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We want to explore the potential benefits of rural tourism development in the narrow area between
the rivers Drava and Bilogora in the heart of Podravina in Croatia. Important topic is in what ways it is
possible to finance such tourism development in a rural area, where tourism does not have its tradition and
where the majority of the population is still engaged in agricultural production. Rural areas have extremely
excellent development potential. On the one hand, this is due to their underutilization in terms of tourism. On
the other hand, the desire, need, and ultimately the European Union policy is such that in non-industrialized
areas through various Development Funds, it encourages tourism development to maintain population and
equalize the level of development of all areas in the territory of the Union. The results we have collected
show that at least in the area of the Dravski Peski Tourist Board, intensive education is needed because the
potential certainly exists, but we do not think people know how to use it. Once this population's education is
carried out, we think that there is an excellent opportunity for the development of rural tourism in
Podravina.
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PA3BHTHE CEJIbCKOI'O TYPHU3MA H CIIOCObbI EI'O PHHAHCHPOBAHHA:
COTPYJIHHUYECTBO MYHHUIIHIIA/IPHBIX ObPA30BAHHUHU PET'HOHA
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Mol Xomum u3yuumv NOMEHYUATbHbBIE 6bl200bl PA3GUMUSL CENbCKO20 MYPUSMA 6 Y3KOM paiioHe
medncoy pexamu Jpasa u bunozopa 6 camom cepoye lloopasunvl 6 Xopsamuu. BadxcHou memou s611emcs
60NPOC O MOM, KAKUM 00pA30M MONCHO (DUHAHCUPOBAMb MAKOE pA3gUMUe MYPUsMa 6 CeNbCKoll
MecmHocmuy, 20e Mypusm He umeem c8oux mpaouyuil u 20e OONLUUHCIBO HACeNeHUs 6ce euje 3aHAMO
CeNbCKOX03AUCMBEHHBIM — npou3zeoocmeom.  Cenvckue  patioHbl  001a0Aiom  U4pe3ulYaliHO  8bICOKUM
nomenyuaniom pazeumusi. C 00HOU CIMOPOHBL, MO CEA3AHO C UX HEOOUCNONb3osanuem 6 naane mypusma. C
Opyeou cmopombl, Jceianue, NOMpeOHOCMb U, 8 KOHeUHOM cueme, noaumuka Eeéponelickozo coioza makoebi,
4Umo 6 HeuHOYCMPUAIbHBIX PALIOHAX Yepe3 pasiuyHble OoHObl pa36Umus o1 NOOWPAem pazeumue mypusma
0L NOOOEPIHCAHUs. HUCTICHHOCMU HACENeHUsi U BbIPAGHUSAHUSL YPOGHS PpA38UMUSL 8CeX pAUOHO8 Ha
meppumopuu corw3sa. Pesynbmamul, xomopvie Mbl cOOpanu, NOKA3bIEAIOM, YMO, HO KpauHeu mepe, 6
obnacmu mypucmuueckozo cosema /[pascku Ilecku, unmencusnoe obpazosanue HeobX00UMO, NOMOMY UMO
nomenyuan, 6e3yCcio6HO, Cywecmsyem, Ho Mbl He OYMAeM, Ymo JI00U 3HAIOM, KaK e20 ucnoiv3ogams. Kax
MobKO Oydem nposedeHo obyueHue dMo20 HACENeHUs, Mbl OYMAEeM, YMo eCmb NPEeKPACHAs BO3MOICHOCTb
0715 pazeumus ceibcko2o mypusma 6 Iloopasune.

Knwouesvie cnosa: cenvckuii mypusm, ¢honowt paseumus EC, cenbcKue paiionsl, compyoHU4ecmseo
MeAHCOY MYHUYURATIUMENAMU.

Introduction

The research aims to show the development opportunities that municipalities bring to their
cooperation. It is our opinion that there are many such opportunities, and only some of them are the
development of all forms of tourism, in order to develop tourism conditions first of all the development of all
other parts which then enable the realization of income. Primarily, we mean the development of road
connections with cities and main roads, construction, and modernization of public infrastructure, the
arrangement of settlements, development of enological and gastronomic offer based on local products.
Furthermore, one of the goals is indeed to show how and to what extent this development can be financed
from various development funds so as not to burden the budgets of local units further.



