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REZULTATI ANALIZE RENTABILNOSTI POSLOVANJA 1
USPESNOSTI POSLOVANJA PRIVREDNIH DRUSTAVA IZ
SEKTORA USLUGA SMESTAJA I ISHRANE U REPUBLICI SRBIJI

THE RESULTS OF THE ANALYSIS OF PROFITABILITY AND THE BUSINESS
SUCCESS OF COMPANIES FROM THE SECTOR OF ACCOMMODATION AND
CATERING SERVICES IN THE REPUBLIC OF SERBIA

Apstrakt:  Analiza  uspesnosti  poslovanja
privrednih drustava uglavnom se sprovodi
primenom modela koji su formirani od vise
racio brojeva, a ima za cilj mogucnost sa-
gledavanja ostvarenih rezultata, ali i mogucu
procenu problema u buducem poslovanju.
Predmet istrazivanja u ovom radu je analiza
pokazatelja rentabilnosti i ocena uspesnosti
poslovanja privrednih drustava koja posluju u
sektoru Usluga smestaja i ishrane u Republici
Srbiji. Na osnovu podataka iz Godisnjeg bil-
tena finansijskih izvestaja preuzetog sa sajta
Agencije za privredne registre (u daljem tek-
stu: APRa) za 2022. i 2023. godinu o rezulta-
tima poslovanja privrednih drustava u sektoru
Usluga smestaja i ishrane u Republici Srbiji
analizirani su pokazatelji rentabilnosti, Kra-
licekovim QuickTestom sagledana je uspesnost
poslovanja i data je prognoza stabilnosti po-
slovanja analiziranih privrednih drustava. Na
osnovu dobijenih rezultata pokazatelja renta-
bilnosti potvrduje se poslovna situacija veceg
broja privrednih drustava iz sektora Usluge
smestaja i ishrane koji su u 2019. i 2020. po-
slovnoj godini, usled pozitivnih kretanja na
turistickom trZistu strateski investirali u una-
predenje poslovanja, ali suu 2020. i 2021. go-
dini zbog krize uzrokovane COVID-19 pande-
mijom imali loSe poslovne rezultate. Promene

Abstract: The analysis of the success of bu-
siness operations of companies is generally
carried out by applying models that are formed
from several ratio numbers, and aims at the
possibility of reviewing the achieved results,
but also possible assessment of problems in
future operations. The subject of the research
in this paper is the analysis of profitability in-
dicators and evaluation of business success of
companies that operate in the sector of Accom-
modation and food services in the Republic of
Serbia. Based on data from the Annual Bulle-
tin of Financial Reports downloaded from the
website of the Agency for Business Registers
(in text ABR) for the years 2022 and 2023 on
the results of business operations of companies
in the sector of Accommodation and catering
services in the Republic of Serbia, profitability
indicators were analyzed using Kraliceks Qu-
ickTest the success of the business was analy-
zed and a forecast of the business stability of
the analyzed companies was given. Based on
the obtained results of profitability indicators,
the business situation of a large number of
companies from the Accommodation and cate-
ring services sector, which in 2019 and 2020
business year, due to positive trends in the tou-
rism market, strategically invested in business
improvement, but in 2020 and 2021, due to the
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na turistickom trzistu u 2022. i 2023. godini
dovode do porasta rezultata poslovanja anali-
ziranih privrednih drustava, pa se ocekuje da
pomenuta strateSka ulaganja postanu isplati-
va, ve¢ u 2024. godini, za koju rezultati turi-
stickog prometa u Republici Srbiji ukazuju na
rast prihoda u poslovanju privrednih drustava
analiziranog sektora.

Kljucne reci: rentabilnost, uspesnost poslova-
nja, Kralicekov QuickTest, hotelijerstvo, resto-

raterstvo

Uvod

Pandemija COVID-19 u velikoj meri je
uticala na hotelsko poslovanje u svetu, kao
i na poslovanje privrednih drustava sektora
Usluga smestaja i ishrane u Republici Srbi-
ji. U 2020. 1 2021. godini zbog smanjenja
obima pruzanja usluga pod uticajem brojnih
restrikcija mnoga privredna druStva su se
nasla u lo$oj finansijskoj situaciji, morali su
da otpuste zaposlene, pojedini i da prekinu
svoje poslovanje. Nakon normalizacije situ-
acije, privredna drustva koja posluju u sek-
toru Usluga smestaja i ishrane suocila su se
sa brojnim promenama u potrebama i oceki-
vanjima korisnika usluga, kao i sa neophod-
nos$¢éu novih strategija, investicija i analizi
trendova koji su nuzni za modelovanje po-
slovanja za buduc¢i period. U ovom radu obu-
hvacena je analiza rentabilnosti poslovanja i
poslovne uspesnosti privrednih drustava koja
posluju u okviru sektora Usluga smestaja i
ishrane u Republici Srbiji primenom Krali-
¢ekovog QuickTesta na osnovu podataka za
2022.12023. poslovnu godinu.

Analiza pokazatelja rentabilnosti i ocena
uspesnosti poslovanja

Prilikom donosenja poslovnih odluka u
vezi sa finansijskim ili investicionim poslov-
nim aktivnostima neophodno je sagledati re-
zultate finansijske analize 1 uspesnosti poslo-
vanja privrednog drustva u poslovnoj godini.
Istrazivanje o uspesnosti poslovanja privred-
nih drustava sprovodi se primenom formira-

crisis caused by the COVID-19 pandemic, had
poor business results, is confirmed. Changes in

the tourist market in 2022 and 2023 lead to an

increase in the business results of the analyzed
companies, so it is expected that the mentioned
strategic investments will become profitable,

already in 2024, for which the results of tourist
traffic in the Republic of Serbia indicate an in-
crease in the business income of companies of
the analyzed sector.

Key words: profitability, business success,
Kralicek's QuickTest, hotel industry, restau-
rant business

nih modela u okviru kojih su ukljuceni racio
brojevi, a ima za cilj moguénost sagleda-
vanja ostvarenih rezultata, ali i mogucu pro-
cenu problema u budu¢em poslovanju. Mo-
deli za ocenu poslovne uspesnosti se koriste
kako bi se izvrSila procena poslovanja kom-
panija, slabosti u poslovanju, kao i negativan
trend koji moze usloviti krize u poslovanju
(Radovi¢, Mili¢evi¢, 2020). Takode, treba-
lo bi imati u vidu vaznost pravilnog izbora
poslovnog modela kako bi se predupredio
problem negativnog poslovnog rezultata tj.
gubitka u poslovanju (Berk et al., 2012).
Prema Stanisi¢ et al. (2017) u realizaci-
ji poslovnih aktivnosti privredna drustva su
izloZzena mnogobrojnim poslovnim rizicima
koji uti¢u na poslovne rezultate, a $to se po-
sredno odrazava na uspeSnost poslovanja.
Poslovni izazov prema Radovi¢ et al. (2023)
je minimiziranje troskova poslovanja u cilju
povecanja rentabilnosti i opSte uspes$nosti
poslovanja. Rentabilnost je ekonomsko na-
Celo poslovanja koje se zasniva na poslov-
nim aktivnostima i to tako da se uz minimum
ulozenih sredstava ostvari maksimalan profit
preduzeca (Ivanisevié, 2012). Prilikom ana-
liziranja rentabilnosti poslovanja privrednih
drustava predmet istrazivanja su sledeci fi-
nansijski pokazatelji: stopa poslovnog do-
bitka, stopa neto dobitka, stopa prinosa na
sopstvena sredstva (ROE), stopa prinosa na
imovinu (ROA) i stopa prinosa na investicije
(ROI) (Todorovi¢, Ivanisevi¢, 2024).
Pokazatelji rentabilnosti obracunavaju se
na sledeéi nacin: (Knezevi¢ G., et al., 2024;
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Cerovi¢ S., etal, 2021; Van Horne, Wa-
chowicz, 2007; Hales, 2005)

Stopa poslovnog dobitka = (Poslovni do-
bitak/Poslovni prihod)*100

Stopa neto dobitka = (Neto dobitak/Po-
slovni prihod)*100

Stopa prinosa na imovinu (Return on As-
sets — ROA) = Poslovni rezultat (dobitak ili
gubitak)/Poslovna imovina* 100

Stopa prinosa na kapital (Return on Equi-
ty — ROE) = Neto dobitak/Kapital*100

Stopa prinosa na imovinu (ROA) poka-
zuje kolika je oplodnja ukupno angazovanih
sredstava preduzeca tj. na 100 dinara za ko-
liko dinara se oplode sredstva. Stopa prinosa
na kapital (ROE) pokazuje kolika je oplod-
nja kapitala na godi$njem nivou tj. kolika je
sposobnost ostvarivanja zarade (Van Horne,
Wachowicz, 2007).

U analizi poslovne uspes$nosti privrednih
drustava razli¢itih privrednih delatnosti ko-
riste se razli¢iti modeli npr. Altmanovi mo-
deli, BEX model, Krali¢ekovi modeli (Ali-
hodzi¢, 2013; Knezevi¢ et al., 2014; Rajin
et al., 2016; StaniSi¢ et al., 2019; Camska,
Klecka, 2020; Pech et al., 2020; Radovi¢ et
al., 2023.). Ovi modeli su formirani tako da
se za obracCun i analizu koriste podaci iz fi-
nansijskih izvestaja, uglavnom bilansa stanja
i bilansa uspeha, a imajuci u vidu da prema
Milasinovi¢ et al. (2021) finansijski izvestaji
sadrze veliku koli¢inu podataka, neophod-
no je primenom odredenih tehnika analize
izdvojiti one podatke koji su bitni za dono-

Senje adekvatnih poslovnih odluka, tj. ta¢no
odredene pozicije iz navedenih finansijskih
izveStaja na osnovu kojih se modeliraju po-
trebni pokazatelji.

Kralicek je kreirao QuickTest model koji
se primenjuje u proceni finansijske uspesno-
sti privrednog drustva i rentabilnosti sred-
stava (StaniSi¢, et al., 2017). Ovaj metod
nudi brzu i taénu procenu stanja privrednog
drustva na osnovu cetiri kljuéna pokazatelja
(Mussing et al., 2014). Prva dva pokazate-
lja odreduju finansijsku stabilnost, a druga
dva pokazatelja profitabilnost (Polo, Caca,
2014). Pokazatelji Kralicekovog QuickTesta
su (Alihodzi¢, 2013):

K1 — pokazuje udeo kapitala u ukupnim
izvorima: kapital/ ukupna pasiva;

K2 — pokazuje vreme otplate duga tj.
pokazuje kakav je odnos izmedu ukupnih
obaveza umanjenih za gotovinu i dobiti na-
kon oporezivanja uve¢ano za amortizaciju:
(ukupne obaveze — gotovina)/(neto dobit +
amortizacija);

K3 — pokazuje rentabilnost ukupne imo-
vine u odnosu na operativnu dobit: EBIT/
ukupna aktiva, i

K4—- pokazuje solventnost: (neto dobit +
amortizacija)/poslovni prihodi.

Sagledavanjem ova cetiri pokazatelja
dobijamo vrednosti ocene stabilnosti poslo-
vanja koje su na skali od 1 do 5 i ocenjuju
stanje od izvrsnog (ocena 1), do opasnosti od
insolventnosti (ocena 5), a prezentovane su u
Tabeli 1. (Kralicek, 2007).

Tabela 1. Tumacenje vrednosti pokazatelja Kralicekovog QuickTesta

Pokazatelj IZ\(/is)no D?gro Sre(:gi;lje
Koeficijent vlastitog =30% | >20% @ >10%
finansiranja (K1)
Period otplate
duga u godinama <3 <5 <12
(K2)
Procenat
(K3)
Udeo gotovinskog
toka u poslovnom | >10% >8% >5%

prihodu (K4)

Loge Opasnost od
4) insolventnosti
5
negativan
<I% rezultat
FINANSIJISKA
30 =30 STABILNOST
negativan
= rezultat
PROFITABILNOST
negativan
<5% rezultat

Izvor: prilagodeno prema Kralicek, 2007.
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Metodologija istraZivanja

U ovom radu predmet istrazivanja je
analiza pokazatelja rentabilnosti i ocena
uspesnosti poslovanja privrednih drusStava
koja posluju u sektoru Usluga smestaja i
ishrane u Republici Srbiji. Za potrebe istra-
zivanja, a na osnovu podataka iz GodiSnjeg
biltena finansijskih izvestaja preuzetog
sa sajta Agencije za privredne registre za
2022. 1 2023. godinu obuhvaceni su rezul-
tati poslovanja 4.574 privredna drustva za
2022. poslovnu godinu i 4.522 privredna
drustva za 2023. poslovnu godinu iz sek-
tora Usluga smestaja i ishrane u Republici
Srbiji. Preuzeti su potrebni podaci i izracu-
nati su i analizirani pokazatelji rentabilno-
sti poslovanja, a primenom Kralicekovog
QuickTesta podaci su testirani, a na bazi
dobijenih vrednosti data je prognoza sta-
bilnosti poslovanja analiziranih privrednih
drustava.

Rezultati istraZivanja

Prilikom obra¢una podataka dobijenih
iz Godisnjeg biltena finansijskih izvestaja
APRa za 2022. i 2023. godinu dobijeni su
sledeci rezultati za stopu prinosa na ukupnu
imovinu (aktivu) (Return on Assets — ROA)
(Tabela 2), a koja prezentuje sliku o ukupno
angazovanim sredstvima privrednog drustva.

Tabela 2. Pokazatelj stope prinosa na imo-
vinu privrednih drustava iz sektora Usluge
smestaja i ishrane

ROA 5,4% 6,2%

Izvor: Obracun autora

Na osnovu prezentovanih vrednosti po-
kazatelja ROA u tabeli 2. uoceno je da do-
miniraju niske vrednosti. Naime, u 2023.
vrednost je 6,2%, a u 2022. 5,4% Sto ukazuje
da dolazi do blagog porasta vrednosti ROA,
tj. prinosa na imovinu kod privrednih drusta-
va koja posluju u sektoru Usluga smestaja i
ishrane.

Stopa prinosa na vlasnicki kapital (Return
on Equity — ROE) predstavlja opsti pokaza-
telj uspesnosti poslovanja preduzeca, imaju-
¢i u vidu da se ovim pokazateljem prezentu-
je stopa rasta vlasnickog kapitala. Prilikom
obracuna podataka dobijenih iz Godisnjeg
biltena finansijskih izvestaja APRa za 2022.
12023. godinu dobijeni su sledeci rezultati:

Tabela 3. Pokazatelj stope prinosa na vla-
snicki kapital privrednih drustava iz sektora
Usluge smestaja i ishrane

ROE 11,93% 11,57%

Izvor: Obracun autora

Vrednosti pokazatelja ROE su, prema
prezentovanim rezultatima analize, sa tren-
dom pada (Tabela 3.). U 2022. godini ROE
je bio 11,93% sto znaci da je na svakih 100
dinara angazovanih sopstvenih sredstava
ostvareno 11,93 dinara neto dobitka, dok je
u 2023. godini ROE dostigao vrednost od
11,57%, tj. na svakih 100 dinara angazova-
nih sopstvenih sredstava ostvareno je 11,57
dinara neto dobitka.

Stopa poslovnog dobitka

Tabela 4. Pokazatelj stope poslovnog do-
bitka privrednih drustava iz sektora Usluge
smestaja i ishrane

Stopa poslovnog

dobitka 97,30%

94,12%

Izvor: Obracun autora

Imajuéi u vidu prezentovane prosecne
vrednosti pokazatelja za analizirana privred-
na drustva jasno je da je doSlo do smanjenja
poslovnog dobitka (Tabela 4.).
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Stopa neto dobitka

Tabela 5. Pokazatelj stope neto dobitka pri-
vrednih drustava iz sektora Usluge smestaja

i ishrane
Stopa neto dobitka 8,08% 8,14%

Izvor: Obracun autora

Stopa neto dobitka ukazuje na blagi rast,
imajuéi u vidu vrednosti u 2022. godini od
8,08%, a u 2023. godini 8,14%.

Pad stope poslovnog dobitka i blagi rast
stope neto dobitka ukazuju na moguce sma-
njenje troSkova finansiranja (kamata), kao i
smanjenje troSkova rada ili poboljsanje efi-
kasnosti u poslovanju privrednih drustava
koja su analizirana a posluju u sektoru Uslu-
ge smestaja i ishrane.

Na osnovu podataka o poslovanju pri-
vrednih drustava iz sektora Usluge smestaja
i ishrane obracunavaju se pokazatelji Qu-
ickTesta, a dobijene vrednosti se ocenjuju
prema unapred utvrdenim kriterijumima koji
su dati u Tabeli 1. Na osnovu tih kriterijuma
vrednosti koje su dobijene analizom poda-
taka privrednih drustava iz sektora Usluge
smestaja i ishrane date su u Tabeli 6.

Tabela 6. Procena Kralicekovog QuickTesta za privredna drustva iz sektora Usluge smesta-
jaiishrane

QuickTest 2022. 2023.
pokazatelj vrednost ocena vrednost ocena
Koeficijent sopstvenog
finansiranja (K1) 4047% 1 43,11% 1
Vreme otplativosti
dugova u godinama 8,70 3 7,67 3
(K2)
Procenat rentabilnosti
ukupnog kapitala (K3) >,28% 4 3.95% 4
Udeo gotovinskog toka
u poslovnom periodu 12,67% 1 12,37% 1
(K4)

Izvor: Obracun autora

Analizom dobijenih rezultata Kralice-
kovog QuickTesta sagledava se: stanje fi-
nansijskih moguénosti, period otplate duga
u godinama, rentabilnost poslovanja, kao i
poslovni uspeh privrednih subjekata na ni-
vou analiziranog sektora Smestaja i ishrane.
Analiza finansijske uspesnosti poslovanja
privrednih drustava za dve poslovne godine
se krec¢e od 40,47% do 43,11% i kategorisa-
na je kao izvrsna. Sagledavanjem vremena
otplativosti dugova tj. likvidnosti preduzeca
ovaj pokazatelj je ocenjen za 2022. i 2023.
poslovnu godinu kao srednje stanje. Pozitiv-

no je $to je trend kod broja godina za otpla-
tivost dugova u konstantnom padu od 8,67
godina na 7,67 godina. Ocena rentabilnosti
ukupnog kapitala je u rangu losih vrednosti
i ovim se delimi¢no potvrduju gorenavedene
pretpostavke da pojedine pokazatelje u istra-
zivanju dobijamo sa loSim rezultatima kao
posledicu prezaduzenosti hotelskih preduze-
¢auz mali procenat iskori§¢enosti kapaciteta.
Ovi rezultati u korelaciji su sa stanjem na tu-
ristickom trzistu nakon COVID-19 pandemi-
je 1 postepenog oporavka analiziranog sekto-
ra od nastalih posledica loseg poslovanja u
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2020.12021. godini. Pokazatelj gotovinskog
toka u poslovnom period je prema ocenama
u kategoriji izvrsne ocene, §to je u korela-
ciji sa specificnos¢u hotelskog poslovanja
gde je prisutan veliki obim gotovine koja se
ostvaruje od redovnih poslovnih aktivnosti
naplatom usluga smestaja, ishrane i dodatnih
usluga koje hoteli nude u svojim redovnim
poslovnim procesima (Radovié et al., 2023).

Zakljuéna razmatranja

Prilikom formiranja uzorka ¢iji su rezul-
tati poslovanja predmet analize ovog rada
uzeti su podaci iz GodiSnjeg biltena finan-
sijskih izveStaja preuzetog sa sajta Agencije
za privredne registre za 2022. 1 2023. godinu
privrednih drustava koja posluju u okviru
sektora Usluga smestaja i ishrane u Republi-
ci Srbiji.

Nakon sprovedene analize i obracuna
pokazatelja rentabilnosti poslovanja, kao
i analize uspeSnosti poslovanja primenom
Kralicekovog QuickTesta moguce je uociti
da privredna drustva u okviru sektora Usluge
smestaja i ishrane imaju blagi porast prinosa
na imovinu, pad prinosa na kapital, pad stope
poslovnog dobitka i blagi rast stope neto do-
bitka. Dobijeni rezultati potvrduju poslovnu
situaciju veceg broja privrednih drustava iz
sektora Usluge smestaja i ishrane koji su u
2019. 1 2020. poslovnoj godini, usled pozi-
tivnih kretanja na turistickom trzistu, strates-
ki investirali u unapredenje poslovanja, ali
su u 2020. i 2021. godini, zbog krize uzro-
kovane COVID-19 pandemijom, imali loSe
poslovne rezultate. Promene na turistickom
trzi$tu u 2022. 1 2023. godini dovode do po-
rasta rezultata poslovanja analiziranih pri-
vrednih druStava.

U skladu sa dobijenim rezultatima Krali-
¢ekovog QuickTesta znacajno je ukazati na
to da je ocena rentabilnosti ukupnog kapitala
u rangu losih vrednosti, te da se na taj nacin
delimi¢no potvrduju podaci o prezaduzeno-
sti pojedinih privrednih drustava koji posluju
u analiziranom sektoru. Analiza finansijske
uspesnosti poslovanja privrednih drustava
kategorisana je kao izvrsna, a trend kod broja
godina za otplativost dugova je u padu.

Imajuéi u vidu pozitivne rezultate kada
je u pitanju rast turistickog prometa u Re-
publici Srbiji u 2024. godini ocekuje se da
pomenuta strateska ulaganja postanu ispla-
tiva vec¢ u njoj, kao i u narednim poslovnim
godinama.
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ULOGA 1 ZNACAJ ZNANJA, OBRAZOVANJA T OBUKE U
ORGANIZACIJAMA TURISTICKE PRIVREDE

THE ROLE AND SIGNIFICANCE OF KNOWLEDGE, EDUCATION AND
TRAINING IN ORGANIZATIONS OF THE TOURISM INDUSTRY

Apstrakt: Na globalnom trzistu rada, pa i u
onom delu koji se odnosi na turisticku privre-
du, desavaju se krupne i brze promene, koje
kao rezultat imaju nastajanje velikog broja
novih poslova, kao i znacajne promene ili
pak nestajanja postojecih. Stoga se namece
neophodnost permanentnog celozZivotnog
obrazovanja i obucavanja zaposlenih, u cil-
Jju unapredivanja postojec¢ih znanja ili pak
nuznih prekvalifikacija.

Predmet analize u ovom radu su faktori koji
determinisu ulogu i znacaj obrazovanja i
obuke u organizacijama turisticke privrede,
ciljevi obrazovanja i obuke u organizacija-
ma turisticke privrede, faze, karakteristike i
koristi od obrazovanja i obuke, kao i teorije i
principi ucenja odraslih.

Kljuéne reci: zaposleni, obrazovanje, obuka,
organizacije turisticke privrede.

Introduction

Based on the latest report of the World Eco-
nomic Forum for the year 2023 on the jobs of
the future, several concrete conclusions have
been reached. Namely, it is expected that, by
2027, about a quarter (23%) of existing jobs

Abstract: In the global labor market, seen in
the part that refers to tourism industry, big
and fast changes are happening , which re-
sult in the creation of a large number of new
jobs, as well as significant changes or the
disappearance of existing jobs. Therefore,
the necessity of permanent lifelong educati-
on and training of employees is imposed, in
order to improve existing knowledge (upski-
lling) or necessary reskilling.

The subject of the analysis in this paper are
factors which determine role and significan-
ce of education and training in organizations
of the tourism industry, goals of education
and training in organizations of the tourism
industry, phases, characteristics and benefits
of education and training, as well as adults
learning theory and principles.

Keywords: employees, education, training,
organizations of the tourism industry.

will change (as work tasks will be divided be-
tween people, machines and artificial intelli-
gence algorithms), while at the same time 69
million new jobs will appear, and 83 million
jobs will disappear. The estimated existing
number of jobs is 673 million, so it can be con-
cluded that the net decrease in the number of
jobs will amount to 14 million or 2%.
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In addition to completely new occupa-
tions that will exist in the future, those that
exist today will be transformed in accor-
dance with the needs of the market, so it will
be necessary to redesign existing and design
new jobs.

All these new jobs will have different
requirements and tasks than the previous
ones, and will stimulate the demand for new
knowledge and skills.

Based on the previously mentioned
World Economic Forum 2023 report, by
2027 the skills needed to perform most jobs
will change significantly. It is expected that
by 2027, employees will use 58% of exist-
ing skills, and that it will be necessary for
them to learn as many as 44% of new skills
to perform their current jobs. Highlighted
skills needed include analytical and creative
thinking and active lifelong learning, fol-
lowed by skills such as technology design,
highlighting the growing demand for various
forms of technology-related competencies.
However, knowledge of new technologies is
only one part of the required skills for 2027
and beyond.

Creativity, originality, initiative, critical
thinking, persuasion and negotiation skills,
motivation and self-awareness, empathy and
active listening, quality control, will also re-
tain or increase their value, as will attention
to detail, flexibility and complex problem
solving and interdisciplinarity.

Emotional and social intelligence or in-
terpersonal skills, leadership and social in-
fluence, as well as service orientation, will
also be much more needed in future jobs
(new or redesigned existing ones) compared
to their current importance today.

A large number of new professions will
be focused primarily on problems that hu-
manity has not yet been able to solve, and
new branches in the field of medicine will be
developed, as well as jobs that can contribute
to preventing climate change or neutralizing
terrorism. However, due to the increasingly
rapid development of new technologies, new
jobs will appear quickly, but also disappear
quickly. In that process, the key role will be
primarily education and training.

The report points out that both the econ-
omy and the state must invest in changes
towards future job requirements, through
investment in education, various forms of
training (in order to improve existing knowl-
edge - upskilling or retraining - reskilling)
and social support structures, to ensure that
employees remain at the heart of future busi-
ness. It is stated that before 2027, training
will be necessary for six out of 10 workers,
but that in 2023, only half of the employees
will have access to adequate training oppor-
tunities. (The World Economic Forum - Fu-
ture of Jobs Report 2023: Up to a Quarter
of Jobs Expected to Change in Next Five
Years https://weforum.org/press/2023/04/fu-
ture-of-jobs-report-2023-up-to-a-quarter-of-
jobs-expected-to-change-in-next-five-years/
(October 2023)).

It is necessary to point out that the afore-
mentioned forecasts refer, with certain spec-
ificities, to the future requirements of jobs
within the tourism industry. The dynamic
development of international fourism, which
began in 1950, contributed to its becoming a
significant source of employment at the glob-
al level. Data from The World Travel and
Tourism Council (WTTC) for the year 2019
(before the COVID-19 virus pandemic) show
that the number of employees in tourism was
333 million or about 10% of the total number
of employees (which means one employee
in the tourism industry per 10 employees).'
From the beginning of the pandemic to the
end of 2020, 62 million people employed in
tourism lost their jobs (a drop of 18.6%) and
the number of people employed in tourism
was 271 million. Employees who lost their

1 The data refer to full-time employees, but it should be borne
in mind that tourism creates a very wide area for employment
of “part-time” workers (so-called part-time jobs), i.e. workers
whose work in tourism, primarily in hospitality, is an additional
source of income, as well as the so-called seasonal workers.
It is about direct employment in activities and organizations
of the tourism industry that directly make up its complex
(heterogeneous) structure (hotels, restaurants, travel agencies
and tour operators, cruise companies - cruise lines, airlines,
etc.). On the other hand, the indirect impact of the tourism
industry on employment is reflected in increasing the number
of employees in many other industries and activities for which
the tourism market is the so-called “secondary” market for the
placement of own products and services (industry, construction,
agriculture, etc.)
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jobs looked for opportunities in other eco-
nomic activities, and many of them stayed
there, both because of better working condi-
tions and because of the fear of possible new
upheavals in the tourism market, caused by
economic or non-economic factors. There-
fore, a certain lack of qualified and profes-
sional labor has appeared, so the tourism in-
dustry has to compete with other sectors in
order to attract new workers. Expectations
are that in 2024, the number of employees
in the tourism industry will reach the level
of 2019, because the recovery of the tour-
ism industry is noticeable and encouraging.
It is also expected that in the next decade,
the tourism industry will create 126 million
new jobs worldwide, i.e. one in three new
jobs, which points to the fact that the tour-
ism sector will be among the leading forces
of the global economic recovery. (The World
Travel & Tourism Council’s (WTTC) latest
Economic Impact Report (EIR) reveals the
Travel & Tourism sector Travel & Tourism
sector expected to create nearly 126 million
new jobs within the next decade https://eu-
.docs.wps.com/1/sIDXfisijAdjQ86kG?st=)
t&v=v2 (October 2023)).

Organizations of the tourism industry,
whose business activity is aimed at meet-
ing the needs of tourists as consumers, ap-
pear as the bearers of business policy on
the tourism market. First of all, those are
hospitality companies, travel agencies and
tour operators and transport companies
(in the part where they provide services to
tourists), cruise companies, car rental com-
panies, etc.

Activities of the tourism industry are
characterized by the predominant participa-
tion of people (labor-intensive activities) in
the realization of service and production ac-
tivities, that is, in all essential components of
work processes. People are the bearers of the
largest part of work operations and factors
of cost and overall business results in orga-
nizations of the tourism industry. Therefore,
human resources management is extremely
important for achieving the overall business
results of a specific company in tourism.

Although the activities of the tourism in-
dustry are still highly labor-intensive, fech-
nology replaces labor in many activities,
and technological changes play a significant
role in the structural changes of these activ-
ities and branches. Computer technology is
extremely efficient and applicable not only
for the sale of tourist services (automation
of the so-called front-office jobs), but also
for other business functions or work opera-
tions that make up the so-called back-office
system (purchasing, accounting, marketing,
management - e.g., programs aimed at moni-
toring employee productivity, identifying the
most profitable products in the service pro-
gram, complete communication between the
kitchen and restaurants, etc.).

Investments in technology, equipment
and process changes are very important, but
these inputs do not ensure business growth
and competitive advantage without appro-
priate investment in people. People are the
initiators and carriers of all activities. Edu-
cation and training, knowledge and skills
of employees in tourism organizations are
among the key determinants of the quality of
tourism services, so special attention must be
paid to them. At the same time, they are the
subject of this paper-.

Concept and definition of knowledge,
education and training

A study by Stanford University (USA)
points to the conclusion that the total hu-
man knowledge created by 1900 doubled by
1950, and since then the total human knowl-
edge has been doubling every 2-3 years to
“keep up with the changes”. (Przulj, Z. 2002:
61).

Knowledge should not be treated as an
abstract category, but as knowledge neces-
sary for work (everything that an individu-
al or a group of employees knows or knows
how to do - the so-called human knowl-
edge and their knowledge of organizational
norms, processes and procedures, means and
routines - the so-called structured knowl-
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edge). In this regard, the category of func-
tional knowledge can be singled out, which
refers to the possibility of applying available
knowledge when performing work. The ba-
sic components of functional knowledge are
theoretical knowledge, practical knowledge
and work experience. (Bogiéevi¢, B. 2006:
75).

Many tourism companies today believe
that the key to gaining a competitive advan-
tage in the tourism market is the develop-
ment of intellectual capital, which includes
cognitive knowledge (knowing what), ad-
vanced skills (knowing how), systematic
understanding and creativity (knowing why)
and individually motivated creativity (un-
derstanding the importance). The focus of
the training is shifting from the first two ele-
ments - acquisition of knowledge and skills
- to creating conditions for employees to un-
derstand the connections and reasons why
something is done and to be motivated for
innovative thinking and continuous quality
improvement. (Bogicevi¢, B. 2006: 153).

Bearing in mind that knowledge and in-
formation have become strategic resources
not only for development, but also for the
transformation of society, Peter Drucker
calls modern society a knowledge society,
and points out that continuous education
and training of employees will be the area
with the fastest growth. The well-known and
recognized in theory and practice “Porter’s
Diamond Model” also integrates constant
learning, education and training. In addition,
the knowledge management, as well as the
application of the idea and concept of the
learning organization, are more and more
present. (Bogicevi¢, B. 2006: 175).

Constant technological innovations, rap-
id changes in the tourism market, impera-
tives of quality and satisfaction of consum-
ers/tourists and other changes, put a new
emphasis on learning as one of the basic
determinants of successful management of
the entire business of an organization in tour-
ism. Learning can be defined as the process
by which expertise, knowledge and attitudes
are acquired and then translated into habit-

ual forms of behavior and performance. A
key role in human resources development is
played by education and training. Education
usually means activities aimed at spreading
overall knowledge, developing potential and
changing values and culture. Education re-
fers to the development of analytical think-
ing and understanding of conceptual issues
for the purpose of professional and intel-
lectual development of a person. It is con-
sidered that education is primarily focused
on the future, i.e. future job requirements.
Training, however, is a term that is usual-
ly used when referring to an organization’s
planned effort to improve the performance of
employees in their workplace or in a related
workplace, with the aim of acquiring specif-
ic knowledge, abilities and skills necessary
to master specific work tasks and denotes
the time dimension of the present. In other
words, the training is oriented to the existing
requirements of the workplace, i.e. jobs, and
is aimed at developing those skills and abil-
ities that should be immediately applied at
work, i.e. implies rapid changes in employ-
ees’ skills, way of working and attitudes, i.e.
behavior. However, it is important to em-
phasize that training also develops working
potential, which can be used in future jobs.
Therefore, it can be considered a part of edu-
cation. (Vuckovic, J. 2013: 64).

Training in tourism has deep roots and
was created with the development of tour-
ism. In the beginning, the training was relat-
ed to the work of intermediaries, especially
in the field of ticket sales as well as some
other jobs related to hospitality and tour-
ism. Today, the training includes various and
numerous business operations in tourism,
which is a consequence of the great pro-
fessional and technological development of
the tourism industry and the increase in the
demand for high standards of experts. Edu-
cation in tourism is a recent activity, the be-
ginnings of which are linked to the middle of
the 50s of the 20th century, and the largest
number of educational courses were created
in the 80s and 90s of the 20th century. (Coo-
per, C. 2004: 756-757).
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This instrument of human resources de-
velopment in the organization of the tourism
industry includes various forms of profes-
sional development, retraining, additional
training, etc. Encouraging mobility implies
various measures of physical and intellectual
mobility, such as transfers, rotations, promo-
tions, changing the place of work, but also
expanding knowledge, acquiring broader
qualifications and other measures that ensure
that employees move more easily from one
workplace to another. Encouraging mobili-
ty is directly related to motivational instru-
ments. (Vuckovi¢, J. 2013: 65).

Education and training in tourism in-
cludes the transfer of knowledge, concepts
and techniques specific to tourism, charac-
terized by interdisciplinarity, as well as so-
cial, multicultural and communication skills.

The need for high-quality and flexible
staff is well understood in many travel com-
panies, such as “Thai Airways Internation-
al“, hotel “Sandals Dunn’s River, Jamaica®,
international hotel chains and many others.

It must be borne in mind that “changes
are the only constant in the tourism market”,
and precisely, the almost unpredictable pace
of further changes in the development and
application of modern technology, empha-
sizes the importance of constantly innovat-
ing the employees’ knowledge.

It is necessary to understand the im-
portance of knowledge, creativity and in-
novation, as key factors that influence the
achievement of flexibility, i.e. the possibil-
ity of constant adaptation of employees to
constant and rapid changes in the internal
and external environment, with the aim of
achieving organizational and individual suc-
cess.

Factors that determine the role and
significance of education and training in
organizations of tourism industry

The factors that determine the role and
importance of education and training in
tourism companies can be summarized as
follows: (Vuckovi¢, J. 2013: 104-106).

1. The application of marketing, as a
market-oriented business concept, requires
the constant adaptation of organizations of
the tourism industry to new conditions and
trends. In other words, a high level of flex-
ibility of the tourist company is necessary,
which also means the flexibility of the peo-
ple who work in it. Through constant educa-
tion and training, employees master current
knowledge and skills, which enables them to
quickly adapt to changes, as well as create
(encourage) changes, and also encourage
professional and physical mobility, as well
as geographic mobility.

2. In the conditions of increasing com-
petition on the global market, a market-ori-
ented tourism company is constantly faced
with the problem of costs and the problem
of innovation. In solving these problems,
knowledge becomes a key factor, which con-
ditions the need for a higher degree of em-
ployee ability in order for the organization
to survive in tourism. In other words, com-
petitive advantage is created by people with
their knowledge and abilities, which are an
inexhaustible source of energy and innova-
tion without the possibility of copying. Glo-
balization requires from tourism companies
an increased ability and willingness to learn,
to cooperate and coordinate, to successfully
overcome complexity and uncertainty. Large
tourism companies that internationalize their
operations try to solve the problems of lack
of quality workforce through various edu-
cation and training programs for employees
and by investing significant funds in their
permanent professional development, as
well as by creating appropriate management,
adapted to the specificities of each country.

3. The increase in the educational and
cultural level of tourists (i.e. qualitative
changes on the side of tourism demand) re-
quire a different structure, scope and quality
of tourism services. By expanding the range
of tourists’ demands, pressure is exerted on
expanding the knowledge and profile of em-
ployees in tourism and finding new solutions
and offers of tourism services, i.e. creativity
and innovation are emphasized.
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4. Implementation of the total quality
management system (TQM) in the organi-
zation of the tourism industry presupposes
constant learning and improvement of em-
ployees. Continuous education and training
of all employees and their effective inclusion,
i.c. individual responsibility and respect for
personality, stands out as one of the key
characteristics of the concept of total quality
management in tourism (reduction of hierar-
chical levels, so-called downsizing, decen-
tralization and participation, which increases
the responsibility of each individual and re-
quires his greater independence and a wider
range of knowledge and skills, which enable
him to connect work processes). Namely,
education and training are fundamental for
achieving overall quality, because it is the
best way to permanently improve employ-
ees.

Therefore, organized learning is an inte-
gral part of total quality management - be-
cause if new techniques and methods are not
learned, it is not possible to progress and de-
velop. Also, overall quality management is
based on teamwork and only with the neces-
sary knowledge everyone can be creative and
efficient, and contribute to increasing work
quality and work results of the organization
in tourism. The great American hotelier E.
Statler (1863-1928), who knew this and used
it in his hotels, is known for his motto: “He
who gives a little more and a little better ser-
vice prospers”, and that is only the one who
is constantly learning and that’s why he has
developed personnel standards and continu-
ously encouraged staff training and educa-
tion. Deming W. E. in his program “14 points
for quality management” stated in point 6: to
introduce training in every workplace, and in
point 13: to introduce an intensive program
of education and self-improvement.

5. The rapid development of technolo-
gy (especially information and communica-
tion, and lately also the so-called artificial
intelligence) conditions rapid obsolescence
of knowledge. The increasing application
of computer technology (computerized sys-
tems that allow organizations in tourism to

profitably manage capacities and facilitate
the distribution of tourism products - central-
ized reservation systems - CRS and global
distribution systems - GDS) and the spread
of computer networks around the world (es-
pecially the Internet, the so-called “network
over networks”, in the use of which there is a
sudden expansion, which threatens to imperil
the dominance of global distribution systems
as primary intermediaries between sellers of
travel-related services and clients) started
a “new age” - The Information Age. These
processes are particularly significant consid-
ering the fact that the heterogeneous structure
of tourism consists of information-intensive
activities. In that information era, a profes-
sional and qualified workforce, involved in
programs of permanent professional devel-
opment, with the aim of constantly innovat-
ing existing and acquiring new knowledge,
becomes the primary source of value added
to the organization, and not just a factor of
production that needs to be optimized, mini-
mized or eliminated. It should also be borne
in mind that knowledge is one of the factors
that drives technological innovation, so there
is interdependence in both directions.

Also, the transfer of technology and
knowledge is one of the basic elements of
both direct investment and contractual ar-
rangements, as a way of growth and devel-
opment of tourism organizations. It is pro-
vided through various education and training
programs. In this sense, the example of Mc-
Donald’s is interesting. In the McDonald’s
handbook, intended for its franchisees, is
said (regarding employee training) that train-
ing is one of the top priorities at McDonald’s,
because the success of the company depends
on knowledgeable, well-trained people and
uniform information in all restaurants. It is
also said that constant attention to the most
modern training is in the focus of McDon-
ald’s and that McDonald’s goal is to have
the best trained teams in all restaurants.
Such program orientation is also applied
in the training of those who, as prospective
McDonald’s franchisees, will manage their
facilities in this large restaurant chain. The
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condition for obtaining a McDonald’s fran-
chise is program training, lasting one to two
years, and an assessment that should “open
the door” for entry into this large business
system. The training program for owners,
future managers of franchised facilities in
the McDonald’s system, is designed to train
them in all aspects of managing a McDon-
ald’s restaurant, thus recommend them to the
corporation’s management as potential fran-
chisees. An organization can become a can-
didate for a McDonald’s franchise only after
successfully completing the training.

Technological progress in the activities
of the tourism industry will influence the
process of providing tourism services to be
far more sophisticated and complex, with the
need to use equipment of a high technolog-
ical level and complex operating systems.
Therefore, the technical-technological equip-
ment of tourism companies (which includes
the automation of so-called front-office jobs,
back-office jobs and middle-office jobs) will
increasingly reflect on the composition and
training of employees to make maximum use
of the benefits of modern technology.

6. The growing gap between school (for-
mal education) and job requirements leads
to the impossibility of providing appropri-
ate skills and knowledge in the labor mar-
ket. During schooling, a certain amount of
knowledge is accumulated in certain areas.
The formal school system, by its very na-
ture, must have a certain stability and cycle
length. That’s why school education today is
only the basis for upgrading a series of edu-
cational activities during the entire working
life, whose goal is to adapt existing knowl-
edge and abilities to new work requirements.
Therefore, in modern tourism companies,
innovation and expanding the knowledge
of employees through flexible forms of ed-
ucation and on-the-job training, which must
take into account pragmatic goals in terms
of overcoming the knowledge deficit, devel-
oping the skills needed to perform certain
tasks and solving specific work and busi-
ness problems, are increasingly prevalent. In
conditions where money and time become

very important and limiting factors, tourism
company cannot take risks with educational
activities that do not serve their needs, that
is, which do not achieve concrete goals. The
understanding of the role of participants in
educational activities is also changing. They
are no longer passive recipients of informa-
tion, but active participants in the process of
exchange and creation of new knowledge.
Methodical concepts, as well as the contents
of education and training in a tourism com-
pany, must be adapted to such conditions. In
this way, education and training become one
of the basic factors of the flexibility of com-
panies in tourism and key levers of human
resources development.

Objectives of education and training in
tourism organizations

The general goals of education and
training in a tourism company are aimed at
achieving greater work efficiency and over-
all flexibility for changes in the market and
in the environment, i.e. adaptation and train-
ing of employees for monitoring and apply-
ing achievements and knowledge that appear
in the field of tourism business.

The tourism company must continuously
undertake actions to encourage and support
learning, thereby creating employees who
accept the necessity of adopting the habit of
permanent professional education and train-
ing and lifelong learning. Such employees
see demands for developing and improving
knowledge, skills and abilities as opportuni-
ties for advancement, better earnings, greater
job security, more respect and appreciation,
and not as threats.

Recognizing the fact that employees are
a critical success factor, especially employ-
ees with accumulated knowledge which need
to be constantly improved, contributed to a
kind of boom in the creation of various em-
ployee training programs.

Investing in the human resources devel-
opment is considered a profitable invest-
ment, which pays off many times over in
the long term, and therefore more and more
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funds are allocated for the education and
training of employees.

In addition to the above, it should be
mentioned that training today has other
goals besides preparing employees to suc-
cessfully perform their jobs. Training for
special purposes, e.g. in relation to AIDS
and in general the health care of employees
(e.g. hotel employees’ training in relation to
health protection - both their own and that
of guests — the so-called Clean and safe
tourism, in relation to the pandemic of the
virus COVID 19) or diversity, is also need-
ed. As the workforce becomes more diverse,
more and more companies are implement-
ing diversity training programs. Diversity
training refers to the development of em-
ployees’ and supervisors’ awareness of cul-
tural differences with the aim of achieving
more harmonious relations between work-
ers in the company. For example, Adams
Mark Hotel & Resorts organized a diversity
training seminar attended by approximate-
ly 11,000 employees. The combination of
lectures, video materials and exercises in
which employees exchange roles aimed to
build awareness about different races and
religions. In addition, there are a number
of different training programs aimed at
preventing potential problems arising from
workforce diversity. These include pro-
grams for improving interpersonal skills,
understanding/appreciating cultural differ-
ences, adapting to corporate culture, reduc-
ing stress, instilling ethical principles about
work?, etc. (Dessler, G. 2007: 161-162,
Vuckovi¢, J. 2013: 106-107). Beside this, a
very actual social topic of the gender equal-
ity has been a recent subject of training pro-
grams in tourism industry.

Needs for education and training, apart
from the need to acquire general and spe-
cialized knowledge, technical knowledge
(skills), abilities and positive attitudes, ap-

2 First of all, these are issues related to drug and alcohol abuse,
theft by employees, conflict of interest, bribery and corruption,
consumer protection in tourism, inaccurate (false) propaganda,
misuse of the tourism organization’s property, etc. In short,
ethical issues include relationships with consumers/tourists,
workers and managers, suppliers and other business partners,
financial sources and society.

pear at different times during the working
life of both individuals and organizations in
tourism, hence determining the goals and
contents of specific educational activities.
For example, training needs are different for
new and existing employees, or in organiza-
tions where certain changes happened (orga-
nizational, managerial, technological, etc.)
or certain problems in business that need to
be overcome. (Boella, M. Goss-Turner, S.
2005: 339) Therefore, training organization
cannot be a routine job.

Phases, characteristics and benefits of
education and training

In order to achieve the desired effects of
education and training at the level of a tour-
ism company, it is necessary that this pro-
cess takes place through certain interrelated
phases, which form the educational cycle.
The mentioned phases include: (Dessler, G.
2007: 153, Jaszay, C. 2003: 16)

- determination (assessment and analy-
sis) of the needs and goals of education and
training;

- planning the implementation of the
training:

- determination of content, programs
and training plans;

- choice of types and methods of
training;

- selection and training of instructors.

- implementation of training;

- evaluation of the success and results of
the training.

It is extremely important to ensure a
certain degree of standardization of train-
ing, which enables each new employee to
be trained according to an already prepared
plan and program and receive the same
quality of training as the previous employee
who attended it. Designing formal training
is a process that requires initial investments
of time and money, and requires specific
knowledge and skills. Very often, tourism
companies employ experts to design training
programs for each individual sector or hire
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external consultants.> The goal is to create a
useful model with the help of which the de-
sired results will be reached. It is important
to point out the fact that organizing training
cannot be a routine job. There are only prin-
ciples and examples of successful concepts
that can serve as an orientation. However, it
should be emphasized that any once well-de-
signed training must be regularly updated, in
accordance with the changes in the internal
and external environment. In other words,
the process of constant improvement of the
training programs itself is of great impor-
tance. (Vuckovié, J. 2013: 116).

The necessary knowledge, skills, abilities
and appropriate behavior must be the basic
catalyst of educational activities in the or-
ganization in the field of tourism. Education
must be “tailored”, because everything else
is a waste of time and money. In order for
some concept of education and training to
be “tailor-made” for a specific organization
in tourism, it must be created in response to
the request of a specific organization to solve
the problem of employee qualification. At
the same time, it is important that the educa-
tion organizer has appropriate pedagogical,
didactic and methodical knowledge. In addi-
tion to conventional concepts of education,
the organizer must know new trends, so that
he can give optimal advice in a specific situ-
ation. (Przulj, Z. 2002: 210).

However, it should be borne in mind that
there are no “ready-made solutions” and that
the experiences of successful tourism com-
panies from developed countries cannot be
copied. They should serve as inspiration for
finding own models, but at the same time as
a basis for quick and efficient design and im-
plementation of concrete solutions.

The majority of successful training pro-
grams in tourism organizations have the fol-
lowing characteristics: (Goetch, D., Davis,
3 In that case, the active participation of the tourist company
itself (the “customer” of the educational program) and joint
work with the organizer in all phases, from the diagnosis of
educational needs and goals, the development of the entire
concept, to the evaluation and control of the effects of education
and training are necessary. The organizer assumes the role
of initiator and advisor, who, bringing in his professional

pedagogical knowledge, systematizes and structures the entire
process.

S. 2005: 405, Vuckovi¢, J. 2013: 104)

- top management is very committed to
the permanent development of employees,
so training is part of the corporate culture;
Education and training for employees means
change. As every environment is resistant to
changes, including changes in knowledge,
employees usually provide the so-called
“soft” resistance to these changes. Fear of
the unknown, uncertainty and fear of failure
are the biggest obstacles to training. Train-
ing of employees is often a consequence of
the necessity imposed by the changes. Only
management aware of the importance of per-
manent training can decisively implement
the program of introducing new knowledge
into the organization of the tourism industry.
Still, employees become more aware of the
role and importance of knowledge for the
tourism company and for themselves.

- training is directly related to business
goals and strategies;

- training programs are comprehensive,
systematic, permanent and follow changes in
the internal and external environment;

- there is a commitment to invest neces-
sary time and money in training.

The absence of these characteristics is
why some training programs experience fail-
ure.

Jobs (sector or department) of training
can be organized in different ways, depend-
ing on the organizational structure of the
tourism company itself, as well as the impor-
tance it attaches to the education and training
of employees.

The benefits that an organization in tour-
ism has from the education and training of
employees determine the importance of this
instrument, and can be summarized as fol-
lows: (Bogicevi¢, B. 2006: 152)

- impact on improvement of employees’
attitudes, their job satisfaction, productivity
and work quality;

- impact on improvement of the overall
perception of the tourism company by con-
sumers/tourists (because they influence the
quality of tourism products and services);

- impact on increase of profits, by reduc-
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ing the fluctuation of employees and accom-
panying costs;

- lead to innovation of existing and acqui-
sition of new knowledge, and hence, quick
adaptation to changes and strengthening of
the organization’s competitive position in
tourism, etc.

Employees must see in education their
chance for advancement, better earnings,
greater job security, more respect and appre-
ciation, whereas the organization in tourism
must see a chance for greater work efficiency
and overall flexibility for changes in the mar-
ket and in the environment.

In order to achieve the aforementioned
benefits, tourism organizations must invest
both time and money in the education and
training of their employees.

The change in attitudes towards educa-
tion and training of employees is highlighted
by the fact that the human factor is the main
resource that contributes to the growth and
development of organizations in tourism.
However, despite this, there are still preju-
dices about training, which are expressed in
different ways: training is expensive; train-
ing is for young professionals; it is not worth
training those who will leave the company;
training is not worth it - we tried and failed;
knowledge development should focus pri-
marily on technical matters and the like.

Therefore, although the role of workers is
essential for the efficient operation of organi-
zations, in many organizations of the tourism
industry they are considered a necessary evil
and an additional cost. That is why millions
of dollars are spent on equipment, decorat-
ing rooms, lawns and gardens, marble floors,
etc., and not on training and improving staff.
The stated claims do not have adequate ar-
gumentation. A worker is not a cost, but a
useful person whose efficiency increases
through education and training.

In other words, investment in technolo-
gy, equipment and process changes are very
important, but these inputs do not ensure
business growth and competitive advantage
without appropriate investment in people.
People are the initiators and carriers of all

activities. The organization of the tourism
industry must continuously undertake ac-
tions to encourage and support learning,
thereby creating employees who accept the
necessity of adopting the habit of permanent
professional education and training and life-
long learning. Such employees see demands
for skill development as opportunities rather
than threats.

Theories and principles of adult learning

Effective training programs in tourism
are created as a result of the interweaving of
two technologies: teaching technology and
tourism company business technology.

To master teaching technology, knowl-
edge of learning theories and techniques,
motivational theories and techniques, as well
as successful communication techniques
is necessary. There are a large number of
learning theories that have implications for
understanding the learning process, motiva-
tion for learning, as well as the organization
of education and training of employees in
tourism organizations. These include: theo-
ries of needs, theory of operant conditioning,
theories of social learning, theory of goals,
theories of expectations, theories of infor-
mation processing, theory of adult learning.
(Vuckovig, J. 2013: 122)

Without going into the analysis of all the
mentioned theories, this paper will mention
the adults learning theory, which developed
as a result of the need to approach the learn-
ing process of adults in a different way com-
pared to the learning of children. The creator
of the theory of adult learning, and one of the
most important names in the development of
andragogy, Malcom Knowles, highlighted
five basic assumptions on which this theory
is based: (Bogicevi¢, B. 2006: 160-161)

1. Adults want to know why they are
learning something;

2. Adults have a desire to learn inde-
pendently;

3. Adults bring more work experience to
learning;
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4. Adult learning is problem-oriented;

5. Adults are motivated to learn both in-
ternally and externally.

This theory is important for designing
training programs, because the training par-
ticipants are exclusively adults. The theo-
ry suggests that when designing a training
program it is necessary to consult the par-
ticipants about the content of the training
program, find out as much as possible about
their previous experiences and include them
through examples in the training program,
develop programs that are adapted to the in-
terests and competencies of the participants
and focus on a specific problem in the learn-
ing process.

In order to design effective training pro-
grams, one should know the following learn-
ing principles: (Vuckovié, J. 2013: 122)

- Training can be successful if it is under-
stood that learning is a voluntary choice of
the individual, that the individual has a de-
sire to learn something and is motivated in
the right way.

- People acquire knowledge at different
speeds, especially when it comes to adults.
They are not at the same level of knowledge,
experience, ability, learning capacity and
have different motives and attitudes.

- Learning is negatively affected by feel-
ings of nervousness, fear, inferiority and lack
of self-confidence.

- Attendees prefer an informal atmo-
sphere where they are treated as profession-
als and not as students.

- The training should be conducted in
several shorter stages (it is better to conduct
ten classes lasting 45 minutes each, than one
class that would last seven hours).

- Participants must actively participate in
the training. During the lectures, the partici-
pants are passive, while through discussions,
real and “tangible” examples and practical
work they become active.

- Training must include different methods
and all senses. Adults learn best when ma-
terial is presented to them in multiple ways.
When they hear, see, and then do something,
they are more likely to remember it. The re-

sults of one of the studies indicate the fact
that a person remembers as follows: 10% of
what he reads; 20% of what he hears; 30% of
what he sees; 50% of what he sees and hears;
80% of what he says and sees (what he talks
about/participates in the discussion and what
he sees); 90% of what he says and does, si-
multaneously. These indicators are important
for the selection of adequate training meth-
ods, which can achieve the most favorable
effects, and it is exactly the knowledge that is
used by large international hotel and restau-
rant organizations.

- Clear goals should be set for the partic-
ipants, and their progress should be checked
frequently.

- Self-confidence is built through praise.

- The acquisition of knowledge and skills
includes several stages: development, stag-
nation and decline, after which development
follows again. Instructors must be aware of
the existence of this phenomenon, because it
can cause disappointment and frustration in
many students.*

Conclusion

Tourism is such an activity in which the
employees are the ones who make the differ-
ence, who “mark’” the tourism service and
differentiate it from the competition, that is,
they create comparative advantages and are
the only resource that cannot be copied.

Knowledge is the factor that makes the
difference between successful and unsuc-
cessful, whether it is about countries, com-
panies or employees within a company.
Therefore, modern organizations of the tour-
ism industry allocate more and more funds

4 The general idea of the learning curve is that there is a tenden-
cy for an individual to learn faster at the beginning of new tasks,
so that the learning curve moves straight up, and then gradu-
ally moves into a stagnation phase, after a certain amount of
experience is gained. Ideally, each individual’s learning should
follow an upward trajectory, gradually increasing all the time.
In reality, however, learning is usually a combination of prog-
ress and regression. Although abilities gradually increase with
persistence, in a shorter period one can experience their decline.
Such declines are demoralizing, but they are an indispensable
part of learning. Realizing that sometimes things have to get
worse before they get better helps to get through the lows. (Tor-
rington, D. 2004: 426.)
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for the education and training of employees,
with the belief that it is a well-invested in-
vestment, which gives great results in terms
of efficiency and effectiveness of business,
and significantly contributes to achieving a
competitive advantage in the tourism mar-
ket.

For today’s tourism companies, the only
way to survive is an imperative: to learn
faster than the competition! This requires a
new qualification profile, new knowledge
and abilities and new relationships between
the tourism organization and employees.

By itself, education and training cannot
produce the desired effects, but only as part
of a system, in which all elements, phases,
functions and instruments of human re-
sources management are coordinated.

Constant technological innovations, rap-
id changes in the tourism market, impera-
tives of quality and satisfaction of consum-
ers/tourists and other changes, place a new
emphasis on learning as one of the basic
determinants of successful management of
the entire business of tourism organizations.

The need to introduce the concept and
practice of permanent professional educa-
tion and training of employees (from the
completion of some degree of formal edu-
cation to the end of the working life) arises
from major technological, economic and so-
cial changes in the modern world and econ-
omy, and the rapid obsolescence of acquired
knowledge, which should be continuously
updated. Therefore, it is necessary to use
stimulating measures to encourage the ac-
quisition of learning habits throughout life,
with the aim of improving knowledge, skills
and abilities, which is especially important
for personnel in tourism.
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GUEST BOOKS AS A REFLECTION OF HOSPITALITY: THE CASE
OF THE ASTORIA HOTEL AND BLED CASTLE RESTAURANT

KNJIGE UTISAKA KAO POKAZATELJ GOSTOLJUBIVOSTI NA PRIMERU
HOTELA ASTORIA I RESTORANA NA BLEDSKOM DVORCU

Abstract: This paper is an analysis of guest
books of the Astoria Hotel in Bled and the
Bled Castle Restaurant as an important
source for understanding hospitality and
hotel culture. Guest books, as a historical
source, offer a comprehensive approach to
studying the history of travel, cultural inte-
ractions, and the hotel industry. They pro-
vide an insight into various aspects of hotel
life and culture from the perspectives of
both guests and employees. The paper inc-
ludes an analysis of five guest books, which
contain a total of 685 entries, chronologi-
cally from 1995 to 2016. The main resear-
ch question is what the guest book entries
reveal about hospitality in different time
periods and which elements of hospitality
are highlighted. Based on the findings, the
author wonders how to use or enrich the
hospitality practices of the past to enhance
the tourism offer/hospitality of the Astoria
Hotel today.

