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SAZETAK: Vrlo je malo istrazivanja koja se bave pracenjem promjena imidza turistiCke desti-
nacije tijekom vremena. S obzirom na to da se sve viSe ulaZe u brendiranje destinacija, nedostaje
istrazivanja koja bi omogucila bolje razumijevanje na¢ina na koje se u odredenom vremenskom raz-
doblju moZe pratiti u¢inkovitost marke turisticke destinacije, a ¢iji je klju¢ni konstrukt imidZ turisticke
destinacije. Ovaj rad opisuje rezultate Cetiriju istraZivanja koja su analizirala u¢inkovitost marki pet
medusobno konkurentnih destinacija izmedu 2003. i 2012. godine. Rezultati pokazuju da je doslo do
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Iako je ovo istrazivanje provedeno u Australiji, ono organizacijama za upravljanje turistickim destina-
cijama u drugim dijelovima svijeta pruza prakticni alat za evaluaciju u¢inkovitosti marke u odredenom
razdoblju, mjerila u¢inkovitosti proslih marketinskih komunikacija i indikatore buduce ucinkovitosti.
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1. UVOD

Tema brendiranja prvi se puta javlja u
marketinskoj literaturi prije viSe od 70 godi-
na (vidi Guest 1942; Banks 1950; Gardner i
Levy, 1955). Medutim, brendiranje turistickih
destinacija pocCinje se razvijati kao posebno
podrucje tek 1998. godine (vidi DoSen, Vra-
nesevic i Prebezac, 1998; Pritchard i Morgan,
1998). Od tada je ta nova tema privukla ve-
liko zanimanje akademske zajednice tako
da nedavni pregled literature o brendiranju
turistickih destinacija (Pike, 2009) navodi
74 publikacije 102 autora objavljene izmedu
1998. 1 2007. godine. Napisan je i niz ¢lana-
ka o brendiranju destinacija (vidi Morgan,
Pritchard i Pride, 2002, 2004, 2011; Baker,
2007, 2012; Donald i Gammack, 2007; Cai,
Gartner i Munar, 2009; Moilanen i Rainisto,
2009). S jedne strane, studije slucaja pokazale
su da se turistiCke destinacije mogu brendi-
rati (vidi npr. Crockett i Wood, 1999; Curtis,
2001; Morgan, Pritchard i Piggott, 2002; Pri-
de, 2002), ali, usprkos sve ve¢em zanimanju
akademske zajednice za to podrucje, malo je
radova koje se bave mjerenjem ucinkovitosti
marke turistiCke destinacije tijekom vremena
(Pike i Page, 2014). Taj vremenski aspekt ne-
dovoljno je obraden u literaturi, osobito ako se
uzme u obzir da su i) destinacijske marketins-
ke organizacije od 1990-ih sve vise ulagale
u operacije brendiranja, koje su ukljucivale i
pokusSaje rebrendiranja i repozicioniranja, te
ii) da je joS prije tri desetljeCa utvrdeno da se
imidZ destinacije sporo mijenja (vidi Gartner,
1986; Gartner i Hunt, 1987).

MarketinSki stru¢njaci za robu Siroke
potro$nje koncept trziSne vrijednosti marke
rabe kao indikator trziSne ucinkovitosti te
se ona u bilanci tvrtke navodi kao financij-
ska vrijednost. Medutim, takva vrijednost
nematerijalne imovine marke bit ¢e od male
prakti¢ne koristi destinacijskim marketins-
kim organizacijama i njihovim dionicima.
Drugi alat za mjerenje djelotvornosti marke
koji viSe odgovara destinacijskim marke-

1. INTRODUCTION

The topic of branding first appeared in
the marketing literature over 70 years ago
(see Guest 1942; Banks 1950; Gardner and
Levy, 1955). However, the tourism destina-
tion branding field did not commence until
1998 (see Dosen, Vranesevi¢ and Prebezac,
1998; Pritchard and Morgan, 1998). In the
time since, this emergent topic has attracted
increasing academic interest, with a recent
review of the destination branding literature
(Pike, 2009) tabling 74 publications by 102
authors published between 1998 and 2007.
A number of destination branding texts have
also been published (see Morgan, Pritchard
and Pride, 2002, 2004, 2011; Baker 2007,
2012; Donald and Gammack 2007; Cai,
Gartner and Munar, 2009; Moilanen and
Rainisto, 2009). While case studies have
shown destinations can be branded (see for
example Crockett and Wood, 1999; Curtis,
2001; Morgan, Pritchard and Piggott, 2002;
Pride, 2002), and in spite of the increasing
academic interest in the field, little has been
reported on the measurement of destination
brand performance over time (Pike and Page,
2014). This temporal aspect is an important
gap in the literature, given i) the increasing
investments being made in branding initia-
tives by destination marketing organisations
(DMO) since the 1990s, which have included
rebranding and repositioning attempts, and
ii) the proposition three decades ago that
destination image change will only occur
slowly over time (see Gartner, 1986; Gartner
and Hunt, 1987).

For marketers of consumer goods, the
concept of brand equity is commonly used
as an indicator of market performance, and is
reported as a financial value on the corporate
balance sheet. However, such an intangible
asset value of the brand will be of little prac-
tical use to DMOs and their stakeholders.
An alternative tool in brand effectiveness
measurement that is better suited to DMOs
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tinSkim organizacijama je trzi$na vrijednost
marke s aspekta potrosaca (CBBE) koju za-
govaraju Aaker (1991, 1996) i Keller (1993,
2003). Literatura koja ispituje potencijal
trzi$ne vrijednosti marke iz perspektive po-
troSaca za destinacije javlja se 2006. godine
(vidi Konec¢nik, 2006; Kone¢nik i Gartner,
2007; Pike 2007, 2009, 2010; Boo, Busser i
Baloglu, 2009; Kim, Kim i An, 2009; Chen
i Myagmarsuren, 2010; Pike, Bianchi, Kerr
i Patti, 2010; Gartner i Konecnik Ruzzier,
2011; Bianchi i Pike, 2011; Lim i Weaver,
2012; Im, Kim, Elliot i Han, 2012; Bianchi,
Pike i Lings, 2014). Cilj ovoga rada je istra-
ziti upotrebu hijerarhije trziSne vrijednosti
marke iz perspektive potroSaca za pracenje
percepcija konkurentskog skupa pet austral-
skih turistickih destinacija u desetogodis-
njem razdoblju, od 2003. do 2012. godine.

U drzavi Queensland u Australiji, drzavna
organizacija za turizam (STO) sluzbeno pri-
znaje 13 regionalnih turistickih organizacija
(RTO). Tourism and Events Queensland (vidi
www.tq.com.au) pruza financijsku pomo¢ i
pomoc¢ u ljudskim resursima regionalnim tu-
ristickim organizacijama. Vecina te pomoci je
od pocetka stoljeca pruzena upravo za razvoj
kampanja za brendiranje destinacije. Brisba-
ne, glavni grad, predstavlja najvaznije trziste
po broju posjetitelja od svih regionalnih tu-
ristickih organizacija Queenslanda sa svojih
2,07 milijuna stanovnika, §to Cini 46,7% od
4,3 milijuna stanovnika koliko prema popisu
iz 2011. godine ima ta drzava (DrZzavni zavod
za statistiku Australije, 2011).

Ovaj se rad bavi podrucjem Bundaberga
kojeg je organizacija Tourism and Events
Queensland Klasificirala kao destinaciju u
nastajanju. To je raznoliko podrucje koja po-
kriva 26.000 kvadratnih kilometara i sastoji
se od 11 administrativnih cjelina. Podrucje
Bundaberg nalazi se na Cetiri sata voznje
sjeverno od grada Brisbanea i obuhvaca ve-
liko ruralno zalede, u kojemu je Bundaberg
(45.000 stanovnika) najveci grad te dugacku
obalu koja obuhvaca i juzni pocetak slavnog
Velikog koraljnog grebena. Tourism Queen-
sland organizirao je 2002. godine niz fokus

is consumer-based brand equity (CBBE),
promoted by Aaker (1991, 1996) and Keller
(1993, 2003). The literature testing the po-
tential of CBBE for destinations commenced
in 2006 (see Konec¢nik, 2006; Konec¢nik and
Gartner, 2007; Pike 2007, 2009, 2010; Boo,
Busser and Baloglu, 2009; Kim, Kim and
An, 2009; Chen and Myagmarsuren, 2010;
Pike et al., 2010; Gartner and Kone¢nik Ru-
zzier, 2011; Bianchi and Pike, 2011; Lim and
Weaver, 2012; Im et al., 2012; Bianchi, Pike
and Lings, 2014). The purpose of this paper
is to report the use of the CBBE hierarchy
to monitor perceptions of a competitive set
of five Australian destinations over a 10 year
period between 2003 and 2012.

In the state of Queensland, Australia, 13
regional tourism organisations (RTO) are
officially recognized by the state tourism
organization (STO). Tourism and Events
Queensland (see www.tq.com.au) provides
financial and human resource assistance to
the RTOs, much of which, since the turn
of the century, has been invested in the de-
velopment of destination brand campaigns.
Brisbane, the state capital, is the most im-
portant market in terms of visitor arrivals for
all Queensland RTOs, with the 2.07 million
residents representing 46.7% of the state’s
4.3 million Census population in 2011 (Aus-
tralian Bureau of Statistics, 2011).

In this project the destination of inter-
est is the Bundaberg region, which has been
classified by Tourism and Events Queensland
as an emerging destination. This is a diverse
region covering 26,000 square kilometres
and 11 local government areas. Located a
four hour drive north of Brisbane city, the
Bundaberg region encompasses a large rural
hinterland, for which Bundaberg (popula-
tion 45,000) is the largest city, and a lengthy
coastline that includes the southern starting
point of the iconic Great Barrier Reef. In
2002, Tourism Queensland undertook a se-
ries of focus groups with Brisbane residents
to investigate perceptions of the Bundaberg
region. The study found the area lacked a
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grupa sa stanovnicima Brisbanea kako bi

se istrazila percepcija podruc¢ja Bundaberg.

