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ISTRAZIVANJE IMIDZA DESTINACIJE I PROMOTIVNE
AKTIVNOSTI SRBIJE — PERSPEKTIVA POSETILACA

EXPLORING DESTINATION IMAGE AND PROMOTIONAL ACTIVITIES OF
SERBIA - VISITORS’ PERSPECTIVE

Apstrakt: U najnovijoj literaturi je nagla-
Sena znacajna uloga koju imidz destinacije
igra u oblikovanju putnickog ponasanja turi-
sta i potencijalne koristi koje se mogu izvuci
[ za turisticku destinaciju i za celu zemlju.
Stoga je glavni cilj ovog istrazivanja bio da
se ispita kako strani i domaci turisti percipi-
raju kognitivne, konativne i celokupnu sliku
Srbije, kao i efikasnost njenih promotivnih
napora. Anketno istrazivanje sprovedeno je
u glavnim destinacijama Srbije, a obuhvatilo
je ukupno 956 turista. Nalazi su otkrili zna-
Cajne razlike izmedu dva turisticka segmenta
i rasvetlili manje percipirane aspekte imidza
destinacije, isticuci oblasti koje zahtevaju
paznju u buducnosti. Ovaj rad nudi vredne
implikacije koje mogu efikasno da se poza-
bave identifikovanim problemima.

Kljuéne reci: slika destinacije, kognitivna
slika, konativna slika, slika, Srbija.

Abstract: The well-established literature
emphasized the significant role that destina-
tion image plays in shaping tourists’ travel
behavior and the potential benefits that can
be derived for both the tourist destination
and the entire country. Thus, the main goal
of this research was to explore how forei-
gn and domestic tourists perceive Serbias
cognitive, conative, and overall images, as
well as the effectiveness of its promotional
efforts. The survey research was conducted
in the major destinations of Serbia, and it
involved a total of 956 tourists. The findin-
gs revealed significant differences between
the two tourist segments and shed light on
lesser-perceived aspects of the destination
image, highlighting areas that require atten-
tion in the future. The paper offers valuable
implications that can address the identified
issues effectively.

Keywords: destination image, cognitive ima-
ge, conative image, overall image, Serbia.
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Introduction

Tourism products are specific, and diffe-
rentiate from other products that consumers
purchase (Sirgy & Su, 2000). Besides, given
the dominance of intangible nature of tourism
services, tourists’ perception of destination
image prevails (Gallarza et al., 2002). Thus,
when planning a trip, tourists depend on the
destination image to create an early notion
of what to expect at the destination (Sirgy &
Su, 2000). Also, the destination image plays a
crucial role in influencing the pre-travel pur-
chasing decision, shaping the overall travel
experience, evaluating that experience, and
subsequently impacting post-travel behaviors
and intentions (Echtner & Ritchie, 2003; Da-
skin & Pala, 2022).

In the tourism market, there is a constant
presence of competition between destinations,
striving to secure distinctiveness (Xu & Au,
2023). Nowadays, the competition has tran-
sitioned to the rivalry between the images of
competing destinations (Kim & Stepchenkova,
2015). Such competitive conditions triggered
the desire of the destination to improve, ma-
nage and present a positive image (Alcocer &
Ruiz, 2020). The unique image of a destination
facilitates the identification of its defining tra-
its (Lin & Kuo, 2018) and elevates its reputati-
on in the tourism market (Qu et al., 2011).

Consequently, in the past few decades, the-
re has been a significant emphasis in academic
circles on the destination image (Koéltringer &
Dickinger, 2015; Almeida-Santana & More-
no-Gil, 2019). Indeed, when researchers gain
a deeper understanding of destination image
and its encompassing components, it becomes
simpler for destination marketers to create
effective and tailored approaches for different
segments of tourists (Stylidis et al., 2017; Al-
meida-Santana & Moreno-Gil, 2019). Hence,
gaining insights into tourists’ perception of a
destination’s image and proactively striving to
enhance it are indispensable for achieving suc-
cess in destination management and marketing
(Chen et al., 2010; Konecnik, 2002). On the ot-
her hand, destinations take the most of marke-
ting communication and promotional activities

to shape their images (Beerli & Martin, 2004;
Fridgen, 1984; Gartner, 1993).

The principal aim of the paper was to
explore the perception of destination image
and the quality of the promotion of Serbia from
the visitors’ perspective. The research has been
conducted as follow-up research to the one
conducted for the development of the Strategic
marketing plan of Serbia, done in 2019. The
study aims to check if the perception of Ser-
bia has changed in the past four years and to
identify what are the attributes that have been
improved the most.

Literature review

In diverse academic disciplines, the ima-
ge and destination image have multiple inter-
pretations, indicating the lack of a universal
definition (Baloglu, 1997; Baloglu & McCle-
ary, 1999; Gartner, 1993; Kim & Richardson,
2003). Nevertheless, one notable definition,
provided by Crompton (1979, p. 18), chara-
cterizes a destination image as “the amalga-
mation of beliefs, ideas and impressions held
by tourists regarding a specific destination”.
Moreover, the concept of destination image re-
fers to how tourists subjectively interpret and
perceive the reality of a destination (Bigné et
al., 2001).

There are two principal academic approa-
ches that have explored the formation of de-
stination image. In the first approach, known
as the traditional perspective, the image is
believed to be predominantly cognitive (Ma-
zurski & Jacoby, 1986). On the other hand,
the modern approach highlights that the ima-
ge is shaped by both cognitive and affective
aspects (San Martin & Rodriguez del Bosque,
2008). Thus, the cognitive dimension captu-
res a tourist’s understanding and belief about
the qualities and features of an object or de-
stination (Pike & Ryan, 2004; Stepchenkova
& Mills, 2010). Besides, the affective image
encompasses all the emotions and feelings that
tourists experience towards a specific object or
destination (Kim & Richardson, 2003). Some
researchers (e.g., Baloglu, 1997; Baloglu &
McCleary, 1999) have highlighted the crucial
significance of incorporating both dimensions
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to comprehend the true nature of the image, as
it is not solely determined by the physical at-
tributes and characteristics of the destination.
Indeed, the synthesis of cognitive and affecti-
ve images culminates in the formation of the
overall image (Baloglu & McCleary, 1999),
encompassing both tangible and intangible
elements (Alcocer & Ruiz, 2020).

Also, according to certain authors (e.g.,
Gartner, 1993; Pike & Ryan, 2004), it has been
posited that a third dimension, known as the
conative image, exists, which pertains to be-
havioral associations with the destination. For
instance, it can be a tourist’s intention to visit,
revisit or spread positive word-of-mouth abo-
ut the destination (Konecnik & Gartner, 2007,
Bigné-Alcaiiiz et al., 2009; Stepchenkova &
Mills, 2010; Wang et al., 2021; Wang et al.,
2023).

The destination image is an important fa-
ctor in understanding tourists’ behavior, and
researchers have explored how it relates to
other constructs and the effect it has (Yilmaz
& Yilmaz, 2020). For instance, it was confir-
med that tourists’ personal involvement (e.g.,
Prayag & Ryan, 2012), travel motivation (e.g.,
Chelliah et al., 2021) and country stereotype
(e.g., Yan et al., 2023) shape their perception
of destination image. Besides, previous stu-
dies found that destination image influences
tourists’ destination attachment (e.g., Stylidis,
2020; Tasci et al., 2022), trust (e.g., Davies &

Chun, 2002), satisfaction (e.g., Puh, 2014) and
intention to revisit the destination (e.g., Kim,
2014). Also, destination image has received
attention from researchers due to its significan-
ce in improving marketing and management
approaches (Chu et al., 2022). Thus, in recent
research, Brati¢ et al. (2023) delved into the
depths of different tourists’ cognitive image
profiles, providing a deeper understanding that
can greatly contribute to the creation of effe-
ctive destination marketing and management
strategies.

Methodology

Participants

The participants of the research were do-
mestic and foreign tourists in various destina-
tions in Serbia. A total of 956 tourists filled in
the survey. There is a higher number of female
respondents (62.5%), while the average age
of the sample was 35.45 years. When it co-
mes to education, there is the highest number
of highly educated visitors (43%), followed
by those who have finished secondary scho-
ol (41.21). Visitors mostly have an average
income compared to the average monthly in-
come in their place of residence. The sample
included a higher number of foreign visitors -
63.91%. The distribution of destinations where
visitors were surveyed, together with detailed
sociodemographics is given in Table 1.

Table 1. Sociodemographic characteristics of respondents (N=956)

Gender Average monthly income

Male 37.45 |Bellow avarage 30.12

Female 62.55 |Avarage 45.18
Above avarage 24.68

Average age — 35.45 years, Min. 18, |Domestic tourists 36.09

max. 69 Foreign tourists 63.91

Education Destinations

Elementary school 5.85 |Novi Sad 12.97

Secondary school 41.21 |Belgrade 24.06

Higher school 9.94 |Ni§ 9.31

Bachelor, Master or PhD 43 Zlatibor 9.41
Tara 8.16
Kopaonik 9.83
Vrnjacka Spa 10.04
Sokobanja 8.89
Spa Koviljaca 7.32

Source: Author
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Instrument

The instrument for data collection was
a survey. The survey consisted of several
parts. The first part included the sociodemo-
graphic characteristics of respondents (gen-
der, age, education, average monthly inco-
me etc.). The second part referred to the as-
sessment of the image of Serbia (cognitive,
conative and overall image). For assessing
cognitive image, a scale of 22 items was
used. The scale was initially based on Echt-
ner and Ritchie (1993) and Gallarza et al.
(2002), and further developed and modified
by Kovaci¢ et al. (2022). Individual items of
the cognitive image were evaluated by tou-
rists based on their assessment of the agree-
ment with the stated statements on a 5-point
Lickert scale from (1 - do not agree at all,
to 5 - completely agree). The overall image
was evaluated by tourists on a scale from (1
- very negative, to 5 - very positive), while
the quality of the promotion was evaluated
on a scale of (1 - very bad, 5 - excellent).
Finally, the conative image was assessed by
evaluating the degree of agreement with sta-
tements: [ would return to destination and
I would recommend destination to other
people. The statements were assessed on a
5-point Lickert scale from (1 - do not agree
at all, to 5 - completely agree).

Procedure

The research was conducted from March
to October 2023 in the major tourist destina-
tions of Serbia — cities (Novi Sad, Belgrade,
Nis), mountains (Zlatibor, Tara, Kopaonik)
and spas (Vrnjacka Spa, Soko Banja, spa
Kovilja¢a). The pen-and-paper questionnai-
res (in Serbian and English) were distributed
with the help of employees in accommoda-
tion facilities and attractions at destinations.
The tourists were informed about the pur-
pose of the study and that their participati-
on was voluntary and anonymous. The data
were processed by SPSS (Statistical Sof-
tware for Social Sciences) version 23.

Results

Cognitive image evaluation
Firstly, the cognitive image was measu-
red, based on the perception of different de-

stination elements referring to the informa-
tion and knowledge that tourists have abo-
ut the destination. Afterwards, the overall
image of Serbia and the specific destination
in Serbia the tourists have visited was me-
asured, and finally, the conative image that
refers to the behavior, i.e. to whether tou-
rists would return to the destination, whet-
her they would recommend it, etc. has been
analyzed.

Assessment of the cognitive image of
Serbia is shown in Figure 1. Figure 1 pre-
sents elements of cognitive image which are
ranked from the highest to the lowest ave-
rage value.

Research has shown that tourists con-
sider the tourist destination in Serbia they
are currently visiting to have good gastro-
nomic offers, friendly residents, excellent
level of service, high safety and security,
quality accommodation facilities, good re-
staurants, cafes, and bars, and good nightlife
as the most important attributes. These are
the only claims that have been rated with an
average score higher than 4. With other at-
tributes and elements of the destination, tou-
rists are less satisfied. They rated the Intere-
sting architecture, Lots of activities for kids,
The possibility of adequate public transport
at the destination, A diverse range of activi-
ties for families, Various shops, good traffic
accessibility and Good price-quality ratio as
the lowest.

Among foreign tourists (over 80%) in
the TOP 5 by the highest number of ratings,
the following stand out:

* Good gastronomic offerings;

¢ Pleasant local residents;

* Safety and security

¢ Good restaurants, cafes, bars;

* Quality accommodation facilities;

Among domestic tourists (over 75%),
the following can be classified in the TOP
5 in this regard:

* Exciting nightlife;

* Quality accommodation facilities;

« Excellent service level;

¢ Good restaurants, cafes, bars;

* Good gastronomic offerings.
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Figure 1. Assessment of the Cognitive image of Serbia by tourists

The avarage assessment of cognitive image elements

Good gastronomic offer I 1 15
Friendly locals I 4. 44
Excellent level of service I .33
High degree of safety and security I 4 32
Good restaurants, cafes and bars I .09
Quality facilities foraccommodation I 4.0 3
Exciting nightlife I 4.2 1
Good traffic accessibility I 4,11
Interesting cultural and historical attractions I 3,95
Many activitiesin nature (active tourism) I 3.2
Developed tourist infrastructure I 3. 76

Tourist information available 3.76

Various and high-quality festivals and cultural events I 3.7 S
Interesting museums and galleries I 3. /O

Clean environment 3.66

Quality tourist signage GGG 3.66
Good price-quality ratio I 357
Various shops 3.56

A diverse range of activities for families IEEEEGEGGEGEEEEEEEEEEEE. .45
The possibility of adequate public transport at the destination I 333

Lots of activities for kids 3.3

Interesting architecture GG )3

0 0.5 1 1.5 2 2.5 3 3.5 4 4.5 5

Source: Author

The overall image of Serbia

significantly better. One possible explanati-
on for this finding could be the insufficient
knowledge of tourists and the lack of perso-
nal experience with most tourists compared
to other destinations in Serbia, which could

When it comes to assessing the overall
image of the destination where tourists were
surveyed and the overall image of Serbia, the
results indicate that the destination's image
where tourists were surveyed is better rated.

While the average rating of Serbia's image
is 3.75, indicating ample room for improve-
ment, the average rating of the tourist desti-
nation where tourists are is 4.05, which is

have influenced them to make this judgment
based on representations of Serbia in the me-
dia or the experiences of friends and acqua-
intances.

Table 2. Overall assessment of the image and quality of promotion by tourists

Mean value gglil;?;g
The overall image of Serbia 3.75 0.877
The overall image of the destination in Serbia they have visited 4.06 0.754
Assessment of the quality of the promotion of Serbia 3.76 988

Source: Author



10 | Turisti¢ko poslovanje

When it comes to potential differences
in the perception of Serbia’s image among
foreign tourists, there are certain regional
specificities:

* Tourists from Eastern Europe perceive
Serbia's image as very positive in 86%
of cases.

* Tourists from Asia perceive it as such in
92% of cases.

* Tourists from Western Europe consider
Serbia's image positive in 68% of ca-
ses.

Assessment of Serbia's Conative Image

The conative image of Serbia as a tourist
destination has been evaluated as very posi-
tive by both foreign and domestic tourists. It
was measured by the desire for a return visit
to destinations in Serbia and the intention to

recommend Serbia to other people, and the
results are shown in Table 3. Considering
the exceptionally high level of overall sa-
tisfaction, both of domestic tourists with the
destination they visited (89% of domestic
tourists are mainly or completely satisfied)
and of foreign tourists with their stay in Ser-
bia (91.5% of foreign tourists are mainly or
completely satisfied), it is not surprising to
find a very high conative image, i.e., tourists'
desire to return to the destination.

Considering that not all attributes are
equally important to all tourists, their slightly
lower ratings may not necessarily be asso-
ciated with lower satisfaction and desire to
visit the destination again (as evidenced by
the higher conative image compared to the
cognitive and overall image).

Table 3. Return intentions of tourists and intention to recommend

Return intentions Intention to recommend a
destination
Mean value Std. deviation Mean value Std. deviation
Foreign tourists 4.21 .876 4.43 .564
Domestic tourists |3.89 1.021 4.39 .632

Source: Author

Evaluation of the Quality of Serbia’s
Promotion

The average rating of the quality of Ser-
bia’s promotion by tourists (measured on a
scale from 1 - very poor, to 5 - excellent) is
3.76, which is a fairly low rating and indica-
tes that there is still work to be done in this
segment. Additionally, there are certain regi-
onal differences observed when it comes to
assessing the quality of promotion.

* Tourists from Western Europe less
frequently assess the promotion of Serbia as
very positive compared to tourists from Ea-
stern Europe and Asia.

* Only 23% of foreign tourists from We-
stern Europe indicate that Serbia is fairly and
very well promoted.

* Domestic tourists also believe that tou-
rism in Serbia is not sufficiently promoted.

Namely, only 15% of domestic tourists be-
lieve that tourism in Serbia is sufficiently
promoted.

Discussion and conclusion

The results of the current research iden-
tified notable differences from the findings
presented in the previous research conducted
for the development of the Strategic Marke-
ting Plan of Serbia. Firstly, significant varia-
tions were observed in tourists’ assessment
regarding the cognitive image of Serbia.
For instance, in the present study, the item
Safety and Security achieved a higher mean
score (4.32) and secured the fourth position
among the investigated items. However, in
the previous research, it did not manage to
attain a place within the top five (4.11). The
tourism industry is quite delicate and can be
greatly impacted by even the smallest risks,
particularly those that pose a threat to tou-
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rists’ safety (Lee & Chen, 2011). Thus, this
is an important finding, which points out the
enhancement of significant aspects of a desti-
nation, as tourists’ perceived safety risks have
the potential to generate negative publicity
for the destination (Lee & Chen, 2011). In
addition, the item Good traffic accessibility
obtained a higher score (4.11) compared to
the findings in the research for the marketing
plan (3.79). In their recent study, Zhong et
al. (2023) found that Traffic within the desti-
nation was highlighted as a crucial element
that shapes tourists’ overall image of a de-
stination. Moreover, in this study, the item
Interesting museums and galleries received
slightly higher evaluations (3.79) compared
to the Marketing Plan research, in which it
was given the lowest ranking (3.49). Indeed,
museum facilities are an important part of a
destination’s offer, as these leave a signifi-
cant impact on tourists’ pre-visit destination
image (El Sheikh, 2020). Similarly, the item
Various and high-quality festivals and cultu-
ral events was better scored (3.78) than in the
previous research (3.58). This is supported by
the previous study of Kovaci¢ et al. (2019),
which found that when evaluating specific
destinations in Serbia, like Roman sites, tou-
rists tend to give higher evaluations to Attra-
ctive cultural events and festivals. In contrast
to the Marketing Plan research, where Intere-
sting architecture was ranked higher (3.72),
it ended up being the least ranked among all
cognitive image items in the current resear-
ch (3.23). It is possible that tourists did not
fully appreciate the surrounding buildings
while exploring the destination or were not
as interested in hearing stories about the aut-
hentic architecture. So, it would be beneficial
to introduce tours guided by knowledgeable
local guides, who would, through interesting
storytelling, spark curiosity in tourists for the
destination’s original architecture and aesthe-
tic. Having unique architectural features is an
essential factor in enhancing the identity of
a destination (Schwarzer, 2002; Godfrey &
Gretzel, 2016). Also, Good price-quality ratio
was rated higher (3.87), but in this research,
it received a lower score (3.57). In fact, when

it comes to being satisfied with a destinati-
on and wanting to recommend it, value for
money is seen as a major factor (Mwesiumo
& Abdalla, 2023). Accordingly, when promo-
tional content emphasizes the unique featu-
res of a destination and showcases exciting
experiences, it increases tourists’ perception
of value for money (Kansal et al., 2015).

Moreover, when it comes to the overall
image, it is possible to draw some signifi-
cant observations from the obtained results.
In the present research, there has been a sli-
ght decrease in the mean score for the ove-
rall image of Serbia (3.75), compared to the
previous study conducted for the Marketing
Plan (3.81). Also, in this study, a lower sco-
re was observed for the overall image of the
concrete destination in Serbia that tourists vi-
sited (4.06), compared to the previous resear-
ch (4.23). So, it is possible that when tourists
spend a significant amount of time at a con-
crete destination, they have the opportunity
to explore it, interact with locals, and gain a
better understanding of the destination's attri-
butes and offerings. However, it appears that
familiariing oneself with a single destination
has a limited influence on shaping the overall
image of the entire country. Thus, it would
be beneficial to encourage tourists to extend
their stays in Serbia, explore different parts
of the country, and gain a deeper understan-
ding of the distinct customs, identities and
cultural facets that contribute to the unique
image of Serbia. On the other hand, the eva-
luation of the promotion of Serbia was rated
higher (3.76) compared to the evaluation in
the research for the Marketing Strategy Plan
(3.34). It is an encouraging finding that sug-
gests that efforts and actions taken to enhance
the promotion of Serbia, a pivotal marketing
activity, have been recognized. Building on
the previous finding, it is important to focus
promotional activities on tourists, inspiring
and motivating them to discover the diverse
destinations that Serbia has to offer.

Besides, the current research found some
valuable variations in how foreign tourists per-
ceive Serbia’s image. Concerning this, one of
the responses to why the perception of Serbia's
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image among foreign tourists from some regi-
ons of the world is worse compared to others
can be linked to their opinion about the qu-
ality of Serbia's promotion in their countries.
Respondents who believe that the promotion
of Serbia in their country is not at a commen-
dable level also showed a poorer perception
of Serbia's image. Furthermore, the lowest
average perception of Serbia's image, espe-
cially in Western European countries, can also
be linked to the greater sensitivity of Western
countries to political unrest and events in Ser-
bia (wars, assassination of the Prime Minister,
unresolved situation of Kosovo and Metohija,
corruption, and poverty). From this, it follows
that specially designed promotion is needed
in these markets that will focus primarily on
dispelling prejudices and rebranding Serbia as
a tourist destination. On the other hand, in co-
untries and regions where Serbia's promotion
is better rated, respondents also have a better
image of Serbia as a tourist destination.

Lastly, the results revealed that both fore-
ign and domestic tourists exhibited favorable
conative images of Serbia and the concrete de-
stination they visited. Thus, they demonstrated
a higher readiness to return to these destinati-
ons. Given that the majority of tourists visited
only one destination in Serbia, the desire to re-
visit Serbia may be associated with their desire
to explore other tourist destinations and produ-
cts that Serbia offers or to return to the existing
destination (which is related to high satisfacti-
on with the stay at the destination). The overall
image and cognitive image of Serbia were for-
med based on representations of Serbia in the
media and tourists' experiences with specific
destination attributes they visited.
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CTABOBU JIOKAJIHOI' CTAHOBHHUILITBA O PA3BOJY
HNUKJIOTYPU3MA - CTYAUJA CIIYYAJA 3AITATHOBAYKH
OKPYT

ATTITUDES OF THE LOCAL POPULATION ON THE DEVELOPMENT OF
CYCLING TOURISM A CASE STUDY OF THE WEST BACKA DISTRICT

Ancmpaxm: [[uxiomypuzam 00HOCHO Ou-
YUKAUCMUYKU MYPU3AM, NOCTEOUX 200UHA
odooicusmasa usyzeman ycnou, y Eeponu, kao
u K00 Hac. Y cknady ca srcemama, nompebama
U HABUKAMA CABPEMEHO2 MYPUCHIE KOJU JCelu
HOBY 8pCHy 00MOpA eOYKAMuUuGaH, d6annty-
PUCMUYKY U DU3UYKY AKIMUBAH, U KOjU CBOje
ynopuwime o0obuja y paseojy 0802 o0OIUKA
cenexmugnoz mypusma.Caspemenu mypuc-
ma ceoje c1ob00Ho epeme (00MOp) npoeoou
AKmMueHO, 0OHOCHO NOKYWABA 0d ce Npud-
200U JICUBOMY JIOKANHO2 CMAHOBHUULME,
20e cnosnaje aymeHmuyHOCmu mypucmuy-
Ke Oecmunayuje. 3a0amax uUCmMpanicuearba
je ucnumamu YuKIOMypucmuuke pecypce
3anaonobauxoe okpyea Kao u ykasamu Hd
nomenyujaine Hedocmamke y yumy mocyh-
HOCmu dasmee pasgoja o8akee epcme mypu-
3Ma Kao nocebHoz oonuKa mypucmuike no-
Hyde.3a nompebe paoa xopuwhen je ynum-
HUK HA OCHOBY K02 ce 00ULIO 00 3aK/bYUKa 0d
cnopogedenu npojexkam ,, Amazon of Europe

Abstract: Cyclotourism, i.e. bicycle tourism,
has experienced an extraordinary rise in re-
cent years, in Europe, as well as in our co-
untry. In accordance with the wishes, needs
and habits of the modern tourist who wants
a new type of educational, adventurous and
physically active holiday, and which finds
its foothold in the development of this form
of selective tourism. The modern tourist
spends his free time (vacation) actively, that
is, he tries to adapt to the life of the local
population, where he learns the authentici-
ty of the tourist destination.The task of the
research is to examine the cycle tourism re-
sources of West Backa district as well as to
point out potential shortcomings in order to

further develop this type of tourism as a spe-

cial form of tourist offer. For the purposes of
the work, a questionnaire was used, on the
basis of which the conclusion was reached
that the ongoing project ,,Amazon of Europe
Bike Trail* has insufficiently improved the
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Bike Trail”“ je y nedosomnoj mepu ynanpe-
ouo nocmojehe yuxkiomypucmuuxe pecypce
Kao u YuKIouHppacmpykmypy o602 Kpajd.

Kawyune peuu: yuxiomypuszam, OUYUKIU3aM,
mypucmuuka decmunayuja, 3anaonodoauxu

OKpy2

% :10)

[uknoTypr3aM ce 4ecTo Besyje y3 Moj-
MOBE Kao ILITO Cy aBaHTYPUCTUYKH TypU3aMm,
CIIOPTCKOPEKPEaTUBHU TypH3aM, TypH3aM
,,[I0CEOHOT HMHTEepeca™, TypH3aM IpHUpPOJIE,
CCOCKHU TypH3aM, OIPXKUBH TypU3aM U CIIHY-
Ho. [luknoTypu3am ce OqHOCH Ha ITyTOBamba
OmmmkIoM m3Mel)y ofpenuInTa y cBpXy 3a-
0aBe, OMHOCHO PAa30HOMAEC I/C je OMIIMUKIIH-
3aM CacTaBHM JI€0 TYPUCTHYKOI HCKYCTBa.
OcHOBHa MOTHBaIlMja NUKIOTYypHCTa jecTe
pernakcarja, mpoBolerme cio00IHOT BpeMe-
Ha y IPUPOAHN U OZIp’KaBabE 3PaBOT HAUMHA
xuBoTa (Poljicak et.al., 2021). buruknmszam
j€, Yy MHOTMM KOHTEKCTHMa U OKOJHOCTHMA,
U3y3eTHO edukacaH, jeTHH, Op3 U MOy3/IaH
HaunH TpaHcropra (Moller et. al., 2020)
W 3aXTe€Ba MajJo MPOCTOpa MM yjiarama y
cmucy HabaBke u pana (Oosterhuis, 2016).
[Mopen Tora, OuIUKIN3aM TIIOOATHO TPEa-
cTaBJba MOTYNHOCTH 3a MPHUCTyNa4aH U OAp-
’KHMB TPAHCIIOPT, TPOMOBUIYhH 3/[paB HAYMH
suBota (Cooper and Leahy, 2017; European
Cyclists’ Federation, 2022; Nanayakkara et
al., 2022).

Ocehaj crobone moBe3aH ca aKTUBHOC-
TUMa Ha OTBOPEHOM M KOHTaKTOM Ca MpH-
pOIOM, Yy KOHTEKCTY CIOpTa, peKpeaiuje
U TypU3Ma, MOXKE C€ JIO)KMBETH KpO3 BHIIIC
obnuka m3pakasama (Silva et al., 2021). Je-
JIaH OJ HajaTPaKTUBHUJHUX Y CaallllbUM Bpe-
MEHHMa, Kako Ha Mel)yHapomHOM Tako M Ha
HallMOHAIHOM HHBOY, jecTe Kopuiheme Ou-
LUKJIA, Y PA3JIMYUTHM OOIMLUMA OMUIMKIIU-
3Ma, OpACKOT OMIMKIM3MA, IPYMCKOT OHIH-
km3Ma. Vlogger u Demetz (2011), ucrakmm
Cy IMOCTOjame IUIeMEHa OWIMKINCTHIKOT
Typu3Ma, a H3BELITjU YIpYKema TPropa-
I[a aBaHTYpUCTHYKUM IyToBamuMa (ATTA,
2020, cTp. 62) npyxajy 10Ka3e 0 pacTy U pe-
MyTaluju OMIUKIN3MA Ka0 PEKPEaTHBHOT 1

existing cycle tourism resources as well as
the cycle infrastructure of this region.

Key words: cycle tourism, cycling, tourist
destination, West Backa district

TYPHUCTHUKOT Ipon3Boaa. PeneBanTHOCT OU-
LUKJIN3MA Y €BPOIICKOM KOHTEKCTY UCTHIY U
Probstl-Haider et. al., (2017).

MHore 3eMJbe MPOMOBHILY CBOjy KYJI-
TYpYy Kao TYPUCTHYKO CPEJICTBO 33 CTBAPAhE
IIPUX0/ia 3a Pa3Boj M MOOOJBIIAKE KBAIHUTE-
Ta XIBOTa cBOjux Joyan (Bakogiannis et al.,
2019). Oum moxymraBajy na Kpeupajy Kyi-
TypHE pyTe Kako OM HMHTepIpeTHpai 3Haua]
kyntypuux mecta (Topler, 2019). [Tpema EB-
POIICKOM CaBeTy, IIporpaM KyJITYpHUX pyTa
nMa 32 OWJb Jja TOKAKEe PasIMuUTOCTH KyJI-
TypHOT Haciel)a y eBpOICKUM 3eMbama Kao
U J1a IpeJICTaBH Hajuenrhe BUIOBE IyTOBamba
y EBpomnu. Bunukmuctuuke pyrte Hrpajy
KJbYYHY YJIOTY Y CEKTOpy Typu3ma. MHo-
I'M aKTepH y TypU3My HOJICTHYY CBOje Jiec-
THHaNMje HyAaehu OMIMKIUCTHYKE Type 3a
TypuCTE 3a0pHHYTE 3a KUBOTHY CPEIUHY H
3npaBibe (Schlemmer et al., 2019). [ITaBu-
11e, OMIUKIIMCTUYKA PyTa je OOJINK UCKYCTBa
KOju nipemotirhyje mpocTOpHO-BPEMEHCKH ja3
n3mely marepujansor Hacneha (cnomenunn
1 3HAMEHUTOCTH ) ¥ HEMATEPHjaTHUX TUMEH-
3mja (cuMmOona m 3Haudema) (Schlemmer et
al., 2019).

[Ipernen pagoBa 0 OUIMKIUCTHUKOM TY-
pU3My je ToKa3ao Ja HeMa MHOTO CTynuja
Koje HaBoje edekre KOMIOHEHTH Yympa-
BJbaba OMIMKIMCTUYKAM pyTama, Kao IITO
Cy 3aKOH, GKOHOMHM]ja, APYIITBEHA aHAIHM3a
1 aHamM3a MeAujanuje, Kopuctehm Kapak-
Tepuctuke pyre. TypuCTHYKe LUKIO CTa3e
MOTY JONPUHETH TPEKOTPaHUYHO] HWHTeE-
rpaiju (Stoffelen, 2018). Behuna ucrtpa-
JKMBamba KOHLENTyasn3yje OWIMKIN3aM Yy
KBaHTUTAaTUBHUM MeTozama M (oKycHpa ce
Ha Haja3e W3 MOHAIllakha Ha ITyTOBambY, IUIa-
HUpama IPeBo3a U 3[paBCTBEHE HayKe Koje
UCTIUTY]Y JCTEPMHHAHTE OWIMKIMCTHYKUX
pyra (Liu et al., 2021).
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TpenytHa cuTyanyja OWIMKIMCTHYKOT
Typusma y CpOuju je y 1oBojy, ca TECHCH-
MjoM yHarpelhema IUKIopyTa U UKIOWH-
¢dpacTpykType. 3amagHOOaYKH OKpPYr Kao
OKpYT TIOTOAYyje ca OOMJBEeM NPUPONHUX H
aHTPOIIOTCHUX pecypca 3a pa3BOj KOjU Ou
3HAYajHO JONPUHEO MPOLIMPEHY TYpHUC-
THYKE IIOHYIE ca aclleKTa paBHOMEPHH]jer
kopuithewa nocrojehux kamamurera, mpo-
IOy)XeHa TYPUCTUYKE CE30HE M EKCIIOHCH-
LUjAJTHOT pacTa MPHXOAa LUKIOTYpU3MA H
TypH3Ma YOIIITEHO.

BUUUKJIMCTHYKY TypH3aM Kao NOKpeTay
pa3Boja TepuTopHje

MelhyHapoaHa M HalMOHaJHA HCKYCTBa
MTOKAa3yjy Jla TEpUTOpHje KOje Ce OJUTyUe Ja ce
MpeacTaBe ca OMIMKIN3MOM IOKHBJbABAjy
3Ha4YajaH MopacT TYPUCTHUKHX TokoBa. [lo-
3uBajyhu ce Ha Uranmjy, Utanujancku KoH-
30PHHjyM OHIMKIUCTUIKUX XOTENIa OCIeKH
nojarke, y cesonu 2012. roguHe, MUIMOH
UI0 OUIMKIMCTHYKUX TPUCYCTBA HA HAIHO-
HAJIHO] TEPUTOPH]jH, o1 yera cy 80% cTpaHIu
(Lumsdon, 1996; Lumsdon, 2000; Nocifera,
2011). burnukiam3amM MO3UTHBHO JOTPUHOCH
HallMOHAIIHO] €KOHOMUjH M MCILIATHBA j€ WH-
Bectunmja (Kasemsap, 2018). Moxe na mo-
MOTHE y CMamehy 3araljema Ba3myxa, oTBa-
pamy paJHUX MecTa, YIITeH HOBIA MOCIO-
JIaBIKMa, TO000JbIIAY MPOAYKTHBHOCTH,
MMITJIEMEHTAIMj HOBLIA Y MPUBPENY ITyTeM
TProBUHE OWIMKIINMA, jadyarby BHTAHOCTH
IpaJICKUX IIEHTapa, [0JaBamy BPEIHOCTH
YEeTBPTHMA U 3ajeJIHUIaMa U e(pUKacHOj HC-
nopynn pobe (We are cycling UK, 2016).
Tepurtopuje MoroJHe 3a OMIUKIN3aM Takohe
MOKa3yjy 3HauajaH nopact 3arocieHoctu. Ca
OBE Ta4yKe [VICAMIITA, OUIMKIN3aM YTHUYE Ha
pa3Boj 001aCcTH KPO3 KOje Ce POJasy, YaK U
OHE KOje Cy MapruHajHe 32 MaCOBHY MHIpa-
U]y TypHCTa, Ca OYUIIICTHUM ITO3UTHBHUM
e(hekTUMA Ha CKOHOMU]JY TIOAPY4Yja (XOTEIH,
pecTopaHu, BUKEHIMIE, KAMIIOBU, UTI.) W
MOJICTHYE JIOKAIHY TYPUCTHUYKY IOCJIOBHY
WHHLW]aTUBY. BUIMKINCTHYKKM Typu3am je
EKOJIOIIKK MPUXBAT/bUB HAYMH 32 HCTpa-
KHMBahe JCCTHHAIMjE U 3AIUTHTY >KUBOTHE
cpeinHe U eKoHOMcKor pacta (Bakogiannis

et al., 2020). ExkoHomcku pact je mocienu-
Ia JKeJbe MOCETHIAlA J]a MOHOBO MOCETe M
KOH3yMHpa]y JOKaaHa rmrha, XpaHy, CMEIIITa]
n Kyne cyBeHupe. OBO JIOHOCH TIPUXOJ] M KO-
puct nokamHoj npuBpean (Du et al., 2016;
Ruangwannasak et al., 2021).

KapakTepucTuke IUKJI0 pyTa

CrnobomHO pedeHo OWIUMKIN3aM — ce
00aBJba pajy 3aJ0BOJECTBA W OIILITET BEXK-
Oama. Ctora je Ba)XKHO TO CXBaTUTH NPHUIIU-
KOM Kpeupama HOBe HH(QPACTPyKType 3a
ounmkiauzam (Vedel et al., 2017). Ommrike
OMLIMKJINCTHYKE PyTe OJHOCE ce Ha OHIu-
KIUCTUYKE 00jeKTe, MOBPIIMHY IIyTa, Cao-
Opahaj u Tomorpadujy, 3a Koje ce oueKkyje aa
he ce MemarH Iy JMHHUjE PyTe O CTapTa JI0
onpenumra (Cekmis, 2017). Pyre 3a myxa
OunMKIUCTUYKa MmyToBawa (Long distance
cycle routes) TIpencTaBibajy TaKO IH3ajHU-
paHe pyTe Koje MOACTHYY IMKIOTypHCTE Ja
BUIIIE IaHa ITyTYjy n3mel)y rpamgoBa u mecray
OKBHDY jeIlHE 3eMJbe, Ka0 M KPO3 Pa3iInInuTe
3emsbe. OOMuHO cy nyxune npexo 100 km,
amm ux uMa u ox 500 km. OBe pyre numajy
moceOHy CHTHAIM3anujy u Bonude. bpenau-
paHe cy, uMajy oxpeleHy TeMy 1 MPOMOBHCA-
HE Cy Ha Pa3IMYUTUM TPXKUIITUMA. J[HEeBHA
ounukIucTUYKa myToBamwa (Cycle day trips)
CY BOXKEb€ OUIIMKIIOM y CJI000/THO BpeMe Wiln
y peKpeaTuBHe CBpxe of Kyhe WiH o1 MecTta
y KOM c€ TIPOBOJIM TOJMIIGU OIMOP U TOJ-
pasymeBajy THEBHE EKCKYP3Hje OUIHKIIOM.

[To creneHy Ba)XKHOCTH KOjy BOXKIba OH-
LIUKJIOM MMa y TOKY ITyTOBarba PasinKyjeMo:
TTACHOHMpaHe OUIMKINCTE — OHU KOjuMa je
OMIMKIIM3aM IVIaBHA aKTUBHOCT y TOKY IIy-
TOBama, a Takole ¥ TIIaBHM OOJIMK TPaHCIIOP-
Ta. OHU yIJIaBHOM IIpaTe TIIaBHE pyTe (HIIp.
Eypogeno 6), uMajy THEBHY IJIaHUpPaHy KH-
JIOMETpaxy Kojy Tpeda na npely, cBpxa mu-
XOBOT' TIyTOBama je capiajaBame oapehene
Tpace 3a oapeleHo Bpeme u cTUrHy 1a oouly
CBEra HEKOJIMKO JIOKAITHHX TYPUCTUYKHUX ar-
PAaKTHBHOCTH.

Takohe pazianKyjeMo U TypuCTe KOju ce
0aBe OMIMKIN3MOM KaoO jEIHOM Ol aKTHB-
HOCTH y TOKY oamopa. OHU KopHCTE anTep-
HaTUBHE, UPKYJIApHE U JIOKAJHE pyTe, Koje
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Cy YIIaBHOM YHaJbeHE OJ IPYMCKOI Cao-
Opahaja. Boxma je omymTteHa, obmmase ce
KyJITYPHO-UCTOPHjCKE 3HAMEHUTOCTH, JIEIIO-
Te npupoze (iopa u payHa), yKuBajy y Jo-
KaJIHOj TacTPOHOMCKO] moHynu u ci. (Bloy,
2001).

[Mpema uns3BemTajy Yapykema aBaHTY-
puctnykux myTtoBama (2017) o TpxumTy
ABaHTYPUCTHYKOT TypU3Ma, PO(UI TypucC-
Ta ce Mema Of Tparaya 3a ,,aJpeHaTnHOM"
(amp. pusuk; y30yheme) 10 HHTPOCIEKTHB-
HUjer KapakTepa KOju Ce OcCllama Ha yuere,
OopaBak y NPUPOIY M JIMYHY TpaHchopma-
Ujy Kao HOBEe MoTHmBaTope. Heke crymmje
MOKa3yjy Ja Cy IJIaBHE MOTHUBAIIU]C 3a OUIH-
KJIMCTUYKH TYpH3aM MOBE3aHe ca 3/IpaBJbeM,
ABAaHTYpPOM, Y)XHBAamBEM Y IeCTHHALMjamMa
WIN yaaJbeHoIIhy Ol TYXKBE, YKHUBAmbEM Y
HOPUPOIY M ONYIITAHKEM OJf CBAKOIHEBHOT
xuBora (Bloy, 2001; European Parliament,
2012).

[Topen Tora, MPHUCYCTBO JIOKAIHHX, Ha-
UOHATHUX W MehyHapoaHUX OHIMKINC-
THUYKHX MpEKa, aKTUBHOCTH UXOBHX 3aje/I-
HUIa, OWIMKINUCTHYKE TpKe, (ECTHBAIIH,
AKTHBHOCTH M HMXOB J10J1a3aK JI0 JbYIH 3aX-
BaJbyjyhin IpymITBEHHM MeNWjuMa JIOTPH-
Henu cy nosehamy Opoja OUITMKIMCTHIKUX
TypucTa Ha MelyHapogHuUM myTOBamuUMa
(Duran et al., 2018). Taxohe oTkpuBeHO je
Jla Cy CEH30pHE U (PM3HOJIOIIKE MOTHBAIIH]E,
Kao IITO Cy arpakTHBHOCT Iej3a)ka, NpH-
KJIaJHOCT pyTa, BpEMEHCKA POTHO3a U CHT-
Hallu3aluja, ¥ oHe BezaHe 3a ocehaj Biac-
HUIITBA JaCHO PA3JINKYjy TypHCTE KOjH Ipo-
BOJIC BUIIE OJ TPH JaHa Ha IECTHHALM]U OX
ocranux (Duran et al., 2018). Bakogiannis
et al. (2020) ucTpakuBaIM Cy MOTHBATO-
pe 3a OMIUKIUCTHYKH Typu3aMm y [puxoj m
NPOHAIUIM YEeTUPH IIaBHE KaTreropuje: Ka-
PaKTEPHUCTHUKE ITyTHE MPExe, (PHU3HIKO OKPY-
KeHe, APYLITBEHO OKPYXeHe U H3rpaheHo
OKpyXkeme. tbuxoBu pesynraru cy rnokasanm
Jia Ha aTPaKTUBHOCT TPace YIIIABHOM YTHUY
KapakTepHCTHKe MyTHe Mpesxe. Kapakrepuc-
THKE MPUPOJHOT OKpYXKEHha Cy Ha JPyroM
MECTy, aJli caMo IOJIOBHHA y nopehemy ca
MyTHOM MpeXoM. Pa3BojeM myTHe Mpexe,
MOCTaBJbabeM UH(POPMATHBHUX TA0IH T10[-

CTaKao ce pa3Boj OMIMKIUCTUYKOT TypU3Ma
y I'puxoj, unme cy ce moOoJbIIaI YCIOBH
0e30eHOCTH OWIMKIUCTAa Ha IyTeBUMA.
OszHavaBambe 0€30eJHNX W TPHCTYHNaYHUX
OMIUKITUCTUIKUX CTaza ca TOOpHM YCIIOBH-
Ma TMOBpIIMHE ITyTeBa, U3rpajha HaMEHCKEe
OMIMKINCTHYKE HHPPACTPYKTYpE I7Ie ONu-
KJIMCTUYKE CTa3e Ipare INIaBHE ITyTeBE HIIH
yCKe mmyTeBe rae ce Ounmkiauctu ocehajy
0e30enHO, HH(MOpMaNHje AyK PyTe O HHTE-
pPECaHTHMM MECTHMa M Ofp)KaBame OWIH-
KIIMCTHYKHUX CTa3a, jecy NOJIMTHKE KOje MOTY
114 TIOJCTaKHy OMIMKIMCTUYKHI TYpU3aM.

Crynuja Mundeta et al. (2022) ¢okycu-
paHa Ha cinyuaj bupone (Illmanuja) nuen-
Tru(uKoBaia je, u3mely ocranmx Bapujady,
[JJaBHE MOTHBE OHIIMKIIUCTa M HajBaXKHH]C
ycioBe u (akTope KOju ce omHOce Ha Ou-
mukaucTrake pyre. [lomumwanu dakxropu cy
CTame IyTeBa, KJIMMa, NPUPOAA U TEj3aK,
racCTPOHOMHja U KBAIUTET JIOKATHUX PECTO-
paHa, 10K Cy IPUCYCTBO CIIEHUPUIHUX YCITy-
ra 3a OMIUKIMCTHYKU TypH3aM U LieHe O
Mame BaXHH (akTopu. BesaHocT mojennHa-
na 3a oxpehenu OunmkiaMcTHYKKM norahaj n
IbETOBE KapAaKTEPUCTHKE Takole Moxke mMa-
TH JTUPEKTHY Be3y Ca BIXOBOM HAMEPOM Ja
yuecTByjy, jep npema Kulczyck u Halpenny
(2014), mojemuamm Tpaxe morahaje xoju He
caMmo Jia MCIyHhaBajy OCHOBHE 3axTeBe Beh
CY U MOBOJBHU 32 MOCTH3AhE HUXOBUX OI-
TUMAJTHHX IIHJBEBA.

