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SAZETAK: Cilj ovog istraZivanja je utvrditi opseg potraznje za kulturnim atrakcijama i dogada-
njima regionalne populacije. Rezultati su potvrdili pretpostavku da se vecina sudjelovanja u kulturnim
aktivnostima odvija na lokalnoj razini. Suprotno ofekivanjima da se sudjelovanje u kulturnim aktiv-
nostima moze predvidjeti na temelju razine obrazovanja i osobnih primanja stanovnistva, rezultati
ovog istraZivanja to podrzavaju tek djelomi¢no. Kod prihoda utvrden je pozitivan odnos izmedu vi-
sine prihoda i sudjelovanja u kulturnim aktivnostima. Taj odnos nije toliko izrazen kada je rije¢ o at-
rakcijama visoke kulture (opera, klasi¢na glazba i sli¢no) gdje razina obrazovanja najviSe utjee na
ukljudenost. Moguée je da u suvremenim drustvima, u kojima razina prihoda nije nuZno proporcio-
nalna s razinom obrazovanja, razina obrazovanja postaje bolji pokazatelj kulturnog bogatstva i stoga
bolji pokazatelj strukture kulturne potro$nje.
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SUMMARY: The aim of this research is to ascertain the volume of regional demand for cultural
tourism attractions and events and, in particular, to investigate the role that the cultural capital plays
in the propensity to visit these attractions and events. As expected, the results showed that the partici-
pation in cultural activities most often takes place locally. The most popular types of cultural activi-
ties were visiting heritage sites and museums followed by the popular music concerts. However, the
expectations that cultural participation could be effectively predicted by the education and incomew-
ere only partly supported by the results. In terms of income, there is a positive relationship between
level of income and participation in cultural activities. This relationship is not so pronounced when it
comes to the activities belonging to high-brow culture where it is the level of education that might be
a strong predictor of participation. It might be that in the modern societies, where the income is not
necessarily proportional to the level of education, the education is a better reflection of cultural con-
sumption.

KEYWORDS: cultural tourism, domestic demand, cultural capital

" Dr. sc. Renata Tomljenovi¢, corresponding author, Institute for Tourism,Vrhovec 5, Zagreb, Hrvatska, E-mail: re-
nata.tomljenovic@iztzg hr

" Dr. sc. Zvjezdana Hendija , Faculty of Economics&Business, Department of Tourism, Kennedy Square 6, Zagreb, Hr-
vatska, E-mail: zhendija@efzg.hr

*** Dr. sc. Mili Razovié, Tourism Board of the County of Split-Dalmatia, Braée Kaliterna 10/1, Split, Hrvatska, E-mail:
milirazovic@dalmatia.hr



Acta turistica, Vol 23 (2011), No 1, pp 1-104

1. UVOD

Otkad je prepoznata veli¢ina i vaznost
kulturne turisticke potraznje u ranim osam-
desetim godinama 20. stoljeca (Kelly and
Dixon 1991), kulturni turizam je postao upo-
ri§te razvojne turisti¢ke politike mnogih turi-
stickih destinacija u urbanima i u ruralnim
podruéjima, podjednako u onima koje su us-
pjele ucvrstiti svoje pozicije na turistickom
trzistu te onima koje se tek probijaju na trzi-
§te. To je neizbjezno potaknulo takav rast
konkurencije da su neki autori poceli isticati
kako je trziste ve¢ dosegnulo tocku zasice-
nosti (McKercher 2002). Uz to, zbog sve ve-
¢eg porasta ponude kulturnih destinacija i at-
rakcija postojeCa potraznja raspriila se na
velik broj atrakcija (Berry and Shepard 2001;
Richards 2001). U takvom, konkurentnom
okruzenju medunarodnog kulturnog turizma
brojne se atrakcije trude privuéi vedi broj po-
sjetitelja (McKercher and du Cros 2002).
Stoga, usprkos globalnom rastu potraznje,
mnoge nedovoljno posjecene kulturne atrak-
cije ovise, te ¢e ovisiti 1 u buducnosti, o lo-
kalnoj i regionalnoj potraznji.

Istovremeno je domaca turisticka potra-
znja, naroCito regionalna, ostala opdenito
najslabije istrazeno trzi§te (Hudson and
Ritchie 2002), posebno ona u kulturnom
turizmu. Kada je rije¢ o kulturnoj turisti¢koj
potraznji, moZe se govoriti o tri razli¢ita pri-
stupa u istraZivanjima. NajCe$ca su istrazi-
vanja pojedinaénih kulturnih atrakcija, kao
§to su istraZivanja posjetitelja festivala i
kulturnih dogadanja (npr. Mayfield i Crom-
pton 1995; McHone i Rungeling 1999; For-
mica i Uysal 1998, Faulkner, Fredline, Lar-
son 1 Tomljenovi¢ 1999; Lee, Lee i Wicks
2004) ili kulturno-povijesnih lokaliteta (npr.
Dickinson, Calver, Watters, Wilkes 2004;
Prentice, Guerin, McGugan 1998). Takva
istrazivanja izrazito su vezana uz atrakciju
pa se njihova svrha i sadrZaji previse razli-
kuju. Drugi vaZan izvor informacija o kul-
turnim turistima je istraZivanje ATLAS,

1. INTRODUCTION

Since the recognition of the size and im-
portance of cultural tourism demand in early
1980s (Kelly and Dixon 1991), cultural
tourism has now become a cornerstone of
many tourism development policies in urban
and rural areas as well as .in already estab-
lished and emerging tourism destinations.
This has, inevitably, created increased com-
petition, to the point that some commenta-
tors argue that the market has reached a
saturation point (McKercher 2002). Further-
more, increasing number of new cultural
tourism destinations and attractions contrib-
ute to the existing demand being spread out
too thinly (Berry and Shepard 2001; Rich-
ards 2001). In such competitive interna-
tional cultural tourism environment there
are many attractions struggling to attract a
sizeable number of visitors (McKercher and
du Cros 2002). Notwithstanding the global
increase in demand, the myriad of underuti-
lized cultural attractions is depending, and
will continue to do so in the future, on the
local and regional demand.

Yet, domestic tourism demand, and in
particularly regional, has remained the most
under-researched market in general (Hudson
and Ritchie 2002), and in cultural tourism in
particular. When it comes to the cultural
tourism demand three approaches could be
detected. The most common are site specific
studies, such as those of visitors to festivals
and cultural events (i.e. Mayfield and
Crompton 1995; McHone and Rungeling
1999; Formica and Uysal 1998, Faulkner,
Fredline, Larson and Tomljenovi¢ 1999;
Lee, Lee and Wicks 2004) or heritage sites
(i.e. Dickinson, Calver, Watters, Wilkes
2004; Prentice, Guerin, McGugan 1998).
These are, however, too site specific and
their purpose and content varies greatly. The
second important source of information is a
survey of cultural tourists known as the
ATLAS survey, based on the sample of
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koje se provodi medu posjetiteljima kultur-
nih atrakcija europskih gradova. ATLAS
istrazivanjem prikupljaju se informacije o
trzisnom profilu kulturnih turista, no njegov
je nedostatak to §to ne omoguc¢ava procjenu
veli¢ine tog trziSta. TreCu vrstu predstav-
ljaju istrazivanja o kulturnim sklonostima
stanovni§tva, koja pak istrazuju ukljucenost
lokalnog stanovni§tva u razli¢ite kulturne
aktivnosti. Premda takva istrazivanja pru-
Zaju brojne informacije vazne za kreiranje
kulturne politike, ona ne zadovoljavaju pot-
rebe turizma jer ne istrazuju geografsku i
vremensku strukturu te potro$nje.

U tom kontekstu, cilj je ovog rada popu-
niti prazninu u spoznajama o domacoj pot-
raznji kulturnog turizma, posebno o regio-
nalnoj kulturnoj turisti¢koj potraznji na te-
melju rezultata istraZivanja provedenog u
Splitsko-dalmatinskoj Zupaniji, uz razmat-
ranje politi¢kih implikacija i za kulturni i za
turisticki sektor. Rezultati ovog istraZivanja
daju sveobuhvatan pregled strukture posje-
¢ivanja razli¢itth vrsta kulturnih atrak-
cija/aktivnosti lokalnog stanovniStva te
sklonosti stanovnika da sudjeluju u raznim
kulturnim aktivnostima dok su na turistic-
kom putovanju. Zahvaljujuci regionalnom
pristupu ovo istrazivanje nadilazi brojna og-
rani¢enja koja prate sli¢na istrazivanja koja
se vezu uz pojedina¢ne znamenitosti i koja
su usmjerena na odredeni trzi$ni segment
kulturne turisticke potraznje, jer je ukljuci-
vanje geografskog pristupa osiguralo Sire
podru¢je od uobicajenog za klasi¢na anke-
_ tna istraZivanja kulturne potro$nje. Na taj
nacin istrazivanje pomaze boljem razumije-
vanju ponasanja turista na regionalnim turi-
stickim putovanjima kojima je cilj posjeci-
vanje razli¢itih kulturnih atrakcija.