Key words: Guest book, Astoria Hotel, hos-
pitality, tourism, Bled, Slovenia

Apstrakt: Clanak se bavi analizom knjiga
utisaka gostiju Hotela Astoria na Bledu i
restorana na Blejskom dvorcu kao vaznim
izvorom za razumevanje gostoljubivosti i
hotelske kulture. Knjige gostiju kao istorij-
ski izvor omogucavaju sveobuhvatan pristup
proucavanju istorije putovanja, kulturnih
interakcija i hotelske industrije. Kroz njih
dobijamo uvid u druge aspekte hotelskog
Zivota i hotelske kulture, kako gostiju tako i
zaposlenih. U ¢lanku je analizirano pet knji-
ga utisaka gostiju, u kojima je ukupno za-
pisano 685 unosa, hronoloski smestenih za
period 1995. do 2016. godine. Glavno istra-
zZivacko pitanje je Sta nam zapisi u knjigama
utisaka govore o gostoljubivosti u razlicitim
vremenskim periodima i koji su to elementi
gostoljubivosti koji su istaknuti. Na osnovu
nalaza, autorka se pita kako primeniti ili
obogatiti praksu gostoljubivosti iz proslosti
u turistickoj ponudi I gostoljubivosti Hotela
Astoria danas.

Kljuéne reci: knjiga utisaka, Hotel Astoria,
gostoljubivost, turizam, Bled, Slovenija
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Introduction

The paper highlights the importance of
guest books as an interesting (ethnological
source) for shedding light on perceptions of
hospitality, as they are a significant reflecti-
on of guests’ hospitality experiences. Guest
books first appeared in hotels, where guests
recorded both positive and negative impres-
sions. In addition, higher-end hotels had spe-
cial guest books for “important” guests from
the fields of politics, culture, arts, science,
etc. Their statements and opinions were of-
ten used for marketing hotel and restaurant
services (James, Vincent, 2016). Guest books
are thus an important part of cultural heritage
and tourism practices, offering insight into
both past and present visitor experiences and
reflecting the rich cultural history of a place.
However, guest books are often overlooked
as a research source, although they provide
a window into travel experiences and the
development of the hotel industry. For this
reason, I analysed five different guest books
from the Astoria Hotel and Bled Castle Re-
staurant, covering the period from 1995 to
2016. After that time, entries largely transi-
tioned online through newly developed ho-
tel platforms. Nowadays, guest books have
also shifted to digital formats. A lot of tourist
destinations, museums, and other institutions
now offer digital guest books where visitors
can leave their comments and impressions
online.

A wealth of information can be gathered
from guest books, including details about
guests’ nationalities, travel habits, and, most
frequently, the aspects of their stay they fo-
und most significant.

My hypothesis is that people primari-
ly understand hospitality as the attitude of
employees toward them, and that entries in
guest books are a direct result of hospitality
or its opposite, disappointment. I will exa-
mine the extent to which the human factor
is crucial—whether people decide to leave a
comment when they are either highly satis-
fied or dissatisfied with how the staff treated
them. So, what are the elements of hospita-
lity that prompt people to write in a guest

book? The main research questions in the
article will focus on what guest books reve-
al about hospitality, whether perceptions of
hospitality change over time, and how pra-
ctices from the past can be used to enhance
today’s tourism offer/hospitality.

Understanding Hospitality

The most general definition of hospitality
is kindness and willingness to welcome and
take care of guests or visitors, which inclu-
des ensuring their comfort and satisfaction.

According to the Cambridge Dictionary,
hospitality is an “act of being friendly and
welcoming to guests and visitors” (https:/
dictionary.cambridge.org/dictionary/english/
hospitality)

Dictionary.com, which is the world’s lea-
ding digital dictionary, defines hospitality as
“friendly reception and treatment of guests
or strangers”, “the quality or disposition of
receiving and treating guests and strangers
in a warm, friendly, generous way and the
business or act of providing accommodati-
on, food, drink, and other services to guests”
(https://www.dictionary.com/browse/hospi-
tality).

Hospitality can be defined in various
ways depending on the context (cultural, tou-
rism, psychological, business). Each defini-
tion emphasizes different aspects of hospita-
lity, but they all share the idea of welcoming
and taking care of others to create a pleasant
environment.

In a tourism context, hospitality is defi-
ned as a comprehensive set of services and
experiences provided by tourism service
providers (such as hotels, restaurants, travel
agencies, and others) to ensure that visitors
have a pleasant and comfortable stay. This
includes friendliness and helpfulness of the
staff, quality of services, comfort and safety,
adaptability to the needs and desires of gue-
sts, which includes personalized services and
the emphasis on local culture and tradition,
enriching the guest experience and conne-
cting them with the destination (Ivanusa —
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Bezjak et al., 2012). In my analysis of guest
books, I was interested in the extent to which
the entries I analysed confirm these defini-
tions.

Based on the chronological review of
guest books, I wondered how the understan-
ding of the heritage of hospitality in our co-
untry has changed over time and how this is
relevant to my research.

Heritage is a concept with a long history.
Ethnologist Dr. Janez Bogataj has extensive-
ly studied the heritage of hospitality in Slo-
venia, concluding that two main areas emer-
ge in relation to hospitality: offering shelter
or lodging to a stranger and providing a culi-
nary experience to a guest. Hospitality also
appeared as a balance between false servili-
ty and spontaneous awareness of one’s own
culture, through which people sought to sur-
prise and enrich their guests (Bogataj, 1992).

To sum up, based on the literature, hos-
pitality is a matter of human life culture,
which significantly influences kindness and
the quality of life in general. Hospitality is a
warm and generous welcome to a visitor — a
stranger. To be hospitable means to care for
and respect another being. It involves relati-
onships and processes between the guest and
the host. There is no good service without
hospitality as it is a key, perhaps even essen-
tial, component. Quality service in tourism
is linked to understanding the guest’s needs,
desires, and expectations. The aim of this
paper is to explore whether all of this holds
true and, in particular, what guests consider
to be more or less important in relation to
hospitality.

Guest Books as a Research Source

Guest books are understood as
“a book sometimes found in a hotel or
a place of interest, in  which people who
are visiting are asked to write the-
ir name, address, and anything they would
like to say about their visit (https://dictio-
nary.cambridge.org/dictionary/english/visi-
tors-book).

Hotel guest books are often overlooked
as a research source, even though they pro-
vide insights into how hospitality has been
perceived across different time periods.
Guest books can offer significant informati-
on about which hospitality practices are most
important to guests. They can also serve as
a valuable tool for reconstructing tourism
markets and intercultural encounters (James,
Vincent, 2016).

The analysis of guest books can discern
the dynamics of hotel activities and provi-
de an insight not only into where the gue-
sts came from but also, as much as possible,
what it meant to be a guest at a particular
hotel. It also allows us to understand guest
books as witnesses to culture and to compare
them across time and space. They provide
a foundation for exploring hotel culture and
the hotel as a cultural, social, and commer-
cial institution.

Therefore, guest books are much more
than mere records; they are artefacts of a par-
ticular hotel culture that document—or more
precisely, develop—the power relations
between host and guest, and speak about the
broader culture that governs hotel life.

Astoria Hotel and Bled Castle Restaurant

The material being analysed—guest bo-
oks—relates to the Astoria Hotel and Bled
Castle Restaurant, so I will briefly present
both. The original Astoria Hotel was bu-
ilt in 1930. Marija Vrhunc, a knitter and a
merchant, bought the land from Josipina
Vrhunc in 1930 and built the hotel in that
same year. It had 39 beds, a restaurant, and
a garden. It operated until World War II
when it was occupied by the army. After the
war, in 1952, it was taken over by the Yu-
goslav People’s Army, renamed to the Svo-
boda Hotel, and converted into a holiday
home. It was expanded twice, the last time
in 1973. It served as a holiday destination
for senior military officers, and later, its
doors were opened to other guests as well
(Benedik, 1993).
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When Slovenia gained independence,
the hotel was taken over by the Ministry of
Defence, and its original name, the Astoria
Hotel, was restored. In 1999 the Govern-
ment of the Republic of Slovenia assigned
the hotel to the newly established Vocati-
onal College for Hospitality and Tourism
Bled to be used as a part of the Inter-Enter-
prise Education Centre (MIC). The Asto-
ria Hotel has been operating as a school
hotel since 2000 (ReSek 2016). The hotel
underwent partial renovations in 2005 and
2006. The second phase of renovations took
place from March 2012 to June 2013, du-
ring which the remaining rooms, conference
premises, and educational facilities were re-
novated, and a modern wellness centre was
built. Since then, students have had access
to the excellent facilities of the renovated
Astoria Hotel, the wellness centre, and up-
to-date educational premises (lecture hall,
service classroom, and school kitchen). In
recent years, the Astoria Hotel has earned
the reputation of being one of the best ho-
tels in Bled.

From 1 October 2004 to 2015 the Voca-
tional College for Hospitality and Tourism
Bled also managed the Castle Restaurant at
Bled Castle. At the time of acquisition, the
restaurant could accommodate 96 people in-
doors and 100 on the terrace. The Knight’s
Hall, which could host 70 guests, was also
available (Premrov et al., ed., 2016). Hos-
pitality at Bled Castle has a long tradition.
Guests were welcomed at Bled Castle as
early as 1902, when high-ranking officers
were received by honorary member of Bled
Municipality, Adolf Muhr. During the war,
the owner at the time, Ivan Kenda, offered
10 beds and a restaurant. After the castle’s
renovation, completed in 1961, a dining
areca with a terrace and a small guesthou-
se were set up, managed by the Krim Ho-
tel (Benedik, 1993). Later, the Vocational
College for Hospitality and Tourism Bled
took over the management, and in 2015,
JezerSek Catering d.o.o. assumed responsi-
bility for running the restaurant, which they
still manage today.

Presentation of Analysed Material —
Research

The material for this paper was gathe-
red through the analysis of five guest books,
chronologically placed from 1995 to 2016.
After that, entries in the guest books beca-
me extremely rare due to the rise of online
platforms like Booking, Airbnb, etc., and re-
views moved online. The guest books were
maintained by all hotel receptionists, but the
most notable contributor was Mrs. Vesna Pe-
rié.

The analysis includes two different types
of tourist establishments: the Astoria Hotel
and the Restaurant at Bled Castle, which
was managed by the Vocational College for
Hospitality and Tourism from 2004 until 15
January 2015.

For better clarity the guest books from
the Astoria Hotel have been numbered from
1 to 4 and cover the period from 1995 to
2016. The oldest guest book, Book 1, spans
from 16 January 1995 to 31 January 2004;
Book 2 from 11 January 2004 to 21 Novem-
ber 2010; Book 3 24 from November 2010
to 14 September 2014; and Book 4 from 21
October 2014 to 6 September 2016. In Book
2, there are 5 entries related to the Castle
Restaurant, and in Book 3, there are 21 such
entries. Guest Book 5 is entirely dedicated
to the Restaurant at Bled Castle. In total, I
analysed 685 opinions, 133 of which perta-
in to the Castle Restaurant, and 552 to the
Astoria Hotel.

Each entry in the guest book was analy-
sed based on the following criteria: thank-
you note number, entry date, language of
the note, country of origin, form of the text,
writing method, content (praises and com-
plaints), the author of the opinion or entry,
and any unique aspects.

These criteria were developed through
the review of each entry. I was particularly
interested in what could be deducted from in-
dividual entries and the extent to which these
criteria affect perceptions of hospitality.

First, I focused on the language in whi-
ch the thank-you note was written and the
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country of origin of the opinion writer. The
next criterion related to who wrote the en-
try or opinion. Five major groups emerged:
businesses (travel agencies, sports clubs, and
various associations), groups of friends, indi-
viduals, families or couples, and journalists.

The entries in the guest book were recor-
ded in various ways - some were written dire-
ctly into the book, while others were written
differently and then attached to the book. The
forms of text included emails, faxes, official
letters or thank-you notes, notes written on
the Astoria Hotel flyers, scraps of paper from
random notebooks, photos, menus, letters,
newspaper articles, postcards, congratulati-
ons notes, and direct entries into the book.
The method of writing ranged from handwri-
tten text, drawings by both adults and chil-
dren, to typed or computer-printed text.

In terms of content, entries generally
express praises or excitement, showing a po-
sitive attitude toward the hosts and the host
country in the broadest sense. The compli-
ments were directed at the staff as a whole
(e.g., service, professionalism) or specific
individuals, the location (e.g., views, nature,
weather), the hotel as a whole or individual
elements (e.g., ambiance, rooms, organiza-
tion, cleanliness). Rare complaints referred
to factors beyond the host’s control, such
as bad weather, and to the hotel itself (e.g.,
poor bathrooms, expensive water, bad beds)
or the staff (misinformation at the reception,
poor service). The final criterion covered any
unique aspects of the entries, particularly po-
sitive or heart-warming stories related to the
Astoria Hotel as a whole.

Next, I will present a chronological
analysis of the books based on the aforemen-
tioned criteria, as I am interested in whether
the perception of hospitality varies over di-
fferent time periods.

Analysis of Guest Book 1

In Guest Book 1 I analysed 226 entries
related to the Astoria Hotel and one entry
related to the Castle Restaurant. The entries

span from 16 January 1995 to 31 January 31
2004.

116 entries were written in English, 75 in
Slovenian, 15 in Serbo-Croatian, 15 in Ger-
man, and one in Hebrew. The countries of
origin of the authors of these opinions were
Slovenia (70), the United Kingdom (81),
Croatia (13), Germany (12), Italy (11), Israel
(6), Austria (5), Ireland, Scotland (4), Bosnia,
Serbia, Portugal, Malta, Thailand, Russia,
Romania, America, France, and Norway (1
each), and 9 entries where the country of ori-
gin could not be determined. [ was also inte-
rested in who the authors of the entries were.
In 145 cases they were families or couples,
47 representatives of businesses, 21 indivi-
duals, and 14 representatives of groups.

As for the form of the text, most opini-
ons were entered directly into the guest book
(106 entries), followed by opinions written
on random scraps of paper and submitted
at the reception, where the receptionist pa-
sted them into the guest book (32 entries).
Official letters or thank-you notes, also pa-
sted into the guest book, appeared 25 times.
Guests sent postcards 23 times, congratula-
tions notes 11 times, faxes 10 times, letters
and emails 7 times. In 4 cases opinions were
written on the Astoria Hotel flyers and pasted
into the book, while in one case each, a photo
and a note on a menu were found. Regarding
the method of writing, most entries were
handwritten (187), 37 were computer-typed
and pasted into the book, and one entry each
was an autograph, a typewritten opinion, and
a newspaper article.

Regarding compliments, each entry could
fall under multiple subcriteria, as a single en-
try might contain praise for various elements.
In 106 cases the authors praised the staff in
general, 132 times they specifically praised
friendliness, hospitality, and helpfulness,
and in 20 cases they mentioned individuals
by name. Service was praised 12 times, pro-
fessionalism 5 times, food 15 times, cleanli-
ness 9 times, and 2 guests thanked the staff
for birthday cards. Company representatives
thanked for cooperation 13 times and spon-
sorship twice. In 20 cases guests praised the
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hotel as a whole, the rooms 3 times, the New
Year’s celebration 4 times, the atmosphere 9
times, and organization 15 times. Some com-
pliments (12) referred to the location itself, 1
to the ambiance, 5 to nature, 5 to the country
as a whole, and 1 even to the weather.

Complaints during this period referred
to the staff in only one case. In terms of the
hotel infrastructure, complaints involved the
condition of bathrooms (4), leaking taps (2),
bad-tasting water (1), cleanliness (3), and
poor accessibility for the disabled (1).

While reviewing the entries, 1 paid spe-
cial attention to those that did not fit into any
of the above categories but were important
indicators of hospitality due to their con-
tent. These mostly reflect fond memories of
staying at the Astoria Hotel. In Guest Book
1, I identified entries that can be divided into
three categories: thanks for organizing and
creating “beautiful” memories of weddings
or Christmas and New Year’s celebrations
(5); entries about hotel staff (5), such as “the
hotel and staff should be a model for others,”
“we will recommend it to others,” “thank
you for the birthday flowers”; and general
impressions showing awe for the place and
the country (6), such as “we will return,”
“beautiful lake.” In one case, a guest sent a
photo of their hometown to the staff.

Fig. 1. Entry in the Guest Book,
20 September 1998

Source: Guest Book 1, photo:
Boza Grafenauer

Fig. 2. Entry in Guest Book 1,
29 September 1999

Source: Guest Book 2, photo:
Boza Grafenauer

Analysis of Guest Book 2

In Guest Book 2, I analysed 190 entries,
of which 185 refer to the Astoria Hotel and
5 to the Castle Restaurant. Chronologically,
these entries span the period from 11 January
2004 to 21 November 2010.

97 opinions were written in Slovenian, 70
in English, 12 in Serbo-Croatian, 4 in Ger-
man, 3 in French, 2 in Italian, one in Swedish
and one in Hebrew. The authors were from
Slovenia (94), the United Kingdom (54),
Serbia (8), Israel (7), Scotland (4), France,
Austria, Sweden, and Germany (3), Italy,
Finland, Hungary, Croatia, and the USA (2),
and Montenegro (1).

In 79 cases they were written by compa-
ny representatives, 55 were individuals, 44
were families or couples, 11 were groups,
and one was a journalist. In terms of the form
of the text, most opinions were sent via email
(81), which was then pasted into the guest
book by the receptionist. This was followed
by entries written directly into the book (66),
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letters (21), congratulations notes (15), 4
postcards, 2 opinions sent by fax, and one
newspaper article pasted into the book. The
majority of the opinions (100) were typed on
a computer and then pasted into the book,
followed by direct handwritten entries (86),
and in 4 cases, there were drawings added
to the book.

In 52 cases, there were thank-you letters
where guests expressed gratitude for a pleas-
ant stay at the hotel. 41 praised the staff in
general, 34 praised the food, 33 mentioned
specific individuals by name, 30 highlighted
the friendliness, hospitality, and helpfulness
of the staff, 21 praised the organization, and
2 praised the service. In 41 cases guests com-
plimented the hotel as a whole, 6 mentioned
the atmosphere, and 7 praised cleanliness.
Some compliments (5) referred to the loca-
tion itself, 1 to the ambiance, 7 to the country
as a whole, and 1 to the view.

There were relatively few complaints
during this period—only 6. Three of these com-
plaints referred to hotel equipment (e.g., lack of
a printer), with one complaint about the staff,
food, and misinformation at the reception.

Notable entries include 12 thank-you notes
for wedding organization, 1 thank-you note
for organizing a pleasant New Year’s celebra-
tion, and 4 opinions expressing admiration for
the beauty of the country and the castle.

Fig. 3. Guest Book 2, 11 April 2005
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Source: Guest Book 2, photo:
Boza Grafenauer

Analysis of Guest Book 3

In Guest Book number 3, which covers
the period from 24 November 2010 to 14
September 2014, there were 104 entries, 83
of which refer to the Astoria Hotel and 21
to the Castle Restaurant. It was not always
possible to determine which establishment
the entry referred to, so I have treated them
together.

Most of the entries were written in Slo-
venian (46), followed by 39 in English, 12 in
Serbo-Croatian, and 7 in German. The stru-
cture of guests by country was quite diverse
during that period. The majority of guests
were still domestic (45), followed by the
United Kingdom with 8, Serbia (6), Croatia
(5), France and Switzerland (4), Hungary
(2), and with one entry each from the USA,
Montenegro, the Czech Republic, Denmark,
Italy, Ireland, Israel, Malta, Germany, Ru-
ssia, Spain, and Ukraine. In 14 entries, the
guest’s country of origin was unknown.

In terms of who wrote the entries, 56
were company representatives, 35 were fa-
milies or couples, and 13 were individuals.
Regarding the form of the text, most opini-
ons were sent by email and pasted into the
guest book by the receptionist (81). This was
followed by direct entries written in the guest
book (8), 5 postcards, 3 official thank-you
letters, 2 entries written on an Astoria flyer,
2 on notepads, 2 congratulatory notes, and 1
letter. Most of the entries (85) were typed on
a computer and pasted into the guest book,
while 17 were written directly into the book.
In 2 cases, the entry was simply a guest’s si-
gnature or autograph.

In 32 cases the authors praised the staff
in general, 25 times they specifically praised
friendliness, hospitality, and helpfulness, and
in 26 cases they mentioned individuals by
name. There were 14 compliments about the
service and 36 about the food. Three guests
praised the hotel as a whole, 7 mentioned the
atmosphere, 28 highlighted the organization,
and 2 praised the wellness centre facilities.
One compliment referred to the castle, 7 to
the view from the castle, 9 to the ambiance,
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and 1 to the country as a whole. Additionally,
20 opinions included thanks for a pleasant
stay at the Astoria.

Complaints during this period were about
uncomfortable beds (2), technical issues (1),
food (3), and the difficult accessibility of the
castle (1).

Among the notable entries, there were 5
thank-yous for wedding organization at the
hotel, 1 for assistance with a proposal, 3 con-
gratulatory messages for Christmas and New
Year, and 1 guest who was impressed with
the mountains

From: Syetiona (FILIE Travel)

Fant: ooty Jaruaey 13, 2014 3:35
Subject: Ma) odmar
Draga Alisa | Luka,

Danas mi je prvi radni dan posle malo duz
Mislim na vas i ne s

Source: Guest Book 3, photo:
Boza Grafenauer

Guest Book 4

Guest Book number 4 covers the period
from 21 October 2014 to 6 September 2016,
and includes 58 entries.

34 entries are written in Slovenian, 12 in
English, 5 in Serbo-Croatian and German,
and 2 in Italian. The countries of origin of
the authors include Slovenia (32), Austria,
Switzerland, and the United Kingdom (3
each), Italy and Serbia (2 each), and Bosnia,
Croatia, Israel, and Germany (1 each). In 10
cases, the country of origin is unknown.

In 22 cases the entry was made by a com-
pany representative, 16 by a family or cou-
ple, 14 by an individual, and 6 by a group re-
presentative. Regarding the form of the text,
most opinions were sent by email and pasted

into the guest book by the receptionist (44),
followed by direct entries into the guest book
(10), with 3 letters and 1 congratulatory note.
45 entries were typed on a computer and pa-
sted into the guest book, while 12 were han-
dwritten directly into the book.

In 51 cases the authors praised the staff in
general, with 5 specifically mentioning staff
members by name. 24 praised the food, and
5 mentioned cleanliness. In 34 cases guests
praised the hotel overall, 3 mentioned the
wellness centre, and 4 praised the organiza-
tion. Five compliments also referred to the
place itself.

There was only one complaint and it rela-
ted to the staff. Among the special entries one
guest noted that the hotel and its employees
should be a model for all other hotels.

Guest Book 5

Guest Book number 5 contains 106
entries, all related to the restaurant at Bled
Castle, covering the period from 5 December
2010 to 4 January 2013.

The opinions in the guest book are wri-
tten in 10 different languages. Most entries
are in English (58), followed by Italian (16),
Slovenian (12), Serbo-Croatian (11), Spa-
nish (3), French (2), and one entry each in
Catalan, Estonian, Portuguese, and Norwe-
gian. The countries of origin of the authors
include Italy (18), Slovenia (12), Croatia (9),
the United Kingdom (7), China (5), Australia
(4), Brazil, Denmark, Serbia, Spain, Switzer-
land (2 each), and one entry each from Esto-
nia, Finland, France, Ireland, South Africa,
Monaco, Morocco, Mexico, New Zealand,
Norway, Portugal, Taiwan, Uzbekistan, and
at 27 entries the country of origin was not
identifiable.

Most authors were families or couples
(46), followed by individuals (44), group
representatives (11), and company represen-
tatives (5). All entries were written or drawn
directly into the guest book, with some en-
tries featuring drawings or icons.

In 24 cases the authors praised the staff in
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general, 9 praised the service, 46 praised the
food, and 1 praised cleanliness. Twelve gue-
sts sent congratulatory messages for the New
Year. Eleven guests highlighted the atmosp-
here, 7 mentioned the organization, and 21
praised the location itself, 3 the country ove-
rall, and 1 even praised the weather. Fifteen
guests expressed fascination with the castle,
9 praised the view from the castle, 1 praised
the well-maintained terrace, 3 praised the se-
lection of music, 6 thanked the restaurant for
its event organization, and 2 highlighted the
museum.

Complaints during this period were rare:
2 related to the staff, 1 to the food, 1 guest
complained about the high price of water,
and another about the difficult accessibility
of the castle.

Under special entries, 22 were thank-you
notes or fond memories related to weddin-
gs at the castle. These special entries largely
focused on personal histories and memories.

Discussion of Results— Analysis of
Hospitality Evaluation Over Time

The largest number of entries in the guest
book occurred between 1995 and 2004, with
227 entries, and the fewest between 2014
and 2016. These results are not surprising,
as guest satisfaction assessments for accom-
modations shifted from guest books to online
platforms following the launch of Booking.
com in 1996 and the introduction of other
platforms afterwards.

In all periods, most entries were written
in Slovenian, English, Serbo-Croatian, and
German. Regarding the countries guests
came from, domestic guests, those from the
United Kingdom, and guests from Croatia
and Serbia consistently ranked in the top
three across all periods. For some entries,
it was unclear where the guest was from,
as the opinions were written in English, so
these were categorized as “unknown coun-
try.” Some entries were in languages I do
not recognize, which is interesting because
the writer may have assumed that their entry

would not be understood. This could suggest
two things: either the guest did not know
another widely spoken language, or they in-
tentionally wrote in their own language as a
mark of respect, honouring the fact that they
chose Slovenia, Bled, and the Astoria Hotel
for their visit from a distant country. In some
cases, Slovenes or Serbs living in Germany
or Switzerland wrote their entries in Slove-
nian or Serbian, but I categorized the coun-
try of the sender as Germany or Switzerland.
Some non-Slovene-speaking guests also
wrote brief notes or greetings in Slovenian
as a sign of respect.

In the first period (16 January 1995 — 31
January 2004), most entries were from fa-
milies or couples. In the second (11 January
2004 — 21 November 2010), third (24 No-
vember 2010 — 14 September 2014), and
the fourth (21 October 2014 — 6 September
2016) periods, most opinions were written
by company representatives. For the Castle
Restaurant, entries were again mainly from
individuals and couples.

It can be concluded on the basis of these
results that the Astoria Hotel was particular-
ly appealing to two groups of guests: fami-
lies and business guests. Various companies
organized seminars, training sessions, and
other events at the hotel. In the first time
period, most entries were written directly
into the book, while in the 2nd, 3rd, and 4th
periods, receptionists pasted emailed opini-
ons into the book. This reflects the type of
tourism and business etiquette of companies,
which sent thank-you emails after successful
collaborations, whereas families and couples
tended to write directly in the book in a more
personal way. There were also some creati-
ve entries, such as notes written on menus
or photographs, or simply autographs, whi-
ch were especially common during visits by
sports teams.

Couples or families were more likely to
send personal emails, cards, or guest book
entries. Those often highlighted a specific
individual who had been particularly helpful,
such as someone who made them coffee or
provided sightseeing tips.
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The elements of hospitality are most evi-
dent in the criteria of compliments. I was
also interested in the elements that guests
highlighted as worthy of an entry in the guest
book or a thank-you email during different
time periods.

In 254 cases the authors praised the staff
in general, 187 times they specifically prai-
sed friendliness, hospitality, and helpfulness,
and in 84 cases they mentioned individuals
by name. 37 guests praised the service, 5 the
professionalism, 197 praised the food, and
22 mentioned cleanliness.

In 93 cases guests praised the hotel as a
whole, 3 praised the rooms, 16 sent thank-
you cards for enjoyable New Year celebra-
tions at the hotel, 33 mentioned the atmosp-
here, and 75 praised the organization. Some
compliments (43) referred to the location it-
self, 11 to the ambiance, 5 to nature, 16 to the
country as a whole, 17 to the view from the
castle, and 3 even to the weather.

It can be concluded on the basis guest
compliments across all periods that the top
compliments were directed at the staff (254),
followed by the preparation of tasty food
(197), then the friendliness, helpfulness, and
hospitality of the staff (187), with 84 gue-
sts highlighting specific individuals, and 75
praising the organization. The compliments
predominantly focused on people and the
services they provided, while the condition
and infrastructure of the hotel were secon-
dary. Book 3 assesses the castle, and therefo-
re the fascination with the beautiful view is
highlighted. There were only 32 complaints
in total.

To conclude, the complaints were more
focused on the infrastructure of the hotel
while compliments were primarily directed
at the staff.

It is interesting to note that guests atten-
ding weddings at the hotel or the castle often
wrote wedding wishes for the couple in the
guest books. There were many thank-you
letters from companies, expressing gratitude
for event organization. Most of these were
related to seminars organized at the hotel,

such as the annual conference of the Eu-
ropean Federation of Natural and National
Parks (EUROPARC 95), a meeting of Minor
Offence Judges (25 October 1996), and tou-
rist agencies that brought their guests to the
hotel.

Conclusion

A detailed analysis of the guest books
confirmed the hypothesis that people prima-
rily understand hospitality as the attitude of
employees toward them, and that entries in
guest books are a direct result of hospitali-
ty. The human factor—employees with their
friendliness, kindness, and professionali-
sm—is a key element in how hospitality is
perceived. Guests decide to write in the guest
book when they are extremely satisfied with
the behaviour of the staff, especially when
the staff exceed their expectations.

Understanding hospitality as the care for
guests, ensuring that they feel comfortable
and welcome, is the central element of hos-
pitality across all the analysed chronological
periods, aligning with the definitions of hos-
pitality mentioned at the beginning.

Therefore, the positive practices of hos-
pitality gleaned from guest books can be
applied to enhance elements of hospitality
today. Moreover, these insights show that the
essence of how hospitality is understood has
not changed over time. Information from the
guest books can serve as guidance on what
guests valued most in specific periods and
continue to appreciate today. The analysis
of the Astoria Hotel guest books quantita-
tively demonstrates that the main aspect of
hospitality is the behaviour of the tourism
employees toward the guests, and this is the
crucial element that needs to be further deve-
loped in the future.

Hotel guest books are not just collections
of entries; they are key to understanding to-
urism markets, commercial development, in-
tercultural encounters, and cultural evaluati-
on. Researching guest books offers insights
into the spatial dynamics of hotel operations,
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the origins of guests, their understanding of
the place and the people, their travel expe-
riences in a given period, and above all, what
enriched their travel experience. Guest books
capture very personal opinions and writings
from guests, providing meaningful insights
about both the guests and the hosts.
Understanding guest books and conne-
cting them with other sources provides a rich
perspective for studying hotel and tourism
culture in the future. Guest books are thus an
important part of cultural heritage, offering
a unique view into the history of travel, so-
cial interactions, and cultural practices. Their
preservation and study are essential for un-
derstanding past eras and the development
of tourism culture. Hospitality in tourism is
crucial for guest satisfaction and can signifi-
cantly influence their decision to revisit and
recommend the destination to others.
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Yuusepsuteta y HoBom Cany

UDK 338.48-6:641.8(497.113)
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YIIOTPEBA MUKPOBUJ/BA Y YTOCTUTE/bCKUM KYXUIbAMA
HOBOI' CAJJA: 3BHAIbA U UCKYCTBA 3AITOCJIEHUX

THE USE OF MICROGREEN PLANTS IN NOVI SAD RESTAURANT KITCHENS:
KNOWLEDGE AND EXPERIENCE OF THE EMPLOYEES

Ancmpakm: Yeocmumencmso oanac mexicu
UHOBAMUBHOCTU U KPeamusHOCmU, d jeOaH
00 MpeHO008a Koju je NpUsyKao naxcry je
ynompeba Muxpoouma y npopecuonaiHum
Kyxuroama. Muxpobuwe, miade bumke ca us-
V3emHO BUCOKUM caopaicajem Xpannsueux ma-
mepuja, nocmajy cee MmpariCeHuja HAMupHu-
ya, me je muUxo8a ynompeoa jeoua oo nagHux
KOHKYPeHMHUX npeoHocmu OpojHUX pecmopa-
Ha.luw 0802 pada je da ce ucmpasice 3Harba
U UCKYCMBA 3ANOCIEHUX ) Y2OCMUmebCKUM
kyxureama Hosoe Cada y noenedy ynompebe
u nozxasarba Mukpoouma. Ucmpascusarse je
obyxeamuno ankemuparse 150 3anocienux y
yeocmumesnckum Kyxurama Hoeoe Caoa, a
pe3yimamu ¢y nokazamu 0d, Uako nocmoju
OCHOBHO 3HAIE NPeOHOCMU Ynompebe Mu-
Kpobuma, Kao u NO3HABAIbE HAYUHA 1He206e
ynompebe, NpaKmuuHa NpPUMEHA Bapupd U
yenagHom Huje na sucokom uueoy. Osaj pao
HYOU Y8U0 Yy MpeHymHy npaxcy u nomeHyujai-
He npasye 3a 6yoyhe ynanpeherve y ynompeou
Murpoodumsa y eacmponomuju Hosoe Caoa.

Kwyune peuu: Mukpobuswe,
yeocmumesscmeo, Hosu Cao

3dnocienu,

Abstract: The hospitality industry today stri-
ves for innovation and creativity, and one of
the trends that has attracted attention is the
use of microgreens in professional kitchens.
Microgreens, young plants with exceptio-
nally high nutrient content, are becoming in-
creasingly popular ingredients, making their
use one of the key competitive advantages of
many restaurants. The aim of this paper is
to explore the knowledge and experiences of
employees in the hospitality kitchens of Novi
Sad regarding the use and understanding of
microgreens. The research involved a sur-
vey of 150 employees working in Novi Sads
hospitality kitchens, and the results showed
that, although there is basic knowledge of
the benefits of using microgreens and fami-
liarity with their application, practical im-
plementation varies and is generally not at
a high level. This paper provides insight into
current practices and potential directions for
future improvement in the use of microgreens
in Novi Sad's gastronomy.

Key Words: Microgreeens, employee, cate-
ring industry, Novi Sad



38 | &~ Turisticko poslovanje

YBoa

[TocnoBame y ckiagy ca KOHLEHTOM
OJP’KUBOCTH j€ TPEHA KOjH IOJa3H N0 W3-
paxkaja y CBUM IPHUBPEJAHUM JIEJaTHOCTH-
Ma (Bartelmus, 2010).TpennoBu xoju ce
cBe Opke Memajy OWTHA Cy KapaKTephc-
THKa YTOCTHTEJbCTBA Y JAHAIIE BpeMe, a
npaheme TpeH10Ba 1ocTaje UMIepaTuB y Ap-
JKamy Kopaka 3a koHkypeniujoM (Oliynyk et
al., 2021).

V nanammeM cBeTy, cBe Behu Opoj Jbyan
M0CTaje CBECHO BAYKHOCTH 3]JpaBe UCXpaHe 1
CHOT yTHIIaja Ha ommre 37pasibe (Cena &
Calder, 2020; Shogo et al., 2021; Zavitsanou
& Drigas, 2021).Kmue n Mukpobusse cy
JIparolieHe HAMUPHHIE KOje IOCICImbUX
TOJJMHA TIOCTajy CBE IOIYJIApHHUje y CBETY
npexpambene maayctpuje (Kyriacou et al.,
2016).0Be OmibKe ce UCTHYY IO CBOjOj BH-
COKOj HYTPUTHBHOj BPEIHOCTH U Pa3HOBPC-
HUM npuMeHama y KynuHapctBy (Turner et
al., 2020).

OcuMm cBoje HYTPHTHBHE BPEIHOCTH,
KIUIIE U MHKPOOWJbE Cy IOIMyJapHe 3001
cBoje mpaktuaHocTH U oxapkuocTh (Ebert,
2022).Mory ce ysrajatu kox kyhe wmm y
MaJIIM TPOCTOPHMA, 3aXTeBajy MHUHUMAIHE
pecypce u Opury, Te MpeaCcTaBsbajy SKOJIOI-
KM NPUXBAaT/bUB HauuH y3roja ousba (Gioia
et al., 2017).0Be OuJbke IOHOCE CBEXKH-
HY U Pa3HOJIHMKOCT MCXPAaHU Te Cy IMOCTale
OMHWJbCHH JIOJIaTaK jelrMa IIMPOM CBeTa
(Galieni et al., 2020).

[IpenMeT OBOI HCTpaKHBarba IMPEACTa-
BJbd MHKpPOOMJbE, OIHOCHO HbEroBa YIO-
Tpeba ¥ IO3HaBame Mely 3armocieHuM y
yroctutesbckuM Kyxumama y Hosom Cany.
Mukpobuibe mpencraBba HAMUPHHLY KOja
Cce CBE BHIIC KOPUCTH Y YTOCTHUTEJHCKUM
KyXHHbama, 300T yera ce OBO MCTPaKHUBaHbE
0aBu yrnosHaromthy 3amoCiIEHHX Yy YroCTH-
TeJbCKUM Kyxumbama y HoBom Cany ca Ge-
He(UTHMA U IPABUITHOM yIIOTPeOOM MHKPO-
oupa.

3ajarax paja je aa yTBpAM Jia JIM PecTo-
panu y HoBom Cany ynorpe6JpaBajy MUKpO-
00Jpe TPWIMKOM TMPHUIIPEME W ICKOparlwje
jeJa Kao W Jia JIM Cy 3aIll0CIeHHU y THM PecTo-
paHMMa YIO3HATH ca TEPMHUHOM MUKPOOUIbE
U J1a T1 ynoTpeba MUKpOOHIba Y peCTOPaHH-
Ma y HoBom Camy nma 3Ha4aj 3a moTporiadge.

Ipernenx aureparype

IHojam Mukpoduba

Mukpobusbe  TpeACTaBibajy — MIaje,
HEeXXHE OMJbKE KOje ce IIMPOKO KOpHCTE 3a
noboJblame 00je, TSKCType U yKyca pasiiu-
YUTHX jelia, IOCEOHO calara U TIIaBHUX jera
(Xiaoetal.,2012; Rasane etal., 2023).Hbuxo-
Ba CIIOCOOHOCT J1a Ce y3rajajy y MajuM Ipo-
CTOpHMA U KOHTPOJHMCAHUM YCIOBHMA YHHH
UX TIOTOIHHM 32 OJPKUBY TIOJbOIIPUBPENY Y
3aTBOPEHOM, INTO je OJ BEIUKOT 3Ha4aja 3a
3a/I0BOJbABAHC HYTPUTHBHHX TOTpeda CBe
Opojuuje ypbane momynanuje (Bhaswant et
al., 2023).

Muxkpobusbe je modeno mga ce MpOu3BO-
m y Jyxnoj Kanudopuuju tokom 1990-nx
U O] TaJla j& CTEKJIO 3HAYajHy MOIYJIApPHOCT
3axBasbyjyhul CBOM CBEkeM YKyCy #U Opoj-
HUM HYTPUTHBHHM IIPEAHOCTHMA, HAPOUUTO
y nocnenwoj aeuenuju (Zheng et al., 2021).
Wnak, y3roj u auctpudynuuja MUKpoOOHIba
MIpe/CTaBIbajy 3HaYajHE MU3a30BE, jep je OBa
KyJITypa HM3y3€THO OCET/bMBA M HMa pela-
THBHO KpaTak pok Tpajama.lla 6u ce mpe-
Ba3WILIA OBU M3a30BH U MPOAYKUO HHHXOB
POK Tpajara, y3 UCTOBPEMEHO OIpPIKABAC
WM T000JbIIake HYTPUTHBHOT KBAaJIMTETA,
CTpOBEICHA Cy HCTPAKHBAFa Pa3sTHIUTHX
nHTepBeHuuja (Mir et al., 2017).Mako je
MHUKPOOUIBbE PeNIaTHBHO HOB MPOHU3BOA y 00-
JACTH MOJHONPUBPENE, UCTPAKUBAA HEro-
BOT' HYTPUTHBHOT TIpO(HUIIa U 31PaBCTBEHUX
MIPEHOCTH Cy U Jajbe y Toky (Caracciolo et
al., 2020).

[MonynapHocT MHKpoOOHJbA  TIPOHCTH-
Ye U3 HETOBE JKMBOIMHUCHE 00je, MCTMKATHE
TEKCTYpe ¥ jJeIUHCTBEHUX CBOjCTaBa Koja
no00JbIIABAjy YKYC calara, CeHIBUYA, CyTa,
necepra v nuha, Kao U U3 HETOBOT BUCOKOT
cajipkaja KOPUCHUX HYTpHjeHAra M IOTEH-
uujanHe OwoaktuBHe BpemaHoctu (Gupta et
al., 2023).

Ynorpeda u 6eHepuTH MUKPOOUIBA

Mukpobuibe je M3y3eTHO Ooraro BHTa-
MUHNMa, Kao wto cy ButamuH C, K u E,
MHUHEpaJInMa NomyT 0akpa M IWHKA, Kao U
¢duroxemuKaijama, ykipydyjyhu kaporeHo-
nje u (eHOIHA JeMbEeha, KOJU JIeNyjy Kao
CH&XHM aHTHOKCHJIAHCH Yy JbYIACKOM Opra-
amsmy (Kowitcharoen et al., 2021). UaTtep-
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BEHIIMjE y MPOM3BOMIILH MPE JKETBE, IMOIYT
KOHTPOJIE OCBETJbCHA, CTpeca CaJMHUTETa,
oborahnBama XpaHJPMBHM CYIICTaHIIaMa H
ynorpebe MPUPOJHUX CYIICTpaTa, 3HA4ajHO
yTH4y Ha (OTOCHHTETHYKE M METabOIHUKe
AKTMBHOCTH MHKpOOMJba, T0OoJbIIaBajyhn
BUXOB HYTPUTUBHU TPOGHI, IPH YeMy OBH
eexTn Mory BapupaTtd y 3aBUCHOCTH Of
Bpcre (Puccinelli et al., 2019). ¥V onnocy Ha
3peno mosphe ucre BpcTe, MUKpOOHIbE caap-
JKH | JI0 JIeceT IyTa Behe KOIMYMHEe BUTaMHU-
Ha u muHepasia (Choe et al., 2018).

300r cBor Ooraror cajapkaja XpaHJbH-
BUX MarepHja M MHTCH3MBHHUjUX YKyca, MHU-
KpoOmJbe ce cMarpa 0OJbOM alITePHATHBOM
kiaunama.llopen Tora, ono campxu Behy
KOHIIEHTpalujy (uToxXeMmukanuja, MHHepa-
Ja ¥ BUTaMHHa y mopehemy ca 3penum o00-
muiuMa uetux omsbaka (Dalal et al., 2020).
VKJbyunBame MUKPOOUIbA Y UCXPAHY MOXKE
JIONIpUHETH yHanpehewy KBalurera ucxpa-
HE U MO3UTHUBHUM 3[PaBCTBEHUM HCXOANMA
(Teng et al., 2021). MukpobmBbe ce MOXKe
Pa3IIMKOBATH IO YKYCY Y 3aBUCHOCTH OJ1 Bp-
cTe OMIbKe, IpU YeMy ce yKycH kpehy oz ku-
CEIIKACTOT, CJIATKACTOT, TOPKOT 10 MUKaHTHOT
(Carraciolo et al., 2020). Hajuemhe ce y3-
rajajy rpaiiak, CyHIIOKDET, 1acyJb, OPOKOJIH,
[[BEKJIAa, PYKOJIa, POTKBHUIIA, I[PBEHU KYIIyC,
6ocwpak n nmenndHa Tpasa (Michell et al.,
2020; Thakur et al., 2022).

Haxo je MUKpOOHJbE MPBOOUTHO CTEKIIO
MOMYJIAPHOCT Kao JICKOPAaTHBHH EJIEMEHT
Ha TamkHpHMa NPECTIKHUX PECTOpaHa, OHO
JaHac TIOCTaje jeJaH O] HEM30CTaBHUX cac-
Tojaka y OpOjHMM jenuma U TociiacTuiiama,
yKJbYydyjyhn u oHe Ha gomahmm Tprezama
(Ayeni, 2021).Mukpobusbe ce yIIIaBHOM
KOH3yMHpa Yy CHpPOBOM OOJHKY, OWJIO Kao
JieKopaliija Wik Kao MHTErpalHi CacTojak
Yy pa3iMuuTHM KYJIMHAPCKUM IIperaparuma
(Renna et al., 2016; Ghoora et al., 2020).
[To3HaBame ykyca W apoMa MHKpOOWIba je
O]l CYIITHHCKE Ba)KHOCTH, jep HHXOBE pa3-
JIMYHUTE KapaKTEPUCTHKE MOTY 3HAUajHO yTH-
[[aTH Ha KOHaYHHU yKYyC jesla y KOMOMHAIMjH
ca JIpyruM cactojunMa.300r Tora je Heol-
XOHO MaKJbUBO OMpPaTH MHUKPOOMIbE KakKo
Ou ce M30erH HEKEIbCHU CPCKTH Y TOTVICTY
yKyca, Mako OHO MUMa OpOjHE HYTPHUTHBHE
npexaocta (Mir et al., 2017).MukpoOube
je BeoMa TomyJiapaH H300p 3a JICKOPaIujy

XpaHe, moMaxxyhu y mo6osbliamy eCTeTCKOr
JOKHBJbaja U 3aJJ0BOJbCTBA TOCTH]Y, TE CE€
crora gecTo kKopucti y pecropannma (Ricks
et al, 2023).VY pa3BujeHHM 3eMJbamMa, KyBapH
NIPUMERY]y MHKPOOMJIbE, KIIMIE W jECTUBO
nBehe xako O jemMa Jaiau er30THYHE yKy-
ce, )KUBOTIHCHE 00je W eCTETCKH aTpaKTHBAH
usrien, npusiadehu morpornade koju BOAEC
pauyHa o 3apaBiby (Treadwell et al., 2010).

MeTtonoJioruja

Kpenpame aHKeTHOT YIHTHHKA

VY OBOM HCTpaXHMBamy y4YECTBOBAJIO je
150 ncnuranuka.MIcnuTHBaHU Cy UCKIBYYH-
BO 3aIlOCJICHU KOJH PaJie Y YrOCTUTEIHCKHM
KyXHEbaMa.AHKETHO MCTPAXUBAKE j& CIPO-
Beneno ox 1.03.2024.10 15.04. 2024. roqune
1 OWIO je HaMEeHEHO HCIUTAHUINMA KOjU
nMajy MUHHMYM OocamHaecT roguHa. Mcmu-
TAHUIM Cy aHKETHPAaHHU CJCKTPOHCKHM ITy-
TeM, Kao U JIMYHO OJ] CTPaHe aHKeTapa, aHKe-
Ta je OWiia y NOTIMyHOCTH aHOHUMHA.

AHKETHH YIHTHHK je KPEHpaH Mo y30py
Ha UCTpaKHBambe Koje cy crnpoBein boxuh u
Munomesuh 2020.roquHe. YIUTHUK je Y Ma-
JIO] MepH MOTU(HUKOBAH Ca IHMJbEM 1a Oyze
npuiaaroheH MmoJHeO/bY Ha KOjeM CE BPIIH
HCTPaXUBAbE.

YmuTHHUK ce cacToju of 27 muTama, 1o-
JleJbeHUX Ha Tpu ueiuHe.llpBa rpymna nu-
Tama OJIHOCHJIA CE Ha COIMO-IeMorpadcke
KapaKTepHCTHKE HCIHMTAaHWKA W cacTojajia
ce O] IIECT IHTaka 3aTBOPEHOI THIA, KOja
cy Ouia Be3aHa 3a TOJI MCIHMTaHUKa, CTa-
pocT, HMBO 00Opa3oBamwa, TOJUHE pPaTHOT
HCKYCTBa Y YTOCTUTEJCTBY M PajHE TO3H-
nuje.Y Ipyroj Tpynu MATamka UCITUTAHHUIIA
Cy OJroBapalii Ha MMUTamba Koja Cy ce OHO-
CWJIa Ha YINO3HATOCT Ca MHUKPOOMJBEM Kao
U KOJIMKO je, alli M Jia JIU je, 3aCTYIIJbCHO
Yy YTOCTHTEIJbCKO] KyXWIH y KOjoj pane u
KOje Cy OCHOBHE IPEIPEKE y YIIOTPEOH MH-
kpobusba.Takohe cy, y OkBHpY OBe rpyre
MUTamka, HCIIUTAHUIM 03HAYABAIIH KOj& MH-
KpoOWJbe KOPHCTE M ONIaKJie Ta HabaBJbajy.
Konx Tpehe rpyne nurtama, HCIUTAHULU CY
ce M3jallmbaBaly O claramy ca oapehennm
TBpAmama nomohy nerocreneHe Jlnkepro-
Be cKaie, y pacmony ox | g0 5 (ox 1 — an-
COJIYTHO CE€ HE CJIa)KeM JI0 5 — arcojyTHO
ce ciiaxkeM) BesaHe 3a OcHeduTe yrnorpede
MHKpOOHJIBA.
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MecTo HcTpaKHBamba

Kao mecto wucrtpakupama wu3abpaH je
HoBu Cap xao jeman ox Hajehux Typuc-
THYKUX neHTapa y Cpouju. UcTpaxuBamem
cy obyxBaheHHN CBH YrOCTHTEJHCKH O0jeKTH
Koju ce OaBe KOMEPIIHjaTHOM HPOHU3BOIEHOM
U 1IpojiajoM xpaHe u nuha, ykipyuayjyhu pas-
JHYHTE PECTOPaHEe U XOTele.

Pe3ynrartn paga u quckycuja

Ananuza coyuo-oemozpaghpckux Kapax-
mepucmuKka UCHUMAHUKA

VY 0BOM HCTpaXXMBamy y4eCTBOBAJIO je
150 ucnuraHuka 3a10CIIEHUX Y KyXUbama y
yroctutesbckuM objektnuma y HoBom Cany.
Ha ocnoBy monaraka u3 Ttabene 1, moxe
ce BUJETH Ja je BehnHa MCNUTaHWKA YHHE
Mymkapi (62%), nok sxeHe umHe 38%.
[IIto ce TWye cTapocHEe CTPYKType, Majo
BUIIE Of mojoBuHe ucnuTanuka (50,7%)
yuae Miahu ox 30 rogmHa, WITO yKasyje Ha
MJIaay pagHy CHary y YTOCTHUTCJBCTBY.Y
rpymu o 31 no 40 roguaa Hanasu ce 21,3%
HUCTIUTAaHMUKA, 0K 28% uma Buie ox 41 ro-
quHe. Ha ocHOBY monaraka MCTpakuBarba
Moke ce mpuMetuTH na 50,7% ucnuraHuka
“Ma caMO Cpemby IIKOIY, IITO yKa3yje Ha
norpely 3a J0IaTHUM 00pa3oBameM U 00y-
KOM Y CEKTOPY, C TUM Aa camo 3,3% ucnura-
HUKa MMOCEAyje MacTep N JOKTOPCKE CTy-
nuje. Y mormieny pagHOT MCKyCTBa y yroc-
TUTEJbCTBY, HajBehn MpoleHaT ucnuTaHuKa
(34%) uma oz 1 1o 5 rogMHA UCKYCTBA, IITO
yKa3yje Ha pelaTHBHO MIIANy pagHy CHary,
a 39,3% wmcnuTaHWKa pagud Mame O]l TOH-
HY JlaHa Y TPEHYTHOM O0jEKTy, IITO MOXe
yKa3uBaTH Ha BHCOKY (UIYKTyalujy pajHe
cHare. llITo ce Thye pagHUX MO3UIHja, HAj-
Buile ucnuranuka (48%) cy momohHu Ky-
BapH, JIOK MamH MPOLIEHTH YMHE 1Ie()OBH U
IJIaBHU KyBapH.

AHanuza no3Hagara MUKpoouva

MuxkpoOusse jecy jecTuBe, MEKe, Miajie
OuIbKe Koje ce 100Hjajy o ceMeHa moBpha,
JKUTapHIla WK IpyTUX Onjbaka ca pesBoje-
HUM KOTHJICAOHMMA (KIMUIHHUM JUcTUhU-
Ma), Koje ce KOPHCTe W 3a ICKOpalHjy H
3a mpunpemMy jema (Zhang et al., 2021).Y
OKBHpPY HCIIMTHBAaKka II03HABamka MUKPO-
Owba, Tpebaso je JancCIUTaHWLU n3adepy

TauHy JAeQUHUIM]Y MHUKpPOOMJbA OJl TpH
nonyhene. Ilomamu y tabenu 2 mokasyjy
na je semuka BehmHa (75.3%) mcruraHmka
yIO3HaTa ca TePMUHOM MHKPOOHJIBA IITO Cy
oxpabpyjyhu momamu xama ce yame y 003up
KOJIMKHM je TOTEHIHjall KOju MHKPOOHIbEe
¥Ma, He caMo y JIeKopaIuju jena, seh u to-
KOM came Ipumpeme.

Ananuza ynompeode u HadagKe MUKpo-
ouna

Y okBUpY OBe Tpyle NnuTama, Tpedano
j€ J1a ICTIUTHUIIM HaBeay Jia JIM KOPHCTE MU-
KpoOWJbe 3a MpUIpEMy U JEKOpalujy jena,
KOjH Cy IIOTSHIMjATHH Pa3JI03H 3aIITO HE KO-
pHucTe MUKPOOHIbE, 1a T MOXKAA TUTAHUPAjy
J1a yBPCTE MUKPOOMIBE y MOHYIY PecTopaHa
Kao U J1a JI1 y3rajajy MUKpOOHIbE y pecTropa-
Hy y koMme paze. Pesynratu y tabenu 3 mo-
Kazyjy aa 66% McIUTaHNKa KOPUCTH MUKPO-
OWbe y TPUIPEMH U IEKOPALHjU jela, JTOK
ocrtatak o1 34% nnM He KOPUCTH WM PETKO
KOopHCTH MHUKpobusbe. O MCTIMTaHUKA KOjH
Cy HaBellH JIa HE KOPUCTE WIIM PETKO KOPHUC-
T€ MUKPOOWIbE Y NPHIIPEMH U JEKOpaLUjH
jeuna, Hajsehu npouenar wux (35%) je HaBeo
Ja je IIaBHH pasiior 3a TO IITO MUKPOOHJIbE
HE O/roBapa CTHIY KyXHIbe, HaKo Ce YIO-
Tpeba MHUKpOOWIba HE MOXKE TOBE3aTH YCKO
ca OWII0 KOJUM CTHJIOM KyXHE-€ M HIHPOKO je
pacrpocTpamena y cBUM Kyxumama (Turner
et al., 2020).0Ox ucror nporeHTa UCTINTaHU-
Ka, BUX 28.9% je oaroBopmio na miaHMpa
Jla YBPCTH MUKPOOHMIBE Y KyXUBY Y K0jOj CY
3aIlOCIICHH, IITO j€ CBAKaKo oxpadpyjyhu mo-
Jlatak jep ynorpeda MUKpOOUsba MOXKeE 3Ha-
YajHO JONPUHETH CEH30PHO] U HYTPUTHBHO]
BpenHoctu camor jena (D’Imperio et al.,
2023).

C 003upoM 1a je 3a y3roj MHKpoOHIba
noTpedaH Majy MPOCTOp, Te J1a Y CBETY II0-
CTOje PEeCTOpaHu KOjU I'a CaMOCTaJHO Y3-
rajajy (Charlebois, 2018), ucriuranunmma je
MOCTaBJFCHO IUTAKE /1A JIM I'a PECTOpaH y
KOMeE Cy 3aIl0CJIeHH y3raja, Ha Koje je 86.7%
UCIUTAHUKA OJrOBOPHJIO HEraTHBHO IITO
TOBOPH U J1aJb€ O HEPa3BHjeHO] CBECTHU H
HEJIOBOJLHOM I103HaBaly HaYMHA y3roja MU-
KpoOuJba.
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Taoena 1. Coyuo-oemodpagcke kapaxmepucmuke UCHUMaHuka

Cormo — nemorpad)cKux KapaKTepHCTHKA

1. ITon
ITon Bpoj ncrmranmka [Mponenar (%)
Mymku 93 62%
XKencku 57 38%
2. l'omuae crapocTtn
I'onune crapoct Bpoj ncrmranuka [ponenar (%)
Jlo 30 ronuHa 76 50,7
OJ1 31 mo 40 roguna 32 21,3
IIpexo 41 ronune 42 28
3. HuBo obpazoBama
HuBo oOpa3oBama Bpoj ncimranuka [Mpouenar (%)
Cpenma mkosa 76 50,7
Bura/sucoka mkona 35 23,3
OCHOBHE aKaJIeMCKe CTy/Hje 34 22,7
MacTtep/I0KTOpCKe CTyIHje 5 3,3
4. l'ofguHe paIHOT HCKYCTBA Y YTOCTUTEIHCTBY
TonuHe pagHOT HCKYCTBa Bpoj ncnnranuka [Ipouenar (%)
Masbe 0of1 jeTHe TOIIHE 31 20,7
Ogn 1 1o 5 ropune 51 34
On 5 no 10 roguna 27 18
IIpexo 10 roguHa 41 27,3
5. T'ommee pagHOT HCKYCTBa y 00j€KTy y KOjeM Cy NCITUTAHHIH TPSHYTHO 3aI0CICHN
T'opuHe pagHOr HCKyCTBa Bpoj ncrmranuka [Mponenar (%)
Matbe of1 jesiHe ToAMHe 59 39,3
On 1 o 3 ronune 51 34
On 4 no 7 roguHa 24 16
[Ipexo 7 ronuna 16 10,7
6. Pagna nosunuja
Panna nosunuja Bpoj ncnmranuxka [Tpouenar (%)
e} /3ameHnK meda KyXume 19 12,7
I'maBHU KyBap/Boha cMeHe 23 15,3
Kysap 36 24
[Tomohuu KyBap 72 48

Tabena 2. Ananuza nosnasarba mepmuna MUKpoouve

H360p: ucmpasicusarve aymopa

Tlojam koju geduHUIIIE MEKPOOUIbE Bpoj ncnnranmnka

[Ipouenar (%)

Mukpobuibe cy jecTuBe, MeKe, Milajie OHJbKe Koje ce

nobujajy o ceMeHa moBpha, JKUTapHLa Uil APYTHX 17

OuJbaka Koje HeMajy pa3BHjeHEe KOTUJIEIOHE.

11,3

MuxkpoOube jecy jecTuBe, MeKe, KITUIIe Koje ce 100ujajy

o] cemeHa moBpha, )KUTapuIla WiK Ipyrux Onsbaka ca 20

PE3BOjEHIM KOTHIICOHIMA (KIHIIHUM JTHCTHhIMA), KOje
C€ KOPHCTE UCKJbYUHBO Y MPUIIPEMH jena.