3Hauaj cucTemMcKe NMOJTUTHKE 32 Pa3BOj
OMIUKJIN3MA

EBuzmenTHO je ma ce TepuropHja Koja
ce OUIy4YM Ja Cce NPEeICTaBH OWIHMKINCTHU-
Ma MOpa IIOCBETHTH ,,[IPOM3BOIY" KOJU je
aTpaKTHBaH, y3 HH3 MHTEpBEHIHja. Y TOM
CMHCITY, MADKETHHT UIpa LIEHTPAJIHY YJIOTY Y
CTpaTeruju, [Ae MOXKE Ja OJIaKIIa U3rPadmby
TEePUTOPH]jaTTHEe TIOHY/IE CITOCOOHE /1a UCITYHI
OYeKHBamba cyOjekara Koje MHTepPeC TepUTo-
pHje npuBydYe, y 3aBUCHOCTH O] MOJIeJia OJIp-
*KuBOT pa3Boja kxoju cienu (Cushing, 1999;
Weston et al., 2012), taunuje apTuKy/IHcaHa
paspajia MapKeTHHILKE CTpaTeruje Koja uMa
3a [[UJb Pa3BOj OMIMKIM3MA y MOMICLY pa3-
BOja 00JIACTH YKJbYYyje HEKOJIHMKO Ba)KHUX
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KOpaka Koju Ae(UHHINY MENIaBUHY CTPYyK-
TYpaJIHUX KapaKTEepUCTHKA U yciIyra Koje ce
HyJ/Ie Y OBOj 00JacTu:

» yrBphuBame oxaroBapajyher cucrema
MTOJICTHIIAja 3a mocrojehe u
NOTEHIMjaJlHE KOPHCHUKE YycCiyra u
o0jekara Koje Hy/Iu 00acT;

* uneHTu(dUKanyjy e(puKacHUX MeTona
JUCTpHOYLIMje yCIIyra U IPOU3BoJa Ha
TEePUTOPHjH

* IPOMOBHCabEe UMHULA IOApYYja, TaKo
Ja he KOpPUCHUIM YOUMTH CYIITHHCKY
Bpennoct (Di Marcello, 2016).

JlyropouHa opujeHTanuja je IoBe3aHa

ca YHKCHULIOM Jla HHTEPBEeHIHje Ha BehHHH
(akTOpa KOjH KapaKTepHUIy TEPUTOPHja-

Hy TOHY/y 3axTeBajy INEpHOI O] HajMambe
Cpelmber poKa, OBaj acleKT HarjallaBa Bak-
HOCT jaBHO-IIpUBaTHOT maptHepcTsa (Hunter
Cycling Network, 2005).

l'openaBezneHa pasMaTpama IOKasyjy la
je pa3Boj OMIMKJIM3Ma IOBE3aH ca IMPHCY-
CTBOM W/WJIM W3rpaJibOM HHU3a elIeMeHara
Koju Ou ce MorM AeduHUCaTH Kao ,,panu-
JIUTATOPU" OJI KOjUX Cy HEKU CBOjCTBEHH Te-
putopuju (Kao IITO Cy MPUPOAHU PECYPCH),
IpyTH €(PEeKTH TEPUTOPHjaTHUX MOIUTHKA.
Tabexna 1, nako ca 0CBpTOM Ha crieliu(h)uuHO
PETHOHATIHO HMCKYCTBO je, Y 100poj ampok-
CUMaIMjH, CKyIl (paKTOpa KOjH OJIAKIIaBajy
pa3Boj OWIMKIH3MA y JaTOM Teorpad)cKoM
TOZPYHjy.

Tabena 1: @axmopu Koju onaKwmagujy Kpemaroe YuKiomypucma

Usrpahene arpaxkuuje

- TPajioBH
- pecTopaHu

- HCTOPHjCKe 3HAMEHUTOCTH
- CMeITaju

ATPAKIIMJE

IIpuponHe aTpakuuje

- myme
- jesepa
- peke

llrammana W eNeKTpOHCKA Komuja Tpeda 1a caapXu HH(popMamuje o

HNHO®OPMAIIUJE

CMeIJ.ITajy, J'IOKaIlHjI/I TOAJETHU, NPOAABHUIIEC W CKIAAUIITE 61/1u141<ana, OIIMC

TEepEeHa, ONCHHUBAE 1 MOBPIINHA CTa3a, KIbyJIHE aTPaKIIH]je

PYTE

Pa3HosMKOCT Ay:KHHA

- KpysxHe wim nHeBHE pyTe Ha MUPHUM
MyTeBUMa

- Crase 3a HOheme ca pa3HOBPCHUM CMEIITajeM
JyXK pyTe

- yxe cTase 3a HOhebE ca CMEIITajHUM
o0jekTuma

- Pyte xoje moBe3yjy, reorpadcke Jokaije,
HCTOPHUjCKE U KyITypHE 3HAMEHUTOCTH

- [TyTeBu Koju IIOBE3Yjy rpaJoBe WA cela

IoTpedan npeso3

JABHHU IMTPEBO3 OUIHKIA

- BO30BH
- ayTo0ycH
- ABHOHU

TYPUCTHUYKE
KOMITAHUJE

Mory na 06e30eze: obuiacke ca BoIUYEM,
IPEeBO3 OIPEME U IPTJbara, yCiIyre MOApIIKE,
yKJbydyjyhn opraHu3oBame cMeInTaja i 00poka

HN3HAJMJbUBAIHE
BUIIUKAJIA

Tpebao 6u 1a Oyze ZOCTYIMHO y OIM3HHE
IPOMOBHCAHHUX OMIMKIHCTHYKUX PyTa

MecTo 3a osiarame

CMEIITAJ bunukaa

CHUrypHO CKJIAIHIITEHe

CKJIAIMIITEE | O u onpeme

Moke ce HIeHTU()HUKOBATH U YHAIIPEUTH Y
MOTEHIIMjJTHH [IUKITYC TypUCTa

- Kaduhu u pecropann

- Mecra 3a cmemraj, ykibydyjyhn KaMIoBe

IAPKMHI' OBJEKTH  Curypan ayTo napkusr

XOTeJ1e

H3zeop: Hunter Cycling Network, Cycle Tourism in the Hunter Region, Report, Millers
Point, 2005.
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Byayha nepcnekTuBa MUUKINCTHYKOT
Typu3Ma

Ouexkyje ce na he 6yayhu Tpenn y Typuc-
TUYKOj HHIYCTPHjH 32 HApeIHUX 75 TonnHa,
Koju ykJbyuyje roguue ox 2020. mo 2095.
TOJIMHE, CTBOPUTH BEJIMKE TpaHChopMaluje
y uukiotypusmy. [IpBo, enekTpudyHu OuIu-
KJIM U IIPOU3BOJM ,,3€JICHE TpaKce’’, Ha Mpu-
Mep, TPOU3BOIbA CICKTPUYHE CHEpruje,
nomohn he na ce enmmuHunme 3araheme
Bazayxa M IpoOleMH 3aryliema MM Kiu-
MaTCKUX MPOMEHa KOjH HETaTHBHO yrporka-
Bajy CBETCKY JKMBOTHY cpeauHy. [laHac ce
nosehaBa ynorpeba HOBHX MPOM3BOJA, Ha
puMep, e-CKyTepH, Kao KOHKypeHIHja Ou-
muknmma. Jlpyrum peunma, npensubha ce na
he xopumrheme OMIMKIIMCTHYKAX Typa OUTH
[JIABHM €JICMEHT Y O4yBamy U 3allTHTH KO-
JOUWIKMX W ApymTBeHHX nurama (Bielinski
etal.,, 2019; Han et al., 2019; Verbeek et al.,
2011).

Hpyro, cBe Behu pa3Boj ypbanux rpagosa
npyxuhe MPUIMKY NpymTBHMa aa moehajy
CBOjE€ pa3zyMeBame BaKHOCTH 3/paBjba U
JIPYIITBEHUX MOCIIEANIA BOKIE OUIIMKIIOM,
IITO MOApasyMeBa yBUI Ja je OUIUKIN3aM
eukacaH anTepHATHBHM amaT 3a Oymyhe
TYpUCTE Ja OKUBE aBaHTYpPy U YPOHE Yy
npupony. Takohe he mobGospmaru ypOanu
Harpe/ak, Koju yKibyuyje HHOPaCTpyKTypy
u objexre, a mocebHO Oymyhe mameTHe rpa-
nmoBe (Roman & Roman, 2014). bynyhu na
he OynyhHOCT TexHOOTHjE OMTH jOlT MHTE-
pecaHTHH]ja HEro IITO je caja, Iu3ajH, pyTe
u ynorpeba Oyayher ounukinima ouhe mo-
0oJpIIaH Kako OM OATOBOPUIIM HA TTPOMEHE
eroxe.

Tpehe, onpxuBu pa3Boj TypusMa y HOT-
MyHOCTH U JACTUMHYHO Ne yCMEPUTH TypHC-
T J1a IPAKTUKY]Y ,,3€JICHH OUITMKI* HA pa3-
JHYHTE HAa9MHE, Kao IITO Cy TPYIIe WIH I110je-
JUHIM, IITO he JTOHETH BEINKE KOPUCTH HhHU-
XOBOM 3/IpaBCTBEHOM CTamy M (OpMHUpaTH
cnuky Oynyhe HecTHHAIMje Kao EKOJIOIIKE
necturanuje (Han and Yoon, 2015; Gazzola
et al., 2018; Bielinski et al., 2019). ITopen
Tora, o1 Oynyhux OUIIUKIMCTA Ce OYCKYje a

py’ke 0coOHe mpedepeHInje/yKUBAHE JOK
BO3€ OMIMKI Ha OCHOBY ITOJa WJIM JINYHOT
HaynHa paza. O OBHUM THIIOBUMAa Hamepa
U pa3iiuKkama y IOHalllalby paHHje Cy pac-
mpassbanu Kaplan et al. (2015).

O 3Hayajy oBOr oOnMKa TypusmMa U O
bETOBOM 3Hauajy 3a peruoH rOBOPH Ipoje-
kar JIyHaBCKM TpaHCHAMOHAJIHU IIPOrpam
,,burkaucTuukn Amazon Epomne®. Hazus
,.EBpOIICKM AMa30H" Ipe/icTaBsba NoApyYje
Tpu IpeKorpanuyHe peke, Mypy, dpaBy u
JyHnaB, u yBeneHO je ma O ojayayio ody-
Bambe¢ jeAMHCTBCHUX PEYHMX Tej3axa. Maxo
Ha CBETy mocToju jemaH AmaszoH, Mypa—
JpaBa—/lynaB je, OykBaJiHO, yropenuBa ca
AwmazoHoM. Ha3u ce HajOoosbe MOXKe pasy-
MeTtH ako ce ymihe Jlynasa y JIpaBy u [lapk
npupone Konauku put mocmarpa U3 nrudje
nepcriektuBe. [lope Tora, kaga cTe y TOM
MOApPYYjy W Ha CaMO] pely MMare CHa)XKaH
ocehaj na cre y npaBoj Amazonuju. Mme Ta-
Kohe cyrepuiie 1a OBe JBE PEKe U HHUXOBE
MOTUTAaBHE PABHUIIC TMPEICTaBJbajy Hajpas-
HOBpCHHUja Ouosyonika mnojapydja y EBpomnm.
Uneja o GmmmximcTHyukoj cTa3u EBporickn
AmMa3oH je moyena ja ce hopMupa mnpe aecet
TOJIMHA C [IMJbEM [TOBE3UBAKA OUyBatha peKa
ca OOPKUBUM PETHOHAIHUM Pa3BOjeM KOjH
OM JI0HEO W EKOHOMCKE KOPHCTH JIOKAJTHUM
3ajeqaumiamMa PesepBata Omocdepe Mypa—
JpaBa—/lynaB y ner npxaBa. Mpexa mnoc-
BeheHUX JIOKAJIIHUX W PErHMOHAJIHUX aKTepa
(dbopmupaHa je y3 MOAPIIKY MeljyHapoIHIX
opranmzanurja WWE, Euronatur, Revital u
Trail Angels, a KoHIENT OWIMKIUCTHYKE
cTase je pa3BHjeH y KOHCYJITalljaMa TOKOM
2015. u 2016. Togune 2018. ToxoM HM-
IUIEMEHTAIMje NpPOjeKTa OWIMKINCTHYKA
pyTa ,.EBporickun AMa3zoH 3amodeTa je mof
BohctBoM MckpuBe, MHCTHTYTA 32 Pa3BOj
nokanHux mnoreHnyjana (Crnosenuja), ¢Gu-
HaHCHUpaHOr oA cTpaHe ,Intereg* TpaHcHa-
nuoHanHor mnporpama Jlynas. Capaamom
IeT 3eMalba, IPOjeKaT IMpeACTaB/ba LUJb
[IPEKOrPaHUYHE Capaiibe y KOPUCT IPUPOIE
n Jpymu (https://aoebiketrail.com/sr/about-
srb/).
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Austria

Mura

Slovenia

Croatia

Hungary

Serbia

Cnuxka 1: buyuxnucmuuxa kapma Amazon of Europe Bike Traile — ceseprna pyma

H3eop: https://aoebiketrail.com/sr/home-srb/

Mertonosioruja pajaa

HcrpaxuBame je 00aBJbEHO y MEPHOIY OfT
10.03.2023. mo 04.04.2023. roquHe HA TEPUTO-
puju 3amagHobadxor okpyra. MctpaxuBama y
OKBHPY OBOT' Pajia Cy CIIpOBE/ICHA!

- METOJIOM aHKETHpama CTAHOBHHUINTBA
MyTeM YIIUTHUKA

- JICCKPHUIITHBHOM aHAJIW30M TMOIaTaKa
VIIUTHUKA

AHKETHH JIHCT j€ MOfIeJbeH y YeTHPH JIeTa.
[1pBu 1eo je Be3aH 3a coumo-aemMorpadeke Ka-
PaKTEPUCTUKE HCIUTAHUKA. Y IPYroM ey
UCIIUTAHUIM Cy Kpo3 MOoHyheHe onroBope of-
TOBapaJii Ha IIOCTaBJbCHA MMUTakha Kako OU ce
YBHJENTA TEPIENIHja OIIITEeT 3IPaBCTBCHOT
PEKpeaTHBHOT CTama UCIUTaHWKa. Y Tpehem
JIeTly MCTIMTAHUIH CY OrOBapaiy Ha MHTama
BE3aHa 3a OMIITY HHYOPMHUCAHOCT O LIUKJIOTY-
pH3My Ha TEPUTOPHjU 3anagHO0aYKOT OKpyTa,
BCTOBUM HEJIOCTAlMMa Kao ¥ 0 MoryhHocTH
yHarnpehema. Y 4eTBpTBOM ey y3 momoh Jlu-
KepTOBE CKalle, MCIIUTAHUIIU Cy M3HEIH CBOjC
CTaBOBE O MUKIOTypH3MY OATroBapajyhm Ha
TBpAKBE y3 MOHYheHE OArOBOpE: ,,allCONyTHO
ce He claxkeM™, ,,He CIIaKeM ce *, ,,IeTMMMY-
HO C€ caxeM*, ,,CIaKeM ce ““ U ,,cTIaxeM ce y
MOTIYHOCTH, U THME Cy MCKa3aJH CBOje CTa-
BOBEC 0 IIUKJIOTYPU3MY 3araJHO0aYKOT OKpyTa.

3a morpebe Qopmupama yNUTHHKA Of-
palleH je WHTEpBjy ca MpEICeTHUKOM Ou-
mukucTHIkor  kiayba CombGopa PoGeprom
MapToHOM, KOjH je TOKOM HHTEPBjya yKa3ao
Ha TOTEHIUjaJHE HEN0CTaTKe Pa3BHjEHOCTH
UKIONH(PPACTPYKTYype Kao M morpeda Iu-
KJIOTYpUCTa. AHKCTHU YIUTHHK j€ HAlIPaBJbeH
y Google forms-u. 3a aHamu3y momaraka Ko-
puuihen je nporpam Google Sheets. Ankeru-
pambe je CIPOBE/ICHO ITyTEM JPYIITBEHUX Mpe-
xa (Instagram, Facebook u Viber).

Pesyarartu paga u quckycuja
Couno-nemorpadcka aHaIn3a HCIHTAHAKA

VY ucTpaxuBamy Koje je CIPOBEICHO Ha
noxpy4jy 3amagHo0aukor OKpyra YKYIHO
je amkerupano 308 wucrnmrtanuka.Y TaOemu
2 mpukazaHe Cy commopeMorpadcke Kapakx-
TEPUCTHKE HCTUTAHUKA 3amaJHO0aqYKoT OK-
pyra. Kao mro ce u3 Tabene 2 moxe BUISTH
Hajeehn Opoj aHKETHMpaHUX YHHHUIIE CYy 0cobe
JKEHCKOT MoJa ca ynesnoM of 64,0% npu uemy
je HajBehH yaeo ucruTaHuKa OMO CTapOCTH O
16 mo 30 rommHa ca ymenom o 39,3%. Yky-
maH Opoj aHKeTHpaHHX 0co0a MYIIKOT Tojia
j€ HelTO MamH Y OHOCY Ha 0c0o0e KEHCKOT
mona ca ynenom ox 36,0% 1ok je cera 5,2%
UcnMTaHuKa crapuje ox 60 roauua.
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Taoena 2: Coyuo-demoepagpcke kapakmepucmure ucnumanuxa (N=308)

Tiar [ Mymcpwe [ Heme |
(yuenthe %) 36.0 64.0
Tonune crapoctu
(MyIIKapIy 1 jKeHe) Yuemhe (%)

<16 4,9

CrapocT UCTIUTaHUKA 16-30 393
30-45 25,6

46-60 25

>60 5,2

H3zeop: Hempaosicusarse aymopa

Tabena 3: Ananruza mecma cmanosarsa, OpauHoe CMmamyca Kao u HU8oa oopasosarsd
ucnumanuxa 3anaonobauxoe oxkpyea (N=308)

Mecro Bpoj Veo
cTaHoBama oarosopa %

bpaunn  Yneo
cTaryc %

118

64
29

Hugo o6pa3oBama

OnmrTuHa MKoJIa

OcHoBHa Cpeama 0AC MAC JIAC
mKoma o 7 ot o
% %

0,65 7,14 12,66 11,04 0
0,65 26,95 3,57 6,69 0,64
0 10,71 5,19 4,54 0,32

0,65 380 324 162 0

*OAC — ocnosne akademcke cmyouje, MAC — macmep axademcke cmyouje, JAC —
00KmMopcKe akaoemcke cmyouje

H3zeop: Hempasrcusarve aymopa

Ha ocnoBy Ttabenapuor mpukaza (Ta-
Oena 3) mosasuMo A0 ca3Hama ja HajBehu
Opoj ucrimranuka 38,31% nonasu u3 Amna-
tuHa, 31,49% ucnnrannka je u3 ComOopa,
20,77% wucrimranuka je u3 Ommurune Kyna n
9,41% ucnuranuka je w3 Ommruae Oparm.
Kana je peu o OpayHoM craTycy HcCHHTa-
HUKa 3arnagHo0avykor OKpyra Joja3uMo J0
casHama 1a je 47,1% cmobonan/cnoboaHa,
34,4% oxemwen/ynara, mux 8,1% xuBu y
BaHOpauHoj 3ajennuiw, 8,1% je pasBene-
HO, a 2,3% ce U3jacHIIO Kao yaoBalyymno-
Buna.llpema 1oOujeHUM pesyiTatuma, a Ha
OCHOBy Tabene 3 moma3uMo 10 3aKJbydKa
na je Hajeehm Opoj MCIHTAaHWKA Yy OTHOCY
Ha cTereH o0Opa3oBama IpeMa OIIITHHA-
Ma 3aBpLIMO CPEIiby LIKOIY O KOjUX je

HajBume y Anaruny 26,95% a Hajmamu
YICO KOjHU j€ 3aBPIIHUO CPE/Eby IIKOIY je 3
Onmrruae Oyarm 3,89%. Kana je peu o oc-
HOBHOM aKaJeMCKOM 00pa3oBamy HajBehn
Opoj MCIUTaHUKA je aKaJeMCKH 00pa3oBaH
12,66% ca npeOWBaIUINTEM HAa TEPUTOPHjU
Ommrtuae CoM00p, TOK je HajMamU YIeo
UCIUTAHNKA Ca aKaJeMCKUM 00pa30BameM
y Onmrruan Ontaru 3,25%. Mactep akanem-
cke cTymuje ca Hajpehum ymenom o ykym-
Hor Opoja ncrimranuka 11,04% je ca tepuro-
puje Ommruae ComMO0p, TOK HajMambK Opoj
ucnutanuka 1,62% wuMa npeOuBaIHIITEe Y
Onmruan Oyanu. Kana je ped o mpokrope-
KAM aKaJeMCKUM CTyaujama Hajsehwm Opoj
WCIIMTAaHWKA Ca 3aBPIICHUM JOKTOPCKUM
crynujama nonasu u3 Amaruna 0,64%.
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VY norneny oneHe GpU3NYKOT CTamba UCITU-
TaHWKa MOXKE C€ 3aKJby4uTH na Hajsehu
6poj ucrimranuka 37,01% npouemyje cBoje
31paBJbe Kao 100po, JOK HEUITO MamH Opoj
ucnmrtanuka 7,14% cmarpa ma je ommite
CTame IUXOBOT (DU3UUKOI 31paBiba HC-
moj poceka. Cera 0,97% cBoje (pu3nuKo
31paBJbe OICHYje Kao Jyoine. Takohe, kana je
ped 0 BpCTH OHUIHMKIIA KOje TOCENYjy HCIHU-
TaHUIA, MOXXE C€ 3aKJbyUWTH na Hajsehum
6poj ucnmuranuka 59,09% mnocenyje u Ko-
PHUCTH T'PajCKu OMIMKI, JOK Kaja je ped o
BpCTH OMIIMKIJIA HA €JIEKTPUYHU ITOTOH CBEra
4,22% ucrinTaHuKa je OIrOBOPHIIO Jia Toce-
Jtyje oBaj OMIIMKJI I7Ie je MPeTIOCTaBKa J1a ce
pamu o xuTespMMa crapuje noom. Oxpehen
Opoj ncnmranuka 13,63% Huje 3Ha0 1a Of-
penu BpCTy OUIMKIIA Koju oceayje. V3 rope
HaBEJICHOI MOXKE C€ 3aKJbYUUTH JIa UCIIHTA-
HHULM ca mojpydja 3amagHoOaykor okpyra
CKOpPO CBAKOIHEBHO KOPUCTE OWIMKI Kao
MPEBO3HO CPEICTBO, C 003UPOM J1a Ce y OBOM
Kpajy BojBomuHe Heryje KynTypa ¥ Tpaau-
1[{ja BOXKIbE OUIHKIIA.

Kana je peu o ymorpebu Ounmkia kao
NIPEBO3HOT CPEJICTBa IPWIMKOM opabupa
TYPUCTHYKE JICCTHHALIMjE J0Ta3UMO JI0 Ca3-
Hama Aa HajBehm Opoj mcnmranmka 3amai-
HoOaukor okpyra 47,40% HuKaaa MPUITHKOM
ofabupa TYpHCTHYKE [ECTUHALU]je HE KO-

pHCTH OWIMKII K0 IPEBO3HO CPEJICTBO, JIOK
wux 20,78% xopucTn OUIMKI Ka0 TIPEBO3HO
CPE/ICTBO jeJHOM WJIM BHIIE O TPU ITyTa ro-
TUTIIEBE, ITO YKa3yje /1a Cy y MATamy OJrKe
TYPUCTHUKE IECTUHALIM]E WX TaK Ja Cy 4ia-
HOBU COMOOPCKOT OMIMKIMCTHYKOT KiTyOa.
Moske ce 3aKJbYUUTH J]a HICTUTaHUII HEMajy
HaBHKY Ja MPUWINKOM 071a0upa TypUCTHYKE
JIECTUHALM]e KOPUCTE OUIMKII Ka0 MPEBO3HO
CpPEZCTBO.

Ha mnocraBmseno nurame: ,Ilpuiimkom
o1abupa TypUCTUYKE NCCTHHAIM]E Hajuelhe
uzere ca?* UCIIUTAHUIIM Cy UMAaITU oHyheHe
OJITOBOPE ,,ca TMAPTHEPOM/KOM; MTOPOIUIIOM;
mpujaTeJbuMa U cam/a‘“‘. AHaIT30M OIrOBOpa
nojasu ce 1o casHama ga 50,65% wmcnura-
HUKa Ha MyTOBAamkE OWIMKIOM OM OTHIIO
ca mopoxuioM. /oK ymopeaHoM aHaJIN30M
n3 Tabene 4 nomasumo 10 mozjaraka Jia je
Hajehu Opoj mcnuraHuka onabpao OwIH-
KIUCTHIKY PyTy KOja je yIdaJheHa HajBHUIIC
IIBa JI0 TpH cara BoXme o kyhe 43,18%.
Kama je ped o mukmopyTd ca mpHjaTesbu-
Ma wiM maptHepoMm 42,85% wucnuTaHHKa
ce M3jacHMJIO Jla OM LUKJIOPYTY OOMILIO ca
npujaresbuma mim rnaptaepom. Iopenehn ca
nobujeHnM pesynratima u3 Tabere 4 Moxke
ce 3aKJbYUUTH J1a OW pyTy Koja je ymajbeHa
BHIIIE OX TpH caTa BoXme of kyhe 14,61%
yIpaBo uzabpasia oBa rpyra UCIUTaHHKA.

Tab6ena 4: Ananuza yoamenocmu yukaiopyma Kojy ou ucnumanuyu 00abpaiu

Ilonyhenn oarosopu OHE})BOJ pa Yneo %
Pyma koja je yoammena najeuwe cam epemena oo Kyhe. 120 38,96
Pyma koja je yoamena 06a 0o mpu cama o0 kyhe. 133 43,18
Pyma koja je yoamena suwe 00 mpu cama 80dickve 00 Kyhe 45 14,61
He 3nam 10 3,25
— _ Eloqpxi
x === 77
Cpeomwa spednocm ( no)
1en ;T
TERy(Xi- %)
Cmanodapona oeeujayuja(c=""" ' ) 59,155

H3zeop: Hcmpaoswcusarwe aymopa
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VY mokymiajy camienaBama CHTyalHje o
TYPUCTHYKOM KpeTamy OHLIMKIOM U3 jel-
HE 3eMJbe Y JpYry Kao M o Opojy Typucra
KOjU Ha TOAWIIEM HHUBOY rpel)y rpaHudHe
npenasze borojeBo u besnan kao u 3emiby
OJIaKJIe Jl0J1a3e, HEONXOAHE HH(pOpMaImje
0 FHMXOBOM PErHCTPY Ha HABEICHHUM TIpa-
HUYHHMM TIpenasiMa, a YjeIHO M y OKBHPY
JlyHaBCKOT TpaHCHAIIMOHAJIHOT IIporpama
,,bUIIKIACTHUKH AMa3zoH EBpome® ymyhe-
HO je MUHHCTapCTBY YHYTpAIIBUX TOCIOBA
Peny6nuke CpoOuje. Aytopu cy ce ooparuiu
ca muTameM: ,, Jla im ce Genexe nomany o
Opojy TypHuCTa KOjH Ha TPaHHUYHOM Hpelia3y
borojeBo n besnan y Hamy 3emiby ynase
OMIIMKIIOM, YKOJIHMKO ce OeJie’ke HEOIXOIHE
cy uH(popMaImje 0 YKymmHOM Opojy TaKBUX
Typucra 3a 2022. roquHy Kao U 3eMJba HU-
XOBOT TTopeka?*

Ha mocraBsseHo nuTame 100ujeH je cie-
nehu onroBop:

Ldaanom 68. 3akona o epanuunoj Kom-
mponu (,Cn. enachux PC* 6p. 24/2018)
nponucano je oa 3a nompebde 8puierbd
2panuyne KOHmMpONe 2paHudHa noauyuja
6oou ,, Esuoenyujy o auyuma u caoopahaj-
HUM Cpeocmeuma Ha Kojuma je uzepuienda
epaHuuna nposepa‘’, da ce Ha obpady no-
damaka o JUYHOCIU Y eGUOeHyujama Koje
600u Munucmapcmeo, 0OHOCHO epanudHa
NONUYUja, Kao u Ha CAOPICUHY MUX eGU-
denyuja, axcypuparbe u Opucaroe, poxoge
uyearba U mepe sauimume noOamaxa npu-
Mem)jy 00pedbe 3aKoHa Kojum ce ypehyjy

esudenyuje u obpada nooamaxa y obracmu
VHYmMpawrux nociosa. Y cxaady ca uia-
Hom 35. 3axona o esudenyujama u 0o6paou
nooamaka y oonacmu YyHympaurux nocio-
6a (,,Cn. enacnux PC*, 6p. 24/2018) xoju
nponucyje esudeHyuje y 0onacmu 2paHuyHe
KOHmpoe, Kpemarba u Oopaska cmpanaya
u azuia, Munucmapcmeo YHYmMpauiroux
NOCI06a He 800U eBUOCHYU]Y O TUYUMA KOjd
Npego3HUM CpedCcmeom (buyuxiom) ynaze u
bopase y Penyonuyu Cpouju y mypucmuuxe
cepxe.

Ananu3a onure MHGOPMUCAHOCTH U
CTABOBA HCMUTAHUKA 0 HUKJIOTYPH3MY
3anmagHoOaYKOr OKpPYra

Tabena 5 npexacraBiba MHYOPMUCAHOCT
XKHTeJba 3araJHO0AYKOr OKpyra O TepMUHY
U 3HaYeIy NMKIOTypu3Ma. Ha ocHoBy aHa-
nu3e JOOMjeHMX IofaTaka Ha IOCTaBJHEHO
nurame: ,,Jla 1M cre yrno3HaTu ca TepMH-
HOM IMKIOTypu3aM?, 64% ucnuraHuka ce
M3jaCHUIIO 1A je YIO3HATO ca TEPMHHOM JIOK
je \ux 36% oAroBOpMIIO a HHjE YIO3HAT ca
TUM TE€pPMHUHOM. /laJbOM aHAJIM30M YIUTHH-
Ka MOXKE CE 3aKJby4HTH Ja BeNWHCKH OpoOj
aHKeTHpaHuX yak 45,45% ucnuraHuka HUje
y MOTIMYHOCTH CHUTYpPHO IITa O3Ha4YaBa Tep-
MUH [UKJIOTYpU3aM IITO j€ TUPEKTaH OJpa3
HeJI0BOJBbHOT yuerhia okpyra y noryiapusa-
1LI1jH OBOT BHJIa Typu3Ma H ypal)eHor 1mpojex-
Tta ,bunukiucruuku EBporcku AmaszoH®,
Kao ¥ MO/IN3ahe CBECTH O HETOBOM 3/1PaBCT-
BEHO-KYJATYpPHOM acIIeKTy.

Tabena 5: Onwma ungopmucanocm ucnumanura 0 YUKIomypusmy

Vieo Vieo
[Turame Ha % He %
Jla i cte yrno3Hatu ca TEePMHHOM LUKJIOTYpHU3am? 197 64,0 111 36,0
Jla ;i 3HaTe mITa je NUKJIOTYpHU3aM M ImTa o0yxBara? 93 30,19 75 23,70
T .
¥ = i—1 XL
Cpenmba BpeaHoCT ( "o 145 93
f —
|1 B (Xi— Ja"jz 73,539 25,456
Cranzjapana aeujanyja (o= % )

H3zeop: Hempasrcusarve aymopa
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[Tocmarpajyhu moTteHnmjaige W passoj
LUKJIOTYpH3Ma Ha TEpUTOpHjH 3amnagHobad-
KOT' OKpyra, BehHMHCKH J1e0 HCIUTaHHKA YaK
51,63% cmarpa /1a 0Baj OKpPYT MMa BEJIHKH
MOTEHIIMjall 32 Pa3BOj HUKIOTYpHU3Ma, IOK
wux 24,35% HuUje ynosHaro ca TypHCTHY-
KAM BpPEJHOCTHMa 3amaJHO0auKor OKpyra.
[Ipema noOujeHMM pe3yiTaruMa MOXE ce
3aKJbYYUTH Ja 3araJHo0ayKH OKpYyT IMoce-
Iyje 3HaTHE TPUPOTHE TIOTCHIHjaNe, ann 1a
JIOKaJTHEe TYPHCTHYKE OpTaHU3aIje Hemajy
aJICKBaTHY CTparerujy MNponaraHjHux ax-
TUBHOCTH Kako OM BaJIOPH30BAJIM OB3j BUJL
TypH3Ma Ha OBOj TEPUTOPHUjH.

Ha ocHOBYy oaropopa aHKETHpaHHX
WCTIATaHUKa 3amaJHo0agKoTr OKpyTa Ha II0-
CTaBJbECHO NHTame: ,,Ha Koju Ha4nMH ce HH-
dopmuiere o uMkiIopyrama?“, Hajsehn
Opoj ucnuranuka 51,29% ce uzjacHHO na
nH]popMalje 0 HUKIOpyTaMa cazHaje MpeKo
MHTEpHeTa, JIoK ce 28,57% unpopmure ox
CTpaHe npujaresba, a cBera §,44% ce uapop-
mHu1LIe o cTpaHe TypucTuuke opraHuzanuje.
Moske ce 3aKJbY4UTH JIa Cy JKUTEJbH 3araj-
HOOAYKOI' OKpyra YMO3HaTh ca [UKIOopyTa-
Ma, ajiil ¥ JIa Haj3Ha4yajHUje nHpopManuje o
pyTama cas3Hajy NMpeKo MHTEpHET CTPaHHIIa,
IITO yKasyje [1a MCTIUTAaHUIIN HEMa]y HaBHKE
na oxgpehene mHboOpManrje 0 TyPUCTHIKUM
MecTUMa/pyTaMa Tpaxke Of JIOKallHE TypHUC-
THYKE OpraHu3aluje.

C o03upoMm ga je 3amagHOOAYKH OK-
pyr yKiJbydeH y 1pojekar ,,Danube
Transnational Programme Amazon of Euro
Bike Trail* amanm3om ynmwTHHKA IOJA3H
ce JI0 ca3Hama Aa 4yak 48,4% ucrnuraHuka
HEMa ca3Hama O yKJbYUYEHOCTH OKpyra y
rpojekar, 70k je 51,6% ucnuraHuka ucka-
3aJ10 MUIJBEHH-E J1a j€ YIIO3HATO Ca ITPOjeK-
TOM, a Kao pa3jor HaBojae MH(OPMaTHBHE
TabJae Koje Cy MOCTaBJbeHE y MapKOBHMA.
Takohe, Ha MOCTaB/LEHO THTamE: ,,IIpH-
JINKOM ofabupa IUKIOpyTe, Aa Ju Bam je
OWTHa KOMIUIETHO M3rpaljeHa HMKIIO MH-
(dbpacTpykrypa? MOXKe c€ 3aKJbyUUTH [1a
je3a59,1% ucnurannka GUTHA KOMIUIETHO
m3rpaljeHa UKo HHPPACTPYKTypa JOK ce
YBUIIOM Ha TEPEHY MOXKE YTBPIOUTH J1a Cy
pyTe oO3HauyeHe, aju HEJOBOJbHO HH(pa-
CTPYKTYpHO OIpeMJbeHEe U Topen ydentha
n pobujama (PUHAHCHJCKHX cpejcTaBa
IyTeM HaBeJEeHOI INpojekra. Ha mmurame
,lITa je pasyor ma ce jemaH IUKIOTYpPHC-
Ta 3ayCTaBH y 3amagHo0adkoM OKpyTry?*,
HUCTIMTaHUIU HABOJAC KYJITYPHE U IIPUPOIHE
BPEJHOCTH Kao pazjior MOTEHIINjaJHOT 3a-
ycraBibama 34,9%, nok camo 6,7% wucnu-
TaHMKA HaBOAM I'dCTPOHOMCKE BPEIHOCTH
Kpaja, MTO yKasyje Ha HEJIOBOJbHY HCTpa-
KEHOCT OJHOCHO HEIpPENo3HAaTIbUBOCTH
racTPOHOMCKE KYJITYpe M TPAJMIIHje OBOT
oiHe0IbA.

I'paduxon 1: Cmasosu ucnumanuxa o mozyhinocmuma ynanpeheroa yukiomypusma

HewrTo gpyro
4%

Cee HaBegeHO
58%

OpmopwuwTa Cepeuck 3a
13% nonpasky  Maneca
6MUMKNa HasHayeHoMm
6% BMLUMKAMCTMUKOM
CTasom...

Bpowype 3a
LMKNOTYPUCTE
2%

WHdopmaTuBHe...

H3zeop: Hcmpascusarve aymopa
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Ha ocHOBy onaroBopa WCIHTaHUKA
I'padukon 1 nmaje Tavan yBuj y oOiiactu
yHanpehema u moryhHocrtu yHnanpehema
HUKJIOTYpU3Ma 3amagHo0auKor OKpyTa.
AHanu30M aHKETHUX OJIrOBOpPa JKHUTCJBHU
OKpyra kao Moryh mpemior u3aBajajy mo-
Behan Opoj Opomrypa 3a IHKJIOTYPHUCTE
1,6% wucnuranuka, jgofatHe uHGOpMa-
TUBHE Tabne 3,6%, Mare ca Ha3HAYCHUM
OUIUKINCTHYKUM cTazama 11%, mpomas-
HUIIE 3a JOJaTHE Aea0Be 3a ourukie 3,2%,
CEpBHCH 3a MOMNpPaBKy Ourukia 6,5%, ox-

Mopuiirta 12,7%, nok BehMHCKH JIC0 UCITH-
Tanuka 57,8% cmarpa na je y 3amanHooau-
KOM OKpyTy 3a yHampeleme HEOMXOIHO
JIOIaTH CBC HABCJICHE IOKA3aresbe, UMME
HUCTHUYY J1a Cy CBU TOPCHABCICHHU CCTMCHTH
0J1 U3y3eTHE BAXKHOCTH 3a Pa3BOj OBOT 00-
JIMKa TypH3Ma.

W3 ropeHaBeqeHHUX IMoJaTaka MOTY Cce
U3BECTH jaCHE CMEPHUIIE TYPUCTHUKHM Op-
raHdsangjamMma o MoryhHocTUMa JomaTHOT
yHanpelhema pa3Boja HIUKIOTypH3Ma y TaTUM
OMIITHHAMA.

Tabena 6: Ananrusza Oyyuema Koju cy uCRMUManuyu CnpemHu 0a u3060je npuiuKom oopehene

yukaiopyme
Kao nmkmorypucra 3a oxpel)eHy NUKIOpyTH U31BOjHO/Ia OnX:
WnTensan (cpen. UHT. -|(cpeln. UHT. - ((CPeA. WHT. -| (CpeA. UHT. - | (CpeA. UHT. - | (cpel. UHT. -
P aputm.cp.)® | apurm.cp.)’ | apurm.cp.)' | apurm.cp.)’ | aput™m.cp.)! | apurm.cp.)?
134,9943067 [*MO
25-40 € 32,5 15 95 3087,5 240 70,24610527 [*ME
40-55 € 47,5 15 38 1805 278 546,6849542
e o1 67,5 15 0 0 278 1881,936753
60 €
Bapwujanca
VYkynHo 278 6705 y3opKa 2633,862119
L{uKI0TyprCcTa IPOCEYHO U3/IBOJU 24,11870504 CA 51,32116638
Ipocexk Oyuera nopehanor y pacryhem Husy je Me 24,05263158
IIpoceunu Oyuer koju je Behnta nenurannka Mo 16,15384615
CIIpEeMHa Jia U3[BOjHU 3a LUKIIOPYTY je

*CH — cmanoapona desujayuja y3opka, *

— moouujanuu unmepean, ME- meoujannu

urmepedai

H3zeop: Hcmpasicusarve aymopa

Ha ocHOBy aHanu3e ynuTHuUKa W Tale-
napHor npukasa y TabGemm 6 monasu ce 1o
cazHama Ja OM MPHUIMKOM onabmpa IHKIIO-
pPyTe€ CTAaHOBHHUIIM OBOI' OKPYyra y IPOCEKY
n3aBojun 24,12 eypa.

CarnenaBajyhu pesynrare u3 Tabene 4
IJle Ce HMCIUTHUBAIA YIaJbeHOCT LHKIOPY-

T€ Ha KOjy OM MCIIUTaHUIH KPEHYJIU U W3-
JIBOJUJT CBOjE€ BPEME MOXKE CE 3aKJbYUUTH
na Hajsehn Opoj ncnmranuka, mux 47,08%
0u 3a oxapeheHy I[UKIOPYTY HU3IBOjJHO
Hajsume 20 eypa u TO 3a OHY PYTy Koja
j€ ylnajeeHa HajBHIIE J[Ba JI0 TPU cara Oj
kyhe.
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AHaJIn3a CTaBOBA MCNIUTAHUKA O HUKJIOTYPU3IMY

Tabdena 7: [lpukasz cmagoea ucnumanuxa o yukiomypusmy 3anaonobauxoe okpyea

TBPIHA 1 2 3 4 5
1. LluknoTypr3aM UMa BaXKHY YJIOTY y HallleM OKpYTY. 45 53 91 63 56
2. 3amagHo0ayku OKpPYr uMa J00po pasBHjeHY 46 88 124 36 14
OUIMKIIMCTHIKY HHQPACTPYKTYPY.
3. Ilpojextom ,,Amazon of Euro Bike Trail* snaajuo 37 55 109 63 39
ce noBehao Opoj TypuCTa y HaIeM OKpyTYy.
4. BULMKIMCTHYKU TYpU3aM JIOJaTHO MpYKa MPUXOZE 37 60 89 69 53
3anaH00aYKOM OKPYTY.
5. 3amaano06auKku OKpYr TpeOa aKTUBHO MOAPIKATH 29 30 60 76 13
YHAIPEUTH Pa3B0j HUKIOTYPO3Ma.
6. BUIMKIHCTH ce MOHAIa)y HENpPHKIaJHO IpeMa
oxonuHH, 6anajy cmehe, mpase Oyky, omrrehyjy 6usbke, | 94 96 63 25 30
y3HEMHUPAaBajy )KUBOTHIbE.
g. YV OyayhHoctn Oux »xemeo ma mpykam YycIyre 53 81 81 48 45
UIUKIMCTUYKHM TYPHCTHMA.
8. IIpojexar ,,Amazon of Euro Bike Trail“ je momatHO
YHalpeauo  pa3Boj  OMIMKIMCTHYKOr — Typuszma| 39 49 92 68 60
3amaHOOAaYKOT OKpyTa.
— _ Elyxi
xX=— 47,5 64 88,025 | 56,625 | 51,25
Cpenma BpenHOCT ( n )
|'1E’-* xi— X2 20,128 | 22,322 | 21,441 | 18,236 | 29,139
Crannapasa nesujanmja(c=+ n =1 ) > ’ > > ’

*] — AncoayniHo ce He Caasicem, 2 — He caadcem ce;3 — 0eNUMUYHO ce cnasicem; 4 — cnaxcem
ce; 5 — cnaocem ce Yy nomnynocmu

H3zeop: Hempasrcusarve aymopa

YV Tabenu 7 npukaszaHe ¢y TBpAKE Kao U
Opoj oAroBOopa MCIHMTAaHUKA 3amagHOOAIKOT
OKpyTa IZl€ Cy HMAJIA NPUIUKY [a UCKaXKy
CBOje CTaBOBE O Pa3BOjy LMKIOTYpU3Ma Y
BUXOBOM OKpyTy. Ha ocHOBY ananmze nona-
Taka MOXe Ce 3aKJbYUNTH ciesiehe:

- Hajgehm  Opoj  mcrnmrammka  ce
JEIVMMUYHO CIIaKE ca M3jaBOM Ja
LMKJIOTYpHU3aM HMa BaXHY YJIOTY
y 3amagHo0adkoM OKpyry, TIJe ce
MOXE 3aKJbydydTH Ja je BehuHckn
Jeo HCIIUTaHNKA TIPUIAYHO
HECHUTypaH KaJa je YONIITe ped O
LUKJIOTYPU3MY OJHOCHO, CTHYE Ce
yTHUCAK O HEIOBOJbHO] ymyheHocTH 0
MOTEHIN]aJJTHOM Pa3BOjy OBAKBOT BUA
TypH3Ma y OBOM OKPYTY.

-J €IHa YCTBPTUHA HUCIIMTAaHWKa

- Hajsehn

ce He CcIaxe ca TBPOHOM Ja
3amagHO0AuKK OKPYT MMa pPa3BHjEHY
HUKIOUHPPACTPYKTYPY,  [I€  CMO
ce YBWJOM Yy HCTy YBEpWIH O
HejocTaluMa KOju Cy HalpaBJbeHU
MIPIIINKOM TIpojekTa ,,Amazon of Euro
Bike Trail®.

- Hajsehn 6poj mcnimranuka 35,39% ce

,»JICTMMHUYHO CIaXKe* ca TBPAHKOM /12 je
npojekar ,,Amazon of Euro Bike Tra-
il 3nagajuo mosehao Opoj Typucra y
HAILIEM OKPYTY.

Opoj wuWcnHTaHWKa ~ ce
»JICTAMAYHO CIaXke ca H3jaBOM ma
OMUMKIIMCTUYKNA ~ TypU3aM JOJAaTHO
npyxa — npuxoie  3amaaHo0adKoM
OKpyTY, 10K BHX 39,61% cmarpa na 6n
OBaj BUJ TypH3Ma IIOJAaTHO 00e30enrno
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MIPUX0/IE OBOM OKPYTY H Jia ra JJOIaTHO
Tpeba MOAPKATH U YHAIPSUTH HErOB
pasgoj.

- Ha ocnoBy TBpame Opoj 6 u pesynrara
KOj€ CMO JOOWMII MOXE C€ 3aKJbYIUTH
naoko 60% ucnuTaHuka He cMaTpagace
OWIIMKIIMCTH TIOHAIIA]y HETPHKIIATHO
IpeMa OKOJIMHHU MTPUIIMKOM [UKIIOpYTE.

