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ISTRAZIVANJE TIPOLOGIJE TURISTA PREMA POTROSNJI KULTURE

NON-RESIDENTS’ ATTITUDES TOWARDS HERITAGE: EXPLORING
TOURIST TYPOLOGIES BY CULTURAL CONSUMPTION

SAZETAK: Koriste¢i multidimenzionalnu analizu, ova studija istrazuje ponasanje turista na po-
vijesnim lokalitetima u regiji Campania. Kao rezultat klaster analize identificirane su Cetiri skupine
nerezidentnih kulturnih posjetitelja. Analiza potvrduje da proces odabira povijesnog lokaliteta varira
ovisno o karakteristikama posjetitelja — ne samo socio-demografskim, ve¢ i onim vezanim uz pretho-
dna turisticka iskustva. Usmjeravajuéi se na dva klastera — ,,upoznate” i ,,usko segmentirane® turiste
— predlazu se moguce ekonomske interpretacije razli¢itih modela ponaSanja u procesu konzumacije
nasljeda. Zakljucci sugeriraju da su akumulirano znanje i emocionalna povezanost s lokalitetom, kao
dio Sireg viSe nego lokalnog nasljeda, klju¢ne varijable kod donosenja odluka turista te da se potraznja
ne moze jednostavno stimulirati mjerama ponude.
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SUMMARY: This study examines tourists’ behaviour in heritage sites in the Campania region us-
ing a multidimensional analysis. Four types of non-resident cultural visitors have been identified result-
ing from a clustering technique. The analysis has confirmed that the process of selecting cultural sites
varies according to the characteristics of the visitor that are not only socio-demographic but related to
previous tourist experiences as well. Focusing on two clusters — “familiar” and “niche” tourists — we
propose a possible economic interpretation of different behaviours in the process of heritage consump-
tion. The conclusions suggest that the accumulated knowledge and emotional involvement with the site
as a part of a wider rather than local heritage are the key variables in tourist choices and that demand
cannot be simply stimulated by supply measures.

KEYWORDS: tourist typology, heritage consumption, Campania region

*

Elina De Simone, PhD, Assistant Professor, Department of Economic Studies “Salvatore Vinci” and CRISEI,
University of Naples Parthenope, Via Medina 40, 80133, Naples, Italy, e-mail: elina.desimone @uniparthenope.it



178

Acta Turistica, Vol 24 (2012), No 2, pp 177-208

1. UVOD

U kontekstu posjeCivanja povijesnih ru-
kotvorina (Garrod i Fyall, 2001) turizam
nasljeda jedan je od najbrze rastucih oblika
turizma, a s obzirom da predstavlja iznim-
no privlatan trziSni segment, ujedno je i
manje pod utjecajem sezonalnosti. U tom
smislu kreatori turisticke politike ulazu
mnogo truda u osmisljavanje politike koja ¢e
unaprjedenjem privlacnosti turistickih desti-
nacija povecati potraznju za nasljedem.

PotraZnja kulturnog turizma povezana je
s porastom novog urbanog srednjeg staleza
koji je visoko obrazovan, zainteresiran za
neurbana turisticka iskustva i Zeli nauciti
nesto novo u kontekstu kulture, simbolike,
duhovnosti ili povijesti (Bonet, 2003). Gla-
vni motivi za posjetu povijenih lokaliteta su,
¢ini se, zabava i obrazovanje, ukljuCujuci i
specificne atribute prikazanih rukotvorina
(Poria et al., 2004). Uz njih, vazne su i karak-
teristike posjetitelja: u literaturi se naglasava
da se proces konzumacije nasljeda mijenja,
kao i tipologija kulturnih turista i nacini
ponude nasljeda (Prentice, 1993; Timothy,
1997, Poria et al., 2003).

Cilj ove studije je dublje ispitati povezanost
izmedu tipologije turista i modela ponaSanja
u turizmu nasljeda. Istrazivanja segmentacije
su brojna i diverzificirana, a cijela kategorija
kulturnog turizma pokazuje ocitu heteroge-
nost (Dolnicar, 2004). Medutim, tek se neko-
liko empirijskih studija bavi analizom tipo-
logije kulturnih turista temeljene na proma-
tranju obrazaca njihovog ponasanja (odnosno
posjecivanja odredenih atrakcija). U nekim je
slucajevima potraznja za nasljedem izrazito
koncentrirana, a samo mali udio posjetitelja
pokazuje interes za posjeivanje manje poz-
natih povijesnih lokaliteta. U zemljama poput
Italije, koje su bogate povijesnim lokalitetima
iznimne globalne vrijednosti, turisticki pro-
met obi¢no je usmjeren prema dobro poznatim
muzejima i spomenicima (,,atrakcije visokog
intenziteta™), dok su neki manje poznati, uspo-

1. INTRODUCTION

Heritage tourism as visits to historic ar-
tefacts (Garrod and Fyall, 2001) is one of
the fastest growing tourism sectors and rep-
resents a highly attractive market segment
since it is also less affected by seasonality.
To address this, policymakers are putting a
great deal of effort into devising policies that
will boost demand for heritage by improving
the attractiveness of tourist destinations.

Demand for cultural tourism is linked to
a growing new urban middle-class, highly
educated, interested in the off-the-beaten-
track travel experiences and willing to learn
something rich in cultural, symbolic, spir-
itual or historical content (Bonet, 2003). En-
tertainment and education, together with the
specific attributes of the artefacts presented,
seem to be the main reasons for visiting her-
itage sites (Poria et al., 2004). In addition to
the characteristics of the visitor, literature has
widely emphasized that the process of herit-
age consumption changes in line with the
typologies of cultural tourism and the forms
of heritage supply (Prentice, 1993; Timothy;
1997, Poria et al., 2003).

This study aims to further investigate
the association between tourist typologies
and heritage tourism behaviour. Studies on
segmentation are wide and diversified, as the
whole category of cultural tourism displays
patent heterogeneity (Dolnicar, 2004). How-
ever, few empirical studies are devoted to the
analysis of cultural tourist typologies based
on their observed behaviour (i.e. visiting cer-
tain attractions). In some cases the demand
for heritage is highly concentrated with only
a small percentage of visitors showing inter-
est in visiting less famous heritage sites: in
countries like Italy, endowed with heritage
sites of outstanding universal value, tourism
flows are normally directed towards well-
known museums and monuments (“high
volume attractions’), while less famous, but
comparably valuable, if not more artistically
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redivo vrijedni, a okviru umjetnosti mozda i
relevantniji lokaliteti (,,atrakcije manjeg in-
tenziteta®), zanemareni. Ovo ponaSanje moze
potaknuti diferencirani strate$ki menadZzment
destinacijakulturnog turizma jer se privlacenje
usko segmentiranih turista mora valorizirati
u odnosu na postivanje potroSnje masovnog
turizma. Nadalje, razlika izmedu rezidenata i
nerezidenata puno je manje istrazena, a stavo-
vi nerezidenata prema nasljedu nisu opSirno
identificirani.

Ovaj rad razvija empirijsku studiju kako
bi se istraZzila navedena problematika. Ana-
liza je usmjerena na trziste turizma nasljeda
u talijanskoj regiji Campania. Campania je
vrlo poznata regija u juznoj Italiji, a kultur-
ni turizam ima znacajnu ulogu u regionalnoj
ekonomiji jer taj prostor sadrzi lokalitete iz-
nimne globalne vrijednosti, poput Pompeja i
Herculaneuma te Kraljevske palace i vrtova
u Caserti. Prisutnost tih poznatih kulturnih
atrakcija determinira visoku koncentraciju
turistickih tokova; na primjer, samo Pompeji
privlace 37% ukupnih godisnjih posjeta kul-
turnim lokalitetima u toj regiji (Istat, 2010).

Koristeci faktorsku klaster analizu cilj je
okarakterizirati kulturne turiste kako bi se
dao doprinos literaturi o segmentaciji turista
uz odredena razlikovna obiljeZja.

Za prikaz ponaSanja kulturnih turista ko-
risti se Sirok raspon varijabli koje se odnose
na demografske karakteristike, ponaSanja
i iskustva na putovanju te stupanj zadovolj-
stva. Novija su istrazivanja naglasila vaznost
povezivanja demografskih varijabli s drugim
faktorima segmentacije koji se odnose na
stavove i ponaSanje, potvrdujuéi da se ,,ori-
ginalna usporedba deskripnivnih segmenata
s behavioristickim moze razviti u viSestruku
usporedbu s novim kriterijima segmentacije
koji se konstantno razvijaju i primjenjuju‘
(Johns i Gyimdthy, 2002:316). Ova je analiza
usmjerena isklju¢ivo na nerezidentne posje-
titelje jer se u literaturi naglaSava da odnos
izmedu lokalnog stanovni$tva i nasljeda
utjeCe na stav lokalnog stanovniStva prema
razvoju turizma (Harrill, 2004).

relevant sites (“low volume attractions’) are
neglected. This behaviour may induce a dif-
ferentiated strategic management of cultural
destinations as attraction of fine tourists has
to be valued against the incentive to mass
cultural consumption. Moreover, distinction
between residents and non-residents is far
less discussed and non-residents, attitudes
towards heritage have not extensively been
identified.

An empirical inquiry was undertaken to
analyze the heritage tourism market in the
Italian region of Campania. Campania is a
very well-known region in Southern Italy
where cultural tourism plays a prominent
role in the regional economy, as the area in-
cludes sites of outstanding universal value,
like Pompeii and Herculaneum, and the
Royal Palace and Gardens in Caserta. The
presence of these famous cultural attractions
determines a high concentration of tourism
flows — for instance, Pompeii alone attracts
37% of total annual heritage attendance in
that region (Istat, 2010).

By means of a factor based cluster analy-
sis characterization of cultural tourists was
obtained to give further contribution to the
literature on tourist segmentation with some
distinctive features.

To account for the behaviour of cultural
tourists, we use a wide range of variables ac-
counting for demographic, travel behaviour
and experience, and satisfaction character-
istics, as recent studies have underlined the
importance of matching the demographic
variables with the other segmentation factors
accounting for attitudes and behaviour, con-
firming that “original comparison of descrip-
tive segments with the behavioural ones tends
to develop into a multiple comparison with
new segmentation criteria constantly being
devised and applied” (Johns and Gyimothy,
2002:316). This analysis focuses only on non-
resident visitors, as literature emphasizes that
the relationship between local residents and
heritage influences the locals’ attitudes to-
wards tourism development (Harrill, 2004).
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Nadalje, regionalna ponuda u kulturi
dijeli se na ,,atrakcije visokog intenziteta“ i
»atrakcije niskog intenziteta“, ovisno o spo-
sobnosti svakog lokaliteta da istrazi prefe-
rencije posjetitelja i prema vrsti nasljeda koju
preferiraju. Nakon zakljucka da nerezidentni
posjetitelji u Italiji pokazuju raznolike prefe-
rencije u konzumaciji nasljeda, konzultirana
je literatura o kulturnom kapitalu (Throsby,
2005; Apostolakis i Shaffry, 2007) i o pro-
cesu razvijanja ukusa kao pokretaca kul-
turne potraznje (Seaman, 2006) kako bi se
rasvijetlili moguci razlozi u procesu odabira
lokaliteta kulturnog nasljeda.

