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THE ROLE OF PUBLIC RELATIONS IN THE MARKETING OF TOURIST DESTINATIONS IN CROATIA 
Summary
Public relations in the marketing and promotion of tourist destinations in Croatia has been increasingly used as part of the promotional and communication mix. Tourist organisations at the national, regional and local levels which manage these destinations have been spending on public relations from 38% to as much as 65% of all funds earmarked for functional costs. It can therefore be concluded that it plays a significant or even leading role in promotion. However, on the basis of a survey, the author has found that public relations has not been sufficiently recognised as a category and that a single public relations model should be created and adapted for use in marketing in tourism.  
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INTRODUCTION
Public relations, both as a term and as a job, is mentioned on a daily basis and is widely applied in all segments of life and work in society. Public relations is a specific form of communication with special application in tourism. It is a communication model and one of its main purposes is to create a recognisable public image. This purpose is very important in tourism, in particular in the creation of a positive image for a certain destination or for a whole country as a tourist destination.

During times of fierce global competition in terms of offer, special attention is paid to a marketing approach where destination occupies a very special place. The modern view of a tourist destination is very important in the tourism market because tourists travel to a destination which has become recognisable as a place and as a tourism product. In this respect, it is necessary to apply marketing techniques, knowledge and tactics in order to highlight a destination’s comparative advantages and to attract guests.
A big role in the marketing of a destination is played by promotion as part of the marketing mix, and public relations plays a key part in the promotional mix. This particularly refers to the marketing of a tourist destination, where public relations is a significant and reliable way of presenting the product and attracting guests in an efficient and cost-effective way.
Despite the fact that public relations as a component of destination marketing management plays a prominent role both at the global and the national level, this important part of promotional marketing has still not been sufficiently researched. Very comprehensive and abundant literature on public relations include only a very small number of manuals and articles on public relations in tourism, and no scientific publications or textbooks are found on this subject. On the other hand, publications focusing on marketing in tourism deal with public relations as a part of marketing and promotion. 

In literature, there is a conflict between marketing and public relation theorists because the former treat public relations as a part of marketing, while the latter treat it as a separate management function due to its wider scope. These are mostly American public relations theorists who classify the majority of marketing “tools” and means of promotion under tourism public relations. 
After having studied the literature and conducted a survey, the author of this paper took the approach that public relations is a very important part of promotion in tourism and has a direct and comprehensive function in destination marketing. Organisations managing marketing at the destination level, both national tourism organisations and community tourism organisations at a lower level, are right to look for significant and reliable marketing support precisely in public relations. 
As a result of all these points, which can be summarised as the significant application of public relations in tourism and destination marketing, the insufficient and non-specific literature, the conflict of opinions between marketing and public relations theorists and the insufficiently investigated application of public relations in tourism, this paper will attempt to establish, on the basis of a case study of the functioning of the Croatian tourism organisation at the central (national), regional and local levels, the extent to which public relations is used in tourist destination management in Croatia, and to identify its role and importance.
The following hypotheses will be tested: 

1. public relations is a separate category and is not to be identified with advertising or other forms of publicity; 
2. public relations plays a very important role in destination marketing in terms of promoting a tourist destination; 
3. the application of public relations in marketing tourist destinations in Croatia has not been sufficiently recognised. 

This paper is organised in the following manner: after this introduction, the author will provide the basic theoretical postulates about marketing a tourist destination, communicating with the market, and public relations. This will be followed by a presentation of the methods and results of a survey on the application of public relations at national, regional and local levels. The paper will end with a synthesis of the survey and concluding remarks. 
MARKETING OF A TOURIST DESTINATION
In order to be able to talk about the role and importance of applying public relations in the marketing of a tourist destination, the concept should first be defined. 

Marketing in tourism differs from the marketing of a traditional product. This important difference lies in the characteristics of supply and demand. Tourism is a service. Mill and Morrison state: “What is sold is a non-material experience, and not material goods which may be tested before use“ (Moutinho, 2005). 

