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Outline of this document

Thisdocumentgathersthe mostrelevantinputs of the StrategicMarketing
and Operational Plan for Croatian Tourism for the Period 20232027,
whichhasbeenpreparedin responseto four mainobjectives

1. Attracting higher expenditure tourists, enlargingthe seasonand
reducingthe geographicatoncentrationof demand

2. IncreasingCroatia'sbrand power
3. Helpingthe industryto do more andbetter marketing

4. Supporting the national Strategy for the Development of
Sustainablelourismby 2030 (hereafterSTDS)

Thisdocumentcompriseghree mainsections
A. StrategicAnalysis

An exhaustive analysis has been carried out, which has led to the
identificationof 22 keyissueso be tackledby the strategy

B. Brandingand CommunicationStrategy

Thisis followed by the redefinition of the national tourism brand, basedon
the key identity values of Croatia as a country, in order to establish a
memorableandrespectedinternationalbrand

C Action Plan

Finally,24 initiatives have been developedto be implementedas a matter of
absolutepriority, in orderto achievethe setobjectivesandvision

THR e Horwath HTL. M1
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SITUATION & VISION

Where Is Croatia's
tourism marketing
heading?

THR & A Horwath HTL.  mpr



oCroat aackzmcleednlgedb eby 2027 and beyond as a
premium , multr=segment , sustainable destination , which will
ne goal of improving quality of life of local population be

with t
offering

2027 Vision of the National Tourism Marketing

A leading destination that is
Recognized by known to cater well to diverse Aspirational
referential travel media traveler profiles timeline

J awide range of authentic qual 1 ty

|

Maintains high environmental

FlCSERaRaFTe bifees Preserving and fostering sustainability standards, ensures
superior quality experiences unique Croatian S0cio -economic growth for its
e TS (. customs and genuine community and contributes to GDP
are likely to spend more local experiences 4
THR &=k N ngw\“{\wfi'thTL mpr Source: Consultants analysis
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perpetuating a business model that is unsustainable in the long term

Supply

B barvoSNI 2F 0SRA 60QnANG = Average length of staylll Arrivals [l Overnights

—

1.189 ]
1.029 100.000.000- 89.917.922 93.479.001 95.538.924 ¢
909 910 81.184.289 50
710 80.000.000 - 5,
60.000.000- F 40
- 3,0
40.000.000 20
I Hotels Il Campsites 20.000.000+ - 1,0
2000 2005 2010 2015 2021 I Private accommodation Other 0 - L 0,0

2016 2017 2018 2019

Overall, the accommodationinfrastructure demonstratesa low level of
diversity and ability to create an adequate offer capable of extending
demandinto the PPSoeriod andinto inland regions Croatia has experienceda rapid expansionof visitor numbers, reaching

An unbalanced business model that is mostly low-performing and 20.2 million arrivalsand 95.6 million overnightsin 2019

generatesimportant externalities such as over construction and over
tourism, positioning Croatiaas a low-cost massdestination, holding back
necessarynvestmentsand makingit difficult to attract humanresources

Nonethelessthe risk of unsustainablegrowth is increasing

THR g, Horwath HTL. 111]_)1' PPS = Prand post.season _
Hote, Toursm and Lesure Source: Data provided by CNTB; Consultants analysis
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A destination focused on seaside summer vacations of low sophisticatec
and lowincome families from nearby countries

Sociodemographic profile Travel behavior

In 2019,83% of overnights were registered Croatian tourism is strongly dependent on its top five markets,

18% N from June to Septembeand 95%were especially neighbouring countries, representing 52% of overnights
Il until 25 carried outon the coast. (2019. However, mid-haul markets are on the rise giventhe recent
W 261035 improvementsin air connectivity
Traveler's B 360045 And spend on average 98 EUR/day 5 .
—
20% age 4610 55 - , 8 e e @ :
Visitors stay about 5 days per trip \(;
S0 and over (2-3 days in ofpeak season). k= 215% 8% 8%  7.8%
2 . .
AR o = __ ) LS
m 48% of travellers stay in private O ' G _— ]
accommodation followed by hotels (27%) 8 ° @®»r
and campsites (20%). o 6,4%  55%  55%  4.8%

o The average tourist 43 years old,
especially in Adriatic Croatia, where » noludi
‘% fargilies gre dominant (43%), a 71% of visitors come by cdincluding Travel motivations
N closely followed by couples (40%). caravan or camper). Croatia is undoubtfully a holiday destination (91%), although business
trips are quite relevant in Continental Croatia (22%).
. ‘ _ 55% of guests acquire information online
‘_Q} 42% of tourists attended university s followed by recommendations of relatives
—

or higher levels of education. and friends (25%). #1 The Sea (81%)

#2 Nature (56%)
#3 City Break (24%)
#4 Touring (21%)

#1 Nature (32%)

#2 Touring / Sightseeing (26%)
3 City Break (26%)

#4 Sports and recreation (24%)

0 === Current tourists ardoyal guestsgspecially
.49 % have anonthly household oo in Adriatic Croatia (52%), compounded with
income of more than 3.000 EUR. . . : .

an overalkatisfaction with the experience

Adriatic Croatia
Continental Croatia

THR & Horwath HTL. MPY  Source: CNTEOMAS Research (2019); Consultamislysis °
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Tourists are attracted by Sun and Sea, although its maximum satisfactiol
comes from the BEAUTY of the coast and towns

Most satisfying elements of the tourist offer (%) Most dissatisfying elements of the tourist offer (%)
[ L ] @ L ]
The beauty of nature and landsca 87,8 Events and manifestation 63,2
The beauty of the plac 86,2 Shopping 62,3
Personal safet 84,5 Adaptation to people with special nee 62,2
Atmosphere FA 82,6 Fun, nightlife 61,8
Hospitality of the local populatio ﬂ 82,6 Traffic in the place ﬂ 42,2
Main reason for visiting the country (%)
[ @
I NB I GAL Q& yI (dzNT ¢ Il Croatia ™ Greece I Italy WM Spain Ml Turkey
62 beauty stands out as a
56 competitive advantage Croatian villages and citiesre
50 50 — still not widely known and yet
to be untapped

Sun and sea Nature Visiting cities Nautical Sports Excursions and tours Culture VFR

THR Py Horwath HTL. 111]_)1' SourceUNWTO, re_tneved frorhttps://www.unwto.org/tourism-data/country-profile-inbound-tourism; TOMAS Research (2019);
Consultants analysis
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The strategic analysis has identified 10 major implications for Croatian
tourism marketing and for the role of the CNTB

This refers both to penetrating and to developing markets and to improving the Customer Value
LINRLI2ZAAGAZ2Y SALISOAlLfte Ay NBtlFGA2Yy G2 GKS O2dz
necessary repositioning and avoiding the fatal positioning ofdost mass tourism.

Croatia has many
opportunities to exploit

Need for more effective Croatia needs its general marketing effort and not only that one of the CNTB to be more efficient and

marketing processes and
use of new digital

this will require improving the objectives, processes and relationships between the actors. And it will
have to quickly enter the field of marketplaces, marketing analytics, big data and artificial

: intelligence. The latter to improve the prediction system and also modernize the distribution system,
technologies as well as improve monitoring of tourism satisfaction and the customer journey.

This is a marketing component in which Croatia has not yet invested much effort and which now
acquires special relevance in view of the repositioning of the destination and the new brand system.
This will help to improve yield and conquer more diverse higladue target segments.

Important efforts in value
design are required

The CNTB should lead, in complicity with the rest of the stakeholders, the development of a Croatian
Brand System that includes destination, product and other types of trademarks and integrates
everything within an effective managemesystem.

A Croatian Brand System is
needed

NEEORREEIET R EN IS |t is an ambitious objective, but with a very high profitability that should be implementeeBin 2
Post Season program destinations on an experimental basis, before generalizing it througGon#tia.

Hotel, Tourism and Leisure

TS, Horwath HTL. MPY  SourceConsultants analysis @
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In the immediate future, a major repositioning effort will be essential, associating Croatia with other
images and perceptions capable of attracting beffeziding tourism that is more spatially,
temporally and motivationally deconcentrated.

Reposition Croatia as a
destination

The new marketing to be promoted by the CNTB must be aligned with sustainability and smart
growth. Marketing actions should be oriented towards higher yield tourism, more sustainably
responsible, outside the high season, etc. And to communicate a Master Brand more based on
growth images and perceptions associated with environmental preservation, local culture, kmO products, etc.

Marketing at the service of
sustainability and smart

The CNTB, in cooperation with and under mutual understanding with the rest of the @ector
Marketing Diamond stakeholders, must develop a Marketing Diamond in Croatia made up of tools, regulations and
Development financial support, which will help companies to carry out better marketing in a relevant, innovative
and creative way. The Phase |l of theigtor could be one of the key components of this Diamond.

