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INTRODUCTION

Modern trends in tourism are going in the direction of meeting the diverse 
needs of increasingly demanding consumers, in terms of design offers a des-
tination that is based on the diversity of tourist attractions, experience, high 
quality standards and an authentic experience. In order to gain a better position 
in the market place should present its own identity through the concept of the 
brand that will differentiate them in relation to the competition.
Although in the literature there are different defi nitions of brand destina-
tions, which include all the multidimensionality of its concepts, usually in 
the use of the defi nition of “destination brand is a name, symbol, logo, or 
other graphics code that also identifi es and differentiates the destination; 
What’s more, it carries the promise of an unforgettable experience that is 
uniquely associated with the destination, and also serves to strengthen and 
enhance the memory of a pleasant experience on the tourist stay in the area 
“(Goeldner, Ritchie and McIntosh 2002, 21).” The fi rst part of the defi ni-
tion refers to the traditional function of the brand - the identifi cation and 
differentiation. The second part emphasizes that it is of great importance 
that the brand conveys destination - implicitly and explicitly promise as 
the essence of travel - a memorable experience and one which, if possible, 
uniquely available in the area.
Creating a unique and prestigious image - brand specifi c tourist destina-
tions is a powerful tool for the expansion of its tourist traffi c, extending 
the season and increasing the average spending per visitor. Creating a re-
spectable and modern destination brand, and tourist stamps, affi rmation 
and evolution of its competitive identity and external reputation, is a tool 
of strategic management of destination.
The paper analyzes the results of the conducted primary research on the percep-
tion that tourists have on the city of Rijeka as a tourist destination. One of the ob-
jectives was to identify key components and areas that could in the future serve as 
a basis for defi ning a unique brand identity of Rijeka. On the basis of the research 
led to the clear indicators also refl ect the attitudes and preferences of tourists who 
visited the city of Rijeka, about what makes it unique and attractive for tourist 
trips, and which elements are its unique brand identity.
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1. EXPLORE THE CITY RIJEKA AS A TOURIST DESTINATION

To address the positioning that consists of brand value proposition that is com-
municated to the market segment, it is necessary to investigate the current po-
sition of Rijeka as a tourist destination. Selected research procedure in the fi rst 
stage of defi ning the problem and research purposes, as well as the objectives 
of the research that should provide an answer to questions. The next phase 
is characterized by selection of data (primary), as well as methods for their 
collection. In the next stage approach to defi ning the research plan to collect 
primary data. Then follows the fi eld collecting primary data and primary re-
search instrument is a survey that is conducted by means of questionnaires to a 
predetermined pattern. Next phase is devoted to analysis of the data collected. 
All data (the answers of respondents) is fi rst checked to determine if they are 
correct, then grouped the data are entered into spreadsheets and analyzed. The 
last phase of the research involves the preparation of short, concise but mean-
ingful analysis of the results of research.

1.1. The purpose and objective of the research

The aim of the research is to determine the preferences, motivations and 
attitudes of tourists as well as evaluating the offers of the tourism product of 
the river, see what kind of image that tourists have on the city of Rijeka as 
users of services as well as what should innovate in activities to create brand 
identity. Based on this analysis, will create a basis for development of brand 
identity that refl ects the place of destination, its value and unique attractions. 
In this sense, research should provide answers to the following questions: 
 What is the current perception of Rijeka viewed from the perspective of 

residents of other regions who came to visit? 
 What is the status of the city of Rijeka as a tourist destination and causes 

whether with tourists wish to visit again? 
 What would the status of the city of Rijeka should have in the future 

and how do we defi ne it? 
 What is it that the city of Rijeka make unique and attractive for tourist travel? 
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 Which elements are its unique brand identity? 
 What is the vision of the city of Rijeka and its position in the tourism market?

1.2. Research methodology

The main method for data collection was used the test method. The imple-
mentation of fi eld research as a tool to use testing methods was used ques-
tionnaire. In the questionnaire, we asked them closed in which the subjects 
are asked to select one or more answers in relation to the answers below. 
The selection of respondents was random, the sample size is 45 respon-
dents, and respondents were from Bosnia and Herzegovina and the Repub-
lic of Serbia. The survey respondents were conducted on the destination.

