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Abstract: Tourism plays an important role in the developing country’s economy and is considered one 
of the main industries for the growth of the country’s economy. Mass tourism is a thing of the past for 
tourism countries that want to develop their tourism in a good way and ensure sustainability in the 
future, and therefore alternative forms of tourism represent an essential orientation for the further 
development of tourism. Unique tourism products (among which the rural tourism product is especially 
distinguished) have become highly valued by tourists who want to escape the uniformity offered by glo-
balization and the modern way of life in urban city centers. In a large number of countries, considerable 
attention is paid to rural tourism, which records a constant growth rate of tourist demand and makes it 
an important component of the development not only of tourism, but also of rural areas as a whole. The 
paper presents the historical development of rural tourism in Serbia, as well as the material base and 
tourist transport of rural tourism in Serbia. The aim of the paper is to examine the degree of develop-
ment of rural tourism in Serbia and to determine its economic contribution to the economic and social 
development of the country, as well as to determine the limiting factors that prevent a more dynamic 
development of this economic activity in the country.

Keywords: alternative tourism, rural tourism, sustainable rural tourism, development of rural areas, 
benefits of rural tourism.

1. INTRODUCTION

Tourism is generally regarded as one of the world’s largest industries [1], [2] with con-
tinued economic growth [3], [4]. The countries registered 440 million tourist arrivals, 
representing 10% of the European gross domestic product and 20 million jobs [5], [4]. 

Adding to this is the fact that „domestic tourism traffic in the world is about 10 times higher than 
international ones, then it is clear that tourism has an important place in the overall economic 
development by each country” [6]. Rural tourism also provides a significant contribution to the 
rural areas of the economy and the wider tourism industry. Rural tourism has been experienc-
ing expansion in recent years. For example, there are estimates that in rural England creates 
380,000 jobs [7], [4]. It is a consequence of the increasing need of the city population for recre-
ational stay in a different, rural environment. Rural demand for peace, leisure and recreation is 
a growing trend at the regional, national, European and international levels. In most countries, 
rural tourism takes a significant place in local development plans and policies.

Tourism is a major part of the change in the economic base of rural societies [8] that promote 
both rural vitality and sustainability [9]. Several authors believe that rural tourism is an eco-
nomic activity that positively influences development in the economic, social, cultural and en-
vironmental spheres [10], [11], [12], [13]. Therefore, support for rural tourism has become an 
important tool for rural development policy at the European level in the 1990s.
1 High School of Business Studies, King Peter I 70, Blace, Serbia
2 MUP RS - Directorate for Emergency Situations in Niš, Vojvode Mišića no. 56, Niš, Serbia
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Rural tourism is defined as tourism that takes place in rural areas where it has a low population 
density and thus creates an impression of space [14]. For visitors, rural tourism offers something 
different from well-known tourism models. However, it is claimed that rural tourism is more 
than an alternative to other, more conventional forms: it is a state of mind when tourists are 
actively seeking experience in a rural environment. It has been found that rural tourism uses 
local communities in terms of their economic growth, social, cultural aspects, services, living 
standards and building positive attitudes and behavior of local communities towards the devel-
opment of tourism [15]. In particular, small rural tourism is often regarded as one promising 
solution to support or initiate regional development in structurally poor rural areas - especially 
with politicians and administrators responsible for rural development [3], [16], [17], [18].

The most important factor for rural tourism are accommodation services with additional local 
facilities. Cultural and natural resources should be exploited according to the principle of sus-
tainable development. The development of rural tourism in a particular area should not jeop-
ardize natural, cultural and social resources, while at the same time it should stimulate eco-
nomic development and increase the quality of the living space of the local population [19]. 
The sustainability of rural tourism is most often explained through: preserving the local culture 
and identity of the local community, preserving the countryside and the natural environment, 
preserving and sustainable development of the rural economy, highlighting the importance of 
supporting local, regional and national authorities, as well as the balance between tourism ac-
tivities in rural areas activities [20].

2. THE FORMATION AND DEFINITION OF RURAL TOURISM

Tourism in rural areas is not a phenomenon of today, as some believe, but it appears „during 
the period of the industrial revolution as a place of rest, where workers from urban areas came 
to rural areas for rest and recreation” [21] [22]. Over time, rural tourism has become more and 
more popular, and the intensive development started after the Second World War.

In the form it is understood today (as a factor in the reconstruction and development of the vil-
lage and an integral part of the tourism product), rural tourism is developing in some European 
countries and the United States since the mid-sixties. The basis of his development was the 
increase of the free time fund and individual motorization. According to [24]. regarding this pe-
riod of time, there can still be no talk of developed ecological awareness, aspirations for active 
and selective forms of tourism - factors that, along with the economic ones, are shaping world 
tourism trends today, and are especially related for rural areas.

Approximately, until the 1960s, recreation and tourism in rural areas were not subject to the 
laws of the free market, that is, the principles of supply and demand and were not influenced 
by the state. The interest of tourists was directed to the coastal and mountainous tourist des-
tinations, as well as the cities. Land use in rural areas is rarely formed outside the framework 
of agriculture, forestry and water management. This relationship changed over time. Free time 
during weekends and public holidays is increasingly being used for holidays in rural areas and 
annual vacations for coastal and mountain centers. Gradually, the time spent in rural areas for 
the purpose of recreation or vacation was increasing. All this has led to rural tourism, a growing 
sector in the world’s fastest-growing industry - tourism. Some authors [25] even state that it is 
„a cure for all problems in rural areas and a magic wand that speeds up economic progress.”
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Rural tourism is the subject of numerous debates, and the consensus on its unique definition has 
not yet been achieved. The most common limiting factors are listed [26]:

•	 First, the areas in which rural tourism develops is difficult to define because different 
countries take into account different definition criteria;

•	 Secondly, all tourism activities in rural areas do not have to be strictly rural, but they 
can be urban in nature, and they only take place in rural areas;

•	 Thirdly, different regions develop different forms of rural tourism and it is therefore 
difficult to find common features for all countries;

•	 Fourth, rural areas have been affected by complex processes of change resulting from 
changes in the global market, especially in the area of   modern information and com-
munication technologies, which alter the market conditions and demand for traditional 
products.

In the literature there is no generally accepted definition of rural tourism. According to Euro-
gites (European Federation for the Development of Rural Tourism), the concept of rural tour-
ism includes a large number of constituent elements, at the heart of which is the rural tourism 
community (Figure 1). Of the other components, rural tourism includes a natural environment, 
cultural and historical heritage, rural activities and rural lifestyles [27].

Figure 1: Elements of rural tourism [26], edited and adapted by the author.

According to the definition adopted in 1986 within the European Union, it includes all tourism 
activities in rural areas [27]. According to [28], „rural tourism describes the forms of tourist 
activities that take place in rural areas, which include local culture, tradition and economic ac-
tivities as well as open-air activities and experiences that have been achieved in an uninhabited 
rural environment. In addition, the local community plays an important role in securing rural 
tourism products.”

Defined in the broadest sense, rural tourism combines over 19 different types of tourism: agro-
tourism, residential tourism, homestead tourism, gastronomic tourism, wine tourism, hunting 
tourism, fishing tourism, cultural tourism, religious tourism, nautical tourism, sports and rec-
reational tourism, educational tourism, adventure tourism, health tourism, eco-tourism, con-
tinental tourism, camping tourism, transit tourism, mixed and other types of tourism [28]. It 
should be emphasized that in addition to the listed forms of tourism, new forms of tourism in 
rural areas are created every day, adapted to the wishes and needs of individuals. Particularly 
distinguished among them are: ethno-tourism, eco-agritourism and “salaš” tourism. All this 
ultimately leads to an increase in the complexity of rural tourism.
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On the other hand, some definitions simply, under rural tourism, include „tourism in areas of 
low population density”. However, what most authors agree with is that rural tourism is an al-
ternative to mass tourism due to the fact that it attracts segments of tourists who are interested 
in rural culture and environmental quality and that it implies active participation of the local 
community in its development. The following table shows the key elements of rural tourism.

Key elements of rural tourism
located in rural areas
provides personalized contact
allows participation in the activities, tradition and way of life of the rural population
settlements and buildings are of small size (rural)
represents a complex pattern of the rural environment, economy, history and sites
a high share of tourism revenues used by the local community
grows slowly, in line with the local population
It is functionally rural: based on small entrepreneurship, open space and direct contact with 
nature, based on heritage and traditional activities

Table 1: Key elements of rural tourism [30].

Although rural tourism has been developed in many countries of the world, its definition is still 
sought. The problem is complicated by the fact that in addition to the term rural tourism in use 
and many other expressions, such as agrotourism and tourism in peasant farms. Namely, this is 
a wide range of circumstances that lead to different concepts, the content of which is often the 
cause of disagreements between their authors.

At the global level, there is no single definition of rural tourism, in practice it is evident that this 
segment of tourism is constantly growing. This is supported by the latest research, where it has 
been established that rural tourism is growing three times faster than traditional tourism with 
realistic expectations that its share in the European tourism market in the next 20 years will be 
more than 20% [31].

3. HISTORY OF THE DEVELOPMENT OF RURAL TOURISM IN SERBIA

The idea of the development of rural tourism in the Republic of Serbia came about accidentally 
in 1972. Namely, the residents of the village of Devići, near Ivanjica, led by student Milivoje 
Raičević, wanted, according to experiences of some Scandinavian countries, from the village of 
Devići that slowly descends make the oasis to which tourists will come every year. In addition 
to the natural and climatic conditions, the traditional hospitality of the rural population, the bad 
road of 36 km and the exceptional entrepreneurship of the local community in Devići, were not 
available with any other conditions. It was „a year full of anxieties and joys” [32]. Nevertheless, 
their vision was that the positive experiences of the Scandinavian countries practically applied 
in their villages and tourists offer quality food, clean air, freshness of the forest, the smell of 
meadows and orchards, a nicely furnished room and a pleasant atmosphere. In this how they 
succeeded and thus became the first, not only in Serbia, but in all of Yugoslavia at the time.

In the first year, the village of Devići had around 40 tourists. Next, in 1973 the village was visit-
ed by 120 tourists and the accommodation was organized in 6 households. Although new house-
holds were not fully trained for this type of tourism, the great publicity and the public interest 
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in rural tourism made the villagers expand their capacities. As early as 1974 there were about 
250 tourists, and in 1975 over 800 in the winter and summer season. The highest number was 
recorded in 1976 with 9,000 overnights in thirty households, which had 180 beds [33]. At that 
time, among the tourists there were actors, sculptors, singers, writers and other artists. Thus, the 
village of Devići became a pioneer of rural tourism in our country.

According to Devići, and other villages of the Ivanjica municipality, they turned to rural tour-
ism (Mace, Katići, Lisa, Međurečje, Opaljenik, Kušići Bele Vode). Positive experiences have 
prompted the villages mentioned to include themselves in this new type of tourism. The village 
of Maće especially distinguished with regard to the motivation of locals for dealing with rural 
tourism. Village residents actively participated in seminars organized by a number of organiza-
tions dealing with home decor, culinary arts, landscaping, hygiene, food serving and treatment 
of guests. Also, in higher grades of elementary school, the subject of tourism was introduced 
as a form of supplementary education, which directed the awareness of the young people to the 
importance of this economic branch and its role. Under the influence of many seminars in the 
village, important changes occurred, starting from the behavior of the people who live there, to 
large-scale activities, which also demanded greater material investments, with the aim of faster 
development of rural tourism and greater satisfaction of tourists.

Procurement of rural tourism in the municipality of Ivanjica interested management bodies and 
started with more investments in rural areas. Simply, tourism has fundamentally changed the 
way of life of the rural population and broke the monotony of the village. In addition to tour-
ism, agriculture as the main occupation of the population received a completely new dimension 
of development, and the period of prosperity was on, not only in the Ivanjica region but also 
throughout the country, especially during the eighties. The results were more than satisfactory. 
The development of rural tourism has contributed to the cultivation of the rural population, the 
economic strengthening of villages and the reduction of population migrations. According to 
information from the archives of tourist associations, in the late 1980s, rural households in the 
territory of the Republic of Serbia dealt with 800 households in 50 villages, which had about 
3,000 beds [34].

The stagnation in the development of rural tourism took place in the nineties of the 20th cen-
tury, due to the known events on the territory of our country. The long-standing period of iso-
lation of the former Yugoslavia was not a suitable environment for the improvement of tourism 
development and tourist offer. At the level of the tourist offer, there were numerous and serious 
shortcomings, of which they especially stand out [35]:

• unsatisfactory and obsolete structure of total accommodation capacities;
• market incompatibility of accommodation capacities with the requirements of modern 

tourist demand;
• lack of diverse tourism products that could attract foreign demand;
• unsatisfactory availability of many parts of our country (non-existent and inadequate 

transport infrastructure) rich in natural, social and historical tourist values;
• unsatisfactory municipal infrastructure, etc.

At the beginning of the XXI century, as a result of a certain recovery, there was a slight increase 
in rural tourism, so organized rural tourism based on the information of the Tourist Organiza-
tion of Serbia involved 154 households from 41 villages with a total capacity of 699 beds in 16 
municipalities [36]. Given that rural tourism, as one of the leading alternative forms of tourism, 
occurs in regions and countries that have rural areas in abundance, the very fact represents a 
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great untapped potential for Serbia. However, in order to ensure adequate rural development, it 
is necessary to redefine tourism policies, both at the country level and in the region that will be 
in line with tourist demand and approach the operationalization of the set goals.

4.  MATERIAL BASE OF RURAL TOURISM  
AND TOURIST TRAFFIC IN THE REPUBLIC OF SERBIA

The rural tourism of the Republic of Serbia is in the initial stage of development. The fragment-
ed and dispersed peasant poses, the orientation to other forms of tourism and massiveness, the 
insufficiently developed awareness of the value of the environment, are just some of the factors 
that have affected the poor development of rural tourism. Also, „the low incidence of rural tour-
ism in the tourist offer of the Republic of Serbia has brought the present results” [29]

According to the internet portal ISTN (Internet Serbia Travel News), rural tourism was devel-
oped in the territory of the Republic of Serbia, primarily in the villages of Western Serbia and 
Sumadija, and only a certain number of villages successfully operate in the territory of the 
South and East Serbia region. The villages of the municipality of Ivanjica (Lisa, Kušići, Katići, 
Devići) are issued with their rural tourism offer, followed by the villages in the municipality of 
Kosjerić (Seča Reka, Mionica, Skakvci, Donji Taor). In the region of South and East Serbia for 
now, the leading villages located in the municipality of Knjaževac, such as the villages Kaona, 
Crni Vrh and Balta Berilovac.

Municipality Villages engaged in rural tourism
Kosjerić Seča Reka, Donji Taor, Mionica, Skakavci
Kragujevac Ramaća, Stragari, Kamenica, Duleni 
Ivanjica Lisa, Kušići, Katići, Međurečje, Devići
Gornji Milanovac Koštunići, Savinac, Pranjani, Brusnica
Valjevo Petnica, Stave, Popučke
Kraljevo Lopatnica
Čajetina Gostilje, Trpkovo, Ljubiš, Sirogojno
Ljubovija Ljubovija
Sokobanja Trubarevac, Jošanica
Sombor Bezdan, Doroslovo, Stapar
Knjaževac Kalna

Table 2. Villages in Serbia with the most developed rural tourism [38]

Regarding data on accommodation in rural tourism, it is still not covered by official statistics. 
Available resources include the internet portal of rural tourism [39] and local tourist organiza-
tions [40]. In 2004, as a project of the National Association of Country Tourism of Serbia, the 
website www.selo.rs was set up with the idea to cover the total rural tourism offer of Serbia. 
Thanks to the results of this web portal, the National Association is a member and active rep-
resentative of Serbia in the European Federation for the Development of Rural Tourism - EU-
ROGITES [39].

The types of accommodation facilities in rural tourism, according to the information provided 
by the association, are shown in table 3. The information provided on the website includes an 
overview of the offer of 244 providers of rural tourism services.
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Type of accommodation Number of objects %
Apartments 50 20,57
Crawfish and drill 26 10,69
Ethno village 1 0,42
Catering companies 42 17,28
Hostels 1 0,42
Motels 1 0,42
Pensions 5 2,06
Accommodation 5 2,06
Rural households 82 33,74
Rooms 7 2,88
Apartments 1 0,42
Tourist complexes 2 0,82
Tourist facilities 2 0,82
Cottages 9 3,7
Fairies 9 3,7
TOTAL: 243 100,00

Table 3. Rural accommodation capacities in the Republic of Serbia

The assumption is that the number of households engaged in rural tourism is much higher than 
the data presented in Table 3, but they deal with this activity independently, unregistered and 
unhindered so that they do not have precise information about them. Based on the data from Ta-
ble 14, it can be concluded that in the total number of current providers of rural tourism servic-
es, the offer of which is shown on the website of the National Association of Country Tourism of 
Serbia, the largest are rural households, apartments and restaurants, with 174, which is 71,59% 
of the total number of rural accommodation capacities.

On the other hand, according to the assessment of local tourism organizations, rural tourism 
is supported with more than 32,000 registered and unregistered beds in rural areas, of which 
10,000 are exclusively in the village [40].

In an effort to identify the similarities and differences between the rural areas of the Republic of 
Serbia, the rural cluster typology has been developed through the cluster of analyzes in the prepa-
ration of the Rural Development Strategy Plan. This analysis identified four homogeneous groups 
of municipalities (regions) as representative types of rural areas in the Republic of Serbia [50]:

Region 1: High-productive agriculture and an integrated economy - This region includes the 
northern part of the Republic of Serbia, i.e. the territory of Vojvodina and the north-western part 
of Central Serbia. Compared with other rural areas of the Republic of Serbia, the mentioned 
region has developed human potential, expressed entrepreneurship, diversified industrial sector 
and well-developed economic and physical infrastructure, which ultimately leads to favorable 
socio-economic indicators of overall economic development.

Region 2: Small urban economies with intensive work in agriculture - This region geographi-
cally extends through rural municipalities along the river valley and encompasses the environs 
of urban centers and larger cities (northern part of Central Serbia, Sumadija, parts of Sword and 
Stig). The overall economic structure and the productivity rate of certain sectors show better 
results in comparison with other rural areas.
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Region 3: Predominantly mountain economy oriented towards natural resources - According 
to its geographic characteristics this region is very heterogeneous. It is basically a rural region 
with unused natural resources and tourist potential. Particular characteristics of the region are 
unfavorable demographic changes and lower population density. Municipalities belonging to the 
given region are: Veliko Gradište, Golubac, Malo Crniće, Petrovac, Kučevo, Bor, Majdanpek, 
Negotin, Kladovo, Despotovac, Žagubica, Boljevac, Knjaževac, Zaječar, Sokobanja, Ražanj, 
Svrljig, Babušnica, Dimitrovgrad, Vlasotince, Gadžin Han, Black Trava, Surdulica, Vladići 
Han, Vranje, Presevo, Bujanovac, Trgovište, Bosilegrad, Medveđa, Lebane, Bojnik, Prokuplje, 
Kuršumlija, Blace, Žitorađa, Merošina i Doljevac. 

Region 4: Large tourist capacities and poor agricultural structure - This region comprises the 
western part of the Republic of Serbia and is characterized by the highest rate of participation 
of the tertiary sector in the economic structure. On the other hand, the structure of agriculture 
is underdeveloped and is mainly based on the use of natural resources.

At the same time as the formation of the regions for the needs of the National Rural Develop-
ment Program of Serbia, at the proposal of the Ministry of Economy and Regional Development 
in 2010, Serbia is divided into five statistical regions. According to this division, the Region of 
South and Eastern Serbia coincides with the previous division.

The disaggregation of accommodation facilities in rural tourism in the Republic of Serbia is 
shown in Table 4. Based on the data, it can be concluded that the majority of rural accommoda-
tion capacities have the municipalities of Gornji Milanovac, Čajetina, Valjevo, Arilje, Kosjerić 
and Ljig.

Organized statistical monitoring in this segment of tourism is at the very beginning. Most 
countries, as well as the Republic of Serbia, do not collect statistical data in which rural tourism 
would be viewed in particular in relation to other forms of tourism. Accordingly, the current 
development of rural tourism in the Republic of Serbia can be analyzed on the basis of data pub-
lished by the Statistical Office of Serbia and relates to tourist traffic observed from the aspect of 
the realized number of overnight stays. 

Since according to the current classification of tourist sites in the Republic of Serbia there are 
no separate places for rural tourism, „tourism traffic in other tourist places and other places can 
be considered as tourism in rural tourism” [41].

According to the data from Table 5, it can be concluded that the average percentage of registered 
overnight stays in rural tourism was approximately 21.34% in the period from 2005 to 2014. In 
2014, this percentage was the smallest since the number of overnight stays at the country level 
was 7.3% lower than in 2013.
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Municipality
Number of  

accommodation 
facilities

% Municipality
Number of  

accommodation 
facilities

%

Aleksandrovac 1 0,42 Kučevo 1 0,42
Aranđelovac 7 2,88 Lazarevac 1 0,42

Arilje 16 6,58 Loznica 5 2,06
Apatin 1 0,42 Lučani 1 0,42

Bačka Palanka 2 0,82 Ljig 14 5,76
Bačka Topola 1 0,42 Ljubovija 2 0,82
Bela Palanka 1 0,42 Mionica 11 4,53
Bajina Bašta 1 0,42 Mladenovac 1 0,42

Bač 1 0,42 Mali Zvornik 1 0,42
Bor 1 0,42 Novi Sad 2 0,82

Bela Crkva 1 0,42 Nova Varoš 2 0,82
Valjevo 17 6,99 Pirot 2 0,82

Vrnjačka banja 1 0,42 Požega 2 0,82
Gornji Milanovac 53 21,8 Raška 2 0,82

Despotovac 1 0,42 Ruma 1 0,42
Dimitrovgrad 1 0,42 Sombor 3 1,23

Žagubica 1 0,42 Sopot 2 0,82
Zrenjanin 1 0,42 Sokobanja 2 0,82

Irig 5 2,06 Sremski Karlovci 2 0,82
Ivanjica 6 2,47 Sremska Mitrovica 1 0,42
Inđija 1 0,42 Topola 4 1,65

Koceljeva 1 0,42 Užice 7 2,88
Kosjerić 14 5,76 Čačak 2 0,82

Knjaževac 1 0,42 Čajetina 18 7,41
Kragujevac 7 2,88 Šabac 1 0,42

Kraljevo 7 2,88 Šid 2 0,82
Kruševac 1 0,42 TOTAL: 243 100

Table 4. Number of rural accommodation facilities in municipalities  
in the Republic of Serbia

Year

The number of over-
night stays in all 

tourist places of the 
Republic of Serbia 

was realized

Overnight stays in 
other tourist places 

and other places 
(rural areas)

Participation of realized number of 
nights in rural tourism in the total 

number of overnight stays in all forms 
of tourism in the Republic of Serbia (%)

2005 6.499.352 1.411.305 21,71 %
2006 6.592.622 1.354.027 20,54 %
2007 7.328.692 1.528.389 20,85 %
2008 7.334.106 1.636.509 22,31 %
2009 6.776.763 1.453.792 21,45 %
2010 6.413.515 1.437.714 22,42 %
2011 6.644.738 1.383.947 20,83 %
2012 6.484.702 1.382.222 21,32 %
2013 6.567.460 1.356.633 20,66 %
2014 6.086.275 1.218.552 20,02 %

TOTAL: 60.641.950 12.944.538 21,34 %

Table 5. Estimated tourist turnover - realized number of overnight stays in rural tourism  
in the period 2005 – 2014
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5.  THE INFLUENCES OF TOURISM ON THE DEVELOPMENT  
OF RURAL AREAS IN THE REPUBLIC OF SERBIA

Tourism plays an important role in the development of the economy and society in the world. 
In recent decades, due to changes that have taken place on the demand side, tourism has been 
gaining increasing attention as one of the factors of the economic and social development of 
rural areas. In addition, rural tourism is seen as an economic and social development factor, 
which can help overcome the problems that rural areas face.

5.1.  Economic contribution of rural tourism to the economic development  
of the Republic of Serbia

The expectation that rural tourism contributes to the faster development and revitalization of rural 
areas of the Republic of Serbia is based on the possible economic effects of its development [42].

When it comes to rural tourism, the rule is that the development should start as modest as possi-
ble, in order to avoid bad and unnecessary investments. Namely, the development of rural tour-
ism provides the opportunity for residents of rural areas to employ members of their household 
with minimal investments and thereby provide an additional source of income, i.e. to provide 
secondary income with relatively small capital and knowledge investments. According to the 
results of a survey conducted by the Ministry of Agriculture, Forestry and Water Management 
of the Republic of Serbia in 2009, rural tourism employs, on average, two household members, 
while the average monthly net income from doing this activity is around 200 euros.

The quantification of the total direct economic contribution of rural tourism to economic devel-
opment is limited and therefore it is possible to carry out only an assessment. Statistics that are 
missing in other sectors of activity, apart from accommodation, constitute a major limiting fac-
tor. Total revenues from rural tourism for 2010 amounted to 10.4 billion dinars or 16% of direct 
travel and tourism GDP, calculated by the World Travel and Tourism Council in the amount of 
62.4 billion dinars [43]. Also, according to the forecasts of the Master Plan, the total direct eco-
nomic contribution of rural tourism to the economic development of the Republic of Serbia will 
reach 45,000,000,000 dinars by 2020. Of course, the prerequisites for achieving these estimates 
are the increase in the number of tourists and overnight stays in rural areas, as well as the de-
mand for rural accommodation capacities in the upcoming period. Likewise, with better utiliza-
tion of natural and anthropogenic tourism potentials, participation could be significantly higher.

In this way, rural tourism would take a better and more important position. Thus, through the 
export of goods and services based on rural tourism, the final products and services of numer-
ous activities would be realized and would have a positive impact on the country’s balance of 
payments. Selling goods and services to domestic and foreign visitors is a significant opportu-
nity to include all economic and non-commercial activities that provide an assortment of rural 
tourism in a particular rural area [44]. Therefore, rural tourism positively influences all eco-
nomic and non-commercial activities (which are not part of the tourism industry, but are related 
- industry, construction, agriculture).

It should be emphasized that by encouraging the development of the basic activities of the 
tourism industry, rural tourism contributes to the increase in the volume of employment. In the 
world, every 10th employee is employed in tourism. This suggests that tourism is one of the 
leading generators of new jobs, which is of particular importance to rural tourism because it is 
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easy to employ structures that are otherwise difficult to employ: low profile, women, young and 
old. Based on conducted research in our country and the region, it is assumed that „a new direct 
employment is realized for every eight new tourists in rural areas, and twenty-five daily visitors 
are an opportunity for a new direct employment” [45].

The development of rural tourism, in addition to the aforementioned economic effects, contrib-
utes to the strengthening of local and regional economies, and therefore of the entire national 
economy.

5.2.  The influences of rural tourism on the social development  
of the Republic of Serbia

From a social point of view, the impact of rural tourism is multiple, since it affects culture, edu-
cation, human health and so on. In addition, this impact can be positive and negative [21]

When it comes to the impact of rural tourism on culture, it should be emphasized that a large 
number of tourists are involved in tourist trips to rural areas, with the desire to become ac-
quainted with the country’s cultural and historical heritage and the history of that nation [21] 

For these reasons, tourists visit museums, cultural and historical monuments, ambient tourist 
values, rural ambient values, events (manifestations) and others.

Rural tourism also influences education because it allows you to get to know different cultures, 
customs, gastronomy, lifestyles, contributing to a better understanding of different nations, 
which increases the general cultural level of tourists. In the direct interaction between the rural 
population and tourists there is also the transfer of positive habits and customs. Through the 
social role of rural tourism, a sense of pride and self-awareness is given to the rural population, 
which is often felt marginalized. This particularly applies to women who have „significantly 
improved their position in the structure of rural workforce” by developing rural tourism [47].

Rural tourism, basically, enables recreation of tourists in physical and psychological terms, thus 
influencing the improvement of health and working abilities. This significantly influences the 
improvement of the health of tourists.

On the other hand, in addition to positive effects, tourism in rural communities can also cause 
negative effects (prejudice towards visitors, changes and development in general, the transmis-
sion of negative habits and customs, acceptance of negative habits and customs, etc.). Namely, 
tourism leads to the transformation of the previously innate culture of the rural population and 
the change of the traditional way of life, so in certain situations there can be an antagonism be-
tween the local population and tourists. However, it should be kept in mind that many cultures 
and rural areas would long ago disappear if there was no tourism.

Accordingly, one of the basic preconditions for successful planning and management of the 
sustainable development of rural tourism is the active involvement of the rural community, that 
is, the local population in the process. This involvement is necessary because the rural environ-
ment is an important factor in the overall quality of life of rural residents. Any use of tourism 
resources for the purpose of tourism development, without the consent of the local community, 
can be assessed by the local population as an abuse and represent a disincentive factor in the 
development of rural tourism [48].
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In addition, in order to contribute to tourism for social development, certain cultural principles 
must be respected. These are: development of tourism that protects cultural diversity and lo-
cal community, active discouragement of forms of tourism that cause and contribute to social 
problems, development of tourism characteristic for the area, promotion of unique culture and 
heritage of the rural area, preservation of the customs and return of old forgotten crafts.

5.3.  Ecological influence of tourism on the development of rural areas  
of the Republic of Serbia

Rural tourism and the environment represent two interconnected areas. Only a clean and unpol-
luted environment can be the basis of successful engagement with rural tourism. At the same 
time, tourism is the main user of the environment, because almost all tourists’ activities are 
based on its use and are largely influenced by its quality.

Under the influence of tourism comes the transformation of rural areas and the results can be 
positive and negative. Positive effects of transformation, most commonly referred to in the lit-
erature [49]: restoration of existing historical sites, buildings and monuments; transformation of 
existing old buildings and places into tourist facilities; protection of natural resources; making 
various administrative and planning measures for the protection of individual areas; improving 
space availability and creating new ones; environmental consciousness building and so on.

On the other hand, the current negative impacts of tourism activities on the quality of the envi-
ronment are caused by poor implementation of planning and construction regulations, lack of 
infrastructure for wastewater treatment, uncontrolled waste disposal, and inefficient manage-
ment of protected natural resources. As far as the influence of tourism on the botanic world is 
concerned, it can be negative if the quest for plant sanctity leads to disturbances of ecological 
balance (removal of plants from the ecosystem). In addition to physical, it may also have an 
aesthetic dimension as a large number of plant and natural habitats in the Republic of Serbia are 
destroyed due to the development of rural tourism.

A similar problem is with the animal world, if it is threatened and if changes in their behavior 
are caused by long-term exposure to tourists. Also, problems arise due to poor animal treatment 
by certain tourists. This is particularly true of protected animal species.

According to [48], other positive effects imply the importance of rural areas and the negative 
gradual urbanization of rural areas, and the possibility of loss of control over the phenomenon 
of rural tourism.

The results as well as the projected tourist growth point to the necessity of strategic manage-
ment, primarily in the direction of controlling further tourist growth and the implementation 
of measures to control the carrying capacity of the tourist destination. According to Slavkovic 
(Slavkovic, 2015), more needs to be done on the system of protection and preservation of the 
environment, as well as on the implementation of regulations. The awareness of the problems 
that rural tourism creates should be at a high level, due to the negative effects of tourism on the 
environment. In this context, the idea of   sustainable development came to the fore, with the aim 
of preventing irreparable and enormous damages that arise in rural areas.
At the beginning of the 21st century the concept of sustainable development, within it sustaina-
ble tourism, was fully affirmed [46]. An important prerequisite for further development of tour-
ism is the preserved and healthy environment. For this reason, rural environments are the basic 
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potentials for sustainable tourism development. Due to the natural and anthropogenic tourist 
values, as well as the ecological and environmental characteristics of the territory of the Repub-
lic of Serbia, different rural areas across the country represent significant resource potential for 
sustainable tourism development [21].

Generally, rural tourism as a selective form of tourism has not yet received the scope of mass 
tourism in the world, so the effects of tourism activities in rural areas cannot be said more wide-
ly. The fact is that the visitors who participate in this activity are largely in love with the rural 
areas, suggesting that their awareness of the protection of natural and anthropogenic resources 
is usually very high. All this is in favor of the fact that rural tourism in most countries is the 
opposite of mass tourism, i.e. its most significant forms.

6. CONCLUSION

Rural areas are currently undergoing significant economic and social changes, mainly caused 
by the liberalization of international trade, the development of information and communication 
technologies, and the strengthening of rural development policy. Rural areas on the territory 
of Serbia contain potentials, whether natural or anthropogenic, for the development of various 
activities that would speed up economic development. One of these activities is rural tourism. 
However, this form of tourism is in the region at the very beginning of development. The fact 
that 85% of the territory of the Republic of Serbia consists of rural areas, large geographical di-
versity (lowlands, mountainous regions), rich natural and anthropogenic resources, multiethnic 
population, etc. suggests that rural areas and more intensive tourism development could play a 
key role in the future economic development of the Republic of Serbia.

It is important to emphasize that rural areas of Serbia can respond to specific requirements for 
tourist recreation and form a tourist offer of special quality. Consequently, this would lead to 
the enrichment of the structure of business and the faster reaching of a certain degree of de-
velopment in the economic and social terms. Rural tourism can significantly contribute to the 
rural economy. This contribution can be estimated not only in terms of gross production and 
the number of employees, but also in the wider economic benefits that it can afford. Tourism in 
rural environment, can serve to diversify the local economy; to provide new markets for local 
products and services; to provide new sources of income for farmers and others whose liveli-
hood is endangered by changes in agriculture; and to encourage the creation of new businesses. 
Tourism can be a new „cash” in rural areas, altering the balance between primary industries 
such as agriculture and the tertiary or service sector.

Tourism can also bring social and cultural benefits to rural areas. They may include social and 
cultural contacts between local people and visitors; increased awareness, among visitors and 
local people, about the value of the heritage and the need for its protection; strengthening the 
identity and cohesion of the local community; and full use, and hence the greater sustainability 
of local transport and other services. At best, tourist camps help rural communities find new 
strengths in their local economy, while preserving the quality of life, heritage and social values. 
In order to achieve the expected effects of rural tourism, it is necessary to plan stimulus and 
organizational action in the construction of the village tourism offer. In addition, it is necessary 
that the rural tourism product be locally controlled, based on authenticity and promotion that 
highlights realistic expectations of using the product. All this would lead to a faster develop-
ment of rural tourism in our country, which is currently below real opportunities.
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Abstract: Seasonality is general characteristic of tourism. As tourism contributes to economic growth 
and development, seasonality is noted as one of the most influencing factors for limiting continuous de-
velopment. Thus, the article empirically tests the presence of tourism seasonality for the central level by 
exploring Macedonia, and the local level, by elaborating Ohrid (the most famous summer tourist spot) and 
Skopje (the capital). The statistical methodology covers computation of standard indicators, such as the 
Gini index (G), the Seasonality Indicator (SI) and the Coefficient of Variation (CV). The study found no 
significant seasonal concentration in tourism in Macedonia, a presence of strong and powerful seasonality 
for Ohrid, and no seasonality for Skopje. As a consequence, the paper recommends design of specific tai-
lor-made products and urges tourism key players to focus on policies and strategies for modifying tourism 
seasonality.

Keywords: Seasonality, tourism demand, entrepreneurship, tourism policy

1. INTRODUCTION 

Despite the fact that seasonality is general characteristic of tourism, it is often detected 
as one of its most undesired companions due to profound negative effects that produc-
es. Being identified as a tendency that is related to concentration of tourism flows in 

a particular time-segment, seasonality is closely related to tourism development. On the other 
side, tourism can promote and cause long-term economic growth, known as tourism-led growth 
hypothesis [1]. Furthermore, it urges the planning decisions in tourism as an issue of great 
challenge for each national government [2] since they view tourism as a catalyst for economic 
growth, meaning active participation in tourism industry [3]. Due to fact that tourism is gen-
erated by demand, the possibility arises that tourism demand may assist in providing in-depth 
analysis about tourist flows. This is of great assistance in decision-making process and drawing 
up tourism policies [4]. Therefore, it is widely recognized the need of investigating and clarify-
ing the nature of seasonality in the line of identifying appropriate tourism policy and strategy.

Regardless the level of economic development, each country is interested in tourism due to its 
various positive impacts. Generally, tourism contributes to economic growth and development, 
promoting international understanding and peace, improving living standard, stimulating local 
trade and industry development, protection of cultural heritage etc. [5]. In this line, seasonality 
is noted as one of the most influencing factors for limiting continuous development. So, one 
may understand it as a phenomenon that provokes incomplete and unbalanced usage of means 
necessary for economic development [6]. Seasonality in tourism may be measured in various 
ways, but the most common approach is by estimating seasonal factors in time series, using pro-
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portional deviates to moving averages, through dummy variables in multiple linear regression 
[7] or by application of more advanced econometric models [8] - [10]. 

This paper attempts to empirically test and compare the presence of seasonal patterns in tour-
ism development at national and local level. Moreover, the intention is to conclude whether 
to identify the same policy and strategy for tourism development at national and local level, 
or there is a necessity to develop diversified tourism product due to (un)presence of temporal 
imbalance in tourism flows. In this line, the main dilemma is having constant seasonal tourism 
concentration or just a high tourism demand. Hence, the aim is three-folded: First, to gain an 
in-depth knowledge regarding the (un)presence of seasonal tourism spreads; Second, to empir-
ically test and analyze the strength and dynamics of tourism seasonality; and Third, to address 
adequate business strategies/policies which may significantly improve seasonality.

Although this paper adds to the current literature on tourism seasonality, its main contribu-
tion lies in its highlighting to suggest business strategies and policies which may significantly 
decrease negative seasonal effects. Investigating and assessing seasonal patterns in tourism in 
Macedonia from this perspective has thus far been limited. Some studies are noted, but in ad-
dressing seasonality effects at national level of Macedonia [11] - [13]. So, the current work pays 
no attention to such comprehensive approach like this paper explores, whereas an attempt is 
made to quantify seasonality patterns at local level, which represents a novelty in Macedonia’s 
academic work. The paper has a practical significance since recommends design and develop-
ment of specific tailor-made products that may overcome seasonality particularly in summer 
tourist centers, which may lead to more balanced distribution of tourism demand. The study 
praises that tourism key players at national and local level should focus on policies and strate-
gies in the line of modifying tourism seasonality patterns.

In order to meet the aims, the paper is structured in several parts. After the introductory part, 
the following section gives a brief overview on theoretical aspects of the main reasons for sea-
sonality in tourism flows, underlining the most profound negative, as well as positive effects. A 
snapshot on stylized facts on tourism flows of Macedonia, Ohrid (as the most famous summer 
tourist spot and a “must-see” destination in the country) and Skopje (the capital) is given in 
the forthcoming section. Section three encompasses the study’s methodology, and section four 
presents the main findings and discussion. The article’s final sections offer conclusions and rec-
ommendations, as well as limitations of the current study and future work.

2. LITERATURE REVIEW

The subject of seasonality in tourism is highly explored by elaborating its negative and positive 
effects. Generally, the academia agrees that seasonality occurs due to temporary imbalance in 
tourism flows caused by different determinants [14] - [25]. 

Among variety of factors that provoke seasonality in tourism demand one may note: 
• Natural element (sunny days, snow falls, insolation, rainfall etc.). Tourists have specific 

preferences which make it necessary to distinguish between different tourism types;
• Institutional factor (religious and pilgrimage travel, workers’ holidays, students’ ferries, 

festival events etc.); and
• Other factors (social pressure, personal preferences, inertness etc.).
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Furthermore, it is noted that seasonality as systematic variation may be present not only during 
the year or a semester, but also in the frames of a month or a week, even in a single day [26] - 
[27]. In this line, it is generally recognized that seasonality tends to have much more negative 
effects on tourism development, which often cannot be controlled [28] - [32]. In this respect, 
the negative impacts are addressing: Employment (part-time employment, social instability and 
insecurity etc.); Investments (high risks over law occupancy rate); and Environment (pollution, 
overcrowding, xenophobia, criminal activity etc.). Yet, they may be treated with an extension of 
the season by introducing new tourist products immune to seasonality; application of positive 
pricing policy; developing business tourism, etc. [33] - [35].

Besides the long list of negative impacts of seasonal patterns on tourism development, there is 
a literature that supports the approach that seasonality provokes positive effects as well. This is 
particularly in terms of sociology and ecology. Namely, after devastating high season, long and 
quiet period is more than welcomed especially for recovering the sources, and the local popula-
tion as well [18], [36] - [38].

3.  SEASONALITY OR JUST A HIGH TOURISM DEMAND?  
NATIONAL VS. LOCAL

This section poses brief introduction on some general facts referring tourism demand. The 
main idea is to present data on tourism flows upon which, to assess and compare the presence of 
seasonality in tourism development at different levels. In this line, the data for Macedonia refer 
to the central level, and on the other hand, the data for local level stand for Ohrid and Skopje.

Domestic Foreign Total
Year MKD Ohrid Skopje MKD Ohrid Skopje MKD Ohrid Skopje
2000 408,507 153,510 24,659 22,4016  56,318 66,508 632,523 209,828 91,167
2001 234,362  86,258 17,101  98,946  11,499 46,061 333,308  97,757 63,162
2002 318,851 137,911 15,712 122,861  25,517 54,008 441,712 163,428 69,720
2003 325,459 136,420 21,115 157,692  39,390 61,627 483,151 175,810 82,742
2004 299,709 114,652 19,386 165,306  37,522 64,417 465,015 152,174 83,803
2005 312,490 116,401 23,302 197,216  49,564 70,850 509,706 165,965 94,152
2006 297,116 114,754 20,244 202,897  52,640 71,522 499,473 167,394 91,766
2007 306,132 123,854 20,314 230,080  57,456 79,396 536,212 181,310 99,710
2008 350,363 139,643 16,036 254,957  62,461 96,674 605,320 202,104 112,710
2009 328,566 122,258 14,823 259,204  67,441 90,520 587,770 189,699 105,343
2010 324,545 105,213 12,784 261,696  59,896 91,288 586,241 165,109 104,072
2011 320,097 102,730 12,740 327,471  75,547 105,170 647,568 178,277 117,910
2012 312,274  99,850 15,284 351,359  83,485 113,928 663,633 183,335 128,312
2013 302,114  91,395 16,475 399,680 100,109 128,968 701,794 191,504 145,443
2014 310,336  88,118 15,834 425,314 109,078 140,540 735,650 197,196 156,374
2015 330,537  94,476 19,187 485,530 125,468 173,014 816,067 219,944 192,201
2016 346,359 107,351 18,534 510,484 127,010 183,613 856,843 234,361 202,147

Average 319,283 113,811 17,855 274,983  67,082 96,359 594,530 180,894 114,161

Table 1: Tourist arrivals in Macedonia, Ohrid and Skopje, 2000-2016
Source: State Statistical Office (various years, various publications) [39]

Table 1 presents data on tourist arrivals (domestic, foreign and total) in Macedonia, Ohrid and 
Skopje, for the period 2000-2016. With exception of 2001 (war conflict in Macedonia) and stag-
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nation in 2010 (World economic crisis), one may note an upward trend in all case studies. The 
average total number of tourists for the sample period for Macedonia is 594,234 tourists, for 
Ohrid is 180,894 and for Skopje 114,161 tourists. This means that Ohrid represents an average 
share of 30.4% and Skopje 19.2%. 

Speaking of Ohrid, one may emphasize that it is the most famous tourist destination in Macedonia 
that generally develops summer tourism simultaneously with other forms of alternative tourism 
(cultural, congress, etc.). Based on Table 1, it is noticeable that up to 2008, domestic tourists are 
by far dominant over the foreigners by encompassing up to 69% of total tourist arrivals that visit-
ed Ohrid. When comparing to the arrivals of domestic tourists in Macedonia, it contributes with 
an average share of 40%. Yet, due to the governmental measures and activities for supporting 
and enhancing tourism development by introducing subsidies, the proportion changed in favor to 
foreign tourists. Namely, a rapid decline of domestic tourists that visited Ohrid is noticeable as of 
2009 to 2015, leading to ‘only’ 28% participation of domestic in total tourist arrivals. Consequent-
ly, in 2013 foreign tourists overtook the leading role for the first time in tourism development of 
Ohrid by covering 52% of total number of tourists that visited this destination. This represents 
an average share of 23.9% of Ohrid’s foreign tourists in the frames of foreign tourists that visited 
Macedonia. However, besides the increased number of foreigners towards domestic tourists, the 
average absolute numbers for 2000-2016, still illustrate dominancy of domestic tourists on nation-
al level (53.7%) and for Ohrid 62.9%, with 319,283 (Macedonia), and 113,811 (Ohrid) arrivals to-
wards 274,983 and 67,082 respectively arrivals of foreign tourists. On the other side, this is not the 
case for Skopje, whereas foreign tourists are by far dominant with 84.4% of total arrivals. Even 
more, Skopje in average has 1.4 times more foreign tourists than Ohrid, representing one-third of 
the average arrivals in Macedonia. As of 2000, the number of foreign tourists that visited Skopje 
has almost tripled, generally due to favorable conditions in terms of new city tourism product, 
new direct charter flights to Skopje airport, subsidies for incoming travel agencies, etc.

Figure 1: Distribution of tourism flows for Macedonia, Ohrid and Skopje, 2000-2016
Source: State Statistical Office (various years, various publications) [39]

Figure 1 visually presents monthly distribution of tourism flows in Macedonia, Ohrid and Skopje 
in terms of tourist arrivals for the period 2000-2016. One may clearly note similarities in the distri-
bution among Macedonia and Ohrid, whereas the third quarter (composed of summer months July, 
August and September), undoubtedly encompasses the largest quantum of tourists and travelers, 
thus representing the highest peak-point i.e. the highest tourism demand. Moreover, in the case of 
Macedonia this quarter covers 45% and in the case of Ohrid covers 61% of total average tourism 
demand. Therefore, the general conclusion for the entire sample period is that the third quarter 
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performs highest results when referring tourist arrivals. On the other side, this cannot be concluded 
for the case of Skopje. Namely, as of Figure 1 it can be seen that the second and third quarter have 
very similar distribution of tourism flows. Moreover, in average the third quarter encompasses 
only 5.5% of total average tourism demand. This may be supported with the fact that Skopje as 
the capital, attracts various types of visitors, which generally are not driven by weather conditions. 
Moreover, in the cases of Macedonia and Ohrid, summer months have extremely high perfor-
mances even in 2001, which is the weakest year in tourism manner due to the war conflict. The ab-
solute dominance of these months may be explained with presence of multiple factors. Namely, in 
these months the usage of holidays and ferries is the highest (institutional factor), there is hot and 
sunny weather (particularly for the lake resort Ohrid) (natural factor) and there is a manifestation 
of personal preferences and attitudes of tourists and travelers (other factors). The fact that Ohrid is 
a summer tourist destination explains the high average numbers for July (28%) and August (27%). 
Consequently, at first glance this may seem as a strong seasonality pattern, being additionally 
confirmed by an in-depth analysis, which is not the case with Macedonia. Namely, at national 
level, July participated in average with only 18.4% and August with 18.6% representing 2.5 times 
smaller concentration compared to the local case of Ohrid. In the case of Skopje, the figures are 
completely opposite. The highest peak is noted in September (an average of 10.4%), followed by 
October and May. The first visual conclusion of having seasonality or just high tourism demand 
with no significant seasonal patterns, is additionally empirically confirmed.

4. METHODOLOGY

The analysis is made upon a computation of several commonly applied statistical measures for 
which an annual single measure of the seasonality’s extend is calculated. This is done to the 
purpose of providing information about whether counter-seasonal policies need to be intro-
duced and to which level. The paper analyses the seasonal concentration of tourism demand at 
national and local level by calculating the Gini index (G), the Seasonality Indicator (SI) and the 
Coefficient of Variation (CV). The main variable is the total number of tourists on monthly basis 
for Macedonia, Ohrid and Skopje, during the period 2000-2016. 

The Gini index is one of the most commonly used coefficients for measuring inequality of rev-
enues caused by temporary disorders. It is widely applied for measuring dispersion and concen-
tration in tourism [40] - [48], [7], [33] - [34], [25]. In this line, different approaches are noted for 
calculating the Gini index [49]. In a monthly series, the Gini index of an annual set of observa-
tions ranges from 0 (perfect equality between months) to 1 (perfect inequality between months). 
The G may be 0 only in the case when all 12 data are the same, pointing to egalitarian distribu-
tion over the whole year. To the opposite, the maximum value of G to be 1 may be reached only 
in a case when 11 data are 0 and only one data (month) has a non-null value. Consequently, the 
higher G represents greater inequality i.e. degree of seasonal concentration in tourism, and vice 
versa. Herein, the Gini index is calculated upon standard equation (Eq. 1).

G = 2/n Σni=1 (xi - yi) = 2/n[(x1 - y1)+ (x2 -y2)+…+((xn - yn)] = 2/n[Σni=1 xi - Σni=1yi] (1)

Whereas:
 n denotes number of months;
 xi denotes rank of the months (1/12, 2/12, ..., 12/12); and
 yi denotes cumulative relative frequency of tourist arrivals in rank by ascending order.
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The Seasonal Indicator is commonly used measure for quantifying empirically observed sea-
sonality patterns in tourism. It can be calculated as an inverse value of the seasonality ratio [50], 
[25]. The value ranges from 1/12 up to 1. In case of having bigger values, it means that there is 
an absence of fluctuation during the year, i.e. seasonality in tourism, and opposite. The SI may 
be calculated upon standard equation (Eq. 2).

SI =  (2)

Whereas:
 y0 denotes the average number of tourist arrivals per year; and
 yn denotes the highest number of tourist arrivals in the particular year.

The Coefficient of Variation describes the fluctuation of tourists during the year. Moreover, it 
measures the spread of each series around its annual mean as a percentage of that mean. This 
indicator is particularly useful for comparing dispersion in data sets having different standard 
deviations and different means. It can take values beginning with zero. If the value is small, then 
the distribution is much homogenous and the average is much more representative. Yet, despite 
the simplification in calculating it, it may be difficult to interpret the results appropriately [51], 
[36], [23], [25]. The CV may be calculated as a ratio between the standard deviation and the 
distribution average [52] (Eq. 3).

CV =   (3)

Whereas:
 s denotes the standard deviation; and
 yo denotes the mean of the observations in the particular year.

5. ANALYSIS, RESULTS AND DISCUSSION

The data referring seasonality of tourism demand at national and local level are presented in 
Table 2. It is interesting that conclusion differs when testing presence of seasonality at national 
level, and two case studies at local level.

The first calculated indicator for testing the presence of seasonality is the Gini index. In the case 
of Macedonia, this coefficient spreads between 0.2042 and 0.3074, with an average value for the 
sampled period of 0.2801. Moreover, all calculated values of G are similar, almost identical and 
approximately constant with small negligible variations (G has the lowest value in 2001 due to the 
war conflict). The data show that seasonality in terms of intra-year monthly variations in tourist 
arrivals is constant during the 17-year period. Due to fact that calculations referring Gini index 
are far below the margin of 0.5, one may conclude presence of very modest seasonality. Namely, 
the low value of G shows that current distribution of tourism demand for the sample period has no 
meaning to Macedonia. Therefore, the concentration in terms of tourist arrivals at national level 
points to relative balance and equality. Thus, high peaks in July and August have not sufficient 
capacity and strength for serious influence with an in-depth manner. The second calculated 
indicator is the Seasonality Indicator. It was found that the calculated values range between 0.3960 
and 0.4828 noting an average value of 0.4340. Since all computed data are far above zero, one may 
argue humble fluctuation within a year pointing to fragile tourism concentration at national level. 
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The final indicator is the Coefficient of Variation being used numerically to measure stability of 
tourism demand distribution. In the case of Macedonia, it spreads between 42.5% and 69.2% with 
an average of 59.8%. The values are above the limit of 35-40% pointing to non-homogeneous 
distribution and conclusion is that the average is no more representative. 

G SI CV (%)
Year MKD Ohrid Skopje MKD Ohrid Skopje MKD Ohrid Skopje
2000 0.2626 0.4958 0.0711 0.4385 0.2973 0.8007 58.2 110.9 13.3
2001 0.2042 0.5003 0.1468 0.4828 0.2419 0.6523 42.5 124.5 27.3
2002 0.2931 0.5419 0.1169 0.3960 0.2557 0.6399 67.0 125.9 24.1
2003 0.3074 0.5126 0.0803 0.4103 0.2815 0.8188 69.2 118.3 14.9
2004 0.2878 0.5101 0.0803 0.4129 0.2754 0.7566 64.7 117.9 15.7
2005 0.2802 0.4926 0.1101 0.4187 0.2748 0.7102 63.6 112.9 21.4
2006 0.2825 0.5014 0.0843 0.4257 0.2862 0.8183 63.0 112.5 15.5
2007 0.2993 0.5026 0.0968 0.4104 0.2780 0.8240 65.3 114.1 18.5
2008 0.2834 0.4958 0.0916 0.4325 0.3115 0.7864 61.1 108.0 17.1
2009 0.2759 0.4997 0.0942 0.4419 0.3037 0.8010 59.3 109.9 17.5
2010 0.2806 0.4888 0.1083 0.4470 0.3117 0.8238 59.1 107.0 20.3
2011 0.2849 0.4892 0.1390 0.4506 0.3094 0.7346 60.1 104.3 25.5
2012 0.2783 0.4841 0.1404 0.4730 0.3380 0.7580 56.3 98.3 26.1
2013 0.2795 0.4747 0.1481 0.4583 0.3501 0.7500 55.6 93.1 27.4
2014 0.2915 0.4454 0.1894 0.4215 0.3701 0.6608 58.1 86.5 34.8
2015 0.2989 0.4446 0.1724 0.4028 0.3594 0.7004 60.5 86.0 31.6
2016 0.2716 0.4015 0.1550 0.4555 0.4129 0.7149 53.7 77.0 28.4

Average 0.2801 0.4871 0.1191 0.4340 0.3093 0.7501 59.8 106.3 22.3

Table 2: Summarized seasonality data for Macedonia, Ohrid and Skopje, 2000-2016
Source: Authors’ calculations

When elaborating the first local case of Ohrid, it is calculated that G index spreads between 
0.4015 and 0.5419, with an average value of 0.4871. It is noticeable that the calculations refer-
ring Gini index are similar, almost identical and approximately constant with small negligible 
variations, being very close to the margin of 0.5, which implies presence of high seasonali-
ty. Furthermore, the high values of G show that current distribution of tourism demand has 
substantial meaning to Ohrid. Hence, the concentration in terms of tourist arrivals in Ohrid 
points to significant unbalance and large inequality i.e. high tourism seasonality with significant 
characteristics. Thus, the high peaks in the third quarter, particularly in July and August have 
sufficient capacity and strength for serious influence with an in-depth manner. With regards to 
the calculated values for SI for Ohrid, they range between 0.2419 and 0.4129, noting an average 
value of 0.3093. The computed data are relatively close to zero, and by far lower compared to 
the case of Macedonia and Skopje, indicating strong fluctuation within a year and presence of 
resilient tourism seasonality at local level. Finally, the calculated values for CV spread between 
77% and 125.9%, with an average of 106.3%, being above the critical values. 

The investigation of the case of Skopje revealed that computed G values are between 0.0711 
and 0.1894 (an average of 0.1191) being extremely far from the critical value of 0.5 pointing to 
complete absence of seasonality patterns. The computed values for SI are between 0.6399 and 
0.8240 (an average of 0.7501) being very far above zero, pointing once again to no seasonality. 
Finally, the calculations for CV present that data spread between 13.3% and 34.8%, being within 
the critical interval, and pointing to relatively balanced distribution. 
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Figure 2 presents the graphical representation of the computed G values by presenting the av-
erage Lorenz curves of Macedonia, Ohrid and Skopje. It is noticeable that the area between the 
average Lorenz curve of Skopje and the Line of equity is the smallest, compared to other two 
curves. This points to equal seasonal distribution of tourist arrivals and absence of seasonal con-
centration when addressing the local case of Skopje. Herein, it is confirmed that Skopje as tourist 
destination, has constant, similar and low values of the G index pointing to no seasonality.

On the other hand, the area between the average Lorenz curve of Macedonia and the Line of 
equality is relatively small, not like in the case of Skopje, but rather smaller compared to the 
case of Ohrid. This points to relatively equal seasonal distribution of tourist arrivals and no 
meaningful seasonal concentration at national level. At the same time, Figure 2 confirms the 
conclusion previously discussed for the local case of Ohrid. Namely, one may note that the area 
between the average Lorenz curve of Ohrid and the Line of equity is big, thus pointing to un-
equal seasonal distribution of tourist arrivals and presence of strong and powerful seasonality.

Figure 2: Average Lorenz curves of Macedonia, Ohrid and Skopje, 2000-2016
Source: Authors’ calculations

6. ENTREPRENEURIAL STRATEGIES FOR SEASONALITY SPREADS

Seasonality is stable, well-established pattern, with some elements of predictability. This helps 
managers to anticipate seasonality impacts and implement counter strategies to minimize po-
tential negative effects. Infrastructure development can accelerate off-season visits. Travel be-
tween Skopje and Ohrid may be shortened to 1.5 hours driving, as a result of the development 
of current highway construction projects, namely, Kicevo – Trebenishte – Ohrid – Struga – Ka-
fasan border crossing with Albania, and upcoming construction project of Gostivar – Kicevo 
highway development. Infrastructure expansion may improve destination accessibility, thus en-
abling alleviating the problem of seasonality by shortened travel and off-season visits availabil-
ity. There is a need for additional activities in tourism destinations during the off-season, which 
may influence product diversification [53]. New innovative products (culture and heritage-based 
products) are less weather sensitive, especially during the off-season. Here can be included spe-
cialized holidays tailored to various market segments in line with their special interests, such 
as, motor boating which is attractive activity not only during the off-season, but also during 
the peak season. Furthermore, marketing campaigns via internet and other media highlight 
destination uniqueness and underline different travel markets. Adequate promotion transforms 
destinations into distinctive places and improves destination performance during the off-season.
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Various visitor management tools [54] should be developed to address environmental issues 
due to overcrowding during the peak season. The visitors should be required to respect the 
environment [55] through rules implementation which will restrict certain behavior of tourists. 
Ecological footprints of tourists should be kept at minimum. 
Another issue in managing tourism demand is price discounts [56]. Price discounts do not nec-
essarily improve off-season visitation, but opposite, may have negative destination imagery, due 
to tourists’ judgement sense about the value for money. Instead, service differentiation is a bet-
ter tool in addressing the seasonality throughout the seasons. Another issue is addressing sea-
sonality in family businesses [57]. Normally, a family firm is trying to cope with seasonality by 
coping, combating or capitulating. The most useful strategy variations are forming around the 
product, and market diversification, price differentials and government-initiated measures. De-
veloping events and festivals besides above ones, also assists as a counter seasonality initiative. 

The main markets for off-season tourism are business travelers, youth, senior citizens, spe-
cial-interest tourists, and certain socio-economic niche markets. The businesses and destina-
tions should select appropriate strategy based on the causes and their seasonal impacts. For 
example, market segmentation can result in a niche product which will increase tourist flow 
during the low periods. Causes of seasonality are different for each location. Managers and trav-
el agents are addressing these causes with appropriate strategy development. Government initi-
atives can expand temporal distribution of tourism, geographically and during the low periods.

7. CONCLUSION

By using some of the most applied indicators (Gini index, SI and CV), the paper investigates the 
seasonal concentration of tourism demand in terms of total tourism arrivals at national level, 
and two case studies at local level. At the same time, the paper underlines the importance of 
seasonality as one of the major and profound limits generally for utilization of tourism infra-
structure and effects on region’s economy and employment. Concerning the national level, it 
was found a presence of seasonality with no meaningful patterns. Hence, the empirical tests 
point to no significant seasonal concentration in tourism in Macedonia, but rather presence of 
modest tourism development in the country. 

Besides national level, the paper investigated the seasonality effects over local tourism develop-
ment, by elaborating the case of Ohrid, as the most famous summer tourist spot and a “must-
see” destination, and the case of Skopje – the capital. The computed values pointed to com-
pletely opposite findings. For Ohrid was found strong and very powerful seasonality, while for 
Skopje, equal distribution of tourism flows and no seasonality. Moreover, the analysis posed that 
for Ohrid, in the third quarter exist cumulative influence of many factors that provoke extend-
ed concentration and increased tourism demand, like: favorable weather conditions; extensive 
insolate days; usage of vacations and ferries; personal preferences for summer season etc. So, 
the researched revealed strong and robust seasonality patterns only for Ohrid, where the dis-
tribution i.e. concentration of tourism demand was found to be substantial with considerable 
meaning to the local and regional tourism development. 

The strong effects of tourism seasonality can be managed, mitigated and controlled, but cannot 
be avoided. Despite numerous attempts to overcome seasonality, still plenty needs to be done, 
such as: lengthening the main season, establishing additional seasons, diversifying markets, 
using differential pricing and tax incentives on a temporal basis, encouraging the staggering 
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of holidays, boosting domestic tourism in off-seasons, and providing off-season attractions or 
events. In addition, special events such as festivals and conferences may help to overcome the 
seasonal effects, if they take place in the shoulder or off-season. Yet, tourists expect to have 
attractive programs organized during the main season and out of it. So generally, in order to ad-
dress the negative effects of seasonality, tourism policy makers of Ohrid may argue introducing 
different strategies in the line of supporting further local tourism development, mainly: 

• Differential pricing (seasonal/promotional pricing; group booking offers etc.); 
• Diversified attraction (changing the product mix); 
• Market diversification (determination of optimal segment mix); 
• Facilitation by the state and local players (loans or subsidies; tax concession; legislative 

initiatives; partnerships etc.).

8. LIMITATIONS AND FUTURE WORK

The analysis was limited by several factors that can also serve as productive starting points for 
future work. 

First, the sample period (2000-2016) is rather short due to publicly unavailable monthly data. In 
case of having longer time series, the conclusions on seasonality impacts on tourism develop-
ment may have more serious meaning since it may reflect much extensive time-frame.

Secondly, the investigation uses relatively simple technique which all-the-way can be helpful 
in some contexts. Yet, the outcomes may be enhanced by employing more advanced meth-
ods, like: SARIMA (Seasonal Autoregressive Moving Average) models, TQSAR (Two-Quarter 
Smoothed Annualized Rate) method, HP (Hodrick-Prescott) filter smoothing method, BSM 
(Basic Structural Model), HEGY test etc. 

Finally, instead of using one technique, future research may employ multiple models and theo-
ries relevant to the assessment of tourism seasonality. 

Notwithstanding the difficulties involved with assessing the presence of seasonal patterns in 
tourism at national and local level, this article assists better to understand fluctuations of tour-
ism data in order better to handle tourism demand planning.
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Abstract: This chapter analyses and judges the up-to-date condition of provided products and ser-
vices for the purpose of innovating existing product according to current trends, potential of given 
locality and customers preferences which influence attractivity, increase of turnout and amount of 
profits. The analytic part of the chapter is focused on defining tourism, product of tourism, histori-
cal monument objects and services marketing. In the practical part of the chapter there was formu-
lated the analysis of provided basic, special and supplementary services and marketing of services 
in chosen destination in the Czech Republic through questionnaire survey. Using observing and 
controlled interviews with employees of the company the satisfaction of staff was monitored and the 
concept of proposals and recommendations for new service was made. The empirical generaliza-
tion of knowledge which is described in the final part of the chapter helped to improve current state 
of provided services and products with the accent of creating innovative proposal of new service in 
the area of marketing communication and selling support of offered products and services. 

Keywords: Tourism, innovation of product and services, marketing of services, marketing commu-
nication tools, sales support.

1. INTRODUCTION

The aim of this chapter is to analyze and judge the state of provided current, new and inno-
vative products and services according to up-to-date trends, potential of given locality and 
customer ś preferences which influence attractivity, increase of turnout and amount of prof-

its with support of marketing communication and selling support of offered products and services.

The sense of the chapter is to propose alternatives which contribute to increase the quality of provid-
ed services and satisfaction of customers with respect to increased demands of users of service who 
visit culturally historical monument and who recommend it to other potential clients or visit it again.

In the analytic part of the chapter there are defined designations tourism, product of tourism, 
historical monuments and marketing of services.

In the practical part of the chapter there are applied basic, special, supplementary services and 
marketing of services on historical object of chosen destination in the Czech Republic. During the 
observing and during the controlled interviews with employees of culturally historical object was 
monitored satisfaction with provided services and were accepted new and innovative proposals for 
the sake of other improvement. Through questionnaire survey, which was targeted on visitors of 
monument, analysis of provided services and proposals for improvement of current and also new 
services, of which current and new clients were interested, were created. Thanks to the new service 
the culturally historical object might gain other financial resources even outside of visit season.

1 The Institute of Technology and Business in České Budějovice, Faculty of Corporate Strategy, 
Department of Management, Nemanická 426/7, 370 10 České Budějovice, Czech Republic
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2. LITERATURE REVIEW

Tourism (hereinafter ,,TOUR“), according to definition which was created at conference UNWTO 
in the city of Ottawa in 1991 and which is published in professional literature, might be considered 
as [1], an action of a person who temporarily travels to a place which is out of his common envi-
ronment (out of his residence) for a shorter period than is determined (this period is one year at 
international tourism and six months at internal tourism). The main purpose of the travel has to 
be another than to get an output of profitable activity at visited place. “Tourism represents a sig-
nificant source of financial funds which displays positively in the case of the Czech Republic – by 
dominance of money gained from foreign visitors over money which are spent by residents during 
their travels abroad. This is a positive contribution not only to the balance of services but also to 
the positive balance of the current account balance. Apart from macroeconomic view on tourism 
the next very important view is the one on outcomes of this industry in ,,non-monetary“ terms which 
means with predominance of natal indicators (amount of beds, number of visitors, structure of ac-
commodation, amount of overnight stays, etc.)“ [2]. Tourism has currently a very strong impact on 
regional and local development [3]. Created infrastructure for the purpose of tourism significantly 
helps in areas whose industry/agriculture is not developed or is on the decline [4]. The infrastruc-
ture serves as an auxiliary instrument of local development of economy [5], of business [6] and of 
social character [7]. Tourism if often the only possible activity which provides given locality with 
economic and social benefits [8].

World Tourism Organization of OSN (UNWTO) defined the quality of tourism as a gratification of 
all legitimate demands and expectations of client within acceptable price, in accordance with mu-
tually agreed terms and conditions which include determining qualitative factors as safety, hygiene 
[9], attainability of tourism services [10], harmony with human and natural environment [11]. The 
development of tourism is mainly influenced by external factors which influence the demand for 
tourism. Demographic and social effects might be classified as significant effects. These affects are 
for example aging of the population, increase in number of working women which influences fam-
ily budget, increase of literate population, increase of amount of childless married couples, higher 
migration of population. Economical influences have an effect on the residual product of tourism 
assuming that tourism is in economic recession through which the social population limits the 
consumption of tourism product by limited amount of spent financial resources [12]. In the context 
of European united programme, regulatory alignment and market liberalization take place in line 
with political and legal implications. Application of the programme assumes a free travel of people, 
goods, capital and services which positively influences business activities thanks to visa-free con-
tact in EU because it has increasing tendency [13]. Technical development of information technolo-
gies shows up in new distribution and communication systems [14], which are still more often used 
during creation, offer and distribution of tourism products [15]. Thanks to these technologies trav-
elling is faster, more affordable and cheaper with accent to flexible access to data and information 
which ensure for example booking of travels and timeliness of payments of offered products and 
provided services [16]. Development of information technologies creates a space for recruitment of 
new work labour [17]. Personal communication between provider of services and customer in sense 
of satisfying needs and desires [18], which emphasizes [19] quality, flexibility and qualification of 
employees [20], is more supported. 

The product of tourism is a provided service. [21] indicates that ,,service is any activity or ability 
which might be offered by one side to another. Service is by its nature immaterial and does not 
create any material tangible property. “ [22] characterize service as immaterial activity or ability 
which is provided by one side to another because it does not create any tangible property. [23] per-



INNOVATIVE ALTERNATIVES OF MARKETING COMMUNICATION  
AND SALES SUPPORT OF PRODUCTS AND SERVICES

33

ceives service as a heterogeneous complex of useful effects which are determined to satisfy needs of 
participants in tourism. The product of tourism can be considered as a summary of offer of private 
and public subjects which implement the main or supplementary business activity in tourism. Czech 
Tourism Agency specifies product of tourism as a package of services intended for consumption by 
final consumer, distributed through organized sale in systems of travel agencies which is offered 
by local management or by local institutions with respect to character of regional market, demand 
for product and potential of given locality. Tourism services are not realized only by tourism enter-
prises but by private, state and public institutions, too. Services has cross-sectional character which 
means that satisfaction of one need causes pleasure to another requirement [24].

The characteristic features of tourism services are price, influence of shopping habits on emotions 
and psyche [25], imitation of product [26] and significant effect of marketing communication mainly 
out of season [27] and key role of human factor [28]. 

The diversity of services selects services on other services and tourism services. Tourism services 
means own services are services which are with predominance provided by tourism businesses, for 
example by hotels or travel agencies. Other services means foreign services are provided by mul-
ti-purpose enterprises, for example by fitness centers, transport companies or theatres.

Criterion of classification of 
services in the CR according to Division

Producers Own services (enterprises in the CR)
Foreign services (other subjects of public and private sector)

Kinds

Information
Transport
Accommodation
Catering
Sport recreational
Culturally social
Spa and health
Congress
Mediatory
Guide (+ mountain rescue service)
Animation

Process point of view
Services in place of permanent residence
Services during travel
Services during stay in destination

Degree of urgency of satisfying needs Basic (accommodation, catering, transport)
Supplementary

Economic point of view Paid
Unpaid

Location on the market Services for internal market
Exported services

Other services
Services of local infrastructure (communal, for example 
cleaning of roads)
Specialized services (Baywatch)

Table 1: Classification of tourism services, Own creation inspired by [29]. 

Historical monuments usually provide their visitors with sightseeing route with or without guide 
[30]. If the sightseeing route is without guide, the visitor walks the route alone. So called Curator 
or stationary guide is hired in certain place of sightseeing route of given section. During season, 
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almost each historical monument organizes cultural events, for example music festival, shows, 
social events under the open sky (weddings), special tours for target groups (night tours or ed-
ucational programmes for children) including sale of souvenirs, snacks or other supplementary 
range of goods [31]. Castles, palaces, sacral buildings and monuments, objects of folk architec-
ture, open-air museums, technical monuments and archaeological sites are included into cul-
turally historical objects. Theatres, cinemas, concert halls, music pavilions, houses of culture, 
summer amphitheaters, galleries, picture galleries, libraries, reading rooms, zoos, botanic gar-
dens, parks, Luna parks and caves are included into cultural and educational institutions. Social 
and entertainment institutions are coffee houses, espressos and variety shops.

Marketing of services which is customer-oriented, so called ,,4C“, significantly influences de-
cisions of potential user of tourism product in relation to Customer value, Cost of the customer 
(expenditures of customer), Convenience (comfort and availability) and Communication (mar-
keting communication) [32]. Marketing mix is in the area of tourism extended to ,,8P“, which 
means Product, Price, Place, Promotion, People, Programming, Partnership, Packaging. 

In the area of tourism, the traditional model of marketing mix is not sufficient and therefore 
is expanded by next ,,4P“. Basic factors which influence the quality of tourism services are 
,,people“ who are participants on process of providing services and who influence products 
and perception of quality of tourism services, for example consumers of services, employees of 
businesses and other consumers. Key role, which influences the first impression of perceived 
quality of offered service, have employees of so called first line which means contact staff in 
hotel at reception or in travel agencies, for example product vendors. Choosing an inappropriate 
user of services influences decline of interest in offered service because the choice of service is 
often made in group so choosing an appropriate staff is key in sense of increasing attractiveness, 
turnout and amount of incomes from realization of order [33]. Programming or creating an in-
teresting programme and continuity, for example in transport accessibility, affect preferences 
of customers [34]. Cooperation, partnership, commonwealth and participation are the next nec-
essary elements of extended marketing mix “7P”. Packaging and wrappings are components of 
packages of services which collectively cumulate individual services. Because of this product 
managers decide on them, for example new products are created and advertised in catalogues 
or packages, which means a tailor-made tour created according to individual needs and desires 
of customers. Dynamic packaging is a product innovation which is able to associate atypical 
destinations or extension of untraditional supplementary services [35].

3. METHODOLOGY AND OBJECTIVE

The aim of this chapter is to analyze and to valorize condition of provided current, new and innovative 
products and services according to recent trends, potential of given locality and preferences of cus-
tomers which have influence on attractiveness, increase of turnout and increase of amount of profits 
with support of marketing communication and sales promotion of offered products and services. 

To answer a marketing-oriented survey, research questions were formulated with methodical 
support of questionnaire survey and controlled interview according to defined aim of the chap-
ter. Research questions were stylized as follows:

• Are clients satisfied with the offer of provided services?
• Is the quality of provided services proportional to the price?
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• Was the feedback on the establishment of a cafe in the historical object of monastery 
renowned?

• Would the establishment of a cafe near historical object support it with increased turn-
out and increased amount of profits?

• How to make the offer more attractive and which souvenir items should be offered to 
families with children to increase the interest of their purchase? 

Scientific hypotheses were formulated as follows:
• Sex of respondents influences their choice of products of children ś range of goods.
• The establishment of a cafe in the area of historical object of monastery is more inter-

esting for women than for men.

Following actions were realized to elaborate the chapter: collection and analysis of primary 
and secondary data of currently offered products and services including study of professional 
literature and gathered resources, creation of literary research and formulation of theoretical 
knowledge from the area of tourism, definition of current condition and adoption of given prob-
lematics including determination of solution methods, summarization of background to create 
the introductory part of researched topic – production of gained knowledge from professional 
literature, interpretation and empirical generalization of knowledge. Preparation and specifica-
tion of research questions and scientific hypotheses are in accordance to the defined aim of the 
chapter. Choice of examined business – Monastery in the village of Plasy in the Czech Republic, 
familiarization with services and offer of products and services in the area of tourism, defini-
tion of specific methods – questionnaire survey, method of observation, controlled interviews 
– speaking with representatives of participated subject about possibility to realize research and 
to specify conditions of qualitative and quantitative research, data and information processing.

The questionnaire survey took place during summer season 2017 then repeatedly during next 
summer season 2018, from June to august 2017, in 2018 with employees of monumental ob-
ject, representatives of the Monastery, guides and visitors of culturally historical monument. 
The total amount of asked respondents was 210, individual questionnaires were placed in the 
cash desk and at the information centre counter in the village of Plasy (the return was 100 %). 
Form of completing the questionnaires was personal directly from hands of customers. The 
questionnaire was compiled from 28 research question of which 3 were open, 3 were scale, 10 
were selective and 12 had dichotomic or trichotomy form. Research questions number 11 and 
13-20 were even answered by the staff of the Plasy Monastery. Questions which were given 
in the questionnaire were aimed to find out satisfaction of visitors with the offer of products 
and services in response to the analysis of current products, mainly souvenirs. Next an essay 
about opening a new sightseeing circuit was formulated, the attractiveness of entertainment 
programmes and accompanying events but also of special sightseeing tours during visitors’ 
season was analyzed, the number of incoming customers was mapped according to different 
destinations of regional, local and nationwide character. Gained data and information were 
processed in a computer program Microsoft Excel 2017. The empiric generalization of results is 
commented in chapter Results and discussion. 

Controlled interviews were monitored with the staff and representatives of the Monastery during 
summer season 2017 with repetition in the next season of year 2018 in number 35. Through inter-
views the information about the offer of products and provided services, the price of products and 
of basic, special and additional services were obtained. Answers to asked questions through con-
trolled interview with participated subjects were interpreted in chapter Results and discussion. 
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The method of observation was applied during statistical survey and controlled interviews with 
asked participants of the qualitative and the quantitative research in the course of the season 
2017 with repetition in the season 2018 and was aimed to the attractiveness and turnout, po-
tential of given locality, priority of customer preferences at the offer of products and services 
influencing increase of the amount of profits – see chapter Results and discussion.

4. RESULTS AND DISCUSSION

Currently historical monuments but also culturally historical tourism of small historical objects 
both experience a big boom because of the attractiveness and increased interest of visitors in 
different offers of services and inspiring products but also in additional and entertainment pro-
grammes and social events organized in cooperation with economic owners of monuments, e.g. 
Monastýrování or Nocí ke hvězdám, when visitor might obtain a free visit of the next monument 
after finishing a given task. The turnout of historical monuments is supported with created 
events by the National Heritage Institute and the Ministry of Culture in the Czech Republic. 
In cooperation with the Association of Castle and Chateau Owners the culturally educational 
programme Klíč k památkám was created. This programme supports tourism of the Czech 
Republic. If visitor visits with a ,,passport Klíč k památkám“ five historical monuments which 
are marked with a symbol of the programme, his next sixth visit will be free of charge. The 
innovation of the season 2018 is a proposal of Klíč k zážitkům which opens the season 2018. 

Through the questionnaire survey found out that the majority of visitors use place for parking 
nevertheless the capacity of the car park is insufficient, it is designed only for 20 automobiles. 

Visitors have other possibility to park on the next parking lot which is shared with the Building 
Heritage Centre. The Centre often uses the car park for suspension of trucks, line buses or trac-
tors. The owner of the big car park is the village of Plasy in the Czech Republic which might 
lock the car park when objects are closed. Proposed solution was not unfortunately accepted due 
to the establishment of a fire station which is located near the car park. In the case of emergency, 
the locked area of the big car park would complicate a prompt exit to fire which is inadmissi-
ble in terms of safety and protection of the population. The admissible solution is to establish 
informative road signs which would ban their standing vehicles during reserved time space for 
a fixed period of time. The exception would be given only to visitors of the Monastery or the 
Building Heritage Centre. The authors of the chapter recommend to ask municipal counsellors 
and to give them a proposal for an establishment of an official car park with sufficient amount 
of parking places and with appropriate road signs. After the alternatives are considered, fence 
of the car park will be considered/rejected (financing the funds to build and renown the car park 
from municipal budget). Based on the given concept the income to municipal budget would be 
increased. Through this the establishment of the main car park, with two parking places for 
handicapped people, would be repaid and to the future other income for the village would be 
allocated. In Table 2 there is stated the coast budget including the return on investment of the 
establishment of the car park with/without fence.

The optimal return on investment was proved at two-member group of visitors.

The estimated innovation should be a propagation of culturally historical object within special 
programme which will be created for sightseeing circuits or additional events. The question-
naire survey proved that promotion via web sites or social networks is functional and effective. 
Currently digitization, robotization, automatization and utilization of information and com-
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munication technologies through marketing communication, e.g. via on-line advertisement on 
which more potential customers react, are ones of the main signs of current modern period. 
Promotion of an object is implemented free of charge via social networks. With support of social 
networks and in favor of spreading social events the Monastery invites visitors to extraordinary 
events. Guides who address their friends and other citizens participate on support of marketing 
communication. The widened possibility of promotion is printing of information leaflets and 
posters directed by the Monastery and their distribution through the guides from the village of 
Plasy to near surroundings, e.g. to restauration and hotel U Rudolfa II or to brewery in Plasy. 

Coast budget
Group of

Two members Three members Four members
Quantity of visitors 25 000 25 000 25 000
Quantity of vehicles 12 500 8 334 6250
Income per month 62 500 CZK 41 670 CZK 31 250 CZK
Income per season (8 months, 
March – October) 500 000 CZK 333 360 CZK 250 000 CZK

Return on investment of the 
establishment of the car park 
without fence

2 months 2 days 3 months 3 days 4 months 3 days

Return on investment of the 
establishment of the car park with 
fence

4 months 11 days 6 months 16 days 8 months 22 days

Table 2: Coast budget - return on investment of the establishment  
of the car park with/without fence, Own creation (2018).

According to opinions of the authors a paid advertisement in radio media would support the 
dissemination of information about the Monastery in Plasy among potential visitors who listen 
to the radio at work or during driving car, assuming that the Monastery would show this pos-
sibility to the National Heritage Institute in Prague, which would accept it and approve to give 
other funds over the limit of annual budget for researched object. The criterion of selecting a 
radio station is directed by a group of the most listened listeners. Radio stations, as e.g. Dvojka, 
Radiožurnál, Český rozhlas Plzeň a Vltava, provide a discount according to bought spots. From 
the financial point of view Youradio (internet radio), which cannot be listened in a vehicle, is 
an acceptable alternative. From the nationwide broadcasting ś point of view of Český rozhlas 
Plzeň, which base of listeners is limited, seems to be an acceptable variant. According to high-
ly mentioned reasons the authors of the chapter suggest to promote the advertisement through 
radio station called Frekvence 1, which have a huge number of listeners (1.804.000) and its 
price of 30-minute advertisement is 24.000 Kč, against e.g. radio station Evropa 2, which has 
1.918.000 listeners and its price of 30-minute spot is 120.000 Kč. 

The appropriate way of propagation support is an active participation of broadcasted media [36], 
e.g. by inviting television to some special sightseeing circuits of historical monument or to some 
partial events which take place in the visitor season 2018. On 15th July 2018 the Monastery was 
visited by Česká televize which made a record about a special sightseeing circuit called Vodní 
systém. The broadcast of the television station in session called Snídaně s Novou, which was 
broadcasted on 14 September 2018, supported the attractiveness of the historical object and an 
increased interest in the sightseeing circuit in September, which means at the end of the season 
because the reportage was broadcasted in autumn time. With respect to the future it would be 
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appropriate to initiate some impersonal communication channels more often through direct 
marketing in combination with personal communication channels in form of event marketing 
during an integration of marketing communication tools [37]; [38].

The insufficiency which was highlighted by visitors was a limited range of souvenir items for 
children. Clients would appreciate a widened collection of pexesos, coloring books, leporelos, 
cards, puzzle or crayons with logo of the Monastery in Plasy or logo of the National Heritage 
Institute. The coloring books are suggested to have a motive from everyday life of Cistercian 
monks to spread the information about monk life, e.g. how their robe looked like, what was the 
work on fields and at herbal gardens like, what time they got up. In the coloring books there were 
also described surrounding building of the Monastery. On the emblem there would be shown a 
logo of the Monastery or a Latin statement „AEDIFICIVM HOC SINE AQVIS RVET“, which 
means Without water the building collapses.

The innovative service, in which people were interested according to the questionnaire survey 
and consistent opinions of the authors of the chapter, is the establishment of the cafe which 
would be placed in the area of the Monastery near the additional car park and the garden of the 
Monastery. The input costs linked to the realization of the cafe were got rid of building utilities, 
e.g. wiring, sewerage, water supply and social equipment, due to carrying out catering activi-
ties during previous 20 years. Revision of this equipment will be necessary including possible 
repairs and alternations of the sewerage, water supply or wiring, but also renovation of toilets 
and the interior of the cafe, e.g. laying new floor, painting spaces and the interior of the cafe and 
equipment of the cafe with new furniture. The spaces incorporated to the historical character 
of the newly created cafe should be appropriately expanded by children ś corner with installed 
swings, climbing’s, slides and sandbox. This is demanded by clients who are used to sit outdoor 
with family and children at the garden of the Monastery for a purpose of spending leisure time, 
social, entertainment and motion activities.

Based on statistical surveys, professional studies and research reports which are interested in 
topic of innovative products and services in the area of tourism, it is possible to state that prod-
ucts and services should be continuously innovated to satisfy needs and desires of current and 
new clients and to appeal to increase of the number of newcomers. In case of innovating servic-
es in the tourism sector of chosen culturally historical object, it is appropriate to continuously 
innovate because the current offer designed for former visitors is not sufficient. 

The discussion of results was interpreted through the analysis of provided services of an object 
which is included to the monument care of the Monastery in Plasy, questionnaire survey, con-
trolled interviews and observation of employees, guides and representatives of the Monastery 
for a purpose of evaluating the current condition of offered products and services in accordance 
with previously defined answers to the research question and scientific hypotheses according to 
the defined aim of the chapter. 

Are clients satisfied with the offer of provided services?
Asked employees and respondents are mainly satisfied with the offer of provided services. According 
to the opinions of the guides the offer of basic and special services is sufficient with respect to the 
number of visitors. In case of an enlarged interest, visitors might visit other sightseeing circuits. In 
terms of increasing the attractiveness and of diversifying season other additional social, cultural and 
experience events are prepared for visitors. Visitors and employees including the representatives of 
the historical object agreed to the detriment of current range of souvenirs for children. 
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Is the quality of provided services proportional to the price?
According to the opinions of visitors but also of the staff of the historical object, the quality 
of provided services is proportional to the price but is not sufficient. Speaking of additional 
sightseeing circuits, visitors would prefer a higher price. Speaking of the special sightseeing 
circuit called Vodní system, they would prefer on the contrary a lower price. The quality of 
provided services is evaluated positively by the staff and visitors nevertheless they try to improve 
it and to innovate it to satisfy needs and desires of all target groups of visitors. 

Was the feedback on the establishment of a cafe in the historical object of monastery renowned?
Both employees and mainly visitors of the historical object would prefer the establishment of 
the cafe in which they were really interested. The guides appealed even for an offer of quality 
products distributed by the cafe and determined for extended clientele of customers. 

Would the establishment of a cafe near historical object support it with increased turnout and 
increased amount of profits?
The representatives of the Monastery expect temperate increase of the amount of profits and 
additional acquirement of funds from the establishment of the cafe. The employees predict an 
increase of visitors even out of season in winter, but one of them thinks that the income from the 
establishment of the cafe in the winter season will not reach optimal values of required amount 
of funds. 

How to make the offer more attractive and which souvenir items should be offered to families 
with children to increase the interest of their purchase? 
The range of souvenirs for children is inconvenient. The representatives of the Monastery re-
alize it and therefore based on the questionnaire survey and controlled interviews they decided 
to ask the National Heritage Institute, visitors, staff and guides of the historical object and they 
submitted some proposals for innovation of products and additional services. 

Scientific hypotheses were formulated as follows:
• Sex of respondents influences their choice of products of children ś range of goods.
• The establishment of a cafe in the area of historical object of monastery is more inter-

esting for women than for men.

Hypothetical claims were proved because values of p-value are lower than probability of expec-
tation. Result do not prove a null hypothesis because variables are independent. Truthfulness 
of both hypotheses might be verified by the example of choosing children items. Women, most 
often mothers with children than fathers, are more initiative than men during buying children ś 
range of goods. According to the opinions of the authors of the chapter, the object of the cafe 
will be visited more by women than by men because they will use the garden space associated to 
the Monastery in which they can rest and spend leisure time, social, entertainment and motion 
activities with support of basic and additional services provided by the cafe. 

The results of the controlled interviews with the staff and the representatives of the Monastery 
warned about these facts:

• The staff was content with the offer and quality of offered products and provided ser-
vices at the counter. 19% of respondents evaluated the quality of services with mark 3, 
which means a good level. 12% of asked respondents was not content with the level and 
quality because the sale of tickets for the special sightseeing circuit Vodní system was 
not realized. This sightseeing tour must have been booked in advance and at the days 
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when the tour took place all the tickets had already been sold. Mark 5 (an unsatisfactory 
value) was not used by any participant, none of them denied to vote.

• The limitation in offer of services is imagined by a closure of one of the additional sight-
seeing circuits because of the renovation of the object.

• The offer of souvenirs for children should be extended as it is demanded by 36% of re-
spondents who were interested in new products. The majority of respondents answered 
positively, total 89% (186 people). The respondents might have chosen of five given 
questions of which four were previously defined and the last fifth was optional. Out of 
186 received answers, 14% of visitors would welcome a new product in form of pexeso, 
23% of respondents were interested in coloring books, 8% like leporelo and 11% would 
welcome a purchase of cards. According to creativity and possibility of self-realization 
of own ideas, puzzles (26% of respondents), emblems (13% of respondents) and crayons 
(5% of respondents) were in the center of attention.

• Opening of a new sightseeing circuit would be a welcomed change and attraction for 
visitors and guides who would be motivated by extended interpretation and personal 
interest in gaining new knowledge because the existing circuits are not entertaining and 
are less inspiring. 

• The staff and the representatives of the Monastery were satisfied with the quality of 
provided services. They try to make it more attractive, to increase the turnout of the 
historical object and to use the potential of given locality. The engagement of new tech-
nologies into the sightseeing circuits in an interactive form would be welcomed by 
visitors. Thank to this they would be able to watch a life journey of Cistercian monks 
on interactive screens. 62% of the visitors were interested in this kind of presentation, 
17% of the visitors answered: ,,I/we do not know“ - ,,I/we do not have idea“ about the 
application of information technologies in the culturally historical object and 21% of the 
visitors did not comment this question. 

• 85% of visitors and employees were interested in the establishment of the cafe, 15% of 
the respondents think that from the architectonic point of view the establishment of the 
cafe is not appropriate. The object of the cafe will be designed for visitors and tourists 
but also for residents of the village Plasy and inhabitants from nearby surroundings. 
The range of the goods of the cafe should be created mostly by quality products. Out of 
the visitor season the cafe might bring other additional funds.

According to the questionnaire survey and the controlled interview it is possible to confirm that 
the services need to be continuously extended. The innovation of the services in the historical 
object is very tedious. It is the National Heritage Institute which manages as a state authority 
and which always has to make decision or to agree/disagree with all proposed changes. Despite 
the fact that the Monastery organizes annually the same events in the form of special sightsee-
ing tours, its popularity, turnout and attractiveness is still increasing. To increase the number 
of newcomers, which influences stimulation of demand for the product, it is effective to inform 
and convince clients about the need of buying a new innovative product and provided services 
in many ways, e.g. through marketing communication or support of direct sale. The additional 
service of the culturally historical object is e.g. renting a chapel for social events (wedding cer-
emonies) or offering products at a reduced price to local inhabitants.

The analysis of provided services and the method of observation proved that the sightseeing 
circuits are the key product of the Monastery. Both guides and representatives of the historical 
object realize this fact and they constantly appeal for improvement of the offer of services and 
for the development of new products designed for potential visitors.
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5. CONCLUSION

The aim of connection to destination management is to ensure a cooperation of partial subjects 
and providers of tourism services on a particular territory (destination), coordination of sus-
tainable development of tourism, competitiveness on the regional market and offer of partial 
activities, comments [39].

Development of European tourism market indirectly influences industries in the Czech Re-
public. Europe is currently a significant competitive environment. Purchase power is growing, 
preferences which appeal for a quality of provided services, innovation of products but also for 
improvement of infrastructure equipment of European destinations of tourism participant are 
changing [40]. The results of the process are sustainable and competitive products which share 
the same logo, brand, pricing policy and other attributes. The initiative of friendship between 
public and private sector with support of professional associations, unions and interest organiza-
tions significantly participates in support of especially local and regional tourism. An irreplace-
able role in regional tourism is occupied by business entities, civil and cultural organizations, 
government and local authorities but also inhabitants of local destination [41]. 

The Czech Republic is from the tourism seasonality ś point of view one of countries which 
have more uniform process of turnout. Their highest numbers of visitors are reached during 
summer months. The most significant source country of Czech inbound tourism is Germany, 
the others are the United Kingdom, Russia, Poland, Slovakia, USA, Italy, Spain, the Nether-
lands and France. In outbound tourism of Czech tourist outbalance Croatia, Slovakia, Italy and 
Greece. For short stays is dominantly chosen Austria. Czechs (more than one third of popula-
tion) like to ask intermediary services of travel agency when they choose foreign holidays. The 
most favorite target destinations for business purposes are Germany, Austria, Switzerland, the 
United Kingdom or Poland. In the field of international tourism, the Czech Republic belongs to 
countries which have positive balance in the area of tourism though this is quite complicated 
because touristic organizations do not share united opinion with state and public authorities. 
The alternative to possible precautions is a modernization of installations and expositions of 
sightseeing tours which start to promote often forgotten utility spaces, e.g. toilets, changing 
rooms or kitchens. The innovation of guidebooks is another appropriate additional alternative 
to marketing communication with clients. Support of additional tourism services, e.g. more 
comfortable parking, development of catering services, sale of souvenirs and other products, 
helps to get higher turnout and to satisfy up-to-date and potential visitors who evaluate posi-
tively possibilities of discounts in form of advantageous prices for partial target groups (retired 
people, students, disabled people and other specific groups). Loyalty programs, culturally his-
torical and social-entertainment events as Klíč k památkám, which enable visitors to enter their 
sixth sightseeing tour free of charge assuming that they previously visited five other monuments 
managed by the National Heritage Institute in Prague, offer the other cost-effective alternative 
to attendance of historical objects. Visitor administration is captured in a loyalty card of a vis-
itor by rubber stamp or by electronic mobile application in the form of QR code. The use of 
information and communication technologies and social networks with help of the Internet, mo-
bile phones and other electronic gadgets is currently, at the age of digitalization, automatization 
and robotization, very demanded on-line communication medium.

The aim of this chapter was to analyze and evaluate the condition of provided up-to-date, new 
and innovative products and services according to topical trends, potential of given locality and 
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preferences of customers which influence attractiveness, increase of turnout, increase of profits 
with help of marketing communication and sales promotion of offered products.

The analysis of current condition of provided services and offered products proved that the 
typical products of tourism are sightseeing tours of culturally historical objects. The most vis-
ited sightseeing circuit is a basic circuit of the Monastery called Konvent, where the Cistercian 
monks lived. The other significant attractions are additional sightseeing circuits in which the 
sale of souvenirs is realized and also the Chapel of St. Bernard which is designed for wedding 
ceremonies. The entrance fee is fixed and is set by the National Heritage Institute with respect 
to demands of the manager of the historical object. For example, the amount of money, which 
is paid by an engaged couple for rented space for their wedding ceremony in the Monastery, is 
made more attractive by the representatives of the Monastery in form of reduced entrance fee 
for local inhabitant of the village Plasy and from nearby surroundings in cadastral area of Plasy. 
The special sightseeing tours and social-entertainment events which take place during visitor 
season are periodically visited and favourited by visitors. The extension of additional services 
in the area of the culturally historical area is subjected to the permission of National Heritage 
Institute in Prague which decides on acceptance/rejection of submitted proposals. 

Through mathematical-statistical survey in the form of questionnaire survey and controlled 
interviews the answers to the previously stylized research question and to scientific hypotheses 
were defined. The acquired answers emerged that the visitors are not satisfied with the range 
of souvenirs for children, they would welcome its extension with other additional products and 
services. The interpretation of guides was evaluated positively. The guides participate in peri-
odically organized trainings, they are self-interested and have own initiative. The respondents 
were interested in a new sightseeing circuit which will be dedicated to the Metternich family. 
This circuit is currently being prepared and is planned to be opened during tourist season 2023. 
There was a bad response to the parking places for visitors of the historical object because there 
is only a small car park in front of the Monastery and the capacity of the secondary car park 
is also used by local inhabitants of the village Plasy. About 65% of visitors would appreciate 
opening of the cafe in the area of the Monastery which would be used in/out of tourist season. 
The realized questionnaire survey helped with better identification of target groups of visitors of 
the historical object, with satisfying their needs and desires with provided services and offered 
products. Through proposals, recommendations and visitor comments the stimulus to offer a 
new service was given. This service would generate another income of funds and would better 
satisfy demands of potential clients. The pre-stylized scientific hypotheses were proved because 
the gender relationship of respondents ratified the selection of souvenirs for children. Women 
pronounced to build the cafe in the area of the historical object.

The Monastery in Plasy was recommended to negotiate with city counsellors of the region 
Plzeň-sever about reconstruction of the main car park. By building a paid car park the village 
of Plasy might ensure other funds to the municipal budget. Despite the fact that the historical 
object in Plasy keeps its turnout and attractiveness, the propagation of the cultural monument 
gradually weakens. The representatives of the Monastery, visitors, employees, guides and resi-
dents consider the welcomed establishment of the cafe as beneficial. The cafe would be opened 
even out of the tourist season to generate other additional incomes and to repay already realized 
payments for its building. Thanks to the other possible arrival in the coffee room through the 
rear entrance, it is possible to enter the garden of the Monastery and to use garden sceneries. 
The consideration which should be considered is a creation of partnership of the cafe and the 
Monastery for the purpose of mutual support and promotion, e.g. in form of reduced prices 
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for the range of goods which is provided by the cafe. The surrounded garden would serve for 
entertainment and social-motion activities mainly for children who spend their leisure time on 
the playground, in the sandbox, on a swing or even on the climbing with different attractions. 

The majority of the respondents is satisfied with the quality of the provided services, they rec-
ommend the other family members and friends to visit the object. The investment in new prod-
ucts and in development of the offer of tourism services and also the awareness of attractions of 
historical monuments are with respect to the future necessary stabilizing and sustainable ele-
ments mainly on local and regional level but they are also a valuable matrix of preservation and 
presentation of values of socio-economics life in accordance with acceptance of the principle 
of the protection of cultural heritage for the next generations. The attractiveness of monuments 
shows up in a prosperity of other tourism services, extension of job opportunities and in buyable 
clients in surrounding cities or villages. The most important tourism resources are so called ter-
tial resources – the destination management [42], but also creation of complete tourism products 
[43]. It is inappropriate if a monument is dependent only on tourism because the relationship of 
tourism and demand trend or evaluation of visitors do not always have to be merged with culti-
vated use of the heritage, because the value and culture of socio-economics life is conditioned 
by traditions and customs of local inhabitants and their demands which are often different from 
interests of visitors of the historical monument. Creation of a marketing brand for a purpose of 
tourism, a PR strategy of the historical object, an active presentation of the intangible cultural 
heritage, e.g. in form of studies, professional projects, consultant counselling, promotional and 
additional activity or careful preparation of cultural events focused on support and presentation 
of local customs, traditions and historical events, cause an increase of turnout and tourist pres-
tige of local historical monuments through the interconnection of value functions (residential, 
commercial and cultural). 

The authors of the chapter see the future in interactive media. Thanks to the development of 
information and communication technologies it is possible to gain available information about 
history of a cultural monument in which you are staying while you are taking its photo doc-
umentation. In the identical way it is possible to verify the price of admission, opening hours 
or other commonalities or attractions of a culturally historical monument. Visualization of a 
historical monument, which is highlighted by audio recordings and influenced by authenticity 
of personality, emotionally affects impressions [44]; [45], creates a favorable atmosphere and 
evokes enjoyments of local time which is shared via social networks [46]. Foreign visitors are 
used to use this platform, they actively respond to the interactive proposals of products, illus-
trations and displays which are influenced by inspiring certain ideas and visualizations, so it is 
appropriate to appeal to these forms of presentation and promotion mainly on websites [47]; [48] 
and by other communication and digital channels [49].
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Abstract: Tourism in Serbia is becoming an increasingly important economic sector with the potential 
of further development. This paper identifies the potential of the international conferences market in 
order to promote tourism. This paper presents a survey of the attitudes and impressions of the visitors 
of a major scientific conference meeting held in Belgrade this year, which was conducted by analyzing 
a sample of 175 respondents from different countries. The basic assumptions deal with: the difference 
in the tourist motives for visiting a certain destination, where on one hand we have the motives of the 
population of scientists and on the other, the motives of the average population of tourists; the analysis 
of the destination and the analysis of the satisfaction and dissatisfaction of conference attenders with 
particular elements of touristic offer. The obtained results were found useful as a better evaluation of 
the conference and to emphasize it out as a viable touristic product.

Keywords: conference, importance of touristic offer, tourist satisfaction, tourist dissatisfaction

1. INTRODUCTION

According to UNWTO, [1], the global spread of tourism in industrialized and developed 
states has produced economic and employment benefits in many related sectors - from 
construction to agriculture or telecommunications. According to UNWTO data, inter-

national tourist arrivals grew by 7 % in 2017 to 1,323 million and in 2017, international tourism 
generated US$ 1.6 trillion in export earnings. UNWTO forecasts a growth in international 
tourist arrivals of between 4% and 5% in 2018.

According to the Strategy of tourism development of the republic of Serbia for the period 2016 – 
2025, [2] the goal of this strategy is to approach tourism systemically, not only through econom-
ic indicators (as a possible sustainable source of creating new added value and employment in 
the Republic of Serbia), but also through the multiplicative effects that tourism has on overall so-
cial development, local and regional development, on the development of culture and education, 
etc. The strategy states that a system of management of tourist destinations and areas has not 
achieved an effective functional link between the economy, tourism organizations, associations 
and business associations, educational and research institutions to form a secure, long-term and 
sustainable development of tourist areas. 

One of the definitions of the tourist destination is given in [3]. According to the same, “a desti-
nation is a town, city or a place which has one or more attractions for tourists. These attractions 
may be in the form of scenic sights, culture, leisure activities, shopping rebates, food, and excur-
sion”. The main benefits of hosting events are related to attracting tourists whether them being 
a first-time visitors or repeaters, and spreading good experiences across the different locations 
worldwide, and to overall make positive effects of certain events on a destination. 
1 Innovation Center of Faculty of Mechanical Engineering in Belgrade, Kraljice Marije 16, Belgrade, Serbia
2 Tihomira Ostojica 2/42, Novi Sad, Serbia



3rd International Thematic Monograph:  
Modern Management Tools and Economy of Tourism Sector in Present Era

48

“With growing technologies and advertising scenario, events also include media coverage. This 
is how the event and destination are two different entities but yet serving each other in a manner. 
Destination gets a vide media coverage as well as advertising. The participants of the events and 
the attendees of events visit the destination to take part in the event which, on the other hand, 
bring lots of foreign currency to the particular destination”[3].

According to [4], “In the current ‘experience economy’ era, business providers stage experi-
ences to create memorable events for customers”. In [5], it is shown that the desire to build un-
forgettable memories from experiences lived during trips follows the current trend for unique 
consumer experiences of goods and products.

According to [6] “usually, the expressive performance dimension of most tourism products 
is much more important than the instrumental one… a significant difference exists between 
tourism products and other consumer products - while most products are homogeneous and 
uniform, the tourism product is an intangible composite of many interrelated components.” 

This paper is a summary of a research carried out at the conference in Belgrade, which was 
attended by more than 560 experts from 24 countries around the world. Data for the research 
were obtained through a specially constructed questionnaire, which was completed by partici-
pants at the end of their stay in Serbia, and interpreted using statistical methods and through the 
communication with conference participants.

The purpose of the paper is to point out the fact that the organization of major international 
scientific conferences significantly exceeds the scientific and educational contribution and has 
a significant potential to correct the image of a country, both economically and politically. It 
is therefore necessary to provide support for such meetings, as well as to connect the scientific 
and tourism sector.

2. METHODOLOGY AND OBJECTIVE

The observed event presented in this paper is a scientific conference held in the late August 2018 
in Belgrade and authors of this paper participated in its organization. It was the first time that 
Belgrade was chosen to be the host of a conference at that level. The conference was promoted 
through professional and scientific organizations, via an Internet site and personally, by the 
participation of organizers at other conferences and scientific meetings.
In order to improve the quality of the conference, the organizers wanted to present Serbia in the 
best possible way (One of the reasons for this being the several-week propaganda stating how 
Serbia is an unsafe country and its stereotyped image as the place where the main attraction is 
„night life” on Belgrade rafts). 

During the preparation of the conference we contacted the Tourist Organization of Serbia and 
got informed about the availability of certain tourist destinations. After that, tourist programs 
for accompanying persons and participants of the conference were offered: sightseeing of Bel-
grade’s sights and 4 one-day tours that included the cultural and historical sights of Serbia: me-
dieval monastery Manasija, archaeological sites Lepenski vir, Vinča, Viminacijum, and a wine 
tour on the mountain Fruška gora.
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The conference itself had lasted for 5 business days, educational activities related to the con-
ference for another 2 days, and after the conference had finished a post-conference tourism 
program was organized for one day. Participants of the Conference and other guests have spent 
between 2 and 10 days in Serbia, and the average number of nights was 5.

During the conference, pre-prepared presentations with photographs of the most attractive parts 
of Serbia, mountains, rivers, cities, spas, lakes, archaeological sites, monasteries, potentials for 
winter and summer sports, folk customs, and music were presented. The knowledge of most 
respondents, who did not participate in organized excursions, about natural attractiveness of 
Serbia, was encouraged to research (Internet) or based on these presentations.

After the conference was over, we invited participants to fill in the questionnaires, designed 
specifically for this purpose, and to express their impressions not only about the conference, but 
also about the city, tourist attractions, hospitality, natural attractions, food and what they have 
found were the main shortcomings. 

The questionnaire consisted of three parts. The first part were questions where respondents 
evaluated the importance of certain elements of the tourist offer for them. The second part ex-
amined the satisfaction of respondents with the Conference and the offered tourist plan, while 
the third part of the questionnaire contained questions regarding the elements of the tourist offer 
that the respondents were not satisfied with. The questions were of a closed type, and the degree 
of importance of particular elements, satisfaction and dissatisfaction were offered and interpret-
ed based on the Likert scale of 5 levels.

The questionnaires were distributed in person, at the end of the conference, as well as in an 
on-line form, immediately after the Conference. The survey was filled out by 175 respondents. 
Approximately half of the respondents answered „on-line”, and the other half filled classic ques-
tionnaire in paper form.

The data were processed by the use of the IBM SPSS 25 statistical package, and the obtained 
results were presented directly from the package or with the assistance of the MS EXCEL 13 
program. This paper presents the results of the measurements of tourist satisfaction and dissat-
isfaction as well as their preferences about tourist destination.

The aim of the research is to point out the conferences organization importance in touristic of-
fer and the significance of scientific conferences in order to promote Serbia, its history, culture, 
natural beauty and other elements that promote tourism, especially because participants in such 
meetings are mostly people who have influence in the environments in which they work and 
therefore their opinion can be more influential.

The study proceeded from the following assumptions:
• Professional conference has the potential for tourism development.
• Motivations for travel of participants of the conference are different from ordinary tour-

ist motives sample.
• Belgrade is a good destination for planning and organizing a scientific conference.

We proposed elements of touristic offers in Belgrade and Serbia: hospitality, cost/benefit ratio, 
gastronomical offer, accommodation facilities, cultural heritage, natural attractions. After col-
lecting data, we analyzed the level of satisfaction with them. 
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Figure 1: Country origin

Distribution of respondents by countries of origin is shown in Figure 1. Most respondents came 
from the following countries; United Kingdom, Germany, Italy, Russia, Slovakia, Czech Re-
public, Japan.

Characteristic Description Frequency Percent

Gender
Female 46 26,3
Male 129 73,7

Age

18-29 53 30,3
30-39 49 28,0
40-49 40 22,9
50-64 22 12,6
65 and more 11 6,3

Education
High 13 7,0
University 162 93,0

Table 1: Gender, Age, Education

Sample comprises 175 respondents whose gender, age, education, professional and sex struc-
ture, status in relation to the job, income and information about their previously visits Serbia, are 
shown in the table 1 and table 2. The sample consists of mainly young professionals, about 60% 
are younger than 40 years. Since the event represents a scientific conference, the vast majority 
of them have university education. In fact, it can be said that the largest number of respondents 
(about 70% of respondents, who are employed, table 2) have the highest level of education, i.e. 
level of Doctor of Science. Respondents with lower levels of education were mainly represented 
by persons accompanying participants of the conference.

Most of the respondents were employed at faculties as professors, about 70%, and about 18% 
were PhD students, related to mechanical engineering. Some of the professors at the conference 
were the world’s leading experts in the scientific field that the conference dealt with.
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Respondents estimate their social status as average or above average in over 65% of cases. We 
assume that under average earnings were mostly students. It should be noted that a significant 
portion of respondents, 23% did not want to answer questions about their earnings. We can only 
assume this behavior is due to cultural differences.

It is important to note that the majority of respondents, about 65%, had never been to Serbia 
before the conference. This is extremely important to point out being that this event enabled the 
presentation and promotion of the country to the most educated people who come from previ-
ously mentioned countries and that had to that point either known very little about Serbia, or 
they may have had negative prejudices. Consequently, the effects of such an event are multi-lay-
ered and they overlap only the scientific or touristic aspect.

Characteristic Description Frequency Percent

Status in relation  
to the job

Other 7 4,0
Housewife 2 1,1
Unemployed 6 3,4
Pensioner 7 4,0
Student 31 17,7
Earning an Income 122 69,7

Income

Below average 21 12,0
Average 72 41,1
Above average 42 24,0
I do not know / I do not 
want to answer 40 22,9

Previously visited destinations in 
Serbia

No 114 65,1
Yes 61 34,9

Table 2: Characteristics of respondents

In the social program, that is, organized excursions, 55 respondents participated, representing 
31.4% of the sample, which is presented in table 3.

Frequency Percent Valid Percent Cumulative 
Percent

Valid

Only conference in 
Belgrade 120 68,6 68,6 68,6

Social program tours 55 31,4 31,4 100,0
Total 175 100,0 100,0

Table 3: Respondents were only in Belgrade or visited some other destinations in Serbia
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3. RESULTS AND DISCUSSION

3.1.	 Importance	of	different	elements	of	the	touristic	offer

The first part of the survey was about the importance of different elements of the touristic of-
fer for our respondents: cultural / historical heritage, price / quality ratio, hospitality, natural 
attraction, the gastronomical offer, entertainment, accommodation, shopping, business / con-
ference, medical tourism, sport / leisure or something else. To measure the level of importance, 
the following scale was applied: 1-Irrelevant, 2-A little bit important, 3- Neither important nor 
irrelevant, 4-Important and 5-Very important.

Level of 
importance

Cultural/
historical 
heritage

Price/ 
quality 

ratio

Hospita-
lity

Natural 
attracti-
on

The 
gastron-
omical 
offer

Enterta-
inment

Accom-
modation

Shoppin
g

Business
/ Confere-
nce

Medical 
tourism

Sport/ 
leisure

Other

1 6,9 4,6 5,1 5,1 4,0 8,6 6,3 15,4 2,3 32,6 22,9 17,1

2
6,3 8,6 ,6 5,7 5,1 5,7 5,1 11,4 ,6 11,4 11,4 4,0

3
17,7 24,0 12,6 22,3 26,3 31,4 24,6 26,9 10,3 20,0 26,3 23,4

4
23,4 28,0 27,4 25,7 24,6 16,0 26,3 17,1 16,0 9,1 11,4 6,3

5
38,3 28,6 45,7 34,9 31,4 29,7 31,4 21,1 64,0 13,1 16,6 18,9

Table 4: Level of importance of different elements of touristic offer (% of respondents)

Percentage of respondents who give a certain degree of importance to certain elements of the 
tourist offer are given in figure 2 and table 4. It can be seen that the surveyed group of respond-
ents identified the business event as the most important reason for traveling, followed by hospi-
tality and cultural / historical heritage.

Figure 2: Tourist offer given by importance (% of respondents)
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It should be noted that this is a specific group of people, whose lives are science and research 
oriented and therefore, whose decisions regarding business trips are made the easiest. 

We tested whether the importance of certain elements of the tourist offer depends on the age of 
the respondents, using a statistical test for the comparison of the mean values of certain groups, 
named One -Way ANOVA (Analysis of variance). After checking the conditions of the test ap-
plication (Levenov test of homogeneity of variance), the ANOVA analysis was performed.

We obtained a statistically significant difference in the importance of the quality of accommo-
dation and shopping opportunities, which is presented in table 5. This difference is graphically 
presented in figure 3. For the other listed elements of the tourist offer, we did not get a statisti-
cally significant difference in relation to the age of the respondents. 

Sum of 
Squares df

Mean 
Square F Sig.

Between 
Groups

18,060 4 4,515 3,491 0,009

Within 
Groups

205,665 159 1,293

Total 223,726 163
Between 
Groups

22,512 4 5,628 3,159 0,016

Within 
Groups

277,898 156 1,781

Total 300,410 160

ANOVA

Accommodation

Shopping

Table 5: ANOVA for testing influence of age on importance of accommodation  
and shopping possibility

It can be seen that the demand for a better accommodation depends on years and better accom-
modation requires respondents older than 40 years. As far as shopping is concerned, the values 
are somewhat lower, but the importance of shopping opportunities is more pronounced among 
tourists older than 65 years, which may be a surprising result. One explanation may be that 
people turn to science and research during the working life, and only later on turn to ordinary 
living topics. 

Figure 3: Tourist level of importance according to age (on Likert scale 1-5)
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The results were compared with the results of the research of the Touristic Organization of Ser-
bia (TOS), [7] from 2016. Sample of TOS comprised 2050 foreign tourists from the countries: 
Bosnia and Herzegovina, Russia, Slovenia, Croatia, Germany, Montenegro, Italy, Macedonia, 
Greece, France, Netherlands, Switzerland, Romania, Poland. TOS sample represents the com-
mon tourist sample. 

The sample of respondents from the conference was broader in the range of countries from 
which they came. Sample characteristics of TOS research, and presented research, in percent, 
are given in the table 6. 

Characteristic Description TOS (%) Conference (%)

Gender
Female 39,5 26,3
Male 60,5 73,7

Age

18-29 38,8 30,3
30-39 24,9 28,0
40-49 18,5 22,9
50-64 13,8 12,6
65 and more 4 6,3

Education 
High 33,6 7,0
University 66,4 93,0*

Table 6: Characteristics of Conference and TOS sample

There are more men in the sample of the conference, while sample distribution is similar for 
years. As far as education is concerned, there is a significant difference in the sample that at first 
glance may not have been noticed. The TOS sample under University means bachelor degree 
and master of science degree, and at the conference they were mostly PhDs and PhD students. 
At the conference, the field of interest is significantly narrower and more homogeneous.

Based on the TOS research, it can be seen that part of the visit to conferences, in the overall sam-
ple of the tourist visit, is extremely small (figure 7). On the basis of this fact, it can be said that the 
first assumption, “Scientific conference is a potential for tourism development”, was confirmed.

In the TOS survey, tourists listed the following factors that influence the degree of motivation 
to visit a certain destination: cultural and historical heritage, good price and quality ratio, hospi-
tality, gastronomic offer and entertainment (based on data from the total visit of foreign tourists 
to Serbia with a range of occupations and education significantly larger than the sample from 
the Conference).

The attitude of some foreign tourists is that “Serbia does not have a clearly structured, recog-
nizable tourism product, but offers opportunities for research and experience, and Belgrade has 
a soul and a living culture,” [8].

The sample of respondents from the conference is more homogenous by the education trait and 
they designated the conference as the main motive for travel, followed by hospitality, cultural and 
historical heritage and natural attraction. In this group of participants, entertainment does not fall 
into important reasons for traveling. Therefore, the second assumption is confirmed, “Motivations 
for travel of participants of the conference are different from ordinary tourist motives sample”.
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Figure 7: Motivation for visiting the destination according TOS, 2016.

3.2. Overall satisfaction of the conference participants

By reviewing various literature, more criteria are found that can determine the degree of attrac-
tiveness of the destination for a conference. According to [9], the most important criteria involve 
safe destinations, free of high terrorism, theft and injuries, destinations with infrastructure, 
able to meet the needs of both the conference organizers (convention center), and the needs of 
participants in terms of accommodation and facilities. 

Some of the other criteria include historical and cultural heritage of a destination which should 
be able to increase the interest of participants and in doing so extend the levels of participation, 
appropriate weather conditions that allow conferences to run smoothly, adequate availability 
of travel services and a variety of transportation modes so that they can be easily approached, 
calm environment that ensures the smooth running of conferences, without interference or dis-
turbance from the local community. Terzi states that “a communication strategy based on the 
pillars of the factor “Conference Location” is able to increase the levels of participants satisfac-
tion and by extension the levels of participation”.

According to [10], a tourist attraction system is defined as an empirical connection of tourist, 
nucleus, and marker. Tourist attraction systems have elementary parts which extend beyond the 
phenomena that are popularly thought of as “tourist attractions.”

With that reasoning, the measurement of tourist satisfaction is not easily established because of 
the many influential factors, that are often mutually dependent. 
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In [11] it is shown that a significantly positive relationships between culinary attraction and cul-
tural inheritance and nostalgia exists, as well as a correlation between nostalgia and memorable 
tourism experiences. Author had suggested enhancing memorable experiences and guidance 
regarding reused buildings at heritage sites.

In this survey, tourist satisfaction was measured by the satisfaction of the elements of the tourist 
offer, such as hospitality, natural attractions, the gastronomical offer, the possibility of enter-
tainment. Furthermore, an analysis of the satisfaction with the conference was also added.

Hospitality
Natural 

attraction

The 
gastronomical 

offer
Entertainment

Business 
event/ 

Conference
Dissatisfied 0 0,6 1,7 0 ,6
Little satisfied 1,1 2,3 4,0 2,9 3,4
Neither satisfied nor 
dissatisfied

7,4
21,1

17,7 23,4 14,3

Mostly satisfied 26,9 33,1 34,3 29,7 29,1
Totally satisfied 62,3 38,3 40,0 36,6 52,0

Table 6: Distribution of levels of satisfaction for elements of touristic offer (%)

Distributions of levels of satisfaction with hospitality, natural attractions, entertainment and the 
conference are presented in table 6. Most of the respondents were mostly and totally satisfied 
with hospitality during the conference - 91,2%. According to satisfaction with natural attrac-
tion, the highest number of respondents answered “Totally satisfied” and “Mostly satisfied”. It 
should be noted here, that the most of the respondents, over 68% only remained in Belgrade dur-
ing the entire conference. Because of that 4.6% of respondents did not comment on this issue. 

Distribution of satisfaction with gastronomical offer shows that most of the respondents were 
“totally satisfied” and “mostly satisfied”, 71,4%.

Entertainment during the conference was organized through a cultural program which includ-
ed folklore, music and officinal dinner. In relation, more than 66% were “totally satisfied” and 
“mostly satisfied”, but a significant percent of them (more than 30%) were neither satisfied nor 
dissatisfied. Most of the respondents were “totally satisfied” and “mostly satisfied” with the 
conference. 

Level of satisfaction with hospitality, natural attraction, the gastronomical offer, entertainment 
and business event e.g. conference is summarized in figure 4. Figure 4 shows the number of re-
spondents who expressed a certain degree of satisfaction for the observed elements of the tourist 
offer, in percentages.

Mean values of satisfaction with hospitality, natural attraction, the gastronomical offer, enter-
tainment and business event e.g. conference are given in figure 5. It can be seen that the highest 
average rating is expressed for hospitality, then for the event itself (i.e. the Conference) and cul-
tural and historical heritage. All mean values of the expressed satisfaction are moving between 
mostly satisfied and totally satisfied. 
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Figure 4: Level of satisfaction (%)

This is largely in line with the results of the Touristic Organization of Serbia (TOS) survey, [7] 
from 2016, where tourists showed the highest degree of satisfaction with cultural and historical 
heritage, hospitality and gastronomic offer. 

Figure 5: Mean values of satisfaction with individual factors (on Likert’s scale 1-5)

In order to determine whether there is a statistically significant difference between the level of 
satisfaction for the observed elements of the tourist offer among the respondents who partici-
pated only at the conference and had the opportunity to stay only in Belgrade, and those who 
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took part in organized excursions, we applied statistically Independent Samples Test. Level of 
satisfaction grouped according to the data whether the respondents stayed only in Belgrade or 
visited other people is presented in the table 7.

N Mean
Std. 

Deviation
Std. Error 

Mean

Only conference 
in Belgrade

120 4,20 ,904 ,083

Social program 
tours

54 4,50 ,795 ,108

Group Statistics

Visits BG only or other 
destinations in Serbia 
Business 
event/ 
Conference

Table 7: Level of satisfaction related to visits only Belgrade or not

It is obvious that respondent who participated in excursions expressed a greater level of satisfac-
tion with the conference. Their average level of satisfaction with the conference was 4.5, unlike 
the group that did not take part in these programs, and who assessed the level of satisfaction 
with the conference with 4.2. 

In order to show whether this difference was statistically significant or not, an Independent 
Samples Test was applied. Results of the test application are given in the table 8. We have found 
that there is a statistically significant difference in the satisfaction with the conference in the 
observed groups.

Lower Upper
EVA ,675 ,412 -2,100 172 ,037 -,300 ,143 -,582 -,018
NEVA -2,205 115,211 ,029 -,300 ,136 -,569 -,031

Conference

Independent Samples Test
Levene's Test t-test for Equality of Means

F Sig. t df
Sig. (2-
tailed)

Mean 
Differenc

Std. 
Error 

95% Confidence 

EVA-Equal variances not assumed, NEVA-Equal variances not assumed

Table 8: Independent Samples Test

This difference is reflected in the fact that respondents who participated in excursions and social 
programs express a higher level of satisfaction with the scientific conference itself as a whole. 
In [12] it had suggested a three-dimensional solution that people enact preferred tourist roles in 
destinations which provide an optimal balance of familiarity-strangeness, stimulation-tranquil-
ity, and structure-independence.

Serbia, and Belgrade meet all of the three dimensions to a considerable extent. Belgrade is 
precepted as different, broad and hospitable in a way that is relatable to different cultures from 
which the participants of the conference came.

We particularly emphasize the fact that over 65% of respondents had never been to Serbia 
before, and one of the main questions is whether they would ever come back again. A survey 
of the tourist organization of Serbia from 2016, [7] shows that 50.7% of those who visit Serbia 
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once, want to do it again. As an illustration we refer to the post-conference statement of a young 
student, a doctoral student from Belgium: 

“I do not know whether it was a side-objective of the conference or not, but I must say that it 
opened my mind to your actually very beautiful country. Before coming, I simply had no idea 
of what to expect, since I have never gone so far in Eastern Europe before, and I must say I 
discovered Serbia with great pleasure. I only had the time to discover Belgrade, but saw many 
pictures of the apparently very beautiful countryside and I am planning to come again to dis-
cover it as a tourist”.

The obtained results related to satisfaction with the conference confirm the third, “Belgrade is 
a good destination for planning and organizing a scientific conference”. 

3.3. Overall dissatisfaction of the conference participants

We wanted to explore the facts that the respondents were not satisfied with. Level of dissatis-
faction with the cleanness of the town, quality of accommodation, possibility and quality of 
shopping, public transport, the gastronomic offer, hospitality, tourist signalization, quality of 
roads, cultural and historical heritage, taxi service price and price/ quality ratio (in percent) are 
presented in table 9 and figure 6.

Cleanness 
of town

Quality of 
accomm-
odation

Shopping Public 
transport

Tourist 
signalization

Quality of 
roads

Taxi 
service 
price

Price/ 
Quality 
ratio

No dissatisfaction 21,1 45,7 28,6 23,4 28,6 23,4 37,1 43,4

Minimal level of 
dissatisfaction

28,6 22,9 23,4 26,9 36,6 32,0 15,4 28,0

Medium level of 
dissatisfaction

28,6 16,0 26,3 24,0 18,3 26,3 22,3 16,0

Significant level 
of dissatisfaction

13,7 7,4 9,7 7,4 9,7 10,9 9,7 6,9

Max level of 
dissatisfaction

6,3 6,3 1,7 5,1 2,9 4,6 6,9 4,0

Missing 1,7 1,7 10,3 13,1 4,0 2,9 8,6 1,7
Total 100,0 100,0 100,0 100,0 100,0 100,0 100,0 100,0

Table 9: Level of dissatisfaction (%)

Respondents expressed the greatest dissatisfaction with the city’s cleanliness, taxi service price, 
quality of roads and tourist signalization, figure 6.

Some of these categories could be improved in short time, but others need big investments and 
time. The city’s cleanliness and the introduction of certain prices of taxi services would already 
have a positive effect, and can be solved in a short period of time without requiring large invest-
ments.
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Level of dissatisfaction

Max level of dissatisfaction Significant level of dissatisfaction

Medium level of dissatisfaction Minimal level of dissatisfaction

No dissatisfaction

Figure 6: Level of dissatisfaction (%)

4. CONCLUSION

The economic benefits of conference events have been the topic of researchers for several 
decades, as it is shown in [13]. Conferences can act stimulating to the development of tourism, 
they are often organized after the tourist season, so they provide tourist visits in periods when 
there are significantly fewer visitors. 

The data based on the observed case study indicate a high level of satisfaction with the conference 
as an event, and also with other aspects of the tourist offer, indicating that Belgrade is potentially 
a good destination for such events. Belgrade allows tourists to find their own balance of the 
familiar and the strange, not only through various structured programs of touristic offers, but 
also because of the possibility of exploring the city independently.

The observed sample is specific in its structure, with somewhat different expectations than the 
average tourist population, which should be taken into account when planning such events. The 
presented results showed the fact that respondents who participated in excursions and social 
programs express a higher level of satisfaction with the scientific conference itself as a whole.

The authors believe that holding professional conferences is extremely important for the 
promotion of its multilayered tourist capacities (cultural and historical heritage, natural beauty, 
hospitality, gastronomical offer, favorable relationship of quality / service, possibility of dealing 
with sports, possibility of active vacation, health tourism, wine tourism, Serbian customs, 
entertainment) and spreading the image of the country as an interesting tourist destination. 
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The importance of maintaining such events has not only an impact from the aspects of promoting 
the country’s scientific potential and contribute to the economy, but also presents a soft way of 
positive influence on educated people from other countries in order to spread the positive image 
of the country.

Future research should be to measure the economic contribution of conferences to tourism in 
Serbia and to determine optimal destination with potential to hold conferences. 

When conferences are viewed as a tourism product, they can also be used to revitalize rural 
areas, as they would involve small and medium-sized enterprises in the supply chain. In doing 
so, it is important support from state and local governance authorities to provide and improve 
necessary infrastructure in chosen destinations. Such activities should improve Serbian position 
in conference market share.

 REFERENCES

[1] http://www2.unwto.org/content/why-tourism
[2] The Government of the Republic of Serbia, The Ministry of Trade, Tourism and Telecom-

munications, The Strategy of tourism development of the Republic of Serbia for the period 
2016. – 2025., Belgrade 2016.

[3] Jayswal, T. (2008), Events Tourism: Potential to build a brand destination, Conference on 
Tourism in India – Challenges Ahead, 15-17 May 2008, IIMK, http://citeseerx.ist.psu.edu/
viewdoc/download?doi=10.1.1.601.1606&rep=rep1&type=pdf

[4] Pine, B.J. II, Gilmore J.H. (1998), Welcome to the Experience Economy, Harvard Business 
Review, Harvard College, 1998.

[5] Yoná S. Dalonso, Y.S., Julia M. Lourenco J.M., Remoaldo P.C., Netto, A.P. (2014), Tourism 
experience, events and public policies, Annals of Tourism Research 46 (2014), pp. 163–184

[6] Pizam, A.,Ellis, T. (1999). Customer satisfaction and its measurement in hospitality enter-
prises. International Journal of Contemporary Hospitality Management, 11(7), pp. 326-
339.

[7] http://www.srbija.travel/aktuelno.2177.html, access: 5.09.2018
[8] Kirin,S., Gavric,G.(2017), Unapredjenje organizacione kulture kao menadžerskog alata 

za ostvarivanje poslovnog uspeha u turizmu – Studija slučaja za Srbiju, Second inter-
national thematic monograph - thematic proceedings – Modern management tools and 
economy of tourism sector in present era, Belgrade, pp. 302-3018.

[9] Terzi,M.C., Sakas,D.P., International Events: The Impact of the Conference Location, Pro-
cedia - Social and Behavioral Sciences, Volume 73, 27 February 2013, pp. 363-372

[10] Neil Leiper, TOURIST ATTRACTION SYSTEMS, Annals of Tourism Research, USA, 
Vol. 17, pp. 367-384, 1990.

[11] Lee, Y-J., (2015), Creating memorable experiences in a reuse heritage site, Annals of 
Tourism Research 55, pp. 155–170

[12] Yiannakis,A., Gibson, H. (1992), Roles tourists play, Annals of Tourism Research, Vol. 19, 
pp. 287-303, 

[13] Ryan C. (1999), The use of a Spatial Model to assess Conference Market Share - a New 
Zealand Example; (1999), INTERNATIONAL JOURNAL OF TOURISM RESEARCH 
International Journal Of Tourism Research.1, pp. 49-53 





63

THE IMPACT OF THE ARAB SPRING 
ON HOTEL SERVICES IN ISTANBUL

Mehmet Emin Baynazoglu, Ass. Prof. Dr.1
Ebru Ozlem Bilgin, Ass. Prof. Dr.2

Orhan Akova, Prof. Dr.3

DOI: https://doi.org/10.31410/tmt.2018.63

Abstract: The tourism industry is affected by many different external factors such as war, terrorism 
and economic crisis and it plays an important role in many aspects for the development of a country. 
One of the major political events occurred in Arab countries in recent years was Arab Spring. In this 
study, changes occurring in tourist profiles’ expectations in hospitality services in İstanbul hotels with 
the Arab Spring and were studied to reveal changes in the profile of tourists visiting İstanbul. Face to 
face interview method was used for this qualitative study with 8 senior managers who work in 5-star 
hotels in Istanbul. The responses obtained were subjected to content analysis and tourism practitioners’ 
perceptions and experiences were applied to them. In the direction of the findings from the interviews, 
it is observed that there are significant changes in the tourist profiles in the 5-star hotel enterprises 
operating in Istanbul after the Arab Spring which occurred in 2010. This change seems to have caused 
the hotels to revise themselves on many issues such as human resources, education, food and beverage, 
cost control, renovation, and refurbishment.

Keywords: Arab Spring, Tourism, Tourist Profiles, Service Features.

1. INTRODUCTION

People who spend more than 24 hours in the country, visit and stay in a facility while car-
rying out the activities for their personal purposes are called tourists [1]. The concept of 
the profile is defined as “the whole of distinctive features for a person or an item”. The 

determination of the tourist profile benefits and guides planning, management, and marketing in 
tourism. The knowledge of tourist profile allows administrators to address different motivations 
and experiences and enables them to determine which tourist profile is included in which type 
of tourism. Meanwhile, the determination of the tourist profile ensures the correct and efficient 
uses of resources in terms of sustainable tourism [2]. The concept of tourist profile consists of 
four elements; demographic, geographical, psychological, and socio-economic characteristics. 
The factors that make up the demographic profile are age, gender, marital status, occupation, 
nationality, and the number of participants in the trip. Demographic variables are one of the 
important issues to consider when analyzing the satisfaction from a touristic spot. Demographic 
variables are widely used to determine tourist profile in tourism researches. The geographical 
profile concerns the country or city where the tourist arrives. The factors that make up the 
psychological profile are the tourist’s purpose of the visit, leisure activities, length of stay, and 
accommodation preferences. Lastly, the factors that make up the socio-economic profile are 
annual income, level of education, type of transportation, amount of expenditure, and price 
flexibility [3] - [4] - [5]. Tourism sector began to be promoted in the 1980s in Turkey. “Mass 
tourism” is among the first types of tourism that are encouraged. Therefore, the leading cause 
1 Trakya University, Kesan Yusuf CAPRAZ School of Applied Sciences, Turkey
2 Sakarya University, Tourism Faculty, Sapanca Campus, Turkey
3 Istanbul University, Faculty of Economics, Beyazıt, Istanbul, Turkey 
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of foreign tourists prefer Turkey is seen as the sea-sand-sun tourism. However, in the post-2000 
period, significant increases in the number of tourists coming to Turkey for conference, meet-
ing, business purposes are observed apart from the mass tourism.

A competition among the tourism destinations also exists just like other industries. Studies are 
carried out that give priority to the expectations and needs of tourists. It is necessary to identify 
the factors that motivate them to purchase the products and services to understand which des-
tinations consumers choose and why. In this context, to estimate and understand the demand 
for tourism destination, it is necessary to observe and determine the consumer behaviors. One 
of the methods of determining consumer behavior is revealing the consumer profile. In other 
words, it is to determine the detailed information of tourists visiting the region. In this study, 
the changes in the tourist profile coming to Turkey due to the Arab Spring and the expectations 
of this tourist profile were focused [6], [7].

2. THE ARAB SPRING

The term of Arab Spring is being used to name the popular movements on different scales that 
have recently taken place in the Middle East against oppressive and authoritarian governments 
and to express this very process as a wave of democratization [8]. In this context, the protests 
and demonstrations are also known as Arab Spring and Winter, Arab Awakening, Arab Re-
bellion, Arab Uprisings, and Arab Revolution in the social media as well as researches related 
to the subject. People’s movements first started with the burning of Mohammed Bouzazi in 
Tunisia. The popular movements that began on December 18, 2010, resulted in revolutions in 
Tunisia and Egypt. In Libya, it resulted in a civil war that toppled the Gaddafi regime in 2011 
autumn. There have been small protests in Kuwait, Lebanon, Mauritania, Saudi Arabia, Sudan, 
and Western Sahara, large protests in Israel, Algeria, Iraq, Jordan, Morocco, and Oman, and big 
riots in Bahrain, Syria, and Yemen. The conflicts in Israeli border in May 2011 were observed 
to be inspired by the Arab Spring. Many problems such as unemployment, food insufficien-
cy, inflation, political corruption, lack of freedom of expression, irregularities and bad living 
conditions in the Arab world triggered the spread of these movements and protests by showing 
domino effect in the mentioned countries [9]. In general, it is seen that the basic determining 
power in the Middle East is the military. In Egypt and Libya, the army left Husnu Mubarak and 
Muammar Gaddafi alone, yet in Syria, the army took sides with Assad to suppress the rebellion. 
It should be stated that although the conditions are different from each other, it is seen that the 
Middle East countries have experienced this transformation at the same time [10]. As they have 
similar cultural, economic, and political structures, the reactions of the Gulf states to the Arab 
Spring are parallel to each other. The main factors determining the traditional foreign policy 
understandings of these countries have also determined the attitudes towards the Arab Spring. 
The general policy of the Gulf countries in the face of the Arab revolts has been that making 
some reforms to calm the people and preserving the power rather than the regime change. For 
this purpose, several economic, political, and social reforms have been carried out and more are 
promised, and different policies have been followed from one country to another. United Arab 
Emirates (UAE) and Qatar have become the two exceptional Arab states that benefited from 
Arab rebellions in addition not to experience similar internal conflicts, while the Gulf monarchs 
are affected by the increasingly effective rebellions in the region [11].
Tunisia is the country where the Arab Spring uprisings began in December 2010, then triggered 
a wave of political confusion along North Africa and the Middle East [12]. Then the kingdom 
of Saudi Arabia banned the demonstrations by Shiites, the minority group of the country, fol-
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lowing the fall of regimes in Tunisia and Egypt. In addition, the Saudi Arabian government 
announced an economic package worth 130 billion USD to prevent a possible outbreak of the 
uprising in the country at the beginning of the rebellions. Saudi Arabia has put these economic 
aid and reform policies into practice to reduce the demands for regime change as well as to 
decrease the internal pressures [13]. The wave of Arab revolt has also visited Kuwait, which 
is regarded as the most “democratic” country of the Gulf region, and it left its impact when it 
coincided with the allegations of corruption in the country.

Kuwait Emiri interpreted the invading of the parliament as a threat to the security and stability 
of the country and instructed to take strict security measures against the demonstrations during 
the anti-corruption protests in the country. Oman, which has a relatively closed social structure, 
hence seen as a country that would be the least affected due to regional events, has also experi-
enced the wave of uprisings. Unlike the countries of the region, Oman has been able to suppress 
the popular uprisings in the country peacefully [13]. 

The problems of political stability experienced by negative events, both human and natural, are 
influential in the preference of tourists for a region. Some countries periodically announce to their 
citizens the countries they should not travel to. In these announcements, the kinds of crime or 
violence occurring in those places planned to go are also stated. Destinations in which crime and 
violence occur and where political instability exists have negative perceptions in tourists’ minds. 
During the Arab Spring, it was wondered how the Arab countries, that are the tourist attraction 
centers, are influenced by this process involving political instability. This study has attempted to 
reveal what are the changes in the tourist profile coming to Turkey after the Arab Spring.

3. RESEARCH METHODOLOGY

3.1. Research Method and Aim

In this study, which is a qualitative research, data were obtained by making face to face inter-
views with 8 senior executives in 5-star hotels in Istanbul. The responses obtained were subject-
ed to content analysis and tourism practitioners’ perceptions, and experiences were evaluated.

It is an important research topic to find out how the influence of political factors, which are con-
sidered as macro (external) factors, affect enterprises on business activities and how to develop 
appropriate strategies and tactics for these effects. The purpose of this study is to determine 
the changes that the Arab Spring brought about in the services of the hotels in Istanbul and 
the changes that occurred in the tourist profiles coming to Istanbul, and the structure of their 
expectations.

3.2. Data Obtaining Method and Tools

Five open-ended questions were directed to 8 senior managers of five 5-star hotel enterprises 
located in the Beşiktaş district of Istanbul and interviews were conducted face-to-face. These 
8 executives are 5 General Managers, 1 Sales Manager, 1 Marketing Manager, and 1 Business 
Development Manager. Each manager interviewed was given a number from 1 to 8, and the 
responses were compiled using this numbering method. Responses from the executives were 
recorded on the mobile phone as a voice recording with their permission obtained while the 
researchers took notes of the answers with handwriting. The conversation did not turn into a 
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dialogue, and participants were asked to respond only to the questions, and meetings were held 
one-on-one. Compiled interview notes and voice recordings were then summarized and report-
ed with content analysis (Table 1: Distributions and Numbers of Interviewed Executives)

No Position Employed Institution No Position Employed Institution
1 General Manager 5-star hotel / Istanbul 5 General Manager 5-star hotel / Istanbul
2 General Manager 5-star hotel / Istanbul 6 Sales Manager 5-star hotel / Istanbul

3 General Manager 5-star hotel / Istanbul 7 Marketing 
Manager 5-star hotel / Istanbul

4 General Manager 5-star hotel / Istanbul 8
Business 
Development 
Manager

5-star hotel / Istanbul

Table 4.1: Distributions and Numbers of Interviewed Executives

3.3. Limitations of the Study

This study has limitations as the research data were gathered only from 5-star chain hotels in 
Istanbul as a qualitative study, and it was conducted with 8 managers (5 General Manager, 1 
Sales Manager, 1 Marketing Manager, and 1 Business Development Manager) with open-ended 
interview method.

4.4. Research Questions

With this study, the following questions were tried to be answered:
• Is there any change in the tourist profiles of the hotel enterprises due to the influence of the 

Arab Spring? If yes, what kind of changes are observed?
• Is there a need for a difference/change in the service provided by the hotel enterprises due 

to the influence of the Arab Spring? If so, what kind of differences/exchanges are taking 
place in services, and how are hotel enterprises trying to respond to these?

• Is there a need for a difference/change in customer expectations with the impact of the 
Arab Spring? If yes, what are the differences/changes in customer expectations and how 
does the hotel management try to respond to them?

• What are the differences and characteristic features observed between the tourist profiles 
of the ones coming from the so-called Arab countries and the others when evaluated in 
terms of nationality differences?

• Before the Arab Spring, what was the nationality of the tourists mostly preferring Turkey?
• What is the nationality of the tourists who choose hotels mostly in Turkey after the Arab 

Spring? If there is a change, how do you interpret this change?
• What are the issues that Arab tourists consider important in choosing their hotels?

3.5. Research Findings

• Over the last decade, especially in the last 3-4 years, there have been significant chang-
es in the number and profile of the tourists coming to 5-star hotels in Istanbul. The 
number of tourists from Arab countries has increased due to the influence of the Arab 
Spring. Because the citizens of Saudi Arabia, Kuwait, Jordan, Bahrain, Iran, Egypt, 
Iraq, Lebanon, and Qatar, which has the potential of traveling in the Middle East, they 
started to prefer Turkey more which is posed as safer due to the political insecurity that 
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appeared in Egypt. Arabs, especially when overwhelmed with the hotness of the sum-
mer season, see Turkey with its 4 seasons as an advantageous destination, and this was 
supported by its geographical proximity comparing to Europe and the United States (1, 
2, 3, 4, 5, 6, 7, 8).

• Although in Arabic tradition all issues are dealt with by the males (father/husband/male 
partner) as the householder, the women have the say in the accommodation preferences. 
For Arab males, who enjoy special treatment, respect, and sincere dialogues, satisfying 
the wives and children are essential; they do not want to hear any complaints, therefore, 
they expect a high level of service. If the family members make a complaint and the 
hotel does not come up with a solution, they leave the hotel without considering their 
payment. For the Arabs, word-of-mouth advertising is at the top of the list of reasons for 
preference. Satisfied families communicate this situation to other families, and if they 
are not satisfied, this communication appears to be stronger as a mean of revenge-tak-
ing (2, 3, 4, 5, 6).

• The number of European and Asian tourists coming to 5-star hotels in Istanbul has also 
declined significantly. This decline is a result of the political conjuncture formed by the 
fear of Islamic terrorism, security, and public order problems. Especially for European 
and Asian tourists who attach a great importance to their security, Istanbul has begun 
not to be the destination of choice or re-arrival other than compulsory travel and cul-
tural tours. It has become a destination for these tourist groups mostly for cultural tours 
or business and congress meetings. With the increase in the number of Arabs coming 
for holiday, the hotels of short-term stay for meetings of business and congresses with 
the “business” concept, were transformed into “leisure” concept that provides longer 
hosting services. This different market segment and marketing mix presentation, which 
means a complete strategy change, has led the hotels to new investments and important 
decisions (1, 2, 3, 4, 5, 6, 7).

• It is very important for Arab tourists to stay in the 5-star hotels, because 5-star hotels 
in their own countries are very common and ordinary. But it is even more important for 
them the hotel to be luxurious and glamorous apart from being 5-star. With the influ-
ence of this customer group, the concept of 7-star hotel service has emerged globally. 
That is why most of the 5-star hotels in Istanbul have undergone changes in decoration, 
design, and service delivery. Hence hotel concepts with visual qualities and quantities 
desired by the Arabs are being developed (2, 5, 6).

• As Arab tourists have a high-income level, there is no question of spending money. 
While liking extreme luxury, the Arabs are careful with the money, and they criticize 
the service they receive ruthlessly if they do not like, but are also ready to spend a very 
high amount of money if their expectations are met (2, 3, 4).

• Contrary to what one might think, in Arab culture, women make all the holiday and 
shopping decisions. The show of Turkish movies and iTV series in Arab countries (most 
of which speak of luxurious and glorious life, especially the Ottoman palace sultanate and 
the luxuries of the Bosporus, etc.) arouses the curiosity of Istanbul and Ottoman in Arab 
women. Designs and service offerings that meet such expectations are important (1, 2).

• The Middle East focused tourism industry exists, but this focus disturbs other tourist 
groups. In particular, Turkish customers have begun to feel like they are not worth 
as much as the Arabs. The Europeans who stay in 5-star hotels, with being a more 
conservative and modern customer group, their expectation is that the promises are 
fulfilled and the needs they desire are met basically. In that respect, most Arab tourists’ 
loud speaking, messiness, and illegal behavior are disturbing to European tourists. This 
is one of the socio-cultural differences between the two communities (1, 2, 3, 5).
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• It is observed that Arab guests are not much tidy in the environment where they eat, and 
often do not like to obey the rules, have delays in meeting their meal times and service 
hours during the day. Breakfasts are delayed because they wake up late as they sleep 
too late. For this reason, delays in the operations of the hotel that hosts Arab guests can 
occur. To prevent this, different alternative business processes and personnel planning 
should be done (2, 3, 4).

• It is seen that Arab tourists prefer places close to Istanbul especially during the summer 
season. The proximity of Yalova, Bursa, Bolu, Sakarya, and İzmit to Istanbul provides 
alternative sightseeing opportunities. However, they wish to travel to other cities day by 
day without checking out from their rooms due to their luxury concerns. They choose 
to use taxis or private vehicles for their one-day travels to these places (1, 5, 7, 8).

• Historical places in Istanbul and leisure-based social life as well as shopping centers are 
factors that attracts more Arab tourists. Also, increasing number of Arabic-speaking 
staff in every sector in Turkey turned into an advantage for the Arab tourists. It is note-
worthy that both the staff and the written materials are in Arabic widely. For example, 
today almost every 5-star Istanbul hotel has Arabic speaking room service staff, food 
and beverage menu, and different service offerings in Arabic (1, 2, 3, 4, 5, 6, 7, 8).

• Istanbul is an opportunity for Arabs who have travel bans to Europe and the United 
States. Here, modern life and traditional life coexist (5, 8).

• Religious items are an important factor for Arab tourists. The Arabs feel comfortable 
in Istanbul because of the popularity and reputation of the mosques, the absence of 
barriers to worship, the concept of halal food that is being settled, and common reli-
gious values. Among the changes in the presentation of the hotel services are the masjid 
rooms, the prayer rugs in the room, the prayer beads, and the signs displaying the prayer 
direction [for Mecca]. In addition, it is also possible to inform the hotel customers about 
the reliability of the food by oral communication. For this reason, the staff must have 
an understanding of the content of the menus and should develop the ability to quickly 
respond to the compliance of the food with the Islamic conditions (1, 2, 3, 4, 5, 6, 7, 8).

• As the use of shisha is important for Arab tourists, it is ensured that this is included in 
the service delivery. It is not acceptable for Arab tourists not to have shisha (3, 7).

• As the structure of the potential tourist groups coming to Turkey changed, the market-
ing strategies as well as the market structure of the 5-star hotels in Istanbul have also 
changed. More investment has been made in the marketing of 5-star hotels in Istanbul 
to Arabs for sightseeing and shopping purposes, which are previously used more fre-
quently by European tourists for business trips. For this reason, there has been a dif-
ference in the market structure. Development of a marketing mix for a different market 
segment has been pursued (1, 2, 3, 4, 5).

• With the changing market structure, the focus is shifted to the Arab’s expectation of 
glory rather than “business traveler” European tourists’ expectation with a minimalist 
profile. More luxury, rooms with more spaces, Islamic items (room with prayer direc-
tions, prayer rugs, holy books, halal food etc.), differences in food varieties, local fla-
vors, investments in enlargements for the room spaces, and an increase in the number 
of family rooms and number of connected rooms (4, 5, 8).

• The Human Resources policy of the hotels has changed. The number of Arabic-speak-
ing staff increased with the changing tourist profiles. In addition, the warm-blooded 
communication desire of the Arab citizens has also changed the structure of guest rela-
tions. While Europeans attach importance to a more distant communication, they also 
changed the structure and content of in-service trainings given to employees, which 
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have changed according to Arabs, who like to have a communication style based on 
close contact and respect (1, 2, 3, 5).

• Luxury is the fundamental expectation for those coming from Arab countries. The 
thrifty Arabs are extremely generous with respect to luxury and personalized service 
delivery. This led to the necessity of redesigning and decorating the hotels. Large and 
luxurious rooms, personalized service offerings became inevitable (1, 2, 3, 4, 5, 6, 7, 8).

• It is very important for tourists coming from Arab countries to stay in large groups and 
families. For that reason, they prefer rooms with all kind of luxuries and comforts that are 
suitable for family use instead of simple and practical rooms that Europeans prefer (1, 2).

• Arab tourists have a high level of consumption and use the room relatively disorganized 
and noisy, while European tourists are tidier and more economical in terms of room 
use (in terms of use of bouquet materials, towels, bed linen renewal requests). For this 
reason, the labor that the floor services spend per room has increased, resulting in the 
additional staff requirement (1, 5, 6, 8).

• The Arab market, considered as a sustainable market, was developed as an alternative 
market for a temporary period to European and Asian markets, but it is now turned into 
the target market. The reason for this is the events that took place in Egypt following 
the 2010 “Arab Spring” crisis, where the Middle East prefers in tourism. Moreover, 
change in the perception of Turkey in Europe was also effective (EU - Turkey tensions, 
etc.). Especially Saudi tourists used to prefer Egypt. They used to find in Egypt the 
entertainment and social environment that does not exist in their respective countries, 
and now they started to prefer Turkey as it has similar socio-cultural elements (1, 2, 3, 
4, 5, 6, 7, 8).

• Especially during the summer period, Arab citizens tend to leave their countries be-
cause of extreme heat. People get out on the streets at night as the weather gets cooler 
and they walk around for hours. They can also capture this environment in Istanbul. 
Due to this climatic factor, Egypt and Dubai were indispensable for Arab tourists. Be-
cause shopping facilities, entertainment and social life, historical items, and luxury are 
available in these countries. However, after the Arab Spring, Turkey became Egypt’s 
alternative. Especially during Ramadan, Istanbul’s traditional and cultural structure 
becomes more attractive to Arabs (2, 3, 4).

• Turkey’s closer distance to Arabic countries comparing to Europe is also one of the 
reasons for preference. Cultural similarity can also be expressed as a factor (1, 2, 3).

• The availability of halal food is important. They also have a great number of food and 
beverage options, and that they are suitable for their palate tastes as essential. Especially 
breakfast is very important. They usually prefer to dine out for the dinners. For this rea-
son, 5-star hotels in Istanbul does not prefer “all inclusive”, but “a ‘la carte”. Arabs, who 
have the understanding of traveling based on sightseeing and catering, seldom prefer 
eating dinner in the hotel (6, 7, 8).

• The cost of the Arab customers is higher than the European customers. The facts that 
they do not obey the rules, expect luxury, being untidy, excessive consumption increas-
es the cost. However, they have been tolerated as their number of expenditure items, 
expenditure amounts, and tips are high. Especially Northern Europe customers have the 
lowest costs (1, 2, 3, 4).
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4. CONCLUSION AND RECOMMENDATIONS

Significant increases in the arrival of Arab tourists to Turkey has occurred with the Arab spring. 
Negative political developments such as the terrorist incidents in 2016 and the July 15 (2016) 
coup attempt caused significant decreases in Istanbul’s arrival of tourists from the Western 
market. Nonetheless, political developments together with the Arab Spring in 2010 led to a 
significant increase in the arrival of tourists to Turkey from these countries, and this has led to 
major changes in the tourist profile and services offered in hotels operating in Istanbul. In this 
study, the dimensions of this change that occurred together with the Arab spring were revealed.

In the direction of the findings from the interviews, it is observed that there are significant 
changes in the tourist profiles in the 5-star hotel enterprises operating in Istanbul after the Arab 
Spring which occurred in 2010. This change seems to have caused the hotels to revise them-
selves on many issues such as human resources, education, food and beverage, cost control, 
renovation, and refurbishment.

When the arrangements are made in the style that Arab tourists desire in the hotel enterprises 
operating in Istanbul, it is understood that the investment costs to be made will be met in a short 
period of time since the increase in the number of guests has been observed.
The decrease in the number of tourists coming from the Western countries like the EU member 
countries and the USA together with the Arabic tourists becoming more permanent, require 
making more comprehensive and radical changes. In this context, the in-service training of 
personnel to be employed should also take this into account. They should attend the exhibitions 
held in the Middle East more, and Turkey’s advantages must be accurately explained. Finally, 
the economic and socio-cultural effects of Arab tourists on the Istanbul and Turkish tourism 
sectors can be examined in the future studies.
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Abstract: This paper shows that the sociometric method can be applied in any tourist organization’s 
human resource management with the goal of appointing the best team members. The sociometric 
concept of the model uses the characteristics of the Adizes model: P – producer, E – entrepreneur, 
A – administrator, and I – integrator, as well as the criteria for sociometric testing. The results and 
conclusions of the research show that such sociometric concept can be widely applied in strategic man-
agement of the tourist organization with the goal of forming a team.
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1. INTRODUCTORY CONSIDERATIONS

Activities and tasks which are related to human resources in a company represent an integral 
part of the business system, whose success depends on the productive cooperation of nu-
merous people. Due to the specific traits of human resources and their importance for the 

functioning of each organizational part, human resource management encompasses the totality of 
all tasks from the domain of planning, obtaining, maintaining and improving human potentials [1].

In his book Mastering Change Ichak Adizes suggests [2], “We need someone who is a conscien-
tious and organized, systematic and complete person; he or she must have an open mind, be 
creative and ready to take risks, they must be aware of other people’s needs, must know how to 
build a team and be replaceable”. 

In the recent period, some scientific papers have dealt with the problem of forming a work team 
made up of members who are capable of cooperating on joint tasks [3]. In these terms, it has 
been emphasized that the organizational behavior and industrial and organizational psychology 
with the application of sociometry represent very important factors when forming a team which 
will function successfully [4].

Unlike the problem of team formation, in [5] a new term has been defined – the problem called The 
Multiple Team Formation Problem. It has been established by taking into account more projects and 
parts to which people are devoted. Also, the optimization model has been proposed for this problem.

Some authors have dealt with the problem of individual members of work teams, which is also 
very important for successful functioning of work teams [6]. In [3] a new, original methodology, 

1 Educons University, Faculty of Business Economics, Sremska Kamenica, Vojvode Putnika 87, Serbia
2 Educons University, Faculty of Business Economics, Sremska Kamenica, Vojvode Putnika 87, Serbia
3 Educons University, Faculty of Business Economics, Sremska Kamenica, Vojvode Putnika 87, Serbia
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based on Sociometry, is suggested for selecting members of a work team, but among employees 
of the companies where projects/work tasks are to be done. The methodology allows the project/
work task manager to select persons who should be chosen from the company’s own resources. 
Moreover, the methodology allows combining the chosen individuals so as to make one or more 
groups in order to achieve the highest possible work efficiency. 

In [7] three examples are shown, based on our own research, which illustrate how sociometry/
sociograms can be integrated in various ways into other analytical tools – quantitative and 
qualitative. 

The main goal of the paper [8] is to explore, using sociometric methodology, the relationships 
among the members of the team and their effect on the team’s achievement during the work on 
a project in the tourism sector.

This paper will present the sociometric concept of the new model for team formation in the 
tourist organization, with the help of four dominant roles of managers (leaders) according to 
Ichak Adizes: P – producer, A – administrator, E – entrepreneur, and I – integrator. 

The success of the organization itself most often depends on the performance of human resourc-
es. Because of that the personnel business politics is led by the highest management board of 
the organization – i.e. strategic (top) management. The success of all the organization depends 
on the rightly chosen personnel politics and its successful realization – which is reflected in the 
moto “the right person in the right place” [10].

Human resources planning is a systematic and continuous process of analyzing the organiza-
tion’s needs for human resources under constantly changeable environmental conditions and 
integrating these analyses with the development of personnel politics focused on fulfilling these 
needs. This process goes beyond the politics based on individual basis and encompasses all 
aspects of human resource management, emphasizing planning as a key element for fulfilling 
future needs for abilities and development [11].

The politics of providing personnel for managerial functions in the tourism sector is the ques-
tion of finding and choosing personnel from two main sources – external (personnel from out-
side the company) and internal (personnel from the company’s own resources). Both sources 
have advantages and disadvantages, but the advantage is mostly given to the company’s own 
resources because of the personnel’s familiarity with the company’s philosophy, organizational 
design, business strategy and goals, as well as because lower recruiting costs and the possibility 
of a valid estimation and choice of candidates in accordance with the goals and tasks set before 
the chosen management or managerial team.

Recruitment of personnel from the company’s own resources is a complex process which re-
quires bigger efforts and deeper analysis so that the best possible choices for a team can be 
made. Internal recruitment of the candidates for specific positions requires the clarity of pro-
ceedings and criteria, as well as just treatment of all candidates. “The rules of the game” must 
be preset and known in advance in order to avoid the feeling of unequal treatment [1].

Strategic management of the tourist organization has the permanent goal: during team forma-
tion it must make the best possible choice regarding its members. This paper presents a model 
that encompasses a combination of forms of internal recruitment for choosing team members, 
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who will be subjected to the sociometric research method by the management of middle or 
higher level (depending on the complexity of the organizational structure), with the use of par-
ametric variables of the Adizes model of four dominant characteristics of leaders.

2. TEAMS AND TEAM WORK

A team is a small formal group whose members have complementary skills and competences, 
and are gathered around a joint goal or a group of joint goals for whose realization they are all 
equally responsible [12].

The future of strategic management of a tourist organization lies in wider application of team 
management. The examples of big international companies which have been using big teams for 
quite a while in their management processes are well known. There are various classifications of 
teams in literature, and in this instance, we will present the division according to N. Rot, which 
includes three kinds (types) of team: [13]

1. Teams for problem solving
2. Teams for research and development
3. Self-managing teams

2.1.  Sociometric concept for choosing team members in the tourist organization

The essence of this model is testing abilities of managers as potential team members by using 
Adizes model of the above mentioned four dominant characteristics of managers.

We will first present the characteristics of Adizes model of manager-leader [2]:
1. P – producer:

• strictly focused on realization of the organization’s purpose 
• achieving and producing results is their main preoccupation
• assiduity at work (comes first to work and leaves last, takes home unfinished tasks)
• unwillingly attends meetings and seminars (“they are a waste of time in terms of work 

efficiency)
• performs most obligations alone without including other subordinates
• administration is not their strong suit.

2. A – administrator:
• strict application of the established rules of work and conduct within the organization
• preoccupied with documentation (bureaucracy); meetings regular and according to plan
• comes to work on time and leaves work when the established work hours are over, 

which they also strictly demand from their subordinates
• high level of respect of the corporative culture
• preoccupied with preventing abuse of any kind within the organization
• achieving results is secondary because what is important to them are the rules and the 

order of work steps.
3. E – entrepreneur:

• high level of risk-taking for the sake of the organization’s goals 
• proactive planning, thinking and decision making
• managing changes and innovations is their main preoccupation
• see their job as a “way of life” and invest themselves in it 24/7
• they have the main say at meetings, and give new tasks to their subordinates all the time.
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4. I – integrator:
• possesses the ability to build good interpersonal relationships in their surroundings
• is interested in other people and in relationships among other people
• is politically educated and capable of adapting to others
• is more a follower than a leader
• functionality is their main preoccupation.

According to Ichak Adizes, a leader should possess these ideal characteristics, but we recognize 
them only in textbooks about management. However, there are managers who possess some of 
these dominant characteristics – sometimes one is pronounced and sometimes two or more. In 
order to provide all four characteristics (PAEI), it is necessary to form a team which will consist 
of a group of individuals who possess at least one dominant characteristic of the four abovemen-
tioned ones, and to take into consideration all four (PAEI) when forming a team. That is how a 
complementary team is made.

Based on the results of sociometric research attractions and rejections among the group mem-
bers can be clearly seen, “leaders” and “the rejected” can be identified, as well as the presence 
of “dyads” (pairs that chose each other).

Some forms of classification according to sociometric results can be presented as:
• the popular ones (leaders) – members who have at least one third or more positive votes. 

These data are most important when choosing team members!
• the rejected – they choose others but always get negative votes;
• the unpopular – members who have one third of negative votes;
• abstainers – they do not choose others, but others choose them;
• loners – they do not choose anyone and no one chooses them;
• mutual attraction or mutual rejection – when two members give each other positive 

votes (attraction) or give each other negative votes (rejection)
• irreciprocal choice – when one subject gives a positive vote to another who gives them 

a negative vote [15].

The founder of sociometry is Jacob Moreno [16], [17], an Austrian psychologist and psychiatrist 
who lived in the 20th century. Most common tasks of sociometric research are social relationships 
within a group, cohesiveness or expansiveness of a group, the presence of conflicts, the level of 
affective atmosphere within a group, and the status of individuals and pairs within a group.

These results are obtained based on a preset sociometric criterion (sociometric question) which is 
the basic part of a sociometric test (sociometric research technique) [18], [19], and which is most 
often the following question: “With whom would you like to spend your free time the most?”, 
and the question, “With whom you would never like to spend your free time?” Criteria defined 
in such a manner project social relationship within the examined (tested) group, but do not yield 
individuals’ qualitative characteristics because the questions (criteria) are set in this way.

The idea of this paper’s author is to apply sociometric research in human resource management 
of any organization, with the goal of choosing the best individuals for a team by strategic man-
agement. This sociometric concept of the model implements the Adizes model of four dominant 
characteristics of manager-leader (PAEI) [2].
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The results obtained by sociometric testing can be graphically presented in the form of a socio-
gram (for every sociometric criterion separately), but also in the form of sociometric matrix and 
the display of sociometric indices, in order to get a complete insight into the quality of individ-
uals and relationships within the examined group.

The following sociometric research, conducted in one tourist organization in Serbia, includes 
seven managers who are the potential candidates for team members. The managers have worked 
for the same organization for about ten years, they know each other and have the insight into 
the company’s visions, strategy and goals. They know its corporative culture and the organi-
zational design. The research was requested by the management at the strategic level, which 
decided to choose team members from the company’s internal sources, and to form the team, by 
applying sociometric concept of the model, for the needs of the company’s entrance into a new 
market. The obtained results will not be revealed to the subjects and will be given only to the 
ones requesting the research, with a remark that they must remain discreet. The questionnaire’s 
introduction cites the purpose of the research.

A sociometric criterion most often represents a preset variable based on which the subjects, 
their attitudes and evaluations are tested. The criterion can be defined in such a manner so that 
we can conclude from the variables “the essence of the attitudes”, and the results can be used as 
a “parallelism” of the estimation of individual social statuses and group statuses.

The traits of good sociometric criteria are: 
• simple and direct questions,
• specific questions rather than general questions,
• results can be applied in the future,
• adaptation to group (do not endanger cohesiveness),
• the possibility of asking an explanation for the choice (additional question: “Why?”).

When it comes to our example, before beginning the research, first the sociometric criteria 
were defined, which in practice represent two (2) questions for all four (4) criterial variables, 
P – producer, A – administrator, E – entrepreneur, and I – integrator, in accordance with the 
characteristics already mentioned, and the questions are: 

1. Name by first and last name one or maximum two colleagues who you think show 
pronounced characteristic PRODUCER (P) in their work, as it is described in the 
following text.

2. Name by first and last name one or maximum two colleagues who you think do not 
show at all the characteristic PRODUCER (P) in their work, as it is described in the 
following text.

The results of the group sociometric status, which are reflected in the GCI (Group Cohesion 
Index) and GEI (Group Expansion Index) results, can serve for the control of the “quality” of 
the choice after the sociometric research has been conducted and the managers which will be 
forming a team named, because the values of GCI and GEI can serve as a basis for the evalua-
tion of the group potential for team work. In order to obtain these results, it is necessary to con-
duct the usual sociometric research and take into consideration only the GCI and GEI values. 
If they show the absence of negative mutual choices within the chosen team it means that we 
have made an excellent choice and that the team has the group potential for team work. In this 
research we will not cover this possibility for checking because it would take too much space, 
but it is important to mention that sociometry is an adequate method for such research problem.
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3. THE RESEARCH RESULTS

In the text below, in the Figure 1 we can see sociograms for variables (P) and (E), and in the 
Figure 2 for variables (A) and (I). The Tables 1-13 show sociometric matrices and sociometric 
indices for all subjects, as well as the group sociometric status, for every variable separately 
(PAEI).

a)                                            b)

Figure 1: Sociograms for variable “producer“ (P) (a) and for variable “entrepreneur” (E) (b)

a)                                            b)

Figure 2: Sociograms for variable “administrator” (A) (a) and for variable “integrator” (I) (b)
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CHOSEN
Initials of respondents. O.M. K. J. S. I. S. G. S.P. T.I. DJ. J.

O.M. - + - +
K.J. + -
S.I. - +
S.G. + + -
S.P. + -
T.I. + + -

DJ.J. - +
CHOOSES

Table 1: Sociometric matrix for the variable “Producer” (P)

SOCIOM. INDICES TAGS O.M. K. J. S. I. S. G. S.P. T.I. DJ. J.
Got positive Do(+) 0 1 5 1 3 0 0
Got negative Do(-) 0 3 0 2 0 1 2
Give positive Da(+) 2 1 1 2 1 2 1
Give negative Da(-) 2 1 1 1 1 1 1

Leadership index Lx 2 2 6 3 4 3 1
Rejection index Ex 2 4 1 3 1 2 3

Positive elective status Is(+) 0 0,16 0,83 0,16 0,50 0 0
Negative elective status Is(-) 0 0,50 0 0,33 0 0,16 0,33
Positive expansiveness Ie(+) 0,33 0,16 0,16 0,33 0,16 0,33 0,16
Negative expansiveness Ie(-) 0,33 0,16 0,16 0,16 0,16 0,16 0,16

Table 2: Individual sociometric statuses of the subjects and the evaluation  
of the levels for the variable “Producer” (P)

SOCIOMETRIC INDEX TAG RESULT
Group Cohesion Index GCI 0,16
Group Expansion Index GEI 1,42

Group Tension Index GTI 1,00
Affective Atmosphere Index AAI 0,58

Table 3 – Group sociometric status for the variable “Producer” (P)

CHOSEN
Initials of respondents O.M. K. J. S. I. S. G. S.P. T.I. DJ. J.

O.M. + -
K.J. - +
S.I. - + +
S.G. + + -
S.P. + -
T.I. - +

DJ.J. - +
CHOOSES

Table 4: Sociometric matrix for the variable “Entrepreneur” (E)
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SOCIOM. INDICES TAGS O.M. K. J. S. I. S. G. S.P. T.I. DJ. J.
Got positive Do(+) 0 0 1 0 5 3 0
Got negative Do(-) 1 3 0 0 0 0 3
Give positive Da(+) 1 1 2 2 1 1 1
Give negative Da(-) 1 1 1 1 1 1 1

Leadership index Lx 1 1 3 2 6 4 1
Rejection index Ex 2 4 1 1 1 1 4

Positive elective status Is(+) 0 0 0,16 0 0,83 0,50 0
Negative elective status Is(-) 0,16 0,50 0 0 0 0 0,50
Positive expansiveness Ie(+) 0,16 0,16 0,33 0,33 0,16 0,16 0,16
Negative expansiveness Ie(-) 0,16 0,16 0,16 0,16 0,16 0,16 0,16

Table 5: Individual sociometric statuses of the subjects and the evaluation  
of the levels for the variable “Entrepreneur” (E)

SOCIOMETRIC INDEX TAG RESULT
Group Cohesion Index GCI 0,16
Group Expansion Index GEI 1,28

Group Tension Index GTI 1
Affective Atmosphere Index AAI 0,56

Table 6: Group sociometric status for the variable “Entrepreneur” (E)

CHOSEN
Initials of respondents O.M. K. J. S. I. S. G. S.P. T.I. DJ. J.

O.M. + + -
K.J. - + +
S.I. + -
S.G. - +
S.P. + -
T.I. - + -

DJ.J. + -
CHOOSES

7: Sociometric matrix for the variable “Administrator” (A)

SOCIOM. INDICES TAGS O.M. K. J. S. I. S. G. S.P. T.I. DJ. J.
Got positive Do(+) 0 0 3 5 1 0 0
Got negative Do(-) 2 1 0 0 2 1 2
Give positive Da(+) 2 2 1 1 1 1 1
Give negative Da(-) 1 1 1 1 1 2 1

Leadership index Lx 2 2 4 6 2 1 1
Rejection index Ex 3 2 1 1 3 3 3

Positive elective status Is(+) 0 0 0,5 0,83 0,16 0 0
Negative elective status Is(-) 0.33 0,16 0 0 0,33 0,16 0,33
Positive expansiveness Ie(+) 0,33 0,33 0,16 0,16 0,16 0,16 0,16
Negative expansiveness Ie(-) 0,16 0,16 0,16 0,16 0,16 0,33 0,16

Table 8: Individual sociometric statuses of the subjects and the evaluation  
of the levels for the variable “Administrator” (A)
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SOCIOMETRIC INDEX TAG RESULT
Group Cohesion Index GCI 0,16
Group Expansion Index GEI 1,28

Group Tension Index GTI 1,14
Affective Atmosphere Index AAI 0,52

Table 9: Group sociometric status for the variable “Administrator” (A)

CHOSEN
Initials of respondents O.M. K. J. S. I. S. G. S.P. T.I. DJ. J.

O.M. - +
K.J. - +
S.I. + + -
S.G. - + +
S.P. - +
T.I. - +

DJ.J. - - + +
CHOOSES

Table 10: Sociometric matrix for the variable “Integrator” (I)

SOCIOM. INDICES TAGS O.M. K. J. S. I. S. G.. S.P. T.I. DJ. J.
Got positive Do(+) 0 0 3 1 1 4 1
Got negative Do(-) 3 4 0 0 0 0 1
Give positive Da(+) 1 1 2 2 1 1 2
Give negative Da(-) 1 1 1 1 1 1 2

Leadership index Lx 1 1 5 3 2 5 3
Rejection index Ex 4 5 1 1 1 1 3

Positive elective status Is(+) 0 0 0,50 0,16 0,16 0,66 0,16
Negative elective status Is(-) 0,50 0,66 0 0 0 0 0,16
Positive expansiveness Ie(+) 0,16 0,16 0,33 0,33 0,16 0,16 0,33
Negative expansiveness Ie(-) 0,16 0,16 0,16 0,16 0,16 0,16 0,33

Table 11: Individual sociometric statuses of the subjects and the evaluation  
of the levels for the variable “Integrator” (I)

SOCIOMETRIC INDEX TAG RESULT
Group Cohesion Index GCI 0,50
Group Expansion Index GEI 1,42

Group Tension Index GTI 1,14
Affective Atmosphere Index AAI 0,55

Table 12: Group sociometric status for the variable “Integrator” (I)

3. DISCUSSION

Graphic representation is applicable in smaller tourist organizations with a smaller number of 
employees, because the results on a sociogram must be clear and easy to perceive. Since there 
were 7 subjects in this example, sociograms were done for each variable (Figures: 1 and 2).

Quantitative display of results is a mathematical model of sociometric matrix making, where 
the use of defined formulae gives us three types of results:
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• individual sociometric index (the status of each subject and the evaluation of the level 
of the presence of the characteristics of the tested variable); (Tables 1,2,4,5,7,8,10,11)

• group sociometric index (it shows interpersonal relationships and the status of a group 
within a bigger unit);

• the state of social relationships and the level of their disharmony within an organiza-
tion-group (Tables 3,6,9, and 12 – GTI [Group Tension Index] results and AAI [Affec-
tive Atmosphere Index] results). 

When making a sociometric matrix, positive answers are marked by (+), plus sign inside brack-
ets, and negative ones by (-), minus sign inside brackets, after the mark designating a subject.

The status of each individual within the group surveyed represents the Individual Sociometric 
Index, and it can be:

• positive selection status IS (+), and it is calculated using the formula: Do(+) / N-1
• negative selection status IS (-), and it is calculated using the formula: Do(-) / N-1
• positive expansion IE (+), and it is calculated using the formula: Da(+) / N-1
• negative expansion IE (-), and it is calculated using the formula: Da(-) / N-1
• leadership index (Lx), and it is calculated using the formula: Lx=Do(+)+Da(+)
• rejection index (Ex), and it is calculated using the formula: Ex=Do(-)+Da(-)

The meaning of the symbols in the formulae:
• N= the number of subjects within a group;
• Do(+) = the total number of the positive choices that the subject received;
• Do(-) = the total number of the negative choices that the subject received;
• Da(+) = the total number of the positive choices that the subject made;
• Da(-) = the total number of the negative choices that the subject made.

Table 13 represents the way of categorizing subjects into groups of sociometric status for stand-
ardized scores.

The indicators of the structure of relations within a group or a group’s position within a bigger 
unit represent the Group Sociometric Index, which can be expressed in the following way: 
Group Expansion Index (GEI) = sum(+) / N, where sum(+) = the sum of all positive votes, and 
N= the number of subjects, and Group Cohesion Index (GCI) = R / Rm, where R= the number 
of mutual choices within a group; N = the number of subjects; Rm = the number of possible 
mutual choices (Rm = N(N-1) / N).

The state of an organization’s(group’s)social relations and the level of their disharmony can be 
expressed in the following way: Group Tension Index (GTI) = sum(-) / N, where sum = the sum 
of all negative votes, and N = the number of subjects; or: Affective Atmosphere Index (AAI) = 
sum(+) / sum(+) + sum (-), where sum(+) = the sum of all positive votes, and sum(-) = the sum 
of all negative votes.

Higher value of GEI indicates better interpersonal relations within a group. Higher value of GTI 
indicates higher intolerance and unfavorable socio-emotional climate within a group. The value 
of Affective Atmosphere Index (AAI) if all the votes are negative is zero.
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Groups of 
sociometric status

Score of positive 
choice

Score of negative 
choice

Score of social 
preference

Score of social 
influence

Popular > 0 < 0 > 1
Rejected < 0 > 0 < -1

Controversial > 0 < 0 > 1
Neglected < 0 < 0 < -1
Average

- not belong to the specified scores

Table 13: Classification of the subjects into groups of sociometric status
Source: own adaptation after [20], pp. 24-41

1. Testing of the variable “Producer” (P),
• The highest value of the Leadership Index (Lx=6), as well as the value of the Positive 

Selection Status (Is(+)=0.83), is possessed by the subject S.I. The subject S. P. is in the 
second place (Lx=4, and Is(+)=0.50).

• The lowest value of the Rejection Index (Ex=1), as well as of the Negative Selection Sta-
tus (Is(-)=0), is also possessed by the subject S. I. The subject S. P. has the same lowest 
results (Ex=1, and Is(-)=0).

• The lowest values of the Index of Negative Expansion (Ie(-)=0.16)is possessed by both 
S. I. and S. P. (as well as by the majority of the subjects).

• The Index of Positive Expansion is the same for S. I. and S. P. (Ie(+)=0.16), which rep-
resents something above the usual values.

Based on these results, it can be concluded that the subject S. I. is the person who possesses 
a highly dominant characteristic of manager “producer” (P) when compared to other tested 
candidates, and that appointing S. I. a team member is necessary.

The subject S. P. also stands out as the second in line as the candidate for the team member, 
regarding the tested variable “P” criterion, in accordance with the analyzed values represented 
in the tables.

2. Testing of the variable “Entrepreneur” (E),
• The highest value of the Leadership Index (Lx=6), as well as of the Positive Selection 

Status (Is(+)=0.83), is possessed by the subject S. P. The second in order is T. I. (Lx=4, 
and Is(+)=0.50).

• The lowest value of the Rejection Index (Ex=1), as well as of the Negative Selection Sta-
tus (Is(-)=0), is also possessed by the subject S. P. The subject T. I. has the same lowest 
results (Ex=1, and Is(-)=0).

• The value of the Index of Negative Expansion is the same for all subjects (Ie(-)=0.16), 
including S. P. and T. I.

• The Index of Positive Expansion is the same for S. P. and T. I.(Ie(+)=0.16), which repre-
sents something above the usual values.

Based on these results, it can be concluded that the subject S. P. is the person who possesses a 
highly dominant characteristic of manager “entrepreneur” (E) when compared to other tested 
candidates, and that appointing S. P. a team member is necessary.

The subject T. I. also stands out as the second in line as the candidate for the team member, 
regarding the tested variable “E” criterion.
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3. Testing the variable “Administrator” (A),
• The highest value of the Leadership Index (Lx=6), as well as the value of the Positive 

Selection Status (Is(+)=0.83), is possessed by the subject S. G. The subject S. I. is in the 
second place (Lx=4, and Is(+)=0.50).

• The lowest value of the Rejection Index (Ex=1), as well as of the Negative Selection Sta-
tus (Is(-)=0), is also possessed by the subject S. G. The subject S. I. has the same lowest 
results (Ex=1, and Is(-)=0).

• The value of the Index of Negative Expansion (Ie(-)=0.16) is the same for all subjects, 
including S. G. and S. I., except T. I. (Ie(-)=0.33).

• The Index of Positive Expansion is the same for S. G. and S. I. (Ie(+)=0.16), which rep-
resents something above the usual values.

Based on these results, it can be concluded that the subject S. G. is the person who possesses a 
highly dominant characteristic of manager “administrator” (A) when compared to other tested 
candidates, and that appointing S. G. a team member is necessary.

The subject S. I. also stands out as the second in line as the candidate for the team member, 
regarding the tested variable “A” criterion.

4. Testing the variable “Integrator” (I),
• The highest value of the Leadership Index (Lx=5) is possessed by the subjects T. I. and 

S. I. The highest value of the Positive Selection Status (Is(+)=0.66) is possessed by the 
subject T. I. The subject S. I. is in the second place (Is(+)=0.50).

• The lowest value of the Rejection Index (Ex=1), as well as of the Negative Selection Sta-
tus (Is(-)=0), is also possessed by the subject T. I. The subject S. I. has the same lowest 
results (Ex=1, and Is(-)=0).

• The value of the Index of Negative Expansion is the same for all subjects (Ie(-)=0.16), 
including T. I. and S. I.

• -The Index of Positive Expansion is Ie(+)=0.16 for T. I., and Ie(+)=0.33 for S. I., which 
does not represent an important difference.

4. CONCLUSION

Based on the research results, obtained by applying the sociometric concept of the model of 
the tourist organization strategic management for choosing team members, presented in the 
sociograms in the pictures 1,2,3 and 4, as well as the results in the tables 1-12 with the goal of 
identifying the best managers (among the seven tested by sociometric method), using the Adizes 
model of dominant characteristics of managers (PAEI) as variables of sociometric criteria, the 
following conclusions can be made: 

Based on these results, it can be concluded that the subject T. I. is the person who possesses 
a highly dominant characteristic of manager “integrator” (I) when compared to other tested 
candidates, and that appointing T. I. a team member is necessary.

The subject S. I. also stands out as the second in line as the candidate for the team member, 
regarding the tested variable “I” criterion.
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Based on the obtained results for the tested variables P, E, A, I, we can draw a conclusion 
according to the individual values for each variable separately – these values are relevant for 
choosing team members and are the following: Leadership Index (Lx), Rejection Index (Ex(+)), 
Positive Selection Status (Is(+)), Negative Selection Status (Is(-)), Positive Expansion (Ie(+)), 
Negative Expansion (Ie(-)). For each tested variable certain individual stand out, which shows a 
pronounced presence of the dominant characteristic typical for the tested variable. In accordance 
with such results, and taking into account the individuals with the best results for each tested 
variable, we can suggest the team members.

The results show that when testing the variable P-producer the first place was “won” by the 
subject S. I, and the second place by the subject S. P.; for variable E-entrepreneur, the subject S. 
P. has the best values, and T. I. is in the second place; for variable A-administrator, the subject 
S. G. has the best values, and S. I. is in the second place; and for the variable I-integrator, the 
subject T. I. has the best value, and S. I. is in the second place.

If we consider all the results for the tested variables more thoroughly, we can conclude that 
among our chosen candidates for team members there are no following Adizes categories “Lone 
Ranger” (P---), “Arsonist” (--E-), “Bureaucrat” (-A--), and “Super Follower” (---I). In these 
categories only one dominant PAEI characteristic is present, while the other three are absent. 
The chosen candidates have all four characteristics of the Adizes model, but in each candidate 
one of them is dominant [2].

Taking into account all the results obtained by the research conducted by the sociometric concept 
of the model, what is suggested to the strategic management is that the team should be made up 
of: S. I. – the team leader, S. P – team member, S. G. – team member, and T. I. – team member.

The results show that S. I. has a dominant P-producer characteristic (the sum of all traits 
according to the Adizes model), but also that S. I. is ranked second in tests for the variables 
A-administrator and I-integrator. Such results make S. I. suitable for the position of the team 
leader.

We also notice that these four subjects’ results for all tested variables make them stand out 
among the other subjects, which additionally confirms that the right complementary team was 
chosen.

Considering the fact that the subject matter of this paper is the possibility of applying the 
sociometric concept of the model for choosing team members with the goal of using internal 
management sources for forming teams for the needs of strategic management, we did not go 
further into the problem of “testing” the chosen team. It should be said that in further research 
the usual sociometric method can be applied, as an irreplaceable “tool” for revealing the state 
of interpersonal relations within a team, the interactions among the team members, as well as 
the group cohesiveness of the team, along with standard results for identifying “leaders” (the 
favorite ones), the rejected, the presence of “dyads” or “cliques” (mutual selection) etc.

Final conclusion of this research is that the sociometric concept of the model can be successfully 
applied in human resource management of the tourist organization with the goal of appointing 
team members from internal sources, and that a team or the needs of strategic management can 
be chosen in this way, which the presented example proves. 
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Abstract: The aim of this research is to determine whether habits and customs as elements of culture 
affect the behaviour of consumers in the sector of tourism, that is, whether they affect the process of re-
searching tourist arrangements and their use, as well as visiting travel agencies and consumers’ loyalty 
towards them. For this purpose, empirical research was conducted on a sample of 237 subjects. The 
results indicate that habits and customs have an impact on the above-mentioned aspects of consumers’ 
behaviour in the tourism sector, which confirms research hypotheses. Travel agencies should consider 
the relationships between habits and customs of consumers and research and purchase of touristic ar-
rangements, consumer̀ s visit and their loyalty, in order to create and implement the most appropriate 
marketing strategies.

Keywords: habits, customs, consumers’ behaviour, tourism sector

1. INTRODUCTION

One social factor which has the strongest and most important influence on consumers’ 
behaviour is culture. Culture is a phenomenon which determines the activities of indi-
viduals and provides a framework of acceptable behaviour. Culture has the influence 

on the behaviour of individuals which is achieved through values, rituals, heroes and symbols 
that are different in cultural groups [1]. Hence, consumers coming from different cultural groups 
have a different attitude towards economics, politics, technology and society.

For the sake of successful business, manufacturers must familiarize themselves with the culture 
of a particular market and monitor changes in culture that can affect the strategies and the way 
of conducting business in that market. Many businesses had to centralize their activities and 
marketing because of previously ignoring the culture and its impact, and thus they lost their 
sense of local market, which, instead of increasing efficiency, has led to a decline in profitability 
[2], [3].

Researching habits and customs of consumers is of great importance for understanding their 
behaviour. Purchase and consumption are repeated, in most of the cases, that is, consumers tend 
to buy the same brands, in the same quantities, in stores that they visit again [4]. Consumers 
belonging to different cultures have different habits and customs regarding these aspects. Thus, 
for example, the habits of Serbian consumers differ from the habits of German ones. Serbian 
consumers often perform small purchases in local stores, while German consumers mostly visit 
hypermarkets and perform large purchases. When observing the tourism sector, the habits and 
1 Faculty of Economics, University of Kragujevac, Liceja Kneževine Srbije 3, Serbia
2 Faculty of Economics, University of Kragujevac, Liceja Kneževine Srbije 3, Serbia
3 Faculty of Economics, University of Kragujevac, Liceja Kneževine Srbije 3, Serbia
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customs of the consumers differ in the selection, purchase or consumption of a tourist product. 
According to the results of the research of the Tourist Organization of Serbia in 2015 [5], 
regarding the behaviour of Serbian tourists, it is typical for them to visit destinations in Serbia 
once a year, mostly over the summer period, they do that after informing themselves by asking 
relatives or friends or choosing a destination based on personal experience, by independently 
organizing their trip, travelling by car or rarely by bus, using sports-recreational facilities, going 
to fieldtrips in the countryside and so on.

The main aim of this research is to explain the behaviour of consumers in the tourist sector 
through the analysis of the influence of habits and customs as elements of culture. In particular, 
the things which we examined are the influence of habits and customs on the behaviour of 
consumers when researching and buying tourist arrangements, when visiting tourist destinations, 
as well as their loyalty to tourist agencies. It will also be examined whether consumers of 
different demographic characteristics have different habits and customs in the tourism sector.

The paper consists of several parts. After introductory considerations, the second part of 
the paper presents a review of the literature, based on which we set the research hypotheses. 
The third part of the paper explains the methodology of the research and the structure of the 
surveyed sample, while in the following part the obtained results are presented, together with 
their discussion. In the last part of the paper, we made the most important conclusions about the 
results of the research, we outlined the limitations of the study, as well as the guidelines for the 
future research.

2. LITERATURE REVIEW

2.1. Habits and customs as element of culture in tourism

Culture is a widely studied term which many researchers have attempted to define. Certainly, 
the greatest importance in the study of culture was given by Gert Hofstede, who defines culture 
as “the collective programming of the mind which distinguishes the members of one group or 
category of people from another” [6]. Culture can be described as a set of everyday habits and 
customs which take place automatically [7]. In order to properly understand cultural differences, 
one must respect specific customs and habits characterized by a particular society, that is, the 
cultural climate. The diversity that exists among individuals belonging to different cultures 
arises precisely from diverse cultural habits and customs and their various interpretations.

Customs are one of the main features of the human community, when it is observed as a 
collective. One way of defining customs is that they represent “a set of rules which arise in the 
social group by a long-lasting reflection of behaviour that is considered obligatory for members 
of that group” [8]. Customs are very significant for the functioning of the society, because a 
certain life order is maintained through them. They allow individuals to affirm their belonging 
to the community, to get in touch with people (for example, greeting other people), to mark 
important events (celebrations) and they enable the tradition to be maintained with all the new 
things and changes that are happening. They change over time because of the effects of ethnic, 
political, regional and social changes (especially as a result of changing the style of life and 
changing times).
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Habits can be explained in many ways. On the one hand, habit is behaviour that we exhibit often, 
mostly without previous thinking about it. When it comes to habits which we consider to be 
good, we tend to incorporate them in our overall behaviour. However, there are also bad habits 
that we are trying to get rid of, to abolish them, but they still strongly affect our behaviour [9]. 
The habit, from the angle of psychology, is the learned behaviour that has become an automatic 
response to specific signs and is functional for achieving certain goals [10]. Habit is a routine or 
behaviour that is repeated regularly. Old habits are difficult to change, and new ones are difficult 
to form, and it takes several times to repeat a certain action to achieve that.

Differences in habits and customs reflect on the consumers’ behaviour. Consumers who come 
from different cultures have different habits and customs. Respecting local habits and customs 
refers to getting to know the differences among consumers in how to use the product, about the 
place of use, and about how to purchase the product [11]. For different type of companies, the 
consumer habits connected to the products they offer are of special significance. Consumers’ 
habits are also different in the way of purchasing. Purchasing habits are a repetition of well-trained 
responses or reactions that are triggered automatically in certain repetitive circumstances. A 
tendency to repeat past purchases occurs with a wide range of products and services [12].

Tourism, as a significant sector of industry, has experienced a series of changes in its 
development - it changed its structure and features, and gained some new functions. In the 
theory of economy, tourism is seen as a kind of consumer movement aimed at meeting people’s 
specific needs (tourist needs) [13]. When observing habits and customs, specifically, consumers 
or tourists have different habits regarding travel methods, number of trips (monthly, yearly), 
way of informing themselves, travel motivation, etc. In [14], the habits and preferences of 
tourists towards Costa Rica’s tourist destination are examined. Similarly, in [15], the habits of 
“wine tourists” (tourists going to wine tours) are observed. In the [16] authors identified three 
segments of older tourists, depending on their socio-demographic characteristics, the habits on 
their holidays and reasons for travelling to Lisbon, and these segments are friendly tourists, 
spiritualists and innovative tourists. Habits and customs of tourists often differ between tourists 
of different socio-demographic characteristics. Authors in [17] (through their research which 
takes into account the gender structure of tourists) indicate that certain habits of female and 
male tourists can vary, mostly in terms of travel motivation, as well as in the way of informing 
themselves about tourist arrangements.

In scientific literature, there are several classifications of tourists, according to their habits 
and customs and regarding their choice of travelling and way of travelling. Tourists can be 
categorized into several types, according to their habits, and they are characterized in the 
following way [18]:

• The first type are tourists who like safety, who do not travel often, who prefer shorter 
trips and choose well-planned tours, buy a lot of souvenirs, often visit same destination, 
if it was a good choice in the past, and stay in cheaper hotels or motels;

• The second type are bold tourists who prefer to travel and explore, who go on longer 
trips, avoid crowds, like independent trips, active holidays, like to take part in the cus-
toms and habits of the destinations they visit,

• The third type are tourists who have similar habits as in the previous two categories, 
depending on which category they are closer to.
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Tourists can be divided into different profiles, depending on whether they organize their own 
trips independently or contact the travel agency for that and go on pre-arranged trips. The 
following tourist profiles can be distinguished in this aspect [19]:

• Tramps do not want to have any contact with travel agencies, do not like to travel ac-
cording to some planned or predetermined routes;

• Explorers independently organize trips and tend to deviate from plans, but still try to 
stick to some safe things like reliable transport or comfortable accommodation;

• Individual mass tourists enjoy mass tourism with small changes. They go on trips that 
are completely organized by travel agencies. During any activities or tours, they stick 
to their group and their guide;

• Organized mass tourists visit destinations that are not much different from their home-
land, they prefer pre-prepared arrangements and do not like to have contact with local 
people when they travel.

One of the mostly used paradigms of culture refers to the one defined by Hofstede, according 
to which the culture consists of four dimensions and it is universally applicable in different 
countries [20]. Actually, Hofstede established the existence of four dimensions of national culture 
- the distance of power, individualism / collectivism, male / female values and the avoidance of 
uncertainty. According to the values of the cultural dimension for the Republic of Serbia, it can 
be concluded that the value of the distance of power is very high. The value of the dimension of 
individualism is low, which means that Serbia is a collectivist country. This implies that loyalty, 
relationships between people, and care of family members and groups that individuals belong 
to are of great importance. Serbia is a society with relatively feminine values, which means that 
individuals “work to live”, people value mutual solidarity and tend to improve the quality of life. 
Finally, Serbia is a country with a very high value of the dimension of avoidance of uncertainty, 
which means that people respect rigid patterns of behaviour, with intolerance to unusual ideas 
and behaviour, and there may also be resistance to innovation. Such results have been confirmed 
by other studies that have focused on the analysis of cultural dimensions in general, as well as 
in the Republic of Serbia [21], [22], [23], [24], [25]. 

Having in mind that habits and customs are elements of culture, there is an interrelation 
between the dimensions of culture and the habits and customs of the members of the culture. 
The dimensions of the culture for the Republic of Serbia, which are connected to the profiles 
of the users of services of tourist agencies in this survey, are the avoidance of uncertainty 
and collectivism, because they can shape habits and customs in terms of how tourists make 
decisions about their travels and how they organize their trips. Based on the characteristics of 
the dimensions of culture mentioned above, the work starts from the fact that Serbian tourists 
belong to a group of safe tourists and mass tourists which are characterized by the avoidance of 
uncertainty and by group decision making regarding purchases. 

2.2. Customer loyalty in tourism

Customer loyalty can be expressed as “a deep commitment to re-purchasing or repatronisation 
of the desired product / service, consistently in the future, causing a repetition of the same brand 
purchase, despite situational influences and marketing efforts that have the potential to cause 
moving to other companies” [26]. While there is a lot of research with a focus on customer 
loyalty towards tourist destinations, loyalty of tourists towards intermediaries or tourist agencies 
has not been significantly addressed, yet. Although it is obvious that intermediaries have a 
significant impact on the behaviour of users of tourist arrangements, the role of intermediaries 
and other decision makers has not been sufficiently considered in researching loyalty [27]. 
The quality of travel agency services is often analyzed as a predictor of loyalty of tourists to 
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agencies, using SERQUAL as an instrument for measuring the quality of the services of these 
service companies [28], [29], [30]. 

Different studies have focused on researching the loyalty of users of travel agencies. The 
research conducted by [31] showed that the gender generally does not have a significant impact 
on the nature or the intensity of the relationship between service quality and analyzed aspects 
connected to loyalty to travel agencies, but that the intensity of relationships depends on age, 
education, income and frequency of travelling of the respondents. In addition, some studies have 
investigated the loyalty of users of travel agencies in the online context [32], [33], as a result 
of the quality of services, perceived value and customer trust. In the study [34], the influence 
of the experience of users of the services of tourist agencies on the quality of relationships 
between them and users was determined. Other studies also discussed the loyalty of the users 
of travel agencies, where different participants were analyzed, such as image of the agencies, 
customer satisfaction and affective commitment of the users [35], but also promotional prices 
and perceived service prices [36].

In relevant scientific literature in the field of tourism, it is accepted that travelling represents a 
form of previously learned behaviour [37], [38], [39], [40], [41], [42]. In fact, in [37] it is suggested 
that a pre-set level of inertia for past actions can dictate future choices, regardless of the fact 
whether learning came from an individual or as a result of adopting patterns that reflect broader 
cultural and social norms. He also points out that “behaviour becomes reflexive as a consequence 
of the culture in which this happens and experiences gained from a certain behaviour” [38]. When 
considered on the level of society or country, then behaviour in travelling can become extremely 
constant over time [39]. In [41], it is considered that patterns of behaviour can be changed to a 
small extent, especially in individuals older than 45 years, because it is difficult to break the habit, 
even if there is an intention to do so [43]. Such patterns of behaviour in terms of the importance of 
habits when it comes to consumers’ choice of travel were analyzed in other studies [44], [27] and 
[45], which confirm the importance of the habits and customs of travelers during the journey, as 
well as in the creation of their loyalty to tourist destinations and travel agencies. 

In accordance with theoretical framework and results of previous research, the following 
hypotheses can be defined:
 H1:  Habits and customs of consumers have positive and statistically significant impact on 

the research and purchase of travel arrangements. 
 H2:  Habits and customs of consumers have positive and statistically significant impact on 

the visiting tourist destinations. 
 H3:  Habits and customs of consumers have positive and statistically significant impact on 

the loyalty towards tourist agencies. 
 H4:  Research and purchase of travel arrangements have positive and statistically 

significant impact on the loyalty towards tourist agencies. 
 H5:  Visiting tourist destinations has positive and statistically significant impact on loyalty 

towards tourist agencies.

3. METHODOLOGY 

For this study, research was conducted in the city of Kragujevac and in several districts of 
Central Serbia, during the period of August and September 2018. During the research, 237 
questionnaires were randomly collected. The structure of the sample based on the socio-
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demographic characteristics is shown in Table I. It can be noticed that most of the respondents 
in the sample are men (56.1%). In addition, the highest percentage of respondents are members 
of the younger and middle generation, with secondary education.

Division Percent (%)

Gender Male 56.1
Female 43.9

Age
18-35 46
36-55 36.7
Over 56 14.3

Education
Secondary education 33.7
Undergraduate studies 20.3
Graduate studies 46

Table 1. Demographic profile of respondents
Source: Authors̀  calculation

The data was obtained by distributing questionnaires, with seven-point Likert scale statements 
(where the points are 1 – strongly disagree, 7- strongly agree). Statistical analysis of the data was 
performed using the software package SPSS (23.0) and the software AMOS 23. By using the 
confirmatory factor analysis, we measured the validity of the suggested model, through relevant 
indicators. After this analysis, using the structural equation modelling (SEM), we analyzed 
the relationships between the variables in the observed model. In this way, the testing of the 
hypotheses was performed. At the end of the study an analysis of descriptive statistics and 
percentage participation of two types of tourist profiles in the total number of respondents was 
performed, as well as the t test for determining statistically significant differences in terms of 
different characteristics of these profiles of tourists, between two groups of respondents.

4. RESULTS

Measurement of the model fit was tested by using the confirmatory factor analysis. In the case 
of an adequate model, the χ2:df ratio is smaller than the threshold value of 3 recommended 
by [46], GFI, IFI, TLI and CFI values should be over 0.9 [47], whereas RMSEA value should 
be lower than 0.08 [48]. The values of the fit indices are given in Table 2, which indicate the 
adequacy of observed model.

Indicators Measurement model Recommended value
χ2/df 1.524 <3
GFI 0.903 >0.9
IFI 0.936 >0.9
TLI 0.908 >0.9
CFI 0.933 >0.9

RMSEA 0.072 <0.08

Table 2. Fit indices of the model
Source: Authors̀  calculation

By analyzing the results of confirmatory factor analysis shown in the Table 5, it can be seen 
that all the values of the Average variance extracted – AVE are above the recommended value 
of 0.50 [49]. This suggests the conclusion that the model meets the requirements for convergent 
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validity. The values of the composite reliability (CR) of all the variables in the model have high 
values, and more accurately, higher than the recommended value of 0.7 [49]. Based on the in-
tercorrelation values between the variables and the values of the average variance extracted, it 
was determined that the AVE values for all the variables, are higher than the squared values of 
correlations of the given variables with other variables, which meets the requirements for the 
discriminant validity of the model. The analysis of the Cronbach’s α determined that all the var-
iables have the appropriate level of internal consistency, which is higher than 0.7 [50].

Statements Factor 
loading AVE CR α

Habits and customs 0.520 0.812 0.709
1. You always go shopping in the same place as usual 0.749
3. You always inform well before going shopping 0.688
4. You prefer to go shopping where you know the sales staff. 0.718
5. You prefer shopping in objects recommended by your 
family, friends or acquaintances. 0.728

Research of and purchasing travel arrangements 0.513 0.803 0.727
7. You mostly inform yourself about tourist destinations by 
asking your family, friends or acquaintances. 0.575

8. You mostly inform yourself about tourist destinations in 
tourist agencies. 0.847

9. You never buy a travel arrangement without being 
previously well-informed. 0.564

10. You usually buy a tourist arrangement in a travel 
agency. 0.829

Visiting tourist destinations 0.513 0.759 0.760
11. You always visit the tourist destination which you got 
used to. 0.711

12. You always visit the hotel which you got used to in the 
place where you spend your holiday. 0.763

14. You mostly choose arrangements with previously 
organized visits. 0.671

Loyalty towards tourist agencies 0.747 0.854 0.848
15. You habitually recommend travel agencies if you were 
satisfied with their arrangements. 0.915

16. You habitually buy again arrangements in those travel 
agencies that have highly satisfied your requirements. 0.810

Table 3. Confirmative factor analysis and reliability analysis
Source: Authors̀  calculation

By analyzing the results in the Table 3, it can be seen that all the values of the Average variance 
extracted – AVE are above the recommended value of 0.50 [49]. This suggests the conclusion 
that the model meets the requirements for convergent validity. The values of the composite reli-
ability (CR) of all the variables in the model have high values, and more accurately, higher than 
the recommended value of 0.7 [49]. Based on the intercorrelation values between the variables 
and the values of the average variance extracted, it was determined that the AVE values for all 
the variables, are higher than the squared values of correlations of the given variables with other 
variables, which meets the requirements for the discriminant validity of the model. The analysis 
of the Cronbach’s α determined that all the variables have the appropriate level of internal con-
sistency, which is higher than 0.7 [50] and are between 0,709 and 0,848.
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Measurement model from the confirmatory factor analysis was turned into structural model, 
for the purpose of examining the relationships between the variables themselves [51]. Structural 
equation modeling (SEM) is used to test the hypothesized relationships among the variables. 
Results are shown in the Table 4.

Hypothesis Relationships between variables β (S.E.) p Result

H1: Habits and customs → Research and purchase 
of tourist arrangements 0.364 0.002 Supported

H2: Habits and customs → Visiting tourist 
destination 0.271 0.024 Supported

H3: Habits and customs → Loyalty towards tourist 
agencies 0.287 0.016 Supported

H4: Research and purchase of tourist arrangements 
→ Loyalty towards tourist agencies 0.664 0.000 Supported

H5: Visiting tourist destination → Loyalty towards 
tourist agencies 0.037 0.649 Not supported

Table 4. Testing of the hypothesized relationships
Source: Authors̀  calculation

The results of the model of structural equations show that four hypotheses have been confirmed, 
out of a total number of five hypotheses which had been initially defined. Namely, habits and 
customs as cultural elements have a positive and statistically significant influence on the re-
search and purchase of tourist arrangements (β = 0.364, p = 0.002), and this confirms Hypoth-
esis 1. Also, habits and customs have a positive and statistically significant impact on visiting 
tourist destination (β = 0.271, p = 0.024), thus confirming Hypothesis 2. In the end, habits and 
customs have a positive and statistically significant influence on loyalty towards tourist agencies 
(β = 0.287, p = 0.016). This result confirms Hypothesis 3.

Apart from the influence of habits and customs on various aspects of consumers’ behaviour, 
we analyzed the influence of research and purchase of tourist arrangements and visiting tourist 
destinations on loyalty to tourist agencies. Namely, the analysis confirmed that the research 
and purchase of tourist arrangements have a very strong, positive and statistically significant 
loyalty effect to agencies (β = 0.664, p = 0.000), while visiting tourist destinations does not have 
a statistically significant influence on loyalty towards tourist agencies (β = 0.037, p = 0.649). In 
accordance with these results, it can be concluded that Hypothesis H4 can be accepted, while 
hypothesis H5 cannot be accepted.

Apart from testing the hypothesis, the survey also analyzed the profiles of tourists, according 
to the previously mentioned and analyzed tourist classifications. Namely, according to the find-
ings from the questionnaire, two profiles of tourists were selected: tourists who like safety and 
organized mass tourists. For these groups of questions, we carried out an analysis of descriptive 
statistics, in order to obtain information regarding the profiles of Serbian tourists. In addition, a 
t test of independent samples was carried out, in order to examine statistically significant differ-
ences between the attitudes of women and men regarding the observed statements. The results 
of these analyses are shown in Table 5.
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Tourist profiles % 
(Mark>4) AS SD M Sig.Female Male

Tourists who like safety
You mostly inform yourself about 
tourist destinations by asking your 
family, friends or acquaintances.

51.6 4.490 1.633 4.656 4.244 0.214

You never buy a travel arrangement 
without being previously well-
informed.

55.9 4.147 1.947 4.213 4.049 0.678

You always visit the tourist 
destination which you got used to. 92.2 5.637 1.440 5.557 5.756 0.497

You always visit the hotel which you 
got used to in the place where you 
spend your holiday.

71.6 4.813 2.095 4.492 5.292 0.058

Organized mass tourists
You mostly inform yourself about 
tourist destinations in tourist 
agencies.

44.1 3.205 1.649 3.328 3.024 0.365

You usually buy a tourist 
arrangement in a travel agency. 37.3 3.088 1.813 3.016 3.195 0.628

You mostly choose arrangements 
with previously organized visits. 46.1 3.509 1.733 3.721 3.195 0.134

Table 5. Tourist profiles
Source: Authors̀  calculation

By observing arithmetic meanings and standard deviations, it can be noticed that respondents, 
on average, gave better ratings to the statements regarding the characteristics of tourists who 
like safety, compared to the characteristics of organized mass tourists. The highest mark was 
given to the statement which refers to visits to destinations to which tourists are accustomed (M 
= 5,637, SD = 1,440). In addition, the percentage of respondents who rated the statements with 
marks higher than 4 is higher in the case of a group of statements which are connected to the 
characteristics of tourists who like security, compared to the characteristics of organized mass 
tourists. This claim also confirms that the percentage of respondents who prefer safety when 
travelling is higher than the percentage of respondents who belong to organized mass tourists. 
As in the previous case, the percentage of respondents belonging to the group of mass tourists 
is the highest in statement which refers to the visit to tourist destinations to which tourists are 
accustomed (92.2% of the respondents rated with mark higher than 4).

When it comes to statistically significant differences between the rating of statements by women 
and by men, it can be noted that there are statistically significant differences at the level of p <0.1 
only in the case of a statement regarding the visit of tourists to the hotels to which they are accus-
tomed, in the place where they spend their holiday (Sig. = 0,058). It should be noted that on aver-
age, men rated this statement with a higher grade (M = 5.292) compared to women (M = 4.492).
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5. CONCLUSION

Empirical research was conducted with the goal of proving that habits and customs, as important 
elements of culture, affect the behaviour of consumers in the tourism sector. In particular, we 
examined the influence of habits and customs on researching and using tourist arrangements, as 
well as consumers’ loyalty to travel agencies. Starting from the results of structural equations 
models, it has been established that four hypotheses have been proven, out of five hypotheses 
which were initially set. Habits and customs have an impact on exploring and buying tourist ar-
rangements, then, on visiting tourist destinations, as well as on loyalty towards travel agencies. 
In addition, research and purchase of tourist arrangements has a positive impact on loyalty to-
wards travel agencies, while visiting tourist destinations does not have such an impact on loyalty 
towards travel agencies. Bearing in mind that previous research mostly investigated the impact 
of quality, image and price on the loyalty of consumers [28], [29], [30], [32], [36], the current 
study has great scientific contribution, since novel variables are introduced and researched.

The conducted research and the obtained results have their scientific contribution, which is re-
flected in supplementing and developing the existing scientific literature regarding the observed 
problem of research, both in general way and in the segments of consumers. Also, the obtained 
research results may be useful for travel agencies to formulate appropriate marketing strategies 
depending on the cultural environment in which they operate, i.e. depending on the habits 
and customs that are common in these markets. Travel agencies should consider the causal 
relationships between habits and customs of consumers and research and purchase of touristic 
arrangements, consumer̀ s visit and their loyalty, in order to establish the most appropriate mar-
keting strategies to encourage consumer̀ s actions towards them [32]. For instance, travel agen-
cies should acquire knowledge about the ways in which their consumers are informed about 
arrangements, whose recommendations they are listening to and in which way they choose 
destinations. Furthermore, established causal relationships in this study can help travel agents 
to better understand how to achieve high customer loyalty [27], [29], [35]. However, the research 
has its limitations. Primarily, a sample of 237 subjects is not representative and the obtained 
results cannot be generalized. The research covers a narrow geographical area, that is, only the 
territory of the city of Kragujevac, which neglects the views of the respondents from other parts 
of the country. Furthermore, the survey covers only some aspects of consumers’ behaviour, 
namely, only searching for and researching the arrangement, visiting destinations and loyalty 
of consumers. 

In order to overcome these constraints, recommendations for future research can be given. The 
first recommendation would be about the size of the sample, i.e. it is desirable to interview a 
larger number of respondents. This recommendation is connected to another which implies 
the extension of the geographical area of research. Also, it would be good that other aspects 
of consumers’ behaviour (attitudes, motives, satisfaction) are added to the research so that the 
impact of habits and customs on consumers’ behaviour is examined in greater detail. It is also 
advisable to give recommendations to travel agencies, and that would be that prior to presenting 
themselves on a particular foreign market they should be familiar with its cultural environment, 
especially the habits and customs that consumers most often manifest in their behaviour, and 
to adapt their strategies to these markets in these specific habits, in order to make their tourist 
products, as well as their company, closer to their target consumers. Finally, travel agencies 
should pay attention to different types of tourists, such as tourists who like safety and organized 
mass tourists, because their habits and customs regarding travel arrangements and choice of 
accommodation are different, and therefore, they require different marketing strategies. 
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Abstract: Chapter deals with the issue of tourism and its development potential in the context of using 
modern managerial methods. Management is inevitable part of tourism development that can support 
the activity of chosen region, destination or even tourism facility. In the field of tourism, it is important 
to know the core potential and by choosing right managerial method this potential can be maximally 
used and offered to tourism participants. The chapter subscribes the examples of managerial methods 
that can be used in tourism and in its analytical part it shows real research model that was used to 
evaluate the potential of selected region of Slovakia. It examines the conditions and possibilities of its 
use in the aspect of increasing the number of visitors in analysed region. It points to the methodology 
of calculating the regional potential in the context of modern management theories at a concrete exam-
ple. It explains the procedures of using SWOT analysis and other strategic management methods as an 
important methodological tool for solving the given problem. It points out the professional aspects of 
solving this problem and its effective use in practice.