The CNTB must increase its leadership and for this it must ensure that its role, organizational
structure, and attributions are pertinent and are understood and assumed by all stakeholders. This
must happen internally, as well. The CNTB must align communication with marketing and branding

Redefine and clarify the
role, responsibilities, and

powers of the CNTB objectives and improve a resultkiven culture.

Nonalignment is the reason 70% of strategies fail. The actions and initiatives to be undertaken by the
CNTB in the next four years will be impossible without this alignment. This is the most important
initiative of the new Plan that should deserve the highest priority.

Align the CNTB organizatio
with the strategy

THR & Horwath HTL.  IMD1°  SourceConsultants analysis e
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The strategic analysis revealed 22 key issues to be addressed by the strat

Issues thatavor reaching the vision Issues thahinderreaching the vision
v/ Strengths v Opportunities X Weaknesses X Threats
6. Over reliance on a few source markets
Perspective 1 7.Low yield of Croati@ tourism demand 19. High risk of negative
8. Excessively short tourism season positioning as a lowcost, over
Results 9. Excessive concentration of tourism along the coastline tourism destination

10. Weak brand power in several source markets

Perspective 2 1. Exceptional beauty of the
Value for partners coastal area, its sea, villages, ar

and clients islands

HO hLIERZNIdzyAde (2 AYLINRBGS yR SELIYR / NRFGAI QA
Customer Value Proposition

11.Weak branding system design and management 20.Insufficient awareness anc
12.Misalignments between communication efforts and marketing objectives = clarity of the core strategy
p : 3. Opportunity to implement a stateof-the-art 13.Communication could benefit from more innovation and creativity 21.Absence of modern
erspective 3 R i ) . : . o
Strateai marketplace for global distribution of all tourism 14.Need for an urgent executive education effort in marketing monitoring of customer
rategic processe offerings of Croatia 15. Insufficient availability and leverage of market intelligence satisfactions and
16. Limited availability of marketing resources experience/journey

17.Suboptimal management efficiency of the national marketing framework

Perspective 4 4. Opportunity to digitize selected processes of
Organization CNTB to improve both its internal efficiency and 22.Need to improve the

It d its relations with the industry 18. CNTB organization structure unaligned with overall strategy results and cosbenefit
Cufture and core 5. Opportunity for CNTB to deliver more value ti culture in CNTB
competences the industry while reinforcing its leadership

BSC = Balanced Scorecard
THR & Egrwg:c{h HTL. MPYr  Sourcer / 2yadzZ GFydaQ Fylteaaa ToeelEfeSuRon Rrgmiuvit Linking $trategy to Dpetatioys fod competifive GJ@
advantage



SETTING THE AMBITION

Which are our business and
marketing objectives?

What do we really expect from our marketing efforts?

THR &5 A\ Horwath HTL. - mr

Hatel, Taurism and Lefsure



hdzNJ 6dza Ay Saa

The fundamental entity

The fundamental entity
behind this Marketing
Plan is the National
TourismBrand CROATIA
which acts as a Master
Brand for a wide and
diverse set of regional,
local and corporate
brands

Our Core Competence

The skill that leads
Croatiato a sustainable
competitive advantage
IS our capacityto keep
our territory beautiful.
This is the powerful,
exceptional, strategic
asset Croatia uses to
create a unique benefit
for its customers

Business objective

Pa A

202SOUAUDS Aa
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What business are we in?

We are in the businessof
offering tourist
experiencesin a place of
exceptional beauty, which
IS one of the most desired
attributesfor tourists. This
kind of miracleis the great
benefit that none of our
competitors can duplicate
in the waywe doit.

Where are we going?

Our main business
objective is to take
advantageof the immense
strength of our strategic
asset, to become a
destinationwith a touristic
model capable of
generating  sustainable
tourism prosperity as set
outinthe recentSTDS

Build by capitalizing on BEAUTY as a powerful and main strategic asset of Croatia as a tourism destination

TOLURISM
IMDLSTRY
ADVISORS

Horwath HTL.

mpr

Source: Consultants analysis
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We will focus our efforts in 3 different tourism business concepts

==

The Discovery Tourism
People in search of tranquility, calming sensations, 4 People seeking enrichment by exploring and Those who seek sports, activities, and hobbies suc
flight from daily routines by doing things more slowl discovering original places, cultures, and by living gastronomic trips or cycling tourism.
and without pressure. genuine hospitality.

The Specialnterest Tourism

Croatiamust competein the tourism markets of relaxation, discoveryand Toall these groupsCroatiaoffers one of the besttourist spaces
the enjoyment of specialinterests, as they make up approximately 1.500 in the world. A country bathed by the mythical Adriaticsea, its

million international trips with an averageexpenditureof around 1.200 € villages, islands and secluded bays This is boosted by the

pertrip. Croatianhinterland, full of robust natural spacesand romantic

ruralism

The Ambition is a remarkable one ¢ improving the type and class of Croatia is on the cusp of a re-conception of its tourism

tourism that Croatia currently welcomes, as well as repositioning the business model. The country, while already present in the

country with a focus on products of higher value, and across new minds of many travelers, is still in the beginning phasesof

customersegmentsand geographianarkets receivingdeservednotice from aroundthe globe

Hotel, Tourism and Leisure
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To achieve this, marketing will contribute through the attainment of a set o
strategic goals and objectives

The Expanded Vision

1

A 33 NIt N |

2 3

Increase prepost season Achieve a better

Increase per capita

: geographieal tourism
expenditure

spread

tourism

/ brand power

Main results to be achieved

Objective Measure Situation 2019 2?#?23;3 tzoogs Objectiveztggboe achieved Variation 20192030
1. Brand Adoptiort Short and Longierm purchase intention 11% 14% 17% +6p.p.
2. Ave_rage daily_expgnditure per Average daily expenditure per night per visitor 10% 158¢ 172¢ +58%
tourist (net of inflation)?
3. PPSindek % of arrivals from October to May 17% 18% 25% +9p.p.
4. Territorial concentration Index % of overnights outside coastal areas 5% 7% 10% +5 p.p.

Note®™: Basedon the researchfrom the brand funnel HT ZBrandTracker

@ edaily expenditureper capita
—I—I IR TouRISM HOI‘W&th HTL - Note™: Averagedaily exp p p
ALISORS Hotel, Tourim and Leisre 111131 Note®: Percentagef visitorsduringshoulderandlow seasonsFromOctoberto May (both included)
Note: %of overnightscarriedout outsidecoastalareas
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CORE MARKETING STRATEGY

What Is our new strategy

to compete and win?

3.1.Advantages & positioning
3.2. Segmentation & targeting
3.3. Product portfolio
3.4. Target geaones



3.1 Advantages and positioning

Croatia will compete with 7 main competitive advantages

| v‘; :

Extraordlnary Charming towns
natural Q@auty andvillages

. ,,‘q ;
A %

2 OOO km Adriatic @ 1,000+ chafﬁ‘ming
coastllnea& 2 0[0]0) Islands very. close
‘ to the coast

W\ ‘a

Authentlc cu’f&me
and
Wme & Dlne

THR e Horwath HTL.  mpr @
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Croatia will capitalize on its competitive advantages
to reposition the brand

A positioning associated to legost and mass tourism is not sustainable. Therefore, the repositioning
strategy aims to modify certain current brand attributes and images to improve overall brand success,
which will be done towards two main directions.

Strategic research clearly
indicates that BEAUTY is the
main element of Croatia's value
proposition highlighted by
many tourist markets and

Repositioning / NZ I hest an@@ost
direction 1 powerful differentiator from
competitors.

Nature

BEAUTY

Beauty will be thecore of our
re-positioningbecoming the
inspiration for future tagines,
communication, product
development, etc.

Village
s

THR ok Horwath HTL.  mpr @
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Repositioning direction 2

PREMIUM DESTINATION

Types of tourism according to quality and sophistication of services used

Expenditureper personper day in a tourist destinationvariesdependingon the
guality and sophisticationof the servicesusedby the different types of tourists.
Each generates different levels of added value, employment and fiscal
contribution and have very different preferences in terms of services,
sophisticationjnfrastructureandfacilities,aesthetics security,etc.

Types of tourists and average expenditure

Average weight on

. . . Expenditure per pax, per Estimated

Type of tourist international BN
I RFé Ay €o averagé
tourism

Luxury 5% 600-1.000+ 800+
Premium 15% 200400 300
Mid-market 35% 90-150 120
Low-cost 45% 30-70 50

TOLURISM
IMDLSTRY
ADVISOHS

Premiumtourism products are sophisticatedproducts, superiorto mid-market
products, becausethey provide more value for the tourist by offering three
additional things more services and features, more quality and certain
privileges They are not marketed on the basis of the "brand" like "luxury"
products,but on the basisof objective superior performanceand quality.

