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IHOTEHIINJAJIA 3A PA3BOJ BUHCKOI' TYPU3MA
HA ITPOCTOPY OINIIIITHUHE AJIEKCAHAPOBAILL Y
OYHKIHNIJA OJAPKNBOI’ PA3BOJA

Jparan Ilerposuh!
YuusepsuteT y beorpany, ['eorpadcku dpakynrer, Pemyonuka Cpouja
Hanujena Byxouunh?

VYuusepsutet y [Ipumtiau ca npuBpeMeHnM ceaumreM y KocoBckoj
MuTtposuiy, [Ipopoano-maremarnyku dakynrer, Penyonuka CpOuja
Ypom Muunuuh®
Yuusep3utet y beorpany, ['eorpadcku paxynrer, Penyonuka Cpbuja
Muposby6 Musmaauh®
Yuusep3utet y beorpany, ['eorpadcku paxynrer, Penyonuka Cpbuja

Caxicemak: Y oséom pady dam je npuxas eurckoz wacieha onwmune Anexcanoposay,
UCMAKHYM_je NOMeHYUjan 6UHCKO2 MyPUMa Ha 080M NPOCIMOPY U AHATUSUPAHY aKmopu
KOju MOMUSUULY U npusiaie 08aj ceneKmusuu oonux mypusma. Ipumapnu yus paoa je
0a Kkpo3 ucmpaoicusare, anaiusy u nopeferse oopeou mozyhinocmu u nepcnekmuee
pa3eoja BUHCKOZ MYPU3MA, anu U 00PIHCUBOS pa3soja onuimune Alekcanoposay, reHe
okoaune u osoe dena Cpbuje. 3adamak paoa je cucmemamusayuja nocmojehiux caznaroa
u depunucarbe cecmenama noHyoe GUHCKO2 Mypusma y yHKyuju 00pacusoe paseoja.
Kwyune peuu: suncku mypusam, oopacusu paseoj, Anexcanoposay, Cpbuja

YBOJ

Typusam je mpeno3HaT Kao jefaH off KJIby4HUX CEKTopa pa3Boja y
muorum 3emsbama (Drakuli¢Kovacevic et al., 2018; Petrovic et al., 2020).
Kao pesynTar Tora, pa3sBHjeHH Cy MHOTU crieIU(UYHU OOJIMLHU TypU3Ma,
ca IUbeM Ja o0e30ene MakcUMaiHe KOpPHUCTU 3a ofpeheHu pervoH. Y
NoCTebUM  JIelleHHjaMa TypUCTH cBe Behy BaXHOCT Hpuaajy
ayreHtrnudHoctr (Kim&Jamal, 2007), mojmMy koju wu3a3uBa ocehaj
MCTMHCKOTI, CTBapHOT Wiu jenuHcTBeHOr (Sharpley, 1994).V xemu na
MoOErHy O]l CBOJUX CBAaKOJHEBHUX pYTUHA, Npedepupajyhu nudHa u
ayTeHTHYHA, yMECTO UCKYCTaBa Koje Mpy>ka MaCOBHU TypH3aM, TYPUCTH Ce
CBe BHIIE OKpehy Typru3My 3aCHOBaHOM Ha MPUPOIH, TypH3My (ecTuBaa
u mnoceOHuX porabaja, CIOPTCKOM, aBaHTYPUCTHUKOM U KYJITYPHOM
typusmy (Hall&Weiler, 1992; Novelli, 2005; Stebbins, 1992; Trauer,
2006)./loxuBibaBame ceH3aluja, ocehama WIH MPOKUBIHABABE YTOTHUX
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TpEeHyTaKa KJbY4HHU Cy (DaKTOpHU y CTBapamy JKeJbe 3a MOCeTOM oJpeleHoj
necrunanuju (Rodriguez Fernandezet al., 2017). Kao mutag cekrtop
WHYCTpHje, BAHCKH TypHU3aM CE€ HCTUYE KAa0 CPEJICTBO 32 3a/I0BOJbABAILE
HEKHX OJl OBHX »JKeJba, IpaBall pa3Boja alM M Kao mnpodurabuiHa
MpUBpE/IHA TPaHA.

JlebrHuIM]a T0OjMa BUHCKOT TYpU3Ma HHj€ JeTMHCTBEHA M PE3yJITAT
j€ BHIIIE TyMauema Pa3IuuTUX ayTopa. BUHCKH TypucTa je y To4eTKy 610
neduHICaH Kao HEKO KO MMa KeJbY J1a OKYCH BUHO U HCKYCH reorpadcKku
npoctop 'y Kojem ce BuHO npomsoau (Bruwer&Alant, 2009;
Bruwer&Lesschaeve, 2012; Cohen, Ben-Nun, 2009, p. 21). Pasmunubame
Ja Cy BUHCKH TYpUCTH ycpeiacpeheHM HMCKJbYYHBO Ha HCIIHjarbe BHUHA
OTOBPIJIM CYy MCTPAXMBAYU KOjU Cy CyrepHCald Jia TypUCTHU Kelle IIHPH
HU3 BUHCKHX U TYPUCTUYKUX HCKycTaBa. Kao 006muk TypusmMa o1 moceOHoOr
unrepeca, Hall &Macinois (1998) BuHCKH Typu3am IeHHHUIITY KO TOCETY
BUHOTPAJMIMa, BUHApHjaMa, BHHCKUM (pecTUBAIMMA U U3J10k0ama, rae cy
JETycTalyja BUHA U I0’KHBJbABAE KapaKTEPHCTUKA BUHOPOIHOT PErHOHA
TJIaBHU MOTHMBAalMOHU (akTopu nocermnana. [lpema npyrum ayropuma,
BUHCKH TypH3aM C€ CMaTpa aITepPHATHBHUM TYPUCTUYKHM OOJMKOM KOjU
ce NMPOMOBHILE y PypPATHHAM MOJPYYjUMa U KOjU THOJCTHYE MO3UTHBHE
WMHHLUjaTUBE, Kao IITO Cy MEpe 3allTUTE >KUBOTHE CPEAMHE, CTBAPAE
MpeXe BHHCKHX ITyTeBa, BHHCKHX IOJIpyMa HJIM pa3Boj IIEHTapa 3a
npou3Boamy BuHa (Soare& Costachie, 2013).

3a KOJEeBKy BHHOTpamapcTBa cmarpa ce EBpoma, rae ce
NpOU3BO/Iba BUHA pasBujaia jom ox 7000. roaune mpe Hose epe (Nadelcu
et al., 2018).Tokom HapeIHMX BEeKOBay3roj rpokha u mpou3BO/Iiba BHHA Ce
uznedepeHnypana, Ha BUHa Tk3B. ,,Ctapor cera™ u ,,HoBor cmera®.
I'maBHa pasnuka u3Mmel)y oBuUX TepMuHa je reorpadcka. Y 3emspbama
,,CTapor cBeTa‘ y MpoOM3BOABHU C€ UCTUUY TpaJuIdja 1 yJiora Tepoapa, J0K
3emibe ,,HoBOr cBera® oaNMKyje 3acTylJbEHOCT HAyKe M HOBHX
TEXHOJIOTHja Y IPOU3BOIkH. 3pa3 u KoHIeNT Tepoapa TeMa je o0 K0joj ce
MHOT0 pacIipaBjba U KO0ja je TOKOM JIelieHH]a h3a3Bajia OpojHa Heclarama
Mehy cTpydmalnrma 3a BAHOTPaAapcTBO U BUHO ,,Ctapor u ,,HoBor* cera
(Tomic et al., 2017). [Ipema oBOM KOHLIENITY, BEpPY]€ CE J1a CBAKO BUHO LIPIH
KapaKTepUCTUKE W3 OKOJMHE Y KO0joj ce y3raja rpoxhe.l'eHepanna
cKymuTHHa MeljyHapoaHe opranu3aimje BUHOBE Jio3e 1 BrHa (Resolution
OIV/Viti 333/2010) nedunucana je Tepoap Kao KOHIIENT KOjH C€ OAHOCH
Ha 00JIacT y K0jOj ce€ pa3BHja KOJEKTUBHO 3HAKHE O MHTEPAKIU]U U3Mehy
YIBpAMBOI  (pU3MUYKOT U OHOJIOIIKOT OKpyXema M INPUMEHEHE
BUHOTpAJIapCKe IpaKce, Mpyxajyhu mpeno3HaT/biBe KapaKTEPHCTUKE 3a
MPOU3BOJIE MOPEKJIOM ca oBOr mojapydyja.Ommra 3a0iyaa O KOHLENTY
Tepoapa je 1a OH yTH4e Ha KBaJUTET BUHA. MUKPOKINMA U THUT 3eMJBUIIITA
onpelyjy copre rpoxkha koje HajooJbe oaroBapajy peruony(van Leeuwen
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et al., 2004; White et al., 2009); BuHOrpagapcTBO c€ 3aTUM Mpuarohasa
JIOKaJTHOM TepOapy, IITO PE3yITHPA KAPAKTCPUCTHIYHUM BUHCKUM CTHUIIOM
koju peruon npousBoau (Pincus, 2003), ane yTuue y BEIMKOj MEPH Ha
KBaJIUTET BUHA.

[Touerak BuHCKOT TypusMa Besyje ce 3a 19. Bek u ,,Grand Tour*
MyTOBamba, HAa KOjUMa Cy YUYECHHIIU ITocehrBai BUHOTPAJIE U IETyCTHPAIIN
BuHa (Razovi¢, 2015).Mehytum, BUHO caMo 10 cebu HE MOKE CTBOPUTH
BuHCKH Typu3am (Poitras& Donald, 2006), Beh camo kpo3 m06po
UCIUIAaHUpAHYy capajiiby CBHX YKJbYUYEHHX CTpaHa, OWJIO Ha HHUBOY
3aje/[HUIIC WM WHIYCTPHje, MOKE C€ CTBOPUTH OJpXKHBa CTpaTeruja
BHHCKOT Typu3Ma. OBa BpcTa Typr3mMa je rmodesa Ja ce pa3Buja CpeIuHOM
20. Beka, H3TPaIHBOM BHHCKHX pyTa W O3HAa4aBamkeM CTa3a y
BuHoropjuma(Raboti¢, 2013).3nauajuuju mopact Opoja moceTwiana M
NpUxoJay TOCIEIHBUM JCICHHjaMa OCTBapyjy TPaJUIMOHAIHE BUHCKE
3semube Wtanuja, @panmycka, [llnanuja, Hemauka, anmm u 3emibe ,,HoBor*
ceeta CA/l, Aycrpanuja, Aprentuna (Pratt, 2011).

BunorpanapctBo y Cpouju uma tpaauumjy ayxy oa 1000 roguna.
On ocHHMBama CPIICKE JIp>KaBe y 8. BEKy, CPIICKHU BJaJapy, a HAPOUYUTO U3
muHactrje Hemamunha, moceGHO cy HEToBallu KyJITypy T'ajeia BUHOBE JIO3€
(Pivac, 2012). IlpousBoama BHHAa CcTarHupa y mnepuoay OcMaHCKe
BIIQJIaBHWHE, J1a OM ce oOHoBmiA y 19. Beky u Oeiexu pact no maHac. U
nopeJ Ayre TpaJuliije y POU3BOIbH, BUHCKH TypU3aM je PeJIaTUBHO HOB
o6nmuk Typusma y Cpouju. OBUM OOJMKOM TypH3Ma OpPTraHW30BAHO CE
nourmy OaBUTH BUHApUje U TMPUBATHU ToJApyMu kpajeM 20. Beka, a
MPEJCTaBJbEH j€, MPEKO BHUHCKUX ITyTeBa KOjH YWHE NPENO3HATIHUB
TYPUCTUYKH TPOU3BOJI Ca OIPOMHHUM MOTEHIHjajoM. JlaHac je BUHCKHU
TypU3aM €0 HAI[MOHAJIHE CTpaTeruje pas3Boja Typu3Ma U TYypUCTUUYKA
opranuzanuja CpOHuje MMa BEIMKOI YTHIAja y HETOBOj HPOMOLUjH.
Typuctuuka opranusanuja CpOuje ocHOBaHa je 3aKOHOM O TYpU3MY W3
1994. rogune (ITonosar, 2020).

