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KOJE VRSTE SLIKOVNOG SADRZAJA DESTINACIJE NA
DRUSTVENIM MEDIJIMA POTICU ANGAZIRANOST POTROSACA?
KVAZIEKSPERIMENTALNA ANALIZA

WHICH TYPES OF DESTINATION IMAGE CONTENT ON SOCIAL
MEDIA STIMULATES CONSUMER ENGAGEMENT? A QUASI-
EXPERIMENTAL ANALYSIS

SAZETAK: Cilj ovoga rada bio je utvrditi na koji nacin razli¢iti slikovni sadrzaji turisti¢kih desti-
nacija utjecu na razlic¢ite podprocese angaZiranosti potroSaca. U tu je svrhu u prvom koraku provedeno
kvalitativno istraZivanje metodom analize sadrZaja u okviru koje je analizirano ukupno 4.103 slikovnih
sadrZaja nacionalnih turistickih organizacija Spanjolske i Italije objavljenih na drustvenim medijima Fa-
cebook i Instagram. Rezultati ove analize pokazali su koje kategorije slikovnih sadrZaja navedene desti-
nacije najce$ce objavljuju na svojim drustvenim medijima. Iz tih kategorija odabrani su slikovni sadrZaji
koji su predstavljali stimulanse u kvazieksperimentu. U kvazieksperimentu je sudjelovalo ukupno 508
ispitanika u Republici Hrvatskoj. Analizom je utvrdeno kako postoje statisticki znacajne razlike izmedu
razli¢itih kategorija slikovnog sadrZaja i angaZiranosti potroSaca. Rezultati dobiveni ovim istraZivanjem
znacajno doprinose analizi angaZiranosti potro§aca u kontekstu turizma, posebno stoga §to se kvaziek-
sperimentalna metoda rijetko primjenjuje u ovakvim istraZivanjima. Uz to, dobivene su i neke prakti¢ne
smjernice za strucnjake koji upravljaju marketingom turistickih destinacija.
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ABSTRACT: The aim of this paper was to determine how different image contents of tourism
destinations affect different sub-processes of consumer engagement. For this purpose, in the first step, a
qualitative research was conducted by the method of content analysis to analyse 4,103 images of national
tourism organizations of Spain and Italy published on social media — Facebook and Instagram. The re-
sults of this analysis showed which categories of image content these destinations most often publish on
their social media. From these categories, the image contents that represented stimuli in the quasi-experi-
ment were selected. A total of 508 respondents in the Republic of Croatia participated in the quasi-exper-
iment. The analysis found that there are statistically significant differences between different categories
of image content and consumer engagement. The results obtained by this research significantly contribute
to the analysis of consumer engagement in the context of tourism, especially since the quasi-experimental
method that was applied is rarely used in such research. In addition, some practical guidelines have been
obtained for professionals managing the marketing of tourist destinations.
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1. UVOD

Dostupnost velike koli¢ine razlicitih in-
formacija na turistickom trzistu dovodi do
toga da je jako zahtjevno ostvariti Zeljenu
poziciju u svijesti potrosaca. U tom kontek-
stu destinacije koriste razli¢ite komunikacij-
ske kanale i sadrzaje kako bi se diferencirale,
ali isto tako kako bi prenijele Zeljene poruke
do ciljnog trzista. Zbog razli¢itih prednosti
koje pruZza, internet je postao najvaZniji ko-
munikacijski kanal za turistiCke organizacije
(Wang i Fesenmaier, 2006). Premda je inter-
net uvelike promijenio nacin na koji desti-
nacije komuniciranju s korisnicima, Xiang i
Gretzel (2010) smatraju da se prava revolu-
cija u komunikaciji u turizmu dogodila tek
pojavom drus$tvenih medija. DruStveni medi-
ji poti€u interaktivnost medu samim korisni-
cima, a korisnici postaju ne samo primatelji
nego i poSiljatelji poruka, tj. sadrzaja. Pritom
treba uzeti u obzir kako su internet i drustve-
ni mediji posebno vazni izvori informacija u
procesu traZenja informacija o putovanjima,
ali isto tako i u stvaranju lojalnosti turista
(Almeida-Santana i Moreno-Gil, 2018). De-
stinacije mogu izravno komunicirati s turi-
stima i potencijalnima turistima objavom
razlicitih sadrzaja putem drustvenih medija,
a posebnu vaznost u toj komunikaciji imaju
vizualni sadrZaji s obzirom na obiljeZja tu-
risti¢ckih proizvoda. Drustveni mediji omo-
guduju i poti¢u veéu angaZiranost potroSaca
(Harrigan et al., 2017), no jo§ uvijek ima
prostora za istraZivanje angaZiranosti potro-
Saca u kontekstu turizma (Wei, Miao i Hu-
ang, 2013; Chathoth et al., 2014). Nedostatak
istraZivanja u tom podrucju vodi do toga da
organizacije u turizmu ne mogu kvalitetno
upravljati ponaSanjem angaZiranih korisni-
ka (Romero, 2018), ¢ime potencijalno ne
gube samo profit, nego i neke nematerijalne
vrijednosti kao $to su odnosi s korisnicima.
Temeljem svega navedenog, istraZivanjem je
utvrdeno kako razli¢ite kategorije slikovnog
sadrzaja objavljenih na drustvenim medijima

1. INTRODUCTION

The availability of a large amount of
different information in the tourism mar-
ket makes it very demanding to achieve the
desired position in the mind of the consum-
ers. In this context, destinations use differ-
ent communication channels and content to
differentiate themselves as well as to convey
the desired messages to the target market.
Because of the various benefits it provides,
the Internet has become the most important
communication channel for tourism organi-
zations (Wang and Fesenmaier, 2006). Al-
though the Internet has greatly changed the
way destinations communicate with users,
Xiang and Gretzel (2010) believe that the real
revolution in communication in tourism oc-
curred only with the advent of social media.
Social media encourage interactivity among
the users themselves, and they become not
only the recipients but also the senders of
messages, i.e. content. It is also notable that
the Internet and social media are particu-
larly important sources of information in
the process of seeking travel information
as well as in creating the loyalty of tourists
(Almeida-Santana and Moreno-Gil, 2018).
By publishing various content through social
media, destinations can communicate direct-
ly with tourists and potential tourists, and
visual content is of particular importance in
this communication given the characteristics
of tourist products. Social media enable and
encourage greater consumer engagement
(Harrigan et al., 2017), but more research on
consumer engagement in the context of tour-
ism is needed (Wei, Miao and Huang, 2013;
Chathoth et al., 2014). This lack of research
leads to the fact that tourism organizations
cannot manage the behavior of engaged us-
ers in a quality way (Romero, 2018), there-
by potentially losing both profit and some
intangible values such as relationships with
users. Based on all the above, this paper will
determine how different categories of image
content published on social media of the na-
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nacionalnih turistiCkih organizacija utjecCu
na angaZziranost potroSaca.

2. PREGLED TEORIJE
2.1. Angaziranost potrosaca

AngaZiranost potro$aa intenzivnije se
proucava skoro dva desetljea, no unatoc
tome ne postoji suglasnost autora o jedin-
stvenoj definiciji tog pojma. S obzirom na
kompleksnost razli¢itih podrucja, okruZenja
i konteksta u kojima se proucava, ta spoznaja
ne iznenaduje. Neki autori navode da se kod
angaziranosti potroSaca radi o psiholoSkom
stanju, odnosno stanju svijesti ili psiholos-
kom procesu (Bowden, 2009; Brodie et al.,
2011; Hollebeek, 2011a; De Vries i Carlson,
2014; Dwivedi, 2015; Malthouse et al., 2016;
Paruthi i Kaur, 2017), dok drugi smatraju da
se radi o bihevioralnom procesu (Van Doorn
et al., 2010; Verleye, Gemmel i Rangarajan,
2014; Dolan et al., 2015; Pansari i Kumar,
2017). Neki pak istiu da angaZiranost obu-
hvadéa kognitivne, afektivne i bihevioralne
dimenzije (Hollebeek, 2011b; Hollebeek,
Glynn i Brodie, 2014; Dessart, Veloutsou i
Morgan-Thomas, 2015). Osim toga, nagla-
sak u brojnim definicijama angaZiranosti jest
na motivaciji potroSaca, odnosno na tome
kako angaZiranost proizlazi ili je potaknuta
odredenim motivima (Algesheimer, Dho-
lakia i Herrmann, 2005; Baldus, Voorhees
i Calantone, 2015; Hollebeek, Srivastava i
Chen, 2016; Abdul-Ghani, Hyde i Marshall,
2019). U pojedinim definicijama istice se
vaznost interakcija potrosaca i marke, orga-
nizacije, zajednice i dr. (Algesheimer, Dho-
lakia i Herrmann, 2005; Brodie et al., 2011;
De Vries i Carlson, 2014; Hollebeek, Glynn
i Brodie, 2014; Jaakkola i Alexander, 2014;
Vivek et al., 2014; Baldus, Voorhees i Calan-
tone, 2015; Malthouse et al., 2016; Paruthi i
Kaur, 2017).

Pregledom literature zakljuceno je
kako su najcjelovitiju definiciju anga-
Ziranosti potrosaca dali Brodie et al.

tional tourism organizations affect consumer
engagement.

2. THEORETICAL BACKGROUND
2.1. Consumer engagement

Consumer engagement has been studied
more intensively for almost two decades,
but there is still no agreement among the
authors on a unique definition of the term.
Given the complexity of the different areas,
environments and contexts in which it is
studied, this finding is not surprising. Some
authors state that consumer engagement is a
psychological state, i.e. a state of conscious-
ness or a psychological process (Bowden,
2009; Hollebeek, 2011a; Brodie et al., 2011;
De Vries and Carlson, 2014; Dwivedi, 2015;
Malthouse et al., 2016; Paruthi and Kaur,
2017), while others consider it to be a behav-
ioral process (Van Doorn et al., 2010; Ver-
leye, Gemmel and Rangarajan, 2014; Dolan
et al., 2015; Pansari and Kumar, 2017). Oth-
ers point out that engagement encompasses
cognitive, affective and behavioral dimen-
sions (Hollebeek, 2011b; Hollebeek, Glynn
and Brodie, 2014; Dessart, Veloutsou and
Morgan-Thomas, 2015). In addition, the em-
phasis in many definitions of engagement is
on consumer motivation, i.e. how engage-
ment arises or is motivated by certain mo-
tives (Algesheimer, Dholakia and Herrmann,
2005; Baldus, Voorhees and Calantone,
2015; Hollebeek, Srivastava and Chen, 2016;
Abdul-Ghani, Hyde and Marshall, 2019).
Some definitions highlight the importance of
consumer-brand interactions, organization,
community, etc. (Algesheimer, Dholakia
and Herrmann, 2005; Brodie et al., 2011; De
Vries and Carlson, 2014; Hollebeek, Glynn
and Brodie, 2014; Jaakkola and Alexander,
2014; Vivek et al., 2014; Baldus, Voorhees
and Calantone, 2015; Malthouse et al., 2016;
Paruthi and Kaur, 2017).

A review of the literature concluded that
the most complete definition of consum-
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(2013:107) te se ista koristi za potrebe

ovog istraZzivanja:
»AngaZiranost potroSaa u virtualnoj
zajednici marke ukljucuje specifi¢na in-
teraktivna iskustva izmedu potrosaca
i marke, i/ili drugih ¢lanova zajednice.
AngaZiranost potro$aca je psiholosko
stanje ovisno o kontekstu, a obiljezavaju
ga promjenjive razine intenziteta te se
pojavljuju zbog dinamickih, ponovljenih
procesa angaZziranosti. AngaZiranost po-
troSaca viSedimenzionalni je konstrukt
koji sadrZi kognitivne, emocionalne i/ili
bihevioralne dimenzije koje imaju veliku
ulogu u procesu razmjene u odnosu, dok
ostale dimenzije ¢ine prethodnice anga-
Ziranosti i/ili posljedice u ponovljenim
procesima angaZiranosti unutar zajedni-
ce marke.”

Iz navedene definicije proizlazi da anga-
Ziranost potro$a¢a moZe obuhvacati jednu ili
viSe dimenzija (kognitivnih, afektivnih i/ili
bihevioralnih), koje proizlaze iz odnosa iz-
medu pojedinca/potroSaca te drugog objekta
koji se promatra i prema kojemu je usmjerena
potroSaceva paznja, a to moZe biti proizvod,
usluga, specificna marka, poduzeée, zajedni-
ca ili nesto drugo. Nadalje, moze se zakljuci-
ti da angaziranost potro$aca moze prethoditi
nekim kognitivnim, afektivnim i/ili bihevio-
ralnim procesima, ali isto tako moZe biti po-
sljedica takvih procesa. Ne mora nuZno biti
pozitivan odnos prema nekom objektu koji
se promatra, nego ovisno o ostvarenom isku-
stvu moZe takoder biti negativan, a mozZe se
razlikovati i prema intenzitetu (niZa ili viSa
razina angaZziranosti potroSaca). Razvidno je
da postoje brojne perspektive iz kojih se kon-
cept angaziranosti potroSaca moZe prouca-
vati, a posebna paznja bi se svakako trebala
posvetiti njezinoj analizi u online okruzenju
¢ija je vaznost u danasnjoj komunikaciji ne-
upitna. Uz to, analiza ovog koncepta uvelike
ovisi i o kontekstu, odnosno razlikuje se ovi-
sno o razli¢itim djelatnostima i podrucjima.

er engagement was given by Brodie et al.
(2013:107) and it will be used for the purpos-
es of this research:

“Consumer engagement in a virtual
brand community involves specific in-
teractive experiences between consumers
and the brand, and/or other members of
the community. Consumer engagement is
a context-dependent, psychological state
characterized by fluctuating intensity
levels that occur within dynamic, iter-
ative engagement processes. Consumer
engagement is a multidimensional con-
cept comprising cognitive, emotional,
and/ or behavioral dimensions, and plays
a central role in the process of relational
exchange where other relational concepts
are engagement antecedents and/or con-
sequences in iterative engagement pro-
cesses within the brand community.”

Thus, it follows from the above defini-
tion that consumer engagement may include
one or more dimensions (cognitive, affective
and/or behavioral), which arises from the re-
lationship between the individual/consumer
and another object that is observed and di-
rected to the consumer’s attention, and that
could be a product, service, specific brand,
company, community or something else. Fur-
thermore, it can be concluded that consumer
engagement may precede some cognitive, af-
fective and/or behavioral processes, but may
also be a consequence of such processes. It
does not necessarily have to be a positive
attitude towards an object being observed,
but it can also be negative depending on the
experience gained and may also vary accord-
ing to intensity (lower or higher level of con-
sumer engagement). It is clear that there are
many perspectives from which the concept
of consumer engagement can be studied, and
special attention should certainly be paid to
its analysis in online environments, whose
importance in today’s communication is un-
questionable. In addition, the analysis of this
concept largely depends on the context, i.e. it
differs depending on different activities and
areas.
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2.2. Konceptualizacija i
operacionalizacija angaZiranosti
potrosaca

Analizom modela angaZiranosti po-
troSaca Maslowska, Malthouse i Collinger
(2016) utvrdili su da su istrazivaci u samo
dva modela, od ukupno dvadeset tri analizi-
rana, koristili metodu online eksperimenta
ili kvazieksperimenta. Modeli angaZiranosti
potroSaca Cesto nisu definirani na temelju
izravnog izlaganja potroSaca sadrzaju koji je
predmet istraZivanja, nego na temelju pret-
hodnog iskustva korisnika, bilo da se radi
o korisStenju odredenog proizvoda ili uslu-
ge. Sli¢an zaklju€ak se moZe donijeti i kod
analize primjene metoda istraZivanja anga-
Ziranosti potroSaca u turizmu, §to potvrduje
i pregled istrazivanja kojeg su dali So, Li i
Kim (2020), a koji navode da je u samo 6,3
% istraZivanja vezanih za angaZiranost po-
troSaca u turizmu u promatranom razdoblju
koriStena metoda eksperimenta.

