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SAZETAK: U radu se prikazuju rezultati istraZivanja ostvarene marketinske komunikacije iz-
medu marine (nauti¢ke ponude) i nautiara (nauticke potraznje). IstraZivanje je provedeno na repre-
zentativnom uzorku marina u Republici Hrvatskoj, a dobiveni podaci su analizirani razli¢itim statis-
ti¢kim metodama. Dobiveni rezultati su pokazali da marine ne koriste u dovoljnoj mjeri promotivne
aktivnosti kako za ostvarivanje tako i za ofuvanje odnosa s nautickom potraznjom. Dokazano je pos-
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1. UVOD

Upoznatost potrosaca s postojanjem de-
stinacije, odnosno njezina informacijska do-
stupnost uz atraktivnost prostora, izgrade-
nost smjeStajnih kapaciteta 1 prometna dos-
tupnost preduvjeti su za stvaranje turisticke
destinacije (Butler, 1980; Prideaux, 2000;
Page, Connell, 2006; Kozak, Balogu, 2010;
Pirjevec, Kesar, 2002). Turisticku destina-
ciju mnogi autori definiraju kao prostor u
kojem turisti namjeravaju boraviti kada su
izvan svog domicila (Travis, 1989; Howie,
2003; Jafari, 2005; Cooper, 2008). Taj pro-
stor moze biti jedna lokacija (veli¢ine sela,
grada, regije, zemlje i $ire) ili viSe lokacija
kao dio ture. Destinacija je, dakle, prostor s
nekim oblikom stvarne ili percipirane gra-
nice (Kotler, Bowen, Makens, 2006:888). U
nautickom turizmu definiranje destinacije
moze se vezati za plov, jer su mora medu-
sobno vezana, iako razdijeljena drzavnim
granicama ¢ine cjelinu. Stoga je u nautic-
kom smislu pojam destinacije najbolje defi-
nirati kao prostor na kojem nauti¢ar boravi
ili po kojem plovi sa svojim plovilom. Nau-
tiari destinaciju ne pronalaze kao jedin-
stveni geografski definiran pojam destina-
cije nego se taj pojam ravnomjerno koristi
kako za pojedina¢nu marinu tako i za regiju,
zemlju kao cjelinu, a i Sire (Znidar,
2011:236).

Nauti¢ari su iznimno mobilni posjetitelji
‘kojima je kretanje - plovljenje motiv puto-
vanja. Sama luka nautickog turizma - ma-
rina predstavlja polaziste uz koje se veze
odabir turisti¢ke destinacije. Marina je os-
novni smjestajni kapacitet u nautickom turi-
zmu, dok druge luke i lu¢ice mozemo smat-
rati komplementarnim smjestajnim kapaci-
tetima. Marina je tip luke u kojoj vlasnici
brodova mogu unajmiti za sezonu ili godinu
vez u moru (vodi) ili mjesto na kopnu te
luke za tranzitne brodove za koje se unaj-
mljuje dnevni vez, tj. nocenje za brod (Eu-
rostat, 2007; Sariisik, Turkay, Akovac,

1. INTRODUCTION

Consumers’ familiarity with the existence
of the destination, i.e. its information acces-
sibility along with the location attractiveness,
accommodation facility development and
traffic accessibility are prerequisite condi-
tions for creating a tourism destination (But-
ler, 1980; Prideaux, 2000; Page, Connell,
2006; Kozak, Balogu, 2010; Prijevec, Kesar,
2002). A tourism destination, according to
many authors, is defined as a place, where
tourists intend to stay when they are out of
their domicile (Travis, 1989; Howie, 2003;
Jafari, 2005; Cooper, 2008). That place can
be one location (size of a village, town, city,
region, country or larger entity) or more lo-
cations as part of a tour. Consequently, a
destination is a place with some form of real
or perceived border (Kotler, Bowen, Makens,
2006:888). In nautical tourism the definition
of the destination can be connected to sailing,
because seas, despite of being separated by
state borders, are connected to each other and
thus create one whole. Hence in nautical
sense the concept of destination is best to be
defined as a place, where a nautical tourist is
staying or on which he is sailing with his
vessel. Nautical tourists don’t find the desti-
nation as a unique geographically defined
concept, but the concept is equally used for a
single marina as well as for a region, a coun-
try or a larger entity as a whole (Znidar,
2011:236).

Nautical tourists are extremely mobile
visitors who consider the movement — sailing
to be the motive of their journey. The port of
the nautical tourism itself — the marina is a
starting point, which the tourism destination
selection is connected to. A marina is a basic
accommodation capacity in nautical tourism,
while other harbours and ports can be re-
garded as complementary accommodation
capacities. A marina is a type of port where
vessels owners can lease a berth on sea (wa-
ter) or a place on land for a season or a year,
but also ports for transit vessels that are
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2011; Dulci¢, 2002). Pojedina¢na marina
¢ini temelj svake nauti¢ke destinacije bez
obzira predstavlja 1i destinaciju i/ili plov
koji ukljucuje isplov iz marine i plov duz
obale jedne ili vise zemalja.

Na zasi¢enom trziStu turistiC¢kih proiz-
voda destinacije se diferenciraju svojom po-
nudom baziranom na povijesnim, kulturnim,
institucionalnim 1 prirodnim ¢&imbenicima
(Buhalis, 2000; Vaz, 2007). U nauti¢kom
turizmu diferencijacija se najce$ce temelji
na geografskom polozaju marine. Neke od
marina diferenciraju se i specificnom ponu-
dom namijenjenom odredenom odabranom
dijelu potencijalnih potrosaca te se sukladno
tome pozicioniraju na trzistu. Percepcija tu-
rista o nekoj destinaciji kao optimalnoj za
zadovoljenje njegovih potreba predstavlja
jedan od temelja za donoSenje odluke o ku-
pnji (Cooper, 2008; Kotler, Bowen, Ma-
kens, 2006; MacKay, Smith, 2006). Marke-
tinSka komunikacija obuhvaca razliCite na-
¢ine komunikacije izmedu ponudacda, pot-
roSaca, ali 1 drugih subjekata Sire javnosti.
Za turizam je oglasavanje najvaznija od svih
marketinskih  komunikacija  (Manfredo,
Bright i Haas, 1992:339), prije svega jer su
u njega uloZena najveca sredstva. Danas se
u marketinskoj komunikaciji sve ¢e$ée ko-
riste nove tehnologije. Internet daje novu
dimenziju u promociji turizma koristenjem
drustvenih mreza (Li, Bernoff, 2010), virtu-
alnih zajednica i stvarnosti (Wang, Yu, Fe-
senmaier, 2002:412), kao 1 virtualne sate-
litske tehnologije. Prikazi web kamera u
stvarnom vremenu, virtualne Setnje i sate-
litske snimke omogucuju vizualizaciju des-
tinacije te se na taj nafin smanjuje rascjep
zbog prostorne udaljenosti nauti¢ke ponude
i potraznje. Iskustveni marketing mogucée je
primijeniti u turizmu upravo zahvaljujuéi
ovim tehnologijama. Pine 1 Gilmore
(1999:201) predvidaju da ¢e u buduénosti
potrosnja biti vodena iskustvima. Iskustveni
marketing predstavlja marketinske akcije
koje kupcima daju duboka opipljiva iskus-
tva s kojima ¢e oni dobiti dovoljno kvalitet-
nih informacija da bi donijeli ispravnu od-

leasing daily berths, i.e. overnight berths (Eu-
rostat, 2007; Sariisik, Turkay, Akovac, 2011;
Dul¢i¢, 2002). A single marina is considered
to be the basis of every nautical destination,
whether it represents the destination by itself
and/or sailing which include leaving from the
marina and sailing along the cost of one or
more countries.

On the saturated market of tourism prod-
ucts the destinations are differentiated by its
supply based on historical, cultural, institu-
tional and natural factors (Buhalis, 2000;
Vaz, 2007). In nautical tourism the differen-
tiation is usually based on the marina’s geo-
graphic location. Some of the marinas differ-
entiate with its specific supply intended for a
specific group of potential consumers and
according to that they are positioned on the
market. Tourists’ perception of a destination’
as optimal for fulfilling its needs is one of the
basics for making decision on buying (Coo-
per, 2008; Kotler, Bowen, Makens, 2006;
MacKay, Smith, 2006). Marketing commu-
nication comprises different modes of com-
munication between the supplier, consumer
and other entities of the general public. Ad-
vertising is the most important marketing
communication in tourism (Manfredo, Bright
and Haas, 1992:339) first of all because the
largest financial resources are invested in it.
Today new technologies are more and more
frequently used in marketing communication.
Internet gives a new dimension in tourism
promotion using social networks- (Li,
Bernoff, 2010), virtual communities and re-
ality (Wang, Yu, Fesenmaier, 2002:412) and
virtual satellite technologies. Real-time web-
cam images, virtual tours and satellite images
facilitate visualization of the destination and
thus reduce the rift due to the spatial distance
of the nautical supply and demand. Experien-
tial marketing is applicable in tourism pre-
cisely as a result of these technologies. Pine
and Gilmore (1999:201) have estimated that
in future consumption will be led by experi-
ence. Experiential marketing represents mar-
keting actions that provide a tangible experi-
ence to the buyers so that they can get
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luku o kupnji (Cooper, 2008; Alistair, 2006;
Williams, 2006).

S napretkom tehnologije ne gubi se pot-
reba za osobnim kontaktom i individualiza-
cijom prodaje usluga u turizmu, a tako i na-
uticke usluge (Kotler, Bowen, Makens,
2006; Jafari, 2005; Kolb, 2006). Osobna
prodaja predstavlja jedan od temeljnih ele-
menata turisticke promocije, bilo da se od-
vija na sajmovima ili na recepciji smjestaj-
nih objekata (Malviya,2005:120). Ona je
ujedno i najces¢e koristen oblik prodaje u
nautici. Percepcija kvalitete nauticke usluge
gradi se isklju¢ivo na odnosu nautiCara -
potro$aca i marine - pruzatelja usluge (Go-
eldner, Ritchie, 2009). Naravno da ne treba
zanemariti 1 vaznost unaprjedenja prodaje i
direktnog marketinga kako kod ocuvanja
"starih kupaca" i podizanja njihova zado-
voljstva tako i kod osvajanja novih. Turis-
ticko trziste je danas viSe usmjereno na po-
tvrdu kup&evog izbora nego na poticanje za
kupnju novih proizvoda. Istrazivanja (Rie-
chheld, Saser, 1990; Riechheld, Teal, 1996;
Gjivoje, 2008) potvrduju da povecanje lo-
jalnosti od svega 5% uvjetuje povecanje do-
biti od 25 do 125%.

Jedan od elemenata koji je neophodan za
stvaranje sigurnosti kod korisnika usluge
svakako je stvaranje marke. Osebujna osob-
nost marke moze pomo¢i u stvaranju skupa
jedinstvenih i povoljnih sje¢anja u memoriji
potrosaca i na taj nacin izgraditi i poboljSati
marku (Keller, 1993; Johnson, Soutar i
Sweeney, 2000; Phau i Lau, 2000; Ekinci,
Hosany, 2006). Cilj koriStenja marke u me-
dunarodnom turizmu jest identificirati us-
luge ponudaca odredene zemlje i omoguiti
njihovu diferencijaciju u odnosu prema
konkurentima. Budué¢i da u turizmu, kao i
kod drugih usluga, zbog neopipljivosti pos-
toji problem njezine percepcije, politika
marke vizualizira nematerijalne elemente
usluga u turizmu - ime, znak, dizajn (Cai,
Gartner, Munar, 2009; Ozreti¢ DoSen, Pre-
bezac, 1998; Keller, 1993). Stoga se stvara-
njem marke usluge ostvaruje mogucnost

enough quality information in order to make
the right purchase decision (Cooper, 2008;
Alistair, 2006; Williams, 2006).

