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1. UVOD

Sezonalnost turizma jedan je od najve-
¢ih problema s kojim se susreCe turisticka
praksa, a za koje znanost u turizmu poku-
Sava iznaci odgovore (Cuccia i Rizzo, 2011;
Butler, 2001). Specifi¢ni oblici turizma pred-
stavljaju moguce rjeSenje smanjenja sezonal-
nosti, a time i ostvarivanje boljih efekata po-
slovanja (Koc i Galip, 2007; Baum i Hagen,
1999; Baum i Lundtorp, 2001). Mnogi spe-
cificni oblici turizma ipak nisu u potpunosti
liSeni elemenata sezonalnosti koja je, uz pri-
rodne, uvjetovana i nizom institucionalnih
¢imbenika (Higham i Hinch, 2002; Butler,
2001). U radu se analizira nauticki turi-
zam koji predstavlja sezonski manje osjetljiv
oblik turizma (Andriotis, 2005). To je prije
svega zbog strukture prodaje proizvoda na-
utickog turizma kojem godiSnji zakup veza
¢ini prihodovno znacajnu stavku, a ova uslu-
ga se pruza na cjelogodiS$njoj razini. Priho-
di od vezova u SAD-u i Ujedinjenom Kra-
ljevstvu Cinili su oko 30% ukupnih prihoda
marina, dok su ostale usluge poput popravka
plovila, snabdijevanja plovila razli¢itim po-
trepStinama i gorivom, uslugama smjestaja i
usluZivanja i sli¢ne usluge Cinile ostatak pri-
hoda. Analizom podataka DrZzavnog zavoda
za statistiku utvrdeno je da 58,81% prihoda
marina u Hrvatskoj 2013. godine Cine pri-
hodi od godisnjeg veza, 14,68% prihodi od
tranzitnog veza, 7,13% prihodi od servisnih
usluga te 19,36% prihodi od drugih usluga.
Temeljem ovakve strukture prihoda marina
moze se zakljuciti da je nauticki turizam se-
zonski neosjetljiv. No, ova struktura prihoda
ne predstavlja kvalitetnu strukturu prihoda
za marine.

Potpuni nautic¢ki turisticki promet ostva-
ruje se tek boravkom turista na brodu. Dis-
tribucija nauti¢kih turistickih no¢enja u Hr-
vatskoj tijekom godine izrazito je sezonskog
karaktera. Nedostatak obogacenja turisticke
ponude destinacije jedan je od razloga ova-
kve situacije. Smanjenje sezonalnosti i ostva-

1. INTRODUCTION

One of the greatest problems of tourism
practice is seasonality. The solution for this
challenge is the subject of many tourism sci-
ence endeavors. (Cuccia and Rizzo, 2011;
Butler, 2001). Special interest tourism pre-
sents a possible approach to reducing sea-
sonality, and thus generating better business
effects (Koc and Galip, 2007; Baum and
Hagen, 1999; Baum and Lundtorp, 2001).
Yet, many special interest tourism forms are
still not completely deprived of the seasonal
elements, which is conditioned by natural as
well as many institutional factors (Higham
and Hinch, 2002; Butler, 2001). This paper
explores nautical tourism as a less sensitive
form of tourism in terms of seasonality (An-
driotis, 2005). This is primarily a conse-
quence of the structure of the sale of nautical
tourism products in which an annual berth
charter makes a significant point in terms
of profitability as this service is provided
during the entire year. Profit form berths in
the USA and the United Kingdom amounted
to 30% of the total marinas’ income, while
other services, such as fixing the vessels,
procurement of various supplies and fuel,
accommodation, catering, and other servic-
es accounted for the remaining income. An
analysis of the data provided by the Croatian
Bureau of Statistics shows that the annual
berth income accounted for 58.81% of Cro-
atian marinas’ income in 2013, while transit
berth income accounted for 14.68%, cater-
ing services for 7.13% and other services for
19.36%. Such income structure suggests that
nautical tourism is not sensitive in terms of
seasonality. However, this income structure
does not represent quality income structure
for marinas.

A complete nautical tourism business is
realized only if tourists stay on their ves-
sels. The distribution of tourist overnight
stays in Croatia during the year is extremely
seasonal. The lack of enriched tourism of-
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renje snaznijih ekonomskih u€inaka turizma
moze se ostvariti samo medusobnom imple-
mentacijom niza razli¢itih komplementarnih
elemenata specificnih oblika turizma u je-
dinstven proizvod koji ¢e motivirati turiste
na dolazak (Adams, 2006). U radu se takoder
kriticki analiziraju specifi¢ni oblici turizma
koji su komplementarni nauti¢kom turizmu
te ucinci koje njihovo uklju€ivanje u nauticki
proizvod ima na rezultate poslovanja mari-
na. Prema Pravilniku o razvrstavanju i ka-
tegorizaciji luka nautickog turizma (NN, ¢l.
4-9; 2006), marina je dio vodenog prostora
i obale posebno izgraden i ureden za pru-
Zanje usluga veza i ¢uvanja plovnih objeka-
ta te smjeStaja turista - nauticara u plovnim
objektima, odnosno u smjeStajnim objekti-
ma marine. U marinama se pruzaju i druge
uobicajene usluge turistima - nautiCarima, a
mogu se pruzati i usluge servisiranja i odr-
Zavanja plovnih objekata. Cilj je rada ispitati
kako implementacija komplementarnih spe-
cificnih oblika turizma u nauticki turisticki
proizvod utjece na poslovanje marina.

2. METODOLOSKI OKVIR RADA

Uz sekundarna istrazivanja dosada3njih
znanstvenih spoznaja iz podrucja specificnih
oblika turizma za potrebe ovog rada prove-
dena su i dva primarna istrazivanja.! U pr-
vom dijelu istrazivanja primijenjeno je izvi-
dajno istrazivanje putem standardiziranoga
individualnog intervjua s uzorkom eksperata
iz podrucja nautickog turizma u Republici
Hrvatskoj.

Drugi dio istrazivanja proveden je teren-
skim prikupljanjem podataka. U prikuplja-
nju primarnih podataka koriStena je metoda
anketnog istrazivanja kao glavnog postupka

! Istrazivanje je provedeno za potrebe izrade dok-
torske disertacije Krce Mioci¢, B. (2011.) Valo-
rizacija ekonomskih komponenti razvoja nau-
tickog turizma. Doktorska disertacija. SveuciliSte
u Zagrebu Ekonomski fakultet te su rezultati is-
trazivanja dio ovog neobjavljenog rada.

fer in the destinations is one of the reasons
for this situation. The reduction of season-
ality and stronger economic tourism effects
can be realized only through joint efforts
in implementing a series of complementary
elements of special interest tourism forms
into a unique product that will attract tour-
ists (Adams, 2006). This paper will critically
analyze the special interest tourism forms
which are complementary to nautical tour-
ism as well as the effects of including them
into a nautical product in terms of the results
of the marinas’ business operations. Accord-
ing to Regulations on Sorting and Categori-
zations of Nautical Tourism Ports (National
Gazette, article 4-9; 2006), a marina is de-
fined as a part of the area of water and coast
which is especially constructed and designed
for the provision of berth charter services,
keeping vessels and providing accommo-
dation to tourists-boaters on the vessels, or
in accommodation facilities of the marinas.
The marinas also provide other regular ser-
vices to tourists-boaters as well as services
of fixing and maintaining the vessels. This
paper aims to examine the ways the imple-
mentation of complementary forms of tour-
ism in a nautical tourist product influence the
marinas’ business.

2. METODOLOGICAL
FRAMEWORK OF THE PAPER

In addition to the secondary research of
the present scientific insights in the field of
special interest tourism, we have also con-
ducted two primary investigations for the
purpose of this paper.! The first part of the
research presents a formed and applied in-
quiry conducted through a standardized in-

! The research was conducted for the purpose
of the doctoral thesis of Krce Mioci¢, B. (2011)
Valorization of economic components of nautical
tourism development. Doctoral thesis. University
of Zagreb. Faculty of Economics. The research re-
sults are a part of this unpublished paper.
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za prikupljanje podataka, informacija, stavo-
va i miSljenja o predmetu istrazivanja. Ona
se temelji na posebnom instrumentu za pro-
vedbu istrazivanja — visokostrukturiranom
anketnom upitniku, oblikovanom temeljem
prikupljenih teorijskih spoznaja i podata-
ka dobivenih iz eksplorativnog istraZivanja
osobnim intervjuima s ekspertima. lako su
upitnici poslani cjelokupnoj populaciji hrvat-
skih marina, ukupno je u istraZivanju sudje-
lovalo 63,26% svih marina koje raspolazu s
84,46% vezova. Uzorak je u potpunosti re-
prezentativan jer je ukljucio sve kategorije
i veli¢ine marina u omjeru kao u popula-
ciji. Raspored marina koje Cine uzorak bio
je geografski rasporeden duZ cijele obale, a
sezonalnost njihova poslovanja jednaka je
ukupnoj populaciji. Upitnik se sastojao od
tri dijela: (1) opceg, u kojemu se prikupljaju
temeljne informacije o poslovanju marine;
(2) dijela kojim se utvrduje stav o hrvatskom
nauti¢kom turizmu te se valoriziraju kompo-
nente i dionici razvoja prema prethodno pri-
kazanom modelu; (3) dijela kojim se utvrduju
obiljezja marketinSke orijentacije i aktivno-
sti marina. Koriste¢i metode deskriptivne
statistike, a osobito regresijsku i korelacijsku
analizu, prikupljeni podaci su analizirani
odgovaraju¢im statistickim metodama po-
mocu programskog paketa SPSS-a.

3. DEFINIRANJE NAUTICKOG
TURIZMA

Nauti¢ki turizam predstavlja jedan od
specificnih oblika turizma. Motivacija nau-
ticara za odabir ovakvog odmora su boravak
na plovilu i sve prednosti koje on sa sobom
donosi. TerminoloSka oznaka nauticki za
ovu vrstu turizma potjece od grcke rijeci
nautes (mornar), a oznacava vjeStinu navi-
gacije, znanost o pomorstvu (Samanovic,
2002). Nauticki turizam te$ko je definira-
ti jer objedinjuje niz razliCitih znanstvenih
disciplina, te ovisno o tome postoji vise de-
finicija nautickog turizma. Nauti¢ki turizam
(Simovi¢, 1990) svoju djelatnost temelji na

dividual interview with a sample of experts
in the field of Croatian nautical tourism.

The second part of the research was
conducted by using the field data gathering
method. For the purpose of gathering the pri-
mary data, we employed the polling meth-
od as the main procedure for obtaining the
data, information, attitudes and opinion on
the research matter. The method is based on
using a special research instrument — a high-
ly structured questionnaire formed on the
basis of the collected theoretical knowledge
and the data obtained from the exploratory
research consisting of personal interviews
with experts. Although the questionnaires
were sent to the entire population of all Cro-
atian marinas, the research encompasses a
total of 63.23% of all marinas and 84.46%
of their berths, including all categories and
sizes of marinas with the ratio reflecting the
cross section of the entire population, geo-
graphical distribution along the coast, and
the business seasonality. The questionnaire
comprised three parts: (1) the general part,
which accrues the basic information on the
marinas’ business; (2) the part which defines
the attitude towards Croatian nautical tour-
ism and evaluates the components and stake-
holders of tourism development according
to the previously shown model; (3) the part
which defines the features of the marinas’
marketing orientation and activities. The
data obtained were analyzed by employing
the appropriate statistical methods using the
SPSS program package and descriptive sta-
tistics methods, in particular, the regression
and correlation analyses.