Razvidno je takoder da su brojni defi-
nirani modeli angaZiranosti potrosaca kon-
ceptualni modeli (Bowden, 2009; Higgins i
Scholer, 2009; Kumar et al., 2010; Mollen
i Wilson, 2010; Van Doorn et al., 2010;
Wirtz et al., 2013; Hollebeek, Glynn i Bro-
die, 2014). Drugi su pak modeli definirani
temeljem kvalitativnih metoda istraZivanja
(Hollebeek, 2011b; Vivek, Beatty i Morgan,
2012; Brodie et al., 2013; Jaakkola i Alexan-
der, 2014; Abdul-Ghani, Hyde i Marshall,
2019). Zbog koristenja kvalitativnih metoda
istrazivanja nedostaju definirane skale za po-
jedine dimenzije modela angaZiranosti po-
troSaca koje bi omogucile ponovno testiranje
definiranih modela u razli¢itim kontekstima
i podrucjima.

Osim toga, pojedini modeli objasnjavaju
angaZiranost potroSaca kao jednodimenzi-
onalni konstrukt (Algesheimer, Dholakia i
Herrmann, 2005; Sprott, Czellar i Spangen-
berg, 2009; De Vries i Carlson, 2014; Mal-
thouse et al., 2016), dok ga drugi najcesce
definiraju kao viSedimenzionalni konstrukt
koji se testira samostalno ili u odnosu na spe-

2.2. Conceptualization and
operationalization of consumer
engagement

Analysing the consumer engagement
model, Maslowska, Malthouse and Collinger
(2016) determined that researchers used
the online experiment or quasi-experiment
method in only two models, out of a total of
twenty-three analyzed. Consumer engage-
ment models are often not defined based on
direct exposure of consumer content that
is the subject of research, but based on the
user’s previous experience, whether it is the
use of a specific product or service. A simi-
lar conclusion can be reached in the analysis
of the application of consumer engagement
research methods in tourism, which is con-
firmed by the review of research done by So,
Li and Kim (2020), who state that the exper-
imental method was used in only 6.3% of the
studies related to consumer engagement in
tourism in the observed period.

It is also evident that many defined mod-
els of consumer engagement are conceptual
models (Bowden, 2009; Higgins and Scho-
ler, 2009; Kumar et al., 2010; Mollen and
Wilson, 2010; Van Doorn et al., 2010; Wirtz
et al., 2013; Hollebeek, Glynn and Brodie,
2014). Other models are defined on the basis
of qualitative research methods (Hollebeek,
2011b; Vivek, Beatty and Morgan, 2012;
Brodie et al., 2013; Jaakkola and Alexan-
der, 2014; Abdul-Ghani, Hyde and Marshall,
2019). Due to the use of qualitative research
methods, there is a lack of defined scales for
individual dimensions of the consumer en-
gagement model that would enable retesting
of the defined models in different contexts
and areas.

In addition, some models explain con-
sumer engagement as a one-dimensional
construct (Algesheimer, Dholakia and Her-
rmann, 2005; Sprott, Czellar and Spangen-
berg, 2009; De Vries and Carlson, 2014;
Malthouse et al., 2016), while others usually
define it as a multidimensional construct that
is tested independently or in relation to the
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cificne prethodnice i/ili posljedice angaZira-
nosti potrosaca. Ovisno o kontekstu istraZi-
vanja, razli€iti modeli angaZiranosti potro-
Saca mogu obuhvacati razliCite specificne
prethodnice. Neke od njih su: identifikacija
sa zajednicom marke (Algesheimer, Dhola-
kia i Herrmann, 2005); zadovoljstvo, povje-
renje/privrZzenost, identitet, ciljevi potroSnje,
resursi, percipirani tro§kovi/koristi, obiljeZja
marke, reputacija poduzeca, veli¢ina podu-
zeca i diversifikacija, koriStenje informacija
i procesa u poduzecu, industrija, obiljeZja
konkurentnosti, PEST (politi¢ki, ekonomski,
drustveni i tehnoloski) ¢imbenici (Van Do-
orn et al., 2010); ukljuCenost, interaktivnost
i tijek, zadovoljstvo potrosaca (za postojece
potrosace), povjerenje i privrzenost (za po-
stojece potrosace) (Hollebeek, 2011b); uklju-
Cenost kupaca, sudjelovanje kupaca, zado-
voljstvo kupaca (Brodie et al., 2011); okidaci
koji poticu angaZiranost (Brodie et al.,2013);
ukljucenost potrosaca (Hollebeek, Glynn i
Brodie, 2014); zajednicko stvaranje vrijedno-
sti, druStvena vrijednost, intenzitet koriStenja
i utjecaj snage marke (De Vries i Carlson,
2014); identifikacija s markom, zadovoljstvo
s markom, povjerenje u marku, identifika-
cija s online zajednicom marke, vrijednost
zajednice (informacije, zabava, umreZenost,
novCani poticaji), kognitivne (paZnja, ap-
sorpcija), afektivne (entuzijazam, uZivanje),
bihevioralne (dijeljenje, ucenje, odobrava-
nje) (Dessart, Veloutsou i Morgan-Thomas,
2015); ukljucenost s kategorijom, iskustvo
koriStenja marke (Dwivedi, 2015; Malthouse
et al.,2016); zadovoljstvo potrosaca, emocije
potrosaca (Pansari i Kumar, 2017); uklju-
Cenost (Harrigan et al., 2017); iskustvo po-
troSaca i percipirana vrijednost tog iskustva
(Abdul-Ghani, Hyde i Marshall, 2019).

Isto tako, ovisno o kontekstu istraziva-
nja, angaziranost moZe rezultirati nizom
posljedica, od koji su neke: normativni pri-
tisak zajednice, namjera nastavka aktivnosti
(ostanka) u zajednici, namjera preporuke za-
jednice, sudjelovanje u zajednici, otpor, loj-
alnost prema marki (Algesheimer, Dholakia
i Herrmann, 2005); optimalni stavovi i po-

specific antecedents and/or consequences of
consumer engagement. Depending on the re-
search context, different models of consum-
er engagement may include different spe-
cific antecedents. Some of them are: brand
community identification (Algesheimer,
Dholakia and Herrmann, 2005); satisfac-
tion, trust/attachment, identity, consumption
goals, resources, perceived costs/benefits,
brand characteristics, company reputation,
company size and diversification, use of in-
formation and processes in a company, the
industry, competitive characteristics, PEST
(political, economic, social and technolog-
ical ) factors (Van Doorn et al., 2010); in-
volvement, interactivity and flow, consumer
satisfaction (for existing consumers), trust
and attachment (for existing consumers)
(Hollebeek, 2011b); customer involvement,
customer participation, customer satisfaction
(Brodie et al., 2011); triggers that stimulate
engagement (Brodie ef al., 2013); consumer
involvement (Hollebeek, Glynn and Brodie,
2014); co-creation of value, social value, in-
tensity of the use and the impact of brand
strength (De Vries and Carlson, 2014); brand
identification, brand satisfaction, brand trust,
brand online community identification, com-
munity value (information, entertainment,
networking, monetary incentives), cognitive
(attention, absorption), affective (enthusiasm,
enjoyment), behavioral (sharing, learning,
approval) (Dessart, Veloutsou and Mor-
gan-Thomas, 2015); category involvement,
brand use experience (Dwivedi, 2015; Malt-
house et al., 2016); consumer satisfaction,
consumer emotions (Pansari and Kumar,
2017); involvement (Harrigan et al., 2017);
consumer experience and the perceived val-
ue of that experience (Abdul-Ghani, Hyde
and Marshall, 2019).

Likewise, depending on the research con-
text, engagement can result in a number of
consequences, some of which are: normative
community pressure, membership continua-
tion intentions, community recommendation
intentions, participation in the community,
reactance, brand loyalty intentions, (Al-
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naSanja potrosaca (Mollen i Wilson, 2010);
posljedice za kupca, posljedice za poduzece
1 druge posljedice (Van Doorn et al., 2010);
prisnost, zajednicki stvorena vrijednost,
iskustvo s markom, percipirana kvaliteta,
zadovoljstvo potroSaca (za nove potrosace),
povjerenje (za nove potroSace), privrzenost
(za postojeée i potencijalne potrosace), vri-
jednost za potroSaca, odanost prema marki
(Hollebeek, 2011a); zadovoljstvo potrosa-
¢a (za nove potrosace), povezanost marke s
pojedincem, vezanost uz marku, lojalnost
prema marki (Brodie et al., 2011); lojalnost i
zadovoljstvo, osnaZivanje, povezanost i emo-
cionalna veza, povjerenje i privrZzenost (Bro-
die et al., 2013); povezanost marke s pojedin-
cem i namjera koriStenja marke (Hollebeek,
Glynn i Brodie, 2014); percepcija vrijednosti,
percepcija dobronamjernosti — dimenzija po-
vjerenja, budu¢a namjera zastite — koncept
bihevioralne lojalnosti, afektivna privrZzenost
prema organizaciji (Vivek et al., 2014); oda-
nost prema marki (Dessart, Veloutsou i Mor-
gan-Thomas, 2015); lojalnost, zadovoljstvo,
percipirana vrijednost, percipirana kvaliteta
(Dwivedi, 2015); odluka o kupnji (Malthouse
et al., 2016); opipljive: uspjeSnost poslovanja
poduzeca — vedi profiti, prihodi ili udio na tr-
Zistu, ponovna kupnja od kupca i neopipljive
posljedice (Pansari i Kumar, 2017); odanost
(Harrigan et al., 2017); iskustvo potroSaca
1 percipirana vrijednost tog iskustva (Ab-
dul-Ghani, Hyde i Marshall, 2019). Posljedi-
ce u tom smislu mogu biti poZeljna obiljezja
ponasanja potros$aca temeljem kojih marka
ili poduzece ostvaruje odredene koristi.

Vidljivo je da se odredene prethodnice
ponekad definiraju i kao posljedice angaZi-
ranosti potroSaca, na primjer zadovoljstvo,
iskustvo ili ukljucenost. Osim toga, kao po-
sljedicu mnogi autori ¢esto navode odanost,
odredenu privrZzenost marki te namjeru kup-
nje ili ponovne kupnje. Neki autori angaZi-
ranost potroSaca definiraju kao proces. Tako
Bowden (2009), temeljem teorije marketinga
odnosa, istiCe da su odnosi kupca i marke
dinamicni, ponavljaju se te kako se razvi-
jaju s vremenom. Pritom naglaSava da se s

gesheimer, Dholakia and Herrmann, 2005);
optimal consumer attitudes and behaviors
(Mollen and Wilson, 2010); consequences
for the customer, consequences for the com-
pany and other consequences (Van Doorn et
al., 2010); rapport, co-created value, brand
experience, perceived quality, consumer
satisfaction (for new consumers), trust (for
new consumers), attachment (for existing
and potential consumers), consumer value,
brand loyalty (Hollebeek, 2011a); consumer
satisfaction (for new consumers), self-brand
connection, brand attachment, brand loyalty
(Brodie et al.,2011); loyalty and satisfaction,
empowerment, connection and emotional
connection, trust and attachment (Brodie
et al., 2013); self-brand connection and in-
tention to use the brand (Hollebeek, Glynn
and Brodie, 2014); value perception, benevo-
lence perception — dimension of trust, future
patronage intent — a concept of behavioral
loyalty, affective attachment to the orga-
nization (Vivek et al., 2014); brand loyalty
(Dessart, Veloutsou and Morgan-Thomas,
2015); loyalty, satisfaction, perceived value,
perceived quality (Dwivedi, 2015); purchase
decision (Malthouse et al., 2016); tangible:
firm performance — higher profits, reve-
nues or market share, repeat purchase from
the customer and intangible consequences
(Pansari and Kumar, 2017); loyalty (Har-
rigan et al., 2017); consumer experience
and the perceived value of that experience
(Abdul-Ghani, Hyde and Marshall, 2019).
The consequences here may be desirable
consumer behavior characteristics based on
which the brand or company achieves cer-
tain benefits.

It is apparent that certain antecedents
are sometimes also defined as consequenc-
es of consumer engagement, e.g. satisfaction,
experience or involvement. Besides, many
authors also often add loyalty, or a certain
attachment to brands and the intention to
purchase or repurchase. Some authors define
consumer engagement as a process. Thus,
Bowden (2009), based on the theory of rela-
tionship marketing, points out that custom-
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razvojem njihova odnosa mijenjaju obiljez-
ja proizvoda ili usluge koje kupci smatraju
vaznima te razlikuje angaZiranost kod novih
kupaca i kod kupaca koji ponavljaju kupnju.
Medutim, zakljucuje kako nije jasno razvi-
jaju li se procesi angaZiranosti potro$aca
linearno ili nelinearno. Brodie er al. (2013)
angaziranost potroSaca u svojem istraZiva-
nju takoder promatraju kao proces, odnosno
definiraju specifi¢ne podprocese angaZirano-
sti. Isticu kako angaZiranost potroSac¢a ima
klju¢nu ulogu u procesu razmjene u odnosu,
dok su drugi koncepti odnosa prethodnice i
posljedice angaZiranosti potro$aca. Navede-
ni su autori poveli kvantitativno istraZivanje
analizom sadrZaja komentara ¢lanova online
zajednice. U definiranom modelu angaZira-
nosti potroSaca autori navode kako specifi¢ni
stimulansi poti¢u odredene procese angaZi-
ranosti potrosaca, a kao primjere specificnih
stimulansa navode potrebu za smanjivanjem
troSka potrage za informacijama i percipira-
ni rizik. Nadalje, definirali su pet podprocesa
koje obuhvaca angaZiranost potroSaca, a to
su ucenje, dijeljenje, zajednicko stvaranje,
socijalizacija i preporuka. Zakljucuju da je
angaZziranost potroSaca interaktivan proces
temeljen na iskustvu i angaZiranosti potro-
Sala sa specificnim subjektom (npr. markom
ili organizacijom) i/ili drugim ¢lanovima za-
jednice marke, a koji se moZe mjeriti razli-
¢itim razinama intenziteta tijekom vremena
(Brodie et al., 2013). S obzirom na to da se
radi o kvalitativnhom istraZivanju, nedostaju
utvrdene skale koje bi omogucile implemen-
taciju i testiranje istoga modela u nekom dru-
gom kontekstu uz primjenu neke druge vrste
istraZivanja, Sto se pokuSava uciniti istraZi-
vanjem u ovom radu.

Prethodno je istaknuto da se modeli cesto
definiraju na temelju iskustva koje je korisnik
imao s nekom markom, poduzecem ili nekim
drugim objektom u odnosu na kojeg se odvija
angaziranost, a ne na temelju izlaganja sadr-
Zajima. Na temelju toga Dolan et al. (2015)
predloZili su konceptualni model angaZira-
nosti potro§aca s obzirom na utjecaj razlicitih
vrsta sadrzaja. Autori u njemu predlaZzu mo-

er-brand relationships are dynamic, repeat
and develop over time. He also emphasizes
that with the development of their relation-
ship, the features of the product or service
that customers consider important change,
and he differentiates the engagement of new
customers and repeat customers. However, he
concludes that it is not clear whether consum-
er engagement processes develop linearly or
non-linearly. In their research, Brodie et al.
(2013) also observe consumer engagement as
a process, that is, they define specific sub-pro-
cesses of engagement. They point out that
consumer engagement plays a key role in the
relational exchange process, while other rela-
tionship concepts are antecedents and conse-
quences of consumer engagement. They also
conducted quantitative research by analyzing
the content of the comments of the online
community members. In the defined model of
consumer engagement, the authors state that
the specific stimuli encourage certain pro-
cesses of consumer engagement stating the
need to reduce the cost of information search
and perceived risk as examples. Furthermore,
they defined five sub-processes that comprise
consumer engagement, namely learning, shar-
ing, co-creation, socializing and advocating.
They conclude that consumer engagement is
an interactive process based on the experience
and engagement of consumers with a specific
entity (e.g. brand or organization) and/or oth-
er members of the brand community, which
can be measured at different levels of intensity
over time (Brodie et al., 2013). As qualitative
research it lacks established scales that would
enable the implementation and testing of the
same model in another context with the appli-
cation of another type of research. The present
research will attempt to fill this gap.

As stated previously models are often
defined based on the experience the user
had with a brand, company or other object
in relation to which the engagement takes
place, and not on exposure to content. Hence,
Dolan et al. (2015) proposed a conceptual
model of consumer engagement with regard
to the influence of different types of content
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del utjecaja pojedinih vrsta sadrzaja (informa-
tivni, zabavni, nagradni i sadrZaj koji potice
stvaranje odnosa) na angaZiranost potroSaca.
U tom modelu definirana je isklju¢ivo bihe-
vioralna komponenta angaZiranosti potro§aca
koja mjeri angaZiranost potroSaca na razini od
pozitivne do negativne te od niske do visoke
razine angaZiranosti. S obzirom na to da se
radi o konceptualnom modelu, nisu definirane
skale koje bi omogudile njegovo testiranje u
nekom drugom kontekstu.