2. PREGLED POTRAZNJE
KULTURNOG TURIZMA

Osamdesetih godina 20. stoljeca sluzbeno
prepoznat kao poseban, brzo rastuci i vrlo
unosan trzi§ni segment, kulturni turizam da-
nas se moze smatrati jednim od najpopular-

visitors to the cultural attractions of Euro-
pean cities. The ATLAS survey provides a
profile of the cultural tourists but does not
allow for the estimation of the market size.
The third type is population cultural con-
sumption surveys that investigate the par-
ticipation in various forms of cultural activ-
ity by the resident population. While they
provide important inputs into the cultural
policy formulation, for the tourism purpose
they are insufficient as they do not investi-
gate the geographical and temporal con-
sumption patterns.

In this context, the aim of this paper is to
fill the gap in knowledge relating to the do-
mestic, especially regional cultural tourism
demand by reporting on the results of the
survey conducted in the County of Split-
Dalmatia and discussing the policy implica-
tion for both cultural and tourism sector. In
particular, these results give the comprehen-
sive overview of the visitation patterns of
residents to a wide variety of different types
of cultural attractions/activities and the pro-
pensity of residents to participate in cultural
activities while traveling. With the regional
reach it overcomes much of the limitations
of the site-based studies that focus only on
the specific segment of the cultural tourism
market, while the inclusion of the geo-
graphic point of participation ensure its
wider scope than the classical cultural con-
sumption survey. In this way, the study
helps to obtain a more general understand-
ing of regional tourists travel behavior to
diverse cultural attractions.

2. AN OVERVIEW OF THE
CULTURAL TOURISM
DEMAND

Since it was officially recognized as a
separate, fast-growing and lucrative market
segment in early 1980s, cultural tourism can
now be considered as one of the most
popular tourism product. The UN-WTO es-
timated more than two decade ago that 37
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nijih  turistickih ~ proizvoda. tru¢njaci
Svjetske turisticke organizacije jo§ su prije
dva desetlje¢a procjenjivali da vise od 37
posto medunarodnih turistickih putovanja u
svijetu ukljucuje bar neku kulturnu aktivnost
(World Tourism Organisation, 1985), a danas
neki autori procjenjuju da se taj udio popeo
na visokih 70 posto (Antolovi¢ u McKer-
chner and du Cros 2002). Poseban interes za
kulturu potaknut je sve visom razinom kul-
turnog kapitala Sto ga posjeduje sve veci se-
gment obrazovanog i ekonomski situiranog
stanovnistva (Munt, 1994). Zahvaljujuéi sve
vefem kulturnom kapitalu ljudi postaju i sve
veli potrosa¢i kulture u svakodnevnom zi-
votu i na turistiCkim putovanjima (Richards
and Bonink 1994). Potraznja za kulturom
prepoznata je podjednako u turizmu kao i u
kulturnom sektoru. Za turistiCke destinacije
trzi$ni segment kulturnih turista je idealan i

izuzetno atraktivan jer su ti turisti bolje obra-

zovani, dulje borave i viSe troSe od ostalih
gostiju (Silberberg 1995; Zeppel and Hall
1991; Richards and Bonink 1994). Osim
toga, zahvaljujuci kulturi destinacije unapre-
duju imidz te diverzificiraju svoj turisticki
proizvod (Law 2002; Cameron 1991). Za
destinacijske menadzere privlacenje kultur-
nih turista tako postaje ne samo pitanje po-
nosa nego 1 mogucnost nove, dodatne zarade
za mnoge poduzetnike u turizmu. Mogucnost
priviacenja veceg broja posjetitelja s turistic-
kog trzista takoder je zanimljiva i za kulturne
atrakcije i ustanove (Garrod and Fyall 2000).

Iako se veli¢ina kulturnog turistickog tr-
zita rijetko dovodi u pitanje, javlja se upo-
zorenje da ono moze dosegnuti toCku zasi-
¢enja. Prvi razlog za to je §to mnoge nove
destinacije i atrakcije stalno ulaze na kul-
turno turisticko trziste (Richards, 2001;
Berry i Shepard, 2001). Drugi razlog, prema
nekim autorima, jest taj $to rast potraznje ne
proizlazi toliko iz povecanja trZista koliko iz
stalnog prosirenja 1 nadopunjavanja defini-
cija kulturnog turizma (McKercher, 2002).
Prema motivacijskoj definiciji, kulturni tu-
risti su oni koji putuju radi prikupljanja no-
vih informacija i iskustava kako bi zadovo-

per cent of all international travel includes
some form of cultural activity (World
Tourism Organisation, 1985), while some
argue that this proportion might be nowa-
days as high as 70 per cent (Antolovi¢ in
McKercher and du Cros 2002).The particu-
lar interest for culture is fueled by the
higher cultural capital that growing popula-
tion of well educated and financially well
off are possessing (Munt, 1994). With the
increased cultural capital population mem-
bers are becoming more active culture con-
sumer in their daily life as well as while
traveling (Richards and Bonink 1994). This
demand is recognized by, both, tourism and
cultural sectors. For tourism destinations
this market segment is attractive as cultural
tourists are ideal kind of tourists — educated,
longer staying and higher spending (Silber-
berg 1995; Zeppel and Hall 1991; Richards
and Bonink 1994). In addition, culture has
endowed destinations with improved image
and offered an opportunity for product di-
versification (Law 2002; Cameron 1991).
Thus, attracting cultural tourists is the mat-
ter of pride for destinations managers as
much as it presents new economic opportu-
nities for many tourism businesses. For
cultural attractions and institutions, the idea
of attracting additional visitor numbers from
the tourist market is also appealing (Garrod
and Fyall 2000).

Although the size of the cultural tourism
market is rarely put under question, there is
also a warning that it might be reaching a
saturation point. First reason is that many
new destinations and attraction are entering
the cultural tourism market (Richards, 2001;
Berry and Shepard, 2001). Secondly, some
have suggested the growth is generated not
so much by the increase in the actual size of
the market, but due to the ever widening and
all encompassing definition of cultural
tourism (McKercher, 2002). From the moti-
vational perspective, cultural tourists as
those who travel with intention to gather
new information and experience to satisfy
their cultural needs (WTO, 1985; Silber-
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ljili svoje kulturne potrebe (WTO, 1985;
Silberberg, 1995). Funkcionalne definicije,
koje se koriste u svrhu prikupljanja poda-
taka za marketing, ukljucuju Sirok raspon
atrakcija i dogadanja, od klasi¢nih tradicio-
nalnih kulturnih ustanova (muzeji, galerije,
opera, balet) do onih nesto popularnijih, kao
$to su koncerti popularne glazbe, zabavni
parkovi, pa ¢ak i botani¢ki vrtovi. Vremen-
ski i geografski aspekti funkcionalnih defi-
nicija kulturnih turista ukljucuju na kraju i
sve one turiste koji, kada napuste mjesto
svog stalnog boravka zbog nekog razloga,
na turistickom putovanju posjete neku kul-
turnu atrakciju ili neko kulturno dogadanje.
Velika raznolikost kulturnih atrakcija, zaje-
dno sa Sirokom definicijom kulturnih tu-
rista, najbolje pokazuje da kulturno turis-
ticko trziSte nije homogeno i da ta dva sek-
tora moraju obratiti ve¢u pozornost na trzi-
§nu segmentaciju.

Nasuprot takvom konkurentskom raz-
vojnom okruZenju, opravdano je tvrditi da
vedina kulturnih turisti¢kih atrakcija, pose-
bno onih sekundarnog i tercijarnog karak-
tera, najveci izvor potraznje generira iz do-
maceg, posebno regionalnog trziSta. Upravo
taj trziSni segment opcenito je slabo istra-
Zen, posebno u kulturnom turizmu, usprkos
tome §to su upravo zahvaljuju¢i regional-
nom turistiCkom trzi$tu mnoge dodatne turi-
stitke usluge ekonomski odrzive cijele go-
dine (Carmichael and Smith, 2004).

Promatrano s lokalne i regionalne per-
spektive razvoja turizma, domaca turisticka
potraznja je izuzetno vazna, a moZze se defi-
nirati kao broj posjetitelja (n) koji potjece iz-
van granica destinacije. Rije¢ je o stalnoj pot-
raznji tijekom godine koja u odredenoj mjeri
ublazava posljedice izrazite sezonalnosti.
Osim toga, domaca turisti¢ka potraznja osi-
gurava ekonomiju razmjera za mnoge turis-
ticke proizvode 1 usluge, $to ukljucuje turis-
ticke atrakcije, restorane i trgovine na malo
kao i javne usluge, koji inace ne bi bili eko-
nomski odrzivi (Carmichael and Smith,
2004). To posebno vrijedi za regionalna i
udaljenija podruéja koja nisu u moguénosti

berg, 1995). Functional definitions, used for
the purpose of collecting marketing data, in-
clude a wide array of attractions and events,
from the well established cultural institu-
tions (ie. museums, galleries, operas, ballet)
to the more popular ones, such as pop con-
certs, amusement parks, even botanical gar-
dens. Finally, temporal and geographical
aspect of the functional definition of cul-
tural tourists includes all those leaving their
usual place of residence for a variety of rea-
sons if, on that trip, they are visiting cultural
attractions or attending a cultural event.
Greater diversity of cultural attractions to-
gether with a broad definition of cultural
tourists means that the cultural tourism
market is not homogeneous and that the two
sectors have to pay greater attention to mar-
ket segmentation.