Kao neo najseher BuHorpamapckor pejona y Cpobuju ,,Tpu
Mopage®, AnekcaHapoBayka yna ce H3/Baja Kao IMoJpydje y KoMe je
KOHIICHTPHCAHO HAjBUIIEC KOMEPIHUjATHUX W MAIAX TPAJAUIHNOHATHAX
BuHapuja. OBo Mojpyyje ce UCTUYE AYTOM TPAAMLUJOM Y NPOU3BOIH,
JEIMHCTBEHUM TEpPOapoM, KOjU Ce€ OrJie/la y Pa3HOIMKOCTH HAJIMOPCKHUX
BHCHHA U €KCIIO3UIIUj€ TEPEHA,TOBOJHHIM KITUMATCKUM YCIOBUMA,KOjU MYy
najy crenuuvaH KapakTep W MPENo3HATIFUUBOCT M MPYXKA])y OUINIHY
OCHOBY 3a IPOU3BOAKY BUHa ca reorpadckoM ozHakoMm (Tomi¢ et al.,
2017). YV oaHOCy Ha MPHUPOJHE YCIOBE M TPAIUIH]y y MPOU3BOIGH,
BUHCKU TypH3aM AJIEKCaHJpPOBIA j€ HEIOBOJbHO pa3BujeH. IIpomorujy
BuHapuja JKyrnckor kpaja Bpud ,, IypucTHUKa OpraHuzanuja’ OMILTHHE
AnekcanapoBan. JlokamHa TypuCTHYKa OpraHu3alidja OpraHu3yje
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manudecranujy, yruayhu na nosehame Typuctuukor npomerta (Ilogosarr,
2020).,,Kymncka 0Gepba“ koja ce TpagWIMOHAIHO OApXaBa Y
AnexcanapoBIily cBakor centemOpa modeB on 1963. romauHe, mpuBIadu
BEJIMKH Opoj 1oMahux U CTpaHUX TypHUCTA.

Cepxa oBe cTyadje je Ja aHalM3upa BHHCKO Hacinehe
AJekcaHApOBIIA, HMCTaKHE 3Ha4yajaH IOTCHIWjaJl BHHCKOT TypuU3Ma Yy
AnexcanapoBity, (akTope KOju MOTUBUIITY U MPUBJIAYE OBA] CEICKTHBHU
OOJIUK TypH3Ma, OJHOCHO e(h)MKACHOCT BHHAPH]ja Y TMPUBIIAYCHY BUHCKUAX
typucra. C 003upom Ha cBe Behw 3HAYa] U yJIOTY BHHCKOT Typu3Ma y
MOJIPIIIM JIOKAJTHUM SKOHOMHjaMa, MIPUMapHU IHJb CTYIHjE je Jla Kpo3
UCTpaXHBabe, aHATU3y U mopeheme oapean MOTyhHOCT M HEpCHEeKTHBE
pa3Boja BUHCKOT Typu3Ma AJIEKCaHAPOBIA, ca MOCEOHMM OCBPTOM Ha
MOpPOJUYHE BUHApHje, MO KOjUMa j€ OBaj IPOCTOp IpPENO3HATJbUB. Y
CKJIaJy ca MOCTaBJbEHUM IIMJbEBHMA, IIPUMAPHU 3aJaTak OBE CTYIH]C je
cucremMarn3anyja nocrojehux casHama u AepHUHUCAmE CerMeHaTa MoHyAe
BUHCKOT TypHU3Ma, KOjH TPEJCTaB/ba OCHOB 3a carjelaBambe MoryhHoCcTH
pa3Boja AJIeKCaHIPOBIIA, FETOBE OKOJIMHE, aliu ¥ 0BOT jAena Cpouje.

1. MOAPYYJE HCTPAKUBAIbBA

Onmriaa AnekcanapoBan ce Hamasu y lLlentpamnoj CpOujm,
u3mehy rutanuna Konaonuk, XKespun, I'ou u Jactpebau. 'panuuu ce ca
ommrruHama bpyce, Pamka, Bpmwauka bamwa, KpasmeBo, TpcreHuk u
Kpymear(Mana 1). llpunana Pacurckom ynpaBHoM okpyry. [ToBpuinHa
ormmTuHe Anekcasaposan je 387 km?y kojoj mpema mommcy u3 2011,
roauHe xxuBu 26.522 cranoBuuka (P3C, 2014).

N Nerenpa
[ rpanuya CpGuje
I Noapyuje ncTpaxmsara
~—— lpanuua ayTOHOMHE

noxpajuHe
* [pagosu
4 MnarnHe
— AyTonyt
ApxasHu nyTesu
(16 xateropuje)

Bucumcke 3ome (m)
. <100
I 101-200
201-300
301-400
401-500
I 501-750
761-1000
B 1001-1250
I 1251-1500
I 1501-2000
> 2000

2% 0 25 S0 75 1:00km
W

Mana 1. ITosi0:xaj onuTuHe AJIeKCaHIPOBAIL
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Jla O ce HAa HEKOM TMPOCTOPY YCIENIHO Trajuiia BHHOBA JI03a,
MPOU3BOIMIIO KBAIUTETHO BHHO M OMJIO KOHKYPEHTHO Ha TPIKHIITY,
pa3BUO BHHCKH TypH3aM, HEONXOAHO j€ Ja Taj MPOCTOp HCIyHaBa
onpehene ycioBe W mocenyje oarorapajyhe mpupoiHe W aHTPOIOTeHE
pecypce. IIpocTtop AnekcaHapoBla TpuIlaja BHHOTPATAPCKOM PEjOHY
., Ipu Mopase* (MBanumesuh et al., 2015), Hajsehem BHHOrpagapcKoOM
pejony y CpOuju.AnexcaHIpoBauKy XyIly KapakTepuuly crenuuyHu
MPUPOJHHU YCIIOBH W Jyra TpaJWiidja y MPOU3BOBH ayTOXTOHHX COPTH
rpoxkha.Kakobu ce mpukazane cnenupuIHOCTH OBE MUKPOPETHjE aTe Cy
HajOMTHH]jE OAJTUKE IPUPOHE CPEANHE KOje UMajy 3Hauaja y IPOU3BOIHI
BHHA. JeHa O] HAj3HAYAJHUJUX CHCHUPUIHOCTH (PU3NIKO-reorpadckor
nojiokaja  AJiekcaHApoBHAa  je  Makporeorpadcka  MPUIAIHOCT
MIEPUITAHOHCKO] (CPEIUIIEBE U UCTOYHH) U IaHUHCKO] CpOuju (3amagHu
nenoBu onmtuHe) (Munmuauuh, 2012).

XKyma anexcanapoBayka mpeacTaBba MPUMEP MPOCTOPHE LIETHHE
CJIO’KEHOT T'€OJIOMIKOT CACTaBa U jOII CJIOKEHHU]er TeOTEKTOHCKOT CKJIONa
(Munmuaunh&Ileness, 2008).ITopen MeramopdHHX CTeHa, KOje HMajy
HajBehe pacnpocTpameme, 3aCTylJbeHE CYy M MarMaTrCKe M CEIMMEHTHE
CTEHe, pa3nuuuTe cTpaTurpadceke npunagnoctu.Pessed anexcanapoBauke
XKyrneuspa3uro je pamrdiameH, ca 3HATHUM pa3jinkaMa y €KCHO3HIUjU U
BHCHUHU TEPEHA W TPEACTaBJba jelaH O] HAj3HAYAJHHjHX YWHWIANA Y
dbopmupamy Tepoapa OBE BHHOTPagapCcKe MHUKpOperuje. Y CTPYKTYpH
pesbeda NOMHHUPAjy OpAcku ¥ HUCKHM TulaHuHCKU TepeHu (80,43%)
(Mununumh, 2012), mro HapouuTo MOroayje ys3rojy BuHoBe joze. Mako
TepuTopuja anekcaHapoBauke JKyme oOyxBaTa TPOCTOP XETEPOTEHUX
IPUPOJHO-TeOrpa)CKUX KapaKTEPUCTHUKA, 3eMJbUIITE, Kao MPHUPOIHA U
€KOHOMCKA KaTeropuja, je \heH Haj3HadyajHuju noTteHuujan. To motephyje
YUIBEHUIIA Ja O YyKynHe Tepuropuje, 65,4% uuHEe NOJbOIpPUBPEIHE
nospuinHe (Munununh, 2012). Ox TunoBa 3eMJbUIITA PACIPOCTPHEHUX
Ha OBOM IIPOCTOPY, Haj3aCTyIJbEHH]€ Cy rajimade. KapakrepucTuuse cy 3a
Omaro 3aranacane tepene 10 600 m magmopcke Bucuae. C 003upoM Ha
Ha/JIMOPCKY BHCHHY paclpoCTpamemha, CBOJY BOAONPOMYCTJBUBOCT, Y
MOBOJFHUM KJIMMATCKUM ycioBuMa crenuduuaumiza Kymy, oBo je
ujea’qHa TOJUIora 3a rajeme BHHOBe Jo3e. Kimma ce, 300r cioxeHor
yTHUIlaja Ha OMOTUYKE, aOMOTUYKE, AHTPOTIOTEHE TI0jaBE U MPOIIECE, YECTO
IpeJcTaBba Kao uMMepujanHu (akrop y reompoctopy (MummHunh&
[Teness, 2008). To ce mocedbHo oanocu Ha XKymy. 300r KynmHe KIuMe U
TepmMuH ,,Kyma®“ moctao je CHHOHUM 3a TEPUTOPH]Y OILITHHE
Anekcannposarl. OJIMKY]y je HETOBOJbHA alld paBHOMEPHO pacrnopeheHa
KOJMYMHA TMaJlaBUHA, peTKa M KpPaTKOTpajHa I[ojaBa TEeMIIEPaTypHHUX
eKCTpeMa, O1are 3MMe U IyT BEreTallyjCKH eprol. Y TAKBUM KITMMAaTCKUM
yCIOBHMA rajem¢ BHHOBE JI03€ je OAyBeK Omia mpuMapHa MpHUBpEIHA
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nenatHoct oBor kpaja. Ilog yrumajem reorpadckor ToJoxkaja,
JTOMUHAHTHUX CKCIIO3MIMja TepeHa U  oporpadckux  Oapujepa,
3axBajbyjyhu TMOBOJGHUM KIMMATCKAM, MEAOJIOIIKUM M  OCTaJUM
(dakTopuma, Kyma anekcaHapoBadka je OAyBEK Owiia jegaH of
HAjIIEPCIICKTUBHUJUX KpajeBa 3a Tajeme BHHOBE Jo3e y CpOuju, mro
noTtBphyje ayra Tpagunrja U KICKyCTBO y MIPOM3BOAGY KBAIMTETHUX BUHA.
MarepujamHi TParoBu yKasyjy Jla BHHOTPaJIapCTBO y OBOM Kpajy
3anounme jom y nqo6a Pumsbana (Hakanamuh& Mapkosuh, 2009).I1peu
nucanu nojany o JXXKynu u leHUM BUHOTpaauMa notudy u3 1196. ronune
U 3anucaHu cy y ,,CTyneHnukoj nosesbu™.IloceOHY BaKHOCT KyJITypu
rajema BUHOBE JI03€ MPHIaBAIN Cy CPEIH-OBEKOBHH BIIIapH U3 TMHACTH]E
Hemamuha 1 oHa je 3ay3umarna3Ha4yajHO MECTO Y KHMBOTY CTAaHOBHUILTBA.
To motBphyje momarak na je 3a Bpeme BiagaBune napa ymana (1308-
1355), moHeT mpBH 3aKOH O MpaBJbeiy M KBaauTeTy BuHa (Pivac, 2012).
VYcnen HETOBOJBHUX MOJUTUYKUX OKOJHOCTH Pa3BOj BUHOTPAAAPCTBA je
cTaruupao y nepuoay on 15. no kpaja 19. Beka. Kpajem 19. u nmouetkom
20. Bexka oOHaBJbAjy CE€ BHHOTPAIHM, caje HOBE copTe Trpoxha a
AJlexcaHpoBall IOCTaje MPETMO3HATIFUB 110 BUHAPCKUM TTOPOIUIIaMa Koje
Cy TOCeZI0Baie 3HATHE KalaluTeTe BUHCKUX MMOIpyMan BUHA, KOj€ U3B03€
Ha TEpPUTOpPHjH uYHWTaBOr bankaHckor momyocTtpBa.Benuku momak y
POMOLIMJU BHHA W OBOT Kpaja HampaBibeH je 1963. rogumne, xama je
OCHOBaHa Haj3HayajHHja MPUBPEIHO TYpHCTUYKAa MaHHUdecTaluja OBOT
nemna Cpowuje ,,XKyncka 6epba“, koja ce oJ1 Taja oAprkaBa CBaKor cenreMopa
U IpuUBIAaYd BeIMKM Opoj Typucta./lamac je mpoctop Kyme
QJIEKCAHJIPOBAYKE KapaKTEpPUCTUYaH IO MHOTOOPOJHUM MOPOJUYHUM
BUHapHjama, Koje Cy 3apikajie TpaJulldjy y TMPOU3BOAKU U Y3rojy
nomahux aytoxtonux coptu rpoxha ([Ipokynam um Tamjanuka), anu u
3HAUYAJHO YHAIPEAWJIC MPOU3BOIBY HMHOCTpaHHX copTu Tpoxkha (Pinot
Noir, Merlot, Chardonnay) u nosehase MOBpIIMHE TOJ BHHOTPAJUMA.
[Tpumemwyjyhu caBpemena pnocturiyha y eHosnoruju, KOMOMHAIM]OM
ayTOXTOHUX COPTHU M MOJEPHHUX IPHUCYIa, Y OBOM Kpajy HacTajy je/lHa Of
HajkBanuTeTHUjUX BuHa y CpOuju. [Ipema nonanuma Penybamukor 3aBosa
3a CTaTHCTHUKY, 1aHaC, BHHOTpaau y JKyIu alekcaHapOBavKo]j Ce IPOCTUPY
Ha moBpmmad on 2.500 ha. Cmoj cneunpuyHux reorpadckux U
MPUPOJHUXYCIOBA Ca UCKYCTBOM M TPAJUIUjOM y TIPOU3BOJBM BUHA, Y
KOMOMHAIMjH ca MPUPOJIHUM JIETIOTaMa U aHTPOIIOTEHUM pecypcuMa OBOT
Kpaja, y3 A00py MpOMOIIH]Yy, MapKeTHHI W caoOpahajHy mOBE3aHOCT,
CBpCTaBajy nojpyyje AJEKCaHIpOBLA Y JeIHO O] HajIEPCHEKTUBHUJUX Y
Cpbuju 3a 0aBJbEeHE€ BUHOTPAIAPCTBOM U Pa3BOj BUHCKOT TypU3Ma.
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2. METOJIOJIOTHJA

