Gracan Daniela, Ph.D.

University of Rijeka

Faculty of Tourism and Hospitality Management OpatCroatia
e-mail: danielag@fthm.hr

Zadel Zrinka, Ph.D.

University of Rijeka
Faculty of Tourism and Hospitality Management Qpatroatia
e-mail: zrinkas@fthm.hr

Ivanéié lvana, M.A.

University of Rijeka

Faculty of Tourism and Hospitality Management QpatCroatia
e-mail: ivanai@fthm.hr

COMMUNICATING TOURISM EVENTS

JEL classification: L830

Abstract

Preferences of contemporary tourists are orienteglards an integrated tourist product
which will not only meet, but also exceed theireztations. The tourist offer anticipated
these demands by offering tourism events whose Ipaspose is to create a unique
experience. The basic problem in the realizatioramfevent is communication of the
event to targeted demand. The objective of the rpepénding a potential model of

successful communication of tourism events in sbudiestinations. The subject of
analysis in the paper are the most important eldmerich are framework of strategic
decision-making in the forming of tourist offer, a®ll as benchmarking analysis of
tourist destinations of Opatija and Tarragona. Pospl of optimal and effective

communication channels on the tourism market isethasn the conducted analyses.
Scientific methods of analysis and synthesis, fiist statistical methods, methods of
comparison and methods of induction and deductieruaed in the paper.
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1. INTRODUCTION

The primary aim of this research was to find a ptoé model of successful
communication of tourism events in tourism destoratFor the purpose of the paper two tourist
destinations will be analyzed, Opatija and cityTefragona. The focus of analyses will be their
communication of tourism events with the touristnd@d. Tourism is the fastest-growing global
economic sector which develops much faster thaeratlectors, regardless of all the economic
changes conditioned by the world economic criskgariks to its complexity and permeation with
many other economic branches, tourism needs totaruths adapt to the new trends in order to
realize the most important motive of tourists' Safition, which is experience. Tourism of
experience, as it is called by Getz (Getz, 199¥6)pis described as planning, development and
marketing of tourism events in the form of touastractions whose primary task is to maximize
the number of tourists as a participant in tour@rants as a form of primary or secondary tourists'
motives. The basic problem in the realization afritem events is communicating the events to the
target demand. Russo and Borg (2002) point out #ttaaction of tourism events primarily
depends on planning of the very event, but alsitsopromotion and interpretation, which point
out the significance of the communication procedsiciv unfolds between tourism event
management and the potential tourist demand. Toeeps of communication and interaction with
the visitors already starts at the origin of trevéd (Russo and Borg, 2002, p. 634). This confirms
the theory that good planed communication of toarevents is very important for a successful
development of tourism destination.

2. COMMUNICATING TOURISM EVENTS IN A TOURIST
DESTINATION

A precisely created communication plan of touriswerdgs taking place in a tourist
destination is the only true path to success cenisig the fact that one of the main tourists'
reasons for travelling is fulfilling their need farxperience. Destination management must
overcome three key problems (Laws, 1995, p.123héncommunication system with the tourist
market:

- Large spatial gap on the tourist market from theepidal tourist supply to the tourists,

- Cultural differences among tourists, which are @atieely unknown concept to
destination management,

- Insufficient focus on communication towards markegments with potential tourists in a
tourist destination.

The solution to these problems may be found inedsifit structures of communication-
and distribution methods which will enable the tigiformation to reach even the farthest target
groups of tourists. It is important to make a distion between the form of communication in
which a tourist destination may influence touriststisions, and which segments may have an
impact on their decisions (Chart 1).
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Chart 1. Graphic Display of Communication of a TisuDestination and the Impact on Tourists'
Expectations and Experience

Source: Adapted according to Laws, E., 1995., B.12

In the communication towards the tourist demandowrist destination covers two
segments each tourist is interested in; expectagoproduct of creating an idea of a tourist
destination and the very experience of a touristidation. Communication channels like tourist
advertisements in the media, tourist agencies, tparators, etc. have an impact on tourists'
expectations, while tourists' experience is infeth through communication channels of hotels
and tourist boards. The presentation and anabfsisurist trade in the town of Opatija and the
Spanish town of Tarragona follow in the paper. Adfamarking analysis is also conducted, on the
basis of which guidelines are adopted for orgaiimabf successful communication of tourism
events in a destination.