IstraZivanje je otkrilo da tom podrucju ne-

dostaje jasan identitet turistiCke destinacije

(Tourism Queensland, 2003). Kako bi rijeSile

taj problem, regionalne turisticke organizaci-

je i drzavna organizacija za turizam razvile

sui2003. godine lansirale novu marku desti-

nacije koja je imala tri cilja:

e razviti svijest o turistickoj destinaciji

e educirati trziSte o tome $to se na toj desti-
naciji moze raditi

e stimulirati zanimanje za destinaciju i po-
vecati posjecenost.

Tema novog pozicioniranja marke iz
2003. godine bila je Dajte si vremena da ot-
krijete Bundaberg, Koraljne otoke i unutras-
njost. Neposredno pred pokretanje te kam-
panje 2003. godine, na trzi§tu Brisbanea, a
u sklopu ovog istrazivackog projekta, pocele
su se usporedivati percepcije ove turisticke
destinacije s onima konkurentskih turistic-
kih podrucja. Cilj je bio pratiti percepcije
trzista tijekom vremena, s obzirom na tri na-
vedena cilja. U prvom desetljeCu postojanja
marke, izmedu 2003. i 2012. godine, prove-
dena su Cetiri takva istrazivanja.

2. PREGLED LITERATURE

Dugo se ve¢ zna da jaka konkurencija
medu turistickim destinacijama koje imaju
slicnu ponudu i prednosti vodi ka tomu da
mnoga mjesta postaju medusobno zamjenji-
va na trzistu (Cohen 1972:172; Phelps, 1986;
Gilbert, 1990). Posto su kupci razmaZeni
velikim izborom proizvoda i usluga, djelo-
tvorno brendiranje danas se smatra korisnim
iiz perspektive potraZznje i iz perspektive po-
nude; kupcu pomaze da jednostavnije done-
se odluku i smanji rizik prilikom kupovine,
a istovremeno marketin§kim stru¢njacima
omogucava da stvore oCekivanja i ispune
ih tako Sto svoju ponudu diferenciraju u od-
nosu na onu konkurenata (Keller, 2003). U
turizmu, turisticke destinacije predstavljaju
najve¢e marke (Morgan, Pritchard i Pride,

clear identity as a tourism destination (Tour-
ism Queensland, 2003). To address this prob-
lem a new destination brand, developed by
the RTO and STO, was launched in 2003
with three objectives:

e to raise awareness of the destination
e to educate the market about things to do

e to stimulate increased interest in, and vi-
sitation to the region

The new 2003 brand positioning theme
was Take time to Discover Bundaberg, Cor-
al Isles and Country. Also in 2003, this re-
search project commenced to benchmark
perceptions of the destination, relative to
competing regions, in the Brisbane market,
immediately prior to the campaign launch.
The aim was to monitor market perceptions
over time, relative to the three objectives.
Four studies were undertaken between 2003
and 2012 over the first decade of the brand’s
existence.

2. LITERATURE REVIEW

It has long been recognised that intense
competition between destinations offering
similar features and benefits would lead to
many places becoming increasingly substi-
tutable in the market place (Cohen 1972:172;
Phelps, 1986; Gilbert, 1990). Since consum-
ers are spoilt by choice of products and ser-
vices, effective branding is now regarded as
mutually beneficial for both the demand and
supply perspectives; helping the consumer
simplify decision making and reduce pur-
chase risk, while enabling the marketer to
create and deliver expectations, in a way that
differentiates the offering from rivals (Keller,
2003). In the tourism industry, destinations
have emerged as the biggest brands (Mor-
gan, Pritchard and Pride, 2002). Academic
interest in the destination branding field has
been underpinned by increasing DMO in-
vestments in destination brand campaigns,
particulalry since the 1990s. While there is
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2002). Akademsko zanimanje za brendira-
nje turistickih destinacija je povecano i time
§to organizacije za upravljanje destinacijama
sve vise investiraju u kampanje brendiranja
destinacija, osobito od 1990-ih godina. Iako
do sada nije jednoglasno prihvacena ni jedna
definicija brendiranja turisticke destinaci-
je (vidi Park i Petrick, 2006; Nuttavuthisit,
2007), ona koja u najvecoj mjeri obuhvaca
sve njegove aspekte je definicija koju nude
Blain, Levy i Ritchie (2005:337):

“Brendiranje turistiCke destinacije je skup
marketinskih aktivnosti (1) koje se odnose
na stvaranje imena, simbola, loga, graficko
oblikovanje imena i drugih grafickih ele-
menata koji brzo identificiraju i diferen-
ciraju turisticku destinaciju; koje (2) do-
sljedno stvaraju ocekivanje nezaboravnog
turistickog iskustva; koje (3) sluze tome da
se uspostavi 1 ucvrsti emocionalna veza
izmedu posjetitelja i turisticke destinacije;
ida se (4) kupcu smanje troskovi traZenja i
percipiran rizik. Sve zajedno, te aktivnosti
sluze tome da se stvori imid? destinacije
koji pozitivno utjeCe na odabir destinacije
od strane kupca”.

Za komercijalne tvrtke, trziSna vrijed-
nost marke se u bilanci tvrtke tradicional-
no navodi kao nematerijalna imovina koja
predstavlja neto sadas$nju vrijednost buduceg
prihoda. PoSto marka postoji u svijesti kupa-
ca (Dyson, Farr i Hollis, 1996), percepcije
trzi$ta o marki pruzaju osnovu za financijsku
evaluaciju trziSne vrijednosti marke. Stoga
se trziSna vrijednost marke iz perspektive
kupca pocela koristiti za mjerenje ucinkovi-
tosti marke zato Sto odrazava i prosle mar-
ketinske komunikacije i pruza indikatore
buduce ucinkovitosti (Keller, 2003:59). Hije-
rarhija trziSne vrijednosti marke iz perspek-
tive kupca pokazala se korisnom za dionike
organizacija za upravljanje destinacijama, za
koje financijska mjerila marke turisticke de-
stinacije nemaju veliku prakti¢nu vrijednost.
Prema Aakeru (1991, 1996) i Kelleru (1993,
2003), trziSna vrijednost marke destinacije
iz perspektive kupca predstavlja hijerarhiju
razine svjesnosti o marki, asocijacija koje se

not yet a universally accepted definition of
destination branding (see Park and Petrick,
2006; Nuttavuthisit, 2007), the most compre-
hensive to date is that offered by Blain, Levy
and Ritchie (2005:337):

“Destination branding is the set of
marketing activities (1) that support the
creation of a name, symbol, logo, word
mark or other graphic that readily iden-
tifies and differentiates a destination;
(2) that consistently convey the expecta-
tion of a memorable travel experience;
(3) that serve to consolidate and rein-
force the emotional connection between
the visitor and the destination; and (4)
that reduce consumer search costs and
perceived risk. Collectively, these activ-
ities serve to create a destination image
that positively influences consumer des-
tination choice.

For commercial firms, brand equity has
traditionally been reported as an intangi-
ble balance sheet asset representing the
net-present-value of future earnings. Since
the brand exists in the mind of the consum-
er (Dyson, Farr and Hollis, 1996), market
perceptions toward a brand provide the plat-
form for any financial valuation of brand
equity. This understanding led to the de-
velopment of CBBE to measure brand per-
formance, by providing both a reflection of
past marketing communications, as well as
an indicator of future performance (Keller,
2003:59). The CBBE hierarchy appears
relevant to DMO stakeholders, for whom
financial measures of a destination brand
are of little practical relevance. Following
Aaker (1991, 1996) and Keller (1993, 2003),
destination CBBE is conceptualised as a
hierarchy of brand salience, brand associ-
ations and brand loyalty. Recent structural
equation modelling has demonstrated the
relationships between these three constructs
(see Konecnik and Gartner 2007; Boo,
Busser and Baloglu, 2009; Gartner and Ru-
zzier, 2011; Bianchi and Pike, 2011; Im et
al., 2012; Bianchi, Pike and Lings, 2014).
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vezuju uz marku i lojalnosti marki. Najnovija
modeliranja strukturnih jednadzbi pokaza-
la su da su ta tri konstrukta u medusobnom
odnosu (vidi Kone¢nik i Gartner 2007; Boo,
Busser i Baloglu, 2009; Gartner i Ruzzier,
2011; Bianchi i Pike, 2011; Im, Kim, Elliot i
Han, 2012; Bianchi, Pike i Lings, 2014).

Razina svjesnosti o marki predstavlja
osnovu hijerarhije trzi$ne vrijednosti marke iz
perspektive kupca i pokazuje u kojoj je mjeri
turistiCka destinacija prisutna u svijesti kupca
prilikom planiranja putovanja. Najbolju razi-
nu svjesnosti pokazuje izdvojena dominantna
marka (prvo spomenuta marka kod vecine is-
pitanika) (ToMA), posto je TOMA pokazatelj
preferencija pri kupnji (vidi Axelrod, 1968;
Wilson, 1981; Woodside i Wilson, 1985). Ko-
risteCi teoriju skupova odluka kupaca (vidi
Howard, 1963; Howard i Sheth, 1969), niz
istrazivanja potvrdilo je stajaliSte da je broj
destinacija koje putnik ustvari razmatra tije-
kom procesa kupnje ogranicen na Cetiri plus
ili minus dvije (vidi npr. Woodside i Sherrell,
1977; Thompson i Cooper, 1979; Woodside i
Lysonski, 1989; Goodall i Ashworth, 1990;
Goodall, 1991; Crompton, 1992; Pike i Ryan,
2004; Pike, 2006). Turisticke destinacije koje
ne Cine dio skupa destinacija izmedu kojih
kupac bira nemaju razinu svjesnosti te stoga
imaju konkurentski nedostatak (Pike, 2015).
Ta dimenzija trziSne vrijednosti marke desti-
nacije iz perspektive kupca vezana je uz glav-
ni cilj brendiranja kojim se bave organizacije
za upravljanje destinacijama: Povecati svijest
o destinaciji.