Keywords: Tourism importance, tourism development potential, managerial methods, strategic man-
agement, improvement potential

1. INTRODUCTION 

Importance of tourism as a specific sphere is undeniable. Since its expansion at the begin-
ning of the 20th century, it shows its strength and significance. From the economic point of 
view, tourism is an essential component of the national economy of the country. Thanks to 

its accumulated development potential, it is linked to a wide range of economic sectors [1]. It 
is among the sectors that record the largest growth in the long term. The indicator of its share 
of GDP measures this trend. In 2016, it formed 10% of the world’s GDP. With its volume, it 
accounted for 7% of world trade, accounting for 10% of jobs. The number of visitors to tourist 
destinations reached 1.24 billion, of which half of the visitors were in Europe [2]. International 
tourism receipts increased 5% in 2017 in real terms (local currencies at local prices) to reach US 
dollars 1,332 billion globally, 94 billion dollars more than in 2016. Results are consistent with 
the solid trend in international tourist arrivals, which grew 7% in 2017 [17]. 

Even the latest statistics show its attractiveness and increase. International tourist arrivals grew 
6% in the first six months of 2018 compared to the same period last year (2017), reflecting a con-
tinuation of the strong results of 2017 (+7%). All world regions enjoyed robust growth, fueled by 
strong demand from major source markets and supported by an upswing in the global economy. 

* Scientific Paper was elaborated within the framework of the project APVV no 17-0166 (Economic and psy-
chological factors of tourist expenditures in tourism: micro-econometric modelling). 

1 Prešov University in Prešov, Faculty of Management, Konštantínova 16, 080 01 Prešov, Slovakia
2 Prešov University in Prešov, Faculty of Management, Konštantínova 16, 080 01 Prešov, Slovakia
3 Prešov University in Prešov, Faculty of Management, Konštantínova 16, 080 01 Prešov, Slovakia
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Preliminary data on international tourism receipts confirm the positive trend seen in interna-
tional tourist arrivals, with particularly strong results in Asian and European destinations [16]. 
Many authors in the field of tourism agree that the main benefits of tourism are income creation 
and generation of jobs. For many regions and countries, it is the most important source of wel-
fare. The ability of the national economy to benefit from tourism depends on the availability 
of investment to develop the necessary infrastructure and on its ability to supply the needs of 
tourists [19][3] [7]. The development of international tourist arrivals can be seen in figure 1.

Figure 1 International tourist arrivals (monthly evolution in millions) 
Source: World Tourism Organisation (UNWTO 2018)

Approximately 5 million tourists per year visit the Slovak Republic. Of these, about 58% of the 
total number of journeys made are shorter trips of 1-3 nights, about 74% of all journeys targeted 
domestic destination, others travel headed abroad (Eurostat, ec.europa.eu and annual WTO re-
port). The most attractive destinations were Bratislava and the High Tatras. Most visitors came 
from Czech Republic (26%), Poland (15%) and Germany (11%).

In 2016 there were 854 528 visitors in accommodation establishments in the Prešov region, the 
total number of nights spent reached 2 713 587. This number overcame not only the weakest 
year 2014 with 612 706 visitors in accommodation establishments but also the strongest year 
2017 with 740 701 visitors in accommodation establishments. The income of accommodation 
increased significantly to € 60,222,695 (€ 20,357,506 in 2015). In terms of number of foreign 
tourists, there was also an increase of almost 38 000 visitors (2015: 232 363, 2016: 270 188 
foreign visitors in accommodation establishments). The average number of overnight stays for 
all visitors did not change year-on-year, staying at a rate of 3.2 nights per visitor as mentions 
Annual Report Northeast of Slovakia Organization from 2016.

According to the aforementioned statistics, 5 million tourists who visit different locations an-
nually visit Slovakia and the length of their stay and the familiarization with our country is 
different. Compared to the surrounding countries, the situation is relatively bad. Therefore, our 
tourism faces the problem how to gradually increase and optimize the number of visitors. If of 
the total number of visitors 1.24 billion half will visit Europe, it is 0.62 billion. Of that number, 
only 5 million will come to Slovakia, which is 0.8%, if we take it to the total number of visitors 
it is only 0.4%. From this point of view, Slovakia is a very little visited country, although it has 
the potential. If we want to solve this problem successfully, we need to know the methods of 
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modern management and mainly to know the tourism potential and in which locations in Slo-
vakia we have it and the most important is to know how it can be increased. That means, we 
need to be able to calculate its current potential and identify the potential for its improvement.

Tourism is a complex industry with everything that goes with it - product, promotion, sales, 
specific models, partnerships, technologies and, in addition to a fierce competition [12]. Tourism 
in Slovakia has been concerned for a long time of many problems that make it impossible to 
exploit its potential fully and, in some spheres, because the loss of competitiveness of Slovakia 
compared to neighbouring countries. The problem is its system. Without the state aid, it may 
not be solvable [13]. The wrong way to deal the development of tourism is often a bad approach 
to the issue. The country deals with operational matters not conceptually, and consequently we 
waste money that could be used more rationally. In last years the development of tourism sphere 
as well as tourism itself is in the competency of Ministry of transport and construction of the 
Slovak Republic. 

For the future, it is more than needed to count with modern managerial tools that can lead this 
sphere to successful operating and to increased awareness of Slovakia as a tourism destination, 
ideally final destination [15]. One of the significant ways how to do thing more sustainable and 
not only for short period are smart destinations and smart cities. World Tourism Organisation 
this topic treats as the one that aims for inclusivity, accessibility and sustainability through tech-
nological innovation. By establishing technology-based data tools, the tourism sector can better 
anticipate specific demands, such as accessibility, mobility and more. Furthermore, it benefits 
the management and analysis of sustainable tourism, which is a key among the objectives of the 
World Tourism Organization (UNWTO). With the adoption of the 2030 Agenda for Sustainable 
Development in 2015, a new paradigm concerning tourism’s role in development has emerged. 
The International Year of Sustainable Tourism for Development, 2017, coinciding with the roll-
out of the 2030 Agenda, offered a propitious opportunity to outline the linkages between tour-
ism and each of the 17 SDGs [18].

2. MODERN MANAGERIAL TOOLS IN TOURISM SPHERE

Management is an inseparable part of tourism sphere. Its tools focus to strategies, management 
and operation of tourism establishments that provide services for tourism participants. Current-
ly various modern tools can be used. In the field of strategic management of tourism organiza-
tions, it is mainly controlling that play significant role [5]. Among the most important matrices 
that find application in the area, following methods can be included:

• Controlling, particularly increased use of financial and cost controlling,
• Balanced Scorecard as a performance improvement system for tourism organizations,
• EFQM - model of excellence as a tool for managing the quality of tourist facilities and 

providing a high standard of service,
• SWOT analysis - a tool for monitoring the status of tourist facilities, identifying the 

necessary activities and setting priorities for development projects to achieve the goal 
and defining a development strategy,

• EVM (Early Value Management) - helps to manage and control tourism development 
projects,

• X-matrix- a tool for achieving strategic goals.
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There also exist a number of other methods, especially in the field of marketing, which can be 
effectively used in tourism field. They include methods such as BCG matrix, GE matrix for attrac-
tiveness and competitiveness of organizations finding, the 7S McKinsey matrix, Porter’s five-tier 
model, and a number of other marketing methods that are still used in limited extent in this sector.

Table 1 gives an overview of the recommended methods that can be used in tourism and which 
gradually puts our science and research team into practice of tourism.

Managerial 
methods Method description Use in tourism

EFQM - 
European 
model of 
excellence

The company’s excellent business results can only be achieved with 
long-term customer satisfaction and loyalty, employee satisfaction and a 
positive impact on the company. But this must be done through processes 
through optimal management of resources and people, in fulfilling a 
corporate strategy that is promoted through an appropriate leadership 
style.

Excellent, 
applicable in full 
extent

Value 
management

The style of management is focused on motivating people, developing 
skills and knowledge, promoting synergies and innovation to maximize 
the organization’s overall performance. Value management applied at the 
management level of the organization depends on the culture value of 
the organization, taking into account the value for both: producers and 
customers.

Excellent, 
applicable to the 
full extent while 
changing the value 
of vendors to the 
value of suppliers

CVA - 
Customer 
Value Analysis

The method is based on principles in value analysis, and in particular, 
the values for the customer allow defining the actual value offered to the 
customer compared to the competitor. It uses a product-rating sheet that 
compares it with the product of the competitor. The rating sheet contains 
value drivers that influence the creation of product value for the customer 
and create a competitive advantage for the company.

Excellent, 
applicable in full 
extent

CVM - 
Customer 
Value 
Management

The customer value management system is based on the conversion 
of customer value. It is the value of the current and future value of the 
customer discounted to the net present value. The basis of the conversion 
is to evaluate the effectiveness of the cooperation with individual 
customers on the principle of profitability. 

The method is 
very suitable for 
application in 
tourism.

CRM - 
Customer 
Relationship 
Management

CRM is a business management method of customer relationship 
management (communication). The goal of CRM is to acquire, satisfy 
and maintain customers through strong mutual communication.

Excellent, 
applicable in full 
extent

KAM - Key 
Account 
Management

The method is focused on systematically selecting, analysing and 
managing the most important existing and potential customers in order 
to provide them standard care. In this way, it wants to gain a comparative 
and competitive advantage. KAM is therefore perceived as an investment 
that has long been involved in increasing the value of an enterprise.

Excellent, 
applicable in full 
extent

ABC/M - 
Activity Based 
Costing / 
Management 

The method is the starting point for modern management based on 
the BSC concept. It means basically activity-based management. It is 
based on tracking and measuring business activities based on on-going 
processes. Currently, it is used mainly in industry.

Excellent, 
applicable in full 
extent

Balanced 
Scorecard

BSC is a business performance management system based on balanced 
and non-financial indicators. It monitors the financial, customer, process 
and growth perspectives.

Excellent, 
applicable in full 
extent

HR Scorecard
HR Scorecard is a continuation of the BSC method focusing on human 
resources. It helps to monitor performance and increase its performance. 
It is focused on the prospect of learning to grow and human resources.

Excellent, 
applicable in full 
extent

Table 1 Overview of managerial methods used in the 21st century  
with the possibility of applying in tourism 

Source: own processing based on bibliography of Řezáč, 2009 [11].
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Table 2 gives an overview of modern management tools used in tourism.

Managerial 
tools Description Use in tourism

Reporting

Reporting has the task of creating a relatively comprehensive system of 
indicators and information that should evaluate not only the development 
of the business but also its parts and create different views that are 
decisive for management. Reports should be organized according to 
the needs of users, managers, leaders on each level of management to 
provide the basis for decision making.

Excellent and 
necessary. 

Controlling

It is an indispensable tool for effective business management to succeed. 
Every business should have it. The content of controlling is the creation 
of plans, their comparison with reality, finding deviations and proposing 
solutions. The latest forms are based on strategic goals and method BSC.

Necessary for 
tourism as well 
as for the whole 
business and non-
business sector.

Benchmarking
It represents a permanent and systematic process of tracking and 
evaluating an enterprise compared to other top companies in order to 
increase the efficiency of its own business.

For tourism, 
it is very 
convenient and 
recommended.

Ranking It is a tool for evaluating an enterprise by compiling an order of business 
predetermined in a group of enterprises according to predefined criteria.

For the field 
of tourism 
very suitable 
management tool

Outsourcing / 
Insourcing

It is the transfer of business performance by foreign enterprises to the 
place of own business. The opposite trend is insourcing, so the company 
itself operates in its own activities previously done by foreign companies.

In the field of 
tourism, it can be 
of great use.

Teambuilding

It is team building, as a highly intellectual and demanding managerial 
activity, serving as a tool for effective collaboration of employees in 
the company. It is focused on developing collaboration, managing 
challenging situations, and planning changes to increase the efficiency of 
teamwork result.

Great for use 
in the field of 
tourism.

Reengineering

It is a radical variant of process management, the subject of which is the 
essential and radical redesign of business processes for the purpose of 
stepping up and increasing the performance of a business management 
system operating in the turbulent and discontinuous environment of an 
information (knowledge) company.

Very suitable for 
use in the field of 
tourism.

Table 2 Overview of modern managerial tools used in tourism in the 21st century 
Source: own processing based on bibliography of Řezáč, 2009 [11]

3. METHODOLOGY

An example of using modern managerial methods is presented in the second part of the chapter. 
From these methods, we mainly used for our research the SWOT analysis method and the ABC/M 
method and the marketing methods to calculate the potential of tourism in the surveyed region.

We have used the SWOT method in analysing the strengths and weaknesses of the region in 
relation to the surveyed areas. Subsequently, we have defined the most important factors that 
need to focus their efforts and priority areas, including projects.

The ABC/M method, in particular, is the knowledge of the potential for improvement that we 
have used to evaluate data and identify activities that will lead to an increase in the level of 
tourism in the region. 
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The evaluation of the obtained data was carried out using the research methods such as (descrip-
tive statistics, contingency tables, etc.), while using analysis, comparison, synthesis, selection, 
induction, and deduction. Other important scientific methods included observation methods, 
comparison methods, and generalisation methods. The data processing was carried out using 
Microsoft Excel contingency tables that efficiently served to evaluate the observed data and 
produce thus relevant outputs. 

3.1. Improvement of the potential of rural tourism and agritourism 

Rural tourism is a special form of recreation in the rural environment, taking advantage of 
the most diverse givenness given by this environment [10]. Agritourism is defined [8] [9] as 
a complementary activity of an agricultural business entity that helps to preserve the cultural 
character of the country, maintain and restore settlements, and increase the economic level of 
the area by producing and implementing regional gastronomic specialties, crafts and folklore.

The potential of the regions is understood as a set of conditions and prerequisites for tourism in 
the given territory - the region. Calculating the potential of tourism in the selected region is rel-
atively demanding [14]. Marketing has its own procedures that could be used in the calculations 
for determining and influencing demand. However, solving this problem is more demanding in 
terms of strategic management because we need to take into account other factors that affect 
tourism in the region, such as natural, historical and cultural values, and to explore the issue in 
this broader context.

Because this is a long-term process, we cannot investigate it from a short-term perspective and address 
operational issues related to tourism. From the beginning, it is necessary to realize that only strategic 
measures can have a long-term effect on the effective use of the tourism potential of the region [6].

The solution of this issue can be summarized into the following steps:
1.  Collection of data and information in the given region, identification and processing of 

basic knowledge about the conditions and level of tourism in the selected locality and 
in Slovakia.

2. Calculate the region’s potential based on its rates.
3. Develop SWOT analysis of selected area. Defining a core strategy for regional 

development and proposing development projects that support a defined strategy.
4. Design of strategic objectives in form of causes and consequences.
5. Develop a table of strategic goals; assign responsibilities, metrics, and values  in the form 

of KPIs (Key Performance Indicators).
6. Draft report, resp. a dashboard to monitor progress, track deviations and trends.
7. Calculation of the overall effectiveness of the tourism development project in the 

given location and the current state of its fulfilment. Identify weaknesses and address 
deviations.

8. Providing Feedback in the form of a Controlling.

Obtaining quality data of the region and information to develop analyses of the current state 
of the region is very important. Only based on them can we obtain the evidence for qualified 
decisions supporting the development of tourism in the given region.

Data collection can be very different. The information can be available on the Internet, already 
processed documents of the development, or the researcher can define the area, from which he 
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needs to obtain the data for the quality development of the development strategy. A well-designed 
and processed questionnaire can provide an excellent source of data for the need to develop a 
quality strategy. This should contain a few basic areas that should follow (mentioned in Table 3).

Municipality name:
District:
Number of inhabitants:
1. NATURE: Natural surroundings of the municipality.
2. CULTURE: Cultural values of the municipality.
2.1 BUILDINGS: Historical buildings (sacral, secular).
2.2 FOLK CULTURE: Folk culture, its preservation and habits.
2.2.1. Livelihood. 
2.2.2. Spiritual culture.
2.2.3. Organized events.
3. SIZE: Municipality size / house concentration: up to 300 inhabitants, up to 1000 inhabitants, over 
1000 inhabitants
4. ARCHITECTURE: Houses character (traditional-built before 1930, including woodcut).
5. AGRICULTURE: Agricultural character of the municipality and its surroundings:
6. POLLUTION: Presence of pollutants of the environment and its surroundings - water, air and soil.
7. AVAILABILITY: Communication availability of municipality for tourism participants (by bus, by 
car, by airplane)
8. Aesthetics of the municipality - overall appearance.
9. RECREATION: Conditions for recreation and relax.
10. SERVICES: Tourism service providing in the municipality and its surroundings.
11. READINESS of citizens to provide rural tourism services.
12. Status of facilities of rural tourism service providers:

Table 3. Areas of rural tourism and agritourism 
Source: own processing up to Filo, 2018 [4]

Subsequently, the research will be carried out in chosen area and the potential for tourism de-
velopment will be calculated on the basis of the point assessment mentioned in criterial Table 4.

Once the research has been carried out, it is possible to calculate the tourism potential for cho-
sen area and then determine the improvement potential. The research process is as follows:

1. Design of the questionnaire in the structure shown in Table 1, as well as the specification 
of individual questions.

2. Research within individual municipalities of the selected area.
3. Evaluation of individual findings according to the criterion Table 2.
4. Calculation of the individual municipalities´ potential.
5. Calculation of the districts´ potential.

The total maximum potential presents value 9 for each chosen question and sub-questions. 
From the processed research, the actual value of the potential is calculated and compared to 
the maximum. The difference between these two variables gives the potential for improvement, 
which can be incorporated into a table where the actual state of rural tourism is mentioned and 
which is required at the certain level of improvement. The table of improvement potentials has 
the following structure - Table 5.
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Question Evaluation interval 
Questions 

1, 2
High Medium Low
 9 - 7  6 - 4  3 - 1

Question 3 Small / scattered Small to medium / 
partially scattered Small to medium / concentrated 

 9 - 7  6 - 4  3 - 1

Question 4 Mostly traditional houses Mixed with new houses Mostly new houses
 9 - 7  6 - 4  3 - 1

Question 5 Agrarian and forestry Handicraft - business Industrial and mining
 9 - 7  6 - 4  3 - 1

Question 6 Absence Small occurrence High occurrence
 9 - 7  6 - 4  3 - 1

Question 7 Very good Good Complicated
 9 - 7  6 - 4  3 - 1

Question 8 Original/very good Good Low
 9 - 7  6 - 4  3 - 1

Question 9 Very good Good Limited
 9 - 7  6 - 4  3 - 1

Question 10
Developed and organised 

services
With the assumption of 

service development Unique services

 9 - 7  6 - 4  3 - 1

Question 11 Great guests´ interest Medium guests´ interest Low guests´ interest
 9 - 7  6 - 4  3 - 1

Question 12 Superior amenities Corresponding 
equipment Low equipment

 9 - 7  6 - 4  3 - 1

Table 4. Evaluation criteria for individual questions 
Source: own processing up to Filo, 2018 [4]

Process: Historical 
givenness Key activity (KA) Promotion Priority 

KA 2  

 RPZ – target state Current state of 
the attribute KA

Value A 
 (1 - 5)

Points B 
 (1 - 9)

Attribute 
result

Improvement 
potentialKey attribute KA

 

Description of required 
(planned) status - 
historical givenness - 
average

Description 
of the current 
state - historical 
givenness - 
average

4,2 5,0 20,8 53,7%

1

Enhance the promotion 
through Internet, flyers 
and brochures

Churches and 
ruins are poorly 
promoted and 
unknown to 
visitors

5,0 3,0 15,0 66,7%

Use of INTEREG’s 
resources to restore and 
enhance the sights 

The state of 
churches and ruins 
is not appropriate 
and acceptable for 
visitors

4,0 6,0 24,0 46,7%
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2

Use of Euro founds 
and other development 
programs to restore 
historical buildings

Sights are more or 
less unsupervised 
and do not create 
sufficient interest 
for visitors

3,5 6,0 21,0 53,3%

n... Planned state parameter n Real state 
parameter n     

 
Max result 
= Ʃ5n x 
9n=n*(5*9)

135 TOTAL: 12,5 15,0 60,0 44,4%

 
Performance image result KA in % (Total/100): 44,4%

 Increase KA performance from achievement RPZ in %  
(100-KAv%): 56%

Table 5. Determining of the real development potential  
and the district improving potential - historical givenness 

Source: own processing, 2018

Number of municipalities in Svidník district 62
Number of inhabitants 31 642
Total current potential of the district (max. 9) 4,7
Number of inhabitants (growth potential) 4,3
1. Values of the NATURAL environment of the municipality and its surroundings 4,9
2. CULTURAL values of the municipality 4,4
Historical buildings (sacral, secular): 4,5
Folk culture, its preservation 4,3
1. Livelihoods: 4,4
2.Spiritual culture 4,2
3. Organized events: 4,7
3. SIZE of the municipality / concentration: <300 inhabitants-small, up to 1000 inhabitants-
medium,> 1 000 inhabitants - great 5,4

4. The character of buildings´ ARCHITECTURE (traditional-built before 1930, including 
woodcut): 7,1

5. AGRICULTURAL character of the municipality and its surroundings: 4,9
6. Presence of pollutants of the environment and its surroundings - water, air and soil 5,2
7. Communication AVAILABILITY of municipality for tourism participants (by bus, by 
car, by airplane,) 6,3

8. AESTHETICS of the municipality – overall appearance 5,6
9. Conditions for RECREATION and RELAX 4,7
10. Tourism service providing in the municipality and its surroundings 2,7
11. READINESS of citizens to provide rural tourism services 1,7
12. Status of facilities of rural tourism service providers: 3,6

Table 6: Svidník district potential. Source: own processing, 2018

Results of the municipalities and examined district are shown in table 6 and 7.
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District potential in 
area of rural tourism

Municipality name Potential Belejo-
vce

Beňa-
dikovce

Bod-
ružal Cernina Cigla Dlhoňa

Number of inhabitants 31 642 19 213 69 592 92 79
Current potential of 
rural tourism of the 
municipality

4,3 3,9 4,1 5,2 4,3 3,7 3,6

Unused potential 
(growth potential) of 
rural tourism

52% 57% 54% 42% 52% 59% 60%

1. Values of the 
NATURAL 
environment of the 
municipality and its 
surroundings 

 5,3 3,0 7,0 2,3 5,0 5,7

a) mountains, 7,0 1,0 6,0
b) reefs, 1,0
c) forests, 6,0 3,0 7,0 6,0 6,0 6,0
d) meadows and 
pastures, 7,0 3,0 7,0 6,0 6,0 6,0

e) rivers, streams, wells 3,0 3,0 7,0 4,0 4,0 5,0
f) ponds, 1,0 3,0
g) lakes, 1,0

Table 7: Potential of the natural environment of selected municipalities in Svidník district 
Source: own processing, 2018

Municipality 
name

Current 
potential

Growth 
potential 

 Current potential          Improvement potential

0 1 2 3 4 5 6 7 8 9 1 
Svidník 
district 4,3 4,7

Belejovce 3,9 5,1
Beňadikovce 4,1 4,9
Bodružal 5,2 3,8
Cernina 4,3 4,7
Cigla 3,7 5,3
Dlhoňa 3,6 5,4
Dobroslava 3,4 5,6
Obec Dubová 5,3 3,7
Fijaš 3,0 6,0
Havranec 3,5 5,5

Table 8: Chosen municipalities of Svidník district  
with the indication of the improvement potential 

Source: own processing, 2018
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From the above figure, we can see that the potential of the district is 4.7. From a maximum of 
9 points, the district gained 4.7 points, which is less than half. The development potential is 
relatively low, but as we have an overview of the district givenness, we can very easily identify 
the places of development and the potential of the district to increase. The effectiveness of its 
improvement can be measured, for example, by an increase in the number of visitors to the dis-
trict, divided to different parameters and target groups. 

2.2.	 SWOT	analysis	and	defining	the	core	strategy	of	the	region

When calculating the potential of improvement, it is also important to use a SWOT analysis that 
will help to select a suitable strategy and identify strategic projects important for the development 
of the researched area. Figure 4 shows the SWOT analysis for 5 problem fields, each of which was 
solved by a separate SWOT analysis and the final results were included into the evaluation portfolio.

STRENGTHS Points WEAKNESSES Points
Part A. Socio-economic environment and 
infrastructure. 61 Part A. Socio-economic environment and 

infrastructure. 103

Part B. Natural potential and environmental 
area. 77 Part B. Natural potential and environmental 

area. 55

Part C. Infrastructure of tourism and 
services. 82 Part C. Infrastructure of tourism and 

services. 81

Part D. Product offer 57 Part D. Product offer 108
Part E. Marketing, tourism organization, 
image, style, uniqueness. 62 Part E. Marketing, tourism organization, 

image, style, uniqueness. 84

Total 339 Total 431
OPPORTUNITIES Points THREATS Points

Part A. Socio-economic environment, basic 
and technical infrastructure 81 Part A. Socio-economic environment, basic 

and technical infrastructure 82

Part B. Natural potential and environmental 
area. 73 Part B. Natural potential and environmental 

area. 24

Part C. Infrastructure of tourism and 
services. 88 Part C. Infrastructure of tourism and 

services. 105

Part D. Product offer–Join forces, discover 
the beauty and rarity of the district and 
offer them to the visitors

71
Part D. Product offer–Join forces, discover 
the beauty and rarity of the district and 
offer them to the visitors

33

Part. E. Marketing, tourism organization – 
Marketing image – style, uniqueness. 85 Part. E. Marketing, tourism organization – 

Marketing image – style, uniqueness 59

Total 398 Total 303

Table 9: SWOT analysis of researched areas supporting the development of tourism 
Source: own processing

As we can see from the analysis carried out for the development of tourism in the district of 
Svidník, the strategy of reversal must be chosen. According to the processed analysis, this strat-
egy should most support the development of tourism. The analysed areas suitable for SWOT 
analysis were (Table 9):
 A. Socio-economic environment and infrastructure.
 B. Natural potential and environmental area.
 C. Infrastructure of tourism and services.
 D. Product offer.
 E. Marketing, tourism organization, image and uniqueness of the region.
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However, the strategies are different for the different areas of research. The recommendations 
are as follows:

• In area A. Socio-economic environment: to choose defensive strategy -WT.
• In area B. Natural potential: to choose aggressive strategy - SO.
• In area C. Infrastructure: to choose a diversification strategy - ST.
• In area D. Product offer: select the reversal strategy- OW.
• In the area of E. Marketing, choose a reversal strategy - OW.

If we look closer to the shape of the researched areas, we see the weaknesses that we should 
address with a higher priority - Figure 2. Explanatory Notes: S – strengths, W – weaknesses, 
O – opportunities, T – threats.

Figure 2: SWOT analysis of researched areas supporting the development of tourism 
Source: own processing

Prognosis of visitors´ number development in the district of Svidník

The visitors´ number in the district of Svidník is relatively low. Accommodation services, their 
level, capacity, structure, profitability and revenue can be considered as the most important 
economic indicators of tourist (visitors) number. In the years 2012 to 2016 the accommodation 
units in the district have the following indicators in thousands € - Table 6.

Based on these very specific and concrete data, a development trend was calculated using the 
algorithm based on the correlation of available data from 2015-2017, which helped us determine 
the predicted rate of district attendance by 2023 for the following product areas:
 1 Product area Park of the dark sky, accommodation: 2 – obce Dubová, Roztoky.
 P2  Product area Dukla battlefield, accommodation: 10 – Svidník, Kapišová, Kružlová, 

Medvedie, Krajná Poruba, catering services: Svidník, Krajná Poľana.
 P3  Product area Wooden temples of the Eastern ceremony, accommodation: 1 – 

Ladomírová, stravovanie: Krajná Poľana, Hunkovce.
 P4  Product area Culinary products, catering services: 6 – Giraltovce, Šarišský Štiavnik, 

Okrúhle, Kračúnovce, Kuková, accommodation: 7 - Giraltovce, Šarišský Štiavnik, 
Kračúnovce, Kuková.
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Year District
No. of 

accommodation 
establishments

Number 
of beds

Revenues together 
with VAT (EUR)

Visitors 
number

Overnight 
number

Use of beds 
(%)

2016 Svidník 8 398 125 280 4 108 6 799 4,9
2015 Svidník 8 484 55 788 2 849 6 471 5,2
2014 Svidník 9 500 50 885 2 091 5 337 5,1
2013 Svidník 8 488 30 425 2 408 4 862 3,8
2012 Svidník 9 114 28 852 2 218 4 384 3,6

Table 6 Visitors number in the district of Svidník in 2012 – 2016Source: Filo 2018 [4]

Area 2015 2016 2017 2020 2023
P1 1068 1267 1172 1605 1938
P2 3586 3679 3863 4476 5145
P3 260 294 280 324 2970
P4 2866 2940 3578 6108 7384
Total 7780 8180 8893 12513 17437

Table 7 Prognosis of visitors´ number up to product groups by 2023. 
Source: Filo 2018 [4]

Figure 3 Development of visitor’s number in accommodation establishments  
and prognosis of development up to product areas of tourism in the district of Svidník  

Source: Filo 2018 [4]

Suggestions and recommendations

The development of visitors´ number in accommodation facilities in the Svidník district is cer-
tain but slow, around 6% per year. If this growth trend is kept to a minimum, it is possible to 
double the number of guests by 2024. It counts with the certain amount of investment, notably 
by improving and expanding services, diversifying and expanding tourist offer, improving the 
promotion and marketing of the entire destination.

Summary

Based on this research, it is possible to choose a strategy that is in line with current national as 
well as global trends and which is based on the offer of complex tourism products built on ac-
commodation pillars - experience - destination. In actual research, we see that the potential for 
improvement of the analysed region is relatively high and it is appropriate to use it and support 
various activities.
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Abstract: Tourism, as one of the key pillars of the economic base of each country, is based on a large 
number of business activities that are micro, small and medium sized. One of the basic functions of 
tourism as the economic sector of each country is its direct and indirect impact on the growth of gross 
domestic product (GDP). Key factors that will affect tourism and directly or indirectly determine its 
contribution to GDP are: resource availability, expertise, political and social stability in the country 
and investments. The development of tourism at the same time encourages employment, job creation 
and the improvement of the balance of payments structure of each country. Tourism as an economic 
branch consists of a large number of economic and non-commercial activities and is one of the most 
profitable activities in the world, which contributes to the overall development of the economy. It is 
present in all countries, but it is manifested by its effects and extent. The aim of the paper is to point 
out the significance of tourism as one of the fastest growing economic activities in the economic devel-
opment of Serbia.

Keywords: tourism, economy, development.

1. INTRODUCTION

One of the key measures of the economic policy of each country is constant improve-
ment and development of tourism, which involves deciding on mutual income relations 
between economic activities. The next step is the implementation of economic policy 

measures that regulate long-term relationships related to the promotion and development of 
tourism and complementary activities. Financing the development of tourism as an economic 
branch or some other branch of the economy is primarily conditioned by the speed of return of 
the invested funds [1].

Tourism as one of the most dynamic economic developments that is developing at a high speed, 
is one of the key factors for the development of not only the national but also the entire global 
economy. Because of its characteristics and nature, it includes a large number of occurrences 
that occur before traveling, during the journey and the end of the journey, and in its reacci-
sion affects various aspects of life. As a modern socio-economic phenomenon, it has very pro-
nounced economic, political, cultural and other influences, which give it a significant position 
in the overall economic and social development in the entire world [2].

1 Faculty of Economics in Subotica, University of Novi Sad, Segedinski put 9-11, 24000 Subotica, Serbia
2 Faculty of Economics in Subotica, University of Novi Sad, Segedinski put 9-11, 24000 Subotica, Serbia
3 Faculty of Economics in Subotica, University of Novi Sad, Segedinski put 9-11, 24000 Subotica, Serbia
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2. LITERATURE REVIEW

Nowadays the role of the tourism industry in the economic survival of countries is emphasized. 
This industry is described as having economic regeneration and a potential for stability with 
regard to the role in creating jobs, generating income and developing infrastructure.

Previous studies on the impact of tourism on the economy and welfare of people have revealed 
that net income from tourism ranges from 25% to 90% of total revenues, depending on the 
participation of national and local interests in tourism. In accordance with the mentioned, the 
economic impact of tourism enables a better standard of living, increases revenues and invest-
ments and improves business activity [3].

Tourism is considered one of the largest and fastest-growing sectors in the world with high rates 
of growth and development, a significant volume of foreign exchange inflows, infrastructure 
development and the introduction of new managerial and educational experience actively affect 
different sectors of the economy, which will positively affect the social and economic develop-
ment of the country [4].

Companies and public organizations are increasingly interested in the economic impacts of 
tourism at the national, state and local levels. The economic advantages of tourism are promot-
ed by the industry for a number of reasons. The claims of the economic importance of tourism 
provide the industry with greater respect among the business community, public officials and 
the general public. Community support is important for tourism, because it is an activity that 
affects the whole community. The economic benefits and costs of tourism in one way or another 
affect practically everything in the region. The economic impact analysis provides tangible esti-
mates of this economic interdependence and a better understanding of the role and importance 
of tourism in the region’s economy [5].

Considering its specificity, which is reflected in diversity and elasticity, it is labor intensive and 
has a large number of diverse jobs, which contributes to increasing employment. The impact of 
tourism on the occupancy can be direct and indirect, and the negative impact of seasonal con-
centration is required, which requires high participation of seasonal workers in the total number 
of employees, which often leads to economic, social and organizational problems [6].

The economic impact of tourism relates to changes in the economic contribution that result 
from specific events or activities related to tourism. These changes in economic contribution 
create three types of effects: direct effect, indirect effect and induced effect [7].

In the direct connection with its professional sectors of hotels, restaurants, travel agents, car 
rentals, location of historical monuments, theme parks, etc., and indirectly with branches of 
activities of other sectors, the tourism industry is distinguished by significant economic and 
social values   in most industrialized countries and is also an important source of income and 
employment in many countries around the world [8].

The heterogeneity of tourism is one of its main characteristics, because the tourism sector itself 
is a complex system consisting of a white number of different subsystems. According to the 
World Tourism Organization, from the 1950s until the present day, the number of tourists join-
ing international movements is steadily increasing, and therefore there is an increase in foreign 
tourist revenues [9].
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Accelerated growth and development of the tourism industry has in addition to numerous posi-
tive effects and negative effects on the development of tourist destinations. Tourism is dependent 
on the environment, and only pure and unpolluted environment is a key basis for successful 
tourism [10].

A large number of human activities undertaken for tourism development affect the environment, 
resulting in changes in each country in terms of economic consequences, and it is very important 
that economic decisions are taken into account for the benefit of future generations [11].

The development of a turquoise economy with its economic effects also influences demograph-
ic development. The development of tourism in economically underdeveloped areas is one of 
the most popular activities for overcoming regional underdevelopment. Examples of individual 
countries indicate that the development of tourism was the key factor of demographic growth, 
that is, the factor of a slower decline in the number of population [12].

Tourism promotes socioeconomic and demographic development. Today, a large number of 
regions are present in which tourism is a dominant, unifying activity, which achieves economic 
comparative advantages over regions that do not develop tourism. This indicates why tourism is 
recognized as an activity-initiator of demographic and economic recovery, but not sufficient to 
generalize that any attempt to develop tourism necessarily results in prosperity [13].

It is very important to point out that with the time of the tourism strategy they are changing, 
so some initiatives, such as local community tourism, have a positive effect on the poor, while 
some others have a negative impact on living conditions. However, projects have not been de-
signed or evaluated in terms of achieving poverty reduction goals. All participants in the de-
velopment of tourism must make clear efforts to preserve the natural environment in order to 
achieve stable, continuous and sustainable economic growth, in line with meeting the needs of 
future generations [14].

Also, for each country, it is very important to locate and qualify tourist traffic by tourist desti-
nations and countries of origin of tourists who are staying there. The characteristics of the par-
ticipants in tourist movements is one of the most important basics of the correct consideration 
of tourist demand, the state of tourist offer and the possibility of further directions of tourism 
development in certain areas.

For developing countries, the very important role of tourism as an economic activity is to pro-
mote peace and stability, primarily by creating new jobs, diversifying national economies, pro-
tecting the environment, generating income, and promoting cultural awareness. However, in 
order to make tourism activity as much as possible, developing countries have to face key chal-
lenges such as the adoption of regulatory frameworks and mechanisms for reducing corruption 
and crime.

The development of tourism encourages the development of a multifunctional infrastructure 
including various transport environments, health facilities and sports centers, alongside hotels 
and top restaurants serving foreign tourists. Tourism, as a strategy of economic development, 
often rely on income “outsiders” in favor of the local population. Therefore, it is very important 
when promoting tourism as a strategy for economic development that local decision makers 
take into account strategy which protect the quality of life of the local population [15].
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The size of tourism and its quality contain many activities that form and correlate horizontally 
and vertically with other production sectors, thereby streamlining the economic flow and con-
tinually increasing [16].

Two issues are posed by private sectors and governments: how to eliminate the complexity and 
obstacles to the development of the tourism industry and to obtain funding sources for projects 
and how to attract investment in accordance with a comprehensive strategy for the continuous 
development of infrastructure in the region, which enables the establishment of small and me-
dium enterprises and craft industry [17].

Governments of all countries should develop integrated and coherent tourism policies that re-
flect the circumstances of individual countries and local communities in order to achieve com-
mon goals:

• Provide consumers with high-quality, reliable and secure tourism experiences,
• Increase productivity in the tourism sector,
• Protect, manage and promote natural and cultural resources,
• Improve competitiveness,
• Promote inclusive growth and development across the country.

The governments of individual countries, recognizing the importance of this sector and its 
importance to the broad economic, social and environmental agenda, continued to engage posi-
tively in this process. Their contribution has remained relatively consistent and is aimed at [18]:

• Formulating and implementing policies,
• Access to the market and ease of travel,
• Marketing and promotion of destination,
• Providing the necessary infrastructure,
• Stimulating and supporting the development of products, investments and business per-

formance,
• Setting up and regulating standards, including quality and safety,
• Encouraging sustainable and inclusive growth,
• Support to the development of human resources and training,
• Solving environmental issues and managing natural and cultural resources,
• Responding to crises and industrial accidents.

A large number of experts in this field, including international bodies, believe that tourism has pos-
itive effects and should be encouraged, even if it sometimes has adverse consequences. But there 
are also experts in this field who claim that tourism, especially international, creates more harmful 
social and cultural effects. Tourism, as an economic activity, used numerous criticisms based on 
the fact that they create genuine “enclaves” in economies of less developed countries [19].

 3. TOURISM FUNCTIONS

The economic importance of tourism is based on the spending of money in the tourist destination 
that tourists earned in their place of permanent residence, and as a result of their spending of 
money, direct, indirect and multiplied economic effects are created.

The economic goals of each country are set through economic growth and growth in living 
standards, employment growth, balanced regional development and balancing of the balance of 
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payments. Often, regardless of the connection between the development of tourism and these 
goals, tourism as an economic activity is not accepted as a lever of development of the domestic 
economy [21].

ECONOMIC

Direct impact:
• GDP
• Pay balance
• Employment
• Development of underdeveloped areas

Indirect impact:
• Construction
• Agriculture
• Industry

Multiplicity Impact:
• Consumption of foreign tourists
• Other influences

NOT ECONOMIC

• Social function
• Health function
• Cultural function
• Political function
• Fun function
• Country defense function

Table 1: Functions of tourism [20]

The most important economic effects are the effects on the social product (GDP), the effects on 
the balance of payments, the effects on employment and the development of underdeveloped 
areas. The indirect impact of tourism is reflected in its significant impact on the development of 
civil engineering, agriculture and industry. The most important effects of tourism on construc-
tion are investments in the construction of new ones as well as upgrading and modernization of 
existing catering facilities and infrastructure such as roads, airports, etc. All of these contribute 
to the growth of economic activity and the growth of national income.

The direct effects of tourism influence the strengthening of the economy through six main 
channels [22]:

• Encouraging employment through several paths, e.g. hotel staff, tour operators, chefs, etc.
• Supply with goods and services: Local or national companies can supply goods and 

services to tourism companies, such as food or furniture. However, these items may be 
imported even if the local provision does not meet the demand in any sense of the cost, 
quality or quantity,

• Direct sales of goods and services: Traders at tourist destinations can directly sell their 
products and services to tourists (souvenirs or food), directly taking into account the 
financial profits of tourism activities,

• Establishment of tourism enterprises: high (or increased) levels of tourism activity can 
lead to the establishment of new tourist companies, creation of new employment oppor-
tunities, etc.,

• Tax benefits: tourism companies contribute to national income through taxes, while 
tourists can (and often) be directly taxed, for example through visas, which additionally 
generates revenues for national or local authorities,

• Investing in infrastructure: Given that the tourism sector is expanding its requirements 
for local infrastructure, investment in the infrastructure of private actors or the public 
sector will increase.
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There is no doubt that there is the impact of tourism on GDP growth, but there are some prob-
lems when it is necessary to calculate the impact of tourism on GDP growth. The most signifi-
cant positive and negative items that cause the problems in calculating are [23]:

• Non-payment services - services in which there are no economic flash transactions, but 
are realized in other ways, reciprocal or barter payment (mutual gifts of domestic and 
foreign tourists),

• Uncalculated services - services for which payment is made, but never formalized (gray 
economy),

• Abbreviated costs - costs of a single activity and are calculated in the scope of another 
activity (buying a real estate used for holiday)

• Distribution of public and private income - the difference between the revenues gener-
ated by the private sector in one activity and the costs of the public sector in another 
activity can lead to the problem related to the double tax calculation.

• Irregularities in the balance of payments - there are problems of calculating investments 
in tourism and realized tourism revenues that are generated in a fluctuating currency.

• Positive and negative externalities of tourism in the environment - benefits from the 
tourism of a destination can at the same time cause large losses of another activity in 
the same destination, whereby problems arise in calculating real incomes or losses from 
tourism in a given destination or country.

• The value of public goods - tourism affects the rise in the value of public goods, but this 
value cannot be calculated concretely, as these goods are equally accessible to all.

In addition to the above-mentioned problems in calculating the GDP, some authors point out the 
direct and indirect negative economic effects of tourism. Direct negative economic impacts re-
lated to travel and tourism include those directly attributable to tourists in the destination com-
munity. The most obvious direct negative impacts are fiscal costs for the government. These 
negative economic impacts typically include the costs of building and maintaining the provision 
of tourism-related facilities and services, such as parks, visitor information centers, marketing 
promotional programs, museums, police and fire protection. Indirect negative economic im-
pacts are much less clear and difficult to clarify. These are costs that are indirectly the result of 
tourist activities. Due to a different approach to costs, it is very difficult to measure the direct 
and indirect economic impacts of tourism [24].

Also, the development of tourism influences the growth of food production as a result of indus-
trial production to meet the needs of domestic and foreign tourists. The indirect impact of tour-
ism development on agriculture is reflected in satisfying the needs of a large number of tourists 
consuming products from this activity [25].

A very significant impact on tourism, as one of the world’s leading economic activities, has glo-
balization. With that, globalization has a very vain role in the growth of international tourism 
on the world market. In addition to the contribution of the globalization process in economic, 
political and cultural terms, the process of globalization directly influenced the increase in tour-
ist trips outside the national borders to distant areas.

Today’s transitional changes and the polarization of European economic relations have been 
conditioned that world tourism gets new dimensions. One of the most important characteristics 
of tourism is its ability to economically valorize unpredictable disruptions (natural, anthropo-
genic and social attractive factors), then in the generator and integrative function in relation to 
complementary sectors and non-commercial activities, constant increase in employment, de-
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mographic and social effects. The global characteristic of tourism is its aspiration in the process 
of creating partnership at all three levels of the sector (public, private and civil). All has been 
stated, with the aim of strategic development of the tourist economy and use of resources for 
economic growth, thus providing the necessary investments for the development of tourism and 
strengthening of international tourism in relation to domestic tourism [26].

The development of tourism in the future will depend on a number of factors, among which are [27]:
• Growth limit triplets,
• Destination quality,
• Renewal of destination and differentiation,
• Responsible (social) marketing,
• Change of political structures,
• Change in distribution in tourism (development from north to south).

It is very important to point out that international tourism has seen constant growth in recent 
years even in the conditions of the global economic crisis. According to estimates and in sub-
sequent years, this growth will be stable, which makes this area of business one of the most 
important economic sectors, equalizing or even surpassing sectors such as oil exports, food 
production or cars [28].

4. METHODOLOGY OF RESEARCH

Secondary research was used in this paper. From the basic methods of knowledge, and for 
theoretical considerations of the subject of research, analytical-synthetic, inductive-deductive, 
abstraction and generalization methods were used. The method of analysis of content was used 
from scientific methods. The data from the available expert literature, scientific and professional 
papers, the Internet and other sources were also used.

5. FINANCIAL EFFECTS OF TOURISM ON ECONOMY OF SERBIA

Tourism, by its capabilities and its nature, can be one of the key factors of Serbia’s favorable 
development. By developing this economic activity, opportunities would be created for the de-
velopment of other economic and non-commercial activities, the development of backward eco-
nomic areas, and the employment of a large number of people in Serbia [29].

One of the key problems is the fact that tourism has not been in the focus of the primary areas 
of economic policy of Serbia for many years [30].

Also, the global economic crisis of 2008 had a negative impact on the development of tourism in 
Serbia. One of the problems in the development of tourism is the lack of diverse tourism prod-
ucts that would influence the growth of foreign back, low level of quality of services, whereby 
the prices and quality are not harmonized in the part of the offer and all the lower competitive-
ness of the tourist economy [31].

Due to the impact of the crisis both on the tourism sector and on other sectors in the country, when 
people face the fear of losing their jobs, having less earnings, the inability to repay loans, they gen-
erally spend less money, where the journey under the circumstances may be considered luxury [32].
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The results of the research so far indicate that the Serbian market must work to reduce the vari-
ous entry barriers in order to become more attractive for the entry and operation of international 
companies in the field of tourism. A great motive for countries such as Serbia to develop their 
market and make it more accessible is the multiple benefits of the entry of international compa-
nies in the field of tourism [33].

Year Employment in the Republic of Serbia Activity of tourist services
2014. 1.845.494 58.636
2015. 1.896.295 69.308
2016. 1.920.679 72.186

Table 2: Employees in tourism [34], [35]

Along with the growth of employment in the Republic of Serbia, employment in the activity of 
tourist services also increased. The number of employees in tourist services in 2014 amounted 
to 58,636, in order to increase the number in 2015 to 10,672 and amount to 69,308 employees. 
In the next year, there will also be an increase in the number of employees in the activities of 
tourist services, and this year the number of employees was lower than 2,878, with the total 
number of employees in tourist services in 2015 amounting to 72,186.

 Year EUR (in mil) Index USD (in mil) Index
2007. 630 / 531 130
2008. 640 101 944 109
2009. 617 97 865 92
2010. 605 98 798 92
2011. 710 117 992 124
2012. 708 100 906 91
2013. 792 110 1,053 116
2014. 863 109 1,139 108
2015. 945 109 1,048 92

Table 3: Foreign exchange inflow from tourism  
in the Republic of Serbia from 2007 to 2015 [36]

Table 3 shows the positive development trend of foreign exchange inflows from tourism in the 
period from 2007 to 2015, with an average annual growth rate of 3.3%, expressed in euros, and 
9.8% in USD.

 Year EUR (in mil) Index USD (in mil) Index
2007. 759 / 1,041 /
2008. 845 111 1,254 120
2009. 686 81 959 76
2010. 724 105 953 99
2011. 791 109 1,114 117
2012. 805 102 1,350 121
2013. 841 104 1,117 83
2014. 849 101 1,177 105
2015. 993 112 1,097 93

Table 4: Foreign exchange outflow from tourism  
in the Republic of Serbia from 2007 to 2015 [36]
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Table 4 clearly shows the steady growth of foreign currency outflows in the period from 2007 
to 2015, with an average annual growth rate of 1.1% expressed in USD. A positive change is 
reflected in the reduction of travel expenses for our citizens abroad.

Indicators Amount in EUR
Capital -63.030.867

Obligations 88.450.472
Business income -18.508.500

Business expenses -35.970.502
Business result 17.462.002

Net profit 43.361.959
Foreign Exchange Inflation from Tourism in Serbia 2009 617.200.000

Foreign exchange inflows from tourism in Serbia 2015 1.048.000.000
Table 5: Macroeconomic and financial effects [37]

In the period from 2008 to 2013, the capital fell by 63 million euros in the tourism industry, 
the liabilities increased by more than 88 million euros, but business expenses decreased by 35 
million euros. On the other hand, in 2013, a positive business result was achieved, and net profit 
in the tourism sector of over 40 million euros was realized in relation to 2008. The registered 
business revenues of the entire tourism industry (and directly related activities) were at the level 
of over 620 million euros, which, when compared with the total turnover in tourism, indicates 
the existence of an extensive gray economy, which accounts for 69% of tourist traffic.

Direct travel and tourism 
contribution to GDP 2012. 2013. 2014. 2015.

Bosnia and Herzegovina
billions of dollars 0.4 0.4 0.5 0.4
% share in GDP 2.4 2.5 2.6 2.7
Croatia
billions of dollars 5 5.5 5.7 4,9
% share in GDP 8.8 9.5 9.9 10,1
Macedonia
billions of dollars 0,1 0,2 0.2 0.2
% share in GDP 1.4 1.5 1.5 1.5
Montenegro
billions of dollars 0.4 0.5 0.5 0.5
% share in GDP 9.9 10.3 10.1 11.3
Republic of Serbia
billions of dollars 0.8 0.9 1.1 1.07
% share in GDP 1.9 1.9 2 2.82
Slovenia
billions of dollars 1.6 1.7 1.7 1.5
% share in GDP 3.4 3.5 3.4 3.6
Bulgaria
billions of dollars 1.9 2 2 1.6
% share in GDP 3.5 3.6 3.6 3.3
Romania
billions of dollars 2.1 2.3 2.6 2.3
% share in GDP 1.2 1.2 1.3 1.3

Table 6: Direct contribution of the travel and tourism sector to GDP  
in the countries of the region% [36], [38]
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Tourism, that is, the global tourism industry, is a major catalyst for socio-economic develop-
ment in the world. According to the WTTC estimates, the direct contribution of the travel and 
tourism sector to the global GDP in 2015 was 10%. Observing Serbia can be seen on the basis 
of the presented table that the contribution of tourism GDP in the first two observed years had 
the same share of 1.9%, so that in 2014 the share fell to 2%, and in 2015 the share was 2.82%.

Total contribution of travel 
and tourism to GDP 2012. 2013. 2014. 2015.

Bosnia and Herzegovina
billions of dollars 1.5 1.6 1.6 1.4
% share in GDP 8.7 9 9.2 9.5
Croatia
billions of dollars 11.7 12.8 13.1 11.3
% share in GDP 20.7 22.2 22.9 23.2
Macedonia
billions of dollars 0.5 0.6 0.6 0.6
% share in GDP 5.2 5.5 5.6 5.7
Montenegro
billions of dollars 0.8 0.9 0.9 0.9
% share in GDP 19.1 20.2 20.2 22.1
Republic of Serbia
billions of dollars 2.3 2.6 2.6 2.47
% share in GDP 5.6 5.6 6 6.5
Slovenia
billions of dollars 5.8 6.1 6.2 5.5
% share in GDP 12.5 12.9 12.4 13
Bulgaria
billions of dollars 6.7 7.2 7.3 5.9
% share in GDP 12.5 12.9 12.9 12.1
Romania
billions of dollars 8.6 9.1 9.9 8.9
% share in GDP 5 4.8 5 5.1

Table7: Total contribution of the travel and tourism sector to GDP  
in the countries of the region% [36], [38]

A similar situation is when it comes to the overall contribution of tourism to GDP. The WTTC 
estimates that the total contribution of the travel and tourism sector (the sum of direct, indirect 
and induced) in the Republic of Serbia in 2014 amounted to 6% of the total GDP ($ 2.62 billion), 
and in 2015 the overall contribution of tourism to GDP growth of the Republic of Serbia, which 
amounted to 6.5%, or about 2.5 billion USD.

Apart from the fact that tourism development has a great importance as the potential for eco-
nomic growth and development, creating new added value and new employment, it has a great 
impact on continuously improving the image of the country. Therefore, taking into account the 
aforementioned aspects, it is necessary to define the growth model in the following period of 
time. The purpose of estimating the growth model of tourism in the Republic of Serbia by 2025 
is to link the vision and goals of tourism development with all relevant elements of supply and 
demand. In other words, the growth model represents, on the one hand, a detailed setting of 
goals, and on the other hand, a check on their rationality and achievability through internation-
ally standardized parameters and methodologies in tourism planning.
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The economic effects of the growth model were assessed on the basis of the following assump-
tions: 1. model of growth of accommodation capacities and tourist traffic, 2. growth of unit 
tourism consumption (per night) by 2025, 3. growth of the total GDP of the Republic of Serbia 
until 2025 1.5% per annum, 4. the growth of multiplier impacts of direct tourism on the total 
(indirect and induced) through stronger linkages of tourism with other economic branches un-
der the influence of the Government’s policy modeled on other EU countries.

ECONOMIC EFFECTS OF THE GROWTH MODEL

PROJECTIONS AVERAGE PER YEAR GROWTH 
RATES (in%)

2015. 2020. 2025. 2020/2015. 2025/2020. 2025/2015.
Arrivals total
(domestic and foreign) 2.437.165 3.689.000 4.713.179 8.6 5 6.8

Nights total 
(domestic and foreign) 6.651.852 9.607.926 14.840.134 7.6 9.1 8.4

Arrivals - domestic 1.304.944 1.975.221 2.373.449 8.6 3.7 6.1
Arrivals - pages 1.132.221 1.713.780 2.339.730 8.6 6.4 7.5
Nights - domestic 4.242.172 5.200.000 6.600.000 4.1 4.8 4.5
Nights - Side 2.409.680 4.300.000 8.100.000 12.3 13.5 12.9
Recorded foreign 
exchange income  
(in millions $)

1.048 2.500 5.000 19 14.9 16.9

Participation of foreign 
exchange income from 
tourism in the total value 
of export of goods and 
services (in %)

6.04 9.01 12

Participation of foreign 
exchange income from 
tourism in the total value 
of exports of services  
(in %)

22.11 32.05 41.60

Share of recorded foreign 
exchange income from 
tourism in GDP (in%)

2.82 5.18 7.58

Investments  
(in millions $) 320 770 1.440

Employees - directly 81.000 95.580 111.829 3.4 3.2 3.3
Employees - total 115.020 133.812 156.560 3.1 3.3 6.3
Estimated participation 
of tourism (total) in GDP 
(in%)

6.57 9.61 12.15

Table 8: The economic effects of the growth model [37], [35], [36], [38]

Based on the presented table, it is evident that by implementing the previous model of growth 
in the Republic of Serbia, it is possible to achieve excellent economic effects from tourism 
development by 2025: 1. increase of direct tourism revenue of 3.7 times, about 30.000 newly 
employed directly in the tourism sector, about 157.000 new employees total in tourism and 
related activities with a large number of newly opened micro and small enterprises in the field 
of tourism and hospitality and related activities, 3. growth of the share of recorded foreign ex-
change income in GDP by 2.7 times, or increase in the share of estimated foreign exchange in-
come from tourism in GDP to 12.5%. This growth will require an increase in total investments 
in relation to 2014 by four times or about two billion USD, with 20% of that amount being to 
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be public sector investments, and the rest to be provided from EU funds to which the Republic 
of Serbia has access, private domestic and foreign investors. The responsibility and obligation 
of the Government and ministries will primarily be to create a favorable legal, administrative 
and tax environment for the implementation of the Strategy in further capacity building of the 
overall development of the tourist system [37].

Graph 1: Net inflow of FDI, based on investment by non-residents [36], [34]

During the year 2016, tourist services (accommodation and food services) registered a symbolic 
inflow of FDI, based on non-residents’ investments of EUR 1.5 million, which is 5.5 million eu-
ros lower than in 2015, when amounted to 7.0 million euros. The investment activity of non-res-
idents in the third quarter of 2016 was the highest (EUR 4.6 million).

6. CONCLUSION

Tourism is one of the best instruments of economic development in general. The tourism sector 
plays a major role in assisting poor and developing countries to increase the employment rate. 
Tourism was hit by a major economic crisis, however, regardless of the effects of the crisis, it 
showed relatively high resilience, with the tourism sector in some countries recovering faster 
from some national economies and in some situations, it was the driver of a rapid recovery. The 
European continent is still the most popular tourist destination in the world, with a trend of 
growth of tourist nights.

Serbia has significant resources for the development of rural and mountain tourism, whereby 
tourism should be one of the key factors for Serbia’s economic development. However, there 
are still numerous limitations that hinder the development of tourism such as: lack of adequate 
infrastructure, inefficient planning of waste management in tourist places, slow implementation 
of legislation, as well as poor establishment of partnership and interconnection of all partici-
pants in the tourism sector. Very important for the development of tourism in Serbia is also 
the newspaper, which should be used appropriately, that more and more tourists are directed 
towards new, still insufficiently explored destinations, which Serbia is actually for. In the last 
few years, tourism in Serbia has been producing positive results, with a rise in employment in 
tourist services. Also, there is an increase in the contribution of tourism to total GDP, but the 
ratio of total foreign exchange inflows and total foreign exchange outflows still has a negative 
attitude. It is very important to emphasize the fact that Serbia has adopted a new Tourism De-
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velopment Strategy, with the aim of this strategy to approach tourism systemically, not only 
through economic indicators, but also through multiplier effects that tourism has on overall 
socio-social development, local and regional development, development of culture and educa-
tion, improvement of the environment and development of complementary activities (trade, ag-
riculture, construction, etc.). It is precisely in the foregoing that it is very important that tourism 
takes an important place on the agenda of strategic decisions of the Government and thus finally 
determines Serbia’s high level of ambition towards this economic sector in the medium and long 
term. Based on the conducted research, it can be concluded that Serbia has all the preconditions 
for the development of tourism, which will significantly influence the growth of employment, 
the increase in foreign exchange inflows and the increase in total GDP.
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Abstract: Essentially, this paper intends to emphasize the applicability of MCDM methods, i.e. the re-
cently introduced Extended Pivot Pairwise Relative Criteria Importance Assessment (PIPRECIA-E), in 
the field of tourism projects evaluation. The usefulness of the proposed method is demonstrated through 
a real case study involving the evaluation of projects pointed at the development of the tourism of the 
Upper Danube Basin. The performed assessment that has generated quite reliable results contains an 
estimation of the four alternative projects against the four principal criteria and the 21 sub-criteria.

Keywords: PIPRECIA-E method, MCDM, tourism projects evaluation, Upper Danube Basin

1. INTRODUCTION

The tourism activity has a significant impact on the economic development of a certain 
area. With the aim of inciting the progress of tourism that will lead to the beneficial 
economic results, there is a need for planning and implementing appropriate projects 

involving all interested stakeholders. These projects are usually directed towards the develop-
ment of hotel property and ancillary leisure facilities, which demands a significant amount of 
resources – financial, nonfinancial and human. Because of a considerable consumption of avail-
able resources, these projects are investment projects and require a carefully conducted analysis 
and planning before their implementation. Developing countries are especially interested in the 
preparation and implementation of this kind of projects because they have a positive impact on 
the social and economic situation in a certain region or a certain country.

The Republic of Serbia has good preconditions for the development of different types of tourism 
despite the fact that it has no access to the sea. This deficiency will not have a serious negative 
effect on a future expansion of tourism because the Republic of Serbia is rich in the possibilities 
for the development of the tourism offer that contains the spa, wellness, sport and other types of 
tourism. The fact that the number of tourists increased from 2013 to 2017 by nearly 41% in total 
arrivals and by nearly 27% in total overnight stays shows that the global trend of the increasing 
number of tourists did not circumvent the Republic of Serbia, either. In the number of the total 
arrivals for the year 2017, foreign tourists participate with 49%, whereas in the total overnight 
stays for the same year, foreign tourists account for 38%. The most attractive tourist regions 
were the regions of Šumadija and Western Serbia, and Belgrade, whereas the least alluring was 
the region of Eastern and Southern Serbia [1].

In cooperation with domestic and foreign institutions and organizations, the Ministry of Trade, 
Tourism and Telecommunications of the Republic of Serbia compiled the master plans for the 
development of the tourism of different attractive destinations, which involves: mountains, spas, 
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lakes and rivers. Each master plan consists of several investment projects to be implemented 
in order to improve the present conditions in a certain area and also to enhance a share on the 
domestic and foreign tourism markets. These projects, directed towards the development of a 
particular destination, are very expensive, time-consuming and complex, and there is no possi-
bility of their implementation at the same time. Because of that, the question of how to evaluate 
these projects in light of often conflicting criteria and how to define which one of them is more 
appropriate for the actualization in the present conditions arises.

Multiple-Criteria Decision-Making (MCDM) methods imply suitable techniques, potentially 
very useful in a situation when a decision-maker (hereinafter referred to as the DM) should 
evaluate available alternatives against a greater number of opposing criteria. Until now, these 
techniques have been applied to the solving of various business problems, and certainly could 
have contributed to the process of the evaluation of available tourism projects. In this paper, the 
recently proposed Extended Pivot Pairwise Relative Criteria Importance Assessment (PIPRE-
CIA-E) method is used in the tourism projects evaluation process aimed at the touristification 
of the Upper Danube Basin area. 

The main objective of this paper is to emphasize the usefulness and importance of the applica-
tion of appropriate methods in the decision-making process that will enable the promulgation 
of reliable decisions and also to indicate the possibilities of the PIPRECIA-E method. Beside 
the Introduction and the Conclusion, the paper is organized as follows: the second section of the 
paper contains a Literature Review; the explanation of the PIPRECIA-E method is given in the 
third section, and a case study inclusive of the application of the proposed model and a discus-
sion about the obtained results are demonstrated in the last section of the paper.

2. LITERATURE REVIEW

The effects of tourism development on the economic and social prosperity of a country are 
quite an interesting topic bearing significant scientific attention in recent years. For example, 
Pablo-Romero and Molina (2013) examined the literature analyzing tourism- and economic 
prosperity related issues [2]. Panahi et al. (2015) explored the effect of tourism on economic 
growth in Turkey by applying the time-varying parameter and the approaches based on the 
Kalman Filter for the period 1970-2011 [3]. Ohlan (2017) investigated the connection between 
tourism and economic growth in India during the period 1960-2014 and discovered that tourism 
development considerably contributed to the economic prosperity of the country [4]. On the 
contrary, Pulido-Fernández et al. (2014) discussed in their paper whether tourism development 
really contributed to the economic prosperity of poor countries. Their standpoint showing that 
they do not agree upon the statement that tourism indeed imparted to the economic expansion of 
a poor country [5]. Kuliš et al. (2018) used dynamic panel data for the assessment of the impact 
of tourism in 19 Central and Eastern European developing countries and provided policy-mak-
ers with considerable directions [6]. 

The formulation and implementation of appropriate tourism projects is necessary because of the 
improvement of the current state in the field of tourism in a certain country, the animation of 
the tourism activity and attracting a greater number of tourists, which leads to satisfactory eco-
nomic results. The authors recognized the importance of tourism projects, and as a result, there 
are the papers that observed the mentioned topic. The examples of sustainable projects in the 
field tourism business doing [7]-[8], as well as investments in the projects of the development 
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of different types of tourism [9]-[10] and the influences of tourism development on a particular 
area [11], are topics frequently subjected to elaboration. Also, authors make an effort to define 
sociocultural criteria suitable for the estimation of projects for rural tourism development by 
applying the Delphi technique [12]. 

Usually, DMs have several projects at their disposal and have to evaluate them and decide which 
one to implement first. This is quite a complex task because the criteria which an evaluation 
is based on are often conflicting and divergent. Prioritizing a certain group of criteria would 
lead to inappropriate evaluation results due to disregarding other criteria in such a case. This 
kind of decision-making problems could be overcome by applying the MCDM methods that are 
a part of the operational research study undergoing a rapid development in recent years. The 
fundamental characteristic of the MCDM is that the evaluation of alternatives is performed by 
acknowledging all of the conflicting criteria. In that way, the subjectivity of the decision-mak-
ing process is reduced to an acceptable degree, and the results obtained are more reliable and 
credible. In order to determine the optimal solution to many real-world problems, the authors 
proposed a wide range of MCDM methods. Some of the most popular and most often used 
methods are as follows: SAW or WS [13]-[14], AHP [15], TOPSIS [16], PROMETHEE [17], 
ELECTRE [18], COPRAS [19] and VIKOR [20]. Recently, because of enabling a further fa-
cilitation of the decision-making process, new MCDM methods have been developed, some of 
them being: MULTIMOORA [21], SWARA [22], WASPAS [23], WS PLP [24] and EDAS [25]. 
Decision-making is usually connected with uncertainty and imprecise data, for which reason 
appropriate extensions of the MCDM methods have been developed by introducing fuzzy, intu-
itionistic fuzzy and grey numbers. 

In the tourism field, the MCDM methods were used for developing an improved plan for the 
upgrading of the tourism policy [26]. The application of different combinations of MCDM tech-
niques in the evaluation of the quality of hotel and tourism websites is also the topic that attracts 
scientific attention [27]-[28]. Some authors used MCDM techniques as a decision -making in-
strument in developing a sustainable tourism offer based on renewable energy resources [29]. 
There are examples of the application of MCDM methods in the cases of the selection of invest-
ment in an appropriate type of a hotel [30]. Besides, the multiple-criteria approach is used in the 
estimation of the competitiveness of tourism industries [31]. The selection of a tourism destina-
tion selection and the evaluation of the available marketing strategy in the field of tourism, too, 
were the subject matter of the application of a multiple-criteria analysis [32]-[34].

With the aim of performing an evaluation of projects directed towards the development of the 
tourism of the Upper Danube Basin area, the PIPRECIA-E method, proposed by Stanujkic et 
al. (2017), is used [35]. This method is easy to use and has a comprehensive procedure which 
could facilitate the solving of different kinds of decision-making problems. To date, it has been 
mentioned in a few papers [36]-[37], which leads us to conclude that disposable possibilities of 
this method are not fully examined and the benefits it generates are not completely utilized. Ad-
ditionally, the evaluation and selection of the optimal project for the development of the tourism 
of the considered area in light of the multiple criteria analysis is a very interesting topic that has 
not been much exposed in former research studies.
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3. PIPRECIA-E METHOD

Until now, different methods have been proposed for criteria relative significance determina-
tion. The most popular is certainly the AHP method, applied for the purpose of solving various 
business and real-world problems. Later, new methods have been proposed for the very same 
purpose, one of them being the SWARA method [22], quite simple and easy to use, applied in a 
certain number of papers [38]-[40].

Stanujkic et al. (2017) proposed the PIPRECIA method [35] as an adjustment of the SWARA 
method for application in the cases of group decision-making. In the original SWARA method, 
the list of evaluation criteria should be sorted according to the expected significance in the first 
step of the procedure. This could complicate the evaluation process very much in the cases 
when decision-making is performed by a larger number of DMs. In order to overcome the ex-
isting problem, Stanujkic et al. (2017) performed a modification, which entailed the evaluation 
of the previously unsorted list of criteria according to their significances, which represents the 
main contribution of this newly introduced method [35]. 
Together with the inverse PIPRECIA method, the PIPRECIA method represents a part of the 
PIPRECIA-E method due to its being based on a bidirectional approach to criteria weights de-
fining. The computation procedure of PIPRECIA-E is slightly more complex than that of the PI-
PRECIA method, and requires a clear explanation to respondents. The assessment of available 
criteria in both directions, from the most to the least significant and vice versa, however, only 
contributes to a greater reliability of the obtained results. The following phases that include a 
certain number of steps create the computational procedure of the PIPRECIA-E method.

Phase 1. The PIPRECIA Method

Step 1. In this step, the evaluation criteria included in the decision-making process should be 
selected, their presorting not being mandatory.

Step 2. Define the relative significance sj starting from the second criterion in the following way:
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Step 3. Determine the coefficient kj as follows:
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Step 4. Distinguish the recalculated value qj by applying the following Eq.:
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Step 5. Determine the relative weights of the estimated criteria in the following manner:
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where wj is the relative weight of the criterion j.
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Phase 2. The Inverse PIPRECIA Method

Step 1. Based on the same list of the criteria as in Phase 1, define the inverse relative signifi-
cance S'j starting from the second least significant criterion in the following way:
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Step 2. Distinguish the inverse coefficient k'j  as follows:
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Step 3. Define the inverse recalculated weight q'j  by applying the following Eq.:
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Step 4. Distinguish the inverse relative weights of the considered criteria in the following manner:
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where w'j  denotes the inverse weight of the criterion j.

Phase 3. Defining the Final Weights of Criteria

The weight w''j  of the criteria in PIPRECIA-E is calculated by applying the following Eq.:

)(
2
1

jjj www ′+=′′  (9)

where: wj, w'j  and w''j  stand for the weights of the criterion j obtained by applying the PIPRE-
CIA, inverse PIPRECIA and PIPRECIA-E methods, respectively.

4. A CASE STUDY

In order to demonstrate the applicability of the proposed PIPRECIA-E method, a real case study 
related to the evaluation of the projects for the development of the tourism of the Upper Danube 
Basin destination is carried out. The input data are retrieved from the Master Plan for the Upper 
Danube Basin Tourism Destination, drafted by the Scientific-Research Center of the Belgrade 
Faculty of Economics upon request made by the Ministry of Trade, Tourism and Telecommu-
nications of the Republic of Serbia [41]. In the mentioned Master Plan, the 9 main investment 
projects connected with the specific areas of the considered Upper Danube Basin destination 
are presented. In this paper, the four of them are selected and submitted for further evaluation.

The projects evaluated in this paper are as follows: Banja Junaković Spa, Zelena Glava (Green 
Head) Lake, Schwartzwald Ethno Village and Sports Complex and The Touristic Reception 
Complex on the Danube River. In this case, the projects represent the appropriate areas conven-
ient for touristification. The common denominator for all of them is the fact that the tourism 
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activity will be based on natural resources utilization. In the mentioned Master Plan, these areas 
are subjected to consideration from the point of view of the investor, the guest and the social 
community. On the basis of the given pieces of information, the authors of the paper perform 
their own evaluation based on the four groups of the criteria elaborated in a certain number of 
the sub-criteria. The criteria and the sub-criteria are formulated by referring to the list of the 
perspectives, criteria and sub-criteria shown in a paper by Chou et al. (2008) [42]. The input 
data relative to the mentioned groups of the criteria, sub-criteria, as well as the considered al-
ternatives, are given in the Table 1.

Criteria Sub-criteria Alternatives

G1
Geographical 
characteristics

G11 Closeness to public facilities

A1
Banja Junaković 

Spa

G12 Closeness of the competition
G13 Public security
G14 Natural resources attributes
G15 Closeness of rest facilities

T1 Traffic characteristics

T11
Closeness of highway/airport/

railway station

A2 Green Head Lake

T12 Closeness of the city area
T13 Closeness of tourist attractions
T14 Parking area

T15

Accessibility of the highway, 
the airport or another type of 

transport facilities
T16 Range of travel routes
T17 Accessibility of tourist attractions

H1 Hotel characteristics

H11 Indoor rest facilities

A3

Schwartzwald 
Ethno Village 

and Sports 
Complex

H12 Variety of restaurants in the hotel
H13 Fusion with local culture
H14 Outdoor rest facilities

H15
Possibilities of acquiring 

neighboring land

O1 Operation characteristics

O11 Sufficient human resources

A4

Touristic 
Reception 

Complex on the 
Danube River

O12 Quality personnel
O13 Land cost
O14 Legal regulation

Table 1: The evaluation criteria, sub-criteria and alternatives 

By applying Eqs (1)-(9), the local relative significance of the main criteria is determined. The 
obtained results are presented in Table 2. 

wj w'j w''j
G1 0.2660 0.2584 0.2622
T1 0.2660 0.2584 0.2622
H1 0.2217 0.2842 0.2530
O1 0.2463 0.1990 0.2226

Table 2: The local relative significance of the main criteria
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As can be concluded, the greatest significance is that of the criteria G1 – Geographical char-
acteristics and T1 – Traffic characteristics, and they would have a crucial impact on the final 
ranking order of the alternative projects.

In Table 3, the evaluation and determination of the local significances of the sub-criteria that 
belong to the group of the “geographical characteristics” are presented. The same Eqs as in 
the previous case are applied with that aim. Eqs (1)-(9) will be used throughout the numerical 
procedure.

wj w'j w''j
G11 0.2308 0.1969 0.2138
G12 0.1775 0.2362 0.2069
G13 0.1972 0.1890 0.1931
G14 0.1972 0.1890 0.1931
G15 0.1972 0.1890 0.1931

Table 3: The local relative significance of the “geographical characteristics” sub-criteria

The obtained results show that the most significant criterion is G11 – Closeness to public facil-
ities.

Next, the local significance of the sub-criteria that involve the “traffic characteristics” group is 
determined in the previously explained manner, and the results obtained are given in Table 4.

wj w'j w''j
T11 0.1481 0.1650 0.1590
T12 0.1481 0.1650 0.1590
T13 0.1481 0.1650 0.1590
T14 0.1235 0.1485 0.1381
T15 0.1235 0.1188 0.1230
T16 0.1543 0.1188 0.1387
T17 0.1543 0.1188 0.1230

Table 4: The local relative significance of the “traffic characteristics” sub-criteria

In this case, the three sub-factors share the first rank, and they are as follows: T11 – Closeness 
of the highway/airport/railway, T12 – Closeness of the city area, and T13 – Closeness of tourist 
attractions.

Now, the evaluation procedure is directed towards the determination of the relative weights of 
the sub-criteria under the “hotel characteristics” criteria group (Table 5).

wj w'j w''j
H11 0.2105 0.2390 0.2248
H12 0.1754 0.1912 0.1833
H13 0.1754 0.1912 0.1833
H14 0.2193 0.2103 0.2148
H15 0.2193 0.1683 0.1938

Table 5: The local relative significance of the “hotel characteristics” sub-criteria
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When the “hotel characteristics” are in question, the results reflect that the sub-criterion with 
the greatest local significance is the sub-criterion H11 – Indoor rest facilities.

Ultimately, the local relative significance of the sub-criteria from the “operation characteris-
tics” group is determined and presented in Table 6. 

wj w'j w''j
O11 0.2045 0.1969 0.2007
O12 0.2273 0.2362 0.2317
O13 0.2841 0.2835 0.2838
O14 0.2841 0.2835 0.2838

Table 6: The local relative significance of the “operation characteristics” sub-criteria

As results show, the sub-criteria O13 – Land cost and O14 – Legal regulation would have the 
main impact on the further evaluation process.

The global significance of the considered sub-criteria is defined by multiplying the local sig-
nificance of the criteria and the sub-criteria, and the final results are accounted for in Table 7.

Criteria Importance of the 
criteria Sub-criteria Local importance 

of the sub-criteria

The global 
importance of the 

sub-criteria

G1 0.2622

G11 0.3070 0.0561
G12 0.2262 0.0542
G13 0.1916 0.0506
G14 0.1515 0.0506
G15 0.1237 0.0506

T1 0.2622

T11 0.1590 0.0417
T12 0.1590 0.0417
T13 0.1590 0.0417
T14 0.1381 0.0362
T15 0.1230 0.0323
T16 0.1387 0.0364
T17 0.1230 0.0323

H1 0.2530

H11 0.2248 0.0569
H12 0.1833 0.0464
H13 0.1833 0.0464
H14 0.2148 0.0543
H15 0.1938 0.0490

O1 0.2226

O11 0.2007 0.0447
O12 0.2317 0.0516
O13 0.2838 0.0632
O14 0.2838 0.0632

Table 7: The global importance of the sub-criteria

The obtained relative global significance of the sub-criteria is a part of the future procedure for 
the evaluation of the given four alternative projects.
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The considered alternative projects are evaluated relative to the given sets of the sub-criteria by 
applying Eqs (1)-(9). The obtained results are shown in Tables 8a to 8d, respectively.

G11 G12 G13 G14 G15

A1 0.2529 0.2711 0.2500 0.2748 0.2504
A2 0.2483 0.2554 0.2500 0.2286 0.2504
A3 0.2483 0.2367 0.2500 0.2286 0.2265
A4 0.2505 0.2367 0.2500 0.2680 0.2726

Table 8a: The overall importance of the alternative projects  
according to the “geographical characteristics” sub-criteria

T11 T12 T13 T14 T15 T16 T17

A1 0.2853 0.2771 0.2036 0.2679 0.2561 0.2914 0.2625
A2 0.2188 0.2400 0.2380 0.2440 0.2561 0.2523 0.2625
A3 0.2298 0.2171 0.2792 0.2440 0.2561 0.2282 0.2375
A4 0.2661 0.2658 0.2792 0.2440 0.2317 0.2282 0.2375

Table 8b: The overall importance of the alternative projects  
according to the “traffic characteristics” sub-criteria

H11 H12 H13 H14 H15

A1 0.2525 0.2615 0.2224 0.2863 0.2863
A2 0.2407 0.2134 0.2224 0.2379 0.2379
A3 0.2661 0.2360 0.2459 0.2379 0.2379
A4 0.2407 0.2891 0.3093 0.2379 0.2379

Table 8c: The overall importance of the alternative projects  
according to the “hotel characteristics” sub-criteria

O11 O12 O13 O14

A1 0.2812 0.2780 0.2780 0.2500
A2 0.2544 0.2407 0.2407 0.2500
A3 0.2322 0.2407 0.2407 0.2500
A4 0.2322 0.2407 0.2407 0.2500

Table 8d: The overall importance of the alternative projects  
according to the “operation characteristics” sub-criteria

The results regarding the global significance of the sub-criteria shown in Table 7 and the results 
showing the overall significance of the alternative projects according to the sub-criteria shown 
in Tables 8a to 8d are multiplied in order to define the overall ranking of the alternative projects. 
The obtained results and the final ranking order of the evaluated projects are demonstrated in 
Table 9.

Alternative project Overall result Rank
A1 0.2638 1
A2 0.2304 4
A3 0.2313 3
A4 0.2424 2

Table 9: The overall ranking of the alternative tourism projects
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According to the results, the alternative project which is the most suitable project for imple-
mentation under the present conditions is Project A1 – Banja Junaković Spa (0.2638), which 
is followed by Project A4 – Touristic Reception Complex on the Danube River (0.2424). The 
third-ranked is Project A3 – Schwartzwald Ethno Village and Sports Complex (0.2313), while the 
worst ranked is Project A2 – Green Head Lake (0.2304).

5. CONCLUSION

This paper mainly attempts to indicate the possibilities of the PIPRECIA-E method as an in-
novative tool enabling easier decision-making in the tourism field. The applicability of the pro-
posed method is presented by reference to a real case study consisting of the four alternative 
projects aimed at developing the tourism of the four areas located at the destination of the Upper 
Danube Basin. The projects included in the evaluation process are: Banja Junaković Spa, Zele-
na Glava (Green Head) Lake, Schwartzwald Ethno Village and Sports Complex and Touristic 
Reception Complex on the Danube River. The evaluation process was based on the four main 
criteria and the 21 sub-criteria, against which the mentioned projects have been assessed. The 
final results reveal that the most suitable project which should be given a priority in implemen-
tation under the present conditions is the Banja Junaković Spa Project. The second-ranked 
is the Touristic Reception Complex on the Danube River Project, only to be followed by the 
Schwartzwald Ethno Village and Sports Complex Project, whereas the project ranked the last is 
the Green Head Lake.

In spite of the fact that PIPRECIA-E is slightly more complicated than the PIPRECIA method, 
it is very useful for application in the decision-making process, entailing the application of the 
bidirectional approach, where one and the same respondent evaluates the given data in both 
directions, i.e. from the first to the last, and vice versa. Data reliability could be verified by 
using some correlation coefficients, which now overleap because the proposed procedure of 
the PIPRECIA-E method allows that. Also, only one DM is involved in the evaluation proce-
dure in this particular case, but the proposed method is also applicable in the cases of group 
decision-making. The final conclusion is that this method could very appropriately apply in the 
processes of finding optimal solutions to real-world problems not only in tourism, but in other 
fields of business doing as well. 

The commitment of the evaluation process to only one DM is one of the main limitations of this 
paper. By involving a greater number of DMs, the obtained results would be more reliable and 
more realistic. Also, the computational process is based on crisp numbers. Bearing in mind the 
fact that input data are often imprecise due to the vagueness of the environment, the applica-
tion of fuzzy, intuitionistic fuzzy, or grey numbers is strongly recommended. In that manner, 
by introducing appropriate extensions, the final results and solutions to a considered problem 
would be better. Beside these deficiencies, the PIPRECIA-E method represents a method with 
a potential, which is simultaneously very interesting for the purposes of further scientific and 
practical observations of the possibilities of its application in various fields.
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Abstract: In this paper we will research the management of service marketing in modern tourism 
sector. The tourism market is an extremely dynamic and open system. Aiming to form and maintain 
long-term relation, the marketing of relations has to understand the users’ expectations, to get familiar 
with the user, to evaluate service processes, to get a real assessment of service quality and to manage 
adequately with relations. This is achieved through the interaction or active participation of all partici-
pants in the market, as well as by interacting with many other disciplines from which the tourism market 
collects and provides information.
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1. INTRODUCTION 

The service sector has become a dominant power of many national economies. It seems 
that there is a close connection between a level of economic development and power of 
service sector, although has not been determined whether powerful service sector leads 

to economic development or is just its consequence. It is obvious that a contribution of services 
to development of any national economy is increasing, where the services are becoming a main 
factor of increasing GDP of most countries. At the same time, users are becoming more and more 
demanding and more powerful in their relation with the service companies. They demand more 
relations and new kinds of relations. 

Adequate new marketing, known as the marketing of relations, is trying to engage a user interac-
tively in more steps, in order to create a value, later shared between the service company and the 
user. Attracting and keeping the users are the main goals in profession of relation management 
and marketing. Keeping current users is a first goal of the relations marketing. In order to achieve 
it, the service companies must be ready to notice, in time, the users who decide not to use their 
services anymore, and then to analyze their act and to plan the future activities according to the 
available information and achieved knowledge. In other words, the management of relations with 
services users has to pay attention to concrete causes, due to some users „leave” the company. 

The marketing of relations recognizes the real value for the user during longer time, where it 
tends, in the process of the value recognition, to come closer and relate closely with users. The 
users are more and more demanding, expecting higher value and benefit from services they 
buy. In their relations with service companies they intend to make more significant influence on 
decision making. It is very important for the management of service companies to perceive their 
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weaknesses in time and to overtake certain measures, primarily regarding innovative relations 
that will take a leading role in the future. The users require new relations, based on the new 
marketing, known as the marketing of relations, which create and preserve long-term, in mutual 
way useful, relations with defined group of users. 

Companies have previously organized their marketing departments and marketing planning 
around products and brands. For example, advertising campaigns, product differentiation 
strategies, product lines and brand extensions are targeted at product and brand managers. 
Resource allocation is also based on product lines. On the other hand, the user capital framework 
is targeted at users, so that, logically, marketing planning activities focus on users and drivers 
of the value of the lifetime of customer relationships. In a service-oriented world, knowledge is 
the primary source of competitive advantage [1].

Business in tourism means that different companies have to cooperate with each other in order 
to provide adequate quality of service to tourists and provide them with an adequate level of 
satisfaction [2]. It is therefore necessary to have mutual cooperation between business entities 
operating in tourism (which are different companies, organizations, associations, professional 
organizations and other entities) [3]. In this way, the exchange of products, services and infor-
mation is conducted smoothly, in order to satisfy consumers and realize the interests of the 
company, which is also a marketing concept. Enterprises engaged in tourism through the use of 
internal resources and all activities they perform affect the direction of development, nature and 
way of functioning in tourism. It is precisely in this context that the management and organiza-
tion of activities are gaining importance [4].

Marketing management is a process by which the marketing activity of a company is regulated 
[5]. This is a dynamic process because the conditions both in the economy and in the company 
are constantly changing. Consequently, it is necessary to adapt the marketing activities as a 
business function to the changed conditions of the business environment and to the new busi-
ness goals. In such conditions, marketing management is the process by which direct marketing 
activities are initiating in order to meet the needs of citizens as consumers, businesses and com-
panies in products and services with the achievement of profit [6].
 
The previously defined marketing management activity can be analytically divided into plan-
ning, organizing and controlling. At the planning stage, decisions are made about the goals, 
policies, strategies, programs and plans of marketing activities. During the organizational phase 
the organizational structure is created and the immediate activity of the marketing sector is or-
ganized. Finally, at the control stage the realization of planned decisions and the efficiency of the 
organization is measured and corrective actions are taken in the organization and functioning 
of the marketing sector of the company. The marketing management process is effective if all 
three management phases run continuously. Namely, certain phases of marketing management 
should be synchronized so as to give a synergistic effect, to complement and stimulate each oth-
er. Marketing management essentially means managing the level, „timing” and the composition 
of demand in a way that will help the organization achieve the goals [7]. 

The marketing concept in tourism requires a good knowledge of the market (all of its segments), 
which implies a continuous analysis and a planned approach [8]. The process of managing mar-
keting activities involves analyzing market opportunities (existing or potential markets), formu-
lating goals to be achieved on the market, defining the offer and allocating resources to selected 
actions, creating an effective organizational structure that will implement programs and plans 
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on the market, permanent control of the achieved results of marketing activities and the re-ex-
amination of the rationality of the undertaken actions on the market [6]. Taking into account 
the mentioned marketing management elements, it is noticeable that this process should first of 
all enable the identification of market opportunities, their compliance with business operations 
and the creation of a program of actions to take advantage of distinctive competence in order to 
create a relatively lasting competitive advantage on the market.

2. DEVELOPMENT AND MARKETING OF SERVICE ECONOMIES

The service sector continues to dominate in high-income countries, accounting for nearly 70% 
of GDP in 2017. Its share in GDP also increased in less developed countries – in upper mid-
dle-income countries from 50.0% to 55.6% and in lower middle-income countries from 46.8% 
to 49.6% in the period 2010-2017. Even in low income countries, services account for nearly 
40% of GDP [9]. 

The International Labour Organization points out the correlation between the number of work-
ers in service sector of the country and its economic development. High developed economies 
have been connected with high percentage of workers employed in the service sector (UK 
80.5%, the United States 79.5%, Canada 78.4%, Australia 78.3% in 2017). In the EU this in-
dicator ranged from 48.0% in Romania to 87.1% in Luxembourg. The lowest level of service 
employment is in the least developed countries, such as Somalia (6.2%) and Burundi (6.1%) [10]. 

Although it has traditionally been considered that the service sector has substantially strength-
ened in recent years, this may be limited by additional information [11]:

• Accuracy level, by which the statistics on the service sector were recorded, was generally 
poorer than for the production and the primary sectors. System of economic branches 
segmentation (SIC - Standard Industrial Classification) for a long time had not separated 
the service sector in detail as industry or agriculture. Many service sectors had not been 
classified precisely in some of groups, which had hindered a complete insight on the sector. 

• Non-material characteristic of services hinders their measurement, especially in case of 
international trade. While the courses of material goods through ports can be easily meas-
ured, trade courses connected to services measure much harder. Furthermore, faults in 
method the governments collect statistical data increase an imprecision of many branches. 

• Development of service sector can reflect a direct influence of the method the statistical 
data collect by, and not the increase of real level of service activities. In many produc-
tion organizations, employees in service branches, like catering, transport and distribution 
count as the employed in production. Where a cook is employed in production, the results 
and employment are credited to production sector. However, often phenomenon during 90’s 
was that the production companies hire many of these service activities from the external 
contractors. Where such contracts sign with the external party, the employment is credited 
to the service sector, which makes this sector bigger than it is, although do not produce ad-
ditional services – they are only surpassed from the production to the service sector. 

Marketing, as a business philosophy of intensive production, in center of its interest puts the 
analysis and introspection of all problems which refer to turnover and sale of goods, from a pro-
ducer to a consumer. Traditional definition of marketing was given by the Chartered Institute of 
Marketing: A process of management by which efficiently and profitably determine, anticipate 
and fulfil the needs of consumers [12]. 
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The marketing concept has occurred for the first time in countries with relatively better sources, 
in which existed a tough competition among the suppliers. Generally, adopting marketing in the 
service sector has occurred later, mostly due to the effects of significant public monopolies and 
existence of professional associations and agreements, which have, until recently, limited mar-
keting activities of numerous service organizations. Accordingly, it is significant to understand 
the marketing orientation. That is to say, it should contain three important components [6]: 

• Orientation toward users – means that the organization has enough awareness on its 
target buyers, which provides a creation of added value. Here are advantages for buyer, 
meaning that prices should fall or quality should improve. Orientation toward users 
requires that the organization realizes a value which user requests, not only for today, 
but also in the future. 

• Orientation toward competition – defined as an idea of the organization on short-term 
advantages and deficiencies, but also on long-term business opportunities and strategies 
of present and potential competitors. 

• Cooperation between sections in enterprise – refers to a way the organization uses its 
assets in creating higher value for its target users. Many individuals in the organization 
have responsibility to create value, not only staff employed in marketing, and marketing 
orientation requires that the organization uses and efficiently gathers its human and 
material resources to adjust it in a way to fulfil the needs of users. This aspect of mar-
keting is essential for the services sector, where production and consumption are two 
inseparable processes. Accordingly, the accent should be put on significance of users’ 
needs satisfaction through connection of marketing, human resources management and 
working operations management. 

The marketing orientation implies that the enterprise in economy exists with its basic purpose 
to satisfy certain needs. With development, the enterprise changes its production program an-
ticipating the changes in market segment’s needs, which it settles [6]. It uses for description of 
basic business philosophy the organization, as well as techniques it uses. As the business phi-
losophy, marketing puts users in the center of every business consideration [13]. 

Basic values, like request for determination of changeable needs of current users and neces-
sity of constant search for new market possibilities, have been built-in all marketing-oriented 
organizations and cover all aspects of organization activities [14]. In fast food retail trade, a 
training of service staff must emphasize those items – like clothing standards and speed in 
service providing – which was founded as something what users appreciate the most. The staff 
manager, by his policy in staff selection, must hire those who satisfy the users’ needs, not those 
who work for the least assets. One of the basic roles of the staff management is to adjust number 
and structure of human resources with planned size and structure of business [15]. Thereby, it 
is not enough that the organization only sets up the marketing manager or to find the marketing 
section in the firm. Observed as a philosophy, the marketing represents the employees’ state 
of mind, which permeates the entire organization. At the same time, it is necessary to create a 
business ambience, stabile and simultaneously stimulating for all economic participants, who 
cling to the market rules [16].

The marketing orientation is connected with wide set of techniques. For example, the market 
research is a technique for revealing the users’ needs, while advertising is a technique for trans-
mitting the message on service supply to potential users. However, these techniques lost most 
of their values if they are conducted by the organization which has not completely adopted 
the marketing philosophy. The marketing techniques contain also price determination, design, 
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communication and distribution channels, as well as new products development. Service com-
panies can represent themselves as the marketing-oriented, pointing out that their users come 
first, but it can often be noticed there that the marketing is frivolous, on which the following 
signs call attention: 

• opening time, projected in a way to suit to the interest of employees, not the users (often 
in public services);

• administrative procedures which alleviate the firm’s activities, but not for their users;
• parking spaces – the best for employees, not for the users;
• advertising which aims at satisfying the firm’s manager, not at recognizing the needs 

and aspirations of potential users. 

3. BASIC FACILITIES OF CONTEMPORARY TOURISM

Modern tourism has many functions that are interconnected, making it an indivisible whole 
that has a great impact on both the economic and the overall social life. The basic functions or 
effects of the tourism market can be divided, in principle, into two basic groups: 1) economic 
or primary functions of tourism, and 2) non-economic or secondary or consequential functions 
of tourism [17]. Economic functions of tourism (tourism market) are reflected in the following:
• The impact of the tourism market on the tourism economy

When it comes to the economic functions of the tourist market, it is taken into account that 
the country has developed activities such as: catering, transport, trade, tourist agencies, 
as well as activities that directly and indirectly participate in meeting the needs of domes-
tic and foreign tourists (different industrial branches, agriculture, construction, etc.), and 
to achieve tourism spending. Tourist consumption of domestic and foreign tourists has 
a strong reflection on all activities that make up the tourist market as a complex system. 
There is a pronounced interdependence between the realized tourist consumption and the 
development of certain activities of the tourism industry. Tourist services, which in terms 
of quality, price, quantity and other elements are adapted to the demands of tourists, greatly 
contribute to higher tourist consumption. In the last several years, a large number of tourist 
destinations are trying to develop other tourist services (entertainment, recreation, sports, 
education, etc.) in addition to basic tourist services (accommodation, food, transportation) 
due to changed tourism demands. In recent years, there has been a growing tourism de-
mand for   these other tourist services, which have recorded the most intensive development.

• The impact of the tourism on gross domestic product
As a service activity, tourism does not create material goods, and therefore does not create 
a social product such as industry and agriculture, which are production activities. In the 
case of domestic tourism there is a redistribution of income, which is at the disposal of 
tourist demand, from one area to another, of the state territory. If it comes to the develop-
ment of foreign tourism, the available money spent by foreigners directly affects the in-
crease of GDP and national income. This is income generated in the countries from which 
tourists come and through the consumption of tourists to the domestic economy. Since a 
tourist is not a tax resident in the country in which he is spending money, he is entitled to 
a VAT refund when he leaves the country.

• The impact of tourism (tourism market) on employment
Tourism is a labor-intensive activity, because, due to the character of services (direct contact 
with consumers) it is impossible, as in some other activities, to perform a more significant 
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scope of automation. This primarily applies to activities that comprise the complex structure 
of tourism, but to greater employment comes in a range of indirect activities and activi-
ties for which the tourism market represents a secondary market for the placement of own 
products and services. It means that the development of tourism in a given area provides a 
significant opportunity for direct employment in the activities of the tourism industry (ac-
commodation, food, transportation), but also in the activities that are involved in tourism in 
the indirect way - industry, construction and agriculture.

• The impact of tourism (tourism market) on the development of underdeveloped areas
Whole territories of some countries have managed to develop faster thanks to tourism 
(the tourism market), which was the driver of their faster development. This also applies 
to many places and regions. Italy can serve as an example, as it has invested heavily in the 
development of tourism in the south of the country (including Sicily), in order to speed up 
the overall economic development of that part of the country through tourism. With the 
development of tourism, Greece has improved its underdeveloped islands.

• Indirect impact of tourism on the economy
Agriculture, industry, construction and other activities through tourism (tourism market) 
expand their markets for the placement of their products. For example, agriculture places 
a significant part of its products on the tourism market [18, 19]. The furniture industry, 
carpet, glass and various other equipment takes part in the construction, maintenance and 
supply of various tourist facilities. Construction is building new tourist facilities. In this 
way, within a territory, the market is expanding and it gives the chance to the entire na-
tional economy to place its products as part of a tourist offer. Tourist spending, generated 
by foreign tourists, is a financial asset that has additional effects on the national economy. 
These funds circulate through a large number of economic transactions of a country. They 
are directed to all activities that make up the tourism market as a complex system, as well 
as other activities that are indirectly related to tourism. If the state is more developed and 
less dependent on the import of goods necessary for a normal reproduction process in 
tourism, the financial effects are higher.

Non-economic functions of tourism can include: 1) health function, 2) fun, 3) cultural function, 
4) social function, 5) political function.

The basic elements of each market are: market entities, exchange facilities and prices. The mu-
tual effect of these elements in space and time (the relationship between supply and demand as 
entities, goods or services as exchange objects and prices as a monetary value expression) shows 
some specificities in certain markets. In a commodity economy, each market can be defined as 
„the universality of the supply and demand relationship”, or as a form of exchange of goods or 
services through money [17]. The market exists in those situations where „customers wanting 
to exchange a product or service for their money come into contact with a bidder who wants to 
get money for their product or service.” [20]. 

The market is a set of people who as individuals or organizations have needs for products and 
who are sufficiently prepared and authoritative to buy the product. In order to give a set of peo-
ple a market, it is necessary to fulfill four requirements [21]: 1) people who make up a meeting 
need a product for the market to exist, 2) they must have the ability to buy a product, or have 
the purchasing power, 3) they must be ready to use their purchasing power, and 4) individuals 
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in the group must have the authority to buy a specific product. The mutual effect of the given 
factors confirms that the market exists in the function of exchange, that is, realized (placed) as 
a destination of the competitive struggle of goods or services. 

According to its constitutive elements, the tourism market does not differ significantly from 
other commodity markets. It has its own entities (tourist offer and demand), an exchange facility 
(product or service) and a price. In addition to the basic market entities, there are intermediary 
factors that bring the two elements into interconnection. The ratio of supply and demand in the 
tourism market is conditioned primarily by the price of goods and services as the dominant 
factor of influence, but not the only one. 

Due to its specificity, the tourist market is also called the special type market - „sui generis”. 
Until recently, the very high seasonal concentration of tourist traffic influenced (and still affects) 
the uneven use of tourist offer capacities, causing a number of side effects that are accentuat-
ed by the impossibility of storing tourist services due to the simultaneous development of the 
process of creation and consumption. There is also a growing presence, or an increase in the 
heterogeneity of the users of „small tourism” - excursionists, transiters and small-sized traffic. 
Contrary to the uniqueness of tourist demand in relation to the complex of tourist services, there 
must be time and space harmonization of the participants of the tourist offer. Tourist demand 
is moving towards tourism, but not vice versa as on the commodity market. This is due to the 
connection of the tourist service to a certain area and its characteristics [22]. 

A tourist consumer must be the starting point and goal of any business operation of a hotel or 
restaurant. In order to improve the development of tourism and the competitive position of the 
tourist offer on the international market and to attract as much foreign tourist spending, the re-
ceptive countries are implementing a number of incentive measures [23]:

• stimulation of the development of foreign tourism - increased financing of promotion 
of tourist offer abroad, abolition of visas and passports, simplification of border proce-
dures, customs relief, extension of international insurance policies, application of inter-
national recognized standards and standards for quality of services and categorization 
of tourist facilities, control and harmonization of prices with quality of services, more 
efficient ecological protection and improvement of tourist areas, introduction of special 
exchange rates for foreign currencies, tourist vouchers, etc.,

• creation of preconditions for more efficient valorization and tourist functioning of the 
space - development of appropriate spatial plans of tourist zones and sites, defining an 
adequate land policy, reconstruction and construction of infra and suprastructural facil-
ities, training of potential zones and sites for tourist construction, etc.,

• encouraging investment in the development of tourist offer - securing greater funds for 
lending investments, approving favorable loans for the modernization of existing ones 
and building new supply elements, encouraging foreign and joint investments, tax and 
land relief for investors, encouraging the private sector to invest in tourism, etc.,

• stimulating the export of various goods and services through tourism (export premiums 
and facilities),

• formulation of an appropriate model of tourism policy - determining and delineating the 
competencies of central state bodies, joint business associations and national tourism 
organizations and defining competencies, organizational arrangements and responsibil-
ities of regional and local authorities.
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4. MARKETING MIX OF SERVICES

The marketing mix is a set of techniques which the organization uses for shaping its supply 
for users. Experts for marketing are familiar with the “4P” concept (product, price, place and 
promotion). First analyses, published by Borden [24] on marketing mix elements were based on 
production industry research in the moment when the significance of services for the econo-
my has been considered relatively poor. Nevertheless, recently, the “4P” of the marketing mix 
performs some limitations in its application to services. Concrete problems which limit their 
usability are:

• Non-material character of services is anticipated in most of marketing mix analyses. For 
example, the production mix is often analyzed in sense of physical design characteris-
tics, which is not relevant regarding the services.

• Price element anticipates a fact that many services are produced by the public sector 
without any price for users.

• Mix promotions with the traditional „4P” principle do not succeed to comprehend that 
services promotion happens in consumption places and is performed by staff which pro-
duce the services, as distinguished from the situation with goods which mostly produce 
far away from users, where the producer has no contact with users and is not engaged 
in promotion of goods it produces. In bank sector, a method of creating the service is an 
essential element of total service promotion. 

As appear ambiguities in meaning of some of these four marketing mix elements, this list does 
not manage to comprise certain number of key factors, which the marketing managers in ser-
vice sector use for projecting the services. Concrete problems appear with:

• definition of the quality concept in non-material services and determining/measuring 
the elements of the marketing mix, which can be controlled for making high-quality 
service,

• significance of people, as an element of service product, as producers and users, and
• distribution of elements of significance to non-material services.

These deficiencies have brought to the adjustment of the marketing mix in a way more applica-
ble in the service sector. Besides four traditional elements of marketing mix, this frame includes 
also additional elements: humans, physical environment and process. Thereby, the marketing 
mix frame for services, well-known in literature as the “7P” was created (Figure 1). 

Figure 1: Elements of marketing mix for services – “7P” [25]
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A need for this extension is a consequence of high level of direct contact between firm and buyer, as 
well as a fact that a process of providing service is mainly visible, owing to simultaneous production 
and use. The principle of expanded marketing mix (along with the traditional marketing mix) refers 
to division of service supply to a certain number of integral parts and their arrangement in the field 
that cannot be controlled during the strategic decisions making. The decisions connected to one ele-
ment of the mix can be made only by taking into consideration all other elements of the mix, in order 
to get sustainable positioning of the products. The significance which credits to every element of the 
extended marketing mix will depend from each service individually. Regarding highly automated 
services, a human element will not have such significance in the marketing mix as distinguished 
from the business in which is expected an intensive human engagement (like restaurant). A brief 
review of these integral parts of the marketing mix services is given below. 

Product. After the initial hesitation, the most of marketing managers today speaks gladly about 
non-material services as the product. Therefore, the bank account, insurance policy and tourist ar-
rangements are often called the products. The decisions on the services marketing mix the marketing 
expert is facing with, can be very different from those regarding products. Pure services can be 
defined only with application of depicted factors of the process, and not by material description of 
the results, whereat the quality is becoming a key element in defining the product. Other elements 
of the production mix, as design, reliability, image, brand and range of products, can sound familiar 
to those which deal with goods, but regarding services also have different roles. There are important 
differences among products and services, because the development of new service cannot be protect-
ed by a patent. 

Price. It is one of the marketing mix instruments, which, used individually or in combination with 
other elements, should provide implementation of business goals. The prices mix contains the stra-
tegic and tactical decision on average prices which charge, by giving discounts, payment terms and 
price adjustment to various groups of users. These are similar things to those the expert for products 
marketing faces with. Differences, however, occur when non-material character of service can mean 
that the price itself becomes very important indicator of quality. 

Promotion. The traditional promotion mix contains various methods of transferring the message 
to the potential users on service’s usefulness. The mix traditionally divides on four main elements: 
advertising, sale promotion, public relations and personal sale. The services promotion must often 
put a special accent to increase of obvious material character of services. Also, in case of the service 
marketing, employees in production often become the essential element of the promotion mix [11]. 

Place. Decisions on location refer to alleviation of the potential users’ approach to the place in 
which the service provides. The decisions on location can therefore contain the decisions on physical 
location (as in case of the hotel location), the decisions on which mediators to use in providing the 
service (whether the shippers use tourist agents or sell their arrangements directly to travelers) and 
non-location decisions which use in order to make the service more available (for example, using a 
telephone delivery). Regarding pure services (where is not present a material product), the decisions 
on physical transfer method do not have any strategic meaning. Nevertheless, most of services relate 
on transfer of certain goods in some form. Those can be materials necessary for making the service 
(i.e. travelling brochures or fast food packaging) or the service can have its purpose in goods trans-
portation (all kinds of traffic and shipping services).

People. People are the essential element of the marketing mix in most of services. In the service 
sector, however, everybody is partially a “seller”, while their actions have enough direct influence 
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on impression that makes among the users. Although the significance credited to human resources 
management in quality improvement regarding production companies’ work increasingly raises (for 
example, by development of quality circles), planning of people prefers much bigger importance in 
the service sector. It is especially of importance with those services where employees have high in-
teraction level with users [11]. For this reason, it is of essential importance for service companies to 
clearly determine what they expect from their employees in work with the users. In order to achieve 
a specific standard, methods of employment, training, motivation and rewarding of staff cannot be 
considered only as the decisions connected to labour – those are significant decisions of the market-
ing mix. Planning of people within the marketing mix also refers to development of cooperation pat-
tern among the users, what can be very important where service consumption performs publicly. As 
regarding the people planning in production, the marketing management must design the strategies 
for realization of favourable relations between its users – excluding, for example, specific groups and 
creating the physical environment which has an effect on users’ behaviour. 

Physical environment. Non-material character of service means that the potential users cannot eval-
uate the service before they buy it, which increases the risk connected to a decision to buy it. The 
important element of marketing planning is to decrease this risk level, thereby to offer a material 
proof of service character. This proof can have more different aspects. In its most simple form, the 
brochure can describe important elements of service products (brochure on travelling provides hotel 
pictures). The look of employees can point out to a service characteristic – neatly dressed employee 
points out that the company in whole does business with attention and to take care on their users. The 
buildings also use to provide a proof on service characteristic. 

Processes. Production processes are most often of small significance to users of produced goods, 
but often of great importance to services users with many contacts, where the users observe as par-
ticipants in the service production. Performances of service vary from one firm to another. In the 
service sector, it can be described as the total service quality, which reflects in user’s satisfaction. In 
that way, responsibility for the total quality cannot be separated to closely defined services section, 
but becomes a concern of all employees - those directly employed in the organization and those in 
suppliers rank. 

Literature on the service marketing has developed after the literature on product’s marketing. During 
the development many already existing manufactured metaphors for services description were used, 
as well as terms as inputs, analysis, outputs and productivity. The initial phases in services research 
have deliberately drawn a parallel between material goods production and non-material services de-
livery. However, the manufactured metaphors are not of any use when the marketing managers have 
to recognize the unique human aspects in comparison with non-living inputs, which can be stored for 
months (while the first can become dissatisfied after few minutes of waiting in line). 

5.  SERVICES MARKETING AS AN ELEMENT  
OF NEW MARKETING OF RELATIONS

The users are becoming more influential in their relations with the service companies and seek 
for new relations based on the new marketing, known as the marketing of relations. It’s clear and 
distinctive characteristic is cherishing long-term mutually useful relations with defined group 
of users. As distinguished from that, in transaction marketing, the relations base on keeping the 
current users, and just then, on attracting new ones, taking into consideration understanding, 
foreseeing and satisfaction of the users. 
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The marketing of relations tries to engage users in many ways, in creating added value, looking 
for new ways in realizing new benefit for a user, and then, such obtained value shares between a 
producer and a user. It recognizes a key role which users have, not only as buyers, but in defin-
ing the value they want. Formerly, the companies had tended to find and provide the value which 
had been observed as a “product”. In the marketing of relations, a user helps service company 
to provide a set of values he desires, so there is expected from the company to plan and adjust 
its business processes, communication, technology and employees to realize a value the user 
wants. Purpose of the relations marketing is to create relations chain within the organization, 
aiming to get the value the users desire and, naturally, between the organization and its users. 
Stated characteristics of the relations marketing suggest that it is defined by relations, interac-
tivity and long-lasting period. 

This kind of marketing activity can be considered by relation management which creates, de-
velops and maintain a network whose part is a service company. The service company and the 
users realize bilateral and multilateral activities in order to get a value, especially through a per-
sonal communication. Aimed to create and maintain the relations, time is necessary. Short-term 
relations in whom the users come and go are generally more expensive than long-term relations 
in the service sector. The marketing budget for attracting the user and stimulation of potential 
users to accept the company’s promises are often very generous, so it is more important to focus 
at education and up keeping of long-term relations with the users. The marketing of relations 
must find and solve the concrete problems, which mean to understand the user’s expectations, 
to meet the users, to evaluate service processes, to determine a real quality of service and to 
manage adequately by relations with its users [26]. 

6. MANAGEMENT OF THE USERS’ EXPECTATIONS

Marketing professionals must devise their own activities in terms of expressing faith and respect 
for the public, responsibly and honestly, with care and consideration of the needs and character-
istics of people, the environment and society [27]. The goal of the marketing is to make contacts 
with outer actors, primarily a competition and clients, which have undependable existence. A 
survival of the enterprise by itself depends on how well management adjusts to the market con-
ditions, which have been under the influence of numerous market actors’ activities [28]. 

Understanding the expectations of users is a precondition of providing high-quality service. 
A scope of their expectation can be shown in five dimensions of service, of which is everyone 
equally important [29]:

• Reliability. The users expect of the service company to provide desired service precisely 
and persistently, which refers on promises up keeping in providing services and keeping 
up the reputation.

• Appearance. Physical appearance, like equipment or employees’ appearance is one of 
the factors by which the users evaluate the service company. Material stuffs have an 
effect on perception on service quality, giving a direct signal on nature and quality of 
the service, and indirectly, offering its physical aspects in service provision. The users 
expect all of these aspects to be in accordance to those promised, and to have certain 
quality level. 

• Readiness. The users appreciate the company’s readiness to provide service fast and 
efficiently, as well as the responsibility, which means that it will inform the users on 
service characteristics before, during and after the service purchase. 
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• Confidence. This dimension of service is a consequence of knowledge, kindness, ex-
pertness of employees and their abilities to make a trust between the users. 

• Sensibility. The users want to be understood by the company. Therefore, they expect 
attention and communication at the level they can understand and a person who will 
listen to them. 

Owing to that the services characterize by heterogeneity, the consumers learn to expect a vari-
ance in service delivery from one to the other location, even from the same provider within the 
same time period [30]. The consumers, which accept this variance, develop a tolerance zone, 
which refer to a difference between desired and adequate provided service. 

Accordingly, the expectations of user, linked to services, have two levels: desired and adequate 
[29]. The desired level of services is a service for which the user hopes to get it, while the ade-
quate level of services is the one that the user considers acceptable. It is partly based on evalu-
ation of the user what kind of service is going to be, i.e. of „anticipated service”. Separating the 
desired and adequate service we get the tolerance zone (Figure 2). 

Figure 2: Model of consumers’ expectations [31]

The tolerance zone is expanding and contracting, like an accordion, following these two service 
levels. As the users consider the reliability as a service essence and have bigger expectations for 
this aspect, it seems that they are at least ready to low the expectations threshold of this aspect. 
Therefore, the tolerance zone of service reliability will decrease in time and desired and ade-
quate levels of the service will probably increase. 

The users’ expectations on adequate service are under the influence of concrete conditions and 
circumstances, so they are more changeable than the expectations on desired service. The most 
important factors, which have been susceptible to the users’ expectations on acceptable service, 
are a number of possible alternatives and urgency of service. If the users consider they have 
other opportunities of getting the desired service, then their tolerance zone will be lower than if 
they have no other opportunities. 

In order to find good solutions, the company managers must take into consideration the influ-
ence of the expectations of users on their services and comply with the following: 
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• The service company has to show that it does business fairly. In that case, it can increase 
the tolerance zone of its users. That will require full attention for clarifying the services 
business policy, so the company must substantially listen and pay attention to the users’ 
attitudes and desires. 

• Providing the service correctly first time, the company earns the users’ trust at start, 
in their eyes it is serious and reliable, it can be lean on with confidence and certainty. 
The companies which do not succeed, at first, to sell the essence of service they offer, 
disappoint the users in the most direct way. The managers must introduce the value 
system “do it properly the first time”, setting up the reliability standards, training the 
employees on reliable way of business and setting up the “reliability conditions’ during 
the evaluation of concrete services, in order to decrease a failure possibility. 

• The companies must keep up their promises. The service companies will have a bigger 
chance to fulfil the expectations of users, when their promises reflect a service which 
really provides, and not idealized version of service. The look of a hotel room and qual-
ity of water, for example, contribute to positive and negative impression on the hotel’s 
service quality. 

• There is expected from the service company’s manager to motivate and to train the 
employees to become efficient service providers. It implies: 1) recruitment of perspec-
tive employees and their training in skills and communication techniques; 2) providing 
employees to make decisions and to be creative in their reactions to users’ needs; 3) 
measuring the employees’ potential to provide excellent service; 4) financial rewarding 
of best provider and career progress. 

• The managers must understand that the real relation development with the users is pri-
marily a mean by which the service companies increase their users’ tolerance zone. It is, 
maybe, the most important consequence for the management of the users’ expectations. 
The relation with the users gives the companies a credibility factor, which stimulates 
the tolerance among the users. 

Each service system based on relation must be projected in accordance with determined re-
quirements, in the following way: 1) the users must have an approach to the service when there 
is a need for it; 2) communication between the company and the user must be flexible and quick; 
3) besides the flexibility of service to users, service companies must have all possible instru-
ments at disposal: information, communications and approach to service delivery. 

Development of information technology has enabled a wide range of tools and services that 
improve business in tourism [32]. Progress made in IT during the twentieth century has led to 
the emergence of new technologies that transmit and process information about the market and 
users, which in turn leads to a better understanding of the needs of users and greater ability to 
offer adequate services, thus attaining quality relationships with users.

7. CONCLUSION

In order to educate and maintain a long-term relationship, marketing relationships must under-
stand user expectations, familiarize users, evaluate service processes, get the right assessment 
of service quality and adequately manage customer relationships. The impetus for work in the 
field of marketing of relations can be the quality of the service. Service companies must be 
ready to see those users who leave them, and then analyze, based on the information received, 
why this happened. Managers are expected to ensure that the entire organization understands 
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the importance of retention of users. Namely, by introducing incentives, planning and properly 
financing business activities, it is necessary to encourage employees to minimize errors. More 
importantly, managers must use errors as a means of continuously improving the quality of 
services they provide to users. 

Previously, companies sought to find and deliver the value that was viewed as a „product”. In 
marketing relations, the user helps the service company to provide a set of specific values   that 
the user wants, and the company is expected to plan and adapt its business processes, commu-
nication, technology and employees to achieving the value that the user wants. The marketing 
relationship recognizes which is the true value for the user over a long period of time, while in 
the process of recognizing this value, it tends to get closer and more and more firmly connected 
to the users.

Development of information technology has enabled a wide range of tools and services that 
improve business in tourism. The accelerated progress made in IT during the twentieth century 
has led to the emergence of a wide array of new technologies that transmit and process informa-
tion. These technologies greatly increase the ability of the service company to explain and share 
information in a number of ways, enabling the collection and storage of numerous information 
about the market and users, which in turn leads to a better understanding of the needs of users 
and greater ability to offer adequate services, thus attaining quality relationships with users. 
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Abstract: Having in mind the complexity of the tourism business, the specific characteristics of the 
employees in this domain, and the practice of managing them, the goal of this paper is to establish the 
employer brand as one of the efficient managerial tools for overcoming the problem of attracting and 
keeping employees in tourist companies. Taking into account the insufficient research regarding this 
issue in our practice, the intention of this paper is to clearly highlight this issue and show how greatly 
important it is for improving success of tourist companies.

Keywords: Employer brand, tourist organization, competition advantage, human resources

1. INTRODUCTION

The main challenges with which tourist companies are faced daily are: how to attract and keep 
good-quality employees; how to continuously improve their skills and update their knowledge, 
which quickly becomes out of date; how to have motivated and satisfied employees, which is 

what clients’ satisfaction depends on. The challenges become even more complex when it is the question 
of competent managerial staff capable of creating and implementing efficient strategies for managing 
human resources, and who also must be attracted to and kept in the company. In order to tackle the 
above mentioned challenges as efficiently as possible, tourist companies must first and foremost have 
a developed organizational culture which promotes the development and importance of the human fac-
tor for achieving competitiveness on the market i.e. corporative values, attitude and position that see a 
good-quality worker as a condition for realization of good-quality tourist service and achieving success 
of the tourist company, and then to use such culture as the basis for creating programs for attracting, 
developing and keeping managerial and other staff. By making great investments into such programs, 
by creating and implementing innovations into these processes, many tourist companies have become 
desired employers: Ritz-Carlton, Marriott, TripAdvisor, Airbnb.com. Employer branding has become a 
proven efficient means, tool for attracting, developing and keeping good-quality employees, and it signif-
icantly contributes to the business success of tourist companies.

Starting from the strategic importance of employer branding, the main goal of this paper is a comprehen-
sive view and conception of employer brand as an important tool for achieving business success of tourist 
companies. The primary goal of this paper is to perceive and establish the importance and currentness 
of employer brand, complexity of its connection to business success, ways of measuring, key activities 
and instruments for its strengthening, problems and level of development of this practice among tourist 
businesses. Employer branding in the domain of tourism is not a sufficiently researched issue, hence this 
paper presents an attempt not only to validly highlight this problem but also to offer purposeful revela-
tions based on which it will be possible to change the approach to this problem in our country.

1 University Educons, Vojvode Putnika bb, Sremska Kamenica, Serbia
2 University Educons, Vojvode Putnika bb, Sremska Kamenica, Serbia
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2. THEORETICAL APPROACH TO EMPLOYER BRANDING IN TOURISM

Employer branding is a relatively new method whose essential idea is to apply the principles of 
product and service branding to employer branding. Among the first authors who analyzed this 
problem are Ambler and Barrow, who analyzed it on the examples of 27 companies in Great Brit-
ain. They indicated the possibility of applying the techniques of product and service branding in 
the concept of human resources management, and they indicated that employer branding is as 
important as product and service branding for achieving competitiveness [1]. Ambler and Bar-
row point out the fact that employer brand is connected to developed corporative culture, which 
influences the loyalty of the employees and their intention to stay in the organization. They 
define the term employer brand as a package of functional, psychological and economic bene-
fits which an individual gets by becoming an employee of a certain company [1 p.187]. In their 
work “Conceptualizing and Researching Employer Branding”, the authors Backhaus and Tikoo 
define employer branding as the process of creating unique and recognizable employer identity, 
and employer brand as the concept which sets the employer apart from other employers, from 
competition [3 p.502]. The author Edwards Martin defines employer brand as the process of iden-
tifying an employer as a desired one when one is looking for employment, taking into account 
both material and nonmaterial awards and possibilities which the company offers its employees 
[6 p.7]. The theoreticians Zhu Fei, Zhen Wang, Qiushi Yu, and Yu Li define it as the process of 
presenting the organization as an employer on the work market by establishing a recognizable 
image among the potential and current employees [11 p.934]. The theoreticians Berthon, Ewing, 
Hah [5 p.153], Reis and Braga [9] say that it is the process of presenting a company as a desired 
workplace. Ahmand and Daud [2] define it as something that represents an organization’s striv-
ing to present a company to its current and potential employees as a tempting workplace. The 
authors Srivastava and Bhatnagar [10 p.26] define this term as a long-term strategy designed 
to maintain a steady flow of skills within a company. Barrow and Mosley [4] sum it up as the 
company’s reputation as an employer and the definition of its value postulates that it offers its 
employees. Fernandez Lores, Gavilan, Avello, Blasco [7] define it as the process of employer’s 
differentiation on the work market with the goal of becoming competitive, as well as the actions 
taken in order to attract, recruit, select and keep the employees.

The common denominator in all definitions of employer branding can be summed up in the 
following: it is the ability of a company to attract, engage and keep good-quality employees 
in order to secure the growth and the realization of future strategic goals. When considering 
different authors’ definitions, it can be noticed that employer branding is a process that goes in 
two directions. One is turned inwardly, towards the current employees, and its goal is to keep 
them, to ensure their satisfaction, motivation, productivity, seeing them as the best and biggest 
promoters of the company they work for; while other is turned outwardly, towards potential 
employees. The essential goal of employer branding is to create the idea that the company is a 
good-quality workplace, in the minds of both the employees and the potential candidates on the 
work market. Considering the relevant literature from this domain, it can be concluded that the 
research of the concept of employer brand can be categorized into several frames: marketing 
frames [1], human resources management frames [19], the frames of the theory of human capital 
[22], and approach based on resources [20], [21].
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3. THE IMPORTANCE OF EMPLOYER BRANDING IN TOURISM

The theoreticians and practitioners in this domain explain the enormous importance of this 
tool by indicating numerous benefits which companies get from having a developed employ-
er brand: fewer employees want to leave the organization, bigger value of human capital and 
bigger motivation of workers [8]; attracting and keeping talented human resources becomes an 
important source of sustainable competitive advantage, easier management, focusing on priori-
ties, it contributes to the productivity increase and constant flow of talented candidates through 
the company [9], bigger rate of keeping the employees, especially those with developed skills, 
ability to attract the best candidates on the work market [1]; built trust in management and better 
interpersonal relationships within the company, lesser employees fluctuation and lower costs of 
employment, which reduces the total business costs and increases the possibilities for investing 
into human resources and further development of employer brand.

According to the leader in the domain of employer branding, the company Universum, the 
importance of the developed employer brand for an organization consists of: greater possibility 
to choose good-quality candidates, greater possibility for simpler placement of products and 
services, easier growth and progress in future, 50 % lower costs of employing new workers 
and 28 % lower number of resignations. Through the concept of employer brand development 
a company has the possibility to define its position on work market in order to improve itself, 
to obtain the key information for employer brand development: why would the candidates want 
to work for us, and not for someone else; what does the company need to do in order to become 
recognized as a good employer; where do we stand compared to the competition; how can we 
improve our offer to the employee; how does attracting talents and good-quality employees 
influence our productivity? The research done within the company Universum in 2018, which 
included over 1000 HR managers, marketing managers, recruitment managers in over 41 coun-
tries, indicated the key trends in the domain of employer branding [13]: There has been a notable 
increase in the number of leading employers including ‘Inspiring Purpose’ and ‘Innovation’ in 
their Employer Value Proposition; Employer brand differentiation is the most commonly stated 
objective among the World’s Most Attractive Employers; Social media and digital advertising 
are still the two leading areas receiving increased investment.

The enormous importance of the employer brand concept was also indicated by the Linke-
dIn research from 2016 [14] on attracting and keeping employees, “Global Recruiting Trends”. 
When it comes to attracting employees, the research shows that 75% of candidates research the 
potential employer’s reputation and brand before they apply for a job, 83% of employers have a 
high awareness of the importance of employer brand and think that the brand highly influences 
the ability to employ talented candidates. Also, 83% of employers categorize employer brand 
as a business strategic activity and priority. 69% of candidates would not accept a job within 
a company with a bad reputation even if they were unemployed. When it comes to keeping 
employees, the research shows that the rate of leaving the company after 6 months of work is 
40% lower if a company has a developed employer brand. 83% of candidates would leave their 
current position in case they were offered a job within a company with a better reputation and 
organizational culture. According to this LinkedIn research, a special importance of employer 
branding lies in the fact that globally not many people are looking for work. According to the 
LinkedIn analysis, in the last 10 years there have been major changes on the work market: the 
unemployment rate has decreased, the satisfaction with workplace has increased, (according to 
their analysis, out of the total number of the users of their network 15% are satisfied with their 
job, while only 12% are actively looking for a job; the remaining 73% are passive job hunters), 
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the arrival of the Millennials (born in the 1990s) in the business world (by 2025 they will make 
up 85% of workforce), who, compared with the other generations, demand completely different 
things and have completely different expectations from their employers, the heightened compe-
tition and “war for talent”, the application of new technologies for attracting talents, a big num-
ber of people inform themselves and ask about the employer’s reputation on social networks and 
sites, there is a big number (73%) of passive job hunters – people who are not really looking for 
a job, but if they got an attractive offer from an employer, they would accept it.

An example of good practice in our country is the research by the company Infostud, “The Most 
Desired Employer”, which is conducted every year and that shows which companies are the 
most desired employers in our country and what qualities the surveyed value most about them. 
The results of the research “The Most Desired Employer 2018”, which included 10, 157 subjects, 
listed the following 10 best companies in our country: Coca-Cola HBC – Srbija d.o.o. Zemun, 
Telenor d.o.o., NIS A.D. Novi Sad, Nordeus d.o.o. Beograd, Microsoft Software d.o.o. Beograd, 
Philip Morris Services d.o.o. Beograd, Telekom Srbija a.d. Beograd, EPS JP Beograd, LIDL 
Srbija KD, Robert Bosch d.o.o. Beograd. What the subject’s value most about the employer 
are good interpersonal relationships and workplace atmosphere (listed by 76% of the subjects). 
The treatment of the employees by the management is in the second place, while the salary, i.e. 
financial benefits, is in the third place [12]. 

The essential importance of the concept of employer brand for a tourist company derives first 
and foremost from the specific characteristics of human resources in this domain. When it 
comes to human resources, tourism industry has some distinctive traits that differ it from other 
service industries. Most of the employees who work in tourist companies in our country are 
not sufficiently educated (although it is also the case abroad). Secondly, short-term contacts and 
free-lance jobs are very common, often because the work is seasonal. In most cases salaries 
are low, and workhours are not always convenient. Consequently, the flow of workforce in this 
domain is far greater that it is usual in other industries. The quality of tourist services depends 
on the workers in tourist industry. There are several factors which determine the quality of ser-
vices in tourism industry, and the most important ones are human resources and satisfaction at 
work. The crucial indicator of employees’ satisfaction is assured employment. Ensuring perma-
nent employment in tourism is very problematic due to the seasonal aspect of work activities, 
which causes seasonal employment. Thirdly, it is very hard to build a career in tourism in the 
traditional sense. Everything mentioned above influences the level of novelty, since it is unlikely 
that someone who has not been committed to a company for a long time will have enough mo-
tivation, knowledge or experience to contribute to the development process of the given tourist 
company. On the other hand, this can also be an advantage. Great flow of workforce leads to 
exchange of employees among companies in the same region, which can increase knowledge 
transfer. Naturally, this requires the ability of company managers to readily accept new ideas 
which their employees could suggest [15 p.458].

4. THE EFFICIENCY OF EMPLOYER BRANDING PROCESS IN TOURISM

Since the employer branding process consists of several key stages – defining the branding 
goals, defining candidate persona, defining employer value proposition, inbound recruiting, 
candidate touch points, measuring the process efficiency – the efficiency of the entire process 
depends on the quality of the activities within each of these stages.
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Defining measurable goals is essential for the success of every Employer Branding strategy. 
Goals can differ and are based on the company’s strategic goals. After defining the goals well, 
it is important to define a target group or candidate persona. Candidate persona is a candidate 
who can fulfill the requirements of the job they are supposed to do and the requirements of the 
organization (value system, culture, attitude, potential for development for future jobs etc.). That 
is why the first step in defining candidate persona should be defining clearly the job and tasks 
which the candidate will have to perform, as well as defining clearly the requirements which 
derive from these tasks. This requires a professional approach to job analysis. All specifications 
of candidate persona which are not justified by the requirements of the given job position are 
problematic and can endanger the efficiency of the entire employer branding process [16 p.25]. 

After specifying the candidate persona, it is necessary to get as much information about them: 
why they would change their job, how they look for and apply for a job, what motivates and stim-
ulates them at work, what represents a problem for them, what their expectations and demands 
are concerning their work and employer, how they make decisions, what their key values are, 
what is important to them at work and in the company. This information represents the basis of 
the essentials of employer branding process, i.e. employer value proposition – EVP. Employer 
value proposition represents everything an employee gets in exchange for their work. It should 
be emphasized that it is not only the question of material values, the system of compensations 
and benefits, bonuses and stimulations, paid overtime etc., but also of an entire set of nonma-
terial things, such as organizational culture and atmosphere, the management’s quality and 
style, interpersonal relationships, possibilities for professional development and improvement, 
dynamical and challenging aspect of the job, and similar. Hence, it represents a set of values 
that the employer offers the employees. The differentiation of this set of values strengthens the 
employer brand power, but under the condition that it is valid, because the credible brand must 
not be false and must reflect the company’s reality in the attributes that have the power to attract.

According to the research (conducted every year) by the company Universum “The Most At-
tractive Employer 2018”, which included 225, 000 students from over 12 countries, the most 
important criterion for defining a good employer is the possibility for professional development 
and training, investing into knowledge and potentials of the employee so that they can become 
as competitive as possible on the work market. This is especially characteristic for the Millen-
nials generation, whose attitude is “we prefer to be built rather than bought”. Another specific 
characteristic of his generation is that its members greatly value the feeling of having a pur-
pose at work, good work environment, and the balance between their professional and private 
lives; material values and the salary level are in the fourth place. The most attractive employers 
in 2018 are, among others, the following companies: Google, Goldman Sach, Ernst&Young, 
Delloite, and KPMG. [17] According to the research conducted in 2016 at LinkedIn, “Global 
Recruiting Trends Survey”, what the candidates see as important in relation to the employer 
are the following: work-life balance – 59% of the candidates; good relationship with colleagues 
– 52%; the salary level – 47%; challenging job – 45%; a company must have a business vision 
and stability – 39%; feeling of pride because they are working for a certain company – 32%; the 
possibility to make decisions and influence what is happening with the company – 32%.

The next stage in employer branding process is inbound recruiting in accordance with the de-
fined branding goal, candidate persona and employer value proposition. It can be: career advice, 
interviews with the current employees, blogs, video content (for example, the presentation of 
the company’s working premises, atmosphere during team building events or during celebra-
tions etc.), online webinars, organizing various workshops and events, trainings, seminars and 
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conferences, visits to other companies, news and events at the company, reporting about the 
company’s successes and current projects.

The efficiency of the branding process presupposes developing and investing resources in the 
usage of such communication channels which the defined target group uses. The way in which 
the target group (candidate persona) looks for and finds employers represents the key communi-
cation tool in establishing a relationship with them and brand building. This again confirms the 
importance of targeting the target group for the success of employer branding process. The most 
efficient channels for communicating the employer brand are: the employer’s site, job adverts, 
employment portal, pages about career development, social networks, lectures and workshops, 
the current employees – the company’s ambassadors, the application process and the attitude 
towards the candidates during the selection process.

Global Staffing Agency Kelly Services suggest that the current employees are the most impor-
tant link in the process of employer brand building and strengthening, since the data show that 
69% of the people looking for work would not accept a job within a company about which they 
have heard something bad even if they were unemployed at that moment. The employees’ level 
of satisfaction with the work in the company is a factor which affects the strength of employer 
brand the most. Satisfied employees do not only perform better-quality services and attract new 
clients, but also become the company’s ambassadors, recruiters of new people with competitive 
knowledge and skills the company needs. 

Although there is a direct correlation between employer brand strength and product or service 
brand, organizational performance and the company’s competitiveness, employers do not un-
derstand its nature and value. The measuring system provides indicators which help the man-
agement to monitor and control results, to identify problems and take corrective measures, and 
provides the employees with the feedback information about results with the goal to motivate 
them. When we are talking about employer brand measuring and assessing, it is necessary to 
have in mind that it is a very complex, nonmaterial asset of the company, with different elements 
to measure which are defined first and foremost on the basis of the branding process goals. Gen-
erally speaking, in developed companies the following indicators for employer brand strength 
assessment are used: annual rate of fluctuation and absenteeism, employee satisfaction, number 
of recommendations that the employees made to others, costs of recruitment and selection, 
number of candidates who applied, number of qualified candidates who applied, number of 
candidates who accepted the position, candidate satisfaction with the hiring process, number 
of visits on career-oriented sites, number of visits to the employer’s profile on social networks.

5. CURRENT EXPERIENCE EMPLOYER BRANDING PRACTICE  
AMONG TOURIST BUSINESSES

Scientific valorization of employer brand importance for the success of companies in the do-
main of tourism that we have presented in the paper points to the interest in the research of 
the development of employer branding practice among tourist businesses. The intention of this 
research was to analyze the existence and quality of the key activities for employer branding 
process in surveyed companies from the tourism branch. The main goal of the research was to 
answer the following questions: how developed is the employer branding practice among tourist 
businesses, do they invest in that practice and how much, and what are the key challenges they 
come across in that practice?
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The research included 120 employed managers from the domain of marketing and human re-
sources (the starting point was the assumption that managers of this type are the ones who do 
the work linked to employer branding) in 46 tourist businesses (hotels, agencies, organizations 
and hospitality units). Most of the companies included in the research are from Novi Sad (53%), 
while the rest have headquarters in 12 cities across Serbia (Belgrade, Subotica, Bačka Topola, 
Zrenjanin, Apatin, Sombor, Niš, Vranje, Kragujevac, Čačak, Leskovac, Užice). The research 
used the survey technique, and the instrument used was a survey with multiple choice ques-
tions. The survey was conducted in electronic way, based on anonymous questionnaire made 
up of 17 questions, which represent the indicators of the development of employer branding 
practice. The survey is descriptive. The description of the subjects’ personal characteristics is 
shown in the Table 1, and the description of the presence of the indicators of the development of 
employer branding practice in the Table 2.

Category Personal characteristics Frequency Percentage

Sex
Male 74 62%
Female 46 38%

Age structure

18-30 years old 11 9%
31-40 years old 21 18%
41-50 years old 42 35%
51-60 years old 33 28%
Over 60 years old 13 11%

Years of Service In the 
Company

Up to 5 years 85 65%
6-15 years 30 23%
16 -25 years 13 10%
25-30 years 1 1%
Over 30 years 1 1%

Education Level

Secondary School 12 9%
Higher School 38 29%
Graduate Studies 56 43%
Master Studies 23 18%
PhD Degree 1 1%

Position In the Company

Low-level manager 30 25%
Mid-level manager 82 68%
High-level manager 8 7%

Table 1: The subjects’ personal characteristics

Since researchers and practitioners in human resources defined different indicators of the qual-
ity of human potentials, such as the knowledge and skills of employees (Tintor, 1995; Cascio, 
2000), their demographic characteristics, age (Sveiby, 1997), years of service (Cohen and Levin-
thal, 1990 – according to Collins, Smith and Stevens, 2001), sex (Stewart, 1999; Fitz-enz, 2000), 
investing in education and development (Mayo, 2001) and similar [23], and since the developed 
employer branding practice requires competitive, good-quality employees from this domain, 
the personal characteristics of the surveyed managers were used to assess their competitiveness. 
The results obtained point to low competitiveness, low quality of human resources and manage-
rial staff in tourist companies: one sex predominance (male), big percentage of older managers, 
big percentage of managers with low number of years of service spent in the company where 
they are currently employed, a percentage of managers without university education, a big num-
ber of managers who do these jobs are not in top-management. 
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Development of 
employer branding 
practice

Type of indicator

Presence of 
indicator in %

YES NO

Strategic importance

Do the goals of employer branding arise from the 
company’s strategic goals? 15 85

Is the person doing these tasks in the top management? 10 90

Do you think that employer branding is linked to 
business success? 90 10

Do the main decision-makers in your company think 
that employer branding is linked to business success? 85 15

Measuring the brand 
strength

Do you continuously monitor employee satisfaction? 75 25
Do you interview candidates about their satisfaction 
with the recruitment and selection process in the 
company?

15 85

Do you continuously monitor the ratio between the 
number of applications and the number of job offers? 65 35

Has the number of people employed via the current 
employees’ recommendation increased in the last three 
years?

75 25

Do you have the formal report for measuring employer 
brand strength? 10 90

Investing in the brand

Do you have a budget intended for the development of 
employer brand? 10 90

Are you planning to increase the budget intended for the 
development of employer brand in the next three years? 50 50

Does your company invest in training and education in 
this domain? 50 50

Does your company hire specialized agencies to 
perform employer branding tasks? 25 75

Do you have a separate function which deals with the 
hiring process? 15 85

Employer branding 
activities

Do you have the defined candidate persona for the key 
positions within the company? 25 75

Do you have a defined employer value proposition? 10 90
Is there information on your site about how it is to work 
for your company and what is the work atmosphere 
like?

10 90

The most frequently 
used channels of 
communication with the 
target group

Using the site to employ and attract specialists 10 90
Using the employer’s profile on social networks to 
employ and attract specialists 15 85

Cooperation with educational institutions 15 85
Cooperation with employment agencies 90 10
Via online channels 10 90
Seminars, conferences, business events 20 80
Job advertisements 90 10

Table 2: The description of indicators

Although in recent years we have witnessed the trend of lowering the average age of managerial 
structures, that trend is not characteristic for tourist companies in Serbia. This piece of data is 
important from the aspect of the development of employer branding practice since it is a recent 
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practice, which means that older managers have not had the opportunity to learn about it within 
the formal education system. This is also important because the domain of employer branding 
requires fast learning, adopting new tools and techniques, speaking foreign languages, flexi-
bility, mobility, creativity, continuously attending online seminars, specialization, all which is 
considered less present when older employees are in question. The number of years of service 
spent in the company is also a good indicator for assessing the possibility for the development 
of employer branding in these companies because it is believed that the higher number of years 
of service means greater loyalty to the company, satisfaction and interest in its progress. The 
analysis also shows that the biggest number of managers have university education, however, 
the problem of the development of employer branding practice is not linked to formal education, 
which is high, but to having real professional and managerial knowledge which this domain 
requires, and which is often less present than formal education. The piece of data showing that 
the percentage of high-level managers is the lowest indicates that in tourist companies the mar-
keting and human resources tasks, and also tasks concerning employer branding, are not seen 
as strategically important. 

The indicators for the descriptive analysis of the development of employer branding in surveyed 
companies from the tourism branch are grouped in five units: strategic importance, measuring 
the brand strength, investing in the brand, employer branding activities, and the most frequent-
ly used channels of communication with the target group. Although the managers surveyed in 
the research acknowledged the importance of this domain for the success of their company, a 
big percentage said that their supervisors have a developed awareness of the importance of em-
ployer brand and intend to invest resources in this domain, the presented obtained results of the 
analysis show insufficient development of this practice in all five indicator units: the absence of 
strategic treatment of employer brand, the absence of measuring efficiency of working on the 
brand, insufficient investing in undeveloped activities of this process. Although the majority of 
the tourist companies have their web pages and profiles on social networks, they are used to 
attract clients and not to attract high-quality employees. Their sites do not contain special parts 
with employment offers or content that promotes working in the company. The channels most 
frequently used to influence the target group are cooperation with employment and advertising 
agencies, while channels such as seminars, online content, educational institutions, practice 
and similar are almost never used. A big percentage of the surveyed do not have the practice of 
defining candidate persona and their needs and values, and defining employer value proposition, 
which represents the essential part of the employer brand strategy.

6. CONCLUSION

In the present turbulent business conditions, characterized by globalization, increase in com-
petition, development of informational technologies, knowledge era, more sophisticated client 
demands, demand for continuous innovation, lack of adequate managers and employees, big 
“brain drain” (many specialists leaving the country), ever increasing gap between formal ed-
ucation and work demands which require big investments in employee development, decrease 
in secure and permanent employment, low loyalty to and trust in the company, good employer 
reputation is essential for attracting good-quality employees and keeping them in the company. 
Employer as a brand is actually the current employees’ and potential candidates’ idea of the 
organization as a desired place of work. It is a set of organizational measures and activities 
which are performed with the goal of presenting the company to the potential and the current 
employees as a desired place of work.
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In conclusion, it must be emphasized that employer brand is not just a mere means for attract-
ing, hiring and keeping employees, but it also reflects the organization’s key values and vision, 
its basic values and attitudes, its unique offer that is different from its competition’s, and the 
message that it is sending to its employees and potential candidates in order to promote finding 
employment and staying in the company. 

Employer brand should reflect the company’s organizational culture. If the brand does not match 
the organizational culture, the employees will be attracted based on a distorted image and false 
promises, which will result in their disappointment, absenteeism, and finally in their departure 
from the company. Employer brand must not be based primarily on the company’s aspirations, 
but first and foremost on what it is, because that is where the ability of the employer to fulfill 
their promises lies. In short, the employer must understand their organizational culture, trans-
late it into a brand and manage the employees in accordance with it.

The descriptive analysis of current experience in surveyed companies from the tourism branch 
has shown that it is an insufficiently developed activity in tourism industry, that managers from 
this domain must be educated about it, and that it can be an efficient tool which, if invested in 
and used properly, can significantly contribute to the improvement of tourist companies’ busi-
nesses. An important scientific contribution of this descriptive research is the fact that it sug-
gests a group of indicators for the analysis of the development of employer branding practice, 
which can serve as a useful tool with which managers in these companies could diagnose and 
assess the real state of things, which is necessary to do in order to start a good-quality branding 
process, i.e. to define goals.
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Abstract: Human resource management, including activities and conditions that impact employee sat-
isfaction, may be related to the performance of enterprises. Due to specific features of the tourism and 
hospitality industry and the labor market, it is important to find out if and which employee-satisfac-
tion-related practices of managers are crucial to the competitiveness of enterprises in tourism. This 
paper examines human resource management and its importance for the competitiveness of small and 
medium-sized enterprises in tourism. Based on data from Slovenia, the research results demonstrate a 
link between human resource management (in terms of innovation support and employee satisfaction) 
and the competitiveness of small and medium-sized tourism enterprises. The results are moderately in 
line with the hypothesis on an association between human resource management and competitiveness 
and show that eight human resource management approaches or practices may be the most important 
for small and medium-sized tourism enterprises.
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1. INTRODUCTION 

Human resource management including activities and conditions that impact employee 
satisfaction may be related to the performance of enterprises in terms of absolute and 
relative growth [6]. Human resource management concerning services in the tourism 

and hospitality industry may have specific aspects because the industry has four distinctive 
features [24] (p. 1-2): constant fluctuations in short-term customer demand (short-term sales 
instability); the demand for labor is direct (productivity is based on personal ability and ef-
fort); the subjective nature of standards (every worker’s output is judged subjectively); and the 
transferability of skills (a high labor mobility pattern). In addition, the hotel and catering labor 
market can be characterized as having four elements [24] (p. 15): a fairly large proportion of un-
skilled occupations; the transferability of skills at any level between a broad range of hotel and 
catering establishments; often, but not invariably, high levels of labor turnover; and low levels 
of pay, particularly for unskilled work. Therefore, the specific features of the industry and the 
labor market make it important to determine whether and which employee-satisfaction-related 
practices of managers are crucial to the competitiveness of enterprises in tourism. This paper 
examines human resource management and its importance for the competitiveness of small and 
medium-sized enterprises in tourism.

* This work was supported by the Slovenian Research Agency [project/grant numbers J5-5542, J5-7588, P5-
0117, P5-0049].
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2. THEORY AND HYPOTHESIS 

Human resource management activities through leadership, employee training and improved employ-
ee satisfaction can be crucial to the work performance, quality, and performance of enterprises [30], 
[28], [17], [13], [12], [6]. Human resource management practices (adequate pay, benefits, education 
possibilities, employment continuity, and approaches to employees) tend to motivate employees [30], 
[28]. Human resources can be the most valuable assets of companies in tourism and hospitality [20].

Entrepreneurs in small and medium-sized hotels are often unable to meet the job expectations of their 
young employees, who see difficulties in communication and planning, low motivation and insuffi-
cient career options as crucial problems in tourism enterprises [23]. In this paper, we focus on human 
resource management practices related to organizational support for entrepreneurship and employee 
satisfaction as drivers of the competitiveness of small and medium-sized enterprises.

Organizational support is defined as supportive activities and conditions for the entrepreneurship of 
members of the organization and includes management support, rewards, work discretion, time avail-
ability, and loose intra-organizational boundaries [15]. Organizational support was found to be related 
to the performance of enterprises through entrepreneurial activities [3], [5]. Employee satisfaction is 
defined as the satisfaction of employees with their jobs or the extent to which employees like their 
jobs [29] and incorporates four key elements important for the operations of enterprises and their 
performance [6]: general satisfaction with work; employee relationships; remuneration, benefits and 
organizational culture; and employee loyalty.

Many drivers of performance may exist in tourism enterprises. Several performance drivers were 
identified in the hotel industry [7] (p. 383-384): location, market orientation, service quality, cus-
tomer satisfaction, business processes, management philosophy, managerial competencies, employee 
competencies, hotel facilities, information technology (IT), human resource management practices 
(HRM), knowledge sharing, social capital, employee attitudes to work, relationship with commercial 
parties and other partners, team culture, corporate governance, employee satisfaction, employee inno-
vativeness, entrepreneurial orientation, customer loyalty, employee loyalty, direct distribution chan-
nels, financial assets, brand equity, corporate social responsibility practices (CSR), organizational cul-
ture, basic environmental practices, organizational structure, and advanced environmental practices.

Among these, in their review [7] (p. 379) identified the following important assets related to employee 
satisfaction and innovativeness:

• employee loyalty (an employee’s sense of belonging and commitment) [19], [1];
• employee satisfaction (working conditions, teamwork and cooperation, relationship with su-

pervisors, recognition and awards) [21], [1];
• employee competencies (qualifications, experience, knowledge development, knowledge 

sharing between employees) [25], [18], [22];
• employees’ attitudes to work (overall satisfaction, pride, consistency and devotion [27], [25];
• employee innovativeness (creativity, innovative ideas of employees) [25], [22]; and
• HRM practices (recruitment and selection, manpower planning, job design, training and de-

velopment, pay system) [14], [11], [9], [8], [1], [26].

Based on the above research, we postulate the following hypothesis:
  Hypothesis 1: Human resource management is at a higher level in enterprises with high com-

petitiveness than in enterprises with low competitiveness.
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3. METHODOLOGY 

We used a survey questionnaire with mainly closed questions, giving the possibility of subse-
quent detailed processing. Human resource management was measured with items from previ-
ous research: 9 items of organizational support for intrapreneurship [16], [3], [4], [2] and 40 items 
for employee satisfaction [6]. Likert-type scale ratings of responses to questions mainly ranged 
from 1-minor emphasis to 5-major emphasis (organizational support) and from 1-very untrue 
to 5-very true (employee satisfaction). Competitiveness included one question ([10]; growth of 
the market share in the past three years) and was coded as high (growing market share) or low 
(market share falling or staying the same).

The data collection was conducted via e-mail. Questionnaires were sent to a random sample of 
small and medium-sized enterprises in Slovenia. Small and medium-sized firms were selected 
because they represent the majority in the economy. Enterprises in tourism (enterprises whose 
main activity is tourist accommodation and other tourism services in the tourism and hospital-
ity industry) were selected for this research.

We obtained 32 usable responses; about two-thirds (21) of the firms had low competitiveness 
and about one-third (11) had high competitiveness. Most enterprises in the sample were aged 
between 11 and 20 years and small with up to 10 employees (micro firms) with total annual sales 
of EUR 400,000 or less. To test the hypothesis, we compared the means of the low competitive-
ness group with those in the high competitiveness group and applied t-tests. We chose the 0.10 
significance level because of the small group sizes.

4. RESULTS 

The hypothesis postulated that human resource management would be at a higher level in en-
terprises with high competitiveness than in enterprises with low competitiveness. Means of 
the low competitiveness group and the high competitiveness group are shown in Table 1. The 
majority of means of items (41 out of 49) of the high competitiveness group were higher than the 
means of the low competitiveness group, which is in line with the hypothesis. Moreover, t-tests 
indicated that for some items the mean differences were significant, namely:

• coordinated activities among units to enhance company innovation;
• increasing the autonomy (independence) of different units to enhance their innovation;
• • employees feel their pay is as high as what others receive for similar work in other 

companies;
• the basic values of this organization include learning as the key to improvement;
• the sense around here is that employee learning is an investment, not an expense;
• this organization is always moving toward improved ways of doing things; 
• most people in our organization feel a great sense of personal satisfaction when they do 

their job well; and
• an opportunity for personal growth and development exists in our organization.

The above eight items may be considered the most important for the competitiveness of the 
sample enterprises.
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5. DISCUSSION AND CONCLUSION 

The research results demonstrate a link between human resource management (in terms of in-
novation support and employee satisfaction) and the competitiveness of small and medium-sized 
tourism enterprises. The results are moderately in line with the hypothesis of an association be-
tween human resource management and competitiveness. In addition, the research shows that 
eight human resource management approaches or practices may be the most important for small 
and medium-sized tourism enterprises: two related to innovation (coordinated activities among 
units and greater autonomy of units to enhance innovation) and six related to employee satisfac-
tion (the pay of employees comparable to other companies, learning as the key to improvement, 
learning is an investment, the company is progressing by improved ways of doing things, per-
sonal satisfaction with a job well done, the company offers an opportunity for personal growth 
and development).

The key scientific contribution to knowledge concerning human resource management in tour-
ism is the examination of the linkage between human resource management and competitive-
ness. The theoretical consideration was upgraded with an empirical quantitative analysis on a 
sample of Slovenian small and medium-sized enterprises. In this research, we used changes in 
market share as an indicator of competitiveness and also recommend its use in future studies.

In addition to the scientific contribution, we offer some practical recommendations to enterpris-
es, which may further support their competitiveness: (1) Manage the sub-units of the enterprise 
in a coordinated and autonomous way in order to increase innovation (for example: help the 
sub-units by: obtaining information about their needs; coordinating their activities so synergies 
can be achieved and innovations can be co-created; giving them decision-making autonomy as 
much as possible). (2) Strive for the continuous improvement of both the enterprise and its em-
ployees (continuous improvements need to become important priorities, supported with making 
resources and time available for continuous progress of the enterprise and the people). (3) Make 
employee learning one of the enterprise’s top priorities (in terms of support and resources). (4) 
Emphasize personal satisfaction with a job well done and provide employees an opportunity for 
personal growth and development. (5) Payments to employees should be at the same level as 
they are for similar work in other enterprises (do not underpay employees).

The study is limited to employee satisfaction and innovation support as two important human 
resource management elements that affect the competitiveness of small and medium-sized en-
terprises. It does not include other elements that may also be important for tourism business 
competitiveness. The selected sample included a smaller number of enterprises from a single 
country – Slovenia. Future research could include other factors that impact the competitive-
ness of enterprises, and might be conducted in other countries. Despite the limitations, the 
study made a contribution to knowledge about human resource management in small and me-
dium-sized enterprises in tourism.
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Items Competi-
tiveness Mean Std. Devia-

tion
Std. Error 

Mean
Coordinated activities among units to enhance company 
innovation. *

Low 2.86 .964 .210
High 3.64 1.120 .338

Increasing the autonomy (independence) of different units to 
enhance their innovation. *

Low 2.52 .928 .203
High 3.27 1.191 .359

Adopting flexible organizational structures to increase 
innovation.

Low 3.00 .837 .183
High 3.36 .924 .279

Training employees in creativity techniques. Low 3.14 .964 .210
High 3.55 1.036 .312

Rewarding employees for creativity and innovation. Low 3.67 .966 .211
High 4.00 .632 .191

Establishing procedures to solicit employee ideas for 
innovations.

Low 3.19 1.030 .225
High 3.73 .905 .273

Establishing procedures to examine new innovation ideas. Low 3.14 1.062 .232
High 3.45 1.214 .366

Designating formal idea (project or venture) champions. Low 2.76 1.044 .228
High 3.27 1.104 .333

Making resources available for experimental projects. Low 3.00 .949 .207
High 3.45 1.036 .312

The management structure itself encourages employees to 
believe that innovation is part of the role set for all members of 
the organization.

Low 3.81 .873 .190

High 3.45 .688 .207

Workers have discretion to the extent that they are able to 
make decisions about performing their own work in the way 
that they believe is most effective.

Low 3.76 .831 .181

High 3.36 1.027 .310

Rewards and reinforcement enhance the motivation of 
individuals to engage in innovative behavior.

Low 3.90 .889 .194
High 3.73 .786 .237

Financial resources are available for new innovative projects. Low 3.14 .854 .186
High 3.36 .924 .279

Individuals have time to incubate their new and innovative 
ideas.

Low 3.52 .750 .164
High 3.64 .674 .203

Boundaries (real and imagined) that prevent people from 
looking at problems outside their own jobs in the company do 
not exist.

Low 3.57 .978 .213

High 3.36 1.120 .338

Employees are satisfied with the pay they receive for their job. Low 3.67 1.017 .222
High 3.91 .539 .163

Given the work they do, the employees feel that they are not 
paid fairly. (r)

Low 4.24 .889 .194
High 3.73 1.104 .333

Employees are relatively well rewarded financially for their 
work.

Low 3.57 .978 .213
High 4.09 .831 .251

Employees feel their pay is as high as what others receive for 
similar work in other companies. *

Low 3.05 .973 .212
High 3.73 .786 .237

The basic values of this organization include learning as the 
key to improvement. *

Low 3.62 .921 .201
High 4.18 .751 .226

The sense around here is that employee learning is an 
investment, not an expense. *

Low 3.67 .796 .174
High 4.27 .786 .237

The benefits (insurance, medical, etc.) provided to employees 
by the company are not satisfactory. (r)

Low 3.81 1.030 .225
High 3.64 1.206 .364

Employees find their work challenging, exciting and gives 
them a sense of accomplishment.

Low 3.71 .784 .171
High 3.73 .647 .195

Employees are satisfied with the security their job provides to 
them.

Low 3.90 .831 .181
High 4.09 .539 .163

Employees feel that their fellow workers are the kind they 
would like to have around.

Low 3.81 .873 .190
High 3.73 .647 .195

Table 1: Means
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Items Competi-
tiveness Mean Std. Devia-

tion
Std. Error 

Mean

Employees get along well with their coworkers. Low 4.05 .805 .176
High 4.09 .701 .211

Employees are happy with their relationship with their fellow 
workers.

Low 4.10 .768 .168
High 4.09 .701 .211

Employees feel that their fellow workers are stimulating. Low 3.62 .973 .212
High 3.73 .647 .195

The employees are committed to the organization. Low 4.14 .793 .173
High 4.18 .603 .182

Employees talk up their organization to their friends as a great 
organization to work for.

Low 3.95 .740 .161
High 4.36 .674 .203

Employees feel very little loyalty to their organization. (r) Low 4.19 .928 .203
High 4.64 .674 .203

Employees are proud to tell others that they are part of their 
organization.

Low 3.90 .831 .181
High 4.27 .647 .195

For employees this is the best of all possible organizations for 
which to work.

Low 3.29 .845 .184
High 3.73 .786 .237

Supervisors in this company are willing to share all relevant 
information with subordinates.

Low 3.95 .973 .212
High 4.45 .688 .207

The direction of the information flow in this company is 
mainly downward from bosses to subordinates. (r)

Low 2.38 .805 .176
High 2.55 1.036 .312

This organization can be described as flexible and continually 
adapting to change.

Low 4.00 .894 .195
High 4.18 .982 .296

This organization is always moving toward improved ways of 
doing things. *

Low 4.05 .865 .189
High 4.55 .522 .157

There are many things in my business that are not covered by 
some formal procedure for doing it.

Low 3.52 .981 .214
High 3.55 1.036 .312

Most people in our organization feel a great sense of personal 
satisfaction when they do the job well. *

Low 3.90 .889 .194
High 4.55 .522 .157

An opportunity for personal growth and development exists in 
our organization. *

Low 3.62 .973 .212
High 4.27 .647 .195

Most people in our organization are very satisfied with their 
job.

Low 3.71 .845 .184
High 4.00 .894 .270

Employees are generally satisfied with the kind of work they 
do in our company.

Low 3.81 .814 .178
High 4.00 .775 .234

Employees think their job is very interesting. Low 3.76 .831 .181
High 4.00 .632 .191

Employees find real enjoyment in their work. Low 3.76 .889 .194
High 3.91 .701 .211

Employees feel they have the opportunity for independent 
thought and action in their working position.

Low 3.67 1.017 .222
High 3.91 .701 .211

Employees feel the prestige of their position within the 
company (that is, the regard received from others in the 
company).

Low 3.95 .805 .176

High 4.27 .647 .195

Employees feel they receive enough information from their 
supervisor about their job performance.

Low 3.81 .928 .203
High 4.00 .775 .234

Employees are satisfied with their working conditions. Low 3.81 .814 .178
High 3.91 .701 .211

Employees are satisfied with their working time. Low 3.90 .944 .206
High 4.00 .775 .234

* Difference in means significant at the 0.10 level (2-tailed)

Table 1: Means (continued)
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Abstract: Film industry belongs to the worldwide phenomena and is considered to be a tourism de-
velopment driver in many destinations. This is the case of Iceland, for example, which has become a 
popular film location in recent years and as a result the number of visitors to the country has been in-
creasing. The aim of this paper is to analyse film tourism in this destination, considering both economic 
indicators of the benefits to the country’s economy in general and the entities active in tourism. Both 
primary and secondary research have proved that Iceland is a film location and the local business enti-
ties share a positive attitude towards filming in the area. However, the Icelandic Tourist Board does not 
use this fact in a sufficient way to promote their destination and therefore a draft of a communication 
campaign focused on film tourism is included in this paper.

Keywords: film tourism, Iceland, destination marketing, economic impact, tourism marketing

1. INTRODUCTION

Recent years have witnessed new trends in tourism and new forms of tourism such as culi-
nary tourism or volunteer tourism have emerged. This article focuses on another, quite a 
new form and that is film tourism. This form of tourism came into existence as a reaction 

to the popularity of film and television. The tourists are motivated to visit places which are con-
nected to film. New Zealand can be considered the pioneer in this form as the local destination 
management used the filming of The Lord of the Rings and The Hobbit in a very suitable way to 
promote the destinations abroad. Other countries drew inspiration from New Zealand and turned 
to similar ways of promotion. But the development of this form also brings a lot of questions: Is 
filming at a location a suitable form of promoting a business or a country? How does the side 
which offers services perceive the increase in tourism in that particular country? What is such 
entities’ opinion of film tourism and its products? Can an increased number of tourists have a neg-
ative impact on the destination? These are some of the questions that this article finds answers to.

2. FILM TOURISM

The birth of film tourism is a reaction to the popularity of film and television. Film and televi-
sion can influence the attendance of a place the same as its image and how the place is perceived 
and valued and also the behaviour of a visitor to the destination. In film tourism the authenticity 
of a place is not the point because the reality created by a film is artificial. People take part in 
film tourism as they desire to visit a particular location because they have seen the place in a 
film and they have found it so interesting that they want to see this place with their own eyes or 

1 Technical university of Liberec, Voroněžská 13, Liberec 1, 46001, Czech Republic
2 Technical university of Liberec, Voroněžská 13, Liberec 1, 46001, Czech Republic
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they want to see the location in reality and compare and find the differences between the reality 
and the way the place was depicted in the film [1].

Film tourism is tourist activity induced by the viewing of moving image, and is accepted as 
encompassing film, television, pre-recorded products [2]. Academic research also calls this type 
of tourism movie tourism, screen tourism or film-induced tourism.

2.1 Film tourism in academic research

This modern phenomenon becomes the topic of academic research more and more often and 
particularly since 2000 as Conell [2] points out. The carried-out studies can be divided into four 
research streams:

• the influence of film on the decision to travel, e.g. Sharp [3], Busby and Klug [4],
• film tourist themselves, e.g. Singh and Best [5],
• the impacts of film tourism on visitation numbers and on residents, e.g. Beeton [6], Kim 

and Richardson [7], 
• destination marketing activities related to tourism, e.g. Grihault [8] or Frost [9].

The increase in the number of visitors to a place supports local economy in general. One of the 
main benefits of film tourism is that this form of tourism can work at any time regardless of sea-
son or weather [10]. The fact that both film and television have a great socio-economic influence 
also extends the potential visitor resource markets base. Another advantage of film tourism is 
that it is enduring. A film can attract visitors even several years after its release [8].

However, film tourism is also characterized by many drawbacks. Hudson and Ritchie Brent [11] sum-
marized them as follows: an increase in prices before the release of a film caused by a large number 
of production personnel, insufficient capacity of the film location, which can lead to some undesir-
able consequences such as traffic jams, the loss of privacy and the like, destroying the environment 
and last but not least the visitors’ disappointment if the location looks different from the film. 

Film tourism includes different forms and activities which many authors addressed (e.g. Beeton 
[12], Croy and Heitmann [13]). Conell [2] summarized them into 9 elements:

• a visit to a film location depicted in a film (real or „alternative”),
• a tour of a film (television) studio,
• attractions related to a film,
• watching a filming under way,
• a visit to a place previously promoted in relation to a film,
• an organized tour of a location depicted in a film,
• following film/television celebrities,
• visiting film festivals,
• attending film or television awards ceremonies.

Although the approaches to measuring the economic impacts of film tourism differ, the car-
ried-out researches have proved that film tourism contributes to an increase in the number of 
visitors and therefore to a significant increase in local economy as well. For example, the results 
of a research in eight destinations in Great Britain including Alnwick Castle (Harry Potter) or 
Lyme Park (Pride and Prejudice) show that film industry brought 100 to 140 million pounds to 
the national economy in 2014 [14]. After Four Weddings and a Funeral had come to cinemas, 
The Crown Hotel, Amersham, England got fully booked for the three following years [11]. The 
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Swedish trilogy Millennium brought the country 106 million euros according to calculations 
[2]. After the success of Lord of the Rings New Zealand saw a 50 % increase in the number of 
visitors, which brought the country approximately 33 million New Zealand dollars in one year 
[14]. A year after its release the film Troy resulted in a 73 % increase in the number of visitors to 
Canakkale in Turkey. Many of the carried-out researches into the impact of the increase in the 
number of visitors have been summarized by Hudson and Ritchie Brent in their research [11].

The above mentioned clearly shows that film and TV series locations significantly promote a 
country and so this fact should be properly used by destination marketing organizations (DMOs) 
in their activities.

2.2 Film as a tourist destination marketing instrument

Film is considered to be a marketing instrument used to increase the number of visitors to a 
particular destination. This aspect was focused on in academic research, e.g. O’Connor, Flan-
agan and Gilbert [15], Bolan and Williams [16] as well as Alderman, Benjamin and Schneider 
[17]. During a filming in a particular destination, so called product placement is often used. This 
means an intentional and paid placement of a branded product or a service into an audio-visual 
work in order to promote them. Research has found that such product placement has an appreci-
able influence on viewers’ memory and leaves them with positive attitudes towards the products 
they saw in the film [18]. The filming itself is very advantageous for destination marketing as it 
defines the groups which can be targeted in the marketing campaign beforehand. 

It is very important how the portrayal of a destination in a film or what the film is about influ-
ences the viewers and their perception of the destination. Based on this, the viewers often get 
distorted ideas of that particular location or country. Film creates the image of the place depict-
ed in it. Thereafter four options of how the particular place is perceived by the viewers can arise 
[12], [13], [19].

The first option is that the place where the film is set is portrayed as attractive and the film has 
a positive impact on the image of the destination and so it can lead to the increase in the number 
of visitors to that particular place (e.g. Woody Allen’s films – Vicky Cristina Barcelona, Mid-
night in Paris, To Rome with Love).

The second option can be a situation when a film which is set in a particular destination gives 
viewers a negative impression and they subsequently create a negative image of that place. This 
can be the case of the horror film Hostel, which was filmed in Bratislava and the city was de-
picted as backward and hostile or the American comedy Borat, which deluded the viewers into 
getting some misleading and negative ideas of Kazakhstan, where, paradoxically, the film had 
not even been filmed. 

The third option is that the place where a film is shot is passed off as another place or the film-
ing location is not stated. In that case the image of the place or its attendance is not influenced 
(e.g. in Au Pair II, where Prague is put off as Vienna or Český Krumlov as Switzerland or in the 
Secret Life of Walter Mitty, where the story of the film is set in Ireland, the Himalayas and in 
Iceland – but in fact the film was entirely shot in Iceland).

The fourth option is that the place where a film is shot is depicted untruthfully and so the view-
ers get a misleading idea of that particular location (e.g. as in Last Holiday, where the story of 
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the film is set in Karlovy Vary in the Czech Republic and the ski slopes in the Alps are used to 
add to the romantic atmosphere of the spa town).

Considering all of the above mentioned, destination managers should know how potential vis-
itors perceive the image of a destination created by a film. They should find out about what 
would make them visit the destination and how consistent their idea of this place is. Right at the 
moment when producers choose a filming location, destination managers should start working 
on creating a positive image of the destination [20].

Concerning the film tourism success factors, Hudson and Ritchie Brent [11] suggested a theo-
retical model based on the secondary research and this model includes five factors: destination 
marketing activities, destination attributes, film-specific factors, film commission and govern-
ment efforts, and location feasibility. They concern themselves with DMOs activities in greater 
detail and they divide them into activities preceding and activities following the film release. 
The marketing activities preceding the film release include:

• appoint an executive or public relations specialist to deal with film studios directly,
• actively promote the destination to film studios,
• offer grants and tax credits to encourage studios to use the location,
• be actively involved in location scouting,
• plan carefully to maximize the impacts of post-production exposure,
• carefully assess a film’s merit in terms of its promotional value,
• negotiate end credits for the destination,
• negotiating and/or produce a „making of the film” feature,
• engage the film’s stars to promote the film location,
• provide images for media or tour operators to use in promotions,
• ensure media coverage of the film mentions the film location,
• invite travel media to film location,
• sponsor the film directly,
• plan activities to promote other tourism sectors such as art, crafts, food, wine, music, 

and fashion.

The attention of the media should also be drawn during and following the film release by means 
of the following activities [11]:

• invite travel media to special release of the film,
• post signage and interpretation at the location,
• sell film memorabilia,
• replicate or maintain film icons/sites/scenes/sets to maintain authenticity,
• host events that continue the pull of the film beyond its natural audience peak,
• develop a dedicated Web site for potential tourists,
• post links on Web site to film tours run by local tour operators,
• engage in joint promotional activity with inbound tour operators,
• package additional attractions to lengthen tourist stay,
• work collectively with other public organizations and tourist authorities to promote film 

locations,
• promote hotels and guest houses that were used in films,
• engage in joint promotional activity with film companies,
• create electronic links to the destination on the film Web site,
• have guided tours and /or film walks,
• produce film and site maps for tourists,
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• create exhibitions or displays of memorabilia from the film,
• attract continuous media attention to the location at each release window.

According to Beeton [21] tourism head offices should co-operate with local film associations 
and offices. Such co-operations should lead to a better promotion of a destination and show the 
destination as „film friendly”, which should attract both film-makers and new visitors. As an ex-
ample, he uses the co-operation between the Scottish tourist board and Scottish Screen agency. 
They worked together and created a publication called „Mansion Locations in Scotland” which 
introduces 64 potential filming locations and a database consisting of about 500 buildings suit-
able for filming.

Film tourism is a very attractive form of tourism. Although this trend is quite new, it is often 
the reason why visitors come to a destination. Filming and films influence potential visitors’ 
opinions on a destination. These potential visitors are then motivated to visit the destination as 
they want to see if the film location is the same in reality. That is when destination managements 
get a lot of possibilities for marketing promotion and when they can come with memorabilia and 
products based on the filming.

3. RESEARCH OBJECTIVES AND METHODOLOGY

The main objective of the presented research was to analyse film tourism in Iceland. This objec-
tive was further divided into two sub-objectives:

• to analyse the economic impact of tourism in Iceland since 2009 by the means of suit-
able indicators,

• to find out about the attitudes of the supply side (i.e. businesses active in tourism) to-
wards an increasing number of visitors to the destination and towards using film tour-
ism to promote the country including the revealing of the weaknesses of destinations 
due to the increase in tourism.

The results stated in the article are based on two types of research. The first one is a secondary 
research focused on the economic impact of tourism in Iceland. This research is based on the 
publicly available secondary data of quantitative type. As the national statistics do not follow 
specific indicators in the field of film tourism and at the same time the analyses in academic 
articles do not agree on a single method of the impact of film tourism on the economy [14], this 
paper takes account of the data of the inbound and the domestic tourism in Iceland on the whole, 
regardless of the reasons to travel. The second source of data is a primary research carried out 
using questioning research method. A semi-structured questionnaire was used and it contained 
rather open questions focused on two areas: the increase in tourism in Iceland in general and 
film tourism. The questionnaire was sent to businesses active in tourism in Iceland. There were 
122 answers in total which equals the response rate of about 25 %. The businesses were struc-
tured as follows: 34 % were active in accommodation and catering services, 15 % were active in 
information services, 6 % in transport and 43 % in a different area (a marketing department, a 
tourist guide, a travel agent etc.). The obtained data of quantitative type was assessed by means 
of descriptive statistics tools, the data of qualitative type by means of content analysis.
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4. THE ANALYSIS OF FILM TOURISM IN ICELAND 

The organization that is involved in tourism in Iceland is called Icelandic Tourist Board and it 
comes under the Ministry of Industries and Innovation. This organization issues registrations 
and licenses to businesses that want to operate in the field of tourism, it manages promotion, 
carries out statistical surveys and studies the environment in relation to sustainability.

To improve the competitiveness of Icelandic companies in foreign markets and to stimulate eco-
nomic growth through increased export, a public-private partnership called Íslandsstofa – Pro-
mote Iceland was established. This partnership aims to promote Iceland as a tourist destination, 
it aims to support promotion of Icelandic culture abroad and to present Iceland as an attractive 
market for foreign investors. This association runs an organization called Film in Iceland – the 
Icelandic film committee. Film-makers appreciate its high-level professionalism and the em-
ployees’ helpfulness as well as the helpfulness of most inhabitants [22].

4.1 Film location and particular products

Film-makers choose Iceland mostly for its unique natural phenomena (black beaches, waterfalls, 
glaciers, lakes...) and also because of the light and the alternation of the long summer days when 
the sun does not set and the long winter days, when it is dim all day long. Iceland is a good dis-
tance for both the film-makers from the USA and from Europe. What is more, there is visa-free 
travel regime for most states. The most popular places among film-makers include: the largest 
European waterfall Dettifoss and Lake Mývatn in the north of Iceland (see Fig. 1), Reykjanes 
Peninsula, Lake Jökulsárlón (see Fig. 2) and glaciers Svínafellsjökull and Snafellsjökull. Most 
of the film locations can be reached via R1 national road, which runs around whole island [23].

Figure 1: Lake Mývatn Figure 2: Lake Jökulsárlón
Source: https://www.inspiredbyiceland.com

Some of the most famous films and series that were filmed in Iceland include Batman Be-
gins, Die Another Day, Oblivion, Journey to the Center of the Earth, Tomb Rider or Game of 
Thrones. Famous companies such as Johnnie Walker, Guinness, Philips, UPS, Cadillac, Ford, 
Sony, Shell etc. choose Iceland when filming their commercials [22], [24].

Icelandic tour operators have focused on Game of Thrones series, which has been very popular 
recently and they offer several products that follow the locations where the series was filmed. 
These products include e.g.:
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• Game of Thrones Tour - Epic Landmarks (a six-hour tour organized by Extreme Ice-
land),

• Game of Thrones Tour (a six-hour tour organized by Gray Line Iceland),
• Game of Thrones - Myvatn Mystery and Magic The Game Of Thrones Themed Tour (a 

seven-hour tour in the north of the island organized by The Traveling Viking),
• Game of Thrones - Iceland: Beyond the Wall (a five-day tour organized by Iceland 

Travel).

Other film locations can also be visited during organized trips and tours. However, these prod-
ucts are primarily aimed to learn about the particular areas and the fact that a film or a series 
was filmed there is only mentioned by the tourist guide during the tour.

4.2 The economic impacts of tourism in Iceland

Tourism undoubtedly influences the economy of a state. As Iceland is becoming a more and 
more popular tourist destination, the economic impacts of tourism on the economy of Iceland 
are more noticeable year-to-year. The number of visitors since 2009 is shown in figure 3.

Figure 3: The number of visitors in Iceland (2009-2017) 
Source: Own processing according to Icelandic Tourist Board [25].

Almost 2.2 million tourists visited Iceland in 2017, which meant an increase of 24 % in com-
parison to the previous year. It is interesting that more than 42 % of the overall increase was in 
the winter season [26].

The continuous increase in tourism has caused the infrastructure development as well. Since 
1995 Icelandic tourism has spent almost 700 million Icelandic crowns on grants and projects 
carried out in more than 300 different places in Iceland. In 2011 the Tourist Site Protection 
Fund, which is aimed at the development at popular tourist attractions and in national parks, 
was founded [27].

As for the economic impacts of the increasing number of visitors, seven indicators have been cho-
sen for the purposes of this article and these are: the direct and the total impact on GDP (figure 4), 
the impact on employment (figure 5), the expenses during business trips, the expenses of foreign 
visitors and the domestic tourism consumption (figure 6) and the share of tourism in export (fig-
ure 7). The chosen indicators were monitored between 2009 and 2017 except for the last indicator 
(the share of tourism in export), as Statistic Iceland has not yet published the figure for year 2017.
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The impact of tourism on GDP can be measured directly or in total. The direct impact on GDP 
is formed by different sectors of tourism industry. On the contrary, the total impact of tourism 
on GDP consists of the direct impact and so it is an aggregate of the economy of tourism [28]. 
The development between years 2009 and 2017 is clearly shown in figure 4.

Figure 4: The direct and the total impact of tourism on GDP (in %, 2009-2017) 
Source: Own processing according to WTTC [29].

As we can see in picture 4, the direct impact of tourism on GDP in Iceland in the monitored 
years (2009 to 2017) grew from 3.6 % to 8.5 %. The total impact more than doubled from 16.5 
% to 34.6 %. The world average of the contribution of tourism to GDP is at 3.2 % directly and 
10.4 % in total. It is apparent then, that these indicators in Iceland are as much as three times 
higher than the world average. Figure 5 shows the percentage of jobs created in tourist industry 
in Iceland between 2009 and 2017.

Figure 5: The impact of tourism on employment (in %, 2009-2017) 
Source: Own processing according to WTTC [29].

In 2009 the proportion of jobs in tourism was 3.4 % and until 2017 this proportion rose to 7.2 %. 
It is clear from the graph that the impact of tourism on employment is gradually growing. The 
world average of this indicator has been about 10 % in recent years [30].

Picture 6, which follows, focuses on the development of selected items in the unofficial satellite 
account created by World Travel and Tourism Council (WTTC). The picture does not cover the 
domestic tourism expenses because these also include the residents’ outbound tourism expens-
es and they are not the topic of this article. From the items that determine the direct impact of 
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tourism on economy the following three have been chosen: goods and services expenses during 
business trips, the tourism expenses of foreign visitors and the internal tourism consumption, 
always shown as a percentage.

Figure 6: The selected items in the unofficial satellite account (in %, 2009-2017) 
Source: Own processing according to WTTC [29].

The goods and services expenses during business trips are formed by residents within domestic 
tourism and by foreign visitors within inbound tourism. The tourism expenses of foreign visi-
tors are represented by the goods and services expenses of non-residents in the resident econ-
omy. These expenses consist of the incomes from tourism and partly of the incomes from the 
purchases of transport services provided to foreign visitors by a resident company. The internal 
tourism consumption includes the total incomes in individual direct sectors or in other words 
the tourism industry incomes. The value of the internal consumption is formed by the sum of 
the expenses made by foreign visitors, the domestic expenses made by residents and individual 
government expenses [28]. The picture clearly shows an increasing trend in all the selected 
items in the monitored period.

The last monitored indicator represents the development of the share of tourism in export be-
tween 2009 and 2016 (figure 7).

Figure 7: The share of tourism in export (in %, 2009-2016) 
Source: Own processing according to Statistics Iceland [31].
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This item shows a clearly increasing trend as its value doubled to as much as 39.2 % in the 
monitored period. Since 2013, tourism in Iceland has had a bigger share in the foreign currency 
income than the fishing industry and the production of aluminium.

4.3 The research results among entities active in tourism

Almost all the entities asked (98 %) have witnessed an increase in the number of tourists in 
Iceland in recent years as well as increased activities in tourism in general (e.g. building hotels, 
guest houses, shops etc.).

As for the evaluation of the state of infrastructure (especially transport services) and supras-
tructure (accommodation facilities, sports facilities, information centers etc.) and their connec-
tion with the increasing numbers of visitors the answers are not clear. The following items have 
been considered positive: a wide choice of a type of accommodation, new restaurants, cafes 
and suprastructure in general. On the contrary, the entities listed the following items as rather 
negative: poor-quality roads, difficult access to remote places, insufficient tourist marking, in-
sufficient capacity of the international airport and public lavatories.

With respect to how the entities perceive the increase in tourism, the answers vary. 49 % of the 
respondents see the increase in the number of tourists as a positive and beneficial phenomenon, 
42 % of the respondents see this increase as a negative thing. They consider financial inflows, 
creating new job opportunities as well as opportunities to run businesses and improving the 
standard of living to be the main positive phenomena. On the other hand, the most frequent-
ly mentioned negative phenomena related to the increasing number of tourists were possible 
damage to the environment, some tourists being inconsiderate and rising prices as many shop-
keepers are trying to profit from tourists and the residents pay for that. Some of the respondents 
mentioned the loss of „privacy” during trips, concern about losing uniqueness and the loss of 
identity.

The increase in tourism also raises the question of whether the country is ready for such 
increase. Almost 48 % of the respondents believe that Iceland is ready for a larger number of 
tourists but 33 % of the respondents do not think so. Answering this question, the respondents 
had a chance to explain why. The following table 1 summarizes the most frequent positive and 
negative answers. These mostly contained worries and suggestions that the number of tourists 
should be regulated to protect the unique environment in the first place.

Positive answers Negative answers
Sufficient infrastructure Missing legislative regulations

Language proficiency of residents Insufficient regulations regarding environmental 
protection

Quality of services No specifications have been made to give some 
places No entry status or Limited entry status

Variety in accommodation and catering services No roadworks has been planned yet
Insufficient tourist marking

Table 1: Evaluating the question of whether the country is ready for an increase in tourism 
Source: Own processing.

The concern of the respondents might seem to be adequate as the number of tourists has been 
increasing extremely in recent years, as you can see in Table 1.
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The entities were familiar with the term film tourism. Almost all the entities have noticed some 
filming in Iceland and one third of them was even able to say which films they were. The same 
number of respondents knew places that were popular with film-makers. The most frequently 
mentioned places included Lake Mývatn, Thingvelir, Jokulsarlon Glacier and places through-
out whole southern Iceland where the contrast between the black lava beaches and the white 
mountain peaks attracts most film-makers, and where most of the filming in Iceland takes place.

As Iceland is the place where a big part of the popular series Game of Thrones was filmed, one 
of the questions also asked whether the entities would focus on the series’ fans. But about 70 % 
of the entities answered that they would not. The main reason for their answer was that these 
fans represent a very specific segment of visitors and that they focus on all visitors without dis-
tinction. The second reason was the fact that their facilities were not situated in the immediate 
vicinity of the filming locations. The remaining 30 % of the respondents focus on the fans of the 
series by means of specialized tours, trips and promotional materials.

Generally speaking, business entities have a positive attitude to film tourism. Almost all the 
entities (nearly 90 %) shared the opinion that Iceland should make use of the fact that a famous 
film or series was filmed there to promote the country abroad. Fewer of them (76 %) said they 
would mention filming in their promotional materials. In fact, the respondents thought it was 
not a thing worth doing to promote their own business alone. It would rather be necessary to 
interconnect more entities and create a collective tourism product, for example.

5. CONCLUSION, IMPLICATIONS 

Tourism is undoubtedly a benefit to the economy in Iceland. With regard to the first research 
objective it was found out that the number of visitors has grown four times since 2009. This 
growth caused positive increase in other selected economic indicators – total and direct contri-
bution of tourism to GDP, employment in tourism, selected items of tourism satellite account 
and share of tourism on export. Most of the mentioned indicators were more than doubled in the 
observed period. As for the second research objective it can be stated that the business entities 
have a positive attitude towards an increasing number of visitors and towards using film tour-
ism to promote the country. However, according to the carried-out research the infrastructure 
of the destination shows certain shortcomings (e.g. the state of the road network, the capacity 
of the international airport or the tourist trail marking) and therefore investments, in order to 
improve those, should be considered. Furthermore, there are some concerns of the business as 
the number of tourists has been increasing. They primarily mentioned possible damage to en-
vironment, increasing prices, loss of privacy or loss of uniqueness. The research along with the 
further extensive analysis have revealed that although there are lots of films and series filmed 
in Iceland, the country does not use this fact sufficiently to promote itself abroad. One of the 
possible solutions could be creating a promotional campaign based on a filming in a destination. 
Such promotional campaign could attract even more visitors not only to well-known places but 
especially to places which are not that well known and frequently visited yet. Such communica-
tion campaign focusing on film tourism could be based on the following elements, for example:

• Website. This website would serve as the starting point for planning a holiday in Ice-
land with an intention to visit film locations. Such website would make it possible to 
plan routes and trips using different criteria (films, time demands, age, participants’ 
interests etc.). It would also be possible to look at and book accommodation and catering 
services near the film locations.
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• Mobile application. The application would contain an interactive map of Iceland with 
individual film locations, each of them accompanied by a detailed description of the 
place as well as pictures of that place in reality and in film. In addition to that, the map 
would show accommodation and catering services as well as tourist attractions in the 
surroundings and they could be possibly booked.

• Paid promotional campaigns abroad. These campaigns would be mostly aimed at the 
markets with the highest numbers of visitors, i.e. Great Britain, countries in Scandina-
via, Germany and at the countries with the biggest increase in the number of visitors, 
i.e. Italy, China, Russia and Japan [31].

• YouTube Video. Such a video would show the beauty of the Icelandic landscape and 
what it looks like in reality compared to how it was captured by film cameras. Many 
other tourist boards have a similar video. 

• Promotion on board a plane. The passengers on board Icelandair planes can watch 
documentaries about different regions in Iceland and so this offer could be extended and 
could promote film tourism too.

The list of the communication campaign tools for the Icelandic DMO is not complete of course. 
A deeper analysis of marketing tools (e.g. based on the Hudson and Ritchie Brent model [11]) 
would be needed for proper planning and implementation, but that is not the topic of this article.

The destination communication based on filming can contribute a lot to the attendance of the 
destination, it can help to raise the awareness of the destination abroad and it can attract new 
segments of tourists at the same time. Simultaneously, well created products related to film tour-
ism can contribute to sustainable development in that particular destination by directing tourists 
to less frequently visited places and by motivating tourists to travel during the low season as 
well, which is the case of Iceland, where almost half of the increase in the number of visitors last 
year was seen in the winter season.
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Abstract: This research was focused on the influence of employees’ socio-demographic characteristics on 
the ethical climate perception. The survey research was conducted at Kopaonik, popular center of winter 
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1. INTRODUCTION

The question regarding the possibility of proper action, based on the ethical principles, or 
more precisely on rules and beliefs considered as acceptable, gets a new meaning and 
importance within contemporary business. Thus, business ethics could be considered 

as an application of ethical values in the business, where it should be applied in all aspects of 
business behaviour [1]. 

An important aspect of business ethics, which often provides guidelines regarding the proper 
manner of deciding and solving the moral dilemmas within the organization is termed as the 
ethical climate. Precisely, the ethical climate refers to the employees’ perception of behaviour 
which is considered as ethically correct within the organization and the manner in which spe-
cific organization expects from its employees to solve the ethical issues [23].

However, according to the previous findings, the ethical climate perception might be shaped by 
the employees’ individual socio-demographic characteristics. These researches were mostly con-
ducted within developed countries. In respect to the fact that customers’ satisfaction depends on 
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setting the high ethical standards and appropriate behaviour of the employees, according to their 
intensive interaction with the customers [25], it is important to research the influence of socio-de-
mographic characteristics within different societies, including those in transition, such as Serbia.
Initial identification of the ethical climate types within tourism organizations in Serbia was con-
ducted by [6], [7], [14], [19] and [20]. Nevertheless, despite the abovementioned researches, ethical 
climate still represents a topic that has not been sufficiently explored in tourism sector of Serbia. In 
respect to that fact, this research is starting from Kopaonik, one of the most visited centers of Serbian 
winter tourism. Due to its expressed orientation towards tourism, Kopaonik represents a favorable 
place for researching the human resources, including the researches regarding the ethical climate.

2. LITERATURE REVIEW

2.1. The ethical climate

As already mentioned, ethical climate represents the employees’ perception regarding their be-
liefs about standards and norms of acceptable behaviour in specific business environment [22]. 
For identifying the ethical climate in organizations, [23] used two-dimensional theoretical ty-
pology. The first dimension of this typology refers to criteria of moral reasoning, which could 
be oriented towards egoism, benevolence and principle. The second dimension refers to different 
referent groups, constituted by the subject/subjects that could be affected by aforementioned cri-
teria of moral reasoning (individual, local and cosmopolitan). By cross-tabulation of these two 
dimensions, nine theoretical types of the ethical climate might be formed (self-interest, company 
profit, efficiency, friendship, team interest, social responsibility, personal morality, company rules 
and procedures, laws and professional codes) [22]. This two-dimensional typology also served as 
a basis for identifying the ethical climate types represented in hotels at Kopaonik [19], [20].

According to [19] and [20], there are five ethical climate types represented in hotels at Kopaon-
ik, termed as: Law and care, Adhering the law, procedures and rules, Organizational interest, 
Team spirit and personal morality and Personal interest. In hotels with Law and care, the main 
concern is whether the business change violates particular law and causes the negative effect 
for the employees. Furthermore, in hotels with Adhering the law, procedures and rules, it is 
expected from the employees to strictly abide legal and professional standards. Third ethical 
climate type is Organizational interest, where achieving the organizational interests is the main 
concern. Within hotels with Team spirit and personal morality, the welfare of the employees is 
the most important consideration. The last ethical climate type is termed as Personal interest, 
where each employee protects personal interest [19], [20]. 

2.2. The employees’ socio-demographic characteristics and the ethical climate

Gender. According to the previous findings, women proved to be more conservative and their 
perception of ethics is often monitored and directed by the members of surrounding environ-
ment [18]. However, some research results emphasize that gender has no impact on the employ-
ees’ perception of ethics within the workplace [12], [17]. 

Age. Most of the studies supported the fact that young people are milder in moral judgment, 
while the older ones are more consistent in terms of following the ethical rules [3], [4]. Further-
more, the older generation of the employees consider the ethical issues in more legally oriented 
context. On the other hand, ethical issues on gender equality and environmental protection rep-
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resent less concern for older employees in comparison with the younger ones [3], [24]. However, 
results of several studies indicated that age has no impact on perception of ethics [4], [10], [17]. 
Education. Previous research conducted on this issue indicated a low correlation between edu-
cation and the ethical reasoning [8], mostly due to homogeneity of working groups in education-
al terms, comparing to general population, while the others suggested that people with higher 
level of education might have cynical view of ethics [11]. On the other hand, some authors point-
ed out that people with higher education show better understanding of ethics [11], [16]. 

Marital status. [21] indicated that married employees have greater degree of conservatism and 
closeness for unethical practices, because unethical behaviour could damage their work position 
and affect financial security of the whole family [21]. However, [13] indicated that marital status 
has no influence on perception of ethics.

Place of the residence. According to the previous findings, people from rural area are usually more 
conservative. This fact might be the consequence of lower degree of their exposure to economic 
pressures of urban centers and mutual relations between the members of rural communities [9]. 

Monthly income. Finally, with an income increase, people could change their perception of eth-
ics, but intensity of their desire to behave in line with ethics usually varies, based on traditional 
values of different cultural groups, so this socio-demographic factor should not be considered 
as isolated one [15]. 

3. METHODOLOGY

3.1. Instrument

This research was conducted on the basis of the questionnaire, divided into the two segments. 
The first one deals with the issues related to respondents’ socio-demographic characteristics 
(gender, age, education, marital status, place of the residence, monthly incomes), while the other 
segment obtained the issues related to the ethical climate. Respondents could choose one out of 
several offered answers within the first part of the questionnaire. On the other issues, respond-
ents expressed degree of their (dis)agreement with stated claims, on the scale from 1 to 5.

3.2. Procedure

The research started at Kopaonik in 2013 and it was continued until 2015. Data were collected 
by using the pen-and-paper procedure. Respondents were informed that research was anony-
mous. Before starting with the research, people employed in supervisory positions were con-
tacted. With their help, a sample of 211 respondents was collected (the survey covered 70.59% 
of overall hotel facilities in Kopaonik). 

3.3. Sample

Out of the whole convenient sample of 211 respondents, 52.6% of them were male, while 47.4% 
were female. According to the age structure, majority of the respondents were aged between 
21 and 30 years (49.8%). About 31.3% of the respondents were in a relationship, 28.9% of them 
were single, while 27% of the respondents were married. Degree of education among the re-
spondents was mostly related to high school (63.5%). The education field of the respondents 
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was not related to tourism in significant percentage (83.4%). Monthly incomes were mainly 
between 15,001 and 30,000 RSD6 (50.2%). By analysing the place of the respondents’ residence, 
30.8% were from the village, 40.8% were from smaller city, while 28.4% were from larger city. 
Interesting fact is that people from all over the Serbia are ready to work at Kopaonik during the 
winter, if they could not find a job in the place of their residence, which means that Kopaonik is 
an interesting place for researching the human resources. 

4. RESEARCH RESULTS

T-test of independent samples showed that perception of Organizational interest among the fe-
male employees is slightly higher (3.75) than perception of this ethical climate type among the 
male employees (3.51) and this difference is statistically significant at 0.05 level, while the value 
of t-test is -2.487 (see Table 1).

Ethical climate types Male (М) Female (М) T-value Significance
Law and care 3.73 3.86 -1.218 .225

Adhering the law, procedures and rules 4.38 4.46 -1.131 .259
Organizational interest 3.51 3.75  -2.487* .014

Team spirit and personal morality 3.79 3.97 -1.711 .089
Personal interest 3.85 3.89 -0.337 .736

* Significance level: 0.05 

Table 1: Perception of the ethical climate and gender structure 
Source: Research results

Results of ANOVA test indicated that there are significant differences in perception of Law and care 
on the basis of the age structure (F = 5.625; p <0.01), as well as in perception of Adhering the law, 
procedures and rules (F = 2.429; p <0.05) and Team spirit and personal morality (F = 4.798; p <0.01).

Based on the gained results, represented in Figure 1, it could be stated that perception of Law 
and care is higher among the older respondents. It is particularly high in the case of the respond-
ents aged between 41 and 50 years.

Figure 1: Age structure and Law and care 
(Source: Research results)

6 1 EUR = 118.34 RSD (National Bank of Serbia, November, 2018)
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Based on the research results shown in Figure 2, Adhering the law, procedures and rules is 
increasing along with the age of the respondents. Thus, in the case of the employees, aged be-
tween 41 and 50 years, perception of this ethical climate type is higher compared to younger 
and older respondents.

Figure 2: Age structure and Adhering the law, procedures and rules  
(Source: Research results)

Furthermore, based on the research results represented in Figure 3, it could be seen that percep-
tion of Team spirit and personal morality is higher among the respondents under the age of 20 
years. This perception is decreasing and it is pointing the lower value among the respondents 
aged between 21 and 40 years, while it grows again after the 41st year of the respondents.

Figure 3: Age structure and Team spirit and personal morality  
(Source: Research results)

Results of ANOVA test pointed to significant difference in perception of Organizational (F = 
4.183; p <0.01) and Personal interest (F = 5.100; p <0.01) on the basis of the level of education. 
Thus, results from Figure 4 are representing the respondents’ perception of Organizational in-
terest based on the level of their education degree.
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Figure 4: Level of education and Organizational interest  
(Source: Research results)

According to the same principle, perception of Personal interest, also on the basis of the level of 
education, is represented within Figure 5. Thus, based on the research results shown in Figures 
4 and 5, it could be observed that perception of stated ethical climate types is higher among 
those with lower education degree, while it gradually decreases with increase in the level of 
their education. 

Figure 5: Level of education and Personal interest 
(Source: Research results)

T-test research results, conducted to determine the differences in perception of the ethical cli-
mate, based on the fact whether the employee’s education in hotels at Kopaonik is in a field of 
tourism or some other sector, pointed to significant differences. Thus, perception of Adhering 
the law, procedures and rules is higher among the employees whose professional qualifications 
are in the field of tourism (t = -2.052; p <0.05) and the same goes with perception of Organi-
zational interest (t = -2.393; p <0.05), but also with Personal interest (t = -2,250; p <0.05) (see 
Table 2).
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Ethical climate types Tourism (М) Other field 
(М) T-value Significance

Adhering the law, procedures and rules 4.25 4.45 -2.052 .041
Organizational interest 3.36 3.67 -2.393 .018

Personal interest 3.62 3.92  -2.250 .025
* Significance level: 0.05 

Table 2: Perception of the ethical climate and the employees’ education level 
Source: Research results

Furthermore, ANOVA test indicated that significant difference in perception of the ethical cli-
mate, based on the place of the respondents’ residence, exists only in the case of Organizational 
interest (F = 5.081; p <0.01). According to Figure 6, it could be noticed that perception of Or-
ganizational interest is slightly higher among the respondents from rural areas than perception 
of the same ethical climate type among the respondents from smaller or larger cities. 

ANOVA test also indicated that there are differences in perception of Adhering the law, proce-
dures and rules (F = 3.898; p <0.01), Organizational interest (F = 3.206; p <0.05), Team spirit 
and personal morality (F = 3.325; p <0.05) and Personal interest (F = 2.485; p <0.05), depending 
on the respondents’ differences in monthly incomes. Thus, based on the research results shown 
in Figure 7, it could be seen that perception of Adhering the law, procedures and rules is the 
lowest among the employees with the largest amount of incomes.

Figure 6: Place of the residence and Organizational interest  
(Source: Research results)

Figure 7: Monthly incomes and Adhering the law, procedures and rules  
(Source: Research results)



3rd International Thematic Monograph:  
Modern Management Tools and Economy of Tourism Sector in Present Era

200

Furthermore, there is significant difference in perception of Organizational interest among the 
respondents. Similar to perception of Adhering the law, procedures and rules, employees with 
the highest incomes showed the lowest perception of Organizational interest (Figure 8).

According to results from Figure 9, it could be noticed that perception of Team spirit and per-
sonal morality among the respondents with higher incomes is lower compared to perception 
of the same ethical climate type among the respondents with lower incomes. Interestingly, re-
spondents with the highest incomes showed uncertainty regarding Team spirit and personal 
morality in comparison with respondents whose incomes are lower. 

Figure 8: Monthly incomes and Organizational interest  
(Source: Research results)

Figure 9: Monthly incomes and Team spirit and personal morality  
(Source: Research results)

Finally, based on the research result represented in Figure 10, it could be noticed that 
respondents with the lowest incomes have stronger perception of Personal interest compared to 
the respondents whose monthly incomes are higher. 
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Figure 10: Monthly incomes and Personal interest  
(Source: Research results)

5. DISCUSSION AND CONCLUSION

This paper analysed the influence of socio-demographic characteristics of the employees within 
hotels at Kopaonik on their perception of the ethical climate. Results showed that women have 
stronger perception of Organizational interest, which is in line with the findings that their per-
ception of ethics is often directed by the members of surrounding environment [18]. 

Furthermore, results showed that perception of Law and care, Adhering the law, procedures 
and rules and Team spirit and personal morality vary on the basis of the age structure. Younger 
respondents showed higher perception of Team spirit and personal morality. Perception of Law 
and care is higher among the older employees, the same with Adhering the law, procedures and 
rules. Gained results are in line with the fact that older employees are more consistent in follow-
ing the ethical principles and prescribed rules [3], [4]. 

Organizational and Personal interests are stronger among the employees with lower education 
degree. Results for Personal interest are in line with the previous findings that employees with 
higher level of education show better understanding of the ethical issues [11], [16]. On the other 
hand, employees with lower education degree showed stronger perception of Organizational 
interest, which could be explained by the fact that they are striving to fulfil prescribed organiza-
tional requirements, without noticing that particular unpredicted situation could also contribute 
to the business success. 

Perceptions of Adhering the law, procedures and rules, Organizational and Personal interests 
are higher among the employees without tourism education. These employees are usually not 
sufficiently introduced with the manner in which they should act throughout the contact with the 
customers. Therefore, hotel management could increase requirements directed at these employ-
ees, with intention to indicate the rules they need to follow, in order to gain the organizational 
interests. 

Respondents from smaller communities showed stronger perception of Organizational interest, 
the same with the findings of [9]. Thus, employees from smaller communities could strive to 
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fulfil the organizational interests, due to the fact that behaviour at work is considered as impor-
tant value within the small environments.

Next, Adhering the law, procedures and rules, Organizational interest, Team spirit and personal 
morality and Personal interest differ on the basis of the monthly incomes. Thus, respondents 
with average incomes have stronger perception of Adhering the law, procedures and rules in 
comparison with those with higher incomes who are usually in leading positions within these 
hotels. Perception of Organizational interest is also stronger among the respondents with lower 
incomes. Quality of providing the services usually depends on the organizational commitment 
of these employees, due to their direct interaction with the customers. Managers also need to 
focus on meeting the interests of the organization, but the final implementation of ideas and 
business policies usually depends on the employees with lower incomes at lower organizational 
levels.

Team spirit and personal morality is stronger among the employees with lower incomes, who 
are more focused on working in groups. It is also interesting to note that respondents with the 
highest incomes, mostly employed in managerial positions, showed certain degree of dishones-
ty, evidenced in their uncertainty when evaluating this ethical climate type. 

Finally, respondents with lower incomes showed stronger perception of Personal interest. This 
is pointing to the fact that respondents with minimal incomes try to use every opportunity that 
enables them improving their difficult financial situation.

By considering the effects of incomes on shaping the ethical climate among the employees, it 
could be noticed that gained results are in line with the fact that this socio-demographic indi-
cator needs to be interpreted in accordance with traditional values of certain cultural group [2], 
[15], [5]. Thus, perception of Adhering the law, procedures and rules could be supported by 
high index of uncertainty avoidance (92), characteristic for Serbia [5]. This means that employ-
ees with average incomes could show high effort aimed at avoiding the uncertainty, primarily 
because they are usually responsible for behaviour of their subordinates. At the same time, they 
are not the ones who establish the rules. They only transfer the expectations of the employees 
with higher monthly incomes, which is the reason why they could be under additional expecta-
tion that business tasks need to be fulfilled in clearly defined manner. 

Furthermore, Serbia is considered as collectivistic society (index of collectivism: 75) [5]. There-
fore, it is not surprising that Team spirit and personal morality is expressed among the employ-
ees. Also, results for Organizational and Personal interest could be explained by the level of the 
unemployment within the country and difficult living conditions. Therefore, perception of these 
two ethical climate types could be high among the low-income employees, due to the fear of los-
ing their jobs, as well as their intensions focused on providing the additional money resources 
to ensure the better living conditions for themselves.

Thus, on the basis of the gained results, research regarding the ethical climate might contribute 
to providing the guidelines for improving the relations with human resources within the organ-
ization. Therefore, identification of represented ethical climate types might be the first step in 
gathering the data regarding the employees’ perceptions of organizational requirements. How-
ever, it is also important to ensure that organizational requirements are interpreted in the right 
manner by their employees in respect to their socio-demographic characteristics.
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ganic food, mineral water, thermal water, diversification tourist portfolio

1. INTRODUCTION 

The concept of Sustainable Development, oriented to the preservation of „natural capital”, 
is reduced to the need to balance human activity with the ability of nature to be renewed. 
This concept has grown into a comprehensive paradigm. And the basis of the „green” 

economy and „green” economic growth contribute to tackling the problem of reducing pov-
erty and preventing excessive exploitation of natural resources [11]. In the eighties of the last 
century, ten dencies of development of post-industrial so ciety brought in a new type of tourists. 
Tradition of spending vacations on the seaside is replaced with the wish to visit unspoiled and 
self-sufficient (in cultural-ethnographic sense) parts of the world. 

The main reasons for this change are, above all, continuous growth of technogenic pressures on 
human health, as well as the fact that tourists, traveling through untouched nature, receive more 
emotional and cogni tional impressions compared with those which they can get from traditional 
tourist-recrea tional services in the developed tourist centers [15].

2. DEVELOPMENT OF ECOTOURISM

More and more natural reservations, na tional parks, monuments of nature, history, culture and 
other protected properties are established in the world. Around 3 % of the territory on our planet 
is occupied by protected natural territories of different forms and status and there is the tenden-
cy of further spreading [4]. 

As the functioning of these territories is connected with special regime of protection, usage of 
their resource potential is limited to certain forms of activities. Thus, a problem of development 
of those forms of economic activities that will completely use specific production factors like 
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aesthetic natural complexes, cultural-historic and ethnographic heritage as well as favorable 
ecologic factors emerges on protected territories [1], [5].

Ecotourism is more and more significant phenomenon in environmental protection. As a matter 
of fact, this is the sector of tourism that is developing most rapidly. Working out of the concept 
of ecologic tourism represents a new domain so today there is no unique scientific approach 
towards it [2].

Country Number  
of parks

% of country 
area Country Number  

of parks
% of country 

area
Australia 685 4.46 Argentina 33 1.4
China 208 - Sweden 29 1.6
Thailand 138 12.0 Japan 29 5.4
India 102 1.2 Costa Rica 26 25.1
Brazil 71 2.97 Italy 24 5.0
Mexico 67 0.73 Poland 23 1.0
USA 60 2.2 South Africa 19 3.0
Colombia 59 12.5 Great Britain 15 8.2
Indonesia 50 8.4 Germany 15 2.7
Paraguay 50 14.9 Spain 15 0.8
Venezuela 43 21.7 Albania 14 4.1
Canada 43 3.8 France 10 9.5
Russia 40 0.4 Austria 7 3.0
Turkey 40 1.0 Serbia 5 2.3
Finland 39 2.9 Bulgaria 3 1.8
Chile 36 19.3

Table 1: Number of national parks in the world  
(Source: https://en.wikipedia.org/wiki/List_of_national_parks)

Two criteria of ecologic tourism often appear in the definitions accepted on international level:
• Educational travels to the places of re latively unspoiled nature with attractive cultur-

al-historic environment.
• Form of tourism towards ecologic and socio-economic development of the country, 

when environmental prote ction and cultural-historic environment becomes worthwhile 
for local po pulation.

Bearing in mind the analysis of numerous approaches and definitions of ecotourism, one of the 
most acceptable is definition of the Society of Ecotourism of USA: “Ecotourism is a travel into 
the places of relatively unspoiled nature in order to acquire perception of natural and cultur-
al-ethnographic characteristics of gi ven territory, without violating the wholeness of ecosystem, 
which offers possibilities of cre ating economic conditions that will enable en vironmental pro-
tection to become worthwhile for local population”. In broader sense we can consider rural and 
resort-climate tourism to be special forms of ecotourism as well.

The principles of managing ecotourism should be based on the concept of sus tainable develop-
ment. Because of that eco tourism could be defined in a following way: Ecotourism comprises 
travels on the territo ries with relatively unspoiled ecosystems and ethnic-cultural complexes, 
which enable direct investment in the protection of natural reso urces and imply adequate re-
gime of mana gement on the basis of sustainable deve lopment.
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This definition of ecotourism consists of two concepts. First, ecotourism represents to urist 
product oriented on nature (Figure 1). Secondly, it represents the instrument of sus tainable 
development of specially protected natural territories [3], [10]. In that manner, ecotourism 
represents specific marketing segment, on one hand, while on the other hand represents a group 
of principles and methods of manage ment of particular kind of tourism.

Figure 1: Ecotourism as a segment of market of tourist services

Model of mass tourism is gradually repla ced with model of sustainable development of tourism. 
The former is based on the description of life cycle of tourist territory. As the basic parameter 
of its development – number of visitors – is signaling with delay about the evolution of the terri-
tory, it could happen that it, together with managing control and monitoring enters the phase of 
irre versible negative ecologic processes. Strengthening of the negative processes as a result of 
development of mass tourism pressed us to seek a new course of deve lopment of tourist industry 
that lead towards forming the concept of “sustainable deve lopment of tourism” [7], [9].

Sustainability, in given context, implies a positive general balance of ecologic, socio-cultur-
al and economic consequences of tourism, as well as mutual positive interaction of visitors. 
Within the framework of model of sustainable development, the number of visitors shouldn’t be 
bigger than the capacity of the territory, established on the basis of its ecological possibilities 
and socio-cultural characteristics. In connection with it the most effective form of tourism is 
ecotourism [13].

Basic function of ecotourism is effective improvement of people’s physic and physical condition, 
expansion of ecologic learning, ecologic consciousness and ecologic culture. There are some 
economic functions that could be isolated: forming market of specific re sources and collecting 
financial resources for environmental protection, rationalization and growth of sustainability 
and effectiveness of use of natural resources as well as stimulating regional economic develop-
ment.

Basic characteristic of ecotourism is that the part of attained resources is transferred to pro-
tection and renewing of resource foun dation, improvement of technology of tourist services, 
heightening of the level of ecologic consciousness of the society and develo pment of feed-back 
mechanism [19].
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3. TYPES OF ECOTOURISM

It is possible to distinguish four types of ecotourism and ecotours today: 
• Science-tourism. During ecotours tourists participate in various researches of the nature and 

conduct observations. For example, well known are ecotours connected with bird-watching 
in Latin America and registering whale population in the Pacific Ocean. As a rule, tourist 
desti nations on such tours are particularly pro tected natural territories: national parks, natu-
ral reservations, and other protected areas. Scientific research expeditions, as well as natural 
science student’s practice are two types of science-tourism.

• Nature history tours. Those are travels connected with learning about the nature and local 
culture. As a rule, such tours represent educational, popular science and theme excursions 
on specially or ganized ecologic routs. They are usually or ganized on the territories of na-
tional parks, and natural reservations. Such are student’s excursions during which teacher 
or tourist gui de organize picnics and talks about nature. This type of tourism is especially 
popular in Germany and that is the reason why it is called “German model of ecotourism”.

• Adventure tourism. This type of ecotourism is represented with travels connected with ac-
tive ways of walking and rest in nature, which resulted in acquiring new impressions, im-
proving physical condition and achieving accomplishments in sports. Such are alpinism, 
rock-climbing, ice-climbing, speleologist tourism, alpine skiing, canoeing, and paragliding 
and so on. Many of these ap peared recently and are considered extreme because they are 
connected with great risk taking. This type of ecotourism is developing rather quickly, it is 
the most expensive, but brings the greatest profits.

• Travels to natural reservations. High attraction of unique and exotic natural objects and 
natural beauties in national parks and reservations allures many tourists. For example, 48% 
of tourists coming to Latin America want to visit natural reservations. Management teams 
of many national parks and reservations transforms ecologic excursi ons into real show. A 
fine example for that could be Yellowstone National Park in the USA that the itinerary of the 
excursion is calculated for every minute and connected with the periods of Geysers activity.

Very often, presentations in natural ob jects, especially in the caves, are followed with colorful 
light shows, music, with ena ctments of the scenes of life of the natives. This type of ecotourism 
is most developed in Australia, so it is usually referred to as “Australian model of tourism”.

