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NISKOBUDZETNIH ZRAUNIH PRIJEVOZNIKA U ZADARSKOJ ZUPANIJI

TOURIST SATISFACTION WITH A DESTINATION: EVIDENCE FROM
LOW COST CARRIER USERS IN ZADAR COUNTY

SAZETAK: Zadovoljstvo turista, spremnost na davanje preporuke i povratak u destinaciju
predstavljaju temeljne ciljeve turisticke destinacije. PoboljSanju dostupnosti destinacije pridonijeli su i
niskobudZetni zracni prijevoznici koji svojim poslovnim modelom dovode do snizavanja cijene i privlace
nove segmente turista. Njihov koncept ukljucuje odabire manjih zratnih luka kako bi osigurali visok
stupanj iskoristivosti zrakoplova smanjenjem vremena ¢ekanja zrakoplova i smanjenjem vlastitih troSkova.
Zratna luka Zadar na razini Hrvatske zadovoljava sve zahtjeve ovog segmenta zratnog prometa, a vodeni
zeljom za osvajanjem udaljenijih europskih trzista Velike Britanije i Skandinavskih zemalja, Zadarska
Zzupanija odlutila je privuci najveceg niskobudzetnog prijevoznika Ryanair. Cilj je ovog rada analizirati
zadovoljstvo korisnika niskobudZetnih zra¢nih prijevoznika Zadarskom Zupanijom analizom zadovoljstva
pojedinacnim elementima turisticke ponude Zadarske Zupanije i ukupnog zadovoljstva destinacijom te
utvrditi koliko zadovoljstvo korisnika utjeCe na Zelju za preporukom destinacije i povratkom u istu.
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SUMMARY: Tourist satisfaction, their willingness to recommend and to return to a destination
represent the basic goals of a tourist destination. Low cost carriers contributed to improved accessibility
of destinations, and their business model has led to lowering the prices and attracted new tourist segments.
Their concept involves choosing smaller airports to ensure a high degree of aircraft utilization through
reduction of the flight waiting time and cutting their own costs. Zadar Airport meets all the requirements
of this air transport segment in Croatia. Impelled by aspirations to conquer more remote European
markets, specifically Great Britain and Scandinavian countries, the Zadar County has decided to attract
the largest low cost carrier Ryanair. This paper aims to analyse the low cost carrier users’ satisfaction
with the Zadar County by analysing the satisfaction with the individual elements of the tourist offer
in the Zadar County and the overall satisfaction with the destination, as well as to establish how user
satisfaction affects the motivation to recommend a destination and to return to it.
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1. UVOD

Jedan od temeljnih preduvjeta za brzi ra-
zvoj turizma, koji je prisutan u posljednjim
desetljeCima, razvoj je i snizavanje cijena pri-
jevoza. To se osobito odnosi na zracni prije-
VOz jer se njegovim razvojem i sniZavanjem
cijena mijenja pojam dalekih destinacija te
njihova vremenska i cjenovna dostupnost.
Posebnu ulogu u ovom procesu ima promje-
na koncepta poslovanja zracnih prijevoznika
koja dovodi do znaCajnog snizavanja cije-
ne prijevoza i pro$iruje segment korisnika
prema razredima niZe platezne moc¢i i mla-
doj populaciji (de Wit i Zuidberg, 2012; Lu,
2017). Koncept niskobudZetnih zra¢nih prije-
voznika (eng. low cost carriers — LCC) teme-
ljem kojeg se snizavaju troskovi poslovanja, a
time i cijena zrakoplovnih karata, stvara kon-
kurentsku prednost ovog prijevoza u odnosu
na druge oblike prijevoza. Nadalje, smanjenje
vremenskog trajanja prijevoza do destinacije
predstavlja jedan od temeljnih zahtjeva su-
vremenih turista, s obzirom na to da danas-
nji turisti prakticiraju viSe kracih putovanja
tijekom godine s manjim brojem ostvarenih
nocenja po putovanju (Albalate, Campos i
Jiménez, 2017; Eurostat, 2018; ITB, 2016).
Stoga su se pojedine turisticke destinacije ori-
jentirale na privlacenje niskobudZetnih zrac-
nih prijevoznika u zra¢ne luke u svojoj blizini
kako bi postale dostupnije nekim udaljenijim
trziStima i/ili kako bi privukle novi segment
posijetitelja. No, samo privlaCenje turista nije
dostatno za uspjeh destinacije na trzistu, nego
je potrebno ponudu destinacije prilagoditi no-
vom segmentu potroSaca.

U ovom se radu analizira zadovoljstvo
turista-korisnika niskobudzetnih zra¢nih
prijevoznika destinacijom u kojoj su boravili
i to na primjeru Zadarske Zupanije. Zratna
luka Zadar svojim karakteristikama pred-
stavlja odgovarajucu zracnu luku za promet
niskobudZetnih zra¢nih prijevoznika za po-
dru¢je jadranske Hrvatske. Zadarska Zupa-
nija se 2007. godine odlucila za privlacenje

1. INTRODUCTION

One of the basic requirements for a fast
tourism development, which is present in the
last decades, is the development of transport
and the lowering transport costs. This espe-
cially refers to air transport, because by its
development and by lowering the costs the
perception of distant locations as well as
their price and time availability are altered.
A special role in this process is played by the
change of the business concept, which leads
to significant transport cost decrease and ex-
pands the segment of users towards a low-
er purchasing power as well as towards the
younger population of users (de Wit, Zuid-
berg, 2012; Lu, 2017). The concept of low
cost carriers (LCCs), by which the costs of
business activities are lowered, thereby cut-
ting the cost of plane tickets, creates a com-
petitive advantage over other forms of trans-
port. Furthermore, decreasing the duration
of transport to a destination represents one
of the basic requests of modern tourists since
they take several shorter trips annually with
fewer overnight stays per journey (Albalate,
Campos and Jiménez, 2017; Eurostat, 2018;
ITB, 2016). Therefore certain tourist desti-
nations have focused on attracting LCCs to
nearby airports, in order to reach more dis-
tant markets and/or attract new segments of
tourists. However, for a destination to suc-
ceed in a market it is not enough only to at-
tract tourists — it needs to adapt its offer to
the new consumer segment.

This paper will analyse the satisfaction
of tourists who use LCCs with the visited
destination based on the example of the Za-
dar County. The characteristics of Zadar Ai-
port fully meet the requirements of LCCs to
service Croatia’s Adriatic area. In 2007, the
Zadar County decided to attract LCCs, aim-
ing to increase the number of tourist arrivals
from the distant markets of Europe, such as
Great Britain and Scandinavian countries
to decrease the seasonality and to increase
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niskobudZetnih zra¢nih prijevoznik s ciljem
povecanja broja dolazaka turista s udaljenijih
trziSta Europe, kao $to su Velika Britanija i
skandinavske zemlje, smanjenja sezonalnosti
i povecanja prihoda. Odluku za privlacenje
turista s ovih trzita pronalaze u povecanoj
potro$nji koju oni ostvaruju u odnosu na
tradicionalna emitivna trziSta Njemacke,
Austrije, CeSke i Slovacke (Marusi¢, 2011;
Marusic, Corak i Sever, 2018). Niskobudzet-
ni zracni prijevoznici koristili su Zratnu
luku Zadar od zadnjeg tjedna oZzujka/prvog
tjedna travnja do zadnjeg tjedna listopada/
prvog tjedna studenog. lako ovo razdoblje
predstavlja ogranienje sezonskog koristenja
resursa, ipak je ono znacajno Sire od uobica-
jene sezone turistickih kretanja (lipanj — ru-
jan) u Zadarskoj Zupaniji. Ulaganje dodatnih
sredstava prikupljenih projektom zajednic-
kog oglasavanja uklju¢ivanjem Ministarstva
turizma, lokalne turistiCke zajednice, hoteli-
jera, luka nautickog turizma, javnih ustano-
va i drugih dionika u destinaciji, u Zratnu
luku Zadar privuklo je najveceg europskog
niskobudZetnog zracnog prijevoznika Rya-
nair. Istovremeno ovo ulaganje smanjuje
raspoloziva sredstva za unaprjedenje drugih
oblika promocije i same destinacije, stoga je
nuzno kontinuirano praenje zadovoljstva
destinacijom kako bi se utvrdila opravdanost
visokih ulaganja u zajedni¢ko oglaSavanje i
usmjerio daljnji razvoj destinacije. Ova tema
predstavlja izazov istraziva¢ima jer se uprav-
ljanje destinacijom odvija upravljanjem ele-
mentima turistickog proizvoda destinacije s
ciljem postizanja zadovoljstva turista i pove-
¢anjem njihove lojalnosti destinaciji.

2. NISKOBUDZETNI ZRAUNI
PRIJEVOZNICI I NJTHOV
UTJECAJ NA DESTINACILJU

Zralni prijevoz utjecao je na rast i razvoj
cjelokupnog gospodarstva, a brzina dostu-
pnosti pojedine lokacije predstavlja njezinu
komparativnu prednost za razvoj cjelokupne
industrije, ali i turizma. Na turistickom trzi-

the profit. The decision to attract the tour-
ists from these markets based on their high-
er consumption compared to the traditional
Croatia’s tourism generating markets such as
Germany, Austria, Czech Republic, or Slo-
vakia (Marusi¢, 2011; Marusi¢ et al., 2018).
Low cost air carriers have used Zadar Air-
port since the last week of March/first week
of April until the last week of October/first
week of November. Despite the fact that the
exploitation of resources in this period is
limited to the tourist season, it still extends
well beyond the usual tourist season in the
Zadar County (June — September). Investing
additional funds made by the project of joint
advertising, which brought together the Min-
istry of Tourism, local tourist boards, hote-
liers, marinas, public institutions and other
stakeholders in the destination, attracted the
largest European low cost carrier company
Ryanair to the Zadar Airport. At the same
time, as this investment reduces the avail-
able funds for improvement of other forms of
promotion, or the destination itself, it is nec-
essary to constantly monitor the destination
satisfaction in order to determine the validity
of the high investments in joint advertising
and to define the further development of the
destination. This topic presents a challenge
for the researchers because destination man-
agement takes place through managing the
elements of a destination’s tourist product
with the aim of achieving tourist satisfaction
and increasing their loyalty to the destina-
tion.

2. LOW COST CARRIERS AND
THEIR INFLUENCE ON A
DESTINATION

Air transport has affected the growth
and development of the entire economy,
and access-to-destination time of a location
represents its comparative advantage for
the development of the entire industry, es-
pecially tourism. In tourism market, where
the number of passengers increased almost
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§tu, koje je u posljednjih 70 godina zabiljeZilo
porast inozemnih turistickih posjetitelja sko-
ro 25 puta, upravo je zracni prijevoz glavni
pokretaC rasta i globalizacije, a kao temeljni
razlog tome navodi se smanjenje cijene zrac-
nog prijevoza. Od 2000. godine dolazi do
snizavanja cijena zrakoplovnih karata za 40-
ak%, §to je uglavnom posljedica poboljSanja
tehnologije zrakoplova, kao i porasta broja
niskobudZetnih zra¢nih prijevoznika (Fernan-
des, 2017). NiskobudZetni zracni prijevoznici
pomogli su u revitalizaciji i modernizaciji oko
200 nedovoljno iskoristenih zratnih luka u
Europi s manje od milijun putnika godiSnje
koje su se Cesto odrzavale samo iz strateskih
razloga (Castillo-Manzano, Lopez-Valpuesta
i Gonzalez-Laxe, 2011; Tapiador, Mateos i
Marti-Henneberg, 2008). Na taj na¢in doprini-
jeli su razvoju perifernih podrucja u kojima se
te zratne luke nalaze (Graham i Shaw, 2008).
VaZnost niskobudZetnih prijevoznika u zrac-
nom prijevozu dana$njice vidljiva je po njiho-
vu udjelu na trzistu. U 2011. godini njihov je
trzis$ni udio u Europi iznosio 36%, u Sjevernoj
Americi 30% te u Aziji i Pacifiku 19% (Gra-
ham, 2013). Ako se promatraju letovi unutar
EU, udio niskobudZetnih zracnih prijevoznika
iznosio je 47% u 2005. godini, 54% u 2007.,
60% u 2009., 58% u 2011. 1 57% u 2013. godi-
ni (Ferrer-Rosell i Coenders, 2017; prema Eu-
ropean Commission, 2015). Uvidaju¢i pred-
nosti koje dolazak niskobudzetnih zra¢nih
prijevoznika donosi odredi$tu, neka odredista
poticu njihov dolazak razli¢itim vrstama sub-
vencija bilo izravnih po putniku ili neizravnih
(Castillo-Manzano, Lopez-Valpuesta i Gon-
zalez-Laxe, 2011).