Horwath HTL.

Hotel, Tourism and Leisure

mpr

1. Average estimate which changes according to product categories
2. Average which changes according to product categories

Destination typologies according to their demand mix

All tourist destinations¢ towns, regionsor countries ¢ have visitors of all four
types,althoughin different proportions, asshownin the table below:

Destination types according to their demand mix

Type of % of luxury +
- . . Examples
destination premium tourists
Highend >30 Mykonos, Ibiza, Cala di Volpe, Portofino, Capri, &
Premium 15-30 Dubai, Tyrol, Marbella, Venice, Firenze, etc.
Standard 10-15 Benidorm LarnakaLido diJesolg etc.
Low-cost <10 Tunisia, Bulgaria, Rimini, etc.

Croatia should be positioned between Standardand Premium, shielding from
being perceived as a low-cost destination The overall tendency in
communicationshouldbe to move awayfrom low-cost and standardpositioning
and start emphasizingorientation towards premium. Suchapproachwill bring
multiple positive impacts, particularly towards promotion of more sustainable
productsand businesanodelsand greaterwellbeingfor local communities

Dueto overallshallownesf / N2 | a@ffdr in @rémium segment,evenmore in

luxury, while we use & LINB Y wed2feéto both premium and luxury segments
of / N2 | tdukist difér in order to equallypromote them and put them forward

towardsmarketin orderto more efficiently build premiumpositioning
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Croatid8 brand essence

Target group description in

terms of demographic and

psychographic behavior To those travelers looking for premium tourism experiences...
variables used in the

segmentation

Croatia offersunique opportunities to relax, discover and enjoy special interest activities

58TAYAGAZY 2 A 2.000km of coastline with 2.000+ inlets and bays Mediterranean and Adriatic history and heritage

Frame Of goa| served by Consuming A 1.000+ islands A HOSp'ta“ty of citizens
reference the destination brand A 20+ UNESCO world culture and natural heritagd Modern conveniences built around timeless
A 19 national and nature parks tradition
A 80+ restaurants with Michelin labels A Etc.
: Why is the destination
Points of superior to alternatives in In one of the most beautiful tourism places of the worlith its unique system of islands,
_ Y q b
difference the same frame of sea, towns, hinterland, people, traditions, way of life, etc.
reference?
Reasons to ﬁ]ipfegg'g%ﬁg?;gﬁigoé = AMillions of people consider BEAUTY the number one differentiator of Croatia.
believe the points of difference A Several important Travel Magazines are of the same opinion.

THR & Horwath HTL. NPT Note: Detailed market positioning actions to be noted in the Operational Marketing plan phase e
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Segmentation and targeting

New strategy uses NEEDS SCOMRtanaly focus on 3 segments

{ iﬁ ) Segment prioritization matrix results

Mediumpriority [ | Highpriority B Strategigriority

Opportunitysegmentgo grow

Croatia should further develop its offering and focus
communicationto attract these two highly attractive target
segments

Alreadyestablisheddegments

Croatiais recognizedor its beautifulcoastand naturalheritage
Therefore, it is recommendableto build these segments,
especiallghe highvalueend

The Rejuvenators
To relax and escape

Attractiveness

o°°°o feXe]
The Impulsive and Free SpiritsThe People Pleasers
To let go and liberate To connect and bond

Segment prioritization varies slightly
according to products and some geo
Zones.

Competitiveness
THR 5 / Howath HTL. - mpr @
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Product portfolio

/| NI GAF Qa LINPRdAzOO LI NIOF2f A2 NBa

Product prioritization matrix results

@ Nature experiences

City breaks

¥\ Vacation
in seaside hotels

Grand Tour
& ltineraries

@ Cultural experiences
i

i3 | Festivals & Events

River cruise
1
1
1

Attractiveness

_______________________________________________________

Competitiveness

jotel, Tourism and Leisure
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Each product category cater to a specific segment, thus requiring differen
marketing efforts

Vacations to relax Vacations to discover & explore Vacations to enjoy a special interest
® £ o' @ o o °
() = Lc
€ s 2, 82 g2 & 2, g g 3 2 o 2
g2 2 B G2 45 32 =f E8 § BE g pE 2 gg 3L
ne Q_g ) =0 -G = @© c.= =0 = 2.9 g’ﬂ >5.9 20 o.2 S5
0.3 SE EE g =2 Bs 33 35 2 5S¢ o T o Sa 55 £9
oE wg ®B§ ~g ST 8 g 2< g oOg ~° zg v g4g U
] @ © 08 ) = o= o O () o < Ao L
—_ (J] w O
o wn «

The Authentic
Experiencers

The Luxury Pursuers

oo

THR & Horwath HTL.  mpr @ravorable @ Neutral Unfavorable
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Special attention will be paid to the marketing support of underdeveloped
areas and its current and potential offering

Regardingthe product prioritization, it is important to highlight that certain !
productsand experiencesaswell asUnique SellingPropositions(UPSwill be | Specific marketing support to tourism development of un(der)developed
identified to better promote and support the development of certain areas will be addressedin the set of strategy directions and initiatives,
un(der)developedregions thus improving the quality of tourism assetsand ' encompassinghe followingmainareas

providingincreasedvisibilitythroughtargetedcampaigns

Strategic and operational
value creation process

Provision of fundamental
marketing infrastructure

Implementation of two-fold ]‘ Provision of training and
marketing approach ¥ | capacity building

®

Grand tour of Croatia Adventure & Sports

Preliminary selection

THR g, Horwath HTL. 111]_)1' b2USY wBSStr&dgy du_'re%tloruxs for marketing drivers 2 ¥ UKS R20dzyYSy u o
Hotel, Toursm and Leisre Source: Consultants analysis



3.4 Targeted geaones

The new strategy focus on source games to optimize marketing results

Marketing efforts and resourcesneed to be split
amonga list of relevant sourcemarkets with the
aimof attracting visitationto the destination

Nonethelessthe selectionof a holidaydestination
is a rather rational decision due to its economic
relevancen a household

Asaresult,marketing efforts of manydestinations
may lose efficiency, in favor of other more
convincing techniques such as word-of-mouth,
salespromotionsor earnedmediapublications

Additionally, a destination needs to exert a
minimum efficient marketing pressureto obtain
results in a certain market, thus undermining
exaggeratediversificationin low budgets

Considerind N2 | rialntarQet objectives
A PositionCroatiaasa premium destinationin the Adriatic
A Position/ NP | dsaprepéstseasondestination

We deemnecessarya more updatedapproachto segmentationyegional segmentation

thus focusingmarketingefforts on specificgeographiaegionsthat better adjustto our
settargets,thus lowering Net AcquisitionCost

Germany

Net Acquisition Cost High Net Acquisition Cost Medium

THR & Horwath HTL. IMPT  Source: Consultants analysis and experience e
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15 geozones are identified as drivia catchment areas

Drivein geo-zone prioritization matrix results

Munich*

Lead geezonesto be considered.

- Bratislz ==\/ienna

% ==| Nz
o

c

()

= ()Bologna*

O

©

£

<

&Saragegvo, | rooooooooosoooooooooooooooo
@pKosice

: Complementarygeo-zonesto be

- considered.
_________________________ ]
Competitiveness
Note 1: Catchment area includes locations that are within 7h by car.
THR & ' Eﬁrwﬁh HTL.  IMPI"  Note 2: Venice include Padova and Verona; Milan include Brescia and Bergamo; Bologna inclukoBmijiza; Munich include Aunsg. e

Source: Eurostat (2021)jetroverse Harvard Centre for International Development (2020); OECD {2018); Consultants analysis
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35 medium and highcapacity flyin geazones will be targeted according to
priorities

@ Flyin geezone prioritization matrix results

Barden Bavaria

Wurtemberg - - N, Westfaliz
I N. Italy Lead geezones

1 Paris Hamburg

Berlin Hesse

7))
0
=
q>_, Brussel®»)  N. Neth an = \Wareaw
=
o .
o Midlands# ~ Vienna
E @ Istanbul
Madrid
€ e
= Athens Barcelona
& Sarajevo
% Skopje ™ Belgra
Competitiveness

Note 1: Results are subject to joint validation with the client, since some additional qualitative insights might be inclundibe prioritization.
THR & ' Eﬁrwﬁh HTL.  IMPI"  Note 2: Geezone include other airports with direct connectivity within 2h catchment area. @
Source: Eurostat (2021)jetroverse Harvard Centre for International Development (2020); OECD {2018); Consultants analysis



To the resulting prioritization two important considerations are to be
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highlighted: Domestic and Asian markets

Domestic market

Selected Asian markets

°
Share of overnights of domestic tourism in Croatia Share of overnights of selected Asian markets in Croatia (2019)
+48%CAGR
14% l 00"
- apan
roatia o . 04 8%
#2 0.9%
source
market
2016 2017 2018 2019 2020 2021

A Domestictourism has historicallybeena very important marketin Croatiaand, A From 20162019 the number of overnightsof Asianmarkets was on the rise,
therefore, oneto takeinto accountin the strategy especiallyChinaand Taiwan(27%and 18% CAGRespectively).