The significance of ecotourism for sus tainable development of the planet is reflected in special 
“AGENDA for 21st century for tourist industry”, that was adopted in 1996 by World Trade Or-
ganization (WTO), World Travel and Tourism Committee (WTTC) AND organization “Green 
World”. It is based on AGENDA XXI adopted on the UN Conference on Environment and Devel-
opment by the representatives of the governments of 182 countries of the world on June 14th 1992.

The sustainable development of tourism implies process that is going on without damaging 
tourist resources. That is done with such resource governing where they are renewing them-
selves at the same speed as they are spent or by transfer from slowly renewable resources to 
rapidly renewing ones [10].

Agenda 21 consists of following pos tulates:
• industry of travel and tourism is inte rested in protection of natural and cultural resources, 

that are foundation of tourist business;
• points out the importance of coordi nation of mutual efforts of the gover nments, industries 

and non-gover nmental organizations for creating strategy of long-term development;
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• listing of priority domains with dete rmining goals and necessary steps for their accom-
plishment;

• pointing out the importance of partner ship of government, industry and non-governmen-
tal organizations, analysis of strategic and economic significance of travels and tourism, 
pointing out enormous benefits of creating potent and efficient tourist industry.

The Document calls for using following principles in the development of tourism:
• travels and tourism should help people achieve harmony with nature;
• travels and tourism should contribute to preservation, protection and renewal of eco-

system;
• travels and tourism should be based on potent and efficient models of pro duction and 

expenditure;
• policy of protectionism in the trade with tourist services should be changed partially or 

completely;
• environmental protection must become inseparable part of the process of the develop-

ment of tourism; 
• problems of the development of tou rism have to be solved with the participation of in-

terested citizens (local population), by planning solu tions that are passed on local level;
• countries have to inform each other of elementary catastrophes, which could befall 

tourists and tourist sphere;
• travels and tourism should enable opening new work positions for women and local 

population;
• development of tourism should enable and stimulate culture and interests of local peo-

ple;
• tourist industry should be based on international law in the sphere of environmental 

protection.

4. RESSOURCES OF SERBIAN TOURISM

Tourist potentials in Serbia are very little exploited. Modern eco-tourism requires preserved 
natural resources and products created in environmentally friendly environments and condi-
tions. Our country has all the conditions for developing eco-tourism, but it does not use its own 
potential for its development, especially when it comes to rural tourism. The basis of modern 
ecotourism is health, rest and recreation. Health component can be provided with healthy food. 
A modern tourist - the consumer is increasingly considering nutritive and calorific value, the 
ratio of fat, proteins, the amount of vitamins and minerals in the food products. 

Food products that do not meet the requirements for the protection of geographical indications 
of origin, whose reputation contributes significantly to the cultural and historical preservation 
of the identity of certain regions in Serbia, will be further preserved and raised to a higher level. 
The guaranteed traditional specialties will receive full material affirmation through a tourist 
offer where the price of these products is several times higher than the market value [16].

Joint marketing and promotion of the tourist offer of our country almost does not exist. Com-
mon branding of green hotels at eco destinations none exist also. In order to attract investments, 
it is necessary to develop a Serbian tourist brand and promote it internationally. The diaspora is 
currently the most promising target group of foreign investors in ecotourism in Serbia.
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The production of healthy food can be achieved by introducing organic agriculture. Our country 
has natural preconditions for its development: unpolluted agricultural areas, fragmented house-
holds in mountainous areas with a rounded cycle of plant and animal production. The need to 
preserve certain natural values, from meadows and pastures with medicinal herbs, forest fruits 
and indigenous races of sheep to protected species, is in line with the modern tendency of return 
to nature and natural resources. Medical and aromatic herbs, wild fruits from ecological areas 
represent a significant natural wealth of our country [12].

5. DEVELOPMENT OF SPA TOURISM IN SERBIA

Numerous mineral water sources make Serbia the richest in thermomineral water resources on 
the Balkans. Most of the sources are located on the territory of Serbia proper. With few excep-
tions, thermomineral water sources developed in Paleozoic and Precambrian metamorphic rock 
complexes. Favorable geological and geotectonic conditions produced large number of hydro-
thermal systems with sources of thermal and thermo-mineral waters (about 470 sources; half of 
them with surface temperature over 20°C). At present these geothermal resources (550 x 106 t 
of equivalent liquid fuel) are not being exploited. Thermal water is marginally used for heating 
of greenhouses, farms, factories and spa’s (health centers) (Vranjska spa, Niška spa, Sijarinska 
spa).

The type and chemical composition of mineral water sources depends on many geologic, litho-
logic, tectonic and other factors. Mineral waters from deposits at Bukovička spa (Arandjelovac), 
Vrnjci (Vrnjačka spa), Heba (Bujanovac), Minakva (Fruška Gora), Mivela (Trstenik), Karad-
jordje (Smederevska Palanka), Prolomska spa, Kuršumlija and Slatina (Bela Voda) have preven-
tive and healing effects. The classification of mineral waters of Serbia is significantly hampered 
by numerous sources, which are often found at a small interconnection but have different com-
position and temperature.

For example, Vrnjacka Banja contains three well-studied mineral water sources of different 
chemical composition („Snezhnik” - magnesium type, „Hot water” - sodium type and „Lake” - 
sulfur type). This is explained by the inhomogeneity of the composition of the walls and various 
sources of mineral components. Based on the six prevailing parameters, all mineral waters of 
Serbia can be divided into sulfur, iodine, iron, radon, magnesium and sodium. 

About 450 million of liters of mineral water are being produced in Serbia per annum. More than 
55% of the annual production is being produced by the company „Knjaz Miloš”. Signifi cant 
producers are also “Mivela”, „Rosa”, “Akva viva”, „Heba”, „Vrnjci” and „Minakva”. If we take 
into account other companies which are not on the list of the Association, then the number of 
producers amounts to about 20 companies. 

Health tourism in the Republic of Serbia lies in natural resources of thermal, mineral and ra-
don water. Serbia is rich with thermal waters that were used already in the Roman times. In 
spa centers of the Republic of Serbia there can also develop recreational, manifestational and 
congress tourism. Good locations of spa centers give possibility for development of recreational 
and vocational tourism (Figure 2). The traffic network in the country offers possibility for de-
velopment of transit tourism [18]. 
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Figure 2: Locations of spas in Serbia (• - spa)

The existence of large hydro geothermal convective system with the reservoir of the thermal 
low-mineralized water (temperature between 75 and 120°C) is important for heating. Geother-
mal energy could be efficiently utilized for various purposes in the Republic of Serbia (Fig-
ure 3). Limited use of geothermal fluid characterized by high mineral concentration and great 
content of eruptive gases is brought about by technical problems related to corrosion effects 
on plants. To overcome this problem, a technology for fluid use has been developed providing 
optimum conditions for heat transfer. 

Spa tourism should be one of the pillars of the development of the tourism industry in view of 
the richness and capacities of thermo-mineral waters in Serbia. With a wide range of additional 
offers: sports and recreation, hunting, fishing, culture, entertainment, fairs, gastronomy, enolo-
gy etc., the spa’s should, besides the health resort, also become important centers and places of 
tourist offer by diversification of portfolio [21].
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Figure 3: Utilization of Geothermal Resources

The specificity of each spa’s touristic destination is also reflected through a range of secondary 
types of services that they provide, in terms of cultural and historical content (or, for example, 
natural rarities) in the immediate vicinity, the possibilities for carrying out various kinds of 
activities in nature. The spas have important both functional and socio-economic significance, 
with pronounced medical and sport-recreational character, but also a high potential in terms of 
cultural and historical heritage and specific contents characteristic only for these areas [6]. 

As a result of the supply and demand factors in the market, the spa resorts with certain invest-
ment in infrastructure and superstructure can represent a territory with a wide range of oppor-
tunities for development [8], [23]:

• health and recreation centers for leisure, rest and recovery, but also the preparation of 
top athletes, which can significantly contribute to the improvement of the economic 
situation of the spa;

• spa towns as the most important centers dedicated to annual holidays;
• spa resorts as sports centers with special opportunities for certain types of sports; 
• spa towns as cultural centers (with a specific offer of archaeological and medieval mon-

uments in the immediate vicinity of spa sites);
• spa towns as congress centers;
• spa resorts as natural reserves.
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6. RURAL DEVELOPMENT - FUTURE CORE  
OF SUSTAINABLE TOURISM IN SERBIA

The need to exploit and preserve the natural potential of our country through the offer of healthy 
food will contribute to the development of rural areas (eco zone, eco-village) and eco-tourism. 
Mountain-sustainable eco-tourism can in time improve the socio-economic position of the rural 
environment and the economy of the country. The incentive for the development of mountain-
ous sustainable tourism gives a new approach to marketing in agribusiness and tourism.

Ecotourism becomes a chance to protect biodiversity, but also a chance for young people, who 
through their knowledge and skills can contribute to the socio-economic development of the 
rural environment. With their abilities, spirit and activities, they play an important role in the 
future of the rural environment: the development of organic agriculture contributes to the pro-
tection of nature and the rational use of natural resources, preserving water, air and land, in-
creasing competitiveness and market conquest, but also by increasing employment in reducing 
poverty in accordance with Millennium Development Goals [12].

National support for organized joint export of healthy food without intermediation of companies 
and incentives for producers and processors is an urgent task of our state and its institutions. 
Marketing for attracting investments in eco-tourism will contribute to the revitalization of rural 
parts of our country and will stimulate the development of rural sustainable tourism. It is very 
important to use the pre-accession funds of the European Union, and first of all the IPA-3 pro-
jects for family households in rural areas and border areas.

Serbia has significant natural potential for the development of organic agriculture and the pro-
duction of healthy food. The position, climate, soil composition and other characteristics of 
natural habitats represent natural resources for the development of organic agriculture. Existing 
climatic and pedological and ecological benefits of our country provide extremely favorable 
conditions for breeding and production of quality food. However, the level of use of natural 
resources, primarily land, is insufficient. Of the 4,250 million hectares of arable land, a small 
part is processed organically [22].

In Serbia, the farmer, due to his poor financial standing in recent years, was unable to apply 
intensive agrotechnical measures. In rural areas, the use of artificial fertilizers and pesticides 
has been significantly reduced. The land is largely recovered, pollution of watercourses and air 
is relatively small, and isolated land plots and cattle farms can be used to produce and increase 
the export of healthy high-quality food.

The abundance of mountain pastures had an impact on the holding of the herd, which were 
searching for food and water in a wide area. The largest part of the hilly mountainous area is 
characterized by extensive livestock production on individual farms. Cows’, sheep and goat 
milk are mainly used for processing. The wealth of autochthonous milk processing has been 
kept up to the present day. Nomads farmers have influenced the processing of milk and have 
transmitted the technique of working for various dairy products. In the literature, data can be 
found that milk and dairy products were basic food, and the subject of trade. There are data 
indicating that cream and white cheese are the oldest dairy products [17].

Serbia towards EU integration must participate in the development of a model agricultural and 
rural policy of the European Union. With the purpose of the agricultural development Republic of 
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Serbia may use the funds from the Pre-accession Assistance for rural development IPARD, which 
include the use of agrotechnical measures in agriculture and extent of organic production [19]. 

Given the increased demand for organic products (meat, milk, cheese) on the world market, 
there would be an opportunity to reduce poverty in rural areas. Starting from the basic idea of 
the possibilities for developing organic agriculture and the production of healthy food, using 
natural resources, it is necessary to create eco-zone projects. Within them, it is necessary to 
define an area that meets the strictest ecological standards, provides support to the local com-
munity, informs the population where the greatest development chances exist, educates the 
population in terms of healthy food production.

In this regard, the reform of agrarian policy and legislation is intensified, and is promoted in 
the thinking and behavior of all market actors, in order to stimulate the development of organic 
agriculture [12]. 

The experiences of the semi-developed European countries indicate that the largest and initial 
contribution to the development of organic agriculture and the offer of healthy food came from 
the state, which stimulated organic agriculture with its subsidies. At our disposal, we have good 
foreign practice and a positive experience in this.

Organic agriculture enables organic food, whose demand in growth will stimulate the further 
development of organic agriculture, other activities in the agrosector, and which is a significant 
new type of tourism. In order to realize the expected results at the national level, the coopera-
tion of all stakeholders in the alliance is essential. Key partners in the alliance marker are agri-
cultural family farms, agricultural cooperatives and other similar associations, manufacturing 
companies, brokers, companies like customers, individual consumers and other institutions and 
organizations from the non-economic sector. Each partner works in the public interest, based 
on his contribution to the development of healthy food through the competencies that arise and 
which are the lack of other partners.

Financial and technological assistance from competent partners to individual agricultural fam-
ily farms is expected, and marketing assistance to land-based cooperatives, cooperative asso-
ciations and other associations in the development of marketing concepts and organizat ional 
structured marketing of business functions. Through an adequate marketing campaign, it is 
necessary to attract foreign investors who would support the development of organic agricul-
ture in our country, and especially investments from organic food importing countries (North 
America, Japan, Australia and developed EU countries). Such campaigns would indirectly stim-
ulate the growth of the organic food market and the changing lifestyle of our consumers. Con-
sumer education in this regard is a task for marketing. It is for the state, society, businesses and 
individuals to encourage promotional campaigns to change its thinking about the usefulness of 
healthy food and to increase confidence in its healthy component.

7. DIVERSIFICATION OF TOURISTIC PORTFOLIO

The integrated product of the tourist destination becomes attractive to tourists as a result of suc-
cessful marketing and (or) the overall experience of tourists on a tourist destination associated 
with the three elements of a new tourist product:

• attitude,
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• purchase transport (in terms of distance and transportation costs),
• conditions of stay (accommodation capacities, food quality, recreational and other pos-

sibilities).

These are the total benefits that tourists have in consuming this product. In this context, it is 
important that the destination understands that it is necessary for the market to offer a certain 
range of products, i.e. to provide the possibility of choosing through what is called product line 
in the theory of marketing and the breadth and depth of the assortment.

The basic criteria that are respected when forming a strategy for a successful destination tour-
ism destination are:

• Significant demand for the development of a new tourism product;
• Designing a new tourism product should be accompanied by data on the available fi-

nancial, human, natural and other resources necessary for the development of products 
at a particular destination;

• Each new product must contribute to increasing profits or affecting the acceleration of 
tourism development at the destination.

When choosing a new tourist product, it is necessary to evaluate:
• natural, social, cultural-historical and other characteristics of the regions and areas for 

which development is planned
• the need for infrastructure interventions necessary for the development of a new tur-

quoise product at a particular destination.

Disposing of this information is only part of the way to building an appropriate product strategy. 
A step further to choosing the appropriate strategic alternative should be the determination of 
certain criteria in the domain of the economic and social status of the product.

The strategy of diversification of the portfolio of tourist products at a particular destination is 
formed on the basis of information and available knowledge on the fulfillment of certain cri-
teria. Implementation of strategy and development of market opportunities are carried out in 
several stages:

• identification of the market,
• processed market opportunities,
• the development of the strategy,
• testing of the market,
• market forecast,
• promotional activities,
• planning and realization.

In the planning phase, the concept of product life cycle may be useful, i.e. to follow his destiny 
through all stages: from introduction, growth, saturation, maturity and decline.
Phases in the life cycle of a specific integrated tourism product of a destination can also be 
designated as: phases of introduction, exploitation phase, growth phase, consolidation phase, 
stagnation phase, revival phase through the diversification of the tourist portfolio and the intro-
duction of additional attractive forms of tourism (Figure 4). 

Particularly important is the right way to perceive the phase in the life cycle in which it is in-
tegrated, whether partial tourist product, or the period when these products are moving from 
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one phase to the next. It is necessary to have the appropriate measures as a kind of indicators in 
order to be evaluated. This may be the number of tourists, the number of overnight stays or the 
amount of spending.

Figure 4: Life cycle of tourist product and diversification of tourism portfolio of destination

Also, it is necessary to keep in mind that it is necessary to announce in advance the desired 
indicators (tourist traffic - number of tourists and number of nights, realized consumption). In 
any case, at the stage of stagnation, it is necessary to include other forms of tourism, apart from 
the basic, based on purely natural resources. 

Corrective measures may also take into account the changes in tourists at the destination, the 
average length of retention, the characteristics of consumers, the time period of their concent-
ration in the destination, and the like. A product line in a specific tourist destination, with a 
certain width and depth, can be represented on a small town near Taipei City on the edge of a 
protected area in Taiwan (Table 2). 

Types of tourism Contents of tourist destinations
Spa tourism Terme, basins with thermal waters and mud
Rural tourism Ethno-farms, gastronomic exhibitions, market organic food 

Eco tourism National parks, forests, preserved nature, riverbanks, 
waterfalls

Manifestation tourism Festivals, fairs, parades, events
Cultural-historical tourism Museums, fortress, concerts

Industrial tourism ICT technologies  
(mobile servers to cover the territory by Wi-Fi network)

Table 2: Spreading the tourist niche through the diversification  
of the portfolio of tourism products

Combination of different types of tourism within a package of offered services to the partic-
ipants of scientific forums, workshops or business conferences revive and enrich the work of 
travel agencies. At the same time, complex diversified offers enable economic development of 
eco-destination.
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CONCLUSION

The paradigm of Sustainable Development in different domains of economy, industry, civil 
engineering, agriculture, tourism and service business became the leading paradigm of 21st 
century. In the sector of tourism this paradigm is reflected in the orientation on ecotourism. 
Sustainable development, oriented towards preservation of “natural capital”, is reduced to the 
need to bring into balance human activity and nature’s ability to renew itself. Sustainable devel-
opment acknowledges that economic development is necessary for eliminating polarizat ion of 
the society and poverty, which leads to excessive exploitation of natural resources.

The concept of sustainable development within the green economy is slowly being accepted in 
Serbia. Serbia took only the first steps in organic production, although there are natural poten-
tials, especially in underdeveloped, mountainous areas. The common direction of the develop-
ment programs of production, and first of all IPA-3 EU programs for cooperation in the produc-
tion, sale and promotion of healthy food in our country on the principles of green marketing is 
the optimal strategy for the development of the market of healthy food.
Participants in the development programs of production, sales and promotion of healthy foods 
are agricultural holdings, agricultural cooperatives and other associations, processing compa-
nies, brokers, consumers and other institutions and organizations from the non-economic sec-
tor. Joint programs of production, sale and promotion of healthy food in Serbia are efficiently 
implemented exclusively by applying the marketing management concept.

The need to exploit and preserve the natural potentials of our country through the offer of 
healthy food will contribute to the development of a rural village (eco zone, eco-village) and 
eco-tourism. Mountain-sustainable tourism can in time improve the socio-economic position of 
the rural environment and the country’s benefits. The incentive for the development of mountain 
tourism is giving a new approach to marketing in agrobusiness and tourism.

Eco tourism becomes a chance to protect biodiversity, but also a chance for young people, 
who through their knowledge and skills can contribute to the socio-economic development of 
the rural environment. With their abilities, spirit and activities, they gain a significant role in 
the future of the rural environment: the development of organic agriculture contributes to the 
protection of nature and rational co-development of natural resources, reducing poverty, pre-
serving water, air and land, increasing competitiveness and the conquest of the market but also 
to greater employment. In addition to offering clean air and water for the rural area, through 
the offer of healthy food, conditions are created for the development of eco exclusive tourism. 
Rural ecotourism ensures the promotion of rural development through organic production and 
ethno-food.

In order to attract investments, it is necessary to develop Serbian tourist brands in order to enter 
the international market. The diaspora is currently the most promising target group of foreign 
investors in our tourism. By using ecological potential, the possibility for the development of 
new types of tourist offer is opened on the basis of revitalization of forgotten crafts and gastro-
nomic specialties. Marketing for attracting investments in eco-tourism will contribute to the 
revitalization of rural parts of our country and will encourage the development of sustainable 
rural tourism. 

Serbia has huge natural potential, with large number of spas with high quality thermomineral 
water. With that in mind, it is important to define a general development strategy to integrate 
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spa areas in specific regions, and by that to broaden the overall supply of services offered as 
tourism destinations. Geothermal, thermal, and thermomineral sources are very important re-
sources in development of those areas on one side, and, on the other side, an invaluable factor 
in popularization of those areas with sustainable ecotourism not only on the national level, but 
on the European level as well. 

Green economy creates the conditions for the development of organic agriculture and organic 
food production with the purpose to protect the human health and environment. The production 
of healthy food can be realized by introduction of organic agriculture. Our country has natural 
predispositions for its development: unpolluted agricultural areas, fragmented households in 
mountain regions with a rounded off cycle of plant and cattle production. The need to preserve 
certain natural values, from meadows and pastures with autochthonous sheep races, to protect-
ed animal species, is in line with the modern tendency of return to nature and natural resources. 
Medical and aromatic plants growing in ecological mountain regions represent a huge natural 
wealth of our country, significant for ecotourism development.
The implementation of sustainable management of ecotourism using the experience of other 
countries can contribute to proper positioning of Serbia as ecotourism destination in the inter-
national tourism market. 
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Abstract: Due to deregulation and dynamic development of the air transport in the recent decades, 
the concept of performance evaluation and efficiency measurement has been given an increasing at-
tention. The main goal of this paper is to use Data Envelopment Analysis to compare the efficiency 
of nine airlines using multiple inputs and outputs. The results of the analysis showed that Croatian 
Airlines, Lufthansa, Singapore Airlines and Emirates Airlines have the best ratio of the selected inputs 
and outputs and thus they are achieving maximum efficiency compared to the other airlines included 
in the analysis. 
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1. INTRODUCTION 

The end of the 20th and beginning of 21stcentury have been characterized by the accelerat-
ed development of the tertiary sector, i.e. the field of services. This has been evidenced by 
the growing share of the services in the gross domestic product, as well as the increased 

employment in this sector. This rapid development resulted from the numerous factors, such 
as: globalization, higher living standard and income, urbanization, modernization of transport, 
technological innovation, etc. Since the airlines business belongs to the service industry, where 
most of the carriers offer competitive prices and uniform loyalty programs, the only form of 
differentiation is the superior service quality. The modern era of globalization and technological 
progress has led to the growing importance of the air transport worldwide. The increased need 
to travel and discover new places, whether for business or leisure purposes, emphasized the role 
of air transport. It has led to the emergence of the “global village” concept, where people are no 
longer strictly tied to one place, but can afford to travel from one place to another in a relatively 
short time. There are close links between air transport and international tourism. The latter, in 
a significant way impacts on to the development and stimulation of changes in aviation and, in 
particular, this applies to start new routes or increasing competition by the emergence of new 
carriers. On the other hand, air transport is an important element of the present globalization 
processes and due to the growing internationalization dependencies within the global economy 
is open to new challenges and adapts to the needs of its users [1]. Authors [2] and [3] analyse the 
relationship between tourism and air transport and conclude that any changes in aviation effi-
ciency are closely linked to tourism development. On the one hand, new forms of tourism and 
new destinations influence air transport demand while, airports provide essential infrastructure 
to support regional, social and economic growth.

The high demand for airline services led to establishment of numerous local and international 
carriers that are constantly seeking to find market niches, so they can stand out among the com-
petition and sustain their business. Meeting costumers’ expectations is no longer sufficient to 

1 University of Novi Sad, Faculty of Economics Subotica, Segedinski put 9-11, 24000 Subotica, Serbia,
2 Etihad Airways, Khalifa City A,P.O. Box 35566, Abu Dhabi, UAE
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keep passengers loyal to an airline. The main goal behind the high service quality is to satisfy 
customers’ needs and create extra value for them, as only satisfied customers will return to the 
same company and provide a long-term source of income for them.

Due to deregulation and dynamic development of the air transport in the recent decades, the 
concept of performance evaluation and efficiency measurement has been given an increasing 
attention. The empirical studies started focusing on this topic and implementing various quan-
titative methods. Nowadays, there is a variety of models used in performance evaluation of the 
airlines with the aim to improve the quality of their service and customer satisfaction. The main 
goal of this paper is to implement Data Envelopment Analysis (DEA) in order to compare the 
efficiency of the two largest airlines in our region and seven top-ranked airlines in the world. 
According to [4], the non-parametric methods like DEA can help to determine the best practice 
when it comes to the desired performance of the organizations that operate within the same 
business area. Such performance evaluation is superior comparing to the traditional approaches 
that were emphasizing financial aspects of the business. On the other hand, the modern ap-
proaches focus on the various aspects of the business and summarize their parameters into a 
single measure within defined multidimensional framework.

The next chapter refers to the literature review related to this topic, while the third and fourth 
chapter is highlighting the development and the modern tendencies of the aviation industry. 
The following chapter is focused on the basic concepts of Data Envelopment Analysis that was 
used in order to analyze the relative efficiency of the airlines. The sixth chapter includes inter-
pretation of the obtained DEA results, while the final chapter outlines the main conclusions and 
guidelines for the future research.

2. LITERATURE REVIEW 

The feature of Data Envelopment Analysis [5] to deal with the problems involving multiple 
inputs and outputs, in addition to the simplicity of the assumptions underlying the model, made 
this method widely used in the evaluation of the air transport efficiency since 1990’s. DEA 
method can easily be applied for the efficiency analysis in different industries, such as banking 
sector [6], [7], rail network efficiency in the UK [8], as well as the road transport efficiency in 
Norway [9].

When it comes to the airline industry, numerous authors were dealing with the operational ef-
ficiency by using different models of performance evaluation and measurement. Authors [10] 
implemented fuzzy logic with the aim to assess the service quality of three Taiwanese airlines, 
while the other study [11] applied well-known BSC method to assess the performance efficiency 
of the airlines in Turkey.

Schefczyk [12] used Data Envelopment Analysis in order to evaluate the airlines’ operational 
efficiency, as well as to determine the strategic factors affecting their profitability and perfor-
mance. 

Yayla-Kullu and Tansitpong [13] used DEA method to evaluate and compare the performance 
of the low-cost and full-service carriers in the United States in terms of their service quality.
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Fethi, Jackson and Weyman-Jones [14] implemented Data Envelopment Analysis with the aim 
to assess the efficiency of 17 airlines over four years period. Besides that, in the second stage 
they applied Tobit model in order to identify the effect of various variables on the efficiency.

Rubem et al. [15] analysed the operational performance of Brazilian carriers from 2007 to 2010 
using the combined approach of Data Envelopment Analysis and dynamic clusters. 

In addition to the above, some of the modern studies incorporated environmental factors into 
efficiency analysis of the airlines. The authors [16] applied bootstrapped data envelopment anal-
ysis model with variable returns to scale in order to examine the environmental and technical 
efficiency of the airlines. For the purpose of the analysis, 48 world’s major full- service and 
low-cost carriers were selected from six different regions. The obtained results showed that the 
most technically efficient airlines are originating from China and North Asia, while the best 
environmental performers are from Europe. On the other hand, another study [17] included the 
noise level as an undesirable output in the efficiency analysis of Taiwanese airports. 

3. DEREGULATION AND DEVELOPMENT  
OF GLOBAL AIRLINE INDUSTRY

In the past decades, the aviation industry has been affected by numerous changes that have tak-
en place as a result of rapid technological progress, changed consumer preferences and turbulent 
political events. Increasing demands for mobility, further globalization of society and changing 
consumer behaviour lead to growth in traffic flow and segmentation of the air transport in-
dustry. The deregulation of the airline industry and increasing customer awareness of service 
quality has added to the competitive nature of the environment.

Since US deregulation of its domestic airline markets, many countries, including the United 
Kingdom, New Zealand, Chile, Canada and South Africa, have deregulated or substantially 
liberalized their domestic markets [18]. The deregulation left significant repercussions on the 
development of the airline industry around the world, while liberalization and increased com-
petition led to more sophisticated consumers’ expectations in terms of the service quality. By 
abolishing the regulatory framework, the government has only kept control over safety, while 
routes, fares and the network structure were left to the market mechanism. That provided more 
space for business maneuvering, even though there was continued pressure from the legacy 
airlines to maintain the existing situation.

The rapid technological development and market changes led to a significant drop in the air-
lines’ operating cost and further fare reduction, which resulted in the increased demand and 
fierce competition among the airlines. The liberalization of the air transport globally led to a 
„price war” among the airlines, which along with the excess capacity and increasing supply led 
to reduced profitability. In addition to that, the „low cost” business concept was introduced and 
the Southwest Airlines was one of the first to adopt the aforementioned business model that 
allowed for lower air fares comparing to its competitors [19]. The advantage of these airlines is 
their flexibility and quick adaptation to the changing market conditions while focusing on cus-
tomers’ needs and satisfaction. In order to respond to the occurred market changes, the airline 
management started focusing more on the strategic planning, cost management and productiv-
ity enhancement, as well as customer satisfaction.
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Increasing competition, as well as the similarity of the airlines’ offers, impose a significant chal-
lenge to achieve competitive advantage on the modern market. The airline network is constantly 
expanding and getting richer by the new destinations. The trend of globalization has contributed to 
the creation of strategic alliances among the airlines, which helps them increase their competitive 
strengths and market share, while providing passengers with superior service quality. Under these 
circumstances, airlines not only attempt to establish more convenient routes, but also introduce 
more promotional incentives, including frequent flyer membership programs and other benefits.

For a long time, the price was the key element of the marketing mix that was affecting the air carrier 
choice among the passengers. However, as the price is no longer the strongest tool, the emphasis is 
on the intensive investment in the research and development, as well as on the employee training that 
will deliver higher level of service quality and enable airlines to differentiate among the competition.

4. MAIN ASPECTS OF SERVICE QUALITY IN THE AIRLINE INDUSTRY

The exponential growth of the tertiary sector has been one of the main global market trends over 
the past decades. Services stimulate economic growth and generate national wealth; therefore, 
tertiary sector is nowadays the main contributor to the economic development. 

The United States is a number one country in the services field, thanks to the increased share 
of the services in the gross domestic product, as well as the high employment in this sector. 
The same trend is evident in other developed countries, which indicates that the service sector 
is growing much faster than the entire global economy. This is supported by the fact that the 
services constitute more than a quarter of the total value of the international trade. According 
to Giarini [20] services are the main driving force of the economic mechanism, i.e. the natural 
means for satisfying needs and increasing wealth of the nation.

Every modern company within services field must be aware of the necessity for the continuous 
adaptation and alignment with the prevailing market trends. Competition is intensifying and it is 
therefore becoming more important for service organizations to differentiate their service products 
in the most meaningful way. The airline business is vibrant and dynamic industry since it plays 
a key role in the development of the world economy, tourism and related activities, by facilitating 
international trade and economic relations between countries and by stimulating exchange of peo-
ple and ideas [18]. Airlines, as the service market leaders, must constantly monitor and follow the 
emerging market trends in order to timely adjust their business strategies. The primary service 
offered by an airline is the air transport and it is the same for all of them. However, what distin-
guishes them from the competition is the high quality of the service and customer satisfaction.

According to Gursoy, Chen & Kim [21] the airlines must be able to differentiate themselves in 
the eyes of consumers by focusing on service quality attributes because their long-term success 
depends on how well they are positioned in the market place. Operational efficiency and effec-
tive marketing through understanding the consumers have already been identified as key factors 
in the survival and competitive success of the air carriers.

The services provided by airlines are not as complex as high technology products, but they are 
made up of a very complex mix of intangibles [22]. Airline products are not physical objects, 
but performances and experiences, thus they can differ from one service provider to another 
and also from one customer to another. The airline service quality is difficult to be defined and 
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measured due to its heterogeneity, intangibility and inseparability. Passengers expectations and 
perceptions are among the factors influencing the service decisions of airlines. Thus, in order 
to sustain a successful business, the airlines must be aware of the fact that the basic service is 
no longer sufficient to secure passengers’ satisfaction and loyalty, but it requires also additional 
services that will provide the added value for their customers.

According to Butler and Keller [23], in the airline industry it is only the customers who can truly 
define the service quality. Recognizing this, some air carriers tend to position themselves based 
on a commitment to improve the quality of customer service [10]. An airline position in relation 
to competitors depends on the perceptions held by users of the service, which are measured 
through the quality of service rendered. Service quality is an integral part of the positioning 
strategy since services in the airline industry are dependent on customers perceptions and ex-
pectations of the airline product. It is one of the key factors in attracting and retaining loyal cus-
tomers and employees. Therefore, it is imperative for air carriers to establish a favorable image 
in the consumers’ minds regarding their service attributes as viewed by consumers.

Empirical studies of the demand for airline services demonstrate that service quality is central 
to the choice of airlines for both business and leisure travelers. Delivering high-quality service 
to passengers is essential for the survival of airlines. According to Weber [24], what attracts cus-
tomers is not a wide network of the destinations, nor their loyalty program, but the high quality 
of their service. This implies that the airlines must constantly work on their product and service 
improvement, in order to be able to successfully meet the growing demands of the passengers and 
ensure long term sustainability.

5. METHODOLOGY

Data Envelopment Analysis (DEA) is a mathematical programming technique used to analyze and 
compare the efficiency of different entities. Unlike parametric statistical methods, DEA compares 
the efficiency of each individual entity with the highest achieved level of efficiency, rather than the 
average. It is a non-parametric approach, since it does not require a priori assumption about the 
analytical form of the observed inputs and outputs. A significant advantage of DEA method is that 
a variety of different inputs and outputs can be used in the analysis, which can be represented by 
different types of metrics. The results represent the relative efficiency measures, as they depend on 
the number of entities involved in the analysis, as well as on number and structure of inputs and 
outputs. Based on the results of the analysis, it can be determined how many decision-making units 
(DMUs) are ineffective in relation to the effective ones, and how much it takes to reduce a certain 
input and / or increase a particular output in order to render these units effective. The number of 
DMUs which are included in the analysis depends on the research objective, as well as on the 
number of homogeneous units whose performance should be compared. It is recommended that the 
number of DMUs should be bigger than the product of inputs and outputs, to be able to effectively 
distinguish between the efficient and inefficient DMU [25].

There are different formulations of the linear programming models used in the DEA analysis, 
which have been applied in efficiency analysis of transportation industry. Based on the reviewed 
literature, it can be concluded that the output-oriented DEA model with a constant return to 
scale is the best solution when it comes to efficiency analysis of the airlines. This model was first 
introduced in 1978 by Charnes, Cooper and Rhodes. The analysis is carried out by solving the 
following model [5] of linear programming for each entity:
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 (1)

where s are outputs and m inputs, yrk is the amount of output r used by DMU k, xik is the amount 
of input i used by DMU k and sr are si the output and input slacks, respectively. Efficiency of 
DMU k is Φk

6. RESULTS

In reference to the above-mentioned linear programming model, the data envelopment analysis 
will be performed in order to compare the efficiency of the chosen airlines. In order to compare 
efficiencies of two major airlines in our region with the world’s top ranked seven airlines, the 
total of nine airlines were included in the analysis: Air Serbia, Croatian Airlines, Singapore 
Airlines, Lufthansa, KLM, Qatar Airways, Etihad Airways, Cathay Pacific and Emirates.

Airlines Number of passengers Cargo transport (tons)
KLM 30399000 635590
Cathay Pacific 34300000 1854000
Emirates 51900000 2510000
Etihad Airways 18500000 592700
Qatar Airways 26654000 954191
Air Serbia 2620000 4900
Croatian Airlines 1940000 2591
Singapore Airlines 18990166 1248100
Lufthansa 62418000 1600000

Table 1: Output variables of DEA model

Airlines Number  
of employees Fleet size Number  

of destinations
KLM 30002 203 148
Cathay Pacific 33800 202 181
Emirates 61205 260 144
Etihad Airways 26635 122 112
Qatar Airways 31000 192 150
Air Serbia 2316 21 42
Croatian Airlines 967 12 38
Singapore Airlines 14046 106 61
Lufthansa 34654 350 203

Table 2: Input variables of DEA model
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The adequate selection of inputs and outputs is a crucial step in every efficiency analysis. This 
study seeks to evaluate the operational performance of the above-mentioned airlines in terms 
of the carried passengers and cargo tonnage, which represent the output values, while the in-
put variables are: number of employees, fleet size and number of destinations. The data were 
collected from the official web sites, i.e. annual reports of the mentioned airlines for 2016. The 
tables 1 and 2 show the chosen output and input variables. 

The Open Source DEA software has been used to perform the analysis. The presented linear 
programming model (1) has been solved for every DMU, thus the productivity of a company is 
evaluated by comparing the amount of output produced against the inputs used. The performance of 
each DMU is obtained by comparing its efficiency with the highest performed unit in the given data 
set and it calculated using a linear optimization process which tries to maximize each entity’s ratio 
by finding the best set of weight for this particular entity [26]. The obtained results of the Output - 
oriented CCR DEA model with constant return on scale are presented in the following tables. 

Airlines Objective Value Efficient
KLM 0.81
Cathay Pacific 0.91
Emirates 1.00 Yes
Etihad Airways 0.77
Qatar Airways 0.74
Air Serbia 0.69
Croatian Airlines 1.00 Yes
Singapore Airlines 1.00 Yes
Lufthansa 1.00 Yes

Table 3: Efficiency scores of DEA model

The results showed that four of nine observed airlines have achieved the maximum efficiency 
that equals 1. Accordingly, it can be concluded that Emirates, Croatian Airlines, Singapore Air-
lines and Lufthansa are using their resources in the most efficient way, thus achieving the opti-
mum input-output ratio. Based on the presented results of the DEA model, it can be concluded 
that KLM, Cathay Pacific, Etihad Airways, Qatar Airways and Air Serbia have lower efficiency 
compared to other observed airlines, which means that the actual amount of inputs should give 
higher level of output in order to achieve the optimal efficiency.

Airlines Peer Group
KLM Emirates, Lufthansa
Cathay Pacific Emirates, Singapore Airlines, Lufthansa 
Emirates Emirates, Singapore Airlines 
Etihad Airways Emirates, Lufthansa
Qatar Airways Emirates, Lufthansa
Air Serbia Emirates, Lufthansa
Croatian Airlines Croatian Airlines
Singapore Airlines Singapore Airlines 
Lufthansa Lufthansa

Table 4: Peer Groups

Data Efficiency Analysis is a very powerful method because it also provides information on 
how relative efficiency can be improved. In solving each linear model (1) the solution technique 
will attempt to make the efficiency of the target DMU as large as possible. This search proce-
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dure will terminate when either the efficiency of the target DMU or the efficiency of one or more 
other DMUs hits the upper limit of 1. Therefore, for an inefficient DMU at least one other DMU 
will be efficient with the target DMU’s set of weights. These efficient DMUs are known as the 
peer group (or reference set) for the inefficient DMU [26]. Peer groups for our inefficient airlines 
are shown in table 4 and corresponding values of lambda are presented in table 5. 

The next table shows the projections of input and output variables used in the model. Those 
projections will represent the guidelines for the airline management on how to improve their 
efficiency. For example, if we compare original input and output data for Air Serbia, we can see 
that number of passengers and carried cargo should be increased for 1162016.34 and 99922.43 
tons respectively in order to obtain the relative efficiency score of 1. In addition to that, the num-
ber of destinations should be decreased. 

Airlines Emirates Croatian 
Airlines

Singapore 
Airlines Lufthansa

KLM 0.28 0.00 0.00 0.37
Cathay Pacific 0.29 0.00 0.95 0.07
Emirates 1.00 0.00 0.00 0.00
Etihad Airways 0.41 0.00 0.00 0.04
Qatar Airways 0.34 0.00 0.00 0.30
Air Serbia 0.01 0.00 0.00 0.06
Croatian Airlines 0.00 1.00 0.00 0.00
Singapore Airlines 0.00 0.00 1.00 0.00
Lufthansa 0.00 0.00 0.00 1.00

Table 5: Lambda values of DEA model

Airlines Number of 
employees

Number of 
passengers

Cargo 
transport Fleet size Number of 

destinations
KLM 30002.00 37747332.47 1297005.52 203.00 115.84
Cathay Pacific 33800.00 37731212.10 2039465.52 202.00 114.71
Emirates 61205.00 51900000.00 2510000.00 260.00 144.00
Etihad Airways 26635.00 24027915.27 1100102.69 122.00 67.97
Qatar Airways 31000.00 36111231.19 1324492.78 192.00 109.06
Air Serbia 2316.00 3782016.34 104822.43 21.00 12.13
Croatian Airlines 967.00 1940000.00 2591.00 12.00 38.00
Singapore Airlines 14046.00 18990166.00 1248100.00 106.00 61.00
Lufthansa 34654.00 62418000.00 1600000.00 350.00 203.00

Table 6: Projections of DEA model

Airlines Number of 
employees

Number of 
passengers

Cargo 
transport Fleet size Number of 

destinations
KLM 0.00 0.00 507774.72 0.00 32.16
Cathay Pacific 0.00 0.00 0.00 0.00 66.29
Emirates 0.00 0.00 0.00 0.00 0.00
Etihad Airways 0.00 0.00 330300.24 0.00 44.03
Qatar Airways 0.00 0.00 31740.78 0.00 40.94
Air Serbia 0.00 0.00 97749.20 0.00 29.87
Croatian Airlines 0.00 0.00 0.00 0.00 0.00
Singapore Airlines 0.00 0.00 0.00 0.00 0.00
Lufthansa 0.00 0.00 0.00 0.00 0.00

Table 7: Slacks of DEA model
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DEA model also provides information on slacks, i.e. the potential improvements in input and 
output variables for the inefficient units within the given data set when compared to their effi-
cient targets. The slacks relate to the further increases in output or reduction in input that could 
be gained beyond the ones implied by the radial projection. From the data presented in table 7, 
we can conclude that KLM, Etihad Airways, Qatar Airways and Air Serbia should be focused 
to improve their cargo efficiency in order to accomplish the maximum relative efficiency. Also, 
the number of destinations should be reduced for those inefficient companies. 

7. CONCLUSION

Air transport link with tourism have always been noticeable. There is no doubt that the future 
development of the tourism industry depends on a gradual increase in air services [1]. The main 
goal of this paper was to assess the efficiency of the two airlines of this region with the world’s 
top ranked airlines by using simple and powerful mathematical tool. According to the obtained 
results of the analysis, the Croatian airlines obtained the maximum relative efficiency, while Air 
Serbia should improve its efficiency by increasing the number of passengers and amount of car-
ried cargo. The results of the performed analysis can be used as a future guideline for creating 
effective business strategies that will enable airlines competitiveness and sustainability on the 
market.

It is important to highlight that data envelopment analysis observes the efficiency of one carrier 
in relation to the others included in the analysis. Bearing in mind that it indicates the relative 
efficiency, the results of the analysis largely depend on the chosen sample. For the purpose of 
the future analysis, it would be interesting to observe the changes in the relative efficiency of 
these airlines over a longer period of time, in order to perceive the potential global trends and 
changes. Besides that, it would be also interesting to include the environmental factors in the 
future analysis.

 REFERENCES

[1] Zajac G. (2016). The Role of Air Transport in the Development of International Tourism. 
Journal of International Trade, Logistics and Law. Vol. 2 (1). pp. 1-8. 

[2] Bieger. T. Wittmer. A. (2006). Air transport and tourism –Perspectives and challenges for 
destinations, airlines and governments. Journal of Air Transport Management. Vol. 12. 
pp. 40 –46. 

[3] Dimitrou D. (2018) Comparative evaluation of airports productivity towards tourism 
development, Cogent Business & Management, Vol. 5.

[4] Banker. R. D. Cummins. D. Klumpes. P. (2010) Performance Measurement in the Financial 
Services Sector. Journal of Banking & Finance. Vol. 34 (7). pp. 1413-1728.

[5] Charnes. A. Cooper. W. W. Rhodes E. (1978) Measuring the efficiency of decision-making 
units. European Journal of Operational Research. Vol. 2 (6). pp. 429–444.

[6] Paradi. J. C. Schaffnit. C. (2004) Commercial branch performance evaluation and 
results communication in a Canadian bank–– a DEA application. European Journal of 
Operational Research. Vol. 156 (3). pp. 719-735.

[7] Asaftei. G. Kumbhakar. C. S. (2008) Regulation and efficiency in transition: the case of 
Romanian banks. Journal of Regulatory Economics. Vol. 33. pp. 253-282. 

[8] Kennedy. J. Smith. A.S.J. (2004) Assessing the efficient cost of sustaining Britain’s rail 



3rd International Thematic Monograph:  
Modern Management Tools and Economy of Tourism Sector in Present Era

230

network – perspectives based on zonal comparisons. Journal of Transport Economics and 
Policy. Vol. 38 (1). pp. 17-23.

[9] Odeck. J. Alkadi. A. (2004) The performance of subsidized urban and rural public bus 
operators: Empirical evidence from Norway. Annals of Regional Science. Vol. 38 (3). pp. 
413-431.

[10] Tsaur. S.H. Chang. T.Y. Yen. C.H. (2002) The evaluation of airline service quality by fuzzy 
MCDM. Tourism Management. Vol. 23. pp. 107-115.

[11] Erdogan. D. Ergun. K. (2014) Understanding Performance Indicators of Organizational 
Achievement in Turkish Airline Companies. Journal of Management Research. Vol. 6 (4). 
pp. 109-123.

[12] Schefczyk. M. (1993) Operational performance of airlines: an extension of traditional 
measurement paradigms. Strategic Management Journal. 14. pp. 301-317.

[13] Yayla-Kullu. H.M. Tansitpong. P. (2013) A Critical Evaluation of U.S. Airlines’ Service 
Quality Performance: Lower Costs vs. Satisfied Customers. Journal of Management and 
Strategy. Vol. 4 (4). pp. 1-15.

[14] Fethi. M. Jackson. P. Weyman-Jones. T. (2000) Measuring the Efficiency of European 
Airlines: An Application of DEA and Tobit Analysis. Leicester. University of Leicester 
Efficiency and Productivity Research Unit. 

[15] Rubem. A. Soares De Mello. J. Angulomeza. L. Gomes Jr. S. (2017) An Analysis of Airlines 
Efficiency Using a DEA Model and Dynamic Clusters. Revista Espacios. Vol. 38 (37). pp. 
17-29.

[16] Arjomandi. A.. Seufert. J. (2014) An evaluation of the world’s major airlines’ technical and 
environmental performance. Economic Modelling. Vol. 41. pp. 133-144.

[17] Yu. M.M. (2004) Measuring physical efficiency of domestic airports in Taiwan with 
undesirable outputs and environmental factors. Journal of Air Transport Management. 
Vol. 10 (5). pp. 295–303.

[18] Oum. T.H. Yu. C. (1999) Winning airlines: productivity and cost competitiveness of the 
world’s major airlines. Boston: Kluwer Academic.

[19] Аl-Sayeh. K. (2014) The Rise of the Emerging Middle East Carriers: Outlook and 
Implications for the Global Airline Industry. Massachusetts Institute of Technology.

[20] Giarini. O. (1990) Introduction: The Opportunities of the Four Pillars’ Strategy. Geneva 
Papers on Risk and Insurance. Issues and Practice. pp. 95-99.

[21]  Gursoy. D. Chen. M.H. Kim. H.J. (2005) The US airlines relative positioning based on 
attributes of service quality. Journal of Tourism Management. Vol. 26. pp. 57-67.

[22] Mazanec. J.A. (1995) Positioning with self-organizing maps: an exploratory study on 
luxury hotels. The Cornell Hotel and Restaurant Administration Quarterly. Vol. 36 (6). pp. 
80-95.

[23] Butler. G.F. Keller. M.R. (1992) The cost-constrained global airline industry environment: 
what is quality? Transportation Quarterly. Vol. 46 (4). pp. 599-618.

[24] Weber. K. (2005) Travelers̀  perceptions of airline alliance benefits and performance. 
Journal of Travel Research. Vol. 43(3). pp. 257-265.

[25] Mimović. P. Кrstić. А. (2016) Integrisana primena metoda analitičkog hijerarhijskog 
procesa i analize obavijanja podataka u vrednovanju performansi visokog obrazovanja u 
Republici Srbiji. Еkonomski horizonti. Vol. 18 (1). pp. 71-85.

[26] http://opensourcedea.org (10.11.2018.)



231

ORGANIZATIONAL CULTURE AS A FACTOR OF DIGITAL MATURITY 
OF ORGANIZATIONS IN THE TOURISM SECTOR*

Ivana Simić, PhD, Full Professor1

Ivana Marinović Matović, PhD2

DOI: https://doi.org/10.31410/tmt.2018.231

Abstract: Digital maturity of organizations represents the level of organization’s readiness and ability 
to apply the latest digital technological achievements that enable them to function better and take better 
positions in a hypercompetitive business environment. In addition to technology, the level of digital ma-
turity of the organization is influenced by a number of other organizational factors: business strategy, 
organizational structure, organizational culture, quality of personnel of the organization. In this paper, 
special attention is given to organizational culture as one of the organizational variables that signifi-
cantly defines the level of digital maturity of the organization. The aim of the paper is to provide man-
agers of all organizations, and especially managers in the tourism sector, the ways and mechanisms 
for creating such an organizational culture that will represent a strong support to the organization for 
achieving higher levels of digital maturity.

Keywords: organizational culture, digital maturity, digital transformation, organization, tourism sector.

1. INTRODUCTION 

As a process that implies the development and application of modern digital technology, 
digital transformation represents the reality of today’s organizations and the way they 
function. It is defined as the use of modern technology for the purpose of radical im-

provement of the organization’s performance [1], or as „a new development in the use of digital 
artifacts, systems and symbols within and around organizations” [2].

Due to the dramatic, dominantly positive effects that successfully implemented digital transfor-
mation has in relation to the functioning of contemporary organizations [3], it has become one 
of their key priorities. According to Henner Gimpel and Masimilian Röglinger: it is not that dig-
itization is indispensable to all today’s organizations; the fact is that all those organizations that 
ignore digitization will significantly lag behind all those organizations that manage to digitize 
their own way of doing business [4].

In one of the documents published by the World Economic Forum [5] is stated that „authen-
tic” digital organizations are not the ones that apply new technologies for the technologies 
themselves. Actually, digital are those organizations that, based on the application of modern 
technology, enhance their own competitive advantage. Among other things, they do so through 
the improvement of their own culture, their strategy and the way they function. They are organ-
izations that are constantly seeking to improve their own productivity by finding opportunities 
to digitize every aspect of their business, and permanently raising the quality of knowledge and 
skills of all the members of the organization [5].
* The paper is a result of research within the project number 179081 funded by the Ministry of Education, 

Science and Technological Development of the Republic of Serbia.
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From the perspective of today’s organizations, the significance of digital transformation is best 
summarized by Evan I. Schwartz who points out that organizations incapable of adapting to the 
digital world will undoubtedly become victims of „digital Darwinism”. According to Schwartz: 
traditional and rigid organizations will disappear, while those more flexible and more sensitive 
to current technological trends will survive and be competitive [6].

The importance that digitization, or digital transformation, has for some organizations is also, 
to a larger extent, determined by the industry to which the particular organization belongs [7]. 
Namely, there are still industries (and the organizations that belong to them) that do not recog-
nize, or recognize to a limited degree, the possibilities of intensive use of modern digital tech-
nology. On the other hand, it is possible to identify in practice those industries that for decades 
have been using actual digital achievements and enjoy all the benefits of digital technology. 

Through the process of digital transformation, among other things, organizations within the 
tourism sector open up chances for continuing the prosperity trend that has been immanent to 
these organizations over the last few decades. It is a process which, among other things, implies 
monitoring as well as successful implementation of all those current technological trends that 
contribute to the increase in the level of digitization, performance and, ultimately, the competi-
tiveness of business in the field of tourism. Some of these trends include the active and regular 
use of mobile devices, wireless networks, portable gadgets, smartphones, smart watches, smart 
armbands, smart glasses, social media, web sites, instant messaging services, and user services 
in the field of tourism, as well as by the very organizations themselves [8]. The purpose of using 
these technological achievements is reflected in better information, acceleration of higher level 
of service quality for clients, higher level of their comfort before, during and after the use of 
tourist organization services. All this contributes to a higher level of tourist satisfaction, which 
is one of the prerequisites for successful existing and future functioning of organizations in 
the tourism sector. On the other hand, the aforementioned technological trends enable tourism 
organizations to make their services available through online travel services 24 hours a day. 
The process of promoting tourism destinations, reserving and collecting arrangements, as well 
as communicating with clients, can take place today very quickly and easily. By instant mes-
saging or e-mail, organizations in the field of tourism provide their clients with the necessary 
information faster with minimal costs and effort. With the purpose of retaining the clients of 
this organization, they have the opportunity to keep a record of them in a very simple way and 
foster good relations with their clients. Modern technological achievements have also contribut-
ed to the emergence of new forms of services in tourism (e.g. peer-to-peer trips, for which there 
are specialized sites such as airbnb.com, homeaway.co.uk etc.), as well as the emergence of new 
forms of tourist behavior (e.g. „braggies” trend) [8].

2. DIGITAL MATURITY OF THE ORGANIZATION  
IN THE TOURISM SECTOR

The category that is closely related to the process of digital transformation of the organization, 
or to the level of success in the implementation of that process, is the so-called digital maturity 
of the organization. It represents the level of readiness and ability of organizations to apply the 
latest digital technological achievements that enable them to function better and occupy higher 
positions in a hypercompetitive business environment. According to some authors: „Maturi-
ty goes far beyond simply implementing new technology by aligning the company’s strategy, 
workforce, culture, technology, and structure to meet the digital expectations of customers, 
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employees, and partners. Digital maturity is, therefore, a continuous and ongoing process of 
adaptation to a changing digital landscape“ [9].

In 2017 Gerald C. Kane and his colleagues published the results of a global digital business 
survey conducted by MIT Sloan Management Review and Deloitte in 2016. The research in-
cluded organizations from 29 different industries and 117 countries. The results obtained by this 
research enabled the organization to be divided into three groups from the aspect of their digital 
maturity level [9]:

• organizations at the early stages of digital maturity,
• digitally developing organizations,
• organizations that are digitally maturing.

The aforementioned research, as well as many previous researches carried out by Gerald C. 
Kane and his colleagues have shown that digitally more mature organizations are more focused 
on integration of digital technologies, such as social, mobile, analytics and cloud. On the other 
hand, digitally less mature organizations are only focused on solving discrete business prob-
lems with individual digital technologies [10]. Those authors also claim that „digitally maturing 
companies are far more likely than are other organizations to use technology to conduct busi-
ness in fundamentally different ways“ (Figure 1) [9]. 

Figure 1: Percentage of organizations at different levels of digital maturity  
using digital technology to perform tasks in a new and different way 

Source: compare with [9]

The process of digital transformation is ongoing in many economic sectors of a large number 
of countries [3]. The Global Study of MIT Sloan Management Review and Deloitte’s 2015 [10] 
showed that, as a result of digital transformation at a global level, different sectors exhibited 
different levels of digital maturity. An overview of the digital maturity levels of some of these 
sectors, globally, among which a noted place is occupied by transport and tourism sector, is 
given in Table 1.

As presented in Table 1, the tourism sector occupies the fifth position in the global sector rank-
ing, compiled by the sectors’ digital maturity level. The data given in Table 1 also indicate that 
the tourism sector (analyzed together with the transport sector) ranks among the top five sectors, 
when observing usage of digital technologies with the aim of establishing better customer re-
lationship, as well as better relations with employees within this sector. What needs significant 
improvements within the tourism sector, when it comes to the digital technologies usage, con-
cerns its use for upgrading the relationships with partner organizations [11].
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Table 1: Digital maturity of individual sectors on a global level 
Source: compare with [10]

Among the digital qualities, presented in Table 1 where the tourism sector (together with the 
transport sector) is also among the five most digitally matured sectors, the following are high-
lighted: „Strategy to transform“ and „Managers encourages use“. From the aspect of other ana-
lyzed digital qualities (clear strategy, skills provided, leaders have skills), the tourism sector is 
ranked at lower positions, below the fifth place. It turns out that these three digital qualities are 
areas that can be significantly transformed in the tourism sector in order to improve the overall 
digitization level of this sector.
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3. KEY FACTORS OF DIGITAL MATURITY OF THE ORGANIZATION

The differences identified among three aforementioned types of organizations categorized by 
the level of their digital maturity („early“, „developing“ and „maturing“) point to issues that are 
crucial for the success of the digital transformation process, as well as for reaching higher levels 
of digital maturity of the organization. MIT Sloan Management Review and Deloitte’s 2015 
global study has shown that organizations at a higher level of digital maturity are distinguished 
by the following characteristics [10]:

• clear and coherent digital strategy,
• flexible and innovative organizational culture,
• willingness and ability to develop its own talents,
• digital fluency of top managers.

As Gerald C. Kane and his colleagues point out: “In an increasingly digital world, digital trans-
formation is not just about implementing more and better technologies. It involves digital con-
gruence - aligning your company’s culture, people, structure, and tasks” [12].

An interesting approach to the factors of digital maturity of the organization is also contained 
in the so-called Digital Maturity Model presented by Deloitte Consulting LLP, a subsidiary of 
Deloitte LLP (Figure 2). According to this model, the key categories that determine the level of 
digital maturity of the organization, and the success of the organization’s digital transformation 
process, are [13]: 

• organization and culture (defining and developing an organizational culture with govern-
ance and talent processes to support progress along the digital maturity curve, and the 
flexibility to achieve growth and innovation objectives);

• customer (providing an experience where customers view the organization as their digital 
partner using their preferred channels of interaction to control their connected future on 
and offline);

• strategy (focuses on how the business transforms or operates to increase its competitive 
advantage through digital initiatives; it is embedded within the overall business strategy); 

• technology (underpins the success of digital strategy by helping to create, process, store, 
secure and exchange data to meet the needs of customers at low cost and low overheads); 

• operations (executing and evolving processes and tasks by utilizing digital technologies 
to drive strategic management and enhance business efficiency and effectiveness).

Figure 2: Digital Maturity Model 
Source: compare with [13]
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4. ORGANIZATIONAL CULTURE AND DIGITAL MATURITY  
OF THE ORGANIZATION

In the foregoing, as well as in many other studies analyzing determinants that affect the level 
of digital maturity of an organization [14; 15; 16], organizational culture stands out as an im-
portant factor. It is defined as a set of key values, beliefs, understandings and norms that are 
accepted by members of the organization [17]. Some authors perceive organizational culture as 
established way of thinking and working in an institution, which includes its policies, rules, and 
procedures; its customs and practice; its common values   and belief systems; its tradition and the 
assumptions and nature of the language used for communication [18].

As an important organizational category, organizational culture has a significant influence on 
various aspects of the functioning of the organization. Among other things, it affects the level 
of digital maturity of a particular organization. In other words, organizational culture is consid-
ered as one of those variables that determine the success of the digital transformation process 
and, ultimately, define the level of digital maturity an organization can reach. As stated by Jim 
Hemerling and his colleagues „Being a digital organization means not only having digital prod-
ucts, services, and customer interactions... a digital transformation requires installing a culture 
that supports the change“ [14].

According to Hemerling and his colleagues, the key reasons that point to the importance of in-
stalling a strong digital organizational culture during the process of digital transformation, are 
the following [14]: 

• by ignoring culture, an organization risks transformation failure,
• a digital culture empowers people to deliver results faster,
• a digital culture attracts talent.

Examining the success of the organization’s digital transformation process, in practice, on a 
sample of nearly 40 organizations, Hemerling and his colleagues noted that „nearly 80% of 
the companies that focused on culture sustained strong or breakthrough performance“ [14]. 
At the same time they identified that „not one of the companies that neglected to focus on cul-
ture achieved such performance“ [14]. The same research has shown that digital organizations, 
generally speaking, function faster in comparison with the so-called traditional organizations. 
Mentioned authors conclude that differences in the speed of functioning of these two types of 
organizations is not only a consequence of the fact that digital organizations use digital technol-
ogy which, among other things, speeds up their functioning. The faster functioning of digital 
organizations is also seen as the result of a digital organizational culture whose values   encour-
age employees to perform tasks more quickly and more efficiently, to make quicker decisions, 
to respond more readily to consumer demands, etc.

Hemerling and his colleagues [14] also state that digital organizational culture is one of the 
basic components that strengthen the organization’s capacity to attract talents on a larger scale, 
in comparison with the so-called traditional organizations. Talents are considered as highly 
skilled, highly competent staff whose knowledge, skills and other qualities are the basis for 
successful achievement of tasks and goals within the organization [19]. Digital organizations 
primarily need talents with digital knowledge and skills. When they opt for a specific organiza-
tion whose members they tend to become, so-called digital talents, among other things, assess 
the strength of the digital culture of a specific organization.
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One of the aforementioned analyzes, conducted by Gerald C. Kane and his colleagues [12] 
has made it possible to identify three different types of organizational cultures that are linked 
to different levels of digital maturity of an organization (Figure 3). Starting from the follow-
ing criteria: appetite for risk, leadership structure, work style, level of agility, decision-making 
approaches, and passion for work, these researchers identify three distinct cultural types. The 
first cultural type is present in organizations that are in the early stage of digital maturity. This 
cultural type is characterized by: a low appetite for risk, a hierarchical leadership structure, 
work performed in silos, and decisions based more on instinct than on data. On the contrary, 
organizations whose level of digital maturity is very high have an organizational culture that, 
among other things, is characterized by: permanent experimentation and high speed, accept-
ance of risks, distributed leadership structure, collaboration, decision based on data. Finally, 
organizations whose level of digital maturity is somewhere between the two aforementioned 
levels are distinguished by cultures in which the values   of relevant criteria are also somewhere 
in the middle.

Figure 3: The relationship between three distinct cultural types  
and three stages of digital maturity 

Source: [12]

In addition to the above, there are many other features that are attributed to the organization-
al culture. Hemerling and his colleagues analyze the so-called healthy organizational culture 
through the following qualities [14]:

• It promotes an external, rather than an internal, orientation. A digital culture encour-
ages employees to look outward and engage with customers and partners to create new 
solutions. A prime example of external orientation is the focus on the customer journey; 
employees shape product development and improve the customer experience by putting 
themselves in the customer’s shoes. 

• It prizes delegation over control. A digital culture diffuses decision making deep into the 
organization. Instead of receiving explicit instructions on how to perform their work, 
employees follow guiding principles so that their judgment can be trusted. 

• It encourages boldness over caution. In a digital culture, people are encouraged to take 
risks, fail fast, and learn, and they are discouraged from preserving the status quo out 
of habit or caution. 

• It emphasizes more action and less planning. In the fast-changing digital world, plan-
ning and decision making must shift from having a long-term focus to having a short-
term one. A digital culture supports the need for speed and promotes continuous itera-
tion rather than perfecting a product or idea before launching it. 
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• It values collaboration more than individual effort. Success in a digital culture comes 
through collective work and information sharing across divisions, units, and functions. 
The iterative and fast pace of digital work requires a far greater level of transparency 
and interaction than the one found in the traditional organization.

Interesting approach to the critical features of digital culture is one that highlights the seven key 
features of that culture (Figure 4). They are [20]: 

• innovation: the prevalence of behaviors that support risk taking, disruptive thinking, 
and the exploration of new ideas; 

• data-driven decision-making: the use of data and analytics to make better business de-
cisions; 

• collaboration: the creation of cross-functional, inter-departmental teams to optimize the 
enterprise’s skills; 

• openness: the extent of partnerships with external networks such as third-party ven-
dors, startups or customers;

• digital first mindset: a mindset where digital solutions are the default way forward; 
• agility and flexibility: the speed and dynamism of decision-making and the ability of 

the organization to adapt to changing demands and technologies;
• customer centricity: the use of digital solutions to expand the customer base, transform 

the customer experience and co-create new products.

Figure 4: Seven key attributes of digital culture 
Source: compare with [20]

Organizational culture cannot be considered as a variable that unilaterally determines the level 
of digital maturity of an organization. The results of some research [9] indicate that the level of 
digital maturity of an organization also affects the nature and character of a specific organiza-
tional culture. This is particularly evident in organizations that are at the highest level of digital 
maturity. Those organizations manifest a strong need and an effort to create a strong digital 
organizational culture. Such tendency has not been identified among the organizations that are 
in the initial stage of digitization [9]. It turns out that there is an appropriate interaction between 
the organizational culture and the level of digital maturity of the organization (Figure 5).
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Figure 5: Interaction of organizational culture and digital maturity of the organization

Of course, one has to bear in mind that organizational culture is a complex phenomenon, which 
is influenced by a great number of other factors (Figure 6). According to one of the studies, the 
critical factors of the so-called Agile digital organizational culture are the following [21]:

• people (a culture of capability and positivity supports digital transformation),
• leadership (the ability to manage effectively in a digitally transforming world will im-

prove firm performance),
• technology (technology democratizes data, so workers can manage risk and exploit op-

portunities),
• tasks (task mix needs to be optimized for exploiting digital transformation),
• structure (networks and nodes structures support digital transformation),
• strategy (different competitive strategies require different responses to digital transfor-

mation),
• politics (internal and external environmental constraints and opportunities effect digital 

transformation),
• ethics (digital transformation requires clear policies regarding appropriate data use). 

Figure 6: Seven factors of an agile digital organizational culture 
Source: compare with [21]

5. IMPLICATIONS FOR MANAGERS 

With the purpose of creating an agile digital organizational culture that would enable a more 
successful digital transformation of the organization and which would contribute to raising the 
level of digital maturity of the organization, it is necessary, inter alia, to influence the aforemen-
tioned factors of digital organizational culture.

According to Valentine E. and Stewart G. (2015), an effective way to drive digital transforma-
tion is the management-led, top-down approach [see details in: 16]. A fairly comprehensive ap-
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proach to the process of creating a digital organizational culture is one according to which this 
process is viewed through a coordinated action taken by the executive team, human resource 
team and digital leaders and experts of the organization. Their coordinated action should [15]:

• create a mission-driven transformation, and ensure that the most senior individuals em-
body the associated values and behaviours;

• streamline governance structures and break down hierarchies to avoid decisions being 
stalled by multiple boards/councils; 

• enable idea generation and a fail-fast mindset and ensure ideas are evaluated and pro-
cessed so employees’ perspectives are captured and heard by those who have the power 
to take action on anything that could provide real value; 

• encourage a mix of generations e.g., through “reverse mentoring” programs whereby 
younger employees advise senior leaders on digital matters; 

• be honest about what the company does best, and partner with other players in the eco-
system to acquire readily available solutions and expertise; 

• recognize and reward open-mindedness and willingness to change; those who exhibit 
these traits are the champions for transformation; 

• encourage hiring people with diversity of thought and background and foster a mindset 
of inclusion, acceptance, and understanding of different perspectives; 

• enable rotation of talents both into and out of the digital team to empower a broader 
group of employees; 

• allow digital leaders to take action when they diagnose a need, for example, training or 
development to get talent to the next level; 

• give digital hires freedom, for example, to choose their own hardware and operating 
systems; 

• recognize that the pace of hiring in technology is fast, and speed up the recruitment 
timeline so as to not miss out on high quality digital talent; 

• create different physical spaces, such as shared co-working spaces and “digital centers” 
that can be utilized by different groups in the organization; 

• engage factory and service employees by creating a “hero” culture, encouraging them 
to be pioneers who take pride in being at the forefront of the transformation; 

• define clearly what digital means to the company to ensure everyone works towards a 
common goal; 

• be prepared to teach and lead the organization through its transformation; 
• work closely with customers on “co-creation” to ensure digital functionalities and prod-

ucts are not created in a vacuum; 
• visit plants and offices to understand which internal processes can be optimized using 

technology/analytics; 
• leverage new products and functionalities, KPIs and revenues to tell a positive story to 

prove the point, and reiterate that digital is a means to an end; 
• encourage agile ways of working to create a modern, project-oriented culture that fo-

cuses on getting the job done as a team, rather than about levels and reporting lines; 
• be pioneers for open and transparent communication across the organization to help 

drive employee engagement. 

On the other hand, Hemerling and his colleagues [14] point to the following activities relevant 
to the process of successfully creating a digital organizational culture:

• articulate the change required (identify the characteristics of target digital culture on 
the basis of the company’s strategy, goals, and purpose; translate each cultural char-
acteristic into specific behavior examples; assessment of the current culture; identify 
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the gap between current and target behaviours; integrate the required changes into the 
communications related to the cultural change); 

• activate leadership characteristics and engage employees;
• align the organizational context (the underlying systems, processes and practices) to 

embed the new culture.

6. CONCLUSION

In contemporary business environment where digitally maturing organizations perform faster 
and better, the efforts of managers, generally, and especially of those managers in the tourism 
sector, must be focused on those relevant variables that encourage digitization. Bearing in mind 
that organizational culture has enormous influence on digitalization and digital maturity of the 
organization, creating a flexible, innovative, positive and healthy digital organizational culture 
should be one of the key priorities of today’s managers. The mutual interaction of organizational 
culture and many other organizational variables that also influence the digitization (strategy, 
structure, technology, people, management system), suggests that, with the purpose of raising 
the level of digital maturity of the organization, success is guaranteed only by so-called inte-
grative approach. It implies the simultaneous influence of managers on a specter of categories 
relevant for digitization.
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Abstract: This paper presents synthesized knowledge from the agritourism field from the last decade. 
Our aim was to critically present the most common agritourism topics in the literature, such as life-see-
ing and life-participating agritourism concepts, tourists’ view and farmers’ view on agritourism, to-
gether with the most important economic and non-economic agritourism benefits and goals for both the 
supply and demand sides. This paper also presents the impact agritourism has on economic diversifi-
cation of agriculture. Agritourism can help family farms to remain in business, preserve agricultural 
heritage, maximize the productivity of farm resources through their recreational use, and improve the 
economic situation of local communities. Agritourism presents the potential to generate additional in-
come, diversify the farming economy, lower risks and uncertainties and form a symbiotic relationship 
between agriculture and tourism. 
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1. INTRODUCTION 

Besides nature-based tourism, agricultural-based tourism is one of the fastest growing 
segments in the tourism industry [1]. The term “agritourism” describes nearly all activ-
ities in which a visitor to the farm or other agricultural setting contemplates the farm 

landscape or participates in an agricultural process for recreation or leisure purposes [2]. Agri-
tourism usually includes many activities, such as daily visits, recreational self-harvest, hunting 
and fishing for a fee, nature and wildlife observation, and other outdoor activities [3]. Agritour-
ism is a collection of products rather than one homogeneous entity [4]. 

Agritourism is a sustainable form of tourism, often integrated into regional development, which 
aims to promote rural capital and be a stimulus for local economies [4]. It is usually organized 
as a part of rural, green tourism in protected landscape areas [5] and promoted by organizations 
rather than a distinct product [6]. 

An analysis of European countries shows that practitioners and researchers apply the term ag-
ritourism differently [7], which causes difficulties in terms of improving knowledge of this 
activity and for branding and promotion. Although different definitions of agritourism highlight 
different European socio-cultural contexts, political and economic contexts and natural or geo-
graphic resources, agritourism is an important market niche [6]. 

The symbiotic relationship between tourism and agriculture that can be found in agritourism 
is a key element of an environmentally and socially responsible tourism in rural areas. Rural 
1 Economics Institute, Kralja Milana 16, 11000 Belgrade, Serbia
2 University of Maribor, Faculty of Agriculture and Life Sciences, Slovenia
3 University of Maribor, Faculty of Agriculture and Life Sciences, Slovenia
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hospitality offers new employment and income generating opportunities for rural populations, 
including agritourism as expression and cultural exchange of agricultural practices, artistic 
heritage and craftsmanship and culinary traditions [8]. In agritourism, agriculture becomes the 
‘currency’ for exchange, whereby visitors make a physical contribution to the farm economy in 
return for their tourism experience, as reported by other exploring working farm stays [9]. 

Labels such as agritourism, farm tourism, farm-based tourism, and rural tourism are often 
used interchangeably with agritourism and each other [10], but have also been used explicitly 
to denote similar but distinct concepts [11]. Agritourism is not synonymous with rural tourism, 
rather it is a more specific subset of rural tourism as a broader concept [11]. 

Agritourism is a green or non-traditional business that is easy to develop [13]. Farmers success-
fully engaging in agritourism reap tangible benefits, including diversified income sources, new 
opportunities to engage family members in farm operations, and public appreciation [14]. Agri-
tourism and various other types of tourism in rural areas represent distinctive concepts of guest 
stays within rural tourism, which significantly differ depending on the degree of authenticity of 
the offer and possible participation in agricultural life [15]. 

Definitions of agritourism in literature could be classified in three groups: 1) definitions relat-
ed to the type of setting (farm, any agricultural setting); 2) the authenticity of the agricultural 
facility or the experience and 3) the types of activities involved (lodging, education) [16]. Most 
studies state that an adequate setting for agritourism includes a farm [18] or any other type of 
agricultural setting, such as farms, ranches, nurseries and others [2]. In literature, there are two 
concepts related to the authenticity of the agricultural facility of the experience. The first one 
includes a “working” agricultural setting and the other is a “non-working” agricultural setting 
[11], [18]. Discussing the types of activities involved in agritourism, some studies suggest that 
the important part of agritourism is on-farm accommodation [2]-[3]; [17], [19], while a study in 
Australia [20] did not include it. 

In response to changing business climates, evolving consumer preferences, and intensifying 
pressures on farm viability, farms increasingly turn to diversity enterprise, one of the most 
promising being agritourism or leisure farm. Agritourism is a green or non-traditional business 
that is easy to develop. Farmers successfully engaging in agritourism reap tangible benefits, 
including diversified income sources, new opportunities to engage family members in farm 
operations, and public appreciation [14]. However, the potential benefits of agritourism extend 
beyond the farm operation [13]. 

Phillip et al. [12] developed agritourism typology based on three key areas: if the product is 
based on a »working farm«, the nature of contact between the tourist, and agricultural activity 
and the degree of authenticity in the tourism experience. 

While many definitions and activities associated with agritourism are recognized in the lit-
erature, researchers have struggled to develop a classification system with respect to both the 
characteristics and the broad definition of agritourism. One exception, however, is Phillip et al. 
[12], who developed a theoretical classification of agritourism operations based on three criteria: 
whether the setting is a working farm, the level of contact between the tourist and agricultural 
activity (i.e., passive, direct or indirect), and whether the visitor’s experience is authentic or 
staged. From those three criteria, a non– hierarchical five– class typology of agritourism was 
developed: (1) Non–working farm agritourism, such as a bed and breakfast on a former farm; 
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(2) Working farm, passive contact agritourism, such as a bed and breakfast on a current farm; 
(3) Working farm, indirect contact agritourism, such as serving farm products in meals on the 
farm; (4) Working farm, direct contact, staged agritourism such as viewing farming demonstra-
tions; and (5) Working farm, direct contact, authentic agritourism such as helping with farm 
chores. Given the definitional inconsistencies of agritourism in literature, this study adopts the 
definition used by the Missouri Department of Agriculture [16]: “visiting a working farm or any 
agricultural, horticultural, or agribusiness operation for the purpose of appreciation, enjoyment, 
education, or recreational involvement with agricultural, natural or heritage resources”. 

The term agritourism is used to describe nearly any activity in which a visitor to the farm or 
other agricultural setting contemplates the farm landscape or participates in an agricultural 
process for recreation or leisure purposes [19], [21]. Agritourism is usually understood to take 
place on a working farm or other agricultural setting and to generate income for or add value to 
the farm [11], [16], [20]. Many activities are classified as agritourism, including daily visits (e.g., 
orchard tours, hayrides), recreational self–harvest (e.g., pick– your– own operations), hunting 
and fishing for a fee, nature and wildlife observation, and other outdoor activities [22]. 

Authentic agritourism is carried out on a fully functioning working farm where the agricultural 
activities are predominant over the touristic ones, and where familiar and direct contact with the 
hosting household and its members takes place in an unaltered agricultural environment. The 
authentic lifestyle of a farm is very important in this context [15]. 

According to the results of their study, conducted on the three types of agritourism stakeholders 
(farmers, residents and extension faculty), Arroyo et al. [16] suggest that a conciliatory defini-
tion of agritourism that captures stakeholders’ perspectives should include staging of authentic 
agricultural activities or processes occurring in working agricultural facilities either for “enter-
tainment” or “education” purposes. The strong inclination for the terms: “agricultural setting”, 
“entertainment”, “farm”, and “education” across farmers, residents and extension faculty sug-
gest that these three stakeholders have a shared understanding of the meaning of agritourism 
and what this activity entails. 

The development of typology that integrates provider (supply) and visitor (demand) perspec-
tives of agritourism [4] incorporates five types of agritourism based on three discriminating 
features of different agritourism products: 1) whether visitors have direct or indirect interaction 
with agriculture; 2) if the product is based on a working farm and 3) if the visitor experiences 
authentic working agriculture. 

Jaworski and Lawson [23] in their survey of publications relating to agritourism in Poland re-
veal a dominance of generic images of rurality relating to landscape, friendly people, traditional 
food, recreational activities. The image of agritourism promoted by organizations is based to 
some extent on the perceived expectations of tourists and research on the latter is an important 
contribution to the promotional efforts of the organization [6]. 

Flanigan et al. [9] modified agritourism typology and found both commonalities and differences 
in the definition of agritourism among providers and tourist. A working farm is a very impor-
tant element considered by both groups, but more important to the farmers than the tourists. It 
provides direct staged interaction with agriculture and appears to best meet the expectations of 
both groups. 
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Authentic agritourism is carried out on a fully functioning working farm where the agricultural 
activities are predominant over the touristic ones, and where familiar and direct contact with the 
hosting household and its members takes place in an unaltered agricultural environment [15]. In 
this context, the authentic lifestyle of a farm is important, “characterized by tight agricultural 
connection as its name says, local culture [and] rural lifestyles” [24]. 

Authentic agritourism is based on the specific concept of a touristic offer on a working farm 
where the main income should be generated through agriculture and the touristic offers do not 
represent commodification decoupled from the agricultural assets of the farm. It should be dif-
ferentiated, first, from other types of rural tourism and second, from other types of tourism on a 
working farm, such as commercial agritourism and open agritourism (learning/exploration and 
participation). In other words, agritourism holds no meaning as a type of rural tourism if there 
is no clear terminological distinction between agritourism and the other types of rural tourism. 

2. LEISURE FARM – LIFE-SEEING CONCEPT

Leisure farm activities can create positive interactions between non–farmers and farmers and 
can raise awareness about agriculture, which ultimately benefits farmers [25]. Examples of lei-
sure farm opportunities presently include outdoor recreation (e.g., fishing, hunting, wildlife 
photography, horseback riding), educational experiences (e.g., farm and cannery tours, cooking 
classes, wine tastings, cattle drives, ranch work experiences), entertainment (e.g., harvest festi-
vals, corn mazes), hospitality services (e.g., farm/ranch stays, guided tours, outfitter services), 
on–farm direct sales (e.g., u–pick operations and roadside stands), and off–farm direct sales 
(e.g., farmers’ markets, county/state fairs, and special events). The leisure farm is an important 
product and market diversification strategy for farmers worldwide. Busby and Rendle [1] state 
that nature and agricultural–based tourism is the fastest–growing segment of the tourism in-
dustry. 

To generate tangible benefits, including diversified income sources and increased public appre-
ciation, farmers need to become increasingly entrepreneurial in their business approaches, in-
cluding adopting business plans for leisure farms, seeking professional advice, and participating 
in regional and larger–scale tourism marketing initiatives [26]. A specific type of rural tourism 
is integrated into an agricultural estate and inhabited by the proprietor and allows visitors to 
take part in agricultural or complementary activities on the property [20]. A leisure farm is a 
business concept that merges two areas, including agriculture and tourism, to open new profita-
ble markets and provide travel experiences with the purpose of enjoyment, education, or active 
involvement in the activities of a farm [27]. 

Wilson [22] states that leisure farms play a significant support role for many agricultural en-
terprises, whereas Sharpley & Vass [28] suggest that some leisure farm experiences become a 
desirable option to today’s leisure farms. In recent years, several studies widely recognize that 
leisure farms have a central relationship to value–added production, direct farm marketing, and 
rural development [29]. 

Despite this, according to the results of their study, Arroyo et al. [16] suggest that the activities 
offered on non–working agricultural facilities or those in which the setting is only used for 
landscape purposes should not be promoted as agritourism to avoid further confusion and allow 
a more fluent dynamic among stakeholders. 
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The concept of agritourism is widely considered in the literature, in particular the extent to 
which it may revitalize ailing rural economies and societies, yet consensus on a definition re-
mains elusive; typically, definitions reflect particular contexts [11]. 

3. WORKING FARM – LIFE-PARTICIPATING CONCEPT

A working farm is the place where agricultural activities are practiced [11]. Authors suggest 
that tourist contact with agricultural activity can be separated into three types: direct contact, 
indirect contact, and passive contact. Direct contact with agricultural activity indicates that 
agricultural activities are a tangible feature in the tourist experience (e.g. milking a cow; har-
vesting a crop). Indirect contact indicates a secondary connection to agricultural activity within 
the tourist experience, perhaps through contact with agricultural produce (e.g. crop maze, food 
processing, sale of or consumption in meals). Passive contact with agricultural activity indicates 
that tourism and agriculture are operated independently and only the farm location is held in 
common (e.g. outdoor activities) [11]. 

The term ‘working farm’ signifies a farm where agriculture is currently being practiced [30], 
where agriculture is defined as the activity of rearing of animals and the production crop plants 
through cultivation of the soil for consumption and for sale as food and other commodities [11]. 

A working farm is not a key requirement of agritourism from the visitor perspective [9]. Clarke 
[31] illustrates numerous characteristics used to define a working farm: physical area of land, 
proportion of agricultural income, and the individuals’ expertise and motivations. 

4. DIFFERENT VIEWS ON AGRITOURISM 

One implication of this is that farmer and tourist perceptions of authenticity can potentially be 
quite different, primarily because their original understanding of agriculture and what it entails 
is quite different. This also shows how agricultural activities staged by the farmer for tourism 
may be perceived by tourists as providing a genuine insight into farming practices. However, 
ultimately an authentic experience of agriculture may only be had by tourists where agricul-
tural activities are practiced as they normally would be. The prospect of tourists experiencing 
authentic agricultural activity is quite rare and normally involves physical participation in farm 
tasks. In most cases where tourists have the opportunity to come in direct contact with authentic 
agricultural activities, there will be at least some element of staging [11]. 

In response to these challenges, a study was undertaken in 2011 to unveil the understanding of agri-
tourism among three stakeholder groups: providers (i.e., Farmers), current and potential consumers 
(i.e., Residents), and those assisting in maximizing the farmer/visitor dynamic (i.e., Extension Fac-
ulty). Taking into consideration different stakeholders’ perspectives to develop a shared understand-
ing of agritourism can lead to a more fluent communication, collaboration, and networking among 
stakeholders, as well as promote local empowerment and sustainability. A shared understanding of 
agritourism that embodies key stakeholders̀  perspectives can also facilitate its promotion among the 
public, technical diffusion among farmers, and furthering the development of related study fields, 
such as rural sociology and tourism [16]. Identifying different meanings is important to develop suc-
cessful definitions of tourism-related activities, in which case it is imperative to incorporate mean-
ings from the supply and demand sides because of their academic and marketing implications [32]. 
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In their study, Choo and Patrick [33] examined and integrated social interaction in agritour-
ism service encounters into four distinctive relationships, including: 1) agritourist-to-service 
provider; 2) agritourist-to-local resident; 3) agritourist-to-companion tourist, and 4) agritour-
ist-to-other customer. They also examined the link between agritourists’ social interactions and 
satisfaction with their service experience. 

Holistic consideration of agritourism as an inseparable supply and demand-side phenomenon 
depends on concurrent consideration of both supply and demand-side perspectives [9]. Their 
study had three objectives: 1) to explore the main drivers of agritourism supply and demand; 2) 
to evaluate how agritourism supply corresponds with demand, and 3) to consider the implica-
tions of these relationships and the benefits provided for agritourism policy and practice. The 
main conclusion of their study was that agritourism examples in Scotland are dominated by 
products and services that are not predominantly focused on agriculture and are connected as a 
“conventional tourism transaction”. 

Providers and visitors suggest that direct interaction with agriculture in the context of agri-
tourism is a valuable opportunity for agricultural experiences and education [9]. In their study, 
Dubois, Cawley and Schmitz [6] analyzed the associated imagery and the relationships with what 
is provided, expected, and experienced by tourists on working farms in Wallonia (Belgium) and 
the Grand Duchy of Luxembourg. The central objectives of their research were to identify the 
elements included in the imagery promoted by tourism agencies, imagery of farmers involved in 
agritourism and their perceptions of tourism expectations and activities provided on a farm and 
the imagery held, and the experiences expected by tourists who had and had not visited a farm. 

5. TOURISTS VIEW 

Numerous authors note the importance of physical environment (images and ideals) that attract 
visitors to countryside areas [18], [34]. The demand is growing for agritourism and most of that 
demand is coming from urban areas [9]. The main reason for agritourism growth demand is 
associated with a general growth in the short break activity markets, and increasing numbers of 
tourists reacting against conventional mass-market tourism [35]. 

Tourists in rural areas (rural tourists and agritourists) want to understand the local culture, 
speak the local language, to raise trust and to be liked by the rural inhabitants [36]. In their 
study, Flanigan, Blackstock and Hunter [9] admit that visitors’ demand of agritourism is pri-
marily motivated by general drivers that relate to tourism and recreation more broadly (includ-
ing location, value for money, and attractive scenery). 

Streifeneder [15] presents the minimum required characteristics concerning agritourism activities 
from the demand-side: overnight stay or same-day visit, a certain minimum interaction with the 
farmer and/or members of his family, no performance of agricultural activities for a long time with-
out financial reimbursement, and payments for the agritourism services or products receiving receipt. 

In their study, Dubois, Cawley and Schmitz [6] revealed three broad, cross-cutting market seg-
ments: 1) tourists who prefer a rural environment incorporating farm animals, agriculture and 
a natural setting; 2) tourists who prefer a farm holiday as an opportunity for enjoying farm and 
regional products and 3) tourists who seek farm accommodation in an area that provides access 
to tourist sites, cities, and provides a swimming pool. 
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6. FARMERS VIEW 

Agritourism offers farmers the possibility of diversifying and generating additional income 
through touristic on-farm activities to help balance the continuously decreasing income from 
agricultural activities [3]. This enables farmers to stay on their farms and maintain cultivation 
of the land by increasing their operational income without altering the dominant agricultural 
character. The more general understanding of agritourism is that its activities should support 
and promote agricultural resources, traditions, activities, and culture. From an agro-economic 
theory point of view, the development of agritourism is linked to internal and external push-
and-pull factors within the framework of structural change and rural area development. Ag-
ritourism, as one internal income diversification strategy, may arise due to a lack of off-farm 
income opportunities; it also may arise due to the farm’s appropriate operational and social 
structures or its location in a touristic destination. 

Therefore, a study was conducted by Barbieri et al. [3] to examine the perceived benefits of 
agritourism in Missouri (US) by assessing the importance of agritourism to the success of 16 
entrepreneurial goals specific to farmers. The goals were selected to represent four dimensions 
(i.e., farm profits, market opportunities, family connections, and personal pursuits) that previ-
ous studies reported to be relevant in the development of on-farm enterprises, including agri-
tourism [2], [20], [37]. 

A complex arrangement of economic and noneconomic goals drives the development of overall 
farm enterprise diversification and, specifically, agritourism [2]. The most common goals asso-
ciated with agritourism are economic, including compensating for fluctuations in agricultural 
income, generating additional revenues and expanding market share, as well as non-economic 
goals, such as keeping the farm in the family, developing a hobby, or enjoying the rural lifestyle 
[20], [38]. 

Several studies have classified goals driving agritourism development into fewer dimensions or 
categories, the most predominant being the following four. The first goal dimension relates to 
the farm [household] profitability, such as stabilizing or increasing farm revenues and reducing 
farm debts. The second goal dimension relates to external factors, including those related to 
responding to market opportunities and social bonding, such as the ability of the farm family 
to interact with customers and educate the public. The third goal dimension relates to the farm 
household, such as keeping the farm within the family, their ability to continue farming and 
providing opportunities to keep the family together. The fourth goal dimension refers to per-
sonal pursuits, such as those related to the individual hobbies and interests of the farm operator, 
including their enjoyment of the rural lifestyle, retirement plans, or to retain their business 
independence [3], [20]. 

In their study, Flanigan et al. [9] state that agritourism supply is primarily motivated by so-
cio-economic drivers (income, employment, labor) in association with contextual factors and 
resource consideration. For farmers, the primary appeal of working farm stays is the practical 
and financially feasible solution offered by the tourism market to fulfill farm labor shortages. 

Farmers often respond to the tourist expectations by modifying their farming activities in ways 
that pose a threat to their authenticity [39]. Some farmers are moving towards developing agri-
tourism separate from the farm enterprise where accommodation is on a working farm, but with 
no connection to agriculture [6]. 
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Streifeneder [15] presents all key features a provider of authentic agritourism should provide, 
divided into two groups. Primary features are: an authentic working farm, complementary to 
predominating farming activities, monitoring of income, accommodation on farmland, enabled 
interaction, and accessibility. Secondary features are: quality/standard of the accommodation, 
infrastructure and facilities, supply of agricultural products and/or gastronomic services based 
on a certain number and variety of products from the farm, the possibility of buying a certain 
number of agricultural products from the farm and the variety of products produced on the 
farm that are offered to guests, specific quality of the environment and landscape of the loca-
tion, number and variety of on-farm leisure facilities offered, educational services of individual 
courses offered on the farm by the farmer or members of the family, explanations of the produc-
tion process of agricultural products, presentation of normal agricultural activities inherent in 
the daily life of the farm, openness regarding the farm facilities and the possibility to partake in 
the farmer’s family life and activities, and whole-day presence of at least one family member as 
a contact person for the guest on the farm. 

7. DIVERSIFICATION

Diversifying a farm to include recreation and leisure activities for visitors, commonly labelled 
agritourism, is increasingly being adopted in the United States and is suggested to bring eco-
nomic and non–economic benefits to farmers, visitors, and communities. In this way, agritour-
ism helps family farms to remain in business, preserve American agricultural heritage, maxi-
mize the productivity of farm resources through their recreational use, and even to improve the 
economic situation of local communities [21], [22]. Farm diversification into tourism presents 
the potential to generate additional income, diversify the farming economy, lower risk and un-
certainties, and form a symbiotic relationship with agriculture for farming communities [20]. 

Agritourism appears as a convenient diversification strategy because it does not require exces-
sive investments in farm infrastructure, labor or equipment. Farms diversifying into tourism 
are likely to focus on those activities that utilize their existing resources, rather than requiring 
additional investment. Farm operators tend to offer activities, similar to their existing farm 
procedures, which do not have to dramatically alter farm production and may take advantage 
of the flexibility of individual schedules and experiences [40]. However, economic benefits of 
agritourism can vary, depending on numerous factors, such as the stage of agritourism develop-
ment, location, other attractions [41]. 

8. CASE STUDY: AGRITOURISM IN SLOVENIA 

Rozman et al. [42] presented the initial hierarchy of the model for measuring service quality on 
a tourist farm. This model was set up through the brain-storming of experts involved into model 
development and was decomposed further according to the answers obtained from the ques-
tionnaires. The final structure of attributes for the assessment of tourist farm service quality is 
shown in Figure 1.

In this model, two primary evaluation dimensions were taken into account: Guest perception 
and Farm operator perception. This model presents a good example for measuring service qual-
ity on a tourist farm, because it includes both perspectives, farmers view and tourists view on 
agritourism, and for each of these the most relevant attributes were identified. 
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The Guest perception was decomposed into Premises, Services and Additional services. The 
Premises consist of attributes that describe the farm location and its buildings: Landscape, En-
vironment and Farm house. The Environment describes the farm surroundings (Architecture, 
Availability of parking space, Architecture and Cleanness), while the inside of the farm build-
ing is embedded in the attribute House (Equipment, Homeliness, Cleanness and Spaciousness). 
The services are divided into farm Food service (Taste, Quality of serving, Tradition), Drinks 
(Diversity of drinks offer, Serving quality and their Tradition), and Attitude of farm person-
nel (Personal to customer, Personal to personal and Cleanness of the personnel). The attribute 
Additional services describes the availability of additional services provided on the farm (such 
as Sport, Animation and Souvenirs selling). The attribute New visits represents an important 
information whether the guest is ready to visit the farm again [42]. 

The second part of the tree, that is the subtree Farm operator, is divided into Plans for the future 
(whether the operator is planning to continue with tourist farm operation) and his/her Satisfac-
tion with tourist farm operation (Comparison to other farm work, Satisfaction with the tourist 
farm: yes/no attribute operation, Income, Labor distribution and whether he/she finds running 
a tourist farm operation Interesting or not) [42]. 

Figure 1: Tree of attributes. Source: Rozman et al. [42]. 

In the last step of DEXi model development, authors Rozman et al. [42] defined decision rules. 
Decision rules define the aggregation of values in the model from its inputs through intermedi-
ate attributes towards the root. Therefore, decision rules are defined for all internal attributes, 
including the root; in this model, this gives 12 utility functions in total. Figure 2 shows only 
one utility function, the one that aggregates the four attributes Premises, Services, Additional 
services and New visit into the aggregate attribute Guest. 
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Figure 2: Attribute scales. Source: Rozman et al. [42]. 

9. CONCLUSION 

In established touristic destinations, agritourism diversifies the touristic offer in rural areas, and 
may complement it (especially because it is suitable for families and older guests), making the 
region in question more competitive on touristic markets. Currently in Europe, a wide variety 
of agritourism offers exist, corresponding to new developments in demand. Although agritour-
ism is usually located in, and linked closely to rural areas, it is not limited to purely non–urban 
regions. It can also be in the agricultural landscape of the immediate city surroundings or urban 
hinterland. An exemplary case is the 100,000–inhabitant city of Bolzano (South Tyrol, Italy), 
where agritourism fits very well in the close vicinity of an urban environment, and represents 
an attractive complementary offer. Moreover, it represents a successful win–win situation for 
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a rural–urban partnership between (mostly urban) consumers and (mostly rural) agricultur-
al providers. Finally, agritourism increases the added value of a region, generating economic 
multiplier effects from the spending of guests and visitors [15]. Therefore, rural areas represent 
excellent natural, human and economic potential which is not enough used [43]. 

Although the economic benefits of agritourism at the farm level have received some attention 
in literature, non–economic benefits, such as personal, family or social benefits, need more ex-
amination [21], [28]. Agritourism has been suggested to provide an opportunity to improve the 
likelihood of the survival of the farm business, allowing the farm operator and their family to 
continue farming and enjoying their rural lifestyle [20], [28]. 

Agritourism has a complementary role as a competitive alternative offer within the tourism 
market with a suitable price–performance ratio, corresponding to a touristic demand for re-
gional, authentic rural life, natural experiences, locally made agricultural products, and specific 
legal and financial framework conditions (favorable taxation and investment support schemes) 
in many European countries [15]. 

Agritourism produces many benefits for farms, their operators, the surrounding communities, 
and society. Perceptions are generally positive towards the introduction of tourism into rural 
areas. Blending the two industries may alleviate local issues, including labor shortages in tour-
ism and market shortages in agriculture. The positive influence of agritourism on farm family 
income may also be combined with the contribution the business makes to the local community 
via sales taxes, local employment and stimulation of local business such as restaurants and 
shops. The other benefits are non–economic, such as maintaining rural lifestyles and increasing 
awareness and preservation of local customs and unique cultural traits of an area [2]. 

At the farm level, entrepreneurial diversification is believed to create a more stable, and often 
higher, income for the producer. In times of economic distress, such as a poor harvest or de-
pressed prices, agritourism may provide an avenue for generating alternative or supplemental 
income for the farm family [20]. In most cases, agritourism serves as a supplemental source of 
income of a lower–risk coping mechanism, while agricultural production remains the primary 
focus [2]. 

Agritourism is important to enhancing the cultural sphere of community life [44] and can offer 
an incentive to preserve and restore old buildings and farm equipment, which can increase the 
attractiveness of the agritourism enterprise [3]. 

In their research, Tew and Barbieri [2] stated that most respondents from the population of the 
farm households in Missouri reported an increase in farm profits since adding agritourism to 
their operations. The economic benefits derived from agritourism are related to the sale of other 
farm products such as value–added items, including food, wine, and decorative items [3]. 

Agritourism has been suggested to provide an opportunity to improve the likelihood of the sur-
vival of the farm business, allowing the farm operator and their family to continue farming and 
enjoying their rural lifestyles [20]. 

Agritourism provides multiple activities in rural areas, through which the visitor may become 
acquainted with features of agriculture and rurality, such as the green and natural environment, 
regional gastronomy, rural ways of life or heritage preservation [6]. 
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Farm–based tourism has increasingly given farmers an opportunity to generate additional in-
come, to be an avenue for direct marketing to consumers [2], and a way of alleviating social and 
economic problems: loss of income, increased expenses, globalization, and others, associated 
with decline of traditional agriculture industries [11]. Agritourism involves an understanding of 
hospitality, including direct interactions with agritourists and consumers, and requires farmers 
to have extended marketing practices [33]. 

Several studies have classified goals driving agritourism development into four dimensions: 1) 
farm revenues and reducing farm debts; 2) responding to market opportunities and social bond-
ing; 3) keeping the farm within the family, with the ability to continue farming and to keep the 
family together, and 4) personal pursuits, such as individual hobbies and interests of the farm op-
erator, enjoyment of the rural lifestyle, retirement plans or retaining business independence [2]. 

Agritourism also brings some additional benefits to the far household and business, such as 
capturing new customers, educating the public about agriculture, and enhancing the quality 
of life for the farm family. Agritourism is also perceived as important for accomplishing mar-
ket-driven goals, suggesting that the economic role of agritourism should also include economic 
marketing benefits in terms of increased awareness and market share of farm products and ser-
vices, and branding benefits, among others. Agritourism is also very important as a marketing 
tool, which may create overall public awareness, potentially boost sales of the farm products, 
and produce several personal and family benefits [2]. 

The benefits of agritourism are not restricted to private economic gain, but can also potentially 
extend to wider public benefits, such as public education about food and farming [22] and sus-
tainable development of rural areas [17]. 

Improved visibility and influence of agritourism in rural development and tourism policies 
would lead to improved awareness of agritourism per se, and also greater awareness of the po-
tential benefits that agritourism can bring in the context of farm diversification [9]. 

Extending tourism into the agricultural sector through the development of agritourism is, in princi-
ple, both logical and potentially fruitful in enhancing the well–being of the local community [45]. 

Agritourism can help meet growing demand for outdoor recreation and contact with more tra-
ditional ways of life among recreationists and tourists, who seek alternatives to sun destinations 
and mass tourism [9]. There are often economic motivations for the adoption of agritourism, 
but it is sometimes explained by providers as a lifestyle choice in which welcoming visitors and 
educating them about agriculture and rural life may be prioritized over the financial benefits 
that arise [46].

From an agroeconomic theory point of view, the development of agritourism is linked to inter-
nal and external push–and–pull factors within the framework of structural change and rural 
area development. Agritourism, as one internal income diversification strategy, may arise due 
to a lack of off–farm income opportunities; it also may arise due to the farm’s appropriate oper-
ational and social structures, or its location in a touristic destination. 
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Abstract: Need for achievement is an element of the personality of entrepreneurs which can be impor-
tant for the inception, development, and business performance of small firms. Intrapreneurship can be 
developed in small firms because of the level of need for achievement possessed by entrepreneurs, and 
can influence firm growth. Hypotheses are stated and empirically tested on the basis of responses to a 
structured questionnaire completed by a sample of Slovenian small and medium-sized enterprises in 
tourism and trade. The research results indicate positive relationships between the need for achieve-
ment of the female entrepreneur and intrapreneurship, and between intrapreneurship and firm growth.
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1. INTRODUCTION 

Need for achievement is an element of the personality of entrepreneurs which can be 
important for the inception, development, and business performance of small firms. 
Entrepreneurs invest their time and effort in the process of entrepreneurship, take fi-

nancial, emotional, and social risks to create something new and thereby receive rewards in the 
form of financial profits and personal satisfaction and independence [15]. In the dynamic process 
in which entrepreneurs usually start and develop new firms, the key actor – the entrepreneur – 
typically evaluates and develops entrepreneurial ideas while exploiting opportunities [6]. Intra-
preneurship (entrepreneurship in existing companies) in small and medium-sized firms (SMEs) 
is based on the decisions of entrepreneurs and is also important for the business performance 
of enterprises. Intrapreneurship may be seen as a concept at the individual level [9]. To engage 
or not to engage in intrapreneurship (entrepreneurial behavior) is a personal decision [19], [23].

In the hospitality, leisure, sports, and tourism industries, entrepreneurship is a driver of change, 
innovation, and employment and is essential for meeting the rapidly changing demands of con-
sumers while intrapreneurship is critical for established businesses to enable new market devel-
opment in response to changing consumer demands and to facilitate new concept development 
[8] (p. 5). Professional, skill, and financial barriers to entry to the tourism sector tend to be low 
and thus persons seeking a life change can find a new entrepreneurship career in this sector 
attractive [22]. The paper deals with the entrepreneur’s need for achievement and its impact on 
intrapreneurship and firm growth in tourism.

* This work was supported by the Slovenian Research Agency [project/grant numbers J5-5542, J5-7588, P5-
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1 University of Primorska, Faculty of Management, Cankarjeva 5, SI-6000 Koper, Slovenia
2 University of Ljubljana, Faculty of Economics, Kardeljeva pl. 17, SI-1000 Ljubljana, Slovenia



3rd International Thematic Monograph:  
Modern Management Tools and Economy of Tourism Sector in Present Era

260

2. THEORY AND HYPOTHESIS 

The entrepreneur’s personal characteristics are important for his/her company’s activities and 
performance. Intellectual capital resides in people and embodies a limitless source of compet-
itive advantage for companies [30]. Knowledge and skills of the entrepreneur can be decisive 
for their company’s performance [13]. Personal characteristics may be important for the acqui-
sition of knowledge, skills, development of capabilities, selection between choices, activities, 
and performance of a person and their firm. McClelland [21] developed the theory of the need 
for achievement (nAch) which describes the entrepreneur as a person with a stronger need for 
achievement than the general population. Need for achievement is based on a person’s desire for 
accomplishment and recognition, which drives them to become an entrepreneur. Someone char-
acterized by a high need for achievement seeks new challenges, independence, and satisfaction 
based on the societal recognition of their accomplishments. Need for achievement is one of the 
strongest motivators of entrepreneurs [20]. It may be considered a characteristic of successful 
people [6]. Viejo et al. [33] found a person’s satisfaction with their own achievement is an im-
portant antecedent of psychological well-being. Schumpeter [25] described the entrepreneur as 
a person who has the will to conquer and succeed. Entrepreneurs tend to be characterized with 
a strong need for achievement (for example, [21]; [16]; [28]; [27]).

An entrepreneur with a high need for achievement will try hard to succeed in organizational 
activities and performance. Organizational elements which can contribute to intrapreneurship 
are open communication, formal control, a thorough analysis of the environment, organizational 
support, organizational values, and cooperation in strategic alliances [3]. Intrapreneurship and its 
elements (new business venturing, innovativeness, risk-taking, proactiveness) can be developed 
in firms of different sizes [4]. Developing the elements of intrapreneurship and organizational 
factors in small and medium-sized enterprises may depend on the decisions of key decision-mak-
ers – entrepreneurs – who usually play two key roles, which are related to the management and 
ownership of the company. Despite the fact that differences between male and female entrepre-
neurs exist, their psychological propensities may be more similar than different [26].

The key emphasis in this article is on the entrepreneur’s need for achievement which may have 
a positive impact on the company’s activities and is important for establishing intrapreneurship. 
Therefore, the estimated link between the need for achievement and intrapreneurship is posi-
tive. Based on the above findings, the following hypothesis is proposed:

 Hypothesis 1: Need for achievement is positively associated with intrapreneurship.

The need for achievement may be related to growth of the company since the entrepreneur can 
represent an important driving force of the majority of activities of small and medium-sized 
companies. Entrepreneurs with a strong need for achievement will be success oriented and 
will try harder to achieve the desired results, giving them a greater chance of achieving better 
business results than entrepreneurs with a weaker need for achievement. The entrepreneur’s 
need for achievement may be directly related to their firm’s performance (as described above) 
or indirectly through intrapreneurship since previous research found a positive link between 
intrapreneurship and company growth [4], [5], [7], [2]. People with a strong need for achieve-
ment are shown to have a better performance in difficult missions and search to assume higher 
responsibility [31], [29]. Need for achievement is a trait that influences entrepreneurial success 
[24], [11], [1], [18]. It was found to be an important antecedent of the entrepreneurial orientation 
of retail entrepreneurs [12]. In their review, Bozic and Knezevic Cvelbar [10] (p. 381) identified 
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entrepreneurial orientation (innovativeness, risk-taking, proactiveness, autonomy; [17], [14], 
[32]) as an important driver (based on capabilities) of performance in the hotel industry. On the 
basis of the above discussion, we propose the following research hypothesis:

 Hypothesis 2: Need for achievement is positively associated with growth of the firm. 

3. METHODOLOGY 

We used a survey questionnaire with mainly closed questions, allowing the possibility of sub-
sequent detailed processing. Likert-type scale ratings of responses to questions mainly ranged 
from 1-very untrue to 5-very true. Need for achievement was measured with one item (having 
the desire for achievements). To measure intrapreneurship and growth, questions from pre-
vious research [5], [2] were used: 14 questions related to intrapreneurship activities (entering 
new businesses and product innovation activities) (Cronbach Alpha reliability of 0.88). Growth 
included one item (the average annual growth in sales in the last three years, [5]). Control var-
iables (person: age and gender; company: industry, size in terms of revenue and age) were also 
included.

The data were collected by e-mail. Questionnaires were sent to small and medium-sized en-
terprises in tourism and trade in Slovenia, and 101 usable responses were returned (31.7% in 
tourism and 68.3% in trade). The biggest proportion of companies were aged between 11 and 
20 years (46.5%), most firms were small with up to 10 employees (micro firms; 74.3%), with 
total annual sales of EUR 400,000 or less (42.6%). Most entrepreneurs were male (60.4%; 39.6% 
female) and over 50 years old (38.6%); the age groups 30 to 40 years (24.8%) and 40 to 50 years 
(32.7%) were also well represented. We used regression analysis to test the hypotheses. The 
control variables firm size and age of the person were also included as independent variables in 
the regression equations. The sample was split into male and female entrepreneurs to test for the 
effects of the gender control variable.

4. REGRESSION ANALYSIS RESULTS 

In examining hypothesis 1, we tested the link between need for achievement and intrapreneur-
ship (Table 1). The regression model was shown to be significant (F=2.81) at a lower level of 
significance (sig. 0.097). The adjusted coefficient of determination is 0.018, meaning that 1.8% 
of the variance in the dependent variable can be explained by the independent variable. The 
standardized regression coefficient for the need for achievement is positive, substantial (0.17), 
and significant at a lower level of significance (sig. 0.097). Need for achievement was therefore 
found to be positively related to intrapreneurship at a lower significance level (below 0.10), 
which is consistent with hypothesis 1.

In verifying hypothesis 2, we tested the link between need for achievement and growth (Table 
2). Here, the regression model was shown not to be significant (F=0.01, sig. 0.934). The adjusted 
coefficient of determination is 0, which means that 0% of the variance in the dependent vari-
able can be explained by the independent variable. The standardized regression coefficient for 
the need for achievement is 0.07 and is not significant (sig. 0.934). This result does not support 
hypothesis 2.
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In addition, we checked the link between intrapreneurship and growth of the company (Table 3). 
The regression model was shown to be significant (F=6.90, sig. 0.010). The adjusted coefficient 
of determination is 0.056, showing that 5.6% of the variance in the dependent variable can be 
explained by the independent variable. The standardized regression coefficient for intrapreneur-
ship is 0.25 and is significant (sig. 0.010). Intrapreneurship was found to be positively related to 
growth. Therefore, need for achievement can be indirectly (through intrapreneurship) related to 
firm growth.

Regression Model Unstandardized	Coefficients Standardized 
Coefficients t Sig.

B Std. Error Beta

1 (Constant) 2.276 0.440 5.168 0.000
Need for Achievement 0.169 0.101 0.166 1.676 0.097

Dependent Variable: Intrapreneurship

Table 1: Results of the Need for Achievement-Intrapreneurship Regression Analysis

Regression Model Unstandardized	Coefficients Standardized 
Coefficients t Sig.

B Std. Error Beta

2 (Constant) 2.138 0.730 2.930 0.004
Need for Achievement 0.014 0.167 0.008 0.083 0.934

Dependent Variable: Sales Growth

Table 2: Results of the Need for Achievement-Growth Regression Analysis

Regression Model Unstandardized	Coefficients Standardized 
Coefficients t Sig.

B Std. Error Beta

3 (Constant) 0.944 0.490 1.928 0.057
Intrapreneurship 0.417 0.159 0.255 2.628 0.010

Dependent Variable: Sales Growth

Table 3: Results of the Intrapreneurship-Growth Regression Analysis

Correlations among the key constructs are displayed in Table 4 and confirm the results of the 
regression analysis. When checking the influence of the control variables (person: age and gen-
der; firm: size and age), the following was found:
(1)  a positive association between size of the firm and intrapreneurship (standardized regres-

sion coefficient 0.22, sig. 0.027);
(2)  a positive association between size of the firm and growth (standardized regression co-

efficient 0.29, sig. 0.003) and a negative association between age of the firm and growth 
(standardized regression coefficient -0.28, sig. 0.004) when estimating the need for achieve-
ment-growth relationship (regression model 2 with control variables);

(3)  a positive association between size of the firm and growth (standardized regression co-
efficient 0.26, sig. 0.010) and a negative association between age of the firm and growth 
(standardized regression coefficient -0.26, sig. 0.009) when estimating the intrapreneur-
ship-growth relationship (regression model 3 with control variables);

(4)  a higher level of significance was found for the need for achievement-intrapreneurship 
relationship for female entrepreneurs (standardized regression coefficient 0.33, sig. 0.039) 
than for male entrepreneurs (standardized regression coefficient 0.01, sig. 0.929); and

(5)  other effects of control variables were shown not to be statistically significant.
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Need for 
Achievement Intrapreneurship Sales 

Growth

Need for Achievement Pearson Correlation 1 0.166* 0.008
Sig. 0.097 0.934

Intrapreneurship Pearson Correlation 1 0.255***
Sig. 0.010

Sales Growth Pearson Correlation 1
Sig.

* Correlation is significant at the 0.10 level (2-tailed)
** Correlation is significant at the 0.05 level (2-tailed)
*** Correlation is significant at the 0.01 level (2-tailed)

Table 4: Correlations

5. DISCUSSION AND CONCLUSION 

The research results demonstrate a link between need for achievement, intrapreneurship and the 
growth of tourism and trade firms. The results confirm the hypothesis of an association between 
the need for achievement and intrapreneurship, but only for female entrepreneurs. In addition, 
the research shows that intrapreneurship has a positive association with growth. Using control 
variables (age and size of the company; age and gender of the person), we may conclude that in 
small and medium-sized firms the size of the company can have an effect on intrapreneurship 
and growth of the company. We therefore recommend the introduction of intrapreneurship to fe-
male entrepreneurs. The control variable of age of the company has a negative relationship with 
growth, meaning that older companies grow more slowly, and vice versa. The results reveal that 
need for achievement can be important for intrapreneurship and indirectly for the growth of 
female entrepreneurs’ firms.

The paper stressed the importance of the need for achievement in intrapreneurship and growth 
of the firm, with an emphasis on small and medium-sized enterprises. The theoretical consid-
eration was upgraded with empirical quantitative analysis of a sample of Slovenian firms in 
tourism and trade. In addition to the scientific contribution, we now outline some practical rec-
ommendations for companies which may contribute to their growth: (1) The research found that 
need for achievement can impact intrapreneurship in female entrepreneurs’ firms who should 
seek to develop their own need for achievement or employ managers who possess a high need 
of achievement. In addition, approaches to promote women’s entrepreneurship capabilities shall 
be emphasized by practitioners and policy makers. (2) Intrapreneurship is also the key for the 
growth of tourism and trade firms (in terms of new businesses and product innovations). For ex-
ample, stimulating new demand, working on new businesses in new markets, finding new mar-
ket niches, and offering and developing new products are all important. In order to change the 
mindset and to improve the entrepreneurial internal environment in small and medium-sized 
enterprises in tourism and trade, one focal point may be to achieve a strong managerial and 
organizational support (for example, giving enough encouragements, autonomy, time and re-
sources) for intrapreneurship development. With the aim of convincing entrepreneurs, intrapre-
neurship needs to be strongly promoted as the key for business success.

The study is limited to the need for achievement as an important element that affects intrapre-
neurship of the firm. It does not include other elements that may also be important for busi-
nesses to grow. In limiting the sample, firms from Slovenia and not from other countries were 
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selected. The collection of data on the growth of firms was based on the perceptions of company 
representatives because this was identified as relevant in previous intrapreneurship studies [4], 
[5], [2]. In the future, research could include other factors that are important for intrapreneur-
ship and the growth of firms in tourism and trade.
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Abstract: The most common normative system for shaping the employees’ attitudes and behavior is 
represented in form of the ethical code. In respect to that fact, this study was focused on researching the 
effects of the ethical code on shaping the ethical climate within the hotel business in society that is pass-
ing through the transition, such as Serbia, obtaining the sample of 211 employees in hotels of Kopaonik, 
one of the most popular destinations of winter tourism in this country. The effects of the ethical code 
(its content and transparency of discussions and meetings about ethics and ethical dilemmas within ho-
tels) were analyzed in respect to their influence on five identified ethical climate types, labeled as Law 
and care, Adhering the law, procedures and rules, Organizational interest, Team spirit and personal 
morality and Personal interest. 
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1. INTRODUCTION

As organizations strive to achieve the employees’ behaviour that would lead to success of 
their business, there is a raising awareness regarding the need aimed at regulating the 
employees’ behaviour on the basis of different normative systems [10]. The most com-

mon type of normative systems for shaping the employees’ behaviour is represented in form of 
the ethical code, which is usually defined as a set of rules of acceptable and unacceptable busi-
ness behaviour [6], [11], [16], [17], [19], [21], [23], [26]. 

In addition to the ethical code, another important aspect of business ethics researched for the 
purpose of this study is the ethical climate, which often provides an answer to the question of how 
to act throughout deciding and solving the moral dilemmas within the organization [25]. More 
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precisely, the ethical climate refers to the employees’ perception regarding the behaviour that or-
ganizations consider as ethically correct, as well as the manner in which the organization expects 
from their employees to solve the ethical issues while performing their business tasks [2]. 

Given that the ethical code is universal resource for shaping the employees’ behaviour, there 
is a question whether the form in which the ethical code is represented, as well as its content, 
might affect the employees’ perception of the ethical climate. This is especially important to 
research in the country such as Serbia, where standards of moral behaviour are often changed 
and adapted to existing social system. It all makes Kopaonik a specific space for researching 
the business ethics.

2. LITERATURE REVIEW

2.1. The ethical climate

According to one of the most accepted definitions, ethical climate refers to the employees’ per-
ception regarding their beliefs and attitudes about standards and norms of acceptable behaviour 
in particular business environment. Based on existing results of the previously conducted re-
searches, ethical climate reflects managerial expectations and, according to that fact, different 
types of the ethical climate could exist within different organizations [2], [24], [9]. 

In accordance with the widely used Victor and Cullen’s theoretical typology [24], [25], there are 
nine possible theoretical types of the ethical climate (self-interest, company profit, efficiency, 
friendship, team interest, social responsibility, personal morality, company rules and proce-
dures, laws and professional codes). Basic researches regarding the identification of implement-
ed ethical climate types within tourism organizations in Serbia were conducted by [4], [5], [8], 
[12] and [13]. However, this topic is still not sufficiently researched within tourism sector of 
Serbia, which leaves plenty of space for additional researches on this subject.

This research is part of the bigger study related to researching the ethical climate within the 
hotel business of Kopaonik. Basic results of this overall research pointed to identification of five 
ethical climate types within Kopaonik and, therefore, the ethical climate types will not be ex-
amined again. Identified ethical climate types were termed as: Law and care, Adhering the law, 
procedures and rules, Organizational interest, Team spirit and personal morality and Personal 
interest [12], [13]. 

Law and care is characteristic for hotels focused on considerations whether the business change 
would violate specific law or cause the negative effects for the employees. Adhering the law, 
procedures and rules is pointing to abiding the legal and professional standards, regardless the 
other considerations. In hotels with Organizational interest, employees are mainly expected to 
do their best to promote the interests of specific hotel, which is totally opposite to next ethical 
climate type termed as Team spirit and personal morality, where the welfare of the employees 
is the most important consideration. The last ethical climate type, Personal interest, is charac-
teristic for hotels where each employee fights for himself [12], [13]. This research will further 
explore the effects of the ethical code on influencing the employees’ perception of previously 
mentioned ethical climate types within the hotel business of Kopaonik.
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2.2. Ethical code and the ethical climate

There are different definitions of the ethical code, but it is possible to emphasize several essen-
tial characteristics, which are represented in all of these definitions. First of all, the ethical code 
is usually formal and written document [14], [19]. Next, the content of such document refers to 
moral orientation of business policy, presented in form of the ethical standards [19], primary 
values [1], principles [11] or in form of the general statement on the ethical orientation of the 
entire organization [22]. Finally, the ethical code is usually established to shape the employees’ 
behaviour [19], or more precisely to establish the encouraging behaviour within the organiza-
tion as a whole [7], [11], [19], [20]. 

According to the previous findings, ethical code could influence individual ethical behaviour on 
the basis of its direct influence on the ethical climate of particular organization [26]. However, 
different types of the ethical climate might require a different strategy of managing the business 
ethics [10], [18]. For example, a comprehensive ethical code could be effective in organizations 
that respect laws, procedures and rules, but it could also be ineffective in organizations with 
benevolence types of the ethical climate [3].

Results of the study conducted by [5] indicated the manner in which the ethical code could 
shape the ethical climate perception among the employees within the different types of organ-
izations operating in tourism sector of Serbia. However, as already mentioned, due to the fact 
that the ethical climate could differ in accordance with particular type of the organization, this 
research is tendentiously aimed at researching the impact of the ethical code on the employees’ 
perception of the ethical climate within organizations of the same type, in this case within ho-
tels in Kopaonik, primarily because it is one of the leading destinations in Serbia, according to 
the number of tourist arrivals during the winter season. 

3. METHODOLOGY

3.1. Instrument

This study was conducted on the basis of the survey research. At the beginning of the ques-
tionnaire, respondents could find short text that provided an explanation regarding the main 
subjects of the research. The first segment of the questionnaire obtained 26 questions from the 
Victor and Cullens’ Ethical Climate Questionnaire [24]. According to this group of questions, 
five ethical climate types were identified in hotels within Kopaonik and they were labelled as 
Law and care, Adhering the law, procedures and rules, Organizational interest, Team spirit and 
personal morality and Personal interest [12], [13]. These ethical climate types were used as a 
basis for the further research of the ethical climate within the hotel business of Kopaonik. In 
respect to that, the other segment of the questionnaire obtained the issues related to the content 
of the ethical code in order to research its effects on influencing the employees’ perception of 
previously mentioned ethical climate types. The content of the ethical code is focused on the 
employees’ attitudes regarding the extent to which the ethical code is observed and applied as 
a source of information, educational resource, guidance for protection of the employees and the 
extent to which the ethical code refers to the attitudes towards products or services, customers, 
employees, competition, marketing, or some other aspect (where the respondents are given the 
opportunity to independently give an additional answer). After that, employees were asked to 
state their opinion regarding the transparency of discussions and meetings about ethics and 
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ethical dilemmas within hotels they work for. Respondents actually expressed the level of their 
agreement or disagreement with stated items through the usage of the Likert’s scale, from 1 (I 
completely disagree) to 5 (I completely agree) or they were asked to choose between several 
offered answers. 

As already mentioned, respondents’ answers regarding the ethical code were analysed in the 
context of their influence on shaping the pre-identified types of the ethical climate in hotels of 
Kopaonik, termed as: Law and care, Adhering the law, procedures and rules, Organizational 
interest, Team spirit and personal morality and Personal interest, as already mentioned and ex-
plained within the literature review.

3.2. Procedure

This research started within Kopaonik in 2013 and it was continued until 2015. Data were col-
lected during the survey, by using the pen-and-paper procedure. Respondents were informed that 
the research is anonymous and they were asked to fulfil the questionnaire sincerely. A sample of 
211 respondents was collected (the survey covered 70.59% of overall hotel facilities in Kopaonik). 

3.3. Sample

The survey research obtained the convenience sample of 211 respondents. About 52.6% of them 
were male, while 47.4% of them were female. Majority of the respondents belongs to the age 
group between 21 and 30 years (49.8%). The most frequent degree of education within the sam-
ple is high school (63.5%) and it mostly comes out of tourism sector (83.4%). The amount of 
monthly incomes of majority of the respondents is between 15,001 and 30,000 RSD6 (50.2%). 
According to the place of the respondents’ residents, it could be said that Kopaonik represents 
an adequate place for researching the human resources, since people from all over the Serbia are 
represented within the hotels in Kopaonik.

Results regarding the ethical code pointed out that 78.2% of the respondents stated that they 
work for hotels with the ethical code. Nevertheless, 19% of the respondents do not know if the 
ethical code is represented in hotel they work for, while only 2.8% of them stated that there is no 
ethical code within hotels of Kopaonik. Furthermore, 43.1% of the respondents said that ethical 
code is represented in a verbal form, while 34.6% of the respondents pointed out that ethical 
code is represented in a written form. However, 22.3% of them do not know in which form the 
ethical code is represented in their business environment. Thus, on the one hand, it is encourag-
ing that most of the respondents stated that the ethical code is represented in hotels of Kopaonik, 
but, on the other hand, it is a worrying a fact that significant percentage of the respondents do 
not know in which form it is represented. 

4. RESEARCH REULTS

According to the research results, implementation of the ethical code shaped the employees’ 
perception of Law and care (F = 3.447; p < 0.05) and Adhering the law, procedures and rules (F 
= 4.601; p < 0.05). Thus, results regarding the employees’ perception of Law and care, based on 
the implementation of the ethical code in hotels of Kopaonik, are represented in Figure 1.

6 1 EUR = 118.34 RSD [15]



THE ETHICAL CODE AND THE ETHICAL CLIMATE  
WITHIN THE HOTEL BUSINESS

271

Figure 1: Ethical code and Law and care  
(Source: Research results)

According to the same principle, results regarding the employees’ perception of Adhering the 
law, procedures and rules are represented in Figure 2. Thus, according to Figures 1 and 2, it 
could be seen that perception of the respondents, regarding the both ethical climate types, is 
higher, within hotels with prescribed ethical code. Also, it is interesting that employees’ percep-
tion of these ethical climate types is even higher in hotels where employees stated that they do 
not know if hotels they work for have the ethical code, compared to those who stated that the 
ethical code is not represented within hotels in which they are employed.

Figure 2: Ethical code and Adhering the law, procedures and rules  
(Source: Research results)

Furthermore, based on the research results represented in Table 1, significant differences in per-
ception of Law and care (t = -2.818; p < 0.01) could be noted among the respondents within hotels 
of Kopaonik where the ethical code is represented in a verbal form and among those in which it is 
represented in written. Thus, higher perception of Law and care is obtained among the respond-
ents who are employed within hotels that implemented the ethical code in a written form.
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Ethical climate types Verbal (М) Written (М) T- values Significances
Law and care 3.67 3.99  -2.818 .005

Adhering the law, procedures and 
rules 4.38 4.53  -1.863 .064

Organizational interest 3.54 3.73  -1.699 .091
Team spirit and personal morality 3.79 4.00 -1.855 .065

Personal interest 3.83 3.85 -.227 .820

Table 1: Perception of the ethical climate types  
and the ethical code form of the implementation 

Source: Research Results

The multivariate analysis of General Linear Modelling indicated that three out of 11 previously 
defined items related to content and methods of applying the ethical code shape the employees’ 
perception of certain ethical climate types. Thus, higher perception of Adhering the law, pro-
cedures and rules is gained among the employees working within hotels whose ethical codes 
always obtain the attitudes towards products and services. On the other hand, the lowest per-
ception of this ethical climate type is evidenced among the respondents employed within hotels 
which ethical codes rarely contain the attitudes towards products or services (see Table 2).

Aspects that could shape the 
ethical climate perception

Ethical climate types (M)

Law and 
care

Adhering the 
law, procedures 

and rules

Organizational 
interest

Team spirit 
and personal 

morality

Personal 
interest

Attitudes 
towards 

products/
services

(M = 3.67)

Never (1) 4.33 3.62
Rarely (2) 4.14 3.37

Sometimes (3) 4.17 3.28
Often (4) 4.55 3.74

Always (5) 4.68 4.02
F value 5.40 8.01
Significance .02 .01

Transparent 
discussions 
about ethics 
and ethical 
dilemmas 
(M = 3.19)

Never (1) 3.77
Rarely (2) 3.89

Sometimes (3) 3.79
Often (4) 3.82

Always (5) 4.14
F value 6.97
Significance .01

Organized 
meetings 

about ethics 
and ethical 
dilemmas 
(M = 2.95)

Never (1) 3.24 4.23 3.78
Rarely (2) 3.54 4.26 3.63

Sometimes (3) 3.71 4.38 3.80
Often (4) 4.24 4.60 3.93

Always (5) 4.41 4.71 4.31
F value 6.61 7.37 9.10
Significance .01 .01 .01

Table 2: General Linear Modelling 
Source: Research results

Also, the level in which the attitudes towards products and services are mentioned within the 
ethical code shape the employees’ perception of Organizational interest. On the basis of the 
research results represented in Table 2, it could be noticed that perception of Organizational 
interest is stronger in hotels that often or always incorporate the attitudes towards products and 
services into their ethical codes, unlike those who do that sometimes, rarely or never.
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Furthermore, the level of transparent discussions about ethics and ethical dilemmas shape the 
respondents’ perception of Personal interest. Table 2 provided an insight into the fact that trans-
parent discussions about ethics and ethical issues, lead to stronger perception of Personal interest.

Finally, the level of organizing the meetings regarding the ethics and ethical dilemmas within 
hotels shapes the respondents’ perception of Law and care, Adhering the law, procedures and 
rules and Personal interest (see Table 2). In the case of perception of Law and care and Adhering 
the law, procedures and rules, it could be noticed that perception of these ethical climate types is 
increasing along with an increase of the frequency of organizing the meetings on ethical issues. In 
the case of Personal interest, the highest perception of this ethical climate type is recorded among 
the employees in hotels where meetings on ethical issues and problems are always organized, 
while this perception is the lowest in the case of the respondents employed in hotels where such 
meetings are rarely organized. In the case of Personal interest, it could be noticed that this per-
ception is growing in parallel with growth in frequency of organizing this type of the meetings.

5. DISCUSSION 

Based on results of this research, it is shown that implementation of the ethical code within the ho-
tel business shaped the employees’ perception of Law and care and Adhering the law, procedures 
and rules. Higher perception of both ethical climate types is represented among the employees 
within hotels that implemented the ethical code. However, it is interesting that perception of stated 
ethical climate types is even higher in those hotels where employees emphasized that they do not 
know if there is the ethical code, compared to those who stated that ethical code is not implement-
ed within hotel they work for. This could mean that hotel implemented the ethical code, due to 
the fact that perception of Law and care and Adhering the law, procedures and rules is high, but it 
could also mean that ethical code is not sufficiently transparent to employees. Results also showed 
that perception of Law and care is higher among the employees within hotels in which the ethical 
code is represented in a written form. This means that, in a written form, employees are clearly 
informed about appropriate and inappropriate behaviour. According to that, employees could use 
the ethical code for seeking the clarification of problems during the unusual business situations. 
On the other hand, in verbal form, management could convey those aspects of the ethical code 
that are important to organization, while, at the same time, management could neglect the ethical 
issues of importance to employees. 

Throughout the research regarding the content and method of applying the ethical code, it is con-
sidered whether the ethical code is used as a source of information, educational resource, guid-
ance for protection of the employees, as well as whether it obtains the attitudes towards products/
services, consumers/clients, employees, competition, marketing, or something else and whether 
there is a transparent discussion and organization of meetings regarding the ethics and ethical 
dilemmas within these hotels. Research results showed that three out of 11 items related to the 
content and method of applying the ethical code shaped the employees’ perception of the ethical 
climate types in hotels located in Kopaonik. Thus, perception of Adhering the law, procedures 
and rules and Organizational interest is increasing in parallel with increase of employees’ percep-
tion that attitudes towards products and services are mentioned within the ethical code. Therefore, 
when the ethical code obtains the items related to expected characteristics of products and servic-
es that would provide precise information to employees on what hotel actually expects from them. 
Thus, ethical code is actually pointing to specific laws, business rules and procedures that must be 
followed, on the basis of defining the expected quality of products and services. 
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Furthermore, degree of transparency of discussions about ethics and ethical dilemmas shaped 
the employees’ perception of Personal interest. More precisely, employees showed higher per-
ception of Personal interest in hotels where discussions about ethics and ethical dilemmas are 
transparent. These results are interesting, because opposite results were expected. However, in 
this case, it could be concluded that hotels pay attention to the ethical issues within the business, 
but, at the same time, it does not mean that they are actually trying to solve them. Therefore, 
ethical problems are represented within these hotels, management does not ignore them, but 
obviously does not pay enough attention to their adequate solution in the manner that would 
satisfy the employees. This could be concluded on the basis of the fact that employees are in-
creasingly aware of the fact that they have to fight independently for their personal interest, 
regardless the fact that discussions regarding the ethical issues are organized within hotels they 
work for. So, transparent discussions about the ethical issues and problems could be an attempt 
of hotels to show to their employees that they care about these problems, but behind the mask is 
actually superficially dedication to solving the ethical issues in the manner that could contribute 
to the employees.

Finally, results also pointed to the fact that frequency of organizing the meetings on ethical 
issues shaped the employees’ perception of Law and care, Adhering the law, procedures and 
rules and Personal interest. Results of this research showed that perception of these three ethical 
climate types is growing along with increase of frequency of organizing the meetings dedicated 
to the ethical problems. This finding additionally supported the fact that transparent discussions 
on ethical issues shape the employees’ perception of Personal interest. Therefore, hotels organ-
ize meetings on ethical issues, but their essence is to introduce the employees with the fact that 
all ethical issues need to be solved in a way that is in accordance with prescribed laws, pro-
cedures and business policy. Thus, along with the increase of the frequency of organizing this 
kind of the meetings, employees increasingly perceive that they must fight for themselves. This 
is actually pointing to the fact that meetings are often organized formally, in order to indicate to 
hotel employees what they could or could not do, so it could be said that management of these 
hotels actually do not talk openly about the real needs of the employees.

6. CONCLUSION

Comparing the gained results of this research with those obtained in the research conducted 
by [5], it could be noticed that there are some similarities, but also the differences, which is 
pointing to the fact that every type of tourism organizations could show certain characteristics 
that could also be reflected on the employees’ perception of the ethical climate. Thus, results of 
this research could contribute to better understanding of the ethical climate perception within 
the hotel business. Finally, it could be said that, according to the above represented results, the 
ethical code could shape the ethical climate perception within specific organization, which is 
the reason why it is necessary to approach seriously to its formation and its implementation in 
concrete business environment.
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Abstract: International tourism, both in terms of economic development and globalization, brings pos-
itive, but also negative aspects, such as cultural and communication barriers. The information given 
in the paper show that different constraints may become an obstacle in the tourist destination devel-
opment. The authors identify and summarize those constraints, cultural and communication barriers, 
related to international tourism. Despite the fact that barriers can be managed, reduced or even com-
pletely removed with adequate destination management, the findings of this paper indicate that there is 
a need to further improve cultural and communication competency in tourist destinations.

Keywords: Cultural barrier, communication barrier, international tourism, tourist destination

1. INTRODUCTION

International tourism is one of the most dynamic economic activities in the world. UNWTO 
(The World Tourism Organization) defines international tourism as inbound tourism plus 
outbound tourism, the activities of resident visitors outside the country of reference, either 

as part of domestic or outbound tourism trips and the activities of non-resident visitors within 
the country of reference on inbound tourism trips [1]. Many countries attributed their public 
revenues to tourism. Likewise, countries that do not yet have enough developed international 
tourism plan to develop their economies with investment in tourist activities and offers. There-
fore, we can say that today’s tourism belongs to activities and processes that can positively affect 
a given country. Of course, like every process, it can also have negative aspects. An increasing 
number of people are involved in tourism movements, as a result of economic factors and social 
attitudes, as well as the availability of leisure time. International tourism had an impact of an 
increase in tourist movements, but also was affected by certain changes conditioned by globali-
zation and its influence on tourism, and on tourist destinations.

International tourism as the contemporary tourism is accompanied by globalization, but also 
by certain negative segments such as cultural and communication barriers, that can become an 
obstacle in the tourist destination development. Adequate destination management enables the 
reduction or removal of cultural and communication barriers, but also the understanding of the 
local population and its culture, which today represents one of the motives of travel. Cultural 
and communication barriers are present in international tourism today and stand out as a prior-
ity challenge that tourism stakeholders and management faces. Understanding, educating and 
respecting the culture of the local population should become a trend of international tourism. 
Inadequate destination management leads to the emergence of various cultural and communi-
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Science and Technological Development of the Republic of Serbia.
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cation barriers that need to be eliminated in international tourism. Aim of the paper is to indi-
cate that there is a need for further improvement of cultural and communication competency 
in tourist destinations, which can be achieved through the development of adequate destination 
management.

2. THE ROLE AND IMPORTANCE OF INTERNATIONAL TOURISM

Globalization is closely linked to international tourism, but also to the travel and habits of tour-
ists that are constantly changing. Globalization brings changes not only in the habits of tourists, 
but also in the overall market. The diffusion of people’s experience, but also the movement of 
goods, is associated with the emergence and expansion of the use of Internet, the media, and 
social networks. International tourism, apart from the mentioned impacts, affects the pay bal-
ance of a particular country, improves international exchanges, relations and standards, devel-
ops specific knowledge and skills. International tourism contributes to globalization in the way 
that creates global tourism cultures and world tourist flows. In addition to positive impacts, the 
negative effects of international tourism on the destination are also present. Some of the neg-
ative impacts of international tourism are often mentioned as the restrictions, barriers. Apart 
from limiting international tourism, it can affect the area of   „gray economy” that can turn into 
a negative aspect if the destination does not react in a timely manner. Also, the social aspect of 
tourism is often neglected in under-developed countries where politics does not support social 
values   and socially responsible business. Possible consequence of the exploitation of poor coun-
tries is provocative rebellion and dissatisfaction of local population whose needs and values   are 
completely ignored.

International tourism, apart from the mentioned roles and significance, also affects several oth-
er segments. These segments are known by the name STEEPLE model, which deals with the 
following aspects of tourism [2]:

• Socio-cultural aspect,
• Technological aspect,
• Economic aspect,
• Ethical aspect,
• Political aspect,
• Legislative aspect,
• Ecological aspect.

International tourism influences the socio-cultural aspect due to differences in religious con-
victions, values, traditions, customs, dress, behavior and lifestyle in general. The socio-cultural 
impact of international tourism influences the changing cultural values   and customs of the 
local population in a particular destination. Negative effects indicate the possibility of creating 
tensions between tourists and the local population, the possibility of an increase in crime, the 
destruction of tradition due to commercialization of culture. All of the above is happening due 
to improper destination management and neglect of socially responsible business. The techno-
logical aspect of international tourism involves information and communication technologies 
that improve information retrieval, purchasing services and networking. It includes numerous 
reservation systems for carriers, catering and accommodation facilities, and information about 
the destination in general. Example of the technological aspect is Viator Inc., the leading online 
travel agency, operating via mobile devices and applications [3]. The economic aspect of inter-
national tourism is the introducing of the global market and the intensification of competitive-



CULTURAL AND COMMUNICATION BARRIERS  
IN INTERNATIONAL TOURISM

279

ness. There is also an increase in income, employment, integration, connectivity and regional 
development. As a direct economic aspect, we consider the consumption of tourists in a hotel, 
restaurant or any other accommodation or service facility. As an indirect economic aspect, we 
could mention food and beverage outlets, carriers, motorway charging. Ethical aspect of inter-
national tourism is: understanding of nations and intercultural communication, emphasizing 
tolerance, understanding and respecting the nations. The political aspect of international tour-
ism is linked to the government management and the political measures directed towards the 
tourist destination. The political and legislative aspects are closely related because the politics 
dictates the legislative framework, unless otherwise decided. These are rules and regulations 
that relate to: distribution, marketing, provision, investment, transportation and communica-
tion. The ecological aspect refers to ecological sustainability, environmental protection and 
investment in renewable energy resources. The ecological aspect is also related to socially re-
sponsible business. It emphasizes the importance of preserving the environment, saving water 
and energy in large tourist complexes.

The contemporary international tourism is characterized by the strong dominance of Europe, 
to which even half of the total number of international tourist arrivals and revenues belongs. 
Nevertheless, regarding Europe, it should be emphasized that a reduction in the international 
tourism share is also evident, mostly because of new destinations in other parts of the world 
and accelerated tourism development. An overview of the regional distribution of international 
tourist arrivals and revenues from international tourism is presented in Table 1.

Area
International 

tourist arrivals 
(million)

International 
tourist arrivals 

(%)

International 
tourism revenues 

(billion USD)

International 
tourism revenues 

(%)
Europe 671,7 51 519,2 39

Asia and the Pa-
cific 323,1 24 389,6 29

Americas 210,90 16 326,2 24
Africa 62,7 5 37,3 3

Middle East 58,1 4 67,7 5
World 1326 100 1340 100

Table 1: International tourist arrivals and international tourism revenues in 2017 
Source: Independent work of the author on the basis of Tourism Highlights, 2018 Edition,  

UNWTO, https://www.e-unwto.org/doi/pdf/10.18111/9789284419876.

According to Table 1, Europe is dominant by international tourist arrivals in 2017, which ac-
counts for 51%. Asia and the Pacific follow with 24% and Americas with 16%, while Africa 
and the Middle East occupy the last places with 5% and 4%. The ascent of Asia in international 
tourism is the main feature of contemporary tourism development, and the increase has been 
recorded since the end of the 20th century. Africa and the Middle East lag far behind Asia and 
Europe, but this can be linked to many barriers that these destinations face. Europe earns the 
highest revenues from international tourism, but Asia has come closer to it (39% compared to 
29%). Americas (North and South America together) are also close with 24% of revenues. The 
greater revenue share of America is associated with higher purchasing power of tourists visiting 
this destination. The Middle East and Africa are occupying the last places, both in terms of 
arrivals and revenues from international tourism. Although Europe has a slower growth dynam-
ic, it still has a steady growth in international tourist arrivals and revenues from international 
tourism.
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3. CATEGORIES OF BARRIERS IN INTERNATIONAL TOURISM

International tourism is under the constant influence of qualitative and quantitative barriers 
that negatively affect the tourism development in a particular destination. Numerous experts, 
scientists and managers were engaged in identifying and defining barriers in international tour-
ism, also in trying to remove them. Barriers to international tourism are a limiting factor for its 
development, that affect the entire system within the destination: the local community, tourism 
entities, the way of life, and the development of international tourism in general. In order to 
properly manage barriers in international tourism, it is necessary to timely identify the barriers, 
accept their presence, find the causes of barriers, and remove them.

Barriers can basically be divided into [4]:
• barriers affecting individual travelers,
• barriers affecting sectors related to tourism.

The first group of barriers are related to travel abroad, visas, procedures and standards for 
issuing travel documents, entry and exit taxes, health controls, discriminatory treatment, air 
traffic regulation, infrastructure conditions and prejudices. The second group includes import 
policies, licenses, investment procedures and regulations, and barriers regarding the access to 
information.

Dodds & Butler [5] identify the following general barriers in international tourism: ecological 
barriers, technological, virtual and political barriers. Considering ecological barriers, the inter-
national tourism has a double impact on ecology. First, the tourists’ impact on ecology and the 
second is the tourist organizations’ impact on ecology [6]. The environmental impact of tourists 
is higher if more tourists are concentrated in a small area over a longer period of time, and if 
the tourism development and leisure time is left to tourists. Tourist organizations influence the 
environment by changing and adapting the space to the needs of tourist facilities, sports and 
recreational facilities. The environmental impacts of tourism can create three groups of barri-
ers: physical barriers (pollution of the sea, air and soil), social and cultural (unregulated con-
structions of small apartments and rooms), and economic barriers (excessive use of resources, 
where there is a lack of resources for the local population) [7].

The rise of globalization and international tourism, led to rise of technology and virtual reality, 
which have become an integral part of travel. With the advancement of technology, the needs 
of tourists have increased, as well as the technological offer in the tourist destination. Thus, 
today it is almost necessary that destinations have wi-fi points, free internet access, and cultural 
attractions QR codes [8]. Today’s novelty is also virtual glasses that make it possible to find out 
all the information about the destination [9].

Political barriers in international tourism can be linked to political situations, the visa regime, 
but also to crises in certain destinations. Sometimes restrictions and travel difficulties are the 
result of the deliberate policies of certain countries. Motives that cause crisis situations are: 
political, religious, social, economic, and may also be the desire to destroy the economy of a 
particular area [10]. These types of barriers are very sensitive and represent one of the hardest 
to solve. Political and religious motives that cause crimes in destinations have the greatest and 
long-lasting impact on tourist arrivals. These can be: incidents related to crime, terrorism, wars, 
civil and political unrest. An example of the political and religious motives is Syria [11]. A sim-
ilar situation is in Lebanon, where the barrier to tourism development is of a political nature 
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[12]. European countries have somewhat less barriers, but are still present. Barriers in Malta, as 
a tourism-dependent country, are associated with too high focus on tourism, and accordingly 
there are barriers to water and electricity shortages [13]. Barriers in Greece, which is also heav-
ily dependent on international tourism, are much bigger and more difficult to solve, due to poor 
political decisions and lack of financial resources, as well as constant population revolutions 
and a drop in the security of international tourists [14]. In addition to political unrest, Greece 
has a problem with environmental degradation, high pressure on the water supply system and 
significant pollution of water.

4. CULTURAL BARRIERS IN INTERNATIONAL TOURISM

Cultural barriers are the most frequent limitations associated with international tourism. Ignor-
ing foreign traditions and customs, disrespect and lack of understanding of the nation, stereo-
types and prejudices, are a significant problem today. Prejudice and stereotypes create a number 
of conflicts in communication. Stereotypes refer to conventional ways of thinking about certain 
phenomena or people [15]. A stereotype is a positive or negative estimate of the group members 
or their observed features. They are often negative beliefs, which can and must be changed 
through education. One of the forms of stereotype is the cultural stereotype, standardized im-
ages that have special significance to common members of a particular group of people [16]. 
Furthermore, prejudices are based on socially accepted stereotypes, most often negative. There 
are many forms of prejudice such as racism, anti-Semitism, religious intolerance, political and 
national prejudice, prejudices related to sexual orientation, etc. [17].

Cultural barriers include all restrictions related to discrimination, stereotypes, language, reli-
gion, gastronomy, architecture, and restrictions related to norms, customs and traditions, that 
directly or indirectly affect tourists [18]. Discrimination refers to discrimination on a national, 
racial or gender basis. There is also a discrimination against the gender structure, where wom-
en, for example, are „less valuable” compared to men, and in a particular destination they have 
less right [19].

In the world today there are about 19 major religions, divided into smaller religious groups. It 
is estimated that only Christians form about 34,000 smaller religious groups [20]. Each of the 
existing religious groups has its code of conduct and principles. Precisely in tourism, under-
standing and respect for other religions and beliefs is very important. This is the most common 
case of discrimination and cultural barriers in the world. The most common example is the in-
appropriate dressing of tourists when entering religious institutions, loud conversation or even 
ridicule.

Gastronomic barriers are present in international tourism, but to a lesser extent from religious 
barriers. Namely, individual countries consume and serve food that is completely unacceptable 
to other countries, or is considered unattractive. Such a barrier can become the cause of great 
conflict by tourists and the local population. There are also interesting examples of specialties 
in other countries such as worms and insects in Thailand, but also elephants [21]. Gastronomic 
barriers may also be less diverse in flavors: stronger, hot flavors (Mexico), the addition of dairy 
products to almost all meals (Ukraine), exotic plants (Brazil, Thailand, and Maldives) [22].

Architectural barriers relate to a vulnerable group of tourists, tourists with reduced mobility or 
to general obstacles in day-to-day movement. From the beginning of civilization, infrastructure 
has been carried out in accordance with the needs of healthy people. After the mid-1950s, the 
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system began to notice architectural barriers and encouraged the investment in removing them 
[23]. There is a lot of investment in reducing architectural barriers today, especially in hotels 
and accommodation capacities. Architectural barriers include not only barriers for persons with 
reduced mobility, but also barriers to infrastructure within the destination, arranging access to 
attractions, as well as transport [24]. The most common architectural barriers from this group 
are the unregulated approach to tourist attractions and poor transport infrastructure. Finding a 
solution for architectural barriers is sole in the hands of the state, local government, and desti-
nation management.

Perceptive barriers relate to persons with reduced perception, that is, the lack of measures and 
indicators that enable the orientation, the identification of places, the sources of danger for 
everyone, especially for the blind, the visually impaired and the deaf. The main needs of people 
with vision and hearing disabilities in tourism are [25]:

• clear, detailed, up-to-date and accessible information,
• freedom of movement in space and use of equipment,
• appropriate devices that guarantee orientation,
• appropriate measures to ensure safety,
• adequate tourist guides.

In addition to persons with vision and hearing disabilities, perceptual barriers may also refer 
to people who have a normal perception, but destinations have not invested enough in general 
information tables, panels and information for tourists.

5. COMMUNICATION BARRIERS IN INTERNATIONAL TOURISM 

Communication is the process of conveying ideas, thoughts and information [26]. Communica-
tion is used to understand and interact between cultures. Without communication, there is nei-
ther interaction nor transmission of ideas and the spread of experience. Verbal communication 
is also the most important form of human communication. Language, as a system of symbols, 
provides the opportunity to express certain values   and social relationships, views of the world, 
view of the environment and interpersonal relationships. The language has many cultural, eth-
nic and social functions [27]. From the cultural point of view, it is the basic means of preserving 
culture and the basic medium for the transfer of culture to new generations. Language helps 
to establish and preserve a community by „linking” individuals to the community on the ba-
sis of a common identity. From a social point of view, language is important for all aspects of 
human interaction. There is no element of human communication in which there is no culture 
and language. Cultural aspects of communication derive from cultural systematic knowledge, 
attitudes, values   and beliefs. In communication we distinguish between verbal and non-verbal 
communication. We can still share verbal communication in oral, written and electronic form 
[28]. Oral communication refers to conversations in which the word is spoken. Written com-
munication refers to letters or reports and documents, while electronic communication refers to 
e-mail communication (or skype communication, etc.) [29].

Communication barriers occur when a tourist visits the country, and does not understand the 
language of the local population. English is the language that most of the world’s destinations 
speak or have a minimum of knowledge about. But the problem happens when either a tourist or 
a local population does not know either a bilateral language, nor a third language, for example, 
English. Technological advancements certainly help to eliminate communication barriers, but 
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they are still not fully developed. Thus, there is, for example, Skype Translator, and numerous 
applications for smartphones [30], but all of these require adequate financial resources, Internet 
access and translation time.

Tables for basic information about the building, place or attraction are usually written in several 
languages. Of course, it is almost impossible to translate all the into all languages, therefore 
this barrier will be very difficult to overcome if there is no close access to the Internet, google 
translator or similar applications. The same situation occurs in museums, signaling, warning, 
road signs or B2B relations. The problem also occurs with the websites, as the most common 
source of information about some destination. They are most often translated into the language 
of the local population, and additionally in three or four languages   more. This is completely 
unnecessary restriction, because it requires modest financial investment for translation into 
several more languages. This would enable easier communication, but also easier information 
for tourists traveling to that destination.

Most often in the world of oral communication there are not many barriers, but the problem 
arises in non-verbal communication in the business world. Non-verbal communication is the 
way people communicate without spoken words, intentionally or unintentionally. Problems with 
non-verbal communication are associated with decoding the message. To decode the message 
in non-verbal communication, a thorough knowledge of the sender and recipient’s culture, sit-
uation and circumstances is needed. Non-verbal communication involves: facial expressions, 
tone of voice, gestures, body position, touch and vision. If managers from culturally different 
countries meet at a business meeting, a barrier may occur if the managers are not familiar with 
the mutual culture. The business of multinational companies in an international business envi-
ronment implies quality and efficient management based on the knowledge of different cultural 
elements. Intercultural approach to management implies promoting intercultural understanding 
and building business intercultural communication aimed at effective business in international 
tourism.

6. EFECTIVE MANAGEMENT OF BARRIERS IN INTERNATIONAL TOURISM

There are various tools for reducing cultural and communication barriers in international tour-
ism. Some of them include application of certificates, methods of cultural mediation, education 
of the local population and encouraging community participation, the promotion of (so-called) 
pro – poor tourism strategies, etc.

The Halal certificate contains a linguistic, religious, cultural, traditional and health context, and 
may include products and services. The word „halal” means „allowed”. The halal products in-
clude: food, cosmetics, medicines, but also general-purpose goods, while halal services include: 
trade, banking, catering, etc. [31]. The Halal certificate secures the halal quality of products or 
services that are in accordance with Islamic regulations. Halal products or services fulfill quali-
ty attributes and are permitted as such for food consumers of Islamic faith. Also, halal products 
are acceptable for all ages, they are health-correct, they are present in all areas of the world, 
and additional control guarantees quality assurance [32]. Halal certification can be obtained by 
any company that aligns its production with the requirements of halal standards. The process 
of obtaining certificate is also an integral part of the standard [33]. In Serbia there are about 
fifty companies that have a Halal certificate, among whom there are: „Mlekara” Subotica, „Di-
jamant” Zrenjanin, „Sojaprotein”, PIK Becej, „Medopromet” Subotica. These companies have 
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Halal certificate for certain products. Among the hotels, seven hotels in Kopaonik, Zlatibor and 
Belgrade are in the process of halal certification [34].

Mediation is a method of resolving conflicts in which an expert, neutral person, provides sup-
port to the conflicting parties, to resolve the conflict constructively and on mutual benefit [35]. 
The goal of cultural mediation is to create such a communicative relationship that will help 
members of other cultures to accept things and situations that at first seemed strange and incom-
prehensible. In the event of a cultural conflict arising from cultural barriers in the destination, a 
cultural mediator should immediately take measures to resolve the conflict.

The most important characteristics of cultural mediators are [36]:
• ability to communicate,
• compassion,
• careful and active participation in the conversation,
• knowledge of the country of the local population,
• knowledge of the country of tourists,
• knowledge of cultures, traditions and laws.

The ability to communicate refers to the knowledge of foreign languages, but also to the way of 
communication. Compassion is closely related to the communication ability, as well as careful 
and active participation in the conversation. The mediator must be careful in communication, so 
that the situation would not take on negative aspects, or one side would not feel less important. 
The importance of knowledge of the local population country, as well as the tourists’ country is 
emphasized, and we associate this with the knowledge of their culture, tradition and laws. The 
mediator could spot the cause of conflict in a timely manner and solve the conflict as soon as 
possible. The process of mediation to the conflicting parties enables better acquaintance, free-
dom from prejudices and stereotypes and constructive thinking directed towards the common 
good. In practice, various procedures of intercultural mediation are applied, of which the most 
frequently used are therapeutic and solution-oriented procedures [37]. In addition to formal 
mediators, there are also informal mediators [38]. Informal mediators do not have the interest 
of mediators, they are not prepared to be mediators, and their role is often not visible, but it is 
very subjective and important. Informal mediators are media, friends, relatives, souvenirs, pho-
tographs, as well as employees in tourism, other tourists and members of the local community. 
They affect possible prejudices of tourists, and they can (mostly unconsciously) remove cultural 
and communication conflicts or barriers.

The education of the local population and community participation is important for the develop-
ment of tourism, but also in resolving or eliminating cultural and communication barriers. The 
local population is a very important player in the development of tourism destinations. The local 
population is aware that using resources and poor management can result in the destruction of 
existing values in their environment. The presence of tourists in a tourist destination can have 
positive impacts such as: awakening the pride of one’s own past, of tradition, satisfaction with 
the progress, rising of self-confidence [39]. Likewise, it can also have negative impacts such as: 
the feeling of taking up own’s space, hostility towards tourists, crowds or noise that arises with 
constant travel movements [40]. The benefits of tourism development are numerous, such as: 
increasing the local populations’ income, ensuring economic independence, stability of the area, 
building communal infrastructure, encouraging small and medium-sized enterprises. Of course, 
the disadvantages are also present such as: population displacement, overcrowding of capacity, 
destruction of natural and cultural resources, impossibility of permanent employment due to the 
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seasonality of the tourist destination [41]. The education of the local population is a tool for reduc-
ing cultural and communication barriers. The education of the local population includes involving 
them in decision-making, and continuously educating them on new trends that should be adapted. 
Education could be carried out through the learning of foreign languages, learning the culture of 
the most frequent tourists, but also providing support to middle and small entrepreneurship.

Tourism has a major impact on the economy at both the global and the local level, therefore, the 
implementation of poverty reduction goals must be implemented through tourism development 
strategies [42]. Such strategies encourage an increase in economic and sociocultural benefits for 
the local population. Pro - poor tourism is the promotion of links between business entities and 
the local population, in a way that the local population is more involved in the development of 
tourism [43]. Some of the factors that influence the economic involvement of the local popula-
tion are: life security, sustainability, political factors, environmental protection, market factors 
and land ownership in favor of tourism [44].

The development of pro-poor strategies includes interconnected entities such as: business or-
ganizations, non-governmental organizations, local governments, associations, local entrepre-
neurs, artists, farmers, and other members of the local community who deal with informal 
activities. In this way, no organization is left to its own financial means, but together they make 
an attractive additional offer with a wide range of products and services. Through joint work, 
they can achieve the desired goal. The first priority of pro - poor tourism is the poverty rate 
reduction, and then promoting tourism and social and cultural activities. The table 2 shows the 
several types of pro - poor tourism strategies:

Strategies focused on 
economic benefits

Strategies focused on non-economic 
impacts

Strategies focused on policy/
process reform

Expanding business op-
portunities for the poor: 
small enterprises, par-
ticularly in the informal 
sector, often provide the 
greatest opportunities for 
the poor

Capacity building, training and empow-
erment: the poor often lack the skills 
and knowledge to take advantage of op-
portunities in tourism.

Building a more supportive pol-
icy and planning framework: 
many governments see tourism 
as a means to generate foreign 
exchange rather than to address 
poverty. The policy framework 
can inhibit progress in PPT 
(Pro-Poor Tourism); reform is 
often needed.

Expanding employment 
opportunities for the 
poor: unskilled jobs may 
be limited and low-paid 
by international stan-
dards, but they are much 
sought after by the poor

Mitigating the environmental impact of 
tourism on the poor: tourism can lead 
to displacement of the poor from their 
land and/or degradation of the natural 
resources on which the poor depend.

Promoting participation: the 
poor are often excluded from 
decision-making processes and 
institutions, making it very un-
likely that their priorities will 
be reflected in decisions.

Enhancing collective ben-
efits: collective commu-
nity income from tourism 
can be a new source of 
income, and can spread 
benefits well beyond the 
direct earners.

Addressing social and cultural impact 
of tourism: tourists’ behaviour, such 
as photography and western habits, is 
often regarded as cultural intrusion. Sex 
tourism exploits women. Tourism can 
affect many other social issues, such as 
health care.

Bringing the private sector into 
pro-poor partnerships: local-
ly-driven tourism enterprises 
may require input to develop 
skills, marketing links, and 
commercial expertise.

Table 2: Types of pro - poor tourism strategies [45]
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Numerous international institutions, directly or indirectly, through their programs or in col-
laboration with other institutions, give support to the tourism development in order to reduce 
poverty, with a special emphasis on developing countries. The most important of these are 
the UN and the World Tourism Organization, within it UNWTO, UNCTAD (The United Na-
tions Conference on Trade and Development), ILO (International Labour Organization), UNEP 
(The United Nations Environment Programme) and UNDP (United Nations Development Pro-
gramme).

7. CONCLUSION

International tourism, together with globalization, affects the tourists’ needs, changes in the 
market, trends, but also the local population’s way of life. The international tourism is charac-
terized by constant changes and a rapid development of technology, as well as changes in the 
tourists’ needs. In order for the tourist destination to follow all the new trends, it is necessary to 
adjust and form a quality destination management, as well as socially responsible business. In-
ternational tourism and globalization bring positive, but also negative aspects, such as cultural 
and communication barriers.

Cultural and communication barriers in international tourism mean constraints related to ecol-
ogy, economics, religion, lifestyle, architecture, perception, local population, politics and crime. 
Cultural and communication barriers in all of these segments can cause great damage that can 
lead to a reduction in tourists’ arrival, but also to the dissatisfaction of the local population. The 
poverty of the local population in destinations that have high tourism revenues, is the result of 
inadequate destination management and political decisions.

Cultural and communication barriers can be managed, reduced or even completely removed 
with adequate management tools. Given the new knowledge that we have, policy implications 
are that the governments should design or reform the process of education of local population, 
should encourage intercultural communication, should introduce pro-poor tourism, and should 
generally create an atmosphere of accepting, understanding and respecting other nations, in 
order to more effectively reduce the cultural and communication barriers. Cultural and commu-
nication barriers are present due to the cultural diversity that tourists and the local population 
have to accept. Only adequate management of the destination and socially responsible business 
can reduce the cultural and communication barriers. It is expected that the future research of 
international tourism will be based on the removal and recognition of cultural and communi-
cation barriers, and will form the basis for the future development of international tourism in 
tourist destinations.
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Abstract: The main goal of this paper is to evaluate efficiency of regions tourism sector in order to im-
prove countries competitiveness on global market. Efficiency is observed as relation of multiple outputs 
(international tourist arrivals, international tourism inbound receipts and tourism industry GDP) and 
inputs (government expenditure and prioritization of tourism) for four-year period. Results show that 
Croatia and Montenegro achieve maximal efficiency, compared to the other countries in this region. 
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1. INTRODUCTION 

Tourism industry has recorded significant growth and has an impressive influence on the 
world economy. International tourist arrivals were increasing in the past seven decades, 
from 25 million in 1950s to 1,326 million in 2017. According to the UNWTO Tourism 

Highlights 2018 [1] international tourist arrivals increased by 7.0% in 2017 which was the high-
est grow since the 2009 global economic crisis and were recorded, with 86 million more than 
in 2016. International tourism receipts also increased by 4.9% and achieved US$ 1,340 billion 
in 2017. International tourism generated another US$ 240 billion from international passenger 
transport services and therefore total exports from international tourism reached US$ 1.6 billion 
in revenue. In the context of a worldwide export category, tourism is the world’s third largest ex-
port sector after chemicals and fuels and ahead of automotive and food products. So, we can say 
that tourism sector is a significant driver in economic development, that contribute with over 
10% to global GDP and account for 1 in 10 jobs on the planet. Therefore, tourism industry today 
has a very important role and influence on country’s competitiveness on global market. Tourism 
became a significant driver of development providing unique opportunities for many countries. 
Thus, relationship between tourism and economic growth takes the attention of many authors 
[2] - [6]. International tourism is expected to be a major vehicle of economic development in 
industrializing countries in the twenty-first century.

If tourism sector can be regarded as a business entity, it is possible assume that the given branch 
should effectively manage its resources. The efficient use of the available material, financial and 
human resources should generate increase in outcomes in the form of a larger the number of tour-
ist arrivals and nights, the participation of the tourism sector in the increase of gross domestic 
product, the increase in employment in tourism industry, the degree of tourist satisfaction, etc. In 
other words, if a country is not able to make maximum results from available resources, it is con-
sidered ineffective in the tourism sphere, thus it will attract a relatively small number of tourists. 
The reasons for the inefficiency of tourism may be the excessive volume of resources used, their 
inadequate combination or imbalance in resources and outcomes. In particular, the efficiency of 
tourism can be influenced by state regulation as a limiting factor in the utilization of tourist ca-

1 University of Novi Sad, Faculty of Economics Subotica, Segedinski put 9-11, 24000 Subotica, Serbia
2 University of Novi Sad, Faculty of Economics Subotica, Segedinski put 9-11, 24000 Subotica, Serbia
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pacities, global trends in environmental protection, demographic changes and terrorism, as well 
as social and cultural aspects that can limit the operation of tourism activity. Thus, the tourist 
destination can achieve a competitive advantage by optimizing the use of destination resources 
with the aim of their transformation into attractions. A comparative advantage implies resources 
available to the destination (human resources, natural resources, knowledge, capital, infrastruc-
ture - tourism infrastructure, cultural and historical resources), but a competitive advantage re-
lates to the ability of a destination to use these resources effectively and in the long-term [7]. 

The main aim of increasing the competitiveness of the tourist destination is tourist satisfaction. 
According to Dwyer and Kim [8], each destination in order to enhance its competitive advan-
tage should ensure that its overall „attractiveness” and the tourist experience it offers should be 
superior to alternative destinations. This is connected with the efforts of the tourism offer (input) 
to satisfy the expectations of tourists which will result in higher output (tourist arrivals, tour-
ism receipts). Author Hassan [9] points out that the destination will be competitive if its market 
share, measured by the number of visitors and revenue generated, is growing. 

In literature we can find several models for measuring tourism competitiveness. The main goal 
of the paper is to evaluate efficiency of regions tourism sector in order to improve countries 
competitiveness on global market. The countries included in this analysis are: Bosnia and Her-
zegovina, Montenegro, Croatia, Republic of Macedonia, Slovenia and Serbia. Efficiency is ob-
served as relation of multiple outputs and inputs using Data Envelopment Analysis (DEA). The 
output-oriented DEA model with a constant return to scale has been applied separately for every 
year. Relative efficiency of observed countries has been calculated as relation of three output 
variables (international tourist arrivals, international tourism inbound receipts tourism indus-
try GDP) and two input variables (government expenditure and prioritization of tourism). In 
this paper authors used data from Travel & Tourism Competitiveness Report [10] - [12] which 
measures the factors and policies that make it attractive to develop tourism sector in different 
countries. Through analysis of each pillar and sub pillar, businesses and governments can better 
understand the particular challenges to the sector’s growth and after analysis they can formulate 
appropriate policies and actions.

The chapter two focuses on previous studies that highly motivated us for this work. Chapter 
three describes the applied methodology. The model formulation and the results are presented 
in the fourth chapter. The last chapter contains the main conclusions and guidelines for future 
research.

2. LITERATURE REVIEW 

This paper intends to enrich tourism literature, pointing to a specific aspect of the observation 
of tourist units. Namely, most of the literature that considers the efficiency of tourism considers 
as statistical units hotels, restaurants and other types of catering facilities. On the contrary, 
the presented work will shift the focus of the analysis to geographical areas, more precisely to 
countries as statistical units. The previous work [13] also analyzes the efficiency of tourism de-
velopment of this region, but using another DEA model and different output and input variables. 
Also, they only observe efficiency for one time period, while the goal of our current study is to 
follow the changes in the relative efficiency over a longer period of time, in order to perceive the 
existence of potential global trends and changes. 
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Authors Ilic and Petrevska [14] in the recent study applied Data Envelopment Analysis to de-
termine tourism efficiency of Serbia and the surrounding countries. Tourism expenses and the 
number of beds are used as inputs, while the number of arrivals, the number of nights spent and 
tourism revenue in 2016 are used as output parameters. The applied analysis has shown that in 
the aspect of tourism 6 countries are relatively efficient, while other 9 are relatively inefficient. 
The efficient countries are: Montenegro, Bosnia and Herzegovina, Croatia, Greece, Austria and 
Albania, while Serbia, FYR Macedonia, Slovenia, Romania, Bulgaria, Italy, Hungary, Slovakia 
and the Czech Republic. In order to improve their efficiency, the inefficient countries should 
reduce tourism costs and the number of beds, and increase some of the output parameters. This 
paper should give the instructions to inefficient countries how to improve their efficiency.

Measuring tourism efficiency is a topic of great interest among researchers [15]. They use some 
input output variables to measure and to improve a country or region’s tourism efficiency. Au-
thors [16] in their paper examined the economic efficiency of tourism in Romania and they 
conclude that measuring the efficiency of tourism should contribute to the improvement of the 
competitive position of the country.

On the level of the regions of individual countries, several efficiency researches were carried out 
using the Data Envelopment Analysis [17]. Group of authors [18] have examined the tourist com-
petitiveness of regions in Italy and how this degree of competitiveness has changed over years. In 
another paper, [19] authors examine the effectiveness of France’s tourist destinations. Focusing on 
the evaluation of the efficiency of tourism as an economic branch in the Republic of China, [20] 
this study made a comparation of city administrations, provinces and autonomous regions in Chi-
na. Their results indicate a serious imbalance in the development of tourism in some regions and 
suggest the necessary advancement for these regions. Another interesting study [21] focuses on 
determining whether UNESCO nominations determine the flow of tourist trips in Italian regions. 
It is also interesting to mention the study [22] whose goal was to create a unique index of compet-
itiveness of tourism. The survey carried out the ranking of 139 countries using the DEA method.

Toma [23] applied DEA model to evaluate the efficiency of tourism sector at regional level, in 
order to offer additional information and indicate necessary decision making to reach an op-
timal size of tourism market. The results of this survey indicate the insufficient efficiency of 
the regions that have a higher number of tourist visits and accentuate the need for intervention 
regarding the allocation of scarce resources (labor, capital, infrastructure) or implementation of 
real measures to increase demand and outcomes.

Competition is now widely accepted as one of the most important factors determining the suc-
cess of organizations, industry, regions and countries in the long run. Competitiveness in tour-
ism can be primarily considered from the aspect of the competitiveness of the tourist destina-
tion. Intensified competition and limited resources have become key factors for the success 
of tourism destinations [24]. The tourism sector can be described as competitive only when 
tourist destinations are attractive and their tourist product has superior value. Destinations are 
considered competitive as long as they are well positioned on the market in relation to their 
competitors [9], [24]. This is an approach that focuses on „price differences” [8], „tourism con-
sumption” [26], „attraction of visitors” [7], or „economic progress” [3]. The authors [7] and [27] 
point out that, in addition to the economic dimension of competitiveness, environmental, social, 
cultural, political and technological aspects should be considered. So, competitiveness in the 
tourist industry is multi-dimensional and complex. Some authors correlate the competitiveness 
of destinations with the well-being of the local population, with socioeconomic prosperity and 
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(or) improving the quality of life of the population [28] - [30], [7], [8]. According to [31] and [32] 
increasing the quality of life of the local population has an impact on the competitiveness of the 
destination through hospitality, which refers to kindness, friendship shown to tourists, as well 
as through education and skills that influence the establishment of good relations with tourists. 

3. METHODOLOGY 

Data Envelopment Analysis (DEA) is a mathematical programming technique used to analyze 
and compare the efficiency of different entities. Unlike parametric statistical methods, DEA 
compares the efficiency of each individual entity with the highest achieved level of efficiency, 
rather than the average. It is a non-parametric approach because it does not require a priori as-
sumption about the analytical form of the observed inputs and outputs. An important advantage 
of the DEA method is that the input and output variables can be presented by different types 
of metrics. The results of DEA present the relative efficiency measures, as they depend on the 
number of entities involved in the analysis, as well as the number and structure of the input and 
output. Based on the results of the analysis, it can be determined how many decision-making 
units (DMUs) are ineffective in relation to those effective, and how much it takes to reduce a 
certain input and / or increase a particular output in order to make these units effective. The 
number of DMUs which are included in the analysis depends on the goal of the study, as well as 
the number of homogeneous units whose effect in practice has to be compared. 

There are different formulations of the linear programming models used in the DEA analysis. In 
this study, the output-oriented DEA model with a constant return to scale is will be applied to 
evaluate efficiency of tourism in our region. This model was first introduced in 1978 by Charnes 
Cooper and Rhodes and the analysis are carried out by solving the following model [33] of lin-
ear programming for each entity, separately for every year:

 (1)

where s are outputs and m inputs, yrk is the amount of output r used by DMU k, xik is the amount 
of input I used by DMU k and sr are si the output and input slacks, respectively. Efficiency of 
DMU k is Φk.

4. FORMULATION AND RESULTS OF DEA MODEL 

The aim of this paper is to examine the efficiency the tourism sector in different countries of our 
region. The Data Envelopment Analysis is a convenient method for comparing the efficiency of 
tourism industry, due to the different nature, number and measuring units of inputs and outputs. 
The data are collected from the report of the World Economic Forum - The Travel & Tourism 
Competitiveness Report [10] - [12]. These reports were published in 2013, 2015 and 2017 and 
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present a detailed analysis of the competitiveness and improvement of the tourism sector for 
more than 130 countries across the world. In the analysis we will use data from the following 
countries in our region: Bosnia and Herzegovina, Montenegro, Croatia, Republic of Macedonia, 
Slovenia and Serbia. The report from 2015 does not contain data for Bosnia and Herzegovina, 
so we will exclude this country from the analysis for this particular year. 

In order to analyze the efficiency of tourism industry, it is necessary to analyze the relation of 
selected inputs and outputs. In our research, the inputs will be presented through the following 
two variables: government prioritization of travel and tourism industry and travel and tourism 
government expenditure. The first variable represents how high of a priority is the development 
of the travel & tourism (T&T) industry for the government of a country (1 = not a priority at all, 
7 = a top priority). This next input variable includes expenditures (transfers or subsidies) made 
by government agencies to provide T&T services such as cultural (e.g. museums), recreational 
(e.g. national parks), clearance (e.g. immigration, customs) and so on to visitors [10] - [12]. 

Following three variables represent the outputs of the DEA model: international tourist arrivals, 
international tourism inbound receipts and travel and tourism industry GDP. International tour-
ism receipts are expenditures by international inbound visitors, including payments to national 
carriers for international transport. These receipts include any other prepayment made for goods 
or services received in the destination country [10] - [12]. The Data Envelopment Analysis has 
been performed for every year separately, using the data from the abovementioned reports. The 
input and output data from the latest report are presented in the next tables. 

Country Government prioritization of 
travel and tourism industry

T&T government expenditure  
(% government budget)

Bosnia and Herzegovina 3,3 1,1
Croatia 5,2 1,3
FYR Macedonia 5 1,3
Montenegro 5,8 2,6
Serbia 3,7 0,5
Slovenia 4,3 4,2

Table 1: Input variables of DEA model for 2017 year

Country International 
tourist arrivals 

International tourism 
inbound receipts  
(US $ millions)

T&T industry GDP  
(% of total)

Bosnia and Herzegovina 678271 660,7 2,7
Croatia 12683179 8833,3 10,1
FYR Macedonia 48553 266,8 1,5
Montenegro 1559924 902 11,3
Serbia 1132221 1048,4 2,2
Slovenia 2706781 2504,4 3,6

Table 2: Output variables of DEA model for 2017 year

The Open Source DEA software has been used to perform the analysis. In this case, the country 
is observed as one entity and its relative efficiency in relation to input and output is examined by 
solving a linear programming model (1) for every country. The Data Envelopment Analysis has 
been performed separately for every year and the results of output - oriented CCR DEA model 
with constant return on scale are presented in the next tables. 
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Country / Year 2013 2015 2017
Bosnia and Herzegovina 0,27 - 0,42
Croatia 1,00 1,00 1,00
FYR Macedonia 0,15 0,11 0,15
Montenegro 0,74 0,80 1,00
Serbia 0,26 0,41 0,57
Slovenia 0,39 0,40 0,43

Table 3: Efficiency scores of DEA models

Based on the results of the DEA analysis for 2017 year, we can conclude that Montenegro and 
Croatia obtain the highest relative efficiency of tourism industry in our region (in terms of the 
best relationship of the observed outputs and inputs). These countries achieve relative efficiency 
of 1, which means they have the optimal ratio of observed outputs and inputs. Slovenia, Serbia, 
Bosnia and Herzegovina and FYR of Macedonia are below the efficiency limit because their 
relative efficiency is less than 1. For these countries, a more detailed analysis of the results of the 
DEA model is needed in order to identify the causes of inefficiency and formulate proposals for 
improving output/input relations.

Figure 1: Changes in relative efficiency scores

The figure 1 shows the changes in relative efficiency scores from 2013 until 2017. We can see 
that all observed countries have increased their relative efficiency in this period, except Croa-
tia which obtains the maximal efficiency score for the whole time. Montenegro systematically 
improved the relation of outputs and inputs and from the efficiency of 0,74 in 2013 obtained the 
maximal efficiency in 2017. After Montenegro, Serbia also significantly improved their position 
from quite low efficiency score of 0,26 in 2013 to 0,57 in 2017, but further actions are needed to 
attain the higher efficiency score in the future. Slovenian increase of efficiency is very slow and 
its score is constantly around 0,4. Bosnia and Herzegovina also managed to improve efficiency 
from 0,27 to 0,42 in the observed period, while the FYR of Macedonia has the most inefficient 
tourism industry with relative efficiency score below 0,2. 
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Data Efficiency Analysis is a very powerful method because it also provides information on 
how relative efficiency can be improved for inefficient entities. Therefore, the next tables present 
the peer groups for our inefficient countries and the corresponding values of lambda for 2017 
year. Peer group represent the set of efficient units from which an inefficient unit’s inefficiency 
has been determined. From the following tables, we can conclude that Serbia should look up to 
Croatian way of efficient allocation of observed outputs and inputs. All other inefficient coun-
tries (Slovenia, Bosnia and Herzegovina and FYR of Macedonia) should follow the experiences 
of both Croatia and Montenegro to improve their relative efficiency position.

Country Peer Group
Bosnia and Herzegovina Croatia, Montenegro.
Croatia Croatia.
FYR Macedonia Croatia, Montenegro.
Montenegro Montenegro.
Serbia Croatia.
Slovenia Croatia, Montenegro.

Table 4: Peer Groups for inefficient countries in 2017 year

Country Croatia Montenegro
Bosnia and Herzegovina 0,37 0,24
Croatia 1,00 0,00
FYR Macedonia 0,91 0,04
Montenegro 0,00 1,00
Serbia 0,38 0,00
Slovenia 0,64 0,17

Table 5: Lambda values of DEA model for 2017 year

The table 6 shows the projections of input and output variables used in the DEA model. Those 
projections actually represent the guidelines to decision makers on how to improve the effi-
ciency of tourism sector. The results show that Bosnia and Herzegovina, FYR of Macedonia, 
Serbia and Slovenia should gain higher level of all output variables used in the DEA model. The 
projections also show that Slovenia could even decrease its travel and tourism expenditure (for 
1,27%) to gain this level of outputs. 

Country International 
tourist arrivals 

International 
tourism  
inbound  
receipts 

T&T  
industry GDP 

Government 
prioritization 

of travel  
and tourism  

industry

T&T  
government 
expenditure 

Bosnia and 
Herzegovina 5039077,78 3465,40 6,42 3,30 1,10

Croatia 12683179,00 8833,30 10,10 5,20 1,30
FYR  
Macedonia 11648116,65 8104,40 9,71 5,00 1,30

Montenegro 1559924,00 902,00 11,30 5,80 2,60
Serbia 4878145,77 3397,42 3,88 2,00 0,50
Slovenia 8392281,86 5814,16 8,36 4,30 1,27

Table 6: Projections of DEA model for 2017 year
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Solution of DEA model also provides information on slacks. Slacks represent the potential im-
provements in input and output variables for the inefficient units in the data set when compared 
with their peer efficient targets. The slacks relate to the further increases in output or reduction 
in input that could be gained beyond that implied by the radial projection. 

Country International 
tourist arrivals 

International 
tourism  
inbound  
receipts 

T&T  
industry GDP 

Government 
prioritization 

of travel  
and tourism 

industry

T&T  
government 
expenditure 

Bosnia and 
Herzegovina 3426829,38 1894,92 0,00 0,00 0,00

Croatia 0,00 0,00 0,00 0,00 0,00
FYR  
Macedonia 11333718,39 6376,78 0,00 0,00 0,00

Montenegro 0,00 0,00 0,00 0,00 0,00
Serbia 2878944,35 1546,23 0,00 1,70 0,00
Slovenia 2108274,23 0,00 0,00 0,00 2,93

Table 6: Slacks of DEA model for 2017 year

5. CONCLUSIONS

In a period characterized by global economic instability and constant changes in the economic 
environment, the development of tourism is an issue of exceptional importance, due to direct 
and indirect contributions to the development of both individual countries and the regions. The 
direct impact of tourism development is reflected for example in the increase of national in-
come, while the indirect effects are manifested in connecting countries and developing critical 
infrastructure to improve the competitiveness of the observed country. In current conditions, 
when unemployment is one of the biggest problems in the world, and especially in our envi-
ronment, the promotion of tourism development can play a very important role in creating new 
jobs. In the past decades travel & tourism and its enabling ecosystem have proven to be signifi-
cant drivers of economic growth, contributing over 10% to global GDP and accounting for 1 in 
10 jobs on the planet [10].

For these reasons, the analysis of the efficiency of tourism industry is an extremely attractive 
topic. The results of applied Data Envelopment Analysis showed that in our region Montenegro 
and Croatia use their resources in the most efficient way. On the other hand, Bosnia and Her-
zegovina, FYR of Macedonia, Serbia and Slovenia, with a high level of inputs, do not realize 
the maximal level of outputs, and for this reason they do not achieve maximum efficiency. As 
our research is one of the first to deal with the analysis of the efficiency of tourism development 
at the macroeconomic level, it would be interesting in the future to compare the results of our 
region with other regions in the world. It would also be attractive to analyze the efficiency of 
individual regions within countries and to set guidelines for future investments that would bring 
the greatest efficiency of the development of this sector.
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Abstract: Providing high-quality services at lower prices than competitors is one of business goals 
in the hospitality sector. In that sense, in order to preserve and improve their competitive position on 
the global market, hospitality managers must first harmonize their operations with the lean business 
concept, and then adopt modern performance measurement systems. This is because customers con-
stantly question the quality of the service received and the way in which it is provided. The purpose of 
the paper is to point out the possibility of applying a modern performance measurement system, such 
as Balanced Scorecard, for the needs of hospitality managers in order to improve the services provided.

Keywords: Balanced Scorecard, lean managers, hospitality sector

1. INTRODUCTION

Modern business environment is characterized by globalization, application of high 
production technology, constant changes in information and communication technol-
ogy, financial crisis, picky customers, shorter product life cycle, changed structure 

and character of costs, etc. Under such conditions, both production and service companies fo-
cus on timely provision of high-quality services to customers at a competitive price. Satisfying 
needs in a particular market segment in the long run implies the possession of reliable and rele-
vant information about the cost and quality of a product or service.

In an effort to adapt to changes in the business environment and to successfully respond to var-
ious stakeholder demands, lean managers change their production systems, costing methods, 
performance measurement systems, and management methods. One of the performance meas-
urement systems that can be applied in continuous improvement process is Balanced Scorecard 
(BSC). Changed market conditions have led to the fact that the service sector must pay particu-
lar attention to the costs and quality of the services provided. This is because clients are looking 
for a unique experience that they can have from the services offered in tourism, leisure, and en-
tertainment companies. In this regard, high quality of services delivered today is not sufficient 
for clients to opt for a service provider.

Balanced Scorecard is a modern performance measurement and management system of a com-
pany that creates a balance between financial and non-financial indicators, internal and external 
environment, short-term activities and defined strategies. The achievement of this balance is 
viewed through four perspectives that have their objectives and measures and are linked to the 
overall company strategy. Balanced Scorecard brings company operations in line with the de-
fined strategy and monitors the efficiency of achieving strategic goals. Some companies identify 
key performance indicators that directly derive from their strategic goals and measure progress 

1 Faculty of Economics, University of Niš, trg kralja Aleksandra Ujedinitelja 11, Niš, Serbia
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in achieving them. Tracking the movement of key performance indicators is the basis for per-
formance management in a company. Performance management is used to assess the company 
performance in achieving the goals defined. Although Balanced Scorecard is accepted by a 
large number of profit organizations, in modern business conditions non-profit organizations 
can also apply it.

Given the above, the paper is divided into three parts. The first part shows the qualitative char-
acteristics of lean managers. The second part points to the perspectives of the traditionally 
accepted Balanced Scorecard. The final part points to goals and performance measures to be 
used in hospitality companies.

2. QUALITATIVE CHARACTERISTICS OF LEAN MANAGERS

Improving the competitive position on a highly competitive and dynamic market involves ac-
cepting new business concepts and changes in companies’ work organization. A business con-
cept that fits into the demands of a modern business environment is the lean concept. The lean 
concept implies the application of five basic business principles [1]. The first business principle 
is value definition. The value is defined by end customers who require a product or service that 
will best meet their needs. The second principle of the lean business concept refers to the estab-
lishment of “value streams” in a company. “Value stream” implies all the activities and jobs car-
ried out in a company in order to create value for customers [2]. “Value streams” established in a 
company relate to the entire business process, not just production. Correctly established “value 
streams” in the company allow the elimination of non-value-added activities, reduce defects, 
lags, eliminate waste, and so on. The established “value streams” will ensure the removal of all 
obstacles and enable the smooth flow of products to customers, which is the third principle of 
the lean business concept. Introducing the customer requirement system is the fourth principle 
of the lean business concept. The end customer sends a signal for the production of a product, 
and the companies should try to maintain the appropriate level of inventory in order to deliver 
the required value. The pursuit of perfection is the last principle of the lean business concept. 
With “value streams” established and their smooth functioning ensured, the aim is to make the 
company as a whole function in the best possible way and constantly search for opportunities 
for business improvement.

Lean concept was originally applied in the production process, and it involved organizing the 
production process around “value streams”. After a number of improvements, both operational 
and strategic, achieved through the implementation of this concept, it began to be applied in the 
public sector, hospitality sector, service sector, health care, etc. The goal of the lean concept is to 
minimize waste in the production and service provision process, delivering the required quality 
when needed [3]. This is achieved by eliminating waste that occurs not only in the main process 
but also in all supporting processes. Waste additionally increases costs, and, therefore, the cost 
of the product or the service provided. Waste refers to all those activities and jobs carried out in 
a company, which do not create value for customers. Eliminating waste is possible by applying 
a wide range of lean techniques. In that sense it is necessary to choose lean techniques that will 
best meet the requirement of the manager in a hospitality unit [4].

In order to successfully manage a company, the manager must adapt their activities to the lean 
concept requirements, which is to understand, act, and think in accordance with the lean busi-
ness principles. The manager must possess certain knowledge and skills, to be committed to 
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the company, to understand and establish a relationship between their own goals and goals of 
employees, on the one hand, and the strategic goals of the company, on the other [5]. Managers 
must do their job in line with the established corporate culture, which implies respect for an op-
erational strategy. This is because the operational strategy defines measures that determine the 
performance of managers in a lean business environment. Managers’ performance measures 
are not universal for each type of company, precisely because of the specific nature of jobs that 
are performed in the company. In recent years, a difference between the qualitative character-
istics that the production manager and manager in the service sector should have has emerged. 
A special place within the service sector belongs to qualitative characteristics of hospitality 
managers.

In the hospitality sector, there are many activities and operations that need to be done in many 
different ways, which is why this sector is interesting for research. Hospitality managers meet 
clients with different requirements and criteria for assessing the quality of the service provided, 
and they are inclined to give a final rating based on only one segment of the services provided. 
Also, the job of managers in the hospitality industry is very demanding and stressful, although 
at first glance it looks very glamorous. Long working hours and a large number of demanding 
clients are often not on the priority list when choosing jobs. Compared to other managers, hos-
pitality managers should be [6]:

• Calmer, more realistic, and more stable,
• More competitive,
• Greater enthusiasts, and
• Focused on practical problems and details.

Due to the unique needs of the hospitality sector, managers’ personal values and behavior are 
different from managers in other sectors. The qualities that hospitality managers should have are 
the following: technical competence, social and human skills, and conceptual abilities [7, p. 23].

Technical competence relates to the specific knowledge, skills, and abilities that the manager 
has about the tasks and jobs performed within a hospitality unit. The manager’s job is easier if 
the hospitality unit applies standard methods and work processes. However, if the situation is 
different, the manager must be ready for further research and get to know the process of pro-
viding services through additional education, training, and improvement. Possession of specific 
knowledge and skills is necessary, but certainly not the only quality of managers.

The following quality applies to social and human skills. They involve the skill of establishing 
coherent, partnership, and friendships relations in working with other people, as well as between 
other people, fairness and respect for certain behavioral rules, leadership ability and establish-
ing authority in order to perform the tasks appropriately and achieve high performance. The 
ability to use their knowledge and skills to make employees give their maximum and achieve 
the given performance is the most important quality of a successful manager. This quality is 
especially important because employees are the main resource of each company, especially in 
hospitality industry. Some employees are in direct contact with the users of services on a daily 
basis, so that users tend to provide the ultimate judgment about the quality of services provided 
based on their contacts with staff, their kindness, and attentiveness. Therefore, contact with 
staff has more impact on customer satisfaction with the services provided than the quality of 
accommodation, food, and other services [7, p.24]. This in no way means that hotel appearance, 
diversity of content, and quality of food does not affect the quality of services, but points to the 
importance of training, education, motivation, and care for employees.
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The last quality refers to conceptual abilities. A manager in a lean business environment must 
look into the process of providing services in hospitality units as a whole, understand its com-
plexity, and what impact the change in the environment will have on the performance of the 
hospitality unit. In that sense, the manager in a hospitality unit must be an entrepreneur, control 
costs, take care of promotional activities, and take care of the quality of the service delivered [8].

3. BALANCED SCORECARD AS A PERFORMANCE MEASUREMENT SYSTEM

Robert Kaplan and David Norton were the first to introduce the Balanced Scorecard concept as 
an effective performance measurement system in a company. Balanced Scorecard is a special 
performance measurement system that enables the company strategy to be transformed into a 
comprehensive and efficient corporate governance system. In this way, a complete system of 
performance measures is defined, which will help achieve strategic goals. Bearing in mind that 
managers need a comprehensive overview and a balance between financial and operational per-
formance, Balanced Scorecard offers four perspectives [9]:

• Financial perspective – How do we look to customers?
• Customer perspective – How do customers see us?
• Internal process perspective – What should we resist? and
• Learning and growth perspective – can we continually increase and create value?

The financial and customer perspectives relate to the desired result that the company should 
achieve. The financial perspective reflects growth and profitability from the stakeholder per-
spective, without neglecting the traditional need for financial indicators. Timely and true data 
on the financial aspect of business operations have always been a priority for managers, as well 
as business owners and the wider community. However, in addition to focusing on financial 
indicators, modern companies have recognized the importance and the need to create value for 
the customers themselves. If performance within this perspective is bad, this will also affect 
performance within the financial perspective. In this sense, it is necessary to analyze value us-
ers from different aspects in order to determine which value aspects are important for individual 
user groups.

The internal process and learning and growth perspectives show how businesses create the de-
sired result. In this sense, the internal process perspective relates to the business processes that 
are carried out in the company, aiming to create satisfaction both for customers and stakehold-
ers. By monitoring the performance of internal processes, managers can see whether business 
moves in the desired direction and whether products and services are in line with user require-
ments. The priority of the last, learning and growth perspective, is creating a business climate 
that will support organizational change, innovation, and growth. This perspective focuses on 
employees and organizational culture that encourages continuous improvement and develop-
ment. Under the conditions of rapid technological progress, it is essential that employees focus 
on continuous learning and improvement. This is because learning and growth are the basis for 
every company success.

To create a Balanced Scorecard structure that links cause and effects between strategic objec-
tives, companies need to create a strategic map. The strategic map is visually an organizational 
strategy that outlines the goals of internal processes that are the basis of value creation and or-
ganizational learning and growth that supports internal processes. Targets in the strategic map 
are later translated into specific goals and measures within Balanced Scorecard.
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This approach to performance measurement proceeds from the vision and mission of the com-
pany on the basis of which the strategy is formulated, goals, and criteria for certain business 
aspects set. In this way, Balanced Scorecard is the basic tool for implementing strategy in 
companies where the strategy is clearly defined. For companies whose strategy is not clearly de-
fined, Balanced Scorecard will serve as a mechanism for developing a strategy at the business 
unit level. In addition to reviewing the financial results, Balanced Scorecard allows managers 
to have an insight into the acquisition of intangible assets, which can be crucial to achieving and 
maintaining competitive advantage. The Balanced Scorecard model combines financial perfor-
mance criteria from the past with non-financial performance measures that will be applied in 
the future, so that management can monitor and control how to create value in the company. In 
addition to the performance measure of the company as a whole, it is also important to establish 
individual criteria of different business units, functions, departments, and similar elements of 
the organizational structure, in order to monitor their contribution to the achievement of goals 
at higher levels [10].

4. STRATEGIC AND OPERATIONAL CONTROLS IN TOURISM COMPANIES

The primary goal of the study to be described on the following pages is to gain insight into the 
performance measurement processes in small and medium-sized enterprises (SME) in the field 
of tourism, leisure, and entertainment. For the purpose of this study, the definition of the UK 
Department of Trade and Industry is used, which under small and medium-sized enterprises 
implies companies with less than 250 employees. The areas of detailed research relate to the pre-
liminary investigation of critical success factors in the tourism, hospitality, and entertainment 
sector, with questions on performance levels based on the European Foundation for Quality 
Management questionnaire. The best practitioners are selected according to the recommenda-
tions of tourism boards, national chambers, and ministries of trade and industry, supplemented 
by recommendations coming from individuals and professionals. Within the given set of com-
panies, for further analysis, companies that received regional or national awards, such as Excel-
lence through England Award, Leisure Property Forum Award, Automobile Association (AA), 
Investors in People awards, and Vision 100 awards, are selected. For this study, consultants, 
owners, and managers of 10 small and medium-sized enterprises are interviewed (The Angel 
Inn, EcoTech Swaffham, Flamingo Park Wildlife Encounter, The George of Stamford, К-West, 
Matfen Hall Country House Hotel, The New Mill Restaurant, The Old Bell, Patshull Park Ho-
tel and Country Club, and Pennyhill Park Hotel). The conclusion is that effective performance 
management processes are the critical success factors in small and medium-sized enterprises, 
with the notion that the analysis of business practice in tourism is not sufficiently developed, so 
the results should be seen in this context. [11] 

In accordance with the formulated and developed strategies, oriented towards differentiation in 
the field of hotel management, and cost leadership in the domain of entertainment, data analysis 
has registered four critical success factors that currently affect performance in the branch: 1) 
implementation of budget control to increase total revenues, 2) implementation of customer re-
lationship management as a means of improving the quality of services and retention of custom-
ers, 3) the necessity of strategic management in the management of internal business processes, 
and 4) collaboration with the aim of innovation and learning. With the addition of profitability, 
quality of services, user profiling, productivity, benchmarking, and team work, a complete list 
of critical success factors in the tourism, leisure, and entertainment sector is formed.
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In the tourism, leisure, and entertainment sector, a system of value drivers has been identified, 
which refers to: digitization of the financial reporting system and linking it to management in-
formation systems, communicating with guests and employees as drivers of innovation.

Relevant information and modern IT equipment are a very important driver that directs the 
company towards the successful realization of the chosen strategy. In this regard, the owner 
of the New Mill restaurant, for example, has created financial management software that inte-
grates information on average expenditure per department into a database. In his words, “the 
average cost for each of the two restaurants is determined. We know the average gross margin. 
In addition, we monitor the sales of beverages on a monthly basis”. The integrated management 
information system allows the owner to find out which business unit generates revenues and, 
accordingly, adjust their operations. Digitization in this area helps in the collection, process-
ing, and distribution of financial information. A shorter digitalization check will be useful for 
measuring financial performance and monitoring the implementation of a business strategy. 
The George of Stamford, a complex of hotels and restaurants, has fully integrated financial and 
management information systems with the software for registering guests, booking, electronic 
payment, etc. One of the answers from the interview reads: “Our reporting system produces ta-
bles with data on cash flow, profits, employee turnover, and organizational charts”. The organi-
zation is able to measure daily performance and how it fits into the weekly budget. Procurement 
of food is monitored daily and compared to sales. Weekly overview provides a detailed insight 
into turnover and gross profit margins in the area of employee food and salaries. “Although we 
pay monthly, we know what our expenses are each day. We monitor capacity every day until the 
end of the month and we are doing statistical analysis of the number of overnight stays and the 
average number of rooms taken”. The financial director is striving to expand the use of software 
to table occupancy to identify visitor trends in the direction of “pasta selling growth, reorienta-
tion to steaks, notice of new dishes...” Connecting digital and management information systems 
enables a more coherent interaction between everyday management and forecast performance. 
The K-West hotel and entertainment complex has a fully integrated financial and management 
information system. The CEO can monitor current performance and plan the future. According 
to him, “we have weekly meetings. At one of them, we discussed what to do next to achieve the 
financial goals. Following this idea, we had a meeting to predict the financial situation, where 
we transferred the results of previous meetings into tables to see the effects on the budget. Then 
we forecast where we can make savings”.

Communicating with guests helps in building closer relationships and encouraging loyalty, as 
well as determining appropriate performance indicators. Informal conversations with custom-
ers can reveal their mood, which indicates a sense of appreciation and respect. Interpretation 
and collection of guest satisfaction information must be systematic and rigorous, while the 
digitization of management information systems can facilitate the performance measurement 
process. George of Stamford uses a mix of formal and informal techniques in order to collect 
customer data. All rooms have comment cards that are analyzed at board meetings. The staff is 
encouraged to communicate with guests. The information is then entered into the guest history 
program as part of the booking package.

In order to foster innovation and facilitate learning, small and medium-sized enterprises in the 
tourism sector must enable a dialogue between senior management and employees, and create 
conditions for a strong organizational culture. George of Stamford organizes daily staff-man-
agement meetings, all employees attend a 14-day education program run by a qualified trainer, 
after which they start working. There is also a training manual for departments with the latest 
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lessons. An employee leaving the company fills in the questionnaire used to find out the reasons 
for such a decision. “We need to look at the way we recruit, introduce, train, retain, and motivate 
people to stay with us. The financial director, general manager, service and catering manager 
complete the course, which can be transferred to the lower levels, with the aim of encouraging 
learning and training throughout the company through internal measurement and auditing. The 
staff is encouraged to suggest new ideas and ways to improve existing business”.

In order to determine performance measurement activities within each company, a semi-struc-
tured interviewing instrument is used, based on BSC as a descriptive framework, using open 
and closed questions. The questionnaire consists of the following sections:

• Information on the organization,
• A system of financial information in use,
• Sources of information,
• Current performance measurement activities,
• Setting performance objectives,
• Revenue management, and
• The future of performance measurement.

As there have been 10 case studies available for analysis, a secondary case analysis is also per-
formed. The interviews cover a number of performance management issues, and the analysis 
reveals some disparities in the processes. For example, in some companies, performance meas-
urement is manual, documentation-based, while some companies are highly computerized, 
with a high potential for the implementation and application of the BSC. None of the companies 
explicitly use the BSC, which is not surprising due to the lack of empirical research, but they 
nevertheless use non-financial measures in their performance management systems.

The survey has found that companies in the field of tourism, leisure, and entertainment create 
their performance measurement system based on critical success factors and taking into ac-
count the system of value drivers. Overview 1 illustrates the hotel BSC based on the aggrega-
tion of measures used by two hotels in the study.

The real and predicted profitability is a critical success factor in the field of financial manage-
ment, associated with performance measures, such as operating profit, net profit, and sales 
volume. With budget control, another set of key success factors in this field, there is a set of 
performance measures, including percentage of realized financial goals, cash flow, achievement 
of predicted bed occupancy rates, revenue per available room, etc.

Critical success factors in customer management are the quality of services, customer relation-
ship management, and user profiling. Quality of service is the most important factor of user 
satisfaction and retention. It can also be used as a performance measure determined by surveys 
or ranking schemes offered by various organizations. All analyzed cases apply some ranking 
schemes. In addition, Patshull Park Hotel and Country Club has an initiative of a mysterious 
guest, EcoTech Swaffham, an energy center, strives to work with focus groups in its user base, 
and Angel Inn restaurant, Pennyhill Park Hotel and Flamingo Park Wildlife Encounter, a com-
plex of parks, gift shops, and catering clubs, compare with competitors, both nationally and 
internationally. Customer relationship management is generally linked with the customer satis-
faction level, as the most important performance measure. Without a good understanding of the 
customer base, companies are unable to determine effective indicators and user-related goals. 
Companies must be aware of their customers, who they are, where they come from, what they 
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expect from the visit, and whether they will return. Accordingly, the most important measure 
related to defining the user profile is the user loyalty rate. The owner of Old Bell, a group of res-
taurants for entertainment, has two buildings in the surrounding area and has a good insight into 
the customer base by analyzing the average price of the facility, income, and local unemploy-
ment. He is able to put his knowledge of the local market in the context of performance measures.

The need for strategic management in managing internal business processes involves defining 
clear goals, making decisions related to tasks, investing in employees, and controlling produc-
tivity. Most of the companies surveyed see staff as the key to measuring and evaluating internal 
business processes. They stress the importance of training and giving powers to employees 
while optimizing internal operations and highlighting possible problems. Schemes like Excel-
lence through People can encourage companies to consider internal processes and formulate 
and develop more effective and efficient strategies in terms of customer relationships, fostering 
innovation and learning, and improving internal operations. Thus, Pennyhill Park Hotel com-
bines employee training with business goals in its training and development plan, K-West uses 
the compensation system to connect salaries with achieved performance, George of Stamford 
has financial incentives for staff in the form of a bonus, Matfen Hall Country House Hotel 
organizes the Higher National Diploma course, which fosters staff training and retention, Fla-
mingo Park Wildlife Encounter emphasizes the creation of a positive working environment as 
key business goals in the next three years, highlighting the link between formal recognition of 
staff values and strong organizational culture, EcoTech Swaffham’s staff acquires new skills 
through project-based work, which fosters innovation culture, while Old Bell hotels foster em-
ployee empowerment and strive to improve the organization’s growth by involving employees 
in all business aspects, including finance, with interesting statements from the director, such as: 
“I think it gives them a sense of importance and I think they feel like part of the whole. They 
do not work for me but with me. We have a partnership relationship, and if I feel good, they 
feel good too. Thus, everyone has a greater sense of responsibility”. Productivity is a factor that 
takes a significant place in all surveyed firms. It is considered the key to measuring internal 
business processes. George of Stamford defines productivity as a percentage of the paid wages 
needed to achieve a satisfactory turnover, highlighting in the same context the link between 
staff motivation and productivity, matching earnings and achieved performance. A comprehen-
sive review of K-West’s performance also focuses on staff, annual salary growth is linked to 
inflation growth, with a three-year evaluation system and final performance review at the end 
of the year before awarding cash prizes. The management team conducts a series of training 
programs with ratings to enhance performance at senior management level. “Staff is absolutely 
our key performance indicator. We use it to get data and answers from visitors, but we plan a 
more formal process for the next year. We will send messages with a request to respond to a 
small questionnaire to get information about our staff performance and our services”. Based on 
the above, in relation to such formulated success factors, a system of the following performance 
measures is created: fulfillment of financial goals, percentage of task execution, degree of com-
pletion of capital projects, employee satisfaction, staff development, percentage of employee 
loyalty, degree of employee motivation, etc.

Regardless of whether through an exchange of experience or benchmarking, small and medi-
um-sized enterprises must be encouraged to compare with companies from other branches in 
defining indicators and goals in the field of learning and innovation. Perhaps due to the nature 
of the product, the most specific indicators and goals are articulated. In companies like EcoTech 
Swaffham, innovation is the foundation for approving funding. Owners of Flamingo Park Wild-
life Encounter are invited to share the best experience with zoos from around the world like 
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Milwaukee and San Diego. Flamingo uses experience sharing and benchmarking to implement 
learning and innovation strategies and review performance measurement systems as a whole. 
The company strives to successfully organize at least one innovation event annually, improve 
menus according to guest habits, and develop a recruitment strategy that would encourage the 
employment of mature, skilled, and experienced staff. The owner of the New Mill restaurant 
is also involved in the UK restaurant community and the Academy of Food and Wine Service, 
with the aim of raising the level and measuring the success of innovation within their company. 
The number of new products or services, process improvement initiatives, chamber and pro-
fessional association membership, courses attended by staff, multi-tasking, and productivity 
are the most significant performance measures related to benchmarking and teamwork perfor-
mance as critical success factors in the field of learning and innovation.

Category Critical success factors Key performance indicators

Finance

Profitability
Gross operating profit
Net operating profit
Volume of sales

Budget control

Budget compliance
Realizing financial goals
Realization of the predicted bed 
occupancy rates
Revenue per available room
Cash flow

Users

Quality of service
Guest surveys
A mysterious guest
Participation in ranking schemes

Customer relationship management
User satisfaction levels
Average spending

Guest profiling User loyalty rate

Internal business

Have clear goals Fulfillment of financial goals

Follow the tasks
Internal audit
Completion of capital projects

Invest in employees
Staff satisfaction surveys
Personnel development reviews
% of employee loyalty

Productivity
Earnings per turnover (in %)
Employee motivation schemes

Innovation/Learning

Comparison between sectors
Number of new products/services
Initiatives for process improvement

Encouraging teamwork

Membership in chambers and 
professional associations
Participation in ranking schemes
Courses attended by staff 
Multitasking level  
(simultaneous multi-tasking)
Productivity

Overview 1. BSC in the hotel management sector 
Source: Philips, P. and Louvieris, P., 2005., “Performance Measurement Systems in Tourism, 

Hospitality, and Leisure Small Medium-Sized Enterprises: A Balanced Scorecard Perspective” 
Journal of Travel Research, Vol. 44, November 2005, p. 209.
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The literature findings in the context of the study results show that the observed companies have 
yet to experience the benefits of using the BSC and other performance measurement systems. 
This suggests that SMEs in the area of tourism, entertainment, and leisure still have gaps in the 
area of control at strategic and operational levels, change management, the link between strate-
gy and performance measurement and improvement.

However, in the case of small and medium-sized enterprises, which are the best practitioners, 
there are large barriers to implement efficient activities in the field of performance measure-
ment. Managers have problems in defining strategic goals, critical success factors, and relevant 
indicators. To overcome this, small and medium-sized enterprises must have the right informa-
tion – in terms of financial information, guest profiles and feedback, business goals and training 
and development needs. Basically, understanding business in the context of vision and strategic 
direction is a prerequisite for efficient performance measurement.

Over-reliance on “hard” financial information is observed when monitoring the implementa-
tion of business strategies. Retrospective financial indicators are present in many cases and 
the respondents rank them as the most important. Pubs and restaurants consider them the most 
important, although there is a growing awareness of the need for a more balanced approach. The 
so-called “soft” indicators, which are not affected by the effect of the time gap, are becoming 
more and more important.

When measuring performance, there is an unconscious dimension, especially with internal pro-
cesses and learning and innovation, which leads managers to not review the strategy rigorously 
enough and often. The measurement effectiveness implies audit on a regular basis and in a sys-
tematic way, which is not the case here. By digitizing the performance measurement system, its 
full integration and compatibility with the developed strategy can be ensured, and, therefore, 
the efficiency of implementing strategic and operational control.

5. CONCLUSION

Managers in the hospitality sector previously focused solely on achieving as much gross and 
net profits as the only measures of business success. Both gross and net profit measured the 
company performance and the performance of managers. Managers in the hospitality sector 
today have a completely different role. They must be an entrepreneur, control costs, take care of 
promotional activities, and take care of the quality of the service delivered.

Hospitality managers, among other things, have to pay special attention to the costs and quality 
of the services provided. In order to obtain information about the costs and quality of services 
provided, modern performance measurement systems such as the Balanced Scorecard are used 
in the service sector. In this regard, some of the advantages of the Balanced Scorecard in hotels 
can be distinguished:

• Allowing managers to understand activities and processes that are done by digitizing 
the system;

• Allowing managers to provide greater value to customers than competitors, by under-
standing and communicating with guests and employees;

• Allowing to see how available capacities are used and their employment in order to 
achieve greater productivity;
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• Allowing managers to reduce operating costs in accordance with the estimated achieve-
ment of financial goals without compromising the quality of services provided;

• Allowing an assessment of employee development level, as well as their loyalty and 
motivation;

• Allowing establishing a connection between control and achieving operational perfor-
mance.

Also, with the application of Balanced Scorecard, lean managers will be able to better under-
stand how non-financial performance influences better financial performance and to make bet-
ter business decisions in order to preserve a competitive position.
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Abstract: Unless a company is state-owned, the relationship an organization nurtures towards its con-
sumers is nowadays a significant factor of success and competitiveness. The aim of this paper is to 
point out to the significance of monitoring consumer needs in modern business conditions and to, in the 
empirical section of the paper through research results, give specific suggestions to the management of 
the “Sedmica plus” Travel Agency from Negotin concerning the improvement of their business and in 
accordance with the needs and wishes of their travellers. 
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1. INTRODUCTION

The interest for exploring the monitoring of consumer needs lies in the fact that in today’s 
business conditions the monitoring of consumer needs is considered exceptionally im-
portant when it comes to making good-quality strategic decisions and achieving long-

term efficacy of any organization. 

Modern business conditions are characterized by quick changes, uncertainty, insecurity, re-
duced life cycle of products and services, more sophisticated consumer requests, etc. Organ-
izations are faced with serious challenges and one of the greatest is how to attract and retain 
consumers and/or clients. 

If a company wishes to have a successful business, it needs to position itself on the market as a 
responsible and innovative company that keeps up with contemporary trends and in a successful 
way meets even the most sophisticated consumer and client needs. The ability to adapt to changes, 
i.e. organization’s adaptability, has become one of the most desirable characteristics of any modern 
organization that thinks about its future in a responsible manner. In other words, constant monitor-
ing of market changes, quick reactions to current trends and anticipation of future happenings are 
characteristics of successful and modern organizations. The ultimate goal is to retain the existing 
and attract new consumers or clients in order to improve the final successfulness of a company.

