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Background and Purpose: As outlined in the National Tourism Development Strategy until 2030, Croatia aims to 
provide higher value, innovative, sustainable, and authentic tourist experiences. There is a need to examine how the 
main tourism stakeholders can contribute to the transformation of traditional and commodified tourism products into 
premium-class offerings that add value throughout the entire value chain. It is important for premium-class hotels to 
take additional steps in improving their offerings to positively impact the entire destination and enhance service qual-
ity. This paper aims to: explore initiatives for promoting innovation in premium-class experiences within destinations 
focusing the cooperation between on hotel companies and DMOs; identify anticipated trends influencing the future 
of the tourism industry, and assess the future prospects of premium-class hotels in Croatia. 
Design/Methodology/Approach: The methodology incorporated both quantitative and qualitative approaches, 
driven by the structured nature of the questions in the online survey that target sales and/or marketing directors of 
hotel companies that have premium-class hotels in their portfolio. Suitable statistical methods were employed to 
conduct the analysis for the quantitative portion of the data. Content analysis was utilized to analyze the open-ended 
questions. For this purpose, the MAXQDA software for coding, categorizing, and exploring patterns within the data.
Originality/value: This study represents one of the pioneering investigations into the essential initiatives that hotel 
companies need to undertake in order to orchestrate the development of a destination that relies on its premi-
um-class experiences. Furthermore, the study examines the role of supporting institutions such as destination man-
agement organizations (DMOs) in facilitating this process. A conceptual model to improve the development of the 
premium hotel segment and destination at the same time, pursued by the responsible practices and initiatives of the 
hotel companies and strong partnerships with DMO and the local community, is proposed.
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1 Introduction

The responsibilities of Destination Management Or-
ganizations (hereafter DMOs) are well-established and 
often regulated by law in many destinations, including 

developing destination products. However, the nature of 
the tourism product necessitates ongoing decision-mak-
ing processes, making the strategic management of des-
tination management organizations a constant endeavour 
(Fairley, 2019). The literature analysis highlights that the 
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effectiveness of destination management relies heavily on 
the capability of various stakeholders to fulfil their roles 
and is closely associated with the pivotal role of a DMO 
(Korossy et al., 2022). However, managing a destination 
involves navigating these various stakeholders’ differing 
needs, making it a challenging task. Tourism is inherently 
characterized by its emphasis on innovation and creative 
endavours (Hjalager, 2010). It is evident in practice that 
hotel companies in destinations are often quick to adopt 
innovations and influence the emergence of new tourism 
trends through their service offerings. It is so partially 
because of knowledge spillovers that play a vital role in 
enhancing the innovation performance of hotel companies 
by fostering the development of fresh insights and inno-
vation capabilities (Veiga et al., 2022). As a result, it is 
crucial to explore what additional steps hotel companies 
can take to ensure that improvements in their product and 
service provision process positively impact the entire des-
tination, thereby enhancing the quality of services across 
the value chain. This is particularly important for premium 
hotel products that target a market seeking high-quality 
experiences for which they are willing to pay a premium. 
Furthermore, it is important to analyze how DMOs can 
enhance their role in facilitating the rapid absorption of 
positive effects generated by establishing a premium ho-
tel offering within the destination’s value creation chains. 
These initiatives aim to cultivate high-quality, leisurely, 
and sustainable tourism experiences that align with current 
tourism trends and the preferences of travelers.

The objective of this paper encompasses three main 
aspects. Firstly, it aims to investigate the key initiatives 
that hotel companies providing premium-class accom-
modations and DMOs can undertake to promote optimal 
innovations and practices in developing premium-class 
experiences within a given destination. Secondly, it seeks 
to uncover the trends that directors anticipate will have an 
impact on the tourism industry in the coming years. Last-
ly, it aims to shed light on the prospects of premium-class 
hotels in Croatia.

The authors acknowledge the importance of addressing 
these fundamental inquiries for multiple reasons. Firstly, 
although extensive research has been conducted on desti-
nation management and the role of DMOs in enhancing the 
appeal and competitiveness of tourist destinations (Coban 
and Yildiz, 2019), there is a limited focus on investigating 
their specific association with premium hotels regarding 
comprehending these innovations and implementing sim-
ilar practices within the destination context. Secondly, the 
existing body of research examining the ways and possibil-
ities by which premium hotels can influence a destination’s 
overall quality and offerings needs to be more extensive 
and adequate. Therefore, it is necessary to bridge this gap 
and delve deeper into understanding the potential impact 
of premium hotels on elevating the destination’s quality 
standards through close collaboration with key stakehold-

ers. Thirdly, addressing the aforementioned questions will 
contribute to formulating a comprehensive model proposal 
that facilitates such collaboration within the tourist des-
tination, fostering the development of high-quality des-
tination products, with hotel companies taking the lead 
in creating premium hotel offerings and promoting such 
practices within the destination ecosystem. Fourthly, the 
authors chose Croatia as the research location, despite it 
not being widely recognized as a luxury or premium-class 
tourism destination. Nevertheless, there is a strong desire 
to shift away from the conventional sea and sun tourism, 
which is predominantly seasonal. Croatia faces significant 
seasonality in tourist traffic compared to other Mediterra-
nean countries, with 92.5% of total beds located in Adriat-
ic Croatia, leading to peak months with the highest aver-
age space load. To address these challenges, Croatia aims 
to offer higher value, innovative, and sustainable tourism 
products. This strategic focus on authentic and sustain-
able tourism is outlined in the National Tourism Devel-
opment Strategy until 2030 (Croatian Parliament, 2022). 
The goal is to reposition Croatia as a destination that de-
livers unique, authentic and sustainable experiences to its 
visitors.  The emphasis on authenticity, curated offerings, 
sustainability, and a profound connection with local cul-
ture and heritage reflects the preferences of modern luxury 
travellers. Indeed, there is a need to examine how the main 
tourism stakeholders can contribute to the transformation 
of traditional and commodified tourism products into pre-
mium-class offerings that add value throughout the entire 
value chain. This process will enhance the overall quality 
of tourism products in the destination, aligning with the 
growing trends of authentic and curated experiences.

Based on the information provided, the following re-
search questions have emerged:

1. What role do premium-class hotels play in signif-
icantly enhancing the quality of services throughout the 
entire value chain within the destination?

2. What is the role of DMOs in enhancing the success 
of developing premium-class offerings within the des-
tination?
3. What trends will impact the future of the tourism 
industry?
4. What lies ahead for premium-class hotels in Cro-
atia, and what are the underlying factors driving this 
direction?
Valuable insights will be provided to support the de-

sign and implementation of an effective model that fosters 
collaboration between DMOs and hotel companies, ulti-
mately leading to the development of high-quality desti-
nation products.

The methodology utilized in this study incorporated 
both quantitative and qualitative approaches to accom-
modate the structured format of the questions presented 
in the online survey. The survey questionnaire consisted 
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of close-ended, open-ended, and Likert scale-based ques-
tions. The specific target participants for this research 
were sales and/or marketing directors and directors of  
operations1   representing hotel companies in Adriatic Cro-
atia as they are responsible for designing and pricing spe-
cific hotel products in their portfolio.

The paper is organized coherently, following a logi-
cal structure. The subsequent section presents a compre-
hensive literature review, delving into relevant existing 
research. Chapter 3 elaborates extensively on the meth-
odology employed in this study, providing a detailed ex-
planation of the approach adopted. Chapter 4 is dedicated 
to presenting research findings, highlighting the outcomes 
of the investigation. Moving on to Chapter 5, an in-depth 
analysis and discussion of the results ensue, accompanied 
by the introduction of an additional value proposition: a 
conceptual model of cooperation within the tourism desti-
nation. The final chapter encompasses concluding remarks 
and an assessment of the study’s limitations.