Asocijacije vezane uz marku obuhvacaju
sve ono Sto kupac u svojoj svijesti veze uz
turisticku destinaciju. Ta dimenzija trziSne
vrijednosti marke iz perspektive kupca veza-
na je uz drugi cilj organizacija za upravlja-
nje destinacijama: Educirati triste o svemu
sto se u destinaciji moze raditi. Pregledom
bogate literature o imidzu destinacija (vidi
Chon, 1990; Echtner i Ritchie, 1991; Pike,
2002, 2007; Gallarza, Saura i Garcia, 2002;
Tasci, Gartner i Cavusgil, 2007; Stepchenko-
va i Mills, 2010) moZe se ustanoviti da nema
suglasja oko konceptualizacije konstrukta te

Brand salience is at the foundation of the
CBBE hierarchy, and represents the strength
of the destination’s presence in the mind of
the consumer when a given travel situation
is being considered. Salience is best oper-
ationalized through unaided top of mind
awareness (ToMA), since ToMA is an indi-
cator of purchase preference (see Axelrod,
1968; Wilson, 1981; Woodside and Wilson,
1985). Using the theory of consumer deci-
sion sets (see Howard, 1963; Howard and
Sheth, 1969), a number of studies have sup-
ported the assertion that the number of des-
tinations a traveller will actually consider in
the purchase process is limited to four plus
or minus two (see for example Woodside
and Sherrell, 1977, Thompson and Cooper,
1979; Woodside and Lysonski, 1989; Good-
all and Ashworth, 1990; Goodall, 1991;
Crompton, 1992; Pike and Ryan, 2004; Pike,
2006). Destinations not positioned in the
consumer’s decision set are not salient, and
are therefore at a competitive disadvantage
(Pike, 2015). This CBBE dimension relates
to the first brand objective of the DMO: To
increase awareness of the destination.

Brand associations are anything linked
in memory to the destination. This CBBE
dimension relates to the second DMO ob-
jective: To educate the market about things
to do. Reviews of the extensive destination
image literature (see Chon, 1990; Echtner
and Ritchie, 1991; Pike, 2002, 2007b; Gal-
larza, Saura and Garcia, 2002; Tasci, Gart-
ner and Cavusgil, 2007; Stepchenkova and
Mills, 2010) indicate there is no commonly
agreed conceptualisation of the construct,
and therefore no accepted scale index. Mayo
and Jarvis (1981) proposed an individual
would make a brand selection based on what
is “important and relevant to them” (p. 68),
and so associations need to be measured in
terms of attributes deemed determinant to
individuals for a given travel situation. De-
terminance has been defined in the market-
ing literature as (Myers and Alpert, 1968:13):
“Attitudes toward features which are most
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stoga ne postoji ni jednoglasno prihvacena
skala indeksa. Mayo i Jarvis (1981) smatra-
ju da pojedinac bira marku prema onome
§to je ,,vazno i relevantno za njega/nju” (str.
68) tako da asocijacije treba mjeriti prema
atributima koji se smatraju odlucuju¢im za
pojedince u pojedinoj situaciji na putovanju.
Pojam odlucujuci se u literaturi s podrucja
marketinga definira na sljedeci nacin (Myers
i Alpert, 1968:13): ,,Stavovi o obiljezjima
koja su najuZze vezana uz preferencije ili
stvarne odluke o kupovini smatraju se odlu-
¢ujucima; preostale karakteristike ili stavovi
— ma kako pozitivni — nisu odlucujuéi’.

Lojalnost marki, najviSa razina u hijerar-
hiji, vezana je uz treci cilj organizacija koje se
bave upravljanjem destinacijama: Stimulirati
zanimanje za destinaciju i povecati posje-
Cenost. Tema vjernosti turistickoj destinaciji
donedavno se zanemarivala (vidi Gitelson i
Crompton, 1984; Gyte i Phelps, 1989; Opper-
mann 1997, 2000; Chen i Gursoy, 2001; Bigne,
Sanchez i Sanchez, 2001; Litvin i Ling, 2001;
Rittichainuwat, Qu i Brown, 2001; Niininen,
Szivas i Riley, 2004; McKercher i Wong, 2004;
Alegre i Juaneda, 2006; Mechinda, Serirat
i Guild, 2009; Yuksel, Yuksel i Bilim, 2010;
Bianchi i Pike, 2011; Croes, Shani 1 Walls,
2010; Bosnjak et al., 2011; Phillips et al., 2011,
Eusebio i Vieira, 2011; Prayag i Ryan, 2012;
Forgas-Coll et al., 2012; McKercher i Tse,
2012; Chi, 2012; Moutinho, Albayrak i Caber,
2012). Taj se konstrukt moZze mjeriti pomocu
dimenzije stava o vjernosti, kao $to su iskaza-
na namjera posjete destinaciji i usmena prepo-
ruka, i/ili bihevioralne vjernosti, a to je realizi-
rani ponovljeni posjet. Ovo se istrazivanje bavi
prvim od navedenih aspekata.

Temporalni aspekti mjerenja imidZa

destinacije

U literaturi o turizmu opisano je veoma
malo istrazivanja o temporalnom aspek-
tu percepcije destinacija kod kupaca, od
Cromptona (1979), Gartnera (1986) te Gar-
tnera i Hunta (1987). Ta je tema u fokusu
ovoga projekta jer se ovo istrazivanje bavi
problemom imidZa s kojim se suo¢io Bunda-

closely related to preference or to actual pur-
chase decisions are said to be determinant;
the remaining features or attitudes — no mat-
ter how favourable — are not determinant”.

Brand loyalty, the highest level of the hi-
erarchy, is related to the third DMO objec-
tive: To stimulate interest in, and visitation
to, the destination. The topic of destination
loyalty has been neglected until relatively
recently (see Gitelson and Crompton, 1984,
Gyte and Phelps, 1989; Oppermann 1997,
2000; Chen and Gursoy, 2001; Bigne, San-
chez and Sanchez, 2001; Litvin and Ling,
2001; Rittichainuwat, Qu and Brown, 2001;
Niininen, Szivas and Riley, 2004; McKer-
cher and Wong, 2004; Alegre and Juaneda,
2006; Mechinda, Serirat and Guild, 2009;
Yuksel, Yuksel and Bilim, 2010; Bianchi
and Pike, 2011; Croes, Shani and Walls,
2010; Bosnjak et al., 2011; Phillips et al.,
2011; Eusebio and Vieira, 2011; Prayag and
Ryan, 2012; Forgas-Coll et al., 2012; McK-
ercher and Tse, 2012; Chi, 2012; Moutinho,
Albayrak and Caber, 2012). This construct
can be measured by attitudinal loyalty, such
as stated intent to visit, and word of mouth
recommendations, and/or behavioural loyal-
ty such as actual repeat visitation. This study
is concerned with the former.

Temporal aspects of destination image
measurement

There has been a paucity of research in
the tourism literature related to the tempo-
ral aspect of consumer perceptions of des-
tinations, since Crompton (1979), Gartner
(1986) and Gartner and Hunt (1987). This
is an important issue for this project given
the purpose of the research was the image
problem faced by Bundaberg and the RTO’s
development of a new brand to change mar-
ket perceptions. Gartner and Hunt (1987)
found evidence of positive destination image
change over a 13-year period, but conclud-
ed any change only occurs slowly. While
there have been many examples of destina-
tion stagnation or decline in the tourist area
life cycle (Butler, 1980) following a period
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berg i nastojanjem regionalne turisticke or-
ganizacije da razvije novu marku kako bi se
promijenila percepcija trzista. Gartner i Hunt
(1987) dokazali su da se imidZz destinacije
moze popraviti u razdoblju od 13 godina, ali
su zakljucili da do tih promjena uvijek spo-
ro dolazi. Mnogo je primjera stagnacije ili
pada u Zivotnom vijeku destinacija na poje-
dinim turistickim podruc¢jima (Butler, 1980)
do kojih je doslo nakon razdoblja rasta (vidi
npr. Pike, 2008:334; 2010), ali malo je istra-
zivackih radova koji se bave time kako su
organizacije koje se bave upravljanjem desti-
nacijama uspjele repozicionirati svoje desti-
nacije, poput Las Vegasa, Torbaya, i Calvie
na Mallorci (vidi Pritchard i Morgan, 1998;
Buhalis, 2000; Gilmore, 2002).

Jedan od problema procesa brendiranja
destinacije u praksi koji je ve¢ istaknut je
taj da se prevelik broj tema koje se koriste
u pozicioniranju marke destinacije teze pam-
ti, a najbolji primjeri brendiranja destinacije
ogranitavaju se na svega nekoliko jedno-
stavnih slogana, poput ‘I ¥ New York’ (vidi
Dann, 2000; Morgan, Pritchard i Piggott,
2003; Ward i Gold, 1994). Malobrojna istra-
Zivanja uspjesnih kriterija za slogane marki
destinacija (vidi Richardson i Cohen, 1993;
Klenosky i Gitelson, 1997; Shanka, 2001;
Pike, 2004a; Lee, Cai i O’Leary, 2006; Leh-
to, Lee i Ismail, 2012) kao klju¢an problem
isticu kratko trajanje mnogih kampanja.
Primjerice, u SAD-u, od 47 drzavnih sloga-
na koje su koristili drzavni turisticki uredi
SAD-a 1982. godine (vidi Pritchard, 1982)
samo njih Sest se joS koristilo 1993. godine
(vidi Richardson i Cohen, 1993), a od sloga-
na koji su se koristili 1993. godine, njih samo
13 se joS koristilo 2003. godine (vidi Pike,
2004a). Woodside (1981) navodi primjer
Nove Scottije, koja je u Cetiri godine imala
Cetiri razliCite teme promocije destinacije.
Razlozi za takve promjene najcesce su: mije-
Sanje politike (vidi Russell, 2008), utjecaj di-
onika (vidi Vial, 1997 u Pritchard i Morgan,
1998; Ritchie i Ritchie, 1998), i izmjenjiva-
nje donositelja odluka u marketingu. U vezi
s potonjim, McKercher i Ritchie (1997) na-

of growth (see for example Pike, 2008:334,
2010), there have been few research papers
demonstrating how DMOs have been able
to successfully reposition their destination,
such as has been the case for Las Vegas, Tor-
bay, and the Calvia Municipality in Mallorca
(see Pritchard and Morgan, 1998; Buhalis,
2000; Gilmore, 2002).