Against such competitive development
context, it is reasonably to argue that most
of the cultural tourism attractions, especially
those of the secondary and tertiary nature,
have to source a bulk of its visitors from
domestic, mostly regional, market. It is
precisely this market segment that is poorly
understood in general, and in -cultural
tourism in particular. This is so in spite of
the fact that the regional tourism market
makes many auxiliary tourism services
economically viable thought out the year
(Carmichael and Smith, 2004).

From the regional and local tourism de-
velopment perspective, domestic demand —
defined as proportion n of visitors originat-
ing from outside the destination boundaries
— is extremely important. It provides stable
demand throughout most of the year and,
therefore, counteracts to some degree the
consequences of high seasonality. Secondly,
it provides economy of scale for many
tourism amenities, including tourism attrac-
tions, restaurants and retail firms as well as
public service provision that, otherwise,
would not be financially viable (Carmichael
and Smith, 2004). This is especially so in
regional or remote areas unlikely to gener-
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privu¢i medunarodne turisticke posjetitelje
(Athanasopoulos and Hyndman, 2008). Ipak,
varnost domace turisticke potraznje vilo se
desto podcjenjuje jer se velik dio te potraznje
kreira iz onog segmenta za koji se smatra da
ostvaruje nisku potro$nju, kao $to su vlasnici
stanova i kuca za odmor, posjetitelji rodbine i
prijatelja ili izletnici (Carmichael and Smith,
2004; Seaton and Palmer, 1997).

Potpuno je opravdano tvrditi da usmje-
renost na domadu potraznju, s lokalnih i re-
gionalnih trZi$ta, zasigurno donosi niz po-
godnosti, najprije za pojedine kulturne at-
rakcije, a postupno i za cijelu turisticku de-
stinaciju. Prvo, bogat i raznolik kulturni Zi-
vot i dobro ofuvana kulturna bagtina prido-
nose osjecaju ponosa lokalnog stanovnistva
(Tomljenovi¢, 2002). Drugo, pojacanom
konkurencijom na lokalnom i regionalnom
trzi$tu postupno se unapreduju standard i
kvaliteta popratnih usluga te kulturne atrak-
cije postaju privladnije za Sire trZiSne seg-
mente. Treée, aktiviranjem lokalne i regio-
nalne potraznje pomocu pazljivo razvijenih
proizvoda i ciljanih promotivnih kampanja
osigurava se sektoru kulturnih atrakcija
marketinsko iskustvo nuzno za privlacenje
Sireg geografskog podrugja te ih poti¢e na
uspostavljanje bolje suradnje s turistickim
sektorom (Tomljenovi¢ 2006).

Poznavanje regionalnog trzista kulturnog
turizma vazno je i za kulturne atrakcije. Zbog
velikog broja kulturnih atrakcija, koje se ma-
hom financiraju iz skromnog proracuna lo-
kalne zajednice, stalno postoji pritisak da se
pronadu drugi izvori sredstava kako bi se po-
punile praznine zbog smanjivanja javnih iz-
vora financiranja. Dok je u nekim zemljama,
posebno onima u zapadnoj Europi, kulturni
sektor veé neko vrijeme trziSno orijentiran, u
drugima, u koje se ubraja i Hrvatska, tek se
potinje razvijati svijest o potencijalnim pred-
nostima trZisne orijentacije kulturnog sek-
tora. Suoden sa stalnim smanjenjem javnih
sredstava i poveéanjem izdataka za obnovu i
odrzavanje kulturne bastine, kulturni sektor
ipak ¢e postupno biti prisiljen okrenuti se
stvaranju dodatnih izvora prihoda, pri ¢emu

ate much of the international tourist visita-
tions (Athanasopoulos and Hyndman,
2008). Yet, it is often underestimated, as .
much of this demand is created by what is
customarily considered to be low-yield
segments such as second home owners,
visitors to friends and relatives or excur-
sionists (Carmichael and Smith, 2004; Sea-
ton and Palmer, 1997).

It is reasonably to argue that focusing on
domestic, mostly local and regional mar-
kets, will bring a number of benefits to the
individual cultural attractions initially and,
gradually, to the destination overall. Firstly,
rich and vibrant cultural life and well pre-
served cultural heritage are the source of
pride for the local residents (Tomljenovic,
2002). Secondly, the competition for the lo-
cal and regional market will gradually im-
prove the standard of services and products
at cultural attractions making them more
appealing to the wider range of market seg-
ments. Thirdly, reaching local and regional
markets with well developed products and
targeted promotional strategies will give
cultural attraction sectors marketing experi-
ence necessary to reach the wider geo-
graphical markets and predispose them to
fostering better working partnerships with
the tourism sector (Tomljenovi¢ 2006).

The knowledge of the regional cultural
tourism market is also crucial for the cul-
tural attractions. With many cultural attrac-
tions being financed from the humble
budget of the local municipalities, there is a
pressure to find alternative sources of reve-
nue to fill the void caused by dwindling
public funding. While in come countries,
especially those of Western Europe, cultural
sector was pushed towards market orienta-
tion some time ago, in others such as Croa-
tia, the awareness of potential benefits of
market orientation is only emerging slowly.
Nevertheless, faced with the steadily reduc-
tion of public funding, and increased cost of
restoration and maintenance of cultural
heritage, the cultural sector will gradually
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se regionalno turisticko trziste javlja kao ono
koje se moze najudinkovitije dosegnuti. U
tom slucaju, osim veli¢ine i opsega tog trZi-
$ta, vazno je utvrditi i stupanj ukljuCenosti
regionalnog trzista u kulturne aktivnosti koji
varira ovisno o njegovim socio-demografs-
kim karakteristikama. To je posebice od ve-
like koristi prilikom segmentacije trZita 1 od-
redivanja ciljnih skupina potrosaca. Istraziva-
nja kulturne potro$nje utvrdila su postojanje
veze izmedu kulturne potro$nje i socioeko-
nomskog statusa osobe, pa tako socio-eko-
nomski status predstavlja mjeru osobnog
kulturnog kapitala. Bourdeau (1984) definira
kulturni kapital kao moguénost pojedinca da
zahvaljujué¢i posjedovanju osobnog znanja i
sofisticiranih spoznaja uziva u kulturnom
proizvodu; visa razina kulturnog kapitala
znaéi da osobu vise privlace slozeniji kulturni
proizvodi kao $to su umjetnost, klasi¢na gla-
zba, kazaliste ili knjizevnost. NajCeSCe se
mjeri dostignutom razinom obrazovanja (van
Eijck, 1997) premda postoje naznake da se to
mijenja (van Eijck, 2000). Prvo, postoji zna-
tan broj kulturnih proizvoda za koje je tesko
re¢i pripadaju i visokoj ili niskoj kulturi.
Drugo, velik broj istrazivanja koja ukazuju
na povezanost izmedu kulturnog kapitala i
kulturne potrognje temelji se na strukturi pot-
ronje u podrudju visoke kulture. Trece,
mladi ljudi, koji su obi¢no i dobro obrazo-
vani, pokazuju interes za $irok raspon kultur-
nog stvaralastva - od alternativne do klasi¢ne
profinjene kulture istovremeno (Pettterson in
van Eijck, 2000). Te promjene takoder utjeu
na kulturno turisticko trZiste. Devedesetih
godina 20. stolje¢a vjerovalo se da su kul-
turni turisti stariji, bolje obrazovani, imuéniji
i u veéoj mjeri zene (Urry, 1990; Richards
and Bonink, 1994; Craik 1995), ali upravo
zbog brzog tempa sociokulturnih promjena u
drudtvu to se vjerojatno izmijenilo.