3. ANALYSIS OF THE TOURIST DESTINATION OF OPATIJA

The tourist destination of Opatija has been rectaghiby tourists since 1844, when the
first hotel was built. Opatija's tourist traditismindisputable. All the elements of a modern tsturi
product were developed through its 170 years oficoous tourism activities. Opatija is one of
the most renowned and oldest winter resorts, bsb aummer bathing resorts on the
Mediterranean. Tourism development in Opatija ésusist destination is based on the following
preconditions:

- Along tourist tradition,

- Vicinity of emitive European countries,

- Exceptional natural characteristics of a Mediteggandestination,

- A great number of accommodation facilities,

- Significance of Mediterranean tourist destinationsorld tourist developments,
- Predicting the growth of the tourist trade in thepRblic of Croatia.

It is pointed out that Opatija's tourist reputatidargely stems from successful
communication which unfolds daily between Opatij@arist supply and tourist demand. The



concept of modern tourists is complex and preo@upiith all the aspects of the tourist supply
which tries to adapt to the latest trends. The tijpress posed: how successful, and in what
manner. Research indicate that modern touristeyareptionally sophisticated, self-confident, that
they recognize ,value for money" and that they iareonstant search for experience. However,
the secret of any successful tourist destinatian ke offer of special experience which the tsuri
will recognize as interesting and worth of his atiien. Opatija, as a tourist destination, has so fa
attempted to successfully fulfill the demands sftiburists who are searching for historical and
artistic programs and natural beauties, and ibis facing a new demand — provision of an extra
experience. Tourism events are elements which adlotea of recognisability to any destination,
under the assumption that these tourism events@renunicated to the target tourist group in a
successful manner. As a town of rich tourism hist@patija selected the best elements in the
creation of the supply of tourism events which ctatgpthe image of a tourist destination with a
rich tourist supply. Statistical indicators supptine above-mentioned theory and indicate an
important role of Opatija in total tourism of thepublic of Croatia. Indicators of the structure of
arrivals and overnights in the town of Opatija presented in the following table.

Table 1

Structure of Arrivals and Overnights in the TownQyatija

Arrivals Overnights

Total D(i)rT;)Stlc Foreo/logn in Total Dom(;)stlc in For((a%gn in
2005 288.852 23,4 76,6 1.034.552 18,2 81,8
2006 317.025 25,7 74,3 1.069.522 18,9 81,1
2007 329.045 24,0 76,0 1.069.303 18,1 81,9
2008 337.468 25,4 74,6 1.094.353 19,1 80,9
2009 323.545 22,2 77,8 991.055 17,3 82,7
2010 331.383 19,5 80,5 1.024.347 15,6 84,4
2011 340.385 17,8 82,2 1.055.539 13,7 86,3

Source: Project 365 DAYS OF THE RIVIERA, Cef@tial., 2011, CBS 2012

The data indicate recognisability of the town ofafija as a tourist destination by foreign
tourists who have been recording notable increaseurist arrivals and overnights year after year.
Taking into consideration exceptionally favorabtmrism results, it may be concluded that
Opatija, as a tourist destination, undoubtedly &agiality tourist product, and it is important to
point out that elements of this tourist product dierse and complex, comprised of a series of
different elements which fulfill the sophisticatéolurists' needs. Some of the tourist products
which are the basis of Opatija's tourist supplymesented in the following table.