- Ha ocHoBy oaroeapa Ha TBpImy Opoj
7 u 8 Moxe ce 3akibyuuTd na 29%
HCIUTaHKMKa CMaTpa Ja [pojekar ,,Ama-
zon of Euro Bike Trail* nuje nomatao
YVHAIlpeIuo pPa3Boj OWUIUKIHCTHYKOT
Typu3Ma y OBOM OKpYyry M3 pasjora
KOjU Ce TH4Yy HEJOBOJEHO pa3BHjeHE
OUKIONHPPACTPYKType Kao "
AQHTKOBamka JIOKAJIHUX CaMoyIpaBa
0 IOAW3amy CBECTH O MoryhHocTHMa
KOje HyIH OBaj CaBPEMEHH TPEH]
TypusMa, JOK je 57% MemraHa
OBOI' OKpyra 3aMHTEPECOBaH Ja Yy
OyayhHOCTH TIpYXH HEKH BUZ moMohu
OMIIMKIIMCTUYKNAM TYyPHCTHMA.

3akibyyak

LluknoTypuzaM Kao BHJA CaBPEMEHOT
TPEH/a y TypU3MY je y IPOTPECUBHOM PacTy
¢ 003UPOM Ha CTWJI, TPCHIOBE M HAYMH KU-
BOTa CaBpEeMEHOI' YOBEKa Ipe CBera ce MH-
cnu Ha healthy lifestyle Tne je jenan on uMmre-
paTHBa OWTH aKTHBaH, a LUKJIOTypH3Ma Kao
JIeO CIIOPTCKOI TypH3Ma mocTaje cBe Behu
TpeHa kako y EBporu, Tako u KoJ Hac.

CripoBeieHO WCTpakMBambe YKasyje na
nozipydje 3amagHo0adKkor oKpyra rocenyje
3HauajaH Opoj KyNTYpHUX W MPUPOTHUX TY-
PHCTHYKUX BPEIHOCTH KOje MMajy TEHICH-
U]y J1a BaJIOPHU3Y]y OBaj OKPYT Kao IOTEH-
[{jas 3a pa3Boj NUKIOTypu3Ma. IIpojexrom
,»Amazon of Euro Bike Traile“ momepene
Cy TPaHuIle Ka/ia je YOIIITEHO Ped O LUKIIO-
TYpU3My y OBOM OKpYTY, ajli HEIOBOJHHO
pasyMeBaHO O] JIOKAJHOT CTaHOBHHIITBA.
HenoBossHOM pa3BujeHomhy HuKIOHHDpa-
CTPYKType Kao ¥ CMELITajHUX KallaluTeTa
KOju OM NPYXWJIM HEONXOJIHE YCIyre Koje
0K 3axTeBalM LUKIOTYPHCTH JOBOIHU JIO
YHELCHUIIC J1a j& BEeOMa Mayid Opoj IUKIOTY-
pHCTa KOjH Cy 3aMHTEPECOBAHH Jla OCTaHy Ha

nozIpy4jy 3amajHo0aukor OKpyra Iie UM je
CaMHUM YJIacKOM Ha IPaHHYHOM Mpenasy bes-
JIaH pyTa Kpo3 3anaJHo0a4uky OKPYT IIpojas3-
HOT Kapakrepa.

HckopumhaBame TOTEHIIHjaTa KOjU TO-
CTOjU Ha MOMEHYTO] TEPUTOPHjH 32 Pa3BOj
OMIMKIM3Ma MOApasyMeBa IPAaBUIIHO YII-
paBJbame, OPraHu3alyjy U aKTHBHpPAbE Ba-
JKHUX CHHEPrHja ca CBUM yKJbYYEHHM aKTe-
pHYMa YKJbY4yjyhu 1 JIOKaJTHO CTAaHOBHHIIITBO
y OKBHpY CTPATCHIKOT IUIaHa KOjH MOKPHBA
CBE MHTEpece KOjU Cy y MHTamy 3a IOTEH-
[HjaTH{ PA3BOj OBOT BHIA TypH3Ma.

Jlnmutupajyhn ¢axropu mncrpaxm-
Bama: 3BaHWYHA CTATUCTHKA OIHOCHO Pe-
MyOJIMYKY 3aBOJ 33 CTaTUCTHKY Kao U Mu-
HHUCTAapPCTBO YHYTpPAIIBUX IOCIOBA — IIOrpa-
HUYHA [OJIULUja HE MIPaTH TYPHCTE 110 BHJO-
BUMa TypU3Ma, Kao U [0 MECTHMa M3 KOjHX
nonase y oapehene nectuHanmje (OMIITHHE),
Ia ce HHje MOIJIa YBUJIETH jacHa CIIMKA O MO-
TUBHMA, OpOjy Tpela3aka IUKIOTypHCTa Ha
rpannuyHuM mpenazuma (borojeBo, besnan)
JIy’KMHH OOpaBKa, OJJHOCHO 3a/pKaBarba Ha
teputopuju Perryomke Cpouje.

IIpenopyka 3a Jga/ba MCTPa:KUBAHKA
— HEONXOJHO je YTBPAUTH Ha TONHUIIEEM
HUBOY moceheHoct mmkiopyre ,,Amazon of
Europe Bike Trail“ xoja mpomasu xpo3 Cp-
Omjy Kao u Ay>KHHY OOpaBKa M MECTO 3ajIp-
KaBama Ha Teputopuju Pemybmuke CpoOwuje,
YjeJHO HEOIXOAHO j€ WCIUTATH Haj3Hauaj-
HUje MaHu(DECTAIM]e KOje OKYILba]y IHKIIO-
TYpPHCTE U HaBOJIE MX Ja npoly kpo3 3anaj-
HOOAYKH OKPYT.
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KLJUCNI ASPEKTI UTICAJA TURIZMA NA ZAPOSLENOST U
CESKOJ REPUBLICI

KEY ASPECTS OF IMPACT OF TOURISM ON EMPLOYMENT
IN THE CZECH REPUBLIC

Apstrakt: Predmet rada odnosi se na potpu-
nije sagledavanje uticaja turizma na makro-
ekomske pokazatelje nacionalne ekonomije
Ceske Republike. Najpre se ukazuje na ma-
kroorganizacionu strukturu turizma, sa po-
sebno izdvojenim upravljackim telima kako
na nacionalnom, tako i na regionalnim nivo-
ima Ceske Republike, kao i na planove razvoja
turizma u Ceskoj Republici (strategiju razvoja,
srednjorocne i kratkorocne planove), koji podsti-
¢u zaposljavanje i potrebu za permanentnom
edukacijom i treningom zaposlenih u turiz-
mu. Analiziraju se karakteristike turistickog
trzista rada u Ceskoj Republici, njegov obim,
dinamika i struktura na osnovu razlicitih kri-
terijuma.

Cilj je da se pokaze da je turizam u Ceskoj
Republici brzorastuci sektor koji ima zna-
Cajan uticaj na stvaranje novih mogucnosti
za zaposljavanje ukupnog stanovnistva, sto
se odrazava na poboljsanje opsteg zivotnog
standarda.

U radu je koris¢eno kabinetsko istrazivanje
dostupne literature i relevantnih podataka
nadleznih institucija i organizacija u Ceskoj
Republici, uz koriséenje dijalekticke i sinte-
ticke metode, kao i metodoloskih postupaka:
analize, sinteze, dedukcije i dr.

Kljuéne reci: turizam, turisticko trziste rada,
zaposlenost, Ceska Republika.

Abstract: The subject of the paper refers to a
more complete overview of the impact of tou-
rism on macroeconomic indicators of the na-
tional economy of the Czech Republic. First
of all, it points to the macro-organizational
structure of tourism, with especially singled
out governing bodies both at the national
and regional levels of the Czech Republic,
as well as the tourism development plans in
the Czech Republic (development strategy,
medium-term and short-term plans), which
encourage employment and the need for per-
manent education and training of employees
in tourism. The characteristics of the tourist
labor market in the Czech Republic, its sco-
pe, dynamics and structure are analyzed ba-
sed on various criteria.

The goal is to show that tourism in the Czech
Republic is a fast-growing sector that has a
significant influence on the creation of new
employment opportunities for the entire po-
pulation, which is reflected in the improve-
ment of the general living standard.

In the creation of this paper, authorsused a
cabinet research of the available literature
and relevant data of competent institutions
and organizations in the Czech Republic,
with utilization of dialectical and synthetic
methods, as well as methodological proce-
dures: analysis, synthesis, deduction, etc.

Keywords: tourism, tourist labor market,
employment, tourism, Czech Republic.
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Uvod

Turizam u Ceskoj Republici belezi zna-
¢ajan rast i razvoj u post-komunistickom
periodu, a narocito od 2005. godine, kada
je ona postala ¢lanica Evropske Unije. Broj
turista (domacih i inostranih) u 2006. godini
iznosio je 12,7 miliona, a u 2019. godini 22
miliona. U 2021. godini turistic¢ki sektor ge-
nerisao je oko 3,36 milijardi US dolara, $to
korespondira sa uce$¢em od 1,5% u bruto
domacéem proizvodu (BDP) i oko 9% svih
prihoda od medunarodnog turizma u Isto¢noj
Evropi. (https://www.worlddata.info/europe/
czechia/tourism.php pristup 23.03.2024.)

Glavne ekonomske prednosti turizma
ukljuéuju: doprinos proizvodnji bruto doma-
¢eg proizvoda, pozitivan uticaj na platni bi-
lans drzave, razvoj malih i srednjih preduze-
¢a, razvoj meduregionalne saradnje, otvara-
nje novih radnih mesta i dr. (Cosi¢, M., 2019)
Drugim rec¢ima, turizam je vazna ekonomska
aktivnost sa veoma pozitivnim uticajem na
ekonomski rast i zaposlenost na nacionalnom
i regionalnom nivou. U 2021. godini uku-
pan broj stanovnika u Ceskoj Republici bio
je 10,67 miliona, a ukupan broj zaposlenih
5.357.691 ljudi. U strukturi ukupnog broja
zaposlenih 4.937.952 lica bila su drzavljani
Ceske Republike, a ostalo su bili stranci. Na
osnovu navedenih podataka moze se zaklju-
¢iti da je, u 2021. godini, udeo radno aktiv-
nog stanovnistva' u njegovom ukupnom bro-
Jju iznosio 46,3%. Takode, ukupan broj ljudi
zaposlenih u turizmu, u istoj godini, iznosio
je 215.233, sto ¢ini 4,02% od ukupnog broja
zaposlenih u nacionalnoj ekonomiji.

Turizam u Cegkoj Republici bio je jedan
od, sa svih aspekata, najugrozenijih sektora
nacionalne ekonomije u 2020. godini, zbog
Sirenja pandemije virusa COVID-19 i uvode-
nja neophodnih mera za njeno suzbijanje. U
turizmu je 2019. godine radilo oko 239.506
ljudi, sto je ¢inilo 4,41% u odnosu na ukupan
broj zaposlenih u nacionalnoj ekonomiji, od-
nosno svaki 23. zaposleni u Ceskoj Republi-
ciradio je u ovom sektoru. Za vreme trajanja
pandemije svaki deseti radnik i svaki sedmi

1 U ovu kategoriju spadaju lica od 15 do 65 godina starosti,
drzavljani Ceske Republike.

preduzetnik napustio je sektor turizma, a ra-
zli¢iti programi podrske pomogli su mnogim
zaposlenima da lakse prebrode tesku situaci-
ju u kojoj su se nasli.

Do 2019. godine turizam je belezio po-
stepen, ali stabilan rast, sa u¢eS¢em u bruto
domacem proizvodu, u navedenoj godini, od
2,8% (Sto je bilo vise od sektora poljoprivre-
de, Sumarstva i ribarstva zajedno), dok je u
2020. godini to ucesce palo na 1,2%. (https://
www.statista.com/statistics/1060795/touri-
sm-ratio-on-gdp-czechia/ pristup 2.4.2024.)

Takode, 1 broj turista (domacih i inostra-
nih) opao je sa 22 miliona u 2019. godini na
10,8 miliona u 2020. godini. Blagi rast bro-
ja turista zabelezen je ve¢ u 2021. godini i
iznosio je 11,4 miliona, a od tog broja stranih
turista bilo je 2,6 miliona.

Procene su da ¢e se turizam u Ceskoj Re-
publici vratiti na nivo iz 2019. veé u 2024. ili
najkasnije u 2025. godini.

Povoljan geografski polozaj Ceske Re-
publike, kao i brojne prirodne i antropoge-
ne atraktivnosti, doprinose razvoju razli¢itih
turistickih proizvoda ove destinacije, umno-
gome povezanih sa unikatnom ¢eskom tra-
dicijom. Turisti¢ku ponudu Ceske Republi-
ke Cine slede¢i vidovi turizma: gradski (city
breaks), kulturni, banjski (wellness i spa
— postoji 36 banja, od kojih se tri nalaze na
UNESKO listi svetske kulturne bastine), po-
slovni, zdravstveni, kao i turizam posebnih
interesovanja (avanturisti¢ki turizam, festi-
vali 1 dogadaji, turizam zabave, industrijsko
naslede — posete Cuvenim ¢eskim fabrikama,
iz razlicitih privrednih delatnosti, npr. isti-
canje znacaja kristala iz Severne Bohemije,
kroz posetu manufakturama u kojima umet-
nici kombinuju tradiciju i savremenu umet-
nost, gastronomski i vinski, kao i ponuda
svetski cuvenih ceskih piva i dr).

Ovako diferenciran turisticki proizvod
Ceske Republike svara prostor za dalji rast i
razvoj turizma, kao i za povecanje broja za-
poslenih u okviru veoma brojnih i heteroge-
nih zanimanja u turizmu.

Na zalost, ne smeju se zanemariti ni ak-
tuelne pretnje turizmu, zbog ratnih sukoba u
Ukrajini i na Bliskom Istoku.
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Makroorganizaciona struktura turizma
Ceske Republike

Turizam je u nadleznosti Ministarstva
za regionalni razvoj* u okviru centralnih
drzavnih organa Ceske Republike} Ovo
ministarstvo zaduzeno je za pripremu za-
kona, pracenje i prikupljanje turisticke sta-
tistike, regionalni razvoj i podrsku kvalitetu
turistickih usluga.

Na organizaciju turizma snazno uticu
administrativni sistemi 14 jedinica teritori-
jalne uprave, odnosno regiona. Ovi regioni
su: Prag, Juzna Bohemija, Juzna Moravska,
Karlove Vari, Hradec Kralovi, Liberec, Mo-
ravsko—Sleski, Olomouc, Pardubice, Plzenj,
Centralna Bohemija, Usti, Zlin i Viso&ina.
Saradnja nacionalne i regionalnih turisti¢kih
organizacija definisana je marketinsSkom
strategijom Ceskog turizma.

Vladina agencija CzechTourism osno-
vana je 1993. god. od strane Ministarstva za
regionalni razvoj i zaduzena je za promo-
ciju turizma Ceske Republike, kao i za ko-
ordiniranje, pruzanje usluga i metodoloske
pomo¢i regionima i drugim organizacijama
u oblasti promocije i marketinga u turizmu.
U svakom regionu imenovan je koordina-
tor za uskladivanje marketinskih aktivnosti
turistickih organizacija u regionu, koji blisko
saraduju sa agencijom CzechTourism.

Na Slici 1. pedstavljena je makroorganiza-
ciona $ema turizma Ceske Republike, sa po-
sebno izdvojenim upravljackim telima kako na
nacionalnom, tako i na regionalnim nivoima.
Takode, moze se primetiti da centralno mesto
zauzimaju TuristiCke asocijacije, koje repre-
zentuju privatni sektor pruzaoca usluga u turiz-
mu, pre svega asocijacije hotelskih preduzeda,
kao 1 turistickih agencije i turoperatora.

Slika 1. Makroorganizaciona Sema turizma Ceske Republike

Nacionaina

Regionalna

Ministarstvo za regionalni razvoj ]

Odeljenie za turizam
| Turistizka kenkurentnost

-
Zzakonodavstvo u
turizmu |

e

CzechTourism

Macionalni turisticki

Podrika razvoju turizma

odbor

Turisticke asocijacije

{ privatnisektor )

MNacionalni kolegijum za

14 samoupravnih
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—

-~

Turistitko udruienje
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‘ Odeljenje zaturizam

po regionima
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r’i
Organi upravljanja
regionalnim destinacijama

turizam

Izvor : Autori - prema Ministarstvu za regionalni razvoj Ceske Republike 2022 (https://
mmr.gov.cz/en/ministerstvo/cestovni-ruch pristup 26.03.2024)

Pored javnog sektora, turisticku privredu
¢ine i pruzaoci turistickih usluga, kao no-
sioci poslovne politike na turistickom trzistu:
prevoznici, u onom delu u kojem pruzaju us-
luge turistima (vazdu$ni, reéni, Zeleznicki,
drumski saobracaj — iznajmljivanje vozila);
smestajni objekti i ugostiteljski objekti za
ishranu i pice (hoteli/moteli, kuée za iznajm-

2 Ministerstvo pro mistni rozvoj CR - MMR

3 Planirano je da se u dogledno vreme formira odvojeno Mini#
starstvo za turizam, Sto ¢e svakako doprineti vec¢oj posvecenosti
rastu i razvoju turizma u okviru ¢eske privrede.

ljivanje, vile i planinske kuce, apartmani,
kampovi, rekreativni centri, restorani, baro-
vi 1 dr); izgradene atraktivnosti (znamenite
zgrade, spomenici kulture, centri za zabavne
aktivnosti, tematski parkovi), turisticke agen-
cije i turoperatori, kao i tzv. podrzavajuce us-
luge (usluge turistickih vodica, putno osigu-
ranje i finansijske usluge, prodaja turisticke
Stampe, usluge marketinga, prodaja pisanih
vodica i redova voznje, obrazovanje i trening
u privatnim institucijama i dr). (Holloway,
J.C., Taylor N. 2006, str. 167-168)
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Takode, treba istac¢i da vecina turisti¢kih
preduzeca pripada privatnom sektoru. Izu-
zeci su odredeni drzavni subjekti, ali ovaj
fenomen se retko javlja u trziSnoj ekonomi-
ji, kakva je u Ceskoj Republici. Primer je
hotel Thermal u Karlovim Varima, koji je
u vlasnistvu drzave i koji kontrolise Mini-
starstvo finansija.

Planovi razvoja turizma u Ce$koj
Republici

Strategija razvoja turizma Ceske Repu-
blike za period 2021-2030, usvojena 2021.
godine, predstavlja okvir u kojem se razvija
njena turisti¢ka politika. U fokusu ove Stra-
tegije je povecanje konkurentnosti turistic-
kog sektora na nacionalnom i regionalnom
nivou, kako bi se povecali i ekonomski ucin-
ci, tj. turisticki promet i turisticka potrosnja,
uz istovremeno postizanje ravnoteze izmedu
ekonomskih, drustveno-kulturnih i ekoloskih
pitanja. Pored sredstava koja se svake godine
izdvajaju iz nacionalnog budzeta za podsti-
canje razvoja turizma, fondovi EU predstav-

ljaju vazan mehanizam za podrsku turizmu
u periodu 2021-2030. godine, ukljucujuéi i
ulaganja u turisti¢ku infrastrukturu.

Takode, Strategija razvoja turizma ima za
cilj da Ceska Republika sa 38. mesta u 2019.
godini napreduje do 30. mesta na WEF in-
deksu konkurentnosti* putovanja i turizma do
2029. godine. Ovaj cilj postavljen je u kontek-
stu strukturnih reformi, menjajuéi percepciju
turizma, kako unutar vlade, tako i Sire javnosti.

Na Slici 2 predstavljena je Sema sred-
njorocnih i dugorocnih mera za period
2021-2030. godina, koje se moraju kontinu-
irano sprovoditi. Prioriteti uklju¢uju unapre-
denje sistema upravljanja i finansiranja tu-
rizma, razvoj inovativnih ponuda i iskustava,
stimulisanje traznje, razvoj meduresursne i
medunarodne saradnje i fokusiranje na za-
poslene kao kljuénu odrednicu kvalitet-
nog turistickogiskustva. Takode, imalo se u
vidu da i potrosaci iskazuju veéa ocCekivanja,
narocito u pogledu preferencija za onlajn ko-
munikaciju, kao i u pogledu primene higijen-
skih i1 bezbednosnih protokola.

Slika 2. Sema srednjorocnih i dugorocnih mera za period 2021-2030 godina

4 N\

Finansiranje razvoja javne
i poslovne infrastrukture
turizma

Dostupnost destinacija,
inovacije i odrzivi turizam

Podrska zaposljavanju
Zaposljavanjediplomaca
Kyvalitet 1 zapo$ljavanje

radnika u turisti¢kim
delatnostima

~

Bezbednost u planinskim
predelima

Odgovornost vatrogasno
spasilatke sluzbe CR

Aplikacija za spasavanje

- /
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Promovisanje jednakih
uslova i zastite potroSaca

- \

Poboljsanje statistike

Primena TSA

Digitalizacija i koncept
e - turizma
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Meduresorska i
medunarodna saradnja

Procena uticaja odrzivog
turizma
Razvoj kvaliteta usluga
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Izvor : Autori — prema Ministarstvu za regionalni razvoj Ceske Republike 2022
(https://mmr.gov.cz/en/ministerstvo/cestovni-ruch pristup 26.03.2024)

4 Rang lista Globalne konkurentnosti Svetskog ekonomskog
foruma (WEF).
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Operacionalizacija Strategije vrsi se
putem definisanja i implementacije akci-
onih planova za svaku godinu. Trenutni
izazovi visokog prioriteta (akcioni plan za
2022-2023. godinu) ukljucuju ponovno
pokretanje razvoja turizma nakon pande-
mije virusa COVID-19, podizanje kvaliteta
usluga, unapredivanje statistickih podataka
i usvajanje i primenu programa podrske ra-
zvoju regionalnog turizma. Ministarstvo za
regionalni razvoj u saradnji sa Zavodom za
statistiku Ceske Republike, izraduje projekat
implementacije turisticke statistike, koji ima
za cilj unapredivanje i prosirenje statistickih
podataka, prvenstveno vezanih za dolazak
stranih turista u Ce§ku Republiku. Radi se,
zapravo, o implementaciji tzv. satelitskog
obrac¢unavanja (Tourism Satellite Accoun-
ting — TSA), koji je pokrenula Statisticka
komisija Ujedinjenih nacija 2001. godine, sa
ciljem da se prati uticaj turizma na potrosnju,
uvoz i izvoz, kapitalne investicije, bruto do-
macdi proizvod i zaposlenost. Takode, jedan
od vaznih zadataka je i razvoj informacio-
nog sistema na regionalnim nivoima, koji je
trenutno nedovoljno razvijen, kao i isticanje
lokalne autenti¢nosti i odrzivih praksi.

Karakteristike turisti¢kog trZista rada u
Ceskoj Republici

Ceska Republika je u poslednjoj dece-
niji pretrpela opsezne strukturne promene u
ckonomskim aktivnostima, §to je dovelo i
do znacajnih promena na trzistu rada. Ove
promene podrazumevaju prelazak na moder-
nije usluge i smanjenje udela ljudi zaposle-
nih u sektoru gradevinarstva i poljoprivrede.
Drugim re¢ima, dolazi do povecanja ucesca
tercijarnog sektora i smanjenja uceséa pri-
marnog i sekundarnog sekora u nacionalnoj
ekonomiji. Veliko povecanje broja diploma-
ca univerziteta, u protekloj deceniji, dovelo
je do vecéeg broja zaposlenih sa univerzitet-
skom diplomom, u svim sektorima privrede.
(Beranek, J., 2013)

Navedeni rezultati ekonomskog restruk-
turiranja na nivou nacionalne ekonomije uti-
cali su 1 uti¢u i na turisticko trziSte rada, mesto
gde se traznja za radnom snagom susrece sa

ponudom radne snage i gde se, prvenstveno
na osnovu odnosa ponude i traznje za radnom
snagom, ali i drugih faktora (znanja, vestina
i ukupnih kompetencija zaposlenih) formira
cenarada i zarade zaposlenih u turizmu, o ko-
jima ¢e biti re¢i u nastavku ovog rada.

Trziste rada ima brojne karakteristike
(veli¢ina, elasti¢nost, geogafska distribuci-
ja, tehnoloska kompleksnost i status, npr:
osnovno ili sekundarno; domace ili interna-
cionalno® i dr).

Osnovno trziste rada ¢ine ljudi koji su
kroz obrazovanje, obuke i iskustvo posvece-
ni jednoj privrednoj delatnosti ili ¢ak jednoj
grani u okviru te delatnosti. To su ljudi koji
nameravaju da napreduju u karijeri u okvi-
ru odredene delatnosti, a veoma cCesto vide
svoje moguénosti u nacionalnim, pa i inter-
nacionalnim okvirima. Iz tog razloga je ve-
¢ina njih mobilna, kako geografski tako i po
pitanju preduzeca, tj. kompanije. U turizmu,
u ovu grupu spadaju npr. menadzeri hotela i
turistickih agencija (na razli¢itim hijerarhij-
skim nivoima u organizacionoj strukturi), re-
cepcioneri, kuvari, osoblje koje radi u koktel
barovima i dr. Dakle, u ovu kategoriju spa-
daju svi zaposleni koji rade u preduzec¢ima
koja su neposredno vezana za turizam, a ¢iji
je angazman najceScée sa fzv. punim radnim
vremenom (full time).

Sa druge strane, sekundrno trziste rada
¢ine ljudi Cije vestine mogu biti od koristi
poslodavcu, ali koji nisu karijerom vezani za
jednu privrednu delatnost. Za njih je vaznija
geografska oblast u kojoj rade nego karijera.
U ovu grupu spadaju domacice, studenti, ne-
kvalifikovani radnici koji su odlucili da rade
u odredenoj delatnosti samo da bi zaradili
novac, a ne zato $to su joj istinski posvece-
ni. Oni kojima je rad u turizmu samo dodatni
izvor prihoda, najceS¢e se angazuje sa fzv.
., nepunim *“ radnim vremenom (part time). U
sekundarno trziste rada spadaju i ljudi koji
imaju takve kvalifikacije da mogu da rade u
bilo kojoj delatnosti, kao na primer, sekreta-
rice, radnici koji rade na odrzavanju, knjigo-
vode, informaticari i dr.

5 Struktura zaposlenih u turizmu Ceske Republike na osnovu

podele na drzavljane i strance, bie razmatrana putem analize
Tabele 5.
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Vazno je naglasiti da je na svetskom tu-
ristickom trzistu veoma izrazena polarizaci-
ja. Na jednoj stani je relativno mali broj sred-
njih i posebno velikih turistickih, naj¢esce
multinacionalnih kompanija (u oblasti ho-
telskog poslovanja, turoperatorskog i agen-
cijskog poslovanja, avio-saobracaja i drugim
delatnostima), u kojima je prisutna izraze-
na koncentracija zaposlenih i sredstava. Sa
druge strane, za turizam je karakteristicno
dominantno prisustvo velikog broja mikro
i malih ogranizacija, Cesto porodi¢nog tipa
(,,family-run business® ili ,,mom and pop
industry®), sa samo jednim objektom i ne-
koliko zaposlenih. Mnoga preduzeéa u turiz-
mu u Ceskoj Republici posluju po principu
porodiénog entiteta. U tom kontekstu, Ceski
zavod za statistiku formulise dve kategorije
zaposlenih (bilo da su sa osnovnog ili sekun-
darnog trzista rada):

* zaposleni — sva lica koja su zaposlena
po ugovoru i dobijaju nadoknadu za
svoj rad;

* samozaposleni — lica koja su vlasnici ili
suvlasnici preduzeéa u kojima su zapo-
sleni, kao i ¢lanovi njihovih domacin-
stana, za koje je delatnost u porodi¢noj
firmi primarni posao.®

Turizam i direktno i indirektno utice na
zaposlenost. Sa jedne strane, direktan uti-
caj odnosi se na tzv. direktno zaposljavanje,
kako sa osnovnog, tako i sa sekundarnog tr-
ziSta rada, u organizacijama turisti¢ke privre-
de koje neposredno ¢ine njegovu heterogenu
strukturu, o ¢emu je prethodno bilo reci. Sa
druge strane, indirektni uticaj turisticke pri-
vrede na zaposlenost ogleda se u povecanju
broja zaposlenih i u nizu drugih delatnosti
i aktivnosti za koje je turisticko trziste tzv.
,sekundarno® trziste za plasman sopstvenih
proizvoda i usluga (industija, gradevinar-
stvo, poljoprivreda i dr).”

6 Turizam u Ceskoj Republici odlikuje visok procenat samozaa
poslenih ljudi, $to ¢e biti predmet analize Tabele 2.

7 Indirektni poslovi su oni koji, po svojoj prirodi, nisu direktno
povezani sa turizmom, ve¢ imaju znacajan uticaj na njihovo po-
stojanje. Ukljucuju prevodioce, pekare na destinaciji ili vozace
javnog prevoza, poslove u izgradnji smestajnih i rekreativnih
objekata, prodaju i popravku motornih vozila, prodaju goriva,
snabdevanje restorana, dobavljanje opreme za smestajne kapac-
itete i ugostiteljske objekte uopste i sl.

U kontekstu indirektnog zaposljavanja,
naglaSava se tzv. multiplikativni efekat tu-
rizma na zaposljavanje, koji se zasniva na
¢injenici da turisticke kompanije ostvaruju
prihode od posetilaca, te prihode preduzeca
ulazu u potros$nju, kao $to je kupovina do-
datnih sirovina ili investicija, ¢ime se stva-
ra veca potraznja i utice na zaposljavanje u
drugim, indirektno povezanim oblastima.
Zahvaljujué¢i navedenom viSestrukom efek-
tu, turizam se ¢esto naziva sektorom koji ge-
neriSe najvise radnih mesta. (Tribe, J. 2011.
str. 288-289)

Karakteristika sezonalnosti u turistickom
poslovanju namece potrebu zaposljavanja i
dodatne, tzv. ,, sezonske radne snage, koja
se ukljucuje u proces reprodukcije samo u
periodu dok traje sezona (tzv. puna letnja
ili zimska sezona traje dva do tri meseca)?,
a sa ciljem da se bez zastoja i shodno pove-
¢anom obimu traznje u tom periodu plasiraju
proizvodi i usluge inostranim i domacim tu-
ristima na tipicno turistickom podrucju. Me-
dutim, koliko god je zaposljavanje sezonske
radne snage neophodno, ono bitno utice na
obavljanje radnih operacija i na njihov kvali-
tet, i nosi sa sobom brojne probleme. Naime,
Cesto se na trziStu ne mogu naci adekvatni
profili struénosti za zaposljavanje u sezon-
skom periodu, pa u radni proces ulaze i oni
sa nizim kvalifikacijama, $to, objektivno,
moze da narusi kvalitet usluga koje se pru-
zaju potrosac¢ima. Takode, motivacija za rad
kod sezonskih radnika nema onu Sirinu koja
se, po pravilu, sre¢e kod stalno zaposlenog
dela kolektiva, a sa tim u vezi i njihov nedo-
voljno razvijen oseéaj pripadnosti kolektivu
i nedovoljna zainteresovanost za napore tu-
ristickog preduzeca da obezbedi zeljeni kva-
litet, imidz, konkurentnost i profit. Sa druge
strane, preduzece mora da rauna sa svim
ovim problemima i da stvori uslove za njiho-
VO minimiziranje, pre svega putem pripreme
i obuke sezonskih radnika, adekvatnog ruko-
vodenja operacijama kao i nagradivanjem i
maksimalnim nastojanjem da se sezonski
radnici, u §to vecoj meri, uklope u kolektiv i

8 Izrazena sezonalnost u poslovanju nije prisutna u velikim graa
dovima, poput glavnog grada Praga.
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identifikuju sa politikom turistickog predu-
zeca. (Deli¢. J, 20009. str. 44)

Ceste fluktuacije zaposlenih u turizmu
su, pored uticaja sezonalosti poslovanja,
izazvane i delovanjem brojnih drugih fak-
tora, kao $to su: uslovi rada, nagradivanje,
psihofizicke predispozicije za obavljanje
radno intenzivne delatnosti i dr. Paradoksa-
lo je, na primer, da su primanja zaposlenih
u turizmu po pravilu relativno niska (Sto
je situacija na gotovo svakom turistickom
trzistu). Sto se tice uslova rada u turizmu,
vazno je naglasiti da oni obuhvataju rad u
objektivno otezanim okolnostima pri izvr-
Savanju pojedinih operacija (npr. rad u ku-
hinji tokom leta) ili uz izrazene fizioloske
napore (npr. dugo stajanje ili hodanje). Sto-
ga je za zaposlene koji obavljaju ove vrste
poslova neophodna i znatna fizicka izdr-
zljivost (snaga). Takode, u ovoj radno-in-
tenzivnoj delatnosti, zaposleni (posebno
na prvoj liniji usluzivanja) izlozeni su i
znaCajnim psiholoSkim naporima i stresu.
Dakle, za rad u turizmu potrebni su moti-
visani zaposleni, koji imaju talenat za rad
sa ljudima i ose¢aj posvecenosti visokom
kvalitetu usluga, putem izrazene brige za
potrebe, udobnost i dobrobit turista, iako,
pojedini nekada mogu biti veoma neuctivi,
grubi ili neprijatni. Stoga se zahteva izrazita
samodisciplina, strpljenje i dovoljno vedra
priroda, tj. licnost (neposrednog pruzaoca
usluga) u usluzivanju velikog broja razlici-
tih tipova osoba, posebno zahtevnih ili ne-
odluc¢nih potrosaca. Takode, karakteristicno
za uslove rada u turistickom poslovanju je
i rad u smenama, ukljucujuci i noéni rad,
rad preko vikenda i praznikom, produzeni
rad u sezoni i dr., §to je uslovljeno karak-
teristikom turistickih usluga da se znaca-
jan broj radnih operacija ne moZze obaviti
dok gost nije fizicki prisutan. Sve to stvara
brojne probleme sa stanovista organizacije
i preraspodele radnog vremena, godisnjih
odmora, slobodnih dana i sl. Kao posledica
navedenih uslova rada u turizmu javljaju se,
neretko, 1 profesionalna oboljenja zaposle-
nih, pa i taj aspekt treba imati u vidu. (De-
lic. J, 2009. str. 44)

Pored prethodno iznetih specificnosti
turistickog trziSta rada, u nastavku ce se
analizirati broj zaposlenih i zarade zapo-
slenih u turizmu u Ceskoj Republici, kao i
struktura zaposlenih u turizmu prema ste-
penu obrazovanja, polu, godinama starosti
i podeli na drzavljane i strance.

Broj zaposlenih i zarade u turizmu u
Ceskoj Republici

Ceski zavod za statistiku (Czech Sta-
tistical Office — u nastavku CZSO) poceo je
2008. godine da sastavlja takozvani Modul
zaposlenosti u turizmu u Ceskoj Republici
(sa referentnim podacima od 2003. godine).
Navedeni Modul pruza informacije (putem
sistema, ukupno 11 kvalitativno razli¢itih,
tabela) o znacaju i doprinosu turizma za na-
cionalnu ekonomiju sa aprekta zaposljava-
nja, a koje obuhvataju: broj ljudi zaposlenih
u nacionalnoj ekonomiji i u turizmu, kao i
po delatnostima turisticke privrede, sezo-
nalnosti, radnoj Semi (puno radno vreme/
nepuno radno vreme — honorarni rad), ni-
vou obrazovanja, polu, starosnoj kategoriji,
uces¢u drzavljana i stranaca itd. Takode, on
ukazuje i na najvaznije makroekonomske
pokazatelje industrija povezanih sa turiz-
mom u Ceskoj Republici.

Turizam je radno intenzivna delatnost,
jer je zbog karaktera usluga, tj. potrebe ne-
posrednog kontakta sa potroSacima prili-
kom pruzanja turistickih usluga nemoguce,
kao u nekim drugim delatnostima, izvrsiti
znacajniji obim automatizacije.” Tabela 1
prikazuje zbirne pokazatelje zaposlenosti
u nacionalnoj ekonomiji i turizmu Ceske
Republike, u periodu od 2017. do 2021.
godine, izraZzene u apsolutnim i relativnim
vrednostima.

U 2021. godini ukupan broj stanovnika u
Ceskoj Republici bio je 10,67 miliona, a uku-
pan broj zaposlenih 5.357.691 ljudi. U struk-
9 Ipak, tehnoloske promene, pre svega razvoj i primena savree
mene informacione i komunikacione tehnologije, imaju znacaj-
nu ulogu u strukturnim promenama u turistickom poslovanju.
Nove tehnologije su primenljive ne samo za prodaju (rezerva-
cioni sistemi i globalni distribucioni sistemi, Internet i dr.), ve¢
i za ostale poslovne funkcije (nabavka, finansije i dr.) ili radne
operacije u turistickim preduze¢ima. Ove promene se odrazava-

ju i na sastav personala i neophodnost njihovog permanentnog
obrazovanja i obucavanja.
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Tabela 1. Zbirni pokazatelji zaposlenosti u nacionalnoj ekonomiji i turizmu u Ceskoj Repu-
blici za period 2017-2021.

Pokazatelj 2017

N° zaposlenih u nacionalnoj ekonomiji | 5,345,814
samozaposleni 767,398
Zaposleni 4,578,416
N° osoba zaposlenih u turizmu 235,178
samozaposleni 41,705
Zaposleni 193,473
% zaposlenih u turizmu u odnosu na 4.40

ukupan broj zaposlenih u nac. ekonomiji

2018 2019 2020 2021
5,417,110 | 5,430,344 | 5,337,203 | 5,357,691
766,876 | 755248 |732,040 | 703,488
4,650,234 | 4,675,096 | 4,605,163 | 4,654,203
238,337 239,506 220,663 215233
41,555 140,731 36,786 35,173

196,782 198,775 183,877 | 180,060
4.40 441 4.13 4.02

Izvor : Autori — prema podacima CZSO 2023 (www.czso.cz/csu/czso/tourism_employment
module pristup — 28.03.2023.)

turi ukupnog broja zaposlenih 4.937.952 lica
bila su drzavljani Ceike Republike, a ostalo
su bili stranci. Na osnovu navedenih podata-
ka moze se zakljuciti da je, u 2021. godini,
udeo radno aktivnog stanovniStva (drzavljana
Ceske Republike) u njegovom ukupnom bro-
ju iznosio 46,3%. Takode, ukupan broj ljudi
zaposlenih u turizmu, u istoj godini, iznosio je
215.233, $to je ¢inilo 4,02% od ukupnog bro-
ja zaposlenih u nacionalnoj ekonomiji. Skoro
84% (180.060) od ovog broja Cinila su zapo-
slena lica, a ostatak (35.000) su bili samoza-
posleni. U 2021. godini, udeo samozaposle-
nih u nacionalnoj ekonomiji bio 13,1 %, dok
je udeo samozaposlenih u turizmu iznosio
16,7 % od ukupnog broja svih lica koja su ra-
dila u turizmu, To se odnosi na ¢injenicu da je
u turizmu veliki broj mikro i malih preduzeca,
u kojima je opste pravilo da su vlasnici i /ili
¢lanovi porodice ukljuceni u vodenje posla.
Pad broja zaposlenih u nacionalnoj eko-
nomiji u 2021. godini u odnosu na 2019. go-
dinu iznosio je oko 73.000, a u turizmu oko
25.000. Takode, u 2019. godini, broj zapo-
slenih u turistickom sektoru ¢inio je 4,41%
od ukupnog broja zaposlenih u nacionalnoj
ekonomiji, dok je u 2021. godini iznosio
4,02%. Predvidanja su da ¢e se u 2024. go-
dini, a najkasnije u 2025. godini, ukupna na-
cionalna ekonomija Ceske Republike vratiti
na nivo pre pandemije. Navedena predvida-
nja odnose se, svakako, i na turisticku pri-
vredu. Medutim, ne treba zanemariti pretnje
iz okruzenja, poput ratnih sukoba u Ukrajini

i na Bliskom Istoku, koji ve¢ sada uti¢u na
globalnu ekonomiju.

U Tabeli 2 predstavljeni su podaci o bro-
Jju zaposlenih u turizmu u Ceskoj Republici
po delatnostima turisticke privrede u 2021.
godini, uz izdvajanje kategorija samozapo-
slenih i zaposlenih ljudi.

Kada je re¢ o broju zaposlenih u turizmu
po delatnostima u 2021. godini, 69% zaposle-
nih radilo je na poslovima karakteristi¢nim za
turizam. To pre svega podrazumeva delatno-
sti kao $to su usluge smestaja, usluge posluzi-
vanje hrane i pi¢a, prevoz putnika, turisti¢ke
agencije 1 turoperatore, kulturne, sportske
i druge rekreativne usluge. Oko 62 hiljade
ljudi radilo je u delatnostima koje se odnose
na pruzanje usluga posluzivanja hrane i pica,
a oko 33 hiljade u onima koje se odnose na
pruzanje usluga smestaja. Skoro 9,4 hiljade
ljudi radilo je u delatnosti turistickih agencija
i turoperatora. Svi prethodno navedeni poda-
ci odnose se na direktno zaposljavanje.

Osim delatnosti karakteristicnih za turi-
zam, udeo zaposlenih u delatnostima koje
su srodne, tj. povezane sa turizmom, u uku-
pnom broju zaposlenih u turizmu, bio je 29%
(oko 62 hiljade), a u delatnostima koje nisu
specificne za turizam, 1,7% (oko 3,5 hilja-
de). Drugim recima, radi se o indirektnom
zapoSljavanju, karakteristicnom za turizam,
o kojem je bilo reci.

Od ukupnog broja zaposlenih u turistickoj
privredi, 84% C¢inili su zaposleni, a 16% sa-
mozaposleni. Ako se pogledaju pojedinacne
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Tabela 2. Broj zaposlenih u turizmu u Ceskoj Republici po delatnostima turisticke privrede u
2021. godini

Turizam

1 - Hoteli i drugi smestajni objekti

2 - Restorani i drugi ugostiteljski objekti za ishranu i

pice

3 - Zeleznicki saobraéaj

4 - Putnicki drumski saobracaj

5 — Vodeni saobracaj

6 — Avio saobracaj

7 — Ostale usluge prevoza putnika

8 - Iznajmljivanje opreme za prevoz putnika
9 - Turisticke agencije i turoperatori

10 — Delatnosti koje pruzaju usluge u kulturi
11 - Sportske i druge rekreativne usluge
Delatnosti karakteristi¢ne za turizam

Srodne delatnosti

Delatnosti koje nisu specific¢ne za turizam
Total

N° zaposlenih u turizmu

Samozapo. Zaposleni Total
3,814 29,215 33,029
12,447 49,609 62,056
0 12,252 12,253
1,065 11,166 12,231
2 41 44
0 1,703 1,703
55 3,960 4,015
21 116 137
2,008 7,423 9,431
1,948 9,711 11,659
676 1,966 2,642
22,037 127,163 149,200
12,691 49,836 62,526
446 3,061 3,506
35,173 180,060 215,233

Izvor: Autori — prema podacima CZSO 2023 (www.czso.cz/csu/czso/tourism_employment
module pristup — 28.03.2023.)

delatnosti u turistickoj privredi, udeo samoza-
poslenih lica u oblasti ,,restorani i drugi ugo-
stiteljski objekti za ishranu i pi¢e* u ukupnom
broju zaposlenih u ovoj delatnosti, bio je 20%,
dok je nesto veci udeo bio u delatnosti ,,turi-
sticke agencije®, 21,3 %. Nasuprot tome, svi
radnici u zeleznici ili avio prevozu bili su za-
posleni (u ovim delatnostima ne postoje pre-
duzetnici), a u vodenom saobracaju beleze se
samo 2 samozaposlena, Sto ukazuje na domi-
naciju velikih kompanija u ovim delatnostima.

Na pocetku analize turistickog trzista,
pomenuta je podela na zaposlene sa punim
radnim vremenom (ljudi koji u turistickoj
privredi obavljaju svoj primarni posao) i zv.
,nepunim* radnim vremenom (ljude koji
rade honorarno u turistickoj privredi). U Ta-
beli 3 upravo je prezentovan broj zaposlenih
u turizmu u Ceskoj Republici, na osnovu na-
vedene podele, a podaci se odnose na 2021.
godinu.

Iz perspektive puno radno vreme/hono-
rarni rad, jasno je da je vec¢ina ljudi u turiz-
mu zaposlena sa punim radnim vremenom,
tj. 93% (200.204 ljudi), u odnosu na 15.029
., part-time " zaposlenih. Kada se posmatraju

kategorije ,,samozaposleni® i ,,zaposleni®, ta-
kode je uocljiva dominacija ljudi zaposlenih
sa punim radnim vremenom.

Visok udeo honorarnog rada u aktivno-
stima karakteristicnim za turizam nalazi se
u delatnostima koje pruzaju usluge u kulturi
(12%), hotelskom biznisu (9%), i oblasti ,,re-
storani i drugi ugostiteljski objekti za ishranu
i pice” (7%). Treba imati u vidu da su u Ta-
beli 3 predstavljeni proseéni godi$nji podaci,
a da je navedena stuktura znatno razliCita,
kada su u pitanju meseci u letnjoj ili zimskoj
turistickoj sezoni, jer je u turizmu izraZzena
sezonalnost poslovanja, o kojoj je bilo reci.

Ve¢ je napomenuto da su primanja zapo-
slenih u turizmu relativno niska, §to je jedan
od faktora koji utice na njihove ¢este fluktu-
acije. U Tabeli 4 predstavljene su bruto plate
(ukljucujuci i bonuse) zaposlenih na poslo-
vima karakteristiénim za turizam u Ceskoj
Republici u 2023. godini, iskazane u ¢eskim
krunama i eurima, kao i podatak o prose¢noj
bruto plati na nivou drzave.