Rad je organiziran na sljede¢i naCin:
u sljedeCem dijelu naglasak je na literatu-
ri o trziStu turizma nasljeda i povezanim
studijama segmentacije turistickog trzista.
Nakon toga se razjaSnjava teorijski okvir koji
je koristen za potrebe izrade ove studije. U
cetvrtom dijelu ilustriraju se rezultati i ra-
spravljaju se implikacije. Na kraju, u petom
se dijelu donose zakljucci.

2. STUDIJE O SEGMENTACIJI U
TURIZMU NASLJEDA

Neki pokuSaji klasifikacije kulturnog tu-
rizma temelje se na njegovoj konceptualnoj
prirodi, vrsti resursa koje ukljucuje i razmjeri-
ma putovanja (Richards, 2006). Medutim, de-
finiranje kulturnog turizma kao oblika isku-
stvenog turizma koji trazi duboka kulturna
iskustva estetske, intelektualne, emocionalne
ili psiholoSke prirode (Reizinger, 1994) dovo-
di do razgranicenja razli€itih nacina dozivljaja
turizma (Urry, 1994). Kulturni turisti sli¢ni
su drugim tipologijama ozbiljnih potroSaca
dokolice (npr. amateri i osobe koje se bave
odredenim hobijem), kod kojih kombinacija
vjestina, znanja i iskustva rezultira samoak-
tualizacijom, samoobogacivanjem i posti-
zanjem zadovoljstva (Hall i Weiler, 1992).
Lezerna dokolica, s druge strane, pretpostavlja
provodenje ugodnih aktivnosti kratkog roka
koje za odvijanje zahtijevaju malo ili nimalo
posebne edukacije (Stebbins, 1996). Posjeti-

We further differentiate regional cultural
supply in “high volume attractions” and “low
volume attractions”, according to the notori-
ety level of each site to explore visitor prefer-
ences also according to the kind of heritage
preferred. As we find that Italian non-resident
visitors display a varied preference in con-
suming heritage, we refer to the literature on
cultural capital (Throsby, 2005; Apostolakis
and Shaffry, 2007) and to the process of taste
cultivation as a cultural demand driver (Sea-
man, 2006) to shed some light on the pos-
sible reasons behind the process of cultural
site selection.

The paper is organized as follows: in the
next section we focus on the literature on
the heritage tourism market and the related
tourism segmentation studies. We, then,
clarify the theoretical framework that will
guide this study. In section 4 we illustrate
the results and discuss their implications,
and finally, we provide conclusions in sec-
tion 5.

2. SEGMENTATION STUDIES IN
HERITAGE TOURISM

Some attempts at classifying cultural
tourism are based on the conceptual nature
of cultural tourism, on the type of resources
involved and on the scopes of the trip (Ri-
chards, 2006). However, defining cultural
tourism as a form of experiential tourism
searching for deep cultural experiences of
an aesthetic, intellectual, emotional, or psy-
chological nature (Reizinger, 1994) leads to a
distinction between different ways of experi-
encing tourism (Urry, 1994). Cultural tourists
are similar to other typologies of serious lei-
sure consumers (e.g. amateurs or hobbyists),
where a combination of skills, knowledge
and experience results in self-actualization,
self-enrichment and self-gratification (Hall
and Weiler, 1992). Casual leisure, on the
other hand, pursuits a short-lived pleasurable
activity requiring little or no special training
to be enjoyed (Stebbins, 1996). Visitors to
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telji atrakcija nasljeda pokazuju vidljivu hete-
rogenost, a u literaturi se pokuSalo segmen-
tirati trzi$te nasljeda prema prevladavaju¢im
karakteristikama svakog posjetitelja. Prentice
(1993) opisuje pet dominantnih grupa: obra-
zovani posjetitelji, profesionalci, obitelji ili
grupe, Skolska djeca i tragaci za nostalgijom.
Silberberg (1995) je opisao Cetiri tipologije
kulturnih turista, ovisno o jaCini njihove mo-
tivacije. Slicno, Richards (1995) razlikuje
»specificne kulturne turiste” i ,,uobiCajene
kulturne turiste”, dok Timothy (1997) iden-
tificira razliCite razine iskustva u turizmu
nasljeda, ovisno o nacinu na koji posjetitelji
simboliziraju lokalitete (svjetsko, nacionalno,
lokalno ili privatno nasljede).

Prema Tchetchiku er al. (2009:219),
opcenito se studije o segmentaciji turistickog
trzi§ta ,,razlikuju u mnogo aspekata, po-
sebice: (1) konceptu segmentacije, bilo a
priori, bilo temeljenom na podacima (Dol-
nicar, 2004); (2) kriteriju koji je primijenjen
na segmentaciju (npr. socio-demografski,
psihografski, behavioristicke varijable, kori-
sti i iskustva); (3) metodologiji koja se koristi
za segmentaciju; te (4) varijable koje se poja-
vljuju utjecu na raspodjelu kulturnih turista u
razlicite segmente*.

Na tipologiju kulturnih turista mogu utje-
cati socio-demografske karakteristike, kao i
profil obrasca putovanja, autonomija u plani-
ranju posjeta kulturnih turista, psihografske
varijable (percepcije i motivacije, vrijednosti
i stavovi) ili druge eksterne varijable (npr.
meteoroloski uvjeti), kao i karakteristike lo-
kaliteta i metodologija koriStena u studijama
koje ih opisuju.

Usmjeravaju¢i se na svrhu putovanja i
njenu povezanost s kulturnim atrakcijama,
McKercher i du Cros (2003) navode pet ti-
pologija turista, od kulturnih turista s ci-
ljem (visoko usmjerenje/duboko iskustvo) do
sluc¢ajnih kulturnih turista (nisko usmjerenje/
povrsno iskustvo). Jo§ jedna klju¢na kompo-
nenta iskustva posjete je interpretacija, u sk-
ladu s razli¢itim znaCenjima koji se pripisuju

heritage attractions display evident hetero-
geneity and literature attempted to segment
heritage market according to the prevail-
ing characteristics of each visitor. Prentice
(1993) describes five predominant groups:
educated visitors, professionals, families or
groups, school children and nostalgia-seek-
ers. Four typologies of cultural tourists have
been described by Silberberg (1995), accord-
ing to their strength of motivation. Similarly,
Richards (1996) distinguishes between “spe-
cific cultural tourists” and “general cultural
tourists” and Timothy (1997) identifies dif-
ferent levels of heritage tourism experiences,
based on the visitor’s symbolization of sites
(world, national, local, or private heritage).

In general, according to Tchetchik et al.
(2009:219), studies on tourism market seg-
mentation “differ in many aspects, particu-
larly: (1) the segmentation concept, whether
a priori or data driven (Dolnicar, 2004); (2)
the criteria applied for the segmentation (e.g.
socio demographics, psychographics, behav-
ioural variables, benefits, and experiences);
(3) the methodology used for the segmenta-
tion; and (4) the variables that emerge as in-
fluencing the assignment of the cultural tour-
ist into the different segments”.

Socio-demographic characteristics, as
well as trip profile patterns, autonomy in the
planning of cultural visits, psychographics
variables (perceptions and motivations, values
and attitudes) or other external variables (e.g.
meteorological conditions) may all affect the
typologies of cultural tourists, together with
the characteristics of the site and the method-
ology used in the studies that describe them.

By focusing on the aim of travel and its
relationship to the cultural attraction, McK-
ercher and du Cros (2003) identify five ty-
pologies of tourists, ranging from the pur-
poseful cultural tourist (high centrality/deep
experience) to the incidental cultural tourist
(low centrality/shallow experience). Inter-
pretation is another essential component of
the visit experience in accordance with the
various meanings assigned to the experience
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iskustvu na povijesnom lokalitetu (Espelt i
Benito, 2006; Poria et al., 2006, 2009).

U literaturi se takoder istiCe da tipologija
turista moze varirati ovisno o broju i karak-
teristikama atrakcija koje se posjecuju. Espelt
i Benito (2006) segmentirali su posjetitelje
monumentalnog grada Girone u Spanjolskoj
prema njihovom ,efektivnom™ ponasanju
(broj ¢vorista koje su posjetili, vrijeme pro-
vedeno na svakom lokalitetu, ukupno vrijeme
svakog posjeta, itd.). Dosli su do zaklju¢ka da
broj Cvorista ovisi o tipologiji turista, pri cemu
,Luceni turisti posjecuju najveci broj ¢vorista.

Promatraju¢i ponasanje turista u juznom
Tajlandu, Kontogeorgopoulos (2003) razliku-
je masovni ekoturizam (uzivanje u itinereri-
ma turistickih aranzmana) i avanturiste koji
odlaze na duza putovanja, kada je to moguce,
izbjegavaju elemente konvencionalnog sustava
turizma te odlaze u ,,netaknute’ destinacije.

Johns i Gyimdthy (2002) su, koristeci
podatke iz istraZivanja posjetitelja na dan-
skom otoku Bornholmu, dosli do zakljucka
da na klastere utjeCu znacaj ljubaznosti u
pruzanju usluga, nacionalnost, dob, sudje-
lovanje u aktivnostima, ponasanje prilikom
planiranja odmora, ponasanje prilikom po-
sjete atrakcijama, autonomija i spol. Medu
pokretatima ponaSanja posjetitelja na kul-
turnim atrakcijama, kulturni kapital, uCenje
konzumiranjem i emocionalna ukljucenost
mogu pruziti korisne informacije.

Prema Trosbyju (2005:10), ,,8to je veca
kulturna korisnost dane zalihe kulturnog ka-
pitala, lokalno stanovnistvo brze i viSe cijeni
svoju kulturu. Jednostavnije receno, Sto vise
ljudi posjecuje muzeje, povijesne lokalitete
i izvode tradicionalne kulturne ceremonije,
itd., to ¢e zajednica postati ,,ukljucenija“ u
svoju vlastitu kulturnu bastinu®. Apostolakis
i Shaffry (2007) dokazali su da je ucinak
identificiranih dimenzija kulturnog kapita-
la za otitovanje preferencija tursta iznimno
znatajan. Nadalje, znanstvenici su nagla-
sili da trenutna potraznja za umjetnoSCu
(bilo za izvedbe u zivo ili zalihu opiplji-
vih umjetni¢kih djela) moZze biti pod utje-

of a heritage site (Espelt and Benito, 2006;
Poria et al., 2006, 2009).

Literature has also shown that tourist ty-
pologies may vary according to the number
and characteristics of the attractions visited.
Espelt and Benito (2006) segmented visitors
to the monumental city of Girona, Spain, ac-
cording to their “effective” behavior (number
of visited nodes, time spent at each sites, to-
tal time of each visit, etc.): they observe that
the number of nodes varies according to the
typology of tourist, with “erudite tourists”
visiting the highest number of nodes.

By observing the behaviour of tourists
in southern Thailand, Kontogeorgopoulos
(2003) distinguishes between mass ecotour-
ism (enjoying package tourism itineraries)
and backpackers, who take prolonged jour-
neys, avoid, whenever possible, elements of
the conventional tourism industry and fan
out to “unspoiled” destinations.

In their study of the data from a visitor
survey on the Danish Island of Bornholm
Johns and Gyimothy (2002) find that clusters
are affected by the importance of amenity
provision, nationality, age, activity participa-
tion, planning behaviour, attraction visiting
behaviour, autonomy, and gender. Among
the drivers behind visitor behaviour at herit-
age attractions, cultural capital, learning by
consuming and emotional involvement may
provide useful references.