Using only a qualitative or quantitative research strategy cannot provide sufficiently precise data
based on which it is possible to draw relevant and credible conclusions that will be able to answer the
guestions that we will address when designing the research. Thus, when preparing the paper, we plan to
apply both strategies, the combination of which we will obtain a sufficient amount and quality of data to
conclude.

In preparing the theoretical part of the master's thesis, we plan to do research based on secondary
data (articles, studies, strategies, decisions, and laws). In addition to these data, and to have relevant data
directly related to the issue of inter-municipal cooperation, we plan to conduct interviews with mayors or
presidents of municipal councils that founded the Tourist Board of Dravski Peski and its expert leader who
coordinates its work. We think that without these interviews, it is not possible to draw credible conclusions
and, at the very end, give constructive suggestions on how and in what way to improve the work of the
Tourist Board of the Dravski Peski area.

In addition to the theoretical part of the research, we plan to conduct empirical research. We want to
use a survey questionnaire to survey respondents living in the area covered by the Tourist Board of the Drava
Sands. The questionnaire will consist of a demographic part and a part in which we want to examine the
familiarity of the population with the cooperation of municipalities, and their opinion on what should be
done to enrich the tourist offer and generally raise the quality of life. We will survey social networks, and we
believe that in this way we will be able to collect a sufficient number of completed questionnaires, which
will be filled out by all demographic groups, and thus it will be possible to obtain satisfactory results from
this research.

Theoretical background — Types of tourism offered by the Tourist Board of the Dravski Peski

Rural tourism:_The Rural Development Program of the Republic of Croatia 2014-2020 was approved
on May 26, 2015, and, according to its classifications, the whole of Croatia is a rural area, except for the
Croatian cities of Zagreb, Rijeka, Osijek, and Split. According to research conducted to compile this
program, rural tourism in Croatia is underdeveloped, mainly due to the orientation towards coastal tourism
and insufficient affirmation of domestic gastronomy and winemaking (Dobrota, 2015). Given that in addition
to these large cities, the entire area of the Republic of Croatia is defined as rural, it is logical that there are
high potentials for the development of tourism in it. Unfortunately, all the relevant data show that this is not
the case. Far more is developing tourism in the coastal area and on the coast, while continental rural areas are
neglected, primarily due to the inability of investors to achieve fast and high returns. The coastal area itself
attracts tourists, while the continent requires a lot more work and investment of both time and money. In the
absence of large hotel chains, branding and destination management are taken over by local tourist boards,
which then, in cooperation with family farms, small wineries, and general lovers of their area, create a tourist
offer and present it on the market.

Adrenaline tourism: Adrenaline has a lot to do with tourism. Apart from the fact that many guests
are looking for excitement and activities on vacation, tourism is an adrenaline job. Seasonal crowds and daily
communication with different people bring unforeseen situations, so they often bring adrenaline into the host
(Dobrota, 2017). Adrenaline and active tourism have a lot in common. They are mostly aimed at younger
tourists, but they can also be suitable for active holidays for all age groups. The continental part of the
Republic of Croatia is an ideal area for cycling tourism development, due to the existence of many excellent
cycling routes that connect rivers and hilly areas and pass through dense deciduous forests. In addition to
cycling, it is possible to use the rivers, especially the Drava, which, in its part of the flow from the
confluence with the Mura to the Danube's impact, has a relatively calm flow, with beautiful surroundings.

Gastronomic offer and wine roads: The notion of food as a cultural good is a recent phenomenon.
Previously, food was considered solely as meeting the body's need for an energy source (Renko and Bucar,
2014). 1t is known that the sun and the sea are enough to attract a tourist once, but to keep him and get him to
spend money takes much more. One of the traditional ways is to offer him a healthy, fresh, and tasty meal,
even if it is accompanied by a glass of wine, the better. The whole of Croatia is widely known for its culinary
specialties.