Na prvom mestu, prema iznosu bruto
plata, nalaze se zaposleni na menadzerskim
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Tabela 3. Broj zaposlenih u turizmu u Ceskoj Republici na osnovu statusa puno radno vre-

me/honorarni rad u 2021. godini

N° zaposlenih u turizmu | Samozaposleni
) Puno Puno
Turizam radno radno

vreme Honorar. Total vreme Honorar. Total

1 — Hoteli i drugi smestajni {30,217 (2,812 |33,029 (3,270 544 3,814
objekti

2 — Restorani i drugi 57,723 14,334 162,056 12,029 419 12,447
ugostiteljski objekti za

ishranu i pice

3 — Zeleznicki saobraéaj 12,147 |106 12,253 |0 0 0

4 — Putnicki drumski 12,026 205 12,231 1,050 |15 1,065
saobracaj

5 — Vodeni saobracaj 44 0 44 2 0 2

6 — Avio saobracaj 1,659 44 1,703 |0 0 0

7 — Ostale usluge prevoza 3,922 192 4,015 |41 14 55
putnika

8 — Iznajmljivanje opreme za 132 5 137 21 0 21
prevoz putnika

9 — Turisticke agencije i 9,005 |426 9,431 1,986 |22 2,008
turoperatori

10 — Delatnosti koje pruzaju 10,253 |1,406 11,659 1,712 236 1,948
usluge u kulturi

11 — Sportske i dr. rekreativne |2,386 257 2,642 623 53 676
usluge

Delatnosti karakteristi¢ne za 139,513 9,687 149,200 20,733 |1,304 22,037
turizam

Srodne delatnosti 57,338 |5,189 162,526 11,545 [1,146 12,691
Delatnosti koje nisu 3,353 153 3,506 423 22 446
specifi¢ne za turizam

Total 200,204 15,029 |215,233|32,702 (2,471  |35,173

Zaposleni
Puno
radno

vreme | Honorar. Total

26,948 2,268

45,694 3,915

12,147 |106
10,976 |191

41 0
1,659 |44
3,881 |79

111 5
7,019 |404

8,542 11,169

1,762 204

118,780 8,384

45,793 4,043
2,929 131

167,502112,558

29,215

49,609

12,252
11,166

41
1,703
3,960

116
7,423
9,711

1,966

127,163

49,836
3,061

180,060

Izvor: Autori — prema podacima CZSO 2023 (www.czso.cz/csu/czso/tourism_employment

module pristup - 28.03.2023.)

Tabela 4: Poredenje bruto plata zaposlenih na poslovima karakteristicnim za turizam u Ces-

koj Republici u 2023. godini

Opis posla Prosecna mesecna bruto plata u CZK = EUR
Domar 17475 —-31 048 =715-1270
Portir 17 300 — 31 455 =708 — 1288
Spremacica 19 618 —35 861 = 803 — 1469
Vodic¢ 17300 —36 469 =708 — 1494
Recepcionarka 19 125 —37 387 =780 — 1500
Barmen 22 380 —40 981 =900 - 1670
Agent prodaje 23 637 -41931=970-1717
Kuvar 21486 —43 714 =880—- 1790
Domacica hotela 19 441 — 47 753 = 790 — 1956
Stjuard 27 104 — 47 642 =1110 — 1950
Prose¢na bruto plata u Ceskoj 34741 = 1423

Izvor : Autori — prema podacima CZSO 2023 (www.czso.cz/csu/czso/tourism_employment
module) i Salaries in Czech Republic https.://www.platy.cz/en/salaryinfo/tourism-gastro-
nomy-hotel-business/waiter pristup — 28.03.2023.
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pozicijama (izmedu 74.141 i 310.687 CZK),
dok se bruto plate zaposlenih izvrsilaca u tu-
rizmu nalaze na 616. mestu. Moze se uociti
da su bruto plate zaposlenih, na vise od polo-
vine poslova karakteristi¢kih za turizam koji
su predstavljeni u Tabeli 4, veée u odnosu na
prose¢nu bruto platu na nivou drzave, s tim
Sto se ne sme izgubiti iz vida da je rec o bruto
platama, a da su neto plate znac¢ajno manje,
kao i da su u pitanju prosecne godiSnje za-
rade.

Mnogi poslovi u turizmu ne zahtevaju
vise kvalifikacije, Sto takode uti¢e na to da
su prosecne bruto zarade zaposlenih na po-
slovima tipi¢nim za turizam relativno niske.
Pored toga, posebno za obavljanje takvih,
nekvalifikovanih poslova (npr. posao sobari-
ce), ¢esto se zaposljava jeftina radna snaga iz
inostranstva'’, kao i tzv. ilegalni radnici (bez
zvani¢nog ugovora i uz izbegavanja zakon-
skih obaveza kao $to su poresko, socijalno
i zdravstveno osiguranje), Sto dodatno utice
na smanjivanje cene rada. Medutim, treba
imatu u vidu da se sve prethodno navedeno
moze negativno odrazavati i na motivaciju
zaposlenih, kvalitet radnih operacija i posve-
¢enost zaposlenih postizanju veceg kvaliteta
usluznog programa i ukupnog kvaliteta orga-
nizacije u turizmu. Stoga se pitanju zarada
mora posvetiti ve¢a paznja u buduénosti.

Struktura zaposlenih u turizmu u Ce3koj
Republici

1z heterogene strukture turizma, a u zavi-
snosti od vrste turisticke usluge, slozenosti
posla koji se obavlja i zakonskih propisa koje
treba ispuniti u turistickim preduzec¢ima, pro-
izilazi 1 heterogena struktura zanimanja i he-
terogena kvalifikaciona struktura!'. Kada se
analiziraju zaposleni prema kvalifikacionoj
strukturi, moze se zakljuciti da je za predu-
ze€a u turizmu, posebno ugostiteljska, ka-
rakteristi¢no relativno skromno ucesée zapo-

10 Uglavnom iz bivsih republika SSSR-a i pograni¢nih podrucé
ja sa Slovatkom Republikom.

11 Kvalifikaciona struktura obuhvata strukturu prema skolskoj
spremi (vrsta $kole koju je zaposleni zavr§io u zvani¢nom obra-
zovnom sistemu, tj. institucijama, $kolama i fakultetima), kao
i strukturu prema stepenu stru¢nog obrazovanja (kvalifikacioni
stepen koji je zaposleni stekao zavrSavanjem odgovarajuce
skole, polaganjem ispita ili priznavanjem na osnovu rada).

slenih sa najvi$im stepenom Skolske spreme
i struénog obrazovanja, a znacajno ucesce
onih koji nemaju nikakve kvalifikacije ili
imaju najnizi stepen kvalifikovanosti, $to se
moze negativno odraziti na kvalitet obavlja-
nja radnih operacija. Karakteristika obrazov-
ne strukture u turizmu u Ceskoj Republici je
da preovladavaju zaposleni sa diplomama
srednje skole, sa udelom od 83 % (179.000
ljudi) u ukupanom broju zaposlenih u turiz-
mu, u 2021. godini.

Ipak, u preduze¢ima turisticke privrede
izuzetno znacajnu ulogu imaju visokostruc-
no obrazovani kadrovi razlic¢itih profila.
Pored rukovodecih poslova (na razlicitim
hijerarhijskim nivoima) u svim preduze¢ima
turisticke privrede, kao primer moze se nave-
sti i kreiranje usluznog programa turoperato-
ra, $to je posebno slozen posao koji zahteva
visok nivo obrazovanja, kao i specijalizova-
na znanja iz razli¢itih podrucja. Takode, za
turizam su karakteristi¢ni 1 specijalizovani
kadrovi, prvenstveno vezani za izvrSenje tu-
ristickih aranzmana — to su turisti¢ki vodici i
agencijski predstavnici, a kao novije zanima-
nje javljaju se i turisticki animatori. Zaposle-
ni sa fakultetskom diplomom imali su udeo
od oko 10 % u ukupnom broju zaposlenih u
turizmu u Ceskoj Republici u 2021. godini,
a u okviru ove kategorije zaposlenih, gotovo
33% radilo je u turistickim agencijama i tu-
roperatorima.

Jedan od aspekata mobilnosti radne snage
u okviru medunarodnog trzista rada je i pri-
znavanje kvalifikacija, §to je pitanje kojim se
trenutno bavi Savet obrazovanja UNWTO-a.
Pored toga, znanje jezika veoma je vazno za
rad u turizmu, a najces¢i uslov koji postav-
ljaju globalne turisticke korporacije je znanje
najmanje tri svetska jezika.

Pojedina zanimanja u turizmu, posebno
u ugostiteljstvu, tj. hotelijerstvu i restorater-
stvu, pogoduju zaposljavanju Zenske radne
snage. Kao i u veéini zemalja, u Ceskoj Re-
publici takode je prisutan veci udeo zaposle-
nih Zena u turizmu nego u nacionalnoj eko-
nomiji u celini. Zene su &inile 54 % zaposle-
nih u turizmu u 2021. godine, dok je na nivou
nacionalne ekonomije, taj procenat iznosio
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44,5%. To je posebno izrazeno u delatnosti
HturistiCke agencije 1 turoperatori®, gde je
bilo zaposleno oko 3.600 vise Zena u odnosu
na muskarce, kulturi (2.800 vise Zena), ho-
telima (5.000 vise Zena) itd. Nasuprot tome,
muska radna snaga u turizmu dominira u
delatnostima drumskog (88% muskaraca),
vodenog (75% muskaraca) i zeleznickog
saobrac¢aja (73% muskaraca). (Www.czso.
cz/csu/czso/tourism_employment_module -
pristup - 28.03.2023.)

Ovakva struktura zaposlenih po polu ima
veoma znacajan uticaj na kontinuitet i kvali-
tet u obavljanju radnih operacija. Brojni fak-
tori (npr. ¢es¢i i duzi, a opravdani izostanci
iz zdravstvenih i porodi¢nih razloga i dr.)
vezani za zapoSljavanje Zena vrlo su vazni
elementi koje preduzeca u turizmu moraju
uzeti u obzir u procesu optimizacije svog
kolektiva. Takode, trebalo bi napraviti takvu
politiku koja je blagonaklona prema porodi-
ci, u cilju pridobijanja jo§ veéeg broja zena
(kojima zbog porodni¢nih okolnosti treba
pruziti podrsku i razne pogodnosti), putem
mera koje treba da preduzmu poslodavci na
zajednickoj osnovi sa drzavnim organima.

U poglede strukture zaposlenih po staro-
snim grupama,'* na osnovu podataka Ceskog
zavoda za statistiku, moze se zakljuciti da je
u turizmu u Ceskoj Republici, u 2021. go-
dini bio zaposlen veci procenat mladih ljudi
(41%) nego $to je to slucaj u ukupnoj nacio-
nalnoj ekonomiji (35%). Sa akpekta delatno-
sti u turizmu, zaposleni mladi od 35 godina
bili su najviSe zastupljeni u restoranima i
drugim ugostiteljskim objektima za pruzanje
usluga posluzivanja hrane i pica (55%). U
oblasti sporta i rekreacije osobe do 35 godi-
na starosti Cinile su 47%. (www.czso.cz/csu/
czso/tourism_employment_module - pristup
- 28.03.2023.) Medutim, treba imatu u vidu
da veliki broj mladih ljudi radi u turistickoj
privredi privremeno, bez stalnog zaposlenja.
Da bi se povecao njihov broj stalno zaposle-
nih, neophodno je, izmedu ostalog, ponuditi
bolje uslove za napredovanje u karijeri, uk-
ljucujuci obucavanje i licno usavrSavanje.

12 Na osnovu kriterijuma ,,godine starosti* izdvajaju se tri grua

pe zaposlenih: zaposleni mladi od 35 godina, izmedu 35 i 55
godina i zaposleni stariji od 55 godina.

Poslodavci treba da se okrenu i starijim
osobama. Starosna diskriminacija, po mislje-
nju Instituta za upravljanje kadrovima, ne
pogada samo osobe preko 50 godina starosti.
Zene se susrecu sa diskriminacijom ve¢ na-
kon navrSene 35. godine Zivota, a muskarci
nakon Cetrdesete.'?

Pored domaceg, vazno je uzeti u obzir i
medunarodno trziste rada. Naime, prosire-
njem Evropske unije 2004. (kada je i Ces-
ka Republika postala njena ¢lanica) i 2007.
godine i uklju¢ivanjem novih trzista rada,
poslodavci su dobili ve¢e moguénosti za iz-
bor radnika. Pitanje mobilnosti radne snage
povezano je sa povecanjem globalizacije.
U =zavisnosti od stepena nezaposlenosti i
potrebnih znanja, vestina i ukupnih kompe-
tencija radnika, radna snaga dolazi ili iz dru-
gih oblasti ili iz drugih sektora trziSta rada.
Liberalizacijom mogucénosti zaposljavanja,
narocito u Evropskoj uniji, izmedu ostalog
i putem pristupanja Sengenskoj zoni' i sve
vec¢im brojem globalnih kompanija, kao $to
su hotelske i avio kompanije koje zaposlja-
vaju radnike sa globalnog trziSta rada, sve
je viSe mogucénosti za zaposlenje u turizmu
koje prevazilaze granice drzava.

Modul zaposlenosti u turizmu u Ceskoj
Republici, prati i statisticke podatke o struk-
turi zaposlenih u turizmu na osnovu odnosa
drzavljani/stranci'®, §to je predstavljeno pu-
tem Tabele 5.

Raspolozivi statisticki podaci za 2021.
godinu pokazuju da je ukupan broj zaposle-
nih u nacionalnoj ekonomiji u Ceskoj Repu-
blici iznosio 5.357.691, od kojih je drzavlja-
na bilo 4.937.952, a stranaca 419.739. Dakle,
udeo stranaca u ukupnom broju zaposlenih
u nacionalnoj ekonomiji bio je 7,8%, dok je

13 Takode, diskriminaciji su ¢esto izloZene i osobe koje su dugo
nezaposlene, kao i pripadnici raznih manjinskih grupa.

14 Ceska Republika potpisala je Sengenski sporazum 2003. goe
dine, a njegova implementacija pocela je 2007. godine

15 U kategoriju stranaca koji imaju pravo da rade na teritorit
ji Ceske Republike spadaju: svi stanovnici zemalja potpisnika
Sengenskog sporazuma, kao i rezidenti (fizi¢ka lica koja na ter-
itoriji odredene drzave imaju prebivaliste ili centar poslovnih i
zivotnih interesa, ili u zemlji boravi neprekidno ili sa prekidima
183 ili viSe dana u period od 12 meseci, koji po€inje ili se za-
vrSava u posmatranoj poreskoj godini). Svi ostali su nerezidenti,
koji nemaju pravo na rad, osim pod odredenim, zakonom prop-
isanim, uslovima.
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Tabela 5. Struktura zaposlenosti u turizmu u Ceskoj Republici na osnovu odnosa drzavljani/
stranci u 2021. godini

Turizam

1 — Hoteli 1 drugi smestajni objekti

2 — Restorani i drugi ugostiteljski objekti za ishranu i 59,680

pice

3 — Zeleznigki saobracaj

4 — Putnicki drumski saobracaj

5 — Vodeni saobracaj

6 — Avio saobracaj

7 — Ostale usluge prevoza putnika

8 — Iznajmljivanje opreme za prevoz
putnika

9 — Turisticke agencije i turoperatori

10 — Delatnosti koje pruzaju usluge u kulturi
11 — Sportske i1 druge rekreativne usluge
Delatnosti karakteristi¢ne za turizam
Srodne delatnosti

Delatnosti koje nisu specifi¢ne

Total

N° turizam

Drzavljani Stranci Total

30,529 2,501 33,029
2,376 62,056

11,981 272 12,253
12,116 115 12,231
44 0 44
1,363 340 1,703
4,015 0 4,015
111 26 137
7,150 2,281 9,431
10,784 875 11,659
2,562 80 2,642
140,336 8,865 149,200
58,688 3,838 62,526
3,204 302 3,506
202,228 13,005 215,233

Izvor : Autori — prema podacima CZSO 2023 (www.czso.cz/csu/czso/tourism_employment
module pristup — 28.03.2023.)

udeo stranaca u ukupnom broju zaposlenih
u turizma bio 6% (oko 13.000 ljudi) u 2021.
godini.

U apsolutnim iznosima, najveci broj stra-
naca (ukupno 7.158 ljudi) radio je u slede¢im
delatnostima: hoteli i drugi smestajni objekti
(2.501 ljudi), restorani i drugi ugostiteljski
objekti za ishranu 1 pi¢e (2.376 ljudi) i tu-
ristiCke agencije i turoperatori (2.281 ljudi).
Udeo broja zaposlenih stranaca u navedene
tri delatnosti u ukupnom broju zaposlenih u
turizmu iznosio je 3%, a u ukupnom broju
zaposlenih u delatnostima karakteristicnim

za turizam 4,8%. Kao i u sluc¢aju podataka
predstavljenih u Tabeli 3, treba imati u vidu
da su u i Tabeli 5 predstavljeni prosecni go-
disnji podaci.'®

U delatnostima ,,vodeni saobracaj“ i
,,ostale usluge prevoza putnika“ nije zabele-
zen nijedan stranac.

16 Takode, sve podatke koji se odnose na broj zaposlenih straa
naca treba uzeti sa izvesnom rezervom, jer zvani¢na statistika
nema kompletne uvide, pa samim tim ne moze da evidentira i
analizira podatke koji se odnose na ljude koji rade nezakonito
(tzv. ,,rad na crno®), a koji dolaze iz razli¢itih grupa, poput ile-
galnih migranata ili ljudi koji u Ceskoj Republici imaju prijavl-
jeno samo boraviste.
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Zakljucak

Ceska ima prostora za pobolj$anje u obla-
sti uslova i podrske turizmu od strane drzave.
Trenutno je turizam sektor pod okriljem Mi-
nistarstva za regionalni razvoj, pa se kao je-
dan od nedostataka moze istaéi nepostojanje
nezavisnog ministarstva za turizam, koje bi,
svakako, doprinelo vecoj posvecenosti rastu
i razvoju turizma u okviru ¢eske privrede.
Relativno vazno poboljSanje bilo je osniva-
nje CzechTourism agencije 1993. godine od
strane nadleznog ministarstva, koja se bavi
promocijom turizma Ce$ke Republike, pre
svega u inostranstvu.

Neki od visoko prioritetnih izazova Mi-
nistarstva za regionalni razvoj odnose se na
podizanje kvaliteta turistickih usluga, unapre-
divanje 1 prosirenje statistickih podataka ve-
zanih za dolazak stranih turista u Ceku Re-
publiku, kao i usvajanje i primenu programa
podrike razvoja regionalnog turizma (u Ces-
koj Republici postoji 14 regiona). Takode,
jedan od vaznih zadataka je i razvoj informa-
cionog sistema na regionalnim nivoima, koji
je trenutno nedovoljno razvijen.

U daljem razvoju turizma, Ceska bi tre-
bala jos vise da iskoristi potencijale kojima
raspolaze zahvaljuju¢i svom veoma povolj-
nom geografskom polozaju, kao i prirodnim
i antropogenim atraktivnosti. Polje poslov-
nog turizma veoma je znacajno, pa i tom se-
gmentu treba posvetiti ve¢u paznju, izmedu
ostalog i npr. izgradnjom novih kongresnih
centara i konferencijskih objekata. Takode,
neophodno je i stalno isticanje lokalne au-
tentiCnosti, kao i nuznosti primene odrzivih
praksi. Pored navedenog, ukupna infrastruk-
tura mogla bi se znatno poboljsati, a narocito
po broju aerodroma i avio kompanija, kao i
po kvalitetu puteva koji su ocenjeni kao ve-
oma lo§i. Ukupnu udobnost turista sigurno
bi obezbedilo i pro$irenje praskog metroa
do aerodroma. Dakle, unapredenjem ovih
segmenata, svakako bi se uticalo na dolazak
jos veceg broja stranih turista, a samim tim

i na potrebu za ve¢im brojem poslova, ne-
posredno ili posredno vezanih za turizam. U
tom smislu, izuzetno je znacajno permanen-
tno ulaganje u edukaciju i treninge zaposle-
nih, jer se sa razvojem turisticke privrede u
jednoj zemlji, uvecavaju i zahtevi za zapo-
Sljavanjem u pogledu stru¢nih i kompeten-
tnih kadrova.
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ANALIZA UMETNOSTI I PONUDE ZANATSKOG SEKTORA
U CILJU UNAPREDENJA ODRZIVOG RAZVOJA TURIZMA
U CRNOJ GORI

ANALYSIS OF THE TRADITIONAL ARTS AND CRAFT INDUSTRY WITH THE
AIM TO IMPROVE THE SUSTAINABLE DEVELOPMENT OF TOURISM
IN MONTENEGRO

Apstrakt: Turisticki sektor u Crnoj Gori,
uprkos bogatoj zanatskoj riznici, nije u do-
voljnoj meri prepoznao znacaj pospesivanja
valorizacije ovog kulturnog resursa. Stoga,
svrha ovog rada je da se ispitaju potenci-
Jjalni problemi i slabosti zanatskog sektora i
spremnost zanatlija da ucestvuju u odrzivom
razvoju turizma, te da se daju potencijalna
reSenja za ulazak u turisticku delatnost.

Cilj ovog rada je da se analizom stanja za-
natskog sektora, ali i odnosa prema turistic-
koj valorizaciji zanata, prepoznaju prepreke
i kreiraju preporuke u cilju unapredenja odr-
zZivog razvoja turizma u Crnoj Gori.

Rad obuhvata sekundarna i primarna istra-
zivanja, pri cemu se sekundarno istrazivanje
bazira na podacima dostupnih bibliografskih
Jjedinica, dok se primarno istrazivanje teme-
lji na obradi podataka dobijenih putem an-
kete, odnosno upitnika, a odnosi se na anali-
zu stavova crnogorskih zanatlija i zaposle
nih u institucijama kulture vezano za trenut-
no stanje zanatske proizvodnje.

Rezultati istrazivanja pokazuju slabo ucesce
zanatlija u turizmu, ali veliku zainteresova-
nost za predstavljanje njihovih umetnina za
potrebe turizma. Prepoznaju se problemi sa
kojima se zanatlije susrecu, a rezultati poka-
zuju da nedostaju vizija i strategija razvoja.
Ipak, postoje veliki potencijali.

Istrazivanje ce doprineti ukljucivanju malih
privrednika u turisticku industriju i valori-
zaciji nepravedno zanemarenog kulturnog

Abstract: Tourism sector in Montenegro,
despite an abundance of crafts, has not re-
cognized the importance of their valorisa-
tion. Therefore, the purpose of this paper
is to examine potential problems and wea-
knesses of craft sector, to explore artisans’
willingness to participate in sustainable
tourism, and to provide solutions for en-
tering the industry. The goal is to examine
the state of craft sector, but also the atti-
tude towards crafts valorization, to identify
obstacles and create recommendations, in
order to improve sustainable tourism deve-
lopment in Montenegro.

The paper includes secondary and primary
research, whereby the secondary research
will be based on the data of available bi-
bliographic units, while the primary resear-
ch will be based on the processing of data
collected through a survey, and refers to the
analysis of Montenegrin craftsmen and em-
ployees in cultural institutions, regarding
the current state of artisanal production.
The results show a low participation of
crafts in tourism, but also great interest
for changes. The problems that artisans
face are recognized, and the results show
that there is lack of vision and strategy of
development. However, there are great po-
tentials.

The research will contribute to the inclusi-
on of small bussineses in tourism and va-
lorisation of neglected cultural treasures,
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blaga, uvidanjem postojeceg stanja, prepo-
znavanjem barijera i pruzanjem smernica za
njihovo otklanjanje.

Kljucne rijeci: umetnost, zanat, kultura, odr-
Zivi razvoj, kulturni turizam

Introduction

Art and traditional crafts greatly enrich
the tourist supply of a place, so Montenegrin
crafts make a significant connection with the
authentic life of Montenegrins throughout
history. Globalization has also brought ne-
gative consequences that have contributed
to the disappearance of the ethnic identity
of nations and cultural unification, as soci-
ologists warn, and it points at the necessity
of action in order to strengthen the supply,
but also uniqueness in the representation of
Montenegro. Analyzing Montenegrin culture
through history, it can be observed that crafts
represent an important part of Montenegrin
cultural identity. Therefore, today, traditional
crafts through creative industries can revive
Montenegrin tradition, customs, folklore and
language, and finally influence the develop-
ment of the tourist supply.

Constant changes on the side of tourist
supply and demand, new competitors on the
market, statistic that shows the growing de-
sire of tourists to experience something di-
fferent from their everyday life, to try local,
authentic products, but also to experience the
spirit of the place in the right way, all this
requires adaptation, investment and effort so
that the Montenegrin tradition is preserved.
The best way to preserve tradition is to nur-
ture traditional crafts, such as sewing, kni-
tting, embroidery, making traditional fishing
boats, a one-string instrument known as the
gusle, cold weapons, Bihor rug, art of makw
ing Dobrotska lace and others.

Mass production can satisfy basic, every-
day needs, yet traditional objects are part
of the art and culture of a nation, in which
a story bears special importance. According
to many authors, traditional production is
the most tangible manifestation of intangi-

by analyzing the current situation, barriers
and providing a solution.

Keywords: art, craft, culture, sustainability,
cultural tourism

ble cultural heritage and forms a link with
ancestors and their way of life. Therefore, it
is important to point that a large number of
Montenegrin crafts have collapsed, and some
are threatened with the same fate.

In order to meet the increasing demand of
cultural tourists to experience the local cultu-
re and preserving traditional production, it is
important to examine the possibilities of re-
viving Montenegrin crafts and their tourism
valorization, which will have a double effect
on the diversification of the tourist supply
and on giving the crafts their deserved value
and involving a greater number of craftsmen
in the business.

Since cultural tourism is one of the most
important segments of Montenegrin tourism,
Montenegro, through the National Strategy
for Sustainable Development by 2030, has
committed itself to improving the importan-
ce of culture, among other things through
crafts and creative industries, with the aim of
sustainable tourism development (Ministry
of Sustainable Development and Tourism of
Montenegro 2017). Therefore, there is a need
for a detailed analysis of the current situation
in the craft sector, in order to recognize the
possible problems faced by artisans, but also
the possibilities of tourism valorization of
crafts, in terms of creating an authentic and
sustainable tourist offer, creating competi-
tive conditions, innovations, market reco-
gnition, but also numerous socio-economic
potentials.

Despite the long tradition, the wealth of
crafts, of which there are 98 on the market,
the information of the Chamber of Crafts
and Entrepreneurs of Montenegro that about
100,000 citizens live from crafts, that a small
part of citizens still cherish the old traditio-
nal Montenegrin crafts, there is still a lack
of a diverse tourist supply with quality and
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defined content. Hence, the starting hypothe-
sis of this research is that traditional crafts
represent a quality foundation for creating
a diversified tourist supply in Montenegro,
which could contribute to its sustainable
development. The purpose of this work is
to identify the advantages and potentials of
crafts, but also to identify problems in the
development of craft tourism and to recogni-
ze a way to overcome them, and to examine
the will of craftsmen to be involved in tou-
rist flows, in order to provide guidelines and
recommendations for diversifying the supply
in order to develop tourism more sustainably.

The paper consists of four main secti-
ons. The first section contains the theoretical
foundations with a detailed insight into the
concept of craft tourism. The second section
of the paper is based on research methodo-
logy and approach. The paper continues with
research results in the third section, followed
with conclusions and recommendations for
the further development of craft tourism, as
well as references at the end.

Literature review

Crafts have existed since the earliest hu-
man days and have always been adapted to
the conditions of life, but also to the condi-
tions of the environment, in order to satis-
fy some of the basic human needs. Howe-
ver, with the progress of people, crafts also
changed, so later they became part of the
tradition and represented the culture of the
country, with all its specificities. Even today,
they show and represent art, skills, cultural
characteristics and specificities of a society,
especially through cultural tourism.

Cultural tourism can be defined as a
commercial manifestation of human aspira-
tions to see how others live. It is based on
satisfying the demand of curious tourists to
see other people and their authentic envi-
ronment, the physical manifestation of their
life expressed through: art, crafts, music, li-
terature, dance, food and drink, handicrafts,
language, customs (Jovanovi¢ 2013, p.124).
Segmentation of the tourism offer into seve-
ral new niches, namely cultural heritage tou-

rism, art tourism, gastronomic, creative and
film tourism, marked the growth in cultural
tourism (Richards 2018).

Crafts enter the field of art toruism and
creative tourism. Thus, viewed through the
prism of Balfour et al. (2018) art is a produ-
ct of creative expression through visual arts,
such as drawing, painting, sculpture, photo-
graphy, then, performing arts such as theater,
music, dance, film, and literary arts, to which
he adds crafts and culinary arts. Art tourism
involves travel to see and enjoy art. For de-
velopment of art tourism it is important to un-
derstand the connections between art and tou-
rism. It has a potential for creativity, pleasure
and intellectual and emotional challenges. Art
tourism has always been stimulated by the im-
mobility of art. This type of tourism also needs
separate forms of data collection to assist in its
effective planning and design (Frenklin 2018).

Creative tourism on the other side crea-
tes the opportunity for travelers to develop
their creative potential through active parti-
cipation and learning experiences. Creative
tourism can improve cultural tourism in di-
fferent ways through uniqueness of creativi-
ty, innovation, sustainability. Also, it can be
extremely mobile, without the need for dedi-
cated infrastructure (Richards and Raymond
2000). The creativity of tourists can certa-
inly be expressed through crafts, which ac-
cording to the Townsend et al. (2017) along
with film, music, performance, advertising
and video games, is considered as an integral
part of the creative sector.

Crafts are not only an important part of
our cultural heritage, but it also provides an
important connection between culture, crea-
tivity and the material world. It emphasize
traditional techniques and local culture. The
creative industries are also connected with
ideas of innovation and contemporary pro-
duction, conserving past and tradition. The
growing popularity of creative tourism has
boosted the activities of craft producers and
has made an impact in the development of
crafts. Creative tourism is seen as a futu-
re-oriented strategy for sustainable develop-
ment (Richards 2021).
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The art of traditional crafts is contained
in traditional knowledge which, according
to the Secretariat of the Convention on Bi-
ological Diversity (2007), represents the
knowledge, practices and innovations of lo-
cal communities, which have been accumu-
lated through different experiences over the
centuries, then adapted to the community’s
culture and environment.

Crafts form a link between the past and
the future (Mignosa and Kotipalli 2019).
Thus, they are one of the few authentic re-
presentatives of the past of a certain culture
and represent a real curiosity when it comes
to introducing tourists to a new community.
UNESCO has focused special attention on
the protection and improvement of crafts, so
there are numerous policies and plans that
benefit them.

The UNESCO Action Plan for the De-
velopment of Handicrafts in the World 1990-
1998 was evaluated by external experts from
5 different regions, and it was concluded that
the UNESCO goals are correct and should
continue in that direction, and that the UN-
ESCO Handicrafts Program should be in-
cluded in the reduction goals of poverty in
the world, environmental protection and that
crafts form an inseparable link between cul-
ture and sustainable development (Mignosa
and Kotipalli 2019).

The term craft is of Arabic origin and
represents the skill and knowledge of man-
ual work (Fati¢ and Marko¢ 2019). There
are definitions from different points of view,
however, UNESCO points to the dual role of
crafts in the field of creative industries and
cultural heritage. The Convention on the Pro-
tection of Intangible Cultural Heritage from
2003 recognizes the importance of crafts
as part of cultural heritage, while it defines
intangible heritage as that which is passed
down from generation to generation, changes
and adapts again and again in the communi-
ty, under the influence of nature and the his-
tory of the people, and it gives authenticity
and identity (Mignosa and Kotipalli 2019).

This definition recognizes the importance
of reviving old crafts and ensuring continui-

ty in the transmission of knowledge through
generations, adapting crafts to the current
socio-cultural situation, and highlighting the
uniqueness in this case of the Montenegrin
people in a completely different way than it
was until now. Guided by this, it is important
to direct the craft offer of Montenegro into
tourist flows, thus ensuring the achievement
of several strategic goals of its sustainable
development.

Thus, the National Strategy for Sustain-
able Development of Montenegro by 2030
emphasizes the need to achieve the strategic
goal - Improving the importance of culture
as a fundamental value of spiritual, social
and economic development, through con-
crete measures - Improving the protection of
cultural heritage at all levels SDG 11 (11.4)
and SDG 8 ( 8.9) and sub-measure - Ensure
the preservation of traditional techniques and
crafts, SDG 11 (11.4) and 8 (8.9) (Ministry
of Sustainable Development and Tourism of
Montenegro 2017).

Itis important to emphasize that according
to the latest Cultural Development Program
of Montenegro, from the aspect of cultural
heritage, one of the chances for the future de-
velopment of small and medium enterprises
lies precisely in traditional crafts and skills
and their valorization (Ministry of Culture of
Montenegro). The crafts area in Montenegro
is regulated by the Law on Crafts (“Official
Gazette of Montenegro”, number 54/09 of
10.08.2009 and 64/09 of 22.09.2009), on
the basis of which the Chamber of Crafts of
Montenegro was formed with basic aim of
improving crafts and taking care of the in-
terests of craftsmen (Chamber of Crafts of
Montenegro).

According to the Law on Crafts, there are
trades that do not require a professional level
of qualification and these are simple trades,
while complex trades require a certain level
of education (Ministry of Economic Devel-
opment and Tourism of Montenegro 2011).
Of the 98 trades, which are recognized by
the Decision on determining trades, activi-
ties similar to trades and the list of simple
and complex occupations, 36 of them are
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categorized as artistic and traditional, among
which are: carpentry and wood carving, boat
maker, maker of musical instruments, maker
of folk costumes, maker of masks and dolls,
knitter, embroiderer and others (Institute for
entrepreneurship and economic development
of Montenegro 2019).

Craft products are unique, and despite the
often complex production, artisans use sim-
ple tools to make them (Fati¢ and Marko¢
2019). Montenegrin crafts are intertwined
with art. The Bihor carpet, which has been
part of the intangible heritage of Montenegro
since 2016, is studied at art academies arou-
nd the world, due to its artistic specificities
- as a special cultural asset. It used to repre-
sent a status symbol, and today it is a kind
of cultural attraction, which construction of
square meter of carpet require up to ten days
to complete.

Talented Montenegrin women have wo-
ven their special skills into Dobrot lace, the
skill of making it was created eight centuries
ago, and which requires up to five hours of
work for just one centimeter of material.
Montenegro inherits a song and the making
of an instrument with one string - the gu-
sle, which is a kind of guardian of history.
Montenegrins make traditional fisherman’s
boat, in a special way - by feeling (National
Tourism Organization of Montenegro). One
of the five most valuable cross-stitch tech-
niques in the world is Montenegrin hand-
made gold embroidery. Embroidery that
looks like braid, which was often used in the
household as a way of decorating clothes,
and dates back to the 6th century (Fati¢ and
Marko¢ 2019).

Considering that this type of activity is
poorly represented or insufficiently repre-
sented in the tourism flows of Montenegro,
by focusing on crafts, which are mainly of-
fered in rural areas, use sustainable local ma-
terials during production and have a history
and a story that frames them, Montenegro
will meet the sustainable development and
achievement of the previously mentioned
strategic goals. Thus, the fact that poverty
still has a predominantly rural face should

be emphasized (Kay 2009). In this case, craft
business and small-scale production can con-
tribute to independence, self-organization,
inclusion and diversification of small, local
communities (Zhang et al. 2019). It is a well-
known fact that crafts have always been a
source of employment in rural areas.

Since the main characteristic of the craft
is the use of folk knowledge and techniques
that adorn the creative skills and skills of
craftsmen, who use wood, metal, clay, stone,
textiles and other raw materials for produc-
tion (Fati¢ and Marko¢ 2019), for the pur-
poses of tourism valorization of the craft, ar-
tisans can use the production process, which
as such would represent a kind of attraction
that acquaints the observer with the art of
local production, and use the possibility of
selling finished products.

If we take into account the cultural aspect
of craft, its valorization is possible through
cultural tourism, that is, craft tourism as a
subsector. Cultural tourism is an opportunity
for local communities to present all aspects
of everyday life to visitors, from hand-
made products and folk culture to folklore.
(Zargham 2007). Some of the opportunities
that can be given to artisans to emphasize
and diversify their work is to add that touris-
tic moment to it. For example, it can be a tour
of the workplace and a demonstration of pro-
duction, special workshops and classes such
as the production of homemade bread or em-
broidery, the organization of events such as
fairs and festivals (Guide for Niche tourism
opportunities in Northern Ireland).

Research approach and methodology

This research aims to point out the need
and importance of tourism valorization of
Montenegrin crafts, in order to have sustaina-
ble development of Montenegro. The paper
includes secondary and primary research un-
dertaken between July and September 2023,
where secondary research is based on data
from available bibliographic units, as books,
reports, scientific journals and websites, from
the field of cultural tourism, traditional arts,
sustainable development and crafts.
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Primary research is based on survey met-
hod, that is processing data collected throu-
gh a questionnaire with the aim of collecting
opinions and attitudes of the Montenegrin
artisans and employees in cultural and histo-
rical institutions of local and state importan-
ce, including private and public institutions
(museums, libraries, archives, cultural cenr
ters, NGOs, artists and crafts associations,
etc.), related to the current state of artisanal
production and recognition of obstacles in
order to overcome them. The survey was
conducted through structured personal com-
munication with artisans and employees in
cultural and historical institutions, with a
pre-prepared questionnaire, but also through
telephone communication, depending on the
request of the respondents, available conta-
cts and the place where they work or live.
Most of the respondents come from the arca
of Podgorica, Old Royal Capital of Cetinje
(in a significant part from the coastal area
of Lake Skadar), Bar, Ulcinj, Kotor, Niksi¢,
Zabljak, Kolagin, but also from other areas
of Montenegro where people are engaged in
craft production. The questionnaire combi-
nes multiple choice questions, open-ended
questions, dichotomous questions and rating
scale questions (Likert scale).

The questionnaires were adapted to the
research topic. The first questionnaire cona
sists of multiple questions of different types,
and it was filled in by 59 craftsmen who are
engaged in embroidery, wood carving, pro-
duction of craft beer, knitting, making boats,
folk costumes, domestic food products, fas-
hion accessories, weapons, musical instru-
ments and other Montenegrin crafts with
their specific brands, in the period from July
10 until September 27, 2023. In this questi-
onnaire, a 5-point Likert scale was used to
measure how artisans rate tourists’ interest
in their products. In the same period 9 per-
sons employed in cultural and historical in-
stitutions, which are related to crafts, were
surveyed. They answered multiple questions,
which are aimed at examining the willingne-
ss to get more involved and help craftsmen
to valorize their work, but also to examine

the current state of crafts in Montenegro in
relation to the problems that craftsmen face,
all in accordance with experience which they
acquired by working in their organization
and cooperating with artisans.

After a detailed analysis of the answers
to these questions, in the further work, the
conclusions were presented. The collected
data were processed in the Microsoft Excel
and SPSS program. The method of descrip-
tive statistics was used for the processing,
presentation and analysis of the primary data
obtained through the survey.

Research findings

Research findings suggest that traditional
crafts can indeed serve as a quality founda-
tion for creating a diversified tourist offer,
but it that is certainly not the case at the mo-
ment, because there are numerous problems
that artisans face, and the statistics will show
which are the most common. Artisans and
cultural institutions representatives play a
crucial role in process of creating a diversi-
fied offer, as they possess unique knowledge
and skills related to traditional crafts that can
be shared with tourists. This research is di-
vided into two surveys.

Research findings for artisans

Surveying artisans provided valuable
insights into their work, techniques, and
challenges. Some important findings which
this research has provided us are that Mon-
tenegrin artisans have unique knowledge and
skills related to traditional techniques, ma-
terials, and processes. This knowledge they
gained mostly through generations and it is
crucial to preserving cultural heritage. Arti-
sans in Montenegro are facing the econom-
ic challenges related to the production and
marketing of their products. They are deal-
ing with high material costs, lack of access
to markets and other problems. The positive
finding is that they expressed their will for
collaboration and partnerships.

Crafts can provide a range of career oppor-
tunities for young people of Montenegro, from
traditional craft production to design, market-
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ing, and entrepreneurship. It is interesting to
note that among our respondents there is most-
ly a younger population, which is shown in the
following table. This structure is important for
future plans and recommendations.

Most of the respondents were in the age
group between 25-65 years. The share of

respondents by gender shows that most of
them were female, more precisely 36 fe-
male respondents and 23 male. According
to the level of education, the largest num-
ber (28 of respondents) obtained a bachelor
degree or finished secondary school (13
respondents).

Table 1: Crosstabs — Structure of respondents (artisans)

Age
Total
25-35 36-55 56-65 66 plus

Male 4 12 6 1 23
Sex

Female 15 11 10 0 36
Total 19 23 16 1 59

Source: Authors

These results lead to conclusion that yo-
ung people really want to get involved in the
development of crafts, which can lead to the
conclusion that new generations are looking

for alternatives to traditional education and
careers, and that they are increasingly reco-
gnizing the value of practical skills and tra-
des, and owning their own business.

Table 2: Crosstabs — Evaluation of interest in products / award received

How do you rate the interest in your
products on a scale of 1 to 5?
Total
2 3 4 5

Have you received any Yes 1 5 8 10 24
recognition/award for

your product? No 0 10 11 14 35
Jotal 1 15 19 24 59

Source: Authors

We can conclude from the Table 2 that
tourists are quite interested in this product
(up to grade 5), which also indicates the im-
portance of traditional crafts for Montene-
gro. However, most respondents never re-
ceived any recognition, so they would need

some kind of reward to achieve more in their
work. Getting a reward can be a powerful
motivator for artisans, and it can also help to
generate interest in their products, but also
can have impact on the (high) quality of pro-
duce.
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Table 3: Crosstabs — Craft related to tradition / learning craft

How did you learn this craft?
From Professional Self-taught Total
family training
Not connected 0 5 5 10
It is related to
the tradition of
Montenegrin ! 0 ! 2
To what extent _ music
is your craft It is traditionally
related to the related to the
tradition of daily life of 20 4 8 32
Montenegro? Montenegrins
It is related to the
region because of
materials used for ? 2 4 15
production
Total 30 11 18 59

Source: Authors

From Table number 3, it is concluded that
most of respondents whose craft is related to
the daily life and tradition of Montenegrins,
learn it the most from their family. Therefore,
here is still the transmission of knowledge
from generation to generation which need to
be preserved as cultural heritage with special

policies and plans, with aim of sustainable
development. The surprising number of self-
taught craftsmen in this sample, also consid-
erning the small number of those who had
professional training (only 11 respondents),
indicates that there may be a lack of organ-
ized workshops.

Table 4: Crosstabs — Opinion on importance of education / workshops for tourists

Would you organize
workshops for locals and
tourists? Total
Yes No
Strongly agree 22 5 27
Education and training
about crafts for tourists Agree 16 10 26
and local communities
can lead to sustainable
tourism? Neither agree nor
di 4 2 6
isagree
Total 42 17 59

Source: Authors
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Table 4 shows that a significant number
of respondents (precisely 53 respondents)
consider education as important for the ben-
efit of sustainable tourism, so it follows that
the majority (42 respondents) would organ-
ize craft workshops with locals and tourists
(which is refered to them), which would en-
courage the sustainable development of cul-
tural (craft) tourism.

Tourists who participate in craft work-
shops led by local artisans can gain a deeper
understanding of the local culture and tradi-
tions. By organizing workshops for tourists,
artisans can generate additional income and

support their livelihoods. This can also help
to create a sustainable craft tourism industry
in the local community.

Organizing workshops for tourists re-
quires careful planning and consideration of
logistics such as space, equipment, materials,
and staffing. It is important to ensure that the
workshops respect local customs and tradi-
tions, and that tourists are aware of cultural
norms and expectations. It is important to
price the workshops fairly and transparent-
ly, taking into account the time, effort, and
materials involved, as well as the experience
offered to tourists.

Table 5: Crosstabs — Problems in craft industry / support received

Have you received support
from local or national
organizations in the
development of your craft? Total
Yes No
Lack of help from
the state 14 18 32
Inadequate market 5 7 12
What do you
recognize as a real
problem in your Lack of modern 0 2 2
industry? technology
Low income 5 8 13
Total 24 35 59

Source: Authors

From Table 5, we conclude that the ma-
jority of respondents (35) did not receive
support of any kind for the development of
their craft, so they single out the lack of as-
sistance from the state as the biggest prob-
lem. In addition, most of the failures are re-
lated to the low income and inadequate mar-
ket, 1.e. lack of connection with real tourism

demand that likes cultural tourism, tradition,
crafts. It leads to conclusion that artisans and
small businesses can develop partnerships
with other local stakeholders, such as hotels,
restaurants, and other tourism providers, to
cross-promote their products and services
and create more comprehensive experiences
for visitors.
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Table 6: Crosstabs — Selling products / support received

Have you ever received
support from local or
national organizations
in the development of Total
your craft?
Yes No
Online presence 8 20 28
Partnership with tourist 7 8 15
Have you agencies and organizations
ever sold your
products to Participation in events 17 13 30
tourists? ;
From the recommendation
If yes, how did of local accommodation 6 8 14
you market
them?
3 9 12
Word-of-mouth 2 4 6
Total 24 35 59
Source: Authors

The table 6 shows that the majority of
respondents participated in events and thus
marketed and sold products. Online presence
also helps selling products. Dissatisfaction
of artisans when it comes to marketing prod-

ucts shows that it is not enough to place the
offer online or exclusively at events. So, an
adequate market and a new way of connect-
ing with tourists, i.e. tourist demand, must be

provided.