According to Throsby (2005:10): “the
greater are the cultural benefits flowing from
a given stock of cultural capital, the faster
will the community’s cultural appreciation
grow. In simpler words, the more people at-
tend art museums, visit heritage sites, per-
form traditional cultural ceremonies, etc.,
the more ‘switched on’ will the community
become to their own cultural inheritance”.
Apostolakis and Shaffry demonstrate that
the effect of the identified dimensions of cul-
tural capital on tourists’ stated preferences is
highly significant (Apostolakis and Shaffry,
2007). Moreover, scholars have stressed that
current art demand (whether for live per-
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cajem proteklih umjetni¢kih izlozbi (Sea-
man, 2006:442). Za donoSenje inicijalnih
zakljuCaka vezanih uz ponaSanje u potro$nji
dobivenih tipova turista motiviranih kultur-
nim nasljedem mogu biti korisna objasnjenja
koje daje ekononska literatura koja se bavi
problematikom razvijanja ukusa — kreiranje
navika, ucenje kroz koristenje te racionalna
ovisnost. Konkretno, prema dobro znanoj
ekonomskoj literaturi, mehanizmi poticanja
koji su povezani s koriStenjem nasljeda mogu
biti posljedica opadajucih prikrivenih cijena
umjetnosti —nakon stecenog iskustva, trazi se
razumijevanje i drugi vazni atributi. Navede-
no se objasnjava teorijom racionalne ovisno-
sti u sektoru reproduktivne umjetnosti (Sti-
gler i Becker, 1997), a taj je uCinak takoder
povezan s obrazovanjem kao drugom jakom
determinantom potraznje za umjetnoscu.

JoS jedan vazan faktor koji utjece na
koriStenje nasljeda je odnos izmedu posje-
titelja i nasljeda: uzorkuju¢i nerezidentne
kulturne posjetitelje, Poria er al. (2003)
zakljucili su da je povezanost izmedu obra-
zaca posjeCivanja i osobnih karakteristika
posljedica percepcije lokaliteta u odnosu na
vlastito nasljede ispitanika, Sto sugerira da su
iskustva posje€ivanja vefinom vodena emo-
cionalnim ¢imbenicima.

Cilj je ovog rada prosiriti rastuci opus li-
terature o ulozi segmentacije trzista u kultur-
nom turizmu. Predlozeni okvir sli¢an je onom
Johnsa i Gyimdthyja (2002) jer je koristeno
nekoliko varijabli za kreiranje segmentacije
kulturnih turista. Sukladno McKercheru i
du Crosu (2003) odabrane su varijable koje
se odnose na ukljucenost (razlog za posjetu i
kulturni znacaj destinacije za odmor) te du-
binu iskustva (razina zadovoljstva).

Medutim, u analizu je dodana i infor-
macija na temelju ,,promatranog ponasSanja“
vezanog uz preferirane atrakcije. Slicno
istrazivanjama Espelta i Benita (2006) i
Kontogeorgopoulosa (2003), empirijskom
analizom trazi se korelacija izmedu oda-
branog nasljeda i posjetitelja. Stovise, na
temelju rastue vaznosti interpretacije u

forming arts services or the stock of tangi-
ble art works) can be impacted by past arts
exposure (Seaman, 2006:442). Explanations
provided by the economic literature for the
taste cultivation problem — habit formation,
learning by consuming and rational addic-
tion — is also useful to draw some initial con-
clusions concerning the consumption behav-
ior of our obtained heritage tourist types. In
particular, the incentive mechanism related
to heritage consumption, according to the
well known economic literature, can be due
to a diminishing shadow price of arts — after
experience, understanding and other capital
attributes are acquired — as described in the
theory of rational addiction in the perform-
ing arts sector (Stigler and Becker, 1977).
This effect is also related to education as an-
other strong determinant of arts demand.

Another important factor affecting herit-
age consumption is the relationship between
the visitor and the heritage: sampling non-
resident cultural visitors, Poria et al. (2003)
find that the association between visitation
patterns and personal characteristics is due
to perceptions of the site in relation to the
respondents’ own heritage, thus suggesting
that visiting experiences are mostly led by
emotional factors.

This paper attempts to extend the growing
body of literature on the role of market seg-
mentation in cultural tourism. The proposed
framework is similar to Johns and Gyimdthy
(2002) as we use several variables to construct
segmentation of cultural tourists. In line with
McKercher and du Cros (2003), we have add-
ed variables accounting for the centrality of
purpose (reason for the visit and cultural rel-
evance of the holiday destination) and depth
of experience (level of satisfaction), as well as
the information based on “observed behavior”
concerning the preferred attractions. Similarly
to Espelt and Benito (2006) and to Kontogeor-
gopoulos (2003), correlations among the select-
ed heritage and the types of visitors emerging
from the empirical analysis have been studied.
Moreover, given the growing importance of
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sudijama o turizmu nasljeda, istraZzuje se i
razlog za moguca razli¢ita znacenja koja se
pripisuju iskustvu na povijesnom lokalitetu
jer se pretpostavlja da je razliCito koriStenje
nasljeda posljedica znanja i emocionalne
percepcije posjetitelja.

3. PODACI I METODOLOGIJA

Povijesne atrakcije koje su se proucavale
nalaze se u Campaniji, jednoj do najbogatijih
regija u Italiji u smislu kulturnog nasljeda i
turistickih atrakcija, ukljucuje pet lokalite-
ta s UNESCO-ve liste povijesnog nasljeda
(poput arheoloskih nalazi§ta u Pompejima te
Herculaneuma i Kraljevske palace i vrtova
u Caserti), a svake godine biljezi gotovo 6
milijuna kulturnih posjetitelja. Campania je
bogata mnostvom drugih kulturnih atrakcija
(galerije, muzeji ili spomenici), no oni biljeze
manji broj posjetitelja. Na primjer, Nacional-
ni arheoloSki muzej i Povijesni apartman u
Kraljevskoj palac¢i u Napulju idealno bi nado-
punili posjete Pompejima i Caserti jer muzej
sadrzi najvrjednije rimske rukotvorine koje
su nadene tijekom iskopavanja u Pompejima,
a Kraljevska je palaca bila glavna rezidencija
burbonskih kraljeva. UnatoC tome, ove dvije
lokacije privlace znacajno manje posjetitelja.

Analiziraju 1i se zadnji podaci koje
prikuplja Istat (2010), moze se primijetiti da
Kraljevska palaca i vrtovi u Caserti biljeze
gotovo 10% ukupnog broja regionalnih po-
sjetitelja (601.614 tijekom 2010. godine), dok
Kraljevska palaca u Napulju privla¢i malo
manje od 2% ukupnog broja (118.172 u 2010.
godini). Sli¢no, u 2010. godini Pompeje je po-
sjetilo 36,83% ukupnih lokalnih posjetitelja
(2.299.740), dok je Nacionalni arheoloski
muzej zabiljezio samo 4,61% ukupnog broja
posjetitelja (287.982). Za potrebe analize ko-
riste se podaci iz 1. izvjeStaja o ekonomici
kulturnih dobara u Campaniji koje je 200.
godine prikupio Scabec (Institut za kultur-
na dobra Campanije). Do ovog trenutka ovo
istrazivanje sadrZzi najrecentnije podatke o
kulturnoj potraznji u Campaniji jer obuhvaca
sve kulturne atrakcije (Solima, 2006).

interpretation in heritage tourism studies, we
have explored the reasons behind the possible
different meanings assigned to the experience
of a heritage site as we suppose that the dif-
ferent consumption of heritage is a matter of
visitor’s knowledge and emotional perception.

3. DATA AND METHODOLOGY

Heritage attractions studied are located in
Campania which is one of the richest regions
in Italy in terms of cultural heritage and tour-
ist attractions: it includes five UNESCO’s
world heritage sites (like the Archaeological
Areas of Pompeii and Herculaneum and the
Royal Palace and Gardens of Caserta) draw-
ing nearly 6 million heritage visitors annu-
ally. Campania is also endowed with myri-
ads of other cultural attractions (galleries,
museums or monuments), which can boast
only a small number of visitors. For exam-
ple, the National Archaeological Museum
and the Historic Apartment in the Royal
Palace in Naples would ideally complement
visits to Pompeii and Caserta, as the museum
contains the most valuable Roman artefacts
found during the excavations in Pompeii and
the Royal Palace was the main residence of
the Bourbon kings; these two sites, nonethe-
less, display a significant lower audience.

If we look at the latest data provided by
Istat (2010), we find that the Royal Palace
and Gardens at Caserta accounts for nearly
10% of the total number of regional visitors
(601,614 in 2010), while the Royal Palace
in Naples attracted slightly less than 2% of
them (118,172 in 2010). Similarly, 36.83%
of the total number of regional visitors went
to Pompeii in 2010 (2,299,740), whereas the
National Archaeological Museum had only
4.61% (287,982). The data used originates
from the 2006 Scabec (Campania Institute
for cultural goods) 1 Report on the econom-
ics of cultural goods in Campania. To date,
this survey is the most recent dataset on her-
itage demand in Campania, as it concerns all
cultural attractions (Solima, 2006).
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Kulturna ponuda moze se podijeliti u
dvije glavne skupine, ovisno o zabiljeZenoj
publici. S jedne strane su kulturne atrakcije
visokog intenziteta koje se odupiru zabavnim
parkovima u korist prostora za umjetnicke
izlozbe, dok se s druge strane nalaze kul-
turne atrakcije niskog intenziteta (usko seg-
mentirano kulturno nasljede), a za posjet
njima odlu¢uje se samo mali udio turista.
Uzorak kulturne ponude sastojao se od 187
lokaliteta, a dobiven je eliminacijom onih s
otezanim pristupom ili pod rekonstrukcijom
od ukupnog broja dostupnih lokaliteta (206).
Dakle, kona¢ni broj lokaliteta odabranih
za ovo istrazivanje dobiven je uz pomoc
stratificiranog slu¢ajnog uzorka kulturnih
atrakcija, koriste¢i pet provincija u regiji kao
osnovu za stratifikaciju. Razina pouzdanosti
od 90% doprinijela je izracunu veliCine pri-
marnog uzorka od +2,5% to¢nosti (Solima,
2006:119). Na$ osobni sekundarni uzroak
sastoji se od 24 lokaliteta jer su iskljuceni lo-
kaliteti koje najviSe vole rezidenti (atrakcije
iznimno lokalnog karaktera) (prilog 1).

Na strani potraZnje primarni uzorak sa-
stojao se od 3.528 osoba ispitanih izravnim
intervjuima, no kako je ovo istrazivanje
ukljucivalo samo nerezidentne posjetitelje
(talijanske i medunarodne), konacni se uzo-
rak sastojao od 1.959 intervjua. Nrezidentni
posjetitelji odabrani su uz pomoc¢ specifi¢cnog
istrazivackog pitanja (,,Gdje Zivite?“), a
ponudena su tri moguéa odgovora: udalje-
nost manja od 30 km, udaljenost vec¢a od 30
km, u drugoj drzavi (Solima, 2006:125).

Kako bi se prikupili podaci o demo-
grafskim karateristikama, stavovima i pona-
$anju, u ovoj su studiji iz primarnih podataka
odabrane sljedece varijable (italic):

Demografske karakteristike ukljucuju
prebivaliste (udaljeno vise od 30 km ili u
drugoj drZzavi), a isklju¢ene su osobe koje
zive na udaljenosti manjoj od 30 km od loka-
liteta (klasificirani kao rezidenti); dob (5 ka-
tegorija); spol (binarno); zanimanje (13 kate-
gorija); razina obrazovanja (osnovnoskolsko,
srednjoskolsko, visoko obrazovanje).