Table 2

Opatija's Tourist Product

PRODUCTS AVAILABILITY DEVELOPMENT  SIGNIFICANCE P
o
T
E
N
T
I
A
L
THE SUN AND THE SEA
»  Six beaches with the Blue Flag; E E
»  Attractive beaches — o —
CONFERENCE/BUSINESS TOURISM
» Hotel's conference facilities;
» Founded Conference Office and planned building of E E
Conference Centre — —_—
HEALTH TOURISM/WELLNESS
»  Hotel wellness offer and thalasso-wellness centre; E E
»  Doctor's /dentist's offices p— [—
CULTURAL TOURISM
»  Attractive architectural heritage;
»  The first Museum of Tourism;
> Numerous cultural events; — E
»  Popular events
NAVIGATION
»  ACI Marina Opatija (345 berths) and the Marinalaf t
Hotel Admiral (200 berths);
» Afew regattas - o R
HIKING AND WALKING
»  Offer of the Wka Nature Park;
» 12 km long coastal walkway
Legend: Availability Development Significance Poterial
high fully developed product primary attraction high
medium developed product secondary attraction medium
low partially developed product tertiary attraction low

Source: Kvarner: Strategic Marketing Plan of Toumis2009-2015, Kvarner Tourist Board,
Institute for Tourism, Zagreb, 2008, p. 9

In the presented table, tourism events are merdiaméhe segment of cultural tourism.
According to the research, they are characterizea farm of a tourist product with a high degree
of availability and with satisfactory developmemtey stand out as a primary attraction with a
high degree of potential development.

The question is, if there are relatively favorapteconditions for the forming of a tourist
product in the form of tourism events, why is thosm of tourist supply not recognized by the
majority of the tourists which choose the town qfafija for their holiday destination? Tourism
events in Opatija are not the primary motive ofigts’ arrival to the destination, which could be a
disadvantage at a time when the tourist demancdaseea the tourist product which consists only
from ,the sun and the sea“ offer.

In order to analyze tourism framework of the towrOpatija in more detail, basic tourist
indicators will be analyzed with the purpose of arenintegral collection of information which are
the basis for the benchmarking analysis of the owinOpatija and Tarragona. This will also be
the foundation on which potential solutions will Ipeoposed in the conclusion, as well as
proposals for improvement of the current tourigipdy of the town of Opatija.
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Figure 1Analysis of the Motives of Tourists' Arrivals toetfTown of Opatij
Source: Project 365 DAS OF THE RIVIER, Cerovt et al., 2011

Analyzing the motives of tourists' arrivs to Opatija, it is eviderthat the predominat
motive of touristsarrivals isrest and relaxation (69,8%), and tourism eveaspecially culture
tourism eventss a motive fotourists' arrivals, are ranked equally with buss@sd conference,
and health/wellness motives. Ope has numerous possibilities for branding these $b
segments through th@omotion of cormunication with tourists, all with the objective itoprove
tourismresults in the destinatic

Analysis of the basic secondary motivef tourists' arrivals to Ogttija indicated th
conclusion that entertainment is on the fourth @laghile culturl events take the fifth place «
the scale o&ll the motives to visit Opatija, which unsatisfactoryOver the long teri, one of the
most important tourismtrends isignored by Opatija's destination management. Qps
destination managemedbes not have a problem w lack of historical attractions (programs;
the problem is rather insufficient and inadequatmunication of the tourissupply of the town
of Opatija tothe tourist deman

Analysis of the sources of information on supply of culturatourism event results in
the indicators presented in Figur
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Figure 2Sources of Information on Cultural Events in O
Source: Project 365 DAS OF THE RIVIER, Cerovt et al., 2011.

The analysis of the igure implies the conclusion that a largpercetage of
communication betweetourists andtourism eventsunfolds via tourist agencies, the Interr
through friends' recommendations, tourist brochanmed posters. These communicationnnels
are the source of creation tourists'expectations. Tourists come to Opatija with thevimesly
created image ohe tourist destination, but it is questionable \mketheyby their arrivalrealized
their desirefor experiencing the destinati. Statistical results focommunication channels whit
should enable creatioof tourists' experien: are, according to thisesearch, thdowest when it
comes to thdocal population and tourist informaticcenters(365 DAYS OF THE RIVIERA,
Cerovi et al, 2011). The question is whether this segment ofroanication, which was rated t
lowest, is the key element because ofch tourists do notonsider Opatija a tourist destinati
which ensures the desired effect of stathe destination through culturedurism eveni, which
constitutes experience.

