u
komuniciranju usmenom predajom atrakcija
i karakteristika grada potencijalnim posjeti-
teljima". Preko 90% posjetitelja Brisbanea,
koji dolaze u kratku posjetu rodbini i prija-
teljima, odsjeda u privatnom smjestaju (To-
urism Queensland, 2006). U 2007. godini
Tourism Queensland (2007) je procijenio da
je segment potrosaca koji posjecuje rodbinu
i prijatelje najbrojniji segment turistickih
posjetitelja te na njih otpada 35% svih tu-
rista. Postoje dokazi da ovi posjetitelji ko-
riste iste sadrzaje i atrakcije kao i "pravi" tu-
risti (Morrison, Hsieh & O'Leary, 1995).
Kao trece, lokalno stanovniitvo je znaéajan
segment posjetitelja za lokalne atrakcije i
dogadaje. Jedan od glavnih prodajnih kata-
loga, Brisbane Visitors Guide, u proslosti se
distribuirao lokalnim kuéanstvima. Misija
Brisbane Marketinga izravno se obra¢a lo-
kalnoj zajednici i kao ciljnom trzistu i kao
onima koji imaju gospodarsku i druitvenu
korist:

Nasa misija je promovirati Brisbane i
njegovu okolinu lokalnoj, nacionalnoj i me-
dunarodnoj publici s krajnjim ciljem os-
tvarivanja drustvene i ekonomske koristi za
lokalnu zajednicu, stanovnistve i poduzeca
(Brisbane Marketing, 2007:4).

Kao ¢etvrto, lokalni stanovnici odlaze na
kratke odmore unutar svoje regije. Kratki
odmori od jednog do tri nocenja, na koje lo-
kalno stanovni$tvo odlazi u radijusu od 400
km od poslovnog centra Brisbanea, vrlo su

First, Brisbane Marketing is funded by
local government consolidated funds, for
which a major component of revenue is de-
rived through a residential property tax. On
this basis, all property owners are indirectly
contributing to the RTO budget. Second,
residents host friends and relatives from out
of town, and often act as local guides. Scott
and Clarke (2005:11) cited research findings
indicating "residents of the city played an
important role in communicating the attrac-
tions and features of the city to potential
visitors often by word of mouth". Over 90%
of Brisbane’s ‘visiting friends and relatives’
(VFR) short break visitors stay in private
residences (Tourism Queensland, 2006). For
year ended June 2007, Tourism Queensland
(2007) estimated that of all visitors to Bris-
bane, VFR is the largest sector in terms of
reason for visit, accounting for 35% of all
travellers. There is evidence that VFR trav-
ellers to Queensland use the same facilities
and attractions as holiday travellers (Morri-
son, Hsieh & O’Leary, 1995). Third, resi-
dents are a sizable segment for local attrac-
tions and events, with one of the RTQO’s
major sales brochures, the Brisbane Visitors
Guide, distributed in the past to local
households. Brisbane Marketing’s mission
statement explicitly refers to the local com-
munity, both as a target market, and as so-
cial and economic beneficiaries:

Our mission is to promote Brisbane and
its surrounds to local, national and interna-
tional audiences, with the ultimate goal of
achieving optimum social and economic
benefits for the local community, residents
and  businesses (Brisbane Marketing,
2007:4).

Fourth, residents do take short breaks
within their own region. Short break holi-
days of one to three nights taken by the
population within a 400 kilometre radius of
Brisbane’s central business district is an im-
portant market for Brisbane Marketing. The
Brisbane region contains less than 1% of
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vazno trziste za Brisbane Marketing. Podru-
&je Brisbanea ¢ini manje od 1% povrSine
Queenslanda, ali u njemu Zivi vise od polo-
vice ukupnog stanovnistva (Tourism
Queenskland, 2004). U 2005. godini Tou-
rism Queensland (2006) je procijenio da je
gotovo polovina posjetitelja na kratkom
odmoru (unutar radijusa od 400 km) bila u
kategoriji posjeta rodacima i prijateljima.
Lokalno stanovni$tvo predstavljalo je naj-
vedi segment posjetitelja. Na njega je ota-
palo 27% svih posjetitelja koji su bili u
kratkom posjetu unutar Brisbane RTO regije
i koji su u prosjeku proveli 1,6 nocenja te su
ostvarili ukupno 852.000 nocenja.

U vrijeme kada je istraZivanje prove-
deno tema marke destinacije je bila "Bris-
bane — It's happening". Tema je osmisljena
kako bi se Brisbane repozicionirao i odma-
knuo od percepcije "malog uspavanog
grada" koju je imao na vaznim domacim tr-
zistima Sydneya i Melbournea. Dva kljuéna
problema Brisbanea na ova dva trzita bila
su i) nedostatak svijesti o turisti¢kim atrak-
cijama regije Brisbanea, naro¢ito kod seg-
menta koji nije posjecivao tu regiju, te ii)
percepcije da je ono §to nudi Brisbane slabo
privlaéno (Tourism Queensland, 2004).
Kljuéni atributi koje je trebalo portretirati u
novoj marki bili su: slikovit, Ziv, uzbudljiv,
zabavan, britak, pomalo bezobrazan, mlad,
gostoprimljiv, prijateljski, opuSten, siguran,
kulturoloski raznovrstan, proaktivan (Tou-
rism Queensland, 2004).

Jasno je da su percepcije lokalnog sta-
novni§tva o pozeljnosti i privlaénosti nji-
hove regije vaZan ¢imbenik uspje$nosti turi-
zma u Brisbaneu. Stoga je ovo istraZivanje
provedeno s ciljem da se procijeni razina
sukladnosti izmedu identiteta marke desti-
nacije Brisbanea te imidZa marke kod lokal-
nog stanovni$tva kori$tenjem hijerarhijskog
CBBE modela.

Queensland’s land area, but is home fo
around half of its population (Tourism
Queensland, 2004). In the year ended De-
cember 2005, Tourism Queensland (2006)
estimated that almost half of all short break
visitors (from within a 400 kilometre radius)
were in the VFR category. Local residents
were the largest segment, with 27% of all
short break visitors from within the Bris-
bane RTO region, staying an average of 1.6
nights, for an estimated 852,000 nights in
total.

At the time that this research was con-
ducted the destination brand theme was
‘Brisbane - It’s happening’. This was pri-
marily designed to reposition Brisbane away
from being perceived as a ‘sleepy little
town’ in the important domestic interstate
markets of Sydney and Melbourne. Two key
problems for Brisbane in these markets have
been i) a lack of awareness of the region’s
tourism attractions, particularly among non-
visitors, and ii) perceptions that what Bris-
bane offered was of little appeal (Tourism
Queensland, 2004). The key image attrib-
utes to be portrayed in the new brand were:
colourful, vibrant, exciting, entertaining,
savvy, slightly irreverent, youthful, fun,
hospitable, casual, friendly, safe, culturally
diverse, and ‘can-do’ attitude (Tourism
Queensland, 2004).

