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Abstract
This paper presents the authors' original model for branding the region as an umbrella brand in tourism, in line with the Gad's 4 dimension branding. Dalmatia, as the Croatia's region featuring most of natural and cultural-historical tourism attractions, has served as the model for the development and marketing management of the tourism system, with the aim of branding the region. According to the authors' model, the region is an "umbrella brand" consisting of different but mutually interrelated tourism clusters. Each of them develops their "point-of-parity" that makes them part of the region and which is characteristic for the region, as well as the "point-of-difference", i.e. their own recognisable image within the tourism region, in accordance with the principles of sustainable development in tourism. Furthermore, the paper presents a comparative analysis of the tourism turnover between Dalmatia and Istria, kindred and nearby Croatian tourism region. Although it is geographically much smaller and featuring less natural and cultural-historic attributes, Istria has so far achieved better results in tourism than Dalmatia, due to a better structured marketing and management model, compared with Dalmatia which is fragmented by administrative boundaries. Finally, the authors have made a critical analysis of constraints that impede the development of similar marketing and management models in the tourism industry of Croatia and, it is assumed, in other post-transition countries. 
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Sažetak
Ovaj rad predstavlja  izvorni model autora za brendiranje regije kao krovne marke u turizmu, u skladu s Gadsovim četiri dimenzije brandinga. Dalmacija, kao hrvatska regija s najviše prirodnih i kulturno-povijesnih turističkih atrakcija, je služila kao model za razvoj i marketing upravljanje turističkim sustavom, s ciljem brendiranja regije. Prema ovom modelu, regija je "krovna marka" koja se sastoji od različitih, ali međusobno povezane turističkih klastera. Svaki od njih razvija svoju "point-of-paritetu" koja ih čini dijelovima regije, a koji su karakteristični za regiju, kao i "point-of-razlika", tj. svoj ​​prepoznatljiv imidž u turizmu u regiji, u skladu s principima održivog razvoja u turizmu.Nadalje, rad predstavlja komparativnu analizu turističkog prometa između Dalmacije i Istre, rodbini i blizini hrvatskog turizma regije. Iako je geografski puno manji i sa manje prirodne i kulturno-povijesne atribute, Istra je do sada ostvarila bolje rezultate u turizmu nego Dalmacija, zbog bolje strukturiranog marketinga i upravljanja modelelom, u usporedbi s Dalmacijom koja je fragmentirana administrativnim granicama. Konačno, autori su napravili kritičnu analizu ograničenja koja sprečavaju razvoj sličnog marketinga i upravljanja modelima u turizmu Hrvatske i, pretpostavlja se, u drugim post-tranzicijskim zemljama. 

 Ključne riječi: Regija kao turistički brand, krovne marke u turizmu, turistički klasteri, turističko odredište marketing, Gad 4-D branding model u turizmu, regionalni razvoj turizma, održivi turizam.