UctpaxuBameM je oOyxBaheHo 50 BuHapwja Ha MPOCTOPY
onumrTuHe AnekcanapoBan. Pan ce cactoju u3 nBa nena. Kako 6u
npeuusHuje Omna neduHHCaHa ynora BUHCKOT Typu3Ma y (QYyHKIUjH
OJP’KUBOI pa3Boja OIIITHHE AJIeKCaHApoBall, y MpBOM Jely paja
CIPOBENICHO j€ EeMIHMPHjCKO UCTpakuBame ,,CTaBOBM BJIACHUKA M
MeHallepa BUHapHja y AJIEKCAHAPOBIY YKJbYYEHUX Yy BUHCKH Typu3am™.
Kao ocHOB 3a kpeupame eMIUPHjCKOT HCTPAKUBAKA Y paay, KopuinheHa
cy HcTpaxkuBama BuHapuja ca Hosor 3emanpna, koja cy oGjasmwmu Hall i
Johnson, (1998); Christensen & Hall, (2004); Baird et al.,(2016). AukeTHu
YOUTHULIM Cy HociaTth Ha azapece 50 BUHapHja, Te Cy BIAaCHULU U
MEHalepy OATOBapalld Ha MHTamka 3aTBOPEHOT TUIMA, Y3 OIMIHUjy KOja UM
oMoryhaBa sa camM ynuily cBOj OATrOBOp, YKOJMKO HUCY carjlaCHH ca
Behum nonyhenum. Jlpyru neo ucrpaxuBama 0a3upa ce Ha CTaBOBUMA
IoceTuiana o MOHYIM BUHApUja y OMIUTHUHU AJIEKCaHJpOBall. YKYIIHO je
aHKeTUpaHo 146 moceTnona, a aHKETUPAKE je CIPOBEACHO y MEPHOIY O]
anpuna 1o jyHa 2019. romune.Pesynaratu no0HjeHH HCTpakKUBambEM
obpahenu cy y codrBepy SPSS Statistics (mporpamy Koju yduTaBa
MOJIaTKe, U3BOAM aHAJIU3€E U Jaje UCIHCE Pe3yJITaTa).

3. PE3YJITATHU U JUCKYCHJA

AHKETHM YNUTHHMLM BJIACHUIMMAa M MEHallepuMa BUHapuja Ha
TEPUTOPHjH ONIITHHE AJEKCAHIPOBAIl TIOCIATH Cy Y MEPHOAY O anpuiia
no jyHa 2019. romune. Ilomaum cy npukymbeHu u oOpahenu 3a 50
BuHapuja. Y Tabenu I mpukaszaHa je CTpyKTypa y30paka rpemMa BeTUYuHU
BUHapHje.

Tabena 1. CTpykTypa y30pKa npemMa BeJJMMMHU BUHApPHje

Kanauurer BUHapHje y JUTpUMA bpoj Bunapuja | Ipouenar (%)
Orpannuena npoussoama (<1000 ) 5 10
Beoma maia (1000-5000) 6 12
Maua (5000-30000) 13 26
Cpenma (30000-100000) 14 28
Benuka (>100000) 12 24
YkynHo 50 100

CrtpykTypa y30pKa npema BeianurnHu BuHapuje (Tabena 1) nokasyje
na cy Haj3acTyrsbeHuje cpenme BuHapuje (30.000-100.000 nmurapa) n mane
BuHapuje (5.000-30.000 mwurapa), anu U Ja BEIUKHA yIEO YUHE BEIHKE
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BUHapuje, Kojux mma 12, xanmanurera mpexo 100.000 mutapa. Takole,
3aCTYIUbEH je oJpeheH mporeHaT Beoma Malux MOPOJANYHUX BUHApHja ca

kanauteTom ucnoj 5.000 auTapa.

Tabesa 2. IlocTojame 1erycranmoHe cajie 1 BHHCKOT NOApPyMa y

CKJIONY BUHApHje

Jerycranmona caja bpoj Bunapnja IIpouenar (%)
Ja 35 70
He 15 30
YxynHO 50 100
Buncku nogpym bpoj Bunapuja IIpouenar (%)
Ja 34 68
He 16 32
YKynHO 50 100

Jla Gu BUHapuje IpUBYKJIIE U 3a/iprkajie mto Behu Opoj moceruiana
Y TIOTEHIIMjaTHUX KyTiara, HeOIXO/IHO je J1a TTOCeayjy JeTYCTAIlOHY cally
Y BUHCKH TIO/IPYM Y CKJIOITy BUHapHje. Tabena 2 mpuKaszaje onpeMbeHOCT
aJIeKCaH/IPOBAYKUX BUHAPH]a.

N3 Tabene 2 ce 3akipyuyje Aa BelIMKH Opoj BUHApUja HMa
JETYCTAIlMOHy Cally, ali J]a HUCY CBE aJICKBaTHO ompemibeHe. Takobe,
BHCOKO je yuelrhe BUHapHja KOje UMajy BUHCKH MOJIPYM Y CBOM CacTaBy,
ITO YMHH KOMIUIETHY IOHYAY 3a IoceTuolne. BuHapuje cy oTBOpeHe
TOKOM I1eJIe TO/IMHE U MpYXkajy MOIyhHOCT TUpEKTHE Mpo/iaje BUHA, Kao U
oOuia3ak CBOjUX MOJpyMa U BUHOTPA/a.

[Tocnenwux roauHa mope] KapakTepUCTUYHMX Aomahux coprw,
CBE BHWINIE c€ y3rajajy umHoctpaHe copte rpoxha (Pinot Noir, Merlot,
Chardonnay) u npou3Boje KBalWTeTHa W BpXyHCKa BuHa. Tabera 3
MpHKa3yje KBAIUTET BHHA Y TIPOU3BOIHY aJICKCAHIPOBAYKHX BHHAPH]A.

Tabena 3. loMHHAHTAH KBAJIUTET BUHA Y NPOU3BOL-M BUHAPHje

KBanurter BuHa bpoj . Tpouenar
BHHapHja (%)
Crona BuHa 21 42
Pernonanna BuHa 14 28
KBanureTHa BUHa ca KOHTPOJIMCAHUM 10 20
reorpa)cKuM HOPEKIJIOM M KBAJUTETOM
BpxyHCKO BHHO ca KOHTPOJIMCAHUM U
rapaHTOBaHUM Teorpad)CKUM MOPEKIOM H 5 10
KBAJIMTETOM
YkynHo 50 100
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[To nutamy kBanutera BuHA (Tabena 3) y MpOU3BOIHU BUHAPH]a,
JOMHUHHUPAjy cToHa BUHA (42%), 3aTuM pernoHanHa BuHa (28%), 10Kk cy
kBasinutetHa (20%) um BpxyHcka (10%) HemrTo Mame 3acTyIJbEHA.
[IpousBoama ce nocieampuX roJuHa 3Ha4ajHO yCaBpIIMIA.

VY HapenHoj Tabenu nmpuKazaHa je Mpou3BO/Ikba BUHA Mpema 00ju y
Kynu anexcanapoBavKoj.

Ta0ena 4. lomuHaHTHa 00ja BUHA Y IPOM3BOAKLU BUHAPHja

boja Buna Bpoj BuHapuja IIpouenart (%)
bena Buna 24 48
I{pBeHa BuHA 20 40
Po3ze BuHa 6 12
YKyrnHo 50 100

[Ipema Tabenu 4, no xpurepujymy 00ja BHUHA Yy MPOU3BOAU
BHHApHja, TOMUHUPA]y Oena BuHa (48%), 3atum 1ipBeHa (40%), a HajMame
Cy 3acTyIJb€Ha po3€ BUHa ca cBera 12%.

Benuku 3Hauaj y mpoMonMju BHHApWja MMa WIAHCTBO Yy HEKOM
BUHCKOM WJIM TYPUCTHYKOM Kiactepy. Y Tabenu 5 mpuKazaHo je WIAHCTBO
BuHapuja JKyne anekcanpoBauke y HEKOM OJ1 KjacTepa.

Tabena 5. Y1aHCTBO Y BUHCKOM WJIM TYPUCTHYKOM KJIACTEPY

bpoj Bunapuja IIpouenar (%)
Ha 6 12
He 44 88
YxynHO 50 100

IIpema pesyntatuma u3z Tabene 6 yak 88 % BUHApHja HUje WIaH HU
JEIHOT BUHCKOT WJIM TYypUCTHUYKOr Kiactepa. O IIecT BUHApHja Koje
NPUIAAaJy HEKOM O] KJacTepa, BUX YEeTUPH NpHUNanajy TYpPUCTHUYKOM
kiactepy ,,Ponn Kpassescku oamop®, a ase ,,Kinactepy xorenujepcrsa u
ractpoHoMuje. To y BenuKkoj Mepu yTuue Ha ci1aly IpoMOIHjy, IIpe cBera
MambHX MOPOANYHIX BUHAPH]A.

KapaxTepuctuke nponsBoja (BUHA) UMajy BEJIUKH 3HAa4aj 32 UMHUI
U pelnyTalyjy BUHapHje, a CaMUM THM U Ha MPOJIajy U LieHy NnpousBojaa. Y
Tabenu 6 mpuKa3aHU Cy CTABOBH BIIACHHMKA U MEHAIIepa BUHAPHja Y OHOCY
Ha BKHOCT I10j€IMHUX KapaKTepUCTUKA IPOU3BO/Ia BUHAPH]E.

[TocmaTpajyhu kpuTepujym BaXXHOCTH TTOjeAMHUX KapaKTEPUCTHKA
MIPOU3BO/Ia 32 UMMII M penyTaiujy Bunapuje (7abena 6), anekcaHApOBaYKU
BUHapH HajBehu 3Haua) npuaajy ykycy (4,82) u mupucy (4,78), a Takohe
BEJIMKH 3Ha4aj MpHUIajy U nponaju BuHa (4,74). Ca apyre cTpaHe HajMamby
BaKHOCT MpHJIaJy mponaju cyBenupa (3,56), nedjem urpanumrty (3,80) u
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MIPUTOTHO]

My3uIld Ha MecTty gerycramuje (3,94).