Sam koncept niskobudZetnih zrac¢nih
prijevoznika karakterizira nekoliko inova-
tivnih modela u zratnom prometu. Osim
implementacije novih tehnologija za sustave
rezervacije i kupnje karata, ovi prijevozni-
ci najceSce koriste jednu vrstu zrakoplova
¢ime pojednostavljuju poslovanje i smanjuju
svoje tro$kove te optimiziraju radnu snagu
(Windle i Dresner, 1999; Budd i Ison, 2014,
Graham, 2013). U razdoblju prije pojave ni-

by 25 times in the last 70 years, air trans-
port is the key initiator of growth and glo-
balization, and the fundamental reason is
the reduction in air fares. Since the 2000s,
prices of air tickets have been reduced by
40%, which is mainly the consequence of
improvements in the airplane technology
as well as of the increase in the number of
LCCs (Fernandes, 2017). LCCs have facili-
tated the revival and modernization of about
200 insufficiently used airports in Europe
with less than a million passengers per year,
which were mainly maintained for strategic
reasons (Castillo-Manzano, Lopez-Valupes-
ta and Gonzélez-Laxe, 2011; Tapiador, Ma-
teos and Marti-Henneberg, 2008). In this
way they contributed to the development of
the peripheral areas where the airports are
located (Graham and Shaw, 2008). The im-
portance of LCCs in today’s air transport
is evident in its market share. In 2011 they
accounted for 36% of the market share in
Europe, 30% in North America and 19% in
Asia and the Pacific (Graham, 2013). Con-
sidering the number of flights within the EU
the share of LCCs was 47% in 2005, 54% in
2007, 60% in 2009, 58% in 2011 and 57%
in 2013 (Ferrer-Rosell and Coenders, 2017,
according to the European Commission,
2015). Recognizing the benefits of LCCs in
destinations some destinations encourage
their arrivals by using different types of sub-
sidies either directly per traveller or indirect-
ly (Castillo-Manzano, Lopez-Valupesta and
Gonzalez-Laxe, 2011).

The very concept of LCCs is character-
ised by a number of innovative models in air
transport. Besides implementing new tech-
nologies in the booking and ticket purchas-
ing systems, these carriers usually use one
type of aircraft, which simplifies business
operation, lowers their costs, and optimis-
es the cost of labour (Windle and Dresner,
1999; Budd and Ison, 2014; Graham, 2013).
In the times before the LCCs, air traffic was
perceived as a luxury and a great deal of at-
tention was given to the travel comfort, espe-
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skobudZetnih zra¢nih prijevoznika, zraCni
prijevoz je zamiSljen kao luksuzan te se jako
puno paznje posvecivalo udobnosti putovanja,
posebice udobnosti sjedala i razmaku izmedu
njih, ¢ime se smanjivala iskoristivost prostora
zrakoplova i broj prevezenih putnika.

NiskobudZetni zraCni prijevoznici po-
vecavaju broj putnika u zrakoplovu naustrb
udobnosti putovanja (Rodriguez i O’Connell,
2017). Istovremeno, oni ostvaruju ustedu i
na koriStenju manjih zracnih luka koje nisu
primarne zracne luke za destinaciju (Dobru-
szkes, 2013; Button et al., 2018). Koncept ni-
skobudZetnih zracnih prijevoznika trebao je
prosiriti trziSte prema do tada nedosegnutim
trziSnim niSama te tako ostvariti rast potra-
Znje. IstraZivanja o ovom problemu donose
dvojake rezultate. Neki istraZivaci zakljucu-
ju da nisu uspjeli privuéi nove trziSne nise,
iako su utjecali na konkurentnost trZzista
zrakoplovnih prijevoznika (Forsyth, 2003),
dok veci broj istrazivanja pokazuje kako
niskobudZetnih prijevoznici utjeCu na po-
vecanje potraznje (Graham i Dennis, 2010).
Lohmann i Koo (2013) utvrdili su da razlike
poslovnih modela izmedu niskobudZetnih i
klasi¢nih zraénih prijevoznika postaju sve
manje dok Fageda, Suau-Sanchez i Mason
(2015) zakljucuju da se vecina niskobudZet-
nih zraénih prijevoznika kre¢e prema hi-
bridnim poslovnim modelima. Danas go-
tovo ne postoje klasicne razlike izmedu ni-
skobudZetnih i klasi¢nih zra¢nih prijevozni-
ka jer se oba tipa prijevoznika okrec¢u prema
hibridnom poslovnom modelu (Ferrer-Rosell
i Coenders, 2017). Zanimljivo je istraZivanje
koje donosi Skeels (2005), a prenosi Don-
zelli (2010), prema kojemu 71% putnika ne
bi koristilo zratni prijevoz koji nema ni-
skobudZetnih prijevoznika i njihovih snize-
nih cijena usluga. Razliciti su kriteriji kojima
se odabiru rute koje ¢e se poticati. Graham i
Dennis (2010) iznose slu¢aj Malte u kojoj se
kao kriteriji isticu tehnicka vrijednost (kvali-
teta i primjerenost tehnickih, komercijalnih,
marketinskih, prodajnih i ljudskih potencija-
la), traZeno financiranje po putniku i datum

cially of the seats and the distance between
them, which reduced the optimal use of the
airplane space and the number of passengers
carried. LCCs increase the number of pas-
sengers in the airplane at the expense of the
travel comfort (Rodriguez and O’Connell,
2017). At the same time, they reduce costs by
using smaller airports which are not primary
airports for given destinations (Dobruszkes,
2013; Button et al., 2018).

The concept of LCCs was intended to
widen the market toward unreached niche
markets and thus increase the demand. The
research results on this issue are divided.
Some researchers claim that new niche mar-
kets have not been reached, although the
competitiveness of airline markets have been
affected (Forsyth, 2003), while a greater
number of research show that LCCs impact
the increase in demand (Graham and Dennis,
2010). Lohmann and Koo (2013) have found
that the differences in business models be-
tween low cost and full service carriers are
shrinking, while Fageda, Suau-Sanchez and
Mason (2015) conclude that most LCCs are
moving towards hybrid business models. To-
day there are virtually no classical differenc-
es between low cost and full service carriers
since both types of carriers are turning to-
wards hybrid business model (Ferrer-Rosell
and Coenders, 2017). There is a very inter-
esting research by Skeels (2005), quoted by
Dongzelli (2010), according to which 71% of
passengers would not use air transport that
did not have LCCS and their service prices.
The criteria by which the route to be stim-
ulated is chosen differ. Thus Graham and
Dennis (2010) present the case of Malta in
which the technical value (quality and suit-
abilirty of technical, commercial, marketing,
sales and human resources), financing re-
quested per passenger and date of route start-
up are set as standard. The arrival of LCCs
positively affects diversification, reduction
of seasonality, improvement and increase of
tourist products in a destination thereby the
attractiveness of a destination while stimu-
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pocetka letenja. Dolazak niskobudZetnih
zracnih prijevoznika pozitivno utjece na di-
versifikaciju, smanjenje sezonalnosti, pobolj-
Sanje i povecanje turistickih proizvoda u de-
stinaciji, a time i na atraktivnost destinacije
te svojom akceleratorskom snagom potice ra-
zvoj drugih industrija u njoj (Donzelli, 2010;
Ivanovi¢, Vucenovic i Baresa, 2014; Costa i
Almeida, 2018). Istovremeno se povecava i
broj zaposlenika u zratnim lukama koje po-
vezuju niskobudZetni zrani prijevoznici, a
time se smanjuje nezaposlenost i povecavaju
prihodi stanovnika destinacije.

Uz pozitivne ucinke koje donose ni-
skobudZetni prijevoznici destinaciji, postoje
i negativni ucinci, prije svega u ekoloSkom
pogledu zagadivanja okoliSa nastalog ovom
vrstom prijevoza te mogucim nesreCama
koje se dogadaju (Donzelli, 2010). Jos jed-
na od promjena koje niskobudZetni zracni
prijevoznici donose u destinaciju je i skra-
¢ivanje vremena boravka turista (Graham i
Dennis, 2010). Jedan od problema s kojima
se destinacija moZe susresti u svojoj orijen-
taciji na privlacenje niskobudzetnih zra¢nih
prijevoznika jest preuzimanje njihovog kon-
cepta poslovanja u kojem se smanjuju tros-
kovi i povecava efikasnost uz istovremeno
neuklju€ivanje dodatnih proizvoda u stan-
dardnu ponudu te time pada kvaliteta same
destinacije (Olipra, 2012). Ipak, kao najvaz-
niji problem koji destinacija moZe imati s
dolaskom niskobudZetnih zra¢nih prijevo-
znika namece se prekomjerni turizam. Ova-
kav turizam ne poStuje nacela odrZivosti,
ima negativne uCinke na lokalnu zajednicu
i prostor destinacije te dovodi do smanjenja
zadovoljstva posjetitelja u destinaciji (Okle-
vik et al., 2019; Lawton, 2017; Benner, 2019).
Smanjenje turisticke potros$nje za prijevoz u
zemlji porijekla koriStenjem niskobudZetnih
zratnih prijevoznika dovodi do oslobadanja
financijskih sredstava za neke druge turistic-
ke potrebe kao §to su smjestaj ili prehrana u
destinaciji. Eugenio-Martin i Inchausti-Sin-
tes (2016) utvrdili su kako putnici koji kori-
ste niskobudZetne zratne prijevoznike imaju

lating the development of other industries in
the location via its acceleration power (Don-
zelli, 2010; Ivanovi¢, Vucenovi¢ and Baresa,
2014; Costa and Almeida, 2018). At the same
time the number of employees in airports
connected by LCCs increases, which then
lowers the unemployment rates and boosts
the destination population income.

Along with the positive effects of LCCs
for the destinations, there are also negative
effects, first of all in terms of ecology and
regarding the pollution of the environment
caused by this type of transport and the
possible accidents (Donzelli, 2010). An-
other change brought by LCCs also include
shortening the length of the tourists’s stays
(Graham and Dennis, 2010). A challenge
that a destination can face when focusing to
attract LCCs is to take over their business
concept, i.e. cut costs to increase efficiency
without providing additional products the
standard supply which may cause the decline
in the quality of the very destination (Olipra,
2012). However, the most important prob-
lem that a destination may encounter with
the arrival of LCCs is overtourism. This
type of tourism does not respect the prin-
ciples of sustainability, has negative effects
on the local community and the destination
area, and leads to lowering of visitors’ sat-
isfaction in the destination (Oklevik et al.,
2019; Lawton, 2017; Benner, 2019). Reduc-
ing tourist costs for transport in the country
of origin by using LCCs leads to the release
of financial resources for some other tourist
needs such as accommodation or food that
are spent in the destination. Eugenio-Martin
and Inchausti-Sintes (2016) have proved that
travellers using LCCs have more significant
tourist consumption in the destination than
those who have arrived using full service
flights. The same authors came to the con-
clusion that tourists, users of LCCs, who are
accommodated with relatives and friends
and in private accommodation do not spend
more in the destination, but are more cost-ef-
fective both at home and in the destination.
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znacajniju turisticku potrosnju u destinaciji
od onih turista koji su dosli redovitim letovi-
ma. Isti autori dolaze do zakljucka da turisti
korisnici niskobudZzetnih zrac¢nih prijevo-
znika, koji su smjesteni kod rodbine i prija-
telja i u privatnom smjeStaju, ne troSe vise
u odredi$tu, nego su skloni usStedama kako
kod kuce tako i u destinaciji. [Iznimno vazna
spoznaja za turisticku ponudu u destinaciji je
da putnici koji koriste niskobudZetne zrac-
ne prijevoznike povecavaju udio potrosnje
za aktivnosti u destinaciji naustrb smjeStaja
(Ferrer-Rosell i Coenders, 2017).