3. DEFINITION OF NAUTICAL
TOURISM

Nautical tourism presents one of the spe-
cial forms of tourism. Boaters’ motivation
for choosing this type of vacation includes
accommodation on vessels and all the per-
taining advantages. The term nautical for
this form of tourism derives from the Greek
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upotrebi plovila (jahte na motor ili jedra) i
infrastrukture sportsko-rekreacijske orga-
nizacije (nauticki centri, marine, klubovi);
glavna je aktivnost krstarenje, a zatim i dru-
gi oblici rekreacije (sport, ribolov, ronjenje,
jedrenje na dasci i sl.). Nauticki turizam pre-
ma Luck (2007) predstavlja niz multifunk-
cionalnih aktivnosti i odnosa uzrokovanih
koriStenjem plovila u i izvan luka nautickog
turizma od strane turista u svrhu rekreacije,
sporta ili jednostavno za uZzivanje u slobodno
vrijeme. Nauticki turizam je oblik turizma
koji osim rekreacijske plovidbe na vlastitim
ili unajmljenim brodovima, sa smjeStajem
i/ ili no¢enja na brodu, takoder ukljucuje i
krstarenja i izlete (Musteata i Simon, 2013).
Lukovi¢ (2005) nauti¢ki turizam definira
kao multifunkcionalnu i multidisciplinarnu
turisticku aktivnost s jasnom pomorskom
komponentom. Prema Favri (2007) nauticki
turizam je oblik turizma koja obuhvaca plo-
vidbu i boravak turista-nauticara na vlastitim
ili unajmljenim plovilima za razonodu, sport
i rekreaciju u lukama nautickog turizma i
svim drugim lukama, lu¢icama, prirodnim
uvalama i zakloniStima i s tim neposredno
ili posredno povezane aktivnosti i djelatno-
sti. Zakon o pruzanju usluga u turizmu (N.N.
br. 68/07, 88/10, 30/14, 89/14) definira nau-
ticki turizam kao plovidbu i boravak turista
nauticara na plovnim objektima i u lukama
nautickog turizma radi odmora i rekreacije.
Zanimljivo je kako Kizielewicz (2012), uzi-
majuci u obzir preporuke UNWTO, nautic-
ki turizam definira kao boravak na moru ili
oceanu za potrebe turizma i poslovanja, a
pomocu sredstva za pomorski promet u raz-
doblju ne duZem od 12 mjeseci.

U svijetu postoje dvije vazne nauticke
zone: Karipsko more i Sredozemno more.
Obje imaju povoljan vjetar za plovidbu,
ugodnu klimu i bogate su kulturnim i pri-
rodnim bogatstvima (Kalemdaroglu, Seker i
Kabdsali, 2004). U okviru Sredozemlja isti
autori istiCu njegove sjeverne obale kao ge-
ografski povoljne destinacije za razvoj ovog
oblika turizma.

word nautes (a sailor), and infers navigat-
ing skills and nautical science (Samanovic,
2002). Nautical tourism is hard to define as it
comprises a series of different scientific dis-
ciplines, which is why there is a number of
definitions of nautical tourism. Nautical tour-
ism (Simovi¢, 1990) is based on the use of
vessels (a motor yacht or a sailing yacht) and
the infrastructure of sports and recreation fa-
cilities (nautical centers, marinas, clubs); its
main activity is cruising and other forms of
recreation (sports, fishing, sailboarding etc.).
According to Luck (2007), nautical tourism
presents a series of multifunctional activi-
ties and relationships that tourists engage in
while using the vessels in nautical tourism
ports and outside them with the purpose of
recreation, sports or simply for leisure. Nau-
tical tourism is a form of tourism that, in
addition to recreational sailing on tourists’
own ships or on rented ones with accom-
modation on or off boats, includes cruising
and excursions (Musteata and Simon, 2013).
Lukovi¢ (2005) defines nautical tourism as
a multifunctional and multidisciplinary tour-
ism activity with a clear nautical component.
According to Favro (2007), nautical tour-
ism is a form of tourism comprising tour-
ists-boaters’ sailing and staying on their own
or rented vessels for enjoyment, recreation,
sports in nautical tourism ports and all other
ports, small ports, natural basins and bays
and all the activities directly and indirectly
linked to these. Act on the Provision of Tour-
ism Services (National Gazette No. 68/07,
88/10, 30/14, 89/14) defines nautical tour-
ism as tourists-boaters’ sailing and staying
on vessels and in nautical tourism ports for
the purpose of relaxation and recreation. It
is interesting how Kizielewicz (2012), taking
UNWTO recommendations into account,
defines nautical tourism as staying on the sea
or ocean for the purpose of tourism and busi-
ness, using the means of nautical transport in
a period of up to 12 months.

There are two important nautical zones in
the world: the Caribbean Sea and the Medi-
terranean Sea. Both of them have fair sailing
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Nauticki turizam ima snaZno izrazen
sezonski karakter jer, iako su polovila ci-
jelu godinu smjeStena u marini, ukupnost
ovog turizma predstavlja boravak nauticara
na njima. Prema podacima Drzavnog zavo-
da za statistiku Hrvatske od 2007. do 2013.
godine vremenska distribucija u nautickom
turizmu ostvaruje svoj vrhunac tijekom
srpnja i kolovoza kada se biljeZi iznad 50%
ukupnih tranzitnih uplovljavanja u marine i
oko 50% svih ostvarenih nocenja nauticara.
Sezonalnost ovako promatrana predstavlja,
uz ekonomski, i znacajan ekoloski problem
jer svaki sustav, pa tako i turisticki, u svom
rastu i razvoju moze dosegnuti granice kada
postaje destruktivan prema svojoj okolini, ali
i autodestruktivan, uniStavajuci samoga sebe
(Hall i Page, 2014; Fennell, 2003). Turizam u
svom postojanju kao nuznost opstanka treba
prostor atraktivan za odvijanje turisticke ak-
tivnosti (Pineda i Brebbia, 2008).

Porast koncentracije plovila na nekom
prostoru u relativno kratkom vremenskom
razdoblju najces¢e dovodi do degradacije i
smanjenja pozeljnosti boravka u tom prostoru.
RjeSenje ne mora samo ukljucivati smanjenje
broja turista nego i njihovu ravnomjerniju
distribuciju tijekom godine (Weaver, 2006).
Plovnost uvjetovana vremenskim prilikama
jedan je od ograniCenja produZenja sezone.
Isto¢na obala Jadranskog mora, koja je pred-
met istrazivanja ovog rada, plovna je cijele
godine (Luksi¢ i Kos, 2006), a u okviru nau-
tickog turizma posebno od pocetka oZujka do
sredine studenog. Smanjenje sezonalnosti mo-
guce je nadopunjavanjem ponude nautickog
turizma drugim komplementarnim oblicima
turizma koji imaju manje izrazen sezonski
karakter ili se odvijaju u razdobljima kada je
nauticka aktivnost smanjena.

winds, good climate, cultural and natural
heritage (Kalemdaroglu, Seker and Kabdsa-
li, 2004). Regarding the Mediterranean, the
same authors mention its northern coast as
a geographically appropriate destination for
the development of this form of tourism.

Nautical tourism is a highly seasonal ac-
tivity since, although the vessels are docked
in the marinas during the entire year, tourism
occurs only while the boaters stay on them.
According to the data provided by the Croa-
tian Bureau of Statistics, from 2007 to 2013
time distribution in nautical tourism reached
its peak in July and August, with 50% of
the overall transit arrivals to the ports and
around 50% of the total of overnight stays.
From this perspective seasonality represents
both an economic and a significant ecolog-
ical problem as every system, the tourism
system particularly, can grow and develop
to reach the limits of becoming destructive
towards its surroundings, as well as self-de-
structive (Hall and Page, 2014; Fennell,
2003). In order to survive, tourism requires
attractive areas for carrying out tourism ac-
tivities (Pineda and Brebbia, 2008).

The growth in the concentration of ves-
sels in an area over a relatively short period
of time most commonly leads to degrada-
tion and reduced attractiveness of the desti-
nation for tourists. The solution may include
reducing the number of tourists and better
distribution of their stays during the year
(Weaver, 2006). Navigability conditioned
by weather is one of the limits in terms of
prolonging the season. The eastern coast of
the Adriatic Sea, which is explored in this
paper, is navigable during the entire year
(Luksi¢ and Kos, 2006), especially from
the beginning of March to mid-November
in terms of nautical tourism. Seasonality
may be reduced by enriching the offer of
nautical tourism with some complementa-
ry forms of tourism with a less prominent
seasonal character or that take place when
nautical activities lessen.
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4. POVEZANOST NAUTICKOG
S DRUGIM SPECIFICNIM
OBLICIMA TURIZMA

Specificni oblici turizma nisu poveza-
ni jednozna¢nom vezom. Njihova temeljna
poveznica je odmak od masovnosti i prila-
godavanje pojedinacnim Zeljama kupaca,
prepoznajuci u masi turista segmente s jasno
izdvojenim specificnim turistickim motivom
(Weiler 1 Hall, 1992; Trauer, 2006). Jedan
od nacina na koji se ekonomski efekti spe-
cificnih oblika turizma mogu poboljSati jest
njihovo medusobno povezivanje i postizanje
sinergijskih ucinaka. Kako bi se povezali
odredeni specifi¢ni oblici turizma, potrebno
je ustanoviti postoji li njihova medusobna
komplementarnost.

Komplementarnost  razli¢itih  oblika
moze se razmatrati na horizontalnoj i ver-
tikalnoj razini. Jedan od temeljnih eleme-
nata svake turisticke aktivnosti jest prostor,
pa je stoga prostor na kojem se konzumira
turisticki proizvod i razina njegove urbani-
zacije uzet kao kriterij horizontalne kom-
plementarnosti specifi¢nih oblika turizma.
Prostorna komponenta predstavlja temelj
komplementarnosti pojedinih oblika turiz-
ma jer za svoje ostvarenje koriste isti pro-
stor — turisticko odrediSte. Turisticko odre-
diSte je geografski prostor omeden klaste-
rom turistickih resursa (Pike, 2010). Osim
kriterija prostora, horizontalni kriterij koji
se namece kao izuzetno vaZan jest vrijeme
odvijanja turisticke aktivnosti, tj. vrijeme
dolaska turista u destinaciju, odnosno nje-
gov sezonski karakter.

Kao prvi vertikalni kriterij odabrana je
razina turisticke aktivnost koja se moze po-
dijeliti na aktivnu i pasivnu, ovisno o razi-
ni turistove aktivnosti (Millington, Locke i
Locke, 2001). Nadalje, kao vertikalni kriterij
uzet je u obzir i odnos turista prema okoliSu
u kojem se odvija turisticka aktivnost, i to
u smislu ekoloske prihvatljivosti odredenog
oblika turizma (Weaver, 2006; Kil, Holland
i Stein, 2014).

