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Summary: Cultural tourism occurs when people are motivated to visit historic cities, famous sights and museums or to attend festivals. There is an increasing amount of travel to cities and to areas with a large number of cultural and historic monuments. According to the data published by the World Tourism Organization, 37% of all international travel includes some sort of cultural activity. 

It is important for Dalmatia to attract the demand that is motivated by the need to visit historic cities, well-known monuments, museums, festivals, since Dalmatia has numerous historic localities, structures, buildings and facilities from different periods of history.  
The objective of this paper is to give scientific explanations of the results of the research conducted between May and September 2007 in the counties of Zadar, Šibenik-Knin and Split-Dalmatia, and to point to the possibilities and drawbacks in the valorisation of cultural resources and activities, in order to include cultural tourism more intensively in the tourism offer of the region. 
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INTRODUCTION
Cultural tourism is synonymous with groups of tourists driven by motives and needs to learn more thoroughly about people, their traditions and culture, ancient monuments and the places they visit.
According to the data published by the World Tourism Organization, 37% of all international travel includes some sort of cultural activity, while other sources have found that as much as 70% of international travel can be included in this category (Richards 1996; Antolović in McKercher and du Cros 2002). 
Cultural tourism, as opposed to other forms of special interest tourism, is complex (Tomljenović 2005). Firstly, cultural tourism covers a wide range of activities, ranging from visiting cultural and historical monuments, seeing museums, galleries, going to concerts, to learning about local culture and customs. Secondly, a high-quality offer of cultural tourism requires successful cooperation between the cultural and tourism sectors, which are very different in their orientation, since tourism is profit oriented, while culture is more to do with providing public goods.  
It is commonly understood that there is no single, specific definition of cultural tourism, since experts in cultural tourism take into account only what is based on their own product and on the resources they work with. Some have termed this phenomenon cultural tourism, and others cultural heritage tourism. However, they both share the same responsibility: showing tourists what distinguishes their town, region or country from others and what makes it interesting, be it culture, history or everything together.
Cultural tourism also includes tourism which targets museums, exhibitions, concerts or “man-made” heritage sites, from great religious monuments to secular architectural sites. 
Since Dalmatia has a rich and diverse resource base, and since cultural tourism is an important factor of all tourism in the region, this paper endeavours to ascertain the shortcomings in the cultural tourism offer in Dalmatia, based on the conducted research.  The study also offers suggestions and solutions on how to enrich the whole tourism offer and to increase its effects in the region through the improved valorisation of the resources of cultural tourism. 

CULTURE AND CULTURAL TOURISM
Cultural tourism defies easy definition since culture and tourism are complex and dynamic phenomena and processes. The concept of culture encompasses: a) what people think - their views, values, attitudes and ideas; and b) what they do – their way of life and work – structures, the objects they use and cultural production (Tomljenović 2006). Culture also includes processes (ideas and a way of life) and the products of these processes (Richards 2001).
Another definition of culture maintains that culture is: 1) all inherited ideas, beliefs, values and knowledge which underlie the development and activities of a social community; 2) the characteristic ideas, interests and activities of people; 3) a certain civilisation in a given period; 4) artistic and social activities, and the expressions and taste of a society; 5) enlightenment and refinement resulting from the above (Kilday 2000).
In this way, culture combines elite cultural localities (e.g., museums and galleries) together with the set of values connected with people and places (e.g., the ambiance of a place, its buildings and structures, the behaviour of people, activities going on in a place, the sense of local identity, etc. (Tomljenović 2006).
Culture refers to a set of values, beliefs, behaviour, symbols (e.g., traditions, customs, clothing and arts) and the forms of the learned behaviour of a local community. Culture can also be defined as “a way of life” shared by a society, transferred from one generation to another and considered typical of a certain social group (Jelinčić 2008: 26). It includes the unique, natural, historical and cultural achievements of a certain area and of the people who live in it, remembered and preserved so that they can be experienced by the present and future generations (Mak, according to Metelka 1999: 2).

Culture is a complex entirety based on the organisational concept of a wide spectrum of “a way of life” (Richards 1996). 

