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THE USAGE OF SOCIAL MEDIA MARKETING IN TOURISM

PRIMENA MARKETINGA DRUSTVENIH MREZA U TURIZMU

Apstrakt: Koriscenje drustvenih mreza je
postao sastavni deo Zivota mnogih gener-
acija sadasnjice. Ovi alati bazirani na ko-
ris¢enju web-a omogucili su turistickim kom-
panijama da utvrde potrebe turista i ostanu
kompetentni na trzistu koje se kontinuirano
menja. Stoga, ovaj istrazivacki rad pred-
stavlja nacine koriscenja drustvenih mreza
u turistickom marketingu, prosirivanjem
granica turizma na inovativan nacin. U
vezi s tim, predmet ovog rada ogleda se u
odredivanju da li drustvene mreZe imaju
pozitivan uticaj na poslovne performanse u
turistickom sektoru, kao i kako ukljuciti ove
alate u brend strategije turistickih kompani-
ja. U izradi rada dominiraju sekundarni
podaci iz akademskih publikacija u oblasti
turizma, marketinga i informacionih teh-
nologija. Rezultati istraZivanja potvrdili su
pocetne hipoteze, pri cemu je ustanovljeno
da drustvene mreze imaju pozitivan uticaj
na nameru kupovine od strane turiste i na
njihovu lojalnost brendu, ¢ime su pobol-
JjSane performanse turistickih kompanija.
Znacaj rezultata istrazivanja ogleda se u
optimizaciji koriSc¢enja drustvenih mreza u
turistickom marketingu kako bi se unapre-
dio kvalitet turistickih usluga i povecéao nivo
zadovoljstva turista.

Kljucne reci: turizam, marketing, drustvene
mreze, brend, namere u kupovini.

Abstract: Nowadays, the usage of social me-
dia has become integral part of life for many
generations. These web-based tools have
allowed tourism companies to identify tour-
ists’ needs and keep up with ever-changing
market. Thus, this research paper presents
the application of social media in tourism
marketing, which extend tourism bounda-
ries in innovative way. In this regard, the
subject of the paper is to determine if so-
cial media have positive impact on business
performances in tourism sector and how to
incorporate these tools in tourism brand
strategies. The paper is based on secondary
data, gathered from academic publications
from different scientific fields: tourism, mar-
keting and IT. Research results confirmed
the primary hypotheses, which indicated
that social media have positive impact on
tourists’ purchase intentions and brand loy-
alty, through which business performances
of tourism companies have been improved.
The significance of the research results is
reflected as the optimization of social me-
dia usage in tourism marketing in order to
improve the quality of tourism services and
tourists’ satisfaction.

Key words: tourism, marketing, social me-
dia, brand, purchase intention.
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Introduction

Information technologies (IT) have
drastically changed tourism and hospitality
sector, which could be observed when ana-
lysing both tourism supply and tourism de-
mand (Yuan et al., 2019; Chen et al., 2020;
Li et al., 2021). These rapid advances in IT
have changed the way consumers value, use
and discuss hospitality and tourism products
(Bowen & Whalen, 2017). In addition, ICTs
have been able to support the industry’s glo-
balization process by providing effective
tools for vendors to develop and distribute
their products worldwide (Sani & Nomleni,
2018). Thus, "ITs have transformed tourism
management and marketing from a static
and utilitarian sense to a transformative con-
ceptualization whereby tourism markets and
actors both shape and are shaped by technol-
ogy” (Sigala, 2018, pp. 151).

Nowadays, the Internet has become a
dominant part of daily activities, with 4.88
billion users around the world (Kemp,
2021). The development of blogs and other
social media has made it easier for all users
to interact and communicate with other us-
ers in Web 2.0 era (Buhalis, 2019). Web 2.0
allowed users to transition from monologue
to dialogue (Basyazicioglu & Karamusta-
fa, 2018) and communicate and develop
online content easier (Jaman & Anshari,
2021), transitioning from passive observers
of online content to its generators (Gossling,
2021). This was the first postulate for devel-
oping electronic word-of-mouth (eWOM).
eWOM has been described as “any favoura-
ble or unfavourable communication made by
prospective, existing or previous customers
about a brand or organisation, which is capa-
ble of reaching to millions of individuals and
organisations through the Internet” (Kala &
Chaubey, 2018, pp. 144). The eWOM com-
munication process has been accelerated by
its recognition of reliability and credibility
(Matute et al., 2016; Gvili & Levy, 2018).
In this regard, Moran & Muzellec (2014)

defined 4C’s of eWOM credibility: commu-
nity, competence, content and consensus.
Additionally, they pointed out that message
credibility and source credibility are crucial
in the Web 2.0 based marketing.

Attention of numerous researchers
throughout years (Daugherty & Hoffman,
2014; Teng et al., 2014; Erkan & Evans,
2016; Gvili & Levi, 2018; Fatma et al.,
2020; Zhou et al., 2020; Pang, 2021) has
been drawn by consumers’ involvement on
social media websites as a form of eWOM
communication and a possibility to reinforce
Social Media Marketing (SMM). Weinberg
(2009) has explained SMM as the process
of advertising an individuals’ website, prod-
ucts or services through online social chan-
nels, while making it available for a much
larger community.

Having this in mind, this research paper
is based on three hypotheses:

Hypothesis 1: Social Media Marketing

has positive impact on business perfor-

mance of tourism companies.

Hypothesis 2: Social Media Marketing

has positive impact on tourists’ purchase

intention.

Hypothesis 3: Social Media Marketing

has positive impact on tourists’ brand

loyalty.

In spite of the expansion of SMM, nu-
merous problems remain unresolved. Mar-
keters have not been certain of appropriate
ways to measure the impact of their social
media strategy. This uncertainty is addi-
tionally related to the process of structuring
and boosting value-added relationships with
customers through social media. Further-
more, Heggde & Shainesh (2018) pointed
out the importance of evolving SMM as a
separate marketing sub-discipline.

Methods

According to the subject and the de-
fined research goals, the paper is based on
secondary data, collected from academic
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publications in different scientific fields:
tourism, marketing and IT.

Based on the data collected, the results
of the survey were compared in detail in two
steps:

1. Application of Social Media Market-

ing in Tourism: Literature Review

2. Social Media Marketing Effects on

Tourists’ Purchase Intention and
Brand Loyalty

Application of social media marketing in
tourism:
Literature review

Social media generated significant im-
pact on the use of the Internet, consider-
ing the large amount of information being
disseminated by the Web 2.0. Individuals
around the world can use social media tools
to share and distribute information about
any product or service industry (Pietro et
al., 2012). In this vein, SMM has provided
individual buyers and companies with the
opportunities to participate in discussions
about products or services and to enable
their new market role — as influencers of
specific marketing products and services
around the world (Vinerean, 2017).

SMM has been a useful and nowadays
— necessary - medium for all types of busi-
nesses and the term “social media marketing”
has been argued in different ways (Dahnil et
al., 2014; Alves et al., 2016; Stephen, 2016;
Whiting & Deshpande, 2016; Yadav & Rah-
man, 2017; Icoz et al., 2018). Social media
usage for marketing purposes has unleashed
the abundance of data that tourism compa-
nies use for strategic insights (Jacobson et
al., 2020). These companies have given a re-
markable attention to product promotion and
building/maintaining a favourable perception
through social media. They have percieved
the social media space as the fundamental
hub they now consider when generating in-
itial consciousness about the existence of a
product and the motivation to use it (Kayu-
movich & Kamalovna, 2019).

Mkono and Tribe (2017) stated that
existing research on tourism social media
users has hardly ever outstreched beyond
their role as an advocate of tourism prod-
ucts. These research papers (Milano et al.,
2011; Hudson & Thal, 2013; Leung et al.,
2013; Munar & Jacobsen, 2014; Sahin &
Sengun, 2015) focused on the Internet as a
promotional tool of tourism services or on
decision-making process when buying or
collecting information about tourism prod-
ucts online. Thus, they have failed to iden-
tify different tourists’ experiences in the
pre-travel phase, as well as the change in
their buying behavior when engaging with
social media posts or using search engines.

Since social media appeared, tourism
and hospitality have been ground breaking
industries for the adoption of online reviews
as a tool for collecting customer feedback
(Lehto et al., 2007). Radical change in the
ways tourism companies communicate and
promote their products could be noticed
since the adoption of SMM. On the other
hand, social media have been used by tour-
ists as well, when choosing a destination,
hotel, restaurant or any other leisure activ-
ities. In this regard, it became increasingly
important for tourism companies to estab-
lish a successful social media presence to
engage with tourists. Traditional one-way
communication strategies have lost credibil-
ity, which resulted in a growing importance
of interactivity in online communication
(Dwivedi et al., 2021). Review sites, such as
Tripadvisor and Yelp, enabled consumers to
express online eWOM influencing reputa-
tion, branding and business performance of
tourism organisations (Buhalis, 2019).

Social media marketing effects on
tourists’ purchase intention and brand

loyalty

As a form of electronic word of mouth
(e-WOM), shared travel experiences on so-
cial media have been playing an important
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role in shaping tourists’ awareness, expecta-
tions, perceptions, attitudes, and behaviors
(Liu et al., 2019). The effects of social me-
dia sites on tourists include the following:
(a) providing tourists with the necessary
information about tourist attractions, (b)
benefitting from guiding the client as a pos-
itive consumer to the service, (c¢) providing
the tourist with safe distribution channels to
purchase various tourism packages and (d)
disseminating specific information about
the travel packages and the variations that
might occur during the trip (Alghizzawi et
al., 2018). Forrester research (2007) has sug-
gested that social media users’ engagements
differ by their primary life motivation. In
this vein, Belarmino and Koh’s (2018) study
showed that differences in eWOM motiva-
tion lead to different ratings of the same ho-
tel on different tourism websites.

The use of social media at different stag-
es of their vacation has become increasing-
ly important for tourists, including phases
from planning and realising the trip to the
final phase of sharing travel experiences.
These travel experiences have been shared
nowadays through social media in the form
of photos, comments and reviews, easily ac-
cessible to others (Ho & Lee, 2015). Asongu
and Odhiambo (2019) pointed out that the
manner in which tourists search for poten-
tial destinations depends on how tourism
companies use social media to influence
tourists’ choice of destinations. According
to Destination Analyst Research (2019)
52% of recreational tourists used social
media recommendations when travel plan-
ning. Hence, social media is an important
component for online tourism domain in the
context of planning trips through a search
engine. (Rathore et al., 2017).

As mentioned previously, tourists found
credibility of social media resources as one
of the main criteria when buying tourism
products. Tuclea et al. (2020) pointed out
that the quality of generated content can
widely vary, from high value content to ma-

nipulation, which has resulted in contamina-
tion of social networks with unwanted and
unsecure content. Thus, this issue of assess-
ing the credibility of information has ex-
posed tourists to risks. Considering that the
satisfaction of social media users with tour-
ism companies has directly and positively
influenced their trust in these companies
(Martinez-Navalon et al., 2020), tourism
supply should give thoughtful attention to
the credibility of information posted online.
In addition, these companies should have
in mind that the increasing number of trav-
elers have ability and possibility to gather
information through social media. Thus, it
is worthwhile to accept the advances made
possible by social media and inevitable to
avoid their acceptance by tourism marketers
(Blackshaw & Nazzaro, 2006; Hua et al.,
2017).

Furthermore, social media has enabled
the tourism corporations to take full advan-
tage of customer engagement strategies for
developing customer-brand relationships
(Aluri et al., 2019). Brand communication
in social media is defined as any piece of
brand-related communication “distributed
via social media that enables internet users
to access, share, engage with, add to, and
co-create” (Alhabash et al., 2017, p. 286).
Brand fan pages on social media (such as
Facebook, Twitter and Instagram) have
been created by tourism companies, which
has allowed them to publish brand posts,
containing videos, messages, quizzes, infor-
mation and other material (Soegoto & Uto-
mo, 2019), enabling that communications
between brand and tourists have no restric-
tions in terms of time, location and media
(Chen & Lin, 2019). On the other hand,
these tourists have become key authors of
brand stories by sharing brand experiences
via social media, connecting consumers and
brands (de Vries and Carlson, 2014).

Several pieces of research confirmed
that social media marketing activities have
had positive direct impact on brand loyalty.
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Particularly, Bilgin (2018) pointed out that
social media had positive effect on brand
awareness, which has expanded the social
media significance as awareness reminding
tools. Other research revealed that positive
destination image enhanced the revisit in-
tention (Assaker et al., 2011). The positive
impact of social media on brand loyalty
was also discussed by Chahal et al. (2020)
who proved that customers’ prior social
media experience (i.e., convenience when
purchasing on SM, exchanging questions
about products and services and buying ex-
perience on SM) has influenced their social
media brand engagement.

Conclusion

Social media has become an essential
tool for tourism marketing companies in
their marketing efforts to attract a larger
number of tourists. These web-based instru-
ments have also provided a large platform
for tourists’ feedback and have become one
of the most significant sources for improve-
ment and innovation ideas. Hence, the re-
search paper explored the positive effects of
social media on tourism, having in mind the
importance of changes in tourists’ purchase
intentions and brand loyalty under the influ-
ence of the previously mentioned effects.

The study presented a literature analyses
for optimizing social media usage in tourism
marketing activities. The implication of the
results could be benefitial for tourism mar-
keting managers in their efforts to improve
tourists’ satisfaction and loyalty, thus en-
larging profits. In addition, sales were found
to increase when a travel agency promoted
tourism products through social media that
are highly structured, medium-priced, or
medium-length, or that require more tourist
participation (Chang et al., 2018), which so-
cial media made possible. Hence, integrat-
ing social media services in tourism mar-
keting activities has been vital in order to
attract and retain tourists.
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WINERY WEBSITE ANALYSIS FRAMEWORK:
THE CASE STUDY OF SREM WINERIES

OKVIR ZA ANALIZU INTERNET PREZENTACIJA VINARIJA:
STUDIJA SLUCAJA VINARIJA SREMA

Abstract: The purpose of this paper is to
develop a framework that would enable
analysis of wineries’ websites from several
aspects: Website Functionality, Interactivity,
Visual Appearance, Contact Information,
Winery Specific Information, Wine Tourism
Related Services, and Online Shopping.
The framework is then applied to analyse
the Srem wineries’ websites. The author has
specifically chosen the Srem region because
Srem s viticulture has a long tradition, and
the wines produced there are of high quality.
1o be recognized as such in the world and
to make Srem region interesting to wine
consumers and wine tourists from various
countries, the Srem wineries need to have
a strong online presence, particularly in
the form of websites. Unfortunately, the
research presented in this paper reveals
that a large number of Srem wineries do
not have a website. The existing websites
were studied in detail in accordance with
the proposed framework. The project has its
practical implications, since the framework
presented can be of great help to wine
business practitioners in understanding
which features characterize a high-quality
winery website.

Key Words: Winery websites, websites
analysis, wineries, wine tourism, Srem.

Apstrakt: Svrha ovog rada je razvoj okvira
koji ¢e omoguditi analizu internet prezent-
acija vinarija sa nekoliko aspekata: funk-
cionalnosti internet prezentacije, interak-
tivnosti, vizuelnog izgleda, raspoloZivosti
kontakt informacija, informacija o samoj
vinariji, usluga vezanih za vinski turizam,
kao i mogucnosti onlajn kupovine. Taj ok-
Vir je zatim primenjen na analizu vinarija
Srema. Autor je odabrao bas Sremski rejon
zato Sto vinogradarstvo u Sremu ima dugu
tradiciju, a proizvedena vina su visokog
kvaliteta. Da bi kao takve bile prepoznate
u svetu, i da bi Sremski rejon mogao zain-
teresovati ljubitelje vina i vinske turiste
iz najrazlicitijih zemalja, vinarije Srema
moraju imati snaznu prisutnost na inter-
netu, posebno u vidu internet prezentacija.
Istrazivanje prezentovano u ovom radu je,
nazalost, pokazalo da veliki broj njih i nema
internet prezentaciju, a postojece prezent-
acije su detaljno analizirane u skladu sa
predlozenim okvirom. Projekat poseduje i
prakticne implikacije, jer predstavijeni ok-
vir moze biti od velike pomoci svima koji se
bave vinskim biznisom da razumeju koje su
to karakteristike koje visokokvalitetna inter-
net prezentacija vinarije mora posedovati.

Kljucne redi: Internet prezentacije vinarija,
analiza internet prezentacija, vinarije, vin-
ski turizam, Srbija.



16 | Turisti¢ko poslovanje

Introduction

Serbia’s geographical location and climate
are favourable to grapes and wine production,
and its viticulture has a long tradition (Petrovi¢
et al., 2015). Serbia has three winegrowing
regions: Vojvodina, Central Serbia, and
Kosovo and Metohija, with 22 wine sub-
regions withn them (Simonovic et al., 2019;
Ivanisevic et al., 2015).

One of the wine regions within
Vojvodina is Srem. It is located on the slopes
of Fruska Gora mountain facing the rivers
Danube and Sava (to the north and south,
respectively), excluding the area of “Fruska
Gora” national park (IvaniSevi¢ et al., 2015).
Viticulture in Srem is one of the oldest ones
in Europe (op. cit.) and there are numerous
wineries in this arca. Many of them are
small to medium sized, so they cannot
afford to spend too much on marketing. In
order to be recognized by wine consumers
and potential wine tourists, they need to
have good websites and preferably well-
managed social networks profiles. The aim
of this paper is to develop a winery website
analysis framework that would be applied
on the selected Srem wineries’ websites.
Before explaining the framework and
commenting on the research results, we will
first briefly review the existing literature in
the field of wineries’ websites analysis and
evaluation.

Literature review

A number of authors have investigated
wineries’ websites by applying different
criteria and emphasizing different website
features (i.e., attributes). Reviewing their
work was valuable in defining the framework
for website analysis used in this paper.

Begalli et al. (2009) investigated a
sample of 272 Italian speciality wineries in
order to examine the adoption of the Internet
as a wine marketing tool. A two-stage
analysis had been conducted. The existing

websites were analysed in the first stage,
and an adapted 7Cs model was used for
this purpose. In the second stage, in order
to analyse entrepreneurs’ perception of the
Internet marketing, the authors conducted
a direct survey of both the wineries with
and without websites. The adapted 7Cs
model included 26 parameters grouped
into 7 categories: Content — 3 parameters
(website update, graphic quality, counter
presence); Choice — 4 parameters (product
presentation, range of products, presence of
accessory products, presence of agrotourism
activities); Context — 2 parameters (website
typology, transaction typology); Comfort —
5 parameters (ranking, number of languages,
navigability, site map presence, presence of
an internal search engine); Convenience — 3
parameters (direct sale availability, delivery
time, delivery costs); Customer Service — 5
parameters (delivery traceability, payment
procedures, delivery procedures, security
of transactions, FAQ); and Community
— 4 parameters (forum presence, visit
book presence, link availability, toll-free
telephone number availability).

Zhu et al. (2009) extended a four-stage
model (which included the following
stages: presence, portals, transactions
integrations, and enterprises integration)
that characterized the level of the Internet
usage by the enterprises, and introduced
market integration into it. The authors
defined several functional features for
their revised website stage model. They
also specified 19 distinct features that
characterized web content and grouped
them into 4 categories: Marketing Function
— 9 features (newsletters, press releases,
awards won by the wines, toll-free contact
capability, business hours, customized
wine labels, tasting notes & recipes, map
& location, and events held by winery);
Technological Functions — 5 features (photo
album & gallery, virtual tour, background
music, online visitor counter, and dynamic
pictures & flash effects & moving pictures
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or words); Legal and Social Awareness — 3
features (website copyright statement, legal
notice, and privacy statement); and Winery
Characteristics — 2 features (family-owned
business or not, languages which have been
used on the website).

Velikova et al. (2011) evaluated 56
wineries” websites based on 95 attributes
grouped into 14 categories: Ease of
Navigation, Ease of Contact, About Us,
Operational Information, Facilities, Product
Information, E-commerce, Strategic
Marketing,  Branding/Positioning/Image,
Public Relations, Partnership, Interactive
Functions, Marketing Research, and
Educational Opportunities. The study
involved 21 evaluators.