A Due to its comparativelylower cost of acquisitionand the characteristicsof A NonethelessCovid19 wreaked havocand Asian countries have been the ones
being an internal market, it makesit especiallyrelevant as a target for PPS more impacted from travel restrictions and with higher reluctancyto resume
initiatives and geographical redistribution, making it the first target long-haultravel.
encouragedo "rediscover“continentalCroatiaout of season

_ _ _ A Therefore althoughAsianmarketsare not consideredof high priority in the short-

A Finally, even though from 2016 to 2020 non-commercial accommodation term due to travel restrictions and postpandemicbehavioralimplications, it is
registered accounted for almost 50% of total accommodation in 2021 it was advisable to maintain marketing some pressure levels there to seize the
drasticallyreducedto only 36% opportunity when these marketsfinally resumeinternational travel.

Note: Norcommercial accommodation has been excluded from the analysis.
THR & Eﬂrw?}ih HTL.  IPI"  Note 2: Asian markets with more than 150.000 arrivals registered (2019). @

SourceeVisitor CNTB



STRATEGY DIRECTIONS

How can we multiply

the effectiveness of our
marketing?

Strategidirectionsarethosethat bridgethe gapbetweenstrategy
andits implementation Theyare organizedn a StrategyMap that
groupstheminto 5 themes,three DRIVER&dtwo ENABLERS

THR & A Howath HTL. mpr
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Full of Jife

The strategy map summarizes the essence of the strategy, acting as a bri
between strategy and action plan

Vision:
1 Vision Croatia will be acknowledged by 2027 and beyond as a premium, redtiment, sustainable
) destination, offering a wide range of authentic quality tourism experiences.
H Xt2 N
8 Main objectives BETTER TOURISM HIGHER the
L PROSPERITY SUSTAINABILITY objectives
e and the
o
Value for stakeholders _ _ _ ) u ) Wi h
An exceptional tourist experience Conquering better yielding tourists e
v
A A /\ A
.1. 2. 3. X & S 2
> | Strategy drivers Deliver an Perform Support the activate
Q outstanding Smart marketing of the much better
= . .. . LINE OS 3
< experience Communication industry & DMOs
o
|_
(0p)
L
T 5. 5
Strategy enablers : : . :
Marketing Diamond and National System the right
Governance S O
v

THR =8 Horwath HTL. MIPI {2 d2NDSY /2yadz Gl yda Fyltteara olasSR 2y G¢KS 9ESOdiAzy tNSY)\deéé Yl
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Responding to Key Issue 2

Strategy

Direction
generate new, better value for

1 the customers

We will implementa permanentValue Service
Design to continuously identify and exploit
opportunities to designvalue basedon ideas
and conceptsthat representd 3 QNS | G 2
and & LI-NiB/E A So@tBeNdudst which will

be transformed into new concepts, brands,
seals,and rankingsthat provide an important
differentiatingvalueto the tourist.

The system of ¢Signature Experiences of
Croatiawill be developedas will be the Rural
Croatia the Grand Tour of Croatia that will
include Continental Croatia and the Island
Experience, The islands Discovery program,
and the Adriatic Cruise, among other new
innovativetourismproducts

All this aimed at reinforcing the power of the
brand, lengtheningthe seasonand raisingthe
yield.

Benefits

Important improvementof the CustomerValue
Propositionthat will bring differentiationto the
Brandand customersof superioryieldin PPS

Horwath HTL.

Hatel, Tourism and Leisure

THR s mpr

Create a Value Design Team to IRk
Direction

1. Deliver an outstanding experience

Responding to Key Issig

wSHOUADI (S
2 program

We will re-activate this program by
improvingit basedon pastlearnings

We will better specify the conditions to
enter the program as a
5Sa i Ay wdiwill2ciriy the support
and collaboration measures, we will
activate an adequate promotion package
and we will help fill the planesthat are
already flying to the country during pre-
and postseasonas well as capturingnew
frequencies

In the next two years, this program will

focuson a limited number of destinations
and new market segmentsadequate for

PPS

Benefits

A longer season means more business
profits, better jobs and lower costsfor the
SocialSecuritySystem

P Strategy
U K EIEsien

att{

Responding to Key Issug

Promote a superior
economic yield per capita
in Croatia

3

We will increaseyield by offering better
value propositions and communicating
them more efficiently.

We will act on the tourist at the
destination to promote up-selling and
impulse buying and we will promote the
premium offer in all types of
accommodation, including  private
accommodationyestaurants,experiences,
regionalproducts,etc.

Benefits

Expandthe seasonand increasebusiness

profits, as well as improving / NB I { ;

perception in the mind of the consumer,
collaboratorsandinternationalmedia

P

Fullof ife

Responding to Key Issig

Strategy
Direction

Bring more tourism to less
4 (or not) frequented areas

We will support a selection of viable
products and experiences in the
un(der)developed regions and we will
effectively promote Continental Croatia,
its main attractions and small tourist
destinationsin the hinterland of coastal
zones

We will also develop the aL&af | yR&E

product as another way to decongestthe
coast, taking advantageof the excellent
existingferry system

A new brandfor "ContinentalCroatia"will

be created and its tourist offer will be
connected to an eventual marketplace
fosteredby CNTB

Benefits

Reduce pressure of coastal areas and

enrich the country's value proposition,

reverting Croatia's excessiveassociation

with & & dmgagh& & dzY Y.S NE



| 2. Perform Smart Communication

Responding to Key Issue 1

Strategy .- .
Direction Reposition Croatia around the

5 O2y OSLIJi 2F a&. St dzi @

We will considerthe unique and exceptional

beauty of the destinaton as / NRB I (A |

competitive advantage in addition, we will use
it asa dynamicpositioning variable.

This positioning will be used as a proactive
strategy to neutralize weaknessessuch as the
shortseason)ow yield, etc.

Benefits

All this will form the basisfor a new "Big Idea"
that catalyseghe entire brandingsystemof the
countryin amuchmore effectiveway.

THR = Horwath HTL. M1

Hatel, Tourism and Leisure

Responding to Key Issue 11

Strategy . .
Direction Implement an effective National

6 System of Tourism Brands

We will designa National Branding Systemin
collaborationwith the TourismCounciland the
industry, establishing rules to ensure good
coordination between the different types and
levelsof brandssothat their useis optimal and
beneficial for all. We will redesignthe official
website so that all brands are conveniently
communicatedonline.

The system will contain destination brands,
companybrands,product brands,etc. including
innovationandrefreshmentbrands

Benefits

A consistentand positive use of the Croatian
tourism brands,favoringcooperation

P

Fullof ife

Responding to Key Issue 10

Strategy . 2230 GKS LLI2gSNJ 27

Direction

tourism brand in selected geo
zones

Z

We will act on five fronts to effectivelyaddress
this issue advertising, media relations, travel

trade training, destination information and the

innovative use of web pages And we will

measure, every two years, the improvement
achieved in purchase intention in the main
targetgeo-zones

The driver of the whole processwill be the
communication of the dynamic variable of
positioning and differentiation in certain
specific products for the PPS and the
improvementof yield.

Benefits

A more powerful brand not only meansmore
secondarydemandinterestedin visiting Croatia
but also a facilitator of purchase justification
and a positive stimulus for our commercial

partners



Responding to Key Issue 12

;trf:‘éggﬁ Ensure alignment between communications
and marketing objectives with an Integrated
Marketing Communications plan

8

We will focus all communication efforts on three
objectives improving brand power, extending the
season,and increasingyields. A StrategyDirector (see
StrategyDirection20) will overseethe complianceof all
communicationwith theseobjectives

The new Strategy Director will be responsible,among
other things, for checking the compliance between
marketingobjectivesand communicationrmessages

Benefits

In this way, relevantmessagesvill be more focusedon the
targets,generatingbetter results

Horwath HTL. 1111)1'
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Responding to Key Issue 13

Strategy

Direction C2a0SNJ ONBIlI GAGAGE YR AYyy20FGA2Y

9 marketing efforts

We will set mechanismsto encourage, reward, and
attract marketing innovation and creativity to Croatia
(.e., awards programs,creative agencies creative hubs,
etc.), thus increasing CNTB'sreturns on marketing
activities

The CNTBwill benchmarktourism communicationand
other products to identify best practicesin terms of
innovation (especially in media and formats) and
creativity. Croatian and international creative agencies
will be invited to contribute with new and creativeideas
to communicatea good "big idea" in a creative and
innovativeway.