The heritage supply can be divided into
two main groups according to their official
audience levels. On the one hand, there are
high volume cultural attractions, which tend
to resemble amusement parks rather than to
proper art exhibition sites, while on the other
hand there are low volume cultural attractions
(niche heritage), where only a small portion
of tourists decides to go. The sample of her-
itage supply consisted of 187 sites and was
obtained by eliminating those with accessi-
bility obstacles or under restoring from the
total number of available sites (206). Hence,
the final number of sites selected for this in-
quiry has been obtained owing to a stratified
random sampling of the cultural attractions
by using the five provinces of the region as
the basis for stratification. The confidence in-
terval approach using the 90% level of confi-
dence yielded the computation of a primary
sample size of 42 to claim +2.5% accuracy
(Solima, 2006:119). Our personal secondary
sample is of 24 sites as we dropped the sites
mostly preferred by residents (very local at-
tractions). (See Appendix 1)

On the demand side, the primary sample
was of 3,528 people, polled through direct
interviews, but as our analysis took into ac-
count only non-resident visitors (both Italian
and international visitors) our final sample
comprises 1,959 interviews. Non-residential
visitors were selected according to a specific
survey question (“Where do you live?”) with
three possible answers: less than 30 km away,
more than 30 km away, in a foreign country
(Solima, 2006:125).

In order to gather demographic, attitudi-
nal, and behavioural data, the present study
selected, from the primary data, the follow-
ing variables (in italics):

Demographics includes residence (more
than 30 km away or foreign country) and ex-
cludes people living less than 30 km away
from the site (classified as residents); age (5
classes); gender (binary); occupational ac-
tivity (13 categories); education level (pri-
mary, secondary or graduate).
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Ponasanje na putovanju (opCenite prefe-
rencije turista i stavovi prema kulturnom tu-
rizmu koje su osigurale mjerilo autonomije i
svijesti u planiranju odmora) uklju€uje pratnju
na putovanju (sami, s obitelji/prijateljima, or-
ganizirana putovanja); destinacija kulturnog
turizma (dummy varijabla koja se odnosi na
preferencije za destinacijama kulturnog tur-
zma prilikom organiziranja odmora); broj
posjecenih  kulturnih lokaliteta/spomenika
tijekom posljednjih 12 mjeseci (niti jedan,
manje od 5, viSe od 5); moguce preprekelogra-
nicenja za posjete kulturnih dobara (7 kate-
gorija koje ukljuCuju ulazne cijene, vremenska
ograniCenja, nedostatak informacija, itd.).

Iskustvo i zadovoljstvo (stavovi/vrije-
dnosti i ponasanje posjetitelja povezano sa
specificnim povijesnim lokalitetom) ukljucuju
odluku o posjecivanju lokaliteta (tko je donio
odluku —posjetitelj samostalno, njegova/njena
djeca, partner/ica ili organizator putovanja),
razlozi za putovanje (15 Kkategorija koje
ukljuCuju slucajne razloge, odnosno posjete
prijateljima/rodbini ili odmor, te specificne
razloge poput interesa za lokalitet ili obrazov-
ne svrhe); znanje o lokalitetu (kako su posje-
titelji prikupili informacije o lokalitetu, a 15
kategorija ukljucuju borSure, turisticke urede,
televiziju); zadovoljstvo iskustvom posjete
(posjetitelji ocjenjuju svoj posjet na ljestvici
od nimalo zadovoljni do zadovoljni).

Prilozi 2, 3 i 4 sadrZe saZzetak podataka
o demografskim obiljezjima te opcenitim
turistickim 1 specificnim karakteristikama
nasljeda.

S ciljem oznacavanja svake od 83 katego-
rije atributa koje proizlaze iz varijabli i kako
bi se dobila a posteriori segmentacija posje-
titelja, koriste se dvije razine analize, prvo
MCA (viSestruka analiza podudarnosti), a
zatim hijerarhijska klaster analiza.

U prvom koraku izvrSena je viSestruka
analiza podudarnosti (MCA) kako bi se
istrazila povezanost izmedu demografskih
varijabli, ponaSanja na putovanju te isku-
stva i zadovoljstva. MCA razmatra opcenitiji
problem udruzivanja viSe od dvije varijable

Travel behaviour (general preference in
tourist matters and attitudes towards cultural
tourism that provided a measure of visitors’
autonomy and awareness in planning the va-
cation) includes travel partner (alone, with
family/friends or package tourism); length of
stay (one day, short or long trips); cultural
destination (dummy variable accounting
for the preference for cultural destinations
in planning vacations); number of cultural
sites/monuments visited in the last 12 months
(none, less than 5 or more than 5); possible
obstacles/limits to the cultural visit (7 cate-
gories including entry price; time limits; lack
of information and so on).

Experience and satisfaction (visitors’
attitudes/values and behavior associated to
a specific heritage site) includes decision to
visit this site (who decided to visit the partic-
ular cultural site, i.e. the visitor him/herself,
his/her children, his/her partner or the travel
operator); reason for this journey (15 catego-
ries including accidental reasons, e.g. a visit
to friends/relatives or holiday, or specific rea-
sons, e.g. interest in the site or educational
purposes); knowledge of this site (how the
visitor retrieved information about the site,
with 15 categories such as brochures, tour-
ism offices, television); satisfaction about
this visit experience (respondents’ rating of
the visit on a four-point scale from none to
very satisfied).

Appendices 2, 3 and 4 provide a sum-
mary of demographic data, general tourism
and heritage specific characteristics.

In order to map out each of the 83 attribute
categories resulting from our variables and to
obtain an a posteriori segmentation of visi-
tors, a two stage analysis based first on MCA
(Multiple Correspondence Analysis) and then
on Hierarchical Cluster Analysis was per-
formed. In the first step, (MCA) was carried
out to explore the relationships between de-
mographics, travel behavior and experience
and satisfaction variables. MCA tackles the
more general problem of associations among
a set of more than two categorical variables
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u skupinu u kategoriji kako bi se pronasla
optimalna kvantifikacija koja opisuje odnos
izmedu kategorija svake varijable, kao i od-
nos izmedu varijabli te je klju¢na primjena
algoritma jednostavne analize podudarnosti
(CA) kako bi se multivarirali podaci iz kate-
gorija kodirani u obliku matrice indikatora
(Greenacre i Blasius, 2006).

Druga faza analize je klaster analiza
provedena na podacima iz kategorija ranije
analiziranih viSestrukom analizom podudar-
nosti. Cilj je dobiti hijerarhijsku klasifika-
ciju skupa sluCajeva karakteriziranih prvim
udruzivanjem koordinata kreiranih MCA
procedurom. MCA i hijerarhijsko klasteri-
ranje provedeni su koriStenjem SPAD-a (De-
cisia, verzija MN 5.6.0). Za potrebe klaster
analize primijenjena je Parti-Decla proce-
dura koja generira odredene klastere s mini-
malnim gubitkom inercija.

4. REZULTATI I RASPRAVA

KoriStenjem softwarea za automatsko sa-
stavljanje klastera dobivena je segmentacija
turista u Cetiri skupine koje su nazvane upoz-
nati; usko segmentirani; studenti 1 stariji.
Koristeci test varijable definirane su varija-
ble koje najvise karakteriziraju svaku skupi-
nu, a mjere sli¢nost izmedu varijabli i grupa
prema njihovim srednjim vrijednostima, gdje
se pozitivne vrijednosti odnose na njihov po-
zitivni doprinos kategoriji u skupini, a nega-
tivne vrijednosti se interpretiraju kao nedo-
statak karatkerizacije kategorije koju daje ta
varijabla u skupini (u prilozima 5, 6, 71 8
prikazane su samo karakteristicne kategorije
odabranih varijabli s t-vrijednostima iznad 5
u apsolutnim vrijednostima).

Prvi tip posjetitelja definira se kao upoz-
nati posjetitelji, a odnosi se na 38,85% ukup-
nog uzroka (n=761). Karakterizira se na
sljedeci nacin:

1. On/ona je nerezident, talijanskih korijena
(t=23,72) i zasigurno nije iz druge zem-
lje (t=-23,72). On/ona ima srednjoSkolsko
obrazovanje (t=11,73) te je zaposlen/a kao

to find optimal quantification that describes
the relationships between categories of each
variable, as well as the relationship between
the variables and essentially refers to aplying
the simple correspondence analysis (CA) al-
gorithm to multivariate categorical data cod-
ed in the form of indicator matrix (Greenacre
and Blasius, 20006).

The second stage of our analysis is a
cluster analysis performed on our categori-
cal data previously analyzed through MCA,
in order to provide a hierarchical classifica-
tion of the set of cases characterized by the
first set of coordinates created by the MCA
procedure. MCA and hierarchical clustering
were performed using SPAD (Decisia, ver-
sion MN 5.6.0). For our cluster analysis, a
Parti-Decla procedure was applied as it gen-
erates the number of clusters with minimal
loss of inertia.

4. RESULTS AND DISCUSSION

Automatic cluster composition software
has generated a segmentation of tourism in
four types labelled as: familiar; niche; stu-
dent and senior. Variables mostly character-
izing each group have been chosen according
to test values, which measure the similarity
between them and the groups according to
their mean values, where positive values ac-
count for a positive contribution of the cat-
egory in the group, while negative values are
interpreted as a lack in the characterization
of the category of that variable in the group
(the following tables show only the typical
categories of the selected variables with 7
values above 5 in absolute value). (Appendi-
ces 5,6,7,8)

The first type of visitor is defined as fa-
miliar visitor accounting for 38.85% of total
sample (n=761). It is characterized as fol-
lows:

i. He/she is a non-resident, of Italian origin
(#=23.72) and certainly not from a foreign
country (r=-23.72) He/she has a secondary
level of education (t=11.73) and he/she
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ii.

iii.

uredski sluzbenik (t=14,03), radi kod kuce
(t=7,25) ili je kvalificirani radnik (t=5,63),
uglavnom izmedu 40 i 50 godina starosti
(t=9,78).

On/ona putuje sa svojom obitelji (t=4,68).
Umjetnost nije kljucan element prilikom
odabira destinacije za odmor (t=-4,28),
on/ona rijetko posjecuje druge destinacije
kulturnog turizma tijekom ostatka godi-
ne (najcesce od jedne do pet, t=8,88; ali
sigurno ne vise od njih pet, t=-17,55) te
preferira kraca putovanja (t=8,07) jer je
vrlo vremenski ogranicen/a (t=5,37).
On/ona vecinom posjecuje atrakcije vi-
sokog intenziteta (posebice Kraljevsku
palacu i vrtove u Caserti, t=15,47), za
koje je Cuo/Cula prenoSenjem informa-
cija od usta do usta (t=15,48), a ne pu-
tem turistickih vodica ili preko knjiga
ili medija (t=-13,78). Razina zadovoljstva
nije klju¢na varijabla kod ovog tipa po-
sjetitelja; §to se moZe pripisati relativ-
no ogranicenoj svijesti o posjecivanju
kulturnih atrakcija, posebno zato $to su
ti posjeti slucajni posto je glavni motiv
putovanja posjecivanje rodbine ili prija-
telja (t=7,91). Zapravo, Sto se ti¢e odluke
o posjeti lokalitetu, u ovom je klasteru to
Cesto bio izbor djece (t=7,42) ili pratnje
na putovanju (t=6,63), a ne iskrena Zelja
posjetitelja za uZivanjem u kulturnom
iskustvu.