INTRODUCTION

In present-day conditions, the management of tourism development can be carried out effectively only if it is based on the principles of strategic management and marketing. Tourism does not occur in a non-organised and non-controlled way. It is a complex and specific phenomenon; hence the tourism management presents an active and complex process which should be conducted in a holistic, responsible, planned and systematic way.
The goal of modern managers of tourism development is to design and define a strategic development of a region as an entity comprising tourism clusters as its sub-entities. Tourism clusters are actually tourism micro-regions, geographical and marketing units of the "lowest order". United within a region as an "umbrella brand" they form a unique and coherent whole. Clusters are separate tourism products integrated into the tourism product of the region they belong to.
The authors of this paper explore the possibilities and constraints of branding a region as the central geographical, spatial and marketing whole where management efforts should be geared towards two objectives. The first objective is to develop a region as an umbrella brand aimed at obtaining maximum marketing efficiency, hence achieving relevant economic and social goals. The second objective is to stick to the principles of sustainable development in tourism at all costs, given the fact that the tourist reception areas are, as a rule, very sensitive natural and socio-cultural geographical areas that allow the branding and tourism development to perform only those activities, plans and projects which are sustainable in a social, economic and environmental way.
Dealing with this research issue, the paper provides a context for harmonising the two apparently opposed objectives.In this sense, the paper aims to:
· Point out the importance and relevance of branding in tourism. The central place and the focus of modern tourism activities (Magaš,1996) is a tourist destination. Although it has been proven that the notion of a tourist destination has fluctuating semantic and geographical boundaries that follow the tourism users' psychological perceptions, many areas have not yet fully recognised the significance of the integration of a number of towns and locations into a unique entity. Both the tourism practice and tourism research have proven that the region presents the most efficient whole for attaining an efficient tourism system in a sustainable way.
· When trying to achieve this goal, one of the basic problems and constraints results from the administration boundaries issue. For quite a while Luft (2000) has been pointing out that the administration boundaries of local government units do not match the boundaries of tourist destinations as perceived by tourists. Krajnović (2006) supports the thesis that a tourism system should foster a process that is exactly opposite to the process imposed by administrative boundaries (local politics), i.e. to "break and shift administrative boundaries". This thesis has been based on the findings indicating that tourists, who can be divided into two categories according to their "vocation" i.e. intrinsic motives – explorers and tramps, wish to search for new and authentic experiences, and doing this, the only boundaries they observe are the so-called "convenience boundaries". These are logical limits that "make sense" and define the scope of their research within the convenient range around their temporary residence. The research results show that today's range amounts to about 150 km around the central tourist residence (Krajnović, 2006).
· Contrary to the above mentioned trends, in many tourism countries, e.g. Croatia,  the centralisation of the state, political interference and rigid administrative boundaries of counties, towns and municipalities considerably inhibit the natural processes and do not allow the "natural geographical area" to develop and become recognised as a desired brand. In other words, the boundaries of tourism regions do not follow their authentic features, they are not "designed in a natural way" and do not match the brand boundaries as perceived by tourists. The task of a tourism system is to turn "naturally designed regional boundaries" into a marketing reality and to make a region a recognisable tourism umbrella brand.
· The above mentioned views are reflected in the essential hypothesis of this paper: the countries that have been undergoing transition and post-transition processes are still under heavy influence of politics and are governed in an excessive centralistic way, which inhibits the quality and natural implementation of branding, a process which stems from the region, i.e. the correct territorial structure of a region.
· Namely, it can be noticed that similar processes occur both in tourism and economic development in general. It is well known that powerful economies are developed in the countries that encourage strong regional development and strong regional economy. However, it seems that some countries, including Croatia, lack both strong regional development and the very awareness of the importance of regions as socio-economic, anthropological, socio-cultural and, finally, tourism entities.
The paper presents an application of the above thesis in the case study of the region of Dalmatia, a naturally and historically "articulated region" and a unique and integral entity featuring exceptional natural and cultural-historical attractive resources. The authors have designed a model that can serve as a basis for development of this Croatian region as a unique tourism entity, i.e. brand. The paper also presents the comparative case of Istria, a Croatian region that is spatially and geographically much smaller than Dalmatia. Unlike Dalmatia which has exceptional possibilities and geographical characteristics, Istria comprises a much smaller tourism area and has relatively weaker tourism attributes, except for the vicinity of emissive markets, and yet it achieves much better results in tourism, in part due to a structured tourism system and a better elaborated tourism policy, but probably also owing to the fact that it belongs to a single county.
4-D OF THE BRAND – TOOL FOR SUCCESSFUL BRANDING AND MODERN TOURISM TRENDS
Brand has become a managerial tool in marketing departments, throughout organisations and in general use. This tool brings salespersons, suppliers, investors and consumers together. Using branding as a management tool means that branding is no more restricted to consumer business. Its large and growing importance can be noted in production and sale of knowledge-based services and any other industrial and business classification.
Gad (2005) presents a new view on branding, spreading the horizons from one-dimensional to four-dimensional branding. According to him, branding in four dimensions deals with building and maintaining relationships. Relationships are a key to commercial success.
Therefore, the 4-D model represents a tool for analysing the strengths and weaknesses of a particular brand. It is intended for developing a brand but also allows its future positioning. To create a genuine Brand Code means to fully understand it, to live it, and to enable consumers to experience it. The use of a four-dimensional brand implies that a subject that manages the brand is aware of its strengths and weaknesses. The four dimensions of the Gad's model include functional, social, mental and spiritual dimension.The functional dimension refers to the benefits of the product or service related to the brand. It involves the quality, practical and functional aspects, design, appropriate pricing and the like. 
The social dimension implies the possibility of identification with a group. Jurić & Jurić (1998) assert that sociological and socio-economic insights in tourism are applicable to promotion and marketing. Moreover, they represent a conditio sine qua non for the optimum approach to promotion and marketing policies in general.
These sociological changes in demand result in some important issues: How do these changes affect tourism and tourism demand? How can a tourist destination and a social community respond to these challenges? How to encourage tourists to value the specific features of a destination? How to stimulate mutual understanding between tourists and local population, etc?
Turning an idle vacation into an active one has been an essential change in the nature of a tourist demand. Since early 1970s there has been a significant alteration of the tourist course towards active holidays. The demand for resting and sleeping has been decreasing whereas the elements such as "meeting nice people, talking to others", "have fun, chat, live in a different way, enjoy, play" and "do hobbies" have become increasingly important. The major travel motive has remained the same for years: "soul hygiene", i.e. spending the time of vacation in a world that is experienced as different from everyday's world (Krajnović, 2006).
The mental dimension is the possibility to create value in the mind of an individual. A "new tourism" has been gradually established, a customised set of services that shuns mass tourism, oversized hotels-dormitories, overcrowded roads, beaches and restaurants, a tourism that strives for individualism, spontaneity of experience and creativity of vacation.
Post-industrial western societies are experiencing radical demographic, sociological and political changes leading to increasing demands for meeting psychological needs. The increased psychological needs result in search for new experiences and a growing need of self-expression. This affects essential life values that have shifted from consumerism aimed at outer, material values, towards inner self and psychological needs as basic priorities.
Such changes in behaviour and life style directly affect the nature of demand for products and services generally, and in tourism specifically. A member of the today's civilisation increasingly demands products, services and experiences which meet his/her psychological and inner needs. The goal of spending is no longer enhancing the standard of living but enhancing the quality of life.
The spiritual dimension refers to the perception of global and local responsibility. The tourism processes will engage participants who are increasingly aware of environmentalism and whose desires include not only the sun and the sea but also the preserved natural and social environment. This trend is harmonised with the above discussed quest of authentic experience, contacts with local people and culture, enjoying a genuine or refined seaside, countryside or mountainous region, and active recreation. Therefore, various forms of the so-called alternative and eco-tourism will gain impetus, striving to reduce environmental damage to a minimum and to maximise economic effects (Jurić & Jurić, 1998).
4-D BRANDING MODEL FOR DALMATIA