Table 7: Crosstabs — Tourist observation/interest in product

What is the part of the process that a tourist can
enjoy?
. Total
Obseryation Product Participation in
of production tastin; roduction
process & p
0 1 0 1
How do you rate 2 3 10 15
the interest in your
products on a scale of
1to 5? 6 8 5 19
0 9 15 24
Total 8 21 30 59
Source: Authors
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In Table 7, the respondents (artisans) were
asked what is the part of the process that a
tourist can enjoy, most of the answers refer to
the tasting and the participation in production,
and the rating is number 5 — when it comes
to interest and satisfaction with the produ-
cts, which is the feedback from the tourists
to artisans, where we come to the conclusion
that tourists are really interested in this type
of tourism, and we need to develop immera
sive experiences where tourists can actively
participate in the craft-making process and le-
arn about Montenegrin culture. For example,
to offer workshops where tourists can create
their own traditional crafts under the guidance
of artisans and take the product to their home.
This is how we have the multiplicative effect
of craft tourism, that is, learning about cul-
ture, transferring knowledge, promoting com-
munity development, preserving traditional
crafts and permanently preserving elements
of culture beyond the borders of Montenegro.

Research findings for cultural institutions

This sub-chapter represent the responses
of 9 representatives of the Montenegrin cul-
tural and historical institutions which are re-
lated to crafts. Most of the respondents were
in the age group between 35-55 years. The
share of respondents by gender shows that
most of them were male, more precisely 5
male respondents and 4 male.

Research findings show the importance
of cultural institutions for traditional crafts
development. Cultural institutions in Mon-
tenegro are aware of the economic pro-
blems of craft tourism. They recognize that
they need to support the artisans in terms of
strategic approach and promotion. As well,
cultural institutions have a positive attitude
for collaboration with artisans and agree that
they should collaborate more.

Table 8: Crosstabs — Collaboration with artisans / years of work

Have you ever
collaborated with
" . 0
Montenegrin artisans? Total
Yes No
From 1 to 5 years 2 2 4
How long have
you worked
at the cultural From 5 to 10 years 2 0 2
institution?
15 plus years 2 1 3
Total 6 3 9

Source: Authors

Table 8 shows that one third of respon-
dents have never cooperated with craftsmen,
and some of them have been working for
more than 5 years in their institution. Still,

research shows that they are equally intere-
sted in collaboration with craftsmen and con-
sider it very important.
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Table 9: Crosstabs — Collaboration with artisans / measures

Have you ever collaborated with
Montenegrin artisans? Total
Yes No
Raise awareness
about this topic 3 1 4
through the media
What Create strategic
measures partnerships in the 4 0 A
are private and public
necessary sector
to preserve
traditional Improve the
crafts? educational 5 1 6
program
Development of 5 5 ;
craft tourism
Total 6 3 9

Source: Authors

The Table 9 shows that the majority of  order to preserve traditional crafts. Also, the
those who collaborated with artisans agree  development of craft tourism and new edu-
that the strategic partnerships should be re-  cational programs should be a priority.
alized in the private and public sectors, in

Table 10: Crosstabs: Inclusion of cultural institutions / resources to provide

Is it necessary to involve more cultural institutions in the
creation of an innovative craft-tourism product? Total

Yes

New activities aimed at
introducing to citizens and

A 6 6
employees the significance of
cultural heritage

What resources and services should

cultural institutions provide to help Promotion of research in the
artisans grow and develop their field of cultural heritage, i.e. 4 4
businesses? interpretation of scientific

knowledge

Public exhibitions with the theme 7 7

of traditional crafts

Total 9 9

Source: Authors
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Table 10 shows that all respondents from
cultural institutions agree that more involve-
ment of their institutions in the creation of
artisanal tourism products is necessary. In
addition to promotion of scientific resear-
ch in the field of cultural heritage, thematic
public exibitions and development of new
activities to introduce traditional crafts to ci-
tizens are their best way to help craftsmen to
develop this type of cultural tourism.

Conclusions and recommendations

In conclusion, the findings of this resear-
ch highlight the potential for craft tourism in
Montenegro. The study identified a range of
crafts and artisanal products that could attra-
ct tourists interested in authentic and cultu-
rally-rich experiences. The local craftspeople
interviewed during the research expressed a
strong interest in developing their businesses
and collaborating with the Montenegrin tou-
rism industry to promote their products and
skills.

Additionally, the research highlighted
the need for greater collaboration and coor-
dination among the various stakeholders in
the cultural, craft tourism industry, including
craftspeople, tourism agencies, local gover-
nment, and non-governmental organizations.
By working together to develop sustainable
tourism products and experiences, Monte-
negro can leverage its unique cultural heri-
tage to attract a growing number of tourists
interested in authentic and meaningful travel
experiences.

Montenegro definitely lacks a visible,
unique database that would provide informa-
tion about the craft business, strengthen the
craft sector and provide better insight into
its shortcomings. There is a lack of scientific
research in this area that would indicate the
spatial arrangement of artisans, their aspects
of their work and other important data. The
Chamber of Crafts of Montenegro partially
disposes of this data, but these are poorely
used for tourism developing purpose. Ano-
ther significant problem that Montenegro is
facing is the decreasing number of children
studying for a crafts, and this points to the

necessity of motivating children to enroll in
these school courses.

The lack of a clear vision and strategy for
developing craft tourism in Montenegro is a
missed opportunity for the country. Monte-
negro has a rich cultural heritage and a diver-
se range of traditional crafts that could attract
tourists interested in authentic cultural expe-
riences. However, without a coordinated
effort to promote and develop craft tourism,
these opportunities may be missed.

Craft tourism has the potential to create
employment and income opportunities for
local artisans, stimulate the growth of small
businesses, and support the preservation of
traditional crafts. Additionally, craft touri-
sm can attract tourists who are interested
in sustainable and responsible travel, which
aligns with Montenegro’s commitment to en-
vironmental sustainability.

Taking into account the results of the
research, the knowledge gained, systemic
changes are recommended that will lead to
the development of craft production, and
thus craft tourism. Therefore, it is necessary
to develop free training programs for craft-
smen and for those who want to become one,
based on the importance of knowledge and
skills necessary for work. During the trai-
ning, participants must acquire knowledge in
the field of production, marketing, business
management, and product design.

Networking artisans with the tourism
industry is the first important step after tra-
ining. In this case, it is necessary to create a
platform through which knowledge and reso-
urces can be shared, where togetherness and
cooperation among craftsmen, but also with
tourism workers, will be promoted. This will
create a high-quality and diverse offer, which
will result in a greater number of visitors in
frames of sustainable tourism.

A quality marketing strategy is the key
to success in today’s dynamic business. Due
to the lack of it, it is necessary to develop a
marketing strategy for craft tourism in Mon-
tenegro. The promotion should emphasize
unique cultural heritage, crafts, distinctive-
ness of production and culture.
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Public-private partnerships are extremely
important for the Montenegrin market, so they
should be promoted. To promote sustainable
tourism development in Montenegro, pu-
blic-private partnerships should be encoura-
ged to ensure that the benefits of tourism are
distributed equitably among all stakeholders.

Product certification would contribute to
a better quality and standard of production,
but also to distinguish crafts from mass-pro-
duced products. Thus, a certification scheme
for authentic, Montenegrin craft products
should be developed. Along with certificati-
on comes branding, so it would be necessary
to design a brand with Montenegrin craft
characteristics, with a special logo that will
attract attention, with an emphasis on spe-
cial production techniques, natural materials,
unique design, bold colors and an emphasis
on the quality of the handicraft.

Defining the vision and strategy of
networking and business of artisans under
the umbrella of tourism requires special
attention. As this research began with the
identification of crafts and the current sta-
te of their production, these data should be
used for further improvement of craft busi-
ness. Montenegro should promote crafts as
part of its cultural heritage. In addition, the
Government should provide a strategy for
the development of special interest tourism,
with a special emphasis on the training and
support of artisans. Given that the problem
of lack of support in business development
has been recognized, support is proposed in
the form of opening workshops, galleries and
retail outlets for craft products.

Montenegro should establish partners-
hips and collaborations with other countries
and organizations that have successful craft
tourism industries in the region, to learn
from their experiences and best practices.

Overall, the development of craft tourism
in Montenegro has the potential to contribute
significantly to the country’s economic de-
velopment and promote its cultural heritage.
By implementing the above recommendati-
ons, Montenegro can create a unique and su-
stainable tourism product that benefits both
tourists and local communities.
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RESURSNA BAZA KAO OSNOVA RAZVOJA QDRZIVOG
TURIZMA PARKA PRIRODE ,,PALIC*

THE RESOURCE BASE AS THE BASIS OF SUSTAINABLE TOURISM
DEVELOPMENT IN THE PALIC NATURE PARK

Apstrakt: Park prirode ,, Pali¢” poseduje
znacajne potencijale u smislu resursne baze
odrzivog turizma. Ova resursna baza formira
prirodne i druStvene motive, koji uz pravilan
turisticki razvoj mogu doprineti sveukupnoj
odrzivosti. Upravo je resursna baza predmet
istrazivanja u radu, koja u ovom zasticenom
podrucju moze doprineti razvoju odrzivog tu-
rizma. Kako turisticki faktori mogu biti kom-
plementarnog karaktera, stvara se uslov za
formiranje jedinstvenog turistickog proizvo-
da. Pravilnom implementacijom ovih faktora
u turisticku ponudu, promocijom ove destina-
cije sa prirodnim i drustvenim potencijalima,
mogu se unaprediti sistemi zastite, ojacati
socio-kulturne vrednosti i ostvariti znacajni
ekonomski prihodi. Veliki deo prihoda, moze
se refinansirati u zastitu i u unapredenje pri-
rodnih i drustvenih vrednosti ovog zastice-
nog podrucja. Ovo ujedno cini jedan kruzni
sistem odrzivog turistickog razvoja, u kojem
se kao vazni izdvajaju ekoloski, ekonomski,
socio-kulturni i institucionalni principi odrzi-
vosti. U radu je koriscena kvalitativna meto-
dologija. Kvalitativna metodologija je uklju-
Cila analizu razlicitih rezultata istraZivanja,
kao i terensko ispitivanje resursa za razvoj
odrzivog turizma. Rezultati istrazivanja
mogu pomoci u izradi planskih dokumenata
razvoja turizma u ovom i u drugim zasticenim
podrucjima.

Kljucéne reci: zasticeno podrucje, odrzivi
turizam, ekoturizam, turizam utemeljen na
prirodi, resursna baza.

Abstract: The Pali¢ Nature Park has signifi-
cant potential in terms of the resource base of
sustainable tourism. This resource base forms
natural and social motives, which with proper
tourism development can contribute to overall
sustainability. The subject of research in this
work is the resource base that can contribute
to the development of sustainable tourism in
this protected area. As tourism factors can be
of a complementary type, a condition is created
for the formation of a unique tourism product.
By properly implementing these factors into
the tourism offer, and by promoting this des-
tination with its natural and social potential,
protection systems can be improved, socio-cul-
tural values can be strengthened and signif-
icant economic income can be achieved. A
large part of the income can be refinanced into
the protection and improvement of the natural
and social values of this protected area. At the
same time, this constitutes a circular system
of sustainable tourism development, in which
ecological, economic, socio-cultural and insti-
tutional principles of sustainability stand out
as important. The qualitative methodology was
used in the research. The qualitative methodol-
ogy included the analysis of various research
results, as well as the field examination of
resources for the development of sustainable
tourism. The results of the research can con-
tribute to the development of planning docu-
ments for the development of tourism in the
Pali¢ Nature Park and other protected areas.

Keywords: protected area, sustainable tou-
rism, ecotourism, nature-based tourism, re-
source base.
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Uvod

Park prirode ,,Pali¢” se nalazi na severu
Autonomne Pokrajine Vojvodine, u Severno-
backom upravnom okrugu. Od srpsko-ma-
darske granice i drzavnih prelaza Horgos i
Kelebija, ovaj zasti¢eni prostor je udaljen
oko 20 km (Nikoli¢, 2006; Lazi¢ et al., 2008).
Prostire se na povrsini od 725,71 ha. Status
zastite sti¢e 2003. godine (Park prirode ,,Pa-
li¢*, predlog za stavljanje pod zastitu kao za-
Sticenog podrucja III kategorije, 2021).

Prema nacinu nastanka jezero je eolskog
karaktera.

Prostor Parka prirode ,,Pali¢” poseduje
znacajnu resursnu bazu odrzivog turizma.
Najznacajniji resursi su:

* jezero ,,Pali¢” kao osnovni hidrografski

potencijal;

* povoljan geografski polozaj i blizina
vaznih saobracajnica, ukljuéujuci i Ko-
ridor 10;

* redak ekosistem sacinjen od hidrograf-
skih objekata, ritskog zemljista (lesa i
peska), endemicnih i ugrozenih pred-
stavnika flore 1 faune;

* Pali¢ka banja, koja svoja lekovita svoj-
stva ispoljava dejstvom slane vode i
lekovitog jezerskog blata;

* bogata tradicija i naslede stanovnistva
Subotic¢ko-Palickog regiona;

* znacajne lokalne manifestacija;

* blizina vinogorja i vinskog puta Subo-
cuvene vinarije koje proizvode tradi-
cionalna vina sa peska (Trisi¢ et al.,
2020), i drugi potencijali.

Predmet istrazivanja u ovom radu jesu
faktori odrzivog turizma u Parku prirode
,,Pali¢”, koji predstavljaju znac¢ajnu resursnu
bazu turistickog razvoja. Analizom znacaj-
nih potencijala, odrzivog turizma, mogu se
izvesti zakljuéna razmatranja o moguéstvu
unapredenja i razvoja razlicitih oblika turiz-
ma u ovom zasticenom podrucju. Analiza re-
sursne baze daje rezultate koji ukazuju da su
oblici turizma, koje bi trebalo unaprediti ili
implementirati slede¢i: turizam utemeljen na
prirodi, nauéno-istrazivacki, zdravstveni tu-
rizam, ekoturuzam, manifestacioni, tranzitni

turizam, vinski, izletni¢ki, sportsko-rekrea-
tivni, ruralni i drugi oblici.

Cilj ovog rada jeste da se uz pomo¢ ana-
lize resursne baze ovog podrucja, dode do
zakljucaka da li baza moze imati znacaja za
razvoj razli¢itih odrzivih oblika turizma, od-
nosno da li razvoj specifi¢nih oblika turizma
moze uticati na ekolosku, ekonomsku, so-
cio-kulturnu i institucionalnu odrzivost.

U radu je koriS¢ena kvalitativna meto-
dologija istrazivanja. Ova metodologija je
ukljucila analizu razli¢itih nau¢nih rezultata i
izvora informacija, kao i terensko ispitivanje
resursa za razvoj odrzivog turizma. Dobije-
ni rezultati mogu pomo¢i u izradi planskih
dokumenata razvoja turizma ovog i drugih
zaSticenih podrucja.

Pregled literature

Ovo istrazivanje se temelji na rezultatima
istrazivanja iz oblasti odrzivog razvoja turiz-
ma, gde su predmet istrazivanja bili ekonom-
ski, ekoloski, socio-kulturni 1 institucionalni
faktori odrzivog razvoja turizma. Stojanovié
et al. (2024) isticu da su osnovni preduslovi
odrzivog turizma, ispunjenje pozitivnih eko-
nomskih, ekoloskih i socio-kulturnih ciljeva
turistickog razvoja. Samo odsustvo ekonom-
skih benefita, ugrozilo bi egzistenciju desti-
nacije i obrnuto (Cottrell et al., 2013). Tako-
de, odrzivost turizma, dovodi se u pitanje u
odsustvu ekoloskih i socio-kulturnih fakto-
ra odrzivosti (Stojanovi¢, 2023). U analizi
predmeta istrazivanja u ovom radu, pomoglo
je istrazivanje autora Job et al. (2017), gde je
prilikom planiranja razvoja turizma istaknu-
ta vaznost valorizacije svih faktora odrzivog
razvoja turisticke destinacije.

Prirodni faktori u zasticenim podrucjima
znacajni su Kkatalizator turistickih kretanja
(Holden, 2016; Scholtz et al., 2015). Eko-
turizam moze predstavljati vazan oblik turi-
stickih kretanja jer se turisti sve vise okrecu
turizmu koji ima za cilj da zastiti prirodne
vrednosti destinacije (Eagles, 2014; Gong et
al., 2023).

Sa aspekta odrzivog turizma treba istacéi
i kulturno naslede stanovniStva odredenog
regiona, odnosno turisticke destinacije. Ovo
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naslede se u vidu ponude plasira turistima a
ima zadatak da ih upozna sa kulturom, isto-
rijom, tradicijom, jezikom, obicajima, fol-
klorom, nacinom ishrane, manifestacijama
i mnogim drugim etno-socijalnim vredno-
stima (Khan et al., 2022). Postizanjem eko-
nomskih, ekoloskih i socio-kulturnih rezul-
tata razvoja turizma u turistickim destinaci-
jama, ispunjavaju se uslovi odrzivog turizma
(Lee & Hsieh, 2016).

Odrzivi turisti¢ki razvoj u zasti¢enim po-
druc¢jima predstavlja skup razlicitih planskih
i zakonskih mera i aktivnosti koje stejkhol-
deri implementiraju u mere zastite podrucja
sa osetljivim ekosistemom, sa osnovnim ci-
ljem da se unaprede ekoloski principi (Buc-
kley, 2009; Higham & Miller, 2018), zado-
volje turisti 1 lokalna zajednica. Ekonomski
aspek razvoja turizma zasticenih podrucja se
temelji na postulatu da najvec¢i deo zarade
steCene od turizma treba usmeriti upravo u
upravljacke modele i promociju razvoja tu-
rizma okrenutog ka prirodi (Queiroz et al.,
2014; Hall et al., 2015).

Razvoj specifi¢nih oblika turizma poput
kulturnog, naucno-istrazivackog, edukativ-
nog, vinskog i turizma posmatranja zivotinja
i prirode, moze doprineti ja¢anju prirodnih i
antropogenih vrednosti. Pored toga $to una-

preduju kvalitet destinacije, imaju za cilj
ekonomske, institucionalne i socio-kultur-
ne koristi (Chavez-Cortés & Maya, 2010;
Torres-Delgadoa & Saarinen, 2014; Borges
de Lima & Green, 2017; Sanchez et al.,
2020; Trisi¢, 2019).

Turisticku infrastrukturu u okviru zasti-
¢enih podrucja trebalo bi da ¢ine eko-kona-
Cista ili eko-hoteli sa znacajnim sertifikati-
ma za ekoloske poslovne operacije i aktiv-
nosti unutar destinacije (Chavez-Cortés &
Maya, 2010; Jones et al., 2014; Sanchez et
al., 2020), restorani sa organskom hranom,
ekoloska sredstva saobracajne komunikacije
i infrastrukture, dovoljan broj edukativnih
objekata i staza, vizitorskih i info centa-
ra (McCool et al., 2001; Butzmann & Job,
2017).

Podrudje istraZivanja

Park prirode ,,Pali¢” se nalazi na severu
Autonomne Pokrajine Vojvodine. Udaljen je
7,5 km od Subotice (Nikoli¢, 2006; Lazié et
al., 2008). Blizina ve¢ih gradova Srbije i re-
giona, sa kojima je ovo zasti¢eno podrucje
povezano kvalitetnim saobracajnicama, uti-
¢e na povoljan geografski i turisticki polozaj,
koji se moze sagledati na Slici 1.

Slika 1. Polozaj Parka prirode ,, Pali¢*

Madarska

"Palic”

AP Vojvodina

Novi Sad
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Osnovnu vrednost ovog zasticenog pri-
rodnog dobra ¢ini Pali¢ko jezero sa prate-
¢im priobalnim ambijentom i izgradenom
turistickom infrastrukturom (Amidzi¢ et al.,
2017). Vremenom se povecavalo dotica-
njem otpadnih voda suboticke industrije, pa
se povecavala eutrofikacija i zagadenje, do
bioloskog izumiranja 1971. godine (Lazi¢
et al., 2008). Nakon sanacije 1977. godine,
jezero se oporavlja, pa mu je smanjena i po-
vrsina.

Jezero pripada grupi plitkih i zaslanjenih
jezera, eolskog karaktera. Najmanja koli¢ina
vode u jezeru prisutna je u toku leta, kada su
veéa isparenja zbog visih temperatura vazdu-
ha. Maksimalna temperatura vode u letnjem
periodu je oko 22°C. Prose¢na dubina jezera
danas iznosi od 1,5 do 2 m. Zbog povoljne
temperature vode, kupali$na sezona traje to-
kom celog leta. Providnost vode u jezeru je
veoma mala, kre¢e se od 20 do 100 cm. To
je posledica ogromne koli¢ine lebdecih algi
koje vodi jezera daju zelenu boju (Lazi¢ et
al., 2008).

Prema IUCN ovo zasti¢eno podrucje
pripada IV kategoriji — Podrucje upravlja-
nja staniStem i vrstama. Medunarodni sta-
tus zastite Pali¢ stiCe upisom na listu vaznih
podrucja za ptice — IBA i biljke — IPA. Po-
red toga, znacajno je EMERALD podruc-
je. U zasticenom podruéju uspostavljeni
su rezimi I, II i III stepena zastite, koji su
propisani ¢lanom 13. Zakona o izmenama i
dopunama Zakona o zastiti prirode (,,Sluz-
beni glasnik RS*, 88/2010 i 91/2010). Na-
kon prosirenja prostornog obuhvata, Park
prirode ,,Pali¢* danas zahvata povrSinu od
725,71 ha. Oko =zasticenog podrucja us-
postavljena je zastitna zona od 986,65 ha
(Park prirode ,,Pali¢*, predlog za stavljanje
pod zastitu kao zasti¢enog podruéja III ka-
tegorije, 2021).

Potencijali zdravstvenog turizma ogle-
daju se kroz moguénost lecenja u okviru
banje Pali¢, a u novije vreme i u primeni sa-
vremenih metoda u okviru zdravstvenog tu-
rizma kroz wellness i SPA programe (Den-
da, 2014). Voda jezera je u odredenoj meri
slana, §to joj daje lekoviti karakter, znacajan

za razvoj banjskog turizma. Zdravstveni
znacaj upotpunjuje i lekovito blato jezera.
Pogodno je za leCenje reumatskih i koznih
bolesti, ginekoloskih poteskoca, upale nera-
va i mnogih drugih zdravstvenih problema.
Kako ga ima u velikim koli¢inama i ugroza-
va osnovni ekosistem, potrebno je sprovesti
odredene mere izmuljavanja jezera, za $ta
postoje odredeni planovi od strane lokal-
nih institucija. Blato jezera jeste proizvod
sedimenata, koji se na dnu jezera proce-
njuju na oko blizu 2 miliona m* i zauzima
povrsinu od 565 ha (Raicevi¢ et al., 2011).
Cesta istrazivanja blata iz jezera potvrduju
prisustvo slede¢ih elemenata: azot, fosfor,
kalcijum, magnezijum, natrijum, kalijum,
olovo, kadmijum, bakar, cink, gvozde, man-
gan, hrom, nikal i arsen (Andelkovi¢ et al.,
2014). Pored sedimenata u jezeru, danas
posebnu pretnju predstavlja i eutrofikacija,
odnosno prezasi¢enje organskim materi-
jama, §to je posebno izrazeno kod stajacih
voda (Petricevi¢ et al., 2012). Ovi faktori
mogu u velikoj meri ugroziti jezersku estet-
sku i funkcionalnu vrednost. Samim tim,
u pitanje se dovodi i razvoj turizma, zbog
¢ega su potrebne implementacije razlicitih
sanacionih mera.

Metodolo$ki pristup

Istrazivanje se temelji na kvalitativnoj
metodologiji. Metodom analize razliitih
izvora podataka koji se ticu faktora razvo-
ja odrzivih oblika turizma, kao i po osno-
vu utvrdenog stanja na terenu, doslo se do
odredenih rezultata. U radu su analizirani
faktori odrzivosti, koji predstavljaju resur-
snu bazu odrzivog turistickog razvoja Parka
prirode ,,Pali¢®. Ova baza je podeljena na
4 ispitivacke celine (varijable) u skladu sa
ciljem i zadacima istrazivanja. Te celine su:
Prirodni potencijali kao resursna baza eko-
loske odrzivosti, potencijali za razvoj insti-
tucionalne odrzivosti, druStveni potencijali
kao resursna baza socio-kulturne odrzivosti
i ekonomski faktori koji uti¢u na ekonom-
sku odrzivost turizma ovog zasticenog po-
drucja. Prikaz modela istrazivanja se moze
sagledati na Slici 2.
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Slika 2. Model istrazivanja

ekolofk:
odrzivost

l

socio-kulturna F— ckonomska
odrZivost odrZivi turizam odrZivost

institucionalna
odrzivost

Izvor: autor

Rezultati sa diskusijom 43 aktivnosti) usmerenih ka razvoju odrzi-
Analiziranjem znagajnih potencijala odr- vih oblika turizma, i planiranju ocekivanih
Zivog turizma i resursne osnove, moZe se rezultata nakon implementacije odredenih
definisati stanje odrZivog turizma. Primena  aktivnosti nad resursnom bazom (ukupno 24
modela koncepta resursne baze se oslanja  rezultata) (Trisi¢, 2019). To se moze prikaza-
na definisanje osnovnih aktivnosti (ukupno  tiu Tabeli 1.
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Tabela 1. Resursna baza i odrzivi turizam Parka prirode ,, Pali¢ *

Resursna baza

Aktivnosti/Stejkholderi

Ocekivani rezultati

Prirodni
potencijali Parka
prirode ,,Pali¢*
kao resursna
baza ekoloske
odrzivosti

« Utvrdivanje ciljeva i o¢ekivanih rezultata zastite ovog
podrudja;

« Ukljucivanje lokalne zajednice u procese definisanja
ciljeva i planiranje zastite podrucja i turizma;

* Razvijanje strategije izrade planskih akata turistickog
razvoja 1 promocije turizma;

« Ukljucivanje lokalne zajednice, drzavnih organa i drugih
turistickih subjekata u promociju hidrografskih vrednosti
ovog zasti¢enog podrucja. Ovo je znacajno za razvoj
ekoturizma, nautickog, nau¢no-istrazivackog, rekreativnog,
sportskog i drugih oblika turizma posebnih interesovanja,
utemeljenih na osnovnim prirodnim resursima ove
destinacije;

« Izgradnja novih i revitalizacija postojecih objekata za
nauticke, sportske, nau¢no-istrazivacke i rekreativne oblike
turizma;

 Unapredenje i revitalizacija infrastrukture, sa posebnim
osvrtom na unapredenje i odrzavanje prirodnih vrednosti;

* Povecanje prostora pod zastitom i zoniranje prostora;

« Zastita retkih biljnih i zivotinjskih vrsta;

« Prosirenje areala vrsta;

« Sprovodenje mera sanacije jezerske vode;

« Sprecavanje erozije obale;

* Umanjenje eutrofikacije jezerske vode;

« Eksploatisanje mulja u jezeru;

« Introdukovanje odredenih predstavnika flore i faune;

« Razvijanje svesti o vaznosti implementacije oblika turizma
koji su prvenstveno utemeljeni na prirodi;

« Prilagodavanje objekata za pracenje kretanja i brojnosti
vrsta, kao i objekata za turisticke aktivnosti, prema
potrebama ekoloskog turizma;

« Definisanje uloge lokalne zajednice u modelima zastite i
unapredenju prirodnih vrednosti ovog podrucja;

« Kreiranje programa koji objedinjuju razli¢ite oblike turizma

Ekonomski rezultati za
lokalnu zajednicu kroz
finansiranje unapredenja
zastite prostora;

Dolazak turista iz glavnih
emitivnih zona: Novog
Sada, Beograda, centralne
Srbije, Madarske, Rumunije,
Bugarske, Hrvatske i drugih
zemalja;

Kreiranje konkurentnosti
Vojvodine kao turisticke
destinacije ekoturizma,
nautickog, sportskog,
naucno-istrazivackog i
rekreativnog turizma;
Unapredeni uslovi zivotne
sredine;

Ekoloski benefiti;

Znacajna uloga parka u
odrzivom razvoju turizma;
Ekonomska dobit stecena
konzervacijom prostora i
vrsta;

Formiranje konkurentske
pozicije Vojvodine kao
destinacije utemeljene na
ekoloskim oblicima turizma

Potencijali kao
resursna baza
institucionalne
odrzivosti

* Analiziranje turistickih potreba za turizmom u glavnim
emitivnim zonama;

« Utvrdivanje ciljeva i ocekivanih rezultata razvoja turizma
posebnih interesovanja;

* Analiziranje uticaja pojedinih elemenata zasticenog
podrucja na zadovoljstvo turista;

« Analiziranje potreba posetilaca za razvojem vodickih
sluzbi;

« Unapredenje infrastrukture;

« Unapredenje postojecih eko i staza zdravlja;

« Unapredenje stanja objekata za pruzanje usluga smestaja u
kojima su osnovne usluge wellness i SPA programi;

* Razvijanje programa $kola u prirodi za individualne i
grupne posete;

« Ukljucivanje lokalne zajednice u planiranje, promociju i
implementaciju odrzivog turizma;

« Kreiranje programa koji objedinjuju turizam utemeljen na
prirodnim i kulturnim vrednostima

Uticaj jezerske vode na
razvoj zdravstvenog turizma;
Koris¢enje potencijala
lekovitosti blata jezera za
razvoj wellness 1 SPA;

Uticaj prirodnih faktora,
poput vazduha i sunca, na
razvoj specificnih oblika
turizma;

Turisticka infrastruktura koja
je u skladu sa ambijentalnom
celinom i ekoloskim
principima;

Lokalna zajednica ima
znacajnu ulogu u planiranju,
promociji i kontroli razvoja
turizma;

Konkurentnost Vojvodine kao
destinacije turizma zasticenih
podrucja;

Ekonomske dobiti od
uspostavljanja institucionalne
odrzivosti i monitoringa
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Drustveni
potencijali Nature
Park ,,Pali¢* kao
resursna baza
socio-kulturne

* Definisanje znacajnih etno-socijalnih vrednosti
stanovni§tva ovog podrucja;

« Ukljucivanje lokalne zajednice, drzavnih organa i drugih
turisti¢kih subjekata u promociju kulturnih vrednosti;

» Promovisanje proizvoda lokalne kulture, poput vina, sireva,

Destinacija u kojoj
unapredenje prirodnih

i druStvenih vrednosti,
direktno podrzava lokalna
zajednica, drzava i njeni

odrzivosti
nacionalnih gastonomskih vrednosti;

programima;

razvoj

domace radinosti, proizvoda od mesa, voca i zitarica i
« Jacanje uloge lokalnog stanovnistva u edukativnim

« JaCanje interakcije izmedu turista i lokalne zajednice;
« Implementiranje potreba lokalne zajednice u turisticki

organi;

» Aktivno ucescée lokalnog

stanovni$tva u modelima

turisticke valorizacije,
promocije i razvoja;

Brendirani proizvodi od

ekoloskih, prirodnih i

domac¢ih proizvoda;

Razvijen kulturni turizam;

Socio-kulturni benefiti;

* Destinacija inteziviranih
folklornih vrednosti lokalnih
zajednica, kao §to su: nosnja,
jezik, izvorni narodni melos,
obicaji iz li¢nog i narodnog
zivota, nacini ishrane,
domaca radinost i kultura
uopste

Ekonomska
odrzivost turizma
Parka prirode

v Unije;
,Pali¢*

« Inteziviranje turisticke potrosnje;
asocijacije;
boravak ili nauti¢ke aktivnosti;

granica parka;

« Naplata ekoloskih taksi i ulaznica u ovaj zastien prostor;
« Apliciranje za razliite nacionalne i fondove Evropske

« Inteziviranje prisustva destinacijske menadzment
organizacije koja ukljucuje razli¢ite stejkholdere;

* Naplata ¢lanarina od razli¢itih udruzenja;

« Ukljucenje turisticke privrede u lokalne turisticke

« Naplata zakupnina i renti od iznajmljenih objekata za

« Inteziviranje prodaje proizvoda lokalne zajednice i van

« Inteziviranje promocije Parka prirode ,,Pali¢*, kao znacajne

destinacije za razvoj odrzivog turizma na lokalnom,
regionalnom, nacionalnom i medunarodnom nivou

Kvalitetna destinacija u kojoj
su zadovoljeni ekonomski
ciljevi, kako za pripadnike
lokalne zajednice i drzavu,
tako i za turiste kao
korisnike, kroz ekoloske,
socio-kulturne i ekonomske
rezultate pravilnog odrzivog
turistiCkog razvoja;

Uticaj Parka prirode

,,Pali¢* na formiranje
destinacije koja je znacajna
za realizovanje potreba:
ekoturizma, zdravstvenog
turizma (wellness i SPA),
manifestacionog, nau¢no-
istrazivackog turizma,

skola u prirodi, ribolovnog

i ekskurzionog turizma,
posmatranja ptica i zivotinja
itd.

Postojanje strategije i
akcionih planova odrzivog
turizma kroz obezbeden
monitoring

Izvor: autor

Uloga resursne baze ogleda se u uspo-
stavljanju razli¢itih kriterijuma, kojima se
ostvaruju ekonomski, ekoloski, institucional-
ni i socio-kulturni benefiti odrzivog turizma.

Zakljucak

Rezultati ispitivanja resurne baze ukazu-
ju da Park prirode ,,Pali¢* poseduje znacajnu
osnovu uz pomo¢ koje se mogu planirati ra-

zIli¢iti oblici turizma i pravilan i odrziv ra-
zvoj turistiCke infrastrukture. Komplemen-
tarni karakter turistickih motiva prisutnih u
ovom zasti¢enom podru¢ju omoguéava kre-
iranje jedinstvene turistiCke ponude, u kojoj
posebno mesto zauzima turizam zasticenih
podrucja, koji svoju temeljnu vrednost gradi
na prirodi.

Glavne prirodne karakteristike ove de-
stinacije su postojanje jezera, koje je uticalo
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na formiranje priobalja i sastav flore i faune.
Laka pristupacnost omoguéava da se ovaj
resurs koristi kao osnov razvoja sportova na
vodi, kupaliSnog turizma, posmatranja pti-
ca i prirode, edukativnih krstarenja i drugih
aktivnosti. Lekovitost jezerske vode i blata
predstavlja idealan osnov za zdravstvene
oblike turistickih aktivnosti.

Stanovnistvo koje zivi oko zasti¢enog
podrucja poseduje znacajne etno-socijalne
vrednosti, kulturno i istorijsko naslede, jezik,
folklor i druga kulturna obelezja. Posebno je
vazno naglasiti prisustvo domacih zanata, lo-
kalnih brendiranih proizvoda poput vina sa
peska, gastronomije, domace radinosti i ru-
kotvorina, §to skupa ¢ini vazne drustvene tu-
ristiCke motive. U zasti¢enom podruéju reali-
zuju se razli¢ite manifestacije, koje u kombi-
naciji sa prirodnim motivima mogu uticati na
kreiranje autenti¢ne turisticke ponude.

Ispitivanjem ekoloske, ekonomske, so-
cio-kulturne 1 institucionalne odrzivosti, dos-
lo se do vaznih zakljucaka koji ukazuju na
znacaj uloge lokalne zajednice u planiranju,
razvoju i kontroli razvoja turizma. Pored toga,
vazno je jacanje interakcije izmedu lokalnog
stanovnistva i turista, §to se moze postici kroz
edukativne programe, programe animacije i
vodicku sluzbu. Na ovaj nacin bi se povecala
svest 0 znacaju ovog podrucja i njegove zasti-
te, dok bi se turisti na najbolji nac¢in upoznali
sa lokalnom kulturom i tradicijom. Ovakve
aktivnosti mogu uticati na kvalitet destinacije
i ostvarenje ekonomskih ciljeva, kako za pri-
padnike lokalne zajednice i drzavu, tako i za
turiste kao korisnike usluga. Pored toga vaz-
no je i postojanje strategije i akcionih planova
odrzivog turizma kroz obezbeden monitoring,
Sto direktno uti¢e na ekonomsku i institucio-
nalnu odrzivost Parka prirode ,,Pali¢*.

Pravilan dalji razvoj turizma ovog za-
Sticenog podru¢ja moze inicirati povecanje
radnih mesta za lokalnu zajednicu, znacaj-
niju prodaju lokalnih proizvoda, posec¢enost
kulturnih ustanova, etno kuc¢a, kulturno-isto-
rijskih lokaliteta i manifestacija, Sto direktno
moze uticati na obezbedivanje ekonomskih
koristi. Multiplikativni efekti ovakve po-
trosnje, mogu se odraziti na sveukupnu in-

frastrukturu, razvoj kapaciteta i programe
zastite podrucja.

Unapredenjem ekoloskih, ekonomskih,
institucionalnih i socio-kulturnih vrednosti
ove destinacije sa osetljivim ekosistemom,
pravilnim razvojem turizma utemeljenog na
prirodnim i drustvenim vrednostima, kori-
S¢enjem resursne baze za razvoj turizma na
odrziv nacin, promocijom, monitoringom i
unapredenjem sistema zastite, moze se do-
prineti stvaranju uslova za razvoj odrzivog
turizma.
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SERVICES QUALITY AS A FACTOR FOR BRIDGING THE GAP
BETWEEN EXPECTED AND PERCEIVED SERVICES IN AGENCY
BUSINESS

KVALITET USLUGA KAO FAKTOR PREVAZILAZENJA JAZA IZMEDU
OCEKIVANE I PERCIPIRANE USLUGE U AGENCIJSKOM POSLOVANJU

Abstract: The paper is based on the assump-
tion that quality service is a factor in achiev-
ing competitive advantage and positioning
on the tourist market of agency business, and
that quality is achieved through a series of
relationships in the tourist-employee rela-
tionship. If the employee treats the tourist
with respect, provides accurate and reliable
information and exceeds the tourist’s expec-
tations with the service provided, he will get
a loyal guest who will, based on the “word of
mouth” system, spread positive experiences
to the others, so they will also become cli-
ents of the agency. If we look at tourism as a
“factory” of experiences, it is clear that for
an extremely positive experience, it is neces-
sary that every link in the series of providing
a complex tourist service is of high quality.
The first in a series of links is certainly the
tourist agency. The modified SERVQUAL
model led to the conclusion that tourists who
traveled with the Asturs agency received ad-
equate “‘value for money”, that is, that the
service provided by the agency was of better
quality than expected.

Keywords: agency business, quality, service,
SERVQUAL model

Apstrakt: u radu se krenulo od pretpostavke
da je kvalitetna usluga faktor ostvarivanja
konkurentske prednosti i pozicioniranja na
turistickom trzistu agencijskog poslovanja, a
da se kvalitet ostvaruje nizom odnosa u re-
laciji turista-zaposleni. Ukoliko se zaposleni
prema turisti odnosi sa poStovanjem, pruza
tacne i pouzdane informacije i pruzenom
uslugom premasi ocekivanja turiste, dobice
lojalnog gosta koji ¢e po sistemu “word of
mouth”, Siriti pozitivna iskustva drugima,
koji ¢e takode postati putnici agencije. Ako
turizam posmatramo kao “fabriku” do-
Zivljaja, jasno je da je za krajnje pozitivno
iskustvo, potrebno da svaka karika u nizu
pruzanja kompleksne turisticke usluge bude,
kvalitetna. Prva u nizu karika jeste svakako
turisticka agencija. Modifikovanim SER-
VOUAL modelom doslo se do zakljucka da
su turisti koji su putovali agencijom Asturs,
dobili adekvatnu “vrednost za novac”, od-
nosno, da je usluga pruzena u agenciji bila
kvalitetnija od ocekivane.

Kljuéne reci: agencijsko poslovanje, kvali-
tet, usluga, SERVQUAL model
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Introduction

Frenzel (2017) believes that the need for
movement, initiated by external motives,
directly influenced the creation and deve-
lopment of travel agencies. People were lo-
oking for a “safe” way to get the necessary
information about tourist destinations, and
they found it in the intermediary and organi-
zational way of doing business that is chara-
cteristic of this type of tourist organizations
(MacCannell, 2001). Travel agencies remai-
ned places to visit even when you know whe-
re you are traveling to and even when you
know which hotel you are going to stay in
(Getty, Thompson, 1994). Despite the fact
that we live in the era of the Internet and the
availability of a lot of information, the free
purchase of airline tickets, accommodation
reservations and the like, the role of tourist
agents in agencies is more pronounced than
ever (McCabe, 2005).

Even after collecting all the necessary
information, a tourist wants the final confir-
mation of whether he made a good choice,
whether the destination is safe for travel,
etc., and there remain numerous questions to
which he has not found a concrete answer:
how to get to hotel safely, how to move arou-
nd the city he chose for his vacation, whether
he can reserve museum tickets in advance
and the like (McCabe, 2005). That is why the
role of a tourist agent who does direct sales
(working with customers) is still extremely
important, in order to provide reliable infor-
mation but also to give answers to numerous
“impossible questions” (Ateljevic, Doorne,
2000). Tourists want to feel that security and
to be “confident” in order to make the final
decision. Tourists come to the agency with
already created ideas about their trips, they
have their own vision of the destination itse-
If, what they will experience there. If the trip
is disappointing, the tourist will very often
blame the agent who sold him the service
(Blazquez-Resino, 2013).

That is why it is very important that in
the business organization there is an atti-
tude “not to sell a service just for the sake
of profit”, but sales must have the ultimate

goal - a satisfied client (Higgins-Desbiolles,
2006). A tourist service is “imaginary” until
the moment it is experienced (Wang, 1999).
That is why it is of great importance to pre-
sent to the client all the positive and negative
sides of the desired trip in order to create a
realistic picture of what he can expect and
whether it meets his expectations (Cabiddu
etal., 2013).

The subject of the work is the work of
the travel agency Asturs, which in its work
is guided by the following principles: pro-
viding accurate and truthful information to
clients is of essential importance for business
and that only a satisfied client is the one that
will become loyal. The work was conceived
such that, from tourists, was wanted to be
obtained feedback from answers on a group
of questions before and after the trip, with
the aim of achieving a better quality tourist
service in the travel agency. The data were
processed using the SERVQUAL model (Pa-
rasuraman, 1988). The paper started from
the initial hypothesis that quality service is
a factor in achieving competitive advanta-
ge and positioning on the tourist market of
agency business, and that quality is achieved
through accuracy, meticulousness, reliabili-
ty and safety. Tourists were expected to an-
swer the following questions: did they feel
comfortable when they entered the agency;
were the employees pleasant; whether the
employees listened to the demands and wis-
hes of the passengers; whether they received
adequate offers; did they get what they expe-
cted on their trip; whether the information
from the employees was correct; whether
the employees reacted quickly to solve the
problem; whether the agency together with
the employees met their expectations; did
they get more than their expectations from
the trip.

It was concluded that the gap between the
expected and perceived service received in
the travel agency is positive, that is, that the
agency exceeded the expectations of trave-
lers. The service in the agency and the way
of doing business are responsible and sustai-
nable, which indicates a high degree of reco-
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gnition on the market. The tourist gets quali-
ty service, and the travel agency gets a loyal
client who is always happy to return to it.

Methodology

The research was conducted in 2023
among 368 tourists (225 women and 143
men) who traveled with the travel agency
Asturs to: Vienna, Rome, Venice, Malta and
Prague. The trips were: individual - packages
of air transport and hotel accommodation.
Trips are individual, created according to the
desired dates of travelers as city break trips
(2-4 nights), without a guide. Before the start
of the trip, each passenger received an itine-
rary by mail and in printed form, which con-
tains: how to get to the hotel, the exact name
of the transport, which line number, where to
buy transport tickets and the transport price;
the contact of the transfer driver if that servi-
ce has been paid for; where and how to buy
internet cards; recommendations of the main
sights and attractions according to expres-
sed wishes when creating and buying a trip;
public transport map, which lines to use to
the main points, taxi / uber transport prices;
ticket prices of museums and locality; on
request advance purchase by the agency be-
fore the trip; organization of local guides for
private tours / upon request; contact numbers
of the hotel accommodation as well as the sa-
les agent on duty for additional information
while staying at the destination

The SERVQUAL model, which is used
in practice to measure the quality of services,
was created as a result of research conducted
in companies of the service sector (banking,
telecommunications, insurance companies
and repair and maintenance of appliances),
and was designed by Parasuraman, Zeithaml
and Berry (1985). The SERVQUAL model is
based on the “expected quality minus perce-
ived quality” algorithm. The determinants of
service quality, such as: tangibility, reliabi-
lity, security, responsibility and compassion,
the original SERVQUAL model measures
with a 22 attributes. When it comes to re-
searching service quality in the tourism and
hospitality sector, most authors modify the

SERVQUAL model. The questionnaire con-
structed for research purposes is based on the
modified SERVQUAL model, and consists
of two parts. The first part of the questionna-
ire was constructed to measure the percepti-
on of tourists, i.e. the quality of the service
experienced in the agency through which
they traveled, as well as the services pro-
vided to them in the tourist destinations of
Vienna, Rome, Venice, Malta and of Prague,
and it consisted of 3 dimensions of quality
taken from the original SERVQUAL model
(tangibility, reliability, responsibility), conta-
ined in 9 questions (Table 1).

The questions from the first part are for-
mulated as follows: instead of in the form:
“should”, the questions are asked in the
form: “are”, “has” and the like. The second
part related to the expectations of the guests,
and also, as in the first part, the modified mo-
del consisted of 9 questions.

The questions from the second part are
formulated as follows: instead of in the form
of “are”, “has” and the like, the questions
are asked in the form of “should”. So, in that
way, the respondents expressed their impre-
ssions about the quality of the services pro-
vided in the agency and at the destinations in
two ways, going from expected to perceived
(experienced) relations. Unlike the original
questionnaire which has 22 items (Parasura-
man et al., 1985) all dimensions of quality
(tangibility, reliability, responsibility) had 3
questions each. A five-stage scale was used,
which evaluated the attitudes in the range: 1
(completely disagree), 2 (disagree), 3 (don’t
know), 4 (agree) and 5 (completely agree).

Results and discussion

The research was conducted in the tourist
agency “Asturs” from Nis. The agency star-
ted its business as an intermediary - they sold
package arrangements of renowned tour ope-
rators. They worked for a commission under
the contract. Their travel sales agents dedi-
cated their time to clients, presented offers
and found the best options based on requests.