Cultural and historical sites: Starting from the sites of Vucedol culture and Krapina prehistoric man,
through medieval fortified towns on the coast and the continent, to theaters and museums dealing with the
recent not so beautiful history of Croatia, culture is undoubtedly one of the main trump cards when it comes
to tourism. Croatia has a long and turbulent history, through which rulers have changed, and numerous wars
have been fought on its territory, and each has left a mark, which today can be used exceptionally well as
part of the tourist offer. We also have many medieval castles scattered across the continent, which have
already been turned into part of the tourist offer as museums or even hotels.

Hunting and fishing: The Republic of Croatia is a unique natural area where so much natural
diversity is present in a relatively small area connected in a miraculous combination of the Mediterranean,
the Alps, and Pannonia. The relief and climatic diversity of Croatia determines its lush vegetation diversity,
from the river islands on the Danube, the Drava river basin, indigenous willow forests, white and black
poplar, through the most beautiful and valuable pedunculate oak and field ash forests, and mountain oak and
willow oak forests, to the beautiful natural beech-fir forests of Gorski Kotar and Lika (Hrvatske Sume doo,
2011). Hunting and fishing are some of the most prized tourist products of a country. Croatia can offer both
to its guests. In the Republic of Croatia, hunting grounds for wild boar, deer, mouflon, and chamois are
known, which often reach large trophy values , and hunters set aside large amounts of money for their
shooting. The more efficient use of this wealth requires the necessary change in the tax law, which will
enable smoother disposal of hunting grounds and existing accommodation capacities for local hunting
associations operating throughout Croatia.

Further development of rural tourism:_Weber (1999) gave his recommendations for developing
tourism in rural areas to the European Commission. Similar recommendations delivered the European
Committee of the Regions - Tourism as a driving force for regional cooperation across the EU (The
European Commission, 2010) to the Member States of the European Union because it is nevertheless
fundamental for each country to take steps in its territory and support the development of its regions. In
contrast to the recommendations given to the European Commission, the country-specific recommendations
emphasize that:

. accelerate digitalization in the tourism sector, in particular, to enable high-speed broadband
internet access in the outermost regions and remote, sparsely populated and mountainous areas,

. recommends that public authorities harness the potential of the digital agenda for Europe and
the opportunities it opens up to improve their eHealth services for the benefit of citizens and travelers,

. adopt measures to guarantee a significant influx of visitors throughout the year,

. promote an increase in the average length of stay in destinations,

. improve the training and employability of employees in the sector,

. advocate for sustainability as a primary criterion in the management of tourist destinations
and products and

. establish expert forums to promote best practices, especially among SMEs.

The need to digitize the entire sector to speed up the flow of information has been very clearly
recognized. This is especially important when we want to develop rural areas that are not in themselves at the
desired level of development and use of modern technologies, and the necessary infrastructure for the active
development of tourism is still non-existent.

Functional tourist regions:_We believe that the logic itself dictates that it is much better and more
cost-effective to oblige Municipalities to establish Tourist Boards with at least 3 or 4 neighboring
Municipalities and to employ an expert who will then have the knowledge and authority to develop tourism
in their Tourist Board. , product branding, and efficient destination management.

o Regional Tourist Board (Horwath HTL Zagreb, 2013):

. Current in the late 20th century;

o Global competition begins to intensify, and the region is slowly becoming the dominant unit.

o Exchanges in the tourism market (Tuscany, Provence, Basque Country, Tyrol, Bavaria, etc.);

o There is a need for internal management functions - primarily.

o Planning, quality control and orientation to the concept of competitiveness;

o Regional tourist boards are getting more robust, and cooperation is starting to get stronger in
the regions.

. The private and public sectors, but still at an informal level,

. This weakens the role of central national offices, but all levels of the organization still cover
all tasks.