One of the problems in destination brand-
ing practice that has been highlighted previ-
ously is too many destination brand position-
ing themes have been less than memorable,
with best practise limited to a few simple
slogans such as ‘I ¥ New York (see Dann,
2000; Morgan, Pritchard and Piggott, 2003;
Ward and Gold, 1994). While research into
success criteria for destination brand slogans
remains limited (see Richardson and Cohen,
1993; Klenosky and Gitelson, 1997; Shanka,
2001; Pike, 2004a; Lee, Cai and O’Leary,
2006; Lehto, Lee and Ismail, 2012), a key
issue has been the lack of longevity in so
many campaigns. For example, in the USA,
of 47 state slogans used by USA STOs in
1982 (see Pritchard, 1982) only 6 were still
in use in 1993 (see Richardson and Cohen,
1993), and of those slogans being used in
1993, only 13 were still being used in 2003
(see Pike, 2004a). Woodside (1981) offered
the example of Nova Scotia, which had four
different destination promotion themes in
as many years. The reasons for such change
generally include: political interference (see
Russell, 2008), stakeholder influence (see
Vial, 1997 in Pritchard and Morgan, 1998;
Ritchie and Ritchie, 1998), and turnover of
marketing decision makers. Regarding the
latter, McKercher and Ritchie (1997) cited a
DMO in Australia that had four managers in
six years, leading to four different market-
ing plans, each with a different positioning
statement.

Travel context

Another aspect of destination image mea-
surement that has received scant attention in
the literature is travel context (Pike and Page,
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vode primjer organizacije za upravljanje de-
stinacijama u Australiji koja je u Sest godina
promijenila Cetiri menadZera, Sto je znacilo
i Cetiri razliCita marketinska plana od kojih
je svaki imao drugaciji naCin pozicioniranja.

Kontekst putovanja

Drugi aspekt mjerenja imidza destinacija
kojemu se u literaturi ne pridaje velika paZnja
je kontekst putovanja (Pike i Page, 2014), iako
se o tom problemu pocelo pisati jo§ prije dva
desetljeca (vidi npr. Snepenger i Milnerm,
1990; Hu i Ritchie, 1993; Gertner, 2010). Pre-
gled literature o imidzu destinacija objavljene
izmedu 1973. 1 2007. godine koje donosi Pike
(2002, 2007) pokazuje da samo 37 od 262 pu-
blikacije pokazuje eksplicitno zanimanje za
kontekst putovanja. Drugim rije¢ima, od su-
dionika vecine istraZivanja traZeno je da oci-
jene svoje percepcije destinacija neovisno o
konkretnim situacijama na putovanju. Takva
situacija kojom se bavio ovaj projekt odnosila
se na kratke praznike na koje se putuje autom,
definirano kao putovanje od jedne do Ceti-
ri no¢i izvan mjesta stanovanja (vidi White,
2000). Kratka putovanja automobilom unutar
zemlje Cine vazan aspekt australskih obraza-
ca putovanja. BTR (2002) procjenjuje da se na
76% putovanja unutar zemlje odlazi automo-
bilom, a 70% od toga odvija se unutar drZzave.
Kratka putovanja od jedne do tri no¢i na koja
su turisti odlazili svojim automobilom pred-
stavljala su 68% trziSta putovanja u Queen-
slandu. Stanovnici Brisbanea razmaZeni su
izborom od preko 100 destinacija udaljenih
najviSe Cetiri sata voznje. U kontekstu kratkih
putovanja automobilom, i imaju¢i na umu tri
cilja menadzmenta navedenih u uvodu, ciljevi
ovog istrazivanja bili su:
la. Identificirati razinu svjesnosti destinaci-

je (izolirana svjesnost) na pocetku novog

procesa brendiranja, u odnosu na konku-

rente

1b. Pratiti razinu svjesnosti destinacije ti-
jekom vremena

2a. Mjeriti asocijacije vezane uz marku turi-
sticke destinacije na pocetku novog pro-
cesa brendiranja, u odnosu na konkurente

2014), even though the issue was raised over
two decades ago (see for example Snepenger
and Milnerm, 1990; Hu and Ritchie, 1993;
Gertner 2010). Pike’s (2002, 2007) reviews
of the destination image literature published
between 1973 and 2007 found only 37 of the
262 publications had an explicit interest in
travel context. In other words, participants
of most studies were asked to rate their per-
ceptions of destinations without reference
to any particular travel situation. The trav-
el situation of interest for this project was
short break holidays by car, defined as a trip
of between one and four nights away from
home (see White, 2000). Domestic short
break drive tourism is an important aspect
of Australian travel patterns. BTR (2002) es-
timated 76% of domestic travel is undertak-
en by car, 70% of which is intrastate. Short
breaks of 1-3 nights represented 68% of the
Queensland self-drive market. Brisbane res-
idents are spoilt by choice of over 100 desti-
nations within a four hour drive. In the con-
text of short break holidays by car, and with
the three management objectives listed in
the introduction in mind, the research aims
were:

la. To identify the level of destination salien-
ce (unaided awareness) at the commen-
cement of the new branding, relative to
competitors

1b. To monitor destination salience over time
2a. To measure destination brand associa-

tions at the commencement of the new
branding, relative to competitors

2b. To monitor destination brand associa-
tions over time

2c. To test the efficacy of using a ‘don’t
know’ option to minimise uninformed
responses.

3a. To measure intentions to visit the desti-
nation, at the commencement of the new
Branding, relative to competitors

3b. To monitor intentions to visit over time.
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2b. Pratiti asocijacije vezane uz marku desti-
nacije tijekom vremena

2c. Testirati djelotvornost koriStenja opcije
»he znam" kako bi se smanjili nasumicni
odgovori

3a. Mjeriti namjere posjete odredenoj desti-
naciji, na po¢etku novog procesa brendi-
ranja, u odnosu na konkurente

3b. Pratiti namjere da se destinacija posjeti
tijekom vremena.

3. METODA

Ovo poglavlje opisuje postupke provede-
ne u tri odvojena istrazivanja izmedu 2003. i
2012. godine.

IstraZivanje 1 — 2003. godine

Inicijalno istraZivanje iz 2003. godine
bilo je longitudinalno i sastojalo se od dvije
faze, pri cemu je koriSten sistematican slu-
¢ajni uzorak odabran iz telefonskog imenika
Brisbanea. U prvoj fazi ispitanicima je poslan
upitnik u papirnatom obliku koji se sastojao
od pitanja o nedavnim kratkim praznicima i
onima na koje se ispitanici uskoro sprema-
ju, skupa preferencija ToMA/odluke i skale
ocjena vaznosti popisa atributa destinacija.
Drugi upitnik poslan je poStom u papirnatom
obliku istim ispitanicima tri mjeseca kasnije,
a sastojao se od pitanja o doista ostvarenim
putovanjima u razdoblju od prvog upitnika i
percepcija konkurentskog skupa pet destina-
cija s popisom atributa.

IstraZivanje 2 — 2007. godine

Istrazivanje iz 2007. godine provedeno je
na novom uzorku, nasumic¢no odabranom iz
osvjezene verzije telefonskog imenika Bri-
sbanea, ponovno pomocu upitnika u papir-
natom obliku koji je ispitanicima poslan po-
§tom, a kojim je trebalo ustanoviti promjene
percepcije od 2003. godine.

IstraZivanje 3 — 2012. godine

IstraZivanje iz 2012. godine provedeno je
na novom uzorku odabranom iz panela ko-

3. METHOD

This section reports the procedures un-
dertaken in three separate studies between
2003 and 2012.

Study 1 -2003

The initial 2003 study was a longitu-
dinal design involving two stages, using a
systematic random sample drawn from the
Brisbane telephone directory. The stage one
paper-based mail questionnaire contained
questions about recent and intended short
break holiday activity, ToMA/decision set
preferences, and importance ratings of a
battery of destination attributes. The second
paper-based mail questionnaire, distributed
to the same participants three months later,
involved questions about actual travel under-
taken since the first questionnaire, and per-
ceptions of the competitive set of five desti-
nations across the battery of attributes.

Study 2 - 2007

The 2007 study used a new sample, ran-
domly drawn from an updated Brisbane
telephone directory, and again a paper based
mail questionnaire was used, to identify any
changes in perceptions since 2003.