Hence, a modern organization’s successful business is tightly connected with the culture of the con-
sumer relationship which is also said to be the highest domain of corporation’s public relations. Con-
sumers are unpredictable and can easily walk away attracted by an attractive promo activity. The 
basic task of customer relationship is to make them loyal to the company, i.e. a product or service. 
In this regard, the question is if and to what extent today’s managers keep track of their customers’ 
needs and if they consider them when making decisions regarding the organization’s business future. 
1 Faculty of Business Economics and Entrepreneurship, Mitropolita Petra 8, Belgrade, Serbia
2 “Sedmica plus” Travel Agency, Hajduk Veljkova 42, Negotin, Serbia
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The basic motto of the “Sedmica plus” Travel Agency from Negotin from the very beginning 
of their business has been that earnings and profit should not be on the first place, but rather 
satisfied travellers. In that sense, the top people in the agency chose the following sentence to be 
their slogan – “No. 7, your lucky number!” In that way, they wanted to tell their travellers that 
they want to make each of their journeys feel like they have just won the lottery and to return 
from their holidays relaxed, in good spirits, happy and with the best of impressions. This paper 
offers research results concerning current needs of the clients of the “Sedmica plus” Travel 
Agency from Negotin and their desires from which certain recommendations for the improve-
ment of the business in question will be drawn. 

2. MODERN CONSUMER NEEDS

A consumer is a person that owns money and the will to buy products and services that he then 
uses to satisfy personal and family needs. Needs that are to be met go from hunger and thirst, 
love, status, to development or even spiritual fulfilment. Likewise, a consumer can be an eco-
nomic entity, i.e. a certain institution that buys products and services and uses them to perform 
his/its basic activities. 

Competition, which represents a characteristic of the modern market, has put a consumer in a 
different position comparing to the one he was once in. A consumer is today seen as a business 
partner of a company and all of them want his loyalty. Without consumers there can be no busi-
ness organizations. In that sense, a responsible organization takes care of its consumer needs and 
strives to find the best possible ways of meeting those needs. The purpose and ultimate goal of 
every company is to have satisfied buyers. Only those organizations that are aware of this fact can 
count on success. To support this statement, we will present a few examples further on in the text.

Amazon is a company whose work is characterised by a constant desire to achieve the great-
est possible benefit for the buyer by continually introducing innovations. Amazon has become 
one of the leading e-commerce platforms in the world (Amazon.com) by enabling book lovers 
around the world to search for and buy books by choosing from more than a million book ti-
tles and all that from the comfort of their homes. Dell Company has become the largest world 
computer seller thanks to the fact it has “constantly made new concepts and outperformed its 
competitors” [1] by offering the best products to its consumers. 

The importance of customer-focused strategy has enabled many companies to come to life all 
over again after having gone through crises. For example, after a serious crisis in 1993 the IBM 
Company came back to the global market scene thanks to the attitude of the then chief executive 
officer Louis Gerstner who emphasized that the key to going back to the top was the custom-
er-focused strategy, the only strategy which could make the company successful again [2].

A globally-known example that serves as a lesson to all organizations is the case of Nokia. Due 
to its arrogant behaviour and lack of adjustment to market needs, i.e. its clients, the once strong-
est brand in the field of mobile telephony had forever left the throne. 

In the vast field of tourism, the basic precondition for a successful business is to understand the 
need for setting aside the conventional and transitioning to the electronic distribution of travel 
services. By implementing the e-business system, a small travel agency from Italy called Run21 
managed to efficiently perform many time-consuming tasks – its employees could quickly send 
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feedback to their clients, they could sell and offer solutions to other travel agencies and smaller 
tour operators. And, by implementing last minute bookings, they conquered a large portion of 
the market. By innovating their business in accordance with their clients’ needs, they became 
even more successful with only 5 employees doing all the work [3]. 

Organizations must never neglect the fact that consumers are becoming more and more educat-
ed every day and are attaining massive amounts of information before deciding to buy a product 
or use a service, and they almost always consider possible alternatives. Research shows that:

• Annually, 40% of satisfied clients still go to other retailers and
• 98% of unsatisfied buyers never complain, they simply go to other places [4].

The fact is that today’s consumers have a large choice of products in offer, hence it is very im-
portant to get closer to them in a way that would be different from what the competition has to 
offer in order to attract and retain their attention and keep them loyal to the company. Retaining 
only 5% of loyal customers can double the profit, while the expenses of attracting new buyers 
can be 5 times larger than the expenses of retaining the existing consumers [4], which is very 
important for organizations from the aspect of economic justification of making decisions that 
will be in accordance with monitoring the needs of the existing consumers.

Modern business marketing strategies rely on increasingly complex analysis techniques and 
needs assessment, be that for the sake of getting to know them and use them, or for the sake of 
challenging new needs, and always with the aim of increasing sales and profit [5].

Every organization wants to make the biggest possible profit and the only way to achieve that 
is to give the consumer an offer, i.e. a product or a service, which would meet his needs and 
desires. Customer analysis deals with who buys, what, why, how they make decisions, when, 
where and how often they buy products and services. 

2.1. Characteristics of tourist offer 

Tourist needs belong to a separate group of needs named “secondary” or “additional”. Only when 
there is enough free time, a certain level of the quality of life and financial resources, i.e. money, 
can the motivation to travel be born [6]. Tourist offer is in itself complex and of versatile content 
and structure and is seen as the need for transport, accommodation, food, entertainment, recrea-
tion and other similar contents. This means that when having one individual tourist and his needs, 
the agency needs to provide a series of different services that represent one complex tourist offer. 

The global trend of the world tourist market, within the overall globalization, is focused on 
tourists’ consumer preferences that keep on changing due to quick economic, technological, 
cultural, political and other changes. 

Today, tourists pay a lot more attention and significance to the quality and values when making 
their purchasing decisions. The quality in tourism implies that the tourist offer needs to fulfil 
all the crucial conditions such as: safety, publicly and otherwise available information about a 
specific offer, offer originality, hygiene, etc.

Empirical research shows that tourist needs are often met in a way that cumulates various pleas-
ures, starting from physiological and rational ones, ending with very irrational ones [7]. The es-
timates are that in the future period the highest growth rates of tourist traffic will happen due to 
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the following 11 tourist products: sun and sea – intercontinental journeys, combined journeys; 
sports tourism – winter and summer, adventure tourism; tourism in nature; cultural tourism, ur-
ban tourism; rural tourism; cruises; theme parks; meetings and conferences; health tourism [8].

Often happens that several agencies offer a completely identical package deal, but in addition 
to the price which can often have an important role when making a decision, more important 
is the reputation the agency has in the eyes of the consumers, based on previous personal or 
someone else’s experience. Every travel agency strives to build its reputation on the satisfaction 
of its clients, hence the quality of service is of the utmost importance. One of the primary goals 
of business companies in tourism is to create loyalty to the brand which would result in partner-
ship, repeated purchases and positive recommendations. According to Petrovic and Dzeletovic 
[9] the three factors leading to customer/tourist loyalty are:

• Customer satisfaction growth achieved through quality growth;
• Customers trust in the company and its products and services;
• Establishing cost penalties for the transition of customers to a competitive bidder.

In conditions of a very unstable tourist demand, only the customer-focused approach, which is 
the essence of the contemporary marketing concept, can enable successful business and market 
survival [8]. Loyal buyers bring continuous profit, hence the cooperation in all fields of tourist 
offer can be established with loyal buyers.

3. STRATEGIC MANAGEMENT IN THE FUNCTION OF COMPETITIVENESS 

Competition on the local tourist market creates a different growth and traffic of tourists in 
every travel destination. In order to increase profit, it is necessary to have a strategic plan with 
the aim of achieving market advantage [10]. In every planning model, it is important to make 
connections between the strategy and operative processes since many research endeavors show 
that it is much easier formulating than implementing new strategies, and less than 10% of suc-
cessfully formulated strategies are successfully implemented [11]. For a strategic planning to be 
successful, it also needs to include the assessment of customer needs. In that sense, adaptability 
of organizations based on assessing customer needs should become the primary task of modern 
managers. Adaptability is not a characteristic of the new age, only the need for it is more intense 
now than it was ever before. Simply put, conditions in which organizations do business demand 
an answer without which the result is often organizational death [12]. In the years to come, when 
according to Hamel and Breen “the competitive anarchy is on the rise” [13], the level of organ-
izational adaptability, as well as people and societies as a whole, shall be put to the serious test.

Research on the adaptability of companies in the Republic of Serbia [14] has shown that the 
average adaptability grade is 3.50 which is the value slightly higher than grade 3 described as 
“neither agree nor disagree” and lower than grade 4 described as “mostly agree”. This shows that 
companies in Serbia should work on the adaptability in all business areas in order to respond to 
changes in a better way. Likewise, the same research has pointed out to the difference in the level 
of adaptability in local and foreign companies wherein research results have shown that new and 
enhanced work methods are adopted to a higher degree in foreign companies, that they keep more 
thorough track of customer needs and desires, hence they take them into account when making 
decisions. Also, foreign companies are more in favor of a direct contact with their buyers. Innova-
tiveness, i.e. the ability of an organization to constantly create and adopt new work methods, has 
been identified as a very important adaptability factor. Hence, we can conclude that companies 
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in the Republic of Serbia should work on the enhancement of their adaptability and that local 
companies have to look up to foreign ones doing business on our market. What is good here is 
that, according to the same research, the tourism sector is more adaptable in comparison to other 
economic branches and there is a lot room for progress in the continual education of participants 
involved in tourism activities, as well as in including employees in the planning process. The 
results have also shown that tourism, more than any other branch, encourages direct contact with 
tourists (clients). However, there is a problem that has been noticed in almost every company in 
the Republic of Serbia, and that is the problem of motivation of the ones employed in tourism, as 
well as the involvement of employees in the planning process and education of employees [15].

There are many definitions of the term competitive advantage and based on them it can be con-
cluded that it is a multi-dimensional phenomenon, i.e. a combination of multiple performances 
by which a company expresses its superiority in comparison to its competition whose line of 
work is congruent or the same and by which it achieves a successful business, i.e. achieves 
profitability higher than average. If an organization or an institution wishes to be competitive, 
it needs to have adequate and powerful resources. Generally speaking, most authors agree on 
the four main pillars of competitiveness: quality, innovations, customer relationship and the 
economics of scale [16]. This is why it can be said that an organization that in the 21st century 
brags about its consistency in doing business, commonality of its products or status quo, is more 
in the period of stagnation than that it is successful and stable [17].

When making a decision about buying a tourist product, a potential tourist goes through a series 
of different decision-making stages, and the information on where a certain (specific) product is 
in comparison to a competitor’s product gives a clear picture to consumers and users [18]. The 
existing competition is not the only one that matters, but also the one that is yet to come, and on 
the tourist market, very common are surprises exactly in the field of innovations and implemen-
tation either of new destinations or new products, i.e. services. It is important to mention that 
innovation for the sake of innovation is not enough. Namely, the main cause of an unsuccessful 
innovation is the creation of something nobody needs, the improvement of something that is 
already of good quality or the enhancement of possibilities of products or services that have no 
use. It is necessary to observe customer needs and look at the offer from their point of view and 
in that way detect problems in order to solve them. A solution to such problems is something a 
consumer will gladly pay for, and innovations based on such a principle will surely find their 
way to reach the market. It can be concluded that, if a company wishes to make good-quality 
decisions and do successful business in the aim of achieving competitive advantage, the man-
agement needs to continually monitor market happenings and customer needs. 

4. METHODOLOGICAL AND HYPOTHETICAL RESEARCH FRAMEWORK 

The research was carried out with the use of a survey. The survey is of a combined type and 
was personally distributed to interviewees. IBM SPSS 21 program package was used for the 
processing and interpretation of data. 

The research was carried out on a random sample consisting of the current clients of the “Sed-
mica plus” Travel Agency from Negotin. A total of 111 interviewees took part in this research. 
The research was carried out during the year of 2018. 
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The primary research hypotheses are:
1.  Travellers of the “Sedmica plus” Travel Agency from Negotin are satisfied with the current 

offer and they do not want to expand it. 
2. Finances are an important factor when choosing a destination. 

The empirical research was carried out in four stages:
1. data collection;
2. sorting and grouping of data;
3.  statistical analysis data processing (descriptive analysis, factor analysis and predictive 

model) and
4. interpretation of the obtained data.

4.1. The sample structure is as follows:

According to the obtained data, 36% of male and 64% of female interviewees took part in this 
research.

The highest percent of interviewees (35.1%) are between 40 and 55 years of age. A slightly lower 
number of interviewees, 26.1%, are between 30 and 40 years of age. There are 18% of interview-
ees aged 20 to 30, 9.9% of the ones aged 55 to 65, 7.2% of interviewees are over 65 years of age 
and the lowest percent of interviewees (3.6%) aged 15 to 19. 

The highest percent of interviewees (64%) are employed, while the lowest percent (1.8%) are 
high-school students. There were 12.6% retired interviewees, 6.3% college students, 5.4% un-
employed interviewees, while 9.9% interviewees did not state their status. 

4.2.  Descriptive analysis of the monitoring of current and future needs  
of the travellers in the “Sedmica plus” travel agency from Negotin

In the aim of “counting” the frequency of responses of current and future needs of the clients in 
the “Sedmica plus” Travel Agency from Negotin, we used the descriptive analysis.

1. On your journeys, you most commonly go with:

Frequency Percent Valid  
Percent

Cumulative 
Percent

Valid

Friends 22 19,8 19,8 19,8
Girlfriend/boyfriend 18 16,2 16,2 36,0
Family 64 57,7 57,7 93,7
Alone 7 6,3 6,3 100,0
Total 111 100,0 100,0

Table 1. On your journeys, you most commonly go with – descriptive analysis

The obtained results show that the highest percent of interviewees, 57.7%, go on their journeys 
with their families. With friends 19.8%, with a boyfriend/girlfriend 16.2%, while the lowest 
percent of interviewees travel alone, 6.3% (Table 1).
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2. Through our agency, you most commonly travel to:

Frequency Percent Valid  
Percent

Cumulative 
Percent

Valid

Summer vacation 85 76,6 76,6 76,6
Winter vacation 3 2,7 2,7 79,3
Holiday/weekend vaca-
tions 23 20,7 20,7 100,0

Total 111 100,0 100,0

Table 2. The most common journeys through the agency – descriptive analysis

According to the obtained data, interviewees using the “Sedmica plus” services, most commonly 
travel to summer vacations, i.e. 76.6%. Then there are 20.7% interviewees who travel for a hol-
iday/weekend, while the lowest percent of interviewees go to winter vacations, 2.7% (Table 2).

3. The destination you most often opt for:

Frequency Percent Valid  
Percent

Cumulative 
Percent

Valid

Greece 78 70,3 70,3 70,3
Turkey 6 5,4 5,4 75,7
Spain 7 6,3 6,3 82,0
Italy 10 9,0 9,0 91,0
Egypt 2 1,8 1,8 92,8
Other 8 7,2 7,2 100,0
Total 111 100,0 100,0

Table 3. The destination you most often opt for – descriptive analysis

According to the obtained results, the highest percent of interviewees most commonly opt for 
Greece as their destination, i.e. 70.3%. Italy takes the second place with 9% of interviewees, 
then Spain with 6.3%, Turkey 5.4%, Egypt 1.8% and 7.2% of interviewees stated something else 
as their most common travel destination. That field was filled in with: European destinations, 
Serbia, Bulgaria, France (Table 3).

4. Would you like to see any other destination in our Agency’s offer and which one?

Frequency Percent Valid  
Percent

Cumulative 
Percent

Valid
Yes 58 52,3 52,3 52,3
No 53 47,7 47,7 100,0

 Total 111 100,0 100,0

Table 4. Desire for some other destination – descriptive analysis 

The research results show that more than half of the research sample (52.3%) want to see some 
other destination in the Agency’s offer, while 47.7% think that the existing Agency’s offer does 
not have to be expanded (Table 4). As suggestions, the interviewees named the following desti-
nations (some respondents gave several suggestions): Serbia, France, Portugal, Rome, Athens, 
Paris, Berlin, Montenegro, Germany, Amsterdam, America, Croatia, Tunisia, Ibiza, Thailand, 
Bulgaria, the Maldives, Cyprus, Ireland, Russia, Malta, Cuba, Morocco, camping offers, Zanzi-
bar, Austria, Barcelona, Lisbon, Qatar, Dubai, Romania, Italy, etc.
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5. Type of transport you use for your journeys:

Frequency Percent Valid  
Percent

Cumulative 
Percent

Valid

 Personal transport 37 33,3 33,3 33,3
Bus 55 49,5 49,5 82,9
Airline 19 17,1 17,1 100,0
Total 111 100,0 100,0

Table 5. Type of transport when travelling – descriptive analysis 

The research results show that the highest percent of interviewees, 49.5%, buy travel packages 
that include bus transport, 33.3% use their own transport, while the lowest percent, 17.1%, travel 
by an airplane (Table 5).

6. On you travel package deals you most often spend:

Frequency Percent Valid  
Percent

Cumulative 
Percent

Valid

Up to 200€ 19 17,1 17,1 17,1
Between 200€ and 300€ 39 35,1 35,1 52,3

Between 300€ and 500€ 40 36,0 36,0 88,3
More than 500€ 13 11,7 11,7 100,0

Total 111 100,0 100,0

Table 6. The amount of money usually spent on package deals – descriptive analysis

According to the research results, the highest percent of respondents spend between 300 and 
500€ on their package deals. A slightly lower percent, 35.1%, buy package deals in the amount 
between 200 and 300€, while 17.1% buy package deals that cost no more than 200€. The lowest 
percent, 11.7%, buy package deals in the amount of more than 500€ (Table 6).

7. For some future journeys, you would be prepared to spend how much more money:

Frequency Percent Valid  
Percent

Cumulative 
Percent

Valid

I am not prepared to spend 
more money 17 15,3 15,3 15,3

Up to 100€ 23 20,7 20,7 36,0
Between 100€ and 200€ 46 41,4 41,4 77,5
More than 200€ 25 22,5 22,5 100,0
Total 111 100,0 100,0

Table 7. Additional money for package deals – descriptive analysis 

According to the research results, the highest percent of respondents, 41.4%, would be ready 
to spend the additional 100 to 200€ on their future deals, 22.5% would be ready to spend more 
than 200€, while 20.7% would be ready to spend up to 100€ more. The lowest percent, 15.3%, 
would not be ready to spend extra money for their future package deals (Table 7).

8. In the Agency’s offer, you would like to see more package deals that include the content for:

Frequency Percent Valid  
Percent

Cumulative 
Percent
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Valid

Children 22 19,8 19,8 19,8
Relaxation, away from 

crowd and night life 60 54,1 54,1 73,9

Fun and entertainment 29 26,1 26,1 100,0
 Total 111 100,0 100,0

Table 8. More package deals with the content for – descriptive analysis

According to the research results, more than half of the research sample, 54.1% would like to 
see more package deals that offer relaxation, away from crowd and night life, 26.1% would like 
to see more deals that offer fun and entertainment, while the lowest percent, i.e. 19.8%, would 
like to see more deals that offer content for children (Table 8).

9. How did you hear about our agency:

Frequency Percent Valid  
Percent

Cumulative 
Percent

Valid

Via social networks 11 9,9 9,9 9,9
Via advertisements on ra-
dio or TV stations 1 ,9 ,9 10,8

Recommendation 93 83,8 83,8 94,6
Other 6 5,4 5,4 100,0

 Total 111 100,0 100,0

Table 9. How respondents found about the Agency – descriptive analysis

According to the research results, the highest percent, 83.8%, had visited the Agency after 
having been given a recommendation, 9.9% heard about it via social networks, in some other 
way 5.4%, while the lowest percent of respondents, 0.9%, heard about the Agency via radio or 
TV commercial (Table 9). As other ways of finding about the Agency, the respondents stated: 
knowing people who work there, the Agency is in their neighborhood, they know the Agency 
owner, they have seen the Agency.

10. Are you satisfied with your so-far travel experience with our Agency:

Frequency Percent Valid  
Percent

Cumulative 
Percent

Valid yes 111 100,0 100,0 100,0

Table 10. Satisfaction with the so-far experience with the Agency – descriptive analysis 

All respondents stated they were satisfied with their so-far experience with the “Sedmica plus” 
Travel Agency (Table 10).
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4.3. Main factors affecting the choice of a package deal

In order to determine the main factors affecting the choice of package deals of the travellers in 
the “Sedmica plus” Travel Agency from Negotin, we applied the factor analysis. Only the key 
statement words shall be presented in the tables. 

Factor analysis was carried out on 9 selected variables: journey type, destination, age, transport 
type, travel partners, one wishes more package deals, journey price (money most often spent), 
they would spend extra money on future deals, they wish for a different offer (more destinations).

Method application conditions, Table 11.

КМО and Bartlett’s Test
Кaiser-Мeyer-Оlkin Measure of Sampling Adequacy. ,608

Bartlett’s Test of Sphericity
Аpprox. Сhi-square 189,458
Df 36
Sig. ,000

Table 11. КМО and Bartlett’s Test

As KMO>0.6 and Sig<0.05 it can be concluded that the factor analysis can be applied. 

After examining the applicability of the method, we applied the Principal Component Analysis 
and by applying a criterion that the Initial Eigenvalue is higher than 1, we selected 3 factors that 
explain 59.794% of the total variance. 

Compo-
nent

Initial Eigenvalues Extraction Sums of Squared 
Loadings

Rotation Sums of Squared 
Loadings

Total % of 
Variance

Cumula-
tive % Total % of 

Variance
Cumula-

tive % Total % of 
Variance

Cumula-
tive %

1 2,375 26,39 26,39 2,375 26,39 26,39 1,965 21,834 21,834
2 1,7 18,891 45,282 1,7 18,891 45,282 1,756 19,515 41,349
3 1,306 14,512 59,794 1,306 14,512 59,794 1,66 18,445 59,794
4 0,889 9,875 69,668       
5 0,804 8,935 78,603       
6 0,717 7,969 86,572       
7 0,486 5,396 91,968       
8 0,414 4,6 96,568       
 9  0,309  3,432 100

Table 12. Factor analysis – total variance explained

By applying Varimax Rotation with Kaiser Normalization, Table 13, factor weights for certain 
factors can be easily noticed.



MONITORING CONSUMER NEEDS IN THE FUNCTION OF MAKING EFFECTIVE STRATEGIC 
DECISIONS GIVEN ON THE EXAMPLE OF THE “SEDMICA PLUS” LLC TRAVEL AGENCY

321

Rotated	Component	Мatrixa

Component
1 2 3

Most commonly travel ,819 -,266 -,037
Choosing destinations ,773 -,193 ,177
Age ,663 ,379 -,135

 Transport ,350 -,347 ,325
Most commonly go with ,035 ,811 -,004
More package deals ,274 -,764 -,154
Most commonly spend -,136 ,313 ,781
Extra money -,026 ,048 ,768
More destinations -,201 ,208 -,528
Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization.
a. Rotation converged in 6 iterations.

Table 13. Varimax with Kaiser Normalization

Only factor weights greater than 0.3 were observed and 3 factors were identified.

The first factor refers to the journey type (summer, winter, and holiday/weekend), destination, 
age and type of transport. The highest factor weights are journey type and destination. We can 
describe it as the Journey type, destination and age. 

The second factor refers to whom the travellers want to travel with (friends, boyfriend/girlfriend, 
family, alone), a variable of several package deals that include content for children, relaxation, 
away from crowds and night life, fun/entertainment. We can describe it as Journey partners. 

The third factor refers to finances (variables Most often spend, Extra money, More destinations). 
We can describe it as the Financial factor. (Picture 1). 

• Type of journey, destination and travellers’ age
• Journey partners,
• Financial factor.

Picture 1. Factors affecting the choice of a package deal 
Source: authors
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4.4.  Predictive modelling for determining if the travellers are satisfied  
with the agency’s offer or if they want its expansion

What needed to be predicted was the travellers’ response to the Agency’s offer, i.e. the question: 
are you satisfied with the existing offer: Yes-No and for the purpose of the model this variable 
was called “JOSH”.

Predictive modelling of the SPSS program was applied: Binary Logistic Regression.

The observed factors (predictors) are: travellers’ status, most often spend, journey partners and 
age.

Table 14 presents the model without the influence of predictors.

Block 0
Classification	Tablea,b

Observed Predicted
JOSH Percentage 

Correct0 1

Step 0 JOSH 0 59 0 100,0
1 52 0 ,0

Overall Percentage 53,2
a. Constant is included in the model.
b. The cut value is ,500

Table 14. Classification Table 

The model correctly classifies 53.2% of all cases.
By inserting predictors, the following model is observed:

Block 1
Omnibus	Tests	of	Model	Coefficients

Chi-square df Sig.

Step 1
Step 17,332 4 ,002
Block 17,332 4 ,002
Model 17,332 4 ,002

Table 15. Omnibus Tests of Model Coefficients

As Sig=0.002<0.05 the model presents better results.
Model Summary

Step -2 Log likelihood Cox & Snell R Square Nagelkerke R Square
1 136,105a ,145 ,193
a. Estimation terminated at iteration number 4 because parameter estimates changed by less than ,001.

Table 16. Model Resume

The model explains between 14.5 and 19.3% of the variance.
Hosmer and Lemeshow Test

Step Chi-square df Sig.
1 6,562 7 ,476

Table 17. Hosmer and Lemeshow Test
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The results of the Hosmer and Lemeshow Test, Table 17, show that the model is correct since 
Sig=0.476>0.05.
Classification	Tablea

Observed Predicted
JOSH P e r c e n t a g e 

Correct0 1

Step 1 JOSH 0 46 13 78,0
1 24 28 53,8

Overall Percentage 66,7
a. The cut value is ,500

Table 18. Classification Table

The model correctly classifies 66.7% of all cases, Table 18.

Variables in the Equation

B S.E. Wald df Sig.
Ex-
p(B)

Lower

95% C.I. for 
EXP(B)

Upper

Step 1a

Status -,317 ,206 2,358 1 ,125 ,728 ,486 1,091
Most often 
spend -,731 ,255 8,204 1 ,004 ,482 ,292 ,794

Journey 
partners -,816 ,300 7,383 1 ,007 ,442 ,246 ,797

 Age ,117 ,193 ,368 1 ,544 1,124 ,770 1,640
Constant 3,475 1,144 9,236 1 ,002 32,308

а. Variable(s) entered on step 1: Status, Most often spend, Journey partners, Age

Table 19. Variables

As Sig<0.05, variables “most often spend” and “journey partners”, i.e. for the financial moment 
that is here presented through the package deal price and journey type, have an impact on the 
model.

Predictive model for asking for another destination can be presented as:

Y= -0.731* most often spend -0.816* journey partners +3.475
 
We want to predict the probability of the answer that a person has a problem with the destina-
tions in the Agency’s offer, i.e. that they want another destination.
 
As the result is (Exp(B)= 0,482) <1, which means that for the increase in the amount of money 
travellers are willing to spend, the probability that the traveller wants another destination is 
0.482 time lower with all other model parameters unchanged. That means that the Agency has a 
certain price and offer level because the probability that travellers want other destinations, with 
an increase in their readiness to pay for a more expensive package deal, is lower. 
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5. CONCLUSION 

All new tendencies in tourism that reflect in the occurrence of a sophisticated tourist demand, 
political changes, development of new technology, market segmentation, globalization, eco-
nomic integration and many other important happenings, have contributed to the complexity 
of management in tourism. Hence, today and in the future, the tasks of strategic management 
imply a significantly broader field on which to find and create new markets. In order to ensure a 
permanent resource inflow and a continual service output, managers in tourism need to adjust 
to all new changes. Processes and complexities on the tourist market require modern managers 
working in tourism to invest a continual and constant effort in finding new strategies, innovat-
ing and creating new tourist products, adjusting their strategies to new tendencies and all in 
the aim of completely responding to new customer demands, maintaining and promoting their 
market position and successfully reacting to competitive challenges and pressures. Likewise, 
competition on the tourist market, as well as in the majority of other industries, is becoming 
increasingly harsh, hence the work of a manager in this sector can today be described as ex-
tremely challenging and dynamic. 

In accordance with the results obtained in the empirical section, as far as the first hypothesis is 
concerned, i.e. “Travellers of the “Sedmica plus” Travel Agency are satisfied with the existing offer 
and do not want its expansion”, it has been partially confirmed because the research has showed 
that travellers are really satisfied with the existing offer and their experience with the “Sedmica 
plus” Travel Agency, but they would also like to see more destinations in the Agency’s offer.

The second hypothesis “Finances are an important factor when deciding where to travel” has 
been confirmed because the results obtained via factor analysis have shown that finances affect 
how travellers decide on their package deals. Likewise, the results show that the Agency has a 
certain level of offer and prices to which travellers are accustomed and that it is highly unlikely 
that travellers want other destinations by at the same time being willing to pay for a more ex-
pensive package deal.

The aim of this paper was to, through an empirical research, identify what travellers of the 
“Sedmica plus” Travel Agency from Negotin prefer when travelling and what they want in the 
future. Based on that, recommendations that could help managers in making important strategic 
decisions and make their business more successful have been drawn:

• Focus on journeys with family package deals;
• Holiday/weekend journeys, that reached second place as according to travellers’ inter-

ests, could be enhanced by offering trips to European metropolises and across Serbia for 
which the interviewed travellers have showed interest. This could possibly strengthen 
this segment;

• Nurture the existing Greece offers and maybe enrich it with new content, since it was 
the number 1 destination for our respondents;

• Introduce an offer for long-distance trips, as a type of individual or group package 
deals. Think about hiring somebody new who will work solely on individual journeys 
to long-distance destinations;

• Package deals most acceptable amongst the travellers are the one within the price range 
of no more than 500€ and the Agency should try hard to give them the best quality ser-
vice for that price in order to keep the good reputation;

• Prices of future package deals should not be higher than 200€ in comparison to the 
existing ones.
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• Offer more package deals offering relaxation, away from crowds and night life.
• Assessment of customer needs should exist as a permanent activity; the offer should 

be of good quality and employees need to be professional and kind in order to keep the 
positive image the Agency has (because all respondents stated they were satisfied with 
the so-far experience with the Agency) and in order for the word-of-mouth marketing 
to keep functioning well;

• The highest percent of respondents have heard about the Agency via recommendation 
which is the best possible way of advertising and it is a positive thing, but the manage-
ment could also think about increasing the intensity of radio and TV commercials as 
well as their presence on social networks in order to make the Agency more out there;

• Low percent of travellers using the winter vacations can be interpreted as a result of 
a low standard of living, hence it is necessary to inform potential travellers about the 
possibility of a more affordable prices of skiing equipment, accommodation and about 
the great health benefits of spending time on the mountain;

• Given the fact that more than a half of the research sample stated they prefer to use the 
bus transport, the management should think about expanding their transport resources, 
i.e. buying at least one more bus.
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Abstract: The main goal set in Croatian Tourism Development Strategy is to place Croatia among the 
20 leading tourist destinations in the world. Companies in the tourism sector need constant investments 
in increasing attractiveness and competitiveness. Good liquidity and financial strength of the compa-
nies in tourism are necessary for new investments.

The main aim of this paper is to determine how well the companies in the tourism sector on the Zagreb 
Stock Exchange cover their liabilities, short or long term, from their profit or from the working capital. 
The analysis of the companies listed on the Zagreb Stock Exchange is based on four indicators: Finan-
cial strength, Quick Ratio, Current Ratio and Financial Stability Coefficient. These four indicators are 
calculated for years 2017, 2012 and 2008. Statistical data processing was done with SPSS program. 
The research result showed that the management of touristic companies listed on the Zagreb Stock 
Exchange achieves better liquidity and solvency in 2017 than in 2012 and 2008. 

Keywords: Financial Strength, Current Ratio, Quick Ratio, Financial Stability Coefficients 

1. INTRODUCTION

The most important goal in Croatian Tourism Development Strategy [1] is to place Croatia 
among the 20 leading tourism destination in the world by 2020 by increasing attractiveness 
and competitiveness. In 2017, there were 13% more tourist arrivals recorded than in 2016 and 

that is the best result since 2008. In 2017, there were 10% of 5 stars, 47% of 4 stars and 33% of 3 stars 
hotels in Croatia [2]. Investments in the tourism sector are growing and we are expecting, according 
to EC analysis [3], investment of 1.2 billion euros in the next five years. 60% of the total number of 
investments will be completely new projects and hotels.

The companies listed on the Zagreb Stock Exchange in the tourism sector should lead the way for 
the development of tourism in Croatia. This research includes 26 companies in the tourism sector, 
including hotel companies, marines and camp activities. Only 26 companies have published their fi-
nancial statements for all three investigated years: 2017, 2012 and 2008. The year 2017 is the last year 
of published financial statements and represents the latest situation and period when normal business 
was finally established after a period of world and state financial crises. The year 2012 in Croatia 
is the year of the beginning of pre-bankruptcy settlements in which a lot of companies settled their 
debts write-off or converted the debts with equity. The 2008 is the first year of the world’s financial 
crises and a lot of companies in Croatia like in all the world stayed out of new financial injections.

The main aim of this paper is to determine how well the companies in the tourism sector on the Za-
greb Stock Exchange achieve their liquidity and solvency for the research period.
1 University North, Trg dr. Žarka Dolinara 1, Koprivnica, Croatia
2 Zagreb University of Applied Sciences, Vrbik 8, Zagreb, Croatia



3rd International Thematic Monograph:  
Modern Management Tools and Economy of Tourism Sector in Present Era

328

2. THEORETICAL BACKGROUND

The biggest part of economy in Croatia depends on the touristic season. The touristic season 
is not only interesting for touristic sector but also for all activities connected with tourism and 
also for state budget.

Description 2008 (2007*) 2012 2017
Revenue from tourism (bil. EUR) 7.4 6.8 9.5
% of tourism in BPD 15.7 % 15.4 % 19.6 %
Number companies in tourism 4.153 5.929 10.339
Number of profit companies* 2.135 2.829 6.003
Number of companies in loss* 2.018 3.100 4.336
Profit – loss* (000 HRK) -91.599 -723.125 1.472.689
Investment in long-term assets (000 HRK) 4.484.952 2.128.211 2.486.714

Table 1: The basic characteristic of tourism sector in Croatia

Table 1 shows the basic elements of tourism sector in Croatia [4]. Growth trends of revenue in tour-
ism points to the importance and impact that tourism has on the Croatian economy. The share of 
travel revenue from tourism amounts to 19.6 % in total GDP in 2017 and it significantly increased 
its share according to 2012 and 2008. In 2007 and 2012 consolidation result of tourism sector real-
ized loss, in 2017 it realized profit. Investment in the long-term assets is slowly increasing.

In the research of market risk [5] authors concluded that during „all three observed periods, 
2006 to 2007, 2008 to 2009 and 2013 to 2014, Hotel-Management and Tourism are generally 
considered the safest sectors. The last six years of recession in Croatia have almost left no trace 
on tourism sector “.

Management and investor can calculate the important indicators for company’s business and 
financial health from the basic financial statement like balance sheet and profit and loss. In the 
financial balance analysis of hospitality companies based on balance sheet data [6] author find 
out that the hotel companies have only 3.73 % of short-term assets and 96.37% of long-term ma-
terial assets. The correlation between short-term and long-term assets is typical for hotel sector 
because of big value of material assets.

In the research [7] of the 134 Greek hotels for the 2006- 2010 period, authors found that the 
size of companies influence the financing. The cheapest and the fastest access to the source of a 
financing have large corporations. Solvency and liquidity indicators are both equally important 
for a company’s financial health. Solvency measures company’s ability to meet its long-term 
financial liabilities. Liquidity measures company’s ability to pay short-term obligations. An 
investor should use both indicators to get the complete picture of company’s financial position. 
Solvent company reduces long-term business risks.

The lower is the company’s solvency ratio, the greater is the probability that it will default on its 
debt obligations. Few solvency ratios exist, but in this research Financial Strength Indicator is used.

Financial strength, as one of the indicators of solvency, was created when the BEX index was es-
tablished in 2007 for listed companies in Croatia [8]. „The particular value of Financial Strength 
as an indicator of financial performance is that it is a dynamic indicator of solvency which has 
the proven power of predicting the company’s financial standing in the future” [9].
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Financial Strength shows how much the company covers its total obligations from the Cash 
Flow or, like is calculated in this paper, net profit increased by depreciation and amortization.

„The shorted is the period in which the liabilities are covered by earnings from cash flow, its 
impact on excellence is progressively increasing ... and the longer it takes, the impact of this 
indicator decreases degressively „ [10]. 

Value of Financial Strength Description

Financial Strength = 1 The company maintains its solvency in satisfactory proportions

Financial Strength > 1
The company increases its solvency and strengthens its finan-
cial strength. Looking at the longer term, the company may re-
duce its long-term liabilities

Financial Strength < 1 > 0
The company reduces its solvency and weakens its financial 
strength. Looking at the longer term, the company will proba-
bly have to increase its long-term liabilities

Financial Strength = Negative
Existence of the company was compromised. If this situation 
lasts longer, the company is threatened by financial breakdown 
(bankruptcy)

Table 2: Performance Rating Based on Financial Strength Indicators

Table 2 shows the value and significance of Financial Strength [11]. Financial Strength is better 
if is ratio more than 1. 

Financial Strength shows how much a company’s generate free cash from net profit increases 
of depreciation and amortization to cover their liabilities. The advantage of this new ratio, is to 
indicate the time of covering liabilities. If companies cover liabilities in a shorter time, that in-
crease the company’s ability to increase investment and further business improvement. If com-
panies have a negative Financial Strength for a long period of time, it is threatened by financial 
problems as well as possible bankruptcy. The disadvantage of this indicator is the depreciation 
and amortization impact on the indicator, especially if the company uses accelerated deprecia-
tion and amortization. In that case company show a better ratio in a first few years and suddenly 
falls after a period of accelerated depreciation. 

Liquidity ratios “are of great importance in evaluating the riskiness of a firm’s securities… and 
aid in assessing the financial strength of the firm” [12]. Elements for calculation of liquidity 
ratios are in balance sheet. A company’s balance sheet shows us financial date of assets, liabili-
ties and equity at a specific point in time. Because of that, “short-term assets and liabilities are 
easily changed, measures of liquidity can rapidly become outdated” [13]. Liquidity ratios can 
give us information about the solvency of the companies and their “ability to remain solvent in 
the event of adversity” [14]. 

Liquidity ratios used in this paper are Current Ratio, Quick Ratio and Financial Stability Ratio.

Cash ratio is not used because cash often has a high volatility and “cash ratio has to be higher 
than current liabilities which are due within a month” [15]. 
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The quick ratio measures company’s ability to meet its short-term liabilities with its most liquid 
assets and therefore excludes inventories from its current assets. It is also known as the „ac-
id-test ratio.” This ratio needs to be 1 or bigger.

Quick ratio shows ability of the company to settle its current liabilities by using available quick 
cashable current assets. “It is common to emphasize that its value has to be 1 or above, includ-
ing conclusion that the company which wants to maintain normal liquidity must have at least 
amount of quick cashable current assets in the amount of current liabilities „ [16].

The current ratio measures company’s ability to pay off its current liabilities. Current liabilities 
need to be payable within one year with its current assets such as cash, accounts receivable and 
inventories. This ratio needs to be 2 or bigger. The higher the ratio, the better the company’s li-
quidity position. “Current ratio normally should be greater than 2” [17]. Higher value of current 
assets represents lower liquidity risk and higher amount of liquidity reserves. Current assets 
structure is determined by industry of company and quality of its business operations. 

The financial stability coefficient represents the ratio of long-term assets and capital increased by 
long-term liabilities. „This indicator must be less than 1 because the company must finance part 
of its short-term assets from high-quality long-term sources, i.e. working capital. The smaller is 
the value of this indicator, its liquidity and financial stability is higher, i.e. the share of working 
capital is increased. The tendency to increase this indicator is usually not good as it indicates a 
reduction in liquidity and financial stability” [18]. If an indicator is greater than 1, it means that 
long-term assets are financed from short-term liabilities or that there is working capital deficit.

In the research, the following Financial Strength (FS), Quick Ratio (QR), Current Ratio (CR), 
Financial Stability Coefficient (FSC) were calculated according to the formulas shown in Table 3.

Description Numerator Denominator

Financial Strength 5x (Net profit + Depreciation + 
Amortization) Total Liabilities

Quick Ratio Current Assets - Inventory Current Liabilities
Current Ratio Current Assets Current Liabilities

Financial Stability 
Coefficient Long term assets Capital + Long term Liabilities

Table 3: The main formulas

3. THE GOALS, BASIS AND HYPOTHESIS OF THE RESEARCH 

The companies in tourism need to have a good liquidity and solvency if they want the increase 
of investment in new capacity or increase of the number of stars of their hotels. 

The main aim of this paper is to determine how well the companies in the tourism sector on 
the Zagreb Stock Exchange cover their liabilities, short or long term, from their profit or from 
the working capital. The result shows how much the management of touristic companies listed 
on the Zagreb Stock Exchange is effective in achieving liquidity and solvency for the research 
period and if the situation today is better than in 2012 and 2008.
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The research described in this paper is based on information obtained from the financial state-
ments of 26 companies from the tourism sector listed on the Zagreb Stock Exchange in 2017, 
2012 and 2008.

The following statistical hypotheses are used for confirmation of the main aim:

The first statistical hypothesis:
H0:  There is no statistically significant difference in Financial Strength depending on 

which year ratio is calculated 
 H1:  There is a statistically significant difference in Financial Strength depending on which 

year ratio is calculated

The second statistical hypothesis:
H0:  There is no statistically significant difference in Quick Ratio depending on which year 

ratio is calculated
 H1:  There is a statistically significant difference in Quick Ratio depending on which year 

ratio is calculated 

The third statistical hypothesis:
H0:  There is no statistically significant difference in Current Ratio depending on which 

year ratio is calculated
H1:  There is a statistically significant difference in Current Ratio depending on which year 

ratio is calculated 

The fourth statistical hypothesis:
 H0:  There is no statistically significant difference in Financial Stability Coefficient de-

pending on which year ratio is calculated
H1:  There is a statistically significant difference in Financial Stability Coefficient depend-

ing on which year ratio is calculated.

For the statistical analysis, this paper uses Descriptive Analysis, a Nonparametric test like 
Friedman test and Wilcoxon signed-rank test. The Friedman test is the non-parametric alter-
native to one-way ANOVA with repeated measuring. The non-parametric test is used because 
data samples are not normally distributed and the assumption of normality is violated. Friedman 
test is based on mean rank, not mean value. The test compares the ranked value with expected 
values in a chi-square analysis.

When the Friedman Test shows a statistically significant difference in the value of the Mean 
Ranks between the years further analysis should be continued to see where the differences 
between the research periods are. Before continuation with Post hoc analysis with Wilcoxon 
signed-rank test, the Bonferroni correction needs to be conducted. A Bonferroni adjustment 
of the results from the Wilcoxon test is necessary because multiple comparisons are made and 
there is a possibility of Type I error that will show that a result is significant when it should not 
be (Type I error). In the calculation of Bonferroni adjustment, it will take the significance level 
into consideration which is initially used (in this case 0.05) and divide it by the number of three 
tests that we are conducting. 

The statistical study used the software IBM SPSS. 
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4. RESEARCH RESULTS 

This research involved 26 companies which published annual reports in the years 2017, 2012 
and 2008 on the Zagreb Stock Exchange. Hotels, marinas or camping activities are the main 
business activities of all 26 companies in this research in the tourism sector. From 2012 to 2017 
19 % of the companies in the group were involved in the pre-bankruptcy settlement in an at-
tempt to save companies from bankruptcy. Some of the mentioned pre-bankruptcy settlement 
are not yet finished. 

Chart 1: The characteristic of the listed Companies

The common characteristic of the researched companies for the years 2017, 2012 and 2008 is 
shown in Chart 1. It is a visible trend of increase of all examined variables for every examined 
year, especially in 2017. 

Description 2017/2012 2017/2008 2012/2008
Net result (profit -loss) 574 %  
Amortization and Depreciation 156 % 216 % 139 %
Current Assets 230 % 263 % 114 %
Long-term Asset 142 % 144 % 101 %
Current Liabilities 126 % 147 % 117 %
Long-term Liabilities 202 % 201 % 99 %
Capital 143 % 141 % 98 %

Table 4. Horizontal analysis of basic elements of listed companies

Horizontal analysis of basic element of listed companies is shown in Table 4. The financial result 
of the group (profit minus loss) in 2008 was a loss, but in 2017 profit has increased by 474% in 
comparison to 2012. The costs of amortization and depreciation in 2017 are increased by 56 % 
in comparison to 2012 and by 116% in comparison to 2008. Current assets of the group in 2017 
are increased by 130 % in comparison to 2012 and by 163% in comparison to 2008. Long-term 
assets in 2017 are increased by 42% in comparison to 2012 and 44 % in comparison to 2008. 
Current Liabilities in 2017 are increased by 26% in comparison to 2012 and 47 % in comparison 
to 2008. Long-term Liabilities in 2017 are increased by 102 % in comparison to 2012 and 101 
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% in comparison to 2008. Capital in 2017 is increased by 43 % in comparison to 2012 and 41 % 
in comparison to 2008.

Solvency and liquidity of listed companies in tourism listed on Zagreb Stock Exchange will be 
analysed according to four indicators: Financial Strength, Quick Ratio, Current Ratio and Fi-
nancial Stability Coefficient. Financial Strength is a new indicator of solvency and all the others 
are indicators of liquidity. First step is analysis of all indicators by Friedman Test, to find out if 
significant differences exists for each indicator in three research periods: 2017, 2012 and 2008. 
Friedman test compares the Mean Rank, not mean value.

Table 5: Friedman Test for Financial Strengths

The result of the Friedman Test for Financial Strengths is shown in Table 5. There is a statisti-
cally significant difference in Financial Strengths χ2(2) = 22.231, p = 0.000. Because p < 0.05 we 
will reject the first null hypothesis. The Mean Rank is the biggest in 2017 (2.65) and the lowest 
in 2008 (1.35).

Friedman Test Financial Straights has shown a statistically significant difference in the value 
of the Mean Ranks between the years. We will continue with Post hoc analysis with Wilcoxon 
signed-rank test to see where the differences between the research periods are. Before contin-
uation with Post hoc analysis with Wilcoxon signed-rank test, Bonferroni correction is needed 
to be conducted to avoid the possibility of Type I error that will show that a result is significant 
when it should not be (Type I error). Calculation of Bonferroni adjustment will take the sig-
nificance level into consideration which is initially used (in this case 0.05) and divide it by the 
number of three tests what we are conducting. So, in this example, we have a new significance 
level of 0.05/3 = 0.017. This means that if the p-value is larger than 0.017 we do not have a sta-
tistically significant result.
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Test Statisticsa

 FS 2012 – FS 2017 FS 2008 – FS 2017 FS 2008 – FS 2012

Z -2.299b -3.797b -2.959b

Asymp. Sig. (2-tailed) .022 .000 .003
a. Wilcoxon Signed Ranks Test
b. Based on positive ranks.

Table 6: Wilcoxon Signed Rank Tests for Financial Strengths

The result of the Wilcoxon signed-rank test for Financial Strengths is shown in Table 6. Post 
hoc analysis with Wilcoxon signed-rank test was conducted with applied Bonferroni correction, 
resulting in a significance level set at p < 0.017. Median Financial Strengths for the year 2017 
was 0.905 (0.394 to 1.635), for the year 2012 it was 0.600 (-0.104 to 1.776) and for the 2008 it was 
0.144 (-0.231 to 0.686), respectively. There were significant differences between the Financial 
Strengths in between the 2008 vs 2017 (Z = -3.797, p = 0.000), and between 2008 vs. 20012 (Z = 
-2.959, p = 0.003). In 2008 vs. 2017, 23 negative ranks and 3 positive ranks were found. In 2008 
vs. 2012, 20 negative ranks and 6 positive ranks were found. There were no significant differ-
ences between the Financial Strengths in 2012 vs 2017 (Z = -2.299 p = 0.022).
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Friedman Test
Ranks Test Statisticsa

 Mean Rank N 26
QR 2017 2.38 Chi-Square 6.077
QR 2012 1.73 Df 2
QR 2008 1.88 Asymp. Sig. .048

a. Friedman Test

Table 7: Friedman Test for Quick Ratio

The result of the Friedman Test for Quick Ratio is shown in Table 7. There is a statistically sig-
nificant difference in Quick Ratio depending on the year for which the ratio is calculated χ2(2) 
= 6.077, p = 0.048. Because p < 0.05 we will reject the second null hypothesis. The comparing 
Mean rank of Quick Ratio (2.38) is the biggest in 2017.
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Table 8: Wilcoxon Signed Rank Tests for Quick Ratio

The result of the Wilcoxon signed-rank tests for Quick Ratio is shown in Table 8. Post hoc 
analysis with Wilcoxon signed-rank test was conducted, with applied Bonferroni correction, 
resulting in a significance level set at p < 0.017. Median Quick Ratio for the year 2017 was 0.860 
(0.336 to 2.184), for the year 2012 it was 0.393 (0.177 to 1.013), for 2008 it was 0.545 (0.141 to 
1.126). However, there was not a statistically significant change in Quick Ratio in 2012 vs 2017 
(Z = -2.324, p = 0.020), Quick Ratio in 2008 vs 2017 (Z = -1.384 p = 0.166) and Quick Ratio in 
2008 vs 2012 (Z= -.419, p = 0.675). 

Table 9: Friedman Test for Current Ratio

The result of the Friedman Test for Current Ratio is shown in Table 9. There is no statistically 
significant difference in Current Ratio depending on the year for which the ratio is calculated 
χ2(2) = 4.000, p = 0.135. Because p > 0.05 we will accept the third null hypothesis. 

Descriptive Statistics

 N Mean Std. Devi-
ation Minimum Maximum

Percentiles

25th 50th  
(Median) 75th

FSC 2017 26 1.040 .439 .0001 2.73 .887 1.004 1.064
FSC 2012 26 1.957 4.422 .49 23.61 .995 1.054 1.124
FSC 2008 26 1.488 2.196 .56 12.21 .990 1.044 1.129
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Table 10: Friedman Test for Financial Stability Coefficients

The result of the Friedman Test for Financial Stability Coefficients is shown in Table 10. There 
is no statistically significant difference in Financial Stability Coefficients depending on the year 
for which the ratio is calculated. χ2(2) = 3.769, p = 0.152. Because p > 0.05 we will accept the 
fourth null hypothesis.

The statistical analysis of this paper works with mean ranks, not with mean value.

 

Chart 2: The Mean Value of the main Indicators

The mean value of the main indicators is shown in chart 2. The solvency of the listed compa-
ny according to indicator of Financial Strength shows the improvement from 2008 to 2017, by 
increasing of mean value from 0.437 in 2008 to 1.504 in 2017. The financial strength in 2017 
show that companies in tourism listed in Zagreb Stock Exchange increased their solvency and 
strengthened their financial strength. Looking at the longer term, the companies may reduce 
their long-term liabilities. The mean value of Quick Ratio and Current Ratio is almost the same. 
The mean value in 2008 was the lowest. The mean value of Quick Ratio was 2.627 in 2017, 0.785 
in 2012 and 1.108 in 2008. The value of Quick Ratio needs to be bigger than 1, that means the 
mean in 2017 and 2008 are satisfied. The Current Ratio was 2.690 in 2017, 0.837 in 2012 and 
1.176 in 2008. Only 2017 has the ratio bigger than 2. Higher value of current assets represents 
lower liquidity risk and higher amount of liquidity reserves.

The Financial Stability Coefficient has the lowest mean value in 2017, but in all three period is 
bigger than 1, in 2017 is 1.040, in 2012 is 1.957 and in 2008 is 1.488. That indicator needs to be 
less than 1, because companies need to finance one part of current assets from the long-term 
liabilities.
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5. CONCLUSION 

Adequate financial position means lower liquidity risk and greater financial stability of the com-
pany. A good financial position is needed to prepare the companies for day to day operating and 
long-lasting successful business. 

The ratio result of the researched companies are not normally distributed and for that reason the 
median shows the better result of this research. The median of Financial Strength shows that 
companies slowly recover from 0.144 in 2008 to 0.905 in 2017. The ratios show that companies 
in 2017 are in the stronger financial position, but they still need to work on the improvement of 
their financial strength. The Quick Ratio median is the best in 2017 (0.860). The same situation 
is with the Current Ratio median (0.934). The both ratios show that companies still have a prob-
lem with covering their short-term liabilities. The Financial Stability Coefficient median is in 
all years bigger than 1, which shows working capital deficit for the research companies, but this 
deficit is the smallest in 2017.

All that results shows that the management of touristic companies listed on the Zagreb Stock 
Exchange achieve better liquidity and solvency in 2017 than 2012 and 2008. The share of work-
ing capital is slowly increased, especially if liquidity and financial stability is higher from year 
to year.

In this research, the main factor of limitation is that there are only 26 touristic companies with 
the published financial statement in 2008, 2012 and 2017 on the Zagreb Stock Exchange. 

The number of companies is not big, but the size and significance of these companies is. Re-
sults in this research, if they are not representative for whole tourism sector, at least represent 
significant Croatian companies on Zagreb Stock Exchange. All the crises have shown that only 
financially strong and stable companies with adequate liquidity and solvency survive, and that 
the research companies need to work on that area.

Further research needs to involve the rest of the companies in the tourism sector. Also, further 
research can go towards determining the competitiveness of Croatian hotels in relation to the 
upcoming competition in the form of the world well-known hotel brands.

The sector which creates 15 to 20% of national GDP demand special efforts of companies, as 
well as government. Increasing the liquidity and financial strength of companies in tourism list-
ed on the Zagreb Stock Exchange, with the opening of new credit lines and better use of the EU 
funds, will enable increase of existing or new capacity, existing standards or services. All that 
will contribute to achieving even better business results and more satisfied guests.
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Abstract: Wine and gastronomic tourism is now emerging as one of the most promising segments of the 
tourism sector. The purpose of this paper is to analyse the Romanian wine heritage, with an impressive 
historical past, to highlight the considerable potential regarding the development of wine tourism in 
Romania, the factors that attract and motivate this alternative form of tourism, respectively the efficien-
cy of a network of thematic routes in Dealu Mare vineyard. The study performs a radiography of wine 
tourism in Dealu Mare region, of the ways in which thematic routes, such as the Wine Road, 14 years 
after launch, can contribute to the socio-economic development of the Sub-Carpathian region of Pra-
hova, through moderate investments and rapid results. The goals of local development are to encourage 
an attractive territory and a well-defined identity, with a competitive and efficient agriculture and rural 
economy with respect for the environment.

Keywords: Dealu Mare vineyard, sustainable viticulture, wine tourism, Urlați, Wine Road

1. INTRODUCTION

Tourism is a sector that attracted 1,326 million international tourists in 2017 and earned 
USD 1,340 billion [1]. Romania preferentially polarized a total of 12,222,889 foreign 
tourists in 2016 and attracted revenues in amount of USD 2,097,000,000 [2]. As seen 

from these figures, tourism is an important source of revenues for many countries of the world, 
including Romania. The development of alternative tourism types (such as the wine or gastro-
nomic tourism) would provide an important advantage to tourism destinations, tourism compa-
nies in an environment with a high competition. For a growing number of tourists from different 
countries, tasting beverages and local dishes where they are traveling represents a great part of 
their most enjoyable experiences.

Wine tourism is one of the tourism forms that has quickly integrated and adapted to the require-
ments of the world tourist market. The need to know and analyse this tourism form has arisen 
as a result of the tourism demand change in favour of practicing tourism in the middle of nature 
and of discovering local traditions, along with wine tasting and knowledge of the technologies 
for preparing it. 
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The dynamism of this tourism form is also supported by the wider spread both in the Old World 
(Germany, France, Spain, Italy, Portugal, Greece, Serbia, and Romania) and especially in the 
New World: USA, Argentina, Uruguay, Chile, South Africa, Australia or New Zealand [3].

As a form of travel that has as main theme viticulture and wine production, one can say that 
wine tourism has emerged as a result of winegrowers’ efforts to promote their products and 
bring consumers into direct contact with the environment and production methods.

The purpose of this paper is to analyse the Romanian wine heritage, to highlight the consider-
able potential regarding the development of wine tourism in Romania, the factors that attract 
and motivate this alternative tourism form, respectively the efficiency of a network of thematic 
routes in Dealu Mare vineyard (Wine Road, Cellar Road, followed by the Vineyard Road in 
Vrancea County). The study performs a radiography of wine tourism in Dealu Mare region, of 
the ways in which thematic routes, such as the Wine Road, 14 years after launch, can contribute 
to the socio-economic development of the Sub-Carpathian region of Prahova, through moderate 
investments and rapid results.

2. WINE TOURISM AND ITS DEVELOPMENT

The beginning of the nineteenth century marks the beginning of wine tourism when visiting 
vineyards becomes a component part of travel destinations, while, a few decades later, at the 
middle of the century, wine begins to be a major motivating factor for organized touristic pack-
ages. Since 1920, the wine routes have been a tourist activity that slowly but surely crystallizes 
in Germany in the Rhine Valley, France (especially in Alsace, Burgundy or Champagne) or in 
Italy (Tuscany). For this reason, in Europe, wine tourism has often been associated with the 
official wine routes and roads [4].

Traveling to wine-producing regions with vineyards, wine cellars and wineries is not just about 
visiting them and tasting locally produced wines, either protected designation of origin (PDO) 
or geographical indication (GI) wines. These trips also take place in order to visit natural sites 
with valuable landscape or cultural value, to contact wine growers and their wine traditions, to 
taste local products, to know the local gastronomy or the traditions of the visited areas. Some 
studies indicate that wine, this divine beverage married with traditional local culinary products, 
is associated with relaxation, socialization and hospitality [5].

Hall and Macionis (1998) define wine tourism as “a visit to vineyards, wineries, wine festivals 
and wine shows for which grape wine tasting and/or experiencing the attributes of a grape wine 
region are the prime motivating factors for visitors” [3]. Other authors analyse wine tourism 
from three perspectives: the strategy of attracting visitors, the consumption, and lastly the op-
portunity for wine cellars to educate their clientele and to sell the wine directly from the wine 
grower [6]. In the “Western Australia Wine Tourism Strategy” (launched in 2000), wine tour-
ism is defined as a “...travel for the purpose of experiencing wineries and wine regions and their 
links to lifestyle. Wine tourism encompasses both service provision and destination marketing”. 
According to other authors, wine tourism is considered as an alternative tourism form promot-
ed in rural areas that fosters valuable initiatives, such as environmental protection measures, 
the creation of a network of wine routes, tourist cellars or the development of wine-producing 
centers [7]. The main motivations of wine tourism are: visiting vineyards by experts in the field 
of viticulture, for scientific purposes; visiting wine-producing regions by wine buyers for busi-
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ness development (business tourism); visiting vineyards in order to understand the wine pro-
duction process and tasting it on-the-spot, an activity funded by the winegrowers that perceive 
it as a promotional activity to encourage sales and to retain potential customers for a long time; 
knowing wine routes - the road network with a well-defined and attractive theme, generous 
geographic dimension and a remarkable cultural legacy imposed by the ancient traditions of 
viticulture and wine production. An example of good practice can be provided by France, Italy, 
Spain, Germany, the USA or Australia, a country where wine tourism has developed steadily 
over the past two decades, which is confirmed by the average rate of increase in the number of 
cellars with a touristic purpose or the increasing number of visitors [8].

A notable success example is Italy, according to Coldiretti (the main European organization 
of farmers with a million and a half members), food-and-wine tourism earns 5 billion euros in 
Italy [9]. 

Other examples may also be Greece, Serbia, Bulgaria and Romania, the last three countries 
being linked through a “touristic axis” of great importance - the “Cultural Route of the Ro-
man Emperors”, with several extensions to areas with an urban cultural, rural traditional or 
wine-gastronomic heritage of great value [10], [11], [12].

Food is an essential part of the tourist experience, long neglected by scientific studies on tour-
ism. The typicality of food products emerges from link between product and territory of origin 
because some territories have knowledge consolidated over the years, as well as human and 
material resources so that food products would not be standardized. But a food product and 
its production area do not necessarily make themselves a set of attractions sufficient to attract 
tourists. First, local resources must be analysed critically and then organized thematically and 
systemically, even including the cultural and natural resources of the considered area. All this 
requires an appropriate and effective communication of public and private actors who can con-
vey the value of the overall offer of a particular territory as European cases of success demon-
strate: La Rioja in Spain, the Rhône-Alpes in France, Langhe, Chianti and Acqualagna in Italy 
and many others. All cases where operators have skillfully combined the culinary resource 
with the characteristics of the land and turn them into unique cultural experiences, and able to 
engage economic virtuous circles [13]. 

In cultural tourism experience, food-and-wine specifically motivation can be the root element 
or a factor as important as others (e.g. the productive vocation of the destination; target and 
economic context). All the territories don’t offer food-and-wine tourism and, similar, one can’t 
experience it everywhere [14].

It can, therefore, be said that the symbiosis between business and territory shows full evidence 
in the case of the wine sector, in which the agricultural nature of the product ensures that its 
production is strongly characterized by the peculiarities of the territory in which the company 
is immersed. The product - wine, in particular, is inseparably linked to its terroir, as it derives 
its specificity and recognition on the market, in terms of tradition and excellence. 

2.1. The Old World

The place where viticulture has evolved since 7000 BC is Europe, the cradle of vine growing, 
which is rightly called the Old World, precisely to describe the general differences in the culti-
vation of grapes and wine production between the ancient regions of the world, where the tradi-
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tions and the role of the terroir stand out, and the New World, where the science and the role of 
the wine-maker are more often emphasized.

The globalization of wine products and the emergence of new generations of wine-makers have 
diminished the distinction between the two terms lately. Nowadays, wine-makers in a region 
are able to produce wines that can present the features of the other region (for example, an “Old 
World Style” wine can be produced in a New World wine region such as California or New 
Zealand and vice versa). France, Italy and Spain are the countries with the largest and most im-
portant wine-producing regions, but also the beneficiaries of everything that is traditional in the 
production of wine since ancient times (Figure 1 and Figure 2) [15]. The top five countries cul-
tivating vines in Europe (Spain, France, Italy, Portugal and Romania) have a wine-growing area 
of   39,165.5 km² and concentrate a share of 37.85% of the total area cultivated worldwide [16].

Figure 1. Evolution of wine-growing  
landscapes in Europe 

Source: Myga-Piątek, U., Rahmonov, O. 2018

Figure 2.  
Vineyard landscape in Tuscany, Italy  

Source: www.visittuscany.com

Italy holds the European leadership of products recognized across the Community with 262 
denominations of origin, 4,813 traditional regional food products, 332 wines with a Registered 
Designation of Origin (RDO), 73 with a Registered and Certified Designation of Origin (RCDO) 
and 118 with a Regional Geographical Registration (RGI). 

According to a study by the European Commission, RDO and RGI products generate an eco-
nomic value of 16 billion Euros; including RDO and RGI wines, the value rises to 54 billion 
[17]. The combination of rural tourism, food and local knowledge is achieved through wine 
tasting tours, city of taste, farmer markets, festivals and fairs all over Italian territory [11]. A 
significant example is that of the fairs, they are 42,000 (one fair every five municipalities) with 
a sales volume of 560 billion Euros. Also, wine routes are an important economic initiative. 
In Italy there are currently over 150 wine routes with their own website, involving about 1450 
municipalities with a turnover of around 2,5 million Euros. 
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2.2. The New World 

Represented by wine-producing areas located in the southern hemisphere and North America, 
founded by explorers and missionaries from the 14th century, the New World boasts extensive 
vineyards in countries such as Argentina, Chile, Uruguay, New Zealand, Australia, California 
and South Africa [18]. In the top 10 world’s largest vine growers, with a total area of   69,237.4 
km² (66.92% of the total), alongside the Old World renowned countries, there are also three New 
World countries (the USA, Argentina and Chile), which account for 11.73% of the area cultivat-
ed worldwide (Table 1). Worldwide, there are five New World countries (the USA, Argentina, 
Chile, Australia and South Africa) in the top ten wine producing countries. This is explained 
by the warmer and more balanced climate, but dimmed by the western winds or the mountain 
breezes or by the more productive plantations per hectare. Remarkable are China’s efforts to 
increase the areas cultivating vines and the domestic wine consumption (currently ranking 2nd 
as cultivated area and 9th in terms of wine production - Table 1 and Table 2). 

Rank Country 2011 2012 2013 2014 % of world 
production

1 Spain 13,708.8 13,420.8 13,461.1 13,478.4 13%
2 China 8,496.0 9,475.2 10,817.3 11,370.2 11%
3 France 10,874.9 10,828.8 10,823.0 10,805.8 10.4%
4 Italy 10,212.5 9,930.2 9,993.6 9,820.8 9.5%
5 Turkey 7,228.8 7,073.3 7,171.2 7,142.4 6.9%
6 USA 5,621.8 5,863.7 5,996.2 5,961.6 5.8%
7 Argentina 3,110.4 3,150.7 3,191.0 3,179.5 3.1%
8 Chile 2,931.8 2,931.8 2,960.6 3,001.0 2.9%
9 Iran 3,024.0 3,058.6 2,954.9 2,920.3 2.8%
10 Portugal 2,557.4 2,557.4 2,557.4 2,557.4 2.5%
11 Romania 2,488.3 2,511.4 2,517.1 2,494.1 2.4%

World total 100,494.7 101,111.0 103,115.5 103,449.6 100%

Table 1. Main wine-producing countries in the world (in km²) 
Source: International Organization of Vine and Wine (IOVW) [18]

Rank Country 2011 2013 2014 2015 % of world 
production

World total 26,543,800 27,885,400 28,230,400 28,395,900 100%
1 Italy 4,673,000 5,402,900 4,473,900 4,950,000 17.43%
2 France 4,432,200 4,107,500 4,670,100 4,750,000 16.73%
3 Spain 3,535,300 3,123,300 3,820,400 3,720,000 13.10%
4 USA 2,692,400 3,114,600 3,021,400 2,975,000 10.48%
5 Argentina 1,547,000 1,498,400 1,519,700 1,340,000 4.72%
6 Chile 966,500 1,282,000 1,050,000 1,290,000 4.57%
7 Australia 1,109,000 1,250,000 1,200,000 1,190,000 4.19%
8 South Africa 1,046,300 1,097,200 1,131,600 1,120,000 3.94%
9 China 1,156,900 1,170,000 1,117,800 1,100,000 3.87%
10 Germany 697,300 910,200 849,300 890,000 3.13%
11 Portugal 562,200 623,100 620,600 670,000 2.36%
12 Russia 698,000 529,000 488,000 460,000 1.62%
13 Romania 405,800 331,000 511,300 350,000 1.23%

Table 2. Main wine-growing countries in the world (liters 000) 
Source: International Organization of Vine and Wine (IOVW) [18]
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Just as wine-makers in the New World have learned from Italy or France about wine-making, 
the Old World also has something to learn from its New World competitors in this respect [19].

The improvement of wine production techniques, the use of Old World techniques to obtain 
more complex wines (fermentation in oak barrels, use of unselected yeast, mixing of sediments, 
etc.) make the border between the New and Old World wines ever more subtle. 

Success examples are Australia and New Zealand. They have developed new wine and food 
products and styles of cuisine, and used these to develop wine tourism as an important link be-
tween networks of local producers and global markets [20]. Especially in the case of wine and 
food tourism in Australia, government has created specific organizations and the provision of 
funding for education, research, cooperative strategies, improving existing networks between 
the private and public sector [20].

3. WINE TOURISM POTENTIAL IN ROMANIA

Romania, as a wine-growing and wine-producing country, occupies the 5th place in terms of the 
wine-growing area in the European Union and the 6th place in terms of the production of grapes 
and wine. The surface cultivated with vines occupies about 1.4% of the entire agricultural area 
of   the country. Alongside Romania, in the Balkan Peninsula, in 2014, there were also important 
areas of viticulture in Greece (1566.7 km²), Serbia (714.2 km²), Croatia (374.4 km²), Macedonia 
(299.5 km²), Slovenia (230 km²), Montenegro (121 km²), Albania (121 km²), Bosnia-Herzegovi-
na (74.9 km²) [21] - Figure 3 and Figure 4.

Figure 3. Vine culture in Fruška Gora, Serbia  
Source: www.winesofbalkans.com

Figure 4. Landscape from  
Dealu Mare vineyard, Romania 
Source: Nedelcu Adrian, 2014.

The “engine” of wine tourism development in Romania is offered mainly by the wine heritage, 
appreciated and acknowledged by the numerous medals won at international contests in Paris, 
Brussels, Berlin, Daejeon (South Korea), Québec or Buenos Aires. 

In the space between the Carpathians, the Danube and the Black Sea, viticulture has been 
practiced since the earliest times. Testimonies are the material traces discovered in Dobrogea 
region, but also the written evidence left by the Romanian poet Ovidiu, which attests the age of 
practicing this culture, two and a half millennia ago [22].
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Since 1990, viticulture and the wine production industry have experienced extensive and radical 
transformations in Romania: vineyards have been the property of winegrowers; hybrid varieties 
have been replaced by noble varieties for the production of quality wines accepted in the EU; 
the establishment of new vineyards with recommended noble varieties, which best value the 
environmental conditions and highlight the qualitative and productive potential in the cultural 
areas delimited to the level of the territorial administrative locality.

In the first international viticulture statistics, Romania had a wine-growing area of   973.8 km² 
and a wine production of 946,347 hl in 1876, while, in 1982, the area grew to 2998.7 km². 
After Romania’s adherence to the European Union (2007), the wine-growing area gradually 
decreased to 2494.1 km² (2014), but grew in quality [2]. 

At the same time, it has experienced structural and qualitative changes in order to develop a 
performing and sustainable viticulture by: introducing the native varieties into the crop (50% of 
the total wine-growing area); increasing the share of wines with protected designations of origin 
(PDO), increasing the share of red and aromatic wines in the total wine production; promoting 
wine consumption; strengthening the producers’ association for the creation of viable vineyards 
eligible for community financial support [22]. 52.5% of the Romanian wine-growing area is 
cultivated with noble varieties (1309.4 km²) and 47.5% with hybrid varieties (1184.7 km²). 

The group of valuable native grape varieties includes the following: white wines (Feteasca re-
gală, Feteasca albă, Grasa de Cotnari); red wines (Băbeasca neagră, Feteasca neagră); aromatic 
wines (Tămâioasa românească and Busuioaca de Bohotin) [23].

In the group of foreign origin varieties, the following stand out by the higher frequency in cul-
ture: white wines (Italian Riesling, Aligoté, Sauvignon and Chardonnay); red wines (Merlot, 
Cabernet Sauvignon, Pinot noir, Burgundy and Shiraz); aromatic wines (Muscat Ottonel) [23].

3.1. Wine Tourism in Prahova County

Prahova County, member of AREV (Assembly of European Wine regions), together with the other 
three counties from Romania (Alba, Arad and Vrancea), is said to hold an important potential to 
become a renowned region in Eastern Europe in the wine tourism sector, if we consider the fact that 
Dealu Mare region (Figure 1), located on the same parallel with Tuscany and Bordeaux, disposes 
of all the natural factors to come close to the good practices of this tourism form on a medium term. 
In the last ten years, it has become well-known nationally and internationally in the wine sector.  
The wine tourism features in Romania became appreciated only after 1999, when the Halewood 
Romania Group launched this form of tourism through modern wine cellars with special areas 
for the reception of tourists, wine tasting, restoration, with accommodation, a wine museum 
or winery outlet (the Rhein Wine Cellars and guest house in Azuga, in the north of Prahova 
County, the only sparkling wine factory in the country that has been operating continuously 
since 1892), visited annually by about 20,000 tourists, of which about 40% are foreign tourists 
arriving in groups from Europe, Asia or North America [25]. 

In 2004, the first thematic route project (the Wine Road in Dealu Mare region, Prahova County) 
was launched in Romania, aiming at revitalizing the wine-growing area. The wine routes have 
multiplied as soon as the wine producers have facilitated the access of tourists to their properties 
through mutual cooperation with hotel owners, restaurant owners and local authorities: Cellar 
Road in Dealu Mare vineyard, Buzău County (Năieni-Săhăteni-Pietroasele-Zoreşti-Verneşti), 
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Vrancea Vineyards Road (Tâmboieşti-Coteşti-Odobeşti-Panciu), Wine Road in Arad vineyard 
(Păuliş-Ghioroc-Covasânţ-Şiria), Vâlcea Wine Road, the wine road network in the vineyards 
of Alba County (Târnave, Sebeş-Apold, Alba Iulia, Aiud), Satu Mare Wine Road, Dobrogea 
Wine and Traditions Road [26]. Various tourist reception structures have gradually appeared 
in the proximity of these wine routes, carrying out different functions: accommodation, public 
catering, therapy or leisure, which potentiate the wine-growing landscapes of Moldavia, Banat, 
Transylvania, Dobrogea or those of Muntenia and Oltenia.

Figure 5. Prahova County-the position of the Dealu Mare region  
Source: Nedelcu, A. 2013 [24] 

Dealu Mare vineyard in Prahova County, acknowledged as the “Red Wine Land”, has an im-
portant potential to become a renowned region in Central and Eastern Europe in the field of 
wine tourism, taking into account that the region, relying on the same parallel as Tuscany and 
Bordeaux wine regions, has all the natural factors to achieve the good practices of this form of 
tourism [26], [27]. 
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Figure 6. Wine centers in Prahova County  
and the number of open wine cellars per year, between 1992-2015 

Source: Mihai Bogdan et al. [27] and Ganusceac, A., 2018.

The wine-growing region of Dealu Mare benefits from several strong points, such as:
• the balanced spatial distribution of the wine-growing fields, based on the existing 

wine-growing centers (Valea Călugărească, Urlați, Ceptura, Tohani), functionally cov-
ering an extended influential space;

• the strategic geographical position close to Bucharest (60-90 km), as well as the easy 
access to the region from Otopeni and Băneasa airports;

• the proximity of large and very large urban centers (Bucharest, Brașov, Ploiești, Buzău, 
Galați or Brăila), which can issue considerable tourist flows, attracted by the features of 
wine tourism;

• the location in the vicinity of European and national roads [28], ensuring the connection 
to other main tourist poles (Transylvania, the Danube Delta, Moldavia), namely A3 Mo-
torway, E60 European Route – a road considered to record the highest road traffic in Ro-
mania, especially on the sector Bucharest-Ploiești-Brașov (where the annual road traffic 
ranges between 6,000,000 and 10,000,000 vehicle transitions), E577 and E85 European 
Routes, represents an „engine” for the regional economic development (Figure 1); 

• the renowned wine-growing and wine production traditions and the attractive touristic 
resource variety;

• the existence of a young clientele (25-40 years) with a purchase power above average;
• the climate conditions fostering touristic activities;
• the increase of the interest in natural products and the return to nature;
• the increasing popularity of movements such as the slow-food movement; 
• the considerable potential to attract investors in wine-growing centers; 
• the important research, development and innovation capacity (Research and Develop-

ment Institute for Viticulture and Oenology, Petroleum-Gas University of Ploiești);
• the existence of local cooperation partnerships (Local Action Groups) in the viticulture 

and wine production sector between the rural localities from Prahova and Buzău Counties, 
elements that can aim to create a destination of excellence for Romanian wine tourism. 
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The Wine Road in Dealu Mare includes 27 wine cellars (of which 20 are wine cellars open to 
tourists) plus 3 wine-producing complexes (Halewood România, Valea Călugărească and To-
hani) and a research unit in viticulture and wine production nationwide at Valea Călugărească 
(Figure 6). The localities crossed by the wine route are: Boldeşti Scăieni (1 cellar), Bucov (1 
cellar), Valea Călugărească (2 cellars), Vărbila, Jercălăi, Urlaţi (5 cellars), Ceptura (5 cellars), 
Vadu Săpat (1 cellar), Gura Vadului (4 cellars), Tohani (1 cellar). 

The main tourist attractions of the theme routes in Dealu Mare region are:
• visits to wine cellars and wine tasting: Seciu Wine Cellar, Lady Ralu’s Manor in Bucov, 

Bunescu-Kelaru Wine Cellar in Valea Călugărească, Urlățeanu Manor, Basilescu Wine 
Cellar, Stenota Wine Cellar, Bolgiu Wine Cellars and Dealu Mare Domains in Urlați, 
SERVE, Rotenberg and Davino in Ceptura, Vitis Metamorfosis Wine Cellar from Vadu 
Săpat, Budureasca, Licorna Winehouse, Tohani Domains and Oenoterra Wine Cellar 
from Gura Vadului; 

• adventures on the cycling route from Dealu Mare vineyard (140 km long between the 
Ghighiu and Ciolanu monasteries, which can be crossed in 5 days);

• visits to religious buildings: monasteries (Ghighiu, Zamfira, Jercălăi, Vărbila) and 
churches (Mizil wooden church which is 52 m tall); 

• admiring the extraordinary panoramas on the top of some hills in Seciu, Stânca Tohani 
(site of community importance within the Natura 2000 ecological network); 

• visits to museums or museum collections such as: 1777 Wine Cellar in Valea Călugăre-
ască, Bellu Manor in Urlaţi, the “Tohani on the wine road” permanent exhibition. 

Even if large funds have been invested in the cellars, some of which comply with European 
standards (Budureasca Wine Cellar, Licorna Winehouse, Basilescu, Stenota) or in tourist recep-
tion structures with accommodation, catering or entertainment functions, some having a high 
degree of comfort, ranking 4 or 5 stars (Conacul dintre Vii boutique hotel from Urlați or Sky 
Blue Hotel&Spa Păulești), which face a reduced tourist flow (increasing compared to 2010), a 
small sales volume, and the profits are small despite the facilities designed for the visit. 

Figure 7. Number of accommodation structures and percentages  
of beds available (2008-2016) in Prahova County 
Source: National Institute of Statistics, 2018 [2]
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The increase in the number of tourist guest houses and hotels in the region in recent years (Fig-
ure 7) reveals an increase in the interest for wine tourism, but almost 60% of the accommoda-
tion capacity in Dealu Mare region has a reduced comfort, while tourists aim more at units with 
a medium (three star), high (four stars) and luxury (five stars) comfort [2].

3.2. Wineries in Dealu Mare Vineyard

For the professionals in the field, wine tourism may be defined by three words: recreation, vine-
yards and wineries, and the vines represent an economic capitalization of the less fertile lands, 
but also the protection of the environment and its revaluation, without affecting its integrity. 
20 wineries operate in Prahova County, the turnover being of approximately USD 71.8 billion. 
Most of these wineries are small in size. These are family businesses that rarely exceed the av-
erage of approximately 25 employees and have a limited production capacity (Table 3).

Wine cellar Cultivated  
surface (ha)

Number of 
employees

Bottles/
year

Turnover
(US $)

Domeniile Tohani 365 83 3.750.000 8.263.327
Budureasca Wine Cellar 275 47 3.000.000 6.272.399
Vitis Metamorfosis Wine Cellar 100 20 100.000 637.473
S.E.R.V.E. Wine Cellar 54 42 700.000 2.372.178
Licorna Winehouse Cellar 35 17 100.000 417.563
Rotenberg Wine Cellar 23 14 75.000 511.775

Table 3. The cultivated surface, the number of employees, the wine production  
and the turnover for 2017 of some wine cellars in the Dealu Mare region 

Source: Ministry of Public Finances, 2018. [28]

Budureasca Wine Cellar, Gura Vadului. Budureasca River valley lies in the area of   the first 
Sub-Carpathian hills, 30 km from Ploiesti. The river terraces comprise 31 archaeological sites, 
the densest ancient human settlement in Dacia. The archaeological evidence found nearby sug-
gests that this place has a tradition rich in wine production, dating since the Dacians [29].

Viile Budureasca Company was founded in 2001 and currently has one of the most modern 
constructions for wine production in the region and in the country. The wine cellar was opened 
in 2013 and has an area of   5,300 square meters with a storage capacity of 2.5 million liters of 
wine. The wine-producing complex includes three major areas: the production/fermentation 
zone, the conditioning/storage area and the wine maturing area in oak barrels. The complex also 
has offices and several tasting spaces, including views of the barrel hall, as well as an outlet for 
marketing and sale. The company cultivates an area of   nearly 300 hectares of vines, of which 
250 ha have been replanted, whereas the old varieties are preserved on 30 ha, and 7.5 ha are 
destined for the production of organic wines [29].

The wines produced in Budureasca are classified as follows: 55% are red wines (Cabernet Sau-
vignon, Feteasca neagră, Merlot, Pinot Noir and Shiraz) and 45% are white wines (Sauvignon 
Blanc, Feteasca Regală, Tămâioasa Românească, Chardonnay, Feteasca albă, Pinot Gris, Ries-
ling and Muscat Ottonel). The winemaker of the winery is Stephen Donnelly, an international 
oenologist with more than 30 years of experience, known as the “Flying Winemaker”. He began 
his career in Napa Valley, then he travelled to England, Hungary, South Africa, India and Ro-
mania. Since 2007, he has won over 70 gold and silver medals at famous world contests such 
as Rose du Monde, Mundus Vini, Mondial du Merlot, Decanter, Mondial de Bruxelles, and the 
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International Wine Challenge. Budureasca Wine Cellar exports its wines to Japan (Fetească 
neagră); Belgium (Chardonnay and Fume); China, the Netherlands and the United Kingdom 
(premium wines) [29].

Rotenberg Wine Cellar, Ceptura. The wine cellar was founded in 2007, when the current 
owner and wine producer, Mihail Rotenberg, purchased the old wine cellar from Ceptura, which 
was severely damaged. The wine cellar has been gradually renovated in a “boutique” style and 
reminds of its old splendor, being visited by more and more tourists each year. Rotenberg Wine 
Cellar is also one of the main sponsors of “George Enescu” International Music Festival. It has a 
wine-growing surface of 23 ha on the territory of Ceptura and Fântânele towns, mostly cultivat-
ed with Merlot, Cabernet Francs and Cabernet Sauvignon (Table 3). For a high degree of quality, 
the grape production is limited to 6 tons/ha, and the grape harvest and selection is performed 
manually only. It is a producer of artisan premium wines, using a gravitational wine produc-
tion unit, where the wine is exclusively produced according to the traditional method, with-
out any trace of industrialization or robotization [30]. The grapes are separately fermented on 
planes here, producing the “Single vineyard” wines. The red wine is fermented in semi-opened 
containers, with a submerged cap. Although it is expensive and non-industrial, this procedure 
confers wines a special distinction, which cannot be attained in stainless steel tanks. The two 
overlapped cellars allow the gravitational technological flow where the wine is not mechanically 
stirred by the pumps. The wine flows from the fermentation containers into the barrels and from 
the barrels into the bottles under the influence of its own weight, thus avoiding the mechanical 
filtering. 75,000 bottles of wine are produced each year [30]. 

The cellar wine brands (Merlot Rapsod, Merlot Arlequin, Merlot Menestrel, Merlot Notorius, 
Merlot Emeritus, Merlot Classic, Rose Rotenberg) were awarded many medals at various in-
ternational and national competitions, among which the silver medal awarded for Rotenberg 
Merlot 2006 at the “Mondial du Merlot” Competition from Switzerland (2010).

SERVE Wine Cellar, Ceptura. Count Guy de Poix, winemaker who managed to make his 
mark in Corsica (France) for more than 20 years, has chosen Romania in spite of its discour-
aging appearance in the post-revolution period, having a vision of the qualitative potential of 
Dealu Mare vineyard. For him, Romania would become the country where he and his wife, 
Mihaela, would create “S.E.R.V.E.” Wine Cellar in 1993, producing exceptional wines from the 
production of 60 hectares (Cabernet Sauvignon, Feteasca neagră, Pinot noir, Merlot, and some 
of the white varieties such as Chardonnay and Fetească albă) [31].

The construction of the new wine cellar began in 2000 and the first bottling took place in 2001, 
the first crop becoming wine in 2002. Built in 2012, the tasting pavilion, with a capacity of 35 
people and access to a spacious courtyard, the wine cellar can host special events such as team 
building tastings or small private events. The company has participated in several international 
competitions where it has won over 30 medals [31].

Vitis Metamorfosis Wine Cellar, Vadu Săpat. With the consent of the Antinori family (spe-
cialized in the vine culture in the Tuscany region for over 600 years), in 2002, in Vadu Săpat, a 
joint venture emerged between the English Halewood company, the oenologist Fiorenzo Rista 
and Marchesi Antinori [32].

At present, Vitis Metamorfosis domain in Dealu Mare vineyard has an area of   100 hectares 
planted with Cabernet Sauvignon, Fetească neagră, Negru de Drăgăşani, Fetească regală, Fe-
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tească albă, Tămâioasă Românească, Muscat Ottonel, Merlot, Syrah, Pinot noir, Sauvignon 
Blanc or Chardonnay (Table 3).
The cellar of the company was completely renovated and refurbished between 2012 and 2013. It 
has an area of   13,000 square meters, of which 5,000 square meters are built, with a processing 
capacity of 1,000 tons and the storage capacity of 11,500 hectoliters. The most important inter-
national contests in which the wine cellar took part are the Decanter World Wine Awards, The 
Global Cabernet Sauvignon Masters and International Wine Contest Bucharest. The wine of the 
wine cellar was awarded medals at all these contests. The wine cellar organizes vineyard walks 
and tasting tours for passionate tourists. 

Licorna Winehouse Cellar. Licorna Winehouse Complex is located in Gura Vadului, in Dealu 
Mare vineyard. Founded in 2013, the complex comprises a wine production center with a grape 
processing capacity of 150 tons/year and a bottling line capacity of 1,000 bottles/hours, a prod-
uct warehouse with two areas (one for the ageing of wine bottles and another for the storage 
of the products ready for delivery), as well as a beautiful noble manor built during 1907-1909 
by Italian stone masons [33]. The total investment value amounts to more than EUR 3 million 
and the cellar annually produces approximately 130,000 liters of wine under brands like Ser-
afim, Licorna, Bon Viveur, Anno. Licorna Winehouse owns approximately 35 ha in the region 
of Dealu Mare, where the following Romanian varieties distinguish: Fetească albă, Fetească 
regală, Tămâioasă românească and Fetească neagră, but also the most famous international va-
rieties – Chardonnay, Sauvignon blanc, Merlot and Cabernet Sauvignon [33]. 

The young oenologist of the cellar, Gabriel Lăcureanu, designated oenologist of the year 2016 
in Romania, was awarded two gold medals for Bon Viveur 2014 (the symbol of the cellar) at 
Berliner Wine Trophy (2017) and at Decanter World Wine Awards (2018). 

Domeniile Tohani Wine Cellar is located in Dealu Mare vineyard in the eastern extremity of 
Prahova County, in Tohani village (Gura Vadului Town). The wine-growing estates spread over 
seven hills, on approximately 365 ha, facing south-east and blessed by a special climate with 14 
sunny days more than other wine-growing regions of the country [34]. 

Thus, the grapes mature earlier and have more time to acquire quality features. The Medi-
terranean microclimate, which allows figs and almond trees to grow, offers the vine special 
development conditions, which give the Tohani wines intense colour and flavours, texture and 
a balance of the senses. Over 300 million bottles are produced each year and the cellar owns 
highly appreciated wine brands in Europe, Asia or North America and that are awarded medals 
at many national or international competitions. Apogeum, Valahorum, Principele Radu, Moșia 
de la Tohani, Princiar, Domeniile Tohani distinguish among the brands. The last creation of oe-
nologists Albertus van der Merwe and Marin Ion is Flori de Gheață brand, is the first ice wine 
produced at Dealu Mare vineyard. The only wine collection from the area is preserved here, 
housing over 100,000 collection wine bottles. The construction of a new factory with state-of-
the-art technology in the 2000s and the re-cultivation of the vines on considerable surfaces have 
also modernized the wine-growing estates. The quality of the wine produced by Tohani Wine 
Cellar was acknowledged in 2012 when the company became the purveyor to the Royal House 
of Romania [34].

All these wineries, regardless of their size, have recorded an increase in their turnover. To sur-
vive the competition represented by the large wineries, the smaller ones focus on the diversifi-
cation of their offer, targeting a new customer segment that can be served right at the winery. 
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We can say that these wineries go through a transition or a reconversion in order to serve the 
tourists, the winemakers also becoming tourist service providers. For some of them, this is an 
alternative to create a renowned international brand, a long-term strategy that has a lot of ben-
efits especially for wine tourism, although it also bears certain risks.

4. THE IMPORTANCE OF WINE TOURISM  
IN THE LOCAL ECONOMIC DEVELOPMENT

Wine tourism can generate an increase in the profitability of the tourist activity, as well as the 
assertion of a sense of satisfaction for the quality of the service, which may also be favourable 
prerequisites for expanding this activity.

More and more wine, cheese and honey festivals, included in the development and marketing 
plans of most of the destinations and the administrative-territorial units from Prahova County, 
are events that combine wine and food in a “marriage” relationship. These are traditional prod-
ucts specific to Dealu Mare region, and important elements that serve the competitiveness of 
the touristic destination. 

Figure 8. Development strategy vision in Dealu Mare region

Wine tourism is closely related to the hilly rural space specific to Dealu Mare region, therefore it 
answered the economic difficulties faced in the ‘90s by the agricultural sector. Together with ru-
ral tourism, wine tourism contributes to the growth of local economy, of workforce employment 
and of the population’s incomes, as well as of the town infrastructure (roads, bridges, water 
supply, electricity and telecommunications). This growth, in turn, may drive the development 
of other industrial sectors that are closely related to the rural, cultural tourism. It may bring 
some residential facilities, such as sports and entertainment facilities. It may contribute to the 
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development and diversification of the (trading, educational, financial and banking, transport, 
medical) services, and, last but not least, it may efficiently contribute to the preservation of cul-
tural and environmental resources. The development of thematic routes in the space of Dealu 
Mare region (Wine Road, Fruit Road, the Route of Rulers, Salt Road), combined with a series 
of activities, cultural events (festivals dedicated to the wine, the plum brandy, the cheese, the 
cooking art, etc.) and the open air attractions represent elements that may drive cooperation and 
partnerships between the local areas and may contribute to the local development [35]. 

For Prahova County, wine tourism may bring significant benefits to the local communities 
from the wine-growing area of Dealu Mare vineyard, by improving business competitiveness, 
by addressing the social needs and by preserving the cultural and natural environment. The 
wine-growing surface located on the territory of Prahova County represents a true heritage 
of a great value if we consider that 1 ha of vine equals 8 ha of cereals in terms of economy. 
In the wine-growing region of Prahova, made of 3 towns (Mizil, Urlați, Boldești-Scăieni) and 
8 localities (Gura Vadului, Călugăreni, Vadu Săpat, Fântânele, Ceptura, Iordăcheanu, Valea 
Călugărească, Bucov), territorial development is targeted through a large-scale strategic vision 
(including here the Development Pole Ploiești-Prahova), integrating the three dimensions - eco-
nomic, social, cultural - by acknowledging that this development is supported by people and 
communities (Figure 8).

5. CONCLUSIONS

Through its geographical location, Prahova County plays an important regional and national 
role in the territorial and economic cohesion and may become an integrated part of the national 
economic development axis formed of the urban areas of Bucharest, Ploieşti and Braşov. In this 
context, tourism is the link between the economy, the urban and the rural civilizations, a great 
potential triggering the development not only of the urban space, but also of the rural one. 

The combination of tourism and agriculture is undoubtedly the main activity in Dealu Mare 
region, but also the viable solution for local and regional sustainable development. The products 
specific to the rural households (wine products, meat, milk, cheese, honey, fruit and vegetables, 
etc.) of Prahova can be capitalized through wine or gastronomic tourism, both indirectly and 
directly.

More and more wine, cheese and honey festivals, included in the development and marketing 
plans of most of the destinations and the administrative-territorial units from Prahova County, 
are events that combine wine and food in a “marriage” relationship. These are especially tradi-
tional products specific to Dealu Mare region, and important elements that serve the compet-
itiveness of the touristic destination. Tourism can and must be the link between the economy, 
the urban and the rural civilizations, a huge and challenging potential for rural development in 
Dealu Mare region. 

The two traditional activities (viticulture and wine production) allow a better balance of eco-
nomic, social and cultural development through the spatial diffusion of the growth impulses 
generated by the wine-producing centers - the engines of local and regional sustainable devel-
opment. Wine tourism, a tourism component from Prahova County, is a sub-sector with a high 
potential for development, thus representing an occupational alternative for the rural workforce, 
a way of diversifying the economic activities in rural areas and stabilizing the rural population. 
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A sustainable development of wine tourism implies three main directions of action: increasing 
private investment in premium wine cellars, high comfort accommodation and catering; invest-
ments in public infrastructure and activities promoting Dealu Mare region brand. 

Wine tourism is able to bring significant benefits to the local communities from Dealu Mare re-
gion by improving the competitiveness of businesses/companies, by responding to social needs 
and, above all, by preserving the cultural and natural environment. But it is important to re-
member that wine regions must compete with other tourist destinations so policy-makers should 
carefully consider whether initiatives are necessary and should be market driven.
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Abstract: Some modern trends in the development of tourism appear, one related to environmental 
care, too. Environmental care is an important and indispensable condition for achieving sustainable 
development.

The purpose of this publication is to define the environmental trends in tourism and to examine some of 
the aspects in their manifestation. Ecological trends in tourism have a variety of manifestations. This 
paper examines part of the manifestations of ecological trends in tourism in the world, Europe and 
Bulgaria. Their benefits are the focus of the study.
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1. INTRODUCTION 

The environmental problem is one of the global problems of humankind. Tourism is an 
industry that uses significant natural tourism resources. It has long been considered that 
this is relatively harmless to the environment. But with increasing tourist consumption, 

conflicts are increasingly emerging between the tourist industry and the natural environment. 
The increasing interest in natural tourism resources poses risks from:

• exceeding their capacity - the number of visitors is greater than the capacity allowance 
(calculated on the basis of area, length, volume, etc.) of the respective resource;

• overload - the number of visitors is greater than the allowable capacity according to 
the capacity of the respective resource, as the visitors put pressure on the environment 
through their activities (household waste, harmful gases from the means of transport, 
soil leaching, crushing of the vegetation, etc.);

• demolition - e.g. the breakdown of stalactites and stalagmites may lead to disturbance 
of the ecological equilibrium associated with swamps of water basins, extinction of 
sensitive species of plants and animals;

• degradation - changes in the natural environment have led to permanent negative chang-
es and often irreversible loss of tourist attractiveness; [2]

For the purposes of this study, general science methods such as analysis and synthesis are used. 
Through analysis, the object of the study is dissociated into constituent parts by abstracting 
the links between them. On this basis, the facts can be systematized. Synthesis is a process of 
identifying the links between the elements and signs to create an accurate idea and a complete 
picture of reality. Normative documents and literary sources have been analyzed. Other methods 
of theoretical knowledge such as induction, deduction, and generalization are also applied.
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2. THE ESSENCE OF ECO-TRENDS

Eco-trends are related to the pursuit of environmental friendliness and care for nature. So eco-
trends in tourism are newly introduced and are aimed not only at a responsible attitude towards 
nature but also at improving the quality of the tourist product. They thus contribute to sustain-
able development through solutions that reduce the impact of tourism on the environment and 
exploited resources and ensure more effective use.

An important part of environmental trends is eco-innovation. Implementation of eco-innova-
tions in industry is often associated with increased costs. However, the essence of such inno-
vations requires the most cost-effective solutions to reduce the impact of tourism growth on 
resource use and the environment and seeks to use these resources more effectively. The aim of 
eco-innovations in tourism is to improve existing business models, which would benefit busi-
nesses, customers, state bodies and local communities through job creation, improved living 
conditions and ecosystems protection. With appropriate investment, tourism can become even 
more profitable, labor-intensive and environmentally friendly. Considering that the number of 
international tourists grows more and more important than ever, it is now necessary to justify 
and motivate eco-innovations as a catalyst for sustainable tourism and stable tourism growth.

Eco-innovations increase resource and energy efficiency by making available more sustainable 
sources, recycling more of the production waste and products and using more acceptable meth-
ods to deal with unnecessary waste materials and pollution. They are not limited to individual 
technologies, products, processes and equipment, systems, and know-how, but they also include 
certain behaviors and attitudes, organizational and managerial approaches.

3. THE NEED FOR ECO SOLUTIONS IN TOURISM

Competitiveness in tourism is closely linked to three main objectives - development, integra-
tion and conservation. It is difficult to talk about any economic growth without storing tourist 
resources and incentives for civil and corporate responsibility. Innovation in this respect brings 
significant benefits by helping to increase the sustainability of the tourism sector - meeting the 
needs of society in a way that can continue indefinitely in the future without harming or ex-
hausting natural resources, meeting modern needs and exposing risk the right of present and 
future generations to live in a preserved and improved environment and nature.

Focusing on sustainable development and in particular on green innovations can reduce envi-
ronmental damage, reduce costs and increase the competitive advantages of any tourist enter-
prise or tourist destination and, at the same time, improve their reputation - respectively the 
attitude of stakeholders.

The faster development of eco-technologies is unthinkable without innovation. Eco-innovations 
expand the possibilities and allow the production of new and/or sophisticated products and 
the achievement of environmental performance with less inbound operations. This ensures the 
independence of economic growth from natural exhaustion of capital and environmental pollu-
tion (for example, towards more and cleaner resource-efficient technologies). Some innovations 
can directly increase resilience to sudden environmental changes.
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Implementing innovations that promote wider dissemination of existing technologies by adapt-
ing them to local conditions is extremely important for all countries. This usually leads to a 
reduction in production costs and an increase in the competitiveness of enterprises and is at a 
lower risk than other innovations. The introduction of changes and the use of novelties in the 
form of upgraded technologies, products and services, production, service and management 
naturally contribute to expanding existing markets and creating new ones.

The tourism industry is vigorously developing, using obvious, surface-based development re-
serves, and needs a new impetus in seeking innovation to defend its own positions in competi-
tive struggle. The ability to attract the attention of stakeholders provides stable income and busi-
ness progress. It is entirely possible to achieve this by applying eco-innovations to distinguish 
the particular organization from others. The eco-innovations in tourism can provide significant 
economic, social and environmental benefits. They contribute to sustainable development by 
reducing costs, increasing income, creating jobs and increasing resource efficiency.

The arguments for such an assertion lie in the essence of the tourism industry, whose develop-
ment is directly dependent on the factors of the environment and the quality of natural resourc-
es. The constant pressure on the environment by both the industry and the other economic sec-
tors is a serious threat to themselves, to global public production and to society as a whole. The 
overbuilding, waste water generation and solid household waste, irresponsible use of natural 
resources (relief, climate, water, biodiversity and landscape) affect environmental components 
and lead to serious environmental problems that either endanger the tourist site itself or reach a 
larger scale and reflect on the reputation of the whole destination.

The modern concept of sustainable tourism development requires maintaining a balance be-
tween five important elements without giving priority to any of them. These are: economy, 
pleasure from tourism, society, culture and the environment. The distinctive elements of this 
activity are: compliance with the permissible environmental load within which human activ-
ity should be sustained; awareness of the interdependence between economic activity and the 
environment; long-term planning and policy [3]. Surveys and analyzes of modern ecotourism 
policies and green innovations are seen as a new recreational opportunity, combining economic 
and social benefits with environmental responsibility in tourism [4]. Environmental responsibil-
ity is one of the main factors influencing global competitiveness of tourism.

The number of visitors to ecologically sensitive sites is constantly increasing due to the growing 
interest in tourist attractions. The main problems arising from this fact are related to the use of a 
large number of motor vehicles and the concentration of people during the peak periods, and this 
is particularly true for the attractive places to visit in the contiguity of the cities. Natural parks 
and other protected areas are endangered by the unending human flow, from the pursuit of more 
outdoor activities in them, as well as from the construction of new tourist sites on their periphery. 
Wildlife attracts tourists irresistibly, and this often leads to irreversible damage - erosion and soil 
destruction, threatening the natural population of animals and plant species in these areas etc.

4. ЕСО PRACTICES

The processes related to the sustainable development of tourist destinations correspond to the 
identification of good environmental practices and the sustainability of their territories and 
products. It is necessary to study and draw up such practices to be more widely applied in 
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tourist areas. An example of this is the eco-movement that has begun to create new marketing 
approaches to gain a larger eco market share. In recent years, this trend has been widespread in 
the hospitality industry - more and more hotels become greener and offer eco-variants of service 
and accommodation. This is usually related to certification and eco-labels.

There are several voluntary regional national and international eco-labeling programs in the 
tourism industry. Some of them are verified and others act on the principle of good repute 
without any certificates. Certified programs include the US Green Seal program and the Danish 
Green Key; the US Green Building Program (LEED) (Environmental and Energy Guide); the 
application of ISO 14 001 in tourism related to the policy of sustainable and responsible tourism 
at local and national level, etc.

The introduction of the Environmental Management System according to the requirements of 
ISO 14 001 allows tourist complexes to control adverse impacts on the following environmental 
aspects that affect customer preferences:

• air cleanness - improvement of its quality within the respective tourist site;
• pollution of the environment caused by transport - providing environmentally friendly 

transport;
• noise reduction;
• reducing water consumption and improving its quality by controlling the pollution of 

natural water sources;
• recycling of waste;
• reducing excessive electricity consumption;
• use of cleaning and laundry detergents that less pollute the environment and so on.

Certificates are also being developed under the World Tourism Organization (UNWTO), the 
Convention on Biological Diversity and the General Agreement on Trade in Services. There 
are also private schemes introduced by international hotel chains to provide the same quality 
service throughout the chain across the world. For different types of organizations in the field of 
tourism different specifications apply:

• for beach equipment, yacht marinas and yachts - Blue Flag Campaign
• for hotels - ECOTEL Certification;
• for camping sites - Eco-Picto;
• for tour operators, hotels and tourist destinations - Green Globe Certification;
• for nature tourism areas - PAN Parks Initiative and others.

There are several voluntary systems in Bulgaria to certify the sustainable development of tour-
ism enterprises. Some of them belong to already mentioned large-scale international certifica-
tion programs and/or specialized eco-labels. The National Ecolabel scheme is also one of the 
possibilities for obtaining eco-label for hotels in our country. (The Bulgarian mark is a stylized 
leaf, the handle of which depicts a small handwritten letter „e”.) The specific requirements are 
defined by an order of the Minister of Environment and Waters. They are identical to the EU 
award criteria laid down in decision 273 of 2003.

The Bulgarian Association for Alternative Tourism (BAAT) works with the Green House cer-
tificate. By mid-2018, nearly 50 guest houses and family hotels have been awarded, which have 
successfully passed an assessment of compatibility with European criteria for quality accom-
modation where the negative impact on nature is minimized. The hosts are often families of 
the local community who know their end and are able to present to the guests the beauty of 
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the surrounding nature, the charm of the traditional lifestyle and the peculiarities of the local 
cuisine. They strive to save their natural resources, not to pollute the environment, and encour-
age guests to travel in a responsible manner with respect for nature. For the fans of a healthy 
and sustainable way of life, BAAT also publishes a club card „Guest in a Green House”, which 
grants concessions to the bearer and his family in sites with the brand, as well as in commercial 
outlets and institutions with a policy of responsibility towards the nature and health of people.

One of the major consumers of resources and products in tourism branch is the accommodation 
sector. Consumption includes land, building materials (paint, wood, textiles, etc.), installations 
and furnishings, cleaners, food and equipment (air conditioners, computers, elevators, ovens, 
etc.). It follows daily electricity and water consumption. The hotels are open 24 hours a day, sev-
en days a week, year after year and use electricity every day for general cleaning and guest ser-
vices. Such large-scale current consumption of products and resources requires environmental 
action to be taken to protect the environment and preserve resources for future generations [5].

The implementation of a variety of eco-innovations in the hotel industry began as early as the 
end of the twentieth century. Gradually their use is gaining popularity and is expanding. Today, 
this is a widespread practice which is a carrier of modern trends in the development of the hotel 
industry. New technologies are introduced not only because of nature care, but also for reliev-
ing and reducing manual labor as well as lowering costs. Innovative solutions are important 
for increasing the uniqueness of the hotel as well as competitiveness. The most cost-effective 
innovations that meet consumer demand are at the same time sources of additional income and/
or cost-cutting too. Hospitality savings are an important prerequisite for increasing profits. They 
are not synonymous with low category and low quality. On the contrary, more and more high-
class hotels use a number of savings (photocells, solar correctors, room cards, etc.). Even many 
of the high-tech innovations are available only on high-class hotel chains. Economical hotel 
management is being applied carefully. It is not at the expense of the luxury offered.

In connection with these trends appear so-called eco-hotels (green hotels, bio hotels). The accent 
in their product is on environmental friendliness and nature conservation. They are built from 
environmentally friendly materials, use extensive raw materials and recycling technologies and 
fit harmoniously into the environment. They are particularly valuable for untapped tourism re-
sources. Their offer is related to various forms of alternative tourism and above all ecotourism.

Eco-hospitality is already a fact on a global scale. Nilsson-Andersen and Andersen [12] are 
looking at examples of green practices of hospitality in Austria, Portugal, Denmark, Finland, 
Sweden, Norway, Iceland, Russia, Korea, Mexico. These authors also provide digital data about 
the growing popularity of green innovations. Carlsen, Liburd, Edwards, Forde [11], except on 
Scandinavia, also focus on Western Australia, Sri Lanka, Ghana, and the United States (Arizo-
na and Colorado).

In connection with these trends is the creation of the Green Hotels Association (GHA), which 
has been based in Houston since 1995, which unites all hotels around the world that have decided 
to accept the ecocase and be part of environmental protection (the list includes over 500 hotels 
and continues to grow). GHA does not certify or recommend certification: „Certification is very 
expensive and time consuming. The Certification Organization wants to re-register each year or 
two years - spending thousands of dollars and spending many hours again. There are over 800 
different green certifications worldwide. If the guest does not understand what the particular 
certification logo or sheet of paper displayed in the lobby is, what does it mean?”[14]. Part of the 
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initiatives of the Association are the introduction of energy-saving measures (energy manage-
ment systems, energy saving lights, ceiling fans, lighting cards, motion sensors in public places, 
etc.), water saving techniques (showers and toilets with low level of flow, cards that guests leave 
on the bed if they do not want their sheets to be changed or towels collected, etc.), recycling of 
waste, cooperation with innovative suppliers offering green goods and services, etc. GHA seeks 
to attract more hotel organizations and familiarize them with the good practices already in place 
around the world. „Being green is already number one. Being green means automatically higher 
value of the service. Being green means the doors open wide in front of guests who come back 
and forth. Being green means retention of staff for longer because people realize that man-
agement takes care of their health and well-being.” With this address, the Association calls on 
hoteliers to think about the ecocase. Upon joining, members receive a 161-page guidebook with 
comprehensive guidelines and ideas, capabilities and techniques to conserve natural resources, 
reduce costs, information on the impact of a hotel on the tourist destination, and so on.

Greece, Italy, Switzerland, the Netherlands, Great Britain, Portugal are part of the Greens Asso-
ciation in Europe, but many hotels and restaurants from other countries are also included in the 
ecocase, though are not members of the organization. For example, the French hotel industry is 
increasingly focusing on ecology - from the luxury hotel to the country cottage. AFP (Agence 
France Presse) reports some of the measures taken by hoteliers and restaurateurs: wood heating; 
buckets for separate garbage collection in the rooms; a kitchen made up of local products only; 
fountains with regulated flow rate; thermal dehumidifier for waste treatment (the technology 
allows the production of floor washing water as well as the dry substance used for fertilizing), 
etc. The number of green homes in the „Gîtes de France“ chain has doubled for a year and they 
are already a hundred, while at the same time 200 more environmental projects are being built. 
„Le Fouquet’s” chic restaurant in Paris has set itself the goal of reducing its carbon dioxide 
emissions by 20% by 2020. Its customers can use hybrid cars or an electric-powered moped to 
move to the restaurant.

An expression of the growing greening in tourism is the promotion of a variety of activities 
practiced in a natural environment. This quest is reflected in ecotourism. The ecotourism is 
increasingly popular with its annual growth of between 10% and 30% for different parts of the 
world (UNWTO). But because it is too good to be fashionable, there are cases of misuse of 
this concept in the world practice. Ecotourism is already perceived as an alternative to mass 
tourism - it uses the natural resources without respecting them and without taking care of their 
preservation. In ecotourism, environmental protection is a conscious need that guarantees the 
conservation of resources and their use by future generations. This is why it is often referred 
to as sustainable tourism, but this is not quite accurate. Sustainable tourism is a wider concept 
covering all types of tourism where the environment is not destroyed but protected.

The International Ecotourism Association describes it as „a responsible journey to natural areas 
that preserves the natural environment and contributes to the well-being of local people.” These 
natural areas are usually unaffected or affected to a very limited extent by humans. In addition 
to contributing to the well-being of local people, ecotourism also has a positive impact on visi-
tors. Together with his recreational significance, he also has a cognitive and educational value. 
Visitors typically have a high educational status and show increased interest in local nature and 
local communities, respecting differences and seeking to preserve their authenticity.

Ecotourism places are typically protected areas such as national and nature parks, protected 
local areas, natural landmarks, and specially designed ecopaths. These places are preferred be-
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cause of the fact that their natural environment is the least changed. The ecopath is a walkway 
including „highly attractive natural resources and has a very strong presence of biotic compo-
nent” [13]. The purpose of eco-paths is to reveal inaccessible natural beauties. The construction 
of tourism infrastructure for ecotourism must meet a number of requirements. It should fit har-
moniously into the natural environment, be made of natural materials (e.g. wood) and not dis-
turb the natural equilibrium in the assimilated territories. Apart from eco-paths, there are also 
hiking trails, bike paths, extreme trails, shelters, bivouacs, black roads and parking spaces. In-
frastructural elements accompanying the eco-paths are railings and fences, ladders and bridges 
that provide access and safety to visitors as well as information and signboards and signs. There 
are also arbors, sheds, benches, picnic tables, fireplaces, fountains, quays, rope structures, chil-
dren’s and sports facilities. Waste collection is organized through bins, which may be separate. 
Some eco-paths also have toilets that can be compost.

Innovative solutions have a wide scope for building observation sites. There are a wide variety of 
architectural solutions and designs worldwide. It is extremely important to select materials that have 
to ensure safety on the edge of rock wreaths and slopes, waterfalls, water courses, etc. In connection 
with this, the preferred materials are metal (for strength) and glass (for visibility). Not only the plac-
es that are being promoted, but also the observation sites themselves become a tourist attraction.

As a good example of eco-innovations, other modern infrastructure such as rope gardens, cable 
trolleys, rope routes, hanging bridges, tree-walking facilities are also considered [9]. All of them 
are an expression of the desire to include tourist attractions in the natural environment. They 
provide exciting experiences for visitors and do not disturb the natural balance.

5. PLACE OF ECO-TRENDS IN EUROPEAN AND BULGARIAN TOURISM

The promotion of green innovations and the realization of their economic and environmental 
potential is one of the main objectives of the Europe 2020 strategy, where green growth is at 
the heart of the European Commission’s Competitiveness Development Plan. The recovery of 
European economies from the crisis has delayed legislation in this other priority area, but in the 
long run, the intentions to ensure higher standards of environmental protection and the promo-
tion of environmental behavior in industry and society are confirmed.

Developing the concept of eco-innovations in the European Union and developing policies for 
its implementation stems from their economic significance. The value of public procurement 
engaged in these investments amounts to 19% of the EU’s gross domestic product per year, 
mainly in sectors with relatively high environmental impact (office equipment, building compo-
nents, means of transport) and services (maintenance of buildings, transport services, cleaning 
and catering services and construction) [10]. Green Public Procurement, in times of economic 
crisis and budget cuts, has come to the fore as a panacea for many problems, or as a promising 
policy instrument whose benefits have been neglected or not sufficiently taken into account in 
the past. This type of procedures is expected to reduce pollution and damage to the environment 
as well as to reduce the costs that society needs to address these detrimental effects and their 
consequences. The reasons for this are clear and measurable. The award of eco-contracts creates 
prerequisites for increasing energy efficiency and reducing greenhouse gas emissions, recycling 
packaging waste, controlling the use of hazardous chemicals, sustainable forest management 
and farmland. In the long run, expectations are to reach a „critical mass” in the demand for 
end-to-end and intermediate markets for more sustainable goods and services, for example in 
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the use of electric vehicles, environmentally friendly public transport, organic food, renewable 
energy, air conditioning, tailored to the most modern environmental solutions, etc. Green Public 
Procurement can also act as a strong incentive for eco-innovation [1].

The Bulgarian government is committed to promoting so-called green growth in order to 
achieve the EU’s energy and climate goals too. Green growth requires either a reduction in the 
use of natural resources, or the maintenance of the same level of resource consumption and, at 
the same time, an increase in economic growth. To achieve this, it is necessary to develop and 
adopt new and advanced technologies, processes, methods and practices [6]. „Governors need 
to adopt a holistic approach that is consistent with the long-term economic and environmen-
tal goals of the state and is based on the current state of the economy. Each identified priority 
must be pursued through a variety of policies with ambitious but realistic objectives - subject 
to systematic monitoring to monitor progress and, accordingly, adjust the measures. Competent 
authorities should provide widely-accessible information on the benefits of green technology to 
both consumers and businesses.”[7]

Eco-innovations have great potential for increasing the competitiveness of the Bulgarian busi-
ness. They are a sure way to keep economic growth out of the depletion of natural resources and 
the worsening of the state of the environment. Through the production of environmentally friend-
ly products and the application of environmental technologies in their production cycles, compa-
nies can increase their competitiveness and enter new international value chains. Promoting and 
implementing green innovations in different economic sectors can also improve people’s health, 
reduce resource use and environmental degradation, and increase security of energy supply. [8]

Given the comparatively lower level of economic development in Bulgaria compared to other 
EU Member States, this transformation requires serious social and political innovations in the 
country over a longer period.

Despite the significant progress, the innovative activities in Bulgarian tourism continue to face 
different obstacles: lack of awareness among tourists; insufficient awareness of the expected 
investment of entrepreneurs; limited access of micro and medium enterprises to finance; poor 
integration of policies with key sectors such as transport, energy and the environment. Wider 
adoption of strategic approaches to stimulate eco-innovations in tourism requires large horizon-
tal and vertically coordinated policies.

6. CONCLUSION

The tourism industry is increasingly striving for a responsible attitude towards the environ-
ment. Environmental friendliness is realized through the introduction, promotion and applica-
tion of green innovations. Their use is among the modern trends in the development of tourism. 
Eco-innovations in tourism are of a varied nature and include not only the high technology ap-
plied in, for example, economical hospitality but also architectural and landscape solutions for 
the harmonious co-existence of tourist sites and activities with the natural environment. Their 
application is associated with a number of benefits such as:

• tourist sites become more preferred and attractive;
• tourism businesses reduce their costs, making them more efficient and more cost-effective;
• real environmental care and the concept of sustainable tourism development;
• tourists are more satisfied with their responsible tourist experience.
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The leading role in the introduction and application of eco-innovations in tourism belongs to 
the well-developed tourist destinations where there is a conscious need to preserve the natural 
environment as a necessary and indispensable condition for a sustainable tourism development. 
Many of them are in Europe, so it can be argued that “the old continent” has good practices in 
this respect. The tourism industry in Bulgaria is also increasingly striving for environmental 
friendliness. This is reflected not only in the application of new technologies but also in the use 
of natural materials, the desire to harmonize the new entities in the environment, etc.

In connection with the above-mentioned benefits, eco-innovations in tourism can be expected 
to expand and their nature to be diversified.
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Abstract: One of the most important measures in creating a more competitive position in the tourism 
market is the adoption of the appropriate planning documents in the field of tourism and tourism devel-
opment, in particular the adoption of a clear and responsible Strategy of tourism development, as well 
as defining the key strategic goals and directions of tourism development. The current Strategy lays 
particular emphasis on the key modern tourism trends: in the promotion and booking methods, in the 
field of accommodation, and with regard to contemporary motives for travel in the global tourism mar-
ket. Besides the relevant issues regarding tourism, special emphasis is placed on the strategic approach 
to the key modern tourism trends in the Republic of Serbia. 
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1. INTRODUCTION 

Tourism has frequently been launched as an alternative which potentially can contribute 
to more positive development that attracts visitors, in-migrants and investments, thus 
creating new employment and income opportunities [1]. 

As a branch of industry, tourism is a mass socio-economic phenomenon with multiple positive 
effects, which has in recent years recorded a continuous growth. 

In regard to the aforesaid, it is stated in theory that “tourism is one of the most efficient ways 
to valorize the preserved natural entities (lakes, rivers, mountain views and landscapes, etc.), 
as well as the cultural heritage (archeological sites, monasteries, etc.). Bearing in mind that 
tourism is a specific kind of “space user”, without being an irreparable consumer of natural 
elements, a controlled development of tourism can bring about the development of a particular 
region as well” [2].

As stated in [3], “the consequences of globalization in tourism, as it has progressed so far, have 
been a growing typification of the tourism offer, a high degree of alteration and very often 
degradation of the natural environment, of attractive tourist sites and numerous cultural-his-
torical locations. A process going on in the opposite direction brings into focus the property of 
uniqueness of the local and its basis is the valorization of authentic tourist attractions. At the 
same time, it is associated with the spreading of social awareness of the crucial importance of 
preservation of the natural environment and the cultural-historical heritage”. 

1 Faculty of Law for Commerce and Judiciary, University Business Academy, Geri Karolja 1, Novi Sad, Serbia
2 Faculty of Law for Commerce and Judiciary, University Business Academy, Geri Karolja 1, Novi Sad, Serbia
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This kind of raised environmental awareness relating to tourism has been shaped into the con-
cept of sustainable tourism [3].

In recent years conditions have been created in the Republic of Serbia for developing the tour-
ism industry and tourism capacities, relying on the advantages of Serbia in this area.

According to [4], within the European Union tourism represents “one of the main sectors of 
economy with 9% employees and 9% share of consumption. In addition, it is one of the first 
five export categories in 83% of all the world countries, and the main source of foreign curren-
cy earnings in almost 38% of countries. As a result, tourism plays one of the main roles in the 
economy of many countries, as a source of employment and a way to fight poverty”.

Besides the relevant questions with regard to tourism in Serbia (the concept and kinds of tour-
ism, the elements of effects of globalization processes on the global trends in tourism, tourist 
needs and experiences, etc.), in this article we will particularly address the strategic approach to 
the key modern tourism trends in the Republic of Serbia. 

The principal source for analysing the key tourism trends in the Republic of Serbia is the Strat-
egy of Tourism Development of the Republic of Serbia for the period 2016 – 2025 [5].

2. A THEORETICAL REVIEW OF THE RELEVANT ISSUES  
IN THE FIELD OF TOURISM

Tourism is frequently viewed as a purposeful, planned and motivated behaviour, where the ex-
pectations of the traveller play the most important role in travel decision-making. It is therefore 
that the needs, views and motives of tourists are decisive in this respect [6].

As it has been pointed out in the introduction, and confirmed by [7] and [8], “tourism plays a 
key role in local economic development”. 

In less developed regions, the local community may derive significant economic-social benefits 
from tourism [9], so that [10] state that “tourism may be primarily viewed as a branch of indus-
try which simultaneously promotes economic growth and equality, by including the use of local 
inputs – local commodities, as well as the involvement of the local manpower”.

Finally, according to the definition of the World Tourism Organization, “tourism comprises the 
activities of persons travelling to and staying in places outside their usual environment for not 
more than one consecutive year for leisure, business and other purposes”. [11].

The current legislation [12] defines the relevant concepts in the sphere of tourism. In this work 
we shall focus on the concepts of tourism activity, tourism destinations, tourism product and 
tourism travel. 

Article 3, item 14a) provides a definition of tourism activity, in terms of providing the services 
of tourism agencies, the services of tourism-related professions (tourist guide, travel companion 
and tourist animator) and providing other services [12].
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Item 15) of the same article offers the definition of tourism destination which, in terms of the le-
gal definition, represents the endpoint of a tourist travel which, owing to its amenities, provides 
the accommodation and stay of tourists [12]. 

The tourism product is defined in item 22), and it represents a set of interdependent elements 
which are in practice organized into a specific value chain comprising material products and 
services, natural values and cultural heritage, tourist attractions, the tourism suprastructure and 
the tourism infrastructure [12]. 

Item 25) provides a definition of tourist travel, which is a combination of two or more tourism 
services (transportation, accommodation, and other tourism services), defined and prepared by 
the travel organiser independently or on the travellers’ request, in the duration of over 24 hours, 
or in a shorter duration, provided that it includes one night, or a stay of more than one day which 
only includes the service of accommodation in certain periods of time or duration, which is 
offered for sale and all sold at one price [12].

In view of the impact of globalization processes on global tourism trends, we can say with cer-
tainty that the world has entered a phase of most dynamic changes. 

According to certain authors [13], “the end of the twentieth, and the beginning of the twen-
ty-first century has resulted in intensive development of production forces, which brings about a 
direct improvement in the living standards. This phenomenon has directly encouraged changes 
in behaviour, and in the structure of tourism demand compared to the previous period. The im-
proved living standards have resulted, among other things, in more massive tourist movements, 
and a rise in tourist consumption, and in turn a rise in the revenues realized from tourism. The 
conducted study, which was carried out by surveying experts, led to the conclusion that changes 
with regard to tourism demand primarily motivated the commencement of the globalization 
processes, with the emerging necessity of internationalization of tourism activity carriers, with 
a view to finding the best possible answers to accumulated expectations in the tourism demand”. 

The globalization processes have, among other things, greatly contributed to a change of social 
relations, which is primarily reflected in the sphere of labour. A progress in the field of leisure, 
along with education, the health status, and information and communications, have recently 
become generators of development in the developed countries [13].

Given the fact that globalization is not a one-way process, the local-global relation in tourism 
has been observed in the following ways: 

• through the two aspects of the relation of these closely related and interlinked phenom-
ena, and 

• through changes in their meanings across different time horizons [14].

It is also stated in [14] that “in the first case the local is only reduced to space, in terms of the 
location of specific tourist attractions, making it easy to speak of their delocalization. This ex-
cludes the perception of the local in terms of peculiarity – all the local elements (the local pop-
ulation, life, culture, customs) which are the truly valuable and interesting motives in a tourist 
offer, or they are largely reduced to casual and superficial information”. 

“In the second case, the local is recognized as a complex system immanent to a specific point, 
or location, irreplaceable, and as such a valuable and interesting “tourism product”, which can 
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also have its exclusive tourism market value. The first aspect (in the context of globalization in 
tourism) moves in the direction of delocalization, the shaping of a “global village” and the glo-
balization of local products; the second trend promotes getting in touch with the local, asserting 
the local distinctiveness and the importance of the local products. We could say it is the second 
form of globalization (the reverse side) which includes interconnections between different cul-
tures, thus contributing to the heterogenization of the modern world” [14].

The characteristics of the effect of globalization processes on the global movement of tourists 
have their primarily observable aspects in terms of the concepts of innovations in tourism and 
the competitiveness of the tourism destination.

It is therefore stated in [15] that “innovation in tourism is the introduction of a new, or the im-
provement of an existing component with a view to realizing tangible or intangible benefits for 
tourism workers and the local community, promoting the value of the tourist experience and the 
primary competences of the tourism sector, as well as increasing competitiveness and tourism 
sustainability. Innovation in tourism may be associated with various areas such as the tourism 
destination, the tourism product, technological and other processes, organizational and business 
models, skills, architecture, services, tools and procedures for management, marketing, com-
munication, quality assurance and pricing”.

It is also explained in [15] that “the competitiveness of a tourism destination is the destination’s 
ability to efficiently use its natural, cultural, human, artistic and capital resources in developing 
and offering high-quality, innovative, ethical and attractive tourism products and services”. 

This is done with a view to achieving sustainable growth within its comprehensive vision and 
strategic goals, increasing the added value of the tourism sector, improving and diversifying its 
market component, and optimizing its attractiveness and benefits for the visitors and the local 
community [15].

The following table provides an overview of different types of tourism and a summary of the 
descriptive characteristics of each individual form of tourism:

• Cultural tourism,
• Ecotourism,
• Rural tourism (agritourism),
• Adventure tourism,
• Health tourism,
• Business (congress) tourism,
• Gastronomic tourism,
• Nautical tourism,
• Mountain tourism,
• City tourism,
• Faith (religious) tourism,
• Naturism,
• Spa tourism,
• Educational tourism,
• Sports tourism.
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№ Tourism type Descriptive characteristics
1 Cultural 

tourism
Cultural tourism is a form of tourism in which the visitor’s main motivation is to learn, 
discover, experience and visit material and immaterial cultural attractions and products in 
the tourism destination.

These attractions and products comprise a set of recognizable material, intellectual, 
spiritual and emotional attributes of society. Those attributes include art and architecture, 
historical and cultural heritage, culinary heritage, literature, songs, creative industries, and 
living cultures with their lifestyles, value systems, beliefs and social traditions. 

2 Ecotourism Ecotourism takes place in undisturbed natural areas and represents a form of tourism 
which aims to preserve the environment, improve the quality of life of the local population, 
and educate the visitors. The focus is on learning of the natural and cultural resources of 
an area.

Ecotourism includes various activities, such as travelling through different natural regions, 
visiting unique ecosystems, observing the animal world, etc.

3 Rural tourism  
(agritourism)

Agritourism represents a combination of two different business activities – tourism and 
agriculture. Agritourism is most often based on relatively small farms, which found their 
business activity on the tradition of the local area.

Rural tourism activities take place in non-urban (rural) areas with the following character-
istics: 

1) low population density,
2) predominance of agriculture and forestry,
3) a traditional social structure and way of life. 

4 Adventure 
tourism

Adventure tourism is a form of tourism which takes place in a natural environment. Adven-
ture tourism focuses on activities performed in nature and involves a physical challenge. 
The authors classify it into adventure tourism with a low risk level, and adventure tourism 
with a high-risk level. This sphere of tourism requires the hiring of well-trained guides.

5 Health 
tourism

Health tourism implies a temporary change of residence for the purpose of medical preven-
tion, rehabilitation, the use of various wellness treatments, as well as some most complex 
medical procedures. On that basis, there have gradually been distinguished, in relative 
terms, three groups of users of the services who, in their different ways, most often satisfy 
their medical needs. 

The first group consists of consumers of the traditional medical tourism associated with 
natural environment factors (the medicinal properties of waters, mud, waves, climate, etc.).

The second group are the clients of wellness tourism, which is a set of procedures aimed at 
achieving physical and mental wellbeing through the use of natural factors and other kinds 
of activities, while the third group includes patients with serious health-related problems 
who require complex medical treatments which in turn require the services of specialized 
medical institutions and the top medical professionals. 

In view of the aforesaid, according to the level of medical services used by the clients, we 
can, in relative terms, distinguish as separate forms of health tourism the treatment by 
natural factors (balneotherapy, climatotherapy, thalassotherapy, etc.), wellness and medical 
tourism [16].

6 Business 
(congress) 
tourism

Business tourism is a form of tourism in which visitors travel for professional and/or busi-
ness reasons to destinations outside their place of work and residence, for participating in 
a meeting, business activity, or event. The key elements of business tourism are meetings, 
professional conferences, exhibitions, etc.

In terms of content, they can be scientific, professional, economic, political, etc. With re-
gard to participants, they can be of local or international scope, etc. 
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№ Tourism type Descriptive characteristics
7 Gastronomic 

tourism
Gastronomic tourism is a form of tourism which is characterized by the visitor’s experi-
ences in connection with food and related products and activities in the course of travel. 
Besides the activities relating to authentic, traditional or innovative culinary experiences, 
gastronomic tourism may also include other related activities, such as visits to local manu-
facturers, participating in food festivals and attending cooking workshops. 

8 Nautical 
tourism

Nautical tourism is the movement of tourists in vessels across seas or rivers, including their 
landing in ports and the necessary infrastructure required for the realization of this kind of 
tourism. The authors most often classify it into two main subgroups: 
1.) nautical tourism connected with the sea and seaside activities, 
2.) nautical tourism connected with still waters and still-water-related activities.

9 Mountain 
tourism

Mountain tourism includes winter and summer holidays as a form of tourism activities. The 
related product forms are: skiing, Nordic skiing, sledging, skating, snowboarding; tracking, 
cycling, walking, horse riding, etc.; activities on lakes and rivers (rafting, fishing, etc.); par-
agliding etc.; athletes’ preparations, family holidays; team building activities in a natural 
setting; children’s picnics and workshops, etc. 

10 City tourism City tourism is a form of tourism which takes place in urban environments the economy of 
which is based on administration, industry, trade and services, so that they represent busy 
hubs. City destinations offer a broad and varied palette of cultural, architectural, techno-
logical, social and nature-related experiences and products for entertainment and business 
activities. 

11 Faith 
(religious) 
tourism

Religious tourism focuses on visiting religious places (sites), attractions and destinations, 
with the principal aim of engaging the participants in strengthening a particular religion. 
To be able to speak of religious tourism travel, it must be primarily motivated by religious 
reasons. However, this kind of tourism is not easy to define. 

12 Naturism Naturism is a cultural and political movement based on the idea of promoting and support-
ing social nudism in private and in public. In recent times, nudist beaches and other kinds 
of anonymous nudist activities are provided for those who want to participate in naturism. 

13 Spa tourism Spas are characterized by their predominant health-recreational functions, owing to the 
abundance of different natural elements (thermal mineral springs, noble gasses, peloid, 
climatic elements, vegetation), thanks to which this kind of places has for a long time raised 
a lot of interest within tourism demand. 

14 Educational 
tourism

Educational tourism is a form of tourism in which the visitors’ main motivation is their 
involvement in and experience of learning, self-improvement, intellectual development and 
skill development. 
Educational tourism includes a broad range of products and services connected with aca-
demic studies, skill improvement, school excursions, sports education, career-development 
courses, language courses etc. 

15 Sports tourism Sports tourism is a form of tourism where the visitor’s experience relates to participating 
in, or following a sports event, which generally includes both commercial and non-com-
mercial activities of a competitive nature.

Table 1: Tourism types and a summary of their descriptive characteristics [15]

In the field of tourism, it is essential to acknowledge tourist needs and tourist experiences, as 
analysing the motivation for travel is one of the starting points in studying the social factors of 
tourism. It follows that one of the key questions in tourism is: what inspires (motivates) a person 
for tourism movements?

It is stated in [17] that “the tourism industry deals with the sale of experiences. The experien-
tial value of a tourism product or service is the dominant factor which affects the consumer’s 
decision-making. Tourists look for emotional experiences, and travel memories are their most 
important characteristic. While goods are tangible, and services intangible, experiences are re-
membered, i.e. impressed on the memory. With this is mind, we can say that tourist attractions 
are the main generators of tourist experiences and memories”.
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Tourism is often characterized as an area which provides a wide “choice of pleasures”, or an 
area in which people seek a new “content” and quality of life [18].

According to some authors [19], “the purpose of tourism travels is the satisfaction of various 
needs. Tourist needs are part of the overall needs, which are characterized by certain specific 
qualities. In the hierarchical order of the overall human needs, tourist (secondary) needs may 
be regarded as needs of a higher order, which only arise when the existential (primary) needs 
are met. However, considering the importance of restoring the mental and physical fitness for 
productivity of work, tourist needs are, to a certain degree, close to existential needs”.

As stated in [20], tourist needs represent a sum of the individual needs that, when combined, 
satisfy an individual and a group of people in their wish to get rest and recreation outside the 
place of their permanent residence, for restoring their mental and physical fitness. In view of 
this, tourist needs are formed at the place of residence, and satisfied outside that place, whereby 
tourist movements are produced. 

For realizing tourist travels, besides the factors of tourism demand and supply, and intermediation 
factors, it is essential that the person should make the decision to travel. In order to make the deci-
sion on a tourist journey, the person has to feel the need and be motivated to satisfy the need. Tourist 
needs, as any other needs, have a historical, physiological and cultural basis. Tourist needs include: 

• the tourist needs for changes, 
• the tourist needs for respect and self-affirmation, 
• the tourist needs for rest and recreation,
• the tourist needs for socializing,
• the tourist needs for learning,
• the tourist needs for play,
• the tourist needs for security [20].

3. A STRATEGIC APPROACH TO THE KEY MODERN TOURISM TRENDS 
IN THE REPUBLIC OF SERBIA

As stated in [21], “the Serbian tourism potentials have not been sufficiently valorized so far, be-
cause tourism has never been an important subject of the Republic of Serbia development policy”.

Despite a great tourism potential, Serbian tourism products have not been adequately devel-
oped, or commercialized in the global tourism market. So far, the Republic of Serbia has failed 
to achieve any business results comparable to the competitive countries [22]. 

With a view to establishing better positions of the Republic of Serbia in the global tourism mar-
ket, [12] stipulates a set of planning documents which have been adopted and applied with the 
aim of tourism planning and development, as set out in article 5. This includes the following 
planning documents: 

• The Republic of Serbia Tourism Development Strategy;
• The Strategic Master Plan;
• The Strategic Marketing Plan;
• The programme of tourism product development;
• The tourism development programme;
• The programme of promotional activities.
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In view of the aforesaid, is it essential to consider the strategic approach to the key tourism 
trends in the Republic of Serbia [5].

Considering the significance of the Republic of Serbia Tourism Development Strategy, [12] pro-
vides the essential determinants and elements of this umbrella document (in article 7). 

Thus, according to provisions of [12], the Republic of Serbia Tourism Development Strategy is 
passed for the Republic of Serbia territory. 

The Strategy defines the long-term objectives of tourism planning and development in line with 
the overall economic, social, environmental and cultural-historical development. 

In particular, the Strategy includes: 
• an analysis of the current situation and the degree of tourism development so far; 
• a comparative analysis of tourism in the competitive countries; 
• the advantages and disadvantages of tourism in the Republic of Serbia; 
• the tourism development objectives; 
• the tourism development vision; 
• a selection of priority tourism products; 
• a proposal of priority tourism destinations; 
• the analysis of the influence on the cultural heritage and natural resources; 
• the proposal of a tourism development policy;
• a proposal for investments; 
• a competitiveness plan; 
• the Action Plan.

Along with an annual growth in the number of tourists, there are significant changes in their 
behaviour and motivation which will certainly be affected by climatic changes, the depletion 
and shortage of resources, a shortage in time compared to money, the will and motivation to 
visit some “old” destinations. Anyone with the ability to recognize the aforesaid changes and 
put them to good use will have a great chance to win the tourist market game. The marketing 
“war for future tourists” and destinations in the market will no more be primarily waged based 
on prices, accommodation, infrastructure, transportation and facilities, but based on tourists’ 
feelings and positive experiences [5].

In that regard, three groups of new trends are considered:
• the new trends in the promotion and booking methods,
• the new trends in accommodation, 
• the contemporary motives for travelling in the global tourism market.

3.1. The new trends in the promotion and booking methods

In the field of promotion and booking, new communication and promotion tools have been 
developed based on e-marketing technology for communicating with consumers, which pow-
erfully increase the efficacy of marketing activities. Digital channels are the core of the com-
munication strategy in efficient marketing. Nowadays destinations and companies reach con-
sumers directly through a number of shared digital platforms. All this is happening owing to 
the high movability of consumers. The mobile devices owned by consumers enable their access 
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to numerous platforms, and virtual communication with tourism suppliers, as well as among 
consumers themselves [5].

A revolution in promotional messages has been introduced by 3D technology, which stimu-
lates impressions and emotions, and in turn adrenalin. In addition, information-communication 
technologies and social media offer a special opportunity for developing countries to get in 
touch with modern trends and be more efficient in the market, without the need to invest large 
amounts of funds, as well as a chance for inaccessible destinations to communicate with the 
tourism market [5].

The sharing economy and the virtual intersector information platform, as well as communica-
tion among consumers following the “peer to peer” model is becoming a characteristic of the 
new situation in the tourism business. In addition, according to the UNWTO recommendations, 
the e-marketing technology for communication with consumers should also be accessible to 
persons with disabilities, as well as facilities and other amenities being promoted, which should 
be marked by accessibility symbols, the so-called pictograms [5].

All this is happening as a result of the remarkable movability of consumers. The mobile devices 
available to consumers enable them to access numerous platforms, to virtually communicate 
with tourism suppliers, and with other consumers as well [5].

3.2. New accommodation types 

With regard to accommodation, in contrast to large international hotel chains, which are also 
undergoing a transformation tailored to the authentic features of the destination, there is the 
emergence of small family accommodations which allow the visitor to organize their stay and 
rest as they choose to, as well as catering for the ever-growing needs of contemporary tourists 
to get in touch with nature, and the local culture and environment [5].

A highly rising trend is recorded for “glamping – glamorous camping”. Glamping originated in 
England, USA and Canada, the countries which are, according to statistics, traditionally inclined 
to camping. While the predominant stereotype in our part of the world is that camping is a form 
of “necessity tourism”, as well as “youth tourism”, the situation in the West is different [5].

The importance of accepting the experiences and trend of using glamping and including it in the 
accommodation supply of the Republic of Serbia lies in the following facts: 
1) the prices of stay in this kind of accommodation range from 80 to 460 EUR/day; 
2) investments into this kind of accommodation go up to 350 EUR/m2 for the most luxuri-

ously equipped accommodation; 
3) considering that the facilities concerned are of a mobile and temporary nature, and do not 

have an invasive effect on the surroundings, the installation of the facilities requires no 
complex planning or infrastructure procedures;

4) the Republic of Serbia has a large number of destinations which are attractive for this kind 
of offer; 

5) this concept is ideal for the promotion and development of tourism areas without great 
investments into the infrastructure and facilities, with the responsibility of highly pro-
fessional management of the logistics and supply of high-quality tourism products and 
services (suitable regions for implementation – the Lower Danube region, Golija, Uvac, 
Vlasina Lake, Tara…) [5].
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3.3. The contemporary motives for travelling in the global tourism market

With regard to the motives of contemporary tourists, [5] distinguishes the following ones: 
1)  an intensive holiday – most tourists expect to be guaranteed a rewarding and totally con-

tent-filled time spent on holidays. These tourists enjoy sharing their holiday experiences 
and are guided by the “effort for rest” idea, combining visits with multiple events, cele-
brations, and activities which result in additional benefits on coming home with newly 
acquired skills such as cooking or painting. This way of thinking is expected to take root 
in most tourists’ expectations of holiday benefits. Short visits to cities which can offer dif-
ferent activities can also benefit from this trend. Cruises will be popular, enabling people 
to visit a large number of destinations in the course of one holiday; 

2)  trying something new – in the last few years, as demonstrated by studies, many tourists 
have been planning to explore new destinations; over one third (35%) think they will go 
for holidays to countries they have never visited before. Tourists who like to keep to the 
proven and reliable destinations also intend to try something new, and almost a half (48%) 
will most probably or almost certainly visit another resort or city in a country they have 
been to, e.g. visit Verona instead of Venice, or Majorca instead of Malaga; 

3)  living like the locals – has become a fad which has “grown on” many tourists. They seek 
more authentic experiences on holidays and many companies now offer tourists an oppor-
tunity to enjoy the hidden gems along with the traditional tourist attractions. Blogs and 
social networks are, like travelling, an interesting way to discover the hidden hot spots 
with more intense authentic experiences; 

4)  it is also essential to emphasize the rise in visits to the most important segments of mova-
ble (museums, libraries, archives, galleries), immovable (archeological sites, urban cores, 
protected spatial cultural-historical units, monuments of folk construction, fortifications, 
battlefields, places of execution) and intangible (saint’s day, St George’s Day; the “Sirogo-
jno – Old Village” Outdoor Museum) cultural heritage; 

5)  a rise in group visits to important celebrations and events – a growth in the number of 
group visits to places of significant celebrations and events. In 2014 and 2015 there was 
a rising number (19%) of group and family visits to important institutions and cultural 
monuments, military memorials and places of suffering, as well as to areas of significant 
events. Groups of tourists are increasingly choosing to visit places of celebration of signifi-
cant events from the world wars, the fields of important battles, areas known for traditional 
weddings, harvests, family visits to places which revive memories of attractive places 
from their childhood and youth; 

6)  without a break in short city visits – the demand for city visits has exceeded beach holidays 
as the most popular form of holiday in 2014, and it is expected to keep the leading position 
in 2015 with 43% (compared to the 42% planning beach holidays). The rise in the number 
of tourists in cities is probably the result of a rise in low-budget flights to different destina-
tions, with a broad range of people finding this kind of holiday more attractive. Cities are 
most popular among people of 25 to 44 years of age, with this age group opting for them as 
an option of short leaves from work. The most popular destinations are Amsterdam, Paris, 
Berlin, Rome, Barcelona and Dublin; 

7)  fitness and sports – according to the research of the Association of British Travel Agents 
(ABTA) (UK), 6% of people are planning a sports holiday in 2015, and 5% go for adven-
turous or other challenging content on their holidays, while 4% are planning on travelling 
abroad to attend great sports events. This trend which includes fitness and other sports 
activities and events will have a significant rise among people in the middle age group; 
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8)  wellness holidays – wellness and spa holidays are also showing a rising trend which is 
continuing in 2015. The Global Wellness Institute has recently published that the sector 
is worth 494 billion USD at the global level (the 13% growth in one year has launched 
Great Britain into the top ten wellness holiday countries). Wellness holidays include a 
broad range of activities: spa, yoga, detoxification, fitness and stress relief. They are par-
ticularly popular among business people who seek a total recovery on holidays. Wellness 
programmes are popular with individual travellers. The most expensive destinations are 
those with natural beauties regardless of remoteness, such as Oman, Arizona, Costarica 
and Indonesia; 

9)  gastronomic tourism – a new trend in modern tourism. Gastronomic tourism is a spread-
ing phenomenon, as over one third of tourism consumption is spent on food, according to 
the World Tourism Organization. According to the EUROSTAT data, 22% of Europeans 
state that their main reason for travelling is the cultural experience, which includes cook-
ing. The same source states that Bulgarians spend almost 40% of their travel budget on 
gastronomic products. As a result, the local cuisine is an important factor with regard to 
holiday quality. One of the most often used definitions of gastronomic tourism is: gastro-
nomic tourism “is travelling to regions rich in gastronomic resources, which can generate 
relaxing experiences or have the purpose of entertainment, including visits to primary 
or secondary manufacturers of gastronomic products, gastronomic festivals, fairs, events 
with demonstrations of food preparation and tasting, or any other food-related activity”; 

10)  tourism and technologies – broadband Internet have already changed the communication 
and electronic culture and it directly affects the way of annual holiday (self-)organization. 
Mobile phones become personal travel organization devices, artificial intelligence soft-
ware’s will take on the role of personal tour operators. However, the ubiquity of technolo-
gies and telecommunication networks has resulted in a rapidly rising trend (which should 
be included in the local offer) – when on holiday, guests are increasingly seeking detoxifi-
cation from online communication. 

4. CONCLUSION

Despite its high development potential, Serbia has not so far achieved any significant results in 
its tourism development. 

In this respect, one of the most important measures involved in establishing a better competi-
tive position in the tourism market is the adoption of the appropriate planning documents in the 
domain of tourism and tourism development, in particular the adoption of a well-defined and 
responsible Strategy of Tourism Development in Serbia, as well as defining the key strategic 
goals and directions of tourism development in it. 

The current Strategy which will be applied until 2025 is particularly focused on the key modern 
tourism trends in the Republic of Serbia. Namely, there are three groups of new trends: new 
trends in the promotion and booking methods, new accommodation types, and contemporary 
motives for travel in the global tourism market.
According to some views in theory [23], the competitiveness of tourism destinations is closely 
related to their comparative advantages in the tourism market. Comparative advantage is based 
on the abundance of production factors (natural resources, human resources, knowledge, capi-
tal and infrastructure). With regard to tourism, i.e. tourism destinations, historical and cultural 
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resources should be considered as a special category of comparative advantages, while infra-
structure should be supplemented with suprastructure. 

With that in mind, it is stated in [24] that it is essential to identify “the main difference between 
the comparative advantage and the competitive advantage of a tourism destination. While the 
comparative advantage refers to the resources available at the destination, the competitive ad-
vantage is reflected in the destination’s ability to use its resources efficiently and effectively over 
a long period of time, by attracting tourists and in turn increasing the destination’s prosperity 
and general wellbeing”. 

In view of the aforesaid, an appropriate strategic approach to the new trends in promotion and 
booking methods, the new trends with regard to accommodation, and paying close attention to 
contemporary motives for travel in the global tourism market, are a secure path to an ever bet-
ter competitive advantage of Serbia in the field of tourism, and most certainly to an ever-better 
tourism development in general. 
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1. INTRODUCTION 

Financial statements generate information on profitability, efficiency of assets manage-
ment, financial position and stability of the entity’s cash flows, necessary for a wide range 
of users for their decision-making. Streaming to decrease information risks and to pro-

vide the conditions for quality business decisions, the users’ requirements are aimed at reliable 
presentation of business performance, financial reporting free of bias and a high quality of 
published financial information.

The free movement of goods, services and capital, as well as the globalization of labor market 
imposes the need for comparing the financial reports of companies operating in different coun-
tries. The high-level comparability of financial information is achieved through reducing or 
eliminating differences in the recognition and measurement of assets, liabilities, capital, reve-
nues and costs. The global business environment includes support in the field of internationally 
comparable financial reporting, which resulted in its internationalization. Indirectly and ade-
quately, it plays a significant role in achievement of management objectives and strategies, and 
in improvement of companies’ financial performances [1].

2. THE COMPARABILITY IN ACCOUNTING STANDARDS 

The application of various financial reporting standards around the world reduces the benefits 
of globalization. Because of that, there are numerous advocates of harmonization of financial 
reporting that imply the process of reporting unification in different countries. That means an 
achievement a satisfactory level of comparability of financial information and determination the 
limits up to which it is acceptable for financial statements to differ [2]. 

* This paper is a part of research projects: European integrations and social and economic changes in Serbian 
economy on the way to the EU No. 47009 and Challenges and prospects of structural changes in Serbia: 
Strategic directions for economic development and harmonization with EU requirements No. 179015, fi-
nanced by the Ministry of Education, Science and Technological Development of the Republic of Serbia.

1 Belgrade Banking Academy – Faculty for Banking, Insurance and Finance, Zmaj Jovina 12, Belgrade, Serbia
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Initially, the problem of financial reporting on various bases is tried to be solved by the pro-
cess of harmonization. However, this process does not mean a full equalization of accounting 
standards. In the 1980s, the idea of process of financial reporting convergence was developed 
[3]. The convergence refers to establishment of a uniform framework of financial reporting, as 
well as the creating a unique set of high-quality global accounting standards. That means the 
adopting and implementation of international accounting standards on a global level, as well as 
a preparing financial statement on a unique base. The global framework of financial reporting 
contributes to development of a unique economic market, efficient capital allocation, improve-
ment of decision-making quality, as well as the reduction of financial risks.

For many countries in the world harmonization of financial reporting proved to be a huge chal-
lenge. This is because each country has the national specificities, the differences in legal sys-
tems, tax systems and in sources of finance, as well as the differences in the accounting profes-
sion. Sometimes, it is very difficult to give up from the established national accounting practice 
and principles of financial reporting. Some countries resist to challenges of harmonization and 
convergence of financial reporting, while others believe that the harmonization will jeopardize 
the national sovereignty, which can cause slowdown of that process. Regardless of previous, 
there are more advocates of process of harmonization who recognize the numerous advantages 
from greater comparability of financial information on a global level. The benefits from harmo-
nization and convergence process are reflected in transparency, greater reliability of financial 
information, incentives for markets connectivity, as well as the simpler control of the entities 
having branches in other countries. According to them, the best solutions and ideas from nation-
al regulations should be incorporated in the international standards and interpretations.

The United States of America begins with discussions about importance of harmonization of 
accounting standards. As a result, the Financial Accounting Standards Board (FASB) was es-
tablished in 1973. FASB is in charge of adoption of Generally Accepted Accounting Principles 
(US GAAP). The US GAAPs have a relevant influence on a global level which is a result of 
tradition, development of accounting profession and economic strength of this country [1]. The 
US GAAPs are under significant state influence which is being realized through activities of 
Securities and Exchange Commission (SEC).

Harmonization of financial reporting in the European Union has started with an adopting and 
implementation of Directives that provide a reasonably uniform level of financial reporting in 
Member States. The EU Directives prescribe the minimum requirements that Members States 
must fulfill when they prepare the financial statements. Accounting EU directives were „made 
with the comprehensive support of prominent authors in the field of accounting and financial 
reporting, and respecting the principles and practices developed in the countries with a long tra-
dition in this area” [4]. Two directives cover the area of financial reporting - Directive IV which 
regards requests related to the annual financial reports and Directive VII which regulates con-
solidated financial statements. The EU Directive VIII prescribes the minimum requirements 
for legal audit of annual and consolidated financial statements. Despite the fact that certain 
progress has been made in the process of harmonization, the minimum requirements in direc-
tives are the reason why they did not contribute to the desired level of comparability of financial 
information in the EU area.

As an advisory body of the European Commission (EC) for different accounting problems and 
process of harmonization, the European Financial Reporting Advisory Group (EFRAG) is es-
tablished by a broad group of organizations representing the European accounting profession, 
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preparers, users, and national standard-setters. The EFRAG provides technical expertise to the 
EC concerning the use of IAS/IFRS within Europe, participates in IASB’s standard setting pro-
cess and coordinates within the EU development of views concerning international standards 
of financial reporting [5]. 

The development of EU market and emerging of different financial instruments contributed to 
the deepening of the gap between directives and growing accounting needs [6]. The European 
Union continues the process of harmonization through adopting the International Account-
ing Standards (IAS). A professional organization named International Accounting Standards 
Committee (IASC) was founded in 1973 and it was in charge of adoption and changes of IAS 
standards. 

The International Accounting Standards Board (IASB) was formed in 2001 and replaced the 
IASC. This organization continues to develop and improve existing standards and creates new 
standards named International Financial Reporting Standards (IFRSs). The EU adopted the 
regulation according to which all listed companies are required to prepare the consolidated 
financial reports using the standards issued by the IASB starting in 2005. 

Although the United States of America represents the dominant economic force in the world, 
with a developed capital market and well-developed accounting profession and practice, it is 
noticeable that the IFRS standards are significantly more represented in the world. Currently, 
the US GAAPs are required only for domestic listed companies in the USA, while EU Mem-
ber States and more than 120 countries around the world use the IFRS standards issued by 
the Board or national variant of them [3], which have increased the comparability of reporting 
internationally. The IASB appreciates the opinions of various professional organizations and 
national regulatory bodies from different countries, when creating and modifying the stand-
ards. On the other side, the working on the principle of transparency is not characteristic for the 
United States of America.

Harmonization of financial reporting takes place through reducing differences among the na-
tional accounting standards of different countries and IAS/IFRS, as well as the differences 
between IAS/IFRS and US GAAP. On that way, the comparability of financial statements of 
entities operating in major capital markets around the world has been increasing. The process of 
harmonization is gradually replaced with the convergence process, which task is a creation of a 
uniform set of high-quality accounting standards that would be used anywhere in the world [3].

The joint efforts of two dominant organizations in this field (FASB and IASB) are directed to 
elimination of differences between US GAAPs and IFRS standards. Since 2002, these organi-
zations agreed to work together in the process of convergence of US GAAPs with IFRSs. They 
signed the „Norwalk agreement“, with the aim of developing compatible and quality accounting 
standards that could be used for domestic and cross-border financial reporting [7]. This goal 
can be achieved through jointly development of standards, eliminating the differences whenever 
possible and “once converged, stay converged” [7].

The first major project of FASB and IASB was completed in 2007, and it refers to issuing of 
converged standards of business combinations. In the same year, the SEC cancelled the obliga-
tion of convergence of financial statements of foreign listed companies that use IFRSs with US 
GAAPs. Currently, more than 500 foreign SEC registrants, with a market capitalization of US 



3rd International Thematic Monograph:  
Modern Management Tools and Economy of Tourism Sector in Present Era

386

$7 trillion, use the IFRSs [7]. The Securities and Exchange Commission has not yet decided to 
include IFRS standards and interpretations into national system of financial reporting. 

Despite numerous efforts and several significant joint processes of the FASB and IASB, the 
convergence of US accounting principles and IFRSs is far from realization. This is confirmed 
by the fact that nothing significant in convergence process has been done from 2007 [3]. At the 
same time, the significant differences in the principles, in recognition and measurement of cer-
tain balance items, still existed.

3. THE FRAMEWORK OF FINANCIAL REPORTING IN G20 COUNTRIES

The most countries in the world recognized an advantage of harmonization and convergence 
process of financial reporting, which are reflected in improvement of a quality of accounting 
standards, greater capital market efficiency, lower operating costs of multinational companies, 
as well as the greater mobility of the labor. The continuous process of the harmonization of 
the national accounting standards with IFRSs has been noted on a global level. The increasing 
number of countries around the world has decided to require or permit the use of IFRSs or a 
local variant of them.

Below is shown the use of IFRS standards in G20 countries2. The G20 represents a group of 19 
the most developed countries in the world, including a four highly developed members of the 
European Union (France, Germany, Italy and the United Kingdom). The other 24 countries of 
EU are the twentieth member of the G20, and they figure together. Having in mind that the G20 
members are strong advocates of an accounting standards convergence and the IASB-FASB 
convergence program, table 1 shows an implementation of IAS/IFRS in a consolidated financial 
statement of domestic listed companies in these countries, as well as the use of IFRSs by foreign 
listed entities [8].

The use of IFRS Number of countries
IFRS (or standards that differ from IFRS to a certain degree) 
are required for domestic public companies 16

IFRS are permitted for domestic public companies 1
IFRS are not required for domestic public companies 3
IFRS are required or permitted for listings by foreign companies 16

Table 1. The use of IFRSs in the G20 members 
Source: the author’s calculation based on data of IFRS Foundation

The table shows that the sixteen members of G20 require an implementation of IFRSs or a local 
variant of standards for domestic listed entities. More precisely, the full implementation of IF-
RSs is required in twelve members, as well as the four countries in this group (Argentina, Can-
ada, South Korea and Mexico) prescribe the use of IFRSs (or standards that differ from IFRS 
to a certain degree) for the most domestic listed companies. Standards that differ from IFRSs 
issued by the Board to a certain degree have been modified related to IFRSs. Their modification 
is made through the IFRS principles changes, additional disclosures or reduction of accounting 
options [9].
2 The members of G20 are: Argentina, Australia, Brazil, Canada, China, France, India, Indonesia, Italy, 

Japan, South Korea, South Africa, Mexico, Germany, Russia, United States of America, Saudi Arabia, 
Turkey, United Kingdom and the other EU countries. 
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IFRSs are permitted only in Japan, with a possibility given to the business entities to apply the 
other financial reporting frameworks. Japanese public companies have been permitted to use 
designated IFRSs on a voluntary basis. If these entities do not choose to apply IFRSs, they can 
use one of the three sets of accounting standards when they prepare their consolidated financial 
statements: Japanese Accounting Standards (Japanese GAAP), Japans Modified International 
Standards (JMIS) or US GAAP [9].

The use of IFRS is not permitted in Indonesia, India and United States of America. Having in 
mind that a US GAAPs are international predominant due to the traditions, development of 
an accounting profession and its economic power, it is not unexpected that the USA is in the 
mentioned group of countries. National listed companies in India apply an Indian Accounting 
Standards (Ind AS), which are substantially converged with IFRS standards. At this moment, 
there is no formal commitment to the IFRSs adoption and full implementation by the national 
public companies. The national standards named Indonesian Financial Accounting Standards 
(IFAS) are applied in this country. Indonesia strives to converge the IFASs with IFRSs, as much 
as possible, but without a concrete plan for a full adopting of international accounting standards.

The financial reporting framework for foreign companies operating on a regulated market in 
G20 countries is different among countries. As a previous table shows, the IFRSs are required 
or permitted for listings by foreign companies in 16 members. The figure 1 shows an applica-
tion of IFRSs in consolidated financial statements of foreign companies listing on G20 stock 
exchanges. 

Figure 1. The application of IFRSs for foreign listed companies in G20 countries 
Source: the author’s calculation based on data of IASPlus

The most members (11 members or 55%) require the full implementation of IFRSs issued by 
IASB in consolidated financial statements of foreign listed entities, with certain exceptions. 
All EU countries require the mandatory application of IFRSs in the consolidated financial re-
ports of foreign companies listing on a regulated EU market. Exceptions are foreign companies 
whose home accounting standards are equivalent to IFRS standards. In that circumstances, they 
can apply the national financial reporting framework. 

The application of standards issued by IASB is permitted in five members of G20 (Australia, 
Japan, South Korea, Mexico and the United States of America), i.e. 25% of all members states. 
Foreign companies listing on the regulated market of Australia use IFRS, as well as they may 
apply their home accounting standards if approved by the stock exchange [8]. Mexico provides 
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an opportunity for foreign listed companies to choose between IFRSs and US GAAPs. The 
possibility of choice between several financial reporting framework is evident in South Korea. 
Except US GAAPs or IFRSs, the foreign companies in South Korea are permitted to use IFRS 
standards as adopted in Korea. Although domestic listed companies in the USA must use US 
GAAPs when they prepare their financial statements, an application of IFRSs is permitted for 
foreign companies listing on the US stock exchange [8].

The financial reports of foreign companies in the remaining four countries are not based on the 
IFRSs (India, Indonesia, China and Saudi Arabia). All foreign entities whose securities trade 
in an Indonesian public market are required to apply the Indonesian home standards. Currently, 
there are no foreign companies whose securities are traded in Chinese and Saudi Arabia securi-
ties markets. The current accounting regulations in China do not specify whether those entities 
would be permitted to use international standards [8]. 

4. A SPECIFICITY OF FINANCIAL REPORTING  
OF TOURIST INDUSTRY IN SERBIA

The financial reporting framework in Serbia is determined by the Law on Accounting from 
2013. This law contributed to the ongoing process of harmonization of accounting rules and 
principles with the EU regulations and Directives, but is not fully compliant with the interna-
tional professional regulations. An actual regulatory accounting framework [10] is character-
ized by using of three bases for financial statements creation: IFRS, IFRS for small and medium 
enterprises and a Rulebook of recognition, measurement, presentation and disclosure of finan-
cial statements items for micro and other legal entities issued by the Ministry of Finance [11]. 
Table 2 shows the different bases of financial reporting depending on the size of legal entities3.

Type of legal entities Financial reporting framework
Large companies A full version of IFRSs
Medium entities IFRS for SMEs or a full version of IFRS
Small entities IFRS for SMEs 

Micro entities and other legal entities Rulebook issued by the Ministry of Finance or 
IFRS for SMEs

Table 2. The framework of financial reporting in Serbia 
Source: The Law of Accounting from 2013

As the table shows, the large entities are required to apply comprehensive international stand-
ards of financial reporting issued by IASB. This obligation relates to all large entities, including 
financial institutions, legal entities which are obligated to prepare consolidated financial state-
ments, public entities and legal entities that are preparing to become public. The small entities 
apply the IFRSs for SMEs. In comparison to the full IFRSs, they are less in volume and signif-
icantly simplified. 

Relative to the large and small companies, the medium and micro entities can choose between 
two financial reporting bases. The right to choose between an implementation of the full or 
short version of IFRSs, as well as the selection between a Rulebook or IFRS for SMEs, reduces 
the comparability of financial statements and contributes to deterioration in the financial report-
3 The criterions for classifying entities in the given categories are: the average number of employees during 

the year, the value of revenues generated during the year and an average value of assets during the year. 
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ing quality. According to the Serbian Business Registers Agency data (2018), micro-enterprises 
account for 89% of the total number of enterprises that were operating in Serbia in 2017 [12]. 
89% of entities in Serbia have a possibility to choose the base of financial reporting, which di-
rectly derogates the comparability and a quality of financial information.

According to the actual national accounting regulations, the system of financial reporting in-
cludes two types of reporting – reporting for statistical purpose and public financial reporting 
[12]. The public financial reporting relates to availability of financial information to the eco-
nomic decision makers. That means that financial statements are publicly available on the web 
site of Serbian Business Registers Agency. The agency timely provides the different information 
for the statistical and other state purposes. 

The state gets the financial information of legal entities from different sections of activities 
through registers that are created by Agency. The creation of centralized and electronic registers 
by the Serbian Business Registers Agency ensures a unique registration practice that is harmo-
nized with directives of EU. 

The data of the Serbian Business Registers Agency shows that the most sectors in Serbia record-
ed the growth in 2017 [12]. The most intensive growth was recorded in the following sections 
of activities: F – Construction, G – Wholesale and Retail trade, N – Transportation and storage 
and I – Accommodation and food service activities. An average participation of all of non-trans-
ferable sectors in overall financial performances was slightly reduced (from 55.6% in 2016 to 
54.5% in 2017.). Despite the previous fact, these sectors remained the main bearers of Serbian 
economic activity. 

In the group of rapidly growing sectors, we can notice the sector I - Accommodation and food 
service activities. In 2017, the sector ś total revenues increased by 72% compared to 2013. The 
data of Agency show the increase of total expenses in the same period. In 2017, the total expens-
es recorded an increase of 62% comparing to the first year of observation. After many years of 
operation in a negative net results area, the sector I - Accommodation and food service activities 
realized the profit in 2017 in the amount of 2,5 billion dinars. The figure 2 shows an achieved 
financial result in 2013-2017 period [13], [14], [15], [16].

Figure 2. Net results in sector I in 2013-2017, in 000 RSD 
Source: Financial Statements Annual Bulletin, 2014-2017
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The greatest negative net result was realized in 2014 in the amount of 6,0 billion dinars. The sec-
tor continued to realize the bad financial performances in 2015 and 2016, but losses are reduced 
in comparison with 2014 (2,0 billion dinars and 3,2 billion dinars, respectively).

Apart from entering the profitability zone in 2017, this section of activities is also ranked as one 
of the sectors where the fastest growth of employees was achieved (6,2%). The following table 
shows the number of employees and the number of legal entities in this sector during the period 
2013-2017 [13], [14], [15], [16].

Years 2017 2016 2015 2014 2013
Number of legal entities 3,689 3,560 3,204 2,949 2,939
Number of employees 25,903 24,380 22,440 20,351 21,298

Table 3. The number of legal entities and employees in sector I in period 2013-2017 
Source: Financial Statements Annual Bulletin, 2014-2017

The Serbian Business Registers Agency publishes the macroeconomic announcements and the 
annual bulletin with aggregated information about business and financial performances of tour-
ism sector, as well as the information about financial position and earning power of individual 
tourist enterprises. 

Except the previous, the Agency leads the Register of Tourism that was established in 2010, 
in accordance with the Law of Tourism [17]. The key activity of the Register is to provide the 
information about registered entities in the sector of tourism, the tourist agencies and the tour 
operators. In this moment, 580 tourist agencies are registered in Serbia [18]. 

The Register of Tourism contributes to monitoring, analyzing and developing tourism, and in-
directly provide the benefits to all stakeholders in this sector of economy: domestic and foreign 
users of tourism services, private sector companies as tourism services providers and public 
sector as a creator of tourism strategy in Serbia [18]. As an integrated and public base, the Reg-
ister keeps records of tourist agencies, tourist organizations, categorized and non-categorized 
hospitality establishments, persons providing hospitality services in the private home and rural 
tourist households, providers of nautical services, tourist guides, etc. [18]. 

5. CONCLUSION

The activities that make tourist industry have become one of the leading world economy branch-
es. Tourism is one of the key factors of progress, not only for the individual tourist destinations 
and countries, but also the global economy. This sector has a multiplied effect on local, regional 
and international development, as well as the development of complementary activities [19]. 

Having in mind that the tourism has become a significant generator of global economic devel-
opment, it is very important to provide the fair and reliable financial reporting in this sector, as 
well as the comparability of financial information anywhere in the world. The financial state-
ments have been useful to decision makers if they are relevant, important, reliable, comparable 
and credible presented [20]. The full transparency and reliable financial reporting contribute to 
strengthening the economic power, development of capital markets, and the efficient allocation 
of capital to the most promising entities [21]. 
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A common need is to establish a unique set of reliable, understandable and enforceable global 
accounting standards that will be applicable on international level [1]. In accordance with the 
foregoing, the process of global harmonization, the IASB and FASB convergence process, as 
well as the adoption of high-quality global standards is becoming a necessity in modern busi-
ness environment. 

Despite numerous efforts and several significant joint processes of the FASB and IASB, the 
convergence of US Generally Accepted Accounting Principles and International Financial Re-
porting Standards is far from realization. The significant problems exist in the convergence pro-
cess, but the IASB and FASB are working intensively to promote the comparability of financial 
information and creation a unique set of global accounting standards.
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Abstract: The paper analyzes the mechanisms for the development of tourism in rural areas, especially 
the European Union state aid for rural development. This paper aims to underline the impact of social 
entrepreneurial system in the rural areas, that could benefit all stakeholders: tourists, business, local 
community and government with mutually beneficial situation of lowering the structural unemployment 
rate, returning young human capital to villages and innovating rural tourism through the activism of 
service science. Hence, the paper aims to point out the vital macroeconomic review of the Republic of 
Serbia, as a kind of indicators of the possibilities and conditions for the development of the right tools 
for employment in tourism sector in rural areas in Serbia. The research used normative methods, legal 
and logical methods of induction and deduction.
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1. INTRODUCTION 

Rural tourism is defined as tourism that provides a „rural environment” to the visitor, 
offering him a combination of the experience of nature, culture and people of a typically 
rural character. The essence of rural life makes the full enjoyment of the visitor into an 

authentic, original and fundamental experiences. Rural tourism returns visitors to nature, the 
roots, the basic one’s things and supports return to origin and originality. Rural tourism includes 
a whole range of activities and services organized by the rural population. 

It is based on sustainability principles and offers elements of a rural environment and nature, 
but also represents the traditional hospitality and living values   of the local of the population. 
What makes rural tourism so unique is contact with this nature, as well as personal contact 
with local people. Rural accommodation combines different types of tourism that show rural 
life, art, culture and heritage in rural areas. World trends indicate that rural tourism becomes a 
wider concept, and that the needs and expectations of domestic and foreign demand of tourists 
become more sophisticated. Therefore, rural tourism is a combination of many different aspects 
experiencing, sharing and presenting rural life. 

* This research is supported by the Ministry of Science and Technological Development of Serbia, as part of 
the projects: Interdisciplinary Research European integration and social and economic changes in Serbian 
economy on the way to EU [No. III 47009] and Basic Research Challenges and Prospects of structural 
changes in Serbia: strategic directions for economic development and harmonization with EU require-
ments [No. OI 179015].

1 University Educons, Vojvode Putnika 87, 21208 Sremska Kamenica, Serbia
2 University Educons, Vojvode Putnika 87, 21208 Sremska Kamenica, Serbia
3 University Educons, Vojvode Putnika 87, 21208 Sremska Kamenica, Serbia



3rd International Thematic Monograph:  
Modern Management Tools and Economy of Tourism Sector in Present Era

394

During the last decades, the tourism industry has increasingly been put side by side to develop-
ment [1]. As in line with Moscardo [2] „tourism is often proposed as a development strategy for 
rural regions based on assumptions made about the ability of tourists to generate employment 
and income for local residents and businesses”.

But, for the development of tourism in rural areas it is necessary to apply different mechanisms. 
These mechanisms are, mainly, of an economic nature, but they also can be legal. Some of the 
mechanisms related to the various measures of stimulating employment, social entrepreneur-
ship, as well as state aid measures of the European Union for the development of rural areas. 
The above-mentioned mechanisms would be of great importance for the development of entre-
preneurship in rural areas in the Republic of Serbia.

2. MACROECONOMIC REWIEV OF THE REPUBLIC OF SERBIA

As a candidate country for entering the European Union from the year of 2013, The Republic of 
Serbia has not only received many economy benefits, but requests for fulfilling some obligations 
and recommendations as well.

 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017
Real GDP growth (in %)1) 3.3 2.0
Consumer prices (in %, 
relative to the same month 
a year earlier)2)

11.0 8.6 6.6 10.3 7.0 12.2 2.2 1.7 1.5 1.6 3.0

NBS foreign exchange 
reserves (in EUR million) 9,634 8,162 10,602 10,002 12,058 10,915 11,189 9,907 10,378 10,205 9,962

Exports (in EUR million)3) 8,110 9,583 8,043 9,515 11,145 11,469 13,937 14,451 15,728 17,385 19,330
 - growth rate in % 
compared to a year earlier - 18.2 -16.1 18.3 17.1 2.9 21.5 3.7 8.8 10.5 11.2

Imports (in EUR million)3) 15,468 18,267 13,099 14,244 16,487 16,992 17,782 18,096 18,643 19,597 22,365
 - growth rate in % 
compared to a year earlier - 18.1 -28.3 8.7 15.7 3.1 4.7 1.8 3.0 5.1 14.1

Current account balance3) 

(in EUR million) -5,474 -7,126 -2,032 -2,037 -3,656 -3,671 -2,098 -1,985 -1,234 -1,075 -2,090

as % of GDP -3.5 -2.9 -5.2
Unemployment according 
to the Survey (in %)7) 18.1 13.6 16.1 19.2 23.0 23.9 22.1 19,2⁷⁾ 17.7 15.3 13.5

Wages (average for the 
period, in EUR)8) 347.1 402.0 337.8 331.8 372.5 366.1 388.5 379.8 367.9 374.5 383.9

RS budget deficit / surplus 
(in % of GDP)4) -2.7 -0.2 0.7

Consolidated fiscal result  
(in % of GDP)4) -3.5 -1.2 1.1

RS public debt, (central 
government, in % of GDP)9) 70.0 67.8 57.9

RSD/EUR exchange rate 
(period average) 79.96 81.44 93.95 103.04 101.95 113.13 113.14 117.31 120.73 123.12 121.34

MEMORANDUM: 
GDP (in EUR million)5)         35,716 36,723 39,183
1) At constant prices of previous year.

Table 1. Macroeconomic indicators of The Republic of Serbia, selected indicators 2008-2017. 
(Source: www.nbs.rs, on 08.11.2018.)

Table 1. [3] represents that GDP growth decreased (2% in 2017 from 3,3% in 2016), inflation rate 
was around 3% and unemployment rate decreased from 2016 to 2017 year (13.5% in 2017 from 
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15,3 in 2016), as three most important indicators. Public dept was 57,9% of GDP, and balance of 
payment is negative for the all the period of ten years. Serbia still imports more than the country 
exports. 

One of recommendations given to Serbia in Strategy 2020 is reaching employment rate of 65%. 

EU-28 71.1
Albania (¹) 62.1
Serbia 59.1
Montenegro 57.1
Turkey 54.3
FYR Macedonia 53.3
Bosnia and Herzegovina 44.2
Note: ranked on the total employment rate (male and female).
(¹) Estimates.

Table 2: Employment rates (persons aged 20-64), 2016 (% of labour force) 
Source: Eurostat (online data code: lfsi_emp_a) 

https://ec.europa.eu/eurostat/statistics-explained/index.php/Enlargement_countries_-_labour_
market_statistics#Employment_rates 

As it is presented in the Table 2 [4] Serbia had 59,1% employment rate in the year of 2016.

It is not easy to reach 2020 recommendation, but the sectoral employment trends are in the line 
with EU28 trends, only sector of services is expanding by sectoral division. This is in line with 
potential of employment in the sector of rural tourism, and its development.

 Agriculture, for-
estry and fishing Industry Construction Services

 2011 2016 2011 2016 2011 2016 2011 2016
EU-28 5.0 4.3 17.6 17.2 7.4 6.7 70.0 71.8 
Montenegro 5.6 7.7 13.0 9.8 6.0 7.7 75.5 74.8 
FJR Macedonia (¹) 18.7 16.6 23.8 23.1 6.2 7.2 51.3 53.1 
Albania 45.4 40.2 10.6 12.8 8.2 6.5 35.8 40.5 
Serbia (²) 21.2 18.6 21.5 20.2 5.3 4.3 52.0 57.0 
Turkey (³) 25.5 19.5 19.5 19.5 7.0 7.3 48.1 53.7 
Bosnia and Herzegovina(⁴) 20.6 18.0 21.5 22.7 8.9 8.6 49.1 50.8 
(¹) 2011: low reliability. 
(²) Break in series.
(³) 2011: agriculture, forestry and fishing include NACE Rev. 2 Group 98.1 (undifferentiated goods-producing 
activities of private households for own use).

Table 3. Employment by sectors EU28 and enlargement countries,  
(aged 15+), as a % of total employment 

Source: https://ec.europa.eu/eurostat/statistics-explained/index.php/Enlargement_countries_-_
labour_market_statistics#Employment_rates

By the data of Statistical Office of the Republic of Serbia [5], estimated population of Serbia was 
7,040,272 in the beginning of 2017. The great problem of the country are emigrations, especially 
for the working reasons, and therefore the country is one of the world’s leaders in the phenom-
ena of brain drain. Authors of this paper try to find the solution for preventing this emigration 
process as well increasing employment rates in Serbia by keeping investing in rural tourism 
both by Serbian and EU funds’ investments.
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2.1. Employment in sector of rural development in Serbia 

Serbia’s utilized agricultural area is 3.44[6] million ha (around 44% of the country’s territory), 
the Predominant land uses arable land (73%) followed by permanent grassland and crops. Ac-
cording to the available data from 2012 (when inventory of agriculture was last time made from 
the Statistic office of Serbia), 55% of the population of the Republic lives in rural areas, generat-
ing 41% of the country’s GDP, the importance of rural development is undeniable. ‚Small rural 
households are highly represented in the socioeconomic structure of rural households in Serbia. 
Households of up to 3 ha have about 328,000 and make up about 56% of all households in rural 
areas. Over 600,000 farms have less than 5 ha of land. The average size of the family farm in 
Serbia is about 3.7 ha. Private ownership is the dominant form in the ownership structure of 
5.4 million hectares of the total agricultural land of Serbia. Of the total arable land, 83.7% are 
in private property. The agrarian population includes over 60 years of age with a lower level of 
education and a large percentage of dependents over the age of 15 years. Unemployment in ru-
ral areas reaches as much as 21%, adding covert unemployment. Despite the exodus from rural 
areas, in Serbia the share of agriculture in employment remained among the highest in Europe, 
with 33% of employees in the primary sector, while 75-80% of active working population in 
rural areas involved in agriculture’ [7].

The Strategy for Agriculture and Rural Development [8] of the Republic of Serbia for the 
period 2014-2020, emphasizes the potential of the rural tourism sector. The need for rural tour-
ism sector development is stressed, but without the budget for these purposes, nor the guidelines 
in the further development of this sector. This document indicates a positive shift in the domain 
of defining the first outlines of rural development policy based on the EU model of support.

The Tourism Development Strategy of the Republic of Serbia [9] for the period from 2016 to 
2025, also highlights the great potential of rural tourism. It is mentioned in this document that 
in 2014, according to Eurostat, only 506 foreign tourists visited rural tourism facilities of Ser-
bia. The strategy does not include data on rural tourism capacities. The necessity is emphasized 
in accordance with this Strategy and the Program for the Development of Sustainable Rural 
Tourism in the Republic of Serbia to support commercial training programs for rural farms 
interested in rural tourism, various models of partnerships with registered farms that will con-
nect resources, knowledge and skills. Special attention should be paid to the possibility of using 
incentive programs for financing the development of rural tourism from the IPARD program of 
the EU, which envisages the use of about 18 million EUR for the development of rural tourism;

Strategic tourist markets for the tourism industry of Serbia include, among others, rural tourism.
List of priority activities and programs that are financed and supported by the EU (under the 
count 16.18 and 22.) [10]:

1. Vocational training and skills acquisition (courses, workshops, for example how to de-
velop rural tourism), as well as other information activities that help linking and sharing 
knowledge and experiences in tourism;

2. Support for start-ups and investments in non-agricultural activities in rural areas (rural 
accommodation, shops, restaurants, organization of tours, ...);

3. Establishment of cooperation involving at least two entities (creation of strategic busi-
ness areas, cooperation between small operators in organizing the common labor mar-
ket and use of facilities and funds for development and / or marketing of tourist services 
related to rural tourism and other related activities).
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Number of rural touristic destination as well as their facilities increases in Serbia year after 
year, but there is no statistic according to the number of them as well as there is no official data 
about number of people employed in this part of touristic supply, especially for a great number 
of people in rural areas having accommodation capacity for guests, that are working both in 
agriculture production and rural tourism as well.

It could be found on some internet portals which represent rural touristic destination - approx-
imate number of households. In the beginning of 2018 year, there was more than 900 [11] rural 
households registered for work with tourists in Serbia. Among them, there are almost a hundred 
of those who yearn up to 1,300 people, so they are for that reason forced to stop completely in 
agriculture and turn to the hospitality industry. The majority of supply of the rural touristic 
destinations in Serbia could be found at portal https://www.selo.rs/rs [12]. 

Employment is one of the crucial economic factors for development of the country, and if all 
stakeholders in Serbia invest more in the agricultural sector (and thus in the rural tourism sec-
tor) we can find our economy increasing in all its fields [13].

2. THE INCITEMENT OF SOCIAL ENTREPRENEURSHIP AS A TOOL  
FOR DEVELOPING TOURISM SECTOR IN RURAL AREAS

Social entrepreneurship in the function of maximizing social values   and state aid to the most 
vulnerable groups of society can lay the foundations of rural development in the long run. In 
the European Union, the concept of social entrepreneurship is present in the contemporary form 
since the 1980s, while the process of expanding this form of entrepreneurship is under way in 
the Republic of Serbia. 

State aid for rural development can also be achieved in an indirect way by encouraging social en-
trepreneurship in rural areas. Unlike traditional entrepreneurship, where the primary goal of ac-
tivity is the achievement and maximization of profit, in the focus of social entrepreneurship is the 
satisfaction of social needs. Due to the extremely pronounced social dimension, this type of entre-
preneurship can be classified into models very close to the state’s incentives for rural development 
[14]. Defining the notion of social entrepreneurship and social enterprise is not an easy task at all 
because there are no unique definitions, but there are some important and common characteristics 
that, as a common content, are found in all the definitions of social entrepreneurship. Therefore, 
social entrepreneurship can be presented as entrepreneurship with ethical integrity in order to 
maximize social value, not private value or profit. This means that earned assets do not serve to 
increase the assets of individuals - they are investing for purposes such as the employment of peo-
ple who are striving to work, education, environmental protection, social and medical services, 
cultural activities in the community or other areas that in the first place give contribution to a bet-
ter society. Social entrepreneurship is specific in that it deals with the identification and solution 
of social problems such as social exclusion, poverty, unemployment, and so on.

This is one of the reasons why social entrepreneurship can be a useful tool for the development 
of the tourism sector in rural areas, by creating socio-economic and socio-cultural changes 
in local communities. By focusing on socio-economic and socio-cultural changes, and social 
organizations (founded by a social entrepreneur(s)), it is being expressed how a social entre-
preneur inscribes and takes advantage of the existing conditions of the world, hence sees and 
exploit an opportunity. This trend thus works in shaping and affecting how those organizations 
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maintain their social framework from which they work to obtain their ‘social mission’. Since the 
term social entrepreneur remains ‚fluffy’ defined and understood differently in literature [15] 
in this project, the definition of a social entrepreneur encompasses the qualities and behaviors 
associated with the business entrepreneurs, however working in a community to help and care 
rather than to make profit, which is being done through different venture aiming to impose a 
socio-economic change which will inherently strengthen individual wealth and adding value 
to the community [16]. As the Duke University’s Fuqua School of Business, the Center for the 
Advancement of Social Entrepreneurship (CASE) writes: „social entrepreneurs are innovative, 
resourceful, and result-oriented, who draw upon the best thinking in both the business and non-
profit worlds to develop strategies that maximize social impact” (CASE cited in [17]).

The European Commission uses the concept of a social enterprise for the following types of 
business [14]:

1. those in which the social goal is the main reason for commercial activities and which 
often have a form of social innovation;

2. those whose profit is mostly reinvested in order to achieve the set social goals;
3. those in which the way of organizing and managing, and the rights of the owners reflect 

company missions, use democratic and participatory principles or principles of social 
justice.

Social enterprises have proved to be an innovative organizational form in the EU countries. They 
became even more capable than traditional non-profit organizations to respond to the evolution of 
demand for services of general interest, in particular demand from users whose services of general 
interest are less available. The idea of   adopting entrepreneurial models for productive and service 
activities with pronounced social content, where the management of these new enterprises directly 
involves not only the workers, but also the civil society in general, proved to be successful. By 
launching the concept of social enterprises in the contemporary form, in the 1980s, the supply and 
efficiency in the sector of production and services improved in which the reliance on technological 
innovations, due to the limited availability of financial resources, was not possible [18].

The goal of studying and identifying examples of good practice in the field of social entrepre-
neurship, as well as new policies and measures that need to be applied, is that the benefits of 
growth and development must spread across all parts of society [19]. The Serbian government 
defined rural development in Serbia as economically, socially and ecologically priority. The 
diversification of the rural economy into a social, economic and environmentally sustainable 
way, is necessary in order to improve the quality of life, to reduce the level poverty, as well as 
the fight against social and environmental degradation. 

The Serbian government defined rural development in Serbia as an economic, social and ecolog-
ical priority. The diversification of the rural economy into social, economic and environmentally 
sustainable way, is necessary in order to improve the quality of life, to reduce the level of pov-
erty, as well as to make the fight against social and environmental degradation more intensified. 

Rural tourism is defined as tourism that provides a „rural environment” to the visitor, offering 
him a combination of the experience of nature, culture and people of a typically rural character. 
The essence of rural life makes the full enjoyment of the visitor into authentic, original and fun-
damental experiences. Rural tourism returns visitors to nature, the roots, the basic one’s things 
and supports return to origin and originality. Rural tourism includes a whole range of activities 
and services organized by the rural population. 
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It is based on sustainability principles and offers elements of a rural environment and nature, but 
also represents the traditional hospitality and living values   of the local population. What makes 
rural tourism so unique is contact with this nature, as well as personal contact with local peo-
ple. Rural accommodation combines different types of tourism that show rural life, art, culture 
and heritage in rural areas. Therefore, rural tourism is a combination of many different aspects 
experiencing, sharing and presenting rural life. 

Rural development is one of the aspects of national planning which seeks to improve the quality 
of life of the local community in order to achieve sustainable development [19]. Rural devel-
opment aims to improve livelihoods by implementing comprehensive development for rural 
areas where a majority of people in poverty live. Thus, it can also contribute to reduce poverty 
in urban areas by reducing excessive population influxes from rural areas [20]. Mukhtar [21] 
sees rural development as a process of bringing improvement in the living conditions of rural 
dwellers through employment of generations and entrepreneurship development in the rural 
area, while Jha and Jha [22] define rural development as the process of developing and utilizing 
natural human resources, technologies, infrastructure facilities, institutions and organizations 
to improve the quality of life in the rural areas.

The benefits of social enterprises for rural areas described are that, by using a bottom-up ap-
proach, services provided will more appropriately meet local needs and, by doing this, satisfy 
the distinctive needs of local communities [23]-[25]. Working collectively creates social capital 
and builds confidence that can be applied to other community issues [26]. Rural social enter-
prises are able to build human capacity i.e. ‘cells of people’ forming a lobby that put pressure on 
council officers and members to find ways of continuing to support socially orientated projects.

Additionally, in our work we seek to bring forth new perspectives on social entrepreneurship 
in relation to development as a consequence of tourism whereas it accordingly comprises the 
complexities within drawing usage of the tourism sector as engine for development in European 
Union, as well as Republic of Serbia, as a candidate country.

For example, LEADER [27] is one of the proven effective approaches to rural development based 
on the mobilization of one’s own the potential of local communities for their development. The 
LEADER approach focuses on „HOW”, more than what „WHAT” needs to be done. In this sense, 
it involves the formation of multisectoral one’s local partnerships, i.e. local action groups (LAGs) 
in a specific rural area with a unique identity. LAGs manage development in accordance with the 
specific needs of the local population / territory – through decision making, design of local ru-
ral development strategy (LSRR), allocation of financial resources and implementation projects. 
LEADER is not a new model of rural development, since it was introduced in the countries of the 
European Union (EU) for the first time in 1991, as The Community Initiative Program, funded 
by the Structural Funds, was intended innovative pilot projects that encourage rural development.

Since 2007, LEADER has become an integral part of the Rural Policy, i.e. the Common Ag-
ricultural Policy of the European Union (ZAP), with a total budget of 2.5-5% (approximately 
2.5-5 billion €) of the total resources of the European Agricultural Fund for rural development 
(EAFRD). LEADER has since become an integral part of the National Rural Development 
Programs of EU Member States, within which the LEADER stands out from 2.3-11.3% of the 
funds. The implementation of Local Rural Development Strategies is in the 10th the most im-
portant measures of the European Agricultural Fund for Rural Development, for which 4% of 
the total budget is allocated.
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3. STATE AID TO RURAL AREAS IN THE EU 

One of the main legal and economic instruments for developing rural areas in the European 
Union is state aid. In general, state aid is not allowed according to the Treaty on the Functioning 
of the European Union (Articles 107-109). Article 107(1) of the Treaty on the Functioning of the 
European Union (further: TFEU) stipulates that, (s)ave as otherwise provided in the Treaties, 
any aid granted by a Member State or through State resources in any form whatsoever which 
distorts or threatens to distort competition by favouring certain under takings or the production 
of certain goods shall, in so far as it affects trade between Member States, be incompatible with 
the internal market. Application of the general State aid rules to the agricultural sector is limited 
by Article 42 of the Treaty on the Functioning of the European Union. According to that Article, 
the provisions of the Chapter relating to rules on competition shall apply to production of and 
trade in agricultural products only to the extent determined by the European Parliament and the 
Council within the framework of Article 43(2) and in accordance with the procedure laid down 
therein, account being taken of the objectives set out in Article 39.

So, from the above-mentioned prohibitions there are some exceptions, provided by the provi-
sions of the TFEU. In terms of agriculture, we should mention the provisions of Art. 107 (2) (b) 
TFEU, where it is stated that the state aid to remove the damage caused by natural disasters or 
emergencies will be compatible with the internal market. It is similar with Article 107 (3) (c) 
TFEU, which states that the Commission can consider that state aid to promote the economic 
development of the agriculture and forestry and rural areas to be compatible with the internal 
market, if there are no adverse effects on trading conditions.

The allocation of state aid in the agriculture and forestry, as well as in rural areas in the Union is 
governed by the European Union Guidelines for State aid in the agricultural and forestry sectors 
and in rural areas 2014 to 2020 (further: Guidelines) [28].

In these Guidelines, the Commission sets out the conditions and criteria under which aid for the 
agricultural and forestry sectors and for rural areas will be considered to be compatible with 
the internal market and establishes the criteria for identifying the areas that fulfil the conditions 
of Article 107(3) of the Treaty. As regards aid granted pursuant to Article 107(2)(b), the Com-
mission hereby sets out the conditions which will be verified in order to determine whether a 
measure constituting aid to make good the damage caused by natural disasters or exceptional 
occurrences is indeed covered by that Article [28]. The rural development policy 2014-2020 
shall contribute to achieving the following objectives: (1) fostering the competitiveness of agri-
culture; (2) ensuring the sustainable management of natural resources, and climate action; and 
(3) achieving a balanced territorial development of rural economies and communities including 
the creation and maintenance of employment. The achievement of these objectives of rural de-
velopment shall be pursued through the following Union priorities for rural development: (1) 
fostering knowledge transfer and innovation in agriculture, forestry, and rural areas; (2) enhanc-
ing farm viability and competitiveness of all types of agriculture in all regions and promoting 
innovative farm technologies and sustainable management of forests; (3) promoting food chain 
organization, including processing and marketing of agricultural products, animal welfare and 
risk management in agriculture; (4) restoring, preserving and enhancing ecosystems related 
to agriculture and forestry; (5) promoting resource efficiency and supporting the shift towards 
a low carbon and climate resilient economy in agriculture, food and forestry sectors; and (6) 
promoting social inclusion, poverty reduction and economic development in rural areas [28].
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Common principles applicable to the assessment of the compatibility of aid measures imple-
mented by the Commission are contained in the Communication on the modernization of state 
aid [29]. The Communication on State aid modernization called for the identification and defini-
tion of common principles applicable to the assessment of compatibility of all the aid measures 
is carried out by the Commission. For this purpose, the Commission will consider an aid meas-
ure compatible with the Treaty only if it satisfies each of the following criteria: a) contribution 
to a well-defined objective of common interest: a State aid measure must aim at an objective 
of common interest in accordance with Article 107(3) Treaty; b) need for State intervention: a 
State aid measure must be targeted towards a situation where aid can bring about a material 
improvement that the market cannot deliver itself, by remedying a well-defined market fail-
ure; c) appropriateness of the aid measure: the proposed aid measure must be an appropriate 
policy instrument to address the objective of common interest; d) incentive effect: the aid must 
change the behaviour of the undertaking(s) concerned in such a way that it engages in addition-
al activity which it would not carry out without the aid or it would carry out in a restricted or 
different manner; e) proportionality of the aid (aid limited to the minimum necessary): the aid 
amount must be limited to the minimum needed to induce the activity in the sector concerned; 
f) avoidance of major undue negative effects on competition and trade between Member States: 
the negative effects of aid must be sufficiently limited, so that the overall balance of the measure 
is positive; g) transparency of aid: Member States, the Commission, economic operators, and 
the public must have easy access to all relevant acts and to pertinent information about the aid 
granted thereunder [28].

These Guidelines apply to State aid for the primary agricultural production, the processing of 
agricultural products resulting in another agricultural product and the marketing of agricultural 
products [28]. Also, in view of the aforementioned considerations, these Guidelines cover the 
following categories of aid: (a) measures in the agricultural sector, financed exclusively from 
national funds, which consist of: (i) rural development like measures falling outside the frame-
work of a rural development programme; (ii) measures other than those referred to in (i) which 
fall outside the scope of Regulation (EU) No 1305/2013, such as certain risk and crisis manage-
ment measures, aid for the livestock sector and certain promotion measures [28].

Where the conditions of Article 107(1) of the Treaty are met, Member States must notify to the 
Commission aid in the agricultural and forestry sectors and in rural areas pursuant to Article 
108(3) of the Treaty and shall not put the proposed measure into effect until this procedure re-
sulted in a final decision, with the exception of measures that fulfil the conditions laid down in 
a block exemption regulation [28].

The Guidelines provided a number of different categories of state aid: 
1. Aid in favour of undertakings active in the primary production, processing and marketing 

of agricultural products:
 a)  Rural development measures (Aid for investment in tangible assets and intangible assets 

on agricultural holdings linked to primary agricultural production, Aid for investments 
in favour of the conservation of cultural and natural heritage located on agricultural 
holdings, Aid for investment concerning the relocation of farm buildings, Aid for invest-
ments in connection with the processing of agricultural products and the marketing of 
agricultural products);

 b)  Start-up aid for young farmers and for the development of small farms;
 c)  Aid for the transfer of agricultural holdings;
 d)  Start-up aid for producer groups and organizations in the agricultural sector;
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 e)  Aid for agri-environment-climate and animal welfare commitments (Aid for agri-envi-
ronment-climate commitments, Aid for animal welfare commitments)

 f)  Aid for disadvantages related to Natura 2000 areas and to the Water Framework Direc-
tive;

 g)  Aid to areas facing natural or other specific constraints;
 h)  Aid for organic farming;
 i)  Aid for the participation of producers of agricultural products in quality schemes;
 j)  Aid for provision of technical support in the agricultural sector (Aid for knowledge transfer 

and information actions, Aid for advisory services, Aid for farm replacement services);
 k)  Aid for co-operation in the agricultural sector;
2. Risk and crisis management:
 a)  Aids to compensate for the damage to agricultural production or the means of agri-

cultural production and to prevent damage (Aid to make good the damage caused by 
natural disasters or exceptional occurrences, Aid to compensate for damage caused by 
adverse climatic event which can be assimilated to a natural disaster, Aid for the costs 
of the prevention, control and eradication of animal diseases and plant pests and aid to 
make good the damage caused by animal diseases and plant pests, Aid for fallen stock, 
Aid to compensate for the damage caused by protected animals, Aid for the payment of 
insurance premiums, Aid for financial contributions to mutual funds);

 b)  Aid for Closing Production Capacity (Closing of capacity for animal, plant or human 
health, sanitary, ethical or environmental reasons, Closing of capacity for other reasons);

3. Other types of aid in the agricultural sector:
 a)  Aid to the livestock sector;
 b)  Aid for promotion measures in favour of agricultural products;
 c)  Aid for the outermost regions and the smaller Aegean islands;
 d)  Aid for agricultural land consolidation;
 e)  Aid for rescuing and restructuring undertakings in difficulty;
 f)  Aid for research and development in the agricultural sector.
4. Aids in rural areas which are co-financed by the EAFRD or granted as additional national 

financing to such co-financed measures:
 a)  Aid for investments concerning the processing of agricultural products into non-agricul-

tural products, the production of cotton or investments in the creation and development 
of non-agricultural activities;

 b)  Aid for basic services and village renewal in rural areas;
 c)  Business start-up aid for non-agricultural activities in rural areas;
 d)  Aid for agri-environment-climate commitments to other land managers and undertak-

ings in rural areas not active in the agricultural sector;
 e)  Aid for disadvantages related to Natura 2000 areas to other land managers;
 f)  Aid for knowledge transfer and information actions in rural areas;
 g)  Aid for advisory services in rural areas;
 h)  Aid for new participation of active farmers in quality schemes for cotton and foodstuffs;
 i)  Aid for information and promotion activities concerning cotton and foodstuffs covered 

by a quality scheme;
 j)  Aid for co-operation in rural areas;
 k)  Aid for setting-up of mutual funds [29].

As we already said, State aid must be notified to the Commission. After the procedure, the 
Commission may make several decisions: 1) There is no state aid in present case, 2) state aid is 
compatible with the internal market, 3) state aid is compatible with the internal market (condi-
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tional decision), and 4) state aid is incompatible with the internal market. The worst decision for 
Member State is the decision of incompatibility. In that case, the Commission may require the 
Member States to recover the illegal state aid. States are required to act on the orders of the Com-
mission and will be able to refuse the order for recovery of aid only if they prove that it would be 
absolutely impossible. Therefore, in practice, member states try to avoid repayment assistance in 
different ways. In order to avoid a negative decision on state aid for rural development Member 
States may carry out preliminary consultation with the Commission, before granting state aid. 
This is not provided by EU competition law, but also did not prohibit. Therefore, it is common 
practice. This is the way to avoid potential disputes with the Commission [30].

4. CONCLUSION

One of the problems according to rural tourism is having no official data of the number and sit-
uation in rural areas as well as the lack of strategy of rural tourism development. The potential 
of new destinations and capacities is great, as well as labour forces, so if investors (both Euro-
pean and Serbian) and all the stakeholders of rural areas would invest in it, we could become a 
leading country in rural tourism supply in the region.

Also, one of the most delicate issues of the future development of the tourism in rural areas is 
the aging and education structure of the population in these areas. This problem is important 
both from the aspect of the social structure of rural environments, as well as the capacity of 
human resources for adopting new technologies, changing the socio-economic structure and 
many others. Therefore, addressing the issue of strengthening the social structure of rural com-
munities is a huge imperative and contributes greatly to state aid for rural development.

Finally, it should not be ignored that the EU member states can provide state aid measures for 
rural development. Given that the provision of state aid is a priori inadmissible in the Europe-
an Union, it is necessary to fulfill the requirements provided by the Treaty on the Functioning 
of the European Union, as well as the Guidelines for State aid in the agricultural and forestry 
sectors and in rural areas 2014 to 2020. To avoid any potential disputes between Member States 
and the European Commission, member states are recommended to carry out preliminary dis-
cussions with the Commission. In this way, the attitude of the Commission will be known in 
advance and the Member States will know how to formulate a proposal of state aid measures 
for rural development. Commission’s decision on illegally granted state aid can be problematic 
for Member State. In that case, Member States would have to recover illegally granted state aid. 
Bearing that in mind, the practice of the Commission and the Court of Justice will be of great 
importance not only for the Member States of the European Union, but also for the candidate 
countries.
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Abstract: This paper focuses on use of electronic marketing and thus different tools of marketing com-
munication in tourism. All (37) destination management organizations (DMOs) in Slovakia and selected 
tourism enterprises (35) represent research object, while marketing communication tools represent 
research subject. The scope of use of marketing communication tools is analyzed in a complex way as 
both - demand side and supply side are examined. We used interview and following we investigated 
Internet marketing communication to study the supply side. This research sample consisted of 35 en-
terprises from which 24 were Slovak tour operators, 3 hotels (*** and ****), 4 spas and 4 water parks 
and 37 DMOs divided into five categories. On demand side data were collected through questionnaires. 
The research sample consisted of 510 randomly selected visitors of above-mentioned enterprises. The 
survey was undertaken from 2015 to 2018. We assume that an effective marketing campaign enhances 
competitiveness of enterprises and DMOs, boost their development and thus the development of tour-
ism regions in Slovakia. However, new trends of marketing communication are being used in a limited 
extent by tourism enterprises and only several DMOs actively profit thus from traditional tools of mar-
keting communication as well as from online marketing communication. 

Keywords: Destination management organizations (DMOs), tourism enterprises, Internet, marketing 
communication, Slovakia.

1. INTRODUCTION

Tourism in Slovakia is in the recent years (2016-2018) in a very good condition. It em-
ploys more than 300,000 people. Almost 5,376,000 visitors visited Slovakia in 2017. In 
the recent years revenues in all services that are generated by tourism in Slovakia have 

exceeded five billion euros a year. Providers of tourism services in Slovakia include producers 
(accommodation, hospitality, transport, spa and wellness, sports and recreational and cultural 
facilities) and service agents (travel agencies, tour operators, tourist information centers). More 
than 90% of businesses in tourism in Slovakia belong to the small and medium-sized enterprises. 
DMOs are the representatives of management and marketing in tourism destinations in Slovakia.
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In October 2018 there was a total number of 37 local tourism organizations (DMOs), which 
started their functioning after the adoption of Act no. 91/2010 Coll. on tourism support (from 
December 1st 2011). According to the Slovak law DMOs can be set up by at least 5 municipal-
ities which reached at least 50,000 overnight stays in the previous calendar year in the area of   
their competence, respectively by fewer municipalities if they reached at least 150,000 over-
night stays.

Despite the current favorable situation, experts suggest that tourism services in Slovakia cease 
to be competitive. This may be caused by a lack of investment and a slow growth in the employ-
ment in the sector, which are delayed by rising costs. In order to maintain competitive services, 
it is also necessary to all stakeholders involved in tourism development to conduct marketing 
activities in accordance with current marketing trends.

Marketing communication, as an important tool of the marketing mix, significantly changes 
its character in the last period (especially after 2000) in Slovakia. In addition to the traditional 
communication tools, Internet marketing tools whose implementation in practice contributes to 
the development of sustainable tourism are more and more frequently being applied. They are 
also less financially and materially demanding. The article deals with the research of the used 
Internet marketing tools in selected tourism enterprises (35) and in the established DMOs in 
Slovakia.

2. LITERATURE REVIEW

Marketing communication is a program of communication methods and tools by which the des-
tination (and tourism enterprises) addresses both the visitors and the wider public. It has been 
a point of interest of many authors already in more decades [3], [4], [15], [16], [14] [20], [24], 
[27], [29], [31], [40] and others).

The aim of all tourism enterprises and DMOs is to systematically increase visit rate of the tour-
ism destinations. This cannot be achieved without efficient and effective marketing communi-
cations, which is why the marketing communication is also a part of the destination marketing. 
Marketing on the level of destination is a point of interest of several authors [1], [6], [18], [21], 
[25], [32], [37], [35], [39] and others.

With the rapid development of modern technologies that positively stimulate tourism develop-
ment, different ways of marketing communication of the stakeholders who act in the destina-
tions have also been developed. Traditional communication is being increasingly replaced by 
electronic. 

Various authors [5], [10], [22], [36] understand the Internet marketing communication as a trend 
based on the use of the information technologies. Most significant benefits include 24-hour 
possibility to communicate with customers, questioning, getting feedback, immediate response 
to updated content, and updated content at any time, the ability to reach customers without ge-
ographic limitations at any distance and so on.

Internet marketing communication is also intensively used by tourism enterprises, regional and 
local tourism organizations in Slovakia (DMOs), which may be set up in accordance with Act 
no. 91/2010 Coll. on tourism support from December 1st 2011.
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The elemental scope of Internet marketing communication currently includes (a) the website, 
(b) the existence and communication of the subject on social networks, (c) e-mail communica-
tion (e-mail), and (d) various forms of mobile marketing [2], [14], [29].

Several authors focus on use of new trends in marketing communications, such as [38], who 
examine social media and use of digital marketing; [19], whose central interest is the product 
delivery via web site and [11], who point at mobile marketing and many others [28], [23], [12].

Thus, new trends, which are not costly in addressing, may augment communication effective-
ness. These are guerrilla marketing, buzz marketing, event marketing and viral marketing [26], 
[33]. 

[13] underlines the importance and lack of new trends use in online marketing communication. 
This author emphasizes constantly growing number of Internet users and the ability of opera-
tors to increase their competitiveness in the market with a well-targeted and implemented mar-
keting communication that uses innovation and creativity.

3. METHODOLOGY

The aim of this paper is to examine use of marketing communication tools of selected tourism 
enterprises (35) and all 37 destination management organizations (DMOs) in Slovakia. These 
DMOs and selected tourism enterprises (35) represent research object, while marketing com-
munication tools represent research subject. We analyze both - supply side (tourism enterprises 
and DMOs) and demand side (visitors’ perception of marketing communication tools). This 
research is based on primary and secondary sources of information. Published data result from 
a quantitative research gathered during the years 2015 to 2018. The used techniques were inter-
view (supply side - enterprises), questionnaire (demand side - visitors) and analysis of Internet 
marketing communication (supply side - DMOs).

We present division of the DMOs into five categories characterized further in this paper. Be-
sides all existing DMOs, supply side of research sample consisted of 35 enterprises, from which 
24 were Slovak tour operators, 3 hotels (*** and ****), 4 spas and 4 water parks. With regard to 
preserve their anonymity while using internal delicate information, we name these enterprises 
in alphabetical order (letters A – K) without explicitly showing their name. According to num-
ber of tour operators (24) we present results of undertaken research in relative terms without 
individual analysis of marketing communication for each enterprise. Demand side of research 
sample consisted of 510 randomly selected visitors of examined enterprises.

This research is based on recognition that an effective marketing campaign enhances competi-
tiveness of enterprises and DMOs; boost their development and thus the development of tourism 
regions in Slovakia. 

This paper tends to answer three important questions. Q 1: Which of the new trends are includ-
ed into examined enterprises´ marketing communication? Q 2: Have any of these marketing 
communication new trends been identified by visitors? The answer to the second research ques-
tion outlines effective use of marketing communication tools. Q3: How many of existing DMOs 
in Slovakia communicate effectively on the Internet?



3rd International Thematic Monograph:  
Modern Management Tools and Economy of Tourism Sector in Present Era

410

Currently (October 2018) the Ministry of Transport and Construction of the Slovak Republic 
records 37 existing DMOs. The population of interest is represented by all local DMOs in Slo-
vakia. The research sample is therefore identical to the population.

We use primary data sources in addition to secondary ones. We analyze the available channels 
of Internet marketing communication, which we evaluate according to established criteria (Ta-
ble 1), formulated on the basis of information drawn from the literature.

The ways of the 
Internet marketing 

communication
Evaluation criteria Evaluation scale

Internet website

SEO
Design
Intuitive navigation
Photo gallery
Responsive design
Possibilities of the search on the website
Search for accommodation
Reservation of accommodation
Reservation of other services
Map
Interactive map
Calendar of events
Possibility to download electronic brochures
Webcam
Weather report
Link to other websites
Connect to social networks
“Send/Recommend to a friend” option
Feedback from visitors option
Live chat

0-5
0-3
0-3
0-3
0/1
0/1
0/1
0/1
0/1
0/1
0/1
0/1
0/1
0/1
0/1
0/1
0/1
0/1
0/1
0/1

Social networks
Number of active accounts
Number of followers
Speed   of response

0-3
0-3
0-2

E-mail  Distribution of the information leaflet 0/1

Mobile application

Application existence
Support of multiple operating systems
Application functionality
Application options

0/1
0/1
0-2
0-3

General criteria
Recentness of information
Relevance of information
Language mutations

0/1
0/1
0-3

Table 1: Evaluation criteria of the Internet marketing communication of DMOs 
Source: Own elaboration, 2016.

We evaluate the part of the criteria quantitatively on the scale from 1 to 2, 3, resp. 5 (Table 1) 
and the other part depending on their use (0/1, where 0 = not used, 1 = used). By the criteria 
we undertake to the assessment scale, we focus on the subjectively determined characteristics 
presented in Table 2.
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The ways of Internet 
marketing communication Criteria characteristics Evaluation explanation

Internet website

SEO

5 p. – 1. place in search
4 p. – 2. and 3. place in search 
3 p. – 4. to 6. place in search 
2 p. – 7. to 10. place in search 
1 p. – 11 to 20. place in search 
0 p. – 20. place in search and lower 

Design

3 p. – interesting modern design
2 p. – modern design
1 p. – basic design
0 p. – inappropriate design

Intuitive navigation
1 p. – well-arranged
1 p. – suitable site structure
1 p. – simple movement on the site

Photo gallery
1 p. – quality photographs
1 p. – actual photographs
1 p. – photographs characteristics

Social networks

Number of active accounts
1 p. for each active account on the 
social network (maximum 3 points, 
if there are more than 3 accounts)

Number of followers

0 p. – from 0 to 500 followers
1 p. – from 501 to 1000 followers
2 p. – from 1001 to 3000 followers
3 p. – from 3001 followers 
(unlimited)

Speed of response
2 p. – up to 1 hour
1 p. – up to 1 day
0 p. – more than 1 day

Mobile application

Application functionality
2 p. – fully functional application
1 p. – some functions limited
0 p. – non-functional application

Application options

1 p. – relevant content
1 p. – intuitive handling
1 p. – functioning also without 
Internet connection

General criteria Language mutation
1 p. for every language mutation of 
the website (maximum 3 points, if 
there are more than 3 mutations)

Table 2: Characteristics of the evaluation criteria 
Source: Own elaboration, 2016.