U analizi angaZiranosti potroSaca bitno
je ustanoviti koji ¢imbenici utjeCu na an-
gaZiranosti potroSaca, odnosno zbog kojih
¢imbenika dolazi do vedeg intenziteta an-
gaziranosti potroSaca. Osim toga, vazno je
utvrditi koje su to dimenzije ili procesi koji
¢ine angaZiranog potroSaca te do kakvih po-
nasanja, stanja, stajaliSta ili misljenja dovodi
angaziranost potrosaca (posljedice angazira-
nosti potrosaca). Temeljem takvih spoznaja,
poduzeéa, marke i drugi mogu djelovati kako
bi povecali razine angaZiranosti potroSaca.

2.3. AngaZiranost potrosaca u
kontekstu turizma

U kontekstu turizma, koji predstavlja
izrazito kompleksan fenomen, proucavanje
angaziranosti potro$aca iznimno je specific-
no i neujednaceno. RazliCiti istraZivaci an-
gaziranosti potroSaca u kontekstu turizma
usmjeravali su se na online putnicke agencije
(Romero, 2017; Romero, 2018), hotelijerstvo
i zrakoplovne kompanije (So, King i Sparks,
2014; So et al., 2016), ugostiteljstvo (Bowden,
2009), muzeje (Taheri, Jafari i O’Gorman,
2014), atrakcije (Bryce et al., 2015; Lourei-
ro i Sarmetno, 2019), smjeStajne kapacitete
(Choi i Kandampully, 2019; Rather, 2019) ili
drustvene medije u turizmu (Harrigan et al.,
2017). Najcesce se angaZziranost promatrala iz
perspektive korisnika, no postoje i istraziva-
nja u okviru kojih se angaZiranost potrosaca
promatrala iz perspektive turisticke ponude
(Chathoth et al., 2014; Chathoth et al., 2016).
So, Li i Kim (2020) dali su pregled istraZiva-

suggesting a model of the influence of cer-
tain types of content (informative, entertain-
ing, rewarding and content that encourages
the creation of relationships) on consumer
engagement. It defines only the behavioral
component of consumer engagement that
measures consumer engagement from posi-
tive to negative and from low to high levels
of engagement. As a conceptual model it has
no defined scales that would enable its test-
ing in another context.

In the analysis of consumer engagement,
it is important to establish which factors in-
fluence consumer engagement, i.e. which
factors lead to stronger intensity of consum-
er engagement. In addition, it is important
to determine which dimensions or process-
es make up an engaged consumer and what
behaviors, states, attitudes or opinions con-
sumer engagement leads to (consequences
of consumer engagement). Based on such
insights, businesses, brands and others can
act to increase consumer engagement levels.

2.3. Consumer engagement in the
tourism context

In the context of tourism, which rep-
resents an extremely complex phenome-
non, the study of consumer engagement
is extremely specific and uneven. Various
researchers of consumer engagement in
the context of tourism have focused on on-
line travel agencies (Romero, 2017; Rome-
ro, 2018), hospitality and airlines (So, King
and Sparks, 2014; So et al., 2016), catering
(Bowden, 2009), museums (Taheri, Jafari
and O’Gorman, 2014), attractions (Bryce
et al., 2015; Loureiro and Sarmetno, 2019),
tourist accommodation (Choi and Kandam-
pully, 2019; Rather, 2019) or social media in
tourism (Harrigan et al., 2017). Engagement
was most often observed from the user’s per-
spective, but there are also studies in which
consumer engagement was observed from
the perspective of the tourist offer (Chathoth
et al., 2014; Chathoth et al., 2016). So, Li and
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nja angaZiranosti potro$aca u podrucju ugo-
stiteljstva i turizma u razdoblju od 2009. do
2019. godine te su zakljucili da je najveci broj
istraZivanja objavljen u tom razdoblju vezan
uz hotelijerstvo/smjestaj i destinacije/destina-
cijske marketinSke organizacije. Isti su autori
zakljucili kako i dalje autori koriste razlicite
operacionalizacije ovog konstrukta.

Temeljem provedene analize razlicitih
modela angaZiranosti potroSaca u kontek-
stu turizma bilo je moguée zakljuciti kako,
unato¢ velikom broju istraZivanja, ni u ovom
specificnom podrucju ne postoji jedinstvena
definicija ovog konstrukta, kao niti jedinstven
model koji bi se mogao primijeniti za mjerenje
istoga. Osim toga, u Sirokom spektru turistic-
ke ponude te u njihovoj ukupnoj heterogeno-
sti 1 kompleksnosti, angazZiranost potroSaca
promatrala se kao konstrukt koji se sastoji
od razli¢itih dimenzija ili procesa, a nekad
kao prethodnica ili posljedica nekog drugog
konstrukta koji se analizirao. Harrigan et al.
(2017) posebno istiCu vaznost testiranja mo-
dela angaZiranosti potroSaca i pripadajucih
skala u kontekstu marki na drustvenim medi-
jima, kao Sto su turisticke organizacije, vazne
atrakcije, mali i veliki hoteli. Isti autori sma-
traju da marka mora razumjeti kako se moze
uéinkovito Koristiti razlicitim funkcionalno-
stima drustvenih medija, kao §to su slike, vi-
dea, upitnici, recenzije, komentari ili blogovi
kako bi se ojacale pojedine dimenzije angaZi-
ranosti potrosaca. Buduéi da upravo drustveni
mediji imaju vrlo vaznu ulogu u komunikaciji
razli¢itih organizacija u turizmu, potrebno je
istraZiti na koji nacin razliCite vrste sadrZaja
utjeu na angaZziranost potroSaca, kako bi se
moglo ucinkovito upravljati razli¢itim oblici-
ma komunikacije.

2.4. Uloga sadrzaja na drustvenim
medijima u stvaranju
angaziranosti potrosaca u
turizmu

Pojavom Web-a 2.0. 2004. godine omo-
guceno je krajnjim korisnicima kreiranje sa-

Kim (2020) gave an overview of consumer
engagement research in the field of hospital-
ity and tourism in the period from 2009 to
2019 and concluded that the largest amount
of research published in that period was re-
lated to the hotel industry/accommodation
and destinations/destination marketing orga-
nizations. The same authors concluded that
the authors continue to use different opera-
tionalizations of this construct.

Based on the analysis of various mod-
els of consumer engagement in the context
of tourism, it was possible to conclude that,
despite the numerous investigations, there is
not a unique definition of this construct in
this specific area, nor is there a single model
for measuring it that could be applied. In ad-
dition, in the wide spectrum of tourist offers
and in their overall heterogeneity and com-
plexity, consumer engagement was observed
as a construct consisting of different dimen-
sions or processes, or as the antecedent or
consequence of another analyzed construct.
Harrigan et al. (2017) emphasize the impor-
tance of testing consumer engagement mod-
els and associated scales in the context of
brands in social media, such as tourism orga-
nizations, major attractions, small and large
hotels. They believe that the brand must un-
derstand how it can effectively use different
functionalities of social media, like images,
videos, questionnaires, reviews, comments
or blogs to strengthen certain dimensions of
consumer engagement. Since social media
play a very important role in the communi-
cation of different organizations in tourism,
it is necessary to investigate how different
types of content affect consumer engage-
ment, so that different forms of communica-
tion can be managed effectively.

2.4. The role of social media content
in creating consumer engagement
in tourism

With the advent of Web 2.0. in 2004,
it was possible for end users to create con-
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drZaja na internetu koji se neprestano mogu
mijenjati, $to prije nije bilo moguce. Upravo
se zato Web 2.0. smatra platformom koja je
omogucila razvoj drusStvenih medija (Ka-
plan i Haenlein, 2010; Constantinides, 2014).
Kaplan i Haenlein (2010:61) navode kako
su druStveni mediji ,,skupina aplikacija na
internetu, koje ¢ine ideoloSku i tehnolosku
osnovu za Web 2.0 i koje omogucuju stva-
ranje i razmjenu sadrzaja koji su kreirali ko-
risnici.”

Iako drustveni mediji zasigurno vise nisu
nova vrsta medija, jo§ uvijek se brojni auto-
ri bave razli¢itim aspektima komuniciranja
na druStvenim medijima. S obzirom na ve-
liku koli¢inu informacija koja se objavljuju,
vazno je znati da razli¢iti sadrZaji i nacini
komuniciranja utjeCu na percepcije, emoci-
je 1 ponaSanja krajnjih korisnika. Kaplan i
Haenlein (2010) dali su moZda najpotpuniju
i najprecizniju klasifikaciju druStvenih medi-
ja. Definirali su drustvene medije s obzirom
na teorije medija i teorije druStvenih procesa.
Prema teoriji drustvenih procesa, drustveni
mediji dijele se prema razini samoprezen-
tacije/samootkrivanja (niska, visoka), dok
se na temelju teorije medija dijele prema
drustvenoj prisutnosti/bogatstvu medijskog
sadrZaja (niska, srednje visoka i visoka). Te-
meljem navedenih kriterija definirali su Sest
skupina drusStvenih medija, a to su blogovi,
drustvene mreze, virtualni drustveni svjeto-
vi, kolaborativni projekti, zajednice sadrZaja
i virtualne igre.

Iz perspektive turistickih organizacija,
vazno je saznati kako se koriStenje navede-
nih druStvenih medija moZe unaprijediti,
posebice koji sadrzaji najviSe utjecu na an-
gaziranost potroSaca. U tom su kontekstu
posljednjih nekoliko godina provedena broj-
na istrazivanja. Vazan uvid u obiljeZja anga-
Ziranosti potroSaca u digitalnom ekosustavu
dale su Morgan-Thomas, Dessart i Veloutsou
(2020), koje smatraju da je angaZziranost po-
troSaca socio-tehnicki fenomen, a nastaje
spajanjem aktivnosti s tehnologijom. U tom
smislu tehnologija stvara osnovu za djelo-
vanje. Tako su Yousaf er al. (2021) istraZi-

tent on the Internet that can be constant-
ly changed, which was not possible before.
This is exactly why Web 2.0. is considered
a platform that enabled the development of
social media (Kaplan and Haenlein, 2010;
Constantinides, 2014). Kaplan and Haenlein
(2010:61) state that social media are “a group
of Internet-based applications, which form
the ideological and technological basis for
Web 2.0 and which enable the creation and
exchange of user-generated content”.

Although social media is certainly no
longer a new type of media, numerous au-
thors still deal with different aspects of com-
municating on social media. Considering
the large amount of information that is pub-
lished, it is important to know how different
content and communication methods affect
the perceptions, emotions and behaviors of
the end users. Kaplan and Haenlein (2010)
provided perhaps the most complete and pre-
cise classification of social media defining it
in terms of media theories and social process
theories. According to the theory of social
processes, social media is divided according
to the level of self-presentation/self-disclo-
sure (low, high), while the media theory dis-
tinguishes social presence/richness of media
content (low, medium and high). Based on
the above criteria, six groups of social media
are identified, namely blogs, social networks,
virtual social worlds, collaborative projects,
content communities and virtual games.

From the tourism organizations’ perspec-
tive, it is important to find out how the use
of the aforementioned social media can be
improved, especially which content has the
greatest impact on consumer engagement.
In this context, numerous studies have been
conducted in the last few years. An import-
ant insight into the characteristics of consum-
er engagement in the digital ecosystem was
provided by Morgan-Thomas, Dessart and
Veloutsou (2020), who believe that consumer
engagement is a socio-technical phenomenon
and is created by combining activities with
technology. In this sense, technology creates
a basis for action. Thus, Yousaf et al. (2021)



142

Acta Turistica, Vol 34 (2022), No 2, pp 131-171

vali kako usmjerenost i Zivopisnost poruke
utjeCu na angaZiranost potroSaca vezanu za
turisticke marke na druStvenim mreZama,
a Yim, Malefyt i Khuntia (2021) su mjerili
kako odredena obiljeZja turistickih fotografi-
ja utjeCu na angaziranost potrosaca.

Zbog neopipljivosti turistiCkog iskustva,
vizualni sadrZaji su stoga posebno vazni u
turizmu. Oni €ine najvaZniji nacin promo-
cije destinacije na razli¢itim platformama
te omogucuju turistima virtualno iskustvo
destinacije (Tussyadiah i Fesenmaier, 2009).
Prema istrazivanju Usaklija, Koga i Sonmez
(2017), Facebook i Instagram su druStveni
mediji na kojima nacionalne turisticke orga-
nizacije objavljuju najviSe fotografija, stoga
predstavljaju primarni interes ovog istraZiva-
nja. Facebook je, prema klasifikaciji Kaplana
i Haenleina (2010), drustvena mreZa dok je
Instagram zajednica sadrZaja na kojoj se do-
minantno objavljuju slikovni sadrzaji. Drus-
tvene mreZe, osim umreZavanja i poveziva-
nja, obiljeZava moguénost objave razlicitih
vrsta sadrzaja kao §to su slike, videosadrzaji,
tekst, poveznice i sl., dok zajednice slikov-
nog sadrZaja korisnicima omoguéuju objav-
ljivanje, odrZavanje, upravljanje i dijeljenje
slikovnog sadrZaja.

Postavlja se pitanje kako ti razliCiti sa-
drZaji utjeCu na pratitelje druStvenih medija.
U tom su smjeru razmisljali i Hollebeek i
Macky (2019) te su predloZzili konceptualni
model uloge sadrZaja digitalnog marketinga
u stvaranju angaziranosti potrosaca, povjere-
nja i vrijednosti. Ono §to je vazno naglasiti
jest Cinjenica da se u kontekstu drustvenih
medija, angaZiranost potroSaca Cesto mjeri
bihevioralnom dimenzijom kao Sto su za-
hvale, pogledi i komentari (Yim, Malefyt i
Khuntia, 2021) ili svidanja, komentari, dije-
ljenja i klikovi na poruke (Lee, Hosanagar i
Nair, 2018) te se za takva istrazivanja Cesto
koriste metode strojnog ucenja ili dubokog
ucenja. No, potrebno je u buduénosti pove-
zati razli¢ite metode istraZivanja kako bi se
medusobno nadopunile i kako bi se dobio
kvalitetniji uvid u promatrane fenomene.

investigated how the directionality and vivid-
ness of the message affect consumer engage-
ment related to tourism brands on social net-
works, and Yim, Malefyt and Khuntia (2021)
measured how certain characteristics of tour-
ist photos affect consumer engagement.

Due to the intangibility of the tourist ex-
perience, visual content is particularly im-
portant in tourism. They constitute the most
important way of promoting the destination
on different platforms and enable tourists to
have a virtual experience of the destination
(Tussyadiah and Fesenmaier, 2009). Accord-
ing to the research of Usakli, Ko¢ and Son-
mez (2017), Facebook and Instagram are the
social media where national tourism organ-
isations publish the most photos, and there-
fore represent the primary interest of this
research. According to the classification of
Kaplan and Haenlein (2010), Facebook is a
social network, while Instagram is a content
community where image content is predom-
inantly published. Social networks, in addi-
tion to networking and connection, feature
the possibility of publishing different types
of content such as images, video content,
text, links, etc., while image content commu-
nities allow users to publish, maintain, man-
age and share image content.

The question arises as to how these dif-
ferent contents affect social media followers.
Hollebeek and Macky (2019) also thought
in this direction and proposed a conceptual
model of the role of digital marketing con-
tent in creating consumer engagement, trust
and value. It is important to emphasize that
in the context of social media, consumer
engagement is often measured through be-
havioral dimensions such as thanks, views
and comments (Yim, Malefyt and Khuntia,
2021) or through likes, comments, shares
and clicks on messages (Lee, Hosanagar and
Nair, 2018), which is why such research of-
ten uses machine learning or deep learning
methods. However, future research will re-
quire combining diverse complementary re-
search methods to obtain better insights into
the observed phenomena.
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3. KONCEPTUALNI MODEL I
HIPOTEZE

3.1. Povezanost kategorija slikovnog
sadrZaja i angaZiranosti
potrosaca

Razli¢ita istraZivanja pokazala su da fo-
tografije kao ,,vizualni sadrZaj privlace pa-
Znju turista, doprinose percipiranom imidZu
destinacije te utjeCu na proces donoSenja
odluke o kupnji“ (Li, Huang i Christianson,
2016:243). Yim, Malefyt i Khuntia (2021)
utvrdili su da su fotografije koje prikazuju
mostove, pijesak i zidove negativno poveza-
ne s angazirano$¢u korisnika, za razliku od
fotografija dvoraca, prijevoznih sredstava i
riva (izgradenih obala). Takoder navode da
fotografije koje su prikazivale gradevine,
zidove, ali i ljude ostvaruju manje pogle-
da. Nadalje, Marder et al. (2021) su putem
eksperimentalne metode istrazivali utjecaj
amaterskih i profesionalnih fotografija pre-
zentiranog hotela na turiste tijekom procesa
traZenja informacija. Njihovi rezultati poka-
zali su da su profesionalne fotografije pove-
¢avale vizualnu privla¢nost hotela, a time su
pozitivno utjecale i na namjerne rezervacije.