Haxne, nBe

Haj3HAYajHUj€ KapaKTEPUCTHUKE OJHOCE c€ Ha BUHO (YKyc W mmpuc). U3
OBOTa Ce 3aKJbyuyje a BUHAPH Y MIPBH IIJIaH CTaBJbajy MPOAajy BHUHA, JOK
ocTaJIUM cajpxajuMa mocBehyjy mMame naxkme. Y TOM CMHCIY UMHII U
permyTanMja BHHApWje IlocMaTpa ce Kao JojatHa MoryhHocT 3a
no0oJbIlIakhe MPOJIaje BUHA, AJIM HE M 33 YKYITHO MCKYCTBO IMOCETHJIAIA

(Typucra).

Tab6ena 6. CTaBoBH BJIaCHUKA M MeHAllepa BHHAPHja y OJHOCY Ha
BAKHOCT MOjeIMHUX KAPAKTEPUCTUKA NPOU3BOJA 324 HMHUI U
penyTanujy BUHapuje

Kapakrepuctuka Min Max M
YKyc BUHa 4 5 4,82
Mupuc BuHa 4 5 4,78
IIpodecronanHo U Jby0a3HO 0CO0IbE 3 5 4,36
IIposaja BuHa 4 5 4,74
JloOpa curnanusanyja 10 BUHApH]S 3 5 4,34
VYpehenocr cane 3a gerycranyjy 1 BAHCKOT 2 5 4,26
nojpyma

Ha3zus BunHa/Openaa 2 5 4,46
Boja BuHa 3 5 4,70
JlomaaspuBa €THKETA 1 5 3,98
MoaepHa ambanaxa 2 5 4,44
OOwazak BUHapHje y IpaTik CTPYYHOT 2 5 428
JMna

KopekTHa/KOHKYpEeHTHA 1IeHa BUHA 2 5 4,14
Obunazaxk BUHOTpaJa y MpaTHU CTPYIHOT 2 5 416
JMna

[Tpuctyn ocobama ca HHBAIMIUTETOM 3 5 4,32
Pa3HOJMK cOpTHMaH 2 5 424
AJleKBaTaH MapKUHT 3 5 4,27
[IpakTuano pajiHo Bpeme 0e3 ycnoBa 2 5 423
[IPETXO0/IHE HajaBe

[Ipomnaja nomahe nmponsBeneHe XpaHe 1 5 4,04
BuHCke pagroHHIe 1 5 4,00
OpraHH§OBaH,e cnenujanHux gorahaja y 1 5 3,76
BUHAPHjU

Enxykaryja moceTuiamna o1 CTpaHe BIacHUKA 1 5 4,20
PecTopaH y ckiony BUHapHje 3 5 4,46
[TpuroHa My3uKa Ha MECTy JIETYCTallH]je 1 5 3,94
Cobe 3a npenohuTe y ckjiony BUHApHje 2 5 4,02
Jleunje urpagumTe y CKJIONy BUHApHje 1 5 3,80
[Mponaja cyBenupa 1 5 3,56

ITocne mpousBoame, HajBehu M3a30B 3a mpousBohaue BUHA, Tpe
CBera MamwuX NMOPOJAUYHUX BUHAPH]a, j€ Mpojaja npousBojaa. [I[pomorusHe
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aKTUBHOCTH Yy BEIMKO] MEpPH yTUYy Ha MoOOJbIIAEke Mpojaje BUHA. Y
HapeHOj TabeNu NPHKa3aHHu Cy CTABOBH BJIACHHKA U MEHalepa BHHApHja

y OJJHOCY Ha TOjeIMHEe 00JIMKE TPOMOTUBHUX aKTUBHOCTH.

Ta6esna 7. CTaBoBH BJIaCHHKA M MeHAlepa BHHAPHja Y OAHOCY Ha
nojenrHe 00J1MKe MPOMOTHBHUX AKTHBHOCTH

ypeHUKA Ha AETYCTAllMjy IPOU3BO/Ia Y BUHAPH]Y

Min Max M
Facebook 1 5 3,62
VYuemhe Ha Manudecranujama mocseheHuM BUHY 1 5 378
(cajMoBH, (hecTHBAIH, CAJJOHU BUHA) '
OrnamaBame y OCTaiM IITAMIaHUM MeIjuMa 1 5 352
(Opomrype, dhaajepu, IIaKaTH) '
CormictBenu Beb cajt 1 5 3,38
Hpyru Beb cajToBn 1 5 3,34
HHcTarpam 1 5 3,32
TButep 1 5 3,22
OrsaniaBame y TEMaTCKMM 4acOMUCHMa 1 5 3,20
EnexTponcka momra 1 5 3,16
OramaBame Ha Pajidjy 1 5 3,14
Crionzopucame cnenujamHux norahaja (My3udke, 1 5 306
CIIOPTCKE, TEMATCKEe) BaH BHHAPH]E ’
OrsaniaBame Ha TEICBU3UJU 1 5 3,02
Capaz[H,a. ca JpyrHM BHUHapujamMa y LHJBY 1 5 3.00
IIPOMOIIMj€ BUHCKOT peTHOHa ’
Biorosu 1 5 2,86
OrnamaBame y JHEBHUM HOBHHAMA 1 5 2,84
Ornamasame y 4acCONMCHMAa OMIUTET THUIA 1 5 2,78
Linkedin 1 5 2,58
Youtube kaHain 1 5 2,52
OpranunzoBame crienujanHux porahaja (remarcku
KypCEBH, KOOPIOPATHBHH CAaCTaHIM, CEMUHApH, 1 5 2,50
Mpe/iaBama)
OrnamaBame Ha out of door wmenujuma
(emexTpOHCKH OMIOOpP U, PeKiIaMe Ha 00jeKTHUMa 1 5 2,48
Y jaBHOM ITPEBO3Y)
[lepconanmzoBaHa nrcMa 1 5 2,44
ITopran tripadvisor (exexrporcku word of mouth) 1 5 2,42
Crname Karajora uim Opomrypa Ha JIMYHY aJipecy 1 5 2,28
Kpeupame myonunuTera mo3uBamkeM HOBUHAPA U 1 5 216

Tabena 7 nokasyje 1a BIaCHUIM U MEHAIepH BHHApHja o1 00InKa
najy ywemhy Ha
JPYIITBEHO]

MIPOMOTHBHUX AaKTUBHOCTUM HajBehy BaxHOCT
MmaHudecranujama nocsehenum Buny (3,78),

MpEXU
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Facebook (3,62) u ornamaBamy y octanum mramnasuM Meaujuma (3,52).
aJleKCaH/IpOBavYKe BUHApHWje TOcBehyjy BENUKY NaKikby HACTyNMMa Ha
MaHudecrampjamMa rnocseheHnM BHHY, Ia je OBaj OOJIMK MPOMOTHBHHUX
aKTHBHOCTH HajBHUIIIE olermeH. Facebook u octamu mrammanu Meauju
(6bpomrype, dnajepu, TIaKaTH) Cy BaXKHU 3a MPOMOIIU]Y, TIpe cBera 300rT
orpaHuYeHuX OylleTa MajluX BHHApHja, ald U yCMEPeHYy Ka MM
JbyauMa (MOTEHIMjaJHUM KyMiuMa). BiacHUIM W MEHayepu cy Kao
HajMamkbe BAXKHO OIICHWIN KPEeUpame IMyOIUIMTETa MO3UBakhEeM HOBUHApA
(2,16), cname karanora u Oporrypa Ha THuHy anapecy (2,28), kao u mopran
tripadvisor (2,42).

Mame mnopoauyHe BUHApWje dYecTo uMajy mpobiema ca
IUCTPUOYIIMjOM BUHCKHX MTPOU3BOJIA. Y HapeaHoj Tabenu Ouhe mpuka3zaHo
yuerirhe BUHapHja y TUPEKTHUM U HHANPEKTHUM KaHaJIUMa JUCTPHOYIIHje
BUHA.

Tabena 8. Kopumhemwe kanaia npoaaje

Juctpudyuuja Buna Jda | He
(%) | (%)
[Iponaja BMHA y COINCTBEHOM BHHCKOM 8 | 18
MOIPYMY WJIM BUHAPH]H
IIpogjaja BMHA Ha cajMOBUMa U 88 | 12
Jlupextaa u3noxxkbama
npoxaia [Iponaja BUHA MyTEM MOLITE 28 | 72
poaa] [Ipomaja  BWHA  TPEKO  COTICTBEHE 64 | 36
UHTEpPHET CTPaHUIIe
[Iponaja BHHA Ha OCHOBY
14 | 86
Tes1e(hOHCKOT/TeJIeMapKeTHHTa
IIponaja y MaJIiM TOKAIHAM | 55 | oo
pOaBHUIIAMA
[Iponaja y CIEIUjaTM30BaHUM
44 | 56
npojaBHunama (Bunoreke)
NuaupexTHa ; 62 38
mponaja [Iponaja y cynepmapkeTuma
P [Tponaja y pecropanuma 58 | 42
IIpomaja 'y HohHuM kiyOoBUMa U 68 | 32
KadaHama
N3B03 22 | 78

Mely nupexktHuM kaHaimma guctpudytumje (Taberna §), mponaja
BMHA Ha CajMOBMMa M H3J0XkOaMa ocTBapyje HajBehy 3acTymbeHoCT
(88%BuHapuja KOpHCTH OBaj KaHan mpojaje). Jlpyru kaHam 1o
3aCTYIJBEHOCTH j€ MpOjaja BUHA Y COINCTBEHOM BHHCKOM IOJIPYMY HIIH
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BuHapHju (82%), a 3Ha4ajHa TIpoJaje ce OCTBapyje M MyTeM WHTEpHETa
(64%).

On WHIUMPEKTHUX KaHajna JucTpuOynuje, MpoAaja y MajuM
JIOKAJIHUM MPOJIaBHUIIaMa OCTBapyje HajBehy 3actymsbeHocT (72%). pyru
KaHaJ Mo 3aCTYIJbEHOCTH je mpojaja y HohHUM KiyOoBHMa U KadaHama
(68%), a 3atum mpozaja y cynepmapkeruma (62%). Beoma mana KoaunuuHa
BHHA ce AUCTpUOyrpa HAa MHOCTpaHa TpxuITa (cBera 22%).

3a pesynrare y Apyrom Jieiry UCTPaKUBamba CIPOBEICHO je aHKETHO
UCTPaKUBAKE O CTAaBOBMMA IOCETHIIAIA, Y KOME je ydecTBoBaio 146
UCIHUTaHUKa, Y nepuony oA ampuia ao jyHa 2019. rogune. On ykynHor
Opoja aHKETUPAHUX, MYIITKAPIHU Cy YnHWIH 63,7%, a xxeHe 36,3%. Hajsehn
Opoj ucnuranuka je crapoctu usmely 31 u 40 ronuna (40,41%), a HajMambH
nporeHar uyuHe ucnuTaHuiu npeko 60 romuna (4,80%).Y mnorneny
oOpasoBama mpeoBal)yjy MOCETHOIM ca 3aBPIICHOM CPEIHOM IIKOJIOM
(39,04%), 3arum ca Bumum ooOpazoBameM (30,14%). dakynrer je
3aBpuimiio 21,24% ucnuTaHuka, a mMOCETUOLU ca OCHOBHUM 00pa3oBambeM
yune (10,4%) u Taj mporeHar npaTe UCIUTAHUIM Mpeko 60 ToanHa, Kao ’
ManosieTHa nuna. Hajuenrhe mpeBo3HO cpenacTBo Ouo je ayToMoOui
(60,96%), 3atum aytodyc (13,01%) (Tabera 9).

Tabesa 9. [lemorpadgcka CTpyYKTypa HCIIMTAHMKA

Ykynno (N=146)
N %
IMon
Mymiku 93 63,7
Kencku 53 36,3
Crapoct
Ho 20 ronuna 6 411
21-30 31 21,23
31-40 59 40,41
41-50 26 17,81
51-60 17 11,64
[Tpexo 60 roanaa 7 4,80
HugBo o0pa3zoBama
OcHOBHO 14 9,59
Cpenme 57 39,04
Bucoxo (Bue) 44 30,14
DakyaTeT 31 21,23
Hauywun Tpancnopra 1o
JIOKAJINTETA
AyToMoOuI 89 60,96
AyTo0yc 19 13,01
Hpyro 38 26,03
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VY HapenHoj Ta0enu MpUKa3aHO je BpeMe OopaBKa MoceTuiamna y
AJleKcaHJpOBaYKOM BHHCKOM PETHOHY .