Clearly, the perceptions of residents
about the desirability and attraction of their
region is an important factor for the success
of tourism in Brisbane. As a result, this re-
search was conducted with the aim of as-
sessing the level of congruence between
Brisbane’s destination brand identity and
the brand image held by the host community
using a hierarchical CBBE model.
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2. PREGLED LITERATURE

Literatura koja se odnosi na percepciju
lokalnog stanovni$tva o marki njihove des-
tinacije jod uvijek je u povojima. Tijekom
vige od tri desetljeca stalno se provode istra-
#ivanja o misljenjima lokalnog stanovnistva
o turizmu i turisti¢ckom razvoju (Doxy 1975,
Pizam 1978, Davis, Allen & Cosenza 1988,
Akis, Perisitianis&Warner 1996, Williams
& Lawson, 2001, Huh, Vogt & Huh 2008).
Medutim, u srediftu ovoga istraZivanja
uglavnom je mjerenje razina podrike za
financiranje destinacijskog marketinga |
prihva¢anja utjecaja koje turizam ima na
lokalnu zajednicu. Prvu studiju o odnosu
izmedu migljenja lokalne zajednice o turi-
zmu te o njihovim percepcijama imidZa o
njihovoj regiji objavio je Schroeder (1996)
koji je otkrio da je imidZ stanovnika Dakote
o njihovoj drzavi bio pozitivno povezan s
njihovom podrikom turizmu. U literaturi o
brendingu mjesta, Merrilees, Miller, Herin-
gton i Smith (2007) istrazivali su odnose
prema Cairnsu iz perspektive stanovnika
kao povremenih turista. Phillips i Schofield
(2007) ispitivali su percepcije stanovnika
urbane destinacije kao trziSnog segmenta.
Istrazivali su i lokalne poglede o Stoke-on-
Trent kao dnevnoj destinaciji za njegove
stanovnike. Stoke-on-Trent je netradicio-
nalna turisticka destinacija koja pokusava
razviti turizam kao dio strategije revitaliza-
cije kako bi se premostili gubitci u grnéar-
skoj industriji i s time povezanim padom
gradanskog ponosa. U prvom istrazivackom
tekstu o brendingu destinacije, Donald i
Gammack (2007) dali su interdisciplinarnu
teoretsku bazu za razumijevanje brendiranja
gradova kao kulturnog i politickog feno-
mena. Njihova trogodisnja studija Sangaja,
Sydneya i Hong Konga bio je pokusaj holi-
sticke interpretacije marke mijesta ukljuci-
vanjem iskustava stanovnika o mjestu, utje-
caju kulturnih predstava na iskustva posje-
titelja te politickim dimenzijama. IstraZiva-
nje u Singapuru koje je na¢inio Henderson
(2000) naglasilo je vaznost razumijevanja

2. LITERATURE REVIEW

The literature relating to residents’ per-
ceptions of their destination brand is in its
infancy. There has been a steady stream of
research reported about community opin-
ions of tourism and tourism development
for over three decades (see Doxey 1975, Pi-
zam 1978, Davis, Allen & Cosenza 1988,
Akis, Peristianis & Warner 1996, Williams
& Lawson 2001, Huh, Vogt & Huh 2008).
However, the focus of this research has for
the most part been concerned with gauging
levels of support for destination marketing
funding and acceptance of tourism impacts.
The first study of the relationship between
host community opinions about tourism and
their perceived images of their region was
published by Schroeder (1996), who found
that a resident’s image of the state of Da-
kota was positively associated with their
support for tourism. In the place branding
literature, Merrilees, Miller, Herington and
Smith (2007) investigated attitudes towards
Cairns from the perspective of residents as
occasional tourists. Phillips and Schofield
(2007) examined urban destination percep-
tions of residents as a market segment. They
investigated locals’ views of Stoke-on-Trent
as a day trip destination for residents. Stoke-
on-Trent is a non-traditional tourism desti-
nation attempting to develop tourism as part
of a regeneration strategy to overcome the
loss of the pottery manufacturing sector and
resultant decline in civic pride. In the first
research-based text on destination branding,
Donald and Gammack (2007) provided an
interdisciplinary theoretical basis for under-
standing city branding as a cultural and po-
litical phenomenon. Their three year study
of Shanghai, Sydney and Hong Kong at-
tempted a holistic interpretation of place
brands by incorporating residents’ experi-
ences of place, the effect of cultural repre-
sentations on visitors’ experiences, and the
political dimensions. Research in Singapore
by Henderson (2000) highlighted the im-
portance of understanding the views of the
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pogleda lokalne zajednice kako bi se osigu-
ralo da je ono 5to se komunicira u brendingu
destinacije realno i prikladno. Henderso-
nova istrazivacka studija lokalnih stanov-
nika navodi da postoje jazovi izmedu per-
cepcija stanovnika i identiteta marke koji
namjerava plasirati DMO:

Kada se stanovnike poziva da Zive vrije-
dnosti marke radi ostvarivanja turistickih
ciljeva, vjerojatno postoji opasnost da stru-
énjaci za marketing preuzmu previse utje-
caja te se mora ponovno uspostaviti osjecaj
ravnoteze. Ni druStva ni mjesta ne mogu se
izgraditi ili proizvesti za turisticku potros-
nju a da se ne izgubi autenticnosti. U kona-
Cnosti posjetitelji to prepoznaju i odlaze tra-
Ziti autenticnost na nekom drugom mjestu
(str. 215).

Holcolmb (1999.) je otisao i dalje suge-
rirajué¢i da unutar lokalne zajednice mozda
postoji pogled da je turisticki brending
mjesta neprikladan i pita se nije li prodaja
grada turistima Faustovska nagodba:

Upakirati i promovirati grad turistima
moZe unistiti njegovu dusu. Grad postaje
roba, njegov oblik i duSa iznova su nadci-
njeni kako bi se prilagodili potrebama trZi-
§ta, a ne snovima stanovnika. Lokalna dr-
Zava i poslovne elite tajno kolaboriraju
kako bi nanovo izgradili grad u kojem ce
njihovi posebni interesi biti od najvece vaz-
nosti; u meduvremenu sredstva za kvartove i
socijalne usluge, gdje su potrebne, preu-
smjeravaju se drugdje (str. 69).