4. CONNECTION BETWEEN
NAUTICAL TOURISM AND
OTHER SPECIAL INTEREST
TOURISM FORMS

Special interest tourism forms are not
unambiguously connected; their basic link
is detachment from mass tourism and ad-
aptation to the individual desires of custom-
ers, recognizing the segments with a clear-
ly isolated specific tourist motive in a mass
of tourists (Weiler and Hall, 1992; Trauer,
2006). One of the ways in which economic
effects of these forms of tourism can im-
prove is their mutual connections and syner-
gy effects. In order to connect certain special
interest tourism forms it is necessary to es-
tablish if they are mutually complementary.

Complementarity of different forms can
be observed on a horizontal and a vertical lev-
el. One of the basic elements of each tourist
activity is the area. Therefore, the area where
a tourism product is consumed and the level
of its urbanization are taken as the criteria of
the horizontal complementarity of the spe-
cial forms of tourism. The spatial component
represents the basis for complementarity of
certain forms of tourism as the same tourism
destination is used for their realization. A
tourism destination is a geographical space
framed with a cluster of tourist resources
(Pike, 2010). Along with the spatial criteria,
a very important horizontal criterion is the
period when the tourist activities take place,
i.e. the time when tourists come to the desti-
nation, i. e. its seasonal character.

The first vertical criterion is the level
of tourist activity which is further divided
into active and passive sublevels, depending
on the level of tourist activity (Millington,
Locke and Locke, 2001). Furthermore, an-
other vertical criterion considers tourists’
attitudes towards the environment where
the tourist activity takes place, in terms of
ecological acceptability of a form of tour-
ism (Weaver, 2006; Kil, Holland and Stein,
2014).
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Istrazivanje je provedeno strukturiranim
intervjuom na uzorku eksperata iz nautickog
turizma koji su kao komplementarne obli-
ke nautickom vecinom prepoznali kulturni,
gastro, eko i sportsko-rekreacijski turizam.
Kako ne postoji sluzbena statistika koja raz-
matra specificne oblike turizma na razini
utvrdivanja fizickih pokazatelja, tesko je de-
finirati koji su najraSireniji specifi¢ni oblici
turizma. Kulturni turizam je najcesce spo-
minjani specificni oblik turizma za koji ve-
¢ina destinacija smatra da ima komparativne
prednosti. Ne postoji jedinstvena definicija
kulturnog turizma i neki teoreticari smatra-
ju da je svaki turist ujedno i kulturni turist
(Richards, 2003). Ipak, kao kulturni turisti
najcesce se ubrajaju samo oni koji su svoje
putovanje poduzeli s temeljnim motivom
doZivljaja i konzumiranja nekog kulturnog
sadrzaja. Smatra se da je izmedu 35% i 70%
inozemnih turistickih dolazaka motivirano
kulturom (Pennington-Gray i Thopa, 2004).
Richards (2001) iznosi kako je Svjetska tu-
risticka organizacija (UNWTO) utvrdila da
kulturni turizam ¢ini 37% ukupnog turizma
sa stopom rasta od 15% godisnje. UNESCO i
UNWTO su kulturni turizam proglasile ,,do-
brim* oblikom turizma za razliku od ,,loSeg"
masovnog turizma. Naime, ako turisti dola-
ze u destinaciju zbog konzumiranja kulture,
poticat ¢e lokalno stanovniStvo na oCuvanje
kulturne bastine, a turisti e za to osigurati
potrebna novc¢ana sredstva (Richards, 2001).
Prema podacima Travel Industry Associati-
on of America — TTA (2005) turisti motivira-
ni kulturom su pretezno individualni turisti
koji trose viSe u smjestajnim i ugostiteljskim
objektima i opcenito su bolji potroSaci od
prosjecnog turista.

Hrana i piCe te njihovo posluZivanje zasi-
gurno predstavljaju neizostavan element sva-
kog turistickog putovanja, a uzivanje u njima
1 zadovoljstvo koje pri tome turist osjeca sa-
stavni je element ukupnog turistickog doziv-
ljaja. No, proucavanje gastronomije kao sa-
stavnog dijela kulturnog turizma, a ne samo
elementa usluge, zapocCinje tek posljednjih
godina (Hall i Sharples, 2003). Gastroturi-

The research was conducted by using
structured interviews on a sample of experts
in the field of nautical tourism who mostly
recognized cultural, gastro, eco and sports
and recreational tourism as complementa-
ry forms to nautical tourism. As there is no
an official statistics that analyzes the special
interest tourism forms by defining physical
indicators, it is hard to identify the most
common special forms of tourism. Cultural
tourism is the most commonly mentioned
special form of tourism that is believed to
have comparative advantages in the majority
of destinations. There is no unique definition
of cultural tourism and some theoreticians
even believe that every tourist is a cultural
tourist (Richards, 2003). Yet, in general only
those tourists who travel primarily to experi-
ence and consume a cultural content are con-
sidered to be cultural tourists. Between 35%
and 70% of international tourist arrivals are
considered to be motivated by culture (Pen-
nington-Gray and Thopa, 2004). According
to Richards (2001) who quotes the World
Tourism Organization (UNWTO) cultural
tourism accounts for 37% of total tourism
with its annual growth rate of 15%. UNES-
CO and UNWTO proclaimed cultural tour-
ism a “good” form of tourism as opposed to
the “bad” form, i.e. mass tourism. Namely,
if tourists come to a destination to consume
culture, they will encourage the locals to pre-
serve their cultural heritage and provide the
required financial means (Richards, 2001).
According to the data obtained by the Trav-
el Industry Association of America — TIA
(2005), tourists motivated by culture are
mostly individual tourists who spend more
money on accommodation and catering fa-
cilities, and are generally better consumers
than average tourists.

Food and beverages as well as serving
certainly present an unavoidable element of
any tourist travel. Enjoying food and bever-
ages and the accompanying satisfaction are
an integral part of the overall tourist expe-
rience. However, studying gastronomy as an
integral part of cultural tourism, and not only
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zam se moze promatrati i kao dio kulturnog
turizma jer je gastronomija sastavni dio kul-
ture neke destinacije. Gastroturizam je onaj
oblik turizma gdje motivacijski faktor dola-
ska u neku destinaciju predstavlja uZivanje u
lokalnoj hrani i pi¢u (Robinson, Heitmann
i Dieke, 2011; Cohen 1 Avieli, 2004; Mak,
Lumbers i Eves, 2012). Ovaj oblik turizma
biljezi snazan rast posljednjih godina. U Ve-
likoj Britaniji on ostvaruje godiSnji promet
od 8 milijardi dolara dok istovremeno 27
milijuna Amerikanaca navodi gastronomiju
kao jedan od razloga ostvarivanja putovanja
(Caribbean Tourism Organisation, 2010). Isti
izvor navodi da su gastroturisti vefinom za-
posleni parovi s iznadprosje¢nim primanji-
ma, starosti od 30 do 50 godina koji po puto-
vanju trose oko 1.200$, a od toga 36% (4258$)
¢ine troskovi za hranu i pice. Gastroturizam
se moze promatrati kao element kojim se
zemlja moZe pozicionirati na turistickom tr-
ziStu, nudeci hranu kao dio svoje povijesti i
stvarajuci na taj naCin atraktivni identitet ko-
jim se privlaCe zainteresirane skupine turista
(Long, 2004; Quan i Wang, 2004). Osmislja-
vanje vinskih cesta, cesta maslinovog ulja i
sli¢no jedan je od elemenata poticanja razvo-
ja gastroturizma uz istovremeno njegovo im-
plementiranje u druge oblike turizma. Ovaj
oblik turizma potiCe organizaciju posebnih
dogadanja kojima Ce se obogatiti ponuda de-
stinacije. Tako se na hrvatskoj obali Cesto or-
ganiziraju ribarske veceri s ponudom lokal-
nih specijaliteta i vina. Njegovom implemen-
tacijom relativno lako ostvarujemo pozitivne
utjecaje turizma na ruralna podrucja, uz
istovremeno smanjenje sezonalnosti jer sva-
ko godiSnje doba, kao i destinacija na kojem
se odvija, sa sobom donosi i specifiCnosti u
gastronomskom smislu (Quan i Wang, 2004).

Ekoturizam takoder nije jednoznacno de-
finiran. Niz razliCitih kako znanstvenih tako
i stru¢nih skupova nije iznjedrio jedinstvenu
definiciju pa u relevantnoj znanstvenoj litera-
turi nalazimo razli¢ite definicije. Jedan dio
znanstvene 1 strucne javnosti pod ekoturiz-
mom podrazumijeva samo turizam u zasti-
¢enim prirodnim cjelinama, kao §to su naci-

as an element of the service, has only recent-
ly begun (Hall and Sharples, 2003). Gastro
tourism can also be considered a part of cul-
tural tourism as gastronomy is an integral
part of a destination’s culture. Gastro tourism
is a form of tourism where the motivational
factor of arriving to a destination is identi-
fied with the enjoyment in the local food and
beverages (Robinson, Heitmann and Dieke,
2011; Cohen and Avieli, 2004; Mak, Lum-
bers and Eves, 2012). This form of tourism
has been growing strongly during the recent
years. In Great Britain gastro tourism makes
an annual profit of $ 8 billion, while 27 mil-
lion of Americans claim that one of the rea-
sons for their travels is gastronomy (Caribbe-
an Tourism Organization, 2010). According
to the same source, gastro tourists are mostly
couples with above-average incomes, aged
30 to 50, who spend around $ 1,200 per trip
with food and drinks accounting for 36%
($425) of the above figure. Gastro tourism
can be seen as an element in a country’s po-
sitioning on the tourist market, offering food
as a historical element and thus forming an
attractive identity which attracts interested
groups of tourists (Long, 2004; Quan and
Wang, 2004). The creation of wine trails and
olive oil trails and the like presents one of the
elements that drive the development of gastro
tourism along with its implementation in oth-
er forms of tourism. This form of tourism en-
courages organizing special events to enrich
the destination’s offer. At fish festivals along
the Croatian coast tourists can taste local
specialties and wines. The implementation
of gastro tourism enables tourism to generate
positive effects in rural areas, along with the
reduction of seasonality as each season and
the destination where tourist activities take
place has its own gastronomic specific fea-
tures (Quan and Wang, 2004).

Neither is ecotourism unambiguously
defined. A series of various scientific and
professional gatherings has not provided a
unique definition and therefore relevant sci-
entific references offer different definitions.
Some scholars and professionals restrict the
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onalni parkovi i parkovi prirode, dok veci dio
pod ovim pojmom podrazumijeva turizam
koji minimalno utje¢e na okoli§ (Donohoe
i Needham, 2006; Klai¢ 1 Gati, 2006; Wea-
ver, 2006; Lu i Stepchenkova, 2012). Prema
Fennellu (2003) ekoturizam je odrZziv, na pri-
rodnim resursima utemeljen oblik turizma
koji je prvenstveno fokusiran na dozivljaj i
ucenje o prirodi, etican je, niskog utjecaja
na okoli§, nije potrosacki usmjeren, ali je
lokalno orijentiran. On se odvija u prirodno
atraktivnim prostorima te doprinosi ocuva-
nju i zastiti tih podrucja. Fennell (2003) eko-
turizam povezuje s kulturnim i pustolovnim
— pustolovni, kulturni i ekoturizam). Hetzer
je jo§ 1965. godine definirao Cetiri temeljna
,»stupa“ na kojima se temelji ekoturizam: mi-
nimalan utjecaj na okoli§, poStivanje kulture
domacina, maksimalna dobrobit lokalnog
stanovniStva i maksimalizacija zadovoljstva
gosta (Travis, 2000). Ovim temeljnim na-
Celima danas je dodana edukacija kojom se
podize osjetljivost turista na probleme lokal-
ne zajednice (Ross i Wall, 1999; Lu i Step-
chenkova, 2012; TIES, 2014). Klju¢ni, ali i
limitiraju¢i element razvoja ekoturizma, kao
i vecine specifi¢nih oblika turizma, jest nosi-
vi kapacitet. No, ukljucivanje elemenata eko-
turizma u druge specificne oblike turizma
doprinosi obogacivanju i kvaliteti tih oblika i
njihovoj odrzivosti.