The four brand dimensions, as a modern brand "tool", should have a strategic role when positioning Dalmatia as the umbrella brand consisting of a number of tourism clusters (Figure 1).
Figure 1. Proposal of a model for branding Dalmatia as the umbrella region with its tourism clusters
[image: image1.png]KLASTERI DALMACIJE

Pag

Zadar i otoci

Dalmatinska zagora

Sibenik

Split i Makarska rivijera

Otoci srednje i juzne Dalmacije
Dubrovnik i Pelje$ac

mO0E® B3 @O

vamx "

GEm ey

PR




Source: Krajnović, A., Bosna J., Jašić D. (2012), Umbrella Branding in Tourism – Model Regions of Istria and Dalmatia, paper in the process of publishing
In order to differentiate Dalmatia from other regions and thereby increase its competitiveness, a unique combination of inherent features should be "found". In other words, it is necessary to define the very core of the brand, the "Brand Code" of Dalmatia, which is transferred through time and space with the aid of marketing tools. In order to achieve this goal, an optimum mixture of features for each of the above mentioned dimensions should be developed. It is necessary to identify a few Dalmatian characteristics shared by all clusters and define common products that represent the central characteristics of the region as the umbrella brand. Combining authentic products and services of Dalmatia as a tourist destination results in a better cumulative effect, owing to a clear geographical origin.
Functional dimension. At the functional level Dalmatia differs from competitive destinations by its clear sea, indented coastline, local cuisine, superb wines, smoked ham, cheese, fish dishes and other authentic healthy food, as well as favourable climate conditions. Dalmatia is not just "one more" destination: it is distinguished from others by its unique products and services even within the sector meeting basic tourist needs, such as food, accommodation, the sun and the sea. 

Social dimension. Visitors come to Dalmatia not only because of natural resources but also to experience the Mediterranean way of life and, eventually, the elements of that life style that are specific only to Dalmatia. Old Dalmatian taverns ("konobe") have always been meeting places where people socialise, talk, play cards, have local specialties and wines, and sing a cappella ("klapska pisma"). The "konoba" and "klapska pisma" is a form of socialising and representing musical heritage that is genuinely Dalmatian.
 