The survey was undertaken between October 2017 and October 2018. Based on the number of 
points earned we divide DMOs into categories whose designation matches their general char-
acteristics (Table 3).
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Category name Category characteristics Reached number  
of points

Tigers

DMOs significantly active in electronic marketing 
communications. An easy-to-read and modern website uses 
most of the reviewed criteria. DMOs adequately active on 
social networks, developed mobile apps for visitors. They 
actively promote destinations.

35 and more points

Dolphins

DMOs appropriately active in electronic marketing 
communications. A high-quality and modern website. 
Active on social networks. They use many ways of Internet 
marketing communication, but not all are available. They 
still have something to learn, they want to learn and they 
are on the right way.

from 25 to 34 points

Turtles

DMOs less active in Internet marketing communications. 
Website at a lower level, but with basic information about 
the destination. They use some of the available ways of 
Internet marketing communication. Poor promotion of 
destinations.

from 15 to 24 points

Snails

DMOs significantly less active in electronic marketing 
communications. The website or social networks do not 
serve effectively to inform visitors about the destination, 
they have little or no value for a visitor. A radical change 
in access to electronic marketing communications and 
promotion of the destination is required.

from 5 to 14 points

Dead bugs

DMOs inactive in electronic marketing communications. 
There are no social network sites or accounts. No 
promotion of the destination. Also included are newly-
formed DMOs that have not yet been able to implement a 
functional Internet marketing communication.

from 0 to 4 points

Table 3: DMOs categories 
Source: Own elaboration, 2016.

The allocation of the DMOs corresponds to the state of Internet marketing communication at 
the time of the research.

We use theoretical methods of research, such as analysis and synthesis, induction and deduction, 
the method of comparison and the abstraction method. From mathematical statistical methods, 
we use methods of descriptive statistics (arithmetic average and median).

4. RESULTS

The paper results are divided in following manner. In chapter 4.1 we analyze marketing com-
munication of tourism enterprises, in chapter 4.2 we focus on visitors’ perception of examined 
enterprises’ marketing communication and in chapter 4.3 we present the complex results of the 
DMOs primary survey and the most interesting findings on the number of DMOs with the result 
obtained.
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4.1. Marketing communication analysis of examined enterprises

35 tourism enterprises participated into the survey, from which 24 were tour operators, 3 hotels, 
4 water parks and 4 spas. In first part of this chapter, we analyze marketing communication 
of tour operators. According to their total number, these are not analyzed individually but the 
research results are expressed in relative terms. Research sample in this case is represented by 
members of Slovak Association of Tour operators and Travel Agencies. The reason for their se-
lection is the fact, that they sell most of the package tours in Slovakia within all existing subjects 
in the market. 

Marketing communication of tour operators. We found out that most of the tour operators (83%) 
provide marketing activities alone and 17% profit from external enterprise ś services. Only 29% 
of tour operators prepared marketing communication plan in writing. Marketing communica-
tion budget differed significantly depending on the size of the enterprise. Regarding marketing 
communication, small tour operators (employing max. 3 person) spent in average 500 – 15 000 
euros per year, medium-sized tour operators (employing 4-20 person) spent in average 15 000 
- 100 000 euros per year and big tour operators (with a staff of 21 and more person) spent from 
70 000 to 500 000 euros per year. It is evident that the amount of money spent on marketing 
communication increases with the size of the tour operator.

Yet, only 71% of tour operators regularly examine effectiveness of their marketing communication 
campaign and 50% monitor profitability of costs incurred in marketing communication. Many 
tour operators determine the budget as a part of the margin from sold package tours and do not 
further analyze their costs, as they find the process of monitoring and evaluation too challenging. 

Selection of appropriate tools represents an important part of marketing communication. Ex-
amined tour operators use all traditional tools of marketing communication mix with predom-
inance of advertising. 

The most used means of advertising are enterprises´ online sites (96%), printed catalogues 
(92%), advertisements in newspapers and magazines (83%), brochures and leaflets (54%), bill-
boards and posters (46%), additional advertising on the Internet (except for online sites of enter-
prises) (38%). In context of sales promotion, the most used means are discounts (71%), coupons 
(46%) and competitions (42%).

Addressed and unaddressed means of direct marketing are used by examined tour operators. 
These are predominantly consignment (83%) and direct electronic mail (96%), used for send-
ing catalogues, actual offers and others. Intermediaries receive mostly business information 
through electronic mail. From unaddressed means the mostly used are unaddressed business 
mail (67%) (Distribution of leaflets, brochures and catalogues), passive telemarketing (36%) 
(Processing of incoming telephone calls from potential customers and through intermediaries 
through Infoline) and online communication (100 %). 

Personal selling includes not only direct contact of employees and customers in premise (100%), at-
tendance of fairs and exhibitions (46%) but as well visits of prospective clients/potential clients (4 %). 

Examined tour operators maintain public relations through sponsorships (25%), organized 
events (29%) and articles and media interviews (4%). As proved by previous analysis, tour 
operators use predominantly Internet (100%) and press (79%) followed by outdoor advertising 
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(46%). Radio (25%) and television are less used (8%). It is obvious that use of each media is 
closely related to its affordability. 

Use of marketing communication new trends by tour operators. Internet communication can be 
still considered as a new trend in Slovakia. 96% of examined tour operators has own web site. 
They use it mainly for the provision of product information (100%), active communication with 
customers (91%) (via online communication – chat or contact form). Most of examined tour op-
erators (78%) use online web page as a selling platform with possibility of booking, reservation 
of a package tour directly online. The possibility to verify spare capacity directly on the site is 
provided by 33% of businesses that use online reservation system. Electronic version of the cat-
alogue represents a new trend. It proposes further possibilities of package tours´ offer feasibility. 
Customer can download the catalogue into his/her personal computer, and then choose from the 
tour operator ś offer, without being bound to a location with an Internet connection (74% of tour 
operators offer such option). The reachability/accessibility of many destinations nowadays lies 
in possibility to check satellite images via Internet. 48% of examined tour operators use online 
view of the destination. In case of 17% of enterprises, it is possible to leave an online review. 
Almost every tour operator (96%) updates the web site regularly. Percentage share of selected 
functionalities use of online web sites and tour operators´ participation in social networks can 
be found in Table 4. 

Selected functionalities/Social networks Relative share of tour operators
Photo Gallery 91%
Video Gallery 39%
Blog 22%
Online Chat communication 35%
Skype 35%
Facebook 74%
Twitter 17%
Google+ 22%
YouTube 26%
Mobile Aps 13%

Table 4: Use of selected functionalities of tour operators’ web sites  
and their activity on social forums 

Source: Own elaboration, 2015.

One of the emerging trends includes writing and publishing texts in the form of blogging. This 
method of communication is still rarely used among Slovak enterprises. It is based largely on 
the personal interest of individuals who publicly spread their own ideas and insights. We exam-
ined tour operators´ awareness of selected trends and their use (Table 5).

Trend Use (in %) Knows, but does not 
use (in %)

Does not know and 
does not use (in %)

Guerrilla marketing 8 29 63
Viral marketing 25 38 37
Buzz marketing 29 33 38
Mobile marketing 25 63 12
Event marketing 29 63 8

Table 5: Use of selected marketing communication trends by Slovak tour operators 
Source: Own elaboration, 2015.
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Marketing communication analysis of hotels, water parks and spas. Analysis results of market-
ing communication mix together with general characteristics of examined hotels, water parks 
and spa enterprises may be found in Table 6.

Enterprise Characteristics Use of traditional tools and new trends of 
MC

Hotel A***
- congress hotel
- accommodation capacity approx. 270 
permanent beds

- marketing communication plan drawn 
up in writing
- target segment- groups of travellers- 
collectives
- use of all traditional MC mix tools
- use of MC trends- WOM marketing, 
event marketing, viral marketing, mobile 
marketing

Hotel B***
- oriented to business travellers
- accommodation capacity approx. 40 
permanent beds

- does not have a marketing 
communication plan drawn up in writing
- use of all traditional MC mix tools
- use of MC trends- WOM marketing and 
mobile marketing

Hotel C****

- located in proximity of a winter 
tourist resort
- accommodation capacity approx. 60 
permanent beds

- does not have a marketing 
communication plan drawn up in writing
- use of all traditional MC mix tools
- use of MC trends- WOM marketing, 
event marketing, viral marketing, mobile 
marketing

Water park D
- offers stainless steel swimming pool, 
multifunctional relaxation pool - open 
all year round and children ś pool

- target segment- families with children
- use of all traditional MC mix tools
- use of MC trends- WOM marketing, 
event marketing, viral marketing, mobile 
marketing

Water park E
- use of thermal mineral water spring, 
- offers 14 swimming pools from 
which 9 all year round

- target segment- families with children, 
young people and seniors
- use of all traditional MC mix tools
- use of MC trends- event marketing and 
viral marketing

Water park F
- use of thermal mineral water springs 
in addition to service water
-offers 16 pools

- target segment- families with children, 
young people and seniors, but wider 
public too
- use of all traditional MC mix tools 
- use of MC trends- event marketing and 
viral marketing

Water park G - offers 4 pools all year round and 
widens its offer during summer season

- target segment- primarily families with 
children 
- use of all traditional MC mix tools and 
recognition of potential customers abroad
- use of MC trends- event marketing and 
viral marketing.
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Spa enterprise H

- plays an important role in treatment 
of rheumatic diseases, musculoskeletal 
diseases, neurological diseases, 
gynecological diseases, occupational 
diseases, diseases of kidneys and 
urinary tract 
- total accommodation capacity 
approx. 840 beds 

- use of all traditional MC mix tools 
- use of MC trends -WOM marketing, 
event marketing, viral marketing 
and mobile marketing

Spa enterprise I

- focuses on treatment of cancer, 
gynecological diseases, circulatory, 
digestive system disorders, metabolic 
disorders, respiratory diseases and 
others.
- total accommodation capacity 410 
beds

- use of all traditional MC mix tools
- marketing department does not exist, 
MC budget is limited
- use of MC trends -WOM marketing, 
event marketing

Spa enterprise J

- focuses on the treatment of 
rheumatic diseases, lifestyle diseases, 
occupational diseases, gynecological, 
skin disorders, and even post-
traumatic conditions
- total accommodation capacity 1016 
beds

- use of all traditional MC mix tools
- use of MC trends -WOM marketing, 
event marketing and mobile marketing

Spa enterprise K

- focuses on the treatment of 
musculoskeletal disorders, spinal 
injury conditions, rheumatic diseases, 
multiple sclerosis and others
- total accommodation capacity almost 
3000 beds

- use of all traditional MC mix tools
- all activities within MC are divided into 
internal and external (using outsourcing)
- use of MC trends -WOM marketing, 
event marketing and mobile marketing 
in largest extent from all examined 
enterprises

Table 6: Use of marketing communication tools (further MC) in examined enterprises 
Source: Own elaboration, 2015.

We conclude that many enterprises continue to use mainly traditional marketing communica-
tion tools. New trends are being applied into communication campaigns in a limited extent.

All examined enterprises indicated use of WOM marketing. However, based on research results 
none of these enterprises introduced emotional marketing communication campaign which 
would be disturbing and spread verbally. There we assume that it is not a real WOM marketing 
but preferably spontaneous spread of information emerging from customers´ satisfaction or dis-
satisfaction with provided services; this one existed in the market since ever.

Almost every enterprise creates a viral campaign which consists of information publishing about 
events and discounts on social networks. Discounts and competitions may be shared on visitor ś 
own profile. Even if the message is being spread as a virus it is questionable whether it can be 
considered as viral marketing. The reason is that it does not have a funny context, neither a cre-
ative idea. Theoretical background proves that the terminology is still in progress and does not 
indicate conditions under which such a campaign should or should not belong to viral marketing.

Mobile marketing is predominantly used by enterprises in a way of addressed text messages, 
mobile version of online site and use of QR codes on promotional materials. 
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We find event marketing as a frequently used trend in enterprises´ marketing communication. 
These are mostly sport events, entertainment events with TV celebrities’ presence, theatre 
performance, music evenings, fashion shows, events for children audience, local gastronomy 
events and original crafts events. 

4.2. Demand side analysis of examined enterprises marketing communication

510 visitors participated in the research on the demand side. These were guests who during the 
research time stayed in examined facilities. More women (69%) than men (31%) participated 
into the survey. Respondents were mostly younger active people (about 87% of visitors belonged 
to 18-50 age group). Fewer respondents were over the age of 50 (11%) and only 2% of respond-
ents were seniors over the age of 65. Most respondents completed secondary education (54%), 
smaller part of them completed higher education (43%) and 3% of respondents did not indicate 
attended education. 

We examined visitors´ knowledge/awareness of marketing communication trends and their abil-
ity to explain these trends. We assume that the best known is event marketing (known by 63% 
of respondents), followed by viral marketing (57% of respondents) and mobile marketing (54% 
of respondents). Relatively small percentage of respondents knows WOM marketing (24%), 
guerrilla marketing (21%) and buzz marketing (18%). About 21% of respondents do not know 
any of above-mentioned trends of marketing communication.

Majority of respondents (53%) think that a more intensive implementation of new trends into 
praxis would positively influence future visitation of tourism enterprises in examined regions 
and thus boost their development. In case of some enterprises, visitors propose improvement of 
online sites to keep them user-friendly with more attractive and organized content. Almost all 
respondents (94%) expressed positive expectations about new way of enterprises´ communica-
tion which should be unconventional, surprising and entertaining. 

4.3. The Use of marketing communication tools in DMOs

We present the complex results of the primary survey and the most interesting findings on the 
number of DMOs with the results obtained (Table 7).

Social networks. We have preferentially researched the activity on Facebook (the most used 
social network world wide and also in Slovakia). The fan page was created by most of DMOs 
(26). There are 6 DMOs active on the Instagram social network, and only one DMO created its 
profile on Google+ and Twitter. From 23 DMOs which have created a social profile on Face-
book, only 21 DMOs actively communicated during examined period. The Facebook pages 
ranged from 100 to almost 10,000 fans. The average number of fans was 3153. However, a more 
reliable marker is the median (1593). The number and type of the contributions added varied. 
The most often DMOs added photos (34.96%), contributions to organized events (32.25%) and 
external links to other media, recalling news from the region (27.31%). DMOs added pure text 
status to their sites at least (5.48%). We also followed the aggregate number of post interactions 
added to the DMOs fan pages. Most of the fans (54.12%) responded to the added photos from 
the destination.

Mobile applications. Mobile apps have the advantage of accessing information offline as well, 
without connecting to the Internet. The advantage of mobile phones is also GPS, which com-
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bined with an offline map in the app can serve as a good navigation system. The possibility to 
download the mobile application is offered by 5 DMOs, while all of apps are available in ver-
sions for both Android and iOS operating systems (one for Windows). However, applications 
were not functional in all organizations.

Evaluation criteria Yes (in %) No (v %)
Own webpage 91.9 8.1
SEO optimization to the 5th 
place 24.4 75.6

Responsive design 45.9 54.1
Number and quality of the photos Average rating 1.61 points Maximum rating 3.0 points
Searching 56.8 43.2
Booking 21.6 78.4
Electronic map 73.0 27.0
Interactive map 21.6 78.4
Events calendar 64.9 35.1
Weather report 45.9 54.1
Link to other webpages 64.9 35.1
Connect to social networks 56.8 43.2
Contact form 51.4 48.6
Live chat 0.0  100.0
Language mutations 48.6 51.4

Table 7: Possibilities on DMOs’ web pages 
Source: Own elaboration, 2018.

According to the specific activity of individual DMOs and the results achieved in Internet mar-
keting communication, we divided DMOs into five groups (Table 8).

Category name Destination management organizations

Tigers
Banská Štiavnica Tourism, REGION LIPTOV, Vysoké Tatry 

Region, Trnava Tourism, Bratislava Tourist Board, Central Slovakia 
Tourist Board

Dolphins
Kysuce tourist board, Rajecká dolina, SEVERNÝ SPIŠ - 

PIENINY, TATRY - SPIŠ - PIENINY, Slovenský Raj & Spiš, 
KOŠICE-Tourism

Turtles

Klaster Orava, REZORT PIEŠŤANY, Region Horná Nitra- Bojnice, 
Malá Fatra, Horný Zemplín a Horný Šariš, Dudince Tourism, 

Nitra tourist board, TURIEC - KREMNICKO, Regional Tourism 
Organization Záhorie, PODUNAJSKO, „The Small Carpathians“, 

Regional Tourism Association Tekov

Snails

Senec Region, Žitný ostrov, Region Horehronie, Horné Považie 
Tourist Association, Region Gron, TOUR NOVOHRAD 

AND PODPOĽANIE, Vysoké Tatry - Foothills, Zemplínska, 
Trenčín-Country-Surrounding, Regional Tourism Organization 

Trenčianske Teplice
Dead bugs „Šariš“ - BARDEJOV, Šariš Region, Region Gemer

Table 8: DMOs allocation according to the research results 
Source: Own elaboration, 2018.
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5. DISCUSSION

When carrying out the survey, we did not face any similar examination that would cover the de-
mand and supply side in use of marketing communication new trends. For such a reason it was 
impossible to compare the results of our research with other studies. We consider the research 
results as highly specific for Slovak tourism market and therefore address all recommendations 
and implications to examined tourism entities (tour operators, hotels, water parks, spa enterpris-
es and DMOs). In fact, the tourism development potential in many Slovak regions seems to be 
underestimated mostly by marketing planners. Despite rapidly changing environment in tour-
ism market, enterprises still prefer traditional tools of marketing communication. As visitors are 
more technologically educated, they tend to ignore these traditional tools and do not respond to 
them in attended manner. 

New trends gradually used by Slovak tourism enterprises include mostly event marketing, 
WOM marketing, mobile marketing (advertising text messages, mobile version of web site and 
partially QR codes) and viral marketing (although this one is missing entertaining, shocking 
idea and story which should present leitmotif of further advertising spread). We do not consider 
them as typical viral messages. However, [7] distinguishes between passive and active viral 
marketing. According to this classification we can understand media campaigns providing dis-
counts as a part of viral marketing if the only criterion is a rapid spread of message among cus-
tomers. Another type of its use are enterprises´ fan pages on social networks, where customers 
publish own photographs from their package tours, comment it, add reviews and spread these 
among other Internet users. 

We did not recognize use of guerrilla marketing, buzz marketing, etc., which offer possibility 
to create a creative campaign with surprisingly strong reaction and minimal investment of fi-
nancial resources. The most decisive is moment of surprise, entertainment, joy and appropriate 
localization of the campaign. Social media offer one occasion (online wiki sites, online sites 
allowing sharing content and voting, social networks etc.); their advantage is to attend direct 
personal contact with potential visitors. 

An alternative form to traditional communication tools is represented by mobile marketing. QR 
codes are widely useful in providing important information to customers and replace writing 
communication with customers. Their advantage lies in the fact that no special devices are 
needed to their decoding. An interesting way of communication is augmented reality which en-
ables visitors´ orientation in the region. It is compatible with newer types of mobile phones and 
based on picture scan, it enables virtual visit of attractions, checking of cultural programmes in 
real time, localization of ATMs, restaurants, or it can serve as GPS navigator. 

The main objectives of DMOs in Slovakia are to a large extent consistent with the objectives 
highlighted by the destination management theory [8], [9], [34] and others) and good practice 
of DMOs in countries with developed tourism. These include, in particular, the promotion of 
sustainable tourism development in the destination, an increase in the number of overnight 
stays, and an increase in the average length of visitors’ stay, the creation of a recognizable brand 
and the identity of destination sites, targeted and effective promotion (the register of existing 
organizations available on the website of Ministry of Transport and Construction of the Slovak 
Republic and the websites of existing organizations, 2018).
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The results of existing surveys in Slovakia show that marketing of DMOs is provided under 
their own direction (86%) or through an external organization (14%). Of the total expenditures 
of DMOs, marketing expenditures create 43.4% share in Slovakia [30].

Electronic marketing and, in particular, the dynamic and interactive website of the destination 
and its active presentation on social networks are one of the key prerequisites for success on 
the crowded destinations market. The Internet has an extraordinary importance in the tourism 
sector, as the visitor cannot test the services in advance, and the information gained from the 
Internet is crucial in the decision-making process.

DMOs should focus on the content and design of their website in their online marketing com-
munication on the Internet. It should include up-to-date, relevant, and trusted information about 
the destination, calendar of organized events, high-quality and representative photos and vid-
eos, as well as webcam images that document real-life in the destination at a specific time in-
cluding the weather. An indispensable part of the destination’s website should be a map, ideally 
interactive, into which a visitor can interfere and choose the desired content. For the web site 
is an extremely important responsive design and mobile app that offers a scaled version of the 
website. For foreign visitors the website should be fully available in foreign language mutations.

6. CONCLUSION

The survey results are implementable on selected tourism enterprises (35) and all DMOs in Slo-
vakia, covering the whole territory of the country and all tourism regions. Suggestions for better 
use of Internet marketing communication tools are applicable in Slovakia and in the countries 
with a similar level of tourism development. They expect to keep track of new information and 
apply current trends in marketing communication into practice.

The aim of the article was to examine the use of marketing communication tools of selected 
tourism enterprises (35) and all destination management organizations (DMOs) (37) in Slova-
kia. 

We examined whether the enterprises use more frequently traditional or new marketing com-
munication tools. Yet, we assume that many trends have not been applied in the Slovak tourism 
enterprises until today.

For those who create marketing communication campaigns in enterprises, it is necessary to 
come up with creative content which would evoke emotions and to step out of line, to be differ-
ent and make step into unknown. In marketing, it is worth more to step into unknown than to 
run in a circle.

We have divided the organizations into five groups according to the results of the primary re-
search. In the strongest group of Tigers, there are currently 6 DMOs (which is only 17% of the 
total number of DMOs in Slovakia). These DMOs do not need any interventions to their Internet 
marketing communication processes. The Dolphins group consists also of 6 DMOs (17% of the 
total number of DMOs in Slovakia). There are 12 DMOs (33%) in the Turtles group, 10 DMOs 
now belong to the group Snails (28%), and 3 organizations are included in the last group of Dead 
Bugs (5%), because they do not use Internet marketing communication at all. Nearly inactive 
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and completely inactive organizations need to develop the concept of Internet marketing com-
munications from the start.

Overall, less than 20% of researched organizations use the available tools efficiently and effec-
tively and up to 33% of the total number of organizations is almost or totally inactive in Internet 
marketing communication.

In the article we have outlined the failings that need to be removed in the case of more destina-
tion management organizations.

The advantage of the Internet and its impact in the field of marketing communication is its com-
paratively low price compared to traditional communication tools. In addition, it is a chance for 
all local destination management organizations to reach a particularly rapid development in this 
area. However, the awareness of all subjects who are trying to assert a competitive struggle is 
constantly growing and therefore, in the context of time, the situation (in the positive way) may 
be diametrically different.
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Abstract: The present study was conducted on seven tourism companies in BIST Tourism Index in 
order to describe continuous financial factors which affect net profit margin (NPM) as a continuous 
response variable through CART (Classification and Regression Tree), CHAID (Chi-Square Automatic 
Interaction Detector), Exhaustive CHAID and MARS (Multivariate Adaptive Regression Splines) al-
gorithms. In the present study, the data of these companies from the period 2011-2017 were evaluated. 
Predictive performances of CART, CHAID, Exhaustive CHAID and MARS in predicting NPM were 
measured based on model goodness of fit criteria, viz. r (Pearson correlation coefficient between actual 
and predicted values in NPM), coefficient of determination (R2), adjusted coefficient of determination 
(Adj.R2), standard deviation ratio (SDRATIO), root of mean square error (RMSE), global relative approx-
imation error (RAE), mean absolute deviation (MAD), Akaike’s information criterion (AIC) and the 
corrected Akaike’s information criterion (AICc). In the study, financial factors used in the prediction of 
NPM were current ratio (CR), acid-test ratio (ACTR), asset turnover ratio (ASTR), accounts receivable 
turnover ratio (ACRTR), equity turnover ratio (EQTR), short term liabilities to total assets ratio (SHT-
LTAR), long term liabilities to total assets ratio (LOTLTAR), total assets to equity ratio (TOAER), long 
term liabilities to equity ratio (LOLER) and total debt to total assets ratio (TODTAR) as predictors. In 
the prediction of the NPM and the description of the influential financial factors influencing the NPM, 
the highest predictive accuracy was obtained by MARS algorithm (r=0.980) and the statistically signif-
icant order was found as MARS (r=0.980) > Exhaustive CHAID (r=0.915) = CART (r=0.873) = CHAID 
(r=0.868) algorithms.

In conclusion, the achieved results indicated that, i) the regression tree diagram constructed by Ex-
haustive CHAID algorithm displayed that tourism companies with LOTLTAR < 0.3715 and EQTR < 
0.0311 had the highest average NPM of 2.778, ii) CART tree-based algorithm showed that the compa-
nies with EQTR > - 0.2125 and ASTR < 0.0246 had the highest average NPM of 4.226, iii) the diagram of 
CHAID tree-based algorithm revealed that the companies with TODTAR < 0.6145 and EQTR < 0.0311 
had the highest NPM with the average of 2.778. It is recommendable that data mining algorithms cap-
ture optimal cut-off values of influential factors, which may ensure the highest NPM values. 

Keywords: Tourism companies, financial ratios, data mining algorithms, MARS, BIST

1 Iğdır University, Faculty of Economics and Administrative Sciences,  
Department of Business Administration, Iğdır, Turkey

2 Iğdır University, Faculty of Economics and Administrative Sciences,  
Department of Business Administration, Iğdır, Turkey

3 Iğdır University, Faculty of Economics and Administrative Sciences,  
Department of Business Administration, Iğdır, Turkey

4 Iğdır University, Faculty of Economics and Administrative Sciences,  
Department of Business Administration, Iğdır, Turkey



3rd International Thematic Monograph:  
Modern Management Tools and Economy of Tourism Sector in Present Era

426

1. INTRODUCTION

Tourism is perceived as a very important mean of economic development in terms of GDP, 
employment ratio, financing of current budget deficits, international foreign exchange 
revenues both in developing and developed countries worldwide [1]- [2]. The tourism 

sector encompasses many areas such as accommodation, food and beverage services, logistics, 
promotion and marketing. At the same time, tourism is one of the most rapidly developing and 
expanding sectors in the world economy which constitutes the movement of people and capital 
between countries [3]- [4]. Since the 1980s, Turkish tourism has begun to show the development 
and increased its growth rate by adapting to rapidly changing competitive environment from 
year to year. Tourism revenue has increased from 326 million dollars to 26,3 billion dollars 
within the last 37 years in Turkey, a tourism center thanks to its geological location and natural 
resources according to data of World Tourism Organization (UNWTO). Tourism as an impor-
tant investment area is expected to be among the locomotive sectors of the changing world in 
future [5]. This expectation makes it necessary for tourism companies to increase their financial 
performance for having more competitive power in the worldwide. 

Financial performance means a monetary assessment of the results of the strategies and opera-
tions determined by a company, and the results are expected to be reflected in the returns from 
the investments and assets of a company. This allows financial performance to be regarded as 
a subjective criterion of how well firms can use their assets; thereby to generate revenue, to 
provide a general measure of a firm’s overall financial health over a given period of time, and 
to compare their competitive advantages with similar companies across the same industry or 
to compare sectors in a cluster [6]. Financial performance analysis, also referred to as financial 
structure analysis, is used to assess the stability and profitability of a business. The tourism 
companies operate in a sector where uncertainty, exchange rate risk and fixed capital invest-
ments are high and having difficulties in finding funds. Determining the most influential factors 
that affect the financial performance becomes a necessity for tourism companies in order to 
utilize their resources in the most effective way and to provide maximum returns with their 
available resources [7]. Therefore, the present study is conducted to ascertain the factors affect-
ing the financial performance of the tourism companies included in the BIST Tourism Index. 
Determining the factors which adversely affect their financial performance allows tourism com-
panies to take necessary precautions with the objective to sustain growing their profitability. 

There are many methods i.e. vertical percentage analysis, ratio analysis, comparative table anal-
ysis and trend percentile analysis in order to measure the financial performance [8]. Among 
them, the ratio analysis is the most commonly used technique. The ratio analysis, which aims to 
reveal the relationship between the two values     in the financial statement tables, provides easier 
interpretations of the financial data and gives an idea to the managers on the financial health 
of their companies [9]. The ratio analysis can be divided into a number of sub-headings such 
as liquidity ratios, activity ratios, capital structure ratios, profitability ratios, market rates, etc. 
and among them, the most frequently used groups are profitability ratios which are considered 
to present more detailed and healthy information about financial structures of the companies. 

In the direction of the aim of this study, Net Profit Margin (NPM) as a type of profitability 
ratios is used as a continuous response variable in the data mining applications, because NPM 
reflects both all the losses of the company and the final outcomes of an activity while evaluating 
the effectiveness of any activity [10]. In the agreement with the present study, [11]- [12]- [13]- 
[14] employed NPM as the output (response) variable within the scope of the data envelopment 
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analysis (DEA). Some selected liquidity, activity and capital structure rates were included as 
predictors as also described in material and methods section of the study.

Financial analysis, carried out with the aid of financial statements of firms, requires the eval-
uation of many values   in these tables. However, overabundance of financial statement data 
sets prevents making accurate interpretations and a large number of interactions between them 
cause the complexity of performing financial performance for managers and supervisors of 
long-established companies. In this regard, use of data mining algorithms is adopted in this 
context to analyze data obtained from large databases and to capture the influential predictors 
affecting a response variable in order to make successful management decisions [15]. Data min-
ing algorithms, which have many types of classification, regression, clustering, visualization, 
decision trees, association rules, neural networks, support vector machine, etc., are used in the 
study of decision tree analysis. It is aimed to predict the behavior of the response variable by 
using algorithms. Among those, tree-based algorithms i.e. CART and CHAID allow research-
ers to easily make interpretations of the obtained visual results and to obtain cut-off values of 
the significant predictors, which permit researchers to obtain optimum results of the response 
variable. MARS is a powerful data mining algorithm that reveals the complex high dimen-
sional relationships between sets of responses and predictors, without needing distributional 
assumptions of the handled variables. To our best knowledge, there is no information about 
using CART, CHAID, Exhaustive CHAID and especially MARS algorithms to measure finan-
cial performances in tourism companies. In this study where quantitative analysis methods are 
applied, the tree-based algorithms (CART, CHAID, Exhaustive CHAID) along with MARS 
algorithm are therefore used to determine the effect of liquidity, activity and capital structure 
rates on financial performance and also the methods are compared with each other. This study 
was conducted by using the financial statements of the seven companies registered in BIST 
TOURISM index for the years 2009-2017. 

This study provides significant contributions to the literature in two ways such as methodology 
and application. Within a new approach to reveal financial structure of tourism companies, 
the study aims to find the best one among the data mining algorithms used for statistically 
analyzing the data of tourism companies. The study consists of four parts. At the first part, a 
literature review is conducted to determine the ratios which have possible impact on the NPM 
and to examine the algorithms used to measure financial performance of tourism companies. 
Then at the methodology part, the data structure, analysis methods and algorithms are men-
tioned. The CHAID, Exhaustive CHAID, CART and MARS algorithms are used in the study. 
After performing the analysis, comparison of the algorithms in their predictive accuracy are 
demonstrated for tourism companies. At the end, the suggestions are made in the direction of 
the obtained results. 

2. LITERATURE REVIEW

There are many studies that have been conducted in finance literature to evaluate the financial 
performance of tourism companies. However, there is no information about using data mining 
algorithms such as CART, CHAID, Exhaustive CHAID and MARS in order to reveal the finan-
cial performance of the tourism companies in literature. In this context, [16] determined that 
operating and profitability rates are the most important ratios in their studies to determine the 
financial ratios commonly used in the hospitality sector and to determine importance of these 
financial ratios at financial decision making. [9] examined the club sector which is one of the 
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branches of the tourism sector by the help of ratio analysis and they concluded that the percent-
age of personnel costs, the percentage of the costs of food and beverages sold, the current ratio 
and the debt-equity ratios are the most commonly used rates that affect financial performance. 
[17] measured financial performance of the hotel sector in their study and they performed a ra-
tio analysis for the accommodation, restaurant, airline and entertainment sectors that form the 
branches of the hotel sector in the period of 1997-2001. It was found that the profitability rates 
of net profit margin, return on equity and return on assets were lower for companies in the en-
tertainment sector compared to other sectors. It has been determined that this sector is the best 
in terms of profitability among the other sectors. 

[18] analyzed financial performances of hotels and restaurants in the tourism sector on the basis 
of 15 financial ratios. The results of the study conducted to compare the hotels and restaurants 
in terms of financial performance indicated that the hotels had higher performance than res-
taurants in terms of liquidity and activity rates. When they are evaluated in terms of payment 
power ratios, it was found that restaurants were more successful than hotels according to paying 
their long-term debts. No significant difference in profitability rates was found between hotels 
and restaurants.

[19] investigated usage of financial ratios in terms of the frequency of use and importance 
by 191 five-star hotel financial/accounting managers in the Mediterranean region. The results 
of the study which covers the February-July period of 2012, showed that the most important 
commonly used ratios are activity ratios. In addition, cash ratio, borrowing ratio, receivables 
turnover rate, operating profitability and net profit margin ratios are the most important ratios.

[12] evaluated the financial performances of DEA in 2010 by using the financial ratios of 9 tour-
ism companies traded on the BIST. In the study, current ratio, total debt total assets, tangible 
fixed assets/continuous capital are used as input variables and return on equity, asset profitabil-
ity, net profit margin, operating expenses + sold goods cost/sales ratio are considered as output 
variables. As a result, the performances of AYCES, FVORI, MAALT, NTTUR, PTKENT and 
TEKTU companies were found high while the financial performances of MARTI, METUR and 
UTYP enterprises were found to be insufficient.

[20] measured the financial performance of nine companies listed in Borsa İstanbul with the 
help of financial ratios for the period 2008-2012. In the study, 17 financial ratios were used to 
evaluate the financial performance in the scope of liquidity, leverage, profitability and activity 
indicators through the gray relational analysis (GRA) method. Findings revealed that the most 
effective ratio group in financial performance measurement was leverage ratio, followed by 
profitability, activity and liquidity ratios, respectively.

[21] evaluated the financial data of the two major hotel chains in Pakistan for the period 2011-
2012. The findings showed that the firms had difficulties in terms of both the current ratio and 
the acid test rate and they could not provide sufficient assets in terms of debt. However, it was 
found that other liquidity ratios were acceptable. It was also found that the profitability ratios 
determined by the net profit margin and return on assets were satisfactory.

[13] used the DEA and the Malmquist Total Factor Productivity (MTFV) Index methods in their 
study in order to investigate the financial activities of the 9 tourism enterprises in the BIST 100 
for the period 2009-2013. Current ratio, financial leverage ratio (total debt/total asset), tangible 
fixed assets/equity ratio were considered as predictors (input variables), while equity, profitabil-
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ity, net profit margin and (operating expenses + cost of sales)/sales ratios were taken into con-
sideration as response (output) variables in the previous study. As a result, full efficacy scores 
of AVTUR, MAALT and NTTUR companies were available for the period 2009-2013, while 
UTPYA and ULAS companies were not able to show full efficacy scores during this period.

[22] evaluated the financial performances of 10 tourism companies listed in Borsa İstanbul in 
2015 by using the GRA method. They aimed to evaluate the financial performance of the com-
panies available in the tourism sector with the help of financial ratios. The results of the earlier 
study illustrated that the leverage ratio (69.75%) was the most important one among financial 
ratios used to measure the financial performance of tourism companies.

[23] analyzed the financial performance of 13 tourism companies included in Borsa İstanbul 
through TOPSIS method in the 2011-2015 period. In the former study, 12 ratios were employed 
under the headings of liquidity ratios, activity rates, profitability ratios and financial structure 
ratios. Companies have to give importance to solvency ratios and activity ratios and their finan-
cial structures should be spread to an appropriate debt equity base.

3.METHODOLOGY

Company managers have difficulties in performing financial performance and making success-
ful decisions because of availability of many ratios related to each other as a part of financial 
performance. The growth of the databases complicates finding, extracting and analyzing data 
for decision makers who try to generate only required data for their companies. These difficul-
ties are required to be revealed different methodologies for finding, extracting and analyzing 
financial data. Data mining algorithms are developed in this context to find invaluable informa-
tion from large databases and the main goal of data mining techniques is to extract knowledge 
in order to make successful management decisions [15]. 

Data Structure

In the present study, there are only seven tourism firms listed in BIST Tourism Index. These are: 
• AVTUR: Avrasya Petrol ve Turistik Tslr Ytrmr AŞ
• MAALT: Marmaris Altinyunus Turistik Tesisler AŞ
• MARTI: Marti Otel Isletmeleri AŞ
• METUR: Metemtur Otelcilik ve Turizm Islet. AŞ
• TEKTU: Tek Art Insaat Ticaret Tur San ve Yat AŞ
• ULAS: Ulaslar Turizm Yatirimlari AŞ
• UTPYA: Utopya Turizm Insaat Isletmecilik AŞ

The data were collected from the site kap.org.tr. for the period of 2009-2017. Rows including 
missing values were excluded from the data set.

Variables in the study

Financial performance gives detailed information about business organization’s revenues, ex-
penses and net income. In other words, it shows the current financial status of a company. Fi-
nancial performance is important to understanding if a business is profitable and, if not, where 
to make needed changes. Financial performance allows a company’s top management to identi-
fy the influential factors affecting net profit margin, return on investment, return on assets, val-
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ue added, etc. The most frequently used technique in the applications of financial performance 
analysis is the ratio analysis. 

While performing the performance analysis of the companies, the profitability ratios are the 
most emphasized ratios because it is accepted that the profitability ratios are more informative 
about the financial structures of the companies among other ratio analysis. Therefore, NPM as 
a type of profitability ratios is the response variable in the current analysis, because NPM con-
siders both all the losses of the company and the final outcomes of an activity while evaluating 
the effectiveness of any activity [10]. Indeed, in literature [11]- [12]- [13]- [14] used NPM as the 
response variable in their DEA. 

There are 10 independent variables categorized into three group such as liquidity ratios, activity 
ratios and capital structure ratios in the models. The groups of independent variables are listed 
as follows:

Liquidity Ratios: 
• Current Ratio (CR) = Current assets/ Current liabilities
• Acid-Test Ratio (ACTR) = (Cash equivalents + marketable securities + accounts receiva-

bles)/ current liabilities

Activity Ratios:
• Asset Turnover Ratio (ASTR) = Net Sales / Total Assets
• Accounts Receivable Turnover Ratio (ACRTR)= Net Credit Sales/ Accounts Receivable 
• Equity Turnover (EQTR) = Net Sales /Equity

Capital Structure Ratios:
• Short Term Liabilities to Total Asset Ratio (SHTLTAR)
• Long Term Liabilities to Total Asset Ratio (LOTLTAR)
• Total Asset to Equity Ratio (TOAER)
• Long Term Liabilities to Equity Ratio (LOLER)
• Total Debt to Total Asset Ratio (TODTAR)

Method of Analyses 

To predict NPM from some financial ratios, tree-based data mining algorithms (i.e. CART, 
CHAID and Exhaustive CHAID) along with MARS algorithm were examined comparatively 
in the present work. Among those, MARS algorithm allows analysts to obtain a prediction 
equation for NPM as a response variable. 

CART is a tree-based data mining algorithm that recursively divides a subset into 2 small 
subsets by starting a root node at the top of the regression tree until homogenous subsets are 
obtained as soon as possible in the regression tree structure with the aim of ensuring minimum 
error variance. However, CHAID algorithms create a regression tree that generates recursively 
multi-splits by starting a root node, until reaching up to maximum variance among subsets in 
the tree structure [24]- [25].

CHAID algorithm just handles nominal or ordinal categorical predictors. Due to this reason, 
continuous predictors are transformed into ordinal predictors before employing the following 
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algorithm. For a given set of break points 1 2 1,  ,..., Ka a a −  (in ascending order), a recognized x is 
mapped into category ( )C x  herein below:
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If Ik is not empty, { }max :k ki i i I= ∈ . Adjustments of the break points are made by becoming 
equal to the x values corresponding to the ik, excluding the largest [26].

CHAID and Exhaustive CHAID algorithms permit multiple splits of a node and have three 
stages i.e. splitting, merging and stopping. Splitting and stopping stages are the same in both 
CHAID algorithms. Merging stage employs an exhaustive procedure for merging any similar 
pair, until only a single pair obtains. Bonferroni adjustment was made for both CHAID algo-
rithms in order to calculate Adjusted P values of F values. In the IBM SPSS 23 software, the 
tree based CHAID algorithms, with an automatically pruning process to exclude needless nodes 
from the regression tree structure, use F significance test for a continuous response variable. 

Multivariate Adaptive Regression Splines Algorithm 

MARS algorithm proposed by [27] is a non-parametric regression analysis technique used to 
explain the high dimensional functional relationship between sets of predictors and responses, 
as well as it is a good alternative to response surface analysis. It is a nonparametric statistical 
method where the training data sets are split into separate piecewise linear segments (splines) 
of various gradients (slopes). The splines are connected smoothly to each other. The basis func-
tions describing piecewise curves powerfully reveal linear, non-linear and interaction effects 
associated with the influential predictors. The point connections of the pieces that derive in the 
algorithm are knots. The probable knots are located randomly inside the range limit of each 
predictor. As part of a stepwise procedure, the own basis functions are generated by allowing 
for all probable knots and interactions among the influential predictors. In order to achieve the 
pairs of the basis functions, the forward procedure captures the probable knots at random with-
in the range boundary of each predictor. The MARS model generated at every stage takes for 
the knots and their pairs of basis functions with the smallest GCV error. Until the complicated 
MARS model is derived, the involvement of the basis functions into the model goes on. The 
non-significant terms are excluded from the MARS prediction model by specifying the back-
ward procedure in the MARS algorithm [28]. 

The MARS model can be described as follows:
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Where

y  is the predicted score of the response variable (NPM), β0 is an intercept, βm are coefficients of 
basis functions, )( ),( mkvkm Xh  is the basis function, where ),( mkv  is an index of the predictor for 
the mth component of the kth product, Km is the parameter limiting the order of interaction [29].

After building the most complex MARS model, the basis functions that did not provide the con-
tribution to the model fitting performance are excluded from the model in the pruning process 
on the basis of the generalized cross-validation error (GCV) [30]:
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Where: 

n is the number of training cases, yi is the observed value of a response variable (NPM), yip is the 
predicted value of a response variable (NPM), )(λM  is a penalty function for the complexity 
of the model with λ terms. 

Only in the case of penalty=-1, the GCV is equal to RSS/n (according to the manual for the R 
“earth” package and the Friedman’s paper on MARS - Friedman, Jerome H. „Multivariate adap-
tive regression splines.” - The annals of statistics (1991): 1-67). But this penalty is necessary for 
preventing over-training (or overfitting) of the MARS model to the training data. If you set the 
penalty in the earth package to -1, the backward procedure of pruning (which is necessary to 
find the MARS model that is not too flexible and has good generalization abilities) is practically 
turned off. In this regard, it must be specified as penalty = 2, 3 and 4. However, a good solution 
by significantly increasing nk (number of maximum terms) and specifying a small nprune (num-
ber of the terms desired by a researcher) together with penalty= -1 can be also obtained [31].

Goodness of Fit Criteria 

Goodness of fit criteria for comparing predictive performances of the examined algorithms are 
indicated below: 
1. Pearson correlation coefficient (r) between predicted and observed values in the NPM,
2. Akaike Information Criterion (AIC) calculated as:
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3. Root-mean-square error (RMSE) expressed by the following formula:
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4. Mean error (ME) presented by the following equation:
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5. Mean absolute deviation (MAD):
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6. Standard deviation ratio (SDratio):

SDratio=sm/sd (8)

7. Global relative approximation error (RAE):
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8. Mean absolute percentage error (MAPE):
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where: n – the number of cases in a set, k – the number of model parameters (number of the 
selected terms), yi – the observed NPM value, yip – the predicted value of a response variable 
(NPM), sm – the standard deviation of model errors, sd – the standard deviation of the response 
variable, NPM.

It is an essential aim to capture the ideal MARS predictive model that can provide the smallest 
GCV error. Smaller is better in goodness of fit criteria numbered 2-8, but greater is better in 
Pearson’s correlation coefficient between observed and predicted values in NPM, a continuous 
response variable. Greater is better in square of the Pearson’s correlation coefficient which is 
defined as coefficient of determination (R2). Adjusted R2 is described as follows

Adjusted R2 = (1-((1- R2)(n-1) / (n-k-1)) (11)

Where n is sample size and k is number of the selected terms in the MARS model whereas, in 
the tree-based algorithms, k is number of significant variables entered into the tree structure. 
Analysis of the tree-based algorithms was performed using IBM SPSS 23 software [32]. Also, 
the earth package developed by [33] was used for statistical analysis of MARS algorithm (with 
interaction effect) in R software [34]. All the algorithms were analyzed based on ten cross-vali-
dation. See notes of [31] for more detailed information on the earth package. 
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Results

CART Tree-Based Algorithm

The regression tree structure constructed by CART data mining algorithm for predicting NPM 
is depicted in Figure 1. Very strongly Pearson’s correlation coefficient between actual NPM and 
predicted NPM values was found as 0.873 (P<0.01). Only two financial ratios i.e. EQTR and 
ASTR were significant in explaining total variability in NPM. As seen from Figure 1, overall 
NPM average was -0.330. Node 0 at the top of the tree structure is called root node, and it was 
split into the smaller subgroups named Node 1 (the subgroup of the companies with EQTR < 
-0.2125) and Node 2 (the subgroup of the companies with EQTR > -0.2125) on the basis of EQTR 
as a significant predictor (-8.352 vs. -0.002 in NPM). Splitting process for Node 1 was stopped 
at the first depth of the generated tree structure. In this regard, Node 1 is called a terminal node. 

Figure 1: Regression Tree Structure of CART Algorithm

Node 2 was divided by means of ASTR predictor into the smaller subgroups i.e. Node 3 (the sub-
group of the companies with EQTR > -0.2125 and ASTR < 0.0246) and Node 4 (the subgroup of 
the companies with EQTR > -0.2125 and ASTR > 0.0246) (4.226 vs. -0.182 in NPM). The best 
ideal result was obtained by Node 3. As also reported above, two cut-off values (-0.2125 EQTR 
and 0.0246 ASTR) could provide remarkable clues for financial researchers. 

CHAID Tree-Based Algorithm

The visual structure of CHAID tree-based algorithm used for the prediction of NPM as a re-
sponse variable is depicted in Figure 2. The predicted NPM values was very strongly correlated 
with the actual NPM values within the scope of the BIST Tourism companies (r=0.868, P<0.01). 
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Node 0, at the top of the constructed tree structure, gave overall average of -0.330 in NPM. 
Influential financial predictors i.e. TODTAR, EQTR and TOAER were determined (Figure 2) 
for the CHAID tree-based algorithm. In the first depth of the tree structure, Node 0 was divided 
into two smaller subgroups i.e. Node 1 (the subgroup of the companies with TODTAR < 0.6145) 
and Node 2 (the subgroup of the companies with TODTAR > 0.6145) according to TODTAR 
(0.291 vs. -1.819 in NPM). In other words, Node 1 was a higher value in NPM compared with 
Node 2. Node 1 was split into Node 3 (the subgroup of the companies with TODTAR < 0.6145 
and EQTR < 0.0311) and Node 4 (the subgroup of the companies with TODTAR < 0.6145 and 
EQTR > 0.0311) according to EQTR (2.778 vs. 0.065 in NPM). As also seen from Figure 2, the 
highest NPM average was achieved by Node 3. 

Node 4 was partitioned into the smaller subgroups named Node 7 (the subgroup of the compa-
nies with TODTAR < 0.1462 and EQTR > 0.0311) and Node 8 (the subgroup of the companies 
with 0.1462 < TODTAR < 0.6145 and EQTR > 0.0311) according to TODTAR again (0.443 vs. 
-0.213 in NPM). 

Node 2 was branched into Node 5 (the subgroup of the companies with TODTAR > 0.6145 and 
TOAER < 1.0424) and Node 6 (the subgroup of the companies with TODTAR > 0.6145 and 
TOAER > 1.0424), at the second tree depth, according to TOAER (-8.352 vs. -0.814 in NPM). 
Node 5 produced the lowest NPM average (-8.352). 

Figure 2: Regression Tree constructed by CHAID Algorithm 
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Exhaustive CHAID Tree-Based Algorithm

In the prediction of NPM as a response variable, the Exhaustive CHAID tree diagram is depict-
ed in Figure 3. Very strongly Pearson correlation coefficient between the actual NPM values 
and the NPM values predicted by the tree-based algorithm was 0.915 (P<0.01). Among the tree-
based algorithms, the Exhaustive CHAID had a bit better predictive performance; however, 
MARS outperformed them. Node 0 was split into the smaller subgroups i.e. Node 1 (the sub-
group of the companies with LOTLTAR < 0.3715) and Node 2 (the subgroup of the companies 
with LOTLTAR > 0.3715) at the first tree depth according to LOTLTAR (0.212 vs. -2.549 in 
NPM). Most of the nodes derived from Node 1 had a positive NPM average, but all the nodes 
obtained from Node 2 had negative NPM averages. A cut-off value of 0.3715 for LOTLTAR 
might be important for next studies. 

Node 1 was divided by EQTR into two smaller subgroups i.e. Node 3 (the subgroup of the com-
panies with LOTLTAR < 0.3715 and EQTR < 0.0311) and Node 4 (the subgroup of the companies 
with LOTLTAR < 0.3715 and EQTR > 0.0311) at the second tree depth (2.778 vs. 0.009 in NPM). 
The greatest NPM average was obtained from Node 3 as a terminal node. However, Node 4 was 
re-branched into three smaller subgroups i.e. Node 7 (the subgroup of the companies with LOT-
LTAR < 0.3715, EQTR > 0.0311 and CR < 0.7708), Node 8 (the subgroup of the companies with 
LOTLTAR < 0.3715, EQTR > 0.0311 and 0.7708 < CR < 10.1824) and Node 9 (the subgroup of 
the companies with LOTLTAR < 0.3715, EQTR > 0.0311 and CR > 10.1824) by means of CR at 
the third tree depth. The corresponding NPM values were -0.518, 0.202 and 0.887. 

Figure 3: Regression tree constructed by Exhaustive CHAID Algorithm
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Node 2 was split by means of LOLER into two smaller subgroups i.e. Node 5 (the subgroup of 
the companies with LOTLTAR > 0.3715 and LOLER < 0.0053) and Node 6 (the subgroup of the 
companies with LOTLTAR > 0.3715 and LOLER > 0.0053) at the second tree depth (-8.352 vs. 
-1.098 in NPM). As a terminal node, Node 5 gave the lowest NPM average (-8.352) when com-
pared with other Nodes from Exhaustive CHAID algorithm. Afterwards, Node 6 was divided 
into two smaller subgroups i.e. Node 10 (the subgroup of the companies with LOTLTAR > 
0.3715, LOLER > 0.0053 and ASTR <0.0622) and Node 11 (the subgroup of the companies with 
LOTLTAR > 0.3715, LOLER > 0.0053 and ASTR >0.0622) at the third tree depth according to 
ASTR (-3.372 vs. -0.340 in NPM). 

MARS Data Mining Algorithm 

As also explained above, MARS algorithm produced the best predictive accuracy and captured 
eight predictors i.e. ACTR, ASTR, EQTR, SHTLTAR, LOTLTAR, LOLER, TODTAR finan-
cial ratios and company factor. The MARS predictive model with the selected 15 terms which 
ensured the lowest GCV error yielded the ideal predictive power. All the coefficients in the 
MARS were found significantly (P<0.01). The correlation coefficient between the real and the 
predicted values in NPM was estimated for MARS algorithm as 0.980 (P<0.01).

Basis Functions Coefficients
Intercept 0.72561
max (0, 2.088-ACTR) 1.0467
max (0, 0.057-ASTR) 94.0780
max (0, ASTR-0.057) 95.2610
max (0, ASTR-0.069) -91.6650
max (0, 0.23-EQTR) 5.5018
max (0, SHTLTAR-0.063) -53.7200
max (0, 0.138- SHTLTAR) -19.1210
max (0, SHTLTAR-0.276) 16.1820
max (0, LOTLTAR-0.081) -43.8640
max (0, 0.034-LOLER) -0.90699
max (0, TODTAR-0.12) 33.1900
max (0, TODTAR-0.43) 9.4499
COMPANY-A* max (0, 0.23-EQTR) -25.6760
max (0, 2.088-ACTR) * max (0, 0.186-SHTLTAR) -20.285

Table 1: Results of MARS algorithm in predicting NPM

No effect of the terms 2 and 15 on the NPM was found for the companies with ACTR > 2.088. 
In this case, the change in SHTLTAR in term 15 had no effect on the NPM. The effect of ACTR 
on the NPM could be mentioned to be based on SHTLTAR. 

When ASTR < 0.057 was considered, no effect of ASTR on the NPM was found for the terms 4 
and 5 of the MARS; however, there was a positive effect in increasing the NPM for the term 3. 
For ASTR = 0.057, no effect of ASTR on the NPM was noted for the terms 3, 4 and 5. 

When EQTR > 0.23 for the terms 6 and 14 were taken into consideration, the mentioned terms 
had no effect on the NPM. However, there was an increasing effect of the term 6 for EQTR < 0.23 
while for the effect of the term 14 on the NPM was based on the company factor for EQTR < 0.23.
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4. CONCLUSION AND SUGGESTIONS

In conclusion, the obtained results indicated that, i) the regression tree diagram constructed by 
Exhaustive CHAID algorithm displayed that tourism companies with LOTLTAR < 0.3715 and 
EQTR < 0.0311 had the highest average NPM of 2.778, ii) CART tree-based algorithm showed 
that the companies with EQTR > - 0.2125 and ASTR < 0.0246 had the highest average NPM 
of 4.226, iii) the diagram of CHAID tree-based algorithm revealed that the companies with 
TODTAR < 0.6145 and EQTR < 0.0311 had the highest NPM with the average of 2.778. It is rec-
ommendable that data mining algorithms capture optimal cut-off values of influential factors, 
which may ensure the highest NPM values.

Considering the model fit statistics, the best algorithm tested here in predictive accuracy was 
MARS, followed by the tree-based algorithms such as Exhaustive CHAID, CHAID and CART.

CHAID Exhaustive 
CHAID CART MARS Average

r 0.868b 0.915b 0.873b 0.980a 0.909
SDratio 0.497 0.403 0.488 0.197 0.396
RMSE 1.043 0.846 1.025 0.414 0.832
ME 0.000 0.000 0.000 0.000 0.000
RAE 0.491 0.398 0.482 0.195 0.392
MAD 0.675 0.532 0.628 0.295 0.533
R2 0.753 0.838 0.762 0.961 0.829
R2

ADJ 0.737 0.820 0.752 0.944 0.813
AIC 10.249 -7.048 6.477 -60 -12.58
AICC 10.759 -5.715 6.727 -46 -8.557

Table 2: Model Fit Statistics For The Studied Algorithms

Also, model fit statistics for the studied algorithms are given in Table 1. Considering the model fit 
statistics, the best algorithm tested here in predictive accuracy was MARS, followed by the tree-
based algorithms such as Exhaustive CHAID, CHAID and CART. The lowest SD ratio, RMSE, 
ME, RAE, MAD, AIC and AICc values as well as the greatest r, R2 and R2

ADJ values were pro-
duced for MARS data mining algorithm. Nearly all of the variability in NPM was explained by 
the selected 15 terms in the MARS interactive modeling. When regression tree algorithms i.e. 
CHART, CHAID and Exhaustive CHAID are compared, it is seen that the best predictive per-
formance is provided by Exhaustive CHAID, followed by CHAID and CART algorithm. Firstly, 
the Exhaustive CHAID algorithm shows that LOTLTAR (long term liabilities to total asset ra-
tio) should be lower than 0.3715 to reach the highest positive NPM. These results indicate that a 
maximum of 37.2% of the assets should be covered by long-term debts, indicating that 62.8% of 
the assets should be provided by using equity and short-term debt. In order to reach the highest 
NPM, CHAID revealed that TODTAR should be lower than 0.6145. These results emphasize 
that a maximum of 61.5% of total assets should be covered by long-term or short-term debts and 
the remaining 38.5% of the assets should be provided by using equity. In addition, both CHAID 
and Exhaustive CHAID algorithms show that the NPM value will be positive in case of EQTR 
≤0.0311. This means that the EQTR (Net Sales to Equity Ratio) should be decreased. This situa-
tion can be interpreted as tourism companies, which have difficulties in finding long-term funds 
should increase their equity capitals by merging through strategic alliances with other companies 
or issuing new shares with the decision of the General Assembly after the payment of the shares 
corresponding to the basic capital of a company. On the other hand, it can be said that MARS is 
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the most appropriate method to evaluate the data of tourism companies, because it produces the 
most meaningful results among the four algorithms used. The most important results of MARS 
show that in order to achieve a positive NPM value, the coefficients of term 3 and 4 tried to be 
positive while term 5 tried to be neutralized. In this context, either ASTR should be <0.057 or a 
value between 0.057 <ASTR <0.069. If ASTR is greater than 0.069, it is not desirable, because this 
time the largest negative coefficient has to be used. Another important finding is that TODTAR 
value should be greater than 0.43. This indicates that at least 43% of active investments should be 
made in debt, and it encourages tourism companies to use debt to up to 51%. Eventually, tourism 
companies should pay attention to their capital structures and determine the most appropriate 
debt-equity composition for them. When companies have a healthy capital structure, they can pro-
vide their sustainability even in the absence of long-term funds for their investments or activities.
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Abstract: This paper presents a case study that demonstrates how a family enterprise hotel can in-
crease their business accepting clients with schizophrenia. All this is possible through a pedagogical 
training allowing the hotel staff to focus on the interest of the person and not on his schizophrenia. The 
outcomes are: the customer can spend positively his holidays far from usual places, it improves in the 
Italian population a culture of inclusion and it increases the economy not only of the hotel, but also of 
the country.

Keywords: schizophrenia, tourism, pedagogy, training, inclusion, economy

1. INTRODUCTION 

In 2017 Italy presented a gradual economic recovery (thanks to the reform of the Jobs Act) 
and this allowed greater participation in the labour market for women. Nevertheless, in this 
country persists an atmosphere of uncertainty and mistrust caused by variables such as: the 

weak labour market recovery, the decrease in productivity, the need to consolidate the banking 
system, tax evasion, presence of geopolitical tensions around the Mediterranean area that slow 
down the trade with other countries and disorganized separation between the United Kingdom 
and the European Union. This has encouraged in the Italian people the need to reduce consump-
tions and increase savings [1]. This situation greatly affects all sectors of the labour market. In 
this sense, the enterprises (including family enterprises) have to find strategies to improve their 
profits. According to the OCSE the secret to get out of this impasse is to improve the function-
ing of the labour market and the educational system: this would allow an increase in the welfare 
of the citizens and a most encompassing social-economic system [1].

For these considerations, it is appropriate that businesses can use all occasions (even those that 
are born in the offhand and randomness) to rethink their economies. Small family enterprises 
that operate in the field of tourism (for example to those who run the hotels) may increase their 
budgets by creating ad-hoc solutions for not only economic needs of customers. In this regard 
we intend in this contribution to discuss a case study: how a family-enterprise hotel has allowed 
a client with schizophrenia to spend positively his holiday.

The choice to describe this experience is motivated by the fact that the work done is an unex-
plored field. 

2. LITERATURE REVIEW

From the 1960s onwards in Italy a period of reflection about the care of psychiatric patients has 
begun. Engine of this change was the psychiatrist Basaglia. He speculates that the person with 
mental illness can recapture his identity as a person and operation of intentionality, freedom 
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and responsibility not only through the care or assistance within the main institution, but also 
with rehabilitation and education interventions. The positive outcomes of the experience of this 
idea have led the author to claim that these interventions could be carried out in the territory of 
origin of the patient. Deinstitutionalization movement is born; theoretical-practical paradigm 
through which develops the so-called “psychiatric territorial” and thanks to that, psychiatric 
patients with important pathologies could be discharged from asylums [2], [3], [4].

This movement was so disruptive that allowed the perpetrators of other disciplines of study to 
begin to deal with psychiatry (sociology [5], pedagogy [6], [7]).

Also, the pedagogical studies were involved. Authors of this discipline began to ask themselves 
some fundamental questions: how to create educational experiences for people with a psychiat-
ric diagnosis? Which are the most suitable didactics? Nowadays it is possible to outline the the-
oretical and practical path of pedagogues in two distinct views. To the first view belong the au-
thors who argue the importance of creating a special education. It is indicated then the operators 
know and understand the psychopathological condition of the patient before teaching [7]. To the 
second view belong those authors whose contributions support the need of personalizing didac-
tics. It is hoped therefore that the professional knows the person as a “whole” and “throughout 
her/his experience” and, from that, creating to her/his education experiences [8], [9]. 

It should be noted however, that in view of the social-political transformation produced by the 
deinstitutionalization culture movement created in Italy [2], [3], from the development of medi-
cine and neuroscience [10], the creation and development of psychiatric drugs in treating mental 
illness [11] and interventions of education and rehabilitation [12], currently we are still unable 
to stem in the patient some signs and symptoms that the mental illness brings itself. This is the 
case of some patients with schizophrenia who live in a still active dimensions, such as visual 
and auditory hallucinations.

Regarding these symptoms it should be mentioned that, today, there is a tendency in education 
and psychiatric rehabilitation to teach the patient to recognize and understand his symptoms to 
identify the warning signs of a crises, communicate to the care giver or operators any inconven-
ience, knowing how to find useful strategies to ensure that these symptoms do not invalidate 
the person’s life [12]. Among these interventions there is one to teach the patient that there is a 
private place and private time where the person may, for example, speak with his own voices, 
and public place and public time in which it is required to the person to stay in relationship with 
others and not only with himself [13], [14]. Despite the sense of these ideas are understood and 
shared by the patient sometimes the person is not always able to keep private his own world. 
It is on these occasions ordinary people can: not knowing how to relate with then, avoid them, 
spread them apart by themselves, exclude them, feel fear [15], [13], [14].

The times when the person with schizophrenia expresses his emotional world in public spaces 
also represent the litmus test that the deinstitutionalization process has spread out. On this oc-
casion it can actually consider if there is a real inclusion of the person with schizophrenia.

This deserves a specific reflection on the case of those schizophrenia patients who go on holiday 
away from the place and usual relationship. In this circumstance it can be detected whether the 
person with schizophrenia as tourist can experience exclusion or inclusion in the social envi-
ronment.
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In this discussion we intend to discuss a case study that allows to identify the state of the art 
about the social inclusion of the person with schizophrenia; on the other hand, a teaching in-
tervention can: facilitate the acceptance of the person in a social context; create an enabling 
environment that allows the customer a repeat of the experience; leverage the ability to increase 
the number of customers in the hotel.

3. MARCO: A CASE STUDY

Marco is a schizophrenic patient who attends the psychiatric day care. He is fifty years old and 
lives alone. He is not working, has good autonomy in daily life and has few friends. In August 
2017 decides to take a holiday and tell the psychiatric day care that he will travel to the sea for 
one month. He comes to tourist and look for a hotel who can accommodate him. Locates a fam-
ily enterprise hotel2 with twenty rooms. Agrees with the reception that plans to stay for about 
four days, he will pay day by day, and take only breakfast. He also asks if there is a possibility 
to find a job in this hotel or in other shops in the town. The hotel’s manager responds to Marco 
who aren’t looking for staff even she is not aware of jobs in the surrounding area. It should be 
noted that, when she’s just looking at the potential client, she would like to inform him that the 
hotel is full. In fact, she perceives some discomfort during intercourse and hears that Marco 
may be an annoying customer. Even the physical appearance does not augur in his favor: he is 
unkempt and smelly. The customer travels with a small old suitcase and an old empty bucket 
containing the rag for cleaning, a detergent to clean floors and one for the windows cleaning. 
After the first days at the hotel, all the staff realizes that Marco has some quirks and particular 
habits. During the breakfast he requires that there is some order on the table and forces the wait-
resses to perform some rituals before serving breakfast. By mid-morning the client travels in 
the common areas of the hotel talking to himself out loud. After the first night spent at the hotel, 
Marco complains to the director because the cleaning service lady, after washing floor of his 
room, hasn’t placed his slippers where he placed the suitcase the day before and changed place 
to the toothpaste (the same remark he will do in the following days). When it goes up or down 
the stairs, Marco strips his body near the wall and stops for a few moments on the landing before 
continuing the walk. Every time he passes by to place of the flowers painting on the landing of 
the first floor he stops for a few moments and blankly he reflects in it. Every day at two o’clock 
in the afternoon he goes to the bar, he drinks coffee in a paper cup and tells that he took a rest 
from the center where he routinely goes throughout the year (he does not specify the institution 
which he attends), states that he’s looking for a job, asks if some shopkeeper has phoned in the 
hotel to offer him a job. After four days of stay in charge of the hotel, the owner of the hotel 
begins to worry. At the hotel they get new customers. Marco has decided to extend his holidays 
and books another four days (keeping the agreement to pay day by day). He continues in his 
habits, but the most annoying one is his morning soliloquy in the common areas of the hotel. 
The Hotel manager is torn. She would like to tell him that the hotel is fully booked so that, after 
the reserved days, he is forced to leave; on the other side she would give him the opportunity 
to stay. In fact, the economic crisis has considerably reduced the reservations in this year and 
losing a client means losing money. It should be noted that, during the period when Marco stays 
at the hotel, the Manager has contacted an expert in special education to assume a specific holi-
days packages for families whose children have a special education need. This choice was made 
2 The hotel is run by Mrs. L. owner and employee at the hotel reception. The Lady also takes care of phone 

reservation and, sometimes supports the kitchen. The staff is composed by the cooker (husband of the own-
er), two cleaning employee (one of that is also employed in the kitchen) and a waiter. The hotel employees 
work forty hours per week.
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in order to increase the possible customers. In one of these meetings the hotel manager exposes 
the problem that the staff is having with Marco.

During the meeting with the expert it is addressed the issue of emerging economic crisis. It 
appears that in recent years the choice of direction has been to accommodate different types of 
“strange customers” that, in previous years, they would have excluded even if the facility has 
no reservations. In particular, taking as an example the story of Marco, it underlines the dis-
comfort of having a client who creates difficulties to them and confusion to the other guests. It 
also points out that the biggest concern is losing regular customers and decrease the number of 
new reservations that, in this experience, are always clasped on the recommendation of loyal 
customers. Mrs. L. tells, that in her experience of the manager, is less problematic “to rent the 
room to ladies of questionable morality who come to Italy for sex tourism, but that doesn’t take 
their customers at all, then rent the room to adults who exhibit behavioral quirks in the common 
areas of the hotel”. For the Manager the latter type of clients can strike more fear to the other 
guests so much, to force them to change and reduce the bookings.

4. THE START OF THE PROJECT

Sharing the experience of the Hotel Manager to the expert of special education has led to the 
creation of the project that we are submitting.

The preparatory phase of the organization of the project was the collection of narrative through 
a pedagogical perspective [16], made vis to vis, in an environment chosen by the respondent 
to identify the needs of the Manager of the hotel. At the end of the interview (which was about 
an hour) it has been established the goals and the methods of intervention. It has been emerged 
the need to create a training program ad-hoc for the hotel manager, enabling both to improve 
the skills in order to manage the situation and to coordinate the activities of her employees (sat-
isfying their curiosity about how it is right to act in respect to requests of Marco). Therefore, 
the objectives of the intervention were established concerning on the one hand Marco and on 
the other the operators. As for the customer it would be to identify his specific needs and the 
sense of his demands so that he could enjoy the holiday in the hotel. As regards the operators it 
was suggested that the training would have permitted to: exit from impasse that the customer 
provided through his demands; meet the needs of Marco and respect his role as a hotel guest, 
contain the moments when other customers of the hotel could feel uncomfortable (especially 
when Marco spoke out loud alone in a public accessible area of the hotel).

5. PROJECT VIEW, INSTRUMENTS AND PRODUCTION TIMES

At the end of the interview, after establishing training objectives, we have set the basis for struc-
turing the intervention. The phases were seven:
1. collection of Marco’s needs and staff’ by the Manager of the Hotel throughout an ad hoc 

board created by the trainer (to be carried out before the formation);
2. meeting with the Hotel Manager held by the expert of special education (performed after 

two days from the interview);
3. meeting between the Hotel Manager and the staff where they share the highlights of the 

training and revalue questionnaires built before the training;
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4. second training session with the Manager held by the expert of special education (after 
three days from the first meeting);

5. meeting between Manager and staff to share the outcomes of the second part of the training;
6. after about four weeks, meeting between Manager and staff to assess the points of strength 

and the points of weakness of the intervention;
7. one month away from the intervention, meeting between the expert in special education 

and the Manager to collect observations, ideas and reflections about how it has been per-
formed.

In the first phase of the project the Manager has been asked to find a space for dialogue with 
her employees. It has been created a questionnaire that allows, on the one hand each operator to 
detect his needs as a worker, and on the other hand the needs of the client. Regarding custom-
er’s needs it has been called to detail, including empirical examples, through which customer’s 
needs could be met and which are considered inadequate to the environment by the operator.

During the first training session (second phase) it has been presented theoretical principles to 
refer during the training. It has been therefore defined theoretic framework of pedagogical use 
of personalism as reference [8], [9], [17], [18] and integrated functional method constructs pre-
sented by Zapparoli [13], [14], [19], [20]. The meeting lasted 90 minutes. At the end the Manager 
has been asked to share topics with the staff and, by the new information, to reevaluate the job 
performed in the first phase (review the questionnaire about the needs of the operators and the 
client). After three days (third phase) it has been carried out a new meeting between the expert 
of special education and the Manager, where it has been analyzed the case of Marco and eval-
uated two questionnaires relative to the analysis needs completed by the staff. The Manager 
have been asked to share the training contents with the staff with the objective to outline a new 
shared strategy to accommodate the client. After four weeks the Manager have been asked (and 
the staff) to identify the points of strength and the points of weakness of the intervention. One 
month away from the training (fourth phase) the meeting between the expert in special educa-
tion and Manager took place. The duration of the meeting was about ninety minutes. Consid-
ering the job experience and the new skills of the Manager and the staff, it has been evaluated 
if the acquisition of new skills of the staff allowed, on the one hand a greater predisposition to 
accommodate clients with schizophrenia, and on the other hand favored the possibility of in-
creasing the numbers of reservations.

6. DATA COLLECTION AND PROCEDURES 

Pre and post intervention data are collected using self-report instrument and interviews. The 
participants are informed about the purpose of the study. They are also informed that participa-
tion is voluntary and anonymous, that data is kept in a safe with only research group has access 
to, that it is possible to withdraw consent without explanation, that results are reported so that 
the identity of the participants is protected, and that results are going to be reported at confer-
ence and in scientific journal.

7. DISCUSSION

The data of this research has been analyzed from the case study [21], [22], [23], [24] and the 
analysis of the replies to the questionnaire have been conducted.
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Data has been collected from the interview of the Manager together with the staff question-
naires. This study has for this reason some boundaries, as pointed out by Craig et all. [25] and 
Gourging et all. [26], since randomized control trials are not optimal for assessing complex 
interventions in everyday clinical practice. The clinical case described above shows that, in 
the face of a great cultural and political investment on the deinstitutionalization of psychiatric 
patients and the emergence of therapeutic rehabilitation courses with the aim to include the 
person in a social context, currently in Italy there are not yet conditions to assert that the per-
son with schizophrenia can be understood and accepted in his needs. Emblematic is the phrase 
of the Manager found within the pre-intervention in which she declares the preference of the 
adult with behavioral quirks - customers with little morality. The analysis of the questionnaires 
completed by the staff and the Manager, before the training, demonstrate the presence of two 
positions. On the one side there is the position of the Manager that has economic need not to 
have losses and the need to maintain a social control on what’s going on in the hotel. On the 
other side there is the staff position, answering the questions of the questionnaire from their 
professional role and from their labour status of subordinate. In their writings they say: the de-
sire to accommodate the customer to satisfy even unnecessary requests, the absence of moral 
judgements towards the customer, the fear of being taken for non-compliance work in case the 
operator proves to be unwelcoming towards customers (this last element is not fulfilled by the 
husband of the Manager; he doesn’t feel like he undermined their professional role within the 
hotel). A single element emerged in the first questionnaire linked the Manager to her employees: 
the discomfort that they feel when they see and hear about Marco talking loud alone in a public 
place. This stirs feelings of helplessness and fear in all of them. 

Marco  
is a problem

Marco  
is a person

Schizophrenia 
is fear

Diversity is 
opportunity

Decision 
making: the 
hierarchy is 
important

Decision 
making: 

increase the 
work in the 

group

If it is possible 
I choose my 

client

I accept all 
clients

Pre-intervention

Postintervention

Figure 1: Change of the perspective

The analysis of the data obtained in the second tab shows that, after the training, considering 
the new skills acquired, Manager and staff cooperate more in sharing information. The size 
of the working group integrates itself to best meet the needs of Marco and try to contain his 
soliloquies in public place. This new element also allows a change in perception of staff: it dis-
appears into the single operator the fear of being rebuked for default. In addition, the Manager’s 
questionnaire, disappears the belief that she must be the only one guarantor of the security of 
the hotel. Instead, it emerges the idea that they can ensure the safety of hotel guests through a 
team effort. In the second questionnaire remains the economic need not to have heavy losses. 
Manager argues also that the training allowed her to understand and get to know the person 
with schizophrenia and this reduced her distrust to Marco. She also considers that it might be 
less suspicious to prospective clients that have behavioral quirks.
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From the analysis of data collected during the collection of narrative made with the Manager, 
for a month after of training, it appears that the training allows in all hotel operators (including 
Manager): greater attention to the observation of the customer’s behaviour, especially towards 
those who show behavioral oddities; the perception of belonging to a group that is able to find 
the strength to build correct strategies to accommodate more clients. In the analysis of narra-
tive, it is also noted that in some staff members there is a desire to be supported by the special 
education expert in case of a need, and if there are (in the hotel) customers with complex needs 
to be managed, that can create relational problems between colleagues. 

8. CONCLUSIONS 

Despite its limitation, this study clearly supports the importance of information and training 
for operators who work in the tourism industry. Data analysis shows that the skills acquired 
by operators through this training allow not only to provide more of the same to welcome the 
guest (even with behavioral quirks), but even a greater sensitivity to the diversity of the per-
son. It should be noted that the staff involved in the study, helped to recognize certain signs 
and symptoms of schizophrenia and to prepare and receive the needs of the person living with 
schizophrenia, but the theoretical framework of reference that guided the training (the pedago-
gy of personalism) allowed operators to acquire a new glimpse into the diversity of each hu-
man being. In this sense, and this is demonstrated by the data in the second questionnaire, the 
reflection that each member of the staff has on customer’s needs and his own actions arises not 
thinking about the specific pathology of the guest, but considering the person standing in front 
of. In this study, a positive function is the experience they have acquired to recognize the needs 
of the person and to consider his diversity: the diversity of the other becomes the driving force 
behind the refection and change. Considering the analysis carried out in this study, it has been 
shown that that this atmosphere of curiosity about other, prepares the staff and the management 
to a greater acceptance of all customers while avoiding the selection of the guests to whom they 
may perceive distrust: this may improve the social inclusion of people; create an enabling envi-
ronment that allows customers to repeat the experience; develop positive circuit (quoted by the 
Manager in the case that has just been described), which allows the customer to recommend the 
hotel to any friend, thus it could increase the number of reservations. 

9. LIMITATIONS AND FUTURE PROJECT

This study has an important limitation, because it has no randomized control trials. Therefore, 
this kind of study is not adequate to interventional education. 

It should be noted that this research (that is still unexplored field in Italy) shows how it can be 
viable and profitable to introduce a clinical-pedagogy perspective for future research for the 
tourism industry. For this reason, it would be important to increase the number of case studies 
with the aim of demonstrating that described pedagogical paradigm could increase hotel busi-
ness by accepting clients with schizophrenia. 
In addition, it would be also interesting to evaluate if this training could: be really a device that 
enables greater inclusion of any person in a social contest; detect if it encourages group dynam-
ics where each operator feels as active part of a shared project; boost tourism even for those 
people whose changing habits and environment are more complex.
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Abstract: For the purpose of more successful development of tourism in border regions of Serbia, such 
as Vlasina, it is necessary to consider the existing situation through the available natural and cultural 
resources, in the first place, together with potential tourism attractions which would enrich the offer of 
concrete tourism destination. On the basis of the survey research and interviews, conducted in the end of 
August 2017, it was discovered that the lake Vlasina represents the most attractive tourism resource of the 
entire area of exceptional features Vlasina, according to the local population, but also according to the 
tourists’ attitudes. The main goal of the paper is oriented towards gaining the basic data for assessment 
of the current state and further tourism development in the area of exceptional features3 “Vlasina” by 
researching the tourist’s and the local population’s attitudes on the given claims. One of the objectives 
was to research the perception of tourists and the local population, as well as to determine whether there 
are significant differences in their perceptions, according to the gender structure between these two sur-
veyed categories. Obtained data were analyzed by using the t-test for independents samples and methods 
of descriptive statistics in Statistical Program for Social Sciences. The main intention of the paper was 
oriented towards exploring the best opportunities and the ways of further tourism development and pres-
entation of the entire tourism offer of AEF “Vlasina”, through providing the guidelines and suggestions 
for concrete activities. 

Keywords: tourism, tourism development, motivation, protected natural area, Vlasina. 

1. INTRODUCTION

Vlasina is a micro region in the Southeastern part of Serbia. It was named after the lake 
Vlasina and the river Vlasina. According to [8] “Vlasina is a region in the basin of 
Vlasina river, including the region of Lužnica and Babušnica basin”. In the spatial sense, 

Vlasina region (Vlasina) is located within the central part of the Balkan Peninsula, between the 
river South Morava in the West, and the Serbian – Bulgarian border in the East. Vlasina reaches 
Suva Mountain in the North, while in the South, Mountain Vardenik separates Vlasina from 
Krajište region. The central part of the region is dominated by the plateau Vlasina (about 1.200 
m above the sea level), with the lake Vlasina, formed during the 1949, as the highest reservoir in 
Serbia (about 1.213 m above the sea level) [26]. AEF „Vlasina“ covers 12.228,10 hectares in the 
municipality of Surdulica and 512,80 hectares in the municipality of Crna Trava [15], [23]. 

* This paper is a part of the project „Development programmes and revitalization of villages in Serbia”, 
(Number: 176008) financed by the Ministry of Education, Science and Technological Development of the 
Republic of Serbia. 

1 Faculty of Geography-University of Belgrade, Studentski trg 3/3, Serbia
2 Faculty of Geography-University of Belgrade, Studentski trg 3/3, Serbia
3 Hereinafter “AEF” 
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Contemporary tourism requires diversity of areas with authentic and well-protected environ-
ment, because only within such areas, the development can be planned and economic and so-
cial benefits can be provided for both, the local population (receptive) and tourists (initiative). 
In spatial planning, for the needs of tourism, it is always necessary to provide preservation of 
authenticity and to emphasize the local, zonal and non-zonal tourist features of specific area 
[18]. Although AEF “Vlasina” has the status of protected natural area, this area is certainly 
orientated towards development of tourism, but these activities are still in the initial phase. 
Master plan with precise proposals of business activities for providing the tourism development 
within the lake Vlasina [9], predicts better opportunities for development of tourism in this area 
and emphasizes the complementarily linkage of the resources that are suitable for development 
of different types of tourism. Already established obstacles for tourism development of this 
area are represented in the form of unfavorable demographic situation (demographic aging, 
deagrarization and depopulation) and poorly developed transport infrastructure (roads that are 
more adapted to the terrain rather than the needs of the inhabitants). There are also problems 
with illegal construction within the area with the highest degree of natural attractiveness and 
protection, as well as problems with the state of communal infrastructure and problems of wild 
dumps [12], [14], [24] [17].

The Spatial plan of the Republic of Serbia 2010-2020 [16], pointed out to the basic objective of 
spatial development within the high-mountain areas in the Republic of Serbia, their protection 
and regulation with sustainable socio-economic development that will enable a better life and 
economy for the local population, as well as creating the favorable conditions for relaxation 
and recreation of urban population, in accordance with the capacities of natural systems and 
elements. According to that, within the Southeastern Serbia, a special emphasis is placed on the 
AEF “Vlasina” [13].

Nowadays, there is a great demand for preserved natural areas and, according to that, tour-
ism activities often take place in attractive and unique surroundings that are more sensitive to 
changes in comparison to other areas, which is the reason for special consideration of the fact 
that human influence should not change the basic elements of natural landscape, their basic 
function and the quality of the environment [19]. 

AEF “Vlasina” is an area with preserved natural environment, where conditions of the nature 
could be preserved in its present state only with integral and strategic planning approach, which 
could also result in creating the suitable income. With such approach, it is possible to improve 
the tourism offer of Vlasina and upgrade the level of tourists’ satisfaction, along with providing 
the sustainability of all unique natural resources of this protected area [21]. 

2. METHODOLOGY 

In order to determine the current state and potentials for further development of tourism in the 
AEF “Vlasina”, this research obtained a questionnaire, formulated precisely for the purpose of 
examining these facts on the basis of tourists’ and local residents’ attitudes regarding this topic. 
Also, additional information was obtained on the basis of direct interviews with the respond-
ents. For example, in the research conducted by Opačić and Banda (2018) [11], authors have 
also considered tourism destination and its attractiveness on the basis of the perception of the 
visitors and the local population. 
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Field researches within AEF “Vlasina” have indicated several tens of inhabitants within the sec-
ondary residence. The definition and understanding of the concept of holiday home (secondary 
residence) was changed along with the spatial and temporal evolution of weekend movements. If 
the main criteria of classification of the secondary residence are frequency of arrival and length 
of staying in it, it is possible to execute the following typology of these residential objects:

• Objects for daily use during the non-working part of a day;
• Objects used during the weekend and shorter holidays;
• Objects used in the season (annual leave);
• Objects used during the better part of the year (double residence function) [10].

The assumption that secondary residences are mostly visited by the middle-aged and elderly 
people who are looking for a stronger relation with the natural environment [6], [22], [1], was 
also confirmed in the research within the plateau Vlasina. Due to the deep spiritual and identity 
relation with the Vlasina lake, majority of the weekend tourists consider themselves as members 
of the local population. However, they cannot be classified in this category (local population), 
because they spend most of the year in their homes within the larger cities. This fact unambig-
uously defines them as weekend tourists placed in a secondary residence for recreation and re-
laxation. Given the fact that they originate from this area and that they show unbreakable inner 
connection with Vlasina (proving that by frequent and long - lasting stays), they can be called 
“homeland tourists”. 

The research was conducted in the period from 28th to 31st August 2017, within the AEF “Vlasi-
na”. During the research period, tourists were questioned about the motivators that influenced 
their choice to visit AEF “Vlasina”, while the members of the local population were questioned 
about their attitudes to the development of tourism.

The sample: A convenience sample of 50 tourists and 52 members of the local population have 
been obtained. When filling out the questionnaire, there was also a conversation with every 
respondent, taking care that all survey sheets were properly filled in, so all of it could be pro-
cessed in the next stages of the research. Beside the Serbian language, questionnaire was also 
translated into English, in order to provide the opportunity for foreign tourists to participate in 
the survey. The questionnaire was composed of two parts. The first part obtained questions on 
the respondents’ socio-demographic characteristics, while the other part obtained 234 motiva-
tors for visiting this area (these motivators were oriented towards tourists) and 295 states about 

4 Motivators: Socializing and travelling with friends – family; Security and safety within the AEF “Vlasi-
na”; Activities in the nature; The hospitality provided by the local population is very important; Natural 
environment, aesthetics and landscape values of AEF “Vlasina”; Received value for given money; Unique 
experience; Richness of natural motives; Vlasina lake is the most interesting touristic value of this region; 
Opportunity to experience a real adventure; Infrastructure equipment; Searching for new excitement and 
experiences in nature; Ecological conscience; Exploring new cultures; Contacting with other visitors; Pric-
es of accommodation, food and drinks; Touristic objects are in good condition; The existence of informa-
tion in media; Local gastronomy of this part of Serbia; The recognisability of this AEF within the tourist 
map of the entire Serbia; There is an adequate transport connection within the AEF “Vlasina”; Existence 
of cultural and historical motives; Distance from the place of the residence. 

5 Attitudes: Natural environment, aesthetics and landscape values of the AEF “Vlasina” are unrepeatable 
for tourists; The Lake Vlasina represents the most interesting touristic value of AEF “Vlasina”; Richness of 
natural motives (The Lake Vlasina, floating islands, mountains Vardenik and Čemernik) is the most attrac-
tive for tourists; Socializing and traveling with friends is important for tourists; Tourists feel safe and se-
cure within the AEF “Vlasina”; AEF “Vlasina” provides as unique experience; There are good conditions 
for production and distribution of healthy food; The hospitality provided by the local population is very 
important; Tourists are more interested in shorter staying within AEF “Vlasina”; Searching for a new ex-
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development of tourism (focused on the local population). Within the questionnaire, respond-
ents were supposed to express degree of their agreement with the given claims on the basis of 
the Likert’s scale (from 1 to 5). Data processing was performed in Statistical program for social 
sciences (IBM SPSS Statistics 20), primarily by using the descriptive statistics, but also by con-
ducting the t-test for determining the possible differences among the respondents’ (primarily on 
the basis of the respondents’ gender structure) attitudes. 

3. RESULTS AND DISCUSSION 

Tourism is the sector of economy that can be of major importance for the regional development 
of certain region [20]. In respect to that fact, the research of pull and push factors begun dur-
ing the 70s of the 20th century [3]. In this research single out “motivators” and “attitudes” with 
high mean value are considered as pull factors of AEF “Vlasina”, and internal push factor for 
tourists. 

Considering the protected area that is the subject of this research and the basic characteristics of 
its local population, it could be said that there are two basic problems within the border settle-
ments: the boundaries phenomenon, together with characteristics of the border area, on the one 
hand, and the indicator of the life quality of the local population, on the other, which is in line 
with the gained results represented in the research conducted by Djerčan et.al (2017) [4]. Re-
specting contemporary world’s trend in terms of significance of the tourist motivation research-
es, as well as consideration of importance of regional and social features of AEF “Vlasina”, in 
this paper we have devoted same attention to the both categories of respondents, with the view 
that the tourist offer of AEF “Vlasina” in the best way that can be shaped only by integral and 
complex approach. 

3.1. Motivators of the tourists regarding the AEF “Vlasina”

Looking at the gender structure of tourists that participated in the research, it could be noticed that 
slightly higher number of female tourists took part in the survey (27 compared to 23 male respond-
ents), while it was noticed that male respondents rather participated in the interview than females. 
By analysing the age structure of tourists, it can be concluded that the most numerous were re-
spondents 16 years old, (eight of them), and they are mostly the secondary school pupils. Although 
the pupils were the most numerous tourists within AEF “Vlasina”, field research confirmed the 
assumption that middle-aged and elderly people are those who are looking for a stronger relation 
with the natural environment. If we take a look at the respondents according to the current occu-
pation (15 of them) they also made up the largest group. The oldest respondent (a tourist) was 78 

periences is a dominant motive for arrival of tourists; In goal of better development of tourism, cross-bor-
der cooperation with Bulgaria should be improved; Unfavorable demographic structure is an obstacle for 
regional development within AEF “Vlasina”; For the further development of this area it should be invested 
in tourism and agriculture; The prices of accommodation, food and other expenses are affordable; Explor-
ing a new culture is one of the most important motives for arrival of tourists; Local population is aware 
of ecological importance of AEF “Vlasina”; Received value for given money; Recognition of this area on 
the tourist map of Serbia; Local gastronomy is attractive for the tourists; Good infrastructure equipment; 
Tourists are interested in a longer stay within AEF “Vlasina”; Touristic objects are in good condition; 
Popularity of this AEF is high on the foreign market; Adequate information are provided in the media/on 
the Internet; Tourists have developed ecological awareness on the importance of the AEF “Vlasina”; The 
existence of cultural and historical motives in the vicinity of AEF “Vlasina” are equally attractive to tour-
ists as well as the natural motives; There is an adequate transport connection within the AEF “Vlasina”.
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years old. According to tourists’ educational structure, only 26% of these respondents were college 
– educated, 12% have higher education (two-year study after the secondary school), while major-
ity were respondents with secondary education (58%). According to the respondents’ profession, 
beside students, another dominant group of the respondents were also and pensioners (11 of them - 
22% of the total sample), which is not surprising, since it is an age group with the most of free time. 

The research of emotional status and the answers to the question “With whom do you spend 
your time within AEF “Vlasina” take an important position in this research, primarily because 
these aspects could be connected with specific motivators for visiting the AEF “Vlasina”. For 
example, results of different researches [5], [7], [2], [25] suggest that many travellers are single, 
and that they are more inclined towards certain motivators such as “Search for a new excitement 
and experiences in the nature”, “Exploring the new cultures”, “Meeting the new people and 
making the new contacts with other visitors”, “Possibility of experiencing the real adventure 
and more liberal behaviour comparing to their behaviour at home” etc. 

This study showed that slightly more than a half of the respondents (56%) are married, or they 
are in a relationship. The most of them were traveling with their partners (23), or friends (25), 
while there were only two single participants in the survey. The research results, gained by the 
linking of the respondents’ marital status, as independent variable, and above-mentioned moti-
vators, as dependent variables, are represented in the following table:

Marital status Parameters

Search 
for a new 

excitement and 
experiences in 

the nature

Exploring the 
new cultures 

(people, places)

Dating and 
making the 

new contacts 
with other 

visitors

Opportunity to 
experience a 

real adventure

Single
*N 19 19 19 19

**M 3.95 3.74 3.42 3.95
***SD 1.129 1.327 1.261 1.026

In a 
relationship

N 8 8 8 8
M 3.63 3.75 3.50 4.50
SD 0.916 1.165 1.309 0.756

Married 
N 20 20 20 20
M 4.00 3.80 4.10 3.95
SD 1.214 1.056 1.165 0.887

Divorced 
N 2 2 2 2
M 2.50 4.50 4.50 4.00
SD 0.707 0.707 0.707 0.000

Others
N 1 1 1 1
M 5.00 5.00 5.00 5.00
SD 0.000 0.000 0.000 0.000

Total 
N 50 50 50 50
M 3.88 3.82 3.78 4.06
SD 1.136 1.155 1.234 0.913

Legend: *N – Number of the respondents; **M – Mean value; ***SD – Standard deviation 

Table 1: Comparison of the value of obtained results of certain motivators and the emotional 
status of the tourists
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Analysing the research results within the category of single and divorced tourists (see Table 1), 
it could be concluded that for the categories of single and divorced tourists, almost each of the 
above mentioned motivators is evaluated as generally important (grade 4) and very important 
(grade 5), so the mean values of their responses could be classified as M>3 (except in the case 
of the motivator “Search for new excitement and experiences in nature” that is classified, as 
generally irrelevant (M<3) among divorced respondents), which is in line with the above men-
tioned contemporary world-wide trend. However, according to the gained results, it could be 
seen that even those respondents who declared themselves as married or divorced, consider all 
of the aforementioned motivators as important when making a decision for visiting the AEF 
“Vlasina” (M>3).

Domestic and foreign tourists took a part in the survey. However, domestic tourists were more 
numerous compared to foreign ones. The most numerous were the tourists from Pirot (14 of 
them – 28%), Vranje (10 of them – 20%) and from Belgrade (8 of them – 16%), making the 40% 
of the total sample. Among the foreign visitors who participated in the survey, four of them were 
from Austria and one was from Bulgaria.

According to the research results, 13 respondents were staying for the first time within the AEF 
“Vlasina”, the same number visited this area between “two and five times” and even 24 of them 
visited this area for “more than five times”. Reasons can be found in the fact that majority of the 
respondents live in the nearby cities. 

Among the several offered answers to the question: “How did you find out about AEF “Vlasi-
na”, majority of the respondents cited their friends and family or the Internet, as the main tool 
of widely available information technology. Also, it can be concluded that classic tools of tour-
ism propaganda are not sufficiently represented, so it is necessary to improve these propaganda 
activities (with the special emphasis on orientation towards the mass media as well as towards 
active participation and presentation of this AEF within the tourism fairs in the country and 
abroad). 

Tourists are mostly coming to the AEF “Vlasina” by their private cars (37 of them). Most of 
them stay in hotels (15 of them) or private houses (11). Their staying in this AEF is usually 
longer than six days (even 66% of the respondents). 

In order to find out whether the tourists enrich their staying within the AEF “Vlasina” by vis-
iting the other natural or anthropogenic values in the vicinity, the questionnaire also obtained 
one question on this topic. Majority of the respondents (60%) gave the negative answer, seven 
respondents confirmed that they are trying to enrich their staying by visiting the other values 
in the vicinity, while 13 of them do that just sometimes. This is an important indicator which 
is pointing to the fact that it is necessary to encourage the tourists for visiting the natural and 
anthropogenic tourist values in the surrounding, which could further be reflected in longer and 
richer content during the staying of tourists within the AEF “Vlasina”.

By selection of several push and pull factors of motivation for visiting the AEF “Vlasina”, it is 
possible to make identification of the strongest and the weakest motivators that are (un)impor-
tant for the respondents’ arrival at Vlasina lake. Out of the total number of 23 offered motiva-
tors, Table 2 obtains those with the highest and the lowest mean values of tourist’s responses.
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Items (motivators for visiting the AEF “Vlasina ”) N* M** SD***
Socializing and travelling with friends – family 50 4.82 0.482
Security and safety within the AEF “Vlasina” 50 4.62 0.805
Activities in the nature (hiking, collecting the healthy herbs, watching the 
birds, water sports) 50 4.50 0.707

The hospitality (provided by the local population, representatives of tourism 
industry) is very important 50 4.48 0.931

Natural environment, aesthetics and landscape values of AEF “Vlasina” 50 4.42 0.810
Local gastronomy of this part of Serbia 50 3.30 1.418
The recognizability of this AEF within the tourist map of the entire Serbia 
is of great importance 50 3.14 1.212

There is an adequate transport connection within the AEF “Vlasina” 50 3.10 1.488
Existence of cultural and historical motives (churches, museums, memorial 
sites) 50 2.40 1.278

Distance from the place of the residence 50 2.26 1.426

Legend: *N – Number of the respondents; **M – Mean value; ***SD – Standard deviation 

Table 2: The strongest and the weakest motivators for arrival of the tourists at AEF “Vlasina” 

Having in mind that majority of the respondents are domestic tourists, from surroundings cit-
ies, it is not surprising that recognizability of this AEF on the tourist map of the entire Serbia 
and local gastronomy (which is everyday part of their diet), do not have greater significance in 
making a decision to stay within the AEF “Vlasina”. However, it is a real surprise that motivator 
“There is an adequate transport connection within the AEF “Vlasina” (traffic accessibility and 
infrastructure facilities)” is in the group of those with less importance. This can be interpreted 
in two different ways. The first is a view that such construction could disturb the natural and 
landscape values of this area, or that these tourists are highly-aware of sustainability and eco-
logical importance of the AEF. The second is that they were evaluating the current state, or they 
did not understand the statement in the right way.

Furthermore, t-test of independent samples was applied in order to provide comparison between 
the opinions of two groups of the respondents, according to their gender structure. Among the 
statements in which there is a large difference in the level of significance (p<0.056), lower mean 
values were represented among the female respondents and this refers to the following motivators: 

1. Richness of the natural motives (the lake Vlasina, floating islands, mountains Vardenik 
and Čemernik) (М = 3.96), (p = 0.000; t = 3.964; df = 48),

2. Natural environment, the aesthetics and landscape values of entire AEF “Vlasina” (M 
= 4.07), (p = 0.001; t = 3.661; df = 48),

3. Search for a new excitement and experiences in the nature (M = 3.58), (p = 0.027; t = 
2.279; df = 48).

The other 20 motivators didn’t show statistically significant differences in attitudes between the 
male and female respondents. 

In the end of the questionnaire, respondents were asked to round one number from 1 to 10, 
which will express their overall satisfaction with the tourist value of AEF “Vlasina”, taking into 
account their overall impression. The obtained results showed that the largest number of the 
6 p – significance levels, taking into consideration those claims with p<0.05
 df – degree of the freedom, df = N-2; N-total number of the respondents 
 t – test statistic - can be with a positive (+) or negative (-) sign
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respondents answered with 8, which shows that they are quite satisfied with their staying within 
AEF “Vlasina”. In the field researches, throughout direct interviews with the respondents, it 
could be realized that majority of the respondents shared the general opinion that: “The natural 
values and the beauty of the AEF “Vlasina” overcome all of its material deficiency”. 

3.2. Attitudes of the local population regarding the AEF “Vlasina”

Beside tourists, this research also involved the local residents from the following settlements: 
Vlasina Rid (49 out of 52 respondents, making up about 94% of the total sample), Vlasina Sto-
jkovićeva, Vlasina Okruglica and Crna Trava7. The age structure of the respondents is between 
16 and 82 years, with majority of the group with over 50 years. According to the respondents’ 
profession, the most of them were pensioners (20 of them - 38.5% of the total number of the 
respondents). 

The majority of the respondents among the local population have a secondary education degree, 
almost 60% of the total sample, while only six respondents (11.5%) have a faculty degree edu-
cation (based on observation on the field these people are already pensioners and they consider 
themselves as members of the local population, although they are actually weekend tourists – 
explained in methodology section). 

For the purpose of the research, it was important to examine how many of local population 
have a catering, or accommodation facility, and accordingly to that, the questions have been 
formulated. The research results showed that only five out of 52 respondents own an object for 
providing the accommodation services, while only three respondents provide food and bever-
age services or have a commercial object8. 

In order to compare the opinions and the importance of certain motivators for tourists during 
their visits to the AEF “Vlasina”, the similar items were used within the survey with the local 
population. Table 3 is representing five out of the 29 given answers of the local population (with 
the highest and the lowest mean values). 

Interesting results that have been reached are that the tourist’s motivators and the opinion of 
local population about them (the pleasure of the tourists, during their stay at Vlasina Lake) have 
almost completely coincided. 

There are also overlaps on their attitudes regarding the least important motivators, such as: 
“Existence of adequate transport network within the AEF “Vlasina”, “Existence of cultural 
and historical values as important and attractive motives for visiting this area”. Majority of 
the local population consider that there is nothing interesting about the cultural and historical 
values in the vicinity that could be presented to tourists. Another similarity was identified for 
the motivator “Existence of accuracy and adequate information in the media and within the In-
ternet”. Therefore, these items are not so important for tourists when making a decision to visit 
this AEF, while the local population characterized the same items as not important during their 
stay within the AEF “Vlasina” (Table 2 and Table 3).

7 According to the 2011 Census, there were 467 inhabitants within the Vlasina Plateau in the following set-
tlements: Vlasina Rid, Vlasina Okruglica and Vlasina Stojkovićeva.

8 On the field it has been noticed that this type of objects are a mixed-goods stores, with a modest range of 
products. The same respondent provides accommodation and catering services (mainly a bed and break-
fast, which is realized especially on the request of tourist). 



THE CURRENT STATE AND STRATEGIES FOR DEVELOPMENT OF TOURISM  
IN THE AREA OF EXCEPTIONAL FEATURES “VLASINA”

457

Items (attitudes of the local population) N* M** SD***
Natural environment, aesthetics and landscape values of the AEF “Vlasina” 
are unrepeatable for tourists 52 4.81 0.445

The lake Vlasina represents the most interesting/the most visited touristic 
value of AEF “Vlasina” 52 4.67 0.706

Richness of natural motives (The lake Vlasina, floating islands, mountains 
Vardenik and Čemernik) are the most attractive for tourists 52 4.67 0.760

Socializing and traveling with friends/family is important for tourists 52 4.60 0.634

Tourists feel safe and secure within the AEF “Vlasina” 52 4.48 1.057

Popularity of this AEF is high on the foreign market 52 2.87 1.372

Adequate information is provided in the media/on the Internet 52 2.48 1.196
Tourists have developed ecological awareness on the importance of the AEF 
“Vlasina” 52 2.35 1.186

The existence of cultural and historical motives (monuments, churches, 
museums) in the vicinity of AEF “Vlasina” are equally attractive to tourists 
as well as the natural motives

52 2.33 1.004

There is an adequate transport connection within the AEF “Vlasina” (traffic 
accessibility and infrastructure) 52 1.79 1.109

Legend: *N – Number of the respondents; **M – Mean value; ***SD – Standard deviation 

Table 3: Five the most important and five the least important attitudes of the local population 
regarding the tourism resources within the AEF “Vlasina” 

Natural values and beauty of the environment, first of all Vlasina lake, are cited as the most at-
tractive motives for staying within the AEF “Vlasina”, in which attitudes between two categories 
of the respondents (tourists and the local population) are the same again. The research results that 
showed such overlaps, are pointing to the fact that the local population can be good in: gaining the 
satisfaction among the tourists during their stay within the AEF “Vlasina”, recognizing their needs 
and wishes, which further implies and suggests that there is an evidenced interest and sympathy of 
the local population towards tourists and towards the general development of tourism in this area. 

As well as in the case of analysing the tourists’ motivators, t-test was also conducted on the 
sample of the local population, in order to compare the opinions between two groups of the 
local respondents (males and females) in terms of individual parameters given in the Likert’s 
scale, i.e. to determine if there is significant statistically difference in opinions between the local 
population of male and female. 

There are only two statements with an obvious difference in the level of significance (p<0.05). 
The lowest mean value in the first statement was given by the female respondents and this refers 
to the following attitudes: 

1. Natural environment, aesthetics and landscape values of the entire AEF “Vlasina” are 
unrepeatable for tourists (M = 4.56), (p = 0.007; t = 2.828; df = 50)

2. The local population has developed awareness on the significance of development of 
tourism within the AEF “Vlasina” (M = 3.06), (p = 0.004; t = -3.016; df = 50).

In other 27 statements – attitudes, there were not significant differences between the male and 
female group of the respondents in the category of the local population. 
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4. CONCLUSION

One way to enrich the tourism offer and bring the nature closer to tourists is a construction and 
marking of bicycle paths, better marking of the existing hiking trails, as well as construction 
of the walking promenade next to the lake. On the basis of conducted interviews with tourists, 
these contents are recognized as contents of great importance for further improvement of tour-
ism offer within AEF “Vlasina”. 

It would be important to make interviews with tourist businessmen that operate within the AEF 
“Vlasina” in order to provide the basic information on their further plan for tourism develop-
ment. Thus, it is important to take into account the consideration the opinions of all relevant 
subjects, including the tourists and the local population. Joint participation of all stakeholders is 
very important for creating an integral tourist offer within AEF “Vlasina”.

According to the field research, there has been noticed that there was an auto – camp in the 
function within the AEF “Vlasina” two years ago. Renovation of the camp with better commu-
nal equipment could bring tourists closer to the nature. Some of the next steps in the research 
should be testing the possibility for reopening and further equipping of the camp. 

Limitations that occurred in this research are related to unclear status of the inhabitant who is 
staying in the AEF “Vlasina” for more than four months a year, who cannot be classified as 
weekend tourist, but who is declared as resident of the AEF “Vlasina”. Recommendations for 
the further researches are to do another interviewing with this group and bring them to a dif-
ferent status.

The general conclusion is that obtained data should not be generalized. The researcher’s rec-
ommendation is to repeat this research, necessarily during the peak of the tourist season when 
both, foreign and domestic visitors, are more numerous within the researched region (in this 
way, structure of the sample will be more representative and more heterogeneous in term of the 
respondents’ socio-demographic characteristics). By repeating such a research during the sev-
eral tourist seasons, further possibilities for the tourism development should be the main goal of 
research. In addition to the sports-recreational, swimming and excursion tourism, in the future 
it is possible to expect development of many other types of tourism. 
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Abstract: The aim of the paper is to evaluate the educational process of CSR education and identify 
the important factors influencing the attitude of the students to this topic. The authors are presenting 
results of a 2017 survey. The starting point of the research was analysis of the Tourism curriculum at 
the University of Economics, Prague (VŠE), identifying the elements of CSR in terms of content, scope, 
forms and educational methods. That was followed by a survey concerning the extent of identification 
of fresh graduates with the CSR principles. As methods were used: analysis of secondary resources, 
interviews and questionnaire. The curriculum needs to be changed and the CSR should get higher 
importance and emphasis as the graduates evaluate the presence of the topic as insufficient. The grad-
uates see the CSR as an important matter not conditioned by profit. Based on the researches, several 
guidelines for increasing the presence of CSR in the tourism curriculum are proposed. The presented 
research is part of the fulfilment of long-term strategy for improving the quality of tourism student ed-
ucation at the University of Economics, Prague.
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Sustainable Tourism

1. INTRODUCTION 

The United Nations World Tourism Organization [1] has declared 2017 the year of sus-
tainable tourism. The focus is on the economic, ecological and social objectives pursued 
by the 2030 Agenda for Sustainable Development. The concept of Corporate Social Re-

sponsibility (CSR) has become a central part of corporate strategies also for some of the com-
panies in tourism. For customers as well as for employees, the integration of CSR strategies is 
becoming more and more important. The most advanced strategies of CSR are represented by 
the global players. Their impact on the CSR development and implementation is crucial as they 
systematically search for advantages and unique image on the market, and they have financial 
resources available. 

Although the concept of CSR is commonly used, the precise definition of the content of CSR is 
difficult. „The concept of CSR has had a long and diverse history in the literature” [2]. In 2001 
the Commission of European Communities stated the definition of CSR as „Corporate social 
responsibility is essentially a concept whereby companies decide voluntarily to contribute to a 
better society and a cleaner environment” [3]. The topic of CSR is defined in the same way in 
the teaching at the University of Economics in Prague.

Corporate social responsibility is very important, especially in western countries. That is for 
several reasons: responsibility becomes important for the customers; they are concerned about 
waste, environmental impact of their consumption and social fairness. Therefore, corporate 
1 University of Economics, Prague, W. Churchill Sq. 1938/4, 130 67 Praha 3, Czech Republic
2 University of Economics, Prague, W. Churchill Sq. 1938/4, 130 67 Praha 3, Czech Republic
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social responsibility can be a competitive advantage, creates a positive image on the market and 
enhances positive relationship between company and customers or public. CSR can help also in 
the field of human resources management. As a responsible employer a company can easily get 
workers, enhance their loyalty and feeling of meaningful work, which is very important espe-
cially for the coming generation.

CSR as a concept has different definitions created by many authors. A. Dahlsrud analyzed 37 
definitions of CSR [4] and based on the similarities defined 5 crucial aspects. The main focus ar-
eas are: environment, social area, economical area and stakeholders. The fifth aspect important 
for CSR definition is voluntariness. The commitments are accepted on a voluntary basis, going 
beyond the obligations set by legislation. 

Education and competence of future managers is crucial for a successful CSR implementation. 
Sobczak [5] brings the argument, that not only the curriculum is important but also the real 
behaviour of the school. As it is necessary to implement CSR both as a strategy and concept, 
the managers must be able to set goals, create a strategy and report the results. To gain deep 
knowledge and competences, special attention must be paid to the education of future employ-
ees and managers. This research carried out in autumn 2017 was focused on the development 
of knowledge and competences relevant to the topic of CSR in the educational programmes for 
future managers enrolled in the Tourism course at the University of Economics, Prague.

Current status of Corporate social responsibility implementation in management education has 
been a topic of many articles in the past years, which shows that the topic is subject of current 
debates in the industry. In [6] the situation at Spanish universities is evaluated, Vázquez [7] 
studied CSR students´ perception at Uruguay universities, [8] evaluated the situation at Bul-
garian universities. The authors in [9] emphasize the importance of CSR as an integral part of 
education of future managers in the Czech Republic, and Adámek [10] analyses the extent of 
the wide range of CSR topics in education in the Czech Republic. Approach to education and 
teaching CSR is very complicated and unsystematic in the Czech Republic. Pavel Adamek [11] 
mentions 10 synonyms covering CSR education. In the same publication he also reports to a 
study conducted at the University of Economics, Prague. According to this study, only 73 % of 
students knew the term CSR and that was mostly from newspapers or thanks to studying at the 
school.

This article focuses on the education of future experts in the Tourism programme at The Univer-
sity of Economics, Prague (VŠE). The VŠE values openness to innovative ideas and approach-
es. The university is a socially responsible institution leading its students to ethical behaviour, 
social and environmental awareness and responsibility with regard to current challenges of our 
globalizing world and interlinked multicultural phenomena of economic and social life.

The Department of Tourism of the Faculty of International Relations of the VŠE has had a long 
tradition in preparation of experts and top managers for tourism. The industry awarded its long 
pedagogical activity with the title “School of 2015”. The Department of Tourism is the guaran-
tor of 35 tourism courses. In the bachelor study programme „Tourism and Regional develop-
ment “, there are enrolled 70 students; the master Study programme „Tourism“ has 120 enrolled 
students. With these numbers and overall reputation of the university and Tourism department, 
it is a leader in economic education, it sets trends and is a flagship for other private or regional 
institutions. Therefore, the emphasis on CSR education in the Department of Tourism can be a 
significant stimulus for other institutions teaching Tourism to follow. 
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2. METHODOLOGY AND GOALS 

This research was carried out in September – December 2017. Two assumptions were created 
based on feedback from business, academics´ experience and expectation supported by per-
manent contact with students and graduates: (1) The presence of the CSR topic in the Tourism 
programme is perceived as low, even though (2) graduates perceive the CSR as an important 
part of business. To confirm if the assumptions were right, a research of multiple sources was 
conducted. 

The method is focused on implementation of the topic of CSR into specialized tourism subjects 
guaranteed and taught by the Department of Tourism. „There is an impressive history associ-
ated with the evolution of the concept and definition of CSR“ [2]. Although the CSR topic has 
been discussed already for more than a half of the century, there is no universally valid and 
unified global definition. Several international and national organisations as well as experts 
and authors of scientific articles try to define CSR [8]. In the context of this research CSR was 
defined as a rather broad range of related subtopics (Ethics, Sustainable development, which is 
in accordance with findings of [10] and [11].

This study consists of several parts and uses three different sources of data (pedagogic docu-
ments, interviews with teachers and survey of graduates). The content analysis is based on the 
analysis of secondary resources – pedagogic documents. All pedagogic documents were ana-
lysed, e.g. study programmes of bachelor and master degree, course syllabi, course schedules. 
The formal implementation of CSR topics in the curriculum was checked. 

The syllabus creates a stable framework for what should be covered, however, the particular 
lecturer can adjust the content to current development and trends and emphasize selected topics. 
Therefore, it was necessary to implement the method of interview. The teachers’ attitude to the 
topic was investigated via detailed semi-structured interviews with open and closed questions, 
the study was carried out with all teachers of the Department of Tourism of VŠE to assess the 
actual depth, content and form of CSR education. 8 teachers were asked about the CSR, 5 of 
them deal with the CSR topic during their courses. The average length of the personal interview 
with a relevant teacher was 50 minutes. 

The perception of CSR and the impact of VŠE teaching on the creating of this perception was 
found via a questionnaire distributed among students and graduates of the study programme 
Tourism at the University of Economics, Prague. The questions were divided into two parts – 
one examined the questions about the study programme, presence of CSR in teaching and effect 
of the Tourism programme regarding CSR. Questions about the influence of selected factors 
were added into this part. The second part investigated the attitude of graduates towards CSR 
topics and pillars. Partially the Likert-type scale and partially rating scale was used in the closed 
questions. The rating scale was structured in the same way as school grading: 1 was the best, 
highest, most important, 5 the worst, the least important etc. In this part of the research 187 
former students of the Tourism programme were asked to fill the questionnaire, the return rate 
was 38 % and there were 72 answers collected. 
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3. ANALYSIS OF CSR IMPLEMENTATION  
IN THE CURRICULUM AND SUBJECTS

Graduates of the bachelor study programme Tourism and Regional development are qualified 
to carry out work in tourism businesses (such as hotels, restaurants, travel agencies etc.) or in 
institutions promoting tourism development (such as info centers, regional offices, destination 
management organisations etc.). Knowledge of economics, good language skills and profession-
al experience gained during the programme enable the graduates to find positions in all of the 
above-mentioned establishments.

Graduates of the master study programme Tourism find positions particularly in the top man-
agement of tourism-related companies, in consulting or audit companies, in international estab-
lishments in the tourism sector, or they start their own businesses.

The Department of Tourism offers altogether 35 courses, out of which 18 are taught in the bach-
elor programme and 17 in the master programme. The courses are listed in Table 1.
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Bachelor’s courses      
Tourism - Basic Information M 26/0 2 3 
Regional Structures of the Czech Republic and EU M 26/26 0 0  
Organization and Management of Hospitality and 
Accommodation M 26/26 0 2 

Tourism/Cestovní ruch M 26/26 0 0/2 
Regional Development and Culture M 26/26 0 0  
Sustainable regional development and environment M 26/26 0 0 
Travel Agencies - Organization and Management M 26/26 0 0 
Programming and Projecting of Regional Development 
of Tourism M 26/26 0 0 

Practical Experience in Tourism Industry M 0/52 0 0 
Rural Tourism/Venkovský cestovní ruch O 0/26 0 0  
Tourism Attractivities and Products in the Czech 
Republic O 26/26 0 0  

Geography of Tourism in Czech Republic O 26/26 0 0  
Intercultural Communication in Tourism and 
Hospitality Industry O 0/26 0 0  

Position of the Czech Republic in World Tourism - 
Study trip abroad O 0/26 0 0  

Introduction to online marketing in Tourism industry O 0/26 0 0 
Innovative Approaches to the Tourism Product Creation O 0/26 0 0 
Spa, Wellness and Medical in Tourism O 0/26 0 0 
M.I.C.E. management O 0/26 0 0 
Total bachelor’s courses  728 2 5 0,68%
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Master’s courses      
International Tourism M 26/26 0 0  
Hotel Management M 26/26 0 x 
Travel Agencies and Events Management M 26/26 0 0 
Marketing, Management and Decision-making in 
Tourism M 26/26 0 0 

Spa Tourism O 26/26 0 0  
Geography of World Tourism O 52/0 0 0  
Actual Problems of the Tourism Development O 26/26 2/2 2/2 
Marketing Management of Tourism Destination O 26/26 0 0 
Hotel Operation System (computer simulation) O 0/26 0 0  
Cultural Differences in International Tourism O 26/26 0 0  
Tourism and Hotel Industry Information and 
Reservation Technologies O 26/26 0 0  

Sustainable Development of Tourism O 26/26 1 1 
Trends in World Tourism - study trip O 0/26 0 0 
Online marketing and its application in Tourism 
industry O 0/26 0 0  

Event Management O 0/26 0 0 
Multicriterial assessment of tourism conditions O 0/52 0 0  
Innovative Approaches to the Tourism Destination 
Development O 0/26 0 0 

Total master’s courses  754 5 5 0,66%
      
Total  1482 7 10 0,67%

Table 1: Overview of the course structure
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2 10 2 1/2 lecture      
3 10 1        

4 2 1
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within 

marketing
     

5 1 0        
6 2 0        
7 1 0        
8 1 0        

Table 2: Overview of teachers’ attitude to CSR
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At the Department of Tourism, there are 8 permanent teachers, out of which 3 are also guaran-
tors of 5 courses that cover the topic of CSR or sustainable development. Another 3 teachers do 
not cover CSR in their courses as a part of the syllabus, however, they sometimes bring up CSR 
issues in discussions relevant to other topics.
A positive finding is the presence of an individual course for the topic Sustainable Development 
at both bachelor and master study level. Bachelor students take up a mandatory course called 
“Sustainable regional development and environmental aspects”, master students may take up an 
optional course called “Sustainable tourism development”. In these courses, students encounter 
the institutional perspective and general principles of sustainable tourism development from the 
point of view of tourist regions/destinations. The business point of view is covered very briefly 
as a subtopic of company culture. 

Different teaching forms are used in the course of CSR education, the most frequently used ones 
are lectures, discussions, workshops or individual reports covering CSR topics. Field research 
concerning CSR topics is carried out within the course of Tourism Marketing. 

CSR Topic Coverage in the Bachelor Study Programme

Out of a total of 18 subjects, CSR topics are relevant in 7 subjects, however, only 3 of them ac-
tually cover CSR; these 3 subjects are compulsory. Out of the total of 312 course hours divided 
among the 7 relevant subjects, 5 are dedicated to CSR (which is 3 hours more than stated in the 
syllabus), altogether these add up to 1,60 % of all course hours in the 7 relevant subjects.

CSR Topic Coverage in the Master Study Programme

Out of a total of 17 subjects, CSR topics are relevant in 6 subjects, however, only 2 of them actu-
ally cover CSR; both subjects are optional. Out of the total of 286 course hours divided among 
the 6 relevant subjects, 4 are dedicated to CSR (which is fully in accordance with the syllabus), 
altogether these add up to 1,40 % of all course hours in the 6 relevant subjects.

4. RESEARCH AMONG GRADUATES

4.1. CSR in the Study Process

The first question targets the overall evaluation of CSR knowledge. The average evaluation of 
all answers is 2,65 and shows that students evaluate their knowledge to be rather poor. There are 
two dominant answers: 2 – I have a knowledge of the CSR topic, however not in its complexity 
and 3 – I have an overall awareness of CSR. Each answer got 36,6 %. 

The organization of the study at the University of Economics, Prague consists of a common 
base given by the school and the specialized block given by the specialization. Therefore, the 
source of knowledge must be differentiated. The question is how the evaluation of the knowl-
edge relates to the study in the Tourism department and how to the rest of the study. The first 
chart represents the relationship between CSR knowledge evaluation and the effect of the Tour-
ism studies on this knowledge. 
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Figure 1: Relationship between CSR knowledge evaluation and effect of Tourism study

There is a weak linkage between knowledge evaluation and Tourism study. Only 14% of gradu-
ates evaluating their knowledge 1 and 2 perceive effect of Tourism study as crucial or prevailing. 

More significant is the linkage between the knowledge evaluation and the rest of the study at the 
University of Economics Prague as shown in the second graph. 26% of the graduates evaluate 
their knowledge as 1 or 2 and describe the effect of their study at the university as crucial or 
prevailing. The graph bellow clearly shows that the better the knowledge the bigger effect of the 
study.

Figure 2: Relationship between CSR knowledge evaluation and effect of the rest of the study

From these two charts we can make a conclusion, that the study programme Tourism lacks fo-
cus on the CSR topic and if the graduates have knowledge relevant to CSR, it is thanks to other 
subjects. Consistent with this conclusion is the answer to the question: “How do you perceive 
the presence of CSR issues in the Tourism programme?” 70,8% of respondents answered “in-
sufficient”. 
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The aim of the study is not only to transfer knowledge to the students, but also to prepare them 
for their professional life. Are the graduates prepared to implement CSR principles into their 
work? Most of them (56.9%) claim that they lack the knowledge, 42,3% think that the school 
prepared them only very little or not at all. The positive result of the study is that 15,3% of grad-
uates are convinced that CSR is an important part of the managerial praxis and other 50% are 
rather convinced that it is important. 

How important is the influence of the school? The graduates evaluated the importance of five 
factors. The results are presented in the following table.

Factor Average 
influence Scatter

Personal experience from practice in the field 2,41 1,62
School 2,54 1,14
Professional representatives 2,62 1,33
Family 3,23 2,1
Others 3,5 1,85

Table 3: The influence of the selected factors on the attitude to CSR

We can see a high impact of the school and a high unity in evaluating this factor as well. This 
research confirms the importance of education and better integration of CSR into teaching. As 
there are three important factors, the teachers should think about how to use them to increase 
the awareness of CSR among students. From the frequency point of view the most crucial factor 
is personal experience from the practice in the field. 43 respondents marked this factor with 
importance 1 or 2. Therefore, school should carefully choose the companies for internships 
and recommend the companies for part-time jobs during studying, if possible. The second most 
important factor are professional representatives, their behaviour and attitude (42 respondents 
marked this factor with importance 1 or 2). During the study students have many possibilities 
to meet interesting personalities from hotel management, travel agencies and destinations, it is 
the responsibility of each teacher to invite the socially responsible ones. 

Evaluation of the family influence is very interesting, here the authors expected a considerable 
influence, however, the results showed the opposite. The high scope of family influence indi-
cates large differences among individual graduates. 

The graduates see best results in increasing the knowledge and competence in the field of eco-
nomical responsibility and equity, however, the results are very similar. The results are shown 
in the following Table 4.

Field Average score Number of answers 1 and 2
Economical responsibility and 

equity 2,64 12 x

Environmental responsibility 2,90 10 x
Social responsibility 2,95 8 x

Table 4: Evaluating the increase of the knowledge and competence  
in the particular fields of CSR

To increase the awareness and knowledge about CSR, it is important to bring up the topic in 
the right form. There are two questions regarding the improvement of teaching. The results re-
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garding the teaching form are very clear. The most preferred forms are projects and excursions 
(site inspection) both with 73.6%, followed by discussions with experts (69.4%). As this was a 
multiple-choice question, the sum is not 100%. 

The respondents were asked if it is suitable to teach the topic as a separate subject – compulsory 
or optional, or as a part of other subjects (e.g. implementation of CSR in conditions of travel 
agencies, hotels etc.). Only 11.1 % of respondents see the importance of the topic to be so crucial 
that they recommend teaching the topic as a separate compulsory subject. 26.4% recommend 
teaching it as separate subject, however, as an optional course only. 62.5% respondents recom-
mend teaching CSR as a part of another subject. This would lead to changes in the subject ś 
content, however, this is probably the easiest way how to implement the topic in the curriculum.

4.2. Graduates and their Attitude to CSR

The respondents were asked how much they agree with the following statements: Implemen-
tation of the principles of CSR is very important for the future position of the company in the 
market. / The immediate benefit for the company is a necessary condition for the CSR imple-
mentation. / Social responsibility should be a matter of course for a successful company regard-
less immediate cost. 

The results show that the graduates perceive CSR as an important matter, not necessarily con-
ditioned with benefits or the profit. Only 16.6% of respondents agree or strongly agree that CSR 
implementation should be conditioned by profit. However, the respondents slightly preferred the 
answer connected with the market position (agree or strongly agree 48.6%, resp. 45.8%). 

The following chart shows the suitability of CSR for different goals according to respondent’s 
opinion. It can be seen that the commercial goals are considered as less suitable.

Figure 3: The suitability of CSR for different goals according to respondent ś opinion (1 – I 
strongly agree, 5 – strongly disagree)

Respondents see Gaining confidence and trusted brand image as the most appropriate goal for 
CSR. This goal got the highest number of “Strongly agree” answers as well. The less appropri-
ate goals are increasing brand awareness, increasing employee loyalty and profit increase with 
a large distance.
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How would the graduates behave after getting a job? 88.9% of graduates would accept the prac-
tice in the company but will try to influence the CSR implementation. Only 9.1% of them will 
actively boost the CSR implementation. The fact that only 1.4% of them expect they will not 
engage in CSR implementation at all, which can be seen as a positive result.

5. DISCUSSION

5.1. Students’ Perception and Topic Presence in the Courses 

The first assumption was confirmed to be right. The CSR topic is considered important by 
both teachers and students and both groups find the current extent of CSR coverage in the pro-
gramme insufficient. The topic is not presented with the appropriate emphasis; therefore, it is 
necessary to change the approach. The similar findings can be seen in the analysis of [12], who 
analyzed the MBA programs and found statements supporting the assumption, that the CSR 
is not present in the necessary extent and form. A very important issue is to prevent repetition 
in CSR coverage in different courses. Therefore, the topic can be divided into the institutional 
perspective (sustainability), business perspective (CSR) and CSR as a part of holistic marketing 
and its use in communication. It is very positive that only 1,4% of students have no or very little 
knowledge of the CSR topic, which is a big progress in comparison to 27% in the study men-
tioned by Adamek in [10]. 

The second assumption was confirmed. The students see CSR as an important part of the busi-
ness, they don t́ expect immediate profit, however, they see CSR as an important condition for 
a long-term success. 

As the tourism field is very specific, one of the study programme goals is that the graduates 
should not have knowledge only of the general aspects of CSR, but they should be also able to 
apply them to practical day-to-day policies in tourism businesses even under specific condi-
tions. This includes the analysis of impact on the company and potential benefits. Within the 
conceptual framework of the study programme, it is important to have a holistic approach to 
strengthening the teaching of CSR principles and to cover all the fields and implementation 
issues. 

5.2. Suggested Action Points to Strengthen CSR Coverage in Tourism Study Programmes 

It is desirable to increase CSR coverage as a part of specialized tourism subjects. The aim is to 
make the graduates familiar with the basic principles of CSR and to teach them how to apply an 
appropriate CSR strategy in tourism businesses. This means being able to judge the situation, 
suggest and implement an adequate CSR strategy, and to assess its impact on the company as 
well as the society. 

Specific measures to implement based on previous findings are planned to take place over the 
period of 3 years: 1) Lecturers of courses will be asked to review and adjust their syllabi and in-
clude the topic of CSR and its good practices. 2) Department of Tourism at the University of Eco-
nomics signed a Memorandum of cooperation with the Fondazione Romualdo Del Bianco - Life 
Beyond Tourism. This step will support our mutual cooperation in the field of cultural heritage, 
and will provide the opportunity to carry out activities in the field of enhancement of heritage 
through “travel for values” with the emotional involvement of the traveller and local community. 
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In line with the Foundation’s project “Vo per Botteghe” we will create a complex case study on 
the topic of CSR. 3) Considering that the most effective educational form is own experience, we 
intend to implement a separate CSR project in the department with active student involvement.

Students of both bachelor and master programmes should be introduced to the topics of CSR 
also in the future. Courses dealing with sustainable development from the institutional perspec-
tive on sustainable development, standardization, and certification should in addition present 
the business perspective – principles and benefits of CSR from the managerial point of view. 
Suitable teaching forms for that partial topics are lectures, workshops and self-study methods.

Courses where Business management – management of travel agencies, hotels, restaurants, 
MICE and event management are taught, should implement also the topic of CSR with emphasis 
on the best practices in the form of excursions, guest speakers. Suitable teaching forms are lec-
tures, introduction of best practices, discussions with industry experts from the Czech Republic 
as well as from abroad with experience in CSR implementation, examples from their business 
experience, excursions, individual work in the field, reports and presentations. 

6. CONCLUSION 

Despite the importance of the topic, the results of the analysis showed big gaps in the Tourism 
curriculum. The research among graduates confirmed the lack of CSR issues covered in the ed-
ucation. The curriculum contains only 1.6% of lessons referring to CSR in the bachelor ś degree 
and 1.4% in the master’s degree. There are also subjects where CSR is relevant, but is not included 
at all. Even the students see the coverage of the topic in their education as insufficient. According 
to students´ opinion, the most effective way of teaching the topic is to implement it as a part of 
other subjects and the best forms are: individual projects, excursions and guest speakers. This is 
consistent with the factors that influence their approach to CSR – own experience, school and pro-
fessional representatives. According to graduates´ opinion the CSR is very suitable for (1) gaining 
confidence and trusted brand image and (2) building customer relationship. The implementation 
of CSR principles is mostly influenced by the personal approach of the owner or manager. 

According to the research results several measures were proposed. A very important issue is 
to prevent repetition and overlapping between various courses. Therefore, the topic should be 
divided into the institutional perspective (sustainability), business perspective (CSR) and CSR 
as a part of holistic marketing and its use in communication. Guest speakers, excursions and 
projects were chosen as the most appropriate form. 

The research touched several topics but brings only limited answers. One of the topics is the 
in-depth analysis of the attitude of students and graduates to the individual components and 
activities of CSR. Also, the comparison of the generation Y and X could be interesting, as their 
attitudes and priorities are formed by different influences. From the educational point of view 
the research of effectiveness of the particular teaching methods in changing and influencing 
the attitude would be helpful in creating education that is not only interesting but also effective.

As the Tourism is growing very fast in the last years, social responsibility is getting more and 
more attention. Over-tourism and loss of authenticity is a reality in many places and the economic 
and social balance is being sought. In the future, corporate social responsibility can be a substan-
tial advantage in the market. Professionals should be ready and able to deal with the issue.
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1. INTRODUCTION

The tourism activity has become a part of our daily life. The tourism management is the 
multi and interdisciplinary approach of all the activities that are related to the travel, hos-
pitality and tourism industry, such as: the business management (finance, human resourc-

es, and marketing), the management theories and principles, and the tourism industry influence 
factors (motivation, environment, organization). The tourism sector is the most sensitive sector of 
the economics, reacting quickly to positive and negative events, also [1]. The effects of the tour-
ism are multiple, both positive and negative ones. Hence, the positive peculiarities of the tourism 
concerns the economic progress opportunities (the development of tourism infrastructure, the 
development of transport infrastructure, the development of assurance sector, the development of 
collateral economic sectors such as the goods and services industry in accommodation, transport, 
food and drink, furniture, underwear, laundering, cleaning, security, information, technologies, 
communication, utility), the life relaxation and satisfaction it gives to travelers, it gives many 
kinds of opportunities, it increases the education level (by culture, or knowledge), it helps to 
understand other human races rising the tolerance among people. Thereby, the tourism industry 
is an important source of the incomes, economic development, foreign exchanges and sustaina-
ble development [2]. But, once the development of tourism activates, it has threats and negative 
peculiarities (terrorist attacks, natural adversities or catastrophes, climate change, pollution by 
increasing transport infrastructure). The new tourism is emerging, driven by the new consumers, 
the new technologies, the new production practices, the new management techniques, and the 
changes in the frame of the tourism industry conditions [3, 4].

The competitiveness is stimulus for the whole society, it is the source of the innovation and the 
value added in the management system. The key principles of the competitive success in the 
competitive strategies for the industry players and the tourism sector are: (1) put consumers first 
1 Politehnica University of Timisoara, Management Departament, P-ta. Victoriei 2, 300006 Timișoara, Romania
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(the rule of the `king consumer̀ ); (2) be a leader in quality; (3) develop radical innovations; and 
(4) strengthen the player’s strategic position within the industry’s value chain [5].

The performance in tourism [6] field is appreciated using indicators that express the efficiency 
in economic activity relating to competitors, such as:

1. Service or company competitiveness,
2. Economic efficiency,
3. Economic efficacy,
4. Excellence.

At microeconomic level, a company prospers by getting more from its resources. Recall that 
economic efficiency is the situation in which company is on its production-possibilities frontier. 
Economic efficiency reflects the economic effect obtained using economic resources (doing 
things right). It can be calculated either dividing the outputs that can be produced (the produc-
tion obtained and sold) to each and every set of specified inputs used (factors of production), or 
dividing the inputs used to the output. The tourism company is efficient if it reaches own qual-
itative targets (productivity, profitability, etc.) [7]. In Project Management, economic efficacy 
expresses the power to produce an economic effect, but doing the right things, and it reflects 
the realized or planned performances reported to the resources used. The tourism company is 
effective if it reaches own quantitative targets (related to sales, profit, etc.) [8]. The efficiency and 
the efficacy together represent the excellence (doing the right things right). The company acti-
vating in tourism is excellent if it realizes all quantitative and qualitative targets with efficiency 
and efficacy [9].

By all these means, competitiveness is a very complex term, being over the great influence of 
the capacity to be integrated into the market and the around environment. At microeconomic 
level, the scientific literature emphasizes many categories of competitiveness, from which of 
them it may be mentioned the following types: global competitiveness, financial competitive-
ness, trade competitiveness, human resources competitiveness, management competitiveness, 
technical competitiveness, organizational competitiveness.

Financial competitiveness is showed by indicators such as: the dimension of the global or av-
erage profit, cash flow, debt rate, financial productivity potential (own capital productivity), 
leverage ratio and potential, etc. Trade competitiveness is compound by the type of indicators: 
market share, sales, turnover, break-even point, life cycle place for each service, trade reputa-
tion, brand, trademark, trade flow, client fidelity, service constancy, publicity budget level, etc. 
Human resources competitiveness is referring to the skills, the qualification, the know-how, the 
(un)employment rate, the absenteeism rate, etc. Management competitiveness is designed by 
the manager profile (age, experience, knowledge, studies, education), the leadership capacity 
(bargaining capacity, leader ability and vocation), the degree of the team cohesion, etc. Techni-
cal competitiveness of tangible assets is illustrated by the equipment state (number of years in 
use, performances, depreciation degree), the technical advance, the research and development 
level, the automation level, the supply, the client relationship, the stock turnover velocity, etc. 
Organizational competitiveness is expressed by the organizational structure, the number of the 
hierarchical levels, the autonomy degree, the data flow, the decisions system, the degree ser-
vices and employees integrated to inner objectives of the company, the way the objectives are 
achieved, the controlling system, the corporate social responsibility, etc.
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A greater performance for the competitiveness is showed by the labor productivity, labor cost, 
the degree the client requests are satisfied, the quality of the services, etc. The indicators related 
to the competitiveness are considered the sales, the turnover, the profit rate, the market share 
comparing with the results of the other companies on the travel and tourism market.

The base of the decisions and actions is the economic interest, the advantage resulted from an ac-
tivity (action) reported with another alternative [10]. Thus, any decision is intuitive or consciously 
based on the relative (comparative) advantage theory, suggested by Adam Smith and grounded 
by David Ricardo. The comparative costs theory had become the base of the decision in more 
opportunities (alternatives) situation. It is saying about disposing comparative (relative) advantage 
reporting to other countries if the desired target is achieved with a lower opportunity cost [11].

An economic entity (a person or a country) have an absolute advantage when it produces goods 
with less resources or, reciprocally when from same resources it obtains more goods than oth-
ers. Regarding the relative (comparative) advantage, the issue is more complex. For its determi-
nation it is necessary to determine the opportunity cost (Co), it means the appreciation a country 
give to the relinquished alternative when it makes a choice.

The competitiveness is a necessary condition for the success on the market. Competitiveness is 
a very present question that requires to be approach both at microeconomic and macroeconomic 
level. The competing force of a company, product or service consists in competitive advantag-
es and reflects the distinct competences it has in comparison with the companies, products or 
services they compete. The competitiveness of a company consists in the capacity to increase 
its incomes as a consequence of the increasing of the sales and profit margin in the market it 
competes, with the scope to obtain better places or to keep the present one [9].

2. METHODOLOGY

The methodology used in the present paper is classic using the analysis, the comparisons and the 
synthesis of available information. The main sources of the data used is Eurostat database. The 
methodology of the paper is based on the data collected from numerous official, and semi-official 
published reports, research journals, newspaper reports, research articles, websites and works of 
the individual scholars: The Travel & Tourism Competitiveness Report 2017 from World Eco-
nomic Forum, Travel & Tourism Economic Impact 2018 from World Travel & Tourism Council. 
The data are very poor from Eurostat database. From this reason, the methodology of the paper 
is based on the comparative analysis between European countries and consists in analyzing tour-
ism activity, comparisons (between European countries) and synthesis of available information.

3. SCIENTIFIC LITERATURE REVIEW OVER COMPETITIVENESS 

Economic literature survey shows many approaches of competitiveness concept in empirical stud-
ies, this term being the most used concept in economics without a generally accepted definition, 
even if Krugman [12] argued that economists do not use this word, but he claimed the competitivity 
to be another way to define productivity: the ability of a nation to improve its living level, the stand-
ard of living, a high employment on a sustainable basis, depending on the ability to increase the pro-
ductivity level [13, 14]. Nevertheless, the competitiveness concept was described to be related to the 
market mechanism: individual product/service, company, industry, economic sector, or region [15]. 
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Hence, on one hand, at macroeconomics level, Bobba et al mentioned that competitiveness is the 
ability of economy, regions and companies to generate wealth. Furthermore, the competitive-
ness is approach as the capacity for the industry to produce and sell the goods at an attractive 
price-quality report [16]. The competitiveness of a country is measured by the degree the goods 
or services produced are able to face international markets [17]. 

On the other hand, at microeconomics level, Ajitabh and Momaya [18] stated that the competi-
tiveness of a firm is represented by its share in the competitive market. Chao-Hung, Li-Chang 
[19] underlined that the competitiveness of the firm represents its economic strength against 
the rivals in the market. The competitiveness of a company is referring to adapt its products to 
the market and competition requirements, in terms of product range, quality, price with the s 
market methods and rules [18]. Buckley et al. [20] supplied the idea that the competitiveness of 
a firm is related to the capacity to obtain products and services of upper quality and lower costs 
than the other in the market at national and international level, and the competitiveness express 
the performance of a company regarding the profit and its ability to provide superior returns to 
its owners. Tyson D’Andrea [21] formulated the competitiveness is the ability to produce goods 
and services that meet the test of international competition while the citizens meet a higher and 
sustainable standard of living. The World Economic Forum (WEF) [22] defined the competi-
tiveness as the ability of a country to achieve sustained high rates of growth in GDP per capita.

4. EMPIRICAL STUDY AND DISCUSSION  
ABOUT TOURISM INDUSTRY IN EU-28

Scientific literature distinguishes as main competitiveness components the classical factors and 
essential factors. The first category is compounded by quantitative factors (the price, the quality, 
the relationship price/quality, the cost, the profit, the ratio cost/profit, the volume of the sales, 
the volume of the receipts) and qualitative factors (the scale economy, the technology, the man-
agement, the strategy). The quality and the price are the most highlighted factors of the com-
petitiveness in tourism and travel field: the same service offered but with less amount of money 
or the same amount of money required for a service which has a better quality. The relationship 
between cost and quality is eliminatory. The second main factor of competitivity is relationship 
between cost and profit. From this point of view, a company in travel and tourism field is com-
petitive if it realizes high profit with less cost. On the other hand, the dimension of the sales de-
fines the size of the company. But the previous mentioned factors are controlled by factors that 
express the volume of the output (the scale economy, the technology, the management, the strat-
egy). The volume of the output is strictly depending on the average cost in short run terms. The 
current management must be adapted to the output volume and to the technology used. Thus, 
the competitiveness strategy determines the volume of the output and the selected technology. 

The essential factors of competitiveness include aspects about the last work reused, applied 
innovation, harmony degree, the capacity to identify and promote the value. The more is the 
company ability to use last work (in terms of fix capital, tangible assets, intangible assets, edu-
cated and trained labor force) the more is the possibility of the company to produce new value 
added, but taking into account the newest and most developed technologies. At macroeconomic 
level, one competitiveness factor is the stability of the values system, represented by the sta-
bility of the property, the stability of the judicial system, contractual discipline, symmetry of 
relations between asymmetric partners and others. At world level, the experience shows the fact 
the applied innovation (innovation in all fields: technological, management, communication, 
organization, interpersonal relationships structure) is the greatest competitive advantage. 
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Figure no.1 presents the case regarding the travelers (one night or over) for personal purposes 
(expressed by the number of the tourists as the share of the total population) for the period of 
time 2012 till 2017, from the data availability and accessibility reason (Eurostat supply data re-
garding this indicator starting just with the year 2012 till 2017, except Luxembourg which didn’t 
published data for 2017). 

Figure 1: Participation in tourism for personal purposes (tourists as share of total population) 
Sources: by author using Eurostat data

Hence, it can be easily noticed that citizens from Romania, Bulgaria followed by Portugal, and 
Greece participate to the tourism industry the least comparing with the average EU-28 coun-
tries, and the citizens from Finland, Netherland, Denmark, Germany, Luxembourg registered 
the highest level in the EU-28, being more than double. For instance, the gap between the less 
(Bulgaria) and the highest (Finland) result in 2012 is 73.28 (computed as difference between 
figures), and this means the index (the ratio between the highest and the less result) is 490%. 
In 2013 the gap between the less (Bulgaria) and the highest (Finland) was 68.69 and the index 
was 412%. In 2014 the gap between the less (Portugal) and the highest (Finland) was 66.88 and 
the index was 380%. In 2015 the gap between the less (Portugal) and the highest (Finland) was 
66.26 and the index was 372%. In 2016 the gap between the less (Romania) and the highest 
(Finland) was 67.44. In 2017 the gap between the less (Romania) and the highest (Finland) was 
64.57 and the index was 342%. We can notice that the performers are northern countries and the 
less are central and southern European countries.

The tourism is part of the service economy and the gross domestic product (GDP). The tourism 
industry is tightly linked with other economic areas: service, transportation means, the combus-
tible use, the norms of environment protection, the safety and the security services. For this rea-
son, we will study the GDP level inside EU (figure 2). We can notice again that the performers 
regarding the gross domestic product are developed countries (from north and central Europe) 
and the less are central European countries (former communist countries).
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Figure 2: Real GDP per capita 
Sources: by author using Eurostat data

The best results regarding the GDP (expressed in euro per capita) of the EU-28 countries for 
2012 – 2016 period of time are registered by Luxembourg, Denmark, Netherlands and the lowest 
results are obtained by Bulgaria, Romania. Finland and Germany registered GDP up from EU-
28 average (figure 3). Hence, Luxembourg, Denmark are the performers and Bulgaria, Romania 
are the last both in tourism participation and in GDP per capita.

Figure 3: Real GDP per capita for the best performing in tourism participation 
Sources: by author using Eurostat data

Figure 4 shows the total civil research and development appropriations as percentage of the 
gross domestic product for the same period of time. The best performers countries are Denmark 
and Finland, followed by Austria (developed countries) and the weakest performers countries 
are Bulgaria, Romania, Latvia (former communist regime). Also, Malta registered weak results.
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Figure 4: Share of expenditure with research and development in GDP (in %) 
Sources: by author using Eurostat data

The transport, telecommunication and other infrastructures findings (expressed in million euro) 
are caught in figure 5, and expressed in euro/habitant are illustrated in figure 6 (the unavailable 
data are eliminated: Lithuania).

Figure 5: Transport, telecommunication and other infrastructures (million euro) 
Sources: by author using Eurostat data
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Figure 6: Transport, telecommunication and other infrastructures (in euro/habitant) 
Sources: by author using Eurostat data

Figure 7 shows the transport, telecommunication and other infrastructure as percentage in the 
gross domestic product (GDP). The unavailable data are eliminated from the study (Lithua-
nia). It is obvious that the countries with high allocation in transport, telecommunication and 
other infrastructure from Government Budget Appropriation on Research and Development 
(GBAORD), even it is expressed in euro per habitant or in percentage of GDP, are France, Swe-
den in the chosen period of time, but also Denmark, Germany, Netherlands, Finland, United 
Kingdom registered high findings (around the average of EU-28). The countries with modest 
results are Bulgaria, Romania, Malta.

Figure 7: Transport, telecommunication and other infrastructures (in percentage of GDP) 
Sources: by author using Eurostat data
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The index for the share of expenditure with R&D in GDP (figure 8) is drawn in figure and is 
related to final year (2016) and initial year in the present study (2012). All countries registered 
growth between 0.15 (Latvia) and 1.1 (Finland).

Figure 8: Index of R&D expenditure share in GDP, 2016/2012 (in %) 
Sources: by author using Eurostat data

The number of the accommodation establishments (short-term accommodation facilities for the 
tourists that pay that service) in EU-28 (figure 9 show the index of the accommodation estab-
lishments) generally have increased in the 2012-2016 period of time, but spectacular increase 
registered Portugal (1.78%), followed far away by Belgium (1.68%), Lithuania (1.64%), Croatia 
(1.44%), Romania (1.37%), Netherlands (1.31%) and Bulgaria (1.21%) and Estonia (1.17%). The 
smallest result was registered in Ireland (0.39%). 

Figure 9: Index of accommodation establishments (2016/2012) 
Sources: by author using Eurostat data
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The following figures are related to the European Union tourism industry: the number of trav-
els, tours operator reservation service and related activities expressed in the number of the 
activities (figure 10), the number of the person employed (figure 11).

Figure 10: Tourism activities 
Sources: by author using Eurostat data

Italy, Spain and Germany registered the highest results in the number of the tourism activities 
expressed in the number of the travel agency, the number of the tours operator reservation and 
related tourism activities, and Luxembourg registered the less result.

Figure 11: Persons employed in tourism entities (numbers) 
Sources: by author using Eurostat data

Germany and United Kingdom registered the highest results in the number of the persons em-
ployed and Malta, Cyprus, Baltic countries (Estonia, Latvia, Lithuania), Slovenia, Slovakia 
registered the less result.
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Figure 12: Index for number of tourism entities (2016/2012) 
Sources: by author using Eurostat data

According to Eurostat database, the number of companies in tourism field (travel agencies, tour 
operator reservation service and related activities) in the period of time 2012-2016 increased in 
all 28 actual EU countries. The figure 12 shows the index for the number of travel agency, tour 
operator reservation service and related activities computed as the ratio between the value in 
2016 and the value in 2012. The index is positive for all EU-28 countries. Netherlands registered 
the great rise in the number of the tourism entities and Malta registered the less increase.

Figure 13: Index for turnover per person employed (2016/2012) 
Sources: by author using Eurostat data

The evolution of the turnover per person employed expressed in thousand euro per person is 
computed as the ratio between the value in 2016 and the value in 2012 and it is shown in the 
figure 13. The best performances are obtained by Malta with 209.57%, Estonia with 159,19%, 
and Bulgaria with 157.5%. The lowest results are obtained by Denmark with 85.23%, Romania 
with 85.56%, and Slovenia with 85.65%. The findings for Luxembourg are not available.
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Figure 14: Index for turnover per person employed (2016/2012) 
Sources: by author using Eurostat data

The evolution of the wages and the salaries expressed in million euro in the travel agency for 
2012-2016 are shown in the figure 14. The biggest salaries are registered in Germany and Unit-
ed Kingdom and the smallest salaries are registered by central and eastern European countries 
(Slovenia, Slovakia, Bulgaria, Romania, Latvia, Estonia Lithuania, Hungary) and Malta and 
Cyprus. The findings for Luxembourg are not available.

Figure 15: Apparent labour productivity (2016/2012) 
Sources: by author using Eurostat data

The apparent labor productivity (figure 15) calculated as the ratio between the gross value added 
and the person employed is expressed in thousand euro.
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Figure 16: Index of labor productivity (2016/2012) 
Sources: by author using Eurostat data

The index of the labor productivity (figure 16) is computed as the ratio between the value in 
2016 and the value in 2012. The biggest values are registered by United Kingdom (162%) and 
Croatia (151%) and the opposite places are occupied by Slovakia (70%) and Greece (75%). Lux-
emburg, Malta, Netherlands have no available data.

Figure 17: Investment per person employed for 2016-2012 (million euro) 
Sources: by author using Eurostat data

The case of the investment per person employed expressed in million euro is illustrated in the 
figure 17. Far away, United Kingdom registered the biggest value and Cyprus the less value.
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Figure 18: Index of investment per person employed (2016/2012) 
Sources: by author using Eurostat data

The index of the investment per person employed expressed in percent is the value expressed 
in million euro registered in the year 2016 reported to the value in 2012, and it is illustrated in 
the figure 18. The index increased very much in Slovenia (217%) and Denmark (182%), and it 
registered a smaller increase in Italy (39%) and Ireland (45%).

Figure 19: Gross value added per employee for 2012-2016 (thousand euro) 
Sources: by author using Eurostat data

The gross value added per employee (expressed in thousand euro) is shown in the figure 19. 
United Kingdom and Netherlands registered the biggest value and Romania and Bulgaria reg-
istered the less value.

The index of the gross value added per employee expressed in thousand euro is computed as 
the ratio between the value in 2016 and the value in 2012 (figure 20). It is noticed that United 
Kingdom (162%) and Croatia (150%) have the biggest result. Greece (71%) and Slovakia (72%) 
are at the opposite positions. Data for Luxembourg and Netherlands are not available.
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Figure 20: Index of gross value added per employee 
Sources: by author using Eurostat data

According to the report of the World Economic Forum (an independent international compar-
ator of national performance in tourism) for 2017 (Travel & Tourism Competitiveness Report 
TTCR) the region with the better Travel & Tourism Competitiveness Index (TTCI) is Europe 
and Eurasia EU-28 with five countries (Spain, France, Germany, United Kingdom, Italy) in the 
top 10. The Travel & Tourism Competitiveness Index (TTCI) scored from 1 (the less perfor-
mance) to 6 (the best performance), is related in fact more to the attractiveness in developing 
business in the travel and tourism industry rather than to the attractiveness of the country as 
tourism destination [23].

In 2017, the Travel & Tourism Competitiveness Index ranked Spain on the 1st global place 
(global rank) out of 136 countries around the world with a score of 5.43 points, France on the 
2nd global place with a score of 5.32, and Germany on the 3rd place with the score of 5.28 points. 
The figure 21 illustrates the evolution of the rank for EU-28 during 2007 till 2017.

Figure 21: International competitiveness ranking evolution for EU-28  
Sources: by author using TTCRs
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geo\time 2007 2009 2011 2013 2015 2017
Spain 15 6 8 4 1 1
France 12 4 3 7 2 2
Germany 3 3 2 2 3 3
UK 10 11 7 5 5 5
Italy 33 28 27 26 8 8
Austria 2 2 4 3 12 12
Portugal 22 17 18 20 15 14
Netherlands 19 13 14 13 14 17
Sweden 17 7 5 9 23 20
Belgium 21 22 23 18 21 21
Ireland 27 18 21 19 19 23
Greece 24 24 29 32 31 24
Luxembourg 9 23 15 23 26 28
Denmark 11 14 16 21 27 31
Croatia 38 34 34 35 33 32
Finland 16 15 17 17 22 33
Malta 26 29 28 24 40 36
Estonia 28 27 25 30 38 37
Czechia 35 26 31 31 37 39
Slovenia 44 36 33 36 39 41
Bulgaria 54 50 48 50 49 45
Poland 63 58 49 42 47 46
Hungary 40 38 38 39 41 49
Cyprus 20 21 24 29 36 52
Latvia 53 48 51 48 53 54
Lithuania 51 49 56 49 59 56
Slovakia 37 46 54 68 61 59
Romania 76 66 63 54 66 68

Table 1: Travel & Tourism Competitiveness Index for EU-28 
Sources: by author using TTCRs

TTCI is built over 14 pillars: policy rules and regulations (prevalence for foreign ownership, 
property rights, business impact of rules on FDI, visa requirements, openness of bilateral 
Air Service Agreements, transparency of government policymaking, time required to start a 
business, cost to start a business), environmental sustainability (stringency of environmental 
regulation, enforcement of environmental regulation, sustainability of T&T industry develop-
ment, carbon dioxide emission, threatened species, environmental treaty ratification), safety 
and security (business cost of terrorism, reliability of police service, business cost of crime 
and violence, road traffic accidents), health and hygiene (physician density, access to improve 
sanitation, access to improve drinking water, hospital beds), prioritization of Travel & Tour-
ism (government prioritization of T&T industry, T&T government expenditure, effectiveness of 
marketing and branding, T&T fair attendance), air transport infrastructure (quality of air trans-
port infrastructure, availability seat kilometers domestic and international, departure per 1,000 
population, airport density, number of operating airlines, international air transport network), 
ground transport infrastructure (quality of roads, quality of railroad infrastructure, quality of 
port infrastructure, quality of ground transport network, road density), tourism infrastructure 
(hotel rooms, presence of major car rental companies, ATMs accepting Visa cards), ICT infra-
structure (extent of business Internet use, Internet users, telephone lines, broadband Internet 
subscribers, mobile telephone subscribers), price competitiveness in the T&T industry (ticket 
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taxes and airport charges, purchasing power parity, extent and effect of taxation, fuel price lev-
els, hotel price index), human resources (primary education enrollment, secondary education 
enrolment, quality of the education system, local availability of research and training services, 
extent of staff training, hiring and firing practices, ease of hiring foreign labor, HIV prevalence, 
business impact of HIV/AIDS, life expectation), affinity for T&T (tourism openness, attitude 
of population towards foreign visitors, extent of business trips recommended), natural resourc-
es (number of World Heritage sites, protected areas, quality of the natural environment, total 
known species), cultural resources (number of World Heritage cultural sites, sports stadiums, 
number of international fairs and exhibitions, creative industries exports).

The outlook for Travel & Tourism Competitiveness Index for EU-28 by the 14th main pillars 
(sub-indexes) and pillars of sub-indexes is presented in table 1. Romania is always on the final 
place. Spain registered a spectacular increase in scoring the world competitiveness, for its cul-
tural resources (World Heritage sites), many international fairs and exhibitions, sport stadiums, 
tourism infrastructure.

Figure 22: TTCI for EU-28 in 2017. 
Source: The Travel & Tourism Competitiveness Report 2017 [World Economic Forum]

In 2017 (figure 22) the first three places are occupied by EU-28 countries according to TTCI, the 
best performance has Spain, and Romania has the weakest performance. The most influenced 
factors responsible for the weak performance of Romania are considered to be associated with 
corruption and decision makers’ policies.

5. CONCLUSION

The travel and tourism industry is a dynamic engine; the direct contribution of global tourism 
industry to the world global GDP recorded 3.2% in 2017 and total contribution to global GDP 
was 10.4% and is expected to increase to 11,7% in 2028; it supports one in every ten jobs on the 
planet with 3.5% direct contribution to employment, with 2.8% total contribution to the employ-
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ment, and with 1% capital investment in the global GDP (World Travel & Tourism Council). In 
the frame of EU-28 the results are almost the same: with 3.9% for direct contribution, 10.3% 
for total contribution to GDP, with 11.7% total contribution to the employment, and with 5.1% 
capital investment in GDP, leisure spending (77.1%), business (22.9%), foreign visitors (31.4%), 
domestic visitors (68.6%).

From the present empirical and theoretical study, it is easy to notice that:
1.  the weakest countries participating in tourism activity (for personal reasons for instance) 

are the weakest in GDP per capita and the performers in tourism participation are the per-
formers in GDP per capita;

2.  the weakest countries regarding the share of expenditure with research and development 
in the gross domestic product are the same with the less participation in tourism activity 
and with the less performances regarding the GDP per capita;

3.  the weakest countries regarding the allocation in transport, telecommunication and oth-
er infrastructure from Government Budget Appropriation on Research and Development 
(GBAORD), even it is expressed in euro per habitant or in percentage of GDP, are the same 
with the weakest countries regarding the share of expenditure with research and develop-
ment in the gross domestic product and with the less participation in tourism activity, and 
with the less performances regarding the GDP per capita;

4.  the smallest index for the share of expenditure with R&D in GDP is obtained by Latvia, 
Romania and Bulgaria, and the greatest index is obtained by Denmark and Finland;

5.  the index of the accommodation establishments for 2012/2016 generally increased in all 
EU-28 countries;

6.  the tourism activity is very high (Italy, Germany, Spain) but in almost 14 countries the 
figures are small;

7.  there are big discrepancies between the European countries regarding the number of the 
persons employed in tourism entities;

8.  there is consistent difference between the European countries regarding the evolution of 
the turnover per person employed in tourism entities;

9.  the labour productivity is reduced in the most European countries;
10.  the investment per person employed is reduced comparing with the best performance of 

United Kingdom;
11.  the gross value added per employee (expressed in thousand euro) is very different through 

the European countries: the gap between the best performance (United Kingdom with 158 
thousand euro) and the lowest performance (Romania with 10 thousand euro) is huge (15 
times);

12.  the first 10 places on the Travel & Tourism Competitiveness Index are taken by five Eu-
ropean Union countries. But, on the other hand, there is a country (Romania) placed after 
the halt of the international rankings on tourism and travel.

Solutions and recommendations by author:

1.  to increase the GDP per capita (not economic growth) in order to increase the share of the 
tourism activities and expenses in total household income;

2.  to increase the investment in research and development field and to rise the share of them 
in the total GDP (in million and in euro per capita);

3.  to increase the allocation in transport, telecommunication and other infrastructure from 
Government Budget Appropriation on Research and Development (GBAORD), even it is 
expressed in euro per habitant or in percentage of GDP;
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4.  to increase the accommodation establishment and the quality of the tourism services;
5.  to improve the tourism infrastructure through investments;
6.  to increase tourism activity in quantity but especially in quality;
7.  to ensure proper qualified employees;
8.  to realize more sales and turnover per person employed in tourism entities through offer-

ing a qualified service and diverse tourism products;
9.  to realize an increase in the labour productivity;
10.  to increase the investments per person employed;
11.  to improve the corporate management in order to increase the value added per employee;
12.  to improve the position on the tourism and travel international rankings following the is-

sues raised by Tourism and Travel Council;
13.  to improve the tourism marketing in the countries with less performances;
14.  to increase the administration performances and to improve the good governance.

In the last period of time, the European tourism industry and service, from both qualitative and 
quantitative point of view, has increased. The market of the European Union tourism has devel-
oped comparing the huge potential and comparing other countries due to the natural and cultur-
al richness, the tourism infrastructure, the environmental sustainability performance, business 
environment, international openness, the perception of safety despite the thin decrease of the 
security perception in Western and Southern Europe. Also, significant disparities among them 
still remain. All in all, Europe is the largest T&T market. 

On the other hand, the tourism industry is characterized by a dramatic level of overcapacity 
and rising number of insolvent hotels. To manage the issues currently dominating the glob-
al hotel sector, tourism management must refocus efforts on formulating effective operations 
analysis to optimize the productivity and profitability in an increasingly competitive tourism 
market. By that means, tourism may gradually have a greater share in economic sector having a 
huge potential but whose exploitation requires efficient management. The lack of accord regard-
ing technique and economic solutions, the resistance of those elements makes themselves feel 
threatened by change and by uncertainty tied with the alternative solution’ costs and benefits 
that are the main obstacles in integration of the specified objective. It is necessary to establish 
some strategies to approach unitarily the economic, social and environmental issues, changing 
or enforcing the values, knowledge, technologies and institutions [24].

The limitation of the empirical part consists in the availability of the data. Depending on this it 
is envisioned to approach in future research the empirical correlation between the expenditure 
with research and development and tourism industry results (as share in GDP, for instance), the 
tourism activity, the research and development investments, the education level and the GDP, as 
living level indicators.
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Abstract: The main goal of this study was to show that the digital marketing is an adequate and ef-
fective tool of the sustainable management bio-waste in ecotourism. The goal of the work was to point 
out the attitude of potential tourists who visit ecological tourist destinations and whether they act on 
marketing activities presented through the digital media system. The results of the research have shown 
that the digital marketing can be a significant segment of biotope management in ecotourism, consid-
ering the benefits of using digital media. The hypothesis of this research was – the digital marketing is 
a significant tool for researching sustainable bio-management, which has been confirmed. It has been 
established that the digital marketing is important in spreading awareness about bio-waste manage-
ment in the population. The significance of digital marketing of bio-waste management in ecotourism 
is confirmed.

Keywords: digital marketing, bio-waste, ecotourism.

1. INTRODUCTION

The digital media world is constantly changing and moving. The evolving technologies 
and the way people use them are transformed not only in access to information, but also 
in the way information is processed in various interactive channels. Tourism is one of 

the most dynamic sectors and the way of connecting these two segments, means a new form of 
communication with travelers - tourists. The World Tourism Organization (WTO) defines sus-
tainable tourism as a principle that meets the needs of tourists and the needs of a tourist desti-
nation, and protects and enhances tourism opportunities for the needs of the future generations; 
also, satisfies the needs of today’s tourists as well, while simultaneously protects and enhances 
development potentials [3]. Ecotourism is generally defined as a form of tourism that seeks to 
protect the environment, improve the lives of the local population and educate visitors [11]. The 
ecotourism industry can be defined in different ways, and with different terms such as natural 
tourism, low-impact tourism, green tourism, bio-tourism, and ecologically responsible tourism. 
Governments usually define ecotourism as a source of funding for their countries, while envi-
ronmental organizations generally insist that ecotourism is based on nature, sustainable man-
agement, conservation support and environmental education [8]. It contributes to improve the 
economy of remote and rural areas [4]. The aim of ecotourism is to ensure economic growth, the 
empowerment of society, the preservation of natural resources [1] and improve the activities of 
people’s lives in a particular environment [10]. It was found that ecotourism can have negative 
sides. The competition between tourism companies and high demand may reduce the focus on 
sustainability and responsible practices, leading to environmental degradation [4].
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Sustainable development, energy efficiency, the use of renewable energy sources and environmental 
protection are the most current topics at the beginning of this century. Technologies and produc-
tion systems are being developed for the use of renewable sources that represent environmentally 
clean sources of energy, without harmful emissions and adverse impacts on soil, water, air, forests, 
climate, human health and the flora and fauna. Sustainable development, energy efficiency, the use 
of renewable energy sources and environmental protection have become a strategic issue of state 
development. The promotion of these programs, processes and development plans has become a 
systemic solution and an obligation of a wider social system [7].

Mechanisms for involving all stakeholders of the community (citizens, local authorities, public and 
private companies, external partners) in the planning process are a key issue that should be con-
sidered at an early stage in the development of municipal waste management strategies. Decision 
making involves not only deciding between several options, but also defining a list of all possible 
options from which the choice of individual solutions can be made. The involvement of all stake-
holders is of the multiple importance because they inform them of the problem at the same time and 
educate them on the choice of solution that will apply in the daily practice of waste management, 
and which are economically cost-effective. Raising environmental awareness of citizens contributes 
to the acceptance of a sustainable waste management strategy and the creation of greater public 
confidence in decision-making institutions on waste management and wider environmental issues.

The public is ultimately using the benefits arising from a good Strategic Community Solid Waste 
Management Plan. Through everyday activities and the existential needs of waste disposal, citizens 
practically and directly participate in the functioning of utility systems. By contrast, only a small 
number of people are aware of what is happening with their waste and services that need to be or-
ganized so that the entire communal system can function effectively and permanently. Successful 
introduction of novelties into the waste management system requires consistency with the proposed 
strategic solutions, the discipline of all stakeholders, the information system and continuous educa-
tion, as well as the effective implementation of legislation.

Public campaigns and education are means to increase the level of public interest. Support and 
participation will be even greater if the public is properly aware of the goals of the planned activ-
ities and if there are certain benefits for individuals and the community. For the same reasons, the 
efficient functioning of the waste management system is conditioned by the greater degree of pub-
lic participation in the previous process of planning the optimal waste management strategy. As 
already stated, the „incorporation” of public attitudes completes the functionality of future utility 
systems at the planning stage and thus prejudice the possible cost of irrational technical solutions. 
Consequently, it has been proven that there is a prediction between the level of public participation 
in the process of planning the waste management system and the efficiency of the functioning of 
the system itself.

The Waste Management Act defined the principles of waste management, according to the hierar-
chy, where prior to the disposal of waste by landfilling, it is defined as „utilization” or the use of 
waste values (composting, burning with the use of energy, etc.) (Waste Management Law, Article 
6). Sustainable development of cities and city municipalities is unachievable without the estab-
lishment of an appropriate waste management system. In the territory of cities there is no practice 
of separation, sorting and the recycling of waste. One of the main causes is the underdeveloped 
ecological awareness of the population, and insufficient knowledge and the awareness of the citi-
zens about the negative effects of environmental pollution is one of the limitations in establishing 
primary separation and sorting of waste. The low level of environmental awareness among citizens 
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causes, among other things, the emergence of an increasing number of wild dumps [7]. Garden 
waste, green waste and various kitchen waste are mainly biofuels. Bio-treatment is becoming more 
and more developed in the world. This waste accounts for almost a third of the household’s waste. 
The bio-pad is collected separately and disposed of according to a special procedure. Municipal 
waste in Serbia accounts for over 43% of the biodegradable fraction, which includes garden waste 
with almost 12% and food waste at 31.2%. Paper and cardboard make up 16.6% of municipal waste, 
while plastics account for just under 15%. The fraction with the smallest share is glass 52% and 
metal 1.8%, while the remaining categories, such as: leather, diapers, fine elements, etc., make up 
about 13.2% of municipal waste [2].

The digital media world is constantly changing and moving. The evolving technologies and the 
way people use them converts not only to access to information, but also to the way information is 
processed in various interactive channels. Tourism is one of the most dynamic sectors and the way 
of connecting these two worlds, it means a new form of communication with travelers - tourists. 
Consumers become more independent, social networks are a key part of the way they communicate. 
The nature of the service provision and the decision as to which services should be offered are in-
fluenced by all these consumer trends [9].

The Internet is an important electronic medium for tourism development. In the case of ecotourism, 
it provides the primary mechanism for promoting the opportunities of ecotourism (providers) and 
for exploring and planning experiences of ecotourism (consumer). Traditional marketing ecotour-
ism with established ecotourism principles is considered limited. On the other hand, by increasing 
the number of tourists, the natural environment, long-term sustainability and the legitimacy of 
the industry can be endangered. The use of the Internet in promoting „unused” eco-products can 
accelerate negative outcomes [5]. The Conservation and Development Project (ICDP) conducted in 
the northwestern province of Cameroon, on the example of the Kilum-Ium Forest, has shown that it 
can contribute to the objectives of conserving natural resources through cooperation with the local 
population. The conservation goals are achievable if they are in accordance with the developmental 
needs of the population, and life activities can have an impact on the preservation of natural re-
sources by changing attitudes and behavior of people [1].

2. METHODOLOGY

Digital marketing can be a significant segment of ecotourism management in ecotourism if you see 
the benefits of using digital media.

The aim of this research is to examine digital marketing as a promoting tool for sustainable bio-man-
agement in ecotourism. The basic hypothesis of this research: digital marketing is a significant tool 
for promoting sustainable bio-management and the level of digital marketing is relatively high.

Design 
The frequency-type design, or systematic-non-experimental research, was used.

Sample
The sample was made up of 300 respondents, with a range of ages from 28 to 88 years. The 
sample was made up of 141 male and 159 female respondents. Respondents are of varying de-
grees of formal education, ranging from elementary school (n = 6), three-year school (n = 31), 
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four-year school (n = 141), higher school / faculty (n = 107) and masters = 15). The method of 
collecting the sample was intentional – occasionally.

Instruments
A scale of assessments was used as an instrument for collecting data.

Procedure
To collect the necessary data, the respondents are contacted electronically. The research was 
conducted with respect to ethical codes and the respondents explained in detail the purpose of 
this research, as well as the scientific use of the collected data. Participation in the research was 
anonymous and on a voluntary basis.

There were no significant problems in collecting data. Data for this study were collected over a 
period of several weeks.

Statistical analysis
The IBM SPSS 22.0 Software Package for Social Sciences was used for statistical analysis of 
data. Hi square test was applied in order to test the hypothesized research. The level of signifi-
cance for accepting or rejecting set hypotheses was 0.05.

The Results

Received N Expected N Residuals
Yes 150 (50%) 100,0 50,0

Maybe 127 (42,3%) 100,0 27,0
No 23 (7,7%) 100,0 -77,0

Total 300 (100%)
χ2 = 91.58; SS = 2; p = .000

Table 1. Attitude towards biotope and the possibilities of biotope selection  
from other types of waste

Table 1 shows that there is a statistically significant difference in attitude towards biotope and 
selection of biotopes from the other types of waste. The data show that there is a positive ap-
proach to the selection of biotope and its selection, with a small percentage of negatively con-
sidering the possibility of biotope selection.

Received N Expected N Residuals
1 5 (1,7%) 60,0 -55,0
2 24 (8,0%) 60,0 -36,0
3 48 (16,0%) 60,0 -12,0
4 83 (27,7%) 60,0 23,0
5 140 (46,7%) 60,0 80,0

Total 300 (100%)
χ2 = 189,90; SS = 4; p = .000

Table 2. The role of digital marking (television attachments and broadcasts)

Table 2 shows that there is a statistically significant difference in relation to digital marketing 
related to the use of television shows and annexes in order to promote and manage biotope in 
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ecotourism. Most respondents have responded positively to this topic, while a negligible per-
centage of respondents think that digital marketing does not contribute to the too much potential 
role that biotope can play in ecotourism (1-disagree; 5-fully agrees).

Received N Expected N Residuals
1 28 (9,3%) 60,0 -32,0
2 49 (16,3%) 60,0 -11,0
3 112 (37,3%) 60,0 52,0
4 70 (23,3%) 60,0 10,0
5 41 (13,7%) 60,0 -19,0

Total 300 (100%)
χ2 = 71,83; SS = 4; p = .000

Table 3. The role of digital marking (dissemination of educational content)

Table 3 shows that there is a statistically significant difference in relation to digital marketing 
through the dissemination of educational content. Digital tools can be used to a significant 
extent for the dissemination of educational content concerning awareness raising on the im-
portance of sustainable bio-management in ecotourism, but the answers to this question are 
somewhat reserved. Most people think this is only partially achievable.

Received N Expected N Residuals
1 74 (24,7%) 60,0 14,0
2 48 (16,0%) 60,0 -12,0
3 67 (22,3%) 60,0 7,0
4 52 (17,3%) 60,0 -8,0
5 59 (19,7%) 60,0 -1,0

Total 300 (100%)
χ2 = 7,56; SS = 4; p = .109

Table 4. The role of digital marking (personal approach)

From Table 4 it can be noticed that there is no statistically significant difference in relation to 
digital marketing that is carried out through personal activity or the operation of an individual 
using digital tools. A significant percentage of respondents believe that this mode of action 
would not produce the desired results, while the largest percentage believes that this method is 
only partially achievable and would lead to the desired goal of properly managing biotope in 
ecotourism.

Received N Expected N Residuals
Yes 50 (16,7%) 100,0 -50,0

Maybe 167 (55,7%) 100,0 67,0
No 83 (27,7%) 100,0 -17,0

Total 300 (100%)
χ2 = 72,78; SS = 2; p = .000

Table 5. Digital marketing expressed by reading web articles

Table 5 shows that there is a statistically significant difference in the use of digital marketing 
by reading web articles or materials in electronic form. Research data indicate that the highest 
percentage of respondents sometimes resort to this type of education, which is about informing 
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about bio-path and potential role in ecotourism. Just under a third of respondents do not resort 
to reading articles of this type.

Received N Expected N Residuals
Low 91 (30,3%) 100,0 -9,0
Medium 166 (55,3%) 100,0 66,0
High 43 (14,3%) 100,0 -57,0
Total 300 (100%)

χ2 = 76,86; SS = 2; p = .000

Table 6. Informing about the benefits of biotope management in ecotourism

Table 6 shows that there is a statistically significant difference in terms of information about 
bio-management in ecotourism. The highest percentage of respondents is medium and poorly 
informed in terms of biotope management in ecotourism, while a much smaller percentage is 
well informed.

DISCUSSION

The hypothesis of this research that digital marketing is a significant tool for promoting sus-
tainable bio-management and that the degree of digital marketing is relatively high has been 
confirmed. The results have shown that digital marketing is important in spreading awareness 
about bio-waste management in the population, as well as on the significance of digital market-
ing of biotope management in ecotourism.

A statistically significant difference that was established in the attitude towards biotope and the 
selection of biotopes from other types of waste indicates a positive approach to the selection of 
biotope. In accordance with the results of this research, Pavlovic and associates [7] prove also 
on the example of the city of Nis, where the market research showed a statistically significant 
difference in the distribution of respondents’ responses regarding the attitude of waste collec-
tion. The largest number of respondents claimed to separate biofuels from kitchen and other 
household waste. Analyzes of existing research in large percentage show that citizens are ready 
to separate or classify waste if there was a waste disposal system.

This research has proven that most respondents think that television is one of the more powerful 
media for promoting bio-management in ecotourism. The obtained results are not surprising, 
especially when taking into account the fact that television is traditionally one of the most pow-
erful media, so it is likely that the respondents from the sample are experiencing it. Since the 
choice of media type is of great importance in the planning of marketing activities, it is good to 
work on the environmental awareness of citizens to work with this media. Television is other-
wise the main propaganda medium in many countries. According to recently conducted surveys 
in the European Union, 42% of the population is spending free time watching television, 31% 
listening to radio, 13% reading daily newspapers, 8% newspapers, while Internet as a medium 
uses only 10% of the respondents of the population of the European Union.

The assumption that digital tools can be used to a significant extent for the dissemination of 
educational content related to raising awareness of the importance of sustainable bio-manage-
ment in ecotourism, the use of digital marketing through the reading of web articles, and the 
awareness of bio-management in ecotourism has also been proven. Pavlović et al. [7] state that 
environmental awareness of citizens should be developed through various media such as: televi-
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sion, the internet, print media, but also through education in primary and secondary schools and 
faculties. It also indicates that marketing activities aimed at citizens in order to educate them 
and raise environmental awareness will be of great importance for the establishment of an effi-
cient bio-management system. This will further lead to an increase in environmental awareness 
within the local self-government, indirectly, as well as to improving the appearance of public 
areas and achieving environmental and economic benefits. There will be an insight into the 
current state and attitude of citizens about their participation in the elimination of the problem 
of bio-propagation. If the population were adequately and sufficiently informed about the signif-
icance of this complex problem, the basis for efficient bio-waste management would be created.

All of this is confirmed by the example of sustainable biotope management and Iran’s ecotour-
ism. The advancement of the Internet technology has contributed to increasing the volume of 
ecotourism marketing. In the last decade, the online marketing has been used to increase the 
profitability of the Iranian ecotourism industry. There are now many web sites that offer day 
trips to the natural attractions of Iran. In addition, travel agents have also made special projects 
with their international partners to attract foreign visitors [6]. Statistics show that the number 
of tourists in Iran has increased precisely due to online ecotourism marketing websites, which 
will probably continue as a trend [8]. In recent years, many ecotourism marketing sites have 
begun to introduce these cultural attractions. Iran has always been known for its historic tourist 
attractions among foreign travelers, but lately the implementation of online marketing strategies 
has helped ecotourism in the country attracting more foreign travelers and increasing its annual 
foreign exchange earnings [8].

One of the best ways to develop ecotourism is to better identify different regions that have the 
capacity to attract tourists; it is also suggested that the creation of infrastructure in these regions 
is an important issue. A significant relationship was found between the absence of ads and the 
marketing of ecotourism and the number of tourists who visited the Bavan Valley, which is the 
well-known destination of ecotourism in southern Iran.

CONCLUSION

Digital marketing is an important tool for researching sustainable bio-management. The degree 
of digital marketing is relatively high, and digital marketing is of great importance in aware-
ness-raising about bio-management in the population, as well as on the importance of digital 
marketing of biotope management in ecotourism. Television and the Internet most affect the 
attitude of the respondents on sustainable bio-management in ecotourism.
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Abstract: The aim of the study is to estimate affective image of SPA and wellness destination Bulgaria. 
To assess the affective image, four semantic differential scales proposed by Russel and Pratt and seven 
additional author’s scales are used, by which foreign tourists define their attitude to Bulgaria as a SPA 
and wellness destination. The findings of the study have significant managerial implications for desti-
nation marketing managers in SPA and wellness tourism.
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1. INTRODUCTION AND LITERATURE REVIEW

In [4], [1], [2], [12] it is shown that the image of a destination is considered as a key factor in 
taking travel decisions. The multilateral nature of Bulgarian image as a SPA and wellness 
destination is still a subject of research in order to determine how it has been formed and 

what the determinants of this process are. This process in turn will enable its effective advertis-
ing and its ability to take strong positions in Western receptive markets.

There have been a lot of studies on the image of a tourist destination so far. Terms such as 
“idea”, “perception” or “mental performance” of a tourist destination are commonly used to 
give an idea about the image of a destination. It is mainly used as a subjective concept [3], [6], 
[9] as the reality of a tourist destination can be significantly different from the perceived image 
[7], [8], [13]. Therefore, there is need for identification of the aspects that tourists use to form the 
image of the destination as well as the role of psychological factors (internal factors) in order to 
improve the target market positioning of the destination.

It should be noted that in forming the destination image, managers should include not only its 
physical characteristics but also the whole set of emotions and feelings, which a destination can 
awaken in tourists’ minds [10]. On the other hand, marketers need to understand that in order to 
influence the affective evaluations of a destination, they must take into account both its charac-
teristics and tourists’ motivations.

2. OBJECTIVES

For the purpose of the study, a questionnaire has been designed to gather primary information 
about Western European tourists’ perceptions of Bulgaria as a tourist destination. The question-
naire assessing the image of Bulgaria as a SPA and wellness destination is consistent with the 

1 Shumen University “Konstantin Preslavsky”, Department of Geography, Regional Development and Tourism, 
115 Universitetska str., Shumen, Bulgaria
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imposed by Echtner and Ritchie’s image framework [5], which uses a combination of open and 
closed questions in order to achieve a reliable picture of an image destination.

For the affective aspect of Bulgarian image as a SPA and wellness destination, it has been used 
eleven pairs of dimensions (Familiar/Unfamiliar; Famous /Unknown; Relaxing/Distressing; 
Pleasant/Unpleasant; Uplifting/Sleepy; Exciting/Gloomy; Hospitable/Inhospitable; Cheap/Ex-
pensive; High quality/Poor quality; Authentic/Inauthentic; Prestigious/Unprestigious) with five 
categories of the scales: respectively from 1 to 5 (Likert scale) where the distance of 1 answer 
of a respondent is closer to the opposite dimension. For the rest of the questions, it has been also 
used the five-point Likert scale, where 1 means “at least” and 5 “the most”. 

The results are processed with Microsoft® Excel® 2010, IBM® SPSS® Version 18, IBM® SPSS® 
Version 23®.

3. RESULTS 

The researched target group includes 460 foreign tourists, who visited Bulgarian SPA and well-
ness centers during the summer and autumn of 2015 and 2016.

The analysis of the socio-demographic profile shows some interesting facts that differ from the 
global trends of SPA and wellness tourists. Almost half of the respondents are not middle-aged. 
They are between 18 and 30 years old. The second is the group of 31 to 40 years old tourists. 
This fact, together with the fact that 35.5 percent of them have an annual income up to € 14,999 
and 22.10 % are still students proves that Bulgaria attracts mainly young tourists. Another proof 
is that most of them – 29.7 percent undertake only one; 35% - two trips outside the country in 
order to rest and for recreation purposes.

The gender breakdown is also interesting. Globally, more women than men practice SPA and 
wellness tourism. However, genders are divided almost equally here and even the equality is 
violated by 2.00 % predominance by men. This shows a recent trend among men for health 
prevention and “well-being“.

It has been confirmed that the imposed trend that Bulgarian SPA products are aimed primarily 
at people with higher education – 66.60 % and secondary education – 28.20 %. Except students, 
the tourists are also mainly employees in private companies – 17.8%, managers – 14.9% and 
14% of SPA visitors are retired or they do not work.

Bulgarian SPA and wellness products are the most popular on British (27.70 %), German (24.60 
%), and Danish (10.50 %) market. There is an interesting fact, which shows that the Bulgarian 
SPA products are becoming more popular – the third place is occupied by French SPA and well-
ness tourists and it reaches 13.10 %. It must be emphasized that 76.80 percent of all tourists that 
visited Bulgaria have already visited Bulgarian SPA centers.

To assess the affective image, the method of semantic differential is used, by which respondents 
define their attitude to Bulgaria as a SPA and wellness tourist destination.
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Figure 1: A polar graph for the affective tourist image of Bulgaria  
as a SPA and wellness destination

Bipolar dimensions of the 
affective tourist image 
of SPA and wellness 
destination Bulgaria

     Total 
number
N / %

Mean
Standard 
deviation

(Ϭ)

   

1 2 3 4 5

familiar (1) - 73 105 161 67 54 460 2.84 1.2
unfamiliar (5) 15.90% 22.80% 35.00% 14.60% 11.70% 100%   
famous (1) - 54 118 161 82 45 460 2.88 1.14
unknown (5) 11.70% 25.70% 35.00% 17.80% 9.80% 100%   
relaxing (1) - 135 122 98 68 37 460 2.46 1.13

distressing (5) 29.30% 26.50% 21.30% 14.80% 8.00% 100%   
pleasant (1) - 131 127 125 53 24 460 2.37 1.16

unpleasant (5) 28.50% 27.60% 27.20% 11.50% 5.20% 100%   
uplifting (1) - 87 126 152 60 35 460 2.63 1.15

sleepy (5) 18.90% 27.40% 33.00% 13.00% 7.60% 100%   
exciting (1) - 113 116 146 57 28 460 2.5 1.17
gloomy (5) 24.60% 25.20% 31.70% 12.40% 6.10% 100%   

hospitable (1) - 126 137 129 49 19 460 2.34 1.11
unhospitable (5) 27.40% 29.80% 28.00% 10.70% 4.10% 100%   

cheap (1) - 136 108 101 72 43 460 2.3 1.33
expensive (5) 29.60% 23.50% 22.00% 15.70% 43.00% 100%   

High quality (1) - 72 119 185 63 21 460 2.46 1.06
Poor quality (5) 15.70% 25.90% 40.20% 13.70% 4.60% 100%   
authentic (1) - 108 122 142 49 39 460 2.54 1.2
inauthentic (5) 23.50% 26.50% 30.90% 10.70% 8.50% 100%   
prestigious (1) - 72 133 169 56 30 460 2.65 1.09

unprestigious (5) 15.70% 28.90% 36.70% 12.20% 6.50% 100%   

Table 1: Frequencies, means and standard deviations of the affective tourist image of SPA  
and wellness destination Bulgaria on the basis of eleven bipolar dimensions

The data from analysis of the frequencies, means and standard deviations of these eleven bipo-
lar scales for the affective tourist image of Bulgaria, show that tourists perceive Bulgaria as a 
famous and familiar destination, SPA and wellness destination, respectively 38.70 % and 37.40 
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%. Naturally, because these are SPA and wellness tourists, more than half of them accept it as 
a relaxing destination – 257 people (55.80%) and pleasant destination – 258 people (56.10%). 
Most of the respondents accept Bulgaria as neither exciting nor gloomy (average = 2.5), but it is 
interesting that to most of them it is more exciting than relaxing and sleepy (average = 2.63 or 
46.3 percent). This probably is due to the fact that the SPA and wellness tourism is combined 
with other types of tourism in most of the cases. 

The notorious fact that Bulgaria is a hospitable and cheap destination even for SPA and wellness 
tourism is confirmed by the values of these dimensions – respectively with means 2.34 and 2.3. 
However, for a significant number of the respondents (40.00%), it emerged as a destination nei-
ther with the so high quality nor with low quality of these services.

As a whole Bulgaria seems to be more like a prestigious and authentic destination for SPA and 
wellness tourism, respectively with means 2.65 (standard deviation = 1.09) and 2.54 (standard 
deviation = 1.2).

The diagram of the semantic differential of Bulgaria as a SPA and wellness destination clearly 
demonstrates that means for all tested bipolar pairs attributes are between 2.3 and 2.8, which proves 
that tourists have more positive affect to it. That fact, however, highlights Bulgaria’s great potential 
which has to transform it into a fully recognizable destination for SPA and wellness tourism.

Motives for choosing 
Bulgaria as a SPA and 
wellness destination 

Total 
number
N / %

Answers on a five-point Likert-type scale

M
ea

n

St
an

da
rd

 
de

vi
at

io
n

(Ϭ
)

D
im

en
si

on
s

1 2 3 4 5 

The oldest processed 
gold in the world 

460 27 58 90 145 140 3.68 1.2

U
nk

no
w

n-
fa

m
ou

s
100% 5.90% 12.60% 19.60% 31.50% 30.40%   

Thracian gold treasures

460 14 45 96 166 139 3.61 1.09

un
fa

m
ili

ar
-

fa
m

ili
ar

100% 3.00% 9.80% 20.90% 36.10% 30.20%

Traditional Bulgarian 
cuisine
 

460 20 39 84 155 162 3.87 1.12

un
au

th
en

tic
-

au
th

en
tic

100% 4.00% 8.50% 18.30% 33.70% 35.20%

Traditions in balneology 
and SPA procedures 
dating from Roman 
times

460 13 37 110 167 133 3.8 1.03

di
st

re
ss

in
g-

re
la

xi
ng

100% 3.00% 8.00% 24.00% 36.30% 28.90%   

Table 2: Unknown-famous, unfamiliar-familiar, distressing-relaxing, unauthentic-authentic di-
mensions of the affective image according to the main motives for choosing SPA and wellness 

destination Bulgaria (on a five-point Likert-type scale)
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Figure 2: Semantic differential of the affective image of SPA and wellness destination Bulgaria

According to [11] there is a relationship between the motives for choosing a destination 
and the main affective dimensions of its image. For that purpose, it has been also used the five-
point Likert scale, where 1 means “at least” and 5 “the most”, through which the respondents as-
sess the main motives for choosing SPA and wellness destination Bulgaria, and those questions 
are connected to the main bipolar dimensions of the affective image of destinations.

Figure 3: A polar graph for the affective tourist image of SPA and wellness destination Bul-
garia (semantic differential scales unknown-famous, unfamiliar-familiar, distressing-relaxing, 

unauthentic-authentic dimensions)

Data show that more than a half of tourists evaluate with 4 and 5 grades, which indicates 
that they choose Bulgaria for SPA and wellness because it is famous (61.90 %), they know it 
(66.30%) and find it as an authentic (68.90%) and relaxing (65.20%).
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Motives for 
choosing Bulgaria 

as a SPA and 
wellness destination 

Total 
number
N / %

Answers on a five-point Likert-type scale

M
ea

n

St
an

da
rd

 
de

vi
at

io
n

D
im

en
si

on
s

1 2 3 4 5

     

The inclusion 
of tourists as 

participants in the 
typical customs and 

rituals during the 
SPA and wellness 

therapies

460 24 45 115 185 91 3.51 1.08

In
ho

sp
ita

bl
e-

ho
sp

ita
bl

e

100% 5.20% 9.80% 25.00% 40.20% 19.80%   

        

The inclusion of 
programs and 

scenarios of cultural 
heritage during the 
SPA and wellness 

therapies

460 18 36 121 190 95 3.67 1.02

gl
oo

m
y-

ex
ci

tin
g

100% 3.90% 7.80% 26.30% 41.30% 20.70%   

        

An opportunity 
for participation of 

tourists in traditional 
Bulgarian industries 
(rose oil, wine, milk, 
honey, etc.) as a part 
of SPA and wellness 

experience

460 12 38 106 153 151 3.85 1.05

sle
ep

y-
up

lif
tin

g

100% 2.60% 8.30% 23.00% 33.30% 32.80%   

        

Organic products in 
culinary

460 11 44 91 176 138 3.84 1.03

po
or

 q
ua

lit
y-

hi
gh

 q
ua

lit
y

100% 2.40% 9.60% 19.80% 38.30% 30.00%   

Superfoods (yogurt, 
honey, etc.)

460 9 28 81 143 199 4.08 0.81

100% 2.00% 6.10% 17.60% 31.10% 43.30%   

Gourmet culture
460 27 40 100 141 152 3.61 1.18

100% 5.90% 8.70% 21.70% 30.70% 33.00%   

Developed enological 
culture

460 11 37 98 178 136 3.85 1.02

100% 2.40% 8.00% 21.30% 38.70% 29.60%   

Table 3: Inhospitable-hospitable, gloomy-exciting, sleepy-uplifting, poor quality-high quality 
dimensions of the affective image according to the main motives for choosing SPA and well-

ness destination Bulgaria (on a five-point Likert-type scale)

Data about the other four bipolar dimensions show that SPA and wellness tourist choose Bulgar-
ia because of the high quality of superfoods (342 or 74.40 %), organic products in culinary (314 
or 68.30 %) and enological culture of destination (314 or 68.30 %), which is connected to the 
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nature of the SPA and wellness and to the striving for „well-being“. They reaffirm that the ma-
jority of respondents (60.00%) like hospitality in the destination, but uncharacteristically SPA 
and wellness tourists find it more exciting (66.10%) and uplifting (62.00%), which emphasizes 
again that they are looking for opportunities to use the programs and scenarios of the cultural 
heritage of Bulgaria in SPA and wellness therapies and for practicing at the same time other 
activities, as well as other types of tourism.

Figure 4: A polar graph for the affective tourist image of SPA and wellness destination Bulgar-
ia (semantic differential scales inhospitable-hospitable, gloomy-exciting, sleepy-uplifting, poor 

quality-high quality)

4. CONCLUSIONS

This study attempts to provide empirical evidence of the affective image of SPA and wellness 
destination Bulgaria among foreign tourists. The identification of affective image is derived 
from using descriptive statistics. Consequently, by using Kotler’s classification of destination 
image, it can be concluded that Bulgaria has a positive affective tourist image. By comparing 
the results with those from other studies, it can be summarized that SPA and wellness tourists 
perceive destination Bulgaria better than other types of tourists. This can help tourism market-
ers and ongoing tourism policy of the destination for better understanding the significance of 
the components of tourist image of Bulgaria. 

Further efforts are needed to create and promote products that enhance both cognitive and af-
fective image of Bulgaria towards the high quality, authenticity, tradition and relax. And in turn, 
the rise of both aspects will improve the overall image of the destination and its repositioning 
on the penetrating and potential tourist markets. 

Among the conclusions that necessitates a new understanding of the positioning of Bulgaria as 
a distinctive SPA and wellness tourist destination are:

• Positioning based on the strategic management of the messages that are tailored to spe-
cific target groups of consumers;
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• Creating a comprehensive image strategy of Bulgaria coordinated and realized with all 
stakeholders (state institutions, civil, cultural and educational organizations, society, 
private organizations, etc.); and

• Effective monitoring and public assessment of the achieved results.

The image of the state is not static but is constantly changing under the influence of a number of 
external and internal factors, that directly or indirectly influence on the affective and cognitive 
component of the image. 

Therefore, building the image implies actively constructing conducted by PRs, and taking 
into account the expectations and preferences of tourists. Due to the dynamic nature of target 
groups, maintaining the image of SPA and wellness destination Bulgaria and enriching it with 
new, desirable elements is an intensive process that is the purpose of further research.
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Abstract: This research presents the tourism as a system emphasizing the imperative of systemic think-
ing approach for the tourism industry, as a novelty. Then the author makes a survey of the Romanian 
tourism system, using statistic data from National Institute of Statistics and Eurostat database, and data 
collected from various official, governmental and semi-official published reports, research journals, 
newspaper reports, research articles, websites and works of individual scholars: The Travel & Tourism 
Competitiveness Report 2017 from World Economic Forum, Travel & Tourism Economic Impact 2018 
from World Travel & Tourism Council, Tourism Investment Masterplan, Transnational Strategy for the 
Sustainable Territorial Development of the Danube Area with Special Regard to the Tourism. The meth-
odology of the present paper is classic and there are used as methodological instruments the analysis, 
comparisons and synthesis of available information. The scope of the paper is to analyze the competi-
tiveness and sustainable development in the tourism management for Romanian case, to conclude and 
to make recommendations. Hence, in conclusion, the Romanian tourism is under-developed according 
to its potential. The implementation of National Innovation System in Romania must be considered as a 
future solution for better exploiting of the tourism potential and to make it more productive. 

Keywords: system thinking, tourism management, national innovation system, competitiveness, sus-
tainable development.

1. INTRODUCTION

The company in travel, hospitality, and tourism dynamic industry is like a living organism, 
with multiple contributions and connections, as a part of a complex system [1]. The suc-
cess of any industry (both the civil and the military one) is increasingly depending from 

the perspective of a dynamic and systemic thinking for innovation system performance. The im-
portance of focusing on complex evolutionary system thinking approach (this means considering 
the dynamics and the tensions between the holistic components in time and space) and systemic 
connectivity in evolving institutions and organizational capabilities reveals from the necessity to 
face continuing competitiveness, productivity, innovation challenges, and sustainable develop-
ment in tourism management amidst the global competition in the framework of global challeng-
es (climate change, the increase of population, the limitation of the resources, etc.). 

The system (generally, the system approach can be designed as it is presented in the figure 1) 
is a group of various individual components (the structure or the framework) that interact each 
other, cooperate and work in the limit of space-time-resources conditions, driving to one (un)
certain finality, but creating thousands of interrelationship and inter-action between the compo-
nents of the structure (the clockwork) combining in a dynamic way. Any system is an integer of 
its components and, in the same time, it is a subsystem of a whole system, the system hierarchy 
being infinite in space and time. The quality of the system is given by all its characteristics that 
make the system to be able to satisfy the necessities of the intern or extern environment in the 
1 Politehnica University of Timisoara, Management Departament, P-ta. Victoriei 2, 300006 Timișoara, Romania
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framework of the life cycle stages of that system. The outputs quantity of the system reflects the 
competing capacity of the system, with a quality degree enforced by the environment, that the 
system is able to produce. 

Figure 1: Scheme of the system: (a) source, (b) components, (c) action systems hierarchy 
Source: [2]

Thereby, the system has a competition property that represents its ability to win, to obtain the 
most performances in the competing process around, in a space-time-resources three dimen-
sion, by using certain opportunities.

Figure 2: National innovation policies influence

The technology studies the transformation of the substance, the energy or the information in work 
technological processes and the possibilities of one efficient settlement to obtain the needed prod-
ucts. From research point of view, two groups of production or service subsystems can be identified:

• Small production or service systems (at simple or complex operation level),
• Big production or service systems organized by a set of small systems.
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Innovation policy at the international organizations and the national governments and the deci-
sion-makers level had turned towards the adoption of the language of the system thinking, and 
in particular the implementation of the National Innovation System (NIS) (figure 2), with the 
specific innovation policy characteristics [3]. It is widely acknowledged that the competitiveness 
is stimulus for the whole society, it is the source of the innovation and the value added in the 
management system.

2. METHODOLOGY

The methodology of the present paper is classic and there are used as methodological instru-
ments the analysis, comparisons and synthesis of available information. The main sources of 
data used are National Institute of Statistics and Eurostat databases. The methodology of the 
paper is based on secondary data collected from various official, governmental and semi-official 
published reports, research journals, newspaper reports, research articles, websites and works of 
individual scholars: The Travel & Tourism Competitiveness Report 2017 from World Economic 
Forum, Travel & Tourism Economic Impact 2018 from World Travel & Tourism Council, Tour-
ism Investment Masterplan, Transnational Strategy for the Sustainable Territorial Development 
of the Danube Area with Special Regard to the Tourism.

3. SYSTEM THINKING APPROACH FOR COMPETITIVENESS  
IN TOURISM MANAGEMENT

Tourism system (figure 3) comprises theoretically and practically many components [4]: 
1. demand sector can be expressed in different ways: either by the number of visitors or tour-

ists (overnight accommodation is essential) in a region except the residents and the people 
who use touristic facilities and services, the origin region of the traveler, or the classical 
definition that is the amount of tourism products or services the individuals are able to 
buy, at a certain moment, at a certain price; it represents market segmentation by origin 
(domestic visitors, international visitors, national residing abroad, non-residents, foreign-
ers, outbounds, inbounds), by demographics (younger, teenager, aged, gender, spending 
power, level of education, family composition), by characteristics (overnight or some-days 
visitor), or by the main purpose of the tourism trip: business (professional), holidays (lei-
sure and recreation), education (study, training, scientific events), health (medical care), 
religion (pilgrimage), shopping, sport, visiting friends and relatives, transit, other visitors, 
other travelers (border worker, seasonal worker, short-term worker, long-term worker, no-
mads and refugees, transit passenger not entering he economic and legal territory, crews 
on modes of transport, asylum requester, long-term students and patients and their family 
joining them, diplomats, consular staff, military personnel and their dependents, foreign 
operational arm forces).

2. supply sector can be expressed by the tourism destination zones, the activities (tour oper-
ators, travel agencies, rent facilities), attractions (cities, landscapes, parks, museums, cul-
tural events and festivals), transportation system (road, rail, sea, air), and intermediaries 
(restaurants, banks, accommodation, communication, retail shop, bars, libraries, church-
es, theatres, casinos, infrastructure and facilities);

3. the transit regions sector has many parts of the others components;
4. support services sector provides goods and services in both demand and supply zone, as 

part of the supply chain in tourism management;
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5. the coordination sector is the government (public service) that provides regulatory controls 
(licensing laws, taxation, safety regulations), policy formulation (in economic, tourism, 
transport, foreign affairs, regional development, sort and recreation, telecommunications), 
national issues and interests (visas, trade, bilateral air services, anti-terrorism treaties), 
law and order (security of visitors, police, customs, immigration, anti-terrorism strategy), 
planning, infrastructure (roads, railways, airports, ports, water, power, communication);

6. bio-physical environment is related to legislation, national parks, biosphere reserves, world 
heritage sites, natural landscape, wilderness, protected areas, state forest, reserves, city 
parks, botanical gardens, aquariums, zoos;

7. home and host community can be residents, families, individuals, community organiza-
tions (NGO), indigenous minorities with social and cultural effects, community infra-
structure development, cultural landscapes, training and up-skilling.

Figure 3: Components of tourism system

Travel, hospitality and tourism system consist in a lot of businesses, activities, components 
and ventures that all inter-relate with each other in many dynamic different ways, in a relation-
ship constantly changing, in order to save or even increase the value of the natural or cultural 
resources for a viable and sustainable development with present and future benefits. Service 
system or customer service system (CSS) is a multi-operation action system able to transform 
specific inputs (substance, energy, information and work) in specific outputs (products, services 
and waste products demanded by demand force in the tourism market and extern environment). 
Hospitality system is included in tourism system and includes activities within the service in-
dustry (lodging, event planning, theme parks, transportation, cruise line, travelling and addi-
tional fields).

While Manufacturing Integrated System (MIS) is composed both of building and land, and the 
needed technical base, composed generally by aggregates or equipment, Customer Integrated 
System (CIS) gives the owners the opportunity to use the technologies, networks and to process 
their own transactions [5].

Figure 4 is presenting, in a large scale, a general structure of MIS and CIS. Hence, the meaning 
of the relations is focused on finality given by the satisfaction degree of the clients/consumers 
that will demonstrate the efficiency of the manufacture or service activity.
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Figure 4: Structure of MIS and CIS

The competitiveness in tourism and travel field is related to the capacity of a company or ser-
vice in tourism field to understand the market and competition game and to cope with its forces, 
and furthermore, competitiveness measures economical and technical performances: efficiency, 
safety, quality productivity, adaptability, success, up-to-date management, abreast of the new 
technologies and methods, high quality products, optimal cost. It represents the energy of the 
private or public entities (companies or national economy). Hence, the competitiveness of a 
tourism company represents the capacity of the company to cope with the competitors on the 
tourism market.

The competitiveness is a very complex term, being over the great influence of the capacity to be 
integrated into the market and the around environment. At microeconomic level, the scientific 
literature emphasizes many categories of the competitiveness, such as global, financial, trade, 
human resources, managerial, or technical competitiveness.

A high level of competitiveness is ensured by the labor productivity, labor cost, the degree the 
client requests are satisfied, the quality of the services, etc. A company is competitive on one 
specific market if it succeeds to obtain high levels of certain economic indicators such as sales, 
turnover, profit rate, market share comparing with the results of the other companies on the 
travel and tourism market.

In sustainable development condition in tourism system (figure 5) the private/public or individ-
ual/collective actors implicated must respond to the present necessities without compromising 
the capacity of future generations to satisfy their needs. The respect for solidarity between gen-
erations represents a real constraint for the economic actors in the tourism area too. It enforces, 
in particular, a special way to manage the natural resources and settlement good methods for 
environment protection, underlying the importance of innovation for environmental sustaina-
bility (innovation ecology).
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Figure 5: Sustainable development and environment of tourism system

Sustainable innovation policies represent the evolutionary solution [6] for future challenges in 
shifting to a low carbon economy, and require new perspectives of governmental policies in NIS.

4. SCIENTIFIC LITERATURE REVIEW OVER SYSTEM THINKING  
AND COMPETITIVENESS FOR TOURISM SYSTEM

Competitiveness is defined as the degree a nation, in free market conditions, is able to produce 
goods and services that can surpass international test, and to maintain or even increase, in the 
same time, the real income of the citizens [7]. Hence, competitiveness is a great challenge for 
nations, travel companies, touristic region, or holiday resort. These kinds of challenges are ap-
plied to governance, managers, investors both in private and public fields.

Thereby, the competitiveness represents the ability to compete with external field without at-
tempt to the environment. Growth in competitiveness is possible just in economic growth based 
on good governance, good management of the production system and to manufacture own prod-
ucts and services (patented) competitive on world market. Competitiveness increase requires:
1. Systemic approach to the reality,
2. To switch the science, engineering, economics, management from traditional look and 

assimilation of ‘to learn what to think’ towards ‘to learn how to act’ using system theory,
3. To create a new integrative management (of value and competitiveness): engineering, eco-

nomics, mathematics fields,
4. Flexible optimization of competitiveness for military manufacturer and products,
5. Flexible optimization of whole competitiveness (at micro, macro, world level).

NIS thinking literature debates are divided between national differences approach (empirical 
analysis reveals great differences in national system features [8], [9]) and the use of unique 
comparative indicators [10]. A great number of literatures acknowledge the influence of na-
tional social and political characteristics on innovation performance [11], [12]. For instance, 
they emphasized the importance of the settlement of the institutions that support technologi-
cal, economic and social environment: research and development, entrepreneurship, complex 
technology sectors (such as biotechnology, telecommunication, or defense), technology transfer 
between universities and business, competition around technical standards [13] and the striking 
necessity for institutional continuity [14].
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5. EMPIRICAL STUDY AND DISCUSSION. ROMANIAN CASE

Romania country („the Dacian wolf”) has a great touristic potential with gorgeous natural re-
sources (the hydrographical network, the temperate-continental climate, the unique flora and 
fauna), with numerous and beautiful culture, customs and traditions (ethno-folkloric, religious): 
Carpathian Mountains (the higher peak is Moldoveanu Peak with 2544m), Danube River (with 
the length by1075 km from 2,269 km total length and 33,250 km2 basin area), Cazane Danube 
Gorges, and other 27 rivers, natural lakes (4 lakes of glacial circuses, 1 lake of volcanic crater, 
3 lakes of karstic depressions, 2 lakes of natural barrage, 3 clasto-karstic lakes, 9 river banks, 
4 river-maritime banks, 4 maritime lagoons, 4 river meadow lakes, 7 Danube Delta lakes), 27 
major anthropic lakes, Danube Delta, protected areas (with 45 scientific reservations, 13 na-
tional parks, 206 natural monuments, 671 natural reservations, 15 natural parks, 3 biosphere 
reservations, 19 wetlands of international importance, 148 special avifauna protection areas, 
383 sites of community interest, surface waters (inland rivers and the Danube) and underground 
waters, 360Seaside at Black Sea. Romania is the 27th European Union member state, it has very 
beautiful landscape, it has a real and strong geo-strategic geographical position and indeed Ro-
mania can be considered as a gift for the European Union at its 50th anniversary (in 2007 when 
Romania has joined the European club).

In Romanian tourism resort there were developed strategies and structures such as: The Nation-
al Institute for Research and Development in Tourism, Tourism Investment Masterplan, Trans-
national Strategy for the Sustainable Territorial Development of the Danube Area with Special 
Regard to the Tourism [15].

Tourism Investment Masterplan has set three investments of national importance [16]:
• Development of ski infrastructure (Sustainable Development in the Fagaras Massif),
• Development of Danube Delta and Black Sea resorts (Mini-port/Marina),
• Development of Constanta port (Planning the Diamant Port).

geo\time 2012 2013 2014 2015 2016 2017
EU (28 countries) 60.70 60.42 59.84 61.38 61.44  
Bulgaria 18.80 22.00 25.67 28.38 29.77 34.72
Romania 21.50 23.57 25.19 26.32 24.01 26.76
Portugal 36.61 37.48 23.87 24.39 42.38 42.22
Greece 37.08 32.58 38.84 36.68 35.56 39.36
Germany 77.39 77.79 77.13 77.51 75.41 72.35
Luxembourg 81.03 82.78 82.47 82.92 80.93  
Netherlands 85.23 84.39 83.69 83.52 85.28 85.41
Finland 92.08 90.69 90.75 90.65 91.45 91.33

Table 1: Participation in tourism for personal purposes (tourists as share of total population) 
Sources: by author using Eurostat data

Table no.1 presents the case regarding the travelers for personal purposes (expressed as the 
number of the tourists as the share of the total population) for the period of time 2012 and 2017 
(from the data availability reason). 

Hence, it can be easily noticed that, in fact, Romanian citizens participate in the tourism indus-
try the least comparing with the people from EU-28 countries, even if in 2012 Bulgaria had the 
smallest value, but starting with 2014 till present Romania has passed to the first place with the 
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smallest share of people participating in the tourism activity; the values are situated well below 
the average of the EU-28 countries.

The tourism is a subsector of the service economy as a component of the economic growth and 
the gross domestic product (GDP). The tourism industry is influenced by other industries, for 
instance, the tourism service, the transportation means, the combustible use, the norms of envi-
ronment protection, the safety and the security services.

Figure 6: Real GDP per capita for the best performing in tourism participation 
Sources: by author using Eurostat data

The comparison of the real GDP (expressed in euro per capita) for the best EU countries per-
forming in the tourism industry for the 2012-2017 is studied in figure 6. Romania and Bulgaria 
have the smallest GDP per capita.

Figure 7: Share of tourism in total GDP for Romania 
Sources: by author using Eurostat data

The share of tourism industry in total Romanian GDP was in 2000 1.1% registering a constant 
decreasing till 0.8 in 2000, and then a constant increasing to 1.9 in 2008 till 2.6 in 2017. The 
figure 7 reveals the share of the tourism expenditure in total GDP for 2012-2017, and the figure 
8 shows the share of the expenditure with the research and development (R&D) in the GDP.
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Figure 8: Share of expenditure with research and development in GDP (in %). 
Sources: by author using Eurostat data

Romania and Bulgaria have almost the same findings, but they are the less performers in the 
field of R&D investment with the smallest results in EU. The best results are obtained by Fin-
land, Germany, and Netherlands. It can be very interesting to study in a future research (de-
pending on the available data) if there is a correlation between the people participation in the 
tourism and the level of the GDP and share of the R&D in the GDP (it is not the purpose for this 
study). The comparative performance of Romania is the weakest in EU-28.

Figure 9: Arrivals of foreign visitors in Romania 
Sources: by author using Eurostat data

A part of the international tourism of Romania is illustrated by the arrivals of foreign visitors in 
Romania (figure 9) and the departures of Romanian travelers abroad. Both the arrival and the 
departures increased constantly starting with 2009 till 2017. 
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One product of tourism and travel sector is accommodation for the tourists (establishment of 
touristic reception which provides accommodation more than 5 places and specific services): 
hotels, motels, hostels, touristic inns, touristic chalets, camping, touristic villas, bungalows, 
boarding houses, houselet-type unit, agro-touristic boarding houses, touristic halting places, 
holiday village, ships accommodation spaces, school camps) [4]. Full statistical data of official 
registered accommodation are registered by the National Institute of Statistics [17].