Benefits

Innovation and good creativity will mean more effective
impacts,equivalentto havinga biggerbudget It will also
increaseour commercialLJ: NI §fi®skion

P

Fullof ife



® 3. Support the marketing of the industry & DMOs P

Fullof ife

Responding to Key Issie

Strategy

pirection Foster B2B cooperative marketing

10

We will inform the industry by sharing annual
marketing plans and strategies to promote
alignmentof marketingefforts.

We will create a collaborative B2B platform to
increase its transparency vis a vis industry
stakeholders This would allow for more
involvement of stakeholdersin the decision
making processand be better informed of key
marketingprojectsand campaigns

We will develop a content creation hub with
high-quality videos and imagery per different
tourism products and experiences,as well as
providing co-creation services of elementary
marketinginfrastructureto DMOs

Benefits

Greater cooperation will help align marketing
efforts and improve performance, thereby
increasing A Yy R dza (condpéditiveness and
stakeholdersatisfaction

Horwath HTL. 1111)1'
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Responding to Key Issue 12

;‘rﬁéﬁgﬁ Run a highquality executive
education program on tourism
marketing

11

The CNTB in cooperation with prestigious
educationalinstitutions will launch an executive
education program in advanced and practical
marketing at the same time covering value
design, traditional and digital communication,
state-of-the-art MarTech marketing planning for
smalland mediumsizedcompaniesegtc.

This will be accompanied by a specific
educationalprogramfor CNTBofficers.

Benefits

As a result, we will have better marketing
managers who will do better marketing for
industryand better trained specialistsn the CNTB
This will help to successfullyachieve strategic
marketingobjectives



Responding to Key Issue 15

Sﬁfi‘;gﬁ Make marketing intelligence
accessible to the Croatian tourism

12 industry

At the CNTBwe will review and improve our
capabilitiesand skillsto generatetruly usefuland
timely market intelligence for the industry and
DMOs

This will focus on the identification of
opportunities in the target geozones, the
analysisof products and prices of 5 groups of
strategiccompetitors,the permanentscanningof
successfuhew marketingideasand the selection
of the best technical literature consideredto be
usefulfor our companies

Benefits

A better and aboveall more practicalintelligence
will resultin better marketingand consequentlyin
a more successfubhchievementof our ambitious
objectives

THR = Horwath HTL. M1

Hatel, Tourism and Leisure

4. Marketing Diamond

Responding to Key Issue 21

Strategy Monitor the Customer Journey &
Direction . . . .
satisfaction of our clients in each
13 destination

We will look for partnersin the Governmentto
measure the Customer Journey of tourists in
Croatiaand therefore their satisfactionwith the
30 main points of contact with their vacation
experience

This information, which will be obtained from
each destination, by types of accommodation,
ages,nationalities,etc., will be key in feedingthe
local Working Groups focused on brand
management and product/experience
improvement. The entire systemwill be digital
andwill useour customers'cellphones

Benefits

A deeperunderstandingof (i NJ @ Sxjpesthtions
anda clearlist of areasto improve

P

Fullof ife

Responding to Key Issuke
Sl Digitize selected internal processes

Pirection of CNTB and touchpoints with the
rest of the industry

14

We will implement applications that will help
managethe main processesthat the CNTBwill
need to deploy to implement the new strategy
and those processesnecessaryto establishgood
interactions with the industry and Croatian
DMOs

This will surely include market research
processes,intelligence transmission, marketing
planning,digital mediabuying,teamwork, project
management, MarTech apps, etc., as well as
content managementprocesses,reservation of
marketingservicessuchasfairs,workshopsgtc.

Benefits

Theindustry and the DMOswill benefit from new
and better servicesthat will help them better
relate to the CNTBand do better marketingwith
their own resourcesand capabilities



Responding to Key Issue 18

Strategy

Direction Align the CNTB with the strategy and

1 5 improve its organization

We will improve the current organization, its
departments, relationships, and leadership in
three directions.

Onthe one hand,we will identify the new critical
processesthat must be executed so that the
strategyis implemented effectively and the skills
necessaryo executeeachof them.

Onthe other hand,we will group these processes
into specializeddepartments in which we will
locatethe bestavailabletalent.

Finally, we will specify the new responsibilities
and the necessaryleadership, communication,
andcollaborationsystems

Benefits

Lessrisk of the strategy failing, more motivated
staff andbetter achievedmarketingobjectives

THR = Horwath HTL. M1

Hatel, Tourism and Leisure

5. CNTB management and National System Governance

Responding to Key Issue 22

Strategy ! LANI RS /b¢.Qa YI vyl

Direction

culture towards a results and cost
16 benefit-oriented one

We will launch a state-of-the-art monitoring
system based on objectivesmeasure KPIsand
initiatives (Balanced Score Card) to improve
overall marketing performance Thiswill set the
organizationon a better track to the fulfillment of
its objectives

We will alsohelp employeesset individual goals
and we will evaluate collective and individual
performance on a monthly basisto encouragea
resultsdriven culture on an individual basisthat
will alsoimproveoverallperformance

All relevant proposals will be & O 255F(F A OA Sy

evaluatedbeforeapproval

Benefits

A refreshed culture that motivates teams to
achieve measurable results rather than just
performgiventasks

P
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Responding to Key Issue 17

Strategy

apeelll) | VNP GS /be¢. Q3 O22LISN

17 leadership practices

The CNTBwill promote a new cooperation
scenario based on the SupplierClientPartner
relationship system in which CNTB and the
industrywill playthe 3 roles

Thiswill be accompaniedby a system that will
better define the roles and responsibilities of
each partner and the processesof effective
cooperation in the diverse national marketing
efforts andits governance

The role of the Regional DMOs as an
intermediary between the CNTBand the local
DMOswill alsobe agreedupon.

Benefits

A better managementframework with improved
services to the industry will enable the
achievemenbf the set nationalobjectives



Responding to Key Issue 16

Strategy
Direction

Get CNTB better funded

18

We will work in four directions

A Thebestwayto "increase"our budgetis to increasethe
effectivenessof the marketingactionsthat we execute

A We will then try to leverageour budgetwith that of the
DMOs and the industry, to achieve greater marketing
pressureon someactivities

A We will also look for sponsorsinside and outside the
country that find value by co-signing certain actions
togetherwith us.

A Finally, we will consider the possibility of generating
additional resourcesby sellingsomeservices

Benefits

More funds mean more brand power and higher level of
achievedobjectives

Responding to Key Issi0

Strategy Impulse the strategy implementation. Ensure
Direction . 0 0

the compliance of marketing with
sustainability and STDS

19

As most institutions and corporationsthat have successful
strategies,we will create in the CNTB,the figure of the
StrategyManager(SM)reporting directly to the Director.

The SMwill be responsiblefor ensuringthat the strategyis
well implementedand that the visionof sustainabilityis not
lost. Thesetaskscanme summarizedn 5 things:

A Permanent communication of the strategy inside and
outsidethe CNTB

A Coordinationof the alignmentof the organization

A Managementof progresswith dashboardsand quarterly
follow-up meetings

A Supervisionof the complianceof the actionswith the
sustainabilitydesiredby the SDST

A Internal coachingon strategyimplementation

Benefits

Strategyimplementedin a better and quickerway.

Horwath HTL. MPY  STDS Strategy for the Development of Sustainable Tour{8080)

Hatel, Tourism and Leisure
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The Strategy Directions tackle each of the key issues to be addressed by the S
) ) ) ) . . #1Yearround #2 Preserved #3 Competitive -
Strategy Directions and its contribution to STDS Strategic Goals ey e and inovaive o Resent
° balanced tourism climate °
1. Create a Value Design Team to generate new, differential value for our potential customers () ®
HO wSIOUASIGS GKS tt{ atNRé LINRIANIY o o
3. Promote a superior economic yield per capita in Croatia o
4. Bring more tourism to less (or not) frequented areas ® o
p® wSLIRaAdAz2y [/ NRIGAI | NRdzyR GKS O2yOSLIi 2F a&. Sl dziiéé ()
6. Implement an effective National System of Tourism Brands ®
TO® . 2230 GKS LRoSNI 27 / NBzbnésh  Qa (2dz2NAaY oNI}yYyR Ay &St S ®
8. Ensure alignment between communications and marketing objectives with an Integrated Marketing Communications pla () o
hd® C2a20G§SNJ ONBlIGAGAGE FYR Ayy20LGA2Yy gAGKAY /b¢. Qa YI NJ ®
10. Foster B2B cooperative marketing () o
11. Run a highkguality executive education program on tourism marketing () [ )
12. Make marketing intelligence accessible to the Croatian tourism industry ® o
13. Monitor the Customer Journey & satisfaction of our clients in each destination [ ) ®
14. Digitize selected internal processes of CNTB and touchpoints with the rest of the industry ([ ) [ ) o
15. Align the CNTB with the strategy and improve its organization ()
16.! LIANI RS /b¢. Qa YIyl3ISYSyl Coerefiiamhtedane 6 NRa | NBadzZ 6a yR O02ai o
17Z.LYLINR DS /b¢. Qad O22LISNI GA2Y FYyR fSIFIRSNEKALI LINF OGAOSa o @
18. Get CNTB better funded [ ) o
19. Impulse the strategy implementation. Ensure the compliance of marketing with sustainability and STDS [ )
® o
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THE CNTB

How can we enable the
marketing of the future,
today?