4. ANAL YSIS OF THE TOURIST DESTINATION OF TARRAGON A

The Mediterraean town oTarragona is located in the Nor#tst coastaarea of Spain in
the county of Cataloai The town ofTarragona has 134,006habitants, pleasant climate w
average temperature of 1€ anc 2,770 sunny hours yearly. Tarragas@ne of thdeading towns
in the county of Catahia in terms of econor, in the industrial and servicgector. The mos
important characteristiof the town of Tarragona is its orientation to acie and research which
manifested through numerous universities institutes whoseéheadquarters are located in
area.

According to the research which will later be presd in more detail, the rich univers
history will play the main role in the forming dfé¢ band of this tourist destination. Also, conte
of tourism events are adapted esignificantly based on conferencaad researcfacilities. The
town's cultural segment should albe taken into consideratiprbecause Tarragona w
proclaimed the place of exceptional cultural hgetabecause a large t of the town is unde
direct protection of the UNESCO. This proves Taorajs uniqueness as a cultural destine



which is skillfully complemented with gastronomimida modern commercial facilities which
guarantee great satisfaction of tourists.

In order to gain a better insight into tourism fesof the town of Tarragona, several key
tourist indicators are presented below. The strec&und the number of accommodation facilities
in the town of Tarragona are presented in the fatig table.

Table 3

The Structure of Accommodation Facilities in thewhoof Tarragona (Number of Beds)

HOTELS/stars 2009. 2010. 2011.
1 119 119 106
2 280 280 224
3 954 954 954
4 1.497 1.097 1.097
5 0 26 0

TOTAL 2.850 2.476 2.381

Source: Data processing according to www.idesca{@2/12/2012]

The analysis of the number of beds according telteattegories verifies the fact that the
town of Tarragona's primary focus is on touristsneédium and high category of income,
considering that, in the accommodation facilititsicture, the predominant hotels are three-star
and four-star hotels, while in 2011 there are me-Btar hotels. Tarragona builds its target segment
on the fact that it is a university science centather than on development of elite tourism. The
number of tourists and overnights in Tarragongpaesented below.

Table 4

The Number of Arrivals and Overnights of TourigtsTiarragona

2009 2010 2011
Tourists | Overnights Tourists Overnights Tourists vefdights
Hotels 236.738 466.84p 191.508 423.127 202571 0%4Q.
Camps 149.25( 599.887 237.2B7 673.765 202|196 882.8
Total 430.988 1.046,738 428.745 1.097.492 404[767 .1021969

Source: Tarragona in figures, Tarragona City H&012

In its statistical reports, the Town Administratiofi Tarragona systematically follows
hotel occupancy, but also camp occupancy. Becafigheoparticularities of the tourist offer,
camps are especially significant in the structur@eazommodation facilities. Tarragona realizes
impressive tourism results, but it can still berped out that, because of the general situation,
Spain is currently in a bad situation in natiorahts, i.e. in an extremely unfavorable economic
situation, which resulted in the state of generst@htent of the population, the sense of security
has been significantly compromised, which probatgftfected on somewhat poorer results in
2010. However, the proof that tourism is not affelcby the global crisis, but rather the opposite,
that it records progressive growth, is also indidain the figure from which it is evident that, in
2011, Tarragona again recorded an increase irstsuairrivals.

Analysis of the motives of tourists' arrivals tcetddestination of Tarragona identifies
success of the communication with the tourist markie following figure shows that the primary
motive for tourists' arrivals to Tarragona is teumj followed by travelers whose main motive for
arrival is acquiring new knowledge and education.
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Figure 3 Analysis of the Motives for Tourists' Aais to Tarragona

Source: Caracteritzacié de la demanda turisticaréta Setembre, 2011

The most important thing to be pointed out in toigrist destination is the percentage of
motives which are exclusively related to culturadatourism events which, when they are
summed up into a whole, amount to the high 11%mdy be concluded that the motive for arrival
to the destination of Tarragona for a large nundfeiisitors is visiting a tourist event, or another
form of cultural events.