3. ZADOVOLJSTVO KORISNIKA
DESTINACIJOM

Uspjeh neke turisticke destinacije zasi-
gurno ovisi o zadovoljstvu koje turisti osje-
¢aju nakon $to ju posjete. Zadovoljstvo kupca
determinirano je ukupnim osjecajima i sta-
vovima nakon §to je osoba kupila ili konzu-
mirala proizvod ili uslugu (Solomon, 1992).
Perkusi¢ Malko¢ (2018) navodi neke od naj-
znacajnijih pristupa mjerenju zadovoljstva
potroSaca ili korisnika, a to su: teorija dis-
konfirmacije ocekivanja (teorija nepotvrdi-
vanja oCekivanja), teorije povezane s diskon-
firmacijom oc¢ekivanja (teorija kontrasta, teo-
rija asimilacije i kontrasta, teorija disonance,
opca teorija negativnosti, teorija testiranja
hipoteza), teorija pravednosti, atribucijska
teorija, teorija izvedbe, teorija multifaktor-
ske strukture zadovoljstva (M-H dvofaktor-
ska teorija zadovoljstva, Kanova trofaktorska
teorija zadovoljstva korisnika), model kvali-
tete odnosa s klijentom (Liljander i Stran-
dvik, 1995), kvalitativni model zadovoljstva
(Stauss i Neuhaus, 1997) te situacijska teorija
zadovoljstva (Fournier i Mick, 1999). Teme-
liem provedene analize, PerkuSi¢c Malko¢
(2018) istice kako je teorija diskonfirmacije
jedna od najcesce koriStenih teorija u istra-
Zivanjima zadovoljstva. U toj se teoriji polazi
od pretpostavke da korisnici imaju odredena
ocekivanja prije samog koriStenja proizvoda
1 usluge te takva ocekivanja utjecu na njihovo

An extremely important insight for the tour-
ist offer in the destination is that passengers
using LCCs increase the share of consump-
tion for activities in the destination, at the ex-
pense of accommodation (Ferrer-Rosell and
Coenders, 2017).

3. USER SATISFACTION WITH A
DESTINATION

The success of a certain destination un-
questionably depends on the satisfaction
that tourists feel after their visit. Customer
satisfaction is determined by an overall feel-
ing and attitude after a person has bought or
consumed a product or service (Solomon,
1992). Perkusi¢ Malko¢ (2018) cites some
of the most important approaches to mea-
suring consumer or user satisfaction: “an
expectation disconfirmation theory (theory
of non-confirming the expectations), the-
ories connected to the disconfirmation of
expectation (contrast theory, assimilation
and contrast theory, dissonance theory, gen-
eral negativity theory, theory of hypotheses
testing), a theory of justice, an attribution
theory, a performance theory, a multifac-
torial satisfaction structure theory (M-H
dual factor satisfaction theory, Kano’s three
factor theory of user satisfaction), a client
relationship quality model (Liljander and
Strandvik, 1995), a qualitative satisfaction
model (Stauss and Neuhaus, 1997) and sit-
uational satisfaction theory (Fournier and
Mick, 1999).” Based on the conducted anal-
ysis, Perkusi¢ Malkoc¢ (2018) points out that
the disconfirmation theory is one of the most
widely used theories in satisfaction research.
This theory assumes that users have certain
expectations before using the products and
services, and these expectations affect their
satisfaction. Thus, the level of satisfaction
can ultimately be observed as the difference
between the perceived performance of ser-
vice or product and the expectations that the
users had (Yuksel and Rimmington, 1998).
However, despite the numerous and different
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zadovoljstvo. Pritom se razina zadovoljstva u
konacnici moze promatrati kao razlika izme-
du percipirane izvedbe usluge ili proizvoda
i otekivanja koja su korisnici imali (Yuksel
i Rimmington, 1998). No, unato¢ brojnim i
razli¢itim pristupima mjerenju zadovoljstva
potrosaca, joS uvijek nije postignut konsen-
zus oko jedinstvenog nacina mjerenja (Ko-
zak i Rimmington, 2000).

Zadovoljstvo turista specificno je pod-
rudje istraZivanja zadovoljstva jer se turistic-
ki proizvodi po svojim obiljezjima uvelike
razlikuju od potroSackih dobara (Pizam, Ne-
umann i Reichel, 1978). Isti autori (1978:316)
navode kako je turisticki proizvod ,,neopi-
pljiva mjeSavina mnogih medusobno pove-
zanih komponenti dok su potro$acka dobra
ve¢inom homogena i uniformirana®. Isti au-
tori smatraju kako zadovoljstvo ili nezado-
voljstvo s jednom od komponenti turistickog
proizvoda moze dovesti do zadovoljstva ili
nezadovoljstva s cijelim turistickim proizvo-
dom. Temeljem toga zakljucuju kako je izra-
zito vazno identificirati i mjeriti zadovoljstvo
turista svakom od definiranih komponenti
turistickog proizvoda. Zadovoljstvo svakom
od komponenti turisti¢kog proizvoda u ko-
nacnici utjeCe na cjelokupno zadovoljstvo
destinacijom i spremnosti turista na lojalnost
destinaciji.

U ovom radu koristi se pristup mjerenja
zadovoljstva turista analizom performansi
pojedinacnih obiljezja destinacije i ukupnog
zadovoljstva Zadarskom Zupanijom. Kozak
(2003) navodi kako se samo mali broj istrazi-
vanja temelji na tome kako zadovoljstvo po-
jedinatnim atributima turistiC¢ke destinacije
utjeCe na ukupno zadovoljstvo i ponovljeno
ponasanje (npr. ponovni dolazak) ili prepo-
ruku destinacije. U tom istrazivanju Kozak
je usporedivao zadovoljstvo razlicitih grupa
turista pojedinacnim elementima, kao i uku-
pno zadovoljstvo jedne destinacije u Spanjol-
skoj i jedne u Turskoj. Uz to je analizirao
utjecaj zadovoljstva pojedinim elementima
destinacije na ukupno zadovoljstvo desti-
nacijom, kao i namjeru preporuke i ponov-

approaches to measuring consumer satisfac-
tion, there is still no consensus concerning a
unique method of measuring it (Kozak and
Rimmington, 2000).

Tourist satisfaction is a specific area of
satisfaction research, given that the tour-
ist products differ greatly from consumer
goods by their characteristics (Pizam, Neu-
mann and Reichel, 1978). The same authors
(1978:316) state that the tourist product is
“an intangible blend of many interconnect-
ed components, while consumer goods are
mostly homogeneous and uniform”. The
same authors consider that satisfaction or
dissatisfaction with one of the components
of the tourist product may lead to satisfac-
tion or dissatisfaction with the entire tourist
product. Therefore, they conclude that it is
extremely important to identify and measure
tourist satisfaction with each defined compo-
nent of tourist product. The satisfaction with
each of the components of the tourist prod-
uct ultimately affects the overall satisfaction
with the destination and the tourist’s readi-
ness to become loyal to the destination. This
paper uses the approach of measuring tourist
satisfaction by analysing the performances
of individual characteristics of the destina-
tion and the overall satisfaction with the Za-
dar County. Kozak (2003) states that only a
small number of research are based on how
the satisfaction with the individual attributes
of a tourist destination affects overall satis-
faction and repeated behaviour (eg. Re-visit)
or destination recommendation. In his 2003
research, Kozak compared the satisfaction of
different groups of tourists with individual
elements, as well as the overall satisfaction
with one destination in Spain and one in Tur-
key. In addition, he analysed the impact of
satisfaction with individual elements of the
destination on overall satisfaction with the
destination, as well as the intention to rec-
ommend and re-visit the destination. Simi-
lar research was conducted earlier, Kozak
and Rimmington (2000) and Kozak (2001).
Different authors cite sets of variables which
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nog posjeta destinaciji. Sli¢na istrazivanja
provedena su i ranije, Kozak i Rimmington
(2000) i Kozak (2001). Razli¢iti autori navo-
de setove varijabli koje obuhvacaju elemente
koji utjecu na zadovoljstvo turista, kao Sto su
smjestaj, transport, aktivnosti, atrakcije (Da-
naher i Arweiler, 1996), kojima se nadodaju
oprema i pristupacnost (Pérez et al., 2017),
kvaliteta usluge (He i Song, 2008), atraktiv-
nost destinacije, kulturne i demografske ka-
rakteristike turista, kao i obiljezja putovanja
1 izvor informacija o putovanju (Shahrivar,
2012; Salim i Mohamed, 2014). Svaka od
ovih kategorija dijeli se na razlicite podele-
mente i veCina navedenih autora je dalje ra-
§¢lanjuju na taj nacin.

Turisti kao kljucni element kod odabi-
ra niskobudzetnih zra¢nog prijevoznika za
dolazak u destinaciju isticu cijenu prijevoza
(Dolnicar et al., 2011; Koklic, Kukar-Kinney
i Vegelj, 2017) i to predstavlja temeljnu kom-
parativnu prednost niskobudZetnih zranih
prijevoznika u odnosu na druge ponudace
na trzi$tu. Odabir kupaca ne temelji se uvi-
jek na premisi da niska cijena znaci i nisku
razinu usluge, nego se to moZe percipirati i
kao uCinkovitost u organizaciji poslovanja
(Saha i Theingi, 2009). Kako je cijena kod
ovih prijevoznika iznimno niska, percipirana
vrijednost za novac je relativno visoka. No,
nije cijena jedini element koji utjece na zado-
voljstvo, a posebice ne na lojalnost. Leong et
al. (2015) testirali su cijeli niz kategorija koji
utjecu na zadovoljstvo i lojalnost potroSaca
te su zakljucili da pouzdanost tvrtke najja-
¢e direktno utjece na zadovoljstvo potrosaca
1 indirektno na lojalnost. Isti autori navode
kako znaCajan utjecaj imaju kvaliteta cjelo-
kupne materijalne imovine te brzi odgovor
na kupCeve zahtjeve, dok relativno nizak
utjecaj imaju empatija i povjerenje (Leong et
al., 2015).

U kontekstu turista koji koriste ni-
skobudZetne zracne prijevoznike za organi-
zaciju putovanja, vazno je naglasiti kako je
zadovoljstvo uslugom obrnuto proporcional-
no percipiranim troSkovima (PandZa Bajs,

include elements that stimulate tourist satis-
faction, such as accommodation, transport,
activities, attractions (Danaher and Arwei-
ler, 1996), to which equipment and accessi-
bility are added (Pérez et al., 2017), quality
of service (He and Song, 2008), destination
attractiveness, cultural and demographic
characteristics of tourists, as well as charac-
teristics of their journey, and the source of
information about the journey (Shahrivar,
2012; Salim and Mohamed, 2014). Each of
these categories is furthermore divided into
different sub elements and most authors
analyse them in such a manner.

The key element for tourists in choosing
a low cost carrier to arrive to a destination is
the price of transport (Dolnicar et al., 2011;
Koklic, Kukar-Kinney and Vegelj, 2017), and
this represents their basic comparative ad-
vantage compared to the other suppliers on
the market. Customers’ choice is not always
based on the assumption that low cost means
low service level, it can also be comprehend-
ed as an efficiency in business organization
(Saha and Theingi, 2009). Since the price
of these carriers is extremely low, the per-
ceived value for money is relatively high. But
the price is not the only element that affects
satisfaction, and especially it does not affect
loyalty. Leong et al. (2015) tested a whole set
of categories that affect satisfaction and loy-
alty of consumers concluding that a compa-
ny’s reliability has the strongest direct influ-
ence on consumer satisfaction, and indirect
influence on loyalty. The same authors cite
that the quality of the overall material assets
and prompt response to customers’ requests
have a significant influence, while empa-
thy and trust have relatively low influence
(Leong et al., 2015).

In the context of tourists who fly LCCs
for organizing trips, it is important to em-
phasize that satisfaction with the service
is inversely proportional to the perceived
costs (PandZa Bajs, 2013), and hence using
a cheaper carrier is expected to enhance des-
tination satisfaction. Sole satisfaction with a
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2013) te se ocekuje da koriStenje jeftinijeg
prijevoza povecava zadovoljstvo destinacijom.
Medutim, samo zadovoljstvo destinacijom ne
izaziva nuzno i Zelju za povratkom u destina-
ciju i ne stvara lojalnog potrosaca kako je to
uobicajeno kod nekih drugih proizvoda i uslu-
ga (McKercher i Denizci Guillet, 2011). Za-
dovoljstvo predstavlja jedan od temelja pred-
vidanja buduceg ponaSanja turista, a kao pret-
hodnica njemu se istie percipirana vrijednost
ostvarene turisticke usluge (Chen i Chen,
2010; PandZa Bajs, 2013). Niz istraZivanja po-
tvrdilo je kako ¢e zadovoljan turist preporuciti
destinaciju, vratiti se u nju i/ili joj postati loja-
lan (Chen i Tsai, 2007; Ryu, Han i Kim, 2008;
He i Song, 2008; Prayag i Ryan, 2012). No,
istrazivanja istovremeno pokazuju da ostvare-
no zadovoljstvo nije dostatno za predvidanje
lojalnosti destinaciji (Kozak, 2001; Bowden,
2009; Pandza Bajs, 2015; Alrawadieh et al.,
2019). Moze se zakljuciti kako zadovoljstvo
destinacijom predstavlja nuzni, ali ne i jedini
preduvjet za turistov povratak u nju.