Tourist board of the area Dravski Peski: The Tourist Board of the "Dravski Peski" area (from now
on: the Board) is an organization that operates on the principle of destination management and is established



to promote and develop tourism in the Republic of Croatia and economic interests of legal and natural
persons providing catering and tourism services. other activities directly related to tourism by managing the
destination at the level of municipalities: Ferdinandovac, Kalinovac, Klostar Podravski and Podravske
Sesvete (Tourist Board of Dravski Peski, 2020).

When managing a destination, it is essential to respect and manage the unique natural resources,
cultural attributes, and interests of each destination's community. Tourism must enable the realization of
positive effects today, but also create a promising legacy for future generations (principle of sustainable
development) (Horwath HTL Zagreb, 2013)

The fact is that the Dravski Peski brand still does not exist outside the Republic of Croatia and that
most visitors who visit this area reside within a radius of 50 kilometers. The tourist board organizes local
events that are primarily intended for the local population, and then for a passing visitor who comes. The
research results show that the Republic of Croatia has the image of a green country mostly due to its
unpolluted nature and natural, non-GMO food. Nevertheless, the implementation of environmentally
responsible activities is not at the desired and expected level, especially in terms of waste and energy
management, as well as the basic knowledge of Croatian citizens about how environmental awareness raises
the level of quality of life (Renko et al., 2017).

Research question, methods of work and research

We want to use a survey questionnaire to survey respondents living in the area covered by the
Tourist Board of the Drava Sands. The questionnaire will consist of a demographic part and a part in which
we want to examine the familiarity of the population with the cooperation of municipalities, and their
opinion on what should be done to enrich the tourist offer and generally raise the quality of life. We will
survey social networks, and we believe that in this way we will be able to collect a sufficient number of
completed questionnaires, which will be filled out by all demographic groups, and thus it will be possible to
obtain satisfactory results from this research.

The survey questionnaire itself will consist of two parts. The first part will contain questions based
on which we want to determine the demographics of the respondents (gender, age, level of education,
employment status, residence). In the second part of the survey, we want to find out how much residents and
potential visitors are familiar with the existence and activities of the Tourist Board of the Drava Sand, its
offer of tourist attractions, and opinion on possible or desired additions to the offer. The questionnaire will
contain 15 questions that respondents will answer using a Likert rating scale from 1 to 4, where one will
ultimately be a disagreement, while four will be a complete disagreement.

Using the method of descriptive statistical analysis, based on data from the demographic part of the
survey questionnaire, we will present the demographic profile of the population that completed the survey
guestionnaire.

The second part, through its 15 questions, questions the respondents' attitudes and opinions about
various claims related to the tourist offer, possibilities for improvement, and the Tourist Board of the Drava
Sands area. A score of 1 indicates a negative attitude of the respondents (disagree entirely), while on the
opposite side, there is a score of 4, which is positive (I completely agree). Using the data thus obtained, we
will use descriptive statistical analysis methods to calculate statistical indicators and assess the respondents'
attitude.

In the survey we created and posted on Facebook, a total of 110 respondents responded. Of these,
67% or 74 are women, while the remaining 33% or 36 respondents are men. The fact is that, as a rule,
women are much more likely to show readiness to fill out surveys, so this result is entirely in line with
expectations.

Of all the responses collected, we see that 57% were obtained from the population aged 18 to 41
years. What is more important to us personally are the attitudes of the population aged 26 to 48, of which a
total of slightly higher is 59%. This population is critical because it is the target market for the development
of the tourist offer. Overall, as far as the respondents’ age structure is concerned, given that the survey
conducted on the social network was expected, even 11% of the respondents over the age of 57 are a bit of a
surprise, but in any case, a welcome result.

Of the 110 respondents, 40% have completed high school or college, 45% have a four-year high
school education. The remaining 15% are respondents with three years of secondary education, whose share
is 11%, and respondents who have completed only primary school, who make up 4% of the respondents who
responded to the survey. The results are expected, given the age of the respondents and the method of data
collection.



An analysis of the working structure of respondents who completed the survey shows that the vast
majority of them are employed, 62%. 13% are students, and as many as 12% are unemployed, which is a
huge number and can be partly explained by the fact that some are not employed as seasonal labor in Istria
and Dalmatia due to the duration of the pandemic. Another interesting fact is that the share of pensioners of
13%, while at the same time, the share of people over 57 was 11%. We come to the result that we have "too
young" retirees.