U ovom radu angaZiranost potroSaca pro-
matra se kao multidimenzionalni konstrukt
koji se sastoji od pet podprocesa angaZira-
nosti potrofata — preporuka, ucenje, dije-
ljenje, socijalizacija i potroSnja (Muntinga,
Moorman i Smit, 2011; Brodie et al., 2013).
Podprocesi su prilagodeni za potrebe provo-
denja istrazivanja u ovom radu, pri ¢emu je
prvi od navedenih pet podprocesa preporuka
koja predstavlja ,,izraZavanje potroSaceve an-
gaZziranosti koja se pojavljuje kada potrosac
aktivno preporucuje odredenu marku, pro-
izvod/uslugu, organizaciju i/ili nacine ko-
riStenja proizvoda ili marki” (Brodie et al.,
2013:111). Drugi podproces angaziranosti
jest ucenje te predstavlja ,,posredno stjecanje
kognitivnih kompetencija koje korisnici ko-
riste u procesu donoSenja odluke o kupniji ili
potrosnji” (ibid.). Treé¢i podproces angaZira-
nosti potro$aca odnosi se na ,,dijeljenje osob-

3. CONCEPTUAL MODEL AND
HYPOTHESES

3.1. The relationship between image
content categories and consumer
engagement

Various studies have shown that photos as
“visual content attract the attention of tourists,
contribute to the perceived image of the des-
tination and influence the process of making
a purchase decision” (Li, Huang and Chris-
tianson, 2016:243). Yim, Malefyt, and Khun-
tia (2021) found that photos showing bridges,
sand, and walls were negatively associated
with user engagement, in contrast to photos of
castles, transportation, and waterfronts (built-
up shorelines). They also state that the photos
showing buildings, walls, and people get few-
er views. Furthermore, Marder et al. (2021)
used an experimental method to investigate
the influence of amateur and professional pho-
tos of the presented hotel on tourists during
the information search process. Their results
showed that professional photos increased the
visual appeal of the hotel, and thus had a pos-
itive effect on intentional bookings.

In this paper, consumer engagement is
viewed as a multidimensional construct con-
sisting of five sub-processes of consumer
engagement — advocating, learning, sharing,
socialization and consumption (Muntin-
ga, Moorman and Smit, 2011; Brodie et al.,
2013). The sub-processes are adapted for the
purposes of conducting research in this paper,
while the first of the mentioned five sub-pro-
cesses is ‘advocating’, which represents “the
expression of consumer engagement that
appears when the consumer actively recom-
mends a specific brand, product/service, or-
ganization and/or ways of using products or
brands” (Brodie et al., 2013:111). The second
sub-process of engagement is ‘learning’ and
represents the “indirect acquisition of cogni-
tive competencies that users use in the pro-
cess of making a purchase or consumption
decision” (Ibid.). The third sub-process of
consumer engagement refers to “sharing per-
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no relevantnih informacija, znanja i iskusta-
va procesom aktivnog doprinosa kokreaciji
znanja unutar online zajednice te predstavlja
bihevioralnu i/ili kognitivnu dimenziju an-
gaZiranosti potroSaca” (Ibid.). U kontekstu
drustvenih medija dijeljenje se moze reali-
zirati dijeljenjem sadrZaja, komentiranjem,
objavljivanjem, tvitanjem, odgovaranjem ili
¢ak izravnim porukama na Twitteru ili Fa-
cebooku (Dessart, Veloutsou i Morgan-Tho-
mas, 2015:26). Podproces dijeljenje oznacava
da ¢e ispitanik podijeliti ideje ili sadrZaje o
destinaciji na drustvenim medijima te da ce
pomodi drugima svojim znanjem o destina-
ciji.

Nadalje, Cetvrti podproces angaZiranosti
potrosaca odnosi se na socijalizaciju, a de-
finira se kao ,,dvosmjerna, nefunkcionalna
interakcija kroz koju korisnici stjecu i/ili ra-
nice” (Longmore, 1998:53). Radi se o proce-
su razmjene informacija o destinaciji, ¢ijem
ée slikovnom sadrZzaju ispitanik biti izlagan.
Dessart, Veloutsou i Morgan-Thomas (2016)
isti¢u kako se potrosaci povezuju s drugim
potroSacima i stvaraju interakcije pri¢ajuéi o
marki koja predstavlja njihov zajednicki in-
teres. Naposljetku, potrosnja kao podproces
angaziranosti potroSaca €ini ,,minimalnu ra-
zinu aktivnosti povezane s markom, odnosno
sudjelovanje bez doprinosa ili kreiranja sadr-
Zaja” (Muntinga, Moorman i Smit, 2011:16).

U dostupnim izvorima nisu pronadena
istraZivanja koja su testirala utjecaj razlicitih
kategorija slikovnog sadrZaja prema atribu-
tima destinacije na angaZiranost potro$aca u
turizmu, i to koriStenjem kvazieksperimen-
talnog pristupa. Stoga se u prvoj hipotezi
ovog rada testiralo hoce li razlicite kategorije
slikovnog sadrZaja utjecati na angaZiranost
potrosaca, odnosno na pojedine podprocese
angaziranosti potroSaca koje su navedene.

Raczlicite kategorije slikovnog sadrzaja
na druStvenim medijima nacionalnih turi-
stickih organizacija pozitivno utjecu na an-
gaZiranost potrosaca.

sonally relevant information, knowledge and
experiences through the process of actively
contributing to the co-creation of knowledge
within the online community and represents
the behavioral and/or cognitive dimension
of consumer engagement” (Ibid.). In the
context of social media, sharing can be re-
alized through ‘sharing’ content, comment-
ing, posting, tweeting, replying or even direct
messages on Twitter or Facebook (Dessart,
Veloutsou and Morgan-Thomas, 2015:26).
The sharing sub-process indicates that the
respondent will share ideas or content about
the destination on social media and help oth-
ers with their knowledge about it.

Furthermore, the fourth sub-process of
consumer engagement refers to ‘socialization’,
which is defined as “a two-way, non-functional
interaction through which users acquire and/
or develop community attitudes, values and/
or language” (Longmore, 1998:53). It is about
the process of exchanging information about
the destination whose visual content the inter-
viewee will be exposed to. Dessart, Veloutsou
and Morgan-Thomas (2016) point out that
consumers connect with other consumers and
create interactions by talking about a brand
that represents their common interest. Finally,
‘consumption’ as a sub-process of consumer
engagement constitutes “a minimal level of
brand-related activity, i.e. participation with-
out contribution or content creation” (Muntin-
ga, Moorman and Smit, 2011:16).

No research was found in the available
sources that tested the influence of different
categories of image content according to des-
tination attributes on consumer engagement in
tourism, using a quasi-experimental approach.
Therefore, in the first hypothesis of this paper,
it was tested whether different categories of
image content will influence consumer en-
gagement, i.e., on certain sub-processes of
consumer engagement that are listed above.

Different categories of image content on
the social media of national tourist organi-
sations have a positive effect on consumer
engagement.
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3.2. Moderatorska uloga afektivnih
asocijacija prema destinaciji
u odnosu izmedu kategorija
slikovnog sadrzaja destinacije i
angaziranosti potrosaca

Afektivne asocijacije su ,,specifi¢ni osje-
¢aji (pozitivni i negativni) povezani sa speci-
ficnom destinacijom” (Woodside i Lysonski,
1989:8). Dessart, Veloutsou i Morgan-Tho-
mas (2015) u svojem su istraZivanju utvrdile
da se afektivna angaziranost ocituje u entu-
zijazmu prema zajednici i promatranoj marki
te u zadovoljstvu koje nastaje zbog interakci-
je s njima. Takoder se pokazalo da su emoci-
je koje ispitanici tada osjecaju prema zajed-
nici marke jake i strogo pozitivne, a obuhva-
¢aju uzbudenje i uZivanje. Hosany i Prayag
(2013) pak navode kako su emocionalna
iskustva povezana sa zadovoljstvom, a ono
ima znatan utjecaj na namjere ponasanja tu-
rista. Nazalost, nisu pronadena istraZivanja u
kojima se, kao u ovom, testirao moderatorski
utjecaj emocija u odnosu razli¢itih sadrzaja i
angaziranosti potrosaca, stoga ne postoje u
potpunosti usporedivi rezultati. Radi se o po-
drucju koje zahtijeva detaljnija istraZivanja i
analize te je to jedan od razloga zasto je ova
varijabla definirana kao moderatorska.

U ovoj hipotezi Zeli se testirati hoce li
visa razina afektivnih asocijacija vezanih za
destinaciju voditi do veceg utjecaja razlicitih
kategorija slikovnog sadrZaja na angaZira-
nost potrosaca, buduci da su pojedinci sklo-
niji s drugima dijeliti dogadaje koji ukljucuju
snaznu emocionalnu komponentu (Servidio
i Ruffolo, 2016; prema Lorenzetti i Lugli,
2012) pa je moguce ocekivati da ¢e sadrZaji
koji pobuduju snaznije emocije voditi visoj
razini angaZiranosti potroSaca.

Veca razina afektivnih asocijacija ve-
zanih za destinaciju vodi do veceg utjecaja
razlic¢itih kategorija slikovnog sadriaja na-
cionalnih turistickih organizacija na anga-
Ziranost potrosaca.

3.2. The moderating role of affective
associations towards the
destination in the relationship
between the categories of image
content of the destination and
consumer engagement

Affective associations are “specific feel-
ings (positive and negative) associated with a
specific destination” (Woodside and Lysonski,
1989:8). In their research, Dessart, Veloutsou
and Morgan-Thomas (2015) determined that
affective engagement is manifested in enthusi-
asm for the community and the observed brand
and in the satisfaction that arises from interact-
ing with them. It was also shown that the emo-
tions that the respondents then feel towards the
brand community are strong and strictly pos-
itive, and include excitement and enjoyment.
Hosany and Prayag (2013), on the other hand,
state that emotional experiences are related to
satisfaction, and it has a significant impact on
the behavioral intentions of tourists. Unfortu-
nately, no studies were found in which, as in
this one, the moderating influence of emotions
in the relationship between different contents
and consumer engagement was tested, there-
fore there are no fully comparable results. It
is an area that requires more detailed research
and analysis, and this is one of the reasons why
this variable is defined as a moderator.

In this hypothesis, we want to test wheth-
er a higher level of affective associations re-
lated to the destination will lead to a greater
influence of different categories of image
content on consumer engagement, since indi-
viduals are more inclined to share the events
that include a strong emotional component
(Servidio and Ruffolo, 2016; according to
Lorenzetti and Lugli, 2012) and, therefore, it
is possible to expect that content that arouses
stronger emotions will lead to a higher level
of consumer engagement.

A higher level of affective associations
related to the destination leads to a great-
er influence of different categories of image
content of national tourist organisations on
consumer engagement.
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Slika 1: Konceptualni okvir i hipoteze istraZivanja

KATEGORIJA SLIKOVN
GORIIA SLIKOVNOG ANGAZIRANOST POTROSACA

SADRZAJA
PREPORUKA
ARHITEKTURA/
GRADEVINE
DIJELJENJE
PRIRODA 1 PEJZAZ H1 UCENJE
SOCIJALIZACIA
H2
NACIN ZIVOTA AFEKTIVNE
ASOCUACLE
POTROSNJA

Figure 1: Conceptual framework and research hypotheses

IMAGE CATEGORY _ CONSUMER ENGAGEMENT
ADVOCATING
ARCHITECTURE/
BUILDINGS
SHARING
NATURE AND HI LEARNING
LANDSCAPE

SOCIALIZATION
H2

LIFESTYLE AFFECTIVE

ASSOCIATIONS CONSUMPTION

4. METODOLOGIJA I DIZAJN 4. RESEARCH METHODOLOGY
ISTRAZIVANJA AND DESIGN

Primarno istraZivanje podijeljeno je u The primary research is divided into two
dvadijela. U prvoj fazi empirijskog istraZiva-  parts. In the first phase of the empirical re-
nja koristena je analiza sadrzaja, kao kvalita-  search, content analysis was used as a quali-
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tivna metoda istraZivanja, kako bi se utvrdile
kategorije slikovnog sadrZaja koje odabrane
nacionalne turistiCke organizacije najCeSce
objavljuju na drustvenim medijima. U drugoj
fazi proveden je kvazieksperiment u koje-
mu su prethodno odabrani slikovni sadrZaji
predstavljali stimulans u istraZivanju. Svrha
kvazieksperimenta bila je utvrditi utjecaj sli-
kovnih sadrZaja na razliCite procese angaZi-
ranosti potroSaca, i to stanovnika emitivnih
trziSta s obzirom na slikovni sadrzaj naci-
onalnih turistickih organizacija odabranih
destinacija.

4.1. Analiza slikovnog sadrzaja
nacionalnih turistickih organizacija
na druStvenim medijima

Metodologija kvalitativhog istraZivanja
moZe se prikazati u nekoliko koraka:

a) Odabir drustvenih medija koji e se
analizirati

Za potrebe ovoga rada provedena je ana-
liza slikovnog sadrZaja objavljenog na dva
razli¢ita drustvena medija, i to na Facebooku
1 Instagramu, buduéi da navedeni drustveni
mediji imaju razlicita obiljezja i svrhu.

b) Odabir nacionalnih turistickih
organizacija (NTO)

Kriteriji za odabir destinacija ¢iji su sli-
kovni sadrzaji analizirani bio je broj ostva-
renih medunarodnih turistickih dolazaka i
usporedivost istih. Iz tog je razloga odabra-
na Europa, i to JuZna/Mediteranska regija
koja ostvaruje najveéi broj medunarodnih
turistickih dolazaka u globalnim razmje-
rima (Tourism Highlights 2018, UNWTO)
te Spanjolska i Italija kao dvije usporedive
destinacije prema broju ostvarenih turistic-
kih dolazaka (Tourism Highlights 2018,
UNWTO). Uz to, namjera je bila ukljuciti
jednu destinaciju koju stanovnici Republike
Hrvatske posjec¢uju u manjem broju (Spanjol-
ska), dok drugu posjecuju u vecem broju (Ita-
lija) (MINT, 2016; CBS, 2018). S obzirom na

tative research method, in order to determine
the categories of image content that select-
ed national tourist organisations most often
publish on social media. In the second phase,
a quasi-experiment was conducted in which
the previously selected image content was a
stimulus in the research. The purpose of the
quasi-experiment was to determine the im-
pact of image content on various processes
of consumer engagement, namely the inhab-
itants of the outbound markets with regard
to the image content of the national tourist
organizations of the selected destinations.

4.1. Analysis of the image content of
national tourism organizations on
social media

The methodology of qualitative research
can be presented in several steps:

a) Selection of social media to be analyzed

For the purpose of this study, it was de-
cided to conduct an analysis of the image
content published on two different social
media, Facebook and Instagram, since these
social media have different characteristics
and purposes.

b) Selection of national tourist
organisations (NTB)

The criteria for selecting the destina-
tions whose image contents were analyzed
were the number of realized international
tourist arrivals and their comparability. For
this reason, Europe was chosen, namely the
Southern/Mediterranean region which has
the largest number of international tourist
arrivals on a global scale (Tourism High-
lights 2018, UNWTO) and Spain and Italy,
as two comparable destinations according
to the number of tourist arrivals (Tourism
Highlights 2018, UNWTO). In addition, the
intention was to include one destination vis-
ited by a smaller number of residents of the
Republic of Croatia (such as Spain), while
the other is visited by a larger number (such
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to da se radilo o analizi slikovnog sadrZaja na
odabranim druStvenim medijima, promatrana
je ucestalost i broj objava slikovnog sadrza-
ja te je utvrdeno kako nacionalne turisti¢ke
organizacije obiju destinacija imaju sluZbene
profile na druStvenim medijima Facebook i
Instagram te biljeZe priblizno sli¢nu aktivnost
objavljivanja slikovnog sadrzaja na istima.