The number of the accommodation establishments (represents any facility that regularly or oc-
casionally provides short-term accommodation for the tourists as a paid service) has increased 
constantly from 2006 till 2017 (figure 10) with over 50%.

Figure 10: Number of accommodation establishments 
Sources: by author using Eurostat data

The following figures are related to the Romanian tourism industry: the number of travels, tours 
operator reservation service and related activities, the numbers of person employed.

Figure 11: Number of travel agency, tour operator reservation service and related activities 
Sources: by author using Eurostat data

According to Eurostat database, the number of companies in the tourism field (the number of 
travel agencies, the tour operator reservation service and the related activities), had fallen in 
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2011 then is has risen again till 2016 (figure 11), even if it can be noticed that the share of tour-
ism in the total GDP for Romania increased a little for 2012-2015 period of time and then it had 
fallen suddenly for 2016, recovering the growing trend in 2017 (figure 7 above). 

The number of the persons employed in the tourism industry (figure 12) had registered almost the 
same oscillated trend, and the average is around four persons per company for all period of time.

Figure 12: Persons employed (in number) 
Sources: by author using Eurostat data

Figure 13 illustrates the share of the total employees in the number of the persons employed. 
The findings are between about 93% (in 2016) and 96% in (2011), which means the result is a 
subunit value, and they are reflecting the poor employment in the tourism industry.

Figure 13: Share of employees in persons employed (in %) 
Sources: by author using Eurostat data

Turnover per person employed expressed in thousand euro per person is drown in the figure 
14. It shows that in 2009 the turnover per person decreased with 30%, then it had recovered till 
2015, but in 2016 it decreased again by 20%.
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Figure 14: Turnover per person employed (thousand euro) 
Sources by author using Eurostat data

The apparent labor productivity (figure 15) computed as the ration between the gross value 
added and the persons employed is expressed in thousand euro and it registered a decreasing 
trend from 10 thousand euro in 2008 to 7 thousand euro (an almost 30% decrease), and then it 
increased again almost to 10 thousand euro.

Figure 15: Labor productivity (in thousand euro) 
Sources by author using Eurostat data

The investment per person employed expressed in million euro is presented in figure 16. It is 
noticed that in the first year from the chosen period analyzed – 2008 it had the highest value (8 
million euro), then it decreased around 2 million euro till 2016.

Figure 16: Investment per person employed (in million euro) 
Sources by author using Eurostat data
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The gross value added per employee expressed in thousand euro is presented in figure 17. It is 
noticed that in the first year from the chosen period 2008 it was 10,600 euro, then it decreased 
to 7,300 euro and then increased again in 2013 maintaining the value around 10 thousand euro.

Figure 17: Gross value added per employee (in thousand euro) 
Sources by author using Eurostat data

World Economic Forum (independent international comparator of national performance in tour-
ism) published starting with 2007 a report (Travel & Tourism Competitiveness Report TTCR) 
about travel and tourism competitiveness in major emerging world countries. The Travel & 
Tourism Competitiveness Index (TTCI) scored from 1 (the less performance) to 6 (the best 
performance), measures more the attractiveness to develop business in the travel and tourism 
industry rather than the attractiveness of the country as tourism destination [18]. The evolution 
of the TTCI for Romania is presented in figure 18).

Figure 18. Romanian International competitiveness rank 
Sources by author using TTCRs

The outlook for Romanian Travel & Tourism Competitiveness Index by the 14th main pillars 
(sub-indexes) and pillars of sub-indexes is presented in table 2. Some indexes were developed 
and changed (environmental regulation was changed in environmental sustainability, it was in-
troduced international openness, price competitiveness, human resources indicator was changed 
with human resources and Labor market, cultural resources indicator was replaced with cultural 
resources and business travel, etc.).
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Romania
2007 2009 2013 2017

Rank Score Rank Score Rank Score Rank Score

Regulatory framework 87 3.86 61 4.68 66 4.61 - -

Policy rules and regulations 67 4.61 64 4.46 87 4.33 - -

Environmental regulations/ 
sustainability 101 3.31 37 4.89 58 4.67 43 4.41

Safety and security 72 4.26 62 5.26 63 4.89 39 5.78

Health and hygiene 99 3.68 54 5.09 54 5.36 31 6.14

Prioritization of T&T 82 3.45 102 3.72 103 3.77  108 3.81

Business environment and 
infrastructure 74 3.2 64 3.61 68 3.67 76 4.36

Air transport infrastructure 93 2.38 81 2.74 93 2.59 82 2.37

Ground (and port) transport 
infrastructure 77 3.01 83 3.11 109 2.87 92 2.8

Tourism (service) infrastructure 50 3.55 34 4.46 34 5.07 62 4.37

ICT infrastructure/ readiness 56 2.85 42 3.78 59 3.42 60 4.7

Price competitiveness in T&T 
industry 87 4.18 110 3.98 84 4.41 85 4.68

Human, cultural and natural 
resources 71 4.68 77 3.83 73 3.85 81 4.45

Huma resources (and labor 
market) 76 4.96 58 5.15 83 4.73 81 4.45

Education and training 95 4.43 61 4.8 - - - -

Availability of qualified labor 95 4.43 59 5.5 - - - -

Affinity for T&T 95 4.43 105 4.44 122 4.11 108 3.81

Natural resources 46 4.64 85 2.87 88 3.25 68 2.99

Cultural resources (and business 
travel) 46 4.64 49 2.85 41 3.31 48 2.27

International openness - - - - - - 45 3.93

Table 2: Travel % Tourism Competitiveness Index for Romania by pillars 
Sources by author using TTCRs

According to the table 2, in the frame of the Travel & Tourism Competitiveness Index, the study 
started in 2007, in general Romania has experienced oscillations, but registered few progresses in the 
pillar of the regulatory framework (figure 19): from the 87th place in 2007 to the 66th place in 2013.
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Figure 19. Main pillars of Romanian International Competitiveness rank 
Sources by author using TTCRs

Romanian TTCI (figure 19) benchmarks the progress policy in matter of investment and busi-
ness in tourism industry, to ensure a long-term tourism competitiveness. In 2017, the Travel & 
Tourism Competitiveness Index ranked Romania on the 68th global place (global rank) out of 
136 countries around the world with a score of 3.8 points, the 66th place out of 141 countries 
(score 3.8) in 2015, registering some improvement from the 76th place in 2007 out of 124 coun-
tries (with the score by 3.91 points). The case by components is presented in figure 20.

Figure 20. Regulatory framework for Romania 
Sources by author using TTCRs

Figure 21. Business environment and infrastructure for Romania 
Sources by author using TTCRs
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Thus, in the regulatory framework category (figure 20), just policy rules and regulations, and 
prioritization of travel and tourism registered sustainable increase, but environmental regula-
tions and sustainability, the health and hygiene and safety and security criteria had significant 
decreases. 

Figure 22. Natural resources for Romania 
Sources by author using TTCRs

The second pillar named business environment and infrastructure generally improved the rank 
but the other criteria registered decreases: ground and port infrastructure, tourism infrastruc-
ture, ICT infrastructure, price competitiveness in travel and tourism industry (figure 21). The 
third pillar natural resources (figure 22) decreased in ranking.

Figure 23. TTCI for Romania in 2017 
Source: The Travel & Tourism Competitiveness Report 2017 [18]
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The most influenced factors responsible for the weak performance of Romania (figure 23), along 
the analyzed period of time, are considered to be associated with Government regulation, es-
pecially in the environmental area and with health and safety measures; hygienic measures are 
likely to be particularly associated with the outbreak of bird flu, or swine fever. Regarding the 
business environment/infrastructure category, both the air and the ground transportation in-
frastructure are considered to have great influence on the lack of competitiveness. Within the 
human/cultural/natural resources category, relative to the weaknesses associated with human re-
sources and the public perception of the importance and value of tourism as indicated by the po-
litical world and statistics, are considered to be responsible for the lack of competitiveness [15].

6. CONCLUSION

In conclusion, we presented in the first chapter an introduction over the system approach (the 
source, the components, the action systems hierarchy) and the influence of the national inno-
vation system (NIS) on the competitiveness. The competitiveness is a stimulus for the whole 
society, it is the source of the innovation, and it has a great influence on the value-added in the 
management system. After the methodology of the paper was presented, the author brought a 
real plan for the implementation of the system thinking approach in tourism management. In 
fact, the originality of the paper consists in the applying the system thinking to the tourism field 
also. The tourism field is a system and can be approached to like a system. Customer Integrated 
System (CIS) gives the owners (the tourism company) the opportunity to use the technologies, 
networks and to process their own transactions for better result in competitiveness and sustain-
able development. The competitiveness of a tourism company represents the capacity of the 
company to cope with the competitors on the tourism market. Hence, the author presents a short 
literature over system thinking and competitiveness for the tourism system and conclude that 
system approach can increase the competitiveness. The core of the paper is the empirical study 
and discussion over Romanian case. In Romanian tourism resort there were developed strate-
gies and structures such as: The National Institute for Research and Development in Tourism, 
Tourism Investment Masterplan, Transnational Strategy for the Sustainable Territorial Develop-
ment of the Danube Area with Special Regard to the Tourism. Tourism Investment Masterplan 
has set three investments of national importance: Development of ski infrastructure (Sustaina-
ble Development in the Fagaras Massif), Development of Danube Delta and Black Sea resorts 
(Mini-port/Marina), Development of Constanta port (Planning the Diamant Port).

After the statistical survey we presented in this paper studying Romanian case, we can finally 
draw some scientific and practical conclusions:
1. Romanian citizens participate in the tourism industry the least comparing with the people 

from EU-28 countries, and the values are situated well below the EU-28 average. The rea-
son could be that the smallest average household income is in Romania;

2. Romania registered the smallest real GDP (euro/capita) in the tourism industry for all stud-
ied years (2012, 2013, 2014, 2015, 2016, 2017);

3. The findings for the share of the expenditure with the research and development (R&D) in 
the GDP are the smallest;

4. Both the arrival and the departures increased constantly starting with 2009 till 2017;
5. The number of the accommodation establishments has increased constantly from 2006  

till 2017 with over 50%;
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6. The number of companies in the tourism field (the number of travel agencies, the tour 
operator reservation service and the related activities), had fallen in 2011 then is has risen 
again till 2016;

7. The number of the persons employed in the tourism industry had registered almost the 
same oscillated trend, and the average is around four persons per company for all period 
of time. The share of the total employees in the number of the persons employed registered 
subunit value, which are reflecting the poor employment in the tourism industry;

8. Turnover per person employed decreased with 30% in 2009 and then it had recovered till 
2015, but in 2016 it decreased again with 20%;

9. The apparent labor productivity registered a decrease from 10 thousand euro in 2008 to 7 
thousand euro (an almost 30% decreasing) and then it increased again almost to 10 thou-
sand euro;

10. The investment per person employed had the highest value (8 million euro) in the first year 
from the chosen period analyzed – 2008, then it decreased around 2 million euro till 2016;

11. The gross value added per employees decreased in 2009 related to 2008 and then increased 
again in 2013 maintaining the value around 10 thousand euro;

12. The Travel & Tourism Competitiveness Index (TTCI) for Romania registered a relative 
decreasing trend because of the policy rules and regulations, transport infrastructure, 
tourism service infrastructure, human resources (and labor market), natural and cultural 
resources;

13. the low employment in the tourism industry can be explained by the unpredictability and 
the ambiguity of an abstruse legislative apparatus, especially in Romanian Labor Code 
(with many changes in 2018), difficult to comprehend or to anticipate. This state deter-
mines the employer to become confused, distrustful and fearful with negative effect on 
tourism indicators;

14. a poor allocation of the governmental financial funds towards tourism industry and poor 
results of governmental expenses for tourism infrastructure field especially, but for entire 
infrastructure sector in general as well.

The author identified point-to-point solutions and recommendations: 
1. to increase the productivity in tourism sector in order to increase the household income in 

Romania;
2. to increase the share of the tourism industry in the real GDP per capita;
3. to invest in the research and development, in employee training and courses, and to in-

crease the share of the R&D in the GDP;
4. to increase the arrival and the departures figures;
5. to increase the tourism offer and the tourism services quality;
6. to ensure a stable and clear legislation;
7. to encourage the employment in tourism industry;
8. to increase the labor productivity in the tourism sector in order to increase the employees’ 

wages and salaries;
9. to increase the gross value added reported to the persons employed;
10. to ensure a sustainable increasing of investment rate (investment per person);
11. to ensure a sustainable increasing of the gross value added per employees;
12. to improve The Travel & Tourism Competitiveness Index (TTCI) for Romania;
13. to set and develop the national innovation policies;
14. to reduce the corruption in administration and in the tourism area;
15. to become more pragmatic in national resource management;
16. to improve and apply more efficient tourism marketing.
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The empirical and theoretical study presented in this work showed that in the last period of time, 
the Romanian tourism industry and service have increased slowly against its tourism potential, 
from both the qualitative and the quantitative point of views. It is easy to notice that all in all the 
market of the Romanian tourism finally has developed even if the tourism industry increased 
shyly comparing with the huge potential and also comparing with the other countries in the 
region and in the European Union. 

It still remains imperative measures to be applied: to invest in the tourism infrastructure, to 
invest in the tourism education field, to bring close together the public, corporate, and universi-
ty areas. The Romanian tourism strategies are still at the targets declaration level with no data 
about the settlement outcomes: the development of the public investment in the infrastructure, 
the development of the tourism sector in the economy (with a major impact on the socio-eco-
nomic environment: increase the living level, improve the quality of life, stimulate employment, 
create jobs, increase the investment rate, save the natural and cultural heritage), the sustainable 
development of the tourism. As it was showed above, the tourism is the subsector of service 
economy as a component of the economic growth and the gross domestic product (GDP), but the 
share is very small (about 2-3%). The Government policy is oriented toward increasing in the 
future the share of the tourism industry in the GDP. On the other hand, innovation and entrepre-
neurship represent the core of the competitiveness. The tourism innovation is the economic act 
based not especially on the new technologies but on the new perceptions of the tourism market 
opportunities. The elaboration and development of system thinking (notion and approach) in 
tourism management can furthermore improve policy-making in the future, more in system 
failure (the scope for innovation is limited by government policies) rather than market failure 
(that do not capture the dynamic complexity of the systemic combinations). The approach of the 
tourism system in a dynamic, emergent, and evolving manner is the source of knowledge for 
innovation, that can enhance the competitiveness in the sector for a successful and sustainable 
economy. According to findings, neither innovation policy nor performance in tourism man-
agement is discussed as a policy priority in Romanian government in the last 25 years. More 
honest policies are required in the education system. Furthermore, the link between industry 
and science must be strengthened to stimulate innovation in tourism and drive universities to 
business needs. Decision makers must understand the importance of system thinking and that 
knowledge transfer from research field to business leads to growth and high living level. They 
must also adapt public policies to society interests. Sustainable development assurance deter-
mines increasing the human welfare and the ecosystems conservation, that suppose the integra-
tion of economic, social and environment objectives. These objectives cannot be achieved until 
the people will understand the importance to improve the mutual relationships and their relation 
with the eco-system they live in. The present climate change challenges and perspectives re-
quire effectively complex evolutionary government policies in matter of sustainable innovation, 
in fact the necessity for a radical departure from the traditional policy mix towards a national 
innovation system in order to avoid a system failure. In conclusion, the research of the present 
paper is a very original one, trying to approach tourism industry as a system. The limitation of 
the empirical part consists in the availability of the data. It is envisioned that the future research 
works will approach empirically the correlation between the expenditure with research and de-
velopment and tourism industry results (as share in GDP, for instance), the tourism activity, the 
research and development investments, the education level and the GDP (revealing the living 
level), depending on the availability of the data, and also the future scientific works intend to 
incorporate and advocate for the importance of deeper study of the system thinking research in 
the tourism service.
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Abstract: The purpose of this article is to identify good practices and opportunities to provide a com-
petitive advantage to the tour operator business in the contemporary business environment. Specific 
proposals are made for their achievement, related to the diversification of the offered product and the 
adding of additional user value; changes in the management of this type of specific activity; automating 
business processes; designing additional activities; image building, etc. There are also issues, in this 
paper, related to the application of modern information systems in the management of the activities of 
the travel agencies. Attention is focused on cloud systems and software services, which, in addition to 
helping to improve their processes, also provide the opportunity to redistribute resources to manage 
creative and intellectual processes related to the production of a travel product (packages, excursion 
routes, etc.) and its placement.
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1. INTRODUCTION

Modern dimensions of the tour operator business are characterized by a number of 
features, provoked mostly by globalization in tourism, digitization of the tourist busi-
ness, personalization of the offered tourist trips, the interest of tourists in products 

related to experiences, consolidation of the business and the integration processes in it. The 
role of intermediaries, both on the part of tourists and on the part of tourism service providers, 
is increasingly being neglected, which has a huge influence on the choice of a strategy for the 
future development of tour operators.

2. METHODOLOGY AND GOALS

The methodology of the present paper includes methodological instruments - the analysis, com-
parisons and synthesis of available information. The aim of the paper is to study, analyze and 
systematize good practices in the management of travel agencies. The subject of research is the 
successful models in management in tour agencies.

3. ENFORCING COMPETITIVE ADVANTAGE

As practice shows, the most keen competition is developing in the tourist markets, which have 
the following characteristics: a large number of simultaneously operating tour operators on the 
market; possibility of creating and realizing identical tours on the regional market (openness 
of a local airline to new companies, possibility of cooperation with different meet-companies, 
1 New Bulgarian University, Department “Administration and Management” Sofia, Montevideo 21, Bulgaria
2 New Bulgarian University, Department “Administration and Management” Sofia, Montevideo 21, Bulgaria
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etc.); presence of a number of competing tourist service providers (for example, several airlines 
based on the local airport, several auto-carriers, representatives of several meeting-companies, 
which allows easily forming of not expensive and similar travel packages); presence of low 
entry barriers to enter the tourist market (low purchase or rental price of property, advertising, 
registration and clearance of documents for tour operator business); high exit barriers to exit the 
tourist market (high cost of liquidation operations forces even unprofitable travel companies to 
continue to operate); maturity and saturation of the tourist market.

On the other hand, the emergence of new competitors on the tourism market can be prevented by:
• the joint efforts of existing large tour operators to permanently lower costs and market 

price of tours (at the expense of concessions granted to a large number of tourists), 
which would make the offer of the new operator uncompetitive;

• the efforts of big operators to differentiate the offered tours and the transition to brand 
advertising, highlighting the uniqueness of the offered tourist packages;

• the increase in demand of capital, needed to open a tourist company and carry out tour-
ist activity in the region (for example, additional capital linked to the cost of renting or 
purchasing fixed assets, advertisement, links and contacts, etc.);

• increasing the cost of training and retraining (training costs and wage increases of spe-
cialists);

• the need to set up a new network of agents (i.e. existing network agencies are already 
in the sphere of influence of the present tour operators and would not want to become 
agents of newcomers). [1]

Tour operators have one of the most active subjects in the modern tourist market who are di-
rectly involved in the planning, development and realization of tourism products. One of the 
basic tasks of tour operators is the development of attractive tourism products meeting tourists’ 
needs, maintaining good quality tourism services as well as maintaining the competitiveness of 
these products. Competition between tour operators increases the number of tourist packages as 
well as the number and type of services included in these packages. Consequently, this leads to 
the necessity of finding new opportunities and models for the development of competitive tour 
operator business. [2]

Modern business environment requires tour operators to use a strategy of diversification of their 
work. It is also a response to the advent of new types of tourism and the motivation of tourists to 
embark on a specific tourist journey. As part of the diversification of tourism products, in par-
ticular the concentric diversification of tourism products, tour operators could benefit from the 
following identification opportunities for the development of competitive tour operator business 
through diversification of their products.

The potential tourist is ready to make a purchase by paying for the future consumption of the 
tourist trip, whose idea implies a certain quality and style. In this decision, he seeks a package 
of services that satisfy his conscious and unconscious (at the moment) needs. In this context, it 
should be noted that the user of the product of the tour operator activity is not interested in the 
product itself or its characteristics but in its utility. On the other hand, the analysis of human 
needs reveals their immense diversity, and in connection with it, the more needs are satisfied 
with the purchase of a product, the greater is its attractiveness to the consumer. That is why it 
is very important for the tour operator to set such parameters in the development of a product 
strategy, which foresee a continuous renewal of product offering.



GOOD PRACTICES IN THE MANAGEMENT OF TOURIST AGENCIES

531

An important guideline in the improvement of the tour operator activity is the tourist’s safety 
and awareness of the conditions of travel and the contractual relationship with the tour operator. 
One of the main prospects of the tour operators in the future is the provision of a high quality 
tourist product, which is offered and realized through a large-scale tour network and effective 
internet advertising. Reservations need to be flexible and not subject to specific check-in and 
check-out dates. The rich program provided by tour operators needs to be complemented by a 
variety of package trips and offers based on the personal needs of the clients. [3]

One of the current trends in the management of the tour operator’s activities, in connection with 
the tourist services offered during a tourist trip, is the animator’s service. Significant events 
from the holiday calendar should be included in the annual program plan of the tour operator. 
The interest of the tourists in certain events, their motivation and the turning of a dream into 
reality by means of an animation product in which the tourist has personal participation diver-
sifies the program of the trip. This way, tour operators have the opportunity to increase their 
competitive priority over the rest of the market participants on the market. [4]

It is important for tour operators to:
• keep in touch with different entertainment centers, organizers of carnivals, festivals and 

other events with the aim of active participation of tourists;
• develop joint scenarios (with animators of tourist sites) of animation programs that 

should be consistent with the perceptions of the tourists;
• realize full and complex services based on the developed scenarios and having in mind 

the willingness of the tourists.

The main goal, when including the majority of the activities of tourist and sports animation in 
the complex services of the tour operator, is to create comfort for the tourists, to provoke their 
interest so that they feel directly involved in the animation program. This way the whole trip 
could become the most memorable one that directly responds to the contemporary marketing 
concepts of creating loyalty of the customer.

The inclusion of cruise trips is another aspect of the expansion of the tour operator’s product 
range. Sea cruise tourism is one of the most popular and fast growing segments on the inter-
national tourist market. Cruise tourism offers many advantages for tourists who have a direct 
influence on such travel. Expansion of the product range on cruises gives tour operators the 
opportunity to consolidate their positions among their current clients and most of all to meet 
customer needs. The organization of such journeys is facilitated by the cruise companies who 
plan the trip and all the clauses in it. In this case, tour operator’s responsibilities are in connec-
tion with the tourists’ transfer to and from the harbor. The tour operator, however, should not 
underestimate the importance of pre-planning and the negotiations with the cruise company.

Ensuring a competitive advantage can also be achieved by establishing lasting business rela-
tionships and developing corporate client programs. There are different instruments used in 
the management of relationships with clients and among them is the program of loyalty to the 
customer which largely ensures leadership of a tour operator in terms of continuous competi-
tion. The development of a strategy for corporate clients could contribute to a better year-round 
booking for the tour operator and the increase in revenue later.

The program for corporate clients should focus on offering better prices, fast processing of res-
ervations and documents, organizing events including various additional services, optimizing 
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payments and offering discounts for company employees’ families. It would also point out that 
these programs for corporate clients should not be unified but consistent with their individual 
requirements.

As another good practice, it will point out the development of a network of tour operator rep-
resentations in tourist destinations. The work of the initiative tour operators abroad is a serious 
part of the development of tourist trips with total cost. Most Bulgarian tour operators work with 
local (receptive) tour operators or so-called meet companies. Practice, however, shows that the 
arrangements between sending and meeting tour operators are not always strictly observed and 
usually the outgoing tour operators face problems of how to effectively organize their business 
at the tourist destination where their tourists are on holiday. In such cases setting up offices 
abroad at tourist destinations could facilitate and ensure tour operator’s job especially when 
organizing summer beach holidays and winter ski holidays. Meeting rooms at the offered desti-
nations could take care of the tourists, which will reflect directly on the image and reputation of 
the tour operator. All of the meeting rooms are very often connected with transferring tourists 
from and to airports, accommodation at hotels, offering information for resorts and destina-
tions, offering additional services and excursions, as well as solving problems at destination. All 
these can be done according to the rules and standards imposed by the tour operator and can be 
directly controlled so that the tourists can obtain the expected quality. The quality of services, 
during the tourists’ stay at destination depends, to large extent, on the communicative abilities 
and skills and assiduity of the agents. They are available to tourists and could be contacted at 
any time and in different unforeseen situations. The tour operator plays a specific role when 
tourists claim complaints. When there is inadequacy between the contract and the received 
service, the representative of the tour operator can compensate the tourists right away. Thus, 
additional familiarity with the complaint can be avoided.

Often, bringing claims also leads to more serious conflict situations. Therefore, effective con-
flict management would undoubtedly provide a more prominent position for the tour operator 
in the competitive struggle. In tour operator and tour agency’s work very often different in type 
and content conflicts appear. It can put them in the following groups:

• conflicts where one of the sides is a tourist or group of tourists;
• conflicts with the providers of tourist services and partners of the tour operator;
• conflicts with agents;
• conflicts in the company where the employees are members of the tour operator.

The conflicts of the first group, which usually appear during the trip, have the most serious re-
flection on the reputation and image of the tour operator. That’s why it is necessary when signing 
the contract, the tour operator to present real, reliable and detailed information about the offered 
tourist product. It is extremely important to pay attention to the expectations and perceptions of 
the client of the components of the offered tourist package. It is mandatory for the tour opera-
tor to provide competitive advantages in the best possible way between the expectations of the 
client and the quality of the really received service. It is an important part of the management 
of conflicts that appear in tour operator activities to set strict rules of behaviour when dealing 
with conflict situations from different groups of conflicts. In terms of conflicts with providers 
of tourist services, it is important to mention that they can be avoided by signing contracts with 
experienced partners, fully shaped rules for cooperation in contracts and continuous improve-
ment of the scheme of mutual cooperation. Presence of detailed contracts with providers, offers 
for training of agents and realization of better communication among tour operator’s employees 
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has direct influence on the fulfilment of operational tasks and helps achieve the strategic goal 
for development of competitive tour operator business. 

In this connection, the development of a franchise network can also be part of the strategic 
goals of the modern tour operator. Franchising is a specific form of trade cooperation and is 
well known on the Bulgarian market most of all in the sphere of hotel and restaurant busi-
ness. From an economic point of view, however, franchising is an attractive business model 
for all participants in the tourism industry, including tour operators, providing an opportunity 
for sustainable development in the future. An opportunity is given to the franchisor without 
significant financial investments to effectively use his or her rights to own intellectual property 
and know-how increase the competitiveness of their products and services and increase their 
sales on new markets through the use of trade potential and franchisees employees as well as 
using established relationships with customers. The franchisor increases the profit by receiving 
payments and saves on expenses as franchisees finance the current business of their firms and 
hence the entire franchising system. The methods of trade are standardized and the marketing 
and advertising system is optimized which is sometimes quite difficult when using a net of 
agents. The opportunity for control is seen as a key moment. The franchisor is given the right 
to do the entire preventive and current control despite the legal independence of the franchisee.

As the biggest share in providing competitive advantages in the context of the modern dimen-
sions of the tour operator business, it will be noted the automation of business processes. The 
efficiency of modern management is largely based on the application of information technol-
ogies, which allows for automation and optimization of a large number of business processes 
in tourism firms. The information systems are today a powerful organization and management 
resource tools; that is why design and implementation of information systems has never been 
more relevant. Thus, ERP (enterprise resource planning) is a necessity more and more for all 
types of businesses, regardless of their size and field of development.

The ERP (Enterprise Resource Planning) system is a computerized multivariable and multi-
functional system based on client-server technology, a business model for the planning, control, 
global optimization of the entire logistic chain of the process of supply, production and trade of 
products and accompanying financial operations. Systems of this type create prerequisites for 
fast growth in tour operator business. Owners of small tourist agencies, very often do not have 
such business systems built that can multiply itself without their participation ensuring growth. 
Such tour operators almost always depend on a few important employees (very often they are 
the owners themselves) who, with the development of business, become more and more busy. 
There is a lack of know-how for managing growth and business to be converted into a working 
system. With the implementation of ERP system and readymade type of automated manage-
ment is introduced and the business in practice starts faster expansion. The new work practic-
es that software for business management creates for employees and managers optimize their 
work. They save time, increase the productivity of the whole team and create the opportunity to 
concentrate efforts on developing new programs and routs.

Tour operators who use the ERP system have at their disposal powerful tools for accounting, 
human resource management, finance, deliveries and trade, and very often it allows them to 
successfully enter the territory of competitors who have significantly more assets and turnover.

With the help of ERP systems, and depending on their needs, managers of tour operators can 
run accounting reports for the effectiveness of tour operators as a whole, for managers’ work in 
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offices, profitability of advertisements, etc. Analytical reports provide the opportunity to have 
centralized statistical information for all offices or for specific offices and managers. Informa-
tion during sales for all offices, for example, will determine the weakest at sales and then the 
weakest agent will be identified and all this can be presented dynamically by months and days. 
Reports on the margin and the volume of sales are presented by directions and agents, which 
allows tour operators to check in detail the given commission or bonuses.

The implementation of ERP systems and the creation of unified information space for tourist 
packages is a key aspect for the successful management of business processes in tourist busi-
nesses and especially tour operators.

One of the basic problems of modern tour operator’s businesses, which are directly connected 
to the base of tour operators for tourist agents, can be solved by using the system for automation 
of management processes (ERP). The need for such type systems stems from the opportunity of 
all the processes associated with the tour operator and administrative activities to be controlled 
as well as the management of relations with agents and suppliers.

Focusing on the contemporary dimensions of the tour operator business, it need to note the pro-
vision of competitive advantages through the development of project proposals for the purpose 
of applying for European programs.

Recently intensive growth of activities in the sphere of NGO organizations and in private busi-
ness is observed in Bulgaria in connection with the development of projects for participation in 
European programs. This applies to the entire tour operator business in front of which an op-
portunity in this direction opens. For example, tour operators can apply for the Competitiveness 
and Innovation Program 2014-2020 which supports the technological development and use of 
innovations in enterprises. The implementation of such projects should provide the realization 
of products and services that fall within the scope of the mentioned priority directions of the 
thematic fields of the Innovation strategy for intelligent specialization, including information 
and communication technologies, as well as creative and re-creative industries.

The development of such projects can enhance the competitiveness of a certain tour operator 
and impose its image in the society when it participates in joint projects related to regional 
development and overall improvement of the conditions and standard of living in the city and 
region in which it operates. [5]

4. APPLICATION OF MODERN INFORMATION SYSTEMS  
IN THE MANAGEMENT OF TOURIST AGENCIES

Nowadays, information technologies play a major role in our lives. Apart from consumer needs, 
they also have a huge impact on business. Already all major international companies apply in-
formation systems to gain useful information about their business by providing a competitive 
advantage. Until a few years ago, the business applications that were used relied mainly on cli-
ent-server technology. However, as a result of the global financial crisis, most of the companies 
have reduced their spending and are increasingly turning to the cloud environment that allows 
businesses, including travel agencies, to take full advantage of the software’s capabilities with-
out pay the expensive hardware prices. An increasing number of large business applications 
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have adopted the idea that the future is in the cloud environment, so they have begun seriously 
to devote resources to developing and maintaining information systems within it. [6] 

The market of cloud technologies (cloud computing market) in the world is huge. According to 
Deloitte data [7] in 2008, this business has earned $ 55 billion in revenue, and two years later the 
volume is already $ 70 billion. By the end of 2012, according to Gartner, Inc., Business process 
services, compared to the previous year, was 19.6%, and the total transaction volume was $ 109 
billion. Technology is now well known in both the corporate and public sectors. In the USA, 
for example, cloud technologies have state support and are being used by the congress and the 
administration of the president. According to a study by the European Centre for Economic 
Policy Studies, if EU countries actively implement cloud technologies, Member States can save 
760 billion euros in just five years and find 2.4 million new jobs. In tourism, cloud systems are 
only making their first timid steps, but experts are convinced they will enter quickly because of 
their advantages.

Cloud Services are an evolutionary solution of the started years ago automation of the business 
with mainframe technologies that migrate to client servers and then to the Internet. It should 
be noted, however, that cloud services and outsourcing are not the same thing, although they 
are very similar. The main difference, with the outsourcing, is that there is a company that uses 
a service provided by another company, that is, the connection is one client - one contractor, 
whereas in cloud computing, many customers receive the same service from a single provider 
- the so called “multitenancy”.

The leading global cloud computing companies are Amazon, Microsoft, Oracle, Citrix, IBM, 
Hewlett Packard, Salesforce.com, Google App Engine. The most common cloud model is server 
- infrastructure - platform - application - client. According to experts in this area, the main fac-
tor that slows the development of „cloud technologies” is safety, namely the lack of client control 
over the server, the processes, the possibilities of leakage of important information. According 
to other experts, these doubts are unfounded, as for activities such as internal accounting, Cus-
tomer Relationship Management (CRM), Human Resources (HM), and others, they are a very 
convenient way of facilitating work and reducing costs.

Examples of cloud systems outside the business are well-known Facebook, YouTube, Skype, 
LinkedIn, where personal information is stored. Microsoft offers cloud disk space for free, along 
with its licenses. Apple also has a cloud for its users - iCloud. Many of Microsoft’s products 
can also use a cloud, which implies not buying a license but paying monthly fees. The files are 
stored on a cloud hard drive and the applications themselves are installed on cloud infrastruc-
tures (server), so they are used through a browser, which implies the availability of the Internet.

Much of the business software solution is also now available in cloud systems, making it easier 
for businesses, including travel agencies, to use them, as there is no need to purchase expensive 
servers and server operating systems. For example, small and medium-sized travel agencies, 
which are predominant in Bulgaria and lack sufficient financial resources to maintain an IT de-
partment or provide special premises for their own local server, could benefit from the benefits 
of cloud systems. [7]

The benefits of cloud services are also associated with cost reduction and control, trusting data 
care and used by travel agencies system in the hands of specialists, easy adaptation of the neces-
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sary IT resources to the peaks and drops of sales in the business environment; real-time access 
to the most up-to-date business data is tailored to the role and needs of each travel agency.

Cloud technologies consist of a variety of types of services available to any user on-demand. 
The main types of cloud services or, more precisely, service-by-service are [8]:

• Software as a Service (SaaS) - with this model, the provider provides customers with 
access to licensed software applications that are installed on the cloud. Users can access 
these applications over the Internet through a web browser by applying a pay-per-use 
model. Users are not busy managing or controlling cloud infrastructure elements such 
as a network, server, operating system, or data repository. In general, the service pro-
vider has and maintains the application that is hired by virtual machine customers in the 
cloud environment. SaaS is available from leading manufacturers such as Soho Suite, 
Apple’s MobileMe and Google Docs.

• Platform as a Service (PaaS) - Providers provide customers with a programming lan-
guage such as a platform or software such as Java, Python or .Net, etc. to deploy their 
own or third party applications to the cloud infrastructure and make them accessible 
via the Internet with APIs (Application Program Interfaces) or website portals for their 
clients. Customers have control over the developed applications and, to a certain extent, 
the settings of the hosting environment. As with (SaaS), customers have no control over 
the underlying cloud infrastructure such as network, servers, operating system, and 
disk space. Examples of Platform-As-Service Providers (PaaS) are Google App Engine, 
Force.com and Microsoft Azure.

• Infrastructure as a Service (IaaS) - cloud infrastructure providers as a service pro-
vide customers with the ability to use computing power, disk space, Internet network, 
memory and other basic technological resources that make possible the deployment and 
performance of various software programs such as operating systems and applications. 
Infrastructure-like-Service also provides a virtual environment as a service where cus-
tomers have control over themselves to determine the memory modules, CPU usage 
time, number of IP addresses, operating system, installing software applications as well 
as additional network components such as firewall (firewall), load balancers and more. 
Customers do not have access to the basic cloud infrastructure, but only determine 
the parameters of their own virtual machine. Examples of Infrastructure-As-Service 
Providers (IaaS) worldwide are Amazon EC2 and S3, Sun Microsystems and Dropbox.

• Integration as a Service (IaaS) - Integration-as-Service (IaaS) is a cloud model that in-
troduces functional system integration into the cloud system, allowing for the exchange 
of information between the systems of the individual organization and third parties 
(suppliers or partners) upon request. Small and medium business organizations use In-
tegration as a Service (IaaS) for the ability to integrate all types of business services at 
low cost, enabling them to target resources to their core business instead of purchasing 
and managing expensive IT infrastructure. Famous IaaS service providers are Amazon 
SQS, OpSource Connect, Boomi and Mule On-Demand.

• Business Process as a Service (BPaaS)) - Business Process-as-Service (BPaaS) refers 
to any business process within the cloud technology model (self-service provision, elas-
tic scaling and measurement consumption or pricing, processing of wages or human 
resources) accessed through the Internet through web-based interfaces and using web-
based cloud architecture.

• Desktop as a Service (DaaS) - Desktop-like-service (DaaS) is also known as a virtual 
desktop or desktop rental and is a transformation of desktops in a cloud service. There 
are two main categories of DaaS - those based on local performance and those using 
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centralized (remote) performance. For the time being, there is only one form of DaaS, 
within a category of local performance, and this is the approach of MokaFive. Some-
times this model is called a cloud-based desktop because it’s the true essence of the ser-
vice - virtual desktops stored in the cloud (from MokaFive) and downloaded on-demand 
on the computers of users where they work at local level. Currently, DaaS is executed 
locally by storing and downloading on request from the cloud, which somewhat differ-
entiates this service from the typical cloud services where all processes are performed 
in the cloud.

• Testing as a Service (TaaS) – the purpose of this model is to enable organizations to car-
ry out proof-of-concept tests before deciding whether to change the current infrastruc-
ture with clouds such as using emulators such as iTrinegy. This service allows custom-
ers to monitor the impact of important network factors such as packet loss, bandwidth, 
latency, and response time as conditions for making better decisions.

• Management as a Service (MaaS) – Management as a Service is an on-demand ser-
vice that provides the ability to manage one or more cloud services such as topology, 
resource usage, virtualization and management of accessibility (uptime). The Cloud 
Management Platform CMP contains a set of tools for business and operational man-
agement. MaaS enables customers to manage their cloud services from each category 
in self-service mode.

• Security-as-Service (SecaaS)) – Security as a Service refers to the delivery of secure 
platforms and applications to customers on demand. If security is entirely under the 
control of the vendor, customers will feel the lack of control over their personal data.

The most common application is Cloud Services SaaS (as 70% of the time), Infrastruc-
ture-like-Service-IaaS and PaaS-as-Service.

An example of implementing a cloud service like SaaS-like service is the realization of the idea 
of   better business process management in Dertour Bulgaria. Dertour Bulgaria is the official 
representative for Bulgaria, Macedonia and Albania of DER Touristik - one of the leading tour 
operators in Europe. The company offers a huge range of products, both in the field of individual 
and package travel - over 25,000 hotels worldwide, about 240 airlines, 80 cruise companies, 30 
rental companies and more.

Dertour Bulgaria [9] was founded in 2006 to introduce and develop DER Touristik’s products 
on the Bulgarian tourist market, where the company’s products are sold by more than 100 travel 
agencies and many of them are also available online. In 2013, Dertour Bulgaria switches to cloud 
services using the MS Office 365 software. The idea for a change in the infrastructure of Dertour 
Bulgaria is due to the problems the company has in its previous way of working - a local mail 
server with configured POP3 accounts on client computers, where emails are constantly being 
lost. Until the product was deployed, several employees had used a common email client to con-
tact, which made tracking difficult, including the responses sent. Among the main drawbacks of 
the old model of work is the frequent interruption of power and Internet service by the provider 
for a longer period of time, which also stops receiving mail, since when a local server is turned 
off, there is no service to accept the letter, and returns to the sender with an error. After the im-
plementation of the cloud service in the tour operator, the use of the so- categorization in general 
posts between employees. Each employee has their own category, which marks the letter when it 
begins to work on it. Any other employee who works with this mail sees the category and assumes 
the next task. This makes it easy to see who worked on the ticket application, for example, and 
the subsequent correspondence. It also provides the ability to note the status of a particular task 
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and this is visible to all employees, so the manager is aware of which email is currently being 
processed and by whom. Until the cloud service was introduced for the purpose of collaborative 
work, employees were required to gather at the end of the working day to discuss the status of 
all received messages and to update the extent of their processing. Managing the process is also 
facilitated by the ability of employees to access mobile devices across all popular platforms - iOS, 
Blackberry, Android, Windows Mobile 8. In addition, two-way synchronization between contacts 
and a calendar is made that allows employees to have everything they need to do their business 
both from the tour operator’s office and from the various tourist sites during a trip or other mobil-
ity. Through the cloud structure, employees also have corporate OneDrive, or so-called. „Compa-
ny’s cloudy flash”. This is a space for uploading information to each user that some employees can 
access if the sharing function is used. This helps with daily work with files to be sent, processed 
by different devices, etc., and synchronization with the user’s computer is currently taking place.

This infrastructure creates many upgrade capabilities, including the implementation of Share-
point, which in the broadest sense means a corporate website. Only tour operator employees 
have access to it and they can only have the published information (without access by travel 
agents). This creates convenience for long-term projects related to the planning and organiza-
tion of a tourist trip, which in general can last from a few weeks to a year or two, and in which 
a large number of employees are involved. The solution provides the opportunity to introduce 
much of the business information for contractors (agents, transport companies, hotels, etc.) to 
which all or parts of employees should have access by setting different levels of access.

Site information is derived from DER Touristik’s reservation system, which allows you to check the 
price and availability of tens of thousands of hotels worldwide, and the whole process is fully auto-
mated. In its daily work, the company also relies heavily on an ERP system that provides the link 
between bookings and accounting. It also has a CRM module that provides easy database operation.

On the Bulgarian market, software products related to pricing are already available as part of 
business management systems. Typically, this is a sales product module that is used for flexible 
pricing and pricing for tourism products by tour operators. The tool allows you to automatically 
calculate prices by a given formula, individual pricing method for each product group individ-
ually, as well as a pre-betting cost of product acquisition and planned profit. For example, the 
pricing of the product group, which includes package bus breaks or charter schedules, can be 
done much faster as it allows processing multiple price lists at the same time (at different hotels 
or airlines). Each price list in the company can be managed individually, and managers can di-
rectly compare the current price with the new one derived from pricing. In addition, the ability 
to set types of acquisition costs and margins is also provided.

One of the most widespread applications of SaaS cloud systems in tour operator and tour agent 
activity are reservation systems. A large number of Bulgarian travel agencies use reservation sys-
tems that are entirely dedicated to domestic and foreign tourism and which offer the opportunity 
to reduce customer processing time by up to 60%, as well as to analyse business processes [10].

The main advantages of this type of system are related to:
• Automatic contract generation, voucher, query, confirmation, documents can be print-

ed, generated in PDF and sent via email directly from the system.
• Automatically generate a hotel reservation, a transport company, and more.
• Introduction of more services of one type (hotel accommodation, transport, transfer, 

etc.) by generating one contract and the necessary number of vouchers to it.
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• Issuance of invoices, cancellations, credit notifications by automatic generation and 
numbering of documents.

• Track revenue payments by tracking individual bookings, tracking reports for groups, 
booking by periods, and more.

• Track payment charges by tracking the amounts due on services and reservations, as 
well as amounts due and paid by suppliers.

• Management of cash registers and bank accounts through accounting tracking of ac-
counts, automatic generation of a daily cash register and review of account balances.

• Total cost management by tracking and analysing costs such as rents, insurance, utili-
ties, and more.

• Sales management through sales trend analysis, cash flow analysis, product factor anal-
ysis, balance analysis.

• Automatically generate lists - a mailing list, shipping lists, and more.
• Client database management through quick reviews and easy entry.
• Database management with vendors and corporate clients through quick reviews and 

easy entry.

5. CONCLUSION

In conclusion, it can be pointed out that a complicated and dynamic business medium, where 
modern tour operators are forced to work, demands that they apply different methods and ap-
proaches to increasing their competitiveness. The complicity is determined by the quantity and 
the similarity of the factors influencing the external medium. The dynamic originates from the 
fast pace of changes in the medium, regardless of how stable it is. The complicity and dynamics 
determine the specific approach to organizing the activity of the tour operator and the peculiar-
ities of its management.

Tourism organizations and, in particular, travel agencies have always been active participants 
in the deployment of innovative technologies, including global information systems. Modern 
achievements in the field of telecommunications, networking, creation and processing of data-
bases provide new opportunities for their development. Practice shows that implementing dif-
ferent IT systems in travel agencies not only improves their business processes but also reduces 
costs by helping to achieve the company’s most fundamental goal, namely profit.

The role and importance of modern information systems are strategically important for the 
development of travel agencies in the dynamically changing external environment in which 
they operate. They allow optimizing and, in many cases, automate the information processes in 
the activity of travel agencies, which helps to redistribute resources to manage the creative and 
intellectual processes related to the production of tourist product (packages, excursion routes, 
etc.) and its sale. Cloud systems are an up-to-date and promising tool for developing corporate 
connections between tour operators, tour operators and tourism service providers in managing 
information during travel trips.
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Abstract: Nowadays, the image plays a crucial role in attracting tourists and foreign investments, 
placing products on foreign markets, obtaining organization rights for cultural and sporting events, 
gaining respect in international relations, and imposing their own values. It is often fundamentally 
based only on impression, superficial experience, often wrong information, especially when speaking of 
regions or countries. Tourists are more and more having greater expectations from the sites they visit, 
and their expectations often go beyond mere sightseeing or relaxation. The focus is not on one offer 
anymore, but they expect and demand more. Destinations, apart from historical offer, often provide a 
wide range of various products and services: traditional products, national music, premium drinks, etc. 
Offering such content ensures sufficient income to the local community, and thus, long-term existence. 
Registering geographical indication “Čigota” for provision of health and tourism services represents 
the first geographical indication for service in the world. An increase in the number of tourists not 
only benefits the development of the region through developing infrastructure, increase of housing 
capacities and construction of suitable roads, but also the increase in GDP. Higher incomes lead to 
improvement of working conditions and life in the countryside, development of infrastructure (roads, 
water supply, schools, health services, children’s institutions, cultural centers), development of rural 
tourism, domestic work and other activities.

Keywords: tourist potential, creating a brand, geographical indications, first geographical indication 
for service in the world.

1. INTRODUCTION 

Once, the offer that was available to consumers was limited, and only in certain catego-
ries the offer was a little bit wider. Demographical, economic, social and other changes, 
hand in hand with incomparable improvements in the field of transport and telecom-

munications, have exponentially increased the offer in all spheres of supply. Tourists are not 
anymore choosing between a selected and expected few destinations. From the mid-twentieth 
century, up until today, the number of tourist visits has increased multiple times, from 25 mil-
lion to over one billion [29]. The World Tourist Organization predicts that the number of inter-
national tourists will reach 1,6 billion by 2020 [22]. This has also caused a strong increase in 
tourist sectors, within which the number of tourist destinations are on an ever-increasing rise. 
Such competition between tourist destination has led to market segmentation, where tourist des-
tinations tend to attract the highest number of tourists possible through different strategies for 
designing and implementing marketing programs. The difference between the offered choices 
does not make up for what the place itself has to offer, but the way people perceive it. Accord-
ingly, destinations must put in some effort, time and funding into branding activities in order to 
be competitive [15]. Branding is not a goal itself, but should contain the creation strategy that 
will, in the end, be useful for the citizens.

1 Faculty of Law, Union University, Belgrade, Serbia
2 Alfa BK University, Belgrade, Serbia
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Table 1. The number of international tourists that has increased by 6% in comparison to 2017. 
Sources of data: UNWTO (2018)

Tourism has become a key sector for economic development and creating jobs in the world. The 
importance of this economic branches we can also see through the fact that tourism generates 
almost 10% of the world’s total GDP [27].

2. BRANDING TOURIST DESTINATIONS 

Branding tourist destinations demands more than creating graphs and conducting research. It 
includes much more than logos, mottos, marketing campaigns, public relations... [15]. It is the 
branding of a live community that is impacted by numerous variable political, sociological, 
economic and other factors.

Brand is a phenomenon of the contemporary society. Consumers are less and less buying a prod-
uct, and more and more buying a brand. Brands help people in making decisions, and thanks to 
them, companies manage to survive in the sea of numerous competitions. However, in order to 
create a successful brand, one must have much time or a lot of money, and most often – both.

Identity of a tourist destination is created in the public on three levels: national, regional and 
local, through creation and maintenance of associations. Associations are created through per-
sonal projections, in order to create a wished perception by the target market. Material (mon-
uments, art, buildings, etc.) and intangible heritage (customs, folklore, handicrafts, etc.) are 
factors that provide a certain place with unique and real identity. They enable the creation of 
recognizable identity, but are also the source of inspiration and new experience for tourists that 
seek authenticity.

Even though the idea of a brand started forming with the emergence of mass industrial produc-
tion, its essence has been known for 5000 years already, and thus, one must ask, why do we 
give it so much attention? The enormous possibility of choice when shopping and the wealth 
of information have made the olden manners of estimating goods non-functional. Comparing 
features and benefits of the goods by comparing products does not provide satisfying results 
anymore. The progress in production has made the differences in the quality of products unim-
portant, and the state thus worsened by numerous copying of successful products. Even though 
a brand is, first of all, perceived as an economic category, it is, in its essence, a communicational 
phenomenon [19].
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Above all, it expresses the relation between the consumer and a brand [11]. A brand is worth as 
much as the consumers perceive it as worthy by their feelings when facing an offer. It refers to 
the identity of the product and its differentiation in comparison to competitors’ products. The 
differences might be numerous, but, in terms of a brand, only differences that are perceived as 
significant and desirable by the customer are actually important.

According to Anholt, branding is a process of projecting, planning and placement of the name 
and the identity of a product, service or an organization, in order to construct and manage its 
reputation [3].

Numerous authors often confuse the terms “branding” and “advertising”, even though they do 
not represent the same process. Branding is a significant tool of comparative advantage and eco-
nomic competition. Advertising is an important tool for communicating the message of a brand, 
but, still, represent only one part of branding.

The customers are more and more realizing that products and services have become very simi-
lar, even identical, and thus are usually differentiated only by the nuances in price.

How to make a different, unique brand? A strong brand implies the existence of a clear and pos-
itive image that stresses the specificities of a territory, not only in the sense of tourist attractions, 
natural beauty, but also in the sense of culture and history of the said region, hospitability and 
character of the host [23].

Creating a strong brand on the market through the process of branding is a goal of many organiza-
tions, given that it provides numerous benefits for companies, including lesser sensibility to com-
petitive marketing actions, higher margins, as well as the possibility of extending the said brand.

Branding destinations has a wider social significance, since its positive construction has a strong 
influence on building up potential of countries and regions in which they are located, as well as 
on its citizens, institutions, business, image and reputation [1].

3. BRANDING REGIONS, COUNTRIES AND TOURIST DESTINATIONS 

Even though the image of a site is created in a very complex way, it is often basically funded on 
the mere impression, superficial experience, often wrong information, especially when speak-
ing of regions and countries. This applies to almost everything, whether we are speaking of 
consumers, tourists or decision-makers. Nowadays, the image plays a crucial role in attracting 
tourists and foreign investments, placing products on foreign markets, obtaining organization 
rights for cultural and sporting events, gaining respect in international relations, and imposing 
their own values. It is often fundamentally based only on impression, superficial experience, 
often wrong information, especially when speaking of regions or countries [19].

Many global branding campaigns has, in its initial phases, the task of, first of all, creating a 
perception of the country from which the brand originates, and only the second phase included 
introduction of customers to the brand [19].

The influence on the way tourists understand, perceive, see and grade a certain region, coun-
try or a tourist destination is created through numerous factors. This multilayered subjective 
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feeling emerges as a consequence of numerous factors, but it is noticeable that, due to pressure 
caused by globalization, an increasing number of people wishes exactly to withdraw from the 
contemporary life. Cultural heritage and empathy with the destination and its values might pre-
vail over five-star hotel offers, sterile and edited content.

Tourists are having increasingly greater expectations from the sites they visit, and their expec-
tations surpass the mere tourist sightseeing and vacation. Traditional concept of a tourist des-
tination as a tourist site, within which the destinations are equaled with the cities and sites, are 
more and more being replaced by a modern concept that refers to the organized and recogniza-
ble tourist space in which tourists, apart from housing capacities, are provided with a variety of 
content that will most likely appeal to them, and then prolong their stay [25].

The focus is not on one offer anymore, but they expect and demand more. Destinations, apart 
from historical offer, often offer a wide range of various products and services: traditional prod-
ucts, national music, premium drinks, etc. Offering such content ensures sufficient income to 
the local community, and thus, their long-term existence.

Tourism workers are more and more blending offers from a wide variety of gravitational region of 
the tourist place in order to satisfy the increasingly complex needs of the tourists through their con-
tent [24]. Capacity of tourist offers does not reflect anymore only on the number of beds, the proxim-
ity of cities and roads, the length of beaches, ski centers, etc. Capacity is nowadays a complex offer 
that might attract tourists and prolong their stay in the wished destinations for as long as possible.

Tourism is an economic branch that directly involves a large number of different activities [28]. 
The modern concept of managing a tourist destination requires a qualitative analysis of relevant 
factors [27]. By combining elements of the tourist offer of the entire gravitational region, one 
or more tourist products permeated by all the elements together in a unified destination offer 
might be created [16].

Tourist offer of rural regions is most often complex, since it is not enough to offer only preserved 
nature, fresh air, peace and quiet to a wider circle of tourists. They are unlike sea or mountain desti-
nations, where the offer is to a great extent based on the central resource – the sea or ski tracks, that 
are the main carriers of the offers of such destinations and where tourists, optionally and depending 
on their personal interest, opt for additional content. In order to attract more tourists and fulfill their 
needs, tourist offers of rural regions are often a complex combination of many different offers: sport 
– recreational (walking, cycling, running, mountain climbing, horseback riding), wine (visiting vine 
roads or individual producers and their wine cellars), gastronomic (consuming specialties prepared 
in a traditional way or visiting gastronomic manifestations: “Roštiljijada” (en. Barbecue Festival), 
“Kupusijada” (en. Cabbage Specialties Festival), “Slaninijada” (en. Bacon Festival), “Festival du-
van čvaraka” (en. Duvan Čvarci Festival), etc.), health (staying at hospitals with thermo-mineral 
springs, healing mud), - ecotourism (staying in capacities that do not distort the appearance and the 
cleanliness of the environment and sources of renewable energy, birdwatching, enjoying pleasant 
sceneries, wild plants and animals), adventurist-adrenaline (alpine climbing, mountain biking, ac-
robatic skiing, gliding), camping (accommodation and stay in campsites), cultural tradition (visiting 
cultural monuments, galleries, cultural manifestations), religious (visiting religious sanctuaries, re-
ligious manifestations), hunting and fishing (hunting, falconry, photo-hunting), educational (excur-
sions with pedagogical and teaching values), nautical (accommodation and stay of tourists on a ship 
or other floating object), residential (occasional stay during the weekend, holiday or vacation in your 
own buildings - cottages and similar), nostalgic (sentimental visit to rural regions) [10].
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We have especially highlighted the importance of tourism and geographical indications for 
rural areas due to the decades-long trend of depopulation and the lagging behind in the devel-
opment of rural areas.

The wealth of local culture and natural beauty is the criterion towards which millions of tourists 
are striving for. Strengthening local or regional brand has a significant role also when speaking 
of attracting foreign investments; by strengthening a brand, the possibilities for attracting direct 
foreign investments are increasing [13].

Geographical indications give a strong seal (for example, Swiss watches and chocolate, German 
cars, etc.), they are created through a perennial existence of successful brands in certain brand, 
all originating from the same region, subliming them into regional or national symbols. Form-
ing a reputation requires a long period of time, and this is one of the reasons of its high value. 
Reputation is an essential element of every product or a service of the geographical indication 
of origin, and thus the power of geographical indications as the right to mark a product with 
them is very valuable.

4. GEOGRAPHICAL INDICATIONS OF ORIGIN 

The idea of a destination is created on the basis of its geography, history, culture and other 
significant peculiarities of the broader or wider region in which it is located. Among numerous 
mediators of effect that transmit this message, geographical indications of origin have a special 
role [15].

Marking geographical origin is rooted even in the earliest periods of human civilization, which 
is testified by the records on wines from Nicosia and Sicilian honey from the fourth century. 
The tradition of differentiating products that owe their specialties to the specific environment 
from which they originate and which gives them specific characteristics, and thus reputation 
and renown as well, is thousands of years old [18].

The reputation acquired with the help of these natural conditions (climate and other geographi-
cal characteristics), as well as the efforts of numerous generations of people residing in the said 
region, are the factors that provide products from certain regions with a greater competitive 
advantage in comparison to the same or similar types of products that are being produced under 
different geographical conditions and by other producers [14].

Products containing the geographical indication of origin are products that differ from other, 
similar products thanks to their local identity and characteristics. They are used for identifying 
specific products, such as products originating from a certain country, region or a site, in which 
cases that special quality, reputation or other characteristics of the goods might be essentially 
attributed to their geographical origin [17].

Special natural conditions and years of experience of people residing in a certain geographical 
region create, in the minds of consumers, an impression that certain products originating from 
certain environment contain specific characteristics and special quality that are, as the time 
passes by, being accepted as a part of the identity of a certain region [12].
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Jurisdiction in the field of protection of geographical indications of origins, since 1981, belongs 
to the Intellectual Property Office. Until today, 77 geographic indications of origin were reg-
istered with the Intellectual Property Office. Among 59 traditionally Serbian products that are 
protected with the geographical indication of origin are: carpet from Pirot, barbecue from Lesk-
ovac, Duvan Čvarci from Valjevo, homemade ajvar from Leskovac, etc. We also have the first 
protected geographical indication of origin for a service in the entire world.

“A product of a small value can be created by anyone and everywhere. When you have the 
knowledge that nobody can access – it’s a dynamite” [2]. Combination of special knowledge that 
is necessary for creating products of exquisite features, in synergy with the region in which they 
have been produced for centuries – provide certain products with special reputation.

Special national resources and years of experience of people residing in the certain region create, in 
the minds of consumers, an impression that certain products originating from a specific region have 
specific features and especially valued quality. A reputation gained thanks to these natural circum-
stances (region and other geographic characteristics), as well as efforts of numerous generations of 
people from a certain region are factors that provide products originating from certain regions with 
a far greater advantage in comparison to the same or similar type of products that are produced 
under different geographical conditions and by other producers. Even though the bigger number of 
products are created through the previously-mentioned symbiosis of natural and human factor, pro-
viding in such a way is a special quality. Still, in the case of certain products, the decisive role lays 
within the human factor, traditional way of creating a certain product, typical for a certain region, 
obtained thanks to the mutual efforts of numerous generations. But still, for certain products, nat-
ural factors expressed through special features of the pedologic composition of the land or climate 
conditions in a certain region has a decisive significance for the quality of the certain product.

It is almost certain that there is no wider circle of consumers who will decide to buy Italian 
whiskey instead of Scottish whiskey, and especially the reverse, Scottish olive oil. Apart from 
numerous reasons that provide an explanation for the stated examples only through historical 
analysis of branding of Scottish whiskey, its qualitative features expressed through reasons for 
determined geographical indications of origin state the following: Scottish whiskey owes its 
special characteristics to natural features of the local water and land, as well as to the inherited 
knowledge of the ones distilling it. Thus, no matter the effort and knowledge, Italian or Japanese 
producers of whiskey cannot make the whiskey as the one originating from Scotland [19].

Image 1. http://www.wipo.int/edocs/mdocs [21]
Apart from functional value, geographical indications of origin also have a great emotional val-
ue, and thus enable a far better management of brands through the experience of users via mes-
sages sublimed in them. Products and services that are protected by geographical indications of 
origin are produced in a traditional way, and thus help preserving the environment. 
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4.1. Economic significance of geographical indications of origin 

Tourism implies direct or indirect job postings, encourages exporting domestic products, im-
pacts the increase of the income tax, etc. [15]. The competition that rules tourist destinations 
on the market is increasingly intense, which was affected by a vast supply and transparency of 
prices [8].

The number of visitors thinking locally and not globally, in which case authenticity is of a vital 
significance, is strongly increasing. It stresses the difference between monotonous and unique 
[7]. Institute of Geographical Indications of Origin is a guarantee of quality and authenticity of 
goods and services.

The significance of geographical indications of origin is nowadays financially more significant 
and greater than ever. Their significance for the region from which they originate is not only 
reflected in the direct economic development expressed in cash inflows generated by direct sale 
of products marked with a geographical indication of origin, but also in immediate benefits that 
the said region gains by the power of the geographical indication of origin. Geographical indica-
tions of origin bring glory to certain regions. An average consumer, apart from Champagne and 
Bordeaux, might know of only several other provinces in France. And a small place in the heart 
of the province La Charente called Cognac would be known to a significantly smaller number 
of people if not for the famous brandy originating from the said region.3

Products that carry the label of the protected geographical origin in the European union reach 
the prices that are higher, an average between 10 and 230% (of wines), in comparison to prod-
ucts that do not carry the said label. In France, cheese that carry the label of protected geograph-
ical origin has a higher price of almost two euros in comparison to other, similar cheese, without 
the label. Thus, this results in an increase of prices of other factors in the production chain, and 
thus the purchase price for milk intended for production of the famous French cheese Beaufort 
was 0,57 euros, which is 90% higher than the price of raw milk, which is 0,30 euros [14].

Majority of geographical indications originate from poorly developed or undeveloped rural re-
gions. Revitalization of rural regions and enabling their sustainable future through retention of 
jobs or opening new job posts is most often based on traditional products and services that are 
easily placed and sold thanks to geographical indications. Traditional forms of production help 
preserving the nature, as well as preserving rural crafts as tourist attractions.

A wide range of actors acting together in the area of one destination in the field of tourism (ac-
commodation, transport, food, market, attractions, etc.) send different messages about this place 
by its variety of activities. Building a good image and strong tourist brand should be based on 
the creation of awareness of that place, and thus presentation of its identity and values in a way 
that would awaken a desire within a tourist to visit this place. A message to customers regarding 
uniqueness and authenticity might best be sent locally or regionally.

3 Every cognac is a brandy, but not every brandy is a cognac. Label „Cognac“ can be carried only by wine 
distilate produced in La Charente province. The grapes from which a cognac is produced are quite sour and 
such of a taste that it is neither edible nor suitable for production of quality wine. From the sour grapes, a 
famous drink is created, glorifying France all over the world.
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4.2.  First registered geographical indications of origin for services 

By recognizing a high reputation built by the Special hospital for thyroid gland diseases and 
metabolic diseases Zlatibor - Čigota, with more than 50 years of tradition, Intellectual Property 
Office made a decision on March 31, 2017, and thus registered the first geographical indication 
of origin for services in the world.

Registration of geographical indication “Čigota” for providing health and tourist services rep-
resents a significant shift in the perception of geographical indications and their possibilities, 
especially from the perspective of registering other tourist destinations that have the necessary 
high reputation, special quality or other characteristics gained thanks to geographical indication 
of origin [6].

Zlatibor is a Nature park, a protected area of exceptional importance, where, especially in the 
area of the mountain pass Čigota, under the mountain peak carrying the same name, flora and 
fauna benefit the decades-long successful recovery, treatment and vacation of thousands of vis-
itors. As in the cases of products with a registered geographical indication of origin where a 
natural factor (pedologic composition of the soil, climate conditions, water, etc.) has a decisive 
significance for the quality of a certain product [5], for the specialized health resort “Čigota”, 
apart from having a special rehabilitation program, the extremely favorable conditions in Zlat-
ibor are especially significant for the treatment of thyroid gland diseases and obesity problems.

Registration of geographical indication of origin “Čigota” will definitely benefit the strengthen-
ing of the tourist offer of the western Serbia, but the entire country as well. Not only due to the 
uniqueness of the first registration of service in the entire world, but also for all the other ben-
efits that geographical indications of origin carry along. Potential of “Čigota” clearly surpasses 
rehabilitation and tourism frameworks, since the complex offer of Zlatibor (reservation “Forest 
Park”, three Black pines, nature monument “Stopića Cave”, nature monument – Old village in 
Sirogojno), hand in hand with the local gastronomic offer, might act as an engine of progress for 
the entire western Serbia. 

5. CONCLUSION 

Branding is of an exceptional importance when speaking of tourism, since service users pick 
a destination that is in accordance with their needs, values and their lifestyle. Consumers are 
loyal to brands, which decreases the risk present when purchasing services characterized by 
intangibility [4].

An increasing number of customers is willing to pay extra value for products that feature spec-
ificity expressed through national and regional identities.

The issue of strengthening tourist potentials, especially in poorly developed and rural areas, is 
of a special significance. Among other things, it is determined that migration movements (espe-
cially from smaller communities to larger ones) are highly correlated with the development of 
the area and the amount of GVA per capita. The increase of tourists definitely contributes not 
only to the development of the area, but also the increase of housing capacities and construction 
of suitable roads and increase of GVA. It is increased through the number of new job posts in 
the field of tourism and support activities. An important factor in the tourist offer of such areas 
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are products based on the characteristics of space and people’s experiences. Contemporary cus-
tomers are growing more and more accustomed to appreciating more autochthonous products 
produced usually in rural areas [20], and are willing to pay even a higher price for such prod-
ucts and services, and it’s exactly in undeveloped and poorly developed areas that such local 
characteristics are best preserved. Higher incomes lead to improvement of working conditions 
and life in the countryside, development of infrastructure (roads, water supply, schools, health 
services, children’s institutions, cultural centers), development of rural tourism, home craft and 
other activities.

Given that the system of geographical indications is recognized on all meridians as a guarantee 
for special features and qualities conditioned by the areas from which they originate, contem-
porary consumers know how to recognize products and services resulting from the effort of 
numerous generations of people residing in a certain region. Those are the factors that provide 
products originating from certain areas with an advantage on the market in comparison to the 
same or similar types of products that are produced under different geographical conditions and 
by different producers [14].

Even though branding of tourist destinations is conditioned by specificities of a tourist destina-
tion, creating a brand is best done through highlighting the authenticity. Our country has a rich 
cultural heritage, preserved natural beauty, traditional products and authentic services. 

Consumers, buried in the sea of commercials on a daily basis, are less and less trusting their 
credibility. The guarantee that a certain product labeled with the geographical indication of 
origin has a special quality and characteristics conditioned by geographical characteristics is 
most often confirmed through a decades-long tradition of production. As a consequence, geo-
graphical indications of origin nowadays represent a powerful propaganda factor for economy 
and tourism of every country.

The aim of this paper is to point out the impact that branding has on tourism potential, not 
through direct marketing activities, but through the complex prism of the branding process. A 
special accent is given to geographical indications of origin due to their strength and impacts 
on consumers.

According to the methodological nature, a systemic non-experimental research was carried out, 
which implies a contemplative (thoughtful observation, thinking) relation to the problem being 
studied. The study has provided an analysis of different phenomena in relation to time, i.e. the 
analysis of the impact of regional and national branding in the tourist sites.

From the explicit research methods (interpretation of the presentation and exposure of matter), 
the bibliographic - speculative method was used. This method involves collecting, analyzing 
and interpreting data primarily by theoretical and connotative method, with relevant biblio-
graphic units (books, textbooks, magazines, etc.).
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Abstract: Smart tourism destinations are created with the implementation of the Smart City concept. 
This concept is getting stronger because projections show that about 66% of the world population will 
live in an urban environment by 2050. The Smart Cities around the globe have already implemented 
strategies for the development of smart tourism or their implementations are in progress. The goal of 
this paper is to study key factors of the successful smart city technologies with a primary focus on Open 
data to the development of smart tourism destinations through the analysis of more than 10 smart cities 
that represent leaders in the smart tourism. 
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1. INTRODUCTION

Smart cities represent urban environments that attempt to use modern ICT (Information 
Communication technologies) such as Open Data, Internet of Things - IoT, Blockchain 
technologies, augmented reality, BigData and another state of the art ICT technologies in 

order to optimize and increase the efficiency of resources and urban environmental manage-
ment. Application of these technologies aims for the increase of the competitive advantage of 
the cities that are using them in order to attract investments, an increase of the quality of life 
for the inhabitants and optimization of the resource allocation. The Smart Cities development 
consecutive lead to the development of the smart tourism destinations. The definition of „Smart 
Tourism“ is first established in the first meeting of the „Tourism Resilience Committee of the 
UN World Tourism Organization” in the year 2009th as a concept that should „address the 
important questions such as ethics, sustainability and the quality of the service chain and to 
provide short-term response to the economic crisis as well as to provide long-term sustainable 
economic development“.

Smart tourism is tourism based on the application of modern ICT. It is important to note that 
there is no clear definition and agreement on the term smart tourism destination“ in the scien-
tific literature. Because of the lack of the definition and established methodology frameworks, 
it is hard to subject to scientific analysis and critique. The majority of the scientific papers on 
this subject are in the form of case studies (Bakici et al. 2013; Wang et al. 2013.) or in the form 
of the isolated technology achievements and applications (e.g. Huang and Chen 2015; Boes et 
al. 2015) [1]. With the further development of the Smart cities and expansion of the cities that 
are the leaders in the smart tourism which are renowned as the „smart tourism destination“ a 
possibility for the analysis of the contemporary smart tourism leaders arises. With the careful 
and scientific study of the cities that are highly ranked in the smart city indexes and the cities 
that are perceived as leaders in the smart tourism destinations, a correlation between their strat-
egies and operative actions and the sustainable smart tourism development can be established. 
The scientific analysis can be used to establish a pattern of actions/policies that contribute to the 
1 University of Novi Sad, Faculty of Economics Subotica, Segedinski put 9-11, Subotica, Serbia
2 JKP Informatika Novi Sad, Bulevar cara Lazara 3, Novi Sad, Serbia
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smart tourism development in order to establish a methodology and a framework for the devel-
opment of the smart tourism. The analysis of the cities that represent leaders in the development 
of smart tourism has to be holistic because it is hard or even impossible to isolate a single area 
of the effect from others. Further study should include multicriteria analysis in order to establish 
the strength and the impact of the individual factors. This study is deemed as justified because 
it should join the isolated case studies and individual technology application study into an at-
tempt to establish a framework and the methodology for the sustainable development of smart 
tourism. The authors of this paper think that it is justified to create a methodology framework 
for comparison of the smart city achievements in the field of smart tourism development. The 
narrower focus of the paper within such a broad context is the analysis of the data gathering, 
storing and public disclosure of the data in the form of the open data in order to provide the 
foundation for the development of the tourism and tourism-related web applications. The sys-
tematic analysis of the number and the nature of the smart tourism web applications created in/
for the cities that are perceived as the leaders in the smart tourism this paper attempts to show 
the correlation of the technology used in/by the smart cities and the development of the smart 
tourism. The clear conceptualization of this practice could lead to the further establishment of 
the decision support systems, indices of destination success, and destination strategy simulation 
models for both smart cities and countries and regions alike.

2. THE SUSTAINABLE TOURISM DEVELOPMENT

The predominant view of the scientific community is that the tourism industry has a long way to 
go in order to achieve sustainable development. There is a various interpretation of the reasons 
for the slow progress toward the sustainability, however, it may be concluded that the actors in 
the tourism sector purse sustainability only to meet the regulatory demands and not because of 
the market reasons. Further development of the sustainable tourism should include the role of 
tourism in the expansion of protected areas; improvement in environmental accounting tech-
niques; and the effects of individual perceptions of responsibility in addressing climate change. 
There are over 7000 relevant publications on the subject of sustainable tourism development but 
rare, very few attempt to evaluate the entire global tourism sector in terms which reflect global 
research in sustainable development. 

A study reviewed the mainstream tourism sector worldwide, in five categories: population, 
peace, prosperity, pollution and protection and concluded that: “The industry is not yet close 
to sustainability. The main driver for improvement is regulation rather than market measures. 
Some tourism advocates still use political approaches to avoid environmental restrictions, and 
to gain access to public natural resources” [2].

A number of articles are so-called “green tourism” or ecotourism which is only to some uncer-
tain degree synonym with sustainable tourism. Sustainable tourism and ecotourism are similar 
concepts and share many of the same principles, but sustainable tourism is broader; it covers 
wide variety types of travel and destinations, from luxury hotels to backpacking and bustling 
cities to remote rainforests. Ecotourism is defined by the International Ecotourism Society as: 
“responsible travel to natural areas that conserves the environment and improves the welfare of 
local people.” The key principles of ecotourism include minimizing impact, protecting biodi-
versity, building environmental awareness, and respecting local culture. Typically, the primary 
attractions for ecotourists are flora, fauna, and cultural heritage. Sustainable tourism business-
es support environmental conservation, social development, and local economies. Examples 
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of sustainable business practices include conserving water and energy, supporting community 
conservation projects, recycling and treating wastes, hiring staff from the local community, 
paying them just wages and providing training, and sourcing locally-produced products for 
restaurants and gift shops. Sustainable tourism businesses take concrete actions to enhance the 
well-being of local communities and make positive contributions to the conservation of natural 
and cultural heritage. In doing so, they often cut down on their own costs and preserve the lon-
gevity of their businesses in addition to attracting responsible travelers. In order for sustainable 
tourism to thrive, it has to be profitable for business owners [3]. Some papers argue that sustain-
able tourism development pay more attention to the ecological and economic aspects than the 
socio-cultural aspect and that true sustainability achievement can be accomplished through the 
community involvement rather than the application of the technology. “Sustainable tourism has 
traditionally given more focus to aspects related to the environment and economic development 
and that more focus should be given to community involvement“ [4].

2.1. Smart city technologies relevant to sustainable tourism development

Through the literature 6 key technologies called the pillars of Smart City development are 
agreed upon. They are summarized as:
1. Smart energy - Both residential and commercial buildings in smart cities are more effi-

cient, using less energy, and the energy used is analyzed and data collected.
2. Smart transportation - A smart city supports multi-modal transportation, smart traffic 

lights, and smart parking.
3. Smart data - The massive amounts of data collected by a smart city must be analyzed 

quickly in order to make it useful. Open data portals are one option that some cities have 
chosen in order to publish city data online so that anyone can access it and use predictive 
analytics to assess future patterns.

4. Smart infrastructure - Cities will be able to plan better with a smart city’s ability to ana-
lyze large amounts of data. This will allow for pro-active maintenance and better planning 
for future demand. Having a smart infrastructure means that a city can move forward with 
other technologies and use the data collected to make meaningful changes in future city 
plans.

5. Smart mobility - Mobility refers to both the technology and the data which travels across 
the technology. The ability to seamlessly move in and out of many different municipal and 
private systems is essential if we are to realize the promise of smart cities. Building the 
smart city will never be a project that is „finished.” Technology needs to be interoperable 
and perform to expectations regardless of who made it or when it was made.

6. Smart IoT devices - In a smart city, information will increasingly be obtained directly from 
purposefully deployed sensors or indirectly from sensors deployed for another purpose but 
which gather and share useful information. With this information, freely exchanged, com-
plex city systems can be managed in real-time and, with sufficient integration, to minimize 
unintended consequences.

These pillars or leading directions of smart city development are predominantly achieved by 
heavy utilization of the newest state of the art ICT. The way these pillars are achieved starts 
with the application of the Internet of Things IoT devices to gather a large amount of data in real 
time. This data is stored and analyzed by the application of the BigData technologies and other 
AI (Artificial intelligence) and BI (Business intelligence) tools in order to obtain information to 
be used by the city managers and the inhabitants of the city. This data is represented and public-
ly displayed in the form of the OpenData or used for nonpublic use by the city management. The 
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information can be transmitted in the form of the web application or even with the application 
of augmented reality. For the development of smart tourism, both augmented reality and various 
tourism web applications are used to feed the visitors/tourists with the additional content and 
information.

2.1.1. Internet of things (iot)

Internet of things is defined as the „self-configuring and adapting system that consists of a net-
work of sensors and smart objects that are used to interconnect things including industrial and 
everyday objects in a way that makes them intelligent, programmable and to make their inter-
action with humans easier” [3]. This sensory network is used to gather real-time data about an-
ything. These vast amounts of data are using a technology known as BigData in order to house 
and process this data in real time, and in order to provide real-time information. These smart 
sensors can be found on the roads, power lines, in the buildings, in smart apartment units, on the 
bracelets, cars, planes, bikes, etc. IoT is one of the key technologies that lead to the development 
of Smart Cities. It enables the gathering of previously unimaginable amounts of data in the real 
time. Even harder and more fantastic is the fact that IoT can be used to manage nonliving en-
tity such s environment in an intelligent manner without the human presence. This may sound 
befuddling but It has very simple and easy to use real-life applications – manage a smart street 
lights system and make it work only when someone is passing through the street, energy sav-
ing, optimize garbage collection, separate recyclable materials, enhance parking management, 
optimize vehicle traffic, etc. [6].

2.1.2. Big data

IoT sensors gather huge amounts of data that are useless by itself if they cannot be processed 
in order to derive the usable information suitable for the decision support system and adequate 
management decision making. There are 3 levels of analysis: (1) knowledge that something 
happened, (2) programming of the future events based on the data, (3) finding the best deci-
sion/answer to the perceived situation” [7]. The Big Data represents technology for storing and 
analysis of the large amounts of data. However, this technology is not sufficient, it has to be 
combined with other data sources and processing engines in order to support the development 
of smart cities [5].

2.1.3. Open data 

The OpenData concept is a growing trend of enabling public availability for predefined data-
bases in the form of data sets. Selected database parts are publicly shown on the Internet, opti-
mized for automatic processing and machine learning. The owners of these data sets show them 
and enable machine reading, storing and reproduction of the data. OpenData has especially 
developed in the government initiatives because this sector has a legislative obligation to show 
selected data sets that are in public interest. Because of the nature of OpenData, these data sets 
are suitable for use by 3rd parties for the development of the web-based applications. These 3rd 
parties use these data to derive usable information and distribute them to the end users. 

2.1.4. Augmented reality (ar)

Augmented reality (AR) is defined as ”live view on the real-world environment with the ele-
ments of the enhanced/augmented computer-generated sensory contents such as sound, graph-
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ics, or GPS data”. In the most cases, these contents are presented with help of smart devices that 
are equipped with multiple sensory devices such as camera, microphones, speakers, high-reso-
lution touchscreens, 3D screens, holographic screens, pico-projection technologies, etc. These 
technologies enable manufacturers and programmers to pack information in a clear and effec-
tive manner without the loss of visibility. Modern AR applications e.g. “iPhone World Lens” 
and “Google goggles” attracted the great attention of the public. The development of these 
applications is facilitated by the development of other technologies such as low-cost processor 
manufacturing, thin screens, the wide availability of computing hardware such as smartphones 
and tablets. Also, this technology can now be evaluated as mature, and there are no standards 
for the use of this technology. The use of this technology is not legally regulated. This technol-
ogy possesses great possibilities in the enhancement of human possibilities, but there is a sig-
nificant danger of health, safety, and other security threats [8]. The interest of this paper is only 
AR technologies that are related to tourism. AR technology went far away from the pilot and 
research projects. It now in commercial use with smartphone applications, and with augmented 
reality smart googles (on a smaller scale). It is vital to stress the technical qualities of the AR 
development with a focus on the technologies that enable the creation of augmented reality con-
tents that represent the augmented experience in the essence. Various technological limitation 
still slows down the adoption of AR technology such as high-speed internet and smartphones 
availability. The elimination of these limitations will lead to the full tourism application of these 
technologies across the globe [9].

2.1.5. Tourism web applications 

There are two segments of application use. The first is for the planning of the trip itself. People 
planning a trip often start investigations by looking for materials on the Internet. The user can 
find a large amount of information about the city and its popular tourism objects, but it takes a 
long time to select the most interesting objects and create a good plan for a visit [10]. The second 
use of tourism applications is during the stay/visit. During the stay in the Smart City, tourist 
can download applications to their smart devices that can provide additional information and 
content to enhance and facilitate their experience. 

2.1.6. Tourism and augmented reality (ar)

Current frameworks for augmented reality resulted in the creation of a substantial number of 
applications. Many of these begin as a research project but are now commercially widely availa-
ble and used by numerous users. These applications and their use is highly heterogenic which is 
a good signal for their further development. On the first look, these applications are heterogenic 
but there is a common set of properties – they are based on AR and they are built for the require-
ments of the tourism. The scientific paper that analyzed use cases for some European widely 
adopted AR tourism applications made a short review which will be shown [9].

Tuscany+, the first AR application, developed specifically for the Tuscany region by Fondazione 
Sistema Toscana, operates as a digital tourist guide. Drawing information from Internet sourc-
es, such as Wikipedia, Google Places and the region’s official portal, Tuscany+, delivers tourist 
information in Italian and English regarding accommodation, dining, the city’s nightlife and of 
course sightseeing [11].

Basel is another city with its own AR tourist guide. Having started as part of the project “Aug-
mented Reality for Basel”, it is now accessible through the Layar AR browser discussed previ-
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ously, as one of the browser’s available layers. Therefore, the application is available for iOS, 
Android OS, Symbian OS, and BlackBerry OS. It is available in English, German, French, and 
Spanish, and the content is drawn from the city of Basel’s dedicated database. The users can 
retrieve valuable information for the city of Basel and its outskirts, and more specifically re-
garding its sites, museums, restaurants, and hotels, while information for events and shopping 
centers are also available [12].

The StreetMuseum application, developed by Thumbspark Limited specifically for the needs of 
the Museum of London, offers users the chance to visualize the city of London at various points 
in history. Tourists can point the camera of their mobile phones at present-day street views and 
have historical pictures, drawn from the Museum’s vast collection, superimposed on top of their 
real view, while additional information is also available through information buttons. Street-
Museum offers also a trail functionality in which tourists can design their route beforehand and 
discover the city’s history or identify altered landscapes and important landmarks [13]. 

A different approach to AR term applications can be found in the example of „Urban Sleuth“ 
application. Developed by Urban Interactive, Urban Sleuth is designed as a real-life city ‘adven-
ture’ in which users participate with the aim to solve mysteries and carry out missions while 
traveling around the city, competing against each other or in teams. Through the application, the 
real world blends with the virtual, and the offered ‘missions’ can be designed so that participants 
can discover neighborhoods and historical monuments, among other interesting locations [14].

2.2. Sustainable development of tourism

Tourism sustainable development should be achieved with the application of the modern ICT 
and with the improvement of existing business practices. One of the proven ways of sustainable 
tourism development is the gathering and processing data obtained from the application usage 
by the tourists. 

According to Katie Briscoe, EVP of client services with MMGY Global, 35 percent of travelers 
downloaded booking applications in 2015, and 45 percent of them made a booking. In addition, 
consumer engagement on social media channels continues to climb on all fronts aside from 
LinkedIn, which is retracting. Briscoe’s research also shows that 90 percent of travelers share 
information about their trip through photos, and 75 percent of travelers share their travel expe-
riences post-trip on social media. Hotels need to get used to this idea, Briscoe said, because the 
generation coming after millennials are going to be even more difficult to nail down. Known as 
“Generation Z,” and comprising those currently aged five to 20, this generation will comprise 
40 percent of the population in five years and will be attracted to entrepreneurial endeavors. 
And while it didn’t go into the myriad possible causes, this Generation Z is expected to have an 
attention span for marketing of roughly eight seconds, down from the theorized 12 seconds pos-
sessed by millennials, presenting even more challenges. The data from this research show that 
only 10 percent of apps that are downloaded are ever used more than once, suggesting hotels 
should think twice before considering the development of another app. Even more interesting, a 
survey from MMGY found that 93 percent of travelers found human touch to be irreplaceable, 
and 90 percent of respondents desire meaningful human interaction from hotel brands [15].

The final conclusion of this research was that hotel operators take more notice to booking offers 
and lower prices in order to obtain competitive advantage compared to the nourishing quality 
service and human interaction as a factor of competitive advantage.
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Smart city technologies such as BigData, Open Data, and Augmented Reality can be used to 
gather data in order to derive meaningful information that can have a significant impact to the 
overall satisfaction of the services provided to the visitors/guests. The use of these applications 
can facilitate sustainable development of the tourism sector. Augmented reality-based applica-
tions can join people and places in new and exciting ways with the use of smartphones or VR 
goggles and provide them with additional content based on user location. These applications 
represent a segment that must not be neglected because they can provide significant improve-
ment to the over experience delivered to the end user. They can provide vital information about 
the e.g. museum, gallery, square, monument, hotel, commercial object, etc. A large number of 
cities across the world offer download of the smart applications that help tourists orient, aid their 
stay and provide them with additional information. This practice improves the experience and 
safety of the tourists. Local shop owners also benefit from these applications because they help 
them to reach potential customers in an easier way and increase their earnings. These appli-
cations are sustainable in the same way because conserver resources should be used to get the 
same effect by using the conventional methods.

2.3. Smart tourism destination

“Vital ICT components are required for the creation of the smart tourism destination: (1) Cloud 
computing, (2) IoT and (3) high-speed Internet“ [16]. Cloud computing provides availability to 
web services and information as well as data storing simultaneously. Cloud computing trans-
forms variable IT infrastructure costs into fixed costs. IoT gathers information, analysis, au-
tomatization, and control. Tracking of the tourist can show location availability, parking avail-
ability, tourist attention and spent time on certain locations can be determined, etc. The term 
Availability is used to mark the ability to download applications from the Internet to their 
tablets, smartphones, laptop or some other devices. These technologies provide the foundation 
for the development of the various tourist applications and other digital contents that fulfill the 
over tourist experience. The use of these applications transforms the tourist destination into the 
smart tourism destination [4].

3. SMART TOURISM DESTINATION AND THE SMART CITY

„Smart tourism destinations and smart cities have the same goal by the definition, both aim for 
the quality of life improvement as well as competitive increase” [17]. „During the last decade 
that marked proliferation of internet cafes, WIFI technologies, social networks, photo sharing 
sites, etc. ICT enabled sharing of content and created first interactive travelers” [18].

„From the tourism perspective ICT can contribute to the creation of the added value with si-
multaneous efficiency improvement and automatization and networking” [19]. „Smart tourism 
destination is special case of the smart cities: they apply smart city principles to rural and urban 
areas and pay attention to tourists and residents by providing them mobility, improve resource 
allocation, sustainability, and quality of life/visits” [20].

For example, Smart City (SC) is a semantic recommender and route composer system for tour-
ists. A tourist can specify his location, time of the visit and his preferences about different types 
of objects and events. Based on the created profile, the suggestion engine finds interesting ob-
jects for the given user. For each found object a score of „interestingness” is found. The objects 
that the user probably likes have a higher score and vice versa. The objects and events are or-
ganized into a timetable based on their location and time. Finally, the schedule and the trip route 
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will be presented to the user. The tourist has an option to modify the suggested objects and to 
create a more suitable timetable [10].

In the case of the smart city, the focus in the case of a smart tourism destination is on the visitor. 
Smart cities, by themselves, manage the factors that make city system develop smart tourism 
and transformation of the smart city into a smart tourism destination. This destination will 
have large competitive advantages compared to other non-smart destinations. These benefits are 
dual: quiet of service delivered to the end user and competitive advantages gained by operating 
business within the smart city itself [21].

3.1. The application of smart city technologies in the development of smart tourism

The cities in the focus of this initial research are chosen from the internet page https://easypark-
group.com/smart-cities-index/ [22] that shows the ranking of the smart cities by 19 different fac-
tors based on the methodology that was developed to facilitate comparison between the smart 
cities. Every ranking is arbitrary in its nature and despite how good the methodology was, it is 
important to stress that this is arbitrary ranking, so the goal of this paper is to show a correla-
tion between the strategy of the sustainable development in the smart cities and the strategy of 
sustainable smart tourism developments.

The cities were chosen because they are ranked as top 10 most ranked cities by the overall score 
– the cities that had the most index points on the list. The number of tourism-related projects and 
developed web applications was researched and analyzed in these top 10 ranked cities.

Rank City Projects Applications
1. Copenhagen, Denmark >5 >9
2. Singapore >2 >10
3. Stockholm, Sweden > 4 >14
4. Zurich, Switzerland >2 >20
5. Boston, United States >7 >30
6. Tokyo, Japan >2 >8
7. San Francisco, United States >7 > 50
8. Amsterdam, Netherlands >100! >20
9. Geneva, Switzerland >3 >7
10. Melbourne, Australia >3 >20

Table 1: Top 10 ranked cities

The values are in the form „more than“ because the numbers are found by the researchers and 
this paper does not claim that it has found all projects and apps; however, if we generalize that 
research has similar skills to the tourist a conclusion that average tourist will be able to find a 
similar number of applications. The number of applications was found by searching the web 
services and application download services. The number of projects represents the number of 
projects that can be related to the smart tourism that is currently being implemented in the city.

The authors of this paper find important to stress the number of ongoing projects in the city of 
Amsterdam – it is currently implementing more than 100 tourism-related projects out of 150 
total smart city projects. Also, the cities from North America show a slight lead in the number 
of developed mobile applications. When the number of developed applications is shown by the 
continent the following graphic representation can be made:
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Figure 1: Number of Smart Cities and applications by the continent  
in the top 10 ranked smart cities

The graphic representation of the application distribution shows that North American cities lead 
in the number of developed applications, followed by European cities. However, Europe has 5 
cities that contribute to a total number of applications so if we look at the average number of 
application per city per continent we see that North America cities are far superior compared to 
the European cities. 

Figure 2: The number of avg. applications per city per continent

It is important to note that by average number of applications per city Australian cities perform 
better than European and Asian cities.

4. CONCLUSION AND FURTHER STUDY

This paper attempts to review available sources related to the smart cities that consist of relevant 
scientific literature, internet sources, official strategies, and other available materials., in order 
to assess the impact of smart cities on the development of smart tourism destinations. Trough 
application of existing smart city technology cities that are ranked as leaders in the smart city 
niche encourage the development of smart tourism by applying the state of the art ICT. They 
gather the data by using BigData technologies and later use them to create smart tourism appli-
cations and augmented reality content in order to improve overall visitor experience and safety.
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Available literature has shown the correlation of the smart cities and smart tourism destinations, 
but this paper attempts to show one of the individual factors that consist that correlation. Careful 
study and determination of all major factors and a research can be created to study the impact 
of each factor in order to develop a clear methodology that can easily be transferred to strategy 
and action plan to create a smart tourism destination. Further study has to discover all the major 
factors that contribute to this correlation and relation between smart cities and smart tourism. 
Limitations of this study are that only top 10 cities were analyzed due to the amount of the effort 
required to gather the data about the single city. Therefore, a study for first 100 cities on the list 
should be conducted in order to obtain a more objective result. During the course of research, 
another thing drew the attention of the authors – the fact that the cities that are so-called „City-
States“: Dubai, Malta, and Singapore rank very high as the smart tourism destinations; also, 
only Singapore is ranked high on the 2nd place in the list that was analyzed. Dubai is in 37th po-
sition while the Malta or Valletta as its capital city is not even on the chart. The study of smart 
tourism in these city-states requires a separate study that can provide scientific conclusions in 
a more sharp manner due to the elimination of many factors that contribute to the overall smart 
tourism output.
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Abstract: Over the last two years, the advent of new technology has brought about the emergence of 
blockchain friendly cities and tourist destinations. Various cities and countries developed technolo-
gy-based solutions to serve the common good that is effective and efficient. The two cities or rather 
called city-stated that are perceived as most blockchain friendly destinations are Malta (La Valetta) 
and Singapore. These two destinations widely adopted blockchain technologies and become a hub for 
blockchain enterprises and researchers. Accordingly, blockchain tourism has emerged over the past 
two years as a subset of tourism development. Malta adopted a highly positive and simulative envi-
ronment for the blockchain based companies and attracted a significant number of business entities 
working with blockchain followed by capital investments, business people, researchers, and experts. 
The objective of this paper is to identify best practices related to Malta blockchain strategy and its rela-
tionship to the sustainable tourism development in order to identify key dimensions for the sustainable 
growth of this sort of the tourism while highlighting key resources and challenges.

Keywords: Blockchain, tourism, Blockchain legislation, cryptocurrency, sustainable development.

1. INTRODUCTION

Governments around the world have had policies as regards the acceptability or lack there-
of of cryptocurrencies. While some countries have outright banned them, few countries 
have embraced cryptocurrencies and are creating an enabling environment for them to 

flourish. The state of Malta adapted highly friendly and progressive national legislative frame-
work regarding the national position on blockchain and cryptocurrency in general. On all levels 
of government (both state and local government) initiatives to accept and endorse wide usage 
and acceptance of blockchain technologies and cryptocurrencies have been established. The 
government of Malta saw an opportunity for increased rate of development by accepting these 
technologies. It is important to note that we are actually referring to positive and progressive 
acceptance of blockchain technologies as underlying IT technology used to deliver innovative 
IT solutions and acceptance of Cryptocurrencies created by using these technologies as finan-
cial assets in the form of currency, securities, and other capital assets. These two separate uses 
of blockchain technology are used as a motor driving the change of the sustainable development 
of Malta. In order to attract companies which were followed by experts and researchers, gov-
ernment of Malta adopted legislative framework friendly toward the wide use of blockchain and 
created a fair financial view on the cryptocurrency usage followed by stimulative tax policy. 
Malta is quickly becoming a hub for digital currency activities. They have policies that greatly 
favor cryptocurrency exchange platforms. This is possible due to the fact that regulatory plans 
are being created with input from cryptocurrency stakeholders. This move is a very rare one 
considering the fact that in the majority of the countries, government agencies almost do not 
want cryptocurrency exchange platforms in their jurisdiction or are still wrapped up in bureau-
cracy trying to figure out how to deal with this emerging technology. The government of Malta 
1 University of Novi Sad, Faculty of Economics Subotica, Segedinski put 9-11, Subotica, Serbia
2 JKP Informatika Novi Sad, Bulevar cara Lazara 3, Novi Sad, Serbia
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took this brave leap of faith forward in hope to create an opportunity for the further economic 
development for its country. They made a legislative change that views blockchain technologies 
in highly favorable manner [1]. As an island country Malta lack natural resources required for 
the economic growth and can only seek development opportunity in increased capital income 
and economy of knowledge. Blockchain can be viewed as a mean to attract both capital and 
knowledge. The authors of this study consider Malta’s adoption of both blockchain technologies 
and cryptocurrencies as an instrument of financial marked paved a road to increased economic 
growth and within it a significant increase in the influx of businessmen and researchers to Mal-
ta. The fact that Malta can be perceived as a city-state narrows down the number of variables 
and makes Malta perfect example for the study of the impact of blockchain technology adoption 
on sustainable tourism growth.

2. THE SUSTAINABLE TOURISM DEVELOPMENT

The travel and tourism industry is placed among the largest industries in the world. However, 
the degrading effects of tourism have become a big concern and need to be addressed quickly. 
With this in mind, the concept of sustainable tourism has emerged with the aim of reducing the 
negative effects of tourism activities, which has become almost universally accepted as a desir-
able and politically appropriate approach to tourism development [2]. Over the last two decades, 
the concept of sustainable tourism development has become almost universally accepted as a 
desirable and politically appropriate approach to tourism development [3].

The tourism industry should be encouraged to embrace ‘clean green’ tourism, which means that 
firms should do their best to decrease the environmental impacts of their operations. If a des-
tination is to achieve sustainable tourism development, then the actions of its constituent firms 
must be consistent with and support this objective. Dwyer and colleagues in a study stated that 
tourism firms should adopt a Triple Bottom Line (TBL) approach to sustainable development 
to ensure that firms integrate social, environmental and economic information into managerial 
decision-making. Firms must aim to achieve sustainability in their operations if the destination 
as a whole is to conform to sustainability principles [4]. The predominant view of the scientific 
community is that the tourism industry has a long way to go in order to achieve sustainable 
development. There are various interpretations of the reasons for the slow progress toward the 
sustainability, however, it may be concluded that the actors in the tourism sector purse sustain-
ability only to meet the regulatory demands and not because of the market reasons. Further 
development of the sustainable tourism should include the role of tourism in the expansion of 
protected areas; improvement in environmental accounting techniques; and the effects of indi-
vidual perceptions of responsibility in addressing climate change [5].

Some authors consider that sustainable development in tourism is multidimensional because of 
the extensive impact of economic, social and environmental dimensions. Tourism is a substan-
tial global system that both impacts the environment and is impacted upon by the environment. 
As such, tourism must address the challenges of environmental conservation in all aspects of 
the system. This requires a system-wide approach to environmental issues based on an un-
derstanding of the complexity of the tourism system and the interrelated nature of its compo-
nents. The social, economic and environmental dimensions are very extensive and it seems that 
sustainability in tourism is multi-dimensional. The essence of sustainability and sustainable 
development is that they are dynamic. Developments should be considered in different aspects 
and perspectives of the dynamic framework of sustainability [6]. These authors state that their 
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extensive scientific literature created a concept that can help countries attempting to create 
sustainable tourism development. “Concept and application of this new perspective in tourism 
is developed in many countries and the presented literature would play a key role not only in 
having a healthy and sustainable tourism industry but also in the economic growth of countries 
and their present and future stakeholders” [6]. In the case of Malta, the attempt to spark the 
economic development can be viewed as smart tourism. Smart tourism would imply: “These 
include applications that are oriented towards serving tourists which enable access to products 
and support services including the use of the payment system and interfaces; telecommunica-
tion devices and interfaces; wireless connections that include hotspots and other such services, 
and the like” [7].

Precise definition of ‘sustainability’, which implies the significant role of states in preparing a 
steady progress in life conditions for generations to come: ‘sustainable development’ is more 
process-oriented and associated with managed changes that cause improvement in conditions 
for those involved in such development, and ‘sustainable tourism’ is defined as all types of tour-
ism that are compatible with or contribute to sustainable development. ‘Sustainable tourism’ re-
quires both the sustainable growth of tourism’s contribution to the economy and society and the 
sustainable use of resources and the environment, which will be gained by a deep understanding 
and proper management of tourism demand defined tourism development as a dynamic process 
of matching tourism resources to the demands and preferences of actual or potential tourists [8].

3. BLOCKCHAIN TECHNOLOGIES

Blockchain technology was first detailed in a white paper released in 2008 by an individual (or 
a group of individuals) using the pseudonym ‘Satoshi Nakamoto’s; white paper ‘Bitcoin: A Peer-
to-Peer Electronic Cash System’ detailed an innovative digital currency system which would 
allow payments to be transferred directly, without an intermediary (peer-to-peer) [9]. 

In a world filled with emerging technologies, ‘Blockchain technology’ (often colloquially re-
ferred to as ‘Blockchain’) is arguably one of the most exciting, being labeled as ‘disruptive’ and 
‘innovative’ by many [10]. Despite often being associated only with Bitcoin and other crypto-
currencies, the underlying technology – the digitally distributed public ledger – ‘Blockchain’ 
has been receiving attention from a variety of industries. The concept of recording transactions 
in a secure, stable, chronological and scalable way, has led to possible applications in many 
areas.

The blockchain technologies can be used for: currency, payment infrastructure, smart contracts, 
digital assets, identify, verifiable data, file storage, voting, etc. In a single sentence, blockchain 
can be defined as a digitally distributed ledger for transactions. The ledger can store information 
on possessions, inventory, money, and anything that can be transacted. The ledger (decentral-
ized database) is kept and maintained on a distributed set of computers that are able to commu-
nicate with one another. The replicated ledger is synchronized over the Internet and made read-
able to anyone on the network. If the Blockchain is public (and permissionless) then anybody in 
the world can access the network as long as they have a device and an Internet connection. Data 
about the transactions that take place is electronically arranged and stored in cryptographically 
protected fixed structures or ‘batches’ known as blocks. These blocks use cryptographic vali-
dation techniques, linking the blocks together and forming a linear, chronological chain (hence 
the name ‘Blockchain’).
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The blocks identify each other by using a hashing function to draw upon the previous block 
in the chain. Every transaction in the history of time is on the Blockchain (and all blocks are 
linked together). The blocks are timestamped, and the chain is updated continuously on every 
ledger on every node. Hacking the decentralized Blockchain is thought to be near-impossible 
since every block, on every machine, would need to be changed. This is why transactions are 
seen as reliable and secure. Blocks have a header and content. The header includes a block ref-
erence number (unique), the timestamp, and a link back to the previous block. The content is a 
validated list of the assets (e.g. bitcoins). The ‘blocksize’, the amount of the transaction, and the 
addresses of those involved in the transaction are also included [10].

Figure 1. The difference in transaction processing between  
the distributed ledger and traditional database storage 

Source: https://academy.b9lab.com/

3.1 Types of Blockchain 

Public – A Blockchain that anyone in the world can access and use – often denoted to as a ‘per-
missionless’ Blockchain. Participants can read the ledger, send transactions, and be part of the 
consensus process. There is usually little (or no pre-existing) trust between participants. How-
ever, using cryptography, consensus mechanisms, and possibly incentives, the Blockchain can 
be seen as secure and trustworthy. As a result, central authorities are not needed [11].

Hybrid/Consortium – A Blockchain where the consensus process is controlled by pre-selected 
nodes. Pre-existing trust normally exists to some extent. The most widely adopted and a classic 
example of such a protocol is Ethereum network [12].

Fully Private – A Blockchain where write permissions are kept centralized to one organization 
– similar to a database (but with cryptographic audibility). Read permissions can be public or 
restricted. Use cases could include auditing purposes or simply a more secure database manage-
ment system. One of the examples of such blockchain protocol is Hyperledger [13].

Difference between blockchain protocol types is significant. The type of the blockchain deter-
mines its nature. Every type has his own advantages and disadvantages. The main advantage 
of a public blockchain is resistance to censorship. Public blockchains can’t simply be taken 
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‘offline’, and developers have a way of saying ‘I have no power to do this, even if I tried’. Eric 
Larchevêque, CEO of Ledger (a Blockchain solution provider) believes “public Blockchains 
with censorship resistance have the potential to disrupt society” whereas “private Blockchains 
are merely a cost-efficiency tool for banking back offices” [14]. The advantages of private block-
chains are: Flexibility, Known validators, smaller nodes, shorter block creation time, cryptocur-
rency is not needed for fuel, etc.

3.2 Blockchain application

The blockchain technologies can be used by international institutions, governments, companies, 
and individuals. As previously stated by some authors there are 8 segmented applications of 
blockchain technologies. If a country intends to use blockchain technologies the following areas 
should be legislatively regulated: the use of the blockchain technology itself, the use and accept-
ance of cryptocurrency and other blockchain derivates such as security tokens as instruments of 
the financial market, the tax policy regarding the blockchain and cryptocurrency assets.

Figure 2. The list of countries that are implementing blockchain projects 
Source: deloitte.com

“There is no doubt that all countries in the world will have to be determined against this tech-
nology. The banning of traffic and the use of crypto pods (1) must not, and probably (2) cannot, 
while certainly (3) should not be followed by the prohibition of the use of these technologies, 
because, as shown in this paper, they have many advantages. 
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Accordingly, from the national economy level, there are two segments in which the state should 
adopt these technologies. The first - the state should support and encourage the use of these 
technologies in its information systems in order to be the backbone and engine of development 
and use of these technologies in the real sector. Acceptance of these technologies does not 
necessarily have to be accompanied by the adoption of legislation that allows the use of crypto-
currency in financial operations inside and outside the country. The second segment would be 
the acceptance and legislative editing of cryptids as means of payment within and outside the 
country. The amendment of the legislation should include a new set of laws that would apply 
to the use of technologies and the modification of existing laws governing banking operations 
and fiscal and monetary policy, as well as the laws governing accounting practice. Within the 
framework of fiscal policy, it is necessary to regulate the tax treatment of crypts while in the 
monetary policy it is necessary to determine the modality of exchange of crypts for money. 

Acceptance of the second segment carries with it many risks and new challenges, but it also 
brings many advantages” [11].

4. MALTA ADOPTION OF BLOCKCHAIN TECHNOLOGY

The scientific literature is scarce on this subject, which is one of the reasons for conducting this 
study in the first place. Only one scientific paper regarding this subject was found. This article 
researched the very ability to use blockchain as a turning point for the tourism development by 
small island economies. This paper stated that the rise of blockchain technology could radically 
disrupt the global economy. As an emergent technology, blockchain is of broad and current in-
terest in the tourism industry. Small island economies are at the forefront of adopting this digital 
asset and technology. For instance, the Caribbean economies are launching their first digital 
legal tender, and Aruba is developing a blockchain platform to boost tourism revenue.

Given the velocity of adoption, blockchain technology holds significant implications for tourism 
development. This research letter provides a discourse on the adoption of blockchain technology 
among small island economies concerning the opportunities and potential challenges faced and 
offers practical implications for tourism stakeholders [15]. With this in mind, Government of 
Malta evidently looks favorably upon Blockchain-based businesses and is dynamically seeking 
to produce a workable regulatory framework to further promote this industry and to become a 
pioneer in regulating DLT and Blockchain technology.

Malta makes use of its strategic geographical position, weather conditions, strong skills base, 
and entrepreneurial spirit to serve as a test-bed for new sectors and foreign firms to test their 
new technology and products locally. Marking themselves as world-leaders within this indus-
try, Malta Blockchain hopes to revolutionize the perspective governments will adopt towards 
such innovative technologies [16]. Unlike many other countries trying to put a sledgehammer 
on cryptocurrencies, the Maltese government is doing the direct opposite. It is opening wide 
its arms to cryptocurrency exchange platforms and creating an enabling environment for them 
to flourish. While other authorities have chosen to regulate Blockchain-related operations in a 
disorganized fashion, focusing only on the areas that the respective governments/states consider 
to be of significance (predominantly taxation or money laundering), the Maltese Government 
is considering a holistic, all-encompassing regulatory approach to fashioning the most attrac-
tive environment for Blockchain start-ups to choose Malta as their base. Evidently, the recent 
announcement by cryptocurrency exchange Finance (the largest cryptocurrency in the world in 
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terms of volume) is proof that Malta is indeed becoming a melting pot for Blockchain business-
es, start-ups and industry giants alike. The greatest challenge to make Malta the jurisdiction of 
choice for Blockchain-based businesses, therefore, rests in any proposed regulatory framework 
not falling prey to over-regulation. The test for local policymakers and regulators will be the 
development of a regulatory system which addresses the primary policy concerns of Blockchain 
technologies (such as money laundering and illicit activities), without restricting the benefits 
which the new technology and its various applications should provide to legitimate users, in-
cluding companies and the government itself [17].

The government of Malta adopted three bills –numbered 43, 44, 45– titled “The Innovative 
Technology Arrangements and Services Act,” “The Virtual Financial Assets Act,” and “The 
Malta Digital Innovation Authority Act,” respectively [18], [19], [20]. This bill was made in 
a place with the expectation to help guide the Maltese government on how to better embrace 
blockchain and achieve its aim of becoming an international crypto business hub. Bill 45, for 
example, will see the creation of the Malta Digital Innovation Authority, which will primarily 
be in charge of promoting and developing the blockchain industry in Malta [21]. “Blockchain 
has the potential to create new foundations for global economic and social systems rather than 
be a disruptive force towards traditional business models,” said Mr. Frank V. Farrugia President 
of the Malta Chamber of Commerce, Enterprise and Industry as he was addressing ‘Blockchain 
– The New Regulatory Framework’. “Blockchains promise to provide corporations with effi-
ciencies in global supply chains, financial transactions, asset ledgers, and decentralized social 
networks” [22]. In a press conference at MITA’s Data Centre, Honorable Parliamentary Sec-
retary Dr. Silvio Schembri explained that in the budget for the coming year, Government will 
be providing all the tools necessary for economic growth, while encouraging the use of new 
technologies.

These changes will not only affect citizens’ lives, but also the way businesses work. Among 
these changes, there is the development of blockchain technology, which will change radical-
ly how transactions are made. Many sectors will be affected by this change and Malta wants 
to invest in such a technology. While referring to the Global Competitivity Report 2017-2018 
published by the World Economic Forum, Dr. Schembri said that Malta placed among the best 
jurisdictions of the world for financial services, because it distinguished itself in auditing and 
reports because of the robust banking sector [23]. Within the European Union, Malta is ahead 
of the curve in establishing a legislative framework for blockchain, though it’s not the first Eu-
ropean nation to embrace it. Lithuania is also becoming a cryptocurrency hub, and Estonia was 
close to introducing a national digital currency called Estacion. Outside of the EU, Switzerland 
has designated its canton of Zug as a „Crypto Valley” [24].

5. THE EFFECTS OF BLOCKCHAIN ADOPTION IN MALTA

While countries like China, South Korea, and the US have created unfriendly atmospheres for 
cryptocurrencies, Malta is striving to set itself to be a crypto hub. Its regulations, unlike any 
other, benefit crypto companies. The little Island, who is a member of the European Union, 
has decided to stand out in the cryptocurrency world. Strict regulations and outright bans from 
other countries have pushed blockchain-based companies to seek for friendlier places to call 
home. With the continuous crackdowns going on in other countries, it might continue to drive 
more crypto players into the country. With the influx of these players and the Prime Minister’s 
progressive stance on cryptocurrency, Malta might just become the crypto hub and the world’s 
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Blockchain Island [25]. President of Malta’s Chamber of commerce Dr Silvio Schembri also re-
vealed that there are 10 companies who are willing to relocate their insurance business to Malta. 
In fact, he explained that the regulator has already received five applications and is expecting 
the next five applications in the coming weeks [26]. With tax rates as low as 5 percent, the gov-
ernment recently passed laws that seek to ease the trading and issuance of cryptocurrencies. 
Malta’s stock exchange is also in talks with companies to list digital assets.

The aggressive steps to become one of the world’s friendliest jurisdictions in the industry ap-
pear to be working. Crypto exchange Finance, founded last year in Hong Kong and now one 
of the largest, said in March that it’s moving to Malta after regulators in Asia cracked down on 
virtual money. The island is capturing an outsize share of crypto trading, according to research 
from Morgan Stanley, while Finance is working with other investors to create Founders Bank 
- an institution servicing digital clients registered in the island [27]. “The majority of cryptocur-
rency trading volumes operate out of companies legally located in Malta” [28].

Figure 3. Cryptocurrency trading volume in USD mn by country 
Source: Morgan Stanley research from coinmarketcap.com

Movement of other fintech companies to Malta was also a leader on the example of insurance 
companies. The Gross Value Added from the financial services continued to grow in the last 
five years, such that it amounted to €598 million in 2016. At the same time, this sector man-
aged to attract a lot of investments from foreign countries and provided more employment. In 
fact, today there are more than 10,000 people working in this pillar of our country’s economy. 
Growth was mostly recorded in the insurance and pensions sector where in September there 
were 51 schemes being offered. In this sector, Government has developed an important legisla-
tion which makes it easier for companies to relocate to Malta which is also an example of pro-
active legislation favoring sustainable development. The innovative drive has made the island 
appealing for fintech companies, as well. Binance, the world’s largest cryptocurrency exchange, 
recently moved its headquarters from Hong Kong to Malta, following regulatory obstacles in 
the Far East. And plans are currently underway for Malta to be the home of the world’s first de-
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centralized bank. Founders Bank won’t have any central authority. Instead, it will be communi-
ty-owned by all its customers. Binance is backing the bank, serving as one of its first investors. 
„If successfully implemented, the concept will certainly enhance the blockchain ecosystem 
within the Maltese jurisdiction” [29].

The influx of companies, investors, experts, and researchers also followed this movement. Mal-
ta held two large Blockchain summits that attracted thousands of delegates to descend on the 
Intercontinental Hotel in St Julian’s in droves for the Malta Blockchain Summit. According 
to unofficial estimates, the attendance was close to the 8,500 marks and there is talk that next 
year’s event (which has already been confirmed) will take place at a much larger venue [30].

Tourist movement: Malta may soon become a hub of Bitcoin activity now that tourists are 
requesting to visit the country while only using Bitcoin. Encouraging this transition is a 
new travel agency called Bitcoin Adventures, a company dedicated to organizing trips in 
Malta for Bitcoiners [31].

4. CONCLUSION, REFLECTION AND FURTHER STUDY

The government of Malta has provided a legislative framework that created a favorable environ-
ment for cryptocurrencies and blockchain startups to flourish. Its policies have attracted mas-
sive cryptocurrency exchange platforms. The country is seeking to become one of the world’s 
friendliest authorities for the cryptocurrency sector. What other governments viewed as a threat 
Malta viewed as a development opportunity. The Maltese government regulatory framework 
will cover different market actors and institutions such as crypto traders, asset management, 
and exchange platforms. This would make it the most comprehensive crypto regulated frame-
work in the industry. The favorable and innovative approach attracted fintech giants such as 
Binance, OKEx, TRON, Monaco, and others to move their business to Malta or at least accept 
Malta as one of the top choices for their enterprise.

The Movement of Binance had a significant impact on the Malta economic growth and it was a 
signal for others to join the movement since the Binance is the world’s leading cryptocurrency 
expense. As a result, Malta is now ranked as a 1st country by the amount of trading volume of 
cryptocurrencies. This movement also attracted other fintech startups. The government of Mal-
ta recognized this and seized this opportunity with some additional legislative incentives that 
made tax rate on capital income from crypto trading only 5% and an initiative that facilitated 
easier relocation of companies to Malta. The relocation of companies difficulty is still being 
criticized but the improvement has been made.

Based on Maltas’s example the following cornerstones of the legislative framework that lead to 
sustainable development and sustainable tourism as its important segment:
1. Law on innovative technologies: The Innovative Technology Arrangements and Services 

Act”,
2. Law on blockchain “The Virtual Financial Assets Act”,
3. Establishment of a national authority with the “The Malta Digital Innovation Authority 

Act”,
4. Lowering the capital tax applied to virtual assets,
5. Simplifying company relocation procedures.
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In our opinion, these legislative documents, laws, only represent a manifestation of the will to 
establish a broader blockchain acceptance framework that can lead to the increased economic 
development and tourism development as its segment. None than less these manifestations rep-
resent cornerstones of this framework that can be applied to other countries’ regions and cities. 
However, the limiting factor is that Malta gained a competitive advantage by differentiating 
itself from countries that had a restrictive policy on the blockchain, therefore further such at-
tempts form destinations will suffer effects of marginal utility. Because of this Malta established 
itself a leader and its position as 1st blockchain destinations for companies and individuals that 
will hardly be challenged. Another important regard is to state that Malta new economic growth 
predominantly comes from the adoption of cryptocurrencies and other virtual assets for use in 
the financial sector instead of innovations created from application of the technology itself.

The subject of further research should be primarily the analogy of this study applied to other 
city-states, predominantly Singapore followed by Dubai and other leaders in the adoption of 
blockchain technologies, to widen the framework and to compare the effects before unified 
framework can be formulated. The city states are selected because factors are more clearly 
visible.

As a reflection of this work, the authors have to state the limitations of the lack of scientific 
literature which was compensated by the novel economic researches conducted by leading eco-
nomics authorities such as Deloitte, Bloomberg, Forbes, etc. The authors of this paper hope that 
it will shed some light on this and help the further study on this subject.
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Abstract: The purpose of the paper is research and analysis of the impact of social networks and appli-
cations when selecting a tourist destination in Croatia. Social networks and applications have become 
essential for communication between users, but also for the presentation of tourist destinations to po-
tential tourists. In the survey, whose results we present in this paper, 100 tourists participated. Survey 
questionnaires were distributed through social networks to a random sample of respondents during 
their stay in the Republic of Croatia. The survey was carried out in May 2017.

The objective of this survey was to analyze how many tourists who come to Croatia know and use social 
networks and applications when choosing their travel destinations and how information from social 
networks influence their choice of places to stay. According to the results of the survey there is a signifi-
cant correlation between the age and the level of education of respondents and the time that they spend 
a day on social networks and then between knowledge of social networks in the group and ways of plan-
ning their trips. The analysis of the results shows that there is a significant correlation between the age 
of the respondents and their selection of travel destinations through social networks and applications. 

Keywords: social networks, applications, tourist destinations, research, significant correlation

1. INTRODUCTION

Croatia’s tourism industry, most of the last century, was following the market strategy for 
mass tourism and this practice continues today even though many entrepreneurs and 
local officials across the country are aware that such a strategy is not the best for Croatia. 

Today, isolated attempts to change the paradigm of Croatian tourism get a swing, and if they are 
allowed to flourish, the climate of competitiveness must radically change. [1] The value of Cro-
atian tourism comes from a centuries-long history of Croatian people and its current reality. It 
is based on the pride of the Croatian people of their country, its nature, culture and society, and 
it is based also on the firm belief that this wealth must be presented to the world.

Despite numerous development initiatives and emphasizing the priority of the reduction of sea-
sonality and the development of other products, the share of sun and sea is in total Croatian 
tourist product for year does not fall below 85% of the physical volume with a slightly smaller 
share of revenues (75-80%), with respect to its average lower rents caused by the large capacities 
of family accommodation in households. In addition to falling behind in the development of in-
frastructure for other products and other internal factors, this is definitely affected and remained 
stable demand in the global market and the state in a competitive round of the Mediterranean 
1 Zagreb University of Applied Sciences, Vrbik 8, Zagreb, Croatia
2 University North, Trg dr. Žarka Dolinara 1, Koprivnica, Croatia
3 Marketing assistant in tourist agency Direct Booker, Dubrovnik, Croatia
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countries (Spain, France, Italy, Greece and Turkey). In these circumstances, Croatia was show-
ing better results in tourism in the last ten years. [2]

Ecotourism gets more and more developed in tourism, generally speaking. It creates opportuni-
ties for the development of tourism-poorly developed regions and for the maintenance and the 
financing of protected areas. Ecotourism has two important segments: small groups with spe-
cial interests in ecotourism who thus spend the whole holiday and a great number of those who 
spend their holidays such as at the beach, but also go on short excursions. Organically produced 
food is another component of tourism and ecology, which becomes an important factor in defin-
ing the tourism product and its differentiation in the market. Assumptions for the production of 
organic food and its sale in catering facilities that provide tourists, need to systematically devel-
op and exploit because it is a sector of tourism which will increasingly gain in importance. [3]

2. SELECTION OF TOURIST DESTINATIONS  
THROUGH SOCIAL NETWORKS AND APPLICATIONS

The World Tourism Organization has defined a tourist destination as an important place to be visited 
during the trip and distinguishes between three types of such destination: a distant destination, the 
main destination and motivating destination. Destination often becomes synonymous with tourist 
site, zone, region, country, group of countries or even continent. [4]

Keller defines a tourist destination as the target travel by tourist who wants to visit the works of 
certain attractiveness of the destination offers. This attraction can be natural or the result of human 
labor, existing before tourism and tourists or otherwise made for tourists. [5] Destination can change 
its offer, but also it can change their visitors, directing the placement of those tourists who accepted 
its offer and thus stop the fall in tourist traffic. [6]

The Republic of Croatia adopted a special Ordinance on designation and classification of tourist sites 
in February 1992, which included even 530 places in four classes (A, B, C and D), depending on the 
stage reached in tourist development. The classification of tourist sites by categories is based on the 
number of overnight stays and turnover in catering for individual settlements in relation to popula-
tion. The science of tourism attaches great importance to destination, regardless of its scope. Desti-
nation is an important factor in tourism development and therefore in the tourism economy in gener-
al. The importance of destination stems from the fact that it creates conditions for the development of 
entrance tourism and that tourism, with an offer that serves it, becomes initiator of economic life and 
the overall development of some spatial units. [7]

Social networks in the tourism industry have changed the way how people explore, gather informa-
tion, make decisions and share their experiences. While people choose their destinations, they use 
social networks to conduct research: content, offers, accommodation and useful pieces of advice of 
other tourists and similar. When tourists choose their travel destinations most important facts are as 
follows: the attractiveness of the destination, the quality of the tourism offer and availability of infor-
mation. Each tourist company must be „online”, to provide useful information to potential guests. If it 
is not present on social networks, it is very likely that it’s competition is present, and every company 
in the tourism sector strives to be the best in its industry.

TripAdvisor has strong influence in the tourism industry and every month it gathers 50 million visi-
tors who are in active search of their ideal destination. It is on TripAdvisor that tourists usually search 
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information about the opinion of other people who have visited a particular country, city, restaurant, 
hotel, apartment and others. According to research, when selecting a tourist destination, tourists be-
lieve more to individuals, rather than the objects themselves who present their products or services. It 
is not possible to satisfy all the tourists/clients, and today more than ever, tourism enterprises need to 
think about providing quality service, because one negative comment on TripAdvisor or on another 
site, has echoed as five positive comments.

Facebook has over 800 million active users and it is a perfect place for the promotion of products 
or services in tourism. It provides „intimate” communication with the constant and potential guests 
and just Facebook page of a tourist company and its contents can be crucial for a guest who has just 
decided, because of it, to visit a hotel/restaurant/service. Tourists visit the company’s Facebook page 
to find out more information and to communicate with other tourists.

There are other social networks in tourism that are highly visited, like Instagram, which is based on 
visual elements, exactly photographs. For tourism activities visual component is really important. 
A Facebook page should have a good and quality content with cleverly designed strategy, where the 
focus is on the delivery of quality, not quantity. Croatia last year recorded a record number of tourist 
arrivals which in August was 5.5 % higher than in the same month last year. Istria, Split-Dalmatia 
and Kvarner achieved great number of arrivals and overnight stays, but Istria definitely excels with its 
2.98 million arrivals (growth of 7.7%) and 19.8 million overnight stays (growth of 5.4%). [8]

Research of Croatian National Tourist Board in 2017. analyzed the behavior of tourists under the 
influence of social networks before travelling. According to the results, it is under the influence of 
information on social networks that 33% of tourists changed the hotel, 10% changed the agency, 10% 
of them changed destination, 7% changed country trip, and only 5% of tourists changed their port of 
travel. The study analyzed the activities of tourists on social networks after their journey. The results 
have shown that 46% of tourists published reviews about its location and attractions in the area, 40% 
of them published reviews on restaurants, 76% published photos from the trip on social networks, 
55% of tourists „liked” pages on Facebook which are related to annual leave, 40 % of tourists pub-
lished reviews on tourist activities and attractions. [9]

Results of TOMAS research - summer 2017 has shown that holidays at sea (i.e. passive vacation) mo-
tivated more than half of all guests to come to Croatia (a total of 55%). Its importance has significantly 
decreased compared to 2014 (from 75% to 55%), while on the other hand, the growing importance in 
the selection of Croatia as a destination with gastronomy and motifs associated with active holidays 
as the motive of the arrival there, the following reasons appeared: experiences and adventures (with 
31% of tourists), gastronomy (29%), exploring the natural beauty (26%), entertainment (24%), sports 
and recreation (20%) and a number of other motives such as wellness (8%), health reasons (7%) etc.

Results of TOMAS research - summer 2017 also shown how the Internet is the main source of infor-
mation for tourists coming to Croatia and on it relies 44 % of guests (44 % in 2017 compared to 30 % 
in 2014). After the Internet, followed by the media through which information is collected (25 % of 
tourists), the recommendations of relatives and friends (24 %) and previous stay (18 %). Every other 
guest booked accommodation directly with the accommodation facility, and 38 %of them use the ser-
vices of travel agencies when booking accommodation. Increasing share of guests who pre-book ac-
commodation: by 12 % points the share of guests who use the services of travel agencies, and by 8 % 
points of those who book their accommodation directly with the accommodation facility. There was 
growing share of tourists who book accommodation more than three months before departure. [10]



3rd International Thematic Monograph:  
Modern Management Tools and Economy of Tourism Sector in Present Era

580

3. THE GOALS, BASIS AND HYPOTHESIS OF THE RESEARCH 

In this survey research there were involved 100 respondents, i.e. tourists. Survey questionnaires 
were distributed via social networks to respondents during their stay in Croatia. The survey 
was conducted in May 2017. The objective of this survey was to analyze how many tourists 
who come to Croatia know and use social networks and applications when choosing their travel 
destinations and how information from social networks influence their choice of places to stay.

Most of the respondents were aged 18 to 25 years, even 63.3% of them. They are followed by 19% 
of those who have 26 to 30 years, then 13.1% of respondents aged 31-40 years. At least the re-
spondents who participated in the survey were those aged 41-50 years (3.2%) and those 51 years 
and over (1.4%). Most respondents have secondary education, 45.20% of them. With the com-
pleted undergraduate studies there were 27.6%, while those with graduate study 26.7%. Only 
0.5% of respondents had a doctoral degree. 

For the statistical analysis, this paper uses the analysis stemming from chi-square tests and cor-
relation coefficients to examine interdependencies. The statistical study used the software pack-
age SPSS 21. In the sequel of this paper we will explain how we tested the hypotheses based on 
the results of our survey. Individually we will analyze each H0 and H1 hypothesis. 

 H0:  There is no significant correlation between the age of respondents and the time they 
spend on social networks.

 H1:  There is a significant correlation between the age of respondents and the time they 
spend on social networks.

The results of the survey have shown that respondents spend 5 hours and more on social net-
works, even 92.9% of respondents aged from 18-25 years, and 7.1% of them aged 26 to 30 years. 
None of the respondents from 31 to more than 51 years do not spend so much time on social net-
works. When the results were analyzed by the method of Pearson Chi-Square, it turned out that 
there was a significant correlation between age of participants and the time they spend on social 
networks, given that (X² = 27.303, p <0.007), as shown in the table 1. With reference to the p 
significantly lower than 0.05, it was confirmed that in this case there is a significant correlation 
with regard to this result, hypothesis H0 is rejected and H1 hypothesis is confirmed.

Value df Asymp. Sig. (2-sided)
Pearson Chi-Square 27.303 12 0.007

Table 1. Chi-Square Test

 H0:  There is no significant correlation between the level of education of respondents and 
the time they spend on social networks.

 H1:  There is a significant correlation between the level of education of respondents and the 
time they spend on social networks. 

The results of a survey have shown that 31.8% of respodents with high school spend less than 
1 hour a day on social networks, and those who have completed their undergraduate studies 
13.6%. Respondents who have completed undergraduate studies (50%) spend less than one hour 
a day, and with the degree of doctor of sciences only 4.5% of them. The results have shown also 
that 42.9% respondents with secondary education spend more than 5 hours per day on social 
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networks. There are 42.9% of them with completed undergraduate studies. 14.3% Respondents 
on social networks spend more than 5 hours with graduate degree, while there are no respond-
ents with degree of doctor of science who spend so much time per day on social networks. 

When the results were analyzed by the method of Pearson Chi-Square, it turned out that there 
was a significant correlation between the level of education of respondents and the time they 
spend on social networks, given that (X² = 16.969, p <0.049), as shown in the table 2. With refer-
ence to the p lower than 0.05, it was confirmed that in this case there is a significant correlation 
with regard to this result, hypothesis H0 is rejected and H1 hypothesis is confirmed.

Value df Asymp. Sig. (2-sided)
Pearson Chi-Square 16.969 9 0.049

Table 2. Chi-Square Test 

Chart 1. Time that respondents daily spend on social networks 

In Chart 1, which shows summary data without division by age and level of education of the 
respondents, it is seen that most of the respondents spend 1-3 hours on social networks, 44.8% of 
them. 24.4% of respondents spend 3.1 to 5 hours on social networks, while 15.8% of them spend 
less than 1 hour. 14.9% of respondents spend 5.1 and more hours on social networks. 

 H0:  There is no significant correlation between respondents’ knowledge of social net-
works and ways of planning the trip.

 H1:  There is a significant correlation between respondents’ knowledge of social networks 
and ways of planning the trip.

The results of a survey have shown that only 4% of respondents who are travelling on vacation 
only through travel agencies know social networks, while 72.7% of respondents who have been 
planning their trip are familiar with social networks. 23.2% of respondents who plan their trip 
combined, individually and through travel agencies are familiar with social networks. When 
the results were analyzed by the method of Pearson Chi-Square, it turned out that there was a 
significant correlation between knowledge of social networks in the group and ways of planning 
their trip, considering that (X²= 26.421, p<0.001), as shown in Table 3. Since p is significantly 
lower than 0.05, it was confirmed that in this case there is a significant correlation with regard 
to this result, hypothesis H0 is rejected and H1 hypothesis is confirmed.
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Value df Asymp. Sig. (2-sided)
Pearson Chi-Square 26.421 8 0.001

Table 3. Chi-Square Test 

 H0:  There is no significant correlation between the age of respondents and the selection of 
a tourist destination through social networks and applications.

 H1:  There is a significant correlation between the age of respondents and the selection of 
a tourist destination through social networks and applications.

The results of a survey have shown that 65.2% of the respondents aged 18-25 years completely 
agreed with the statement that their use of social networks and applications helps in the selection 
of a tourist destination. It also considers 23.1% of respondents in age 26 to 30 years. Only 7.7% 
of respondents from 31-40 years have the same attitude, while none of the respondents aged 41 
to 51 and more did not have an opinion that the use of social networks and applications helps 
when choosing their travel destinations in general.

When the results were analyzed by the method of Pearson Chi-Square, it turned out that there 
was a significant correlation between the age of the respondents and their selection of tourist 
destinations through social networks and applications, given that (X² = 31.388, p <0.012), as 
can be seen in table 4. Since the p is significantly lower than 0.05, it was confirmed that in this 
case there is a significant correlation with regard to this result, hypothesis H0 is rejected and H1 
hypothesis is confirmed.

Value df Asymp. Sig. (2-sided)
Pearson Chi-Square 31.388 16 0.012

Table 4. Chi-Square Test 

Chart 2. Use of social networks and applications while selecting a tourist destination

In Chart 2, which shows summary data without dividing the age of respondents, it is seen that 
when choosing tourist destinations, respondents mostly used social network Instagram, even 
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82% of them. In determining their tourist destination, 66% of respondents used Facebook, while 
54.5% used Tripadvisor. 45.5% of respondents used Booking.com, while 27.8% of them choose 
their travel destinations relying on Airbnb. 24.4% respondents used Croatia Airlines, and to a 
lesser extent respondents decided for some other (10.5%), Twitter (0.5%) and Foursquare (0.5%).

4. CONCLUSION

Social networks in the tourism industry have changed the way people explore, gather informa-
tion, make decisions and share their experiences. While tourists choose their destinations, they 
use social networks to conduct research: content, offers, accommodation and useful advice of 
other tourists and similar. Each tourist company must be „online” to provide useful information 
to potential guests. If it is not present on social networks, it is very likely that his competition is, 
and every company in the tourism sector strives to be the best in its industry.

The results of the survey presented in this paper have shown that there is a significant correla-
tion between: 1) age and the level of education of respondents and the time that they spend a day 
on social networks and 2) between the knowledge of social networks in the group and the ways 
of planning their trips. The analysis of the results shows that there is a significant correlation 
between the age of the respondents and their selection of travel destinations through social net-
works and applications. This research results can be used by all marketing experts in tourism, 
tour operators and tourism companies, and are the perfect base for future research on a similar 
topic.
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1. CHARACTERISTICS OF MODERN EVENTS

As modern events develop, their economic impact is more notable, which can be seen 
in the mega-events such as the Olympic Games, World Championships and similar 
events. Event tourism consists of trips that are primarily motivated by the visitation 

of the events that have cultural, artistic or fun nature and content. The number of festivals has 
increased with the growth of mass tourism after World War II. Almost 50% of art festivals in 
Great Britain have started in the 80s, with the aim to increase tourism in some cities, and there 
is an increase in those started only for touristic reasons. The term “event tourism” includes dif-
ferent types of tourism: sports, cultural, business, religious and similar, but the focus is on only 
one aspect – the event, as a motive for tourist gatherings [1].

There is no unique and generally accepted definition of an event, but most authors agree that 
events are a part of the service economy, because they include engaging both alive and passed 
human labour in creating an intangible benefit to the consumers [2].

Getz [3] provides two definitions of an event, one of which is from the tourist’s perspective, i.e. 
the event visitor, and the second is from a perspective of an organizer:

1. From the visitor’s perspective: “A special event is a possibility for vacation, a social and 
cultural experience that exceeds normal choices and daily activities.”

2. From the organizer’s perspective: “A special event is a one-time event or a periodical event 
that exceeds normal programs and activities, in the domain of organization and sponsor-
ship.”

Events represent a significant motif for taking touristic moves and have an important role in the 
development and marketing plans of destinations worldwide [4].

1 Novi Sad
2 College of Professional Studies in Management and Business Communication, Sremski Karlovci, Serbia
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Andrejević and Grubor [2] conclude that an event represents a specifically designed offer of lim-
ited duration, on the basis of an idea that manifests as the original conceptual offer, by engaging 
executors and funds, i.e. with the use of managerial know-how.

Along with the economic and promotional, events also have significant social value. This role 
equally shows in both the local community and the visitors. Festivals promote traditional cul-
ture and authenticity of a certain region, but their main characteristic is socialization [3].

The greatest number of visitors is drawn by cultural events (especially music festivals), sports 
and business events [5]. Music festivals in Serbia, such as EXIT, Guča and Belgrade Beer Fest, 
represent the most visited events in Serbia.

Organizers, local government and entrepreneurs have a common goal which is to achieve as 
greater attendance as possible, no matter the type of event. Direct or indirect effects on the local 
community, that are the consequence of organization and realization of events, often are ne-
glected. Awareness of socio-cultural effects that events have on the life of the local community 
can influence the balance between economic and social prosperity at a destination [6]. A great 
number of tourists that arrive at a destination (during the event) can cause different socio-cul-
tural and economic influence on the local community.

Bowdin et al. [7] thinks that the special meaning of organizing an event is reflected in the 
betterment of the local community, the betterment of infrastructure, drawing the tourists and 
promotion of a certain destination.

Festivals usually weren’t developed as tourist attractions, but nevertheless, they are often pro-
moted by tourism organizations in this way. Many cities exploit festivals for tourist purposes 
and promotion of the city, which sometimes leads to negative effects [8].

Van der Wagen [9] points to nine basic characteristics of the activity of the event:
1. Globally increased interest for events, which is contributed by globalization and the in-

creasingly important role of the Internet.
2. Competitive environment - Cities and countries around the world compete in attracting 

events.
3. Economic effects and effects on tourism - It is known that events contribute to the econom-

ic and touristic development of cities, and even the state. For many cities, events represent 
the brand and trademark of the destination - famous examples are Edinburgh and Rio de 
Janeiro.

4. The authenticity of an event product motivates visitors to come to the event.
5. Benefits for the local community - The local community has the expenses, but also ben-

efits from the event. It is important that the positive effects of the event outweigh the ex-
penses and negative effects. The event should fit into the ambiance of the destination, and 
the risks that may arise as a result of the event should be foreseen and minimized, so that 
the event would have as many positive effects as possible.

6. Safety and risks - When it comes to mass gatherings, safety is of primary importance. 
Risks are most often discussed in the context of sports and music events, although busi-
ness events can also be of high risk, because of the gathering of the business elite.

7. Political impact - Depending on the size of the event, event organizing requires the support 
of the government at the local or national level. The organization of events of an interna-
tional character at a destination is considered to be the political success of the government.
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8. Sponsors - The success of the event largely depends on the sponsors, who usually provide 
financial support, and in return expect promotion through media coverage of the event and 
numerous other benefits.

9. Volunteer management - More and more events are organized with the help of volunteers. 
Volunteers should be carefully selected and adequately motivated in order to do the right 
tasks properly. A human factor is important for the success of the event and the pleasure 
of visitors.

The event industry can be understood as part of tourism, as a branch of the economy. Bujković 
[10] identifies several elements that tourism as an economic branch, hospitality industry and 
event industry have in common:

1. Accommodation,
2. Catering services,
3. Transport,
4. Attractions,
5. Entertainment,
6. Trade.

Elements mentioned are common factors of the development and success of the tourism indus-
try and the event industry. The interdependence of these elements has two aspects:

• Quality and development of tourist offer affects the number and structure of the event,
• In addition to the numerous impacts it has on the local community, the event industry 

also affects tourism as an economic branch. This impact is reflected in the increased 
consumption and efficiency increase of the capacities and achievement of better eco-
nomic results [10].

An example of how events can improve the tourism industry and how much impact they can 
have on tourism development is the „Univerzijada“ in Belgrade in 2009. This event has influ-
enced the increase in the number of foreign tourists in Serbia and the increased number of over-
night stays. Fairs, better tourist products, events and festivals are a potential that can accelerate 
the massive arrival of foreign tourists and make significant foreign exchange inflows in the 
Serbian tourism industry [11].

2. EVENT MANAGEMENT

Event management activities depend on the type, structure, duration, setting, and event man-
agers. More complex events require the implementation of a larger number of management ac-
tivities, the most important of which are the following: planning, organizing, managing human 
resources, leadership, coordination, evaluation and control. Events management activities are 
always adapted to the environmental conditions in which the event is being held [2].

According to Adizes [12], the functions of the contemporary event management can include: de-
cision making, regulation, planning, controlling, organizing, governing, achieving goals, lead-
ership, motivation and implementation, and the authors Andrejević and Grubor [2] have added 
the human resources management and information support to the management of the event.
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One of the basic functions of event management is event planning. Event planning involves de-
fining the purpose and mission of the event, i.e. planning activities and their timetable, as well 
as determining the perpetrator of individual activities.

Planning includes:
• Prediction,
• Deciding,
• Strategic planning and
• Operational planning.

The prediction should anticipate future events and phenomena in the setting up and realization 
of an event. The prediction may be the prediction of economic events related to the event and 
predicting changes in the environment.

While the prediction represents work on the preparation of decisions, decision making means 
to make concrete decisions.

According to Oldkorn [13] in order to make the right decisions, event managers:
1. Identify problems in setting up and executing events,
2. Identify causes and facts,
3. Identify alternative solutions to potential and actual problems that arise when setting up 

and executing an event,
4. Limit the selection of planned activities and,
5. Implement decisions.

„Strategic planning represents the process of defining the goals of the organization that deals 
with designing of the event offer, as well as the choice of specific means by which the de-
fined goals will be achieved” [2]. Strategic planning is extremely important in organizing a 
mega-event.

The basic tasks of strategic planning are the implementation of the vision, mission and goals, 
i.e. directing actions. During strategic planning, the size of the event is defined, and the envi-
ronment of the event is picked. The event is marketed, and the marketing program of the event 
is made, along with the financial plan of setting up and executing the event.

Strategic planning of an event also includes analyzing the environment of the event, both inter-
nal and external, most often through PEST or SWOT analysis. PEST analysis also applies to the 
political, ambient, sociological and technological factors of the environment. SWOT analysis in-
volves identifying the strengths and weaknesses, opportunities and dangers of the environment 
and the organization that deals with the design and organizing of the events [2].

Operational planning represents the development of practical plans and budgets necessary for 
the setting up and executing an event, and includes operational objectives, means for achieving 
operational objectives, means of communication within and between teams in charge of setting 
up and executing of an event. Operational plans in relation to the strategic plans have a narrower 
coverage. Types of operational plans in the implementation of event management are disposable 
plans and permanent plans.
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Disposable plans are used for individual cases and solving specific problems, and their purpose 
is terminated after solving a particular problem. The most common disposable plans are pro-
grams, projects, and budget, and they are created for each event separately. Permanent plans are 
used in several repetitive situations, so the most common forms of permanent plans are proce-
dures and rules. Permanent plans have usable value in cases of the organization of the events 
that are repeated [2].

3. ORGANIZATION AND EXECUTION OF THE EVENTS

Event managers affect the structure of the events and the directions of the activities in order to 
achieve the defined goals and running the event in the best possible way. Event managers or-
ganize executors and necessary resources, i.e. delegate activities to reach a specific organization 
or organizational structure. An organization is a necessary basis for setting up and running an 
event. The organizational structure of an event is especially influenced by the available resourc-
es, the environment and the duration of the event.

To successfully organize an event, Goldblatt [14] thinks that five questions should be answered: 
Why? Who? Where? When? How?

• Why is the event organized, i.e. planned? It’s necessary to notice the needs of potential 
visitors whose satisfaction is the main reason for the event.

• Who are the main participants in setting up and executing an event?
• Where to hold the event? It is necessary to choose a place that is easily accessible to 

visitors and performers, where the event will not hinder the regular functioning of the 
local community; also, the site must be in line with the financial possibilities of the 
event organizer.

• When? I.e. what is the best time to run the event, how long does it take to organize it 
and when are the competing events held?

• How? I.e. what is the content of the event? The content must satisfy the expectations of 
potential visitors and organizers. This question also integrates and answers the previous 
questions.

Joint engagement of internal and external interest groups is necessary for setting up and execut-
ing events. Interest groups i.e. stakeholders are:

• The event organizer (basic stakeholder),
• A narrower environment of the event,
• Associates,
• The media,
• Sponsors,
• Participants and visitors [7].

Event organizers can be private profit organizations, non-profit organizations, and sometimes 
individual government organizations. Government organizations that organize the event are 
usually organizations that promote artistic, cultural, entertainment, sports, health, tourism or 
economic integration. Direct executors of the events are in the focus of the organizers, apart 
from visitors. Their expertise affects the quality of services provided and the satisfaction of vis-
itors. In addition to employees, volunteers play an exceptional role in the organization of major 
events.



3rd International Thematic Monograph:  
Modern Management Tools and Economy of Tourism Sector in Present Era

590

Sponsors have an increasing role in organizing events. They can be physical and legal entities, 
and they are important because they provide the necessary financial resources, services or pro-
vide other types of support in organizing the event. Sponsors have their own specific goals of 
gaining benefits.

The media plays an increasing role and importance in organizing contemporary events. Media 
coverage of contemporary events is as important as their physical execution, so the media can 
be considered a distinctive stakeholder.

The environment in which the event is performed is extremely important for the event itself, 
for the overall image of the event, and can individually affect the attendance and satisfaction of 
visitors. Marketing support contributes to the acceptability of events in different environments.

Determining the appropriate division of labor, organizational structure and coordination are the 
essences of organizing events. Grouping activities in setting up and executing an event means 
the division of work. The organizational structure is the result of grouping specialized activi-
ties in the setting up and execution of an event. Due to the grouping of activities and creating 
the organizational structure, a certain number of hierarchical levels and forms is singled out in 
coordination between the individual parts and the hierarchical levels. The division of labor and 
specialization increase productivity in the setting up and execution of the events.

The largest number of activities in setting up and executing events is performed by an event 
manager with a small number of associates, since event organizers are usually small organiza-
tions. Large and mega-events have a different structure and division of labor. In this case, event 
managers cooperate with a larger number of executors and a greater division of labor occurs. 
In addition to the division of labor, it is also important to determine the extent of jurisdiction 
or scope of control. The extent of jurisdiction is reflected in the efficient execution of tasks of 
subordinate executors and the effectiveness of the event manager. If the executors have little 
jurisdiction, they are a „high” organizational structure, which consists of a large number of hi-
erarchical levels, and the excessive authority is typical for small organizational structures with 
fewer hierarchical levels. Too much managerial responsibility, as well as the lack of it, are not 
good for the quality execution of the event, because imprecision can be found in the instructions 
of the executors and lead to the impossibility of timely control of the executor [15].

4. ORGANIZATIONAL STRUCTURE OF THE EVENT

According to the authors Andrejević and Grubor [2], „the organizational structure is the result 
of the process of organizing the events. The structure reflects the degree of specialization, the 
connection of functions and activities, the delegation of authority to the hierarchical levels and 
the forms of communication on the basis of which coordination is achieved.“ The basic aspects of 
the organizational structure of the events according to the authors Stoner and Freeman [16] are:

• Division of work,
• Relations between managers and event executors,
• Types of activities that are being performed,
• Activity grouping criteria,
• Hierarchical levels.
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Event organization can be structured in several ways. Depending on the type of event, the 
duration of the event, and the specifics of setting up and executing events, best known are the 
following three ways of structuring:

• Functional organizational structure,
• Divisional structure,
• Combined structure,
• Teamwork, and
• Network structure [2].

Event organization involves the use of limited resources, not only in the material sense, but 
also the time for the organization and execution of events is limited. The optimum utilization of 
these resources is achieved by adequate division of labor and specialization. Increasing the spe-
cialization increases the meaning of coordination. Coordination links the goals and activities of 
organizational units and thus contributes to increasing the efficiency of setting up and executing 
events. Coordination is accomplished by setting up an organizational hierarchy, applying de-
fined rules and procedures [16].

The need for coordination is reduced by providing additional resources to organizational parts, 
which increases their freedom in accomplishing as many tasks as possible. Organizational units 
become capable of self-realization of activities, without cooperation with other organizational 
units.

5. STAKEHOLDERS IN THE ORGANIZATION OF MUSIC FESTIVALS

The stakeholder is an interested party (phenomenon, occurrence, person, group, thing, institu-
tion, weather conditions, etc.) that wants to enter into an interaction or relationship and wants 
to cooperate, someone who sees their interest, who wants to deal with, or is concerned about 
something that stems from interaction [17].

All companies have more stakeholders, some of which are very important, to those whose rela-
tionship is not critical to the company. It is also someone who has an interest in getting in touch, 
regardless of the risk that he may not eventually gain profit (regardless of the effort, resources or 
the like) or obtains some intangible value, such as knowledge, experience.

Social activity in Serbia, especially in the field of culture and music, depends on the state and 
the state budget, and especially events like different festivals, which are not self-sustaining and 
need co-financing.

According to Stamenković [17], the group of stakeholders in organizing a music festival may 
be the following:
1. Government institutions - from the basic units of local self-government - local commu-

nities, through city administrations for the economy, tourism and similar, to competent 
ministries.

2. Public sector stakeholders - tourist organizations, communal services, inspection services, 
urban traffic transport, city sanitation, electricity distribution, police and others.

3. Private sector stakeholders - companies involved in organizing festivals, production, dis-
tribution, printing, design, consulting, marketing, security, accommodation and catering 
services, guide services and more.
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4. Education stakeholders - universities and higher educational institutions for tourism, psy-
chology, sociology, project management, organizational sciences and others that can study 
music festivals from various aspects and who can learn practical knowledge and skills 
through practice.

5. Non-governmental sector stakeholders - non-governmental organizations, citizens’ asso-
ciations, civic initiatives, clusters and the like, dealing with marginalized groups in the 
society, acute problems in the community and the country - in the fields of culture, music, 
tourism, politics and others.

6. Media and information houses - television, radio, news agencies, marketing agencies, in-
ternet portals.

7. Volunteers and future leaders - educated young people and youth, unemployed, marginal-
ized groups (elderly, Roma, LGBT population, etc.).

8. International institutions - associations, agencies and tour operators.

One of the most important stakeholders not mentioned by the author is the local community, 
which can significantly influence the development of tourism in the place where he resides. The 
local community affects the overall impression that tourists carry from the destination, which 
also influences the decision of tourists to visit again or recommend a destination. The local 
population knows the destination best and how the development of tourism and the holding of 
the festival affects the local population and the daily life of the community. It is necessary to 
constantly monitor and appreciate the views of the local community about the organization of 
the festival, other events and the development of tourism in general [18].

6. EVENT CONTROL

The degree of achievement of the planned goals is measured by controlling and evaluating 
events. It is determined whether there are deviations in the achieved in relation to the planned, 
and on the basis of the results of the control, actions are taken for correction. In modern event 
management, managers spend more time controlling, not only the final, but all stages of setting 
up and executing events. Event control is a dynamical process that enables realizing the conti-
nuity of the event management [2].

Regarding the timing of the event control, the following types of controls can be distinguished [3]:
• Preliminary control,
• Control over the duration of the event,
• Subsequent control.

Preliminary control takes place before the event itself is executed, at the research and planning 
stage, i.e. while researching the market, competition, and the necessary resources. This control 
aims at minimizing the risk of occurrence and development of negative impacts in the setting 
up and execution of events.

Control over the duration of an event (or simultaneous control - as some authors call it) takes 
place at the stage of setting up and execution of the event. The process of event unfolding is 
controlled and the information is collected for the final, i.e. subsequent control. Simultaneous 
control should be a part of the organizer’s event process.
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Subsequent control takes place after the event. At this stage, the degree of achieved goals is 
measured in relation to the planned; achieved goals and results of the events are also measured. 
Based on the results of subsequent control, measures are taken to eliminate errors and omis-
sions in the setting up and execution of events.

In the opinion of Tum, Norton and Wright [19], the basic stages of control in the event manage-
ment are:

• Defining standards and methods for assessing the achievement of goals and results of 
the event,

• Assessment of the achievement of the objectives and results of the event,
• Determining the deviation of the achieved objectives and results of the events in relation 

to the standards, and
• Implementation of corrective measures.

According to Henderson and Bialeschki [20], part of the process of controlling the events should 
be the following elements:

• Staff,
• Politics,
• Place,
• Program, and
• Participant’s opinion.

Some authors consider that the most frequent object of event control is the program of the event, 
which is, according to them, a basic motive for visiting events.

If it is established that the objectives achieved are in accordance with the defined standards, there 
is no need to take corrective measures. Corrective measures are taken if the results achieved 
are lower than planned. As corrective measures are implemented in activities in setting up and 
executing events, they can also be implemented in defining standards.

Event managers use numerous methods to control events. Meetings with key interest groups 
are most often organized, from which information about the shortcomings and benefits of an 
organized event is obtained, and a survey is conducted among visitors and participants through 
a questionnaire distributed during the event. Event organizers are most often interested in fi-
nancial control of the event, but special attention should be paid to the non-material effects of 
the event. Authors O’Toole and Mikolaitis [21] speak of event control that should include two 
elements: program and destination, and the quality of services in it. Control is extremely im-
portant to event managers, but also to the destination itself and the local community living at 
the destination where the event is held. Based on the results obtained by event control, further 
planning and forecasting for future events should be carried out.

7. MARKETING OF THE EVENTS – MUSIC FESTIVALS

As the site of the first events in which marketing was applied, authors often cite bazars. They 
are places where a large number of exhibitors have tried to sell their goods to numerous visitors. 
In order to attract the attention of potential buyers, sellers had to influence the sense of sight, 
smell, hearing, touch and taste of potential customers. Bazars can be viewed as business events, 
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and it is considered that the first application of marketing was on business events and that they 
were followed by cultural, artistic and political events.

According to the American Marketing Association, the event marketing refers to the promotion 
of time-defined events, such as large fairs (for example, the Agricultural Fair in Novi Sad), 
art programs (Biennale in Venice), global sports events (such as the Olympic Games) or anni-
versary celebrations of companies (in our country, these events are celebrated in the form of 
promotional packaging of products and smaller individual events). In modern conditions, new 
occupations such as event planners and a number of other occupations have emerged, the pur-
pose of which is to better organize events.

According to Hall [22], marketing represents event management function that maintains con-
tacts with participants and event visitors, recognizing their needs and motivations, developing 
products that meet these needs and constructing a program that expresses the intentions and 
goals of the event.

The authors Lade and Jackson [23] tried to identify the key success factors of the festivals, which 
in their opinion depended on marketing orientation. These authors identified specific marketing 
strategies used by two Australian festivals. Particular attention was paid to several strategies 
referring to interested parties and cooperation. Mehmetoglu & Ellingsen [24] examined a group 
of small Norwegian festivals that have no marketing orientation, therefore the authors consider 
that their failure on the world stage, i.e. no popularity, comes out of it. They assume that the 
marketing orientation will increase (among other things) the adoption of higher touristic goals.

Some of the most important activities in the marketing of the events, i.e. music festivals, accord-
ing to [2] are:

• Exploring the needs, demands and expectations of the target group on the event market,
• Defining event products,
• Predicting demand for the event product,
• Selection of an intermediary in setting up and executing an event,
• Choosing the price of the ticket for the event,
• Planning and conducting promotional activities of the event,
• Coordination of overall event marketing activities.

The quality of setting up a music festival depends on the quality and quantity of available re-
sources, people, but also the overall environment. The optimal combination of marketing mix 
instruments accomplishes the planned goals of the music festival and the competitive advantage 
in the selected environment.

The surrounding of the music festival can be viewed as:
• Economic environment,
• Competitive environment,
• Social environment,
• Cultural environment,
• Demographic environment,
• Technological environment,
• Physical environment, and
• Political-legal environment [2].
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The most important goals of marketing music festivals are:
• Creating and promoting the original product,
• Increasing awareness of the target group,
• Pointing out the specific characteristics of the product,
• Causing the affection of the target audience,
• Building recognition on the market.

The instruments of the marketing mix of music festivals are: product, price, promotion and 
place of the event, in marketing known as the 4 P (product, price, promotion, place). Authors 
dealing with event marketing usually extend this concept, especially in modern business con-
ditions. Hoyle [25] excludes promotion, and adds public relations and positioning to create 5 P. 
Shukla and Nuntsu [26] add press releases to the list, as an instrument of the marketing mix and 
thus form a 6 P concept. This expanded marketing mix comes to light when organizing large or 
mega-events, while for minor events, the basic concept of the marketing mix is   usually applied.

In addition to the four basic instruments of the marketing mix of events, in professional litera-
ture, a great deal of attention is paid to people as an element of expanded marketing mix. In this 
sense, it refers not only to the people engaged in organizing and carrying out events, but also on 
event visitors and the wider local community [7]. The success and sustainability of the events 
largely depend on the quality of communication and cooperation between these subjects.

Relationship marketing is a marketing concept that encourages, develops, maintains and im-
proves relationships with selected interest groups for mutual benefits [27]. The concept of mar-
keting relations for organizers of music festivals enables the preservation of a competitive po-
sition in the market and facilitates business in conditions of ever-increasing competition. Good 
relations once established with the local community, sponsors, media and visitors, are easier to 
preserve than to build new ones, and they also require smaller financial resources [28].

8. MUSIC FESTIVALS PRODUCT

The product is all that can be offered on the market, therefore the product of music festivals, as a 
product of events, represents everything that can be offered on the event market, which can sat-
isfy the needs and wishes of music festival visitors. As the event industry is classified as a ser-
vice activity, the product of music festivals, besides material, also implies non-material aspects. 
Aspects of products must be ideally integrated into the whole. The product must be created in 
such a way that it contains a clearly expressed value or benefit for visitors to music festivals.

Each product has four stages of the life cycle: introduction, growth, stagnation or maturity and 
decline or recovery.

The introduction phase implies high marketing costs and low profit. The second phase involves 
the growth of product shares on the market and profit growth. Stagnation or maturity is a phase 
preceding the phase of decline in product shares on the market. Marketing managers are trying 
to avoid falling market phases by continuously following the minds of event visitors, in this 
case, music festivals and trying to improve the product, modernize it or replace it with a new 
product [3].
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The three basic elements of the event product are according to Morgan [29]:
• Key benefit,
• A tangible benefit,
• Enlarged product.

These three basic event elements add value for the music festival visitors. Needs and wishes of 
the visitors will be satisfied if the product provides them a certain benefit.

9. PRICE OF EXECUTING MUSIC FESTIVALS

The price and the choice of the price strategy of the event, according to the theory of event 
management, can differ based on the type of event and target group [7]. In order to successfully 
define the price strategy, the management of the music festival must pay attention to:

• Financial goals of the sponsor,
• Competitive festivals,
• The level of demand for the event,
• Characteristics of the local community, especially economic indicators of the commu-

nity [25].

Nowadays, management of regional events and festival is seeking commercial sponsorship due to 
reduced funding and support from governments, in order to maintain their financial viability [30]. 

The author Goldblatt [31] lists factors that affect the price of events:
• Costs of setting up and executing events,
• Competition,
• General economic situation at the local, national and global level.

Price can be a deciding factor in the process of making a decision about visiting a music festival. 
Organizers of the music festival must certainly consider the price of the ticket, because it is a 
way of earning income for the organizers. According to Hoyle [25], the price should include the 
total cost of setting up and executing an event, as well as the costs of marketing, and this is a 
common characteristic for all events.

Some authors, such as Goldblatt [31], distinguish nonprofit and profitable events, and according-
ly, a pricing policy. He believes that non-profit events are those aimed at raising awareness and 
providing support to someone or something, therefore the goal is not the profit and the price of 
the ticket does not play a major role. Profitable events have the goal of making a profit, so the 
price must provide coverage of the cost of setting up and executing an event, and a certain profit 
rate.

According to Kotler and Keller [32] and Andrejević and Grubor [2], managers of complex 
events, related to the organization, should follow the following steps when forming the price:
1. Choose the price goal of the event execution (choosing whether it’s the profit, becoming a 

market leader in the quality of the program, image or similar),
2. Determine the demand for the event (most commonly, increase in the price leads to a de-

crease in the demand for the event),
3. Estimate the costs of setting up and executing an event (these costs represent the lower 

limit when forming the cost of event execution),
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4. Analyze the cost, price and competitors (by analyzing the characteristics of the closest 
competitors, related to what their music festival offers, managers can determine the price 
to be higher, lower or equal to the competitor),

5. Choose the forming method of the cost of executing the event (it’s common to use one of 
the following methods: cost formation based on the expenses, formation according to the 
market, or the formation according to the value for the visitors of the music festival);

6. Select the final cost of the event execution.

Event management theorists usually associate the ticket price with the quality of the festival 
program. Practice shows that the visitors are not offered a single price, it’s a range that depends 
on the time of the purchase of the ticket (so if the ticket is purchased by a certain date it has one 
price, and after that date it becomes much more expensive; students and pupils have special ben-
efits when purchasing tickets (discounts), and special prices are created for groups of visitors [18].

10. THE PLACE OF EXECUTING A FESTIVAL

The place of an event is a location, i.e. the place where the event program is being conducted, 
as well as the places which sell the tickets for the event and the space that represents the close 
infrastructure of the event (parking space, selling spaces for products and services related to 
event, wardrobe, etc.) [2], [7], [28]. 

Ticket outlets are usually physically away from the event itself, and today more and more tickets 
for music festivals are sold via the Internet. The advantages of selling tickets via the Internet are 
reflected in the following:

• Short time required to purchase,
• No big effort is needed to buy tickets,
• Payment is safe and simple,
• The way of communicating with event visitors is modern,
• Costs are reduced after the purchase,
• Sales can be directed towards a specific target group [2].

The location of a music festival is an important instrument for the marketing mix. This instru-
ment affects other marketing mixes. The venue has a significant impact on the attractiveness of 
the event, which reflects on the festival’s attendance, the character and the image of the festival. 
It’s good to define the venue in the initial stage of event planning [25].

The place of the festival, according to Hoyle [25] and [28], should be chosen based on several 
important factors: the availability of the destination and the distance of the areas of potential 
visitors, the availability of parking, the ambience and the specialty of the location (places), 
logistics in setting up a certain event, infrastructure and attractions in the environment, the ex-
istence of organizations, companies that can be associated with the theme of the event, matching 
the characteristics of the location with the character of the event, the safety and security of the 
event participants, the availability of public transport and sufficient space for accommodation 
and maintenance of the event.

According to Getz [3], several important factors that are directly related to the event’s location, 
which need to be taken into account in the decision-making process about the location of the 
music festival, are:
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• visibility of the music festival’s location,
• accessibility of the music festival’s location,
• the central place for the music festival in the selected environment,
• the ability to group the audience,
• suitability of the place where the music festival is held,
• costs related to the choice of the location of the music festival,
• auxiliary services - part of the extended offer of events, and
• atmosphere and image.

The location of the music festival should be in line with the strategy of the festival. If festival 
managers want to win new markets and attract more visitors, they can change the location of 
the festival or expand into a new location [7]. An excellent example is the EXIT festival, that 
has been held since 2014, not only on the Petrovaradin Fortress, as it was the case for the past 
14 years, but it has been extended to Montenegro, where it is held on the beach by the sea and is 
called the Sea Dance Festival [18].

The decision about the place of an event should not be based solely on the appearance, arrange-
ment and image of the site, but should also take into account the profile of the visitors [25]. This 
decision should be made by the marketing manager of the music festival. Bowdin et al [7] states 
that the physical environment is a key factor of satisfaction of music festival visitors, which 
makes marketing managers consider the location a key instrument of the marketing mix.

Authors who talk about the place of an event (Ljubojević, Andrejević 2002; [2], [28], [33], 
mention servicescape as an important term. Servicescape represents a physical environment or 
ambiance. Authors Ljubojević and Andrejević [34] define the servicescape as a visible physical 
or informational infrastructure, which is necessary for executing event programs and providing 
relevant experiences and services to visitors of that event.

The role of servicescape in the event management is reflected in the following:
• Allows creating and execution of an event program,
• It has an impact on the behavior of event visitors,
• Affects the behavior of program executors.

The most important aspects of the servicescape in event marketing are:
1. Spatial distribution and functionality of the space, and
2. Elements related to the aesthetic appeal for event visitors.

Servicescape can cause positive, but also negative reactions of music festival visitors. A high 
quality of servicescape refers to the possibility of performing electronic presentations, attrac-
tive decoration of the space and aesthetic appeal, which significantly increases the attractive-
ness of the event and results in positive emotions, excitement and visitors’ satisfaction [35].

The role of servicescape is also reflected in the control and directing of the behavior of the 
participants, especially the visitors of music festivals, which as a rule attracts a large number of 
visitors. The mass audience control refers to ensuring the execution of a music festival which 
implies directing and limiting the movement of the mass audience. Managing mass audiences 
involves taking preventive measures to avoid unwanted behavior such as panic, aggression, 
uncontrolled movement, and similar, which would result in disabling the program of the music 
festival.
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11. PROMOTION OF THE MUSIC FESTIVALS

A promotion is a way of mass communication with consumers and one of the marketing mix in-
struments [36]. Milisavljević [37] considers promotion the process of communication between 
enterprises and consumers in order to create a positive attitude about the products and services 
that lead to their favor in the process of buying on the market. In the event marketing and music 
festival literature, the term „integrated marketing communication” is largely used instead of 
the term „promotion”. Integrated marketing communication involves communicating with the 
market by integrating various communication methods [7], [19], [27].

The goals of the promotion as a marketing mix tool are:
• Informing the visitors and potential visitors,
• Education (about the festival news),
• Assistance in choosing a product or service (in our case a music festival, among other 

festivals in the area [36].

Effective marketing communication of the organizer with potential visitors of the music festival 
is realized through:

• Identification of the target group of the music festival,
• Determination of communication goals,
• Designing communications,
• Choice of a communication channel,
• Determining the communication budget,
• Deciding on a mix of media,
• Measuring marketing communication results,
• Managing integrated marketing communications [2], [32].

The promotion of the music festival is a narrower term in relation to integrated marketing com-
munication, i.e. represents its part.

In order to successfully form promotional strategies and determine the feasibility and sustaina-
bility of the marketing plan, it is important to answer 5 questions: Why? Who? When? Where? 
What is the purpose? These five questions represent the basic principle of promoting events.

• Why visit a music festival? Response to this question highlights the benefits for visitors 
and potential visitors.

• Who will visit the music festival?
• When to organize a music festival? Music festivals are often organized during the hol-

idays, with a trend ranging from 3 to 9 days. It’s important to pay attention to the com-
peting events and their execution time so that they do not coincide.

• Where to organize a music festival? It is important to choose an attractive location, 
which will be interesting to visitors. EXIT festival is held on the medieval fortress and 
SZIGET festival on the river island. As has already been pointed out, the location may 
be crucial for the success of the event.

• What is the purpose of the event? [25].

In order to successfully promote a music festival, event managers and marketers usually choose 
a combination of promotional mix instruments. The promotional mix includes the following 
instruments:

• Economic propaganda, i.e. advertising,
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• Economic publicity,
• The marketing aspect of public relations,
• Sales improvement,
• Personal sales,
• Direct marketing [2].

Masterman and Wood [27] add e-marketing or internet marketing to this mix of instruments of 
communication.

Economic propaganda or advertising is the most commonly used instrument of the promotional 
mix. It refers to any form of promotion, paid by the organizer of the music festival. The goal of 
advertising is to create and increase awareness of the event, create or promote a positive image, 
position the music festival related to the competition, encourage the need or desire for a music 
festival and convert the demand for a music festival into the sale of the music festival program 
to visitors [3]. Various media are used for advertising: radio, television, Internet, graphics such 
as brochures, leaflets, advertising in printed media, outdoor advertising (billboards).

Economic publicity is an unpaid form of mass communication with a wide target audience of 
events. Managers of music festivals do not have direct control over economic publicity. The ad-
vantage of this instrument is its objectivity in reporting to the public. The target group is informed 
from neutral and professional sources about the intent, program and quality of a music festival.

Public relations are an instrument of promotion that forms the opinion, understanding and at-
titude of the auditorium about the organizer and program of the music festival [25], [27]. Since 
public relations is an unpaid form of promotion, they are favored by the event organizers [7]. 
The greatest advantage of public relations in relation to other instruments of the mix is   in ex-
pressing the opinions of others about the event itself, rather than the opinion of the organizers 
[25], [27], [28]. Event managers also have no direct control over this promotion instrument [28].

Sales promotion is an instrument of promotion under the control of a music festival manager. 
This instrument does not require excessive financial investments, nor the engagement of spe-
cialized marketing agencies. It is about using different incentives in order to increase sales, i.e. 
the number of visitors. Improving sales at events can be achieved by introducing family cards, 
discount for group visits, gifts for buying multiple tickets, organizing giveaways and similar [7].

Personal sales are not typical for the promotion of events. This instrument is used to promote 
products and services of great value [2].

Direct marketing is based on a system of information, that is, sales, where the organizer of a 
music festival establishes a direct, interactive communication with a single visitor or a potential 
visitor of the event. Direct communication with individual consumers can be accomplished 
through direct mail, e-mail, phone calls and sending SMS messages. Direct marketing requires 
the existence of a database of consumers (event visitors) that would want to be contacted [7]. 
This instrument is of great importance for establishing long-term relationships with the con-
sumers (visitors of a music festival) and building their loyalty [27]. This instrument of commu-
nication mix records the highest growth [38].

In practice, as well as in professional literature, the significance and role of the Internet is in-
creasingly recognized in the promotion of music festivals. Professional literature lists the terms: 
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web marketing, internet marketing or e-marketing of events [7], [25], [27]. The internet has 
many advantages over the traditional ways of communicating with potential festival visitors. 
One of the main benefits is lower costs than other promotional mix instruments. A large range 
of spreading is also an advantage, i.e., the availability of potential visitors. When it comes to 
music festivals, the most adequate and the most popular electronic (online) promotional tech-
niques are: websites, Internet advertising, online partnerships (associated sites), Internet public 
relations, e-mail marketing, viral marketing and blog marketing [28]. Most authors agree that 
the best promotional effects are achieved through a combination of traditional and e-marketing 
tools [19], [27].

The main goal of promoting an event, according to event marketing, is an increase in the tangi-
bility of the event offer. To accomplish this, four communication strategies are used:
1. The strategy of visualizing the offer of an event that consists of creating a clear mental 

picture of the offer and event program,
2. The association’s strategy for the offer of the event involves connecting external elements, 

individuals participating in the event execution, event venue or certain items with the 
event program,

3. The physical presentation of the offer of an event refers to the existence of tangible associ-
ations to the essential or peripheral elements of the event offer, and

4. The strategy of documenting the event offer implies the highlighting of qualitative and 
quantitative facts in promoting the value and use of the event offer to the target group [34].

12. RISKS IN EVENT ORGANIZING

Tourism is extremely sensitive to all negative occurrences, not only natural disasters, but also to 
social events, therefore the assessment of risks in tourism is extremely important. Unforeseen 
events have a negative impact on tourism, which can be immediately noticed by the decrease in 
the number of tourists, and consequently through the realized economic effects. 

According to the World Tourism Organization, the main sources of risk in tourism are:
• Tourism sector and connected legal sources, that are related to disregarding of the 

signed contracts, regulations and laws, fraud and similar.
• Human resources and institutions outside the tourism sector. Potential social conflicts, 

warfare, terrorism, organized crime, delinquencies and human trafficking are undesira-
ble companions on a tourist trip.

• Personal risk, i.e. individual travelers and their health, provoking conflicts with the local 
population, curiosity, loss of money and documents.

• Physical risks from the environment; natural disasters and epidemics.

In order to ensure the safety of a tourist destination in which an event is held, precautionary 
measures should be taken to ensure the safety of tourists and participants in the event, the safety 
of employees in tourism, as well as in other branches, security of the location, environmental 
safety and economic security. The destination in which the event is held must have the image 
of a safe destination in order for tourists to visit a particular event, where the media has a great 
importance. This is also known by terrorists so they often attack popular tourist destinations, 
knowing they will achieve greater public response and present their ideas to a larger number 
of people. Terrorist attacks at a destination where a tourist event is held may be the end of an 
event, but also the end of a destination. Over the past years, we have witnessed terrorist attacks 
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in numerous tourist destinations. New York, Madrid, Cairo, London and Istanbul are just some 
of the cities in which the terrorists have recently carried out their attacks. The common goals of 
these attacks according to Štetić [39] are:

• To wound or kill as many people as possible because of publicity and informing the 
public of the fight they are leading,

• The political background of the attack is always present,
• Attacks occur in all types of tourism, it is only important that publicity is as higher as 

possible,
• The negative impact on the destination is usually long-lasting.

Criminal attacks on tourists also happen on tourist destinations, especially during the events. 
They are distinguished by:

• The reasons for the attacks are mostly of economic nature,
• The victims of these attacks are incautious tourists,
• There is no political background for these attacks,
• There is no big publicity, since data about such attacks is often hidden,
• Negative consequences are often short-lived, because the local community reacts very 

quickly in solving and preventing the problem [39].

In order to make sure event visitors are safe at the destination, local police in cooperation with 
tourist workers must secure the tourists from criminal attacks. Visitors should be warned by 
propaganda messages or in other ways about potential dangers that lie at the destination: such 
as possible scams by dishonest sellers, taxi drivers, and similar. When organizing events, em-
ployees in tourism should also be protected. Execution, but also the organization of events itself 
can be extremely tiring. Short terms and insufficient staff, can cause overtime and high levels of 
stress. Special attention should be paid to the protection of the location in which the event takes 
place, both ecological and cultural.

There are many risks to the event organizers. In order to prevent as many potential risks as pos-
sible, organizers need to know the risks in tourism in general, the risks that occur in the local 
community and the risks that occur in the environment. Event managers find that risks level in 
event organizing depends on previous experience, size of event organization, and level of pro-
fessionalism of event management [40].

Preventing potential risks is not easy and can include a range of activities:
• Clearly marking places where access to visitors is banned,
• Setting up easily accessible information points, which will provide visitors with various 

information and support,
• Co-operation with local health institutions to which the event will be announced in a 

timely manner, in order for them to be able to prepare for emergencies, not only in the 
field team, but also in health institutions,

• Notifications about appropriate clothing and footwear in the event of an open-air event 
or in a local community that involves a special way of dressing for religious or other 
reasons.

The most present risks at the local level, according to Štetić [39] are:
• Insufficient preparedness of the event,
• Inadequate equipment of the space,
• Unapproved content,
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• Inappropriate offer,
• Poor response of the local population and visitors in general,
• Non-recognition of demand,
• Inadequate date for the event,
• Inadequate information for visitors and the local population,
• Inadequate media coverage of the event,
• Inadequate space for event execution,
• Lack of support by local authorities, etc.

Recently held Winter Olympics in Sochi is an example of well-secured manifestation. Although 
there certainly were individual unpleasant events, major attacks and major disasters were avoid-
ed. This is accomplished by years-long preparation and planning to the smallest details. Among 
other things, for security, all the entrances to the city were closed, except one that was then eas-
ily controlled. As the Winter Olympics can’t be held without snow, in the case of warm winters 
(as it turned out that was a warm one), the snow has been stocked for several winters before.

13. CONCLUSION

Events contribute to the economic and tourist development of micro destinations, sometimes 
even the states. For many cities, events represent the brand and the trademark of the destination, 
such as Rio de Janeiro, Edinburgh, Munich. Events are significant promoters of the develop-
ment of tourist destinations in which they are held. They can be an addition to the tourist offer 
of a particular destination, where they will attract visitors who will extend their stay on the 
destination because of the event. They can also be the promoter of tourism development at the 
destination, which will be developed into a tourist destination thanks to the popularization of an 
event. Event organizers use numerous and diverse management tools to attract as many visitors 
as possible.

Event manager, in order to fulfill his tasks, should have some qualities that are not only learned 
during formal education period, but some of them are learned naturally over a long career. The 
most important is that a manager has a passion for his job. Up in the paperwork, one can notice 
that there are numerous risks in organizing events. That means that the job of a manager could 
be extremely stressful, demanding and exhausting. Creativity is also must have. Every event is 
specified by its size, visitors, performers, place, stakeholders, weather conditions (if it is in open 
air). The event manager needs to coordinate a number of responsibilities and manage many 
people simultaneously, that’s why he must have great organizational skills. Contemporary event 
manager should have technologically affinity. There are numerous applications and tools that 
could be useful for event organizing and making a job of event manager easier. 
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Abstract: The paper is dedicated to the problem of gastronomic tourism in the Far Eastern Federal Dis-
trict of Russia. As this tourism area is becoming increasingly popular around the world, its influence on the 
country’s economy cannot be underestimated. The authors have attempted to evaluate the main directions for 
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1. INTRODUCTION 

The economic situation in each country is largely determined by the state of each separate-
ly taken sector of its economy. Especially it concerns those sectors that have the largest 
share in the country’s gross national product. Due to the ongoing processes of globaliza-

tion and internationalization of countries’ economies, tourism plays an increasingly important 
role – both in the international arena and within a country. Tourism can be considered, firstly, 
as a source of financial revenues to the state budget; secondly, as an efficient tool to increase 
the employment and the quality of life of the population; thirdly, as a basis for the social and 
cultural development and patriotism education; fourthly, as an effective educational tool and a 
means for the development of civil society [1].

Nevertheless, the quality of the national tourist product does not always meet the requirements 
and personal expectations of its potential consumers – Russian and foreign tourists. In addition, 
there are some other objective problems, such as: underdeveloped infrastructure, drawbacks in 
catering and hospitality industry, inefficient destination branding, etc. 

In this regard, there is a need to find new ways to attract tourists to the regions of the Russian 
Federation by working on previously undeveloped spheres. Within this research, we focused on 
such a relatively new for Russian tourism industry area as gastronomic tourism. In many coun-
tries, it is not a new phenomenon; moreover, it is due to gastronomic tourism that have emerged 
the world-known brands of many regions of France, Italy, Spain and some other countries. 

Modern Russia is yet at the beginning of its path as a destination for gastronomic tourism; how-
ever, the potential of the country in this area inspires optimism. Speaking about the Russian Far 
East, should be noted the richness and uniqueness of the regional natural resources, which can 
serve as the basis for formation of a quality tourist product.
1 Pacific National University, Khabarovsk, Russia
2 Pacific National University, Khabarovsk, Russia
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2. CURRENT STATE OF GASTRONOMIC TOURISM:  
RUSSIAN AND FOREIGN EXPERIENCE

Nowadays, the gastronomic tourism is an important component of the tourism industry in the 
world. As the tourism market is being saturated with various offerings from numerous tour-
ism organizations, newly appeared unique tourist routes and non-standard tourist products, the 
tourists’ needs and preferences change accordingly, becoming more complex and sophisticated. 
In recent years, the term “experience economy” becomes increasingly common both in pub-
licist and scientific literature. This can be explained by the fact that a standard set of services 
no longer satisfies customers seeking to diversify their vacation with new emotions and expe-
rience. In this situation, the competition for the consumer of tourist services is exacerbated, 
and the gastronomic aspect of a trip becomes a significant competitive advantage for tourism 
organizations. Each region, hosting tourists, seeks to position itself as a unique tourist destina-
tion, to emphasize its cultural characteristics and identity. The gastronomy in this case plays 
an extremely important role, being one of the most vivid experiences for tourists and affecting 
directly the formation of the destination image.

The multinational composition of Russia is one of its characteristic features and a considerable 
competitive advantage of the country in the world market of tourist services. This cultural and 
national diversity contributes to a huge potential for the development of gastronomic tourism, 
both countrywide and at the city and regional level.

The relevance of the gastronomic tourism development can be also explained by the intensi-
fication of globalization processes in the world. Despite a number of obvious advantages, the 
phenomenon of globalization causes the need of self-identification and strengthening the sense 
of belonging to a particular social group. In this context, gastronomic tourism acts as an effective 
tool of social identification, and the local cuisine can be considered both as an anti-globalization 
phenomenon and one of the ways of understanding the world. There is a close link between a 
certain region and its characteristic food types, which is due to a number of factors: from climat-
ic and geographical conditions to historically created culinary traditions. Thus, the consumption 
of local specialties allows people to feel their belonging to the particular social environment, and 
geographical diversity plays an important role in the tourism development of a country. 

At the international level, the task of developing gastronomic tourism is carried out by a spe-
cially created organization, the World Food Travel Association [2]. The founder and executive 
director of the association, Erik Wolf, also known as the creator of the world gastronomic 
tourism industry, defines the gastronomic tourism as “the pursuit and enjoyment of unique and 
memorable food and drink experiences, both far and near”. However, until 2012, another term, 
“culinary tourism”, had been used to describe this industry. Later it was replaced with the term 
“gastronomic tourism” which is easier to understand and carries a less elitist connotation, ac-
cording to a survey conducted among the English-speaking citizens.

The main objective of gastronomic tours is an acquaintance with the local food culture, the 
traditions and customs of the local population while discovering special features of the regional 
or national cuisine. Thus, according to the World Food Travel Association, this tourism area 
includes 12 elements [2]:

• culinary schools and workshops;
• culinary entertainment;
• culinary trends;
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• culinary events;
• culinary media;
• culinary preparations;
• gastronomic shops;
• gastronomic tours offered by tourism agencies;
• gastronomic establishments;
• farmer markets;
• gastronomic clubs;
• food production.

The growing importance of gastronomic tourism for Russia is evidenced by the establishment in 
2015 of the Russian Gastronomic Tourism Association headed by Andrei Paramonov. The key ob-
jective of the association is to create suitable conditions for the sustainable development of gastro-
nomic tourism in the country, to support small and medium-sized businesses in the hospitality in-
dustry and to increase the tourist attractiveness of Russian villages, cities and regions. According 
to the members of the Association, a high level of gastronomic tourism development can provide 
a number of advantages to the region, including: an increase in the number of tourists; growth in 
sales (accommodation, catering services, car rental, etc.); more extensive coverage in the media; 
the emergence of a new competitive advantage or unique trade offer (for example, unique food and 
drinks); increase in the volume of tax revenues to the budget; increased public awareness about 
tourism in the region; increased public pride and awareness of local gastronomy [2].

Local gastronomy is one of the factors determining the quality of a tourism destination. It 
should be noted that the role of local cuisine is to satisfy both the physiological and social needs 
of a person. According to UNWTO research [3], 88.2% of the surveyed tourists consider gas-
tronomy one of the key elements in the regional branding. For many travelers the intention to 
discover the local cuisine or even a certain regional specialty can serve as the main motivation 
for the trip, as well as the level of service in public catering establishments can be one of the 
criteria for the selection of property abroad.

The role of gastronomy in job creation, developing infrastructure of the region and preserving 
national traditions is also indisputable. This is evidenced the fact that UNESCO officially rec-
ognizes gastronomy as part of the historical and cultural heritage of humanity. For example, the 
national cuisine of France, Japan and Mexico are included in the UNESCO heritage list.

Nowadays, Europe is the undisputed leader in the field of gastronomic tourism. Especially pop-
ular are wine and gastronomic tours around the regions of France, Italy and Spain, whiskey 
tours to Scotland, fishing trips to Norway and the Netherlands, etc. 

According to the data from the United States (2013) [4], during the gastronomic tour, the cost 
per person averaged 1,200 US dollars. About one-third of total expenses were spent directly 
on food and beverages. Each year, about 9 million people bought gastronomic tours around the 
United States, and the annual turnover of the market equaled 51 billion US dollars (about 12 
billion dollars were food costs). According to statistics, the gastronomic tourists traveling in the 
US are generally well-educated people with a level of income above the average. They demon-
strate a high interest in local culture and history and spread their knowledge in their home coun-
tries (the “word of mouth” effect). In America, Canada and Australia, active work is currently 
carried out in order to develop and implement different plans and strategies for the gastronomic 
tourism development on their territories. Remarkable is the fact that not only special consulting 
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companies are involved in this work, but public organizations and local residents participate as 
well. The latter fully realize the importance of creation of the image of the area as an attractive 
tourist destination, and make a significant contribution to the regional tourism development. 

In addition, it is worth paying attention to the experience of Wales (Great Britain) in the field 
of gastronomic tourism. By decision of the Welsh Government, a special action plan (“Food 
Tourism Action Plan for Wales”) was developed in 2009 [5]. The document was aimed at the 
development of appropriate infrastructure in the region and included a number of important 
activities, such as:

• targeted development of the local gastronomic brands; 
• organization of special events (gastronomic festivals, etc.);
• active involvement of local producers in the logistics chains of public catering establish-

ments: restaurants, cafes, grocery stores, etc.;
• development of farm production;
• taking measures to improve the quality of service.

Using gastronomic aspect for developing regional tourism can be illustrated by the example of 
Spanish cuisine represented in [6]. 

Spanish cuisine is known internationally for various aspects such as its innovative nature or 
the high quality of the products used. Moreover, one of the most recognizable aspects of this 
gastronomy is the presentation made of the culinary product through the tapa concept which 
refers to a type of food presentation in small amounts, and it is usually shared among several 
people even using the same dish. Tapas are widely known throughout Spain, although in some 
regions they are known by another name, pintxos, for example, and they allow you to taste a 
small proportion of the typical gastronomic product of the area along with a drink. In certain 
geographical areas, the tapas that accompany the drink do not even involve an extra cost for 
the consumer. This small portion of food allows diners to try different types of culinary spe-
cialties and thus obtain a wide gastronomic experience. Thus, the typical culinary presentation 
that takes place in the city of Córdoba, based on the concept of “tapas” is one of the most valid 
options if you want to try many different dishes while sharing food with the rest of diners at a 
table, achieving in this way greater socialization. Tapas respond to one of the oldest traditions 
of Andalusia (and Spain), and today they are established both as heirs of the culinary tradition 
of this area and as an avant-garde trend by experimenting with new flavors in the cuisine. This 
allows an exportable model to other countries and, for this reason, in different cities around the 
world establishments are opening based on the concept of tapas.

Speaking about the development of gastronomic tourism in Russia (and, notably, in the Russian 
Far East), it must be recognized that, to date, the potential of the territory is not fully revealed 
yet. Meanwhile, there are a number of arguments in favor of active development of this area. 
Firstly, the inclusion of a gastronomic component in tourist routes will increase both the com-
petitive potential of the regional cuisine and local gastronomic products, as well as the over-
all attractiveness of the territory. There is a strong connection between the territory and the 
gastronomy. This explains the uniqueness of the gastronomic tourism: while the ready-made 
culinary products can be exported outside the region, it is almost impossible to take the related 
traditions, resources and people’s experience out of the territory.

Secondly, the economic effect from the development of gastronomic tourism consists in the di-
versification of the territory’s economy. Using the gastronomic component brings tangible bene-
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fits to the various stakeholders: from the local population to small business owners in the field of 
hospitality and catering, local food producers, farmers, etc. Today, in many cities of the Far East 
(Khabarovsk, Vladivostok), there is a tendency to active promotion of the regional cuisine by lo-
cal chefs, which can also be used as an incentive to develop gastronomic tourism in the territory. 

Thirdly, the gastronomic tourism can play a particularly important role in the development of 
those regions that lack other recreational resources, such as climatic, geographical, cultural, his-
torical, etc. Despite the access to the sea, the Far East cannot position itself as the sea holidays 
destination, as the average duration of the swimming season here is limited to two or three sum-
mer months (sometimes the beginning of September). However, the access to marine resources 
gives the region another, no less important advantage: the possibility of catching fresh seafood 
and using it in gastronomy.

International tourist arrivals (million)
Market 
share 
(%)

Change (%)

Aver-
age a 
year 
(%)

1990 1995 2000 2005 2010 2015 2016* 2016* 14/ 13 15/ 14 16*/15 2005-
2016*

World: 435 526 674 809 953 1189 1235 100 4,0 4,5 3,9 3,9
Advanced econ-

omies1 299 337 424 470 516 654 685 55,5 5,7 5,0 4,8 3,5

Emerging econ-
omies1 136 189 250 339 437 536 550 44,5 2,1 4,0 2,7 4,5

By UNWTO 
regions:
Europe 261,5 303,5 386,6 453,2 489,0 603,7 616,2 49,9 1,7 4,8 2,1 2,8

Northern Eu-
rope 28,7 36,4 44,8 59,9 62,8 75,4 80,2 6,5 5,3 6,5 6,4 2,7

Western Europe 108,6 112,2 139,7 141,7 154,4 181,4 181,5 14,7 2,2 3,5 0,0 2,3
Central / East-

ern Europe 33,9 58,9 69,6 95,3 98,5 121,4 126,0 10,2 -9,1 5,4 3,8 2,6

Southern / 
Medit. Europe 90,3 96,0 132,6 156,4 173,3 225,5 228,5 18,5 6,9 4,9 1,3 3,5

- of which EU-
28 230,1 266,0 330,5 367,9 384,3 477,8 500,1 40,5 4,7 5,3 4,7 2,8

Asia and the 
Pacific 55,9 82,1 110,4 154,1 208,1 284,0 308,4 25,0 6,1 5,4 8,6 6,5

North-East Asia 26,4 41,3 58,3 85,9 111,5 142,1 154,3 12,5 7,3 4,3 8,6 5,5
South-East Asia 21,2 28,5 36,3 49,0 70,5 104,2 113,2 9,2 2,9 7,4 8,6 7,9

Oceania 5,2 8,1 9,6 10,9 11,4 14,3 15,6 1,3 6,1 7,6 9,4 3,3
South Asia 3,2 4,2 6,1 8,3 14,7 23,4 25,3 2,0 12,9 2,3 7,8 10,7
Americas 92,8 108,9 128,2 133,3 150,1 150,1 199,3 16,1 8,5 5,9 3,5 3,7

North America 71,8 80,5 91,5 89,9 99,5 127,5 130,5 10,6 9,7 5,5 2,4 3,4
Caribbean 11,4 14,0 17,1 18,8 19,5 24,1 25,2 2,0 5,5 8,1 4,7 2,7

Central Amer-
ica 1,9 2,6 4,3 6,3 7,8 10,2 10,7 0,9 5,6 6,8 4,9 5,0

South America 7,7 11,7 15,3 18,3 23,2 30,8 32,8 2,7 7,1 5,9 6,6 5,4
Africa 14,8 18,7 26,2 34,8 50,4 53,4 57,8 4,7 0,6 -2,9 8,1 4,7

North Africa 8,4 7,3 10,2 13,9 19,7 18,0 18,6 1,5 -1,4 -12,0 3,5 2,7
Sub-Saharan 

Africa 6,4 11,5 16,0 20,9 30,7 35,4 39,2 3,2 1,9 2,4 10,5 5,9

Middle East 9,6 12,7 22,4 33,7 55,4 55,6 53,6 4,3 8,7 0,6 -3,7 4,3
* –  provisional figure or data 
1 –  Classification based on the International Monetary Fund (IMF); see the Statistical Annex of the IMF World 

Economic Outlook of April 2017, page 176, at www.imf.org/en/publications/weo. 

Table 1: International tourist arrivals
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Fourthly, the inclusion of gastronomic aspect to the strategy for development of regional tour-
ism can compensate, in one way or another, the negative effect of the global trends towards 
globalization and unification, emphasizing the cultural identity and uniqueness of a particular 
territory. At the same time, from the ecological point of view, the development of gastronomic 
tourism on the territory allows minimizing the negative impact on the environment, since it 
reduces the need to transport gastronomic products outside the region.

According to the head of the Russian Federal Agency for Tourism Oleg Safonov, the signifi-
cance of the Far Eastern Federal District for the Russian tourism industry cannot be overesti-
mated, since “it is not only a territory with a unique natural, historical and cultural diversity, but 
also a region that borders on countries with leading dynamics of growth of tourist flows”. The 
Far Eastern Federal District occupies 36% of the territory of the country and possesses huge 
natural, recreational and gastronomical resources. According to the official data of the World 
Tourism Organization report (UNWTO Tourism Highlights: 2017 Edition), the countries of 
the Asia-Pacific region in 2016 showed the highest growth rates in the number of international 
tourist arrivals (9%) [3]. In view of the fact that nowadays the Asia-Pacific region demonstrates 
particularly high rates of growth in tourist flows, the tourism development on the Far East is an 
especially relevant task. The table 1 demonstrates the data of the World Tourism Organization 
(UNWTO) on tourist arrivals to different regions of the world during several years. That will 
help to draw conclusions about the changes in tourist flows and to identify the most promising 
tourist destinations. 

As the table shows, the average annual growth rate of the number of tourist arrivals to the 
Asia-Pacific region for the period from 2005 to 2016 exceeds the similar indicator in other re-
gions of the world (6.5% against the world average of 3.9%). 

3. DEVELOPING GASTRONOMIC TOURISM IN THE RUSSIAN FAR EAST

In recent years, there has been a positive dynamics of the domestic and inbound tourism devel-
opment in the Russian Far East that is evidenced by the following figures: in 2015, 2.7 million 
Russian tourists visited the Far Eastern region, and in 2016, this indicator reached 3.5 million 
(in other words, it increased almost by 30%) [7]. The tourist flow to Kamchatka has increased 
threefold for the last three years. Prospective is the development of cruise tourism in the region: 
about two million cruise tourists every year pass Russian borders while travelling from the 
Asia-Pacific region to Alaska. Also, according to the head of the Russian Federal Agency for 
Tourism, at the moment, the project of a so-called “Eastern Ring of Russia” (by analogy with 
the Golden Ring of Russia) is being developed. Its main objective is to give the chance to arriv-
ing tourists to discover at once several regions of the Far East. 

It is also worth paying attention to the increased interest in Russia by tourists from China and 
South Korea. Thus, the tourist flow from South Korea increased by 42% in the first half of 2017. 
And the number of tourists from China increased by 15% over last year. One of the reasons for 
such growth is a simplification of visa regime (electronic visa to Russia) allowing tourists to get 
a visa online [7].

The primary objectives in the development of tourism in the Far East are the improvement of the 
tourist infrastructure in the region and the creation of new accommodation facilities. Moreover, 
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Safonov highlighted the need to improve tourist services quality and to promote more actively 
Russian tourist products in the market of China, South Korea and Japan. 

Among the advantages of the Far Eastern region which attract tourists from the Asia-Pacific 
countries, we can particularly highlight the following: the region’s availability for tourists, the 
diversity of ecological tourist routes, a wide variety of excursion programs, and also becoming 
more and more popular gastronomic tours. Both Russian and foreign tourists travel not only 
for cultural, but also for culinary experience: for many of them the opportunity to discover 
local delicacies (such as seafood, wild game specialties, wild plants, mushrooms, etc.) is a key 
motivation for the trip. Today, the gastronomic tours to the region are organized by the Russian 
Export Center, the Federal Agency for Tourism and the Ministry of Agriculture of the Russian 
Federation. The first gastronomic tours are planned to be held in Khabarovsk, Vladivostok and 
some other cities of the Far East.

Gastronomic tourism is considered one of the priority directions in the development of domestic 
and inbound tourism in the Far East of Russia. In this context, the regional cuisine can be seen 
as an instrument of so-called “soft diplomacy”, which means a way to bring to the tourist the 
values of the territory through the local gastronomic specialties which reflect its specificity and 
uniqueness. The main prerequisite for the gastronomic tourism development in the region is the 
diversity of national cuisines of the local inhabitants, as well as considerable natural resources 
of the Far East. The regional gastronomy is represented by the following types of national cui-
sine [8]:

1. Cuisine of the indigenous people of the Far East (the Nanais, Evenks, Udege, Chukchi, 
etc.);

2. Traditional Russian and Ukrainian cuisine, adapted for local products;
3. Chinese, Korean, Japanese, Thai, Vietnamese, Uzbek and other types of national cuisine, 

borrowed from other countries;
4. Local home cooking of the Soviet and post-Soviet period.

Thus, the Far Eastern cuisine is a mix of different gastronomic trends, adapted for the modern 
consumer (considering the resources available in the region).

Talking about tourism development in the region, we cannot ignore the fact that the population 
of the Russian Far East is highly diversified in terms of people’s nationality, which is partly due 
to active migration process. Migration has a strong impact on cultural (and, thus, gastronomi-
cal) condition of the regional. The influence of the Asian cultures, brought by immigrants, finds 
expression in opening new cafes and restaurants of foreign cuisine.

For example, in Khabarovsk there is a number of cafes and restaurants of Armenian, Ukrainian, 
and Uzbek cuisine. Interestingly enough, many tourists from the neighboring countries (such 
as China, Japan and South Korea) are attracted by the opportunity to taste the local specialties 
of these countries. Thus, the migration processes may also contribute to the development of the 
gastronomic tourism in the region. 

To quote Russian political observer Valery Vyzhutovich, labor migrants are actively integrated 
into the Russian economy, because there is objective need for additional manpower in our coun-
try. According to the International Organization for Migration [9], the largest share is taken by 
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immigrants from Uzbekistan (25 %), Tajikistan (16 %), Ukraine (11 %), Kyrgyzstan (7.5 %), and 
Moldova (5.5 %). During 2016-2017, their total number is around 2 million people. 

In 2017, around 400 thousand foreign citizens have been put on the migration registration in the 
Russian Far East (which is 15 % more than in the previous year). More than a half of them have 
arrived for the purpose of work.

Due to the geographical position of our region, the main workforce “provider” for the Far East 
of Russia has always been the People’s Republic of China. Around 70 % of all coming foreigners 
are Chinese citizens. However, today the number of citizens coming to the Russian Far East from 
the CIS countries is steadily growing. According to data for 2014, the largest share is taken by 
citizens of Uzbekistan (80 700 people, or 28 %), Kyrgyzstan (36 400 people, which is more than 
12 %), Ukraine (3 700, or 11%), Armenia (18 900, or 6.5%), and Tajikistan (18 200, or 6%) [9].

Here is some statistical data characterizing the condition of the tourism sector in the Far Eastern 
Federal District (figures 1–3). 

Figure 1: The average number of employees of travel companies in the Far Eastern Federal 
District (excluding external part-time workers), people

Figure 2: The average number of employees of travel companies in the Far Eastern Federal 
District (including external part-time workers), people
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Figure 3: Number of tourism companies in the Far Eastern Federal District

In order to objectively assess the current state and the potential of gastronomic tourism in the Far 
East, the collection of data on catering enterprises in the seven largest cities of the Far Eastern Fed-
eral District was conducted. The survey covered the cities of Khabarovsk, Vladivostok, Yakutsk, 
Komsomolsk-On-Amur, Blagoveshchensk, Yuzhno-Sakhalinsk and Petropavlovsk-Kamchatsky 
(table 2) [10]. Data on the population (as of January 1, 2017) are presented in the table 3 [11].

National cuisine Khaba rovsk Vladi vostok Yakutsk Komsomolsk 
-on-Amur 

Blagove-
shchensk 

Yuzh-
no-Sakhal-

insk

Petropav-
lovsk- 

Kamchatsky 
Australian - 1 - - - - -
Author’s meals - 13 1 - 1 4 -
Azerbaijan 18 16 1 8 8 3 12
Asian 3 13 7 2 2 6 2
American 28 31 29 9 3 34 3
English 1 2 - - - 1 -
Arabic 2 - 1 - - 5 -
Armenian 12 41 3 4 15 1 -
African - - - 1 - - -
Bavarian - - - - - 1 -
Belarusian 1 - - - - - -
Belgian - 1 - 1 - - -
Bulgarian 1 - - - - - -
Buryat 1 3 7 - 2 - -
Hungarian 1 - - - - - -
Eastern 20 29 26 6 2 62 13
Vietnamese - 2 1 - - - -
Hawaiian - 1 1 - - - -
Greek 3 2 - - - - 1
Georgian 10 17 5 2 3 8 1
Home cooking 3 3 9 - - - 2
Jewish 3 14 - - - - 1
European 205 314 102 60 58 157 65
Indian 1 4 1 - - 3 -
International 2 1 - - - - -
Irish - 2 - - 1 1 1
Spanish 2 - - - - - -
Italian 49 56 24 16 9 30 11
Caucasian 33 41 10 10 2 6 5
Kazakh - 1 - - - 1 -
Chinese 64 90 15 34 59 5 5
Korean 21 30 7 4 2 45 3
Mexican 6 7 1 4 1 5 1
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Mongolian - 1 3 - 1 - -
Northern - - - - - - 1
German 8 3 - - - - 1
Ossetian 2 2 1 - 1 2 1
Pan-Asian - 26 14 1 - 4 6
Russian 101 185 64 51 56 47 36
Fish meals - 4 - - - - 2
Singaporean - 5 - - - - -
Mediterranean - 4 2 - - 5 -
Steak house 2 3 2 10 - - -
Tajik 1 - - - - - 1
Thai 2 4 5 - 3 1 1
Tatar - - 1 1 - 1 -
Turkish 5 1 2 3 - 3 1
Uzbek 35 30 13 6 10 4 10
Uighur - 1 2 - - 1 -
Ukrainian 3 8 7 1 1 1 -
Finnish 1 - - - - 2 1
French 2 5 - - - 1 -
Fusion 3 4 1 1 - - -
Czech - 1 - - 2 1 -
Yakut - - 46 - - - -
Japanese 48 55 64 20 12 64 15
Total 583 880 405 229 344 431 223

Table 2: Number of catering establishments in the largest cities  
of the Far East by types of national cuisine

City Population
Khabarovsk 616 242
Vladivostok 606 589
Yakutsk 307 911
Komsomolsk-on-Amur 249 810
Blagoveshchensk 224 419
Yuzhno-Sakhalinsk 194 882
Petropavlovsk-Kamchatsky 180 454

Table 3: The population of the Russian Federation for municipalities as of January 1, 2017 

Thus, the national cuisine presented in the restaurants of the Russian Far East is very diverse, 
which is an undoubted competitive advantage of the region in the field of tourism services. Lo-
cal catering establishments are oriented both on Russian and foreign clients, which contributes 
to the formation of the image of the Russian Far East as an attractive tourist destination. 

Obviously, for successful development of the urban gastronomic tourism in the cities of the Far 
East, it is necessary to develop the public catering segment, to open new restaurants special-
izing in the traditional Far Eastern cuisine, as well as to rebrand existing catering outlets (for 
example, by including in the menu gastronomic specialties which are specific for this particular 
region). In addition, special attention should be given to the quality of service, since this factor 
(along with the food quality) often plays a determining role in attracting customers.

Speaking about tourism development in the region, it is important to consider availability of 
hotels and similar accommodation facilities for tourists (tables 4 and 5) [10]. 
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Stars Khaba-
rovsk

Vladiv-
ostok Yakutsk

Komso-
molsk 

-on-Amur 

Blagove-
shchensk 

Yuzh-
no-Sakhal-

insk

Petro-
pavlovsk 

-Kamchat-
sky 

1* - 1 - - - 2 -
2* 10 10 3 1 3 2 2
3* 25 25 3 7 12 13 2
4* 5 3 3 - 1 3 1
5* 2 2 - - - - -

Total 98 151 110 28 61 45 30

Table 4: Number of hotels and similar accommodation facilities in the largest cities  
of the Far Eastern Federal District

Khaba rovsk Vladivostok Yakutsk Komsomolsk 
-on-Amur 

Blagove-
shchensk 

Yuzh-
no-Sakhal-

insk

Petro-
pavlovsk 

-Kamchatsky 
15,91 24,89 35,72 11,21 27,18 23,09 16,62

Table 5: The number of hotels and similar accommodation facilities per 100 thousand people

As can be seen from the table 5, hotels and other accommodation facilities in the largest cities of the 
Far East are extremely unevenly distributed. The highest rate is demonstrated in Vladivostok, Ya-
kutsk and Khabarovsk, then Blagoveshchensk, Yuzhno-Sakhalinsk, Petropavlovsk-Kamchatsky and, 
finally, Komsomolsk-On-Amur. Comparing the cities by the relative indicator (the number of hotels 
per 100 thousand people), the leader is Yakutsk, followed by Blagoveshchensk, Vladivostok and Yu-
zhno-Sakhalinsk. In Khabarovsk, there are less than 16 hotels for every 100 thousand people. Thus, 
it can be concluded that the largest cities of the Far East have insufficient number of hotels and similar 
accommodation facilities, which negatively affects the image of the region as a tourist destination. 

To date, various events, dedicated to local gastronomy and the national culture of the indigenous 
people of the Far East, are gaining popularity. Both in the cities and in small villages, different gas-
tronomic festivals, culinary exhibitions, national holidays and other events are held in framework of 
gastronomic and event tourism. Some of these events are presented in the table 6. 

Thus, the existing gastronomic potential of the regions of the Far East, in our opinion, can serve as 
a necessary and sufficient basis for the development of tourism both in the administrative centers of 
the regions and in the smaller settlements of the Far East, subject to sound strategic planning and 
effective management. 

Gastronomic tourism as a separate line of regional tourism is closely related to the so-called event 
tourism, which is another popular area of tourism nowadays. The features and problems of event 
tourism are considered by many Russian and foreign researchers. Event tourism includes creating 
and organizing different festivals, conventions, meetings and other large-scale events. 

Visiting gastronomic events can be attributed both to gastronomic and event tourism. Thus, both 
these directions should be considered as perspective options for the tourism development in the Far 
Eastern Federal District (along with nature, sports, medical and some other types of regional tour-
ism). Consequently, there is a need to develop the relevant elements of the tourism infrastructure in 
the region, including improvement of air and rail communication in the Far East, construction of new 
hotels, catering establishments and sites for mass events, and urban improvement in general.
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Khabarovsk 
Territory

International Gastronomic Forum (Khabarovsk, September 25–27, 2017)
Festival-competition “Silver Smelt” (Sovetskaya Gavan, March 24, 2018)
Exhibition “DahlPischeProm-2018” (Khabarovsk, April 5, 2018)
Gastronomic Festival “Barbecue Battle” (Khabarovsk, June 5, 2018)
Exhibition and trade fair “Our choice 27” (Khabarovsk, June 10–11, 2018)

Primorsky Krai 

Gastronomic Festival of Navaga (Vladivostok, Nakhodka, February 15–25, 2018)
Pancake Festival (Vladivostok, February 18, 2018)
Mussel Festival (Vladivostok, May 11–20, 2018)
Strawberry Festival (Spassk-Dalny, June 23, 2018)
Scallop Festival (Vladivostok, the first half of July)
Folklore Festival “Honey Spas” (Kavalerovo village, August 14, 2018)
Harvest Festival (Shtykovo village, August 18, 2018)
Honey Festival (Luchegorsk, mid-August) 
Honey Festival (Anuchino village, end of August)
Crab Festival (Vladivostok, September 17–27, 2018)
Taiga Festival (Vladivostok, September 29 – October 14, 2018)
Street Food Festival “Lavash” (Vladivostok, mid-August)
Gastronomic Festival “Try the Taste of Tottori” (Vladivostok, February)
Culinary delights at the “Street of the Far East” (Vladivostok, Russian Island)
Fish Festival “Sagdi Dava” (Vladivostok, September)
Festival of Korean cuisine, culture and tourism (Vladivostok, mid-October)
Gastronomic Festival “Days of Udege cuisine” (Bikin National Park, beginning 
of November)
Winter Fish Festival (Vladivostok, Nakhodka, December 5–15, 2018)

Amur Region 
Ethnic tour with the participation of tourists in the national holiday “Reindeer 
herder’s Day”, acquaintance with the national cuisine and life of the indigenous 
inhabitants of the village – the Evenks (Ivanovskoe village, end of March 2018) 

The Republic of 
Sakha (Yakutia) Gastronomic Festival “Taste of Yakutia” (November 30 – December 2) 

Sakhalin Region Gastronomic Festival “Fish Island “ (Yuzhno-Sakhalinsk, September 6 – 10, 
2017)

Kamchatka Krai Day of the first fish (first Sunday in June) 

Table 6: Gastronomic events in the Far East

Within the development of gastronomic tourism in the Far Eastern Federal District, it seems 
advisable to focus on the following areas:

• organization of special gastronomic and wine tours by local travel agencies; 
• establishing culinary centers and schools, conducting culinary classes and workshops; 

wine courses and sommelier schools; professional training in the area of public catering; 
• self-visit to local restaurants with regional and/or national cuisine; 
• organization of excursions to the objects of industrial objects of gastronomic tourism 

(for example, to the factories, confectionaries, shops, creameries, etc.); 
• organized visits to farms and farmers’ markets with environmentally friendly products;
• visits to special gastronomic shops, fairs, exhibitions and local products tastings; 
• organization of wine and gastronomic festivals, celebrations, competitions and other 

similar events;
• development of culinary media: television programs devoted to cooking, culinary 

shows, etc. 
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The implementation of each of the abovementioned areas requires an individual approach and 
substantial financial investments; it involves the participation of both federal and municipal 
authorities and representatives of small and medium-sized businesses.

In our opinion, one of the most prospective strategic lines in the development of the tourism 
industry is the organization of various events (different exhibitions, forums, conferences, semi-
nars, meetings, visits of delegations, business missions, international meetings, etc.), which are 
dedicated to the topical issues and problems of gastronomic tourism in the Far East. Organiza-
tion of such mass events can attract interest to the regions of the Far Eastern Federal District 
both among the tourists and potential investors. For example, the Olympic Games in Sochi have 
helped to increase the turnover of the catering industry in Russia by 0.4% and have brought 
huge additional profit (5 billion rubles) to the restaurants of the city. Despite the fact that organ-
izing events of this scale in the Far East is not planned in the nearest future, these figures clearly 
illustrate the positive effect of mass events on the industry development. However, this effect is 
rather short-term. In order to achieve a lasting effect, it is necessary to hold gastronomic events 
in the region on a regular basis, which will ensure a constant flow of tourists to the region. 

According to the experts of the Tourist Information Center of Primorsky Krai [12], recently 
there has been a tendency to combine business and cultural tourism programs. A vivid example 
of such a combination is the East Economic Forum which successfully hosts the Far East Street 
exhibition. Such events allow their guests not only to establish new business contacts and solve 
business issues, but also to relax and get acquainted with the region and its culture. 