THR &5 A\ Horwath HTL. - mr
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The marketing of the future today

Here are some examples of the marketing of the future that we will implement in Croadiay

Positioning A new way of cooperating with industry and DMOs
In the future, all destinations must have a positioning based on a |n the future, national DMOs will have to cooperate with industry on
powerful and inimitable competitive advantage. We will have it 3 customersupplierpartner model. In Croatia we will start now.
today.

S Value design
Digitalization DMOs will shift their role more and more towards value design for

The battle for the customer will take place very soon in the digital their potential tourists. The CNTB will create a specialized unit on
space. In Croatia we will immediately start our digitalization. The v/ajue Design within 6 months.

idea of a stateof-the-art marketplace will be studied.

Marketing at the service of the National Tourism Strategy

National Branding System This Marketing Plan is fully aligned with the recent STDS. This
In the future, destinations will have to put their internal brands to  happens in very few of best world tourism destinations.

work together with a strong national branding system. The CNTB
will address this immediately.

New segmentation strategies

The way we are segmenting consumers and source regions gives us
at least 5 years of advantage on majority of our most direct
competitors

THR ok Horwath HTL.  mpr @

rism and Leisure



2027 Vision of the CNTB as the key marketing player

Stakeholders related to the sector including tourism

companies and collaborators, regional and local

destinations, as well as tourists and Croatian society

N ——
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Displayedin its
processes-and
marketing activities

Source: Consultants analysis
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CURRENT IMAGE

How Is Croatia
perceived in the world?

THR & A Horwath HTL.  mpr
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Perception of Croatia as a brand according to key brand indices

According to US News Best Countries Index, Croatia
is ranked globally on 45th place and it stands

US News Best Countries Index relatively well in categories such as Adventure (26th
place), Quality of Life (29th place), Social Purpose
(27th place). However, it has a relatively weak
international influence, and unrecognizable
attributes outside of tourism.

Travel and Tourism Competitiveness Inde

The competitiveness of Croatia as a tourist
destination, according to the  tourism
competitivenessndexof the World Economid-orum
- TTClindex, has improved by 9 placessince 2011
andisin 27th place

The Bloom Consulting Tourism Edition

Accordingto The Bloom ConsultingTourismEdition
index Croatiaranks 16th in the world and 9th in
Europein terms of the strengthof its tourismbrand

Hi Tourism and Leisure

THR & Horwath HTL. MPT  1zvori:Travel and Tourism Competitiveness Index; The Bloom Consulting Tourism Edition @
otel,
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Key findings on the interviews with key stakeholders from the tourism
sector, politics and national branding

. Croatia as a country . . Croatia as a tourism destination .

A | N2 I imbst @&ognizable elements are tourism and A Croatiais consideredto have a positive image as a tourism
sports. destination

A Despitethe positive implicationsof / N2 | BUahd®ATO A Keyassetsof the tourist offer encompasshe RSa G Ayl GA2Y
membership political, economicaland cultural components natural beauty and cultural heritage, personal safety,
arenot enoughrecognizedn Croatiaasa brand accessibilityor the gastronomicoffer.

A Croatia is perceived as a good place to live and work, A Nonetheless,attributes consideredto be emphasisedto
although it is also associatedas an unorganized highly attract modern tourists include gastronomy, outdoor
bureaucraticcountry. recreationand ecologicakonservation

A Uniquenessof Croatiais determined by its natural beauty
and climate, the hospitality of its people and lifestyle, the
culturalheritageandits geographicalocation

A Contemporary brand identity elements include the
checkerboardsits natural beauty, football, Dubrovnikor the
tie. Culturalattractionsand ITinnovationsare consideredo
be givenmore importancein the future.

-I—HR Py Horwath HTL. 111]_)1' Source:. Results frqm the interviews (n=10) and questionnaires (n=52) conducted with key stakeholders from the tourispokgcsor,
: and national branding experts.
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IDENTITY ELEMENTS

What are the elements of
contemporary Croatian national
identity, and which identity attributes
and values can contribute to
strengthening the Croatian brand?

THR & A Horwath HTL.  mpr
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Croatia's identity as a country is based on 4 dimensions

Geographical Natural peculiarities Historical and culturalg@ People and their way
determination of the and beauties heritage of life

country

A rich and preserved
heritage from ancient A sporting, innovative and
times, with diverse creative nation, with an
cultural identities, attractive lifestyle
traditions and customs

A beautifult and
ecologically preserved
country, of clean seas and
thousands of islets

A meeting point of great
natural and cultural
diversity in a small space

Horyvath HTL. mpr

Note 2: Croatia has 8 cultural monuments on the UNESCO list of world cultural heritage
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Top 40 national symbols, icons and recognizable motifs of Croatia

Croatian National Parks
Dubrovnik

Plitvice Lakes
Amphitheatre in Pula
Nautic¢ Sailing destination

Croatian inventions (parachute, pen,
torpedo, dactyloscopyzepellin etc.)
and inventors (R. 2 O, A Jash,
F.+ NJ Yeic) 0

Croatian red and white squares
(checkerboard)

Zlatnirat Beach, Baha. NJ 6 dz

Lace

10. Tie

TOLURISM
IMDLSTRY
ADVISORS

Horwath HTL.

Hotel, Tourism and Leisure

mpr

11.
12.

13.
14.
15.
16.
17.
18.
19.

20.

Sea organ in Zadar
5A20f SGALF YQ&
Split

Dalmatian dog

Croatian wine

Licitarheart

1244 islands
Kornatiislands

Istrian truffle

Sinjskaalka(a knight
tournament inSinj

Drywall

21. { LAYy G al NJ Q&
22. | Klapadit&aditional a cappella 32.
singing) 33.
23. Olive oll 34.
24.{LJ2I>I.Ijé ANBI G4
5N} OSy JaSidaNREAADEZk 6
etc.)
25. Slavoniarkulen 37.
26. Dalmatian stone house
27. Brijuni
28. Pag cheese 38.
29. ~ 0 NHz] t A 39.
30. . | Orhbiet 40.

/ K @ANIN&vera(BugattiRimak

Rovinj
Water and water wealth
Zagreb Christmas Market

0 Boizl Ny § 2B § =

Prosciutto (Dalmatian and
Istrian)

Cathedrals in Zagreb, Split,
Dubrovnik,7 | | 2T&b8it

t 2NB6z SGOd
Fjaka(croatiansiestg
Picigin

BajaderaVegeta
Maraschino and Pelinkovac

The final list of key national symbols, icons and recognizable motifs was selected and ranked in a survey with emplw®/Eesaizin
Tourist Board, the tourism sector and identity experts.
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Research highlights seven determinants of national identity by which
Croatia can be distinguished from competing countries

i Characteristicof people

- - . !
Conservation & innovation!

1

: o _ : a ! Unalienated, hearty, proud, resourceful, hardworking and
. Croatia is preserved and innovatiyeffers opportunities for: hospitable peoplelive in Croatia,with strongcharacter,alwaysready
| investment in new technologies and renewable energy
I
1
1
1

y ( to helpeachother, successfuin sports,sciencecultureandeconomy
sources, has rich natural resources and creative, hardworking SOy
and talented people, as a basis for economic success.
1

E Lifestylein Croatia :
! Croatiais a safe country, offering the possibility of a |
. balanced and relaxed lifestyle, where people ,

CORE OF BRAND 8
CROATIA .