Mental dimension. Natural beauties of Dalmatia include the preserved environment and indented coastline. Its people and visitors become part of that idyll. "Klapska pisma", traditional costumes, cultural habits, customs and events, as well as numerous cultural-historical monuments and sights support the idyllic image. In the past times Dalmatia was desired and invaded by many conquerors and tourists might likely find it worth knowing why. Maybe it was wild and immaculate nature, maybe it was something less tangible, like pronounced scent of salt in the air.
Spiritual dimension. Tempestuous history has been evidenced by rich cultural-historical and sacral heritage, including sights, customs, traditions and legends. Scenarios of traditional legends are a lot like scenarios of modern blockbusters. The very scenery (e.g. the karst, the Kornati islands) makes a person think and contemplate the meaning of life and existence on the Earth. Dalmatia, whose numerous sights and towns seem to be "captured in time" and feel like a counter-everyday life (Krippendorf, 1986) to the urban post-industrial society, makes visitors reconsider the stress, hustle and bustle of their life, and helps them reveal the other ways of existence. The fact that Dalmatia is often perceived as an outstanding example of an immaculate natural and socio-cultural habitat is proven by many tourists who decide to have a "second home", a holiday cottage, along the coast, moving there after retirement, although they originally come from economically more developed areas.
When defining the mental and spiritual dimensions of the 4-D Dalmatia, it is important to point out the fact that seven cultural-historical sights from the Republic of Croatia are included as zero category monuments in the UNESCO World Heritage List. Except for Euphrasius Basilica in Poreč, Istria, all of them are located in or close to Dalmatia.
 As for the non-material cultural heritage, Croatia has become Europe's richest country whereas globally Croatia holds the forth position, just behind China, Japan and Korea.
 Half of the Croatian phenomena that have been included in the UNESCO List of Non-Material Cultural Heritage are actually Dalmatian phenomena: Festivity of St. Blaise (patron saint of Dubrovnik), Lacemaking on Hvar and Pag islands, Procession "Za Križen" (Following the Cross) on the Island of Hvar, The Sinjska Alka (a knights’ tournament in Sinj) and Ojkanje singing in the Dalmatian hinterland.
Figure 2. The 4-D model for Dalmatia, according to Gad's 4-D brand model (designed by the authors)
	Functional dimension

· Indented coastline, numerous islands, very attractive beaches and exceptionally clean sea.

· Numerous national parks in a relatively small geographical area.

· Dalmatian cuisine and authentic healthy food.

· Exceptionally favourable climate.
	Social dimension

· Mediterranean life style.

· Dalmatian taverns ("konobe") as places for socialising; a cappella singing ("Klapska pisma").

· Dalmatian traditional costumes. Specific tradition and local customs.

	Mental dimension

· Indented coastline and natural beauties encourage the visitors to explore, relax and contemplate.

· Cultural-historical material and non-material heritage encourage the visitors to learn and understand foreign and their own history and culture.

· Dalmatian dry (cement-free) stone walls as symbols of persistence, hard labour and patience.
	Spiritual dimension

· Rich sacral heritage enables the development of religion tourism.

· Specific atmosphere of Dalmatian "small towns" stimulates visitors' tranquillity, relaxation, and return to their "self and the meaning of existence".

· Folklore, storytelling, legends and customs encourage the visitors to contemplate and stimulate their imagination. 