Kolb and Thach (2016) analysed the
adoption of Web 2.0 and social media use
by the German wineries on a sample of 208
wineries from 13 different winegrowing
regions. They performed a content analysis
in order to determine the websites’
existence, e-commerce engine presence
on the websites, as well as the presence
of Web 2.0 components. The authors also
investigated the relationship between the
size of the winery and the features studied
(op. cit.).

Grahovac et al. (2017) chose five
wineries from Serbian region of Banat and
four from Romanian region of Banat, and
they analysed their websites for certain
Internet offers: Contact and Location
Information, Photo Gallery, Wine Tasting,
Online Shopping, Additional Tourist Offers,
as well as Websites’ Multilingualism.

Camilovi¢  (2020) compared  the
websites of five Serbian local tourist
organizations based on 29 features grouped
into 7 main categories: Search Engine
Optimization (SEO) — 1 feature (SEO
overall score); Website Functionality — 4
features (main navigation menu availability,
mobile friendly website, search box/button,
multiple language versions); Interactivity
— 4 features (contact information, contact

us form, FAQ, newsletter sign-up); Visual
Appearance — 5 features (readability, tourist
organization logo, photographs, videos,
virtual tour); Tourist Organizations’ Website
Specifics — 7 features (accommodation;
attractions, historical & cultural sites;
sightseeing tours & excursions; restaurants,
cafés & bars; shopping; sport; major events);
Visitor Information — 4 features (how to
get to the destination, tourist info centres,
local weather, time zone & currency); and
Social Media Links — 4 features (Facebook,
Twitter, YouTube, Instagram). Although the
paper did not deploy the website analysis in
the wine sector, it was useful in defining the
wineries’ websites analysis framework.

Materials and methods

The research presented in this paper
was conducted in September of 2021. The
first step was to identify the wineries of
the Srem wine region that would be further
analysed. The list of wineries was taken
from the website vino.rs. Subsequently,
Google search engine was used in order
to obtain further information about each
winery: its municipality, its website address
(if there was one), and some additional
contact information. If no information was
found on Google, the winery was excluded
from the study. The narrowed list included
74 Srem wineries. Not all of them had a
website. Some website addresses provided
(in some documents, or on their Facebook
pages) did not work because the domain was
not even registered (Who.is online tool was
used in domain information search). Several
websites were under construction or not
accessible, and those were also eliminated
from the study. This means that 41 of 74
wineries (55.41%) had a functional website.
Three websites were not typical winery
websites, so they were also excluded from
the research. The Serbian versions of the
websites were analysed in detail, and their
list is presented in Table 1.
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Table 1: The analysed sample of the Srem wineries and their websites

Winery ‘Website address
Acumincum https://www.vinarija-acumincum.com/
Acanski https://podrum-acanski.com/
Aven https://www.vinarijaaven.rs/
Bajilo https://vinarijabajilo.rs/
Belo Brdo https://www.belobrdo.com/
Benisek-Veselinovi¢ http://www.podrumbenisek.com/
Bikicki https://www.bikicki.rs/
Bjelica http://www.vinarijabjelica.rs/
Brestovacki https://vinarija-brestovacki.business.site/
Danguba https://vinarijapodrumdanguba.rs/
Deuri¢ https://vinarijadeuric.com/
Dulka http://vinarijadulka.rs/
DPurdié¢ http://www.djurdjic.rs/
Erdevik http://www.erdevikwinery.com/

Fruskogorski vinogradi / Quet

http://fruvin.com/sr/

Hopovo https://vinogradhopovo.com/
Imperator https://www.imperator.rs/

IN Ili¢-Nijemcevi¢ http://vinarija-in.rs/

Kis http://vinarijakis.com/

Komuna http://www.vinarijakomuna.com/
Kovadevié https://vinarijakovacevic.com/
Mackov podrum http://www.mackovpodrum.co.rs/st/
Manufaktura Spasi¢ https://manufakturaspasic.com/
McC https://www.mccorganskovino.com/
Miljevié http://www.podrum-miljevic.co.rs/
MK Kosovié¢ http://www.vinarijakosovic.com/
Mrdanin http://www.vinarija-mrdjanin.rs/

Patkov vinograd

https://patkovvinograd.business.site/

Sokolov zamak

https://sokolovzamak.rs/

Stojkovié https://dvasunca.com/

Sapat http://www.sapat.rs/sapat/

Sukac https://podrumsukac.rs/

Tri mede i oblak http://trimedjeioblak.com/
Trivanovic¢ https://vinarijatrivanovic.rs/
Urosevié http://www.vinogradiurosevic.rs/
Vinat https://vinovinat.webs.com/

Vinum https://www.vinum.rs/

Zivanovi¢ https://www.museumzivanovic.com/

Source: Author

The framework of this study is mostly  Zhu et al., 2009; Velikova et al., 2011; Kolb

based on the website features adapted from
the existing studies (Begalli et al., 2009;

apd Thach, 2016; Grahovac et al., 2017;
Camilovi¢, 2020). The author suggested a
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list of 26 different website attributes that
needed to be analysed, and grouped them into
7 main categories: Website Functionality,
Interactivity, Visual Appearance, Contact

Information, Winery Specific Information,
Wine Tourism Related Services, and Online
Shopping. This is illustrated in Table 2.

Table 2: Wineries’ websites analysis framework

Category

‘Website attribute

1. Website functionality a)

Main navigation menu availability from all pages
b) Mobile friendly website

¢) Functional search box/button

d) Multiple language versions

2. Interactivity a)

Contact us form

b) Functional newsletter sign-up

¢) Online sign-up for wine club

d) Social media links on a homepage

3. Visual appearance a)

Logo on every page

b) Images of the winery or its facilities
¢) Vineyard images

d) Images of individual products

4. Contact information a)

Address

b) Telephone

¢) Email

d) Functional Google Map

5. Winery specific information a)

Winery information
b) Working hours

¢) Wine descriptions
d) Wine prices

6. Wine tourism related services a)

Wine tasting

b) Offering food with wines

¢) Guided tour of the winery and/or vineyard
d) Onsite accommodation

7. Online shopping a)

Online shopping availability
b) i0S and Android shopping application download op-
tions

Source: Author

Both the content analysis of the wineries’
websites, and the automated online tool were
used for the purpose of the analysis. In order
to test if the websites were mobile-friendly,
the author used Mobile-Friendly Test Tool.
Analysing other features usually required
the content analysis of the selected websites.
However, some features needed to be tested
by the author, because only the functional
ones were considered. For example, if there
was a search box/button or a newsletter
sign-up box, but it didn’t work properly, it
was not taken into consideration. The same
applies for Google Maps that could not

load correctly. Only the search box/buttons
that allowed users to find particular topics
or pages on a website were examined (this
feature is quite different from the product
search function in a web shop, which was
not an attribute covered by this study).
Some websites had several social media
buttons, but not all of them were linked
to their existing social media profiles. For
example, some were linked to the website’s
homepage, the Google website, or Google+
social network that was shut down for
business and personal use in April 2019.
Those were not considered valid. Only the
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social media links that actually worked on
the homepage were taken into account. In
cases when the English version button did
not work (i.e., did not redirect to the English
version of the website), the website was not
considered to be bilingual. Online shopping
of any kind was taken into account (both
web shop, and making an online order).

Results and discussion

Good website functionality is important
for achieving a positive user experience,
and thus the success of a website. The
author investigated several important
functionality features. The results are
presented in Table 3.

Table 3: The Srem wineries’ websites’ functionality analysis

Website functionality
Website attribute No. of web- %
sites
. .. . Present 33 86.84
Main navigation menu availability from
11
atl pages Not present 5 13.16
Yes 29 76.32
Mobile friendly website
No 9 23.68
Present 4 10.53
Functional search box/button
Not present 34 89.47
Serbian language only 20 52.63
Multiple language versions 1 or 2 foreign languages 16 42.11
3 or more foreign lan- 5 56
guages

Source: Author

Most websites (86.84%) have main
navigation menu available on all the pages,
which is good. However, almost one quarter
of the websites (23.68%) are not mobile
friendly, and this is not good enough. Many
people use their mobile devices when they
search the information on the Internet and
visit websites. Search box/button enables
the users to easily find exactly what they
are looking for on a website, and thus it
is an important element of the website
functionality. The study shows that only
10.53% of the analysed websites have a

functional search box/button. To make the
website useful for foreign visitors, it should
be multilingual. Unfortunately, 52.63% of
the analysed wineries have only a Serbian
version of the website, which is of no use
to foreign visitors. Furthermore, 42.11%
of them are available in one or two foreign
languages, while only 5.26% are available
in three or more foreign languages.

Interactivity determines how a visitor
can engage with the winery, and this analysis
is presented in Table 4.
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Table 4: The Srem wineries websites’ interactivity analysis

Interactivity
Website Attribute No. of web- %
sites
Present 21 55.26
Contact us form
Not present 17 44.74
Present 3 7.89
Functional newsletter sign-up
Not present 35 92.11
Present 1 2.63
Online sign-up for wine club
Not present 37 97.37
None 13 34.21
Social media links on a homepage lor2 18 47.37
3 or more 7 18.42
Source: Author
Sometimes, providing contact  websites do not have any social media links

information is not enough, and 55.26% of
the analysed wineries offer a contact us
form on their websites as well. According
to Kotler et al. (2014), newsletters can
support building a company’s image
and bringing important news to target
markets. Nevertheless, only 7.89% of the
Srem wineries’ websites have a functional
newsletter sign-up. Wine clubs help
wineries develop long-term relationships
with their customers (Velikova et al., 2011).
It is a powerful means to increase repeated
purchases. A wine club membership should
offer special benefits to its members, such
as membership pricing, complementary
tasting, or exclusive access to special
events. Unfortunately, only one of the 38
analysed websites offers an online sign-up
for a wine club. Social media links can be
a good way of finding new customers and
increasing awareness of the winery. Many
people use social media to find additional
details about wines and wineries. For this
reason, the fact that 34.21% of the analysed

on their homepages is a high percentage.
However, 47.37% of the websites have one
or two social media links, while 18.42%
have three or more.

A website should be aesthetically
pleasing, and this is why the author
investigated visual appearance: presence
of logo on every page, images of winery or
its facilities, vineyard images, and images
of individual products. The results are
illustrated in Table 5. Logo serves as an
identifier for a winery. Its presence on the
website ensures credibility and promotes
brand loyalty. As many as 73.68% of the
analysed wineries display their logos on
every page of their websites. Also, 78.95%
of them contain images of the winery or its
facilities, 86.84% display vineyard images,
and 86.84% of them display images of
individual products. Those are important in
order to create a good impression, and they
can inspire people not only to desire to taste
wine, but to visit the winery as well.
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Table 5: The Srem wineries’ websites ' visual appearance analysis

Visual appearance
. . No. of web-
Website Attribute . %
sites
L Present 28 73.68
0go on every page
& Y pag Not present 10 26.32
) ) o Present 30 78.95
Images of the winery or its facilities
Not present 8 21.05
) . Present 33 86.84
Vineyard images
Not present 5 13.16
o Present 33 86.84
Images of individual products
Not present 5 13.16

Source: Author

There are several reasons why a website
needs to contain contact information. One of
them is to ensure that a website is legitimate,
that is, to confirm that a particular winery
is indeed the real owner of that specific

website. Contact details are also necessary
for making an inquiry about the products
or paying a visit, or simply to seek some
additional information. The websites’ contact
information analysis is presented in Table 6.

Table 6: The Srem wineries’websites’ contact information analysis

Contact information
. . No. of web-
Website Attribute . %
sites
Present 37 97.37
Address
Not present 1 2.63
Present 38 100
Telephone
Not present 0 0
. Present 32 84.21
Email
Not present 6 15.79
) Present 26 68.42
Functional Google Map
Not present 12 31.58

Source: Author

The results show that 97.37% of the
websites display an address, all the web-
sites provide a telephone number, 84.21%
provide an email address (or several ones),
and 68.42% have added a functional Google
Map. The last-mentioned option is impor-
tant because one click to Google Map can

route visitors to the winery, and many peo-
ple use it for the purpose of navigation.

A very important analysis is the
one concerning the websites’ winery
specific information presented in Table
7. The main reason why someone visits
a winery’s website in the first place is to
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find some information about the winery
and its products, and to check the working
hours. As expected, most Srem wineries’
websites offer winery information and wine
descriptions. However, 52.63% of them do

not display wine prices, and 71.05% do not
include the information about the working
hours. This is unfortunate, because a website
visitor can be puzzled about the appropriate
time to contact the winery or visit it.

Table 7: The Srem wineries’ websites winery specific information analysis

Winery specific information
Website Attribute No. Qf web- %
sites

Present 36 94.74
Winery information

Not present 2 5.26

Present 11 28.95
Working hours

Not present 27 71.05

Present 34 89.47
Wine descriptions

Not present 4 10.53

Present 20 52.63
Wine prices

Not present 18 47.37

Source: Author

Wine tourism can be described as
“visitation to vineyards, wineries, wine
festivals and wine shows for which grape
wine tasting and/or experiencing the
attributes of a grape wine region are the
prime motivating factors for visitors” (Hall
et al., 2000: 298). This very description

tells us that wineries play important part in
attracting wine tourists. Although winery
specific information, analysed earlier in
this paper, are interesting to wine tourists,
they are also seeking some tourism related
services. The analysis results are presented
in Table 8.

Table 8: The Srem wineries’ websites’ wine tourism related services analysis

Wine tourism related services
Website Attribute No. ?f web- %
sites

Present 25 65.79
Wine tasting

Not present 13 34.21

Present 19 50.00
Offering food with wines

Not present 19 50.00
Guided tour of the winery and/or vine- | Present 8 21.05
yard Not present 30 78.95

Present 3 7.89
Onsite accommodation

Not present 35 92.11

Source: Author
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Surprisingly, more than one third of Srem
wineries’ websites (34.21%) do not offer
wine tasting. Half of them offer some food
with wines. Only 21.05% of the analysed
websites give visitors the option of a guided
tour of the winery and/or vineyard, and only
3 of 38 the analysed websites provide onside
accommodation. These results show that
Srem wineries are not sufficiently aware of
the importance of wine tourism and their
role in it.

Consumer fondness of online shopping
is driving wineries worldwide to embrace
e-commerce (Parboteecah et al., 2016).

In 2020, the pandemic drove even more
wine consumers online, and in 2021 wine
retailers predicted that online wine sales
would continue to grow (Melton, 2021).
With pandemic restrictions for bars and
restaurants, the e-commerce has grown fast
for wineries that sell their products directly
to consumers (op. cit.). The Srem wineries
did not seize this opportunity to the right
extent. Nearly half of the analysed websites
(47.37%) do not offer online shopping
options, and only one website has i0OS and
Android shopping applications download
option.

Table 9: The Srem wineries’websites’ online shopping analysis

Online shopping
Website Attribute No. of web- %
sites

Present 20 52.63
Online shopping availability

Not present 18 47.37
10S and Android shopping application Present ! 2.63
download options Not present 37 97.37

Source: Author

Conclusion

Viticulture and wine production in
Serbia have a long tradition. Nevertheless,
Serbian wines are not sufficiently promoted
on the global market. The main prerequisite
for a winery to be competitive on the market
and to be recognized among wine lovers
and wine tourist is to have a high-quality
website. This paper provides a framework
for winery websites analysis that can be put
in good use by wine business practitioners,
because it also gives guidelines about the
features that a website should have. The
framework has been used to analyse and
evaluate 38 Srem wineries’ websites, and
the results presented are quite interesting.

However, there are some limitations to
this study that should be mentioned. The
first, and most obvious one, is that only Srem
wineries’ websites were analysed. Srem is
justone of 22 wine sub-regions withing three
winegrowing regions in Serbia. It would be
useful to extend the research to all the other
regions and sub-regions, and to compare the
main differences between them.

Another limitation of this study is that
it is mostly based on the content analysis
of the wineries’” websites, while no surveys
were conducted. It would be interesting to
perform a qualitative research study in the
future.
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KONCEPT PROSTORA U KNJIZEVNOM TURIZMU

THE CONCEPT OF PLACE IN LITERARY TOURISM

Apstrakt: Cilj rada je da prikaze na koji
nacin su predstavljeni i interpretirani prost-
ori u knjizevnom turizmu. Uzimajuci u obzir
savremena poststrukturalisticka i postmo-
derna tumacenja kulture i turizma istrazice-
mo u kakvom su odnosu knjizevni prostori
i posetioci. Drugim recima, interesuje nas
na koje nacine knjizevni prostori uticu na
dozivljaj posetilaca istih, odnosno na koji
nacin posetioci dodeljuju znacenje fiktivnim
prostorima koja postoje u stvarnom svetu i
obrnuto (stvarnim prostorima koja postoje i
u fiktivnom svetu). Poc¢i cemo od pretpostav-
ke da je priroda knjizevnog turizma takva
da neizbezno brise granice izmedu fiktivnog
i nefiktivnog u dozivljaju turiste, koji postaje
aktivan ucesnikkako u kreiranju potencijal-
ne ponude, tako i prihvatanju autenticnog
iskustva, odnosno doziviljaja, koje je licno
i subjektivo. Kako bi se kreirala kvalitetna
turisticka ponuda ljubiteljima knjizevnosti
potrebno je dobro razumeti nacin na koji
posetioci dozivljavaju ovakve prostore, jer
je za popularizovanje odredene lokacije i
uspesne turisticke ponude neophodno uzeti
u obzir vise faktora, ukljucujuci i sam krea-
tivni ¢in posetilaca.

Kljuéne reci: prostori, knjizevni turi-
zam, knjizevnost, autenticnost, iskustvo.

Abstract: The aim of this paper is to de-
pict how the concept of place is presented
and interpreted in literary tourism. Drawing
upon the poststructuralist and postmodern
theories of culture and tourism the paper
will explore the relation between the literary
places and tourists. In other words, the pa-
per examines how the literary places influ-
ence visitors’ experiences of certain places
and how the visitors assign meanings to the
fictional places which exist in the real world
and vice-versa (the real places which also
exist in the world of fiction). In the context of
literary tourism the boundaries between the
fictional and non-fictional worlds are inevi-
tably blurred in the tourist s experience. The
tourist becomes the active creator of both,
the potential tourist offer and the authentic
experience which is personal and subjec-
tive. In order to create the appropriate tour-
ist offer to the bibliophiles it is of the utmost
importance to understand the way visitors
experience such places. In order for the lit-
erary place to become popular it is neces-
sary to include several factors including the
creative act of the visitor.

Key words: places, literary tourism, lit-
erature, authenticity, experience.



28 | Turisti¢ko poslovanje

Uvod

Do osamdesetih godina proslog veka i
pojave savremenih mislilaca poput Misela
Fukoa, Anrija Lefebvrea, Edvarda Sodze i
drugih, interesovanje za prostor u human-
istickim naukama je dugo bilo zanemareno,
a sam koncept je bio skrajnut u odnosu na
znacaj diskusija o vremenu. Sa pojavom
savremenih teorija poput poststrukturaliz-
ma i postmodernizma prostor polako dobija
konstruktivisti¢ku dimenziju i biva smatran
drustvenim fenomenom koji se transformise
kompleksnim interakcijama, znacenjima,
razumevanjima, iskustvima ljudi odnosno
zajednice. Upravo kovanicom ,,prostorni
zaokret® oznacavamo eru u kojoj pros-
tor zauzima gotovo sredi$nje mesto u hu-
manistickim naukama jer, kako je smatrao
Fuko, zivimo u epohi prostora, ,,...u epohi
naporednog, epohi bliskog i dalekog, sus-
ednog, rastrkanog (Fuko, 2005, 29). Pojam
prostora postaje fluidan i heterogen, a nas
odnos prema njemu promenljiv, te zavisi od
istorijskih i kulturoloskih prilika, naroda,
kolektivnog i licnog iskustva, kao i odnosa
moci. Prostor, kao socijalni fenomen, izno-
va se reprodukuje i menja. Ovde treba zas-
tati 1 napomenuti razliku izmedu pojmova
mesto i prostor. Najkrace receno prostor je
mesto kom je dodeljeno znac¢enje. Dok me-
sto predstavlja fizicki definisanu kategoriju
koja se moze odrediti odredenim parametri-
ma poput duzine, $irine ili nadmorske visine
(Lefebvre, 1991), prostor se pak odnosi na
viSestruka 1 kompleksna znacenja koja su
stvorili ljudi putem razlic¢itih oblika inter-
akcija sa datim mestom (Tuan, 2001).Lefe-
bvreov(1991) koncept treCeg prostora koji
podrazumeva prostorne prakse, predstave
prostora i reprezentovane (prozivljene)
prostore, od kojih poslednji pomenut po-
jam obuhvata prostore izmedu konkretnog i
apstraktnog, stvarnog i zamisljenog, uticao
je na teoriju poznatog postmodernog poli-
tickog geografa Edvarda Sodze. Isticucéi vaz-
nost kompleksnosti samih prostora Sodza

zakljuCuje: ,,Prostor je viSe nego znacajan
da bi bio prepusten specijalizovanim prost-
ornim disciplinama kao $to su geografija, ar-
hitektura, urbanizam [...]* (Soja, 1996, 47).
Sodza osmisljava trijalektiku prostora, koju
¢ine prvi, drugi i treéi, najznacajni, prostor
koji definise kao ,,[...] prostor u kome su sa-
drzana sva mesta, koja se mogu sagledati iz
svakog ugla, gde svako stoji odvojeno; ali
isto tako kao i tajanstvena i nejasna stvar,
ispunjena iluzijama i aluzijama, prostor koji
nam je svima poznat, ali se ipak ne moze
do kraja shvatiti i spoznati, ‘nezamislivi uni-
verzum’ [...]“(Soja, 1996, 56).