Medutim, nema dostupnih informacija
koje bi istovremeno omogudile uvid u veli-
ginu 1 opseg domace kulturne turisti¢ke pot-
raznje i profil tih gostiju u smislu njihovih
socio-demografskih karakteristika. Radi pri-
kupljanja tih informacija provedeno je istra-

turn towards generation of additional source
of revenue, and the regional tourism market
is the one which they can reach most effec-
tively. In that, apart from the size and scope
of the market, it is important to ascertain a
degree to which participation in cultural ac-
tivities of the regional market varies in
terms of socio-demographic characteristics.
This, in particular, would greatly benefit
market segmentation and target marketing.
Cultural consumption surveys have found
relationship between cultural consumption
and socio-economic status where socio-eco-
nomic status is considered to be a measure
of cultural capital. Bourdeau (1984) defined
cultural capital as a possession of cognitive
sophistication and knowledge that enables
an individual to enjoy cultural products; the
more cultural capital one poses the more
he/she is receptive to more complex cultural
products such as art, classical music, theater
or literature. It is most commonly measured
by education attainment (van Eijck, 1997)
although there is some indication that this is
changing (van Eijck, 2000). Firstly, there is
a high degree of cultural cross-products that
defy an easy differentiation on high or low
brow culture. Secondly, most of the studies
indicated connection between cultural capi-
tal and culture consumption has focused on
patterns of highbrow cultural consumption.
Thirdly, the young and generally well edu-
cated population is more receptive to a
range of alternatives to the classical
highbrow culture currently (Pettterson in
van Eijck, 2000). These changes are also af-
fecting cultural tourism market. In 1990s it
was commonly believed that cultural tour-
ists are older, better educated, wealthier and
female (Urry, 1990; Richards and Bonink,
1994; Craik 1995), but due to the fast pace
of socio-cultural changes this has likely also
changed.

However, there is no information avail-
able that will, at the same time, give an in-
sight into the size and scope of the domestic
cultural tourism market and profile it in
terms of socio-demographic characteristics.
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zivanje kulturnih aktivnosti regionalne po-
pulacije te geografske i vremenske disperzije
njezinih kulturnih aktivnosti. Stoga je cilj
ovog rada prikazati odabrane rezultate pro-
vedenog trzi$nog istrazivanja. U prvom di-
jelu ukratko se interpretira metodologija is-
trazivanja, nakon Cega slijede rezultati is-
trazivanja kojim su se pokusali dobiti odgo-
vori na sljedec¢a pitanja: a) u kojim kulturnim
aktivnostima najvise sudjeluje lokalno sta-
novnitvo, odnosno koje su najpopularnije, b)
koliko domaceg stanovnistva posjecuje kul-
turne atrakcije, ¢) kakve su socio-demog-
rafske karakteristike lokalnog stanovnistva
koje posjeéuje kulturne atrakcije, d) gdje se
kulturne aktivnosti najviSe odrzavaju, u
mjestu stanovanja stanovnistva odnosno lo-
kalno ili izvan te regije i, napokon, €) koji su
glavni razlozi zbog kojih stanovnici nisu su-
djelovali u kulturnim aktivnostima.

3. PODRUCJE ISTRAZIVANJA

Istrazivanje je provedeno u Splitsko-dal-
matinskoj Zupaniji, koja je dobro razvijena
turisticka destinacija. U toj Zupaniji ostva-
reno je 15 posto turisti¢kih dolazaka i 16
posto ukupnih nocenja u Hrvatskoj 2009. go-
dine (Drzavni zavod za statistiku, 2010).
Veéina potraZnje je izrazito sezonskog ka-
raktera. Visoka sezonalnost turistickih kre-
tanja karakteristi¢na za ovu Zupaniju, kao iza
sva druga hrvatska primorska podrucja, pos-
ljedica je vrste turistickog proizvoda koji se
nudi na trzistu, a temelji se na suncu i moru.
Radi ublazavanja sezonalnosti i nuznog Sire-
nja potraznje, ne samo vremenski nego ige-
ografski, nametnula se potreba obogacivanja
osnovnog turistitkog proizvoda. Strateski
plan razvoja turizma Splitsko-dalmatinske
zupanije izdvojio je kulturnu bastinu kao je-
dan od najlukrativnijih dodatnih turistickih
proizvoda. Zahvaljuju¢i tome, bogata i me-
dunarodno priznata kulturna bastina Splitsko-
dalmatinske Zupanije postala je drugo mo-
guée uporiste njezina razvoja.

Zbog sve veceg interesa posjetitelja za
kulturnim sadrzajima i vrlo velike koncen-

To fill this information gap a survey was
conducted to obtain information about cul-
tural activities of the regional population
and of the geographical and temporary
spread of these activities. Therefore, the aim
of this paper is to present selected results of
this survey. The first part of this paper out-
lines briefly survey method, followed by re-
sults section that gives answers to the fol-
lowing questions: a) what are the most
popular cultural activities that residents par-
ticipate in, b) how many residents visit cul-
tural attractions, ¢) who they are in terms of
socio-demographic characteristics, d) where
these activities are taking place — within or
outside the permanent place of residence
and e) what are the reasons for not partici-
pating in cultural activities.

3. STUDY AREA

This study was conduced in the County
of Split-Dalmatia. The county is well devel-
oped tourism destination. In 2009, it ac-
counted for 15 per cent of the total arrivals
and 16 percent of the overnights in Croatia
(Croatian Bureau of Statistics, 2010). Most
of this demand is highly seasonal. High
seasonality is, as elsewhere in Croatian
coastal areas, driven by the type of the
tourism product offered — mostly that
focused on the sun and sea. To alleviate the
seasonality and spread demand not only
temporary but also geographically, there is
clearly a need to widen the tourism product
base. The county’s tourism master plan has
singled out cultural heritage as one of the
most lucrative supporting tourism products.
Thus, the rich and internationally acclaimed
cultural heritage has become the second
likely cornerstone of the tourism product of
the County of Split-Dalmatia.

With the increased interest for the cul-
ture on the demand side, and the extremely
dense concentration of the cultural heritage
on the supply side, with the four sites listed
on the UNESCO World Heritage List, and
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tracije kulturne baStine u ponudi, pri ¢emu
su ¢ak éetiri znamenitosti na UNESCO-ovoj
Listi kulturne bastine, uz dvije koje su pri-
javljene te ocekuju nominaciju, postignut je
konsenzus na regionalnoj razini o potrebi
unapredenja kulturnog proizvoda destina-
cije. Usprkos znamenitostima koje vel
imaju status kulturnih ikona, vecina kultur-
nih atrakcija Zupanije nije poznata na trzi-
stu, a nije ni spremna za trziSni nastup. Is-
tovremeno, mnoge kulturne ustanove — mu-
zeji, galerije, umjetnicke zbirke i kazaliSne
dvorane iskazuju snaznu potrebu za dodat-
nim izvorima financiranja kako bi unaprije-
dile infrastrukturu, $to pak zahtijeva znatno
sofisticiraniji pristup u promotivnim aktiv-
nostima u cilju privlacenja veceg broja po-
sjetitelja. Za ostvarenje tog cilja regionalno
trzite je prepoznato kao ono do kojeg se
moze najucinkovitije doprijeti individualno
ili medukulturnom suradnjom. Splitsko-
dalmatinska Zupanija ima oko 460 tisuca
stanovnika, od kojih veéina Zivi u uZoj
gradskoj jezgri Splita (oko 45 posto) i duz
obale (oko 23 posto). U zaledu, dublje u
unutrasnjosti, zivi oko 25 posto stanovnika,
dok su ostali stalni stanovnici otoka. Izuzmu
li se otoci, cijela Zupanija ima dobro razvi-
jenu cestovnu mreZu $to omogucava lagan
dolazak do vecine krajeva u Zupaniji.

4. METODA ISTRAZIVANJA

Kako bi se dobio uvid u veli¢inu i ka-
rakteristike regionalne potraznje za kultur-
nim turistickim proizvodom, koriSteno je
presjecno (eng. cross-sectional) istraZivanje.
Njime je obuhvaceno stanovni§tvo Splitsko-
dalmatinske Zupanije izmedu 18 i 75 godina
Zivota. Istrazivanje je provedeno tijekom
prva dva tjedna mjeseca lipnja 2008. go-
dine. Telefonsku anketu, koristeéi CATI
(Computer Assisted Telephone Intervie-
wing), provela je agencija specijalizirana za
istrazivanje trzi§ta, pri ¢emu su ispitanici
odabrani metodom slucajnog uzorka. Ukup-
no je anketirano 668 domacinstava.

two more awaiting nomination, there is a
consensus at the regional level that the cul-
tural tourism product should be developed.
However, apart from the county’s iconic
heritage sites — most are currently lacking
market appeal and are far from the market
readiness. At the same time, the many cul-
tural institutions — museums, galleries, col-
lections and performing art venues — are in a
dare need of additional funding to improve
their infrastructure and more sophisticated
promotional strategies to attract visitors. In
that, the regional market is that they can
reach most effectively individually and
through cross-cultural partnership. The
county has about 460 thousand residents, of
which a vast majority live in the urban area
of Split (about 45 per cent) or along the
coast (23 per cent). In the county’s hinter-
land there are about 25% of the population,
while the remaining live permanently on the
islands. Apart from the islands, the county
has good network of roads, making most of
the county easily accessible.