According to Senečić and Vukonić (1997), in the context of applying marketing in tourism, there are “two specific forms of this application:
- marketing as a basis for establishing and implementing a business policy of individual companies making profit on the tourism market;
-marketing as a basis for establishing and implementing a business policy, that is, as a basic concept for organising placements through tourism (at the level of an individual territorial unit)”.
In this latter case (territorial unit), they actually refer to a tourist destination. 

Moutinho (2005a) believes that: “Although in tourism, in the sector of air carriers, tour operators and hotel chains, there are several major players, tourism is a complex and fragmented industry. Therefore, problems with planning, research and promotion of a specific destination are usually resolved by national tourism organisations at the national level but often also by smaller organisations at local and regional levels“.
In brief, the marketing of a tourist destination, as a modern business philosophy and a business activity linking the destination product with the market, takes place at two levels: at the destination level and at the level of the organiser of the offer. This paper will focus on the destination level where marketing activities are generally carried out by national tourism organisations and tourism organisations at a lower level. 
Communicating with the market and promoting a destination 
Communication with the market is one of the most important factors in the marketing process. According to Kesić (2003), communication may take two basic forms: 
1. Mutual communication;
2. Mass communication.
Communication with the market primarily refers to mass communication which entails the media as an intermediary in the communication process. 
Promotional activities may be divided into two large groups (Meler, 1999):

1. primary (basic) promotional activities – advertising, sales promotion, personal selling, public relations and publicity; 
2. secondary (borderline) promotional activities – design, packaging, consumer services, “word of mouth” advertising.
When speaking of the promotional/communication mix and its application at the destination level, the key responsible bodies are community tourism organisations. When promotional activities are directed towards foreign countries, the responsible body is the national tourism organisation and regional organisations which, together with local organisations, are mostly oriented towards the domestic market. 
Tourism workers use all forms of the promotional/communication mix in practice. However, according to the majority of authors, for the purposes of tourism promotion it is sufficient to apply the basic promotional mix: advertising, personal selling, promotions, and public relations. 

Applying public relations
Today, the term “public relations” has a very broad application. According to the definition of the International Public Relations Association founded in 1950 in London, these relations consist of “the determined, planned and sustained effort to establish and maintain mutual understanding between an organisation and its surroundings, that is, the public” (www. ipra.org).
When putting the definitions and scope of public relations, as well as its meaning, into the language of tourism, it may be said that “the concept of public relations in tourism should refer to all activities used by the providers of a tourism offer to create a favourable opinion in the public about their overall activity, their work, their services and the goals of their work. Public relations is a conscious, thought-out and planned activity which might appear in the public spontaneously or under the influence of some other situations and circumstances on the market (Senečić and Vukonić, 1997a).
When talking about the concept of public relations, it is necessary to try to differentiate public relations from other forms of communication.
Marketing and marketing communications theorists often classify public relations under marketing (Kotler, Bowen and Makens, 2001), while public relations theorists regard it as a separate management category (Cutlip, Center and Broom, 2003). Whatever the case, it ultimately has a significant influence on marketing processes. 
With regard to terminology, public relations is often misinterpreted or identified with publicity, advertising and media relations...

In his definition of public relations, Deuschl (2007) states that it is: “a management function using two-way communication and acting in the public interest with the aim of influencing public opinion and with the task of achieving goodwill and understanding for the  organisation”.  
On the other hand, marketing is defined as “a management function, organising and directing all business activities involved in the assessment of consumer needs and turning their purchasing power into a real demand for the product, making it accessible to the consumer and thus earning profit or achieving some other business goal”  (Weber and Boranić, 2000).
Nevertheless, it is very difficult to imagine a marketing process without public relations. They are interconnected and in modern business practice it is thought that the best results are achieved through the synergy of both functions.  