Objasnjenje treeg prostora Edvarda
SodZe najvise odgovara tumacenju prosto-
ra u domenu knjizevnog turizma, inspirisa-
nog narativima knjizevnih tekstova. Post-
modernizam donosi sa sobom kompleksno
tumacenje prostora, koje postaje fluidno,
nestati¢no, heterogeno, u kom se stvarno i
fiktivno prepli¢u. Iz ugla geokritike, prostor
se takode tumaci kao fluidan i heterogen, a
odnosi se na subjektivno poimanje odrede-
nog mesta svakog pojedinca. Dozivljaj o
odredenom prostoru oslanja se na nase is-
kustvo 1 predasnje znanje o njemu. Robert
Tali u predgovoru Vestfalove Geokritike
koju je preveo na engleski jezik, belezi:
,»,NaSe razumevanje nekog mesta odredeno
je nasim liénim iskustvima koja stvaramo
sa njim, ali 1 nasim citanjem o iskustvima
drugih, naSim gledistem, ukljucujuéi nase
pristrasnosti i mastarije” (Tally, 2011, X).
Tali (2011) zatim ovu ideju ilustruje licnim
primerom. Njegov prvi susret sa Londonom
izazvao je ¢udenje, jer je na osnovu predasn-
jeg znanja prikupljenog iz razlicitih tekstova,
a inspirisan Dikensovim stvaralastvom o
Londonu, autor o¢ekivao kiSu i izmaglicu,
a ne suncano vreme. Stoga nije zacudujuce
S§to se u turistickoj literaturi (Muresan and
Smith, 1998; Robb, 1998; Watson, 2006)
pominje potencijalno razocaranje posetilaca
onih lokacija koje su inpirisane narativima
knjizevnih tekstova, a razlog tome nala-
zi se u oc¢ekivanjima posetilaca koja se ne
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moraju podudarati sa turistickim ponudama
(Seaman, 2016). Dakle knjizevni tekstovi
izazivaju odredeno osecanje kod pojedinaca
ali 1 grupa ljudi ili zajednica, koje se onda
na osnovu njih projektuju na prostore stva-
rajuci novi dozivljaj, a koji zapravo ne mora
biti loS. U nastavku rada usredsredi¢emo se
na tumacenje prostora, turistiCke ponude i
znacaj Citalaca/turista.

Citaoci i turisti kao stvaraoci znacenja

Baveci se analizom diskursa u svojim
radovima Skvajrova (1988; 1996) istrazuje
na koji na¢in poezija i proza, odnosno dec¢ja
knjizevnost uti¢u na percepciju prostora
¢italaca opisanih u pesmama i knjizevnim
delima, odnosno na koji nacin ¢italac poi-
ma realne prostore o kojima saznaje iz kn-
jizevnih tekstova. Autorka dolazi do zakl-
jucka da su jezerski pesnici transformisali
znacenje predela Lejk distrikta stvorivsi
Hliterarni pejzaz® ¢ime su popularizovali
znacaj prirode i njene neukrotivosti, §to
je dovelo do povecanog broja turista i st-
varanja ,.turistickog pejzaza‘“ koji se javio
kao odgovor ,,na mitologizovani i emotivni
portret mesta“ jer ,,[rJomantic¢arska ideolo-
gija stvorila je utisak idilicnog, neukroti-
vog raja“, koji su zeleli da iskuse i oni koji
0 jezerskim pesnicima nisu znali mnogo
(Squire 1988, 237). Do sli¢nih zakljucaka
je dosla ista autorka u istrazivanju na temu
uticaja prostora iz dela Beatriks Poter. Nai-
me, ova deCija knjiZevnica u svom stva-
ralastvu ilustrovala bi seosku idilu. Njena
dela izazivaju nostalgiju, osecanje bezbriz-
nosti i nekog boljeg vremena koji se vezuje
za ruralne predele (Squire, 1996). Dakle,
prema ovakvom videnju, nacin na koji su
prostori opisani u knjizevnom delu umno-
gome oblikuju shvatanje takvog prostora u
realnosti, pa samim tim i u okviru turistic-
ke ponude. Drugim recima projekovanjem
sopstvenog (ili kolektivnog) dozivljaja
prostora u realne predele koji je oblikovan
sadrzajem odredenog teksta stvaraju se

prostori. Tetlii Bramvel (2002) smatraju
da zapravo pisac stvara mit o prostoru ¢ija
simboli¢ka znac¢enja dele sa ¢itaocima (cit.
u Hoppen et al., 2014). Medutim, suprot-
no tome, Votsoni Sonders (2004) veruju
da zapravo ¢itaoci tumace tekstove pisaca
,U svojoj viziji realnosti“ (cit. u Hoppen
et al.2014,43). Iako se moZemo sloziti sa
Hopenovomi saradnicima (2014) da obe
tvrdnje mogu biti tacne, istaknimo u nas-
tavku vaznost uloge Citaoca/turiste koja ne
sme biti zanemarena ni skrajnuta u kon-
tekstu knjizevnog turizma. Simboli¢nom
smréu autora, Bart (1999) naglasava znacaj
Citalaca, koji nezavisno od namere autora
stvaraju sopstvena znacenja teksta, u ¢emu
zapravo lezi zadovoljstvo. Dzon Fisk ba-
veci se popularnom kulturom u zelji da pri-
kaze koliko su granice izmedu masovne i
visoke kulture poljuljane, te da pruzi glas
narodu smatrajuci ga za aktivnog ucesnika
u proizvodnji znacenja, poziva se na Bart-
ov pojam jouissance koji izbegava svakom
obliku kontrole jer predstavlja subjektivan
i telesni osecaj svakog pojedinca: ,,Jou-
issance nije svojstvo teksta, i ne moze se
identifikovati analizom; ono se javlja u telu
¢itaoca u trenutku Citanja kada tekst i ¢i-
talac na erotski nacin izgube svoj identitet
i postanu novo, trenutno stvoreno telo koje
pripada njima i samo njima, koje prkosi
znacenju ili disciplini“ (Fisk, 2001,62).
Dakle u poststrukturalisti¢koj misli Citalac
postaje aktivan ucesnik u kreiranju znaéen-
ja teksta koje viSe nije ni konacno ni apso-
lutno. Upisivanje znafenja u predeo, koji
iako predstavlja drustveni konstrukt, neo-
dvojivo je od interpretacije Citaoca teksta.
Lejk distrikt, primera radi mozda pred-
stavlja oliCenje nacionalnog identititeta,
a narcisi koji rastu na poljima, opisani u
Vortsvortovoj pesmi iako sinonim za impe-
rijalnu Englesku i kolonijalnu hegemoniju,
danas, u savremenom svetu informacija,
mogu istovremeno predstavljati i mesto
otpora (post)kolonijalnom diskursu. Dakle,
jedno mesto, iako drustveno konstruisa-
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no, proizvodi viSe znacenja u zavisnosti
od drustvene pozicije onog ko dati tekst
»Cita®. Mnoga mesta mogu istovremeno
predstavljati i popriste borbe i mesta ot-
pora.! U kontekstu knjizevnog turizma,
Herbert navodi kako su prostori u ponudi
iako dru$tveni konstrukt, konstruisani od
strane kreatora ponude, zapravo neodvo-
jivi od tumacenja posetilaca. Naime, iako
prilikom odredivanja lokacije kreatori iste
,»uspisuju® poruke u knjizevne prostore ,,ne
postoji garancija da ¢e poruka biti proci-
tana i interpretirana kako je planirano®
(Herbert, 2001,316). Drugim re¢ima, turis-
ti nisu pasivni konzumenti, te treba voditi
racuna o njihovim ,,percepcijama i potreba-
ma“ (Herbert, 2001,317). Dovede¢i u vezu
autenti¢nost knjizevnog mesta i literarnu
destinaciju, a pozivajuéi se na Vangovo
(1999) tumacenje autenti¢nosti (objektiv-
na, konstruktivisticka i egzistencijalna au-
tenti¢nost), Safova (2011) zakljuéuje da se
ovi vidovi autenti¢nosti Cesto preklapaju
zbog kompleksnosti knjizevnog turizma,
a zatim navodi da postoje tri tipa prostora
koja ljudi posecuju: mesto povezano sa Zi-
votom autora, poput rodnog grada, doma,
grobnice, zatim lokacija iz fiktivnog dela
koja takode postoji u realnom svetu i me-
sto koje je potpuno izmisljeno i odgovara
simulakrumu.

U nastavku rada obrati¢emo paznju na
one odlike knjizevnog turizma, koje se
odnose na narative knjizevnih dela jer ta-
kav aspekt odgovara pomenutom konceptu
treceg prostora koji se bazira na fiktivnom

1 Navedena tvrdnja o mestima otpora relevanta
je za ovaj rad u onoj meri u kojoj zelimo da
pokazemo da turisti ucestvuju aktivno u kre-
iranju znacenja prostora povezanih sa narati-
vima knjizevnih tekstova, turisti¢kih ponuda i
konzumiranju istih, bas kao $to narod pripisuje
sopstvena znacenja kapitalistickim proizovid-
ma, kako smatra Fisk (2001). Oslanjajuéi se na
aspekte popularne kulture, DZona Fiska, mo-
zemo smatrati da se ne moze nasilno nametnu-
ti ponuda knjizevnog turizma posetiocima jer
ih ne smatramo pasivnim konzumentima.

i nefiktivnom, konkretnom i apstraktnom.
Zbog specifi¢ne prirode knjizevnog turiz-
ma namecu se dva znaéajna pitanja — Sta
podrazumeva autenti¢nost takvog knjizev-
nog prostora u turistickoj ponudi i kako
odrediti, odnosno predvideti popularnost
istog? Jasno je da neée svako knjizev-
no mesto steéi popularnost, niti ¢e dobiti
svoj prostorni ekvivalent u realnom svetu
koji ¢e se nuzno doveka odrzati aktuelnim.
Nacin na koji mesto sti¢e popularnost tesko
se moze sa sigurno$c¢u odrediti. Kada pri-
dodamo i klasifikaciju turista onda biva
jo§ nezgodnije olako utvrditi parametre
koji odreduju popularnost date lokacije.
Takode, ne posecuju svi turisti atrakciju
inspirisanu knjizevnim tekstom ba$ zbog
toga §to je dati tekst ostavio utisak na njih.?
Mozemo smatrati da knjizevna mesta biva-
ju popularizovana kombinacijom razli¢i-
tih faktora, pocev od diskurzivnih praksi,
popularnos¢u pisca ili pesnika, odnosno
ideja koje se prozimaju u delu, a prihvat-
ljive su u datom periodu i datoj zajednici,
te izraZzavaju odredenukolektivnu emociju,
npr. nostalgiju (Squire, 1996). Medutim ne
treba zanemariti subjektivne interpretacije
i iskustava Citalaca/turista nezavisno od in-
tencija pisca/kreatora turisticke ponude (ali
i zajedni¢ko delovanje pisca/kreatora po-
nude i ¢itaoca/posetioca), kao ni predasnja
znanja o datom mestu (geokritika). Pored
toga, popularnost nekog mesta povezana
je i sa aktivnostima uklju¢enim u ponudu
i performativnom ulogom posetilaca (Sea-
man, 2016) itd.

2 Simanova (2019) isti¢e da performativne ulo-
ge posetilaca lokacija posveéenih knjizevnim
delima popularizuje samu lokaciju. Medutim,
autorka takode navodi da su razlozi posete
pojedinih lokacija zapravo aktivnosti koje su
u ponudi, a u kojima turisti aktivno ucestvu-
ju isti¢uéi da odredeni deo turista ne posecu-
je predele zato Sto su inspirisani knjizevnim
delom. Autorka navodi da pojedini posetioci i
ne znaju na koji su nacin turisticke atrakcije
odnosno manifestacije ili organizovana takmi-
¢enja povezana sa piscem ili tekstom.
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Fiktivni prostori u realnom svetu i
njihova autenti¢nost

Izmestanje prostora iz fiktivnih svetova
u realne nikad ne moze biti identiténo. Iz-
medu ostalog zbog toga §to je originalno me-
sto zapravo plod pisc¢eve maste, kao i zbog
¢injenice da prostori koje zamisli pisac ne
moraju nuzno imati istu mentalnu predsta-
vu u ¢itaocevom umu, ¢ak i kada postoje u
realnom geografskom okruzenju. Virdzinija
Vulf je prostore smatrala intimnim i znanim
samo piscu: ,,Pis¢eva zemlja je teritorija u
njegovom umu; i rizikujemo da se razocar-
amo ako pokusamo da te fantomske gra-
dove prebacimo u opipljive gradevine [...]
insistirati da [piS¢ev grad] ima svoj odgo-
varaju¢i pandanu ovozemaljskim gradovi-
ma znaci ukrasti mu deo Sarma [...] (Woollf,
1986,35). Medutim, i pored svesti o tome da
mesto koje je u sprezi sa knjizevnim delom
ne moze biti doslovno preslikano u realno
okruzenje, turisti su spremni da posete pro-
store posvecene omiljenom junaku, piscu ili
pesniku koji su deo turisticke ponude. Stoga
se namece razmisljanje o autenti¢nosti pro-
stora, ponude i dozivljaja posetilaca. Melani
Smit pominje znacaj ,li¢ne autenti¢nosti
za koju tvrdi da je najkompleksnija i naj-
manje zastupljena u istraZivanjima. Ona se
,,0dnosi na emocionalno i psiholosko isku-
stvo putovanja, subjektivne odgovore i tu-
macenje dozivljenih mesta i dogadaja [...]“
(Smith, 2009, 20). Tumacenje autenti¢nosti
kao subjektivnog osecaja, a koji se odnosi
na tre¢i prostor doprinosi boljem razume-
vanju sustine samog pojma autenti¢nosti
destinacije knjizevnog turizma i osecanja
koje literarno mesto izaziva kod posetioca,
ali 1 ukazuje na neuhvatljivost i komplek-
snost pojma. Autenti¢nost nije objektivna.
Istovetna replika nefiktivnog prostora u re-
alnom ne mora biti smatrana autenticnom.
Turisti se katkad i ne zapitaju da li je ono §to
posecuju autenticno, stvarno, odnosno da li
reprezentacija fiktivnog sveta apsolutno od-
govara nefiktivnom svetu, ali ne zato $to pa-

sivno prihvataju ponudu, veé naprotiv, zato
Sto tragaju za licnim dozivljajem i novom
stvarnosti upisujuéi u mesta svoje Zzelje,
ocekivanja, emocije koje su iskusili ¢itajuéi
o datom mestu, a istovremeno prihvatajuéi
i interpretiraju¢i ponudu. Ovde se mozemo
sloziti sa Herbertovom (2001) tvrdnjom da
autenticnost predstavlja subjektivni osecaj
koji nastaje kombinacijom namera onih koji
sacinjavaju ponudu s jedne strane i inter-
pretacijom onih koji je konzumiraju s druge
strane. Stavise, turisti, ili kako ih Smitova
(2009) naziva post-turisti, u savremenom
drustvu zapravo i ne mare za autenticno$cu
ponude u tradicionalnom smislu i Zele da
iskuse hiperrealne lokacije. Dobrim delom
na ovakvom zakljucku mozemo zahvaliti
Bodrijarovoj (1994) pesimisti¢noj tvrdnji da
niSta nije autenticno u postmodernom dobu.
U nastavku ¢emo pokusati da predstavimo
primere turistiCke ponude koji odgovaraju
konceptima treéeg prostora, kao i hiper-
realnosti, a odnose se na potrebuturista da
tragaju za licnim dozivljajem i novom stvar-
nosti. Takode ¢emo istraziti i kakvu ponu-
du pruzaju date atrakcije kako bi turistima
dozvolili da kreiraju licne emocije ali i na
koji nacin Citaoci/posetioci dodeljuju svoja
znaéenja turistickim ponudama koja turi-
sticke organizacije treba da prepoznaju.

Lokacija, li¢ni dozivljaj i treci prostor

Pozivajuéi se na Umberta Eka (1986)
Hopenova i sar. (2014) navode da turisti po-
se¢uju hiperrealne destinacije, odnosno one
destinacije koje se odnose na kombinaciju
fiktivnih odnosno mitskih junaka i lokacija
koje postoje u realnosti, poput Servudske
Sume i Robina Huda. Isti autori pozivajuci
se na Herberta (2001) navode da ba§ zbog
kombinacije realnog i fiktivnog ovakva
mesta imaju posebno znaCenje za turiste
(Hoppen et al.,2014). Neretko, citajuéi kn-
jizevno delo Citalac oseti snazne emocije.
S tim u vezi Pokok navodi da je jedan deo
turista osetio uzbudenje ,,ne toliko zbog
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¢injenice da koraca stopama Dzejn Ostin
ve¢ zbog osecaja da Hitklif svakog trenutka
moze da se pojavi“ (Pocock, 1987,138). Si-
manovaova smatra da turisti zele da posete i
istraze ,,tacnu lokaciju na kojoj su se odigra-
le literarne scene oponasajuci omiljene kn-
jizevne junake‘? (Seaman, 2019, 143), u zel-
jida ,aktivno posmatraju iskustva prikazana
u knjizi“ (Seaman, 2019, 143). Posmatran-
jem predela autorovim ocima ,,posetioci
vide knjizevna mesta kao pejzaze koji Ce-
kaju mastovit ponovni povratak u prostor i
kao ,,zaCarane tacke ulaska u svet fantazije*
(Watson, 2006, 5), a to odgovara koncep-
tu treceg prostora koji je osmislio Edvard
Sodza (1996), §to primecuje i Simanova
(2016). Uzimajuéi u obzir savremenog turis-
tu koji zeli da ¢ulima aktivno dozivi prost-
or Bang i1 Ju (2019) navode da u tumacenju
turistickog dozivljaja ne treba zanemariti
emocije posetilaca jer one stimuliSu cula i
um. Fantasti¢no i imaginarno okrZenje i si-
mulacija pri¢a za decu deo jeturistiCke po-
nude Kambrije. Re€ je o poznatoj britanskoj
knjizevnici Beatriks Poter i njenom popular-
nom stvaralastvu. Turisticka ponuda neretko
podrazumeva simulaciju okruzenja iz roma-
na, price ili pesme. Medutim, kada Zivotin-
jama Beatriks Poter damo glas, razum, svest
a zatim 1 kuhinju, odeéu i druge predmete
i objekte svojstvene coveku, te ih izmest-
imo u realno okruZenje u kom su i nastali
onda stvaramo potpuno fiktivnu dimenziju
u nefiktivnom svetu. Kreatori ponude nude
dozivljaj treceg prostora u Centru nazvanom
The World of Beatrix Potter (Svet Beatriks
Poter), nude upoznavanje sa omiljenim
junacima, Zzivotinjama, u magi¢nom ok-
ruzenju uz obecanje posetiocima da ¢e imati
utisak da se nalaze u pricama dok se susrecu
sa svojim omijenim likovima u magi¢nom
ambijentu. Dozivljaj otpocinje krac¢im video
klipom koji se kasnije nastavlja putovanjem
kroz fiktivne predele: ,,Osecacete se kao
da Setate stranicama knjiga“ (The World

3 Kurziv dodat.

of Beatrix Potter n.d.). Svet Beatriks Poter
podsti¢e osecanja nostalgije 1 srece, seca
na detinjstvo (Squire, 1996). Nakon odgle-
danog video snimka koji odgovara savre-
menom obliku putovanja, virtuelnom, autori
ponude posetioce zatim pozivaju da aktivno
ucestvuju u kreiranju dozivljaja te da ukl-
juce Cula: ,,Pogledajte vevericu Natkina na
njegovom splavu i pomiriSite svez ves go-
spode Tigi-vinkl u njenoj uredno sredenoj
kuhinji“ (The World of Beatrix Potter n.d).
Svet Beatriks Poter dakle kombinuje vizu-
elne sadrzaje i nove tehnologije sa culnim
kako bi omogucile posetiocu da stvori li¢ni
dozivljaj dok krecuéi se tre¢im prostorom
kombinuje emocijepobudene tekstom sa
opazanjima, dozivljajima i tumacenjima
koja stvara posetom ovog Centra, te kreira
nova subjektivna autentiCna iskustva koja
odgovaraju sintagmi li¢ne autenti¢nosti Me-
lani Smit (2009).