4. TURISTICKA KRETANJA U
ZADARSKOJ ZUPANIJI

Zadarska zupanija jedna je od 20 Zupa-
nija u Republici Hrvatskoj. SmjeStena je u
centralnom podrucju Jadranske Hrvatske,
na sjeveru Dalmacije. Administrativno sje-
diSte je Grad Zadar. Zupanija se prostire na
7.486,91 km?, od Cega je 3.641,91 km? ko-
pna, otoka 587,6 km? te 3.845 km? morske
povrsine. Posebnost Zupanijskog podrucja
je brojnost otoka, kanala, morskih prolaza,
duboko uvuéenih morskih povrsina u kopno,
razvedenost obale, plodna zona Ravnih ko-
tara i kr§ brdsko — planinskog prostora (Za-
darska zupanija, 2019). Ugodna mediteran-
ska klima, relativno povoljni vjetrovi, veliki
broj suncanih dana i prostorno geografske
karakteristike predstavljaju komparativne
prednosti Zadarske Zupanije kao turisticke
destinacije. Zadarska Zupanija u svojoj tu-
risti¢koj povijesti nikada nije bila primarno
»zracna“ destinacija. Turisti su u ovu desti-

destination does not necessarily evoke the
wish to return to it, nor does it make a loyal
consumer in the way that is usual with other
products and services (McKercher and Den-
izci Guillet, 2011). Satisfaction represents
one of the foundations for predicting the fu-
ture tourist behaviour, and the perceived val-
ue of the service generated is a prerequisite
for that (Chen and Chen, 2010; PandZa Bajs,
2013). Some research confirms that a satis-
fied tourist will recommend a destination, re-
turn to it and/or become loyal to it (Chen and
Tsai, 2007; Ryu, Han and Kim, 2008; He and
Song, 2008; Prayag and Ryan, 2012). How-
ever, at the same time, other research shows
that the achieved satisfaction is not sufficient
to predict loyalty to a destination (Kozak,
2001; Bowden, 2009; PandZa Bajs, 2015; Al-
rawadieh et al., 2019). Thus, it can be con-
cluded that satisfaction with a destination is
a necessary but not the only prerequisite for
a tourist’s return to it.

4. TOURIST MOVEMENT IN
ZADAR COUNTY

The Zadar County is one of the 20 coun-
ties in the Republic of Croatia. It is located
in the central Adriatic region, in the north of
Dalmatia. The administrative centre is the
town of Zadar. The County covers 7,486.91
km?, of which 3,641.91 km?2 is the mainland,
587.6 km? are islands and 3,845 km? is sea
surface. The particular feature of the county
area is the number of islands, canals, straits,
the recessed sea deeply into the mainland,
indented coast, fertile land of Ravni kotari,
and the karst highland area (The Zadar
County, 2019). A pleasant Mediterranean
climate, relatively favourable winds, a large
number of sunny days and spatial geograph-
ical characteristics represent comparative
advantages of the Zadar County as a tourist
destination. During its tourist history Zadar
was never primarily an air destination. Tour-
ists reached this destination by land. The
most used vehicle in the Zadar County is the
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naciju najce$¢e dolazili kopnenim putem
(automobil 60,2%). Relativno veliki broj go-
stiju dolazi u Zupaniju autobusom (13,1%) te
zrakoplovom (16,9%). Specifi¢nost Zadarske
Zupanije je visoki udio turista koji koriste
niskobudZetne zracne prijevoznike (67,5%
svih koji su doputovali zrakoplovom) (Mata-
ssi, 2013). Jedan od mogucih razloga malog
broja Carter letova koje je ostvarivala Zracna
luka Zadar je i manjak hotelskih smjeStajnih
kapaciteta u Zadarskoj Zupaniji. Za razvoj
turistickih proizvoda temeljenih na Carter le-
tovima potrebno je imati veci broj hotelskih
smjestajnih kapaciteta, a cijela Zadarska zu-
panija raspolaze sa 665 kreveta u hotelima s
2 zvjezdice, 2.746 kreveta kategoriziranih s
3 zvjezdice, 2.958 kreveta s 4 zvjezdice i 420
kreveta u hotelu s 5 zvjezdica (Ministarstvo
turizma, 2018), Sto ukupno €ini 6.749 kreve-
ta. Podijeljeno s prosje¢nim brojem sjedala
u najmanjem zrakoplovu koji koristi TUI
737-800 (189) dobiva se oko 35 punih zrako-
plova. Upravo je to razlog zasto je Zadarska
zupanija odlucila ulagati u privlacenje indi-
vidualnih turista koji ¢esto odabiru privatni
smjestaj za boravak u destinaciji i ne dolaze
Carter letovima.

Zratna luka koju koriste niskobudZetni
zraCni prijevoznici mora odgovarati njiho-
vom poslovnim modelu (Pitt i Brown, 2001;
Graham, 2013). Iako ima nizu ucinkovitost
nego neke s njom usporedive mediteranske
zra¢ne luke, u hrvatskim okvirima Zrac¢na
luka Zadar svojim karakteristikama udovo-
ljava navedenim zahtjevima, posebno nakon
preuredenja sletne piste koju je do 2010. go-
dine presijecala cesta (Ivanovi¢, Vu€enovic i
Baresa, 2014; Button et al., 2018). Relativno
povoljan geografski polozaj u neposrednoj
blizini niza turistickih srediSta te iznimno
kvalitetna cestovna povezanost s drugim kra-
jevima Hrvatske predstavljaju komparativnu
prednost koju su niskobudZetni zracni prije-
voznici prepoznali i iskoristili.

Kako bi povecala turisticki promet i
unaprijedila poslovne rezultate Zracne luke
Zadar, Zadarska Zupanija je odlucila sklo-

automobile (60.2%), while a relatively large
number of guests arrive by bus (13.1%) and
by air (16.9%). The particularity of the Za-
dar County is the high rate of tourists using
LCCs (67.5% of those who arrived by aero-
plane) (Matassi, 2013). One of the possible
reasons for a small number of charter flights
landing at Zadar Airport is the lack of hotel
accommodation capacity in the Zadar Coun-
ty. In order for the tourist products based on
charter flights to develop it is necessary to
have a larger number of hotel accommoda-
tion capacity, while the entire capacity of the
Zadar County is 665 beds in 2-star hotels,
2,746 beds in 3-star hotels, 2,958 beds with
4 stars and 420 beds in 5-star hotels (Min-
istry of Tourism, 2018) totalling 6,749 beds.
Divided by an average number of 189 seats
in the smallest aeroplane TUI 737-800, the
total capacity could be filled by 35 full aero-
planes. This is the very reason why the Zadar
County opted to invest in attracting individ-
ual tourists who often choose private accom-
modation for their stay in a destination and
do not use charter flights.

Airports used by LCCs must comply
with their business model (Pitt, Brown,
2001; Graham, 2013). Although it has lower
efficiency compared to other Mediterranean
airports, in Croatian terms Zadar Airport
complies with these requirements, especial-
ly after the renovation of the runway which
used to intersect with a road until 2010 (Iva-
novi¢, Vucenovi¢, Baresa, 2014; Button et
al., 2018). A relatively favourable geographic
position, in the immediate distance from a
number of tourist centres and exceptionally
high quality road connections with the oth-
er parts of Croatia represent a comparative
advantage that LCCs have recognized and
taken advantage of.

In order to increase tourist traffic and to
improve Zadar Airport’s business perfor-
mance the Zadar County decided to sign a
contract with Ryanair the leading European
low cost carrier. Ryanair is a company with
an extremely high loading factor (92.9%). In
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piti ugovor o suradnji s Ryanairom, kao vo-
de¢im europskim niskobudZetnim prijevo-
znikom. Ryanair ima iznimno visoku stopu
iskoriStenosti avio-sjedala (92,9%). U srp-
nju 2017. godine raspolagao je s 12.776.400
sjedala, odnosno 9,89% svih avio-sjedala
europskih zra¢nih prijevoznika (Routeson-
line; prema podacima OAG, 2017). Osim
Ryanaira, u Zra¢nu luku Zadar slijecu i dru-
ge niskobudZetne zrakoplovne kompanije
(EasyJet, Vueling, Eurowings, ...) (Zratna
luka Zadar, 2018). NiskobudZetni zra¢ni pri-
jevoznici imaju iznimno snaZznu promociju
kako svojih usluga, tako i destinacije u koju
dolaze. No, Zra¢na luka Zadar ne privlaci
samo turiste u Zadarsku Zupaniju, nego ona
predstavlja ulaznu toc¢ku za Siru jadransku
regiju, ali i cijelu Hrvatsku, posebno kada
se promatra kao mati¢na zra¢na luka za ni-
skobudZetne zratne prijevoznike. Na taj na-
¢in ona pokrece Siru regiju i povecava svoju
gravitacijsku zonu, kao Sto je to slucaj i s
drugim lukama koje primaju niskobudZetne
zratne prijevoznike (Dennis, 2007). Ovaj
fenomen istovremeno predstavlja i ograni-
¢enje Zadarskoj zupaniji koja zbog visokih
ulaganja u privlacenje niskobudZetnih zrac-
nih prijevoznika ima ogranicena sredstva za
unaprjedenje destinacije i njezinu promociju
drugim kanalima. Stoga je jedno od klju¢nih
pitanja nastavka ovog ulaganja ukljucivanje
destinacija iz Sireg okruZenja u zajednicko
oglaSavanje.

NiskobudZetni zra¢ni prijevoznici poka-
zali su se ucinkovitima i u smanjenju sezo-
nalnosti, posebice u travnju, svibnju te listo-
padu. Dosadasnja istraZivanja potvrduju da
povecanje broja korisnika niskobudZetnih
zratnih prijevoznika dovodi do povecanja
ukupnog broja turistic¢kih nocenja u destina-
ciji (Rey, Myro i Galera, 2011; Tsui, 2017).

July 2017 it had 12,776,400 seats, i.e. 9.89%
of the total seat capacity of the European
air companies (Routesonline, according to
OAG data, 2017). Apart from Ryanair, other
LCCs also operate to Zadar Airport (Easy-
Jet, Vueling, Eurowings etc.) (Zadar Air-
port, 2018). LCCs have powerful promotion
for both their services and the destinations
they fly to. Nevertheless, as a home airport
for the LCCs Zadar Airport does not attract
tourists only to the Zadar County, but it is
also an entry point for the wider Adriatic re-
gion as well as for the entire Croatia. In this
way it activates wider region and expands
its gravitational zone, as in the case of oth-
er low cost carrier airports (Dennis, 2007).
This situation marks the limits of the Zadar
County’s funds for improving the destination
or for promotion via other channels due to
high investments for attracting LCCs initial-
ly. Therefore one of the key questions for the
continuation of this investment is the inclu-
sion of the destinations from the broader area
into joint advertising.

LCCs have been proved to be effective
in lowering seasonality, especially in April,
May and October. Previous research shows
that the increase in the number of LCC us-
ers in the destination leads to an increase in
the total number of tourist overnights (Rey,
Myro and Galera, 2011; Tsui, 2017).
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Tablica 1: Broj dolazaka turista u Zadarsku Zupaniju i broj putnika
u Zracnoj luci Zadar (2017. godina)

Mjesec Broj dolazaka Broj putnika u Broj putnika- Omjer bI:O]a pu tmk.a
2017. turista Zratnoj luci Zadar povratni letovi (povratni ¥et) i broja
turista
Sijecanj 7.393 1.345 673 9,10%
Veljaca 8.136 1.193 597 7,33%
OZujak 18.077 8.187 4.094 22,64%
Travanj 67.554 48.541 24.271 35,93%
Svibanj 102.742 62.648 31.324 30,49%
Lipanj 261.286 83.837 41.919 16,04%
Srpanj 575.035 114.403 57.202 9,95%
Kolovoz 502.217 123.348 61.674 12,28%
Rujan 172.440 81.084 40.542 23,51%
Listopad 62.796 57.165 28.583 45,52%
Studeni 18.650 5.481 2.741 14,69%
Prosinac 11.874 2.236 1.118 9,42%

Izvor: Obrada autora prema Zracna luka Zadar. (2018). Statistika prometa. i Turisticka zajednica Zadarske
Zupanije (2018). Statisticka analiza turistickog prometa u 2017. godini

Table 1: Number of tourist arrivals to Zadar County and number of passengers

at Zadar Airport (2017)

. Number of Number of passengers
2017 Number_ of tourist Number of passengers — return (return ﬂights) ar%d
Month arrivals passengers flights number of tourists ratio
January 7,393 1,345 673 9.10%
February 8,136 1,193 597 7.33%
March 18,077 8,187 4,094 22.64%
April 67,554 48,541 24,271 35.93%
May 102,742 62,648 31,324 30.49%
June 261,286 83,837 41,919 16.04%
July 575,035 114,403 57,202 9.95%
August 502,217 123,348 61,674 12.28%
September 172,440 81,084 40,542 23.51%
October 62,796 57,165 28,583 45.52%
November 18,650 5,481 2,741 14.69%
December 11,874 2,236 1,118 9.42%

Source: Made by authors according to Traffic statistics of Zadar Airport and Statistical analysis
of the traffic statistics of Zadar County in 2017

Tablica 1 prikazuje broj ostvarenih turi- Table 1 shows the number of realized
stickih dolazaka u Zadarsku Zupaniju i broj tourist arrivals to Zadar County and the
svih putnika na letovima za Zra¢nu luku number of passenger on all flights to Zadar
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Zadar. Ako se pretpostavi da su svi putnici
ostvarili povratnu vezu, onda je broj putnika
potrebno podijeliti s dva. Stavljajuci u omjer
ova dva pokazatelja vidljivo je da u travnju,
svibnju te nadasve u listopadu postoje zna-
¢ajni skokovi udjela putnika zracne luke Za-
dar u ukupnom broju turista. S obzirom na
to da vecinu ovih putnika €ine korisnici ni-
skobudZetnih zracnih prijevoznika, jasno je
da njihovo prometovanje utjeCe na smanjenje
sezonalnosti u destinaciji.