1.3. Analysis of the results

The questionnaire in the central part is related to the status and identity of 
the city of Rijeka. Thus, the results of research are presented in a special 
way, grouping several questions in the questionnaire in the thematic areas, 
in order to facilitate comparisons and user friendly data: 
General characteristics of tourists 
The needs and motivations of tourists 
Key Attributes of Rijeka 
Personality, visual identity and colors that depict the city of Rijeka.

1.3.1. General characteristics of tourists

In the questionnaire, the general characteristics of tourists include issues 
relating to the demographic structure of respondents: gender, country of 
origin, level of education, and the frequency (number) visit the city of 
Rijeka. Obtained information about general characteristics of tourists are 
very illustrative and clearly presented in the table 1.
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GENDER AGE COUNTRY OF 
ORIGIN

LEVEL OF 
EDUCATION

FREQUENCY 
OF VISITS

Male 10
(22,2%) 20-30 26

(57,8%)

The 
Repub-
lic of 
Serbia

3
(6,7%) SSS 25 

(55,6%) 1-2 32
(71,1%)

Female 35
(77,8%) 31-40 7

(15,5%)

Bosnia 
and 

Herze-
govina

42
(93,3%) VŠ 3

(6,7%) 2-5 4
(8,9%)

51-60
More than 60

41-50 5
(11,2%)

Msc
1

(2,2%)
Phd
7

(15,5%)

VSS 9
(20%)

More 
than 5

9
(20%)

4
(8,9%)

3
(6,6%)

Table 1. General characteristics of respondents (Authors)

The survey showed that 77.8% of surveyed tourists belonging to the fe-
male population, while 22.2% of tourists in the group of men. According 
to the largest age group is between 20 and 30 years (57.8%), while at least 
we have tourists over 60 years (6.6%). From that perspective, the fact is 
that, at least with us, older adults do not follow the trends in the world on 
the occasion of increasing desire to travel (which is admittedly the conse-
quence of much better standard of living). The largest number (45  of re-
spondents) 93.3% of tourists in the city of Rijeka comes from Bosnia and 
Herzegovina. The remaining 6.7% in the city of Rijeka comes from Serbia. 
Also, a very important fact is the level of education of those surveyed 
tourists. Although the majority of the tourists with secondary education 
55.6%, a large proportion of those surveyed tourists do and highly edu-
cated people who have graduated from faculties, graduate, postgraduate 
and doctoral studies 44.4%. As for the answer to the question concerning 
the frequency of visits to the city of Rijeka, we can see that 71.1% of tour-
ists visited the city of Rijeka for the fi rst or second time during the survey, 
20% of respondents visited the city of Rijeka more than 5 times, while 
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the lowest of the respondents visited the city of Rijeka three or fi ve times 
8.9%. This data shows us that we must work to promote tourism in a way 
that will attract new visitors and encourage them to be coming back.

1.3.2. Needs and motives of tourists

In this part of the survey questions included the reasons for visiting the city 
of Rijeka and the most common sources of tourist information, ie. sources 
through which tourists usually get information about the city of Rijeka. 
The results are shown in Chart 1 and 2.

Chart 1. The reason for the visit Rijeka (Authors)

Data show that most tourists come to visit an event 57.8%. This high per-
centage clearly shows how the city of Rijeka are very attractive to orga-
nized activities, cultural, sporting and entertainment events that attract the 
attention of guests. The reason for the large percentage of those who indi-
cated that the reason for the visit an event lies in the fact that the implemen-
tation of the tests coincided with one of the most important manifestation 
of the Rijeka Carnival. For recreation there was 22.2% of tourists, which 
can be related to the fact that has not started the summer season. In addi-
tion, the list of important reasons for visiting the city of Rijeka is located 
on a business trip - seminars, trainings and meetings (11%). The smallest 
share of 8.9% applies to tourists who come to visit family and friends. The 
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responses indicate the two most important reasons for coming; fi rstly, visit 
an event and secondly, leisure and recreation.

Chart 2. Sources of information are encouraged to travel to Rijeka 
(Authors)

With sources of information which encouraged the decision about travel, 
the respondents were able to select among various answers, of which most rel-
evant ones are: the recommendations of friends, colleagues or relatives 62.2%  
and people from the city of Rijeka, which are very good promoters of tourism , 
since 20% of tourists listened them while taking a decision.The results indicate 
the strength of word-of-mouth communication, whereas conventional forms of 
tourism promotion (travel reports, guides, catalogs, brochures, trade show ap-
pearance) to a lesser extent infl uenced the tourists. Satisfaction during the previ-
ous visit destination was crucial that 22.2% of tourists has retaken the city of 
Rijeka, which indicates that the tourists coming back to destination that manage 
to respond to their demands and expectations.