Fiktivne lokacije i nova stvarnost

Znalaj turista i njihovog iskustva i
znanja u kreiranju znacenja je dakle od
velike vaznosti za razumevanje prostora u
knjizevnom turizmu jer fakticki doprinose
stvaranju novih, tre¢ih prostora. Filmska
ekranizacija knjizevnih dela umnogome
odreduje dozivljaj prostora i dodeljuje mu
popularnost. Tali navodi znacaj ekraniza-
cije fikcije u naSem tumacenju odredenog
prostora kada u razgovoru sa Darici (2015)
pominje Dubrovacku tvrdavu Lovrijenac
kojoj su posetioci dali novo znacenje jer je
u savremenom dobu vezuju za serijal Igre
prestola, a koju turisticka organizacija tre-
ba da prepozna. Tuan (2001) pominje pri-
mer zamka Kronberg u Danskoj u kom je
ziveo Hamlet, smatrajué¢i da zamak u o¢ima
posetilaca zapravo ne predstavlja gradevinu
od fizicki opipljivog materijala, ve¢ dobija
potpuno drugacije znacenje kada ga turisti
prepoznaju kao Hamletov dom. Istrazujuéi
knjizevni London, Vestover (2012) tvrdi
da posetioci knjizevnih prostora ne mogu
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a da ne dozive treéi prostor prilikom pose-
te lokacija inspirisanih knjizevnim delima,
jer se zapravo aktivno prisecaju knjizevnih
tekstova koji se na te prostore odnose. Da
su ljudi, iako bez namere, aktivni ucesnici u
stvaranju ponude navodi Simanova (2019).
Ova autorka isti¢e znacaj uloge koju pose-
tioci imaju pri kreiranju knjizevnih prosto-
ra. Naime, autorka navodi da su na osnovu
ogromne popularnosti serijala Sumrak (Twi-
light), fanovi bili ti koji su uticali na kreiran-
je knjizevnim tekstom inspirisane atrak-
cije, tako §to su svakodnevno ometali rad
vasingtonske bolnice iz zelje da je istraze iz
ugla glavnog junaka koji je u njoj zaposlen.
Bolnica je prihvatila svoju literarnu ulogu,
koju su joj dodelili fanovi, te je, kako bi om-
ogucila rad osoblju, prostor za fotografisan-
je izmestila na parking, dodelivsi parking
mesto fiktivnom doktoru (Seaman, 2019), a
koje je postalo deo treceg prostora.

Iako se geografska odnosno realna lo-
kacija u nekim slucajevima ne podudara sa
fiktivnom, replika-simulacija moze biti po-
nekad i do tancina izvedena, tako da fiktivni
svet bude u potpunosti preslikan u nefiktivni.
To se lakSe moze uociti poredenjem filmskog
ili televizijskog sadrzaja i atrakcije u domenu
knjizevnog turizma. Cuveni kafi¢ iz serije
Prijatelji ima mnostvo replika Sirom sveta,
ukljuéujuci i onu u Zrenjaninu. Zanimljivo je
to da kada su ovi izmisljeni fiktivni svetovi
stvoreni, transformisali su znacenje prostora
u Londonu, Njujorku, Parizu ili Zrenjaninu.
Ovakav fenomen, reprezentacije kojoj je
pripisano znacenje ,stvarnog“, pozivajuéi
se na Bodrijara, autokre Kinteiro i Baleiro
tumace na sl. naéin: ,,Koris¢enjem znakova
i reprezentacija se sve cesce ponavlja,sSto
zauzvrat, kao posledicu ima to da predstav-
ljanje postaje ’stvarnije’ od referentnog, od-
nosno, posetioci su spremni da percipiraju
se odnosi® (Quinteiro and Baleiro, 2018,57).
U slucaju autenti¢nosti doma fiktivnog pro-
tagoniste Serloka Holmsa u Bejker Stritu,
koji ne odgovara realnoj lokaciji,Morisova

objasnjava da je uocljiva “simulacija ‘auten-
ticnih’ biografskih [objekata] koji predsta-
vljaju potpuno fiktivni subjekat.[...] Dakle,
u ovom slucaju, nararativ koji je u osnovi
prikaza vazniji je od autenti¢nosti objekta.
Ali oni nisu u suprotnosti [...] ve¢ su neraski-
divo isprepletani. Granice izmedu autenti¢n-
og i fiktivnog mogla bi biti zamagljena u
ovom obliku prikazivanja objekata” (Morris,
2017,21). Stvarno 1 fiktivno je toliko isprel-
petano, a fiktivni diskurs toliko realistian
da ,,postmoderno doba vise ne moze reci da
je svet od cementa, betona ili Celika stvar-
niji od sveta od papira i mastila“ (Westphal,
2011,3). Setajuéi ulicama Londona ili Dabli-
na, istovremeno kora¢amo kroz tre¢i prostor.
U navedenim gradovima, naime, mozemo
opaziti cuvene plave ploce posvecene fikti-
nim likovima — Bovijevom alter egu Zigiju
Stardastu ili Serloku Holmsu, odnosno Leo-
poldu Blumu u Dablinu. Turisti katkad nisu
sigurni da li obilaze znamenitosti posvecene
Dzojsu ili njegovom fiktivnom junaku. Za
ovakva mesta, [von Smit navodi da predsta-
vljaju ,,lieux d’imagination®, odnosno treéi
prostor (Lipovsek i Kesi¢, 2014), a zapravo
su ,, taktilna simbolicka sidra za zamiSljeni
univerzum. U skladu sa tim, takva mesta i
strukture funkcioniSu i kao mnemotehnicki
uredaji, koji pomazu pri se¢anju na dogadaje
koji su se desili u masti Citaoca — turiste™
(Smith, 2012, 56), dokdogadaji poput Blum-
sdeja zapravo ,,produbljuju njihove emocio-
nalne veze sa pricom* (Smith, 2012,56). Li-
terarna kartografija takode moze naéi svoju
primenu u turizmu. Dablin je Dzojs opisao
do tan¢ina da kada bi grad nestao, mogao
bi se iznova izgraditi na osnovu literarnih
slika ovog velikog pisca. DZojs nije krio ovu
ideju, te je u intervjuu sa Budgenom naveo
svoju ¢uvenu reenicu: ,,Zelim,[...] da dam
sliku Dablina toliko potpunu da bi se, uko-
liko grad jednog dana nestane sa lica zemlje,
mogao rekonstruisati po mojoj knjizi* (Bud-
gen, 1972, 69). Pisci ponekad ispisuju mapu
svojim re¢ima, bas kako smatra Robert Tali
mladi (2013), a kada se to desi, takva mapa
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biva transformisana u fizicku mapu, koja
dalje moZze posluZiti za izradu itinerera koji-
ma treba pridodati i odredene oblike aktivno-
sti kako bi zainteresovala savremenog turistu
(Quinteiro i Baleiro, 2018). Postoji nekoliko
oblika itinerera, a najcesce i najrade je upo-
trebljavan onaj koji se zapravo odnosi na je-
dnodnevnu pesacku turu posvecenu jednom
gradu, kvartu ili piscu (Quinteiro i Baleiro,
2018). Analiziraju¢i nekoliko sajtova koji se
usredsreduju na peSacke ture po Londonu,
autorke Lipovsek i Kesi¢ (2014) zakljucuju
da se u ovakvom obliku ponude turistima
nudi dozivljaj treéeg prostora.

Virtuelni turista i turista iz fotelje

Virtuelni turizam pomerio je korak dalje
razumevanje prostora. Kao rezultat nau-
¢nih diskusija o virtuelnom turizmu mesta
viSe nisu geografski konstituisana. Na isti
nacin i narativi knjizevnih ostvarenja brisu
granice. Zahvaljujuéi novim medijima i pla-
tformama, ali i filmovima, video igrama,
sajtovima poput Google Earth-a, Youtube-a
i sl, putovanje kroz postmoderne prostore
nikad nije bilo lakse. Kao rezultat medijskih
i tehnoloskih inovacija, savremenom turisti
omoguceno je da putuje na razli¢ite nacine
— pocev od tradicionalnogoblika putovanja
koji podrazumeva fizicko premestanje,
preko putovanja koja se odnose na imagi-
naciju do virtuelnih oblika putovanja (Urry,
2002). Prema Urijevom misljenju, ,ljudi
su veéinu vremena turisti, bilo da su buk-
valno mobilni ili dozivljavaju samo simuli-
ranu mobilnost kroz neverovatnu fluidnost
viSestrukih znakova i elektronskih slika“
(Urry, 1995, 148). Nove tehnologije i nove
platforme i sajtovi (Google Maps recimo)
omogucavaju ljubiteljima knjizevnosti da
iz udobnosti svog doma istraze geografske
predele u kojima se odvija radnja njihovog
omiljenog romana.

Aplikacija Lovereading u saradnji sa
Googlom omoguéava pronalazenje me-
sta radnje opisane u knjizevnom delu, a

koje je obelezeno na mapi sveta. Pored
oznacene lokacije na mapi, postoji i kraci
opis knjizevnog dela, te ovakav vid ,,puto-
vanja“ pruza i edukativni sadrzaj. Iako nije
dovoljno samo oznaciti mesto inspirisano
knjizevnim narativom na karti da bi postalo
popularno, ono moze inspirisati na novo pu-
tovanje ili istrazivanje geografskih predela,
zivota pisca itd. S druge strane, moze po-
moc¢i turistiCkim organizacijama da prepoz-
naju potencijal knjiZevnog turizma datog
mesta, a teoretiCarima knjizevnosti koji se
usredsreduju na izradu knjizevnih kartogra-
fija pomo¢i u mapiranju narativa, $to opet
svoju primenu moZze naéi u turizmu.

Zakljucak

Fiktivnha mesta svoju autenti¢nost pro-
nalaze u CitaoCevom dozivljaju i reakciji na
dato knjizevno delo. U turistickoj ponudi
aktivno ucestvuju i opStina, turisticki save-
zi ali 1 sami posetioci, koji umeju da dodele
literarno znacenje odredenom prostoru i pre
nego Sto lokalne samouprave prepoznaju
njegov potencijal. Turista je aktivan ucesnik
jer je njegova svest Siroka, a poimanje
putovanja i prostora izmeSteno u fikivne
svetove. Stoga je neophodno uzeti u obzir
potrebe savremenog turiste da ucestvuje u
stvaranju licnog dozivljaja prilikom pose-
te odredenom mestu. Pojam prostora iako
drustveni konstrukt, oslanja se na tre¢i prost-
or, a tre¢i prostor je neuhvatljiv i dozvoljava
svakom pojedincu da putuje fizicki ili ,,iz
fotelje, te da stvara svoja znacenja prost-
ora. Kako je priroda knjizevnog turizma u
sustini poprilicno kompleksna, postavlja se
pitanje o autenti¢nosti ponude. Knjizevna
dela imaju uticaj na percepciju prostora pu-
tem svojih narativa, ali zahvaljujuci licnom
iskustvu, znanjima i osecanjima koje turisti
dozive u relaciji knjizevni tekst — ponuda
knjizevnog turizma, i pored neautenti¢nih
postavki, posetioci su u stanju da iskuse au-
tenti¢nost u vidu licnog dozivljaja, aktivnim
uces¢em i liénim percepcijama.
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PREDEO IZUZETNIH ODLIKA ,,VRSACKE PLANINE“ U FUNKCIJI
RAZVOJA TURIZMA

THE OUTSTANDING NATURAL LANDSCAPES ,,VRSACKE PLANINE“ IN THE
FUNCTION OF TOURISM DEVELOPMENT

Apstrakt: Zasticena podrucja mogu biti
znacajne destinacije turistickog razvoja
Jjer doprinose ekonomskom, ekoloskom i
kulturnom razvoju. To je znacajno prilikom
turistickog planiranja i razvoja turisticke
destinacije. U fazi planiranja razvoja
zasticenog podrucja kao turisticke desti-
nacije vazno je sagledati sve mogucnosti,
Sanse, snage, slabosti i opasnosti turisticke
implementacije, Sto bi trebalo da bude os-
novni zadatak upravljackih procesa. Pre-
deo izuzetnih odlika ,, Vrsacke planine*
poseduje znacajne potencijale za razvoj
turizma. U okviru ovog podrucja posto-
je brojni prirodni i antropogeni motivi,
znacajni za razvoj turizma. Povoljan ge-
ografski polozaj, blizina velikih gradova
Srbije i granica sa Rumunijom, znacajni
su potencijali za razvoj turizma u ovom
zasSticenom podrucju. U istrazivanju u
ovom radu koriséena je kvantitativna meto-
da. Tehnikom anketiranja uz pomo¢ upitni-
ka kao instrumenta istraZivanja, metodom
slucajnog izbora, anketirano je 250 pose-
tilaca ove turisticke destinacije. Posetioci
su se izjasnjavali o potencijalima za razvoj
turizma ovog zasti¢enog podrucja. Anali-
zom odgovora ispitanika, zakljucuje se da
ovo podrucje u znacajnoj meri raspolaze
sa prirodnim faktorima koji doprinose raz-
voju turizma baziranom na prirodi, kakvi
su razgledanje ptica i Zivotinja, slikanje
prirode, zdravstveni, rekreativni, eduka-
tivni i izletnicki turizam. Pored toga, pose-

Abstract: Protected areas can be important
destinations  for tourism development
because they contribute to economic,
environmental and cultural development. In
the phase of planning the development of a
protected area as a tourism destination, it
is important to consider all the possibilities,
opportunities, strengths, weaknesses
and dangers of tourism implementation,
which should be the basic task of
management processes. The QOutstanding
Natural Landscapes ,,Visacke Planine*”
has  significant potential for tourism
development. Within this area, there are
numerous natural and anthropogenic
motives, important for the development of
tourism. Favorable geographical location,
proximity to major cities in Serbia and
the border with Romania, are significant
potentials for tourism development in this
protected area. In the research in this paper,
a quantitative method was used. A total of
250 visitors to this tourism destination was
interviewed using the questionnaire survey
technique with the help of a questionnaire
as a research instrument, the method
of random selection. Visitors answered
questions about the potential for tourism
development of this protected area. The
analysis of the respondents’ answers
concludes that this area has a significant
extent of natural factors that contribute to
the development of nature-based tourism,
such as bird and animal sightseeing, nature
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tioci su prepoznali i znacaj socio-kulturnih
faktora koji imaju znacaj za razvoj kul-
turnih oblika turizma.

Kljucne reci: zasticeno podrucje; turis-
ticki razvoj; Vojvodina; turizam baziran na
privodi.

Uvod

Teritorija Autonomne Pokrajine Vo-
jvodine poseduje 136 zastiCenih dobara
(Puzovi¢ et al., 2015). U veéini zastiCenih
podrudja turizam je nedovoljno razvijen
(Puzovi¢ & Radovanovi¢-Jovin, 2011).
Kao znacajni faktori turistickog razvoja u
zasSticenim podrucjima Vojvodine izdvaja-
ju se: endemicna flora i fauna, raznovrstan
ekosistem, postojanje ramsarskih staniSta
(Stojanovi¢ et al., 2018), statusi zastite, bo-
gata socio-kulturna bastina lokalnog stano-
vnistva i drugi faktori (Stojni¢ et al., 2015).
Prirodni i drustveni faktori unutar zasti¢enih
podrucja predstavljaju znacajan turisticki
potencijal jer se turizam 21. veka sve vise
oslanja na prirodu i na unapredenje svih
njenih elemenata (Ward et al., 2018; Wil-
liams & Lew, 2015; Sanchez et al., 2020).

Zasti¢ena podrucja mogu biti znacajne
turisticke destinacije jer doprinose sveuku-
pnim ekonomskim, ekoloskim i kulturnim
benefitima (Borges de Lima & Green, 2017),
Sto je ujedno vazno prilikom turistickog
planiranja i razvoja (Seba, 2012; Borges de
Lima & Green, 2017). Takav odrzivi pro-
ces je neophodan u okviru planiranja turis-
tickog razvoja u okviru zasticenih podrucja
(Chavez-Cortés & Maya, 2010; Williams &
Lew, 2015; Agyeiwaah et al., 2017).

Ukljucivanje vinskog, edukativnog, ek-
skurzionog, sportsko-rekreativnog i ruralnog
turizma bi uz ekoturizam znacajno uticalo na
promociju ovih prirodnih destinacija i jacanje
ukupne turisticke ponude, a samim tim i na
turisticki razvoj (Higham & Miller, 2018).

photography, health tourism, recreation,
science tourism and trips. In addition, the
visitors recognized the importance of socio-
cultural factors that are important for the
development of cultural forms of tourism.

Keywords: protected area; tourism develop-
ment; Vojvodina,; nature-based tourism.

Pored ekoturizma, kao znacajni kataliza-
tori odrzivosti u okviru zasti¢enih podrucja
navode se posebni oblici turizma poput avan-
turistickog, edukativnog, sportsko-rekrea-
tivnog 1 manifestacionog turizma (TriSic,
2018). Ovi oblici mogu doprineti direktnom
jacanju prirodnih i antropogenih faktora u
okviru zastic¢enih podruc¢ja (Chavez-Cortés
& Maya, 2010; Torres-Delgadoa & Saarin-
en, 2014; Borges de Lima & Green, 2017;
Sanchez, Cabrera & Gomez del Pulgar,
2020).

Predeo izuzetnih odlika ,,Vrsacke pla-
nine“ moze biti znaajna turisticka desti-
nacija za istrazivanje jer u okviru nje postoje
brojni faktori koji utiCu na razvoj turizma,
a samim tim mogu odrediti nivo turistickog
razvoja (Srednjoro¢ni program  zastite
prirodnih dobara za period 2011-2020,
2011; Puzovi¢ et al., 2015; Stojni¢ et al.,
2015; Program zastite zivotne sredine Au-
tonomne Pokrajine Vojvodine za period
2016-2025. godine (,,S1. list AP Vojvodine®,
10/2016); Amidzi¢ et al., 2017). U ovom
zaSticenom podru¢ju prisutni su razli¢iti i
veoma specifiéni ekosistemi koje naseljav-
aju karakteristi¢ne vrste. Upravo, planiranje
i razvoj turizma u ovom podruéju treba biti
uslovljen zastitom prostora i vrsta (Puzovi¢
et al., 2015; Program zastite zivotne sredine
Autonomne Pokrajine Vojvodine za period
2016-2025. godine (,,S1. list AP Vojvodine®,
10/2016), Amidzi¢ et al., 2017).

Cilj istrazivanja u ovom radu je ispita-
ti potencijale za razvoj turizma u zasti¢en-
om podru¢ju — Predelu izuzetnih odlika
,»Vrsacke planine“. Tehnikom istrazivanja



Broj 29 | 39

uz pomo¢ upitnika kao instrumenta is-
trazivanja, metodom sluCajnog uzorka,
anketirano je 250 posetilaca ove turisticke
destinacije. Ispitanici su svoje percipirane
stavove iznosili na petostepenoj Likertovoj
skali. Prikupljeni odgovori su analizirani uz
pomo¢ deskriptivne statistike (spss v.21) i
prikazani tabelarno.