13,3

MukpoOuibe jecy jecTuBe, MeKe, Milajie OHJbKe Koje ce
nobujajy o ceMeHa moBpha, JKUTapHLa HiIH APYTHX

Oubaka ca pe3BOjCHUM KOTHJICIOHUMA (KITUIIHUM 113

nmuctuhuMa), Koje ce KOPUCTE U 3a ASKOpaLujy U 3a
[pUIpemy jesia.

75,3

H3e0p: ucmpasicusaroe aymopa
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Tabena 3. Ananuza ynompebe Mukpoouva

[Ipouenar
ucnuranuka (%)

Ja 66.0

Jla 1 KOpUCTHTE MUKPOOUIBE 3a IPUIIPEMY H He 67

JeKoparujy jema? Pero 273

[IpeBucoka 1exHa 5.0

Henocrynnoct 25.0

Koju cy pa3iio3u 300r KOjuX HE KOPHCTHTE HenosHaBame yKyca 1 MHpHCa 12.5

WU PETKO KOPUCTUTE MUKPOOUIBE Y HesauntepecoBaHoCT rocTHjy 20.0

pecTopaHy y KOMe CTe 3aroCICHU? HemoryhnocT npaBuiHor 25
CKJIQIUIITEEhA

He oarosapa cTmily KyXuimbe 35.0

Jla nu TutaHEpare 1a yBPCTHTE MUKPOOUIBE Ja 28.9

Y YTOCTUTEJBCKY KyXHIbY Y KOjOj CTe He 13.2

3aI0CICHU? Hucawm curypan 57.9

Jla nu y3rajate MUKpPOOUIBE Y PECTOPaHY Y Ha 13.3

KoMe paaure? He 86.7

H360p: ucmpadsicusarbe aymopa

VY OKBHpY HCTE Tpylie MUTaba, UCIUTA-
HUIH jeTpebao 1a o3Ha4ye KOje MUKPOOHIbEe
KOpHCTE Y MPHUIIPEMH | ACKOpaIHju jena (Ta-
oena 4).Hajsehu Opoj ucnuranuka (54.9%)
je HaBeo rpaimak Kao MHUKpOOMIbE Koje Ko-
pucre.['pamax je MUKpoOHIbKa Koja je Oiaro
cratkor ykyca.Kaia ce KOpUCTH y HCXpaHH,
jenrMa ofaje CBeKUHY U MaJlo XPCKaBOCTH,
300r cneundmtme TEKCType JIMCTOBA. I'pa-
113K je _]CJZ[Ha 07 OMYJIAPHHU]UX MI/IKp061/IJLa-
Ka jep je yKycaH M ocBexaBajyhm Te naje
er30THYaH yKyC canarama,qopoama,oTaxu-
Mma u Oyprepuma (Senevirathne et al., 2019).
Taxole, Benmnkn Opoj MCITUTaHWKA KOPUCTH
pyxomy (50.7%), porkBuiy(41.5%) u Mmaj-
ynHy aymuiy (40.8%) y nmpumpeMu u aexo-
pammju jena.OBaKkBH Pe3yaTaTH Cy U OUCKU-

BaHU jep ce pyKoJia cMarpa HajKOPUCHHjOM
W Haj3apaBujoM xpaHoMm OymyhnocTtn.Kao
u ofpacia OMIbKa, U MHUKPOOWJBbKA PYKOJIE
je 1o yKycy IOMaJio JbyTa, 38 HEUMjU YKYC
YaK U ropka, 300T Tora ce Hajuyenihie KOpUCTH
y JIEKOpaTHBHE CBpXE, WM Kao cajiara WM
nonarak y ceHnBuunMa u oyprepuma (Lenzi
et al., 2019).C npyre cTpaHe, pOTKBHIA j€
BEOMa IT03HATA M PACIPOCTPAECHA y CBETY
Mukpo6Omba.llocroju Buie Bpcra, uuje ce
00je pasnuKyjy Of JbyOuvacTe 10 KyTe, ajiu
Cy HajIlo3HATHje BPCTE jarlaHCKa M KWHECKa
porkBuia. TekcTypa JHCTOBA OBOT MHKPO-
Ousba je xpamasa, a YKyc je 0rmaro cirajak, ca
npuMecama JpyTHHe. KopHucTn ce y ucxpanu
y yopbama M MmoTakuma, cajnarama, CeHJIBHU-
yuMma u Oyprepuma (Mlinaric et al., 2023).

Tabena 4.Bpcme mukpobumsa Koje ce Kopucme y npunpemu u Oekopayuju jena

Muxpobusse Bpoj ncimranuka IIpouenar (%)
I'pamak 78 54,9
Porksuma 59 41,5
LpBenu kymyc 34 23,9
Pyxona 72 50,7
Jle6nebuja 21 14,8
Majuuna gymuna 58 40,8
Kykypys 3 2,3
Lenep 3 2.3

H360p: ucmpasicusarwe aymopa
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[Mocnenmwe mnuTame M3 OBE Tpynanuje
OJTHOCHJIO CE Ha MECTO OJaKiic HaOaBJbajy
MHUKpOOMIbe.Y Tabenu 5 Moxe ce BUJIETH J1a
Hajsehn Opoj ncnuTaHWKa HabaBJba MUKPO-
ombe o momahux mpomssohaua (40.3%) nok
HajMamH yneo ucnuranuka (3.1%) Habasiba
o apyrux pecropana.llponsBonma MUKpO-
OuJba joIll YBEK HHUje Y MOTIHYHOCTH pa3Buje-

Ha (Pescarini et al., 2023), Te ce 0HO HE MOXKe
JEHOCTAaBHO M KOHTHHYHMPaHO HaOaBJbaTH
y CylepMapkeTuMa M JIPyTUM MPOJaBHIU-
Ma, T€ C€ PEeCTOpaHM 4yecTo okpehy mammm
mpou3BohayriMa KOjU HMMajy PETrUCTPOBAHO
MOJHOIIPUBPEHO Ta3JMHCTBO, T BpIE Ha-
0aBKy O HUX, OWJIO Ha MHUjallaMa WId Ha
¢dapmama.

Taobena 5. Habasxa muxpodumva

Opnaxiie ce Ha0aBJba MUKPOOUIBE Bpoj uciuranuka IIponenar (%)
Opn npyrux pecropaHa 4 3.1
W3 cynepmapkera 25 19.4
W3 nponaBHuIa 31paBe XpaHe 12 9.3
Ca nujane 33 25.6
On nomahmx mpowusBolhaua 52 40.3

H360p: ucmpasicusaree aymopa

Ananuza nosuasama denepuma ynom-
pebe muxkpoouva

VY nocneameM MUTakby Y OKBUPY OBOT
UCTPaXUBamkha, HCIUTAHULMMA Cy Ha IIe-
TocTeneHoj JInkepToBoj ckanu O3HauaBaIH
ciarame ca 9 TBp/bH Koje ce Tuay OeHedura
ynorpebe Mukpoousba.Ha ocHOBY pesyarara
u3 Tabene 6, MOXKE Ce BHICTH Ja je HajBehn
crerieH cnarama (4.05) mMama TBpama Oa
MUKpPOOHJbE CaAp KK BUIIE HYTpHjeHATa Of
3peNiX JIMCTOBA U TIIOOBA UCTUX OMJbaka,
IITO MOKa3yje /ia Cy 3aroCiIeH! Y KyXHbama
y HoBom Cany ymo3Hatu ca HyTPUTHBHUM
OorarcTBIMa KOjeé MHKpPOOWIBE TIOCemyje.
Hajmamy omeny (1.81) mmana je TBpama aa
je MHKpoOmspe MOTpeOHO TOIUIOTHO 0Opa-

IIUTH, IITO j€ Y MOTIIYHOCTH HETaYHO jep ce
TEPMUYKOM 00pasioM I'yOH BeJIMKa KOJTMYHMHA
HYTpHUjeHaTa, Teé Ce MUKPOOWIbE YIIIaBHOM
KOPHUCTH y CHPOBOM CTamy Kao JeKoparuja
WM Kao JeO0 canara, CeHABHYA, CMyTHja H
cimyHo (Castellaneta et al., 2022).

Orneny HIKy of mpoceune (2.61) mma-
Ja je TBpImba Ja Cy IOTPOLIAYd CIPEMHH
Jla TUTaTe BUINE HOBIIA 3a jesia y KojuMma ce
Haa3u MUKpoOusbe.OBakBa oreHa ymyhyje
Ha TO Ja Cy 3alOCIICHH y YTrOCTHUTEJHCKUM
Kyxumama y HoBom Canmy craBa 1a moTpo-
IIa9H HE TIPETI03Hajy T0JaTHY BPEAHOCT KOjy
MHUKPOOWIbE [aje jenuma, Te 300T Tora HUCY
HU CIIPEMHH J]a U3[IBOjE BUIIIC HOBIIA 3a jejia
KOja cajp>ke MUKpOOUIbE.

Taoena 6. Ilosnasarwe benepuma ynompebe Mukpoouba

Tepama 12345 g{lpe‘;‘fa‘j[";
MHuKpOoOHIbE CaapiKH BHUILE HYTPHjEeHATa OJT 3PEITHX
JINCTOBA M IIOJI0BA MCTHX OMJbAKa. 3 11 30 ) 38 | 68 4.05
YHOCOM MHKpOOHIba cMamyje ce MoTyhHOCT mojaBe
[OjeIMHUX OOJIECTH. 21 11 41 34 ] 43 3.51
MukpoOusbe pecTaBiba BEIUKH H3BOP CH3UMA KOjU 0 112 | 66 | 47 399
MO3UTHBHO YTUYY Ha Bapebe. i
MuKpoOUIbe je U3BOP BEIUKE KOIHYMHE PA3THINTHX
BuTamuHa kao mro cy E, I, K u apyru. 0 10 | 42 31 47 3.9
MukpoOusbEe je€ mOTpeOHO TOIIIOTHO 0OpalhuBaTH. 84 | 30 | 21 10 5 1.81
TIpon3BoIHa MUKPOOHIbA j€ EKOJIOIIKH OJID/KUBA. 11 19 | 26 | 31 63 3.77
MukpoOHIbe MpeJICTaB/ba 3aMEHY 3a 3a4MHCKO Ousbe. | 39 | 27 | 44 | 21 19 2.69
ITorporiauu cy 10BOJbHO HHHOPMHCAHH O 41 1 a6 1371 12| 14 241
MHKpPOOHJBY.
[ToTporayn cy cipeMHH [Ja I1aTe BUILE HOBLA 3a 38 | 31 | 44 | 21 16 261
jella y KOjuMa Ce HaJla3u MHKPOOMIBE. )

H3e0p: ucmpasicusaroe aymopa
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3ak/byuak

VYnorpeba MUKpPOOMIbA y YTrOCTUTEIHC-
KM Kyx#mama je y cBe Behem nopacry.Ilo-
BehameM ynorpebe nosehasajy ce u 3Hama,
BEIITHHE KA0 U CIIOCOOHOCTH 3aroCICHHX
Ja TPaBUIIHO PYKY]jy, CKIAIHIITE ¥ KOpHC-
T€ MHUKPOOMJBE Y CBOJUM KyXHIbaMa y IpH-
MPEeMHU jejia ¥ Ipu Jaekoparju. Bemuku 0poj
YTOCTHTEJHCKHUX KyXHEba KOj€ PETKO KOPHCTE
MHKpOOWJbE, MMa y IUIaHy Ja ra YBPCTH Y
cBakonHeBHY yrnorpeOy.Cam TpeHn 31paBe
UCXPaHE,U3HCKYje Ol YTOCTUTEJHCKUX KY-
XHIba Ja Ce MOCBETe MUKPOOUIbY M yBpCTE
ra y CBaKkOJIHEBHY MOHY/Yy CBOT' YTOCTHUTEJbC-
KOT 00jeKTa.

OBO HCTpaXXMBakE je MOKA3aJI0 1a UaKo
3alI0CJICHH y YTOCTHUTEJbCKUM KyXHEbaMa
M03Hajy MUKPOOHIbE W HAYMHE FHETOBE YIIO-
Tpebe WIIaK HUCY Y TOTIYHOCTH CIHPEMHH
Jla MX YBPCTE Y CBOjY CTaJIHy IOHYIY jep He
MHCJIE Jia MOTPOIIa4Yy MPETo3Hajy HUXOBY
JIOIaTHY BPEIHOCT, T€ Jla HUCY CIIPEMHH Ja
Iiate BHIIE 3a jeia Koja caapike MHKpPO-
ombe.Pemmeme 3a oBaj mpoOiieM Moke OUTH
y nomatHuUM uH(popmanujama o OeHepuTH-
Ma MUKpOOHJba KOje Ou Oumiie HCTaKHYyTe Y3
jerna Koja ux cajpiKe, T Ja U MOTPOIIAYH Y
MIOTITYHOCTH Oy1y CBECHH KOj€ CBE MHUKPO U
MaKpO HYTPHjEHTE MUKPOOUIBE CaIPIKH.

OBO HCTpakWBamke BPIICHO je caMoO Ha
teputoprju HoBor Canma, Te He mpexacra-
BJba PEAJIHY CJIMKY M3 CBHX YIOCTHUTEJHCKUX
oOjekara. bynyha ucrpaxkuBama moria Ou
ce 0a3upary Ha NPOUINPEHE TEPUTOPH]jE HC-
TpaXUBamka, Ka0 U YKJbYy4YHBambha OTPOLIaYa
U Tpom3Bohaua y MCTpakKWBamke Kako O ce
nobmia cBeoOyXBaTHA CIHKAa O TPEHYTHOM
CcTamky MUKpOOUJba KO/ CBUX KJbYUYHHUX aKTe-
pa 3a BUXOB IUTACMaH Ha YTOCTUTEJHCKO-TY-
PHCTHUYKO TPIXKHILITE.

3axBaJTHHIIA

OBo HcTpaxknBame je puHaHcupaao Mu-
HHUCTAapCTBO HAayKe, TEXHOJIOLIKOI pa3Boja M
nHoBarja Pemyomuke Cp6uje (EB.Op. 451-
03-66/2024-03/200125 1 451-03-65/2024-
03/200125)
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PROCENA SPREMNOSTI MENADZEMATA UGOSTITELJSKIH
OBJEKATA VRNJACKE BANJE DA PONUDE LOKALNU HRANU

ASSESSMENT OF THE WILLINGNESS OF THE MANAGEMENT OF CATERING
FACILITIES IN VRNJACKA BANJA TO OFFER LOCAL FOOD

Apstrakt: Savremeni trendovi u turizmu, kao
i turisticka kretanja na odabranim destina-
cijama, oblikovani su razlicitim faktorima.
Ugostiteljski objekti koji ukljucuju lokalnu
hranu u ponudu povecavaju svoju konku-
rentnost na trzistu, doprinoseci pozitivnijem
imidzu. Kljucnu ulogu u implementaciji lo-
kalne hrane, kao motiva za priviacenje gosti-
Jju, igraju spremnost i znanje menadzmenta,
Sto se analizira kroz tri aspekta: organiza-
cionu klimu, kulturu i prednosti ponude lo-
kalnih jela. Predmet ovog rada jeste proce-
na spremnosti menadzmenta ugostiteljskih
objekata za ponudu lokalne hrane. Istraziva-
nje je usmereno na procenu sSpremnosti me-
nadzmenta za inovacije usmerene ka korisce-
nju lokalnih poljoprivrednih, prehrambenih i
gastronomskih proizvoda, uzimajuci u obzir
osobine menadzera kao kljucnih aktera u
odlucivanju o plasmanu lokalnih proizvoda
u ugostiteljstvu. Studija je fokusirana na Vi-
njacku Banju, vazan banjski turisticki centar
Republike Srbije. Cilj ovog istrazivanja je
pruziti odgovore na postavljena istrazivacka
pitanja i proceniti spremnost menadzmenta
za uvodenje lokalne hrane u njihovu ponudu.

Abstract: Contemporary trends in tourism, as
well as tourist movements in selected destina-
tions, are shaped by various factors. Hospi-
tality establishments that include local food
in their offer increase their competitiveness
in the market, contributing to a more positive
image. The key role in the implementation of
local food, as a motive for attracting guests, is
played by the readiness and knowledge of the
management, which is analyzed through three
aspects: organizational climate, culture and
the advantages of offering local dishes. The
subject of this work is the assessment of the
readiness of the management of catering esta-
blishments to offer local food. The research is
aimed at assessing the readiness of manage-
ment for innovations aimed at the use of local
agricultural, food and gastronomic products,
taking into account the characteristics of ma-
nagers as key actors in deciding on the place-
ment of local products in catering. The study
is focused on Vrnjacka Banja, an important
spa tourist center of Serbia. The goal of this
research is to provide answers to the research
questions and assess the readiness of the ma-
nagement to introduce local food in their offer.
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Kljuéne reci: lokalna hrana, menadzment,
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stronomska ponuda

Uvod

Konzumacija hrane danas ne predstavlja
samo fiziolosku potrebu, ve¢ ima ulogu mo-
tivatora aktivnosti turisti¢kih kretanja (Man-
dal, 2018; Choe & Kim, 2018). Uocavajuéi
znacaj hrane u promociji, razvoju i odrzivo-
sti turizma na brojnim destinacijama (Guzel
& Apaidin, 2016; Sormaz et al., 2016), a po-
sebno u manje razvijenim regionima (Frisvo-
li et al., 2016) stavljen je akcenat na njeno
dodatno istrazivanje, medu kojima znacajno
mesto zauzima ponuda lokalne hrane u tu-
risti¢koj ponudi (Bondzi-Simpson & Ayeh,
2019). Istrazivanja su pokazala da sklonost
ka lokalnoj hrani pomaze da se poveca atrak-
tivnost regiona i odrzivost turizma (Mandal,
2018; Choe & Kim, 2018), pri ¢emu naucne
studije definisu ,,lokalnu hranu* kao pravi et-
nicki gastronomski proizvod koji demonstri-
ra konvencionalnu lokalnu kulturu ishrane i
predstavlja vazan simbol turistickog identite-
ta destinacije (Gupta & Sajnani, 2019; Kim et
al., 2020). Lokalnu hranu, na turistickim de-
stinacijama, turisti smatraju atraktivhom jer
se razlikuje od svakodnevne hrane i obroka,
$to ih motiviSe na vecu potroSnju na destina-
ciji (Kivanc & Selcuk, 2022). U tom smislu,
lokalna hrana se posmatra kao koristan alat
za razvoj destinacija i podsticaj odrzivom
turizmu (Zhang et al., 2019; Kivanc & Sel-
cuk, 2022), dok menadzment u ugostiteljstvu
uvida ovu perspektivu i ulaze znacajna sred-
stva u integraciju lokalnih proizvoda i jela u
svoja sredstva ponude (Rousta & Jamshidi,
2020; Badu-Baiden et al., 2022;), §to je Cesto
uslovljeno i samim karakateristikama zapo-
slenih na menadzerskim pozicijama (Zhang
etal., 2019).

1z tog razloga predmet ovog rada je pro-
cena spremnosti mendzmenta ugostiteljskih
objkata Vrnjacke Banje (znacajan banjski tu-
risti¢ki centar Republike Srbije) da integrise
lokalna jela u svoja sredstva ponude.

Zadatak rada je da ispita organizacionu
spremnost ugostiteljskih objekata za usva-

Keywords: local food, management, gastro-
nomic tourism, Vrnjacka Banja, gastronomic

offer

janje nove prakse-inovacije, orjentisane na
lokalne poljoprivredne, prehrambene i ga-
stronomske proizvode, uslovljeno pojedinim
karakteristikama menadzmenta, kao klju¢nih
aktera u donoSenju odluke o plasmanu lo-
kalne ponude u ugostiteljstvu na prostorima
odabranog banjskog turistickog centra kao
Sto je Vrnjacka Banja.

Cilj rada je da dodje do odgovora na sle-

deca istrazivacka pitanja:

1.Kakva je organizaciona spremnost
menadzment ugostiteljskih objekata u
Vrnjackoj Banji usmerena na ponudu
lokalne hrane?

2.U kojoj meri nivo obrazovanja me-
nadzmenta uti¢e na stavove o ponudi
lokalne hrane posmatranih kriteriju-
ma?

3.Da li oblast obrazovanja menadzmenta
ugostiteljskih objekata Vrnajcke Banje
utice na stavove o ponudi lokalne hrane
u ugostiteljstvu?

Pregled literature

Lokalna gastronomija u turizmu

Zastupljenost lokalne hrane u sveobu-
hvatnoj gastronomskoj ponudi odredene de-
stinacije znacajno utice na dozivljaj turista,
jer jedinstveni karakter lokalnih jela cesto
vodi ka otkrivanju daljih turistickih atrakcija
(Gani et al., 2023). Shodno tome, turizam za-
snovan na hrani je brzorastuca industrija koja
obuhvata putnike u potrazi za jedinstvenim
kulinarskim iskustvima Sirom sveta (Gupta
& Duggal, 2021; Shah et al., 2021). Istrazi-
vanja su pokazala da je lokalna hrana kljuc-
na komponenta turistickog iskustva i vazan
deo turistickog sistema (Anton et al., 2019;
Kumar et al., 2021). Autenticnost i tradicija
destinacija koje turisti pose¢uju predstavljaju
posebnu vrednost u njihovoj percepciji, pri
¢emu procesi proizvodnje hrane i pica Cesto
imaju i edukativnu dimenziju. Ovi faktori ne
samo da podsti¢u poljoprivrednu aktivnost,
ve¢ otvaraju mogucnosti za zaposljavanje,
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podstic¢u preduzetnistvo, poveéavaju atrak-
tivnost destinacije i jacaju njen brend (Anton
etal., 2019; Kumar et al., 2021).

Integracija lokalne hrane sa turistickom
industrijom smatra se strateSkim korakom za
unapredenje zajedni¢kog ekonomskog po-
tencijala (Mei et al., 2017; Richards, 2018).
lako je izazovno dobiti precizne ekonomske
podatke, istrazivanja potvrduju vaznost hra-
ne u ponudi i potro$nji u turizmu (Rousta &
Jamsidi, 2019; Sedik et al., 2019; Gupta &
Duggal, 2021 ).

U poslednje vreme, Zelja turista za lokal-
nom hranom je znacajno porasla, posebno
u zemljama u razvoju, a hrana se sve vise
prepoznaje kao klju¢ni element u kreiranju
turistickog proizvoda (Bukharov & Berezka,
2018; Ermolaev et al., 2019; Gupta & Dug-
gal, 2021). To potvrduje da je lokalna hrana
specificna i vazna komponenta turistiCkog
iskustva (Bukharov & Berezka, 2018; Ra-
chao et al., 2020). U tom kontekstu, lokal-
na hrana igra klju¢nu ulogu u motivisanju
turista da odaberu destinaciju za putovanje
(Sanchez & Canizares, 2015) i u kreiranju
njenog turistiCkog identiteta (Cardoso et al.,
2019; Smugovi¢ et al., 2023). Pored toga,
mnogi autori isticu pozitivnu povezanost iz-
medu zadovoljstva turista ponudom lokalne
hrane i njihove Zelje da se vrate na istu de-
stinaciju (Toudert & Bringas-Réabago, 2021;
Grubor et al., 2022). Ugostiteljski subjekti
postaju glavni motivatori za turiste koji traze
autenti¢na 1 lokalna kulinarska iskustva, $to
ukazuje na to da su oni klju¢ni deo gastro-
nomske ponude i vazna turisticka atrakcija
(Tresidder, 2015; Ivanovi¢ et al., 2022).

Organizaciona spremnost u kontekstu
ponude lokalne hrane

Organizaciona spremnost predstavlja
kljuéni motivacioni faktor za sprovodenje
promena i unapredenje poslovanja (Dima et
al., 2022). DefiniSe se kao stepen spremnosti
i sposobnosti organizacije da implementira
nove ideje (Scaccia et al., 2015) i igra kljuc-
nu ulogu u razvoju inovativnih strategija.
Takode omoguéava preduzecima da koriste
svoje postojeCe resurse za implementaciju

savremenih promena u okviru inovacionih
aktivnosti, §to usmerava organizaciju ka
inovacijama (Nordin, 2012). Spremnost or-
ganizacije obuhvata tri kljuéne dimenzije:
organizacionu kulturu, klimu i kapacitete.
Kada organizacija pokazuje pozitivan odgo-
vor u sve tri dimenzije, smatra se spremnom
za sprovodenje promena (Butterfoss et al.,
2008).

Uvodenje novih elemenata, poput lokal-
ne hrane u turisticku gastronomsku ponudu,
zahteva podrsku zaposlenih. Istrazivanja su
pokazala da zaposleni ¢esto imaju kljuc¢nu
ulogu u uspehu ili neuspehu implementacije
promena. Nedostatak podrske od strane za-
poslenih moze dovesti do neuspeha u spro-
vodenju klju¢nih organizacionih transfor-
macija (Patra & Chatterjee, 2019). Inovacije
su najuspesnije kada postoji stalni doprinos
i prilagodavanje organizacionom napretku
(Sartori et al., 2018). Za uspesnu implemen-
taciju inovacija, kao Sto je uvodenje lokal-
nih jela u restoranske jelovnike, posvecenost
lidera, menadzmenta i zaposlenih, kao i od-
govarajuci kapaciteti ugostiteljskih objekata,
igraju presudnu ulogu. Ovo posebno vazi u
slu¢ajevima gde je uvodenje lokalne hrane
znacajano odstupa od uobicajene ponude
(Sedik et al., 2019). Jelovnik, kao sredstvo
ponude, ima klju¢nu ulogu u privlacenju
gostiju u restorane (Horvath et al., 2022).
McCall & Linn (2008) su identifikovali je-
lovnik kao jedan od faktora koji uticu na od-
luku gostiju da udu u restoran. Upravo zbog
toga, procena spremnosti ugostiteljskih obje-
kata da implementiraju nove stavke u svoju
ponudu, kao $to su lokalna jela, predstavlja
kljucan korak u fazama uvodenja i realizacije
ovakvih inovacija. Ovaj pristup omogucava
efikasnu integraciju lokalne hrane u turistic-
ku ponudu, ¢ime se dodatno poveéava atrak-
tivnost destinacije i doprinosi jacanju njenog
identiteta i brenda (Weiner, 2009; Burnett et
al., 2010; Scaccia et al., 2015)._ Organizacio-
na klima znacajno uti¢e na implementaciju
lokalne hrane, pri ¢emu postoji korelacija iz-
medu menadzmenta i valorizacije pripreme
lokalnih jela u ugostiteljskim objektima (Ko
& Kang, 2019). Ovo ukazuje na to da stavovi
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rukovodilaca direktno doprinose formiranju
stavova zaposlenih u vezi sa pripremom lo-
kalne hrane (Smugovi¢ et al., 2024).

Metodologija rada

Kreiranje anketnog upitnika

Anketa je kreirana na osnovu istrazivanja
Bondzi-Simpsona & Ayeha (2019) i modi-
fikovana kako bi bila prilagodena turistic-
kom trzistu Republike Srbije. Istrazivanje
je obuhvatilo ispitivanje stavova donosilaca
odluka, odnosno menadzmenta ugostitelj-
skih objekata, o instrumentima ponude, or-
ganizacionoj spremnosti njihovih objekata,
uocenim prednostima i nameri da uvrste vise
lokalnih jela i namirnica u svoju ponudu.

Prvi deo upitnika upoznaje ispitanike sa
temom istrazivanja i njenim znacajem. Ra-
zjasnjeni su vaznost, znacaj i svrha studije
kako bi se otklonile sve eventualne zabrinu-
tosti 1 oklevanja ucesnika. Ispitanicima su
pruzene garancije o poverljivosti, anonimno-
sti i privatnosti kako bi se podstaklo njihovo
aktivno ucesce (Francis et al., 2004).

Drugi deo upitnika sakupljao je sociode-
mografske podatke ispitanika, kao i podatke
o profilu ugostiteljskog objekta u kojem su
zaposleni.

Trec¢i deo upitnika obuhvatao je 17 istra-
zivackih tvrdnji rasporedenih u tri segmenta:
organizaciona kultura, organizaciona klima i
prednosti ponude lokalnih jela. Ispitanici su
zatim bili pozvani da oznace svoj stepen sla-
ganja koriste¢i petostepenu Likertovu skalu
(gde je 5 = potpuno se slazem, a 1 = potpuno
se ne slaze).

Istrazivacka pitanja koja se postavljaju u
radu:

- Kakva je organizaciona spremnost me-
nadzmenta ugostiteljskih objekata u
Vrnjackoj Banji usmerena na ponudu
lokalne hrane?

- U kojoj meri nivo obrazovanja me-
nadzmenta uti¢e na stavove o ponudi
lokalne hrane posmatranih kriterijuma?

- U kojoj meri nivo obrazovanja me-
nadzmenta uti¢e na stavove o ponudi
lokalne hrane posmatranih kriterijuma?

Mesto istraZivanja

Istrazivanje je sprovedeno na teritori-
ji opstine Vrnjacka Banja, koja predstavlja
najpoznatiji i najposeceniji banjsko-lecilisni
centar u Republici Srbij (Petrovi¢ & Maric,
2018). Smestena u centralnoj Republici Sr-
biji, pripada Raskom okrugu, a nalazi se u
dolini Zapadne Morave, na severnim padina-
ma Goca, u zaledu juznih obronaka Gledic¢-
kih planina, Kopaonika, Zeljina i Stolova, na
nadmorskoj visini od 230 mnv (Lazi¢ et al.,
2007). Zbog svojih bogatih resursa i posebno
razvijenih oblika zdravstvenog, sportskog,
rekreativnog i1 kulturnog turizma, Vrnjacka
Banja nosi epitet ,,kraljice srpskog turizma®.
Kao pionir u razvoju lokalnog turizma u Re-
publici Srbiji, Vrnjac¢ka Banja je izuzetno za-
nimljiva za istrazivanje usmereno na razvoj
turizma baziranog na lokalnoj hrani (Petro-
vi¢ & Mari¢, 2018). Treba napomenuti da je
uzorak istrazivanja relevantan s obzirom na
broj ugostiteljskih objekata koji se nalaze u
Vrnjackoj Banji.

Sprovodenje istraZivanja

Upitnik je kreiran u online formatu, a
njegova distribucija je vrSena putem e-maila
ugostiteljskim objektima u Vrnjackoj Banji.
U slucajevima gde nije bilo moguce dosta-
viti upitnik elektronskim putem, upitnik je
li¢no dostavljen u papirnoj formi. Proces pri-
kupljanja podataka trajao je od marta do juna
2024. godine.

Istrazivanjem su bili obuhvaceni me-
nadzeri ugostiteljskih objekata koji pruza-
ju usluge hrane i pi¢a u Vrnjackoj Banji. U
e-mailovima je bilo posebno naglaseno da
je istrazivanje namenjeno iskljucivo me-
nadzmentu. Ukupno je distribuirano 60 upit-
nika, od Cega je prikupljeno obradeno 49
upitnika.

Statisticka obrada podataka

Podaci prikupljeni putem anketnog
upitnika su sistematizovani i obradeni ko-
riS¢enjem deskriptivne statisticke analize.
U prvom delu analize obradeni su sociode-
mografski podaci uz primenu deskriptivne
statistike, nakon Cega su izraCunate srednje
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vrednosti 1 standardne devijacije za dobi-
jene podatke. Zatim je izvrSeno poredenje
tih vrednosti u odnosu na nivo obrazovanja
i oblasti obrazovanja ispitanika, kako bi se
utvrdile statisticki znacajne razlike izmedu
pojedinacnih grupa.

Opis uzorka

Kako bi se adekvatno pristupilo analizi
podataka, prvo se krenulo sa analizom soci-
odemografskih karakteristika menadzmenta
koji je u€estvovao u istrazivanju. U tabeli 1
su prikazane socio-demografske karakteristi-
ke ispitanika.

Tabela 1. Struktura ispitanika

Broj ispitanika Procenat
Muskarci 31 63.27
Pol >

Zene 18 36.73
Srednje obrazovanje 27 55.10
Nivo obrazovanja Vise obrazovanje 11 22.45
Fakultet 5 10.20
Magistarske ili master 12.24
Ugostiteljstvo 35 71.43
Turizam 2 4.08
Vrsta obrazovanja Menadzment 2 4.08
Druge oblasti 9 18.37
Ekonomija 1 2.04
. . Restoran 33 67.35
Tip objekta Hotelski restoran 16 32.65
Mesovita ponuda 29 59.18
. . Internacionalna 7 14.29
Vrsta jelovnika Domaca 1224
Nacionalma 6 12.24
9 do 5 godina 12 24.49
. 6 do 10 godina 9 18.37

Radno iskustvo -
11 do 15 godina 23 46.94
Preko 16 godina 5 10.20
Do jedne godine 20 40.82
. . 2 do 5 godina 15 30.61
Duzina rada u objektu 5 do 10 godina 6 1224
Preko 10 godina 8 16.33
Tip vasnistva Fransiza 4 8.16
Individualno vlasnistvo 45 91.84
Menadzer restorana 10.20
Pozicija zaposlenja FB menadzer 6.12
Sef sale 13 26.53
Sef kuhinje 28 57.14
Do 100 obroka 17 34.69
Broj dnevnih obroka 100 do 300 obroka 26 53.06
300 do 1000 obroka 6 12.24

Izvor: Analiza autora, 2024.
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Najveci deo ispitanika na menadzerskim
pozicijama bio je muskog pola (63%). Kada
je re¢ o obrazovanju, primecuje se da najveéi
procenat menadzera ima srednjoskolsko ob-
razovanje, 1 to 55% njih, dok je ¢ak 71% uku-
pnog uzorka steklo srednjoskolsko obrazova-
nje u struci, odnosno u ugostiteljskim $kola-
ma. Trenutna ugostiteljska ponuda u objekti-
ma je pretezno mesSovita — 59% ugostiteljskih
objekata nudi kombinaciju jela, dok samo
12% ima isklju€ivo nacionalni jelovnik. Od
ukupnog broja ispitanih menadzera, 46% radi
u ugostiteljstvu izmedu 11 i 15 godina. Ta-
kode, primecena je visoka fluktuacija radne

snage, pri ¢emu 40% ispitanika radi u trenut-
nom ugostiteljskom objektu manje od godinu
dana, $to ukazuje na Ceste promene posloda-
vaca u ovom sektoru na istrazenom prostoru.

Rezultati rada i diskusija

Analiza stavova mendZmenta ugostitelj-
skih objkata o ponudi lokalne hrane

Prvo istrazivacko pitanje je glasilo: ,,Ka-
kva je organizaciona spremnost menadZzment
ugostiteljskih objekata u Vrnjackoj Banji
usmerena na ponudu lokalne hrane?* Tabela
2 prikazuje varijable, kao i srednje vrednosti,
standardne devijacije odgovora.

Tabela 2. Stavovi mendzmenta ugostiteljskih objkata o ponudi lokalne hrane

R Srednja Stand.
Br Kategorija Varijable vrednost | Devijac.
i M) (SD)
1 Uvodenje viSe lokalnih jela u jelovnik odgovara imidzu naseg
ugostiteljskog objekta 3.54 1.62
2 Uvodenje vi$e lokalnih jela u jelovnik je u skladu sa vizijom i
Organizaciona | misijom naSeg ugostiteljskog objekta 3.42 1.54
3 kultura Uvodenje vise lokalnih jela u jelovniku dobro ¢e sluziti
ciljnom trziStu naseg ugostiteljskog objekta 3.6 1.44
4 Uvodenje vise lokalnih jela u jelovnik uklapa se u strategiju
marketinga naSeg ugostiteljskog objekta 3.48 1.46
5 Nase osoblje je spremno da usvoji vise razli¢itih lokalnih jela
u jelovniku 4.04 1.06
6 Nase osoblje je spremno da nauci vestine potrebne za
pripremu i sluzenje vise razli¢itih lokalnih jela 4.58 0.70
Organizaciona Menadzment u sektoru hrane i pi¢a ima dovoljno uticaja na
7 . osoblje da osigura pravilnu proizvodnju i servis vise lokalnih 36 1.15
klima jela u ugostiteljskom objektu : :
8 Nase ugostiteljsko preduzece ima potrebne resurse da olaksa
uvodenje vise lokalnih jela u jelovnik 3.52 1.31
9 Nas objekat ima potrebne proizvodne sisteme koji podrzavaju
proizvodnju i uslugu vise lokalnih jela 3.04 1.18
10 Posluzivanje vise lokalnih jela ¢e smanyjiti troskove
proizvodnje hrane 3.36 1.14
1 Posluzivanje vise lokalnih jela ¢e povecati marzu profita od
hrane 3.52 1.06
12 Lokalna jela na jelovniku ¢e poboljsati privlacnost jelovnika 3.62 1.13
Prednosti Posluzivanje vise lokalnih jela ¢e dati ugostiteljskom objektu
13 rednosh konkurentsku prednost 3.76 1.18
ponude - ~ — — —
14 |1okalnih icl Pripremom vise lokalnih jela zaposleno osoblje ce se osecati
okalnih jela zadovoljnije 3.5 0.94
15 Sastojci za pripremu lokalnih jela su lako dostupni 362 137
16 Inventar za pripremu lokalnih jela je lako dostupan 4.42 0.70
17 Ocekivanja kupaca ¢e biti ispunjena sluze¢i vise lokalnih jela 3.92 0.96

Izvor: Analiza autora,2024



Broj34 | 53

Prva posmatrana kategorija se odnosi
na organizacionu kulturu u ugostiteljskim
objektima. Najvisa ocena (M=3,6) je dobije-
na za faktor broj 3: ,,Uvodenje vise lokalnih
jela u jelovniku dobro ¢ée sluziti ciljnom trzi-
$tu naseg ugostiteljskog objekta® sa niskom
standardnom devijacijom (SD=1.44) §to do-
datno ukazuje na spremnost ugostiteljskih
objekata Vrnjacke Banje da ponude lokalna
jela na svojim sredstvima ponude kao i or-
ganizacionu kulturu koja odgovara inovaciji
u pogledu uvodenja tradicionalnih lokalnih
jela u sredstva ponude ugostiteljskih obje-
kata u Vrnjackoj Banji §to moze znacajno
doprineti ekonomskom i turistickom razvoju
cele oblasti (Zhang et al., 2019), ali i o¢uva-
nju gastronomskog identiteta nacije (Pauni¢
et al., 2024).

Dobijeni rezultati jasno ukazuju na teznju
ka uvodenju vise lokalnih jela u jelovnik, $to
opravdava nastojanja menadzmenta da se
kreiranjem jelovnika sa lokalnom ponudom
ostvari vec¢a posecenost i veci profit. Ovu
tvrdnju potvrduje i istrazivanje koje su spro-
veli Conoly & Lee (2023), gde navode da su
potrosaci spremni da plate vise za jelo ukoli-
ko ono ima prefiks lokalno.

Sa aspekta varijabli organizacione kli-
me najvecu ocenu (M=4.58) je imao faktor
6 ,,Nase osoblje je spremno da nauéi vestine
potrebne za pripremu i sluzenje vise razli-
¢itih lokalnih jela® ,$to govori o spremnosti
osoblja da prihvati promene i inovacije u
pogledu uvodjenja sredstava ponude sa lo-
kalnim jelima. Slicne rezultate su u svom
istrazivanju imali i Bondzi-Simpson & Ayeh
(2019), u kome su pokazali da su objekti nize
kategorije spremniji da u svoju ponudu uve-
du i hranu lokalnog karaktera, od objekata sa
visSom kategorijom. Uspostavljanje sistema
koji podrzava proizvodnju i uslugu lokalnih
jela predstavlja kompleksan zadatak za me-
nadZere koji zahteva detaljnu analizu i pri-
lagodavanje celog poslovanja (Hang et al.,
2016). Slozenost ovog procesa prepoznata

je i u ovom istrazivanje, gde je u okviru or-
ganizacione klime, ovaj factor dobio najnizu
ocenu 3.04.

Priprema lokalnih jela ne zahteva pose-
ban inventar (Trivette, 2015), zbog Cega je
je 1 izjava da je inventar za pripremu lokal-
nih jela lako dostupan, imala i najvecu oce-
nu (M=4.42) iz grupe pitanja koja se odnose
na prednosti ponude lokalnih jela. Kod ove
grupe pitanja, najnizu ocenu ima tvrdnja da
¢e se zaposleni osecati zadovoljnije ukoliko
pripremaju lokalna jela (M=3.5), Sto poka-
zuje da zaposleni ne pokazuju veliku empa-
tiju prema pripremi lokalne hrane, §to je u
velikoj meri drugacije od rezultata koje su
u svom istrazivanju pokazali De Blik et al.,
(2010). Razlog ovakvom rezultatu moze biti
i zelja mladih zaposlenih za pripremom mo-
dernih jela i usmerenje ka internacionalnoj
kuhinji, iako su preporuke mnogih Sefova
kuhinja vezane za integraciju modernih na-
¢ina pripreme jela u tradicionalne i1 lokalne
recepte (Madeira et al., 2021).

Analiza uticaja obrazovanja na stavove
mendzmenta o loklanoj hrani

Drugo istrazivacko pitanje je glasilo: ,,U
kojoj meri nivo obrazovanja menadzmenta
utice na stavove o ponudi lokalne hrane po-
smatranih kriterijjuma? Struktura odgovora
je data u tabeli 3.

U okviru organizacione kulture, najve-
¢u ocenu imala je varijabla. ,,Uvodenje vise
lokalnih jela u jelovnik dobro ¢e sluziti cilj-
nom trziStu naseg ugostiteljskog objekta,*
bez obzira na nivo obrazovanja, §to upucuje
da je osoblje sa razli¢itim nivoima obrazo-
vanja saglasno oko Cinjenice da su lokalna
jela prilagodena preferencijama ciljne grupe
i doprinose boljoj percepciji objekta, Sto po-
tvrduje i istrazivanje koje su sproveli Anton i
saradnici (Anton et al., 2019).

Statisticki znacajna razlika primetna je
kod faktora ,,Uvodenje vise lokalnih jela u
jelovnik uklapa se u strategiju marketinga
naseg ugostiteljskog objekta“ gde rukovo-



54 -V‘ Turisti¢ko poslovanje

Tabela 3. Uticaj obrazovanja na stavove mendzmenta o loklanoj hrani

Nivo obrazovanja

Srednja | Visoka | Fakultet | Master

R Srednja | Srednja | Srednja | Srednja
Kategorija Varijabla vrednost | vrednost | vrednost | vrednost
M) M) (M) (M)

Uvodenje vise lokalnih jela u
1 jelovnik odgovara imidzu naseg
ugostiteljskog objekta 3,50 3.54 3.69 3.54

Uvodenje vise lokalnih jela u
) jelovnik je u skladu sa vizijom
i misijom naseg ugostiteljskog 3,39 3,43 3,53 3,42

Organizaciona objekta_ — —
kultura Uvodenje vise lokalnih jela u

3 jelovnik dobro ¢e sluziti ciljnom
trziStu naseg ugostiteljskog 3,59 3,63 3,78 3,60
objekta

Uvodenje vise lokalnih jela u
4 jelovnik uklapa se u strategiju
marketinga naSeg ugostiteljskog 3,41 3,58 3,47 3,68
objekta

Nase osoblje je spremno da
5 usvoji vise razlicitih lokalnih 407 402 409

jela u jelovniku 4,04

Nase osoblje je spremno

6 da nauci vestine potrebne
za pripremu i sluzenje vise 4,61 4,61 4,63 4,58
razlicitih lokalnih jela

Menadzment u sektoru hrane
i pi¢a ima dovoljno uticaja na
osoblje da osigura pravilnu
proizvodnju i servis vise 3,57 3,57 3,53 3,60
lokalnih jela u ugostiteljskom
objektu

7 | Organizaciona
klima

Nase ugostiteljsko preduzece

8 ima potrebne resurse da olaksa
uvodenje vise lokalnih jela u 3,68 3,72 3,69 3,72
jelovnik

Nas objekat ima potrebne
9 proizvodne sisteme koji

podrzavaju proizvodnju i uslugu 2,98 3,02 2,84 3,04
viSe lokalnih jela

Posluzivanje vise lokalnih jela
10 ¢e smanjiti troskove proizvodnje 307 330 398 336
hrane ’ ’ i ’

Posluzivanje vise lokalnih jela
11 ¢e povecati marzu profita od 3.48 350 344 350
hrane ’ ’ i ’

12 Lokalna jela na jelovniku ¢e
poboljsati privlacnost jelovnika 3,61 3,65 3,63 3,62

Posluzivanje vise lokalnih jela
¢e dati ugostiteljskom objektu
konkurentsku prednost 3,75 3.78 3,75

13" | Prednosti ponude

lokalnih jela Pripremom vise lokalnih jela

14 zaposleno osoblje ¢e se osecati 3,50 3,50 3,57
zadovoljnije

15 Sastojci za pripremu lokalnih
jela su lako dostupni 3,61 3,65 3,53 3,62

16 Inventar za pripremu lokalnih
jela je lako dostupan 4,45 4,46 4,47 4,42

Ocekivanja kupaca ¢e biti
17 ispunjena sluzenjem vise 3.91 3.89 400

lokalnih jela 3.92

Izvor: Analiza autora, 2024.



Broj 34 55

dioci sa diplomom master studija pokazuju
najvisi nivo slaganja sa tvrdnjom da lokalna
jela mogu imati marketinski znacaj, Sto suge-
riSe da su visokoobrazovani kadrovi najvise
svesni strateskih benefita takvih promena na
marketinsku sliku restorana (Low & Vogel,
2011).

Varijabla ,,Nase osoblje je spremno da
nauci vestine potrebne za pripremu i sluze-
nje vise razlicitih lokalnih jela®, u okviru
organizacione klime, imala je najveci stepen
slaganja sa veoma visokim ocenama kroz
sve nivoe obrazovanja. Ovo ukazuje na to da
je osoblje, bez obzira na nivo obrazovanja,
motivisano da unapreduje svoje vestine, jer
je svesno da to moze doprineti unapredenju
celokupnog poslovanja i povecanju zado-
voljstva gostiju (Zhukova & Zhukov, 2022).

Najvecu razliku u ocenama, koja se moze
smatrati statisticki znacajnom, uocavamo

kod faktora ,,Posluzivanje vise lokalnih jela
¢e dati ugostiteljskom objektu konkurentsku
prednost gde su menadzeri sa diplomom
osnovnih i master nivoa studija pokazali veéi
nivo saglasnosti, ovo moze ukazivati na to da
viSe obrazovano osoblje bolje razume znacaj
diferencijacije ponude kroz lokalna jela, Sto
se moze direktno odraziti na konkurentnost
objekta (Presenza & Chiappa, 2013).

Analiza uticaja oblasti obrazovanja me-
nadmenta na stavove o lokalnoj hrani

Trece istazivacko pitanje glasilo je: ,,Da
li oblast obrazovanja menadZzmenta ugosti-
teljskih objekata Vrnajcke Banje utice na
stavove o ponudi lokalne hrane u ugosti-
teljstvu?“ U tabeli 4 je prikazana struktura
odgovora sa srednjom ocenom sa stanovista
vrste obrazovanja.

Tabela 4. Uticaj oblasti obrazovanja menadzmenta na stavove o lokalnoj hrani

Vrsta obrazovanja
Ugostite. | Turizam | MenadZment | Ostalo
R Srednja | Srednja Srednja Srednja
Br Kategorija Varijabla vrednost | vrednost vrednost vrednost
i ™M) ™M) ™) ™)
Uvodenje vise lokalnih jela u jelovnik
1 odgovara imidzu naSeg ugostiteljskog
objekta 3,67 5,00 5,00 3,50
Uvodenje vise lokalnih jela u jelovnik
2 o je u skladu sa vizijom i misijom naseg
Organizaciona | ugostiteljskog objekta 3,37 5,00 4,00 3,33
kultura Uvodenje vise lokalnih jela u jelovnik
3 dobro ¢e sluziti ciljnom trziStu naseg 350 4.50 500 325
ugostiteljskog objekta > > ’ i
Uvodenje vise lokalnih jela u jelovnik
4 uklapa se u strategiju marketinga naseg
ugostiteljskog objekta 3,52 4,00 4,00 3,58
5 Nase osoblje je spremno da usvoji vise
razli¢itih lokalnih jela u jelovniku 4,15 5,00 3,00 4,17
Nase osoblje je spremno da nauci
6 vestine potrebne za pripremu i sluzenje 481 4.00 500 458
viSe razli¢itih lokalnih jela > > > >
Menadzment u sektoru hrane i pi¢a ima
0 . dovoljno uticaja na osoblje da osigura
7 kﬁrgl?;l 1zaciona pravilnu proizvodnju i servis vise 3,52 2,50 1,00 3,67
lokalnih jela u ugostiteljskom objektu
Nase ugostiteljsko preduzece ima
8 potrebne resurse da olaksa uvodenje vise
lokalnih jela u jelovnik 339 | 350 3,00 3,50
Nas objekat ima potrebne proizvodne
9 sisteme koji podrzavaju proizvodnju i 315 3.00 4.00 350
uslugu vise lokalnih jela > > > >
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10 Posluzivanje vise lokalnih jela ¢e

smanjiti troskove proizvodnje hrane 3,37 3,50 5,00 3,42
1 Posluzivanje vise lokalnih jela ¢e

povecati marzu profita od hrane 3,56 4,00 4,00 4,00
12 Lokalna jela na jelovniku ¢e poboljsati

privla¢nost jelovnika 3,70 4,00 3,00 3,75

Posluzivanje vise lokalnih jela ¢e dati
13 | Prednosti ugostiteljskom objektu konkurentsku 3.85 3,50 3.00 383

ponude prednost i i i ?

14 lokalnih jela Pripremom viSe lokalnih jela zaposleno

osoblje ¢e se osecati zadovoljnije 3,52 4,00 3,00 3,67
15 Sastojci za pripremu lokalnih jela su

lako dostupni 3,67 3,50 1,00 3,83
16 Inventar za pripremu lokalnih jela je

lako dostupan 4,41 4,50 4,00 4,33
17 Ocekivanja kupaca ¢e biti ispunjena

sluzenjem vise lokalnih jela 3,74 3,00 2,00 3,50

Izvor: Analiza autora, 2024.

Oblast obrazovanja menadzmenta ugo-
stiteljskih objekata moze u mnogome uticati
na njihove odluke o uvodenju i razvijanju
lokalnih jela, zbog ¢ega je ona vrlo vazna u
razumevanju njihovih stavova (Kalenjuk-Pi-
varski et al., 2023). Posmatrajuci kategoriju
organizaciona kultura moze se uociti da naj-
viSu srednju ocenu ostvaruje varijabla ,,Uvo-
denje vise lokalnih jela u jelovnik odgovara
imidzu naSeg ugostiteljskog objekta“ kod
svih ispitanika, Sto upucuje da su menadze-
ri, bez obzira na oblast obrazovanja, svesni
kakve sve benefite po imidz objekta moze
imati implementiranje lokalnih jela (Her-
nandez-Rojas & Alcocer, 2021). Najveca
razlika u vrednovanju varijabli se primeéuje
kod ,,Uvodenje vise lokalnih jela u jelovnik
dobro ¢e sluziti ciljnom trzi$tu naseg ugosti-
teljskog objekta”, gde je najniza ocena kod
ispitanika koji nemaju obrazovanje iz ugosti-
teljstva, turizma i menadZzmenta (M=3,25),
§to moze ukazivati na slabije razumevanje
ili interesovanje ove grupe za potrebe cilj-
nog trzista. Posmatrano kroz organizacionu
klimu uocava se da najvisu srednju ocenu
ostvaruje varijbla ,,NaSe osoblje je spremno
da nauci vestine potrebne za pripremu i slu-
zenje vise razli¢itih lokalnih jela® sa ocenom
M=4,81 kod zaposlenih u ugostiteljstvu. Ovo
ukazuje na visoku spremnost ove grupe da
unapreduje svoje vestine kako bi poboljsali
uslugu, dok posmtrano kroz kategoriju pred-

nosti ponude lokalanih jela najvisu srednju
ocenu ostvario je faktor ,,Inventar za pripre-
mu lokalnih jela je lako dostupan® gde su
ocene relativno ujednacene izmedu ugosti-
teljstva M=4,41 i ostalih M=4,33. Ovo po-
kazuje da su obe grupe saglasne da logistika
i dostupnost inventara nisu problematic¢ne za
pripremu lokalnih jela.

Zakljucak

Procenjivanjem spremnosti menadzema-
ta ugostiteljskih objekata Vrnjacke Banje
da ponudi lokalnu hranu, kao znacajnog se-
gmenta turistickog razvoja doslo se do slede-
¢ih zakljucaka, kao odgovora na postavljena
istrazivacka pitanja:

— Ugostiteljski objekti u Vrnjackoj Ba-
nji pokazuju visok stepen spremnosti
za uvodenje lokalnih jela u svoje je-
lovnike, Sto je vidljivo kroz pozitivne
ocene organizacione kulture i klime.
Menadzment je svestan da uvodenje
lokalnih jela moze pozitivno uticati na
ciljano trziste, i pokazuje visok nivo
spremnosti da usvoji vestine potrebne
za pripremu i serviranje lokalnih speci-
jaliteta, Sto dodatno podupire uspesnu
implementaciju ove inovacije. Medu-
tim, uoceni su i izazovi, posebno u vezi
sa sistemima podrske za proizvodnju i
uslugu lokalnih jela. Osoblje ne izra-
Zava poseban entuzijazam pri pripremi
veceg broja lokalnih jela, Sto bi moglo
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predstavljati prepreku u potpunoj inte-
graciji ovih jela u ponudu.

— Uvodenje lokalnih jela prepoznato
kao strateski vazna inicijativa medu
menadzerima ugostiteljskih objekata
u Vrnjackoj Banji, bez obzira na nivo
obrazovanja. Najveca saglasnost posti-
gnuta je kod tvrdnje da lokalna jela od-
govaraju preferencijama ciljne grupe i
pozitivno uti¢u na percepciju objekta.
Znacajna razlika je primecena kod ru-
kovodilaca sa master diplomom, koji u
najvec¢oj meri prepoznaju marketinski
potencijal uvodenja lokalnih jela. Ta-
kode, osoblje, bez obzira na obrazovni
nivo, pokazuje visok nivo motivacije
za sticanje novih vestina u pripremi i
sluzenju lokalnih specijaliteta, §to je
kljuéno za unapredenje usluga i zado-
voljstvo gostiju. Menadzeri sa viSim
obrazovanjem pokazuju vecu sagla-
snost da uvodenje lokalnih jela moze
doneti konkurentsku prednost, Sto
sugeriSe da bolje razumeju stratesku
vrednost diferencijacije ponude kroz
autenti¢nu gastronomiju.

— Zaposleni sa obrazovanjem iz oblasti
ugostiteljstva viSe prepoznaju znacaj
uvodenja lokalnih jela za brendiranje
i imidz ugostiteljskog objekta, dok su
ostale grupe zaposlenih pokazale ne-
Sto manju saglasnost po tom pitanju.
Ova razlika je takode uocljiva kod
percepcije lokalnih jela kao odgovara-
jucih za ciljno trziste, gde su zaposleni
izvan ugostiteljstva pokazali nizi nivo
razumevanja ili interesa za ovu temu.
S druge strane, u kontekstu organiza-
cione klime, zaposleni u ugostiteljstvu
pokazuju visoku spremnost da unapre-
de svoje vestine u pripremi i sluZzenju
lokalnih jela, $to govori o njihovoj mo-
tivaciji za pobolj$anje usluge.
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BRENDIRANJE POSLODAVCA - POTREBA ILI TREND
EMPLOYER BRANDING — NEED OR A TREND?

Apstrakt: Cinjenica je da se trziste radne
snage izmenilo, a problem nedostatka kadra
Jje posebno izrazen u ugostiteljstvu. Ugostite-
[ji su ostali bez kvalifikovanih zaposlenih, a
pojedini nemaju ni one bez formalnih kom-
petencija, strukovnog znanja i vestina. Mno-
gi se uzdrzavaju od Sirenja posla zbog stra-
ha da nece mocéi da pronadu radnu snagu.
Nema izgleda da ce se problem smanjivati. U
proslosti su se kandidati borili za poslodav-
ca, a izgledi su da ¢e se u narednom periodu
poslodavci boriti za kandidate. Da bi stvorili
imidz pozeljnog poslodavca ugostitelji treba
da ponude materijalne i nematerijalne kori-
sti, uslove rada koji ¢e ukljucivati konkuren-
tne zarade, bonuse, balans izmedu privatnog
i poslovnog Zivota, zdravo radno okruzenje,
korektan odnos sa menadzmentom i moguc-
nost napretka.

U radu ce se prikazati mogucnosti koje ugo-
stitelji mogu da primene i unaprede svoj
imidz u svesti kandidata i na taj nacin se
brendiraju kao pozeljni poslodavci.

Kljuéne reci: ugostiteljstvo, brendiranje
poslodavca, ljudski resursi u ugostiteljstvu,
motivacija zaposlenih, kultura organizacije

Abstract: The labor market has changed,
and the problem of staff shortage is particu-
larly present in the hospitality industry. The
lack of qualified employees, including those
with limited knowledge and skills, presents
the main challenges. Organizations in this
sector refrain from expanding business for
fear of not being able to find a workforce.
This problem does not appear to be dimini-
shing. In the past, candidates fought for the
employer, and in the future, employers will
likely fight for candidates. To create an ima-
ge of a desirable employer, caterers should
offer tangible and intangible benefits to the-
ir employees. Attractive working conditions
should include competitive salaries, bonu-
ses, work-life balance, a healthy working en-
vironment, fair relations between employees
and management, and opportunities for pro-
fessional growth and promotion. This paper
will explore the strategies caterers can im-
plement to enhance their image in the minds
of candidates and thus position themselves
as desirable employers.