The experience of working directly with
clients was of great importance for their pro-
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Table 1. Modified SERVQUAL model with questions for researching perceived service quality

Question scale: PERCEPTION

The interior of the agency we traveled through is visually attractive (arrangement of rooms,
appearance of devices and equipment, decorations)

Prospectuses, brochures, internet presentation of the agency are visually appealing

and destinations

The employees of the agency are provided all the necessary information about tourist attractions

Question scale: EXPECTATIONS

Tangibility

The interior of the agency we traveled through should be visually attractive (arrangement of
rooms, appearance of devices and equipment, decorations)

Prospectuses, brochures, internet presentation of the agency should be visually attractive.

information about destinations

Employees of the agency should provide all necessary information about tourist attractions and

Question scale: PERCEPTION

Agency employees provide service in the promised time

Agency employees show understanding for guests’ problems

Agency employees provide agreed services from the first meeting onwards

Question scale: EXPECTATIONS

Reliability

Agency employees should provide service within the promised time

Agency employees should show understanding for guests’ problems

Agency employees should provide the agreed services from the first meeting onwards

Question scale: PERCEPTION

true

The employees of the agency did fulfill their promises and everything they said turned out to be

The employees of the agency are approachable and always ready to answer questions

Employees respond quickly and without delay to guests’ requests

Question scale: EXPECTATIONS

Agency employees should keep their promises and everything they say must be true

Responsibility

Agency employees should be approachable and always ready to answer guests’ questions

Employees should respond quickly and without delay to guests’ requests

Source: Autor s research

fessional development and gave them the
opportunity to feel the change in demand.
Clients were increasingly looking for trips
- city break trips. Short trips by plane with
a maximum of 4 nights, cheaper flights of
existing low cost companies and at times that
suit them, on weekends or when they could
get days off. The agency tried to present this
new demand to its fellow tour operators and
was literally put a new product in their hands
- a package of air transportation and hotels
for European cities without a guide, with the
desired dates without a group. Busy with the

distribution of their package arrangements,
they were not interested in such “small arran-
gements”. That’s why the employees of the
Asturs agency decided to “break the package
deals” and start selling individual services:
airline tickets and hotel accommodation. At
the client’s request, they “chased” low prices
for airline tickets and booked hotels. They
created a special itinerary for each client.
That’s how they worked for 6 months — till
the deadline they gave themselves to feel
if this service product has a big enough de-
mand in order to have a financial basis for ta-
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king a license. Sales exploded, word quickly
spread about them, calls started coming in,
the agency was full of clients who were ha-
ppy to be able to visit cities and countries for
very little money. After the trip, those clients
recommended the agency to their friends.
E-mails of gratitude for a well-organized trip
was arrived, passengers reported that they
felt safe at the destination, that they were
not in a panic about how they would mana-
ge. They sent pictures from the trip that the
agency used for advertising purposes. After a
trial period with very positive feedback from
clients, they took the license because they no
longer wanted to depend on the good will of
the tour operator to send them offers for hotel
accommodation.

The Asturs agency specializes in city
break trips to European cities. They sent
their sales agents on trips, to get a feel for
those cities, to find additional points of inte-
rest in order to show their clients what else
they can visit. They made a choice of desti-
nations where they “know the terrain well”
without wanting to rush into the unknown
places, such as the Maldives, Bali. They sim-
ply assessed what they know best and stand
behind their offer together with foreign par-
tners - hotels they booked for clients, transfer
agents, local guides. The Covid-19 period
was not easy for them. It took a lot of stren-
gth and time, almost two years, to recover all
the payments they made for their clients and
return them to the clients. They chose to get
a refund for all airline tickets, and they retur-
ned the money from bookings for hotels that
went bankrupt due to the corona, from their
own funds because they knew that they wo-
uld need the loyalty of those customers when
it was all over. They continued their work
with the same zeal.

As far as clients are concerned, and at
the same time respondents who participated
in the research, tourists are divided into two
groups. Group 1: people aged 25-35 who
have enough disposable income to provide
for travel, mainly have online jobs and there-
fore they can work outside their country, they
are not yet family people (without children),

people who did not want to spend their time
to search for cheap airline tickets and hotels
and of course in a technical sense are witho-
ut fear of not being able to find their way to
the destination, available internet or Google
maps. Group 2: people aged 45-65 which
have sufficient disposable income and the-
ir children are old enough to devote time to
themselves and are without fear of technical
innovations. Those who are used to classic
package tours asked for the organization of
a transfer from the airport to the hotel, but
canceled that for the return trip becouse they
got rid of their fear, enjoyed all the informa-
tion they received from the sales agents and
planned the future trips.

The agency very quickly realized who
belonged to its target groups and thus crea-
ted its offers and educated sales agents in or-
der to provide targeted packages to potential
clients. They understood the importance of
social networks for promoting content and
marketing offers. Through the IG profile
they reached group no. 1 and through FB to
clients from group 2.

Passengers were surveyed at two points.
First, when they arrived at the agency, and
then by phone, after the trip. A final conc-
lusion was reached after their answers were
summarized.

A look at table 2 gives the results of the
researched model. The total SERVQUAL
gap is in the positive interval of +0.360, whi-
ch indicates that tourists who traveled with
the Asturs travel agency were positively
surprised by the quality of the service, that
is, that the service exceeded their expectati-
ons. All this confirmed the initial hypothesis
that quality service is a factor in achieving
competitive advantage and positioning in the
tourist market of agency business, and that
quality is achieved through accuracy, meti-
culousness, reliability and security.

The determinant — tangibility: The re-
sults of the analysis show that before arri-
ving at the agency, travelers did not have
high expectations of what they would see
and receive from the employees, but their
perception shows that they saw and received
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Table 2. Results of the gap between perceived and expected service quality

Perception Expectation
Arithmetic Arithmetic mean of
' mean of quality quality determinants for
d etcegrlrl?lﬁlte}llnts determinants for | Rank | €XPectation M2 Rank SEE\K/%I{AI\IZZgap
perception M1

Tangibility 4.650 4.130 3 0.520
Reliability 4.500 3 4.340 0.160
Liability 4.680 1 4.260 2 0.420

Total SERVQUAL

gap 4.610 4.243 0,360

Source: Autor s research

more than expected. In the conversation with
them, we came to the conclusion that they
were expecting insufficiently lit ambience,
vague internet presentations and outdated
brochures from previous trade fairs, but
in reality they were greeted by desks with
comfortable armchairs while waiting to talk
with a free sales agents, mobile monitors that
allowed them to follow everything the agent
recommends, pleasant light and what is the
most important, the sales agents provided
them with all the necessary information they
were looking for about the destination and
accommodation and cleared all their doubts
about choosing a trip. What was of great im-
portance to them was that sale agents poin-
ted out the positive and negative sides of the
destination and recommended suitable offers
based on their experience.

The determinant - reliability: As
shown in table 2, we also have a positive
gap with this determinant, but the numbers
show that expectations are higher compared
to expectations with the tangibility determi-
nant, which is understandable because they
expect the reliability of an agency they trust.
Tourists’ expectations were that they would
have to wait longer for a sales agent to attend
to them, that the sales agent would not listen
to all their requests, fears and concerns about
safety at the destination, accommodation in
the hotel, the connection of their destinati-
ons with the airport, that exactly the reque-
sted service will not be booked at the hotel
as and the type of baggage for the plane.

On the other hand, the resulting perceptions
are a reflection of what they received in the
agency: they were offered juice and coffee
while waiting, with an apology for having
to wait while sales agents served previous
clients; sales agents have carefully listened
to all of clients questions and concerns about
the trip and gave them an answers with re-
commendations what is better for them and
then immediately showed the type of room,
the type of beds on the monitor and reser-
ved those rooms. They also suggested what
type of luggage to buy in relation to price and
comfort, taking care to stay within the bud-
get but not at the expense of the comfort of
their passengers.

The determinant — responsibility: The
agency is aware that when selling packa-
ges, they must provide accurate and precise
information, to reserve for their passengers
exactly what they offered. By going to the
destination, the traveler who received “false”
promises and assurances feels cheated. That
is why it is essential to pay special attention
to which hotels to cooperate with. Of cour-
se, unforeseen problems can always happen,
but that’s why the quick reaction of the sales
agents on duty is very important so that the
traveler at the destination feels safe and has
the knowledge that he is not left to solve the
problem on his own. That’s why the results
for the determinant of responsibility after
perception - completed services are at a high
level, because the responsibility of the agen-
cy is very important to travelers. The expe-
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ctations that travelers have from the agency
are that: agents must be approachable, give
accurate information and most importantly,
react very quickly to solve problems. The
perception of the lived experience showed
that passengers were delighted with the way
their problems were solved. In the conver-
sation with the passengers, there was infor-
mation about what kind of problems they
encountered. In the first example, the hotel
in Malta did not have water (it is a technical
problem that cannot be solved quickly) - the
sales agents, in 30 minutes, booked another
hotel of a higher category and accommoda-
ted the passengers. In another example, the
hotel made a mistake with entering the num-
ber of rooms - upon the quick reaction of
the agent, the travelers were provided with
aroom in another hotel from the same chain.
In the third example, there was a sudden fa-
mily problem and urgent return from the de-
stination - new plane tickets were provided.
All these are stressful situations for travelers
who are in the unknown city and do not spe-
ak foreign languages well. But, if they have
a contact agent who they can actually turn
to for emergencies even during the night,
they feel assurance that they are not left and
that the sale of arrangements was not just
another number in the agency’s books. This
makes them loyal passengers, and provides
the agency with a reputation as a successful
agency that cares about its passengers.

Conclusion

For the successful operation of a tra-
vel agency that will have satisfied and loyal
clients, it is necessary to invest in: employee
education in terms of good knowledge of de-
stinations, hotel accommodation and the infra-
structure of that destination (Cary, 2004); that
there is a good psychological evaluation of
each tourist, in order to recommend an adequ-
ate offer to him and of course, that this would
ultimately result in the satisfaction of the to-
urist at the destination and upon returning to
the home place (Cohen, Cohen, 2012). Gone
are the days of sitting in agencies and waiting
for clients to come in for brochures, as well as

relying only on “loyal clients” who have alre-
ady traveled with certain agencies. The infor-
mative role of the travel agency is now more
than important and expressed. Although many
were afraid that it would become just a place
that gives advice and does not sell, in practice
it has been confirmed that this is not the case.
Giving “value for money” is what the custo-
mer feels (Frisvoll, 2013). If a travel agent
devotes himself sufficiently to each client and
with all the necessary information are provi-
ded, clients will develop trust (Leiper, 1990).
Trust equals successful business.

To survive in today’s tourism market, a
travel agency must follow technological in-
novations and trends (Burgold, Rolfes 2013).
One of the biggest changes is happening in
the field of social networks (Maga$, Basan,
2007). In order to “be in trend” and animate
their niche of travelers (group 1), the agency
has invested in education in that field: recor-
ding of video material, editing, posting on
social networks, addressing and attracting its
niche with interesting stories and with attra-
ctive posts. To create this content, it uses ma-
terials from the trips of its sales agents and
many videos of satisfied travelers. All this
resulted in a positive result when it comes to
travelers’ perceptions, and for business in the
sphere of travel agencies and tour operators,
there is nothing more important than a satis-
fied tourist (Tremblay, 1998).
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Mareja CranojeBuh, cTyIeHT MacTep CTyIHja
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Tamapa Crommuh, CTyIeHT JOKTOPCKUX CTY/IH]a,
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JAPYHITBEHE MPEXE U IbUXOB YTUIIAJ HA U3BOP
PECTOPAHA HA ITIPUMEPY YI'OCTUTE/BCKO-TYPUCTUYKE
NHAYCTPUJE PEIIYBJIMKE CPBUJE

SOCIAL NETWORKS AND THEIR INFLUENCE ON THE CHOICE OF
RESTAURANT IN THE EXAMPLE OF THE HOSPITALITY INDUSTRY OF THE
REPUBLIC OF SERBIA

Ancmpakm: [lpyuumeene mpedce npeo-
cmaesmajy jeoan 00 HaAjOumHujux Kawaid
30 KOMYHUKAYUY U MApKemuHe y MHOSUM
oenamnocmuma. Ha opywmeenum mpedxca-
Ma yeocmumesncku objekmu, nomeHyujaine
KOpUCHUKe Yyciyed Moy UHpopmucamu o
CBOJUM YCNy2aMd, CHUICEILUMA, OP2aHU30-
sary Oocahaja, nocebnum nowyoama, aiu
Mo2y u Oa npedocmage concmeene homo-
epajuje, eudeo 3anuce, supmyeinne mype
Kemepune oOjekama U HA mMaj HauyuH 0da
oonpunecy ORUNBUBOCU Y2OCUMEHCKUX
yvenyea. Ilpeomem o6oe paoda je ymuyaj Koju
Kopuuiherbe OpyuImeeHux Mpexca uma Ha us-
bop kemepune objexama Ha npumepy y2oc-
mumesbCKo-mypucmuuxe unoycmpuje Peny-
onuxe Cpbuje u 3nauaj 3a yeocmumesncmeo.
3aoamax oeoe pada je oa ucmpasicu pak-
mope Koju oopehyjy ymuyaj xopuwhera
OpYUImEeHUX Mpexca Ha u300p Kemepume
objexama 00 cmpane NOMpowaud, ca yusvem
da ce ymepou Koju cy mo ¢hakmopu Koju
umajy ymuyaj na xopuuiheroe OpyumeeHux
Mpedica u 0a iu mo ymuye Ha OOHOUuLerbe 00-
JIyKe 0 0011acKy y yeocmumesocku oojexam.
Pesyimamu  ucmpascusaroa noxasyjy oa
Oopyuimeene mpesxce ymuyy na nOmpoulaiegy
nepyenyujy u usbop pecmopana, npu uemy je

Abstract: Social networks represent one of
the most important channels for communi-
cation and marketing in many industries.
On social networks, catering facilities can
inform potential service users about their
services, discounts, organizing events, spe-
cial offers, but they can also present their
own photos, videos, virtual tours of catering
facilities and thus contribute to the tangibi-
lity of catering services. The subject of this
paper is the impact that the use of social
networks has on the choice of catering faci-
lities on the example of the hospitality and
tourism industry of the Republic of Serbia
and its importance for the hospitality indu-
stry. The task of this paper is to investigate
the factors that determine the influence of
the use of social networks on the choice of
catering establishments by consumers, with
the aim of determining which factors have
an influence on the use of social networks
and whether this affects the decision to go to
a catering establishment. The results of the
research show that social networks influen-
ce the consumers perception and choice of
restaurants, whereby the content shared by
restaurants on social networks is important
for forming a positive image of the restau-
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caopoicaj Koju pecmoparu 0eie Ha Opyutmee-
HUM MPeNCama 8adican 3a popmuparse no3u-
museHe ciuke o pecmopany. Pao nyou eadicne
ysuoe 3a yeocmumesve U MeHayepe y20Cmu-
mesbCKUX objekama o mome Kako od egpuxac-
HO UCKopucme Opyulmeene mpexice y ceojum
MAPKEMUHWKUM cmpameujama u nooosv-
wary Keaiumema yciyee y pecmopaHumd.

Kawyune peuu: xemepune, yeocmumencmeo,
opyumeene mpedxice, npomoyuja, Penybnuxa
Cpbuja.

YBoa

CaBpeMeHO OKpYKEHhE KapaKTepHIILy
WHOBaIHje, Op3e IMPOMEHE, KpeaTHBHE UJIC)e
u HOBe TexHojoruje. Opranusanuje koje ce
y CKIIaJly ca TUM IIPOMEHaMa Memajy, pacTy
U pa3BHjajy OCTBapyjy KOHKYPEHTCKY Npe.-
HOCT Ha TPXKHUINTY Ha kKome mociyjy (Pani¢
et al., 2018). JIpymTBeHe, KyJITypHE U €KO-
JIOIIKE TIPOMEHE, 3ajeJHO Ca Pa3HOBPCHUM
NOCTaBKaMa paJHOI JKMBOTAa M W300puMa
JKHBOTHOT' CTHJIa, ToBehasie Ccy 3Hauaj Cek-
TOpa KeTepuHT 00jeKTa. 300T CTaTHOT pacTa
TPXKHUIITA, pa3InyuTe goMahe U CTpaHe KoM-
MaHWje HENpEeCcTaHO yia3e Ha TPXKHUIITE ca
HOBHM wmHBecTHIHjamMa. OBO je TpaHC)Op-
MHCAJIO CEKTOpP YTrOCTHTEJhCTBA Y 030MIbaH
MIOCJIOBHH ITOAYXBAT U aJaT 3a HHBECTHUPAIbE.
Hose wmuBecTnmmje ce mokpehy pamm yHa-
npeherma ycnyra v KBaJuTeTa y OBOM BHCOKO
KOHKYPEHTHOM CEKTOpY, @ OBM KaIlMTaJHO
WHTCH3WBHU TIOJCTHIAjU JomaTtHo moseha-
Bajy Tporkose (Kouchesfahani et al., 2019).
CexTop IpyXama yciyra xpaHe u nuha y
YTOCTUTEJBCTBY MMa JyI'y HCTOPHjCKY 1103a-
JIMHY Ha KOHIIENTYaJIHOM HIBOY. OBaj CEKTOp
Ma BEJIMKH 3Ha4aj 32 €KOHOMUJY U TypH3aM
jenne 3emube (Aynalem et al., 2016). Ou moa-
pasyMeBa crajame KyJIMHAPCKE YMETHOCTH U
MHXEHEePCKUX BELITHHA YHYTAp Pa3IHIUTHX
BpcTa KeTepuHT objekara (Ondogan, 2016).

JpywTBeHe Mpexe nocraie cy MohaH
ayart 3a M3rpaiiby BUPTYaIHE 3ajeJHHLE KOja
oMoryhasa JpyquMa pa pasroBapajy, Jjene
uHpopmarije u capalyjy online (Anderson,
2012). HoBe mOCIOBHE HHHIIMjaTHBE MOTY
ycreTH 300r HUCKHX TPOIIKOBA MapKETHHTa

rant. The paper offers important insights for
restaurateurs and restaurant managers on
how to effectively use social media in their
marketing strategies and improve service qu-
ality in restaurants.

Key words: catering, hospitality, social
networks, Republic of Serbia

myTeM apymTBeHHX Menuja (Ali-Hassan et
al., 2015). Jla 6u nosehayiu nomynapHocT n
Mpo¢UTAOMITHOCT, CBE BHIIIE KETEPHUHT 00je-
Kara KOPHCTH JPYIITBEHE MPEKe y KOMOUHA-
IUjU ca MPOMOTUBHUM aKTHBHOCTHMA KaKoO
OM OCBEXKHJIM CBOje MapKETHHIIKE CTpare-
ruje u noBehanu nesbeme HA IPYIITBEHUM
MpeKaMa W TMOTCHLHUjaHO YKIJbYYHBAC
KOpUCHUKa. [IpoMOTHBHE aKTUBHOCTH 00yX-
BaTajy CBE aKTHBHOCTH KOje CIpOBOJIE Opoj-
HU KETEpUHI' 00jeKTH (pecTopaHu, Mmociac-
THYapHUIIE, TeKape, PaJHOHMIE XpaHe |
CJIMIIYHO) Kako OM MPOMOBHCAO CBOj OpeH.
Yy KPaTKOPOYHOM M IYTOPOYHOM HEPHOLY
(Li et al., 2021). [IpywrBeHu Menuju cy mo-
CTaJIM NPaKTHYaH U MOTOJaH ajaT 3a MapKe-
TUHI, KOMYHHUKAlMjy C KOPHCHHUIINMA, HH-
XOBUM 3aHHTEPECOBAaHUM CTpaHaMa, Kao M
yHyTap came opranusaije. OHe cy 100po
yCIoCTaBJbeHEe, MehyTum camo Hajrory-
JapHHje JpYILITBEHE Mpexe oapelyjy HHMBO
kopumhema UCTUX Yy 3€MJbH, LITO 3aXTEBa
IbUXOBO aJICKBaTHO aHaJIM3WpPambe Kako Ou
Ce CIIPOBOJIMIIE COIMjaTHE aKTHBHOCTH Mehy
LUJbAHOM ITyOJTMKOM W YHanpeauo OW3HHC
(Chaffey, 2016).

IIpenmer oBor paaa je yTHuaj Koju Ko-
pumheme APYyIITBEHUX MpeXa HMa Ha H3-
0Op KeTepuHI o0jekaTa Ha MpPUMEpPy Yroc-
TUTEJBCKO TYPHCTHYKe HHAycTpHje Perry-
onmuke CpOuje W BHUXOB 3HaYaja 3a YroCTH-
TEJBCKO-TYPUCTHYKY HHIYCTPH]Y, OXHOCHO
npuBpeaHd pasBoj. Kopumhewe ycmyra y
pa3IMYUTAM KETepUHT OOjeKTHMa YCKO je
MOBE3aHO Ca KUBOTHUM CTHUIIOBUMA JbYJIH,
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n 300T TOTa je OJ U3Y3ETHOT 3Hayaja UCTpa-
JKHTH TOTCHLUjaJHU yTHLA] IPYIITBEHHX
MeJfja y OBOM KOHTEKCTY.
3anarak paja je 1a UCTpaXu 1a JU Uy
K0jOj MepH KopHIIhema APYIITBEHUX MpexKa
1 aKTUBHOCT PE€CTOpaHa Ha BbbUMa, UMa yTH-
11aj Ha 1300p MOTpoIIada MPUIMKOM o1abupa
KeTepUHT 00jeKaTa, ¥ yTBPIH Ja JIU TO IPaBH
pa3IKKy 3a MOTCHIUjaJIHU OfjIa3aK U 00e0-
Bame y PECTOPaHUMA.
lu/p umeTpaskuBamaje 1a a OArOBOpE
Ha ciiezieha ucTpaknBadKka MUTaba:
1.[la mu ymorpeba IpyIITBEHHX Mpeka
yTHu4e Ha U300p pecTopaHa TOKOM ITy-
TOBama?
2.Jla mu ymorpeba IpYMITBEHHX MpeEka
yTH4Ye Ha U300p pecropaHa y MecTy
npeOuBanuImTa?
3. la nu cazapikaj KOju pecTopaHy IIacu-
pajy Ha IpyITBEHE MPEXE UMa yTUIA]
Ha U300p pecTopaHa KoJ morporiaya?

pernen aureparype

JlpyluTBeHe Mpeke Cy HeM30CTaBaH JIeo
nH(pOpMaILMOHE PEBOIYIMjE KOja UM 3HAYa]
CIMYaH YTHIAJy WHAYCTPHjCKE PEBOIYIIH]jE
Ha YOBEYAHCTBO WJIM M3yMHMa Kao IITO je
mrammnapcka mpeca (Webster, 2013). Wn-
(dbopmarije Cy 10CTyIHE y pa3sanduTuM (op-
MaMa BHILIC HETrO MKaJa paHHje, ca BETHKUM
n300pOM MHCAHUX MEHja, paanuo M TCICBH-
3MjCKOT Ccajprkaja, U KOMIIAaHH]C PEKIIaMH-
pajy Ha pa3IuYUTUM JOKAIHjaMa, O] U3JI0ora
JI0 TIpoJaBHMIIA N0 caoOpahajHUX YBOpOBa.
Kana ce 0BO 1012 OHJIAjH OKpYXKewY ITe je
CBe OBO TPUCYTHO Ha 3Ha4ajHO Behoj ckamm,
M JaHalllibe IPYIITBO je HH(OpMAIIH]jCKH
NPENyHO M 3acyTO MEAWjUMa, pa3MeHa II0-
pyka m3mel)y Mpe)KHUX aKTepa IocTaje 3Ha-
YajaH rmokasare/b HHPOPMAIHOHOT APYIITBA
(Surma, 2016).

Pa3Boj uHTEpHETA U TI0jaBa IPYIITBEHIX
Mpexa IIPOMEHWIH Cy APYLITBEHE AUHAMHU-
ke. OBe M3MEHE Cy yTUIIale Ha MPUCTYH H
AaKTUBHOCTH OpraHM3aldja Y KOMYHUKAIHjH
u npoMouuju. TpaaulMOHAIHK MEAHjU CY
U Jajbe MPUCYTHH, aJu KOpHIINeHhe IUTHU-
TAJIHUX KaHalla 33 MPOMOIIMjy CTaJIHO pac-
te (Belch & Belch, 2014). Heke xomnanuje

caJia IPUMeErbYjy UCKJbYUUBO JUTUTAITHE Ka-
HaJle 32 KOMYHHUKAIjy u mpoMonnjy (Saura
et al., 2020). O6uuHO, HajeduKacHUje je
KOMOWHOBamE TPaJMIIMOHAIHUX U TUTUTAII-
HUX MeAMja Kako OM ce TIOCTUTIIN HajoospH
pesynraru. Heku aytopu, kao mro je Yadu
(Chaffey, 2015), naramiaBajy pasjiuke H3-
Mel)y oBe 1Be BpCTE MeIHja U MPUCTYyIa KOje
3axTeBajy. IHTEepHET MapKETHHT j€ 3aCHOBAH
Ha MHTEPHETY Kao MEIM]y MPEKO Kora KoMy-
HUIFpa YNTaBa IDIAHETa, OCOOCHOCTH Koja
eBoiynpa, (peHoMeHa KOoju nmpeBa3uiia3u CBe
ocTalie TeXHOJIOIIKE H3yMe U TIaTeHTE Halller
Bpemena (Trisic et al., 2014).

Kopumhewe coumjamaux Menuja jo-
KHBJbaBa CKCHOHCHLHMjaJHU PacT M3 JaHa
y nan (Barrot, 2020). ComujaiHe Meaujcke
wiaropme npyxajy orpomHe moryhnocrn
3a CTBapame CBECTU O OpEHIY W CTpaTerje
nocioBama. KOH3UCTEHTHOCT Y OfipyKaBarby
MPUCYCTBA HA COLMjATHUM MEINjCKHUM ILIat-
¢dopmama kIbyd je ycmexa. [Ipumena edu-
KaCHMX TaKTHKa Kao IITO Cy yCMEHa peKiia-
Ma, YTULAjHA MapKeTHHT, aJeKBaTHa KOMY-
HUKAIMja ¥ aHTa)XOBamke ca KymuMa ay0o-
KO yTH4e Ha ycrex Omio kor nocina (Grubor
et al., 2015). ,,Haj0osp MapKeTHHT myTeMm
JPYIITBEHHX MPEeXKa I0Ja3H He O CaMe KOM-
nanyje, Beh o1 KopucHHKa Wiu 0asze oboxa-
Banana“ (Barker et al., 2016).

IMpomouuja myTem APYIITBEHUX MpeKa

MapkeTuHr JpYIITBEHUX MEAWja HIH
ckpaheno SMM (Social Media Marketing)
ce OJIHOCHM Ha MapKeTHUHI KOjU ce o0aBba
OyTeM JApYLITBCHHUX MEAWja WIH CajToBa
KOju Ccy TipermoipeljeHH 3a APYIITBEHO YM-
pexaBame (Velazquez et al., 2015). Ma-
COBHOCT KopHmIhema APYIITBEHUX MeJHja
y NIPOMOTHBHE CBpXe o cTpaHe npenyseha
He MpejcTaBiba HUIITA HOBO. Hanme, MHOTH
OpeHIoBH Cy BeoMa Op30 IPEro3HAIH IO-
TEHIIMjaJl KOj! IPYIITBCHU MEIUjU MMajy, U
PEIOBHO KOPUCTE MCTE PaaH COIICTBEHOT pe-
kimamupama (Yang et al., 2016).

HctpaxuBama ce¢ CBE BHIIC (POKYCH-
pajy Ha IpymrTBeHe Meauje, ysumajyhu y
0031p BHUXOB pacT U 00WJBE caapiKaja KOju
ce kpeupa Ha wuHTepHery (Xiang et al.,
2015). ¥V wucrpaxuBamwy npema Tumumicu-
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Ha (Timilsina, 2017), 3a10BOJECTBO KyTiala
NPECTaBIba jOII jeHY KJbYYHY KOMIIOHCH-
Ty. JIoOpo MecTo M mpujaTtHa armocdepa
HHCY JIOBOJbHH, KyIIIMMa je Takohe morpe-
0aH kBayuTeT XpaHe u yciyra. Crora cy
YTOCTUTEC/bCKU pAaIHUIU NMUTAHU Ja JIK KO-
pucTe oBpaTHe MH(POPMAIHje KOje IPUMajy
01 TIOTpOIIIa4a y CBOjeM IOCIIOBAY, O] Yera
je 67% ncrnuTaHuKa HAIOMEHYJI0 J1a KOpHUC-
Te MoBpaTHe HH(POPMAIHje Kako ON yTHIIATIH
Ha CBOj paj ¥ TOOOJBIIATH KBATUTET yCIyTe
Kako OW 3aJI0BOJbMIIM TOTpPede MmoTpoiaya,
3aje[JHO ca YKyCHOM XpaHoM. [loTeHuujanu
KOje IPYIITBEHE MpPEXE MOCENyjy Y MOoTIey
MIPOMOTHBHUX aKTHBHOCTH JIaHAC Cy BEJIMKE,
u noBehasajy ce u3 gana y nas. Ha npymrse-
HUM MpekaMma IPeACTaBHHULY PeCcTOpaHa,
MOTECHIMjaJJHE KOPUCHUKE YCJIyra MOTY WH-
(dopmHcaTH O CBOjUM ycCIyrama, CHIDKCEhH-
Ma, OpraHu3oBamy norahaja, moceOHUM I0-
HyJlama, aJli MOTY | Jia TIpeJICTaBe COICTBE-
He ¢oTorpaduje, BUALO 3aIUce, BUPTYCTHE
Type pecTopaHa M Ha Taj Ha4MH JJONpPUHECY
ONMHIJBUBOCTH pecToparepcke yemyre (Pajic,
2010).

EBoayuuja ,,Word of mouth® npomo-
uuje

Ca pacToM IONYJapHOCTH HHTEPHETa,
Tpagunronatau WOM ce npeTBapa y enex-
TpoHckn WOM (eWOM) (Mishra, 2016).
eWOM ce neduHuIIe Ka0 KOMyHHKAIH]a yC-
MepeHa IpemMa KylIuMa oJ CTpaHe Kyrana
IIyTEeM TEXHOJIOTMja 3aCHOBAaHNX Ha HHTEPHE-
Ty, nonyt dejcodyka, ['yrna, TBurepa, y mpo-
motuBHe cpxe (Litvin et al., 2008). WOM
n eWOM ce cMaTpajy KIbydHUM (pakTopumMa
y MapketuHry. Ojyiyka Kymaia u J0jaTHOCT
KyTara Cy BaKHHU 3a YCIENIHO ITOCIIOBambe
(Leung & Baloglu, 2015). eWOM je noctu-
a0 HOBU HUBO. KOpl/ICHl/ILlI/l HWHTCEpHETA calla
CHTY3UjaCTHYHO INPETPaxyjy IpYLITBEHE
MpesKe Kako OM Ca3HalIM LiTa Cy IPYTH KyIl-
M pexsin o oapehenom mpoussony. Jlonar-
HO, KyITIH CE€ YaK MOTY aHI'a)KOBaTH Kako OH
ce nHpopmucanu o Tom npoussony (Erkan,
2014).

Bpcre apymirBeHux Mpeka

Kako nocroju Benrku 0poj ApYIITBEHUX
Mpexa, Hije Moryhe akTHBHO OMTH IIpUCYTaH

Ha CBMMa O] HbHX, IIOTOTOBO IITO j& YIPaBO
CJIEMEHT aKTUBHOCTH MMIICPATUB Y HACTYITY
Ha MuTepHety. Ctora je moTpeOHO omadpaT
IIPaBU MEJIMj Y 3aBUCHOCTH O] LIJbHE TPyIIe
U TPEHAOBA Ha TPXKHIUTY y JaToj OONACTH.
CBaka JIpyIITBeHA MpeKa yIJIaBHOM MPHUBIIA-
M onpeleHy rpymy Jbyau, 1a opraHuzanuje
Tpeba 1a TpoBepe Tae Cy HAJIPHUCYTHHjU
wuxoBu kopucHunm (Kaplan & Haenlein,
2010). Heke ox momynapHUjUX APYIITBEHUX
MperKa JaHAIIBHIE KOje pECTOPAaHU MOT'Y 1a
KOPHCTE 3a CBOj€ I0CJIOBABE U IPOMOTHBHE
aktuBHOCTH cy: DejcOyk; UucTarpam; X (ex
Teutep); [Tuarepect; TikTok (Oritz-Ospina
& Roser, 2023).

DejcOyk je OpymTBeHA Mpexka Koja
OKYIlJba HAQjIINPy 3ajCAHUILy KOPHUCHHKA,
onakmapajyhu KOpUCHHIMMA JIa CE TIOBEXKY
1 KOMyHHIIPa]y MehycoOHo. DejcOyk omo-
ryhaBa KOpHCHHUIIMMA Aa JeJe CBOja HCKY-
CTBa y BUJy CJIMKa, BUJiea WK 00jaBa | I10-
Make M JIa OCTaHy [TOBE3aHH C IPHjaTesbu-
Ma U TIOPOIHUIIOM, Oe3 0031pa Ha reorpadcke
npenpeke (Miller, 2013). Bpoj kopucHuKa Ha
OBOj APYUITBEHO] MPEXHU mpena3u 2,4 Mu-
JMjapJie MECEYHNX KOPUCHHKA, IITO 00yXBa-
Ta BHIIIC O] 10JIa CBMX KOPHCHUKA WHTEPHE-
Ta Ha cBeTy, ynHehn dejcOyk HajMHOTOIBY/I-
HUJOM JIPYIITBEHOM MpEXOM W BeoMa Ko-
pucHIM MapkeTHHIIKAM amatoMm (Golbeck,
2015). Kopucrehu Heke HOBE BUIOBE WH-
Tepakiuja, nomyt (ejcOyk aHkeTe, KomIia-
HHUje W UCTPaXWBadd MOTY BeoMma Op30 ma
J100Mjy MHOIITBO TOBPaTHUX HMH(oOpManuja
oJ moctojehux 1 moreHnujaIHNX MOCeTHOA
(Richard & Guppy, 2014). Jom jeman on Ha-
yrHa Ha Koju DejcOyk yTHue Ha MoCIoBame
pecTopaHa jecy pereHsmje, Koje Cy y ciyqajy
JOPYIITBEHHX MpEeXa BHIAJBHBE MHJIMOHHMA
Jbyu. AKO je TIOTpolIay 3a70BOJbaH MPOM3-
BOJIOM HJIM ITOCJIOM M OH/OHA OCTaBU KOMEH-
Tap Ha jaBHH 3MJ CTPAHHUIIE, OBa IIO3UTHBHA
perieH3nja OM Moria Ja MPYXKU KOMIIaHUjH
jaBHY mompmiKy. MeljyTuM, ako je moTporraq
HE3a/I0BOJbaH TIOCJIOM M OCTaBH HETraTHBHY
pelieHs3mjy Ha 3u]y CTpaHHIE, OBO HE3al0-
BOJECTBO MOI'Yy OIMax Jia BUJE MUIUjapie
norporradya Ha Dejcoyky (Webber, 2013).

WHcrarpam je amummkanmja Koja KOpHC-
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HunuMa omoryhaBa na ¢ororpadumy u
JieJIe CITUKE ca CBOJHM IPAaTHOLUMA, 3ajeTHO
ca JPYruM OpYIITBEHHM Mpekama IOIyT
OejcOyka. Yap Mucrarpama sexu y Tome
IITO KOPHCHHUK MOXKE H3a0paTH CIUKe H
MPETBOPUTH MX Y JIUBHE, aTPAKTUBHE CIIMKE
U YYUHHUTH UX JICTIIIHM [PeMa CBOjHUM JKeJba-
Ma (Currid, 2013). Unmenuna fa je WHCTa-
rpaM JIpyIITBEHa Mpexa Koja ce HajBHIIe
noBesyje ca cnmkama u Qororpadujama Ha
MPEKH, YHHH je BPJIO IIOTOJHUM MECTOM 32
MPOMOLIM]Y W MAapKETUHI YTOCTHUTEJHCKUX
oOjekara (Rogers, 2021). I'ajuh u capamau-
mu (Gaji¢ et al., 2020), maBoge ma Mucra-
rpaM MMa 3HavajaH yTHIaj Ha u300p yroc-
THTEJBCKOT 00jeKaT M XpaHe KoJ| MOTpoIaya,
yTuayhy Ha BHUXOB CTaB IpeMa IIPOU3BOLY
win yciry3u. VHcrarpam CBOjUM KOPHCHH-
[Ma HyJM pa3jIMYuTe HAauMHEe Ja JIelie CBOje
¢dororpaduje u Bumeo 3ammce Kopucrehn
mobuiHe ypehaje. Kao HenaBHu Tpens, cse
BUIIIE pecTopaHa o00jaBibyje QoTorpaduje
WJIA BUJICO CaJIPKaje O CBOjOj XPaHH, YCIyXK-
HOM 0c00JbY, aTMOC(EepH U IPYIrUM OMTHUM
ndpopmanujama. [Tomro morpomradn KOpucTe
WucTarpamM 3HaTHO BHUIIIE 011 OHIIO KOje APYTe
JPYLITBEHE MPEXKe, BAXKHO je Ja KOMIIAHHUje
3Hajy 3aIITO OW FHUXOBH KIHMjEHTH MOTIHN
Jla KOPUCTE OBY IIaTGOpPMYy M ITa MOTY Ja
OYeKyjy Ol OBe arutukanuje. VHcTarpam je
Ba)KaH allar 3a KOPUCHHUKE Jia u3pase CBoja
ocehama TpeMa pPECTOPAHCKUM HCKYCTBH-
Ma. Oxkpyxeme U armocdepa pecropaHa
Mory OuTH 60Jb€ PUKA3aHU Ha CIUIN HETO
y MHCaHO] PELEH3MUjU Ha APYTUM BeO JIOKa-
mujama. PemeHsnje pecTopaHa yBoAe HHU3
nH}popMalrja Koje MoTpoIIadyiMa 110jeJHOC-
TaBJbYjy MpoIlec JOHOMIeHa otyKa. [Tocma-
Tpajyhu oBe peneHsuje, MOTPOIIAadH MOTY
Jo0uTH NieTajbHe nHdopmalyje, Ha mpumep,
0 atMocepy pecTopaHa, KBaJIUTETY yCIyre
u xpane. McroBpemeHno, oBo omoryhasa Me-
Haliepruma Jia Hayde IITa JbY/I1 TOBOpE O pec-
TOpaHy W NpyXa UM MHOTe MOT'YhHOCTH na
mo0oJbIiajy cBoj yuuHak. Iloctoje nBe BpcTe
OHJIAJH pEIICH3HUja: pPEICH3Hje KOje TeHEepH-
IIy MOTPOIIAYH KOje Cy 3aCHOBAHE HA JIMY-
HOM KCKYCTBY U PCIICH3H]jE KOje MHIIY IpO-
¢decuonannu ypenuunu (Stoitzner, 2020).

TBuTep je JIpymTBEeHa Mpeka HacTa-
ma 2006. ronune, koja je Beh 2013. roguae
Opojana mpeko 554 MHIMOHA KOPUCHHUKA
npeko 9000 oGjaBa cBake cexyHue (Statistic
Brain, 2013). On jyna 2023. roguae Tutep
je mpeumeHoBaH y ,,X“. TBurep je npymirse-
Ha Mpexa Koja je cimuna DejcOyk-y, anu je
MaJio jeMHOCTaBHUjEeT M3Ivie[a. 3aCHOBAH je
HA MHKpPOOJIOTUHT IIaThOPMH, U KapaKTe-
PHIIy ra KpaTKu CTaTyCcH WiIn 00jaBe KOjH ce
HA3WBajy TBUTOBH U OrpaHmdeHu cy Ha 280
kapakrepa (Syn & Oh, 2015). Ocum TekcTy-
aHAX 00jaBa, Ha X-y ce MOTy 00jaBJbHBaTH
U CJIUKE, KOje OCTalI KOPHCHHILM OBE MPEIKe
MOT'Y JlaJbe JISTUTH (PETBUTOBATH), YUME CE
BHJBMBOCT 00jaBe 3Ha4dajHO yBehara. O0ja-
Be npahene ca ciaukom, mosehasajy moryh-
HOCT peTBHTOBama 3a npexo 500% (Mondal
et al.,, 2023). I[NojennHa HCTpakWBama Ha-
Bozie aa ckopo 70% pecropaHa kopuctu X
MpEXy 3a NMPOMOLIMjy CBOT' caapkaja, mehy
KOjuMa TIpeIi-ade MaId PeCTOPaHH, KOjU KO-
pucte OcHe(pUTE HUCKUAX TPOIIKOBA M BEIIU-
KOT' JIOMETa, KOje 0Ba Mpeka HyJH, Y CBPXY
npomorje (Jiang & Erdem, 2017). Tsuro-
BU, OCHM TEKCTYaJIHOT cajpkaja, 00yxBarajy
U MHpOpMaIHje Kao LITO Cy MME MOIINIba-
oma, BpeMme OOjaBJbMBama, THII je3WKa H
cimuno (Park et al., 2016a). C 063upom Ha
TO J1a KYILH Jajy HCKpEeHa MUIIUBbEEha O MPO-
M3BOAMMA W ycllyramMa W jJa WHdopmaluje
IyTeM JPYIITBEHUX Me/uja BUCOKO LIEHE
JPYTU KyIIH, aHAJIU3a IPYLITBEHUX Meanja
kopuithemem X-a je BaKHa 32 YTOCTUTEIbC-
Ky MHAYCTpH]jy. AHaJIM3Upame eMoluja Ko-
pucHrKa moMohy caapikaja KOju TEHEpPHIITY,
oMmoryhyje kommaHujama 1a MPOICHE CTa-
BOBE KyTIara IpeMa Ipon3BOAY, YCIy3H WIN
openny (Park et al., 2016b).

TuxTok je npyliTBeHa Mpeka Koja ce
pasemia 2016. ronuHe, a €KCIAaH3Ujy TOXK-
nBena 3a Bpeme mnanaemuje COVID-19
(Rustanta et al 2023). TukTok je nanac nz-
y3eTHO IomysapHa riardopma. KopucHumm
j€ KopHuCcTe Kako OM 3aJ0BOJHHIIA Pa3IAUH-
Te noTpede 3a nHpopmanrjama, 3a IPOMO-
uujy mpousBona mwin yciyra (Dewa et al.,
2021), obpazoBame (Hikmawati & Farida,
2021), na yak u y Bepcke cBpxe (Ramdani
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et al., 2021). ITonynapraoct TukToka moxe
ce TPHUIHCATH HEroBOj CIIOCOOHOCTH Ja
3a70BOJbH PA3IMUYUTE HHPOPMALUOHE IOT-
pebe (Montag et al., 2021). 3a paznuky of
TpaguuuoHamHUX Mearja, TukTok Hyau HH-
¢dopmanmje y oOIMKy KpaTKUX BHUACO KIH-
10Ba, LITO Ta YMHM NPUBJIAYHUJUM M JIOC-
tynmaujuM. Kibyana pasnuka TukTok camp-
kKaja yKJbydyje caBeTe M TPUKOBE, CKEUeBE
n wn3azoBe, omoryhasajyhm kopucHuIMa
la mW3pa3e CBOj jENUHCTBCHH HACHTUTET
(Abidin et al., 2022). MHore KOMIaHuje Ko-
pucte TukTok 32 MPOMOLKjy NPOU3BOAA H
ycayra. OH CIy)kKH Kao BHPTyaJlHa IPOAAaB-
HUIIA TJie KOPUCHHIIM JIAKO MOTY KyTOBaTh
mpomsBoze (Akbari et al., 2022). TuxTok ce
MOKa3ao0 MmoceOHo ycnemnum mely mmalhjum
KOPHCHHUIMMA, IpU 4eMy je Behu mporeHar
JKCHCKUX KopHcHHKa. [Ipema nonmaumma
Craructe u3 2022. ronune TukxTox-oBa mio-
OanHa my0OiMKa ce cacrojaia ox 42,6% jxeH-
CKHX KOpHCHHUKa cTapoctu m3mehy 18-34
TOJIMHE, IOK CY MYIIKapIH Y UCTOj CTapOC-
HOj Tpyn# 4yuHWIN npuommwkHo 31,5% Ko-
pucHIUKe Oasze.

TuxTok ce pokycupa Ha BHICO CaipKaj
Kparkor opMara KOju Ce YeCTO IpelcTa-
BJbA Ha 3a0aBaH, HHTEPAKTUBAH U IPUCTY-
ravaH Ha4WH, y Tpajamy of 15 cekyHau 1o
3 MuHyTa, MehyTHM BehiMHA BUICO CHUMA-
ka y TuxkTok-y Tpaje Mame Of jeIHOT MH-
HyTa, IITO CE€ MOXKE IPHUITUCATH KPATKOM
BPEMEHCKOM DPAacCIOHY Ma)KE¢ KOPHCHHKA,
Kao U BUXOBOj IMOTpeOu 3a Op30oM 3a0aBOM
(Lin, 2022). Yak 79% wucrnuTaHuKa KOjU
xopucte TuxTok je pexso Aa Ccy aKTHBHO
nocehnBanu uim KynoBanu y onpeheHom
pecTopaHy Ha OCHOBY cajpiaja KOju Cy
MIPOHANIIIN Ha TOj MpeXu. OB NCIIUTAHU-
LM Cy MoKa3aiu Behu HUBO JIOjaJTHOCTH U
3aJJ0BOJbCTBA OpPCHIY Kaja Cy HaWlUId H
HCTPpOXWIN n300pe OpeHma Kpo3 Mpero-
pyke yrunajuux Jeynu (Eng, 2023). Kon-
tec (Contes, 2022) HaBOIM 1a KOPUCHHITH
moou 18-20 rogmna mokasyjy 99% Behe
OClIamamke Ha JPYLITBEHE MEIHje W OH-
JIajH peleH3uje 3a oJabup pecTopaHa y
nopehewy ca KOPUCHUIIMMA M3 CTapHjHX
CTapOCHHUX IpyIa.

