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LIKVIDNOST PRIVREDNIH DRUSTAVA I PREDUZETNIKA
SEKTORA I-USLUGE SMESTAJA 1 ISHRANE U REPUBLICI SRBIJI

LIQUIDITY OF ENTERPRISES AND ENTERPRENEURS OF THE SECTOR I-
ACCOMMODATION AND FOOD SERVICES IN THE REPUBLIC OF SERBIA

Apstrakt: Cilj rada je da se utvrdi nivo i
kretanje likvidnosti privrednih drustava i
preduzetnika Sektora 1-Usluge smestaja
i ishrane u Republici Srbiji u periodu od
2013. do 2020. godine. Za potrebe istraziva-
nja koriséeni su zbirni podaci o poslovanju
privrednih drustava i preduzetnika koji po-
sluju u okviru posmatranog sektora, a koje
sastavlja i publikuje Agencija za privredne
registre u _formi Godisnjeg biltena finansij-
skih izveStaja. U radu je likvidnost merena
racijom opste likvidnosti, racijom redukova-
ne likvidnosti, racijom gotovinske likvidnos-
ti i neto obrtnim kapitalom. Utvrdeno je da,
uz prisutne fluktuacije tokom posmatranog
perioda, i privredna drustva i preduzetnike
karatkerise niska vrednost pokazatelja li-
kvidnosti, odnosno vrednosti ovih pokazate-
lja su ispod granicnih. Takode, istraZivanje
pokazuje da je vrednost korisc¢enih pokaza-
telja likvidnosti, u najvecoj meri, na nesto
visem nivou kod preduzetnika u odnosu na
privredna drustva.

Kljucne reci: likvidnost, racio pokazate-
lji, privredna drustva, preduzetnici, Sektor
1-Usluge smestaja i ishrane, Republika Sr-
bija

Abstract: The aim of this paper is to deter-
mine the level and movement of liquidity
of enterprises and entrepreneurs of Sector
I-Accommodation and Food Services in the
Republic of Serbia in the period from 2013
to 2020. For the purposes of the research,
summary data on the operations of enter-
prises and entrepreneurs operating within
the observed sector were used, which are
compiled and published by the Business Re-
gisters Agency in the form of the Financial
Statements Annual Bulletin. In this paper,
liquidity is measured by the current ratio,
the quick ratio, the cash ratio and the net
working capital. It was found that, with the
fluctuations present during the observed
period, both enterprises and entrepreneurs
are characterized by a low value of liquidity
indicators, ie the values of these indicators
are below the limit. Also, the research shows
that the value of the used liquidity indicators
is, to a large extent, at a slightly higher level
among entrepreneurs compared to enterpri-
ses.

Key words: liquidity, ratio indicators, enter-
prises, entrepreneurs, Sector I-Accommoda-
tion and Food Services, Republic of Serbia
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Uvod

Finansijski izves$taji preduzeéa (bilans
stanja, bilans uspeha i izvestaj o tokovima
gotovine kao izvestaji od prioritetnog zna-
¢aja za informisanje o finansijskom ucinku
preduzeéa), kao proizvod racunovodstve-
nog sistema informisanja zasnovani su na
racunovodstvenim principima i relevantnoj
zakonskoj regulativi, te su kao takvi, jedini
regularni i celoviti, javno su obelodanjeni,
te time i dostupni Sirokom krugu informa-
cionih adresata. Medutim, slozenost poslov-
nih transakcija, neophodnost postojanja ra-
¢unovodstvenih izbora, neeticko ponasanje
ucesnika u procesu izvestavanja i sl. imaju
za posledicu da su u prakticnom ambijentu
informacije o finansijskim performansama
preduzeca u vecoj ili manjoj meri u neskla-
du sa ekonomskom realno$c¢u (Knezevi¢ &
Fabris, 2012, 70). Stoga, bitno je prepoznati
informacione rizike i okolnosti koje su ka-
rakteristicne za prevarno finansijsko izve-
Stavanje kako bi se odrzalo na adekvatnom
nivou poverenje velikog broja korisnika
u finansijske informacije sadrzane u ovim
izveStajima, $to zahteva Sirok spekar racu-
novodstvenih znanja i vestina (Milojevi¢ &
Covi¢, 2020; Milojevi¢ et al., 2020; Mitri¢
etal., 2012).

Prilikom sprovodenja racio analize po-
trebno je uzeti u obzir jedinstvene kulturne,
poslovne, finansijske i regulatorne karakte-
ristike svake zemlje, jer pomenuti eksterni
faktori mogu u znacajnoj meri da uti¢u na
efekte merenja finansijskih podataka (Liu et
al., 2013, 185). Analiza finansijskih pokaza-
telja ima za cilj da pomogne da se razume
Sta je ono Sto preduzeca treba da preduzmu
na osnovu dostupnih informacija koje poticu
iz javno publikovanih finansijskih izvestaja.
Drugim rec¢ima, sprovodenjem ove analize
bi¢e omogucen uvid u stvarno finansijsko
stanje profitno orijentisanih organizacija
(Heriyanto et al., 2021, 52).

Analiza likvidnosti putem finansijskih
pokazatelja pomaZe u ranom upozoravanju

na povecani rizik od finansijskih neuspeha
(Al-Kassar & Soileau, 2014, 153). Predvida-
nje bankrota ve¢ dugo privlaci interesovanje
istrazivaca (Diakomihalis, 2012; Jovanovié
etal., 2017). Adekvatan nivo operativne go-
tovine se moze ostvariti ukoliko se efikasno
upravlja slede¢im stavkama obrtnog kapita-
la: (1) zalihe, (2) potrazivanja od kupaca i
(3) obaveze prema dobavljac¢ima (Knezevié
& Fabris, 2010, 62). Posle profitabilnosti,
adekvatna naplata potrazivanja je druga
najznacajnija mera uspesnosti poslovanja
preduzeca, te se u tom kontekstu naglasava
vaznost pazljivog upravljanja potrazivanji-
ma od kupaca, kako likvidnost preduzeca ne
bi bila ugrozena (Knezevi¢ et al., 2011, 49).

Predmet rada je likvidnost Sektora
I-Usluge smestaja i ishrane (u daljem tek-
stu Sektor I) u Republici Srbiji. Cilj rada je
utvrdivanje nivoa i kretanja pokazatelja li-
kvidnosti privrednih drustava i preduzetnika
Sektora I u periodu od 2013. do 2020. godi-
ne. To omogucava sagledavanje likvidnosti
privrednih drustava i preduzetnika pomenu-
tog sektora u godini pandemije COVID-19,
kao i u godinama koje su joj prethodile. Li-
kvidnost privrednih drustava i preduzetnika
merena je racijom opste likvidnosti, racijom
redukovane likvidnosti, racijom gotovinske
likvidnosti i neto obrtnim kapitalom.

Rad se sastoji iz Cetiri dela. Posle uvoda,
sledi metodologija istrazivanja u kojoj su
objasnjeni izvori podataka, kao i primenjeni
pokazatelji likvidnosti. Rezultati sprovede-
nog istrazivanja su prezentovani u tre¢em
delu. U cCetvrtom delu su izneta zakljucna
razmatranja, a ukazano je i na ogranicenja,
kao 1 na pravce buducih istrazivanja.

Metodologija istraZivanja

Analiza likvidnosti privrednih drustava
1 preduzetnika Sektora I sprovedena je na
bazi Godi$njih biltena finansijskih izvestaja.
Rec je o izvestaju koji Agencija za privredne
registre Republike Srbije sastavlja i publi-
kuje od 2014. godine, i koji sadrzi zbirne bi-
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lanse stanja i bilanse uspeha dve uzastopne
godine za privredna drustva i preduzetnike
iz realnog sektora, finansijskih institucija i
neprofitinih organizacijama (Agencija za
privredne registre; Bogicevi¢ et al., 2021a).
Pored pomenuta dva izvestaja, Godi$nji bil-
ten sadrzi i podatke o broju pravnih lica (pri-
vrednih drustava, preduzetnika i institucija),
kao i broju njihovih zaposlenih (Bogi¢evi¢
et al., 2021a).

Budu¢i da finansijski izvestaji sadrze
veliku koli¢inu podataka, neophodno je pri-
menom odredenih tehnika analize izdvojiti
one podatke koji su bitni za donoSenje ade-
kvatnih poslovnih odluka. Za potrebe mere-
nja likvidnosti privrednih drustava i predu-
zetnika Sektora I, koriS¢ena je racio analiza.
Rec je o najcesce koriS¢enoj tehnici analize
finansijskih izvestaja (Vasilev et al., 2019;
Mitrovi¢ et al., 2021). Konkretno, likvidnost
¢e biti merena putem racija opSte likvidnos-
ti, racija redukovane likvidnosti, racija go-
tovinske likvidnosti i neto obrtnog kapitala.
Rec je o racio pokazateljima likvidnosti koji
se izracunavaju stavljanjem u odnos odrede-
nih pozicija bilansa stanja (Bogicevi¢ et al.,
2021b).

Racio opste likvidnosti predstavlja od-
nos izmedu obrtne imovine i kratkoro¢nih
obaveza, i ukazuje na sposbnost preduzecéa
da odgovori na kratkoro¢ne obaveze ko-
riS¢enjem ukupne obrtne imovine (Chibi-
li, 2010). U stru¢noj literaturi se najcesce
navodi da ukoliko je vrednost racija opste
likvidnosti 2, preduzece se smatra finansij-
ski snaznim. Medutim, moze se desiti 1 da
se pored visoke vrednosti ovog pokazate-
lja, preduzec¢e nade u situaciji da ne moze
da iz svojih obrtnih sredstava pokrije svoje
dospele kratkoro¢ne obaveze. Razlog za to
se nalazi u Cinjenici da racio opste likvid-
nosti zanemaruje strukturu obrtne imovine
(Helfert, 2001). Stoga, prilikom tumacenja
vrednosti ovog pokazatelja treba biti veo-
ma oprezan, jer visoka vrednost pokazate-
lja moze biti posledica nagomilanih zaliha
(Knezevi¢ et al., 2019). Kako u strukturi

obrtnih sredstava preduzeca iz oblasti ugo-
stiteljstva, zalihe (koje su najcesce u obliku
hrane i pi¢a) imaju skromno ucesce, prihvat-
ljiva je i vrednost racija opste likvidnosti od
1,5 (Jagels, 2006).

Racio redukovane likvidnosti predstav-
lja odnos izmedu likvidnih sredstava (vred-
nost obrnih sredstava umanjena za vrednost
zaliha) i kratkoro¢nih obaveza. Razlog is-
klju¢ivanja zaliha iz obrtne imovine nalazi
se u ¢injenici da predstavljaju manje likvid-
ni oblik imovine u odnosu na ostale kate-
gorije obrtne imovine (Britton & Waterston,
2006; Walsh, 2006). Ovaj racio pokazatelj
ukazuje na finansijsku snagu ili slabost pre-
duzeca, i procenjuje sposobnost preduzeéa
da izmiri kratkoroéne obaveze koriste¢i naj-
likvidnija sredstva (KneZzevi¢ et al., 2019).
Smatra se da svaka vrednost racija reduko-
vane likvidnosti iznad 1 ukazuje na finan-
sijsku sigurnost, jer to znaci da su likvidna
sredstva preduzeéa odgovarajuca za pokriée
njenih kratkoro¢nih obaveza. Medutim, i u
situacijama kada je vrednost ovog pokaza-
telja iznad 1 treba biti oprezan, jer postoje
razliCiti rokovi dospeca potrazivanja (Bogi-
¢evic et al., 2021b).

Racio gotovinske likvidnosti predstavlja
strozi pokazatelj likvidnosti zasnovan na bi-
lansnim podacima. Stavlja u odnos gotovinu
i gotovinske ekvivalente (kao najlikvidniji
oblik obrtne imovine preduzeéa) i kratko-
ro¢ne obaveze. Ako je vrednost izracunatog
pokazatelja 1 ili iznad 1, preduzeée svojim
raspolozivim nov€anim sredstvima moze
isplatiti dospele kratkoro¢ne obaveze. Vred-
nost ovog pokazatelja niza od 1, ukazuje na
to da preduzeée nema na raspolaganju do-
voljno gotovine za potpuno pokri¢e dospe-
lih kratkoro¢nih obaveza.