U pocetku se koncept turistickog brendi-
ranja sporo prebacivao iz marketinke litera-
ture, ali je u posljednjih dvadeset godina ubr-
zano prihvacen. Tema brendinga pojavila se
u marketinskoj literaturi tijekom 40-ih godina
proslog stoljeca (vidi Guest, 1942), ali prvi
znanstveni ¢lanci o brendingu destinacije
nisu se pojavili do 1998. (vidi Dosen, Vran-
Sevi¢ & Prebezac 1998, Pritchard & Morgan
1998). Ali 5 godina kasnije, Keller (2003) je
napisao da je funkcija brendinga toliko vazna

host community to ensure what is being
communicated in the destination branding is
realistic and appropriate. Henderson’s ex-
ploratory study of local residents suggested
gaps between residents’ perceptions and the
brand identity intended by the destination
marketing organisation (DMO):

When residents are called on to live the
values of the brand in pursuit of tourism
goals, it would seem that marketers are in
danger of assuming too much influence and
a sense of balance needs to be restored. So-
cieties cannot be engineered or places
manufactured for tourist consumption with-
out a loss of authenticity which is ultimately
recognised by the visitor who will mave on
to seek it elsewhere (p. 215).

Holcolmb (1999) went further to suggest
there might be a view within a host commu-
nity that tourism branding of place is not
appropriate, and asked whether selling a city
to tourists is a Faustian bargain:

Packaging and promoting the city to
tourists can destroy its soul. The city is
commodified, its form and spirit remade to
conform to market demand, not residents’
dreams. The local state and business elites
collude to remake a city in which their spe-
cial interests are paramount; meanwhile,
resources are diverted away from needy
neighbourhoods and social services (p. 69).

The concept of branding in tourism was
initially slow to be transferred from the
marketing literature but has been adopted
rapidly over the past two decades. The topic
of branding emerged in the marketing lit-
erature during the 1940s (see Guest, 1942),
but the first journal articles relating to desti-
nation branding did not appear until 1998
(see Dosen, Vransevic & Prebezac 1998,
Pritchard & Morgan 1998). Yet five years
later, Keller (2003) wrote that the branding
function was so important that that the focus
of all marketing communications should be
to reinforce the brand identity. As discussed
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da bi fokus svih marketindkih komunikacija
trebao biti jaCanje identiteta marke. Kao &to
smo prethodno raspravljali, nekih 71 radova
o brendiranju destinacije publicirano je iz-
medu 1998. i 2007. godine (vidi Pike, 2009)
a razvoj identiteta marke destinacije je klju-
¢no podrudja istraZivanja. Pregled ovih ra-
dova identificira mjerenje uspjesnosti kam-
panja za marku destinacije kao podruéja gdje
je potrebno dodatno istraZivanje kako bi se
istraZilo do koje je granice marketinika ko-
munikacija DMO-¢ bila efikasna u stimulira-
nju sukladnosti izmedu Zeljenog identiteta
marke i stvarnog imidza marke kako ga do-
zivljavaju sudionici na odabranim trzi§tima.

Koncept CBBA mozZe se koristiti kako
bi se promatrala efikasnost brendiranja, ali
do danas je u turistitkoj literaturi publici-
rano malo izvjeStaja o CBBE modeliranju.
Primjeri koriStenja CBBE uklju¢uju mjere-
nje vrijednosti marke kod sudionika konfe-
rencije  (Lee&Back,2008) i vrijednosti
marke hotela (Cobb-Walhgren, Ruble&Do-
nthu, 1995, Kim,Kim & An 2003, Kim, Jin-
Sun & Kim, 2008). Prve CBBE destina-
cijske studije ispitale su vrijednost marke
Slovenije u Hrvatskoj (Koneénik 2006,
Konec¢nik & Gartner, 2007), te CBBE za
Las Vegas i Atlantic City u kontekstu de-
stinacija za ljubitelje kockarnica (Boo, Bus-
ser & Baloglu, 2009). Chi i Qu (2008) su te-
stirali odnos izmedu imidZa destinacije, za-
dovoljstva i lojalnosti, ali nisu mogli pro-
na¢i niti jednu prethodnu studiju koja je is-
trazivala CBBE hijerarhiju iz perspektive
lokalnih stanovnika kao aktivnih sudionika
lokalnog turizma.

Nakon Aakera (1991, 1996) i Kellera
(1993, 2003) CBBE hijerarhija, kao §to po-
kazuje Slika 1, konceptualizirana je tako da
ima cetiri konstrukta koji su hijerarhijski
posloZeni. U ovom modelu CBBE je egzo-
geni konstrukt, a ostala Cetiri su endogena
kao §to pokazuje smjer strelica. Peta dimen-
zija koju je predlozio Aaker (1996) "vlas-
nitka imovina marke" isklju¢ena je kao ne-
relevantna za percepcije o destinaciji. U te-

above, some 71 destination branding papers
were published between 1998 and 2007 (see
Pike, 2009) with the development of a des-
tination’s brand identity as a key area of re-
search. A review of these papers identified
performance measurement of destination
brand campaigns as a area where further re-
search was needed in order to analyse the
extent to which the DMO’s marketing
communications have been effective in
stimulating congruence between the desired
brand identity and actual brand image held
by stakeholders in target markets.

The concept of CBBE can be used to
monitor the effectiveness of branding how-
ever there has been little modelling of
CBBE reported in the tourism literature to
date. Examples of the use of CBBE include
the measurement of conference attendee
brand equity (Lee & Back, 2008), and hotel
brand equity (Cobb-Walgren, Ruble &
Donthu 1995, Kim, Kim, & An 2003, Kim,
Jin-Sun & Kim, 2008). The first destination
CBBE studies examined Croatian-based
brand equity for Slovenia (Konecknic 2006,
Konecknik & Gartner 2007), short break
destination brand equity for an emerging
destination (Pike, 2007), and CBBE for Las
Vegas and Atlantic City, in the context of
gambling destinations (Boo, Busser & Ba-
loglu, 2009). Chi and Qu (2008) tested the
relationship between destination image,
satisfaction and loyalty but were unable to
find any previous study investigating the
CBBE hierarchy from the perspective of
residents as active participants of local
tourism.

Following Aaker (1991, 1996) and Kel-
ler (1993, 2003) the CBBE hierarchy, as
shown in Figure 1, is conceptualised as
having four constructs arranged as a hierar-
chy. In this model, CBBE is an exogenous
construct and the other four constructs are
endogenous as indicated by the direction of
the arrows. A fifth dimension proposed by
Aaker (1996), ‘proprietary brand assets’,
was excluded as not being relevant to desti-
nation perceptions. At the foundation of the
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melju hijerarhije je upadljivost marke koja
predstavlja snagu svijesti o marki. Op¢i pri-
stup mjerenju upadljivosti je pomocu nepo-
mognute svijesti o marki ili pomo¢u sjeca-
nja o marki. Kod razvijanja upadljivosti cilj
je menadZera da ga se pamti po razlozima
kojih jedina namjera nije bilo ostvariti opéu
svijesti (Aaker, 1996). Premda svijest o de-
stinaciji lokalnom stanovniku moZe izgle-
dati kao oéita stvar, upadljivost zahtijeva da
se stanovnikov grad smatra relevantnim
glede turistickih mogucnosti.