Source: Authors' original model. 
Considering the above described central features of Dalmatia as a tourist destination, a 4-D model for Dalmatia has been designed, following the Gad's brand model (Figure 2).
The above described four dimensions should serve as a basis for establishing central characteristics of the Dalmatia brand ("points-of-difference", Vranešević, 2007) and indicate further strategic marketing activities; they present the guidelines for the development of Dalmatia as the umbrella tourism brand.
ANALYSIS OF DEVELOPMENT STRATEGIES AND STRATEGIC DOCUMENTS REFERRING TO TOURISM – THE CASE OF DALMATIA
Given the constraints regarding the adjustment of supply and demand, the present strategy of development of Croatia's tourism has to make much more determined and effective efforts to establish clear competitive benchmarks in order to overcome the existing and potential shortcomings of regional structures and processes. The current policy of the Croatia's Ministry of Tourism is to define the future regional development of Croatia through regional distribution in the so-called "clusters", based on geographical principles (Figure 3). According to the guidelines for the development of Croatia's tourism and tourist service which were in effect until 2010, it was thought that the tourism development should be geared towards the reforms which will take into account the regional competitive position of the Croatian "tourism clusters". The structuring of the tourist services through the so-called "clusters" was thought likely to provide a framework for positive regional effects and global harmonisation. The vision of a Croatian tourism cluster is, by this concept, focused on presenting an authentic Croatian experience, region by region (Gržinić, 2006).
According to the strategy of development of Croatian tourism by 2010
, Dalmatia is "divided into 4 areas", which is entirely unacceptable because Dalmatia represents a unique regional entity
 whose features are shared by all its clusters. Therefore, Dalmatia as a unique whole should be established as the umbrella brand of its clusters.

Strategic documents of Dalmatian counties, master plans and their development strategies provide insights into the current and planned tourism activities in individual counties.  
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Figure 3. Priority issues of tourist products by regions (strategic goals of development of Croatian tourism by 2010, published in 2003)
The development strategy of Zadar County points out the essential development requirements and issues in tourism. The development problems include the lack of strategic and integral development plans (master plan and implementation plans) in tourism industry, in particular in rural tourism. Further, there is a lack of highly ranked tourist facilities, additional tourism services are insufficient, and tourism is, in general, underdeveloped in certain areas, particularly in the coastal and continental hinterland of Zadar County. It is therefore obvious that the county does not have a specific and coherent master plan for the development of the entire county which would provide guidelines for all interested parties.
The development strategy of Dubrovačko-Neretvanska County emphasises that tourism is the county's most important industry as it affects businesses in a number of economy sectors such as civil engineering, real-estate business, transport services, agriculture etc. Despite the exceptional importance of tourism in Dubrovačko-Neretvanska County, one of the major development problems is the lack of strategic and integral development plans (master plan and implementation plans) in tourism. Other development issues include low profitability of the tourism sector, insufficient number of high quality facilities in tourist resorts, extremely poor development of tourism in some areas and the lack of berths in marinas and ports of nautical tourism. It can be concluded that the absence of an adequate master plan affects all other development issues. A master plan in tourism is supposed to respond to all associated development problems.
The master plan of Šibensko-Kninska County shapes and develops tourism products in eight municipal clusters. Local enterprises and municipalities are providers of services in tourism industry. Every segment of the service – accommodation, catering, beaches, hospitality, friendly environment, infrastructure, recreation facilities, tidiness, etc. – is equally important. The reputation of a destination is built and results from the total of created services. Each cluster is positioned in a somewhat different way and oriented towards different target groups and forms of vacation. Further development of such a differentiation may result in specialisation and diversity, and this is exactly what tourism market requires.
The major plan of development of Splitsko-Dalmatinska County points out the elements of the future clear positioning of middle Dalmatia as a tourism county. The development plan divides the county into six areas (clusters): Split Riviera, Makarska Riviera, Dalmatian Hinterland (Zagora), Hvar Island, Brač Island, and Vis Island. Splitsko-Dalmatinska County has certainly produced the most comprehensive plan for tourism development in the entire region of Dalmatia. It is interesting that, in the process of the county branding, Splitsko-Dalmatinska County has actually branded Dalmatia as a whole in its visual identity and has thereby taken the identity of the entire region (hence the identity of other Dalmatian counties). This form of branding is rather puzzling as the very name of Dalmatia is used by only one out of five counties that Dalmatia consists of (Figure 4). This confusing fact supports the thesis that Dalmatia should be perceived as an overall entity and be branded as such. Otherwise it may occur that other Dalmatian counties, in the process of their own branding, use similar (but not the same!) logo and slogan, which might lead to poor and confusing market communication and, eventually, business inefficiency.