2 Literature Review

The subjectivity and contextual nature of luxury make 
it challenging to establish a universally accepted defini-
tion. Scholars and experts recognize this challenge and 
acknowledge that luxury hospitality’s definition varies 
depending on individual perspectives, cultural influences, 
and shifting consumer expectations. Heyes (2021) empha-
sizes the investigation of luxury hospitality, encompass-
ing tangible components such as material characteristics, 
amenities, and services, along with intangible facets en-
compassing emotions, experiences, and exclusivity. This 
accentuates the multidimensional character of luxury 
hospitality and underscores the importance of accounting 
for diverse variables in its definition and comprehension. 
Similarly, Luna-Cortes et al. (2022) acknowledge the need 
for more consensus in defining luxury hospitality and the 
associated factors. They highlight the diversity of luxury 
experiences and the varying expectations of consumers, 
which further complicates the development of a unified 
definition. These insights underline luxury hospitality’s 
complexity and subjective nature, requiring a holistic and 
flexible approach to understanding its intricacies. Promi-
nent trends in luxury tourism include the pursuit of authen-
ticity, slow tourism (Krešić and Gjurašić, 2022), health and 
wellness, and sustainable tourism (Amatulli et al., 2021). 
Given the significant contribution of tourism services to 
the global economy, it is crucial for the hotel industry to 
adopt proactive environmental strategies that not only 
generate widespread social acceptance but also enhance 
market legitimacy (Jacobs et al., 2010). An adequately de-
signed and effectively implemented environmental man-
agement program holds the potential to enhance levels of 

job satisfaction and organizational commitment among 
luxury hotel staff members (Sourvinou and Filimonau, 
2017). By embracing environmental management prac-
tices luxury hotels can establish new trends and standards 
for other sectors within the hospitality industry to follow 
(Bohdanowicz ET AL., 2011). Lopes et al. (2022) have 
acknowledged the influence of digital transformation on 
the evolutionary trajectory of the luxury tourism industry. 
These trends reflect the evolving preferences of luxury 
travellers seeking meaningful experiences, well-being, and 
environmentally conscious practices. According to Novot-
na and Kunc (2019), a significant determinant shaping the 
future of luxury tourism is the shift in consumer values 
from a focus on material possessions to a preference for 
experiential purchases. This change in consumer behavior 
has profound implications for the luxury tourism industry 
as it necessitates a revaluation of product offerings and the 
delivery of immersive and memorable experiences to meet 
the evolving needs and desires of luxury travellers. The 
2018 report by Global Data titled “Tapping into the Lux-
ury Travel Market” highlights key trends in luxury travel. 
These include market growth and diversification, a shift 
from opulence to exclusivity, a focus on authenticity, well-
ness, responsible travel, and the importance of customiza-
tion and technology. Defining luxury hospitality compre-
hensively remains challenging, necessitating adaptability 
in diverse contexts and markets. As a result, a definitive 
and all-encompassing definition still needs to be discov-
ered. Instead, a comprehensive and flexible approach is 
imperative for comprehending and delineating luxury 
hospitality within diverse contexts and markets. Thomsen 
et al. (2020) highlight the necessity for further research 
that specifically delves into the realm of unconventional 
luxury. They emphasize the importance of exploring and 
understanding luxury experiences that deviate from tradi-
tional notions, urging scholars to investigate and shed light 
on this emerging area of study. The luxury travel indus-
try has experienced significant growth and has become a 
key contributor to global economic development. Several 
factors have contributed to the growth of the luxury hotel 
market (Zion Market Research, 2019):

1. Growth in Travel and Tourism: The expansion of the 
travel and tourism industry has played a significant role 
in the growth of luxury hotels. As more people travel for 
leisure and business purposes, the demand for luxury ac-
commodation has increased.

2. Profitability and Asset Value: Luxury hotels are 
known for their high profitability and asset value. Inves-
tors and hotel companies recognize the potential for gener-
ating substantial returns from luxury properties, which has 
driven the development of new luxury hotels.

3. Changing Lifestyles: The emergence of new life-
styles, characterized by a desire for unique and extraordi-

1 
1 Considering the variation in job systematization among hotel companies.



23

Organizacija, Volume 57 Issue 1, February 2024Research Papers

nary experiences, has fueled the demand for luxury travel. 
Consumers are seeking exclusive and personalized expe-
riences, and luxury hotels are well-positioned to cater to 
these preferences.

4. Strong Advertising and Branding Strategies: Ho-
tel companies have implemented robust advertising and 
branding strategies to promote luxury properties. Effective 
marketing campaigns have helped create brand awareness 
and attract affluent travelers.

According to market research (Soeg, 2022) the global 
luxury hotel market was projected to approach the $200 
billion mark by 2021. Additionally, the global luxury 
travel market is expected to reach $1.3 trillion by 2027 
(ReportLinker, 2021), with a projected compound annu-
al growth rate (CAGR) of 11.1% during the period 2021-
2027 (Allied Market Research,2021). The rise in luxury 
travel can be attributed to the desire for unique experi-
ences, increasing disposable income of middle- and up-
per-class individuals, and the growing need for quality 
family time. The luxury travel market is expected to be 
driven by the baby boomer generation, who will dominate 
the growth with a projected CAGR of 10.7%. The Gen-
eration X segment is also anticipated to contribute to the 
market growth, with an estimated CAGR of 11.5% during 
the forecast period (Allied Market Research, 2021). Over-
all, the growth of the luxury travel industry and luxury ho-
tels is influenced by various factors, including changing 
consumer preferences, rising disposable income, effective 
marketing strategies, and the overall expansion of the trav-
el and tourism sector.

In light of the aforementioned, it is crucial to acknowl-
edge the patterns observed in the expansion of the luxury 
segment and commence the creation of destinations while 
considering the prospective trends within the luxury travel 
market. By crafting distinct experiences that cater to the 
demands of the luxury travel market, destinations can si-
multaneously enhance their competitive edge. Nonethe-
less, in order to attract the luxury travel market, the focal 
point must be on providing premium-class offerings. Cul-
tivating a premium hotel offering within the destination 
plays a pivotal role in the overall development of the des-
tination. In order to enhance their productive integration, 
hotels can establish relationships with support organiza-
tions like DMOs. Taking a destination management per-
spective, the results of the study conducted by Vieira et.al. 
(2022) indicate that support organizations play a crucial 
role in facilitating interfirm relationships and promoting 
productive integration within a destination. By effec-
tively coordinating various stakeholders and resources, 
a well-functioning DMO can drive sustainable practices 
and effectively address existing and potential challenges. 
Therefore, destination management plays a pivotal role as 
a fundamental tool in the endeavour to construct a future 
that is more inclusive, sustainable, and competitive (Guer-
reiro, 2022). The establishment of a robust DMO offers 

significant potential for enhancing the competitiveness of 
a destination. DMOs also play a crucial role in fostering, 
not only cooperation, but also promotion across industries. 
DMOs are taking on the role of influencers for the destina-
tion (Nicole, 2022). 