In accordance with the subject of the paper, softbeoanalyzed tourism indicators are
conditioned by information sources by which towidecided to visit Tarragona.

|
Internet ;‘ 95 15,2
Previous stay in the destination s 20,2
T j 2010
Tourist agencies L
8 26,2 = 2009
Recommendation of relatives or friends #:73 46.1
0 10 20 30 40 50

Figure 4 Figure 4. Sources of Tourist InformationTarragona
Source: Caracteritzacié de la demanda turisticar®12010 - Febrer 2011

The basic communication tools in the system of ivérog information have drastically
changed. Relatives and friends, or tourist agermiesno longer frequent sources of information;



the Internet and impressions the tourists had aeduduring one of their previous stays in the
destination have become more represented.

This very turning point in the trends of using coumcation channels may be significant
for future tourism development in certain touriseagments. Communication forms which record
growth are subject to manipulation and the toutestination may define which elements of the
tourist offer it will communicate more intensely tbe tourist market, and which with less
intensity.

According to all of the above, it should be pointeat that the tourist destination of
Tarragona has been communicating its tourist adgest to the tourist market in a rather quality
manner, placing the focus on its valuable cultara historical heritage, and the long tradition of
university town which still works on systematic pration of its university values and quality.

5. BENCHMARKING ANALYSIS OF TOURIST DESTINATIONS OF
OPATIJA AND TARRAGONA

According to the conducted research, some globanoon determinants of these tourist
destinations may be set, which are:
- Characteristics of Mediterranean towns,
- Similar climate and natural conditions,
- Richness of historical and cultural heritage,
- Rich tourism tradition.

Particularities of tourist destinations of Opatigand Tarragona are defined in the
following table in order to get a clearer idealddit possibilities for future tourism development.

Table 5

Particularities of Tourist Destinations of Opatijad Tarragona

OPATIJA TARRAGONA
Rich tourism history Rich scientific university history
History of development of health- and beac8ignificance of historical archaeological
tourism localities and buildings
Rich cultural resources (musicians, painterBossibility of development of sports resources
poets, writers) (host of the Mediterranean Games 2017)

Source: Author's analysis

Regardless of all the similarities on the macrceletourism in these tourist destinations
is not equally developed. The benchmarking analgsithe town of Opatija in comparison with
its best competitor, the town of Tarragona, is @nésd below.

Table 6
The Benchmarking Analysis of Opatija and Tarragona
DESCRIPTION Town of Opatija Town of Tarragona
Number of inhabitants 11.659 134.000
Number of beds 5.609 2.381
Number of tourists 340.385 404.767
Number of overnights 1.055.539 1.102.969
Location The Bay of Kvarner Northeast coastal area of Spain,

County of Catalonia
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The most important Long tourist tradition, cultural and Cultural tourism (UNESCO),

characteristic of the health tourism scientific research center
destination
Motives of tourists' 1. Rest and relaxation 1. Knowledge and schooling
arrivals 2. Cultural programs 2. Walks
(according to rank) 3. Business and/or conference 3. Cultural facilities
1. Tourist agencies 1. Recommendations of relatives
Sources of tourist 2. Internet and friends
information 3. Recommendations of relatives | 2. Tourist agencies
(according to rank) and friends 3. Previous stay in the destination
4. Brochures and posters 4. Internet

Source: Author's analysis

Taking into consideration the number of beds aedilimber of accommodation facilities
in general, which is significantly higher in Opatithan in Tarragona (Opatija 5,609, and
Tarragona 2,382 beds), Opatija is still in an uofable position. Maybe the problem lies in the
disorganized destination management which is natctapnized with the possibilities and
capacities of tourism development, or the probleninsufficient tourism development lies in
inadequate communication on the tourist marketstased above, successful communication is
only the communication intended for the target seginof the tourist demand which reaches the
end user at the right time and in the right manner.