Mertonosoruja paaa

Y OBOM HCTpaKUBalby YYECTBOBAJIO je
258 wucnuTaHWKa. AHKETHO HCTPaKUBAHE
je coposenerno ox 1.07.2023. mo 1.09.2023.
TOJIMHE U OMJIO je HAMECHEHO UCITUTAHUIIUMA
KOjU MMajy MHHUMYM OCaMHAaecT TOAMHA.
Vcnimranniym cy aHKeTHPaHU eJIEKTPOHCKUM
MyTeM, y3 IOMON pa3HuX JIPYIITBEHHX Mpe-
Ka 1 UHTCPHET CPEACTBUMA KOMyHI/IKaHI/Ije,
a aHKeTa je Omya y MOTIYHOCTH aHOHUMA. Y
aHKETH Cy YYEeCTBOBAJIM UCIUTAHUIU KOJU
Cy OWJIM pa3IMauTor 110J1a, CTapOCHE 100U 1
o0Opa3oBama.

AHKCTHH YIIUTHHUK j€ KPEUPaH IO y30py
Ha HCTPaXKHUBAIBE KOje Cy CIPOBENU Yaris
n Aykol, (2022). VYnutHuk je y oxpebe-
HOj MepH MOIM(HKOBAH ca IHJbeM aa Oyae
npuiaro)eH moxHeO/by Ha KOjeM ce BpIIN
UCTpaKUBabE, a CaCTOjH ce o1 23 muTama,
TO/IEJbEHUX Ha TPH LICJINHE:

— IIpBa rpyna nurama OZHOCHJA CE Ha
coIo-aeMorpa)cke  KapaKTepHCTHKE
WCIHTAHUKA U cacTojasia ce OJl IIeCT
MUTarka 3aTBOPEHOT THIIA, Koja cy Onia
BE3aHa 3a I10J1 MCIUTaHHKa, CTapoCT,
pazHu cTaTyc, HUBO 00pa3oBama, HUBO
MECCUHUX IpHUMamka U CTCICH PEa0B-
HOCTH II0CETE PeCTOpaHa.

— VY Jpyroj rpymnu nuTama UCIUTAHUIIN
Cy OJroBapalid Ha IUTama Koja Cy ce
OZIHOCHJIa HAa FHbMXOBE HABHKE U TE€He-
paJiHe cTaBOBE O yNnoTpeOH JpylITBe-
HUX Mpexa.

— Tpeha rpyma nuTtama je Be3aHa 3a yTH-
11aj JPYIMITBEHUX MpeXka Ha omadbup Ha
071abup pecropaHa.

Kon npyre u Tpehe rpyne nurama, ucnu-
TaHHUIU Cy CE W3jalllbaBaId O Claramy ca
oapeljeHuM TBpamMa oMol eToCTeeHe
JIukepToBe ckaie, y pactony ox 1 mo 5 (1 —
ariCONyTHO CE HE CIIaxeM; 2 — He CIaKeM Ce;
3 — MOJjeIHAKO Ce HE CIIAXKEM U JCTUMHUYHO
ce ciaxeM; 4 — cllakeM ce; 5 — arcoyryTHO
ce CIIaxkeM).

[Mopanu cy npukyrbeHu u odpaheHu y
nporpamy Excel u3 xojux cy nobujenu jen-
HOCTaBHM CTATHUCTHUYKU MOJAIM: MPOCEYHA
OIICHA U CTaHJAp/HA ICBUjaIlHja 9YUME je JI0-
OujeH 00JbY YBHI Y OATOBOPE HCITUTAHUKA.
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PesyaraTu paga u quckycuja

AHanm3a conuo-1eMorpacKux Ka-
PAKTEPHCTHKA HCITUTAHUKA

VYBuzmoM y nobujeHe pesyarare KOHCTATO-
BaHO je Ja je Y HCTPaXMBamby Y4eCTBOBAIIO
50,2% xena u 49,8% myuikapaua, ITo Mo-
TBphyje na je y30pak CKOpo je[HaK IO TOIY.
Ha ocHoBy mobujeHux pesyarara, KOju Cy
JIeTaJbHO TIpHKa3aHW y Tabemu 1, mMoxe ce
youuTH Ja HajBehw yaeo MCIUTaHWKa, TpHU-
nmaga crapocHoj rpymy mmehy 21 u 30 ro-
muHa (36,4%). OuekuBaHO je /Ja HajBHIIC
3aMHTEPECOBAHMX 3a TEMY M IOIyHaBambe
YIHUTHHKA yIpaBo Oyly NpuraaHuim miabe
MoIyJIanyje y OAHOCY Ha HajcTapuje Kare-
TopHje CTaHOBHHUIITBA, alli MOJAIH yKa3yjy
Ha paBHOMepaH ox3uB Ha y4emthe. Kana je y
NUTalky PajHH cTaTyc, Hajsehu yneo mcmu-
TaHUKa CNaja y rpyIy 3aclnocieHux, 51,9%.
Takole, najehu Opoj UCTUTaHUKA OJJHOCHO,
45,7% vma 3aBpIieH (aKyyiTeT.

Kao jeman ox Beoma BakHHUX (pakTopa 3a
obenoBame BaH Kyhe jecTe BHCHHA Meced-
Hux npuxona. Hajsehm Opoj mcrmranuka,
OJHOCHO 25,2% HCHHUTAaHUKA MMa NpUMamba
Mama o7 350€ meceyHO, TO Cy YITIaBHOM
CTYACHTH U He3arociieHa jiuna. Ha ocHoBy
pesynrara MOKEMO yOduTH 1a HajBehu meo
WCTIMTaHUKA BUIIE ITyTa MecedHo mocehyje
pecTopaHe M pa3M4YUTe BPCTEC KETEPUHT
o0jekara, oqHOCHO 43,8%, OTOM ClIe/ic OHH
koju mocehyjy jeaHOM MecedHO, OJHOCHO
26%, 1 OHUX KOjU peTKO rnocehyjy KeTepuHr
o0jere je camo 17,4%, OBu nogaru cy J1oHe-
KJIE CIIMYHU TTOJallMa HUCTPAKIBAbA KOje je
cnpoBenieHO of cTpaHe Yaris u Aykol Yaris
(2022), e 40,8% BuIIe 1MyTa MECEYHO I10-
cehyje pecropane.

AHajiM3a  CcTaBoBa 0
APYIITBEHUX MpeKa

VYBHIOM y monatke KOju Cy IpHKa3aHU
y Tabenu 2, MoXKe ce KOHCTaToBaTu jaa Behu
Opoj McnUTaHWKa KOPUCTH JPYIITBEHE Mpe-
JKEe Kao cpencTBo mHpopmucama (M=3,65),
Jla UX KOPHCTH Kako Ou mpenienao tyhe pe-
nensuje U komentape (M=3,91), xox mia-
HUpama myTtoBame (M=3,83), mmm uctpa-
JKMBama U mpahema HOBHX MPOM3BOAA Ha
Tpxkumry (M=3,86), ka0 1 KoJ 1ojase crie-

ynorpeou

nujanaux nonymna (M=3,76), nox (M=3,40)
He 00jaBJbyje caapiKaj 3a JPYIITBCHE MPEXKE
W PETKO, CKOPO HUKA/[ HE JIEJIN CBOja UCKYTBa
(M=2,96), anu 3aro Hajehu Opoj mcrmTa-
Huka (M=4,02) yrpaBo KOpHUCTH JIPYIITBCHE
MpeXke Kao CpelcTBO KoMyHHKanuje. Mcrpa-
JKUBambe crpoBeneHo ox crpane (Whiting &
Williams, 2013) motrBphyje oBe pesynrarte.
OHH, y CBOM HCTpaxxuBamy, HaBojne na 88%
UCIUTAHWKA KOPUCTH JIPYIITBEHE MpEKe
Kao CpeacTBO KoMyHHuKarmje, 80% kao cpen-
CTBO MH(OpPMHCaba, a Y BEINKOj MEpH U 32
JeJbeHe MCKYCTaBa ca JApyrumMa, 3a0aBy H
KOMYHHUKAIIH]Y.

IMpema ucrpaxuBamwy Timilsina (2017),
KOPUCHULH JIPYIITBEHUX MPEXka Cy OTKPHIIH
nma Boje na aene ¢ororpaduje xpaHe, 10-
rahaja, mHQOpMaIIHje 0 XpaHU U ycITyrama, i
YjeIHO BpILE PeKIaMy Ha APYLITBEHUM Mpe-
ama. JeqHa tpehrHa McIIuTaHuKa je n3jaBu-
J1a J1a je BHXOB IPUOPUTET MTOBPAaTHA HHPOP-
Mallfja oj KJIMjeHara, 3ajeIHO Ca JC/bCHEeM
JIPYTHX HHpOpManuja.

[Ipaheme m mocehmBame cTpaHWIa Ke-
TEepUHr o0jexara W JPYTHX YTOCHTEJbCKUX
o0jexkara Moxe OWTH TIpecynaH (akTop
NPWIMKOM JOHOLICHa OMJIyKe O IIOCETH
pecropana. M3 monaraka u3 tabene 3 mMoxe
ce BHICTH Ja 3Ha4yajaH Opoj WCIHUTaHWKA
(M=3,56) nparu 6peH0Be MPOU3BO/IA, /1A HE
npaty npoduie TYPUCTUYKHUX arcHIuja Kao
HU XOTeNla, ali 3aTo MCIUTaHWIN y Behoj
Mepu (M=3,50) ympaBo mpare cTpaHHUIlE Ke-
TEpUHT O0jekara, ITO HaM 3alpaBO TOBOPH
Jla TIOCETHOLN PEeCTOpaHa MMajy TCHICIH]Y
Jla UCTpake pecTopaH W Oyily yHO3HaTH ca
HETOBOM IIOHYIOM IIpe caMor ojuiacka. OBH
[ojany ce IOKJIAamajy ca HCTPaKHBameM
Yaris u Aykol, 1yie ucnuTaHHUIN Y BEIIUKO]
MEpH IIpaTe U MPETPaxyjy pecTopaHe Kako y
MecTy NpeOUBAJIMIITA TAKO U TOKOM OOpaBKa
BaH HCTOT.

AHajM3a yTHIaja APYIITBEHNX Mpeska Ha
01a0up pecTopaHa

IMpema wuctpaxuBamwy Yaris u Aykol
(2022) objaBe o yciryrama y o0macTu XpaHe
BPJIO CY Ba)KHE jep OIMHKCY]y IIaBHU LUJb PEC-
TOpaHa: CTBAPAE OYCKMBAIA 32 YXKHBAHC
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Taoena 1: Ilpuxas coyuo-oemocpaghckux kapakmepucmuxa ucnumaruka (N=258)

bpoj ncriurannka ITponenar (%)

ITon
Myku 128 49,8
Kencku 130 50,2
I'onune
18-20 20 7,80
21-30 94 36,4
3140 51 19,8
41-50 66 25,6
50+ 27 10,5
Pannu craryc
3amnocien 134 51,9
Hesamocaen 56 21,7

[loBpemeHo aHra>xoBaH 68 26,4
Oo6pazoBame
OcHOBHA IIIKOJIa 11 4,30
Cpenmba mkona 102 39,5
dakynrer 118 45,7
Macrep cryauje 25 9,70
JlokTopcke cTynuje 2 0,80
BucuHa MeCeUHUX PHMatba
Mame ox 350€ 65 25,2
351€-450€ 27 10,5
451€-550€ 61 23,6
551€-650€ 49 19,0
Bumre ox 650€ 56 21,7
VYuyecranoct nocere pectopaHuMa
Petko 45 17,4
JenHom MecedHo 67 26,0
Bume myra meceuno 113 43,8
Bumie nyrta HenespHO 24 9,3
CBaxkor JgaHa 9 3,5

H3zeop: Aymopu (2024)
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Tabena 2: Kopuwhere opyumeenux mpexca (N=258)
Tepame M (SD)
Kopucrum npynirseHe Mpexe 1a UUTaM HOBUHE. 3,65 1,20
Kopuctum apymrsene Mpexe J1a nperieaaM pereHsuje 1 KoMeHTape. 3,91 1,01
Kopuctum npymsene Mpexe Aa IIaHUupaM My TOBame. 3,83 1,13
Kopuctum npymreeHe Mpeske J1a MpaTHM HOBE IPOU3BOJIE. 3,86 1,06
Kopuctum npymreeHe Mpeske 1a paTHM CIIEeLHjaTHe TOHYIE. 3,76 1,09
IIpaBum/00ajBIbyjeM caapxaj 3a IPYyIITBEHE MPEKE. 3,40 1,36
Jlenmum cBOja MCKyCTBa Ha IPYyIITBECHUM MpekKaMma. 2,96 1,38
Kopuctum npymreeHe Mpeke 1a KOMyHUIIPAM ca JbyIuMa. 4,02 1,07

H3eop: Aymopu (2024)

Taobena 3: Bpcma caoparcaja kojy npame na opyuwmeenum mpexcama(N=258)

Tepame M (SD)
[Mparum OpeHioBe MPOKU3BOAA Ca CBOT HAJIOTa Ha APYIITBEHUM 356 116
MpeKama. ’ ’
IIpatnm TypucTHYKe areHnuje ca CBOT HAJIOTa Ha JIPYIITBEHHM 330 132
MpeKama. ’ ’
IIparum xoTene ca CBOT HaJlora Ha JPYIITBEHHM MpeKama. 3,19 1,30
IIpatuM cTpaHuIle KeTepWHI oO0jekaTa ca CBOT Hajora Ha 350 121
JPYIITBEHUM Mpexama. ’ >

H3zeop: Aymopu (2024)

y TaCTPOHOMCKOM HcKycTBy. [lomTo cy pec-
TOpPAaHU MECTa TJIe Ce JbYIH JpYXKe, OJroBa-
pajyhe o06jaBe mMajy 3Ha4aj W3 JAUMEH3HjC
IpyIITBEHUX WHTepaknuja. O0jaBibUBambe
IPOU3BOJIa PECTOpPaHa Ha IPYIITBEHUM Mpe-
’Kama BaKHO je€ y KOHTEKCTy kopuiihema
JIPYLITBEHUX MpEXa 3a MPOMOLIUjYy pecTopa-
Ha,TaKo Jla Ha OCHOBY JIOOMjeHMX IoAaTaKa
NpuKa3aHux y Ttadenu 4, MOXKeMO KOHCTAo-
BaTH 1a ciuke xpane (M=3,86), eHrepujepa
n ekcrepujepa (M=3,83), 3ajemHo ca Mme-
aujem (M=3,74) u xomentapuma (M=3,65)
KOjU Cy MOCTaBJbCHU Ha JIPYLITBEHUM Mpe-
kama uMmajy Hajehu yTtuiaj Ha omadup ke-
TEepuHr o0jekara. Y CBOM HCTPa)XuBambYy,
Iajuh u capamauim (Gajic¢ et al., 2021) na-

BOJIE J1a MpeKo 74% ucIuTaHMKa Kaja mpo-
YHTa HETaTHMBHE KOMEHTape OCTaBJbCHE Ha
JOPYIITEHUM MpeXama pecTopaHa, y 3Hayaj-
HOj MEpH MIPOMEHH CBOjy HaMepy 3a MOCeTy
pecTopaHa, JOK BHIIE OJf TIOJIOBHHE HCIINTA-
HUKa HAaBOJM JIa TO3UTHBHU KOMEHTApH KOJI
BUX NPOOy/Ie MHTEPECOBAE 32 ITOCETOM.
[Tpema nonannma 100MjeHUM UCTPaXKUBabM
(M=3,25), BehnHa WCNWTaHWKA HABOAM Ja
pecTopaH Koju IUTaHUPajy Ja oceTe Mopa J1a
UMa JPYIITBEHY Mpexy. PecropaHu, iy u
JIPYTH YTOCTUTEIHCKH 00jeKTH, MOpajy OUTH
MPUCYTHU Ha JPYLITBEHHM Mpekama Kako
OM MOTJIH 12 IPOMOBHIILY CBOj€ IIPOU3BOJIE U
KOMYHHIIMPAjy Ca OTEHIMjaJTHUM ITOTpOILa-
yuma (Komova & Zhavoronko, 2022).
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Taoena 4: Ymuyaju cadpocaja opywmeenux mpexca(N=258)

Tepamwe M (SD)
KomeHTapu Koju cy MoCTaBJbEHU Ha JPYIITBEHUM MpeKama UMajy 365 1.07
YTHIIQ] HAa MO] 0a0up KeTEpUHT 00jeKaTa. > ’
KeTepuHr 00jexTu Koju IIaHUpPaM Ja TOCETHM MOpajy lia uMajy 305 128
npoduI Ha IPYIITBEHUM Mpekama. ’ ’
MeHu 1ocTaBJbeH Ha IPYIITBCHE MPEKe NMa yTUIAj Ha MOj 01adup. 3,74 1,13
Crnke eHTepHjepa/ekcTepujepa yTHIy Ha MOjy OJUTYKY. 3,83 1,06
Cnmke XpaHe IOCTaBJbEHE Ha APYIITBEHE MpEeke MMajy YTHUIIAj Ha 3.86 1.04
MOjY OIUTYKY. > ’

H3eop: Aymopu (2024)

3akibydak

YTrOoCTUTE/BCKO-TYPUCTUYKA HHIYCTPHja
Peny6nuke CpOuje, ka0 U MHOT€ JIpyre WH-
JIyCTpHje, IpeTpriesia je 3HadajHe MpoMe-
HE y TMOCIEAmUM TOAMHaMa 300T yTHIlaja
IpywTBeHUX Mpexa. IlpucytHocr u anra-
’KOBAHOCT Ha JPYIITBEHUM MpEKama MOKe
MPE/ICTaBIbAaTH KJbYUHY AU(PEPEHTHY TNpe.-
HOCT Yy OIHOCY Ha KOHKypeHTe. [loTpormaun
y BEIHMKOj MEPH TMpaTe CTPAHHUIE PECTOpaHa
Ha JPYIITEBEHHM Mpexama, cajpikaj Koju
ce Ha wUMa o0jaBibyje, Qi M KOMEHTape
U peleH3uje Koje APYI'M KOPUCHHUIM Mpexa
OCTaBJbajy YMME y BPJIO KPATKOM POKY, J0-
0ujajy cBe moTpeOHe HHPOPMAILIHjE U MTPETIOo-
pyke 3a nocety oxpeheHor pecropana. 36or
CBOje MAaCOBHOCTH, HHCKE IICHE KOIITarba
anu ¥ Op3WHE JeloBama, NMPOMOIMja Ha
JIPYLITBEHUM MpeXama, IocTajia je HajBa-
JKHHJU BUJI IPOMOLIM]€ Y YTOCTUTEIBCKO] Jie-
JIATHOCTH.

Pesyararu wucTpaxkuBama yKazyjy Ha
BOKHOCT JIPYIITBEHHX MpPEXa 3a MOCIOBABEC
KeTepuHr oOjexrta. KopucHunm mnpernienajy
CITUKE, YUTajy KOMEHTape U peleH3uje, Ko-
MYHHIHPajy U Jele HCKyCTBa ca IPYrUM
kopucHunuMa. OOjaBibHBakbe MPOU3BOIA
KETEpHUHT 00jeKTa Ha JAPYIITBCHUM Mpexama
BaKHO je y KOHTEKCTY KopuIhierha ApyITBe-
HUX MpeXa 3a IPOMOIIH]y KETEpHUHT 00jeKTa,
TaKo J1a Ha OCHOBY MojaTaKa 100UjeHUX HC-
TPaXUBABEM, MOXKEMO YIOPEIUTH U 3aKJbY-
YUTH JIa CJIHMKEe XpaHe, CHTepHjepa U eKCTe-

pHjepa, 3ajeIHO ca MCHHjEM U KOMEHTapuMa
KOJU Cy MOCTaBJbEHU Ha JIPYLITBEHUM Mpe-
»Kama uMajy Hajehu yTuiaj Ha omadbup ke-
TEpUHT O0jekara.

[Mpahewe u nocehuBame crpaHuna Ke-
TEepUHr o0jexara W JPYIHX YTOCHTEJbCKUX
o0jexara Moxxe OUTH IpecynaH (GpakTop npu-
JIMKOM JIOHOIIECHA OJJIYKEe O TMOCETH PEecTo-
pana. Behu Opoj ucnuranuka yrnpaso mnparu
CTpaHMIe JPYLITBEHUX MpeKa pecTopaHa,
LITO HaM 3alpaBoO TOBOPH Jia MOCETHOLHN
UMajy TCHJCIH]Y Jla UCTPa)xke U Jla CC WH-
¢dopmuly o pectopany u OyJy yrno3HaTu ca
BEIOBOM IIOHYJOM IIpe camor ojiacka. Ha
Pa3IMuUTUM JPYLITEBEHUM MpeXama, MOTY
ce npoHahu ¥ pa3IMyuTe peLeH3mje, Te TaKo
OCHM KJIACHYHUX TEKCTYAIHUX OIHCa, JaHac
ce MOTY BUJIETH | pa3nnuaute Gororpaduje n
BU/ICO CHUMIIM KOjH Y MHOTOME OCIIMKaBajy
JIeTaJbHY TIOHYIYy ¥ aMOHWjCHT HEKOT PECTO-
pana. Komuko je perieHsuja pecropana OutHa
32 KOPHCHHKE JPYIITBEHUX MpEXka, rOBOPU
W TO LITO Ce pa3BWJja W 1oceOHa BpcTa HH-
¢uryeHcepa koja ce 0aBU UCKJBYYHBO IMOCE-
TOM pPECTOpaHMMa M PELEH3UjOM HHUXOBUX
MIPOU30BIA U YCIIyra, ¥ KaCHUjUM 00jaBJbU-
BaWkEM TOT CaJpKaja Ha APYIITBEHUM Mpe-
Kama.

[Tomro ce 0BO MCTpaxkuBame 0a3upajo
camMo Ha JPYIITBEHE MpEXe, Nperopyke 3a
Oyayha uctpakuBama MoDIe OM c€ OIHO-
cutn Ha apyre margopme, nomyt Google
Reviews mm TripAdvisor koju Taxohe npen-
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CTaBJbajy MECTO IJi¢ KOPUCHUIIU MOTY JIa OC-
TaBJbajy PEICH3HUje M Pa3MEbyjy MUILJbEHa
W Ha Taj HAYMH YTUYy Ha JIpyre KOPCHHHKE
HPUIMKOM JOHOLIEHA OUTyKa O IIOCETH Pec-
TOpaHy WM KyIIOBUHHU XpaHe.
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THE EMERGENCE OF TECHNOLOGICAL INNOVATIONS IN
DIGITAL HOSPITALITY — LITERATURE REVIEW

POJAVA TEHNOLOSKIH INOVACIJA U DIGITALNOM UGOSTIELJSTVU —
PREGLED LITERATURE

Abstact: The hospitality industry is under-
going a significant transformation driven by
technological advancements, leading to the
emergence of digital hospitality. This paper
addresses the drivers, challenges and oppor-
tunities associated with the digitization of hos-
pitality services, offering valuable insights for
industry stakeholders. Through an exploration
of case studies, industry trends and theoreti-
cal frameworks, this paper reveals the tran-
sformative power of digital hospitality and its
implications for the future of the industry. The
findings reveal that the adoption of technolo-
gical innovations such as virtual reality, con-
tactless technology and artificial intelligence
are reshaping the way hospitality services are
delivered and experienced. Industry leaders
are using these technologies to improve cu-
stomer experience, optimize operations and
drive sustainability initiatives. Moreover, the
paper highlights the importance of tailored
strategies and interventions aimed at reducing
waste, improving efficiency and meeting the
growing demands of consumers in the digital
era. Also, the paper emphasizes the need for
companies in the hospitality sector to embrace
digitization and adapt to the changing lands-
cape. By embracing technological advances
and implementing innovative solutions, orga-
nizations can position themselves for success
in a digitally driven world, ultimately increa-
sing competitiveness and customer satisfaction
in the evolving hospitality industry.

Key words: digital hospitality, techolo-
gical innovation, virtual reality, contactless
technology, artificial intelligence

Apstrakt: Industrija ugostiteljstva prolazi kroz
znacajnu transformaciju koju pokrece tehno-
loski napredak, sto dovodi do pojave digitalnog
ugostiteljstva. Ovaj rad se bavi pokretacima,
izazovima i mogucnostima povezanim sa digi-
talizacijom ugostiteljskih usluga, nudeci vred-
ne uvide za zainteresovane strane u industriji.
Kroz istrazivanje studija slucaja, trendova u
industriji i teorijskih okvira, ovaj rad otkriva
transformativnu mo¢ digitalnog ugostiteljstva
i njegove implikacije na buducnost industri-
je. Nalazi otkrivaju da usvajanje tehnoloskih
inovacija kao Sto su virtuelna stvarnost, be-
skontaktna tehnologija i vestacka inteligen-
cija preoblikuje nacin na koji se ugostiteljske
usluge pruzaju i dozivljavaju. Lideri u indu-
striji koriste ove tehnologije kako bi poboljsali
korisnicko iskustvo, optimizovali operacije
i pokrenuli inicijative za odrzivost. Stavise,
rad naglasava vaznost prilagodenih strategi-
ja i intervencija koje imaju za cilj smanjenje
otpada, poboljsanje efikasnosti i ispunjavanje
rastucih zahteva potrosaca u digitalnoj eri.
Takode, rad naglasava potrebu da preduzeca u
ugostiteljskom sektoru prihvate digitalizaciju i
prilagode se promenljivom pejzazu. Prihvata-
njem tehnoloskog napretka i implementacijom
inovativnih resSenja, organizacije mogu da se
pozicioniraju za uspeh u digitalno vodenom
svetu, na kraju povecavajuci konkurentnost i
zadovoljstvo kupaca u industriji ugostiteljstva
koja se razvija.

Kljucne reci: digitalno ugostiteljstvo, tehno-
loske inovacije, virtuelna stvarnost, beskon-
taktna tehnologija, vestacka inteligencija
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Introduction

In the dynamic landscape of the hospita-
lity industry, the emergence of digital hospi-
tality represents a transformative shift pro-
pelled by technological innovation. As the
world becomes increasingly interconnected
and technologically driven, hospitality busi-
nesses are compelled to adapt and innovate
to meet the evolving needs and expectations
of today’s guests (Gangwar & Reddy, 2023).

At the heart of digital hospitality lies a
fusion of technology and guest-centricity, re-
defining traditional hospitality practices and
setting new standards for service excellence
(Maitra, 2021). From mobile applications
and virtual reality experiences to contactless
technology and artificial intelligence, digital
innovations are reshaping every aspect of the
guest journey, from booking accommodati-
ons to post-stay interactions (Hsu & Tseng,
2022). At the core of digital hospitality lies a
fusion of cutting-edge technology and unwa-
vering guest-centricity, challenging conven-
tional notions of service delivery and setting
new benchmarks for excellence in the indu-
stry. From the ubiquitous presence of mobile
applications facilitating seamless bookings
to the immersive experiences offered throu-
gh virtual reality, and the seamless transacti-
ons enabled by contactless technology, every
aspect of the guest journey is undergoing a
profound transformation, reshaping the very
fabric of hospitality practices (Mohanty &
Munir, 2024).

In this era of digital hospitality, the guest
experience takes center stage, with techno-
logy serving as an enabler for personalized,
efficient, and memorable interactions (Ka-
zandzhieva et al. 2017). By harnessing the
power of artificial intelligence, hospitality
businesses can anticipate and fulfill guest
needs with unparalleled precision, enhancing
satisfaction and loyalty (Nandwani & Bhat-
nagar, 2023). Furthermore, the integration of
digital solutions extends beyond the guest
experience to revolutionize operational pro-
cesses, driving efficiency, and agility throu-
ghout the entire hospitality ecosystem (Igbal
& Campbell, 2021).

As we navigate this new frontier of di-
gital hospitality, it is imperative for industry
stakeholders to embrace innovation, adapta-
bility, and a forward-thinking mindset (Li et
al. 2021). Through a nuanced understanding
of the opportunities and challenges presented
by digitalization, hospitality businesses can
chart a course towards sustainable growth
and continued relevance in an increasingly
competitive landscape.

In the dynamic landscape of the hospi-
tality industry, where guest preferences and
market trends constantly evolve, the emer-
gence of digital hospitality stands as a bea-
con of transformative change. This paradigm
shift, driven by relentless technological inno-
vation, has propelled hospitality businesses
into uncharted territory, where the integrati-
on of digital solutions fundamentally alters
the way guests experience and engage with
hospitality services (Singh, 2024).

This paper embarks on a comprehensive
exploration of the multifaceted phenome-
non of digital hospitality, delving deep into
its implications for the future trajectory of
hospitality services worldwide. As the world
becomes increasingly interconnected and te-
chnologically driven, hospitality businesses
find themselves at a crossroads, compelled to
adapt and innovate to meet the ever-evolving
needs and expectations of today’s discerning
guests.

Literature overview

In the modern hospitality landscape, the
convergence of technological innovation and
guest-centric service delivery has catalyzed
a paradigm shift known as digital hospita-
lity (Chen et al. 2021). This transformative
concept encompasses a broad spectrum of
digital technologies and strategies aimed at
enhancing every facet of the guest experien-
ce while driving operational efficiencies wi-
thin hospitality establishments. Key among
these technological advancements are virtual
reality (VR), contactless technology, and ar-
tificial intelligence (AI), which have emer-
ged as cornerstone elements in the pursuit of
elevating guest satisfaction and operational
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effectiveness (Deri et al. 2023; Stili¢ et al.
2023).

Digital hospitality represents more than
just the adoption of digital tools; it embodies
a fundamental reimagining of traditional
hospitality practices in response to evolving
consumer behaviors and expectations. By le-
veraging digital solutions, hospitality busine-
sses can create seamless, personalized expe-
riences that resonate with today’s tech-savvy
travelers while simultaneously optimizing
internal processes to improve productivity
and profitability.

At the forefront of digital hospitality is
the relentless pursuit of techological innova-
tion. From mobile applications that enable
guests to book accommodations and dining
reservations with ease to cloud-based ma-
nagement systems that streamline operatio-
nal workflows, technological advancements
serve as the engine driving the evolution of
the hospitality industry. These innovations
not only empower businesses to stay ahead
of the competition but also enable them to
adapt quickly to changing market dynamics
and guest preferences.

Virtual reality (VR) has emerged as a
transformative tool in the hospitality sector,
offering immersive experiences that trans-
cend traditional constraints. By harnessing
VR technology, hotels and resorts can pro-
vide guests with virtual tours of their proper-
ties, allowing them to explore accommodati-
ons, amenities, and nearby attractions from
the comfort of their own homes. This immer-
sive approach not only enhances pre-booking
engagement but also creates a lasting impre-
ssion that sets properties apart in a crowded
marketplace.

Contactless technology has gained signi-
ficant traction in recent years, fueled in part
by the global COVID-19 pandemic and the
heightened emphasis on health and safety.
Contactless check-in/out, mobile payments,
and digital key solutions enable guests to
navigate hospitality experiences with mini-
mal physical contact, thereby reducing the
risk of transmission and enhancing overall
guest confidence (Negro, 2022). Moreover,

these technologies offer added convenience
and efficiency, further enhancing the guest
experience.

Artificial intelligence (Al) is revolutioni-
zing how hospitality businesses interact with
guests and manage operations (Agarwal et al.
2022). Through machine learning algorithms
and predictive analytics, Al-driven solutions
can analyze vast amounts of data to persona-
lize guest interactions, optimize pricing stra-
tegies, and anticipate guest needs (Buhalis &
Moldavska, 2022). From chatbots that provi-
de instant assistance to dynamic pricing mo-
dels that maximize revenue, Al empowers
hospitality businesses to deliver unparalleled
service and drive bottom-line results (Rawal
et al. 2022).

Digital hospitality represents a funda-
mental shift in how hospitality businesses
engage with guests and operate in an incre-
asingly digitized world. By embracing VR,
contactless technology, Al, and other digital
innovations, hospitality establishments can
create immersive experiences, streamline
operations, and stay ahead of the curve in a
rapidly evolving industry landscape. As the
journey toward digital hospitality continues,
businesses that prioritize innovation and
guest-centricity will emerge as leaders in the
pursuit of excellence (Roy, 2023).

Recent technological advancements

In an era marked by increasing environ-
mental awareness and concerns over climate
change, the hospitality industry is facing mo-
unting pressure to adopt sustainable practi-
ces and reduce its ecological footprint (Van
et al. 2020). In response to these challenges,
technological innovations have emerged as
powerful tools for promoting sustainability
and driving operational efficiency within ho-
tels, resorts, and restaurants.

1. Smart Energy Management Systems

Smart energy management systems revo-
Iutionize how hotels, resorts, and restaurants
monitor and control energy consumption.
By leveraging automated lighting, HVAC
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(Heating, ventilation, and air conditioning),
and power management technologies, the-
se systems optimize energy usage based on
occupancy levels and environmental condi-
tions, thereby reducing waste and lowering
energy costs (Torres et al. 2020). Smart ener-
gy management systems represent a paradi-
gm shift in how hospitality establishments
approach energy consumption and sustai-
nability. These innovative systems utilize
cutting-edge technology to revolutionize the
way hotels, resorts, and restaurants moni-
tor and control their energy usage (Saini &
Bhalla, 2022).

By integrating automated lighting, HVAC
and power management technologies, the-
se systems offer a comprehensive solution
for optimizing energy usage in hospitality
environments. Automated lighting systems
adjust illumination levels based on occupan-
cy patterns and natural light availability, en-
suring that energy is only used when needed.
Similarly, HVAC systems leverage sensors
and smart controls to regulate temperature
and airflow, maintaining optimal comfort le-
vels while minimizing energy consumption
(Diaz Torres et al. 2020).

Moreover, smart power management te-
chnologies enable establishments to monitor
and control energy usage across various devi-
ces and appliances. Through centralized con-
trol systems and real-time data analytics, hos-
pitality businesses can identify energy inef-
ficiencies, detect equipment malfunctions,
and implement proactive measures to reduce
waste and lower energy costs (Yik, 2001).

Furthermore, these systems go beyond
mere energy efficiency by considering en-
vironmental conditions and sustainability
objectives. By analyzing factors such as out-
door temperature, humidity levels, and peak
demand periods, smart energy management
systems can dynamically adjust energy usa-
ge to minimize environmental impact while
maximizing cost savings. Additionally, they
can integrate renewable energy sources such
as solar panels or wind turbines, further re-
ducing reliance on traditional energy sources
and promoting sustainable practices.

In essence, smart energy management
systems represent a holistic approach to
energy conservation and sustainability in the
hospitality industry. By leveraging advanced
technologies and data-driven insights, hotels,
resorts, and restaurants can not only optimize
their energy usage but also reduce their car-
bon footprint and contribute to a more susta-
inable future (Dhanalakshmi et al. 020).

2. Paperless Operations

The transition to paperless operations is
another crucial step towards sustainability
in the hospitality industry. Digital processes
for reservations, check-ins, and other ope-
rational tasks not only reduce paper usage
but also streamline workflows and enhance
guest experiences. Electronic invoicing, di-
gital guest communication, and online docu-
mentation contribute to a more sustainable
approach to hospitality management (Sinha
et al. 2021). The transition to paperless ope-
rations represents a significant leap forward
in the journey toward sustainability within
the hospitality industry. By embracing digital
processes for key operational tasks such as
reservations, check-ins, and communication,
establishments not only reduce their environ-
mental footprint but also unlock numerous
benefits for both guests and staff alike.

One of the primary advantages of paper-
less operations is the substantial reduction in
paper usage and waste. By eliminating the
need for printed materials such as reserva-
tion forms, registration cards, and invoices,
hospitality businesses can significantly mini-
mize their environmental impact and contri-
bute to conservation efforts. This reduction
in paper consumption also translates into
cost savings, as establishments no longer
need to purchase and store large quantities of
paper supplies (Chathoth, 2007).

Moreover, the transition to digital pro-
cesses streamlines workflows and enhances
operational efficiency within hospitality
establishments. With electronic reservation
systems, for example, staff can quickly and
easily manage bookings, check availability,
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and update room inventory in real-time, re-
ducing the likelihood of errors and double
bookings. Similarly, digital check-in proce-
dures enable guests to complete the registra-
tion process online before their arrival, mini-
mizing wait times and enhancing the overall
guest experience.

In addition to improving operational ef-
ficiency, paperless operations also offer si-
gnificant benefits for guest satisfaction and
engagement. Electronic invoicing allows
guests to receive and review their bills ele-
ctronically, eliminating the hassle of hand-
ling physical receipts and paperwork. Simi-
larly, digital guest communication platforms
enable establishments to engage with guests
before, during, and after their stay, providing
personalized recommendations, updates, and
feedback opportunities.

Furthermore, online documentation and
digital archives contribute to a more susta-
inable approach to hospitality management
by reducing the need for physical stora-
ge space and paper-based record-keeping.
By digitizing documents such as contracts,
agreements, and reports, hospitality busine-
sses can streamline administrative processes,
improve access to information, and enhance
data security.

The transition to paperless operations re-
presents a crucial step forward in promoting
sustainability and efficiency within the hos-
pitality industry. By embracing digital pro-
cesses for reservations, check-ins, commu-
nication, and documentation, establishments
can minimize their environmental footprint,
streamline workflows, enhance guest expe-
riences, and position themselves as leaders in
sustainable hospitality management.

3. IoT for Resource Optimization

The Internet of Things (IoT) plays a pivo-
tal role in optimizing resource usage within
hospitality establishments. Smart sensors and
connected devices enable real-time monito-
ring and management of water consumption,
lighting, temperature, and other resources.
By leveraging IoT technologies, hotels and

restaurants can identify inefficiencies and
implement targeted strategies to promote su-
stainable resource utilization (Nadkarni et al.
2020).

The Internet of Things (IoT) stands at the
forefront of technological innovation, offe-
ring hospitality establishments unpreceden-
ted opportunities to optimize resource usa-
ge and promote sustainability. Through the
deployment of smart sensors and connected
devices, IoT technologies enable real-time
monitoring and management of critical re-
sources such as water, energy, and lighting,
among others.

At the heart of loT-enabled resource op-
timization are smart sensors that collect and
transmit data on various environmental pa-
rameters. These sensors can detect changes
in water flow rates, detect leaks in plumbing
systems, and measure energy consumption
levels, providing valuable insights into re-
source usage patterns. By leveraging this
real-time data, hotels and restaurants can
identify inefficiencies and anomalies in the-
ir operations, allowing them to take proacti-
ve measures to address issues and optimize
resource utilization (Poullas & Kakoulli,
2023).

For example, smart water sensors in-
stalled throughout a hotel’s plumbing system
can detect leaks or abnormal usage patterns,
alerting maintenance staff to potential issues
before they escalate. Similarly, IoT-enabled
lighting systems can adjust brightness levels
based on occupancy and natural light avai-
lability, minimizing energy consumption
without sacrificing guest comfort or safety.
Additionally, temperature sensors can regu-
late heating and cooling systems to mainta-
in optimal comfort levels while minimizing
energy waste.

Furthermore, IoT technologies enable
hospitality establishments to implement
targeted strategies for promoting sustaina-
ble resource utilization. By analyzing data
collected from smart sensors and connected
devices, hotels and restaurants can identi-
fy areas where improvements can be made
and develop customized solutions tailored to
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their specific needs. This may include imple-
menting water-saving measures such as low-
flow faucets and toilets, optimizing HVAC
systems for energy efficiency, or deploying
smart lighting solutions that automatically
adjust brightness levels based on occupancy
and ambient light conditions.

Overall, the integration of IoT technolo-
gies into hospitality operations represents a
powerful tool for promoting sustainability
and efficiency. By harnessing the capabili-
ties of smart sensors and connected devices,
hotels and restaurants can gain valuable in-
sights into resource usage patterns, identify
areas for improvement, and implement tar-
geted strategies to optimize resource utiliza-
tion. In doing so, they can reduce their en-
vironmental footprint, lower operating costs,
and enhance their reputation as environmen-
tally responsible businesses.

4. Virtual Meetings and Conferences

Virtual meetings and conferences offer
an environmentally friendly alternative to
traditional face-to-face gatherings. By le-
veraging video conferencing technologies,
hospitality businesses can reduce the need
for extensive travel, thereby lowering carbon
emissions associated with transportation and
minimizing their environmental impact (Ru-
binger et al. 2020).

Virtual meetings and conferences present
a compelling and environmentally friendly
alternative to traditional face-to-face gathe-
rings, reshaping the landscape of business
interactions while significantly reducing the
ecological footprint of hospitality activities.
Through the seamless integration of video
conferencing technologies, hospitality busi-
nesses can mitigate the necessity for extensi-
ve travel, thus curbing the carbon emissions
typically associated with transportation and
drastically minimizing their environmental
impact.

By embracing virtual meetings and
conferences, hospitality establishments are
afforded the opportunity to transcend geo-
graphical barriers and connect with stake-

holders across the globe without the need
for physical travel. This not only streamlines
logistical challenges but also fosters a more
sustainable approach to professional enga-
gement. Guests, whether they are business
professionals attending a conference or lei-
sure travelers participating in a virtual event,
can now partake in meaningful interactions
and collaborative discussions from the com-
fort of their own homes or offices (Sox et al.
2016).

Moreover, the environmental benefits of
virtual meetings extend beyond the reducti-
on of carbon emissions from air and ground
transportation. By eliminating the need for
large-scale gatherings in physical venues,
hospitality businesses can significantly de-
crease the demand for resources such as
water, electricity, and paper typically requi-
red for hosting events. This reduction in re-
source consumption translates into tangible
environmental savings, further underscoring
the sustainability advantages of virtual gat-
herings.

Furthermore, virtual meetings and
conferences promote inclusivity and ac-
cessibility by overcoming barriers related
to physical mobility, financial constraints,
and travel restrictions. Attendees from di-
verse backgrounds and locations can par-
ticipate in discussions and knowledge-sha-
ring sessions, fostering a more inclusive
and equitable exchange of ideas within
the hospitality industry. Virtual meetings
and conferences represent a transformative
shift towards sustainable hospitality practi-
ces by offering an environmentally friendly
alternative to traditional gatherings. By le-
veraging video conferencing technologies,
hospitality businesses can not only reduce
their carbon footprint and minimize reso-
urce consumption but also promote inc-
lusivity and accessibility in professional
interactions. As the hospitality industry
continues to embrace virtual communicati-
on platforms, the environmental benefits of
virtual meetings are poised to drive long-
term sustainability and shape the future of
business engagement.
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5. Waste Reduction through Analytics

Analytics-driven waste reduction initia-
tives enable hospitality establishments to
identify areas for improvement and imple-
ment targeted strategies to minimize wa-
ste. By analyzing consumption patterns and
trends, hotels and restaurants can optimize
inventory management, reduce food waste,
and enhance overall operational efficiency
(Alsuwaidi & Agag, 2022; Zrni¢ et al. 2022).
Analytics-driven waste reduction initiatives
empower hospitality establishments to take
a proactive approach to minimizing waste
and enhancing operational efficiency. By
leveraging advanced analytics tools, hotels
and restaurants can delve deep into their
consumption patterns and trends, gaining
valuable insights that inform strategic decisi-
on-making and targeted interventions.

At the heart of these initiatives lies the
ability to analyze vast amounts of data rela-
ted to inventory management, consumption
patterns, and waste generation. Through sop-
histicated data analytics techniques, hospita-
lity establishments can identify areas of inef-
ficiency and pinpoint root causes of waste.
This granular understanding enables them to
develop tailored strategies and interventions
aimed at reducing waste at its source.

For example, by analyzing sales data and
guest preferences, hotels and restaurants can
optimize inventory management practices,
ensuring that perishable goods are ordered
in quantities that align with demand. This
proactive approach minimizes the likelihood
of overstocking and spoilage, reducing food
waste and lowering operating costs. Additi-
onally, analytics tools can identify opportu-
nities for menu optimization, helping esta-
blishments to prioritize high-demand items
and minimize the production of unpopular or
underutilized dishes (Roy, 2024).

Furthermore, analytics-driven waste re-
duction initiatives enable hospitality busine-
sses to implement real-time monitoring and
alerts, allowing them to respond swiftly to
potential waste-related issues. For instance,
temperature sensors in refrigeration units can

alert staff to deviations from optimal storage
conditions, preventing spoilage and reducing
food waste. Similarly, predictive analytics
models can forecast demand fluctuations and
seasonal trends, enabling establishments to
adjust production schedules and inventory
levels accordingly.

By embracing analytics-driven waste
reduction initiatives, hospitality establish-
ments can enhance their overall operational
efficiency while minimizing their environ-
mental impact. Not only do these initiatives
help to reduce waste and lower operating
costs, but they also contribute to a more su-
stainable and socially responsible business
model.

As consumers increasingly prioritize su-
stainability and environmental stewardship,
hotels and restaurants that demonstrate a
commitment to waste reduction and resource
efficiency stand to gain a competitive edge
and enhance their reputation as responsible
corporate citizens.

6. Green IT Practices

Green IT practices involve adopting en-
vironmentally sustainable approaches to IT
infrastructure management. This includes
deploying energy-efficient servers, embra-
cing virtualization technologies to optimize
resource usage, and implementing respon-
sible disposal practices for electronic waste
(Kim et al. 2017). By aligning technology
with sustainability goals, hospitality busi-
nesses can reduce their carbon footprint and
contribute to environmental conservation
efforts. Green IT practices represent a fun-
damental shift in how hospitality businesses
approach the management of their IT infra-
structure, emphasizing environmental susta-
inability and resource efficiency. At the core
of green IT practices are a series of strategies
and initiatives aimed at minimizing the en-
vironmental impact of IT operations while
maximizing energy efficiency and reducing
waste (Fernandez-Robin et al. 2019).