Tabena 10. /lyskuna 00paBKa Yy BUHCKOM PErHOHY

Ykynno (N=146)
N %
bes vohema 104 71,23
1 1o 3 mana 37 25,34
Bue ox 3 nana 5 3,43

[Ipema nyxuHM OOpaBKa y ajlCKCaHIPOBAYKOM BHHCKOM PETHOHY
(Tabena 10), vak 71,23%rmocerniiaia HUje OCTBAPHIO HUjeIHO HOheme,
25,73% je 6opasuio ox 1 1o 3 naH, a camo 3,43% je 6uio Buie o7 3 naHa.
OBu mojamny roBope 0 YKyIHOj AYXXHHH OOpaBKa y aJeKCaHAPOBAYKOM
BUHCKOM PETHOHY, He Y BUHapHjama. Ha ocHOBY mojiataka u3 Tabesne Moxe
Ce 3aKJbYUYUTH Ja TIOCETUOIH OJyT1a3e y BuHapuje JKyme anekcanIpoBayke
y BHJIy jeJIHOJIHEBHUX U3JICTA.

butHa cTaBka 3a OTEHIMjaTHE KYIIIIE BUHA j€ IIeHa IPOU3BoIa. Y
HapeHoj Tabesy mpruKa3aHa je oNTHUMalHa 1eHa 3a o6omy oz 0,751 BuHa 1o
MUIJBCHY MOCETUIIAIA.

Tadena 11. OnTumana nena 3a 6omy Buna (0,75])

Ykynno (N=146)
N %
J1o 300 muHapa 29 19,86
300-500 43 29,45
500-800 38 26,03
800-1000 24 16,44
[Tpeko 1000 nunapa 12 8,22

Tabena 11 nokasyje na Hajehu nporeHat ncrnurtanuka 29,45% ou
uzasojuo 300 o 500 nuHapa, HemTo HKUXH npoueHat 26,03% ox 500 1o
800 nunapa, JOK je HaJHWKHU MpoIleHaT ucnuTanuka 8,22% y moryhHocTH
na u3aBoju npeko 1.000 nunapa. OBM MokazaTesbH yKaszyjy Ha pelaTUBHO
HU3aK JKUBOTHH CTaHJApJ M IJIATEKHE MOTYNHOCTH MOceTwjana Koju
7l071a3€ y OBaj BUHCKH PETHOH.

[Tocera BuHapuju HUje cama Mo cedu Hy»XHO U KJb. Yecto ce y
KOMOMHAIMjH ca BUHOM Kao IMPUMapHUM IPOU3BOJIOM OBE BPCTE TypU3Ma,
KOMOWHY]Jy W OCTaJie NIeJaTHOCTH. Y HapeaHoj Tabenu MpuKa3zaHu Cy
pas3no3u 3a JOHOLICHE OJUIyKE O MOCETH BHHApHja alEeKCaHAPOBAYKOT
BHUHCKOT pEerroHa.
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Tabesna 12. Pa3zior nocere BUHAPHUjHU

Min |Max| M

Onmop U penakcaiyja 2 5 454
ber ox cBakogHeBuIle 2 5 4,46
Jlerycranuja BuHa 2 5 455
JenIMHCTBEHO HUCKYCTBO 1 3 4,29
PasroBop ca npounsBohadyrma BuHa 1 5 4,26
["acTpoHOMCKa IOHYAA 1 &) 4,21
ATpaKTHBaH mej3ax 2 &) 4,20
KynoBuna BuHa 1 5 4,19
JloOpa penyTanyja alekCaHIpOBAYKUX BUHA 1 5 4,18
Yno3HaBame Jby/IH ca CIIMYHUM 1 5 416
WHTEPECOBAHUMA

3abaBa/mpoBOJI 1 5 4,12
CnyyajHa mocera 1 5 4,10
Jlpyxeme ca MOPOAMIIOM U IpHjaTeJbuMa 1 &) 4,04
EnykaTHBHO UCKYCTBO 1 5 3,86

On pasnora 3a JOHOLIEHE OMJYKE O IIOCETH BHHapHjaMa
aJIEKCaH/IPOBAYKOT BHHCKOT peruoHa (7Tabena 12), HajBUIIy NPOCEUHY
OLIEHY OCTBApHO je pasJior gerycraije Buna (4,55), mro je Beoma BakaH
paznor. Ca BHCOKMM IIPOCEYHHUM OILIEHAMa, BAXXHH Pa3jo3U Cy Takole:
onMop u penakcanuja (4,54), 6er ox cBakoanesuile (4,46). Hajmame je
OIICEhEHO €AYKaTUBHO HCKycTBO (3,86). M3 oBora ce Moxe TOHETH
3aKJbY4aK Jla C€ Kao LEHTPaJHU eJIEMEeHT jaBJba BUHO, KOra Ipare
XEJIOHW3aM Yy TIPUPOJHOM aMOHWjeHTy JIalleKo O] TpajicKe TyXKBE H

y’)KypOaHOT )KMBOTA.

VY HapeaHoj] Talbenu TpuKa3aH je€ 3HA4a] CerMeHara TOHYJE

BI/IHapI/Ije 3a 3a10BOJBCTBO ITOCCTHUIIALIA.

Tabena 13. 3nayaj cermeHarTa NoHy/ie BUHapHje 32 YKYNaH

HO)KI/IB.Tbaj/Ela)IOBO.TbCTBO noceTumjianma

Min | Max M
Mupuc BHHA 3 5 4,64
boja Buna 3 5 4,63
[Tpuctyn ocobama ca MHBATUAUTETOM 2 5 4,30
Enykanuja mocerunana oj cTpaHe BIaCHUKA 1 5 452
AJlekBaTaH NapKUHT 1 5 450
JloOpa curnanuzainuja 10 BUHApHje 2 5 4,47
Pa3HoiMK COpTUMEHT 1 5 4.46
YKyc BuHa 2 5 4,64
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Ha3us BuHa 1 5 4,41
KopekrtHa 1iena BuHa 1 5 4,40
Mopepna ambanaxa 1 5 4,39
[Tpodecnonanto u Jby6a3HO 0cOOIBE 1 5 4,38
OO6wua3zak BUHapHUje y TPaTHhHU CTPYYHOT JIUIA 1 5 4,37
[Tponaja BuHA 1 5 4,36
OOwunazak BUHOTpaJa y NPaTHH CTPYIHOT 1 5 4,33
JHIa

Buncke paauonuie 1 5 4,32
Pecropan y ckiiony BuHapuje 1 5 4,23
ITponaja nomahe mpousBeneHe XxpaHe 1 5 4,20
Co0e 3a mpeHohuITe y CKJIONY BUHAPH]jE 1 5 4,18
JlomaiybKiBa CTHKETA 1 5 4,06
VYpehenoct cane 3a jgerycrainujy ¥ BHHCKOT 1 5 4,00
moJipyma

[TpurogHa My3HKa y CKJIOIY BUHApH]je 1 5 3,95
[TpakTnyno pajHo  Bpeme, 0e3 ycioBa 1 5 3,03
MIPETXOJIHE HajaBe

IIponaja cyBeHnpa 1 5 3,86
Jleunje urpayMiiTe y CKIOny BUHApHje 1 &) 3,77
OpraHH?OBa}Le cenujanHux gorahaja y 1 5 3.66
BHHAPH]H

[Ipema Tabenu 13 HajBUIIY MPOCEYHY OIEHY Yy JONPHUHOCY
YKYITHOM JI0’KHBJbajy TOCETHJIAlla UMa YKYC U MUpHC BUHA (4,64), 3aTUM
00ja BuHa (4,63), Kao 1 eayKalyja moceTuiIama oJ1 CTpaHe BiacHuka (4,52).
Hajcnabuje mnpoceuHe oleHe OeJeke OpraHu30Bambe  CIEIHjaTHIX
norahaja y BuHapuju (3,66), neurje urpaiuiite y ckiomy BuHapuje (3,77)
u nposaja cyBenupa (3,86). Ha ocHOBY pe3ynrTaTta HCTpaKuBamba MOXeE ce
M3BECTH 3aKJby4YaK Jla TIOCETHOIM CMAaTpajy Aa Cy 3a YKYITHHU JOXKHBJIbA]
Ba)XHU CETMEHTHU KOjU CE IPEBACXO/IHO OJIHOCE Ha BUHO, Ka0 U OHH KOjH ce
OJTHOCE Ha KapaKTEepPHCTUKE came BHHapH]je. Takolhe, moceTnonu oz moHyae
oueKkyjy no0ap OJHOC IIeHe W KBaJUTeTa BUHA, MpUjaTaH aMOUjEeHT |
Jby0a3zHoO 0colJbe.

VY cnenehoj Tabenu Cy mNpuKa3aHU HAuMHU HHGPOpMHCAmbA
TOCEeTHIaIa O BUHAPHU]H.
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Tabesa 14. Hauun nugopmucama 0 BUHAPHUjH

(N) %
YcMmena npenopyka (word of mouth) 49 33,56
Facebook ctpanuia Bunapuje 21 14,38
Web cajt BuHapuje 13 8,90
TemMaTcku gacomuc 11 7,53
WHuctarpam npodun BuHapuje 10 6,86
Youtube kaHan BuHapuje 8 5,48
TeneBusuja 7 4,79
CnoJbHH MENIUjH 5 3,43
Hpyro 5 3,43
biior Bunapwuje 4 2,74
EnekTpoHcka nomTa 3 2,06
Panuo 3 2,06
Ocrana mTamnana cpeactBa  (Oporrype, 2 1,37
drnajepu, TIIaKaTH)
ITopran Tripadvisor (eleKTpOHCKA YyCMeHa 2 1,37
rpornarasjia)
JlHeBHE HOBHHE 1 0,68
CajroBu npyrux opranmzanmja (Typuctuuke 1 0,68
OpraHu3aImje)
Crname kaTasora/Oponrype Ha JHYHY aJipecy 1 0,68
Yacomnucu oniuTer TUmna 0 0
[lepconanmu3oBaHa nmucMa 0 0
Linkedin mpodwn BuHapuje 0 0

[Tocetnonu anexcaHApOBAaUYKUX BUHApHja Hajuemhe cy o mbHUMa
uHpopmHcaHu ycMeHoM mpenopykoMm (33,56%), Bucoko yuwemrhe y
unpopmucamy nma Facebook (14,38)u Web cajr (8.90) Bunapuje.l3Bopu
nH(popMalrja Koju HUCY OCTBApUIIM HUKAKaB e(eKaT Cy YACOMUCH OIIITEr
THIa, epcoHann3oBana nmucma u Linkedin nmpodwun Bunapuje. U naswe je
IPUMETHO HEJOBOJHHO KOpHIhewme APYIITBEHHUX Mpexka Yy MPOMOLHU]H.
Beha ynorpeba apymTBeHHX Mpexa y HpoMoluju Ou JoHena Oobe
pesyaTare y mpojaju. Y OCHOBH OBE TBPJAIE CTOJH MpPETHOCTaBKa Ja
YKOJIMKO BJIACHHWIIM M MEHAlIepH ITOCBETE TOCEOHY Maxmby, Y CMHUCITY
yHampelhema oBe BpcTe MpOMolMje, YTHCAK MOceTusana o BUHapuju he
Ooutu OoJpM, a caMUM THUM he ce CTBOPHUTH TMOTPEOHHM YCIOBH Jla ce
3aJJ0BOJBCTBO MpPEHECE U Ha JIpyTe.

Vol.24, 6poj 112022, cmp. 15-35 31



Hpazan Ilemposuh et al.