The concept of culture encompasses what people think (attitudes, beliefs, ideas and values); what people do (behaviour or life fashioned by a culture); and what people create (artistic works, artefacts, cultural products) (Littrell 1997). It is realised in the processes (the ideas and people’s way of life) and in the products of these processes (buildings, structures, artefacts, art, customs, “atmosphere”).
Culture is characterised by the entirety of notions, norms and values felt by a community as its unique way of life. Through culture, a community is presented to another community that it comes into contact with. Culture encompasses and represents the behaviour of the members of a community, as well as the spiritual and material products created by their work. Culture is a process and is subject to change in situations where different groups face each other and then try to “reconcile” their own standards of meaning and values with the standards of another group (Jelinčić 2000).

Accordingly, culture is seen as a way of life of a certain people or a social group and it embodies distinguishing features and systems of meanings. It can be said that culture includes all forms of social activities, as well as artistic and intellectual activities. 
Since our aim is to define culture in relation to tourism, it is appropriate to analyse the social and cultural aspects of tourism, and with these all the other constituents of tourism. 
In a cultural contact, it is important to distinguish between the local population and its culture; tourists and the tourism culture (common for most tourists); the residual culture (unique for each tourism market); people employed in tourism (who provide services to tourists and work individually as a link between the local population and guests) and their managerial and business culture (Brown 1990). 

Since visitors get to know both the material and nonmaterial culture of a receiving community, the definition of culture in relation to tourism can focus on the entirety of the material and spiritual values created by man in his social and historical life, in mastering natural forces, and in the development of production while coping with social problems (Vizjak 1998). People and cultures mix in tourism, as do forms and forces unique to every local community, so a better understanding of these cultures will give us a finer sense of tourism as a factor of change both in the community itself and outside it. 

Discussions are often held on which of the two cultures, local culture or tourism culture, is dominant in their contact, and in what way they interact. However, both local and tourism culture are best studied in their relation to residual culture which can explain how tourists from different cultures behave in different ways (Jafari 1987).

The behaviour of all participants in a tourism process is termed “tourism culture” in literature. Before the travel, during the travel and after the travel, a tourist will behave in accordance with tourism culture. 

Thus, culture, in its relation to tourism, can be defined as the entirety of material and spiritual values in the area of tourism and the degree to which man knows these results, which includes views, relations, risks, the behaviour of people, either that of tourists or of providers of all sorts of tourism services (Vizjak, in Ravkin 1999). 
With its manifold opportunities for contact, tourism offers immense opportunities for cultural processes to unfold and for the invention of new forms of cultural expressions (Chambers 1997). Accordingly, culture does not stop with visiting material forms of culture, but includes learning about the way of life in a destination.
The complexity of the very definition of culture makes it difficult to define cultural tourism. Hence, there are numerous definitions of the latter. The World Tourism Organization (UNWTO 1985) defined cultural tourism as travel motivated by culture, such as study tours, theatre tours and cultural tours, visiting festivals and similar events, visiting historical localities and monuments, travelling for the purpose of studying nature, folklore and the arts, and going on pilgrimages.  
Spilberg (1995) defines cultural tourism as travelling outside one's own residence, wholly or partially motivated by interest in the historical, artistic or scientific heritage of a social community, region or institution. These definitions point to motivation as the main criterion which differentiates cultural tourists from other tourists. 
Another group of experts proposed a definition based on the experience of a visitor during his or her visit to a destination. Stebbins (1996) defines cultural tourism as tourism based on pursuing and experiencing new and deep cultural experience which can be of an aesthetic, emotional, intellectual or psychological nature. Brokensha and Guldberg (1992) define cultural tourism as the travels of individuals who want to meet local people, learn something about their culture and life and who engage in travelling to educate themselves and to broaden their horizons; they visit cultural events, travel extensively to experience the richness of cultural and natural attractions and are in pursuit of authentic, informed and quality experience in which they actively become involved. However, these definitions have been criticised as being so all-encompassing that almost everything everywhere becomes a cultural product, and almost all tourists become cultural tourists (Craik 1995; Hugens, 1996).

According to the International Council on Monuments and Sites – ICOMOS (1996) “cultural tourism is a broad concept for many people and in this lie its strengths and weaknesses”.
Numerous definitions of cultural tourism can be grouped into four categories: definitions deriving from tourism as a concept; definitions starting from the motive of travel; definitions deriving from experience, and definitions coming from organisation (McKercher and du Cros, 2002).
The definition of cultural tourism is derived from the concept of tourism. Cultural tourism is seen as a form of the special interests of tourists, where culture is the basis for attracting tourists or the element motivating people to travel (McIntosh and Goeldner, 1990; Zeppel 1992; Ap 1999). 