Drugi tip, koji se definira kao usko seg-

mentirani posjetitelji, odnosi se na 34,47%
ukupnog uzorka (n=734) i ima sljedece ka-
rakteristike:

L

On/ona dolazi iz druge zemlje (t=24,07) te
ima visoku razinu obrazovanja (t=20,48).
On/ona ima intelektualan posao (t=21,37),
ali nije student (t=-14,11) te ima izmedu
301 40 godina (t=5,81).

i. On/ona voli duga putovanja (t=11,80),

ne voli organizirana putovanja (t=-4,79),
iznimno je motiviran/a kulturnim turiz-
mom (t=11,94) i posjecuje vise od pet kul-
turnih lokaliteta svake godine. On/ona
generalno nema razloga za odustajanje od

iil.

is an office clerk (14.03), a home maker
(z=7.25) or a skilled worker (#=5.36), aged
mostly 40-50 years old (#=9.78).

i. He/she travels with her family (r=4.68).

Art is not his/her central focus when
choosing travel destinations for holidays
(r= -4.28), he/she rarely visits other he-
ritage destinations during the rest of the
year (at least from 1 to 5 r=8.88, but su-
rely no more than 5, r=-17.55) and he/she
prefers short trips (#=8.07), being mostly
constrained by time limits (#=5.37).

He/she mostly visits very high volume
attractions (especially, Caserta Royal Pa-
lace and Park t=15.47), which he/she has
heard of by word of mouth (always known
t=15.48), rather than learned from travel
guides or books or media (t=-13.78). The
satisfaction item seems to be not relevant
for this type: this may be ascribed to the
relative limited awareness of the cultural
visit, especially given that the cultural vi-
sit was incidental, as the main motivation
for travelling was meeting relatives or
friends (z=7.91). As a matter of fact, with
regard to the decision to visit the site, this
cluster was led by children’s (+=7.42) or
travel-mates’ choice (t=6.63), rather than
by the visitor’s sincere keenness to enjoy
a cultural experience.

The second type, which we define as

niche tourist, accounts for 37.47% of total
sample (n=734) and shows the following
characteristics:

i.

ii.

He/she comes from a foreign country
(#=24.07) and has a graduate level of
education (¢=20.48). He/she has an intel-
lectual job (t=21.37), but he/she is not a
student (r=-14.11) and he/she is mostly
between 30 and 40 years old (t=5.81).

He/she loves long journeys (t=11.80),
he/she dislikes organized travelling/tra-
vel package groups (t=-4.79) and he/she
is strongly motivated for cultural tou-
rism (r=11.94), visiting more than five
cultural sites per year. He/she generally
has no reason to drop the cultural visit
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iii.

posjete kulturnih lokaliteta (t=4,12), osim
u slu¢aju ogranicenog pristupa (t=3,89).
Osim posjecivanja Pompeja (t=3,82), on/ona
bi posjetio/la i manje poznate lokacije, po-
put ArheoloSkog muzeja (t=6,56) i Kralje-
vskog apartmana u Napulju (t=5,21); taj je
izbor ocito vazan jer svjedoCi o njegovoj/
njenoj svijesti o ukupnoj ponudi nasljeda na
regionalnoj razini. Glavni razlog njegovog/
njenog putovanja je posjecivanje tih kultur-
nih atrakcija (t=11,94), a informacije o nji-
ma prikupio/la je ranije u specijaliziranim
turistickim vodi¢ima i knjigama (t=14.,42).
Nadalje, specifican lokalitet izabrao/la je
osobno (t=11,65) te on/ona priznaje da je
vrlo zadovoljan/zadovoljna iskustvom po-
sjete (t=4,56).

Tre¢i tip posjetitelja su studenti (15%

ukupnog uzorka, n=294):

1.

ii.

iii.

Ovo je, predvidljivo, vrlo mladi segment
(ispod 30 godina) (t=30,11) sa srednjo-
Skolskim obrazovanjem (t=5,79) i velikim
udjelom Zenske populacije (t=5,23).

Ona obi¢no ne odabire destinaciju kultur-
nog turizma za svoj odmor (t=3,94) te ju
ulazna cijena (t=4,84) i nedostatak opceg
zanimanja (t=3,88) obi¢no odvracaju od
posjete povijesnom lokalitetu.

Ovaj tip se ne povezuje sa samo jednim po-
vijesnim lokalitetom jer se izbor potrosnje
kulture obi¢no raspravlja i u¢i u Skoli
(t=5,21) ili ga sugeriraju roditelji ili prija-
telji (t=5,78), ili se informacije pronalaze
na internetu (t=2,94). Ona je obi¢no vrlo
zadovoljna posjetom (t=5,31), ali je glavni
razlog posjete bila edukacija (t=6,75), Sto
znaci da je potraznja za nasljedem uglav-
nom potaknuta obrazovanjem.

Cetvrti tip su stariji posjetitelji (8,68%

ukupnog uzorka, n=170).

1.

ii.

On/ona je, predvidljivo, stariji posjetitel]
(preko 60 godina starosti) (t=21,34) u mi-
rovini (t=23,78), a ima osnovno$kolsko
obrazovanje (t=7,91).

On/ona se obi¢no prikljuCuje organizira-
nim putovanjima (t=12,39) i nema osobitu
sklonost kulturnom turizmu (t=5,42).

iii.

(t=4.12) except for restricted accessibility
(+=3.89).

He/she would go for less famous sites,
such as the Archaeological Museum
(r=6.56) and the Royal Apartment in
Naples (r=5.21), alongside visiting Pom-
peii (#=3.82). This choice is certainly im-
portant, as it testifies to his/her awareness
of the total heritage supply at regional
level. Visiting these cultural attractions
was the main reason for his/her travel
(#=11.94) and he/she gathered information
about them in advance through specific
travel guides and books (1=14.42). Mo-
reover, the specific site was personally
chosen (t=11.65) and he/she admits to be
very satisfied with the visit experience
(1=4.56).

The third type is that of the student visi-

tor (15 % of the total sample, n=294):

1.

ii.

iii.

This is predictably a youthful segment
(under 30) (+=30.11) with a secondary le-
vel of education (#=5.79) and with a strong
female component (1=5.23).

She does not generally choose a cultural
destination for her holidays (#=3.94) and
entry price (r=4.84) or lack of generic in-
terest (#=3.88) usually deter her from visi-
ting heritage sites.

This type is not associated with a sin-
gle heritage site as the choice of cultural
consumption is generally discussed and
studied at school (#=5.21) or suggested
by parents or friends (#=5.78) or found on
the Internet (r=2.94). She is quite satisfied
with the visit (#=5.31), but the main rea-
son for visiting was educational (=6.75),
which means that the demand for herita-
ge was mostly education-driven.

The fourth type is the senior visitor

(8.68% of the total sample, n=170).

i.

He/she is predictably an elderly visitor
(over 60) (t=21.34) in retirement (r=23.78),
with a primary education level (-=7.91).

. He/she generally joins organized travel

groups (#=12.39) and finds no particular
deterrent to cultural tourism (=5.42).
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iii. On/ona preferira posjete atrakcijama
vrlo niskog intenziteta (poput VijeCnice
San Lorenzo u Paduli, t=6,24 ili Amla-
fi muzeju, t=3,59) koje pripadaju lokal-
nom okruzenju i vrlo su prikladne za
kratka organizirana putovanja bez rizika
zagadenja. Odabir lokaliteta obic¢no ovisi
0 organiziranim grupama (t=13,28), a in-
formacije se dobivaju u turisti¢kim agen-
cijama (t=10,48).

Rezultati sugeriraju da se segmentacija
posjetitelja u Campaniji moze interpretirati
prema viSestrukim pokretacima potraznje.
Preciznije, klaster analiza potvrduje da se
razliCiti posjetitelji motivirani kulturnim
nasljedem mogu povezati s razlic¢itim kultur-
nim atrakcijama.

Za upoznate posjetitelje talijanski su ko-
rijeni vrlo jaka varijabla za karakterizaciju,
uz prethodno znanje o lokalitetu, tip odabra-
nog lokaliteta (atrakcije visokog intenziteta),
zanimanje i razinu obrazovanja. Ova skupina
podsjeca na uobicajene kulturne turiste Mc-
Kerchera i du Crosa (2003) jer posjet lokalitetu
kulturnih obiljeZja nije glavni motiv putovanja,
a povrs$no kulturno iskustvo rezultat je manjka
autonomije u procesu donosenja odluke i izo-
stanka prikupljanja informacija o posjetu.

Suprotno tome, posjetitelji koji spadaju
u drugu skupinu (usko segmentirani posje-
titelji) sli¢niji su McKercherovim i du Cro-
sovim (2003) kulturnim turistima s ciljem
jer taj tip traZi specificne lokalne kulturne
dragulje, uz najpoznatije i najposjecenije lo-
kalitete. Ovog posjetitelja iznimno karakte-
riziraju demografske varijable poput stranih
korijena, vrste zanimanja (intelektualni po-
sao) i razina obrazovanja, kao i preferencije
za viSestrukim kulturnim iskustvom (vise od
pet), zahvaljuju¢i duzim boravcima i visokim
ulaganjima u prikupljanje informacija una-
prijed.

Klaster studentiuglavnomkarakteriziraju
demografske varijable (dob, zanimanje i spol)
1 nije izrazena ocCita samosvijesna potraznja
(jer osobnu kulturnu potraznju poticu prija-
telji i informacije dobivene u $koli). Ovaj se

iii. She/she prefers to visit very low volume
attractions (like the Chourthouse of San
Lorenzo in Padula /=6.24 or the Amalfi
Museum #=3.59), which belong to a local
circuit, very suitable for short coach trips
without congestion risks. The selection
of sites usually relies with the organized
group (=13.28) and the related information
is provided by a travel agency (=10.48).

The results indicate that segmentation
of visitors in Campania can be interpreted
according to multiple demand drivers. In
particular, cluster analysis confirms that dif-
ferent heritage visitors can be associated to
different kinds of cultural attractions.

For the familiar visitor, the Italian ori-
gin is a strongly characterizing variable,
together with the former knowledge of the
site, the type of site selected (high volume
attractions), the occupation and the level of
education. This group echoes McKercher
and du Cros (2003)’s casual cultural tourist
as the visit to the cultural site was not the
main motivation for the journey and the lack
of autonomy in the decision-making process,
together with an absence of investment on
information concerning the visit, results in a
shallow cultural experience.

On the contrary, the visitor emerging
from the second group (niche visitor) recalls
McKercher and du Cros (2003)’s purpose-
ful cultural tourist, as this type searches
for specific local cultural jewels, alongside
most famous and visited sites. This visitor is
strongly characterized by demographic vari-
ables such as foreign origin, type of job (in-
tellectual work) and level of education, fol-
lowed by the preference for multiple cultural
experience (more than five) thanks to long
stays and a strong investment in information
in advance.

The student cluster is mostly character-
ized by demographic variables (age, occu-
pation and gender) and does not express an
evident self-conscious demand (as personal
cultural demand is friends-driven and infor-
mation is provided at school). This cluster
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klaster moze usporediti sa slucajnim kultur-
nim turistima McKerchera i du Crosa (2003)
jer kulturni turizam nije razlog ovog puto-
vanja, ali student na lokalitetu se izjaSnjava
da je zadovoljan iskustvom.