5. METODOLOGIJA

U ovom radu prikazani su rezultati lon-
gitudinalnog istraZivanja autora koje obu-
hvaca razdoblje od 2013. do 2017. godine.
Istrazivanje je provodeno u vremenskim raz-
dobljima od 01. lipnja do O1. studenog svake
od navedenih godina, ovisno o intenzitetu
letova niskobudZetnih zracnih prijevoznika
u Zratnoj luci Zadar. Istrazivanje je prove-
deno strukturiranim anketnim upitnikom
kao mjernim instrumentom u prostorima
ZracCne luke Zadar i to na odlaznim letovima
niskobudZetnih zra¢nih prijevoznika u trenu-
cima kada su putnici prosli kontrolu i kada su
Cekali na ukrcaj. Vremenski je ovo razdoblje
predstavljalo idealno vrijeme za ispunjavanje
upitnika jer je upotpunjavalo vrijeme Cekanja
putnika. Upitnik je kao mjerni instrument
tijekom ovog razdoblja prilagodavan pro-
mjenama u destinaciji (kao Sto je dobivanje
nagrade Best destination). Broj ispitivanih
varijabli u ovom istrazivanju mijenjao se u
razdoblju istrazivanja, ali se strukturirani
anketni upitnik kontinuirano sastojao od pet
dijelova i to: motivacija dolaska, obiljeZja
putovanja i boravka u destinaciji, potro$nja u
destinaciji, zadovoljstvo destinacijom te de-
mografske karakteristike ispitanika. Anket-
ni upitnik je 2015. godine dopunjen skalom
s Cesticama kojom se ispituje lojalnost (Zelja
za preporukom i povratkom u destinaciju
kako bi se utvrdio utjecaj zadovoljstva na
buduce ponaSanje turista). Ispitano je 3.619
ispitanika od kojih je upitnik u potpunosti

Airport. Assuming that all passengers had a
return flight, the number of passengers has
to be divided by two. The ratio of these two
factors shows significant hikes in the share
of travellers at Zadar Airport in the total
number of tourists in April, May, and espe-
cially in October. Since most passengers are
users of LCCs, it is clear that their activity
decreases the seasonality in the destination.

5. METHODOLOGY

This paper shows the results of the au-
thors’ longitudinal research encompassing
the period from 2013 to 2017. The research
was carried out in the period between June
Ist and November 1st each specified year,
depending on the intensity of low cost carrier
flights at Zadar Airport. The research con-
ducted out using a structured questionnaire
as a measuring instrument at Zadar Airport
premises on outbound LCC flights when the
passengers passed the control points and
waited in the boarding lounge. This was
the ideal time to fill in the questionnaire,
as it could fill the passengers’ waiting time.
During this period the questionnaire as the
measuring instrument was adapted to the
changes in the destination (e.g. receiving
the Best Destination Award). The number
of variables in this research changed during
the research period, but the structured ques-
tionnaire consisted of five parts: motivation
for arrival, characteristics of travel and stay
in the destination, consumption in the desti-
nation, satisfaction with the destination and
demographic characteristics of respondents.
In 2015, the particle scale was added to the
questionnaire that examines loyalty (desire to
recommend and return to the destination in
order to determine the impact of satisfaction
on future tourist behaviour). The research in-
cluded 3,619 respondents aged 18 years and
older, 3,314 of whom filled out the question-
naire completely. The sole criterion to par-
ticipate in the research was having stayed
in the Zadar County for at least two nights.
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popunilo 3.314 ispitanika starijih od 18 go-
dina. Jedini kriterij za pristupanje ispitivanju
su ostvarena najmanje dva nocenja u Zadar-
skoj zupaniji, stoga se uzorak moze smatrati
namjernim prigodnim uzorkom. Kriterij od
dva nocenja odabran je stoga $to je to uvjet
da bi turist mogao ste¢i dovoljno informaci-
ja za procjenu zadovoljstva s destinacijom.
Ispitivanje je vrSeno u prisustvu educiranih
anketara koji su prije uklju€ivanja ispitanika
u istrazivanje provjerili zadovoljavaju li kri-
terij boravka u destinaciji kako bi se izbjegli
moguéi problemi s nepoznavanjem pojma
Zadarske Zupanije. Kao varijable u ovom
istrazivanju uzete su socio-demografske
karakteristike ispitanika (dob, prihod), uce-
stalost putovanja i koristenje niskobudzetnih
zracnih prijevoznika, pratnja na putovanju,
broj posjeta destinaciji, zadovoljstvo destina-
cijom i pojedina¢nim elementima turisticke
ponude u destinaciji te lojalnost mjerena na-
mjerom preporuke i povratka u destinaciju.
Zadovoljstvo destinacijom ispitivano je pro-
cjenom opceg zadovoljstva destinacijom te
zadovoljstvom pojedinacnim elementima po-
nude destinacije temeljeno na istrazivanjima
Kozak i Rimmington (2000), Kozak (2001)
te Kozak (2003).

Elementi ponude destinacije koriSteni
kod ocjenjivanja zadovoljstva ponudom de-
stinacije prilagodeni su prema skali koriSte-
noj u istrazivanju TOMAS (Marusi¢, 2011).
Za iskazivanje zadovoljstva primijenjena
je petostupanjska Likertova skala u kojoj
je ocjena -2 prikazivala najve¢e nezado-
voljstvo, a +2 najvece zadovoljstvo dok je O
predstavljala neutralnu tocku. U posljednje
tri godine istrazivanja u upitnik je uveden
Sesti element, a to je namjera preporuke i po-
vratka u destinaciju. Ona je ispitana pomocu
prilagodene kompozitne skale s tri Cestice
prema Lam i Hsu (2006) koja je ukljuciva-
la Zelju turista za preporukom, povratkom
u destinaciju u dogledno vrijeme i povratak
u destinaciju slijede¢e godine. Prikupljeni
podaci obradeni su u programu SPSS kako
bi se utvrdilo zadovoljstvo turista koji su ko-

Therefore, the sample can be considered in-
tentionally appropriate. The criterion of two
overnight stays was chosen since in this way
the tourist was considered to have been able
to get enough data for assessing his/her des-
tination satisfaction. The survey was carried
out in the presence of trained inquirers who,
prior to the inclusion of the respondents in
the research, checked whether they met the
criterion of staying in the destination in order
to avoid potential problems regarding igno-
rance of the term Zadar County. The vari-
ables in this research include the socio-de-
mographic characteristics of the respondents
(age, income), frequency of travel and use of
LCCs, travel companion, number of visits to
the destination, satisfaction with the desti-
nation and destination elements, and loyalty
measured by intention to recommend and
return to the destination. Satisfaction with
the destination was surveyed by estimating
the overall satisfaction with the destination
and satisfaction with the individual elements
of the tourist offer in the destination, based
on the research of Kozak and Rimmington
(2000), Kozak (2001) and Kozak (2003).

The elements of the destination offer
used to evaluate the satisfaction with the
destination offer are adjusted according to
the scale used in the research of TOMAS
(Marusi¢, 2011). In the research, five-grade
Likert scale was used to express satisfaction,
in which grade -2 showed the highest dissat-
isfaction and +2 marked the highest satisfac-
tion while O represented a neutral point. In
the last three years of the research, a sixth
element was introduced in the questionnaire:
intention to recommend and return to the
destination. This point was surveyed using
a custom composite scale with three parti-
cles according to Lam and Hsu (2006) that
included the tourists’ desire to recommend
or return to the destination in the near future
or return to the destination in the following
year. The gathered data were processed us-
ing SPSS programme in order to determine
the satisfaction of tourists who used LCCs
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ristili niskobudZetne zratne prijevoznike za
posjet Zadarskoj zupaniji. U radu se analizi-
ra zadovoljstvo turista s obzirom na njihove
socio-demografske karakteristike i obiljezja
putovanja, te se povezuje zadovoljstvo turista
s njihovom Zeljom za preporukom i ponov-
nim povratkom u destinaciju. Ogranienje
istrazivanja je relativno mali broj ispitanika
po godini ispitivanja, nedostatno poznavanje
engleskog ili njemackog jezika kod ispita-
nika te prisustvo i sugestivnost anketara pri
provodenju ispitivanja.

6. REZULTATI ISTRAZIVANJA

Obuhvaceni uzorak ispitanika pokazao je
da su to preteZito osobe mlade od 35 godi-
na (53%) koje imaju visi stupanj obrazovanja
(svega 18,2% ispitanika ima zavrSenu osnov-
nu ili srednju Skolu), 52,1% su prvostupni-
ci ili osobe koje su zavrsile visu Skolu dok
29,7% ima zavrSenu visoku $kolu, magiste-
rij ili doktorat. S obzirom na radni status,
pretezito su to osobe zaposlene u privatnom
sektoru (39,2%) i javnom sektoru (22%). Re-
lativno je visok udio ucenika i studenata u
uzorku (16%), $to je i ocekivano buduci da
su upravo oni prepoznati kao najistaknutiji
segment potroSaca niskobudZzetnih zrac¢nih
prijevoznika. NajcesCe su ispitanici putovali
dva puta godisnje izvan svoje mati¢ne zemlje
(45,2%) 1 pomocu hi kvadrat testa utvrde-
no je da postoje razlike u ucCestalosti puto-
vanja izvan zemlje u godinama ispitivanja
(H=189,680, ss=16, p<0,000).

to visit Zadar County. The paper analyses
the tourist satisfaction with regard to their
socio-demographic characteristics and the
characteristics of travel, and will relate the
tourist satisfaction with their desire to rec-
ommend and return to the destination. The
constraints of this research include a relative-
ly small number of respondents per year of
research, constraints due to the respondents’
insufficient knowledge of English or Ger-
man, as well as the inquirers’ presence and
suggestiveness of the during the research.

6. RESEARCH RESULTS

The sample included showed that sub-
jects are mostly persons under 35 years of
age (53%), with higher education (only 18.2%
the respondents had primary or high school
education, 52.1% had a bachelor’s degree or a
college degree, while 29.7% held a university
degree, master’s degree or a doctorate. Con-
sidering their employment status, they were
mostly persons working in the private sector
(39.2%) and public sector (22%). The portion
of students in the sample was relatively high
(16%), which was expected since they were
recognized as the most prominent consum-
er segment of the LCCs. The respondents
mostly travelled twice a year abroad (45.2%)
and the chi-squared test showed differenc-
es in the frequencies of travels outside their
home country in the years of the research
(H=189.680, ss=16, p<0.000).
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Tablica 2: Ucestalost putovanja ispitanika

GODINA Ukuono
2013. | 2014. | 2015. [ 2016. | 2017. P
dvaputa godisnje | 48,9%| 41,1%| 433%| 462%| 42.6%| 452%
Koliko gesto tjede od jednom |5y 30,1 3530, 3160 | 362%| 129%| 28.0%
putujete na odmor | godiSnje
izvan svoje tri puta godi¥nje 17.4%| 140%| 18.8%| 149%| 255%| 17,1%
zemlje? i%e od tri put
vise oc i puta 124%|  97%| 63%| 27%| 189%| 9,1%
godiSnje
Ukupno 100,0% | 100,0% | 100,0% | 100,0% | 100,0% | 100,0%
Table 2: Frequency of travel of the respondents
YEAR
Total
2013 | 2014 | 2015 | 2016 | 2017 | o
Twice per year 489%| AL1%| 433%| 462%| 42.6%| 452%
How often do you IL)eerssy:;‘“ onee 213%| 353%| 31.6%| 362%| 129%| 280%
travel abroad
rave’ a9°0C90  I'hree times 174%| 140%| 188%| 149%| 25.5%| 177%
holidays?
More than three | 15 4o | 979, 630 | 27%| 189%| 9.1%
times per year
Total 100.0% | 100.0% | 100.0% | 100.0% | 100.0%| 100.0%

Ispitanici su vecinom iskusni korisnici
niskobudZetnog zratnog prijevoza, a svega
17,48% je prvi puta koristilo niskobudZetne
zracne prijevoznike za putovanje u Zadarsku
zupaniju. ViSe od dvije treCine ispitanika
(71,4%) boravilo je u Zadarskoj Zupaniji prvi
puta dok je svega njih 13,2% boravilo tri i
viSe puta.