Druga razina u CBBE hijerarhiji su aso-
cijacije marke pod koje spada sve §to je po-
vezano sa sjecanjem na marku (Aaker,
1991:109). Recentni pregled literature o
strukturi paméenja pokazuje da se najsire
prihvaena  konceptualizacija  ostvaruje
sirenjem djelovanja (Cai, 2002). Ovo podu-
pire model mreZe asocijativnog pamcenja
(Anderson, 1983) u kojem se pam¢enje sa-
stoji od évorova i spojeva. Cvor predstavlja
uskladistenu informaciju o konceptu i dio je
mreZe veza s ostalim &vorovima. Veza iz-
medu &vorova se aktivira prilikom obrade
vanjskih informacija ili kada se informacije
doziva u pamcenju. Kada se &vor koncept
opozove, snaga asocijacije (a) odreduje koji
¢e se drugi ¢vorovi aktivirati iz paméenja.

Marka destinacije moze se onda kon-
ceptualizirati na nafin da predstavlja cvor
koji ima brojne asocijacije s ostalim &vor
konceptima. U studiji o destinacijskom imi-
du asocijacije korisnika su uobi¢ajeno pod-
ruéje proucavanja (za provjeru vidi Gal-
larza, Saura & Garcia 2002, Pike 2002,
2007b). Od posebnog interesa za ovu studiju
je operacionalizacija destinacijskog imidZza
kao destinacijske privlacnosti $to predlazu
Mayo i Jarvis (1981:203). Slijede¢i Good-
richovo (1978) istrazivanje Mayo i Jarvis
sugeriraju da destinacijska privlaénost "ima
dosta veze sa specifitnim koristima koje
putnik Zeli i sposobno3¢u destinacije da te
zelje ispuni”. Ipak, u 30 godina istraZivanja
imidza destinacije nije se doslo do op¢e pri-
hvaéenog indeksa stavki na skali. Razlog je

hierarchy is brand salience, which repre-
sents the strength of awareness of the brand.
The general approach to measuring salience
is by way of unaided brand awareness or
brand recall. In developing salience, a man-
agers’ aim is to be remembered for the rea-
sons intended not just to achieve general
awareness (Aaker, 1996). Thus, while
awareness of the destination to a resident
might appear obvious, salience requires the
residents’ city to be considered relevant as
an opportunity of tourism.

The second level in the CBBE hierarchy
is the brand associations which are "any-
thing ‘linked” in memory to a brand"
(Aaker, 1991, p. 109). A recent literature
review on memory structure found the most
commonly accepted conceptualisation has
been by spreading action (Cai, 2002). This
underpins the associative network memory
model, in which memory consists of nodes
and links (Anderson, 1983). A node repre-
sents stored information about a concept,
and is part of a network of links to other
nodes. Activation between nodes is thought
to take place when processing external in-
formation or when information is retrieved
from memory. When a node concept is re-
called, the strength of association(s) deter-
mines what other nodes that will be acti-
vated from memory.

A destination brand may then be con-
ceptualised as representing a node with a
number of associations with other node
concepts. In the study of destination image
associations held by consumers are a com-
mon area of study (for reviews see Gallarza,
Saura & Garcia 2002, Pike 2002, 2007b).
Of particular interest to this study is the op-
erationalisation of destination image as des-
tination attractiveness proposed by Mayo
and Jarvis (1981, 203). Following research
by Goodrich (1978), Mayo and Jarvis
suggested destination attractiveness "has a
great deal to do with the specific benefits
that are desired by travellers and the capa-
bility of the destination to deliver them".
However, in 30 years of destination image
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da vaZnost atributa vjerojatno varira izmedu
segmenta i situacija (vidi npr. Barich & Ko-
tler, 1991, Crompton 1992) te je bilo jako
malo ponavljanja istraZivanja unato¢ popu-
larnosti teme. Potrebno je razviti skalu koja
ukljucuje genericke destinacijske stavke kao
i one koje su specificne danom turistickom
kontekstu (Hu & Ritchie, 1993). Procjenju-
juéi "odliénost" istraZivanja na polju turis-
tickog marketinga Ritchie (1996:62) po-
dvlaci deset manjkavosti: "Nazalost, kao §to
svi dobro znamo, postoje brojna podrucja
koja radije ne bismo priznali ili koja uspije-
vamo priliéno redovito odbacivati". Medu
nedostacima je i turisticki kontekst, jer su se
studije o imidZu destinacije uglavnom pro-
vodile bez eksplicitne definicije konteksta u
kojem je putnik donio ocjenu.

Tre¢i konstrukt je percipirana kvaliteta
koja se definira kao "percepcija sveukupne
kvalitete ili superiornosti proizvoda ili us-
luge u odnosu na relevantne alternative
uzimajuéi u obzir namjeravanu svrhu"
(Keller, 2003:238). Ova se procjena temelji
na tome kako korisnik percipira uspjesnost
marke vezano za atribute kvalitete upadlji-
vosti. Na primjer, kvaliteta ostalih destina-
cija koje su tijekom svojih putovanja posje-
tili stanovnici Brisbanea najvjerojatnije ¢e
utjecati na njihova oéekivanja vezano za lo-
kalni turisti¢ki proizvod. Lojalnost marki je
kona¢na dimenzija na vrhu CBBE hijerar-
hije i definira se kao "navezanost korisnika
u odnosu na marku" (Aaker, 1991:39). Lo-
jalnost se manifestira kroz odnos u smislu
namjere kupnje, kao i kroz ponasanje upu-
¢ivanjem drugih putem usmene predaje i
ponovnom kupnjom. Nedostaje publiciranih
istraZivanja vezanih za lojalnost destinaciji
(Oppermann, 2000). Ovaj se rad bavi proc-
jenom razine uskladenosti izmedu imidza
marke destinacije Brisbane i imidza marke
kod lokalnog stanovnistva koristenjem pre-
dloZzenog CBBE modela.