Hotels and DMOs can leverage their strengths and 
resources by working together to create enhanced visitor 
experiences and drive destination growth. This collabo-
rative approach facilitates the alignment of marketing ef-
forts, strategic planning, and the development of unique 
and compelling offerings that showcase the destination’s 
attractions and meet the evolving needs and preferences 
of luxury and future travellers. Cooperative behavior plays 
a vital role in achieving sustainable planning and devel-
opment within tourism destinations. However, there is a 
scarcity of evidence regarding the factors influencing ac-
tors’ choices to cooperate. Cooperation in tourism devel-
opment is topical because no tourism product would exist 
without engagement of various parties. Tourism destina-
tions can be conceptualized as intricate networks involv-
ing numerous co-producing actors who deliver a wide 
range of products and services. As stated by Bititchi et al., 
(2004, 253), the concept of cooperation practices should 
be viewed within the framework of a mutually beneficial 
scenario, commonly referred to as a win-win situation. 
The complexity highlighted distinguishes destination de-
velopment and management from organizational develop-
ment and management (Haugland et al., 2011). The study 
conducted in a European Alpine tourism destination, for 
instance, demonstrates that only relationship-based fac-
tors, when combined with communication variables, ex-
hibit a strong positive influence on cooperative behaviour 
(Beritelli, 2011). The framework proposed by Bramwell 
and Sharman (1999) examines whether specific collabora-
tions effectively address power imbalances among stake-
holders and introduces the concept of partial consensus. 
Through its collaborative efforts, a DMO can contribute 
to the long-term viability and success of the destination, 
while also maximizing its appeal to visitors and maintain-
ing a positive relationship with the local community. DMO 
serves as a valuable platform for leaders in its destination, 
as underlined in the research of  Beritelli et al. (2015). Ac-
cording to the aforementioned, premium-class hotels must 
establish targeted partnerships with DMOs, the local com-
munity, and other crucial stakeholders to coordinate pre-
mium-class offerings within a destination effectively. This 
collaborative approach is essential to promote the desti-
nation’s growth by providing high-quality tourism experi-
ences. It is important to underline that Gonzales-Torres et 
al. (2022) emphasize the importance for hotel companies 
to meticulously design their partner configuration based on 
the specific type of innovation they seek to introduce, par-
ticularly in the context of premium experiences targeting 
the luxury travel market. They highlight that careful atten-
tion should be given to areas such as service and marketing 

http://et.al
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when establishing partnerships. By strategically aligning 
their collaborations within these domains, hotels can effec-
tively harness external expertise and resources, propelling 
innovation in their services and bolstering their marketing 
endeavour. This strategic approach underscores the signifi-
cance of collaboration and strategic alliances in cultivating 
innovation within the hotel industry. It enables companies 
to enhance their competitiveness and effectively address 
the evolving needs of their customers. Organizations in 
tourism are increasingly involved in collaborative partner-
ships, such as service bundling for tourism packages. The 
drivers of service bundling are analysed int the paper of 
maggioni et al. (2014). This study identifies four clusters of 
hoteliers based on their networking orientation: Relation-
al/Socials, Opportunists, Innovators, and Marketers. Each 
cluster demonstrates unique collaboration approaches and 
motivations for partnership engagement.  The study of  
Tsou et al. (2019) underscores the importance of strategic 
decision-making regarding partner selection and the utili-
zation of IT resources to foster successful co-development 
in the hotel sector. The research conducted by Dogan et 
al. (2019) suggests that residents’ perceptions of hotel so-
cial responsibility practices have a direct and indirect im-
pact on their support for additional tourism development. 
Residents’ satisfaction with their community mediates this 
impact. Facilitating active participation of individuals in 
destination-level tourism development poses considera-
ble challenges. But, living environment, job position, and 
education are important factors influencing individual’s 
attitudes towards tourism development as concluded in 
the study of Uran and Juvan (2010). The “bottom-up” ap-
proach is widely considered as the ideal approach in this 
context (Žibert et al., 2017). 

Coban and Yildiz (2019) have devised a destination 
management model for Cappadocia to foster sustainability 
and enhance competitiveness within its tourism industry. 
The model emphasizes the pivotal roles of cooperation 
and coordination. The framework developed in the study 
of Foris et al. (2020) establishes an interconnected rela-
tionship between the analysis of the internal environment 
through the utilization of the value chain concept and the 
identification of appropriate Lean Six Sigma methods 
applicable to the management of tourist destinations. By 
integrating these approaches, the framework aims to op-
timize the management practices within the tourist desti-
nation, ultimately leading to enhanced performance out-
comes.  The significance of governance is also highlighted 
in the research conducted by Ivars-Baidal et al. (2019). 
While information and communication technology (ICT) 
undoubtedly influences destination management models, 
the effectiveness of the smart tourism development ap-
proach will not solely rely on technology. It equally hinges 
on an appropriate governance framework that systemati-
cally incorporates three key levels: strategic-relational, 
instrumental, and applied.

3 Research Methodology

The employed methodology encompassed both quanti-
tative and qualitative approaches due to the structured for-
mat of the questions in the online survey. The survey ques-
tionnaire included close-ended, open-ended, and Likert 
scale-based questions. The target participants were sales 
and/or marketing directors and directors of operations of 
hotel companies in Adriatic Croatia. The researchers di-
rectly contacted the directors, explained the purpose of the 
research, and invited them to participate in the survey. The 
questionnaire was distributed via email, and the research-
ers ensured that the directors were already aware of the up-
coming survey. The research was conducted during March 
and April in the year 2023.

The analysis encompassed the utilization of appropri-
ate statistical methods for the quantitative portion of the 
data, while the open-ended questions were formulated 
with four primary objectives in mind:

1. Gaining Managerial Insights on Driving Service 
Excellence across the Destination’s Value Chain: This 
involved identifying managers’ observations regarding 
specific actions that hotel companies, featuring premi-
um-class hotels in their portfolio, could undertake to make 
a significant impact on enhancing the quality of services 
throughout the entire value chain within the destination.

2. Identifying Initiatives for Advancing Premium-Class 
Offerings by DMOs: The aim was to determine managers’ 
expectations concerning the actions that DMOs can under-
take to enhance the success of developing premium-class 
offerings within the destination.

3. Exploring the Future Outlook and Trends for the De-
velopment of Premium-Class Hotels: This sought to gath-
er insights on managers’ perspectives regarding the future 
development and trends related to premium-class hotels.

4. Examining the Model of Cooperation between Pre-
mium-Class Hotels and Other Key Stakeholders in the 
Destination: The objective was to understand how pre-
mium-class hotels can collaborate with other significant 
stakeholders within the destination for mutual benefit.

The research aimed to analyze directors’ perspec-
tives on strategies for enhancing service quality in premi-
um-class hotels and the success of premium-class offerings 
within a destination. Using a content analysis method-
ology, both qualitative and quantitative aspects were ex-
plored. Categories were identified for each open-ended 
question, resulting in a structured quantitative representa-
tion. A qualitative coding process revealed distinct themes, 
subthemes, and concepts from directors’ responses. A key-
word-driven approach refined the quantitative analysis by 
connecting responses to specific themes. This methodolo-
gy provided a nuanced exploration, combining qualitative 
richness with a structured quantitative framework, ensur-
ing a thorough examination of the data and contributing to 
robust findings.
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The criteria for selecting the sample:
1. Hotel companies that have 5-star and 4-star hotels in 

their portfolio based on the Croatian rating system of the 
Ministry of Tourism and Sport as of January 2023. 

2. Hotel companies located in the Adriatic Croatia 
Only hotel companies that comply with both criteria 

were considered. Hotel companies that have their 5-star 
hotels in more than one Croatian administrative region 
were counted once. Still, the online survey was distribut-
ed to sales and/or marketing directors responsible for the 
portfolio in the specific region. This was applied in one 
case only.

In accordance with the provisions outlined in the Cro-
atian Accounting Law, the sample of hotel companies in 
Croatia includes 10 large companies with over 250 em-
ployees and 2 medium-sized companies with 50 to 250 
employees. Out of the total of 12 hotel companies contact-
ed for the survey, 11 sales and/or marketing directors and 
directors of operations actively participated and completed 
the online questionnaire, resulting in a response rate of 
84.6%.

The gender distribution of directors, categorized by 
male and female representation, can be graphically depict-
ed to visually represent the gender composition. 

Based on the data provided, the breakdown of directors 
by educational background, and age group is as follows:

• Educational Background:

Directors with Master of Arts (M.A.) degree: 72.8%
Directors with Master of Science (M. Sc.) degree: 

27.2%
Please note that the table represents the percentage dis-

tribution of directors within each age group.
The majority of the sample consists of directors with 

15-19 years of working experience and 10-14 years of 
working experience, comprising 72.8% of the total.