3AK/bYYAK

Buncku TypusamM npeacrasiba jead o Hajopike pactyhux obimka
Typu3Ma Ha IJIOOATHOM HHBOY, HApOYUTO Y 3eéMJbamMa Koje cy
TPaJUIIMOHAIHO OpUjEeHTHCAaHE Ka MPOM3BOAKY BUHA. Kao TakaB, BUHCKH
TypH3aM NpUBIadu cBe Behu Opoj TypucTa, TO AUPEKTHO yTHYE HA Pa3BO]
JIOKaJIHe, PEerHoHallHe W HalMoHaiHe ekoHomuje. CpOuja Mma 3Ha4ajHE
MOTEHITM]aJIe 3a Pa3BOj CEJICKTUBHUX OOJIMKA TYPU3Ma, a jeJlaH O] IbUX je
BUHCKH. [IpocTop Kora kapaktepuily cneuu(GuIHA MPUPOTHH YCIOBU U
ayra Tpagulija y TPOU3BOAKU ayTOXTOHUX copTu rpoxbha, XKyma
aJIeKCaH/IPOBaYKa C€ MCTHYE KAao jeJlaH O] Haj3HAYajHUjUX BUHOPOIHHUX
peruona y Cp6uju. OcuM Npou3BOAKE ayTOXTOHUX COpPTH rpoxha, Ha
OBOM TMIPOCTOPY C€ Y BEIUKO] MEpHU TIpaTe CBETCKH TPEHAOBH Yy
IIPOM3BO/IbY BUHA, O] KOpHUILhewa caBpeMeHe OlpeMe U yrnoTpede HOBUX
TEXHOJIOIIKUAX TIpoIleca, MPEKO YBOhema BHHA y CHCTEM Treorpadckor
MIOpeKJIa.

Kana je y muTamy BUHCKM TypH3aM, OH IIpEJICTaB/ba HOBU M
HE/I0BOJbHO pa3BUjeH OOJIMK Typu3Ma Ha OBOM IIpocTopy. OH 3ampaBo join
yYBEK HE MpaTu IJo0ajgHe TPEHIO0BE, Ipe CBera 300I HEIOBOJHHOT
Ipero3HaBama Off CTpPaHE BJIACHMKA W MEHayepa BUHapHja, ajld U Of
JoKaimHe ympaBe. Pa3Boj BHHCKOT Typu3Ma IOJpa3syMeBa CTPATEUIKH
npuctyn oBoM mnpobuemy. To usmely ocranor mojpazymeBa Kpeupame
BUHCKUX IIyTE€Ba, YIPY)XHBAaWke Yy BHHCKE W TYPHUCTHYKE KIacTepe,
OpraHu30Bame€ BMHCKUX (ecTHBaia, 00Jba MPOMOLMjA U OMPEMIBEHOCT
BHUHapHja U Jpyro.

Typuctu xoju nocehyjy BHHapHje OBOT MpPOCTOpa, Hajuemihe cy
BHCOKO 00pa30BaHM, CPEIbUX TOIMHA ca MPUMamkbUMa N3HA PETHOHATHOT
npoceka. CX0/1HO TOMe, TOHY/A j€ HajBUIIIe OKPEHYTa BUHCKUM TypUCTHMA
ca BUCOKUM TpuMamumMa. VckycTBa pa3BUjeHUX BUHCKUX PETHja MOKa3yjy
7la TYpPUCTH KOjU CE€ HHTEPECY]Y 32 BUHO, YECTO C€ MHTEPECY]Y 3a JIOKAIHY
XpaHy, Tpaaulijy, a OCTBapyjy M BHCOK IpoueHaT yuemha vy
PEKpeaTUBHOM U KYJATYPHOM Hporpamy. MyITHIUIMIUPAKE NOTPOIIHE
KOMOHMHAIIMjOM Pa3IMYUTHX MOHYJa, MOryhHOCT HOhema ca JOpYydYKoM,
U3rpajilba pPECcTOpaHa ca CMEMITajeM, OJAMAapaluIITeM U TepacoM,
opraHu3oBame (HaKyJTaTUBHUX H3JI€Ta y BUHOTOpja, MOCETE My3ejuMa,
CIIOMEHMIIMMA M JIpyT'MM YCTaHOBamMa KYJITYype, y BEIHKO] Mepu Ou
JOTIPUHENO adupPMaIUjU U OJIP)KUBOM Pa3B0jy HCTPAKUBAHOT MPOCTOPA.

HeomxogHo je ympexaBame MnpousBohaya, ycBajambe HOBHX
TEXHOJIOTH]ja, 3ajeIHNYKU HACTYI HATPKUIITY U 1epUHUCABE TYPUCTUUKE
MOHy/e. YKOJIMKO BHHAapHje CBOjOM IIOHYJOM Ha aJeKBaTaH HauuH
OJIrOBOpE MoTpebdama U OUeKHBamMMa TypHUCTa, 32 OYEKHUBATH je jaa he
HHUXOBO TMO3UTHBHO MCKYCTBO JIOBECTH /10 Behe 3aMHTEpecOBaHOCTH, a
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caMHM THUM JI0 pa3Boja OBE IpaHe Typu3Mma, obe3behema npuxoa, HOBUX
pagHMX MecTa, a CBe TO HMHIMPEKTHO YTHUIIATH Ha pPa3BOj OMNIITHHE
Anexkcanaposan.C 003upoM Ha cBe Behr 3Ha4aj U yJIOTy BUHCKOT Typu3Ma
y TOAPWIM JIOKAHUM €KOHOMHjaMa, I[MJb HCTPaXUBama  je
cucremMaru3anuja nocrojehux cazHama u AepuHUCamHE cerMeHaTa MnoHyzae
BUHCKOT Typu3Ma, Koju Tpyka MoryhHOCT 3a pa3Boj AJeKCcaHApOBIA,
IIMpe OKOJIMHE, au u oBor jaena Cpouje.
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Abstract: This paper presents the wine heritage of the municipality of Aleksandrovac,
highlights the potential of wine tourism in this area and analyzes the factors that motivate
and attract this selective form of tourism. The primary goal of the paper is to determine
the possibility and perspectives of wine tourism development, but also the sustainable
development of the municipality of Aleksandrovac, its surroundings and this part of Serbia
through research, analysis and comparison. The task of the paper is to systematize the
existing knowledge and define the segments of the wine tourism offer in the function of
sustainable development

Keywords: wine tourism, sustainable development, Aleksandrovac, Serbia

INTRODUCTION

Tourism is recognized as one of the key sectors of development in
many countries (Drakuli¢ Kovacevi¢ et al., 2018; Petrovi¢ et al., 2020). As
a result, many specific forms of tourism have been developed, with the aim
of providing maximum benefits for a particular region. In recent decades,
tourists have given increasing importance to authenticity (Kim & Jamal,
2007), a concept that evokes a sense of truthfulness, realness, or uniqueness
(Sharpley, 1994). In order to escape from their daily routines, preferring
personal and authentic, instead of experiences provided by mass tourism,
tourists are increasingly turning to nature-based tourism, tourism of
festivals and special events, sports, adventure and cultural tourism (Hall
&Weiler, 1992; Novelli, 2005; Stebbins, 1992; Trauer, 2006).
Experiencing sensations, feelings or experiencing pleasant moments are
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key factors in creating a desire to visit a particular destination (Rodriguez
Fernandez et al., 2017). As a young sector of industry, wine tourism stands
out as a means of satisfying some of these desires, the direction of
development but also as a profitable industry.

The definition of the term wine tourism is not unique. It presents
the result of several interpretations given by different authors. A wine
tourist was initially defined as someone who has a desire to taste wine and
experience the geographical area in which wine is produced
(Bruwer&Alant, 2009; Bruwer&Lesschaeve, 2012; Cohen, Ben-Nun,
2009, p. 21). The notion that wine tourists are focused exclusively on
drinking wine has been refuted by researchers who have suggested that
tourists want a wider range of wine and tourism experiences. As a form of
tourism of special interest, Hall & Macinois (1998) defines wine tourism
as visiting vineyards, wineries, wine festivals and exhibitions, where wine
tasting and experiencing the characteristics of the wine-growing region are
the main motivating factors for visitors. According to other authors, wine
tourism is considered an alternative form of tourism promoted in rural areas
and encourages positive initiatives such as environmental measures, the
creation of a network of wine routes, wine cellars or the development of
wine production centers (Soare&Costachie, 2013 ).

Europe is considered to be the cradle of viticulture, where wine
production was being developed since 7000 BC (Nadelcu et al., 2018).
During the following centuries, grape growing and wine production
became differentiated into so-called "Old World" and "New World" wines.
The main difference between these terms is geographical. In the of the "Old
World" countries, the tradition and role of terroir in production stand out,
while the countries of the "New World" are characterized by the presence
of science and new production technologies. The expression and concept
of terroir is a topic that is much debated and which over the decades has
caused numerous disagreements among experts in viticulture and wine of
the "Old" and "New" world (Tomic¢ et al., 2017). According to this concept,
it is believed that each wine draws characteristics from the environment in
which the grapes are grown. The General Assembly of the International
Organization of Vine and Wine (Resolution OIV/Viti 333/2010) defined
terrorism as a concept related to the field of developing collective
knowledge about the interaction between identifiable physical and
biological environment and applied viticultural practices, providing
recognizable characteristics for products originating in this area. The
general misconception about the concept of terroir is that it affects the
quality of wine. The microclimate and soil type determine the grape
varieties that best suit the region (van Leeuwen et al., 2004; White et al.,
2009); viticulture is then adapted to the local terroir, resulting in a
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distinctive wine style produced by the region (Pincus, 2003), which does
not greatly affect wine quality.

The beginning of wine tourism is related to the 19th century and
"Grand Tour" trips, where participants visited vineyards and tasted wines
(Razovi¢, 2015). However, wine alone cannot create wine tourism (Poitras
& Donald, 2006). Only through well-planned cooperation of all parties
involved, whether at the community or industry level, can a sustainable
wine tourism strategy be created. This type of tourism began to develop in
the middle of the 20th century, with the construction of wine routes and the
marking of trails in vineyards (Raboti¢, 2013). A significant increase in the
number of visitors and income in recent decades is realized in traditional
wine countries: Italy, France, Spain, Germany;as well as the New World
countries: USA, Australia, Argentina (Pratt, 2011).

Viticulture in Serbia has a tradition of more than 1000 years. Since
the founding of the Serbian state in the 8th century, Serbian rulers, and
especially from the Nemanji¢ dynasty, have nurtured the culture of growing
vines (Pivac, 2012). Wine production stagnated during the Ottoman rule,
only to resume in the 19th century and grow to this day. Despite the long
tradition in production, wine tourism is a relatively new form of tourism in
Serbia. At the end of the 20th century, wineries and private cellars began
to deal with this form of tourism in an organized manner, and it was
presented through wine roads that make a recognizable tourist product with
huge potential. Today, wine tourism is part of the national strategy for
tourism development and the Tourist Organization of Serbia has a great
influence in its promotion. The Tourist Organization of Serbia was
established by the Law on Tourism from 1994 (Podovac, 2020).

As part of the largest wine-growing region in Serbia, "Three
Morava Rivers", AleksandrovadkaZupa stands out as the area in which
most commercial and small traditional wineries are concentrated. This area
is distinguished by a long tradition in production and a unique terroir,
which is reflected in the diversity of altitudes and terrain exposure,
favorable climatic conditions, giving it a specific character and
recognizability and providing an excellent basis for wine production with
geographical indications (Tomi¢ et al., 2017). In relation to natural
conditions and tradition in production, the wine tourism of Aleksandrovac
is insufficiently developed. The promotion of the wineries of the Zupa
region is performed by the "Tourist Organization” of the municipality of
Aleksandrovac. The local tourist organization organizes the event,
influencing the increase of tourist traffic (Podovac, 2020). "Zupskaberba",
which is traditionally held in Aleksandrovac every September since 1963,
attracts a large number of domestic and international tourists.
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The purpose of this study is to analyze the wine heritage of
Aleksandrovac, highlight the significant potential of wine tourism in it, the
factors that motivate and attract this selective form of tourism, and the
efficiency of wineries in attracting wine tourists. Given the growing
importance and role of wine tourism in supporting local economies, the
primary goal of the study is to determine, through research, analysis and
comparison, the possibility and perspectives of wine tourism development
in Aleksandrovac, with special reference to family wineries. In accordance
with the set goals, the primary task of this study is to systematize the
existing knowledge and define the segments of the wine tourism offer,

which is the basis for considering the development of Aleksandrovac, its
surroundings, but also this whole part of Serbia.