Keywords: catering, employer branding,
human resources in the hospitality industry,
employee motivation, organisation culture
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Uvod

Konkurentska prednost kompanije ¢esto
lezi u efikasnoj primeni poslovnih strategija
i Sirokoj bazi znanja. Ova sinergija formira
temelj za uspeh, omoguéavajuci kompanija-
ma da se istaknu u dinami¢nom poslovnom
okruzenju. Jedan kriti¢an faktor koji znacaj-
no uti¢e na performanse i uspeh kompanije
je brendiranje poslodavca. Ovaj koncept
pomaze u uspostavljanju prepoznatljivog
korporativnog identiteta. Sto vise paznje i
znacaja kompanija pridaje brendiranju, to ¢e
re¢ima, snazan brend poslodavca doprinosi
pozitivnoj percepciji kompanije u javnosti.
Pored toga, reputacija kompanije je nepro-
cenjiva, posebno kada potencijalni klijenti
ili zaposleni ne mogu sami da procene kva-
litet usluga ili radnog okruzenja. U ovom
kontekstu, brendiranje poslodavca postaje
kljucni alat za oblikovanje kulture, vredno-
sti i posvecenosti kompanije dobrobiti za-
poslenih. Zaposleni se smatraju najvaznijim
resursom, a njihova motivacija, zadovoljstvo
i angazovanost direktno uticu na dugorocni
uspeh kompanije. Do kraja dvadesetog veka
vecina ljudi je termin ,,brend” povezivala sa
potroSackim proizvodima i uslugama. Danas
se ovaj termin mnogo §ire primenjuje i uo-
bicajeno je da se koristi da opiSe gotovo sve
Sto nosi prepoznatljiv identitet (Ambler &
Barrow, 1996).

Kod velikih kompanija on je neizostavan
deo korporativnog delovanja. MoZze se obja-
sniti kao proces i platforma u kojima kom-
panija stvara svoju vlastitu marku kako bi
privukla najbolje zaposlenike i zadrzala ve¢
postojece. Brend ujedinjuje zaposlene i kom-
paniju, stvara veéu povezanost i povecava
ugled kompanije. Ovaj proces, u svetu, kori-
sti se poslednjih 20-ak godina, kao posledica
shvatanja kako su ljudi i njihova znanja, spo-
sobnosti i vestine vazne za dobro poslovanje.
Pojam employer branding kao definicija re-
putacije za poslodavce prvi put se spominje u
ranim devedesetima proslog veka. Prvi put je
medijski predstavljen i definisan, u poslov-
nom svetu, 1990. godine od strane poznatog
novinara i poslovnog konzsultanta Simona

Barrowa. U decembru 1996. godine gospo-
din Tim Ambler pise o brendiranju poslodav-
cau ,Journal of Brand Management®. U tom
radu definicija brendiranja poslodavca je da
ono oznacava ,paket funkcionalnih, eko-
nomskih i psiholoskih beneficija koje pruza
zaposlenje, a koje definiSe kompanija“ (Bi-
swas & Suar , 2013). Istrazivanje sprovede-
no do 2001. godine ukljucivalo je 138 vode-
¢ih kompanija u Severnoj Americi i pokazalo
da 40% kompanija aktivno sprovodi neku
vrstu brendiranja poslodavca (Robertson &
Khatibi, 2013).

Rad pocinje od koncepta brendiranja po-
slodavaca u teorijskom okviru, nakon cega
sledi predlog i detaljna implementacija stra-
tegije. Cilj rada je unapredenje vrednosti
brenda poslodavca koristeci pristup usmeren
na ¢oveka. Dalje, rad ¢e pokazati koje ak-
tivnosti se mogu sprovoditi u ugostiteljskim
preduzecima u cilju stvaranja imidza pozelj-
nog poslodavca.

Sta je brendiranje poslodavca ?

Brendiranje poslodavca se moze definisa-
ti kao razvoj ponude vrednosti za zaposlene
i promociju te ponude ka trziStu radne sna-
ge 1 unutarorganizacije (Backhaus & Tikoo,
2004). Ponuda organizacije prema potenci-
jalnim ili postoje¢im zaposlenima, treba da
sadrzi elemente koji ¢e ih dodatno motivisati
da se pridruze organizaciji, ili da ostanu u po-
slu. Ponuda ukljucuje i zaradu koja je vazna,
ali je neretko previSe naglasena u upotrebi sa
nefinansijskim elementima. Cinjenica je da
su danasnji poslodavci, bez obzira na oblast
poslovanja, u konstantnoj potrazi za kvalitet-
nom radnom snagom. Vestina da firma svoj
brend ucini prepoznatljivim i privlacnim po-
tencijalnim talentima je nesto cemu se treba
posvetiti (Biswas & Suar, 2016). U nedavnoj
istoriji proces zapos$ljavanja je bio veoma
jednostavan. Konkurs se raspise za otvorenu
poziciju, nakon Cega sledi veliki broj pris-
pelih biografija i motivacionih pisama. Se-
lekcijom se odaberu oni najbolji i problem
biva reSen (Armstrong & Taylor, 2014). Da-
nas je proces malo kompleksniji. Zbog ne-
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stasice kvalifikovane radne snage na trzistu
rada u SAD, poslodavci su omogucili daleko
bolje uslove svojim zaposlenim. Prema sta-
tistikama Linkedina, samo 15% kandidata
su u aktivnoj potrazi za poslom. Ostalo su
pasivni kandidati koji su u radnom odnosu,
zadovoljni trenutnom pozicijom. Da bi lakse
privukli 1 ove kandidate organizacije mora-
ju napraviti dobru strategiju regrutacijskog
marketinga, (https://www.linkedin.com/pul-
se/labor-market-outlook-understanding-can-
didate-motivation-experiences-jjece). Dobra
strategija regrutacijskog marketinga se moze
dobro implementirati kada se definiSe idea-
lan kandidat i kada se izgradi jako i dobro
brendiranje poslodavca. Uloga brendiranja
poslodavca nije iskljucivo regrutacijska. Do-
bro brendiranje poslodavca nudi niz olaksica
za samu organizaciju. Uz pomo¢ dobro po-
stavljene strategije brendiranja poslodavca,
organizacija se postavlja na trziStu kao po-
zeljan poslodavac. U trenutku kada je firma
pozeljan poslodavac, ona drasticno smanjuje
troskove zaposljavanja. Ulaganjem u dobru
reputaciju kompanije, interno i eksterno,
ljudi su spremni i raditi za manju finansij-
sku kompenzaciju (Ghadeer & Badr, 2016).
Ponekad firme koje imaju manje plate nude
svojim zaposlenima moguénost da dodatno
zarade kroz targete, imaju placen sistemat-
ski, topli obrok, vise slobodnih dana, duzinu
trajanja odmora prema duZzini radnog staza
(viSe od zakonskog broja dana), prekovre-
meni rad je pla¢en ve¢im koeficijentom i sl.
(Boella & Goss-Turner, 2019). Motivacija
je impuls koji se kod osobe javlja svesno ili
nesvesno, zahtevaju¢i akciju sa odredenim
ciljem. Ona moze biti vazna komponenta,
bilo u poslu, obrazovanju ili nac¢inu zivota.
Motivaciona energija moze olaksati i ubr-
zati svaki posao. Teorija radne motivacije
se obi¢no povezuje sa opravdanjem, a ne sa
sposobnoscu; to jest, neki ljudi u poredenju
sa drugima mogu posao obaviti dobro (Dal
Forno & Merlone, 2010). Merenje radne
motivacije odreduje ciljeve, upornost u po-
naSanju i intenzitet u vezi sa radom, koji or-
ganizacija zeli (Virgiawan et al., 2021). Ja-
snim komuniciranjem paketa koristi koje se

nude zaposlenima pasivni kandidati ¢e biti
spremniji da se prijave na posao. Kada firma
stvara, i komunicira, prijatno i sigurno mesto
za rad dobri kandidati dolaze sami od sebe.
lako pasivni kandidati ne pregledaju portale
sa oglasima, oni pregledaju drustvene mreze.
Kori$éenje drustvenih mreza postao je impe-
rativ u brendiranju poslodavca (Barjaktaro-
vié i sar., 2021).

Paket vrednosti za zaposlene — employee
value proposition (evp)

EVP je sve ono $to poslodavac pruza,
finansijski 1 nefinansijski, zaposlenom u za-
menu za njegov rad, kao Sto su: plata, uslovi
rada, razli¢ite beneficije, moguénost napre-
dovanja, razvojne mogucénosti, kvalitet ko-
lega i menadzmenta, organizaciona kultura,
lokacija i drugo. Ponuda poslodavca treba
da predstavlja jedan celovit paket vrednosti
za ciljnu grupu kandidata i da odgovara nji-
hovim potrebama i zeljama kako bi im bila
privlacna i kako bi kandidati imali utisak da
je kompanija kao stvorena za njih (Kumar et
al., 2021).

Definisanje EVP-a je jedan od nekoliko
bitnih koraka kod definisanja uspesne stra-
tegije brendiranja poslodavca. Njega cine
nekoliko elemenata. Prvi je kompenzacija i
podrazumeva zadovoljstvo platom i drugim
moguénostima zarade. Tu spada i ucestalost
povisica. Beneficije se naslanjaju na kom-
penzaciju i podrazumevaju sve ono dodatno
S$to poslodavei nude poput edukacija, flek-
sibilnog radnog vremena, balansa izmedu
poslovnog i privatnog zivota. Moguénost
stvaranja karijere je sledeca korist. Kandida-
tu se pruza moguénost da ide sa nize na visu
poziciju i ulaZe se u njegovo znanje i vesti-
ne. Radno okruzenje je sledeci vazan faktor.
Tu spada davanje priznanja zaposlenima za
dobro odradeni posao, autonomija u radu i
razumevanje sopstvene uloge u preduzecu.
Kultura je poslednja vrednost i ona podrazu-
meva razumevanje strategije i ciljeva kom-
panije, slaganje sa kolegama na privatnom i
poslovnom nivou i podr$ka samog poslodav-
ca (Nurmi & Varis, 2021).
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Prema nalazima istrazivanja (Arriscado,
2019) za nadolazecu genaeraciju veoma je
vazna prijatna atmosfera, moguénost napre-
dovanja i sigurnost zaposlenja. Dalje, oni
cene naknade i beneficije (zdravstveno osi-
guranje, pokrivanje skolarine i placeno od-
sustvo), povlastice na poslu (obroci tokom
smene, popusti i timske aktivnosti), moguc-
nost za razvoj karijere (moguénost napredo-
vanja), lidere ¢iji stil upravljanja je usaglasen
sa njihovim vrednostima i razna priznanja
(materijalna i nematerijalna). Vazna im je i
ravnoteza izmedu posla i privatnog zivota,
sigurnost posla i moguénost za doprinos za-
jednici.

Znacaj kulture organizacije za
brendiranje poslodavca

Organizaciona kultura je skup verova-
nja, stavova i nornmi ponasanja koje dele
zaposleni u nekom preduzec¢u. Kulturu orga-
nizacije mozemo videti u nacinu odevanja,
razgovoru medu saradnicima, ophodenju
menadzmeta prema saradnicima, nacinu do-
noSenja odluka itd. U danasnje vreme sve
inovativno usmerene kompanije koje imaju
zdravu organizacionu kulturu sve vise pa-
znje posvecuju integraciji zaposlenih, prace-
nju efikasnosti rada i nagradivanje kandidata
koji prave rezultate koje kompanija vrednuje.
Pravilnim ophodenjem sa talentima i njiho-
vim adekvatnim razvojem stvara se konku-
rentska prednost preduzeca. Talentovani zap-
soleni za razliku od prose¢nih imaju interesa
za upoznavanjem i razvojem profesionalnih
vestina vaznih za radno mesto, inovativni su
imaju viSe potencijala da zahvaljujudéi istra-
zivaCkom duhu donesu neku inovaciju kori-
snu za preduzece. Oni su klju¢ uspeha svake
pravilno usmerene kompanije. Ljudi stvaraju
vrednost svojim idejama, inovacijama i po-
nasanjem sa potro§a¢ima (Zugaj i sar., 2004).

Mnogi potencijalni zaposleni u industri-
ji ugostiteljstva i turizma cesto traze posao
u inostranstvu umesto da traze poslove lo-
kalno (Ivanovi¢ i Blazevi¢, 2009). Efikasne
strategije ljudskih resursa su kljuc¢ne za in-
dustriju ugostiteljstva i turizma kako bi se
takmicile sa drugim sektorima i kako bi se

osigurali visok kvalitet usluga, posveéenost
zaposlenih, organizacioni ucinak i na kraju
profitabilnost (Warhurst & Nickson, 2007).
Znacajna strategija ljudskih resursa koja je
dostupna jeste fokusiranje na brendiranje
poslodavca. Brendiranje poslodavca kombi-
nuje marketingke i regrutacione prakse kako
bi se stvorila prepoznatljiva organizaciona
slika za kupce, zaposlene i druge zaintereso-
vane strane (Wallace et al., 2013). Sustinski,
brend poslodavca predstavlja nacin na koji
sadasnji i potencijalni zaposleni dozivljavaju
organizaciju. Kompanije sa jakim brendom
poslodavca su privlacnije potencijalnim za-
poslenima u poredenju sa onima sa slabijom
percepcijom brenda. Brendiranje poslodavca
omogucéava organizacijama da iskoriste za-
poslene kao ambasadore brenda, koji dele
svoja pozitivna iskustva na eksternim drus-
tvenim mrezama, ¢ime doprinose pozitivnoj
slici poslodavca (Lancaster, 2017). Pozitivne
pri¢e poveéavaju potencijalnu bazu kandi-
data za zaposlenje, prepoznaju¢i organiza-
ciju kao pozeljno mesto za rad (Russel &
Brannan, 2016). Implementacija brenda po-
slodavca nudi brojne prednosti (Aldousari et
al., 2017).

Koristi koje stvara brendiranje
poslodavca

Mnoge studije su se bavile koristima
koje nudi brendiranje poslodavca, prednosti-
ma koje mogu da ostvare organizacije koje
,postaju izbor*. Neke studije su pokazale da
brendiranje poslodavca ima visestruki poziti-
van uticaj na poslovanje:

e stvaranje i odrzavanje dobrog imidza
kod konzumenata je primetnije kod
onih koji imaju manju fluktuaciju
radne snage (Minchington &Thorne,

2007),

e bolji finansijski rezultati (Becker &Hu-
selid, 2001);

e bolji  odnos sa  stejkolderima

(Shellenbarger et al., 1998),

e bolja reputacija (Luthans & Peterson,
2002);

e vece zadovoljstvo potrosaca;

e veci broj zaposlenih koji se vracaju i



Broj34 | 65

veée angazovanje zaposlenih (Davis &
Love ,2011);

manja fluktuacija zaposlenih;

viSe onih koji su lojalni brendu;

veca angazovanost zaposlenih;

interna mobilnost;

veéi kvalitet kandidata koji se prijav-
ljuju itd (Figurska & Ewa, 2013).

Cinjenica je da se dobrim brendiranjem
postize i usteda kada su u pitanju troskovi
zapoSljavanja. Kada je poslodavac pozeljan
kandidati sami pretrazuju njihovu stranicu i
Salju biografiju u cilju da zauzmu upraznje-
nu poziciju. Ukoliko je imidz poslodavca
negativan troskovi zaposljavanja su veéi jer
se kandidati ne javljaju na plac¢ene konkurse
ili se jave u mnogo manjoj meri (Berthon, et
al., 2005).

Primeri aktivnosti za uspeSan employer
branding u ugostiteljstvu

Prvi korak je odluka za Sta se organiza-
cija zalaze i koje vrednosti Zeli da promovise
u svom poslovnom okruzenju koje ¢e zapo-
sleni deliti. Dovoljno je definisati tri do pet
vrednosti. Primeri vrednosti su:

e posvecenost — gostima, poslu ili kole-

gama,

e integritet;

e strast;

e postenje;

e poverenje 1 sl. (Kochummen & Ku-

mar,2022).

Dlazak do vrednosti je mogué preko sle-
dec¢ih pitanja:

1.Zasto ljudi ovde rade, a ne kod nekog
drugog?

2.Zasto su zaposleni lojalni firmi?

3.Zasto pojedini zaposleni napustaju pre-
duzece?

4.Postoji li ovde mogucnost razvoja kari-
jere? (Kochummen & Kumar,2022).

Drugi korak je napraviti nacrt paketa
vrednosti za zaposlene. Primer paketa vred-
nosti:

e organizaciona kultura-zdravo radno
okruzenje;

e beneficije;

e balans izmedu privatnog i poslovnog
Zivota;

e sigurnost posla;

e mogucnost za napredak i sl. (Figurska
& Ewa, 2013).

Sta zaposleni i kandidati mogu oéekivati?
Pri ovom pojasnjenju trebalo bi uzeti u obzir:

e misiju, vrednosti i kulturu vaseg ugo-
stiteljskog preduzeca;

e lokacije i objekte koje nudite, ukljucu-
judi pristupacnost za sve zaposlene;

¢ naknade i beneficije;

e razvoj karijere i moguénost napredova-
nja za zaposlene;

e stilove upravljanja;

e priznanje za zaposlene;

e ravnotezu izmedu posla i privatnog zi-
vota;

e beneficije, koje mogu ukljucivati
zdravstveno osiguranje, pokrivanje
Skolarine i pla¢eno odsustvo;

e povlastice na poslu, kao $to su obroci
tokom smene, popusti i timske aktivno-
sti;

e mogucnosti za doprinos zajednici;

e sigurnost posla tokom vremena i sl
(Voloboieva, Kravchuk, & Varshava,
2021).

Od zaposlenih i kandidataje realno oce-
kivatiiskustvo, kvalitet rada, pozeljnu propa-
gandu u lokalnoj zajednici, postenje i sl.(Fi-
gurska & Ewa, 2013).

Razmatranje ovih faktora pomaze pri
izradi EVP-a (Employee Value Proposition
/ Ponuda vrednosti za zaposlene) koji radno
mesto Cini atraktivnim (Frook, 2001).

Treéi korak je implementacija strategije
brendiranja pozeljnog poslodavca.

Svi napori uloZeni u brendiranje poslo-
davca ¢e biti uzaludni ukoliko zaposleni
dozive nesklad izmedu obeéanog i onog §to
dozivljavaju u svakodnevnom obavljanju
posla. Odrzavanjem dobre reputacije tokom
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vremena doves¢e do prijave zaposlenih sa
adekvatnim kompetencijama, pa ¢e regruta-
cija biti znacajno laksa (Frook, 2001).

Uloga tehnologije u kreiranju i
implementaciji strategije brendiranja
poslodavca

Tehnologija takode ima svoje mesto u
kreiranju strategije brendiranja poslodavca.
Promene u industriji koje su dosle s pan-
demijom nisu jedini razlog koji primorava
ugostitelje da pronadu nove nacine za privla-
¢enje i zadrzavanje zaposlenih. Ve¢inu radne
snage u ugostiteljstvusu milenijalci (osobe
rodene u periodu od 1981-1996) i pripadni-
ci Generacije Z (osobe rodene u periodu od
1997-2012), dve generacije koje su odrasle
uz tehnologiju kao sastavni deo njihovih
zivota. Marketing na druStvenim mrezama
koristi razne platforme druStvenih mreza za
sprovodenje marketinske komunikacije 1 uk-
ljucuje aktivnosti deljenja sadrzaja (teksta,
video snimaka i slika) u marketinske svrhe.
Ako se strategija drustvenih mreza pravilno
implementira, marketing na druStvenim mre-
zama moze doneti izuzetan uspeh i u bren-
diranju ugostitelja kao pozeljnog poslodavca
(Dutta 2010). Nove generacije ne zele samo
da budu deo organizacije, ve¢ aktivno da in-
terveniSu u njenoj izgradnji, u trajnijem od-
nosu. U ovom novom odnosu, plata i fleksi-
bilne beneficije se uskladuju sa ravnotezom
izmedu poslovnog i privatnog Zzivota, teh-
nologijom i planom karijere. Da bi bili pri-
vla¢ni potencijalnim kandidatima veoma je
vazno na direktan i indirektan nacin slati po-
ruke o vrednostima i organizacionoj kulturi
pozeljnoj potencijalnim kandidatima (Trevor
& Hill 2012). Dalje, vazno je da ljudi koji
ve¢ rade u ugostiteljskim preduzec¢ima salju
poruke o vrednostima koje se praktikuju, sa
obecanjima koja se ispunjavaju i sa reputa-
cijom koja se Stiti (Arriscado et. al., 2019).

U savremenom radnom okruzenju, mile-
nijalci su motivisani zeljom za novim isku-
stvima, raznovrsnim stajalistima i etikom u
kompanijama. Oni su ambiciozni i fokusira-
ni na rezultate, traze¢i brzo rast i saradnju.
Medutim, oni imaju tendenciju da prave

prioritete vezane za fleksibilnost i zadovolj-
stvo radom prema dugoro¢nom poslu, sa
prose¢nim trajanjem od dve godine na istoj
poziciji. Ako kompanija ne podrzava njiho-
ve vrednosti i svrhu, oni brzo menjaju radno
mesto (Ahmad & Daud, 2016). U suocava-
nju sa nedostatkom radne snage u americ-
kim restoranima poslednje godine mnogi su
smislili kreativne nacine kako bi privukli i
zadrzali svoje zaposlene. Chipotle je prosirio
svoje opcije besplatnih obrazovnih programa
za zaposlene. Whataburger je unapredio sve
menadzere u ,,operativne partnere* i povecao
im minimalnu platu na 100.000 dolara. Fran-
Size McDonald's Sirom zemlje su povecale
plate, a neki su ¢ak nudili i druge pogodnosti
poput besplatnog iPhone uredaje novim za-
poslenima koji ostanu najmanje Sest meseci
(Www.popmenu.com).

Dakle, veoma je vazno stvoriti radno
okruzenje koje podrzava potrebe i ambicije
mladih generacija koje ¢ine veéi deo zapo-
slenih u ugostiteljstvu. S fokusom na razvoj
karijere 1 evoluciju, milenijalci biraju svrhu,
pozitivan socijalni uticaj i strast prema tradi-
cionalnim koristima kao §to su mogucénosti
vodenja i stabilnost. Da bi privukli, zadrzali
i razvili ovu generaciju, bitno je preispitati
prakse HR-a i prihvatiti nove marketing teh-
nike (Arriscado, 2019).

Zakljucak

Motivacija zaposlenih obuhvata razli¢i-
te faktore koji ih podsticu da svoje zadatke
izvrSavaju na najefikasniji nacin, Sto dopri-
nosi vecoj produktivnosti i maksimalnom
angazovanju. Pored gajenja pozitivnih vred-
nosti u organizaciji, znacajnih za zaposlene i
njihov kvalitet Zivota, organizacija treba da
ima strateski pristup ovoj problematici. To
podrazumeva kontinuirani rad na prepozna-
vanju vrednosti, odnosno faktora atraktivno-
sti koje ¢e se nuditi kako bi se zadovoljile
potrebe potencijalnih kandidata.

Proces brendiranja poslodavca zapocinje
analizom vrednosti organizacije, korpora-
tivne kulture, ljudskih potencijala i drugih
organizacijskih snaga. Takode, potrebno je
analizirati 1 imidz brenda poslodavca, kao i
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trenutnetrendove kako bi se kreirala §to bolja
strategija brendiranja poslodavca.

Cilj je da se stvori $to veca baza kandida-
ta kako bi mogli odabrati one najbolje.

Ugostiteljska preduzeca koja aktivno ra-
zvijaju 1 promovisu svoj brend pred zaposle-
nima imaée znacéajne prednosti, ukljucujuci
smanjenje troskova regrutacije, povecanje
produktivnosti i poboljSanje opSteg radnog
ambijenta. Veoma je vazno da redovno revi-
diraju vrednosti koje se promovisu i aktivno-
sti koje se sprovode u cilju privlacenja novih
kandidata i da ih prilagodavaju promenama
na trziStu rada i u samoj industriji.

Biti pozeljan poslodavac nije samo mar-
ketinski alat, ve¢ klju¢na komponenta stra-
teskog upravljanja ljudskim resursima koja
moze znacajno uticati na dugoro¢ni uspeh i
konkurentnost preduzeéa u ovoj dinami¢noj
industriji u kojoj su problemi sa radnom sna-
gom svake godine sve izrazeniji.
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TEOPUJCKHU INPEIVIEL 1 AHAJIM3A JIMTEPATYPE O YVJIO3HU
ZKNBOTHE CPEJUHE HA 3IPABCTBEHU TYPU3AM

THEORETICAL REVIEW AND LITERATURE ANALYSIS OF THE ROLE OF THE
ENVIRONMENT IN HEALTH TOURISM

Ancmpakm: Ogaj pao npedcmasma meo-
PUjcku npeeied U ananusy aumepamype o
V03U JCUBOMHE CpeduHe y 30PasCmeEeHoM
mypuzmy. Ucmpasicyjy ce kwyunu gpaxmopu
JACUBOMHE CPeOUHe, KO WMo ¢y Keaaumen
sazodyxa u 6ode, Ouoousepsumem, KiuMam-
CKe U eeoepaghcke Kapakmepucmuke, U Fu-
X068 ymuyaj Ha pazeoj 30pasCmEeHux my-
pucmuykux oecmunayuja. Taxohe, pao pas-
Mampa Kaxko oyyearbe NpupooHUX pecypca u
nPUMEHE 00PICUBUX NPAKCU Y CEKMOpY Niy-
puzmMa mozy 0onpuHemu 0y20po4Hoj 0OPHCU-
socmu 30pascmeenux Ooecmunayuja. Ilopeo
EKONIOWIKUX acnekama, y pady ce aHaiu3u-
DPAjy COYUO-eKOHOMCKU U KYAMYPHU YMuyaju
30paABCMEeH02 MypusmMa Ha JOKAIHe 3ajeo-
Huye u pecuoHainu pazeoj. Kpos ceeobyxea-
man npeaied nocmojehe aumepamype, 06aj
pao npysica meopujcku oksup 3a o0yoyha uc-
mpasicusarba u pazeoj cmpamezuja Koje yHa-
npehyjy cunepewjy uzmehy 3aumume iCu-
somHe cpedune u 30pascmeenoe mypusmd.

Kwyune peuu: scusomna cpeouna, 30pag-
CMeHU Mmypu3am, mypucmuixa noHyod.

Abstract: This paper presents a theoretical
review and literature analysis of the role of
the environment in health tourism. It exa-
mines key environmental factors such as air
and water quality, biodiversity, climatic and
geographical characteristics, and their im-
pact on the development of health tourism
destinations. Additionally, the paper explo-
res how the preservation of natural resour-
ces and the implementation of sustainable
practices in the tourism sector can contri-
bute to the long-term sustainability of health
destinations. Beyond environmental aspects,
the paper also analyzes the socio-economic
and cultural impacts of health tourism on lo-
cal communities and regional development.
Through a comprehensive review of existing
literature, this paper provides a theoretical
[framework for future research and the deve-
lopment of strategies that enhance the syner-
gv between environmental protection and
health tourism.

Keywords: environment, health tourism, to-
urism offer.
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Introduction

The quality of air and water, the presence
of medicinal springs, thermal waters, and
rich biodiversity directly influence the per-
ception of health and well-being of visitors
(Pichler et al., 2022). Climatic conditions,
such as moderate temperatures and the pres-
ence of clean, fresh air, further contribute
to the sense of relaxation and recovery for
tourists. Additionally, geographical location
and natural landscapes, such as mountains,
seas, or forests, create ideal conditions for
outdoor activities that promote physical and
mental health (Zhu et al., 2021). These ele-
ments have a strong impact on the develop-
ment of destinations with the potential to po-
sition themselves as leaders in health tourism
(Buckley, 2020).

The development of health tourism, as
a growing segment of the global tourism
industry, is inevitably linked to the quality
and preservation of environmental elements
(Streimikiene et al., 2021). An increasing
number of tourists are seeking destinations
that not only offer medical treatments and
wellness services but also the opportunity
to stay in natural environments that posi-
tively impact health and overall well-being
(Pessot et al., 2021). In this context, key
environmental factors such as air and water
purity, climatic characteristics, biodiversity,
and access to natural healing sites become
crucial for attracting visitors (Guo & Li,
2024).

Tourism is viewed as an indicator of so-
cial, material, and cultural well-being, as
well as the development of relations at the
neighborhood, interstate, and global levels,
encompassing various phenomena and pro-
cesses (Todorov et al.,2023, Mihailovi¢ et
al., 2023). Tourists wish to spend their lei-
sure time in areas where nature is preserved.
This includes tourist destinations, regions,
and countries that are distinguished by clean
seas, unpolluted rivers, preserved flora and
fauna, fresh air, and healthy food (Todorov et
al., 2023, Mihailovi¢ et al., 2023, Brzakovi¢,
2023).

The Concept and Elements of the
Environment

According to the current law, the envi-
ronment is a set of natural and created values
whose complex interrelationships constitute
the surroundings, i.e., the space and condi-
tions for life (Aldeia & Alves, 2019). The
environment is an indivisible whole, contin-
uously influenced by various natural factors.
The natural values of the environment in-
clude natural resources, land, water, forests,
air, and plant and animal life. Human-cre-
ated values in the environment consist of
goods created by humans (architectural
works intended for housing, cultural, edu-
cational, social, religious, and other human
needs, as well as for the protection and im-
provement of natural resources and cultural
assets) (Zarni¢ & Vodopivec, 2022; Ferd-
haus et al., 2023). Priority is given to natural
values. Through their existence, these values
have enabled life on planet Earth. On the
other hand, life without the environment is
unsustainable. Natural factors have allowed
humans, through their labor, to create the
second group of environmental factors—hu-
man-made values (architectural works) (Jo-
vanovi¢ et al., 2015).

There are four basic elements of the en-
vironment: the atmosphere or air, the litho-
sphere or soil and rocks, the hydrosphere or
water, and the biosphere or living organisms.
Each of these components can exist togeth-
er, but often only some of them are found
in a particular location (Mocek-Ptociniak
& Skowronska, 2021). Regardless, all four
elements influence each other in different
ways. The human environment consists of
all the physical, chemical, and biological
factors outside the human body, i.e., the
human environment includes abiotic fac-
tors (land, water, air, climate, noise, etc.),
the system of anthropogenic creations, and
all other living beings that, interconnect-
ed, form a complete interactive system that
exists in a state of dynamic equilibrium
(Blagojevic et al., 2012; Cimbolakova et al.,
2019).
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Tourism and the Environment

The development of tourism is signifi-
cantly more dependent on the quality of the
environment, its natural and cultural values,
than other industries, as the degree of preser-
vation and attractiveness of the environment
directly affects the potential for tourism de-
velopment in a given area (Voronkova et al.,
2021). The increase in pollution in urban
and industrial centers intensifies the need for
tourist movements directed towards non-ur-
banized environments. By encompassing
large areas of preserved nature, tourism is an
activity that valorizes those elements of the
space that are of marginal interest to many
other industries (Linderova et al., 2021).
Tourism is a unique user of the environment,
with the specific characteristic that it is not
an irreversible consumer of natural elements
(Vukovi¢ et al., 2019; Gaji¢ et al., 2022).
Through controlled tourism development
and the construction of appropriate facilities,
the space can be enhanced (Stojanovic et al.,
2011). Tourism is more dependent on the en-
vironment than any other branch of the econ-
omy. The environment and tourism form an
inseparable whole. Modern tourism requires
large expanses and well-protected environ-
ments, as only in such areas can it be stra-
tegically developed to bring both economic
and social benefits to the local population
and tourists (Lazarevi¢ et al., 2017).

Resources play a significant role in the
development of tourism in a given area. It
is almost impossible to discuss the possibil-
ity of tourism development in a particular
area if it does not possess certain resources
(Sgroi, 2020; Vukoli¢ et al., 2023). How-
ever, the mere existence of resources does
not mean that all conditions for tourism de-
velopment are fulfilled, but only one of the
main conditions. Therefore, tourist resources
represent the foundation of tourism develop-
ment in a given area (Wondirad & Ewnetu,
2019). They include all the assets that enable
tourism development in a particular space
or location. Whether tourism development
will occur depends on how these tourist re-
sources will be utilized and transformed into

tourist attractions, which are one of the most
important elements of the tourism offer (Lee
et al., 2020). The existence of quality and
unique tourist resources becomes a compar-
ative advantage in the tourism development
of an area. This is especially true for natural
tourist resources, as the demand for forms
of tourism that are predominantly based on
them is recording above-average growth
rates (Boskovic et al., 2016).

Health Tourism

Health tourism represents a global
phenomenon of the 21st century (De la
Hoz-Correa et al., 2018). Millions of tour-
ists from around the world travel to various
destinations to preserve and improve their
physical and mental health (Buckley, 2020).
Today, health tourism involves the provision
of health services, ranging from the most
complex surgical interventions in specialized
health facilities, traditional spa treatments
in health resorts, to diverse spa & wellness
offerings for rejuvenation or travel for spir-
itual upliftment, thus concentrating different
motives under the same goals (Mili¢evi¢ et
al., 2013; Gaji¢ et al., 2023). In the literature,
various definitions and classifications of
health tourism can be found. One definition
states that health tourism is a type of tourism
that professionally and in a controlled man-
ner utilizes natural healing factors, physical
therapy, modern and alternative medicine,
all aimed at preserving and improving a per-
son’s physical and mental health (Béland &
Zarzeczny, 2018; De la Hoz-Correa et al.,
2018; Dimitrovski et al., 2021, Mili¢evi¢ et
al., 2021, Lakicevi¢, 2021).

Globally, the demand for specialized
health and recreational centers offering a
combination of treatment, rehabilitation, and
recreation is rapidly growing. These centers
are most often located in spa and mountain
areas (Sengiil & Cora, 2020). Due to their
preserved natural and ecological potential,
primarily the optimal climate, clean air,
healthy drinking water, and the like, these
locations can provide both physical and psy-
chological recreation, significantly contrib-
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uting to the improvement of the health and
work capacity of their visitors (Schaafsma,
2021). Thus, medicinal water and mud, as
well as clean air, are among the compara-
tive advantages of this type of tourism. It is
also important to highlight that, unlike oth-
er forms of tourism, and given the already
existing material and human potential, the
development of health-recreational tourism
does not require significant financial invest-
ments (Gligorijevi¢ et al., 2014, Novovi¢,
2014; Schaafsma, 2020).

In addition to water, river and thermal
springs, the resource base of health tourism
also includes extremely favorable natural re-
sources such as climate, air, lush vegetation,
and healing mud. All of these are located
outside the permanent residences of poten-
tial tourists and awaken in them the need
for travel. This usually involves a particu-
lar space to be seen, activities to participate
in, and experiences that remain in memory
(Milicevi¢ et al., 2017; Vasileva et al., 2021).

Modern health tourism has taken on the
role of traditional thermalism, with a variety
of additional services, while medicinal min-
eral water remains one of the key elements,
even though it is used in different ways, with
different goals, and through various modern
techniques (Teixeira & Gomes, 2021). When
it comes to health tourism, it is most accept-
able to classify it into three types of health
tourism (Dimitrovski et al., 2021, Mili¢evic¢
et al., 2021, Lakicevié, 2021; Teixeira &
Gomes, 2021; Zhang et al., 2023):

e The first type refers to traditional spa
tourism, i.e., people traveling to spas
or climate resorts for treatment, reha-
bilitation, and prevention using natural
healing factors and modern medical
procedures, such as physical therapy.

e The second type refers to wellness
tourism, which involves people tra-
veling to achieve physical and mental
well-being (well-being) by using the
healing and relaxing properties of na-
ture and other activities (relaxation,
meditation, yoga, beauty care, healthy
nutrition, etc.).

e The third type is medical tourism, whi-
ch involves people (patients) traveling
abroad for treatment and complex me-
dical interventions (surgical procedu-
res, dental interventions, in vitro ferti-
lization, etc.).

Not all individuals traveling for health
reasons are patients requiring equally seri-
ous treatment. For example, accompany-
ing persons, as well as those traveling for
rehabilitation after treatment, fall into the
category of regular tourist travelers. During
their shorter or longer stay outside their per-
manent residence, they will have more op-
portunities to fulfill tourist needs (mobility,
leisure time, etc.) (Ozcan et al., 2021; Zhang
et al., 2023). This category of visitors should
be offered richer and more diverse content
during their tourist stay. The same applies to
chronic, mobile patients in spa and climate
resorts, although in such cases, the opinion
of the physician is more relevant (Markov-
i¢ et al., 2011, Ostoji¢ et al., 2011, Popovi¢,
2011).

The health tourism offer is determined
by many factors. The quality of the resource
itself cannot always guarantee its full valo-
rization (Biiyiikdzkan et al., 2021; Pessot et
al., 2021). Accessibility to the resource, the
quality of services, the appearance of the
resource, and its surroundings can be pri-
mary factors in deciding on the destination
(Mili¢evi¢ et al., 2017). The main factors
influencing the dynamic development of
health tourism are: population aging, the
growing desire to live longer and with bet-
ter quality, increasing awareness of glob-
al health issues, a growing desire for new
and different tourist experiences, changes
in people's lifestyles, the need to reduce
stress among the working population, the
increasing shift from traditional medicine
to prevention and alternative practices, as
well as the shift from mass tourism to sus-
tainable forms of tourism (Cimbolakova et
al., 2019; Milicevic¢ et al., 2021, Lakiéevic¢,
2021).
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Climate as an Environmental Element
of Importance for the Development of
Health Tourism

Climate, as a long-term average of weath-
er patterns, plays a significant role in health
tourism by influencing factors such as air
temperature, humidity, and wind. These el-
ements affect the distribution of vegetation,
which can in turn create favorable micro-
climates that support health-related tourism
activities. Certain climates are particularly
suited for treating specific health conditions,
such as mountain climates for respiratory is-
sues and forest climates for improving con-
ditions like asthma and nervous disorders
(Mili¢evi¢ et al., 2017). Daily weather fac-
tors, including temperature, humidity, and
wind, significantly impact tourists' health,
making the understanding of microclimatic
conditions essential for optimizing health
tourism destinations (Bherwani et al., 2020).

Soil as an Environmental Element
of Importance for the Development of
Health Tourism

Peloids (medicinal muds), formed
through the interaction of geological, biolog-
ical, and climatic factors, are natural healing
agents used in health tourism for their thera-
peutic properties. They can be organic or in-
organic, and their mineral composition plays
a crucial role in their healing effects. Peloids
are applied in treatments through wraps or
baths, and their mechanical and chemical
properties stimulate blood circulation and
improve skin health (Quintela et al., 2012;
Blonska-Sikora et al., 2024).

Water as an Environmental Element
of Importance for the Development of
Health Tourism

Mineral waters have long been recog-
nized for their healing properties and are a
cornerstone of health tourism. These waters,
distinguished by their mineral content and
temperature, are used in balneotherapy to
treat various health conditions. Depending
on their composition, mineral waters are
categorized into medicinal, thermal, and in-

dustrial, with medicinal waters playing a piv-
otal role in balneology due to their positive
physiological effects (Prodovi¢ et al., 2012;
Gomes & Rautureau, 2021).

Other Environmental Elements of Im-
portance for the Development of Health
Tourism

It can be concluded that the diversity of
relief, such as the existence of mountains,
hills, gorges, caves, valleys, and other forms
of relief, significantly influences the attrac-
tiveness of the destination itself. This diver-
sity of relief would encourage tourists who
primarily visit the destination within the
framework of health tourism to extend their
stay (Padilla-Meléndez & Del Aguila-Obra,
2016; Gomes & Rautureau, 2021).

Another environmental element that
influences the development of tourism, in-
cluding health tourism, is vegetation. The
vegetation of an area consists of all the
plant communities that occupy/cover that
area. Since plant communities necessarily
include animals, vegetation is actually rep-
resented by a collection of various bioco-
enoses. In this way, vegetation represents
the entire plant and animal world of a given
area, grouped into different biocoenoses, or
ecosystems. When it comes to the distribu-
tion of biocoenoses or ecosystems, one can
speak of the ranges of biocoenoses (for ex-
ample, the range of beech forests, the range
of white pine biocoenoses, and so on). The
size of the range of certain species can vary
greatly. Cosmopolitan species (cosmopoli-
tans—reed, weed plants) have large ranges
because they are widely distributed—almost
on all continents. Endemic species (endem-
ics—Banat peony, Sarplanin crocus, etc.)
have small ranges because they are rare and
limited in their distribution. For example,
the Serbian spruce is found only in certain
mountains of western Serbia and eastern
Bosnia and nowhere else in the world. Relict
species (relicts) once had a large range, but
today they have a small range because they
have survived in very limited areas.
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The Importance of Environmental
Protection for Tourism Development
Tourism, like other industries, has a signif-
icant impact on the environment and the
quality of the surroundings by using and
valorizing natural and other resources. With
its mass nature and exceptionally rapid glob-
al development in recent decades, tourism,
in addition to its positive contribution to
the economic progress of society, has also
brought a significant negative impact on
the environment, producing large amounts
of waste and harmful emissions. According
to Net (2002), the most significant negative
impacts of tourism on the environment in-
clude the impact on natural resources, the
generation of pollution and waste, and dam-
age to ecosystems. A healthy and preserved
environment is necessary for the successful
development of tourism. Therefore, tourism
is highly motivated to take care of the en-
vironment to ensure a high level of quality,
which can be achieved through the model or
concept of sustainability or sustainable de-
velopment. Sustainable development is one
of the primary models of natural resource
and environmental economics, whose es-
sence lies in the balanced relationship be-
tween economic development and the envi-
ronment, with the rational use of natural re-
sources and respect for the laws that govern
ecosystems. The key determinant and inte-
gral part of the tourism offer, which is inte-
grated into the tourism product, is precisely
the attractiveness and preservation of the
environment, without which it is impossible
to attract tourists or generate interest in vis-
iting a destination. On the other hand, the in-
creasing number of tourists worldwide puts
a growing strain on and pollutes the environ-
ment at all levels. For these reasons, tourism
is conditioned to emphasize environmental
protection (Puri¢ et al., 2018).

In planning and achieving sustainable
tourism, the goal is to support positive and
change negative trends in the development
of the area. The application of the sustain-
able tourism concept involves minimizing
the negative and maximizing the positive

impacts of tourism on the environment and
available resources. The key issue is the
identification, monitoring, assessment, and
management of tourism's impact on the en-
vironment and resources (Zdravkovi¢ et al.,
2015).

The relationship between tourism and
the environment can be viewed from two as-
pects. First, this relationship can be viewed
from the perspective of tourism's impact on
the preservation and improvement of the en-
vironment. Second, the relationship between
tourism and the environment can be viewed
from the perspective of the environment's
impact on tourism development. In theo-
ry, there are numerous views that study the
first mentioned relationship. As a summary
of theoretical analyses of tourism's impact
on the environment, the following can be
highlighted (Matijasevi¢c—Obradovi¢ et al.,
2017):

e Under the influence of tourism, spatial
transformation occurs, which can be
both positive and negative. The posi-
tive effects of tourism on space inc-
lude: the restoration and renovation
of existing historical sites, buildings,
and monuments, the transformation of
existing old buildings and sites into to-
urist facilities, the protection of natural
resources, and more.

e Tourism, as a global phenomenon,
influences the transformation of geo-
graphical space. It transforms the ori-
ginal space by equipping, organizing,
remodeling, and restructuring it. Under
its influence, the receptive space un-
dergoes increasingly intense changes,
gradually acquiring a specific tourist
physiognomy.

e The negative effects of tourism on the
environment include: pollution due
to the construction of tourist facilities
and infrastructure, air, water, and soil
pollution, noise pollution, the reducti-
on of natural and agricultural areas,
the destruction of flora and fauna, and
more.
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The Environment's Impact on Tourism
Development

The environment has a significant impact
on tourism development. Tourism develop-
ment is much more dependent on the quality
of the environment, its natural and cultural
values, and characteristics than other indus-
tries. The degree of preservation and attrac-
tiveness of the environment directly affects
the potential for tourism development in a
given area, especially in the case of recre-
ational tourism (Southgate & Sharpley, 2002).
Considering that tourism represents a collec-
tion of relationships and phenomena arising
from travel and stays in places without estab-
lishing permanent residence and without any
economic activity associated with such stays,
the characteristics of the space, the range
of natural benefits, the state of biodiversity,
flora, fauna, climate, and cultural-historical
heritage all have an exceptional influence
on tourism development in a particular area
(Matijasevic—Obradovi¢ et al., 2017).

Spa towns, for example, base their de-
velopment on numerous and diverse natural
elements such as thermal mineral springs,
noble gases, peloids, clean air, diverse
vegetation, and more (Adamska, 2020).
Development in areas of preserved and at-
tractive nature must be firmly planned and
organized to avoid being subjected to the
forces of expansion and degradation of the
natural environment. The natural potential
of spa towns must be protected, improved,
and used rationally to ensure long-term,
prosperous, and sustainable development
(Vicentijevi¢ et al., p. 1).

In the tourism of the Republic of Serbia,
health tourism represents an important seg-
ment, primarily due to the large number of
thermal mineral springs with a wide range
of therapeutic properties. Visitors are mostly
attracted to services such as treatments for
respiratory, cardiovascular, and musculo-
skeletal diseases, which are closely tied to
the healing properties of the natural mineral
waters and the specific microclimates of cer-
tain regions.

Research shows that health tourists in
Serbia are mainly drawn by the rich natu-
ral resources, particularly thermal springs,
which are known for their healing effects
(Alexa et al., 2015; Pavlovi¢ et al., 2017).
Many tourists opt for Serbia due to its fa-
vorable combination of natural factors such
as the mineral composition of the water and
the moderate climate, as well as the compar-
atively lower cost of treatments, making Ser-
bia a highly competitive destination in terms
of price (Dasi¢ et al., 2018).

The most sought-after health services
are those related to the treatment and pre-
vention of chronic conditions, with an in-
creasing interest in wellness services that
contribute to the improvement of overall
well-being (Milic¢evié¢ et al., 2013). The
availability of advanced medical treatments
at significantly lower prices compared
to Western Europe has also spurred the
growth of medical tourism. Factors such as
the affordability of services, combined with
high-quality care and the integration of spa
treatments with modern medical practices,
have made health tourism a key area of
potential growth in Serbia (Popovi¢ et al.,
2013).

According to visitor feedback and vari-
ous studies, most tourists cite natural healing
resources, such as the mineral and thermal
springs, as the primary reason for choosing
Serbia as a health tourism destination. Oth-
ers mention the comprehensive packages
that combine medical treatments with well-
ness and recreational activities, as well as
the overall affordability of health services.
There is also a growing trend of visitors who
come for wellness and prevention, rather
than just for treatment of existing conditions
(Milic¢evi¢ et al., 2021).

In conclusion, the appeal of health tour-
ism in Serbia stems from a blend of natural
assets, affordability, and a growing aware-
ness of the therapeutic and wellness oppor-
tunities offered by the country's spas and
medical facilities.
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Conclusion

Health tourism represents an important
segment of the tourism offer of the Republic
of Serbia, relying on the richness of natural
resources such as thermal mineral springs,
medicinal muds, and diverse vegetation. The
success of developing this type of tourism is
conditioned by the preservation and rational
use of natural resources, along with the im-
plementation of sustainable development
concepts. The importance of environmental
protection and aligning tourism activities with
natural laws are key factors for the long-term
success of this sector. The research has shown
that mineral waters, peloids, and beneficial
climatic conditions form the essential founda-
tion for the development of spa and wellness
tourism, which has been gaining popularity
in Serbia in recent years. The specific natu-
ral and climatic conditions contribute to Ser-
bia’s vast potential for further development of
health tourism, particularly in the context of
global trends showing increased demand for
wellness services and medical tourism. How-
ever, although Serbia possesses significant re-
sources, it is necessary to improve the tourism
offer by modernizing the existing spa centers,
better promoting them in the international
market, and developing infrastructure to at-
tract foreign tourists. Additionally, the devel-
opment of sustainable tourism, which consid-
ers environmental protection, should be a pri-
ority to ensure Serbia's long-term success and
competitiveness in the global tourism market.
In line with this, health tourism can become
one of the most significant forms of tourism
in Serbia, contributing not only to economic
development but also to the preservation of
the country’s natural and cultural heritage.

Health tourism represents an import-
ant segment of the tourism offer of the
Republic of Serbia, relying on the richness
of natural resources such as thermal mineral
springs, medicinal muds, and diverse vege-
tation. The success of developing this type
of tourism is conditioned by the preservation
and rational use of natural resources, along
with the implementation of sustainable de-
velopment concepts. The importance of en-

vironmental protection and aligning tourism
activities with natural laws are key factors
for the long-term success of this sector.

The research conducted for this study
focused on analyzing the key natural re-
sources that contribute to the growth of
spa and wellness tourism in Serbia. This
research included both quantitative and qual-
itative methods, gathering data through sur-
veys and interviews with visitors to various
Serbian spas, as well as analysis of secondary
data from previous studies on health tourism
in Serbia. Key findings showed that mineral
waters, peloids (medicinal muds), and favor-
able climatic conditions are the primary rea-
sons tourists choose Serbian spas. Addition-
ally, tourists highlighted the therapeutic ben-
efits of these natural resources, particularly
for the treatment of chronic conditions such
as respiratory and cardiovascular diseases.

Furthermore, the research exam-
ined current trends in wellness tourism,
demonstrating that the demand for wellness
services in Serbia has been steadily increas-
ing over the last decade. This is consistent
with global trends showing a rising interest
in health and wellness tourism, as people
seek destinations that offer natural healing
and relaxation. The research underscores
the potential for further development in this
area, particularly through modernization of
spa facilities and improved promotion on the
international market.

Although Serbia possesses significant re-
sources, it is necessary to improve the tour-
ism offer by modernizing the existing spa
centers, better promoting them in the interna-
tional market, and developing infrastructure
to attract foreign tourists. Additionally, the
development of sustainable tourism, which
considers environmental protection, should
be a priority to ensure Serbia's long-term
success and competitiveness in the global
tourism market. In line with this, health tour-
ism can become one of the most significant
forms of tourism in Serbia, contributing not
only to economic development but also to
the preservation of the country’s natural and
cultural heritage.



Broj 34 77

References

Adamska, A. (2020). Osieczna—devel-
opment possibilities as a health and SPA re-
sort. Teka Komisji Architektury, Urbanistyki
i Studiow Krajobrazowych, 16(1), 58-70.

Aldeia, J., & Alves, F. (2019). Against
the environment. Problems in society/nature
relations. Frontiers in Sociology, 4, 29.

Alexa, J., Recka, L., Votapkova, J., Van
Ginneken, E., Spranger, A., Wittenbecher, F.,
& World Health Organization. (2015). Czech
Republic: health system review.

Arguez, A., & Vose, R. S. (2011). The
definition of the standard WMO climate nor-
mal: The key to deriving alternative climate
normals. Bulletin of the American Meteoro-
logical Society, 92(6), 699-704.

Barry, R. G., & Chorley, R. J. (2009). At-
mosphere, weather and climate. Routledge.

Béland, D., & Zarzeczny, A. (2018).
Medical tourism and national health care
systems: an institutionalist research agen-
da. Globalization and health, 14(1), 68.

Bherwani, H., Singh, A., & Kumar, R.
(2020). Assessment methods of urban micro-
climate and its parameters: A critical review
to take the research from lab to land. Urban
Climate, 34, 100690.

Blagojevi¢, Lj. (2012). Zivotna sredina i
zdravlje. Fakultet za zastitu na radu, Univer-
zitet u Nisu Boskovi¢, N. (2016). Odrzivo ko-
risc¢enje prirodnih resursa kao osnova razvo-
Jja turizma Srbije. Univerzitet u Kragujevcu.

Blonska-Sikora, E. M., Klimek-Szczyku-
towicz, M., Michalak, M., Kulik-Siarek, K.,
& Wrzosek, M. (2024). Potential Possibili-
ties of Using Peat, Humic Substances, and
Sulfurous Waters in Cosmetology. Applied
Sciences, 14(16), 6912.

Buckley, R. (2020). Nature tourism
and mental health: parks, happiness, and
causation. Journal of Sustainable Tour-
ism, 28(9), 1409-1424.

Biiyiikozkan, G., Mukul, E., & Kon-
gar, E. (2021). Health tourism strategy se-
lection via SWOT analysis and integrated
hesitant fuzzy linguistic AHP-MABAC ap-
proach. Socio-Economic Planning Scienc-
es, 74, 100929.

Cimbolakova, 1., Uher, 1., Lakti¢ova, K.
V., Vargova, M., Kimakova, T., & Papajova,
I. (2019). Heavy metals and the environ-
ment. Environmental factors affecting hu-
man health, 1, 29.

Dasi¢, D. (2018). Menadzment zdravst-
venog [ medicinskog turizma — mogu¢i prav-
ci razvoja u Republici Srbiji. Ekonomski sig-
nali, 13(1), 41-46.

De la Hoz-Correa, A., Mufoz-Leiva, F.,
& Bakucz, M. (2018). Past themes and fu-
ture trends in medical tourism research: A
co-word analysis. Tourism management, 65,
200-211.

Dimitrovski, D., Mili¢evi¢, S., &
Lakicevi¢, M. (2021). Specifi¢ni oblici tur-
izma. Univerzitet u Kragujevcu, Fakultet za
hoteilijerstvo i turizam u Vrnjackoj Banji.

Duri¢, Z. (2018). Moguénosti i izazovi
ocuvanja zivotne sredine u turizmu i ho-
telijerstvu. Poslovna ekonomija, 13(1), 205-
225.

Ferdhaus, M., Ab Dulhamid, H., & Ali,
M. A. F. (2023). George Town, Penang, as
a UNESCO World Heritage Site: A Show-
case of Best Practises in Heritage Conserva-
tion and Sustainable Development. e-BAN-
GI, 20(4), 220-228.

Gaji¢, T., Bokovi¢, F., Blesic¢, 1., Petro-
vi¢, M. D., Radovanovi¢, M. M., Vuko-
li¢, D., ... & Micovié, A. (2023). Pandemic
boosts prospects for recovery of rural tour-
ism in Serbia. Land, 12(3), 624.

Gaji¢, T., Vukoli¢, D., Petrovi¢, M. D.,
Blesi¢, 1., Zrni¢, M., Cvijanovi¢, D., ... &
Andelkovi¢, Z. (2022). Risks in the role of
co-creating the future of tourism in “stigma-
tized”  destinations. Sustainability, 14(23),
15530.

Gligorijevi¢, 7., & Novovié, M. (2014).
Zdravstveno-rekreativni turizam u procesu
razvoja banjskih i planinskih turistickih mes-
ta. Ekonomske teme, 52(4), 509-522.

Gomes, C. D. S. F. (2018). Healing and
edible clays: a review of basic concepts, ben-
efits and risks. Environmental Geochemistry
and Health, 40, 1739-1765.

Gomes, C. S., & Rautureau, M. (2021).
Historical evolution of the use of minerals in



78 | &~ Turisticko poslovanje

human health. In Minerals Latu Sensu and
Human Health: Benefits, Toxicity and Pa-
thologies (pp. 43-79). Cham: Springer Inter-
national Publishing.

Gramelsberger, G., & Feichter, J. (2011).
Modelling the climate system: an over-
view. Climate change and policy: The calcu-
lability of climate change and the challenge
of uncertainty, 9-90.

Guo, Z., & Li, Y. (2024). Analysis of the
Decisive Factors of Government Attracting
Tourists in Public Management from the Per-
spective of Environmental Protection. Prob-
lemy Ekorozwoju, 19(1), 285-295.

Jovanovi¢, P. (2015). Prirucnik za po-
laganje priemnog ispita — Ekologija. Visoka
Skola strukovnih studija Arandelovac.

Jovanovié, V. (2015). Tematski turizam.
Univerzitet Singidunum.

Lazarevi¢, M. (2017). Uticaj turizma
na zivotnu sredinu. ECONOMICS-INNO-
VATIVE AND ECONOMICS RESEARCH
JOURNAL, 5(1), 137-150.

Lee, P, Hunter, W. C., & Chung, N.
(2020). Smart tourism city: Developments
and transformations. Sustainability, 12(10),
3958.

Linderova, 1., Scholz, P., & Almeida, N.
(2021). Attitudes of local population towards
the impacts of tourism development: Evi-
dence from Czechia. Frontiers in Psycholo-
gy, 12, 684773.

Markovié, S. L., Ostoji¢, M., & Popovié,
I. V. (2011). Zdravstveni turizam u funkci-
ji poboljsanja kvaliteta zivota. Nacionalna
konfederacija o kvalitetu Zivota.

Matijasevi¢-Obradovié, J. (2017) Znacaj
zastite zivotne sredine za razvoj ekoturizma
u Srbiji. Agroenomika, casopis departmenta
za ekonomiku poljoprivrede i sociologiju
sela Poljoprivrednog fakulteta Univerziteta u
Novom Sadu. Mili¢evi¢, R. (2017). Resursne
atrakcije kao multiplikativni faktor razvoja
zdravstvenog turizma Srbije. YHUBEp3UTET y
Kparyjesuy.

Mili¢evi¢, S. (2013). Zdravstveni turi-
zam-megatrend na turistickom trzistu. Meg-
atrend revija, 10(4), 163-176.

Mocek-Ptociniak, A., & Skowronska, M.

(2021). Water—an important element not only
of the soil environment. Soil Science Annu-
al, 72(1).

Ozcan, E., Giichan Topcu, Z., & Arasli,
H. (2021). Determinants of travel partici-
pation and experiences of wheelchair users
traveling to the bodrum region: A qualitative
study. International Journal of Environmen-
tal Research and Public Health, 18(5),2218.

Padilla-Meléndez, A., & Del Agui-
la-Obra, A. R. (2016). Health tourism: Con-
ceptual framework and insights from the
case of a Spanish mature destination. Tour-
ism & Management Studies, 12(1), 86-96.

Pavlovi¢, M., Radivojevi¢, N., Lazié, J.
(2009). Odrzivi razvoj banjskog turizma u
Srbiji. Industrija 2, 38-57.

Pavlovi¢, P., Kosti¢, N., Karadzi¢, B., &
Mitrovi¢, M. (2017). The soils of Serbia (pp.
1-225). Springer Netherlands.

Pessot, E., Spoladore, D., Zangiacomi,
A., & Sacco, M. (2021). Natural resources
in health tourism: a systematic literature re-
view. Sustainability, 13(5), 2661.

Pichler, C., Hartl, A. J., Weisbock-Erd-
heim, R., & Bischof, M. (2022). Medical
evidence of Alpine natural resources as a
base for health tourism. In Digital and Stra-
tegic Innovation for Alpine Health Tourism:
Natural Resources, Digital Tools and In-
novation Practices from HEALPS 2 Proj-
ect (pp. 1-30). Cham: Springer International
Publishing.

Popovi¢, J., Novovi¢, M., & Vukadi-
novi¢, S. (2013). Marketinski pristup razvo-
ju zdravstvenog turizma u Republici Srbi-
ji. FBIM Transactions, 1(2), 124-135.