¢) Definiranje uzorka slikovnog sadrzaja
na drustvenim medijima nacionalnih
turistickih organizacija Italije i
Spanjolske
Za potrebe istrazivanja odluceno je da ¢e
se kao uzorak slikovnog sadrzaja s druStve-
nih medija uzeti slikovni sadrZaji objavljeni
u razdoblju od 1. sije¢nja do 31. prosinca
2017. godine. Pritom se koristilo uzorkovanje
vremenskih odsjecaka, §to ¢ini oblik slucaj-
nog uzorkovanja (Milas, 2009). Obuhvaceno
je razdoblje od jedne godine jer je namjera
bila obuhvatiti sve turisticke sezone obje
destinacije. Odluceno je da ¢e se u uzorak
ukljuciti iskljucivo slikovni sadrZaji objavlje-
ni na vremenskoj crti Facebook profila na-
cionalne turisticke organizacije jer se takvi
slikovni sadrZaji uglavnom objavljuju na ovoj
drusStvenoj mreZi te su im korisnici najceSce
izloZeni. U analizi nisu obuhvaéeni video
materijali. Na Instagramu su obuhvaceni ta-
koder samo slikovni sadrZaji objavljeni kao
sadrZaji na feedu te nisu analizirani video sa-
drZaji, niti bilo koje druge vrste sadrZaja koje
je moguce objaviti na ovoj zajednici sadrzaja.

d) Definiranje kategorija slikovnog
sadrZaja i provodenje postupka
kodiranja
Slikovni sadrZaj s odabranih drustvenih

medija kategoriziran je prema prilagodenoj

metodologiji predloZenoj u radu Stepchenko-
ve i Zhan (2013). Ove autorice razvrstale su
slikovni sadrzaj u dvadeset kategorija prema
odredenim atributima destinacije. Nakon
prilagodbe kategorija, za potrebe analize sli-
kovnog sadrZzaja u okviru ovog istraZivanja
rada kori$teno je Sesnaest kategorija (priroda
1 pejzaz; ljudi; arheoloSka nalaziSta; nacin

as Italy) (MINT, 2016; CBS, 2018). Consid-
ering that this was an analysis of image con-
tent on the selected social media, the fre-
quency and number of image content posts
was observed and it was determined that
the national tourist organisations of both
destinations feature official profiles on the
Facebook and Instagram social media, and
record approximately similar activities of
publishing image content there.

¢) Defining the sample of image content on
the social media of the national tourist
organisations of Italy and Spain

For the purposes of the research, it was
decided that the image content published in
the period from 1 January to 31 December
2017 would be taken as a sample of image
content from the social media. By sampling
of time segments as a form of random sam-
pling (Milas, 2009), the period of one year
was covered with the intention to encompass
all tourist seasons in both destinations. It was
decided that the sample would include only
image content published on the timeline of
the Facebook profile of the national tourist
organisation, because such image content is
mostly published on this social network and
the users are most often exposed to it. Video
materials were not included in the analysis.
Instagram also includes only image content
posted as content on the feed, but the video
content has not been analyzed, nor any other
types of content that can be posted on this
content community.

d) Defining the image content categories
and performing the coding process

Image content from the selected social
media is categorized according to the adapt-
ed methodology proposed in the paper by
Stepchenkova and Zhan (2013). These au-
thors classified the image content into twen-
ty categories according to certain destina-
tion attributes. After adjusting, sixteen cat-
egories were used for the analysis of image
content within this research: people; nature
and landscape; people; archeological sites;
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Zivota; tradicija i obicaji; arhitektura/grade-
vine; sportske aktivnosti u prirodi/avanture;
Zivotinjski svijet; umjetnicki objekti (umjet-
nost); turisticki sadrzaji; hrana; dogadanja/
proslave; urbani krajolik; ruralni krajolik;
oglas; ostalo). Osim toga, svi opisi katego-
rija slikovnih sadrzaja prilagodeni su jer su
analizirani slikovni sadrzaji dvije europske
mediteranske zemlje — turistiCke destinaci-
je, Ciji se atributi i ciljana trZiSta razlikuju
od onih kod Perua pa je ova prilagodba bila
nuZna. Ovdje treba naglasiti kako su svakom
slikovnom sadrZaju mogle biti dodijeljene
dvije kategorije prilikom analize, sukladno
dominantnim obiljezjima koja su prikazana
na svakom slikovnom sadrzaju.

e) Predtestiranje kategorija slikovnog
sadrzaja
Provedeno je predtestiranje kategorija sli-
kovnog sadrzaja kako bi se potvrdile kategorije
slikovnog sadrzaja prethodno definirane ana-
lizom sadrZaja te je utvrdeno da su kategorije
slikovnog sadrZaja bile ispravno definirane.

f) Odabir slikovnog sadrZaja za
kvazieksperiment

Temeljem definiranih kriterija, pomocu
programskog paketa MAXQDA, ukupno je
analizirana 1.591 fotografija s vremenske
crte na Facebook profilu NTO-a gpanjol-
ske te 1.208 fotografija na Facebook profilu
NTO-a Italije. Na Instagramu je u navede-
nom razdoblju objavljeno i analizirano 487
fotografija na profilu NTO-a Spanjolske te
817 fotografija na profilu NTO-a Italije. Pri-
tom je utvrdeno kako nacionalne turisticke
organizacije Italije i Spanjolske na drus-
tvenoj mreZi Facebook najceSce objavljuju
dvije iste kategorije slikovnog sadrzaja, a to
su priroda i pejzaZz te arhitektura/gradevine.
Na zajednici sadrZaja Instagram nacionalna
turisti¢ka organizacija Italije najcesc¢e objav-
ljuje nadin Zivota te prirodu i pejzaZ, a naci-
onalna turisticka organizacija Spanjolske na-
¢in Zivota i arhitekturu/gradevine. S obzirom
na navedene rezultate u kvazieksperiment
su ukljucene priroda i pejzaz, arhitektura/

way of life; traditions and customs; archi-
tecture/buildings; outdoor sports activities /
adventures; animal world; art objects (art);
tourist facilities; food; events/celebrations;
urban landscape; rural landscape; advertise-
ment; other). In addition, all descriptions of
the categories of image content were adapt-
ed, because the image contents of two Eu-
ropean Mediterranean countries — tourist
destinations, whose attributes and target
markets differ from those in Peru, were an-
alyzed, so this adjustment was necessary. It
should be emphasized here that each image
content could be assigned two categories
during the analysis in accordance with the
dominant features shown on each image
content.

e) Pre-testing image content categories

The pre-testing of image content catego-
ries was performed in order to confirm the
image content categories previously defined
by the content analysis, and it was deter-
mined that the image content categories were
correctly defined.

f) Selecting image content for a quasi-
experiment

Based on the defined criteria, with the
help of the MAXQDA software package, a
total of 1,591 photos from the timeline on the
Facebook profile of NTB Spain and 1,208
photos on the Facebook profile of NTB Italy
were analyzed. In the same period 487 and
817 Instagram photos from the respective
profiles of NTB Spain and NTB Italy were
published and analyzed. It was found that
the national tourist organisations of Italy and
Spain most often publish on the Facebook
social network two of the same categories of
image content, namely nature, landscape and
architecture/buildings. On the Instagram
content community, the Italian NTB most
often posts lifestyle and nature/landscape,
while the Spanish NTB features lifestyle
and architecture/buildings. Given the above
results, the quasi-experiment included nature
and landscape, architecture/buildings and
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gradevine i nacin Zivota, kao tri dominantne
kategorije slikovnog sadrZaja.

4.2. Kvazieksperiment kao metoda
mjerenja angaziranosti potrosaca
u turizmu

U drugom dijelu istrazivanja koriStena je
metoda online kvazieksperiment. Kvaziek-
speriment je empirijska interventna studija
koja se koristi za procjenu uzrocnog ucinka
intervencije na ciljanu populaciju bez slucaj-
nog odabira (DiNardo, 2016). Kvazieksperi-
mentom se provjerava ,,neki oblik interven-
cije ili tretmana u prirodnom okruZenju”
(Mejovsek, 2013:143). Koraci u njegovu pro-
vodenju pojasnjeni su u nastavku:

a) Definiranje populacije i uzorka u

kvazieksperimentu

Populaciju u istraZivanju ¢ine punoljetni
stanovnici Republike Hrvatske koji imaju
pristup internetu. Prema podacima Drzav-
nog zavoda za statistiku, 76% stanovnika
Republike Hrvatske u 2017. godini imalo je
pristup internetu, odnosno 2.026.938 stanov-
nika (Primjena informacijskih i komunika-
cijskih tehnologija (IKT) u kuéanstvima i
kod pojedinaca u 2017. godini, prvi rezultati,
DrZavni zavod za statistiku). Za potrebe de-
finiranja uzorka koriStena je metoda kvotnog
uzorkovanja temeljem dobi (u tri razreda,
prema podacima DrZavnog zavoda za stati-
stiku), spola (u dva razreda, prema podacima
Drzavnog zavoda za statistiku) i NUTS-2
regijama u Republici Hrvatskoj (prema Na-
cionalnoj klasifikaciji prostornih jedinica
za statistiku DrZzavnog zavoda za statistiku).
Uzorak je post hoc uskladen s dostupnim
statistickim pokazateljima.

b) Definiranje mjernog instrumenta

U ovom istraZivanju, u okviru kvaziek-
sperimenta, kao mjerni je instrument kori-
Sten upitnik, dok su kao stimulansi koriSteni
slikovni sadrzaji koji su bili ugradeni u upit-
nik. Pripremljene su dvije verzije upitnika

lifestyle, as the three dominant categories of
image content.

4.2. A quasi-experiment as a
method of measuring consumer
engagement in tourism

In the second part of the research, the on-
line quasi-experiment method was applied.
A quasi-experiment is an empirical interven-
tion study used to assess the causal effect of
an intervention on a target population with-
out random selection (DiNardo, 2016). The
quasi-experiment examines “some form of
intervention or treatment in the natural envi-
ronment” (Mejovsek, 2013:143). The steps in
its implementation are explained as follows:

a) Defining population and sample in a
quasi-experiment

The population in the research consists
of adult residents of the Republic of Croatia
who have access to the Internet. According
to the Central Bureau of Statistics, 76%, i.e.
2026938 inhabitants of the population of the
Republic of Croatia, had Internet access in
2017 (Application of information and com-
munication technologies (ICT) in house-
holds and individuals in 2017, first results,
Central Bureau of Statistics). For the purpose
of defining the sample, the method of quota
sampling based on age (in three classes, ac-
cording to the Central Bureau of Statistics),
sex (in two classes, according to the Central
Bureau of Statistics) and NUTS-2 regions in
the Republic of Croatia was used (according
to the National Classification of Spatial Units
for Statistics of the Central Bureau of Statis-
tics). The sample is post hoc aligned with the
available statistical indicators.

b) Defining the measuring instrument

In this research, as part of the quasi-ex-
periment, a questionnaire was used as a mea-
suring instrument, while image content was
used as a stimulus. Two versions of the ques-
tionnaire were prepared, because the image
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jer su u kvazieksperimentu koristeni slikovni
sadrzaji dviju destinacija, Spanjolske i Itali-
je. Svaki ispitanik bio je izlagan slikovhom
sadrZaju jedne destinacije te pitanjima veza-
nim upravo uz tu destinaciju.

Upitnik se sastojao od 29 pitanja (28 pita-
nja zatvorenog tipa i 1 pitanje otvorenog tipa)
te od jednog slikovnog sadrzaja. U ovom
radu bit ¢e prezentirani rezultati samo jed-
nog dijela istrazivanja (Vidi¢, 2019), a dijelo-
vi upitnika koji su relevantni za ovaj rad su:
socio-demografska obiljeZja ispitanika, obi-
ljezja koriStenja drustvenih medija, obiljeZja
vezana za navike putovanja ispitanika, upo-
znatost s destinacijom, afektivne asocijacije
ispitanika prema destinaciji te angaZziranost
potroSaca. Za potrebe mjerenja definiranih
varijabli koriStene su postojece i/ili kompo-
zitne skale identificirane temeljem pregleda
relevantne znanstvene literature te su prila-
godene za potrebe ovog istraZivanja.

Svaki od pet podprocesa angaZiranosti
potroSaca — preporuka, ucenje, dijeljenje, so-
cijalizacija (Brodie et al., 2013) i potros$nja
(Muntinga, Moorman i Smit, 2011) mjeren
je pomocu tri Cestice koje su prilagodene
za potrebe ovog istraZivanja. Sve tvrdnje su
ispitanici mogli ocijeniti na Likertovoj skali
od 1 do 5 (pri ¢emu je 1 predstavljalo najnizu
ocjenu, dok je 5 predstavljalo najvisu ocjenu).
Cestice za podproces preporuka prilagodene
su prema Yiju i Gongu (2013); za ucenje pre-
ma Harriganu et al. (2017) i Luou (2013); za
dijeljenje prema Dessart, Veloutsou i Mor-
gan-Thomas (2016); za socijalizaciju prema
Mersey, Malthouseu i Calderu (2012); te za
potro§nju prema Simon i Tossan (2018).

Jedno je pitanje mjerilo afektivne asoci-
jacije prema destinaciji, a to je ujedno bila
i moderatorska varijabla. Skala za mjerenje
afektivnih asocijacija sastojala se od pet po-
zitivnih i1 pet negativnih afektivnih asocijaci-
ja. Sve Cestice mjerene su na Likertovoj skali
od 1 do 5 (pri ¢emu je 1 predstavljalo najnizu
ocjenu, dok je 5 predstavljalo najviSu ocje-
nu). U predtestiranju mjernog instrumenta
postavljen je Siroki raspon dvadeset osjeca-

contents of two destinations (Spain and Italy)
were used in the quasi-experiment. Each re-
spondent was exposed to the image content
of one destination and the questions related
to that particular destination.

The questionnaire consisted of 29 ques-
tions (28 closed-ended and 1 open-ended
question) and one image content. In this pa-
per, the results of only one part of the con-
ducted research are analysed, and the parts
of the questionnaire that are relevant for
this paper are: sociodemographic charac-
teristics of the respondents, characteristics
of their social media use, characteristics re-
lated to the respondents’ travel habits, des-
tination familiarity, affective associations of
the respondents towards the destination and
consumer engagement. For the purposes of
measuring the defined variables, the existing
and/or composite scales identified on the ba-
sis of the relevant scientific literature review
were used, and were adapted for the needs of
this research.

Each of the five sub-processes of con-
sumer engagement — advocating, learning,
sharing, socialization (Brodie et al., 2013)
and consumption (Muntinga, Moorman and
Smit, 2011) was measured using three items,
which were adapted for the purposes of this
research. Respondents could rate all state-
ments on a Likert scale from 1 to 5 (where
1 represented the lowest rating, while 5 rep-
resented the highest rating). The items for
the ‘advocating’ sub-process are adapted ac-
cording to Yi and Gong (2013); for ‘learning’
according to Harrigan et al. (2017) and Luo
(2013); for ‘sharing’ according to Dessart,
Veloutsou and Morgan-Thomas (2016); for
‘socialization’ according to Mersey, Malt-
house and Calder (2012); and for ‘consump-
tion” according to Simon and Tossan (2018).

One question measured affective associ-
ations towards the destination, which was
also the moderating variable. The scale for
measuring affective associations consisted
of five positive and five negative affective
associations. All items were measured on a
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ja definiranih i prilagodenih prema PANAS
ljestvici (Watson i Clark, 1988). Raspon
osjecaja bio je definiran sljededim izrazi-
ma: oduSevljeno, aktivno, zainteresirano,
nadahnuto, odlu¢no, ponosno, budno, pozor-
no, snazno, uzbudeno, uzrujano, uplaseno,
nervozno, preplaseno, Ziv€ano, krivo zbog
neceg, razdrazljivo, nesretno, posramljeno,
neprijateljski raspoloZeno. Nakon provede-
nog predtestiranja izdvojeno je 10 najviSe
vrednovanih osjecaja. Pozitivna afektivnost
obuhvacala je zainteresiranost, nadahnutost,
aktivnost, odusevljenost i uzbudenost, dok je
negativna afektivnost obuhvacala uplasenost,
uzrujanost, nervozu, razdraZljivost i neprija-
teljsko raspoloZenje. Ti su osjecaji koriSteni
prilikom ovog istraZivanja za mjerenje afek-
tivnih asocijacija (pozitivnih i negativnih).