VLTI - ol W N [N

research however, there has been no univer-
sally accepted index of scale items. The rea-
son for this is that attribute importance is
likely to vary between segments and situa-
tions (see for example Barich & Kotler
1991, Crompton 1992), and there has been
very little replication research in spite of the
topic’s popularity. What is required there-
fore is the development of a scale that in-
cludes generic destination items as well as
those specific to a given travel context (Hu
& Ritchie, 1993). In assessing tourism mar-
keting research ‘state of the art’, Ritchie
(1996:62) highlighted ten shortcomings:
"Unfortunately, as we all know, there are a
number of areas which we prefer not to ac-
knowledge, or which we manage to ignore
on a fairly regular basis". Among these was
travel context, since destination image
studies have generally been undertaken
without explicitly defining the context in
which the traveller decision is being made.

The third construct is perceived quality
and is defined as "perception of the overall
quality or superiority of a product or service
relative to relevant alternatives and with re-
spect to its intended purpose" (Keller, 2003;
238). This assessment is on the basis of how
the consumer perceives the brand to
perform on salient quality attributes. For ex-
ample, the quality of other destinations ex-
perienced by Brisbane residents during their
travels is likely to impact on their expecta-
tions of the local tourism product. Brand
loyalty is the final dimension at the peak of
the CBBE hierarchy and has been defined as
"the attachment that a customer has to a
brand" (Aaker, 1991:39). Loyalty manifests
attitudinally in terms of intent to purchase,
as well as behaviourally through word of
mouth referrals and repeat purchase. There
has been a lack of published research related
to destination loyalty (Oppermann, 2000).
This paper is concerned with assessing the
level of congruence between Brisbane’s
destination brand identity and the brand
image held by the host community using the
propesed CBBE model.
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Slika 1: CBBE koncept / CBBE conceptualisation

3. METODA

Kako bi se operacionalizirao CBBE mo-
del prikazan na Slici 1, koriSten je strukturi-
rani upitnik na ¢ije je atribute na ljestvici za
svaki od Cetiri konstrukta teoretski utjecala
literatura. Sudionici su pitani da ocjene us-
pjesnost Brisbanea kao turistiCke destinacije
za 21 atribut na ljestvici koristeci ljestvicu
od sedam stupnjeva, pri ¢emu je (1) "snazno
se protivim" a (7) "snaZno se slazem". Tab-
lica 1 prikazuje 21 atribut koji su u odsustva
opée prihvaéenih atributa usvojeni iz izvora
literature koje smo ranije prikazali. Katego-
ri¢ki atributi kori$teni su u identifikaciji jesu
li i) ispitanici otisli na kratki odmor u svojoj

Lojalnost marki
{Brand loyalty

Percipirana
vrijednost
! Perceived
quality

Asocijacije na
marku
/Brand

associations

Uoéljiovst
marke
[Brand salience

3. METHOD

To operationalise the CBBE model
shown in Figure 1, a structured question-
naire was used, for which scale items for
each of the four constructs were theoreti-
cally informed by the literature. Participants
were asked to rate Brisbane’s performance
as a tourism destination across 21 scale
items using a seven point scale, anchored at
‘strongly disagree’ (1) to ‘strongly agree’
(7). Table 1 lists the 21 items, which, in the
absence of an accepted scale, were adapted
from the literature sources shown. Categori-
cal items were used to identify whether i)
participants had taken a short break within
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regiji, zatim ii) jesu li u proteklih 12 mjeseci
primili u goste prijatelje i/ili rodbinu. Upit-
nik zavriava otvorenim pitanjem gdje se is-
pitanici pitaju imaju li opaske o tome kako
bi se Brisbane kao destinaciju moglo po-
boljsati i, ako Zele, mogu ih navesti.

the region, and ii) whether they had hosted
visited friends and/or relatives hosting dur-
ing the previous 12 months. The question-
naire concluded with an open-ended ques-
tion asking participants if there were any
comments they would care to make about
how Brisbane could improve as a destina-
tion.

Tablica 1: CBBE stavke skale / CBBE scale items

Atributi na ljestvici / Scale items

Izvor / Source

Uoéljivost marke / Brand salience

tractions

kao turisti¢ku destinaciju /

as a tourism destination

Brisbane je dobro poznata turisticka destinacija /
Brisbane is a well known tourism destination

Svjestan sam raspona turisti¢kih atrakcija u Brisba-
neu/ I am aware of Brisbane's range of tourism at-

Svjestan sam promotivnog slogana Brisbanea /
I am aware of the slogan used to promote Brisbane

Vidio sam dosta poruka koje promoviraju Brisbane

I have seen a lot of advertising promoting Brisbane

Koneénik & Gartner (2007),
Boo et el (2008)

Koneénik & Gartner (2007),
Boo et el (2008), Lee & Back
(2008)

Kone¢nik & Gartner (2007),
Kim, Jin-Sun & Kim (2008),
Washburn & Plank (2002), Yoo
& Dontu (2001)

Koneénik & Gartner (2007)

Dobra klima / Good climate

Prekrasan krajolik / Beautiful scenery

Opustajuéi / Relaxing

Otvoreni ljudi / Friendly people

Uzbudljiv / Exciting

Asocijacije na marku / Brand associations

Dobro iskoridten novac / Good value for money
Dobri kafi¢i i restorani / Good cafes and restaurants

Puno za vidjeti i napraviti / Lots to see and do

Koneénik & Gartner (2007), Hu
& Ritchie (1993)

Koneénik & Gartner (2007), Hu
& Ritchie (1993), Davis &
Sternquist (1987)

Koneénik & Gartner (2007),
Davis & Sternquist (1987)

Davis & Sternquist (1987)
Koneénik & Gartner (2007)

Koneé¢nik & Gartner (2007),
Boo et al (2008), Baloglu &
Brinberg (1997)

Koneénik & Gartner (2007)

Koneénik & Gartner (2007),
Baloglu & Brinberg (1997)
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Percipirana kvaliteta / Perceived quality
tion

tructure

hospitality service

sonal safety

Smijestaj visoke kvalitete / High quality accommoda-
Infrastruktura visoke kvalitete / High quality infras-

Visoke razine éistoce / High levels of cleanliness
Visoke razine turisticke usluge / High levels of

Visoke razine osobne sigurnosti / High levels of per-

Koneénik & Gartner (2007),
Davis & Sternquist (1987)

Konec¢nik & Gartner (2007)

Kone¢nik & Gartner (2007)
Koneénik & Gartner (2007)

Koneénik & Gartner (2007)

Lojalnost marki / Brand loyalty

live in Brisbane

Brisbane region

sant destination

Ponosan sam $to zivim u Brisbaneu /I am proud to

Oti¢i ¢u na kra¢i odmor od 1-2 nocenja u regiji Bris-
bane / I will take a short break of 1-2 nights in the

Preporucio bih Brisbane kao turisticku destinaciju / /
would recommend Brisbane as a holiday destination

Brisbane je ugodna destinacija / Brisbane is a plea-

Phillips & Schofield (2007)