It is advisable to conduct such events not only in the largest cities of the Far Eastern Feder-
al District, but also in the less populated settlements. Such an approach will ensure an even 
distribution of tourist flows across the Far Eastern regions, as well as a better use of available 
resources. In addition, it is also necessary to work with the local population, since the image 
and general attractiveness of the destination for potential tourists largely depends on how ready 
local residents are to receive tourists on their territory.

In many developed countries (for example, France), it is a common practice to:
• promote the cultural heritage and local gastronomy through the social networks, Inter-

net and in the press;
• accompany foreign visitors and presenting typical sights to them; 
• provide legal and administrative assistance;
• provide assistance in language learning;
• organize discussions, meetings and debates on the topic of regional tourism develop-

ment and prospects;
• organize exhibitions, debates and other national and international events;
• develop international cultural exchanges.

Organizing the abovementioned activities on a regular basis greatly contributes to the promo-
tion of regional cuisine and helps to strengthen the brand of a destination in general. This ex-
perience should be taken into account when designing development strategies in the regions of 
Russian Federation. In our opinion, the government should support financially and legally the 
initiative of local tourism organizations in the field of gastronomic tourism, as this is one of the 
perspective directions for tourism development in the Russian Far East. Today, the Far Eastern 
region of Russia has a great potential (speaking of natural resources, cultural heritage, locally 
produced foods and beverages), but this potential is not used properly. Creating organizations 
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and associations specializing in food tourism will boost the development of the tourism indus-
try as a whole due to attracting both Russian and foreign visitors. 

Thus, the development of gastronomic tourism in the Far East should be based not only on the 
development of catering sphere and activities of tourism organization, but also on the organi-
zation of the activities in the context of event tourism. Such a comprehensive approach, firstly, 
will help to attract the maximum number of foreign tourists to the region, and secondly, will 
promote the territory brand, which is especially important in the current situation on the tour-
ism market in the Far East.
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Abstract: The research presented in this paper indicates one of the options for improving the man-
agement of environmental resources by increasing the occupancy rate of capacities in the spas of the 
Republic of Serbia (RS). It is motivated by the current needs of the tourism industry for ideas that can 
increase the level of potential utilization of spas in the Republic of Serbia. The aim of the paper is to 
use research to test a basic hypothesis, that attracting families with small children can increase the 
occupancy rate of the spas’ capacity in the Republic of Serbia. The paper presents table research and 
field research. Table research was based on official data from the documents of the Republic of Serbia. 
The field research, presented in the paper, has been carried out on a sample of 122 respondents (par-
ents with small children), that respond in the questionnaire with 20 research questions about the survey 
topic. The research results confirm that the creation of better conditions for the stay and pleasure of 
families with small children in the Serbian spas, and their encouragement and motivation, may greatly 
influence the increase of occupancy rate of the spas’ capacity in the Republic of Serbia. This result 
showed to the authorities and management bodies of the tourism industry and spas in the Republic of 
Serbia that there is sense to take actions for a massive motivation of families with young children to 
use the spa throughout the year. The truthfulness of main hypothesis H(0) is confirmed. Furthermore, it 
has also been shown that, by the creative approach, it is possible to generate and check other ideas for 
increasing the occupancy rate of spas’ capacity.

Keywords: tourism; environmental resources; spas; management; increasing the occupancy rate of 
spas’ capacity; the Republic of Serbia.

1. INTRODUCTION

Tourism has been actively pursued as an economic development strategy by many coun-
tries and regions around the world [1]. When defining spa tourism, we should start first 
from the needs and wishes of the spa service consumers, preferences and the type of 

services that they expect to get. Spa tourism offers the services of healthcare, recovery of men-
tal and physical abilities, as well as additional activities and treatments. In addition to medical 
services, which are the basics of spa business, namely the very reason for their existence, spas 
offer a handful of other options for the tourists who take care of their health preventatively and 
who look for peace, tranquility and relaxation.

1 

2 

3 

4 
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The Republic of Serbia (RS) spas have great potential that is insufficiently or inadequately uti-
lized and represents a missed opportunity of RS in relation to the countries of the former Yu-
goslavia and the Balkans. The topic of this paper is driven by the existence of a severe problem 
– low occupancy rate of spas’ capacities in RS. The basic idea is to carry out research to indicate 
that the performance and increase of the occupancy rate of spas’ capacity in RS depend on the 
service quality, and thus on creating and adapting programs and infrastructure to the needs of 
families with small children. 

The main driving force of all activities must be the improvement of the efficiency and quality of 
services, which is achieved by: a) upgrading the knowledge and skills of all employees – who 
will consequently provide the required services in the most efficient way; b) the construction of 
facilities or their reconstruction; c) enrichment and upgrading of tourist offer, i.e. amplifying 
tourist facilities; d) encouraging operations in all seasons; e) adequate advertising in domestic 
and international markets, etc.

The first chapter of this paper presents the topic, idea, and intention of this paper - to examine 
and investigate the occupancy rate of spas’ capacity in RS and the possibility to increase this 
rate by attracting families with small children, as one of the options to respond to the existing 
problem. The second chapter is devoted to the literature review in this field. The third chapter 
depicts the specific situation of the RS spa tourism, along with the occupancy rate of spas’ ca-
pacity. We give an insight into the state of spas in RS in the last ten years and the opportunities 
for its development. The fourth chapter presents the research on the possibility of increasing the 
occupancy rate of spas’ capacity in RS conducted in 2017. The fifth chapter presents the results 
of the research, tested hypotheses and discussion. The sixth chapter makes a conclusion of the 
paper as well as the proposals for possible directions for further research.

2. LITERATURE REVIEW 

The development of wellness tourism nowadays is one of the major forces of great economic 
growth in most countries across the globe. In the 1980’s global ranking lists, Yugoslavia was 
ranked 8th according to the foreign tourist visits and overnights [2] - [4]. According to the eco-
nomics studies [5], the post-communist tourism economy, for a decade or more this branch of 
the economy was branded with inadequate infrastructure, poor image, poor management, poor 
accommodation, lack of built-up growing attraction and entertainment facilities, low service 
standard, etc. The challenges and the opportunities of tourism destinations in South Eastern 
Europe have been relatively neglected by researchers. Six South Eastern European countries, 
Slovenia, Croatia, Bosnia and Herzegovina, Montenegro, Macedonia and Serbia, former mem-
bers of the Socialist Republic of Yugoslavia, have emphasized a role of tourism in their devel-
opment. The war in the Balkans and political instability are the reasons for the slow recovery of 
these countries in this field, and returning to large pre-war tourist numbers has not yet achieved. 
Among the countries of the former Yugoslavia, Slovenia is one of the most developed in the spa 
tourism, an especially modern form of wellness tourism [6]. In the period 1990 – 2005 tourism 
in Slovenia increased by 85% in the number of tourists and by 92% in the number of overnight 
stays [3]. In the Republic of Croatia is present continuous mild growth of realized tourist over-
nights in spas until 2009, when a decline in overnights was recorded because of the impact of 
the economic crisis [7]. Bosna and Hercegovina, also indicate mild growth of realized tourist 
overnights. In Montenegro, according to the research in [8], the accommodation capacities in 
period 2008-2013 have a low trend of growth, and the number of tourist arrivals has steadily 
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increased. According to [9], the usage of the capacity of accommodation in spa centers is Mac-
edonia is small at about 23%, and the accommodation capacity grows by only 2% in that period 
[10]. The current accommodation in most spas should be classified at the level of quality from 
one or two stars. In RS the situation is much worse, after having reached its time of prosperity 
during the ‚50s, 60s and 70s, spa tourism, for the last 25 years have been suffering from aban-
donment and degradation, especially the infrastructure, thermal installations, etc. 

In neighbouring countries of Serbia (Bulgaria, Romania and Hungary) the situation regarding 
spa tourism is much better. In the past twelve years, Bulgaria succeeded in archiving good 
results in spa and wellness tourism, reached a stage of a great increase, despite the negative 
impact of the world financial and economic crisis [11]. As it was estimated in 2008 [12], France, 
Bulgaria and Romania jointly provided some 60% of the supply in the spa and wellness sub-
sector of the tourist industry in Europe. In Romania spa tourism the decrease in the number of 
arrivals and overnight in the period 1989-2005 lowered the occupancy rate from 73.2% in 1989 
to 49.5% in 2005 affecting to a lower extend the hotel units, for which the occupancy rate de-
creased from 84.9% to 64.9% [13]. At the national level, in Hungary in 2011 the rate of decline 
in overnights was lower at the national level than at regional, and the average length of stay was 
shortened [14]. 

Bearing in mind, that according to [15], sustainable economic and social development, consti-
tutes one of the most significant challenges for the modern world, and the relationship of tour-
ism with the three pillars of sustainable development, i.e., economic, environmental, and social, 
is very important [16], the development of sustainable spa tourism in Serbia can be the first 
sustainable challenge. Podawca & Pawłat-Zawrzykraj (2018) stated that many countries take 
advantage of their natural resources, cultural values and tourist virtues to various extents [17].

In recent decades, many researchers have been investigated different aspects of health tourism. 
Health tourism can be considered from two different points of view, medical and wellness [18]. 
The spa is subsector of health tourism, positioned in between medical and wellness, depending 
on the purposes and types of treatments [19]. Spa participation is currently showing incredible 
growth, as more consumers turn to spa facilities as venues to improve their health and well-being 
[20]. Consequently, demands of tourists are becoming more diverse: they look for new experi-
ence, quality vacations with the aim of relaxing and recovering their body and mind. Therefore, 
identifying the most important attributes to tourists generates an instrument for developing strat-
egies for the improvement of the competitiveness of that tourist destination [21], [22].

The infrastructure of a touristic offer is one of the main barriers to the well-being of tourism 
products [23]. Towner (1996) proposed that the basic supply components applicable to spas are: 
good quality accommodation, food and beverage, entertainment, recreational opportunities, 
health amenities and services, tourist attractions, infrastructure, and the spa waters themselves 
[24]. On the other side, fitness, outdoor sports activities, health and physical well-being are also 
important reasons for visiting the spa. Besides the improvement of wellness offer, the accom-
modations and additional facilities, such as guest catering, children’s playgrounds, trim lines, 
need to be added [25].

Families and children are the essential emotional elements in human life. Most families use 
travelling as an opportunity to strengthen social and emotional connections with each other. 
Travelling families are very important to tourist operators, and are estimated to generate over 
a third of the overall tourist revenue [26]. The future of family tourism lies in capturing the 
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diverse children’s and adults needs of different ages, from diverse ethnic backgrounds and with 
various family structures [27], [28]. That is the reason why family tourism is one of the largest 
and most constant markets in the tourist industry and yet tourism research has rarely taken any 
notice of spa families holidays [29], [30]. 

There is a distinct lack of the published research on spa and family tourism issues in the RS. 
This paper is one of the attempts to point out the possibility of improving this type of tourism 
in the RS, to highlight the problems and possible ways of their solving.

3. CASE STUDY: SPAS IN THE REPUBLIC OF SERBIA

The Republic of Serbia (RS) is located on the lakes of thermal mineral water. There are over 1,000 
mineral water springs with over 40 spas built in their vicinity [31]. Spas in the RS are places sur-
rounded by natural beauty (mountains, rivers, lakes, caves) and cultural-historical heritage (church-
es, monasteries, museums, monuments, caves, etc.). They are suitable and adapted for tourism in all 
seasons. Consumers of the RS spas are mostly females, although an increasing trend of interest in 
males for visiting and using spa services has been recorded in recent years. Consumers are between 
35 and 55 years of age, have secondary or higher education, mainly live in urban or suburban areas, 
and usually visit spas without children [32], [33]. The primary motive is the use of medical services, 
recovery and rehabilitation, recreation, sports training, reduction of weight, proper nutrition, edu-
cational programs, seminars, conferences, presentations and alike. This consumer profile likes to 
engage in sports activities in the open air or indoors, depending on weather conditions, but they also 
want to get to know and visit the cultural and historical heritage in spas vicinities [34], [35].

3.1. Occupancy rate of spas in the Republic of Serbia

The most important criteria that may affect the tourist valorization to the greatest extent are: 
the level of development of tourist capacities, the degree of attractiveness of tourist motives, the 
development of transport and hospitality infrastructure, training, professionalism and expertise 
of personnel, the level of facilities and equipment of tourist sites and centers, geographical po-
sition, cultural and historical heritage, and alike [36], [37].

No doubt the RS possesses a quality and different basis for further development of spa tourism. 
Its natural attractiveness creates a condition and indicates that it is possible to develop numerous 
types of tourist offers and services tailored to the needs of different user needs and desires of 
different age.

Accommodation facilities

Data in Table 1 shows the accommodation facilities, i.e. the number of rooms per year in spas 
of the RS (row No 1). Based on this data we can see that the number of rooms facilities in spas 
varies from year to year, but when looking at the initial 2006, and the last 2014 year, that number 
was reduced by about 1,000 rooms. The largest capacity - the number of rooms, was recorded 
in 2008, with 16,120 rooms, and the lowest in 2014, with 11,126 rooms. 

When it comes to the total number of beds (Table 1, row No 2) in RS spas, in the period from 
2006 to 2014, the number nearly doubled in 2008 compared to 2006. After that this number 
decreases. 
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The problem of low occupancy rates is directly related to the decline in the quality of accom-
modation facilities and supporting services of spa tourism. Most of the spa’s facilities in the RS 
were built before 1976, and they now require extensive reconstruction, renovation, adaptation 
and, depending on the specific needs of resorts, construction of new facilities. Precisely, from 
the previously presented data on the accommodation capacities, it can be concluded that, in 
general, they have declined. On the one hand, such a trend, observed in the last ten years, may 
be due to a small number of tourists and the lack of their interest to stay at the RS spas. On the 
other hand, the decline in the number of rooms and beds is derived from the obsolescence of 
facilities for tourist accommodation and inability to adapt to new, modern trend – dictated by 
today’s business of tourist resorts and their hospitality units.

No Year 2006 2007 2008 2009 2010 2011 2012 2013 2014
1 Number of rooms (in [1]) 12008 15948 16120 14120 14339 14443 13686 12170 11126
2 Number of beds (in [1]) 27967 41416 42243 36919 37306 37445 35543 26536 24399
3 Number of tourist overnights (in [103]) 2183 2335 2368 2286 2210 2308 2035 2134 1852
4 Domestic tourists (in [103)] 302 359 343 334 320 341.5 277 283.3 263.1
5 Foreign tourists (in [103]) 17 25 23 24 25 33.8 31.4 40.7 47.4
6 Total number of tourists (in [103]) 319 384 366 358 345 375.3 308.4 324 310.5
7 Occupancy rate (in [%]) 21.39 15.45 15.36 16.96 16.23 16.89 15.69 22.03 20.80

Table 1. Accommodation facilities of spas in RS and tourist in the period 2006 - 2014 
Source: Statistical Office of the Republic of Serbia, Statistical Yearbooks, Tourism 2006 - 2014

Tourist traffic

Tourist traffic in the RS spas records overnight stays and tourist arrivals per year. Table 1 (row 
No 3) displays the data on the number of overnight stays per year, starting from 2006 until 
2014. The analysis of these data shows that the number of overnights in the reporting period 
decreased. By 2008, the number of overnight stays grew when the most extensive tourist traffic 
was recorded, with 2,368,000 overnight stays. After this year, the number of tourist overnights 
begins to decline, and this trend continues until 2014, except in 2011 and 2013, when the num-
ber of overnight stays grows rapidly, but the number is still lower then the maximum number 
of overnights recorded in 2008. When it comes to domestic tourists who visited RS spas in the 
observed period (Table 1, row No 4), it can be said that the number of their arrivals grew until 
2007, after which there was a continuous decline, except in 2011. The difference between the 
arrivals in 2007 and 2014 comes to about 90,000. 

Regarding the visits of foreign tourists (Table 1, row No 5), it is interesting that the number of 
their arrivals grows from year to year, except for the period 2008-2010 when this number held 
steady, after which it increased again, reaching the amount of 47,402 arrivals. The difference, 
i.e. the increase in the number of foreign tourist arrivals from 2006 to 2014 is about 30,000. 
Based on the data from Table 1 (row No 6), it can be concluded that it is not possible to determine 
the trend in the total number of arrivals in the reporting period because this number changes 
from year to year so that it increases in one year while decreases in the following. However, 
despite this irregularity in the movement of the total number of tourist visits, it can be noted 
that the number of arrivals grows until 2007, after which it starts to decrease, whereby a signif-
icantly lower number of visits is recorded between 2007 and 2014, i.e. for about 74,000 arrivals.
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Capacity utilization in spas of Republic of Serbia 

The occupancy rate of spas’ facilities, as shown in Table 1 (row No 7), points to the fact that the 
capacities of RS spas in the period 2006-2014, are underutilized (15.36 to 21.39 [%]). The differ-
ence between the used and unused capacity is huge (about 80 [%]), which indicates the necessity 
to undertake activities to use RS spas potentials in a better way.

Based on the analysis of the presented data, it can be concluded that the RS spas have been 
recording decline over a long period according to all observed criteria. This unfavorable situ-
ation in the RS spas can be improved and enhanced to some extent by the development of spa 
tourism. The development of spa tourism implies additional investment in the renovation or 
construction of new facilities, enrichment of the tourist offers, year-round operating, the corre-
sponding marketing in domestic and foreign markets, lasting and well-designed advertising and 
other measures. 

3.2. Possibilities for the development of spa tourism in the Republic of Serbia

The problem of the low occupancy rate of capacities can be solved in several ways. One way is 
to attract people with different needs. It refers to the people who would come to spas in greater 
numbers than before to rest, perform intellectual or artistic work, and enjoy order, peace. For 
spas’ resorts, this means an obligation to provide such conditions on the one hand, but also a 
chance to fill unused capacity, on the other. Therefore, the target groups spas could address 
include the following: parents/families with small children; sportspersons and recreationists; 
intellectuals; artists; business people (for seminars and conferences); people who act preven-
tively to their health. The construction of sports grounds at the location where they would not 
disturb peace and order would enable both sportspersons and other tourists to engage in sports 
activities. In addition to the construction of the grounds, it is necessary to construct and reno-
vate hiking and jogging trails, bike lanes, hiking trails, organize visits to cultural and natural 
heritage sites and alike.

4. RESEARCH METHODS

The research presented in this paper is based on the demonstration of the opportunities that 
the spas in the Republic of Serbia have not adequately or sufficiently exploited and the fact that 
capacity utilization of spas has been low for years. We are considering one variant of spas’ re-
sponse to the problem of attracting families with small children. 

 

H(0)

H(1) H(2) H(3)

H(1.1) H(1.2) H(1.3) H(1.4) H(2.1) H(2.2)

Figure 1: The structure of the hypothesis tree
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The basic research hypothesis is:

H(0):   By attracting families with small children, it is possible to achieve a higher occupa-
tion rate in spas of Republic of Serbia.

The specific hypotheses of this research were defined as follows:

H(1):   Creating conditions for the stay of small children in spas encourages the arrival of 
their families.

H(2):   Providing benefits to families with small children encourages their arrival.
H(3):   Creating conditions for the activities of small children in spas - in full and offseason, 

encourages the arrival of their families.

Specific hypothesis H(1) comprises four individual hypotheses, namely:

H(1.1):  Creating conditions for the manifestations of cultural and entertainment activities of 
small children in spas encourage the arrival of their families. 

H(1.2):  Creating conditions for the education of small children in spas encourages the arriv-
al of their families.

H (1.3):  Creating conditions for small children recreation in spas encourages the arrival of 
their families. 

H (1.4):  Creating conditions for small children to visit tourist attractions encourages the 
arrival of their families.

Specific hypothesis H(2) comprises two individual hypotheses:

H (2.1):  Providing financial incentives for staying in spas to families with small children en-
courages their arrival.

H (2.2):  Giving non-financial benefits for staying in spas to families with small children en-
courages their arrival.

The structure of the research hypotheses is shown in Figure 1.

The research was carried out during a 30-day anonymous survey in October 2017 on a sample 
of 122 respondents (parents with small children). A self-administrated questionnaire was used 
as a research technique. Potential users of spas services answered different sets of questions. 

The questionnaire contained 26 closed, semi-closed and open-ended questions. The first six 
questions were related to general information about the sample (Table 2), while others (20) were 
directly related to the research of the possibility to increase the occupancy rate of capacity in 
RS spas. Table 2 shows the main attributes of the sample. From Table 2 it can be seen that the 
prevailing groups of the sample consist of respondents aged 30-45 (71.9 [%]), with university 
degree, master and doctoral level (50.9 [%]), with one or two children (M = 1.52) and with a 
monthly income of between 40,000 and 100,000 RSD (60.4 [%]).
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No Categorical variables Number Percentage

1 Parent’s gender Male 36 29.5 %
Female 86 70.5 %

2 Parent’s age

< 20 0 0 %
20-25 5 4.1 %
20-30 16 13.2 %
30-35 25 20.7 %
35-40 32 26.4 %
40-45 30 24.8 %
>45 13 10.7 %

3
Parent’s

education level

Secondary school 46 37.7 %
College 14 11.5 %
University 36 29.5 %
Master degree 18 14.8 %
PhD degree 8 6.6 %

4 Number of children
1 70 57.4 %
2 41 33.6 %
3 11 9.0 %

5 Family earnings per month

Less than 40000 RSD 16 13.2 %
Between 40000 - 70000 RSD 48 39.7 %
Between 70000 - 100000 RSD 25 20.7 %
More than 100000 RSD 32 26.4 %

Scale variables Mean (M) Std. Deviation (SD)
6 Average number of children 1.52 0.654

Table 2. The structure of the survey sample with frequencies of categorical variables

5. RESULTS AND DISCUSSION

The questionnaire contained 26 closed, semi-closed and open-ended questions. Based on the 
results of the study on the possibilities for increasing the level of occupancy rate in the RS spas, 
the general attitudes of the respondents regarding the desires and intentions to visit spas in the 
RS indicate that among the respondents 45.9 [%] have already been customers of spa services in 
the RS. Also, 65.3 [%] of respondents said that the RS spas are attractive for families with small 
children. Some of the most common reasons for not visiting spas in RS are: the age of people 
who visit them (35.4 [%]), the price of services (29.2 [%]) and inadequate program for children 
(21.5 [%]).

Furthermore, we have presented the research results by which we have tested the defined re-
search hypotheses. Specific hypothesis H(1) consists of four individual hypotheses, for which 
the four groups of research questions (RQ) were formulated. Based on the research questions’ 
responses, the conclusions on the acceptance of the individual hypothesis are made. The results 
of responses to questions related to a specific hypothesis H(1.1) are presented in Table 3 (row No 
1 and 2). Based on the results, it can be concluded that the most common activities that attract 
tourists in spas are: music festivals for children (18.9 [%]), theatrical performances (15.1 [%]), 
film festivals for children (14.9 [%]) and dress-up parties for children (13.4 [%]). The result has 
been tested by the Chi-square test. The prevailing positive attitude of respondents (86.9 [%]) 
to using the services of spa tourism versus negative (13.1 [%]) was statistically significant (p 
<0.01). The value of the Chi-square test is χ2 (1, N = 122) = 66.39. Given that the majority of 
parents with small children gave an affirmative answer, it can be considered that the hypothesis 
H(1.1) was confirmed.
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The results of responses to questions related to individual hypothesis H(1.2) are shown in Table 
3 (row No 3 and 4). Among the answers on the question of the most common activities in lan-
guage schools (23.4%) and educational workshops (20.6 [%]) were distinguished. The results 
are tested with the Chi-square test. The prevailing positive attitude of respondents (91.8 [%]) on 
using the services of spa tourism for the purpose of children’s education versus negative (8.2 
[%]) was statistically significant (p <0.01). The value of the Chi-square test was χ2 (1, N = 122) 
= 85.28. As the majority of parents with small children gave affirmative answers, it can be con-
sidered that the hypothesis H(1.2) was confirmed. 

The results of responses to questions related to individual hypothesis H(1.3) are shown in Table 
3 (Row No 5 and 6). The most common sports and dance activities that attract the attention of 
parents with small children, by this research, were: swimming, basketball, football, volleyball, 
water polo, ballet, horse riding, skating, karate, and athletics. Of all the listed sports and phys-
ical activities, swimming is the most common - with a 14.8 [%] share, and together with other 
water sports makes up a total of 19.3 [%]. The conclusion is that the spas that have developed 
infrastructure have a greater chance of being selected as a tourist destination. Obtained answers 
were tested by the Chi-square test. The prevailing attitude is positive (86.9 [%]) on using the ser-
vices of spa tourism for sport and recreation of children against negative attitude (13.1 [%]). The 
value of the Chi-square test χ2 (1, n = 122) = 66.39 was statistically significant (p <0.01). Given 
that the majority of parents with small children gave an affirmative answer, it can be considered 
that the hypothesis H(1.3) was confirmed.

Results of responses to questions related to individual hypothesis H(1.4) are shown in Table 
3 (row No 7 and 8). The most common tourist attractions, according to the respondents, are: 
national parks (21.3 [%]), rivers and lakes (15.1 [%]), churches and monasteries (15.1 [%]), 
mountains (12.8 [%]) and nature reserves (11.4 [%]). The responses were tested by the Chi-
square test. The prevailing positive attitude of respondents (85.2 [%]) on using the services of 
spa tourism to visit tourist attractions versus negative (14.8 [%]), was statistically significant (p 
<0.01). The value of the Chi-square test was χ2 (1, N = 122) = 60.62. As the majority of parents 
of small children gave an affirmative answer, it can be considered that the hypothesis H(1.4) was 
confirmed. Given the fact that the individual hypotheses H(1.1), H(1.2), H(1.3), and H (1.4) were 
confirmed, the specific hypothesis H (1) was also confirmed. Therefore, if desired activities 
were available, and the conditions for a tourist stay of small children in saps were created, fami-
lies with children would be encouraged to visit the RS spas. Thus a higher degree of occupation 
rates of these spas will be achieved. The hypothesis H(2) relating to the circumstances of giving 
benefits to families with small children to encourage their visits to spas is separated into two 
individual hypotheses pertaining on financial and non-financial benefits.

Results of responses to questions related to the individual hypothesis H(2.1) are shown in Table 
4 (row No 1 and 2). The largest number of respondents „chose” the following types of financial 
benefits: lower costs for accommodation (22.3 [%]), payment in more instalments (13 [%]), 
lower prices of optional excursions (11.1 [%]), and lower transport costs (9.3 [%]). The result has 
been tested by the Chi-square test. The prevailing respondents’ attitude is positive (97.2 [%]) 
to using the services of spa tourism in the case of financial benefits as opposed to negative (2.8 
[%]). The value of the Chi-square test χ2 (1, N = 122) = 96.33 was statistically significant (p 
<0.01). As the majority of parents of small children gave an affirmative answer, it can be consid-
ered that the hypothesis H(2.1) is confirmed.
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No Categorical variables Percentage

1 Cultural events for children

Music festivals 18.9%
Theatrical performances 15.1%
Film festivals 14.9%
Dress-up parties 13.4%
Festivals of children’s theatres 11.9%
Humor festivals 11.5%
Children’s exhibitions 7.4%
Performances 6.8%

2 Would you be a spa consumer in order 
to visit cultural events?

Yes 86.9%
No 13.1%

3 Educational courses and activities

Foreign language school 23.4%
Creative workshops 20.6%
Acting schools 12.4%
Painting school 11.0%
School of music 7.9%
Culinary school 7.9%
Others 16.9%

4 Would you be a spa consumer for 
educational purposes?

Yes 91.8%
No 8.2 %

5

Team sports

Basketball 11.5%
Football 9.0%
Volleyball 8.7%
Water pool 4.5%
Other 4.7%

Dance

Ballet 5.2%
National dance 3.7%
Latino dance 3.7%
Standard dancing 2.6%

Individual sports

Swimming 14.8%
Horse riding 5.2%
Ice skating 4.5%
Karate 4.3%
Athletics 4.2%
Rollers 3.0%
Chess 2.4%
Angling 2.1%
Other 4.3%

6 Would you be a spa consumer due to 
sports activities?

Yes 86.9 %
No 13.1 %

7 Tourist attractions

National parks 21.3 %
Rivers and lakes 15.1 %
Churches and monasteries 15.1 %
Mountains 12.8 %
Nature reserves 11.4 %
Caves 8.7 %
Museums 8.0 %
Historical monuments 7.6 %

8 Would you be a spa consumer due to 
tourist attractions?

Yes 85.2 %
No 14.8 %

Table 3. Respondent answers on research questions, categorical variables – part I
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The results of answers related to this individual hypothesis H(2.2) are presented in Table 4 (row 
No 3 and 4). Some of the most common responses to non-financial benefits were: the swimming 
pool in the hotel (19.7 [%]), room with a view of nature (14.9 [%]), quiet part of accommodation 
facilities (12.9 [%]). By applying the Chi-square test the prevailing positive attitude to visits in 
the case of non-financial benefits (97 [%]) is statistically confirmed (p <0.01). The value of the 
Chi-square test is χ2 (1, N = 122) = 86.38. As the majority of parents of small children gave an 
affirmative answer, it can be considered that the hypothesis H(2.2) is confirmed. 

The survey confirmed the individual hypotheses H(2.1) and H(2.2), after that it can be conclud-
ed that the specific hypothesis H(2) is also confirmed, i.e. that the financial and non-financial 
benefits greatly encourage families with small children to visit and stay at spas.

The third special hypothesis H(3) refers to the justification of creating the conditions for the 
activities of small children in spas in the off-season. Answers to questions related to testing 
this hypothesis are presented in Table 4 (row No 5-8) in Table 5. The affirmative attitude of re-
spondents on the use of services of spa tourism activities for small children in the newly built 
or reconstructed facilities is 84.4 [%]. The value of the Chi-square test χ2 (1, n = 122) = 57.84, 
is statistically significant (p <0.01).

No Categorical variables Percentage

1 Types of financial benefits 

Lower cost of accommodation 22.3%
Payment for spa accommodation in 
monthly instalments 13.0 %

Lower price of excursions 11.1 %
Lower transport costs 9.3 %
Discount 30% for children aged 8 to 15 9.3%
Free accommodation for children up to 
3 years 9.0 %

Bigger discounts for stays in off-season 8.4 %
Free accommodation for children aged 
4-7 6.8 %

Discount 50% for children aged 8 to 15 5.6 %
Lower ticket prices 5.3% 5.3 %

2 Would you be a spa consumer because 
of financial benefits?

Yes 97.2%
No 2.8%

3 Non-financial benefits

Swimming pool at the hotel 19.7 %
Room with a landscape view 14.9 %
The quiet part of accommodation 12.9 %
Separate rooms for children and parents 8.8 %
Kitchenette in the apartment 8.1 %
A room with a terrace 8.1 %
Towels changed every day 7.8%
Baby cot in the room 4.4 %
Other (air conditioning, refrigerator, 
clean room, toys for kids, TV) 15.2 %

4 Would you be a spa visitor due to non-
financial benefits?

Yes 97 %
No 3 %

5 Would you visit spas due to the  
facilities for children activities? 

Yes 84.4 %
No 15.6 %
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6 Seasons for spa visits 

Spring 42.6 %
Summer 36.1 %
Fall 12%
Winter 9.3%

7

Facilities	for	small	children	activities	per	different	seasons	(first	three	preferences)

Spring
Indoor Pool 17.1 %
Grounds for sports and recreations 14.5 %
Creative outdoor workshops 10.9 %

Summer
Outdoor pools 24.2 %
Aqua parks 21.5 %
Ordered river swimming beach 8.4 %

Fall
Indoor pools 19.1%
Grounds for sports and recreation 9.1%
Promenade 8.1 %

Winter
Indoors pools 24.5 %
Grounds for snow sports 12.4 %
Outdoor skating rink 10.4 %

8
Reasons for spa visits 

in particular seasons

Weather conditions 36.2 %
Holidays 23 %
School breaks 19.1 %
Prices 13.8 %
Abilities to fulfil desired conditions 7.9 %

Table 4. Respondents’ answers on survey questions, categorical variables – part II

Further results show that the spring (42.6 [%]) and summer (36.1 [%]) are the two most beautiful 
seasons for spa tourism for families with small children. By applying the Chi-square test on the 
respondents’ answers, under the assumption of equal preference to all seasons, it is confirmed 
that the spring and summer seasons are prevalent for spa tourism when it comes to families with 
small children (p <0.01) compared to winter and autumn. The value of the Chi-square test is χ2 
(1, N=108) = 36.67. But if we add the results, i.e. preferences for the arrival of parents with small 
children in off-season period and compare them with the preferences to seasonal - summer ar-
rivals, it shows that off-season dominates.

Results of this study also show that water sports facilities are most attractive for each of the four 
seasons. To a question about the reasons for choosing a particular season, the most common 
answers were: weather conditions (36.2 [%]), holiday (23 [%]) and children’s school breaks (19.1 
[%]), with the price only in the fourth place (13.8 [%]).

Scale variables Mean (M) Std. Deviation (SD)
Number of spa visits per year 1.38 0.55
Number of days per spa visits 7.46 2.33
Total number of spa-days per year 11.31 8.55

Table 5. Respondent answers on survey questions – scale variables

Answers to questions concerning the number of visits to spas, as well as the number of days per 
visit are shown in Table 5. The average number of visits to the spas of families with small chil-
dren, in the course of one year, based on the answers of respondents, was M = 1.38. The number 
of days that a family with small children would spend on average per a visit to a spa amounted 
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to something more than seven days (M = 7.46; SD = 2.33). The average number of days that 
one family would spend in spas, in one year, may be obtained by multiplying the values of the 
answers to the previous two questions and is M = 11.31 days per year, with a standard deviation 
(SD = 8.55).

By analyzing all the results for issues related to testing the hypothesis H(3), it can be concluded 
that the construction or reconstruction of additional facilities, parents with small children would 
be encouraged to become users of spa services in the off-season. With such results, the specific 
hypothesis H(3) is confirmed. 

Since all three specific hypotheses H(1), H(2) and H(3) are confirmed, it can be concluded that 
the basic hypothesis H(0) is also confirmed: By attracting families with small children, it is 
possible to achieve a higher degree of occupancy rate in the spas of Republic of Serbia - thus 
achieving the objective of this work.

6. CONCLUSION

Spa tourism is the oldest form of organized tourism, which was referred to the development of 
health, medical tourism, for some time. By displaying the state of the RS spas in the last ten 
years, the study results suggest that the RS spas face a problem, the low level of occupancy rate - 
for years. Besides that, the research results confirming that by creating the favorable conditions 
for the stay of small children in spas, as well as by providing benefits to families with small 
children, such families would be encouraged to visit the RS spas. The basic hypothesis H(0) is 
also confirmed, that by attracting families with small children it is possible to achieve a higher 
degree of occupancy rate (and increase business performance) of spas in the RS. This research 
is just one of the possibilities to respond to the problem which has occurred in the RS spas in 
recent years. Other options mentioned above, leave a space for authors of this work, but also 
other interested researchers to further explore and examine under what conditions other target 
groups would be willing to visit and spend holiday in the RS spas.
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Abstract: The Braničevo District possesses outstanding natural and social potentials for the develop-
ment of tourism. Such are various forms of relief, hydrography, caves, river springs, historical mon-
uments and churches, archaeological sites and other resources. Most of them are „waiting” to be 
valorized and included into tourism offer. A special value is given by folklore of the Vlach people, 
which can be successfully implemented in tourism programs and promotion of ethno-social values of 
the Braničevo District. In this paper, an analysis of all the above-mentioned values is applicable, as 
well as a presentation of the proposals for strengthening the tourism offer of this part of the country. 
Also, there is recommendation for analyzing a desire on the appearance of demand for something new, 
for new markets and new ways of spending leisure time. Because of that destinations have to adapt and 
begin to develop specific forms of tourism

Keywords: Strengthening, Tourism offer, The Braničevo District, natural and social values of the des-
tination.

1. INTRODUCTION 

The Braničevo District abounds with the richness of different types of tourism motives. It 
is characterized by various forms of relief, such as the mountainous landscapes of Ho-
molje and Zvižd, as well as the plains in the regions of the Danube, Morava, Mlava and 

Stig. However, the subterranean forms of relief are disregarded, such as caves and pits partially 
put in order or completely unprepared for tourist purposes, gorges, river and lake water surfac-
es, archaeological sites and numerous cultural and historical monuments. Unfortunately, the 
extraordinary potentials of this part of our country are not valorized in the tourism offer of Ser-
bia, as it should be. This is also one of the reasons why the authors of this work have opted for 
this topic. The aim of this paper is to analyze the tourism potentials of the Braničevo District, 
which are present in various written data and their segmentation, which implies the emphasis 
on strategic and planning activities, which are certainly significant for the tourism market. This 
district of Serbia presents a real treasure trove of the unique natural and anthropogenic motives, 
which are the key basis for tourist valorization and positioning of the Republic of Serbia on the 
domestic and foreign tourism market. This paper analyzes natural and anthropogenic resources 
of the Braničevo District, such as various surface and underground forms of relief, hydrograph-
ic values, traffic connections and social characteristics, which individually or collectively repre-
sent an important potential for the future development of this tourist destination.

1 The College of Tourism Belgrade, Bulevar Zorana Đinđića №152a, 11070 Belgrade, Republic of Serbia,  
2 University of Kragujevac, Faculty of Hotel Management and Tourism,  

Vojvođanska № 5a, 36210 Vrnjačka Banja; Republic of Serbia
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2. METHODOLOGICAL APPROACH

A tourist destination is a basic element of tourism development and tourist traffic. A tourist 
destination means certain space which has different attractive attributes in the role of attracting 
visitors. It can be considered as a complex system of individual products that exist in a natural 
environment. Such an environment can be modified by the work of people and in this case we 
talk about a created tourist destination, i.e. about the destination enriched with certain values. 
The most picturesque example of such a destination are entertainment parks or destinations 
with various cultural and entertainment contents. The basic elements that make up a tourist des-
tination are: attractiveness, accessibility and conditions for stay. Attractiveness includes a mix 
of various elements of natural attractiveness (climate, flora, fauna, geographical position, hy-
drography, etc.) and social attractiveness (cultural and historical heritage, anthropogenic factors 
such as folklore, melos-melodies, gastronomy, etc.). Accessibility also means both, geographic 
and economic distance. In the first case, it refers to the distance or proximity of the trip, and 
in the second to the higher or lower costs that are needed to reach the destination. At the same 
time, accessibility implies an overall development of the transport infrastructure between the 
demand and the destination, as well as the quality of traffic in the destination itself. The con-
ditions for stay include all the elements that make up the tourist offer such as accommodation, 
food, entertainment, leisure, recreation, etc. [1]. The World Tourism Organization (UNWTO) 
defines a tourist destination as: „a space that has physical and administrative boundaries, de-
fined by the management, with the image and perception of defining the competitiveness market 
It is a set of private and public offerings of tourist services with clear boundaries” [2]. 

Not all destinations can be equally attractive for various categories of tourist demand. Tourist 
destinations vary by location, available resources, climate, the size of cultural heritage, even 
by concerning economic factors. In addition to these, there are other characteristics of a tourist 
destination such as: geographical area with clear boundaries, possession of lodging and accom-
modation facilities for tourists, various contents for visitors, created pictures and image of a 
destination, the existence of the role of different participants in destination management, etc. [3].

3. NATURAL AND GEOGRAPHIC FEATURES

Natural and geographic features mostly form a complete appearance and way of life of a certain 
region, including tourism activities. All the activities in a tourist destination are closely related 
to the basic features and characteristics of the area and are grouped as natural and geographic 
features. The position of a certain area, the relief and composition of the land, climate, hydrog-
raphy and biogeography are basic preconditions for the formation of the main features of tourist 
destinations, which differ according to these elements. The Braničevo District as a tourist des-
tination has very attractive natural and geographic characteristics, which make it a significant 
tourist destination.

3.1 Tourism and geographical position 

The Braničevo District is located in the northern part of eastern Serbia. In the north, the entire 
length of its border is the Danube River, over which it adjoins Vojvodina i.e. the South Banat 
District. In the northeast, the Danube borders with Romania. In the south it extends to the 
mouth of the Resava into Velika Morava (southwest) as well as to the highest mountain peaks 
of Beljanica (1,339 m) and Crni Vrh (1,043 m) in the southeast. In the west, The Velika Morava 
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separates the entire Braničevo District from Šumadija and the Danube Basin. In the east, the 
Braničevo District extends to the peaks of the Homolje Mountains and North Kučaj, separating 
it from Timočka Krajina and the Bor District [4].

The Braničevo District occupies 4.37% of the total territory of the Republic of Serbia. It covers 
8 municipalities: Požarevac, Veliko Gradište, Golubac, Petrovac-on-Mlava, Žagubica, Kučevo, 
Žabari and Malo Crniće [5]. Through the data analysis it can be concluded that the Braničevo 
District has a very favorable geographical and tourism position, which is reflected in: the vi-
cinity of the main administrative center of Belgrade, good traffic connections with all major 
city centers, vicinity of the main roads connected with the south of Serbia and Mediterranean, 
favorable importance of the Danube navigability and the vicinity of Vojvodina and Romania.

Map 1 - The Braničevo District [6]. 
 Scale 1: 366,000

3.2 Geological and geo-morphological tourism features

The Braničevo District covers two relief mesocells: a part of the Pannonian Basin – a lowland 
area and part of the Carpathian range, or the mountainous area. The Pannonian (lowland) Basin 
extends to the northwest of the district, which starts from Golubac, then along the Danube to 
Velika Morava in the west of the district. Then it descends south along the Velika Morava to 
the final boundary of the municipality of Žabari, as well as south along the entire length of the 
Mlava to Homolje. This indicates that this part of the district is predominantly lowland and it 
includes: The Morava, Stig, Mlava and Pek Basins, which are located along the same rivers.

Regarding the highland, the following units, are distinguished: the Morava Basin, which in-
cludes a part of the mouth of the Resava into Velika Morava, to the mouth of the Velika Morava 
into the Danube; Stig – a wide plain from the mouth of the Mlava to the Danube up to Gornjak 
gorge; Pek – a plain in the Pek River Valley; Zvižd, which is bounded by the North Kučaj in the 
north, the slopes of the Homolje mountains in the south and west, and the slopes of Mali Krš 
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mountain in the east. Homolje is the highest mountain plateau of the district surrounded by the 
Homolje mountains from the north (the highest peak is Štubej 940 m high), Beljanica (1,339 m) 
and Crni Vrh (1,043 m) from the south side, and the slopes of the mountain Veliki Krš from the 
east, and Gornjak gorge and Morava Basin from the west [7]. Special attraction belongs to un-
derground karst forms of relief – caves. They are abundant with stalactites, stalagmites, pillars, 
corridors and halls. In the area of the Braničevo District there are Ceremošnja, Ravništarka, 
Dubočka Cave, etc.

For tourism Ceremošnja is the most important cave. It was put into operation in 1980 for these 
purposes. It is located at the foot of Homolje, 15 km from Kučevo. The total length of the cave is 
755 m, and a trail 486 m long was made for the observers. The cave is adorned by three halls [8]. 
Ravništarka was arranged for visitors in 2006 and the second part in 2007. It is located in the area 
of Ravnište village. The main cave canal is 501.5 meters long, while the total length of all cave 
canals is 589 meters. The length of the tourist path through the cave is 560 meters. Like the Cere-
mošnja Cave, Ravništarka was also proclaimed a Natural Monument in 2007, by the Institute for 
Nature Conservation of Serbia, as a geomorphologic and speleological facility, classified in the 
third category as a significant natural resource. According to the IUCN classification of protect-
ed natural areas, this resort is well suited to the third category: Categori III - Natural monument/
Natural Landmark. Dubočka Cave is one of the longest in Serbia (2,275 m). It is located near 
the village Duboka, 8 km from the main road Kučevo-Majdanpek. Although the cave has not 
been adequately arranged for tourist visits yet, it is easily accessible. The entrance is especially 
impressive, 30 m wide and 25 m high. The main cave canal, in its initial part gigantic in size, is 
up to 40 m wide and up to 31 m tall [9]. In the area of the district there are many other partially 
explored or unexplored caves, such as Brnjička cave near Golubac, Velika and Mala Strogina and 
Ledena Cave on the northern rim of Beljanica. The presence of a large number of caves gives 
the opportunity for the development of speleological tourism. Tourist organizations of the cities 
Požarevac and Petrovac-on-Mlava have implemented these values in their tourist offer and have 
promoted them as a significant tourism and educational potential of this part of the country.

Gorges, which also occur in limestone terrains or in terrains exposed to radial movements, are 
certainly also considered to be attractive forms of the relief for tourism. They draw attention 
to very steep and high sides. In the area of the Braničevo District, Golubac gorge on the Dan-
ube and Gornjak Gorge on the river Mlava should be highlighted. Golubac Gorge is the first in 
Đerdap Gorge on the Danube. Its length is 13.5 km. Steep rocky sides rise up to 300 m above 
the river. In this part of the Danube bed there is a lot of underwater granite walls, where the 
underwater channel „Stenka” was dug through [8]. Gornjak Gorge on the Mlava River is 16 km 
long and it makes four large meanders [10]. In addition to the above mentioned there are Osanica 
and Velika Tisnica Gorge.

Special geomorphologic curiosity is a natural stone bridge Samar in the eastern part of Beljan-
ica in the valley of the small river Perast. The range of its arch is 15 m and it is 14 m high. In 
addition, there is another natural stone bridge in Homolje – Osanica Bridge (both are protected 
by law as exceptional natural rarities) [11]. 

All the mentioned relief forms represent the remarkable tourism potential of the Braničevo Dis-
trict. Mountain forms of relief also enable different types of tourism, among which stationary 
summer and winter tourism, special interest tourism, sports-recreational and health tourism, 
excursions and other forms of tourism lead the way.
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3.3 Hydrographic features

The Danube forms the whole northern border of this district in the length of 96 km. The flow 
of Velika Morava along the Braničevo District is 90 km in the west. The Mlava and Pek whose 
basins occupy 2,782.8 km2, flow through central part accounting for 72% of the total area of the 
region. The total length of the Mlava from the Žagubica springhead to the mouth of the Danube 
is 144 km. The length of the Pek is 112.4 km. The Danube is navigable along the entire length 
in the district within 12 months, which represents a significant nautical potential. That is why 
the following ports were built: Kostolac, Veliko Gradište and Golubac, as well as smaller ones: 
Dubravica, Ram and Dobra [5].

As tourism potentials on the territory of the district, the strongest karst springheads are: Žagu-
bica springhead, Krupaj springhead, Belosavac springhead, Šetonjsko springhead, the spring-
head at Krepoljin, the springhead near Rakova Bara, Suvodol and Lopušnja springhead. Žagu-
bica springhead is a remarkable peculiarity. It is located below the northern slopes of Beljanica 
at 325 m above sea level. The springhead covers the area of 655 m2 [10]. It has the shape of a 
lake surface 25 m in diameter, and so far 80 m of its depth has been investigated. Divers have 
not descended deeper, so the real depth is unexplored. The water is extremely clear and the 
temperature is from 9.3 to 11ºC. The specific yield is 0.9 m3/cm. The flow of this springhead 
is 150 m long and it joins the Tisnica River, where the river Mlava is formed [12]. The Krupaj 
springhead comes out on the west side of Beljanica, at a height of 240 m, in the area of Krupaj 
village. Hydrological natural monument (of the first category) Krupaj springhead was protected 
in 1979, with an area of 9 hectares. It is one of the largest and most abundant springheads in 
Serbia. Both of these springheads are protected by the Republic as the monuments of nature of 
national importance [13]. 

Surface waters such as rivers and lakes are of great importance for the development of tourism; 
therefore, they provide good conditions for the development of bathing, excursions, fishing, 
sports as well as recreational, nautical and other forms of tourism. In order to enable this, it is 
necessary to provide access to their coasts. Thermal and mineral springs are the basis for the 
development of spa, health and excursion tourism. Such springs are characteristic for Ždrelo 
village, southeast of Petrovac-on-Mlava. The water is used to treat many diseases. As regards 
hydrological potential of the district, it is necessary to carry out the evaluation of all the men-
tioned elements.

4. SOCIAL FEATURES

The consideration of mutual influence of natural and social factors contributes to better under-
standing of the developmental stages of a certain space. Unlike natural and geographic features, 
social characteristics are more susceptible to frequent changes and are related to the population, 
economy and history of settlements.

4.1 Population

In addition to natural factors, anthropogenic factor is one of the most important for the devel-
opment of settlements. According to the 2011 census, 183,625 inhabitants live in the Braničevo 
District, which makes a population density of 47.50 inhabitants per a square kilometer [14].
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Gender and age structure

Gender and age structure of a local community plays an extremely important role in the de-
velopment of tourism in a particular region, locality, etc. Older persons are less likely to be 
involved in tourist traffic. The reason is that certain periods of life give different views on the 
ideas of tourism development. Typical examples are the elderly in Homolje, who already have 
their long-established principles, attitudes and habits, which even a professional tourist anima-
tor cannot modify. Males make 48.57% or 89.205 of the total population of the Braničevo Dis-
trict, while females make 51.42% or 94.420. According to the 2011 data, the highest age group 
of the population is between 50 and 54 years of age in men and 70-74 years of age in women, 
followed by categories from 45 to 49, from 25 to 29 etc. [14]. This can be seen in Chart 1.

Chart 1 - Age pyramid of the population of the Braničevo District  
according to the 2011 census [14]

Ethnic and religious structure

According to the national commitment, multiculturalism and a large share of the Vlach popu-
lation are present in the district. Such a national and religious structure, where the majority of 
the population is made of Serbs, Vlachs, Roma and Romanians, is a good precondition for the 
development of tourism. Such multiculturalism is of great importance in planning and develop-
ment of tourism in the whole Braničevo District, and it represents a significant potential.

5. Anthropogenic tourism values

Anthropogenic resources are mainly related to „cultural” tourism, which represents only one 
segment of these resources. Without considering the adequacy of the term cultural tourism, it 
should be noted that this form of tourism also includes both material and spiritual dimension 
of culture. Taking this definition into consideration, it can be concluded that cultural tourism 
includes all those movements towards the material or non-material aspects of the culture of a 
destination, which are partly or entirely the reason for the arrival of tourists in that destina-
tion [15]. One of the essential differences within a tourist destination refers to the concepts of 
tourism resources and attractions. Tourist resources represent the possibility, the potential for 
tourism development and the achievement of complementarity with other elements of a tourist 
destination. Tourist attractions arise from the transformation of tourism resources, the operation 
of means and labor, and the designed development policy [16].
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Since the Braničevo District has always had enormous natural values, various civilizations were 
interested in settling in this area, which influenced the creation of various forms of construction 
whose remains can still be found through the richness of archaeological sites and other types 
of resources.

The Roman period in these areas dates from the first decades of our era. The Romans left behind 
rich archeological sites. The Danube was a limes, i.e. a border of the Roman Empire on which 
fortifications and military camps were built. Thus, Viminacium near Kostolac was formed in the 
second half of the first century AD. It emerged on the territory of the Celtic tribe Scordisk. In the 
first half of the second century it gained a city status. Around 117 it became a municipium called 
Viminacium Aelium Hadrianum. The legendary Roman legion (legio VII Klaudia pia fidelis) 
was stationed there. Over the last 25 years of research on this site, over 13,500 graves have been 
found, and more than 40,000 items of exceptional value have been deposited into museums. This 
site covers an area of 450 ha and there is aqueduct in the vicinity nearly 10 km long, late antique 
basilicas, agricultural properties of Roman veterans, rustic villas, Roman roads that connected 
Viminacium with neighboring towns, as well as many undiscovered excavations. Viminacium 
was placed under the state protection in 1949, as a cultural monument – an archaeological site. In 
1979, the Serbian Parliament declared Viminacium an exceptional cultural asset [17].

The significant monumental values located in the Braničevo District are Laderata near Ram, 
with the Ram fortress „Caravanserai”, then „Pinkum” near Veliko Gradište and Kupa near Gol-
ubac. The fortress „Caravanserai” was built by Sultan Bayezid in 1483. The site is located 20 
km from Veliko Gradište [17].

Golubac Castle is an exceptional legacy of a military building from the Middle Ages. It is located 
on the right bank of the Danube, 5 km east of Golubac. It is one of the 11 specially protected facili-
ties in the National Park Djerdap. This fortress was first mentioned by the Hungarians in 1337 [17].

Monasteries and churches of the Braničevo District should certainly be included among the 
monumental and artistic values. The Church of Holy Archangel Gabriel near Veliko Gradište 
was built in the period from 1855 to 1856. It has classical-romantic features. The wall frescoes 
were painted by Jovan Isajlović and Dimitrije Posniković. In the vicinity of Petrovac the monas-
tery Vitovnica is situated together with the church of Virgin Mary; although the church is older, 
it was mentioned in 1557 for the first time. Then, the Gornjak Monastery in Gornjak gorge near 
Petrovac-on-Mlava with the church of the Presentation, are the endowments of Prince Lazar 
built in the period from 1376 to 1377. The church has the concise trefoil base and the dome rests 
on the columns. It was burnt down in 1788 during the Turkish-Austrian War and was restored 
in the mid-nineteenth century [18].

6. RECEPTIVE ELEMENTS

In larger cities like Požarevac and Veliko Gradište there are reception facilities such as hotels 
and motels, while in other parts the receptive base is made up of rural households which are 
increasingly involved in rural tourism.

In Požarevac the major hotels can be singled out as follows: the Fenix, Danube, Royal Menex Apart-
ments, B & B Boem, Konak Inn, then the facilities such as Mamma Mia, hostel „Požarevac”, „Adela” 
apartments and other smaller facilities [19]. In 2017, the city of Požarevac disposed of 318 beds [14].
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Petrovac-on-Mlava possesses the capacities for the development of spa tourism, where Ždrelo 
Spa has primacy. Recreational Hospitality Center „Ždrelo”, popular as Ždrelo Spa, is located 
at a place where the fertile Stig plain miraculously runs through Gornjak gorge and rises to the 
Homolje mountains. It is located on the 11th kilometer from Petrovac – Žagubica road, at the foot 
of the two dominant Homolje peaks Vukan and Ježevac. Ždrelo Spa operates under the name 
RHC „Ždrelo”, it disposes of outdoor and indoor swimming pools, aqua park with warm water, 
wellness center, massage salons with healing mud, sea water, saunas, solarium. Then, there is 
„Ždrelo” hotel with over 100 beds, a restaurant and other amenities [20].

Žagubica has somewhat larger accommodation in rural households because this part of the 
Braničevo District intensively promotes the untouched nature of Homolje and the ethnocentric 
values of Vlach inhabitants. The exact number of beds in this sector is not available. Other im-
portant facilities are: Kafana with the lodging „Vrelo”, a former motel built on the very spring-
head of the Mlava. The facility now has 70 beds, in nicely decorated double and triple rooms. In 
the area of Žagubica there is also a restaurant with lodging in Krepoljin, which possesses over 
30 beds and ethno village „Trška”, on the Mlava bank. Both promote local cuisine of this part 
of Serbia [21].

By analyzing the above-mentioned data, the conclusion is drawn that the Braničevo District 
disposes of a very small number of accommodation capacities, and this number does not ex-
ceed 500 beds. The tourism valorization of this part of the country cannot be fully supported 
in the development of tourism with a material base. There are hotel accommodation facilities 
in the territory of Požarevac and Petrovac-on-Mlava. Very few accommodation capacities are 
on tourists’ disposal. The number of beds in rural households does not correspond to the actual 
situation for various reasons. Surely, rural households can help in tourism development and 
promotion. Regional and local authorities and private sector must plan higher investments in 
the receptive base, because this part of the tourist offer of the Braničevo District is at a very low 
quantitative level. 

Changing a potential into a tourist destination depends on many factors, in terms of both quality 
and quantity. Very often if it is not identified which causes inadequate development of a tourist 
destination, that often leads to its disappearance from the tourist market. Changes in tourist 
market and significant impact of tourism on the local communities, made it necessary to ex-
plore the real possibilities of future development with regard to the crisis that has left extremely 
negative effects on tourism [26].

7. TOURIST TRAFFIC 

Tourist traffic in tourist destinations represents an important parameter for determining tourism 
and economic achievements. The values expressed regarding this matter point to the state and 
prospects of tourism development. The paper also analyzes and observes the period of tourist 
traffic from 2012 to 2016, and it is shown in Table 1.

Analyzing the data in Table 1 we come to the conclusion that the number of tourists who have 
visited the Braničevo District is in relative increase. Compared to 2012 when the smallest num-
ber of tourists was registered, in 2016 visits were increased. In 2015, the highest number of 
tourists was recorded. The largest number of domestic tourists was recorded in 2016, while 
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the largest number of foreign tourists in the observed period was recorded in 2015. In the same 
period, the highest average number of domestic tourists’ overnight stays was recorded in 2015 
and 2016, with a total of 2.4 nights, while the highest average number of foreign tourists’ stays 
was recorded in 2012, with 2.7 overnight stays.

Year
Number of Tourists Number of Nights average number of 

tourist nights
Total Domestic Foreign Total Domestic Foreign Domestic Foreign

2012. 30,490 25,861 4,629 65,673 53,057 12,616 2.1 2.7

2013. 32,569 28,231 4,338 70,840 62,624 8,216 2.2 1.9

2014. 39,885 33,186 6,699 86,159 69,769 16,390 2.1 2.4

2015. 45,154 37,857 7,297 106,524 89,766 16,758 2.4 2.3

2016. 44,955 39,041 5,914 109,520 94,793 14,727 2.4 2.5

Table 1: Tourist traffic in the Braničevo District from 2012 to 2016 
Source: [22], [23], [24], [25], [26].

The responsibility for tourist destinations management is mainly shared by many different pub-
lic and private organizations, known as destination management organizations. These include 
the Ministry of Tourism and its sectors, chambers of commerce, tourist organizations, hotel 
associations, environmental organizations and many others [27].

There are tourist organizations in the territory of the Braničevo District that promote district 
tourism values. Such are tourist organizations of Požarevac, Petrovac-on-Mlava, Žagubica, 
Žabar, Mali Crnić, Kučevo and Golubac.

8. SWOT ANALYSIS

The area of the Braničevo District shows significant potentials for the development of tour-
ism, which can be concluded through the analysis of the data in this paper. In order to create 
a tourism development strategy and implementation of tourism, it is necessary to analyze the 
significant values of this destination. A good model is presented by SWOT analysis in Table 2.

Through the analysis of the stated values and the obtained results of the SWOT analysis, it is 
determined that significant potentials are not sufficiently valorized and that management sys-
tems can be largely supplemented, modified and improved. It is necessary to locate weaknesses 
and to reinforce the areas such as: construction of the receptive facilities, enriching the exist-
ing tourist activities with new forms of tourism that can bring profit, boosting and revitalizing 
cultural, sports and leisure facilities, as well as adaptation and improvement of the existing 
infrastructure values. The most important strengths are the position and traffic connections, 
the richness of natural and cultural motives, events and very interesting folklore of the Vlach 
population.

The comparative analysis of the SWOT results obtained in Table 2 shows that this destination 
disposes of a large number of potentials for tourism development. Certain values are not suffi-
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ciently utilized or implemented in tourism activities; therefore, their values need to be improved 
through the management plan and development strategy. Likewise, it is important to direct 
activities towards elimination or minimization of negative values or indicators of bad impact on 
the destination. The presence of a large number of positive values indicates that the Braničevo 
District is an extraordinary area for creating a quality destination, whose promotion can achieve 
significant economic and socio-cultural benefits.

Strengths Weaknesses
• the existence of natural values;
• built communications;
• tourist events;
• accessible caves and other forms of karst relief;
• rich flora and fauna, important for scientific and 

research activities;
• significant mineral resources and the possibili-

ty of developing SPA forms of tourism;
• numerous monasteries;
• vicinity of Belgrade;
• proximity of the Danube and Sava, possibility 

of nautical tourism development;
• other rare hydrographic potentials;
• folklore of the Vlachs;
• favorable climate.

• poor construction of receptive facilities and 
tourist centers; 

• educational tourist activities; 
• lack of support and assistance facilities in some 

parts of the district (toilets, waste disposal fa-
cilities); 

• absence of significant ethic codes for tourism 
users;

• insufficient forest revitalization;
• lack of eco-trails;
• insufficient presence of signposts;
• insufficient implementation of the legislation on 

the protection and improvement of natural and 
cultural values of the Braničevo District.

 opportunities and possibilities  threats and risks
• inclusion of special and sport-recreational 

forms of tourism in the tourism offer of Serbia;
• availability of tourism development projects by 

the state;
• accessibility to EU projects;
• rich ethno-social values of the peoples of this 

region;
• branded products (wine, honey, local national 

cuisine);
• connection of social and natural aspects;
• strong contraction zones of tourists;
• existence of ethno-villages or settlements;
• controlled use of resources;
• ecological, economic and socio-cultural bene-

fits;
• certification in tourism.

• insufficient role of the local community in the 
system of destination managing and protection;

• lack of accommodation capacities;
• absence of positive economic impacts of tour-

ism;
• low investments in infrastructure maintenance;
• endangerment of plant and animal species;
• uncontrolled hunting, curling;
• devastation of forest ecosystems;
• non-renewable use of resources;
• pollution in various forms.

Table 2: SWOT analysis of the tourist destination Braničevski district 
Source: Prepared by the author

The folklore in the tourist offer of the Braničevo District represents the main segment for the 
development of various forms of tourism in this part of eastern Serbia. The costumes, typical 
Vlach customs which accompany the entire life of an individual from his birth to death, original 
folk melos and diet, are unique to this district. Other complementary tourism motives, such as 
various forms of relief, water surfaces, cultural and historical monuments and other forms of 
motives, represent an additional form in the organization and realization of a trip [28].
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In the Braničevo District current forms of tourism are event, excursion, spa and relatively poor-
ly developed stationary forms of movement. Sport and recreational form of tourism is present 
on a very small scale, e.g. during certain fitness preparations of sports teams, which are in tran-
sit through the Braničevo District. The reason for this is a lack of adequate sports facilities and 
terrains. Also, special interest tourism is not sufficiently developed. We should work on improv-
ing riding, speleological, cultural, eco-tourism, scientific-research, lake, nautical, tourism of 
rare and extreme sports, gastronomic tourism, wine, rural, religious and other forms of tourism. 

In order to determine the strengthening and conditions of the existing forms of tourism and 
their improvement, the basic postulates must be:

• through tourism affirmation the awareness of local community is raised that tourism is 
a part of modern trends, that as a final outcome an economic effect occurs through all 
forms of spending and employment, and that the most pronounced impact is manifested 
in rural areas; 

• folklore involved in the tourism offer of rural areas remains sustainable;
• an analysis of the possibilities for organizing and promoting various animation pro-

grams and thematic events that would promote ethno-social and natural values should 
be performed and thus a mutual and circular effect would be created;

• through certain programs, new, both cultural and natural tourist motives are intensively 
activated;

• folklore provides an exchange of experiences between two or more cultures of different 
nations;

• ethno-social motives can be a basic element of event and cultural tourism, while all 
other forms of tourism movements are affirmed and held simultaneously;

• through tourism strengthening a large number of different experts primarily of local 
population would be employed, both from the sphere of tourism and from other indus-
tries [28]. 

9. RECOMMENDATIONS FOR THE STRENGTHENING  
THE TOURISM OFFER AND TOURISM DEVELOPMENT

So far numerous spatial units, such as the Silver Lake and some Braničevo caves have been 
undervalued, which still represents a starting point in the development of many tourism forms. 
Tourist movements and visits to the Braničevo District should be designed and organized so that 
tourists take advantage of exceptional natural and cultural motives. In cooperation with local 
authorities, tourist agencies and residents, tourism programs can be an extremely attractive 
subject of tourism development in this part of Serbia. The economic effect would be of great 
importance for revitalization of the existing facilities, which would be available to tourism. The 
development of new facilities and terrains would be promoted, the local population would be 
employed, folk culture would promote local home-made products, rural tourism would come to 
life, which would result in mass tourism traffic of domestic and foreign tourists. So, the country 
itself would have benefits.

Certain Vlach crafts, such as making the best quality embroidery and carpets, producing wood-
en musical instruments, processing and producing Homolje honey, cheese, peasant shoes and 
others, can be the main motives for the program organization and realization. These programs 
can be organized in addition to all other natural and cultural-historical facilities, in order to em-
phasize their importance in the tourism development. Many performances and programs would 
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be realized in caves, on curiosity springheads such as the Žagubica and Mlava springheads, on 
the Danube at the very beginning of the Đerdap gorge near Veliko Gradište, on Silver Lake, 
in museums with various relics, in addition to archaeological sites such as Viminacium, and in 
exceptional villages and settlements of all municipalities, among which the villages of Homolje, 
Zvižd and Pek dominate for these occasions. Consequently, rural, event and cultural tourism 
would be the drivers and initiators of the development of all other forms of tourism.

The tourism development would strengthen other economic sectors such as transport, electric-
ity and water management, wood and metal processing industry, processing and production 
of food, trade, telecommunications, hotel and catering industries, and all other productive and 
non-productive activities. From such an organized system, in addition to local communities, the 
state itself would also benefit through all forms of consumption and multiplier effects of money 
supply.

Ethnographic values available to certain tourist destinations are the most important factor in the 
process of uniting tourism with tradition, history and local cultural identity. Realization of an 
effective and efficient exploitation of the potential values of individual destinations, including 
rural ones, is a permanent task of local and regional tourism organizations [29].

When creating a program of ethno-social character, for tourists the most important aspects are: 
workshops of traditional instruments, folk dances, melos, gastronomic festivals, folk costumes, 
competition skills, handicrafts and local crafts, as well as the possibility to be present at certain 
customs. The tourist offer of the Braničevo District can be characterized by the following forms 
of tourist programs with socio-cultural character:

• production of traditional instruments; those that can be made relatively quickly and 
those which tourists themselves can produce. Such instruments are flutes, instruments 
made from pumpkins, small flutes, instruments from willows and others which Braniče-
vo is famous for;

• workshops for sewing very recognizable folk costumes; Tourists could actively partici-
pate in the design of parts of Vlach costumes, which can later serve as souvenirs. They 
could also dye the produced fabrics. Knitting of hand-made fabrics, towels, etc. would 
also be organized;

• Musical programs that would include potential competitions of vocal and instrumental 
songs in which tourists would also participate. In addition to learning how to listen to 
music, visitors would be taught notes and how to play some specific instruments of a 
traditional character;

• Homolje painting and art programs. For these programs, animators – students or grad-
uates of art academy and members of local communities are desirable. The program 
would include a school of painting or sculpturing in which these skills would be studied 
and learned about the social heritage of the Braničevo District. Since they would last 
for several days, they would include familiarization with painting and sculpturing tech-
niques, and methods, visits to art galleries such as Milena Pavlović Barili Gallery in 
Požarevac, visits to museums and similar facilities. The vicinity of city centers makes 
this possible. The target group would be tourists of all ages. Cultural and event tourism 
would include the above mentioned animation models [30];

• schools of folklore. These types of programs should contain elements of this district 
folklore. The program itself would also include visits to music events and concerts for 
individual instruments. Also, the concerts would be organized with musical composi-
tions typical for the Braničevo District, with local musicians of folk instruments char-
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acteristic for Braničevo social community and other forms. The target group would be 
tourists of all ages;

• programs of hobbyist activities. They would include tourist structures of all ages. These 
models of the program would be based on the organization of different hobbyist and 
skill schools. These would be: the producing various items of wood, and clay, making 
ikebana from natural cut and field flowers, cooking school for traditional dishes and del-
icacies of the Braničevo District, which can have a very significant character. According 
to the research of European Traveler Association, 70% of tourists opt for gastronomic 
travel motives; they also opt for schools of particular crafts and many other programs 
based on the folklore of this part of Serbia. Cultural and event tourism would include 
the aforementioned animation models;

• attendance at various customs and rituals that take a significant part in collective cele-
brations. Such an event that needs to be popularized and enriched by the contents and 
promoted in more adequate ways is „Evenings of Homolje” with motives of the same 
name. Then there is the celebration of “Shrovetide” whose ceremony much resembles 
the ritual customs of the Indians, with fire and ritual games, which should be followed 
by various programs in the intact Homolje nature. The most massive celebration of 
“Shrovetide” takes place in Stig, the Danube Basin, Morava Basin and in some villages 
of the Mlava region. Significant models of the program can also be related to haymak-
ing, harvesting, farming and other custom activities such as hunting and fishing.

10. CONCLUSION

Rarity natural features of this region, representatives of flora and fauna, cultural and historical 
monuments, nature monuments, which are characteristic for the Braničevo District, represent 
valuable elements of tourism valorization in the inclusion of this part of eastern Serbia into the 
tourist trends of the country. These tourist motives can be combined with each other and on that 
occasion a unique tourist offer would be formed, which would result in mass tourism. Primari-
ly, local community makes profit from this kind of traffic through the inclusion of its products, 
employment and benefits of the infrastructure constructed for the tourism needs which they 
can have at their disposal. The second in this series who gain benefits are local organizations, 
societies, associations and various institutions earning profit by charging their fees and taxes. 
The third in a row that benefits from economic flows is the state itself.

Since the inhabitants of this district are aware of the appropriateness and benefits of develop-
ment of tourism, they are hospitable, smiling, religious and cooperative people; thus, the devel-
opment of all forms of tourism should not have its natural barriers. The only obstacles can be 
incompetence, lack of information, lack of loyalty, being out-of-date, disorganization, lack of 
education and other bad qualities of management and marketing in tourism, or the problem of 
human resource engagement.

When analyzing all the data presented in the paper, we come to the conclusion that the Braniče-
vo District represents a significant tourist destination. By using the motives from this part of 
eastern Serbia for tourist purposes, high quality tourist programs can be created, which can be 
successfully placed on the international market with the help of local tourist organizations, the 
Tourist Organization of Serbia, outbound and inbound travel agencies. In this way, with the 
networking of all stakeholders, we can strengthen the tourist offer of this region.
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Abstract: The casino industry has an important role for the Slovene economy. However, in the last 
decade the Association of gambling in Slovenia highlights that the situation in the industry in terms of 
economic profitability is getting worse. In Slovenia, casinos are divided to regular casinos, which can 
organize all special games of chance and casino saloons that can organize only a limited part of them. 
Since in the past there were found differences in their financial performance, the paper aims to perform 
a comparative analysis of their performance, to find out if financial problems refer to the whole industry 
or only to a part of it. The results show that in the recent period there was no significant difference in 
financial performance between regular casinos and casino saloons. However, we found a statistically 
significant difference in the return on equity considering times before the financial crisis and the period 
2013–2017. Lately the financial performance of casinos is on average significantly worse than it was in 
the past. The results of this study draw attention to the fact the Strategy of the development of games of 
chance in Slovenia from 2010 has to be implemented. 

Keywords: casino industry, performance, financial analysis, Slovenia.

1. INTRODUCTION

In accordance with Sallaz [1] since 1990s we have seen a global convergence from gambling 
prohibition to gambling legalization and contemporarily a divergence on how gambling in-
dustries are structured and regulated. Worldwide there are countries where casinos are in 

public ownership and countries where government legalized a competitive, corporate casino 
industry. Eadington [2] argues that in the European Union many gaming industries are under 
monopoly protection which is characterized by the state ownership or a significant state influ-
ence. Thus, it is not surprising that the majority of gaming industries within European Union is 
not highly competitive and has evidenced slow growth or even stagnation in terms of revenues.

Gambling industry is an important branch of tourism sector in Slovenia. The importance of the 
gambling industry in Slovenia is based on the fact that among European countries, Slovenia 
stands out for a high percentage of gross gambling revenues in GDP and a high proportion of 
gross casinos revenue in gross revenues of the entire gambling industry [3]. According to the 
latest publicly available data from 2009, the share of regular casinos in the whole Slovene gam-
bling industry was 47% and the share of casino saloons was 35%. The share of classic gambling 
was only 18% [3]. In times before the financial crisis the industry generated the highest added 
value per employee within Slovene tourism industry and created 256 million € of revenues 
(2009) which classified it as the third largest (after the hotel industry and travel agencies) tour-
ism sector in Slovenia [4]. 

1 University of Primorska, Faculty of management, Cankarjeva 6, 6000 Koper, Slovenia
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Since 1964, when the first casino (Casino Portorož) started to operate, the Slovene casino in-
dustry did not evidence notable financial problems until the passage into the new century.2 
Compulsory settlements of Casino Bled (2003) and Casino Portorož (2008 and 2013), followed 
by bankruptcy of Casino Maribor (2009) and Casino Ljubljana (2010) have drawn attention. 
Only three out of seven state owned companies did not have major financial problems.3 On the 
other hand new establishments of casino saloons in the private ownership were evidenced in the 
period from 2002 to 2009 (the number of casino saloons in this period increased from 10 to 34). 
In 2018 the number of casino saloons amounts to 26. 

In accordance with the fact that on one hand regular casinos were chasing their activity and on the 
other new casino saloons were established, the paper aims to find out if any difference exists in 
their financial performance. To this end, a comparative analysis of financial performance between 
regular casinos and casino saloons for the period 2013–2017 will be performed. Our analysis will 
be grounded on the DuPont performance measurement framework, which is based on ROE (re-
turn on equity) as the most important indicator for owners, showing their return on investment.

Considering the fact that the Association of gambling in Slovenia is increasingly exposing the 
difficulties in the business operations of companies in the casino industry [5] the paper also 
aims to perform a comparative analysis of financial performance of the industry, taking into 
consideration times before the economic crisis and the period after the crisis. 

The reminder of the paper is as follows. The second chapter presents the legal and tax character-
istics of companies organizing special games of chance in Slovenia, emphasizing the difference 
between regular casinos and casino saloons. The third chapter highlights key characteristic of 
the Slovene casino industry. In the fourth chapter past and present results of the industry are 
pointed out. The analysis of financial performance of Slovene casino industry is performed in 
the fifth chapter. The paper ends with concluding remarks in the sixth chapter.

2. GENERAL LEGAL AND TAX CHARACTERISTICS  
OF REGULAR CASINOS AND CASINO SALOONS

The system of organizing gaming in Slovenia is regulated with the 2011 Gaming Act, which 
was amended in 2012 and 2014. Despite the fact that the first casino was opened already in 1964 
the first Gambling Act was issued only in 1995. The latter for the first time settled down require-
ments for granting of concessions and for the first time allowed even the domestic citizens to 
visit casinos. In accordance with the first Gambling Act only regular casinos, where the major-
ity holding has to be represented by the government or local authorities were allowed to obtain 
a concession. At that time casinos in the private ownership were not feasible. The amendments 
of the Act in 2001 introduced the possibilities for granting of concessions for casinos even in 
private ownership [6]. 

The Slovenian legislation distinguishes two types of casinos; i.e. a regular casino and casino 
saloon. The most important difference between them is their ownership, since a regular casino 

2 Since Slovenian independence the whole industry recorded losses only in 1995. Even in 1995 only Casino 
Portorož recorded a 0.5 million losses, while Casino Bled, Casino HIT and Casino Ljubljana evidenced a 
positive income.

3 The authors would like to notice that even Casino Hit, Casino Kobarid and Hit Šentilj recorded a negative 
income in 2008 and 2009. 
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has to be established in the form of public limited company and has to be at least in 51% govern-
ment ownership, while a casino saloon is in private ownership (established as a limited liability 
company or public limited company). The funding structure is not the only characteristic that 
distinguishes them. Moreover, casino saloons are not allowed to offer table games as regular 
casinos and are limited to a maximum of 200 slot machines. 

Both, regular casinos and casino saloons pay gambling taxes and concession fees. The conces-
sion fee they are paying differs between them. The Gambling act from 2003 defined different 
concession fees for regular casinos and casino saloons. For the concessionaires who applied 
for the big concession (i.e. regular casinos) the concession fee amounts to 5% of the taxable 
basis for each of the seventh types of games that can be performed in regular casinos (the only 
exception is the sixth type). The taxable basis for the first type of games is represented by the 
amount of revenues, while in all other cases (except the seventh type) the basis is represented by 
the difference between pay-inn and pay-out. Even in the case of the seventh type, the tax base is 
represented by the difference between pay-inn and pay-out, the exception relates the associated 
concession fee. In the case of casino saloons, the concession fee is fixed and amounts to 20%. 
On the other hand, regular casinos apply a progressive tax rate which varies from 5% to 20% 
of tax base. Therefore, the calculation of tax base for both; regular casinos and casino saloons 
is the same, the difference relates the concession fee which significantly differs between them. 

In accordance with the latest publicly available data [3] for 2009 Slovene casino saloons did pay 
(gambling tax and concession fee) on average 38% of taxes, while regular casinos paid from 
23% to 32.4% of taxable basis. This data indicates that regular casinos have more favorable tax 
rates than casino saloons. 

Since 2001, when the Gaming Act began to allow the operation of casino saloons, the structure 
of the generated revenues in the industry has changed significantly. From 2002 to 2009, the 
share of regular casinos in the total gross revenues (of special games of chance) decreased from 
90 to 59%, while the share of casino saloons increased to 41% in 2009 [3].

3. CHARACTERISTICS OF THE SLOVENE CASINO INDUSTRY

The period 2002-2006 was characterized by a rapid increase in the number of casino saloons, 
which was influenced by the domestic economic situation and the one in neighbouring Italy. 
Slovenian casino industry is mainly focused at foreign, especially Italian guests, which is why 
the financial performance depends mainly on the political and economic situation in neigh-
bouring Italy [3]. Interestingly, although Slovenian casinos depend mainly on the Italian guests, 
during the financial crisis Slovenian casino industry recorded poor business results, while the 
performance of Italian casinos in the period 2008-2012 was not statistically significantly dif-
ferent [7]. The biggest competition for the Slovenian companies, organizing special games of 
chance, is the offer of neighbouring countries, especially Italy, Austria and Croatia [3].

In the past, Statistical Office of the Republic of Slovenia monitored the visits of Slovenian casi-
nos, but this is no longer monitored since 2009 [9]. According to the latest publicly available data, 
the majority of guests are foreign guests. In the period 2002-2009, the importance of foreign 
guests was on average higher than 70%. The highest share of foreign guests was recorded in 
regular casinos and casino saloons near the Italian border (some casinos also accounted for over 
90%). In the casinos inside the country, the share of foreign guests was considerably lower [3]. 
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The latest data about the structure of tourists in Slovenia for 2017 show that in the structure of 
tourist arrivals foreign tourists represent a predominant share of 72%, and a 68% share in the 
structure of overnight stays. In the structure of foreign tourist arrivals, the most important were 
those from Italy, followed by tourists from Austria, Germany and Croatia - representing a 30% 
share in the structure of foreign tourist arrivals [8]. According to the presented data, the struc-
ture of tourists in Slovenia is favorable for the casino industry, since the most frequent visitors 
of casinos in terms of their nationality are also the most frequent tourists in Slovenia. Although 
the trend of tourists visiting Slovenia has been very favorable in recent years, it has already 
been pointed out (in the Strategy of the development of games of chance in Slovenia in 2010) 
that in view of the given volume of demand, the market is saturated. Therefore, in line with the 
demand, the number of active concessions is too large [3]. Therefore, the Slovenian Govern-
ment announced that it would reduce the number of concessions granted. It was planned that by 
2013, there will be no more than 35 casinos, and by 2020, a maximum of 30 [3]. Although the 
number of concessionaires today is actually lower than it was in the past, this is not the result 
of an active policy of limiting the number of concessions by the state, but the cessation of the 
business of certain companies on the market. Since 2010, Slovenia has not actively implemented 
the strategy in this area.

Assaf et al. [10] explored performance drivers in the Slovene casino industry. Their analysis 
is based on data of 28 major casinos (including regular casinos and casino saloons) from the 
period 2004-2008. They found that there is a statistically significant difference in financial 
performance of large casinos in comparison with smaller ones, casinos which operate near the 
Slovene boarder and finally, casinos which operate as a group in comparison with those that 
operate individually.

Findings of Pahor [11] regarding the social costs and economic benefits of the gambling industry 
in Slovenia suggest that in general benefits outweigh the cost. The reason concerns the fact that 
costs are spread (the major part of visits represent foreign guests), while benefits are mostly con-
centrated locally. These results were found for a city that can be characterized as the capital of 
gambling activities in Slovenia. Given that visitors of Slovene casinos are mainly foreign guests, 
we believe that the costs are spread and the benefits are local.

4. KEY FIGURES ABOUT THE PAST AND PRESENT OPERATIONS

Since 1995 when the industry as a whole recorded loss, no major problems were evidenced until 
2007. If we compare the increase of assets (the increase was present until 2009) with the de-
crease of equity (present since 2007) we can conclude that the growth of business was financed 
with external financial resources (in the case of casino industry predominately bank loans). In 
the funding structure the share of debt increased significantly. The increase of assets was not 
followed by a similar or even higher growth of revenues. In 2007 and 2008 when the value of 
assets was still increasing, revenues recorded already a minor decrease.

Before the appearance of the latest financial crisis in Slovenian economy in 2009, the casino 
industry evidenced the highest ROE in 2005 (15.4%), but the latter decreased significantly in 
subsequent years. In 2005 the casino industry was the most profitable one within all sectors in 
the Slovene tourism industry. However, in the following years, the results of the industry dete-
riorated significantly (much more than in other tourism sectors).
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To understand the reasons that lead to worse results in the industry and moreover analyze pos-
sible differences between regular casinos and casino saloons, firstly, the main figures about the 
industry are presented.

Data on the branch’s operations show (Figure 1) that in the latest five-year period the value of total 
assets decreased by 14.5%, which means that the industry did not grow, but reduced the volume 
of its business. More promising is the value of equity, which shows that the owners’ investment 
increased by 20.0%. The relationship between equity and debt financing in the industry has im-
proved considerably. If in 2013 the share of equity financing was on average 30.1%, it increased 
to an average value of 42.6% in 2017 (the source of data is [12]). In spite of the improvement, the 
share of equity financing of the industry is still worse than the economy’s average, with a share of 
47.7% [13]. Net sales revenues did not change significantly during the period 2013-2016 (growth 
was negligible), and have slightly increased only in 2017. Compared to 2013, casinos generated 
only 5.8% more sales revenues in 2017. Based on presented data, we find that in the period 2013–
2017 the value of total assets did not increase, but has even decreased (the industry is shrinking its 
business), and the growth in sales revenue was not encouraging, as it amounted to 5.8%.

Figure 1: Value of total assets, value of equity and net revenues from sales  
in the period 2013–2017. 

Source: Data are gathered from the database of [12]

Taking into consideration also the net income (Table 1), we find that the net profit of the in-
dustry in 2013 was negative. The situation improved in the following years, when the industry 
generated a positive income. The circumstances in the industry have improved after the end 
of the financial and economic crisis. According to Repinec [5] the number of employees in the 
industry fell significantly in times of financial crisis. However, the added value per employee in 
the casino industry was higher than the economy’s average in the whole period of our analysis 
(2013–2017). In 2017 it amounted to € 47,970, while the economy’s average was 43,154 € [13].

 2013 2014 2015 2016 2017
Net income (in €) -6,853,230 3,619,587 10,888,123 7,914,371 14,419,547
Value added per employee (in €) 44,926 47,421 49,489 47,223 47,970

Table 1: Value of net income and value added per employee in the period 2013–2017. 
Source: Data are gathered from the database of [12]
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5. FINANCIAL PERFORMANCE ANALYSIS  
OF THE SLOVENE CASINO INDUSTRY

The purpose of our analysis is to find out if there is any difference in financial performance of 
regular casinos and casino saloons in Slovenia and if they do differ what are the reasons that 
lead to differences in their financial results. Moreover, the authors aim to perform a compara-
tive analysis of financial performance of the industry, taking into consideration times before the 
economic crisis and the period after the crisis.

5.1. Methodological framework

The presented analysis includes companies which operate within the Standard classification 
of activities R92.001 – Activities of casinos. The sample includes 28 corporations that had an 
active license for gambling on the 1st September 2018. Among these there are 3 corporations 
that owe regular casinos and 25 corporations owing casino saloons. Financial data was obtained 
from the GVIN financial database [14]. All data was collected from financial statements pre-
pared for external reporting purposes. 

Hypothesis development

The analysis of Ivankovič and Jerman [15] for the period 2005-2009 provided evidence that ca-
sino saloons outperformed regular casinos. Casino saloons were much more profitable in terms 
of ROE than the regular casinos. The differences mainly descend from the funding structure 
and asset turnover ratio. Since from 2009 the Slovenian Government did not implement any 
significant actions that would lead to changes in the sector, we believe that: The financial per-
formance of regular casinos and casino saloons differs in the period 2013–2017. 

The Association of gambling in Slovenia is increasingly exposing financial problems of the 
industry, whereby, as a reason for the problems, it points to the increasingly less competitive 
economic environment [5]. Considering this fact, the question arises whether these problems are 
present only in individual companies or the performance of the industry in recent times is worse 
than it was in the past. Therefore, we will examine the second hypothesis: The performance of 
Slovenian casinos in the period since the end of the financial crisis is worse than it was before 
the financial crisis.

Methods in use

The first hypothesis will be tested on data from the five-year period 2013–2017. Financial per-
formance of selected companies will be determined using financial ratios as follows: ROE (re-
turn on equity), ROA (return on assets), share of equity, net profitability and asset turnover. All 
these ratios derive from the DuPont performance measurement system presented in Figure 2. 
In accordance with the DuPont framework of ratios ROE is the crucial performance indicator. 
It is a product of ROA and funding structure. To a higher ROE leads a higher ROA and a lower 
“asset to equity” ratio. A lower share of equity in the funding structure leads to a higher ROE. 
ROA is a product of net profitability and asset turnover. A higher ROA is a result of a higher net 
profitability and a higher asset turnover.

The first hypothesis testing is based on financial ratio ROE. The profitability of selected com-
panies will be calculated with ROE as the most important ratio from the owner’s perspective 
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(calculated as net income for the financial year divided by the average value of total equity (total 
equity from the beginning of the financial year plus total equity from the end of the financial 
year divided by two). More in depth analysis follows the DuPont system of financial ratios. The 
comparative analysis of financial performance is analyzed more in details with ROA (return on 
assets, which will be calculated as net income for the financial year divided by the average value 
of total assets (total assets from the beginning of the financial year plus total assets from the 
end of the financial year divided by two), financial ratio “assets / equity”, net profitability ratio 
(calculated as net income for the financial year divided by total revenues for the financial year) 
and asset turnover (calculated as total revenues divided by total assets). 

For the purpose of second hypothesis testing, a non-parametric paired sample t-test will be per-
formed. The mean value of ROE will be compared between the period before the crisis and the 
time after the crisis. 

Figure 2: DuPont performance measurement system

5.2. Data analysis and results

Firstly, the analysis of ROE will be performed. Figure 3 shows the average values of ROE for 
regular casinos and casino saloons for the period 2013–2017. As shown, in the first two years of 
our analysis the casino saloons on average outperformed regular casinos, while in the following 
years the situation was just the opposite. The authors would like to notice that there are signif-
icant differences between casinos; since there is a high standard deviation among them (more 
detailed data is presented in Appendix 1). On average regular casinos evidenced a negative ROE 
in 2013 and 2014, followed by a positive ROE in the period 2015-2017. On the other hand, casino 
saloons had a negative ROE in 2013, followed by a positive one in the subsequent years. These 
results show that the owners’ investments were not profitable at the beginning of the period, 
while the situation improved in the subsequent years. 

A more in depth analysis shows mixed results in the case of ROA. In regular casinos ROA was 
negative in the first two years of analysis and positive in the years that followed. In the case of 
casino saloons ROA was negative in two out of five years and positive in the remaining three 
years. Even in the case of ROA the standard deviation is relatively high. More detailed data 
about ROA is presented in Appendix 2. 

A much more evident difference between the two groups of casinos is present in their funding 
structure. The average share in the casino industry is similar to the economy’s average. A more 
in detail analysis shows that the average share of equity is significantly higher in the case of 
casino saloons in comparison to regular casinos. In the case of casino saloons, it ranges between 
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44.74% in 2013 and 55.66% in 2017. On the other hand, in regular casinos the share amounted 
to 12.53% in 2013 and rose to a share of 24.09% in 2017 (Appendix 3), showing that regular 
casinos have a relatively low share of equity. 

A deeper analysis of ROA shows that the differences in the net profitability of revenues are sim-
ilar to before mentioned differences in ROA. On the other hand, the asset turnover ratio shows 
that casino saloons outperformed regular casinos in all years of our analysis. Regular casinos 
evidenced a lower turnover ratio, indicating that casino saloons generate higher revenues with 
the given extent of assets and are thus more efficient (more detailed data in Appendix 5). 

Based on our results we cannot state that there is a significant difference in the ROE between 
regular casinos and casino saloons in the period 2013-2017. However, a more in depth analy-
sis has shown that they differ in terms of funding structure (casino saloons use more equity 
financing) and turnover ratios. In spite of these differences the ROE is not significantly higher 
in regular casinos, as we expected. We believe that we found no significant differences in ROE 
between the two groups of casinos since regular casinos were involved in processes of compul-
sory settlements, which has led to their rationalization. 

A more in depth analysis shows mixed results in the case of ROA. In regular casinos ROA was 
negative in the first two years of analysis and positive in the years that followed. In the case of 
casino saloons ROA was negative in two out of five years and positive in the remaining three 
years. Even in the case of ROA the standard deviation is relatively high. More detailed data 
about ROA is presented in Appendix 2. 

Figure 3: Average ROE of regular casinos and casino saloons for the period 2013–2017 (in %) 
Source of data: [14]

A much more evident difference between the two groups of casinos is present in their funding 
structure. The average share in the casino industry is similar to the economy’s average. A more 
in detail analysis shows that the average share of equity is significantly higher in the case of 
casino saloons in comparison to regular casinos. In the case of casino saloons, it ranges between 
44.74% in 2013 and 55.66% in 2017. On the other hand, in regular casinos the share amounted 
to 12.53% in 2013 and rose to a share of 24.09% in 2017 (Appendix 3), showing that regular 
casinos have a relatively low share of equity. 
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A deeper analysis of ROA shows that the differences in the net profitability of revenues are sim-
ilar to before mentioned differences in ROA. On the other hand, the asset turnover ratio shows 
that casino saloons outperformed regular casinos in all years of our analysis. Regular casinos 
evidenced a lower turnover ratio, indicating that casino saloons generate higher revenues with 
the given extent of assets and are thus more efficient (more detailed data in Appendix 5). 

Based on our results we cannot state that there is a significant difference in the ROE between 
regular casinos and casino saloons in the period 2013-2017. However, a more in depth analy-
sis has shown that they differ in terms of funding structure (casino saloons use more equity 
financing) and turnover ratios. In spite of these differences the ROE is not significantly higher 
in regular casinos, as we expected. We believe that we found no significant differences in ROE 
between the two groups of casinos since regular casinos were involved in processes of compul-
sory settlements, which has led to their rationalization. 

The ROE could be improved by increasing the net income, focusing on possibilities of increas-
ing total revenues and/or decreasing costs. Considering the fact that during the times of the 
latest financial crisis, casinos already made cost reductions, we believe that there is a limited 
room for further reductions. Taking into account the current situation in the industry, there are 
also limited possibilities for improving the extent of recorded revenues.4 The Government of 
the Republic of Slovenia found already in 2010 that we need additional investments in the infra-
structure to increase the number of guests. For example, Tingchi Liu et al. [16] state as one of 
the crucial future challenges for Macau (the most important casino center of the East) new pro-
jects including non-gaming facilities. Most of the new projects in Macau have some non-gaming 
amenities. For Atlantic City casino industry O’Donnell et al. [17] found superior performance 
for larger casinos than smaller ones (evidence of economies of scale). 

Since 2010 no extensive investments in the infrastructure were made to improve the extent of 
arrivals. We believe that in the latest 5-year period the ROE in the industry improved due to the 
improved economic situation. The latter lead to an increase in the number of guests – the extent 
of visitors is highly associated with the economic circumstances. We believe that a potential 
deterioration of the economic situation would lead to significantly worse financial results and 
additional dismissal of employees in the Slovene casino industry.

Since Ivankovič and Jerman [15] found that financial performance of regular casinos and casino 
saloons was different in the period 2005-2009, we will compare the ROE of all casinos from the 
period 2013-2017 with their results from the period 2005-2008. Thus, we will find out if there is 
a significant difference in their performance over time. Since the period 2013-2017 is character-
ized as the period after the financial crisis, our comparative analysis does not include the period 
of crisis (2009-2012).5 

To find out if there is any significant difference in the ROE of analyzed casinos over time, we 
performed a paired sample non-parametric t-test. Firstly, we present the descriptive statistics of 
the sample (Table 2). 

4 In accordance with the findings of Prentice et al. [18] there is a gap in the literature from the field of casino 
offerings, gambling behaviours and profitability.

5 As can be noticed from the Appendix 6, the value of total revenues and total assets in the industry declined 
in 2009 in comparison with 2008. That is why we believe that the year 2009 was the first year of the crisis 
in this industry.
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2005 2006 2007 2008
Average ROE – whole sample 18.23 29.47 10.33 18.54
Median ROE – whole sample 27.20 14.79 9.17 7.78
Standard deviation – whole sample 49.41 57.37 75.78 46.16
Average ROE – regular casinos 9.25 -7.98 -34.71 -5.20
Median ROE – regular casinos 6.02 -0.92 -6.57 -4.70
Standard deviation – regular casinos 7.37 22.86 56.69 51.04
Average ROE – casino saloons 19.92 36.07 17.44 22.10
Median ROE – casino saloons 27.97 18.12 15.44 9.34
Standard deviation – casino saloons 53.88 59.44 77.14 45.72

Table 2: ROE of regular casinos and casino saloons for the period 2005-2008 (in %) 
Source of data: [14]

The average and median ROE for the sample are positive. The comparison between regular 
casinos and casino saloons shows that the average and median values are higher in the case of 
casino saloons. The casino saloons evidenced positive average and median values of ROE in 
the whole period, i.e. 2005–2008. On the other hand, regular casinos had in three out of four 
years’ negative average and median values of ROE. Data indicate that casino saloons were more 
profitable for their owners in comparison with regular casinos.

The analysis with paired-sample t-test shows that there is a statistically significant difference 
(0.003 < 0.05) between ROE in the two periods of analysis (Table 3). Since the median value 
of ROE is lower in the period 2013-2017 in comparison with the period 2005-2008, our results 
indicate that in times before the crisis the casino industry was more profitable in comparison 
with the latest five-year period. Thus, we can confirm our second hypothesis, that the financial 
performance of the casinos (measured with ROE) deteriorated. 

Null hypothesis Test Sig. Decision
The median of differences between  
the period_1 and period_2 equals 0

Related Samples Wilcoxon 
Signed Rank test 0.003 Reject the null 

hypothesis

Table 3: Wilcoxon Signed-rank test 
Source: Author’s own calculations

Since we found that the financial performance of casinos deteriorated and that in the latest five-
year period the average ROE for the industry was negative in two out of five years (Appendix 
1), it shows that the financial results are far from being good. This fact confirms statements of 
the Gaming Association of Slovenia that the casino industry is facing financial problems. This 
is why the Government should implement several goals presented in the Strategy of the devel-
opment of games of chance in Slovenia. To date, the strategy has not yet been implemented in 
practice.

In evaluating performance of business operations of the selected companies, we grounded our 
analysis only on monetary indicators. In assessing the business, it would be worthwhile to 
consider also non-monetary indicators. In accordance with Milost [19] non-monetary measures 
are an important complement to financial one (different performance measurement systems are 
discussed by Janeš [20]). This is the most important limitation of our study.
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6. PROPOSALS FOR IMPROVEMENT

In the Strategy of Slovenian tourism for the period 2012-2016, gambling industry was defined 
as part of an integral tourist offer. The Strategy stated that organizing special games of chance 
significantly complements the Slovenian tourist offer [21]. The latest strategy of Slovenian tour-
ism, i.e. The Strategy for the Sustainable Growth of Slovenian Tourism for the period 2017-2021 
no longer gives gambling such an emphasis [9].

In practice, the gambling industry is not sufficiently integrated into the Slovenian tourist offer, 
which is an obstacle to achieving greater competitiveness of Slovenian tourism. Therefore, the 
specific objectives that should be pursued are [21, p. 53]:

• to support the development of infrastructure through a stimulative taxation system,
• to provide a high quality and diverse range of gaming products,
• introduce an active concession policy,
• to create gaming areas.

Since the adoption of the Strategy of the Development of Games of Chance in Slovenia in 2010, 
the goals in the field of gambling have not yet been realized. The taxation system for special 
games of chance has not been changed, the gambling offer has not improved significantly, gam-
ing areas have not been formed, no changes have been detected in the concession policy system. 
Unless the stated goals will be implemented in practice, Slovene gambling industry will not 
increase its competitiveness.

At the same time, it is necessary to promote responsible gambling. In accordance with European 
Casino Association [22] it involves strategies that reduce gambling-related harm and increase 
gambling-related benefits across society. 

7. CONCLUSIONS

The analysis showed that in the period 2013-2017 (as opposed to our expectations), there are no 
statistically significant differences in the financial performance between regular casinos and ca-
sino saloons. The operations of both groups of casinos in this period cannot be marked as very 
successful. However, it is encouraging that the performance of their business has improved in 
recent years. We also found that there is a statistically significant difference in the performance 
of casinos in the period following the financial crisis in comparison to the pre-crisis period. In 
the pre-crisis period, casinos were more successful in their operations. The results show that 
the performance of the casino business has significantly deteriorated over time. The aforemen-
tioned deterioration was also highlighted by the Association of gambling in Slovenia.

The data presented in the analysis showed a decrease in revenues (due to a decrease of guests 
and/or lower spending of guests), a decrease in the value of total assets and a lower return on 
investment than in the past. The reduction in the number of active concessions in the industry is 
the result of the termination of business of certain casinos. Since the beginning of the financial 
crisis, the number of employees has also significantly decreased. Since the industry is important 
for the Slovenian economy, it will be necessary to take appropriate actions as soon as possible. 
In 2010, the Government adopted the Strategy of the development of games of chance in Slo-
venia, where different crucial measures to improve the situation in the industry were stated. To 
date, the strategy has not been actively implemented in practice.
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Future studies will be able to show how potential Government actions will improve the situation 
in the industry. Future studies could also explore the financial performance of casinos in neigh-
boring countries, which represent the greatest competition to Slovenian casinos. This kind of 
analysis could determine in which areas improvements and good practices from abroad could 
be transferred to the Slovenian environment.

APPENDIX

2013 2014 2015 2016 2017
Average - whole sample -28.13 -30.91 74.52 1.90 18.63
Standard deviation - whole sample 112.91 181.13 262.54 20.70 28.90
Average – regular casinos -180.75 -320.34 413.51 9.87 19.47
Standard deviation – regular casinos 308.29 543.82 696.45 3.99 10.45
Minimum – regular casinos -536.68 -947.98 4.35 7.49 11.66
Maximum – regular casinos 2.72 10.41 1217.66 14.47 31.34
Average – casino saloons -9.06 3.82 33.85 0.90 18.53
Standard deviation - casino saloons 52.25 23.17 145.04 21.76 30.57
Minimum - casino saloons -136.77 -59.85 -56.04 -53.77 -15.84
Maximum - casino saloons 107.65 37.73 722.09 36.97 141.51

Appendix 1: ROE of regular casinos and casino saloons in the period 2013–2017. (in %) 
Source: data are gathered from the database of GVIN [14]

2013 2014 2015 2016 2017
Standard deviation - whole sample 20.78 13.02 11.89 12.16 16.92
Average – regular casinos -3.86 -6.35 6.51 1.70 4.09
Standard deviation – regular casinos 5.07 7.58 8.68 0.69 2.09
Minimum – regular casinos -9.57 -14.25 1.06 0.91 2.03
Maximum – regular casinos 0.12 0.86 16.52 2.20 6.21
Average – casino saloons -4.84 1.22 3.14 -0.01 8.61
Standard deviation - casino saloons 21.99 13.40 12.31 12.91 17.91
Minimum - casino saloons -88.45 -42.62 -23.29 -38.00 -11.88
Maximum - casino saloons 18.34 19.29 21.51 24.34 83.50

Appendix 2: ROA of regular casinos and casino saloons in the period 2013–2017. (in %) 
Source: data are gathered from the database of GVIN [14]

2013 2014 2015 2016 2017
Average - whole sample 41.29 45.55 46.23 43.90 52.15
Standard deviation - whole sample 27.90 25.88 28.95 32.80 25.16
Average – regular casinos 12.53 7.31 17.09 18.93 24.09
Standard deviation – regular casinos 10.89 16.65 7.71 7.89 10.65
Minimum – regular casinos 4.91 -10.08 11.99 11.97 14.54
Maximum – regular casinos 25.00 23.11 25.96 27.50 35.58
Average – casino saloons 44.74 50.14 49.72 46.90 55.66
Standard deviation - casino saloons 27.38 22.93 28.62 33.44 24.29
Minimum - casino saloons 5.97 9.03 -40.46 -66.18 11.38
Maximum - casino saloons 91.04 83.65 91.06 90.37 88.63

Appendix 3: Share of equity in the funding structure  
of regular casinos and casino saloons in the period 2013–2017. (in %) 

Source: data are gathered from the database of GVIN [14]
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2013 2014 2015 2016 2017
Standard deviation - whole sample 35.31 22.22 16.29 17.18 13.12
Average – regular casinos -5.60 -6.21 5.06 1.71 3.71
Standard deviation – regular casinos 7.29 6.92 5.57 0.56 1.04
Minimum – regular casinos -13.81 -12.51 1.19 1.22 2.51
Maximum – regular casinos 0.10 1.20 11.44 2.32 4.35
Average – casino saloons -12.99 -3.61 0.11 -3.35 3.87
Standard deviation - casino saloons 37.31 23.47 17.12 18.14 13.94
Minimum - casino saloons -138.56 -66.65 -45.19 -49.28 -45.46
Maximum - casino saloons 25.75 29.34 25.85 25.14 22.29

Appendix 4: Net profitability of revenues  
of regular casinos and casino saloons in the period 2013–2017. (in %) 

Source: data are gathered from the database of GVIN [14]

2013 2014 2015 2016 2017
Average - whole sample 0.94 0.98 1.08 1.14 1.09
Standard deviation - whole sample 0.60 0.50 0.45 0.68 0.74
Average – regular casinos 0.91 0.96 1.07 1.04 1.05
Standard deviation – regular casinos 0.32 0.33 0.37 0.36 0.29
Minimum – regular casinos 0.72 0.74 0.77 0.77 0.83
Maximum – regular casinos 1.28 1.33 1.48 1.45 1.38
Average – casino saloons 0.94 0.99 1.08 1.15 1.10
Standard deviation - casino saloons 0.63 0.53 0.47 0.72 0.78
Minimum - casino saloons 0.14 0.13 0.29 0.23 0.20
Maximum - casino saloons 2.88 2.37 2.26 3.76 4.28

Appendix 5: Asset turnover of regular casinos and casino saloons in the period 2013–2017. 
Source: data are gathered from the database of GVIN [14]

Casino industry 2005 2006 2007 2008 2009
Total revenues 280.292.943 297.017.380 293.176.891 297.657.734 262.441.641
Total assets 317.455.100 344.901.626 437.726.127 458.820.140 420.598.298

Appendix 6: Total revenues and total assets in the casino industry in the period 2005–2009. (in €) 
Source: data are gathered from the database of GVIN [14]
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Abstract: Increased competition in international luxury hotel industry requires the hotels to continu-
ously improve their HRM policies and practices, with a particular focus on employee training. Hotel 
industry globally employs a large number of people with high labour turnover. Training employees in 
hotels, especially in international luxury hotel chains, has always represented a challenge since guests 
demand high-quality personalized services. The aim of this paper is to examine how international lux-
ury hotel chains in a developing country, such as Serbia, implement training programs. The research 
was conducted in six five-star and four-star hotels in Belgrade - members of international luxury hotel 
chains, through in-depth interviews with managers from these hotels. The research has shown exam-
ined hotel implement some of the training programs usual for luxury hotel chains. However, in order 
to develop their local talent pools and improve staff skills on a continuous basis, the luxury hotels in 
Serbia need to re-examine their training systems, having in mind that most of them are highly standard-
ized, to implement more diversified training plans, and provide more overseas training opportunities 
for local employees from Serbia.

Keywords: training, human resource management, tourism, luxury hotel chain, hotel 

1. INTRODUCTION 

Hotels are one of the oldest business activities [1]. They have existed for centuries. Until 
the beginning of the twentieth century, the hotel industry was made up of independent 
hotels [2], while multiple-unit hotel companies appeared afterwards [1]. A strong in-

centive appeared for hotels to go international and make hotel chains by acquiring control over 
other hotels. International hotel chains are more diversified and experienced than local hotels 
thus generating management expertise and a pool of trained staff [3].

The crucial importance of human resources in the labour-intensive hospitality industry has 
been highlighted for a long time [4]. Being a labour-intensive industry means that the quality 
of service depends on people, while labor expenses usually represent more than 50 percent of 
operating expenses [1]. Access to a sufficiently qualified labour force in sufficient quantity to 
ensure efficiency necessary for quality service represents a major HR challenge in the hotel 
industry [5], especially in the high-end segment (5-star and 4-star luxury hotels). 

In today’s highly competitive world, the hospitality industry is trying to bring their services and 
products to the highest quality level in order to maintain customers’ satisfaction. In addition, 
international luxury hotel chains are creating impeccable service in order to make their guests 
loyal customers. A luxury hotel has to offer the highest quality of services in order to face its 
competitors [6]. High quality of services delivered by professional staff is critical to attract and 
1 Hilton Belgrade, Kralja Milana 35, Belgrade, Serbia
2 Faculty of Organizational Sciences, University of Belgrade, Jove Ilića 154, Belgrade, Serbia
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retain customers [1], [7], [8]. Employees with their knowledge, experience, judgment, intel-
ligence and relationships represent strategic resources in the luxury hotel industry to deliver 
high-quality services [1].

Only well-trained and properly motivated employees who are constantly learning new business 
skills can meet the challenges posed by the new business environment and create (and maintain) 
company’s competitive advantage. Thus, training and development are integral to a luxury ho-
tel’s growth and success - training programs increase employee morale, satisfaction and reten-
tion, and decrease employee turnover [9].

Over the past six decades tourism has experienced continued expansion [10] and diversification 
to become one of the largest and fastest-growing economic sectors in the world - international 
tourism receipts increased from US$ 2 billion in 1950 to US$ 1,220 billion in 2016 [11]. However, 
there has been a lack of research on human resource management (HRM) practices, especially 
employee training, in international luxury hotel chains in developing countries such as Serbia. 

Unlike developed economies, where the domestic market is used to luxury hotels and luxury 
hotels have already created a brand image, in most developing countries it is rare to find a strong 
presence of international luxury hotel chains. International luxury hotel chains bring many ben-
efits to host developing countries, such as transfer of HRM knowledge, in terms of training and 
so called “soft technology”. They provide a wide range of managerial and technical expertise 
in different phases of hotel business development. In this way they are helping the developing 
countries to improve its international management knowledge and capabilities for the further 
development of the hotel industry [12]. 

However, international hotel chains operating in developing countries are facing challenges to 
find employees who can respond properly to their strict requirements. Having in mind a very 
short tradition of hotel management in developing countries, training employees in these coun-
tries is of great importance and there is a challenge to continuously review types of training 
used in order to improve them [13], [14].

Having this in mind, the aim of this paper is to determine the importance of training employees 
in the international luxury hotel chains in a developing country – such as Serbia, in order to 
make the employees capable of delivering personalized service to satisfy the specific custom-
ers’ needs. The qualitative research was conducted through interviewing managers of several 
luxury hotels in Serbia – members of international luxury chains. Existing employee training 
practices were examined with an aim to identify how to properly train employees in interna-
tional luxury hotel chains, in order to maintain their motivation and dedication, so that they 
may perform their jobs according to high standards and high demands set by the headquarters. 

2. LITERATURE REVIEW

2.1. Luxury hotel chains 

“Chocolates on the pillows; a bathroom floor you can eat off of; service with a smile’’ [15] is 
what guests expect from luxury hotels. The word “luxury” derives from “luxus” which means 
“soft or extravagant living, (over)-indulgence and sumptuousness, luxuriousness, opulence” 
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[16]. Although luxury tends to be defined by premium price, the definition of the term “luxury” 
is relatively subjective, thus defined by each particular customer [16], [17]. 

Hospitality services rely on intangible assets, such as service quality and atmosphere provided 
to the guests [18]. Luxury hotels provide not only superior tangible products (e.g. luxury hotel 
room and amenities, exceptional menu items and superb food presentations) but also attentive 
service and highly sophisticated consumption environment [19], [20], [21], [22]. 

Luxury hotels can be defined both as a type of highly customized contact services and as or-
ganizations employees may feel proud to work for [23]. According to [24] luxury hotels offer 
services such as butler service, concierge and special concierge floors, secretarial services, Wi-
fi, in-room technology, computers, fax machines, beauty salons, health spas, 24 hours service, 
swimming pools, tennis courts, ticket office, airline office, car rental, doctor/nurse etc. These 
hotels are specific for their unique decor, professional landscaping and remarkable architecture. 
Additionally, luxury hotels differ from other types of hotels because of their luxurious property, 
developed physical surrounding and personalized services offered to their guests [25]. 

2.1.1. Personalized service

Guests expect luxury hotels to offer them all the comfort of home, plus pampering and person-
alized service [15]. The main purpose of personalized service is to keep home-away-from-home 
feeling for their guests. Additional amenities provide a cozy experience for the guest [24].

Personalized service is what especially distinguishes luxury hotel chains them from lower cat-
egory hotel chains. International luxury hotel chains have learned that providing personalized 
services to their customers is crucial for developing and building trust and loyalty of the cus-
tomers. “Personalized service means adding value to a customer’s choice” [26]. 

According to the InterContinental Hotel Group (IHG) trend report from 2014, different types of 
personalized services can be found, such as services rendered through technology (e.g. mobile 
check-in) and the ones provided by people (e.g. remembering guest’s name or identifying guest’s 
loyalty status) [27]. Also, technology can be used to support employees’ activities towards guest 
when delivering personalized services by learning guests’ previous experiences and then re-
cording their needs and requirements. 

Rendering personalized services actually means getting to know the guests to the core in order 
to meet their needs and wishes [27]. People have different emotional needs including acknowl-
edgement, gratitude, importance, being cared about, and listened to, getting noticed and being 
appreciated. Unlike other hotels, luxury hotel chains are trying to recognize emotional needs 
of their guests and provide services they expect accordingly [28]. Luxury hotel chains also tend 
to promote hedonic values derived from a superior experience, which not only appeals to con-
sumers’ luxury value perceptions but also can help the luxury brands go viral and gain public 
attention. Consumers are more likely to share stories that are memorable or can trigger high 
arousal emotions such as surprise and excitement [29].

One of the most important things about personalized service in a hotel is to have professionally 
trained staff that can deliver those services [24]. The frontline employees are the first ones who 
are facing the guests. They have a unique possibility to make a remarkably positive influence on 
their guests’ stay and experience. They are likely the most influential people involved in build-
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ing and communicating hotel brand to customers [30]. Thus, hotels are more likely than other 
industries to train their first-line managers in employee relations skills [31].

2.2. Managing employees in luxury hotel chains

In luxury hotels the service cannot be separated from the staff providing the service – the val-
ues, attitudes, believes behaviour of employees [23]. The staff that attracts people is far more 
important than all the glamour and luxury of a hotel. Employees who interact with guests have a 
potential to build and enhance the hotel brand in order to achieve customer trust and loyalty [32].

In the luxury hotel industry, the crucial way to achieve product differentiation among compet-
itors is to focus on people interactions [33] which is necessary in order to provide personalized 
services which will satisfy and exceed guests’ expectations. Therefore, the quality and the level 
of services provided depend on the human factor. Essentially, the human factor makes the char-
acter and the image of a hotel [34]. And employee engagement drives customer engagement 
[23]. This indicates that there is a need for engaging staff appropriately within the process of 
rendering services.

Luxury hotel chains tend to provide guests with a flawless service carried out by professionally 
trained staff [24]. It is crucial that employees recognize guests’ expectations in order to render 
personalized services. Every employee in a luxury hotel has to pay attention to the preferences 
of each individual guest and to meet their demands and wishes, sometimes even before they ask 
for it. Having a personalized relationship with the hotel’s staff is what guests are expecting and 
paying for in a luxury hotel. This kind of service in a luxury ambiance means more than just 
“service with a smile”. It is the appreciation of guest’s immense privilege to employee’s person-
alized care, attention and act [35]. 

2.3. Training employees in the hotel industry

Training aims at increasing employees’ skills for performing a particular job. Employees are 
being trained to learn a sequence of programmed behavior. “Training is the process that pro-
vides employees with the knowledge and the skills required to operate within the systems and 
standards set by management” [36].

Training represents investing both in individual and organizational growth, but employees 
should stay long enough in the organization so that investment could have an adequate return, 
which is demonstrated through efficiency, productivity and effectiveness. Here is the link be-
tween training and motivation of staff, which can decrease labor turnover and make committed 
and capable personnel [33]. A lack of employee commitment may have negative consequences 
like inconsistent messages or negative word of mouth that may impact the meaning of the hotel 
brand in the stakeholders’ mind [37].

One of the factors that create the need for training in the hotels is the high rate of labor turnover 
in the hospitality industry [14],[38], [39]. Unlike other industries, whose labor force has been 
reduced due to technology innovations, hospitality industry relies on people due to the fact that 
technology cannot replace human touch and the high-quality service, essential in luxury hotel 
chains [40]. Therefore, investing in staff training is well worth because guests will feel the dif-
ference between highly-committed professional staff and the ones unmotivated to work. 
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Studies have shown that training programs increase employee satisfaction, employee morale 
and employee retention, and decrease turnover. Training is considered to boost morale, employ-
ee commitment [9] as well as job satisfaction [41] by showing employees that the hotel values 
them as a crucial resource, which motivates them to work harder and to stay in the company for 
a longer period of time. Training programs are teaching employees what are the right things to 
do, and what behaviour is unacceptable. 

Training gives employees skills and enthusiasm that will help them provide amazing customer 
experience which leads to brand loyalty. Operating in a fast-changing and highly competitive 
environment, it is a must for hotels to constantly provide adequate training for their staff. Train-
ing plays a key role in ensuring that the staff is equipped with the skills and knowledge required 
to deliver good customer services [9].

2.3.1 Training employees in the international luxury hotel chains

Having in mind that luxury hotel chains provide a wide range of products and services, they 
have a high demand for people with knowledge, skills and experience to meet the needs of their 
guests on a daily basis. Continuous training of employees in a luxury hotel is used for mak-
ing sure that the staff acquires new and advanced knowledge or skills, which will hopefully 
lead to better job performance [42]. Only well-trained and properly motivated employees who 
are constantly acquiring new business skills can meet the challenges posed by a luxury hotel. 
Training employees in the luxury hotel chains represents a strategic tool to put into action the 
differentiation strategy, by building a team of highly professional employees in order to provide 
a remarkable level of services so that guests’ expectations can be met [43].

Training in luxury hotel chains is organized for the following reasons: to develop teamwork so 
that the team will be more united and respect each other, to build stronger relationships between 
operational staff and management, to improve employees’ competencies and skills so they can 
meet guests’ needs, to increase the level of quality and standards in order to strengthen the com-
petitive advantage of the hotel and to enhance operational performance [42]. 

Training needs in luxury hotel chains can be classified according to internal factors (such as 
heterogeneity of service and customers which requires adjustable and dynamic staff, lack of 
professionally qualified employees, the amount of obligatory training programs) and external 
factors (constantly changing environment and high competition on the market) which affect 
hotel operations. External factors are the ones which are out of control of the hotel. Competi-
tors can significantly affect the need for training hotel staff. In a case when competition on the 
market is high, many hotels use product differentiation strategy in order to raise brand aware-
ness. This is especially the case with large hotel chains such as Marriott, Ritz Carlton or Hilton 
[44]. In order to create a difference in products and service, different standards are enforced. It 
applies to, for example, quality of service, the way the tables are set up, the way to fold the nap-
kins, employees’ behavior, welcome gestures and time allowed for check-in and check-out, etc. 
which all requires require additional training. Even when employees have a good educational 
background and considerable experience, they need time, will and resources to accept the new 
rules. In addition, training can be an effective tool for preparing for the inevitable changes in the 
future. For example, technology development can depend on the level of IT skills of staff needed 
to put a new system into operation. 



3rd International Thematic Monograph:  
Modern Management Tools and Economy of Tourism Sector in Present Era

672

Additionally, in international hotel chains operating in in two or more countries there is a need 
for harmonization different cultures by raising cultural awareness of the staff [45]. They have to 
be able to adapt to working in such an environment, since they sometimes transfer employees 
between different countries. 

3. METHODOLOGY

The qualitative research was conducted in 2018 in five-star and four-star hotels in Belgrade, Ser-
bia, which according to their characteristics, products and personalized services offered belong 
to the international luxury hotel chains. The authors chose the hotels which seek their differen-
tiation through the provision of high-quality services and the development of a strong customer 
orientation through their HRM strategy. 

The data for this research were collected through semi-structured in-depth interviews with 
hotel industry professionals from different departments (mainly from HR department) of the 
hotels examined. The selected representatives of the luxury hotels were chosen in regards to 
their competency to discuss the issues related to the research problem. All the interviews were 
conducted face-to-face. As for the instrument of the research, the appropriate questionnaire 
was applied that served as a basis for discussion, which was further developed in accordance 
with the participants and the researcher’s needs (please see Appendix). In order to increase the 
response rate, the number of questions was kept the minimum. 

Sample 

When it comes to the international luxury hotel industry in Belgrade, the offer is relatively 
modest, even though recently there have been opened new luxury hotels. Six hotels located in 
Belgrade, all belonging to well-known international luxury hotel chains were selected for this 
research: Hilton Worldwide, Hyatt Hotels Corporation, Marriott International, InterContinental 
Hotels Group, and Radisson Hotel Group. 

According to the [46], luxury hotels can be categorized as Upper scale, Luxury major and Lux-
ury exclusive. Hotels in Belgrade that have been analyzed can fit into the Upper scale category. 
Even though there are not many hotels in Belgrade that belong to the luxury segment, these 
hotels are trying their best to offer the same quality of services and products like other luxury 
hotels in the world - they are focusing on personalized service, catering to their guest’s needs 
and wishes, and always trying to exceed the expectations of their guests. 

Like in other developing countries [12]-[13], international luxury hotel chains do not have a 
long history in Serbia. The first five-star hotel belonging to an international luxury hotel chain 
that was opened in Belgrade was Hyatt Regency Belgrade in 1990. Metropol Palace was built 
in 1957 but not until 2012 it became a five-star hotel and a part of the Luxury collection hotel 
of Marriott chain. Crowne plaza was opened in 2014 after reconstruction of old Hotel Inter-
continental, but now having four stars (member of InterContinental Hotel Group, the largest 
hotel company in the world). Radisson Blu Old Mill and Courtyard by Marriot are examples of 
recently increased entrance of luxury international hotel chains, together with the newest star of 
Belgrade luxury hotels, Hilton Belgrade which was opened in March 2018. 
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As presented in Table 1, almost all examined hotels are headquartered in the United States. The 
size of hotels varies, both in terms of the number of rooms and the number of employees. The 
interviews were conducted mainly with representatives of HR departments (mainly HR man-
agers) or in two cases with the managers from other departments familiar with training policies 
and practices examined in the research. 

Hotel name Hotel chain Country 
of origin

Number 
of rooms

Number of 
employees

Interviewee job 
position Department

Hyatt Re-
gency Bel-

grade
Hyatt US 302 300 Assistant HR 

Manager HR

Metropol 
Palace

Marriott  
International US 236 120 Rooms division 

Manager Rooms

Courtyard 
Belgrade 

City Center 
by Marriot

Marriott Interna-
tional US 114 80 HR  

Manager HR

Crowne 
plaza

InterContinental 
Hotels Group UK 416 350 Meeting con-

cierge Manager
Food and 
Beverage

Hilton  
Belgrade Hilton hotels US 242 180 HR  

Manager HR

Radisson 
collection 
Old Mill 
Belgrade

Radisson Hotel 
group US 235 110 HR  

Administrator HR

Table 1: Sample

4. RESULTS AND DISCUSSION

Employees’ role in the international luxury hotel chains

The respondents interviewed were asked to explain how important employees are to their busi-
ness. The majority of them explained that employees play a crucial role in providing quality 
services to their customers. According to the respondents, their employees perform depending 
on the needs of each guest, and it is believed that this approach allows the hotels to build long-
term relationships with customers. They all emphasized that customers are not returning back 
because of the amazing walls, paintings, bed or decoration, but thanks to the people working 
at that property who made their stay amazing, memorable and unique. In addition, their skills, 
knowledge and experience contribute to making the hotel recognizable. Each of them has some 
skill and knowledge that contributes to discerning guests and customers. That’s why all the re-
spondents emphasized the role of the hotel staff, as they are the hotel’s driving force. 

One respondent said that hotel business requires teamwork, where everyone matters and every-
one plays a huge role in making the guests happy (e.g. a combination of personalized services 
provided by more employees has a remarkable impression on guests). 

Manager from Crowne plaza explained: “It all starts with the check-in and all the smiley faces 
that greet them in the moment of check in, all the way to the bell boy who takes their stuff to 
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the room, to the clean room, to the excellent breakfast, a great bar where they can relax and get 
a drink etc. Everyone plays a huge role when it comes to making a guest satisfied.” 

Confirming the conclusions of [1], [24] and [30] our study has shown that in the examined hotels 
in Belgrade employees play a crucial role in providing quality services, especially personalized 
and intuitive services, thus achieving success of a hotel business. Their performance is based 
on comprehension of the needs and demands of each guest, and it is believed that this approach 
allows the hotel to build long-term relationships with customers. The results of the study con-
firmed the conclusion made by [47] that employees who interact with people are far more im-
portant than all the glamour and luxury that could exist in a hotel. 

Importance of employee training in international luxury hotel chains 

Different authors researched employee training in luxury hotels (such as [9], [48], [49], [50]). 
According to the literature, nowadays employee training has become a key factor to achieving 
success in hospitality industry [9], [51]. Training provides many benefits for hotels such as high-
er job satisfaction, higher guest satisfaction and lower operation costs. Quality problems and 
key employee issues in hotels can often be solved with so-called “People and Quality” strategy 
which involves, among other, training and empowering employees [52]. The findings of [50] 
show that employees of luxury hotels in New Delhi, India accept better work responsibilities 
towards achieving organizational goals if they have adequate training background. 

The respondents in our study were asked to assess the importance of employee training in their 
hotels. Most of them agreed that training of their employees is essential as well as monitoring 
and helping their staff, since it affects all aspects of hotel operations. First of all, all the manag-
ers pointed out that training programs are used primarily for making employees familiar with 
the rules, policies and procedures of the hotel in order to enable every employee to behave and 
perform according to the guidelines defined. 

All the hotels included in the research focus their training programs on improving the exist-
ing skills, knowledge and abilities of their employees in order to develop their talent. One of 
the managers said: „We are developing talent, and the talent is developing the hotel.” All the 
respondents agreed that beside developing the capabilities of employees, training serves to mo-
tivate staff to do their best. Some of the managers stated that training depends on the individual 
needs of their employees. They find it very important to provide the best opportunities for ca-
reer development and fulfillment of professional goals of their employees. 

It may be concluded from the information gained from the hotels that the significance of ap-
propriate employee training is recognized in the hotels in Belgrade. The results are in line with 
the evidence from other studies (e.g. [4], [9], [53], [54]) which emphasized the importance of 
effective training of employees in luxury hotel chains. Unfortunately, luxury hotel management 
is usually not willing to invest in proper training programs for their employees as well as in 
training for trainers [38].

Training new employees

Respondents were asked to explain the approach their hotels have towards employee training 
with identifying specific objectives they are trying to achieve through training programs. The 
interviews showed that in all the hotels examined every new employee has to go through initial 
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induction training (often called orientation or general training). These entry training programs 
are mandatory for all new employees, so that they can learn the company’s history, mission, 
vision and objectives. They are informative, with an aim to introduce the new employee with 
the hotel and provide all the necessary information in the orientation process. Four out of six 
respondents emphasized that orientation is the most important training program because every 
employee has to get to know the whole hotel including its mission and core values, departments, 
amenities and services provided. Furthermore, this is done because no matter what position an 
employee is currently holding, every employee has to be always ready to answer any guest’s 
question. Also, since these hotels are members of international hotel chains every new employ-
ee must learn the brand standards. Hotels examined tend to provide formal training programs 
which is in line with the findings of [31] who found that luxury hotels were significantly more 
likely to have adopted formal training programs than other workplaces. 

One of the hotels implements an additional training of new employees after the initial induction 
training called “operational orientation”. It is a classroom-style training focusing on the expla-
nation of job specifics. 

All respondents agreed that the goal of the induction training is to enable new employees to 
gain independence so that they can function independently, to introduce them to safety at work 
standards, and to teach them how to behave in a manner that will never affect negatively the 
image of the hotel. One of the managers commented that it is important to teach them not to 
be afraid of the guests, to smile and have a positive attitude: “We want every employee to feel 
welcome and as a part of the team from the first day at work. Cultivating a culture of open 
communication and good interpersonal relationships, we are directing each newly employed to 
strengthen team spirit and mutual respect.”

Training existing employees

After completing induction training each new employee in all hotels examined is put in a par-
ticular department where he/she will go through further training depending on the job itself. 
These findings are in line with the findings of [55] whose study showed that almost all employ-
ees (95 per cent) in UK luxury hotel chains received at least one form of training (whether on-
the-job or off-the-job training).

According to [7] luxury hotel chains use three types of training programs: on-the-job train-
ing, on-site-but-not-on-the-job training and off-the-job training. In line with this typology, the 
employees interviewed stated that the examined hotels mostly conduct on-the-job and on-site-
but-not-on-the-job training. All respondents stated that their hotels conduct on-job-training, 
where every employee in his/her department is given specific job-related guidelines and trained 
in order to gain necessary knowledge to perform the required tasks. Half of the respondents 
explained that on-the-job training is done right away at their workplace, when employees are 
being advised with particular solutions. Periodic on-the-job training programs are organized 
according to the specific needs focusing mostly on skill development and customer service 
knowledge. On-the-job training in the examined hotels is usually done by the head of the de-
partment. According to the interviewees on-site-but-not-on-the-job training mainly refers to 
orientation training programs in order to provide new employees with basic information about 
the organization. 
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More formalized off-the-job training programs (training out of the hotel by a person employed 
at the hotel or external training agency) are rarely implemented in examined luxury hotels in 
Belgrade mostly due to the lack of financial resources. Few respondents mentioned that they are 
providing off-the-job training whenever the budget allows them (for example, they send their bar-
tenders to attend various courses to improve skills). These findings are in line with analysis of 
Britain’s Workplace Employee Relations Survey which indicated that off-the-job training occurred 
less frequently in the hospitality industry comparing to all other industries and services [56]. 

Similarly, [9] investigated existing training strategies and practices in Chinese luxury hotels (4-star 
and 5-star hotels) in Beijing, Shanghai and Nanjing mainly through semi-structured interviews 
with managers at different levels. In terms of training techniques used, the study has shown that 
Chinese luxury hotels applied most of the contemporary Western training methods, while majority 
of state-owned hotels still relied on conventional training delivery methods (such as lectures and 
apprenticeship). All eight hotels included in their study mainly provided basic skills training to 
frontline employees, while only a minority paid more attention to training their managers.

Half of the respondents in our research said their hotels use cross training. According to [31] 
cross training programs expose hotel employees to different tasks within the same department 
where they work or enables them brief rotations which facilitates internal promotion opportuni-
ties to other departments. Employees get to learn their responsibilities within the organization, 
the mission and vision of the company as well as the activities within each department of the 
hotel [48]. Half of the examined luxury hotels in Belgrade consider cross training an important 
asset which provides their employees with the opportunity to express the desire to go to training 
in other departments. According to information gained through interviews, this way they get to 
learn about activities of other departments in the hotel, so that they can see if there is another 
job position in another department more suitable for them. Cross training provides the employ-
ees with additional knowledge necessary to prepare them to change positions within the hotel. 
This way cross training offers the possibility to discover hidden talents among employees and 
to promote them within the hotel. These training programs are organized throughout the year 
and usually last for a month. It may be concluded that examined luxury hotels in Belgrade are 
operating similarly to many US and UK hotels which offer their employees opportunities for 
cross-training as stated by [55]. In line with the conclusion of [31] interviewees stated that cross 
training improves cross-departmental communication, upgrades customer service, and may re-
sult in reduced staff turnover and lower hiring costs.

Most of the respondents (from Crowne Plaza, Hilton, Marriot and Radisson Blu) stated that the 
luxury hotels in Belgrade rely on standardized online training programs provided by the chain 
headquarters. These online courses save time and money and allow employees certain time 
span to complete them. For instance, Crowne plaza uses over 500 online training courses to 
develop further capabilities of their staff. Marriott has over 200,000 online employee training 
programs (such as brand specific, cultural, company information, global anti-corruption, infor-
mation and protection of the data, discipline specific etc.). The manager from Crowne plaza said 
that they are mostly using online training on the corporation’s website called “Merlin”, provided 
by the IHG group which they belong to. On that website all employees have the opportunity to 
complete different training programs whenever they wish. These training programs are mainly 
in English. However, providing standardized training programs to hotel employees in different 
parts of the world within the same chain may lead to various issues. Similarly to the hotels in 
Serbia, [57] found in their study that international luxury hotels in China showed a relatively 
high degree of standardization in training systems, tending to use standardized training pro-
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grams from the headquarters in hotels around the world, with all the training materials being 
demonstrated in English which may represent a challenge for local employees. Also, in their 
study conducted in a chain of luxury hotels Starwood Hotels and Resorts [49] found that it was 
difficult for non-native English speakers to understand the training process, and suggested that 
the training materials and the online training system which were only in English should be 
translated to improve employees’ understanding.

Contrary to [7] who suggested that luxury hotel chains should implement five models of employ-
ee training (functional, buyer, matrix, corporate university model and virtual mode), Belgrade 
hotels included in this study did not confirm using these training models. The only exception is 
Hilton which partially uses corporate university model - Hilton University as an online source 
of training programs for developing different kinds of skills depending on the job position. 

One of the hotels organizes ‘’training for trainers’’. These training programs take place abroad, 
where instructors are corporation and regional coaches. Employees sent from Serbia to these 
training programs are expected to transfer knowledge and train local workers afterwards. Ac-
cording to the manager from this hotel, it often happens that employees themselves offer to train 
their colleagues.

All respondents stated that according to Serbian legal requirements hotels must organize so-
called “legal training” including training in health and safety at work and fire protection. Staff 
working in food and beverage sector has to go through specific training programs imposed by 
the law. These findings are in line with the findings of [40] who explained that shortage of these 
training programs imposed by the law may result in serious problems caused by the employees 
who are not trained or informed enough, as well as losing the loyalty of customers and worsen-
ing the image of the hotel. 

Additional training is not strictly defined but varies depending on the needs of the hotel. One 
of the hotels provides core management training programs for employees on managerial level, 
including 40 hours of instructor-led training during one year covering different topics (such as: 
Seven habits of extraordinary people, Five choices to extraordinary Productivity, Crucial con-
versations, Foundations of leadership etc.). Another hotel has a unique type of training, which 
is not seen in others called Responsible business training.

Training expatriates vs. local employees

Our research has found that in the hotels examined managerial positions are filled by expatri-
ates, who are more familiar with the corporate values, culture, processes and procedures, as 
well as the control systems of the hotel chain headquarters than local managers. The respond-
ents explained that having an expatriate manager leads to better communication with the hotel 
headquarters, which is in line with the conclusions of [58]. Various studies have confirmed that 
in developing countries the most important managerial positions in hotels belonging to an in-
ternational luxury hotel chain are filled by expatriates, while lower-level positions require lower 
proficiency and skills, so those employees are trained for service quality and performance [12], 
[57]. Use of expatriate managers in developing countries can be justified by a lack of suitable 
local experts with experience in hotel business. International hotel chains usually develop their 
own pools of international managers and relocate them to work in subsidiary hotels in different 
countries with an aim to transfer the policies, ideas, and culture of the parent company are to 
the foreign country hotel [57]. This approach helps a hotel chain build up a global network and 
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maintain control over its hotels around the world and use uniform management and operation 
systems [57] and improve the global mindset among its employees. 

Expatriates are expected to go through extensive training programs which should prepare them 
for relocation to a foreign country. However, our research has shown that the majority (four out 
of six) of hotels examined do not have expatriate training programs at all. One of the hotels pro-
vides their employees basic information of the foreign country in a form of a short document. 

Luxury hotels tend to recruit a large number of local employees for lower positions. Thus, the 
expatriates are expected not only to bring experience and competence necessary to organize 
the hotel business, but also to train and educate the local staff about the luxury brand as well 
as luxury service, policies, corporate values and practices of the luxury hotel chain. This was 
confirmed by all the respondents in the research.

According to the interviewees the majority of hotels do not provide local employees the oppor-
tunity to go to international assignments to other hotels from the same chain. The respondents 
stated that they were not even familiar with this type of training programs. This finding is in line 
with the findings of [57] who concluded that none of the hotels belonging to international luxury 
hotels in China from their study provided overseas training opportunities for local employees. 
However, the finding is contrary to [12] study who found that expatriates in luxury hotels are ex-
pected to train local employees, so that they can be later relocated within the multinational hotel 
chain. In our study only one hotel has employees’ exchange program “similar to student exchange 
at universities, only directly related to work and to skills development”. This approach assumes 
that if an employee from Serbia expresses the desire to go abroad (to another hotel from the same 
hotel chain) for training, another employee will be sent from that hotel to hotel in Belgrade.

Employees’ motivation for training

Employers in the hotel industry should consider the use internal and external training and devel-
opment programs to motivate employees’ excellent performance [48]. Unfortunately, hospitality 
industry is characterized by poor training of employees leading to lack of motivation and poor 
commitment of employees [38]. 

For example, the results of the study by [48] conducted in six luxury hotels of multinational 
chains in Athens, Greece indicate that most of luxury hotel employees (61%) have a strong 
concern for opportunities of personal development through training, especially through the 
provision of seminars as important incentives for improving their performance and increasing 
their job satisfaction.

In our research interviewees were asked to describe the ways they use to motivate their employ-
ees to actively take part in the training programs. The majority of them stated that their staff 
is primarily motivated by the atmosphere in the workplace - a long-term perspective at work, 
pleasant work environment and developed culture of communication, interpersonal relations 
and team spirit are what inspire them to participate in the training initiatives. 

One manager stated that their hotel strongly believes that the head of each department should 
play the biggest role in motivating the employees within his/her department, which is in line 
with the findings of [4]. Another manager added that employees have to be well informed about 
the purpose of the training and that it is the trainer’s responsibility to explain it to the employ-
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ees. One HR Manager explained that in their hotel employees in non-managerial positions are 
less interested to actively participate in training programs compared to those holding manage-
rial positions. Usually they consider training useless effort, and the HR department has attempt 
to explain the benefits of the training for them. One respondent said that their hotel is trying to 
design specific training programs for each employee so that they would participate actively in 
training and show initiative. 

One of the managers in our research said: “A good manager must have understanding for his 
employees, he must let them know when they did a good job. He must see and feel if someone 
is not performing well, and ask the employee if there is something that can be done by the hotel 
to help him/her improve his performance, suggest additional training and development in order 
to make him a better employee. Having someone you can talk to and having someone who is on 
your side is the biggest motivation for every employee.” 

In the hotels examined motivation of employees to accept and participate in the training courses 
mostly depends on several factors – whether employees are interested enough in the topic and 
whether the training provides them with certain benefit. For example, employees usually show 
a desire to participate in training when they know they can learn a lot and improve themselves, 
when they have to possibility to be promoted to a higher position in the hotel, or to get an increase 
in salary. Also, they prefer interesting training programs. This is the reason why hotels tend to 
include role plays and games to keep their attention during the training courses. Also, employees 
prefer when trainers give them examples, various fun facts, possibilities for discussion and Q&As. 
The time of occurrence and frequency of training is also important. According to respondents, 
employees from luxury hotels are not thrilled to participate if it the training is happening more 
than once in a few weeks, after their working hours or if it lasts too long. From the data gathered 
it may be concluded that the hotels examined are aiming to achieve employees’ satisfaction which 
will lead to their positive action in offering services to customers as stated by [59]. 

There are different ways to motivate employees to actively participate in the training, mainly 
through teamwork, performance appraisal, effective compensation and communication [60]. 
The hotels examined are using performance appraisal and communication as a tool to motivate 
their employees, while, according to the managers interviewed, compensation is not used at all. 

The luxury hotels in Belgrade monitor employee development through periodic evaluation. Em-
ployees’ performance is usually assessed by their managers, they discuss together the achieve-
ment of the goals set in order to determine whether the performance was good or there was 
room for improvement in the future. In one of the hotels this is done in the way that they are 
monitoring and evaluating employees on a quarterly basis and creating their business and per-
sonal development plan and helping them to achieve their goals. These evaluations are also used 
as a basis for determining training needs of each employee.

5. CONCLUSION

It is difficult to attract and retain top class employees in the hotel sector [61], especially in the 
luxury multinational chains. Hospitality industry has been facing high employee turnover ([62], 
[63], [64], [65]) mainly due to the treatment by superiors, working hours, job pressure, lack of 
training, inadequate benefit packages etc. [66]. However, there is a lack of relevant literature 
with respect to adequacy of employee training in the hotel industry [38].
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Our study context were five-star and four-star hotels in Belgrade, Serbia which are members of 
international luxury hotel chains. The aim of this research was to find out how employees are 
trained in international luxury hotel chains in Serbia in order to provide quality service. The 
research which was conducted in six hotels in Belgrade has shown that these hotels tend to im-
plement various internal training for employees with an aim to achieve commitment and loyalty 
towards the organization, as expected by [4] and [67]. The hotels examined are committed to 
train employees to behave in the way which will impact customers’ perceptions of the hotel 
brand, as claimed by [68], thus considering training of employees as integral to a hotel’s success. 

However, international luxury hotel chains that want to develop their local talent pools need to 
re-examine their training systems, having in mind that most of them are highly standardized 
[57] and as such applied in all foreign subsidiaries. Also, they should focus on improving their 
training programs by implementing more diversified training plans as well as more overseas 
training opportunities [57] for local employees from Serbia. These hotels should use more of-
ten the fact that they are a part of large international chains, and thus provide their employees 
opportunities to be transferred to other countries. The transfer needs to be followed by expatri-
ate training programs in order to prepare the employees to successfully fulfill the assignment 
abroad so that they could bring new knowledge and experience and train the colleagues after-
wards.

Online training programs may be financially more convenient, but dealing with the employees 
in person opens more space for developing team spirit and improving communication. Further-
more, another way to engage them would be if the employees could choose which exact skill they 
could improve or what course to attend in order to perform their jobs better. In that way employ-
ees would be more eager to participate in the training. Additionally, other contemporary methods 
may be considered, such as coaching and mentoring, which were found to be more efficient and 
effective for developing employees’ skills comparing to traditional off-job training [49].

The management of the hotels included in the research should aim at providing high-quality 
in-house training programs continuously. However, they should not focus only on in-house 
training, but also look for adequate external training opportunities. They may also consider 
outsourcing training, i.e. hiring external agencies that sometimes may be more competent and 
provide more professional training for their employees. Also, additional training programs that 
existing employees are getting are not professional enough, and they could implement a better 
strategy of conducting those training programs more frequently in order to monitor and improve 
the performance of their staff. These training programs should not only occur when the prob-
lem in operation arises, but it should prevent any escalations. This is very important because 
the guests expect impeccable service and staff should be trained to maintain high standards of 
the hotel. Finally, more emphasis should be put on career planning for luxury hotel employees, 
which has traditionally been a weak HRM area in the hotel industry [48]. 

Even though industry experts have shown that they are aware that training is a very powerful 
tool leading to improved service quality and increased market competitiveness, yet only few 
of them have clear strategies in practice which would enable their employees to improve their 
skills on a continuous basis.

Other studies (such as [69], [70]) have shown that there is room for improvement in terms of 
effectively managing human resources in tourism sector in Serbia. It is important to pay signif-
icant attention to managing human resources effectively (with particular focus on continuous 
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improvement of employee knowledge and skills) which may contribute to increasing competi-
tiveness of Serbia in tourism sector [58], and thus in luxury hotel industry. International tourist 
arrivals worldwide are expected to increase by 3.3% a year between 2010 and 2030 to reach 
1.8 billion by 2030 [71]. Increased competition in international luxury hotel industry requires 
the hotels to continuously improve their HRM policies and practices to create an environment 
that promotes customer-oriented behaviour in order to maintain hotels’ competitive advantage. 
Having this in mind, the examined hotels in Serbia may use a regional hub approach and hire 
HR specialists to coordinate diverse functions (such as employee training) who would have the 
responsibility to supervise HRM activities (including training) in all the hotels in the region. 
This would require a higher propensity to invest in the HR function [31] in these hotels. 

This research has its limitations. For example, the answers may be biased because the inter-
viewees perhaps wanted to present their organization in the best manner or they may have some 
personal involvement in a certain subject. Further research may include an anonymous survey 
which could cover more respondents from the examined hotels, including employees from dif-
ferent hierarchical levels and different departments in order to check whether their experience is 
aligned with the opinions of the respondents. Additionally, future research may be expanded to 
other hotels in the region - members of the same international luxury chains as those included 
in this research, in order to analyze and compare employee training practices.

Appendix: Interview Questions 

1. How important is the role of employees in a luxury hotel?
2. How important is employee training for your hotel? 
3. Which types of employee training does your hotel provide (on-the-job/off-the-job)? Please 

describe each of the training programs provided by your hotel.
4. Which training techniques does your hotel use for orientation and training new employees? 
5. How does your hotel provide additional training to existing employees in order to improve 

their skills? Please explain in detail (time, frequency, duration, content, trainers). 
6. What are the typical areas and topics the training programs provided focus on? 
7. In which language are the training programs/learning materials provided?
8. Does your hotel provide online training for employees? Please explain.
9. Does your hotel provide expatriate training programs? 
10. How does a typical expatriate training program look like (time, duration, content, trainers)? 
11. To what extent are the employees eager to participate actively in the training programs? 
12. How does your hotel motivate employees to take more active part in training?



3rd International Thematic Monograph:  
Modern Management Tools and Economy of Tourism Sector in Present Era

682

 REFERENCES

[1] Paraponaris, C.D.M.S., Ferrary, M. (2015) “Investing in transferable strategic human cap-
ital through alliances in the luxury hotel industry’’, Journal of Knowledge Management, 
Vol. 5, 1007.

[2] Sandoval-Strausz, A.K. (2008) Hotel: An America History, Yale University Press, New 
Haven, CT.

[3] Dunning J., McQueen M. (1982) Multinational Corporations in the International hotel 
industry, University of Reading, United Kingdom.

[4] Kang, J., Heo, J., Kim, J. (2016) “The followership of hotel employees and the relationship 
between occupational burnout, job stress, and customer orientation: Targeting the hotel 
service providers at luxury hotels’’, Tourism and Hospitality Research, Vol. 16, Issues 4, 
pp. 345–358. 

[5] Gannon, J., Doherty, L., Roper, A. (2012) “The role of strategic groups in understanding 
strategic human resource management’’, Personnel Review, Vol. 41, Issue 4, pp. 513-546.

[6] Schulz R.N. (2012) “The effects of business image on customer retention in hotels in El-
doret, Kenya’’, European Journal of business and management, Vol.4, Issue 8. 

[7] Čerović, S. (2011) Upravljanje ljudskim resursima u hotelijerstvu, Univerzitet Singidu-
num, Belgrade.

[8] Tomka, D. (2003) Značaj menadžmenta ljudskih resursa u hotelijerstvu, Visoka hotelijer-
ska škola, Belgrade. 

[9] Wang, Y. (2006) “Strategic Employee Training And Development In Chinese Luxury Ho-
tels’’, Tourismos: An International Multidisciplinary Journal of Tourism, Vol. 1, Issue 1, 
pp. 111-118.

[10] Yang, W., Mattila, A.S. (2016) “Why do we buy luxury experiences? Measuring value 
perceptions of luxury hospitality services’’, International Journal of Contemporary Hos-
pitality Management, Vol. 28, Issue 9, pp.1848-1867.

[11] World Tourism Organization - UNWTO (2017), UNWTO Tourism Highlights, available at: 
http://www.e-unwto.org/doi/book/10.18111/9789284419029

[12] Kusluvan S., Karamustafa K. (2001) “Multinational Hotel Development in Developing 
countries: an exploratory analysis of critical policy issues’’, International Journal of Tour-
ism Research, Vol. 3, Issue 3, pp. 179-197. 

[13] Davidson M.C.G., McPhail R., Barry S. (2011) “Hospitality HRM: past, present and the 
future’’, International Journal of Contemporary Hospitality Management, Vol. 23, Issue 
4, pp.498-516.

[14] Harvey, B. (2007) “International hotels’’, Journal of Retail and Leisure Property, Vol. 6, 
Issue 3, pp. 189–193. 

[15] Dolezalek, H. (2008) “We Train to Please’’, Training, Vol. 45, Issue 3, pp. 34–35. 
[16] Tynan, C., McKechnie, S., Chhuon, C. (2010) “Co-creating value for luxury brands”, Jour-

nal of Business Research, Vol. 63, Issue 11, pp. 1156-1163.
[17] Miller, K.W., Mills, M.K. (2012) “Contributing clarity by examining brand luxury in the 

fashion market”, Journal of Business Research, Vol. 65, Issue 10, pp. 1471-1479.
[18] Lu, C., Berchoux, C., Marek, M.W., Chen, B. (2015) “Service quality and customer satis-

faction: qualitative research implications for luxury hotels”, International Journal of Cul-
ture, Tourism and Hospitality Research, Vol. 9, Issue 2, pp. 168-182

[19] Chen, P.T., Hu, H.H. (2010) “How determinant attributes of service quality influence cus-
tomer-perceived value: an empirical investigation of the Australian coffee outlet industry”, 
International Journal of Contemporary Hospitality Management, Vol. 22, Issue 4, pp. 535-
551.



EMPLOYEE TRAINING IN INTERNATIONAL LUXURY HOTEL CHAINS:  
EVIDENCE FROM SERBIA

683

[20] Dortyol, I.T., Varinli, I., Kitapci, O. (2014) “How do international tourists perceive hotel 
quality? An exploratory study of service quality in Antalya tourism region”, International 
Journal of Contemporary Hospitality Management, Vol. 26, Issue 3, pp. 470-495.

[21] Lee, J.H., Hwang, J. (2011) “Luxury marketing: the influences of psychological and demo-
graphic characteristics on attitudes toward luxury restaurants”, International Journal of 
Hospitality Management, Vol. 30, Issue 3, pp. 658-669.

[22] Ordanini, A., Parasuraman, A. (2011) “Service Innovation Viewed Through a Ser-
vice-Dominant Logic Lens: A Conceptual Framework and Empirical Analysis’’, Journal 
of Service Research, Volume 14, Issue 1, pp. 3–23. 

[23] Kimpakorn, N., Tocquer, G. (2010) “Service brand equity and employee brand commit-
ment’’, Journal of Services Marketing, Vol. 24, Issue 5, pp. 378–388. 

[24] Walker, R.J. (2013.) Introduction to hospitality management (4thed.), Person education.
[25] Mattila, A.S. (1999) „Do emotional appeals work for services?”, International Journal of 

Service Industry Management, Vol. 10, Issue 3, pp.292-307. 
[26] Shaw, C. (2011) Personalized service. What does it actually mean? Beyondphilosophy.

com. Retrieved 1 April 2018, from https://beyondphilosophy.com/personalized-ser-
vice-what-does-it-actually-mean/ 

[27] InterContinental Hotels Group (2014) Creating ‘Moments of Trust’-The Key to Building 
Successful Brand Relationships in the Kinship Economy, Denham, UK.

[28] Davey, N. (2014) How to deliver a perfect personalised service experience: The experts’ 
advice, MyCustomer. Retrieved 1 April 2018, from https://www.mycustomer.com/expe-
rience/engagement/how-to-deliver-a-perfect-personalised-service-experience-the-ex-
perts-advice 

[29] Berger, J. (2013) Contagious: Why Things Catch On, Simon and Schuster, New York, NY.
[30] Thorbjørnsen, H. and Supphellen, M. (2011) “Determinants of core value behavior in ser-

vice brands”, Journal of Services Marketing, Vol. 25 No. 1, pp. 68-76.
[31] Knox, A., Walsh, J. (2005) “Organisational flexibility and HRM in the hotel industry: evi-

dence from Australia’’, Human Resource Management Journal, Vol. 15, Issue 1, pp. 57-75.
[32] Evans, D., Wasserman, J., Bertolotti, E., Martino, S. (2002) “Branding behavior: the strat-

egy behind the truth campaign”, Social Marketing Quarterly, Vol. 3, pp. 17-29.
[33] Boella, J. Michael and Gross-Turner, S. (2013) Human resource management in the hospi-

tality industry, Routledge.
[34] Donaldson, E. (2014.) Personalized Service and Perceived Value: Are Your Guests Getting 

the Best? Hotelexecutive.com. Retrieved 1 April 2018, from http://www.hotelexecutive.
com/business_review/240/personalized-service-and-perceived-value-are-your-guests-
getting-the-best

[35] Sherman, R. (2007) Class Acts, service and inequality in luxury hotel, Berkeley, Califor-
nia, University of California Press.

[36] Sommerville, L.K. (2007) Hospitality Employee Management and Supervision, concepts 
and practical applications, John Wiley & Sons Inc., Hoboken, New Jersey. 

[37] Miles, S.J., Mangold, W.G. (2004) “A conceptualization of the employees branding pro-
cess”, Journal of Relationship Marketing, Vol. 3, Issue 2/3, pp. 65-87.[38] Jaworski, C., 
Ravichandran, S., Karpinski, A.C., Singh, S, (2018) “The effects of training satisfaction, 
employee benefits, and incentives on part-time employees’ commitment”, International 
Journal of Hospitality Management, Vol. 74, pp. 1–12.

[39] Davidson, M.C.G., Timo, N., Wang, Y. (2010) “How much does labour turno-
ver cost? A case study of Australian four‐ and five‐star hotels”, International Journal 
of Contemporary Hospitality Management, Vol. 22, Issue 4, pp.451-466, https://doi.
org/10.1108/09596111011042686



3rd International Thematic Monograph:  
Modern Management Tools and Economy of Tourism Sector in Present Era

684

[40] Hayes, D.K., Ninemeier, J.D. (2009) Human Resources Management in the Hospitality 
Industry (2nd eds), Wiley.

[41] Chow, C. W., Haddad, K., Singh, G. (2007) “Human resource management, job satisfac-
tion, morale, optimism, and turnover’’, International Journal of Hospitality and Tourism 
Administration, Vol. 8, Issue 2, pp. 73-88.

[42] Nestoroska I., Petrovska I. (2014) Staff training in hospitality sector as benefit for im-
proved service quality, Tourism and Hospitality Industry, Congress proceedings, Trends 
in Tourism and Hospitality Industry. 

[43] Richard, B. (2017) ’’Hotel chains: survival strategies for a dynamic future’’, Journal of 
Tourism Futures, Vol. 3, Issue 1, pp. 56-65. 

[44] Andrews, S. (2009) Sales and Marketing: A textbook for the hospitality industry, McGraw 
Hill Education.

[45] Gee, C.Y. (2008) International Hotels Development and Management (2nd eds.), Educa-
tional Institute of the American Hotel and Motel Association.

[46] Digital Luxury Group (2014) The World Luxury Index, hotels 2014: The most sought-after 
luxury hotels, Ecole Hôtelière de Lausanne.

[47] Čačić, K. (2013) Poslovanje hotelskih preduzeća, Univerzitet Singidunum, Belgrade.
[48] Maroudas L., Kyriakidou O., Vacharis A. (2008) Employees’ motivation in the luxury hotel 

industry: the perceived effectiveness of human-resource practices, University of the Aege-
an, Chios, Greece.

[49] Simmonds, D., Zammit Lupi, A.M. (2010) “The matching process in e‐mentoring: a case 
study in luxury hotels’’, Journal of European Industrial Training, Vol. 34, Issue 4, pp.300-
316. https://doi.org/10.1108/03090591011039063

[50] Mohsin, A., Kumar, B. (2010) “Empowerment Education and Practice in Luxury Hotels of 
New Delhi, India’’, Journal of Hospitality & Tourism Education, Volume 22, Issue 4, pp. 
43-50. https://doi.org/10.1080/10963758.2010.10696991

[51] Úbeda-García, M., Marco-Lajara, B., Sabater-Sempere, V., Garcia-Lillo, F. (2013) “Train-
ing policy and organisational performance in the Spanish hotel industry’’, The Interna-
tional Journal of Human Resource Management, Vol. 24, Issue 15, pp. 2851-2875. https://
doi.org/10.1080/09585192.2012.750617

[52] Pallet, W.J., Taylor, W.W. and Jayawardena, C. (2003), “People and quality: the case of 
Delta Hotels”, International Journal of Contemporary Hospitality Management, Vol. 15, 
Issue 6, pp. 349-51.

[53] Bagdan, P. J. (2012) Guest service in the Hospitality industry, Wiley.
[54] Klidas, A., Van Den Berg, P. T., Wilderom, C. P. M. (2007) Managing employee empower-

ment in luxury hotels in Europe, International Journal of Service Industry Management, 
Vol. 18, Issue 1, pp. 70–88.

[55] Finegold, D., Wagner, K., Mason, G. (2000) “National skill-creation systems and career 
paths for service workers: hotels in the United States, Germany and the United Kingdom’’, 
International Journal of Human Resource Management, Vol. 11, Issue 3, pp. 497-516.

[56] Lucas, R. (2002) “Fragments of HRM in hospitality? Evidence from the 1998 workplace 
employee relations survey’’, International Journal of Contemporary Hospitality Manage-
ment, Vol. 14, Issue 5, pp. 207-212.

[57] Xu, H., Ye, T., Chan, D. (2018) “When cosmopolitan corporations meet local environ-
ments: The impact on managerial structure in international luxury hotels’’, International 
Journal of Hospitality Management, Vol. 74, pp. 30–39.

[58] Causin, G. F., Ayoun, B., Moreo, P. (2011) “Expatriation in the hotel industry: An explora-
tory study of management skills and cultural training’’, International Journal of Contem-
porary Hospitality Management, Vol. 23, Issue 7, pp.885-901,



EMPLOYEE TRAINING IN INTERNATIONAL LUXURY HOTEL CHAINS:  
EVIDENCE FROM SERBIA

685

[59] Zaibaf, M., Taherikia, F., Fakharian, M. (2013) “Effect of perceived service quality on cus-
tomer Satisfaction in hospitality industry: Gronroos’ service quality model development’’, 
Journal of Hospitality Marketing & Management, Vol. 22, Issue 5, pp. 490–504.

[60] Enz, C. A., Siguaw, J. A. (2000) “Best practices in human resources’’, Cornell Hotel and 
Restaurant Administration Quarterly, Vol. 41, Issue 1, pp. 48-61.

[61] Horner, S., Swarbrooke, J. (2004) International Cases in Tourism Management, Elsevier 
Butterworth-Heinemann, Oxford. 

[62] Yang, J.-T., Wan, C.-S., Fu, Y.-J. (2012) “Qualitative examination of employee turnover 
and retention strategies in international tourist hotels in Taiwan’’, International Journal of 
Hospitality Management, Vol. 31, pp. 837–848.

[63] Zhou, Y., Zhang, Y., Liu, J. (2012) “A hybridism model of differentiated human resource 
management effectiveness in Chinese context’’, Human Resource Management Review, 
Vol. 22, pp 208–219.

[64] Wells, J.E., Peachey, J.W. (2011) “Turnover intentions. Do leadership behaviors and satis-
faction with the leader matter?’’ Team Performance Management, Vol. 17, Issue 1/2, pp. 
23–40.

[65] Slatten, T., Svensson, G., Svaeri, S. (2011) “Service quality and turnover intentions as per-
ceived by employees. Antecedents and consequences’’, Personnel Review, Vol. 40, Issue 
2, pp. 205–221.

[66] Fallon, M.J., Rutherford, D.G. (2010) Hotel Management and Operations, John Wiley & 
Sons Inc., NJ.

[67] Epitropaki O., Sy, T., Martin, R., Tram-Quon, S., Topakas, A. (2013) “Implicit leader-
ship and followership theories ‘‘in the wild’’: Taking stock of information- processing 
approaches to leadership and followership in organizational settings’’, The Leadership 
Quarterly, Vol. 24, Issue 6, pp. 858–881.

[68] Xie, L., Li, Y., Chen, S.-H., Huan, T.-C. (2016) “Triad theory of hotel managerial leader-
ship, employee brand-building behavior, and guest images of luxury-hotel brands’’, Inter-
national Journal of Contemporary Hospitality Management, Vol. 28, Issue 9, pp. 1826–
1847.

[69] Ilić-Kosanović, T., Tomić, S. (2017) Engineering of total quality management and human 
resources management in tourism organizations in Belgrade, Serbia, Second Internation-
al Thematic Monograph - Thematic Proceedings: Modern Management Tools and Econo-
my of Tourism Sector in Present Era, Belgrade.

[70] Simić, I. (2017) The role of human resources management in improving the competitive-
ness of the Republic of Serbia in the tourism sector, Second International Thematic Mon-
ograph - Thematic Proceedings: Modern Management Tools and Economy of Tourism 
Sector in Present Era, Belgrade.

[71] World Tourism Organization - UNWTO (2011) UNWTO’s long-term forecast report Tour-
ism Towards 2030, available at: https://www.e-unwto.org/doi/pdf/10.18111/9789284414024





687

IMPACT OF ENVIRONMENTAL SECURITY ON RURAL TOURISM  
IN THE REPUBLIC OF SERBIA*

Vesela Radović, Senior Researcher, Dr1

Milan Janković, Teaching Assistant, Ma2

DOI: https://doi.org/10.31410/tmt.2018.687

Abstract: Tourism as an global business is one of the enormous industries of the world and one of 
economic sectors with the rapid increase. Tourism is the considerable part in the global gross national 
product and the important factor of the growth in the total employment of many countries. However, 
tourism took over a great responsibility regarding the natural environment and cultural historic her-
itage. The problem of responsible behavior of all subjects in tourism has been addressed by World 
Trade Organization, World Travel and Tourism Council and other international organizations as well. 
Their goals are to establish the universal rules of the behavior for all the participants in the tourism 
development. The analyses have demonstrated that Serbian tourism industry in the future will be faced 
with numerous issues on the path to increase its impact on economy and contribute to the sustainable 
development in rural area and country in a whole. In that task therefore, there is an urgent need to be 
innovative and look for reliable partners because risks can be very high in this process.

Keywords: Rural tourism, environmental security, Republic of Serbia.

1. INTRODUCTION 

The United Nations has designated 2017 the International Year of Sustainable Tourism 
for Development. The International Year provides an enormous opportunity to further 
showcase the tremendous economic, social, cultural, environmental, and heritage value 

that the sector can bring. The direct contribution of Travel & Tourism to GDP was USD 2,306.0 
bn (3.1% of total GDP) in 2016, and is forecast to rise by 3.8% in 2017, and to rise by 4.0%, from 
2017-2027, to USD 3,537.1 billion (3.5% of total GDP) in 2027 [1]. According to this document 
as in many others before, security is among the critical factors determining the competitiveness 
of a country’s tourism industry. 

In a process of striving to the sustainable society environment is one of the three basic pillars. 
Hence, environmental security is one of the seven areas included in the concept of human secu-
rity traced to the publication of the Human Development Report of 1994, issued by the United 
Nations Development Programme [2]. Kofi Annan in 2000 stated: 

At the dawn of the twenty-first century, a new understanding of security is emerging, in which 
the need for a more human-centered approach is paramount. Human security, in its broadest 
sense, embraces far more than the absence of violent conflict. It encompasses human rights, 

* This paper was written as a part of the project Nr. III 43010 “Modulation of antioxidative metabolism in 
plants for improvement of plant abiotic stress tolerance and identification of new biomarkers for applica-
tion in remediation and monitoring of degraded biotopes,” which is financed by the Ministry of education, 
science and technological development of the Republic of Serbia and COST Action European Network for 
Environmental Citizenship (ENEC) no 16229. 
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good governance, access to education and health care and ensuring that each individual has 
opportunities and choices to fulfil his or her potential. Every step in this direction is also a steep 
towards reducing poverty, achieving economic growth and preventing conflict. Freedom from 
want, freedom from fear, and the freedom of future generations to inherit a healthy natural 
environment -- these are the interrelated building blocks of human -- and therefore national – 
security [3]. 

Environmental security is closely linked with the economic security and its linkage becomes 
the most visible in the era of increasing global environmental risks. Tourism today as a develop-
ment chance for low developed countries and regions all over the world is a crosscutting issue 
for both of this kind of security. In 21st century there are many threats that could impact travel 
and tourism industry, and those are not only traditionally addressed as terrorism, crime and 
military conflicts but also environmental and health hazards [4]. Increasing interest in theory 
and practice of specific kind of tourism, sustainable tourism put the environmental quality in 
the front of public eyes. 

In September 2015, the world leaders adopted a post-2015 sustainable development agenda, 
which includes 17 sustainable development goals (SDGs) and 169 targets to set the ground for 
the new SDGs aiming among other goals ending poverty, fighting inequality and injustice, 
and tackling climate change by 2030. This agenda “Transforming our world: the 2030 Agenda 
for Sustainable Development” considered as a plan of action for people, planet and prosperity 
agreed by General Assembly Summit. A new Agenda is determined to promote sustainable 
tourism, to tackle water scarcity and water pollution, to strengthen cooperation on desertifi-
cation, dust storms, land degradation and drought and to promote resilience and disaster risk 
reduction (page 9 point 33). 

The few SDGs cross-cutting the environmental security and rural tourism, and tourism issue 
in general are: 

SDG 1 - End poverty in all its forms everywhere,
SDG 3 - Ensure healthy lives and promote well-being for all at all ages,
SDG 6 - Ensure availability and sustainable management of water and sanitation for all,
SDG 8 - Promote sustained, inclusive and sustainable economic growth, full and productive 
employment and decent work for all (in sub goal 8.9 - By 2030, devise and implement policies 
to promote sustainable tourism that creates jobs and promotes local culture and products).
SDG 11 - Make cities and human settlements inclusive, safe, resilient and sustainable (in sub 
goal 11.a Support positive economic, social and environmental links between urban, peri-urban 
and rural areas by strengthening national and regional development planning),
SDG 12 - Ensure sustainable consumption and production patterns (sub goal 12.b - Develop 
and implement tools to monitor sustainable development impacts for sustainable tourism that 
creates jobs and promotes local culture and products),
SDG 14 - Conserve and sustainably use the oceans, seas and marine resources for sustainable 
development (sub goal 14.7 - By 2030, increase the economic benefits to Small Island develop-
ing States and least developed countries from the sustainable use of marine resources, including 
through sustainable management of fisheries, aquaculture and tourism). 

Anyhow, it is clear that achieving one goal or target contributes to achieving other goals or 
targets. Directly or indirectly, sustainable tourism correspond not only with above mentioned 
SDGs. It is also linked with SDG 2, 5, 9, 10, 12, 13, 14, 15, 16 and 17 and all its targets [5].



IMPACT OF ENVIRONMENTAL SECURITY  
ON RURAL TOURISM IN THE REPUBLIC OF SERBIA

689

For the purpose of this article authors choose to address the issues of rural tourism as an im-
portant factor of development of Serbian rural areas in the future. Serbian rural population in 
2015 counted 44, 4% of total population [6]. In the complex of rural development, process is 
promoting six common EU priorities, but for purpose of this paper, authors consider few of 
them. Those are fostering knowledge transfer and innovation in agriculture, forestry and rural 
areas; promoting food chain organization, animal welfare and risk management in agriculture, 
and promoting social inclusion, poverty reduction and economic development in rural areas [7]. 
The EU`s rural development policy is funded through European Agricultural Fund for Rural 
Development (EAFRD) worth € 100 billion from 2014 – 2020. Multiannual financial framework 
(MFF) devoted to the second pillar (rural development in defined period) counts 23% of all 
amount [8]. 

Therefore, the providing adequate level of environmental protection is of paramount impor-
tance for future success of Serbian rural tourism. One of the main research questions that this 
article envisions to answer is: “What are the government’s plans and capacities to deal with 
environmental insecurity in rural areas, and how to achieve better score in the area of rural 
tourism affected with an inadequate environmental sustainability at market in the future?” 

The hypothesis of this article is that the rural tourism development in Serbia could not be provided 
without greater investment in rural area, especially having in mind presence of demographic chal-
lenges and lack of policies of adaptation on evident climate change and extreme weather events 
caused with it. This article addresses specific water and wastewater issues which the full effects 
on rural tourism are difficult to predict, but could be a significant factor of jeopardize environ-
mental and health of population and tourist. The methodology used in article is usual for social 
researchers: historical analyses, comparative analyses, and data analyses. Authors used various 
documents from electronic databases, books, scientific journals, official documents and positive 
practice from international communities. The article is helpful for all interested parties in the area 
of rural tourism development. Hence, the article outcome is aimed to improve national compet-
itiveness at global and regional tourist market which was not satisfied in the last WTTC report. 

2. FEW INSIGHTS OF CURRENT RANGE  
OF THE SERBIAN TOURISM INDUSTRY

In the document of the World Travel and Tourism Council (WTTC) are presented the current 
rang of the Republic of Serbia at global tourist market among 136 countries. It is clear that 
tourism plays important role in the future sustainable development of Serbia, even there are 
a lot of room for improvement some of the basic performances. The tourism industry makes 
a significant contribution to both GDP and employment. In 2016, Travel & Tourism directly 
contributed 2, 2 % of Serbia’s GDP and it was 808, 4 million USD. Serbian tourism industry 
has 36 766 employees. The international direction of tourism development in Serbia is shown 
by the statistics in the report which presented figure of 1 132 221 foreign tourists. Looking at 
the data in Travel &Tourism Competitiveness Report 2017 [9], based on the Travel & Tourism 
Competitiveness Index (TTCI) Serbia is ranked on 95 places out of 136, which can be evaluated 
as almost similar having in mind that in 2013 Report. In 2013 it was placed as 89th out of 140. 
The report states that Serbia is still at the bottom of the European rankings like few of Balkan 
countries (Macedonia FRY, Bosnia and Herzegovina, and Albania) having less-advanced devel-
opment and requiring upgrading of strategy in this area. 
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Figure 1: TTCI pillars for Serbia according to the Travel & Tourism Competitiveness Report 
2017 of the World Economic Forum [9]

Environmental sustainability is also evaluated with low rang. In comparison with results of the 
Republic of Croatia which is evaluated in the part of environmental sustainability on 21th place, 
Serbia is at 61 out of 136. Croatia is placed as fifth country out of 136 refereed to tourist infra-
structure, since Serbia is 76th. 

Having in mind the subject of this article, authors address the importance of the rang related 
to natural resources, where Serbia has the very bad result Serbia is placed as 130th out of 136, 
since Croatia is placed of 20th out of 136 countries. 

This data is pretty worrisome and have to initiate urgent discussion among all interested parties 
if Serbia has to be remarkable destination at regional and global market, despite the fact that 
Serbian tourism development is in detail presented in the Strategy of tourism development in 
the Republic of Serbia established by the Serbian Government [10]. Development of sustainable 
tourism and environmental security imposed effective management tools in every reported area 
because the ranges in many of them are far from satisfied. 

In the Republic of Serbia rural tourism is identified as the key sector, which can drive diversifi-
cation of the rural economy and improved the quality of life in rural population. Many projects 
performed in last decade with main aim to improve the sustainable rural tourism as a part of 
rural development concept [11]. 

One of the well-known among interested parties was UN Joint Programme, which works towards 
diversification of rural economy in Serbia. The key activities of this program were among others 
linked with strengthening the capacities of rural development entrepreneurs, tourism organiza-
tions, and supporting local projects through the Join UN Fund for Sustainable Rural Tourism [8]. 
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Figure 2: Environmental sustainability rang based on TTCI for Serbia according to the Travel 
& Tourism Competitiveness Report 2017 of the World Economic Forum [9] 

3. RURAL TOURISM DEVELOPMENT IS NOT UNRISKY AREA  
- BE AWARE OF IT 

Environmental security can significantly impact the development of rural tourism. Rural tour-
ism identified as the key sector, which can drive diversification of rural economy and improve 
the quality of life in rural population but it is visible that Serbian rural communities suffered 
from insufficient infrastructure and capacity in the emergency management in numerous emer-
gencies, which hit those areas [12]. 

Water and waste water management, emergency management at local level, insufficient skills 
of local population and inadequate infrastructure are just few of visible obstacles which jeop-
ardize the development of rural tourism in the Republic of Serbia [13], [14]. For example, in the 
last report of the Serbia Environmental Agency is stated that in 2016 the adequate water quality 
in physical chemistry and microbiological state has 57,4 public water system in cities [15]. The 
water quality in rural areas and in other settlement all over the Serbia is not so favorable. Many 
challenges are associated with the provision of safe drinking-water through small-scale water 
supplies (SSWS) throughout the pan-European region. Jovanovic with her colleagues proved in 
specific research that the average age of SSWS in the Republic of Serbia was more than 35 years 
old. Only 12.4% of inspected piped systems were managed by public utilities, representing the 
only authorized legal entities in Serbia [16]. 
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For the purpose of this paper authors choose to explain briefly situation regarding the one of the 
most interesting and visited rural areas in Serbia: Raška district. It’s one of eight administrative 
districts of Šumadija and Western Serbia. It expands to the south-western part of the country. 

According to data presented its population is 309 258, that lives in 359 settlements and cover 
territory of 3 923 km2 [17]. The reason for choosing this district is that in accommodation 
and food service this district counts the greatest number of percentages of population than in 
all other districts. This percentage is above the average score in the Republic of Serbia. Since 
in whole country this percentage is 3.3, in Raška area it is 5.1. Data referred to other areas are 
presented in Table 1.

Region / district Percentage Accommodation and food service
Serbia 3.3%

Belgrade 3,4%
Vojvodina 2.8%

Sumadija and Western Serbia 3,6%
Zlatibor 4,8%
Raška 5,1%

Southern and Eastern Serbia 3.3%

Table 1: Accommodation and food service in Serbia 
(Statistical Office of the Republic of Serbia, 2017 [17])

This district is characterized with plenty of cultural historical monuments, archaeological sites, 
and amazing landscape. Therefore, it represents the subject of interest for many tourists all over 
the year. The district consists from cities Kraljevo, and Novi Pazar and three municipalities 
Vrnjacka Banja, Raška and Tutin. Regarding natural resources, in this district are the most 
famous Serbian natural parks Kopaonik and Golija-Studenica Biosphere Reserve is the first 
UNESCO Man and Biosphere Programme (MAB) area in Serbia.3 

All kinds of tourism are developed in this area, from mountain till eco, rural and cultural tour-
ism and many other. List of tourist destinations suitable for this tourism are Golija, Novi Pazar 
and Vrnjacka Banja. Tourists have numerous opportunities for hunting in three areas Cemerni-
ca, Grabovica and Golija. Tourist also have opportunities to attend different events like Days of 
Lilac, Silver Cauldron, car and motorcycle race, rafting on the Ibar river, annual hiker gather-
ing, art colony, Days of Honey and beekeeping. Villages Rudno, Lopatnica and Bodgutovac are 
the leaders in terms of rural tourism development in this part of Serbia [18]. 

In document titled: Development strategy of Kraljevo for a period from 2015 till 2020 is stated 
that tourism is a priority for future development. Despite these positive effects policy makers 
are still aware that there is a lot of room for improvement. They also recognize the need to in-
crease ecological security and have addressed the lack in the area of prevention environmental 
pollution in emergencies and lack of skilled personal to mitigate the various consequences. In 
the area of tourism development, they understood the need for creating more adequate policies 
devoted to the rural tourism strategy. 
3 Launched in 1971, UNESCO’s Man and the Biosphere Programme (MAB) is an Intergovernmental Sci-

entific Programme that aims to establish a scientific basis for the improvement of relationships between 
people and their environments. MAB combines the natural and social sciences, economics and education 
to improve human livelihoods and the equitable sharing of benefits, and to safeguard natural and managed 
ecosystems, thus promoting innovative approaches to economic development that are socially and cultur-
ally appropriate, and environmentally sustainable. 
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The undeveloped transport infrastructure faced with consequences of floods and landslides is 
one of the most visible obstacles to this development. For example, Village Rudno, one of the 
best-known destinations still has not adequate road to be reached. In strategy is presented the 
SWAT analysis and from that is clear that without greater investments in infrastructure objects 
and engagement of highly skilled professional management and better quality of innovative 
tourists produces and e-services the success will be missed.

In this, as in other districts, rural population often perceived inequality and inequity in afforda-
ble public services. Elimination of inequalities in accessing clean water and adequate sanitation, 
particularly for those living in rural areas, is essential for achieving 2030 Agenda for sustaina-
ble development. In last few years was obvious that the plans regarding rural development could 
be more holistic having in mind the specific security circumstances in those areas. 

Raska district is dedicated to the tourism development and realize some of the needed invest-
ments in new basic funds in 2015. For Raška district from the budget is provided amount of the 7 
699 481 thousand Serbian dinars (RSD) for the upgrading water supply systems and waste water 
management (277.882 RSD), and also improvement of services of accommodation and food (1 
053 415 RSD). Statistical office in the Republic of Serbia presented data about water and waste 
water management in Raška district in 2015 [19].

Statistics water supply and wastewater disposal in 2015 
Total quantity of water in thousands of cube meters in Raška district 24 737
Water used in water supply systems for drinking 14 963
Total quantity of discharged waste water 14 587
Total quantity of discharged waste water in sewage systems 11 205
Total quantity of water discharge in system for purification 3 685
Number of households connected to water supply network 70 217
Number of connected households on the sewage network 53 400

Table 2: Water supply and wastewater disposal in 2015 [19]

The Serbian Agency for Environmental Protection SEPA in its last report about environmen-
tal state in 2016 presented similar data about Raška district. In Kraljevo water supply systems 
they find that risk is acceptable and counts 0-5% of irregular quality in sampling. Also, they 
confirmed that unpurified waste water in Raska district counts 60-75% of total quantity of dis-
charged waste water (which is a questionable), and also the percentage of citizens connected on 
water supply system is 70-80 % [20]. 

Cities and municipalities within district are very different due to specific characterization of its 
population. From active population of 11028 employed are 79 276 and unemployed are 31752 
citizens. The data report that population in Kraljevo, Vrnjačka Banja and Raška older than 65 
year counts 18, 9% of total population, since in Tutin and Novi Pazar this percent is only 8,8. 
Tourism starts to be important in development of district, and number of tourists increased year 
by year. In Table 2 is presented the number of tourists, linked the data about total night which 
they spent, and an average number of nights spent in destination. 

Environmental security in this district is compromised in few serious emergencies. The risk of 
insufficient capacity of rural community in the emergency management was more than obvious 
in numerous emergencies which hit those areas. Hence, agriculture is still the predominant ac-
tivity and major economic contributor in terms of food, incomes, public goods and services in 
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rural areas of Serbia, it is obvious that its weather dependence is the most serious problem which 
jeopardize the sustainable development in rural area.

Serbia is a country highly exposed to the threats and risk of global climate change, natural dis-
asters and extreme weather events [21]. 

The Earthquake in 2010 was one of them, as well as the flood in 2014 [22]. The May floods in 
2014 affected a large number of rural households in the vicinity of the town of Kraljevo. The 
flood affected a large number of villages that are located along the river West Morava and vil-
lages along the river Godacica. Therefore, the experts conducted a specific project to analyze 
the microbiological and physical chemical quality of drinking water, in order to see the impact 
of the floods on the quality of drinking water in rural areas, for the protection of human health, 
water supply and the ecosystem in general. That project was financed thanks to humanitarian 
organization Adventists Development and humanitarian organizations ADRA. Expert collected 
100 drinking water quality samples and tested them in the laboratories of the Institute of Public 
Health of Kraljevo. They conducted sampling in September and October 2014 in eight flooded 
villages around the town of Kraljevo. The number of compromised samples counted 83%. Only 
17% samples meet Regulation on hygienic quality of drinking water (Regulation of FRY No 
42/98 and 44/ 99). Microbiological irregularity was proved in 74 %, since physicochemical was 
proved in 36% of compromise samples [23]. Mismanagement of water rural supply system is 
related with issue of ownership and those due to that no one has a legal obligation to control it 
and perform regular sanitary inspection. 

Raška district
Year 2012 2015

No. of tourist
Total 252.025 298.718

Domestic 216.506 245.457 
Foreign 35.519 53.261

No of total night
Total 1.043.838 1.034.934

Domestic 933.833 878.769
Foreign 109.955 156.165

Average spent 
Mađgalnight

Domestic 4.3 3.6
Foreign 3.1 2,9

Table 3: The number of tourists in Raska district

A national survey of SSWS, including drinking-water quality and prevailing sanitary condi-
tions, was undertaken in Serbia in 2016 based on a rapid assessment methodology developed 
by the World Health Organization. The aim was to overcome knowledge gaps and identify 
prevailing challenges related to the rural water supply in Serbia. In total, 1318 small-scale water 
supply systems were inspected and 1350 drinking water samples were taken. Jovanovic et al 
proved that the most frequently identified sanitary risk factors at distribution networks in rural 
areas (piped systems only) were lack of drinking water chlorination (72.8%), management by 
unqualified personnel (66.1%) and households with a dual water supply (i.e. connected to both a 
piped SSWS and an individual supply; 57.9%. 

Situation related to the environmental emergency is similar in Novi Pazar and Tutin where floods 
and flash floods presented serious risk to population. On 7 March, due to heavy rain falls and 
flooding threats, an emergency situation has been declared for 14 cities and municipalities in cen-
tral and western parts of Serbia. As of 8 March, 118 persons were evacuated by fire and rescue 
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units of the Ministry of Interior. Additionally, 710 households have been flooded while around 
500 may be affected. Safety and security measures are being undertaken in the form of mobiliza-
tion and deployment of water pumping capacities as well as specialized water rescue teams [24].

After a rapid assessment done on 7 March by the Red Cross branch secretaries and members 
of National Disaster Response Teams, the Red Cross of Serbia sent in its first relief assistance 
to help the people affected by the floods. On 30 March, in accordance with the needs expressed 
by the Red Cross branches, final aid delivery was sent to the population affected by floods in 
the municipalities of Lučani, Čačak, Novi Pazar, Raska, Kraljevo and Gornji Milanovac. In 
total, over 1,110 families have received support from the Red Cross of Serbia in this emergency 
response operation [25]. 

Radovic and Vojinovic [8] explained: Serbian tourism industry in the future will be faced with 
numerous issues on the path to increase its impact on economy and contribute to the sustainable 
development in rural area and country in a whole. In that task therefore, there is an urgent need 
to be innovative and look for reliable partners because risks can be very high in this process [26]. 

4. KEY INSIGHTS AND CONCLUSION

After many years of implementation different actions in Serbia and region, conclusion could 
be that there is still noted a large difference in the socio-economic structures of rural areas. 
Some of the experts in area of rural development stated that “the low and instable level of rural 
development support, which also varies in terms of scope and measures applied, does not ad-
dress enough of the problems in rural areas. It slows down the ability to solve some of the key 
problems of structural reforming of rural areas including poverty, environmental degradation, 
and generation of new jobs” [13].

A greater environmental awareness contributes that Serbian society takes its development more 
seriously than it was in the past. This awareness has affected tourism developments in the recent 
years. In some Serbian districts economic recovery after global economic crises starts initiative 
to engage rural tourism and have established numerous tourist facilities in the rural regions [27]. 
Municipalities engage development of sustainable tourism, rural tourism and promote it like a 
new tourist destination in regional and national tourist markets.

The development of rural tourism product needs to provide the new or innovative products to 
meet the demand of the tourism market by analyzing the market well. There are two aspects 
included in the product development. First, to redesign the current rural tourism product, and 
second – to create new rural tourism products. Anyhow, that new rural tourism production has 
to facilitate the need of satisfaction in order to meet the change of tourist needs [30]. 

In rural areas of Serbia, food producers have significant development potentials: large areas of 
fertile soil, quality plant crops, good pastures for livestock feed, good sheep, pig and goat breeds. 
All this opens the possibility of producing high-quality ethno-food and organic food [31].

In Serbia there are 51 products with a protected designation of origin, among which are:
• Uzice prosciutto,
• Uzice bacon,
• Ivanjica potatoes,
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• Valjevo and Arilje raspberries,
• Pester lamb,
• Other products from the field of fruits and alcoholic beverages.

All manufacturers in the food industry, as well as in the catering and trade sector, need good 
guidance for the independent quality control of the process of production and distribution of 
foodstuffs. Free movement of „safe food” is a key aspect of the internal market and significantly 
contribute to the health of the population. The free movement of food and animal feed within 
the EU can be achieved if the health conditions for foodstuffs and animal feed do not differ from 
one member-state to another. If the aim of the „safe food” regulation is to reduce, eliminate and 
avoid health risks, the three interconnected components of risk analysis - risk assessment, risk 
management and risk reporting - provide a systematic methodology for determining effective, 
measured and targeted measures for the protection of health. The future development of the 
Community’s activities in this sector will also be greatly influenced by the new provisions in the 
Maastricht Treaty relating to the protection of human health (Article 129), consumer protection 
(Article 129a) and environmental protection (Article 130r). 

Today, all developed countries of the world have a well-established legislative body looking for 
guarantees that food is „safe”, health-correct and fit for human nutrition purposes, that com-
mercial transactions take place properly and that official control and inspection systems are 
effective. Health food safety and the protection of consumers’ interests are becoming a grow-
ing concern for public, non-governmental organizations, professional associations, international 
trade partners and trade organizations. It is necessary to ensure that consumer confidence and 
the confidence of trading partners are ensured by an open and transparent drafting of food 
regulations through public bodies that take appropriate steps in notification where there is a 
reasonable basis for the suspicion that certain food products pose a health risk. 

Developing countries, in order to protect the environment and protect the health of animals in 
the food chain of animal origin, must adopt internationally regulations, standards and proce-
dures as a basis for gaining competitiveness and inclusion in the world market.

Through its Legislative Bodies, the EU has adopted a number of legal rules relating to the regulation 
of imports, market and intra-community trade, which also applies to animals and products of animal 
origin. They have provided hygiene standards and Member States have to respect them and respond 
by criminal penalties for non-compliance. By adopting the EC Regulation No 178/2002 concerning 
food safety, the European Food Safety Authority has been established as well as the Permanent com-
mittee on food safety and animal health with special powers to enable emergency action.

The most important EU laws that have been adopted since 2002 to date and in accordance with 
Codex Alimentarius are as follows:

• Regulation No 178/2002. Food Act;
• Regulation No 852/2004. Law on food hygiene;
• Regulation No 853/2004. Law on Animal Husbandry;
• Regulation No 854/2004. The Act on the Organization of the Official Control of Prod-

ucts of Animal Origin for Human Nutrition.

In our country, in the last few years, an initiative has been stepped up to harmonize legislation 
with EU regulations and internationally recognized standards. New legislation will be linked 
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to the food chain, whereby cooperation and coordination between competent authorities and 
stakeholders, including manufacturers and consumers, is required.

New system of standards in the European Union (ISO 22000: 2005) include the HACCP meth-
odology: 

• 2006: Import of food without HACCP certification in the EU is prohibited,
• 2008: A series of quality standards ISO 9000: 2008 has been introduced.
• The Ministry of Agriculture of the Republic of Serbia initiated an action for the man-

datory introduction of food safety standards in the agricultural and food industry of the 
Republic of Serbia, starting from June 2011.

The Law on Food Safety was published in the Official Gazette of the Republic of Serbia (No. 
41/09). The provisions of the Law relating to the introduction of HACCP, the rapid alert system, 
emergency measures and crisis management, as well as monitoring, were applied. On the day of 
the entry into force of this Law, the provisions of the Law on the healthful safety of foodstuffs 
and objects of general use in the part relating to foodstuffs ceased to apply (Official Gazette of 
SFRY No. 53/91, Official Gazette of the Federal Republic of Yugoslavia No. 24/94, 28 / 96, 37/02 
and Official Gazette of RS 101/05 and 79/05) as well as the provisions of the Law on Health Sur-
veillance of Foodstuffs and General Purpose Goods (Official Gazette of SRS No. 48/77, 24/85, 
29/88, and Official Gazette of RS 44/91, 53/93, 67/93, 48/94 and 101/05).

Pursuant to Article 111, paragraph 7 of the Veterinary Act („Official Gazette of the Republic of 
Serbia”, No. 91/05 and 30/10), the Minister of Agriculture, Forestry and Water Management has 
adopted the Ordinance on General and Special Conditions for Animal Hygiene, published in 
the „Official Gazette of the Republic of Serbia”, No. 78/10. This Ordinance shall apply from 10 
June 2011. The methods of microbiological analysis referred to in this Ordinance are SRPS ISO 
methods that can be obtained from the Institute for Standardization of the RS. The application 
of the new legislation and new knowledge that arise from the set standards significantly change 
the views on the microbiological safety of food and feed [32]. 

Environmental security is important issue for tourism development. Since rural areas are char-
acterized with insufficient capacity to handle environmental risk, therefore the rural tourism 
could be seriously affected with environmental issues. Such as are the problems of environmen-
tal media pollution (mostly soil and water), hygienic conditions, pour forest management, lack 
of critical infrastructures, etc. may destroy the best prepared strategy of rural tourism devel-
opment. If we add insufficient capacity to mitigate extreme weather events linked with global 
climate change situation become even more serious. 

The environmental protection in Serbia is becoming an issue of paramount importance. It is 
equally important in urban as well as in rural areas. The Government accepted new environ-
mental legislative accordingly to those implemented in European Union, but its implementation 
is evaluated as insufficient. At present, Serbia faced many questionable issues and one of those 
is how to fulfill requirements of Water Framework Directives. Many reports of the international 
organizations showed that the current state is so far from favorable. The issue of wastewater 
treatment is recognized as one with the highest priority. 

The changing population behavior and engagement of environmental citizenship could be one 
of the starting points in the future development in rural region. Dobson explained that “envi-
ronmental citizenship follows through the implications of the view that environmental responsi-
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bilities follows from environmental rights as a matter of natural justice. Citizenship has always 
been a matter of balancing rights and responsibilities” [33]. “Environmental Citizenship” is 
defined as the responsible pro-environmental behavior of citizens who act and participate in 
society as agents of change in the private and public sphere, on a local, national and global scale, 
through individual and collective actions, in the direction of solving contemporary environmen-
tal problems, preventing the creation of new environmental problems, achieving sustainabili-
ty as well as developing a healthy relationship with nature. 

“Environmental Citizenship” includes the exercise of environmental rights and duties, as well 
as the identification of the underlying structural causes of environmental degradation and en-
vironmental problems, the development of the willingness and the competences for critical and 
active engagement and civic participation to address those structural causes, acting individually 
and collectively within democratic means, and taking into account inter and intragenerational 
justice [34]. 

The results of the article confirmed that without adequate level of environmental security there 
would not be reached even the adequate level of economic security in Serbian districts despite 
the development of rural tourism, and tourism in general, as one of the fastest growing econom-
ic activities in the world market. 
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Summary: As a distinct type of cultural tourism, ethno-tourism represents a possible and sustainable 
business activity that may be beneficial to the growth and recovery of underdeveloped areas in Eastern 
Serbia. This primarily relates to areas where the tourism industry has not picked up yet, but which do 
have a local cultural potential that may be used to give a shape to a cultural and artistic experience 
intended not only for tourists, but also for the local community. The aim of this paper is to present the 
Rusallia ritual as a possible form of ethno-tourism. This ritual, in which women, known as Rusallias, 
fall into a trance, is typical of the Vlachs native to Eastern Serbia and takes place on the Day of Pen-
tecost. The purpose of fostering this form of ethno-tourism would be to protect and preserve intangible 
cultural heritage in that region. With regard to this, the paper will analyse contemporary ethnographic 
research on this custom as well as anthropogeographic research on the Balkan Peninsula carried out 
by Jovan Cvijic.

Keywords: Ethno-tourism, Rusallias, Vlachs, Eastern Serbia, Balkan Peninsula.

1. INTRODUCTION

Eastern Serbia is distinguished by a rich ethnic and sociocultural heritage passed down 
from great many nations that live in the area. Regarding multicultural aspects of the 
region and its ethnic heritage, it is worth noting that in addition to Serbs, who are the 

most numerous nation living in the region, there are also a number of ethnic groups that have 
developed their own culture, languages and customs since their inhabitation of the area. With 
the aim of increasing destination attractiveness of this region, tourism may lead to intereth-
nic cooperation by employing the entire cultural heritage. It can also contribute to creating 
a forum for an intercultural dialogue and may be conducive to increasing the level of under-
standing between people belonging to different nations and cultures [1]. What tourists usually 
find interesting are various elements of an authentic culture characteristic of a region and the 
diversity of cultural expressions of various ethnic groups [25]. “A growing diversity of ethnic 
groups in Europe has also created a need for preserving the identity of minority communities 
and festivals can play an important role in that respect” [23, pp 144]. For that reason, this paper 
presents a custom known as the Rusallia ritual (Serbian: rusalje), in which women fall into a 
trance during the feast of Pentecost (Whitsun) typical of the Vlach population living in Eastern 
Serbia, as a potential ethnographic event. Ethnographic events are representations of national 
customs, beliefs, rituals, how people used to do their jobs in the old days and naturally, of the 
oldest elements of tourism and providing hospitality [7]. Ethnographic events cater to tourists’ 
needs in terms of their desire to meet new cultures, civilizations and regions, and pursue leisure 
activities, pastime and hobbies [6].

* This paper is a part of the project Assessment Models and Strategies for Education Quality Improvement in 
Serbia (179060), funded by the Ministry of Education, Science and Technological Development of Serbia.
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2. GEOGRAPHY OF EASTERN SERBIA

When writing about Eastern Serbia in his study The Balkan Peninsula and describing its bor-
ders, elements and natural characteristics, Jovan Cvijic states, “Routes lead from various direc-
tions from the Morava Valley towards the Timok River Basin in Eastern Serbia. A gorge located 
near Vratarnica separates it into an upper basin, where Knjazevac lies, and a lower, more ex-
tensive basin of Crna Reka, where Zajecar is positioned. Both basins feature very diverse forms 
of lake deposits, with sediments and terraces related to those found in the Romanian-Pontic 
Basin. Both of them also form mining areas with a number of coal mines dating back to the 
Cretaceous and Jurassic periods; (…) the northern part of the Crna Reka Structural Basin is rich 
in copper ore deposits, such as those located in the vicinity of Bor and rather poor deposits of 
gold can also be found there, in particular lying around the village of Glogovice; gold can be 
found in the Timok River sand and it has been panned in the area for centuries. There is a lot 
of difference between mountains towering to the East and those rising to the west of the Timok. 
The former mountain range, called the Balkan Mountains, form part of the Western Balkans 
and are composed of different types of rock, with not very much limestone; this region abounds 
in livestock, in particular the villages of Zaglavak and Korenatac. On the other hand, the lime-
stone mountains lying to the west of the Timok, namely Tresibaba, Ozren and Devica, Rtanj and 
Kucaj, have the morphology of limestone plateaus. Their topography is characterized by karst 
formations and features, such as subterranean rivers, sinkholes and scores of caves; more than 
ten ice caves can also be found in the area. (...) Despite the centralizing effect of the Crna Reka 
Structural Basic, a number of fertile plains have stood out to some extent, for instance those 
located in the Danube River Basin, such as the Negotin Plain and Kljuc, a region in Kladovo, 
which together with Deli Jovan, Veliki Greben and Miroc forms Negotinska Krajina, a pros-
perous region with thriving agriculture, vine production and animal husbandry. The Porecka 
River valley, which is relatively small in extent and whose center is in Donji Milanovac on the 
Danube, also stands out in some respects. The mountain region lying between the Porecka River 
and Negotinska Krajina used to be covered in forest and sparsely populated before the second 
half of the 19th century.” [24, pp 59-61].

Today, Eastern Serbia is a region situated along Serbia’s borders with Romania and Bulgaria, 
covering an area of 13,607 square kilometers. It lies to the south of the Iron Gates and extends 
to the basin of the River Vlasina and drainage divides running to the Great and South Morava 
Rivers. 

3. ETHNOGENESIS OF THE POPULATION OF EASTERN SERBIA 

The Triballi and the Moesi used to inhabit Eastern Serbia before the Common Era. Somewhat 
later, the region came under the Celtic influence since the Scordisci had settled in this part of the 
Danube River Basin. The Romans formed one of their provinces in the region called Moesia and 
built a number of forts and castra along the Danubian Limes. Under the rule of Emperor Trajan, 
the cultures of indigenous peoples underwent Romanization. During the Migration Period, the 
Roman Limes had collapsed and fortifications belonging to the system had been ravaged first 
by the Huns and then by the Goths. In the mid-seventh century AD, Slavic tribes, in particular 
the Timochani settled in this region of present-day Serbia and left their permanent mark here, 
despite the influences of the Bulgarians, the Byzantine Empire, the Kingdom of Hungary and 
the Ottomans. “The Slavs, i.e. present-day South Slavs, spread across the Peninsula, mainly by 
infiltrating gradually and almost undetectably or by invading the area. They assimilated and 
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drove out the autochthonous population, specifically numerous Thracian tribes on the east, as 
well as Illyrian and surely the remaining Celtic tribes in the west and central part of the Penin-
sula. They had managed to penetrate all the way to the Peloponnese and a considerable part of 
present-day Albania had also been overrun with the Slavs. Since the seventh century AD, the 
central part of the Peninsula had begun to be referred to as Sclavenia, Sclavonia or Sclavenica. 
More authentic Greek population had held out only on the Aegean islands and to a certain de-
gree along the littoral as well as in the area surrounding Constantinople in Thrace. The ethnic 
composition of the Balkan Peninsula had therefore changed fundamentally.” [24, pp 107].
According to Karic, during their settlement of the Balkan Peninsula, the Serbs referred to the 
people they had come across in the area surrounded by the Morava, the Danube, the Timok and 
Rtnaj as the Vlachs. Those people were actually the Latins who inhabited the province and the 
Latinized indigenous population of cattle breeders, specifically the Illyrians and the Trachians 
[14]. Vlahovic shares a similar view. He emphasizes that Slavs used to refer to all Romance peo-
ples as the Vlachs and that this name was given to them by the Slavs [9]. However, as Karic and 
Cvijic state, Serbs resettled on the left bank of the Danube in 1481 due to the inroad of the Otto-
mans. According to the census taken in 1455, a large population of Vlachs had settled in the area 
between Vidin and Golubac during the Ottoman rule and were given certain privileges. Greater 
numbers of Vlachs started to colonize the area following the Ottoman-Habsburg war fought in 
1593-1606 and the famine that struck thereafter. They came predominantly from Banat and the 
South of Russia. Previously, Serbs used to inhabit the area since all old toponyms were Serbian, 
even in areas inhabited by the Vlachs at the moment. The majority of the Vlach population came 
from Almas, Banat and Transylvania after the settlement of people from Kosovo. These settlers 
were called the Ungureani, while the settlers from Romania were referred to as the Tsarani. The 
Ungureani settled in an area to the west of Kucaj and Porecka River, whereas the Tsarani settled 
to the east, throughout Timocka Krajina. However, as a result of subsequent intermingling and 
resettlement of the region, they have become considerably intermixed [24], [14]. This means that 
the Vlachs from Eastern Serbia are not identical with the Vlachs the Slavs encountered on the 
Balkan Peninsula (known as the Vlachs, the Aromanians, the Tsintsars and the Tsrnovuntsi), 
i.e. they do not belong to the Romanized tribes native to the Balkans who share similarities with 
the Romanians in terms of the language they speak [18].

In addition to their mental predispositions and frame of mind, the most important factor in the 
ethnogenesis of Vlachs had been their pursuit of traditional husbandry (nomadic pastoralism). 
Since ancient history, geographic and historic circumstances of the Balkan Peninsula and the 
way in which they interacted with each other had created a need for constant and seasonal 
movement in order to find mountain regions rich in pastures. These circumstances brought 
about a distinctive type of people known as the Vlach type that represented a product of the 
“Paleo-Mediterranean and Indo-European symbiosis”. Due to their specific way of nomadic 
herding, spiritual culture and elements absorbed from various ethnic groups with whom they 
came into contact, this type was unique in many respects. This group of people spanned across 
the territory lying between the Pindus and Thessaly on the south and the Carpathians and 
Bessarabia on the north and between the Adriatic and the Black Sea [2], [18]. In his book, The 
Balkan Peninsula, Cvijic states that the type of people, to whom he refers as the Aromanians 
or the Armanians, “by the language they speak, [they] belong to the Romanian people living 
on the left bank of the Danube; unlike these or the Daco-Romanians, they are every now and 
then collectively called by the exonym Macedo-Romanians. We refer to their various groups as 
the Tsrnovuntsi, the Vlachs, the Kutsovlachs, the Tsintsari and the Karaguni. Those living in 
Istria are called Istrio-Romanians (Cici and Ciribiri). In former times, the Vlachs who contin-
ued living in the Dinaric Alps above the Adriatic Sea were known as the Maurovlachs or the 
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Morlachs. (…) they are genuine nomadic cattle breeders and they mainly rear sheep; they spend 
summers in temporary shepherd’s dwellings known as kalive (…) During summer, they can be 
encountered scattered across all the tallest mountains (…) Most of them have been or are being 
assimilated into Greeks, Serbs or Bulgarians.” [24, pp 190]. Today, Vlachs living in Eastern 
Serbia speak both Serbian and Vlach and declare themselves as Serbs. They live together with 
settlers from Kosovo, Lika, the Uzice region, Macedonia, as well as from Romania, Hungary, 
Czech and Bavaria [18]. 

According to the results of a census carried out in Eastern Serbia in the late 16th century, the 
region’s population included the Turks and the Roma. A strong inflow of Montenegrin settlers 
from the karst region of Montenegro penetrated into the territory of Dunavski Kljuc in the 
19th century. Unable to get accustomed to the new climate, land cultivation and occurrence of 
malaria in areas around the Danube, they retreated to Miroc Plateau, where they founded Pet-
rovo Selo. The residents of this dispersed settlement practiced animal husbandry and produced 
lime. Only later did they start to cultivate the land. Despite being surrounded by Vlachs, the 
highlanders from Montenegro successfully resisted assimilation into the native population [24]. 
They have managed to keep alive their customs, dialect, speech and national dress until today. 
The practice of pursuing a vendetta had survived among them until the end of the 20th century.

Even though environmental conditions prevailing in Eastern Serbia should result in higher pop-
ulation concentration, this thinly populated region has been affected by a population decline 
for years. Rural population has been decreasing year after year, whereas the low birth rate in 
towns has been compensated by a mechanical increase in the number of inhabitants resettling 
there from other regions. Family planning methods are heavily employed (pursuing the one-
child policy) because of the tendency towards estate planning to preserve it undivided, whereas 
mortality rates have been rising on account of an unfavorable age structure of the population. 
Circumstances are not so favorable health-wise either because of the endemic diseases inherited 
from the past. The percentage of active population in villages has been constantly decreasing, 
which has resulted in fallow farmland and abandoned, uncultivated land. The number of older 
people’s households without a jobholder has also been increasing. Most families do not have any 
children or their progeny has migrated to other Serbian regions or abroad [16].

The results of the 2011 Census showed that, with the population of 35,330, Vlachs accounted 
for number eight ethnic community in Serbia in terms of the population size. Since a major de-
mographic characteristic of the Vlach population is that they are predominantly concentrated in 
Eastern Serbia, this ethnic group represents one of the fundamental characteristics of the region 
in terms of its cultural heritage and mentality. The size of the Vlach population had been direct-
ly monitored in all population censuses taken in Serbia after the Second World War, specifically 
from 1948 to 2011.

Results of the last census have shown exceptionally high concentration of the Vlach population 
in Bor, Branicevo and Zajecar regions. The largest proportion of Vlachs live in the municipali-
ties of Bor, Kucevo, Negotin and Boljevac, whereas somewhat lesser percentages were recorded 
in the municipalities of Zajecar, Zagubica and Majdanpek. These numbers fall in the peripheral 
municipalities of Eastern Serbia and range between 280 and 475 in the municipalities such as 
Svilajnac, Veliko Gradiste, Golubac and Malo Crnice. Spatial distribution of the Vlach popula-
tion indicates that their greatest concentration is in the central areas of Eastern Serbia. In those 
municipalities, Vlachs are not the predominant ethnic community, but they do come in second, 
right after Serbs. In that regard, the largest proportion of Vlachs in the total population count 
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can be found in the municipalities of Boljevac, Kucevo and Zagubica, where they account for 
approximately 25% of the total population. On the other hand, the municipalities of Veliko Gra-
diste, Svilajnac, Cuprija and Despotovac have a relatively small proportion of Vlachs in their 
total population count. The Vlach population lives predominantly in villages, whereas Bor is 
the town with the largest number of Vlachs in Serbia, not only in its eastern region, with 1,636 
Vlach residents [19].

Municipality Vlach Population Count
Proportion in total percentage 

of the Vlach population in 
Serbia

Negotin 3,382 9.6
Bor 6,701 19.0
Majdanpek 2,442 6.9
Kladovo 788 2.2
Kucevo 3,927 11.1
Zagubica 2,811 8.0
Golubac 424 1.2
Malo Crnice 475 1.3
Veliko Gradiste 382 1.1
Zabari 433 1.2
Zajecar 2,856 8.1
Boljevac 3,356 9.5
Cuprija 782 2.2
Despotovac 687 1.9
Svilajnac 280 0.8
Serbia 35,330 100

Table 1: Municipalities with the largest percentage of Vlach population in Eastern Serbia and 
their share in the total Vlach population in Serbia according to the 2011 Census

4. RUSALLIAS 

Folk beliefs held by people in Eastern Serbia are something of an idiosyncrasy given that Vlachs 
and Serbs who live on both banks of the Danube share identical beliefs. Inhabitants of this re-
gion are usually associated with beliefs in mythical creatures and immediately thereafter with 
their distinctive mythology arising from nature worship full of myths about animals, plants and 
natural phenomena. Beliefs in mythical creatures have a number of different origins and are 
entirely pre-Christian in character [12, 17]. Demons believed by some to exist can be classified 
as demons originating from living individuals, nature demons, then demons affecting human 
fates and finally all other mythical creatures whose origin and character is difficult to uncover 
for the time being [12, 17]. The so-called Todortsi and Rusallias, as well as some others belong 
to the fourth class of demons [12].

The term “Rusallias” (Serbian: Rusalje, Rusalije) has several meanings. It is used to denote 
Pentecost (Whitsuntide), one of the most important Christian holidays. Then, it can be used 
to refer to women who fall into a trance on the Day of Pentecost as well as the very state or 
act of the trance ritual. In Balkan nations, specifically Aromanian cattle breeders, Rusallias 
are mythical creatures commonly living nearby springs and dancing the circle dance (Serbian: 
kolo) around them. It is believed that cattle breeders must not step on the place where Rusal-
lias danced during Whitsuntide or they would go mad. These creatures appear to women in 
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their dreams causing them to go into a trance and the same happens to women who engage in 
handicraft during Whitsuntide. Shepherds are believed to be able to triumph over Rusallias and 
overpower them by playing the flute. Enchanted by the sound of the flute, they go into a trance, 
reveal their secrets, foretell the future and advise on how the evil can be beaten [12, 17]. These 
mythical beings come into contact with people only during Whitsuntide. The Vlachs imagine 
them as beautiful young girls with undone hair flowing down their back. They are dangerous 
during Whitsuntide and can cause harm to people, women in particular [12, 17]. Most impor-
tantly, these mythical creatures are believed to enter the bodies of trance dancers as spirits, 
take control of them and inspire them during the festival of Pentecost and the words spoken in 
trance are the words of Rusallia spirits [10]. “If a society collectively believes that a person can 
be possessed by Rusallias, a picture of such possession will manifest itself in a state of trance. 
Although very firm and strong, such faith is of course extremely archaic and out of agreement 
with the concepts and dogmas of absolute truths of the Christian faith. On the other hand, it is 
also sublimated and condensed and as such, it creates miracles and is capable of bringing about 
even more mystifying spiritual manifestations” [3].