4. STUDY METHOD

To gain an insight into the size and char-
acteristics of the regional demand for cul-
tural tourism product cross sectional survey
design was used. Population of the study
was defined as all residents of the County of
Split-Dalmatia, between 18 and 75 years of
age. The study was conducted in the first
two weeks of July 2008. Data was collected
via a telephone survey (using Computer As-
sisted Telephone Interviewing) conducted
by the experienced market research agency,
via the random sampling method. In total,
688 respondents participated in the survey.

For the purpose of this study, a motiva-
tional and functional definition used for the
national cultural tourism strategy (Tomlje-
novi¢, Marugi¢, Hendija, Borani¢-Zivoder,
2003) was adopted. Following Silberberg’s
(1995) proposal, the Strategy defines
cultural tourists as persons who are
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Za ostvarivanje cilja istrazivanja koris-
tena je definicija primijenjena u Strategiji
razvoja kulturnog turizma u Hrvatskoj
(Tomljenovi¢, Marusi¢, Hendija, Borani¢-
Zivoder, 2003), a temeljena na Silberber-
govu prijedlogu motivacijske i funkcionalne
definicije kulturnih turista (1995). Strategija
definira kulturne turiste kao osobe koje pu-
tuju izvan mjesta svog stalnog boravka, a za
putovanje su motivirane, djelomi¢no ili pot-
puno, zanimanjem za povijest, umjetnost,
bastinu ili nadin Zivota lokalnog stanovnis-
tva §to se nudi u lokalnoj zajednici, regiji,
skupini ili ustanovi. Funkcionalna definicija
ukljuéuje posjete spomenicima, muzejima,
galerijama, umjetni¢kim zbirkama, posjet
operama, koncertima klasi¢ne glazbe, mju-
ziklima, baletu 1 kazali$nim predstavama,
posjet lokalnim zabavama, koncertima po-
pularne glazbe i filmskim festivalima, eno-
gastronomskim  festivalima, posje¢ivanje
vinarija i proizvoda¢a maslina. Ovo poslje-
dnje dodano je zato $to predstavlja vaZan
aspekt tradicionalne kulture Zivota regije.

U cilju utvrdivanja veliCine regionalnog
turistitkog trzista ispitanike se pitalo koje su
regionalne kulturne atrakcije posjetili tijekom
godine dana i koliko su puta to ucinili od lip-
nja 2007. do lipnja 2008. godine. Geografski
i vremenski aspekti uklju¢enosti stanovniStva
u kulturne aktivnosti utvrdeni su tako da se
ispitanike pitalo za broj posjeta ostvarenih
unutar destinacije odnosno lokalno u mjestu
stalnog boravka, u regiji i izvan regije u tom
istom razdoblju. Kulturno bogatstvo mjereno
je razinom obrazovanja povezanom s ostva-
renim osobnim primanjima.

5.REZULTATI I RASPRAVA

5.1. Veli¢ina regionalne turisticke
potraZnje

Ukljucenost regionalnog stanovnistva u
kulturne aktivnosti je priliéno velika. Od li-
pnja 2007. do lipnja 2008. oni su ostvarili
oko 6,9 milijuna posjeta kulturnim atrakci-

traveling away from their usual place of
residence and whose travel is motivated
wholly on in part by interest in the history,
art, heritage or lifestyle offerings of the
community, region, group or an institution.
The functional definition includes visits to
heritage sites, museums, galleries, art exhi-
bitions, attending opera, classical music
concerts, musicals, ballet and theatre per-
formance, attending community festival and
events, concerts of popular music, music
and film festival, food festivals and visits to
the wineries/olive oil production sites. The
latter was added for the purpose of this
study, as it is an important aspect of the tra-
ditional and living culture of the region.

To measure the size of the regional cul-
tural tourism demand, respondents were
asked to indicate what they have visited and
how many times in the twelve month period
(from June 2007 to June 2008). The geo-
graphical and temporal aspects of participa-
tion in cultural activities were measured by
asking respondents to indicate the number
of visits made locally (within their place of
residence), regionally and outside the region
in the same period A cultural capital was
measured by the educational attainment,
supplemented by income.

5. RESULTS AND DISCUSSION

5.1. Size of the regional cultural
tourism demand

The regional resident population’s par-
ticipation in cultural activities is rather
large. In the period from June 2007 to June
2008 they have made about 6.9 million vis-
its to cultural attractions and events or, on
average, 1.6 visits per residents. Among
those, the most visited were heritage sites,
museums/galleries and popular music con-
certs. The visits progressively declined the
more the cultural activity leans towards the
high-brow culture (Table 1.).
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jama i dogadajima, $to je u prosjeku 1,6 po-
sjeta po stanovniku. Najvi§e posjeta imale
su kulturne znamenitosti, muzeji/galerije 1
koncerti popularne glazbe. Sto se aktivnost
viSe priblizava domeni visoke kulture, to se
broj posjeta smanjuje (Tablica 1.).

Table 1: Total number of visits made by regional residents to cultural attractions and
events / Ukupan broj posjeta kulturnim atrakcijama i dogadanjima koje je ostvarilo
regionalno stanovnistvo

Average number of

Total number visits per resident /

Rank/ Cultural attractions and events / of visits / o s .
Rang Kulturne atrakcije i dogadaji Ukupan broj % Pro(s)]s(?;?: b(fo"
posjeta posjeta p
stanovniku
Total / 6.907.748  100,0 1,61
Ukupno
1. Heritage sites (castles, villas, fortresses) /
Kulturne znamenitosti (dvorci, vile, utvrde) 1443217 20,9 4,05
2. Musel.l‘ms, ga.l.ler_lf'zs, ezclnbltlons / 1.017.766 147 285
Muzeji, galerije i izlozbe
3. Pop music concerts / 980.973 142 275
Koncerti popularne glazbe
4. Theater performance /
Kazali$ne predstave 708912 103 1,99
S. Folk festivals /
Folklomi festivali 644.654 93 L8l
6. Wine/olive oil producers or wine/olive roads /
Proizvodaci vina/ulja ili vinske ceste/ ceste 586.615 8,5 1,65
maslinova ulja
7. Mausic festivals /
Glazbeni festivali 350310 5.1 0.98
8. Classical music concerts /
Koncerti klasi¢ne glazbe 320772 46 0.90
9. Opera, operetta, m.u51_cals/ 293.825 43 0.82
Opera, opereta, mjuzikl
10. Cultural festivals (film, theatre, literature) /
Kulturni festivali (filmski, kazaligni, knjizevni) 281.388 41 0,79
11. Ballet/modern d.ance / 141472 20 0,40
Balet/suvremeni ples
12. Food and wine festivals / 137.844 20 039

Eno-gastronomski festivali

To se djelomi¢no mozZe objasniti kultur-
nim kapitalom potrebnim za razumijevanje i
uzivanje u sloZenijim kulturnim aktivnos-
tima, ali moze biti i rezultat razvijenosti
same ponude. Regionalnih kulturnih obje-
kata pogodnih za scenske i glazbene pri-

This can be partly explained by the no-
tion of cultural capital required to under-
stand and enjoy the more complex cultural
activity. However, this pattern of visitation
might also be a reflection of supply. The re-
gional cultural venues suitable for scenic
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redbe je vrlo malo i skromnog su prihvatnog
kapaciteta. Nasuprot tome, kulturne zname-
nitosti, muzeji, galerije i prostorije za izvo-
denje popularne glazbe nisu samo brojnije
ve¢ mogu prihvatiti i znatno vise posjetite-
lja.

5.2. Regionalni posjetitelji kulturnih
atrakcija i dogadanja

Svaki treéi regionalni stanovnik posjetio
je barem jednu kulturnu atrakeiju ili doga-
danje tijekom 12 mjeseci (Tablica 2).

and musical performances are few and with
small capacity. In contrast, the heritage
sites, museums, galleries and pop-music
venues are not only more numerous, but
also are able to accommodate larger number
of visitors.

5.2. Regional visitors to cultural
attractions and events

Overall, every third regional resident
visited at least one cultural attraction or
event over the 12 month period (Table 2).

Table 2: Number of regional residents visiting/attending cultural attractions and events /
Broj regionalnih stanovnika koji su posjecivali kulturne znamenitosti/ dogadanja

Cultural attractions and events/
Kulturne znamenitosti i dogadanja

Number of residents
visiting/attending/  Rank /

Broj stanovnika koji rang
su ostvarili posjet

8/
76

Heritage sites (castles, villas, fortresses) /
Kulturne znamenitosti (dvorci, vile, utvrde)
Museums, galleries, exhibitions /

Muzeji, galerije, izloZbe

Pop music concerts /

Koncerti popularne glazbe

Theater performance /

Kazali$ne predstave

Folk festivals /

Folkiorni festivali

Wine/olive oil producers or wine/olive roads /

Proizvodadi vina/ulja ili vinske ceste/ ceste maslinova ulja

Opera, opereta, musicals /

Opera, opereta, mjuzikl

Music festivals /

Glazbeni festivali

Classical music concerts /

Koncerti klasi¢ne glazbe

Cultural festivals (film, theatre, literature) /
Kulturni festivali (filmski, kazali$ni, knjiZevni)
Balletmodern dance /

Balet/suvremeni ples

Food and wine festivals /
Eno-gastronomski festivali

212.985 1 59,7
201.584 2 56,5
178.783 4 50.1
174.637 5 49.0
191.738 3 53,8
120.743 6 33.9
92.760 8 26,0
112452 7 305
85.505 10 240
91.205 9 256
45.603 12 12,8
71.513 11 20.1
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Brojnu su publiku imale kulturne zna-
menitosti, muzeji/galerije, koncerti popu-
larne glazbe, kazali$ne predstave i tradicio-
nalni festivali - vi§e od 50 posto stanovnika
sudjelovalo je u tim oblicima kulturne pot-
rosnje. Cak i kod ponude visoke kulture,
osim za balet/suvremeni ples, sudjelovanje
nije padalo ispod 25 posto.