Koneénik & Gartner (2007)

Koneénik & Gartner (2007),
Boo et al (2008)

Koneénik & Gartner (2007),
Baloglu & Brinberg (1997),
Walmsley & Young (1998)

Upitnik je prethodno testiralo 12 sveuci-
lisnih struénjaka koje se bave marketingom.
Ovo je rezultiralo manjim promjenama u
formulacijama dvaju pitanja. Zbog budzets-
kih ograni¢enja koriStene su dvije metode
uzorka. Prva grupa predstavljala je panel od
209 sudionika iz prethodne studije o turi-
zmu u Brisbaneu, a koja je pokazala sklo-
nost suradnje u budué¢im ispitivanjima. Ti-
jekom srpnja 2008. godine sudionici su po-
zvani da putem e-mail-a ispune online upit-
nik koji se nalazio na serveru fakultetskog
ureda za informatiku. Druga grupa je bio
okvir prigodnog uzorka koji se sastojao od
studenata s dva sveucili§ta u Brisbaneu. U
njega su bila uklju¢ena dva razreda preddi-
plomaca turizma i jedan razred poslijedip-
lomaca marketindkog istraZivanja. lako se
prihva¢a da koriStenje studentskog uzorka
moZe utjecati na vanjsku vjerodostojnost
nalaza, tvrdi se da su studenti prihvatljivi za
testiranje odnosa medu konstruktima (Cal-

The questionnaire was pretested among
12 marketing academics. This resulted in
minor changes to the wording of two ques-
tions. Due to budgetary limitations two
sampling methods were used. The first
group was a panel of 209 participants from
a previous Brisbane tourism study who had
indicated a willingness to participate in fu-
ture surveys. An email during July 2008 in-
vited participants to complete the survey
online, the URL for which was hosted by
the Faculty’s Information technology office.
The second group was a convenience sam-
ple frame consisting of students from two
Brisbane universities. These involved two
undergraduate tourism classes and one post
graduate marketing research class. While it
is acknowledged that the use of a student
sample can affect external validity of find-
ings, it has been argued that students are ac-
ceptable for testing relationships between
constructs (Calder, Philips & Tybout 1981,

D T e L e e
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der, Philips & Tybout 1981, Yoo i Donthu
2001), 3to je i bila svrha studije. Svaki je
sudionik pozvan sudjelovati u nagradnoj igri
u kojoj je glavna nagrada bio vaucer za pu-
tovanje u vrijednosti od $ 250.

4. REZULTATI

Ukupno su zaprimljena 374 ispunjena
upitnika. Medutim, neki su od studenata bili
strani studenti koji su tek pristigli u Bris-
bane. Odluceno je da se ne koriste upitnici
ispitanika koji su u Brisbaneu boravili ma-
nje od Sest mjeseci. Nakon toga ostao je
upotrebljiv uzorak od 319 upitnika, §to je
dovoljno velik broj koji omogucuje modeli-
ranje putem strukturne jednadzbe (vidi
Kline, 2005:14-15). Tablica 2 naglasava ka-
rakteristike sudionika gdje, u usporedbi sa
Sirom populacijom Brisbanea, prevladavaju
neudane Zene u dobi izmedu 18-24 godine.
Bez obzira na gornje, uzorak je generalno
prikladan za temu istraZivanja, jer je u pret-
hodnih godinu dana 52% ispitanika bilo na
kratkom putovanju (1-2 noc¢enja) unutar re-
gije Brisbane, a 67% ih je u Brisbaneu ugo-
stilo prijatelje ili rodbinu. Prosje¢na duzina
stanovanja u Brisbaneu bila je dvije godine.
Ukupno je 149 sudionika (47%) dalo kvali-
tativne primjedbe.

Deskriptivne statistike za CBBE ljes-
tvicu s 21 atributom nalaze se u Tablici 3.
Srednje vrijednosti za dvije stavke vezano
za svijest o marki bile su ispod sredidnje
totke ljestvice, dok su srednje vrijednosti za
druge dvije stavke bile tek umjereno pozi-
tivne. Uz izuzetak "uzbudljiv", srednja vri-
jednost za preostalih 17 atributa bila je iz-
nad srediSnje tocke ljestvice. U svezi iden-
titeta marke Brisbanea te teme o pozicioni-
ranju , "Brisbane ...its happening", srednja
vrijednost za dva atributa zabrinjava (Uzbu-
dljiv = 3,97, Pun aktivnosti = 4,27) i uka-
zuje na slabu do umjerenu vezu izmedu Ze-
ljene marke identiteta i stvarne marke
imidza.

Yoo & Donthu 2001), which was the pur-
pose of the study. All participants were in-
vited to enter an incentive prize draw for a
$250 travel voucher.

4. RESULTS

A total of 374 completed questionnaires
were received. However, some participants
were international students who had only
recently arrived in Brisbane. It was decided
to filter out those participants who had re-
sided in Brisbane less than six months. This
left a useable sample of 319, which is suffi-
ciently large enough to enable structural
equation modelling (see Kline, 2005:14-15).
Table 2 highlights the characteristics of
participants, which, in comparison to the
wider Brisbane population were dominated
by single females aged 18-24 years. None-
theless, the sample was generally suitable
for the research topic, given that during the
previous 12 months, 52% of participants
had taken a short break of 1-2 nights within
the Brisbane region, and 67% had hosted
friends or relatives in Brisbane. The mean
length of residence in Brisbane was two
years. A total of 149 participants (47%)
provided qualitative comments.