Study 3 - 2012

The 2012 study used a new sample in-
vited from the panel of a commercial mar-
keting research firm, and the questionnaire
was administered online. The questionnaire
used in 2007 and 2012 consisted of 173 items
in three sections. The first section included
filter questions about attitudes towards short
breaks, two unaided questions to elicit the
top of mind awareness (ToMA) destination
and decision set composition, and a battery
of 22 destination attribute-importance items
using a seven point scale (I = not important,
7 = very important). The attribute list was
developed from a review of the literature,
practitioner opinion, and personal interviews
with Brisbane residents. A ‘don’t know’ op-
tion was also provided for each scale item.
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mercijalnih tvrtki za marketinska istraZiva-
nja, a upitnik je poslan online putem. Upit-
nik iz 2007. 1 2012. godine sastojao se od 173
pitanja podijeljenih u tri poglavlja. Prvo po-
glavlje sadrzavalo je filter pitanja o stavovi-
ma prema kratkim praznicima, dva izolirana
pitanja u kojima je trebalo navesti dominan-
tnu marku (ToMA) destinacije i set odluka,
te popis od 22 atributa vaznosti destinacije
pri ¢emu je koristena skala od sedam (1 =
nevazno, 7 = veoma vazno). Popis atributa
razvijen je na osnovu pregledane literature,
miSljenja ljudi iz prakse i osobnih intervjua
sa stanovnicima Brisbanea. Za svaku stavku
ponuden je i odgovor ,,ne znam®. Atributi su
odabrani iz rezultata istraZivanja iz 2003.
godine, a dodani su im atributi odabrani na
osnovu rezultata daljnjih istraZivanja prove-
denih medu stanovnicima Brisbanea u ko-
jima je grupno primjenjivan Repertory test
(vidi Pike, 2007¢c). U drugom dijelu od ispi-
tanika se trazilo da ocijene percipiranu dje-
lotvornost podrucja Brisbanea i Cetiri kon-
kurentske destinacije odabrane na osnovu
dobivenog skupa destinacija iz istraZivanja
od 2003. godine, kroz 22 stavke na kogni-
tivnoj skali i dvije stavke na afektivnoj skali.
Kori$tena su i pitanja kojima su se trebale
ustanoviti mjere prethodne posjete, namjere
da se destinacija posjeti i usmene preporuke
za svaku od pet destinacija.

4. REZULTATI

Veli¢ina uzorka 2003. godine bila je 521,
2007. godine 444 1 2012. godine 541. Karak-
teristike sudionika, prikazane u Tablici 1,
uglavnom odgovaraju onima Sireg stanovnis-
tva Brisbanea. Rezultati pokazuju da su ispi-
tanicima dobro poznati takvi oblici putova-
nja te da su godiSnje prosjecno tri puta odla-
zili na kratke praznike automobilom u 2003.
12007. godini te 2,5 puta u 2012. godini.

These attributes were selected from the re-
sults of the 2003 study, supplemented by
attributes from further exploratory research
using group applications of the Repertory
Test (see Pike, 2007c), with Brisbane resi-
dents. The second section asked participants
to rate the perceived performance of the
Bundaberg region, along with four compet-
ing destinations selected from the decision
set findings of the 2003 study, across the 22
cognitive scale items, and two affective scale
items. Questions were also used to identify
measures of previous visitation, intent to vis-
it and word of mouth recommendations for
each of the five destinations.

4. RESULTS

The useable sample sizes were 521 in
2003, 444 in 2007 and 541 in 2012. The
characteristics of the participants, which are
summarised in Table 1, are generally simi-
lar to the wider Brisbane Census population.
Participants indicated a strong familiarity
with short break holidays, with a mean of
three such trips by car per year in 2003 and
2007, and 2.5 in 2012.
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Tablica 1: Karakteristike ispitanika 2003.-2007.-2012.

2003 20(.)3 2007 20(.)7 2012 20!2
n Valjan n Valjan N Valjan
% % %
Spol Muski 199 | 38,0%| 169 | 38,1%| 313 | 579%
Zenski 324 | 62,0%| 275 | 619%| 228 | 42,1%
Ukupno 521 444 541
Dob 18-24 16 3,1% 16 3,6% 18 3,3%
25-44 212 | 40,6%| 166 | 375%| 175 | 32,3%
45-64 244 | 46,7% | 205 | 46,3%| 190 | 35,1%
65+ 50 9,6% 56 | 12,6%| 158 | 29,2%
Ukupno 522 443 541
Godisnji prihod | Manje od 78.000 USD 372 | 732% | 243 | 56,1%| 340 | 62.8%
kucanstva 78.000 USD 136 | 26,8% | 190 | 439%| 201 | 372%
ili vise 508 433 541
Bracno stanje Neudata/neozenjen 57 | 10,9% 50 11,3% 96 17,7%

OZenjen/udata/stalan partner | 395 | 75,7% | 335 | 75,6%| 369 | 682%
Razdvojen, rastavljen,

udovac/udovica 70 13,4% 58 13,1% 76 14,0%
Ukupno 522 443 541

Broj uzdrzavane |0 283 | 54,1% | 238 | 53,5% | 394 | 72,8%

djece 12 182 | 348%| 163 | 36,6%| 124 | 22.9%
3+ 56 | 10,7% 44 9,9% 23 4,9%
Ukupno 521 445 541

NajviSa razina Srednja Skola 211 | 40,6% | 149 | 33,5%| 184 | 34,0%

obrazovanja Visoka Skola 123 23,7% | 101 22.7% 141 26,1%
Diplomska razina 164 31,5% | 147 | 33,0%| 186 | 34,4%
Drugo 22 4,2% 48 | 10,8% 30 5,5%

Ukupno 520 445 541
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Table 1: Characteristics of participants 2003-2007-2012

2003 2007 2012
2(:?3 Valid 2(1?7 Valid 2(:112 Valid
%o % %

Gender Male 199 | 38.0%| 169 | 38.1%| 313 | 57.9%
Female 324 | 62.0%| 275 | 619%| 228 | 42.1%
Total 521 444 541

Age 18-24 16 3.1% 16 3.6% 18 3.3%
25-44 212 | 40.6% | 166 | 37.5%| 175 | 32.3%
45-64 244 | 46.7%| 205 | 46.3%| 190 | 35.1%
65+ 50 9.6% 56 | 12.6%| 158 | 29.2%
Total 522 443 541

Annual Less than $78,000 372 | 732%| 243 | 56.1%| 340 | 62.8%

household $78,000 or more 136 | 26.8% | 190 | 439%| 201 | 37.2%

income Total 508 433 541

Marital status Single 57 | 10.9% 50 | 11.3% 96 17.7%
Married/permanent partner 395 | 757%| 335 | 75.6%| 369 | 68.2%
Separated, divorced,
widowed 70 | 13.4% 58 13.1% 76 | 14.0%
Total 522 443 541

Number of 0 283 | 541%| 238 | 53.5% | 394 | 72.8%

dependent 1-2 182 | 34.8%| 163 | 36.6% | 124 | 22.9%

children 3+ 56 | 10.7% 44 9.9% 23 4.9%
Total 521 445 541

Highest level of | High school 211 | 40.6% | 149 | 33.5%| 184 | 34.0%

education College 123 | 237% | 101 | 22.7% | 141 26.1%
University graduate 164 | 31.5%| 147 | 33.0%| 186 | 34.4%
Other 22 4.2% 48 | 10.8% 30 5.5%
Total 520 445 541

Razina svjesnosti marke destinacije

ProsjeCan broj destinacija navedenih u
popisu skupa odluka bio je 3,8 u 2003. go-
dini, 3,1 u 2007. godini i 2,6 u 2012. godini,
svi unutar raspona od 4 +/- 2 (vidi npr. Wo-
odside i Sherrell, 1977; Thompson i Cooper,
1979; Woodside i Lysonski, 1989; Goodall i
Ashworth, 1990; Goodall, 1991; Crompton,
1992; Pike i Ryan, 2004; Pike, 2006). Prak-
ticno, veliCina i sastav skupa odluka imaju
ozbiljne implikacije za one destinacije koje
u njima nisu navedene, posto je manje vjero-
jatno da Ce se te destinacije razmatrati u pro-
cesu odabira destinacije. Destinacije u regiji
Bundaberg navedene su u skupovima odluka
kod svega 58 (11%) ispitanika u istrazivanju
iz 2003. godine, kod 25 (6%) ispitanika u

Destination brand salience

The mean number of destinations list-
ed in decision sets was 3.8 in 2003, 3.1 in
2007 and 2.6 in 2012, all within the theo-
rised range of 4 +/- 2 (see (see for example
Woodside and Sherrell, 1977; Thompson
and Cooper, 1979; Woodside and Lysonski,
1989; Goodall and Ashworth, 1990; Good-
all, 1991; Crompton, 1992; Pike and Ryan,
2004; Pike, 2006). Practically, the decision
set size and composition has serious implica-
tions for those destinations not elicited, since
these destinations are less likely to be con-
sidered in the selection process. Bundaberg
region destinations were listed in only 58
(11%) participants’ decision sets in the 2003
study, 25 (6%) in 2007, and 20 (4%) in 2012.
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istrazivanju iz 2007. i 20 ispitanika (4%) u
onom iz 2012. godine. Pitanjem otvorenog
tipa koje se odnosilo na razinu svjesnosti
marke doSlo se do viSe od 100 preferira-
nih TOMA destinacija kod ispitanika 2003.,
2007. i 2012. godine. U saZetom obliku po-
pis je kategoriziran u Tablici 2 prema ze-
mljopisnim podruc¢jima za koje su pojedine
regionalne turisti¢ke organizacije nadlezne.
Rangiranje destinacija bilo je konzistentno u
istrazivanjima 2003., 2007. i 2012. ToMA i
rezultati skupa odluka ukazuju na nedostatak
poboljSanja razine svjesnosti marke za pod-
rucje Bundaberga izmedu 2003. i 2012.

The unaided brand salience question elicited
over 100 preferred TOMA destinations from
participants in 2003, 2007 and 2012. For re-
porting succinctness the list has been catego-
rized in Table 2 by RTO geographic bound-
ary. The destination ranking was consistent
between 2003, 2007 and 2012. The ToMA
and decision set findings highlight a lack
of improvement in brand salience for the
Bundaberg region between 2003 and 2012.

Tablica 2: Razine svjesnosti marke: 2003. — 2012.