With technology improvement the need
for personal contact and individualisation of
sales in tourism services, nautical services
included, is not lost. (Kotler, Bowen, Mak-
ens, 2006; Jafari, 2005; Kolb, 2006). Per-
sonal selling is one of the basic elements of
tourist promotion whether it is held on fairs
or at the reception desks of the accommoda-
tion facilities (Malviya, 2005:120). It is also
the most used form of nautical sales. The
perception of the nautical service quality is
created exclusively on the relationship nauti-
cal tourist — consumer and marina — service
provider (Goeldner, Ritchie, 2009). Of
course, we shouldn’t underestimate the im-
portance of sales and direct marketing im-
provement in retaining "old buyers" and ris-
ing their satisfaction level as well as in win-
ning new customers. The tourism market to-
day is more headed to the buyer’s choice af-
firmation than to encouragement to buy new
products. Research (Riechheld, Saser, 1990;
Riechheld, Teal, 1996; Gjivoje, 2008) has
confirmed that customer loyalty increase of
just 5% results in profit increase from 25 to
125%.

One of the essential elements for creating
a sense of security to service users is defi-
nitely a brand building. Distinctive brand in-
dividuality can help in creating number of
unique and favourable memories in con-
sumer’s memory and thus build and improve
the brand (Keller, 1993; Johnson, Soutar i
Sweeney, 2000; Phau i Lau, 2000; Ekinci,
Hosany, 2006). The goal of branding in in-
ternational tourism is to identify the services
of a specific country provider and to provide
its differentiation towards the competition.
Since in tourism like in other types of ser-
vices there is a problem of its perception for
its impalpability, brand policy visualises non
material elements of the tourist services —
pame, sign, design (Cai, Gartner, Munar,
2009; Ozretié Dogen, PrebeZac, 1998; Keller,
1993) and thus recognizes the possibility of
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smanjenja rizika pri odluci o kupnji za pot-
roSace koji imaju nedostatak vremena, a iz-
nimno §irok izbor sli¢nih usluga.

2. POSEBNOSTI USLUGA
NAUTICKOG TURIZMA

Nauticka usluga specifi¢na je u odnosu
na druge usluge u turizmu jer odnos kupca i
prodavatelja usluge ukljucuje 1 kupcevo
plovilo kao objekt nad kojim se vrsi usluga
bez obzira na prisutnost vlasnika. Smjestaj
skupocjenog plovila nosi sa sobom visok ri-
zik koji ¢e kupac pokusati minimizirati pri-
kupljajuéi sto veci broj informacija o ma-
rini. Stoga kupovanje usluge godiSnjeg veza
predstavlja kupovinu s visokom ukljuc¢eno-
$¢u kupca (Kotler, Keller, 2008:200). Od-
luka o kupnji nekog proizvoda ili usluge
Cesto je vezana za zivotni stil kupca (Thyne,
Laws, 2004:248). Nauticki turizam je cesto
odraz i1 Zivotnog stila (Jennings, 2006:14),
zato se odabirom plovila iskazuje i stav o
moru, prirodi, ali i sebi samome. Vrlo Cesto
i odabir marine predstavlja videnje sebe.

lako se opcenito u turizmu velika sred-
stva troSe u samu promociju usluge (Cai,
Gartner, Munar, 2009; Cooper, 2008; Kot-
ler, Bowen, Makens, 2006), iznimno je va-
7no ravnomjerno razvijati sva Cetiri ele-
menta marketinskog miksa (Eccles, 1995).
U konacnici, ekonomske ucinke koje donosi
promocija potrebno je mjeriti kako bi se
vrednovali efekti te u skladu s njima postu-
palo u buducénosti (Kotler, 1993; Webster,
Ivanov, 2006). Budu¢i da se povecana dobit
Cesto stjeCe unaprjedenjem prodaje, ocito je
da su najzanimljiviji i najvrjedniji oni tes-
tovi kojima se mjeri utjecaj promocije na
prodajne rezultate. Utvrdivanjem utjecaja u
ekonomskom smislu moguce je utvrdivati
svojevrsnu uspjeS$nost promocije koja se
odituje odnosom prihoda od realizacije proi-
zvoda prema rashodima za promociju istih
proizvoda (Cheuk i dr., 2010; Robinson,
Heitmann, Dieke, 2011; Franciskovié,
Tomljanovi¢, 2001). Koliki je stvarno efekt

risk reduction in decision on buying for con-
sumers who have lack of time and extremely
wide selection of similar products.

2. SPECIAL CHARACTERISTICS
OF NAUTICAL TOURISM
SERVICES

Nautical service is a specific service as
compared to other tourist services because
the service buyer — seller relation includes
the buyer’s vessel as an object of the service
regardless of the presence of its owner. The
accommodation of the expensive vessel bears
high risk that the buyer will try to minimize
by gathering as much information about the
marina as he can find. Hence the service pur-
chase of an annual berth is a high involve-
ment purchase (Kotler, Keller 2008:200).
The decision to buy a product or a service is
often linked to the buyer’s lifestyle (Thyne,
Laws, 2004:248). Nautical tourism is often a
reflection of a lifestyle as well (Jennings,
2006:14), so the selection of a vessel is an
expression of a person’s attitude towards the
sea, nature and the person itself, thus the se-
lection of a marina often represents a self-
perception.

Although in tourism in general large
amounts of money are being spent on the
service promotion itself (Cai, Gartner, Mu-
nar, 2009; Cooper, 2008; Kotler, Bowen,
Makens, 2006), it is highly important to de-
velop all four elements of the marketing mix
equally (Eccles, 1995). Finally, the eco-
nomical effects of the promotion are to be
measured in order to evaluate these effects
and in accordance with them act in the fu-
ture (Kotler, 1993; Webster, Ivanov, 2006).
Since the increased profit is often gained
with sales improvement, obviously the most
interesting and the most valuable tests are
those for measuring the effects of the pro-
motion on the sales results. By determina-
tion of the effects in economical sense it is
possible to determine specific promotion ef-
ficiency shown by product realization reve-
nue — promotional expenses relation (Cheuk
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od promocije iznimno je teSko utvrditi, jer
Jje tesko izolirati te efekte od ostalih utjecaja
koje ima poslovanje turistickog subjekta, ali
i utjecaja koje ima okolina i konkurencija u
njoj.

3. METODOLOGIJA
ISTRAZIVANJA

Cilj istrazivanja bio je utvrditi koje me-
tode promotivnih aktivnosti koriste marine u
promociji svojih usluga te dovodi li imple-
mentacija nekih aktivnosti do poboljsanja
pokazatelja uspje$nosti marina izrazenih u
fizi¢kim i vrijednosnim pokazateljima. Kao
vrijednosni pokazatelj promatra se ostvareni
financijski rezultat i postignuta prosjena
cijena najma veza, dok se kao fizi¢ki poka-
zatelji relevantni za marine promatraju pro-
sjecna duljina plovila na godi$njem vezu i
popunjenost marine.

Istrazivanje' je provodeno od listopada
2008. godine do lipnja 2009. godine meto-
dom anketiranja, a obuhvatilo je cjelokupnu
populaciju hrvatskih marina.

Iz ukupne populacije marina, odgovara-
njem na upitnik, u istraZivanju je sudjelo-
vala 31 marina $to ¢ini 63,26% svih hrvats-
kih marina, a one raspolazu s 84,46%
(14.229) od ukupno 16.847 vezova u Repu-
blici Hrvatskoj. Uzorak se moZe smatrati
reprezentativnim jer ukljuéuje 63,26% svih
marina i 84,46% svih raspolozivih vezova te
ukljucuje sve kategorije marina u omjeru
kao u populaciji. Ispitanici su geografski ra-
sporedeni duz cijele obale, a njihova sezo-
nalnost poslovanja je u omjeru kao i u uku-
pnoj populaciji. Istovjetni udio marina u sa-
stavu ACI-ja u uzorku (41,93%) i u popula-

et al., 2010; Robinson, Heitmann, Dieke,
2011; Franciskovi¢, Tomljanovi¢, 2011). It
is highly difficult to determine how strong
the real promotional effect is, because it is
hard to isolate these effects from all the rest
effects of the tourism entity’s business and
from the effects of the environment and its
competition in it.

3. RESEARCH METODOLOGY

The goal of this research was to deter-
mine what promotional activities methods
are used by marinas to promote their ser-
vices and whether the implementation of
certain activities leads to improvement of
the marina’s effectiveness indicators ex-
pressed in physical and value indicators.
The achieved financial result and the aver-
age berth lease price are used as value indi-
cators, and the average length of the vessel
on yearly berth and the marina’s occupancy
rate are used as physical indicators relevant
for the marinas.

This research' has been conducted from
October 2008 to June 2009 by survey
method and has covered the whole popula-
tion of Croatian marinas.

From all marinas’ population 31 marina
took part in the research by filling in the
questionnaire, which is 63.26% of all Croa-
tian marinas, and they are managing 84.46%
(14,229) of total 16,847 berths in the Re-
public of Croatia. The sample is considered
to be representative because it includes
63.26% of all marinas and 84.46% of all
available berths, and it includes all category
marinas in proportion as in the population.
The respondents are geographically located
along the sea coast and their business sea-
sonality is in the same proportion as in the

" Istrazivanje je provedeno za potrebe izrade doktorske disertacije Krce Mio¢i¢, B. (2011.) Valorizacija
ekonomskih komponenti razvoja nautickog turizma. Doktorska disertacija. Sveuéilidte u Zagrebu Ekonomski
fakultet, te su rezultati istrazivanja dio ovog neobjavljenog rada.

The research was conducted for the purpose of writing a doctoral dissertation Krce Mio¢i¢, B. (2011) Valuation
of the economic development components of nautical tourism. Doctoral dissertation. University of Zagreb,
Faculty of Economics and Business. These results are part of this unpublished paper.
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ciji (41,67%) i zastupljenost svih veli¢ina
marina daju ovom uzorku reprezentativnost.

Dobiveni podaci ponderirani su za pot-
rebe statisti¢ke analize tako da je svaki po-
jedinacan odgovor marine mnozen s bojem
vezova koje marina posjeduje. Broj vezova
odabran je za ponder jer predstavlja os-
novnu smjestajnu jedinicu u nautickom turi-
zmu za koju se vezu svi relevantni ¢imbe-
nici poslovanja marina.

4. REZULTATI ISTRAZIVANJA

4.1. Na¢ini koristenja marketinske
komunikacije marina

Marine su ve¢inom mala poduzeca s re-
lativno plitkom organizacijskom struktu-
rom. Ta struktura u 27,9% ispitanih marina
ukljucuje sektor marketinga, dok tek 10,7%
ispitanih marina posjeduje 1 odjel odnosa s
javnoséu.

Prema marketinskoj teoriji (Kotler,
Bowen, Makens, 2006; Cai, Gartner, Mu-
nar, 2009) veé pri stvaranju same usluge i
njoj pripadaju¢e marke o¢ekuje se postoja-
nje osnovnih elemenata — imena, loga (di-
zajna, simbola), slogana, boje i pakiranja -
kao temelja za ostvarivanje komunikacije s
trziStem. Prema ocekivanju, istraZivanje je
pokazalo da se sve marine sluze logotipom
te da se time ne razlikuju od ostalih sudio-
nika trzista. Istovremeno slogan s kojim se
predstavlja na trzi§tu nema 45% marina, a
16% marina (13,4% vezova) nema specifici-
ranu temeljnu boju marine. Cai, Gartner,
Munar (2009:157) pretpostavljaju postoja-
nje ovih elemenata kao obvezu za izlazak na
turisti¢ko trziste i upucivanje poruke poten-
cijalnim potro$ac¢ima. Istrazivanjem je uo-
&eno kako 26 marina kao specificiranu te-
meljnu boju koristi neku od nijansi plave
boje (tamnoplavu njih 15 te plavu njih 11).
Plavu boju naj¢es$¢e kombiniraju s bijelom
(16 marina), a po jedna marina je kombinira
s crvenom i Zutom. Samo jedna marina ko-
risti 4 boje kao temeljne, i to najmlada ma-

total population. The identical portions of
marinas in ACI system are in the sample
(41,93%) and in the population (41,67%) and
all sizes marinas are represented in this survey,
which gives this sample its representativeness.