Croatia has all the
predispositions to become
a country tailored to man

Cultural wealth |
Croatia is a cultural gem, it culturally connects East apg

1

i successfullypalanceambitionsand pleasure , work and
1

. West, continental Europe and Mediterraneaas well as!

|

1

1

1

time with family andfriends

traditional and contemporary art and offers a preserved
and globally recognized unique cultural heritage.

i Natural beauty and diversity
Croatia has beautiful and biodiverse nature, seaand

Social responsibilityi

Social responsibility of the state towards its citizens as a recognized
StSYSyid 2F / NRBI pravidésaealihcalayidiiA (& © / NB | (A QA
education accessible to all. D ot VI NREFGAF A& alf (GfoodwithRste®d SSaG s A

-I—HR TouRISM Horwath HTL 111]_)1' Source: Results from a Working Group for Identity and Brand Development of the Republic of Croatia (2018/2019) com(frised by 5
“ Croatian experts from various fields. Results where validated thoudbpth interviews (n=100) and a public opinion poll (n3a)0
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Elements around which there is a consensus among Croatian
citizens and which are perceived abroad

. A beautiful and extremely diverse country

. A country that offers quality health and social
. (great experiences in a small space) '

. care (important during a pandemic)

________________________________________________________________________________________________________________

________________________________________________________

“wo 1A country that connects Central Europe and the
' | Mediterranean, East and West, traditional and

A country of brave, responsible, innovative an:d
hardworking people, who have put the world |n
' debt (TeslaRimac..) |

_______________________________________________________

________________________________________________________

________________________________________________________________________________________________________________

________________________________________________________________________________________________________________

Horyvath HTL. mpr e
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Summary: A country with exceptional natural beauty and diversity,
ideal for a life tailored to man

| _ A safe country An
Diversity of of responsible, Yhfectiou
identity and freedom-loving, and

richness of heart-warming g
culture and hospitable irresistible

Exceptional
natural
beauty

people way of life

Attractive
gastronomy
and available
organic food

Sports,and |deal for a
exciting life tailored
country to man

THR e Horwath HTL.  mpr e
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8 key attributes of the brand Croatia
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8 elements desirable for brand upgrading

' @4 '.!;f? : i i 1 s
Innovative 4 influentialiy Finest
F&.\l ;CU|tUre ';? C'r o

Relaxing and
invigorating

e

—

rism and Leisure
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TOURIST BRAND

How to reposition Croatia
as a tourism brand?

THR &5 A\ Horwath HTL. - mr
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Strategy goal

Increase purchase
intention

\QB/

Enlarge tourism
season

THR sk Horwath HTL.

Tourism and Leisure

mpr

Increase average
daily expenditure
per tourist

L

Reduce tourism
geographical
concentration

o

A more sustainable
tourism model
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To achieve the objectives the tourism brand of Croatia
must be urgently repositioned

(&) i Lowmenon o[ =) 2 e brond sver
Theintention to visit Croatia " Only 10% of total universe have ' Despite the increased awarenessabout |
is low among international 5 intention of purchasing  the | 5 Croatiaastourist destination, almost40%§
navellers, mainlydue o the amangementor visiingCroatiinfess. £ [eshondentavencanil Costaut

' than 3 years, and only 31% of total |

: " what to do there (familiarity) paired with |
' respondentshave travelled to Croatia: ( y)p !

destination having a weak |
. an insufficient differentiation towards its ;

brand, Wlth |nSUff|C|ent ; in the lastb years : i competitors :

kmowledge of the tourist e L

offer .and differentiation, _ —

beingoverlyassociatedvith , O 4. Negative associations

the Sun& Seasegmentand ' The brand, and thus the destination, i o | i

havina established other - are perceivedasasummerdestination5 | CIoElE 5 ElERE) [PREElEs) £ e 5
g : ' . overcrowded  destination with |

. and many of its extended offer and :

" attributes, such as its villages and | IELINEIETE ERNnBEIILY ) [EHE) |

negativebrand associations,
suchas lack of connectivity ' cities, are still not widely known and | | CpEnsiRier G2 [HECling quallty

or tourist massification ' yetto be untapped offered

THR & Horwath HTL. IMPY  Source: Ipsos market research commissioned by CNTB, 2020 (n=5.000); Travellyze survey commissioned by the Consorti&s0ap22 e
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The repositioning must go in 6 directions

BEAUTY

DESIRED OUTCOME

CURRENT STATUS =

Central European/Adriatic Premium

@ Sophistiat Lowcost Mediterranean destination .
ophistication destination
. Sun and beach in the coast Multi-segment and multdestination
arget
_ Dolce far niente Experientiadlactive tourism destination
Ay Experience
Season Only July and August PPS destination
gp~/
Unsustainable growth Environmental and social sensibility
m;g; Growth

THR e Horwath HTL.  mpr @
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The essence of the repositioning
Both the brand identity and the brand image must be aligned ~ Newbrandneedto be alignedwith the new targets:
with the positioningof the tourist destination Thereforewhen A Authenticexperiencers
repositioninga destination,its brand mustalsobe redefined A Rejuvenators
A LuxuryPursuers
The new brand should focus on 6 selected images and A Adventurers
perceptionsof the destination
A Adestination of exceptionalbeauty It is advisablethat the processof redefining the brand starts
A CentralEuropeans Adriaticpremiumdestination with the current visual which is closelyassociatedwith the
A Multi-segment& multi-destination old positioning and thus with lesspriority types of tourism.
A Experientiablestination The "cues" associatedwith this visual are, in many cases,
A Idealdestinationfor PPS contraryto the desiredpositioningandbranding
A Sustainablelestination

THR = Horwath HTL.  mpr @



Croatia's beauty Is highlighted as the mai
attribute associated with the brand

@ 5. Unparalleled beauty

Beauty is the differential element of the brand, :
widely recognised not only for Croats but for
international travellers, and source of competitive !
" advantage |

' More than just a beautiful destination, Croatia
stands for beauty, an absolute concept that :
. encompassesnot only unspoilt nature but alsoi
- quality of life, gastronomy, picturesque cities, |
' culture, etc. A competitive advantageon which to
lay the foundationsof the brand. !

Source: Ipsos market research commissioned by CNTB,
THR & HHﬂrW?}h HTL. M’ 2020 (n=5.000); Travellyze survey commissioned by the
Consortium, 2022 (n=5.400)




P

Full of fife
Croatia, a destination of undeniable beauty
o Main brand associations . . Level and source of tourist satisfaction .
happy = attractlve ”
b e a U l f U ]. : Adriatic Continental
‘fcfn’}%,gewarm ..... _ : Tourist offer element In total Croatia  Croatia
”'{'E: 1:hi strclxs{\ca ("
- dlfferent clf}eap " The beauty of nature and landscape 87.8 87.7 89.3 ‘,
£ § a‘?«i‘s%n?en.siye H o |_ The beauty of the place _ _ __ __ _ __ 86.2 __ 861 _ _ 85 _
Scoso = n1 ge g OOd Personal safety 84.5 84.0 93.8
mf“i"’l r oy i e Atmosphere 82.6 82.2 88.2
ZGSE g Lol fortable D | " . . .
e i : Hospitality of the local population 82.6 82.1 91.1
wSalLkRyasS 2 a2KFG INBE GKNBS ¢ 2TOTAL STAY 80.6 80.1 89.6

AK2NI aSyaSyoO0Sa (KFG adzy dzLd / NBIF GA KE

Among all the different tourist attractions in Croatia, its beauty is
encompassedn the two attributes that bring the greatestsatisfaction
to the visitor.

/ NP I Beluty@despeciallyhighlighted by travellers from

highervalue markets, such as Austria, UK, Sweden,France
andthe USA

The experiencein destinationis one of the key factors in building a
0 NJ yimgeawhich reinforcesthe fact that beautyis alsoone of the
strongestperceptionsassociatedvith the destination

/ N2 I shauld €sditalizeon its holistic beauty, includingits
natural attractions,charmingvillagesand breath-taking bays

THR SRR, Horwath HTL. MPY  Source: Travellyze survey commissioned by the Consortium (2022); TOMAS Research (2019) @

ADVISOR!
Hotel, Tourism and Leisure
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BRAND POSITIONING MAP

Croatia is the country showing the highest association with virgin landscar

[ 2
Safe destination

CROATIA
|

Popular destination

°
Virgin landscape

d value for money For famaes

o Simple process of organizing and making the trip

For'young peopl@
GREE

T\

Easily accessible/destination

& *Bpp B TALY

e Offers a variety of activities ~
Good gastronomic offer
igh quality acc&@dation
°
ensive destination

THR & Horwath HTL. MPT  Source: Ipsos market research commissioned by CNTB, 2020 (n=5000) e

Hotel, Tourism and Leisure

e Cheap destination

Mass tourism destination

B TURKEY
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58ALIAGS /NRFGALFLQA +FOly2sf SRISR 6
low-quality experience associations are branding gaps to be addressed

/| 2YLI NRazy 2F [/ NRFGAIFIQa OoN}YR ARSyGAGe FyR AdGa 3t
@

Identity Desired attributes
A to be perceived

------------------- v AUnparalleled beauty

+ ’ . . .
| A Highquality offering A Unspoiled nature

|
: : ; L
improve product ¥ ﬁ8ggséa;r?én\?a?izgm:stronom | A Safe & Hospitable , | capiaize &
and/or image : ) gastr Y | AMediterranean summer destination improve/extend
. A Multi-product and multisegment | )
' destination | with gpod we.ath(_ar and clean sea
' ./ A A family destination