In the context of a tourism system, the basis of the definition is “another place”, which encompasses interrelation between people, places and cultural heritage (Zeppel and Hall, 1991) or a definition within the context of temporary movements of people (Richards 1996 c).

The concept of cultural tourism has also been created from the business point of view, including the development and marketing of different towns and attractions for both foreign and domestic tourists (Goodrich 1997).

Cultural tourism is a form of tourism in which interest for cultural monuments and events prevails (Vukonić and Čavlek 2001). 
In order to research and plan the development of cultural tourism more efficiently, a technical definition of cultural tourism has been introduced (Tomljenović 2006). The technical definition specifies activities believed to pertain to the field of cultural tourism that reflect the nature of the cultural resources of a certain area. For the purpose of planning cultural tourism in Canada, Lord (1993) put forward the following categories: institutions (museums, galleries, historical localities, theatres, concert halls, etc.); heritage and life style (historical towns and quarters, streets, monuments, customs, language, gastronomy); events (festivals, fairs, exhibitions, contests).  
In Europe, a dual definition by the European Association for Tourism and Leisure Education 
(ATLAS) is most often used. ATLAS conducts research on cultural tourism in Europe for the needs of the European Community. The conceptual definition encompasses the elements of motivation and experience and thus defines cultural tourism as all travel which includes visits to cultural attractions outside the permanent place of residence with the aim of acquiring new knowledge and experience which satisfy the cultural needs of an individual. 

According to the technical definition, cultural tourism travel is all travel which includes visits to specific cultural attractions, from historical localities to art and cultural events, to visits to museums and theatres, undertaken outside the permanent place of residence (Richards 2001; Tomljenović 2006).

In the Strategy for the Development of Cultural Tourism in Croatia (Tomljenović et al. 2003), cultural tourism is defined from the motivational perspective within the existing legal framework which defines culture as tangible culture (museums, galleries, concerts, theatres, monuments and historical localities), and intangible culture, such as customs and traditions. 
In the Strategy, the technical approach defines cultural tourism by visits to cultural and historical localities, museums, galleries, art exhibitions, applied art exhibitions, operas, musicals, ballet and modern dance, theatres, festivals (musical and film festivals) to pop music concerts. 
According to Nuryanti, tourism linked to culture and cultural heritage makes it possible to describe the past in the present time. 
Developed countries have so far used their heritage in tourism to the maximum and have invested huge effort to understand that heritage. Less developed countries which are still living in the world of tradition, religion and superstition, possess great potential to be discovered as a source of symbols and new interpretations (Nuryanti 1996).
In its beginnings, cultural tourism was considered to be a market niche, i.e. an offer complementing the basic offer. It still has this role today, serving as an additional offer meant to keep tourists longer at a destination and to enrich the tourism experience of the visitor with a quality programme. Besides being a market niche, cultural tourism can in itself be the basic offer of a destination. 
Some destinations do not have large tourism resources that can serve as the basis for the development of mass tourism, so they have started to create a smaller but more authentic tourism product linked to culture, and have in this way created their image, i.e. the identity of the destination (Jenkins and Jones 2002).

Following European trends, Croatia has the possibility to develop cultural tourism in two ways: as a complementary offer to mass tourism in coastal destinations, where cultural tourism is a market niche, and as the basic offer, particularly in continental parts and in the coastal hinterlands.  