The obtained data are pondered for sta-
tistical analysis so that every single answer of
the marina is multiplied by the number of
berths owned by the specific marina. The
number of berths is chosen for ponder be-
cause it is a basic accommodation unit in
nautical tourism that all marina’s relevant
business factors are connected to.

4. RESEARCH RESULTS

4.1. Marketing communications tools
of the marinas

The marinas are mostly small companies
with a relatively flat organization structure that
includes a marketing sector in 27,9% of the
questioned marinas, but only 10,7% of the res-
pondents have a public relations department.

According to the marketing theory (Kot-
ler, Bowen, Makens, 2006; Cai, Gartner,
Munar, 2009) in the process of creating a
service and its brand the five basic elements
— name, logo (design, symbol), slogan, col-
our and packaging — are expected to be the
basics for realization of marketing communi-
cation. As expected, the research has shown
that all marinas use a logo and thus not dif-
fering from the others participants on the
market. At the same time a slogan for market
representation lacks in 45% marinas, and
16% of the marinas (13,4% berths) don’t
have a specific basic colour of the marine.
Cai, Gartner, Munar (2009:157) consider
these elements to be prerequisite for going to
the tourism market and sending a message to
the potential customers. All 26 marinas that
have a specific basic colour use some varia-
tion of blue (dark blue is used by 15 and blue
11 of them). Blue colour is mostly combined
with white (16 marinas), one marina com-
bines it with red and one with yellow. Only
one marina uses 4 colours as basic and that is
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rina na trzi§tu. Sam po sebi logotip kao ob-
lik je bolje sredstvo identifikacije od boje
jer nije tako snazno osjetljiv na varijacije 1
utjecaje iz okruzenja. Prethodna istrazivanja
su pokazala (Matijasevic Mucko i dr,
2008:947) da marine regije u 95% slucajeva
koriste razli¢ite nijanse plave boje za vizu-
alnu identifikaciju te je kombiniraju u 42%
sluajeva sa Zutom ili u 38% s crvenom
bojom. Snazna upotreba plave boje koja
predstavlja more i nebo, dva najvaznija pri-
rodna elementa u nautici je ocekivana.
Marine u svojoj komunikaciji najvise ko-
riste nastupe na sajmovima (97%), potom
slijedi upotreba raznih tiskanih materijala,
kao $to su prospekti, leci i brosure koje ko-
risti 90% marina. Prema Malviya (2005:120)
upotreba tiskanih promotivnih materijala
uklju¢ivo i vodice je iznimno velika u turi-
zmu, ali i donosi znacajne rezultate u pove-
¢anju broja dolazaka turista. Oglasavanje u
tiskovinama koristi 87% marina. Najmanje
se koristi oglasavanje putem radija i televi-
zije (10% marina) te vanjsko oglasavanje
(16%). Zanimljivo je da marine ne prepoz-
naju posjedovanje vlastitih web stranica (a
posjeduju ih svi ispitanici) kao jedan od ob-
lika promocije marine, a svega 39% marina
odgovara da koristi internetsko oglaSavanje.

Daljnjom analizom promatrano je koliko
razli¢itih nadina marine koriste u svojoj
komunikaciji s trziStem. Za komunikaciju s
trziStem 60% marina koristi 4 razli¢ita na-
¢ina komuniciranja. Prosje¢no marine ko-
riste 4,03 nacina komunikacije (medijan
4,5), a svega 6 marina (koje raspolazu s
27,10% vezova) koristi iznadprosjecan broj
na¢ina komunikacije.

Hrvatska turisticka zajednica, krovna
organizacija za promociju hrvatskog turi-
zma, organizator je sudjelovanja gospodar-
skih subjekata u turizmu na 80-ak op¢ih i
specijaliziranih turistickih sajmova u emi-
tivnim zemljama. Neki od tih sajmova su
usko specijalizirani za podrucje nautike.
Nazalost, posljednjih godina broj specijali-
ziranih nauti¢kih sajmova na kojima sudje-

the youngest marina on the market. The logo
by itself as a form is a better identification
tool than the colour, because it is not that
highly sensitive to variations and impacts of
the surroundings. Previous studies have
shown (Matijjasevic Mucko et al., 2008:947)
that marinas in 95% cases use different
shades of blue for visual identification and in
42% they combine it with yellow or in 38%
with red colour. The strong use of the blue
colour, which represents the sea and the sky
as two most important natural elements, is
highly expected.

The marinas in their communication
mostly use fair appearance (97%), followed
by the use of different forms of printed ma-
terials like booklets, leaflets and brochures,
which are used by 90% of the marinas. Ac-
cording to Malviya (2005:120) the use of
printed promo materials, guides included, is
extremely high in tourism, but it also brings
significant results in increasing the number of
tourist arrivals. Newspaper advertising is
used by 87% of the marinas. The least used
advertising modes are radio and television
advertising (10% of the marinas) and outdoor
advertising (16%). It is interesting that mari-
nas don’t consider their own websites (al-
though all respondents possess one) to be a
form of marina’s promotion and only 39% of
the marinas have replied that they are using
internet advertising. :

Further analysis shows how many differ-
ent modes are used by marinas in their com-
munication with the market. For communi-
cation with the market 60% of the marinas use
4 different modes of communication. In
average marinas use 4.03 modes for commu-
nication (median 4.5) and only 6 marinas
(managing 27.10% of berths) are using above-
average number of modes of communication.

The Croatian National Tourist Board, the
umbrella organisation for promotion of
Croatian tourism, is an organiser of partici-
pation of business entities in tourism in about
80 general and specialist tourism fairs in out-
bound countries. Some of these fairs are
highly specialized in nautical tourism.
Unfortunately, in the last several years the



B. Krce Miogi¢: Valorizacija u¢inaka promotivnih aktivnosti u nautickom turizmu u Hrvatskoj

211

luje HTZ se smanjuje, tako da je u 2008. or-
ganizirano izlaganje na svega pet sajmova.
Ovo smanjenje prezentacije na specijalizi-
ranim sajmovima prema ekspertnom mislje-
nju direktora marina predstavlja jedan od
vec¢ih problema u promociji nautickog turi-
zma. Osim u organizaciji Hrvatske turis-
ticke zajednice, na specijaliziranim sajmo-
vima marine nastupaju i u organizaciji Ud-
ruzenja hrvatskih marina ili samostalno.

Veéina marina (96,6%) 2008. godine
sudjelovalo je na nautickim sajmovima u
organizaciji HTZ-a. Niti jedan ispitanik nije
sudjelovao na nespecijaliziranim sajmovima
HTZ-a. Ovakav stav ispitanika upucuje na
zaklju¢ak o nauti¢koj ponudi kao snazno
profilirano-specijaliziranom dijelu turizma,
koji percipira svoje kupce kao osobe koje e
u vrlo malom broju posjeéivati opce turis-
ticke sajmove. Utvrdeno je da ¢ak 77,42%
upravitelja marina nije zadovoljno radom
HTZ-a, a 67,1% marketinskih menadzera
nije zadovoljno imidzom koji ova organiza-
cija stvara o Hrvatskoj kao turistickoj desti-
naciji. Sustav upravljanja turizmom u Hr-
vatskoj definira HTZ kao krovnu organiza-
ciju koja upravlja, ali i preko koje se finan-
ciraju promotivne aktivnosti zemlje. Stoga
nauti¢ki sektor, iako nezadovoljan radom
HTZ-a, u velikom postotku sudjeluje na
sajmovima u njegovoj organizaciji.

Marine se Cesto (¢ak 83,1% ispitanika)
odlu¢uju na samostalno predstavljanje na
nekom od specijaliziranih nauti¢kih saj-
mova. Najce$¢e se odluuju predstaviti na
njemackom trziStu, koje je za njih i najvaz-
nije. Zakup prostora za samostalan nastup
na nautickim sajmovima ¢es¢e provode ma-
rine koje imaju popunjenost manju od 90%.

Na sajmovima od HTZ-a najceSce iz-
najmljuju prostor marine s popunjenos¢u od
91% do 95%, dok to najrjede ¢ine one sa
100% popunjenos¢u. Hi-kvadrat testom
utvrdeno je postojanje znacajnih razlika
(H=2180,398, ss=5, p<0,00) u nastupima na
specijaliziranim nauti¢kim sajmovima iz-
medu marina s razli¢itom popunjenoS¢u ve-

number of specialist nautical fairs with the
participation of the Croatian Tourist Board
has decreased, thus in 2008 there have been
organized exhibitions in only 5 fairs.
According to the expert opinion of the mari-
nas’ managers this presentation decrease on
specialist fairs is one of the biggest problems
in nautical tourism promotion. Except for the
organisation of the Croatian Tourist Board,
marinas also exhibit on specialist fairs in or-
ganisation of the Croatian Marinas Associa-
tion or independently.

Most of the marinas (96.6%) in 2008
have participated in nautical fairs organised
by the Croatian Tourist Board. None of the
respondents have participated in non spe-
cialist fairs of the Croatian Tourist Board.
This attitude of the respondents leads to a
conclusion that nautical supply is a highly
specialized tourism form that perceives its
customers as someone who will visit general
tourism fairs in a fairly small number. It has
been determined that no less than 77.42% of
marina’s managers is not satisfied with the
work of Croatian Tourist Board, and 67.1%
of marketing managers is not satisfied with
the image created by this organisation of
Croatia as a tourism destination. Tourist
management system in Croatia defines the
Croatian National Tourist Board as an
umbrella organisation for management, but
also for financing promotional activities of
the country. Hence the nautical sector,
although unsatisfied with the work of the
Croatian Tourist Board, in a large percentage
participates in fairs organized by them.

The marinas often (no less than 83.1% of
the respondents) decide to exhibit on their
own at a certain specialist nautical fair, mostly
at fairs on their most important, German
market. The marinas having less than 90%
occupancy rate more often rent exhibition
space on nautical fairs on a stand-alone basis.

From the Croatian Tourist Board exhibi-
tion space at the fairs is most often rented by
marinas with 91% to 95% occupancy rate,
and most rarely by those with 100% occu-
pancy rate. Chi-square test has determined
the existence of significant differences
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zova. Prosje¢na duljina plovila na godis-
njem vezu u marini predstavlja jedan od po-
kazatelja uspje$nosti poslovanja marine.
Stoga su testirane razlike u duljini plovila
smjestenih na godi$njim vezovima ovisno o
iznajmljivanju prostora od HTZ-a.

(H=2180.398, ss=5, p<0,00) in specialist
nautical fairs appearances between the mari-
nas with different berth occupancy rate. The
average vessel length at annual berth at the
marina is one of the business performance
indicators of the marina. Hence the differ-
ences in vessel length at annual berth are
tested depending on renting exhibition space
from the Croatian Tourist Board.

Tablica 1: Odnos marina koje iznajmljuju prostor od HTZ-a i duljine plovila na
godiSnjem vezu u moru i na kopnu

Table 1: The ratio between the marinas renting exhibition space from the Croatian
Tourist Board and the vessel length at annual berth on sea and land

Iznajmljujete li prostor od HTZ-a na sajmovima?

Do you rent exhibition space from the Croatian Tourist Board?