It is indicative of the number of tourists who are informed about the city of 
Rijeka via the Internet and 40% proof that well done Internet presentation 
can attract and interest in order to achieve tourist visits. In this sense, it would 
be interesting to have information from on-line reservation system on how 
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many guests actually reserved the accommodation. Given the characteristics 
of the Internet in terms of speed and quality of the spread of the message, as 
well as favorable prices, the process of building a tourist brand of the city of 
Rijeka Internet should represent the dominant channel of communication.

1.3.3. Key attributes of the city Rijeka

Decisions about choosing the destination to which tourists will go for a holi-
day is the result of several factors: knowledge, experience, perception, at-
titudes, emotions and as the news coming from the media. Experience is 
gained stay of tourists and if positive may substantially determine the deci-
sion to come back. When creating a destination brand starts with the key val-
ues that have a positive aspect and that are reasonable ie. based on research 
fi ndings and backed by the creators of the brand can fi rmly place to stop.
Tourists in the next part of the questionnaire had the task of assess to what 
extent they agree with these views, either on the scale (from 1 = insuffi cient 
to 5 = excellent). In this way, guests are appraised accommodation facili-
ties, cultural and historical attractions, compliance and quality of service 
prices, the local culinary offer, hospitality and kindness of the local people, 
the uniqueness of cultures and customs, nightlife and entertainment, indig-
enous-traditional products, local infrastructure, the availability of tourist 
Information, landscapes / natural attractions and non-contamination of the 
environment. Answers to these questions are presented in Table. 2

Table 2. Key attributes of the city Rijeka (Authors)

EVALUATION Excellent Very good Good Weak Insuffi cient
Quality of accommodation 

facilities 27 (60%) 13 (28,9%) 5 (11,1%) - -

Offer of cultural and historical 
attractions  24 (53,3%) 11 (24,5%) 8 (17,8%) 1 (2,2%) 1 (2,2%)

Compliance quality services 
and prices 7 (15,6%) 19 (42,2%) 15 (33,3%) 1 (2,2%) 3 (6,7%)

Rating the local gastronomic 
offer 18 (40%) 15 (33,3%) 12 (26,7%) - -
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Hospitality and kindness of 
the local population 28 (62,3%) 14 (31,1%) 2 (4,4%) 1 (2,2%) -

Uniqueness of cultures and 
customs  21 (46,7%) 16 (35,5%) 8 (17,8%) - -

Nightlife and entertainment 23 (51,1%) 13 (28,9%) 7 (15,6%) 2 (4,4%) -
Offer of autohtono- traditional 

products 14 (31,1%) 18 (40%) 10 (22,2%) 3 (6,7%) -

Local infrastructure 17 (37,8%) 16 (35,6%) 10 (22,2%) 2 (4,4%) -
Availability of useful tourist 

information 19 (42,2%) 13 (28,9%) 11 (24,5%) 2 (4,4%) -

Landscapes / natural attrac-
tions 25 (55,6%) 16 (35,5%) 4 (8,9%) - -

Unpolluted life environment 14 (31,1%) 22 (48,9%) 7 (15,6%) 2 (4,4%) -

Tourists strongly agree that the top fi ve core values of Rijeka as a destination 
are: the hospitality and kindness of the local population 62.3%, the quality 
of accommodation facilities 60%, landscapes / natural attractions 55.6%, 
cultural and historical attractions and night 53.3% events in 51.1%. It should 
be pointed out that none of the interviewed tourists not rated accommoda-
tion with negative marks. The data indicate that the respondents confi rmed 
that the city known for the hospitality and kindness of the local population, 
as well as a rich variety of entertainment and nightlife. The lowest score of 
these attributes has gained local infrastructure 37.8%. Also, even though a 
lot of the respondents gave a very good score for quality of service and com-
pliance rates 42.2% and non-contamination of the environment 48.9%, it is 
important to emphasize the fact that none of these attributes had a number of 
excellent rating. This means that in the future improve the image of Rijeka 
is necessary to work on rectifying the identifi ed weaknesses of the tourist 
system, and above all better align service quality and prices and introduce 
measures to improve environmental protection.