In Croatia, the region of Dalmatia has a rich resource base for cultural tourism. It has specific possibilities to give value to cultural tourism in the entire tourism offer of Dalmatia and can have a positive impact on the efficiency of this offer. 
CULTURAL TOURISM OFFER
Culture is one of the main elements of tourism products and of the tourism offer.  Since tourism has always attracted visitors through a unique atmosphere, cultural and historical monuments, a dynamic street life, festivals and carnivals (Boissvain 1996), and since tourists have always shown interest in learning about material forms of culture and those nonmaterial forms (norms, values, ideology) (Kelly and Dixon 1991), cultural tourism is increasingly becoming an important element of the tourism offer of a certain area.  
Tourism areas whose traditional tourism product has reached maturity have realised the importance of cultural tourism, its economic value and its value for creating the image of a destination. Now they are using cultural tourism as a strategic tool to revitalise their tourism offer. Places without important natural attractions, hit by recession and faced with stronger competition, have also turned to developing cultural tourism (Tomljenović 2003).
In the process of planning the development of cultural tourism, attention has to be paid to the characteristics of the offer (Tomljenović 2006). Any expansion of the offer is impacted by the simultaneous play of several factors:  a) by the accelerated process of urban revitalisation and by the creation of the image of towns where culture is used as the main vehicle for revitalisation and image improvement; b) by changes in the system of financing the cultural sector, where budget funds are reduced and where it is expected that cultural institutions will increasingly finance their needs from their own resources; c) by ever keener competition on the tourism market where the cultural offer of the location is used as a mechanism for the creation of a unique image of the destination and for its competitive advantage.

 Since the beginning of the 1990s, towns have embraced tourism as a means of economic development, having in mind that the effects of tourism are much greater than just the economic effects generated by tourism demand. By investing in the tourism infrastructure and by transforming parts of a town into an attractive space, not only are visitors attracted but a positive image of the town is created, which in turn retains the existing economic entities and attracts new ones, thus improving the service sector on which the town's economy is based. 
Since towns are the centres of the cultural life of a country and of a region, tourism development inevitably includes the development of the cultural offer (Law 2002; Cameron 1991). At the same time, the cultural sector is faced with ever more modest financing from the state budget and is forced to turn to alternative sources of finance: finding sponsorship from the private sector and attracting a larger number of visitors. For these reasons, culture and the arts are increasingly seen as generators of economic activity (Cameron 1991; Garrod and Fyall 2000).

A large amount of traditional holiday travel includes culture in the broader sense. There are different forms of offer of cultural tourism. Cultural resources and activities have become elements of the cultural tourism offer and of cultural products offered on the market in tour operators' package tours or directly by those who create the cultural offer. 
For Vukonić and Čavlek (2001), cultural and historical tourism resources are the preserved remains of past civilisations and their technological achievements, their monuments and individual buildings and structures, urban wholes, art creations in sculpture, painting and other branches of art which are attractive to tourists and which are visited by tourists.  

Areas considered as possible tourist attractions and as motives for cultural tourism are: 
(Pančić Kombol, 2000):
- archaeological sites;
- architecture (ruins, famous structures and buildings, entire cities);
- museums, art, sculpture, crafts, galleries, festivals, various events;
- music and dance (folk and modern dance); 

- drama, theatre, films; 
- language and literature studies (tours and events);
- religious celebrations and pilgrimages;
- entire folk culture and subculture, including primitive culture.
When focused on the concept of cultural tourism - in which there is no involvement in the actual process of culture itself, but where culture is used as a product - these attractions become tourism attractions and a tourism offer. 
According to Pančić Kombol (2000), the resources of cultural tourism are:
1. Monuments: a) sacral monuments; b) public monuments; c) historical buildings; d) castles and palaces; e) parks and gardens; f) fortresses; g) archaeological sites; h) industrial and archaeological structures.

2. Museums: a) historical museums; b) folklore museums; c) arts museums; d) industrial museums.
3. Routes: a) cultural and historic routes; b) art routes.
4. Entertainment centres: a) cultural and historical centres; b) archaeological centres;  
c) architectural centres; d)music centres.
5. Cultural and historical events: a) religious celebrations and pilgrimages; b) secular festivals; c) folk festivals.

6. Arts events:  a) arts exhibitions; b) arts festivals.
Following this classification, the resource basis of cultural tourism in the counties of Zadar, Šibenik-Knin and Split-Dalmatia is rich and diverse. We shall name some outstanding examples: the Church of Saint Donat (Zadar); Saint Anastasia's Cathedral (Zadar); the gold and silver collection of Zadar; the Archaeological Museum in Zadar; the Cathedral in Šibenik (on the UNESCO World Heritage List); the town of Trogir (UNESCO); Salona; Diocletian’s Palace  (UNESCO); the Stari Grad Plain on the island of Hvar (UNESCO); the “Sinjska alka”, an equestrian competition in the town of Sinj; the Meštrović Gallery in Split, and many other localities, attractions and events which create a remarkable potential and constitute elements for the offer of cultural tourism in this region. 