Ukupno zadovoljstvo destinacijom ocije-
njeno je prosjecnom ocjenom 1,35 (uz odstu-
panje od 0,731) na skali od -2 do 2, §to je vise
no zadovoljavajuce za destinaciju. Zanimlji-
vo je kako su tek u 2017. godini prvi puta
zabiljeZeni ispitanici koji su izrazili potpu-
no nezadovoljstvo destinacijom (-2), iako je
prosjecna ocjena za destinaciju u toj godini
bila najviSa. Iznadprosje¢no zadovoljstvo u
promatranom razdoblju ostvareno je 2015.
i 2017. godine. Ispodprosjecno zadovoljstvo
destinacijom zabiljezeno je u 2013. i 2014.
godini kada je ocjenjeno ocjenom 1,17, od-
nosno 1,28 2016. godine.

The subjects were mostly experienced
users of LCCs, while only 17.48% were first-
time users of LCCs on their travel to the
Zadar County. More than two thirds of the
participants (71.4%) were first time visitors
and only 13.2% revisited the Zadar County
on three or more occasions.

The overall satisfaction with the destina-
tion was rated 1.35 on average (with a 0.731
deviation) on a scale from -2 to 2, which is
more than satisfactory for the destination.
It is interesting to note that until 2017 the
subjects did not express total dissatisfaction
with the destination, although that was when
the average rating for the destination was the
highest. Above average satisfaction in the
monitored period was achieved in 2015 and
2017. Below average satisfaction with the
destination was rated 1.17 in 2013 and 2014,
and 1.28 in 2016.



52

Acta Turistica, Vol 31 (2019), No 1, pp 35-68

Tablica 3: Ukupno zadovoljstvo Zadarskom Zupanijom

95% Interval

o | | Mt S0 | S|P i

granica | granica
2013. 722 1,17 0,701 0,026 1,12 1,22 -1 2
2014. 368 1,17 0,715 0,037 1,10 1,24 -1 2
2015. 570 1,58 0,620 0,026 1,53 1,63 -1 2
2016. 1.100 1,28 0,797 0,024 1,23 1,33 -1 2
2017. 554 1,62 0,602 0,026 1,57 1,67 -2 2
Ukupno | 3.314 1,35 0,731 0,013 1,33 1,38 2 2

Table 3: Overall satisfaction with Zadar County

95% Confidence

Year N Mean De\szit:t'ion ESrt r%r Lowleztervzllpper Minimum | Maximum
limit limit

2013 722 1.17 0.701 0.026 1.12 1.22 -1 2
2014 368 1.17 0.715 0.037 1.10 1.24 -1 2
2015 570 1.58 0.620 0.026 1.53 1.63 -1 2
2016 1,100 1.28 0.797 0.024 1.23 1.33 -1 2
2017 554 1.62 0.602 0.026 1.57 1.67 -2 2
Total 3,314 1.35 0.731 0.013 1.33 1.38 2 2

Kada su analizirane razlike izmedu ra-
zine zadovoljstva turista u pojedinim go-
dinama, ANOVA analizom utvrdeno je
postojanje istih (F=55,085, df=4, p=0,000).
IstraZivanjem nisu utvrdeni razlozi ovog od-
stupanja. Kao moguée razloge promjene za-
dovoljstva destinacijom moguce je pronaci u
dobivanju nagrade Best destination.

Daljnjom analizom je dokazano da ne
postoje znacajne razlike u zadovoljstvu iz-
medu skupina ispitanika s obzirom na prat-
nju na putovanju (ss=4, ms=3284, F=1,92,
p=0,104), kao ni s obzirom na spol (ss=I,
ms=3266, F=0,001, p=0,980).

In terms of the differences between the
satisfaction levels of tourists in individu-
al years, the ANOVA analysis determined
their existence (F=55.085, df=4, p=0.000).
The research did not identify the reasons
for this discrepancy. A possible reason for
this change in satisfaction with the destina-
tion may be receiving the Best Destination
Award.

Further analysis shows that there are no
significant differences in the subject sat-
isfaction considering the accompanying
persons (ss=4, ms=3284, F=1.92, p=0.104),
nor considering the gender (ss=1, ms=3266,
F=0.001, p=0.980).
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Grafikon 1: Prosjecna ocjena zadovoljstva turista s obzirom na drustvo na putovanju
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Chart 1: Average rating of tourist satisfaction considering the travelling company
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Kao $to je prikazano na Grafikonu 1, As shown in Chart 1, tourists travelling
turisti koji putuju s prijateliima manje su with friends are less satisfied with the desti-
zadovoljni destinacijom nego ostali turisti. nation than other tourists. A possible reason
Moguci razlog lezi u vrsti turisticke ponude lies in the type of tourist offer in the Zadar
Zadarske Zupanije koja nije prilagodena ak- County which is not tailored to activities for
tivnostima za takvu vrstu turista. this type of tourists. T

Tablica 4: Prosjecno zadovoljstvo destinacijom razli¢itih dobnih skupina turista

95% Interval

Starost Aritmeti¢ka Std. Std. pouzdanosti .. .

ispitanika N sredina devijacija | greska Donja | Gornja Minimum | Maksirmum
granica | granica

18 - 25 768 1,30 0,718 0,026 1,25 1,35 -1 2
26 - 35 973 1,33 0,719 0,023 1,28 1,37 -1 2
36 -45 640 1,38 0,717 0,028 1,32 1,44 -1 2
46 - 55 540 1,37 0,787 0,034 1,30 1,44 -2 2
56 - 65 286 1,48 0,694 0,041 1,40 1,56 -1 2
66 + 87 1,33 0,773 0,083 1,17 1,50 -1 2
Ukupno 3.294 1,35 0,730 0,013 1,33 1,38 -2 2
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Table 4: Average satisfaction with the destination considering the age of tourists

95% Confidence
Age N Mean Desitiion Es:r(:)'r Lowler;tervfjpper Minimum | Maximum

limit limit

18 -25 768 1.30 0.718 0.026 1.25 1.35 -1 2

26 - 35 973 1.33 0.719 0.023 1.28 1.37 -1 2

36 -45 640 1.38 0.717 0.028 1.32 1.44 -1 2

46 - 55 540 1.37 0.787 0.034 1.30 1.44 2 2

56 - 65 286 1.48 0.694 0.041 1.40 1.56 -1 2

66 + 87 1.33 0.773 0.083 1.17 1.50 -1 2

Total 3,294 1.35 0.730 0.013 1.33 1.38 -2 2

IstraZivanje je pokazalo da postoje ra-
zlike u zadovoljstvu destinacijom izmedu
dobnih skupina (F=2,95, ss=5, ms=3288,
p=0,012). Najzadovoljnija skupina destinaci-
jom je ona od 56 do 65 godina dok su desti-
nacijom najmanje zadovoljni najmladi turisti
starosti od 18 do 25 godina. Jednako su slabo
zadovoljne dobne skupine starijih od 66 go-
dina i onih od 26 do 35 godina starosti (1,33).
Ovo je moguce obrazloziti prilagodenoscu i
strate$koj orijentaciji destinacije prema obi-
teljskom turizmu i starijoj populaciji.

The research showed that there were
differences in the satisfaction with the des-
tination among the age groups (F=2.95, ss=5,
ms=3288, p=0.012). The most satisfied age
group were aged 56-65, while the least sat-
isfied tourists were those in the 18-25 age
group. Respondents older than 66 and those
between 26 and 35 years of age are equal-
ly dissatisfied (1.33). This can be explained
by the destination’s adaptation and strategic
orientation towards family tourism and the
older population.

Tablica 5: Prosjecno zadovoljstvo destinacijom s obzirom na broj dolazaka u destinaciju

Broj 95% Interval

posjeta Aritmetitka Std. Std. pouzdanosti . .
Zadarskoj | sredina | devijacija | greska [ — Minimum | Maksimum
. onja | Gornja

Zupaniji : .

granica | granica

Prviputa | 2296 130 0,749 0016| 127 1,33 2 2
Drugiputa| 493| 146 0,654 0,029| 140 1,51 -1 2
;rlf;‘ VB 5| 152 0,676 0033 146 | 1,59 -1 2
Ukupno | 3214| 1735 0,731 0013| 133 1,38 2 2
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Table 5: Average satisfaction with destination considering
number of visits to destination

Number 95% Confidence
o Interval

of visits N Mean S.td'. Std. Minimum | Maximum

to Zadar Deviation | Error

Count Lower | Upper

ounty limit | limit

First time 2,296 1.30 0.749 0.016 1.27 1.33 2 2
Second time 493 1.46 0.654 0.029 1.40 1.51 -1 2
Third time
or more 425 1.52 0.676 0.033 1.46 1.59 -1 2
times
Total 3,214 1.35 0.731 0.013 1.33 1.38 2 2

Istovremeno postoje znacajne razlike iz-
medu skupina ispitanika s obzirom na uce-
stalost posjeta destinaciji (ss=2, ms=3211,
F=22.794, p=0,000). Osobe koji prvi puta
posjecuju destinaciju su manje zadovoljne
destinacijom od prosjeka, za razliku od onih
koji su destinaciju posjetili dva, tri ili vise
puta.

IstraZivanje je nadalje pokazalo kako su
osobe koje rjede koriste niskobudzetne zrac-
ne prijevoznike zadovoljnije Zadarskom Zu-
panijom, Sto se moZze protumaciti njihovim
neiskustvom u turistickim putovanjima pa
zbog nemogucnosti kvalitetne komparacije
ocjenjuju ovu destinaciju boljim ocjenama.

There are significant differences among
the groups of subjects considering visits to
the destination (ss=2, ms=3211, F=22.794,
p=0.000). Tourists who visited the destina-
tion for the first time are less satisfied than
average, unlike those who visited the desti-
nation two, three or more times.

The research further showed that tourists
who use LCCs less frequently are more sat-
isfied with the Zadar County, which can be
interpreted as lack of experience in tourist
travels, which led their inability to make of
quality comparisons and hence giving this
destination better grades.

Tablica 6: Zadovoljstvo Zadarskom Zupanijom s obzirom na ucestalost koristenja
niskobudZetnih zracnih prijevoznika

Broj koriStenja 95% Interval
niskobudzetnih Aritmeticka Std. Std. pouzdanosti . .
zratnih N sredina devijacija | greska Donja Gornja Minimum | Maksimum
prijevoznika granica | granica
prvi put 570 1,46 0,633 0,026 1,41 1,52 -1 2
2-5 puta 1.565 1,35 0,742 0,019 1,31 1,38 2 2
6 puta i vise 1.102 1,29 0,757 0,023 1,24 1,33 -1 2
Ukupno 3.237 1,35 0,731 0,013 1,32 1,37 2 2
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Table 6: Satisfaction with Zadar County considering frequency of LCC use

Number of 95% Confidence
I 1

travels with N Mean S.td'. Std. nterva Minimum | Maximum

Deviation | Error | Lower | Upper
LCCS . sl

limit limit

First time 570 1.46 0.633 0.026 1.41 1.52 -1 2
2 — 5 times 1,565 1.35 0.742 0.019 1.31 1.38 -2 2
6 times or 1102 | 129 | 0757 | 0023 | 1.24 1.33 -1 2
more
Total 3,237 1.35 0.731 0.013 1.32 1.37 2 2

Istrazivanje je pokazalo kako su turisti
iznadprosje¢ne platezne sposobnosti manje
zadovoljni Zadarskom Zupanijom nego Sto su
to turisti ispodprosjecne platezZne sposobno-
sti. Razina zadovoljstva turista s neto prima-
njima iznad 3.000 € mjese¢no znacajno je
niza od onih koji zaraduju manje od 3.000 €.
Temeljem ovog rezultata moguce je zakljuci-
ti kako Zadarska Zupanija svojom ponudom
viSe zadovoljava segment potroSaca niZe pla-
tezne moci te kako je moguce da nedostaju
elementi ponude koje bi zadovoljili segment
potrosaca vise platezne moci. S obzirom na
to da svaka destinacija tezi privlacenju turista
viSe platezne moci kako bi povecala prihode
od turizma, ovo predstavlja znaCajnu smjer-
nicu za razvoj turizma Zadarske Zupanije.