Neto obrtni kapital se koristi u testira-
nju likvidnosti preduzeca, ali ne kao racio
broj ve¢ kao razlika izmedu obrtne imovine
i kratkoro¢nih obaveza preduze¢a. Pomo-
¢u ovog pokazatelja se utvrduje da li po-
smatrano preduzeée raspolaze dovoljnim
slobodnim iznosom neto obrtne imovine u
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kratkom roku kako bi opstalo u poslovanju
(Knezevi¢ et al., 2019, 64). Visi iznos neto
obrtnog kapitala obezbeduje i visi stepen li-
kvidnosti, pri ¢emu nije precizirano kolika
je otpimalna visina ovog pokazatelja, vec je
individualno uslovljena.

Rezultati istraZivanja

U Tabeli 1 je prikazan broj privrednih
drustava i preduzetnika Sektora 1 u peri-
odu od 2013. do 2020. godine, kao i broj
zaposlenih.

Tabela 1: Broj privrednih drustava, preduzetnika i zaposlenih u Sektoru I u periodu
od 2013. do 2020. godine

Elementi 2013 | 2014 | 2015 | 2016 | 2017 | 2018 | 2019 | 2020
. Broj 2.939 | 3.043 | 3.138 | 3.455 | 3.689 | 3.928 | 4.078 | 4.185
Privredna Broi
drugtva le;‘ﬂlzapos' 21.298 | 20.499 | 22.157 | 24.175 | 25.903 | 29.414 | 32.191 | 31.986
Broj 1.801 | 1.650 | 1.510 | 1.551 | 1.572 | 1.681 | 14.702 | 15.210
Preduzetnici B _
Eﬁzaf’(’s 3.633 | 4.017 | 4310 | 4.778 | 5.288 | 6.092 |33.553 | 35.425

Izvor: Autori na bazi Agencija za privredne registre, Godisnji bilteni finansijskih izvestaja

od 2014. do 2020. godine

Tokom posmatranog osmogodis$njeg
perioda, zabeleZene su fluktuacije broja pri-
vrednih drustava i preduzetnika, kao i broja
njihovih zaposlenih. Kao §to se iz Tabele 1
vidi, broj privrednih drustava belezi kon-
stantan trend rasta od 2013. do 2020. godi-
ne. Na kraju 2020. godine, broj privrednih
drustava koji posluje u okviru Sektora I,
je za oko 30% veci u odnosu na kraj 2013.
godine. Broj zaposlenih, u privrednim drus-
tvima pomenutog sektora, belezi trend kon-
stantnog rasta od 2014. do 2019. godine.
Neophodno je ukazati i na blagi pad broja
zaposlenih u 2014. i 2020. godini, u odno-
su na godine koje su im prethodile (2013. i
2019. godinu). I pored pomenutih oscilacija,
na kraju 2020. godine je za oko 50% vise
zaposlenih u privrednim drustvima u odno-
su na kraj 2013. godine. Broj preduzetnika
koji posluje u okviru Sektora I se smanjio
u periodu od 2013. do 2015. godine, da bi
u godinama koje slede, doslo do poveéanja
njihovog broja. Do znacajnog rasta broja
preduzetnika doslo je 2019. godine, kada
ih je za skoro 8 puta viSe u odnosu na kraj
2018. godine. Razlog za tako drasti¢ni rast
se nalazi u Cinjenici da je Zakonom o izme-
nama i dopunama Zakona o porezu na doho-

dak gradana povecan broj preduzetnika koji
je u 2019. godini postao obveznik vodenja
poslovnih knjiga po sistemu dvojnog knji-
govodstva, kao i sastavljanja i dostavljanja
finansijskih izveStaja Agenciji za privredne
registre. Broj zaposlenih u preduzetnickim
radnjama tokom posmatranog osmogodis-
njeg perioda belezi trend konstantnog rasta,
pri éemu je taj rast najizrazeniji u 2019. go-
dini (usled pomenute promene po pitanju
vodenja poslovnih knjiga).

U strukturi poslovne imovine privrednih
drustava, obrtna imovina tokom posmatra-
nog perioda uéestvuje prosecno sa 25%, dok
u sluéaju preduzetnika, to uéesce iznosi oko
59%. Kada je re¢ o strukturi obrtne imovine
privrednih drustava, tokom 5 godina, najvise
ucesce su imale zalihe. U dve godine, najvece
ucesce u strukturi obrtne imovine privrednih
drustava imala su ostala kratkoro¢na potrazi-
vanja, dok u jednoj, kratkorocni finansijski
plasmani. Najveéi deo obrtne imovine pre-
duzetnika u period od 2013. do 2020. godine
¢ine zalihe. Tako, prose¢no uéesce zaliha u
obrtnoj imovini preduzetnika tokom posma-
tranog perioda iznosi oko 38%.

U strukturi pozajmljenih izvora sred-
stava i privrednih drustava i preduzetnika,
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kratkoro¢ne obaveze imaju najvece ucesce.
U proseku, oko 60% pozajmljenih sredstava
privrednih drustava je kratkoro¢nog karak-
tera, dok je u slu¢aju preduzetnika, to ucesce
oko 89%. Najvece ucesée u strukturi krat-
koro¢nih obaveza privrednih drustava ima-
ju kratkorocne finansijske obaveze. Tako je
njihovo prosecno ucesce tokom osmogodis-
njeg perioda 44,83%. Obaveze iz poslova-
nja predstavljaju najveci deo kratkorocnih

obaveza preduzetnika. Njihovo prosec¢no
ucesce u periodu od 2013. do 2020. godine
iznosi 41,66%.

Vrednost obrtne imovine, zaliha, gotovi-
ne i gotovinskih ekvivalenata i kratkoro¢nih
obaveza (kao elemenata potrebnih za utvrdi-
vanje likvidnosti) privrednih drustava i pre-
duzetnika Sektora I u periodu od 2013. do
2020. godine prikazana je u Tabeli 2.

Tabela 2: Vrednost obrtne imovine, zaliha, gotovine i got. ekvivalenata i kratkorocnih oba-
veza privrednih drustava i preduzetnika Sektora I u period od 2013. do 2020. godine

(u milionima RSD)

Elementi 2013 | 2014 | 2015 | 2016 | 2017 | 2018 | 2019 | 2020
S |Obrtnaimovina | 37.334 | 37.892 | 39.922 |41.037|45.092 | 48.067 | 54.870 | 57.981
§ Zalihe 6.914 | 8.630 | 8988 | 8.509 | 9.820 [10.117|12.579 [ 13.119
g |Gotovinaigot | 560 | 5915 | 6170 | 7.941 | 9.225 | 9231 | 11.417 | 10.959
g |ekvivalenti
E Kratkoro¢ne
£ 57.950 | 60.034 | 65.583 | 64.075 | 71.425 | 80.849 | 89.183 | 92.932

obaveze

Obrtna imovina | 1.841 | 1.941 | 2208 | 2.182 | 2.524 | 2.885 | 13.233 | 15.010
2 |Zalihe 824 | 721 835 776 | 991 | 1.119 | 4.873 | 5.448
§ |Gotovinaigot | ,5q | 339 413 412 | 535 | 655 | 3.717 | 4.395
g ekvivalenti
&  |Kratkorotne 2519 | 2536 | 2.649 | 2.816 | 3.192 | 3.512 | 15.080 | 18.212

obaveze

Izvor: Autori na bazi Agencija za privredne registre, Godisnji bilteni finansijskih izvestaja

od 2014. do 2020. godine

Kao sto se iz Tabele 2 vidi, tokom posma-
tranog perioda prisutan je trend rasta vred-
nosti obrtne imovine privrednih drustava i
preduzetnika Sektora I, izuzev 2016. godine
kada je doslo do pada vrednosti obrtne imo-
vine kod preduzetnika za nesto vise od 1%
u odnosu na 2015. godinu. Tako je vrednost
obrtne imovine privrednih drustava na kraju
2020. godine, za oko 55% visa u odnosu na
kraj 2013. godine. Na kraju 2020. godine,
vrednost obrtne imovine preduzetnika se po-
vecala za vise od 7 puta u odnosu na 2013.
godinu (ovu ¢injenicu treba uzeti sa rezer-
vom buduc¢i da je doslo do znatnog povecanja
broja preduzetnika usled ve¢ navedenih za-
konskih promena). Kod privrednih drustava,
prisutan je trend rasta vrednosti zaliha tokom

posmatranog osmogodisnjeg perioda, izuzev
2016. godine (kada je zabelezen pad vred-
nosti od 5,33% u odnosu na 2015. godinu).
Takode, trend rasta vrednosti zaliha prisutan
je 1 kod preduzetnickih radnji, izuzev 2014.
1 2016. godinu (kada je doslo do pada vred-
nosti u odnosu na prethodnu godinu). Vred-
nost zaliha na kraju 2020. godine u odnosu
na 2013. godinu, je kod privrednih drustava
visa za oko 90%, dok je kod preduzetnika
za oko 561% viSa. Vrednost gotovine i go-
tovinskih ekvivalenata privrednih drustava i
preduzetnika belezi trend rasta u periodu od
2013. do 2020. godine, sa izuzetkom 2016.
godine kada je kod preduzetnika doslo do
blagog pada u odnosu na prethodnu godinu.
Tokom posmatranog perioda, prisutan je i
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trend rasta vrednosti kratkoro¢nih obaveza
privrednih drustava (izuzev 2016. godine) i
preduzetnika. Navedene oscilacije vrednosti
obrtne imovine (kao i njenih pojedinih obli-
ka) 1 kratkoro¢nih obaveza odraziée se i na
vrednosti pokazatelja likvidnosti.

U Tabeli 3 je prikazan trend kretanja ra-
cija opste likvidnosti privrednih drustava i
preduzetnika Sektora I, u perioudu od 2013.
do 2020. godine.

Tabela 3: Trend racija opste likvidnosti privrednih drustava i preduzetnika Sektora I
u periodu od 2013. do 2020. godine

Sektor I 2013 | 2014 | 2015 | 2016 | 2017 | 2018 | 2019 | 2020
Privredna drustva | 0,64 | 0,63 0,61 0,64 0,63 0,59 0,62 0,62
Preduzetnici 0,73 | 0,77 0,83 0,77 0,79 0,82 0,88 0,82

Izvor: Autori na bazi Agencija za privredne registre, Godisnji bilteni finansijskih izvestaja

od 2014. do 2020. Godine

Kao §to se iz Tabele 3 vidi, vrednost ra-
cija opste likvidnosti i privrednih drustava
i preduzetnika fluktuira tokom posmatranog
perioda. Kada je re¢ o privrednim drustvima
pomenutog sektora, prisutan je trend pada
vrednosti ovog pokazatelja likvidnosti u pe-
riodu od 2013. do 2015. godine, da bi, na-
kon rasta vrednosti u 2016. godini, usledio
ponovni pad u 2017. 1 2018. godini. Tokom
poslednje dve posmatrane godine, vrednost
racija opSte likvidnosti privrednih drusta-
va je bila konstantna. Razlog za navedene
padove vrednosti racija opste likvidnos-
ti, moze se naci u Cinjenici da se vrednost
kratkoro¢nih obaveze brze poveéavala u
odnosu na vrednost obrtne imovine. Najvi-
§i nivo opSte likvidnosti privredna drustva
su zabelezila 2013. i 2016. godine (0,64 u
obe godine), a najnizi 2018. godine (0,59).
S druge strane, vrednost racija opste likvid-
nosti preduzetnika belezi trend rasta u prve
tri godine, da bi, nakon smanjenja vrednosti
u 2016. godini, usledio ponovni rast vredno-
sti u naredne tri godine (2017.,2018.12019.

godine). U poslednjoj posmatranoj godini,
doslo je do pada vrednosti ovog pokazatelja
likvidnosti kod preduzetnickih radnji. Naj-
viSu vrednost racija opste likvidnosti (od
0,88), kod preduzetnika je zabelezena 2019.
godine, dok je najniza vrednost (0,73), za-
belezena prve posmatrane godine. Tokom
celokupnog posmatranog perioda, vrednost
racija opste likvidnosti preduzetnika je visa
u odnosu na vrednost racija opste likvidnos-
ti privrednih drustava. Neophodno je ukaza-
ti 1 na ¢injenicu, da je vrednost ovog poka-
zatelja, tokom posmatranog perioda ispod
1, kako kod privrednih drustava, tako i kod
preduzetnika. To ukazuje na to da privred-
na drustva i preduzetnici Sektora I mogu da
budu u riziku da iz obrtne imovine pokriju
svoje kratkoro¢ne obaveze, odnosno da po-
stoji mogucnost ugrozavanja likvidnosti.