Klaster stariji povezan je s udruZenim
menadzmentom dokolice za umirovljenike. I
ovaj klaster znaCajno karakteriziraju demo-
grafske varijable (dob, obrazovanje i zani-
manje). Ovaj klaster oCito zahtijeva eksternu
organizaciju svoje dokolice (turisticke agen-
cije), bilo u obliku paket aranZmana ili stan-
dardiziranih proizvoda masovnog turizma.
Destinacija kulturnog turizma nije relevant-
na motivacija za ovo putovanje, a razina za-
dovoljstva iskustvom ne karakterizira klaster
u znatnoj mjeri. U ovom slucaju, trebalo bi ih
definirati kao uobicajene turiste na odmoru,
radije nego kao kulturne turiste (Stebbins,
1996).

Ova analiza potvrduje da demografske
varijable jo§ uvijek imaju znaCajnu ulogu
u segmentaciji tipologije turizma. Nadalje,
genericka ponaSanja na putovanju odrazavaju
se u varijablama iskustva i zadovoljstva,
vezanim uz specifitcno kulturno iskustvo.
Zakljutno, pokretaCi potraznje mogu se in-
terpretirati u kontekstu medusobnog utjecaja
osobnih karakteristika posjetitelja (ve¢inom
podrijetlo, obrazovanje i dob), uobicajenih
navika u turizmu (uglavnom duljina boravka i
broj akumuliranih kulturnih iskustava) te ka-
rakteristika posjeta (motivacija, autonomija
odluka, znanje). Ova segmentacija potvrduje
nuZnost §ireg pristupa u istrazivanjima tipo-
logije turizma (Johns i Gyimothy, 2002).

Nadalje, ovo istrazivanje doprinosi sa-
dasnjem znanju o tipologiji kulturnih turista
utoliko jer naglaSava da je proces potrosnje
kulture iz promatrane koncentracije u turiz-
mu nasljeda pod utjecajem prebivaliSta posje-
titelja (domace, odnosno strano podrijetlo).

Prema ovoj analizi, koncentracija potraz-
nje za nasljedem (atrakcije visokog, odnosno
niskog intenziteta) moZe proizaci iz razlicitih
uloga kulturnog iskustva kod domacih nerezi-
dentnih u odnosu na medunarodne nerezident-

can be compared to McKercher and du Cros
(2003)’s incidental cultural tourist as cul-
tural tourism is not a reason for the journey,
but on site the student declares to be satisfied
with the experience.

The senior cluster is linked to the collec-
tive management of leisure time for retired
persons. Again, demographic variables (age,
education and occupation) characterize this
cluster significantly. This cluster asks evi-
dently for external organization (travel agen-
cy) of their leisure time, in the form of travel
packages or mass tourism standardized prod-
ucts. The cultural destination is not a relevant
motivation for the journey and satisfaction in
the experience sought does not characterize
this cluster strongly. In this case, they should
be defined as casual leisure tourists, rather
than cultural tourists (Stebbins, 1996).

Our analysis confirms that demographic
variables still play a crucial role in segmenting
tourism typologies. Moreover, generic travel
behaviors are reflected in the experience and
satisfaction variables, which concern the spe-
cific cultural experience. In sum, the demand
drivers can be interpreted in the light of the
interplay between the visitors’ personal char-
acteristics (mostly origin, education and age),
their common habits in tourism (mostly length
of stay and number of accumulated cultural
experiences), and the characteristics of the vis-
it (motivation, autonomy of decision, knowl-
edge). Our segmentation confirms the neces-
sity of a wider approach in studying tourism
typologies (Johns and Gyimothy, 2002).

Furthermore, our research contributes
to the current knowledge of cultural tourist
typologies, insofar as it emphasizes that the
process of cultural consumption behind the
observed concentration in heritage tourism is
affected by the visitors® residence (domestic
versus foreign origin).

According to our analysis, the concentra-
tion in the demand for heritage (high vs. low
volume attractions) may follow from a dif-
ferent role played by cultural experience in
domestic non-residents versus international
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ne posijetitelje. U slucaju talijanskih nerezide-
nata (koji snazno karakteriziraju prvi klaster)
primjecuje se osnovno kulturno iskustvo samo
prema vrlo poznatim kulturnim atrakcijama
koje se u osnovi javlja samo jednom godiSnje.
S druge strane, usko segmentiranu potraznju
predstavljaju oni s visokim obrazovanjem, $to
rezultira nizim troskovima prikupljanja infor-
macija i otvara Siri raspon mogucnosti (veca
frekvencija posjecivanja kulturnih lokaliteta i
diverzificirana potraznja za istima).

Naravno, razliCite preferencije Talijana i
inozemnih turista mogu se interpretirati i u
kontekstu razine obrazovanja: u ovom slucaju,
niza razina dostignutog obrazovanja postavlja
znacaju barijeru u privlacenju usko segmen-
tiranog trZista. Nazalost, adekvatni podaci o
visini prihoda posjetitelja nisu dostupni pa nije
moguce ponderirati relativnu ulogu obrazo-
vanjaiprihodau odredivanju potraznje turizma
nasljeda. Zanimanje moZe pruZiti djelomicne
informacije o prosje¢nim visinama prihoda
— moze se pretpostaviti da si posjetitelji s in-
telektualnim zanimanjima, u odnosu na one s
uredskim zanimanjima, mogu priustiti ulaz-
nice visih cijena. Medutim, u ovom radu ne
raspravlja se o faktorima koji utje¢u na sprem-
nost na potrosnju. Za daljnje istraZivanje po-
vezanosti obrazovanja, ucestalosti i tipologije
turista u obzir se mora uzeti proces razvijanja
ukusa (Seaman, 2006).

Dok su upoznati turisti uglavnom pod
utjecajem kreiranja uobicajenih navika (prva
skupina, zapravo, poznaje posjecenu lokaciju
od mladosti), §to objasnjava njihovu inerciju
ponasanja, prosla iskustva prerastaju u ve-
lika ulaganja u ljudski kapital u obliku kon-
zumacije ili treninga za usko segmentirane
posjetitelje, umanjujuci ,,relativnu prikrivenu
cijenu” (Stigler i Becker, 1977) povecanja
vrijednosti umjetnosti. Medutim, kako je
konzumacija kulture uvjetovana zalihom lju-
dskog kapitala, do akumulacije dolazi samo
ako se dostigne odredeni prag obrazovanja/
svijesti. Nadalje, primijeceno je da odabir
izmedu dvije vrste kulturnih atrakcija ne ovi-
si samo o razli¢itim motivacijama/talentima
u obrazovanju, vec i razli¢itim razinama au-

non-resident visitors. In the case of Ital-
ian non-residents who strongly characterize
cluster 1 we observe a basic cultural experi-
ence only towards very famous cultural at-
tractions, which emerges basically only once
a year. On the other hand, niche demand is
expressed by those who have a higher educa-
tion, which results in a lower cost of informa-
tion gathering and allows for a wider range of
options (a higher frequency of cultural visits
and a diversified demand of cultural sites).

Of course, we can interpret the different
preferences between Italian and international
tourists in the light of levels of education: in
our case, lower educational attainment poses
a significant barrier to accessing the niche
market. Unfortunately, we do not possess ad-
equate information on the visitors’ revenue
levels to weight the relative role of education
and income in determining heritage tourism
demand. Occupation may convey some par-
tial information on the average revenue lev-
els: we can suppose that visitors with an in-
tellectual occupation can afford to pay higher
tickets, compared to office clerks. However,
we do not discuss in this paper the factors be-
hind different levels of willingness to pay. To
further investigate the link between educa-
tion, frequency and typology of tourists, the
process of taste cultivation has to be taken
into account (Seaman, 2006).

While familiar tourism is mostly led by
common habit formation (the first group of
visitors, as a matter of fact, knows the visited
site since they were young), which explains its
behavioral inertia, past experiences translates
into strong investments in human capital in
the form of consumption or training for niche
visitors, diminishing their “relative shadow
price” (Stigler and Becker, 1977) of arts ap-
preciation. Nevertheless, as cultural consump-
tion is conditioned by the stock of human cap-
ital, accumulation can happen only if a certain
threshold of education/awareness is reached.
Moreover, we also observed that the selection
between the two kinds of cultural attraction
is not only due to different educational mo-
tivations/endowments, but also to a different
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tonomije u planiranju posjecivanja kulturnog
lokaliteta (Johns i Gyimothy, 2002), Sto opet
proizlazi iz razine obrazovanja i svijesti kul-
turne potraznje.

Medutim, ukoliko obrazovanje i akumu-
lirano znanje mogu objasniti konzumaciju
kulture od strane usko segmentiranih turista,
tada su potrebna daljnja objasnjenja razlicitih
ponaSanja upoznatih posjetitelja. Percepcija
lokaliteta kod dijela njihovog nasljeda (Po-
ria et al., 2005) imala je odredenu ulogu u
odabiru destinacije kod ove skupine jer su
talijanski nerezidentni posjetitelji upoznati
s nasljedem kojeg posjecuju. Cinjenica da je
odluku o posjeti atrakcije visokog intenziteta
donijela obitelj posjetitelja (bilo djeca ili part-
neri) te da je posjet povezan s posjeivanjem
prijatelja/rodbine, zna¢i da atrakcija ima
snazno osobno/drustveno znacenje za posje-
titelja, a sadrzi materijalno i socio-psiholosko
svjedocanstvo o njenom identitetu na kojem
se temelji osjeCaj pripadanja (Park, 2010).
To znaci da simbolicki temelji nasljeda nisu
povezani samo s lokalnom zajednicom, ve¢ i
domacim nerezidentima, tj. da njihov utjecaj
nije lokalan, ve¢ nacionalan.

U odredenoj mjeri strani posjetitelji mogu
pokazati razli¢it prosjecni fokus na kulturne
atrakcije ne kao posljedica razlicitih kultur-
nih zaliha, ve¢ jednostavno zbog njihovih
mogucnosti putovanja jer su strani posje-
titelji mozda prvi put u Campaniji i skloni
su maksimizirati broj posjecenih lokalite-
ta. Medutim, Cinjenica da se promatrano
ponasanje kulturnih turista u svakom klaste-
ru razlikuje prema razini obrazovanja i dalje
ostaje istinita.

5. ZAKLJUCAK

Proucavanje segmentacije kulturnog tu-
rizma ukljuCuje raspravu o svim moguéim
u¢incima koje generiraju odnosi izmedu
nasljeda i turizma. Koriste¢i podatke priku-
pliene 2006. godine u istrazivanju Scabe-
ca (regionalni Institut za kulturna dobra u
Campaniji), cilj ovog rada je dalje istrazivati

degree of autonomy in the planning of cultur-
al visits (Johns and Gyimothy, 2002), which
again follows from the level of education and
awareness of cultural demand.

However, if education and accumulated
knowledge may explain the cultural consump-
tion of the niche visitor, we need further expla-
nations for the different behavior of the familiar
visitor. The perception of a site as part of their
own background (Poria et al., 2003) seems to
have played a certain role in the choice of the
travel destination for this group, as Italian non-
resident visitors are already familiar with the
heritage they visit. The fact that both the deci-
sion to visit a high volume attraction is taken
by the visitor’s relatives (whether children
or partner) and the visit is linked to meeting
friends/relatives means that the attraction has a
strong personal/social meaning for the visitor,
containing a material and socio-psychological
testimony to her identity upon which a sense
of belonging is based (Park, 2010). This means
that the symbolic foundations of heritage con-
cern not only the residential community, but
domestic non-residents too, i.e. that their im-
pact is national rather than local.