¢) Provodenje predtestiranja mjernog
instrumenta

Prije  provodenja  kvazieksperimenta
mjerni instrument je predtestiran na namjer-
nom prigodnom uzorku od 128 ispitanika
od kojih je 109 dalo potpune i valjane odgo-
vore. Predtestiranje se odnosilo na ispitiva-
nje prikladnosti i razumljivosti instrumenta
istraZivanja kojemu je namijenjen, a analiza
predtestiranih odgovora sluZi kao provjera
primjerenosti definicije problema te podata-
ka i analize za dobivanje potrebnih informa-
cija (Reni¢ i Mandi¢, 2018).

d) Provodenje kvazieksperimenta
Prikupljanje primarnih podataka pro-
vedeno je online, koriStenjem programskog
alata PsyToolkit. Odabrana metodologija
istraZzivanja omogucuje utvrdivanje utjecaja
razli¢itih kategorija slikovnog sadrZaja na
angaziranost potrosaca i namjeru posjeta de-
stinacije. Ispitanici su u okviru kvaziekspe-
rimenta, metodom slucaja (generiranog od
programskog alata PsyToolkit), bili izlagani
razli¢itim kategorijama slikovnog sadrZaja
koje su ve¢ utvrdene provodenjem kvalita-
tivnog istraZivanja. U istraZivanju su kao
podrazaji koriSteni slikovni sadrZaji ,,s okvi-
rom” i ,,bez okvira”, §to predstavlja podjelu

Likert scale from 1 to 5 (with 1 represent-
ing the lowest rating, while 5 representing
the highest rating). The pre-test of the mea-
suring instrument included a wide range of
twenty feelings defined and adapted accord-
ing to the PANAS Scales (Watson and Clark,
1988). The range of feelings was defined by
the following expressions: enthusiastic, ac-
tive, interested, inspired, determined, proud,
alert, attentive, strong, excited, upset, afraid,
nervous, frightened, nervous, guilty, irrita-
ble, unhappy, embarrassed, hostile. After the
pre-test, the 10 most valued feelings were
selected. Positive affectivity included inter-
est, inspiration, activity, enthusiasm, and ex-
citement, while negative affectivity included
fear, upset, nervousness, irritability, and hos-
tility. These feelings were used to measure
affective associations (positive and negative)
during this research.

¢) Carrying out pre-testing of the measuring

instrument

Prior to conducting the quasi-experiment,
the measuring instrument was pre-tested on
a deliberate sample of 128 subjects, 109 of
whom gave complete and valid answers.
Pre-testing referred to the examination of
the suitability and comprehensibility of the
research instrument for which it is intended,
and the analysis of the pre-tested answers
serves as an adequacy test of the problem
definition as well as of the data and analysis
for obtaining the necessary information (Re-
ni¢ and Mandi¢, 2018).

d) Conducting a quasi-experiment

The primary data collection was con-
ducted online using the software tool Psy-
Toolkit. The selected research methodology
allows determining the impact of different
categories of image content on consumer en-
gagement and the intention to visit the des-
tination. As part of a quasi-experiment, the
subjects were exposed to various categories
of image content that had already been de-
termined by conducting qualitative research
by using the case method (generated by the
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ispitanika u kontrolnu i eksperimentalnu
skupinu. Pritom su ispitanici koji su izlagani
slikovnom sadrZaju bez dodatnih informacija
kontrolna skupina, dok su oni koji su izlagani
slikovnom sadrZaju s informacijama s drus-
tvenih medija eksperimentalna skupina. Cilj
je isto tako bio utvrditi postoje li razlike u
percepcijama ispitanika ako su svjesni izvo-
ra informacija i informacija o popularnosti
sadrZaja, kao $to su broj svidanja, dijeljenja
ili komentara vezanih za slikovni sadrZaj.

Oznaka ,,s okvirom” oznacava slikovni
sadrzaj s druStvenih medija nacionalnih turi-
sti¢kih organizacija s podacima koji se uobi-
¢ajeno nalaze na druStvenim medijima uz fo-
tografiju, npr. reakcije u obliku svidanja, broj
podjela i broj komentara. Okviri, odnosno
informacije uz slikovni sadrzaj, preuzeti su
s drustvenih medija u izvornom obliku. Pri
koriStenju slikovnog sadrzaja koje su imale
dodatak okvira (prikaza) koriSteni su isklju-
¢ivo brojcani podaci fotografije ovisno o vr-
sti druStvenog medija jer bi sva ostala kvali-
tativna obiljeZja otezala tumacenje dobivenih
rezultata. Slikovni sadrZaji ,,bez okvira” ¢ine
iste takve slikovne sadrzaje istih kategorija,
samo bez navedenih informacija s drustve-
nih medija.

Odabrani su isti slikovni sadrzaji, pri
¢emu je jedna skupina ispitanika bila izla-
gana slikovnim sadrzajima ,,s okvirom”, dok
je druga skupina ispitanika bila izlagana
slikovnom sadrzaju ,,bez okvira”. Ukupno
je bilo osam mogudéih kombinacija sadrzaja
po destinaciji kojima su ispitanici mogli biti
izloZeni, odnosno ukupno Sesnaest stimulan-
sa u kvaziekperimentu. Podaci prikupljeni
primarnim istrazivanjem u prvom su koraku,
prije provodenja kvantitativne analize, testi-
rani kako bi se utvrdila opravdanost koriste-
nja parametrijskih ili neparametrijskih testo-
va. Za potrebe testiranja postavljenih istrazi-
vackih hipoteza i analize dobivenih rezultata
koriSten je statisticki paket SPSS.

PsyToolkit software tool). The research used
the image content ‘with frame’ and ‘without
frame’ as stimuli, which divided the subjects
into control and experimental groups. Thus,
the respondents who were exposed to image
content without additional information are the
control group, while those who were exposed
to image content with information from the
social media are the experimental group. The
goal was also to determine if there were dif-
ferences in the respondents’ perceptions when
they knew the source of information and the
information on the content popularity, such as
the number of ‘likes’, ‘shares’ or ‘comments’
related to the image content.

The tag ‘with frame’ denotes the image
content from the social media of national
tourist organisations with data that is usually
found on social media with the photo, e.g.,
reactions in the form of ‘likes’, the number
of ‘shares’ and the number of ‘comments’.
Frames, i.e. information with image content,
were taken from the social media in their
original form. When using the image content
with the addition of a frame (display), only
the numerical data of the photo was used, de-
pending on the type of social media, because
all other qualitative characteristics would
make it difficult to interpret the obtained
results. The image content ‘without frame’
consists of the same image content of the
same categories, but without the information
from the social media.

The same image content was selected,
whereby one group of subjects was exposed
to image content ‘with frame’, while the other
group of subjects was exposed to image con-
tent ‘without frame’. There was a total of eight
possible combinations of content per destina-
tion to which the subjects could be exposed,
i.e. a total of sixteen stimuli in the quasi-ex-
periment. The data collected by the primary
research was tested in the first step, before
conducting quantitative analysis, to determine
the justification for the use of parametric or
non-parametric tests. To test the set research
hypotheses and analyze the obtained results,
the statistical package SPSS was used.
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5. REZULTATI I RASPRAVA

5.1. Socio-demografski profil
ispitanika

U istrazivanju je sudjelovalo 774 ispitani-
ka u Republici Hrvatskoj s pristupom inter-
netu, od Cega je 585 ispitanika u potpunosti
odgovorilo na postavljena pitanja te ¢ine ve-
li¢inu uzorka u ovom istraZivanju (N=585).
U analizu su ukljuceni samo rezultati ispi-
tanika koji su u potpunosti odgovorili na sva
pitanja anketnog upitnika. Uzorak je post
hoc uskladen s dostupnim statistickim poka-
zateljima.

IstraZivanje je obuhvatilo 280 Zena
47.9%) i 305 muskaraca (52,1%). Za potre-
be ovog rada definirane su tri dobne skupine
korisnika interneta u Republici Hrvatskoj, i
to skupina od 18 do 34 godine, potom ona
od 35 do 54 godine te skupina od 55 do 64
godine. Dobna skupina od 65 do 74 godine
iskljucena je iz ovog istrazivanja buduéi da
ima najmanji broj korisnika interneta (prema
podatcima CBS, 2018) te je preporuka da se
ona pokusSa samostalno istraziti. Dobna sku-
pina od 18 do 34 godine u uzorku ¢ini 37,4%,
udio ispitanika starosti od 35 do 54 godine
je 50,0% uzorka, dok ispitanike dobne sku-
pine od 55 do 64 godine ¢ini 12,5% ukupnog
broja sudionika. Iako ima manjih odstupanja,
ovakav uzorak moZe se smatrati reprezenta-
tivnim u odnosu na ukupnu populaciju.

Vezano na geografsku distribuciju, u
ovom istraZivanju sudjelovalo je 34,2% ispi-
tanika iz Jadranske Hrvatske i 65,8% iz Kon-
tinentalne Hrvatske (podjela prema NUTS-
2). Najcesce su ispitanici imali zavrSenu
visoku stru¢nu spremu (38,9%), potom ma-
gisterij i doktorat znanosti (24,4%) te srednju
struénu spremu (23,4%). Nitko od ispitanika
nije imao zavrSenu samo osnovnu $kolu. Is-
pitanici su najceSce bili zaposleni u javnom
sektoru (41,4%), a potom u privatnom sekto-
ru. Freelanceri su Cinili 2,7% ispitanika, a
relativno je nizak udio umirovljenika (2,6%),
$to je logi¢no jer istrazivanjem nije bila obu-
hvacena populacija starija od 65 godina pa je

5. RESULTS AND DISCUSSION

5.1. Sociodemographic profile of the
respondents

The research included 774 participants
from the Republic of Croatia with Internet
access, of whom 585 fully answered the
questions and make up the sample size in
this research (N=585). Only the results of the
respondents who fully answered all the ques-
tions of the questionnaire were included in
the analysis. The sample is post hoc aligned
with the available statistical indicators.

The research included 280 women (47.9%)
and 305 men (52.1%). For the purposes of this
work, three age groups of Internet users in
the Republic of Croatia were defined, name-
ly the group aged 18 to 34, followed by the
group aged 35 to 54, and the 55 to 64 group.
The 65 to 74 age group was excluded from
the research due to the smallest number of
Internet users (according to the data of CBS,
2018), and is recommended to be the subject
of an independent investigation. The 18 to 34
group accounts for 37.4% of the sample, the
respondents aged 35 to 54 make up 50.0% of
the sample, while respondents aged 55 to 64
constitute 12.5% of the total number of partic-
ipants. Despite minor deviations, this sample
can be considered representative in relation to
the total population.

With regard to their geographic distribu-
tion, 34.2% of the participants originate from
the Adriatic Croatia and 65.8% from Conti-
nental Croatia (division according to NUTS-
2). Most of the respondents had a university
degree (38.9%), followed by a master’s de-
gree and doctorate (24.4%) and a secondary
education (23.4%). None of the respondents
had completed only primary school. The
majority of the respondents (41.4%) were
employed in the public sector, followed by
the private sector with freelancers and retir-
ees making up 2.7% and 2.6% respectively,
which is consistent as the research did not
include the population over 65, so the re-
search covered the majority of the working
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istraZivanjem tako obuhvaceno vecinski rad-
no stanovnistvo. Prema bracnom statusu naj-
CeSce su ispitanici bili oZenjeni (46,8%), Sto je
i ocekivano s obzirom na ve¢ navedenu dob-
nu strukturu ispitanika i obiljezja populacije
Republike Hrvatske (CBS, 2017). Ispitanici
su najcesée ostvarivali prihode u prihodnom
razredu od 5.001,00 kn do 7.500,00 kn. To je,
naime, i prihodni razred u kojem se krece pro-
sjecna placa u Hrvatskoj (CBS, 2018).

5.2. Obiljezja ispitanika vezana za
navike putovanja

Rezultati dijela istraZivanja vezanog
za navike putovanja ispitanika pokaza-
li su da 19,8% ispitanika zbog posla rje-
de od jednom godiSnje odlazi na putova-
nje. NeSto manje od jedne treéine ispita-
nika putuje jednom (17,7%) ili dva puta
godisnje (10%) na poslovno putovanje.
Ukupno 17,4% ispitanika zbog posla putuje
Cetiri ili viSe puta, dok 15,2% uopée ne pu-
tuje. Ukupno 42,2% ispitanika zbog odmora
putuje jednom ili dva puta godiSnje te 28%
rjede od jednom godiSnje. Pokazalo se ta-
koder da relativno mali postotak ispitanika
(9%) putuje Cetiri i viSe puta godiSnje radi
odmora, a svega je 3,8% ispitanika navelo
da uopce ne putuje. Rezultati su takoder po-
kazali da ispitanici u okviru putovanja radi
odmora najviSe putuju zbog novih iskustava i
doZzivljaja (57,2%), zatim zbog kulturnih zna-
menitosti i dogadanja (33,8%), dok su najma-
nje putovali motivirani zdravstvenim (2,5%)
i vjerskim razlozima (2,1%).

5.3. Upoznatost sa épanjolskom
i Italijom kao odabranim
destinacijama

Ispitanici su slu¢ajnim odabirom bili izla-
gani slikovnom sadrzaju s drustvenih medija
pojedine nacionalne turisti¢ke organizacije te
je 318 ispitanika bilo izloZeno slikovnom sa-
drZaju nacionalne turisti¢ke organizacije Spa-
njolske, a 267 slikovnom sadrZaju nacionalne

population. According to marital status, re-
spondents were most often married (46.8%),
which is expected considering the already
mentioned respondents’ age structure and
the characteristics of the population of the
Republic of Croatia (CBS, 2017). The income
range of the respondents’ earnings was most
often between EUR 663.75 and EUR 995.42,
which is in line with the average salary range
in Croatia (CBS, 2018).

5.2. Characteristics of the
respondents’ travel habits

The results of the part of the research re-
lated to the respondents’ travel habits showed
that 19.8% of them travel less often than once
a year due on business. Slightly less than one
third of the respondents travel once (17.7%)
or twice a year (10%) on business trips. A to-
tal of 17.4% of them travel four or more times
for work, while 15.2% do not travel at all. As
many as 42.2% travel once or twice a year
for vacation, and 28% travel less often than
once a year. A relatively small percentage
of the respondents (9%) travel four or more
times a year for vacation, while only 3.8%
of them stated that they do not travel at all.
The results also showed that the respondents
travel mostly for the sake of new experiences
and experiences (57.2%) or for cultural sights
and events (33.8%), while the smallest share
of travelling was motivated by health (2.5%)
or for religious reasons (2.1%).

5.3. Familiarity with Spain and Italy
as the selected destinations

The respondents were randomly exposed
to image content from the social media of
each national tourist organisation, and 318
respondents were exposed to image content
of the Spanish NTB, and 267 to the image
content of the Italian NTB. The results also
showed that the respondents were signifi-
cantly more familiar with Italy than with
Spain. Likewise, the respondents showed
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turisticke organizacije Italije. Rezultati su
pokazali da su ispitanici znatno vi$e upozna-
ti s Italijom nego Spanjolskom. Jednako tako
ispitanici su iskazali znatno vecu iskustvenu
upoznatost s Italijom nego sa Spanjolskom,
Sto je i ocekivano jer su prethodna istraZivanja
pokazala da blizina destinacije uvelike utjece
na upoznatost ispitanika. Sukladno tome naj-
¢esce su informacije o Italiji ispitanici dobili
posjetom (53,48 %), dok je kod Spanjolske taj
izvor tek na Sestom mjestu s udjelom od 30,77
%. Prvi izvor informacija kod Spanjolske su
drustveni mediji (38,14 %), dok je kod Italije
taj nacin stjecanja prvih informacija na tre-
¢em mjestu s udjelom od 39,19 %. Ovo uka-
zuje na to da su drustveni mediji vazan izvor
informacija, posebno kod onih koje su vise
udaljene od emitivnih trzista. Zato te destina-
cije trebaju posvetiti viSe paznje komunikaciji
na digitalnim platformama kao $to su drustve-
ni mediji. Naj¢esce korisSteni drustveni mediji
putem kojih su se ispitanici u ovom istraZiva-
nju informirali o Italiji i Spanjolskoj su Face-
book, Youtube i Instagram, §to je i oCekiva-
no s obzirom na to da ove druStvene medije
potrosaci inace najcesce i koriste, a ove dvije
destinacije sa svojim ciljnim trziStima komu-
niciraju putem ovih drustvenih medija.