The descriptive statistics for the 21
CBBE scale items are listed in Table 3. The
means for two of the brand awareness items
were below the scale mid-point, while the
means for the other two items were only
moderately positive. With the exception of
‘Exciting’, the means for the remaining 17
items were at or higher than the scale mid-
point. In relation to Brisbane’s brand iden-
tity and positioning theme, Brisbane....its
happening, the means for two attributes are
of concern (‘Exciting’ = 3.97, ‘Lots to do’ =
4.27), indicating a weak to moderate con-
nection between the desired brand identity
and actual brand image.
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Tablica 2: Karakteristike ispitanika / Characteristics of participants
n VALJANI %
/ VALID %
Spol / Gender Musko / Male 77 24.1%
Zensko / Female 242 75.9%
Ukupno / Total 319
Starost / Age 18-24 188 58.9%
25-44 100 31.3%
45-64 28 8.9%
65+ & 0.9%
Ukupno / Total 319
Braéno stanje / Marital | Neozenjen/Neudata / Single 221 69.3%
status Ozenjen-Udana/Stalni partner / 87 27.3%
Married/permanent partner
Razdvojen(a), rastavljen(a), udovac/udovica / 11 3.4%
Separated, divorced, widowed
Ukupno / Total 319
Broj djece / Number of | 0 213 66.8%
dependem children 1.2 84 26.3%
ak 22 6.9%
Ukupno / Total 319
Najvi$a razina zavrie- Srednja 3kola / High school 133 4.7%
nog obrazovanja / Hig- | TAFE 32 10.0%
v E2ms et lovel of | werutint ! University groduate 139 43.6%
Ostalo / Other 13 4.7%
Ukupno / Total 319
Roden(a) u Australiji/ | Da/ Yes 186 58.3%
Born in Australia Ne / No 133 41.7%
Ukupno / Total 319
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Istrazivacka faktorska analiza koja se ko-
ristila ML izlu€ivanjem i kosokutnom rota-
cijom otkrila je rjeSenje s Cetiri Cimbenika,
§to je adekvatno predstavljalo podatke. Na
cetiri C¢imbenika otpalo je 59% varijance.
KMO za ovu analizu bio je 0.90, a Bartlettov
test sfernosti bio je znacajan, p= .000. Medu-
tim, rjeSenje se nije moglo smatrati prihvat-
ljivim jer se 11 od 21 stavki preklapalo s
druga dva ¢imbenika. Dodatni dokazi da po-
daci nisu bili dobro uklopljeni nalazimo u re-
produciranim korelacijama gdje je bilo 39
(18%) preostalih s apsolutnim vrijednostima
ve¢im od .05. Kao alternativa EFA, te kao
prvi korak u analizi podataka, Joreskog
(1993) je dao okvirni pristup za model gene-
riraju¢ih modela u analizi podataka gdje is-
klju¢ivo potvrdujuci pristup moZzda nije naj-
prikladniji model za novo polje istraZivanja.
Model koji generira model privremen je i
promjene se rade u SEM dok se ne dode do
modela koji se statisticki uklapa te ima i te-
oretski smisao. Istrazivaci specificiraju puni
model u razmatranju koji se onda testira pu-
tem serije jednofaktorskih kongenerickih
modela za svaki konstrukt za koji postoji in-
teres. Promjene koje imaju smisao mogu se
napraviti za svaki konstrukt prije testiranja
potpuno promijenjenog modela. Konstrukti s
manje od Cetiri stavke mogu se testirati u pa-
rovima. Koristeci AMOS 16.0, najbolje pri-
lagoden za UOCLITVOST MARKE bio je s
dva od cetiri stavke, LOJALNOST DESTI-
NACII s tri od cetiri stavke, i PERCIPI-
RANA KVALITETA za getiri od pet stavki.
Najproblematicniji konstrukt je ASOCIJA-
CLJE NA MARKU kod kojega su se pojavile
dvije dimenzije kod pet od devet izvornih
stavki. Rezultat za svaki od ovih potencijal-
nih modela prikazan je u Tabeli 4. Model
marginalno pristaje podacima: Chi-kvad-
rat=202.8, DF=67, p=.000, GFI=.918,
CFI=.923, RMSEA=.080. Kako je Chi-kvad-
rat statistika osjetljiva na veli¢inu uzorka,
Kline (2005) je predlozio korisniju mjeru,
podijeliti Chi-kvadrat po stupnjevima slo-
bode. Omjer ispod 3, kao $to je ovdje slucaj,
sugerira da je model prikladan,

An exploratory factor analysis using ML
extraction and oblique rotation revealed a
four-factor solution that was an adequate
representation of the data. The four factors
accounted for 59% of variance. The KMO
for this analysis was .90 and Bartlett’s Test
of Sphericity was significant at p = .000.
However, the solution could not be regarded
as clean, with 11 of the 21 items cross
loading over two factors. Further evidence
that the data was not a good fit was in the
reproduced correlations, where there were
39 (18%) of residuals with absolute values
greater than .05. As an alternative to the
EFA as the first step in analysing the data,
Joreskog (1993) outlined an approach to
model generating models in the analysis of
data, where a strictly confirmatory approach
might not suit model testing a new field of
research. A model generating model is one
that is tentative and where changes are made
in SEM until a model emerges that has a
statistical fit as well as making theoretical
sense. Researchers specify the full model
under consideration, which is then tested in
a series of one-factor congeneric models for
each construct of interest. Changes that
make substantive sense can be made to each
construct before testing a full amended
model. Constructs with less than four items
can be tested in pairs. Using AMOS 16.0,
the best fit for BRAND SALIENCE was
with two of the four items, DESTINATION
LOYALTY with three of the four items, and
PERCEIVED QUALITY with four of the
five items. The more problematic construct
was BRAND ASSOCIATIONS, in which
two dimensions emerged with five of the
nine original items. The output for each of
these initial models is shown in Table 4.
The model marginally fits the data: Chi-
square = 202.8, DF = 67, p = .000, GFI =
918, CFI = .923, RMSEA = .080. Since the
Chi-square statistic is sensitive to sample
size, Kline (2005) advised a more useful
measure is to divide the Chi-square by the
degrees of freedom. Ratios below 3, as is
the case suggests a model fit.
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Tablica 4: PocCetni modeli / Initial models

UOCLJIVOST / SALIENCE

1. Svjestan sam slogana koji se
koristi u promociji Brisba-
nea / I am aware of the slo-
gan used to promote Bris-
bane

2. Vidio sam dosta poruka koje
promoviraju Brisbane / [
have seen a lot of adverti-
sing promoting Brisbane

LOJALNOST / LOYALTY

1. Ponosan sam $to Zivim u
Brisbaneu / / am proud to
live in Brisbane

2. Oti¢i éu na kratki odmor u
okolici Brbsanea u slijedecih
12 mjeseci / I will take a
short break within the Bris-
bane region in the next 12
months

3. Preporuio bih Brisbane kao
turisticku destinaciju prija-
teljima i rodbini / I would
recommend Brisbane as a
holiday destination to my
friends and relatives

KVALITETA / QUALITY

1. Visoka kvaliteta infrastruk-
ture / High quality infras-
tructure

2. Visoke razine &istoce / High
levels of cleanliness

3. Visoke razine turisticke us-
luge / High levels of
haspitality service

4. Visoke razine osobne sigur-
nosti / High levels of safety

ASOCIJACIJE / ASSOCIA-
TIONS

1. Puno toga za vidjeti i raditi /
Lots to see and do

2. Uzbudljiv / Exciting
3. Susretljivi ljudi / Friendly

people

4. Opustajuci / Relaxing
5. Dobra klima / Good climate

Chi-square = 5.2 Chi-square=11.2 Chi-square = 10.3
df=4 df =2 df=4
p=.265 p=.003 p=.036
RMR = .087 RMR = .052 RMR =.035
GFI = .994 GF1 =982 GFI = 987
CFI =.996 CFI= 972 CF1=.990
RMSEA = .031 RMSEA =.124 RSMEA = .070
5. ZAKLJUCAK 5. CONCLUSION