Potpara, Z., Cupara, S., Marstijepovié,
N., Bojovi¢, D. (2009). Medicinski peloid.
Racionalna terapija, Medrat, 2, str. 25-30.

Prasad, M. N. V. (2023). Medical Geol-
ogy: Biosphere, Geosphere, and Noosphere
Interface. Medical Geology: En route to One
Health, 1-36.

Prodovi¢, T. (2012). Klasifikacija i
karakteristike mineralnih voda i moguénost
njihovog koriS¢enja u terapetuske svrhe.
Fakultet medicinskih nauka, Univerzitet u
Kragujevcu.



Broj34 | 79

Quintela, A., Terroso, D., Da Silva, E. F.,
& Rocha, F. (2012). Certification and quality
criteria of peloids used for therapeutic pur-
poses. Clay minerals, 47(4), 441-451.

Schaafsma, M. (2021). Natural environ-
ment and human well-Being. Life on Land,
688-699.

Sengiil, C., & Cora, H. (2020). Health-
care tourism in second decade of 21st cen-
tury-a review of Turkey as the new global
center for international patients. Journal of
Health Systems and Policies, 2(1), 56-86.

Sgroi, F. (2020). Forest resources and
sustainable tourism, a combination for the
resilience of the landscape and development
of mountain areas. Science of the Total envi-
ronment, 736, 139539.

Smith, T. T., Zaitchik, B. F., & Gohlke, J.
M. (2013). Heat waves in the United States:
definitions, patterns and trends. Climatic
change, 118, 811-825.

Southgate, C., & Sharpley, R. (2002).
Tourism, development and the environ-
ment. Tourism and development: Concepts
and issues, 231-262.

Stojanovi¢, V. (2011). Turizam i odrzivi
razvoj. Novi Sad: University of Novi Sad,
Faculty of Sciences, Department of Geogra-
phy, Tourism and Hotel Management.

Streimikiene, D., Svagzdiene, B., Ja-
sinskas, E., & Simanavicius, A. (2021). Sus-
tainable tourism development and competi-
tiveness: The systematic literature review. Sus-
tainable development, 29(1), 259-271.

Teixeira, F. J., & Gomes, C. S. (2021).
Mineral water: Essential to life, health, and
wellness. In Minerals latu sensu and Hu-
man Health: Benefits, Toxicity and Patholo-
gies (pp. 517-556). Cham: Springer Interna-
tional Publishing.

Todorov, P., Mihailovi¢, B., & Brzakovi¢,
P. (2023). Ekoloski aspekti odrzivog razvoja
turizma. Turisti¢ko poslovanje, 31, 71-82.

Vasileva, V., Kabakchieva, D., Sabrieva,
S., & Vladev, D. (2021). Natural tourist re-
sources in Rhodope tourist region. Acta Sci-
entifica Naturalis, 8(3), 84-102.

Viéentijevi¢, M. S. J., Cvetanovi¢, M. S.
M. Znacaj zastite zivotne sredine u odrzivom

razvoju banskih mesta.

Voronkova, O. Y., Akhmedkhanova, S. T.,
Nikiforov, S. A., Tolmachev, A. V., Vakhru-
shev, . B., & Sergin, A. A. (2021). Tourism
market relies heavily on environmental and
natural factors. Caspian Journal of Environ-
mental Sciences, 19(2), 365-374.

Vukoli¢, D., Gaji¢, T., Petrovi¢c, M. D.,
Bugarci¢, J., Spasojevi¢, A., Veljovie, S, ...
& Petrovi¢, T. (2023). Development of the
concept of sustainable agro-tourism destina-
tions—exploring the motivations of Serbian
gastro-tourists. Sustainability, 15(3), 2839.

Vukovi¢, D., Hunjet, A., & Kozina, G.
(2019). Environmentally sustainable tourism
as a strategic determinant of economic and
social development. Turizam, 23(3), 145-
156.

Vukovi¢, P., Cavlin, G., & Cavlinc, M.
(2015). Complementarity in the develop-
ment of rural tourism with the development
of thermal baths, spa and welness tour-
ism. Exonomuka nomonpugpeoe, 62(1), 259-
270.

Wondirad, A., & Ewnetu, B. (2019).
Community participation in tourism devel-
opment as a tool to foster sustainable land
and resource use practices in a national park
milieu. Land use policy, 88, 104155.

Zami¢, R., & Vodopivec, B. (2022). In-
clusive Approach to Cultural Heritage Re-
silience. In Handbook of Cultural Heritage
Analysis (pp. 2037-2072). Cham: Springer
International Publishing.

Zdravkovi¢, N. (2015). Odrzivi razvoj u
zdravstvenom i velnes turizmu. Univerzitet
Singidunum, depatrtment za postdiplomske
studije.

Zhang, P., Wang, J., & Li, R. (2023).
Tourism-type ontology framework for tour-
ism-type classification, naming, and knowl-
edge organization. Heliyon, 9(4).

Zhu, D., Zhong, L., & Yu, H. (2021).
Progress on relationship between natural en-
vironment and mental health in China. Sus-
tainability, 13(2), 991.

Zivanovié, S. (2015). Oblici i trendovi
zdravstvenog turizma. Univerzitet u Kragu-
jeveu.






Broj34 | 81

MSc Dragan Vukolié,

Faculty of Hotel and Tourism Management, University of Kragujevac, Vrnjacka Banja,
Serbia, University of Business Studies, Faculty of Tourism and Hotel Management, Banja
Luka, Bosnia and Herzegovina, vukolicd@yahoo.com

PhD Tamara Gaji¢,

Geographical Institute “Jovan Cviji¢” SASA, Belgrade, Serbia, Faculty of Hotel and
Tourism Management, University of Kragujevac, Vrnjacka Banja, Serbia, Institute of
Environmental Engineering, Peoples’ Friendship University of Russia (RUDN University),

Moscow, Russia, tamara.gajic.1977@gmail.com

MSc Andelka Popovi¢,

Ekonomska $kola 9. maj, Sremska Mitrovica, Serbia, andjelkapopovic89@gmail.com

MSc¢ Marko Cilié,

Faculty of Hotel and Tourism Management, University of Kragujevac, Vrnjacka Banja, Serbia

UDK 338.48 44(1-22)(497.11)
338.48-6:641.8(497.11)
DOI 10.5937/turpos0-53087

ANALYZING TOURIST MOTIVATION FOR DESTINATION
PROMOTION THROUGH EWOM: FOCUS ON GASTRONOMIC
EVENTS

AHAJIM3A MOTUBAIMJE TYPUCTA 3A TIPOMOIIMJY JECTUHAIINJE
IIYTEM EWOM-A: ®OKYC HA TACTPOHOMCKE MAHU®ECTALINJE

Abstract: Gastronomy plays a significant
role in the cultural experience of every-
day life, offering tourists a unique way to
explore different aspects of a destination.
Culinary experiences often serve as a key
factor in the decision-making process when
choosing travel destinations. During 2023
and 2024, the authors conducted a study at
four major events in rural areas of Serbia:
Kulen Festival in Evdevik, Bacon Festival in
Kacarevo, Cabbage Festival in Mrcajevci,
and Bean Festival in Cenej, surveying a to-
tal of 235 visitors. The aim of the research
was to analyze the motivation of tourists at
gastronomic events with the goal of pro-
moting the destination through eWOM. The
results showed that five factors influence
tourists at gastronomic events to be moti-
vated to recommend and promote the tourist

Ancmpaxkm: [acmponomuja uma 3nauajny
Y02y y KYIMypHOM O0JCUBHA]Y CBAKOOHE-
sHO2 drcueoma, npyscajyhu mypucmuma je-
OUHCIMEEH HAYUH UCHPAXNCUBAILA PA3TUYU-
mux acnekama Oecmunayuje. Kymunapcka
UCKYCMBAd 4Yecmo Npeocmassbajy  K/aoyuHu
Gaxmop y npoyecy 00nyuusarba NPUIUKOM
uzbopa mypucmuyuxux oecmunayuja. Toxom
2023. u 2024. 2o0une, aymopu cy cnposenu
UCMpasicusarbe Ha Yemupu 3HavajHe Mawu-
Gecmayuje y pypamnum oenosuma Cpouje:
Decmusany kyrena y Epoesuxy, @ecmusany
cnanune y Kauapesy, Kynycujaou y Mpuaje-
syuma u Iacymwujaou y Yenejy, ankemupajyhu
ykynuo 235 nocemunaya. Luw ucmpasicu-
sarba OUO je ananuza Momusayuje mypucma
HA 2aCMpPOHOMCKUM Manugecmayujama ca
Yumem npomoyuje oecmunayuje nymem enex-
MpOHCKo2 ycmeHoe npeHouwersa (eWOM).



82 | &~ Turisticko poslovanje

destination through eWOM. The findings of
this study indicate a significant potential
for the development of gastronomic tourism
in rural tourist destinations in Serbia. The
practical implications of this research sug-
gest that organizers of gastronomic events
should focus on enhancing the tourist expe-
rience in order to encourage more positive
eWOM, thereby effectively promoting desti-
nations and attracting a larger number of
tourists.

Key words: motivation, rural destination,
gastronomic events, eWOM

Introduction

Certain regions worldwide have seen si-
gnificant growth in gastronomic tourism. To
attract more tourists interested in exploring
a location through its cuisine, destinations
host various gourmet events. Globally, ga-
stronomic tourism plays a key role in de-
veloping tourism destinations (Stojanovi¢
& Cerovié, 2008; Vukoli¢, 2020). Culinary
experiences often motivate travel and shape
the visitor experience (Basil & Basil, 2016;
Perez-Galvez et al., 2021). Food is increa-
singly recognized in tourism as part of local
culture, tourism promotion, and economic
growth (Hall & Mitchel, 2001). Additio-
nally, electronic word-of-mouth (eWOM)
has become vital for promoting destinations,
as tourists rely on online reviews. Specific
traveler types, like chefs, seek new culinary
products and techniques, using them as in-
spiration for their restaurants (Cordova-Bui-
za et al., 2021). Gastronomy also contributes
to the economic progress of destinations, es-
pecially in developing countries (Mgonje et
al., 2016). Gastronomic tourism effectively
promotes destinations, preserving the value
of local products (Anderson et al., 2017). Re-
cent studies in Spain, Italy, Ireland, Peru, and
Serbia analyze gastronomic tourism’s impact

Pesynmamu cy noxasanu 0a nem gaxmopa
ymuue Ha mypucme Koju nocehyjy eacmpo-
HoMCcKe maHugecmayuje oa 0y0y Momusuca-
HU 0a npenopyde u npoMOGUULY MYPUCHIUYKY
decmunayujy nymem eWOM-a. Harasu ose
cmyouje ykasyjy Ha 3HAUAjan NOMeHYujal 3a
DPa360j 2acmMpoHOMCKO2 MYPUMA Y pyparHum
mypucmuykum Odecmunayujama 'y Cpouju.
Ipakmuune umnauKayuje UCMPAANCUBALA
cyeepuuty 0a op2aHu3amopu 2acmpOoHOMCKUX
Manugpecmayuja mpeba oa ce poxkycupajy na
YHanpeheroe MypucmuuKoe 00xCue/6aja Kako
6u noocmaxau nosumusruju eWOM, uume 6u
ce egpekmusno npomosucaie oecmunayuje u
npusykao eehu 6poj mypucma.

Kuwyune peuu: momusayuja, pypaima oec-
MuHayuja, 2acmpoHomMcke manugecmayuje,
eWOM

on tourist satisfaction and destination evalu-
ation (Jimanez Beltran et al., 2016; Janqueira
et al., 2020; Peira et al., 2018; Cordova-Bui-
za et al., 2021; Vukoli¢ et al., 2021). Cordo-
va-Buiza et al. (2021) found that tourists mo-
tivated by gastronomy are likely to recom-
mend destinations through eWOM. Hjalager
(2004) and Pesonen et al. (2011) noted that
tourist motivations related to gastronomy
vary widely, with culinary expectations in-
fluencing destination choice (Basil & Basil,
2016; Lopez-Guzman, 2017). This research
at four major gastronomic events examined
tourist motivation and their intention to re-
commend destinations via eWOM. Results
show that tourists motivated by the gastrono-
mic offerings are willing to recommend the
destinations to others through eWOM.

Literature

Tourist motivation represents a key
concept in tourism research as it helps to
understand the reasons why people travel,
how they choose destinations, and what the-
ir expectations are regarding their journeys
(Pearce & Lee, 2005; Petrovic et al., 2017).
Tourist motivation can be defined as a set of
psychological and social factors that drive
individuals to engage in tourism activities
(Yousaf et al., 2018). One of the most in-



Broj34 | 83

fluential theoretical frameworks for under-
standing tourist motivation is the push-pull
factor model. Push factors refer to internal
impulses or needs of the individual, such as
the need for escape, relaxation, adventure, or
education. On the other hand, pull factors are
specific characteristics of a destination that
attract tourists, such as natural beauty, cul-
tural heritage, or recreational opportunities
(Masina et al., 2021; Carvache-Franco et al.,
2023).

Socio-psychological theories also provi-
de significant insights into tourist motivati-
on. Research highlights the importance of
intrinsic and extrinsic motivation in tourist
behavior, where intrinsic motivation stems
from the satisfaction derived from the acti-
vities themselves, while extrinsic motivati-
on arises from rewards that are not directly
related to the activities, such as status or
recognition (Yoo et al., 2018). It is also su-
ggested that tourists make decisions based
on their expectations about how well a par-
ticular trip will meet their needs and desires
(Pizam & Mansfeld, 1990; Yoo et al., 2018).
Cultural factors play a crucial role in shaping
tourist motivation. Studies show that cultu-
ral context can significantly influence what
tourists seek in their travels (Boukas, 2013).
For example, tourists from Western coun-
tries may be more motivated by adventure
and autonomy, while tourists from collecti-
vist cultures may place greater importance
on family travel and social interactions (Li
& Cai, 2012).

Demographic factors such as age, gender,
education, and economic status also have a
significant impact on tourist motivation. Si-
milarly, economic status influences whether
tourists will seek luxury destinations or de-
stinations with lower costs (Aziz et al., 2018;
Ma et al., 2018).

In recent years, research on tourist moti-
vation has increasingly focused on specific
types of tourism, such as ecotourism, gastro-
nomic tourism, and cultural tourism (Gra-
can, 2020; Telbisz et al., 2023). For example,
research in the field of gastronomic tourism
shows that the motivation to visit destinati-

ons may be directly related to the desire to
enjoy local cuisine and culinary experiences
(Galati et al., 2023; Gajic et al., 2024). Addi-
tionally, with the rise of digital technologies,
the motivation to travel is increasingly sha-
ped by the influence of social networks and
online communities. These platforms allow
tourists to research destinations before tra-
veling, receive recommendations from other
travelers, and build expectations that influen-
ce their final decisions (Aziz & Alam, 2024).

Electronic word of mouth (eWOM) has
become one of the most powerful tools for
promoting tourist destinations. eWOM refers
to any form of communication or recommen-
dation that users exchange over the internet
about products, services, or in this case, de-
stinations (Mukhopadhyay et al., 2023). In
the context of tourism, eWOM encompasses
reviews, comments, ratings, blogs, and social
media, all of which have a significant impact
on the perception and decisions of potential
tourists. The development of the internet
and digital platforms has enabled tourists
to share their experiences with a wider au-
dience, resulting in the increased importan-
ce of eWOM in travel decision-making (Le
& Ryu, 2023). Unlike traditional marketing
channels, eWOM is perceived as an authen-
tic and informal form of communication, as
it comes from other users rather than brands
or official sources. This factor enhances the
trust and credibility of eWOM in the eyes of
potential tourists (Llamero, 2014; Abubakar
etal., 2017).

eWOM can significantly influence the
image of a tourist destination. Positive re-
views and recommendations can attract new
visitors, while negative comments can de-
ter potential tourists (Pantano & Di Pietro,
2013). Additionally, eWOM plays a crucial
role in raising awareness of lesser-known
destinations, allowing them to compete with
larger and more popular tourist centers (Me-
dekova et al., 2023). Research shows that
eWOM plays a significant role during the
planning stages of a trip and in the decisi-
on-making process. Potential tourists often
explore online reviews and recommendations
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to gather information about destinations they
are considering. Based on this information,
they make decisions about where to travel,
where to stay, and what activities to engage
in during their visit (Chen et al., 2015; Liu
et al., 2024). eWOM not only affects travel
decisions but also influences expectations
and experiences during the visit. For instan-
ce, tourists who read positive reviews before
arriving at a destination may have high expe-
ctations, which can affect their satisfaction
or dissatisfaction with the destination (Stylos
et al., 2023).

Gastronomic events represent a signifi-
cant aspect of tourism and are becoming an
increasingly popular motive for travel wor-
Idwide. These events, which include food
festivals, wine tours, fairs, and other events
dedicated to local cuisine and gastronomy,
attract tourists interested in authentic expe-
riences that blend culture, tradition, and culi-
nary delights (Carvache-Franco et al., 2023).
Gastronomic events not only promote local
cuisine but also strengthen the identity of the
destination (Folgado-Fernandez et al., 2017;
Gaji¢ et al., 2023). These events provide
tourists with the opportunity to experience
unique culinary experiences deeply rooted
in local culture and tradition. Food festivals
often attract not only domestic but also inter-
national visitors, contributing to the develop-
ment of tourism and economic benefits for
local communities (O’Sullivan & Jackson,
2002; Vukoli¢ et al., 2023).

Furthermore, gastronomic events play a
significant role in fostering loyalty among to-
urists. Visitors who enjoy these events often
return to the destination, contributing to the
long-term development of tourism. Gastro-
nomic events also enable destinations to di-
fferentiate themselves in the tourism market
by attracting specific segments of tourists in-
terested in culinary experiences (Lopez-Guz-
man & Sanchez-Canizares, 2012). Gastro-
nomic events represent a strong motive for
travel, particularly for tourists seeking aut-
hentic and unique experiences. These events
can significantly influence the perception
of the destination, as they provide tourists

with the opportunity to directly experience
culture and tradition through food and drink
(Stone et al., 2018). Many destinations use
gastronomic events as a key component of
their marketing strategies, recognizing their
potential to attract specific market segments,
such as gastronomic tourists (Li & Cai, 2012;
Folgado-Fernandez et al., 2017; Vukoli¢ et
al., 2022).

When the concept of gastronomic events
is linked with tourist motivation and eWOM,
it becomes clear that these events play a cru-
cial role in promoting destinations through
digital channels. Tourist motivation to attend
gastronomic events often arises from the
desire for authentic cultural experiences, as
well as the pursuit of quality and innovative
food and beverages (Gonzalez-Rodriguez et
al., 2016). Gastronomic events provide con-
tent that is easily shared through eWOM.
Visitors to these events often use social me-
dia and other online platforms to share their
experiences, posting photos, videos, and re-
views that can influence the decisions of ot-
her potential tourists (Fox & Longart, 2016).
Positive eWOM communication about ga-
stronomic events can significantly increase
the visibility and attractiveness of a desti-
nation, attracting new visitors (Martin et al.,
2016).

Methodology

This study aims to analyze tourist moti-
vation and its role in promoting destinations
through electronic word-of-mouth (eWOM).
The research was conducted in 2022 at four
significant gastronomic events in rural parts
of Serbia: Kulen Festival in Erdevik, Bacon
Festival in Kacarevo, Cabbage Festival in
Mréajevei, and Bean Festival in Cenej. A to-
tal of 295 visitors at these events constituted
the sample on which the analysis was ba-
sed. Data were collected through fieldwork
using structured questionnaires, which were
pre-tested and adjusted based on a pilot
study. The questionnaire was designed based
on existing studies in the field of gastrono-
mic tourism and eWOM (Lopez-Guzman et
al., 2017; Cordova-Buiza et al., 2021), and
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it contains three main segments: socio-de-
mographic characteristics of respondents,
characteristics of their travels, and their mo-
tivations and interests related to gastronomy.

The survey was conducted at different
times during the events to ensure the repre-
sentativeness of the sample and to capture
a broad spectrum of visitors. The questi-
ons included various formats—from closed
to open-ended questions, with the use of a
Likert scale with 5 points (1 = completely
unimportant; 5 = very important) to quantify
relevant items for the research. The collected
data were analyzed to identify key factors in-
fluencing tourist motivation, as well as their
willingness to recommend the visited desti-
nations through eWOM. This analysis pro-

vides a deeper understanding of the role of
gastronomic events in creating a positive de-
stination image and encouraging further pro-
motion through eWOM (Gonzalez-Rodri-
guez et al., 2016).

Results

In the study conducted at four significant
gastronomic events in rural parts of Serbia,
a total of 235 respondents participated. The
demographic characteristics of the partici-
pants, including gender, age, education level,
and income, are presented in Table 1. These
data provide insight into the various socio-
demographic profiles of the respondents,
contributing to a better understanding of the
sample structure in this research.

Table 1. Demographic characteristics of the respondents

Characteristic Category N (%)
Gender male 133 (56.6%)
female 102 (43.4%)
18-30 79 (33.62%)
Age 31-60 100 (42.55%)
61+ 56 (23.83%)
high school 95 (40.43%)
Education college or university degree 91 (38.72%)
master or PhD 49 (20.85%)
low average salary 25 (9.33%)
medium average salary 117 (43.66%)
Salary -
high average salary 94 (35.07%)
extremely high average salary 32 (11.94%)

Source: Author's research

Cronbach’s alpha is a measure of internal
consistency, that is, how closely related a set
of items are as a group. It is considered to
be a measure of scale reliability. Reliability
statistics are most often used when there are
several questions in the questionnaire that
are assessed by the Likert scale. This relia-
bility is investigated by Cronbach’s Alpha
test which must be greater than 0.07. In the
case of this research, the value of this test is
0.824, which indicates the high reliability of
the questionnaire.

Through the conducted factor analysis
(Table 2), five key factors were identified that
explain the motivation of tourists to participa-
te in gastronomic events and their willingne-
ss to promote destinations through electronic
word of mouth (eWOM). These factors are
defined based on the obtained mean values
(M) and standard deviations (SD), which are
presented below. The first factor, Motivation
for Participation in Gastronomic Events (M =
3.55, SD = 0.688), encompasses the motives
of visitors to attend events that promote local
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gastronomy. The mean value indicates that
visitors are generally motivated to participa-
te in such events, while the relatively small
standard deviation suggests homogeneity in
responses. This indicates that the majority of
visitors share similar motives regarding the
exploration and discovery of local culinary
specialties. The second factor, Perception
of the Destination (M = 3.22, SD = 0.762),
relates to how visitors perceive the destina-
tion through gastronomic events. The mean
value shows a moderately positive attitude of
visitors toward the impact of these events on
the perception of the destination, while the
standard deviation suggests slight variability
in responses, indicating the existence of di-
fferent perceptions among respondents. The
third factor, Social Interaction and Experien-

ce (M =3.82, SD = 0.755), describes the im-
portance of social interaction and the overall
experience during gastronomic events. The
high mean value indicates the significance
that visitors place on social aspects and the
experience at events, while the moderate
standard deviation suggests consistency in
visitors’ experiences and expectations re-
garding social interaction. The fourth factor,
eWOM (M = 3.55, SD = 0.826), refers to the
tendency of visitors to share their experiences
from events through digital platforms such as
social networks and blogs. The mean value
indicates a moderate willingness of visitors
to engage in eWOM activities, while the so-
mewhat higher standard deviation points to
variations in respondents’ attitudes toward
sharing their experiences online.

Table 2. Descriptive Statistics of Factors and Statements in the Analysis of Tourist

Motivation at Gastronomic Events

Factor m* SD* m* SD*
It is important to me to attend events that promote local
25 sastronomy. 3.59 | 0.698
SEQE ., My visit to the event is motivated by the desire to try
'% S § 355 0.688 specialties that I cannot find elsewhere. 3.09 0.851
Z8E2 ’ : Participating in culinary workshops and competitions inspires 388 | 0.664
g me. : :
=36 I am attracted by the authenticity of local food and drinks at 349 | 0964
these events. : :
© Visiting these events contributes to my perception of the 4.05 0.761
k= - destination as an attractive tourist spot. ' .
S8 Gastronomic events are the reason why I would visit this 3.95 0.673
£s destination again. : .
2= 322 | 0.762 Toehi - -
25 clieve that events of this type enhance the image of the 355 | 0813
8 destination. : :
E I associate the cultural and historical characteristics of the 450 | 0739
destination with the gastronomic events. . :
= It is important to me to meet new people with similar
-§ 3 interests at these events. 3.40 0.710
28 I appreciate the opportunity to participate in social activities
55 durine th 3.55 | 0.677
2 & 3.82 0.755 _ uring t e event. _
£z ) : My expectations were met in terms of entertainment and 299 | 0560
== recreation during the event. : :
g8 It is important to me that my friends or family are part of my 415 | 0750
xn experience at these events. . :
I am inclined to share my experience of these events through 3.60 | 0.671
= social media or blogs. : .
o It is important to me to read reviews or recommendations
ES 3.55 0.826 before attending an event. 3.05 0.854
o
1 would often recommend attending these events online. 3.19 | 0.866
= - - - -
<3z I am satisfied with the overall experience at the gastronomic 305 | 0846
s3 events.
5 E My expectations were met during my visit to the event. 4.13 | 0.790
§ 5 3.72 0.688 I believe that my positive recommendation can influence 364 | 0813
Z b= others’ decision to attend the event. : .
g - = ——
= 8 These events have contributed to my decision to visit this
nE destination again. 3.72 0.841

*

M

mean; SD= standard deviation

Source: Author's research
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Finally, the fifth factor, Satisfaction and
Intention to Revisit (M = 3.72, SD = 0.688),
relates to the level of visitor satisfaction and
their willingness to revisit the event or de-
stination. The mean value indicates general
visitor satisfaction, while the low standard
deviation suggests that the responses are
quite consistent, indicating a high rate of sa-
tisfaction and potential for visitor return. In
summary, these identified factors - motiva-
tion for participation, perception of the de-
stination, social interaction and experience,
eWOM, and satisfaction and intention to re-
visit - provide valuable insights into the key
drivers of tourist behavior at gastronomic
events. Understanding these factors is crucial
for event organizers and destination marke-

ters aiming to enhance tourist experiences,
encourage positive eWOM, and ultimately
promote the destination to attract a larger
number of visitors.

Levene’s Test for Equality of Variances
indicated statistically significant differences
in responses between males and females at
the 95% confidence level. An independent
samples T-test was used to compare the ari-
thmetic means of responses between male
and female respondents. The analysis of the
results revealed that there are statistically si-
gnificant differences in respondents’ answers
based on gender for all factors, with a signifi-
cance level of p < 0.001.

The results of the t-test are presented in
Table 3.

Table 3. T - test (by gender)

M*

Factor Male Female t p*
gfl‘;ggflgf;;‘;f:;‘t‘:‘pm n 3,13 4,51 -11,423 0,000
Perception of the destination 2,05 3,64 -12,745 0,000
Social interaction and experience 3,71 4,11 -12,244 0,000
eWOM 2,27 3,31 -13,493 0,000
Satisfaction and intention to revisit 3,35 3,90 -12,553 0,000

*m = mean; t = t-test; p < 0,01

Source: Author's research

The table 3 presents the results of the
independent samples t-test, which was con-
ducted to examine the difference in mean va-
lues between male and female respondents in
relation to several key factors associated with
gastronomic events. The first factor, “Moti-
vation to participate in gastronomic events,”
shows a statistically significant difference
between male (M=3.13) and female respo-
ndents (M=4.51), with a t-value of -11.423
and p<0.001, indicating that women have
a higher motivation to participate in such
events. The second factor, “Perception of the
destination,” also records a statistically si-
gnificant difference, where women (M=3.64)
have a more positive perception of the desti-

nation compared to men (M=2.05), as confir-
med by the t-test (t=-12.745, p<0.001). The
third factor, “Social interaction and expe-
rience,” shows a significantly higher value
among female respondents (M=4.11) com-
pared to males (M=3.71), with t=-12.244
and p<0.001, suggesting that women value
the social aspects and experiences during
events more. The fourth factor, “eWOM,” in-
dicates a significant difference between male
(M=2.27) and female respondents (M=3.31),
with t=-13.493 and p<0.001, meaning that
women are more inclined to electronically
recommend destinations and events. The fi-
nal factor, “Satisfaction and intention to re-
visit,” shows that women (M=3.90) express
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a higher level of satisfaction and a greater
likelihood of revisiting the destination com-
pared to men (M=3.35), with a statistically
significant difference (t=-12.553, p<0.001).
The relationship between subjective-
ly experienced satisfaction and the level of
education of the respondents was investiga-
ted using Pearson’s linear correlation coeffi-
cient. For Pearson’s correlation, an absolute
value of 1 indicates a perfect linear rela-

tionship, while a value close to 0 indicates
no linear relationship between the variables.
The sign of the coefficient indicates the dire-
ction of the relationship. After the analysis,
the results confirmed that the assumptions
of normality, linearity, and homogeneity of
variance were satisfied. A strong positive
correlation between these two variables was
calculated, r = 0.8, n = 295, p < 0.001, as
shown in Table 4.

Table 4. Correlations

Satisfaction Education

Pearson Correlation 1 .8
Satisfaction Sig. (2-tailed) .001

N 235 295

Pearson Correlation .8 1
Education Sig. (2-tailed) .001

N 235 295

Source: Author's research
Discusion sonal preferences, cultural context, and other

In this study, which examined the rela-
tionship between subjectively experienced
satisfaction and the level of education of the
respondents, the results indicate a signifi-
cant positive correlation between these two
variables. The Pearson correlation results
(r=0.8, p <0.001) suggest a strong linear
relationship between the level of education
and subjective satisfaction, meaning that res-
pondents with higher education levels tend
to report higher levels of subjective satisfa-
ction. These results can be interpreted in the
context of several factors. First, higher edu-
cation may contribute to a greater level of
critical thinking, awareness, and the ability
to recognize quality services or experiences,
which can influence subjective satisfaction.
Additionally, educated individuals may be
in a better economic position, allowing them
access to higher-quality experiences, further
enhancing their satisfaction levels.

However, while the correlation is strong,
it is important to consider that correlation
does not imply causation. Other factors may
also influence this relationship, such as per-

socio-demographic factors that were not co-
vered in this study. Furthermore, although
the assumptions of normality, linearity, and
homogeneity of variance were satisfied, it
is important to note that these analyses only
provide insight into the linear relationships
between variables. Non-linear relationships,
as well as potential interactions between va-
riables, were not examined in this study, and
future research could further explore these
aspects.

Conclusions

In conclusion, this study highlights the
significant role of various factors in shaping
tourist behavior and perceptions at gastrono-
mic events. The results indicate that tourists,
particularly women, show a strong motivati-
on to participate in such events, driven by fa-
ctors such as the unique culinary experiences
offered, the social interactions and cultural
richness associated with these destinations,
and the overall satisfaction with the events.

Moreover, the findings emphasize that
tourists are not only satisfied with their
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experiences but are also highly motivated
to share their positive impressions and re-
commend these gastronomic destinations
through electronic word-of-mouth (eWOM).
This tendency to promote destinations via
digital platforms suggests that eWOM is a
powerful tool in the marketing and promo-
tion of gastronomic tourism, contributing to
the growing popularity and attractiveness of
these destinations. This insight is particularly
valuable for event organizers and destination
marketers, as it underscores the importance
of enhancing the overall tourist experience
to foster positive eWOM and, consequently,
attract more visitors in the future.

Theoretical Implications

This study contributes to understanding
tourist motivation and perception in the con-
text of gastronomic events, with a particular
focus on the role of eWOM in destination
promotion. Theoretically, the study confirms
the importance of socio-cultural factors, such
as social interaction and cultural authentici-
ty, as key determinants of tourist satisfaction
and their willingness to share experiences
through eWOM. The findings of this rese-
arch complement existing theoretical fra-
meworks on the impact of gastronomic tou-
rism on destination perception, emphasizing
the significance of subjective experiences in
forming a positive destination image.

Additionally, the study reveals how va-
rious factors, including participation motiva-
tion, destination perception, and satisfaction,
influence tourists’ willingness to use eWOM
as a promotional tool. These findings expand
the existing literature on eWOM in the con-
text of gastronomic tourism and highlight the
importance of further research into the role
of digital platforms in shaping tourist beha-
vior and promoting destinations.

Practical Implications

The practical implications of this study
are significant for organizers of gastronomic
events and tourism destination marketers.
The results indicate that careful planning and
enhancement of gastronomic events are cru-

cial for attracting tourists, particularly those
motivated by authentic experiences and cul-
tural diversity. Organizers should focus on
creating unique and interactive experiences
that will increase visitor satisfaction, leading
to a higher likelihood that tourists will share
their positive impressions through eWOM.

Furthermore, given that eWOM plays a
key role in destination promotion, tourism
organizations and marketers should imple-
ment strategies that encourage digital sha-
ring of experiences, such as contests, social
media promotions, and active engagement
with visitors on digital platforms. These stra-
tegies not only increase the visibility of the
destination but also help in building a loyal
visitor base that will continuously promote
the destination through positive recommen-
dations.

Therefore, this study provides valuable
guidelines for improving marketing strate-
gies and designing gastronomic events to
enhance tourist satisfaction and strengthen
destination promotion through eWOM.
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SUSTAINABLE CONFERENCE TOURISM AS A PREREQUISITE
FOR THE FUTURE DEVELOPMENT OF BUSINESS TOURISM:
THE CASE OF HOTEL NORCEV

ODRZIVI KONGRESNI TURIZAM KAO PREDUSLOV RAZVOJA POSLOVNOG
TURIZMA U BUDUCNOSTI: STUDIJA SLUCAJA HOTEL NORCEV

Abstract: This paper examines the role of sus-
tainable conference tourism as a key prereq-
uisite for the future development of business
tourism, focusing on Hotel Norcev on Fruska
Gora. The paper analyzes sustainable devel-
opment and its impact on the competitiveness
and success of business tourism in the future.
The subject of the study is to explore the role
of sustainable conference tourism as a crucial
factor for the future development of business
tourism. Paper started from the initial hypoth-
esis that sustainability is a key factor for the
development of business tourism. The tasks of
the study included investigating and analyz-
ing sustainable conference tourism, analyz-
ing factors significant for business tourism,
conducting research among hotel guests, an-
alyzing the collected results, and developing
recommendations for sustainable operations.
The results showed that the application of
sustainable principles significantly enhances
the hotel’s competitiveness and suggests the
implementation of ecological practices in all
segments of business tourism.

Keywords: MICE tourism, business tourism,
sustainability, sustainable development, sus-
tainable tourism

Apstrakt: U ovom radu se ispituje uloga odr-
zivog konferencijskog turizma kao kljucnog
preduslova za buduci razvoj poslovnog turiz-
ma, sa fokusom na hotel Norcev na Fruskoj
gori. Uradu se analizira odrZivi razvoj i nje-
gov uticaj na konkurentnost i uspeh poslov-
nog turizma u buducnosti. Predmet studije je
istrazivanje uloge odrzivog konferencijskog
turizma kao kljucnog faktora za bududi ra-
zvoj poslovnog turizma. Rad je posao od po-
Cetne hipoteze da je odrzivost kljucni faktor
za razvoj poslovnog turizma. Zadaci studije
obuhvatali su istrazivanje i analizu odrZi-
vog konferencijskog turizma, analizu faktora
znacajnih za poslovni turizam, sprovodenje
istrazivanja medu hotelskim gostima, analizu
prikupljenih rezultata i donosenje preporuka
za odrzivo poslovanje. Rezultati su pokaza-
li da primena principa odrZivosti znacajno
povecava konkurentnost hotela i sugerise
primenu ekoloSkih praksi u svim segmentima
poslovnog turizma.

Kljucne reci: MICE turizam, poslovni turi-
zam, odrzivost, odrzivi razvoj, odrzivi turizam
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Introduction

Sustainable tourism aims to achieve a
harmonious balance of ecological, socio-cul-
tural, and economic factors in the environ-
ment while ensuring tourist satisfaction (Ah-
madi et al., 2018). The goal of the concept
is to discover the ideal approach for tourism
development without depleting resources,
ensuring that future generations can fulfill
their tourism needs (Curci¢ et al., 2021). To
fully realize the concept of sustainable touri-
sm, it is necessary to establish sustainability
indicators that will serve as the basis for a
comprehensive evaluation (Germanovich
et al.,, 2020). Furthermore, through strate-
gic development and the implementation
of effective sustainability measures, tourist
destinations have the opportunity to contri-
bute significantly to the local economy while
preserving the natural, built, and socio-cul-
tural environment. This not only enhances
community well-being but also ensures that
visitors have exceptional experiences (Nun-
koo et al., 2020).

The term MICE (Meetings, Incentives,
Conventions, and Exhibitions) or MI (Mee-
ting Industry) was first mentioned in 2006.
This term is mainly used by experts in the
field but is more commonly known to the
public as business tourism (Ladkin, 2006).
This industry stimulates the development of
cultural and historical tourism, leading to in-
creased popularity of certain tourist destina-
tions as well as investment inflows. An addi-
tional benefit of these events is the exchange
of knowledge and contacts. Business events
include various conventions, congresses,
conferences, seminars, workshops, training
sessions, and symposiums, with the primary
objective of information exchange. This in-
dustry is most prevalent in Europe and Asia
(Thommandru et al., 2023).

Considering the constant changes in the
tourism market, it is essential for tourist de-
stinations to adapt to the market and tourist
needs. Business tourism is occupying an in-
creasingly significant share of the tourism
market (Curéi¢ et al., 2021). According to
research by Germanovich et al. (2020), a si-

gnificant 70% of conference participants not
only have business intentions but also exhi-
bit typical tourist needs. This highlights the
positive effect of the growth in conference
tourism. Nunkoo et al. (2020) concluded that
converting conference guests into leisure to-
urists leads to an overall increase in tourism,
particularly through the rise in repeat visi-
tors. It is estimated that every dollar spent
on business travel generates an impressive
return on investment of 9.50 dollar (Nunkoo
et al., 2020).

Economic development in new destinati-
ons is driven by factors such as improving
the business environment, increasing em-
ployment opportunities, expanding exports,
and attracting foreign investors. As a result,
these new destinations start to generate de-
mand for conference activities. Initially fo-
cusing on their own nation, infrastructure
and events were established, and later expan-
ded to other countries. In these new locati-
ons, where economic development and stan-
dards were previously lower, there was no
opportunity to participate in the conference
market. However, as these markets develo-
ped, demand and potential participants emer-
ged (Ghaderi & Henderson, 2012).

Tourist destinations are locations that are
continually evolving and possess a unique
mix of natural, built, and socio-cultural re-
sources and assets, each receiving varying
degrees of state support and displaying diffe-
rent levels of innovation, competition, and
uniqueness. The key to a successful desti-
nation lies in applying effective and sustai-
nable strategies for planning and monitoring
its operations. It is crucial for governments,
businesses, and community members who
share interests to collaborate harmoniously
to achieve a sustainable outcome in tourism.
Additionally, it is necessary to establish a
unique and recognizable identity for destina-
tions, which will serve as the basis for their
positioning and promotional efforts. Long-
term sustainability of tourist destinations can
only be achieved through the application of
effective strategies and actions.

When business guests travel to a locati-
on other than their usual place of residence,



Broj34 | 95

they seek to meet their business needs (Qua-
ranta et al., 2016). These needs include edu-
cational purposes, training sessions, giving
presentations, selling products, expanding
the client base, exploring new markets, con-
ducting presentations, and networking with
new individuals. The longevity of businesses
and associations, along with their ability to
adapt to market changes, is enabled through
professional management that encompasses
the organization of conferences, events, and
overall activities. This includes setting stra-
tegic guidelines and ensuring the operational
implementation of daily operations, thereby
fostering flexibility and adaptability (Wiji-
jayanti et al., 2023).

The research started from the hypothesis
H that sustainability is a prerequisite for the
growth of business tourism, suggesting that
hotels will have to follow all sustainability
principles to stay competitive and thrive in
the dynamic and evolving business tourism
market. The subject of the study is sustai-
nable business tourism, its significance for
the future, and its impact on business guests.
The aim of this research is to examine the
role of sustainable conference tourism in the
future. The paper will analyze current trends
in sustainable business tourism, issues faced
by destinations and hotels, and provide re-
commendations for implementing sustaina-
ble development in tourism. By examining
economic, ecological, and social aspects, the
paper will also illustrate how to enhance the
competitiveness of destinations and hotels.

The results presented in this paper in-
dicate that primary efforts should focus on
educating tourism employees and tourists.
It is important to choose ecological options,
from transportation to the destination, stay
at the destination, and departure. The future
of sustainable business tourism is reflected
in the use of electric vehicles, hybrids, or
biofuels, as well as utilizing all natural re-
sources for generating electricity (e.g., solar
panels, natural hot springs). Business travel
continues to grow each year, providing furt-
her motivation for the development of susta-
inable tourism to preserve natural resources.

Considering that natural resources are one of
the crucial factors in business tourism, their
preservation is also vital.

Methodology

Guests of Hotel Norcev on Fruska Gora
were surveyed from March 2023 to March
2024. Guests were asked a series of questi-
ons that required responses on a Likert scale
from 1 to 5. A score of 1 indicated minimal
agreement with the statement (strongly disa-
gree), while a score of 5 indicated complete
agreement (strongly agree). The questions
related to the quality of the hotel’s operati-
ons and its adaptation to sustainable business
principles in hospitality. The questions inc-
luded:

* Importance of traveling by personal

vehicle

* Importance of having a pool at the hotel

* Importance of internet access at the hotel

 Importance of the hotel's location

» Importance of contactless cards at the

hotel

* Importance of marked walking trails

» Importance of sports facilities and

wellness services

To obtain the most accurate responses,
Pearson Chi-Square analysis was conducted.
When Pearson Chi-Square (p) is greater than
0.05, it indicates no statistical significance
in respondents' answers concerning gender;
smaller values indicate differences in res-
ponses.

Fruska Gora is one of the five national
parks in Serbia and, as such, is a location
of exceptional natural and cultural-histori-
cal significance. It supports various types of
tourism: sports and recreational, health and
wellness, cultural and event-based, scienti-
fic, and nautical. Due to its natural beauty
and surroundings (beautiful landscapes, nu-
merous hiking and trekking trails), proximity
to the capital, good infrastructure, and cul-
tural-historical attractions, it has significant
potential for the development of business
tourism.

Hotel Norcev is located near the Iriski
Venac on Fruska Gora, one of the most fa-
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mous and visited peaks in this national park.
In the current edition, Hotel Norcev has
been present since 2003. The hotel achieves
approximately 12,000 overnight stays annu-
ally, with half consisting of business tourists.
Monthly, 2.3 business events are organized,
with the most common being seminars, te-
am-building activities, and training sessions.
The hotel does not collaborate with local su-
ppliers and does not contribute to sustainable
operations. The facility offers 39 rooms and 5
suites, a conference hall with seating for 250,
and 2 meeting rooms that can each hold 30
people,as well as additional amenities such
as a swimming pool and a sauna.. With its
long tradition, Hotel Norcev is a symbol of
quality accommodation and offers a unique
blend of natural beauty. The Iriski Venac, as
part of the offer, provides numerous opportu-
nities for recreation and enjoyment in nature,

from hiking to cultural events. This offer is
of significant importance due to the expe-
rience it provides to tourists.

Results and discussion

Reviewing Table 1, it can be concluded
that the survey involved 104 male and 103
female respondents. They answered a set of
questions related to the importance and si-
gnificance of sustainability in business tou-
rism. The first conclusion is that both men
and women are equally involved in business
travel (Vukovi¢ et al., 2023), reflecting mo-
dern trends and supporting the view of scho-
lars such as Pécot et al. (2024). According
to these scholars, gender equality in business
travel represents a primary prerequisite for
the sustainability of conference or MICE to-
urism (Byrne Swain et al., 2024).

Table 1. Importance of Traveling by Personal Vehicle

Gender?
Total
Male Female
How important is it for you to 3 2 6 8
travel by personal car to the 4 7 17 24
accommodation? 5 95 80 175
Total 104 103 207

Source: Autor s research

Traveling by personal vehicle has its
advantages: the ability to adjust departure ti-
mes, use of air conditioning, and making stops
at times and places of one’s choice. It provi-
des comfort and flexibility that other modes
of transportation do not offer. According to
Hu et al. (2024), 90% of all business travel
worldwide is conducted by car, whether it’s
personal vehicles or rental cars. For busine-
ss people, “time is money,” which is why the
responses seen in Table 1 are not surprising.
Looking at the table, it can be concluded that

the majority of respondents indicated that it
is very important for them to travel by car for
business trips. The downside of this mode of
travel is environmental pollution due to CO?
emissions. There is a need to consider the use
of electric or hybrid cars to help reduce harm-
ful gas emissions. These types of vehicles are
the future for both leisure and business travel.
To meet market demands in MICE tourism,
government assistance through various subsi-
dies will be essential to facilitate the purchase
of such vehicles.

Table 2. Pearson Chi-Square Test

Value

Df Asymp. Sig. (2-sided)

Pearson Chi-Square 7,448

2 0,24

Source: Autor'’s research
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Table 2 shows that there is no statisti-
cally significant difference in respondents’
answers based on gender. Both male and
female respondents have a need to travel

by personal car, which aligns with the data
presented in the previous table and indicates
further steps regarding the sustainability of
business tourism.

Table 3. Importance of Having a Swimming Pool in the Hotel

Gender?
Total
Male Female
Is it important for the 3 1 6 7
accommodation to have a 4 8 20 28
swimming pool? 5 95 77 172
Total 104 103 207

Source: Autor s research

Table 3 indicates that having a swimming
pool within the hotel is important to peo-
ple. Nowadays, it is expected that a hotel
will have a swimming pool and additional
amenities. In today’s world, where people
work long hours and live hectic lives, there

is a growing need for relaxation and time in
nature.For business travelers, it is crucial to
unwind and enjoy the hotel’s pool and addi-
tional facilities after a demanding workday
(Xu, Luo, 2023).

Table 4. Pearson Chi-Square Test

Value

df Asymp. Sig. (2-sided)

Pearson Chi-Square 10,593¢

2 0,05

Source: Autor's research

Table 4 also shows, as with the previous
table, that there are no statistically signifi-
cant differences in responses based on gen-
der. Both men and women consider the pre-
sence of a swimming pool in the hotel to be
important. Places for relaxation, unwinding,
and resting after business meetings and con-
ferences are becoming a “new necessity”” and

are crucial for the sustainable development
of business tourism (Peni¢ et al., 2026). Nu-
merous studies support the observation that
the need for health and relaxation is one of
the primary needs of today’s tourists (Vujko,
Gajic, 2014; Vujko, Deli¢-Jovié, 2024; Bojo-
vi¢ et al., 2024).

Table 5. — Importance of Internet in the Hotel

Gender?
Total
Male Female

Is it important for the 3 2 2 4
accommodatlon to have 4 11 2 23
good internet and a secure
connection? 81 79 160
Total 104 103 207

Source: Autor s research
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In the era of significant technological
advancement, smartphones, and artificial in-
telligence, it is expected that good internet
connectivity is a given in accommodations.
Access to and good internet connection are
important for all tourists, but they are espe-
cially crucial for business travelers. Most
business events (meetings, conferences,
panels) involve presentations, online event
following or remote participation by spea-

kers. It can be said that reliable internet is
a prerequisite for hosting a business event
(Rajesh et al., 2022). As Hotel Norcev hosts
numerous business events, having a good in-
ternet connection is essential to ensure these
events proceed smoothly. This is confirmed
by the results shown in Table 5, where guests
of Hotel Norcev indicated that a secure and
reliable internet connection is very important
to them.

Table 6. Pearson Chi-Square Test

Value

df Asymp. Sig. (2-sided)

Pearson Chi-Square 10,5932

2 0,05

Source: Autor's research

Since p=0.05 in Table 6, the results do
not show significant differences in responses
based on gender. The answers regarding the

importance of having a good internet conne-
ction are consistent across both genders.

Table 7. — Importance of Hotel Location

Gender?
Male Female Total
Is it important to you that 3 6 2 8
the accommodation is i} 18 11 79
isolated, outside the city? 3 30 90 170
Total 104 103 207

Source: Autor s research

In the past, most people lived in villages
or smaller communities. Rural life involves
hard work but also provides a healthier life-
style for the entire family, primarily due to
the ability to grow your own food and spend
most of your time in clean air (Zecevi¢ et
al., 2021). One of the advantages brought by
the coronavirus pandemic is the possibility
of working from home. Since most busine-
ss travelers live and work in urban environ-
ments, spending time in enclosed spaces
with views of city streets, a change of sce-
nery to a more natural setting is extremely
pleasant. Due to the overall lifestyle associa-

ted with city living, people are increasingly
returning to their roots and the connection
they have with nature. Just the sight of natu-
re and greenery during a business event can
relax and make participants more producti-
ve. After completing their work, guests at the
hotel can engage in activities like strolling,
biking through natural landscapes, or hiking.
(Tok et al., 2024). This way, the unbreakable
bond between humans and nature is being re-
stored. The results shown in Table 7 suggest
that business travelers prefer a hotel surro-
unded by nature rather than one in the city
center.

Table 8. Pearson Chi-Square Test

Value

df Asymp. Sig. (2-sided)

Pearson Chi-Square 10,5932

2 0,05

Source: Autor s research
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Table 8. Like the previous responses, this table shows that there are no significant differ-

ences in responses based on gender.

Table 9. — Importance of Contactless Cards in the Hotel

Gender?
Total
Male Female

2 6 8
Is it important to you that the accommodation 3 78 36
offers contactless key transfer?

94 69 163
Total 104 103 207

Source: Autor s research

In today’s era of digitalization, hotels are
expected to provide contactless cards (Han
et al., 2024). These cards allow for quick
and easy room access with a single swipe in
front of a sensor, which is the primary reason
for the results shown in Table 9. This type
of card is also more sustainable because if a
guest loses their room key, the card can sim-
ply be deactivated via a computer in a few
easy steps. In contrast, with a traditional lock

and key, the entire lock needs to be repla-
ced and a new key issued. These cards also
help control electricity consumption. When
a guest exits the room and removes the card
from the reader, the electricity in the room is
automatically turned off. This reduces irrati-
onal energy use, prevents safety risks to pe-
ople and property, and promotes sustainable
hotel operations (Liu et al., 2024).

Table 10. Pearson Chi-Square Test

Value

df Asymp. Sig. (2-sided)

10,593*

Pearson Chi-Square

2 0,05

Source: Autor s research

The results shown in Table 10 indicate
that there are no significant differences in
responses based on gender. Both men and

women consider the use of cards in hotels to
be important.

Table 11. Importance of Existing Marked Walking Trails

Gender?
Male Female Total
Is it important to you that there are 3 2 4 6
marked walking trails in the vicinity of the 4 7 23 30
accommodation, in green areas or by rivers? 5 95 76 171
Total 104 103 207

Source: Autor s research

The responses to this question, as shown in
Table 11, further confirm the respondents’ pre-
ference for staying in natural surroundings. It
is well-known that physical activity increases
serotonin levels, often referred to as the “ha-
ppiness hormone.” Engaging in recreational

activities and spending time in nature strengt-
hens both the physical and mental aspects of
the human body. Business tourists, in this way,
become more productive and better prepared
for the challenges their work presents (Vujko,
Deli¢-Jovi¢, 2021; Gajic¢ et al., 2019).
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Table 12. Pearson Chi-Square Test

Value

df Asymp. Sig. (2-sided)

Pearson Chi-Square

11,307*

2

0,04

Source: Autor s research

Table 12 shows that there are no statisti-
cally significant differences in the responses

between genders, as walking in nature is
equally important to everyone.

Table 13. Importance of Sports Facilities and Wellness

Gender? Total
Male Female
Is it important to you that the 3 2 S 7
accommodation has sports facilities 4 9 16 25
and a wellness center? 5 93 ]2 175
Total 104 103 207

Source: Autor s research

Since most guests of this type spend 8 ho-
urs a day sitting in front of a computer screen,
which can be exhausting, they will greatly
benefit from some form of physical activi-
ty. This is supported by the results shown in
Table 13. The combination of relaxation and

recreation helps to bring the body and mind
into harmony. These activities contribute to
personal rehabilitation, which in turn impa-
cts better business results for individuals and
organizations (Vujko et al., 2018; Bojovic¢ et
al., 2024).

Table 14. Pearson Chi-Square Test

Value

Df Asymp. Sig. (2-sided)

Pearson Chi-Square 3,9322

2 1,40

Source: Autor s research

People are increasingly aware of the im-
portance of a healthy lifestyle, as confirmed
by Table 14 (p=0.140), which shows no sta-
tistically significant differences in respon-
ses based on gender. For business travelers,
sports facilities are important because they
allow them to participate in group sports,
such as soccer or basketball, with their colle-
agues, thereby strengthening team spirit.

Based on the results of this study, the
initial hypothesis that sustainability is a key
prerequisite for the development of busine-
ss tourism has been confirmed. The analysis
of these results shows that respondents are
satisfied with the implementation of sustai-
nability principles, which subsequently leads
to long-term success and competitiveness for
hotels.

Conclusion

It is concluded that sustainable develop-
ment is one of the key factors for the further
growth of business tourism and provides va-
rious economic, ecological, and social solu-
tions. The global tourism market and tourist
expectations are constantly evolving, ma-
king sustainability an increasingly important
component in both business tourism and ot-
her sectors of the industry. The positive effe-
cts of implementing sustainability principles
include environmental preservation, strengt-
hening local communities, and enhancing the
reputation of destinations and hotels.

Sustainable development, in addition to
preserving cultural heritage and educating
travelers, promotes the use of environmen-
tally friendly materials and energy-efficient



Broj34 | 101

technologies.Destinations and hotels should
adopt and adhere to sustainable development
measures to better position themselves in the
market. This satisfies the needs of business
travelers who seek responsible and ethically
acceptable options, thereby becoming more
competitive in the market. It is concluded that
applying sustainable development in business
tourism is not only ethically correct but also
strategically wise, ensuring long-term sustai-
nability and success in the global market.

In the future, “Green Hotels” will be in-
creasingly prevalent, along with the applica-
tion of sustainable event organization using
environmentally friendly materials (recycled
or biodegradable materials) and zero-waste
principles to reduce waste. It is recommended
to introduce ecological standards and certifi-
cations for event organization, support local
communities, promote sustainable transpor-
tation, educate people at destinations, and de-
velop and promote sustainable destinations.
Strategies to reduce waste should include
recycling processes, reducing the use of sin-
gle-use products, and using digital materials
instead of printed ones. It is also recommen-
ded to attend virtual meetings when possible
to contribute to the reduction of CO? emis-
sions. Important aspects to address include
raising awareness among tourism employees
and informing visitors about sustainability
through apps, websites, and promotional ma-
terials. The final task is to monitor and report
on sustainable practices and their results to
encourage their continued development.
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CIIOPU TYPU3AM KAO AJITEPHATUBA MACOBHOM
TYPU3MY: IIPEIVIEJL IUTEPATYPE U CTYAUJE CJIYUAJA

SLOW TOURISM AS AN ALTERNATIVE TO MASS TOURISM: A LITERATURE
REVIEW AND CASE STUDIES

Ancmpaxm: Cse egelia 3abpunymocm
3002 He2amuUHUX Ymuyaja MacoeHo2 mypu-
3MaA HA HCUBOMHY CPEOUHY, KVIMYPY U TOKA-
He 3ajeOnHuye noOCmaKia je unmepecosarbe
3a anmepuamusHe obnuxe mypusma. Cnopu
mypuzam (Slow tourism) je ¢hoxycupan ma
YCHOPEHO, CBECHO, KEATUMENHO U 0OPAHCUBO
nymosarse Koje ucmuye 0yomy noge3anocm
€a TOKAIHOM KYINYPOM, 3ajeOHUYAMA U NPU-
podom. Konyenm ,,cnopoe” pasmuwiwvarsa
noocmuye mypucme 0da ce yoamse 00 C80jux
obasesza. Osaj KoHyenm cee suule NPUGLaYU
nYmMHUKe Koju cy ociobohenu npumucka ma-
COBHO2 MYPUBMA U KOjU mMpasjice aymenmuy-
Ha UCKYCM6A U CMUCIeHUuje unmepaxyuje
ca oecmunayujama. Osaj pad npydca cee-
obyxeaman npezned iumepamype o cnopom
mypuzmy, ucmpasicyjyhu mwe2oe Kouyenm,
esonyyujy u mpenymuu obum. Iloped me-
opujckux ysuoa, pad ykmyuyje u oopehene
cmyouje cayuaja Koje unycmpyjy npaKkmuyre
acnekme cnopoe mypusma. Kposz amanusy,
UOEHMUDUKY]Y Ce KbYUHEe KAPAKMePUCTIUKE
U nomeHyujanu cnopoe mypusma Kao oop-
JCUBE  ANMEPHAMUBE MACOBHOM MYPU3MY,
ca yumem 0a ce npysic HogU Yeuod y Hme2o-
8y npumeny u ymuyaj. Taxohe, oéa ananusa
donpunocu u npodyd.bUBARY 3HAFA O HOBUM
MpPeHOosuUMa y mypusmy u 0a/meem Ucmpd-
JACUBAILY AYMOPA O PA360JY 0802 (heHoMena.

Kwyune peuu: cnopu mypusam, macosnu
mMypuzam, mypuzam, Xomeuujepcmeo, Cmy-
duje cryuaja

Abstract: Increasing concern about the
negative impacts of mass tourism on the en-
vironment, culture, and local communities
has sparked interest in alternative forms of
tourism. Slow tourism represents one of these
forms, focused on slow, mindful, high-quali-
ty, and sustainable travel that emphasizes a
deeper connection with local culture, com-
munities, and nature. The concept of ,,slow”
thinking encourages tourists to step away
from their daily tasks. This concept is in-
creasingly attracting travelers who are free
from the pressures of mass tourism and who
seek authentic experiences and more mean-
ingful interactions with destinations. This
paper provides a comprehensive review of
the literature on slow tourism, exploring its
concept, evolution, and current scope. In
addition to theoretical insights, the paper
includes case studies that illustrate the prac-
tical aspects of slow tourism. Through anal-
ysis, the key characteristics and potentials of
slow tourism as a sustainable alternative to
mass tourism are identified, with the aim of
providing new insights into its application
and impact. Also, this analysis contributes
to deepening the knowledge of new trends in
tourism and furthering the author s research
on the development of this phenomenon.