The question is whether Opatija as a tourist dastin recognizes the tourism segment
and the target group it addresses through the camaation channels. The tourist destination of
Tarragona has skillfully combined its entire higtal heritage in order to place the best elements
of its tourist supply on the market, thanks to sstul communication with the tourist market, by
constantly developing all the accompanying faeiitiwhich support the basic elements of the
supply. This implies building of infrastructure,atisport links, availability of information.
Tarragona became a branded and recognizable toanidtscientific university center. Which are
the particularities on which the tourist destinataf Opatija should build its tourist offer?

The segment on which Opatija should base its fulmesm activities could be the long,
history-rooted tourism tradition. When World Wapdgan, Opatija had about a dozen sanatoriums
and some thirty physicians, with kings, emperomngosers and writers entered in the guest
books, with a perfect infrastructure and a repatatis one of the most superior European health
resorts (Mzur, 2000, p.15). The exquisite beautthefcurrent infrastructure should be only one of
the elements which will be integrated into buildimfgcommunication with the tourist market. The
fact remains that destination management of Tamagoad recognized the possibilities and
significance of quality communication with the tmfirmarket long before Opatija, and used the
communication for increasing tourist trade in igstihation.

Also relevant is the fact that the tourist destovatof Tarragona realizes a part of its
communication with tourists through branded toursrents, which are a kind of a brand. On the
basis of branded tourism events, through skillfeéymposed communication channels and tools,
they also presented to the potential tourists fadl other forms of Tarragona's tourist supply.
Tarragona achieved its greatest communication ssdoecause of the use of historical resources
under the protection of the UNESCO. In this wagytlereated a recognizable image of the tourist
destination on the global tourist market.

Opatija, however, has significant advantages whiely be of great importance for future
tourism development provided that they are usethenright manner. Unlike Tarragona, Opatija
needs relatively small investments to become asreasting ,new“destination to the target group
of tourists, because insufficient communication,ickhwas previously non-existent, may be
transformed into a positive effect of ,somethingyand yet unknown®, but provided that all
future communication activities are implementedtstgically, in a planned manner, and with a
detailed, elaborated scenario for a longer perfdire.
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6. GUIDELINES FOR ORGANISATION OF SUCCESSFUL
COMMUNICATION OF TOURISM EVENTS IN A DESTINATION

According to all the world trends, some of the mdssirable tourist destinations are
Mediterranean destinations which, because of thavorable climate- and landscape
characteristics, correspond to the needs of maemists who want to combine favorable healthy
elements and the beauty of nature. Because ofdhtemporary, stressful way of life, tourists
want to devote attention to their health and hegatinring their travels, both psychological and
physical. The new tourists', ,explorers™ need atisfy their ,hunger* for new knowledge in the

segments of history, cultural heritage, and locatems should not be neglected

These are favorable incentives for developmenheftttal tourist supply of Opatija, and
also for defining a successful communication stratehich will take place on the tourist market.
In its historical origins of tourism, Opatija skdlt building an image of a health center tourist
destination, which is an element on which Opatign @gain build its tourism development.
However, this form of development must be in acaoo# with the current trends and demands of
the tourist market. Combining the offer of tourisgments as a framework for culture and
entertainment with the elements of history anditiaa which will serve as an extension of the
primary health motives, it works as a possible fpgesisolution for the tourist destination of
Opatija. It is important to point out that this fioiof tourism development fulfills all the necessary
criteria, natural and climatic characteristics rastructure and adequate human resources. The
basic problem is lack of professionally managed ettgymental strategy, its design,
implementation and, ultimately, communication tce tbourist market. These elements are
definitely not the only ones necessary for develepimof a tourist destination; emphasis is again
placed on the ,extra experience" which touristsksemd which can be achieved only through
additional elements of the tourist supply, i.e.otlgh tourism events. According to the above-
mentioned research, it is evident that, when ttai@srive to a tourist destination, regardless of
their primary motive of arrival, they gladly attertdurism events in any form — cultural,
entertaining, historical, sports, etc. From theeaspof communication, there is a significant
influence of modern information technologies whitéive a great impact on tourists' decision-
making in choosing their tourist destination. Adamguimplementation of information technologies
in the communication systems will also create, poitt out a brand of a certain tourism event on
the potential tourist market, or the brand of therist destination, which provides the possibility
to realize favorable tourism results.