Rezultati istrazivanja mogu posluziti iz-
radi strategije razvoja turizma i upravljanju
ovim zasti¢enim podrucjem.

Podrucje istraZivanja

Podru¢je Predela izuzetnih odlika
,» Vrsacke planine” se nalazi u jugoisto¢nom
delu AP Vojvodine, u Juznobanatskom
okrugu (Slika 1) i predstavlja deo VrSackih
planina, sa najvis$im vrhom Guduricki vrh
(641 m), (Bjeljac & Romeli¢, 2015). Ovo
zaSticeno podru¢je se nalazi na teritoriji

osam katastarskih ops$tina: Socica, Jablan-
ka, Mesi¢, VrSac, Veliko Srediste, Malo
SrediSte, Gudurica, Markovac. Podrucje
Predela izuzetnih odlika ,,VrSacke planine*
zahvata povrSinu od 5.328,86 ha (Zakon
o zastiti prirode (,,Sluzbeni glasnik RS*,
br. 36/09, 88/10, 91/10 — ispravka, 14/16 i
95/18 — dr. zakon)). U okviru zasti¢enog po-
drucja uspostavljeni su rezimi zastite I, II i
III stepena.

Predeo izuzetnih odlika ,,VrSacke pla-
nine”“ moze biti znaajna turisticka desti-
nacija jer poseduje retke prirodne i drust-
vene faktore koji mogu uticati na razvoj
razli¢itih specificnih oblika turizma. Pored
reljefa, geografskog polozaja i hidrograf-
skih potencijala, za razvoj turizma znacajni
su i raznolikost i bogatstvo autohtone flore
i faune. Ovi faktori omogucavaju da se kao
primarni oblici turizma razviju edukativni,
rekreativni, izletnicki 1 ekoturizam.

Slika 1. Polozaj Predela izuzetnih odlika ,,VrSacke planine*

Madarska

]
Subotica

AP Vojvodina

Novi Sad

Hrvatska

Sremska Mitrovica

Predeo izuzetnih odlika
‘Vrsacke planine

Izvor: autor
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Na prostoru Vrsackih planina registrova-
no je 130 vrsta ptica: orao kliktavac (Aquila
pomarina), osi¢ar (Pernis opivarius), kratko-
prsti kobac (Accipiter brevipes), orao zmijar
(Circaetus gallicius), planinski $areni detli¢
(Dendrocopos leucotos) 1 druge. Navedene
vrste predstavljaju prirodno retke pticije
vrste u Srbiji, §to omogucava i organizo-
vanje foto-safarija ili ornitoloskih turistickih
tura (edukativni oblici turizma). Od 1989.
godine, Vr$acke planine (sa povr§inom orni-
toloske zone od 10.500 ha) se nalaze u svets-
kom registru medunarodno znacajnih stanis-
ta ptica (IBA podrugje) (Brankov, 2010). Na
ovom podrucju posebno se istiCe gnezdenje
patke njorke (Aythya nyroca). Pored ptica
ovo podruéje naseljava veliki broj gmizava-
ca, insekata i sisara. Zbog retkih prirodnih i
drustvenih faktora, ovo podrucje predstavlja
znacajnu destinaciju za istrazivanje turis-
tickog razvoja (Bjeljac & Romeli¢, 2015;
Amidzi¢ et al., 2017).

Metodoloski pristup

U radu je kori$¢ena kvantitativna metod-
ologija. Tehnikom anketiranja planirano je
prikupljanje odgovora od 300 posetilaca
Predela izuzetnih odlika ,,VrSacke planine*.
Anketiranje je obavljeno na terenu, u kon-
taktu sa posetiocima, i uz pomo¢ online up-
itnika i drustvenih mreZza koje se bave turiz-
mom ovog zasticenog podrucja. Instrument
anketiranja je upitnik. Prvi deo upitnika
odnosi se na socio-demografske karakteris-

tike ispitanika: pol, starosnu strukturu, nivo
obrazovanja, gradovi iz kojih dolaze pose-
tioci i iskustvo posete. Drugi deo upitnika
odnosi se na pitanja u vezi sa percipiranim
stavovima ispitanika u vezi sa tvdnjama
koje se odnose na prisutne faktore znacajne
za razvoj turizma u ovom zasticenom pod-
ru¢ju. Upitnik sadrzi ukupno 33 tvrdnje, od
kojih se tvrdnje od 28 do 33 odnose na neg-
ativnu konotaciju u vezi sa faktorima koji
mogu predstavljati pretnju za ovo podrucje.
Ispitanici su svoje odgovore na postavljene
tvrdnje rangirali na petostepenoj Likertovoj
skali, pri ¢emu je 1 — u potpunosti se ne
slazem; 3 — niti se ne slazem, niti se slaZzem;
5 —u potpunosti se slazem.

Prikupljeni podaci su analizirani uz po-
mo¢ deskriptivne statistike (SPSS v.21).
Primena ove statistiCke metode moze pruziti
znacajne rezultate o trenutnom stanju turiz-
ma u ovom zasti¢enom podrucju, §to moze
pomoc¢i planiranju razvoja turizma.

Rezultati sa diskusijom

Metodom slac¢ajnog uzorka anketirano je
ukupno 250 ispitanika (posetilaca). Anket-
iranje je vrSeno u toku 2021/2022. godine.
Ukupno 200 ispitanika je anketirano uz
pomo¢ online upitnika, dok je 50 anketira-
no li¢no. Svi upitnici su validni za analizu.
Gradovi iz kojih dolaze posetioci su: VrSac,
Kovin, Bela Crkva, Pancevo, Beograd i
Novi Sad. Struktura ispitanika je prikazana
u Tabeli 1.

Tabela 1. Struktura ispitanika

pol frekvencija procenat
muskarci 116 46,4
zene 134 53,6
ukupno 250 100,0
nivo obrazovanja frekvencija procenat
0SNnovno 14 5,6
srednje 189 75,6
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vise 29 11,6
visoko 18 7,2

ukupno 250 100,0

X min maks
starosna struktura 250 18 65
prosek std. dev.
34,71 14.331

Izvor: autor

Analizoma podataka u Tabeli 1, moze ze
zakljuciti da su medu ispitanim posetiocima
zene u vecini (53,6%). Najvise ispitanika
ima srednje obrazovanje (75,6%), dok je na-
jmanje ispitanika sa osnovnim obrazovan-
jem (5,6%). Ovakva obrazovna struktura
predstavlja znacajan osnov za ispitivanje

turistickih aktivnosti u okviru ove planinske
turisticke destinacije. Prosek godina ispitan-
ika je 34,71, $to takode predstavlja znacajan
potencijal u istrazivanju turizma.

U Tabeli 2, prikazane su prosecne vred-
nosti merenih faktora za razvoj turizma
ovog zasti¢enog podrucja.

Tabela 2. Prose¢ne vrednosti merenih faktora

ispitivani faktori prosek SD
1. povoljan polozaj 4,33 1,244
2. izgradena saobracajna infrastruktura 3,56 1,374
3. adekvatan status zaStite 3,22 1,211
4. medunarodni status zaStite 3,56 1,209
5. dovoljan broj izgradenih prateéih objekata 3,55 1,411
6. objekti za pruzanje usluga smestaja 3,52 1,355
7. znacaj zaStite za odrzivost vrsta 4,44 1,255
8. vidljiva uloga lokalne zajednice 4,12 1,111
9. razvijen ekoturizam 3,03 1,317
10. moguci pozitivni socio-kulturni uticaji turizma 4,22 1,305
11. postojanost manifestacija 3,15 1,224
12. moguci pozitivni ekonomski uticaji turizma 3,11 3,317
13. moguci pozitivni ekoloski uticaji turizma 4,55 1,556
14. prisutan vizitorski centar 3,01 1,452
15. ucrtane peSacke i edukativne staze 4,12 1,785
16. ekoloske staze 3,11 1,562
17. primena noseceg kapaciteta prostora 3,55 1,789
18. postojanje endemicnih vrsta 4,12 1,785
19. mogucnost izletnickog turizma 4,16 1,693
20. mogucnost razvoja edukativnog turizma 4,88 1,505
21. fotografisanje retkih ptica i Zivotinja 4,68 1,142
22. posmatranje ptica ,,birdwatching* 4,64 1,366
23. eliminisan problem otpadnih voda iz naselja 4,00 1,544
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24, vidljive ekoloske dobiti od zastite 3,04 1,003
25. prisutni hidrografski potencijali 3,12 1,205
26. postojanje etno sela ili naselja 3,44 1,317
27. povoljna klima 4,15 1,521
28. blizina potencijanog ekoloskog zagadivaca 3,15 1,355
29. kori$éenje prirodnih resursa 4,32 1,678
30. prisutnost domacih Zivotinja 4,11 1,551
31. moguci negativni socio-kulturni uticaji 2,71 1,402
32. ugrozene vrste po [UCN 4,55 1,306
33. blizina poljoprivrednog zemljista 4,54 3,749

Izvor: autor

Prema odgovorima ispitanika svi fak-
tori imaju vrednost iznad proseka. Faktori
sa kojima ovo zasti¢eno podrucje raspolaze
u znacajnoj meri jesu prirodni faktori i to:
mogucnost razvoja naucno-istrazivackog
turizma (4,88), moguénost fotografisanja
retkih ptica i Zivotinja (4,68), posmatranje
ptica ,,birdwatching™ (4,64), mogucéi pozi-
tivni ekoloski uticaji turizma (4,55), znacaj
zastite za odrzivost vrsta (4,44), povoljan
polozaj zasticenog podrucja (4,33), mo-
guénost izletnickog turizma (4,16), uloga
lokalne zajednice u sistemu zastite (4,12) i
postojanje endemic¢nih vrsta (4,12). Ovako
visoko ocenjeni prirodni faktori predstavlja-
ju znacajan potencijal za razvoj specificnih
oblika turizma. Znacajne vrednosti imaju
one tvrdnje koje se odnose na aspekt zastite
prostora i vrsta. To ukazuje da u Predelu
izuzetnih odlika ,,Vrsacke planine®, postoje
znacajni faktori za razvoj turizma baziranog
na prirodi i unapredenju njenih elemenata.

Socio-kulturni faktori razvoja turiz-
ma imaju ne$to nize vrednosti. Postojanje
manifestacija sa vrednosti 3,15, ukazuje da
manifestacioni turizam u ovom zasticenom
podrucju moze biti unapreden. To je mo-
guée promocijom etno-socijalnih motiva
kroz razli¢ite oblike kolektivnih proslava
ili svetkovina. Manifestacioni turizam moze
biti znacajan katalizator jacanja turistiCke
destinacije (Trisi¢ et al., 2020). Postojanost
etno sela ili naselja (3,44) takode je znaca-
jan turisticki potencijal. Folklor stanovnist-
va ovog dela Srbije moze u znacajnoj meri

uticati na turisticki razvoj. Uloga lokalne za-
jednice (4,12) i mogudi pozitivni socio-kul-
turni uticaji turizma (4,22), potvrduju da
ovo zasti¢éeno podruéje moze koristiti svo-
je antropogene potencijale za razvoj turiz-
ma gde je uloga lokalnog stanovnistva od
presudnog znacaja. Lokalno stanovniStvo
moze pruziti znacajan doprinos u planiran-
ju i kontroli razvoja turizma. Promocijom
lokalnih proizvoda moze se znacajno utica-
ti na kvalitet turistickog proizvoda (Trisi¢
et al., 2021). Aktivnim uces¢em lokalnog
stanovniStva u razvoju turizma, kroz plan-
iranje i zaposlenost, mogu se ostvariti
znacajni benefiti, kako za turisticku desti-
naciju, tako i za turiste.

Ako analiziramo tvrdnje sa negativnim
konotacijama, moze se izvesti zakljucak da
su sa najvis§im vrednostima tvrdnje: posto-
janost ugrozenih vrsta (4,55) i blizina pol-
joprivrednog zemljista (4,54). Ovo moze
predstavljati znacajnu pretnju za zasti¢eno
podrucje. Na poljoprivrednom zemljistu se
vrlo Cesto koriste razli¢ita hemijska sredstva
za suzbijanje invazivnog korova, insekata i
bolesti biljaka. Odredena sredstva su smr-
tonosna po zivi svet. Kontakt sa Zivotinjama
je vrlo Cest. Prisutnost domacih Zivotinja
(4,11) takode ima negativnu konotaciju. Pol-
joprivrednici Cesto koriste prirodne resurse
za ishranu domacih zivotinja. Ukoliko se
ovaj nacin uzgoja domacih Zivotinja real-
izuje kao ekstenzivno stocarstvo u blizini
zastiCenih podrucja, onda to predstavlja
znacajnu pretnju za floru i faunu.
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Zakljucak

Predeo izuzetnih odlika ,,Vrsacke pla-
nine“ poseduje retke prirodne i druStvene
faktore koji mogu uticati na razvoj razli¢i-
tih oblika turizma. Pored reljefa, geograf-
skog polozaja i hidrografskih potencijala,
za razvoj turizma znacajni su i raznolikost
i bogatstvo autohtone flore i faune. An-
ketirani posetioci ovog zasticenog pod-
ruc¢ja identifikovali su prirodne faktore
kao vazne za razvoj turizma. Ovi faktori
omogucavaju da se kao vid turizma raz-
viju edukativni, rekreativni, izletnicki i
ekoturizam. Kao najznacajnije pretnje za
ovo zasticeno podrucje, ispitanici su is-
takli ugrozenost vrsta prema IUCN kat-
egoriji, blizinu poljoprivrednih zemljista
sa tretiranim usevima, blizinu znacajnih
zagadivaca i prisutnost domacih Zivotin-
ja. Implementacijom planova upravljanja
ovim zaSti¢enim podru¢jem, pravilnim
monitoringom 1 unapredivanjem zastite
(West et al., 2009), negativni faktori mogu
biti svedeni na minimalne vrednosti ili eli-
minisani u potpunosti. Pozitivni rezultati
razvoja turizma u ovom zasti¢enom pod-
rucju su unapredenje prirodnih vrednosti,
eliminacija negativnih uticaja turizma na
prostor i zivi svet, koriS¢enje prirodnih
resursa za razvoj odredenih oblika turizma,
kakvi su zdravstveni, ekoturizam, vinski
turizam, sportsko-rekreativni, izletnicki i
nauéno-istrazivacki turizam. Upravo tu-
rizam posebnih interesovanja moze biti
katalizator svih benefita u ovoj turisti¢koj
destinaciji. Pored eliminisanja negativnih
uticaja od starne korisnika ovih prostora,
kroz turizam se mogu unaprediti ekoloske,
ekonomske i socio-kulturne vrednosti ove
destinacije. Direktnim povecanjem vred-
nosti faktora turistickog razvoja, sman-
jenjem razlika u postoje¢im vrednostima,
smanjenjem ili eliminacijom faktora koji
predstavljaju pretnju za zasticene pros-
tore, povecava se znacaj turisticke desti-
nacije kao ukupne prostorne celine (Hall,

2010). Koliko su svaki od faktora imali
znaCajnu ulogu u motivima posete ovog
zaSti¢enog podrucja, bi¢e predmet buducih
istrazivanja.
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CHALLENGES AND USAGE OF CRYPTOCURRENCIES IN TOURISM

IZAZOVI 1 PRIMENA KRIPTOVALUTA U TURIZMU

Apstrakt: Predmet ovog istrazivanja su
izazovi i primena kriptovaluta u turizmu,
sa fokusom na Republiku Srbiju. U radu ée
biti prikazano ispitivanje stavova i misljenja
ispitanika na turistickom trZistu Republike
Srbije o kriptovalutama i njihovoj sprem-
nosti da ih prihvate u svom radu, biznisu
i putovanju. Metode koje su koris¢enje u
radu: hipoteticko-deduktivna, strukturira-
na (zatvorenog tipa) pitanja, dihotomna
pitanja sa jednim izborom,; nominalne i in-
tervalne merne skale. Istrazivanje bi trebalo
da doprinese boljem razumevanju funkcion-
isanja digitalnih valuta u turistickom sekto-
ru i blizem razumevanju izazova i izgleda za
njihovu primenu.

Kljuéne reci: kriptovalute, bitkoin, turi-
zam, blokcejn, Srbija.

Introduction
The precursor to today’s cryptocurren-

cies was the electronic money of DigiCash
Corporation, designed by Chaum, which

Abstract: The subject of this research
are challenges in the application of cryp-
tocurrencies in tourism, with focus on the
Republic of Serbia. The paper will present
examination of the attitudes and opinions of
the respondents in the tourist market of the
Republic of Serbiaabout cryptocurrencies
and their willingness to accept them in their
work, business and travel. The methods used
in the research are: hypothetical-deductive,
structured (closed type) questions, dichoto-
mic single choice questions; both nominal
and interval measurement scales. Research
should contribute to a better understanding
of the functioning of digital currencies in the
tourism sector and a closer understanding
of the challenges and prospects for their ap-
plication.

Keywords: cryptocurrencies, bitcoin,
tourism, blockchain, Serbia.

enabled anonymous online transactions,
thanks to cryptographic protocols (Chaum,
1982; Tapscott & Tapscott, 2016). The first
and most famous cryptocurrency is bitcoin,
which for many is synonymous with the
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cryptocurrency. The fact is, however, that it
is the most famous but certainly not the only
digital currency — there are more than 1,000
of them. So, bitcoin is accompanied by rip-
ple, eterium, cardano, lightcoin, monero,
and many more. Their value changes from
time to time. According to Bonneau et al.
(2015) first bitcoin transaction is thought
to have been realized in May 2010, when
one user ordered pizza delivery for another
in exchange for 10,000 bitcoins. Develop-
er (or group of developers) named Satoshi
Nakamoto, created the world’s first bitcoin
and designed the world’s first blockchain
database (Hileman & Rauchs, 2017). Today,
there are 17 million bitcoins worldwide, and
the offer is limited to 21 million, although
according to many cryptocurrency traders,
that number is arbitrary. ,,Mining" is a term
that is very widespread when it comes to
the most popular cryptocurrency. So-called
,miners* use special software to solve math-
ematical problems, and for that they get a
certain number of bitcoins in-exchange. Ac-
cording to Chen and Kuo (2015) if there are
no new bitcoins as rewards for miners, the
system is unlikely to continue working.

Literature review

Blockchain technology is a financial
book that shows us realized cryptocurrency
transactions. It’s a series of blocks that con-
tain data on all transactions. Transactions
with digital currencies in tourism emerged
in 2013 when agencies began accepting the
same as the means of booking and paying
for air flights, hotel rooms and other services
(Chuen et al., 2017). During 2017, tourism
and hotel industry became a leader in terms
of investments in blockchain technology,
and the forecast speaks of the growth of the
mentioned phenomenon in the future (Nu-
ryyev et al., 2020). Transactions with cryp-
tocurrencies in tourism are played daily and
tracked through a blockchain, in the general
ledger. As sharing their private experience

while traveling (photos, videos, etc.) tour-
ist also share their experience with money
transactions/payments (Marié et al., 2021).
Blockchain technology and crypto curren-
cies can greatly facilitate travel market and
make the entire tourist experience more en-
joyable (Onder & Treiblmaier, 2018). Ex-
cessive costs are an undesirable item for any
travel company but also tourists, and could
be cut if modern blockchain technology is
implemented and used, resulting in more ef-
ficient and efficient work by employees.
Globally, tourism and hotel operators
have many intermediaries who take a certain
monetary percentage for their services, and
the question is how long this situation will
last, given that all participants in the tourist
market are looking for ways to reduce costs,
avoid mistakes and increase productivity
(Lielacher, 2018). Tourism industry may
have more intermediaries than any other
service sector and blockchain technology is
likely to significantly disrupt the way sup-
pliers and intermediaries do business (Rose,
2016; Zivkovié¢ i Brdar, 2018). Blockchain
technology can have a very positive im-
pact on tourism and hotel management in
overcoming challenging situations for both
tourists and catering facilities, such as over-
booking, thefts, food security, etc.
According to Dogra et al. (2018) block-
chain could enable better quality control,
food safety and ensure that certain products
are found simply and quickly at any time,
which would help reduce food waste. This
way, contaminated products can be easily
and quickly detected, while safe food is kept
on shelves and not sent to landfills. Accord-
ing to Matanovi€ (2016) Serbia has no histo-
ry of a strong banking sector, and as a result
of hyperinflation and non-payment of banks
during the 1990s, our population feels much
more comfortable using cash than residents
of other countries. Firthermore, Yussof et al.
(2018) claims that the main challenges for
cryptocurrencies in most countries around
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in the world are (Zhang, 2020; Tasatanatta-
kool & Techapanupreeda, 2018):

1. Legal regulations

2. Lack of financial education

3.Instability

4. Fraud

5. Consumer protection

The legislation that should define and
regulate the area of cryptocurrencies and
their place in payment systems is different
in countries around the world (Kyrmizoglou
& Daoultzoglou, 2019). This is not the only

challenge in their use — countries do not even
have a unique position on whether crypto-
currencies are legal means of payment (Liu
& Tsyvinski, 2021). While on the one hand,
in countries such as Morocco, Bolivia, Ec-
uador and Bangladesh, digital currency use
is prohibited by law in Japan and Austra-
lia, legal means of payment are treated as
property. Additionaly, in June 2021, stock
trading dominated, while on a smaller scale
cryptocurrency were also used to make pay-
ments in the context of travel (Chart 1.)