Podrutje 2003 2003 2007 2007 2012 2012
n % n % n %

Sunshine Coast 231 45,1% 202 45,9% 174 32,2%
Gold Coast 96 18,8% 72 16,4% 110 20,3%
Northern NSW 57 11,1% 64 14,5% 65 12,0%
Fraser Coast 33 6,4% 24 5,5% 25 4,6%
Podruc¢je Bundaberga 11 2,1% 6 1,4% 10 1,8%
Ostalo 84 16,5% 72 16,3% 157 29%
Nedostaje 11 7

Ukupno 523 447 541

Table 2: Brand salience levels: 2003 — 2012
Region 2003 2003 2007 2007 2012 2012
n % n % n %

Sunshine Coast 231 45.1% 202 45.9% 174 32.2%
Gold Coast 96 18.8% 72 16.4% 110 20.3%
Northern NSW 57 11.1% 64 14.5% 65 12.0%
Fraser Coast 33 6.4% 24 5.5% 25 4.6%
Bundaberg region 11 2.1% 6 1.4% 10 1.8%
Other 84 16.5% 72 16.3% 157 29%
Missing 11 7

Total 523 447 541
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Asocijacije vezane uz marku
destinacija

Tablica 3 pokazuje da se asocijacije ve-
zane uz marku u podru¢ju Bundaberga nisu
popravile ni u jednom od kognitivnih i afek-
tivnih stavaka kroz desetogodi$nje razdoblje.
1z perspektive pozicioniranja, podrucje Bun-
daberga dosljedno je ocjenjivano najnize
kod polovice kognitivnih stavki i kod obje
afektivne stavke, ali najviSe kod tri atributa.
Dva od njih, ljubazno lokalno stanovnistvo
i nema guZve, predstavljaju trziSnu poziciju
koju bi regionalna turistiCka organizacija
trebala bolje iskoristiti. Na primjer, tijekom
2004. godine jedan od gradica u toj destina-
ciji, Bargara, dobio je nagradu organizacije
Turizam Queenslanda ,,Najbolja plaza“ (vidi
Tourism Queensland, 2005). Cronbachov
alfa koeficijent za skalu od 22 kognitivne
stavke bio je 0,79 u 2007. godini i 0,90 u
2012. godini. Tablica 4 pokazuje uspored-
bu ucinkovitosti Bundaberga s prosjekom
za stavku vaznosti. Prosjek vaZznosti bio je
konzistentan tijekom 2003., 2007. i 2012.
godine.

Destination brand associations

Table 3 shows the brand associations of
the Bundaberg region did not improve across
any of the cognitive and affective items over
the 10 year period. From a positioning per-
spective, the Bundaberg region consistently
rated lowest on half of the cognitive items
and both affective items, but highest on
three attributes. Two of these, friendly locals
and uncrowded, represent a market position
that the RTO could better exploit. For ex-
ample, during 2004 one of the destination’s
small towns, Bargara, was awarded Tour-
ism Queensland’s ‘Friendliest Beach’ (see
Tourism Queensland, 2005). The Cronbach
Alpha for the 22 cognitive item scale bat-
tery was .79 in 2007 and .90 in 2012. Table
4 shows the comparison of the Bundaberg
performance with the means for item impor-
tance. The importance means were consis-
tent between 2003, 2007 and 2012.
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Tablica 3: Rangiranje asocijacija vezanih uz marku za podrucje Bundaberga:
2003. - 2012. godine

Kognitivni atributi 200;%. 2903. 2007. 2QO7. 20 12. ZQ 12.
prosjek | ocjena | prosjek | ocjena | prosjek | ocjena

Ugodna klima 5,9 4 5,8 4= 5.4 4=
Nema guzve 5,6 1 5,0 1= 4.4 1=
Nije pretjerano turisticki 5,6 1 4,6 1 4,3 1
Dobra vrijednost za novac 5,5 = 5,1 2= 4,7 3=
Sigurna destinacija 5,5 4 5.4 3 5,1 3
Mjesta za Setnju 5.4 4 4,5 4 4,5 4
Ljubazno lokalno stanovnistvo 5.4 2= 5.2 1 4,8 3
Prikladan smjestaj 5,2 5 5,1 5 5,0 5
MoZe se $tosta vidjeti i raditi 5,0 5 5,0 5 4,7 5
Dobre plaze 5,1 5 5,1 5 4,8 5
Visoka razina usluge 4,9 4 4.4 5 4,3 5
Dobri kafiéi i restorani 4,7 4 4.4 4= 4,3 5
Primjerena udaljenost 3,6 5 3,8 5 3,6 5
Cjenovno prihvatljivi aranzmani - - 4,9 2 4,5 4
Lijepi krajolici - - 5,6 4 5,2 4
Mjesta za plivanje - - 5,3 5 5,0 5
Obiteljska destinacija - - 5.4 3 4,9 3=
Dobar ,,8oping* - - 4,0 4 3,8 4
Povijesna mjesta - - 4,6 1 4.4 1
Morski svijet - - 53 2= 5,0 3
Trendovska atmosfera - - 3,5 5 3,6 5
Vodeni sportovi - - 4,7 5 4,6 5
Afektivne prednosti

Premirno/uzbudljivo 3.8 5 3,7 5 3,6 5
Neugodno/ugodno 5,0 5 4,7 5 4,3 4
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Table 3: Bundaberg region brand associations’ performance ranking: 2003 - 2012

Cognitive attribute 2003 2003 2007 2007 2012 2012
mean rank mean rank mean rank
Pleasant climate 5.9 4 5.8 4= 5.4 4=
Uncrowded 5.6 1 5.0 1= 4.4 1=
Not touristy 5.6 1 4.6 1 4.3 1
Good value for money 5.5 = 5.1 2= 4.7 3=
A safe destination 5.5 4 5.4 3 5.1 3
Places for walking 54 4 4.5 4 4.5 4
Friendly locals 54 2= 52 1 4.8 3
Suitable accommodation 5.2 5 5.1 5 5.0 5
Lots to see and do 5.0 5 5.0 5 4.7 5
Good beaches 5.1 5 5.1 5 4.8 5
High levels of service 4.9 4 4.4 5 4.3 5
Good cafes and restaurants 4.7 4 4.4 4= 4.3 5
Within a comfortable drive 3.6 5 3.8 5 3.6 5
Affordable packages - - 4.9 2 4.5 4
Beautiful scenery - - 5.6 4 5.2 4
Places for swimming - - 5.3 5 5.0 5
Family destination - - 5.4 3 4.9 3=
Good shopping - - 4.0 4 3.8 4
Historical places - - 4.6 1 4.4 1
Marine life - - 53 2= 5.0 3
Trendy atmosphere - - 3.5 3.6 5
Water sports - - 4.7 5 4.6 5
Affective benefits
Sleepy/arousing 3.8 5 3.7 5 3.6 5
Unpleasant/pleasant 5.0 5 4.7 5 4.3 4
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Tablica 4: Ucinkovitost asocijacija marke za podrucje Bundaberga: 2003. — 2012. godina

Prosje¢na | Prosje¢na | Prosje¢na | Utinkovitost Ocjena
Kognitivne stavke vaznost vaznost vaznost | Bundaberga | Bundaberga

2003. 2007. 2012. 2012. 2012.

Prikladan smjestaj 59 6,2 6,0 5,0 5
Dobra vrijednost za novac 6,0 6,1 6,0 4,7 3=
Sigurna destinacija 6,0 6,1 6,0 5,1 3
Cjenovno prihvatljivi aranZmani - 54 53 4,5 4
Lijepi krajolici 5,6 5.4 5,5 5,2 4
Ugodna klima 5,8 5,3 5,5 5.4 4=
Ne prevelika udaljenost 54 5.2 5.2 3,6 5
Dobri kafici i restorani 5,0 5,1 5,2 4,3 5
Ljubazno lokalno stanovnistvo 5,0 5,0 52 4.8 3
Nema guzve 5.2 5.2 5,1 4,7 1=
MoZe se Stosta vidjeti i raditi 4,8 4,9 5,1 4,7 5
Dobre plaze 5,3 4,8 4,7 4,8 5
Visoka razina usluge 54 4,7 4,7 4,3 5
Mjesta za plivanje 4,7 4,7 4,5 5,0 5
Nije pretjerano turisticki 4,6 4.4 4,3 4,3 1
Mjesta za Setnju 4,1 4,3 4,1 4,5 4
Obiteljska destinacija - 4,3 4,1 4.9 3=
Dobar ,,3oping* - 3,9 4,1 3,8 4
Povijesna mjesta - 3,9 4,0 4.4 1
Morski svijet - 39 4,0 5,0 3
Trendovska atmosfera - 3,0 33 3,6 5
Vodeni sportovi - 3,1 32 4,6 5

Kako je ve¢ navedeno, uz svaku stavku na
skali kognitivnih atributa ponudena je opcija
ne znam. Svaka stavka ucinkovitosti Bunda-
berga imala je izmedu 30% i 50% odgovora
ne znam. Osim §to je tako maksimalno sma-
njen rizik dobivanja nasumitnih odgovora
(vidi npr. Gill, 1947; Chapman, 1993; Pike,
2007d) u kojima ispitanici mogu dati krivi od-
govor na pitanje o kojem nista ne znaju, ovi
podaci pruzaju dodatne informacije marke-
tinSkim struCnjacima. Za regionalnu turistic-
ku organizaciju Bundaberga vidljivo je da je
potrebno uloziti dodatan napor kako bi se po-
pravila svijest o tome $to ta destinacija nudi.