Duljina plovila u metrima na godi$njem vezu u moru
Vessel length in meters at annual berth on sea UKUPNO
TOTAL
9-10 10-11 11-12 12-13 13-14 | 14-15
Broj vezova -
Da | Number of berths 855 270 1403 3005 1008 1193 7734
Yes
% 81.0% | 32.1% | 35.1% | 86.1% | 552% | 43.8% 55.5%
Broj vezova
Ne | Number of berths 200 570 2590 485 818 1530 6193
No
% 19.0% | 67.9% | 64.9% | 13.9% | 44.8% | 56.2% 44.5%
Duljina plovila u metrima na godi$njem vezu na kopnu
Vessel length in meters at annual berth on land UKUPNO
TOTAL
9-10 10-11 11-12 | 12-13 13-14 | 14-15
Broj vezova
Da | Number of berths 2923 213 1700 718 990 584 7128
Yes
% 53.5% | 22.6% | 95.0% | 21.9% | 100% | 68.0% 53.5%
Broj vezova
Ne | Number of berths 2540 730 90 2558 0 275 6193
No
% 46.5% | 77.4% | 5.0% | 78.1% .0% 32.0% 46.5%

Izvor: Krce Mioci¢, B. (2011.) Valorizacija ekonomskih komponenti razvoja nautickog turizma.
Doktorska disertacija. Sveuciliste u Zagrebu, Ekonomski Jakultet., str. 322
Source: Krce Miocié, B. (2011.) Valuation of economic devetopment components of nautical tourism.

Doctoral dissertation. University of Zagreb

— Faculty of Economics and Business. pp.322
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Utvrdeno je postojanje znacajnih razlika
izmedu kategorija marina koje imaju razli-
¢itu prosje¢nu duljinu plovila u moru
(H=2609,173, ss=5, p<0,00) i na kopnu
(H=3846,328, ss=5, p<0,00) u njihovoj od-
luci o iznajmljivanju prostora na specijalizi-
ranim nautickim sajmovima. Direktna
prodaja predstavlja primarni nain prodaje
veza u hrvatskim marinama. Kao §to je
poznato, ovaj oblik prodaje sastoji se od
individualne, osobne komunikacije koja se
odvija bez posrednika i jedan je od oblika
direktnog marketinga. Jedna od temeljnih
prednosti ovog oblika komunikacije jest da
se odvija isklju¢ivo s ciljnom trziSnom
skupinom (Kotler, Bowen, Makens, 2006;
Cooper, 2008). Ovo je iznimno skup oblik
komunikacije s trziStem i koristi se na
trzi$tu gdje je neophodan individualni pris-
tup korisniku. Kupnja smjestaja plovila na
godisnji vez u moru/kopnu jest usluga koja
zbog vrijednosti, ali 1 specifi¢nosti svakog
pojedinaénog plovila, zahtijeva individuali-
zirani pristup korisniku. Svega 2,3% marina
ostvarilo je 2007. godine negativan financij-
ski rezultat, no znakovito je da su sve one
odabrale kao preferirani nacin plasmana
proizvoda internetsku prodaju na vlastitim
stranicama, a ne direktnu prodaju kako je to
napravila vecina marina (83,5%) s ostvare-
nim pozitivnim rezultatom.

Kljuéni element uspjeha na trzistu ne
predstavlja samo osvajanje novih korisnika,
nego i zadrZavanje nauticara koji ve¢ koriste
usluge marine. Jedan od nacina za ostvari-
vanje lojalnosti potrosaca je koriStenje neke
od strategija za zadrzavanje posjtitelja i
njena prilagodba nautickom turizmu.

Marine su u velikoj mjeri (93,4%) pre-
poznale potrebu uvodenja neke od strategija
zadrZavanja nautiara. Najveci ih broj daje
razli¢ite popuste vjernim korisnicima kao
oblik zadrzavanja pojsetitelja, a 40,5% ma-
rina ima uveden sustav klupskih nagrada.
Lewis ne nalazi razlikovnu kvalitetu u uvo-
denju klupskih nagrada jer ih nudi gotovo
svaka zrakoplovna kompanija i svaki hotel

Significant differences have been deter-
mined between the marinas’ categories
having different average vessel length on
sea (H=2609.173, ss=5, p<0.00) and on land
(H=3846.328, ss5, p<0.00) in their decision
on renting exhibition space at the specialist
nautical fairs. Direct selling is the primary
form of selling berths in Croatian marinas.
As already known, this form of sales con-
sists of individual, personal communication
conducted without mediators and represents
one of the forms of direct marketing. One of
the basic advantages of this communication
form is that it is conducted exclusively with
the target market (Kotler, Bowen, Makens,
2006; Cooper, 2008). This is a highly ex-
pensive form of communicating with the
market and it is used on the market where
an individual approach to the customer is
required. The purchase of the vessel alloca-
tion at annual berth on sea/land is a service
that requires an individual approach to the
customer because of its value and special
characteristic of every vessel in particular.
Only 2.3% of the marinas have realized
negative financial results in 2007, but it is
indicative that all of them for their preferred
product placement model have chosen
internet sales on their own web page, not di-
rect selling like most of the marinas (83,5%)
with realized positive results.

The key element for successful market-
ing is not only to capture new customers,
but to retain nautical tourists who have al-
ready been using marina’s services. One of
the ways how to gain customer loyalty is by
using some of the strategies to retain guests
and its adjustment to the nautical tourism.

To the large extent marinas (93,4%)
have recognized the necessity of introducing
strategies to retain nautical tourists. Most of
them offer different discounts to their faith-
ful customers as a form of retaining guests
and 40,5% of the marinas have introduced a
club award system. Lewis finds no differen-
tial quality in introducing club awards for
almost every airline company and every
hotel have them on their offer and these
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te smatra da su one postali uobicajeni alat
masovne prodaje (Lewis, 1997:47). Nijedna
marina nema u ponudi kategoriju osobnog
recepcionara koji se, na primjer, u bankar-
skom sustavu uvrijezio kao nuznost. Neke
druge oblike strategija zadrzavanja turista
koristi 11,8% ispitanika, no daljnja analiza
rezultata pokazuje da su to samo neki od
podoblika klupskih nagrada i popusta koju
ispitanici ne prepoznaju kao takvu.

awards have become an everyday tool of
mass selling (Lewis, 1997:47). None of the
marinas have a personal receptionist cate-
gory in their offer which is, for example,
considered to be a necessity in the banking
system. Some other forms of customer re-
tention strategies are used by 11.8% of the
respondents, but further result analysis
shows that these are only club award and
discount sub-forms and the customers don’t
recognize them as such.

Tablica 2: Odnos izmedu uvedenih strategija zadriavanja turista i popunjenosti marine

Table 2: The ratio between introduced tourist retention strategies and marina’s
occupancy rate

Imate li uvedenu neku od strategija zadrZavanja postojecih korisnika?

Have you introduced any of the retaining current users strategies?

Popunjenost marine / Marina’s occupancy rate UKUPNO
-80% | 81%-90% | 91%95% | 96%-99% | 100% | TOTAL
Broj vezova
Number of 1643 1660 1913 4223 1912 11351
Da | perths
Yes
% 85.7% 100.0% 89.3% 86.8% 52.5% 79.8%
Broj vezova
Number of 275 0 230 640 1733 2878
Ne | perths
No
% 14.3% 0.0% 10.7% 13.2% 47.5% 20.2%

Izvor: Krce Mioci¢, B. (2011.) Valorizacija ekonomskih komponenti razvoja nautickog turizma. Dok-
torska disertacija. Sveuciliste u Zagrebu Ekonomski fakultet. str.325

Source: Krce Mioci¢, B. (2011.) Valuation of economic development components of nautical tourism.

Doctoral dissertation. University of Zagreb —

Marine koje nemaju uvedenu neku od
strategija zadrzavanja korisnika imaju rela-
tivno dobru popunjenost marine, njih 88%
ima popunjenost veéu od 96%. Testiranje
razlika pokazuje postojanje razlika u popu-
njenosti marine s obzirom na uvodenje
strategija zadrzavanja postoje¢ih korisnika
(H=2418,161, ss=4, p<0,00).

Faculty of Economics and Business. pp. 325

Marinas that haven’t introduced any of
the user retention strategies have a relatively
good occupancy rate, 88% of them have oc-
cupancy rate higher than 96%. Difference
testing shows presence of differences in ma-
rina’s occupancy rate in relation to the in-
troduction of retaining current users strate-
gies (H=2418.161, ss=4, p<0.00).
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Koristenje novih tehnologija u svrhu
promocije i prodaje turisti¢kog proizvoda
postalo je standard. Marine biljeZe znacajan
porast upotrebe interneta u poslovanju.
Tako u usporedbi s 2006. godinom (Krce
Mioéi¢ 1 dr., 2006:1569) kada 17% marina
nije posjedovalo web mjesto, a dodatnih
37% je posjedovalo stranicu unutar matic-
nog poduzeéa koje nije izravno vezano za
nautiku, u 2008. godini znacajno je kako sve
marine imaju web izlog. Ipak on line rezer-
vaciju, koja je standard u uslugama u hote-
lijerstvu, posjeduje svega 14,3% marina, a
prodaju nauti¢ke usluge na svojim strani-
cama ostvaruje tek 9,7%. Koritenje nekih
drugih klasi¢nih internetskih promotivnih
elemenata biljezi neSto bolje rezultate,
sponzoriranje drugih stranica rabi 23,7%
dok je banere postavilo 34,9% ispitanika.
Navedeni je rezultat o¢ekivan jer je uobica-
jeno da charter kompanije koje svoja plovila
smje$taju u marinu na svojim stranicama
postavljaju i banere marine kao polazne
luke. U trenutku provodenja istrazivanja niti
jedna od marina nije ugradila elemente Web
2.0. u svoju internetsku promociju, dok u
veljac¢i 2010. godine ovu tehnologiju koristi
27% nezavisnih hotela u Hong Kongu (Law,
Ricci, Fuchs, 2011:234).

The use of new technologies for the pur-
pose of promotion and sales of the tourism
product has become a standard. The marinas
have recorded a significant growth in inter-
net use in their business. In 2006 (Krce
Miogié et al., 2006:1569) 17% of the
marinas had no web page and additional
37% possessed a web page within the
mother company not directly connected to
the nautical business. In 2008 all marinas
had a web shop, but an online reservation,
which is a standard in the hotel industry
services, possessed only 14.3% of the
marinas and nautical services sales on their
pages was realized by only 9.7% of them.
The use of other classic internet promo
elements records better results, sponsorship
of other pages uses 23.7%, and 34.9% of the
respondents have placed banners on their
pages. The above-mentioned results are
expected for it is customary for charter
companies placing their vessels in marinas
to place marina banners as starting ports on
their pages. At the moment of conducting
this research not one of the marinas had
installed elements of Web 2.0 in their
internet promotion, while in February 2010
this technology had been used by 27% of
independent hotels in Hong Kong (Law,
Ricci, Fuchs, 2011:234).
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Tablica 3: Odnos koristenja on-line prodaje i Ppopunjenosti marine

Table 3: Online sales use and marina’s occupancy rate ratio

Imaju on-line prodaju
Do they have online sales?