Croatia boasts a total of 62 5-star hotels, including 
those with special standards such as Radisson, Sheraton, 
West In, Hilton, and Lone. This constitutes 8.20% of the 
overall hotel landscape in the country. When examining 
the number of beds in all Croatian hotels and contrasting 
them with those in the highest category, the latter accounts 
for 14.41%. Specifically, hotels of the highest category 
contribute 17,660 beds. However, when comparing this 
figure with the total bed count in categorized tourist facil-
ities (excluding beds in households), the share of beds in 
top-tier hotels diminishes to 4.29%. Incorporating beds in 
households and other accommodation facilities, which ex-
ceed 700,000, into the total bed count in categorized tour-
ist facilities results in hotels claiming 11.26% of the share. 
Yet, the share of beds in the highest-category hotels in this 
scenario is only 1.58%.The hotel companies included in 
the sample collectively manage a total of 22 5-star hotels. 
When considering the overall number of 5-star hotels in 
the Adriatic Croatia region, this indicates that the hotel 

Figure 1: Distribution of male and female sales and/or marketing directors

Source: authors’ analyses

AGE GROUP FREQUENCY %

30-39 6 54,55

40-49 4 36,36

50-59 1 9,09

 11 100

Table 1: Age groups of sales and/or marketing directors

Source: authors’ analyses
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companies from the sample oversee approximately 45.8% 
of the total 5-star hotels in the area.

4 Results

In order to gather directors’ perspectives on specific 
actions that hotel companies with premium-class hotels 
in their portfolio could undertake to significantly enhance 
the quality of services throughout the entire value chain 
within the destination, directors were provided with the 
opportunity to share their opinions in the online question-
naire. They were encouraged to write about their thoughts 
and comments as extensively as they desired. The same 
approach was adopted when gathering opinions on the ac-
tions that destination management organizations (DMOs) 
can take to enhance the success of developing premi-

um-class offerings within the destination.
Based on the received comments and opinions, the au-

thors analyzed and synthesized the common viewpoints 
derived from all the comments and the views expressed 
by the directors in the survey questionnaire. The data was 
quantitatively expressed by identifying number of catego-
ries and linking specific views to each category (for each 
open-ended question). This approach allowed for a sys-
tematic categorization and analysis of the data, providing 
a structured framework to understand the quantitative as-
pects of the information. 15 categories were identified for 
the first question and 12 for the second.

The abovementioned is presented graphically in Figure 
2. 

In the following table the main themes, subthemes and 
concepts that emerged are presented. 

Figure 2: The common categories for actions hotels and DMOs can take to support the development of premium-class offerings 
within the destination

Source: authors’ analyses
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Figure 3: The main themes, subthemes and concepts for actions hotels and DMOs can take to support the development of pre-
mium-class offerings within the destination

RQ1: What role do premium-class hotels play in significant-
ly enhancing the quality of services throughout the entire 

value chain within the destination?

RQ2:  What is the role of DMOs in enhancing the success of 
developing premium-class offerings within the destination?

MAIN THEME 1
Customer-Centric Excellence

SUBTHEMES
1. Local Community Engagement

Concept 1: Involvement of the local community in service 
development

2. Differentiation Strategies
Concept 2: Strategies to distinguish premium-class hotels 

from competitors
3. Exclusive Experiences

Concept 3: Creation of unique and exclusive guest experiences

MAIN THEME 1 
Collaborative Destination Development 

SUBTHEMES
1. Collaboration Among Tourism Entities

Concept 1: Collaborative initiatives among hotels, tour opera-
tors, and local businesses

2. Collaboration with Local Authorities
Concept 2: Collaboration with local authorities for destination 

development

MAIN THEME 2
Upscale Offerings

SUBTHEMES
1. High-Quality Amenities

Concept 1: Provision of amenities emphasizing quality and 
luxury

2. Luxurious Spa and Wellness Centers
Concept 2: Development of spa and wellness centers for 

premium guests

MAIN THEME 2
Curated and Experiential Tourism

SUBTHEMES
1. Development of Curated Experiences

Concept 1: Creation of carefully curated and customized 
guest experiences

2. Enogastronomic Segments
Concept 2: Emphasis on gastronomic experiences within the 

destination

MAIN THEME 3
Innovation and Sustainability

SUBTHEMES
1. Digitization Strategies

Concept 1: Integration of digital technologies for enhanced 
guest experiences
2. ESG Practices

Concept 2: Adoption of Environmental, Social, and Gover-
nance practices

MAIN THEME 3
Infrastructure and Planning

SUBTHEMES
1. Infrastructure Enhancement

Concept 1: Development and improvement of destination 
infrastructure

2. Well-Defined Planning
Concept 2: Strategic and well-defined planning for destina-

tion growth

MAIN THEME 4
Collaborative Strategies

SUBTHEME
1. Cooperation with Main Stakeholders

Concept 1: Collaborative efforts with stakeholders for mutual 
success

MAIN THEME 4
Sustainability and Quality Assurance

SUBTHEME 4
1. Sustainable Practices

Concept 1: Implementation of sustainable tourism practices
2. Quality Assurance and Certification

Concept 2: Ensuring and certifying high-quality standards

The authors compared the directors’ opinions with the 
new trends in luxury tourism and hospitality as pointed in 
the literature review section. The findings emerged are pre-
sented visually in the figure 4. 

Overall, the opinions of the sales and/or marketing di-
rectors are consistent with the identified trends, indicating 
a recognition of travellers’ evolving preferences and de-
mands, the significance of unique and visually appealing 
hotel designs, and the growing importance of sustainabil-
ity in the industry. Authors further compared the female 
and male director opinions. The comparison is presented 

graphically in Figure 5. 
Both female and male directors acknowledge the im-

portance of traveller preferences as a key trend that will 
shape the future of the tourism industry. While females pri-
oritize smart rooms and the green hotel concept, males em-
phasize hotel design and business strategy. These insights 
highlight the diverse perspectives within the industry and 
the multifaceted nature of future trends in hospitality. 
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Figure 4: The strength of different trends that will impact the future of the tourism industry in the eyes of Croatian sales and/
or marketing directors

Source: authors’ analyses

Figure 5: The comparison of opinion between female and male opinion

Source: authors’ analyses
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Based on the responses from the directors in the sample, 
the key success factors and positive perspectives regarding 
premium-class hotels in Croatia are as follows:

1. Growing Trend of Luxury Segment
2. Greater Resilience of Premium-Class Hotels to Cri-

ses
3. Market Saturation with Mass Tourism
4. Market Shift towards Slow Tourism
5. Growth in Personalization of Experiences
6. Authenticity of Destinations in Croatia
7. Attractive Destination for Luxury Segment
8. Strategic Location
These key success factors and positive perspectives 

collectively highlight the directors’ optimism and belief in 
the potential growth and success of premium-class hotels 
in Croatia.