Vjernost marki destinacije

Vise od 90% ispitanika prethodno je po-
sjetilo svoju izdvojenu ToMA destinaciju u

As mentioned, a don’t know option was
provided alongside each of the cognitive at-
tribute scale items. Every Bundaberg perfor-
mance item attracted a don’t know response
of 30% to 50%. As well as minimising the
risk of uninformed responses (see for exam-
ple Gill, 1947; Chapman, 1993; Pike, 2007d)
where participants might give a false answer
to a question they have no knowledge of, this
data provides additional information for the
marketer. For the Bundaberg RTO, the im-
plication is that more work is needed to im-
prove cognition of what the destination has
to offer.

Destination brand loyalty

Over 90% of participants had previously
visited their unaided ToMA destination in
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Table 4: Bundaberg region brand associations performance: 2003 - 2012

Mean Mean Mean Bundaberg | Bundaberg
Cognitive items importance | importance | importance | performance Rank
2003 2007 2012 2012 2012
Suitable accommodation 5.9 6.2 6.0 5.0 5
Good value for money 6.0 6.1 6.0 4.7 3=
A safe destination 6.0 6.1 6.0 5.1 3
Affordable packages - 5.4 5.3 4.5 4
Beautiful scenery 5.6 5.4 5.5 5.2 4
Pleasant climate 5.8 53 5.5 5.4 4=
Within a comfortable drive 5.4 5.2 5.2 3.6 5
Good cafes and restaurants 5.0 5.1 5.2 4.3 5
Friendly locals 5.0 5.0 5.2 4.8 3
Uncrowded 5.2 5.2 5.1 4.7 1=
Lots to see and do 4.8 4.9 5.1 4.7 5
Good beaches 5.3 4.8 4.7 4.8 5
High levels of service 5.4 4.7 4.7 4.3 5
Places for swimming 4.7 4.7 4.5 5.0 5
Not touristy 4.6 4.4 4.3 4.3 1
Places for walking 4.1 4.3 4.1 4.5 4
Family destination - 4.3 4.1 4.9 3=
Good shopping - 3.9 4.1 3.8 4
Historical places - 3.9 4.0 4.4 1
Marine life - 3.9 4.0 5.0 3
Trendy atmosphere - 3.0 3.3 3.6 5
Water sports - 3.1 3.2 4.6 5

2003., 2007. 1 2012. godini. Iz toga proizlazi
da postoji mala vjerojatnost odabira ToOMA
bez prethodne posjete, $to je veoma vaZzno s
obzirom na vezu izmedu navedene namjere i
stvarnog putovanja koje je ustanovljeno u pr-
vom istrazivanju. Kako je pokazano u Tabli-
ci 5, dok je oko 40% ispitanika 2012. godine
navelo da je prethodno posjetilo podrucje
Bundaberga, prosje¢na vjerojatnost posjete
podrucja Bundaberga unutar sljedece godine
bila je 2,7, §to pokazuje da nema napretka u
odnosu na 2003. ili 2007. godinu. Kako je to
indikator moguce buduce ucinkovitosti, to je
bila najniZe rangirana destinacija unutar sku-
pa konkurentskih destinacija, jednako kao i
2003. 1 2007. godine. Od ispitanika se tako-
der trazilo da ocijene u kojoj bi mjeri svaku
destinaciju preporucili prijateljima. Na skali

2003, 2007 and 2012. The implication that
there is a low likelihood of TOMA selection
without previous visitation is important giv-
en the link between stated intent and actual
travel identified in the first study. As shown
in Table 5, while around 40% of the 2012
participants indicated having previously vis-
ited the Bundaberg region, the mean likeli-
hood of visiting the Bundaberg region within
the next year was 2.7, which showed no im-
provement from 2003 or 2007. An indicator
of possible future performance, this was the
lowest of the competitive set of destinations,
as it was in 2003 and 2007. Participants
were also asked to rate the extent to which
they would recommend each destination to
friends. On this seven point scale (1 = defi-
nitely not, 7 = definitely) the mean for the
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od sedam (1 = definitivno ne, 7 = svakako)
prosjek za podrucje Bundaberga bio je 3,9 u
2007. 1 3,7 u 2012. godini. Taj rezultat, kako
ga pokazuje Tablica 6, a koji nije bio mjeren

Bundaberg region was 3.9 in 2007 and 3.7 in
2012. This result, as shown in Table 6, which
was not measured in 2003, was the lowest of
the five destinations.

2003. godine, bio je najnizi od svih pet de-

stinacija.

Tablica 5: Prethodni posjeti i namjera posjeta

2003. 2007. 2012.
2007. 2012. Vjerojatnost | Vjerojatnost | Vjerojatnost
Prethodno Prethodno posjete posjete posjete
posjecen posjeCen | u narednih 12 | u narednih 12 | u narednih 12
mjeseci mjeseci mjeseci
Sunshine Coast 94,6% 87,2% 6,0 5,1 4.8
Gold Coast 93,5% 88,7% 5,5 3,9 3,9
Northern NSW 72,4% 62,5% 43 3,7 3,7
Fraser Coast 64,9% 51,6% 39 33 33
Podruc¢je Bundaberga 42.8% 39,0% 3,1 2,7 2,7
Table 5: Previous visitation and intent to visit
2003 2007 2012
Previowsly | Proviously | LIKliNood of | Likeliood of | Liklitood of
visited visited visit in next | visitinnext | visitin next
12 months 12 months 12 months
Sunshine Coast 94.6% 87.2% 6.0 5.1 4.8
Gold Coast 93.5% 88.7% 5.5 3.9 3.9
Northern NSW 72.4% 62.5% 4.3 3.7 3.7
Fraser Coast 64.9% 51.6% 3.9 33 3.3
Bundaberg region 42.8% 39.0% 3.1 2.7 2.7

Tablica 6: Usmena preporuka: 2007. —

Table 6: Word of mouth recommendation:

2012. godina 2007 - 2012
2007. 2012. 2007 2012
Sunshine Coast 5.8 5,5 Sunshine Coast 5.8 5.5
Northern NSW 4,8 4,5 Northern NSW 4.8 4.5
Fraser Coast 4,8 43 Fraser Coast 4.8 4.3
Gold Coast 4.4 4,2 Gold Coast 4.4 4.2
Bundaberg region 3,9 3,7 Bundaberg region 3.9 3.7

5. RASPRAVA

Kako bi diferencirale destinaciju od kon-
kurentskih mjesta koja nude sli¢ne karakte-

S. DISCUSSION

To differentiate a destination from com-
peting places offering similar features,
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ristike, organizacije za upravljanje destinaci-
jama sve se viSe bave brendiranjem mjesta.
Svrha ovog istrazivatkog projekta bila je
upotrijebiti ovaj oblik istrazivanja za prace-
nje djelotvornosti brendiranja destinacija ti-
jekom vremena. Rezultati ukazuju na sloze-
ne izazove s kojima se organizacije za uprav-
ljanje destinacijama susreCu u nastojanjima
da poboljSaju trziSnu poziciju svojih desti-
nacija na konkurentskom trziStu. Na razinu
svjesnosti i imidZ mjesta te vjernost mjestu
snazno utje¢u makro-okoli$ne sile nad koji-
ma organizacije za upravljanje destinacijama
nemaju kontrolu. Istrazivanje je ustanovilo
minimalne promjene u percepciji konkurent-
skog skupa od pet destinacija tijekom jednog
desetljeca, na njihovom najblizem i najvazni-
jem trziStu. U ovom projektu, hijerarhija tr-
zi$ne vrijednost marke iz perspektive kupca
iskusana je kao naCin mjerenja u¢inkovitosti
tri klju¢na univerzalna cilja organizacija za
upravljanje destinacijama.

Za podrucje Bundabega, struktura rezul-
tata pruza mjerila za razinu svjesnosti marke,
asocijacije koje se veZu uz marku i vjernost
marki na najvaznijem trzistu za tu destinaci-
ju, u kontekstu kratkih praznika na koje se
odlazi automobilom, nakon 10 godina kam-
panje za novu marku. Usto, struktura trzi$ne
vrijednosti marke iz perspektive kupca daje
indikatore, koji se odnose na ciljeve kampa-
nje brendiranja, pomocu kojih se moZze eva-
luirati djelotvornost buduéih promotivnih
aktivnosti. Na primjer, prvi cilj nove kampa-
nje marke destinacije bila je povecati svijest
o tom podrucju. Razina svjesnosti marke te-
melj je hijerarhije i, kad je rije¢ o obzirom na
izoliranu svjesnosti, destinacija nije postigla
poboljsanje izmedu 2003. i 2012. godine.
Drugi cilj bio je educirati kupce o tome §to se
na lokaciji moze vidjeti i $to se moZze raditi.
Asocijacije vezane uz marku mjerene su na
nacin da se od ispitanika trazilo da ocijene
ucinkovitost konkurentskog skupa destinaci-
ja pomocu popisa odlucujucih atributa. Kad
je rijec o vjernosti marki, treci cilj bio je sti-
mulirati zanimanje za destinaciju i putovanja
u destinaciju. Destinaciju je prethodno po-

DMOs are increasingly engaging in place
branding. The purpose of this research
project was to implement a research design
to monitor the effectiveness of destination
branding over time. The findings highlight
the complex challenges faced by DMOs in
attempting to enhance the market position
of their destination in a competitive market.
Place salience, image and loyalty are affect-
ed more powerfully by macro-environmental
forces over which the DMO has no control.
The research identified minimal changes in
perceptions of a competitive set of five des-
tinations, over a decade, in their closest and
most important visitor market. In this proj-
ect, a hierarchy of CBBE was trialled as a
means of measuring the effectiveness three
key universal DMO objectives.