The research showed that tourists with
above-average purchasing power are less-sat-
isfied with the Zadar County than the tour-
ists with lower purchasing power. The level
of tourist satisfaction of the respondents with
the net monthly income over € 3,000 is sig-
nificantly lower than of those with a monthly
income of less than € 3,000. Based on these
results it is possible to conclude that with its
offer, the Zadar County satisfies the lower
consumer purchasing power segment to a
greater extent, and that the elements of offer
that would satisfy higher consumer purchas-
ing power segment might be missing. Given
that every destination seeks to attract more
tourists with higher consumer purchasing
power in order to increase tourism revenues,
this represents a significant guideline for
tourism development in the Zadar County.

Tablica 7: Zadovoljstvo Zadarskom Zupanijom s obzirom na visinu mjesecnih neto
primanja turista u eurima

95% Interval
iegal i it ouzdanosti
nelt\gjgls'ierflr;ija N Ar;;?(fitriaclka devsijt'g'cija Std. greska Dolr)]ja Gornja

granica | granica
do 1000 543 1,35 0,717 0,031 1,29 1,41
1001 - 2000 809 1,42 0,678 0,024 1,38 1,47
2001 - 3000 934 1,39 0,696 0,023 1,34 1,43
3001 - 4000 506 1,20 0,813 0,036 1,13 1,27
> 4000 208 1,25 0,827 0,057 1,14 1,37
Ukupno 3.000 1,35 0,730 0,013 1,32 1,38
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Table 7: Satisfaction with Zadar County as tourist destination considering tourist’s
monthly net income in €

95% Confidence
Net monthl Std. Interval
incc(:me ' N Mean Deviation Std. Error Lower Upper
limit limit
< 1000 543 1.35 0.717 0.031 1.29 1.41
1001 - 2000 809 1.42 0.678 0.024 1.38 1.47
2001 - 3000 934 1.39 0.696 0.023 1.34 1.43
3001 - 4000 506 1.20 0.813 0.036 1.13 1.27
> 4000 208 1.25 0.827 0.057 1.14 1.37
Total 3,000 1.35 0.730 0.013 1.32 1.38

Tablica 8: ANOVA analiza razlika prosjecnog zadovoljstva izmedu skupina ispitanika s
razli¢itim mjesecnim neto primanjima

Zbroj kvadrata Stupnjevi | Sredina kvadrata . o
. . F-omjer Znatajnost
odstupanja slobode odstupanja
Izmedu grupa 18,420 4 4,605 8,741 0,000
Unutar grupa 1577,780 2995 0,527
Ukupno 1596,200 2999

Table 8: ANOVA analysis of average satisfaction among groups of respondents with
different monthly income

Sum of Squares df Mean Square F Sig.
Between Groups 18.420 4 4.605 8.741 0.000
Within Groups 1,577.780 2,995 0.527
Total 1,596.200 2999

ANOVA analiza, Ciji rezultati su prika-
zani u Tablici 8, pokazala je da postoji sta-
tisticki znacajna povezanost razine zadovolj-
stva turista Zadarskom Zupanijom i njihovih
mjeseCnih primanja.

Ukupno zadovoljstvo ¢Cini cijeli niz ele-
menata koji utjecu na dozivljaj destinacije. U
Tablici 9 prikazane su prosje¢ne vrijednosti
zadovoljstva ispitanika Cesticama koje utjecu
na zadovoljstvo destinacijom. Svi elementi
turisticke ponude Zadarske Zupanije ocije-
njeni su relativno visokim ocjenama. Stoga
je ove pokazatelje bolje promatrati u odnosu
na prosje¢no zadovoljstvo destinacijom. De-

The ANOVA analysis, whose results are
shown in table 9, demonstrated that there were
statistically significant differences in the tour-
ists’ levels of satisfaction with the destination
depending on their monthly income.

The overall satisfaction is composed of a
number of elements that make the whole ex-
perience of a destination. Table 9 shows the
average values of subject satisfaction with the
particles that influence the satisfaction with
the destination. All elements of Zadar County
tourist offer were rated relatively high. There-
fore, these indicators should be observed in
relation to the average satisfaction with the
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vet je elemenata turisticke ponude ocjenjeno
iznadprosjetnom ocjenom zadovoljstva dok
je ¢ak 21 element ispodprosjecne ocjene de-
stinacije (Prilog 1).

Iznadprosje¢no su ocijenjeni elementi
ljepota i oCuvanost prirodne i kulturne basti-
ne i sigurnost. [znimno visoko je ocijenjeno
zadovoljstvo Zadarskom Zupanijom za krat-
ki odmor te ocuvanost prirode i okoliSa. Za-
brinjavajuce je $to su zadovoljstvo plazama,
javnim prijevozom te raznovrsnost ponude
dodatnih usluga korisnici niskobudZzetnog
zracnog prijevoza ocijenili znacajno ispod
ukupnog prosjeka destinacije.

Zadovoljstvo destinacijom iznimno je
vazna kategorija, ali je jo§ vaznije izazivanje
reakcije na djelovanje kupca koje ukljucuje
preporuku i povratak u destinaciju. Stoga je
u zadnje tri godine istraZivanja (2015.-2017.)
u mjerni instrument uvedena skala kojom
se mjeri zelja za preporukom i povratkom
u destinaciju. Ukupno je u ovom razdoblju
istrazivanja sudjelovalo 2.224 ispitanika, od
Cega je na pitanje o preporuci destinacije od-
govorilo 1.935 ispitanika, na pitanje o Zelji
za povratkom 1.518 ispitanika, a na pitanje
o Zelji za povratkom u destinaciju sljedece
godine 1.491 ispitanik. Ovako smanjena Ze-
lja za odgovorom moZe se protumaciti kao
suzdrzavanje ispitanika od odgovora kako ne
bi uvrijedili domacina svojim iskazom da se
ne Zzele vratiti u destinaciju. Ispitanici izra-
Zavaju iznimno visoku Zzelju za preporukom
destinacije (N=1.910, 98,71%), ali istovreme-
no izrazavaju smanjenu zelju za ponovnim
povratkom u destinaciju (N=1.371, 90,32%),
a posebice se smanjenje oCituje u iskazanoj
Zelji za povratkom u Zadarsku Zupaniju slje-
dece godine (N=839, 56,27%). Nisu utvrdene
statisticki znac€ajne razlike u namjeri prepo-
ruke u razli¢itim godinama posjete destinaci-
ji (H=2,009, ss=2, p=0,366). Kada se proma-
tra Zelja za povratkom u destinaciju utvrdene
su statisticki znacCajne razlike u godinama u
obje promatrane kategorije: namjera povrata
u iducoj godini (H=22,707, ss=2, p=0,000)

destination. Nine elements of the tourist of-
fer were rated above the average satisfaction
grade, while 21 elements were rated below the
average satisfaction grade (Appendix 1).

The elements of beauty and preservation of
natural and cultural heritage, as well as safety,
were rated above average. Satisfaction with the
Zadar County as a short holiday destination
was rated extremely high, as well as the pres-
ervation of nature and the environment. It is
alarming that LCC users rated the satisfaction
with beaches, public transportation and diversi-
ty of additional services as significantly under
the average rating of the destination.

Satisfaction with the destination is a very
important category, but it is even more im-
portant to provoke a reaction to the consum-
er’s action that would include recommenda-
tion and returning to the destination. There-
fore, in the last three years of the research
(2015-2017), a scale that measures the desire
to recommend and return to destination was
introduced into the measuring instrument.
A total of 2,224 respondents participated
during this research period, 1,935 of whom
answered the question about the destination
recommendation, 1,518 answered the ques-
tion about the desire to return, and 1,491
answered the question about the desire to
return to the destination the following year.
The reduced number of answers regarding
the desire to return can be interpreted as the
respondent’s refraining from answering to
avoid offending the host by stating that they
did not want to return to the destination.

The respondents expressed an extremely
strong desire to recommend the destination
(98.71%), but also voiced a somewhat smaller
desire to return to the destination (90.32%),
while this decline is especially seen in the
wish to return to the Zadar County next year
(56.27%). Statistically significant differences
in the intent to recommend the destination
were not determined, during different years
of visit to the destination (H=2.009, ss=2,
p=0.366). While observing the desire to re-
turn to the destination, significant differenc-
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i bilo kada u buduénosti (H=19,884, ss=2,
p=0,000).

es were determined in different years in both
the categories: the intent to return the next
year (H=22.707, ss=2, p=0.000) and any time
in the future (H=19.884, ss=2, p=0.000).

Tablica 9: Zelja za preporukom i ponovnim posjetom Zadarskoj Zupaniji

Godina
2015. 2016. 2017.
Ispitanici koji bi preporutili Zadarsku Zupaniju Ne 2% 2% 1%
svojim prijateljima, kolegama i rodbini Da 98% 98% 99%
Ispitanici koji bi ponovno posjetili Zadarsku Zupaniju Ne 15% 10% 3%
Da 85% 90% 95%
Ispitanici koji bi posjetili Zadarsku Zupaniju iduce Ne 39% 4% 54%
godine Da 61% 59% 46%
Table 9: Wish to recommend and return to Zadar County
Year

2015 2016 2017
Respondents who would recommend Zadar County No 2% 2% 1%
to their friends, colleagues and relatives Yes 98% 98% 99%
. . No 15% 10% 5%

Respondents who would visit Zadar County again
Yes 85% 90% 95%
Respondents who would visit Zadar County again No 39% 4% 54%
next year Yes 61% 59% 46%

Analizom podataka utvrdeno je da, iako
raste Zelja za preporukom i povratkom u de-
stinaciju, turisti iskazuju smanjenu Zelju za
ponovnim posjetom Zadarskoj Zupaniji u
sljedecoj godini.

Testiranje hi kvadrat testom utvrdeno je
postojanje znacCajne razlike izmedu skupina
turista s razliCitim razinama zadovoljstva
destinacijom i njihove Zelje za preporu-
kom (H=446,610, ss=3, p=0,000), ponov-
nim povratkom u destinaciju u buduénosti
(H=375,214, ss=3, p=0,000) i povratkom u
Zadarsku Zupaniju tijekom naredne godi-
ne (H=263,742, ss=4, p=0,000). Nadalje je
utvrdeno postojanje povezanosti izmedu na-
mjere davanja preporuke i ponovnog posjeta
destinaciji u budu¢nosti (H=227,181, ss=I,
p=0,000), kao i ponovnog posjeta u narednoj

The analysis of the data has established
that, although the wish to recommend and
to return to the destination is rising, over the
years tourists are showing less desire to visit
the Zadar County in the next year.

The Chi-squared test showed that there
was a significant difference between groups
of tourists with different levels of satisfac-
tion with the destination and their desire to
recommend (H=446.610, ss=3, p=0.000) the
destination, make a return visit to the destina-
tion in the future (H=375.214, ss=3, p=0.000)
and return to the Zadar County during the
next year (H=263.742, ss=4, p=0.000). Fur-
thermore, it is determined that there is a link
between the intent to recommend and the re-
turn visit in the next year (H=20.276, ss=I,
p=0.000).
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godini (H=20,276, ss=1, p=0,000). Pretpo-
stavka je da kod turista koji su motivirani po-
voljnom ponudom u destinaciji, koja uklju-
Cuje i jeftini zracni prijevoz niskobudZetnih
zratnih prijevoznika, dolazi do povecanja za-
dovoljstva. Stoga su testirane razlike u zado-
voljstvu destinacijom izmedu skupina turista
s razli¢itim primarnim motivom (ukupno 37
motiva) te je utvrdeno postojanje znaCajnih
razlika (H=200,892, ss=144, p=0,001). U
ukupnom poretku primarnih motiva koji su
turisti prepoznali kod odabira destinacije po-
voljna ponuda zauzima visoko drugo mjesto
(10,78%), odmah nakon suncanja i kupanja
u moru. Ukupno iskazano zadovoljstvo de-
stinacijom kod ovog segmenta turista iznosi
1,36. Kada se promatra namjera preporuke
destinacije i povratak u destinaciju kod turi-
sta Ciji je primarni motiv za dolazak bila po-
voljna ponuda, moze se zaklju€iti da se udjeli
ne razlikuju znacajno od ukupne populacije.
Destinaciju bi preporucilo 98,92% turista Ciji
je primarni motiv bila povoljna ponuda, u nju
bi se u buduénosti vratilo 88,81%, dok bi se
svega 47,76% njih vratilo u posjetu Zadarskoj
Zupaniji sljedece godine.