Popunjenost marine 2008
Marina’s occupancy rate in 2008 UKUPNO
81%- | 91%- | 96%- TOTAL
- 0, 0,
80% 90% | 95% | 99% 100%
Broi
o) vezova 0 0 0 | s00 | sso | 1380
Number of berths
da | % unutar i -li daj
ot mamo on-iine prodaju 0% | 0% | 0% |362% | 63.8% | 100.0%
YeS | 9% in We have online sales
% unut jenost mari %
AT POPURJEnost marine u %o 0% | 0% | 0% |103% | 24.1% | 9.7%
% in Marina’s occupancy rate in %
Broj vezova
1918 | 1660 | 2143 | 4363 | 2765 12849
Nuber of berths
ne | % unutar aju on-line prodaj
o unwiarnemaju on-tine prodaju 14.9% | 12.9% | 16.7% | 34.0% | 21.5% | 100.0%
"9 1 % in No online sales
% unutar popunjenost marine u %
. ) ) 100.0% | 100.0% | 100.0% | 89.7% | 75.9% | 90.3%
% in Marina’s occupancy rate in %
= | Broj vezova
= 1918 | 1660 | 2143 | 4863 | 3645 14229
E Number of berths
| % unutar posjedovanje on-line prodaje
O | T POseCovARC OTIe Prodae | 13 S0 11706 | 15.09% | 342% | 25.6% | 100.0%
E % in Possessing online sales
2 | % unutar popunjenost marine u %
% ) o, . 100.0% | 100.0% | 100.0% | 100.0% | 100.0% | 100.0%
% in Marina’s occupancy rate in %

Izvor: obrada autora

Source: author’s analysis

Law, Ricci, Fuchs (2011:331) u svojim
istrazivanjima dolaze do potvrde hipoteze
da posjedovanje, a i potom veéi broj dola-
zaka na neku web stranicu dovodi do pove-
Canja broja rezervacija, dolazaka i potroinje
turista. Temeljem rezultata ispitivanja moze
se potvrditi da je i u nautici primjenjiva ova
hipoteza jer marine koje koriste on-line pro-
daju imaju bolju popunjenost vezova na go-
diSnjoj razini. Testiranje razlika dokazalo je
postojanje znacajnih razlika (H=1484,657,
ss=4, p<0,00) u popunjenosti onih vezova
koje koriste on-line prodaju u svom poslo-

Law, Ricci, Fuchs (2011) in their re-
search came to hypothesis confirmation that
possessing a web page followed by an in-
creased number of visits leads to an increased
number of reservations, arrivals and bigger
tourist expenditure. Based on the results of
this research it can be confirmed that this hy-
pothesis is applicable in nautical tourism as
well because the marinas using online sales
have bigger berth occupancy rate on a yearly
level. Difference testing have proven the ex-
istence of significant differences
(H=1484.657, ss=4, p<0.00) in occupancy of
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vanju od onih koji ne koriste ovaj oblik pro-
daje. Provedenom analizom na temelju
Cramer's V koeficijenta korelacija (r=0,278,
p<0,00), a i Phi (@) koeficijenta korelacije
(r=0,278, p<0,00), moze se zakljuciti da
postoji pozitivna povezanost izmedu kori-
Stenja on-line prodaje veza i prosjecne du-
ljine plovila na godi$njem vezu u moru.

No, samo koriStenje vi§e medija nije nu-
Zno pozitivno i dostatno za ostvarivanje bo-
ljih poslovnih rezultata marine. Jedan od
zahtjeva koji se namece pred poduzece je
postojanje marketingke orijentacije podu-
zeca izrazene posjedovanjem marketinskog
plana te ostvaranje ucinkovitog medijskog
plana koji ¢e dati odgovore na pitanje gdje i
kada oglasavati, kako bi se postigli maksi-
malni udinci i ostvario Zeljeni sinergijski
efekt u oglasavanju.

Marketinski plan posjeduju 24 marine
(77%) i to su &el¢e manje marine jer uku-
pno posjeduju 74,3% vezova koji su sudje-
lovali u ispitivanju. Marine koje su ostvarile
negativan financijski rezultat (2,3%) u
prethodnoj godini u sljedecoj su godini
imale marketingki plan te medu njima pos-
toje znadajne razlike (H=111,27, ss=1,
p<0,00). Korelacijska analiza dovela je do
zakljucka da postoji negativna povezanost
izmedu posjedovanja marketinskog plana i
ostvarenog financijskog rezultata (Phi r=-
0,088, p<0,000). Opravdanje za ovakav re-
zultat nalazi se u pretpostavci da su marine
koje su ostvarile negativan financijski re-
zultat u prethodnoj godini shvatile nuZnost
posjedovanja marketinskog plana te su ga
implementirale u svoje poslovanje u tekucoj
godini. Nadalje je korelacijska analiza po-
kazala postojanje znacajne pozitivne pove-
zanosti izmedu posjedovanja marketinskog
plana i popunjenosti marine (Cramer's V
koeficijenta korelacija (r=0,420, p<0,00), a i
Phi (®) koeficijenta korelacije (r=0,430,
p<0,00)).

Osim izrazene marketinke orijentacije i
razradenog marketingkog plana u okviru
promocijskih aktivnosti za ostvarenje uspje-

those berths that are using online sales in
their business from those that don’t use this
form of sales. The analysis based on
Cramer’s V correlation coefficient (1=0.278,
p<0,00) and Phi (®) correlation coefficient
(r=0.278, p<0.00) comes to conclusion that
there is a positive correlation between the use
of online berth sales and the average length
of the vessel at annual berth on sea.

But the use of more media itself is not
necessarily positive and sufficiently for
achieving better business results of the marina.
One of the requirements imposed on the com-
pany is the existence of company’s marketing
orientation expressed in possessing a market-
ing plan and realizing effective marketing plan
which can offer answers to the questions
where and when to advertise in order to
achieve maximum effects and to realize the
preferred synergy effect in advertising.

The marketing plan is possessed by 24 ma-
rinas (77%) and more frequently these are
smaller marinas because they possess in total
74.3% of berths participating in the survey.
Marinas with negative financial results (2.3%)
in the previous year in the following year had
a marketing plan and there are significant dif-
ferences between them (H=111.27, ss=1,
p<0.00). The correlation analysis led to a con-
clusion that there is a negative correlation
between the possessing a marketing plan and
the achieved financial result (Phi r=-0.088,
p<0.00). The justification of this result lies in
the assumption that the marinas achieving
negative financial results in the past year have
understood the necessity of possessing a mar-
keting plan and implemented it in their busi-
ness in the current year. Furthermore, the cor-
relation analysis has shown the existence of a
significant positive correlation between pos-
sessing a marketing plan and marina’s occu-
pancy rate (Cramer’s V correlation coefficient
(r=0.420, p<0.00) and Phi (®) correlation co-
efficient (r=0.430, p<0.00)).

In addition to an expressed marketing ori-
entation and a detailed marketing plan as ele-
ments of the promotional activities for a suc-
cessful market appearance, a marina must pos-
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Snog nastupa na trzi$tu, marina mora imati
izraden i implementiran plan oglasavanja.
Posjedovanje medijskog plana prema dosa-
da$njim znanstvenim spoznajama treba do-
vesti do poboljSanja u performansama pos-
lovnog subjekta koji ga primjenjuje pa suk-
ladno tome i marina (Abrarr, Beffon, Ford,
1994; Kotler, Keller, 2008; Kotler, Bowen,
Makens, 2006; Cooper, 2008). Plan oglasa-
vanja za 2008. godinu imalo je 77% marina
(koje upravljaju s 68,8% vezova). Istraziva-
nje je pokazalo da sve marine koje imaju
relativno nisku popunjenost (do 85%) pos-
Jjeduju medijski plan. Veéina onih marina
koji ga nemaju (85,2%) imaju 95% i veéu
popunjenost kapaciteta. Testiranjem razlika
Hi-kvadrat testom utvrdeno je postojanje
znaCajnih  razlika (H=4444,085, S$=6,
p<0,00) u popunjenosti kapaciteta s obzirom
na posjedovanje medijskog plana za 2008.
godinu. Iz ovih rezultata moZe se zakljuditi
da kada popunjenost kapaciteta ispitanika
dosegne razinu 95% i vie, marine ne izra-
duju medijski plan, vjerojatno zbog pretpo-
stavke da im ne treba promoviranje u viso-
koj popunjenosti koju imaju. Ovakvo pona-
Sanje pretpostavlja promociju samo kao alat
za privlaCenje novih korisnika, $to svakako
nije jedina njezina uloga. Testiranje razlika
Hi-kvadrat testom takoder je pokazalo kako
postoje znacajne razlike (H=111,266, ss=1,
p<0,00) u ostvarenom financijskom rezul-
tatu onih marina koje imaju medijski plan i
onih koje ga nemaju.

4.2. Potro$nja marina na
marketinS$ku komunikaciju

PotroSnja marina na marketiniku komu-
nikaciju relativno je niska na sadaSnjem za-
si¢enom turistickom trzistu, ukoliko kao us-
poredbu uzmemo da je Procter&Gambel za
promociju tijekom 1990-ih trosio 11,8%
ukupnih prihoda (Batra i dr., 2009). Razlog
tome zasigurno leZi i u iznimno jakom rastu
nauticke potraznje tj. povecanju broja plo-
vila u odnosu na relativno blag rast broja

sess an implemented advertising plan as well.
According to scientific studies, possessing a
media plan should lead to performance im-
provement of the business entity applying it
and, consistently with that, of marinas as well
(Abrarr, Beffon, Ford, 1994; Kotler, Keller,
2008; Kotler, Bowen, Makens, 2006; Cooper,
2008). An advertising plan for 2008 had 77%
of the marinas (managing 68.8% of the
berths). The research has shown that all mari-
nas having a relatively low occupancy rate (up
to 85%) possess a media plan. Most of the ma-
rinas that don’t have one (85,2%) have occu-
pancy rate of 95% or higher. Difference test-
ing by Chi-square test has determined the ex-
istence of significant differences
(H=4444.085, ss=6, p<0.00) in capacity occu-
pancy rates in regard to a media plan for 2008.
From these results it can be concluded that
when the capacity occupancy rate of the re-
spondent has reached 95% and higher, the ma-
rinas are not developing a media plan, proba-
bly because they assume they do not need pro-
motion in their high occupancy. This kind of
behaviour assumes that promotion serves only
as a tool for attracting new customers which is
not its only role. Difference testing by Chi-
square test has also shown that there are sig-
nificant  differences (H=111.266, ss=1,
p<0.00) in the achieved financial results of
those marinas that have and those that haven’t
got a media plan.

4.2. Marinas’ expenditure on
marketing communication

Marinas’ expenditure on marketing com-
munication is relatively low on the present
saturated tourism market comparing to the fact
that Procter&Gambel for its promotion in the
1990’s had spent 11.8% of their total revenue
(Batra i dr., 2009:555). The reason for that
sorely lies in the extremely high growth of
nautical demand, i.e. in the increased number
of vessels in relation to the relatively mild
growth of number of berths. Research results
have shown that 59.6% of the respondents on
a yearly basis have occupancy rate higher than
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vezova. Rezultati istrazivanja pokazali su da
59,6% ispitanih marina ima na godisnjoj ra-
zini popunjenost vecu od 96%, dok svega
25,2 % marina ima popunjenost manju od
90%.

Prema istrazivanjima Goeldnera 1 Ritc-
hiea (2009), poduzeéa u turizmu troSe oko
3% ukupnih prihoda za medijsku promo-
tivou kampanju i jo§ 3% za druge oblike
promocije. Istrazivanjem je ustanovljeno da
39% subjekata u nautickom turizmu trosi na
promociju od 5 do 10% ukupnog prihoda,
sljedeé¢ih 37% tro§i na promociju od 1 do
5% ukupnog prihoda, a ostatak od 24% su-
bjekata trosi ispod 1% ukupnog prihoda na
promociju. Promatrano u apsolutnim izno-
sima koji se izdvajaju za promociju, najvise
marina (55% s 48,2% udjela u broju ve-
zova) ulaze u godi$nju marketinsku komu-
nikaciju od 100.000,00 do 250.000,00 kn.
Samo jedna marina (s 11,9% udjela u vezo-
vima) na marketinsku komunikaciju trosi od
500.000,00 do 750.000,00 kn, dok ¢ak 23%
marina (16,3% vezova) na marketinsku ko-
munikaciju tro$i manje od 50.000,00 kn.