Trend kretanja racija redukovane likvid-
nosti privrednih drustava i preduzetnika
Sektora I u period od 2013. do 2020. godine
prikazan je u Tabeli 4.

Tabela 4: Trend racija redukovane likvidnosti privrednih drustava i preduzetnika Sektora 1
u period od 2013. do 2020. godine

Sektor I 2013 2014 2015 2016 2017 2018 2019 2020
Privredna drustva | 0,52 0,49 0,47 0,51 0,49 0,47 0,47 0,48
Preduzetnici 0,40 0,48 0,52 0,50 0,48 0,50 0,55 0,53

Izvor: Autori na bazi: Agencija za privredne registre, Godisnji bilteni finansijskih izvestaja

od 2014. do 2020. godine
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Vrednost racija redukovane likvidnosti
privrednih drustava i preduzetnika Sektora
I belezi fluktuacije tokom posmatranog pe-
rioda (Tabela 4). Tokom prve tri posmatrane
godine, prisutan je trend pada vrednosti ra-
cija redukovane likvidnosti privrednih dru-
Stava. Nakon rasta u 2016. godini, usledio
je pad vrednosti u 2017. i 2018. godini. U
2019. godini je zadrzan nivo redukovane li-
kvidnosti iz 2018. godine, da bi u poslednjoj
posmatranoj godini, usledio rast vrednosti.
Najvisa vrednost racija redukovane likvid-
nosti (0,52) kod privrednih drustava zabe-
leZena je 2013. godine, dok je tokom 2015.,
2018.12019. godine zabelezena vrednost od
0,47, sto ujedno predstavlja i najnizu vred-
nost za posmatrani period. S druge strane,
vrednost racija redukovane likvidnosti pre-
duzetnika u prve tri posmatrane godine be-
lezi trend rasta, da bi u 2016.12017. godini,
usledio pad vrednosti. Nakon rasta vredno-
sti u 2018. i 2019. godini, doslo je do pada
vrednosti racija redukovane likvidnosti pre-
duzetnika u poslednjoj posmatranoj godini.

U 2019. godini zabeleZena je najvisa vred-
nost racija redukovane likvidnosti (0,55) u
slu¢aju preduzetnika, dok je u prvoj posma-
tranoj godini zabelezena najniza vrednost
ovog pokazatelja (0,40). Privredna drustva
Sektora I su u Cetiri godine (2013., 2014.,
2016. i 2017. godine) imala visu vrednost
racija redukovane likvidnosti u odnosu na
preduzetnike iz istog sektora. U preostale
Cetiri godine, preduzetnici Sektora I su za-
belezili visi nivo likvidnosti, meren racijom
redukovane likvidnosti, u odnosu na pri-
vredna drustva. Vrednost racija redukovane
likvidnosti privrednih drustava i preduzetni-
ka Sektora I tokom posmatranog perioda je
na znatno niZem nivou, u odnosu na granic-
nu vrednost 1, odnosno postoji rizik da nece
biti u moguénosti da likvidnim sredstvima
pokriju kratkoroéne obaveze.

Trend vrednosti racija gotovinske li-
kvidnosti privrednih drustava i preduzetnika
Sektora I u periodu od 2013. do 2020. godi-
ne prikazan je u Tabeli 5.

Tabela 5: Trend racija gotovinske likvidnosti privrednih drustava i preduzetnika Sektora 1
u period od 2013. do 2020. godine

Sektor I 2013 | 2014 | 2015 | 2016 | 2017 | 2018 | 2019 | 2020
Privredna drustva | 0,10 | 0,10 0,09 0,12 0,13 0,11 0,13 0,12
Preduzetnici 011 | 0,13 0,16 | 0,15 0,17 0,19 | 025 0,24

Izvor: Autori na bazi Agencije za privredne registre, Godisnji bilteni finansijskih izvestaja

od 2014. do 2020. godine

Vrednost racija gotovinske likvidnosti,
kao i slucaju prethodna dva koris¢ena po-
kazatelja likvidnosti privrednih drustava i
preduzetnika Sektora I, belezi fluktuacije
tokom posmatranog perioda. Vrednost raci-
ja gotovinske likvidnosti privrednih drusta-
va belezi konstantne vrednosti u prve dve
posmatrane godine. U periodu od 2015. do
2017. godine prisutan je rast vrednosti, da
bi u 2018. godini usledio blagi pad. Nakon
rasta u 2019. godini, usledio je ponovni pad
u poslednjoj posmatranoj godini. Tokom
2017. 1 2019. godine, zabelezena je vred-

nost racija gotovinske likvidnosti od 0,13,
§to predstavlja najviSu vrednost ovog po-
kazatelja kada su u pitanju privredna drus-
tva. Najnizi nivo gotovinske likvidnosti
privrednih drustava zabelezen je 2015. go-
dine (0,09). U prve tri godine prisutan je
trend rasta vrednosti gotovinske likvidnosti
preduzetnika. Nakon pada u 2016. godini,
usledio je rast vrednosti ovog pokazatelja
do 2019. godine. U poslednjoj posmatranoj
godini, doslo je do blagog pada vrednosti
racija redukovane likvidnosti preduzetnika.
Najvisa vrednost racija gotovinske likvid-



12 | Turisti¢ko poslovanje

nosti preduzetnika zabelezena je u 2019. go-
dini, a najniza u 2013. godini. Tokom svih
osam posmatranih godina, preduzetnici su
zabelezili visu vrednost racija gotovinske
likvidnosti u odnosu na privredna drustva.
U svakoj od posamtranih godina, vrednost
racija gotovinske likvidnosti privrednih dru-

Stava i preduzetnika je na dosta nizem nivou
od preporucene (referentne) vrednosti od 1.

Trend kretanja vrednosti neto obrtnog
kapitala privrednih drustava i preduzetnika
Sektora I u periodu od 2013. do 2020. godi-
ne prikazan je u Tabeli 6.

Tabela 6: Neto obrtni kapital privrednih drustava i preduzetnika Sektora I u period od 2013.

do 2020. godine (u milionima RSD)

Sektor I 2013 | 2014 | 2015 | 2016 | 2017 | 2018 | 2019 | 2020
Privredna - - - - _

drustva 20616 | 55 142 | 25.661 | 23.038 | 26.333 | 32782 | 34313 |-34.951
Preduzetnici | -678 | -595 | -441 | -634 | -668 | -627 | -1.847 | -3.202

Izvor: Autori na bazi Agencija za privredne registre, Godisnji bilteni finansijskih izvestaja

od 2014. do 2020. godine

Usled fluktuacija vrednosti obrtne imovi-
ne i kratkoro¢nih obaveza privrednih drusta-
va i preduzetnika Sektora I, prisutan je i trend
fluktuacija vrednosti njihovog neto obrtnog
kapitala (Tabela 6). U svim posmatranim go-
dina, vrednost neto obrtnog kapitala privred-
nih drustava i preduzetnika je negativna, Sto
ukazuje na to da ona nisu u stanju da placaju
poslovne troskove (zarade zaposlenima, oba-
veze prema dobavljac¢ima i sl.). Jaz izmedu
vrednosti obrtne imovine i kratkoro¢nih oba-
veza izrazeniji je kod privrednih drustava
u odnosu na preduzetnike (iz razloga §to je
vrednost neto obrtnog kapitala na dosta ni-
zem nivou kod privrednih drustava u odno-
su na preduzetnike). Najvisu vrednost ovog
pokazatelja likvidnost, privredna drustava
ostvarila su u prvoj posmatranoj godini, dok
su preduzetnici ostvarili u 2015. godini. Naj-
niza vrednost neto obrtnog kapitala kod pri-
vrednih drustava i preduzetnika zabelezena je
u poslednjoj posmatranoj godini.

Zakljucak

U radu je sprovedena analiza likvidnosti
privrednih drustava i preduzetnika koji po-
sluju u okviru Sektora I, pri ¢emu je obu-

hvac¢eno njihovo poslovanje u periodu od
2013. do 2020. godine, $to omogucava sa-
gledavanje sagledavanje njihove likvidnosti
pre nastanka pandemije COVID-19, kao i u
samoj godini pandemije. Kao izvor podata-
ka za potrebe istrazivanja koriS¢eni su po-
daci publikovani u Godisnjem biltenu finan-
sijskih izvestaja, koje sastavlja Agencija za
privredne registre Republike Srbije.

Istrazivanjem je utvrdeno da tokom po-
smatranog perioda, vrednosti sva Cetiri ko-
riS¢ena pokazatelja likvidnoti (racio opste
likvidnosti, racio redukovane likvidnosti,
racio gotovinske likvidnosti i neto obrtni
kapital) flukturiraju. Takode, utvrdeno je da
su vrednosti racio pokazatelja likvidnosti
privrednih drustava i preduzetnika u svim
godinama na znatno nizem nivou od pre-
porucenih vrednosti, dok je vrednost neto
obrtnog kapitala negativna. Sprovedenim
istrazivanjem je utvrdeno i to da, u najve-
¢oj meri, preduzetnici tokom posmatranog
perioda imaju vise vrednosti kori§¢enih po-
kazatelja likvidnosti u odnosu na privredna
drustva.

U sprovedenom istrazivanju javlja se ne-
koliko ogranicenja, iz kojih proisti¢u pravci
budu¢ih istrazivanja. Kako su za potrebe
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rada koriS¢eni zbirni podaci o poslovanju
privrednih drustava i preduzetnika Sektora I,
u buduéim istrazivanjima je potrebno anali-
zirati likvidnost na bazi njihovih pojedinac-
nih finansijskih izvestaja. Kao ograni¢enje
u istrazivanju, namece se i ¢injenica da je
tokom poslednje dve godine, usled prome-
na u zakonskoj regulativi, obuhvacen veéi
broj preduzetnika u odnosu na raniji period.
Stoga, rezultate istrazivanja, koji se odnose
na poslednje dve posmatrane godine, treba
posmatrati uz navedena ograni¢enja. Pored
toga, ograniCenje sprovedenog istrazivanja
predstavlja i ¢injenica da sama racio anali-
za ima odredene nedostatke (ograniCenja).
Narednim istrazivanjima bi trebalo obuhva-
titi poslovanje privrednih drustava i pre-
duzetnika i u godinama nakon pandemije
COVID-19, sto bi omogucilo sagledavanje
razlike u nivoima njihove likvidnosti pre, i
nakon pandemije.

Literatura

Agencija za privredne registre, GodiSnji
bilteni finansijskih izvesStaja od 2014.
do 2020. godine, Dostupno na: www.
apr.gov.rs [datum pristupa 20.6.2021.
godine]

Al-Kassar, T.A., & Soileau, J.S. (2014). Fi-
nancial performance evaluation and
bankruptcy prediction (failure). Arab
Economic and Business Journal, 9(2),
147-155. https://doi.org/10.1016/].
aebj.2014.05.010

Bogicevi¢, J., Karapavlovi¢, N., & Jov-
kovi¢, B. (2021a). Solvency and Fixed
Assets Financing of Agriculture, Fo-
restry and Fishing Sector in the Re-
public of Serbia. Economic Themes,
59(1), 95-108. https://doi.org/10.2478/
ethemes-2021-0006.

Bogicevi¢, J., Mitrovi¢, A., & Knezevic, S.
(2021b). Agriculture, Forestry and Fis-

hing Sector Liquidity in the Republic of
Serbia. Fresenius Environmental Bulle-
tin, 30(6A), 6865-6873.

Britton, A., & Waterson, C. (2000). Finan-
cial Accounting. 4th edition, Harlow:
Pearson Education Limited.

Chibili, N. M. (2010). Basic Management
Accounting for the Hospitality Industry.
2nd edition, Houten: Noordhoff Uitge-
vers Groningen.

Diakomihalis, M. (2012). The accuracy of
Altman’s models in predicting hotel
bankruptcy. International Journal of Ac-
counting and Financial Reporting, 2(2),
96-113. doi:10.5296/ijafr. v2i2.2367.

Helfert, E. A. (2001). Financial Analysis:
Tools and Techniques - A Guide for Ma-
nagers. New York: McGraw-Hill.

Heriyanto, S., Purnamasari, R., Arum, M.,
Suheny, E., & Nuryanto, U.W. (2021).
Analysis of Financial Statements as
Assessing the Financial Performance
(Study at the Cement Sub-Sector Ma-
nufacturing Period 2016-2018). llomata
International Journal of Management
(IJJIM), 2(2), 51-65.