A vast cultural tourism resource base, with many variations and opportunities for turning them into a cultural tourism offer, provides significant options for creating an even stronger tourism offer in the counties of Zadar, Šibenik-Knin and Split-Dalmatia. 
THE SPATIAL AND TOURISM SIGNIFICANCE OF THE RESEARCHED AREAS  
The research was carried out in the counties of Zadar, Šibenik-Knin and Split-Dalmatia. In order to gain a better insight of the spatial and tourism significance of these three counties, the basic data on the area, accommodation facilities and tourism traffic are presented below.
The County of Zadar
The County of Zadar covers an area of 3,638 km² and makes up 14% of the area of the Republic of Croatia. The length of the sea coast is 1,300 km, which includes the length of the coast of the 365 islands in the area. The county has a population of 162,045. The accommodation facilities of Zadar County comprise hotels and tourism settlements with 11,476 beds, campsites with 21,524 places, private accommodation with 52,893 beds and 3,402 berths in marinas.
In 2007, Zadar County was visited by 1,114,454 tourists (10% of all tourists coming to Croatia that year), of whom 876,159 were foreign tourists. In the same period 6,789,053 nights were spent (11% of the total number in Croatia), of which 5,031,302 nights by foreign tourists.
The County of Šibenik-Knin

The County of Šibenik-Knin covers a total area of 5,670 km², of which the land surface is 2,994 km². The county numbers 112,891 inhabitants. Accommodation facilities in the county are as following: 8,200 beds in hotels; 48,000 beds in private accommodation, 12,400 places at campsites; 3,000 berths in marinas.
In 2007, 820,002 tourists visited Šibenik-Knin County (8% of the total number for Croatia), of whom 682,758 were foreign tourists. In the same period, a total of 4,022,697 nights were spent by foreign tourists (8 % of the total number for Croatia), of which 3,453,556 nights were spent by foreign tourists.
The County of Split-Dalmatia
The County of Split-Dalmatia is the largest county by area in Croatia. The total area is 14,045 km², of which the land surface is 4,572 km². The county has a population of 463,676. Accommodation facilities in Split-Dalmatia County are as follows: hotels and tourism settlements with 24,820 beds; campsites with 12,926 places; private accommodation with 97,119 beds, and 1,250 berths in marinas.
In 2007, a total of 1,656,343 tourists visited the County of Split-Dalmatia (16% of the total number for Croatia), of whom 1,441,497 were foreign tourists. In the same period, 9,144,594 nights were recorded (17 % of the total number for Croatia), of which 8,213,470 nights were spent by foreign tourists.
RESEARCH METHODOLOGY 
Field research was carried out from May to September 2007 in the counties of Zadar, Šibenik-Knin and Split-Dalmatia. A questionnaire was used, translated into English, Italian and German, which consisted of 48 closed and open questions. 
The first part of the questionnaire consisted of questions on social and demographic data (gender, age, education, marital status, number and age of children on holiday, average monthly family income, frequency of coming to Croatia, season in which they spend their holiday, the planned duration of the holiday and whether it was an individually organised holiday or a package tour. 
Other questions were grouped in the following sections: arrival and accommodation; sources of information on the destination; motivation, tradition and culture; gastronomy; friendship and hospitality; personal assessment; general view on the destination. 
The sample population of the survey consisted of 1,346 tourists. Foreign tourists accounted for 93% of the sample, or 1,249 persons, while there were 93 domestic tourists, or 7% of the sample. In the whole sample, there were 636 males (47%) and 710 females (53%). Of the total number of tourists in the sample, 1,346 tourists, or 37%, were surveyed in Zadar County, 25% in Šibenik-Knin County, and 38% in Split-Dalmatia County.
The age structure of the entire sample was as follows: 43% were in the age group of 18-30, 33% from 31-45, 20% in the group from 46-60, and 4% were older than 60.  
The education data showed that 41% of the respondents had completed secondary education, while 48% had a college or a university degree. In the surveyed sample, 52% were single, and 61% of them had no children.
In the sample, 24% of the respondents had an average monthly income of up to EUR 2,000, while 22% had a monthly salary over EUR 2,000.
For 39% of the surveyed tourists, it was the first time they had visited the destination, while 22% said they come to the same destination every year; 78% of the respondents come only in the summer; 60% of the surveyed sample stay, on average, between 8 and 15 days at a destination; 66% of the respondents came to the destination as individual tourists, not in a package tour.