Recentni pomak od imidZa destinacije
do vrijednosti marke vazan je korak u turis-
titkom istrazivanju. Ono $to bi u buducnosti
moglo biti od pomoéi je razvoj ljestvice
koja bi primjereno izmjerila CBBE. U tom
smislu sugerira se da ovaj rad predstavlja

The recent shift from destination image
to brand equity has been an important step
forward in tourism research. What will be
helpful in future is the development of a
scale that adequately measures destination
CBBE. It is suggested this paper represents
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korisnu istraZivacku studiju. Cilj je bio is-
pitati CBBE hijerarhiju u kontekstu lokalne
zajednice koja je aktivni sudionik u lokal-
nom turizmu. U slu€aju Brisbanea pristup
testiranja s modelom strukturalne jednadZbe
koji je preporucio Joreskog (1993) pokazao
je podesnost izmedu podataka i CBBE hije-
rarhije. Sugerira se da ovaj model testiranja
rezultata ima teoretskog smisla i poboljsava
razumijevanje prikladnosti CBBE hijerar-
hije za destinacije, nakon recentnog dopri-
nosa Koneénik (2006) i Koneénik i Gartner
(2007).

Glavna praktiéna implikacija istraziva-
nja je prijedlog da jake razine CBBE medu
stanovnicima destinacije predstavljaju izvor
komparativne prednosti za DMO, jer se lo-
Jjalnost destinaciji manifestira u dva vazna
ponasanja. Kao prvo, stanovnici ¢e vjerojat-
nije proiriti usmenu predaju na prijatelje i
roditelje kao i ostale putnike koje susreéu
tijekom boravka u drugim mjestima. Kao
drugo, stanovnici ¢e se vjerojatnije ukljugiti
u atrakcije i sadrzaje destinacije i kao dobri
domadini prijateljima i rodbini i kao povre-
meni turisti. Ovakvo se ponasanje DMO
slu¢aju. Nakon Ritchie i Crouchevog (2000,
2000b) modela destinacijske konkuren-
tnosti, izazov za DMO je raspored resursa
kako bi se izvori komparativne prednosti ra-
zvili u konkurentsku prednost. Dascalu
(1997) je ponudio prakti¢an primjer koji na-
vodi na dva komentara bivieg rumunjskog
ministra turizma koji je bio zabrinut da nje-
gova zemlja ima vrijedne turisticke poten-
cijale, ali je neuspjeSna kao destinacija.
Stoga ovi potencijali predstavljaju izvore
komparativne prednosti, ali se ne koriste za
postizanje konkurentske prednosti.

Turistic¢ki potencijal se moZe promatrati
kao bilo §to $to ima bitnu ulogu u privlage-
nju posjetitelja u destinaciju (Spotts, 1997).
Ovaj rad upuéuje na zaklju¢ak da je lokalno
stanovniStvo moguce vrijedan potencijal.
Politi¢ki, medutim, bilo kakve marketingke
aktivnosti koje ciljaju na lokalno stanovni-

a useful exploratory study in this regard.
The aim was to trial the CBBE hierarchy in
the context of the host community as active
participants of local tourism.

In the case of Brisbane the structural
equation model testing approach, as rec-
ommended by Joreskog (1993), indicated a
fit between the data and the CBBE hierar-
chy. It is suggested this model testing output
makes theoretical sense, and enhances un-
derstanding of the suitability of the CBBE
hierarchy for destinations, following the re-
cent contribution of Konecnik (2006) and
Konecnik and Gartner (2007).

The main practical implication of the re-
search is the proposition that strong levels
of CBBE among the destination host com-
munity represents a source of comparative
advantage for the DMO, since loyalty to the
destination manifests in two important be-
haviours. Firstly, residents are more likely
to extend word of mouth referrals, which
could be to friends and relatives as well as
other travellers encountered during sojourns
in other places. Secondly, residents are
more likely to engage with the destination’s
attractions and facilities, both as good hosts
to the VFR segment and as occasional tour-
ists. Such behaviour can either be proac-
tively targeted by the DMO or left to
chance. Following Ritchie and Crouch’s
(2000a, 2000b), model of destination com-
petitiveness, the challenge for the DMO is
resource deployment to develop sources of
comparative advantage into a competitive
advantage. A practical example was offered
by Dascalu (1997), who cited comments
from a former Romanian Minister of Tour-
ism concerned that his country had valuable
tourism resources but that the country was
under-performing as a destination. Thus,
these resources represent sources of com-
parative advantage but were not being used
to achieve a competitive advantage.

A tourism resource may be viewed as
anything that plays a major role in attracting
visitors to a destination (Spotts, 1997), and it
is the position of this paper that the host
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§tvo mogu se shvatiti kao problematine i
kao metoda odvlaéenja sredstava za druga
domaca i/ili medunarodna trziita koja su od
interesa za lokalna turisticka poduzeca i
kljuéne posrednike. Prepoznaje se da se ra-
zina uklju¢ivanja u lokalnu zajednicu razli-
kuje od mjesta do mjesta. Na primjer, efika-
sno otvaranje mogu uinkovitije ostvariti
DMO-ovi u manjim zajednicama i destina-
cijama nego u ve¢im gradskim podru¢jima.

U sluéaju Brisbanea koristenje prevlada-
vajuéeg studentskog uzorka predstavlja og-
rani¢enje istraZivanja i uop¢avanja rezultata
za §iru lokalnu zajednicu. Ipak, rezultati po-
kazuju da je osjeaj za mjesto lokalne zaje-
dnice u Brisbaneu mozda druk¢iji od iden-
titeta marke koje je razvio Brisbane Marke-
ting. Ovo pojacava potrebu za ovakvom
vrstom istraZivanja koja ispituju efikasnost
strategije marke i taktiku marketinske ko-
munikacije. Prepoznaje se da je ova studija
napravljena u destinaciji koja ima visoku
razinu posjeta prijatelja i rodbine i visoku
razinu sudjelovanja lokalnog stanovnistva.
Stoga uopé¢avanja o primjenljivosti rezultata
na druge destinacije mora biti odmjereno.
Takve destinacije, na primjer, ukljuéuju tu-
ristitke enklave gdje je lokalna zajednica fi-
zitki i ekonomski izolirana od industrije.
Jos jedno od ogranienja studije upucuje na
potrebno dodatno istraZivanje da bi se bolje
razumjelo kako DMO moze ucinkovito is-
koristiti snazne razine vrijednosti marke kod
lokalnog stanovnistva.
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