Ocekivano je da marine visih kategorija,
$to u nauti¢koj ponudi oznacava i bolju
kvalitetu pruzene usluge, znaajno vise
trode na marketinsku komunikaciju. IstraZi-
vanje potvrduje da se za promociju vezova
marina 1. kategorije (80,2% vezova) najce-
$¢e trodi od 50.000,00 do 250.000,00 kn.
Kod marina druge kategorije takoder prev-
ladavaju one koje na marketindku komuni-
kaciju trose do 250.000,00 kn (76,9%).
Unutar vezova u marinama III. kategorije
njih 84,5% tro$i na marketindku komunika-
ciju do 250.000,00 kn. Potro$nju za marke-
tinsku komunikaciju iznad 500.000,00 kn
ostvaruju samo vezovi druge kategorije, 1 to
njih 21,4%. Testiranjem razlika Hi-kvadrat
testom utvrdeno je da postoje znacajne raz-
like (H=6885,425, ss=8, p<0,00) izmedu ra-
zine potro$nje na marketinsku komunikaciju
i kategorije marina. Istovremeno je utvr-
deno da se u okviru apsolutne visine sreds-
tava koja se trose za marketinsku komuni-

96% and only 25.2% of the marinas have oc-
cupancy rate lower than 90%. According to
the Goeldner and Ritchie’s (2009) research
tourism companies have spent approximately
3% of their total revenue for media promo-
tional campaign and additional 3% for other
forms of promotion. The research has shown
that 39% of nautical entities have spent from
5% to 10% on promotion, the next 37% spent
from 1% to 5% on promotion and the rest of
24%, of entities spent less than 1% of their to-
tal revenue on promotion. If we look at the ab-
solute amounts allocated for promotion, the
majority of the marinas (55% with 48.2% of
share in number of berths) have invested from
100,000.00 to 250,000.00 HRK per year in
marketing communication. Only one marina
(with 11.9% of share in berths) has spent on
marketing communication from 500,000.00 to
750,000.00 HRK and no less than 23% of the
marinas (16.3% of berths) spent less than
50,000.00 HRK on marketing communication.

It was expected that higher category ma-
rinas, in the nautical supply meaning a better
quality of provided service as well, had spent
significantly more on marketing communi-
cation. The research has confirmed that cate-
gory 1 marinas (80.2%) most often spend
from 50,000.00 HRK to 250,000.00 HRK on
promotion of berths. In the second category
marinas prevail those that spend up to
250,000.00 HRK (76.9%) on marketing
communication. Within berths in category 3
marinas 84.5% of them spend up to
250,000.00 HRK on marketing communica-
tion. Expenditure on marketing communica-
tion above 250,000.00 HRK have realized
only second category berths, specifically
21.4% of them. Difference testing by Chi-
square test has determined that there are sig-
nificant differences (H=6885.425, ss=8,
p<0.00) between the level of spending on
marketing communication and marinas’
category. At the same time it has been deter-
mined that in terms of absolute level of ex-
penditure in marketing communication of
certain marinas it is hard to achieve potential
customer exposure according to the "Rule of
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kaciju pojedinih marina tesko moze realizi-
rati izlaganje potencijalnih potroSaca sukla-
dno pravilu o minimalno trima izlaganjima
oglasnoj poruci (Kotler, Keller, 2008; On-
kvisit, Shaw, 2008; Kesic, 2003).

Testiranjem utjecaja velicine marine na
njezinu potro$nju za marketingku komuni-
kaciju, utvrdeno je kako marine koje posje-
duju do 400 vezova trose na marketingku
komunikaciju do 250.000,00 kn. Najveci iz-
nosi za komunikaciju potroseni su za ve-
zove koji se nalaze u najveéim marinama
(onima preko 800 vezova). Potvrdeno je i
postojanje znadajnih razlika ulaganja u mar-
ketinsku komunikaciju marina razliite veli-
Cine testiranjem razlika (H=12595,835,
$s=16, p<0,000). Na temelju Spearman koe-
ficijenta korelacija (r=0,376, p<0,00), a i
koeficijenta korelacije Gamma (r=0,433,
p<0,00), mozZe se zakljuciti da postoji zna-
¢ajna i pozitivna povezanost izmedu potros-
nje za marketinsku komunikaciju i veli¢ine
marine.

Vecina vezova (58,1%) koji na marke-
tinsku  komunikaciju  troge manje od
50.000,00 kn imaju popunjenost veéu od
96%. Moze se pretpostaviti da su te marine
ostvarile svoje ciljeve u privlaenju potro-
Saca 1 da marketinsku komunikaciju promat-
raju samo kao alat za privladenje turista.
Vezovi s najve¢om potrosnjom za marketin-
Sku komunikaciju imaju prosjecnu popunje-
nost od 91 do 95%. Analizom razlika Hi-
kvadrat testom utvrdeno je postojanje zna-
Cajnih  razlika (H=19533,984, ss=24,
p<0,00) izmedu razine popunjenosti vezova
pri razli¢itim visinama godiSnje potro$nje za
marketinsku komunikaciju.

Geografski polozaj marine u percepciji
destinacije predstavlja jedan od najznacaj-
nijih elemenata te je stoga o¢ekivano da ma-
rine smjeStene u razlicitim regijama Hr-
vatske imaju razli¢itu visinu izdataka za
promotivne akcije. IstraZivanje je pokazalo
kako 47,3% marina na sjievernom dijelu
obale (do otoka Paga) na to troge manje od
1% ukupnog prihoda za promociju, dok

Three" (Kotler, Keller, 2008;

Shaw, 2008; Kesic, 2003).

By testing the effects of marina’s size on
its expenditure on marketing communication
it has been determined that marinas up to 400
berths have spent up to 250,000.00 HRK on
marketing  communication. The highest
amounts spent on communication are for
berths in the largest marinas (those with over
800 berths). It has been confirmed that there
are significant differences in marketing
communication investments of different
sized marinas by difference testing
(H=12595.835, ss=16, p<0.00). Based on
Spearman’s correlation coefficient (r=0.367,
p<0.00) and correlation coefficient Gamma
(r=0.433, p<0.00) it can be concluded that
there is a significant and positive correlation
between expenditures on marketing commu-
nication and the size of the marina.

The majority of berths (58.1%) that spent
less than 50,000.00 HRK on marketing com-
munication have occupancy rate higher than
96%. It can be assumed that these marinas
have achieved their goals in attracting con-
sumers and according to them marketing
communication is just a tool for attracting
tourists. Berths with the highest expenditures
on marketing communication have average
occupancy rate from 91% to 95%. Difference
analysis by Chi-square test has determined the
existence  of  significant  differences
(H=19533.984, ss=24, p<0.00) between occu-
pancy berth level at different rates of annual
expenditure on marketing communication.

Onkvisit,

The geographic location of the marina in
the perception of the destination is one of the
most important elements. Therefore, it is ex-
pected that marinas located in different re-
gions in Croatia have different levels of
spending on promotional activities. The re-
search has shown that 43.7% of marinas in
the north part of the Adriatic coast (to the is-
land of Pag) for these purposes have spent
less than 1% of their total revenue on pro-
motion, while no more than 9.5% of the ma-
rinas in Dalmatia region have as low promo-
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svega 9,5% marina u Dalmaciji ima tako
niske izdatke za promociju. Jedan od raz-
loga tome svakako je i to $to su marine na
sjeveru starije i viSe popunjene, te istovre-
meno ostvaruju 1 komparativnu prednost
blizine emitivnim trziStima i polazne su luke
za plovidbu cijelom duzinom Jadrana. Hi
kvadrat testom utvrdeno je (H=4392,102,
ss=2, p<0,00) postojanje znacajnih razlika
izmedu potro$nje za promotivne svrhe ma-
rina na razli¢itim dijelovima hrvatske obale.

4.3. Korelacijska analiza ulaganja u
promociju i performansi marine

Svaka poslovna aktivnost, pa tako i ona
promotivna, kao prioritet postavlja ostvari-
vanje poboljSanja u poslovanju poslovnog
subjekta — marine, a time i njezinih perfor-
mansi. Istrazivanjem se zeljelo ukazati na
postojanje povezanosti izmedu odredenih
elemenata poslovne politike marina 1 per-
formansi koje su marine ostvarile.

Iz prikupljenih podataka korelacijskom
analizom utvrdeno je postojanje veze iz-
medu popunjenosti marine i njezina izdva-
janja za promociju izrazenog u % ukupnog
prihoda. Jasno je vidljivo da marine s popu-
njeno$¢u manjom od 91% ulazu uvijek vise
od 1% ukupnog prihoda u promociju, a one
ispod 80% popunjenosti (njih 63,8%) naj-
¢escée ulazu od 5 do 10% ukupnog prihoda u
promociju. Iz toga se izvodi zakljucak kako
marine koje ostvaruju nizu popunjenost pre-
poznaju potrebu za snaznijom promotivnom
aktivno$cu kako bi privukle potencijalne ko-
risnike, te da promocija ima iskljucivu
ulogu upoznavanja potencijalnih kupaca s
postojanjem marine i njihovim privlac¢enjem
za prvo koristenje. Na temelju rezultata Hi-
kvadrat testa (H = 4612,46, ss = 8, p<0,000)
dokazano je postojanje statisticki znacajne
razlike izmedu skupina subjekata definira-
nih udjelom ukupnog prihoda koji izdvajaju
za promociju i popunjenosti njihovih ve-
zova.

tion expenditure as that. One of the reasons
for that by all means is that marinas on the
north are older and have bigger occupancy
rate. At the same time they are realizing
comparative advantage by being close to
outbound markets and being departure ports
for sailing along the Adriatic coast. It has
been determined by Chi-square testing
(H=4392.102, ss=2, p<0.00) that there are
significant differences between promotional
expenditures of the marinas on different parts
of the Croatian coast.

4.3. Correlation analysis of
promotional investments and
marina’s performances

Every business activity, promotional in-
cluded, as its priority sets the realisation of
business process improvement of the busi-
ness entity — marina, thus of its performance
as well. The purpose of this research was to
indicate the existence of a correlation be-
tween certain elements of the marina’s busi-
ness policy and the performances realized by
the marina.

Correlation analysis of the obtained data
has shown the existence of a correlation be-
tween marina’s occupancy rate and its ear-
marking for promotion expressed in % of its
total revenue. It is clearly visible that marinas
with occupancy rate less than 91% always
invest more than 1% of total revenue in pro-
motion, and those with occupancy rate under
80% (63.8% of them) most often invest from
5% to 10% of total revenue in promotion. It
can be concluded that marinas realizing
lower occupancy rate recognize the necessity
of a stronger promotional activity in order to
attract potential users and that promotion has
an exclusive role of familiarizing the poten-
tial buyers with the existence of the marina
and attracting first-time users. Based on re-
sults of Chi-square test (H=4612.46, ss=8,
p<0.00) the existence of statistically signifi-
cant differences between the groups of enti-
ties defined by the percentage of total reve-
nue earmarked for promotion and occupancy
rate of its berths has been proven.
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Tablica 4: Odnos popunjenosti marine i izdvajanja za promociju (% ukupnog prihoda)

Table 4: Ratio between the occupancy rate of the marina and the earmarked funds for
promotion (% of total revenue)

Izdvajanje za promociju UKUPNO
Earmarked funds for promotion TOTAL
Popunjenost marine <1%uk. | 1-5%uk. | 5-10%uk.
Occupancy rate of the marina prihoda prihoda prihoda
<I%oftot. | 1-5% of tot. 5-10% of
revenue revenue tot. revenue
Broj vezova
Number of berths 0 595 1048 1643
% unutar Popunj. marine / % in
- 80 % Occupancy rate of the marina 0% 362% 63.8% 100.0%
% unutar Izdv. za prom. (% uk.
prihoda) / % in Earmarked funds 0% 11.8% 18.7% 11.8%
for prom. (% of tot. revenue)
Broj vezova
Number of berths 0 630 1010 1660
% unutar Popunj. marine / % in
812/" B Occupancy rate of the marina 0% 39.2% 60.8% 100.0%
90% % unutar Izdv. za prom. (% uk.
prihoda) / % in Earmarked funds 0% 12.9% 18.1% 11.9%
Jor prom. (% of tot. revenue)
Broj vezova
Number of berths 230 1700 213 2143
% unutar Popunj. marine / % in
910% - Occupancy rate of the marina 10.7% 79.3% 9.9% 100.0%
95% % unutar Izdv. za prom. (% uk.
prihoda) / % in Earmarked funds 6.9% 33.8% 3.8% 15.4%
Jfor prom. (% of tot. revenue)
Broj vezova
Number of berths 2225 1280 1358 4863
% unutar Popunj. marine / % in
960% - Occupancy rate of the marina 45.8% 26.3% 27.9% 100.0%
99% % unutar Izdv. za prom. (% uk.
prihoda) /% in Earmarked funds | 66.7% 25.5% 24.3% 34.9%
Jfor prom. (% of tot. revenue)
Broj vezova
Number of berths 880 800 1965 3645
% unutar Popunj. marine / % in o 5 5 5
100% Occupancy rate of the marina 24.1% 21.9% 53.9% 100.0%
% unutar Izdv. za prom. (% uk.
prihoda) /% in Earmarked funds | 26.4% 15.9% 35.1% 26.1%
for prom. (% of tot. revenue)

Izvor: Krce Mioci¢, B. (2011.) Valorizacija ekonomskih komponenti razvoja nautickog turizma.