Sportsko-rekreacijski turizam je oblik
turizma u kojem prevladavaju sportski mo-
tivi za putovanje i boravak u odredenim
turistickim mjestima i centrima (Vukoni¢ i
Cavlek, 2001). Svi oblici aktivnog ili pasiv-
nog sudjelovanja u sportskim aktivnostima,
organizirani ili individualni, a koji se odvija-
ju radi ostvarenja profita ili ne, ali obavezno
izvan mjesta stalnog prebivali§ta, mogu se
definirati kao sportski turizam (Standeven
i de Knop, 1999; Hudson, 2003). Sportsko
orijentirani turisti pokazuju manje izrazenu
sezonalnost putovanja nego S$to je to slucaj s
turistima klasi¢nih oblika turizma (Higham
i Hinch, 2002). U okviru nautickog turizma
regatna natjecanja predstavljaju poseban se-

term ecotourism to the forms of tourism that
occur in the protected natural areas, such as
national parks or nature parks, while most
consider it a form of tourism which min-
imally affects the environment (Donohoe
and Needham, 2006; Klai¢ and Gati, 2006;
Weaver, 2006; Lu and Stepchenkova, 2012).
According to Fennell (2003), ecotourism is
sustainable, natural-resources-based form
of tourism, primarily focused on experience
and learning about the nature; it is ethical,
with a low impact on the environment, it is
not consumer- but locally-oriented. It takes
place in naturally attractive areas and con-
tributes to the protection and preservation of
such areas. Fennell (2003) links ecotourism
with cultural and adventure tourism (com-
bining them into ACE tourism — adventure,
cultural and eco tourism). As early as 1965,
Hetzer defined four basic “pillars” on which
ecotourism is founded: minimal environ-
mental impact, respect for the host culture,
maximal benefit for the locals and maximal
satisfaction of the guests (Travis, 2000). An
additional principle is education to raise
tourists’ awareness for the problems of the
local communities (Ross and Wall, 1999; Lu
and Stepchenkova, 2012; TIES, 2014). A key
but also a limiting element in the develop-
ment of ecotourism, as well as of any forms
of special interest tourism, is its carrying
capacity. Still, the inclusion of the elements
of ecotourism into other forms of tourism
contributes to enriching and quality of those
forms and their sustainability.

Sports and recreational tourism is a form
of tourism that highlights sports as the mo-
tives for travelling and staying in certain
tourist resorts and centers (Vukoni¢ and
Cavlek, 2001). All forms of active and pas-
sive participation in sports activities, be they
organized or individual, or profit or non-prof-
it, that take place exclusively away from the
place of permanent residence, can be defined
as sports tourism (Standeven and de Knop,
1999; Hudson, 2003). Sports-oriented tour-
ists show less prominent seasonality in their
travels compared to typical tourists (Higham
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gment koji privlaci turiste i kao promatra-
Ce, ali 1 kao sudionike u njima. IstraZivanje
(Perez 1 Mesanat, 2008) kojim se promatrao
utjecaj odrzavanja 32. American cupa na
Valenciju pokazalo je ostvarivanje dodatne
potraznje za turistickim uslugama kako od
sudionika i organizatora tako i od gledate-
lja, ali i od sponzora koji su ve¢inom pozna-
te svjetske korporacije. Vecina ekonomskih
poslovnih podsektora grada Valencije za-
biljezilo je pozitivne rezultate zadovoljstva
i vjeruju da je dogadanje bilo od velike ko-
risti za njihova poduzeca i medunarodni
imidZ njihova grada. Osim ove najpoznatije
svjetske regate postoji niz manjih natjecanja
svjetskog ili regionalnog znaCenja. Regat-
na dogadanja u Republici Hrvatskoj prema
podacima Hrvatskog jedrilicarskog saveza
odvijaju se tijekom cijele godine i ukljucuju
preko 300 regata.

U okviru primarnog istraZivanja eksper-
ti su svaki od odabranih specifi¢nih oblika
turizma tijekom intervjua opisivali odabirom
jednog od dvaju suprotstavljenih pojmova
koji su predstavljali elemente horizontalne
1 vertikalne povezanosti specificnih oblika
turizma. Matrica specificnih oblika turizma
temelji se na rezultatima istrazivanja.

and Hinch, 2002). Within nautical tourism,
regatta competitions present a special seg-
ment which attracts tourists as observers as
well as participants. A research (Perez and
Mesanat, 2008) which analyzed the effects
of the 32" America’s Cup on Valencia has
shown an additional demand for tourist ser-
vices by participants and organizers as well
as by supporters and sponsors, mostly world
famous corporations. Most business subsec-
tors of the town of Valencia marked positive
satisfaction with the results and believe that
this event was greatly beneficial for their
companies and for the international image of
their town. Besides this most famous regat-
ta in the world, there is a series of smaller,
world or regional competitions. According
to the data obtained by the Croatian Sailing
Federation, over 300 regattas take place in
Croatia during the whole year.

Within the primary research during the
interview the experts described each of the
special interest tourism forms by choosing
one of the two complementary terms which
presented elements of horizontal and vertical
connection between these forms of tourism.
The matrix of the special interest tourism
forms is based on the research results.

Tablica 1: Misljenja eksperata o elementima komplementarnosti
pojedinih oblika turizma

Oblici turizma Akti- Pasivan | Ekoloski Ne?k(.)_ More | Kopno S?ZO.I.ISka Sez'on_s.ka
van loski osjetljivost | neosjetljivost
Gastronomski 0% | 100% 44% 56% 11%| 89% 0% 100%
Sportsko-

rekreacijski | 100% 0% 44% 56% 44% | 56% 56% 44%
Ekoloski 22% 78% 100% 0% 44% | 56% 0% 100%
Kulturni 11% 89% 56% 44% 22% | 78% 0% 100%
Nauticki 100% 0% 11% 89% | 100% | 0% 56% 44%

Izvor: Krce Miocic, B. (2011;59) Valorizacija ekonomskih komponenti razvoja nautickog turizma.
Doktorska disertacija. Sveuciliste u Zagrebu, Ekonomski fakultet
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Table 1: Experts’ opinion on elements of complementarity of certain forms of tourism

Forgl of Active | Passive | Ecological Non; Sea | Land Sea.sc.m.a ! . Seaspl}a.l
tourism ecological sensitivity | insensitivity
gastro 0% | 100% 44% 56% 11% 89% 0% 100%
sportsand 001 (g, 44% 56% 44% | 56% |  56% 44%
recreational

ecotourism 22% 78% 100% 0% 44% | 56% 0% 100%
cultural 11% 89% 56% 44% 22% | 78% 0% 100%
nautical 100% 0% 11% 89% 100% 0% 56% 44%

Source: Krce Miocic, B. (2011:59) Valorization of economic components of nautical tourism development.
Doctoral thesis. University of Zagreb. Faculty of Economics & Business.

Grafikoni 1. i 2. prikazuju stav eksperata
prema kojem je nauticki turizam snaZno ve-
zan uz more, za razliku od prepoznatih nje-
govih komplementarnih oblika koji su samo
djelomi¢no vezani na more (sportski i re-
kreacijski), dok se gastro i kulturni turizam
- prema stavovima eksperata - snazno vezu
uz kopno kao mjesto odvijanja turisticke ak-
tivnosti. Eksperti smatraju da su gastro, eko-
loski i kulturni turizam sezonski neosjetljivi
dok su sportski i nauticki sezonski osjetljivi-
ji. Niti jedan od ovih oblika turizma ne sma-
traju snazno sezonalnim. Sportsko-rekrea-
cijski turizam, prema miSljenjima eksperata,
ima elemente sezonalnosti u nekim svojim
podoblicima jer je za njihovo odvijanje po-
trebno ispunjenje nekih klimatskih predispo-
zicija. Gotovo je nemoguce zamisliti jedrenje
na dasci u razdobljima bez vjetra ili rafting
u zimskim mjesecima, ali npr. nordijsko je
hodanje moguée prakticirati tijekom cijele
godine.

Nauticki i sportski turizam, prema mi-
Sljenjima eksperata, snazno su aktivni, dok
ekoloski i kulturni ne traZe znaCajnu aktiv-
nost, a gastroturizam je iznimno neaktivan.
Naravno da razina aktivnosti koje nautiCar
ostvaruje za vrijeme boravka na plovilu
snazno ovisi i o vrsti plovila, ali i na¢inu plo-
va. Tako boravak na jedrilici zahtijeva ostva-
rivanje viSe razli€itih aktivnosti od onih na
motornom plovilu, no ukoliko turist samo

Graphs 1 and 2 show the experts’ opin-
ions, according to which nautical tourism
is strongly connected to the sea, unlike its
recognized complementary forms which are
only partially connected to the sea (sports
and recreational tourism), while gastro and
cultural tourism are strongly connected to
the land as the place where tourist activities
occur. The experts believe that gastro, eco
and cultural tourism are least seasonally sen-
sitive, while sports and nautical tourism are
more seasonally sensitive. None of these spe-
cial interest tourism forms is considered to
be highly seasonal. Sports and recreational
tourism, according to the experts, have el-
ements of seasonality in some of their sub-
forms as these sub-forms require certain cli-
mate predispositions. It is almost impossible
to imagine sailboarding in the period with no
wind or rafting in winter, but Nordic walking
is possible throughout the year.

According to the experts, nautical and
sports tourism are very active while eco and
cultural tourism do not require a great deal
of activeness and gastro tourism is extremely
inactive. The level of activities a boater can
engage in during her/his stay on the vessel
strongly depends on the type of the vessel as
well as on the way of sailing. Staying on a
sailing boat requires more different activities
than staying on a motor vessel, but if a tourist
does not sail her/his level of activity is min-
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Grafikon 1: Horizontalna komplementarnosti pojedinih oblika turizma
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Chart 1: Horizontal complementarity of certain forms of tourism
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Grafikon 2: Vertikalna komplementarnosti pojedinih oblika turizma
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Chart 2: Vertikal complementarity of certain forms of tourism

M gastro Msports and recreational ™ ecotourism  Mcultural M nautical

100% 100% 100%
56%
44%44%
2% . 5
0% 1% 0% 0% 1% 0%
active p ecological cologiea|
4%
-56%56%
_790,
78/‘389% -89%

-100%




BoZena Krce Mioti¢: Povezivanje nautickog s komplementarnim specifi¢nim oblicima turizma

169

boravi na plovilu, a ne sudjeluje u upravljanju
plovilom, njegova je razina aktivnosti mini-
malna. Takoder, ukoliko se plovi na regatnom
natjecanju, razina aktivnosti svih na plovilu je
iznadprosje¢no visoka. Svi ovi oblici nautic-
kog putovanja spadaju u nauticki turizam te
se stoga ne moze jednoznacno odrediti razina
aktivnosti u nautickom turizmu.