Jagels, M. G. (2006). Hospitality manage-
ment accounting. 9th edition, New Jer-
sey: John Wiley & Sons Inc.

Jovanovi¢, D., Todorovi¢, M., & Grbi¢, M.
(2017). Financial Indicators as Predi-
ctors of Illiquidity. Romanian Journal of
Economic Forecasting, 20(1), 128-149.

Knezevi¢, A., Mitrovi¢, A., Vuji¢, M., &
Grgur, A. (2019). Analiza finansijskih
izvestaja. Beograd: Samostalno izdanje
autora.

Knezevi¢, P.S., & Fabris, M. (2012). Iden-
tifikovanje i analiza postupaka banke u
slucaju nesolventnosti duznika. Racuno-
vodstvo, 56(1-2), 68-78.

Liu, C. (Maggie), O’Farrell, G., Wei, K., &
Yao, L.J. (2013). Ratio analysis com-
parability between Chinese and Japa-
nese firms. Journal of Asia Business



14 | Turisticko poslovanje

Studies, 7(2), 185-199. https://doi.
org/10.1108/15587891311319468

Milojevié, S., & Covi¢, I. (2020). Manipu-

lation Detection in Financial Statements.
In Tasev, H. R. (ed.). Al Academic Con-
ference Proccedings, 03 July 2020, Vir-
tual Conference, International Academic
Institute, pp. 255-260.

Milojevié, S., Paunovi¢, J., & Vuksanovic,

N. (2020). The Role of Accountants in
Litigation Support and Expert Witne-
ssing in the Republic of Serbia. In Apo-
stolovska-Stepanoska, M. (ed.) Interna-
tional Academic Conference Education
and Social Sciences Business and Eco-
nomics, 2 March 2020, Belgrade, Repu-
blic of Serbia. Belgrade: International
Academic Institute, pp. 255-260.

Mitrié, M., Stankovié, A., & Lakicevié, A.

(2012). Forensic Accounting — the Mi-
ssing Link in Education and Practice,
Management - Journal for Theory and
Practice Management, 65, 41-50.

Mitrovié, A., Knezevi¢, S., & Milasinovic,

M. (2021). Profitability analysis of ho-
tel companies in the Republic of Ser-
bia. Hotel and Tourism Management,
9(1), 121-134. https://doi.org/10.5937/
menhottur2101121M.

Vasilev, D., Cvetkovi¢, D., & Grgur, A.
(2019). Detection of fraudulent acti-
ons in the financial statements with
particular emphasis on hotel compa-
nies. Hotel and Tourism Management,
7(1), 115-125. https://doi.org/10.5937/
menhottur1901115V.

Walsh, C. (2006). Key management ratios:
The clearest guide to the critical num-
ber that drive your business. 4th edition,
Harlow: Pearson Education Limited.

Knezevic, P.S. & Fabris, M. (2010). Uprav-
ljanje obrtnim sredstvima i kratkoroc-
nim obavezama. Racunovodstvo, 54(11-
12), 61-72.

Knezevi¢, P.S., Dmitrovi¢, V., Jovanovi¢,
M., & Obradovi¢, T. (2011). Upravlja-
nje potrazivanjima od kupaca u funkci-
ji podrske uspesnosti poslovanja. Me-
nadzment: Casopis za teoriju i praksu
menadzmenta, 58, 49-57.




Broj 28 | 15

Assist. Prof. Boza Grafenauer, PhD,

Vocational College for Hospitality, Wellness and Tourism Bled,

boza.grafenauer@vgs-bled.si
Assist. Prof. Lea Kuznik, PhD,

Biotechnical Educational Centre Ljubljana, Vocational College.

lea.kuznik@gmail.com

DOI 10.5937/turpos0-33987
UDK 338.48-6:615.83(497.4)

NATURAL HEALING METHODS AS THE BASIS FOR THE
DEVELOPMENT OF PREVENTATIVE WELLNESS PROGRAMMES -
ARNOLD RIKLI’S POTENTIAL

METODE NATUROPATIJE KAO OSNOVA ZA RAZVOJ PREVENTIVNIH
WELLNESS PROGRAMA - POTENCIJAL ZA METODE ARNOLDA RIKLIJA

Abstract: This paper deals with the
methods of natural healing that were prac-
ticed already in the 19th century by Swiss
natural healer Arnold Rikli as a part of
healing offer in Bled, Slovenia. The pa-
per starts with the introduction of Rikli as
a natural healer and his healing methods,
based on hydrotherapy, heliotherapy, cli-
mate therapy and healthy diet. His healing
methods were based on strengthening the
immune system in a natural way. The paper
takes an ethnographic approach based on
in-depth analysis of the literature and on-
line resources and fieldwork in Bled using
the technique of partially structured inter-
views with the employees in tourist indus-
try. The paper identifies the potential for the
inclusion of Riklis natural healing methods
in the modern tourist offer as the basis for
creating Covid-adapted programmes and a
source of survival for the existing wellness
centres and other tourism providers in Bled.

Key words: Rikli, natural healing meth-
ods, tourism, Bled, Slovenia

Apstrakt: Ovaj rad obraduje metode
naturopatije koje je vec¢ u 19. veku primen-
jivao S$vajcarski naturopata Arnold Rikli,
kao deo ponude lecenja na Bledu u Sloveni-
Jji. Rad pocinje predstavljanjem Riklija kao
naturopate i njegovih metoda lecenja, zas-
novanih na hidroterapiji, helioterapiji, kli-
matskoj terapiji i zdravoj ishrani. Njegove
metode lecenja su se bazirale na jacanju
imunoloskog sistema na prirodan nacin. U
radu se koristi etnografski pristup zasnovan
na dubinskoj analizi literature i elektronskih
izvora, kao i terenski rad na Bledu u vidu de-
limicno strukturiranih razgovora sa zapos-
lenima u turizmu. Rad identifikuje potenci-
jal ukljucivanja Riklijevih prirodnih metoda
lecenja u savremenu turisticku ponudu, kao
osnovu za stvaranje programa prilagodenih
epidemiji COVID-19 i kao izvor prezZiv-
ljavanja postojecih wellness centara i
drugih pruzaoca usluga turizma na Bledu.

Kljuéne re€i: Rikli, metode naturopati-
Jje, turizam, Bled, Slovenija
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Introduction

Natural healer Arnold Rikli was active
in Bled, one of the most famous tourist at-
tractions of Slovenia. The lake, the island,
the castle on a cliff and the view of the
Triglav, the highest mountain in Slovenia,
make Bled a truly amazing place. And so
is its history. Many finds prove that it was
an important settlement and pilgrimage al-
ready a long time ago. At the end of 19th
century it became a very important winter
and summer resort visited by lots of signif-
icant guests, presidents, diplomats and cul-
tural workers, also because of Arnold Rikli.
Arnold Rikli was the first to recognise the
natural attractions of Bled and started the
so-called natural tourism, based on healing
with natural methods and elements, such as
water, air and light. Rikli used to custom-
ize the healing methods to each individual
and his reputation was soon spread widely
across Europe. Bled started to attract tour-
ists from all over Europe. These were the
beginnings of natural and preventive forms
of healing as a part of tourism in Bled.

Due to Riklis successful healing with
the effects of the sun, light and water, in
the 19th century Arnold Rikli was called
also sun doctor, the advocate of light, mag-
ic healer ... (Zavodnik, 2018). He himself
used the methods that he recommended
to his patients because as a young man he
healed himself with the help of hydrothera-
py. Therefore, it is sensible to call Rikli the
pioneer of a later development of spa and
wellness tourism not only in Bled, where he
was living and working, but also in the en-
tire country of Slovenia.

However, healing with the help of water is
not something new as people have always be-
lieved in the healing and magic power of wa-
ter. It was particularly important to wash one-
self with spring water on the New Year’s Day
as it has a special healing power on that day.

The main purpose of this research is to
explore the current situation related to spa/

natural tourism in Bled, and to explore Rik-
lis natural healing methods and their potential
for possible inclusion in a new Covid tourist
offer based on long wellness tradition in Bled.

The main goal of the research is to
identify and describe various Riklis natu-
ral healing methods which are not included
(very well) in current spa and wider tourist
offer in Bled. Rikli’s natural healing meth-
ods offer a variety of new opportunities for
the improvement in developing spa/natural
tourism in Bled.

Rikli’s heritage in Bled, especially his
healing methods, is an opportunity and basis
for the creation of a new Covid-adapted tour-
ist offer, based on new preventive, authentic,
sustainable and personalised tourist products
in harmony with the natural resources of Bled.

Natural and folk healing heritage

First written records about the natural
healing in Slovenia date back to the 17th
century (Moderndorfer, 1964). The term
natural healing encompasses the way of
healing internal and external illnesses in
humans and animals in folk healing and
healing of animals. Medications of plant
and animal origins were prevailing, as well
as inanimate substances such as water and
soil. Plant-based medications were prepared
as tea, syrup or tincture, and animal-based
ones as ointments. In addition, heritage
knows also healing by placing hot stones on
the affected part of the body, spilling over
with water, mud wrapping... (Bas, 2004,
p-289). Natural healing was simple and not
professional, sometimes magic words and
curses were used as well.

One of the ways of natural healing was
also healing or washing with water. Such
healing, with spring water, for example,
helped in eye diseases, and healing with
dew in skin diseases. Sometimes washing
was accompanied by magic words. Wash-
ing with healing water was known all over
Slovenia, and in some parts it is still pres-
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ent: Tunjice, Lurska jama v Zagorju, Buk-
ovnisko jezero...

Diets were also a part of folk healing, al-
though different as also the food we eat to-
day, is different. Certain nourishing dishes
were recommended, such as chicken meat
and soup, eggs, preZzganka (soup made by
roasting and browning flour), white bread. As
for the drinks, red wine was considered to be
nourishing and healing (Zidov, 2000, p.148).

Folk healing has been developing for cen-
turies. Knowledge and experience are passed
from generation to generation. In addition to
various healing plants and herbs, also resin,
wax, honey, wine, roots, crystals, minerals,
metals, animal claws, horns, teeth, fat ...
have been used.

Slovenian polyhistorian Janez Vajkard
Valvasor wrote in his most extensive work
The Glory of the Duchy of Carniola (1689),
describing the way of life in the 17th cen-
tury in the territory where we are living to-
day: ,,Carniolan peasant will not give a lot
of money to a doctor as most of them heal
themselves and they know herbs very well.
Several are very good healers and have ex-
cellent results in healing with resin and heal-
ing roots.* (Valvasor, 1689).

Therefore, natural healing with the help
of water, fresh air, exercising in nature and
suitable diet are not an invention of mod-
ern times. The ideas about healing chronical
illnesses with the help of natural methods
came to Slovenia from Germany in the 19th
century. Those methods were empirical and
not proved scientifically. It was mostly lay-
men who were the founders of such methods,
which were discovered more or less by acci-
dent, also with their own experience (Zidov,
2000).

Healer Arnold Rikli’s heritage of nat-
ural healing methods

In Slovenia, the most popular were natu-
ral healing methods, established by German
priest Sebastian Kneipp and Swiss factory

owner Arnold Rikli. Both natural healers
lived in the first half of the 19th century and
were the first to popularize natural methods
for general use. They both advocated for
similar natural healing methods on the ba-
sis of natural resources and healthy diet, and
due to their own ill health they were both
testing the methods on themselves. Kneipp
method was more popular among simple
people, while only more well-off people
could afford Rikli’s method (Zidov, 2000
and Borisov, 1968).

In spite of numerous similarities, Kneipp
is very famous in Slovenia as well as
abroad, his healing methods are still used.
Unfortunately, Rikli’s methods have never
been recognised as an enormous potential
for the development of modern tourism, not
even in Bled, where he started to work, in
spite of the fact that Rikli had been treating
with water more than 3 years before Kneipp
started his hydropathic tests (Zavodnik,
2018, p.10).

Arnold Rikli, born in 1823 to a rich
Swiss family, had a lot of personal expe-
rience with natural healing. As a young
man, he fell seriously ill and then got well
with the help of hydrotherapy. It is not sur-
prising that he became an enthusiastic hy-
dropath. He had personal experience with
natural healing also later as he had pleurisy
and came to Bled to recover. He found the
natural features and climate in Bled so fas-
cinating that he decided to set up a natural
healing centre there. In 1855 he moved to
Bled, and two years later he developed a top
European centre for recovering after illness-
es and improving health: Natural Healing
Institute for helio-hydrotherapy healing. His
motto was: Water is good, air is better, and
above all the light (Borisov, 1975, p. 173 In
Zidov 2000, p. 141,142). His methods were
called atmospheric, based on the supposed
healing effects of water, air and light (Zidov,
2000, p. 141, 142).