In communication and marketing theories, there are several types of public relations and the differences are mostly based on the target public towards whom the communication is directed. The target public differs depending on the activity or field in question. 
For the purposes of this study, the author has selected an overview of the most frequent types of public relations in tourism, divided by Black (2003) into basic groups covering the majority of the target public in a tourist destination. They are the following:


● media relations and publicity;


● international public relations and consumer relations; 


● community relations and domestic public relations;


● relations with the Government and state administration; 



● internal public relations.
RESEARCH METHODOLOGY
The basic methodology used in the research as a whole was a case study (Zelenika, 2000). The study focused on an example of the functioning of an umbrella community destination organisation of Croatia – the national tourist organisation, one regional community organisation – the Tourist Board of Primorje-Gorski Kotar County, and one local organisation – the Tourist Board of Fužine Municipality. The author examined the relevant business documentation, conducted interviews and investigated the use and application of public relations at tourist destinations of all levels in the Republic of Croatia. 

As a template for his survey, the author used the business reports of tourism organisations at all three levels (the Croatian National Tourism Board Activity Report, 2008; the Kvarner Tourist Board Activity Report, 2009; the Fužine TB Activity Report, 2009) and empirical findings. The author also used data from the Tomas survey – “Attitudes and spending of tourists in Croatia in 2007” (Institute for Tourism, Zagreb, 2008).
The main problem in the survey was classifying the use of public relations in the marketing of a tourism destination since, in their activity reports, tourist organisations at all three levels more or less used marketing terminology, and marketing terminology very often totally “obliterates” public relations. 
In accordance with theoretical research and the main hypotheses, the author used a methodology to show the role and place of public relations (Black, 1993a) and summed up the results by investigating and demonstrating the role and place of public relations in the marketing of tourism destinations in Croatia. When testing the set research goals, the author used the methodologies of research analysis, comparison and synthesis.  
RESULTS OF THE SURVEY
As already mentioned in this paper, marketing management at the destination level in the Republic of Croatia is carried out on the basis of a system of tourist boards. In addition to the umbrella organisation at the national level, in the Republic of Croatia there are 21 county tourist boards, 113 city tourist boards and 143 municipality tourist boards (The Croatian National Tourist Board, 2009). 
Use of public relations at the national level 
Public relations at the national level are managed by the Croatian National Tourist Board (CNTB). In addition to the Central Office in Zagreb, it has 20 offices and representative offices abroad (CNTB, 2009a).  Marketing activities in foreign markets serve to present not only the particular tourism offer, but the country as a whole, including its entire image and the amenities it offers.  
Among public relations techniques, public relations and publicity have one of the most important roles in tourism. The Croatian National Tourist Board gives great attention to study tours and meetings with the press, regular press conferences and other types of cooperation. 
Study tours for media representatives result in newspaper, television and radio reports whose estimated value is much higher than the costs of the study tours. They ensure coverage in the media which may not be achieved so efficiently by advertising with the same amount of funds. 
The Central Office keeps detailed records of all organised journeys according to the profile of the media, country, type of journey and visited destinations. According to 2007 data (CNTB, 2008), Croatia was visited by a total of 842 foreign journalists from 30 countries. The estimated value of written material is close to HRK 770 million, and the value of broadcast television and radio reports is close to HRK 750 million. The total value of all published texts and supplements is estimated at HRK 1,516,211,543, which is equivalent to approximately EUR 205 million. 
As part of public relations activities, the Croatian National Tourist Board awards to foreign media representatives an annual reward for the best published material. The “Golden Pen” award shows journalists that we are aware of the importance of their role in the promotion of Croatia as a tourism destination. In addition, in cooperation with PR agencies and foreign representative offices, monthly email newsletters providing information on the Croatian tourism offer are also sent on a regular basis.  
 (Insert Table 1) 