THE RESULTS OF THE RESEARCH
The quantified answers to the questions in the Questionnaire are given below: 
1. Motive of arrival
The strongest motives for coming to the areas of the counties of Zadar, Šibenik-Knin and Split-Dalmatia were the non-polluted environment and the clean sea. The average mark here (on a scale from 1-5) was 4.3. The motive of friendship with the host family received a mark of 3.7; the vicinity of the destination obtained 3.6; the price of the stay obtained 3.5, while recreation and wellness facilities received 3.4.

Arts and cultural facilities and events obtained an average mark of 3.5, which is almost 1 point less than the best ranked motive (non-polluted environment and clean sea). 

According to the educational structure of the sample, arts and cultural facilities and events are of particular importance to those with a master’s degree (24.2%) and are not important for those who have only completed elementary school (16.6%). 

There is a difference between income groups in assessing the importance of arts and cultural facilities and events. The respondents whose average monthly income is above EUR 6,000 (27%) consider this segment an essential motive for coming, while the group whose monthly income is below EUR 2,000 euros (11.8%) say that these facilities and events are not a motive for coming. 
2. How many cultural monuments and facilities have you visited during your holiday? 

Men and women differ in this segment of visiting cultural monuments during their holiday: women visit most of the monuments they have heard of (32.3%), while men visit some of those they have heard of (46.6%). Furthermore, highly educated tourists (17.7%) visit all the monuments they have heard of, more than the average for other groups, while tourists with secondary education (18.8%) do not visit any cultural monument since they are not interested in them. An interesting piece of information is that divorced tourists (22.5%) visit monuments above the average rate (stating that they visit all the monuments they have heard of), while single tourists (18.8%) do not visit monuments since they have no interest in them.
3. Have you been sufficiently informed about the traditions and culture of Croatia during your holiday? 
According to the results of the survey, there is an equal number of respondents who are very satisfied with this information and of those who consider it could be a little better. In the group of foreign tourists, 80% are satisfied, while 10% of them are much more critical. Younger respondents (in the group 18-30) are not interested in information on traditions and culture during their holiday in Croatia (16.8%), while senior tourists in the group of over 60 years (55%) are very satisfied with the information received. Furthermore, a statistically significant percentage of tourists with elementary education (23.8%) and secondary education (18.7%) are not interested in Croatian traditions and culture during their holiday. As for the marital status of respondents, those married (44.2%) are very satisfied with the received information, while those who are not married (16.8%) say that they are not interested in this kind of information during their holiday.
4. Are cultural monuments and facilities sufficiently described in prospectuses and guides and well marked on the buildings? 
A significant difference exists between men and women related to the description of monuments and cultural facilities in prospectuses and guides. Women (41.3 %) think these are well described and in an interesting way, while men (19.4%) are not interested in such things during their holiday. Furthermore, a significant difference exists between age groups. Senior tourists, those over 60, believe that cultural monuments and facilities are sufficiently described and in an interesting way, as do tourists aged 31 to 45 (42.1%). Younger tourists, aged 18 to 30 (21.5%), say that cultural monuments are not within their interest during a holiday. As for the educational structure of the sample, a statistically significant percentage of tourists with elementary education (34.1%) and secondary education (22%) are not interested in monuments and cultural facilities, as opposed to tourists with higher education (39.5%) who believe that monuments are sufficiently well described, although this aspect could be better. 
As for marital status, those married (41.7%) believe the monuments are well described and are done so in an interesting way, as opposed to unmarried tourists (21%) who say that they are not interested in such information during their holidays. 
5. Are cultural monuments and cultural facilities in the town easily accessible for sightseeing and visiting?
The results show that a relatively large number (22%) of tourists find that monuments can be seen either at the wrong time or are not easily accessible. Men are not interested in visiting monuments and cultural facilities (21.8%). Age appears as an important indicator since younger tourists, aged 18-30 (22.7%), do not show interest in visiting monuments, while older tourists, aged 46-60 (63%), find them accessible at the right time. The educational structure proved to be statistically important here since tourists with elementary education (28.5%) and those with secondary education (23.3%) are not interested in cultural monuments and facilities, as opposed to those with higher education (66.3%), who believe that the cultural monuments are accessible at the right time. As for marital status, tourists who are married (62.4%) find that monuments are accessible at the right time, contrary to the view of those who are divorced (19.7%). Divorced respondents find them accessible, but always at the wrong time, while 22% of single tourists are not interested in visiting cultural monuments. 
6. Do you find that when visiting cultural monuments you lacked: professional guidance and explanations; information through leaflets, brochures and books; opportunities to acquire information through CDs, films and other multimedia? 
The research shows that both foreign and domestic guests lacked leaflets, brochures and books about cultural monuments. Tourists were particularly interested in CDs, films and multimedia on the town’s cultural monuments, which is in line with the high percentage of internet users. Women (31.5%) said that they lacked information on cultural monuments in the town through leaflets, brochures and books, as opposed to 35% of men who were not interested in seeing cultural monuments.
The age of tourists was an interesting indicator since senior tourists, those over 60 (35%), said that they lacked professional guidance and explanations when visiting cultural monuments, while tourists aged 40-60 years (32.7%) said they lacked information from leaflets, brochures and books. Tourists with an average monthly income of EUR 4,000-6,000 lacked professional guidance and explanations, while those with an average monthly income over EUR 6,000 lacked information through CDs, films and other multimedia.   