5 Discussion 

Through content analysis, a comprehensive exam-
ination of directors’ perspectives regarding the role of 
premium hotels and destination marketing organizations 
(DMOs) in the advancement of premium-class offerings 
and quality tourism within a specific location resulted in 
the identification of several principal categories. Among 
the key concerns emphasized by directors within the realm 
of premium hotels are centred on aspects such as product 
development, ongoing innovation, the provision of en-
hanced and exclusive experiences, as well as the compo-
sition of the guest structure. Conversely, in the context of 
DMOs, noteworthy focal points encompass collaboration 
between local authorities and various stakeholders, coop-
erative endeavours among hotels, tour operators, and local 
businesses, the curation of experiences, joint marketing in-
itiatives, and improvements in infrastructure. Prominently 
highlighted in the majority of comments and viewpoints 
expressed by directors within the sample, these keywords 
were extrapolated using content analysis methodology. 
Through qualitative analysis, four overarching themes 
emerged from the directors’ responses. The first theme, 
Customer-Centric Excellence, underscores the directors’ 
emphasis on tailoring services to meet the unique needs 
and preferences of guests, incorporating elements such as 
local community engagement and differentiation. The sec-
ond theme, Upscale Offerings, highlights the commitment 
to providing premium amenities and services, particular-
ly in the realms of high-quality amenities and luxurious 
spa and wellness centers. The third theme, Innovation and 
Sustainability, indicates a strategic focus on technological 
innovation and sustainable practices, reflected in catego-
ries like digitization and ESG practices. Lastly, the fourth 
theme, Collaborative Strategies, reveals the directors’ rec-
ognition of the importance of collaboration with various 
stakeholders for overall success, as exemplified by the co-
operation with main stakeholders.

The main findings that arise out of the qualitative 
analyses of the common viewpoints derived from all the 
comments and the views expressed by the directors on the 
specific actions hotels can undertake to enhance the quality 
of services in the destination are:

1. Continuous innovation in product development, in-
novations, particularly in the wellness segment and exclu-
sive gourmet programs, is important for maintaining and 
enhancing a destination’s appeal.

2. Differentiation between premium hotels and other 
accommodations relies on offering superior experiences 
and amenities, and investing in upscale dining, exclu-
sive experiences, and luxurious spa, health and wellness 
centers.

3. Continuous improvement of services and curating 
exceptional guest experiences through unique gastronomic 
concepts, wellness programs, themed events, and immer-
sive activities can elevate a destination’s reputation as a 
premium locale.

4. Placing focus on health and wellness tourism and 
well-being can attract clientele with higher purchasing 
power who seek specialized experiences.

5. Hotels can support local artists and cultural events to 
provide guests with an enriching and authentic experience 
through collaborations with galleries, cultural programs, 
and themed evenings.

6. Collaboration and partnerships with local stakehold-
ers are crucial for the success of exclusive packages that 
combine sports, wellness, gastronomy, nature, well-being, 
and local experiences. 

7. Investing in premium segments can yield positive 
impacts on hotels and the local community. By attracting 
guests with greater purchasing power, it leads to a shift in 
guest structure, favoring high-end clientele. This, in turn, 
fosters the growth of local establishments and services, 
further enhancing the destination’s overall appeal and eco-
nomic development.

8. Communication and cooperation with the local com-
munity is essential. 

9. Highlighting the venues of the destination and cater-
ing to guests engaging in different activities can enhance 
the overall visitor experience. 

10. Active participation in tourist events and manifes-
tations provides an opportunity to showcase premium ser-
vices, engage with visitors, and elevate the destination’s 
profile.

11. To stay competitive, it is essential for premium ho-
tels to prioritize digitization, incorporate environmental, 
social and governance issues into business strategies, and 
diversify offerings.

Through qualitative analysis, four distinct themes 
emerged from the directors’ responses. The first theme, 
Collaborative Destination Development, signifies a shared 
emphasis on collaborative efforts among hotels, tour opera-
tors, local businesses, and authorities for the holistic devel-
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opment of the destination. The second theme, Curated and 
Experiential Tourism, underscores the importance placed 
on offering curated and experiential tourism, with specif-
ic attention to curated experiences and enogastronomic 
segments. The third theme, Infrastructure and Planning, 
highlights a strategic focus on infrastructure development, 
planning, and obtaining necessary permits for the enhance-
ment of the destination. The fourth theme, Sustainability 
and Quality Assurance, reflects a collective commitment 
to sustainability practices and maintaining high quality in 
offerings, as evidenced by categories like sustainable prac-
tices and quality assurance and certification.

The main findings that arise out of the qualitative 
analyses of the common viewpoints derived from all the 
comments and the views expressed by the directors on the 
specific actions DMOs can undertake to enhance the suc-
cess of developing of premium-class offerings within the 
destination:

1. Collaboration between local authorities and busi-
nesses is key in implementing changes and engaging the 
local community in decision-making processes. These 
findings align with the research outcomes presented by 
Fairley (2019). DMOs should foster open communication 
and collaboration with local authorities and regulatory 
bodies, build strong relationships based on mutual under-
standing and shared goals, engage in regular meetings and 
consultations to address challenges, seek feedback, and 
advocate for the needs of hotels and other service provid-
ers and investors, actively participate in relevant industry 
associations or chambers of commerce to amplify the col-
lective voice and influence decision-making processes.

2. Fostering collaboration among hotels, tour opera-
tors, and local businesses can create exclusive packages 
and curated experiences, including partnerships for guided 
tours, VIP access to attractions, personalized services, and 
opportunities to explore hidden gems.

3. DMOs play a pivotal role in fostering collaboration 
between hotels and other tourism stakeholders, promoting 
local products and culture, and investing in overall infra-
structure, facilities and aesthetics of the destination to raise 
their value in the premium tourism segment. One mean 
could be through constant education and communication 
with stakeholders, local community included. 

4. DMO can enhance networking and collaboration 
among stakeholders through stakeholder engagement, co-
ordination of destination offerings, and collaborative mar-
keting.

5. Providing help and support for beach concessions, 
parking concessions, and permit acquisition facilitates new 
products and investments, attracting business ventures and 
enhancing the visitor experience. DMOs should facilitate 
the process of securing beach concessions by streamlin-
ing administrative procedures and providing information 
on best practices. DMOs should collaborate with local 
transportation authorities to develop comprehensive park-

ing plans that prioritize convenience and accessibility for 
visitors.

6. Considering sustainable practices and environmen-
tally friendly solutions during waterfront development can 
contribute to the long-term success and appeal of the area, 
such as integrating green spaces, promoting sustainable 
transportation options, and implementing waste manage-
ment systems.

7. DMOs should provide valuable information on tour-
ist preferences, market research, and industry trends that 
guide the destination’s policies and strategies for sustain-
able growth.

8. DMOs play a crucial role in advocating for the de-
velopment of premium products/experiences and facilities 
by ensuring that funds prioritize such establishments.

9. To revitalize airline operations and restore them to 
pre-Covid levels, a collaborative approach involving sub-
sidies, lobbying efforts, and engagement with the local 
community can be pursued.

10. To effectively target the premium segment, strat-
egies such as special marketing campaigns, cooperation 
with influencers, and organizing tailored events and activ-
ities can be employed.

11. Prioritizing the development and promotion of pre-
mium health programs and services in areas with a rich 
tradition of health tourism can be achieved through coop-
eration, quality assurance and certification, and collabora-
tion with travel agents and tour operators specializing in 
wellness tourism.

12. The local cuisine of a destination significantly con-
tributes to the overall experience of tourists during their 
visit. It serves as a vital cultural aspect, allowing travellers 
to immerse themselves in the unique flavours, traditions, 
and culinary heritage of the place they are exploring. The 
culinary exploration becomes a memorable part of the 
travel experience, leaving a lasting impression on tour-
ists. Moreover, a destination’s reputation for exceptional 
local cuisine can become a significant draw for tourists, 
encouraging them to visit specifically for gastronomic ad-
ventures.  Constantly enhancing the eno-gastronomic of-
ferings of a destination is crucial for DMOs. By doing so, 
DMOs can capitalize on the significant impact that food 
and beverage experiences have on attracting and satisfying 
tourists.