In the process of defining communication formss itmportant to include all the elements
of the tourist destination which are necessanh@rhaking of strategic decisions. These strategic
decisions include market segmentation, selectionheftarget market, and positioning on the
tourist market.

Local population is the most important link in tbemmunication chain towards tourists,
especially when it comes to tourism events. Loagytation, by participation in the traditional
tourism events, has the role of a living catalyfgtasitive communication of an individual tourism
event and the tourist destination.

The offer of cultural tourism events is one of Himtegic objectives of the tourist supply
of the town of Opatija. Therefore, it is desiraldefollow best practice examples which have
proven that tourist experience is especially natite through participation of the local population
in such a form of the tourist supply. For succdssgfsitioning on the tourist market, it is
necessary to continuously expand, diversify anditatiaely improve the offer adapted to any
individual tourist on the basis of qualitative ches in the destination management and the new
system of values based on knowledge and synergyeirbuilding of an integral product of the
destination.
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7. CONCLUSION

The subject of this paper is significance of comitating tourism events for achieving
success in tourist destinations. For the purpodbepaper, the research was conducted in which
the subject of analysis were tourism indicatordvad tourist destinations, towns of Opatija and
Tarragona. The objective of the paper is to poiutttbe significance of communication of tourism
events as agents of success of a tourist destinakiso, guidelines are proposed for organization
of more successful communication of tourism evéantie destination.

Branding is stated as one of the possible formsustessful communication, since the
conclusion may be derived from the conducted resetirat recognition of the brand is the key
factor of selection of the destination.

The benchmarking analysis of Opatija and Tarragisnaresented in the paper. The
analysis of tourism indicators of the town of Tgwaa indicates that the entire tourist supply is
based on strategic decisions on communicatingaiwa bf Tarragona as a cultural-historical and
scientific-educational center. Tourists recognike town of Tarragona as a tourist destination
which, by its rich tourist facilities, guaranteedfiflment of tourists' needs for experience.

The town of Opatija, despite its natural and climaimilarities to the town of Tarragona,
cannot match this successful tourist destinatioterms of tourism. Rich tourism history and
strong resource base are not sufficient elementieeélopment of a successful tourist offer in the
town of Opatija. The problem may be identified lve fack of vision and in the undefined strategy
for which is responsible destination managementhaf town of Opatija. According to the
research, all the indicators imply that touristesider Opatija a destination favorable for holiday
and relaxation, but that this destination doessndficiently provide the feeling that their needs a
fully satisfied. It cannot be concluded that thelgem lies in the insufficient number of additional
facilities. According to the research of the tousispply (365 DAYS OF THE RIVIERA, Cerayi
2011), Opatija has a rich offer of tourism evertisf the problem seems to be inadequate
communication of additional facilities to the tatrdemand.

Research analysis indicates that the main diffegace in the habits of tourists who visit
the towns of Opatija and Tarragona, in the manaed forms of dissemination of information
regarding the destination. Tourists mostly visit tldestination of Tarragona because of
recommendations by relatives and friends, whilerisbuagencies and the Internet are on the
second and third place. Tourists who visit Opasjate that their first form of receiving
information are tourist agencies, followed by th@etnet, and recommendations and other
communication channels. It is necessary to recegtiiz advantages which the town of Opatija
can use in this segment. Global use of modernnmdtion technologies provides the possibility to
improve communication of tourism events of the tafi®©patija on the tourist market.

In order to achieve successful communication ofrigmu events, it is necessary to
recognize the advantages of the tourist destinatibith make it more interesting than others.
Elements should be selected which can, through agruation of the brand, be communicated in
a quality manner to the target segment of the sbaemand. An important factor for successful
communication of tourism events is also co-operatib destination management with the local
population, which contributes to more intense tistiexperience of the destination.
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