He added diet to those methods, main-
ly vegetarian, and a lot of exercising. The
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aim of his healing was to prolong human life
with healthy way of life and as few medica-
tions as possible. He was often arguing with
doctors because he was opposing the use of
medications that they were prescribing (Bo-
risov, 1975, p. 171 in Zidov 2000). Rikli was

emphasising a personalised way of healing
for each patient and holistic treatment and
healing of patients (Zavodnik, 2018). In that
way he was healing various conditions such
as rheumatism, hysteria, migraine, insom-
nia, anaemia... (Zemva, 2004).
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Fig.1 Postcard. Portralt of Rikli, pioneer of natural tourism in Bled
in front of Rikli special airy wooden huts forpatients
(http://zgodovina.si/zacetnik-modernega-turizma-in-zdraviliske-
ga-delovanja-na-bledu/)

His therapies included warming and
cooling of the body with air, light and sun
baths, steam baths, dry and wet wrapping in
sheets, rubbing with a towel, soaking in cold
water, various cold and hot wraps and baths,
also by sinking the whole body, sprinkling
and showering. Therapies were conducted
in groups, which was easier for the patients
who were a bit frightened at the beginning.

Exercising was an important part of heal-
ing. He selected numerous walking paths of
different levels of difficulty in the surround-
ing of Bled. He recommended his patients
to walk barefoot as much as possible. They
were wearing special shirts and living in airy
wooden huts with curtains, which was very
innovative for those times. Their diets were
customised for each individual patient, and
it included drinking large amounts of water.

For breakfast, they had bread with cold
or hot sweetened or sour milk, porridge,
honey, fruit jelly, and coffee substitute,
made of figs, barley or acorns. Dinner was
simple with a lot of fruit. (Zavodnik, 2018,
p. 118). Rikli was buying all the ingredients
for healthy meals from the local farmers.

Rikli’s daily therapies were based on
vegetarian food, sun, air and water baths
and exercising. His patients had a very strict
daily routine. They had to get up early, ate
meals without meat, smoking and drinking
alcohol was prohibited. That was followed
by individually prescribed therapies, based
on the alternative use of hot and cold wa-
ter (baths), aimed at strengthening the body.
After the baths, patients were sunbathing
naked, which was another Rikli’s innovative
idea, considered very bold and outrageous in
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those times. After that, it was compulsory to
exercise outside, in nature. Each patient had
their own, very strict programme of healing.
Those who did not stick to it, had to leave
the Institute immediately (Zavodnik, 2018.).

Rikli described his healing as follows:
,Healing in Bled is not a ‘sine-cure’, simple.
It is completely different from those who
spend their time in thermal spas, where peo-
ple usually overeat, lie around and sleep too
much. In Bled, patients have to work hard
for their health. They do not become fat and
lazy, but gain their muscle mass, become
resistant to seasonal fluctuations and thus
reduce the effects of illnesses. And while
their bodies are getting healthier and strong-
er, also their mind (reasoning) is becoming
more light-hearted, energetic and decisive.
What seems to be a difficult task on the out-
side, soon becomes the source of enjoyment
and joy.“ (Rikli, 1881 In Zavodnik 2018).

His healing was successful due to strict
following of healthy life style on everyday
basis. He respected the nature, believed in
its almighty power and therefore he was
submitting to the laws of nature without
compromise.

The healing, based on natural elements,
sun, water and air, lasted for at least one
month. As it was very expensive, only the
richest could afford it. The number of pa-
tients was high and two doctors hydropaths
were helping in Rikli’s natural healing in-
stitute. Rikli founded some similar institutes
also in Trieste, Florence and Merano. Natu-
ral healing institute in Bled stopped its op-
eration after the First World War (Borisov,
1975 in Zidov 2000).

The research

The paper aims at analysing the signifi-
cance of Rikli and his healing methods, rep-
resenting the beginning of the preventative
wellnesstourism development in Bled, and
at assessing and presenting the potential for
the inclusion of his healing methods in the

contemporary Covid tourist offer of Bled,
which must be highly individualized and
personalized.

The research presented here is an ex-
ploratory study based on a multi-method
approach including studying literature and
online resources and semi-structured inter-
views (personal communication) with the
employees in tourist industry in Bled, main-
ly in wellness centres and hotels. In doing
so, we wanted to find out to what extent
they include preventive treatment programs
based on Rikli’s heritage in their modern
wellness and wider tourist offer and in what
way.

The main research question is as fol-
lows: In what ways hotels, inns, wellness-
es and sports agencies in Bled include the
elements of Rikli’s natural healing methods
and his forms of healing, based on preven-
tion, into the modern tourist offer?

To find out we first analysed the lit-
erature and existing documentation (old
newspapers articles, photographs) and web
sites of hotels, inns, wellnesses and sports
agencies in Bled. On the basis of the col-
lected material and analysis thereof, assess-
ment and potential of Rikli’s natural healing
methods for the inclusion in the new Covid
tourist offer, will be made.

Rikli’s heritage in Bled is way underuti-
lized with enormous opportunities for the
creation of the so-called Covid tourist offer,
based on new authentic, sustainable and per-
sonalised tourist products in harmony with
the natural resources of Bled.

Rikli’s heritage in today’s tourist
offer of Bled

Arnold Rikli’s heritage in Bled is shown
in various elements. Mostly, it refers to pre-
serving his material heritage and pointing
out Rikli as a historical person, important
for Bled, while it is not possible to experi-
ence his essence — natural healing methods
and his entire philosophy of healing. The
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ambivalent attitude to his personality and
work has not changed much since the 19th
century, when Rikli lived in Bled.

Numerous ,,sights* in Bled have been or
are named after Rikli, including some ac-
commodation facilities and dishes, offered
in Bled restaurants, such as a pizza with
salami or suckling pig, which is contrary to
Rikli’s philosophy about healthy diet as the
basis for well-being (Mlakar, 2019).

Quite a substantial part of Rikli’s materi-
al heritage, such as his depictions, pictures,
plaques, and two monuments. The monu-
ment on Straza was erected 1905 on the 50th
anniversary of Rikli’s activity in Bled, while
the monument in Spa Park was erected by
Tourist Society Bled on the 125th anniver-
sary of the Park. A street and two residential
villas also bear Rikli’s name.

In the museum in Bled Castle, there is
an exhibition about Rikli and Rikli’s room,
opened to celebrate 160 years since Rikli’s
arrival to Bled (Zavodnik, 2018).

A documentary entitled Arnold Rikli —
water, air, sun was made, directed by Amal-
ija Jelen Miksa, winning the first prize at the
9th international tourist festival in Portugal
in 2016 in category biographies, and a spe-
cial reward at the 20th international ITF-

CRO Tourfiolm Festival in Thessaloniki in
2017 (Zavodnik. 2018, p. 335).

One of the biggest disgraces of Rikli’s
heritage is the dilapidating Rikli’s Villa,
built in Swiss style, where Bled tourism
started. Due to numerous complications re-
garding the ownership, the Villa is still wait-
ing for renovation.

This means that there are quite a few
preserved elements of Rikli’s heritage in the
sense of museum presentation, monuments
and various depictions. However, the essen-
tial element — Rikli’s philosophy of natural
healing with his healing methods based on
water, air, sun, exercising and healthy food
— has been neglected.

In the today’s tourist offer programmes
on that basis are rare. Every first Sunday in
July Tourist Society Bled organises Rikli’s
hike along Rikli’s path to Straza, where Rik-
li was taking his patients. The programme
includes breakfast on Straza, air, sun and
water baths and lunch on a meadow by the
lake. According to Rikli’s philosophy, it is
recommended to walk barefoot and wear
light clothes and straw hats. Every Tuesday
in July and August morning walks to Straza
are organised — Barefoot along the morning
dew (Riklijev pohod 2019).

Fig 2. Rikli’s hike to Straza Hill, 2019

(https://www.mojaobcina.si/bled/novice/riklijev-pohod.html)
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It is only one hotel in Bled, the Golf
Hotel, renamed during the last renovation
to the Rikli Balance Hotel and housing
Wellness Centre Ziva, that includes Rikli’s
philosophy and his healing methods in their
offer. The concept of the hotel is based on
healthy lifestyle and they offer also regener-
ation Rikli’s rooms, furnished in natural ma-
terials such as wood and wool, where one of
the alternative medicine methods is carried
out - chromotherapy or therapy with colours
with red, white, blue and green light. Walls
in Rikli’s regeneration rooms are covered in
moss which clears bacteria from the air and
contributes to the holistic renovation of the
body and mind.

Wellness Centre Ziva offers Rikli’s Day
Ritual and Rikli’s bath. Rikli’s Day Ritual
is a programme for relaxation and regener-
ation of the body and includes saunas with
pools, herbal peeling, massage with bunches
of spruce tree shoots, and a healthy drink in
the relaxation room. An emulsion at your
choice is mixed in Rikli’s bath.

There is a Rikli relaxation park in front
of the hotel, offering barefoot walks, hug-
ging of tress and special work-out(Bogata
zapuscina Arnolda Riklija 2021).

Hospitality and tourism study pro-
grammes at the Vocational College for Hos-
pitality, Wellness and Tourism also include
Rikli’s heritage, which is included also
in study projects, planned for up-to-date
tourism.

Jorg Wolff Foundation, established as
a non-profit foundation in 2004, recog-
nised Rikli’s significance beyond Slove-
nia. Every year, they award Arnold Rikli
award, aimed at all scientific disciplines,
represented in photobiology at an interna-
tional level, dealing with the effects of op-
tical radiation on human organism. Arnold
Rikli award is given to a scientific work,
dealing with that topic(Der Arnold Rikli —
Preis, 2020).

Discussion of results

Nowadays, a general European tourist
trend is to build on recognition and tourist
products on the basis of positive and tested
practices and stories from our heritage. With
its recipes, which have been tested here sev-
eral times, heritage is an excellent basis for
building authenticity in accordance with
natural conditions and opportunities. Re-
vival of Rikli’s methods can be an excellent
example of linking local heritage of natural
healing with new, up-to-date interpretations.
Due to their efficiency and accessibility,
Rikli’s methods are more than relevant also
today. Going back to nature, life in connec-
tion with nature and efforts for prevention of
illnesses are the right guidelines at any time,
and particularly in the Covid times we are
experiencing.

Unfortunately, Rikli’s name and heritage
have never been a part of the comprehen-
sive development of Bled, which is one of
the most popular tourist destinations in Slo-
venia. Up to date, only individual efforts by
enthusiastic individuals and some talented
profit-makers have been noticed. The rea-
son for partial and careless trials of market-
ing Rikli’s doctrine in Bled is the ignorance
about Rikli’s significance, not knowing
what had actually happened, and key char-
acteristics of Rikli’s life and his atmospher-
ic healing. A renewed comprehensive and
transparent offer of Rikli experience can be
built only on professional grounds and with
the right basis, adapted to modern times, of
course (Zavr$nik, 2018 in Zavodnik 2018,
p. 364).

Undoubtedly, the following question
arises: How can Rikli’s natural healing
methods and his forms of healing, based
on prevention, be included in the new Cov-
id tourist offer? Can the new programmes,
based on Rikli’s methods, represent or re-
place the programmes by classical wellness
centres with the wellness preventive pro-
grammes? Rikli’s natural healing methods
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are an opportunity and should be basis for
the creation of a new, Covid-adapted tourist
offer, based on new preventive, authentic,
sustainable and personalised tourist pro-
grammes in harmony with the natural re-
sources of Bled.

Modern way of life is characterised by
unhealthy lifestyle, lack of physical exer-
cise, too much unhealthy food and constant
stress. In case it lasts for too long and we
are not able to manage it, it can lead to
burn-out which is one of the most common
terms used when describing theproblems of
modern times. The line between leisure and
work time is more and more blurred. There-
fore, preventive programmes are extremely
important.

Comparison of the wellness offer in
connection with Rikli and his healing in the
past shows that the main difference is in the
approach and understanding healthy way
of life that Rikli understood as a long-term
project which requires hard work in order
to achieve the objective. As he himself was
emphasizing, his healing was not sine cure,
simple. According to his philosophy, up-to-
date instant programmes do not bring health
and healthy life.