7. Do you think that it would be interesting to organise workshops for tourists on cultural history, monuments and painting? 
The surveyed tourists showed great interest (40%) in workshops on cultural history, monuments and paintings. It is interesting to note that 20% of the respondents would prefer workshops to be organised out of season. 
A significant difference exists between men and women: women (43.6%) expressed interest in such workshops for tourists on cultural history, monuments and painting, while 33% of men were not interested in such an offer. Education is also a significant differentiating factor: respondents with a postgraduate degree (47.6%) expressed interest in such workshops, while 24.6% of the respondents with a bachelor’s degree find them interesting, but would like workshops to be organised out of season. Tourists with secondary education are not interested in such an offer (32.6%). 
8. Did you use the services of a guide-interpreter? 
The results of the survey show that a smaller number of respondents used the services of a guide. There is a difference in gender: 49.7% of women never use such services, while 28.9% of men sometimes do. Furthermore, senior respondents over 60 (28.3%) use the services of a guide every time, as opposed to younger tourists aged 18-30 (18.4%) who do not use the services of a guide since they do not go to see cultural monuments. 

The educational level is again a factor here. Tourists with higher education (14.9%) use the services of a guide every time, as opposed to tourists with a lower educational level (elementary school (30.9%), secondary school (19.8%)) who do not use the services of a guide since they do not go to see cultural monuments. Furthermore, marital status also proves to be a differentiating factor: 28.1% of the divorced respondents use the services of a guide every time, as opposed to 18.7% of the single respondents who do not use the services of a guide since they do not go to see the monuments.  As for monthly income, tourists whose average monthly income is from EUR 2,001 to 4,000 (15.2%) use the services of a guide every time; those with an average monthly income between EUR 4,001 and 6,000 (37.2%) use a guide sometimes; and those whose income is below EUR 2,000 never use a guide. 
9. Are you satisfied with the quality of the service of a tourist guide for cultural monuments? 

Senior tourists (46-60 years) are more satisfied with the service of a tourist guide (27.8%), and found the guide to be well educated and communicative, as opposed to younger tourists from 18 to 30 years old (3.4%) who are not at all satisfied with the guide’s knowledge.  Divorced tourists (38%) found the guide to be educated and communicative, as opposed to tourists who are not married who are only partially satisfied, because they think that they have not learnt enough from the guide (13.8%). Concerning the segment marked by monthly income, the most satisfied are the tourists whose income is between EUR 4,001 and 6,000 (37.2%) since they found the guides to be educated and communicative. 
10.  Price of cultural events and facilities 
A third of the respondents state that the price of cultural events is average, while 36% state that the price is favourable, and only 4% find the price too high.  
EVALUATION OF THE RESULTS OF THE RESEARCH AND PROPOSALS FOR MEASURES 
On the basis of the attitudes and opinions of the respondents given in the Questionnaire, it is possible to evaluate the results of the research and propose certain measures and activities that would improve the offer of cultural tourism in the counties of Zadar, Šibenik-Knin and Split-Dubrovnik. 
1. The surveyed tourists gave an average mark of 3.5 (on a scale from 1 to 5) to art and cultural facilities as a motive for coming. The mark is thus in the middle of the value scale. Art and cultural facilities are an important motive for people with the highest level of education, with a postgraduate degree, and for those with a high monthly income, above EUR 6,000. Therefore, the market segment particularly interested in the cultural tourism offer is that of highly educated tourists with an above-average monthly income. 
2.  The number of those very satisfied equals the number of those who think there could be more information on Croatian traditions and culture. Younger respondents are not interested in Croatian tradition and culture while on holiday in Croatia, while senior tourists, those over 60, are very interested and are satisfied with the given information. Although much has been done in informing tourists about Croatian traditions and culture, the research points to the need for more intensive activities in informing tourists on the offer of cultural tourism. 