Figure 4. Logo of Dalmatia according to the master plan for tourism in Splitsko-Dalmatinska County 
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Source: Master plan for tourism in Splitsko-Dalmatinska County
The key communication constants – symbol, logo and suggested slogans – consistently rely on the in-depth research findings. As a rule, they all refer to a single identification element – the stone and its derivate, the dry limestone wall, as a new key visual identity which is associated with the sea, olive groves, wine making and Adriatic environment in general. The dry stone wall has been also recognised as an integrative visual element that is a common characteristic of islands, coastline and hinterland, as a symbol of persistence, hard labour and patience. For this reason it might really refer to the brand of the entire tourism region of Dalmatia.
The visual identity is supported by the primary umbrella slogan "Dalmatia. Eternal inspiration!". However, this paper's authors believe that it does not clearly and suitably refer to Dalmatia since it does not reflect the 4-D model for Dalmatia. Actually, it reflects none of its four dimensions as it is applicable to any other Croatian or foreign tourist destination. Therefore, this slogan should be replaced by a more appropriate one.
Each Dalmatian county presently has its own development plan. Here it is necessary to point out that Dalmatia as a region is the entity which should define and structure its clusters to prevent them from competing among themselves and to encourage them to build their own recognisable images under the joint regional umbrella brand. Tourists are certainly not familiar with the administrative boundaries of the counties but perceive Dalmatia as a unique region. 
DECENTRALISATION OF THE COUNTIES – ONE MORE REASON FOR BRANDING DALMATIA?
The Institute of Economics in Zagreb has presented a study entitled "Efficient decentralisation in Croatia" offering views and solutions to efficient management of the local administration (Analitičke podloge za učinkovitu decentralizaciju u Hrvatskoj, 2010). The study sets forth a number of suggestions for enhancing the efficiency at the local government level. The general public seems to be mostly interested in the proposal for a new territorial organisation according to which the Republic of Croatia would consist of seven regions. As for Dalmatia, the new proposal does not foresees any changes as the region would consist of four counties, i.e. Zadarska, Šibensko-Kninska, Splitsko-Dalmatinska and Dubrovačko-Neretvanska counties. The goal of the proposed national architecture is to enable local governments to carry out public affairs and business within the area of their competence and to coordinate regional development, as it has become evident that many of local government units do not make enough profit to cover expenses, are unable to finance their liabilities alone and are dependent on state aid (The Institute of Economics in Zagreb).
Thinking on quantity in tourism is still more common in Croatia than critical thinking on quality in tourism and the tourism as a process often seems to be happening instead of being managed. A clear macro-economical balance sheet of tourism does not exist and stakeholders in tourism industry do not perform objective inquiries and evaluations of tourism and associated sectors. The existing operational model is unable to create the added value and raise the ranking of the Croatian tourism-recreation area in future integrations (Plan 21, 2011).
Structural changes are required to enable Croatia to make use of its attractive and valuable tourism area for building a stronger economic position in the European Union. The creation of the new business environment and new tourism policies should be based on the principles of sustainability and excellence as this is the only way to achieve the added value growth and return on investments in new tourism services. The process of creating the new business environment in tourism industry has to involve the business sector, tourism regions and leading destinations, which requires a new management model.
REGION OF DALMATIA AS A TOURISM BRAND – WHAT TO DO?

An ambiguously articulated and defined marketing identity of Dalmatia and its counties, as well as the growing significance of destination management and marketing both in theory and practice, impose the need of building a strong and unique tourism identity of Dalmatia. This is not a possibility but the only option, a conditio sine qua non for a strong tourism development through the implementation of a clear and powerful, i.e. unique "Dalmatian story". This implies that all relevant participants in the four Dalmatian counties (and those in the fifth county that partially encompasses the area of Dalmatia) should achieve a high level of mutual cooperation with the purpose of defining Dalmatia as a tourism brand, i.e. as an umbrella system of values, as well as defining joint marketing activities, such as the product development and promotion, for the benefit of Dalmatia and its components – clusters. The current administrative-territorial architecture of Dalmatia as the region including five counties and over 120 towns and municipalities inhibits the process due to the inertia of the decision-making system (Šerić, ? ), which results in inconsistencies in strategic plans, insufficient cooperation and networking, hence inadequate strategic management both at the level of the region as a whole and at the level of its components – counties, towns and municipalities.
COMPARATIVE TOURISM TURNOVER IN ISTRIA AND DALMATIA IN THE PERIOD 2008-2011
It could be asserted that the global economy crisis has not affected Croatian tourism. For instance, in 2011 there were 11.5 million tourist arrivals, 8% more than the year before. At the same time there were 60.4 million overnights, that is, 7% more than in 2010 (Table 1).
From 2008 onwards the tourism turnover has been gradually increasing. During the observation period, the growth rate of tourist arrivals and their overnights amounted to 2.6 (Analysis of the tourism turnover in the Republic of Croatia in 2011, published in 2012). In 2011 the highest tourism turnover was achieved in Istria (Istrian County), amounting to 32% of total overnights in Croatia. Dalmatian counties, individually, had far fewer overnights than Istrian County in the observation period. However, it is interesting to point out that, at the same time, Dalmatian counties experienced a higher growth rate than Istria. Splitsko-Dalmatinska County had the highest growth (Table 2) which amounted to 3.3%, making up 17% of total overnights in the Republic of Croatia in 2011.
Table 1. Tourism turnover in the Republic of Croatia 2008 – 2011
	Year
	Arrivals (in 000) 
	Index 
	Overnights