Also reasons for going to wellness cen-
tres and duration of healing are different.
Rikli’s patients were staying for at least a
month so that they internalised a healthy
way of life while nowadays people stay in
wellness centres only for a short period of
time, in best case for a week. In the Rikli
Balance Hotel ,,live according to Rikli* per-
ceive as a short programme which includes
certain elements of Rikli’s healing, getting
up before sunrise, drinking fresh Bled wa-
ter before breakfast, barefoot walking on
the meadow on morning dew, light meals,
swimming, sunbathing and exercising out-
side in fresh Alpine air (Bogata zapuscina
Arnolda Riklija 2021).

As long as 160 years ago, Rikli was
promoting healthy way of life and great re-
spect for nature. It required a high level of

responsibility for one’s own health. He en-
couraged quality spending of free time, mu-
sic, dancing, enjoying the views... He em-
phasised a holistic approach to healing and
individualised healing, customized for each
patient. Nowadays, wellness centres and
spas are visited by various groups of people
who seek relaxation while Rikli’s healing
institute was visited by patients who were
exhausted and weak and needed health care.

The current health situation in the world
with Covid epidemic shows what an impor-
tant value health is. This preventive and cu-
rative context could include also Rikli’s nat-
ural healing methods in Bled, which could
serve as the basis for planning preventive,
curative, authentic, sustainable and person-
alised tourist products and programmes,
based on the natural resources of Bled.

However, the inclusion of Rikli’s natural
healing methods and his efforts to modern
tourist offer has to be done in a comprehen-
sive way. Real perception of Rikli’s philos-
ophy does not mean only individual tech-
niques within methods but a comprehensive
system of natural methods, aimed at preven-
tion, healthy and quality way of life.

In the context of tourism, Rikli’s phi-
losophy should become an umbrella story
for Bled, as it is based on all the guidelines
and highlights, included in the Strategy for
Sustainable Growth of Slovenian Tourism,
where Slovenia is positioned as a green, ac-
tive and healthy destination for 5-star expe-
riences. Natural resources of Bled comply
with all those highlights, connecting activi-
ties or exercising in connection with health,
which finally leads to a 5-star experience
(Prirocnik Slovenia Unique Experiences,
2020).

Rikli’s philosophy of natural healing can
be included in tourist offer at two levels:
Bled as a tourist destination which promotes
a healthy way of life in the sense of a col-
lective brand name, and at the second, high-
er level Rikli as a promoter of healthy way
of life or Rikli as a product, which includes
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also different healing, preventive tourist
programmesin wellness centres which con-
sistently follow Rikli’s doctrine and are con-
nected in a sensible way. All products have
to base on the natural elements — sun, water
and air.

The significance and value of Rikli’s
traditional knowledge and practice could be
confirmed by entry in the national register
of intangible cultural heritage. At the mo-
ment, the list includes only the elements of
immovable local cultural heritage of Bled,
connected with Rikli — ruins which used to
be Rikli’s healing institute and Rikli’s mon-
uments on Straza and in the Spa Park (Reg-
ister nepremicne kulturne dediscine, 2021).

Rikli’s philosophy of healing could
be transferred into everyday practice also
within various associations, societies and
schools, which would continue his knowl-
edge and practice with educational pro-
grammes, conducted by natural healing ex-
perts, and including Rikli’s methods in spa
and wellness tourism and publishing their
findings in scientific literature.

13th February, Rikli’s birthday, could
be celebrated by festivals, events, days of
health and various events. Year 2023 could
be celebrated as Rikli’s year as it will be 200
years since his birth.Rikli’s heritage could
be also a good business opportunity for
several companies which would build their
competitiveness on Arnold Rikli’s naturo-
pathic heritage.

And last but not least, Bled, a place
where Arnold Rikli was operating, could
also include Kneipp’s heritage and promote
itself as Rikli’s place, where guests can ex-
perience Rikli’s therapy at the original place
and in the most original way as possible.

Rikli himself could be a good model for
contemporary promotion and marketing of
the brand as he created a successful business
model already at the end of the 19th centu-
ry. He believed in his work, before launch-
ing it to the market, he tested each natural
healing method on himself, he studied po-

tential patients’ needs and created suitable
programmes. He invested only in what he
believed would be effective, the natural re-
sources he was using were free of charge as
was the first treatment for each individual
patient. He had a clear vision and strategy
how to put it into practice. He created an
excellent slogan and logo. He was building
public relations with simple advertising, re-
ports and articles and thus reached all mar-
ket segments. He was constantly supplying
the market by brochures, leaflets, books, and
manuals. Positive public relations were built
also by court proceedings that he was win-
ning and received a lot of attention, while he
responded to business sullying and blaming
by diplomatic responses. He was following
the newest trends in natural healing, evalu-
ating his methods, critically correcting his
mistakes and analysing the growing compe-
tition, and also acting against non-loyal im-
itators. The drive for growth was his trust in
the future. He was employing mainly local
people and invested in their training.

His offer of healing services was appro-
priately defined for various target groups
of patients and their economic abilities and
level of obesity. He was active also at the
global level and opened the subsidiaries of
natural healing institutes also in Ljubljana,
Trieste, Florence, Merano and Gries (Za-
vodnik, 2018, p. 197, 198).

Conclusion

Today, Bled still represents one of Slo-
venia’s main tourist attractions. Arnold
Rikli is one of the pioneers of tourism, of-
fering food and accommodation as well as
his healing methods and its non-exploita-
tion is a black dot of Bled tourism. More
than 160 years ago, in Bled Rikli set up the
foundation which is nowadays the basis of
the entire Strategy for Sustainable Growth
ofSlovenian Tourism, defining Slovenia as
a green, active and healthy destination for
S-star experiences.
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He was advocating for strengthening the
immune system in a natural way. His heal-
ing was based on atmospheric healing with
the sun, water and air, and complemented
with mainly vegetarian diet and a lot of
exercising. In his opinion, achievement of
the set objectives and being moderate in all
fields are also important for well-being. His
methods are extremely relevant also nowa-
days, only different terms are used.

Arnold Rikli is an essential distinctive
element for Bled which makes Bled differ-
ent from all other similar (wellness) des-
tinations in Slovenia. His name can be a
reliable brand name, based on his natural
healing methods, adapted for the modern
times. Nowadays, natural healing methods
with the help of water, fresh air, exercising
in nature and healthy diet are called pre-
vention and they are present in all wellness
centres.

Arnold Rikli’s heritage is fragmented as
is its inclusion in modern tourism in Bled.
Furthermore, individual elements of his her-
itage are often excluded from a wider con-
text. Real perception of Rikli’s philosophy
does not mean only Rikli as a historic per-
sonality, important for Bled, or individual
techniques within his special healing meth-
ods but a comprehensive system of natural
methods, aimed at prevention, healthy and
quality way of life and as such, due to the
significance and relevance, a great potential
in the field of preventive and wellness pro-
grammes in Bled.

First, Rikli’s natural healing methods
have to be recognised and evaluated and
then up-to-date interpretations of natural
healing for modern times created on that ba-
sis. Natural healer Sebastian Kneipp can be
taken as an example of good practice.

The rediscovery and inclusion of Rik-
lis healing methods in the tourist offer may
be very relevant in these Covid times, as
the healing can be carried out in spite of
numerous limitations. At the same time, it
can be the basis for creating Covid-adapted

programmes and a source of survival for the
existing wellness centres.

A suitable combination of individual
elements of the heritage could result in an
excellent product that would enrich and up-
grade current Bled tourist offer.

Rikli’s heritage in Bled is an opportu-
nity and basis for creating new, authentic,
sustainable, personalised, 5-star preventive
wellness programmes in harmony with the
natural resources, offered in Bled in accord-
ance with the strategy of sustainable growth
of Slovenian tourism.
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ZADOVOLJSTVO GOSTIJU PONUDOM EVROPSKIH
INTERNACIONALNIH JELA I PROIZVODA U RESTORANIMA
SRBIJE

GUEST SATISFACTION WITH THE OFFER OF EUROPEAN INTERNATIONAL
DISHES AND PRODUCTS IN SERBIAN RESTAURANTS

Apstrakt: Turizam je jedna od oblasti,
koja se poslednjih nekoliko godina poce-
la razvijati u velikoj meri, ¢ijem razvoju je
doprinela i ekspanzija gastronomije. Bez
obzira na to o kom se podrucju govori, raz-
voj gastronomije i kvalitetna ponuda hrane
i pica jedno je od sredstava kojim se osigu-
rava kvalitet usluga u ugostiteljskom objek-
tu. Pojedine drzave su svoje gastronomske
proizvode zastitile, i danas odredena jela
nose titulu internacionalnog jela. U ovom
radu bice prikazani rezultati dobijeni nakon
sprovedenog istrazivanja u 30 ugostiteljskih
objekata, sa ciljem da se ispita zadovoljstvo
gostiju njihovom ponudom internacional-
nih jela. Tokom proteklih godina literatura
Jje postala bogatija brojnim studijama, koje
govore o faktorima koji uticu na nivo zado-
voljstva gastronomskom ponudom. Analizom
dobijenih rezultata, doslo se do zakljucka da
su gosti ugostiteljskih objekata u Srbiji u ve-
likoj meri zadovoljni ponudom internacion-

Abstract: Tourism is one of the areas
that has started to develop to a large extent
in the last few years, and the expansion of
gastronomy has also contributed to its de-
velopment. Regardless of the area, the de-
velopment of gastronomy and quality offer
of food and beverages is one of the means,
which ensures the quality of services in
the catering facility. Some countries have
protected their gastronomic products, and
today certain dishes of international dish.
This paper will present the results obtained
in the research in 30 restaurants, with the
aim of examining the satisfaction of guests
with their offer of international dishes. Over
the past years, the literature has become
richer in numerous studies, which talk about
the factors that affect the level of satisfac-
tion with the gastronomic offer. By analyz-
ing the obtained results, it was concluded
that the guests of catering facilities in Ser-
bia are largely satisfied with the offer of in-
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alnih jela. Znacajan procenat ispitanika, koji
navedenom ponudom nije zadovoljan, poka-
zuje da i dalje postoji potreba za poboljsan-
Jem ugostiteljskih usluga, iz kojih se ne sme
izostaviti i ponuda internacionalnih jela. Za
obradu dobijenih podataka je koris¢en pro-
gramski softver SPSS verzija 23.00 a podaci
su prikazani deskriptivnom statistikom.

Kljucne reci: gastronomija, internac-
ionalna jela, zadovoljstvo gostiju, Srbija

Uvod

Turizam je grana koja se neprestano i
ubrzano razvija u celom svetu (Jovanovic,
2013) pa i na prostorima Srbije. U okviru
savremenog turizma javila se potreba za
upoznavanjem novih predela degustacijom
hrane i pi¢a. Gastronomija je oblast, koja je
fokusirana na poznavanje namirnica, njiho-
vu mehanicku i toplotnu obradu sa ciljem
da se od sirovih proizvoda naprave goto-
va jela, koja ¢e svojim mirisom, ukusom i
izgledom zadovoljiti Zelje i potrebe gosta
koji je doSao u ugostiteljski objekat (Vukic¢
& Drljevié, 2006; Vukoli¢, 2020; TeSano-
vi¢, 2009). Gastronomski turizam ima veliki
uticaj na svetskom nivou na razvoj turizma
(Stojanovi¢ & Cerovié, 2008) a definise se
kao istrazivanje kulture i istorije lokalnog
stanovniStva preko hrane i pic¢a a Sto utice
na iskustvo koje osoba ima ceo Zivot (Long,
1998). Prema Vuki¢ & Drljevi¢ (2006) na
kvalitet gastronomskog proizvoda uti¢u
mnogi faktori. Neki od tih faktora su upo-
treba svezih namirnica za pripremu jela,
pravila obrada tih namirnica ali i dobri teh-
nicko tehnoloski uslovi (Vuki¢ & Drljevié,
2006). Trend konuzumiranja hrane u ugosti-
teljskim objektima u poslednje vreme je sve
aktuelniji u Srbiji. U proslosti su posete re-
storanima bile iskljuc¢ivo zbog hedonistickih
potreba (Vukolic, 2020). Danas Ceste posete
restoranima odraz su nagomilanih dnevnih
obaveza gradana i prilagodavanja evrop-
skom radnom vremenu. Restoranska usluga

ternational dishes. A significant percentage
of respondents, who are not satisfied with
this offer, show that there is still a need to
improve catering services, from which we
must not omit the offer of international dish-
es. SPSS software version 23.00 was used to
process the obtained data, and the data are
presented with descriptive statistics.