3. The surveyed tourists with higher education, who would in particular be competent on this matter, consider that the descriptions of cultural monuments and facilities in prospectuses and guides are good enough, but “could be better”. This “could be better” means that the interpretation of the cultural tourism offer is not adequate, since in the counties of Zadar, Šibenik-Knin and Split-Dalmatia this offer is exceptionally large and valuable. Regardless of the medium used for communicating the information on cultural monuments and facilities, it is necessary to do this through more suitable forms. Information should be prepared more professionally, and a special role here has to be played by tourist boards and other entities involved in the cultural tourism offer. 
4. A relatively large number of tourists stated that the offer of cultural tourism is accessible at the wrong time or is insufficiently accessible. This requires possible changes in the opening hours and in the work organisation of the entities in Croatian cultural tourism, particularly during high season.   
5. The research has shown that both foreign and domestic tourists need more leaflets, brochures and books on cultural monuments. Tourists have shown particular interest in CDs, films and multimedia on urban cultural monuments, which is in line with the high percentage of internet users. This means that local tourist boards and publishers should create and publish new informative materials and media.   
6. The surveyed tourists showed great interest in workshops on cultural history, monuments and painting. It is interesting that about 20% would rather have such workshops out of season. This is a valuable indicator on how to extend the tourist season by, among other things, organising new forms of cultural tourism. 
7. Senior citizens are more satisfied with the services of tourist guides, finding them educated and communicative, in contrast to younger tourists who were not at all satisfied with the knowledge of their guides. This indicates that the programme and education process for new generations of tourist guides have to take this into account, since new generations of tourists obviously have different needs when being guided and want a different presentation of the cultural tourism offer from that desired by older generations of tourists. 
8. The results of the research show that the prices of cultural facilities are either average or favourable. This means that the existing offer of cultural tourism is competitively priced but should be constantly upgraded in quality, accessibility and interpretation. To achieve this, the local government has to be included, as should entities involved in the cultural tourism offer and tourist boards at all levels. 
CONCLUSION 

It seems quite reasonable to conclude that the offer of cultural tourism can gain a bigger share and greater significance in the total tourism offer of the counties of Zadar, Šibenik-Knin and Split-Dalmatia. However, the research  presented in this paper shows that a series of activities needs to be undertaken in order to improve the current level of presentation and valorisation of the cultural tourism offer. Culture, with its vast resource base, can take on a more significant role in the entire tourism offer of the three Dalmatian counties.

It has become evident that tourists need more detailed and more abundant information on the traditions and culture of Croatia which has to be presented through different media.
The organisation of work and opening hours of cultural facilities and of all entities included in cultural tourism have been found inadequate to the needs and demands of tourists. If “a harmonious relationship” is expected between tourists and the cultural tourism offer, this gap should be immediately narrowed.
The desire of tourists to participate in workshops on the cultural history of Croatia, on cultural monuments and paintings outside high season can be an important element in designing and organising specific forms of the future cultural tourism offer. 
The education of a new generation of guides should be adapted to the needs of new generations of tourists.
The research has shown that the offer of cultural tourism is competitively priced and that the price is not a limiting factor in the entire tourism consumption generated by cultural tourism.  
Cultural tourism in the counties of Zadar, Šibenik-Knin and Split-Dalmatia has a vast and valuable resource base. It is possible to expect better results from cultural tourism and also for it to have a greater impact on the entire development process in these regions. However, this will happen only if the organisational forms improve and if all entities in the tourism region are included in bringing out the value of cultural tourism. 
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