(in 000) 
	Index 
	Length of stay (days) 

	2008
	10,454 
	101.00 
	55,669 
	101.91 
	5.3

	2009 
	10,270 
	98.24 
	54,988 
	98.78 
	5.4

	2010 
	10,604 
	103.25 
	56,416 
	102.60 
	5.3

	2011 
	11,456 
	108.03 
	60,354 
	106.98 
	5.3

	Rate of change

2008-2011 (in %) 
	+2.6
	+2.6


Source: Croatian Bureau of Statistics
An overview of the total number of overnights in Dalmatian counties (Table 3) shows that the region of Dalmatia had more overnights than Istria over the observation period, making up 42.22% of total overnights in the Republic of Croatia in 2011. 
Table 2. Tourist overnights in Istrian County and Dalmatian counties

	 Counties
	2008
	2009
	2010
	2011
	Rate of change 2008-2011 (in %)

	Istarska 
	17,688,764
	17,887,063
	17,731,881
	19,095,401
	2.5

	Zadarska 
	5,927,955
	5,831,138
	6,223,824
	6,481,067
	3.14

	Šibensko-Kninska
	3,591,595
	3,463,655
	3,783,823
	3,975,122
	2.84

	Splitsko-Dalmatinska
	9,135,742
	8,813,208
	9,364,032
	10,250,215
	3.31

	Dubrovačko-Neretvanska
	4,338,756
	4,225,474
	4,538,026
	4,775,161
	2.75


Source: authors
Considering the higher growth rates and the total of overnights in Dalmatian counties, it can be concluded that there is a natural demand for arriving and staying in Dalmatia. If so, one may wonder how high the demand for this region would be if it was systematically building its brand and strategic tourism development, instead of performing the branding and development in a partial and fragmented way, without consistent strategic decisions.
Table 3. Tourist overnights in Istria and Dalmatia from 2008 to 2011

	 
	2008
	2009
	2010
	2011

	Istria
	17,688,764
	17,887,063
	17,731,881
	19,095,401

	Dalmatia
	22,994,048
	22,333,475
	23,909,705
	25,481,565


Source: Authors, according to data of Central Bureau of Statistics 
Dalmatia has more tourist arrivals than Istria (Table 4) but tourists in Istria stay for 6.48 days on average, whereas in Dalmatia their length of stay is 4.93 days. Therefore it can be concluded that the successful branding of Istria has lead to longer average stays of tourists and better tourism industry performance, despite the lower number of arrivals and overnights.
Table 4. Tourist arrivals in Istria and Dalmatia from 2008 to 2011