5.4. Povezanost kategorija
slikovnog sadrzaja destinacije i
angaziranosti potrosaca

Slikovni sadrZaji razvrstani su u tri naj-
ceSée opce kategorije, i to priroda i pejzaz,
arhitektura i nacin Zivota (bez obzira na
drustveni medij na kojemu su objavljene) te
je testirano postoje li statisticki znacajne ra-
zlike kod angaZiranosti potroSaca s obzirom
na razlicite kategorije slikovnog sadrzaja na-
cionalnih turistickih organizacija. Analizom
varijance (ANOVA), pri razini znacajnosti od
5% 1 danim stupnjevima slobode, utvrdeno
je da postoje statisticki znacajne razlike kod
angaziranosti potro$aca s obzirom na razliCi-
te kategorije slikovnog sadrZaja nacionalnih
turistiCkih organizacija (p=0,002). Nadalje su

significantly higher experiential familiarity
with Italy than with Spain, which is expected
because the previous research showed that
proximity to a destination highly affects the
respondents’ familiarity. Accordingly, the
respondents most often received information
about Italy by visiting (53.48%), while with
Spain this source was ranked only sixth with
a 30.77% share. The first source of informa-
tion about Spain is the social media (38.14%),
while this way of acquiring first information
about Italy is in the third place with a share of
39.19%. This indicates that the social media
are an important source of information, espe-
cially for the destinations that are more dis-
tant from the outbound markets. Therefore,
these destinations need to pay more attention
to communication on digital platforms such
as social media. The most frequently used
social media through which the respondents
in this study were informed about Italy and
Spain are Facebook, Youtube and Instagram,
which is expected given that these social me-
dia are mostly used by consumers, and that
these two destinations communicate through
these social media with their target markets.

5.4. The connection between the
destination image content
categories and consumer
engagement

The image content was divided into three
most common general categories, namely ‘na-
ture and landscape’, ‘architecture and lifestyle’
(regardless of the social medium on which
they are published), and tested for statistical-
ly significant differences in the consumer en-
gagement with the different categories of im-
age content of national tourism organisations.
The analysis of variance (ANOVA) at a 5%
significance level and with the given degrees
of freedom revealed statistically significant
differences in the consumer engagement with
regard to different categories of image content
of national tourist organisations (p=0.002).
Furthermore, the differences in consumer en-
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testirane razlike u angaziranosti potrosaca s
obzirom na kategoriju slikovnog sadrZaja u
obliku podprocesa koji ju Cine (preporuka,
dijeljenje, uenje, socijalizacija i potrosnja).
Pritom je analizom varijance (ANOVA), pri
razini znacajnosti od 5% i danim stupnjevima
slobode, utvrdeno da postoje statisticki zna-
¢ajne razlike kod tri od ukupno pet podpro-
cesa angaziranosti potrosaca kod ispitanika
izloZenih razli¢itim kategorijama slikovnog
sadrZaja s druStvenih medija nacionalnih tu-
ristiCkih organizacija. Podprocesi kod kojih
su utvrdene statisticki znacajne razlike su pre-
poruka (p=0,001), ucenje (p=0,000) i socija-
lizacija (p=0,001). Kod dva podprocesa nisu
utvrdene statisticki znacajne razlike izmedu
ispitanika koji su izlagani razli¢itim katego-
rijama slikovnih sadrZaja, a to su podprocesi
dijeljenje (p=0,099) i potrosnja (p=0,128).

gagement with regard to the category of image
content in the form of sub-processes constitut-
ing it (advocating, sharing, learning, socializa-
tion and consumption) were tested. Analysis of
variance (ANOVA), at a 5% significance and
the given degrees of freedom, established sta-
tistically significant differences in three of the
five sub-processes of consumer engagement
with the respondents exposed to different cat-
egories of image content from social media of
national tourist organisations. The sub-pro-
cesses with statistically significant differenc-
es were ‘advocating’ (p=0.001), ‘learning’
(p=0.000) and ‘socialization’ (p=0.001). In
two sub-processes, no statistically significant
differences were found between the respon-
dents who were exposed to different categories
of image content, namely the sub-processes of
sharing (p=0.099) and consumption (p=0.128).

Tablica 1: Rezultati analize varijance s obzirom na kategoriju slikovnog sadrZaja
nacionalne turisticke organizacije

df F p n2

PREPORUKA Izmedu skupina 2 6,633 ,001 022
Unutar skupina 582

DIJELJENJE Izmedu skupina 2 2,323 ,099 ,008
Unutar skupina 582

UCENJE Izmedu skupina 2 8,454 ,000 ,028
Unutar skupina 582

SOCIJALIZACIJA Izmedu skupina 2 7,460 | ,001 025
Unutar skupina 582

POTROSNJA Izmedu skupina 2 2,062 | ,128 ,007
Unutar skupina 582

Izvor: Obrada autora

Table 1: The results of the analysis of variance with regard to the category of image
content of the national tourist organisation

df F p n2

ADVOCATING Between groups 2 6.633 | .001 022
Within groups 582

SHARING Between groups 2 2.323 .099 008
Within groups 582

LEARNING Between groups 2 8.454 | .000 .028
Within groups 582

SOCIALIZATION Between groups 2 7460 | .001 .025
Within groups 582

CONSUMPTION Between groups 2 2.062 | .128 .007
Within groups 582

Source: Author
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S obzirom na to da su u ovom istraZiva-
nju ispitanici slikovnim sadrZajima izlagani
samo jedanput, to bi dijelom moglo objasniti
¢injenicu da kod podprocesa dijeljenja nije
utvrdena statisticka znacajnost. S druge stra-
ne, vazna je implikacija za nacionalne turi-
sticke organizacije da ne postoji statisticka
znacajnost kod procesa potrosnje s obzirom
na razliCite kategorije slikovnog sadrzaja.
Dakle, ne postoje razlike kod odluke o posje-
ti sluzbenih profila destinacija na druStvenim
medijima, gledanja slikovnog sadrzaja ili ¢i-
tanja objava na profilima na dru$tvenim me-
dijima nacionalnih turistickih organizacija s
obzirom na sadrZaj koji je objavljen.

U nastavku su rezultati post hoc usporebi
kod podprocesa angaziranosti potroSaca kod
kojih su utvrdene statisticki znaCajne razlike
izmedu razlicitih kategorija slikovnog sadr-
Zaja. U svrhu provodenja post hoc analize
koriSten je Scheffe test.

Given that in this study the respondents
were exposed to image content only once,
this could partly explain the fact that no sta-
tistical significance was found in the sharing
sub-process. On the other hand, an important
implication for national tourist organisations
is that there is no statistical significance in
the consumption process given the different
categories of image content. Thus, there are
no differences in the decision to visit official
destination profiles on social media, view
image content or read posts on the social me-
dia profiles of national tourist organisations
with regard to the published content.

Below are the results of post hoc compar-
isons in the consumer engagement sub-pro-
cess where statistically significant differenc-
es were found between different categories
of image content. For the purpose of con-
ducting post hoc analysis, the Scheffe test
was used.

Tablica 2: Rezultati post hoc usporedbi podprocesa preporuka, ucenje i socijalizacija s
obzirom na kategorije slikovnog sadrZaja koristenjem Scheffe testa

Kategorija slike Kategorija slike | Prosjecna razlika p
PREPORUKA Arhitektura/ Priroda i krajolik 28920 056
gradevine Nadin Zivota A2255° 002
Priroda i pejzaz Arhitektura -,28920 056
Nacin Zivota ,13336 536
Nacin zivota Arhitektura -,42255* 002
Priroda i krajolik -,13336 536
UCENJE Arhitektura/ Priroda i krajolik ,31200" 025
gradevine Natin Zivota A45466° 000
Priroda i pejzaz Arhitektura -,31200" 025
Nacin Zivota ,14267 A56
Nacin zZivota Arhitektura -,45466" ,000
Priroda i krajolik -,14267 456
SOCIJALIZACIJA | Arhitektura/ Priroda i krajolik 43149° 002
gradevine Nadin Zivota 36946° 009
Priroda i pejzaz Arhitektura -,43149° 002
Nacin Zivota -,06204 877
Nacin zivota Arhitektura -,36946" 009
Priroda i krajolik 06204 877

Izvor:

Obrada autora
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Table 2: Results of post hoc comparison of the sub-process of advocating, learning and
socialization with regard to the categories of image content using the Scheffe test

Image category Image category Average difference p

ADVOCATING Architecture/ Nature and landscape .28920 056
buildings Lifestyle 42255 002

Nature and landscape | Architecture -.28920 056

Lifestyle 13336 .536

Lifestyle Architecture -42255 " .002

Nature and landscape -.13336 .536

LEARNING Architecture/ Nature and landscape .31200 * 025
buildings Lifestyle A5466 " .000

Nature and landscape | Architecture -.31200 " 025

Lifestyle 14267 456

Lifestyle Architecture -45466 " .000

Nature and landscape -.14267 456

SOCIALIZATION | Architecture/ Nature and landscape 43149 " .002
buildings Lifestyle 36946 * 009

Nature and landscape | Architecture -43149 002

Lifestyle -.06204 .877

Lifestyle Architecture -.36946 ° .009

Nature and landscape 06204 877

Source: Author

Rezultati Scheffeovog testa pokazuju
kako su kod sva tri podprocesa angaziranosti
potrosaca utvrdene statisti¢ki znacajne razli-
ke izmedu kategorije arhitektura/gradevine
te drugih kategorija slikovnog sadrzaja.

Moze se zakljuciti da se kategorija arhi-
tektura/gradevine razlikuje od ostalih kate-
gorija slikovnog sadrzaja u pogledu utjecaja
na pojedine podprocese angaziranosti potro-
Saca. Moguce je da prikazuju prepoznatljive
atrakcije u obliku gradevina koje ispitanici
prepoznaju i povezuju s odredenom destina-
cijom (Italijom ili Spanjolskom), §to dovodi
do odredenih podprocesa angaZiranosti po-
troSaca. Za razliku od nje, kategorije priroda
1 pejzaZz i nadin Zivota ne prikazuju speci-
ficne prizore destinacije, nego su to plaza i
more, dok se u kategoriji nacin Zivota prika-
zuju prizori uske ulice u kojoj se nalaze ljudi
koji obavljaju svakodnevne aktivnosti. Takvi
se prizori mogu vezati uz velik broj medite-
ranskih destinacija te je za ispitanika tesko
odrediti o kojoj destinaciji je konkretno rije¢.

The results of the Scheffe test show that in
all three sub-processes of consumer engagement
statistically significant differences were found
between the category of architecture/buildings
and other categories of image content.

Consequently, the ‘architecture/build-
ings’ category differs from other categories
of image content in terms of the impact on
the individual sub-processes of consumer en-
gagement. It is possible that they show recog-
nizable attractions in the form of buildings
that respondents recognize and associate
with a particular destination (Italy or Spain),
leading to certain sub-processes of consum-
er engagement. In contrast, the ‘nature and
landscape’ and ‘lifestyle’ categories do not
show specific destination scenes, but beach-
es and the sea, while the ‘lifestyle’ category
shows scenes of a narrow street with people
engaged in daily activities. These scenes can
be associated with a large number of Med-
iterranean destinations, and their exact loca-
tion or is difficult to determine. In addition, as
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Osim toga, kako je ve¢ navedeno, ispitanici-
ma je upoznavanje kulturnih znamenitosti i
kulturnih dogadanja na drugom mjestu naj-
¢es¢ih motiva zbog kojeg poduzimaju puto-
vanja zbog odmora, §to moZe biti jedan od
razloga navedenih statistickih razlika kod
kategorije arhitektura/gradevine. No potreb-
na su dodatna istraZivanja u kojima ée se
povezati motivi putovanja, razliciti slikovni
sadrZaji 1 podprocesi angaziranosti kako bi
se moglo potvrditi navedenu pretpostavku.
Temeljem testiranja hipoteze analizom
varijance (ANOVA) utvrdeno je da postoji
statisticki znacajna razlika kod angaZirano-
sti potrosaca s obzirom na razliCite kategorije
slikovnog sadrzaja. Detaljnijom analizom i ko-
riStenjem t-testa utvrdeno je da kod tri od pet
podprocesa angaZziranosti postoje statisticki
znacajne razlike kod ispitanika koji su bili izlo-
Zeni razli¢itim kategorijama slikovnog sadrzaja
na drustvenim medijima nacionalnih turistic-
kih organizacija. Time je hipoteza potvrdena.

5.5. Povezanost obiljezja drustvenih
medija na slikovnim sadrzajima i
angaziranosti potrosaca

T-test je pokazao kako kod cetiri od pet
podprocesa angaZiranosti potrosaca ne po-
stoje statisticki znacajne razlike s obzirom
na okvir slikovnog sadrzaja. De Vries, Gen-
sler i Leeflang (2012) utvrdili su utjecaj broja
svidanja (eng. like) na broj pozitivnih komen-
tara. Stoga se pretpostavljalo da ¢e slikovni
sadrZaji s okvirom potaknuti veéu angazira-
nost potros$aca, no statisti¢ki znacajna razli-
ka utvrdena je jedino kod podprocesa ucenje
(p <0,05). Rezultati usporedbe angaZiranosti
potroSaca s obzirom na vrstu druStvenog me-
dija koriStenjem t-testa pokazali su kako ne
postoji statisticki znacajna razlika nijednog
podprocesa angaZiranosti potroSaca s obzi-
rom na vrstu drustvenog medija. Ovaj rezul-
tat o¢ekivan je s obzirom na to da je kod ka-
tegorije ,,bez okvira”, odnosno bez dodatnih
informacija o slikovnom sadrzaju (ne vide se
brojevi svidanja, komentara ili dijeljenja, niti

already mentioned, getting to know cultural
sights and events was the respondents’ sec-
ond most common reason for taking holiday
trips, which may be one of the reasons for the
statistical differences in the category of archi-
tecture/buildings. However, further research
is necessary to link travel motives, different
image contents and engagement sub-process-
es in order to confirm this assumption.

The hypothesis testing analysis of variance
(ANOVA) established a statistically significant
difference in consumer engagement with re-
spect to different categories of image content.
A more detailed analysis and use of the t-test
found that in three of the five sub-processes of
engagement there are statistically significant
differences in respondents who were exposed
to different categories of image content on
social media of national tourist organisations.
Thus, hypothesis HI was confirmed.

5.5. The relationship between
the social media features on
image content and consumer
engagement

The T-test showed that in four of the five
consumer engagement sub-processes no sta-
tistically significant differences with respect
to the image content framework. De Vries,
Gensler and Leeflang (2012) determined the
influence of the number of likes on the num-
ber of positive comments. Therefore, it was
assumed that pictorial content with a frame
will encourage greater consumer engage-
ment, but a statistically significant difference
was found only in the ‘learning’ sub-process
(p < 0.05). The results of the comparison
of consumer engagement with regard to the
type of social media using the t-test showed
no statistically significant difference in any
sub-process of consumer engagement with
respect to the type of social media. This re-
sult is expected given that with the frameless
category, i.e. without additional information
about the image content (no numbers of
likes, comments or shares, nor which social
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koji je druStveni mediji u pitanju), teSko utvr-
diti drustveni medij na kojemu je objavljen
slikovni sadrzaj. Slikovni sadrZaji na Face-
booku i Instagramu jako su sli¢ni te je bez
dodatnih obiljeZja (okvira) tesko utvrditi o
kojem je drustvenom mediju rijec.