Doktorska disertacija. Sveuciliste u Zagrebu Ekonomski fakultet. Str.328.

Source: Krce Mioci¢, B. (2011.) Valuation of economic development components of nautical tourism.
Doctoral dissertation. University of Zagreb — Faculty of Economics and Business. pp.328
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Korelacijskom analizom odnosa izmedu
popunjenosti marine i izdvajanja za promo-
cijske aktivnosti dokazana je statisti¢ka zna-
Cajnost veze (Cramer's r= 0,407, p<0,000,
Phi r=0,575, p<0,00) te se zakljucuje da ma-
rine izdvajanjem u promocijske aktivnosti
postizu ili teze prema Zeljenoj razini popu-
njenosti.

Nadalje je utvrdeno da vezovi koji imaju
relativno nisku potro$nju za marketinsku
komunikaciju (njih 51,6% s izdvajanjem do
50.000,00 kn i ¢ak 60,7% s izdvajanjem do
100.000,00 kn) na godi$njem vezu u moru
imaju plovila duljine od 13 ili vie metara.
Vezovi koji su najvi$e potro$ili na marke-
tinSku komunikaciju imaju na vezu plovilo
duljine od 12 do 12,9 metara. Testiranjem
razlika utvrdeno je postojanje znacajnih ra-
zlika (H=9026,834, ss=12, p<0,00) izmedu
vezova koji imaju razliCitu prosje¢nu du-
ljinu plovila u moru i njihove godi$nje pot-
ro$nje na marketinsku komunikaciju. Ana-
liza korelacije na temelju Spearmanovog
koeficijenta korelacija (r=-0,128, p<0,00), a
1 koeficijenta korelacije Gamma (1=-0,122,
p<0,00), potvrduje postojanje znacajne i ne-
gativne povezanost izmedu potro$nje za
marketinsku komunikaciju i prosje¢ne du-
ljine plovila na godi$njem vezu u marini. Iz
dobivenih rezultata jasno je da marine koje
na godi$njim vezovima smje$taju plovila
manje duljine pokusavaju snaznijim ulaga-
njem u promotivne aktivnosti privuéi dulja
plovila i time ostvariti i bolje financijske re-
zultate jer se cijena veza formira sukladno
duljini plovila koji se na njega veZe.

S negativnim financijskim rezultatom
godinu je zavrSilo svega 2,3% ispitanika
koji su maksimalno za marketinsku komu-
nikaciju tro$ili 250.000,00 kn. Korelacijska
analiza na temelju Spearmanovog koefici-
jenta korelacija (r=-0,064, p<0,00), a i koe-
ficijenta  korelacije Gamma (r=-0,380,
p<0,00) dokazala je postojanje znalajne i
negativine povezanosti izmedu potro$nje za
marketinsku komunikaciju (izrazenu u kun-
skom iznosu) i ostvarenog financijskog re-
zultata u prethodnoj godini.

By correlation analysis of the correlation
between the occupancy rate of the marina
and the earmarked funds for promotional
activities a statistical significance of the cor-
relation (Cramer’s 1=0.407, p<0.00, Phi
1=0.575, p<0.00) has been proven, and it
can be concluded that marinas reach or aim
for the desired occupancy rate by earmark-
ing funds for promotional activities.

Furthermore, it has been determined that
berths with relatively low expenditures on
marketing communication (51.6% of them
with earmarked funds up to 50,000.00 HRK
and no less than 60.7% with earmarked funds
up to 100,000.00 HRK) at annual berth on sea
have vessels of 13 meters length or more.
Berths which have spent the most on market-
ing communication have vessels at berth in
length from 12 to 12,9 meters. Difference
testing has determined the existence of signifi-
cant differences (H=9026.834, ss=12, p<0.00)
between berths with average vessel length on
sea and their yearly expenditures on marketing
communication. Correlation analysis based on
Spearman’s correlation coefficient (r=-0.128,
p<0.00) and correlation coefficient Gamma
(r=-0.122, p<0.00) confirms the existence of a
significant and negative correlation between
expenditures on marketing communication
and average vessel length at annual berth in
the marina. From the obtained results it is
clear that marinas allotting annual berths to
smaller length vessel by bigger investments in
promotional activities are trying to attract
longer vessels and thus achieve better finan-
cial results since the berth price is formed ac-
cording to the length of the vessel at berth.

Only 2.3% of the respondents that have
spent 250,000.00 HRK maximum on market-
ing communication have finished the year
with negative financial results. Correlation
analysis based on Spearman’s correlation co-
efficient (r=-0.064, p<0.00) and correlation
coefficient Gamma (r=-0.380, p<0.00) have
proven the existence of a significant and
negative correlation between the expenditure
on marketing communication (in. Croatian
kunas terms) and the realized financial result
in the past year.
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Tablica 5: Odnos ostvarenog financijskog rezultata marine i izdvajanja za promociju

Table 5: Ratio between the realized financial result of the marina
and the earmarked funds for promotion

Marina je godinu zavrsila

[zdvajanje za promociju The marina has finished the year with:
(% ukupnog prihoda) o . UKUPNO
pozitivnim negativnim
Earmarked funds for promotion financijskim financijskim TOTAL
(% of total revenue) rezultatom positive | rezultatom negative
financial result financial result
Broj vezova
ispod 1% | Number of berths 3110 225 3335
ukupnog | % unutar Izdvajanje za
prihoda promociju/ % in Earmarked 93.39%, 6.7% 100.0%
under 1% | funds for promotion
of total % unutar financijski rezultat
revenue marine / % in Financial result 22.8% 71.4% 23.9%

of the marina
Broj vezova

1-5% Number of berths 4935 920 5025
ukupnog | % unutar Izdvajanje za

prihoda promociju/ % in Earmarked 98.2% 1.8% 100.0%
1-3%of | funds for promotion

total % unutar financijski rezultat

revenue marine / % in Financial result 36.2% 28.6% 36.0%

of the marina

Broj vezova

5-10% Number of berths 5594 0 5594
ukupnog | % unutar Izdvajanje za

prihoda promociju/ % in Earmarked 100.0% 0% 100.0%
5-10% of funds for promotion

total % unutar financijski rezultat

revenue marine / % in Financial result 41.0% 0% 40.1%

of the marina
Broj vezova

Number of berths 13639 315 13954
% unutar Izdvajanje za
UKUPNO | promociju/ % in Earmarked 97.7% 2.3% 100.0%

TOTAL | finds for promotion
% unutar financijski rezultat

marine / % in Financial result 100.0% 100.0% 100.0%
of the marina

Izvor: Krce Miocic, B. (2011.) Valorizacija ekonomskih komponenti razvoja nautickog turizma.
Doktorska disertacija. Sveuciliste u Zagrebu Ekonomski fakultet. Str 332.

Source: Krce Miocic¢, B. (2011.) Valuation of economic development components of nautical tourism.
Doctoral dissertation. University of Zagreb — Faculty of Economics and Business. pp. 332
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Testiranjem razlika dokazano je postoja-
nje znaCajne razlike (H=438,757, ss=2,
p<0,00) u skupinama marina s ostvarenim
pozitivnim ili negativnim financijskim re-
zultatom 1 njihovim izdvajanjem za promo-
ciju.

Na temelju koeficijenta korelacije
Gamma (r=-0,157, p<0,00) moze se zaklju-
¢iti da postoji znacajna i negativna poveza-
nost izmedu ostvarenog financijskog rezul-
tata 1 izdvajanja za promociju (izrazenog u
% ukupnog prihoda).

Difference testing has proven the exis-
tence of significant differences (H=438.757,
ss=2, p<0.00) in marina groups with a real-
ized positive or negative financial result and
their earmarked funds for promotion.

Based on correlation coefficient Gamma
(r=-0.157, p<0.00) it can be concluded that
there is a significant and negative correla-
tion between the realized financial result
and the earmarked funds for promotion (in
% of total revenue).

Tablica 6: Odnos cijene proizvoda nautickog turizma i izdvajanja za promociju

Table 6: Ratio between the price of the nautical tourism product and the earmarked

funds for promotion
Ulaganje u Broj | Aritmeticka s
promociju vezova sredina Stc}é,t];;;gf;ua Std. Pogreska Min. | Ma
Investment in | Number | Arithmetic deviation Standard error ’ X
promotion of berths mean
. - 1% uk. prih.
Cijena god. |_ 1% of 10t. rev. 3,335| 4,528.1304 599.64638 10.38358|  3,353| 5,280
vezau 1-5% uk. prih.
moru (€) | ;_s0, of tot. rev. 5,025 4,725.0249 458.25903 6.46462|  3,640| 5,500
Price of  |5-10% uk. prih.
annual 5-10% of tot.re. 5,292| 4,585.4108| 1,141.79423 15.69560| 2,990 6,976
berth on
sea (€) %YEELNO 13,652 4,622.8068 822.79070 7.04192|  2,990| 6,976
. - 1% uk. prih.
Cijena - 1% of tot. rev. 3,335 58.0315 9.59047 0.16607 45 76
dnevnog 17750/ i prih.
vezau 1-5% of tot. rev. 5,025 56.0756 4.88403 0.06890 45 60
moru (€)  [5710% uk. prih.
Priceof  |5-10% of tot.rev. 5,594 53.0279 3.30379 0.04417 46 56
daily berth
on sea (€) I;OK;AJ?;NO 13,954 553213 6.24587 0.05287 45 76
. - 1% uk. prih.
Cijena god.|_ jo, of tot. rev. 2910 3,022.1375 644.99890 11.95673|  2,254| 4,240
vezana 1159, k. prih.
kopnu (€) |;_50, of tot. rev. 49351 3,741.5339 660.17227 9.39753|  2,153| 4,600
Price of  |5-10% uk. prih.
annual 5-10% of tot.rev. 4,536| 2,761.8913 752.90963 11.17909| 1,510 3,770
berth on
land (€) [;OK][;})LNO 12,381 3,213.5392 820.72370 7.37597|  1,510| 4,600

Izvor: Krce Miocic, B. (2011.) Valorizacija ekonomskih komponenti razvoja nautickog turizma.

Doktorska disertacija. Sveuciliste u Zagrebu Ekonomski fakultet. Str 334.

Source: Krce Mioci¢, B. (2011.) Valuation of economic development components of nautical tourism.
Doctoral dissertation. University of Zagreb — Faculty of Economics and Business. pp 334
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Nadalje je analiziran odnos cijene nau-
tickih proizvoda (godiSnjeg veza u moru i
na kopnu te dnevnog veza u moru) &ijom
prodajom marina ostvaruje vecinu prihoda i
ulaganja u promociju izrazenog u % od
ukupnog prihoda.