For the Bundaberg region, the structure
of the results provides measures of brand sa-
lience, brand associations, and brand loyalty
in the destination’s most important market,
in the context of short breaks by car, after
10 years of a new brand campaign. Also, the
CBBE structure provides indicators, related
to the brand campaign objectives, for which
the effectiveness of future promotional activ-
ity can be evaluated. For example, the first
objective of the new destination brand cam-
paign was to increase awareness of the re-
gion. Brand salience is the foundation of the
hierarchy, and in terms of unaided awareness,
the destination achieved no improvement be-
tween 2003 and 2012. The second objective
was to educate consumers about what there
is to see and do. Brand associations were
measured by asking participants to rate the
performance of a competitive set of destina-
tions across a list of determinant attributes.
In terms of brand loyalty, the third objective
was to stimulate interest in and travel to the
destination. While 40% of participants had
previously visited the destination, the stated
intent to visit in the future has been consis-
tently the lowest of the competitive set of
destinations.

The attribute-based approach of the
CBBE hierarchy enables destination market-
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sjetilo 40% ispitanika, ali izrazena namjera
posjete u buduénosti bila je dosljedno najniza
od svih destinacija u konkurentskom skupu.

Pristup zasnovan na atributima u hijerar-
hiji trziSne vrijednosti marke iz perspektive
kupaca marketinskim stru¢njacima omo-
gucava da ustanove koje su mogucnosti za
pozicioniranje. Rezultati su ukazali na to da
postoji prilika za pozicioniranje koju desti-
nacija joS nije iskoristila. Ti atributi mogli
bi se izravnije iskoristiti u budu¢im promo-
cijama marke, poSto se do svijesti potroSaca
moze najlakSe doci tako da se ucvrste posto-
jece pozitivne percepcije umjesto da se nji-
hovo miSljenje pokuSa promijeniti (vidi Ries
i Trout, 1982). Razlog je tome to $to je imidz
Cesto samo labavo i neizravno vezan s Cinje-
nicama (Reynolds, 1965). Medutim, pokla-
paju li se doista percipirane slike pojedinca
s markom manje je vazno od onoga za §to
kupac doista vjeruje da je istinito. Ta tvrdnja
neprestano se potvrduje u istraZivanjima po-
naSanja kupaca, a moze se sazeti s percepcija
Jje stvarnost, Sto dolazi od Thomasovog teo-
rema: ,,Ono Sto ljudi definiraju ili percipiraju
stvarno je po svojim posljedicama‘ (Thomas
i Thomas, 1928:572, citiran u Patton 2002).
Anholt (2010:27) o tom fenomenu govori kao
o ,tiraniji javnog misljenja‘“.

6. ZAKLJUCAK

Iz perspektive prakse jasno je da su pro-
motivna nastojanja koja je u desetogodi$njem
razdoblju poduzelo pet regionalnih turistic-
kih organizacija sluzila samo tome da se
odrZi pozicija na trzistu. To potvrduje tvrd-
nju da se imidz destinacije mijenja sporo,
tijekom duljeg razdoblja. Stoga je vazno da
znanstvenici i ljudi iz prakse dobro razumiju
posljedice svakog pokusaja repozicioniranja
destinacije. Znanstvenicima je lako cesto
preporucivati nove strategije pozicioniranja
jer takve preporuke predstavljaju opipljivi
rezultat i zakljucak istrazivackih projekata.
Usto, novi se menadzmenti u organizacija-
ma za upravljanje destinacijama Cesto Zele

ers to identify positioning opportunities. The
results highlighted a positioning opportunity
that has not yet been exploited by the desti-
nation. These attributes could be used more
explicitly in future brand promotions, since
the easiest route to the mind is to reinforce
positively held perceptions rather than to at-
tempt to try to change opinions (see Ries and
Trout, 1982). This is because images may
only have a tenuous and indirect relationship
to fact (Reynolds, 1965). However, whether
an individual’s perceived images are congru-
ent with the brand identify is not as import-
ant as what the consumer actually believes to
be true. This proposition continues to under-
pin consumer behaviour research, referred
to as perception is reality, which originated
from Thomas’ theorem: “What is defined or
perceived by people is real in its consequenc-
es” (Thomas and Thomas, 1928:572, cited in
Patton 2002). Anholt (2010:27) referred to
this phenomenon as “the tyranny of public
opinion”.

6. CONCLUSION

From a practical perspective, it is evident
that the induced promotional efforts of the
five RTOs over a 10 year period have only
served to maintain market positions. This
supports the proposition that destination im-
age change takes place slowly over a long
period of time. Thus, researchers and practi-
tioners need to understand the ramifications
of any decision to attempt to re-position a
destination. It is easy and common for re-
searchers to recommend a new positioning
strategy, because such a recommendation
represents a tangible output and conclusion
of a research project. It is also common for
new DMO management to want to show
they are making a difference by introduc-
ing change. Likewise it is common for ad-
vertising agencies to recommend changing
marketing campaigns to demonstrate their
creativity. There has been limited evidence
in the literature of any successful destination
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pokazati drugacijima od svojih prethodnika
time $to uvode promjene. Isto tako, agencije
za propagandu Cesto preporucaju promjene
marketinskih kampanja kako bi pokazale ko-
liko su kreativne. Medutim, malo je dokaza
u literaturi o uspjeSnim repozicioniranjima
destinacija. Prakti¢ne implikacije rezulta-
ta ovog istrazivanja su identificiranje onih
atributa o kojima ovisi odabir pojedine de-
stinacije u odredenoj situaciji na putovanju,
a kad se destinacija dozivljava pozitivno, da
se oni pojacaju u marketin§kim komunikaci-
jama umjesto da se pokuSa izmijeniti trzi$na
percepcija. Takoder, iako je provedeno u Au-
straliji, ovo istraZivanje pruza praktican alat
za evaluaciju uCinkovitosti marke organiza-
cijama za upravljanje destinacijama u dru-
gim dijelovima svijeta tijekom vremena; onaj
za mjerenje djelotvornosti pro§lih marketins-
kih komunikacija, kao i indikatore buduce
ucinkovitosti. Marketing destinacija odvija
se u politickom okruZenju jer su zaposlenici
organizacija za upravljanje destinacijama od-
govorni vladinim agencijama koje ih financi-
raju, lokalnim turistickim tvrtkama, turistic-
kim posrednicima i zajednici domacinu. Ti
dionici mogu vrSiti pritisak da se argumen-
tira ili promijeni odredeni naCin brendiranja.
TrZzisna vrijednost marke iz perspektive ku-
paca marketinSkim strunjacima za destina-
cije pruza koristan alat koji ¢e dionicima po-
modi da definiraju ciljeve brendiranja, a usto
predstavlja prakti¢an i strukturiran pristup
mjerenju uc¢inkovitosti pozicioniranja marke.

Ovo istrazivanje daje doprinos znanstve-
noj literaturi na dva nacina. Prvo, malo je
objavljenih istrazivanja koja mjere imidz de-
stinacije ili u¢inkovitost marke destinacije.
Vecina istraZivanja prikazuje stati¢nu sliku u
jednome trenutku, a ovo je istrazivanje prvo
koje myjeri trziSne percepcije za konkurent-
ski skup destinacija u tri vremenske dionice.
Drugo, konzistentnost rezultata u tri odvoje-
na istrazivanja pokazuje pouzdanost mjernog
instrumenta baziranog na trzisnoj vrijednosti
marke iz perspektive kupaca. Opcenito u li-
teraturi o turizmu nedostaje ponavljanja istih
istrazivanja. Glavno ogranienje ovog istra-

repositioning. The practical implication of
the results of this study is to identify those
attributes that determine destination selec-
tion for a given travel situation, and where
the destination is perceived to perform fa-
vourably, and to reinforce these in market-
ing communications rather than attempt
to change market perceptions. Also, while
this research was undertaken in Austra-
lia, the research approach provides DMOs
in other parts of the world with a practical
tool for evaluating brand performance over
time; in terms of measures of effectiveness
of past marketing communications, as well
as indicators of future performance. Desti-
nation marketing takes place in a political
environment, with DMO staff accountable
to government funding agencies, local tour-
ism businesses, travel intermediaries and
the host community. Pressure to justify the
brand rationale and to change brand initia-
tives can be exerted by such stakeholders.
CBBE provides destination marketers with
a useful tool to guide stakeholders on brand
objectives, in addition to offering a practical
and structured approach towards measuring
performance of brand positioning.

The study makes a contribution to the
literature in two key ways. First, published
studies measuring either destination image
or destination brand performance have been
rare. Most studies have been snapshots at
one point in time, and this study is the first
to measure market perceptions for a compet-
itive set of destinations over three points in
time. Second, the consistency of the results
over the three separate studies demonstrates
the reliability of the CBBE-based measure-
ment instrument. There has been a general
lack of replication studies in the tourism
literature. The main limitation of the study
is that it is not a longitudinal study involv-
ing the same sample of participants over the
three points in time. While the participants
of the studies were generally representative
of the wider census populations, a different
sample of people was used in 2003, 2007
and 2012. In terms of future research, what
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Zivanja je to da ono nije longitudinalno te da
ne ukljucuje isti uzorak ispitanika u tri razli-
¢ita vremenska intervala. Iako su ispitanici
u istraZivanjima generalno reprezentativni za
§ire stanovniStvo, istrazivanje je 2003., 2007.
12012. godine provedeno na razli¢itim uzor-
cima. Sto se tice buducih istrazivanja, bit e
zanimljivo promatrati u kojoj mjeri na razinu
svjesnosti, imidZ i vjernost destinaciji utjecu
drustveni mediji. Fenomen koji se javlja po-
javom Web-a 2.0, a to je da na drusStvenim
mrezama korisnici sami generiraju sadrza-
je, smanjuje kontrolu koju organizacije za
upravljanje destinacijama imaju nad markom
destinacije. Modeli koji istraZuju odnos iz-
medu trziSne vrijednosti marke destinacije
iz perspektive kupaca i ponaSanja kupaca na
drustvenim mreZama pomoci ¢e organizaci-
jama za upravljanje destinacijama bolje razu-
mijevanje na koji na¢in mogu bolje iskoristiti
moguénosti Web 2.0 tehnologije i aplikacija.
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