5.6. Moderatorska uloga afektivnih
asocijacija vezanih za destinaciju
u vezi izmedu kategorije
slikovnog sadrzaja i angaziranosti
potrosaca

Drugom hipotezom testiran je moderator-
ski utjecaj afektivnih asocijacija vezanih za de-
stinaciju na odnos izmedu razli¢itih kategorija
slikovnog sadrzaja i angaZiranosti potrosaca.
Za potrebe testiranja takoder je koriStena je
Hayesova makronaredba PROCESS. Rezul-
tati ovog testiranja pokazali su da negativne
afektivne asocijacije prema destinaciji ne ¢ine
znacajnu prediktorsku varijablu za kriterijsku
varijablu angaZiranost potro$aca (p=0,137),
kao niti znafajnu moderatorsku varijablu
(p=0,293). U nastavku su prikazani rezultati
testiranja za pozitivne afektivne asocijacije.

media is in question), it was difficult to de-
termine which social media the image con-
tent was published on. The image content on
Facebook and Instagram is very similar, and
without additional features (frames) it is dif-
ficult to determine which social media it is.

5.6. The moderating role of
destination-related affective
associations in the relationship
between image content category
and consumer engagement

The second hypothesis tested the moder-
ating influence of destination-related affective
associations on the relationship between the
different categories of image content and con-
sumer engagement. Hayes” macro PROCESS
was also used for testing purposes and the
results showed that negative affective associ-
ations to a destination do not constitute a sig-
nificant predictor variable for the ‘consumer
engagement’ criterion variable (p=0.137), nor
a significant moderator variable (p=0.293).
The test results for positive affective associa-
tions are presented hereafter.

Tablica 3: Moderatorski utjecaj pozitivnih afektivnih asocijacija vezanih za destinaciju
na odnos izmedu razlicitih kategorija slikovnog sadriaja i angaZiranosti potrosaca

R R? MSE F dfl df2 p
,502 252 ;732 65,123 3,000 581 000
coeff se t p LLCI ULCI
Kategorija slike (X) -091 043 -2, 103 036 -,176 -,006
Pozitivnost (W) ,103 008 13,751 000 089 ,118
Interakcija -022 009 -2,310 021 -,040 -,003

Izvor: Obrada autora

Table 3: Moderator influence of positive affective associations related to the destination on
the relationship between different categories of image content and consumer engagement

R R? MSE F dfl df2 p
502 252 732 65.123 3.000 581 000
coeff se t P LLCI ULCI
Image category (X) -091 043 -2.103 036 -.176 -.006
Positivity (W) .103 008 13.751 000 089 118
Interaction -022 009 -2.310 021 -.040 -.003

Source: Author
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Prema rezultatima p-vrijednosti
(p=0,000) moZe se zakljuciti kako su nave-
dene varijable znacajne prediktorske varija-
ble za kriterijsku varijablu angaZiranost po-
troSaca. Koeficijent determinacije pokazuje
da te varijable pridonose objaSnjenju ukupne
varijance za 25,2%. U drugom dijelu rezul-
tata prikazani su rezultati moderatorskog
utjecaja pozitivnih afekcija prema destinaci-
ji. Razina znacajnosti u retku Interakcija po-
kazuje kako pozitivne afekcije prema desti-
naciji predstavljaju znacajnu moderatorsku
varijablu (p=0,021).

Temeljem testiranja hipoteze Hayesovom
makronaredbom PROCESS utvrdeno je da
afektivne asocijacije vezane za destinaciju
imaju moderatorski utjecaj na odnos izme-
du razliCitih kategorija slikovnog sadrzaja i
angaziranosti potroSaca. Stoga je hipoteza
potvrdena.

6. ZAKLJ UCAK I PREPORUKE ZA
BUDUCA ISTRAZIVANJA

Ovaj rad imao je za cilj dati dublji uvid u
analizu angaZiranosti potroSaca u odnosu na
specifi¢ne slikovne sadrZaje koje turisticke
organizacije objavljuju na drusStvenim me-
dijima. U tu svrhu provedena je analiza re-
levantne znanstvene literature, kao i slozeno
empirijsko istraZivanje koje je dalo vrijedan
doprinos razumijevanju navedenih podrucja
istraZivanja.

Vrlo vaZan teorijski doprinos ovog rada
lezi u analizi i testiranju angaZiranosti po-
troSaca kao multidimenzionalnog konstrukta
kvazieksperimentalnim pristupom. Kon-
strukt angaZiranosti potroSaca s pet procesa,
koji je prilagoden za potrebe ovog istraziva-
nje, definirali su Brodie et al. (2013). No, s
obzirom na to da su navedeni autori provo-
dili kvalitativno istraZivanje, nedostajale su
Cestice koje bi omogudile ponovno testiranje
podprocesa angaZiranosti potroSaca u dru-
gim specificnim kontekstima. Iz tog su razlo-
ga prvo prilagodeni podprocesi za kontekst
turizma te su definirane Cestice za mjerenje

According to the p-value results
(p=0.000) it can be concluded that they are
significant predictor variables for the ‘con-
sumer engagement’ criterion variable. The
coefficient of determination shows that these
variables contribute to the explanation of the
total variance by 25.2%. The second part of
the results presents the results of the moder-
ator influence of positive affections towards
the destination. The significance level in the
‘interaction’ row shows how positive affec-
tions towards the destination represent a sig-
nificant moderator variable (p=0.021).

Based on testing the hypothesis with
Hayes’ macro PROCESS, it was found that
affective associations related to the destina-
tion have a moderating effect on the relation-
ship between different categories of image
content and consumer engagement. Hence,
the hypothesis was confirmed.

6. CONCLUSION AND
RECOMMENDATIONS FOR
FUTURE RESEARCH

The aim of this paper was to provide a
deeper insight into the analysis of consum-
er engagement in relation to specific image
content published by tourist organisations on
social media. For this purpose, an analysis of
the relevant scientific literature was carried
out, as well as complex empirical research
that made a valuable contribution to the un-
derstanding of the research areas.

A very important theoretical contribution
of this paper lies in the analysis and testing
of consumer engagement as a multidimen-
sional construct by using a quasi-experi-
mental approach. The construct of consum-
er engagement with five sub-processes was
defined by Brodie et al. (2013) and adapted
for the purposes of this research. Howev-
er, considering that the mentioned authors
conduced a qualitative research, the scales
that would allow retesting of the consumer
engagement sub-processes in other specific
contexts were missing. For this reason, the
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svakog pojedinog podprocesa. Treba takoder
istaknuti znacaj primjene kvazieksperimenta
kao specificne metode istraZivanja u podruc-
ju analize angaZiranosti potroSaca u turizmu,
bududi da su analize pokazale da se u vrlo
malom broju istraZivanja angaZiranosti po-
troSaca koriste eksperimentalne ili kvaziek-
sperimentalne metode (Maslowska, Maltho-
use i Collinger, 2016; So, Li i Kim, 2020).

U okviru pripreme i dizajna kvaziekspe-
rimenta provedeno jo§ jedno istraZivanje, a
ono je bilo vezano uz analizu slikovnih sa-
drZaja objavljenih na dru$tvenim medijima
turistickih organizacija Spanjolske i Italije.
Prikupljeni rezultati dali su dublji uvid u
strukturu slikovnih sadrzaja koje odabrane
nacionalne turisticke organizacije objavljuju
na svojim drustvenim medijima. Provedena
analiza sadrZaja pokazala je isto tako da na-
vedene dvije destinacije na druStvenim me-
dijima ve¢inom komuniciraju slikovnim sa-
drzajima ¢iji su dominantni atributi priroda
1 pejzaz, arhitektura/gradevine i nacin Zivo-
ta. Istrazivanje koje su proveli Usakli, Kog i
Sonmez (2017) dovelo je do slicnog zakljuc-
ka te je utvrdeno da gotovo polovica svih
objava nacionalnih turistickih organizacija
na drustvenim medijima vezana za prirodne
atrakcije, zatim za kulturne atrakcije, povije-
sne atrakcije, lokalnu kuhinju te rekreaciju.

U ovom radu fokus je bio na analizi po-
vezanosti razli¢itih kategorija slikovnih sa-
drzaja objavljenih na sluzbenim profilima na
drustvenim medijima nacionalnih turistickih
organizacija i pojedinih podprocesa angaZi-
ranosti potroSaca. Rezultati su pokazali da
postoje statisticki znacajne razlike s obzirom
na kategorije slikovnog sadrzaja kod pod-
procesa preporuka, ucenje i socijalizacija.
Detaljnijom je analizom zatim utvrdeno da
se kategorija arhitektura/gradevine razlikuje
od ostalih kategorija kada se promatra utje-
caj kategorija slikovnih sadrZaja na pojedine
podprocese angaziranosti potroSaca. Za-
kljuceno je stoga da ova kategorija najbolje
prikazuje jedinstvena ili prepoznatljiva obi-
ljeZja destinacije, koje ispitanici zbog toga
potencijalno lakSe prepoznaju i povezuju sa

sub-processes were first adjusted to tourism
context and the scales for measuring each of
the individual sub-process were defined. The
significance of the application of quasi-ex-
periments as a specific research method in
the field of consumer engagement analysis in
tourism, should also be highlighted too, since
analyzes have shown that very few consum-
er engagement studies used experimental or
quasi-experimental methods (Maslowska,
Malthouse and Collinger, 2016; So, Li and
Kim, 2020).

As part of the preparation and design
of the quasi-experiment, another study was
conducted, and it was related to the analysis
of image content published on the social me-
dia of the tourist organisations of Spain and
Italy. The collected results gave a deeper in-
sight into the structure of image content that
the selected national tourist organisations
publish on their social media. The content
analysis that was carried out also showed
that the mentioned two destinations mainly
communicate on social media with image
content whose dominant attributes are nature
and landscape, architecture/buildings and
lifestyle. The research conducted by Usak-
11, Ko¢ and Sénmez (2017) led to a similar
conclusion and found that almost half of all
posts by national tourism organizations on
social media are related to natural attrac-
tions, followed by cultural attractions, histor-
ical attractions, local cuisine and recreation.

To conclude, this paper focuses on the
analysis of the connection between differ-
ent image content categories published on
the official social media profiles of national
tourist organisations and individual sub-pro-
cesses of consumer engagement. The results
showed that statistically significant differ-
ences with regard to the categories of image
content exist in the sub-processes of advo-
cating, learning and socialization. A more
detailed analysis showed that the ‘architec-
ture/buildings’ category differed from other
categories when their impact on individual
sub-processes of consumer engagement was
observed. It was therefore concluded that



164

Acta Turistica, Vol 34 (2022), No 2, pp 131-171

specificnom destinacijom (Zhang, Chen i
Lin, 2020). Temeljem toga, iskazuju interes
za ucenjem o destinaciji, spremni su spome-
nuti ju u razgovorima, ali i preporuditi ju.
Za razliku od toga, slikovni sadrzaji na
kojima su dominantno prirodni atributi nisu
toliko specifi¢ni, posebno u ovom istraziva-
nju gdje su analizirane dvije mediteranske
destinacije sa sli¢nim prirodnim obiljeZjima.
Treba takoder napomenuti kako su se afek-
tivne asocijacije pokazale kao znacajan mo-
derator u odnosu izmedu kategorija slikovnih
sadrzaja i angaZiranosti potroSaca, kao i zna-
¢ajan prediktor angaZiranosti potroSaca. To
potvrduje i istraZivanje Godovykhja i Tasci
(2020), kod kojih je utvrdeno da fotografije
koje izazivaju pozitivne emocije poticu zna-
¢ajno vise razine lojalnosti prema destinaciji,
i to kod svih definiranih Cestica (preporuka,
poticanje prijatelja da posjete destinaciju,
prvi izbor za posjetu, promoviranje na drus-
tvenim medijima, te izbor unato¢ viSim tros-
kovima u usporedbi s drugim destinacijama).

Prema tome, rezultati provedenih anali-
za potvrdili su vaZnost upravljanja sadrZaji-
ma destinacije na drustvenim medijima te su
dali smjernice razli¢itim prakti¢arima koji
se bave marketingom turisti¢kih destinacija
kako ucinkovitije djelovati na pojedine pod-
procese angaziranost potroSaca. No, u kon-
tekstu upravljanja sadrZajima, ne treba za-
nemariti ni vaznost sadrzaja koje generiraju
sami korisnici druStvenih medija, a koji pak
predstavljaju posebno vazan oblik prijenosa
informacije o destinaciji ,,od usta do usta“
(eng. word-of-mouth) (Litvin, Goldsmith i
Pan, 2018; Pourfakhimi, Duncan i Coetzee,
2020). Analizom slikovnih sadrzaja koje
turisti objavljuju na druStvenim medijima
moguce je identificirati njihove preferenci-
je te da se preferencije razlikuju s obzirom
na razli¢ita emitivna trZiSta (Zhang, Chen i
Li, 2019). Stoga je preporuka destinacijama
da u objave ukljucuju slikovne sadrzaje koje
su snimili turisti, posebice oni s odabranih
ciljnih trZista (Deng i Li, 2018). Stvaranjem
i upravljanjem sadrZajima koji su pratite-
ljima korisni i atraktivni poti€e se njihov

this category best represents the unique or
recognizable features of a destination, which
the respondents therefore potentially recog-
nize and associate with a specific destination
more easily (Zhang, Chen and Lin, 2020).
Based on this, they express an interest in
learning about the destination, they are will-
ing to mention it in conversations as well as
recommend it.

Conversely, the ‘image’ content with
dominant natural attributes is not so specific,
especially in this research where two Med-
iterranean destinations with similar natural
features were analyzed. It should also be not-
ed that affective associations proved to be a
significant moderator in the relationship be-
tween the ‘image content’ and ‘consumer en-
gagement’ categories, as well as a significant
predictor of ‘consumer engagement’. This is
also confirmed by the research of Godovykh
and Tasci (2020), where it was determined
that photos that evoke positive emotions en-
courage significantly higher levels of loyalty
towards the destination among all defined
items (recommendation, encouraging friends
to visit the destination, first choice for a visit,
promotion on social media, and choice de-
spite higher costs compared to other desti-
nations).

In conclusion, the results of these analy-
ses have confirmed the importance of man-
aging the destination’s social media con-
tent and also provide guidelines to various
practitioners involved in the marketing of
tourist destinations on how to influence cer-
tain sub-processes of consumer engagement
more effectively. However, in the context of
content management the importance of us-
er-generated content by social media users
themselves should not be ignored as it rep-
resents a particularly important form of in-
formation transmission about the destination
by word-of-mouth (Litvin, Goldsmith and
Pan, 2018; Pourfakhimi, Duncan and Coet-
zee, 2020). By analyzing the image content
that tourists publish on social media it is
possible to identify their preferences and no-
tice that their preferences differ with regard
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angazman, §to ¢ini osnovu za ostvarivanje
dugoroénih odnosa. To vodi do brojnih po-
zitivnih posljedica, kao $to su zadovoljstvo,
predanost, lojalnost i povjerenje (Rather,
2019), a u konacnici moZe smanjiti marke-
tinSke troSkove te olakSati pozicioniranje
destinacije.

Buduca istraZivanja, koja ¢e za cilj imati
utvrdivanje povezanosti slikovnog sadrZzaja
turisti¢kih organizacija i angaZiranosti po-
troSaca eksperimentalnim metodama, trebala
bi se provesti u kontroliranim uvjetima, kako
bi se smanjili ili u potpunosti iskljuéili vanj-
ski utjecaji koji mogu utjecati na ispitanike.
Ukljucivanje ispitanika trebalo bi se temeljiti
na jednostavnom slucajnom odabiru kako bi
se unaprijedila vanjska valjanost eksperimen-
ta. Osim toga, u analizu bi se trebale uvrstiti
i one kategorije slikovnog sadrZaja koje na-
cionalne turistiCke organizacije ne objavlju-
ju ucestalo na svojim druStvenim medijima,
kao i slikovne sadrzaje s razli¢itim drugim
obiljezjima (Yim, Malefyt i Khuntia, 2021),
kao Sto su kvaliteta slikovnih sadrZaja (Mar-
der et al., 2021), usmjerenost/ Zivotopisnost
poruke (Yousaf et al., 2021), boje slikovnih
sadrzaja (Yu i Egger, 2021), ali isto tako i
razlicite vrste drugih sadrZaja koje destinaci-
je objavljuju, osim samo slikovnih sadrzaja.
Nadalje, ovakva i slina druga istraZivanja
trebala bi se provoditi u razli¢itim zemljama.
Na taj nacin ¢e se omoguditi produbljivanje
zaklju€aka o povezanosti razli¢itih vrsta sa-
drZaja i angaZiranosti potroS$aca u turizmu u
razli¢itim destinacijama.
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