Key words: gastronomy, international
dishes, guest satisfaction, Serbia

kao takva kategorija, osim kvalitetne hrane i
usluge ukljucuje odli¢nu atmosferu. Razvo-
ju turisticke oblasti mogu doprineti razlicite
aktivnosti, medutim, jedna od vaznijih, ako
ne 1 najvaznijih uloga, mogla bi se pripisati
gastronomskoj ponudi na odredenom po-
drugju (Jankovié & Ciri¢, 2020). Ovaj trend
postao je prili¢no istaknut u Srbiji. Ceste po-
sete restoranima su i odraz povecanja broja
jedno¢lanih domacéinstava kao i prilagoda-
vanja evropskom radnom vremenu (Gagic
et al.2013). Internacionalna jela su poznata
Sirom sveta i u velikoj meri nalaze se na
drugom kraju sveta. Republika Srbija kao
deo Balkanskog poluostrva raspolaze veli-
kim brojem restorana i drugih ugostiteljskih
objekata koji nude Sirok spektar internacio-
nalnih jela, sa akcentom na kuhinje okolnih
drzava. Budu¢i da je hrana najukusniji deo
putovanja, kulinarski turizam pruza neza-
boravno i jedinstveno iskustvo hrane i pi¢a
(Bugarci¢ & Bugarcic, 2019).

Pregled literature

Gastronomija je znacajna zbog svojih
etickih 1 odrzivih vrednosti koje se zasnivaju
na lokalnoj hrani, kulturi, tradiciji, Zivotnom
stilu i praksi koja ne samo da privlaci poseti-
oce veé istovremeno promovise turisticku
destinaciju (Cavi¢ & Mandari¢, 2021). Ra-
Zv0j savremene gastronomije je u porastu u
poredenju sa mnogim drugim granama pri-
vrede u Srbiji (Gajic et al, 2021). Proizvod,
generalno, je pokretac i cilj svake proizvod-
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nje. Osim toga proizvod je i pokreta¢ mnogih
drugih ljudskih aktivnosti. Funkcija proizvo-
da je usko povezana sa idejom koju ima ¢o-
vek koji stvara proizvod. Prehrambeni proi-
zvodi se definiSu kao sve $to se na trzistu
moze kupiti za ishranu, rast, razvoj i pravilan
zivot Coveka. Gastronomski proizvod je uzi
pojam od prehrambenog (Vuki¢ i Drljevic,
2006). Gastronomski proizvod predstavlja
kombinaciju odredenog broja osobina, koji
su posledica usaglaSavanja Zelja, potreba i
specificnih zahteva potencijalnih gostiju i
mogucnosti i potreba proizvodnih odeljenja
gastronomije u okviru razli¢itih ogranicenja
(Vuki¢ & Drljevié, 2006). Ogranicenja u
ovom smislu mogu biti ekonomske, kadrov-
ske ili tehnicke prirode (Vuki¢ & Drljevi¢,
2006). Gastronomski turizam generalno odli-
kuju posete turista destinacijama koje u svo-
joj ponudi imaju hranu, pa tako turisti mogu
posetiti razli¢ite ugostiteljske objekte, festi-
vale hrane, proizvodace hrane i sli¢no (Hall
& Mitchell, 2006). Odlika ovih turista je da je
njima primarni motiv upravo hrana (Hall &
Mitchell, 2006). Pojedini autori smatraju da
ovakva objasnjenja gastronomskog tuirzma i
gastro turista nije dovoljna (Tikkanen, 2007).
Uticaj gastronomskog turizma na turisticku
destinaciju ukljucuje razlicite faktore (Hall &
Mitchell, 2006). Po Hall & Mitchell (2006) to
se odnosi na povecanu traznju za poljopri-
vredno-prehrambenim proizvodima i gastro-
nomskim specijalitetima, stvaranje brenda,
marketinske informacije za proizvodace i do-
bavljace, obrazovne moguénosti za posetioce
i stanovnike, regionalnu i lokalnu distribuciju
potrosnje kao i zastitu intelektualne svojine u
turistickoj destinaciji. Gastronomski turizam
se razvija u mnogim turistickim destinacija-
ma sveta kao deo kulturnog nasleda lokalnog
stanovniStva. Kao takav gastronomski turi-
zam ima i svoje podoblike kao $to su vinski i
drugi. Tokom prethodnih istrazivanja doslo
se do zakljucka da gastronomski turizam igra
znacajnu ulogu u razvoju turisticke destinaci-
je (Vukolic, 2020). U svom istrazivanju Hall
& Mitchel (2001) isticu da je hrana na turis-

tickom trzistu postala priznata kao deo kultu-
re lokalnog stanovnistva pri ¢emu turisti ima-
ju priliku da je konzumiraju, zatim kao deo
uspesne promocije destinacije zatim kao, po-
tencijalnu komponentu lokalnog poljopri-
vrednog i ekonomskog razvoja. Restoranska
industrija neprestano raste Sirom sveta. Kako
se broj restorana povecava, ljudi imaju sve
viSe mogucénosti za odabir restorana. Kada
gosti veceraju u restoranu, kognitivno proce-
njuju Sta dozivljavaju. Medu potencijalnim
kandidatima, percepcija kvaliteta je opste pri-
hvacena kao najvazniji prethodnik zadovolj-
stva kupaca (Dabholkar et al., 2000). U resto-
ranskoj industriji gosti uglavnom koriste
hranu, fizicko okruZenje i usluge zaposlenih
kao kljuéne komponente restoranskog isku-
stva u proceni kvaliteta restoranskih usluga
(Chow et al., 2007, Namkung and Jang,
2008). Zadovoljstvo kupca definiSe se kao
ukupna ocena kupca o njegovom iskustvu
kupovine i potrosnje robe ili usluge (Johnson
etal., 1995). Luo & Homburg (2007) u svom
istrazivanju potvrduju da zadovoljstvo kupa-
ca direktno utice na profitabilnost organizaci-
je. Takode i druge studije dolaze do istog za-
kljucka (Blesi¢ et al., 2011; Martinez et al.,
2011) pri cemu se mora istaknuti znacaj ove
teme. Marinkovié, Seni¢ i Dimitrovski
(2013) u svom istrazivanju, zakljucili su da
kvalitet hrane, kvalitet usluge i ambijent, zna-
¢ajno uticu na zadovoljstvo gostiju restorana.
Pravilna kombinacija vitalnih atributa trebalo
bi da rezultira percepcijom gostiju o visokom
kvalitetu restoranskih usluga, Sto bi zauzvrat
trebalo da poveca njihovo zadovoljstvo i loj-
alnost (Gagic et al., 2013). Lii i Jang (2009)
sugerisali su u svom istrazivanju da su kvali-
tet hrane, pouzdanost usluge i Cistoca zivotne
sredine tri kljuéna aspekta uspeha kineskih
restorana. Kvalitet hrane (posebno ukus) i
kvalitet usluge (posebno pouzdanost usluge)
bili su kljucni atributi uspeha kineskih resto-
rana. Hrana igra kljuénu ulogu za iskustvo u
restoranu. Ukus, prezentacija, teksture, boje,
temperatura, svezina, hranljiva vrednost i mi-
ris hrane, gosti restorana prepoznaju kao
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vazne atribute kvaliteta. Veli¢ina porcija i ra-
znolikost jelovnika smatraju se odrednicama
koje poboljsavaju zadovoljstvo u iskustvu sa
hranom (Kivela et al., 2000). Atmosfera za
rucavanje, autenticnost hrane i postena cena
takode su znacajno doprineli zadovoljstvu
kupaca i namerama u ponasanju (Liy & Jang,
2009). Zadovoljstvo potrosaca je ocena na
osnovu ukupnog iskustva upotrebom dobara
ili usluga tokom odredenog vremena (Omer
et al., 2013). Prema Javalgi et el. (2006) za
satisfakciju potroSaca vezana su tri meduza-
visna koncepta: prvi koncept se odnosi na
ocekivanja potrosaca od proizvoda ili usluge,
drugi se odnosi na ispunjenje potrosacevih
oc¢ekivanja, dok treéi koncept, poredi isporu-
¢enu vrednost sa prethodnim ocekivanjem.
Ukoliko su prethodna ocekivanja potrosaca
ostvarena rezultat je zadovoljan potrosa¢. U
suprotno, kada prethodna ocekivanja nisu is-
punjena, rezultat je nezadovoljstvo potrosa-
¢a. Vuki¢ & Porti¢ (2007) isticu da je gastro-
nomija oblast koja je do tog perioda veoma
zanemarivana. Medutim, zahvaljujuéi sve
vecem razvoju turizma i povecanoj potraznji
za tradicionalnim jelima i pi¢ima, gastrono-
mija polako postaje popularna i veoma vazna
oblast. Glavni predmet gastronomskog prou-
cavanja Cine hrana i pi¢e, odnosno proucava-
nje gastronomije podrazumeva poznavanje
namirnica i njihovu mehanicku i toplotnu
obradu sa ciljem da se od sirovih proizvoda
naprave ukusna jela, koja ¢e, lepo dekorisana
i servirana na tanjiru, biti posluZena gostu,
koji je doSao u ugostiteljski objekat (TeSano-
vi¢, 2011). O povezanosti hrane i turizma pi-
sali su mnogi struénjaci, medu kojima su se
nasla i misljenja da hrana predstavlja turistic-
ku atrakciju (Hjalager & Richards, 2002),
jednu od bitnijih komponenata turistickog
proizvoda (Meler & Cerovi¢, 2003), jedno
posebno iskustvo u turisti¢koj oblasti (Quan
& Wang, 2004) ali i jedno posebno iskustvo,
koje ima definisan oblik, strukturu, ukus i mi-
ris, koje ¢ovek moze poneti sa sobom (Kale-
njuk et al., 2012). Hrana i turizam su uvek
bili visoko integrisani kako bi sinergijski pri-

vukli turiste 1 stvorili prihod (Andersson et
al., 2017). Postoje mnogobrojna poklapanjau
gastronomskim karakteristikama drzava unu-
tar odredenog kontinenta ali bez obzira na
zajednicke elemente, svaka od njih uspela je
ocuvati i odredene autenti¢ne segmente. Po-
klapanja su uocljiva kod nacija gde su druge
nacije imale dugogodi$nji uticaj kao $to su
kolonije, ali i u siroma$nim geografskim pre-
delima gde je prihvatanje namirnica i jela iz
drugih kultura bila opcija opstanka (Kale-
njuk, 2016). Turizam podrazumeva i susret
ljudi i prirode, ali takode i susret izmedu ma-
terijalnog 1 zamisljenog prostora a granicu
destinacije treba da odredi trziste, bez obzira
na administrativne granice odredenog pro-
stornog podrucja koje posecuju turisti (Gaji¢
etal., 2021). Ovaj podatak ukazuje i da grani-
ce jednog internacionalnog jela nisu u okviru
jedne turisti¢ke regije ve¢ mnogo Sire. Uticaj
Francuske na navike u ishrani stanovnika Ve-
like Britanije i Irskoj (i obrnuto) je doveo do
mnogih sli¢nosti u kuhinjama ovih zemalja,
iako se ishrana ljudi u juznoj Francuskoj for-
mirala pod uticajem Mediterana (Goyan Ki-
ttler et al, 2012; Kalenjuk, 2016). Zemlje cen-
tralne Evrope imaju svoje specijalitete koji su
prepoznatljivi na razli¢ite nacine. Neka od
jela koja su prepoznatljiva za ove drZave su
becka $nicla, kobasice, piroge, rosti, raklet i
durga (Kalenjuk, 2016). Posmatrajuci Istoc-
nu Evropu mora se ista¢i da se radi o Sirokom
spektru kuhinja koje se prepli¢u sa central-
nom Evropom, Balkanom ali i zemljama
Kavkaza (Kalenjuk, 2016). Razvoj kuhinja i
jela je u tesnoj vezi sa klimom koja varira od
zemlje do zemlje. Jela Istoéne Evrope imaju
dosta sli¢nosti a neka od poznatih jela ovog
dela sveta su gulas, paprikas, peljmeni, bor§¢
i druga (Kalenjuk, 2016; Zibart, 2010). Kada
je Balkansko poluostrvo u pitanju mora se
istaci da se na ovim prostorima primeti veliki
uticaj Otomanskog carstva i to ne samo na
istoriju i razvoj ve¢ i na ishranu, kulturu i
samu gastronomiju (Mac Veigh, 2009). U ra-
zli¢itim nacionalnim kuhinjama dostupna je
veoma raznovrsna hrana. Pored toga vazno je



Broj 28 | 31

napomenuti da u svetu postoji i veliki broj
kultura. Da bi objasnili uticaj kulture na za-
dovoljstvo kupaca u restoranima i druga po-
slovna pitanja, istrazivaci pribegavaju unakr-
snim teorijama za objasnjenja (Jia, 2020).
Kultura igra veoma vaznu ulogu u razvoju
kuvanja u odredenom regionu ili destinaciji.
Pored kulture religija ima veliki uticaj na sti-
love kuvanja. Treba uzeti u obzir da religija
doprinosi kulturi (Schinkel, 2013). Verske
navike u ishrani znacajno variraju ¢ak i medu
pripadnicima iste vere. Mnoge verske navike
u ishrani su odredene pre viSe stotina i hiljada
godina (Kalenjuk, 2016). Cesto se verske
prakse ishrane i konzumiranja gastronomskih
proizvoda prilagodjavaju licnim potrebama
(Goyan Kittler et. al, 2012). Prema osnovnim
karakteristikama ruralnog turizma, koji se u
velikoj meri razvija u Srbiji (Gajic & Vuko-
lic, 2021) u ovom istrazivanju su uzeti u obzir
i ugostiteljski objekti iz ruralnih podrucja.