1. RESEARCH AREA

The municipality of Aleksandrovac is located in Central Serbia,
between the mountains Kopaonik, Zeljin, Go¢ and Jastrebac. It borders the
municipalities of Brus, Raska, Vrnjacka Banja, Kraljevo, Trstenik and
Krusevac (Map 1). It belongs to the Rasina administrative district. The area
of the municipality of Aleksandrovac covers the area of 387 km?, with
26,522 inhabitants, according to the 2011 census (SORS, 2014).
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Map 1. Position of the municipality of Aleksandrovac
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In order to successfully cultivate vines in an area, produce quality
wine and be competitive on the market, and develop wine tourism, it is
necessary that the area meets certain conditions and has appropriate natural
and anthropogenic resources. The area of Aleksandrovac belongs to the
wine-growing region called "Three Morava Rivers" (IvaniSevi¢ et al.,
2015), the largest wine-growing region in Serbia. Aleksandrovacka Zupa
is characterized by specific natural conditions and a long tradition in the
production of autochthonous grape varieties. In order to show the specifics
of this micro-region, the most important features of the natural environment
that are important in wine production are given. One of the most important
specifics of the physical-geographical position of Aleksandrovac is the
macro-geographical affiliation to Peripanonian (central and eastern) and
mountainous Serbia (western parts of the municipality) (Milin¢i¢, 2012).

Aleksandrovacka Zupa is an example of a spatial whole with a
complex geological composition and an even more complex geotectonic
structure (Milinc¢i¢&Pecelj, 2008). In addition to metamorphic rocks,
which have the highest distribution, there are also igneous and sedimentary
rocks, of different stratigraphic affiliations. The relief of the
Aleksandrovacka Zupa is distinctly dissected, with significant differences
in exposure and height of the terrain, and is one of the most important
factors in the formation of the terroir of this wine-growing micro-region.
The relief structure is dominated by hilly and low mountain terrains
(80.43%) (Milin¢i¢, 2012), which is particularly conducive to the
cultivation of vines. Although the territory of the Aleksandrovacka Zupa
includes an area of heterogeneous natural-geographical characteristics,
land, as a natural and economic category, is its most significant potential.
This is confirmed by the fact that of the total territory, 65.4% is covered by
agricultural areas (Milin¢i¢, 2012). As for the type of soil in this area, the
most common iscambisol. It is characteristic for slightly undulating terrains
up to 600 m above sea level. Given the altitude of its distribution, its water
permeability, in favorable climatic conditions specific to Aleksandrovacka
Zupa, this is an ideal base for growing vines. Climate, due to its complex
influence on biotic, abiotic, anthropogenic phenomena and processes, is
often presented as an imperial factor in geospace (Milin¢i¢&Pecelj, 2008).
This is especially true for Aleksandrovacka Zupa. Due to its climate, the
term "Zupa" has become synonymous with the territory of the municipality
of Aleksandrovac. It is characterized by insufficient but evenly distributed
amount of precipitation, rare and short-term occurrence of temperature
extremes, mild winters and long vegetation period. In such climatic
conditions, growing vines has always been the primary economic activity
of this region. Under the influence of geographical position, dominant
terrain exposures and orographic barriers, thanks to favorable climatic,
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pedological and other factors, Aleksandrovacka Zupa has always been one
of the most promising places for growing vines in Serbia, which is
confirmed by a long tradition and experience in producing high quality
wines.

Material traces indicate that viticulture in this area began in Roman
times (Nakalami¢&Markovi¢, 2009). The first written information about
Aleksandrovacka Zupa and its vineyards dates back to 1196 and is recorded
in the "Charter of Studenica Monastery”. Medieval rulers from the
Nemanji¢ dynasty attached special importance to the culture of growing
vines, and it occupied an important place in the life of the population. This
is confirmed by the fact that during the reign of Emperor Dusan (1308-
1355), the first law on wine production and its quality was passed (Pivac,
2012). Due to unfavorable political circumstances, the development of
viticulture stagnated in the period from the 15th to the end of the 19th
century. At the end of the 19th and the beginning of the 20th century,
vineyards were renewed, new grape varieties were planted and
Aleksandrovac became recognizable by wine families who owned
significant capacities of wine cellars and wines, which they exported to the
entire Balkan Peninsula. A great step forward in the promotion of wine in
this area was made in 1963, when the most important economic and tourist
event in this part of Serbia, "Zupska berba", was founded, which has been
held every September since then and attracts a large number of tourists.
Today, the area of Aleksandrovadka Zupa is characterized by numerous
family wineries, which have maintained the tradition of production and
cultivation of domestic indigenous grape varieties (Prokupac and
Tamjanika), but also significantly improved the production of foreign grape
varieties (Pinot Noir, Merlot, Chardonnay) and increased areas under
vineyards. Applying modern achievements in oenology, a combination of
autochthonous varieties and modern approaches, this region produces one
of the highest quality wines in Serbia. According to the data of the
Statistical Office of the Republic of Serbia, today, the vineyards in
Aleksandrovadka Zupa cover an area of 2500ha. The combination of
specific geographical and natural conditions with experience and tradition
in wine production, combined with the natural beauty and anthropogenic
resources of this region, with good promotion, marketing and transport
links, make the area of Aleksandrovac one of the most promising in Serbia
for viticulture and wine tourism.
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2. METHODOLOGY

The research included 50 wineries in the municipality of
Aleksandrovac. The paper consists of two parts. In order to more precisely
define the role of wine tourism in the function of sustainable development
of the municipality of Aleksandrovac, in the first part of the paper an
empirical research titled "Attitudes of Owners and Managers of Wineries
in Aleksandrovac Involved in Wine Tourism” was conducted. New
Zealand winery research, published by Hall and Johnson (1998), was used
as a basis for creating empirical research in the paper; Christensen & Hall,
(2004); Baird et al., (2016). Questionnaires were sent to the addresses of
50 wineries, where owners and managers answered closed-ended
questions, with an option that allowed them to write their own answer, if
they did not agree with the offered ones. The second part of the research is
based on the attitudes of visitors about the offer of wineries in the
municipality of Aleksandrovac. A total of 146 visitors were surveyed, and
the survey was conducted in the period from April to June 2019. The results
obtained by the research were processed in the SPSS Statistics software (a
program that loads data, performs analyzes and provides printouts of
results).

3. RESULTS AND DISCUSSION

Questionnaires were sent to the owners and managers of wineries
in the municipality of Aleksandrovac in the period from April to June 2019.
Data were collected and processed for 50 wineries. Table 1 shows the
sample structure according to the winery size.

Table 1. Sample structure according to winery size

Winery capacity in liters Nvl\J/meigs?f Perg:/:)t age
Limited production (<1000) 5 10
Very small production (1000- 5 12

5000)
Small production (5000-30000) 13 26
Medium-sized production (30000-

100000) 14 28
Big production (>100000) 12 24
Total 50 100

The sample structure according to the winery size (Table 1) shows
that the most represented are medium wineries (30,000-100,000 liters) and
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small wineries (5,000-3,000,000 liters), but also that a large percentage
goes to big wineries, i.e. twelve of them, with a capacity of over 100,000
liters. Also, a certain percentage of very small family wineries with a
capacity of less than 5,000 liters are represented.

In order for wineries to attract and retain as many visitors and
potential buyers as possible, it is necessary for them to have a tasting room
and a wine cellar within the winery. Table 2 shows the equipment of
Aleksandrovac wineries.

Table 2. Existence of a tasting room and wine cellar within the winery

Tasting room Number of wineries Percentage (%)
Yes 35 70
No 15 30
Total 50 100
Wine cellar Number of wineries Percentage (%)
Yes 34 68
No 16 32
Total 50 100

Table 2 shows that a large number of wineries have a tasting room,
but that not all are adequately equipped. Also, the participation of wineries
that have a wine cellar in their composition is high, which makes a
complete offer for visitors. The wineries are open all year round and offer
the possibility of direct wine sales, as well as a tour of their cellars and
vineyards.

In recent years, in addition to the characteristic domestic varieties,
more and more foreign grape varieties (Pinot Noir, Merlot, Chardonnay)
are being grown and quality and top wines are being produced. Table 3
shows the quality of wine in the production of Aleksandrovac wineries.

Table 3. Dominant quality of wine in winery production

. . Number of | Percentage
Wine quality wineries (%)
Table wine 21 42
Regional wines 14 28
Quality wines with controlled geographical
- i 10 20
origin and quality
Top quality wine with controlled and guaranteed 5 10
geographical origin and quality
In total 50 100

In terms of wine quality (Table 3) in the production of wineries,
table wines dominate (42%), followed by regional wines (28%), while
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quality (20%) and premium (10%) are somewhat less represented.
Production has improved significantly in recent years.

The following table shows the production of wine by color
inAleksandrovackaZupa.

Table 4. Dominant color of wine in winery production

Wine color Number of wineries Percentage (%)
White wine 24 48
Red wines 20 40
Rosé wines 6 12
total 50 100

According to Table 4, according to the criteria of wine colors in
winery production, white wines dominate (48%), followed by red (40%),
while rosé wines are the least represented with only 12%.

Membership in a wine or tourism cluster is of great importance in
the promotion of wineries. Table 5 shows whether the wineries of
AleksandrovagkaZupa joined one of the clusters.

Table 5. Membership in a wine or tourism cluster

Number of wineries Percentage (%)
Yes 6 12
No 44 88
Total 50 100

According to the results from Table 6, as many as 88% of wineries
are not members of any wine or tourism cluster. Of the six wineries that
belong to one of the clusters, four of them belong to the tourist cluster
"Royal Holiday Fund", and two to the "Cluster of Hotel and Gastronomy™.
This is mainly the reason of the weak promotion, especially when it comes
to smaller family wineries.

The characteristics of the product (wine) are of great importance for
the image and reputation of the winery, and thus on the sale and price of
the product. Table 6 shows the attitudes of winery owners and managers in
relation to the importance of individual characteristics of winery products.

Observing the criterion of the importance of certain product
characteristics for the image and reputation of the winery (Table 6),
Aleksandrovac winemakers give the greatest importance to taste (4.82) and
aroma (4.78), and also attach great importance to wine sales (4.74). On the
other hand, they attach the least importance to the sale of souvenirs (3.56),
children's playground (3.80) and occasional music performance at the
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tasting place (3.94). Thus, the two most important characteristics are
related to wine (taste and smell). From this it can be concluded that
winemakers put wine sales in the foreground, while they pay less attention
to other contents. In that sense, the image and reputation of the winery is
seen as an additional opportunity to improve wine sales, but not for the
overall experience of visitors (tourists).

Table 6. Attitudes of winery owners and managers in relation to the
importance of certain product characteristics for the image and
reputation of the winery

Characteristic Min Max M
The taste of wine 4 5 4,82
The smell of wine 4 5 4,78
Professional and friendly staff 3 5 4,36
Wine sales 4 5 4,74
Good signal to the winery 3 5 4,34
Arrangement of the tasting room and wine 2 5 4,26
cellar

Wine / brand name 2 5 4,46
Wine color 3 5 4,70
Likeable label 1 5 3,98
Modern packaging 2 5 4,44
A tour of the winery accompanied by an 2 5 4,28
expert

Fair/competitive wine price 2 5 4,14
A tour of the vineyards accompanied by an 5 5 416
expert

Access for people with disabilities 3 5 4,32
Diverse assortment 2 5 4,24
Adequate parking 3 5 427
Practical working hours without prior notice 2 5 4,23
Sales of home-made food 1 5 4,04
Wine workshops 1 5 4,00
Organizing special events in the winery 1 5 3,76
Education of visitors by the owner 1 5 4,20
Restaurant within the winery 3 5 4,46
;)itcecasmnal music performance at the tasting 1 5 3,04
Rc_)oms for accommodation within the 402
winery '
Children's playground within the winery 1 5 3,80
Sale of souvenirs 1 5 3,56

After production, the biggest challenge for wine producers,
especially smaller family wineries, is selling products. Promotional
activities greatly influence the improvement of wine sales. The following
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table shows the attitudes of winery owners and managers in relation to
certain forms of promotional activities.