The authors compared the directors’ opinions with 
trends that shape the luxury tourism. The following find-
ings emerged:

1. Traveller Preferences: Sales and/or marketing di-
rectors assigned the greatest importance to traveller pref-
erences, particularly the shift towards prioritizing experi-
ences over material possessions. This aligns with the trend 
identified in the literature (Global Data, 2018; Novotna 
and Kunc, 2019; Krešić and Gjurašić, 2022; Amatulli et 
al.,2021) which emphasizes experiential travel and the de-
sire for unique, immersive, and memorable experiences.
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2. Hotel Designs and Business Strategy: The directors 
also recognized the significance of hotel designs and busi-
ness strategies that cater to evolving consumer preferences. 
This includes the emergence of “cool” and luxury brands 
that are visually appealing and shareable on platforms like 
Instagram. The focus on local design and flavor suggests a 
growing demand for authentic and culturally relevant ex-
periences. Experiential social spaces were also mentioned, 
indicating the importance of creating engaging and social 
environments within hotels.

3. Green Hotels: The directors acknowledge the im-
portance of sustainable practices in the hospitality indus-
try. The emphasis on green hotels aligns with the growing 
awareness and concern for environmental issues among 
travellers and the wider community. This suggests that the 
integration of eco-friendly initiatives and sustainable prac-
tices is increasingly seen as a crucial aspect of future ho-
tel development and operations. Directors have acknowl-
edged the significance of the “green hotel” trend. The study 
conducted by Sunhaji and Wihuda (2023) emphasizes that 
spiritual leaders, who possess spiritual values, altruistic 
love, and vision, have a positive impact on encouraging 
voluntary green actions from their subordinates. Addi-
tionally, it has been found that spiritual leadership fosters 
service innovative behavior among employees (Alfarajat 
and Emeagwali, 2021). As a result, hotel companies are 
encouraged to promote such an atmosphere within their 
organizations. As they prioritize environmentally friendly 
approaches, it is likely that we will see significant progress 
in fostering more eco-conscious and responsible opera-
tions among hotels and related businesses. The collective 
effort towards a greener approach can have a substantial 
and positive impact on the industry’s overall sustainability 
and contribute to a more responsible and environmentally 
conscious future.

Directors from the sample emphasized these as the top 
three trends.

When comparing the female and male director opin-
ions the results show that female directors associate the 
greatest importance with the concept of smart rooms. This 
suggests that they recognize the growing significance of 
technology and automation in enhancing guest experi-
ences and convenience within hotel rooms. The second 
most important trend for females is the green hotel con-
cept, aligning with their emphasis on sustainability. This 
indicates their recognition of the increasing importance of 
eco-friendly practices and environmental responsibility in 
the hospitality industry. Females, like their male counter-
parts, highlight traveller preferences as a crucial trend that 
will shape the future of the industry. This underscores the 
importance of understanding and catering to the evolving 
needs and desires of modern travellers. Male directors as-
sign the highest importance to traveller preferences. This 
emphasizes their recognition of the significant impact that 
changing traveller preferences and behaviors have on the 
hospitality industry. The second most important trend for 

males is hotel design and business strategy. This indicates 
their focus on creating visually appealing and distinctive 
hotel experiences, aligning with the emerging trend of 
“cool” and visually Instagrammable brands. Similar to 
females, males also highlight traveller preferences as an 
important trend in the future. This suggests a shared un-
derstanding of the evolving demands and expectations of 
travellers. 

The key success factors and positive perspectives re-
garding premium-class hotels in Croatia are as follows:

• Growing Trend of Luxury Segment: Directors recog-
nize the increasing demand and popularity of the luxury 
segment in the hospitality industry. This trend suggests a 
favorable market environment for premium-class hotels in 
Croatia.

• Greater Resilience of Premium-Class Hotels to Cri-
ses: The directors perceive premium-class hotels as hav-
ing a higher level of resilience compared to other hotel 
segments during times of crisis. This resilience could be 
attributed to factors such as their target market, pricing 
strategies, and ability to provide unique experiences.

• Market Saturation with Mass Tourism: The directors 
believe that the market in Croatia is saturated with mass 
tourism. This implies that there is a need for alternative 
offerings and experiences, which premium-class hotels can 
provide.

• Market Shift towards Slow Tourism: The directors 
indicate that the market is shifting towards slow tourism, 
which aligns with Croatia’s potential to offer leisurely and 
immersive experiences. Premium-class hotels are well-po-
sitioned to cater to this growing demand for slower-paced 
and experiential travel.

• Designing Personalized and Unique Experiences: 
Croatian hotel companies are seen as having the resources 
and knowledge to design personalized and unique experi-
ences specifically tailored to the luxury segment. This ca-
pability enhances the value proposition of premium-class 
hotels.

• Attractive Destination for Luxury Segment: Croa-
tia is perceived as an attractive destination for the luxury 
segment. Its natural beauty, cultural heritage, and diverse 
offerings contribute to its appeal among luxury travellers..

• Strategic Location: Directors recognize Croatia’s 
favorable location, close to key markets actively seeking 
premium-class services and experiences. This proximity 
can provide a competitive advantage for premium-class 
hotels in terms of accessibility and market reach. 

Based on the research results, views and comments of 
the respondents and grounded in the literature on the top-
ic of luxury hospitality and premium-class hotel services, 
the authors propose a model of cooperation between dif-
ferent stakeholders in the tourism ecosystem that fosters 
high-quality and responsible tourism driven by the devel-
opment of premium-class hotel product. The model is pre-
sented hereafter (Scheme 1).
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Scheme 1: Model of cooperation between premium-class hotels and other key stakeholders in the destination

Source: author’s contribution 

Undeniably, the concept of luxury in hospitality has 
evolved beyond material possessions and physical ameni-
ties. Today, the ‘new luxury’ is more focused on providing 
personalized experiences and emotional connections with 
guests. Guests seek a sense of familiarity, comfort, and a 
home-like atmosphere during their stay. This shift in ex-
pectations challenges the traditional notion of luxury trav-
el and necessitates a deeper understanding of guest prefer-
ences and desires. Creating the ‘home-from-home’ feeling 
involves going beyond the physical aspects of the hotel 
and focusing on creating a warm and welcoming environ-
ment. It requires attention to detail, personalized service, 
and an understanding of the guests’ individual needs and 
preferences. Peace and tranquillity are highly valued by 
luxury travellers, as they seek respite from their busy lives 
and seek moments of relaxation and serenity.

Furthermore, luxury experiences today go beyond the 
tangible aspects of a hotel stay (Kiessling et al., 2009; Wil-
liady et al., 2022). Guests are looking for meaningful and 
authentic connections with the service and the brand. They 
value experiences that evoke emotions, create memories, 
and provide a sense of exclusivity. Hotel companies play 
a crucial role in shaping the perception of prestige and 
symbolic value through innovative service offerings. To 
meet these evolving expectations, hotel companies need 
to continuously innovate and adapt their services. This in-
cludes both radical innovations that bring about significant 
changes and incremental innovations that improve existing 
services. By staying at the forefront of innovation, luxury 
hotels can differentiate themselves and provide unique and 
memorable experiences that meet the desires of their dis-
cerning guests. Overall, the ‘new luxury’ in hospitality is 
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characterized by a focus on personalized experiences, emo-
tional connections, and creating a sense of home and tran-
quillity. Hotel companies that embrace these shifts in guest 
expectations and continuously innovate in their services 
are well-positioned to succeed in the evolving landscape 
of luxury travel. However, the success of hotel companies 
alone is insufficient, particularly in enhancing destination 
competitiveness by improving the overall quality of other 
services and products within the destination. While hotels 
are important stakeholders that significantly influence des-
tination competitiveness (Mendieta-Peñalver et al., 2016), 
there are other stakeholders whose products, services, and 
contributions also contribute to the destination’s attractive-
ness and competitiveness. Thirumaran and Raghav (2016) 
emphasize the need to highlight the distinctions among the 
primary resources of the destination, such as attractions, 
accommodations, infrastructure, and service personnel. It 
is crucial that complementary services expected by guests 
in the destination are provided at a comparable or closely 
similar level of high-quality comfort.