Out of a total of 110 answers received, 36% are not familiar with the areas where the municipality
consists of the processed tourist board. As 24% of respondents gave a negative answer to the previous
guestion, and here the number is even 50% higher, we conclude that many people who know about the
existence of the Dravski Peski Tourist Board do not know which municipalities founded it. Of the 110
respondents, almost 71% answered that they fully agree with the statement that such cooperation between
municipalities has a positive impact on tourism development, while 21.82% partially agree with it. This is, in
our opinion, an excellent result, as slightly more than 92% of respondents gave an affirmative answer to the
offered statement. The vast majority of respondents still answered positively, over 83% of them, but of this
83%, only about 31% are fully satisfied with the tourist offer, while about 53% of them believe that the
tourist offer should be improved in some way. 15.45% are partially dissatisfied, while one respondent is
wholly dissatisfied with the tourist offer in this area.

It is necessary to turn the tourist offer towards younger visitors. 51% of respondents wholeheartedly
agreed with this statement, while an additional 24% supported it. 15% moderately disagree with it, while one
respondent expressed complete disagreement. We think that this result indicates the need to adapt to younger
age groups when making tourism development plans.

Of the 110 respondents who responded to the survey, almost 22% believe that tourist facilities in the
area are fully recognizable, 49% think that additional work should be done on recognizability, while more
than 29% of respondents think that tourist facilities are not recognizable. We will attribute this result partly
to the fact that we need to work on the constant improvement of recognizability, and partly on the ignorance
of the offer in the part of the answers given by the respondents who do not live in the Tourist Board.

Over 70% of respondents are satisfied with how tourist facilities in the area of the Tourist Board of
the Dravski Peski area are marked. We think this is a good result, but we also think that extra effort should
be made because it is necessary to have the recognition of visitors in transit, encourage them to stop and take
part in their time to see or feel something about the tourist offers.

The results of the survey show that more than 70% think that there are enough of them. Of that
percentage, 35% think there should be more. Interestingly, a relatively large percentage of people think that
there must be more cycling routes. This figure is over 29%, which is a potential that should be paid attention
to in any case, given the growing popularity of cycling, and the high possibility of organizing events that
would connect different parts of the Drava Sands.

31% of respondents fully agree with the statement that the gastronomic offer is made up of
traditional dishes of the Podravina region. 47% think that there is still room to repair the offer, while the rest
of the respondents spoke negatively about the gastronomic offer. In general, the gastronomic offer is
unsatisfactory, as there is one restaurant where traditional food can be eaten. The rest of the restaurants offer
pizza and hamburgers as the first offer, not a tradition of Podravina.

Almost 80% of the 110 respondents think that the oenological offer of wineries from this area is
excellent. Both positive responses have an equal number of responses. We think this percentage of positive
responses is excellent news for all winemakers who make great wines on the slopes of Bilogora. 20% of
respondents disagree, and this opinion should be respected in any case, we will attribute this percentage to
the reduced selection of varieties and types of wine offered because the offer should be expanded with a
more modern wine offer and promoted accordingly.

Of the 110 respondents who completed the survey, 40% think that the Dravski Peski Tourist Board
should expand to increase the number of municipalities that would participate in it. A further 30% think that
this would have a positive impact on TZpDP tourism. The remaining 30% partially or entirely disagree with
the proposed statement.

40% of respondents wholeheartedly agreed that the development of tourism has a positive effect on
the quality of life and improves it. 30% somewhat agree with that. 20% think that this statement is not
entirely true. In the end, 10% think that it is entirely incorrect, which we think is not good because the facts
show that the development of tourism dramatically improves the quality of life because all the opportunities
and infrastructure created and built for tourists are becoming available to the local population.

Of the 110 respondents who responded to the survey, 10% think that Family Farms have nothing to
do with tourism. 20% answered that their inclusion in the tourist offer should not be encouraged, while 30%



believed that they should be encouraged to become more active. 40% of respondents wholeheartedly agreed
that family farms should be encouraged to get involved in the tourist offer as much as possible.