Eksperti nauticki turizam smatraju eko-
loski nepogodnim dok su gastro i sport-
sko-rekreacijski relativno ekoloSki nepo-
dobni. Kao ekoloski pogodne oblike turizma
eksperti isticu ekoloski i kulturni. Jedno od
rjeSenja smanjivanja ekoloSke neprihvatlji-
vosti namece se povezivanje s ekoloski pri-
ekoloskih standarda nautiCara, Sto se odvija
putem programa ekoloskog certificiranja
kako marina tako i individualnih plovila.
Istovremeno je potrebno konstantno raditi na
podizanju svijesti o potrebi poStivanja nacela
odrzivog razvoja destinacije u kojoj borave
nauticari.

Svi eksperti smatraju da kombiniranje
usluga iz komplementarnih oblika turizma s
uslugama nautickog turizma dovodi do sma-
njenja sezonalnosti i poboljSanja ekoloske
prihvatljivosti nauti¢kog turizma.

5. UCINCI POVEZIVANJA
KOMPLEMENTARNIH OBLIKA
TURIZAM S NAUTICKIM
TURISTICKIM PROIZVODOM

U istrazivanju provedenom metodom
anketiranja sudjelovali su upravitelji mari-
na koji su glavni kreatori strategije razvoja
marina i koji su odgovorni za ostvarene re-
zultate. Ocekivano je da ¢e upravitelji mari-
na u ponudu marine ukljuciti usluge iz onih
oblika turizma za koje smatraju da su kom-
plementarni i za koje ocekuju da ¢e poluciti
ekonomske ucinke.

imal. Also, if she/he participates in a regatta
the level of activity of each member of the
crew is above average. Since all these forms
of nautical travel are parts of nautical tour-
ism, it is impossible to unambiguously define
the level of activity in nautical tourism.

Experts consider nautical tourism eco-
logically harmful while gastro, sports and
recreational tourism are believed to be rela-
tively ecologically harmful. Eco and cultural
tourism are not ecologically harmful. One of
the ways to reduce ecological harmfulness
is to connect these forms with the forms of
tourism which are not ecologically harm-
ful as well as raising boaters’” eco standards
though a program of eco-certifications for
marinas and individual vessels. At the same
time, this requires constant awareness rais-
ing about the need for respecting the prin-
ciples of sustainable development in boating
destinations.

All experts believe that combining the
complementary forms of tourism services
with nautical tourism services leads to re-
duction of seasonality and ecological harm-
fulness of nautical tourism.

5. THE EFFECTS OF LINKING
COMPLEMENTARY FORMS
OF TOURISM WITH THE
NAUTICAL TOURISM
PRODUCT

A research conducted by employing a
polling method which included the manag-
ers of marinas as the main creators of their
development strategies and those responsible
for the results. As expected, the services in
those forms of tourism which were consid-
ered as complementary by the marina man-
agers and which were prone to generate eco-
nomic effects were included in the offer of
the marinas.
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Tablica 2: Stavovi upravitelja marina
0 komplementarnosti pojedinih oblika

Table 2: Marina managers’ opinion with
regard to complementarity of certain

turizma forms of tourism
. Postoji komplementarnost There is a complementarity
Oblik Bro o Form of Noo Numb
turi 10j 10j tourism umber umber
e marina % vezova % of marinas % of berths %
Kultni 6 | 20.00%] 4200 | 30,10% f“h‘.‘ral 6 |20.00%| 4200 |30.10%
Seoski 5 | 1667%| 3020 | 21,60%| O
Rekreacijski | 25 | 8333%] 11021 | 79,00% :;‘ffr‘ism 5 | 1667%| 3020 |21.60%
Sportski 27 1 90,00% | 11561 | 82,90% recreation-
Naturizam 4 13,33% | 2610 | 18,70% spor.tS 7 9000% | 11561 |82.90%
Zdravstveni 18 | 60,00%| 7681 | 55,00% tOUI‘lSm.
Kongresni 2 6.67%| 780 5.60% €co to.unsm 17 56.67% | 7691 |55.10%
Vierski 333%]| 180 130% naturism 4 13.33% | 2610 |18.70%
Neki drugi 0o | 000%| o 000%| |health 18 | 60.00%| 7681 |55.00%
tourism
Izvor: ((rce Miocic, B (201.1:71) Vc.llorizacij.a COHgTeSS ) 6.67% 780 5.60%
ekonomskih komponenti razvoja nautickog turizma. tourism
Doktorska disertacija. Sveuciliste u Zagrebu, religious
Ekonomski fakultet. tourism 1 3.33% 180 1.30%
other 0 0.00% 0 0.00%

Najve¢i broj direktora marina prepo-
znaje sportski (90%) i rekreacijski turizam
(83,3%) kao komplementarne oblike nauti¢-
kom; potom zdravstveni (60%) i ekoturizam
(56,67%) te kulturni turizam (20%).

Da bi se usporedila nauti¢ka ponuda i
potraznja moralo se utvrditi koje aktivnosti
prakticiraju nautiCari za vrijeme boravka u
destinaciji. Kako bi se utvrdila snaga pozelj-
nosti pojedine aktivnosti, u Tablici 3 prika-
zana je usporedna analiza aktivnosti kojima
se bave prosjecni turisti i nautiCari. Analiza
je temeljena na dosadaSnjim istrazivanjima
Tomas turizam i Tomas nautika (Horak i
Marusic, 2008; Corak i Marusi¢, 2008) In-
stituta za turizam u Zagrebu. Istovremeno je
izvrSena podjela aktivnosti kojima se bave
sukladno definicijama pojedinih oblika.

Source: Krce Miocié, B. (2011:71) Valorization
of economic components of nautical tourism
development. Doctoral thesis. University of Zagreb,
Faculty of Economics & Business.

The majority of the marina managers rec-
ognize sports (90%) and recreational tourism
(83.3%) as complementary forms to nautical
tourism; they are followed by health (60%)
and ecotourism (56.67%) as well as cultural
tourism (20%).

To compare nautical supply and demand,
we had to define the activities practiced by
boaters during their stays in destinations. To
determine the level of desirability of a certain
activity shown in Table 3, a comparative analy-
sis of the activities of average tourists and boat-
ers is provided. The analysis is based on the
present researches Tomas tourism and Tomas
nautics (Horak and Marusi¢, 2008; Corak and
Marusi¢, 2008) conducted by the Institute of
Tourism, Zagreb. Also, the tourists’ activities
were linked to certain forms of tourism.
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Tablica 3: Prikaz aktivnosti kojima se turist bavi za vrijeme boravka u destinaciji

Aktivnosti Oblik turizma % | G nauticara | [ndeks turisti
turista =100
Odlazak u slasti¢arnice, ‘kafice’ i sl. Gastro 87.4 97,7 112
Odlazak u restorane Gastro 84,2 974 116
Eﬁgﬁi&gznje znamenitosti, posjet muzejima Kulturni 476 793 167
Posjet lokalnim zabavama Kulturni 66 78,2 118
Posjet koncertima, kazalistu i priredbama Kulturni 474 61,2 129
Ples ili disko Kulturni 55,7 56,2 101
Odlazak u kupnju Kulturni 71 94 132
Izleti u nacionalne parkove/parkove prirode Ekoturizam 75,3 84.4 112
Setnje u prirodi (pjeSacenje) Ekoturizam 69,9 79,7 114
Ronjenje Sportsko-rekreacijski 43 67,9 158
22;‘3?25%;?;%?&;‘;%3‘“"“"5“ " | Sportsko-rekreacijski | 657 | 7138 109
Sportsko-rekreacijske aktivnosti na kopnu Sportsko-rekreacijski | 100 63,5 64
Ribolov Sportsko-rekreacijski | 35,1 60,5 172

Izvor: obrada autora prema podacima: Horak, S.; Marusic, Z. (2008) Stavovi i potrosnja nauticara u Hrvatskoj
— TOMAS Nautika 2007., Zagreb:Institut za turizam, i Corak S.; Marusic, Z. (2008) Stavovi i potroSnja turista u
Hrvatskoj — TOMAS ljeto 2007, Zagreb: Institut za turizam.

Table 3: Tourists’ activities during their stays in destinations

Activities Form of tourism to(iur?sfts b;'/;t(; is Indezltggnsts
going to ice cream parlors, cafes etc. gastro 87.4 9117 112
going to restaurants gastro 84.2 97.4 116
Z;glﬂﬁﬁf(‘)ﬁf visiting museums and cultural 476 793 167
visiting local parties cultural 66 78.2 118
ﬁg?fn?;;é‘;“““’wmm and other cultural 474 61.2 129
dance or disco cultural 55.7 56.2 101
shopping cultural 71 94 132
excursion to national parks or nature parks ecotourism 75.3 84.4 112
walking in the nature ecotourism 69.9 79.7 114
diving sports and recreational 43 67.9 158
other sea sports anq recreationa} activities sports and recreational |  65.7 718 109
(except for swimming and bathing)

land sports and recreational activities sports and recreational | 100 63.5 64
fishing sports and recreational | 35.1 60.5 172

Source: edited by authors according to the data in: Horak, S.; Marusic, Z. (2008) Attitudes and spending of
boaters in Croatia — TOMAS Nautika 2007, Zagreb: Institute of Tourism, and Corak S.; Marusic, Z. (2008)
Attitudes and spending of tourists in Croatia — TOMAS ljeto 2007, Zagreb: Institute of Tourism.
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Podaci iz Tablice 3 upucuju na zakljucak
da se nauticari u ve¢em broju bave ronjenjem
iribolovom te razgledavanjem znamenitosti i
posjecivanjem muzeja i izlozbi nego prosjec-
ni turisti. Ukoliko se analizira koje grupe
aktivnosti segmentirane po oblicima turizma
nauticari prosjecno viSe poduzimaju, dolazi
se do zakljucka da su oni najviSe zainteresi-
rani za kori$tenje elemenata kulturnog turiz-
ma (38% vise sudjelovanja u aktivnostima),
potom sportsko-rekreacijskog turizma (26%
viSe sudjelovanja u aktivnostima), a zatim u
manjem dijelu gastronomskog (14%) i ekotu-
rizma (13%). Vazno je istaknuti da je zbog
prostora, kao vertikalnog elementa komple-
mentarnosti, sudjelovanje u sportsko-rekrea-
cijskim aktivnostima na kopnu kod nautica-
ra manje izrazeno nego kod ostalih turista,
ali oni istovremeno ostvaruju znatno vecu
ukljuenost u druge aktivnosti vezane uz
sportski turizam.

Usporede li se podaci o ukljucenosti po-
jedinih specificnih oblika turizma u ponudu
marina i aktivnostima kojima se nautiCari
bave za vrijeme boravka u destinaciji, moze
se utvrditi da postoji znacajna razlika u per-
cepciji upravitelja marina i nauti¢ara posebi-
ce u segmentu kulturnog turizma. Direktori
marina I. kategorije ¢eS¢e prepoznaju kultur-
ni turizam kao komplementaran oblik nau-
tickom turizmu nego direktori marina II. i
III. kategorije. No, znacajno rjede prepozna-
ju eko i seoski turizam kao komplementarne
nautickom za razliku od direktora marina II.
1 II. kategorije.