	Region
	2008
	2009
	2010
	2011

	Istria
	2,729,618
	2,755,269
	2,627,918
	2,895,686

	Dalmatia
	4,658,211
	4,410,725
	4,225,983
	4,497,046


 Source: Authors

CONCLUSIONS

During the research, the authors of this paper have come to the following conclusions:
1. A brand in tourism is based on the region branding. Each region forming a geographical and historical entity should be developed as a unique brand, i.e. as a product representing the basis for strategic marketing activities and the goal for future development plans. The case of Dalmatia, as a region featuring all elements necessary for building an appealing and recognisable tourism product, proves the above thesis. Smaller spatial and historical units (clusters) develop within a region encompassing them, whereas all tourism regions form a higher entity – a receptive tourism country which designs and implements a unique tourism policy.
2. Prior to the branding process, each region should determine and define its central characteristics around which the further brand-mix will be developed and "knitted". The best way to achieve this is to divide the core features ("brand core", "brand DNA", Vranešević, 2007) into two basic groups: "points-of-parity" (Dalmatia as a typical Mediterranean region) and "points-of-difference" (4-D model for Dalmatia developing a unique set of core characteristics that are impossible to copy). It is necessary to point out that the Gad's 4-D branding model and, consequently, the "4-D model for Dalmatia" as presented in this paper, is particularly applicable to tourism and in tourism because the tourism market has experienced (Posma, 2003) increasingly outstanding trends and tourist motives referring to spiritual, metal and social dimensions – physical socialising in the era of the internet and virtual socialising (Facebook). These trends and motives are combined with the functional dimension, involving an exceptionally clean and warm sea, scenic beauties, national parks, healthy food, specific Mediterranean mentality and life style, rich cultural and historical monuments and phenomena, some of which are protected by UNESCO. Together, these dimensions are intertwined into an exceptionally appealing marketing product that entirely meets the modern requirements of the tourism market.
3. Statistic data on physical turnover in tourism prove that Istria, a kindred and nearby Croatian tourism region, achieves relatively better results in tourism than Dalmatia although it is smaller, has fewer inhabitants and less attractive natural and cultural-historical resources. Yet it performs better, owing to a better structured tourism system and more coherent and consistent tourism policy. Furthermore, the authors conclude that the physical turnover in Dalmatia is, to a certain extent, due to the so-called "random tourism" with non-formal and non-systematic forms of tourism promotion, promotion transmitted orally, fragmented research and the pursuit of tourists, and the like. If Dalmatia was organised as a successful tourism brand, the end results would be much better. This would have beneficial impacts on the economic and social development of the region as well. It ought to be emphasised that this process should never and in no way threaten the intrinsic regional values such as natural, cultural-historical, anthropological, socio-cultural or any other genuine values. However, regardless of the desired and targeted sustainability of tourism development, some forms of adverse tourism impacts are inevitable and are going to disturb the fragile balance with regard to the genuineness and authenticity of Dalmatia and its people.
4. Finally, it should be asserted that the basic constraints for a planned and systematic tourism development in the Republic of Croatia lie in the fragmentation of counties, towns and municipalities as the units of medium and lower territorial organisation of the country. Strict and rigid administrative boundaries divide the counties and towns and are especially pronounced in areas where differing political options rule the neighbouring administrative units which represent "modern fortresses" inhibiting the natural and free development of economic, social and tourism systems.
The authors consider this problem as the essential and the most serious constraint to a systematic approach to tourism development in the Republic of Croatia and, perhaps, in some other countries which share the similar social-economic organisation and are burdened with a similar legacy of former socio-economical system and post-transition experience. Such countries remain under heavy influence of politics, centralised power, inert legislation and insufficient awareness of the importance of a strong social, economic and tourism development of a region as a framework of each developed state and society.
The solutions should be searched for in the new regional organisation of the Republic of Croatia. When designing Croatian regions and defining their boundaries, the new organisational architecture definitely ought to take into consideration the "natural and historical development" as well as the requirements of the social, economic and tourism development.
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� Out of 50 phenomena in the Republic of Croatia that have been included in the UNESCO List of Non-Material Cultural Heritage, over 10 are geographically associated with Dalmatia. 


� The UNESCO World Heritage List includes the following monuments in Dalmatia: Diocletian Palace and Medieval Split, St. Jacob’s Cathedral in Šibenik, Historical Core of Trogir, Dubrovnik Old Town and Starigrad Plain. The Plitvice Lakes National Park is in the vicinity of Dalmatia, practically in its geographical hinterland. More at: http://croatia.hr/en-GB/Discover-Croatia/UNESCO-Heritage


� More at: http://croatia.hr/en-GB/Discover-Croatia/UNESCO-Heritage 


� The Institute for Tourism is currently designing a new strategy of the development of Croatian tourism. The new strategy should be completed by September 2012, suggesting the vision of Croatia's tourism development by 2020. Source: http://www.eurokonzalting.com/financijske-usluge/novosti-iz-gospodarstva/109-u-tijeku-je-izrada-strategije-razvoja-hrvatskog-turizma


� As the creation of nations and states have always been largely affected by natural and geographical aspects, the latter are considered as the starting point for any regionalisation, in particular due to the fact that naturally shaped regions change very little over time (Klarić, 2005).