Table 7. Attitudes of winery owners and managers in relation to
certain forms of promotional activities

Min Max M

Facebook 1 5 3,62
Participation in events dedicated to

. . . . 1 5 3,78
wine (fairs, festivals, wine salons)
Advertising in other print media 1 5 352
(brochures, flyers, posters) ’
Personal website 1 5 3,38
Other websites 1 5 3,34
Instagram 1 5 3,32
Twitter 1 5 3,22
Adbvertising in thematic magazines 1 5 3,20
e-mail 1 5 3,16
Radio advertising 1 5 3,14
Sponsoring special events (music, 1 5 306
sports, themes) outside the winery ’
TV advertising 1 5 3,02
Cooperation with other wineries in

. X 1 5 3,00

order to promote the wine region
Blogs 1 5 2,86
Advertising in daily newspapers 1 5 2,84
Advertising in general type magazines 1 5 2,78
LinkedlIn 1 5 2,58
You Tube 1 5 2,52
Organizing special events (thematic
courses, corporate meetings, seminars, 1 5 2,50
lectures)
Out-of-home advertising (electronic
billboards, advertisements on facilities 1 5 2,48
and public transport)
Personalized letters 1 5 2,44
Tripadvisor portal (electronic word of 1 5 2,42
mouth)
Receiving catalogs or brochures to a 1 5 2,28
personal address
Creating publicity by inviting
journalists and editors to a product 1 5 2,16
tasting at the winery
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Table 7 shows that the owners and managers of wineries attach the
greatest importance to participating in events dedicated to wine (3.78), the
social network Facebook (3.62) and advertising in other print media (3.52).
Aleksandrovac wineries pay great attention to performances at events
dedicated to wine, so this form of promotional activities is the most
appreciated. Facebook and printed media (brochures, flyers, and posters)
are important for promotion, primarily due to the limited budgets of small
wineries, but also targeting young people (potential customers). Owners
and managers rated the creation of publicity by inviting journalists as the
least important (2.16), sending catalogs and brochures to a personal address
(2.28), as well as the Tripadvisor portal (2.42).

Smaller family wineries often have problems distributing wine
products. The following table will show the participation of wineries in
direct and indirect wine distribution channels.

Table 8. Using sales channels

Wine distribution Ja He
(%) (%)
Selling wing in your own wine 82 18
cellar or winery
Sell_m_g_wme at fairs and 88 12
Direct exhibitions
Selling wine by mail 28 72
sales - .
Selling wine through the
) - 64 36
producer’s website
Selling wine via
telephone/telemarketing 14 86
Selling wine in small local shops 72 28
Sel_lmg wine in specialized shops 44 56
(wine shops)
Indirect | Selling wine in supermarkets 62 38
sales Selling wine in restaurants 58 42
Sel!lng wine in night clubs and 68 39
cafés
Exporting wine 22 78

Among direct distribution channels (Table 8), wine sales at fairs
and exhibitions are the most represented (88% of wineries use this sales
channel). The second most represented channel is the sale of wine in one's
own wine cellar or winery (82%), and significant sales are also realized via
the Internet (64%).
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Of the indirect distribution channels, sales in small local stores
account for the largest share (72%). The second most represented channel
is sales in nightclubs and cafes (68%), followed by sales in supermarkets
(62%). A very small amount of wine is distributed to international markets
(only 22%).

For the results in the second part of the research, a survey on the
attitudes of visitors was conducted, in which 146 respondents participated,
in the period from April to June 2019. Of the total number of respondents,
men accounted for 63.7% and women 36.3%. The largest number of
respondents was between 31 and 40 years old (40.41%), and the smallest
percentage were the respondents over 60 years of age (4.80%). In terms of
education, visitors with completed secondary school predominate
(39.04%), followed by the visitors who graduated from college (30.14%).
21.24% of respondents graduated from the university, and visitors with
primary education make up 10.4% and this percentage is followed by the
respondents over 60 years of age, as well as minors. The most common
means of transport was a car (60.96%), followed by a bus (13.01%) (Table
9).

Table 9. Demographic structure of respondents

Total (N=146)
N %
Sex
Male 93 63,7
Female 53 36,3
Age
Up to 20 years of age 6 4,11
21-30 31 21,23
31-40 59 40,41
41-50 26 17,81
51-60 17 11,64
Over 60 years of age 7 4,80
Level of education

Elementary school 14 9,59
Secondary school 57 39,04
College 44 30,14
University 31 21,23
Means of transport to the site

Car 89 60,96
Bus 19 13,01
Other means of transport 38 26,03
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The following table shows the time of stay of visitors in the
Aleksandrovac wine region.

Table 10. Length of stay in the wine region

Total (N=146)
N %
No overnight stays 104 71,23
1 to 3 days 37 25,34
More than 3 days 5 3,43

According to the length of stay in the Aleksandrovac wine region
(Table 10), as many as 71.23% of visitors did not spend a single night,
25.73% stayed from 1 to 3 days, and only 3.43% stayed for more than 3
days. These data show the total length of stay in the Aleksandrovac wine
region, not in wineries. Based on the data given in the table, it can be
concluded that people visit the wineries of AleksandrovackaZupa in the
form of one-day excursions.

An important item for potential buyers of wine is the price of the
product. The following table shows how much the visitors are willing to
pay for a 0.75liter bottle of wine.

Table 11. Optimal price for a bottle (0.751) of wine

Total (N=146)
N %
Up to RSD 300 29 19,86
RSD 300-500 43 29,45
RSD 500-800 38 26,03
RSD 800-1000 24 16,44
Over RSD 1000 12 8,22

Table 11 shows that the highest percentage of respondents (29.45%)
would spend 300 to 500 dinars, a slightly lower percentage (26.03%) from
500 to 800 dinars, while the lowest percentage of respondents (8.22%)
would be able to spend over 1000 dinars. These indicators indicate a
relatively low standard of living and paying ability for visitors coming to
this wine region.

A visit to a winery is not necessarily a goal in itself. Often, in
combination with wine as the primary product of this type of tourism, other
activities are combined. The following table shows the reasons for the
decision to visit the wineries of the Aleksandrovac wine region.
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Table 12. The reason for visiting the winery

Min | Max M
Rest and relaxation 2 5 4,54
Escape from everyday life 2 5 4,46
Wine tasting 2 5 4,55
A unique experience 1 5 4,29
Talking to wine producers 1 5 4,26
Gastronomic offer 1 5 4,21
Attractive landscape 2 5 4,20
Buying wine 1 5 4,19
Good reputation of Aleksandrovac wines 1 5 4,18
Meeting people with similar interests 1 5 4,16
Fun/entertainment 1 5 4,12
Random visit 1 5 4,10
Hanging out with family and friends 1 5 4,04
Educational experience 1 5 3,86

Of the reasons for the decision to visit the wineries of the
Aleksandrovac wine region (Table 12), the highest average score goes to
the reason for wine tasting (4.55), which is a very important reason. With
high average grades, important reasons are also: rest and relaxation (4.54),
escape from everyday life (4.46). Educational experience was the least
evaluated (3.86). From this it can be concluded that wine appears as a
central element, followed by the hedonism in a natural environment away
from the city crowds and hectic life.

The following table shows the significance of the winery's offer
segments for visitor satisfaction.

Table 13. Significance of the winery offer segments for the overall
experience/satisfaction of visitors

Min | Max M
The smell of wine 3 5 4,64
Wine colour 3 5 4,63
Access for people with disabilities 2 5 4,30
Education of visitors given by the owner 1 5 4,52
Adequate parking space 1 5 4,50
Well-marked path to winary 2 5 4,47
Diverse assortment 1 5 4,46
Wine taste 2 5 4,64
Wine name 1 5 441
Good wine price-quality ratio 1 5 4,40
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Modern packaging 1 5 4,39
Professional and friendly staff 1 5 4,38
A tour of the winery accompanied by an 1 5 4,37
expert

Wine sales 1 5 4,36
A tour of the vineyards accompanied by an 1 5 4,33
expert

Wine workshops 1 5 4,32
Restaurant within the winery 1 5 4,23
Sales of home-made food 1 5 4,20
Rooms for accommodation within the winery 1 5 4,18
Likeable label 1 5 4,06
Arrangement of the tasting room and wine 1 5 4,00
cellar

Occasional music within the winery 1 5 3,95
Pra_ctlcal working hours, no need for prior 1 5 3.03
notice

Souvenir shop 1 5 3,86
Children's playground within the winery 1 5 3,77
Organizing special events in the winery 1 5 3,66

According to Table 13, the highest average rating in the
contribution to the overall experience of visitors is the taste and smell of
wine (4.64), followed by the color of wine (4.63), as well as the education
of visitors by the owner (4.52). The worst average scores went to the
organization of special events in the winery (3.66), the children's
playground within the winery (3.77) and the sale of souvenirs (3.86). Based
on the results of the research, it can be concluded that visitors believe that
the segments that are primarily related to wine, as well as those that relate
to the characteristics of the winery itself, are important for the overall
experience. Also, visitors expect a good price-quality ratio of wine, a
pleasant ambience and friendly staff.

The following table shows in what way the visitors were informed
about the winery.
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Table 14. Different ways tourists found out about the winery

(N) %
Oral recommendation (word of mouth) 49 33,56
Winery’s Facebook page 21 14,38
Winery’s web site 13 8,90
Thematic journal 11 7,53
Winery’s Instagram page 10 6,86
Winery’s Youtube channel 8 5,48
TV 7 4,79
External media 5 3,43
Other 5 3,43
Winery blog 4 2,74
E-mail 3 2,06
Radio 3 2,06
Other printed materials (brochures, flyers, 2 1,37
posters)
Portal called Tripadvisor (electronic oral 2 1,37
propaganda)
Daily newspaper 1 0,68
Sites of other organizations (Tourist 1 0,68
organizations)
Receiving a catalog/brochure via mail 1 0,68
General type journals 0 0
Personalized letters 0 0
Winery’s Linkedin profile 0 0

Visitors to Aleksandrovac wineries are most often informed about
them by oral recommendation (33.56%), Facebook (14.38) and the website
(8.90) of the winery have a high share in informing. Sources of information
that have not had any effect are general type magazines, personalized letters
and Linkedin's winery profile. Insufficient use of social networks in
promotion is still noticeable. Greater use of social networks in promotion
would bring better sales results. At the heart of this claim is the assumption
that if owners and managers pay special attention to improving this type of
promotion, the impression of visitors about the winery will be better, and
thus create the necessary conditions to transfer their satisfaction to other
people, i.e. potential visitors.
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CONCLUSION

Wine tourism is one of the fastest growing forms of tourism from a
global point of view, especially in countries that are traditionally oriented
towards wine production. As such, wine tourism attracts an increasing
number of tourists, which directly affects the development of local,
regional and national economies. Serbia has significant potentials for the
development of selective forms of tourism, and one of them is wine. The
area, which is characterized by specific natural conditions and a long
tradition in the production of autochthonous grape varieties,
Aleksandrovagka Zupa stands out as one of the most important wine-
growing regions in Serbia. In addition to the production of indigenous
grape varieties, this area largely follows the world trends in wine
production, from the use of modern equipment and the use of new
technological processes, through the introduction of wine into the system
of geographical origin.

When it comes to wine tourism, it is a new and underdeveloped
form of tourism in this area. In fact, it still does not follow global trends,
primarily due to insufficient recognition by winery owners and managers,
but also by local government. The development of wine tourism implies a
strategic approach to this problem. This includes, among other things,
creating wine routes, joining wine and tourist clusters, organizing wine
festivals, better promotion and equipment of wineries etc.

Tourists who visit the wineries of this area are usually highly
educated, middle-aged with incomes above the regional average.
Accordingly, the offer is mostly aimed at high-income wine tourists.
Experiences of developed wine regions show that tourists who are
interested in wine, are often interested in local food, tradition, and a high
percent of them participate in recreational and cultural programs.
Multiplying consumption with a combination of different offers, the
possibility of bed and breakfast, construction of restaurants with
accommodation, resorts and terraces, organizing optional excursions to
vineyards, visits to museums, monuments and other cultural institutions,
would greatly contribute to affirmation and sustainable development.

The producers should be connected into a network, new
technologies should be adopted, joint participation in the market should be
achieved and a clearly defined tourist offer should be given. If wineries
adequately respond to the needs and expectations of tourists with their
offer, it is to be expected that their positive experience will lead to greater
interest, and thus to the development of this branch of tourism, income,
new jobs, and all this indirectly affect municipal development of
Aleksandrovac. Given the growing importance and role of wine tourism in
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supporting local economies, the aim of the research is to systematize
existing knowledge and define the segments of wine tourism, which
provides opportunities for the development of Aleksandrovac, its wider
area as well as this part of Serbia as a whole.
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