The data shown in Table 3 lead to the
conclusion that most boaters dive and fish,
go sightseeing as well as visit museums and
exhibitions more than average tourists. If we
analyze the group activities segmented ac-
cording to tourism forms, we can conclude
that boaters are mostly interested in explor-
ing the elements of cultural tourism (38%
higher participation in the activities), then in
sports and recreational tourism (26% higher
participation in the activities), and are some-
what less keen on gastro (14%) and ecotour-
ism (13%). It is important to emphasize that
space as a vertical complementarity element
makes participation in land sports and recre-
ational activities less prominent with boaters
than with average tourists, but their engage-
ment in other activities related to sports tour-
ism is also much more significant.

A comparison of the data on the involve-
ment of certain forms of tourism in the ma-
rinas’ offer and the activities boaters engage
in during their stay in a destination demon-
strates a great gap in the perceptions of the
managers of marinas and boaters, especially
in the segment of cultural tourism. The first
category marina managers mostly recognize
cultural tourism as a complementary form
to nautical tourism than the second and the
third categories of marina managers. Yet,
unlike the second and the third categories
of marina managers, they recognize eco and
rural tourism as complementary to nautical
tourism significantly less frequently.
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Tablica 4.: Odnos stavova upravitelja marina o komplementarnosti pojedinih oblika
turizma i kategorije vezova kojima upravljaju

Kategorija marine
Oblik turizma 1. kategorije II. kategorije III. kategorije
Broj vezova % Broj vezova %o Broj vezova %o
Kulturni 1480 48,7% 2540 32,0% 180 6,0%
Seoski 0 ,0% 1930 24,3% 1090 36,5%
Rekreacijski 3038 100,0% 5844 73,7% 2139 71,6%
Sportski 3038 100,0% 6184 78,0% 2339 78,3%
Ekoturizam 1168 38,4% 4814 60,7% 1709 57,2%
Naturizam 0 ,0% 1700 21,4% 910 30,4%
Zdravstveni 1168 38,4% 4544 57,3% 1969 65,9%
Kongresni 600 19,7% 0 0% 180 6,0%
Vijerski 0 ,0% 0 0% 180 6,0%
Neki drugi 0 ,0% 0 0% 0 0%

Izvor: Krce Miocic, B. (2011:72) Valorizacija ekonomskih komponenti razvoja nautickog turizma. Doktorska
disertacija. Sveuciliste u Zagrebu, Ekonomski fakultet.

Table 4: The relationship between marina managers’ attitudes towards
complementarity of certain forms of tourism and the categories of berths they manage

Marina category
Form of tourism First category Second category Third category
No. of berths % No. of berths %0 No. of berths %

Cultural tourism 1480 48.7% 2540 32.0% 180 6.0%
Rural tourism 0 0% 1930 24.3% 1090 36.5%
Recreational tourism 3038 100.0% 5844 73.7% 2139 71.6%
Sports tourism 3038 100.0% 6184 78.0% 2339 78.3%
Ecotourism 1168 38.4% 4814 60.7% 1709 57.2%
Naturism 0 .0% 1700 21.4% 910 30.4%
Health tourism 1168 38.4% 4544 57.3% 1969 65.9%
Congress tourism 600 19.7% 0 .0% 180 6.0%
Religious tourism 0 .0% 0 .0% 180 6.0%
Other 0 0% 0 0% 0 0%

Source: Krce Miocic, B. (2011:72) Valorization of economic components of nautical tourism development.
Doctoral thesis. University of Zagreb, Faculty of Economics & Business.

VaZznost ukljuCivanja pojedinih eleme-
nata drugih specificnih oblika turizma u
nauticki turisti¢ki proizvod najbolje se vidi
ukoliko se analizira kako njihovo uklju-
Civanje utjeCe na poboljSanje performansi

The importance of including certain ele-
ments of other special interest tourism forms
in the nautical tourism product can best be
seen in the analysis of the way their inclu-
sion influences the higher performances of
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marina. Vec¢ina marina (77,4%) prosirila je
svoje usluge i izvan temeljne nauti¢ke po-
nude. NajcesCe se to Sirenje dogada prema
gastronomskoj ponudi. Konzumacija jela
i pi¢a nuzna je za nauticare koji, iako veci-
nom na svom plovilu raspolazu prostorom
za spravljanje hrane, ove usluge koriste kao
1 ostali turisti. Nauti€ari dorucak konzumira-
ju gotovo iskljucivo (61%) ili pretezno (32%)
na plovilu, ruc¢aju uglavnom na brodu (25%
njih iskljucivo, a 48% pretezno), dok vecCe-
raju uglavnom u restoranu (52% pretezno, a
16% iskljucivo) (Horak i Marusi¢, 2008). Da-
kle, ve¢ina nautiCara makar jedan svoj obrok
konzumira u restoranu. Ako se analiziraju
ostali turisti, prema istrazivanjima Corak i
Marusi¢, (2008), njih 59,3% koristi usluge
smjeStaja bez hrane, §to znaci da koriste re-
storanske usluge dok su u destinaciji, a sve-
ga 8,2% turista koristi usluge ,,all inclusive*
u smjeStajnom objektu. Ponuda marina $iri
se iznimno rijetko prema seoskom turizmu
(6%), trgovini ekoloskim proizvodima (10%)
i wellnessu (16%). Kulturne sadrzaje u svo-
ju ponudu ukljucilo je 26% marina, dok je
sportske aktivnosti ukljucilo 29% marina.

marinas. The majority of marinas (77.4%)
have expanded their services outside the ba-
sic tourism offer. This expansion mostly oc-
curs in the field of gastronomic offer. Food
and beverages consumption is common with
boaters just like with other tourists although
most boats are equipped with cooking facili-
ties. Boaters eat breakfast almost exclusively
(61%) or usually (32%) on the vessels, have
lunch on the vessels mostly (25% exclusive-
ly, 48% usually), while they mostly dine out
(52% usually, 16% exclusively) (Horak &
Marusi¢, 2008). Therefore, the majority of
boaters eat at least once a day in restaurants.
On the contrary, 59.3% of other tourists
(Corak and Marusi¢, 2008) use accommoda-
tion services without food provided, which
means that they make use of restaurant ser-
vices while staying in a destination, and only
8.2% of them use all inclusive services in
their accommodation facility. The marinas’
offer extends to rural tourism extremely rare-
ly (6%), as well as to eco products markets
(10%) and wellness (16%). Cultural contents
were included in the marinas’ offer only in
26% cases, while sports activities accounted
for 29% cases.

Tablica 5: Vrste Sirenja nauticke ponude

DA NE
Ponuda - - - -
vezova marina | % marina | vezova marina | % marina

Gastronomska 11.260 24 T7% 2.969 7 23%
Sportski sadrzaji 4.255 9 29% 9.974 22 71%
Drugo 4.684 9 29% 9.545 22 71%
Kulturni sadrzaji 4.351 8 26% 9.878 23 74%
Wellness 1.922 5 16% 12.307 26 84%
Trgovine ekoloSkih 1.969 3 10% | 12.260 28 90%
proizvoda

Posjete seoskim 1.385 2 6% | 12.844 29 94%
domacinstvima

Izvor: Krce Miocic, B. (2011:72) Valorizacija ekonomskih komponenti razvoja nautickog turizma. Doktorska
disertacija. Sveuciliste u Zagrebu, Ekonomski fakultet.
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Table 5: Types of tourist offer expansion

YES NO
Offer Berths | Marinas % N f Berths | Marinas %.Of
Marinas marinas

Gastro 11,260 24 77% 2,969 7 23%
Sports facilities 4,255 9 29% 9,974 22 71%
Other 4,684 9 29% 9,545 22 71%
Cultural facilities 4,351 8 26% 9,878 23 74%
Wellness 1,922 5 16% 12,307 26 84%
Eco product shops 1,969 3 10% 12,260 28 90%
Visits to rural households 1,385 2 6% 12,844 29 94%

Source: Krce Miocic, B. (2011:72) Valorization of economic components of nautical tourism development.
Doctoral thesis. University of Zagreb, Faculty of Economics & Business.

Jedan od parametara uspjeSnosti poslova-
nja marina je popunjenost vezova u marini.
U Tablici 6 prikazan je odnos popunjenosti
vezova s obzirom na ukljucivanja elementa

One of the parameters showing perfor-
mance of the marinas is the berths occupancy
rate. Table 6 shows the relationship between
the occupied berths and the inclusion of cul-

kulturnog turizma u ponudu marina.

tural tourism elements in the marinas’ offer.

Tablica 6: Odnos popunjenosti vezova i ukljucivanja kulturnih sadrZaja u ponudu marine

PO Dul‘ljenOSt vezova
Ukljuceni 0d81% do| 0d91% |od96 % do Ukupno
kulturni sadrzaji do 80 % 00% do 95% 00% 100%
Da 212% - - 272% | 516% | 100,0%
Ne 101% | 168% | 21.7% 37.2% 142% | 100,0%
Ukupno 135% | 11.7% 15.1% 342% | 256% | 1000%

Izvor: Krce Miocic, B. (2011:73) Valorizacija ekonomskih komponenti razvoja nautickog turizma. Doktorska
disertacija. Sveuciliste u Zagrebu, Ekonomski fakultet.

Table 6: The relationship between occupied berths and inclusion of cultural tourism
elements in marinas’ offer

Berths occupied
InclusionA Of cultural from 81% from 91% | from 96% Total
facilities up 0 80% | 909, ©095% | t099% | '00%
Yes 21.2% - - 27.2% 51.6% 100.0%
No 10.1% 16.8% 21.7% 37.2% 14.2% 100.0%
Total 13.5% 11.7% 15.1% 34.2% 25.6% 100.0%

Source: Krce Miocic, B. (2011:73) Valorization of economic components of nautical tourism development.
Doctoral thesis. University of Zagreb, Faculty of Economics & Business.
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Iz rezultata istraZzivanja moguce je za-
kljuciti da marine koje su u svoju ponudu
ukljucile elemente kulturnog turizma ostva-
ruju znacajno bolju popunjenost od onih koje
to nisu ucinile (51% tih marina ima 100% po-
punjenost). Zanimljiv je podatak da je 21,2%
vezova s niskom popunjenos¢u u svoju po-
nudu ukljucilo elemente kulturnog turizma.
Ovo se moze tumaciti njihovom potrebom da
na taj nacin ostvare konkurentsku prednost i
podignu razinu popunjenosti marine.

Testiranjem razlika Hi-kvadrat testom
utvrdeno je da postoje znacajne razlike
(H=3692,01 ss= 4; p<0,00) u popunjenosti
vezova ovisno o uklju¢enosti kulturnih sadr-
zaja u ponudu marine.

Daljnjom analizom na osnovi Cramer’s
V koeficijenta korelacija (r=0,509; p<0,00),
a i Phi (¢) koeficijenta korelacije (r=0,509;
p<0,00), moZe se zakljuciti da postoji pozi-
tivna povezanost izmedu uklju€ivanja kul-
turnih sadrzaja u ponudu marine i popunje-
nosti marine.