In this context, hotel companies that offer premi-
um-class services should prioritize the creation of per-
sonalized and memorable experiences for guests, while 
also actively collaborating with other key stakeholders in 
the tourism industry, including residents, to collectively 
enhance the overall value proposition of the destination. 
The primary partner for hotel companies is the destination 
management organization (DMO) or the entity responsible 
for coordinating various stakeholders within the destina-
tion (Presenza, 2023). The collaboration between hotel 
companies and DMOs should be considered fundamental 
in establishing a well-organized destination that aims to 
provide premium-class offerings and embrace the princi-
ples of slow tourism. DMOs play a vital role in curating 
destination narratives, co-developing and co-designing 
the destination product, and ultimately promoting it. Hotel 
companies should share their knowledge and continuously 
evolving best practices in creating premium hotel experi-
ences and other complementary services that meet market 
expectations.

The exchange of knowledge, best practices, and inno-
vations between hotel companies and DMOs will facilitate 
the tasks of DMOs, particularly in the aspect of fostering 
the collaborative development of high-quality products 
and services within the destination. These products and 
services can complement the offerings of premium hotels 
and create a cohesive and comprehensive destination ex-
perience. The role of DMOs extends to providing guid-
ance and training to various stakeholders in the destina-
tion, with the aim of creating responsible and innovative 
tourism experiences that contribute to the overall quality 
and desirability of the tourism destination. It is important 
to note that the success of a destination should not be sole-
ly measured by an increase in tourist arrivals. DMOs also 
play a crucial role in fostering collaboration and promotion 

across industries, as well as taking on the role of influenc-
ers for the destination (Nicole, 2022). Therefore, a strong 
partnership, cooperation, and co-development of experi-
ences between hotels and DMOs are highly recommended.

The central aspect of socially responsible business 
practices involves showing respect for, engaging with, and 
effectively communicating with the local community. It 
also includes investing in the local community and sup-
porting its sustainable growth. Establishing a partnership 
with the local community is mutually beneficial for both 
hotels and residents, as it fosters a healthy and sustainable 
development. There are numerous examples of how hotels 
can contribute to the local economy while also ensuring 
that the local culture is deeply integrated into every as-
pect of a guest’s experience. This expectation is particu-
larly relevant for premium-class hotels, as they have the 
opportunity to introduce local sourcing practices, such as 
using local produce, bedding, and entertainment, among 
other initiatives. Supporting local artisans and crafts can 
greatly enhance the value of the experiences provided by 
premium-class hotels. There are various approaches to 
achieving this. One example is organizing and promoting 
specific workshops that highlight local crafts, which also 
fosters the co-creation of authentic experiences. Guests 
are often eager to discover hidden gems and engage in the 
most authentic activities. They have a genuine interest in 
exploring new cultures and traditions (Skift, 2018). Pre-
mium-class hotels can contribute to the local community 
by hosting important and interesting social events, which 
positively impacts their reputation. Ultimately, the human 
capital and individuals within a destination ecosystem 
play a crucial role as integrators of knowledge and skills 
(Boes et al., 2016). Maintaining constant communication 
with the local community can raise awareness and provide 
new perspectives on attractive job opportunities within 
the premium-class hotel sector. This approach serves as 
an excellent means to foster the development of the lo-
cal hospitality workforce. Hotel companies can implement 
paid volunteering programs, allowing their employees to 
dedicate time to educate the local community on topics 
related to luxury hospitality, premium-class services, and 
employment opportunities. Collaboration with educational 
institutions can be established to develop specific training 
programs. Additionally, hotel companies can drive posi-
tive change through targeted donation programs that focus 
on charitable themes aligned with local challenges. These 
initiatives can include youth programs, animal welfare, 
environmental conservation, healthcare, and more. By ed-
ucating both guests and community members, hotel com-
panies not only raise awareness but also actively contrib-
ute to the sustainable development of the local community. 
The key to achieving enduring positive outcomes lies in 
the community’s active participation, transcending the role 
of a mere observer to become an integral contributor to 
the process. Local community play a vital role in identi-
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fying and promoting tourist resources and attractions that 
serve as the foundation for tourism development. The en-
gagement of the community in decision-making enhances 
the trust of individuals in the tourism sector. First of all, 
the key to fostering the active involvement of the local 
community in the development of high-quality tourism 
products lies predominantly in the attitude, motivation, 
aspirations, vision, and engagement of both the local gov-
ernment and the destination management system. Their 
shared commitment to achieving a superior level of quali-
ty in tourism products within the destination sets the stage 
for creating the necessary conditions for a comprehensive 
and top-notch offering by all stakeholders involved. With-
out the local community acknowledging the concerted 
efforts of the local government and destination manage-
ment, their participation is likely to be limited to mere in-
formation exchange and generic consultations. Hence, it 
becomes imperative for the local government and the des-
tination management system, equipped with the tools and 
enhanced powers provided by the 2024 Law on Tourism 
in Croatia, to clearly define priorities and projects. These 
entities should strategically invest and encourage partici-
pation through various means, including co-financing. The 
local government should revitalize and repurpose all of its 
primarily abandoned buildings and land holdings to align 
with the new and envisioned image of the destination. This 
entails either selling or leasing these properties under spe-
cifically defined criteria, offering preferential pricing, or 
providing other forms of support. Conversely, activities 
and projects that do not align with the envisioned goals 
can be deterred through decision-making and regulatory 
measures. This approach allows them to spotlight endeav-
ors that benefit the local population, contributing signifi-
cantly to the advancement of high-quality tourism through 
offerings such as gourmet establishments with refined cui-
sine, sophisticated dining outlets, premium-themed bars, 
glamour galleries, chic boutiques, accommodations, green 
spaces and gardens,  eco-tourism and nature trails, and 
more. Subsequently, much like the transformative influ-
ence of a snowflake, the local population begins to adapt 
their offerings. This adaptive approach is the sole meth-
od through which the local community can actively and 
indirectly foster the advancement of high-quality tourism 
within the destination.

Collaborating with destination management compa-
nies (DMCs) is crucial for allowing guests to create unique 
and personalized travel experiences. While premium ho-
tels excel at crafting exclusive services, DMCs possess the 
expertise in packaging the cultural and natural resources 
of a destination into value-added products and experiences 
for guests. Customization, considered as the fifth “C” in 
the new definition of luxury, emphasizes the importance 
of tailoring experiences to individual preferences (Skift, 
2018). By partnering with DMCs, hotels can ensure that 
they meet the evolving demands of the industry and pro-

vide guests with exceptional and personalized experiences.

6 Conclusion

The directors emphasize the importance of investing 
in premium offerings, collaborating with local stakehold-
ers, and providing unique and exceptional experiences to 
attract discerning travellers and foster the overall growth 
and development of the destination. On the other side, they 
strongly believe that DMOs should highlight the impor-
tance of collaboration, strategic planning, infrastructure 
development, sustainable practices, and targeted market-
ing to attract the premium segment, enhance the visitor 
experience, and drive sustainable growth in the tourism 
industry.

DMOs can play an important role in ensuring the seam-
less integration of premium hotel offerings and their asso-
ciated benefits into the destination’s overall tourism eco-
system. This can be achieved through various means but 
collaboration is essential. DMOs can foster strong partner-
ships and open channels of communication with premium 
hotel companies in the destination. By actively engaging 
with these stakeholders, DMOs can stay informed about 
the latest innovations, market trends, and customer pref-
erences, enabling them to provide valuable guidance and 
support. DMOs can actively promote the premium hotel 
offerings and the destination as a whole, leveraging their 
marketing expertise to attract target audiences seeking 
high-quality experiences. This can include highlighting the 
unique features, cultural authenticity, and sustainability in-
itiatives associated with the premium hotel products and 
other premium experiences developed in the destination. 
DMOs can advocate for policies and regulations that sup-
port the growth and sustainability of premium offerings in 
the destination. 