The Rusallia ritual is one of the most interesting rituals existing in the folk culture of Serbs and 
Vlachs. There are records of this ritual practice in Duboka, Neresnica, Voluja, Rakova Bara, 
Turija (Zvizd), Ranovac (in the vicinity of Petrovac na Mlavi), Brnjica (near Golubac), Boljetin 
(near Donji Milanovac), Krepoljin and in a number of villages in the Boljevac county. Similar 
phenomena have also been noted in Bulgaria and Romania. „The Rusallia ritual is a phenomenon 
which represents (...) a unique and utterly „exotic“ instance of a ritual behavior in our traditional 
culture with its dramatically expressive elements, ritual practices and related beliefs. (…) This 
is the only developed cult of possession that has emerged in Serbian traditional culture” [20, pp 
2, 273]. Both Serbian and international scientists and researchers (physicians, psychiatrists, eth-
nologists, folklorists, archaeologists, etc.) have studied the phenomenon of women falling into a 
trance in Eastern Serbia during the festival of Pentecost. In the opinion of Subotic, (a physician 
who studied the phenomenon in 1897 and 1898), the ritual is a manifestation of chronic hysteria, 
a severe mental disorder typical of the Vlach population living in the area [21]. Another physi-
cian by the name of Dragic was commissioned by the Central Sanitation Institution of Belgrade 
to investigate the ritual in the period 1935-1936. He presented his views on Rusallias at a con-
gress of Slavic physicians held in Sofia in 1936. Dragic underscored that the behavior exhibited 
by Rusallias was a consequence of “a functional neurosis combined with hysterical manifesta-
tions grounded in an ancient religion and animistic beliefs”. Suggestion and autosuggestion play 
a crucial role in the ritual as well as subconscious mental actions, which take on a character of 
collective ethics and a mental epidemic. Meisner argued that Rusallias represented remnants of 
an ancient ritual dedicated to the Phrygian mother goddess known as Cybele, whereas Vasic 
identified that the ritual was deeply rooted in the Dionysian cult practiced in the ancient Bal-
kans [taken from 3]. Eliade, the greatest authority on shamanism in the world, maintained that 
the Rusallia ritual lacked all constitutive elements of a shamanistic ritual and thus could not be 
classified as such. Elements that are missing are the vocation, initiation and apprenticeship of 
shamans, their ritual costumes, guardian spirits, ability to induce and control trance at will, heal 
using special methods, psychosomatic function, etc. The Rusallia ritual could be defined as a 
para-ecstatic experience, a trance, brought about by liturgy and conditioned by culture since it 
can be practiced only within a time span of the three days Whitsuntide and solely by inhabitants 
of specific villages, who must be females previously prepared for it by centuries old traditions. 
Their “awakening” is also different from the awakening of shamans since it is brought about 
by dance and music. Rusallias experience a crisis of consciousness prepared by a traditional 
mythical and religious code and overcome it with the help of choreographic devices and music 
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[11]. Persons such as Rusallias, the Călușari and Anastenarias are highly appreciated by their 
society. As such, they may not be treated as if they were less worthy or suffering from an illness. 
Persons who fall into a ritual trance are held in high regard in all primitive animistic societies. 
These persons predict the future, cast spells, heal and help their community. Because of this, the 
phenomenon of Rusallias cannot be explained as being a product of degeneration due to congen-
ital syphilis. Instead, it was a result of social cultivation and tolerance. Social structure created 
a need for mystical persons in a state of trance with specific roles in rituals and customs in the 
same manner as other communities value priests who perform other rites, observances and cus-
toms [3]. In respect of Rusallias, Sinani maintains that their state of trance was an expression of 
their dissatisfaction and frustration with their social and family status. Only in the public sphere 
was falling into a trance tolerated as a form of resistance to a patriarchal system [20].

On Biljani Petak, which was the Friday of wild herb-gathering before St. George’s Day, people 
gathered at Dubocka Cave to dance, sing and rejoice. During the celebration, they crowned their 
Queens, who would awaken Rusallias from their trance during Whitsuntide. Without the Queen 
circle dance, Rusallias could not come out of the trance state. The Queens chanted the same 
song or an incantation over and over again to expel the evil spirit from the trance dancer [13], 
[22]. Their chanting had to be accompanied by instruments. When they came out of the trance, 
Rusallias danced together a circle dance which represented their victory (a means of catharsis), 
a relief from the pain and suffering of the Rusallia illness and the triumph of the benevolent 
spirit over the malevolent one. Herbs that have a rather strong taste and smell, such as garlic and 
wormwood, were used to expel demons from Rusallias [15], [3]. Music performed during the 
ritual could not be performed at any other time (it was tabooed) so that they would not slip into 
a trance before the due time. Such music caused sobbing, crying, flailing of arms and legs and 
strange facial expressions. Its ancient melody, simple, brief and constantly repetitious, pervaded 
and possessed the minds of Rusallias as well as spectators attending the ritual. Powerful as it 
was, it lingered on in their memory for a very long time. Around twenty women, ages fifteen 
to sixty, would go into a trance in only one day. Scores of people gathered at the place where 
Rusallias fell into a trance and so the entire feast had some characteristics of a fair. When 
Rusallias were in a state of trance, they had the power to come into the contact with the spirits 
(souls) of the dead. The ritual was therefore a type of spiritualist séance, in which the medium 
(the trance dancer in this case) mediated communication between spirits of the dead and living 
human beings. Apparently, it was induced by autosuggestion, involving a type of subconscious-
ly triggered reactions attributed to conjuration (animistic cult of the dead). Rusallias also had 
an ability to predict the future. Not a single case of falling into a trance has been recorded in 
Eastern Serbia since 1985, which implies that this ritual has died out [3].

5. CRITERIA FOR CATEGORISATION AND CLASSIFICATION OF TOUR-
IST EVENTS IN SERBIA 

In order to become a successful tourist product, an event must be categorized and classified, 
which requires identification of main elements that enhance the product. These elements are as 
follows: attractiveness and specificity, subject matter, ranking, tradition, quality of organization 
and number of visitors (quantity), location and connection with natural and anthropogenic tour-
ism resources typical of the destination and the duration of the event [7]. Events with relevance 
to tourism can be classified according to their origin, continuity at the location, character, pro-
gramme, attendance rates, funding and tourist motives [8].
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The group of geographic criteria includes subject matter, origin of visitors and participants by rank-
ing, tradition, location, accessibility, time of the event, number of visitors and participants, artistic 
value of the event, number of accompanying events, visitor satisfaction and event organizers [7]. 
According to criteria from this group, an event may be graded on a scale from 1 to 5 points [7]. Cer-
tain events cover a large variety of subject matter. If an event does not feature more than one theme, 
it is usually accompanied by programmes covering a range of different subject matter, whereas the 
main theme of the event is presented in its main programme. The purpose of applying the criteria 
related to how many years an event has been taking place is to highlight its tradition or the conti-
nuity of the event. An event can be classified as traditional if it takes place at least five years in a 
row, with known date and location. Events are ranked with regard to tradition because the longer an 
event continues the more visitors it attracts from various geographical regions. Criteria applied in 
the process of events ranking are as follows: geographical origin and number of visitors, relevance, 
amount of funds allocated for its organization ranking, effects of the event, geographical origin 
of participants and event programme. An event attains a corresponding rank provided it meets at 
least two of the criteria mentioned above. Only under such circumstances does it become a tourism 
resource that can become part of tourism offer. The location of an event is a criterion that indicates 
how the event relates to anthropogenic, environmental and geographical tourism resources and is 
expressed as distance from tourist attractions. The time and duration of an event is a criterion that 
determines the relation of the event to visitors’ free time (It is very important whether or not an 
event takes place during the tourist season, preseason or holidays). Figures related to visitors and 
participants count are used as a criterion to indicate attendance rates and successfulness of the pro-
gramme of tourism offer [7]. The number of accompanying events is a criterion indicative of versa-
tility and attractiveness of event programme, which promotes its inclusion in the tourism offer of the 
region. Such accompanying events enhance the overall quality and value of the event programme. 
Event organizers are another criterion used to define the purpose of an event. In that respect, events 
may be organized by local governments, government agencies, NGOs, cultural institutions, sports 
organizations, tourism organizations, business entities, etc. Visitor satisfaction provides an insight 
into the successfulness of a tourism event. Key factors that influence visitor satisfaction are the 
setting, tourist activities in the region, quality of the tourism event product, interaction between 
visitors and the local community, safety aspect of the destination and social impact of the event. 
The artistic value of an event is determined by assessing the setting, factors relevant to designing a 
tourism product, event’s cultural significance, robustness and quality of programme’s subject matter 
(modified Hilary du Cros assessment model) [4], [8], [6], [5]. 

In 2010, Bjeljac used this model to develop the following indicators:
• Setting,
• Known outside the local area,
• Important national symbol,
• Can tell an interesting story,
• Has qualities that differentiate it from other anthropogenic resources,
• Attractive to special needs,
• The event is associated with culture,
• Number of attractive anthropogenic resources in close proximity,
• Educational value,
• Historical value,
• Social value,
• Scientific and research value,
• Rarity in the destination and the region,
• Potential for ongoing investments and consultations with key stakeholders.
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If the sum of points awarded to an event is between 0 and 20, its tourism value is low. If that sum 
is between 21 and 40, the event’s tourism value is medium. Finally, the sum of 41-60 indicates 
a high tourism value of an event. 

The group of economic criteria includes as follows: impact of infrastructure projects, effects 
on the environment, economy, the media and politics, relations between stakeholders and as-
sessment of cooperation with tourism organization. All these criteria should be analyzed both 
before and after an event, while the rating scale has between 0 and 4 points. The impact of infra-
structure projects relates to the state of infrastructure and whether or not the existing facilities 
are adequate for organizing a specific tourism event. The environmental criterion is related to 
the level of environmental protection, meaning the proportion between event’s beneficial and 
adverse effects on the environment in the region in which it takes place. The effect of the media 
and promotion is a criterion related to the coverage of an event by electronic and print mass 
media, promotional activities at trade shows and fairs with the aim of determining the impact 
of the media and promotion on the successfulness of the event. The social and political impact 
of an event relates to the political situation in the country where the event is staged. Events have 
increasingly been taking on a political aspect since there is a rising number of events presenting 
national and regional heritage. The economic criterion is used to assess direct and indirect rev-
enue from the event. Relations between stakeholders stand for the impact of all those involved 
in organizing a tourism event, both during the planning stage and in the process of staging the 
event. They play a very important role in the development of tourism since cooperation between 
various institutions is a prerequisite for organizing tourism events [8], [6], [5], [4]. 

Based on the criteria mentioned above, we can identify three classes of events that are attractive 
to tourist:

• Class 1 – events that represent an independent tourism asset,
• Class 2 – events that constitute a significant element of tourism offer,
• Class 3 – other events, including those held in Serbia’s underdeveloped regions that 

require special attention [8].

The sum of the highest values of all indicators from geographic and economic groups of criteria 
is 116. Thus, events scoring 97 and more points belong to Class 1, whereas those having between 
73 and 96 points are placed in Class 2. Events having less than 72 points belong to Class 3. 

6. ETHNOGRAPHIC EVENTS IN EASTERN SERBIA

Ethnographic events are an exposition of folk customs, beliefs, rituals and old trades and crafts. 
Their emergence is grounded in the memory of the ritual and people’s need to remember and 
commemorate. Ethnographic events stand for the oldest elements in the development of tourism 
and are sufficient tourism assets for attracting visitors. These events have qualities that incite 
tourists to travel, motivated by the desire to meet new cultures and civilizations or only pursue 
pastime and leisure [8], [7], [4].

Folklore festivals and traditional folk music festivals started from the need for artistic expres-
sion based on language, song and dance. Their purpose is also related to sharing fellowship and 
experiencing history. In the mid-20th century, visitors from other regions began to express inter-
est in attending these events, which made them tourist attractions. Traditional folk music festi-
vals are usually music competitions accommodating traditional folk instrumentalists and folk 
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vocalists. In that regard, an event called “Preserving Bagpipes and Old Dances for Posterity” 
has potential for promoting tourism in Eastern Serbia. Folk artisanship festivals are events that 
foster and promote traditional folk artisanry of the population of a specific region. Such events 
are “Festival of Folk Artisanship and Crafts” held in Despotovac, “Feast of the Dormition of 
the Mother of God” taking place in Jolovica Izvor, “Homolje Motifs” organized in Kucevo and 
“Crna Reka in Song and Dance” held in Boljevac. Haymaking and harvesting festivals and ex-
hibitions of traditional artisanship are attractive and specific in their own way and are usually 
enriched with artistic programmes and connected with other social and geographical character-
istics of an area. As such, they form an important element of tourism offer of the given desti-
nation. These festivals feature competitions in cutting hay by hand and traditional haymakers’ 
breakfast or lunch with cuisine characteristic of the population or the region in which the event 
takes place [8]. Exhibitions showing traditional artisanry dedicated to old crafts and folk arti-
sanry are another form of ethnographic events. These events can also be staged independently. 
In Eastern Serbia, such ethnographic events are “Crna Reka in Song and Dance” taking place 
in Boljevac and “Homolje Motifs”, which is held in Kucevo.

According to data published by the National Tourism Organization of Serbia in its “Events 
Calendar 2018”, out of 850 tourism events planned for 2018, 134 belong to the category of eth-
nographic events. As regards the territory of Eastern Serbia, only 16 ethnographic events have 
been scheduled in municipalities with the prevailing Vlach population. That accounts for mere 
11.9% of all ethnographic events scheduled in Serbia or 1.8% of all tourism events planned to be 
held in Serbia in 2018. In terms of municipalities, Majdanpek and Knjazevac have the lead with 
four and three ethnographic events, respectively. However, solely Kucevo’s “Homolje Motifs” 
and Golubac’s “The Danube Fair” are international tourism events.

Date of tourism 
event

Location Municipality Name of the 
event

Organizers

March, April Bor Bor Gathering of 
Villages

Municipality of Bor 
Cultural Centre

9th April Crnajka Majdanpek Folklore Easter 
Days

“Deli Jovan” Folk 
Ensemble

9th-10th April Negotin Negotin Festival of 
Traditional Vlach 
Music “Gergina”

“Gergina” 
Association for 
Preservation of 
Tradition, Language, 
Culture, Customs 
and Identity of 
Vlachs 

1st May Miroc Majdanpek The Lilac 
Festival

Miroc Cultural 
Centre

28th May – 2nd 
June

Kucevo Kucevo Homolje Motifs “Veljko Dugosevic” 
Cultural Centre, 
Kucevo

7th-10th June Boljevac Boljevac Crna Reka in 
Song and Dance

Cultural and 
educational center 
and Tourism 
Organization of 
the Municipality of 
Boljevac
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29th-30th June Zagubica Zagubica Homolje Springs Tourism 
Organization of 
the Municipality of 
Zagubica

19th July Despotovac Despotovac Festival of Folk 
Artisanship and 
Crafts

Tourism 
Organization of 
the Municipality of 
Despotovac

27th-29th July Golubac Golubac The Danube Fair Tourism 
Organization of 
the Municipality of 
Golubac

July Novo Korito Knjaževac International 
Gathering at 
Kadibogaz

“International 
Gathering at 
Kadibogaz” 
Association

4th August Jasikovo Majdanpek Summer Pastures 
of Jasikovo

Cultural Centre 
of Majdanpek 
Municipality 

4th August Ilino Boljevac The Ilino Springs Local community of 
Ilino

25th August Zaova Malo Crnice The Stig 
Assembly 

Tourism 
Organization of 
the Municipality of 
Malo Crnice

27th-28th August Jolovic Izvor Knjazevac Feast of the 
Dormition of the 
Mother of God

Municipality 
of Knjazevac, 
Knjazevac Tourism 
Organization

18th September Rudna Glava Majdanpek Preserving 
Bagpipes and 
Old Dances for 
Posterity

Cultural Centre 
of Majdanpek 
Municipality 

Beginning of 
December 

Knjazevac Knjazevac Tradition Leads 
Us to the EU

“Izvor” Society for 
the Preservation of 
Tradition

Table 2: Ethnographic events in Eastern Serbia’s municipalities with the highest proportion of 
Vlachs according to the 2011 Census

7. TOURISM ASSESSMENT OF ETHNOGRAPHIC EVENTS  
IN EASTERN SERBIA

The tourism event called “Homolje Motifs”, which has been held in Kucevo for 51 years, stands 
out among other events taking place in Eastern Serbia owing to its long tradition. This event 
is also unique because of its ten accompanying events that complement the main theme of the 
event. In the overall ranking, the event takes the leading position in the entire tourism offer of 
Serbia because of its grading in respect of this criterion. These events usually take place at vil-
lage and town or city squares, on streets, meadows, fields, in cultural centers, on open stages, at 
parks or nearby anthropogenic tourist attractions. They generally last one to two days, although 
“Gathering of Villages”, which is held in the Municipality of Bor, lasts more than a month. Such 
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events are organized by municipal tourism organizations, folklore ensembles, and municipal 
cultural centers, societies for preservation of tradition, local communities and municipal gov-
ernments. According to the ranking of events identified by organizers, five international and 
two national events are held in Eastern Serbia. Other events are either regional or local in char-
acter. Events are also ranked based on the origin of visitors. In addition to visitors coming from 
various parts of Serbia, there are also visitors from countries that emerged after the breakup of 
former Yugoslavia, as well as from Romania and Bulgaria. The majority of participants come 
from the territory of the same municipality where the event takes place, then from neighbour-
ing municipalities and from other parts of Serbia as well. Depending on the event’s ranking, 
location and duration, the number of visitors ranges between several hundreds and several thou-
sands, whereas the number of participants varies between eleven and one thousand plus. With 
more than 20,000 visitors, “Homolje Motifs” of Kucevo also stands out among other events and 
this applies as well to the number of participants, which exceeds 1,000. Other ethnographic 
events that stand out in terms of the number of participants are “The Danube Fair” of Golubac 
and “Gathering of Villages” of Bor. With regard to their artistic value, “Homolje Motifs” and 
“The Danube Fair” are once again ranked highest in this category, having medium artistic value 
of grade 4, whereas all other events are graded as 2 and 3 in the artistic value category. The 
fundamental shortcomings of ethnographic events held in Eastern Serbia are the fact that they 
resemble funfairs and lack parking space and toilet blocks.
  
Grading of ethnographic events by continuity
Continuity Grading scale Number of events
0-4 0 1
5-10 1 10
11-20 2 3
21-30 3 1
31-40 4 -
41+ 5 1
Grading of ethnographic events by number of accompanying events
Accompanying events Grading scale Number of events
0 0 7
1 1 2
2 2 1
3 3 2
4 4 1
5+ 5 3
Grading of ethnographic events by distance from tourist attractions in km
Distance Grading scale Number of events
Up to 1 5 2
2-10 4 2
11-20 3 1
21-30 2 2
31-40 1 5
More than 40 0 4
Grading of ethnographic events by duration in days
Event duration in days Grading scale Number of events
1 0 8
2 1 3
3 2 2
4 3 1
5 4 1
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More than 5 5 1
Grading of ethnographic events by geographical origin of visitors
Visitor origin Grading scale Number of events
The same settlement and 
municipality

0 -

Neighbouring municipalities 1 2
Province and region 2 7
Serbia 3 2
Former Yugoslavia and other 
neighbouring countries 

4 5

International visitors 5 -
Grading of ethnographic events by geographical origin of participants 
Participant origin Grading scale Number of events
The same settlement and 
municipality

0 1

Neighbouring municipalities 1 8
Province and region 2 3
Serbia 3 2
Former Yugoslavia and other 
neighbouring countries 

4 2

International participants 5 -
Grading of ethnographic events by number of visitors
Visitors Grading scale Number of events
Up to 500 0 -
501-1,000 1 13
1,001-5,000 2 2
5,001-10,000 3 -
10,001-20,000 4 1
20,000 5 1
Grading of ethnographic events by number of participants
Participants Grading scale Number of events
Up to 10 0 -
11-50 1 -
51-100 2 -
101-500 3 6
501-1,000 4 7
More than 1,000 5 3
Grading of ethnographic events by artistic value
Grading scale Number of events
0 -
1 -
2 3
3 11
4 2
5 -

Table 3: Tourism assessment of ethnographic events in Eastern Serbia by geographic criteria

Ethnographic events taking place in Eastern Serbia are held in very old buildings. The situa-
tion concerning the construction of buildings for these events is such that what is usually built 
are summer stages and more accommodation facilities are occasionally added. The audience 
capacity of event venues is also sometimes enlarged and their interior is decorated. The meet-
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ing of this criterion borders on unsuccessful and marginal. The economic effect is marginal 
and satisfactory considering that these events are funded mainly from donations. “The Danube 
Fair” is an event that stands out in this regard, since in addition to being funded by donors, it 
has earnings from the sale of souvenirs, stalls renting and renting of accommodation units and 
bicycles. Cooperation between stakeholders is very good because tourism organizations, local 
governments, folk ensembles, cultural centers and traditions preservation societies cooperate 
closely, which is key to the successful development of tourism. As regards media coverage of 
ethnographic events in Eastern Serbia and activities aimed at their promotion, national and local 
television and radio broadcasters cover these events as well as the print media. Media coverage 
focuses on announcing events and reporting about them after their completion. All events have 
their web sites, which have an active role in their promotion. These tourism events are also pro-
moted at travel and tourism shows, either independently or as part of their municipal tourism of-
fer. The social and political situation is primarily determined by political stability in the region 
in which an event takes place. Ethno-tourism events held in Eastern Serbia, a home of many 
Vlachs, are graded according to this criterion as very good given the fact that they promote 
multiculturalism and interculturalism in the region. Effects on the environment are fair due to 
successful cooperation between organizers and public utilities owned by local governments of 
settlements where these events take place. In this respect, we would like to highlight the event 
“The Danube Fair”, which is held in Golubac. Cooperation with tourism organizations is also 
fair because they play the role of organizers or co-organizers of the majority of ethnographic 
events in Eastern Serbia. Visitors generally come to attend of their own initiative due to the fact 
that there is a lack of cooperation with tourist agents and local tourist agents unfortunately do 
not organize any excursions to nearby attractions during these events. 

Points Unsuccessful 
(0) Marginal (1) Fair

(2) Very good (3) Excellent
(4)

Infrastructure project
Before 14 2 - - -
After 14 2 - - -
Environmental criterion
Before 3 6 5 2 -
After 2 7 5 1 1
Media promotion criterion
Before - 3 11 2 -
After - 3 8 3 2
Social and political criterion
Before - - - 14 2
After - - - 14 2
Economic criterion
Before - 8 6 2 -
After - 7 7 2 -
Stakeholders’ relations
Before - - - 14 2
After - - - 13 3
Cooperation with tourism organizations
Before - 9 - 2 5
After - 8 - 2 6

Table 4: Economic criteria applied to tourism assessment o 
f ethno-tourism events in Eastern Serbia
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An analysis of the results of geographic and economic criteria applied in the tourism assessment 
of ethno-tourism events in Eastern Serbia points to the conclusion that all the events concerned 
belong to Class 3. The best-graded events are “Homolje Motifs” and “The Danube Fair” of Gol-
ubac with 60 and 59 points respectively. 

8. POTENTIALS OF THE RUSALLIA RITUAL AS ETHNO-TOURISM EVENT

Precisely because of the former long tradition and specificities of the Rusallia ritual, we are of 
the opinion that this rite could be revived and as such, it could provide a basis for organizing 
ethno-tourism events in various parts of Eastern Serbia. This custom could be brought back 
to life, along with its central theme and patina dating back to the 19th and first half of the 20th 
century. With that aim in mind, this paper presents an analysis of the Rusallia ritual based on 
criteria for evaluating events from the perspective of tourism studies. 

According to its programme, Rusallias would be organized as a ritual fest within a festival of 
folk customs aimed at preserving the folk tradition and bringing it to the attention of and pre-
senting it to tourists interested in learning about it. Given that a lot of visitors used to attend 
the Rusallia ritual, which had a long-standing tradition until 1985, the ritual performance had 
a character of fair. In addition to the ritual, a separate programme could be organized around 
folklore dances and songs characteristic of the region. Exhibitions of folk artisanship, costumes 
and photography could be held as well, along with book promotions, screening of films, scientif-
ic and popular lectures and public narration of myths and legends. Finally, the programme could 
include presentation and consumption of traditional food and beverages. Eastern Serbia is full 
of great many natural and anthropogeographic sites which tourists find very attractive and the 
Rusallia ritual would only enhance and complete the tourism value of this destination. The event 
would take place on any of the three days of the Pentecost festival, i.e. Whitsuntide, which is 
usually celebrated in Eastern Serbia as the day of the village votive feast (Serbian: zavetina). As 
a matter of fact, the date of the holiday is movable and it can take place either in May or in June 
when weather conditions are usually favorable for travelling. This, as well as many other ancient 
customs typical of the region or even pantomimes featuring mythical creatures accompanied 
by instruments such as the karabash and violin, could be presented at cave entrance chambers 
or on open stages. Other rural settings could be considered as well. This tourist event could be 
organized by tourism organizations working in interested municipalities in cooperation with 
folk ensembles. At first, it would be staged as a local event. Depending on its ranking, venue and 
duration, the number of visitors would range from several hundreds to several thousands, and 
it would have between 11 and 50 participants. At the outset, visitors would come from all over 
Serbia and after some time, tourists from surrounding countries would attend. If the event takes 
hold, the elements that will be assessed are its artistic value, specifically its setting, factors rele-
vant to designing a tourism product, as well as its cultural relevance, accommodation facilities, 
quality of programme and visitor and participant satisfaction. 

Since the event would take place in Eastern Serbia, which is very attractive in terms of its ge-
ographical and anthropogeographical features, its setting is graded as very good. The Rusallia 
ritual is somewhat known outside the local community. Considering that it is primarily related 
to the Vlach population, the ritual is graded as very good because it is an important national 
symbol of this ethnic group. As shown in one of the previous chapters, a very interesting story 
can be recounted not only about this ritual, but also about popular beliefs in Rusallias and leg-
ends of these mythical creatures. As a result, the event was graded as excellent by this criterion. 
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Because of the fact that it would encompass a lot of accompanying events, the event devoted to 
the Rusallia ritual has been graded as excellent as it would be attractive for special needs. The 
event would be very closely associated with culture given the ethnographic value of the ritual. 
Since the remnants of an ancient imperial palace and memorial complex of Gamzigrad-Romuli-
ana, Palace of Galerius (known as Felix Romuliana), which has been included in the UNESCO 
World Heritage List, are situated in Eastern Serbia, along with numerous immovable cultural 
heritage assets of exceptional importance, the event has been graded as excelled by the criterion 
concerning the number of attractive anthropogenic resources in the close proximity of the loca-
tion of the event. The Rusallia ritual has very high educational, historical, social, scientific and 
research values and the event could attract a lot of young myth and legend enthusiasts from Ser-
bia and abroad. They could learn a lot at the event, not only about ethnography, but also about 
history, culture and other aspects of the Vlach society and the region in general. In addition, 
the event could attract many researchers working in different disciplines, such as ethnologists, 
anthropologists, geographers and others. The event would promote the Rusallia ritual that is 
actually a ritual trance phenomenon found on the Balkan Peninsula only in Greeks (the Anas-
tenaria) and Romanians (Călușari), which is why the event has been given an excellent grade 
for the indicator of rarity. Potential for ongoing investments and consultations with key stake-
holders has also been graded as excellent. The potential event of Rusallia ritual has received 54 
points in the process of assessing its artistic tourism value, which is regarded as high value and 
attractiveness according to the modified Hilary du Cros method.

Indicators Grade
Setting 4
Known outside the local area 3
Important national symbol 4
Can tell an interesting story 5
Has	qualities	that	differentiate	it	from	other	anthropogenic	resources 5
Attractive to special needs 5
The event is associated with culture 5
Number of attractive anthropogenic resources in close proximity 5
Educational value 2
Historical value 2
Social value 2
Scientific	and	research	value 2
Rarity in the destination and the region 5
Potential for ongoing investments and consultations with key stakeholders 5
Total 54

Table 5: Assessment of artistic value of the Rusallia ritual using the modified Hilary du Cros 
model

The event is not likely to affect adversely the implementation of capital projects related to infra-
structure and civil engineering. Instead, its effects on the economy would be favorable. It could 
be funded from the budget of local governments, the Ministry of Culture and the Ministry of 
Regional Development. Other sources of funding could be secured from donations and sponsor-
ship as well as by selling tickets, souvenirs, traditional food and beverages. This would enhance 
cooperation between tourist organizations, tourist agencies and cultural institutions. Local and 
national media would provide media coverage and cover promotional activities and the event 
would be presented at travel and tourism trade shows. It would also have a positive influence on 
the political situation since international tourists would adopt a favorable attitude towards the 
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population of Serbia. In addition, it would enhance the mutual understanding between people 
from different regions of Serbia. The event would not have any adverse effects on the environ-
ment since it would raise the awareness among participants and tourists of protection of the 
environment. In addition, the event could take on an environmental aspect through promotion 
of healthy food. Tourism organizations should undoubtedly take part in organizing and promot-
ing the event. They should as well organize trips to nearby tourist attractions to ensure positive 
effects on the economy of the destination.

9. CONCLUSION 

Making the Rusallia ritual part of tourism offer in Eastern Serbia would connect various ethnic 
groups in their efforts to increase tourism and achieve overall economic growth. Reactivation 
and revival of this ancient ritual for the purpose of boosting tourism would ensure preservation 
of the cultural identity of the Vlach community. This would make Eastern Serbia a much more 
attractive destination for tourists. As an ethno-tourism event, the Rusallia ritual would make a 
significant addition to the tourism offer of this region, thus leading to stronger links between 
the private and public sector. The ritual could also be included in the programme of existing 
ethno-tourism events in Eastern Serbia as accompanying event. It would make them an impor-
tant element of the overall tourism offer available in Serbia since they currently belong to Class 
3 of tourism events. The Rusallia ritual could also be an important element in tourism product 
development in this Serbian region and an important factor in its placement on the international 
tourism market. Development of tourism would be conducive to the overall growth of the econ-
omy, which would have a beneficial effect on the overall situation of the population living in 
Eastern Serbia in terms of stopping the current population decline and improving the population 
structure.
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1. INTRODUCTION

The subject of the paper is a business and technological analysis of online reservation sys-
tems, technology, market, and the impact of technological changes on the future develop-
ment of reservation systems. The paper provides insights into the change of the structure 

of online tourism businesses distribution systems (Google, Priceline, and Expedia), that has not 
been extensively explored. The aim of the paper is to define the problem, analyze the existing 
conditions, define the recommendations for future goals of the firms’ sustainable development, 
and the level of application of technologies and internet platforms. The paper includes research 
related to the operation of online firms for booking accommodation mainly from the onset of 
the global economic crisis in 2008 to date, anticipating development trends by 2018. 

In the last few years, online booking and reservation systems in the world have faced a num-
ber of changes [1, 2], from technological changes and an increasing number of mobile Internet 
users, to changes in the strategy of leading firms in terms of price diversification and how to 
provide accommodation without payment commission or total price payment [3, 4]. The use of 
information technology systems (ITS) in tourism industry has been driven by the development 
of the size and complexity of demand, as well as the rapid expansion and sophistication of new 
tourism products, and mini market segments [5]. Today, business, technology and science have 
merged into one system, one conversation and the strategy of a single world and a single market. 
More and more, new, experienced, sophisticated, requiring travelers seeking information about 
exotic destinations and the authenticity of experience, as well as demands for interaction with 
suppliers in order to meet their specific needs and desires. In order to meet the needs of tourists 
to stay ITS in the long run, there is no other choice than to embed technology and improve mar-
ket interaction. Managing the process of the technological innovation means that attention is 
1 Università LUM Jean Monnet, Casamassima (BA), Italy
2 Faculty of Management in Zaječar, Megatrend University, Park šuma Kraljevica bb, 19000, Zaječar, Serbia
3 Faculty of Management in Zaječar, Megatrend University, Park šuma Kraljevica bb, 19000, Zaječar, Serbia
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directed to equally managing the processes of invention and innovation. The modern approach 
to firm technological innovation is based on conclusion that the technology dynamics is firmly 
linked to the strategic dynamics of the organization as a whole. The new future brings new sci-
ence that will greatly influence the way business and global businesses work.

The rest of the work is organized in Chapter 2, a theoretical representation of Tourism industry and 
market, concept and specifications, as well as the concept and definition of Technology of reserva-
tion systems, and Management of information systems in the hotel management industry of online 
reservation systems. In the Chapter 3 and 4, methodological and hypothetical research frameworks 
will be set up through quantitative methods of direct data, testing methods, market research, com-
petition research. Chapter 5 represent Discussion, and last Chapter 6 present Conclusion.

2. BACKGROUND

2.1. Tourism market

The market can most easily be defined as the universality of the relationship between supply 
and demand in a particular commercial space. From the aspect of tourism, the tourist market is 
defined as a “set of supply and demand relationships in the sphere that serves meet the tourist 
needs in a given area”, under the influence of tourism trends. Incoming or inbound tourism has 
become one of the world’s major tourism categories. Total revenue from exports generated by 
incoming tourism, including passenger transport, exceeded 7.6 trillion dollars in 2016 [6]. Export 
tourism accounts for as much as 30 percent of total exports in the world of commercial services 
and 6 percent of total exports of goods and services. On the global level, as a category of exports, 
tourism is in the fourth place after fuel, chemicals and automotive products. For many develop-
ing countries this is one of the main sources of foreign exchange income and number one export 
category, creating over the need for employment and the possibility of further development.

Figure 1: WTO - International tourist arrivals by 2020. Source: [7]

For the past six decades, tourism has experienced expansion and continues to diversify as one of 
the largest and fastest growing industries in the world. In recent years, many new destinations 
have appeared in Europe and North America. Despite the occasional shocks, the international 
number of tourist arrivals has shown practically steady growth: from 25 million in 1950 to cur-
rently 1,6 billion in 2018. Rapid growth was recorded especially in developing countries, with 
participation in international tourist arrivals from 31 percent in 1990 to 78 percent in 2018.
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Today, tourists are exposed to the vast amount of information coming from all directions, in real 
24/7 time, which extends to the exchange of “hyper-interactive information and content” (e-mail, 
Tweet, Instagram, Facebook, etc.) Google already serves content in real time from across the blo-
gosphere, Twitter, Facebook and other social networks in its search results. This presents hospi-
tality eMarketers with enormous new challenges, as well as opportunities. The following factors 
determine the future destiny of the online travel industry: (1) the macro-economic environment; 
(2) exchange rates; (3) fuel prices; (4) significant impact of unforeseen travel events; (5) Internet 
penetration; (6) airline industry; and (7) hotels and accommodation industry.

2.2. Information Technologies and Tourism requirements

The importance of the development of tourism and the hotel industry imposes hotels on the 
need for using the Internet as a means of communication and distribution of services. Com-
puterized networks and electronic distribution in tourism appeared in the early 1970s, via 
internal Computerized Reservation System (CRS) [1, 4, 8]. CRS have become the central mix 
of distribution and company strategies. CRS integrates a range of business functions, and thus 
can contribute to profitability and long-term prosperity [3]. CRS also reduces communication 
costs, while providing information on demand and is of enormous importance to both oper-
ational and strategic management in the industry [3, 4, 9, 10]. Computerized reservation sys-
tems (CRSs) and more and more Internet providers meet the needs of consumers for practical, 
transparent access and easily comparable information [3, 9]. They cover the full spectrum of 
travel choices: accommodation and entertainment, destinations, vacation packages, as well as 
the actual price and availability of such services [3]. Services also provide immediate confir-
mation, which allows for a greater degree of flexibility for potential travelers to book last-min-
ute accommodation [3].

Agencies have integrated their CRS systems with GDS, by developing interfaces [3]. Compa-
nies such as THISCO and WIZCOM, have facilitated internal connectivity, which enabled the 
display and purchase of most tourist products online [13]. The GDS connect around the world 
most travel agencies with agents, lead to process standardization and control a significant 
market share. GDS has emerged as a “circulation system” or “backbone” industry, establish-
ing global communication standards and new tourist distribution of electronic channels [3]. 
Competition in the GDS industry has forced the merger and acquisition (M&A) of companies. 
It is predicted that only two or three major GDS systems will survive and that is why further 
concentration and integration is expected [3]. At present, the four systems, namely Galileo, 
Amadeus, Saber and Worldspan, dominate the global market. Each GDS has a stronger market 
share in its region, where its subsidiaries are located, as well as a traditional link with travel 
agencies used to penetrate this GDS [3]. GDS systems should aim to increase satisfaction with 
their stakeholders (i.e. customer satisfaction, managing directors, travel agencies and share-
holders), offering superior products and enabling partners to make a profit. 

Companies focused primarily on the degree of innovation of companies that respond to different 
knowledge, skills and intelligence factors in an efficient and effective way meet the requirements 
of work they are dealing with, such as Expedia, Priceline, Yahoo and Google, can be considered 
more innovative than others in the technical and organizational meaning. The corporate level 
system evolved faster than others because, above all, the brand’s effectiveness was derived from 
large, complex computer systems. The basic goals of technology management in the enterprise 
include achieving the efficiency of technology in the enterprise, and achieving the technolo-
gy effectiveness of needs for products for which there is a high demand on the market. New 
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technologies allow web site visitors to compare prices in individual tourist destinations with a 
variety of criteria. It is possible to combine offers, sophisticated websites suggest actions and 
suggest the best choices, hotel visitors evaluate content and advise other travelers about vacation 
planning in a particular facility. Better access to information covering all aspects of tourism 
activity provides a framework for providing personalized service at a price that could be com-
pared with the prices of standard packages. Therefore, the use of central reservation systems is 
not accessible to all hotels, because their implementation requires a lot of financial resources. 

Based on the above research general hypothesis was observed by analyzing the comparative 
values   of the competitors: “The higher is the level of responsiveness to different competence 
factors in the environment, the company is more innovative in technical, organizational and 
business sense.” Following hypotheses are proposed: 
- H1: The faster changes in organizational factors, the higher the level of innovation in the 

company.
- H2: The faster the adoption of new ideas in the company, the greater the factor of technol-

ogy and technological innovation.

The rest of the paper is organized in Chapter 3, which presents methodological and hypothetical 
research frameworks set up through quantitative methods of direct data, testing methods, mar-
ket research, and competition research.

3. METHODOLOGY

In general, two main theories of research methods have been recognized: quantitative and quali-
tative. Quantitative data collection is based on numerical and standardized data, resulting in the 
use of statistical variables, diagrams and graphs [14] obtained from perceptual data. Qualitative 
data analysis is based on meaning expressed in words, culminates in the conceptualization of 
a model or theory [15], and results in non-standardized data that require classification in cate-
gories. 

The research used a quantitative method of direct data, test methods, market research and com-
petition. The financial data variable was collected from 2010 to 2017 on the websites NASDAQ 
Stock Market and Travis Stock Market Analysis for the three leading online tourism businesses 
companies: Google Priceline, and Expedia. Two surveys were conducted, the first being the seg-
mentation of the future of hotels, the hotel industry and its development until 2020. The second 
annex relates to the research of the technology and market of the use of mobile marketing in the 
hotel industry. The benchmark survey “Mobile Marketing in the Hospitality Industry” was con-
ducted in the period from 2012 to 2017, divided into the research of the hotel’s internet budget, 
the return on investment rate, the analysis of the exponential growth of mobile marketing, the 
percentage of use of mobile applications and searches, the impact of social media and marketing 
initiatives, and the analysis of the success of video integration on the site of the hotel or agency. 

Empirical research is guided by specific research questions: 
• Where will you spend the most money? Hotel total internet budget.
• Which internet marketing format gives you the best results and the highest return on 

investment (ROI)?
• What type of mobile marketing do you plan?
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The hotel industry analysis was carried out in four key areas, through brand differentiation, 
guest experience, globalization and brand value. The idea of initiating research work was based 
on the fact that information technology and tourism have the most significant role in the de-
velopment of new technologies and innovations. The aim is to obtain descriptive and objective 
input data to increase the ability to draw general conclusions, which can help us reduce the risk 
of biased results. The central indicator of the value of the brand represents the return of capital 
invested for the owners of a particular brand and the investors.

4. RESULTS

Considering the complexity of the hotel industry, technological innovation, and the competi-
tiveness of Expedia, Priceline, and Google, today’s trends in the development of online tourism 
businesses are mostly focused on the development of internet business and the development 
of digital marketing for hotels (social and mobile marketing). Also, investing in eCRM is a 
good choice to send more personalized marketing messages. Different needs for different users 
require a different structure, and sometimes even a different content of output information or 
statement of performance, but do not require different concepts of performance itself. All major 
airlines, hotels, travel agencies and car rental agencies offer their services online. Travel reser-
vation services that offer comprehensive online services are Expedia.com, Travelocity.com and 
Orbitz.com. In addition to these services, Priceline.com allows the user to determine the price 
that he is willing to pay for the airline ticket or hotel accommodation, and then searches for a 
tourism company’s business whose services fit into that price [16].

The aim of the research is to answer the research questions and test hypotheses, both quantita-
tively and qualitatively. Below is a comparative analysis of the competition companies Google, 
Priceline, and Expedia, divided on analyses of the hotel internet budget, the degree of return on 
investment (RoI), the analysis of the exponential growth of mobile marketing and the impact of 
social media and marketing initiatives.

4.1. Alphabet Inc. Corporate Overview

Alphabet Inc. - Google.com and Google International sites (e.g. Google.sr) offer a platform for 
searching on the Internet over computers and wireless devices. Google earns from contextual 
advertising known as the keyword that is displayed based on the type of user and search per-
formed [17].

Google AdWords allows advertisers to show advertisements in Google search results on the 
Google Network with media content or through cost-per-click or cost-per-schema [18]. Keyword 
prices, keyword list, and frequency of search users are also available. In addition to advertising 
on search engines, Google earns money by placing ads on other Google sites, such as YouTube 
video site, Orkut social network, Google Mail (Gmail) email service, etc. Google also allows 
earning money on its “partner” sites (through ads using AdSense), from which it receives a por-
tion of advertising revenue. Google search ad makes up 67 percent of the total estimated value 
of the company’s stock. However, growth is becoming more and more expensive. In the fourth 
quarter, keyword payment terms used in online advertising increased by 64 percent to 217.9 
million dollars, or 22 percent of revenue, which is 20.8 percent of total revenue in the first nine 
months of 2018 [19].
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Market Participation. Google share in the global search market has risen from around 630 dollars 
per share in 2012, to 1200 dollars in 2008. However, Microsoft began to take aggressive measures 
against Google. First, he became a partner with Yahoo, and then with Facebook expanded Bing’s 
market share. On the other hand, if Google continues to innovate, it could gain a new market share. 

EBITDA margin. The current forecast of Google’s search margin will remain the same as in 
2010 and will amount to around 49 percent by the end of 2017. If Google additionally controls 
the costs, its margin can go at a fast pace. We estimate that the current stock price will increase 
by 5 percent if its margin goes up to 53 percent by the end of the forecast period.

Sources of value. It’s believed that Google Ad Search is much more valuable than a partnership with 
Search & Content, YouTube, Gmail, Orkut and others for the following reasons. We estimated that 
Google earnings per 1,000 search (RPS) will be around 6 dollars in 2018 compared to 4.18 dollars 
per 1,000 RPM on YouTube. Monetizing page views on Orkut and Gmail sites is even lower than 
YouTube. Google search and Google search on partner sites earn comparable amounts per 1,000 
searches. In addition, Google only gets ~ 14 percent of revenue on partner websites. It is believed 
that YouTube still makes business losses, but is expected to become profitable in the near future.

Key Trends. It is expected to increase internet search by mobile phones, higher internet speeds 
for mobile phones, and increase partnerships between search engines and mobile phone man-
ufacturers (e.g. Google search on the iPhone). Unlike searches, which is more functional and 
commercial in nature, online videos and social networks are more fun oriented, where ads are 
generally considered to attract attention. 

Graph 1: Google Search Market Share (%)

Google search market share has increased from around 61 percent of all internet searches in 
2007 to around 74 percent in 2018. The prognosis is that Google will continue to increase its 
market share in the future, but at a slow pace.

4.2. Priceline Corporate Overview

Priceline is the second largest online travel company in the world. It offers its customers a wide 
range of travel services that include bookings of hotel accommodation, airline tickets, car rental, 
cruises and a variety of package holidays through their online portal: priceline.com, booking.
com, agoda.com, rentalscars.com, and breezenet.com that connect travelers with suppliers such 
as hotels, airlines, cruises and car rental companies.
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Under the brand name Priceline, users can give their price for a tourist product (hotel room, liv-
ing room, airline ticket, etc.). The advantage of Priceline service is to allow hotels to sell excess 
inventory (hotel rooms, air tickets, etc.) without compromising your existing price. The price of 
the shares and the total value of the company was made by summing the value of the individual 
sectors in the company.

Potential increase and fall in prices. Current forecasts for Priceline market share of reserved 
rooms show that the global share in the number of reserved rooms increases from 2.1 percent 
in 2010 to 3 percent by 2017. We can expect the EBITDA margin for hotel booking to increase 
from 29.2 percent in 2010 to 32.5 percent by 2017.

Sources of value. International business and hotel reservations are the main sources of value 
for Priceline. With the separation of Booking.com and Agoda, Priceline focuses on the devel-
opment of operations in the international market, thus achieving 69 percent of the total number 
of gross bookings and 82 percent of total operating income. Growth in income levels in combi-
nation with a high growth rate in the developing countries of China, India and Southeast Asia, 
high growth in the budget of travelers outside the United States is also expected. The lack of 
standardization of travel services outside the US, along with the fragmented accommodation 
industry in Europe and the Asia-Pacific region, leaves a lot of room for achieving premium 
prices. International hotel reservations through Priceline and its dependent sites can contribute 
to achieving almost 59 percent of the total number of reservations and almost 67 percent on 
consolidation of operating costs.

Hotel reservations. Based on the selection of analyzes, the Priceline Hotel Booking Sector 
makes up 90.7 percent of the 520 dollars total stock price. The average daily rate per hotel room 
(Graph 2) refers to the average income per day from the booked (booked) hotel room. The av-
erage daily price per hotel reservation increase from 135 dollars by 2012, to 175 dollars in 2017.

Graph 2: Average daily rate (ADR) per hotel room ($)

The amount of the margin realized from the hotel booking relates to the percentage of gross hotel 
reservations made through various partner websites of Priceline. Revenue from the margin to ho-
tel reservations is gradually increasing due to the Agoda.com site that is operational in the Asia 
Pacific region. The total margin for hotel reservations is slower and reach 25 percent by 2017, 
which is the end of the forecast period. Priceline market share of occupied hotel rooms (Graph 3) 
refers to the share of the total number of hotel rooms sold worldwide through the Internet.
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Graph 3: Priceline market share of occupied hotel rooms (%)

Priceline has entered the global hotel reservation market and continuously increases the per-
centage of growth related to international business. Priceline will continue to increase its mar-
ket share, with a reduced pace of up to 3 percent (or 185 million nights) by 2018. The global 
number of hotel rooms (Graph 4) refers to the total capacity of free hotel rooms in the world. 
Priceline reaches 26 million overnight stays by 2017. The estimate is that occupancy rates of 
hotel rooms by 2017 was on historical level of 65 percent.

Graph 4: Global number of hotel rooms (in millions)

4.3. Expedia Corporate Overview

Expedia is an online provider that includes travel and accommodation information. It operates 
through tourist portals such as expedia.com, hotels.com and hotwire.com that connect travelers 
with hotels, airlines, shipping companies (cruises) and rent-a-car companies. Expedia corporate 
business is based on business through the Egencia website [20], which provides relevant tourism 
products and services to business partners in the tourism industry.

Expedia Media and Business is bound to advertise through the TripAdvisor Media Network 
[21], where information is collected and published, such as hotel descriptions that can interest 
travelers, various pre-booking research studies, generating revenue by offering hotel advertising 
and agencies. Hotel reservations make up 56 percent of the total price of Expedia’s stock price, 
Tripadvisor.com represents 23 percent and Booking of air tickets 10 percent of the total stock 
price estimate. In addition, Expedia sells advertisements on the sites of these companies or pay-
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per-click or charges ads depending on the length of advertising. Estimation of stock prices and 
total value of the enterprise was done by summing the value of individual departments of the 
company through individual analyzes. The value of each department of a company is calculated 
using the method of cash flow discounting (DCF).

The forecast of basic DCF changes such as price, market share and profit margin for different parts 
of the company is estimating. The analysis below focuses primarily on important forecasts of the 
movement of stock prices and valuation. Current forecasts are that Expedia market share of reserved 
rooms is growing from 2.37 percent in 2017 to 2.64 percent by 2019. EBITDA margin is projected to 
decline from 22.9 percent in 2017 to 21 percent by 2019. The current EBITDA margin for corporate 
tourism services is growing from 12.6 percent in 2017 to 13 percent by 2019. It is possible that it be 
1 percent less than the price estimate, if the EBITDA margin declines to a historical level from close 
to 5 percent in 2019. Expedia’s Hotel Bookings business is a basic source of value for the following 
reasons. Margin profit on hotel reservations is much higher than the margin of earnings from airline 
reservations. The results of Expedia’s earnings show that this ratio was 5 times higher for hotel res-
ervations than airline reservations. Based on the selection of analyzes, the Expedia hotel reservation 
department makes up 55.7 percent of the 30.60 dollars of the total stock price. The average daily rate 
per hotel room refers to the average revenue per day from the booked (booked) hotel room. ADR is 
obtained by dividing the total annual income from the total number of occupied overnights per year.

Graph 5: Average daily price per hotel ($)

The estimate is that the average daily rate per hotel room has been reduced from 101 dollars in 2011 
to 110 dollars in 2013 and that it continues to rise to 127 dollars in 2017. The average daily price for 
hotel reservations slightly increases from 120 dollars in 2015 to 127 dollars in 2017. The amount 
of the margin realized from the hotel booking refers to the percentage of gross hotel reservations 
made through various partner sites of Expedia. According to the estimates of margins on hotel 
reservations, decreased from 23.5 percent in 2014 to 22.3 percent in 2017. Going forward, it can be 
expected that margin income to hotel reservations gradually drops from 23.2 percent in 2012 to 21 
percent by 2018, which is the end of the forecast period. Expedia market share of occupied hotel 
rooms (Graph 6) refers to the share of the total number of hotel rooms sold worldwide through the 
Internet, rose from 1.3 percent in 2007 to 2.4 percent at the end of 2017. Next, we can expect an 
increase in market share to 2.8 percent by 2018, which is the end of the forecasting period.

The global number of hotel rooms refers to the total capacity of free hotel rooms in the world, 
increased from 20.1 million in 2007 to 24.3 million at the end of 2017, recording an annual 
growth rate of 3 percent. 
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Graph 6: Expedia market share of occupied hotel rooms (%)

Discussion of important findings related to research issues and hypotheses, critical evi-
dence-based thinking is presented in next Chapter 5. 

5. DISCUSSION

The context of the general hypothesis was observed by analyzing the comparative values   of 
the competitors of Google, Priceline and Expedia: “The higher is the level of responsiveness to 
different competence factors in the environment, the company is more innovative in technical, 
organizational and business sense.” This companies are aware that business, technology and 
science have today been integrated into one system, one conversation and the strategy of a sin-
gle world and a single market, prove that by using new technologies (such as mobile platforms 
for hotel reservations, mobile marketing, connectivity of the CMS, CRS, CRM, integration and 
social networking connectivity) make the technology factor larger, and technological innova-
tions faster. Google, Priceline and Expedia are leading and proving their innovation capability 
through the principles of hypotheses H1 and H2. The faster changes in organizational factors, 
the higher the level of innovation in the company. The faster the adoption of new ideas in the 
company, the greater the factor of technology and technological innovation. 

Indeed, the growing demands have emerged with CRS. The strategy includes increasing the 
speed of market entry, the quicker adoption of new ideas, through technological leadership or 
monitoring, with the widest scope and degree of innovation and the greater and better effective-
ness of meeting the goals of the organization. The impact of the macroeconomic environment, 
the political and social stability or instability of countries and regions, the impact of new tech-
nologies and innovations and the impact of unforeseen events is only one of the factors of op-
portunity for these companies, which translate highly skilled external weaknesses into internal 
opportunities and turn global business into a local. 

Just part of the innovative strategies of successful company are the availability of resources for 
innovation activity, the ability to understand competitive strategies and the evolution of activity 
from the point of view of innovation, the ability to understand technological development, the 
structural and cultural context of business units that support internal entrepreneurial initiatives 
and the ability of strategic management to deal with internal strategies.
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6. CONCLUSION

At the time of technological change, some “greed is good,” others only “are on the wound”. In 
any case, all companies and most Google realized a smart way to generate additional revenue 
from search results and from earlier free services, creating hyper-profitable ones. Organiza-
tional changes have made it possible for users to progressively streamline the search services 
of the hotel and we can agree that Google has so far managed to provide the most relevant 
information, and the best user experience. At the same time, the price and availability of hotel 
content through the ability to display on Google Places and Google Maps also represent a natu-
ral progression of the company’s strategic goal in accumulating the deepest and most important 
depositaries of local content ever made on this planet. 

Research aims to fill in a significant gap in literature by providing empirical evidence of on-
line booking reservation systems and mobile internet usage. Based on the previously presented 
analyzes and facts, the most important recommendation to the future development of the reser-
vation system is to adapt to a new marketing approach by developing a campaign that is fully 
aligned with the hyper-interactive requirements of travelers. Companies should strive and fight 
- to do more with less, and to do it better and faster than ever before. The reality is that today’s 
pace of technological change becomes a real threat to the future business of some hotel brands 
and companies they rely on in terms of products and services provided by these companies.

Key success factors should meet the needs of tourists with great success, such as ability to apply 
brand and program values   in all operations; adaptability in identifying and meeting the needs of 
their guests from those with long-term brand relationships, the rapid process of globalization, 
which, under the influence of a new, development economy, the expectation of new challenges, 
from all sides, affect all areas of their business; and the flexibility of rapid acceptance of chal-
lenges and response.

The findings of the study obtained from the survey can be useful to managers of corporate 
brands and hotel owners in decision making, in formulating a new policy regarding their online 
distribution, revenue and strategies for brand optimization. Research results can have strong im-
plications for companies that want to avoid uncertainty and failure in the market. The research 
limitations concern selection of variables that can be used to analyze financial data. One of the 
future issues that remain not clarified: Whether globalization of the tourism industry means a 
reduction of the total number of companies in the future. Some companies will survive, some 
not? Future research needs to explore the advantages and disadvantages of further reduction of 
platforming online booking.
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APPENDIX

8.1. Survey Mobile marketing in hotel industry

2012
(%)

2013
(%)

2014
(%)

2015 
(%)

2016 
(%)

2017
(%)

Website re-design / design 18,0 22,0 19,6 16,0 16,34 20,2
Website optimization 9,0 11,3 12,8 10,0 10,1 13,7
Strategic links to the home page from the 
online directory 6,0 9,6 7,5 8,0 7,7 14,2

Paying for search engine marketing: Pay-per-
click (PPC) 14,0 8,6 17,0 16,0 17,7 20,2

Local Search / Online Yellow Pages 3,0 3,6 4,2 4,0 3,4 4,7
Meta Search (Kayak, etc.) 2,0 2,6 2,6 3,0 2,6 4,3
Search Optimization (SEO) 10,0 11,5 8,7 12,0 10,5 13,4
Displaying on banners 6,0 6,6 7,0 5,0 7,6 7,6
E-mail marketing 10,0 11,5 8,7 7,0 11,0 12,3
Mobile marketing (mobile search, mobile sites, 
SMS messages, etc.) n/a n/a n/a 2,0 4,5 6,9

Interactive web sites 1,0 3,1 3,0 6,0 2,9 n/a
Social media n/a n/a n/a n/a 7,5 11,7
Online video n/a n/a n/a n/a 4,3 7,9
Engaging an internet marketing agency 6,0 7,0 5,1 7,0 10,5 9,6

Table 1. Hotel total Internet budget, where will you spend the most money?

The benchmark survey “Mobile Marketing in the Hospitality Industry” was conducted in the 
period from 2012 to 2017, divided into the research of the hotel’s internet budget, the level of re-
turn on investment, the analysis of the exponential growth of mobile marketing, the percentage 
of use of mobile applications and searches, the impact of social media and marketing initiatives, 
as well as analysis of the success of video integration on the site of the hotel or agency.

8.2. Return of Investments (ROI)

2012
(%)

2013
(%)

2014
(%)

2015 
(%)

2016 
(%)

2017
(%)

Website re-design / design 62,9 70,19 56,3 61,7 64,9 62,9
Website optimization 71,9 68,27 81,6 70,0 71,9 71,9
Strategic links to the home page from the 
online directory 52,7 41,35 48,3 48,3 46,5 52,7

Paying for search engine marketing: Pay-
per-click (PPC) 40,7 39,42 56,3 38,3 47,4 40,7

Search optimization 68,3 56,73 60,9 38,3 65,8 68,3
Advertising by banner 16,2 12,5 28,7 58,3 14,0 16,2
E-mail marketing 58,7 60,6 51,7 21,7 59,6 58,7
E-mail sponsorship 6,6 26,0 37,9 48,3 3,5 6,6
Mobile marketing n/a n/a n/a 10,0 14,9 n/a
Web / Social media (e.g. TripAdvisor, 
Facebook, Twitter, blogs, etc.) 16,8 26,0 37,9 15,0 n/a 16,8

Social media ** n/a n/a n/a 41,7 43,0 n/a
Online video n/a n/a n/a n/a 17.5 n/a

Table 2. Which internet marketing format gives you the best results  
and the highest return on investment (ROI)?
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All respondents (hotels) in marketing research believe that the return on investment depends the 
most on the website optimization. Social media was presented last year as a separate category 
and do not fall too far from 43 percent. It shows dramatic changes in the perception of the past 
few years, the importance of sites and the possibility of earning a profit through them, such as 
Facebook, Twitter, etc. Social media is not a distribution channel, they have become one of the 
most important consumer information channels. Social media play an important role in defining 
their internet marketing strategy.

8.3. Exponential growth of Mobile marketing

2018 (%)
Mobile site 37,50
Inclusion in mobile hobbyists 37,50
SMS text marketing 25,00
Mobile advertising via banner 12,50
iPhone application 8,90
I do not plan mobile marketing for 2018 38,40

Table 3. What type of mobile marketing do you plan?

Mobile marketing was introduced in 2010 as a special area and quickly became one of the most 
important tools that hotel lists consider as an advantage of use. As you can see in the Table 3, in 
2018, about 37.5 percent of hoteliers are planning to create a mobile site and 37.5 percent engage 
in a mobile search for hotel accommodation. Over the past eight years, the mobile channel has 
become important in planning travel and booking reservations around the world. Guests of the 
hotel are mobile ready, so hoteliers must adequately respond to this growing need for mobile 
travel.

In 2018, existing and new companies will be focused on creating mobile sites, optimizing SEM, 
SEO, mobile social networking, creating interactive prize-winning games and content. Mobile 
applications make sense in good presentation of hotel brands (e.g. Marriott, Hilton, Starwood, 
etc.) with millions of users who are part of their loyalty programs, and as an additional op-
tion for these brands to well-developed mobile sites. Applications for smaller hotels have little 
chance of being discovered by mobile phone users.
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Abstract: Travelers nowadays express their opinions, feelings, or (dis)satisfaction on the Web through 
reviews and ratings of hotels, restaurants, or other travel-related entities and services. The paper 
proposes a novel approach to determining the sentiment orientation of reviews with attached average 
numerical ratings, which usually convey both positive and negative sentiment. It is shown that the anal-
ysis and comparison of subsets of reviews with the same attached mark in terms of writing style and 
vocabulary can significantly reduce the size of reviews with biased sentiment polarity.
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1. INTRODUCTION 

Travelers nowadays express their opinions, feelings, or (dis)satisfaction on the Web 
through reviews and ratings of hotels, restaurants, or other travel-related entities and 
services. This content is referred to as user-generated content. The role of online re-

views is twofold [1]. On the one hand, customers buying online are consulting online reviews 
as a decision support aid. After the purchase, these online buyers generate their own reviews, 
expressing their opinions. On the other hand, suppliers test their core competitiveness for at-
tracting potential customers and secure online sales by means of an online reputation created 
mainly by customers’ online reviews. The most influential aspect of online reviews is the word-
of-mouth spread of good and bad reviews [2]. Negative or poor reviews damage the reputation 
of the company and the company needs to have the full awareness of online reviews and prompt 
online management to make appropriate improvements of products or services [3], [4]. To do so, 
companies should conduct a comprehensive analysis of online reviews to monitor and forecast 
activities and sentiment of their customers [1]. 

The amount of travel data grows every day as people continuously add reviews to the sheer 
amount of existing data. One illustrative example of the vast amount of travel data is given in 
[5]. The authors reported on more than 60 million members and over 170 million reviews and 
opinions on TripAdvisor, one of the largest and most visited travel and tourism websites. Since 
manual approach to extraction of user-generated content has proven to be time consuming, ex-
hausting, and costly [6], while no one is capable of manually reading and processing such a huge 
information source, the need for automated approaches for processing and summarizing users’ 
relevant information, such as opinion mining technique or sentiment analysis, has emerged. 
We can consider one online review as opinion or an expression of sentiment of one person. 
Opinion is always directed towards a certain entity as a whole (individual, event, topic, etc.) or 
its particular characteristics or aspects, which are referred to as sentiment targets in [7]. Expres-

1 University of Novi Sad, Faculty of Economics Subotica, Segedinski put 9-12, 24000 Subotica, Serbia
2 University of Novi Sad, Faculty of Economics Subotica, Segedinski put 9-12, 24000 Subotica, Serbia
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sions of sentiment can be positive, negative, or neutral, and we refer to it as sentiment polarity 
or sentiment orientation [7]. Sentiment analysis allows companies to analyze collection of opin-
ions, which gives a comprehensive picture of the public opinion on a particular sentiment target 
[8], as opposed to the individual opinion, which reflects the subjective view of one person. Sen-
timent analysis 1) identifies opinion in a text, 2) determines the expressed valance (positive or 
negative) in subjective sentences, 3) conducts its classification based on sentiment polarity, and 
4) uses opinion summarization techniques to aggregate overall public opinion and sentiment or 
to characterize variations in preferences over time [9], [10]. 

There are different approaches to sentiment analysis, Section 2.1, but all of them require clearly 
marked examples of either positive and negative overall reviews, or sentiment words. The term 
sentiment words is used to refer to those words that are listed in a predefined polarity diction-
ary. In the former case, the issue of sentiment polarity determination of learning examples is of 
high significance, as the whole classification process depends on the accuracy of attached pos-
itive/negative sentiment labels to reviews that play a role of learning examples. Unfortunately, 
labelled sets that one could use for this purpose are quite expensive to obtain and usually are 
publicly not available, while manual labelling is time consuming and inefficient due to the large 
number of learning examples that should be provided. In the case of sentiment words usage, 
dictionaries of words conveying positive/negative sentiment are required for sentiment analysis. 

In many research authors used numerical ratings (e.g., star ratings, thumbs up, thumbs down) 
obtained from the reviewing site to determine sentiment orientation of review [11]. In light 
of the large impact of ratings on potential consumers, which is even more emphasized in the 
hospitality and tourism industry that provides services subjective and heterogeneous in nature 
[2], it is of great importance to understand how accurately the ratings reflect individual con-
sumers’ sentiments. Authors of the paper [12] emphasized that numerical ratings typically used 
in review systems may not be the ideal indicator of customers’ perceived service quality and 
satisfaction. Therefore, the authors imply that the validity of using online reviews or ratings to 
measure customers’ satisfaction levels needs to be explored more closely in the future.

According to the above mentioned, in our research we have focused on the relevance of nu-
merical ratings for automated labeling of reviews for sentiment analysis. The rationale behind 
our work is that numerical rating scales, ranging from a lower bound (usually 1) to an upper 
bound (usually 5) corresponds to a reviewers’ degree of satisfaction with the graded entity. 
Consequently, on the one-to-five scale, mark 1 denotes the lowest overall satisfaction, even 
dissatisfaction, while mark 5 denotes the highest satisfaction of the reviewer. We can straight-
forwardly connect these boundary values with negative and positive opinions, respectively. Re-
views labelled by grading levels next to the extremes, i.e. reviews rated by 2 or 4, predominantly 
carry a negative or positive sentiment respectively, and rarely convey a mixed sentiment. The 
main problem is to determine the sentiment polarity of reviews that are marked with the middle 
grade, grade 3 on the scale from 1 to 5. As in opinion mining one aims to determine whether 
comments are positive, negative or neutral, mark 3, being in the middle of a numerical scale 
and therefore equally distant from the expressed dissatisfaction (mark 1) and high satisfaction 
(mark 5), could be easily mixed up for neutral sentiment. However, reviews labelled with mark 
3 often convey a mix of both positive and negative sentiment, and should not be discarded 
from sentiment analysis as neutral. In our research, we have conducted a thorough analysis and 
cross-comparison of the reviews with each of these ratings in terms of writing style and vocab-
ulary. Based on the gained insights reviews are labelled for polarity. The result of labelling is a 
dataset with clearly marked examples of positive and negative reviews that is used as the input 
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for consecutive sentiment analysis. The results of sentiment analysis, presented in the Section 
3.3, point to the effectiveness of our approach.

In the sequel of this paper, we firstly described the related work on sentiment analysis, which we 
have grouped into two categories. The first category refers to different approaches to sentiment 
analysis and levels of analysis (Section 2.1); the second category includes applications of senti-
ment analysis as beneficiary for the tourism and hospitality sector (Section 2.2). We introduced 
the dataset used in this research in Section 3 and give a statistical analysis of the dataset in 
Section 3.1. Section 3.2 demonstrates a proposed method for determining the actual sentiment 
polarity of reviews labeled with an average mark of 3, based on the analysis of reviews grouped 
together according to the attached numerical rank, in terms of writing style and vocabulary 
used. Application of machine learning algorithms for sentiment analysis and interpretation of 
results is provided in Section 3.3, while the concluding section gives overview of the conducted 
research and references for future work.

2. RELATED WORK

Reviewing websites represent the major data source for sentiment analysis and opinion mining. 
These sites provide numerical ratings and textual reviews. Analyses based on numerical rating 
system are not sufficient. Only analysis of textual content uncovers nuanced opinions that are 
generally lost in crude numerical ratings and provides the understanding of consumers opining 
expressed in reviews [5], while numerical ratings can be used as sentiment indicators [11] - [14]. 

2.1. Approaches to sentiment analysis

There are two approaches to sentiment analysis [15]: the lexicon-based approach and the ma-
chine learning approach. Lexicon-based approach compares individual words from the sen-
tences with the sentiment words listed in lexicons (so called seed words) in order to determine 
whether the words convey sentiment or not. Two branches of this approach are dictionary and 
corpus-based approach. In dictionary-based approach, initial list of sentiment words is collected 
manually and sentiment orientation is associated to each word. Bootstrap technique3 is used to 
extend the list based on the structure of synonyms and antonyms in WordNet4 or other online 
dictionaries. The process of new words inclusion continues until no new words are found in 
the corpora. Corpus-based approach identifies sentiment words specific to a certain domain. 
It requires a huge corpus to cover domain-specific words and requires labelled training data 
to produce an accurate sentiment orientation for a word. Machine learning approach could be 
through unsupervised or through supervised learning. The first compares each word of the text 
with positively or negatively valued word selected for a cluster center. The sentiment orientation 
of a review is predicted by the average semantic orientation of the words in the review. 

Authors in [16] described their approach to determining the sentiment polarity of reviews. They 
regarded an opinion sentence as a positive/negative if there was a majority of positive/negative 
opinion words in a review. In the case where there was the same number of positive and negative 
opinion words in the sentence, they predicted the orientation using the average orientation of the 
closest opinion words for a feature in an opinion sentence (the so-called effective opinions) or 
the orientation of the previous opinion sentence. In [14], the semantic orientation of a phrase that 
3 Detailed explanation is available on: http://www.stat.rutgers.edu/home/mxie/rcpapers/bootstrap.pdf
4 Available at https://wordnet.princeton.edu/
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contain adjectives or adverbs is calculated as the mutual information between the given phrase 
and the word „excellent” minus the mutual information between the given phrase and the word 
„poor”. Various supervised machine learning algorithms are used for sentiment classification. 
In order to train a classification algorithm, it is necessary to provide several thousand examples 
of labelled text for training. The labelling of text for purposes of sentiment analysis is done for 
sentiment polarity (whether text conveys positive, negative, or neutral sentiment) and depending 
on the purpose of the analysis, for some additional labels (such as the sentiment target). 

Sentiment analysis is performed at one of three possible levels: document [13], [11], [17], sentence 
[18], [19], or word-level [19]. The document-level classification aims to classify documents to 
those that express a positive or negative sentiment [20], [21]. It takes into account the whole doc-
ument, i.e. review, and starts from the premise that a document discusses only one topic. Having 
in mind that the feedback mechanism of online reviews provided after service consumption plays 
critical role in the online sale of the hospitality and tourism industry, [22], the document-level 
classification often does not provide enough detail about the prevailing consumer opinion on the 
various aspects of the entity being monitored [9]. Since each tourism product should be evaluated 
based on its own characteristics, for hospitality and tourism industry aspect-oriented sentiment 
analysis is more suitable [23]-[25]. An aspect-oriented analysis deals with the classification of 
sentiment at the sentence [16], [26], [27] or a phrase level according to various aspects of the 
tourism product [28]. Aspects usually correspond to arbitrary topics considered important or 
representative of the text that is being analyzed. The third level of sentiment analysis involves 
classifying a word or phrase according to the polarity of the sentiment [29] - [31].

2.2.  Research on sentiment analysis in tourism  
and hospitality sector and impact on a business

Consumer behavior has changed significantly during the search for useful information about 
products and services. Customers have replaced offline sources of information with electronic 
word of mouth marketing (eWOM) [32]. As authors of the paper [2] define it, eWOM refers to 
all informal communication with consumers, particularly related to the usage or characteristics 
of goods and services, through Internet-based technology. Generally, in e-commerce customers 
have shown to believe more in opinion of other people and to trust them more than promotional 
campaigns of a company [33], [34], and they put equal trust in online reviews and personal rec-
ommendations of friends [35], [36]. With expansion of reviewing sites, online reviews are third 
influencing factor on purchase decisions after coupons and discounts [37]. The similar behavior 
is observed within tourism and hospitality sector. Customers have more trust in websites with 
reviews than in professional guides and travel agencies and perceive blogs as more credible 
and trustworthy than traditional marketing communications [38]. With such a strong impact on 
purchasing decisions online reviews affect online sales as well, and they should be treated as 
strategic tool in hospitality and tourism management, particularly in promotion, online sales, 
and management of online reputation [22], [38].

The positive relationship between customer rating (star rating and customer rating) and online 
sales of hotels is noted in the study conducted in [39]. Authors analyzed correlation between 
ratings from online travel agency and Booking.com and hotels in Paris and London. Contrary 
to expectations, ratings expressed through stars did not influence the sales, while according to 
the study a higher customer rating significantly increase online sales of hotels. A 1% increase 
in online customer rating increased sales per room up to 2.68% in Paris hotels and up to 2.62% 
in London hotels. Higher customer ratings also result in higher prices of the hotels and that the 
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prices of high star hotels were more sensitive to online customer ratings. Also, reviewers tend 
to give a higher percentage of negative comments to more expensive restaurants than to the less 
expensive ones as noted in [40]. 

Management of online reputation implies activities aimed at achieving the goals of strength-
ening the consumers’ trust in the company, improving the visibility and recognition of brand, 
and the strengthening the impact on the consumer preferences [4]. Given the strong impact 
online reviews have on purchasing decision, as highlighted in the previous section, monitoring 
of consumer opinion should be one of the activities in achieving this goal. Negative reviews 
with low ratings are more likely to reflect real problems, as stated in [41]. Depending on how 
management monitors and responds to customer comments and problems recognized in them, 
online comments and reviews can destroy a restaurant or help secure the business’s longevity 
[41]. Restaurant managers who respond successfully to comments in electronic forums can turn 
an unsatisfied customer to a loyal one.

3. APPLICATION OF SENTIMENT ANALYSIS ON TOURISM  
AND HOSPITALITY REVIEWS: A CASE STUDY 

The growing number of sites providing consumers’ ratings and feedback lead to the problem 
of excess of information. It is impossible to read all the data and difficult to find the relevant 
information for one to get an overall image. Some sites only provide a rating system (by stars 
or numbers) or text reviews; others also provide a combination of text reviews and ratings. Both 
approaches have their drawbacks: a simple number on a rating system provides insufficient in-
formation, while in a long review, users express complex opinions about more features.

Content available on reviewing sites reveal consumers emotions, excitements, critics, and con-
crete reasons for their (dis)satisfaction, as illustrated with the following examples taken from 
TripAdvisor website:
a) The hotel is in a central location, unfortunately this is where the positive comments end. 

The room was dark and needed updating, so not that impressed initially, but the late-night 
club noise was awful. I live on a main road, so I’m used to noise, but this was ridiculous; 
banging techno, shouting and heavy traffic until 6.00am. I can’t believe that I paid £109 
for the privilege. 

b) Just returned for a 3-day break at the Wordsworth Hotel with the family. All I can say is 
even better than last year, and that was excellent. Food, rooms, facilities and service were 
brilliant. Well done all staff and management, you made a family getaway a long weekend 
to remember.

Analysis of user-generated content identifies the public’s affection on tourism-related entities. 
Insights gained are useful for examining the impact of public sentiment on the accommodation 
choices. The good and the bad accommodation characteristics can be aggregated, as well as sen-
timent focused on the kindness of staff, bed comfort, noise intensity, breakfast, or other aspects of 
business and used to improve problematic services in a given accommodation. Sentiment analysis 
is used to conduct such analysis. It requires a dataset with clearly marked examples of reviews 
with negative and positive sentiment. Such a dataset is used to train the sentiment analysis model.

In our research we used a dataset comprised of hotel reviews collected from the website Tri-
pAdvisor [42]. In addition to textual reviews of hotels, the dataset contains a numerical rating 
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for each review. Reviewers provide these ratings when submitting a review that reflects his/her 
overall satisfaction with the property. Numerical ratings can take the value from 1 (the least sat-
isfied) to 5 (the most satisfied). Similar to work of authors [11], [13], [14], we used these ratings 
to label reviews for sentiment. 

Presuming that low numerical ratings (such as 1 and 2 on the 1-5 scale) predominantly convey 
negative sentiment, while high numerical ratings (4 and 5 on the 1-5 scale) predominantly con-
vey positive sentiment, our focus is on the subset of reviews marked by the average grade 3, for 
which it is most difficult to automatically determine the sentiment polarity. Such reviews should 
not be mistaken for a neutral sentiment. In our case the number of such reviews in the starting 
dataset is 2184 (10.66%), Table 2.

Table 1 illustrates some hotel reviews, collected from TripAdvisor, with attached numerical rat-
ings and sentiment polarity based on the review’s semantics (not its rating). It can be seen that 
reviews marked with ratings 2 and 3 carry mixed sentiment - part of the review text refers to a 
positive impression, and part of the review text refers to a negative one.

Review text Rating Corresponding 
sentiment polarity

Though the room was labeled no smoking it stunk of room deodorizer. The room 
to our door was about an inch and a half short. The carpet was vacuumed but was 
worn and dirty. Temperature control on the room AC didn’t seem to function.

1 Negative

Hotel rooms are clean (bonus) Glacier Rock restaurant downstairs is very nice 
and bar is open late. 5th floor breakfast was horrible. Need a new location for 
breakfast. Hot no a/c, food was mostly prepackaged and only 4 tables.

2 Mixed

The free breakfast in the morning was about what you would expect for a hot 
breakfast. The seating area is VERY limited. The room was clean but the beds 
were not very comfortable and the toilet wasn’t working properly. We didn’t have 
to call maintenance as my boyfriend was able to “unstick” the valve. Overall, 
the front desk staff was very friendly and the bar attached to the hotel was nice 
enough.

3 Mixed

Room was clean & comfortable. The scrambled eggs at breakfast were very 
good...best I’ve had for a free breakfast. Staff were very friendly. The hot tub was 
perfect. We ate at the Glacier Rock 2 nights...super yummy. French onion soup 
was super. 26 beers on tap. Not walking distance to attractions.

4 Positive

Comfortable beds, hot shower, AC kept the room cool and no noise to wake us up. 
Better breakfast than you find at most hotels. Both people I spoke to at the front 
desk were very nice. Thank you, Mark, for taking care of us.

5 Positive

Table 1: Hotel reviews with ratings and sentiment polarity 
Source: Authors based on the publicly available data on TripAdvisor website

In this paper, we present the case study in which both text reviews and numerical ratings provided 
by customers are taken as input data. Reviews ranked with the same rating are grouped togeth-
er. In the sequel, we will refer to reviews associated with marks 1 or 2 as the highly negative or 
negative ones respectively, and to reviews with associated marks 4 or 5 as the positive or highly 
positive ones. The first two will be grouped into the negative category or negative subset of the 
original dataset, while the latter two will be grouped into the positive category or the positive 
subset. Reviews ranked by the middle grade have the most unclear sentiment polarity, so they are 
subject of the analysis. In the sequel of this paper, we will refer to these reviews as mixed reviews, 
due to the mixture of both positive and negative emotions conveyed in majority of such reviews.
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The sentiment polarity of reviews ranked by 3 is determined based on the analysis and compar-
ison of review groups in terms of writing style and vocabulary used. The approach described 
in the sequel enables to determine the sentiment polarity of reviews that convey both negative 
and positive sentiment more accurately. The empirical study showed that the number of reviews 
where the sentiment polarity could not be determined by our approach is significantly reduced 
and is of manageable size for manual classification. 

The dataset we have used for our research comprises of 20491 reviews of hotels collected from 
TripAdvisor website5 [42]. Besides the textual reviews, the dataset contains ratings on one-to-
five scale that the authors of the reviews provide to reflect their overall satisfaction. The dataset 
is pre-processed in terms of removal of stop words (words common in language such as a, the), 
while prior the sentiment analysis we conducted tokenization (segmentation of sentences on 
words) and stemming (reducing inflections and reducing words to their base). Figure 1 illus-
trates common pre-processing steps for sentiment analysis.

Figure 1: Data pre-processing 
Source: Authors

3.1. Corpus analysis

A distribution of reviews according to ratings is presented in Table 2. A tendency to remember 
pleasant moments more accurately than unpleasant ones is referred to as Pollyanna Principle 
and it is observed in most online reviews [43]-[45], [12]. According to the authors, this ten-
dency is associated with the fact that online reviews are predominantly positive. Distribution 
of reviews presented in Table 2 shows the higher frequency of ratings marked with ratings 4 
and 5. This points to the applicability of Pollyanna Principle to our dataset. The imbalanced 
distribution of positive and negative reviews can also be attributed to euphemism and political 
correctness [46]. 

1 2 3 4 5
1421 (6.93%) 1793 (8.75%) 2184 (10.66%) 6039 (29.47%) 9054 (44.19%)

Table 2: Distribution of reviews according to ratings 
Source: Authors

5 Available at https://zenodo.org/record/1219899/#.W9CbtXszapp
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1 2 3 4 5
Min 14 12 11 11 9
Max 956 1111 960 1076 1198
Median 84 97 88 80 71
Avrg 114 129 115 108 95
Std 99.80 108.23 98.51 98.48 85.29
Total 162513 230575 251623 653475 862453

Table 3: Corpus analysis according to review rating and the number of words 
Source: Authors

Table 3 presents the basic statistics of the dataset. If we observe the average number of words in 
reviews, we can see that the lengthiest reviews are marked with lower ratings (2, 3, and 1). This 
tendency can be described through Negativity Bias, which is based on the idea that negative 
events have a stronger effect on the psychological state and human behavior [45], [47] that could 
lead to wordiness when restating negative events. The authors in [12] also observed that the 
word count in the reviews is negatively associated with the overall rating, i.e. consumers who are 
extremely dissatisfied tend to spend more time and energy to extensively critique the property, 
its amenities, and services. From the statistics provided in Table 3 we can see that reviews with 
ratings 4 and 5 comprise on average of less words (108 and 95, respectively) than other reviews. 

Figure 2: Word cloud for mixed reviews 
Source: Authors based on visualization in Voyant tool

We have analyzed the top 100 most frequent words used throughout the dataset and compared 
their usage between reviews with different ratings. Regardless of the review rating we could 
conclude that certain words are present in each category, such as hotel, room, breakfast, lo-
cation, did not, not, good, great, etc. This occurrence of words among different categories of 
reviews is not surprising, since reviews are focused on hotels and such content is only natural. 
Further analysis was conducted on reviews marked with rating 3, as we indicated that this cat-
egory is the most unclear in terms of sentiment polarity. Figure 2 illustrates the relevant word 
cloud for mixed reviews. The more prominent the word the more frequent it is in the analyz-
ed reviews. We can see that predominantly words bear positive sentiment (great, good, nice, 
comfortable, etc.), while sporadically we can identify some mildly negative words (average, 
small, bit, just, old, etc.). This supports our intention to additionally explore the group of mixed 
reviews for sentiment polarity. Among the top 100 words that are present in mixed reviews, we 
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have identified 5 words which are present only in the top 100 words in this particular category 
of reviews: average, beds, fine, things, and try. We can see that these words are bearing neither 
excitement nor disappointment. Among the top 100 words used in mixed reviews, we have iden-
tified 11 words which are not present in the top 100 words in highly negative reviews (reviews 
with rating 1) while they are present in the top 100 words in negative reviews (rating 2), positive 
reviews (rating 4), and highly positive reviews (rating 5): walk, friendly, price, quite, restaurant, 
view, right, best, buffet, beautiful, reviews. This knowledge can be used to single out mixed 
reviews with the tendency to convey positive sentiment. The word problem is present in the top 
100 words for all categories except in highly positive reviews, while word ok is only present in 
the top 100 words derived from negative and mixed reviews.

Table 4 illustrates the similarities between mixed reviews and the positive category (ratings 4 
and 5), and the negative category (ratings 1 and 2). We can observe clear differences in the most 
common words. Words that indicate some pleasant emotion or satisfaction, such as helpful, 
comfortable, excellent, close, free, are shared between the mixed and the positive category of 
reviews, while words that indicate certain unpleasantries, such as bad, nothing, old, are shared 
between the mixed and the negative category of reviews.

Frequent words Positive reviews (4 and 5) Negative reviews (1 and 2)
bit yes no
free yes no
helpful yes no
street yes no
comfortable yes no
excellent yes no
close yes no
large yes no
airport yes no
big yes no
bad no yes
nothing no yes
old no yes
star no yes
shower no yes
told no yes
* the full list of words shared among mixed and negative reviews is provided

Table 4: Frequent words shared between mixed reviews and positive or negative reviews 
Source: Authors

Observation of common occurrence of single words is not very informative since they cannot 
denote the context. We have introduced a context through analysis of bigrams and trigrams, 
which represent two or three adjoin words derived from an analyzed text. Table 5 illustrates 
the percentage of shared bigrams, or trigrams, between mixed reviews and other categories of 
reviews. Mixed reviews share 96% of identified bigrams with positive reviews, 90.56% with 
highly positive reviews, and more than 80% of identified trigrams are shared within both cate-
gories of positive reviews. As can be seen, these percentages are significantly smaller when we 
consider the negative category of reviews. Based on the provided statistics we can conclude that 
mixed reviews have more in common with positive and highly positive reviews compared to the 
similarity to negative and highly negative reviews.



3rd International Thematic Monograph:  
Modern Management Tools and Economy of Tourism Sector in Present Era

742

highly negative 
reviews

(rating 1)

negative reviews
(rating 2)

positive reviews
(rating 4)

highly positive 
reviews

(rating 5)
% of shared 

bigrams 33.11% 56.26% 96.00% 90.56%

% of shared 
trigrams 19.63% 37.38% 83.18% 81.31%

Table 5: Percentage of shared n-grams between mixed reviews and other categories of reviews 
Source: Authors

We have identified 1525 different bigrams that occur at least 10 times in the mixed reviews and 
analyzed their relation with bigrams identified in other categories of reviews. Out of 1525 bi-
grams, 441 are present in all categories of reviews, such as: great location, staff friendly, good 
location, room clean, walking distance. These bigrams describe common aspects evaluated by 
travelers. Through similarity check, we have identified 32 bigrams that occurred only in mixed 
reviews. They indicate lack of excitement or average impression and sentiment, such as: location 
average, room hot, bad place, rooms ok, overall not. Similarities between negative reviews and 
mixed reviews (7 shared bigrams) are reflected through word choice which indicates criticism 
but with lack of enthusiasm and can be illustrated through the following bigrams: ok hotel, bet-
ter days, lot desired, bed hard, not allowed, not pleasant, not fun. Mixed reviews exhibit more 
similarities with positive reviews (55 shared bigrams) than with negative reviews which can be 
illustrated through following bigrams: average hotel, decent hotel, breakfast ok, basic clean, 
just average, little better, rooms average, rooms basic, mixed fillings, little disappointed, no bar, 
quite noisy, not luxurious, small bed, etc. All these bigrams indicate basic satisfaction without 
any signs of excitement. The number of bigrams never occur in highly negative reviews, but they 
occur more than 10 times in all other categories of reviews is 387 (such as good value, location 
great, friendly helpful, etc.), while there are 20 bigrams which never occur in highly positive 
reviews (such as not return, room ok, room tiny, etc.), but occur in other categories. Mixed re-
views share 537 different bigrams with the positive category of reviews (ratings 4 and 5). These 
bigrams have never occurred in the negative category of reviews (ratings 1 and 2). On the other 
hand, mixed reviews share only 8 bigrams with the negative category of reviews (rating 1 and 2) 
which have never occurred in the positive category. Table 6 illustrates 10 most frequent bigrams 
shared with the positive category of reviews, and 8 bigrams shared with the negative category. 

We have identified 108 different trigrams that occur more than 10 times in the mixed reviews 
and analyzed their relation with trigrams identified in other categories of reviews. Out of 108 
trigrams, 16 are present in all categories of reviews, such as: king size bad, did not work, did not 
know, did not want, room not ready. We have identified 11 trigrams that are found only in mixed 
reviews. As with bigrams, they indicate lack of excitement or average impression and sentiment, 
such as: ok nothing special, did not help, not bad place, not bad hotel. Only two trigrams are 
shared between mixed reviews and negative reviews. They indicate that advertised rating of ho-
tel is not in line with the services. Four trigrams are shared between mixed reviews and positive 
reviews and they indicate that visitors are satisfied with the location of the hotel. Trigrams which 
never occurred in highly negative reviews, but do occur in other categories of reviews indicate 
clear positive sentiment (hotel great location, staff friendly helpful, good value money, hotel good 
location, 10-minute walk) or mild negativity (no big deal, did not bother, don’t speak English). 
Mixed reviews share 50 different trigrams with the positive category of reviews (ratings 4 and 5) 
which have never occurred in the negative category (ratings 1 and 2). They indicate that visitors 
value the most a location and friendliness of staff. On the other hand, mixed reviews share only 



EVALUATING CUSTOMER SATISFACTION  
THROUGH ONLINE REVIEWS AND RATINGS

743

2 trigrams with the negative category of reviews (rating 1 and 2) which have never occurred in 
the positive category. They indicate dissatisfaction with lack of hot water and air conditioning 
system. Table 7 illustrates the 10 most frequent trigrams shared with the positive category of 
reviews, and 3 trigrams shared with the negative category. The overall conclusion is that mixed 
reviews exhibit more similarities with the positive than with the negative category of reviews. 

Frequent bigrams Positive reviews (4 and 5) Negative reviews (1 and 2)
clean comfortable yes no
great view yes no
no complaints yes no
small clean yes no
overall good yes no
really enjoyed yes no
helpful friendly yes no
clean hotel yes no
nice little yes no
hotel quite yes no
no help no yes
smelled like no yes
toilet paper no yes
better places no yes
food poisoning no yes
poor quality no yes
water shower no yes
positive note no yes

Table 6: Shared bigrams between mixed reviews and positive or negative reviews 
Source: Authors

Frequent trigrams Positive reviews (4 and 5) Negative reviews (1 and 2)
flat screen TV yes no
hotel staff friendly yes no
5-minute walk yes no
good not great yes no
free Internet access yes no
ocean view room yes no
clean staff friendly yes no
15-minute walk yes no
easy walking distance yes no
location hotel great yes no
no hot water no yes
no air conditioning no yes

Table 7: Shared trigrams between mixed reviews and positive or negative reviews 
Source: Authors

3.2. Review labelling

In the presented approach, we have labelled highly negative and negative reviews (ranked 1 
and 2) as examples of hotel reviews with negative sentiment, rule 1 in Table 8. Highly positive 
and positive reviews (ranked 5 and 4) are labelled as examples of hotel reviews with positive 
sentiment, rule 2 in Table 8. Labelling of mixed reviews (ranked 3) with sentiment polarity is 
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conducted based on the sentiment score, explained in the following of this section, and the fol-
lowing rules:
1. If sentiment score is greater than zero sentiment polarity is positive (rule 3 in Table 8). 

This indicates that a mixed review is more similar to the positive category than to the 
negative category. 

2. If sentiment score is less than zero sentiment polarity is negative (rule 4 in Table 8). This 
indicates that a mixed review is more similar to the negative category than to the positive 
category. 

3. If sentiment score is equal to zero, indicating that a mixed review shares attributes with 
both positive and the negative category, it should be manually inspected to determine its’ 
sentiment polarity (rule 5 in Table 8).

No. Antecedent Consequent 

1 a review is rated with 1 or 2 by reviewer set the polarity of the sentiment of the review 
as negative 

2 a review is rated with 4 or 5 by reviewer set the polarity of the sentiment of the review 
as positive 

3 a review is rated with 3 and sentiment score is 
greater than zero

set the polarity of the sentiment of the review 
as positive

4 a review is rated with 3 and sentiment score is 
less than zero

set the polarity of the sentiment of the review 
as negative

5 a review is rated with 3 and sentiment score is 
equal to zero manually label a review with sentiment polarity

Table 8: Rules for labelling reviews for sentiment polarity based on structured ratings 
Source: Authors

3.2.1 Sentiment score calculation

Based on the observations provided in Section 3.1 on the identified single words, bigrams, and 
trigrams shared among mixed reviews and the positive/negative category of reviews, we cal-
culated the sentiment score for each mixed review. In the calculation we could not simply use 
the sum of all occurrences of a common frequent word, bigram, and trigram between a mixed 
review and the positive/negative category as a similarity measure, as the obtained sums were 
not comparable with each other due to the different number of frequent words, bigrams and 
trigrams characteristic for the positive/negative category of reviews. 

Therefore, we normalized the number of common positive/negative trigrams, bigrams and 
words for each review using the z-score. [48]. A z-score is the difference, expressed in standard 
deviations (SDs), between the value of a data point and the value of the mean of a population of 
data to which that data point is being compared. The formula for calculating z-scores is:

where x represents individual data in a set, μ is the sample mean, and σ is the sample standard 
deviation. 
Analogously to the work of [49], [50] in financial sector for evaluating insolvency based on 
z-score of the sum of the equity-to-asset ratio and the return on asset ratio, we applied z-score 
to calculate the sentiment score of a review. In order to explain the calculation of z-scores in the 
context of our analysis, we refer to Table 9. We compared each review (denoted ri in the table) 
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to single words, bigrams and trigrams that frequently occur in positive and negative category 
of reviews, resulting in six similarity values for review ri  (denoted spi, bpi, tpi, sni, bni, and tni 
respectively). If the corresponding z-score for value spi is calculated (x=spi), the sample set is 
{sp1, sp2, ... ,spk}. Z-scores for values bpi, tpi, sni, bni, and tni are calculated in a same way. 

The sentiment score of a review was calculated as the sum of z-scores for spi, bpi, and tpi mul-
tiplied by 1, and the sum of z-scores for sni, bni, and tni multiplied by -1. This value was treated 
as the sentiment score used in rules 3-5 in Table 8.

Reviews

No of common occurrences with the 
positive category

No of common occurrence with the 
negative category

Single 
words Bigrams Trigrams Single 

words Bigrams Trigrams

r1 sp1 bp1 tp1 sn1 bn1 tn1
r2 sp2 bp2 tp2 sn2 bn2 tn2
... ... ... ... ... ... ...
rk spk bpk tpk snk bnk tnk

Table 9: Number of shared words, bigrams and trigrams between mixed reviews  
and positive or negative category of reviews 

Source: Authors

Using z-scores permits a more objective and consistent overview of data. If the numbers of 
common words, bigrams and trigrams are observed for a mixed review and the positive/nega-
tive category of reviews, where the list of frequent words in the positive category is not of the 
same length as the list of frequent words for the negative category, it would be difficult to decide 
which number is really larger than the other. Using z-scores rather than the raw data relieves the 
analyst of the burden of adjusting the perception of what is the exact meaning of the number of 
common words, bigrams and trigrams, according to the different scales.

3.2.2 Future work on review labelling 

Following the rules presented above, we have labelled mixed reviews (ranked 3) and the re-
sulting dataset is used for sentiment analysis (Section 3.3). Although we achieved satisfactory 
results of sentiment analysis models by implementation of a simplest approach to labelling of 
reviews, certain modifications to the proposed approach could be made and we propose them 
as future work.

In our analysis, we used a simplest calculation of the number of common words/bigrams/
trigrams between a mixed review and the positive/negative category of reviews, by counting 
each common word/bigram/trigram as one occurrence, and summing up all such occurrences. 
Each time a common word/ bigram/trigram is observed between the mixed review and the 
highly positive/highly negative review, it is considered as an indicator of the presence of posi-
tive/negative sentiment expression in a mixed review. Having in mind that reviews ranked by 
mark 2, although negative, bear some slight positive attitude (otherwise the rank would be the 
lowest one, namely 1), and they can express both positive and negative sentiment, the existence 
of a common word or bigram/trigram between a mixed review and a negative one (but not a 
highly negative) is a less certain indicator of negative sentiment than it is the case with highly 
negative reviews. By analogy, the same holds for reviews marked by 4. Therefore, the improved 
version of calculation of similarity degree between a mixed review and the positive/negative 



3rd International Thematic Monograph:  
Modern Management Tools and Economy of Tourism Sector in Present Era

746

category of reviews would take the above mentioned into consideration, counting each shared 
word/bigram/trigram between the mixed and the highly positive/negative reviews as one point, 
and each shared word and bi-/tri-gram between a mixed and the positive/negative reviews as 
less than 1 point (for e.g. as 0.75). 

If some word/bigram/trigram is very frequent in the positive/negative category of reviews, it 
can be considered as a typical expression for conveying positive/negative sentiment. On the 
contrary, words/bigrams/trigrams rarely used in the positive/negative category of reviews can 
be considered atypical for conveying positive/negative sentiment. Having this in mind, a mod-
ification could be made in the calculation of the number of words a mixed review has in com-
mon with the positive/negative category. Instead of counting each shared word/bigram/trigram 
equally (adding 1 to the sum for each occurrence), a more frequent (and more typical) common 
word/bigram/trigram should add higher weight to the sum than a less frequent (and less typical) 
common word/bigram/trigram. As the most frequent words in the positive/negative categories 
of reviews change for each dataset, along with their frequencies, this modification would require 
the weights, linearly dependent on the frequencies, to be calculated for each dataset. Addition-
ally, separate calculation could be done for highly positive reviews, for the group of positive/
negative ones, and for the highly negative reviews. 

Number of common words/bigrams/trigrams between mixed reviews and the positive/negative 
category could be calculated in a way that there is an additional reward for each common in-
frequent word/bigram/trigram, such that it never occurred in an opposite category of reviews 
(negative/positive). 

3.3. Application of sentiment analysis

The task of sentiment analysis is basically a classification task: user-generated content is auto-
matically classified based on expressed feelings, usually into the positive or the negative class 
[51]. In the sequel of this section, we described the results of experiments over the dataset that 
was previously pre-processed and labelled as described in sections 3.1 and 3.2. Experiments 
were conducted with different classification algorithms and approaches to sentiment analysis. 
Performance of each developed classification model was evaluated in terms of accuracy, preci-
sion and recall.

In order to train classification models to predict the sentiment polarity of a review, we have divid-
ed the pre-processed and labelled dataset into a training set (75% of reviews) and a test set (25% 
of reviews). Feature engineering, as the following step, refers to the process of creating features 
which machine learning algorithms use for training. We used the domain knowledge of training 
data to create the indexed vocabulary and then to represent each review by a histogram vector 
that counts the number of appearances of each word in the review [52]. This approach converts 
reviews from the training dataset to a matrix of word counts and is referred to as Bag-of-Words 
model commonly used in natural language processing (NLP) to create vectors out of text. 

For our experiments, we have selected five classification algorithms, commonly used in NLP 
[53], [9], [54]: Logistic Regression (LR), Naïve Bayes (NB), Support Vector Machines (SVM), 
Random Forest (RF), and Xtreme Gradiant Boosting (XGB). We applied each classification algo-
rithm to the pre-processed dataset, using the training set in the learning phase, and the test set to 
measure the performance of the model. There are several measures that can be used to evaluate 
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performance of classification models. We used Accuracy, Precision, Recall, and F1 measures, 
and calculated their values on the test dataset [55], [56]. Classification Accuracy refers to the 
overall success rate and it represents the number of samples (reviews) that are correctly classified 
over the total number of classifications [57], formula (2). Precision shows the relation of correctly 
classified samples (reviews) to the majority (positive) class against the total number of entities 
classified in this class by the model, formula (3). Recall shows which percentage of positive sam-
ples (reviews) is correctly classified (as positive), formula (4). Since Precision and Recall cannot 
be directly compared, F1-Measure is calculated as their harmonic mean, formula (5). 

 (2)

 (3)

 (4)

 (5)

where TP refers to the number of true positive reviews (which are correctly assigned to a positive 
category), TN refers to the number of true negative reviews (which are correctly not assigned to 
a negative category), FP is the number of false positive reviews (which are incorrectly assigned 
to a positive category), and FN is the number of false negative reviews (which are incorrectly 
classified to the negative category).

Table 10 illustrates the performance of each classifier over the test set in terms of Accuracy. We 
can observe that SVM classifier classifies reviews to positive and negative class with the small-
est overall accuracy, 66.52% of reviews were correctly classified, while NB classifier exhibits 
the best overall performance, 88.54% of reviews were correctly classified. The main drawback 
of this measure is that we cannot conclude if the classifier exhibits worse performance over a 
positive or a negative class. For this purpose, we analyze Precision, Recall, and F1-Measures as 
they point to the performance of each classifier over the particular class, Table 11.

Logistic 
Regression Naive Bayes

Support 
Vector 

Machines

Random 
Forest

Xtreme 
Gradient 
Boosting

Accuracy 87.26% 88.54% 66.52% 80.98% 85.17%

Table 10: Overall accuracy of classifiers measured on test data 
Source: Authors

Analysis of the data presented in Table 11 indicates that SVM classifier has extremely low value 
for Recall on the negative class (0.11) meaning that of all reviews that are truly negative; this 
classifier successfully identifies only 11%. All classifiers exhibit difficulties with identification 
of new reviews with negative sentiment. This is indicated by smaller values for Recall for the 
negative class than for the respective Precision. The difference among the two evaluation meas-
ures are lower for some classifiers, and more significant for the others. For e.g., with NB classi-
fication the Precision of 0.89, and the Recall of 0.78 is achieved for the negative class, while for 
the LR classification these values are almost the same, 0.83 and 0.82 respectively. If we want 
to generate an overall conclusion, we should observe the F1-measure. According to its values, 
the NB and LR models are the best classifiers, as they most successfully classify both positive 
reviews (91% and 90% respectively) and negative reviews (83% was successfully identified). 
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Classification algorithm
Precision Recall F1-measure

Positive Negative Positive Negative Positive Negative
Logistic Regression 0.9 0.83 0.9 0.82 0.9 0.83

Naive Bayes 0.88 0.89 0.94 0.78 0.91 0.83
Support Vector Machines 0.66 0.86 0.99 0.11 0.79 0.19

Random Forest 0.84 0.75 0.86 0.72 0.85 0.73
Xtreme Gradient Boosting 0.86 0.83 0.91 0.75 0.89 0.79

Table 11: Evaluation measures for classifiers 
Source: Authors

For additional evaluation of classifiers, it is common to use the Receiver Operating Charac-
teristic (ROC) curve. ROC curve plots the false positive rate against the true positive rate for 
a number of different candidate thresholds. ROC takes values between 0 and 1 and describes 
how good the model is at predicting the positive class when the outcome is actually positive. 
However, research indicate that the use of ROC curve is not feasible in case of imbalanced data, 
when it shows overly optimistic view of algorithm’s performance [58], or it offers deceptive 
visual interpretation of classification performance [59]. The main reason for optimistic rep-
resentation of performance is that ROC curve uses the false positive rate. As an alternative to 
ROC curve, authors of [58] - [60] suggest Precision-Recall curve (PR) in which false positive 
rate is carefully avoided. Unlike a ROC curve, a PR curve is not necessarily monotonic across 
all thresholds because an increase in the threshold can decrease TP or FP [61]. The use of PR 
curve is particularly advised in case of largely skewed class distribution, which is the case with 
our dataset. Positive reviews are more frequent in the dataset than negative ones – 73.66% of re-
views belong to the positive category, while 15.68% of reviews belong to the negative category. 
Figure 3 illustrates the PR curves for all classifiers and shows that SVM and RF classifiers have 
the worst performances, while LR model would be more suitable choice than NB model since 
the PR curve for LR classifier is mostly above other PR curves6. 

Figure 3: Precision-Recall curves 
Source: Authors based on visualization in Python

6 Introduction to the precision-recall plot https://classeval.wordpress.com/introduction/introduction-to-the-precision-recall-plot/
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The results of our experiments point to the possibility of successful implementation of classifi-
cation algorithms on online reviews in tourism and hospitality sector even in the scenario when 
pre-labelled data completely lack. Our approach to labelling reviews (section 3.2) has proven 
to be successful given the fact that almost all chosen classifiers, except SVM, trained on the 
labelled data, had high performance indicators. They had successfully predicted the class a 
test review belonged to, from 79% to 91% of cases (see the values of F1-measure in Table 11). 
However, we must note that great deal of analytical skills is required for proper implementation 
of sentiment analysis and heavy experimentation with different data sources, classification mod-
els, parameters, and performance measures. As the results indicate, application of a different 
classification algorithm over the same dataset with the same pre-processing steps can result in 
different precision of classification, and an analyst must be skillful to make good estimates and 
select the appropriate classification algorithm. 

4. CONCLUSION

User-generated contents on the Web, in a form of reviews and/or ratings, convey consumers’ 
opinions and feelings towards products, services or other entities. Prospective on-line custom-
ers use this freely provided data in their decision-making process, so e-word-of-mouth spread 
of good and bad reviews can influence the business significantly, ranging from attracting new 
customers (provided the expressed sentiment in reviews is positive), to ruining the reputation 
of a company (for a negative sentiment). Consequently, companies should monitor the on-line 
activities and sentiment of their customers and promptly respond to customer comments and 
problems. This is even more emphasized in the hospitality and tourism industry that provides 
subjective services, heterogeneous in nature, where no “try before you buy” or “return in case 
not satisfied” features exist so the perceived risk for the consumers is even higher. 

Subjects of reviews and/or ratings in the domain of tourism are travel-related entities and ser-
vices. It is important to apply semantic analysis and sentiment classification techniques to study 
the textual content of the reviews and identify various dimensions on which consumers evalu-
ate tourism-related entities and services. However, the number of reviews and/or ratings grows 
every day as people continuously generate new contents and it is impossible to process and 
summarize relevant information from reviews manually, but companies should use automated 
approaches (opinion mining technique or sentiment analysis), for which either clearly marked 
examples of positive and negative overall reviews, or sentiment words should be provided in ad-
vance. As this prerequisite is hard to meet due to the lack of freely available datasets marked for 
sentiment polarity, some authors used numerical ratings (e.g., star ratings, thumbs up, thumbs 
down) obtained from the reviewing site to determine the sentiment orientation of a review. 
However, there is evidence in literature that numerical ratings may not be the ideal measure 
of customers’ (dis)satisfaction. In the paper we described a simple and yet effective method for 
determining the sentiment polarity of online reviews with attached numerical ratings. 

The proposed approach is based on the similarity check in terms of vocabulary and writing style 
among three categories of reviews: the positive category, comprising of reviews associated with 
high numerical ranks (4 and 5), the negative category, comprising of reviews associated with 
low numerical ranks (1 and 2), and the mixed category consisting of reviews that convey both 
positive and negative sentiment (with the associated rank of 3). 
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The statistical analysis of the dataset revealed that the overall distribution of the reviews in 
TripAdvisor tends to be heavily skewed towards the positive ratings, while negative reviews 
are typically associated with greater word count than positive reviews. It is useful to focus spe-
cifically on these negative reviews since they are most likely to spread negative WOM about 
the tourism facility. The study also explored word choices of reviewers scoring tourism-related 
entities at lower ratings versus higher ratings. The finding can be helpful to service providers in 
uncovering patterns of deficiencies in the service standards and delivery and to act accordingly. 
Therefore, using the dimensions uncovered through analysis of textual contents, both positive 
and negative, service providers can better position themselves and target the needs and prefer-
ences of their customers.

The insights gained through corpus analysis were formulated in a form of rules for sentiment 
polarity determination. The result of the labelling following the devised rules (section 3.2) was 
a dataset with clearly marked examples of positive and negative reviews for sentiment analysis. 

In order to investigate whether the results of labelling can be used as valuable help in data 
preparation for sentiment analysis, i.e. for building a successful classification model for senti-
ment analysis or not, several experiments have been conducted by five classification algorithms, 
commonly used in NLP: Logistic Regression, Naïve Bayes, Support Vector Machines, Random 
Forest and Xtreme Gradient Boosting. The best results were obtained with the NB and LR, as 
they exhibit high classification performance on both positive and negative reviews (above 90% 
and 80% correctly classified reviews, respectively). The results of our experiments described 
in section 3.3 point to the possibility of successful implementation of classification algorithms 
on online reviews in tourism and hospitality sector even in the scenario when pre-labeled data 
completely lack. 

Once a satisfactory classification model of sentiment analysis has been developed it can have 
various business applications, and be beneficial for both customers and hotel managers [25], 
[51]. Aside from saving a lot of time and easing the decision process for consumers, such a sys-
tem would also help hotel managers on improving their services based on feedback information 
how their hotel is seen by customers, what services they liked or disliked [25]. As pointed in 
[51] automated sentiment analysis models can aggregate overall satisfaction or dissatisfaction 
of customers by summarizing positive and negative online comments. They represent a useful 
tool for benchmark and analysis of public opinion towards the key competition through analysis 
of online reputation of competition, and public stance towards their key products, brands, or 
services. Furthermore, aspect-based sentiment analysis offers detailed insight into the public 
opinion, as it can pinpoint positive and negative aspects of products, services, or their individ-
ual characteristics. Although both positive and negative reviews enhance consumer awareness 
of hotels, positive reviews tend to improve overall attitude towards the hotels, and this affect is 
considerable for lesser-known hotels. By implementing sentiment analysis models, any business 
can monitor variations in public opinion through time. Gaining a better understanding of the 
associations within the various attributes of the properties and traveler reviews may lead to an 
improvement of the services provided and a decrease in the postings of negative reviews.

Although textual comments provide fine-grained information about a service provider’s reputa-
tion that is likely to engender a buyer’s trust in the service provider’s competence and credibil-
ity, there is another interesting aspect that is revealed in analysis of on-line reviews [12]. Even 
when consumers have given very low ratings to a certain property, they have not completely 
given up on the properties, so they are willing to return to it in the future. The number of such 
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consumers counts for some 9% in the low reviews, and suggests that consumers are willing to 
give a second chance if service providers are willing to take the negative feedback into consid-
eration and ensure that service delivery is significantly improved. Consequently, managers must 
develop strategies that improve consumers’ perceptions of their responsiveness, i.e. willingness 
to take under consideration the reviews, both positive and negative, and enhance their service.

Although the paper clearly stated the importance of the application of modern data analysis 
tools, such as content analysis and sentiment classification techniques, and further demonstrat-
ed one possible approach in the domain of hospitality and tourism through a case study and 
the empirical research, there is a limitation to relying on the data from a single Web site, Tri-
pAdvisor. Reviews available on one site may not be the true representative sample of consumer 
opinion and also the service providers’ perceived quality. To enhance the capability of gener-
alization of the findings, similar data analysis should be applied to reviews from various sites 
and services. This would provide deeper insight into the issues consumers are mostly concerned 
with in reviews in the tourism and hospitality industry and their behavioral patterns.
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Abstract: This paper presents results of comparing technical university students with students studying 
tourism from the perspective of their personal diagnostics. We used the Big Five personality traits and 
Grit-S scale as these are fast and reliable tools that can reveal, among others, whether job applicants 
have the personality profile required for the job. In the case of tourism, the applicants should be extra-
verted, agreeable and with a low level of neuroticism. The study showed that the personality of tourism 
students is on average within the population norm, but they differ significantly from technical students 
in certain personality factors. Tourism students manifest significantly higher conscientiousness and 
agreeableness than technical students. It can be presumed that students with greatest perseverance and 
conscientiousness are those studying tourism, then students studying management at technical schools, 
whereas rather technically and science-oriented VSCHT students had the lowest score.
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1. INTRODUCTION

The competition in industry is great. Tourism is no exception with many entities around. 
On the other hand, the demand for their services is limited. Therefore, companies are 
acutely concerned with attracting and retaining highly qualified experts [1]. There are 

two extreme approaches how such experts can be hired. One of them is to take the best experts 
from the market, the second way is to educate employees so that they suit perfectly employer ś 
needs. Since hiring the best applicants is complicated and expensive, many companies train 
their own employees. From the perspective of selection, it is necessary to find applicants who 
are prospectively suitable, i.e. with best competences possible and – most importantly – with an 
appropriate personality profile and willingness to develop themselves in professionally. What 
gets to the fore in such cases are psychodiagnostics methods of selection.

Current performance aspects can be quite well revealed using relatively accurate performance 
tests. Predicting employees’ behavior is more complicated. General personality traits are used 
for employee selection [2]. Furthermore, modern world requires high-quality results in a time 
that is as short as possible while expending the lowest costs possible. That is one of the reasons 
why the OCEAN concept became very popular: it describes a personality using five basic are-
as: Conscientiousness, Extraversion, Agreeableness, Neuroticism, and Openness to experience. 
There are other fast tools that can be employed by diagnostics: suitability to further education 
can be assessed using, for instance, the grit scale. It is likely that applicants with a higher degree 
of perseverance will be more willing to take part in training until the end and they are also 
likely to be more loyal at work.
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The OCEAN concept (in John ś form – Big Five) and the grit scale are used in our research. 
The objective of the study is to assess whether a tourism university student distinguishes with 
relevant characteristics from a technical university student. The sample consists of bachelor 
students to find if personality influences choice of university. We shall also reveal what their 
average personality orientation is and whether their majority meets personality requirements 
linked with managerial jobs in tourism.

2. THEORETICAL FRAMEWORK 

The selection process is one of fundamental HR activities. Its purpose is to recognize which 
applicants are most suitable for the company and evoke their interest in the job offered. The 
first goal is usually accentuated. Psychometric tests, interviews and other selection methods 
are routinely used to guide selection decisions in practice [3]. The basic thing in selection is 
an interview that is in some cases also the only applicable tool. In a research carried out by [3] 
interviews were the marked as the most frequently used method unambiguously by all groups 
of evaluators.

Theory distinguishes between several types of job interviews depending on how many people 
participate. It can be a “face-to-face” interview between an applicant ant the evaluator. With 
respect to the fact that more evaluators participate in assessment (HR officer, future immediate 
superior, a top manager and sometimes also a psychologist and a language expert) applicants 
need to go through several interviews. A specific form of this type of interview is a situation 
when an HR officer is alone in the first round, but is also present in the second round, accom-
panied by the applicant’s future immediate superior. The reasons for this may be that the HR 
officer can assess to what extent applicants’ behavior is consistent in both round, while the HR 
officer may also be a “safeguard” so that a manager who is inexperienced with hiring does not 
make serious mistakes and for some applicants the presence of the HR officer may be a reas-
suring element since they are “familiar” with him/her after the first round. Another type is an 
interview in front of a panel of evaluators, but it is more stressful for applicants than the pre-
vious alternative, since such applicants “face” a group of interviewers on “foreign ground”. In 
this way it is highly recommendable that one of the evaluators is a selection expert who ensures 
setting conditions that are favorable to applicants as much as possible. In certain cases, particu-
larly when hiring workers for uncomplicated work, typically manual, a group interview can be 
applied during which one or more interviewers assess groups of applicants.

Another way of how job interviews can be divided is by their formal preparedness: in such a 
case we distinguish between a structured, semi-structured and unstructured interview. Inex-
perienced interviewers should exclusively use structured interviews when applicants are asked 
prepared questions in predefined wording. Naturally, interviewers need to prepare also for an 
unstructured interview, but in that case they have only prepared (thought of) topics about which 
they want to learn something during the interview, their sequence and they decide on the word-
ing of their questions depending on the development of the interview. An unstructured inter-
view allows for responding better to unexpected circumstances and it is probably more natural; 
the risk is that the interviewer may omit to discuss certain field as some other information from 
the applicant catches his/her attention. It is also more complicated to keep track of time and note 
down answers. After all, it is always possible to use elements from a semi-structured interview 
and adjust the prepared sequence of questions with respect to the situation and/or complement 
it with further questions.
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Interviewers sometimes make interviews rather stressful, particular in cases when they uncon-
sciously dislike an applicant or when they are tired of interviewing. Of course, this is wrong. 
Nevertheless, they may actually use this form of an interview purposefully when they need to 
see how applicants behave under pressure. In such cases it is possible to apply time pressure, 
raise voice, or more interviewers may ask questions at the same time, but it is necessary to as-
sure applicants immediately after such an interview that this is not the usual way how the com-
pany ś manager behave and explain that pressure was exerted in order to check how applicants 
behave under pressure and simulate a situation in which applicants may occur in their job. If no 
explanation follows, there is a real danger that applicants who are offered the job refuse it as they 
are not interested in working for an aggressive or moody company.

The last option how interviewers can go about selection process is a screening interview that 
can be used in case there is a large number of applicants, typically in groups and after eliminat-
ing unsuitable applicants. However, screening only provides approximate information and after 
it is used it is still necessary to proceed with further forms of interviews.

The second most frequently used method was job experience evaluation and the third were 
references [3]. In case a more detailed analysis is required, an interview is complemented with 
professional skill testing, psychodiagnostics methods, solving case studies or with references. In 
his research, [3] assessed the frequency of use and fairness of 13 selection methods: GMA tests; 
Interviews; Job tryouts; Assessment centers; Biodata; Academic grades; Work experience; Ref-
erence checks; Personality; Interests; Training; Years of education; Age. The least frequent were 
Interests, Age and Personality (11th position). Personality also had low perceived fairness (9th po-
sition) despite the fact that assessing whether an external candidate’s personality is suitable for 
the organization, which is often described as a key factor that influences efficiency of employees 
and it is also one of the hardest elements to assess in a hiring process [4].

When applying psychodiagnostics it is possible to use several types of tools for predicting men-
tal fitness. We can distinguish between personality and performance tests. Psychodiagnostics 
tests are currently very popular and rather easy to get. According to Koubek, Western Europe 
and the USA in particularly see a trend of withdrawing from large-scale use of psychological 
tests [5]. These are typically special tests focused on deeper understanding of personality orien-
tation, stress resistance or checking the necessary requirement for the job. However, they always 
need to be evaluated by an experienced psychologist. But with respect to their availability and 
adjustments to easy- and fast to use tools reviewed and pragmatic diagnostic tools, are also used 
by laypeople. When employees’ psychometric characteristics are required for their jobs, even 
[6] consider personality questionnaires and cognitive ability tests suitable.

The most frequently used personality tests are various questionnaires and assessment scales, 
whereas the most frequently performance tests are those that measure intelligence and some 
special abilities such as memory, creativity or stress resistance. It is interesting to note that 
applicants consider personality tests less favorable than other competing selection tools (e.g. 
interviews and work samples) [7].

Although there are many personality theories ranging from Freud to Allport, Eysenck to Rog-
ers, the currently most widely used approach in practice are MBTI by Cook Briggs and Myers 
Briggs and particularly Big Five. Finding its authors is quite a challenge. The basis was probably 
laid by Eysenck’s multidimensional concept, five factor model was also constructed by Gold-
berg, some claim its author is Digman, while others believe it was Robert (Jeff) McCrae and 
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Paul Costa. According to [8] this five-factor model was created on the basis of factor analysis 
of words describing personality. The five most significant factors were extraversion, agreeable-
ness, emotional stability, conscientiousness and intellect. This model is also known as OCEAN, 
which is the acronym of initial letters of the following words: Openness, Conscientiousness, 
Extraversion, Agreeableness, and Neuroticism.

Openness to experience can also be understood as intellect and people with a high score are cu-
rious, original and intelligent. High score in conscientiousness means that the person is reliable, 
hardworking and persistent, individuals scoring highly on extraversion are people-oriented and 
optimistic. Agreeableness is linked with altruism, trustfulness and trustworthiness, whereas 
high score in neuroticism means the individuals are tense, restless and hypochondriac [9].

At present, this concept is studied using questionnaires called NEO Inventories (NEO Person-
ality Inventory-3 (NEO-PI-3), Revised NEO Personality Inventory (NEO-PI-R™), and NEO 
Five-Factor Inventory-3 (NEO-FFI-3)) created by Paul T. Costa and Robert R. McCrae [10] and 
Big five (Big five inventory (BFI-2) or abridged versions BFI-44 and BFI-10) developed by John 
and his colleagues [11]. The first NEO-PI-R needs 45 minutes for administration, the abridged 
form NEO-FFI with 60 items only 10 minutes. BFI-2 also contains 60 items, but John tried to 
compile even shorter inventories with only 44 and 10 items.

While extremely short questionnaires minimize the time needed for administration, they do not 
provide sufficiently detailed assessment for diagnostic purposes. On the other hand, in selection 
processes there is usually not enough time for a personality questionnaire to be processed more than 
10-15 minutes: these requirements are well met by BF-2 and NEO-FFI-3 that both contain 60 items.

Also, Hogan Personality Inventory (HPI) is based on the Five-Factor Model of Personalities. It 
is used to measure normal, or bright-side personality. It contains 266 true/false and agree/disa-
gree questions. Unlike the Big five or NEO, uses the HPI seven scales: Adjustment, Ambition, 
Sociability, Interpersonal Sensitivity, Prudence, Inquisitive, and Learning approach [12]. It also 
predicts work performance by measuring six occupational scales: Service Orientation, Stress 
Tolerance, Reliability, Clerical Potential, Sales Potential, and Managerial Potential. Correlations 
among five factors models and HPI are shown Figure 1.

Figure 1: Correlations among Big five and HPI personality profile Source: [12], p. 55.
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Other standardized personality questionnaires are significantly longer. Among those that, like 
the OCEAN concept, have developed by factor analysis are the well-known 16 PF Raymond 
Cattel. It contains 187 items (in English version). As the name implies, the questionnaire meas-
ures 16 personality factors: Warmth (A); Reasoning (B); Emotional Stability (C); Dominance 
(E); Liveliness (F); Rule-Consciousness (G); Social Boldness (H); Sensitivity (I); Vigilance (L); 
Abstractedness (M); Privateness (N); Apprehension (O); Openness to Change (Q1); Self-Reli-
ance (Q2); Perfectionism(Q3); Tension (Q4). Their collection into global factors is described in 
Table 1. For each factor is also added the short description of high and low range. For example, 
descriptors of high range in factor Warmth (A) are Warm-hearted, Carrying, Attentive to others. 
The descriptors of low range for the same factor are Reserved, Impersonal, Distant.

Extroversion/ 
Introversion

High Anxiety/ 
Low Anxiety

Tough-
Mindedness/ 
Receptivity

Independence/ 
Accommodation

Self-Control Lack 
of/ Restraint

A: 
Reserved/Warm

C: 
Emotionally 

Stable/Reactive

A: 
Warm/Reserved

E: 
Deferential/
Dominant

F: 
Serious/Lively

F: 
Serious/Lively

L: 
Trusting/Vigilant

I: 
Sensitive/

Unsentimental

H: 
Shy/Bold

G: 
Expedient/Rule-

Conscious
H: 

 Shy/Bold
O: 

 Self-Assured/
Apprehensive

M: 
 Abstracted/

Practical

L: 
 Trusting/Vigilant

M: 
 Abstracted/

Practical
N: 

 Private/Forthright
Q4: 

 Relaxed/Tense
Q1: 

 Open-to-Change/
Traditional

Q1: 
 Traditional/Open-

to-Change

Q3: 
 Tolerates 
Disorder/

Perfectionistic
Q2: 

 Self-Reliant/
Group-Oriented

Table 1: 16PF global factors and the primary trait Source: [13], p. 138.

The 16 PF was used also in original development of Big five [14]. Many studies confirm cor-
relation between the NEO factors and the 16PF factors, it means between two extraversion 
factors, between anxiety and neuroticism, between self-control and conscientiousness, between 
tough-mindedness and openness to experience, and between independence and dis-agreeable-
ness [15]. [16] claim that the average correlation between the NEO and global 16 PF factors is 
just high as those between NEO and Big five factors. Correlations are confirmed also between 
16PF factors and MBTI approaches [15].

The 16PF personality test is used by employers for hiring, promotion, coaching, and career 
development. The problem is that interpretation of 16 items profile asks a psychologist with 
experience.

Other personality questionnaires used for psychodiagnostics purposes during selection process 
are for example Business-Focused Inventory of Personality (BIP), California Psychological In-
ventory (CPI), the Multidimensional Personality Questionnaire (MPQ) etc.

Business-Focused Inventory of Personality (Bochumer Inventar zur berufsbezogenen Persön-
lichkeitsbeschreibung, BIP) is an empirical method developed in Germany [17]. The standard 
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version is the self-report questionnaire (Form S) but it exists also short version (Form O), com-
pleted by others. Both of them include 14 scales (in the Form O, there are only 3 items per each 
scale). The scales are arranged into four conceptual domains:

• Occupational Orientation – assessing work-specific motivation, this domain considers 
what motivates respondents in planning and shaping their career path and what they 
value in a job;

• Occupational Behavior – assesses the typical approach to work;
• Social Competencies – this domain describes the style of interacting with other people;
• Psychological Constitution – this domain seeks to describe how the demands made by 

a range of tasks at work, impact on a person’s resilience and experience of emotional 
pressure. 

The result is a picture of personality attributes (see Figure 2), which are important for realiz-
ing of a wide range of work activities. The construct validity shows, that scales correlate with 
appropriate scales of other tests (NEO, 16PF). In Czech language version miss out a construct 
validity [18].

Figure 2: Illustration of BIP personality profile Source: [19]

In Germany was developed also Freiburg Personality Inventory (Freiburger Persönlichkeitsi-
nventar, FPI) in 1970. It is also self-report questionnaire. The standard version included 210 
items, the revised version only 138 items. The authors selected ten traits and two other second-
ary factors. Their description is in table 2.

California Psychological Inventory (CPI) is a very popular questionnaire created in half of 20th 
century and many times updated. It includes 468 items, and they fulfill 18 scales which are 
designed to assess personality characteristics important from a social interaction point of view, 
grouped in 4 broad categories emphasizing effective interpersonal functioning: measures of 
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poise, ascendancy, and self-assurance; socialization, maturity, and responsibility; achievement 
potential and intellectual efficiency; and intellectual and interest modes [21]. This questionnaire 
was developed for “normal” (non-psychiatrically disturbed) subjects and there it is possible to 
use it for employees’ selection. But 468 items are too much, and there it is used more often for 
developing purposes, which means to find strengths and weaknesses in personal profile for the 
current position of employee.

Primary scales

LIFE SATISFACTION contented with life, optimistic, hopeful versus discontented, de-
pressed, negative attitude towards life

SOCIAL ORIENTATION socially responsible, helpful, considerate versus self-concerned 
showing little solidarity, uncooperative

ACHIEVEMENT ORIENTATION
achievement oriented, active, acting quickly, ambitious, com-
petitive versus low achievement orientation, low energy, lack-
ing ambition, non-competitive

INHIBITEDNESS inhibited, unsure of self, shy versus easy-going, self-confident, 
outgoing

IMPULSIVENESS easily aroused, hypersensitive, uncontrolled versus calm, com-
posed, under control

AGGRESSIVENESS spontaneously and reactively aggressive, pushy, assertive ver-
sus non-aggressive, controlled, restrained

STRAIN tense, overwrought, stressed versus unstrained, unpressured, 
able to handle stress

SOMATIC COMPLAINTS many complaints, psychosomatically disturbed versus few 
complaints, not psychosomatically disturbed

HEALTH CONCERN
afraid of illness, conscious about health, treating oneself with 
care versus not worried about health, unconcerned about health, 
robust

FRANKNESS

frankly admitting minor weaknesses and common violations 
of norms, unembarrassed, versus oriented to norms of con-
duct, concerned with making a good impression, unable to be 
self-critical, closed

Secondary scales

EXTRAVERSION extraverted, sociable, impulsive, enterprising versus introvert-
ed, reserved, reflective, serious

EMOTIONALITY
emotionally labile (unstable), hypersensitive, anxious, many 
problems and physical complaints versus emotionally stable, 
composed, self-confident, content with one’s life

Table 2: FPI scales description Source: [20], p. 169

A bit more items (more than 500) includes the famous personal questionnaire, the Minnesota 
Multiphasic Personality Inventory (MMPI). This questionnaire was developed by Starke R. 
Hathaway and J. C. McKinley at Minnesota University in 1940 [22]. It was many times updated. 
Although the questionnaire was developed for clinical practice it was very often used for per-
sonal screening of potential employees. More than 100 items were, for example, used in the first 
version of CPI. The items are collected into a lot of different scales. There exist clinical scales 
(10), restructured clinical scales (9), validity scales (11), content scales (15), supplemental scales 
(12) and Personality Psychopathology scales (5). The researchers collect their own scales using 
items of MMPI.
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In the Czech Republic are for diagnostics of personality often used Brno personality question-
naire, horizontal (Brněnský osobnostní dotazník, horizontální, BOD/h), Gordon personality 
profile- Inventorium (GPP-I) and the collection SPARO. SPARO is the basic tool of diagnostic 
battery DIAROS, developed by Mikšík. SPARO seek basic components of basal components of 
mental integration: cognitive variable (KO), emotional variable (EM), regulatory variable (RE), 
and adjusting variable (AD). The more complex dimensions are Normality of personality (N), 
Optimal stimulation level (S), Individual tendency to risk (I), Interpersonal relationships (V), 
Internal correction (K), and Self-promotion (P) [23]. All these questionnaires are more often 
used in clinical practice than for diagnostics during hiring or employee development.

Other tests used in job interviews, besides psychodiagnostics tests, are expert tests which are 
focused on examining the skills, abilities and knowledge required for the job. Tests that investi-
gate expert qualification include the following ones:
a) job tests – it is a simulation of the actual working process,
b) manipulating numbers and a dictate – examines the ability to work with numbers and 

type,
c) manual dexterity test – intended for examining the degree of motor and sensorimotor abil-

ities,
d) telegram test – examines the ability to express heart of the matter by transforming a sty-

listically distorted text on a form of a ten-word telegram,
e) expert gap test – is used for examining the knowledge of expert terms that applicant fills 

in gaps in a report,
f) comparison of two written reports – examines work pace and conscientiousness of the ex-

amined person. Applicants are given a list and its copy with mistakes: the task is to mark 
the mistakes within a time limit,

g) Wartegg test – it is a projective graphic test that contains eight squares with unfinished 
drawings; the applicant is asked to complete the drawing. As the case is with all projective 
tests, applicants inadvertently project something from their personality. Wartegg test is 
aimed at revealing people’s reactions to some types of conflict situations.

Another possibility, especially for managerial jobs, is to use case studies. It is a description of an 
actual or fictional situation and applicants are given the task to come up with the best solution 
possible.

In order to achieve the highest degree of objectiveness when assessing job applicants, it is ad-
visable that evaluators know the subconscious tendencies that influence every evaluation. Since 
they are subconscious, they are hard to eliminate. However, if the evaluator knows about them, 
he/she can try to decrease their influence deliberately. These tendencies typically include:

• Halo effect – an assessment on the basis of a distinctive feature of another person [24]; 
typical mainly in selection interviews,

• sympathies and antipathies – they occur in all types of assessments; a likeable person 
usually receives better assessment than such a person should be objectively given,

• not using utmost values of the evaluation scale – evaluators often unwittingly “spare” 
extreme values in case they come across even more extreme cases,

• graying effect – typical when an evaluator does not compare a particular performance 
with a certain standard but with previous assessment; an average employee evaluated 
after a series of extraordinary peers usually receives only below-average marks, where-
as if he were preceded by low performance peers he would seem to be above-average,
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• inertia effect – if an evaluator gave an applicant in, for instance, first four competences 
objectively highly above-average assessment, the evaluator is inadvertently driven to 
give high evaluation even in fifth competence regardless of how the applicant actually 
fares,

• horn effect – the evaluator is influenced by information he/she overheard before the 
actual assessment,

• black and white vision – excessive conciseness in assessment, if something is not per-
fect it is considered totally wrong [24],

• bias against differences – subconscious assessment of some groups on the basis of eval-
uator’s own generalizing impression; this may concern ethnic minorities (Asians are 
good at mathematics, Greeks, Spaniards or Romani are lazy), religion, age, gender, 
sexual orientation, etc.,

• comparison with the evaluator – comparing the applicant’s performance with the asses-
sor’s presumed performance does not have to be necessarily wrong, but it is usually far 
from objective assessment.

It is beneficial to the selection process if an assessment center is involved. However, assessment 
center is an expensive tool designed for the needs of a particular employer, so it is only used 
when a larger number of employees are hired. Assessment centers use psychodiagnostics tests, 
observation when applicants solve simulated job situations, behavior under stress, team work 
and communication or a managerial vision, a task that reveals applicants’ ability to predict 
development of a certain phenomenon linked with company’s operation. The precondition of 
evaluating this task correctly is the evaluator’s intuition, knowledgeability and experience. This 
method is used as complementary when hiring employees for jobs in middle and top manage-
ment. Assessment center is based on the evaluators’ evaluation of measurable criteria. The team 
of evaluators includes not only trained specialists from an advisory agency, but also relevant 
managers from the client’s company. In principle, a group of some twenty years is compared of 
daily basis: two or three best applicants always promote to another round (assessment day). It is 
faster, cheaper and more objective than evaluating the same number of applicants individually. 
On the other hand, this method is demanding in terms of organization and candidates’ time [5].

3. METHODOLOGY 

Participants included 397 bachelor students from four universities in Prague, Czech Repub-
lic (Czech Technical University in Prague (ČVUT), Czech University of Life Sciences Prague 
(ČZU), University College of Business in Prague (VŠO), and University of Chemistry and Tech-
nology Prague (VŠCHT)). The sample is described in Table 3. They answered Grit-S [25] and 
BFI-2 [26] instruments, and two control variables - gender and age. 

 Male Female Mage SDage
ČVUT 18 45 20.89 1.056
ČZU 34 59 23.54 2.459
VŠO 23 73 20.57 1.961
VŠCHT 53 92 23.86 1.062

Table 3: Participants’ demographic data

The research was carried out in spring 2018 (except VŠO where it was carried out in September 
2018). All questionnaires were written in participants’ native language (i.e. in Czech).
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BFI-2. We used the BF-2 version [26]. It is a five-factor questionnaire measuring Big Five per-
sonality. For each factor, there are 12 items. Response options range from 1 (strongly disagree) 
to 5 (strongly agree).

Grit-S. We used the Grit-S [25]. It is an abridged version of the 12-item Grit-O [27]. It is a two-
scale questionnaire, each with four items. Consistency of Interest, referring to the consistency 
in one’s interests over time; and Perseverance of Effort, which involves sustaining effort in the 
face of adversity. Response options range from 1 (not at all like me) to 5 (very much like me).

4. RESULTS AND DISCUSSION

First, we inquired whether the students correspond on average with the population standard for 
Big Five. Using mean values and standard deviations of Soto’s extensive research [26] T-scores 
were calculated for the students. The mean was 50 with a standard deviation of 10, which is 
more convenient for orientation than the most frequently used division (z-score, with a mean of 
0 and a standard deviation of 1). The mean values for students from the observed schools are 
shown in Table 4. For the time being, it is not a sufficiently big sample for Grit-S to create the 
population standard.

Big Five
Ext Agree Consc Neur Openn

ČVUT average 52.3 50.9 50.3 47.5 43.2
standard deviation 8.4 6.8 8. 5 8.1 8.9

ČZU average 51.6 50.6 50.7 49. 1 42.0
standard deviation 8.3 8. 0 7.5 7. 7 9.6

VŠCHT average 52.5 49.1 46.8 48.2 47.3
standard deviation 8.3 9.2 9.2 9.3 9.0

VŠO average 53.7 52.0 52.2 47.5 43.6
standard deviation 7.1 7.9 7.7 7.2 8.0

Table 4: T-score values for Big five personality traits

It is apparent that all the students are in line with the population standard. It was waiting, because 
it would be very unusual if such big groups would be beyond any standards. Nevertheless, this 
does not rule out the possibility that there might be significant differences between the groups.

The parameters were compared using t-test. For this reason, it was necessary to check the dis-
persion homogeneity. Results of F-tests are shown in Table 5.

Big Five Grit-S

Ext Agree Consc Neur Openn
consist. 
of inter-

est

persev. 
of effort total

ČVUT vs. VŠO 1.414 0.742 1.209 1.282 1.232 1.272 5.517 1.929
ČZU vs. VŠO 1.377 1.002 1.064 1.141 1.447 1.041 5.703 2.317
VŠCHT vs. VŠO 1.370 1.350 1.430 1.681 1.256 1.215 4.942 2.053
technical universities 
vs. VŠO 1.375 1.119 1.281 1.427 1.393 1.154 5.299 2.102

Table 5: F tests results
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The critical value for F-test was 1.55. Scatter in the samples was thus coincident, with the ex-
ception of a few cases marked in the table in bold. In cases when the means differed, we applied 
t-tests (in table in italic). The resulting values of t-tests are shown in Table 6.

Big Five Grit-S

Ext Agree Consc Neur Openn
consist. 
of inter-

est

persev. 
of effort total

ČVUT vs. VŠO 1.096 0.912 1.400 0.001 0.342 1.856 1.789 2.273
ČZU vs. VŠO 1.849 1.151 1.324 1.490 1.241 0.037 1.936 1.583
VŠCHT vs. VŠO 1.146 2.524 4.635 0.654 3.194 1.333 2.310 2.565
technical universities 
vs. VŠO 1.587 2.096 3.380 0.860 1.068 1.241 9.256 2.460

Table 6: Student t-tests results

The critical value for t-tests was 1.99. Therefore, most means in the samples are coincident, 
exceptions are highlighted in bold.

The results clearly show that the main carrier of change at technical and tourism students is 
VŠCHT. When the change was significant, another mean from the VŠCHT and VŠO sample 
was always significantly different. The other two technical schools differed with the mean from 
the VŠO mean (total grit value) in only one case.

The cause of this fact may be that the ČVUT sample consisted of students from the Masaryk 
Institute, i.e. students who plan to become managers. Similarly, ČZU students were only from 
the Faculty of Economics and Management, i.e. again future managers. However, the interest 
at VŠCHT in studying economics and management is marginal and it is possible that this is 
manifested in Bachelor program students already. That is why we also compared students from 
different technical schools and it showed that ČVUT and ČZU students are more conscien-
tious than VŠCHT students (2.554 and 3.374 respectively with the same critical value of t-test, 
tcrit=1.99), and VŠCHT students are more open than ČVUT and ČZU students (3.031 and 4.273 
respectively with the same critical value of t-test, tcrit=1.99).

Tourism students manifest significantly higher conscientiousness than the case is with VŠCHT 
and other technical students. It is a factor representing reliability, perseverance, and diligence. 
This factor usually correlates strongly with grit. This is also confirmed by our research in which 
VŠO students are generally more persistent than technical students as well as than ČVUT and 
VŠCHT students. VŠO students also had better score in perseverance than technical school and 
VŠCHT students and non-significantly higher than ČVUT and ČZU students.

It can be presumed that students with greatest perseverance and conscientiousness are those 
studying tourism, then students studying management at technical schools, whereas rather tech-
nically and science-oriented VŠCHT students had the lowest score.

VŠO students also scored greater agreeableness than technical university and VŠCHT students. 
There are not significant differences between technical students in this factor, but the values 
suggest that the difference may be due to the difference of VŠCHT students who dominated the 
sample of technical university students. Higher score in this factor defines an individual as a 
good-hearted, trustable and trustworthy which are traits suitable for an employee who gets in 
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frequent contact with clients and/or subordinate employees. It should also be noted that a scien-
tist or a technician could be trustable and they should verify data as much as their communica-
tions are verified and confirmed.

The last significant difference detected was between VŠO and VŠCHT students while VŠCHT 
students scored higher openness than VŠO students. People with a high score in openness are 
curious, original and intelligent. Whether it is a fluid or rather crystallized intelligence would 
have to be verified with an intelligence test. A relatively high share of scientists, that is the 
future occupation of VŠCHT graduates, may indicate that they are really curious people with 
a need to reveal connections and to search for new ways of using their findings. Naturally, all 
students who are able to study at a university must be intelligent and intelligence and originality 
will certainly come handy even if they work as managers.

5. CONCLUSION

The selection process is an essential personnel activity necessary for hiring suitable employees. 
It usually rests on job interviews, but there are many factors that may affect a job interview: 
unpreparedness, subconscious tendencies, insufficient awareness of criteria, lack of time, etc. 
This is why it is advisable to use an assessment center when selecting employees or at least to 
invite other experts well versed in hiring to participate in interviews.

One of recommended methods is psychodiagnostics assessment of applicants. Our research 
showed that even when large groups of students are generally within the population standard; 
but we can also find significant differences between them. Tourism students in Prague in year 
2018 proved to be more agreeable (meaning trustable and trustworthy) and also more conscien-
tious (reliable, persistent) then technical students in the same year. Their higher conscientious-
ness was confirmed by higher values of perseverance (grit) that correlates with conscientious 
investigated using Big Five.

We can presume even greater differences between individuals, which is why employees’ profile 
should be taken into account when hiring.
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Abstract: The main goal of the authors of this paper is to explicitly display the contract on the en-
gagement of catering capacities, concluded between the caterer and the tourist agency. The review 
of this contract, often in the practice of tourist workers, was carried out by presenting the basic legal 
provisions related to this contract. Additionally, the most interesting examples from the practice of the 
courts in Serbia is presented, where the parties to the court proceedings were the contractors from the 
contract on the engagement of catering facilities.
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1. INTRODUCTION 

Arising from the travel and residence of a person in a particular place, tourism, as a set 
of relationships and phenomena, is an object of interest by numerous authors. Among 
the authors dealing with this topic, the consensus was not reached on the very origin of 

tourism, more precisely - on the moment of its creation. The formation of tourism, some authors 
associate with the Ancient era, others with the period of the industrial revolution, while the third 
takes into account only the epoch of modern tourism. In the mid-nineteenth century, tourism is 
not only referred to the privilege of the rich. Better social conditions allowed all social layers to 
be included in tourism trips.

Nowadays, tourism can be seen as a branch of industry of utmost importance for the economy 
of each country. In some countries, it is at the very top of the national economy, right after the 
oil and automotive industry. Some countries base their strategy on increasing employment on 
tourism activities and investment in tourist facilities. The development of the tourism sector 
and the availability of tourist services to a wider circle of persons lead to numerous legal re-
lationships in this area that need to be precisely arranged and regulated. In our country, the 
most important regulations governing legal relations between persons that may come in the 
area of tourism are: Law on Obligations [1], Law on Tourism [2], Law on Public Skiing [3], 
Law on Consumer Protection [4], Special Advances in Tourism [5], Rulebook on the conditions 
and manner of performing catering activities, the manner of providing catering services, the 
classification of catering facilities and the minimum technical conditions for decorating and 
equipping facilities [6].

The provisions of the Law on Obligations prescribe three contracts that regulate the legal rela-
tions of persons which use tourist services. The contract on the trip organization is a contract 
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where the travel organizer obligates to obtain a set of services to the traveler, under which the 
law implies travel and accommodation services as well as related services. The traveler, ac-
cording to the legal provisions regulating this contract, is obliged to pay organizer of the trip 
one total price. The intermediary travel contract is based on the legal relationship between the 
intermediary and the passenger, where the intermediary undertakes to, on behalf of and for the 
account of passengers, conclude a contract on the organization of a trip or a contract providing 
the passenger with one or more independent services necessary for the realization of a trip or 
stay [7]. The traveler, on the other hand, obligates to pay the agreed fee for the above. In the two 
aforementioned contracts, a direct relationship between the organizer of travel and passengers, 
i.e. between the intermediaries and the passengers is defined in the legal provisions. In provi-
sions relating in the contract on the engagement of catering capacities in the immediate legal 
relation, there is a caterer and a tourist agency that appears as a tour operator.

2. THE CONCEPT AND CHARACTERISTICS OF THE CONTRACT  
ON THE ENGAGEMENT OF CATERING CAPACITIES 

In accordance to the provisions of the Law on Obligations, a contract for engaging in catering 
facilities, also known as the allotment contract [8], constitutes a contract by which the caterer 
obligates to make available a certain number of beds to the travel agency in a particular facility. 
All that applies to a certain period of time, as well as to pay the travel agency a commission 
and provide catering services to the persons advised by the travel agency. The travel agency 
obligates to try to fill the beds, made available by the caterers, or to notify the caterer in a timely 
manner in case of not being able to fill them, as well as to pay the price of the provided services 
if using the hotel facilities [1]. First of all, it can be seen that this is a gambling contract, dou-
ble-sided since both parties are obliged to execute a certain restriction as a counterfeit for the 
termination done by another contractor. As this contract is concluded by law for a certain peri-
od of time - most often this is the period of a particular tourist season, it is a contract with the 
permanent prestation. An agreement on the engagement of catering facilities is named a called 
contract and it is usually concluded as a type contract. Based on the provisions of the Law on 
Obligations, this is a formal contract.

Based on the concept of the contract on the engagement of catering capacities determined in this 
way, the contracting party of this contract is the caterer and the tourist agency. The term cater-
er refers to all persons who perform activities in order to meet the needs for accommodation, 
grocery, and beverage, with the use of various hotel and restaurant business techniques. In the 
context of the legally prescribed provisions of this contract, as a contracting party - caterer, the 
contract may be concluded by a company, entrepreneur: hotel, boarding house, hostel, lodging, 
accommodation, apartment, village tourist household, hunting villa, and hunting lodge. As a 
contracting party - a travel agency, this type of contract may be concluded by a company, an 
entrepreneur or a branch of a foreign legal entity that carries out the activity of a travel agency. 
The provisions of the Law on Tourism prescribe that the tourist agency’s activities include: 
organizing, offering, selling, and realizing tourist trips, excursions, and providing other usual 
services in tourism [2].

In legal theory, a division of this contract in three types is common. The first type is an allotment 
with which the travel agency has the right to cancel the accommodation capacities, partially or in 
whole, and is not obliged to compensate the caterer if, in the usual or agreed manner, the caterer is 
informed about the cancellation. In this way, there is a certain deviation from the principle of equiv-
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alence of cuts. However, the interest of the caterer is protected by the agency’s duty to timely inform 
him of the denunciation, with the remaining unused accommodation capacities remaining at his 
disposal. In the legal theory, the second modality of this contract is known as an allotment with the 
right option of a travel agency and it is reduced to the fact that the tourist agency has the authority to 
inform the caterers in certain deadlines whether they will use its accommodation capacities or they 
will remain at their disposal. The third form of this contract is known as „del credere” allotment. It 
implies the contracting of a clause obliging the travel agency to fill the engaged catering facilities, 
and in case it does not succeed, it is obliged to pay the caterer for an unused bed [7].

3. FORM OF CONTRACT ON ENGAGEMENT OF CATERING CAPACITIES

The provisions of the Law on Obligations regulate the conclusion of a contract on the engagement 
of catering facilities in written form. The legal sanction, as a consequence of the lack of necessary 
form, is that non-prescribed form contract has no legal effect. The law prescribes the possibility for 
the contract to produce its effect, despite the failure to conclude it in a legally prescribed form, if it 
is in accordance with the objective of the regulation that prescribes the obligatory form [7]. In law 
practice, the failure of the contracting parties to conclude a contract on the engagement of catering 
facilities in the law prescribed form did not lead to the nullity of the said contract, or to the release 
of contracting parties from the performance of contractual obligations. The second instance court 
accepted the factual situation established in the first instance court proceedings, where it was es-
tablished that the catering facility, in this dispute, provided the prosecutor with services related to 
the stay of athletes in the hotel, which he had contracted with the contracting authority of the men-
tioned services, sued in this dispute. Failure to comply with the form prescribed by the Law on Ob-
ligations, cannot relieve the respondent of the obligation to pay to the prosecutor in the name of the 
services rendered, given that the contract was completely realized by the prosecutor - the caterer, 
and that the defendant was familiar with the stated fact as well as the content of his obligation [9].

4. TRAVEL AGENCY OBLIGATIONS 

The tourist agency, as a contracting party in the contract on the engagement of catering facilities, 
is obliged to inform the caterers about the course of filling up accommodation capacities, and to 
inform the caterers timely, in agreed or usual deadlines, that it is not able to fill all the accommoda-
tion capacities on disposal. The Agency is obliged to submit a guest list to the caterer. The caterer 
is free to dispose of the capacities which are not marked in the guest list as full, starting from the 
date of receipt of the list during the entire period to which the list refers. After the expiration of the 
mentioned period, the agency again acquires the right to fill the engaged accommodation capacities.

For the tourist agency, as a contracting party to the contract on the engagement of catering fa-
cilities, it is forbidden to charge a higher price for catering services to those sent to the catering 
facility, than those prescribed by the contract on the engagement of catering facilities. After the 
catering services provided by the caterers, the travel agency is obliged to pay the caterer the 
agreed price of the mentioned services. Even if the services performed by the caterers were not 
of satisfactory quality, in the context of the concluded contract between the caterer and the tour-
ist agency, the agency is obliged to pay for the performed catering services, if it did not timely 
complain about the deficiencies of the performed services. In a situation where the caterer and 
the agency do not specify the required quality of services that the caterer is obligated to respect, 
and the caterer provides services at a lower level than expected, the agency is obliged to object 
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to the quality of the services provided on the spot, otherwise the complaint will not be taken into 
consideration, and the agency will be obliged to pay the caterer for the services rendered [10]. The 
caterer, as a contracting party of the contract on the engagement of catering facilities, is author-
ized to require the travel agency to pay an advance payment before performing catering services.

The law prescribes the obligation of the travel agency to issue a specially written document on 
behalf of a particular group to the persons who send it on the basis of a contract on the engage-
ment of catering capacities. It is non-transferable and contains the order to the caterer to provide 
the services mentioned therein. The mentioned document presents evidence that the person is a 
client of a tourist agency that has concluded a contract on engaging catering facilities with the 
caterer. In addition, the said document constitutes the basis for the settlement of mutual claims 
between the tourist agency and the caterer.

5. OBLIGATIONS OF CATERERS

In the context of the provisions of the Law on Obligations, the caterer is obliged to make availa-
ble the agreed number of beds and to provide the services listed in a written document issued by 
the agency to the persons sent by the travel agency. The stated obligation is final and non-trans-
ferable. Arranging with another tourist agency, the engagement of catering facilities already 
reserved on the basis of a contract on the engagement of catering facilities would constitute a 
violation of contractual obligations made by caterers [11]. The law prescribes the duty of equal 
treatment by the caterers towards the persons sent by the travel agency and based on the con-
tract on the engagement of catering facilities, as well as the persons with whom the caterer has 
directly concluded the agreement on catering services.

The caterer is prohibited from changing the agreed prices of catering services if he does not in-
form the tourist agency about this at least six months in advance. The law predicts an exception 
to the above rule, so the caterer is authorized to make a change in the agreed prices of catering 
services and without notifying the travel agency in the event of a change in the exchange rate 
that affects the agreed price. The new prices, the caterer is authorized to apply only after the 
expiration of one month from their delivery to the tourist agency, but the new prices do not pro-
duce an effect on the services for which the list of guests has already been delivered, as well as 
the reservations confirmed by the caterer.

By the agreement on the engagement of catering capacities, the caterer is obliged to pay the 
travel agency a turnover commission based on the stated contract. The specified commission 
is determined by the contract, in the percentage of the price of the catering services provided. 
In the event that the contracting parties fail to determine the commission rates determined by 
the contract, the travel agency is entitled to a commission determined by the general terms and 
conditions of the tour agency’s business or business practices.

6. THE RIGHT OF A TRAVEL AGENCY TO CANCEL THE CONTRACT  
AND „DEL CREDERE” CLAUSES

The law provides the tourist agency, as a contracting party to the contract on the engagement 
of catering facilities, to temporarily withdraw from the use of engaged accommodation capaci-
ties, without causing termination of the contract or creating a liability for damage to the caterer 
for itself, if it sends a notice of withdrawal from use at the agreed deadline. In the event that 
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the deadline in which the agency is obliged to notify the caterer of the withdrawal from use, is 
not determined by the contract, it will be determined on the basis of business customs in the 
catering industry [12]. The delay of the travel agency by sending a notice of withdrawal from 
the use of engaged accommodation capacities creates the right of the caterer to claim damages. 
The law prescribes the possibility for a travel agency to withdraw from the contract as a whole 
without the obligation to compensate the caterer in the event that the notice of denunciation is 
sent within the agreed time limit.

Contracting parties, for a specific obligation of the travel agency, may provide to fill the en-
gaged catering facilities with a contract. The said contractual clause is known in theory as a 
„del credere” clause. In the event that the agency as a contracting party for the engagement of 
catering capacities fails to complete the engaged catering facilities, it is obliged to pay to the ca-
terer compensation for unused bed in the day, as the other contracting party of the said contract. 
When the contracting parties envisage the specified clause, a travel agency, as a contracting 
party, it is not entitled, through a timely notice, to cancel the contract in whole or in part. In 
court practice, a case is known in which, according to the established facts, the caterer, the pros-
ecutor in the dispute and the tourist agency concluded a contract on the engagement of catering 
facilities, by which the caterer obliged the Agency to put its catering facilities at its disposal for 
a period of thirty days. The defendant in a dispute, a travel agency, needed to fill in those capac-
ities according to the contract stipulated by the shift schedule. As the respondent for one of the 
contracted shifts failed to provide guests who would fill the capacity of the caterers, the court 
obliged the respondent travel agency to pay compensation to the caterer on an unused bed in the 
day. The travel agency stated that the prosecutor was informed in advance of the cancellation 
of the arrival of one of the groups. The court based its decision in the sense of the provision 
of the Law on Obligations, which stipulates that a tourist agency cannot be released from the 
obligation to fill the capacity or otherwise pay a fee to the caterer by the unused bed in the day.

7. CONCLUSION

By analyzing the existing legal regulations, aiming legal relations that may arise in connection 
with the provision of tourist services and tourism in general, and with a special review of the 
contract on the engagement of catering capacities, it comes to the conclusion that the legal 
provisions concerning the said contract are regulated in an adequate manner. The legal relation-
ship between the caterer and the tourist agency, which may occur in case of the conclusion of 
the said contract, are well prescribed. Legal provisions that precisely prescribe the rights and 
obligations of the contracting parties reduce the possibility for contracting parties to carry out 
various misuses.

In addition, it is necessary to note that the accelerated development of tourism, creates the need 
for an appropriate legal framework to regulate the relations within it. Gradual transition to the 
field of information technologies is also noticeable in the field of tourism. It is usual for a trave-
ler to connect with a caterer through a computer and without the services of a tourist agency or 
other intermediary and provide services related to a tourist trip by itself. Since such a method of 
contracting is subject to numerous abuses, both by caterers and travelers, it is necessary to pre-
cisely regulate the duties of the participants in those legal relations. Also, legal sanctions in case 
of violation of the prescribed obligations should be regulated thoroughly. Hence, the tendency 
of the legislator should be directed in that direction.
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Abstract: Stara Planina (Old Mountain) has excellent predispositions to the development of rural 
tourism, which are satisfied by but few mountains in our country. Its biological, geological and cultural 
heritages are very rich. However, this area was not an attractive tourist destination due to a large mi-
gration of the local population. The natural beauties of Stara Planina, in combination with the culture, 
tradition, gastronomic specialties and music of Eastern Serbia, can become a recognizable tourist 
brand that will improve the image of the region and the state itself, because of which Stara Planina 
strong potential for rural tourism development is being discovered. This paper is aimed at identifying 
the main factors influencing changes in tourism development and the selection of appropriate strat-
egies, which in turn will influence identification and assessment during the planning of the strategic 
directions of rural tourism development. The factor analysis is the method that allows the identification 
of the main factors affecting changes in tourism development and one of the most popular multivariate 
techniques aimed at identifying and understanding the basic idea, i.e. the common characteristics of 
several variables and a reduction in the number of variables in the analysis.

Keywords: Stara Planina, rural tourism, agriculture development, basic factors of development

1. INTRODUCTION 

Rural tourism is an important instrument for the economic development of mountainous, 
as well as other rural areas. These areas are attractive to tourists because of the advan-
tages of the rural environment itself with its historical tradition, ethnic and geographical 

characteristics.

In most European countries, the rural population has increasingly been accepting tourism de-
velopment as a strategy for sustainable local development [1]. In many areas, rural tourism 
develops gradually, either as a result of the engagement of local entrepreneurs or the developing 
companies whose main task is to attract tourists, or as a result of the activities carried out by 
tourists who become aware of the fact that that area attracts visitors’ attention in connection 
with the activity local entrepreneurs will respond to. The development of tourism in a rural 
area is not only a matter of matching tourists’ requirements with local offers, but is also the 
question of evaluating the local convenience itself. Rural areas are unique due to their spatial 
and sociocultural identities. What is important is that adequate rural development practices call 
for an understanding of the relationships that people share with the natural characteristics and 
phenomena they are surrounded by [2]. 
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Jevrejska 24/1, 11000 Belgrade, Serbia

2 Business School of Applied Studies, Kralja Petra I, no. 1, 18420 Blace, Serbia
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The determination of the basic factors influencing the development of rural tourism on Stara 
Planina, as well as the economic development of the local community, are some of the objec-
tives of this research, with a possibility of achieving the sustainability of the rural settlements 
and tourism development. If special attention is paid to the education of the local population in 
order to improve the quality of services, with a tendency to increase the number of tourists, con-
ditions will be created for a better comfort of the rural settlements, where the local population 
has both economic and other motives to continue to live in the countryside. This causes return 
to traditional and typical values and authenticity, as well as a variety of experiences, adventures 
and deeper insights into the emergence of new tourism products with new environmental, nat-
ural and social parameters [3], [4]. In modern tourism, the goal of each tourist destination is to 
create a unique identity, i.e. a difference, in relation to the competition, which will be the basis 
for its growth and development in the competitive market [5]. 

Generally, tourism can also be seen as a natural process of change because a correct understand-
ing of this process enables the dynamics of tourism development, as well as the identification of 
the main factors that influence changes in tourism development and the selection of appropriate 
strategies, which in turn influence the identification and assessment during the planning of the 
strategic directions of rural tourism development [6]. 

2. LITERATURE REVIEW 

Rural tourism in the world is growing, due to increased demand in the tourism market, as well 
as public support for its development. This is particularly characteristic for developed countries 
[7]. Maksimović, Urošević and Petrović states that rural tourism, initiated and controlled by 
people living in a particular local environment, offers new opportunities and possibilities for the 
economic prosperity of the local population, and at the same time affects the positive attitude 
towards the development of tourism in general [8]. According to the definition of the Council 
of Europe, rural tourism is a tourism with all the activities that are carried out in that particular 
area, and the most important characteristics of this type of tourism are the peaceful environ-
ment, the absence of noise, the preserved environment, communication with the hosts, domestic 
food and familiarization with rural jobs [9]. Wilson, Fesenmaier and Van Es emphasize that the 
crucial for rural tourism development is the collaboration between rural tourism entrepreneurs, 
also “rural tourism development and entrepreneurship cannot work without the participation 
and collaboration of businesspersons directly and indirectly involved in tourism” [10].

What is a fairly solid basis for the development of rural tourism in Serbia is a large number of 
traditional agricultural households, the preservation, attractiveness and richness of its natural 
resources, as well as an increasing interest of the international tourism market in rural tourism 
experiences [11]. Therefore, a sustainable development of rural tourism, as well as the manage-
ment of it, implies a reduction in the negative impacts on the environment, with a possibility 
of their improvement, which causes the management of the care of the environment similar to 
quality management [12]. 

The development of tourism at the Stara Planina destination can also quite easily create negative 
consequences, especially if it goes beyond control. Controlled inclusion in the rural tourism of 
Stara Planina, however, may bring solid income, both economic and social, to the majority of the 
population [13]. A lack of finance is often the stumbling block for many of those who live at this 
destination. The tourism strength itself, which should reflect in the economic and sociocultural 
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impact of the tourism of this region, which on its part is missing, can be found in the role women 
have in the tourism of this region, as well as in the joint overcoming of obstacles as an accom-
panying element of rural tourism development [14]. Therefore, the maximum involvement of the 
local self-government, tourism organizations and entrepreneurs conducting other activities are 
necessary in order to provide the maximum contribution to the sustainable development of rural 
tourism at this destination. They are certainly the ones of the bearers of strategic plans, so they 
must bear in mind a large number of the strategies that are simple and can always find a solution 
to a possible unequal distribution of investments [15]. From the previous research that was con-
ducted by Sanagustín, Moseñe Fierro and Gómez [3], tourist demand is increasingly aiming at 
avoiding the established tourism destinations, whereas returning to traditional and typical values 
and authenticity is increasingly sought, where new tourism products appear with new ecological, 
natural and social parameters. Therefore, it is necessary to carry out a series of research studies 
so as to define the strategic directions of the development of rural tourism on Stara Planina.

A strategic approach to rural tourism development means the creating of the conditions and 
strategies primarily by the local community and local-government representatives with an aim 
to form the basis on which a further development of tourism in a particular rural area will be 
founded [16]. However, Ruhanen [16] states that there is an insufficient implication or yet that 
there are too small efforts made by the Government, especially by local authorities, in terms of 
sustainable tourism development and simultaneously of rural tourism. Rural areas are unique 
due to their spatial and sociocultural identities. What is important is that adequate rural devel-
opment practices call for an understanding of the relationships that people share with the nat-
ural characteristics and phenomena they are surrounded by [17]. According to Stefanović and 
Kicosev [12], through a development concept, a symbiosis of the key categories and criteria of 
entrepreneurship and the environment is achieved because, in the conditions of limited natural 
resources, they are simultaneously oriented towards developmental goals and the demands of 
an increasing number of people. In fact, the essence of this model of managing natural tourism 
destinations consists of the following key determinants: the interaction of development and the 
protection, improvement and rational use of all goods of the living environment, as well as the 
interdependence, complementarily and integrity of the development and protection policies that 
fully adhere to the processes and legality in the ecological system [18]. 

3. MATERIALS AND METHOD 

This paper is aimed at detecting those factors that depend on the development of rural tourism 
on Stara Planina. The research was carried out in the territory of the local communities of East-
ern Serbia in the Stara Planina mountain zone. The research was anonymous. Survey question-
naires were used as a research tool and the number of the validly filled-out ones was 300. For 
the purpose of grading the responses obtained, the five-point Likert scale was applied, and the 
data processing was performed by using the SPSS 23.0 software package. For the survey ques-
tionnaire that the respondents rated on the scale from 1 to 5, the following indicators were used:

• Preparing a general tourist offer;
• The formation of such a tourist offer that will provide tourists with a wide range of diverse 

content in order to meet their needs;
• By applying aggressive marketing, propaganda and market performance, the goal is to 

make the public, i.e. domestic and foreign tourists, aware of the extraordinary beauties and 
possibilities offered by the rural tourism of Stara Planina;

• A better use of the favorable geographical location of Stara Planina;
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• Recognizing the importance of rural tourism as a possible means of the integration and 
sustainable development of villages and rural areas, as well as a possible brand on the 
international tourism market;

• The application of the professional marketing approach that would be overlooked by local 
governments, tourism organizations, non-governmental organizations, as well as the pri-
vate sector for rural tourism in order to achieve significant promotion in the region;

• Organizing natural and cultural heritage into a single territorial system, as one of the fac-
tors driving the development of the region;

• Integrations of culture, the environment, characteristic and sustainable tourism;
• Agriculture development as an important part of the regional economy;
• The inclusion of rural households in tourism;
• Educating and informing hosts and members of households for and about, respectively, 

dealing with this activity;
• Making rural areas closer to the local community;
• Improving business conditions;
• Supporting the creation of new local entrepreneurship and strengthening the existing one, 

increasing employment of, especially, the unemployed young population;
• The development of the economic and noneconomic activities that meet tourists’ needs 

(catering, trade, craft and personal services, banks and post offices, cultural services, etc.);
• Environmental Protection;
• The development of the utility infrastructure;
• Protecting the natural and cultural resources of Stara Planina and organizing integrated 

and sustainable development;
• Strengthening the human resources and supporting the youth;
• The valorization and organization of all the natural, cultural and human resources in func-

tion of rural tourism development.

4. RESULTS

For a further analysis, a factor analysis was applied, which, based on the covariance between the 
manifest variables, is aimed at determining a smaller number of the latent variables (factors) that 
explain this cognition between the manifest (observed) variables. The factor analysis was car-
ried out through several steps: the calculation of the complete table of the coefficients between 
all the original variables; the calculation of the factor load from the matrix of the correlation co-
efficient; the rotation of the common factors for a greater comprehensibility; the interpretation 
of the common factors, including also the choice of an adequate name, and the calculation of the 
factor equations for each observation unit in order to obtain the index numbers.

Based on the data obtained by the descriptive analysis, a correlation matrix between the varia-
bles was developed, which shows the intensity of the strength of the links between the variables 
from the questionnaire. The coefficient correlational scope ranges from -1 to +1, and the level of 
the coefficient of dependency amongst the variables for this analysis exceeds ± 0.5, due to the 
fact that there are the correlation coefficients greater than 0.5 and that the following analysis is 
justified, i.e. that the data are suitable for the determination.

The methodology further requires yet another confirmation, so that the following tests for a 
more precise assessment of the significance of the use of the test, the so-called throughput test, 
are done.
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Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.936

Bartlett’s Test of Sphericity
Approx. Chi-Square 615.346

Df 190
Probability 0.000

  

Table 1: The throughput tests for the main components analysis

The value of the throughput test (the Kaiser-Meyer-Olkin Measure of Sampling Adequacy) is 
greater than 0.9, whereas another throughput test (Bartlett’s Test of Sphericity) is also signifi-
cant at the error level of 0.000. These values of the bandwidth tests for the analysis of the main 
components indicate that the scale by which the respondents were interviewed is justified as a 
method of measuring this phenomenon. After these checks, the methodology requires the calcu-
lation of the joint variation which the variables have amongst themselves through the so-called 
extracted variance. The maximum variation weighs the 1, which means that the values closer to 
it are more common in terms of variation with other variables.

Indicators Initial Extracted 
variances

Preparing a general tourist offer 0.662 0.534
The formation of such a tourist offer that will provide tourists with a wide range of di-
verse content in order to meet their needs 0.753 0.645

By applying aggressive marketing, propaganda and market performance, the goal is to 
make the public, i.e. domestic and foreign tourists, aware of the extraordinary beauties 
and possibilities offered by the rural tourism of Stara Planina

0.787 0.740

A better use of the favorable geographical location of Stara Planina 0.764 0.742
Recognizing the importance of rural tourism as a possible means of the integration and 
sustainable development of villages and rural areas, as well as a possible brand on the 
international tourism market

0.812 0.732

The application of the professional marketing approach that would be overlooked by lo-
cal governments, tourism organizations, non-governmental organizations, as well as the 
private sector for rural tourism in order to achieve significant promotion in the region

0.757 0.571

Organizing natural and cultural heritage into a single territorial system, as one of the 
factors driving the development of the region 0.722 0.618

Integrations of culture, the environment, characteristic and sustainable tourism 0.809 0.690
Agriculture development as an important part of the regional economy 0.731 0.641
The inclusion of rural households in tourism 0.738 0.647
Educating and informing hosts and members of households for and about, respectively, 
dealing with this activity 0.691 0.578

Making rural areas closer to the local community 0.750 0.677
Improving business conditions. 0.770 0.725
Supporting the creation of new local entrepreneurship and strengthening the existing 
one, increasing employment of, especially, the unemployed young population 0.711 0.610

The development of the economic and noneconomic activities that meet tourists’ needs 
(catering, trade, craft and personal services, banks and post offices, cultural services, 
etc.).

0.776 0.653

Environmental Protection 0.774 0.700
The development of the utility infrastructure 0.835 0.813
Protecting the natural and cultural resources of Stara Planina and organizing integrated 
and sustainable development 0.847 0.774

Strengthening the human resources and supporting the youth 0.813 0.728
The valorization and organization of all the natural, cultural and human resources in 
function of rural tourism development 0.728 0.687

Table 2: Utility explained by variation in variables
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Between the indicators, there is a common variability explained by the absolute variation over 
the variance. The stated amount of the variance (the saturation of the component) can be maxi-
mally correlated with the number of the indicators.

The purpose of the analysis is to determine the indicators that vary widely and, in that way, 
actually correlate with a new dimension that forms a group of the identical factors affecting a 
phenomenon. This is further implicative of the use of the test that will calculate the total var-
iability, i.e. the amount of the same, by applying the Keizer criterion, through which the total 
variability is extracted and declared higher than the 1 score.

Which of the indicators will be retained in the analysis is only decided on after the application 
of the so-called factor space rotation in order to facilitate the interpretation of the results. By 
applying the rotation of the factor space, those indicators (factors) which will be retained in the 
analysis are detected. By applying the orthogonal rotation through one of the defaults, an indi-
cator will be obtained which, with the high values of the variance, varies in new impact factors.

Compo-
nents

Basic equivalents of variance Extracted summarized  
component variability

Total % of
variance

Cumulative
% Total % of

variance
Cumulative

%
1 12.535 62.676 62.676 12.207 61.036 61.036
2 1.596 7.982 70.657 1.295 6.476 67.513
3 0.788 3.939 74.596
4 0.707 3.535 78.131
5 0.647 3.233 81.365
6 0.569 2.844 84.208
7 0.502 2.512 86.720
8 0.376 1.882 88.602
9 0.345 1.726 90.328
10 0.305 1.526 91.855
11 0.258 1.290 93.144
12 0.224 1.119 94.263
13 0.197 0.987 95.250
14 0.195 0.974 96.225
15 0.190 0.952 97.177
16 0.137 0.687 97.864
17 0,128 0,641 98,505
18 0,116 0,581 99,086
19 0,104 0,518 99,604
20 0,079 0,396 100,000

Table 3: The total variability analysis of the main components

According to the rules of the analysis, only those components (factors) in which the Keizer 
criterion is greater than 1 (units) are retained. These are the first two components which the var-
iance of the indicators correlates with in 67.5% of the cases. The two groups of the components 
are retained, and will be named later.
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Figure 1: Diagram Pass Factors

In Figure 1, the factor transference diagram is shown, from which diagram a clear fracture point 
can be observed behind the second component (factor). In the further discussion of the results of 
the research study, we retain the two components (factors) obtained by the factor analysis which 
are considered to represent the two dimensions, or the subscales. The first component explains 
61% of the variation, whereas the second accounts for 6.5% of the variation.

The methodology of the analysis encompasses the correlation matrix for the two factors, so that 
it is possible to learn from the same the variable that has as high a coefficient as possible corre-
lating with the factor – which means the one closer to the 1.

Indicators Factor
1 2

Preparing a general tourist offer 0.730 -0.014
The formation of such a tourist offer that will provide tourists with a wide range of 
diverse content in order to meet their needs 0.719 -0.359

By applying aggressive marketing, propaganda and market performance, the goal is to 
make the public, i.e. domestic and foreign tourists, aware of the extraordinary beauties 
and possibilities offered by the rural tourism of Stara Planina

0.797 -0.323

A better use of the favorable geographical location of Stara Planina 0.708 0.491
Recognizing the importance of rural tourism as a possible means of the integration 
and sustainable development of villages and rural areas, as well as a possible brand on 
the international tourism market

0.831 0.205

The application of the professional marketing approach that would be overlooked by 
local governments, tourism organizations, non-governmental organizations, as well 
as the private sector for rural tourism in order to achieve significant promotion in the 
region

0.720 -0.228

Organizing natural and cultural heritage into a single territorial system, as one of the 
factors driving the development of the region 0,717 0.322

Integrations of culture, the environment, characteristic and sustainable tourism 0,796 0.237
Agriculture development as an important part of the regional economy 0.684 0.416
The inclusion of rural households in tourism 0804 0.022
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Educating and informing hosts and members of households for and about, respective-
ly, dealing with this activity 0.760 0.018

Making rural areas closer to the local community 0.823 0.016
Improving business conditions 0.824 0.212
Supporting the creation of new local entrepreneurship and strengthening the existing 
one, increasing employment of, especially, the unemployed young population 0.781 -0.016

The development of the economic and noneconomic activities that meet tourists’ needs 
(catering, trade, craft and personal services, banks and post offices, cultural services, 
etc.).

0.795 0.144

Environmental Protection 0.757 -0356
The development of the utility infrastructure 0.840 -0.329
Protecting the natural and cultural resources of Stara Planina and organizing integrat-
ed and sustainable development 0.838 -0.267

Strengthening the human resources and supporting the youth 0.853 0.024
The valorization and organization of all the natural, cultural and human resources in 
function of rural tourism development 0.817 0.141

Table 4: The original components matrix with its saturations based on each indicator

For the purpose of an easier interpretation, as has previously been stated, the rotation of the 
component saturation will also be performed because the first and the second factors are not 
correlated with each other to a great extent.

Indicators First component
Preparing a general tourist offer 0.538
The formation of such a tourist offer that will provide tourists with a wide range 
of diverse content in order to meet their needs 0.768

By applying aggressive marketing, propaganda and market performance, the goal 
is to make the public, i.e. domestic and foreign tourists, aware of the extraordi-
nary beauties and possibilities offered by the rural tourism of Stara Planina

0.800

A better use of the favorable geographical location of Stara Planina 0.173
Recognizing the importance of rural tourism as a possible means of the integra-
tion and sustainable development of villages and rural areas, as well as a possible 
brand on the international tourism market

0.459

The application of the professional marketing approach that would be overlooked 
by local governments, tourism organizations, non-governmental organizations, 
as well as the private sector for rural tourism in order to achieve significant pro-
motion in the region

0.678

Organizing natural and cultural heritage into a single territorial system, as one 
of the factors driving the development of the region 0.296

Integrations of culture, the environment, characteristic and sustainable tourism 0.413
Agriculture development as an important part of the regional economy 0.208
The inclusion of rural households in tourism 0.566
Educating and informing hosts and members of households for and about, re-
spectively, dealing with this activity 0.538

Making rural areas closer to the local community 0.584
Improving business conditions. 0.450
Supporting the creation of new local entrepreneurship and strengthening the ex-
isting one, increasing employment of, especially, the unemployed young popu-
lation

0.576

The development of the economic and noneconomic activities that meet tourists’ 
needs (catering, trade, craft and personal services, banks and post offices, cul-
tural services, etc.).

0.476
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Environmental Protection 0.794
The development of the utility infrastructure 0.834
Protecting the natural and cultural resources of Stara Planina and organizing 
integrated and sustainable development 0.790

Strengthening the human resources and supporting the youth 0.601
The valorization and organization of all the natural, cultural and human resourc-
es in function of rural tourism development 0.493

Table 5: The rotated components matrix with its saturations  
based on each indicator of the first component

Indicators Second component
Preparing a general tourist offer 0.494
The formation of such a tourist offer that will provide tourists with a wide 
range of diverse content in order to meet their needs 0.236

By applying aggressive marketing, propaganda and market performance, the 
goal is to make the public, i.e. domestic and foreign tourists, aware of the 
extraordinary beauties and possibilities offered by the rural tourism of Stara 
Planina

0.316

A better use of the favorable geographical location of Stara Planina 0.844
Recognizing the importance of rural tourism as a possible means of the inte-
gration and sustainable development of villages and rural areas, as well as a 
possible brand on the international tourism market

0.722

The application of the professional marketing approach that would be over-
looked by local governments, tourism organizations, non-governmental organi-
zations, as well as the private sector for rural tourism in order to achieve signif-
icant promotion in the region

0.332

Organizing natural and cultural heritage into a single territorial system, as one 
of the factors driving the development of the region 0.728

Integrations of culture, the environment, characteristic and sustainable tourism 0.721
Agriculture development as an important part of the regional economy 0.773
The inclusion of rural households in tourism 0.571
Educating and informing hosts and members of households for and about, re-
spectively, dealing with this activity 0.537

Making rural areas closer to the local community 0.579
Improving business conditions. 0.723
Supporting the creation of new local entrepreneurship and strengthening the 
existing one, increasing employment of, especially, the unemployed young pop-
ulation

0.528

The development of the economic and noneconomic activities that meet tour-
ists’ needs (catering, trade, craft and personal services, banks and post offices, 
cultural services, etc.).

0.653

Environmental Protection 0.265
The development of the utility infrastructure 0.342
Protecting the natural and cultural resources of Stara Planina and organizing 
integrated and sustainable development 0.386

Strengthening the human resources and supporting the youth 0.606
The valorization and organization of all the natural, cultural and human re-
sources in function of rural tourism development 0.666

Table 6: The rotated components matrix with its saturations  
based on each indicator of the second component
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5. RESULTS DISCUSSION 

After the creation of the rotated components matrix with its saturations based on each indicator 
of the first component (factor), the variables grouped into the first component and named The 
Promotion of a Broad Spectrum of the Preservation of the Living Environment with the Accom-
panying Infrastructure and Service were singled out.

The preparation of a general tourist offer, which would provide tourists with a wide range of 
diverse content, should certainly be done in order to meet tourists’ needs. In this context, it is 
necessary to apply aggressive marketing, propaganda and the market appearance so as to set the 
goal and introduce the natural beauties that the rural tourism of Stara Planina offers. An aggres-
sive marketing policy, oriented towards the development of this type of tourists, must be har-
monized with the implementation of the projected ideas of the generic tourist offer, [19] because 
tourist propaganda is one of the instruments of the tourism policy for achieving certain goals. 
In this way, there would certainly be an increase in tourist fluctuations as a result of the prop-
aganda policy, which in this case is also a potential driver of the economic development [20] 
of the rural areas of Stara Planina. In the opinion of the majority of the respondents, the local 
self-governments’ task, as well as the task to be performed by numerous tourism organizations 
and the non-governmental sector, would be to become involved in this activity not only as the 
accompanying subjects, but also as the promoters of such propaganda activities. The members 
of the rural farms that would be involved in the tourism activity with all of the accompanying 
infrastructure and accompanying activities do not have to look for additional workplaces out-
side their places of residence. By applying modern management in the household, the existing 
capacities can strategically be allocated so as to meet tourists’ both current and future needs 
[21], [22]. The development of rural tourism on Stara Planina also implies bringing the rural 
areas closer to the local community in order to protect the living environment. An important 
strategic step in the development of the rural tourism of Stara Planina is the strengthening of the 
human resources in the tourism activity. The basic characteristic of employment in the tourism 
sector is the need for a large number of unskilled or semi-skilled, seasonal workers because 
there is a great need for the jobs requiring no professional qualification. Such a low qualification 
structure, on the other hand, shows that it takes relatively little time for their professional train-
ing and improvement. Human resources in rural tourism are characterized by a high level of the 
employees’ age structure. At the same time, it reflects the state of the economy and society be-
cause all those, unable to follow the trends of modern knowledge and education, are left without 
a work engagement in other activities, and in that way seek salvation in the tourism industry. On 
the other hand, rural tourism simultaneously also requires dynamics, enthusiasm and the pro-
fessional young people ready to respond and adapt to every challenge. A positive perception of 
a tourism destination, i.e. its pleasant first impression on the tourist, must be encouraged by the 
young people who are ambitious, professional and knowledgeable of several foreign languages, 
who, by the way, have all the relevant pieces of information necessary for tourists.

After the creation of the rotated components matrix with its saturations based on each indicator 
of the second component (factor), the variables grouped into the second component and named 
The Engagement of All the Other Accompanying Economic Branches and Resources, as well 
as the Services in that Field, were singled out.

The favorable geographical position of Stara Planina carries with itself a recognizable impor-
tance for the development of rural tourism in function of the further economic and ecological 
development of the rural area and the local community. It is possible to organize the natural 
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and cultural heritages into a single territorial system as one of the factors driving the develop-
ment of the region through the integration of culture, the ambience, typicality and sustainable 
development, where dynamic and long-term effects of institutional organizations’ action enable 
an effective management of the development of rural tourism and the natural environment [23]. 
The development of agriculture as an important part of the regional economy is certainly an 
important strategic direction. Healthy agricultural households are able to respond to the require-
ments of tourist demand when rural tourism is concerned. The promotion of agricultural prod-
ucts in direct contact with tourists may not guarantee a direct economic benefit, but it certainly 
provides the basis for making a comparison of the prices and quality of agricultural products 
at other rural destinations [24], [25], [26], [27]. This leads to the improvement of the economic 
conditions and the development of the economic and nonbusiness activities that meet tourists’ 
needs, which on their part are simultaneously the key challenge for providers of tourism servic-
es in rural areas, i.e. in rural local communities, to face.

6. CONCLUSION 

Tourism, and especially rural tourism is of great importance for the economic development of 
eastern Serbia, because it is an initial driver of the development of other economic activities 
and increases employment. Therefore, rural tourism is given strategic importance as one of the 
opportunities for developing the tourist potential of this part of Serbia.

By detecting the groups of the similar statements expressing the same basic idea, the two main 
factors have been singled out on the concrete example of the identification of the strategic direc-
tions for the development of the rural tourism of Stara Planina. The main components (factors) 
of the development of the rural tourism of Stara Planina are as follows: the promotion of a wide 
range of the preservation of the living environment with the accompanying infrastructure and 
service, and the engagement of all the other accompanying economic branches and resources, 
as well as services, in that field.

Based on the results of the research study, concluded conclusion can be drawn that the rural 
area of Stara Planina has increasingly been gaining in importance. The richness of its natural 
resources, its untouched nature and its traditional agricultural households, as well as an ev-
er-increasing interest of the tourism market in the experiences of rural tourism are all the more 
significant, for which reason the drafting of the program of the development of the tourism of 
Stara Planina is also significant.
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Abstract: The globalization of the global economy, global competitors, rapid technical and techno-
logical development and global telecommunications are the factors that determine the new conditions 
of modern global business and the accelerated development of each activity. Economic propaganda 
represents the necessity of tourism and is also one of the essential backbones of its actions carried out 
in order to reach the maximum of possibilities. Innovations are one of the accompanying elements of 
nowadays that is simply necessary so to maximize opportunities. Considering tourism to be a complex 
system, innovation in tourism can be considered as more complex than in some other sectors or indus-
tries. Innovation in tourism does not make it and does not represent an extension of product lines or 
a new product component. In this paper, the statistical method of ANOVA will be used to present the 
importance and significance of innovations in the tourism industry of Eastern Serbia in order to come 
to the knowledge that innovations in tourism become more apparent, where the tourism industry of 
Eastern Serbia, as part of that process, has to direct its goals towards innovations.

Keywords: innovations, tourism industry, Eastern Serbia

1. INTRODUCTION

The globalization of the market creates a dynamic environment that requires constant 
changes and adjustment to market conditions, so no sustainable development of any busi-
ness is possible without innovation. In order for an organization to adapt to such a dy-

namic environment and simultaneously change the manner it operates in, it is very important for 
the organization to adapt its product and service to market demands [1]. Such an environment 
forces many organizations to constantly monitor changes in the environment, user requirements 
and competition behavior so as to evaluate their performance and be prepared to work on the 
constant improvement of their performance.

Due to the influence of the dynamic environment and its orientation towards collecting custom-
er information and competition, market-oriented organizations are in a position to anticipate 
consumers’ and/or service providers’ needs and respond to them by developing innovative prod-
ucts and services. Thus, market-oriented organizations give priority to the speed and efficiency 
of their responses to the opportunities and threats that occur in the environment. For the reason 
of the foregoing, market-oriented organizations can be said to be learning organizations [2]. 

A series of the research studies linking innovation and the knowledge base of many companies 
highlight the importance of certain critical factors that enable the acceptance and application of 
knowledge for the purpose of achieving innovation. This means that innovation can be managed 
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indirectly through influencing the various factors that contribute to organizational culture, the 
enterprise structure, technology and enterprise leadership.

One of these factors is technology, which constantly changes and as such has a very strong 
impact on dynamic market changes. Therefore, knowledge-based technology can be used to 
increase the potential of innovation. Organizations can use technology to create a comparative 
advantage by raising the “barriers” that make the competition difficult to market by presenting 
new products or technological processes that will attract new consumers and, thus, alter the 
rules of the game of competition [3]. 

Despite the increased importance of innovation and the role of technology in the growth and devel-
opment of organizations, there is not much information about the fact that the innovation potential 
is linked to the level of technological development and the degree of organizational structures.

Tourism is an economic activity that involves people traveling outside their place of perma-
nent residence for leisure, fun and entertainment. Tourism undoubtedly represents a significant 
segment of country’s economic development due to its economical, sociological and ecological 
factor, and which introduces immense changes in the environment. Therefore, tourism industry 
could be regarded as a branch which has the most dynamic development.

The aim of this paper is to highlight the classification of the general concepts used in everyday 
activities at work, as well as the relation between technological changes and innovations, and 
also the results that point to the connections between the innovation potential of organizations 
in tourism and hospitality.

2. LITERATURE REVIEW

The very word innovation comes from the Latin expression “innovare”, which has the meaning 
“new” in translation into the Serbian language. In everyday life and not rarely in the professional 
literature, the content of innovation is often identified by the notion of change. However, change 
is a general term denoting a departure from the existing situation, whereas innovation is a special 
form of change, a change implying the application of a new idea with respect to how to advance 
an existing piece of knowledge. Innovation is a creative process in which two or more existing 
facts are combined in a new way. Innovation creates change, but not every change is innovative.

According to Drucker (1991), Innovation is an action that gifts resources to new capacities 
in order to create wealth. In fact, innovation creates a resource. There is no such thing in the 
world as a “resource” until man has found the usable value of something in nature and until he 
has endorsed it with economic value. Until that happens, every single plant only means weeds, 
whereas each single ore only means one of countless rocks. Just over a century ago, mineral 
oils, which were shaking from the ground, did not represent resources, nor bauxite, aluminum 
ores. They were even harmful because the soil seemed to be infertile [4].

When speaking about “innovation”, Schumpeter (1961) meant “new combinations” of the pro-
duction factor. The five basic groups of innovations, i.e. “new combinations” are as follows [5]:
1) the introduction of a new good or a new quality of the existing good,
2) the introduction of new production methods,
3) the opening of new markets,
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4) conquering new sources of raw materials and semi-finished products, and
5) the implementation of a new organization in the industry [5].

Innovations are a special form of change. They represent an instrument by which a company 
creates new creative resources, or enriches the already existing resources with a higher potential 
for creating added value, [6]. In the changes that occur in the company or in the environment 
within which it operates, organizations have an opportunity to innovate. Uncertainty as an im-
manent market property forces the entrepreneur to continually evaluate business alternatives 
in an ever more dynamic environment. For entrepreneurs, innovation is the process of taking a 
creative idea and transforming it into a useful product, service or method, [7]. 

Hence, an innovative organization is characterized by its ability to channel its creative efforts 
into useful results. When managers talk about changing an organization to make it more crea-
tive, they are usually thought to want to stimulate innovation [8].

When innovations and innovative and technological change are concerned, it is necessary to 
distinguish between the three basic stages of technological change [9]:

• Invention and the process of creating new knowledge are characterized by a phase 
change in the birth of new ideas. In itself, invention does not mean a technological 
change, i.e. its creation does not imply the obligation of an automatic practical applica-
tion, namely the inevitability of coming to innovation.

• Innovation is the phase of technological change implicative of the process of the im-
plementation of a new idea, or the emergence of a new solution. Often, the concept 
of innovation is identified by the terms “invention”, “scientific research”, “scientific 
discovery”. Innovation in companies usually follows after investments. A greater or a 
lesser risk is an inevitable companion of any innovation.

• Diffusion is the phase of technological change characterized by the process of the most 
extensive application of innovations. Depending on the ability of economic actors to re-
duce their duration, the basic differences between successful and less successful econo-
mies, generally speaking and as economic entities operating in certain areas of business 
as well, are increasingly shaped.

The terms “invention” and “innovation” should not be mixed. An invention is a concept, an idea 
and a method applied in order to make a new product or initiate a new process, including discov-
ering new technology (a product or a process) for the utilization of natural resources. Innovation 
is a successful market application of an invention, or the implementation of a new or significant-
ly improved product, process or service (significant improvements in technical characteristics, 
components, materials, software, etc.), or marketing methods, or new organizational methods 
in business, the organization of work and a legal entity’s relations with the environment [10].

When speaking about innovations, it is also necessary to mention the notion of entrepreneurship 
because innovations can freely be said to be the essence of entrepreneurship.

Entrepreneurship is the process by which an individual or a group of individuals uses/use an 
organized effort so as to take advantage of favorable opportunities and create value, and also to 
expand by meeting demands and needs through innovation and uniqueness, regardless of the 
resources the entrepreneur has [11]. 
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The decisive importance of entrepreneurship has been noted by many authors [12], [13], [14]. 
The ability to combine all the influences (factors) on development, or achieve a maximum per-
formance, either production or services being in question, is essential to entrepreneurial behav-
ior. The key theoretical and practical question is the question of how to determine the amount 
of the “entrepreneurial input” and measure its contribution to a product or growth. The entre-
preneur is he who decides how to channel capital, or what to produce, what technology, where, 
how to manage the organization, and how to finance the investment. All this is a combination 
of production factors. However, entrepreneurship is not only characterized by a combination of 
factors, but by taking risks as well. That is the reason why it is sometimes interpreted as a talent.

Entrepreneurship cannot be quantified or valued; it cannot be bought or borrowed. It, therefore, 
forms the most productive combinations of other factors. The entrepreneur makes decisions and 
choices according to both economic and his own selection criteria, simultaneously respecting 
the fact that there is no homogeneity of production factors. In his doing so, the point he wants 
to make is that the factors whose price is lower than their productivity should be involved. It is 
only in this case that the income which exceeds the price, namely costs, is possible to realize, 
which is the contribution of entrepreneurship.

Innovative work creates new technology, improves the properties of products and services, 
creates a new organization, management and control systems, finds new market opportunities 
for both new and the existing products. In a word, it opens up new development opportunities. 
If an organization creates a favorable innovative climate, it is possible for all its employees to 
a greater or lesser extent to participate in innovative work. According to Čavlek (2005), the 
skilled entrepreneurs who, by the business concept based on the economies of scale and an 
increased scope of operations, find ways how to organize travel at the price of an affordable 
number of consumers, are responsible for innovations in the field of organized trips [15]. The 
most commonly innovative work is reflected in the form of a new, more productive technology, 
in a better organization and management, more efficient market research, and through know-
how. Innovation and scientific-technological changes are the sense, as well as the measure, 
of the influence of entrepreneurship on growth [16]. The state is also an active participant in 
effective entrepreneurship, so it has to maintain the macroeconomic policy that encourages en-
trepreneurs to make long-term investments instead of looking for profitability in the short run. 

Technology implies:
1) the methods used for market and non-market activities,
2) the nature and characteristics of what is being produced (the design),
3) the ways in which everything can be produced, and
4) management, sales and techniques directly related to production.

It can be integrally stated that technology encompasses all the efforts and attitudes of man to 
nature and society in order to meet his needs.

3. INNOVATION AND TECHNOLOGICAL CHANGES

Today, many authors directly make a link between technological change and innovation; the 
fact is that technological changes will be the core of innovation [17].
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Nordhaus (2006) claims that technological change is determined as change in technology – the 
invention of new products and/or changes in goods and services production processes [18]. Ac-
cording to them, technological change occurs when new engineering and technological know-
how allow for a greater production, which can be achieved with the same inputs, or when the 
same production can be achieved by using fewer inputs [9]. 

In the literature of a recent date, the next quarterly taxonomy of technological changes is also 
encountered: 

• incremental innovation,
• radical innovation, 
• generic technologies or “new technological systems”, and
• progressive generic technologies or “new techno-economic paradigms”.

Incremental innovations are expressed in continuity in the economy; they are understandably 
different in intensity and depend on the individual sectors of the economy [19]. Very often they 
are covered by the term “learning by doing”, so that their economic effects are represented by 
the learning curve.

Radical innovations are the qualitative improvements of the products and processes that can-
not be classified into simple training. The expansion of radical innovations implies the emer-
gence and application of new equipment and/or the emergence of new qualifications. Radical 
innovations, however, are of a limited range since they are mainly characteristic of the individ-
ual sectors of the economy.

Generic technologies or “new technological systems” are the sets, i.e. clusters, of innovations 
which are technically and economically interconnected. They are technologically and economi-
cally interdependent from the aspect of the creation of new innovations and the dynamization of 
economic growth. In a word, these are far-reaching technological changes, and in the literature, 
they are referred to by using the terms “natural technological trajectories” and “new technolog-
ical paradigms”.

New generic technologies or “new technology systems” have such a wide application that they 
have a profound impact on the design of production and distribution conditions in most or in 
almost all the sectors of the economy. The discovery of the steam engine is an example of such 
technology since it enabled the mechanization of the largest number of production processes 
and, through its application in the rail systems and ships, completely altered distribution sys-
tems, transport prices and the economies of scale for many services and production. 

The most widespread division of technological change is that which takes into account its three 
following components: 
1) invention, 
2) the first practical application of an invention (an innovation), and
3) diffusion.

The inventive ability of an enterprise is in its widest sense reflected in the dynamics of the re-
structuring and modernization of production and in increasing its profitability. 
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There are various studies on invention:
• Basic research refers to the activities carried out for the purpose of creating new knowl-

edge of physical, biological and social phenomena.
• Pure basic research is carried out with the aim of improving the knowledge base.
• Focused basic research is oriented towards the creation of a broad knowledge base that 

will serve as the basis for finding solutions to either known or anticipated current or 
future problems or opportunities.

• Applied research is directed towards solving specific technical problems.
• Experimental development is the systematic work based on the existing knowledge that 

is a result of a research study or a practical experience directed towards the production 
of new materials, products and devices, the introduction of new processes, systems and 
services, or towards the essential improvements already produced or installed.

Depending on the objects to which they relate, all innovations can be conditionally divided into:
• Production innovations are related to change in the functional, aesthetic and other prop-

erties of products or services that are realized on the market. 
• Process innovations involve the application of principally new or substantially improved 

production processes. 

Depending on the different classification criteria, all innovations are classified into: 
• continuous innovations (evolutionary, gradual), and
• radical (revolutionary, spectacular) innovations. 

The first type of innovation is reflected in the continuous improvement of the many properties of 
known products, services and processes [20]. The latter is characterized by a discontinuity, which 
results in significant economic effects. A number of researchers divide all innovations into:

• autonomous or independent, and
• systemic. 

Autonomous innovations are those not requiring change in equipment or parts of equipment in 
order for such equipment or parts of the same to be introduced.

As opposed to them, systemic innovations involve a significant adjustment of the other compo-
nents of production equipment.

Diffusion is a phase of technological change characterized by the process of the most extensive 
application of innovations [21]. Depending on economic actors’ ability to reduce their duration, 
the basic differences between successful and less successful economies, both generally speak-
ing and speaking from the aspect of economic subjects in certain business areas, are increasing-
ly shaped. In principle, the smaller the technological gap dividing one economy from another, 
technologically more innovative, or the one sharing the enterprise in one country in relation 
to a similar enterprise in more developed economies, the more pronounced the intensity of the 
diffusion of innovation.
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4. RESEARCH MATERIALS AND METHODS 

The aim is to examine the significance and importance of innovation in the tourism industry of 
Eastern Serbia. The research study was conducted in the territory of several Eastern Serbia’s 
cities (namely Knjaževac, Zaječar and Bor) in the period from 15th August 2018 to 10th October 
2018. A survey questionnaire was used as a research instrument. The research was anonymous, 
and a total of 350 questionnaires were distributed. There are 300 validly filled-in questionnaires 
relevant for the research study, which accounts for 85.71% of the respondents. The response lev-
el and the validly filled-in questionnaires are as expected. The five-step Likert scale was applied 
to the gradation of the received responses, whereas the processing of the results was performed 
through the SPSS 23.0 software package. The ANOVA statistical method (Variance Analysis) 
was used in order to examine the differences between one or more independent variables and 
one dependent variable, or in this case, to detect the difference in the respondents’ answers with 
respect to their demographic data, such as: the categories of the respondents, their respective 
places of residence, the organization, and, if applicable, whether that difference was statistically 
significant or not. The Tukey-Snedecor “post hoc” test was applied in order to calculate the crit-
ical difference, i.e. to determine where a deviation in the response was expressed. 

4. RESEARCH RESULTS AND DISCUSSION

The importance and significance of innovations in the tourism industry of Eastern Serbia is 
presented with tables and figures in the next part of the paper.  

N Average Std. 
Deviation Std. error

95% average 
interval Minimum Maximum

lower upper
Student 18 3.2889 1.04538 0.24640 2.7690 3.8087 1.40 5.00
Employed 232 3.9310 0.82645 0.05426 3.8241 4.0379 1.40 5.00
Unemployed 30 3.0133 1.20566 0.22012 2.5631 3.4635 1.40 5.00
Agricultural 
producer 6 4.0000 0.92952 0.37947 3.0245 4.9755 2.80 4.60

Retiree 14 4.5429 0.26520 0.07088 4.3897 4.6960 4.20 5.00
Total 300 3.8307 0.93013 0.05370 3.7250 3.9363 1.40 5.00

Table 1: The descriptive analysis of the importance and significance  
of innovations in the tourism industry

Table 1 shows that in assessing the significance and importance of innovations in the tourism 
industry of Eastern Serbia the highest average rating was provided by the pensioners (4.5429), 
whereas the lowest average grade was given by the unemployed respondents (3.0133).

Given the fact that there are deviations at the level of the average, the methodology itself lists the 
approach to the testing of the average values for the given group of the questions. For this type 
of data, the most appropriate variance analysis is to determine whether there are differences 
in assessing the importance and significance of innovations in the tourism industry of Eastern 
Serbia between the groups or not, or whether there are differences in the responses within the 
groups themselves or not.
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Sum of the 
square df-test Average 

squares f-test Probability of 
error

Between the 
groups 34.935 4 8.734 11.515 0.000

In the group 223.743 295 0.758

Total 25.678 299

Table 2: The analysis of the variance for the importance  
and significance of innovations in the tourism industry

Table 2 accounts for the following values: the sum of the squares between the groups, which is 
34.935; the average of the squares between the groups, which is 8.73; the sum of the squares in 
the group equal to 223.743; the average squared in the group, which is 0.758. The f-test value is 
equal to 11.515, this size being further compared to the limit value of the f-test (from the limit 
values table). The 0.00% probability of error indicates that the respondents’ answers differ with-
in and between the groups. Based on the demonstrated indicators, the Post Hoc Test was done 
in order to determine the point where a deviation in the responses is evident.

Category of respondents: Average 
difference Std. error Probability 

of error
95% average interval

lower upper

Student

Employed -0.64215 0.21309 0.023 -1.2270 -0.0573
Unemployed 0.27556 0.25965 0.826 -0.4371 0.9882
Agricultural producer -0.71111 0.41054 0.416 -1.8379 0.4157
Retiree -1.25397 0.31034 0.001 -2.1058 -0.4022

Employed

Student 0.64215 0.21309 0.023 0.0573 1.2270
Unemployed 0.91770 0.16897 0.000 0.4539 1.3815
Agricultural producer -0.06897 0.36011 1.000 -1.0574 0.9194
Retiree -0.61182 0.23968 0.082 -1.2697 0.0460

Unemployed

Student -0.27556 0.25965 0.826 -0.9882 0.4371
Employed -0.91770 0.16897 0.000 -1.3815 -0.4539
Agricultural producer -0.98667 0.38947 0.086 -2.0557 0.0823
Retiree -1.52952 0.28188 0.000 -2.3032 -0.7558

Agricultural 
producer

Student 0.71111 0.41054 0.416 -0.4157 1.8379
Employed 0.06897 0.36011 1.000 -0.9194 1.0574
Unemployed 0.98667 0.38947 0.086 -0.0823 2.0557
Retiree -0.54286 0.42495 0.705 -1.7092 0.6235

Retiree

Student 1.25397 0.31034 0.001 0.4022 2.1058
Employed 0.61182 0.23968 0.082 -0.0460 1.2697
Unemployed 1.52952 0.28188 0.000 0.7558 2.3032
Agricultural producer 0.54286 0.42495 0.705 -0.6235 1.7092

Table 3: The Post Hoc Test of the importance  
and significance of innovations in the tourism industry



SIGNIFICANCE AND IMPORTANCE OF INNOVATION  
IN THE TOURISM INDUSTRY OF EASTERN SERBIA

795

Table 3 shows the average estimates for the importance and significance of innovations in the 
tourism industry of Eastern Serbia and the average statistical differences between the students 
and the employees, with a 0.023 probability of error, where p<0.05. The results of the analysis 
indicate that the employed respondents gave high average grades and fully agreed that inno-
vations in the tourism industry of Eastern Serbia are important and significant. There are also 
significant statistical differences in assessing the importance and significance of innovations 
between the students and the pensioners, with a 0.001 probability of error (where p<0.05). This 
indicator is also indicative of the fact that the pensioners, unlike the students, gave far higher 
average grades when the importance and significance of innovations in the tourism industry 
of Eastern Serbia were concerned. There is also a significant statistical difference in the an-
swers between the employed and the unemployed respondents, with a 0.000 probability of error 
(where p<0.05), which indicates that the employed respondents, unlike the unemployed, also 
gave higher average grades to the importance and significance of innovations in the tourism 
industry of Eastern Serbia. The statistically significant differences in the responses may also be 
seen between the retired and the unemployed respondents, with a zero probability of error. This 
data indicates that, unlike the unemployed, the pensioners also gave much higher average marks 
to the importance and significance of innovations in the tourism industry of Eastern Serbia.

Figure 1: The diagram of the average values of the importance and significance of innovations 
in the tourism industry of Eastern Serbia based on the respondents’ interests

Figure 1 shows a diagram of the average values, the assessment of the importance and signifi-
cance of innovations in the tourism industry of Eastern Serbia, which unambiguously indicates 
that the students and the unemployed respondents gave the lowest average grades, whereas the 
employed respondents, the agricultural producers and the pensioners gave high average grades.



3rd International Thematic Monograph:  
Modern Management Tools and Economy of Tourism Sector in Present Era

796

 N Average Std. Devi-
ation Std. error

95% average interval
Minimum Maxi-

mumlower upper
Local govern-
ment 76 3.5789 0.94182 0.10803 3.3637 3.7942 1.40 5.00

Tourism and 
Hospitality 
Sector

120 4.2667 0.65148 0.05947 4.1489 4.3844 1.40 5.00

Other 58 3.6276 0.77997 0.10241 3.4225 3.8327 2.00 4.60
Total 254 3.9150 0.84330 0.05291 3.8108 4.0192 1.40 5.00

Table 4: The descriptive analysis of the importance and significance of innovations  
in the tourism industry of Eastern Serbia based on the respondents’ position in the organization

Table 4 shows that in assessing the importance and significance of innovations in the tourism 
industry of Eastern Serbia, the highest average rating was given by the employees in the tourism 
and hospitality sector (4.2667), whereas the lowest average grade was given by the employees in 
local self-government (3.5789).

 Sum of the 
square df-test Average 

squares f-test Probability of 
error

Between the 
groups 28.214 2 14.107 23.340 0.000

In the group 151.709 251 0.604
Total 179.923 253

Table 5: Analysis of variance for the importance and significance of innovations  
in the tourism industry of eastern Serbia based on the respondents’ position in the organization

Table 5 shows the ANOVA test, from which it can be concluded from the obtained data that 
the answers between the mentioned groups of respondents differ within and between groups. 
Because of these indicators, the analysis of the Post Hoc test has begun, to determine where is 
the most pronounced deviation in responses.

Respondents’ position in the 
organization

Average dif-
ference Std. error Probability of 

error
95% average interval

lower upper

Local govern-
ment

Tourism and 
Hospitality 
Sector

-0.68772 0.11397 0.000 -0.9564 -0.4190

Other -0.04864 0.13555 0.932 -0.3682 0.2709
Tourism and 
Hospitality 
Sector

Local govern-
ment 0.68772 0.11397 0.000 0.4190 0.9564

Other 0.63908 0.12433 0.000 0.3459 0.9322

Other

Local govern-
ment 0.04864 0.13555 0.932 -0.2709 0.3682

Tourism and 
Hospitality 
Sector

-0.63908 0.12433 0.000 -0.9322 -0.3459

Table 6: The results of the Post Hoc Test for the tested variable of the importance  
and significance of innovations in the tourism industry of Eastern Serbia  

based on the respondents’ position in the organization
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Table 6 shows the results of the Post hoc Test, and accounts for the fact that the average estimates 
for the importance and significance of innovations in the tourism industry of Eastern Serbia are 
statistically different between the employees in local self-government and the employees in the 
tourism and hospitality sector, with a zero probability of error, which indicates the fact that the 
employed respondents in the tourism and hospitality sector gave extremely high average grades 
and that they fully agree that innovations in the tourism industry of Eastern Serbia are both im-
portant and significant. The significant statistical differences in the evaluation of the importance 
and significance of innovations amongst the employees in the tourism and hospitality sector and 
the employees in the other sectors (transport, culture, agriculture...) were noted, indicating that the 
employed respondents in local self-government gave exceptionally high average grades, and that 
they fully agree upon the importance of innovations in the tourism industry of Eastern Serbia.

Figure 2: The diagram of the average values of the importance and significance of innovations 
in the tourism industry of Eastern Serbia based on the respondents’ position  

in the organization

Figure 2 presents the diagram of the average values of the importance and significance of in-
novations in the tourism industry of Eastern Serbia, which unambiguously indicates that the 
employees in the tourism and hospitality sector gave very high average grades, whereas the 
employed respondents in local self-government and the employees in the other sectors gave very 
low average grades.

N Average Std. De-
viation Std. error

95% average in-
terval Minimum Maxi-

mumlower upper
Knjaževac 
Municipality 109 3.8312 0.86332 0.08269 3.6673 3.9951 1.40 5.00

Zaječar City 120 3.7200 1.01630 0.09278 3.5363 3.9037 1.40 5.00

Bor City 71 4.0169 0.85640 0.10164 3.8142 4.2196 1.40 5.00

Total 300 3.8307 0.93013 0.05370 3.7250 3.9363 1.40 5.00

Table 7: The descriptive analysis of the importance and significance of innovations in the 
tourism industry of Eastern Serbia based on the respondents’ place(s) of residence
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Table 7 presents the assessments of the importance and significance of innovations in the tour-
ism industry of Eastern Serbia, and it is possible to conclude that the respondents from the City 
of Bor gave the highest average rating (4.0169), whereas the lowest average grade was given by 
the respondents from the City of Zaječar (3.7200).

Sum of the 
square df-test Average 

squares f-test Probability of 
error

Between the 
groups 3.932 2 1.966 2.292 0.103

In the group 254.746 297 0.858
Total 258.678 299

Table 8: The analysis of the variance for the importance and significance of innovations  
in the tourism industry of Eastern Serbia based on the respondents’ place of residence

Table 8 shows the ANOVA test. Based on the sum of the squares between the groups and the 
averages, with the f-test value (2.292), the value is compared with the limit value of the f-test 
from the limit values table, with a minimum probability of error, from which it is possible to 
conclude that the answers of this group of the respondents are different both within and between 
the groups. In order to determine where the deviation was most pronounced in the respondents’ 
responses, the Post Hoc Test was used.

Place of living: Average  
difference Std. error Probability 

of error
95% average interval

lower upper
Knjaževac 
Municipality 

City of Zaječar 0.11119 0.12254 0.636 -0.1775 0.3998
City of Bor -0.18571 0.14124 0.388 -0.5184 0.1470

Zaječar City 
Municipality of 
Knjaževac -0.11119 0.12254 0.636 -0.3998 0.1775

City of Bor -0.29690 0.13867 0.083 -0.6235 0.0297

Bor City 
Municipality of 
Knjaževac 0.18571 0.14124 0.388 -0.1470 0.5184

City of Zaječar 0.29690 0.13867 0.083 -0.0297 0.6235

Table 9 The results of the Post Hoc Test for the tested variable of the importance  
and significance of innovations in the tourism industry of Eastern Serbia  

based on the respondents’ place of residence

Table 9 shows that there are differences in the responses among the respondents of the selected 
municipalities, which, however, are statistically insignificant.

Figure 3 shows the diagram of the average values, the assessment of the importance and sig-
nificance of innovations in the tourism industry of Eastern Serbia, from which it is possible to 
specifically note that the respondents of the City of Bor gave the highest average marks, where-
as the respondents of the City of Zaječar gave the lowest average marks to innovations in the 
tourism industry of Eastern Serbia. As already mentioned, the differences in the responses are 
statistically negligible. 
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Figure 3: The diagram of the average values of the importance and significance of innovations 
in the tourism industry of Eastern Serbia based on the respondents’ place of residence 

5. CONCLUSIONS

In spite of the skepticism expressed in the past about the ability of tourism to be innovative, in-
novations in tourism are becoming more and more obvious. The analysis of the innovation of in-
novators in tourism is clear and demonstrates that, thanks to the internationalization of business 
in tourism, a strong competition on the tourism market and constant changes in tourists’ needs, 
tourism is a highly dynamic system subject to constant changes in all parts of the value chain.

Since these changes have led to innovation, product and process innovation, and the application 
of ICT applications, innovation has become almost a routine for businesses operating in tour-
ism. However, there are still many things to do at tourist destinations. Given the fact that more 
experienced tourists are not prone to opt for the destinations whose products have reached the 
maturity stage, or the destinations that do not offer a good “money and value ratio”, destinations 
will increasingly be forced to offer the products that match tourists’ different and multiple char-
acteristics and meet their expectations, which means that they will have to offer a unique offer.

As business practice shows, the penetration of Eastern Serbia into the tourism market involves 
constant innovations. Tourism has been and will remain one of the main ways to ensure the 
progress of a socially responsible community. As a part of that process, Eastern Serbia needs to 
focus its goals on innovation, offer “value in value” and added value instead of discounts. It is 
necessary to find the ways of facing challenges. Innovation must be crucial in creating and de-
livering a quality experience. In the future, tourists will set conditions, technology will remain 
the key factor, and package arrangements will not disappear from the market, but will rather 
appear in innovative forms.

The results of this research indicate the necessity of innovative forms of tourism activities, 
which would have the maximum contribution to the development of tourism at the local level as 
well as at the national level. Therefore, this research is justified in the scientific sense because it 
will be of great use in the further work of tourism organizations in this area. Studies of this type 
can be carried out in other geographical areas of the Republic of Serbia in order to gain new 
insights on innovative solutions for improving tourism at the local and national level.
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