Kao §to je ve¢ istaknuto, klasi¢na istra-
zivanja kulturne potro$nje ne istrazuju geog-
rafsku disperziju te aktivnosti, $to je veoma
vazno za kulturni turizam. Da bi se taj nedo-
statak previadao, ispitanike se pitalo koliko
su raznih kulturnih atrakcija i dogadanja po-
sjetili u mjestu stalnog boravka, u okviru
regionalnih granica (unutar Zupanije) i izvan
granica Zupanije. Kao $to je prikazano u
Tablici 3., velik broj stanovnika uspio je
svoje kulturne potrebe zadovoljiti u mjestu
stanovanja. To se posebno odnosi na muzeje
i galerije, koncerte popularne glazbe i tradi-
cionalne festivale. Prve dvije spomenute at-
rakcije obi¢no se odrzavaju u ve¢im grado-
vima gdje Zivi ve¢ina stanovniStva, dok su
tradicionalni glazbeni festivali brojni 1 u
gradovima i u manjim mjestima. Medutim,
upravo su tradicionalni festivali potaknuli
relativno velik postotak stanovni§tva da
putuje regionalno. Isto vrijedi i za atrakcije
kulturne bastine. To se moglo i o¢ekivati jer
se kulturna bastina vrlo malo mijenja tije-
kom vremena, osim ako se ne oZivi poseb-
nim dogadanjima ili programima, zbog Cega
ta mjesta postaju privlacna za izlet ili mogu
postati zanimljive atrakcije na regionalnim
putovanjima. Znatan broj domaceg stanov-
nitva takoder je spreman putovati radi za-
nimanja za kulturu, posebice kada je rije¢ o
posjetu kulturnim spomenicima, muzejima/
galerijama, izloZzbama i koncertima popu-
larne glazbe.

The audience for the heritage sites,
museums/galleries, pop-music events, per-
forming arts and traditional festivals was
sizeable — more than 50 percent of residents
participated in these forms of cultural con-
sumption. Even with the high-brow culture,
except for ballet/contemporary dance, the
participation is not falling below 25 percent.

As already pointed out, the classical
culture consumption surveys do not investi-
gate the geographical spread of these activi-
ties, which is very important for cultural
tourism. To overcome this, the respondents
were asked how many of the visits to the
various cultural attractions and events were
done in the place of permanent residence,
within the regional (county) boundaries or
outside the county. As illustrated in Table 3,
the large proportion of residents was able to
satisfy their cultural needs in the place
where they live. This is especially so for the
museums and galleries, pop-concerts and
traditional festivals. The first two types of
attractions are usually concentrated in the
larger urban areas, where most residents
live, while traditional music festivals are
numerous in both urban centers and vil-
lages. However, traditional festivals were
also drawing relatively large proportion of
residents to travel regionally. The same was
with cultural heritage attractions. It is to be
expected because heritage sites are changing
very little through time unless they are enli-
vened with special events or program, but
those sites further away are providing a
good reason to make a trip or are interesting
side attractions while on regional journeys.
A sizeable proportion of the county’s resi-
dents were also willing to travel further
away for the cultural pursuits, especially
when it comes to visiting heritage sites, mu-
seums/galleries and exhibitions and pop-
concerts.
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Table 3: Number of residents visiting cultural attractions and events by place of visit (in %) /
Broj stanovnika koji posjecuje kulturne atrakcije i dogadanja
prema mjestu posjecivanja (u %)

Cultural attractions and events /

Number of visits per resident/
Broj posjeta po stanovniku

In place of .
I QOutside the

Kulturne atrakeije i dogadanja residence / Regionally / L
. R region /
U mjestu Regionalno P
boravka Izvan regije
Heritage sites (castles, villas, fortresses) / 36.8 28 9 114
Kulturne znamenitosti (dvorci, vile, utvrde) o o o
M useums, gdlkﬂm b:xhdm;(m& 40.3 188 195
Muzeji, galerije, izlozbe
T, TN N e /
Pop music coneerts ; 379 19.0 122
Koncerti popularne glazbe
Theater performance / 133 (5.1 63
Kazali$ne predstave o o ’
Folk festivals / ; . ;
S S 378 20.8 6,3
Folklorni festivali ’ © ’
Wine/olive oil producers or wine/olive roads /
Proizvodadi vina/ulja ili vinske ceste/ceste 15.7 16,7 9.6
maslinova ulja
Opera, operetta, musicals / 183 6.5 40
L. (e 2~ e
Opera, opereta, mjuzikl ’
Music festivals / 5 .
AP 22,1 11,3 5.8
Glazbeni festivali ’ :
Classical music concerts / . .
; " 18,0 6,7 3.6
Koncerti klasi¢ne glazbe ’ ’
Cultural festivals (film, theatre, literature) / 16.3 73 <
Kulturni festivali (filmski, kazali$ni, knjiZevni) ” - i
Ballet/modern dance / 105 75 13
. L
Balet/suvremeni ples
Food and wine festivals / 132 70 20

Eno-gastronomski festivali

5.3. Profil regionalnih kulturnih
turista

Ako se pretpostavi da je ukljuenost u
visoku kulturu povezana s viSom razinom
kulturnog kapitala, moZze se ocekivati da ¢e
bolje obrazovani pokazati vece zanimanje
za takve kulturne aktivnosti. Medutim, re-
zultati su pomalo iznenadujuci jer pokazuju
da §to je veca razina obrazovanja, to je visa
razina ukljucenosti u sve vrste kulturnih ak-
tivnosti. To nije slu¢aj samo sa sudjelova-
njem u visokoj kulturi kao $to su opere, ka-

5.3. Profile of regional cultural
tourists

If the high brow cultural participation is
subject to higher cultural capital, then it is to
be expected that the better educated would
display higher level of interest for such
cultural activities. However, results are
somewhat surprising given the fact that for
almost all of the cultural activities the
higher the education the higher is the level
of participation. It is so not only for the high
brow activities such as operas, performing



zali$ne predstave, muzeji i galerije, ve¢ i sa
spomenicima kulture i festivalima hrane.
Jedina iznimka od ovog trenda su koncerti
popularne glazbe, tradicionalni i muzicki fe-
stivali, koji privla¢e vise posjetitelja sa zav-
r§enom srednjom Skolom.

arts, museums and galleries but also for
heritage sites and food festivals. The only
exception to this trend is for the pop music
concerts, traditional and music festivals that
attract more of those with secondary educa-
tion.

Table 4: The average number of visits per residents by education /
Prosjecan broj posjeta po stanovniku prema razini obrazovanja

Education (highest completed) /
Obrazovanje (najviSe zavr§eno)

Cultural attractions and events /
Kulturne atrakcije i dogadanja

Primary school Secondary school Tertiary degree

/ Primarna / Sekundarna / Tercijarna
razina razina razina

Heritage sites (castles, villas, fortresses) /
Kulturne znamenitosti (dvorci, vile, utvrde) 2,95 3,19 3,23
Musel'{ms, ga”engs, %xhlbmons / 0.73 1,75 4,65
Muzeji, galerije, izlozbe
Pop music concerts /
Koncerti popularne glazbe 0,76 3,55 2,68
Thcau’e}'f performance / 0,86 1,56 2.86
Kazali$ne predstave
Folk festivals /
Folklori festivali 1,59 211 1.47
Wine/olive oil producers or wine/olive roads /
Proizvodaci vina/ulja ili vinske ceste/ ceste 2,08 1,52 1,50
maslinova ulja
Opera, operetta, rr?uS{cals/ 041 0,78 1,42
Opera, opereta, mjuzikl
Music festivals /
Glazbeni festivali 0.65 L17 0.67
Classical music concerts /
Koncerti klasi¢ne glazbe 0,43 0.77 0,98
Cultural festivals (film, theatre, literature) / 0.16 0.75 1.00
Kulturni festivali (filmski, kazali$ni, knjizevni) ’ ’ i
Ballet/modern dgnce / 0,08 027 0,73
Balet/suvremeni ples
Food and wine festivals / 0,19 0,20 0.57