To some extent, international travel-
ers may reveal a different average focus on
cultural attractions not as a consequence of
different cultural endowments but simply
because of their travel capabilities, as inter-
national visitors might have been for the first
time in Campania and are prone to maxi-
mize the number of visited sites. However,
it remains still true that the cultural behavior
observed in each cluster differs also accord-
ing to the levels of education.

5. CONCLUSION

Studying cultural tourism segmentation
involves the discussion of all the possible ef-
fects generated by the relation between her-
itage and tourism. Using the data collected
in 2006 in a Scabec (Campania regional
institute for cultural goods) survey, the pa-
per aims to further contribute to the ongo-
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tekucu raspravu o teoretskim razumijevanji-
ma kulturnog turizma, sugerirajuéi eko-
nomske interpretacije kako bi se obuhvatilo
ponasanje turista promatranih u Campaniji.

Pomocu hijerarhijske klaster analize defi-
nirane su Cetiri razlic¢ite skupine nerezident-
nih posjetitelja ¢ije karakteristike potvrduju
vaznost analize kulturnog turizma na temelju
drustvenih i demografskih svojstava posje-
titelja, karakteristika posjeta i psiholoskih
elemenata turizma (McKercher i du Cros,
2003).

Analiza je dalje bila koncentrirana na
dvije glavne skupine, nazvane ,,upoznati“ i
»usko segmentirani® turisti, koje su pomo-
gle u rasvjetljavanju razlicitih moguénosti
pristupa posjeta motiviranih kulturom koje
doZivljavaju nerezidenti. Posjetitelji u skupi-
ni upoznatih posjetitelja odabiru dobro poz-
nate lokalitete (atrakcije visokog intenziteta),
dok usko segmentirani klaster naglaSava
preferencije za manje poznatim lokaliteti-
ma (atrakcije niskog intenziteta) iznimne
umjetnicke vrijednosti. Pretpostavljajuci
postojanje dva razli¢ita trziSta u turizmu
nasljeda, osnovna i1 usko segmentirana po-
traznja, raspravljani su moguci faktori koji
objasnjavaju razliCite naline uZzivanja u
nasljedu. Ovo ponaSanje djelomicno se pri-
pisuje ulozi obrazovanja kao snazne deter-
minante potraznje za umjetno$¢u u procesu
razvijanja ukusa (Seaman, 2000).

U rezultatima je primijeCeno da obrazo-
vanje moze imati ulogu u potrosnji kulture
kao inicijalno prikupljenih sredstava egzo-
genog karaktera koje omogucava razliCite
stupnjeve i razine uzivanja u nasljedu. Na-
dalje, Cini se da percepcija lokaliteta kao dio
osobnog nasljeda (Poria et al., 2003) ima
znacajnu ulogu u odabiru destinacije za od-
mor, jer se potvrduje da nasljede ima puno
Sire osnove od samo lokalnog. Takoder se
zakljuCilo da se uz razliCite socio-obrazovne
motivacije/prikupljanje kulturnog kapitala
javlja razliCita razina autonomije u plani-
ranju kulturnih posjeta (Johns i Gyimothy,
2002) unutar koristenja nasljeda.

ing debate on the theoretical understanding
of cultural tourism, by suggesting economic
interpretations to account for the behavior of
tourists observed in Campania.

The hierarchical cluster analysis has
pointed to four different groups of non-resi-
dent visitors whose characteristics confirm
the importance of analyzing cultural tourism
using the social and demographic conditions
of the visitors, the characteristics of the visit,
and the psychological elements of tourism
(McKercher and du Cros, 2003). The analy-
sis was further focused on two main groups
— labelled as “familiar” and “niche” tourists
— which shed more light on the different pos-
sible approaches to the cultural visit expe-
rienced by non-resident visitors. In particu-
lar, the visitors in the familiar visitor group
choose well-known sites (the high volume
attractions), while those in the niche cluster
express preference for less famous (the low
volume attractions) but of outstanding artistic
value. On the assumption of the existence of
two different markets in the heritage tourism
— i.e. the basic and the niche demand — pos-
sible factors explaining the different ways of
enjoying heritage have been discussed. This
behavior is partially ascribed to the role of
education as a strong determinant of arts de-
mand in the process of taste cultivation (Sea-
man, 2006).

In the results, we have observed that edu-
cation may play a role in cultural consump-
tion as an initial endowment given exog-
enously, which allows for different degrees
and levels of enjoyment of heritage. Moreo-
ver, the perception of a site as part of one’s
own background (Poria et al., 2003) seems to
have played a role in the choice of the travel
destination, as heritage confirms its wider
rather than local symbolic foundations. We
also observe that together with different so-
cio-educational motivations/cultural capital
endowments, a different degree of autonomy
in the planning of cultural visits (Johns and
Gyimothy, 2002) plays a significant role in
the consumption of heritage.
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Zakljucci ovog rada sukladni su prethod-
nim studijama (Apostolakis i Shaffry, 2007,
McKercher i du Cros, 2003; Poria et al. 2003,
2009), ali ova analiza ima daljnji doprinos u
razlikovanju koriStenja kulture nerezident-
nih posjetitelja i njihovog odabira lokacije
za posjeCivanje. Ogranicenja ove analize su
veli¢ina uzorka (samo jedna talijanska re-
gija) i koriStenje statistickih tehnika koje ne
mogu rasvijetlili uobiCajene odnose medu
varijablama. Nadalje, koriSteni su podaci
iz prethodnih istrazivanja i stoga bi daljnja
analiza s primarnim podacima bila korisnija.
Medutim, u skorijoj buducnosti cilj je prove-
sti istrazivanje motivacija u pozadini zado-
voljstva turista i ocijeniti razli¢ite uloge de-
mografskih varijabli, varijabli ponaSanja na
putovanju i varijabli iskustva u uvjetovanju
pozitivnog zadovoljstva posjetitelja.

Prakti¢ne implikacije rezultata pokazuju
da, ukoliko kreatori politike Zele smanjiti
razliku u potraznji za atrakcijama visokog i
niskog intenziteta, viSe paznje mora se po-
svetiti pokretac¢ima potraznje nego oblicima
ponude nasljeda. RazliCito koriStenje nasljeda
rezultat je razli¢itog znanja o lokalitetu koje
je, u skupini usko segmentiranih posjetitelja,
steCeno zahvaljuju¢i viSem stupnju obra-
zovanja, dok su u skupini upoznatih turista
nedostatak osobne percepcije i simbolicni
temelji atrakcija niskog intenziteta karika
koja nedostaje. Kako bi se suprotstavila tom
ucinku i osigurala da ne dode do propadanja
kulturnih vrijednosti, danas$nja generacija
mora postivati svoju duznost da brine za kul-
turni kapital te osigurati adekvatne investicije
u ocuvanje i odrzavanje svoje kulturne zak-
lade (Throsby, 2005). Nadalje, u nedostatku
privatnih mehanizama poticanja, zbog konti-
nuiranog ulaganja u ljudski kapital, (kao Sto
je to slucaj kod usko segmentirane skupine),
nedostatak znanja moze se nadoknaditi samo
ex ante, izvan trziSnih segmenata gdje emo-
cionalna percepcija pocinje poprimati svoje
oblike, odnosno u prvoj fazi stjecanja obra-
zovanja (8kole ili druge institucije osnovnog
obrazovanja).

The conclusions of this paper are in line
with the previous studies (Apostolakis and
Shaffry, 2007; McKercher and du Cros, 2003;
Poria et al. 2003, 2009), but our analysis fur-
ther contributes to discriminating non-resident
visitor cultural consumption according to their
site selection. The limitations of our analy-
sis are its restricted sample (only one Italian
region) and the use of statistical techniques,
which cannot shed light on the causal rela-
tionships among the variables. Moreover, we
use the data derived from a previous research
design and hence a further analysis with the
original data would be fruitful. However, in
the nearest future, we aim to investigate the
motivations behind tourists’ satisfaction and
to assess the different roles of demographics,
travel behavior and experience variables in
conditioning positive satisfaction of visitors.

Practical implications of the results re-
veal that more attention has to be devoted to
the demand drivers than to the forms of her-
itage supply, if the policymaker is interested
in flattening out the demand gap between
low and high volume attractions. A differ-
ent consumption of heritage comes from a
different knowledge of the site, which, in
the niche group, is obtained owing to high-
er levels of education, while in the familiar
group the missing link is the lack of personal
perception and symbolic foundation of low
volume attractions. To counteract the latter
effect and in order to ensure no deterioration
in the cultural value, the present generation
has to respect their duty to care for cultural
capital, ensuring adequate investment in the
conservation and maintenance of its cultur-
al endowment (Throsby, 2005). Moreover,
in our opinion, in the absence of a private
incentive mechanism due to a continuous
investment in human capital (as in the case
of the niche group), the knowledge gap can
be covered only ex ante, outside the market
mechanism, where the emotional perception
of heritage starts to take form, i.e. at the first
stage of educational attainment (schools or
other institutions of primary education).
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APPENDIX 1: Sampled cultural sites in Campania
PRILOG 1: Uzorak kulturnih lokaliteta u Campaniji

Historic apartment in Royal Palace o

Archaeological park of Baia 3
i

Museum Correale di Terranova

of Axel Munthe Villa San Michele
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Appendix 3: Summary of travel behaviors variables

Cultural
Lenght of % | Travel partner % Cullturjnll % atFractlon visited % Limits %
stay destination in the last 12
months
shorttrip | 359 | it family/ 90% | no 33% | none 10% | interest 4%
friends
long stay 56% | Alone 7% | yes 67% |from 1 to 5 55% | entry price 15%
one day 9% travel package 3% | total 100% | more than 5 34% | information 8%
groups
total 100% | Total 100% total 100% | time 46%
no limits 20%
entry N 4%
accessibility
other 4%
total 100%

Table 2 includes the travel behavior characteristics of the sample which consists of 1,959
interviews. Operationalization of variables: length of stay (3 answers), travel partner (4 an-
swers) cultural destination (binary), cultural attractions visited in the last 12 months (3 an-
swers) and limits (7 answers).

Prilog 3: SaZetak varijabli ponasanja na putovanju

. . Destinacija Kulturne atrakcije
Duljina Pratnja na L, oo
% . % kulturnog % posjecene tijekom % Ogranicenja %
boravka putovanju . . S
turizma proteklih 12 mjeseci
kratko )+ 554 fobiel/ 90% | da 33% | niti jedna 10% | zanimanje 4%
putovanje Iprijatelji
dugi 56% | sam/a 7% | ne 67% | 1-5 55% | ulazna cijena | 15%
boravak
jedan dan 9% 0rgan1z1rana 3% | ukupno 100% | vise od 5 34% | informacije 8%
putovanja
ukupno 100% | ukupno 100% ukupno 100% | vrijeme 46%
nemaw . 20%
ogranicenja
pristup ulazu 4%
drugo 4%
ukupno 100%

Prilog 3 ukljucuje karakteristike ponaSanja na putovanju, uzorak ukljucuje 1.959 ispi-
tanika. Varijable: duljina boravka (3 odgovora), pratnja na putovanju (4 odgovora), destinacija
kulturnog turizma (binarno), kulturne atrakcije posjecene tijekom proteklih 12 mjeseci (3
odgovora), ograni¢enja (7 odgovora).