International public relations and consumer relations are very important because of the orientation of Croatian tourism towards foreign markets. This requires appearances at fairs, providing information and making presentations, designing and publishing brochures and other types of tourist information, creating websites (newsletters) and organising study tours for agents.
Fairs, providing information and making presentations are one of the most direct ways of addressing a wider public in tourism generating countries. In addition to generally presenting Croatian tourism, fairs, the dissemination of information and presentations create an opportunity for business meetings, press conferences, workshops, organisations of special and so-called ad-hoc presentations. At the level of community tourism organisations, fairs are organised as a type of public relations exercise where it is desirable to create a positive public opinion on the whole of Croatia as a tourism destination. In 2007, the Croatian National Tourist Board had a total of 114 appearances at fairs (CNTB, 2008a). The Croatian National Tourist Board estimates that so-called national presentations organised in the most important generating markets for Croatia are highly important. In addition, a total of 51 press conferences (2007) were organised during fairs, workshops, and during the Days and Evenings of Croatia.    
Study tours for travel agents are a form of public relations during which representative offices of the CNTB abroad analyse markets in cooperation with tour operators who offer visits to Croatia in their programmes.  Study tours in Croatia are organised for travel agents selling the Croatian tourist product so that they can be informed about Croatian destinations and attractions.  

The most important role of community relations and domestic public relations is to encourage the whole population to act in a hospitable, warm and “tourist-friendly” manner, and to stimulate the entire community to work in this direction. Community and domestic public relations is aimed at improving the Croatian tourism product and raising the awareness of every inhabitant of Croatia as a tourist country of the need to contribute positively to its tourism development. 
There are several activities carried out by the Croatian National Tourist Board. These are various environmental and educational actions (for example, “I love Croatia”), support for the organisation of events and other projects at the level of tourist boards, as well as other activities aimed at jointly improving the tourism product at the level of the entire country. 
The Croatian National Tourist Board is neither in the formal nor legal sense under the direct control of the Government or Government bodies. However, relations with the Government and state administration, in particular with the line Ministry of Tourism, are very important. Since tourism public relations is an activity which is highly significant for the whole country, and is financed at all levels, that is, from the state, country, city and municipality budgets, government bodies are thus legally entitled to control the functioning of the system of the Croatian National Tourist Board.

Internal public relations in the system of the Croatian National Tourist Board primarily refers to vertical and horizontal communication within the overall system. For this complex system to be able to function properly, it is necessary to establish communication at all levels. This task is easiest in the Central Office of the Croatian National Tourist Board where services and departments communicate on a daily basis. The Central Office ensures a constant exchange of information with its representative offices and other services in the country and abroad.   
The use of public relations is evident from the way in which guests decide to visit Croatia, that is, what kind of information they use. It is clear that there is an increasing tendency among tourists to consult several information sources before deciding to travel to Croatia. The most frequently used are the media (34% in 2007). Therefore, it may be assumed that public and media relations, i.e., publicity, play a very important role in promoting Croatian tourism. Internet communication is also gaining in importance. In 2007, almost 30% of all guests were influenced by the World Wide Web when deciding on their travel destination.   

(Insert Table 2)

Regardless of its wide use, public relations has not been recognised as a category in the documents of the Croatian National Tourist Board. In its place, marketing terminology is used. 
Use of public relations at the regional level
Given the tourism turnover in its territory, the Tourist Board of Primorje-Gorski Kotar County is one of the most important regional tourist organisations in Croatia. The territory of Primorje-Gorski Kotar County covers the Croatian Littoral, islands and a mountain hinterland. Primorje-Gorski Kotar County or, more particularly, the Kvarner tourist region, contributed 20.4% to Croatian tourism turnover in 2008 (Kvarner TB, 2009). In other words, it accounts for one-fifth of total tourism turnover.