Chart 1: Accounts paid for by cryptocurrenciesglobally, on average, in June 2021.
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The lack of financial and digital educa-
tion is another challenge to the application
of cryptocurrencies in all sectors, including
tourism and hotel management, globally.
When it comes to the Republic of Serbia,
this need has been recognized by the Asso-
ciation of Banks of Serbia, which pays spe-
cial attention to financial education as part
of efforts to modernize the entire banking
sector.

According to Zuraba Pololikashvili, UN-
WTO (World Tourism Organization) Secre-
tary General, the organization is increasing-
ly focusing its events on digital skills, jobs
of the future and the role of innovation in
the preservation of natural and cultural heri-
tage (Matheus, 2019).

Instability is another feature of crypto-
currencies. Since they emerged, their value
has fluctuating — it grows dizzyingly, then
declines and it is very difficult to predict fur-
ther movements, i.e., possible value. This is
supported by the fact that bitcoin reached a
record value of over 19,000 dollars in De-
cember 2017, and in 2018 its value dropped
dramatically and at the beginning of 2019 it
was at the level of 3,000 dollars.

When it comes to cryptocurrency scams,
among the most famous is a scam carried
out by Rose Ignatova, a ,,crypto-queen” who
claimed to have invented the new cryptocur-
rency OneCoin and managed to persuade
people around the world to invest millions
of dollars in it. In addition to scams aimed
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primarily at populations with insufficient
knowledge of cryptocurrencies, hacking
attacks have been reported in the past few
years, whose victims were cryptocurrency
owners.

According to Zou and Rezaeighaleh
(2019) as blockchain and cryptocurrencies
become increasingly popular and practical
for use in a variety of areas, from coffee
purchases to the transfer of vehicle owner-
ship, they are also becoming an increasingly
attractive target for hackers.

Authors Corbett etal. (2019) states that
hacking events increase the volatility of the
price of the targeted cryptocurrency and
affect correlations with other cryptocurren-
cies. Data from the previous years show that
in the first three months 0f 2019 alone, thefts
of cryptocurrencies reached the amount of

1.2 billion dollars, while for the whole of
2018 they amounted to a total of 1.7 billion
dollars (Su, 2019).

According to Klein (2019) confidence in
the tourism industry is built on the expres-
sion ,,I don’t believe until I see*. Consum-
ers/service users expect more from good
products and a positive experience — they
want to feel that the company is making a
positive difference in the world, taking care
of the environment, contributing to the com-
munity and treating employees well. Survey
conducted by Value Penguin, the number of
complaints received by the U.S. Consumer
Financial Protection Bureau (CFPB) regard-
ing the leading digital exchange, Coinbase,
has risen significantly in early 2018. Com-
plaints and their percentage representation
are shown in Chart 2.

Chart 2. Cryptocurrency users’ complaints about Coinbase — 2018
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While the issue of consumer protection
in the US deals with the aforementioned
Consumer Protection Bureau, the Australian
Competition and Consumer Commission
(ACCC) is responsible for regulating fair
trade in the UK, there is a Financial Services
Compensation Scheme (FSCS), which aims
to protect consumers from losses of up to

£50,000 in the event of an authorized finan-
cial company being liquidation.

Materials and methods
The research method used in research

is a hypothetical-deductive method, while
data collection was conducted by analyzing
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primary and secondary sources, as well as
by surveying the sequence of questions dis-
played through the questionnaire. The ques-
tions are structured (closed type), dichotom-
ic and single choice questions; both nominal
and interval measurement scales were used.
Research within the challenges and perspec-
tives of the application of cryptocurrencies
in tourism and hotel industry focuses on the
views and opinions of respondents towards
usage of cryptocurrencies for traveling
purpuse. In our research, an online survey
method was used. Data collection was re-
alized in the period 15.06-11.07.2021. The
sample study consists of 132 adult respon-
dents, aged 18 to 60, with residence on the
territory of the Republic of Serbia. Basic re-
search hypothesis:

H1: The majority of citizens of the Republic
of Serbia in the light of 132 adult respon-
dents,between 18—60 years old have a pos-
itive attitude towards catering facilities that
accept cryptocurrencies.

Auxiliary research hypothesis:

H2: The younger population of 18-30 years
is more willing to accept cryptocurrencies

as a regular means of payment than other
age groups.

H3: Respondents have a more positive atti-
tude towards cryptocurrency use than other
categories surveyed.

H4: Respondents in survey (132), engaged
in tourism show more positive attitude to-
wards the use of cryptocurrencies compared
to other groups.

H5: Man have more interest in leadership,
knowledge of blockchain technology in
cryptocurrencies than women.

The percentage of respondents in the
survey shows the male population’s nu-
merical dominance (62%) compared to the
female population (38%). The age structure
of respondents indicates that the percentage
of respondents (42%) belong to the 18-30
age group verus the rest of respondents be-
tween 31-60. In our study, we observe the
numerical dominance of the working pop-
ulation 57% within the other categories of
respondents, students 27%, unemployed
5%, entrepreneur 11%. Demographic data
ar shown in Table 1.

Table 1. Demographic data of the respondets

Gender Frequency Percentage
Man 82 62%
Female 50 38%
Age
18-30 56 42%
31-60 77 58%
Employment status
Students 36 27%
Employed 75 57%
Unemployed 7 5%
Entrepreneur 14 11%

Source: Author's calculation

In addition to demographic data (Table
1), a set of questionswas used during the re-
search, questionig the views and opinions of

citizens of the Republic of Serbia about ac-
ceptance of cryptocurrencies in the tourism
(Table 2).
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Table 2. A set of questions during the research of the views and opinions of citizens in the
Republic of Serbia

1.Frequency of travel at home and abroad?

2.Do you work in a catering facility-hotel, hostel, café, restaurant?

3.How familiar are you with blockchain technology?

4.Have you ever used cryptocurrencies?

5.Do you think hotel businesses should accept cryptocurrencies as a means of payment?

6.Do you think fast food chains should accept cryptocurrencies as a means of payment?

7.Do you think restaurants should accept cryptocurrencies as a means of payment?

8.If you own cryptocurrencies, would you use them for travel purposes?

9.If you own cryptocurrencies, would you use them to pay in hotels?

10.What is your position regarding catering facilities that accept cryptocurrencies?

11.If there is a better tourist offer by paying digital currencies, would you accept that offer?

12.Do you think cryptocurrencies will become a major means of payment in tourism and
hotel industry over the next 10 years?

13.Should more hotel facilities in the Republic of Serbia support cryptocurrencies as a
means of payment?

14.What is your position on travel agencies that accept payments to cryptocurrencies?

15.Should travel agencies in the Republic of Serbia accept and use cryptocurrencies?

16.What is your position on the use of digital currencies to travel on cruise ships?

Source: Author's research

Results and discussion alent than other options offered, ,,Once a
month* is 3%, ,,Once every 3 months* 15%,
In our research, we see that the frequen-  ,,Once every 6 months“ 25%. Results of our
cy of travel ,,once a year 57%, or less prev-  research are shown in Figure 1.

Figure 1.Graphic percentage of respondents’ frequency of travel

Once every 6
months
25% e

Once every 3 Once a year
months 57%
15%
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HOnceayear MOnceamonth M Onceevery3 months & Once every 6 months

Source: Author's research
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The next question tells us that 59% of
respondents do not work in the hospitality
sector, while the rest 41% work in hospitality

sector.Results of our research are shown in
Figure 2.

Figure 2. Graphic percentage of respondents’ working in hospitality or other industry

non hospitality
sector
41%

M hospitality sector

hospitality sector
59%

M non hospitality sector

Source: Author's research

In a further sequence of questions, we
can see that the majority of respondents
surveyed are familiar with blockchain tech-
nology. Among them, the male population
(70%), stated that they ,,Had limited knowl-
edge” (29%), or ,,Know blockchain tech-

nology* (38%), ,,] am not familiar (33%).
These results are similar in Croatia as well,
where majority of people are still learning
about blockchain features (Erceg et al.,
2020).Results of oue research are shown in
Figure 3.

Figure 3. Graphic percentage of respondents’ who are familiar with blockchain technology
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Source: Author's research

Below, we note that the majority of
respondents, as many as 90%, have never
used cryptocurrencies. Our study indicates
that all users of cryptocurrencies are men.
Additionally, in study by Leung and Dick-
inger (2017) highlights that respondent’s
between 15-30 years old, majority of male
(69%) adopted digital currencies as a pay-
ment method. Aslo, Treiblmaier (2020)
reported that most Bitkoin users are male,
between 18-36 (52.2%). In other study

Bohr and Bashir (2014) stated that 46.7%
of the digital currency users are between
22-30 years old male respondents as well.
In Malayia, Alaeddin and Altounjy (2018)
in their research highlights that 76% of the
respondents never used digital currencies,
21% know a little bit about cryptocurren-
cies and only 3% of the respondents do
have experience related to usage of dig-
ital currencies. Results of our reserch are
shown in Figure 4.
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Figure 4. Graphic percentage of respondents’ on the use of cryptocurrencies
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When asked about the acceptance of
cryptocurrencies as a means of payment,
there is a positive opinion of the majority of
the respondents 52%, the rest of the partici-
pantsanswered ,,No, I should not* 18% and
the rest of the respondents stated ,,Maybe*

30%. Above-mention study in Malaysia, re-
ports positive attitude towards acceptance of
new digital currencies among respondents Z
generation, people born between 19962015
(Alaeddin & Altounjy, 2018). Results of our
reserch are shown in Figure 5.

Figure 5. Graphic percentage of respondents’ opinions on the use of cryptocurrencies
as a payment method
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Source: Author's research

Next question ,,Do you think fast food
chains should accept cryptocurrencies as a
means of payment®, the majority of respon-
dents 54% think that ,,Yes, they should®,
29% ,,Not“, and only 17% answer ,,Maybe*.
The next question ,,Do you think restaurants
should accept cryptocurrencies as a means
of payment®, 57% of respondents answered

,Yes, they should“, 26% of respondents
stated ,,No, they should not®, and again 17%
of respondents answered ,,I don’t know*.
Previous-mentioned research in Asia reports
that 22% of travelers are using cryptocur-
rencies as a payment method in restaurants
and cafes (Treiblmaier, 2020). Results of
our reserch are shown in Figure 6.



Broj 29 | 55

Figure 6.Graphic percentage of respondents’ opinions on fast food chains accepting cryptocurrencies
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Further question used in our research ,,If
you have cryptocurrencies, would you use
them for tourism purposes*, 58% of respon-
dents answered ,,Yes, I would use“, 18%
of respondents answered ,,No, I would not

113

use®, while 24% of respondents answered

with ,Maybe“. Pantelis and Aikaterini
(2019) in their study in Greece found that
only 4% of the respondents use digital cur-
rencies for traveling matters. Results of our
reserch are shown in Figure 7.

Figure 7. Graphic percentage of respondents’ opinions on the use of cryptocurrencies f
or tourism purposes
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Further research on the question ,,If you
own cryptocurrencies, would you use them
to pay in hotels”, we recieved an interest-
ing answers that 61% of respondents would
like to use cryptocurrencies in hotels, if they
owned them, 11% answered ,,No, I would

not use it*, and only 28% of the respondents
answered ,,Maybe“. Author Treiblmaier
(2020) highlights that 50% of the respon-
dents use digital currencies to pay their
accommodation while traveling. Results of
our reserch are shown in Figure 8.
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Figure 8.Graphic percentage of respondents’ opinions on the use of cryptocurrencies
for paying hotel
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When asked ,,What is your attitude to-
wards restaurants that accept cryptocurren-
cies“, 58% of respondents have positive
attitude, while 42% has negative attitude
towards business that accept cryptocurren-
cies.With next question ,,If there is a better
tourist offer by paying with digital curren-
cies, would you accept that offer”; 61% of
respondents are willing to accept a better
tourist offer by paying with cryptocurren-
cies, 29% of respondents answered ,,No, |
would not accept”, while 10% of respon-
dents answered ,,Maybe*.

Looking to the future, the question ,,.Do
you think cryptocurrencies will become the
main means of payment in tourism and hos-

Yes
61%

B Not use cripto B Maybe

pitality in the next 10 years®, answers show
a positive attitude where 64% answered
,»Yes, [ will“, and 13% of respondents stated
,,1 do not believe®; 23% of respondents an-
swered ,,I don’t know*. In Turkey, research
by Simsek (2019) report bright future for
cryptocurrencies among respondents, as
they believe that cryptocurrencies will be-
come the main tool of online payment in the
near future. Another study in India also sup-
ports positive opinion among respondents,
believing that digital currency payment is
very promising in the future business trans-
actions (Jani, 2018). Results are shown in
Figure 9.

Figure 9.Graphic percentage of respondents’ opinionstowards restaurants
that accept cryptocurrencies
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Next question ,,Should more hotel fa-
cilities in the Republic of Serbia support
cryptocurrencies as a means of payment*,
answers indicate that 51% of respondents
think ,,Yes, it should®, 24% ,,No, it should
not“, and 25 are ,,Not sure*. The question
regarding the attitude of the respondents to-
wards travel agencies that accept payments
in cryptocurrencies is mostly positive 72%
versus negative ones 28%.

When asked ,,Should travel agencies in
the Republic of Serbia accept and use crypto-
currencies‘, most respondents think that trav-
el agencies in the Republic of Serbia should
accept cryptocurrencies in business 43%, also
18% of respondents believe that ,,Should not,
39% answered ,,I’m not sure“. Treiblmaier
(2020) stated in his survey that 36% of the
respondents use digital currencies to purchase
tour packages. As shown in Figure 10.

Figure 10.Graphic percentage of respondents’ opinions towards travel agencies accepting
crzptocurrencies

Not sure Accept
39% 43%
Not accept
18%
m Accept = Notaccept = Notsure

Source: Author's research

When asked about the attitude of using
digital currencies for cruise travel, 61% of
respondents has a positive attitude and 39%
negative reply.

Based on the research, it has been prov-
en that the majority of citizens of the Re-
public of Serbia between the ages of 18 and
60 have a positive attitude towards catering
facilities that accept cryptocurrencies. Con-
firmation of the basic hypothesis H1 instills
optimism in the openness of the tourist mar-
ket of the Republic of Serbia towards the
application of cryptocurrencies in the fu-
ture. Also, the tested sample confirmed the
auxiliary hypothesis H2, that the younger
population aged 18 to 30 is more willing to
accept cryptocurrencies as a regular means
of payment compared to other age groups.
In addition, the research confirmed the aux-
iliary hypothesis H3, which is that the em-
ployed population in the surveyed sample

has a more positive opinion towards digital
currencies compared to other categories of
respondents. Further insight into the struc-
ture of employed respondents shows that
respondents engaged in tourism show more
positive attitude towards the use of crypto-
currencies compared to other groups, which
confirmed the auxiliary hypothesis H4.
When we talk about gender structure based
on research, it is noticeable that male re-
spondents currently show more interest and
leadership in knowledge and use of block-
chain technology and cryptocurrencies than
women, which confirmed the last in a series
of auxiliary hypotheses, HS5. The fact is that
on a global level, male representatives are
currently more present in professional dis-
cussions, conferences and gatherings on
the topic of cryptocurrencies, and we can
see the mentioned situation on the domestic
market as well.
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Conclusion

The tourist market has been growing over
the years, which contributes to the constant
adaptation to new trends in the field of digital
technologies, acceptance of innovations,
as well as meeting the changing needs and
desires of users of tourist services. In order
to survive and remain competitive in a
dynamic tourism market, hotels, restaurants
and other participants in it are continuously
improving their products and services to
increase the satisfaction and loyalty of
users of their services. Cryptocurrencies,
as decentralized, can greatly help tourism
sector. At the same time, all transactions are
transparent, which is an additional benefit
for all participants. On the other hand, the
use of cryptocurrencies also involves certain
risks, which pose the greatest challenges
for hotels, restaurants, airlines and travel
agencies when deciding whether to accept
cryptocurrencies. Countries around the world
generally have different legal regulations
regarding cryptocurrencies, which makes it
difficult for crypto enthusiasts to travel. In
addition, users of cryptocurrencies are often
not protected by consumer protection laws
when fraud and cyber attacks occur, because
the cryptocurrency market is not regulated
by the central bank — in fact, many countries
do not consider them a means of payment.
Additionaly, cryptocurrencies are very
volatile and their value often varies, and in
order to be used, significantly developed
financial and digital literacy is required.
Currently, cryptocurrencies are not widely
represented and used in the Republic of
Serbia.

Survey  conducted showed  that
respondents are familiar with blockchain
technology and cryptocurrencies, but
mostly did not use them and that they
generally have a positive attitude towards
hotels and restaurants that accept them. In
addition, most respondents are willing to
make payments with cryptocurrencies if the

travel/service offer was more accessible. It
is recommended that further research focus
on blockchain technology and its application
in tourism and hospitality in the Republic of
Serbia, due to its ubiquitous appearance on
the global tourism market.
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CAMOCTAJTHA ITPOUN3BOIbA XPAHE KAO OJIPA3
TACTPOHOMCKE AYTEHTUYHOCTMU PETVIOHA O[]
3HAYAJA 3A PA3BOJ] TYPM3MA BOJBOOVHE

INDEPENDENT FOOD PRODUCTION AS IMMEDIATE GASTRONOMICAL
AUTHENTICITY OF THE REGION OF IMPORTANCE FOR THE DEVELOPMENT
OF TOURISM IN VOVODINA

Ancmpakm: Hajoomu oodpas ouysano-
cmu Kyimype u mpaouyuje Hapooa Koju Ha-
cemasa oopeliene kpajege modxce ce gudemu
U3 PUX0BE 2ACMPOHOMUje U HAYUHA NPOU3-
600mwe u npunpeme xpaue. Bojeoouny ra-
paxmepuuie pasHoBPCHOCT KYXUkd HAPood
KOjUu cy 8eK08UMa JHcugenu u u 0ame Jcuse
Ha ogum npocmopuma. Osaj pao he noky-
wamuy 0a npukadce pasiuxke y HAYUHUMA
npouU3B00te NOBLONPUBPEOHUX U NPEXPAM-
benux npouzeoda y oomaliuncmeuma pe-
euona Bojsoodune, kao ocnoge 3a ouysarbe
aymenmuyHOCmu U  MpaouyuoOHaIHOCMU
eacmponomuje. 3adamak pada je oa uc-
numa KOMuKo je 3acmyn/bena no OKpy3uma
Bojsooune npoussoorwa nosmonpuspeorux
U npexpambenux npou3eooda u Koju OKpye
umMa Hajeuue NOMeHYUjana 3a npueLayerse
mypucma opjenmucanux Ha xpauy. Hcmpa-
JHcusarLe je cnposedeno NpUMeHoM aHKem-
HO2 YNUMHUKA Mef)y CMaHO8HUYuUMa Koju
Hacemasajy Bojeoouny. HUcmpascusare je
cnpogedeno 00 okmobpa 2020. co0une 0o

Abstract: Gastronomy and food produc-
tion and preparation in certain areas reflect
the cultural and traditional characteris-
tics of people who live there. Vojvodina is
characterized by a variety of cuisines of the
people who lived and still live in this area.
This study will attempt to depict the differ-
ences in the production of agricultural and
food products in Vojvodina'’s households,
as well as the basics for the preservation of
authenticity and traditional values of gas-
tronomy. The aim of this work is to exam-
ine the representation of agricultural and
food production in counties of Vojvodina
and which county has the most potential to
attract food-oriented tourists. The research
is conducted through a survey questionnaire
among the residents of Vojvodina. The re-
search is conducted from October 2020 to
May 2021. 619 respondents took part in the
research. The data collected were processed
by applying descriptive statistics, which are
then presented tabularly and graphically.
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maja 2021. 'Y ucmpasxcusawy je yuecmeo-
eéano 619 ucnumanuka. /Jobujenu nooayu
cy obpahenu npumeHom OecKpunmueHe
cmamucmuke u mabdenapHo u 2paguuxu
npukazanu y pady. Ha ocnogy cnposedenoz
UCMPAdICUBAIbA MOJICe Ce 3aK/bYuumu 0a
Hajeuwe nomenyujaia 3a paszeoj mypusma
H4 OCHOBY OYYBAHOCMU 2ACMPOHOMCKOZ
Hacneha uma JysucHobauKu pecuoH, 00K no
3ACMYNBEHCMU  CAMOCMAIHOZ  000uUjarsa
HO/LONPUBPEOHUX U NPEXPAMOEHUX NPOU3-
600a Cpedmwobanamcku, 3anadnobauxu u
Cpemcku pe2uon.