-een e e e e e e e e e e e e e e e s e - =

—————————————————————

4 \
| .. Current negative
. A Cheap destination  associations to |

' A Lowequality betackled | Improve_product
1 A Over tourism : and/or image
. A A destination lacking connectivity i
\ l
) » Perception
: -

THR & H?rwath HTL. IMPT  Source: Ipsos market research commissioned by CNTB, 2020; Consultants analysis @
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The pillars of the new Brand Strategy

Target group description in
terms of demographic and
psychographic behaviour
variables used in the
segmentation

BSG G(K2aS YAYRTdzZ UGN @St ¢
YR LI YLISNI 6 KSYaSt @gSaxe
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SN e e aXgK2 FNB t£221Ay3 F2N LINBYAdzY K2f ARFé& SELIS
T oS USENVERRRCUETINIe) - authentic environment, close to Central Europe, to experience genuine interactions with
the destination brand 6KS RSaAGAYIGA2YZET 6KAfS Sye2z2éeiay3a AGa RAODSNA

Frame of

GX/ NRFOGAIF 2FFSNABR (GKS Y2ad o0SFdziAFdAg RSaidAy

Points of superior to altematives in playgrqund_of Europe, also in spring and autumn, with more than 1,00Q unique islands,

T the same frame of charming villages, more than 2,000km unparalleled coastline bathed with crystal clear
reference? waters of the Adriatic Seahospitable people and a meeting point of diverse cultures

Odza KA2YySR 6AGKAY Y2RSNY (N} @St O2YTF2NI SEL

Why is the destination

A & . S dzbiedmiain dttdbute associated with
Croatia

Al NRBIFGALF QA dzy & LdechdnigeR byy | |
international travellers

A The beauty of the nature and landscape is the
most satisfying element for almost 90% of visitors.

A Croatia has been recognized as the most
attractive tourist destination (Stars Awards
2021) and among the TOP15 best countries in
the world to travel to in 2022 (Conde Nast
Traveller awards)

Reasons to Supporting evidence for
the frame of reference and

believe the points of difference

THR & Horwath HTL. MPT  Source: Travellyze (2022); Ipsos market research commissioned by CNTB (202); TOMAS Research (20119) @
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| NI OGAFQa . NYR LRSYU

A One of the most beautiful destination in the world
A Breathtaking preserved nature

A Crystalline waters _ ! A Hospitable destination
A Cultural meeting point Picture of the sender (brand) A Young and lively |
A" A premium destination with high quality A Enjoyable and relaxed Mediterranean
standards character
A A multisegment destination, with a diverse A Authentic, genuine
offering PHYSIQUE BERSONALITY A Respectful and generous
A safe and family 5 = A Heritage and tradition
friendly I S EEEET ) ﬁ (S)ports cultureoI o
A Close and trusted = A destination of = penness and cordiality
I Qo . .o
A Ability to fulfil - RELATIONSHIP exceptional CULTURE = A Drlven py creativity and
expectations - beauty 2 innovation o
A Accessible N =] A The perfect combination of
tradition and modernity
Tl REFLECTION | SELAMAGE __.--"""
A A traveller who feels young and enjoys life \“\\\ /,—"/ A Calm & with inner balance
bti2 GKS ¥Fdzt t Saie I A Emotional welbeing
A Discoverer / explorer A Social
A Mindful and respectful traveller who Picture of the receiver (customer) A Confidence and security
appreciates enjoying authentic experiences l A Sophisticated traveller who

deserved being pampered

7N/

THR ok Horwath HTL. MPY  Source:J. KapfereE a¢ KS bSg {GNIGSIAOC . NrYR albyl3ISYSydy /NBFGAYy3 | y@dzé QA
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The most successful tourist destinations hav&a@ldeahat is
strong, truthful to their brand and relevant to consumers

The Big ldea is an attempt to communicate the

Switzerland _ _ New Zealand destinationBrand to the generalpublic, by creatinga

Incredible India = strong messagewhich containsthe core of the brand

Get Natural 100% Pure that pushesbrand boundariesand resonateswith the
consumers

It should be an overarching concept that can be
stretched acrossall mediasothat A (in@tgust limited

Amazing Wonderful You deserve to one channel
Thailana Indonesia Spaln A good Big Idea should be declinable into several

themes, products and regions a timelessconceptto
be usedfor manyyears

ourism and Leisure

THR ok Horwath HTL.  mpr @
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Beautyshould be the driving concept behind the repositioning

ﬂ“a Beauty is one of the top 3 reasons for choosing a
lﬁl destination,alongwith safetyandhospitality

@L It is Croatia'smain strategic assetand at the sametime

+ ! ' . .

= the country's strongestand most powerful differentiator
asatourist destination

Qi%o It isfully acceptedin the marketsandalsoamongCroats
o

x . . .
{ It isthe beststrategyto spearheadurgentre-positioning

THR ok Horwath HTL.  mpr e
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SummaryCroatia must capitalise on the beauty of the destination
while reinforcing 5 additional key attributes and images

Premium

Croatiais to be perceivedas
premium destination able to
cater to the most

sophisticatedravel needs Its
high-quality offering and the
carefulattention of its service
make it stand out as an
unequalleddestination

TOLURISM
IMDLSTRY
ADVISOHS

Hotel, Tourism and Leisure

Horwath HTL.

Beauty

Key concept

Croatia is- to be perceived as the most beautiful destination, an attribute
encompassinghe wondersof the destinationand sourcesof its competitiveadvantage,
whichis declinednot only in its naturallandscapesnd crystallinewaters, but alsoin its

people,villagesculture, etc.

Multi-segment

Dueto the extended offering
of the destination, Croatia
has the ability to cater to
different segments Within a
small territory, travellers can
enjoy of a wide range of
genuine and memorable
experienceandservices

mpr

Experiential

Croatiais to be perceivedas
a destination to provide
countless adventures and

experiencesto be enjoyed

with  the 5 senses A
destination that must appeal
to the desire of living
conscioushandintensely

Off-season wonder

/ N2 I G A Me@igerranean
climate and its wide rangeof
activities beyond Sun & Sea
make it an ideal destination
for off-season holidays and
getaways

Sustainable

A destination committed to
the preservation of its
natural and cultural heritage,

as well as to the
development of its local
communities in  harmony
with tourism.
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Complementary elements to enrich the brand identity

Extended brand identity

A place ofjreat
A destination of cultural traditionsand
flavours. diversityg a place
Topquality fresh fish where Central Europe
and seafood, truffles, meets the
gAY SX Mediterranean and
East meets West

Crystalline watersand A one-of-a-kind
secluded baysnake archipelagofor
Croatia the ultimate travellers with an
nautical destination explorer's soul

An unspoilt
destination,that has Ahospitable and safe
preserved not only its| destinationto enjoy
pristine nature but also] peace and quiet in a
its many traditions and] relaxed atmosphere
customs

Captivating fortress
villages pair with
bustling urban cities to
blend aperfect mix of
tradition and
modernity

An easily accessible
destination with an
irresistible way of life
for an unforgettable
getaway

jotel, Tourism and Leisure

THR @/ Horwath HTL. - mpr @



BRAND ARCHITECTURE

How to define the new
architecture of the national
tourism brand?

THR &5 A\ Horwath HTL. - mr

Hatel, Taurism and Lefsure
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The current system of brands and names is complex and hinders

TOLURISM
IMDLSTRY
ADVISORS

a correct understanding of the destination's offer

In Croatiathere are 21 nomenclaturesfor different tourist regions
and 282 for tourist destinations in addition to thousands of
companiesand concepts

Thevastmajority of thesenameshaveverylow awarenessgsteem,
differentiation and relevancein the mindsof consumersand are not
brandsin the technicalsenseof the word.

But they are all part of the Croatiantourism offer and should have
their place in the country's brand architecture and official
communicationchannels

Theanswerto this problemis the developmentof a NationalSystem
of Brandsfor Croatiantourism offer that will makeall these names,
denominations and brands work as a team, broadcast uniform
storiesandreachthe marketin a strongand orderly manner

Horwath HTL. 1111)1'

Hotel, Tourism and Leisure

The National Systemof Namesand Brandswill be composedof a
Master Brand, product and destination brands and a number of
brands and labels that will bring innovation and freshnessto the
whole system regulatedby preciserulessharedwith the industry.

This complexity also creates a perception of a lack of internal
structure and hinders the traveller's experienceeven before arrival
at the destination, whichamongothers

A Preventsabetter understandingpf Croatianvalueofferingin its whole
A Reducegourist satisfaction

A Negativelyaffectsconversionin the customerjourneydecisionphase

The CNTBwill be the ultimate responsibleof the definition of a

solid brand architecture structure, as well as its proper
implementation and management