Public relations is one of the most significant means of promotion and is frequently used in the business activities of this region. In contrast to the national tourism organisation, Kvarner Tourist Board documents clearly define most public relations activities and treat them as financial items separate from advertising and other promotional activities.  
The Kvarner Tourist Board includes the following activities under public relations (Kvarner TB, 2009a):
1. Appearances at tourism fairs;
2. Special presentations, workshops;
3. Road show presentations;
4. Receiving info and study tours;
5. Newsletters.
The Kvarner Tourist Board organises appearances at fairs both together with the Croatian National Tourist Board and also on its own. In 2008, it participated in 90 fairs organised by the national tourist organisation, and had 54 separate appearances in 19 markets. It also ran 10 presentations of selective forms of tourism and organised 30 workshops. 
Receiving info and study tours is one of the most important tasks of media relations. Welcoming foreign journalists or agents is particularly geared towards those segments of the offer that are being introduced in the market and which, for example, prolong the tourist season or increase the quality of service. In 2008, a total of 66 study groups with 180 journalists and 120 tourist agents from 26 countries visited the Kvarner territory. It is estimated that written material published in 13 million copies of various magazines resulted from these study tours (Kvarner Tourist Board, 2009b).
The Kvarner Tourist Board has well-developed community relations and domestic public relations. These activities are mostly carried out as part of the “I love Croatia” action which has been conducted at the level of the overall system of tourist boards. 
Relations with Government bodies in Kvarner mostly mean relations with the regional government and self-government, that is, with Primorje-Gorski Kotar County, and with all municipalities and towns in its territory. Tourism is one of the most important branches of the economy in this county. The Assembly and the Tourism Council certainly have an influence when the tourism policy for the entire region is created. 
Internal public relations is directed towards employees and towards the network of local tourist offices. In this sense, information is exchanged via electronic and regular mail, by organising joint coordinating meetings and other activities. The Tourist Board of Primorje-Gorski Kotar County issues a monthly supplement under the title “Kvarner – littoral, islands, mountains” in the Novi List newspaper. The supplement is published six times a year and has a circulation of 65,000 copies. The tourist supplement covers all tourism-related events in Kvarner and “is very important in sensitising the public and raising its awareness, and also for promotion in the domestic market” (Kvarner TB, 2009c). 
Use of public relations at the local level 
The Tourist Board of Fužine Municipality is one of the small tourist boards in the continental part of Croatia. It operates in the territory of the subregion of Gorski kotar which is part of Primorje-Gorski Kotar County. 
Since the Tourist Board of Fužine Municipality is an organisation with very low original income (just like most inland boards), a special place in promotion is played by public relations and cooperation with the press, that is, by media relations and publicity. 
The target market of the tourist offer of Fužine is mostly the domestic market since 80% of all overnight stays result from domestic guests. Promotion is mostly carried out through media relations, in particular through relations with electronic media with national concessions: Hrvatska televizija (Croatian television), NOVA–TV, RTL. Among regional TV companies, the most successful cooperation has been established with Kanal Ri from Rijeka. The Board also organises unique or original events to attract the media’s attention. In 2008, there were a total of 48 reports broadcast on national television networks, which is probably the best promotional result on the domestic market among such small tourist destinations (Fužine TB, 2009).
The Tourist Board of Fužine Municipality has been actively cooperating with the following national radio stations: Hrvatski radio (Croatian Radio), especially in broadcasts devoted to tourism, and Narodni radio Zagreb, (Zagreb Folk Radio) also in specialised broadcasts. Promotion in the press is mostly done through the daily newspaper ”Novi List”, and through cooperation with professional magazines and journals, both domestic and foreign. 
Relations with government bodies are very important for the local community. A municipality, as a local self-government unit, is the founder and, due to the lack of original income, the main source of funds for the tourist board. The municipality contributes 30% to the funding and total income of the Tourist Board. Under the law, the President of the Tourist Board is the Head of the Municipality. Since the Fužine Municipality has designated tourism as the key element for future development, tourist board bodies and the director regularly coordinate their work with municipality services.
Community public relations and domestic public relations are carried out at the local level in order to encourage local people to treat their guests in a warm and hospitable manner and to contribute to the overall positive tourism image of the villages. These efforts are aimed at raising the awareness of every inhabitant of the need to achieve better results in environmental protection and landscaping, cleanliness of front yards and public surfaces and to accept and support tourism as a potential development factor. There is, for example, an interesting joint action organised with the municipality of Fužine to improve façades and front yards for which citizens are offered interest-free loans. 
Synthesis of the survey
It has been shown so far that public relations plays a very important role in the marketing of a tourist destination, providing support to all marketing efforts. The network or system of tourist boards in the Republic of Croatia belongs to the non-profit sector. These are non-profit organisations which do not directly sell the tourism product. Public relations acts as an important promotional element in the function of marketing.