The research results lead to the conclusion
that the marinas which included the elements
of cultural tourism in their offer performed
significantly better than the marinas that did
not include those elements (51% of those ma-
rinas showed a 100% berth occupancy rate). It
is interesting to notice that 21.2% of low-occu-
pancy berths included the elements of cultural
tourism in their offer. This can be explained
by their need to gain competitive advantage
and raise the occupancy levels.

An examination of the differences by us-
ing the Chi-square test has revealed signifi-
cant differences (H=3692.01 ss= 4; p<0.00)
with regard to berth occupancy, depending
on the level of involvement of cultural facili-
ties in the marinas’ offer.

A further analysis based on Cramer’s
V correlation coefficient (r=0.509; p<0.00)
as well as Phi (¢) correlation coefficient
(r=0.509; p<0.00) leads to the conclusion
that there is a positive correlation between
the inclusion of cultural facilities in the ma-
rinas’ offer and their occupancy.

Tablica 7: Odnos duZine plovila na godisnjem vezu u moru i ukljucivanja kulturnih
sadrZaja u ponudu marine

Ukljuceni Duljina plovila na godi$njem vezu u moru - u metrima
kulturni Ukupno
sadrzaji 9,00 10,50 11,50 12,50 13,50 14,50
Da 12,0% 19,0% 13,4% 20,4% 35,2% 100,0%
Ne 5,7% 8,6% 32,9% 30,1% 10,0% 12,8% 100,0%
Ukupno 7,6% 6,0% 28,7% 25,1% 13,1% 19,6% 100,0%

Izvor: Krce Miocic, B. (2011:74) Valorizacija ekonomskih komponenti razvoja nautickog turizma. Doktorska
disertacija. Sveuciliste u Zagrebu, Ekonomski fakultet.

Table 7: The relationship between the vessels’ length on an annual berths on the sea
and inclusion of cultural facilities in the marinas’ offer

Included Vessels length on an annual berth on the sea — in meters
cultural Total
facilities 9.00 10.50 11.50 12.50 13.50 14.50
Yes 12.0% 19.0% 13.4% 20.4% 35.2% 100.0%
No 5.7% 8.6% 32.9% 30.1% 10.0% 12.8% 100.0%
Total 7.6% 6.0% 28.7% 25.1% 13.1% 19.6% 100.0%

Source: Krce Miocic, B. (2011:74) Valorization of economic components of nautical tourism development.
Doctoral thesis. University of Zagreb, Faculty of Economics & Business.
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Kao jedan od znacajnih pokazatelja eko-
nomske uspjes$nosti marina je duzina plovila
smjeStena na godiSnjem vezu u marini. Sve
ispitane marine posjedovale su vezove na-
mijenjene smjestaju plovila duzine do 15m.
Ovo se promatra kao element uspjes$nosti
jer se cijena ove usluge obraCunava teme-
lijem duznog metra plovila. IstraZivanjem je
utvrdeno kako su na vezovima u marinama
koje su u svoju ponudu ukljucile kulturne sa-
drzaje na godiSnjem vezu u moru smjeStena
plovila vece duZine (55,6% plovila u mari-
nama koje su ukljucile kulturne sadrzaje su
prosje¢ne duzine vece od 13,5 m). Marine
koje u svoju ponudu nisu ukljucile kulturne
sadrzaje poslovale su s negativnim financij-
skim rezultatom te u manjoj mjeri posjeduju
listu ¢ekanja (90,4% marina koje su ukljuci-
le ovakve sadrzaje u ponudu posjeduje listu
¢ekanja, u odnosu na 72,9% onih koje nisu
ukljucile ove sadrzaje u ponudu).

NajceS¢e su marine u svoju ponudu
ukljucivale gastroponudu. Od ukupnog broja
marina njih 61,6% ukljucile su gastronomske
usluge u svoju ponudu i ostvarile popunje-
nost visu od 96%, dok njih 52,1% koje nisu
nudile ove usluge biljezi popunjenost visu
od 96%. 1z ovog proizlazi da marine koje su
ukljucile gastroponudu ¢esce ostvaruju viso-
ku popunjenost od onih koje to nisu ucinile.

One of the significant performance indi-
cators of marinas is the vessel length per an-
nual berth in the marina. All examined ma-
rinas had berths planned for accommodating
the vessels of up to 15 meters in length. This
is a sign of profitability since the price of the
service is calculated per one meter of the
vessel’s length. The research has revealed
that the berths of the marinas which includ-
ed cultural facilities in their offer accommo-
dated longer vessels (55.6% of the vessels in
marinas including cultural facilities had an
average length of over 13.5 m). The marinas
that did not include cultural facilities in their
offer showed negative financial results and in
a smaller number of cases they had a wait-
ing list (90.4% of marinas including such fa-
cilities in their offer do have a waiting list,
compared to 72.9% of marinas not including
such facilities in their offer).

Most marinas included gastronomic offer.
More specifically, 61.6% of the total number
of marinas included gastronomic services in
their offer, thus achieving an occupancy rate
of over 96%, while 52.1% of the marinas that
did not offer such services had an occupancy
rate above 96%. This means that the occupan-
cy rate of the marinas that incorporated gas-
tronomic offer more frequently achieve high
occupancy rate than the marinas without the
gastronomic offer.

Tablica 8: Odnos duZine plovila na godisnjem vezu u moru i ukljucivanja
gastrosadrZaja u ponudu marine

Ukljucena Duljina plovila na godi$njem vezu u moru - u metrima
pgjlf;?a 9,00 10,50 11,50 12,50 13,50 1450 | Ukupno
Da 9,5% 7.6% 17.8% | 29.6% 16,4% 192% | 100,0%
Ne - - 71,9% 7.0% - 201% | 100,0%
Ukupno | 7,6% 6,0% 287% | 25.1% 13,1% 196% | 100,0%

Izvor: Krce Miocic, B. (2011:74) Valorizacija ekonomskih komponenti razvoja nautickog turizma.
Doktorska disertacija. Sveuciliste u Zagrebu, Ekonomski fakultet.



178

Acta Turistica, Vol 26 (2014), No 2, pp 155-184

Table 8: The relationship between the vessels’ length on annual berth in the sea
and the inclusion of gastronomic facilities in the marinas’ offer

Included
gastronomic Vessels’ length on an annual berth in the sea — in meters
e Total
facilities
9.00 10.50 11.50 12.50 13.50 14.50
Yes 9.5% 7.6% 17.8% 29.6% 16.4% 19.2% 100.0%
No - - 71.9% 7.0% - 21.1% 100.0%
Total 7.6% 6.0% 28.7% 25.1% 13.1% 19.6% 100.0%

Source: Krce Miocic, B. (2011:74) Valorization of economic components of nautical tourism development.
Doctoral thesis. University of Zagreb, Faculty of Economics & Business.

Moze se zakljuciti da marine koje nude i
gastronomsku uslugu u okviru svoje ponude
imaju prosjecno duza plovila na godiSnjem
vezu u moru. Tako 65,2% marina koje nude
ovu uslugu ima plovila duzine 12,5 i viSe me-
tara na godi$njem vezu u moru, dok je svega
28,1% vezova u marinama koje ne nude tu
uslugu popunjeno plovilima iznadprosjecne
duzine od 12,5 i viSe metara.

Testiranjem razlika Hi-kvadrat testom
utvrdeno je da postoje znacajne razlike
(H=3692,71; ss=5; p<0,00) u duZzini plovila
na godiSnjem vezu u moru ovisno o ukljuce-
nost gastronomskih sadrzaja u ponudu mari-
ne. Daljnjom analizom na osnovi Cramer’s
V koeficijenta korelacija (r=0,515; p<0,00),
a i Phi (¢) koeficijenta korelacije (r=0,515;
p<0,00), moZe se zakljuCiti da postoji po-
zitivna povezanost izmedu ukljucivanja ga-
stronomskih sadrZzaja u ponudu marine i du-
Zine plovila na godi$njem vezu u moru.

Nauti¢ki turizam moze biti sastavni dio
sportsko-rekreacijskog turizma ukoliko se
promatraju regatna natjecanja kao jedan od
elemenata nautike. Ovi turisti Cesto uz plov
prakticiraju i sportove na moru kao $to je
npr. ronjenje. Svega 29% ispitanika prepo-
znalo je ovu povezanost i ukljucilo je sport-
ske sadrzaje u ponudu marina. Postoje razli-
ke u popunjenosti kapaciteta izmedu marina
koje su u svoju ponudu ukljucile sportske
sadrzaje od onih koje nisu (H=1342,098;
ss=4; p<0,00). Najveca razlika primjeCuje
se u 100% popunjenosti vezova koju ostva-

We can conclude that the marinas offering
gastronomic services accommodate longer
vessels on annual berth in the sea on average.
As many as 65.2% of the marinas offering
this service harbor vessels longer than 12.5
meters on annual berths in the sea, while only
28.1% of the berths in the marinas that do not
offer such services cater for the vessels of the
above average length of 12.5 meters.

Testing the differences by a Chi-square
test has revealed significant differences
(H=3692.71; ss=5; p<0.00) with regard to the
vessels’ length on annual berths in the sea,
depending on the involvement of gastronomic
offer. A further analysis based on u Cramer’s
V correlation coefficient (r=0.515; p<0.00) as
well as Phi (¢) correlation coefficient (r=0.515;
p<0.00) leads to the conclusion that there is a
positive correlation between the inclusion of
gastronomic offer and the vessels’ length on
annual berths in the sea.

Nautical tourism can be an integral part
of sports and recreational tourism if regat-
tas are seen as one of the boating elements.
This type of tourists, in addition to sailing,
often engage in sea sports, such as diving.
Only 29% of the examinees recognized this
connection and included sports facilities in
the marinas’ offer. There are differences
with regard to occupancy of capacities be-
tween the marinas which included sports
facilities in their offer and those that did not
(H=1342.098; ss=4; p<0.00). The greatest
difference is seen in the 100% occupancy



BoZena Krce Mioti¢: Povezivanje nautickog s komplementarnim specifi¢nim oblicima turizma 179

ruje 32,1% onih marina koje nude i sportske
sadrzaje dok istu popunjenost ostvaruje sve-
ga 22,9% marina koje u svoju ponudu nisu
ukljucile sportske sadrZzaje. Daljnjom anali-
zom na osnovi Cramer’s V koeficijenta kore-
lacija (r=0,373; p<0,00) moZe se zakljuciti da
postoji pozitivna povezanost izmedu ukljuci-
vanja sportskih sadrzaja u ponudu marine i
popunjenosti marine.

Marine koje posluju s negativnim finan-
cijskim rezultatom nisu ukljucile sportske
sadrzaje u svoju ponudu. Lista ¢ekanja na
godiSnji vez u moru predstavlja jedan od
indikatora uspjeS$nosti marine jer prikazuje
koliko je snaZna potraZznja za odredenom
marinom. Analizom odnosa postojanja liste
¢ekanja izmedu marina koje su u svoju po-
nudu ukljucile sportske sadrzaje utvrdeno je
da marine koje su ukljucile sportske sadrzaje
u svoju ponudu ¢e$ce imaju liste cekanja od
onih koje to nisu ucinile.