1.3.4. Personality, visual identity and colors that depict the city Rijeka

Brand identity clearly specifi es what the brand wants to represent in his 
many roles. 
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That is, before all, a set of associations that the brand strategists want to 
create and maintain. The conducted study is intended to determine the ba-
sic starting points for the creation of a clear brand identity of Rijeka as 
a tourist destination. In this part of the questionnaire put the emphasis 
on a very important segment of the tourist attraction, and it is about the 
emotional experience of the said city. So the question is what tourists are 
reminiscent of the city of Rijeka and symbols that best express the city of 
Rijeka as a tourist destination, citing a number of possible answers. The 
obtained results are shown in Table 3.

Table 3. Association and symbols which best express the Rijeka as a tour-
ist destination (Authors)

ASSOCIATION RELATING TO THE RIJEKA SYMBOLS RELATED TO THE RIJEKA
The rich tradition and culture 24 (53,3%) City Museum 7 (15,5%)

Quiet and peaceful oasis for relaxation 13 (28,9%) Palace “Modello” 1 (2,2%)

Multiculturalism 9 (20%) Church of St. Vida 6 (13,3%)

Romantic and dreamy destinations 11 (24,4%) Orthodox church of St. 
Nicholas 12 (26,7%)

Delicious traditional food 10 (22,2%) Trsat 7 (15,5%)

Wine 4 (8,9%) City Tower 6 (13,3%)

Mediterranean climate 25 (55,5%) Palace “Jadran” 2 (4,4%)

Beaches for everyone’s taste 8 (17,8%) Rijeka Carnival 44 (97,8%)

Purely and blue sea 23 (51,1%) Regatta “Fiumanka” 2 (4,4%)

Data show that the three most dominant association related to the city of 
Rijeka are mediterranean climate 55.5%, the rich tradition and culture 
53.3% and purely and blue sea 51.1%, which means that the primary as-
sociation of city are recognized. A smaller number of tourists seen the city 
of Rijeka as peaceful and quiet oasis for rest 28.9%, romantic and dreamy 
destination 24.4% with delicious traditional food 22.2% and multicultural 
environment 20%. For the last two of the respondents placed the beach to 
everyone’s taste, 17.8% and 8.9% of the wine.
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The most striking symbol of the city of Rijeka according to the respondents 
is the Rijeka Carnival 97.8%. Rijeka Carnival is a set of events that are 
held in Rijeka during the carnival. The carnival parades are engaged from 
different parts of Croatian and abroad. Motives depicting parades ranging 
from traditional to modern. The custom of carnival life with parades and 
dancing nurtured more than a hundred years, and since 1982 has been held 
in an organized manner in the form of parades it has today. Respondents 
also pointed out the symbols as the Orthodox church of St. Nikola 26.7%,  
City Museum 15.5%, Trsat 15.5% and Church of St. Vida 13.3%. For sym-
bols that at least express the city of Rijeka as a tourist destination noted the 
Palace Jadran 4.4%, Sailing Regatta and the Modello Palace 2.2%.
Imagine destination as a personality is somewhat strange, for many people 
unthinkable on a conscious level, but research shows that unconsciously 
we choose the destination brand that is similar to our character and sensi-
bility. That is why tourists asked to imagine the city of Rijeka as a person 
and ascribe qualities that belong to it. That is the largest number of tourists 
responding, 62.2% experienced such a hospitable, and a larger number 
of respondents 46.7% as an open and creative 37.8%. A smaller number 
of respondents 31.1% consider her the epithet of traditional Rijeka great 
standing, romantic is considered 26.7% of tourists, but as the vine and 
food lovers see 20% of respondents. At least tourist city of Rijeka seen as 
a quiet and peaceful 15.5% and 11.1% sensuous. The results are shown in 
the Chart 3, and tourists had the opportunity to choose more answers of-
fered.
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Chart 3. The personifi cation of the Rijeka and the traits ascribed to it 
(Authors)

While creating the brand’s visual identity of Rijeka is very important to 
see and explore, which are the dominant colors in the minds of guests that 
connect them and evoke the city of Rijeka. Just the most common color is 
often used in the preparation of the fi nal visual brand identity (logo). Re-
sults of the colors are fascinating and are shown in the fi gure 4. The data 
indicate that the respondents in the same number opted for the warm colors 
of 33.3%, cold, soothing colors 33.3% and 33.3% of pastel colors. This 
result can be linked to the rich culture and traditions of different peoples 
who inhabited these lands and left their mark, but also to previously identi-
fi ed the strongest visual symbol of Rijeka - Rijeka carnival dominated the 
palette of colors.
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Chart 4. Colors that best express the city of Rijeka (Authors)