7. ZAKLJUCAK

Implementacija poslovnog koncepta ni-
skobudZetnih zracnih prijevoznika doveo je
do znacajnog snizenja cijena zracnog prije-
voza i time proSirio segment turista korisni-
ka zratnog prijevoza na mladu populaciju
nize kupovne moci. Neke turisticke destina-
cije svoju razvojnu politiku i osvajanje novih
segmenata turisticke potraZnje naslanjaju na
privlacenje ovih prijevoznika u zratne luke u
svojoj blizini. U Republici Hrvatskoj takav je
primjer Zadarske Zupanije koja je u Zracnu
luku Zadar privukla Ryanair, najveteg ni-
skobudZetnog prijevoznika u Europi. Privla-
Cenje niskobudZetnih zra¢nih prijevoznika
relativno je skupo i dovodi do financijskog
iscrpljivanja destinacije. Istovremeno ovim
destinacijama prijeti i opasnost od preno$enja
poslovnog koncepta niskobudZetnih zra¢nih

The premise is that tourists, motivated
by affordable offers in the destination, which
would include cheap air transport offered by
LCCs, show increased satisfaction. There-
fore, the differences in satisfaction with the
destination between the groups of tourists
with different primary motivation (total 37
motivations) were tested, and significant
differences were determined (H= 200.892,
ss=144, p=0.001). In the overall ranking of
primary motivation which tourists recog-
nized when choosing the destination, afford-
able offers were in the high second place
(10.78%), right after sunbathing and swim-
ming in the sea. The overall satisfaction with
the destination with this segment of tourists
is 1.36. As far as the intent to recommend
and return to the destination are regarded,
with tourists whose primary motivation for
visiting the destination was affordable offer,
it can be concluded that proportions are not
significantly different from total population.
As many as 98.92% of tourists whose prima-
ry motivation was the affordable offer, would
recommend the destination, 88.81% of them
would return to the destination in the future,
while only 47.76% would return to the Zadar
County in the next year.

7. CONCLUSION

The implementation of the business con-
cept of LCCs has caused a significant price
undercutting in the air transport and there-
with expanded the segment of tourists who
use air transport to the younger populations
with lower purchasing power. Some tourist
destinations rely on attracting these carriers
to nearby airports in their development poli-
cies and for winning new segments of tourist
demand. In the Republic of Croatia, the Za-
dar County is an example of this approach as
they have attracted Ryanair, the largest low
cost carrier in Europe, to Zadar Airport. At-
tracting a low cost carrier such as this one is
expensive and causes the financial depletion
of the destination. At the same time, these
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prijevoznika na poslovanje destinacije budu-
¢i da destinacija svoju ponudu mora prilago-
diti tom novoosvojenom segmentu potroSa-
¢a. Time moZze do¢i do smanjenja kvalitete
destinacije i zadovoljstva turista koji u njoj
borave. Kako se ne bi dogodilo da povecano
ulaganje u privlacenje niskobudZetnih zrac-
nih prijevoznika ne donese i Zeljene uinke
za destinaciju, iznimno je vazno kontinuira-
no pratiti zadovoljstvo turista destinacijom.

Rezultati istrazivanja pokazali su da
demografska obiljezja turista korisnika ni-
skobudZetnih zratnih prijevoznika ne utje-
¢u na zadovoljstvo turistickom destinacijom
dok iskustvo ispitanika, kako s destinacijom
tako i koriStenjem niskobudZetnih zra¢nih
prijevoznika, utje¢u na zadovoljstvo destina-
cijom. Povratnici u destinaciju iskazuju vece
zadovoljstvo u usporedbi s onima koji su prvi
put boravili u destinaciji, §to je i o¢ekivano.
Rezultati upucuju na zakljucak da iskusni
korisnici niskobudZetnih zra¢nih prijevozni-
ka iskazuju smanjeno zadovoljstvo destina-
cijom u odnosu na one koji ih rjede koriste.
Iznimno je vaZno ponudu destinacije uskla-
diti sa zahtjevima turista koji su privuceni
u destinaciju jeftinijim i brzim prijevozom.
Zadarska Zupanija je destinacija namijenje-
na prvenstveno obiteljskom turizmu i posje-
titeljima koji dolaze cestovnim prijevozom.
Stoga ne ¢udi smanjeno zadovoljstvo desti-
nacijom kod mlade populacije turista koji su
koristili niskobudZetne zracne prijevoznike.

Razina zadovoljstva destinacijom u pro-
matranom razdoblju je relativno visoka, kao
i spremnost na preporuku, medutim Zelja
za povratkom u destinaciju u iducoj godini
kontinuirano opada u promatranom vremen-
skom razdoblju. Ako ovaj podatak stavimo
u kontekst visokih ulaganja koja su potrebna
za privlacenje niskobudZetnih zra¢nih prije-
voznika i udruzeno oglaSavanje na njihovim
mreznim stranicama, onda on ustvari upo-
zorava na iscrpljivanje destinacije kontinui-
ranim privla¢enjem novih posjetitelja koji ne
iskazuju interes za ostvarivanjem lojalnosti.
Rezultati istrazivanja su potvrdili teoretske

destinations run the risk of transferring the
low cost carrier business concept to busi-
ness activities in the destination itself since
it must adjust its offer to this new segment
of consumers. This could cause the lowering
of the quality of the destination, as well as
a decrease in tourist satisfaction. In order
to prevent the unwanted effects in the des-
tination brought by higher investments for
attracting LCCs, it is extremely important
that the destination continuously monitor the
satisfaction of their users.

The results of the research have shown
that the demographic attributes of tourists
who are LCC users do not change the level of
satisfaction with a tourist destination, while
the tourists’ experience with the destination
as well as with using the LCCs, do affect
satisfaction with the destination. Further-
more, the research has shown that returning
visitors show more satisfaction compared to
first-time visitors, as expected. The results
lead to the conclusion that experienced LCC
users show less satisfaction with a destina-
tion if compared to the less frequent users.
It is extremely important to coordinate the
destination’s offer with the demands of tour-
ists who were attracted to the destination by
a cheaper and faster transport. The Zadar
County is a destination primarily destined
for family tourism and visitors arriving by
road, which explains the lower satisfaction
with the younger LCC users.

The level of satisfaction with a destina-
tion through monitored period is high, as is
the willingness to recommend, but the desire
to return to the destination in the next year
continually drops in the observed period.
If we put this information into the context
of high investment needed to attract LCCs
and joint advertising on their web sites, then
it actually warns that the destination could
be worn out by continuous attraction of new
visitors who do not show interest in becom-
ing loyal visitors. The results of the research
have confirmed the theoretical assumptions
that the levels of satisfaction with a desti-
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pretpostavke kako je razina zadovoljstva de-
stinacijom povezana s namjerom turista za
preporukom destinacije svojim prijateljima,
rodbini i poznanicima te njihovom Zeljom za
povratkom u destinaciju.

Takoder je utvrdeno kako postoje znacaj-
ne razlike u zadovoljstvu turista s obzirom
na motiv dolaska. Medutim, kada se pro-
matra segment ispitanika kojem je povoljna
ponuda primarni motiv za odabir destinacije,
onda se oni ne razlikuju od ukupne popula-
cije u prosje¢nom zadovoljstvu destinacijom,
niti u Zelji za preporukom i povratkom u de-
stinaciju.

Kao potencijalne teme za buduca istra-
zivanja moguce je predloziti istrazivanje u
destinacijama koje se nalaze u drugacijoj
razvojnoj fazi nego $to je to slucaj sa Za-
darskom Zupanijom te koristiti neke druge
pristupe mjerenju zadovoljstva. Valjalo bi
istraziti i povezanost motivacije putovanja i
razloge koriStenja niskotarifnih zra¢nih pri-
jevoznika sa zadovoljstvom destinacijom i
lojalno$¢u turista. Moguce je takoder u istra-
zivanje ukljuciti korisnike niskobudZzetnog
zratnog prijevoza — izletnike u destinaciji — i
komparirati njihovo zadovoljstvo s prikuplje-
nim podacima u ovom istrazivanju. Metodo-
logija ovog istraZivanja moZze se primijeniti i
na korisnike koji su u destinaciju dosli nekim
drugim prijevoznim sredstvom.
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Prilog 1: Prosjecno zadovoljstvo elementima turisticke ponude Zadarske Zupanije
u razdoblju 2013. - 2017.

Aritmeticka Aritmeticka
Element zadovoljstva sredina Element zadovoljstva sredina
2013. - 2017. 2013. - 2017.
Pogodnost za kratki odmor 1,66 Raznovrsnost i kvaliteta 1,13
gastronomske ponude
Pogodnost za provodenje Prezentacija kulturno-sakralne
o 1,66 v 1,12
obiteljskog odmora bastine
Sigurnost 1,52 Razina cijena 1,12
. . . . Kvaliteta informacija o kulturnim
Ljepota i ocuvanost prirode i . . .
. . 1,52 1 zabavnim dogadanjima i 1,04
krajolika . ..
sadrzajima
Ocuvanost prirode i okoliSa 1,49 Raznovrsnost i kvaliteta trgovina 1,03
Pogodno za mlade ljude 1,46 Kvaliteta cesta i signalizacije 1,03
Odvrlzavanje kulturne i sakralne 1,40 Cistoca plaza 1.01
bastine
Dcis?upnost kulturne i sakralne 1,38 Dostupnost Interneta 1,00
bastine
Moguénost nalazenja mira i tiSine 1,37 Kvaliteta signalizacije plaza 0,98
Ukupno zadovoljstvo Zadarskom PSP,
. .. o Ponuda organiziranih izleta u
zupanijom kao turistickom 1,35 .. 0,96
L okolici
destinacijom
RaspoloZivost slobodnih mjesta
Ostvarena vrijednost za novac 1,34 na plazama, ugostiteljskim 0,92
objektima, parkingu i sl.
Dostupnost informacija na 127 Opremljenost plaZa 0.88
Internetu
Kvaliteta smjeStaja 1,25 Kvaliteta javnog prijevoza 0,87
Gostoljubivost lokalnog Kvaliteta i raznolikost
o 1,22 - 0,87
stanovniStva avanturisticke ponude
Postenje trgovaca i ugostitelja 1,17 Raznovr.sn(.)st pon u.de kulturnih 0,85
dogadanja i sadrzaja
Radno vrijeme prodajnih i Raznovrsnost ponude zabavnih
. . . 1,15 . . 0,82
usluZnih objekata dogadanja i sadrZzaja
Cistoca i urednost destinacije 1,14 Raznov.r.sn(.)st popude sportsko- 0,78
rekreacijskih aktivnosti
Kvaliteta turisti¢ke signalizacije 1,13 GuZzva u destinaciji 0,77
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Appendix 1: Average satisfaction with the elements of tourist offer in Zadar County
in the period between 2013 and 2017

. . Mean . . Mean
Element of satisfaction 2013 - 2017 Element of satisfaction 2013 - 2017
Suitable for a short vacation 1.66 Richness an d quality of the 113
gastronomic offer
Suitable for family holidays 1.66 | Presentation of cultural and 112
religious heritage
Safety 1.52 Price level 112
Quality of information on cultural
The beauty and preserved nature 1.52 and entertainment events and 1.04
and landscapes s
facilities
Preserved nature and landscapes 1.49 Diversity and quality of shops 1.03
Suitable for young people 1.46 Quality of roads and signage 1.03
Ma}lr.ltalnlr.lg of cultural and 1.40 Clean beaches 1.01
religious sites
AC.C gsmbll}ty of cultural and 1.38 Internet access 1.00
religious sites
Po§s1b111ty for having peace and 1.37 Quality of beaches’ signage 0.98
quietness
Overall satisfaction with Zadar Offer of organized trips
1.35 . 0.96
County (excursions) around the place
Received value for money 1.34 Availability of free space on the 0.92
beaches, restaurants, parking etc.
Availability of information on the 127 Equipped beaches 088
Internet
Quality of accommodation 1.25 The quality of local/ public 0.87
transport
. . Quality and variety of adventure
Hospitality of the local population 1.22 and amusement/ fun offers 0.87
Honesty of retailers and caterers 1.17 DIYCFS‘lty of cultural events and 0.85
activities
Shops and services’ working time 1.15 DlVGI‘Sle.O.f entertainment events 0.82
and activities
Tidiness of the destination 114 | Yariety of sports and recreational | () 7
facilities
Quality of tourist signage 1.13 Crowds in the destination 0.77