It is telling that the official documents of the Croatian National Tourist Board do not mention public relations as a concept. The overall activities of the Croatian National Tourist Board are classified as marketing.  
Documents of the regional Kvarner Tourist Board have public relations as a separate category which includes appearances at tourism fairs, presentations, and info and study tours. However, these documents do not deal with other types of public relations.  
At the local level, in the Fužine Tourist Board, public relations is treated as a separate category in documentation, but mostly includes media relations and cooperation with journalists. Other types are also present under marketing terminology. 
The following tables provide an overview of destination marketing funds spent on public relations. The author has investigated the annual activity reports of tourist organisations at all three levels in order to find, on the basis of financial indicators, an answer to the question about the role of public relations and whether it has been adequately recognised in tourism as a promotional and marketing category. It is clear that its value often exceeds the invested funds.
( Insert tables 4, 5 i 6 )

CONCLUSION
The available data on the functioning of tourist organisations managing tourist destinations in Croatia at the national, regional and local levels, as well as empirical findings, have served as a basis for investigating the role of public relations in destination marketing, its place in promotion, and whether it can be recognised in practice.
Concerning the first hypothesis, the author believes that it is not necessary to further argue that public relations is a separate, non-economic category of promotion, while advertising and other forms of publicity are paid forms of promotion. 
The author’s survey has illustrated that public relations plays a very important promotional role in the marketing of a tourist destination. The survey has shown that public relations in destinations has been allocated 38.29% of total funds to meet functional costs in the Croatian National Tourist Board, 45.20% at the regional level and 64.70% of funds for the functional costs of tourist organisations at the local level.  At the same time, public relations is a very cost-effective way of communicating with the target public and of promoting destinations. This can be shown by the national tourist organisation which earmarks only 3.03% of total functional expenditure or HRK 5.5 million for media relations and cooperation with the press and at the same time achieves advertising results whose value is estimated at more than HRK 1.5 million.

The third hypothesis that the use of public relations for the marketing of tourism destinations in Croatia has not been adequately recognised is illustrated by the author in the analysis of activity reports and financial statements, in particular those of the national tourism organisations where only media relations have been recognised as a type of public relations, while public relations as a complex category does not appear in the documents in spite of its significant presence in destination management. The analysis at the level of regional and local tourist organisations has also shown that only some of the activities are recognised as a category of public relations, while the other part is substituted by unsatisfactory marketing terminology.
Since the author has learned through the survey that public relations has a very important place and a primary role in the marketing of tourist destinations, the author believes that this form of marketing communication and promotion needs to be separately categorised in the future. 
The author considers that a new model of public relations management needs to be established which will be adapted to destination marketing and applied in practice by tourist organisations which are in charge of marketing management at the level of tourist destinations.
REFERENCES
Black, S.  (2003). The Essentials of Public Relations. Kogan Page Limited.   

Cutlip, J.M., A.H. Center, M.G. Broom. (2003). Odnosi s javnošću, 8th Edition. Zagreb: Mate.

Deuschl,  E.D. (2006). Travel and Tourism Public Relations. Burlington, MA: Elsevier.

Croatian National Tourist Board. (2008). Izvješće o ostvarenju Programa rada Hrvatske turističke zajednice za 2007. godinu [Report on the achievement of the 2007 Activity Programme of the Croatian National Tourist Board]. Zagreb: Croatian National Tourist Board.
Institute for Tourism. (2008). TOMAS ljeto 2007., Stavovi i potrošnja turista u Hrvatskoj 2007 [TOMAS summer 2007: Attitudes and spending of tourists in Croatia 2007]. Zagreb: Institute for Tourism.
Kesić, T. (2003) Integrirana marketinška komunikacija. Zagreb.
Kotler, Ph., J. Bowen, J, Makens. (1999). Marketing for Hospitality and Tourism. New York: Prentice Hall.
Meler, M. (1999). Marketing. Osijek: Sveučilište Josipa Jurja Strossmayera u Osijeku, Ekonomski fakultet. 