Kwyune peuu: ucxpana, 2acmponomuja,
CIMAHOBHUWMEBO, 2ACMPOHOMCKU UOEHMU-
mem, pecuoHu.

VYBon

Kako 6u TypucTtuuke aecTuHanuje ousie
KOHKYPETHH]€ CBE BUILE NAXKEE j¢ YCMEPEHO
Ha JIOKAJIIHY KYJITYpy M ayTEeHTHYHY racTpo-
HOMH]Y K20 WU3BOP jEAMHCTBEHHUX MPOH3BO-
Jla M aKTHBHOCTH 3a NPHUBJIAYCHE TypHCTa
(Grubor et al., 2021). TpamgunuoHamHa ©
ayTEHTUYHA XpaHa Kao €0 raCTPOHOMCKOT
Hacneha jemaH je on Haj3Ha4YajHUjUX (ak-
Topa 3a pa3Boj Typm3ma (Romagnoli, 2019;
Lin et al., 2021). Ona oOyxBara ynorpe0y
racTPOHOMCKHX IPOM3BOA KOJU CE€ y3rajajy
Ha WCTOM TIONHEOJbY THe ce M YCIYXKY]y
(Rinaldi, 2017). CxoqHO TOMe HallMOHAJIHA
KyXHba Koja je crieriu(uiHa 3a HEKO MeCTO,
KapaKkTepHIlIe JIOKAJIHy KyITypy Koja Ipu-
BIaYHM TMaxmwy OpojHux Typucta (Alonso,
2013; Ellis et al., 2018).

3axBaspyjyhul MI0HOj paBHHUIU Y KOM-
OMHAIMjH Cca HCTOPUjCKAM [eIIaBarmb-IMa
BojBonmHa mpencraBiba 00dacT ca Hajo-
YyBaHUjOM TacCTPOHOMCKOM TPaJUIIHjOM
(Banjac et al., 2016) o u3y3eTHE BaXKHOCTH
3a IPHUBJIAYCHE TYPUCTA. AJIM MIOCTABJba CE
MHUTake KOJIMKA j€ 3aicTa OYyBaHOCT U 3a-
CTYIIJBEHOCT ayTEeHTHYHUX €JIeMEHaTa YHY-
Tap BEHUX OKpyTra, OAHOCHO JoMahMHCTaBa

This research concludes that traditional val-
ues in Vojvodina are preserved through pro-
duction of agricultural and food products
inside this area. The south part of Backa
has the most potential for the development
of tourism, while the production of agricul-
tural and food products is widely represent-
ed in central Banat, west parts of Backa and
Srem.

Key words: diet, gastronomy, popula-
tion, gastronomic identity, regions.

KOja MHAMPEKTHO yTHUY Ha opmuparme ra-
CTPOHOMCKE TIOHY/IE Y YTOCTHUTEJbCTBY.

BojeogmHa je MyNTHKYITYpalHH pe-
TMOH y KOME je M3MelIaH BEeJMKH Opoj Ky-
XHba €THUYKHX TPyTIa Koje je HaceJbaBajy u
Koje yTH4y Ha (OpPMHpPAEE TaCTPOHOMCKOT
nnenrutera (Kalenjuk etal., 2017; Kalenjuk
et al., 2018c). Cnenmdpuyna eTHUYIKA CTPYK-
Typa BojBonuHe ca cBOjUM racTpOHOMCKUM
KapakTeprCTHKaMa IMOTIOMOIIIA je Ja OHa
NIOCTaHE IMOBOJbHA JCCTHUHAIMjA 33 Pa3BOj
TypusMa ycMepeHor Ha xpaHy (Kanemyk,
2017a).

Bojeohancka Kkyxuma 3axBasbyjyhu
CPE/IlECBPOIICKOM YTHUIA]y C€ TONPHINY-
HO Pa3jIMKyje O KyXHia OCTAIHX JeJI0Ba
Cpbuje (Grubor et al., 2022), ona mpen-
CTaBJba MEUIABUHY pa3IMuUTHX YTHIAja
Hapola KOju BEKOBHMa JKHBE Ha OBOM IIPO-
cropy (Blesi¢ et al., 2021). Ha ucxpany n
mpurnpeMame jera y BojBoamHu, MHOTO je
yTunao xonaszak Hemana, koju cy yTHUIATH
Jla CPIICKO CTaHOBHUILITBO MONPUMH JOCTA
BHUXOBUX jeNla U Ha4MHa MpUIpeMama Xpa-
He (jenma, obuyaje, IpUIpeMame 3UMHHIIE,
BHHA, rajeme Boha u BUHOBE Jio3e). [lopex
Hewmamna y BojBomuHu je mpucyTtHO Oorar-
CTBO KYJIMHAPCKHUX 3Hama M MehycoOHOr
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yrunaja malapcke, pyMyHCKE M CIIOBauyKe
kyxume (Banjac et al., 2016; Kanewyk n
cap, 2017 6; Kalenjuk etal., 2018a; Kalenjuk
et al., 2018b), a MHOTOOpOjHA jena cy u3Be-
JIeHa U3 IPYTUX KyXHiba U3 OKpyxkemwa. Be-
JUKH Opoj 3aroCIeHUX Yy YTOCTUTEJHCTBY
MMa MpodJIeM ca TyMademeM ITopeKa 1oje-
JIMHUX jeNa, YIIaBHOM 300T MaluX pasiiu-
Ka y HauMHy npunpemMama jena (Kanemyk,
2017a). Y yrocturesbckoj monyau Bojsoau-
HE MOpex CPICKHUX, Mahjapckux M TypCKHX
jena mory ce Hahu u cnenwmjamuretu Cro-
Baka, Pymyna, Pycuna, Ykpajunana, XpBa-
Ta, MakeoHaa U ApyruxX eTHUYKUX pyna
(Kanemyxk, 2017a).

3anarak paza je 1a oaroBope Ha ciexneha
UCTpaXUBaYKa IUTAmkA :

— Konuxka je ydecramocT camMOCTaJHOT
nobujama mpexpaMOeHHUX IPOH3BO-
na y moMahHHCTBMMA CTaHOBHHMILTBA
yHyTpa pernona Bojsonune? U na i
MIOCTOj€ pa3iiMKe Yy IPOU3BOAHU?

— Koju okxpyr nMa HajBHIIIE ITOTEHIU]jajIa
Jia ce JoNagHe TyPHCTHMa Ha OCHOBY
Pa3HOBPCHOCTH T'aCTPOHOMCKHX Ka-
pakTepucTuka’?

we paza je na ce UCIUTa TPEHYTHO

CTame JoOMjama TPaIUIHOHAIHUX TacTpo-
HOMCKHMX TMpoH3Boja Yy jAoMahnHCTBUMA
CTaHOBHUINTBa BojBOpMHE, OIHOCHO IIO-
CTOjaHOCT pasiuka n3Mely obiactu, Kao
MOTEHIIMjaJIH 33 Pa3BOj TypU3Ma.

ITpernen mureparype

ITo BpcTamMa U KapaKTEpPUCTHKaMa Tia,
BojBonuHa je jeaHa ox HajIuUIOMHHjUX 00-
nactu Cpbuje, koja 3axsara 60% obpanu-
BOT' 3eMJBHIIITA, a HAjBHIIE CE KOPUCTH 3a
rajerme KUTApHIA U IPYror HHIYCTPHUjCKOT
U MOBpTapckor Omsba. BuHOrpamapctso je
pa3BujeHo y mojeamHuM obnactuma Cpe-
Ma u banara, koje cnama Meljy Hajcrapuje
y EBpomu, a Ha CIaTHHACTOM 3EMJBUILTY
ce MPOCTHPY IMAIlbAM KOjH Cy MOroi0Ba-
Ju pa3Bojy crouapctsa. Ha Jlynasy, Casu,
Tucu U BHUXOBUM TPUTOKAMA j€ Pa3BUjeHO

pudapctso (ITagejcku, 2011), nok cy rryme
oMoryhnie mpHcycTBO jenma Of JUBJbAUH.
VIIpaBo CBH OBH YCJIOBH HOTOAOBAIH CY
NIPOU3BOAKBU PA3HOBPCHUX JKMBOTHHUX Ha-
MHPHHIIA, y3rajajy ce pa3HOBPCHE paTapcke
U TOBpTapcKe OWIBKE CPEAHOSBPOIICKOT
nojHe0Jba U YCIIOBUMA yMEPEHO KOHTHHEH-
TaJHe KIMME, raje ce cBe BpcTe Jomahmx
KUBOTHIbA, CHTHA M KpynHa ctoka (Temra-
nosuh u cap., 2009; Tesanovic et al., 2010;
Tesanovi¢ et al., 2015).

Ilo nonacky Hemana y banar y ucxpany
cy yBenenu 3aunHu (Kanewyk, 20176). On
jena oxt xkutapuna y Bojsoanau, 3acTymnibe-
Ha Cy cBa jeJia Ha 06a3u TecTa, HApOIHUTO KBa-
CHOI' TeCTa 3a NPUIIPEMY CJIaHUX U CIIaTKUX
jena. BojBohaHCKy KyXumby OIUIMKYje Be-
JTUKA Opoj pa3HOBPCHHX jena of moBpha y
BUJIY pa3HUX 40pOU, BApUBA, Kallla U IHpea,
TIaCHPAHOT, IICYESHOT, IMHCTAHOT T10jeANHaY-
HOT WJIM MeIIaHoT 1moBpha, y 00UKy caiaTe
NPUIPEMIbEHE O] CBEXKET WIIM KOH3epBHpa-
Hor nospha n camyno (Grubor et al.,2022).

Y Cpemy Ha ¢opMmupame KyITy-
pe HcXpaHe CTaHOBHMIITBA YTHLAIO je
BHUIIIE MCTOPHjCKUX JelIaBama, Mely koju-
Ma Cy JOHOWICHE KPOMIHpa M KyKypy3a
(Kalenjuk et al., 2018c). Ha ®pymikoj ropu
ycrieBa Bohe 1 BUHOBA JI03a, a Y paBHHYAp-
ckoM mofHe0Jpy Cpema CBe BPCTE KUTApH-
ua 1 nospha. Ha Tpnie3u ce moxe Hahu puba
U3 peKa W IuBJbad U3 mryma. [IpumerHe cy
pasiHKe y UCXpaHU CTAaHOBHUKA (HPYIIKO-
TOPCKHX HaceJba Y OIHOCY Ha UCXPaHy paB-
HUYapCKOT CTAHOBHHIIITBA, KOje Ce OIMeaajy
y Behoj ymorpe6u rpoxia, Boha u BohHHX
npepaljeBrHa, 1ok ce y paBHoM Cpemy
BUIIE YNOTpeOJbaBa y WCXPaHH CIaHUHA,
CBHICKO MECO M MeCHe npepaljeBune. Y 3a-
nagaoM neiry CpeMa CTaHOBHHIITBO HAjBU-
111e KOH3YMHpa jerna o7 TeCTa, IITO je 0CTaJIo
on yrunaja Hemama n Cnopaka (Kanemyk,
2017a).

V BaHary je Menuropanujama HeKaaa Mo-
YBApHOT IMOJpydja OMOTYheHO Ja 1aHac OH
MMa jeJIHO OJT TUTOJHHUjUX 3EMJBHUIIITA PErHO-
Ha. [loronan je 3a BohapcTBo 1 y3roj *kunTa-
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pHIIa, KOje Cy 3acayKHEe 3a pa3Boj MIIMHAp-
CKe W NUBAapCcKe MHAyCTpHUje. Y HCTOYHOM
JIeNly Pa3BHjCHO je BHUHOIPAJapCTBO, a Ha
nenrdapy, OpojHH mammanu ¢y oMoryhu-
JM y3roj cTtoke ¥ myenapcrsa. On yTHuaja
JIPYyTUX KyXdia TIPUMETaH je jak YTHUIa]
HeMauke U Mahjapcke KyXHIbe, KOji ce MOXKe
BUJETH IIyTeM KOMOMHAIN]E CIIaHO-CIIATKOT
(KyBaHO Meco M ClIaJilaKk coC), 3aTUM CBHM
BpCTaMa KHCEJIOT TecTa, Kao M Ha3MBHMa
MHOTHX jeJla cadyBaHHMX J10 AaHac. Hekana
ce, 32 BpeMe CHPOMAINTBA, CylIa, NaaAd U
paToBa, KyBajia MaMaJsbyra, Hornapa of CyBOr
xJieba, KpOMIHP Ha pa3He HAYMHE U 1acyJb
(Kamemyxk, 20176).

bauka je jenHa ox HajiulogHUjUX 00Ma-
CTH, Y K0jOj C€ IPBEHCTBEHO CTAHOBHHILITBO
6aBu mossbonpuBpenoM. Jlo kpaja 19. Beka
OBaj PErwoH je OMo CTOYapCKH IEHTap, I0-
3HAT 110 y3T0jy KOHa, OBalla 1 cBumba. [Tnox-
Ha paBHUIIA je 3acTyXHa 3a OpojHe OBpTap-
cke 1 Bohapcke Bpcre. Oko [lyHaBa, jyXHH
neo Bauxke je Gorar mymama, rie ce Hajuasu
JIMBJbAU, a CEBEPHHU €O j€ MO3HAT 10 BUHO-
rpanapctBy. OJ yTulaja APYruX KyXUmba y
Baukoj ce japsba MelIaBHHA BUILE KyXUHba,
OCETH C€ YTHI[a] aycTpo-yrapcke, mahapcke,
XpBAaTCKe, CJIOBAaYKe, PyCHHCKE, YKPajHHCKE,
Ka0 M YTHIAj KyXHIa IPYTHX ETHHYKUX
rpyma Koje je HaceJbaBajy (Kanemyxk, 2017).

Meroponoruja paga
HcrpaxuBame je CIPOBEACHO IpUMe-

HOM aHKETHOT yHHWTHHKa Mel)y cTaHoBHU-
IIMMa KOj! HaceJbaBajy obiactu Bojeoaune:

bauky, CesepHobOaHarcky, CeBepHOOAUKY,
Cpenmobanarcky U Cpemcky obnact. CBu
WCITUTAHULIM Cy YIIO3HATU Ca BPCTOM UCTpa-
JKMBamba U aHOHUMHOCTH yIUTHUKA. VcTpa-
KHUBaWkE je CIpoBeneHO ox okrodpa 2020.
romuHe 10 maja 2021. JTuctpuOyupano je
650 ankera, o1 KojuX je 619 KoMIIIeTHO Mo-
MYEECHO U CTAaTHCTHYKK 00paljeHo.

Y mmwpy noOujama OATOBOpa Ha TO-
CTaBJbCHA HCTPAKMBAYKA IUTamkba IpHU-
KyIUBCHHU TOfaIy cy obpalleHn mpuMeHOM
onrosapajyher codrBepa 3a qpyliTBeHe Ha-
yke CIICC 823.00. O6paljenu cy mpuMeHOM
JICCKPHUIITUBHE CTATHCTUKE: (PEKBEHIIN]a,
crangapaHa aesujanuja (CH), apurmernd-
ka cpequHa (M), n xu xBagpar (y2). Ceu
nmoOujern momany KopurmheHn 3a moTpede
OBOT paja cy TabenapHoO U TpaQuIKd MpH-
Ka3aHHU y HACTaBKYy Y OBOM pasy.

PesynraTtu pajga u guckycuja

Ananuza coyuooemozpagcke cmpykmype
UCRUMAaHUKA

VY ucrpaxkuBamy cy y Behem 0Opojy Omie
UCIHUTAHUIIC KeHCKor Tona 63,8% (Tabena
1). Haj3acTymbeHHju Cy UCIIMTaHUIM CTa-
puju ox 40 romuna ca yuemhem oxn 39,6%.
ITo ce Trae 0Opa3oBHE CTPYKTYpe, BehmHa
ucnuTtanuka (63,5%) 3aBpIIMIO je BHCOKO
o0pazoBame WK (HaKyaTeT, y paJHOM OJHO-
cy je 76,4% u y opaxy 48,1%. Hajsehu mpo-
LIEHaT MCITUTaHNKa MMa [IPOCEYHA MECeyHa
npumamsa o1 350 1o 500 EBpa ca ynenom ox

3anagHobauky, JyxxHobOanarcky, Jyxno- — 40,8%.
Tabena 1. Coumonemorpadcka CTpyKTypa HCITUTaHUKA
H PesiaTuBHM yieo
(%)
Ilon
Myrko 224
36,2
Kencko 395 63,8
YKymHO 619 100
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Crapoct
Jo 30 159 25,7
On 31 o 40 215 34,7
Ipexo 40 245 39,6
YKynHO 619 100
Oo6pa3zoBame
OcHOBHA IIIKOJIa 18 2,9
Cpenma 1mkosna 208 33,6
Bucoka mkomna, pakynrer 393 63,5
VYKyIHO 619 100
Craryc
V pagHoM ogHOCY 473 76,4
Hesamocnen 125 20,2
Ilensuonep 21 3.4
YKynHo 619 100
BpauHo crame
Camarg 139 22,5
OxemeH/ynara 298 48,1
[NapTHepcka Be3a 122 19,7
He >xenuM fia ce n3jacHUM 60 9,7
VYKkynHo 619 100
IIpoceuna npumama y nomahuncTBy
Eypa 350 91 29,3
Eypa 350 mo 500 127 40,8
IIpexo 500 93 29,9
311 100
YKynHO
Pernon cranoBama
Jyxna bauka 222 35.9
CesepHa bauka 101 16.3
3amagna bauka 66 10.7
Jyxxnu banar 78 12.6
Cpenmwu banat 41 6.6
CesepHu banar 28 4.5
Cpem 83 13.4
YkynHo 619 100

H13Bop: HCTpaXkUBabE ayTopa

Hajsehm mpomenar wucrpaxuBama je
00yXBaTHO MCIHUTAHWUKE KOjU CTaHyjy Ha Te-
putopuju JyxxHoOadke obmactu ca 35,9%,
ciene ca 16,3% u3 CeepHobauke obnacTi,
13,4% u3 Cpemcke obmact, 12,6% u3 Jyx-
HobOanarcke obnacty, 10,7% u3 3amagHobau-
ke obnactu, 6,6% u3 Cpenmobanarcke oda-
ctu 1 4,5% u3 CeBepHoOaHATCKE OOTACTH.