In the last question of the survey, we claim that the tourist offer is uniform throughout the year. 40%
of 110 respondents ultimately agreed with us, 30% answered that they agreed, but not entirely, while a total
of 30% of respondents answered negatively to this statement, which in our opinion is correct because it is
impossible to have a uniform offer. If cycling or canoeing on the Drava cannot be offered during the winter,
these are the basics of an active holiday.

Conclusion

Rural tourism is often mentioned as one of the contributors to the possible economic and
demographic revitalization of Croatia, but at the same time, it is the last hole in the pipe. Compared to other
EU member states, it is visibly neglected and has not been dealt with systematically. It is not difficult to
guess which European Union countries have the most advanced form of tourism. There are Austria, France,
Germany, the United Kingdom, and Italy. Due to the support of EU funds and support in the development of
rural areas, this form of tourism has flourished in Romania, Bulgaria, and Latvia (Junici¢, 2019).

There are many options, only some of which are described in this paper. It is primary to have people
who will be aware of the need that it is not essential to stay where one is but to start and develop whenever
and however possible. Other countries' experiences teach us that the highest growth is possible in the field of
rural tourism development. Of course, one of the reasons is that this tourism and the area have been
completely neglected so far, but also because the general trends in tourism are becoming such that people
who travel on vacation to another country are no longer most important to swim in the sea and lie on the
beach. They want to experience something more, and they want to spend their vacation more peacefully
away from the noise of the cities they come from. The rural continental part of Croatia is ideal for such
guests; we have to get to the offer level that will attract them to choose us and not another country. Like any
cooperation, this cooperation of neighboring municipalities inevitably has a positive impact on development.
It is still not the development of the economy and the number of visitors that everyone wants, but it is
essential to emphasize that the establishment of the Tourist Board of the Dravski Peski area began a new
chapter in tourism in this area. First of all, a young expert is in charge of the development of tourism, who
knows the mentality of the people and the issues of rural tourism development. The underlying infrastructure
has been built, the writing of projects, education of the population, and finally, we hope, investments are
forthcoming. It is positive that the writing of projects has started and that training of those interested is also
underway on how and in what ways and which activities it is possible to apply for funds not only from the
EU but also from state development funds.

The fact is that the municipalities have so far not generated any income from tourism. Visitors
usually came in organized groups, to see the place, the church, the gallery or some similar place, and
continued their journey. Unfortunately, none of the municipalities had tourism projects financed from
European Union development funds. Here comes the part that it is easier for people to take out a loan in a
bank than to write a project for financing from one of the EU funds.

Further development is certainly possible and mandatory. First of all, we see it using the Drava River
and its tributaries and their marking as excellent hiking and biking routes. Active tourism aimed at the young
population that would ideally come on Saturday morning from, for example, Zagreb, which is about 100
kilometers away from us, ride bikes or canoes or a combination of both activities, then in the evening go to a
winery where they would be served local food and wine, and accommodation in an indigenous house. After a
home-made breakfast, we will take a walk through the Black Ditches, and after that, we will head back to
Zagreb full of impressions. Of course, there is still a long way to go, but it is essential to have an achievable
goal.

At the very end, an extraordinary fact that shows us in the best way how much potential continental
tourism has. Austria, which is more visited in the summer months than Croatia, has 2/3 of the mountainous
area, but each province has a tourism strategy that corresponds to the national one. In 2017, according to the
World Economic Forum (WEF), Austria achieved 26.7 million international tourist arrivals and tourist traffic
of 18.2 billion US dollars and ranked 12th in the world in terms of competitiveness of the tourism sector. At
the same time, Croatia achieved 12.6 million international arrivals and tourist turnover of 8.3 billion US
dollars and ranked 32nd (Karla Junici¢, 2019). This data shows how important it is to have the right people
and the right development strategy at the right time. The turnover that Austria realizes not only in the number
of overnight stays but also in per capita consumption is the Republic of Croatia's goal.
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