Moutinho, L. (2005). Strateški menadžment u turizmu. Zagreb: Masmedia.
Senečić, J., B. Vukonić. (1997). Marketing u turizmu. Zagreb: Mikrorad d.o.o.

Kvarner Tourist Board. (2009) Izvještaj o radu Turističke zajednice Primorsko-goranske županije za 2008. godinu. [2008 Activity Report of the Tourist Board of Primorje-Gorski Kotar County]. Opatija:  Turistička zajednica Kvarnera.
Kvarner Tourist Board. (2009). Financijski izvještaj Turističke zajednice Primorsko-goranske županije za 2008. godinu. [2008 Financial Statement of Primorje-Gorski Kotar County]. Opatija:Turistička zajednica Kvarnera. 
Tourist Board of the Fužine Municipality. (2009) Izvještaj o radu s Financijskim izvješćem za 2008. godinu [2008 Activity Report with Financial Report]. Fužine:  Turistička zajednica Općine Fužine.
Weber, S., S. Boranić. (2000). Marketing u turizmu. Varaždin: Vadea.
Table 1
Total estimated value of published written, television and radio materials (breakdown of written materials and television and radio reports) in HRK:

	Country
	Circulation of written material
	Estimated value of written material - HRK
	Estimated value of TV and radio material – HRK 
	Total estimated value of written, TV and radio materials rmaterijala - kn

	Austria
	523,209,093
	48,277,119
	3,500,000
	51,777,119

	Belgium
	6,267,061  
	4,202,580
	109,500
	4,312,080

	Czech Republic
	88,730,160
	24,178,057,00 
	74,428 
	24,252,485

	France
	45,287,025
	26,348,537 
	48,583,484,00 
	74,932,021

	Italy
	23,302,917
	54,791,975 
	2,127,180 
	56,919,155

	Hungary
	5,919,000
	8,455,548 
	4,187,302 
	12,642,850  

	Netherlands
	18,057,473   
	9,028,703
	3,664,147
	12,692,850

	Germany
	208,268,934   
	236,126,290 
	124,265,390 
	360,391,680  

	Poland
	34,336,620  
	12,975,006 
	86,473,278 
	99,448,284

	Russia and Ukraine
	8,599,700  
	2,306,409 
	347,725 
	2,654,134

	Slovakia
	7,346,600  
	3,227,311 
	1,055,718 
	4,283,029

	Slovenia
	18,181,600  
	3,382,222 
	797,890 
	4,180,112

	Scandinavia
	11,627,900  
	5,603,480 
	1,742,400 
	7,345,880

	Spain
	20,061,900  
	23,872,730 
	4,406,336 
	28,279,066

	Switzerland
	39,756,881  
	74,208,820  
	930,437
	75,139,257

	USA and Canada
	90,088,284
	206,560,538 
	221,608,604 
	428,169,142

	Great Britain, Ireland
	15,912,694
	26,208,655
	242,583,744
	268,792,399

	Total
	1,164,953,842


	769,753,980 


	746,457,563 
	1,516,211,543 


Source: 2007 Activity Report of the Croatian National Tourist Board 
Table 2
Sources of information used by tourists when deciding to travel to Croatia (%)

	Sources of information* 
	1997
	2001
	2004
	2007

	Prior visit
Recommended by relatives or friends
MEDIA - TOTAL
           Brochures, ads, posters 
Articles in newspapers and magazines
Radio, TV, film or video

Internet

No information was necessary
Recommended by tourist agency, club
Tourist fairs, exhibitions

	45.8

44.9

34.0

21.7

7.4

4.7

1.5

-

10.6

3.9


	42.7

38.1

25.1

19.3

6.4

3.7

8.8

14.0

15.5

3.3


	45.7

32.5

28.3

20.5

8.3

5.0

23.1

15.6

10.3

5.3


	27.2

31.2

34.0

25.2

11.3

10.1

29.9

12.0

13.0

6.2


* Possibility of multiple answers
Source: Institute for Tourism:  TOMAS 1997 – 2007: Attitudes and spending of tourists in Croatia, Zagreb, 2008, p. 41, adapted by the author. 
Table 3 
Public relations expenditure, Croatian National Tourist Board, 2007
	Group
	Amount
(in HRK)
	Share
	Share in functional costs