Tablica 9: Odnos postojanja liste cekanja
i ukljucivanja sportskih sadriaja
u ponudu marine

of berths for 32.1% of the marinas that of-
fer sports facilities while this percentage is
obtained only by 22.9% of the marinas that
excluded sports facilities in their offer. A
further analysis based on Cramer’s V corre-
lation coefficient (r=0.373; p<0.00) leads to
the conclusion that there is a positive corre-
lation between the inclusion of sports facili-
ties in the marinas’ offer and their levels of
occupancy rates.

The underperforming marinas did not in-
clude sports facilities in their offer. The wait-
ing list for an annual berth in the sea presents
one of the indicators of a marina’s success as
it shows level of the demand for a certain ma-
rina. An analysis of the relationship between
the waiting lists between marinas including
and not including sports facilities in their
offer shows that the marinas which included
such facilities more often have waiting lists
than those which did not do that.

Table 9: Relationship between waiting lists
and inclusion of sports facilities
in a marina’s offer

Ukljutivanje Postojanje liste ¢ekanja za Inclusion | Does it have a waiting list for an
sportskih godisnji vez u moru of sports annual berth on the sea?
sadrzaja Da Ne facilities Yes No

Da 90,2% 9,8% Yes 90.2% 9.8%
Ne 73,2% 26,8% No 73.2% 26.8%
Ukupno 78,3% 21,7% Total 78.3% 21.7%

Analiza razlika Hi-kvadrat testom po-
kazala je postojanje razlike u posjedovanju
liste ¢ekanja izmedu marina koje su u svoju
ponudu ukljucile sportske sadrZzaje od onih
koje nisu (H=507; ss=1; p<0,00). Daljnjom
analizom na osnovi Cramer’s V koeficijenta
korelacija (r=0,189; p<0,00) moZe se zaklju-
¢iti da postoji povezanost izmedu ukljuci-
vanja sportskih sadrZzaja u ponudu marine i
postojanja liste Cekanja.

Svega 10% hrvatskih marina u svoju po-
nudu je ukljucilo trgovine ekoproizvodima.
Vezovi koji su trgovinom ekolo$kih proizvo-
da obogatili svoju ponudu u 74,4% slucajeva

Chi-square testing has revealed the dif-
ferences in the lengths of the waiting lists
of the marinas which included sports facil-
ities in their offer and those which did not
(H=507; ss=1; p<0.00). A further analysis
based on Cramer’s V correlation coefficient
(r=0.189; p<0.00) leads to the conclusion that
there is a positive correlation between the
inclusion of sports facilities in the marinas’
offer and the waiting lists.

Only 10% of Croatian marinas included
eco product shops in their offer. The occu-
pancy of berths which enriched their offer in
74.4% of cases is over 96%, while the same
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imaju popunjenost visu od 96%, dok istu po-
punjenost biljezi 57,5% onih koji svoju ponu-
du nisu obogatili ovom uslugom.

percentage is obtained by 57.5% of those
which do not provide such services.

Tablica 10: Odnos popunjenosti vezova i ukljucivanja trgovine ekolosSkim proizvodima
u ponudu marine

Ukljucena Popunjenost marine
trgovina eko od 81% 0d 91 % od 96 % Ukupno
proizvoda do80% | 4500% do 95% do 99% 100%
Da 25,6% 29,7% 447% | 100,0%
Ne 11,5% 13,5% 17.5% 34,9% 22,6% | 1000%
Ukupno 13,5% 11,7% 15.1% 34,2% 25.6% | 100.0%

Izvor: Krce Miocic, B. (2011:76) Valorizacija ekonomskih komponenti razvoja nautickog turizma. Doktorska

disertacija. Sveuciliste u Zagrebu, Ekonomski fakultet.

Table 10: Relationship between berths’ occupancy and inclusion of eco products shops

in a marina’s offer

Inclusion of eco Occupancy of a marina
products shops up to from 81% | from91 % | from 96 % 100% Total
80% t0 90% t0 95% t0 99% 5
Yes 25.6% 29.7% 44.7% 100.0%
No 11.5% 13.5% 17.5% 34.9% 22.6% 100.0%
Total 13.5% 11.7% 15.1% 34.2% 25.6% 100.0%

Source: Krce Miocic¢, B. (2011:76) Valorization of economic components of nautical tourism development.
Doctoral thesis. University of Zagreb, Faculty of Economics & Business.

Testiranjem razlika Hi-kvadrat testom
utvrdeno je da postoje znaCajne razlike
(H=1200,056 ss=4; p<0,00) u popunjenosti ve-
zova ovisno o ukljuCenosti trgovine ekoloskim
proizvodima u ponudu marine. Sve marine
koje su ostvarile negativan financijski rezultat
nisu obogatile svoju ponudu uslugom trgovine
ekoloskih proizvoda. Marine koje nude ovu
uslugu na godiSnjim vezovima u moru ostva-
ruju smjestaj plovila vee duzine od onih koje
ovu uslugu ne uklju¢uju u ponudu (74,4% vezo-
va u marinama koje imaju ovu uslugu u ponudi
na godi$njem vezu u moru smjestaju plovila
iznadprosje¢ne duzine (>12,5 m), dok 55% ma-
rina koje ne pruZaju ovu uslugu takva plovila
smjestaju na svoje godiSnje vezove u moru).

Sve marine koje su ukljucile posjete seo-
skim gospodarstvima u svoju ponudu posjedu-

Testing the differences by Chi-square
test revealed differences (H=1200.056 ss=
4; p<0.00) with regard to berths’ occupancy
depending on the inclusion of eco products
shops in the marinas’ offer. None of the ma-
rinas with negative financial results had not
enriched their offer by selling eco products.
Thus, the marinas providing eco products ac-
commodate longer vessels on annual berths
in the sea than the marinas that do not pro-
vide it (74.4% of the marinas accommodated
vessels of the above-average length (>12.5
m) in the former case compared to 55% in
the latter case).

All marinas including the service of visit-
ing rural households have waiting lists for an
annual berth in the sea. Although a relatively
small number of marinas (2 marinas with 6%
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ju listu ¢ekanja na godiSnji vez u moru. lako je
relativno malen broj marina (2 marine sa 6%
vezova) u svoju ponudu ukljucio ovu uslugu,
temeljem analize razli¢itosti moze se zaklju-
¢iti da postoje znacajne razlike (H=425,634;
ss= 1; p<0,00) u posjedovanju liste ¢ekanja
za godiSnji vez u moru ovisno o ukljucenosti
posjeta seoskim imanjima u ponudu marine.

6. ZAKLJUCAK

Nauti¢ki turizam predstavlja specifican
oblik turizma koji svoje izvoriSte nalazi u
motivu turista-nauti¢ara da boravi dobrovolj-
no na plovilu ne ostvaruju¢i time nikakvu
lukrativnu djelatnost. Struktura proizvoda
u nautickom turizmu klasificira ovaj oblik
turizma kao sezonski smanjeno osjetljiv jer
najveci dio njegovih prihoda donosi usluga
najma godiSnjeg veza koja u sebe ne uklju-
Cuje i cjelogodisnji boravak turista na plovi-
lu. Kada se nauticki turizam promatra kroz
boravak nauti¢ara na plovilu, onda je nje-
gov sezonski karakter vrlo izraZzen. Naime,
oko 50% svih nocCenja nauticara u Hrvat-
skoj ostvaruje se tijekom srpnja i kolovoza.
Kako bi se smanjila sezonalnost nautickog
turizma, potrebno je uklju¢ivanje elemenata
drugih specifi¢nih oblika turizma u nauticku
uslugu. Eksperti iz podrucja nautickog tu-
rizma prepoznali su kulturni, gastro, sport-
sko-rekreacijski i ekoloski turizam kao spe-
cificne oblike turizma koji su komplementar-
ni nautickom turizmu. Stoga smatraju da Ce
njihovim ukljucivanjem u ponudu nautickog
turizma do¢i do smanjenja sezonalnosti, po-
boljSanja ekoloske prihvatljivosti ovih oblika
turizma te boljih ekonomskih rezultata ma-
rina. Svi eksperti zastupaju stav da ukljuci-
vanjem promatranih usluga komplementar-
nih nautickom turizmu dolazi do znacajnog
smanjivanja negativnih efekata sezonalnosti
i poboljsanja performansi marina.

Rezultati istraZivanja pokazali su kako
marine prepoznaju potrebu uklju€ivanja
usluga iz komplementarnih oblika turizma u
svoju ponudu. Takoder je utvrdeno da razina

of berths) included this service in their of-
fer, the analysis of the differences shows that
there are significant differences (H=425.634;
ss= 1; p<0.00) with regard to the marinas’
with waiting lists for annual berths in the sea
depending on the inclusion of visiting rural
households in the marinas’ offer.

6. CONCLUSION

Nautical tourism presents a special in-
terest tourism form whose source lies in the
tourists-boaters’ motivation to willingly stay
on their vessels without making a profit from
it. The product structure in nautical tourism
classifies this form of tourism as less sea-
sonally sensitive as the greatest part of its
income is derived from annual berth rent-
ing services, which does not include tourists
staying on the vessel during the entire year.
The analysis of nautical tourism through
tourists’ stays on their vessels demonstrates
its prominent seasonal character. Namely,
around 50% of the total number of overnight
stays in Croatia take place in July and Au-
gust. To reduce the seasonality of nautical
tourism, it is necessary to include other spe-
cial interest tourism forms in nautical servic-
es. Experts in the field of nautical tourism
have recognized cultural, gastro, sports and
recreational as well as ecotourism as special
forms of tourism which are complementary
to nautical tourism and they believe that the
use of such forms of tourism will reduce its
seasonality and ecological harmfulness and
improve the business results of marinas. All
experts agree that inclusion of the analyzed
services, which are complementary to nauti-
cal tourism, results in a significant reduction
of negative effects of seasonality and im-
provement of marinas’ performances.

The research results have shown that ma-
rinas recognize the need for including the
services related to complementary forms of
tourism in their offer. In addition, the level
of the inclusion is still insufficient, especially
with regard to the field of ecotourism offer.
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ukljucivanja joS uvijek nije na dostatnoj razi-
ni, posebno u podru¢ju ponude ekoturizma.
Ipak, temeljem rezultata istraZivanja moze se
zakljuciti kako uklju€ivanje komplementarnih
usluga drugih specificnih oblika turizma u
ponudu marine dovodi do poboljSanja uspjes-
nosti poslovanja marine. NuZznost u budu¢em
razvoju nautickog turizma predstavlja upot-
punjenje ponude proSirivanjem elemenata
ponude komplementarnih oblika turizma, po-
sebice iz podrucja kulturnog turizma. Istrazi-
vanja potvrduju kako nautiCari znacajno cesce
konzumiraju aktivnosti iz podrucja kulturnog
turizma no $to je to slucaj s prosjecnim turisti-
ma. Istovremeno je potrebno znacajnije uklju-
¢iti elemente ekoturizma kao $to su trgovine
ekoproizvodima i posjeti nacionalnim parko-
vima na kopnu koji su dosada bili tek margi-
nalno uklju€eni u ponudu marina.

Nauti¢ki turizam moZe poluciti maksi-
malne u¢inke samo sinergijskim medudjelo-
vanjem ponuda razliCitih specificnih oblika
turizma koji, osim smanjenja sezonalnosti i
poboljsanja ekonomskih u¢inaka, svoj dopri-
nos mogu ostvariti i u pobolj$avanju ekolos-
ke uCinkovitosti nautickog turizma.
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