200 Acta Turistica, Vol 24 (2012), No 2, pp 177-208

Appendix 4: Summary of experience and satisfaction variables

motivation of this % decision to visit % knowledge about % satisfaction about this %
journey this site this site Visit experience
visit this site 21% | me 56% Lfvi ANAYSKROW | 300 | arsfed 3%
friends/relatives 12% | friends 9% | parents/friends 12% | very satisfied 60%
visit museums 29% | sons/daughters 4% | tour guide/books 18% | not much satisfied 3%
summer holidays 17% | travelmate 24% | brochure/depliant 5% | no satisfied at all 0%
mere transit 4% | travel package 6% | school 13% | total 100%
work 3% | tour operator 2% | tourism office 2%
personal 3% | total 100% | television 3%
study 4% travel agency 2%
other 2% newspapers 0%
g0 to a spa 1% other museums 0%
visit the countryside 2% internet 3%
religious motives 0% other 3%
taste regional food 1% leaflets 0%
cruising 1% magazines 0%
missing category 1% radio 0%
total 100% total 100%

Appendix 4 includes the characteristics related to experience and satisfaction of the sam-
ple which consists of 1,959 interviews. Operationalization of variables: motivation of this
journey (15 answers), decision to visit this site (6 answers), knowledge about this site (15
answers), satisfaction about the visit experience (4 answers).
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Prilog 4: SaZetak varijabli iskustva i zadovoljstva

motivaciia 7 odluka o zadovoljstvo
. ! . % posjecivanju % znanje o lokalitetu % iskustvom %
posjecivanje . e
lokaliteta posjecivanja
posjecivanje lokaliteta | 21% | ja 56% E?e‘;?ek Anam 2 38% | zadovoljan 37%
prijatelji/obitel 12% | prijatelji 9% | roditelji/prijatelji 12% | vtlo zadovoljan 60%
posiecivanje muzeja | 29% | sinovifkéeri 49 | tistekd vodicy 180 | " Preverano 3%
knjige zadovoljan
ljetni praznici 179, | Pretma 24% | brosure 5% | nimalo zadovoljan | 0%
putovanju
. turisticki .
samo tranzit 4% y 6% | Skola 13% | ukupno 100%
aranzman

posao 3% | turoperator 2% | turisticki ured 2%
osobni razlozi 3% | ukupno 100% | televizija 3%
studiranje 4% turisticka agencija 2%
drugo 2% novine 0%
odlazak u toplice 1% drugi muzeji 0%
posjecivanje seoskog 2% intemet 3%
krajolika
religijski motivi 0% drugo 3%
kuSanje regionalne 1% letak 0%
hrane
krstarenje 1% Casopisi 0%
missing category 1% radio 0%
ukupno 100% ukupno 100%

Prilog 4 ukljucuje karakteristike povezane s iskustvom i zadovoljstvom uzorka koji se
sastojao od 1.959 ispitanika. Varijable: motivacija za putovanje (15 odgovora), odluka o
posjecivanju lokaliteta (6 odgovora), znanje o lokalitetu (15 odgovora), zadovoljstvo iskustvom
posjecivanja (4 odgovora).
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Appendix 5: Characterization of cluster 1 (familiar visitor)

Variable label Caracteristic categories Test-value
place more than 30km 23.72
knowledge always known 15.48
site Royal Palace of Caserta 15.47
occupation office clercks 14.03
education secondary 11.73
attraction_visited none 11.58
age 40-50 9.78
attraction_visited from 1 to 5 8.88
length short trips 8.07
motivation friends/relatives 7.91
decision sons/daughters 7.42
occupation home duty 7.25
decision travel mate 6.63
limits time 5.37
occupation skilled workers 5.36
length one day 5.28
occupation craftsman 5.23
knowledge brochure/depliant -5.00
knowledge Internet -5.19
knowledge travel agency -5.38
travel_partner travelpack_groups -5.71
site Historic apartments -5.96
decision travelpack_groups -6.48
limits no limit -6.70
decision me -6.71
motivation Study -7.05
age over 60 -7.28
site National archaelogical museum -1.76
occupation retired -8.59
occupation intellectual work -9.59
motivation visit museums -9.83
length long stay -10.91
age 15-30 -12.21
knowledge tour guide -13.78
education graduate -14.50
occupation student -14.79
attraction_visited more than 5 -17.55
place foreign country -23.72
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Prilog 5: Karakterizacija klastera 1 (upoznati posjetitelj)

Oznaka varijable Karakteristike katogorije Test-vrijednost
mjesto viSe od 30 km 23,72
znanje oduvijek poznato 15,48
lokalitet Kraljevska palaca u Caserti 15,47
zanimanje uredski sluzbenici 14,03
obrazovanje srednjoskolsko 11,73
posjecena atrakcija niti jedna 11,58
dob 40-50 9,78
posjecena atrakcija 1-5 8,88
duljina kratka putovanja 8,07
motivacija prijatelji/obitelj 791
odluka sinovi/kéeri 7,42
zanimanje zaposlen/a kod kuce 7,25
odluka pratnja na putovanju 6,63
ogranicenja vrijeme 5,37
zanimanje kvalificirani radnici 5,36
duljina jedan dan 5,28
zanimanje obrtnik 5,23
znanje brosure -5,00
znanje Internet -5,19
znanje turisticka agencija -5,38
pratnja na putovanju organizirana grupa -5,71
lokalitet Povijesni apartman -5,96
odluka organizirana grupa -6,48
ogranicenja nema ogranicenja -6,70
odluka ja -6,71
motivacija studij -7,05
dob preko 60 -7,28
lokalitet Nacionalni arheoloski muzej -1,16
zanimanje umirovljen -8,59
zanimanje intelektualni rad -9,59
motivacija posjetiti muzeje -9.83
duljina dugi boravak -10,91
dob 15-30 -12,21
znanje turisticki vodi¢ -13,78
obrazovanje visoko -14,50
zanimanje student -14,79
posjecena atrakcija vise od 5 -17,55
mjesto strana drzava -23.72
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Appendix 6: Characterization of cluster 2 (niche visitor)

Variable label Caracteristic categories Test-value
place foreign country 24.07
occupation intellectual work 21.37
education graduate 20.48
attraction_visited more than 5 17.21
knowledge tour guide 14.42
motivation visit museums 11.94
length long stay 11.80
decision Me 11.65
cultural_destination Yes 6.87
site National archaelogical museum 6.56
age 30-40 5.81
site Historic apartments 5.21
occupation skilled workers -5.15
decision sons/daughters -5.30
occupation home makers -5.59
knowledge friends/relatives -5.63
decision friends -5.78
age over 60 -5.95
cultural_destination no -6.87
age 15-30 -7.21
education primary -7.39
occupation office clercks -1.70
motivation friends/relatives -8.77
occupation retired -9.50
length short trips -9.59
knowledge always known -10.27
attraction_visited none -10.28
attraction_visited from1to5 -10.77
occupation student -14.11
site Royal Palace of Caserta -15.54
education secondary -16.05
place more than 30km -24.07
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Prilog 6: Karakterizacija klastera 2 (usko segmentirani posjetitelj)

Oznaka varijable

Karakteristike kategorije

Test-vrijednost

mjesto strana zemlje 24,07
zanimanje intelektualni rad 21,37
obrazovanje visoko 20,48
posjecena atrakcija vise od 5 17,21
znanje turisticki vodi¢ 14,42
motivacija posje¢ivanje muzeja 11,94
duljina dugi boravak 11,80
odluka ja 11,65
destinacija kulturnog turizma da 6,87
lokalitet Nacionalni arheoloski muzej 6,56
dob 30-40 5,81
lokalitet Povijesni apartmani 5,21
zanimanje kvalificirani radnici -5,15
odluka sinovi/kceri -5,30
zanimanje zaposlen kod kuce -5,59
znanje prijatelji/obitelj -5,63
odluka prijatelji -5,78
dob preko 60 -5,95
destinacija kultunog turizma ne -6,87
dob 15-30 -7,21
obrazovanje osnovnoskolsko -7,39
zanimanje uredski sluzbenici -7,70
motivacija prijatelji/obitelj -8,77
zanimanje umirovljeni -9,50
duljina kratka putovanja -9,59
znanje oduvijek upoznat -10,27
posjecena atrakcija niti jedna -10,28
posjecena atrakcija 1-5 -10,77
zanimanje student -14,11
lokalitet Kraljevska palaca u Caserti -15,54
obrazovanje srednjoSkolsko -16,05
mjesto vise od 30km -24,07
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Appendix 7: Characterization of cluster 3 (student visitor)

Variable label Caracteristic categories Test-value
occupation student 31.17
age 15-30 30.11
motivation study 6.75
decision friends 6.11
education secondary 5.79
knowledge friends/relatives 5.78
satisfaction satisfied 5.31
gender female 5.23
knowledge school 5.21
satisfaction very satisfied -5.17
gender male -5.23
occupation retired -5.98
knowledge always known -7.04
age over 60 -7.14
occupation office clercks -7.69
age 50-60 -10.53
age 30-40 -10.94
occupation intellectual work -11.53
age 40-50 -13.80




Elina De Simone: Stavovi nerezidenata prema nasljedu: Istrazivanje tipologije turista prema...

207

Prilog 7: Karakterizacija klastera 3 (studenti posjetitelji)

Oznaka varijable Karakterizacija kategorije Test-vrijednost
zanimanje student 31,17
dob 15-30 30,11
motivacija studiranje 6,75
odluka prijatelji 6,11
obrazovanje srednjoskolsko 5,79
znanje prijatelji/obitelj 5,78
zadovoljstvo zadovoljan 5,31
spol zenski 5,23
znanje skola 5,21
zadovoljstvo vrlo zadovoljan -5,17
spol muski -5,23
zanimanje umirovljeni -5,98
znanje oduvijek upozna -7,04
dob preko 60 -1,14
zanimanje uredski sluzbenici -7,69
dob 50-60 -10,53
dob 30-40 -10,94
zanimanje intelektualan posao -11,53
dob 40-50 -13,80
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Appendix 8: Characterization of cluster 4 (senior visitor)

Variable label Caracteristic categories Test-value
occupation retired 23.78
age over 60 21.34
decision travelpack_groups 13.28
travel_partner travelpack_groups 12.39
knowledge travel agency 10.48
education primary 791
site Charterhouse of San Lorenzo 6.24
limits no limit 5.42
limits time -5.07
occupation student -5.13
education graduate -5.23
decision Me -6.22
age 30-40 -7.06
age 40-50 -7.60
travel_partner with family -7.66
occupation intellectual work -8.29
age 15-30 -8.39

Prilog 8: Karakterizacija klastera 4 (stariji posjetitelj)

Oznaka varijable Karakteristike kategorije Test-vrijednost
zanimanje umirovljeni 23,78
dob preko 60 21,34
odluka organizirane grupe 13,28
pratnja na putovanju organizirane grupe 12,39
znanje turisticka agencija 10,48
obrazovanje osnovnoskolsko 791
lokalitet Vije¢nica San Lorenzo 6,24
ogranicenja nema ogranicenja 5,42
ogranicenja vrijeme -5,07
zanimanje student -5,13
obrazovanje visoko -5,23
odluka ja -6,22
dob 30-40 -7,06
dob 40-50 -7,60
pratnja na putovanju obitelj -7,66
zanimanje intelektualan posao -8,29

dob 15-30 -8,39