Ananusza paznnuke oodujarea
nObONPUBPEOHUX NPOU3E00A 3a ROmpede
ucxpane usmelly oxkpyza

HUcrpaxyjyhu camMocTanHy HpPOH3BOIELY
MOJBOIIPUBPEIHNX NPOM3BoAa y BojeomuHu
JIOLIIO ce O 3HAa4YajHUX IOoJaTaka KOju Cy
npuka3any y Tabemu 2. Ha ocHOBY pesynrara
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NpHUKa3aHuX y Tabenu 2 yodasa ce Jia ce Io-
Bphe HajBume y3raja y CpenmboOaHaTCKOM
peruony (48,8%), Bohe y 3amagHoOauKoM
peruony (56,1%), ctoka pamu moOHjama
Meca (CBHIbE, OBIIE, FOBea) y 3araaHobad-
KOM peruony (28,8%), mepan paau nodujama
Meca (KOKOILKe, Tycke, narke, hypke) y 3a-
nagHoO0aukoM pernony (33,3%), )KUBOTHEGE

3a nobujame mieka y Cpeambo0aHaTCKOM pe-
ruony (17,1%), »xuBoTHIbE 32 H0OHjambe jaja
y 3anamHoOaukoMm peruony (37,9%), xwura-
pure y Cpenmobanarckom peruony (41,5%),
3a4MHCKO Omibe (TepiiyH, MHUpohuja, Iie-
Jep, manprka) y 3anagHo0adkoM pEeTHOHY
(37,9%) u nexoBuTO OWIBbE (HaHA, KAHTApPH-
OH) y 3anagHobadxoM pernony (27,3%).

Tabemna 2. Y3rajame M0JbONPUBPEIHUX IPOU3BO/IA IPEMa O0JIACTH CTaHOBamba

Jyxuobauka C?ep- Cpenmwobanarcka|Jy:xHobanat-| 3anagnobayka | CeBepHobanarcka| Cpemcka
obmact % Hoovata obmact % cka obmacT %|  obmact % obmact % obmact % pe
obmnact %
Ja 31,5 28,7 48,8 41,0 47,0 10,7 48,2
IMosphe He 51,8 53,5 34,1 41,0 37,9 75,0 42,2 28.256**
TloBpemeHo 16,7 17,8 17,1 17,9 15,2 14,3 9,6
Ja 39,2 25,7 51,2 51,3 56,1 32,1 51,8
Bohe He 47,3 56,4 34,1 30,8 25,8 53,6 38,6 32.468**
TToBpemeno 13,5 17,8 14,6 17,9 18,2 14,3 9,6
Ja 12,6 11,9 244 15,4 28,8 0,0 18,1
Croka paau
nobujama He 84,2 79,2 73,2 79,5 66,7 85,7 68,7 35.074%*
Mmeca
TloBpemeHO 32 8,9 2,4 5,1 45 14,3 13,3
Ia 14,9 18,8 31,7 20,5 333 0,0 27,7
Ilepanx pagu
no6Hjama He 80,2 73,3 56,1 70,5 57,6 85,7 61,4 32.698%*
Meca
TloBpemeno 5,0 7,9 12,2 9,0 9,1 14,3 10,8
Ha 32 8,9 17,1 5,1 15,2 0,0 4,8
Kusotume
3a go0ujame He 93,7 87,1 80,5 93,6 84,8 89,3 94,0 32.927%*
MIIeKa
IoBpemeno 3,2 4,0 2,4 1,3 0,0 10,7 1,2
Ha 17,1 21,8 36,6 26,9 37,9 7,1 26,5
JKusotume
3a L[q6}/lja}be He 78,4 74,3 61,0 67,9 59,1 82,1 67,5 24.562*
Jaja
IMoBpemeHo 4,5 4,0 2,4 5,1 3,0 10,7 6,0
Ja 8,6 9,9 41,5 17,9 34,8 3,6 13,3
Kurapuue He 87,8 83,2 58,5 74,4 62,1 85,7 83,1 61.493%*
TToBpemeHO 3,6 6,9 0,0 7,7 3,0 10,7 3,6
Jla 29,3 20,8 36,6 24,4 37,9 21,4 24,1
33;”““0 He 51,8 55,4 43,9 474 39,4 60,7 56,6 13.547
nbe
IoBpemeno 18,9 23,8 19,5 28,2 22,7 17,9 19,3
Ja 17,1 12,9 19,5 17,9 27,3 14,3 15,7
H%K"B“TO He 67,6 69,3 63,4 59,0 54,5 71,4 68,7 10.039
HIbe
TToBpemeHo 15,3 17,8 17,1 23,1 18,2 14,3 15,7

Hanomena; (2 — xu kBazpar; * 3HayajHo Ha HUBO 0,05; ** 3nauajuo Ha HuBo 0,01

H3BOp: HCTpaKUBAELE ayTOpa
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Kon ysrajama moBpha mocroje craru-
CTHYKH 3Ha4ajHe pazimke u3Mmely okpyra
(x2=28.256; p<0,01). Pe3ynTaru noka3yjy na
uctmtannim u3 Cpenmobanarcke (48,8%),
3anmamHoOauke (47%) u Cpemcke (48,2%)
o0macTy 3Ha4ajHO BUIIE MPOM3BOMAE MOBphe
y ofHOCY Ha ucnuTaHuke u3 CeBepHoOaHar-
cke (10,7%) obOmacty.

ITocToje Takohe cTaTUCTHYKU 3HAYAjHE
pasnuke u3Mel)y obnmactu koj y3rajama Boha
(x2=32.468; p<0,01). Pesynratu mokasyjy
Ja ucnuranunm us Jyxaooanarcke (51,3%),
Sanaanobauke (56,1%) u Cpemcke (51,8%)
00JTacTH 3HAYajHO BHIIIC MPOU3BOIE Bohe y
ogHocy Ha ucnutaHunke u3 CeBepHOOAUKe
(25,7%) obmacTw.

Pesyntaru mokasyjy 1a ce o HCIIUTaHu-
ka u3 CeBepHOOAHATCKE OOIACTH HUKO HHjE
W3jacHHO Ja y3raja CTOKY paium NoOujama
Meca, Tepajg paau Jo0ujamba Meca U KHBO-
THIE 32 foOujame Mmieka. Takohe kon mo-
BPEMEHOT y3rajamha ce HUKO Ol HICITUTaHHKa
u3 3amagHoOauke OO0NACTH HUjE H3jaCHUO
Jla TIOBPEMEHO Yy3raja >KUBOTHIE Pajd J0-
Oujama MJIeKa, 1 HUKO O] UCIIUTaHUKA U3
CpeamobaHaTcke 00JacTH Ja TOBPEMEHO
y3raja KuTapHuie.

CraTUCTHYKH 3HAdajHA pa3iuKa je yo-
yeHa m3Mel)y oOlacTé W KOx y3roja Ku-
BOTHRA 3a JobOmjame jaja (y2=24.562;
p<0,05). Pesynratu mokasyjy na ucCIUTAa-
HUIM u3 3amagHoOauke obOmactu (37,9%)
3Ha4ajHO BUILIE Y3rajajy >KUBOTHILE 32 JI0-

Oujame jaja y OJHOCY Ha MCIIMTAaHHUKE U3
Jyxuob6auke obnactu (17,1%).

Amnanu3za pannuke oooujara
npexpamoenux npou3eooa 3a nompeoe
ucxpane usmelly oonacmu

VY Ttabenu 3 je mpuKkazaHa pasiHKa W3-
Mmeh)y oOmactu craHOBamba HCIHUTAHUKA Y
MIPOU3BOHH: TIPOU3Boaa on nmospha, Boha,
JUMJBEHHX HPOU3BOIA OJ Meca, CHUpEBa,
(epMeHTHCAaHNX MIICYHUX HAIIUTaKa, xJieba,
ankoxoiHuX nuha u nocnacruna. Ha ocHoy
pe3yaTara KOHCTaTOBaHO je Ja ce MPOH3BO-
1 071 ToBpha (3UMHUIIA) HajBHIIIE TPOH3BO-
ne y CpeamobaHarckoM peruony (65,9%),
MPOU3BOAM Of Boha (em, mexkMes, MapMe-
Jaja, cIaTko, cOkoBH) y Cpeamo0aHaTCKOM
peruony (75,6%), AMMIBEHU TPOU3BOIH O
Mmeca y CpemckoM peruony (54,2%), cupe-
Bu y CpenmobdaHarckoM peruony (24,4%),
(depMeHTHCAaHN MIIEYHH Hanuiu (jOrypr,
Kuceno Mieko) y Cpenmo0aHaTCKOM perH-
oHy (22%), x1e6 y 3amagHOOaYKOM perno-
Hy (30,3%), ankoxonHa nuha y CpemckoM
peruony (42,2%) u mocnactuie y 3amaj-
HOOaukoM peruony (66,7%). Ca nomahun-
CTBa KOja y3rajajy >KHBOTHEE 3a I00OHjame
MJIeKa C€ yIJIaBHOM 0aBe M NPOHM3BOAHOM
cupeBa U (EPMEHTHCAHUX HAIUTAKa, Kao
n y3rajambeM Boha 1 nospha npon3BoImHOM
npou3Boja of Boha u nospha.

Tabexna 3. CamocTanHa IpoU3BO/IIb-a XpaHe MpeMa 00JIacTH CTaHOBAmba

obnact % obmact % obnact %

Jyxknobauka | CeBeprobauka [Cpenmbobanarcka

Jyxnobanarcka | 3anagnobauka [CeBepHobanarcka| Cpemcka

2
obmact % obmact % obnact % obmact % X

Jla 40,5 36,6 65,9 436 60,6 286 53,0
Tpoussonu | pe 46,4 52,5 14,6 244 227 53,6 386 | 56362
oz moBpha wok

Tospe- 13,1 10,9 19,5 32,1 16,7 17,9 8.4

MEHO

Jla 477 38,6 75,6 46,2 63,6 46,4 57,8
Tpoussonu | e 38,7 495 9,8 20,5 19,7 28,6 36,1 | 59.900%*
ox Boha

Tospe- 13,5 11,9 14,6 333 16,7 25,0 6,0

MEHO
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Ja 284 31,7 488 244 455 17,9 542
Jdummbenn
poussomu | He 62,6 554 46,3 56,4 48,5 71,4 38,6 | 40.338%*
o Meca .

Tospe 9,0 12,9 49 19,2 6,1 10,7 72

MEHO

I 54 11,9 24,4 10,3 13,6 14,3 72
Cupesn He 87,8 772 732 85,9 71,2 82,1 85,5 | 28 6aank

Tospe- 6,8 10,9 24 38 15,2 36 72

MECHO

Jla 72 10,9 22,0 9,0 45 10,7 48
depmeHTH-
camn woea- | He 85,6 81,2 732 84,6 86,4 82,1 89.2 | 14452
HH HAITUIH _

Tospe 72 7,9 49 64 9,1 7.1 6,0

MEHO

Jla 22,5 22,8 19,5 25,6 30,3 17,9 20,5
Xi1e6 He 54,5 46,5 56,1 43,6 455 57,1 60,2 10.179

Tospe- 23,0 30,7 244 30,8 242 25,0 193

MCHO

Ila 18,9 21,8 36,6 26,9 27,3 7.1 42
Anxoxonua | He 68,0 56,4 512 52,6 51,5 75,0 458 | 344535
nuha :

Tospe- 13,1 21,8 12,2 20,5 212 17,9 12,0

MEHO

Jla 50,9 42,6 58,5 474 66,7 42,9 51,8
Mocnactu- | fe 30,6 35,6 17,1 21,8 19,7 35,7 373 | 25340
e

Tospe- 18,5 21,8 24,4 30,8 13,6 21,4 10,8

MEHO

Hanomena; Y2 — xu kBajpat; * 3HayajHO Ha HUBO 0,05; ** 3HayajHo Ha HUBO 0,01

W3Bop: ncTpaxuBame ayTopa

[Tocroje crarUCTUUKK 3HAYajHE Pa3iH-
K€ KOJI TIPOM3BOAM-E MPOU3BOAA O] IMoBpha
n3mel)y oaroBopa UCIIMTaHUKA PAa3THYUTUX
obmactu (¥2=56.362; p<0,01). Pesynrarn
MOKa3yjy Jia MPOLEHTyaJIHO 3Ha4yajHo Behn
Opoj wucnmranumka u3 CpeamoOaHATCKe
(65,9%) obnacti MPON3BOAE OBE IIPOU3BOIE
y OJHOCY Ha ucrnutaHuke u3 CeBepHOOauKe
(36,6%) n CeBeprobanarcke (28,6%) obmna-
CTH, Ka0 M MCIOWTAHUIHA U3 3amagHoOadke
(60,6%) obnactu y ongaocy Ha CeBepHOOAUY
(36,6%) obmnacr.

CraTHCTHYKY 3HAYajHE PA3JIUKE MOCTOje
u u3Mmel)y oAroBopa MCHUTaHHKA pa3uyuu-
THUX OOJNIaCTH J1a MPOM3BOJIE MPOU3BOJIE OJf
Boha (¥2=59.900; p<0,01). Pe3ynraru mo-
Ka3yjy aa ucruranunu u3 CpenmobaHaTcke
obnactu (75,6%) 3Ha4ajHO BHIIE MPOHU3BO-
Je npousBone on Boha y OAHOCY Ha HCIH-

Tanuke u3 JyxuHobauke (47,7%), CeBepHo-
bauke (38,6%) u JyxHoOaHATCKEe 00IACTH
(46,2%), ka0 W WCIUTAHUIM U3 3amajHo-
6auxor (63,6%) Okpyra y OIHOCY Ha HCITH-
tanuke u3 CeBepHoOauke (38,6%) obmactw.

Kon mpou3sBojme TUMIbEHUX TIPOU3BOJA
0] Meca [OCTOje CTATUCTHYKY 3HAYajHE pa3-
nuke u3Mel)y oaroBopa UCIUTaHUKA pa3iiu-
gutux obmactu (¥2=40.338; p<0,01). Pe3yn-
TaTH TOKa3yjy J1a MPOIEHTyaTHO 3Ha4ajHO
Behu 6poj ncinrannka u3 Cpemcke (54,2%)
o05acTd TPOU3BOAE AMMJIbCHE IPOU3BOJEC
0]l Meca y OJJHOCY Ha MCIMTaHUKe U3 Jyx-
Hobauke (28,4%), CesepHobauke (31,7%),
Jyxxnobanarcke (24,4%) u CeBepHoOaHart-
cke (17,9%) obnacru.

KoHcraToBaHe Cy CTaTUCTUYKH 3HA-
YajHe pasiMKe KOJ INPOHM3BOAE CHpPCBA
n3Mmel)y UCIUTAHUKA PA3NUYUTHX OONACTH
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(x2=28.644; p<0,01). Pesynratu mokasyjy
Jla MPOICHTYya HO 3Ha4ajHo Behu Opoj wc-
nurannka u3 Cpeamwobdanarcke (24,4%) 06-
JIACTH MTPOM3BO/IHM CUP Y OJIHOCY Ha UCIHTA-
Huke u3 JyxHooauke (5,4%) obnactu.

VYoueHe Cy CTaTUCTHYKH 3Ha4yajHE pa3-
JIMKE M KOJI TIPOU3BOJAIE aJKOXOJIHUX Iuha
usmely obmactu (x2=34.453; p<0,01). Pe-
3yJATaTd TOKa3yjy Aa NpPOLEHTYalHO 3Ha-
yajuo Behu Opoj ucnuranuka u3 Cpemcke
(42,2%) obnactTu NPOM3BOAM AJKOXOJHA
nuha y oHOCY Ha MCHHMTaHHKE U3 JyxKHO-
6auke (18,9%) n Ceepuodanarcke (7,1%)
oOmacTH.

CraTHCTHYKY 3HAYAjHE PA3JIUKE MOCTOje
W y IPOU3BO/IHH TTOCIIACTHUIIA U3Mel)y ucTu-
TaHUKa pa3IuyuTUX obOmactu (y2=25.340;
p<0,05). Pesynratu mokasyjy aa MpOICH-
TyaJHo 3HauajHo Behu Opoj McruTaHuKa U3
3ananHobauke (66,7%) obnacTu Mpou3Boe

MOCJIACTHLE Y OJHOCY Ha HCIHTaHHKE U3
Ceseprobauke (42,6%) obmacTu.

Ananuza nomenyujana 3a pazeoj
mypusma opujenmucanoz Ha
2acmponomcko nacnelje

CarnenaBajyhn racTpoHOMCKe Kapakre-
PHCTHKE OYyBaHE YHYTap PErHoHa >KEJIeso
ce nohu no mogaraka o yKymHHM IacTpo-
HOMCKHMM HOTEHIMjalMa CBAKOT Ol OKpY-
ra. Y rpadukony 1 jar je npukas pesyirara
HCTpaXWBamka KOjU pPErwoH (Wi o0iacT)
y BojBoguHM wMa HajBHIIE MOTEHIHjaja
la ce JOomNajHe TYPHUCTHMa 3axBajbyjyhu
O4YyBaHOCTH TracTpoOHOMCKOr Hacieha BH-
JUBUBOT M3 KapaKTePUCTUKA OUYYBaHUX Yy
nomahuacTBUMa. Ha ocHOBY oirosopa mc-
MUTaHKKa yTBPH)EHO je J1a HajBUIle MMOTEH-
[Hjana ca CBOjUM KapaKTepHCTHKaMa HMa
Jyxxnobauka o6mact (39,6%).

I'paduxon 1. ['acTpOHOMCKH MOTEHIMjaIH 3a IIPUBIAYCHE TYPUCTA HA OCHOBY Pa3HOBPCHE
racTPOHOMCKE IOHY/e

o6nacr
23%

W3Bop: HCTpaxkuBamke ayTopa
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3axbydak

Ha ocHOBy cripoBeJeHOT HCTpaXkuBamba
MOXKE Ce 3aKJby4HTH Ja je y BojBonunu pas-
JUYUTO OYyBaHA TPAJUIMOHATHOCT KpO3
y3rajame U MPOU3BOAKBY MOJBONPHUBPEIHHUX
U mpexpamMOeHUX MpOU3BoJa yHyTap obia-
ctu. HajBumme moreHmmjana 3a pasBoj Ty-
pHU3Ma Ha OCHOBY OYYBaHOCTH I'aCTPOHOM-
cKor Haclieha nma JykH00auKH PEeruoH, 0K
M0 3aCTYIJBEHCTH CaMOCTAJHOT JOOHjama
MOJBONPUBPEIHUX M TMpeXpaMOCHHX IMPo-
u3Bona CpeambodaHarcku, 3anaHo0auku 1
CpeMcKH perroH.

VY obGnactuma BojBoarHe 3acTymibEHO je
y3rajame CBHX IIPOM3BOJA LITO OM Ce MOT-
JI0O UCKOPHCTHTH 32 TOOOJbLIAE TOHYIC
pervona, u3y3eB cialbHuje 3acTyIJbEHOCTH
KaKo y3rajama JKHBOTHHhA 32 JOOHjarbe MIle-
Ka, TAaKo M MMPOM3BOJA OJl MIleKa. Y3rajame
HaMUPHUIA j€ TOBE3aHO Ca MPOWU3BOAHOM
MPOU3BO/Ia, TAKO JIa PETMOHU TIE CE BHUIIIEC
y3raja Bohe u moBphe mpor3Boze BUIIIE TPO-
M3BOJA OJI IOMEHYTUX CHPOBHHA.

Ynorpeba JIoKaIHHUX MPOHU3BO/A 32 MPO-
W3BOABY XpaHe W Nuha AonpuHeNIa Ou u
JIOKaJTHO] ekoHoMmHju. To Ou Owmio moryhe
MyTeM pa3Boja Pa3UUUTHX OOJNHKA TypH3-
Ma CTBapameM ayTeHTHUYHHjEe IOHyIe 3a
cBaky oOnact noceOHO Oa3upaHy Ha HaMHp-
HHIIaMa KOje Cy 3aCTyIJbeHe 10 00IacTuma.
OBakaB MPHUCTYN OU Ce€ MMO3UTHUBHO OJIpa3u-
JI0 Ha mpou3Bohaue u 1o0aBibade, any U Ha
TypucTe (CBEXH, HYTPUTHBHO U CEH30PHO
KBaJIMTETHH HPOU3BOJIM), @ CAMUM THUM J0-
OpPHHETH O racTPOHOMCKOM M €KOHOMCKOM
pa3Bojy cBake ox obmactu. Pa3Boj pernoHa
MOXKE CTUMYJIUCATH TACTPOHOMCKH TypH3aM
npyXameM MOryNHOCTH 3a CTBapame HOBE
ayTEHTUYHH]jE, PErMOHAITHE MTOHY/IE XpaHe.

3axBanHuIa

UcrpaxuBama je ¢puHaHcupaso MuHu-
CTapcTBO MPOCBETE, HAyKe M TEXHOJIOUIKOT
pa3Boja Pemyommke Cpo6uje (EB.Op. [1451-
03-68/2022-14/200125).
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