At the end of the study tourists asked how own experience after experience 
and describe the city of Rijeka. Thus, 57.8% of guests said they city of Rijeka 
experienced as a pleasant city with an open heart with a rich tradition and cul-
ture. 26.7% of them believe that the city of Rijeka interesting urban city with 
a good nightlife, 11.1% of the city is described as a peaceful and quiet holiday 
oasis with beautiful beaches and the sea, and 4.4% of the responses refer to the 
heading other. Guests are asked to emotionally experience the city of Rijeka, 
as this is an essential fact in the fi nal creation of the brand.

Table 4. Final description of the emotional experience of the city 
of Rijeka (Authors)

FINAL DESCRIPTION AND EMOTIONAL EXPERIENCE THE CITY OF RIJEKA

Interesting urban city with good night life 12 (26,7%)

Pleasant town with an open heart with a rich tradition and culture 26 (57,8%)

Quiet and peaceful oasis for a holiday with beautiful beaches and sea 5 (11,1%)

Other 2 (4,4%)
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CONCLUSION

Intense competition among destinations has led to a systematic adjustment 
of economic and other operators with new relationships. Tourist offer is, 
therefore, more sophisticated and of high quality. The focus moves from 
the level of individual subject of the tourist offer in the tourist destination 
that is the creation of integrated product destination, which must have a 
clear image and provide conditions to realize positive business impact. In 
order to gain a better position in the market place should present its own 
identity through the concept of the brand that will differentiate them in 
relation to the competition.
Modern tourism is increasingly focuses on the “tourism experience” be-
cause tourists want to enjoy life because of the increasing overstrain and 
overload. Modern tourists want to experience new inspiration and motiva-
tion, and in doing so are constantly in search of unusual places and cul-
tures, interesting, remnants of the past and the future indications. In all 
this the best opportunity just has branded destinations that can offer them 
something different, original, with the “tourist stories” need to be adjusted 
precisely to tourists.
The specifi c contribution to the application of the concept of branding a 
tourist destination is the recognition and competitive identity that attracts 
increasing number of tourists increases the demand for products and ser-
vices in the value chain and the volume of investments, given the attrac-
tiveness of certain tourism products, and fi nally - contributes to increasing 
the living standards of the population. Based on studies of behavior, pref-
erences and attitudes of tourists Rijeka, obtained starting points that can be 
used for branding the city of Rijeka as a tourist destination. Starting points 
for the branding of the city of Rijeka as a tourist destination on the basis of 
the research are as follows: 
Mediterranean climate and purely blue sea 
Natural, cultural and historical attractions 
A nice city with an open heart with a rich culture and tradition 
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Rijeka Carnival as a world cultural event 
Hospitality and friendliness of local people who make the stay enjoy-

able 
Diverse and rich night life and entertainment 
Rich gastronomic offer.
The City of Rijeka to the tourist market should position itself as a pleasant city 
with an open heart with a rich culture and tradition destination “unity in di-
versity” of nations, cultures and customs, harmonious life of people in a small 
space, friendly hosts that provide a sense of belonging. When we look at the 
analyzed survey results we can see in which direction the city of Rijeka as a 
tourist destination should develop and which guests were particularly pleased. 
Innovative driving force may be the next tourist products of Rijeka: 
Cultural tourism 
Events (various festivals, cultural and entertainment events) 
Nautical tourism (cruises, individual vessels).
By analyzing the research results lead to the conclusion that the city of Ri-
jeka should be directed towards the target population. Thus, segmentation 
leads to several target groups: 
tourists with special interests (family, children, youth, business market) 
tourists who prefer cultural heritage and other traditional values 
lovers of nature and purely sea 
adventurers, sportsmen.
Brand positioning of Rijeka should provoke interest in the target groups to 
visit the Rijeka, staying in it, recommend it to potential visitors and again 
return. Considering the tourism potential and leading the megatrends in 
international tourist trends, the city of Rijeka may perfect commercialize 
said products and to position itself in the global tourism market.
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