Eno-gastronomski festivali

Prou¢i i se razina osobnih primanja sta-
novnika kao dodatno mjerilo kulturnog ka-
pitala pojedinca, ocito je da je ucestalost po-
sjeCivanja izravno povezana s razinom pri-
hoda za veéinu kulturnih atrakcija. Sto su
vedi prihodi kudanstva, veda je vjerojatnost
posjecivanja kulturnih znamenitosti, muzeja,
kazali$nih predstava, kulturnih, tradicional-
nih festivala i festivala hrane. Sli¢an trend,

In terms of the income level, as the sup-
plementary measure of cultural capital, it is
evident that the frequency of visits was
clearly a function of the income for most of
the cultural attractions. In particular, the
higher the household income the more likely
were visits to heritage sites, museums, per-
forming arts, cultural, traditional and food
festivals. There was also a similar tendency,
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iako manje izrazen, takoder mozemo uoditi
kod glazbenih festivala i opera/opereta/mju-
zikla. Jedina iznimka su vinarije/ proizvodaci
maslinova ulja, gdje su podjednako zastup-
ljeni posjetitelji visokih i niskih osobnih pri-
manja, kao 1 kod koncerata klasi¢ne glazbe.
Cini se da visina prihoda ne odreduje toliko
vrstu kulturnih aktivnosti u smislu visoke tj.
niske kulture, koliko to odreduje sposobnost
financiranja tih posjeta. Dakle, dok razina ob-
razovanja utjee na vrstu kulturne aktivnosti
u kojoj se sudjeluje, prihod omogucuje da se
to ufini, umjesto da utjee na sadrzaj kul-
turne potroSnje. Ti rezultati potkrepljuju Pe-
tersonove nalaze (in van Eijck, 2000) da je
mnogo manje izrazena povezanost izmedu
socioekonomskih karakteristika i obiljezja
potraznje negoli se obiCno pretpostavlja.

albeit less pronounced, with music festivals
and operas/operettas/musicals. The only ex-
ception was wineries/oil distilleries visited. by
both higher and lower income residents and
classical music concerts. It appears that the
income does not determines so much the type
of the cultural attractions visited in terms of
the high-low culture distinction, but it deter-
mines the ability to finance these visits. Thus,
while the education to an extend influence
the type of cultural attractions visited, the in-
come is only a mean to do so, rather than in-
fluencing the content of the cultural con-
sumption. This results gives support to the
Peterson (in van Eijck, 2000) proposition that
there is less straightforward relationship be-
tween socio-economic characteristics and
pattern of cultural consumption than often
assumed.

Table 5: Average number of visits per resident by total household income / Prosjecan
broj posjeta po stanovniku prema osobnim primanjima kucanstva

Total household income / Ukupan prihod kuéanstva

Cultural attractions and events /
Kulturne atrakcije i znamenitosti

Up to 1000 Eur /
Ispod 1000 eura

1000 to 1999 Eur
/ Izmedu 1000 i

2000 Eur and
more / Vedi od

1999 eura 2000 eura i vise
Heritage sites (castles, villas, fortresses) / 27 35 6.7
Kulturne znamenitosti (dvorci, vile, utvrde) ’ > >
Museums, galleries, exhibitions / 13 25 57
Muzeji, galerije, izloZbe ’ ’ ’
Pop music concerts /
Koncerti popularne glazbe L5 41 4.2
Theater performance /
Kazali$ne predstave 1.3 1.9 3.2
Folk festivals /
Folklorni festivali L 2.2 4.0
Wine/olive oil producers or wine/olive roads / 17 12 17
Proizvodaci vina/ulja ili vinske ceste/m. ulja ’ ’ ’
Opera, operetta, musicals /
Opera, opereta, mjuzikl 0,5 1,2 L5
Music festivals /
Glazbeni festivali 0.7 1.0 1.2
Classical music concerts /
Koncerti klasi¢ne glazbe 0.4 L3 1,2
Cultural festivals (film, theatre, literature) / 0.4 06 30
Kulturni festivali (filmski, kazaligni, knjizevni) i ’ i
Ballet/modem dgnce / 02 03 04
Balet/suvremeni ples
Food and wine festivals / 0.1 03 0.8

Eno-gastronomski festivali
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lako je glavni fokus ovog istrazivanja
bio usmjeren na obrasce potro$nje regional-
nih kulturnih turista, planeri moraju biti
svjesni da postoji i znatan broj stanovnika
kojima sudjelovanje u kulturnim aktivnos-
tima nije zanimljivo ili ih iz nekih razloga
nisu u mogu¢nosti posjecivati. U nekim slu-
¢ajevima prepreke za posjecivanje mogu biti
povezane s drustveno-ekonomskim okolno-
stima, dok u drugima one mogu biti poslje-
dica nedostatka interesa ili znanja. Dok je
prva grupa razloga podrucje koje treba rije-
giti mjerama kulturne politike tako da kul-
tura postane dostupna $iroj populaciji (raz-
nim druStvenim skupinama), potonja sku-
pina prepreka moze, pomodu vjeStog mar-
ketinga, biti pretvorena u kulturne posjetite-
lie. U tom smislu, razlozi zbog kojih
ispitanici nisu posje¢ivali kulturne atrakcije
utvrdeni su putem otvorenog pitanja &iji su
odgovori, nakon §to je istrazivanje zavrSeno,
bili grupirani u nekoliko skupina; od cijena,
nedostatka vremena, nedostatka interesa, do
dostupnosti i lokalne raspolozivosti atrak-
cije i koji su povezani s fizickim i psihickim
blagostanjem. Najveci broj ispitanika istak-
nuo je nedostatak zanimanja za kulturu (30
posto) i nedostatak slobodnog vremena (24
posto) kao glavne razloge neposjecivanja
kulturnih atrakcija. Oni predstavljaju laten-
tne potencijalne posjetitelje kulturnih atrak-
cija u onom trenutku kada postojece trziSte
dosegne to¢ku zasi¢enja. Nedostatak inte-
resa i slobodnog vremena bili su najizraze-
niji za visoku kulturnu — balet/ suvremeni
ples, klasi¢nu glazbu, muzeje i galerije te
kulturne znamenitosti. Nedostatak vremena
moze biti opravdan razlog za posjet kultur-
nih znamenitosti za lokalno stanovnistvo,
jer je velika vjerojatnost da su oni ve¢ pos-
jetili znamenitosti u svome mjestu, a da bi
posjetili udaljenije znamenitosti, trebaju iz-
dvojiti dodatno vrijeme. Kod muzeja i gale-
rija nedostatak vremena moze pak predstav-
ljati ograni¢eno radno vrijeme tih ustanova
kada ih je moguce posjetiti. Nedostatak
kulturne ponude glavni je razlog neposjeci-
vanja za 12 posto ispitanika, i to je posebno

While the main focus of this research
was the patterns of cultural tourism con-
sumption of regional residents, planners
have to be mindful that there is also a size-
able proportion for each type of attractions
listed that is not interested or able to make a
visit. In some cases barriers to visits might
be related to the socio-economic circum-
stances or general well being, while in oth-
ers they might be due to the lack of interest
or knowledge. While the first group of rea-
sons is the area that need to be addressed by
those crafting the cultural policy in an at-
tempt to make culture available to wide
range of social groups, the latter group of
barriers can, through skilled marketing, be
converted to culture visitors. In that respect,
those not attending a particular type of at-
traction were asked for reasons. These were
open ended question with responses later
recorded into several groups, ranging from
the price, lack of time, interest, accessibility
and local availability and that related to
physical and psychological well being. The
largest proportion have cited the general
lack of interest for culture (30 per cent) and
lack of free time (24 per cent) as the prime
reasons for non-attendance. This certainly
represents the latent pool of potential visi-
tors once the current visiting market reaches
saturation. The lack of interest and time was
most pronounced for high-brow culture —
ballet/contemporary dance and classical
music, museums and galleries and heritage
sites. The lack of time might be a valid rea-
son for the heritage sites as those that are in
the place of residence are likely to have
been visited already, while for those outside
the place of residents the extra time is
needed to make a visit. In case of museums
and galleries the lack of time might also
mean that the opening hours of these insti-
tutions are restricting their opportunity to
visits. For 12 per cent of non-visitors the
lack of cultural opportunities in their place
of residence is a reason for non-visiting and
this is particularly pronounced when it
comes to the culture, film and art festivals in
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izrazeno kod kulture, filma i umjetnickih fe-
stivala u mjestima u kojima Zive. Cijenu je
izdvojilo 7% ispitanika kao glavni raziog
neposjecivanja 1 to je posebno oéito kod
onih kulturnih atrakcija za koje treba platiti
ulaznice, a u jednakom udjelu ne posjecuju
kulturne atrakcije oni koji su loseg zdravlja,
stariji te oni koji nisu samostalni i neovisni.