Keywords: slow tourism, mass tourism,
tourism, hospitality, case studies
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YBoa

XKuBoT y nmaHalmbeM ApYWITBY OOJH-
KOBaH je TpeHIOM mobamm3ammje. OBO
YKIJbydyje yOp3aH pacT BEIHKHX TPaJCKUX
HoJpyYja LITO MOXKE IONPHHETH HeraTus-
HUM 1iocjcaunamMa 1no CTaHOBHHIITBO, Kao
mro cy Oyka, 3araljeme >KMBOTHE CpenuHe
u nperepanu koHzymepuzam. C 003upom Ha
TO Ja je TO3HATO Ja Typu3aM MO HMaTH
HEraTHBHE yTHLAje Ha >KUBOTHY CPEIUHY,
OAP’KMBOCT J>KUBOTHE CpPEIMHE je KIbYYHH
CJICMCHT KOHKYPEHTHOCTHU )ICCTI/IHaI_[I/Ija, aJn
1 BO)KaH €JIEMEHT 32 CTUMYJIHCAHE KOHTUHY-
UpaHe TypUCTHYKe akTHBHOCTH (Scott et al.,
2019, 49). Behuna HeraTMBHUX yTHIIaja Ty-
pH3Ma MOXKE Ce MOBE3aTH ca HEPUMEPCHUM
MOHAIIAKbEM TYPHUCTA, IITO 3HAYHU 12 OIPIKU-
BOCT JICCTHHAI[H]€ Y BEITMKO] MEPH 3aBUCH OJ1
TOTa KaKo C€ TypHCTH ITOHAIIIa]y.

Kpo3 wucropujy, MacoBHH TypH3am je
O0mo TmaBHH OONMK pa3Boja MHOTHX TYpHC-
TUYKUX JIeCTHHAIMja. Pa3Boj TexHomormje,
nosehame ypOaHu3ammje, MOpacT HUBOA
00pa3oBHe momynamnuje u nosehame HUBOA
Onarocrama CTBOPHIIHM Cy BHIIE CIOOOJHOT
BpEMEHa 3a Jbyjle IIMpoM cBeTa. JlomarHo,
mobanu3aiyja je ToAp)kKajda pacT TypHc-
THYKE NOTPAXKIE 38 HOBUM, Pa3sIHYUTHM H
HeoTKpuBeHHM paectuHarnmjama (PelleSova,
2020, 1), a moceGHO 32 MaCOBHY MOTPOILELY
TYPUCTHYKHMX TpPOU3BOja (IIPEBO3, YCIyre
CMeIlTaja, MCXPaHe, M3HAjMJbHBAKE ayTo-
MobOmima u Tako nasbe). Capamma usmehy
Pa3IMYNTHX yYECHHKA TYPHCTHYKE HHIYC-
TPHje U JUCTPUOYIMOHUX KaHaja ydduHHJIA
je maker-apaH)XKMaHe IPUCTYIIauHHjUM 32
rpyIe TypUCTa ca HIKUM NPHMambUMa, TaKO
Ja je MAacOBHH TypU3aM IOCTA0 MOIMyJapaH
y KpaTkoM BPEMEHCKOM IIepHOIY, a Opoj 1o-
na3aka MelyHapomgHUX TypHCTa ce 3Ha4ajHO
nosehao. Kao pesynrar Tora, mojaBuie cy ce
HOBE JICCTUHAIM]E 0€3 OIPIKUBOT MPHUCTYTIA.

CBH OBM Pa3BOjHHU IMPOILECH Cy OTKPUIN
KOHLIENIT CIIOPOT TYpH3Ma, KOjH MPEACTaBIba
aNTCPHATHBHA THII MacCOBHOM Typusmy. Y
CTPYYHO] JIMTEPaTypH HE IOCTOjH jacHa Jie-
¢ununyja cropor typusma. [lojam cropor
Typu3Ma MoOXe ce JIe(MHUCATH Kao YKJbY-
YHMBabhE ayTCHTHYHHUX M BPEIHUX OJHOCA ca

JbyNMa, JIOKalyjama, KyJiTypama, XpaHoM,
Hacnehem u xuBoTHOM cpenunom (Caffin,
2012, 2). Cnopu Typu3am je mapagurma 3a
KOjy je yTBpleHo na 1modosbiaBa OIPKUBH
pasBoj znecmHauHJa OBa Bpcra TypU3Ma
nocrasna je nomyiapaa 1990-ux roauHa 3ax-
Basbyjyhn mMeljyHapomHUM JIpyIITBEHUM I10-
KpeTUMa ¥ OpraHH3alijama.

,,CIIOpO ITyTOBame™ je BEMKH 3Ha4aj 10-
6mmo tokom meprona COVID-19. V oBom
HIePHOAY, IPUPOAA, PYPATHU TypH3aM H IIy-
TOBamka ayTOMOOMIIOM IOCTaJIH Cy IOIMyap-
HU U300pH 3a IMyTOBama 300T OrpaHUuCHA
IyTOBamka M Iorpare 3a OOpaBKOM Ha OT-
BopeHOM. CBe BHIlle yTHHUKA j€ JKeJelo 1a
OCTBAapH HMCTHHCKE Be3e ca JIOKAJHUM CTa-
HOBHHMIITBOM, CAMHM MECTOM M JIOKAJIHOM
kyntypoM. OHH Cy OCTajalu IyKe Ha aec-
TUHALM]U ¥ JIaBaJld Cy MPEAHOCT KBaJIMTe-
Ty IyTOBama Haj kBaHtureToM (Wen et al.,
2010, 6).

YHIpKOC HEIOCTATKY PEIICBAHTHE JIHTEPa-
Type, passoj HCTPaXUBaba O CIIOPOM TypH-
3My je jour yBek y mouetHoj ¢asu (Serdane
etal., 2020, 3) 1 yecTo ce orpaHn4aBa npema
MIPOCTOPHUM, KYJITYPHHUM, IICHXOJIOMIKHM U
nH}ppacTpykTypHuM paziarkama (Robbins &
Cho, 2012, 114).

Jedunucame cnopor Typusma

deHomeH ,,slow™ (cropocT) je penarus-
HO HOB, IMOJJIO)KAaH MHOI'MM IIpOMCHamMma y
nocieamux 35 roauHa, a TayHa ;[eqmnnunja
je Omma JIMCKYTOBAHA y Hay4HO] 3ajeHHIIH.
Hexwu aytopu Bepyjy Aa je TepMuH slow mpsu
myT cnomenyo Krippendorf (1987, 10): ,,Wc-
KJbYYHTE BpeMEeHCKY MamiHy. CKHUHHTE car.
Ocnobonute ce BpeMEHCKOT IIPUTHCKA, POKa
u arenne. [loGeraute u3 Bpemena™. Mmak,
orar slow nokpera je Kapio [lerpunn — ura-
JIMjaHCKH KPUTHYAP XpaHe KOj! Ce TPOTHBUO
oTBapamy mnpBor ,McDonalds* pecropa-
Ha y nentpy Puma 1986. rogune (Petrini &
Padovani, 2006, 479). Ilerpunu ce cynpoT-
CTaBHO PALIMPEHO] MEKIOHAIIU3ALU]H, T10-
ceOHO y KOHTEeKCTy XpaHe. Beposao je 1a cBn
uMajy TpaBO Ha YKYCHY, 3/[paBy H JIOKAJIHY
xpany. Criopu TypH3aM je eBOIyHpao TOKOM
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1990-ux roguna (Khan, 2015, 40). Temko je
OJIpEIUTH TauaH TPEHYTaK Kaja ce CIIOpO
MMyTOBamkEe NPBH IyT MOjaBHio. MehyTtum,
BeliMHA MCTpaknBaya ce cllaXke Jia je CIio-
po myrtoBame aedunucao Gardner https:/
www.hiddeneurope.co.uk/the-magazine/
issues/hidden-europe-25/a-manifesto-for-
slow-travel/ (2009) xpajem 2000-ux romu-
Ha, ayTop Manmudecta criopor myToBama (4
manifesto for slow travel).
Criopu Typu3aM HJIHM CHOPO ITyTOBaEC
je neduHHCAHO Ka0 YKJbYUMBAEC AyTCH-
THYHUX W BPEIHHX OJHOCA Ca JbYIUMA,
MeCTHUMa, KyJlTypama, XpaHOoM, Haciiehem
n okpyxemeM (Caffyn, 2012, 2). IIpema
Thomas (2014), SLOW ce nedunuiie xao
S-Sustainable (onpxuBo), L-Local (i10-
kanHo), O-Organic (oprancko) u W-Whole
(uenoButo). I'eHepanHo, cropu Typuzam
[O/Ipa3yMeBa MyTOBAbE CIIOPUJHM TEMIIOM,
CBECHO Y)KHBambe y IPU30pHUMa, 3BylUMa U
occhajuma. Criopu Typusam ce (Qokycupa
Ha MPYyXKamke jeMHCTBEHUX, YHUKATHHX HC-
kycTaBa typuctuma (Lin et al., 2-3).
Aytopka Caffyn (2012, 2) je uzasojuia
cieiehe MpUHIMIIE WIK €JIEMEHTE CHOpOT
TypH3Ma:
* MUHUMAaNM3alMja yIabeHOCTH MyTO-
Bama (6apeM ayToM/aBHOHOM),

* MaKCHUMJHO KOpuIIheme IOCTYIHOT
BpEMEHa 3a IyTOBambE,

* ONYyIITake, OCBE)KABAKE yMa U Tela,

* CyOMHCKO MCTpaXUBarbe JIOKAJIHE 00-
JIACTH — Tparame 3a jeZIMHCTBEeHOIhY,

° KOHTAaKT  ca  JIOKaJHAM  CTa-
HOBHHIIITBOM, KYJATYypOM, Haciehem u
3ajCTHUTIOM,

* XpaHa y JIOKQJHUM PECTOpaHMUMa, Ky-
[IOBHHA Ha JIOKAJHUM IHjanama WIN
JTUPEKTHO of] Tpou3Bolhaua, ucmpoda-
Bambe JIOKaJHUX Nuha, N1Ba, BUHA,

* KpeaTHBHA M HECCTPYKTypHpaHa Urpa
3a JIelty,

* y4eHhe HOBHX BCIUTHHA WM aKTHB-
HOCTH — JINYHH Pa3Boj,

* MUHHUMYM MEXaHH3all{je, Majo TeX-
HOIIOTH]e,

* OrpaHWYCHA KOMEpIIUjann3almja,

MaJio TIo0aHUX OpeH/0Ba, JOKAIHU
E€KOHOMCKH MYJITHILTHKATOPH,

° KBaJUTETHA HCKYCTBA M ayTCHTHY-
HOCT 1

* PENAaTUBHO OJPIKUBH M CKPOMAH YIJbe-
HUYHU OTHCAK.

Kako naBoze ayropu Oh et al. (2016, 2),
JBe Hajuenthe Hamepe CHOPOr TypuU3Ma pe-
BHTaNM3alMja U camooborahmuBame. Pepu-
Taju3anyja moMaxke MyTHHUIIMMA J1a Ce OC-
BEXe, MOHOBO O)KUBE U HAITYHE €HEPIHjOM.
CamooborahuBame MOACTHYE MyTHHUKE Aa
Cce WMHCIHUPHUINY, OTKPHjy cebe, Oosbe pas-
yMejy IOeCTHHAIH])y U OOHOBE IMO3UTHBHE
CTaBOBE U Pa3MHUIILIbAbA.

KibyuHnu axropu Koju 3HauajHO JI0-
[PUHOCE JIyrOPOYHOM YCIIeXy KOHIENTa
CITOPOT TypHU3Ma, YKJbYUYjyRH OZpIKHUBOCT,
€KOJIOIIKY CBECT, KYJITYPHY ayTEHTHYHOCT
U YPaBHOTEIKEHY YKJbYYEHOCT JIOKAIHUX
3ajeHUIA y TYPUCTUUKY HOHYAYy ¢y (Singh
et al., 2023, 4-5):

l.onpkHBOCT, KOja je AepuHHCaHAa Kao

YTHLA] TYPUCTHYKUX aKTUBHOCTH Ha
JIOKaJIHy €KOHOMH]Y U JAPYIITBO;
2.y4erme O JIOKATHOM MECTY, Koja Ipe/-
CTaBjba MPE3CHTALM]y aKTUBHOCTH
CIIOPOT TypH3Ma Tie Tpeda HCKOPUCTH
pecypce Koju Cy JIOKaJTHO JOCTYITHH,
Ha OpUMep, NPOM3BOAM Kao HITO Cy
nmokanHa ojeha, ce3oncko Bohe, Jo-
KaJIHHM PELENTH U raCTPOHOMHU]a;
3.opraHcke KapakTepUCTHKE — TO je JIo-
KaJIHa XpaHa Koja je MPOn3BOJl JIOKaJ-
Hor cucrema. OBH TPOU3BOIU MOPAjy
OWTH M3BaHPEIHU MPOW3BOJHU U3 JlaTe
TYpPUCTUYKE JICCTUHAIIM]E KOJU CE pa3-
JIUKY]y OJl IPOU3BOMA Y JIPYTUM OKOJI-
HUM JeCTHHanrjaMa. 300r Tora Tpeda
MOJICTHIIATH MapKETHHT 32 OBAaKBE BP-
CTE MPOW3BOJ@ M HCTOBPEMEHO, OHU
MOpajy OuTu 1006po OdyBaHH;
4.BelHEC, KOjU TPEACTaBjba IIpoLEC
MOJICTUIaa ,,JOOpOOUTH U yCIIOBa
3a ,,cTame Omarocrama™ M Tmompasy-
MeBa TpyXame YCIIoBa I0Jl KOjuMa
TypUCTH MOTY AOOUTH MoOpy XpaHy,
mobap cmemraj, AOOpO IPYIITBO H
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BHCOKOKBQJINTETHE MPOM3BOJAC Y CBa-

KOj TYPHUCTHUYKOj I€CTHHAIU]H;

5.Bpeme, Koje je nepruHuCcCaHo Kao ,,Bpe-
MEHCKa JAMMEH3Hja MOCIOBHE U TEPH-
TOpHjaJIHE OpraHu3alMje’ ca CTaHo-
BHINTA MOHYJE U ,,[IPABO HA IIOHOBHO
CTHUIIabE JEHOCTU  KyIIa, Kao H ,,0C-
nobahame on ocehaja xpuBHIe®;

6.mance — Oyayhu na ce Hamase y Ty-
PUCTHYKO] JIECTHHAIM]H, JIOKAJIHO
CTaHOBHUILITBO MMa LIAHCY 3a OOJbH
KBaJIUTET XHMBOTA. TypuszamM dYecTo
MOYKEe OMTH BeJIMKa MPETHOCT 3a CTH-
Lambe NPUX0/a;

7.pa3ymeBame, Iile CTAHOBHUIIM U CBE
3aMHTEPECOBaHE CTPaHE MOTY HCKO-
PUCTUTH TMPWIHKE Ja y4€ M CTEKHY
pasyMeBambe 0 BAXKHOCTH CIIOPOT Ty-
pu3Ma;

8.cropu Typuzam Tpeba Ja MpeacTaBH
BO)XHOCT oArosopHoctu. Kama wnmy
y obuiacke, TypucTd Tpeda ma Oymy
cBecHU U obOazpuBm. [Iprimkom o0u-
Jacka, BaXKHO je INpey3eTH OAroBOp-
HOCT, jep ce Ha Taj Ha4YlH MOoXKe yOp3a-
TH PacT CKOHOMH]E U 3ajeJHULIE, Ka0 U
3aIITUTA )KUBOTHE CPEIHHE;

9.umnpecuja — Kaja TYpPUCTH TOUITY]y
TYPUCTHYKY JCCTHHALM]y, BpaTuhe ce
IIOHOBO;

10.3a10BOJbCTBO  — Tpeba CTBOPUTH
ocehaj 3a10BOJBCTBA M 32 TYPUCTE H
3a JIOKaJHO CTaHOBHUIITBO. TypHCTH
Tpeba fa ocere Jia Cy JOOMIN HE caMo
OJITMYHE yciyre, Beh 1 BHCOKOKBaIU-
TeTHe mpousBoxe. Ca npyre cTpase,
CTAaHOBHMIITBO Tpeba Jla OCeTH HC-
IUIATUBOCT JI0JIaCKa TYPHUCTA;

11. MOOMITHOCT/TIOKPET — Ha TPXKUIITY
cropor Typu3ma Tpeba omoryhutu
pasyiMuuTe aKTUBHOCTH Kao IITO CY
MenuTtanmja u jora. Cmope akTHB-
HOCTH, IOITYT OBHX, HEONXO/HE Cy 3a
TYPHCTE KOjU XKeJe a Pa3MHILBAjy O
CBOjUM JKHBOTHMA W Ja yOH]y CHary
MIPUPOJIE U JICTIOTE KOja MX OKPYXKYje.

Ha taj HaunH Mory ce onycTuTH u $pu-
3HYKH U MEHTAJHO;

12.ocehama, koja cy nepuHHCaHA Kao
,»CIIOCOOHOCT CTBapama He3adopaB-
HUX TPEHyTaKa KOjH YMHE Ja TOCT Oe
Kao JIpyraduja ocoba, obenexena mc-
THHCKHM, YIICUaTJbUBHM U 3a/10BOJba-
BajyhuM HCKyCTBOM™.

Slow (ciopu) TypuCTH

[Topena cnopux Typucra je neduHHCa-
Ha OJ CTpaHe MHOTMX ayTopa. Tako, mpema
KoxenoBoj crymuju (Cohen, 1979, 182—-193),
CIIOPHU TYPHCTH CY TIOJIeJbEHH Y JBE TpyTIE:

1. uctpaxkupauu u

2., aytanuie’.

HcrpaxkuBauu Cy TypUCTH KOjHU CYy
OpHjEHTUCAHU HA OTKPUBAHEC HOBUHA, a ,,JTy-
TaauIe” Cy TYPUCTH KOjH OLyCTajy O Tpa-
Junyje u oduyaja CBOje 3ajelHUIE M IpH-
XBarajy KylnTypy Mecta koje nocehyjy. IIpe-
Mma Yurtseven & Kaya (2011, 92-93), Typuc-
TH ce JeJe Ha: noceehene, 3aunmepecosare
u cayuajre typucte. [locsehenu typuctu cy
TYpPHUCTH KOJU C€ UACHTH(DUKY]Y Ca CIIOPUM
IIOKPETOM, KOjU CBECHO IIpaTe CTBapHO HC-
KyCTBO; IIHJb HUXOBHX ITyTOBama je lia ce
WHTETPUIIY Ca JIOKaJHUM CTaHOBHUILITBOM,
Jla ToJIp ke JIoKaHa npenyseha, j1a momryjy
TpaJNLHjy U KyATypy MecTa koje mocehyjy.
3anHTEPCOBAHU TYPHUCTH Cy TYPUCTHU KOJU CY
paslo3HaIM y TIOINIeNy HOBHMHA, KOjU Y TEO-
pHju 3Hajy 3a UIejy CIIOPOCTH, allkl je 0Omd-
HO HE NPUMEHY]Y, A0K Cy CIIy4ajHH TypHUC-
TH MacOBHH TYPUCTH KOjH Tpare TPEHIOBE,
KOju HE 3Hajy 3a cropy ¢uinozodpujy u He
uAcHTU(UKYJY CE ca HBOM Y CBAKOJIHCBHOM
YKHBOTY.

Cnopu TypHCTH NOCEIyjy HH3 CIICLH-
(UYHKUX KapaKTepHCTHKA JIMYHOCTH KOje CY
JieTajbHo npukasane y Tabenu 1, a one mory
YKJbYYHBATH CKJIOHOCT Ka OITyLITEHOM TeM-
Iy MyTOBakha, Y)KUBAIGY Y OKOJIMHU U TeKEU
Ka Mame OpPraHu30BaHUM aKTHMBHOCTHMA TO-
KOM O7IMOpa.
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Tabena 1. Kapaxmepucmuie cnopux mypucma

K/byHHe Kapakmepucmuke

Objawrversa

Wucnmpanyja 3a myToBame

On IMYTHUYKUX BOAUYA 10 HHTepHeTa

Pesepaaruje

IIpexo Tenedona nnu e-nomre (3a AUPEKTHUjU KOHTAKT),
aym takohe u UuTepuet

Kopuutheme yciyre typoneparopa

Camo ako ce He Moxe n30ehu

Hudopmanuje o necTuHaIMjaMa U
Marie

On nmyTHUYKKX Bojuua (ManupHUX) 10 TTAMETHHUX
tenedona

dotorpaducame

Amnayiorsa kaMepa, ako je Mmoryhe — nameTHu tesieoHn

Koprmrheme npymreeHnx Mpexa

Y nopacty

WHauBuyanHu cTaB mpemMa
JIECTHHAIN]H, JbYAUMA U OKPYKEbY

,,/ICKIbydeHOCT N3 CBAKOAHEBHOT KMBOTA M MOTITyHA
,,[TOBE3aHOCT* ca IECTHUHALI]OM

Wsrnen u oneha

Jlarana ozneha u jennocTasan usriesn. Typucty BepoBaTHO
Kynyjy onehy Ha nectunanuju

IIpeBo3 o nectunamyje

I[Ipedepupa anTepHaTHBHE HAYHHE TIPEBO3a, YIIIABHOM
BO3 WJIH ayTOOYC.

IIpeBo3 Ha necTHHAIMjH

rpaZ[CKI/I IIPEBO3, CKOJIOUIKH IPUXBAT/bUB

CwMeruraj Jlokannu cmemTaj
JlokanHa/TpaauIOHaIHA KyXHEba / OpraHcka XpaHa u
Oo6poru
nuha
Hrunepep driekcHOUITHE HTHHEPEP WK 0e3 UTHHEepepa
[pedepupa nupekTaH KOHTAKT ca IPUPOJIOM U JIOKATHUM
AKTHBHOCTH pecpepupa Jup PHPOA

CTAaHOBHUILITBOM

H3eop: Singh et al., 2023, 7.

MoTtuBanuja 3a yK/bY4nBambe y Criopo
MyTOBAaH€

MoruBanyja 3a TypUCTHYKAa KpeTama
3acHUBa ce Ha ,,push® u ,,pull® paxropuma.
U ,,push® u ,,pull® ¢pakropu cy moesanu ca
WHAWBUAYaJITHUM JKE€JbaMa, Ka0o U Ca KEJbC-
Hom pecruHammjoM (Kassean & Gassita,
2013, 3). Push dakropu ce Hanasze Kox caMux
TypHUCTa U ofpel)yjy ’UXOBY MOTHBHCAHOCT
3a myToBame, MoK ¢y pull paxropu onu Pak-
TOpPHU KOj€ MOCEAyje NCCTUHAIM]ja U HABOIU
typucte na je nocere (Nikjoo & Ketabi,
2015, 2). Mehytnm, criopu TypuCTH ce TIPBO
doxycupajy Ha HayuH npeBo3a. Ha nmpumep,
Hehe OupaT gecTHHANMjy 10 KOje ce Ioja-
31 Ba3aymHUM caoOpahajem. Harnmamasame
KBaJIUTETAa HA/l KBAHTUTCTOM U MNPOAYKETAK
OopaBka Ha JeCTHHALUjU MOry mpuByhn
pas3IuuuTe BpCTe TypHCTa, TOCEOHO OHE YC-
MepeHe Ka OIpKUBOM pa3Bojy. Ocum Tora,
TYpUCTH KOjH Ty*e OopaBe Cy CKIOHHjH HC-
TPa)XUBamy NECTHHALMjE U HEHE OKOIUHE,
IITO PE3yJTHpPA TMO3UTUBHUM EKOHOMCKHM,

COLIMjaJITHUM M EKOJIOIIKUM PacToM. Y TOM
CMHCITY, CIOPH TypHU3aM IPEACTaBIba BAKHY
QITEPHATUBY MACOBHOM TYPH3MY.

Ca npyre crpaHe, HHTEpECaHTHA UCTpa-
JKMBarha O MOTHBAILM]H M [MJbEBUMA TpaK-
THUKOBaa CIIOPOT TYpU3Ma CIPOBEIH CY ay-
topu Oh et al. (2016, 4-5). [Ipema muxoBOM
MUIUBEHY, CIIOPU TypHU3aM HHje alTepHaTH-
Ba MaCOBHOM Typu3My, Beh koerzuctupajyhu
¢enomen. Criop u Op3 HaYMH MyTOBamka KOH-
CTaHTHO ce ucrperinhy Koji TYpuCTa, jep
o/UTy4yjy Aa Oyiy €0 ¥ MacOBHOT M CIIOPOT
TypHu3Ma, a Kojy he jecTHHaIM]y MOCETHTH,
NCKJbYYMBO 3aBUCH O] IbHIXOBHX TPEHYTHHUX
KeJba M HUJbeBa. 10 OW 3HAYIIIO Ja je CIio-
pu Typucra Takohe M MacoBHH TypUCTa H
o0pryTo. Crora, mpema ayTopuma CTyIHje,
TYpHCTHYKa MHIYCTpHja He Ou Tpebaio na
rocMarpa CIiOpH Typu3aM Kao He3aBHCaH,
OJIBOjE€H M CYyNpPOTaH ()eHOMEH MAaCOBHOM TY-
pusmy. Dokyc Tpeda xa Oyne Ha NOHAIIAKY
TypUCTa — FUXOBOj MOTHBAIMH 3a IIyTO-
Bakbe, BPEAHOCTUMA U [IUJbEBUMA KOje XKeJle



108 | -V‘ Turisti¢ko poslovanje

Ja HOCTUTHY TOKOM oamopa. IIpema npere-
Jly JIATepaType, NCTPaKUBaba CIIOPOT TypH-
3Ma Cy ce YIIIaBHOM (OKycHpaia Ha akTope
KOjH yTH4y Ha W300p ICCTHHAIMjEe CIOPOT
Typu3Ma, Kao IITO Cy CTaBOBU TypHCTa H
conuoaeMorpadcke ¥ MOTHBALMOHE Kapak-
tepuctuke mytHuka (Oh et al., 2016, 4-5).

Crnopu Typu3aM — cTyauje cjaydaja

[Tocroju MHOTO AEecTHHAIM]jA KOje (YHK-
[UOHMIIY IO TIPUHIMIIUMA CIIOPOT TYpH-
3Ma, a y OBOM paly Cy JETaJbHO ONHUCaHe:
[Mosecka, rpag Opsuero u Ilyt Cseror Ja-
xoBa. Ilopen mectuHanuja, MOCTOje U XOTE-
JM KOjU MpakTHKyjy ¢uiozopujy cropor
JKUBJBCHHA, & TO Cy: XoTen ,,Pegaz Holiday
Resort“ w3 Bpmwauke bame u ,,Meraviglia
Slow Living* u3 Ilpeese, [ puke.

[Tosbcka je npyra 3emMiba y CBETY IO Opojy
rpagoBa (28), mok ce Hajeehun Opoj cropux
rpagosa (20) Hanasu y Bapmujcko-Masyp-
CKOM BOjBOJICTBY. Mneja mehynaponnor mo-
kpera Cittaslow jecre mpomormja KyiaType
JOOpOr M XapMOHHYHOT JKHBOTA Y MambUM
rpajoBUMa, IITO NPEJCTaBJba aITepHATHU-
By )KypOH y BEJIHKHM IpajoBUMa U TeKyhoj
miobanu3anuju. [pagoBu Moj JIOTOM IyXxa
yCBajajy 3ajeIHUUKe LUJbEBE 3a yHarpeheme
KBAJINTETA )KMBOTA U HETY]y KyNTypy 100por
uBJbea. OHHU Cce OClamajy Ha IPYIITBEHE
U EKOJIOIIKE aKTUBHOCTH KaKo OM cauyBalu
JEIMHCTBEHN KapakTep CBaKor rpaja, Kpo3
OOHOBY CIOMEHHWKA M IOJCTHUIAIE JIOKAJ-
HE TPOW3BO/IE, 3aHaTa M KyXume. Tpanu-
IIja TOCTOJBYOMBOCTH Takohe je Kapakre-
puctnyna ommuka Cittaslow tpama. Mneje
Cittaslow-a mozmpasymeBajy u Kopummheme
CaBPEMEHHUX TEXHOJIOTHja M WHOBATHBHUX
Ha4YMHa OpraHK30Bamba rpaja, Tako Ja JieKe-
paH TEMIIO JKMBOTa He OyJie y CYyNpOTHOCTH
ca KOHTHHYHPAaHUM U NPOMHUIIJBEHUM pas3-
BojeM.  https://cittaslowpolska.pl/en/about-
cittaslow/idea-and-assumptions/

IIpojexkar ,,Slow Road* moactuye Jbymne
Jla TIOOETHY OJ1 TpaJICKEe BpEBE, [1a X0/ajy He-
OOMYHHMM IyT€BUMa U TpayKe MecTa IJie Bpe-
Me criopo Tede. [IpBeHcTBeHO, HHHUIM]aTHBA
ce OJJHOCHJIa caMO Ha Ma30BCKO BOJBOJICTBO
U CIIPOBENICHA je y capalibi ca Ma30BCKUM

BiactTuMa kao Slow Road Mazovia Edition.
Pesynrar je crBapame TpH Hajierniie pyte
MasoBuje, koje Boge 10 36 Haj3aHUMIBH-
BHjUX CIOpHX JOKamumja. MehyTtum, camo
TPU TONMHE HAKOH JIAHCHpama, MHpOjeKaT
cajia HyIu 4ak 52 pyTe CIOpor IMyTOBamba
u mpernopydyje npeko 250 jeIuHCTBEHHX
MecTa koja ciene ¢uio3odujy cropor Imy-
ToBama. [loTeHIMjal 3a pa3Boj CIOPOr Ty-
pusMa npernosHaje W Ilosbcka TypuCTHUKa
OpraHu3alfja, Koja CHCTEMaTCKH MPOMOBH-
11e OBaj OOJMK IMyTOBama 10 3eMJbH Beh He-
KOJINKO TO/IMHA KPO3 MPOMOTHBHE KaMITame
U TakMU4Yema. be3 3Hawaja 3a pas3Boj cro-
poOr Typu3Ma HHCY HHM ITyTHHYKH OJOTOBH
(agrafkageografka.pl/wolne-podrozowanie-
slow-travel-kiedy-wolno-wcale-nieoznacza-
powoli/), ka0 HM aKTMBHOCTH T3B. HH(ITyeH-
cepa Ha JIpyIITBEHHM MpeKama.

I'pao Opsuemo. Ha mnona myra usmehy
MpEKe IPEBHUX M MOACPHHX ITyTeBa W3-
Mely @upenne n Puma Hamasu ce Tepuro-
puja OpBueto koja nanac obyxsara cieznehe
OMIITHHE y OKpyry: Anepona, bauu, Kacren
Bopho, Kacren Buckapmo, ®ukyne, Da-
0po, Montekno, MonTeradbuone, MoHTe-
neone, [lapano, [Topano, Can Benanuo wu,
HapasHo, Opsueto. Jleo je peruje YmOpwuja.
OxkpyT ce mpoTeke Kpo3 3anehe koje o0yx-
BaTa TUIMYAH II€j3aK BYJIKAHCKOI MOpPEKJIa,
ca cBojuM OazanTHMM W Tyda IuaronMma,
OpeKyJbKacTUX M ajlyBHjalIHMX paBHULA U
rpyOH INIMHEHH TEPEeH 10 NPBHUX ITAHMHCKHX
npenena AnennHa. To je 3aHUMJBUB U pas-
HOJIMIK TIEj3aX, TAC je MPHUPOAa HETaKHyTa y
T'yCTHM IIIYMCKHUM IIPOCTPAHCTBUMA, aJIU I11e
je pajx JoBeKa OYMIIIeNaH y JPEBHUM KyJ-
TUBHCAHHM BUHOTPaJMMa KOjU HPOU3BOJIC
4yBeHO BHHO ,,OpBuero®. Mcnon rpana Ha-
Ja3u ce HEeBEpOBATHO BENWKU OpOj BemTad-
KUX IIyIJbMHA, CTBapajyhm CIOXKeH JaBH-
PHHT TyHEJa, rajepuja, HUCTepHH, OyHapa,
nehuna u noapyma. Takole, opranmsyjy ce
OpOjHH KYNTYpHH, TO30PHUIIHHU, MY3UYKH U
cniopreku norahaju. Mely muma ce nzaBaja
Umbria Jezz Winter ¢ectuBan. OBaj cama
TPaJWIIMOHAIHN TOANIIKBY Aoral)aj BeIuKor
MY3HMYKOT TpeCTHKa oJpkaBa ce wusmely
Bboxuha u Hoee rogune. OpBueto je Takohe
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MOJIepaH, pa3BUjeH rpaj Koju APKU KOPaK C
BpeMeHOM. Ca pecTpyKTypupameM U peHO-
BUpamEeM HCTOPHjCKHX Ianara, rpaj HyIu
UJIealTHO MECTO 3a NPOEeCHOHATHE U aKa-
JEeMCKe cacTaHke. IberoB KoHrpecHu LEeHTap
HaJla3u Ce y BEJIMYAHCTBEHO] ,,[lamanu nen
[Tonono®. To je OMHIbEHO MECTO 3a CTyIHje
W HyOW HamnpegHe KypceBe U CIICIHjajHe
npakce. [orahaju u pecruBanu xoju ce op-
TaHMU3Yjy y OBOM MECTY CY:
* VYexpuwu koHuept y Karenpainu,

o decruBan  [lanombena  (IIpasuuk
Jlyxosa),

 Ilpasuuk TujenmoBa — Hcropujcka
mporecuja (jyH),

* Palio Goose (jyH),

* OpBueTo ca yKycoM (okTobap) u

* Umbria Jazz Winter (zeuemoap).

TunuyHM TPON3BOJM OBOT MECTa Cy:

l.BuHa: OpBHETO ce Hala3u YHyTap

PHMCKO-ETPYPCKOT BUHCKOT ITyTa,

2.eKcTpa AEBUYAHCKO MACINHOBO yJbE U

3.Lumachella (www.cittaslow.org/net-

work/orvieto).

Ilym Csemoe Jaxosa ( En Kamuno oe
Canmuaco). Tlyr Cseror JakoBa jenHa je
Ol HAjCTAPUjUX W HAJIOMyJapHUJUX XOJIO-
YaCHUYKUX pyTa Ha cBeTy. UecTo Ha3WBaH
Kamuno ne CanTraro uin jenHoctaBHo ,,Ka-
MHUHO®, BOJIM XOJI0YaCHUKE KPO3 MHOTE pa3-
anunrte pyre mmpom llnanuje, dpanmycke
n Ilopryrana u 3aBpmasa ce y Canrtuaro je
Komnocrena y T'anummju, Ha cesepy Illma-
uyje. [Ipema nerennu, opae ce y Karenpamm
Canrtnaro Hanase mocMpTHH octanu CBeTor
JakoBa (caminoways.com/the-way-of-st-
james). PyTa Hynu mIMpok criekrap McKycra-
Ba, Ol yMETHOCTH U KYITYpE JI0 JTyXOBHOCTH
U CHIOPOT Y)KUBama y npupoau. To je npuiu-
Ka J]a Ce TYPUCTH HCKJbYYe M3 CBAKOIHEBHE
BpEBE U OITycTe. X0Jame HEKOIHMKO JIaHa WIIN
BOXH>a OMIMKIIA Y IPUPOAH j€ JAMBAH HAYMH
Jla ce JbYJH MOHOBO TOBEXKY ca cobom, oc-
n00oze cTpeca M TOBpaTe pacloioKeHe.
Taxohe je mpuimka 3a TUYHO yHarpeheme,
Kako (PM3MYKO TAKO W MEHTAJHO. JemaH of
Hajuermrhux pasnora 3a Xomame je (U3UIKH
1 MCHTAJIHH M3a30B. YOOHUYajeHO ce X0/a Off
20 1o 25 KM, IOK BOXHba OUIMKIOM 00yX-

Bara pyre ayre msmehy 50 n 70 xm. Ilyr
Cgetor JakoBa 1posia3u Kpo3 IpeJierne rej3a-
Ke, of1 ITaHnHa [IuprHeja u 3eNeHnX moJba
lanmmumje, xpo3 xwutHe paBHHUIEC Kactuipe,
0 3ereHe KaHTaOpujcke obane Wil 3eMJbe
cesepror Ilopryrana. Jomr jemaH BelHKH
pasnor 3a xozmame Kamumuo ne Cantmarom
je HEeCyMIHBO IIPHJIMKA KOja ce Mpyxka 3a
YIIO3HABAKEC M MHTEPAKLH]y Cca JbyIuMa H3
paznuuMTUX 3eMaiba U Kynrypa. Ha Kamu-
Hy CE€ MOTY CPECTH JbYAU KOjU TOBOPE ApYyTe
jesuke, uMmajy apyre oOuuaje W Apyraduju
Ha4YMH pa3Mulsbama (viandotreks.com/en/S-
reasons-to-do-the-camino-de-santiago-and-
repeat-the-journey/).

Pegaz Holiday Resort, Bprauka barva.
OpranmsoBal y Tpu nenune, Pegaz Holiday
Resort ce mpoctupe Ha mpexo 10.000 kBa-
JIPaTHUX MEeTapa y OKBHPY KOJUX KOPUCHHUIH
1 TOCTH MOTY KopHcTUTH OpojHe slowliving
canpkaje. CBaKM CErMEHT XOTella MaXJbHBO
je KOHITMTIMpaH TaKo Jla TOCTHMa HYyIH je-
JUHCTBEHO MICKYCTBO YCIIOpaBamba, cio0oze
U MOTITYHE ay TEHTUYHOCTH JIa IOHOCHO Oy1y
OHO IITO UCTUHCKU jecy TOKOM OopaBka y
Bpmaukoj bamu. Xoren npyxa cBe mro je
motpeOHO 3a kpahm Oer U3 rpajcke BpeBe H
ryxse. Pegaz Holiday Resort je amapT xo-
Ten ca 4 3se3auue. LlenTpano MecTo xorena
je Wellness & Spa 1ieHTap KOju je HAMCHCH
MIOTITYHOM ONIOPaBKy M peJlaKcalliju MOJep-
Hor YyoBeka. Pegaz Holiday Resort mocenyje
cnenche canpxaje: (hotelpegaz.com/)

* pecropal ,,AnyT";

e 106u Gap;

e OuOIHOTEKA;

* KpeaTHBHH KyTakK 3a JIeIly;

* KOH(EpeHIHjcKa caa;

* OecruiaTaH NapKUHT;

» slowellness (cmama cayHa, wuH(]pa
cayHa, amdurearap cayHa, (UHCKa
cayHa, 0o cayHa, ciaHa co0a, TyleBr
JIOKHBJbAja, 0a3eH, hakys3u, uHppackaj,
penakc coba, coba 3a Macaxy, IMapHO
kymaruio, VIP hakysu, Bua Cencyc,
Teperana; Wellness mentap u cma
JOKMBJbAjH JOCTYIHH Cy M PEIOBHUM
U ekctepHuM roctuma xorena) (hotel-
pegaz.com/slowellness-koncept/);
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Meraviglia Slow Living, Ilpesesa, Ip-
yka. CmemreH Ha uepudepuju Ilpesese,
Ha Mame I[I03HAaTOM Jely TIpuke oodaie,
Meraviglia Slow Living je HOBH 0ONWK WH-
THUMHOT, YPOIEHOT W Y3BHIICHOT HCKYyCTBa
olIMOpa, MECTo Tne ce rocruma rmozceha
Ha BpenHOCT >kuBoTa M Moh mpupone. Ca
MOIVIeZIOM Ha cpeOpHacTo IIaBo JOHCKO
Mope npema octpeuma Jledkana u Ilaxoc,
Meraviglia Slow Living ca cBojux cemam
JYKCY3HUX, allil JAUCKPETHHX ¥ EKOJOIIKH
MPUXBAT/bUBUX arlapTMaHa, TU3ajHUpaH je
Jla ofipakaBa CBOj IPEJCH MPHUPOIHU aM-
OujeHT 1 (OKycHpaH je Ha MpyKambe UCTHH-
cKor kBanurera ycmyre. Meraviglia Slow
Living je mu3ajHEpaH Na MOHYAH TOCTUMA
JyKCy3, IPUPOAY B JOOPOOUT CBE Ha jeTHOM
Mmecty.  (meravigliaslowliving.com/about/)
Meraviglia Slow Living nocexayje cienehe
cajipkaje: Macaxe (TajilaHicKa, ajypBen-
CKa, yJbaHa, TyOMHCKa, MIBEICKa, CIIOPTCKA
Macaka), jora W MWiIaTec, TepeTaHa M CIa,
zen lounge (coba 3a cacranke, OnOIMOTEKA
U BHHCKHM ToApyM), OamTa, dapma U Me-
CTO 32 IIyHEHE CIEKTPUUHHUX ayTOMOOHIIA.
(meravigliaslowliving.com/services/)

Y mwpy OoJeer mNpHKa3WBamka HajBa-
JKHUJHX eJIeMEHaTa HaBeICHUX IpuMepa,
cactaBipeHa je SWOT ananmsa koja ce Haja-
31 Y HACTaBKY OBOTI' TEKCTa:

CHare (Strengths):

1.pa3HOBpCHA MOHY/IA aKTUBHOCTH: CIIO-

pu TpajoBU Hynae Oorare KyiTypHE,
raCTPOHOMCKE M CIIOPTCKE aKTHBHOCTH
(ma mpumep, decTuBaue, paanoOHHIIE,
cycpere ca JIOKaJHUM YMETHUIMMA,
BECIabE U CIMYHO);

2.01pKaBambe KyIATYpHOT HICHTHTETA:
HAIJIacaK je Ha JIOKAJHOj KyJITypH, Tpa-
TUIHjHA U TaCTPOHOMHU]H, IITO TPUBIIA-
YH TYpHUCTE 3aHHTEPECOBaHE 3a ayTeH-
THUYHA UCKYCTBA,;

3. 1enoroMIIka MOHyAa: OPOjHE aKTHB-
HOCTH JIOCTYITHE Cy TOKOM IIeJIe IO/~
He, ITO CMamyje CE30HAIHOCT TypH-
3Ma;

4.mofpiIka  JIOKaJTHUM  3ajeIHUIaMa:

MPOjeKTH MoNyT ,,Slow Road* u mpexa
CIIOpUX T'pajJioBa MOJCTUYY Pa3BoOj JIO-
KaJHHUX 3ajC/IHHUIIA;

S.mpomolja Kpo3 JAWTUTAlIHE KaHaue:
aKTHBHOCTH HMHQIyeHcepa u Oiorepa
MOMaXXy y IIHPEHY CBECTH O CIOPOM
TypusMy;

6.jeANHCTBEHE JIOKAaNHje U I1€j3aXKH, T0-
nyT HeTakHyTux Inyma y OpBsuery,
MCTOPHjCKUX TMO/3EMHHX CTPYKTypa 1
nej3aka kojuma pacrionaxe [Tyt Cae-
Tor Jakona.

7.0IpXKHUBOCT M CKOJIOLIKA CBeCT: (o-
KyC je Ha NPUPOAU M EKOJIOMIKU TpH-
XBaTJbUBUM pellewmuMa (Ha mpumep,
MyHadl 3a eJIeKTPUYHE ayTOMOOHIIE).

Cnaboctu (Weaknesses):

l.orpaHUYeH MPUCTYI: HEKe JeCTHHA-
nuje, momyT ,,Meraviglia Slow Living*
y Ipuxoj, cmemrTeHe cy Ha Mambe
NPUCTYNIAYHUM  JIOKalyjama,  IITO
MOYE OTPaHUYUTH OPOj MOCETHIIIAIIA;

2.3aBUCHOCT Of crenuduyHe NuIbHE
rpyIe: CIIOpPH TypU3aM YIIIABHOM IIpH-
BJIaYH TYPUCTE 3aHHTEPECOBAHE 32 MUP
U ayTeHTHYHA UCKYCTBA, ILITO MOXKE Cy-
3UTH U300p TypHUCTA;

3.BUCOKH TPOUIKOBHU: JIyKCY3HE JECTH-
HallMje WM XOTelH 1omyT ,,Meraviglia
Slow Living™“ wmu ,,Pegaz Holiday
Resort* mory Outu ckyme 3a TypucTe
ca NPOCEYHNM NPHMabUMa;

4.1OTeHLMjallH ~ KOH(IMKTH HMHTepe-
ca: mmelly pas3Boja MH(]paCTPyKType
U O4yBamba AayTCHTUYHOCTH ACCTHHA-
amje;

S5.Hemocrarak INOOANHE NPENO3HATIBU-
BOCTH: CIOpH TypH3aM MOXIa HUje
JIOBOJbHO MO3HAT HIMPOj jaBHOCTH Y
nopehemy ca MaCOBHUM TYPU3MOM.

[ance (Opportunities):

l.pa3Boj  cHenujadM30BaHUX  pyTa:
MIPOjeKTH monyT ,,Slow Road* mory ce
Jajbe IUPUTH U Pa3BHjaTH y APYTHM
pEruoHnMa;

2.1poMolMja KpO3 HOBE KaHaje: Ko-
pumheme IUTHUTaNHAX —IUIATGOPMHU,
COLIMjaJTHAX Mpexa U nHdiIyeHcepa 3a
noBehame CBECTH O CIIOPOM TypH3MY;

3.ToapIuKa O CTpaHe BlaJga U OpraHu3a-
nuja: Ilosbcka TypuCTHUKA OpraHu3a-
[[{ja T0Ka3yje MHTEPEC 3a MPOMOIIH]Y
CIIOPOT TypHU3Ma, IITO MOXE CIYKUTH
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Kao MOJIEJ 32 JIpyTe JApKaBe;

4.31paBCTBEHH TPEHJOBU: moBehaHa
MMOTPaKEka 3a BEITHEC yciyrama U pe-
JIaKCaljoM OTBapa JOMNaTHE TIPIITHKE
3a gectuHanmje momyrt ,,Pegaz Holiday
Resort*;

S5.ekcnaH3uja y enykatuBaH cektop: Op-
BHETO Ka0 MECTO 3a aKaJeMCKe M Ipo-
(hecnoHaNHE cacTaHKE MOXE JOIATHO
Pa3BUTH OBY BPCTY TypH3Ma;

6. TuBepcupUKanfja TOHyIe: Pa3Boj H0-
JaTHUX AKTUBHOCTU M YycCJiyra, mnomyT
CIIOPTCKHMX, YMETHHYKHX W €IyKaTHB-
HUX IIporpama.

[perme (Threats):

l.xIMMarcke TpOMEHe: HeTaTUBaH YTH-
11aj Ha TPUPOAHE pecypce KOju Cy
KJbYUHH 32 CIIOPH TypH3aM;

2.noBehana KOHKypeHIII/I_]a nopact 6poja
JICCTUHAIM]a KOje Hy/Ee CIIMYHA UCKY-
CTBa MOXKE€ CMAmbHTH KOHKYPEHTCKY
TIPETHOCT;

3.eKOHOMCKH  (DaKTOpH: EKOHOMCKHE
Kpu3e Win nopehame TPOIIKOBa IyTO-
Bama MOTY CMambUTH OpOj OCETUIIAI,;

4.MacoBHM TypH3aM: PHU3HK Ja CIIOpPH
TypHu3aM U3ryOU ayTeHTUYHOCT YCIIET
TIPEBEJIMKOT TIPUIINBA TYPHUCTA;

5.maHAeMuje U 3paBCTBEHE KPH3e: Orpa-
HU4YaBalk€ IMMyTOBaka U3 3APaBCTBECHUX
pasiiora MOT'y CMambHTH HHTEPECOBAHC
3a IMyTOBama.

3ak/pyyak

Criopu Typu3aM TIpe[CcTaBjba HPUCTYII
IyTOBalby KOjU HaIallaBa KBAIUTET W3-
Haj kBaHTHTeTa. DoKycupa ce Ha IyOOKO
ypamame y JIOKaIHY KyJITYpy, TPaAULH]y H
Ha4YMH KHMBOTa, oMoryhaBajyhu myTHHIMMa
Jla ycriocraBe 1y0Jbe Be3e ca MecTUMa Koja
nocehyjy. OBaj KOHIIENT je y CYIIPOTHOCTH ca
MacOBHHM TYPU3MOM, KOjH C€ YEeCTO Kapak-
TepHIIe KypOOM U MOBPIIHUAM JI0KHBIbAjeM
JICCTHHAITH]a.

[maBHM OPUHIMOM CIIOPOT  TypU3Ma
YKJbYUY]y OAPKUBOCT, Qy TEHTUYHOCT U CIIOP
TEMIIO ITyToBama. OAP>KUBH ACTIEKT CE OTJIe-
Ja Y CMambCeHy CKOJIOLIKOI OTHCKA TYPHCTa,
KopHumhemy jaBHOT TIpeBO3a U MOAPIKaBaAY
JIOKQJIHE EKOHOMHje. AYTEHTHYHOCT IO[-

pasymeBa MHTEpaKLUWjy ca JIOKAJIHUM CTa-
HOBHUILITBOM, UCTPAXHMBAE TPaIUIIMOHAI-
HE KyXUe, YUCHhE 0 UCTOPUjU U 00MYajuMa
MecTa, Kao U ITOLITOBAamE JIOKATHE KYJType.
Taxole, oBakaB PHUCTYI TypU3My HOACTHYE
IyTHHKE JIa TIPOBOJIC BUILIE BpEMEHA Ha Jiec-
TUHALU]H, IITO MOXE JOBECTH JIO JTyOsber
pasymeBama M IOLITOBAWbA JECTHHAIM]E.
Takohe, oBakaB Typu3aM BOIH YMamCHY
cTpeca U nosehamy 3a710BOJBCTBA KOJ ITYT-
HUKa. YMECTO jypmaBe ca jenHe AeCTHHa-
LI1je Ha JIPYTY, IIyTHUIIX MOTY Jia CE OIyCTe,
Y)KHBajy y IPUPOAH, OTNPO0ajy y JOKATHUM
AKTHMBHOCTHMA, TIOBEXKY Ca 3ajeTHULIOM KOjy
nocehyjy, y3 6pojue npyre 6enedure. C apy-
e CTpaHe, MO)Ke UMAaTH U ITO3UTHBAH YTHIA]
Ha MEHTAJIHO M (HU3MYKO 3IpaBibe, IpYy-
ajyhu Iy THUIIMMA IPUIIMKY J1a Ce OIMOPE U
perenepuiy. Criopu Typu3am je Takohe npu-
JIMKA 332 IPOMOBHUCAE M OUYBabE JIOKAJTHE
KyaTypHe O6amrruHe. Kpo3 nHuImjaTuBe Koje
YKIJBbYUyjy JIOKalTHEe 3aHATIHNje, YMETHHKE U
npou3Bohade XpaHe, TypHCTH MOTY Ca3Ha-
TH BHIIE O TPAJUIIMOHAIHUM BEIITHHAMA M
o0OuuajumMa, YnMe JOIPHHOCE HHXOBOM O4Y-
Baby.

C 003upoM Ha TO J1a je CIIOpH TypH3aMm
HOB (peHOMEH, Oymyha mcTpakuBama MOTY
outn OpojHa. [lajpa uUCTpakuBama Mory
ouru yeMepeHa npema aHaTH3H CMeIlTaja U
yClIyra KOju ce IpyKajy y CIOPOM TypU3MYy
U IHHUXOB JIONIPUHOC YKYITHOM HCKYCTBY TY-
PHCTa, YCIIOPEHOM KOH3yMEpH3MY, IIaHcaMa
3a pa3Boj cropor Typmma y Permyonmmm Cp-
Omju, yIo3u caBpeMEeHE TEXHOJIOTHjEe y TPO-
MOLMJH U YIPaBJbalkby CIHOPUM TYpU3MOM,
cTparervjama OpeHIuparma CIOPHX JEeCTH-
Halyja, pa3Bojy nporpama oOyKe 3a Typuc-
THYKE PaJHHUKE y CIIOPOM TYPH3MY H JPYTO.
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UTICAJ STRUCNIH PREDMETA NA ZADOVOLJSTVO
KVALITETOM NASTAVE U SREDNJOJ STRUCNOJ SKOLI

THE IMPACT OF VOCATIONAL SUBJECTS ON SATISFACTION WITH THE
QUALITY OF TEACHING IN SECONDARY VOCATIONAL SCHOOL

Apstrakt: U ovom istrazivanju ispitana je
veza izmedu nastave strucnih predmeta i
zadovoljstva ucenika kvalitetom izvodenja
strucne nastave i prakticnih oblika rada.
Poseban akcenat je stavljen na proucava-
nje uticaja obrazovnih dimenzija na kvali-
tet strucne nastave. To su: razvoj kljucnih
kompetencija, upotreba savremenih nastav-
nih sredstava i medupredmetna korelacija, i
upotreba razlicitih nastavnih metoda i teh-
nika u strucnoj nastavi u srednjoj strucnoj
skoli. Za potrebe ovog istrazivanja koriséen
je prilagoden PoS (Prism of Sustainability)
model, koji je koncipiran na primeni tehnike
anketiranja ucenika i njihovih roditelja, uz
pomo¢ pisanog upitnika kao instrumenta u
istrazivanju. Ukupno 129 ispitanika (70 uce-
nika i 59 roditelja) iskazalo je svoje stavove
prema tvrdnjama koje mogu ukazati na kva-
litet nastave strucnih predmeta. Pored toga,
ispitanici su ocenili tvrdnje koje se odnose
na uticaj strucne nastave na zadovoljstvo
ucenika kvalitetom takve nastave. Prikuplje-
ni podaci su obradeni i analizirani uz pomo¢
statistickog softvera SPSS v.21. Nakon ispiti-
vanja pouzdanosti skala i varijabli, dobijeni
podaci su prikazani uz pomo¢ tabela. Rezul-
tati istrazivanja ukazuju na znacajne utica-
Jje obrazovnih dimenzija na kvalitet nastave
strucnih predmeta, cime su pomocne hipo-
teze potvrdene u celosti. Pored toga, istra-
Zivanjem je ustanovljeno da strucna nasta-

Abstract: In this research, the relationship
between the teaching of professional sub-
Jjects and student satisfaction with the qual-
ity of professional teaching and practical
forms of teaching was examined. Special
emphasis is placed on the study of the im-
pact of educational dimensions on the qual-
ity of professional teaching. These are: the
development of key competences, the use
of modern teaching tools and cross-subject
correlation, and the use of different teach-
ing methods and techniques in professional
teaching in secondary vocational school.
For the purposes of this research, an adapt-
ed PoS (Prism of Sustainability) model was
used, which was conceived on the applica-
tion of the technique of surveying students
and their parents, using a written question-
naire as an instrument in the research. A to-
tal of 129 respondents (70 students and 59
parents) expressed their views on the claims
that can indicate the quality of the teaching
of professional subjects. In addition, the re-
spondents evaluated the statements related
to the impact of professional teaching on
student satisfaction with the quality of such
teaching. The collected data were processed
and analyzed with the help of statistical soft-
ware SPSS v.21. After examining the reliabil-
ity of the scales and variables, the obtained
data were presented with the help of tables.
The results of the research indicate signifi-
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va u znacajnoj meri doprinosi zadovoljstvu
ucenika kvalitetom nastave, cime je glavna
hipoteza potpuno prihvacena. Rezultati ovog
istrazivanja mogu pomoci u projektovanju
nastave u srednjim strucnim Skolama i pri-
likom izrade operativnih i individualnih na-
stavnih planova.

Kljuéne reci: strucna nastava, kvalitet na-
stave, kompetencije ucenika, zadovoljstvo
kvalitetom nastave.

Uvod

Cilj ovog istrazivanja jeste da se uz po-
mo¢ kvantitativne metodologije ispita nivo
uticaja struénih predmeta na zadovoljstvo
prakticnom nastavom kod ucenika razli¢itih
obrazovnih profila. Nastavni planovi strucnih
predmeta ukljucuju razlicite nastavne modu-
le koji imaju za cilj da kod ucenika razviju
obrazovne i kvalifikacione kompetencije
kako za rad u struci, tako i za nastavak Sko-
lovanja (Steti¢ et al., 2023). U tom procesu
znacajnu ulogu imaju nastavnici i nacini rea-
lizacije predvidenih nastavnih sadrzaja (Cli-
fford & Montgomery, 2015). Uloga razlicitih
modela nastave i nastavnika kao realizatora
struénih predmeta moze imati veliki znacaj u
kvalitetu strucne nastave. U ovom istraZiva-
nju bice sagledan odnos izmedu stru¢ne na-
stave i zadovoljstva nastavom kao nezavisne
i zavisne varijable, na uzorku ucenika sred-
njeg stru¢nog obrazovanja druge godine i za-
vrs$nih razreda i njihovih roditelja, u Srednjoj
stru¢noj Skoli ,,Vasa Pelagic¢* u Kovinu. Cilj
ovog istrazivanja moze se posmatrati i kroz
znaCaj rada nastavnika stru¢nih predmeta
teorijske i prakti¢ne nastave u stru¢noj sko-
li za svakog ucenika u sistemu obrazovanja
(Francis & Yasué, 2019). Prema navedenom,
nastavnik je klju¢na osoba socijalizacije u
svetu obrazovanja jer pomaze i usmerava iz-
gradivanje interesovanja, uti¢e na formiranje
slike o sebi kao uspesnom ili neuspeSnom u

cant influences of educational dimensions on
the quality of teaching professional subjects,
which fully confirmed the auxiliary hypothe-
ses. In addition, the research established that
professional teaching significantly contrib-
utes to student satisfaction with the quality
of teaching, thus the main hypothesis is ful-
ly accepted. The results of this research can
help in the design of teaching in secondary
vocational schools and in the preparation of
operational and individual teaching plans.

Keywords: professional teaching, teaching
quality, student competencies, satisfaction
with teaching quality.

odredenoj oblasti, prenosi vaspitne i moralne
vrednosti kroz obrazovanje i1 profesionalni
pristup. Kako ovo istrazivanje proucava zna-
¢aj strucne nastave u Srednjoj strucnoj skoli
,,Vasa Pelagi¢” za ucenike i roditelje, omo-
gucava sagledavanje prednosti i nedostataka
doprinosa efikasnom i sveobuhvatnom pri-
premanju ucenika za rad, dalje Skolovanje i
profesionalno napredovanje. Profesionalni
razvoj ucenika rezultat je odnosa nastavnika
prema ucenicima i radu, §to je vazno kako
sa stanovista pojedinca, tako i za drustvo u
kojem pojedinci realizuju svoju profesional-
nu ulogu.