One key aspect of green IT practices is
the deployment of energy-efficient servers



100 | Turisti¢ko poslovanje

and data center infrastructure. By investing
in energy-efficient hardware and adopting
best practices for data center design and ma-
nagement, hospitality businesses can signifi-
cantly reduce the energy consumption asso-
ciated with their IT operations. This not only
lowers operating costs but also helps to mi-
tigate the environmental impact of [T-related
energy usage, reducing carbon emissions and
reliance on non-renewable energy sources.

Additionally, green IT practices often in-
volve the adoption of virtualization techno-
logies to optimize resource usage and maxi-
mize the efficiency of IT infrastructure. Vir-
tualization allows multiple virtual machines
to run on a single physical server, enabling
hospitality businesses to consolidate their
IT resources and reduce hardware require-
ments. This not only saves space and reduces
hardware costs but also minimizes energy
consumption and heat generation, further en-
hancing the environmental sustainability of
IT operations.

Furthermore, responsible disposal pra-
ctices for electronic waste (e-waste) are a
critical component of green IT initiatives.
Hospitality businesses must ensure that out-
dated or obsolete IT equipment is properly
recycled or disposed of in accordance with
environmental regulations and industry best
practices. By partnering with certified e-wa-
ste recycling facilities and adopting envi-
ronmentally responsible disposal practices,
hotels and restaurants can minimize the en-
vironmental impact of IT-related waste and
contribute to the circular economy.

By aligning technology with sustainabi-
lity goals, hospitality businesses can make
significant strides in reducing their carbon
footprint and contributing to environmental
conservation efforts. Green IT practices not
only deliver tangible benefits in terms of
cost savings and operational efficiency but
also demonstrate a commitment to environ-
mental stewardship and corporate social res-
ponsibility. As sustainability continues to be
a top priority for consumers and stakeholders
alike, hotels and restaurants that embrace
green IT practices stand to gain a competi-

tive advantage and enhance their reputation
as environmentally conscious organizations.

7. Promoting Sustainable Transportation

Promoting sustainable transportation
options is essential for reducing the envi-
ronmental impact of travel-related activities
within the hospitality industry. By leveraging
technology, hotels and resorts can encourage
guests to choose eco-friendly transportation
options, such as public transit, electric ve-
hicles, or bike-sharing programs. Providing
information on sustainable transportation op-
tions and offering amenities such as electric
vehicle charging stations further support
environmentally conscious travel practices.
Promoting sustainable transportation options
within the hospitality industry is not only es-
sential for reducing the environmental impa-
ct of travel-related activities but also aligns
with the growing trend towards eco-cons-
cious consumer behavior. By leveraging te-
chnology, hotels and resorts have a unique
opportunity to influence guest transportation
choices and foster a culture of sustainability
(Olszewski-Strzyzowski, 2022).

One effective strategy for promoting
sustainable transportation is to provide
guests with comprehensive information on
eco-friendly transportation options. This
can include details on nearby public transit
routes, schedules, and fares, as well as infor-
mation on local bike-sharing programs and
electric vehicle (EV) charging stations. By
equipping guests with this knowledge, hotels
and resorts empower them to make informed
decisions that align with their environmental
values (Chirieleison et al. 2020).

Moreover, hotels and resorts can levera-
ge technology to actively encourage guests
to choose sustainable transportation options.
For example, mobile apps and digital plat-
forms can be used to highlight the environ-
mental benefits of using public transit or ele-
ctric vehicles, while offering incentives such
as discounts or loyalty points for guests who
opt for eco-friendly transportation methods.
This gamification of sustainable travel not
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only incentivizes guests to make environ-
mentally conscious choices but also enhan-
ces their overall experience during their stay.

In addition to providing information and
incentives, hospitality establishments can
further support environmentally conscious
travel practices by offering amenities such as
electric vehicle charging stations. By inve-
sting in EV infrastructure, hotels and resorts
demonstrate their commitment to sustainabi-
lity and provide practical support for guests
who choose to travel in electric vehicles. This
not only encourages the adoption of EVs but
also helps to alleviate concerns about range
anxiety and accessibility, making sustainable
transportation options more accessible and
appealing to guests.

Overall, promoting sustainable transpor-
tation options is a multifaceted endeavor
that requires a combination of information,
incentives, and infrastructure (Dong et al.
2016). By leveraging technology and adop-
ting proactive strategies, hotels and resorts
can play a pivotal role in reducing the envi-
ronmental impact of travel-related activities
and fostering a culture of sustainability wit-
hin the hospitality industry. In doing so, they
not only enhance their reputation as socially
responsible businesses but also contribute to
broader efforts to combat climate change and
promote environmental conservation.

Conclusion

By integrating these tech-driven initia-
tives into their operations, hospitality esta-
blishments can significantly contribute to
environmental sustainability while enhan-
cing operational efficiency and guest satisfa-
ction. Embracing smart energy management
systems, paperless operations, [oT for reso-
urce optimization, virtual meetings, waste
reduction through analytics, green IT practi-
ces, and sustainable transportation initiatives
represents a proactive approach to addre-
ssing the environmental challenges facing
the hospitality industry. Through innovation
and collaboration, the hospitality sector can
pave the way towards a more sustainable fu-
ture for both businesses and the planet.

In embracing technological advance-
ments, hospitality establishments are not
only enhancing guest experiences but also
redefining industry standards. The integra-
tion of innovative technologies has become
imperative in this era of transformation,
where staying at the forefront of technologi-
cal evolution is essential for those seeking to
provide unparalleled service and thrive in the
ever-evolving hospitality landscape.

Scientifically, the adoption of advanced
technologies such as artificial intelligence,
virtual reality, and Internet of Things (IoT)
devices enables hospitality businesses to
collect and analyze vast amounts of data, fa-
cilitating personalized guest interactions and
predictive analytics-driven decision-making.
For instance, Al-powered chatbots can pro-
vide instant assistance to guests, while VR
simulations offer immersive experiences that
surpass traditional modes of engagement.
Moreover, IoT devices allow for real-time
monitoring of guest preferences and environ-
mental conditions, enabling proactive adju-
stments to enhance comfort and efficiency.

Extending this notion, the strategic impe-
rative for hospitality businesses lies in their
ability to continuously innovate and adapt to
technological advancements. By investing in
research and development, collaborating with
technology partners, and fostering a culture
of innovation, establishments can stay ahead
of the curve and meet the evolving expectati-
ons of tech-savvy guests. Moreover, embra-
cing sustainability-focused technologies not
only aligns with environmental stewardship
goals but also resonates with the increasing
demand for eco-friendly and socially respon-
sible hospitality experiences.

Furthermore, staying at the forefront of
technological evolution entails a commi-
tment to ongoing learning and professional
development. Hospitality professionals must
acquire the necessary skills and knowledge
to effectively leverage emerging technolo-
gies and optimize their impact on guest expe-
riences and operational efficiency. Continuo-
us training programs, industry certifications,
and participation in technology conferences
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and workshops are essential components of
a proactive approach to technological advan-
cement in hospitality.

In conclusion, the strategic imperative
for hospitality businesses in this era of tran-
sformation is clear: embrace technological
advancements to elevate guest experiences,
redefine industry standards, and stay com-
petitive in an ever-evolving landscape. By
leveraging innovative technologies, foste-
ring a culture of innovation, and investing in
ongoing learning and development, establi-
shments can position themselves as leaders
in the digital age of hospitality, delivering
unparalleled service and sustainable value to
guests and stakeholders alike.
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UTICAJ DEKORACIJE POSLAS:TIQARSKIH PROIZVODA NA
POTROSACE

THE INFLUENCE OF CONFECTIONERY PRODUCT DECORATION ON
CONSUMERS

Apstrakt: Poslasticarstvo je oduvek sma-
trano oblikom umetnosti. Od izvornog oblika
do onoga ¢ime se danas smatra prethodio je
dugacak razvojni period, a deserti su se tra-
sformisali do pravih umetnickih dela. Izgled
pripremljenog i serviranog poslasticarskog
proizvoda jedan je od najvaznijih faktora
njegove atraktivnosti na trzistu i jedan od
osnovnih motivatora prilikom donosenja od-
luke o njihovoj kupovini. Upravo, potrosaci
koji imaju ocekivanja vezana za odredeni
proizvod, moraju biti podstaknuti senzornim
karakteristikama, od kojih se prvo izdvaja
izgled. Prvi podaci o dekoraciji poslastica
sezu joS iz drevnog Rima, a tehnike i sred-
stva dekorisanja su se oblikovala i dalje
nastavljaju da se prilagodavaju potrebama
trzista. Danas, postoji mnogo razlicitih teh-
nika koje se koriste u dekorisanju poslastica,
a poslasticar mora biti precizan i koncizan
u prenosenju svojih emocija na gotov proi-
zvod, kroz dekoraciju. Potrosaci su vodeni
priorodnim instiktima i biraju jednostavnije,
svedenije dekoracije koje svojim izgledom
prate ukus poslastica. Predmet rada je uti-
caj dekoracije poslasticarskih proizvoda na
potrosace. Zadatak istrazivanja je da ispita
uticaj dekoracija poslastica na potrosace.
Cilj rada je da kroz ispitivanja potrosaca
dode do podataka o znacaju dekoracije po-
slasticarskog proizvoda na potrosace. Istra-

Abstract: Confectionery has always been
considered an art form. From the original
form to what it is considered to be today, a
long development period preceded, and the
desserts transformed into real work of art.
The appearance of a prepared and served
dish is one of the most important factors of
its attractiveness on the market. Also, it is
considered to be one of the main motivators
when making a decision about their purcha-
se. In fact, consumers who have expectations
related to a certain product must be stimu-
lated by sensory characteristics, the first of
which is the appearance. The first data on
the decoration of sweets dates back to an-
cient Rome, and the techniques and means of
decoration have been shaped and continue
to be adapted to the needs of the market. To-
day, there are many different techniques used
in decorating sweets, and the pastry chef
must be precise and concise in portaying his
emotions to the finished product, through the
decoration. Consumers are guided by primal
instincts and choose simpler, more reduced
decorations that follow the taste of the con-
fection with their appearance. The objective
of the research is to analiyze the impact of
the confectionary decoration on consumer
behavior. The aim of the work is to obtain
information about the importance of theof
the pastry product decoration on consumers
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Zivanje je sprovedeno anketiranjem medu
potrosacima A. P. Vojvodine (R. Srbija), a
prikupljeni podaci su obradeni primenom
deskriptivne statistike.

Kljuéne rei: poslasticarstvo, dekoracija,
prezentacija hrane, poslastice, gastronom-
ska estetika, potrosacka odluka

Uvod

Poslasticari su vremenom postali umet-
nici koji koriste serviranu hranu kao senzu-
alni 1 konceptualni medij izrazavanja kojim
inspiriSu druge da probaju, ponove ili odluce
se za taj proizvod, na taj nacin kroz hranu
kao glavno sredstvo komunikacije oblikuju
drustvo sa svoje strane (Brocker, 2021). Ra-
nije, serviranje i dekorisanje hrane u tanjiru
bilo je iskljucivo zasnovano na intuiciji Sefa
poslasti¢ara, podstaknuto nekim pravilima
kao S§to je neparan broj namirnica na tanji-
ru, koji se sve ¢esc¢e odbacuje (Woods et al.,
2015). Sve $to je servirano na tanjiru generi-
Se ocekivanja u pogledu ukusa, dopadljivosti
i verovatno kvaliteta posluzenog deserta na
tanjiru (Spence & Piqueras-Fiszman, 2014).

Poslasticarstvo je, bez sumnje oblik
umetnosti. Ono predstsvlja spajanje nauke
i umetnosti, gde se umetnost izrazava kroz
deserte koji izgledaju poput malih paketa ili
poklona, ukraseni tako da ne deluju samo
kao hrana ve¢ kao muzejski eksponat (Wa-
kerhauser, 2017). Dostupniji su nego ranije,
sa nau¢nog i prakti¢nog aspekta, podaci koji
prikazuju medusoban odnos sastojaka jednih
sa drugima i kako ih je moguée uciniti dru-
gacijim koriste¢i metode kao $to je geliranje,
praskaranje i druge tehnike zastupljene u
molekularnoj  gastrnonomiji. Poslasti¢ari
koji prihvataju ove nove tehnike i stvaraju
proizvode koji mogu biti neobicni za oko
ili nepce, a mozda ¢ak i na dodir, i dalje se
moraju pridrzavati osnovnih pravila i nauc-
nih postulata koji ¢ine kuvanje i prirpemu
poslastica prijatnom kao $to je oduvek i bilo
(Rowley and Spence, 2018). Urednost prili-
kom prezentacije utiCe i na dopadljivost ne-
kog poslasticarskog proizvoda kod potrosa-

through consumer surveys. The research was
conducted by surveying consumers in A.P.
Vojvodina (R. Serbia), and the collected data
was processed using descriptive statistics.

Keywords: confectionery, decoration, food
presentation, desserts, gastronomy aestheti-
cs, consumer decision

¢a, iako nije sprovedeno mnogo istrazivanja
koja se bave vizualnom privla¢nosc¢u desera-
ta, u percepciji ukusa.

Estetika dekoracije deserata, u razli¢itim
istrazivanjima, prikazana je kao vazan ele-
ment potrosacke procene krajnjeg proizvo-
da, nastala usled razli¢itih utiacaja Sefova
Sirom sveta (Zellner et al., 2014; Rowley
and Spence, 2018). Atraktivnost seviranih
proizvoda kao $to su ukus i miris, zaokru-
zeni karakteristicnim izgledom proizvoda
doprinosi zelji potrosaa za kupovinom i
konzumacijom gotovog proizvoda (Stos$i¢
et al., 2022).

Predmet ovog rada c¢ini dekoracija po-
slasti¢arskog proizvoda i njen uticaj na po-
troSace. Zadatak rada je da ispita da li razli-
ke u dekoracijama poslasticarskih proizvoda
imaju uticaj na same potrosace i na njihovu
spremnost da plate viSe odredene proizvode.
Cilj rada je da dode do podataka o znaca-
ju dekoracije poslasticarskog proizvoda kod
potrosaca kao i o njenom uticaju na odluku
o kupovini.

Pregled literature

Vizualni pristup, odnosno kompozicija
elemenata na tanjiru, uti¢e na stvaranje mi-
Sljenja potrosa¢a o samom poslastiCarskom
proizvodu, s§to potvrduje tezu da konzument
prvo jede o¢ima (Michael et al., 2014). Pri-
rodni intituitivni proces je osnovno sredstvo
za procenu kod postavljanja krajnje deko-
racije, medutim u poslednje vreme se kroz
eksperimentalna istrazivanja razvija svest
da razli¢it nacin dekorisanja hrane na tanjiru
moze da utice na razvoj misljena o poslastici
neposredno pre posluzivanja, ali i na krajnji
utisak nakon konzumiranja (Michael et al.,
2015).



Broj33 | 107

lako su ranije oznacavali ¢is¢enje stola
i predstavljali poslednji sled, sve ¢escée po-
slastice se konzumiraju izmedu osnovnih
obroka, a najveci predstavnici ove grupe su
svakako torte Cija potrosnja na globalnom
nivou iznosi 75 milijardi dolara u periodu od
2018. do 2023. (Jacquier and Eldridge, 2016;
Konstatas et al., 2019). Jasno je da danasnji
deserti predstavljaju spajanje ukusa i esteti-
ke, sa dekoracijom koja oslikava Sarenu ili
izmisljenu istoriju. Kada su deserti od sveca-
nih trpeza namenjenim bogatasima, prilago-
deni i doradeni da svojim oblikom i nazivom
oslikavaju jela francuskog idnetiteta, postali
su dostupni i1 simbolicki i materijalno celoj
javnosti (Tebben, 2015). Takode, na percep-
ciju uticu i druge senzorne karakteristike sa-
mog deserta zajedno sa oc¢ekivanjima i dru-
gim jako vaznim faktorima. Ovo je narocito
zastupljeno u restoranskom poslovanju, gde
faktori koji se odnose na prezentaciju, mogu
drasti¢no uticati na dopadanje i potro$nju
hrane (Paqueras-Fiszman et al., 2012).

Oduvek su poslasticari bili stvaraoci, a
sama tehnika je bila poistoveéena sa magi-
jom. Vremenom su se od jednostavnih, sve-
denih formi, razvile razlicite poslastice koje
podrazumevaju nakit, cvece, tehnike oslika-
vanja i upotrebu razli¢itih materijala u pro-
cesu dekorisanja. Svakako usled razlicitih
zahteva trziSta i njihove percepcije gotovih
proizvoda, povecanog broja konkurenata,
dekorativni elementi postaju nacin izraza-
vanja i diferencijacije na trziStu, a njihov
osnovni cilj je da naprave tortu koja ¢e oku-
pirati paznju potencijalnih potrosaca (Hung
et al., 2020). Razvojem samostalnosti i pro-
gresivnog eksperimentisanja koje savremeni
poslasti¢ari donose, doprinose moguénosti
razumevanja principa harmonije, ravnoteze i
privlac¢nosti. Vizualna prezentacija je jedna-
ko bitan faktor kao i drugi culni faktori same
hrane u smislu ocekivanja, dozivljaja i seca-
nja na konzumirano jelo (Deroy et al., 2014).

Istrazivanje koje je sprovedeno pokazalo
je kako potrosaci uvek biraju svedenije kom-
binacije dekorisanja poslastica u odnosu na
one sa previSe dodataka, npr voca, ali i da
su mus torte sa glazurama izbor pre torti sa

teSkim puter kremovima kao oblogama (Byr-
nes & Hayes, 2016). Veli¢ina torte ili servi-
rane poslastice vrlo Cesto utice na kompletan
dozivljaj kod potrosaca, a savremeni metodi
u poredenu sa tradicionalnim, nekim potro-
Sacima mogu izgledati neuredno (Kurzer et
al., 2020). Postoje mnoge smernice prilikom
serviranja i dekorisanja deserta , narocito po-
slastica, koje se odnose na balans boja koji
je jedan od najvaznijih faktora dobro deko-
risanog deserta u poredenu sa neizbalansira-
nim ili jednobojnim dizajnom, pri ¢emu se
isti¢e da ni odabir mnogo boja ne doprinosi
prezentaciji, a ispitnivanja su pokazala da su
24 boje idealne kako ne bi stvorile zabunu
kod potrosaca (Roque et al., 2018; Cifci et
al., 2021). Poslasticari uticu na komplek-
snost tradicionalnih poslastica dodavanjem
jedinstvenih sastojaka kojim poboljSavaju
njihove senzorne karakteristike, a upravo ta
harmonija ukusa je jedan od nacina ureziva-
nja u svest potroSaca (Palczak et al., 2020).
Kroz akademska i empirijska istrazivanja, u
¢ijem fokusu je uvek krajnji deo lanca pre-
hrane potrosaé, prikazala su kako potrosaci
definiSu razli¢ite nacine potro$nje hrane i
uticu na odrzivost celokupnog lanca snabde-
vanja prehrambenim proizvodima (Kalenjuk
Pivarski et al., 2022). Za razliku od starijih
generacija mladi c¢lanovi porodice, imaju
velika oc¢ekivanja usled vece dostupnosti
informacija, te se posmatraju kao potencijal-
ni potrosaci 1 imaju izrazito veliki uticaj pri
odluci o kupovini s toga je izgled gotovog
proizvoda izrazito vazan faktor pri izboru
(Sharma and Sonwaney, 2014; Makowska et
al., 2024).

Metodologija rada

Za potrebe istrazivanja, koriscen je upit-
nik kao najvalidniji metod prikupljanja ove
vrste podataka, anketiranje je izvrSeno me-
todom olovka-papir i putem online upitni-
ka. Istrazivanje je sprovedeno anonimno, u
periodu od jula do septembra 2023. godine.
Anketom je obuhvaceno lokalno stanovnis-
tvo — potrosaci sa prostora AP Vojvodine (R.
Srbija). Anketiranje je bilo dobrovoljno i
anonimno, a ispitanici su bili razli¢itog uzra-
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sta, stepena obrazovanja i mese¢nih prihoda.

Za potrebe ovog ispitivanja podeljeno je
oko 200 anketnih upitnika. Prikupljeno je
178, od kojih su bila validna 172 upitnika.
Anketni upitnik se sastoji iz tri dela, prvi deo
se odnosio na socio-demografske karakteri-
stike ispitanika, (pol, starost, nivo obrazova-
nja, mesto stanovanja). Drugi deo anketnog
upitnika je bio namenjen opStim pitanjima
koja se odnose na dekoraciju i odluke o izbo-
ru poslastica, a pomocu Likertove skale ispi-
tanici su odgovarali na pitanja ocenom od 1
do 5, od ,,uopste nije vazno* do ,,izuzetno je
vazno“, pri ¢emu su oznacavali vaznost de-
koracije poslastica i uticaj dekoracije na for-
miranje krajnjeg dozivljaja poslastiarskog
proizvoda nakon donosenja odluke o kupo-
vini i tre¢i deo upitnika u kom su izabrane
poslastice koje se nalaze u ponudi velikog
broja ugostiteljskih objekata na ispitanoj te-
ritoriji i primer sveCane svadbene torte. Je-
dan primer je bio u tradicionalnom stilu, a

drugi u modernoj formi. Svi proizvodi su bili
prikazani sa odgovarajuéim cenama koje su
se razlikovale u skladu sa zahtevnijim teh-
nikama dekorisanja ili serviranja poslastic¢ar-
skog proizvoda.

Rezultati rada i diskusija

Analiza socio-demografskih karakteri-
stika ispitanika

U cilju sveobuhvatne analize podataka
pomoc¢u anketnog upitnika najpre se po-
¢elo od socio-demografskih karakteristika
ispitanih potrosaca (tabela 1). Na osnovu
prikupljenih i prikazanih podataka uocljivo
je da je anketnom ispitivanju pristupio veci
broj zena (59,9%) nego muskih ispitanika
(40,1%). Prema starosnoj strukturi ispitani-
ci su podeljeni u 4 starosne grupe, a najveci
broj ispitanih pripada grupi od 18 do 30 go-
dina (44,2%), a najmanje je onih staro ispod
18 godina, 1,2%.

Tabela 1. Socio-demografske karakteristike

n Procenat
Pol Muski 69 40,1%
Zenski 103 59,9%
Do 18 godina £ 1,2%
Starost 18-30 godina 33 44.2%
3140 godina 61 19,2%
Vise od 41 godina 35,5%
Srednje 81 47,1%
. . Vi§ 18 10,5%
Nivo obrazovanja V;:gko 2 36% 0
Master/Doktorske 11 6,4%
Koliko ¢esto Svaki dan 14 8,1%
konzumirate Nekoliko puta nedeljno 55 32%
poslasticarske Jednom nedeljno 51 29,7%
proizvode Retko 52 30,2%

Izvor: Autori, 2024.

Najveéi broj ispitanika ima zavrSenu
srednju skolu, 47,1%, a najmanje je ispita-
nih sa diplomom mastera ili doktora nauka,
6,4%. Pitanja o ucestalost konzumiranja po-
slastica medu potrasacima su imala gotovo
jednake odgovore koji su upuéivali na neko-
liko puta nedeljno (32%), jednom nedeljno
(29,7%) i retko (30,2%), a mali broj ispitanih

potrosaca je istakao da poslastice konzumira
svakodnevno (8,1%).

Analiza vaZnosti dekoracije i uticaja na
odluku o kupovini

Drugi deo ankete odnosio se na pitanja
usmerena na znacaj dekoracije poslasticar-
skih proizvoda i njihov uticaj pri donoSenjku
odluke o kupovini (tabela 2).
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Tabela 2: Analiza vaznosti dekoracije i uticaja na dozivljaj poslasticarskog proizvoda

(n=172)
1 2 3 4 5
Uopste nije | Nije vazno | Delimi¢no | Vazno je | Izuzetno je

vazno je vazno vazno
VaZznost izgleda dekoracije
poslasticarskog proizvoda u 2,99 4.1% 259% 34.3% 33.7%
donosenju odluke o kupovini ’ > ’ >
Uticaj dekoracije na dozivljaj
poslasti¢arskog proizvoda 1,7% 4,1% 25% 39% 30,2%

Izvor: Autor, 2024.

Cak 34,3% ispitanika je oznacilo da je
dekoracija poslasti¢arskog proizvoda prili-
kom donosenja odluke o kupovini vazna, $to
potvrduje istrazivanje koje je sproveo Wang
sa saradnicima da je zadzavanje pogleda na
atraktivno dekorisanim jelima u direktnoj
korelaciji sa odlukom o kupovini (Wang et
al., 2018), dok je samo 2,9% reklo da im
izgled dekoracije uopste nije vazan faktor.
Da je uticaj dekoracije na dozivljaj proizvo-
da vazan oznacilo je 39% ispitanika, a 1,7%
smatra da to uopste nije vazno. Za obe tvrd-
nje 25% ispitanika smatra da su delimi¢no
vazne.

Analiza preferencija potrosaca na osno-
vu dekoracije poslasti¢arskih proizvoda

U poslednjem delu anketnog upitnika je
pred potrosace postavljen izbor izmedu dva
poslasticarska proizvoda servirana i dekori-
sana drugacijim tehnikama, kako bi se prika-
zale preferencije potrosaca koje se odnose na
odluku o izboru (tabela 3).

Na osnovu podataka prikazanih u tabe-
li 3, moze se konstatovati da su ispitanici
iskazivali dopadljivost na razli¢ite nacine,
za razliite vrste proizvoda. Istrazivanje je
podazalo da su od internacionalnih poznatih
poslastica, jedino za moderno serviran i de-
korisan Tiramisu, potrosaci spremni da plate
veéu cenu i smatraju taj proizvod atraktiv-
nijim (63,6%), dok je kod ostalih deserata
poput Cizkejka (82,4) i Svarcvalda (59,9%)
iskazana privlacnost tradicionalnom naci-
nu kreiranja i dekorsisanja. Slicno dobijeni
rezultati su u ispitivanju koje je sprovedeno

2020. godine u kom su ispitanici moderno
i slobodno dekorisane tanjire oznacili kao
neuredne, pri ¢emu su oznacili tradicionalni
al., 2020).

Zanimljivo je istaci da u primeru svecane
torte za vencanja koja je bila predmet istra-
zivanja, potrosaci su spremni da plate i do
3,5 puta veéu cenu za moderno dekorisan
proizvod. Sto potvrduje i istrazivanje koje je
sproveo Hung i sar. (2020), isti¢uéi da ele-
gantno dekorisane sveCane torte nailaze na
veée preferencije potrosaca.

Zakljucak

Na osnovu sprovedenog istrazivanja uti-
caja dekoracije pri donosenju odluke o kupo-
vini poslasticarskih proizvoda, po prikazanoj
metodologiji, doSlo se do zakljuc¢ka da na
odluku o kupovini utic¢e izgled poslastic¢ar-
skog proizvoda. S obzirom da je najveci broj
ispitanika naveo da poslastice konzumira ne-
koliko puta nedeljno (32%), izgled dekorisa-
nog proizvoda je veoma vazan pri dozivlja-
ju poslastice. Prema ranijim istrazivanjima,
adekvatno dekorisan i serviran poslastic¢arski
proizvod ¢e zadrzati pogled potrosaca, za-
okupirati njegovu paznju i motivisati ga na
kupovinu. Na prikazanim primerima tradici-
onalno i moderno serviranih poslastiarskih
proizvoda, ispitanici su vecinski prednost
davali tradicionalno serviranim poslastica-
ma, $to ne umanjuje znacaj moderno sevi-
ranih poslastica. Ono $to potvrduje znacaj
dekorisanog poslasticarskog proizvoda na



110 | Turisti¢ko poslovanje

Tabela 3. Prikaz uporednih poslasticarskih proizvoda (tradicionalno i moderno) sa naznace-
nom cenom

Tiramisu

300 RSD 500 RSD
36.4% 63.6%
Jaffa desert

300 RSD 500 RSD
69.8% 30.2%
elo

300 RSD 500 RSD
61% 39%

Cheesecake

|

~300 RSD 500 RSD
82.4% 17.6%

Svarcvald

300 RSD 500 RSD
59.9% 40,1%
Svecana torta za vencanje

)\

2000 RSD 7000 RSD
31.2% 69.8%

Izvor: Autori, 2024.
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dozivljaj potroSaca, svakako je manje od 2%
ispitanika koji smatraju da izgled nimalo nije
vazan. Balans boja, oblika i na¢ina njiho-
vog slaganja na tanjiru jedan je od osnovnih
preduslova adekvatno serviranog tanjira, a
asimetricno pozicioniranje osnovne namir-
nice, sosa i garnirunga moze ostaviti neze-
ljen utisak na krajnjeg potrosaca. Svi podaci
dobijeni ovim istrazivanjem potvrduju da je
estetika i pravilna uravnotezena dekoracija
poslasti¢arskog proizvoda od izuzetne vaz-
nosti prilikom donosenja odluke o kupovini,
ali da savremene tehnike serviranja i metoda
dekorisanja, na ispitanom trzistu, tek treba
da budu prihvacene kao jedan od motivatora
odluke o kupovini.
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Abstact: With a focus on the dynamic interse-
ctions of gastronomy, wine, and gastronomy
tourism, a wide range of books, articles,
and papers published from 2014 onwards
have been examined for this literature study.
Through the utilization of prestigious acade-
mic journals, business magazines, and scho-
larly books, this research aims to document
the most recent advancements, perspectives,
and patterns influencing the food scene. The
paper makes use of synthesis and analysis
techniques. Furthermore, author was able
to compare works, research, and studies
about wine tourism, gastronomy in general,
and gastronomy and wine tourism thanks to
the comparative and deductive methods. By
casting a wide net over the scholarly lands-
cape, encompassing diverse disciplines such
as anthropology, sociology, hospitality ma-
nagement, and tourism studies, this litera-
ture review aims to capture the multifaceted
dimensions of wine an gastronomy tourism.
Through this interdisciplinary approach,
this study unravels the complex interplay of
cultural, economic, and social factors that
shape culinary practices, wine appreciation,
and travel experiences around the globe.

Key Words: Gastronomy, wine, gastro-
nomy tourism, wine tourism, sustainability,
tourism.

Apstrakt: Sa fokusom na dinamicke preseke
gastronomskog, vinskog i gastronomskog
turizma, za ovu literaturu je ispitan Sirok
spektar knjiga, ¢lanaka i radova objavijenih
od 2014. godine. Kroz koriscenje prestiznih
akademskih casopisa, poslovnih casopisa i
naucnih knjiga, ovo istrazivanje ima za cilj
da dokumentuje najnovija dostignuca, per-
spektive i obrasce koji uticu na scenu hrane.
Studija koristi tehnike sinteze i analize. Po-
red toga, autor je bio u mogucnosti da upore-
di radove, istrazivanja i studije o vinskom tu-
rizmu, gastronomiji uopste i kulinarskom tu-
rizmu zahvaljujuci komparativnoj i deduktiv-
noj metodi. Bacajuci Siroku mrezu na naucni
pejzaz, obuhvatajuci razlicite discipline kao
Sto su antropologija, sociologija, hotelijer-
stvo i studije turizma, ovaj pregled literature
ima za cilj da obuhvati visestruke dimenzije
gastronomskog, vinskog i gastronomskog tu-
rizma. Kroz ovaj interdisciplinarni pristup,
ova studija otkriva slozenu interakciju kul-
turnih, ekonomskih i drustvenih faktora koji
oblikuju kulinarske prakse, uvazavanje vina
i iskustva putovanja Sirom sveta.

Kljucne reci: Gastronomija, vino, gastro-
nomski turizam, vinski turizan, turizam.
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Introduction

The fusion of gastronomy, wine, and ga-
stronomy tourism embodies a rich tapestry
of cultural heritage, sensory exploration, and
economic significance (Amaral et al. 2016).
As global interest in culinary experiences
continues to burgeon, understanding the intri-
cate interplay between these elements beco-
mes paramount. From the historic vineyards
of Europe to the vibrant street food markets
of Asia, gastronomy serves as a gateway to
cultural immersion and sensory delight (Bel-
tran et al. 2016). Wine, with its diverse va-
rietals and terroirs, embodies the essence of
tradition and innovation, offering a profound
glimpse into the terroir and craftsmanship of
each region. Concurrently, gastronomy to-
urism has emerged as a burgeoning sector,
attracting travelers seeking authentic culi-
nary experiences and a deeper connection
with local communities (Caliskan & Yilmaz,
2016). In this contemporary era, gastronomy,
gastronomy tourism, and wine tourism stand
as pillars of exploration, offering avenues
for cultural exchange, economic growth,
and personal enrichment. Gastronomy, with
its fusion of taste, tradition, and innovati-
on, transcends mere sustenance to become
a celebration of identity and heritage (Zrni¢
et al. 2023). Through the lens of gastronomy
tourism, travelers embark on immersive jo-
urneys, guided by their culinary curiosity to
savor authentic flavors, connect with local
communities, and forge meaningful memo-
ries. Similarly, wine tourism has emerged as
a dynamic force, weaving together elements
of terroir and tradition, inviting enthusiasts
to traverse scenic vineyards, engage with wi-
nemakers, and indulge in tasting experiences
that reveal the unique character of each vin-
tage (Colombini, 2015; Crespi-Vallbona &
Mascarilla-Mir6, 2020). Together, these re-
alms form a tapestry of experiences, inviting
exploration and discovery while fostering
sustainable practices that honor the land, the
people, and the cultural heritage embedded
within (Cunha, 2018).

This literature review embarks on a jo-
urney to unravel the nuances of gastronomy,

the complexities of wine culture, and the
dynamic realm of gastronomy tourism (Dras-
kovi¢, 2016). Through a comprehensive exa-
mination of existing research and scholarly
discourse, this paper aims to illuminate key
themes, emerging trends, and critical insights
shaping the culinary landscape. By delving
into the depths of gastronomic traditions, the
artistry of winemaking, and the transforma-
tive power of culinary tourism, this review
seeks to provide a holistic understanding of
the multifaceted realm where culture, com-
merce, and creativity converge. Through an
extensive exploration of scholarly literature
(Google Scholar, Research Gate, Elsevir,
Academia and Google Books) this review
aims to shed light on the evolving landscape
of gastronomy, wine, and gastronomy touri-
sm. By synthesizing findings from various
disciplines such as tourism studies, hospita-
lity management, anthropology, and cultural
studies, this paper endeavors to offer valua-
ble insights for academics, industry practitio-
ners, and policymakers alike. As we embark
on this intellectual odyssey, let us unravel
the intricacies of taste, tradition, and tourism
that define the culinary mosaic of our world.

Literature review of gastronomy and
wine tourism

Numerous studies have highlighted the
substantial economic contributions of ga-
stronomy and wine tourism to destinations
worldwide. Research by Knollenberg et al.
(2021), underscores the role of food and
wine experiences in enhancing destinati-
on competitiveness and generating revenue
streams through increased tourist spending.
Similarly, Tafel (2021) emphasize the econo-
mic multiplier effects associated with gastro-
nomic and wine-related activities, including
job creation, infrastructure development, and
the stimulation of local businesses.

Beyond economic impacts, gastronomy
and wine tourism play a pivotal role in pre-
serving and promoting cultural heritage and
fostering social interactions. According to
Park et al. (2023), culinary and wine expe-
riences serve as conduits for cultural exc-
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hange, allowing tourists to engage with lo-
cal traditions, rituals, and culinary practices.
Moreover, research by Duxbury et al. (2020),
highlights the role of gastronomic events, fe-
stivals, and food markets in nurturing com-
munity identity and social cohesion within
destination communities.

Understanding consumer motivation and
preferences is essential for developing effe-
ctive gastronomy and wine tourism strate-
gies. Studies by Kyriakaki et al. (2016), delve
into the factors influencing tourists’ choices
of gastronomic and wine destinations, inc-
luding the pursuit of authenticity, culinary
diversity, and sensory experiences. Additi-
onally, research by Carvalho et al. (2021),
explores the role of food and wine tourism
experiences in shaping travelers’ perceptions
and memories of a destination.

In recent years, there has been growing
attention to the sustainability dimensions of
gastronomy and wine tourism. Scholars such
as Santini et al. (2013), examine the envi-
ronmental impacts of food and wine produ-
ction processes, advocating for sustainable
practices to mitigate resource depletion and
environmental degradation. Furthermore,
research by Rachao et al. (2019), explores
the concept of responsible gastronomy and
wine tourism, emphasizing the importance
of ethical sourcing, community engagement,
and cultural sensitivity in destination deve-
lopment.

The landscape of gastronomy and wine
tourism is continuously evolving, shaped by
changing consumer preferences, technologi-
cal advancements, and global trends. Recent
studies by Schimperna et al. (2021), explo-
re emerging trends such as culinary tourism
digital platforms, virtual wine tastings, and
experiential dining concepts. Looking ahead,
there is a need for further research into the
long-term sustainability and resilience of ga-
stronomy and wine tourism in the face of en-
vironmental, economic, and social challen-
ges.

In addition to their economic contribu-
tions, gastronomy and wine tourism play a
pivotal role in enriching the social and cultu-

ral fabric of destinations. These forms of to-
urism offer opportunities for travelers to im-
merse themselves in local traditions, rituals,
and culinary practices, thereby fostering cro-
ss-cultural understanding and appreciation.

One aspect of the social significance of
gastronomy and wine tourism lies in the-
ir ability to create meaningful connections
between visitors and local communities.
Research by Graham (2021) suggests that
culinary experiences often serve as catalysts
for interpersonal interactions, allowing to-
urists to engage with local residents, chefs,
and artisans. Through shared meals, cooking
classes, and food tours, tourists gain insights
into the cultural significance of food and
wine within a destination, forging bonds that
transcend linguistic and cultural barriers.

Moreover, gastronomy and wine tourism
contribute to the preservation and promotion
of culinary heritage and gastronomic traditi-
ons. By showcasing local specialties, tradi-
tional cooking techniques, and indigenous
ingredients, destinations can celebrate their
unique culinary identity and heritage (Zr-
ni¢ et al. 2021). For instance, food festivals,
farmers’ markets, and culinary workshops
provide platforms for local producers and
artisans to share their knowledge and exper-
tise with visitors, ensuring the transmission
of culinary traditions from one generation to
the next.

Furthermore, gastronomy and wine tou-
rism serve as vehicles for cultural exchange
and dialogue, fostering mutual respect and
appreciation for diverse culinary practices
and food cultures. Travelers are increasin-
gly seeking authentic and immersive expe-
riences that allow them to taste, smell, and
savor the flavors of a destination. This quest
for authenticity drives tourists to explore off-
the-beaten-path eateries, street food markets,
and family-owned wineries, where they can
engage with local foodways and traditions
firsthand.

Overall, the social and cultural significan-
ce of gastronomy and wine tourism extends
beyond mere consumption to encompass
experiential learning, cultural exchange, and
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community building. By embracing the rich
tapestry of food and wine cultures, destina-
tions can create memorable and transforma-
tive experiences that resonate with travelers
and contribute to the sustainable develop-
ment of tourism.

Gastronomy and wine tourism represent
dynamic and multifaceted components of
the tourism industry, with significant impli-
cations for destination development, cultural
exchange, and economic prosperity. By re-
cognizing the interplay between food, wine,
culture, and tourism, policymakers, indu-
stry stakeholders, and researchers can work
collaboratively to harness the potential of
gastronomy and wine tourism as drivers of
sustainable and inclusive tourism develop-
ment.

Review findings

The research conducted for this literature
review draws upon a comprehensive selecti-
on of papers, articles, and books published
from 2014 onwards, focusing on the dyna-
mic intersections of gastronomy, wine, and
gastronomy tourism. By sourcing materials
from esteemed academic journals, indu-
stry publications, and scholarly texts, this
study endeavors to capture the latest deve-
lopments, insights, and trends shaping the
culinary landscape. Through a meticulous
examination of literature spanning the past
decade, this review aims to provide a con-
temporary understanding of gastronomic
phenomena, wine culture, and the evolving
realm of gastronomy tourism. By prioriti-
zing recent publications, we ensure that our
analysis reflects the most current perspecti-
ves and scholarly discourse surrounding the-
se interconnected domains.

From seminal works exploring the cul-
tural significance of food and wine to em-
pirical studies examining tourist behavior
and destination management strategies, the
literature surveyed encompasses a diverse
array of perspectives and methodologies. By
synthesizing these sources, we aim to offer
a nuanced and comprehensive overview of
the multifaceted dimensions of gastronomy,

wine, and gastronomy tourism in the con-
temporary era.

Furthermore, by focusing on publica-
tions from the past decade, we ensure that
our analysis reflects the latest insights and
developments within the field. From ground-
breaking research articles exploring the sen-
sory dimensions of gastronomy to insightful
industry reports uncovering consumer trends
in wine tourism, each source contributes to a
rich tapestry of knowledge that informs our
understanding of contemporary gastronomic
phenomena.

Through rigorous examination and cri-
tical synthesis of these diverse sources, we
aim to provide a nuanced and comprehensi-
ve perspective on the intricate relationships
between gastronomy, wine, and gastronomy
tourism. By elucidating the connections
between food, culture, and tourism, this re-
search seeks to contribute to the broader dis-
course surrounding culinary tourism, while
also providing valuable insights for practi-
tioners, policymakers, and academics alike.

Through accurate research and critical
analysis, we endeavor to contribute to the
ongoing dialogue surrounding these pivotal
topics, advancing scholarship, and informing
practice within the realms of hospitality, tou-
rism, and cultural studies.

The study uses methods of analysis and
synthesis. Additionally, the method of com-
parison and deductive method enabled the
authors to compare works, research and stu-
dies on the topic of gastronomic tourism,
wine tours and gastronomy in general. Based
on abovementioned review, Table 1. shows
literature focusing on gastronomy and wine
turism.

Conslusion

This literature review serves as a foun-
dation for further research and discourse,
fostering a deeper understanding of the mul-
tifaceted dimensions of gastronomy, wine,
and gastronomy tourism. Through collabo-
ration and exchange of knowledge, we en-
deavor to enrich our understanding of these
interconnected realms, ultimately contribu-
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Table 1. Literature on gastronomy and wine tourism published between 2014 — 2024

Title

Slovenian wine stories and wine
identities: from the heritage and culture
of wine-to-wine tourism. In Wine and
identity

Wine and tourism.

Food tourism development in wine
regions: perspectives from the supply
side.

Image, events cape, satisfaction and
loyalty: a case study of a wine tourism
event.

Wine tourism as an opportunity for
tourism development: examples of good
practice in Slovenia

The “worlds approach” to gastronomic
tourism: The case of wine tourism in
Japan.

Gastronomy and wines in the Alentejo
Portuguese Region: Motivation and

Authors Journal/Book Year
Gacnik, A Routledge 2014
Peris-Ortiz, M., & Del .
Rio Rama, C. Springer 2016
Duarte Alonso, A., Current Issues in
Martens, W., & Ong, J. Touri 2022
ourism
L. T
Goncalves, O., International Journal
Camprubi, R., Fons, C., of Event and Festival = 2022
& Solonandrasana, B Management
Journal of international
Kerma, S., & Gac¢nik, A. food & agribusiness 2015
marketing
The Routledge
Wang, C. Handbook of 2019
Gastronomic Tourism
Amaral, R., Saraiva, M., Springer International 2016

satisfaction of tourists from Evora. Wine
and Tourism: A strategic segment for
sustainable economic development

Rocha, S., & Serra, J.

Publishing Switzerland

Source: Author’s reserach

ting to the advancement of scholarship and
the sustainable development of the culinary
sector. It is clear that gastronomy and wine
tourism is essential to the advancement of
travel. Traditional approaches can provide
the opportunity to apply strategic methods to
communicate the excellence, diversity, and
distinctiveness of regional goods and cuisi-
ne as culinary tourism develops. As a result,
planning to establish development policies
and produce culinary tourism goods is seen
as crucial for tourist locations.

Based on the literature review presen-
ted on gastronomy and wine tourism, it is
evident that these sectors play a significant
role in destination competitiveness, econo-
mic growth, cultural preservation, and social
interactions. The studies highlighted in the
paper emphasize the economic contributions
of gastronomy and wine tourism, including
increased tourist spending, job creation, and
infrastructure development. Additionally, the
role of these experiences in preserving cul-

tural heritage, fostering social cohesion, and
promoting community identity is undersco-
red.

Consumer motivations and preferences
are crucial in shaping effective gastronomy
and wine tourism strategies, with factors
such as authenticity, culinary diversity, and
sensory experiences influencing tourists®
choices of destinations. Moreover, the susta-
inability dimensions of gastronomy and wine
tourism are gaining increasing attention,
with a focus on advocating for sustainable
practices to mitigate environmental impacts
and promote responsible tourism .

The interdisciplinary approach of the
study contributes to a holistic understanding
of the complex interplay of cultural, econo-
mic, and social factors in culinary practices
and wine appreciation. By synthesizing fin-
dings from various disciplines such as touri-
sm studies, hospitality management, anthro-
pology, and cultural studies, the paper offers
valuable insights for academics, industry
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practitioners, and policymakers alike.

In conclusion, the literature review on
gastronomy and wine tourism provides a
comprehensive overview of the multifaceted
dimensions of these sectors in the contempo-
rary era. Through rigorous analysis and cri-
tical synthesis of diverse sources, the study
sheds light on the intricate relationships
between food, culture, and tourism, offering
valuable insights for advancing scholarship
and informing practice within the realms
of hospitality, tourism, and cultural studies.
This research contributes to the ongoing dia-
logue surrounding gastronomy and wine to-
urism, highlighting their pivotal role in sha-
ping travel experiences, cultural exchange,
and economic development worldwide.
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