	I. MEDIA RELATIONS AND PUBLICITY
	5,511,230
	7.92%
	3.03%

	1. Study tours and cooperation with the press
	5,511,230
	
	

	II. INTERNATIONAL PUBLIC RELATIONS
	50,670,841
	72.84%
	27.85%

	1. Fairs, provision of information, presentations
	30,415,349
	
	

	2. Study tours of agents
	838,884
	
	

	3. Welcome service and Croatian Angels
	435,797
	
	

	4. Other communication materials
	18,980,811
	
	

	III.  COMMUNITY AND DOMESTIC PUBLIC RELATIONS
	9,524,721
	13.69%
	5.24%

	1. I love Croatia
	5,899,095
	
	

	2. Support to projects and events
	2,825,626
	
	

	3. Cooperation with the Croatian Olympics Board 
	800,000
	
	

	IV.  INTERNAL PUBLIC RELATIONS
	3,857,633
	5.55%
	2.12%

	1.  Training 
	2,382,925
	
	

	2. Awards and recognition
	241,702
	
	

	3.  Magazines (tourism+ CNTB newsletter)
	662,778
	
	

	4. Co-financing and support to the CNTB system  
	1,370,218
	
	

	TOTAL
	69,564,425
	100.00%
	38.29%

	Total functional costs of the CNTB
	181,906,496
	
	


Source:   Prepared by the author.
Table 4
Public relations expenditure, Kvarner Tourist Board, 2008
	Group
	Amount
(in HRK)
	Share
	Share in functional costs

	I. MEDIA RELATIONS AND PUBLICITY
	588,950
	13.15%
	5.95%

	1. Study tours and cooperation with the press
	588,950
	
	

	II. INTERNATIONAL PUBLIC RELATIONS
	2,621,898
	58.59%
	26.48%

	1. Fairs, presentations, workshops
	1,317,037
	
	

	2. Newsletters – “Kvarner info“, “Iz dana u dan“, newsletter
	1,138,235
	
	

	3. Welcome service 
	42,816
	
	

	4. Other materials
	123,810
	
	

	III.  COMMUNITY AND DOMESTIC PUBLIC RELATIONS
	1,143,400
	25.55%
	11.55%

	1. I love Croatia
	309,240
	
	

	2. Co-financing and support
	824,160
	
	

	IV.  INTERNAL PUBLIC RELATIONS
	120,904
	10.81%
	1.22%

	1. training 
	20,944
	
	

	2. Support to the system 
	99,960
	
	

	TOTAL
	4,475,152
	100.00%
	45.20%

	Total functional costs of the Kvarner TB
	9,900,503
	
	


Source:  Prepared by the author.
Table  5
Public relations expenditure, Fužine Tourist Board, 2008
	Group
	Amount

(in HRK)
	Share
	Share in functional costs

	I. MEDIA RELATIONS AND PUBLICITY
	26,446
	9.95%
	6.44%

	1. Cooperation with the press
	16,796
	
	

	2. Study tours of journalists
	9,650
	
	

	II. INTERNATIONAL PUBLIC RELATIONS
	176,064
	66.26%
	42.86%

	1. Fairs, provision of information, presentations
	17,898
	
	

	2. Organisation of tourist events 
	140,906
	
	

	5. Info activities – Vrelo cave and Tourist Information Centre
	17,260
	
	

	III.  COMMUNITY AND DOMESTIC PUBLIC RELATIONS
	29,067
	10.94%
	7.08%

	1. I love Croatia/Green flower
	20,657
	
	

	2. Co-financing and support
	8,410
	
	

	IV.  INTERNAL PUBLIC RELATIONS
	34,155
	12.85%
	8.32%

	1.  Training
	11,922
	
	

	2.  Support 
	22,233
	
	

	TOTAL
	265,732
	100%
	64.70%

	Total functional costs of Fužine TB
	410,671
	
	


Source:   Prepared by the author.
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