Buduc¢i da rad nastavnika struénih pred-
meta Cini jednu od glavnih determinanti
kvaliteta obrazovanja u polju rada stru¢nog
obrazovanja, potrebno je prouciti na¢in na
koji se odvija nastava stru¢nih predmeta u
srednjoj stru¢noj Skoli i kako ona uti¢e na
profesionalni razvoj ucenika i zadovoljstvo
istom, kroz odnos prema radu, li¢ne preoku-
pacije, probleme i odluke u vezi sa profesi-
jom. Uticaj stru¢nih predmeta i realizacija
prakti¢nih oblika nastave (koja je definisana
nastavnim planovima i programima) uti¢u
na profesionalni razvoj ucenika (Shulruf et
al., 2010) kroz tri podrucja rada (trgovina,
ugostiteljstvo i turizam; poljoprivreda, proi-
zvodnja i prerada hrane; i masinstvo i obrada
metala). Odabrana skola ili studije, determi-
nisa¢e umnogome buduce radno mesto uce-
nika i njegovo dalje profesionalno kretanje.
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S druge strane, dostignuti nivo profesional-
nog razvoja utica¢e na odnos prema daljem
usavrS$avanju koje ¢e se odvijati uz rad.

Predmet istrazivanja u ovom radu jeste
kvalitet nastave stru¢nih predmeta u okviru
stru¢nog obrazovanja i uticaj koji ovaj oblik
pedagoskog rada ima na uéeni¢ke kompeten-
cije koje ¢e pomoci u donosenju odluke za
odabir buduceg profesionalnog napredova-
nja.

U istrazivanju je koriS¢ena kvantitativna
metoda i tehnika anketiranja uz pomo¢ pisa-
nog upitnika kao instrumenta. Uzorak ¢ini
129 ispitanika (70 ucenika i 59 roditelja).
Ispitanici su ucenici Cetvrtog, treceg i dru-
gog razreda u tri podrucja rada, ukljucujuéi
i njihove roditelje. Uz pomo¢ deskriptivne
statistike u radu je opisana struktura uzor-
ka. Primenom Cronbach Alpha koeficijenta
u okviru SPSS v.21 bice ispitan nivo pouz-
danosti dobijenih vrednosti. Vazan rezultat
ovog istrazivanja bi¢e da se ispitaju glavna
i tri pomo¢ne istrazivacke hipoteze, a to je
da nastava stru¢nih predmeta uti¢e na zado-
voljstvo ucenika kvalitetom nastave (H,),
odnosno da tri nastavne dimenzije: nastavne
metode i tehnike u stru¢noj nastavi (H, ),
koris¢enje savremenih nastavnih sredstava
i medupredmetna korelacija (H, ) i razvoj
klju¢nih kompetencija za dalji rad i napre-
dovanje (H,,), doprinose kvalitetu nastave
struénih predmeta i prakti¢nih oblika nasta-
ve.

Dobijeni rezultati istrazivanja mogu po-
sluziti u projektovanju nastave u srednjim
struénim Skolama, prilikom izrade operativ-
nih i individualnih nastavnih planova (Bui-
ssink-Smith ez al., 2011; Steti¢ et al., 2023).
Takode, rezultati ovog istrazivanja mogu po-
moci u profesionalnoj orijentaciji srednjos-
kolaca prilikom izrade razli¢itih projektnih
nastava kroz koje ucenici mogu da analizi-
raju svoje steCene kompetencije i potencijale
za dalji profesionalni razvoj.

Metodolo$ki pristup

U ovom istrazivanju je koris¢en prilago-
deni model Prizme odrzivosti (PoS — Prism
of Sustainabilty). Ovaj model se temelji na

ispitivanju uticaja razli¢itih faktora na varija-
ble koje se ispituju, odnosno uticaj ispitivanih
varijabli na zadovoljstvo ispitanika (Span-
genberg, 2002). Ispitivanjem zadovoljstva
kod razlicitih struktura ispitanika moze se
do¢i do pouzdanih rezultata o stanju fakto-
ra i njihovom uticaju na kreiranje razli¢itih
okolnosti u okruzenju na koje se moze uticati
s ciljem poboljsanja i unapredenja (Cooper,
2002). PoS model je primenjivan devedestih
godina proslog veka u ustanovama Ujedinje-
nih nacija za ispitivanje razli¢itih privrednih
uticaja na razvoj sektora i regiona, da bi da-
nas imao Siroku primenu u ispitivanjima ra-
zli¢itih nauc¢nih polja (Jovanovié et al., 2016;
Risti¢ et al., 2024). Prilagoden istrazivacki
model u ovom radu sadrzi tvrdnje koje su
grupisane u tri obrazovne dimenzije i tvrd-
nje koje se odnose na direktno zadovoljstvo
ispitanika. Merenjem svake dimenzije moze
se do¢i do podataka koji ¢e ukazati na stanje
i kvalitet strucne nastave. Ispitivanjem veze
prakti¢nih oblika nastave i ispitanika, moze
se do¢i do podataka koji ¢e ukazati na nivo
zadovoljstva ispitanika stru¢nom nastavom.
Tako dobijeni podaci posluzi¢e identifikaciji
potreba za unapredenje kvaliteta struéne na-
stave. Koncipiran istrazivacki model moze
se sagledati na Grafikonu 1.

U istrazivanju je koriS¢ena kvantitativ-
na metodologija, uz pomo¢ koje je ispitan
nivo uticaja prakticnih oblika nastave na
zadovoljstvo ucenika stru¢nim predmetima
u okviru srednjeg obrazovanja. Koriséen je
model prizme u kojem su tvrdnje za mere-
nje percipiranih stavova ispitanika grupisane
u tri nastavne dimenzije: Nastavne metode i
tehnike u stru¢nom obrazovanju, koris¢enje
savremenih nastavnih sredstava i medupred-
metna korelacija, i razvoj kljucnih kompe-
tencija za dalji rad i napredovanje. Korisce-
njem Cronbach Alpha koeficijenta ispitan je
nivo uticaja strucne nastave na zadovoljstvo
ucenika kvalitetom nastave, Sto je glavna
istraZivacka hipoteza (H,), odnosno uticaj
nastavnih dimenzija na kvalitet stru¢ne na-
stave, Sto predstavlja osnovu za pomo¢ne hi-
poteze (H, , H,,i H, ,). Tehnika istrazivanja
ukljucila je u€enike drugih, tre¢ih i ¢etvrtih
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Grafikon 1. PoS istraZivacki model
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Izvor: Autori

razreda u tri podrucja rada ukljucujuéi i nji-
hove roditelje. To su: trgovina ugostiteljstvo
i turizam, poljoprivreda, proizvodnja i prera-
da hrane i masinstvo i obrada metala.
Instrument istrazivanja koji je koris¢en
u anketiranju jeste pisani upitnik. Potpuno
anonimni odgovori rangirani su uz pomo¢
petostepene Likerove skale: 1 — u potpunosti
se ne slazem, 2 — delimi¢no se ne slazem, 3
— niti se ne slaZzem, niti slazem, 4 — delimic-
no se slazem, 5 — u potpunosti se slazem. U
prvom delu upitnika nalaze se pitanja koja
se ticu osnovnih karakteristika ispitanika. To
su: pol, godina skolovanja i obrazovni profil

koji u€enik pohada. Drugi deo upitnika sadr-
zi 15 tvrdnji koje se odnose na kvalitet prak-
ticnih oblika nastave. Tvrdnje su grupisane u
tri nastavne dimenzije. To su: nastavne meto-
de i tehnike u struénom obrazovanju (4 tvrd-
nje), koriS¢enje savremenih nastavnih sred-
stava i medupredmetna korelacija (4 tvrdnje)
i razvoj kljucnih kompetencija za dalji rad 1
napredovanje (ukupno 7 tvrdnji). Tre¢i deo
upitnika sadrzi 4 tvrdnje koje se odnose na
zadovoljstvo ispitanika stru¢nom nastavom.

Grupisane varijable za merenje kvalite-
ta strucne nastave i zadovoljstva nastavom
mogu se sagledati u Tabeli 1.

Tabela 1. Tvrdnje za merenje kvaliteta strucne nastave

Nastavne metode i tehnike u stru¢noj nastavi

1. Nastavnici struénih predmeta koriste razli¢ite metode i tehnike u radu

2. Nastavni sadrzaji struénih predmeta su aktuelni

3. Nastavni sadrzaji stru¢nih predmeta su korisni u svakodnevnom Zivotu

4. Teorijska nastava stru¢nih predmeta pomaze u savladavanju prakti¢nih vestina

KoriS¢enje savremenih nastavnih sredstava i medupredmetna korelacija

5. Prakti¢na nastava stru¢nih predmeta je korisna

6. Nastavnici stru¢nih predmeta kroz nastavu pripremaju ucenike za polaganje prijemnih ispita
za nastavak Skolovanja na izabrane visokoskolske ustanove

7. Nastavnici stru¢nih predmeta koriste savremena nastavna sredstva u radu

8. Nastavnici struénih predmeta i prakti¢ne nastave podsti¢u na korisé¢enje sadrzaja drugih

nastavnih predmeta
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Razvoj klju¢nih kompetencija za dalji rad i napredovanje

9. Nastava stru¢nih predmeta razvija interesovanja ucenika za Skolu

10. Nastava stru¢nih predmeta doprinosi socijalizaciji

11. Nastava stru¢nih predmeta doprinosi razvoju znanja i umenja

12. Nastava stru¢nih predmeta doprinosi razvoju prakti¢nih vestina

13. Nastava struénih predmeta pomaze u razvijanju kompetencija obrazovnog profila

14. Nastava stru¢nih predmeta doprinosi razvoju kompetencija preduzetniStva za buduci
sopstveni posao (osnivanje sopstvenog preduzeca)

15. Prakti¢na nastava stru¢nih predmeta pomaze u re$avanju svakodnevnih problema

Tvrdnje za merenje zadovoljstva stru¢nom nastavom

16. Zadovoljan sam jer prakti¢na nastava u $koli nije monotona

17. Zadovoljan sam znanjem nastavnika koji predaju struéne predmete

18. Zadovoljan sam jer prakti¢na nastava osposobljava za zvanje

19. Zadovoljan sam opremljeno$cu kabineta za izvodenje prakti¢ne nastave

Izvor: Autori

Planirani broj ispitanika bio je 216 (108
ucenika i isto toliko roditelja).

Strukturu ispitanika ¢ine obrazovni pro-
fili cveéar-vrtlar, rukovalac poljoprivredne
tehnike, bravar-zavariva¢, kuvar, konobar i
turisticki tehnicar, odnosno ucenici drugih,
tre¢ih i Cetvrtih razreda. Kako se ispitivanje
odnosi na posmatranje duzeg vremenskog
perioda od minimalno jedne $kolske godine,
iz istrazivanja su izuzeti uCenici prvih razreda
i njihovi roditelji. U istrazivanju su ucestvo-
vali 1 u€enici koji nastavu pohadaju po izme-
njenom programu (IOP2), kojima je pruzena
dodatna pomo¢ i objasnjenje prilikom popu-
njavanja upitnika. Inace, Skola ostvaruje za-
pazene rezultate u radu sa uc¢enicima kojima
je potrebna dodatna podrska u savladavanju
gradiva, na $ta ukazuju ucenicka postignuéa i
inkluzija u radno okruzenje nakon zavrSetka
Skolovanja, §to Skola redovno prati.

Anketiranje je obavljeno na ¢asu odeljen;j-
skog staresine, dok su roditelji upitnik po-
punjavali ili u $koli ili u kuénim uslovima.
Odeljenjske staresSine imale su zadatak da
ucenicima i roditeljima prilikom popunjava-
nja upitnika pruze potrebne instrukcije i po-
jasnjenja potencijalno manje poznatih izraza.
Anketiranje je sprovedeno u toku septembra
Skolske 2024/25. godine.

Rezultati sa diskusijom
Nakon sprovedenog anketiranja, izvr§ena
je analiza popunjenih upitnika, kojom prili-
kom je konstatovano da su svi anketni upitni-
ci ispravno popunjeni. Ukupno je anketirano

129 ispitanika. Od tog broja 70 je ucenika
(65% od planiranog broja) i 59 roditelja uce-
nika (55% od planiranog broja). Analizom
broja ispitanih ucenika i roditelja u odnosu
na planirani broj uzorka (216), moze se za-
kljuciti da je istrazivanje obavljeno na repre-
zentativnom uzorku i da se rezultati mogu
smatrati znacajnim za statistiCku analizu 1
dobijanje rezultata istrazivanja. Obzirom na
to da se radi o tehnici anketiranja, postoji
mogucnost statisticke greske do 5% u uzor-
ku (Tenjovié, 2022), $to ne moZe u znacajnoj
meri uticati na dobijene rezultate.

Analizom prikupljenih podataka moze
se zaklju€iti da su decaci (ucenici) u vedini
(51%). Na ovaj broj je uticalo to §to obrazov-
ne profile rukovalac poljoprivredne tehnike
i bravar-zavariva¢ uglavnom upisuju uéenici
muskog pola. Ispitanici trece godine Skolo-
vanja €ine vecinu ispitanika (48,57%). Sle-
de ucenici druge godine skolovanja (40%) i
ucenici ¢etvrtog razreda (11,43%). Strukturu
ispitanika uéenika ¢ine sledeé¢i obrazovni
profili: cvecar-vrtlar (10%), rukovalac po-
ljoprivredne tehnike (14,3%), kuvar (14,3%),
konobar (4,3%), bravar-zavariva¢ (22,9%)
i turisticki tehnicar (34,3%). U ustanovi je
Cesta situacija da razli¢ite obrazovne profi-
le pohadaju ucenici jedne porodice, tako da
pojedinacna analiza strukture roditelja nije
vrsena, $to je predvideno za buduca istrazi-
vanja autora. Za potrebe ovog istrazivanja
anketirano je ukupno 59 roditelja sa ravno-
mernom zastupljeno$éu iz svih obrazovnih
profila koji su predmet ovog istrazivanja.
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Roditelji iz obrazovnih profila su za anketi-
ranje birani metodom slu¢ajnog uzorka, ¢ime
se obezbeduje validnost dobijenih rezultata.
Analizom vrednosti standardne devijacije
moze se zakljuciti da postoje statisticke ra-
zlike u iskazanim odgovorima ispitanika.

Takode, opseg razlika ukazuje na potencijal-
no znacajne vrednosti obzirom da se radi o
razli¢itoj strukturi ispitanika.

Odgovori ispitanika na tvrdnje zado-
voljstva mogu se sagledati u Tebeli 2.

Tabela 2. Struktura odgovora ucenika i roditelja na tvrdnje zadovoljstva strucnom nastavom

obrazovni profili za(;zif((i)rllj:tva 1
5 prosek 4,14
E‘ ukupno 7
& standardna devijacija ,690
‘8 minimum 3
5 maksimum 5
o2 prosek 3,20
= g ukupno 10
2 & standardna devijacija 1,033
é =  minimum 2
2 maksimum 5
prosek 3,80
5 ukupno 10
Z  standardna devijacija 1,229
=~ minimum 1
maksimum 5
prosek 3,67
g ukupno 3
€  standardna devijacija 1,155
£ minimum 3
maksimum 5
o prosek 4,38
L g ukupno 16
Z 5 standardna devijacija , 719
S 5 minimum 3
maksimum 5
prosek 4,33
% & ukupno 24
A7 g standardna devijacija ,702
22  minimum 3
maksimum 5
prosek 4,19
% ukupno 59
5 standardna devijacija ,730
£ | minimum 3
maksimum 5
prosek 4,12
S  ukupno 129
S standardna devijacija ,844
= minimum 1
maksimum 5

Izvor: A

2 3 4 >
4,43 3,86 4,14
7 7 7
,535 ,900 378 4,14
4 2 4
5 5 5
3,10 3,10 3,20
10 10 10
1,370 738 1,476 3,15
1 2 1
5 4 5
4,10 3,70 3,50
10 10 10
1,101 ,949 1,179 3,78
2 2 1
5 5 5
4,67 2,67 3,00
3 3 3
577 577 1,732 3,50
4 2 1
5 3 4
4,75 4,88 4,50
16 16 16
447 342 894 4,63
4 4 3
5 5 5
4,79 4,42 4,50
24 24 24
721 830 659 4,51
2 3 3
5 5 5
4,80 4,49 439
59 59 59
406 728 851 4,47
4 3 3
5 5 5
4,58 428 422
129 129 129
807 892 1,000 4,30
1 2 1
5 5 5

utori
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Analizom obradenih vrednosti moze se
zakljuciti da su obrazovni profili relativ-
no identi¢no ocenili obrazovne dimenzije i
grupisane tvrdnje koje se odnose na kvalitet
stru¢ne nastave. Dobijene prosecne ocene
iznad 4.00 po pitanju kvaliteta struéne na-
stave su relativno visoke. Moze se zakljuciti
da postoji manji broj ocena sa vrednostima
ispod proseka. Najvise ocene za kvalitet
strucne nastave iskazali su u€enici obrazov-
nih profila cvacar-vrtlar, bravar-zavarivac
i turisti¢ki tehnicar, zajedno sa roditeljima
ucenika. Postoji jedna prose¢na ocena ispod
4,00 kod obrazovnog profila cvecar-vrtlar,
dve prosecne ocene kod obrazovnog profila
bravar-zavariva¢ i jedna prosecna ocena is-
pod 4,00 kod obrazovnog profila turisti¢ki
tehniCar. Obrazovni profil cveéar-vrtlar je
najviSom ocenom (4,43) ocenio tvrdnju da
nastavnici struénih predmeta i prakti¢ne na-
stave podsticu na koris¢enje sadrzaja drugih
nastavnih predmeta, dok je sa najmanjom
ocenom (3,71) ocenjena tvrdnja da nasta-
va struénih predmeta razvija interesovanja
ucenika za Skolu. Ucenici obrazovnog pro-
fila bravar-zavariva¢ dali su najviSe ocene
(4,75) tvrdnjama: teorijska nastava stru¢nih
predmeta pomaze u savladavanju prakticnih
vestina; nastavnici stru¢nih predmeta kroz
nastavu pripremaju za polaganje prijemnih
ispita za nastavak Skolovanja na izabrane
visokoskolske ustanove; nastavnici stru¢nih
predmeta i praktiéne nastave podsticu na
koris¢enje sadrzaja drugih nastavnih pred-
meta, i prakti¢na nastava strucnih predmeta
pomaze u reSavanju svakodnevnih problema.
Najnizom ocenom (3,50) ucenici su ocenili
tvrdnju da nastava stru¢nih predmeta razvi-
ja interesovanja ucenika za Skolu. Ucenici
obrazovnog profila turisticki tehnicar su naj-
viSom ocenom (4,88) ocenili tvrdnju da je
prakti¢na nastava stru¢nih predmeta korisna,
§to je ujedno najvisa prose¢na ocena na ni-
vou kompletnog uzorka. Ucenici ovog obra-
zovnog profila su najnizom ocenom (3,04)
ocenili tvrdnju da prakti¢na nastava stru¢nih
predmeta pomaze u reSavanju svakodnevnih
problema.

Roditelji ucenika su kao najznacajnije
(4,606) izdvojili tvrdnju da nastavnici struc-
nih predmeta kroz nastavu pripremaju uceni-
ke za polaganje prijemnih ispita za nastavak
Skolovanja na izabrane visokoskolske usta-
nove. Roditelji uenika su najnizom prosec-
nom ocenom (3,75) ocenili tvrdnju da nasta-
va strunih predmeta razvija interesovanja
ucenika za Skolu.

Ako se analiziraju dobijene vrednosti u
obrazovnim profilima, moze se zakljuciti da
su percipirani stavovi po pitanju obrazovnih
dimenzija i grupisanih tvrdnji relativno razli-
¢iti. Analizom prosecnih vrednosti na nivou
uzorka moze se zakljuciti da su najnize pro-
secne ocene za navedene tvrdnje iskazane od
strane ucenika obrazovnog profila rukovalac
poljoprivredne tehnike, odnosno sve tvrdnje
ocenjene od strane ucenika ovog obrazovnog
profila imaju prosecne vrednosti ispod 4,00.
Najniza prose¢na ocena (2,33) data je od
strane ucenika obrazovnog profila konobar,
za tvrdnju da nastavnici stru¢nih predmeta
koriste razli¢ite metode i tehnike u radu, $to
je ujedno i najniza prosecna ocena na nivou
kompletnog uzorka. Ako se analiziraju naj-
viSe prosecne vrednosti na nivou ukupnih
vrednosti kompletnog uzorka, odnosno naj-
viSe prosecne vrednosti stru¢ne nastave na
nivou ustanove, moze se zakljuciti da su
najvise ocenjene tvrdnje (4,50) one koje uka-
zuju da teorijska nastava stru¢nih predmeta
pomaze u savladavanju prakti¢nih vestina
i da je prakti¢na nastava strucnih predmeta
korisna. Najnizu prosecnu globalnu vrednost
(3,84) ima tvrdnja da nastava stru¢nih pred-
meta razvija interesovanja ucenika za Sko-
lom, $to je identicno sa najniZze ocenjenom
tvrdnjom od strane roditelja.

Ako se analiziraju ukupne prosecne vred-
nosti tvrdnji koje se odnose na zadovoljstvo
nastavom stru¢nih predmeta, moze se za-
kljuciti da su struénom nastavom zadovoljni
ucenici obrazovnih profila prema sledecem
redosledu: bravar-zavarivac (4,63), turisticki
tehnicar (4,51), cvecar-vrtlar (4,14), kuvar
(3,78), konobar (3,50) i rukovalac poljopri-
vredne tehnike (3,15). Dobijene vrednosti
mogu se prikazati u Grafikonu 1.
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Grafikon 1. Prikaz zadovoljstva strucnom nastavom po obrazovnim profilima

bravar-zavarivac
4,63
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kuyar
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Izvor: Autori

Zadovoljstvo roditelja stru¢nom nasta-
vom je na relativno visokom nivou (4,47),
dok je prosecna vrednost zadovoljstva struc-
nom nastavom na globalnom nivou, odnosno
na nivou ustanove takode relativno visoka i
iznosi 4,30.

Pre nego Sto se izvrSi testiranje istra-
zivackih hipoteza, potrebno je da se utvrdi

pouzdanost dobijenih vrednosti za dalju ana-
lizu. Ispitivanje pouzdanosti varijabli moze
se vrsiti koris¢enjem Cronbach Alpha koe-
ficijenta. Sve ispitivane tvrdnje su grupisa-
ne u tri obrazove dimenzije i podvrgnute su
pojedinacnoj analizi. To se moze prikazati u
Tabeli 3.

Tabela 3. Obrazovne dimenzije (n=129)

kvalitet stru¢ne nastave ocene ispitanika
obrazovne dimenzije a prosek
nastavne metode i tehnike u stru¢noj nastavi ,702 4,24
Nastavnici stru¢nih predmeta koriste razli¢ite metode i tehnike u radu 4,14
Nastavni sadrzaji strunih predmeta su aktuelni 4,07
Nastavni sadrzaji struénih predmeta su korisni u svakodnevnom zivotu 4,23
Teorijska nastava stru¢nih predmeta pomaze u savladavanju prakticnih vestina 4,50
koriSéenje savremenih nastavnih sredstava i medupredmetna korelacija ,759 4,36
Prakti¢na nastava stru¢nih predmeta je korisna 4,50
Nastavnici struénih predmeta kroz nastavu pripremaju za polaganje prijemnih

ispita za nastavak skolovanja na izabrane visokoskolske ustanove 443
Nastavnici stru¢nih predmeta koriste savremena nastavna sredstva u radu 4,30
Nastvav.nici struénih predmeta i prakti¢ne nastave podsticu na koris¢enje 423
sadrzaja drugih nastavnih predmeta K
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razvoj kljuénih kompetencija za dalji rad i napredovanje ,652 4,07
Nastava strucnih predmeta razvija interesovanja ucenika za skolu 3,84
Nastava stru¢nih predmeta doprinosi socijalizaciji 3,90
Nastava stru¢nih predmeta doprinosi razvoju znanja i umenja 4,33
Nastava stru¢nih predmeta doprinosi razvoju prakti¢nih vestina 4,19
Nastava stru¢nih predmeta pomaze u razvijanju kompetencija obrazovnog 411
profila >

Nastava stru¢nih predmeta doprinosi razvoju kompetencija preduzetnistva za 4.19
buduci sopstveni posao (osnivanje sopstvenog preduzeca) K

Prakti¢na nastava stru¢nih predmeta pomaze u reSavanju svakodnevnih 3.05
problema ’

a - Cronbach Alpha koeficijent

Tvrdnje su merene uz pomo¢ petostepene Likertove skale

Izvor: Autori

Ako se analiziraju vrednosti ,,0 moze se zakljuciti da sve tri dimenzije imaju vrednost
vecu od 0,60. Prema Nunnally i Bernstein (1994), Cortina (1993), Stojanovic¢ et al. (2024),
Risti¢ e al. (2024) 1 Trisi¢ et al. (2024), svaka ispitivana dimenzija sa vrednos¢u ¢>0,60 moze
biti prihvacena kao pouzdana za analizu. Takode, potrebno je izvrsiti i ispitivanje tvrdnji koje
se odnose na zadovoljstvo ispitanika stru¢nom nastavom.

To se moze prikazati u Tabeli 4.

Tabela 4. Prikaz vrednosti zadovoljstva ispitanika (n=129)

ispitanici
indeks zadovoljstva a prosek
0,859 4,30
Zadovoljan sam jer prakti¢na nastava u $koli nije monotona 4,12
Zadovoljan sam znanjem nastavnika koji predaju stru¢ne predmete 4,58
Zadovoljan sam jer prakti¢na nastava osposobljava za zvanje 4,28
Zadovoljan sam opremljenoscu kabineta za izvodenje prakti¢ne nastave 4,22

Izvor: Autori

Hipoteze su testirane regresionom anali-
zom i podvrgnute Spirmanovom koeficijentu
kako bi se identifikovale veze izmedu varija-
bli koje se ispituju.

Glavna hipoteza H: Nastava stru¢nih
predmeta utice na zadovoljstvo ucenika kva-
litetom nastave.

Dobijeni rezultati nakon primene T-testa
(Tabela 5) prikazuju postojanje statisticki

znacajnih razlika dobijenih prosec¢nih vred-
nosti kvaliteta stru¢ne nastave (M = 4,22)
i zadovoljstva ucenika nastavom stru¢nih
predmeta i prakticnim oblicima nastave (M =
4,30; p=0,000<0,05).

Implikacijom Spirmanovog koeficijenta
moze se zakljuciti da je medusobna korelacija
izmedu ispitivanih varijabli pozitivna i zna-
¢ajna (p = 0,396; p<0,05).
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Tabela 5. Korelacija izmedu dve ispitivane varijable

varijable prosek devisjta;cija t df P
kvalitet stru¢ne nastave 4,22 0,72
zadovoljstvo ucenika nastavom stru¢nih 430 0.83 -39,618 128 1| 0,000
predmeta ’ ’

Znacajnost razlika aritmetickih sredina je na nivou 0.05.

Izvor: Autori

Nakon primene ANOVA testa, moze se
zakljuciti da regresiona analiza ukazuje na
znadajnost modela koji je testiran (/= 0,396;
p<0,05) i da kvalitet struéne nastave ima
znacajan pozitivan uticaj na zadovoljstvo
ucenika nastavom stru¢nih predmeta. Kako
je varijansa objaSnjena sa 40% i kako je
vrednost p znacajna, moze se konstatovati da
je Hipoteza H : Nastava stru¢nih predmeta
uti¢e na zadovoljstvo ucenika kvalitetom na-
stave, prihvacena u potpunosti.

Pomoc¢na hipoteza H, : Nastavne me-
tode 1 tehnike u nastavi doprinose kvalitetu
stru¢ne nastave.

Testiranjem T-testom (Tabela 6) moze se
zakljuciti da postoji statisticki znacajna ra-
zlika izmedu prosecnih vrednosti za obra-
zovnu dimenziju — Nastavne metode i tehni-
ke u nastavi (M = 4,24) i kvaliteta stru¢ne
nastave (M = 4,22; p=0,000<0,05).

Primenom  Spirmanovog koeficijenta
moze se zakljuciti da je medusobna korela-
cija izmedu ispitivanih varijabli pozitivna i
znacajna (p = 0,849; p<0,01), Sto ukazuje na
povezanost ove dve varijable.

Tabela 6. Veza izmedu prosecnih vrednosti varijabli nastavne metode i tehnike u nasta-
vi i kvalitet strucne nastave

varijable prosek devisjta;cija t df P
kvalitet stru¢ne nastave 422 0,72
41,532 128 0,000
nastavne metode i tehnike u nastavi 4,24 0,83

Izvor: Autori

Nakon primene ANOVA testa, moze se
zakljuciti da regresiona analiza ukazuje na
znacajnost modela koji je testiran (f = 0,773;
p<0,05) i da kvalitet struéne nastave ima
znacajan pozitivan uticaj na zadovoljstvo
ucenika nastavom stru¢nih predmeta. Kako
je varijansa objaSnjena sa 77% i kako je
vrednost p znacajna, moze se konstatovati da
je pomoc¢na Hipoteza H, : Nastavne metode
i tehnike u nastavi doprinose kvalitetu struc-
ne nastave, prihvacena u potpunosti.

Pomoc¢na hipoteza H ,: KoriS¢enje savre-

1 p - standardizovani koeficijent regresije i ukazuje na odnos
izmedu ispitivanih varijabli

menih nastavnih sredstava i medupredmetna
korelacija doprinose kvalitetu stru¢ne nastave.
Nakon testiranja sa T-testom (Tabela 7)
moze se zakljuciti da postoji statisticki zna-
¢ajna razlika izmedu prosecnih vrednosti za
obrazovnu dimenziju — Koris¢enje savreme-
nih nastavnih sredstava i medupredmetna
korelacija (M = 4,36) i kvaliteta stru¢ne na-
stave (M = 4,22; p=0,000<0,05).
Implikacijom Spirmanovog koeficijenta
moze se zakljuciti da je medusobna korela-
cija izmedu ispitivanih varijabli pozitivna i
znacajna (p = 0,711; p<0,05), sto ukazuje na
zakljucak o povezanosti ove dve varijable.



Broj34 | 123

Tabela 7. Veza izmedu prosecnih vrednosti varijabli koris¢enje savremenih nastavnih sred-
stava i medupredmetna korelacija i kvalitet strucne nastave

varijable prosek | st. devijacija t df p
kvalitet strucne nastave 422 0,62
koris¢enje savremenih nastavnih sredstava i 436 0.71 55,283 | 128 | 0,000
medupredmetna korelacija i >

Izvor: Autori

Nakon primene ANOVA testa, moze se
zakljuciti da regresiona analiza ukazuje na
znacajnost modela koji je testiran (f = 0,596;
p<0,05) i1 da kvalitet strucne nastave ima
znaCajan pozitivan uticaj na zadovoljstvo
ucenika nastavom stru¢nih predmeta. Kako
je varijansa objasnjena sa 60% i kako je
vrednost p znacajna, moze se konstatovati da
je pomoc¢na Hipoteza H, ,: KoriS¢enje savre-
menih nastavnih sredstava i medupredmetna
korelacija doprinose kvalitetu struéne nasta-
ve, prihvac¢ena u potpunosti.

Pomo¢na hipoteza H, ,: Razvoj klju¢nih
kompetencija za dalji rad 1 napredovanje do-
prinose kvalitetu stru¢ne nastave.

Implikacijom T-testa (Tabela 8) moze se
zakljuciti da postoji statisticki znacajna razli-
ka izmedu prose¢nih vrednosti za obrazovnu
dimenziju — Razvoj klju¢nih kompetencija za
dalji rad i napredovanje (M = 4,07) i kvalite-
ta strucne nastave (M =4,22; p=0,000<0,05).

Primenom Spirmanovog koeficijenta
moze se zakljuciti da je medusobna korela-
cija izmedu ispitivanih varijabli pozitivna i
znacajna (p = 0,691; p<0,05), Sto navodi na
zakljucak o znacajnoj povezanosti ove dve
varijable.

Tabela 8. Veza izmedu prosecnih vrednosti varijabli razvoj kljucnih kompetencija za dalji
rad i napredovanje i kvalitet strucne nastave

varijable prosek st. devijacija t df D
kvalitet stru¢ne nastave 4,22 0,62
razvoj klju¢nih kompetencija za daljirad i | , 5 071 55,283 | 128 | 0,000
napredovanje ’ >

Izvor: Autori

Nakon primene ANOVA testa, moze se
zakljuciti da regresiona analiza ukazuje na
znacajnost modela koji je testiran (f = 0,652;
p<0,05) i da kvalitet struéne nastave ima
znacajan pozitivan uticaj na zadovoljstvo
ucenika nastavom stru¢nih predmeta. Kako
je varijansa objaSnjena sa 65% i kako je
vrednost p znacajna, moze se konstatovati da
je pomo¢na Hipoteza H, ,: Razvoj klju¢nih
kompetencija za dalji rad 1 napredovanje do-
prinosi kvalitetu strucne nastave, prihvacena
u potpunosti.

Zakljucak

Predmet ovog istrazivanja bio je ispitiva-
nje veze nastave struénih predmeta i zado-

voljstva ucenika kvalitetom stru¢ne nastave
i steCenim kompetencijama prakti¢nih oblika
rada. S obzirom na to da se radi o primeni ra-
zli¢itih metoda 1 tehnika u istrazivanju, bilo
je neophodno da se kvalitet stru¢ne nastave
ispita u sva tri obrazovna podruéja rada sko-
le, a to su: Trgovina, ugostiteljstvo i turizam,
Poljoprivreda, proizvodnja i prerada hrane i
Masinstvo i obrada metala. Kroz obrazovne
profile ovih podrucja rada realizuje se struc-
no obrazovanje ucenika s ciljem osposoblja-
vanja za uspesno odgovaranje na zahteve
poslova buduéeg radnog mesta. U srednjem
stru¢nom obrazovanju, odnosno u srednjoj
stru¢noj skoli, uspostavljen je sistem obezbe-
divanja kvaliteta obrazovanja i ucenja, kao i
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kvalitet ishoda obrazovanja u stepenu koji je
ostvarljiv shodno socijalnoj podrsci porodi-
ca iz kojih dolaze nasi ucenici. Vrednovanje
efikasnosti obrazovnog procesa usmereno je
na analizu uspesnosti ostvarivanja zadataka
obrazovanja, osposobljavanja i nastavnog
procesa, kako bi se sagledalo funkcionisa-
nje obrazovnog i vaspitnog sistema u svim
segmentima rada srednje strucne Skole. Te-
stiranjem postavljenih hipoteza u radu potvr-
deno je da nastava stru¢nih predmeta svojim
kvalitetom u zna¢ajnoj meri doprinosi zado-
voljstvu ucenika. Ovaj podatak je znacajan
sa aspekta profesionalne orijentacije i oda-
bira obrazovnih profila, kako u srednjem
obrazovanju, tako i za nastavak Skolovanja
(Jovanovi¢ et al., 2015). Pored toga $to poje-
dine tvrdnje ukazuju na razlicite uticaje po-
stavljenih obrazovnih dimenzija na kvalitet
nastave, zaklju¢na razmatranja ukazuju na
znacajno zadovoljstvo ispitanika. Dimenzi-
ja koja u najvecoj meri doprinosi kvalitetu
stru¢ne nastave i zadovoljstvu ispitanika je
— Koris¢enje savremenih nastavnih sredstava
i medupredmetna korelacija. Ova dimenzija
je od strane ispitanika ocenjena kao najzna-
Cajnija za strucnu nastavu. Kao najznacajnije
od strane ispitanika izdvojene su tvrdnje da
nastava stru¢nih predmeta doprinosi razvoju
prakti¢nih vestina, zatim da su nastavni sadr-
zaji struénih predmeta korisni u svakodnev-
nom zivotu, da nastava stru¢nih predmeta
doprinosi razvoju kompetencija preduzet-
nistva za buduéi sopstveni posao (osnivanje
sopstvenog preduzeca), da prakti¢na nastava
pomaze u reSavanju svakodnevnih problema
i da su nastavni sadrzaji strucnih predmeta
aktuelni. Na nivou uzorka (ustanove) najvise
ocenjene tvrdnje su da nastava stru¢nih pred-
meta doprinosi razvoju prakticnih vestina
i da su nastavni sadrzaji strucnih predmeta
aktuelni.

Dobijeni rezultati istrazivanja posebno
su znacajni za obrazovni profil turisticki
tehnicar i turisticko-hotelijerski tehnicar, iz
razloga $to je ovo ¢etvorogodisnji obrazovni
profil. Nakon zavrSenog srednjeg obrazo-
vanja diplomci se opredeljuju za nastavak
Skolovanja na nekoj od visokoskolskih usta-

nova. Kako struéna nastava pozitivno utice
na zadovoljstvo ucenika kvalitetom takve
nastave, formira se vazna osnova za sticanje
prakticnih kompetencija i znanja koja mogu
pomoc¢i nastavku Skolovanja u okviru nauc-
nih disciplina postoje¢eg podrucja rada. To
su turizam i hotelijerstvo, geonauke ili eko-
nomski smerovi. Iz razloga Sto se prijemni
ispiti na ovim visoko$kolskim ustanovama
sastoje od provere steCenog znanja u sred-
njem obrazovanju, diplomci podrucja rada
trgovina, ugostiteljstvo 1 turizam mogu sa
uspehom poloziti prijemni ispit i nastaviti
svoje Skolovanje iz oblasti turizma ili eko-
nomije. Odabir visokoskolskih ustanova za
nastavak Skolovanja obrazovnog profila tu-
risticki tehniCar bic¢e predmet bududeg istra-
zivanja autora.

Ograni¢enja koja su postojala u toku
sprovodenja istrazivanja bila su nedovoljno
razumevanje pojedinih tvrdnji iz upitnika od
strane ucenika koji se obrazuju po izmenje-
nom programu (IOP2), kojih u ustanovi u
Skolskoj 2024/25. godini ima dvadeset i tro-
je. Veliku pomo¢ prilikom ¢itanja i razume-
vanja tvrdnji upitnika pruzale su odeljenjske
stareSine. Isti slucaj prisutan je bio i prilikom
anketiranja pojedinih roditelja, obzirom da
odreden broj ucenika dolazi iz deprivira-
nih 1 nestimulativnih porodica. Zbog toga
je bilo potrebno izvrsiti obuku odeljenjskih
stareSina, kako bi se obezbedilo validno i
ravnopravno prikupljanje podataka u sklopu
ovog istrazivanja. Pored podrske ucenicima
koji nastavu pohadaju po prilagodenom pro-
gramu, pomo¢ prilikom anketiranja bila je
potrebna i zna¢ajnom broju ostalih uéenika,
kako bi se §to verodostojnije odgovorilo na
postavljena pitanja i kako bi iskazani odgo-
vori u znacajnoj meri bili pouzdani.

Dobijeni rezultati ovog istrazivanja mogu
posluziti ovoj i drugim stru¢nim Skolama za
dalja proucavanja ove problematike i izradi
akcionih planova za poboljSanje i unapredi-
vanje prakti¢nih oblika nastave (Korkmaz,
2015; Palmer et al., 2017). Pored toga, rezul-
tati istrazivanja mogu biti znacajni prilikom
izrade Razvojnog plana ustanove, Godisnjeg
plana rada, globalnih i operativnih planova
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rada nastavnika, kriterijuma ocenjivanja i
projektovanja drugih nastavnih i vannastav-
nih aktivnosti (Olamide & Olawaiye, 2013;
Coll-Ramis, 2023).

Buduca istrazivanja autora bi¢e usmerena
ka ispitivanju uticaja opSteobrazovnih pred-
meta na zadovoljstvo nastavom u srednjoj
stru¢noj Skoli. Takode, izvrSice se poredenje
sa ovim rezultatima, $to moze pomo¢i njiho-
voj medupredmetnoj korelaciji, koja zasigur-
no moze unaprediti nivo ostvarljivosti ishoda
struénih 1 opSteobrazovnih predmeta u struc-
nom obrazovanju.
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POTENCIJALNI RAZVOJ FOTO-TURIZMA NA PROSTORU
JEZERSKIH AKUMULACIJA OPSTINE SUBOTICE

THE POTENTIAL FOR THE DEVELOPMENT OF PHOTO TOURISM IN THE
AREA OF LAKE RESERVOIRS IN THE MUNICIPALITY OF SUBOTICA

Apstrakt: Opstina Subotica, sa svojim jezerskim akumulacijama kao Sto su Palicko, Ludasko,

Treset, Majdan i Krvavo jezero, predstavlja
idealnu destinaciju za razvoj foto-turizma.
Sa bogatom florom i faunom, kao i prelepim
pejzazima, jezerske akumulacije nude ideal-
ne uslove za foto-safari aktivnosti. U ovom
radu se analizira trenutna turisticka ponuda,
identifikujuci nedostatke u infrastrukturi i
promociji, kao i potencijalne ciljne grupe.
Takode, istrazuje se mogucnost saradnje sa
lokalnim zajednicama i organizacijama za
ocuvanje prirode, kako bi se razvila odrziva
turisticka ponuda. Zakljucak sugerise da bi
strateski pristup razvoju foto-turizma mogao
znacajno doprineti ocuvanju prirodnih re-
sursa, unapredenju lokalne ekonomije i ja-
Canje turistickog identiteta opstine Subotice.

Kljuéne reci: foto-turizam, foto-safari, jezer-
ske akumulacije, opstina Subotica

Uvod

U savremenom svetu, turizam se nepre-
kidno razvija i prilagodava novim trendo-
vima, a foto-turizam se isti¢e kao jedna od
turizma ne samo da omogucava putnicima
da zabeleze svoja iskustva kroz objektiv ka-
mere, ve¢ ih 1 podsti¢e da istrazuju prirodne

Abstract: The municipality of Subotica, with
its lake reservoirs such as Palic¢ko, Ludasko,
Treset, Majdan and Krvavo lake, represent
an ideal destination for the development of
photo tourism. With rich flora and fauna,
as well as beautiful landscapes, the lake
reservoirs offer ideal conditions for pho-
to safari activities. This paper analyzes the
current tourist offer, identifying deficiencies
in infrastructure and promotion, as well as
potential target groups. Also, the possibility
of cooperation with local communities and
nature conservation organizations is being
explored, in order to develop a sustainable
tourist offer. The conclusion suggests that
a strategic approach to the development of
photo tourism could significantly contribute
to the preservation of natural resources, the
improvement of the local economy and the
strengthening of the tourist identity of the
municipality of Subotica.

Key words: photo tourism, photo safari, lake
reservoirs, municipality of Subotica

lepote, kulturne znamenitosti i autenti¢ne
lokalne zajednice. U ovom kontekstu, opsti-
na Subotica, poznata je po svojim jezerskim
akumulacijama, te predstavlja izuzetno pri-
vlaénu destinaciju za foto-turiste. Foto-turi-
sta je osoba koja putuje iz svog mesta stalnog
boravka u cilju fotografisanja i snimanja vi-
deo zapisa u nekoj turistickoj destinaciji.
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Jezerske akumulacije u ovom podrucju
ne samo da nude prelepe pejzaze, vec i boga-
tu biolosku raznovrsnost i jedinstvene ekosi-
steme. Ove prirodne lepote privlace ljubitelje
prirode, fotografije i turiste iz razlicitih kra-
jeva, ¢inedi ih idealnim mestima za razvoj
foto-turizma. Pored vizuelnih atrakcija, jeze-
ra su i vazne tacke za ocuvanje biodiverziteta
i pruzaju prilike za razlicite oblike rekreaci-
je, kao Sto su ribolov, plovidbe ili Setnje.

Razvoj foto-turizma na prostoru jezerskih
akumulacija doprinosi ne samo ocuvanju
prirodnih resursa, ve¢ i jatanju lokalne eko-
nomije. Organizovanje foto-tura, radionica i
takmicenja moze privuci veéi broj posetilaca
1 stvoriti nove moguénosti za lokalne predu-
zetnike, umetnike i vodice. Takode, promo-
cija ovog oblika turizma trebalo bi ocekivati
doprinos vec¢oj svesti o oCuvanju prirodne
sredine, ¢ime se podstice odrziv razvoj.

U radu ¢e se istrazivati potencijali koje
jezerske akumulacije opStine Subotice nude
za foto-turizam. Biée analizirani postojeci
resursi, kao i izazovi sa kojima se ovaj oblik
turizma suocava. Na kraju, bi¢e predlozena
strategija i preporuke za njihov odrziv ra-
zvoj, s ciljem da se osnaze lokalne zajednice,
privucée veci broj turista i ocuva prirodna le-
pota ovog jedinstvenog podrucja. Saradnjom
izmedu lokalne vlasti, turistickih organiza-
cija 1 zajednica, jezerske akumulacije mogu
postati istaknuta destinacija za foto-turiste,
nudeéi im nezaboravne trenutke i iskustva.

Foto-turizam kao novi vid kulturnog
turizma

Fotografija i turizam, kao novi svetski
fenomeni, pojavili su se skoro u isto vreme,
fotografija je zvani¢no rodena objavom da-
gerotipije! (1839), a za pocetak razvoja tu-
rizma uzima se osnivanje firme Kuk (Cook)
u Londonu 1851. godine (Vels, 2006: 124).
Fotografija je postala ritualna praksa turiz-

1 Degerotipija je jedna od prvih vrsta slika u istoriji fotografije.
Izumeo ju je Luj Dager, po ¢ijem prezimenu je i dobila naziv.
Ova tehnika je razvijena nakon prvih slika Nisefora Nijepsa i
bila je u Evropi, u upotrebi 20 godina, od 1839. do oko 1860.
godine, dok je u Americi bila popularna i dve decenije kasnije.
U Srbiji prvu degerotopiju napravio je trgovac Dimitrije
Novakovi¢, 1840. godine, kome pripada naziv pionir fotografije
i prvi srpski fotograf.

ma, a fotografi su istrazivali udaljena mesta,
donoseci nove ideje, objekte, ambijente i lo-
kalne kulture. Savremena Zelja za vizuelnim
dozivljajem i turistickim kretanjem dodatno
se ubrzala zahvaljuju¢i ovim izumima, za-
jedno su omoguéili neverovatno puno slika
i prizora, kao i Siroko geografsko proSirenje
vidljivog. Fotografija se, stoga, moze sma-
trati putuju¢im fenomenom i klju¢nim delom
modernih turistickim kretanjima (Larsen,
20006: 241).

Prvi znacajan rad koji se bavio odnosom
izmedu turizma i fotografije je ,,O fotogra-
fiji* (1977), kulturoloske teoreticarke Susan
Sontag. Ona je isticala da fotografija drama-
tiéno menja percepciju sveta, pretvarajuéi je
u ,,drustvo spektakla® gde slike prevazilaze
stvarnost, a ,,stvarnost® postaje turistic¢ki fe-
nomen, predmet vizuelne potrosnje (Larsen,
2006: 242). Fotografija se moze smatrati
bukvalnom reprodukcijom stvarnosti, vaz-
nim faktorom u njenoj percepciji i alatom
za ,,zamrzavanje* trenutka. Kada je prvi put
patentirana ve¢ pomenute 1839. godine u
Francuskoj, imala je iskljué¢ivo nau¢nu svr-
hu. Prvi teorijski pristupi fotografiji razvijeni
su izmedu 1840. 1 1930. godine, pri cemu su
se isticali formalisticki i realisti¢ki pristupi
(Larsen, 2005: 116). Od samog pocetka tu-
ristickih putovanja, putnici su belezili svoja
iskustva i opisivali predele kroz koje su pro-
lazili, najpre crtezima i slikama, a zatim, s
razvojem tehnologije, i fotografijama. Ove
fotografije su sluzile kao uspomene (turi-
zam), interpretacije (nauka) i izraz divljenja
(umetnost) (Gammon i dr., 2003: 22).

Razvoj turizma u nekom mestu zavisi od
postojanja razlicitih sadrzaja i faktora koji
¢e omoguciti turistima da zadovolje svoje
turisticke potrebe. Faktori koji omogucavaju
turistima da zadovolje svoje turisticke potre-
be nazivaju se turisti¢ki resursi ili turisticke
atrakcije. Turisticki resursi predstavljaju sva
prirodna ili drustvena dobra koja se mogu
turisticki valorizovati (iskoristiti), odnosno
one pojave, objekti, procesi i sl., koje tu-
risti (i izletnici) posecuju i koriste. Prema
Defert-u, turisti¢ki resursi obuhvataju sadr-
zaje prostora koji mogu podstaéi turistiCka
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kretanja, te ih deli na prirodne (hidrom, fitom
i litom) i antropogene resurse (Defert, 1972:
19). Dakle, resursi su osnova za razvoj turiz-
ma neke destinacije. Postoje razli¢ite klasifi-
kacije turistickih resursa. Osnovni kriterijum
podele je prema genezi, odnosno prema naci-
nu postanka, pa se tako dele u dve kategorije:
prirodni (gravitacija, toplota, erozija i sl.) i
antropogeni turisticki resursi (spomenici kul-
ture, arheoloski lokaliteti, arhitektonska zda-
nja, manifestacije, etnografska obelezja i sl.)
(Ristanovi¢ i dr., 2002: 113).

Osnovne atrakcije u foto-turizmu mogu
se podeliti u Cetiri kategorije: stacionarne
(permanentne) — arhitektura, kulturno-isto-
rijsko naslede, arheolosko naslede, pejzazi
i sl.; stacionarne (privremene) — biljke, po-
sude, mrtva priroda, portreti i sl., mobilne u
pokretu (sporija pokretljivost) — vodozemci,
ribe i sporije zivotinje; mobilne u pokretu
(veca pokretljivost) — sisari, insekti i ptice
(Pivacidr., 2016: 128).

Pojam ,,foto-turizam* je novijeg datuma,
ali predstavlja uspesan nacin kojim se obo-
gacuje turisticka ponuda sa veoma malim
uticajem po zivotnu sredinu. Osnovna defini-
cija foto-turizma predstavlja oblike turizma
koji se zasnivaju na (manjoj ili vise strucnoj)
upotrebi fotoaparata, poput foto-safarija i ra-
znih oblika posmatranja (divljih) zivotinja i
prirode (eng. wildlife tourism). Koncept ove
vrste turizma ima odredene osobine, a to su:

1.Organizuje se pretezno u manjim gru-

pama, Sto ne ugrozava prirodnu sredi-
nu, ¢ime se definise kao specifi¢an deo
ekoturizma;

2.Produzava turisticku sezonu, posebno

u destinacijama koje su strogo sezon-
ske;
3.Povecava konkurentnost turisticke de-
stinacije uvodenjem dodatnog oblika
turizma i1 novih aktivnosti za posetioce;

4.Ne zahteva posebnu infrastrukturu;
nema specificne zahteve vezane za
smestaj i druge objekte, Sto znaci da
nije potrebna nikakva specijalizovana
turisticka infrastruktura za njegovu re-
alizaciju;

5.Donosi ekonomsku korist; kao i svaki
drugi oblik turizma, doprinosi ekonom-
skom razvoju putem lokalne potrosnje
posetilaca;
6.Povecava socijalizaciju posetilaca,
okupljaju¢i turiste sa sli¢nim intereso-
vanjima i stavovima, $to ih zblizava;
Na osnovu iznetih teza se moze zaklju-
Citi da foto-turizam predstavlja odrzivi oblik
turizma, jer postuje sve njegove principe (Pi-
vac idr., 2016: 128-129).

Turisti¢ko-geografski poloZaj opStine
Subotice

Turisticko-geografski polozaj predstavlja
prostorni odnos izmedu nekog turistickog
lokaliteta, mesta ili regije i posmatrane re-
gije. On u velikoj meri odreduje turisticku
atraktivnost 1 popularnost odredenog turi-
stickog mesta. Opstina Subotica smeStena
je na severu Backe, odnosno Vojvodine ili
Srbije. Najsevernija tacka opstine nalazi se
severno od grada Subotice (46°11°26” sg§
i 19°40°00” igd), dok je najjuznija locirana
isto¢no od Zobnatickog jezera (45°51°11”
sgs 1 19°44°07” igd). Geografske kordina-
te pokazuju da opstina Subotica pripada
Srednjoj Evropi i juznom delu Panonske
nizije (Kovacevi¢, T. 2006: 4). Ograni¢ena
je drzavnom granicom sa Madarskom (na
severu), opstinom Kanjizom (na istoku), op-
Stinom Sentom (na jugoistoku) i opsStinom
Sombor (na jugozapadu). Zahvata povrsinu
od 1007 km?, $to predstavlja 10,0% Backe,
odnosno 4,7% teritorije Vojvodine.

Sama opstina, pa tako i grad Subotica
predstavlja raskrsnicu puteva, koji u sever-
nom delu Backe povezuju Potisje sa Podu-
navljem. To je zapravo sredokraca izmedu
Segedina, Kanjize i Sente na jednoj strani
i Sombora i Baje na drugoj strani. Opstina
se nalazi na raskrsnici dva vazna puta. Me-
dunarodni znacaj ima put ka jugu, prema
Novom Sadu i Beogradu i on povezuje mo-
ravsko-vardarski putni pravac sa Panonskom
nizijom i srednjom Evropom, te dalje ka se-
veru on ima dve alternative. Prva od njih je
put ka Segedinu i Budimpesti, a druga je put
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koji drzavnu granicu prelazi kod Kelebije i
dijagonalno prelazi Madarsku ka Becu. Dru-
gi put magistralnog znacaja spaja Suboticu
sa Somborom (Cur¢i¢, 2007: 255). Subotica
predstavlja veoma vazan i znacajan Zeleznic-
ki ¢vor. Dve najvaznije Zeleznicke pruge su:
Segedin—Subotica—Dalj—Vinkovci-Rijeka, te
Budimpesta—Subotica—Novi Sad-Beograd—
Nis—Atina (Bukurov, 1983)

Zahvaljuju¢i vrlo povoljnom turistic-
ko-geografskom polozaju suboticke opstine,
sam Grad je postao jedan od glavnih admini-
strativnih, industrijskih, trgovackih, saobra-
¢ajnih 1 kulturnih centara u severnoj Backoj,
al i Vojvodini.

Jezerske akumulacije opStine Subotice
kao potencijal za razvoj foto-turizma

Hidrografske odlike u velikoj meri uticu
na turisticku koncentrisanost u odredenom
podrucju. Teritorija opstine Subotice je izde-
ljena na ¢etiri sliva: sliv Keresa, sliv Krivaje,
sliv Cika i sliv Tise, u kojem na kraju zavr-
Savaju sve vode koje povrsinski otic¢u. U sli-
vu Keresa se nalaze sve vodene akumulacije
Suboticke pescare (Treset jezero, Majdan).
U Krivajinom slivu se nalazi ve¢ina vodenih
akumulacija Backe lesne zaravni, dok je na
Ciku samo akumulacija Cantavir (Kova-
cevic, 2005: 60). Pored recnih tokova, u su-

boti¢koj opstini postoje i mnogobrojne druge
vodene povrsine kao §to su bare, moc¢vare i
jezera. Jezerski baseni su dosta duboki i za-
laze u slojeve podzemne vode, iz tog razlo-
ga oni imaju konstantniju koli¢inu vode. U
samoj opstini postoje dva velika jezera, Pa-
licko 1 Ludosko, zatim Krvavo jezero, Treset
jezera, Majdan i nekoliko manjih koja su na-
stala spontano antropogenom intervencijom
ili planiranim hidroinzinjerskim radovima.

Palicko jezero se nalazi 8§ km istocno
od Subotice, uz medunarodni put E-75, Sto
omogucava dobru povezanost s ostatkom Sr-
bije i Evropom. Povrsina jezera iznosi 5,76
km? i deli se na Veliki i Mali Pali¢, Siri se-
verni deo je Veliki Pali¢, dok uzi zapadni deo
¢ini Mali Pali¢. O nastanku jezera postoje ra-
zlicite teorije, a najprihvatljivija sugeriSe da
se formiralo u udubljenjima izmedu pes¢anih
dina i lesa, gde su se akumulirali atmosfer-
ski talozi. Voda u jezeru dolazi iz pritoka i
padavina, a maksimalna temperatura vode
u letnjim mesecima dostize 22°C. Jedan od
problema je slaba providnost vode, poseb-
no leti, zbog velikih koli¢ina algi koje daju
jezeru zelenkastu nijansu. Zbog zagadenja,
1971. godine doneta je odluka o sanaciji je-
zera, koja je ukljucivala praznjenje jezerskog
basena i uklanjanje mulja sa dna (Kovacevic,
2006: 246).

Slika 1. Palicko jezero u opstini Subotici

Foto: Sopstvena arhiva autora
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Odlike biljnog i zivotinjskog sveta su
odredene stepskim uslovima zivota koji su
karakteristicne za ovakva podrucja ali sa
prisustvom limnoloskog objekta kao §to je
Pali¢ko jezero. Vodena prostranstva su ispu-
njena brojnim barskim perunikama, dok su
zelene alge, socivice, resine i obiéne trske
manjeg znacaja jer su Siroko rasprostranje-
ne zbog nedostatka kiseonika u vodi. Kada
je re¢ o zivotinjskom svetu na ovom pro-
storu se nalaze pticija ostrva gde se tokom
godine nalaze brojne ptice moévarice, bu¢ne
kolonije Caplji i galebova od kojih je naju-
jedinstveno mesto gde se on gnezdi.? U okvi-
ru ribljeg sveta nalazi se 20 vrsta riba, kao i
brojni vodozemeci i gmizavci, medu kojima
su mocvarne i zabe i barske kornjace. Ipak
posebno mesto zauzimaju vidre kao posebna
vrsta, ali 1 drugi sisari koji ¢ine ovaj prostor
jedinstvenim (Trumi¢ i dr. : 37). Tokom cele
godine, jezero privlaci rekreativne i sportske
ribolovce, §to dovodi do organizacije raznih
manifestacija.