Najvisu cijenu godiS$njeg veza u moru i
na kopnu ostvaruju marine koje na marke-
tinSku komunikaciju trose od 1 do 5% uku-
pnog prihoda. Medutim, najviSu cijenu
dnevnog veza ostvaruju oni vezovi koji na
promociju trose do 1% ukupnog prihoda.

Testiranjem znacajnosti razlika cijena
analizom varijance utvrdeno je postojanje
znacajne razlike u cijenama izmedu grupa
definiranih na osnovi izdvajanja za promo-
ciju (izrazenog u % ukupnog prihoda) i to
za cijenu svih promatranih usluga (godis-
njeg veza u moru F=66,963, p=0,000, dnev-
nog veza u moru F=812,355, p=0,000 te go-
diSnjeg veza na kopnu F=25127242,
p=0,000). Korelacijska analiza temeljem
Pearsonovog testa pokazuje postojanje ko-
relacije izmedu potro$nje za marketinsku
komunikaciju i cijene pojedinih usluga. Ko-
relacija je jaCe izraZena kod cijene godis-
njeg veza na kopnu (r=0,450, p=0,000) te
kod dnevnog veza u moru (r=0,575,
P=0,000), nego §to je to slucaj kod godis-
njeg veza u moru (r=0,172, p=0,000). Potra-
Znja za godisnjim vezom u moru znacajno je
iznad koli¢ine njegove ponude, dok je za
vez na kopnu, zbog veée dostupnosti i stava
kupaca da je to manje pozeljan proizvod, ta
potraznja manje izrazena. Rezultati istrazi-
vanja pokazuju da dodatna ulaganja u pro-
mociju mogu marinu u€initi pozeljnijom de-
stinacijom za dnevni vez te da je promotiv-
nim aktivnostima moguée promijeniti stav
nauti¢ara o pozeljnosti veza na kopnu.

5. ZAKLJUCAK

Nauticki turizam predstavlja jedan od
specifi¢nih oblika turizma motiviran Zeljom
nauti¢ara za boravkom na plovilu. Nauticki
turizam ima svoje specifi¢nosti koje se pr-

Furthermore, analysis has been conducted
on the relationship between the price of the
nautical products (annual berth on sea and on
land and daily berth on sea) by selling of
which the marina is realizing most of its reve-
nue and promotion investments expressed in
% of total revenue.

The highest price of annual berth on sea
and land is achieved by marinas that spent
from 1% to 5% of their total revenue on mar-
keting communication. However, the highest
price of daily berth is achieved by berths that
spent up to 1% of their total revenue on pro-
motion.

Variance analysis by testing for signifi-
cance of price difference has determined the
existence of significant differences in prices
between groups defined on the basis of ear-
marked funds for promotion (in % of total
revenue) specifically for the price of all ana-
lysed services (annual berth on sea F=66.963,
p=0.00, daily berth on sea F=812.355, p=0.00
and annual berth on land F=2512.242,
p=0.00). The correlation analysis based on
Pearson’s test shows a correlation between the
expenditure on marketing communication and
the price of a specific service. The correlation
is strongly expressed in prices of annual berth
on land (r=0.450, p=0.00) and daily berth on
sea (r=0.575, p=0.00) than it is the case with
annual berth on sea (r=0.172, p=0.00). The
demand for annual berths on sea is signifi-
cantly above the quantity of its supply;
whereas the demand is weaker for berths on
land because of its greater accessibility and
customers’ attitude that it a less desirable
product. The research results show that addi-
tional investments in promotion can make the
marina a more desirable destination for daily
berthing and that promotional activities can
change the nautical tourists’ attitude towards
the desirability of berthing vessels on land.

5. CONCLUSION

Nautical tourism is a type of special in-
terest tourism motivated by the desire of the
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venstveno ogledaju u uslugama vezanim za
plovilo koje je element odvijanja ovog ob-
lika turizma. Plovilo predstavlja financijski
vrijedan dio imovine nauti¢ara ili charter
kompanije ¢ija sigurnost prilikom smjestaja
na vez predstavlja jedan od klju¢nih ¢imbe-
nika odluke o kupnji. Kako su potraznja i
ponuda i u nauti¢kom turizmu prostorno
udaljene, iznimno je znacajno stvaranje
pozitivne percepcije o usluzi, prije no Sto se
konzumira, i destinaciji, prije no $to se u nju
dode. Pojam destinacije u nauti¢kom turi-
zmu nije jasno definiran, ali se kao ishodiste
i najmanja definirana destinacija pronalazi
marina u kojoj je plovilo smjesteno i iz koje
se isplovljava na putovanje ili izlete ili se
ostaje u njoj za vrijeme boravka na plovilu.

Uloga promocije jest komunikacija s tr-
Zidtem u cilju prenoSenja Zzeljene poruke i
ostvarenje postavljenih ciljeva poslovanja.
Marine predstavljaju relativno malena po-
duzeéa koja svoju promociju ostvaruju sa-
mostalno ili uz pomo¢ krovne institucije za
promociju turizma - Hrvatske turisticke za-
jednice, ¢ijim radom, kao Sto je istraziva-
njem ustanovljeno, nisu zadovoljne. Marine
u Hrvatskoj koriste sve elemente promotiv-
nog miksa, a za komuniciranje s trziStem
prosje¢no koriste 4 razli¢ita nacina komuni-
kacije. U okviru oglasavanja 97% marina se
koristi nastupom na specijaliziranim turis-
tickim sajmovima, prepoznajuéi segment
nauti¢ke potraznje kao nisu koja nece posje-
¢ivati opée turisticke sajmove nego samo
one specijalizirane. U manjem opsegu ma-
rine koriste i druge oblike oglasavanja kao
§to su prospekti, leci i broSure, te oglasava-
nje u tiskovinama. Najmanje se koriste og-
lasavanjem preko radija i televizije te vanj-
skim oglaSavanjem. Sve marine posjeduju
web stranicu, ali je veéina ne prepoznaje
kao oglasivacki instrument. Ovakav odabir
nadina oglaSavanja marina predstavlja pre-
poznavanje svojstava nautickog trzista koje,
jako rastue, ima obiljezja niSnog trZiSta.
Analiza rezultata istraZivanja pokazuje da
postoje znacajne razlike u duljini plovila na
godi¥njem vezu u moru kod marina koje su

nautical tourists to stay on board. Nautical
tourism has its special features reflected
first of all in the services connected to the
vessel being an element of development of
this type of tourism. The vessel is a finan-
cially valuable property of the nautical
tourist or a charter company, the security of
which during berthing is one of the key
elements of the purchase decision. As sup-
ply and demand in the nautical tourism are
spatially far away from each other too, it is
highly important to create positive percep-
tions on the service before its consumma-
tion and on the destination before the tourist
arrives to it. The term of destination in nau-
tical tourism is not clearly defined. How-
ever, the marina is considered to be a point
of departure and a smallest defined destina-
tion, where the vessel is bound and out of
where it is sailing to a journey or excursion
or staying in it while on board.

The role of promotion is to communi-
cate with the market in order to send a de-
sired message and to achieve the established
business goals. The marinas are relatively
small companies realizing its promotion in-
dependently or with the help of the umbrella
organisation for tourism promotion, the
Croatian National Tourist Board, the work
of which, as stated in this research, they are
not satisfied with. The marinas in Croatia
are using all four elements of the promo-
tional mix, and to communicate with the
market they are using 4 different modes of
communication in average. In terms of ad-
vertising 97% of the marinas use exhibition
on specialist tourist fairs, recognizing the
nautical demand segment as niche which
will not be visited on general tourist fairs
but specialist ones only. To a lesser degree
marinas also use other forms of advertising
such as booklets, leaflets and brochures, and
newspaper advertising. The least used ad-
vertising modes are radio and television ad-
vertising and outdoor advertising. All mari-
nas possess their own web page, but most of
them don’t recognize it as an advertising
tool. This selection of advertising modes for
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se odlucile za nastupe na sajmovima i onih
koje nisu. Najc¢es¢i oblik prodaje godisnjeg
veza u moru jest direktna prodaja, a sve ma-
rine koje su ostvarile negativan rezultat nisu
kao preferirani oblik prodaje navele direk-
tnu prodaju.

Zadrzavanje postoje¢ih kupaca preds-
tavlja najmanje jednako vazan segment kao
1 osvajanje novih kupaca. Istrazivanje je po-
kazalo da marine nedostatno koriste strate-
gije zadrzavanja korisnika te da se najéesce
u djelovanju ograniCavaju na popuste i
klupske nagrade.

Poduzeca u turizmu prepoznala su pred-
nosti novih medija, posebno interneta, za
svoju promociju i plasman te su ih znacajno
implementirali. Ovaj trend nije pracen u na-
utiCkom turizmu iako je u radu dokazana
pozitivha povezanost izmedu koriStenja on
line prodaje i prosjene duljine plovila na
godi$njem vezu u moru.

Utvrdeno je da marine u apsolutnim
kunskim iznosima relativno malo troSe na
promotivne aktivnosti, te da postoji zna-
Cajna razlike u potros$nji na marketinSku
komunikaciju ovisno o kategoriji marine,
kao i postojanje pozitivne povezanosti iz-
medu potrodnje na promotivne aktivnosti i
veli¢ine marine. Korelacijskom analizom
dokazana je pozitivna statistiCka povezanost
izmedu popunjenosti marine i izdvajanja za
promocijske aktivnosti. Nadalje, dokazana
je negativna statistiCka veza izmedu ulaga-
nja u promotivne aktivnosti i prosje¢ne du-
ljine plovila na godi$njem vezu ¢ime je do-
kazano da marine poveéavaju svoje promo-
cijske aktivnosti u cilju privladenja plovila
vecih duljna. Takoder je dokazana znadajna
negativna statisticka povezanost izmedu
ostvarenog financijskog rezultata i potrosnje

za promotivne aktivnosti. Odnos ostvarene -

cijene najznacajnijih nautickih proizvoda i
ulaganja u promociju biljezi znacajnu pozi-
tivnu statisticku vezu.

Iz prikazanih rezultata na primjeru Hr-
vatske moze se zakljuciti da marine kvali-
tetnim planiranim ulaganjem u promotivne

the marinas is recognition of the character-
istics of the nautical market, which, al-
though growing, has the characteristics of a
niche market. Research result analysis has
shown that there are significant differences
in vessel length on annual berth on sea in
marinas which have decided to exhibit at
fairs and those who haven’t. The most
common form of selling annual berth on sea
is direct selling, and all the marinas that had
realized negative results had not indicated
direct selling as their preferred form of
sales. Retaining existing customers is at
least as equally important segment as ac-
quiring new buyers. The research has shown
that customer retention strategies are used
insufficiently and that most often the mari-
nas limit themselves to discounts and club
awards.

Tourism companies have recognized the
advantages of the new media, especially
internet, for their promotion and sales and
they have implemented it significantly.
Nautical tourism was not following this
trend although in this research a positive
correlation between the use of online sales
and the average vessel length at annual
berth on sea has been proven.

It has been determined that marinas in
absolute amounts in Croatian kunas spent
relatively little on promotional activities,
and that there are significant differences in
expenditure on marketing communication
depending on the category of the marina as
well as a positive correlation between ex-
penditure on promotional activity and the
size of the marina. Correlation analysis has
proven the existence of a positive statistical
correlation between occupancy rate in the
marina and earmarked funds for promo-
tional activities. Furthermore, a negative
statistical correlation between investment in
promotional activities and average vessel
length at annual berth has been proven,
which proves that marinas have been in-
creasing its promotional activities in order
to attract vessels of larger length. Moreover,
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aktivnosti mogu poboljSati svoje perfor-
manse izrazene u ostvarenim financijskim
rezultatima, prosjecnoj duljini plovila na
godiSnjem vezu i popunjenosti marina.
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