6. ZAKLJUCAK

Kao $to je vec istaknuto, svrha ovog is-
trazivanja bila je popuniti nedostatak spoz-
naja o kulturnoj potro$nji domacih stanov-
nika, podacima koji obuhvacaju i turisti¢ke
aspekte tih posjeta kako bi se oni mogli is-
tovremeno iskoristiti za izradu strategije ra-
zvoja kulturnog turizma. Studijom je utvr-
dena veli¢ina trziSta potraZznje u smislu
broja posjeta atrakcijama zajedno s geog-
rafskom distribucijom tih posjeta. Za regio-
nalno turistiCko trzi$te kulturne potraZnje
najpopularnije kulturne atrakcije i dogada-
nja su spomenici kulture, muzeji i galerije,
kazali$ne predstave i koncerti popularne
glazbe. Te atrakcije ne samo da su najposje-
¢enije u apsolutnim brojevima ve¢ su i naj-
posjeenije na putovanjima izvan regije.
Kulturne potrebe za svim drugim vrstama
kulturnih aktivnosti zadovoljavaju se ili u
mjestu stalnog boravka ili na izletima u re-
giji. Prosje¢no svaki tre¢i regionalni stanov-
nik posjeti barem jednu kulturnu atrakciju
godisnje.

Iako se, u teoriji, sudjelovanje u kultur-
nim aktivnostima vrlo u¢inkovito moZe pre-
dvidjeti na temelju razine obrazovanja i
osobnih primanja stanovnistva, kao aprok-
simativne mjere kulturnog kapitala, rezultati
ovog istrazivanja to podrzavaju tek djelomi-
¢no. Kod prihoda utvrden je pozitivan odnos
izmedu visine prihoda i sudjelovanja u kul-
turnim aktivnostima, posebno onima koje su
éesto posjecene na regionalnim i izvanregi-
onalnim putovanjima (kulturne znameni-
tosti, kazaliSne predstave, koncerti popu-
larne glazbe, muzeji i izlozbe). Taj odnos

the place where they live. For 7% the price
is the reason for non-attendance and these is
most obvious when it comes to those cul-
tural attractions where entry ticket should be
paid while for about equal proportion it is
the poor health, old age and lack of inde-
pendence.

6. CONCLUSIONS

As already highlighted the purpose of
this survey was to fill the gap in cultural
consumption data that exists in Croatia and
to serve as an input in the process of strate-
gic development of the cultural tourism. The
study show the absolute size of the market
in terms of the number of attractions visited
together with the geographical pattern of
these visits. By far, the most popular cul-
tural attraction and events among regional
cultural tourism market are heritage sites,
followed by museums and galleries, theater
and pop-concerts. These are, at the same
time, attractions not only most visited in the
absolute terms, but also most visited on the
trips outside the region. It seems that the
cultural needs for all other types of activities
are mostly satisfied either in the place of
residence or on trips within a region. On av-
erage, every third regional resident visit, at
least, one cultural attraction in a twelve
month period.

Although, in theory, cultural participa-
tion could be effectively predicted by the
education and income, as a proxy for cul-
tural capital, it seems that this is only partly
supported by the results. In terms of income,
there is a positive relationship between level
of income and participation in cultural ac-
tivities, especially those frequently visited
on regional or out of region trips (heritage
sites, theater, pop concerts, museums and
exhibitions). This relationship is not so pro-
nounced when it comes to the activities be-
longing to high-brow culture (opera, classi-
cal music or similar) where it is the level of
education that might be a strong predictor of
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nije toliko izrazen kada je rije¢ o atrakci-
jama visoke kulture (opera, klasi¢na glazba i
sli¢no) gdje razina obrazovanja najvise ut-
jeCe na ukljucenost. Moguce je da u suvre-
menim dru$tvima, u kojima razina prihoda
nije nuzno proporcionalna s razinom obra-
zovanja, razina obrazovanja postaje bolji
pokazatelj kulturnog bogatstva i stoga bolji
pokazatelj strukture kulturne potrosnje.

Nalazi istraZivanja imaju nekoliko prak-
ticnih implikacija za kulturni 1 turistiCki
sektor prilikom planiranja njihovih redovitih
aktivnosti i usluga. Kao §to se ocekivalo, re-
zultati pokazuju da se veéina sudjelovanja u
kulturnim aktivnostima odvija na lokalnoj
razini, §to ima utjecaj na njihovu marketin-
§ku aktivnost tako da marketinska aktivnost
kulturnih ustanova treba biti usmjerena
prema lokalnom i regionalnom stanovnis-
tvu. Drugi vazan rezultat je da je posjeCiva-
nje kulturnih znamenitosti i muzeja, kao i
koncerata popularne glazbe najpopularnija
kulturna aktivnost lokalnog stanovnistva.
Stovige, ¢ak i danas, kada je vrlo mala po-
zornost usmjerena na njihovo funkcionira-
nje kao turisti¢ke atrakcije i njihovo integri-
ranje u ukupni turisticki sustav, velik dio
njihovih posjetitelja su domaci turisti. Za ta
mjesta sada je izazov unapredenje proizvoda
temeljenog na iskustvu posjetitelja, kako bi
se osigurao stalni rast potraznje na trzistu, s
posebnom paznjom na mehanizme kojima
bi bilo mogude ostvariti povecanje prihoda.
Za destinacijske menadzere, posebice onih
destinacija u pocetnoj fazi razvoja turizma
ili izvan sezone, te spoznaje ukazuju na to
da je regionalno trZiste izvor iz kojeg oni
jednostavno mogu privuéi posjetitelje za
neke turistiCke aktivnosti, a uz skroman
promidzbeni proracun. Da bi to mogli ostva-
riti, moraju biti svjesni kulturnih atrakcija
koje imaju te ih Siroko promovirati ovim
najprivlaénijim trzi$nim segmentima.

Rezultati ovog istrazivanja vazni su u
smislu davanja sveobuhvatnog pregleda ve-
li¢ine 1 strukture posjecivanja regionalnog
kulturnog turistickog trzista za razlicite

participation. It might be that in the modern
societies, where the income is not necessar-
ily proportional to the level of education,
the education is a better reflection of cul-
tural capital and, therefore, more reliable
predictor of cultural consumption pattern.

The findings of this research have sev-
eral practical implication for cultural and
tourism sector in planning their regular ac-
tivities and services. As expected, the re-
sults indicated that most of the participation
in cultural activities takes place locally and
the implication for most of the cultural in-
stitutions are that their marketing activities
have to be directed towards local and re-
gional population. The second important re-
sult is that visits to heritage sites and muse-
ums are, apart from the popular music con-
certs, the most popular type of cultural ac-
tivities of domestic population. Moreover,
even today when scarce attention is paid to
their functioning as tourism attractions and
their integration in tourism system, already
a large proportion of their visitors are do-
mestic tourists. For such places, the chal-
lenge now is to improve their products with
focus on the visitor experience, in order to
ensure continuous increase in market de-
mand with special attention being paid to
the mechanism through which they can gen-
erate greater financial revenues. For desti-
nation managers, especially those at the in-
cipient stage of tourism development or out-
side the season, these findings indicate that
it is the regional market from which they
can source some of the tourist activity with
the advantage that this market can be
reached easily and with a humble promo-
tional budget. For this, however, they need
to be aware of the cultural attractions that
they have and promote it to the most recep-
tive segments.

The findings of this study are important
in terms of giving a comprehensive over-
view of the size and visitation patterns of
the regional cultural tourism market to a va-
riety of cultural attractions and events and
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kulturne atrakcije 1 dogadaje te geografsku
distribuciju kulturne potrosnje. Na taj nacin
studija nadilazi najCe$ce probleme koji se
javljaju s kori$tenim metodama procjene tr-
zista kulturnog turizma na kojem je fokus
bio na posjetitelje odredenog dogadaja ili
kulturne atrakcije. Medutim, studija nije bez
ogranicenja. Prvo, ispitanici su zamoljeni da
se prisjete broja, vrste i mjesta posjeta u ra-
zdoblju od 12 myjeseci. To je prili¢no dugo
razdoblje za prisjecanje takvih detalja, po-
gotovo za one koji su prilicno ¢esto posjeci-
vali kulturne atrakcije i dogadanja. Drugo,
metoda prikupljanja podataka putem tele-
fonskog intervju omogucila je brzo prikup-
ljanje podataka, ali po cijenu pojednostav-
ljivanja instrumenta istrazivanja. Iz tog ra-
zloga prikupljeni su prili¢no ograni¢eni po-
daci na temelju kojih bi bilo moguce pro-
vestl sofisticiraniju segmentaciju. Za sva
buduca istrazivanja u procjeni domace kul-
turne turistiCke potraZznje istraZivanje se
moze ponoviti, uz uvjet da se provede bolja
operacionalizacija u segmentaciji pitanja uz
krac¢e rokove za prikupljanje odgovora o
strukturi kulturne potrosnje.
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