Palicko jezero dozivljava svoj najveci
procvat u 19. veku, kada je otvorena pruga
Subotica—Segedin, $to je dovelo do izgrad-
nje prvih vila i drugih objekata. Najznacaj-
nije gradevine ukljuc¢uju Vodotoranj, Veliku
terasu i Zensko kupaliste. U okolini jezera
izgradeno je vise vila i letnjikovaca, §to do-
prinosi ambijentalnoj posebnosti Pali¢a (Ro-
meli¢, 2008: 37). Na severnoj obali jezera
prostire se park od 18 ha, ureden u engle-
skom stilu, bogat zelenilom. Pali¢ko jezero
ima odli¢ne prirodne predispozicije za ra-
zvoj foto-turizma.

Ludosko jezero je drugo po velicini eol-
sko jezero u Srbiji. Nalazi se 4 km isto¢nije
od Pali¢kog jezera, odnosno 12 km isto¢ni-
je od Subotice. PovrSina jezera je 328 ha.
Naziv Ludoskog jezera poti¢e od madarske
reCi ,,lud*“ $to znaci guska, jer je ovaj kraj
bio poznat po guskama. Put Subotica—Hor-
gos—Segedin prolazi nedaleko od severnog
dela jezera, te je ono lako pristupacno (Ko-
vacevi¢, 2006: 46). Ludosko jezero je prvi

2 Plan upravljanja Parkom prirode ,,Pali¢* za period 2014-2023,
Javno preduzece Pali¢-Ludos, Pali¢, 2014, str. 19.

put zasti¢eno zakonom 1955. godine, kada je
deo jezera dobilo status zastite, a od 1994.
godine, Uredbom Vlade Republike Srbije,
proglaseno je Specijalnim rezervatom priro-
de.? Rezervat obuhvata povr§inu od 846,33
ha + 2002 ha zastitne zone i pripada I katego-
riji zastite, kao prirodno dobro od izuzetnog
znacaja.*

Jezero je bilo regionalno poznato po bo-
gatoj fauni ptica jos u proslom veku. Mozaik
poplavnih livada, Sumaraka i stepskih stani-
Sta ¢ine jezero nedeljivom celinom znacaj-
nom za opstanak brojnih vrsta ptica. Na je-
zeru je registrovano 238 vrsta ptica, od kojih
su najznacajnije: rida i zuta Caplja, bukavac,
barski petlovan i dr. Ovo jezero predstavlja
vazno gnezdiliSte za vodene ptice, a takode
podrucje je znacajna migraciona tacka. Po-
red ptica, znacajne su i odredene vrste riba
(registrovano 19 vrsta), a najpoznatija je
zlatni kara$. Od vrsta koje su zasti¢ene kao
prirodna retkost, treba pomenuti ¢ikova.’
Treba pomenuti i vlazne poplavljene livade,
koje su znacajne za razmnozavanje brojnih
vodozemaca, od kojih je najznacajnija zasti-
¢ena barska kornjaca.

Osim faune, bogata je i flora, gde najvi-
Se dominiraju trska i rogoz medu hidrofil-
nom vegetacijom (Kovacevi¢, 2006: 47). U
prole¢e znacajna je Zuta perunika, a tokom
leta Sarena vrbicica i konopljuse. Ovde cve-
ta i zasticeni veliki kacunak, a kao najveéu
vrednost priobalnih slatina nenametljivi ze-
leni morski trozubac, koji je upisan u Crvenu
knjigu flore Srbije.

Turisticka ponuda Ludaskog jezera je
prilagodena statusu rezervata, omogucavaju-
¢i posetiocima da uzivaju u lepotama jezera
i raznovrsnoj flori i fauni. Veliki deo jezera
dostupan je za obilazak biciklom. Posetioci
mogu uzivati u voznji ¢amcem po jezeru i
poseti ostrva Roza Sandor. Iako je ovo jezero
interesantna destinacija, jo§ uvek nije u pot-
punosti iskoris¢en kao turisticki potencijal.

3 https://visitsubotica.rs/okolina/park-prirode-i-jezero-ludas/
(preuzeto 25.09.2024)

4 Uredba o zastiti Specijalnog rezervata prirode ,,Ludosko
jezero“: 30/2006-10, ¢lan 3.

5 Plan upravljanja Specijalnog rezervata prirode ,,Ludosko
jezero® za period 2010-2019, Javno preduzece Pali¢-Ludos,
Pali¢, 2010, str. 7-8.
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Na mestima gde se eksploatisao treset
ili pesak pojavljuje se voda i tako sredinom
Sezdesetih godina nastala su manja jezera sa
¢istom izdanskom vodom. U neposrednoj
blizini KereSa, tako su nastala Cetiri Treset
Jjezera. Nalaze se uz granicu sa Madarskom,
severoistotno od Radanovacke Sume.® Vo-
dene povrsine zahvataju pravac severoza-
pad-jugoistok, te ih razdvajaju tzv. dine’. Tri
severnija jezera su slicnih Sirina, ali razli¢itih
duzina, dok Juzno jezero postoji od 1965.
godine i dostize 425 m duzine i 100 m $irine.
Ono je ujedno i najvece jezero, pravougao-
nog oblika sa prosecnom dubinom sa oko 2
m (Kovacevi¢, 2005: 64).

Treset jezera pripadaju podrucju II ste-
pena zastite (ograni¢eno i usmereno korisce-
nje) u okviru predela izuzetnih oblika ,,Su-
boti¢ka pescara“ (Grupa autora, 2004: 65).
Ova jezera sluze kao ribnjaci i za rekreativne
aktivnosti. Na Treset jezerima sprovodi se
selektivni, sanitarni i sportski ribolov pod
nadzorom ribolovnog udruZenja ,,Saran“.
Juzno Treset jezero je namenjeno takmi-
Carskim aktivnostima sportskih ribolovaca.
Prvi put je poribljeno 1974., a poslednji put
2001. godine (Kovacevi¢, 2006: 50). Jezero
je bogato sa Saranom, Stukom, amurom i dr.
Cisto¢a vode privlagi kupace u letnjem delu
godine. Nedaleko od Treset jezera, ve¢ 15
godina se organzije ,,Etno kamp* (Bjeljac,
1999). Turisticka ponuda ovog lokaliteta po-
staje sve slozenija.

Eksploatacijom peska istoc¢no od Kelebi-
je, juzno od Krivoblatske Sume i severno od
Dascanske Sume nastalo je Majdan jezero.
Ovo jezero ima najvecu providnost, od 30
cm do 40 cm, u poredenju sa drugim vode-
nim akumulacijama subotic¢ke opstine. Iz tog
razloga i ima najbolji kvalitet vode. Prekri-
veno je dvoslojnim muljem, gornji sloj je od
lesa, a donji je bele boje (Kovacéevié, 2005:
66). Na ovom jezeru mogu se posmatrati pti-
ce koje se gnezde na ovim podrucjima ili su
u prolazu prema nekim drugim krajevima

6 https://www.jezerotresetiste.org/ (preuzeto 25.09.2024)

7 Dine — predstavlja akumulativni oblik reljefa koji nastaje
usled delovanja eolskih sila (radom vetra). Moze se definisati
kao peskovito uzvisenje u obliku kupastog brezuljka i izduzenog
bedema.

kao sto su: divlje patke, vodomar, labudovi,
Caplje i sl., a od ribljeg fonda u jezeru se na-
lazi grgec i suncani kara$. Od biljnog sveta u
samom jezeru zastupljena je meSinka, dok u
obalskoj zoni jezera najzastupljenija je bar-
ska trska. Jezero poseduje visoke ambijental-
ne vrednosti i sluzi u rekreativne svrhe.

Na samo oko 50 m od Palickog jezera
nalazi se Krvavo jezero. Nastalo je 1971.
godine pretvaranjem postojeceg Krvavog je-
zera u novo sa rekreativnom funkcijom. Po
veli¢ini spada u grupu malih jezera koja se
uveliko zabaruju i polako i§¢ezavaju. Naziv
je dobilo po crvenim algama, koje se preko
leta namnoze i daju mu karakteristicnu ,.kr-
vavu“ boju. Suvis$na voda ovog jezera otice
preko kanala Bega u Ludosko jezero (Buku-
rov, 1983). Inace, ovo jezero se jo$ naziva i
Omladinsko jezero, po objektima koji su se
gradili za uc¢esnike omladinskih radnih akci-
ja. Ima tamnu boju i sudeci po peni, dosta pr-
ljavu vodu. Krvavo jezero se nalazi u okviru
Parka prirode ,,Pali¢* i predstavlja deo pri-
rodnog dobra III kategorije.® Jezero se danas
koristi za uzgoj mladi Sarana i kao mesto za
sportski ribolov. Ima znacajnu ulogu u zastiti
fragmentiranih povrsina, kao i ekoloski ko-
ridor koji povezuje razlicite delove vlaznog
kompleksa, omoguéavajuéi sezonsku migra-
ciju akvati¢nih i terestri¢nih vrsta.

U dolovima ili dolinama vodenih tokova
u delu opstine Subotica koji pripada Backoj
lesnoj zaravni, izgradene su mikroakumula-
cije. Ove akumulacije imaju primarnu ulogu
u sakupljanju vode za rad razlicitih sistema
za navodnjavanje. Pored toga, one sluze i za
odrzavanje prirodne ravnoteze, ¢ime se Cu-
vaju biljne i zivotinjske zajednice povezane
sa ovakvim karakteristicnim ekosistemima
(Kovacevi¢, 2006: 51).

Akumulacija Tavankut Cine dve aku-
mulacije koje se prostiru jedna za drugom
u pravcu severozapad—jugoistok, u dolini
Krivaje, izmedu Donjeg Tavankuta i Misi-
¢eva. Severnija akumulacija poznata je pod
nazivom Skenderevo, podignuta 1975. go-
dine, dok je juznija izgradena 1984. godine.

8 Uskladen program upravljanja ribarskim podrucjem ,,Pali¢—
Kires—Ludas* za period 2010-2019. godinu, Javno preduzece
Pali¢-Ludas, 2016, str. 6.
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Ukupna duzina akumulacije iznosi 4,8 km, a
povrsina 63,33 ha. Danas, ove akumulacije
sluze za regulaciju vodotoka Krivaje, navod-
njavanje i kao ribnjaci, u kojima se nalaze
gotovo sve vrste panonske ihtiofaune (Kova-
Cevi€ 1 dr., 2004: 127). O ovoj akumulaciji
brine JP ,,Vode Severne Backe*.
Akumulacije ,, Durdin®, ,, Pavlovac* i
., Krivaja* su u proteklim suSnim godinama
imale mali nivo vode, §to je dovelo do njiho-
vih skromnih dimenzija. Akumulacija ,,Can-
tavir” je proglasena ribolovnim podrucjem.
Tavankutske i druge akumulacije ,,razbaca-
ne“ po lesnoj zaravni tokom leta privlace
mladu populaciju lokalnog stanovnistva.

Foto-safari kao vid turisticke aktivnosti

Slozenost foto-safarija kao oblika turi-
stickog kretanja se ogleda u njegovom sme-
Stanju izmedu lovnog turizma i ekoturizma.
Kako isti¢e Prentovi¢, foto-safari predstav-
lja oblik turistickog lova koji privlaci ljude
koji zele da uzivaju u prirodi bez fizickog
oste¢enja zivotinja. Ova aktivnost ne samo
da ohrabruje zastitu zivotne sredine, ve¢ i
podsti¢e svest o zna¢aju oCuvanja biodiver-
ziteta. U tom smislu, foto-safari nudi priliku

za dublje razumevanje i uvazavanje prirode,
istovremeno stvarajuci platformu za ekolos-
ku svest i odgovornost (Prentovié, 2006).
Rec ,,safari” usla je u engleski jezik krajem
19. veka, a oznacava ,,putovanje* na svahi-
li jeziku. Izvorno dolazi od arapskog jezika,
gde ima isto znacenje.” Mnogi lovci, koji su
istinski ljubitelji prirode i divljac¢i, smatraju
foto-safari jednim od najboljih oblika lova.
Umesto tradicionalnog lovackog oruzja, ovaj
vid aktivnosti sprovodi se vizuelno, uz po-
mo¢ fotoaparata ili video-kamera. Tokom
organizovanih putovanja ,lovci® opremlje-
ni profesionalnom foto-opremom snimaju
divlja¢ u njenom prirodnom okruzenju. Ova
praksa im omogucava ne samo da uzivaju u
lepoti prirode, ve¢ i da proucavaju zZivotinje
i njihove navike. Opticka sredstva postaju
kljuéni alat, dok je oruzje, ako je prisutno,
isklju¢ivo namenjeno za li¢nu bezbednost.
Foto-safari, kao forma odgovornog turiz-
ma, podsti¢e dublje razumevanje i poStova-
nje divljih zivotinja, ¢ine¢i ovu aktivnost ne
samo zabavnom, ve¢ i edukativnom. Na taj
nacin, ucesnici mogu da se povezu s priro-
dom i doprinesu njenom oc¢uvanju (Prento-
vi¢, 2005).

Slika 2. Foto-turista na Ludoskom jezeru

Foto: Sopstvena arhiva autora

9 https://www.lovac.info/lovstvo/lovacki-muzeji-hls/1029-safari-promatranje-fotosafari-i-lov-divljih-zivotinja.html

(preuzeto 28.09.2024.)
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Kada se foto-safari posmatra iz ugla eko-
turizma, primecuje se da se po svom izvode-
nju i ciljevima ne razlikuje znacajno od defi-
nicije lovnog turizma. Medutim, osnovna ra-
zlika je u tome $to ekoturizam podrazumeva
fotografisanje biljnih i zivotinjskih vrsta, Ce-
sto retkih, $to ukljucuje interesovanje za obe
kategorije. Ekoturisti pokazuju interesovanje
ne samo za zivotinje, ve¢ i za biljke, Sto nije
slucaj kod lovnog turizma, gde je akcenat na
divljaci. Takode, dok se u lovnom turizmu
fokusira na fotografisanje divljaci, kod eko-
turizma moguce je ukljuciti i podvodno foto-
grafisanje ili video snimanje. Kada govorimo
o zivotinjama u kontekstu ekoturizma, obic-
no su u fokusu retke vrste, dok lovni turizam
moze obuhvatati i vrste koje nisu ugrozene.
Ova razlika ukazuje na $iri spektar intereso-
vanja ekoturista, $to foto-safari ¢ini ne samo
zabavnom, ve¢ i edukativnom aktivnostima
koje doprinose ocuvanju prirode (Kovacevi¢
idr., 2012: 265). Vazno je napomenuti da tu-
risti koji se bave foto-safarijem predstavljaju
platezno sposobniju grupu, jer je profesio-
nalna oprema za fotografisanje i snimanje
zivotinja i biljaka izuzetno skupa.

Na podrucju zasticenih prirodnih dobara
u nasoj zemlji, foto-safari je prisutan, ali u
malom obimu i uglavnom se odnosi na do-
macu klijentelu. Mogucnost za razvoj fo-
to-safarija u ovim podru¢jima su izuzetno
povoljne, jer imaju sve §to je potrebno za
votinjski svet). Ocekuje se da ¢e foto-safari
postati jedan od najznacajnih oblika turizma
u buduénosti, iako trenutno problemi u orga-
nizaciji i izgradnji infrastrukture predstavlja-
Jjuizazov.

Snimanje i fotografisanje flore i faune

Razvoj foto-tehnike omogucilo je mno-
gim zaljubljenicima prirode da ,,love* zi-
votinje i biljke bez fizickog unistavanja. U
poslednjim decenijama, fotoaparati i kame-
re postali su nerazdvojni deo opreme sa-
vremenih ljubitelja prirode. Ovaj specificni
oblik aktivnosti proizasao je iz promene u
odnosu coveka prema prirodi, zivotinjama
i biljkama.

Snimatelj, odnosno turista tokom spe-
cijalno organizovanih putovanja, koristi
fotoaparat ili kameru da snima zivotinje i
biljke u prirodnom ambijentu, bilo iz licnog
zadovoljstva ili radi proucavanja. Vazno
je napomenuti da snimatelj treba da dode
na mesto snimanja pre nego Sto zivotinja
izade. Po dolasku, on odmah priprema ka-
meru, podesava blendu i ekspoziciju u zavi-
snosti od svetlosnih uslova, a zatim napne
zatvarac. Takode, vazno je pronaci i dobar
zaklon kako bi doéekao Zzivotinju u pot-
punosti pripremljen. Kada Zivotinja stigne,
potrebno je strpljivo sacekati najpogodniji
trenutak za snimanje, kada je zivotinja mir-
na i dobro vidljiva. Ako Zivotinja ne stoji,
snimatelj moze tihim zvizdukom privuéi
njenu paznju, $to ¢e je zaustaviti i omogu-
¢iti uslove za dobar snimak (Pavlovié i dr.,
2011).

Da bi izbegli nezeljeni potresi pri oki-
danju fotoaparata, sve je ceS¢a upotreba da-
ljinskih okidaca. Oni mogu biti: (Prentovié,
2005)

1. Mehanicki okidac: tanak najlon vezan
za okida¢ na zatvaraCu aparata, koji
snima pomocu ucvrséene kamere.

2. Elektromagnetski okidaci: elektroma-
gnetna kotva uc¢vrs¢ena na kucistu apa-
rata, povezana sa okida¢em. Pritiskom
na taster, prenosi se elektromagnetni
impuls koji aktivira zatvarac.

3. Bezicni okidac: pritiskom na kontakt
otpremne stanice, bezi¢no se (putem
radio-talasa) prenosi strujni impuls do
prijemne stanice u aparatu, Sto aktivi-
ra elektromagnetni okidac i okida za-
tvarac.

Nove tehnologije su dovele do toga da
kamere i fotoaparati Cesto imaju ugradene
senzore za pokret, $to omogucava snimanje u
mestima gde se o¢ekuje Zivotinja. Pored ove
opreme, snimatelju u foto-safariju potrebni
su i drugi elementi, a to ukljuc¢uje adekvatnu
odecu, dobar dvogled za posmatranje zZivoti-
nja, kao i postolje ili tronozac za aparat, Sto
osigurava vecu stabilnost prilikom fotografi-
sanja ili snimanja.
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OdrZivi razvoj foto turizma

Koncepcija odrzivog razvoja predstavlja
proces koji omoguéava postizanje razvo-
ja bez degradacije i iscrpljivanja resursa na
kojima se oslanja. Ova koncepcija podrazu-
meva uskladivanje ekonomskog, socijalnog i
kulturnog razvoja ljudskog drustva, uz ocu-
vanje zivotne sredine, ¢ime se omogucava
buduc¢im generacijama da nastave sa razvo-
jem na istom ili viSem nivou. To se moze
postiéi upravljanjem resursima na naéin koji
omogucava njihovo samoobnavljanje u skla-
du s nivoom kori$é¢enja. Ova koncepcija se
bazira na tri principa: (Novosel, 2000)

1. Princip odrzivosti po€iva na tome da
razvoj bude ekonomski efikasan i da se
resursima upravlja na na¢in da ih mogu
koristiti i buduée generacije.

2. Princip socijalne i kulturne odrzivosti
koji obezbeduje da razvoj bude kom-
patibilan sa kulturom i tradicionalnim
vrednostima.

3. Princip ekoloske odrzivosti zasniva se
na tome da razvoj bude kompatibilan
sa odrzavanjem vitalnih ekoloskih pro-
cesa.

Jezerske akumulacije opstine Suboti-
ce, koje obuhvataju raznovrsne ekosisteme,
otvaraju se moguénosti za razvoj foto-turiz-
ma kao sve popularnijeg oblika turizma. Ova
strategija ne samo da moze privuéi turiste,
ve¢ 1 doprineti ouvanju prirodnog i kultur-
nog nasleda. Postoje odredene smernice pri-
likom analize jezerskih akumulacija opstine
Subotice za razvoj foto-turizma, a to su:

o Analiza postojeéih resursa

1. Prirodne lepote (jezerske akumulacije
nude jedinstvene pejzaze, od mirnih
povrsina jezera do bogatog biljnog i
zivotinjskog sveta. Raznolikost flore i
faune predstavlja idealnu podlogu za
fotografe i ljubitelje prirode. Migraci-
je ptica tokom proleca i jeseni, bogati
vodeni ekosistemi i prisustvo retkih
biljnih vrsta, stvaraju neiscrpan izvor
inspiracije za fotografisanje).

2. Kulturna bastina (u blizini jezerskih
akumulacija nalaze se kulturne zname-
nitosti, koje nude dodatne moguénosti
za istrazivanje i fotografisanje. Ove de-

stinacije imaju bogatu istoriju i tradici-
ju, $to moze obogatiti turizam i privuci
posetioce zainteresovane za kulturu i
umetnost).

3. Mogucnost za rekreaciju (pored foto-
grafije, jezerske akumulacije omogu-
¢avaju razne rekreativne aktivnosti,
kao $to su: biciklisticke ture, Setnje i
vodene sportove. Ove aktivnosti ne
samo da privlace turiste, ve¢ i doprino-
se razvoju lokalne ekonomije).

o Strategije odrZivog razvoja

1. Obrazovanje i svest (razvijanje pro-
grama obrazovanja i svesti 0 vaznosti
ocuvanja prirodnih resursa kljuéno je
za odrzivi razvoj. Organizovanjem ra-
dionica o fotografiji i ekologiji, kao i
edukativnih tura, posetioci mogu nau-
¢iti o lokalnom ekosistemu i vaznosti
njegove zastite).

2. Infrastrukturni razvoj (investicija u in-
frastrukturu, poput izgradnje staza, vi-
dikovaca i informativnih centara, moze
poboljsati pristup i iskustvo posetilaca.
Uredenje prostora za odmor i piknik
moze privuci porodice i grupe, dok ¢e
vidikovei omoguciti spektakularne po-
glede i atraktivne fotografije).

3. Ocuvanje prirodnih resursa (imple-
mentacija ekoloskih praksi, poput reci-
klaze i upravljanja otpadom, osigurace
da turizam ne ugrozi prirodne resurse.
Organizovanje ekoloskih akcija, kao
$to su CiScenje obala i sadnja drveca,
moze ukljuciti lokalnu zajednicu i po-
di¢i svest o vaznosti o¢uvanja prirode).

e Marketing i promocija

1. Online prisustvo (druStvene mreze i
web stranice mogu posluziti kao mo-
¢an alat za promociju foto-turizma.
Deljenje slika posetiocima i njihovih
iskustava stvara autenticnu vezu sa
potencijalnim turistima. Takode, ko-
riS¢enje specijalizovanih platformi za
fotografiju moze privuci profesionalne
fotografe).

2.Saradnja sa fotografima i influense-
rima (organizovanje foto-radionica,
takmicCenja 1 festivala moze stvoriti
dodatni interes za destinaciju. Saradnja
sa poznatim fotografima i influenseri-
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ma moze privuéi paznju Sire javnosti i
podi¢i profil opstine Subotice kao turi-
sticke destinacije).

o Ukljucivanje lokalne zajednice

1. Podsticanje  lokalnih  preduzetnika
(uklju€ivanje lokalnih preduzetnika
u turizam moze obogatiti ponudu i
stvoriti nova radna mesta. Proizvodnja
suvenira, lokalnih proizvoda i usluga
smestaja moze doprineti ekonomskom
razvoju zajednice).

2. Angazovanje volontera (ukljuéivanje
lokalnog stanovniStva u organizaciju
dogadaja i aktivnosti moze stvoriti ose-
¢aj zajednistva i pripadnosti. Volonteri
mogu igrati kljucnu ulogu u promociji
i odrzavanju akumulacija, §to ¢e dodat-
no povecati svest o vaznosti ocuvanja
prirode).

Razvoj foto-turizma na prostoru jezer-
skih akumulacija opstine Subotice predstav-
lja znacajnu priliku za odrZivi razvoj regiona.
Kroz stratesko planiranje, edukaciju i sarad-
nju sa lokalnom zajednicom, opstina moze
postati atraktivna destinacija koja ne samo
da ¢e privlaci turiste, ve¢ i ¢uva prirodne re-
surse za buduce generacije. Ova strategija ¢e
doprineti ne samo ekonomskoj koristi, ve¢ i
ocuvanju kulturnog i prirodnog nasleda koje
¢ini ovu oblast jedinstvenom.

Zakljucak

Foto-turizam je oblik turizma usmeren
na fotografisanje i stvaranje vizuelnog sadr-
zaja tokom putovanja. Putnici, poznati kao
foto-turisti, istrazuju razli¢ite destinacije sa
ciljem da zabeleZe lepe prizore, kulturoloske
trenutke 1 jedinstvene detalje u turistickom
mestu. Razvoj foto-turizma na prostoru je-
zerskih akumulacija ops$tine Subotice pred-
stavlja znacajnu priliku za unapredenje turi-
sticke ponude i jacanje lokalne ekonomije.
Ovaj prostor, sa svojim prelepim pejzazima,
bogatom florom i faunom, kao i kulturnim
nasledem, moze privuéi fotografe, prirodnja-
ke 1 turiste iz zemlje, ali i iz razli¢itih delova
sveta. Kroz razvoj infrastrukture, organiza-
ciju edukativnih programa i promociju lo-
kalnih manifestacija, moguce je privuci veéi
broj posetilaca i stvoriti odrzivi model turiz-
ma koji doprinosi o¢uvanju Zivotne sredine.

Jezerske akumulacije opstine Subotice,
kao $to su Pali¢ko, Ludasko, Treset, Majdan,
Krvavo, te akumulacije Tavankut, predstav-
ljaju vazne prirodne resurse koji nude razne
mogucénosti za rekreaciju, foto-turizam i
ocuvanje prirode. Moguénost za razvoj fo-
to-safari ture su izuzetno povoljne, s obzirom
na to da ova podruéja sadrze sve potrebne
elemente za takvu vrstu turizma, ukljucujuci
bogatu floru i faunu. Sigurno je da ¢e u bu-
ducnosti foto-safari postati jedan od vaznijih
oblika turizma u ovim regionima. Medutim,
osnovni problemi koji se javljaju odnose se
na organizaciju i izgradnju potrebne infra-
strukture.

Osim §to bi foto-turizam doprineo razvo-
ju lokalne ekonomije, on bi takode omogucio
jacanje svesti o vaznosti zastite prirodnih re-
sursa. Ovaj pristup ne samo da bi unapredio
kvalitet zivota lokalnog stanovni$tva, ve¢ bi
i osigurao da buduée generacije uzivaju u
bogatstvu koje ova podru¢ja nude. Kroz sa-
radnju izmedu lokalne zajednice, vlasti i tu-
ristickih organizacija, opstina Subotica moze
postati prepoznatljiva destinacija za foto tu-
rizam, stavljajuéi naglasak na odrziv razvoj i
ocuvanje prirodnih vrednosti.
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PA3BOJ, 3HAYAJ U YYHEIT'RE IPUMOPCKOI' TYPU3MA Y
HIIMAHUIN

DEVELOPMENT, IMPORTANCE, AND PARTICIPATION OF COASTAL
TOURISM IN SPAIN

Ancmpakm: [Ipumopcku mypusam npedcmagna jeoan 00 HAjMACOSHUJUX 8UO06A MYpU-

sma. Hnanuja je oporcasa ca dyeom mpaou-
Yujom 0802 mypusma u jeona 00 mpu Hajno-
nylapHuje decmuHayuje 0802 6Uu0a Mypusma
y ceemy. Kaxo je Medoumepancko noopyuje
Haj3HauajHuje 3a NPUMOPCKU — MYpPU3am,
LlInanujy 2ooumirme nocehyje eenuxu 6poj
mypucma, me je 06a npuspeona 2pamHa 6pio
3HAYAajHa 3a eKOHOMCKU pa3eoj semme. 00
nepuooa nawdemuje kopona eupyca, lllna-
HUja, Kao opacasa Koja ocmsapyje 3HauajHe
npuxode 00 Mypu3ma NOHO8o benexcu pacm
u nosehan o6poj mypucmuuxux nocema. L{usw
paoa je oa npukasice 0CmMEApeH mypucmuy-
Ku npomem y npumopckom Oeny llnanuje,
208 CMAmMuCmMuyky npomem y nepuo-
0y npe u Hakou namoemuje KopoHa eupycd,
3amum 3Hauaj u yoeo mypusma y YKynHoM
EeKOHOMCKOM pazeojy opoicase, amu u pas-
MOmpumu nepcnekmuee paseoja 080 8uodd
mypuszma y 6yoyhinocmu. Ycnocmasumu koju
¢y Hajeehu npobnemu ca kojuma ce cycpehe
U ce mModice cycpemamu, Kaod je 06aj 6uo
Mypusma y numarvy, Ha wima ou mpebano na
8peme peazosamu u ycmMepumu cmpamezuje
paszeoja.

Kwyune peuu: I[lnanuja, npumopcku
mypuzam, mypucmu, npuxoo, 6pymo oomacu
npouseo0 B/[II, mypucmuuxu npomen.

Abstract: Coastal tourism is one of the
most popular forms of tourism. Spain is a

country with a long tradition of this type of
tourism and one of the three most popular
destinations of this type of tourism in the
world. Since the Mediterranean area is the
most important for coastal tourism, Spain is
visited annually by a large number of tour-
ists, and this economic branch is very im-
portant for the economic development of the
country. Since the Corona virus pandemic,
Spain, as a country that generates significant
income from tourism, has again recorded
growth and an increased number of tourist
visits. The aim of the paper is to show tourist
traffic in the coastal part of Spain, its statis-
tical traffic in the period before and after the
Corona virus pandemic, then the importance
and share of tourism in the overall economic
development of the country, but also to con-
sider the perspectives of the development of
this type of tourism in the future. To estab-
lish what are the biggest problems that are
encountered or can be encountered when
it comes to this type of tourism and what
should be responded to in time and direct de-
velopment strategies.

Keywords: Spain, coastal tourism, tour-
ists, income, gross domestic product GDP,
tourist traffic.
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3a MPUMOPCKHU TypHU3aM je BayKHO Harlla-
CHUTH J1a je OBJC MOpE JIOMUHAHTaH IPUPOJI-
HH pecypc, KOjU C& KOPHCTH 33 pPa3iIHYHTe
TYPUCTHYKE aKTUBHOCTH. [IprMopcku TypH-
3aM KOPHUCTH MOpE Kao OCHOBHH IIPUPOAHH
pecypc Kpo3 IIUpoKe OOJIMKE aKTHBHOCTH.
MoryhHocT pa3Boja HeKke JECTHHAIHje Kao
NIPUMOPCKE jecTe Ja ce Haja3u y3 camy
obary (Mexnapuh, 2023). Tomma mMopcka
obaxa je OHO IITO HAjBUIIE MPHUBIAYHN TY-
pucrte, T€ je BaXHO MCTAaKHYTH 3HA4Yaj XU-
JIPO-KJIMMATCKUX KOMILIeKca. 3Ha4yaj W ar-
PaKTUBHOCT CyHIIA, TOIJIOI MOpa M IUIaxe,
03HAYCHU Kao ,,3C* mocrajy arpuOyTH Koju
Cy TypHCTHUMa HajupHBIadHuju. [IpuMopcku
Typu3aM OJUIMKY]y TPH BaKHE KapaKTepHc-
THKE U TO Cy: Ayr OopaBak TypHCTa, Ce30-
HaJIHOCT U IOMUHAHTHE PEKPEATHBHE AaKTUB-
Hoctu (ITaBnosuh, 2018).

Merozie ucTpaxnBama Koje cy kopuihe-
HE Y OBOM paJly, TeMeJbe Ce Ha jaBHO JOCTYII-
HOj CTPYYHO] JUTEPATypH, TUIAHCKUM IOKY-
MEHTHMa ¥ HHTepHeT n3Bopuma. Kopucruhe
Ce yIIIaBHOM JCCKPUIITHBHA METOMA, y KOjoj
ce BpIIM TOCTYIaK ONHCHBaMka YHI-CHHIIA,
Kao ¥ METOJa CHHTE3€, Y KOjOj je IMOCTyIaK
Crajama M MMOBE3UBabha U3/IBOjEHUX elieMe-
Hara y jenny nenuny. Ha kpajy he ce nonetn
3aKJby4aK Ha OCHOBY CBHX H3HETHX YHE-CHU-
11a ¥ JIaTH Mperopyka 3a yHanpeheme.

IIpumopcku Typusam

[Tpumopckn Typusam je HajMacOBHHjU
OOJIUK Typu3Ma, TOME CBEIOYH M YHIHCHUIIA
na cy Menurepan u Kapnbu Hajmocehenuje
CBETCKE TypHCTHYKe nectuHaimje. Cko-
po TpehMHa CBHX TYCHCTHYKHX KpeTama
je ycmepena Ha npumopje (I'ocmusr u ap.,
2017). Ayrop Ilyejo Poc (2018). HaBoau na
j€ TIPUMOPCKH TypH3aM jOII yBEK HajIOMH-
HAHTHHUjU KaJia je TYPUCTHYKA MOTPaXmba y
NHUTaky, aJId Ja Cy y YCIOBUMa IAaHIIEBHX
noTpeda TypHCTa, MOpen NPUPOIHUX MOTHU-
Ba, CBE OMTHHjU M KyITypHHU. BaxkHo je Ha-
IJIaCUTH Jla TPUMOPCKH Typu3am oOyxBara
cienehe mnparehe aKkTHMBHOCTH: IUTHBAaIbE,
cypdosame, cyHdame U Jpyre akKTUBHOCTH
Koje ce Be3yjy 3a OopaBak TyprcTa Ha o0anu
Mmopa (Itubep, 2019). Kako momajy ayropu

Kpugorejes u Padacosuh (2020) npumop-
CKM TypH3aM je HajUpUBIAYHUJH Y JICTHO]
ce30HH, Meh)yTuM Oerexu TypUCTHYKE IO-
cete  BaH ce3oHe. J{onajy u ma mpuaroha-
BalkbeM JICCTHHALMjE 3aXTEBHMa TYPHCTa
JIOJIa3u JI0 HUXOBOT MEHhatha Ia Ce HUX0Ba
MIPUBJIAYHOCT BPEMEHOM JIOBOAM Yy ITUTAIbE.
Ayrtopu Hoprtxpomn u ap. (2020). nedunu-
Iy MPUMOPCKH TypH3aM pasiBajajyhu oBaj
THI TypH3Ma Ha aKTHBHOCTH MOPCKOT H
KoIHeHor Jena. OBxe ce MHCIM Ha IpHO-
0ajiHe aKTHBHOCTH ILUIMBama, cypdoBama 1
pOmBEHa M KOITHEHOT TypH3Ma TJe YKasyjy
Ha CyHYame, Iellauckhe, BOXKIbY Ha o0aly,
Ta4qHUje CBE aKTUBHOCTH KOj€ CE OIBH]jajy
Ha obamm W ayx obame. Mopcku Typuzam
IpeCcTaB/ba aKTHBHOCTH Ha MOPY Kao IITO
CY KpCcTapeme, jaXTHHI, BOXKIbA YaMIIeM, pe-
KpEeaTHBHU PHOOJIOB, TIOCMATPamhe MOPCKUX
KHMBOTHUIHA, AT YKIbYUYje U Jpyre HayTH4Ke
cnoproBe. Ayropu Cmut u ap. (2022). Ha-
BOJIC J1a Ce MIPUMOPCKHU TypH3aM 300T O0CTBa-
PEHUX NPHXOAa IocMaTpa M Kao BaykaH Jeo
CTpareruje eKOHOMCKOT pa3Boja. EkoHoMckn
yTUIa] ce HajO0oJbe MOXKE BHAETH ITOCMa-
Tpajyhu 3emspuiire. Pa3Boj Typusma Ha pa-
YyH 3eMJBHIITA j€ 3alPaBoO KPaTKOPOYHA HH-
BECTHUIIMja Koja ce Hehe MMOCBETUTH TPajHOM
pa3Bojy JKUBOTHE CPEIUHE, 3ajCIHUIIC.

Hcropuja typuzma lllnannje

[Touerak pa3Boja Typusma y llmanuju
Besyje ce 3a mepuon usmehy 1936. u 1939.
TOJIMHE, a TOME j€ HajBHIE JIONPUHEO I'eHe-
pan ®panko. OH je NpBU a0 HajBaXKHUJH
JIOIPHHOC pa3Bojy Typusma y Ilnanuju.
Vkuga motpedy na CTpaHH TYypUCT HMajy
BU3Y, KAKO OW TYPHCTHYKH MOCETHIH OBY
3eMJby U CMamyje LieHy 3a noceruone. Tana
Hacraje MacoBHU Typu3aM. [lojaBom maker
apamkmana, [llmanuja je Owta nuaep, nmana
je TUTaH Kako Ja 3apajiy y TypU3My OJ CBOjUX
NPUPOIHHX pecypca U rpasoBa. Y OBOM Iie-
puony je Opoj mocermiana nosehan 3a 40%,
OJJHOCHO JIOCTUTA0 j€ YeTHPH MUIMOHA TY-
pucra (Mapb6ena, 2020). MHcTuTyIMOHAIHA
npoMonja Typusma je 3a lllmanujy mmana
orpomaH 3Ha4aj. Ctparermja je Omia ma ce
MIPEICTaBH Kao JAeCTHHAIM]a ca U3rpaleHIM
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umurioM y Typusmy (Jlacapre 2012). Typu-
3aM je Oenexno max 40-ux u 50-ux romuHa.
3axBaspyjyhu typusmy 40-ux roguna Illma-
HHja je n3berna OaHKPOT, MoK 50-UX TOTUHA
OBJIC BJI3Jla HEW3jeHa4YeH W HeycariaiieH
eKOHOMCKH pa3Boj. [Tomamwm u3 1950. rogune
nokasyjy z1a je camo 1,8% Typucra noceruio
oBy 3eMJby. [lopacT Opoja Typucta ce dene-
xu Beh 1960. romune, xana je 6,2% ox yKyI-
HOT Opoja TypucTa y cBery nocermio llma-
HHUjy. OBa TOIMHA Ce CMaTpa MPEKPETHUIIOM
3a gajbu pasBoj Typusma. Pact ox 15,9%
nocerunana oenexu seh 1973. roqune. Ilo-
gyeTkoM 70-ux oHa 3ay3uma Bojehy nosunujy
y cBerty. broj ctparux Typucra 2000. ronuae
n3HocHo je 74 mmnmona. Kako 6m moncra-
KJa jom Behu mpomer, nsrpaania je uappa-
crpykrypy (Banejo Iloycana, 2011). Hakon
npocinase ,,25 ronuHa Mupa‘ oIl 3aBplIeTKa
rpahaHckor para, 1011a31 10 pa3Boja Mununc-
TapcTBa MHPOpPMUCaa U Typu3ma. Jlomuio
je mo rpahema Beze m3Mehy TypusMma U mbe-
rOBE MPOMOILIU]E CTPAHUM TypHUCTUMA ITyTeM

Mmenuja. Tajga je rpamuia cBOj MMHUI M Onita
je mpemno3HaTa Kao JACCTHHALHja ,,CYHIA H
wiaxe (Pemna Codwma, H.1.). [lounmy n
yJIaramba CTpaHuX U JoMahux HHBECTUTOPA y
nHppacTpykTypy. [lounme pa3Boj ApyMCcKOTr
caoOpahaja. Kama je y nutamy Ba3aylIHH
caobpahaj, y lllnanuju uma 25 aepompoma.
KananwmreTn 3a cMmemTaj Typucra, mo 0pojy
Jexaja, HaJla3u ce Ha BPXY, UMa U JIOKaJIH-
TeTa, @ MHOTH OJT ThHX Cy W HajKBATUTCTHUJU
Ha KOHTHHeHTy. Kako ce Hamasm Onmusy oc-
tarka EBpore, ncroune obane cy pa3Buie
npse typuzaM. (HoBakosuh-Koctuh, 2011).

Typuctuuku npomet [lInanuje

Inanuja je jeaHa ox MpBHUX 3eMasba MO
MHJIEKCY O0allHMX IyTOoBama, oHa muma 17
obamamx monpydja. lllmanuja mma mpeko
2.000 obamHmx mimaxka. 3axBasbyjyhu Tome,
OHa UMa OTPOMaH IOTEHIIMjaJl 33 pa3Boj NpPH-
Mopckor typusma (bpuonec -Ilenensep u
np., 2023; 2492-2493).

Tabena 1. Typucmuuxu npomem Llnanuje y nepuody 2019.-2023. 2ooure

-

- - Ld -

YKYNHO (Y MUAMOHMMA) 83,7

18,9 31,2 71,7 85,1

H3zeop: Eypocmam, 2024

Menurepancky NPUOOATHH PETHOHH H
OCTpBa 3aBHCE OJI TYPHCTHUYKOI IPOMETa,
OH MM j€ IVIaBHH U3BOP €KOHOMCKE JJOOMTH.
VY 2019., 6uito je oxo 83 MUIIMOHA ITyTHHUKA.
Tanma je moBehan u yTuIlaj CEKTOpa Typu3Ma
y OpyTo momahem npomssoxny (BAII) ma 12,
4% (154,482 MumoHa eBpa), 0Baj CEKTOp je
nmao oko 13% (2,72 Munnona pagHux Mec-
Ta) yKynHe 3anocieHoctd. Y 2020. ronunu,
BAII je omao 3a 59%, a Beh y HapenHoj je
mopactao 3a 51%. Beh 2020. rogune 3abe-
JeKeH je maja Typucra 3a 72,4% y omHocy
Ha uctu mepuon 2019. MacoBHu Typu3zam
Taja HUje MOCTOjao, a OMIIO je MACOBHHUX OT-
Ka3zuBamwa peseppanuja. Y Mepuoay KOpoHa
Bupyca baneapcka m Kanapcka ocrpsa cy
nMaja HajBuuIe ryouraka, ryoe mpexo 50%
Typucta. OBne Typuctu u3 B. Bpuranuje u
Hemauke yuectByjy ca 50% cBux nona3aka n
nohema. Tama je mopacrao npomer gqomahunx

TYPHCTa, HAPOUHUTO y PypPaATHUM MOAPYIjuMa
OBHX OCTpBa, 32 7 1o 17%. Haxon xopoHa
BUpyca, nosehasa ce Opoj MyTHUKA HA OBUM
octpBuma 3a 50%, anu u 52% BuIe XOTeEN-
ckux mytHuKa. [loBehan je Opoj myTHHKa
KOjU HUCY CMeIITeHH y xoteny 3a 31,3%, ce-
OCKHX ITyTHHKa 47%, y opehemwy ca nepuo-
JoM 13 2019. y 2022. je TypUCTHYKH ITPOMET
nopacrao 3a 0,6% (50,7% y omHocy Ha Tme-
puon KopoHa Bupyca). Ha oBom mpocropy
y 2022. Hmje ocTBapeH Opoj Hohema kao y
2019., anu je mopactao 3a 35% y oqHOCYy Ha
2020. ronuny (Ponmpuryes, 2023;3—4).
Amnpanysuja je jeaHa o HajmoceheHujux
MEIUTEPaHCKUX OO0JIaCTH, TOAMIILE MpH-
Braun oko 30 mumnmona typucra. Typuszam
osJe yuectByje ca 13% B/II1 y ykymnHoj eKo-
HoMuju. Ha OCHOBY uCTpakmBama Koje je
CIIpoBe0 AHAATY3WjCKHA CHCTEM 3a aHAIIN3Y
n craructuky Typusma (CAETA) nmomamm
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mokasyjy na je y majy 2023. momymeHOCT
XOTeJICKUX o0jekara nzHocmia 82%, 1mTo je
BUILIE HEro y oBoM mnepuoay 2022. rogune.
Behuna nonyne je ¢oxycupana Ha obany, a
Mautara je mpoBHHIja Koja 00e36el)yje oBoj
obmactu Hajeehy xorencky monymay om 639
xotena y 2022. ronuHu. Y Cllydajy OBUX XO-
Tela, TpaKmba je Hajseha off 1MoJIoBUHE jyHa
JIO TIPBE TIOJIOBUHE jyina. AHIATY3HjCKH ae-
ponpoMm Oenexxn mpomeT of 261 mmimoHa
MyTHUKA, HAPOYUTO MelyHApOAHUX, JIOK je
CeBHJBCKH aepoIpoM APYTH MO Opojy myT-
HUKa. bpoj myTHHKA Ha OBMM aepopoMUMa
Oernexxn KOHCTaHTaH pact, a 2023. je 3abe-
nexxeH pact on 23%. Mehynapoaan aBuo
MIPEBO3 j€ KJbYYHH Pas3yior BEIHUKOT TypHUC-
THYKOr mpomeTa. HaBomgm ce nma cy 74 mo-
Jacka myTHHKa U 248 Hohema y XoTennma
MOBE3aHa ca TOBPAaTHUM aBUO ITyTOBAaHH-
Mma. (Pnopuno-bennres, 2023; 1-4). ITopen
Mel)yHapogHUX TypHCTa, 32 PernoH AHaaly-
3uje ce omryuyje u 80% momahux Typucra
(Kym6pepa u np., 2010). ITopexn oBor peru-
ona, aytopu Ecreban u mp. (2005). HaBoze
kao Hajrocehenuje u perrnone Banencuje n
Karanonuje.

V npBom kBapraiy 2024. ropune 3a0e-
nexeHo je moBehame Opoja Hohiema TypucTa
3a Bume of 8,1 munmona, noctmwxyhn 211,4
Muinona Hohema. Pact je 6wo y30pkoBaH
Mel)yHapogHUM TypUCTHYKHAM IIPOMETOM, a
najiom gomaher TypusMa y IpBOj MOJOBUHU
roguHe. Y apyrom kBapraiy 2024. Ilmna-
HHUja Oenexxn HajBehy moceheHocT, BUIIIE 071
4,5 muiroHa Hohema. Buire of mojioBuHe
OCTBapeHHUX MHOCTpaHuX Hohema je Omio y
JIpyroM KBapTally OB€ FOfiuHe U TO yak 89,5
muinnoHa Hohemwa (Eypocrar, 2024). V aB-
rycty je octBapwia 11,1 MHIHOH cTpaHHX
TYPUCTHUKHX TIOCeTa, mTo je 9,6% Buie y
oxHocy Ha aBryct 2023. rogune. M3mely ja-
Hyapa u aBrycra llInanujy je nocerusno 71,2
MUJIMOHA CTPaHUX TypHCTa, IITO je Hajehe
noBehame Opoja Typucra 10 caza y Typuzmy
oBe 3emibe, To je 11,9% Behn Gpoj Typucra
y omHocy Ha 2023. ronuny (MuHHCTApCTBO
uayctpuje u Typmsma llmanmje, 2024).
CTaruCTUYKY MOJAIM O CMEINTAjHUM Karla-
UTETHMA y 00JIacTMa ITPUMOPCKUX peruja,

nokasyjy ja ce Beh nenenujama Kocra bpasa
u Kocra [lopana Hanase Ha JAPYyroM MecTy
y nanmju (u3a brnaeapckux ocTpa), OHU
obyxBarajy oko 220 000 nexaja (dparosuh,
2017). Hajseha nckopumrheHocT, mpe cBera
CMEIITAjHUX KalalUTeTa je y JICTHHUM Mece-
1[MMa, MIOTOTOBO y jyJIy U aBrYCTY, Kaja je y
jexy cesone typusma (75%), a Hajmama je y
janyapy (40%). Ilpema uemy JieTma ce30Ha
U KyTaJUIIHO — PEKPEATUBHU TypH3aM HMa
HOTIIYHY HPEJHOCT Y OZHOCY Ha 3UMCKY ce-
30HY, IOCEOHO Y MHOCTPaHOM Typusmy (Jo-
Buunh, 2008).

EdexTn pa3Boja npuMopckor TypusmMa
HInanuje

Kako Om ce aHanm3upaiau W mocmarpa-
I CBH CKOHOMCKH €(eKTH HHOCTPAaHOT
JIOXOTKa KOjH TOTHYE U3 IPYTHX 3eMajba y
TYPUCTHYKY JIp)KaBy Tpeba aHalIu3uparu u
MIPOBEPUTH KOJIMKH Cy HMPUXOIU OCTBApEHU
0J1 Typu3Ma y OpyTO HaIllMOHAIHOM IIPOHU3BO-
Ty, 3aXBaJbyjyhu KoMe ce ojMax BN KaKaB
YTHIQ] TypH3aM Kao NPHBPEIHA JEIaTHOCT
nma Ha BHIT HaBenennx 3emasba. 3abenexeH
je BakaH 3Hayaj Typusma Ha BHIT ogHOCHO
ETOBU OCTBApEHU IMPUXOAU OJ Typu3Ma y
BHII-y llInanuje cy 5,6%. YouaBa ce u 3a-
BucHoct lllnmanuje ox mpuxoma ocTBapeHOT
O]l TYPUCTHYKHX KpeTarma, Koju ce nosehasa
(Kymep u ap., 2005). Ille3neceTnx roamHa
nporwior Beka Illnmanuja je pa3Boj nuHOCTpa-
HOr Typu3Mma jncuHHCala Kao 3HA4YajaH W
NPUMapHU TIPUOPHUTET KajJa je y MNHUTamby
NIPUBPEHN pa3Boj. Typu3aM HMa BEIHKH
3Ha4aj ¥ yTUIa] Ha TUTaTHH OmaHc. Pamm ce
0 MHOCTPAHOM TIPUXOJY Ha OCHOBY TypH3Ma
KOJH Mpe/ICTaBIba HEBUIJbUBH U3BO3 Y TIPUB-
penu. Y cinyuajy llnanuje, momaru u3 2001.
TOJIMHE yKa3yjy Ha TO Ja NPHUXOIM KOjU ce
0CTBapyjy O CTPaHUX TYpPHCTa YIECTBY]jY ca
18,8% y yKyIHOj BpeAHOCTH M3B0O3a poda n
yciryra 3a mocMarpany ronuHy (Ilerposwuh,
2007).

Kapna je ped o cpeio3eMHOM Jielty JipyKaBe
Typu3am je 1upekTHo nmao 894.000 pagHux
mecra y 2012. romunn (5,2 % ox yKymHOT
Opoja 3amocieHNX), MOK je MpeaBulaH maj
no cromu of 1,3%, npu uemy Om Tpebdano
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rerepucaru 882.000 panuux mecra 'y 2013.
ronunu. Jlo 2023. roquHe Typu3am OU Tpe-
6amo nma remepumie 937.000 pagHEX MecTa,
mrTo 6m mpencraBspasno nmosehame ox 0,6%
Ha TOAMIIKEM HUBOY, y HAPEIHUX JECET
roquHa (Toruh, 2014). Cse cy Behu mpo-
Onemu 3arahema Boze. OBO je AUPEKTHO T10-
BE3aHO Ca yTHIajeM TypHcTa Ha camo I10[-
pydje, 3araljemem Bozme u mpuobapa. OBu
mpobJeMu Cy BEe3aHH W 3a WHAYCTPH]Y, Kao
IITO j€ HIp. HECTaHAK MUTKE (CJIaTKe) BOAE
u weHa uHaycrpujcka ynorpeda. (locnuar
u ap., 2017). Iocnenmux roguHa Typuzam
ce npwiarohasao norpedama Tpaxme. [Ipo-
OyeM ImpeKoMepHOT Opoja TypHCTa, pelIaBaH
je mpoMoBHcameM Kpahux IyToBama Koja
Cy ce CBE BHIIEC TPaXXKHia, raCTPOHOMCKOT
W pypalHOT TypH3Ma y Tpuodaby, Kako
OM ce rpaoBU pacTepeTHIM MMIMOHCKUX
nocera. To je ycneno ja Mano yMamH KOH-
LEHTpAIjy TPEBEIUKOr Opoja TypHcTa Ha
npuobasee, amn OOMYHO HABEICHW BHIOBH
Typu3Ma IPEACTaBibajy OMYHY HPHUMOpPC-
koM Typu3my. CE30HAIHOCT je 3aTO jOII YBEK
n3paxeHa. TypuCTHYKY aKTHBHOCT je ycMe-
pWia U Ha TOJUTUKY OJpKaBara EKOJIOMI-
K1 oxroopHor typusma (Ponpuryes ar ai.,
2023; 1-2).

IlepcnexTuse n 6ynyhHoct npumopckor
Typusma lllnanuje

Benuku 6poj pa3nMuuTHX MOTHBA yTHYE
Ha 1300p MPUMOPCKHUX TYPUCTHUKUX JICCTH-
HAII¥ja: 3HaYajHO je UCKYCTBO Y CAMOM yIipa-
BJbalby OBOM BPCTOM TypH3Ma, KJIHMa H I10-
BOJbHU TIPUPOIHU PECYpPCH MOpajy MOCTOja-
TH; aTPAaKTHUBHOCT M KBAJIHUTET IUIaXa U TY-
PUCTHYKHUX Caapikaja Cy KJbYYHH 3a Pa3Boj,
anu u npeno3HambuBoct llnanuje xao Ty-
puctrukor 6penaa. OBne ce mory npoHahu
1 c1a00CTH Kao HITO Cy: BEJINKE CE30HCKE Ba-
pHjatuje; 3aBHCHOCT Off OpUTaHCKE, HeMauKe
n (ppaHIlyCKe TYPUCTHUKE IMOTPAKILE; EKO-
JIOUIKH, JieMorpad)cku W ypOaHW NPHUTHCAK
KOjU ce BpIIM Ha JectuHauuje. KynrypHa n
reorpadcka pasHoBpcHoct lllnanuje, orBapa
jOj mIaHce 3a JU3ajHUpambe HOBUX TyPHCTHY-
KHX TPOM3BOJIA, KOjH CE TTOCMaTpa Kao J0/1a-
Tak Ha Beh mocTojehem TpamuIMOHATHOM,

Typu3My npumopja (Banuenre u np., 2016).

HoBu n3a3oBu ce cajna jaBipajy y caMmoM
typuctukoM cekropy Ilmanuje. Mudua-
muja he y OymyhHOCTH MOBOTMTH IO CBE
Beher 3Hauaja JecTHHALMja KOje Ha MeEIu-
TEPAaHCKOM TMPHUMOP]y HyIE HIDKE LiEHE, TO
cy: Erumat, I'puka u Typcka. Kmaumarcke
npoMeHe cy cBe apactuunyje. [Ipema oueku-
BambKUMa, Opoj JaHa ca TeMIlepaTypoM H3Ha
37°C y jyxnoj llmanmju he ce ymBocTpy-
gyutd g0 2050. roguHe, TuMme ce mosehasa
PH3HK O]l Cyllle, HellocTarka Bojie, OpojHUX
LIYMCKUX TNOXKapa U roriasa. Jlo oBux Ha-
3HaKa je jouuio y jery 2022. ronuHe Kaaa
je temmeparypa Bazgyxa y CeBwbn Onia
m3Haxg 40°C. TloBehame Opoja ,,mpeTormmx
JlaHa JOBOAU JO0 Maja ITyTOBamba, IOCEOHO y
jeky cesone. Ha mpumep, UCTpakxuBame U3
2022. koje je cripoBesia KOMIIaHHUja 3a ITyTHO
ocHrypame, 1oKasajio je 1a ce 4yak 65% Ty-
pucray B. Bputanunju ciaxe ca MUIIbEHEM
na he [Inmannja 6uTH mpeTora 3a BUX KaKo
6u je mocehmBamm mo 2027. (McKinsey &
Company, 2023). Aytopu Ecnun- Canixes
u 1p. (2023). naBone kao Beh caganmu mpo-
Oinem, J1a je CBEe NpHMETHHUja KOJ TypHCTa
,,TOIJIOTHA HenarogHoct™. OBoMe Cy HajBU-
e M3JI0KeHE O0aHe NeCTHHAIH]E Y Ce30-
uu. Typuctu Beh cama ocehajy mempwmjat-
HOCT ycies mopacra Temmeparype. [Ipema
ayropuma Doponna- Pobnec u ap. (2020).
Wb HHUXOBOT HCTPAXKHMBamba TYPHUCTHUKOT
npomMera je dopmupame CuctemMa nmameTHe
obaye m MHIUKATOpa OAPEAHINTA KOjUM OH
ce Ha OCHOBY IIPOCTOpa M BpPEMEHa H3Me-
puo ycrex pa3soja. Ouu cy obany Illnmanuje
MoJeIWIA Ha 14 necTUHANWja, a OHO IITO
BehnHa pecTHHaNMja MMa 3ajeHHYKO je
Crenyjanu3anija TeXHOIOMKOT HallpeTKa 1
IpUMEHa OBMX JocTUTHyha Ha JyropodHy
onpxkuBocT. OHM UCTHYY Ja Cy JECTHHAIH]E
[Inanuje oz OBOT cHCTEMa TPUMEHE JJATIEKO.

3ak/pyuak

[Inanuja mocemyje CBe MPUPOIHE YC-
JIOBE TIOTOJIHE Pa3BOjy HPUMOPCKOT TYpH-
3mMa. Ca CBOjUM DPa3HOBPCHUM peJbeduMa,
NEeNIYaHUM IUIaKaMa, OOraTHM KyJITYypHUM
Hacie)eM W WCTOPHjCKUM CHOMEHHIINMA,
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nanuja je jemna ox Bonehux TtypucTHy-
kux 3emasba. Typuctuuku npomet llnaunuje
jacHO TOKasyje 3Hadaj Typu3Ma 3a HEHY
E€KOHOMH]jY, CaMUM THM H pa3Boj, jep je OBaj
cekrop kipyuyaH y B/II-y 3emibe, npyxamwy
paJHUX MECTa CTAHOBHMIIMMA, T€ j¢ jaCHO Ja
ce II0pacToM TYPHUCTHYKOT pomeTa, noseha-
Ba ¥ )KMBOTHHU CTaHIAp]l CTAHOBHHUKA, AU U
SKOHOMCKa J100uT npxase. [loctoje u Hera-
TUBHU e(EeKTH Kao MITO Cy ImpeTepaHa ypoa-
HU3aIMja, 3araljeme U yTHIaj Ha TPUPOIHE
pecypce. ByanyhHocT mpumopckor Typusma
lnanuje 3aBucuhe oj r100amHE perecuje,
koHKypeHumje Tj. Erunrta u Typcke, anu u
OJ1 IPUPOTHHUX OKOJHOCTHU KOj€ Ce TOAMHaMa
Memajy, Kao MTO je TeMIIepaTypHU IMOpacT.
lllmanuja ¥Ma cBe HPeyclOBEe lla OCTaHEe
Bojicha cBeTCKa JIeCTUHAIM]A 33 TPUMOPCKU
TypH3aM, alll ’eH YCIeX 3aBHCH O MyApOr
yIpaBibamba W OITOBOPHOI OJHOCA IpeMa
HPUPOIH, PYPATHAM OAPYYjUMA U KYITYp-
HOM Hacnely.
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