Directors highlighted Croatia’s appeal as a desirable 
market for luxury travellers and expressed optimism re-
garding the future development of premium-class hotels 
in the country. 

In summary, fostering high-quality tourism products 
in Croatia requires robust state support. This includes im-
plementing a favorable tax policy, streamlining legislative 
regulations for the hotel industry, and expediting proce-
dures for the sustainable valorization of valuable state 
property. The current development trajectory, marked by 
a surge in coastal capacity and a predominance of season-
al, low-quality accommodations with limited economic 
impact, is deemed detrimental to Croatia’s economy and 
society. Reorienting towards a more sustainable model is 
imperative for positive development.
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Contributions of the study

This article makes multiple significant contributions:
1. Extensive Literature Review: The article presents an 

extensive literature review on the concepts of luxury tour-
ism, destination cooperation, and collaborative partner-
ships within the destination ecosystem. This review pro-
vides a comprehensive understanding of the subject matter 
and serves as a valuable resource for further research and 
analysis.

2. Practical Insights for Managers: The study offers 
actionable insights for hotel managers, destination man-
agement organizations, and policymakers. It highlights 
the need for nuanced approaches to meet evolving guest 
expectations, foster sustainable tourism practices, and en-
hance the overall quality of the tourism experience. This 
comprehensive understanding will guide stakeholders in 
navigating the dynamic landscape of premium tourism and 
contribute to the long-term success of both premium-class 
hotels and destination development.

3. Focus on Corporate Social Responsibility: The ar-
ticle emphasizes the importance of sustainable tourism 
development and corporate social responsibility (for hotel 
companies in particular). 

4. Premium Destination Offer: The article emphasizes 
the significance of a premium destination offer. It high-
lights the benefits of developing a unique and high-quality 
tourism experience that can attract luxury travelers and 
enhance the destination’s reputation and competitiveness.

5. Model of cooperation between premium-class ho-
tels and other key stakeholders in the destination: The ar-
ticle provides a clear and structured approach to initiating 
a prudent and long-lasting cooperation between different 
stakeholders. The model that focuses on collaboration 
within a destination, specifically involving premium-class 
hotels, DMOs, and the local community is presented. The 
model highlights the joint efforts of these stakeholders in 
promoting sustainability and enhancing the overall visitor 
experience. The model presented in this paper showcases 
a comprehensive approach to nurturing collaboration and 
synergies among crucial stakeholders in destination devel-
opment, emphasizing the significance of involving diverse 
stakeholders to elevate the overall destination experience. 
This model offers a practical framework for fostering ef-
fective cooperation and aligning collective efforts towards 
the shared objective of promoting premium-class experi-
ences and fostering sustainable growth in the destination.

In conclusion, these contributions make the article a 
valuable resource for researchers, destination managers, 
and hotel managers seeking to understand and implement 
effective strategies for the “new luxury”tourism, destina-
tion cooperation, and collaborative partnerships.

Study limitations 

Authors acknowledge the limitations of the current 
study. Firstly, subjectivity in responses: The data collec-
tion method involves directors providing their opinions in 
an online questionnaire. The subjective nature of opinions 
may introduce bias, as individual perceptions and attitudes 
can vary. Additionally, the encouragement for extensive 
comments may result in qualitative data that could be chal-
lenging to quantify and analyze objectively.

Secondly, lack of diverse perspectives: The study fo-
cuses primarily on the perspectives of directors, potential-
ly overlooking the views of other key stakeholders such 
as customers, employees, or local communities. A more 
comprehensive understanding of the dynamics within the 
tourism ecosystem may require incorporating diverse per-
spectives.

Thirdly, reliance on self-reported data: The findings 
are based on self-reported data provided by directors in 
the survey. This introduces the possibility of response bias, 
where participants might provide answers they perceive as 
favorable or socially desirable, potentially affecting the ac-
curacy of the results.

Qualitative Analysis Challenges are also worth men-
tioning. The qualitative analysis of open-ended questions 
involves categorizing and synthesizing responses. The 
subjective nature of this process may introduce interpreta-
tion bias, and different analysts might categorize responses 
differently, impacting the reliability and consistency of the 
analysis.

Assumption of homogeneity could be considered as 
another limitation. The study seems to assume homoge-
neity among directors and their perspectives. It may be 
valuable to explore potential variations within the director 
group, such as differences based on hotel size, ownership 
structure, or individual background and experiences.

Suggestions for future research 
Authors propose further research directions. Specifi-

cally, it is suggested to conduct a study focusing on the 
local community, particularly in destinations with a high 
concentration of premium-class hotels. This research 
would aim to explore the community’s perspectives on 
the development of premium-class offerings in the desti-
nation and their opinions on the impact of premium ho-
tels on the local community. Furthermore, conducting 
interviews with directors of local and regional DMOs in 
Croatia would provide valuable insights into their views 
on the development of high-quality and slow tourism, as 
well as their collaborations with premium hotels in their 
respective destinations. Additionally, involving the nation-
al tourism board in the research would help to provide a 
comprehensive and holistic understanding of the topic.
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Sodelovalne sinergije za povišane izkušnje destinacij: Model sodelovanja med hotelskimi podjetji, DMO in 
lokalnimi deležniki

Ozadje in namen: Kot je opredeljeno v Nacionalni strategiji razvoja turizma do leta 2030, si Hrvaška prizadeva 
ponuditi turistične izkušnje večje vrednosti, inovativne, trajnostne in avtentične. Potrebno je preučiti, kako lahko 
glavni deležniki v turizmu prispevajo k preoblikovanju tradicionalnih in komodificiranih turističnih izdelkov v ponudbe 
premium razreda, ki dodajajo vrednost po celotni vrednostni verigi. Pomembno je, da hoteli premium razreda sprej-
mejo dodatne korake pri izboljšanju svoje ponudbe, da pozitivno vplivajo na celotno destinacijo in izboljšajo kakovost 
storitev. Ta članek si prizadeva slednje: raziskati pobude za spodbujanje inovacij v premium razrednih izkušnjah 
znotraj destinacij s poudarkom na sodelovanju med hotelskimi podjetji in DMO; identificirati predvidene trende, ki 
vplivajo na prihodnost turistične industrije, in oceniti prihodnje možnosti hotelov premium razreda na Hrvaškem. 
Oblikovanje/metodologija/pristop: Metodologija je vključevala tako kvantitativne kot kvalitativne pristope, ki jih je 
usmerjala strukturirana narava vprašanj v spletni anketi, ki cilja na direktorje prodaje in/ali trženja hotelskih podjetij, 
ki imajo v svojem portfelju hotele premium razreda. Za analizo kvantitativnega dela podatkov so bile uporabljene 
ustrezne statistične metode. Analiza vsebine je bila uporabljena za analizo odprtih vprašanj. Za ta namen je bil upo-
rabljen program MAXQDA za kodiranje, kategoriziranje in raziskovanje vzorcev znotraj podatkov. Izvirnost/vrednost: 
Ta študija predstavlja eno izmed pionirskih raziskav o bistvenih pobudah, ki jih morajo hotelska podjetja sprejeti, da 
bi usklajevala razvoj destinacije, ki temelji na njenih izkušnjah premium razreda. Poleg tega študija preučuje vlogo 
podpornih institucij, kot so organizacije za upravljanje destinacij (DMO), pri olajšanju tega procesa. Predlagan je 
konceptualni model za izboljšanje razvoja segmenta premium hotelov in destinacije hkrati, ki ga zasledujejo odgo-
vorne prakse in pobude hotelskih podjetij ter močna partnerstva z DMO in lokalno skupnostjo.

Ključne besede: Gostoljubje premium razreda, Organizacije za upravljanje destinacij, Povišane izkušnje, Model 
sodelovanja, Turizem
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