Metode rada

Istrazivanje je realizovanu u periodu od
15. januara do 01. jula 2021. godine u Sest
gradskih i Cetiri ruralna naselja u Republici
Srbiji. Odabrano je trideset ugostiteljskih
objekata. Za potrebe ovog istrazivanja
odabrani su restorani a la carte tipa, ¢arde,
specijalizovani ugostiteljski objekti i dru-
go. U istrazivanju je ucestvovalo 290 ispi-
tanika, nasumicno odabranih. U prvoj fazi
realizacije istrazivanja ucesnici su imali
zadatak da daju odgovore na pitanja koja
se odnose na demografske karakteristike.
U drugoj fazi gosti su imali zadatak da pre-
poznaju poreklo odabranih internacional-
nih jela a na kraju, u trecoj fazi da ocene
zadovoljstvo u kojoj meri su zastupljena
internacionalna jela u ugostiteljskoj ponudi
Srbije. Za ispitivanje zadovoljstva ispitan-
ika koris¢ena je Likertova skala (ocenama
od 1 izuzetno zastupljeno do 5 uopste nije
zastupljeno). Za statistiCku analizu ko-
ri§¢en je SPSS softverski program verzije
23.00. Provera pouzdanosti upitnika prov-

erena je Cronbach’s Alpha testom koji mora
biti veci od 0,07. Koristena je deskriptivna
statistika za prikaz rezultata rada.

Rezultati rada

U istrazivanju je ucestvovalo 290 ispi-
tanika od toga 168 osoba zenskog i 122 oso-
be muskog pola. Sto se tie starosti ispitan-
ika, 126 je starosti izmedu 18 i 30 godina,
81 ispitanik ima izmedu 31 i 40 godina, 35
njih je starosti od 41 do 50 godina, 28 ima
od 51 do 60 godina i svega 20 ispitanika ima
viSe od 60 godina. Kada je u pitanju obra-
zovanje ispitanika, najvise, i to 160 njih ima
zavrSenu visoku Skolu ili fakultet, 76 ima
zavrsenu srednju Skolu, 43 ispitanika imaju
zavrsene master ili doktorske studije i na-
jmanji broj, njih 11 ima zavrSenu osnovnu
Skolu kao §to je prikazano u tabeli 1.

Tabela 1. Demografske karakteristike

ispitanika
Varijabla Vredn(l)sn.l rezu- N %
tat1

Muski 122 | 42,06

Pol < -
Zenski 168 |5793
18-30 godina 126 | 43,44
3140 godina 81 27,93
Starost | 41-50 godina 35 | 12,06
51-60 godina 28 9,65
Vise od 60 godina 20 6,89
Osnovna $kola 11 3,79
Obra- \S/r.edEj aik(ila.l. 76 126,20

: isoka §kola ili

zovanje fakultet 160 | 5517
Master ili doktorat | 43 | 14,82
Nizak prosek 55 11896

zarade
Srednji prosek 158 | 54,48

Zarada |zarade
Visok prosek 52 1793

zarade
Nezaposlen 25 8,62

*N= ukupan broj
Izvor: Istrazivanje autora
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Statistika pouzdanosti se najéesce koristi
kada u upitniku ima vise pitanja koja se ocen-
juju Likertovom skalom. Ova pouzdanost se
istrazuje Cronbach’s Alpha testom koji mora
biti veéi od 0,07. U slucaju ovog istraZivanja
vrednost ovog testa je 0,910 $to ukazuje na
visoku pouzdanost upitnika.

Tabela 2. Provera pouzdanosti upitnika

Cronbach’s Alpha N of Items
910 19

Izvor: istrazivanje autora

Da bi se doslo do pouzdanijih rezultata
potrebno je analizirati koliko ¢esto ispitanici
posecuju restorane. Na pitanje ,,koliko Cesto
posecujete restorane? doslo se do sledec¢ih
rezultata: pre pandemije je restorane neko-
liko puta mese¢no posecivao najveci broj
ispitanika 1 to njih 152 (52,41%). Manji
procenat i to njih 56 (19,31%) je poseciva-
lo restorane jednom nedeljno dok je njih 82
(28,27%) posecivalo restorane nekoliko puta
godisnje kao §to se moze videti u tabeli 3.

Tabela 3: Koliko Cesto posecujete

restorane?

Kriterijum N %
Jednom nedeljno 56 19,31
Nekoliko puta mese¢no 152 52,41
Nekoliko puta godisnje 82 28,27

*N= ukupan broj

Izvor: istrazivanje autora

Drugi deo istrazivanja odnosio se na is-
pitivanje gostiju o poznavanju odredenih
evropskih internacionalnih jela i gastronom-
skih proizvoda. Pitanja su grupisana tako da
na osnovu ponudenih nekoliko jela i gastro-
nomskih proizvoda (tabela 4) gosti oznace iz
koje drzave ili regije ta jela poticu ili ko ih
je zastitio kao svoja. Kao §to se moze vide-
ti u tabeli 4 gosti najbolje poznaju domaca
srpska jela, Sto je ocekivano i njih je vecéina

ispitanika prepoznala i dala tacan odgovor
(m=4,33;sd=.552). Takode visoka ocena
se javalja kod poznavanja italijanskih jela i
gastronomskih proizvoda (m=4,01;sd=.657)
Sto je takode bilo za ocekivati zbog velike
popularnosti ove nacionalne kuhinje na pro-
storima Srbije. Madarska jela i gastronom-
ski proizvodi su takode prepoznati u velikoj
meri (m=3,82;5d=.924) §to se moze povezati
sa velikim brojem stanovnika Madarske na-
cionalnosti na prostorima Srbije, pre svega
Autonomne Pokrajine Vojvodine ali i iz ra-
zloga §to je Republika Madarska geografski
blizu Srbiji. Turska jela su takode prepoznata
u velikoj meri (m=3,21;sd=.1,448) a sma-
tra se da je to zbog implementacije i uticaja
turske kuhinje na ovim prostorima. Grcka
jela su prepoznata i ocenjena u nes§to ma-
njoj meri (m=3,04;sd=1,361) Sto se dovodi
u vezu sa sve ve¢im brojem srpskih turista u
Grckoj i njihovim upoznavanjem ove kultu-
re i hrane. Francuska jela kao jedna od po-
znatijih Sirom sveta ocenjena su relativno
dobro (m=2,98;sd=.1,458). Pretpostavka je
da ¢e ova kuhinja sa nacionalnim jelima tek
dobiti na ve¢em znacaju, iako je i danas po-
znata §irom sveta. Spanska jela su ocenjena
slicno kao francuska (m=2,90;sd=1,552).
Nemacka (m=2,34;sd=.657) i1 ruska jela
(m=2,11;5d=.924) su ocenjena srednjim oce-
nama §to se moze dovesti u vezu sa slabom
ponudom ovih jela u restoranima kao i sla-
bom promocijom na ovim prostorima. Ho-
landska (m=1,72;sd=.1,448) i jela drzava Se-
verne Evrope (Danske, Norveske, Svedske,
Finske i Islanda) (m=1,56;sd=1.361) su oce-
njena najmanjim ocenama a pretpostavalja se
da je razlog za to geografska udaljenost ovih
drzava kao i veoma slaba promocija ovih kul-
tura naroda i ishrane. Dolazi se do zakljucka
da ispitanici u odredenoj meri poznaju inter-
nacionalna jela kuhinja koje su geografski
bliske Srbiji, koje su dobro promovisane na
razli¢ite nacine na ovim prostorima ali se
moze zakljuciti i da je kuhinja ovih prosto-
ra homogena zbog uticaja drugih na ovim
prostorima.
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Tabela 4: Poznavanje porekla jela

Poreklo jela m sd
Srpska jela i proizvodi (gibanica, pita zeljanica, pihtije, ragu corba sa
. . Lo 433 552
tele¢im mesom, ajvar, ¢varci i dr.)
Italijanska jela i proizvodi (pizza, razliCite vrste pasti, sirevi mocarela,
. . . 4.01 .657
rikota, parmezan i maskarpone i dr.)
Madarska jela i proizvodi (gulasi, paprikasi, perkelti, tokanji i dr.) 3.82 924
Turska jela i proizvodi (5i§ kebab, dolme, pilav, ratluk, lokme i dr.) 3.21 1.448
Greka jela i proizvodi (dakos, feta sir, giros, taramo salata, karidopita
idr) 3.04 1.361
Francuska jela i proizvodi (supa od luka, sirevi bri i rokfor, kisele
. : . . 2.98 1.458
haringe, fois gras, kroasan, galski petao i dr.)
Spanska jela i proizvodi (tortilja, mangego sir, paelja, punjeni morski
. . 2.90 1.552
pauk, gaspaco, tapas, yemas i dr.)
Nemacka jela i proizvodi (kobasice, perece, Spargle, kambozola i
L . 2.34 .657
alger sir, $varcvald torta i dr.)
Ruska jela i proizvodi (bors¢, sote Stroganov, kijevski kotlet, kavijar,
. S 2.11 .924
piroske, peljmeni i dr.)
Holandska jela i proizvodi ( sirevi gauda, edamer i masdamer,
3 bon 1.72 1.448
sropvafel, Corba od graska i dr.)
Jela i proizvodi drzava Severne Evrope (sir gammelost, osusen i usol-
. . . . s 1.56 1.361
jen losos, crni puding, haringa u salamuri i dr.)

*m=aritmetic¢ka sredina; sd=standardna devijacija

Izvor: istrazivanje autora

Zadovoljstvo ispitanika ponudom inter-
nacionalnih Evropskih jela u ugostiteljskim
objektima predstavlja jedan od vaznijih fak-
tora, koji u savremenom dobu u velikoj meri
odreduje aktuelne trendove u gastronomskoj
oblasti, a u prilog tome govori i misljenje
stru¢njaka, koji navode da je ponaSanje po-
trosac¢a uslovljeno njihovim stavovima, u
koje se ubraja, pored zdravlja i prakti¢no-
sti, 1 zadovoljstvo ovom ponudom (Bakan
and Salopek, 2015). Sa ciljem ispitivanja
ukupnog zadovoljstva ispitanika ponudom
ugostiteljskih objekata na teritoriji Srbije
pomenutim jelima, u upitniku se naslo ne-
koliko razli¢itih pitanja. Prvo pitanje je bilo
vezano za to da li su ova jela vredna paznje
i da li bi bilo dobro odvojiti vreme upravo
za degustaciju ovih jela. Prema rezultatima
doslo se do zakljucka da vecina ispitanika
smatra da degustacija internacionalnih jela

jeste vredna paznje i treba odvojiti vreme za
ovu aktivnost (76,20%). Delimi¢no se sla-
Ze mnogo manji broj ispitanika (11,03%),
dok se delimicno ne slaze ili ne slaze u pot-
punosti (11,37%). Neodlucno je bilo svega 4
ispitanika (1,37%).

Tabela 5. Ponuda Evropskih
internacionalnih jela i gastronomskih
proizvoda je vredna paznje

N %
Delimic¢no se slazem 32 | 11,03
Delimi¢no se ne slazem 2 0,68
Ne slazem se 31 10,68
Neodluc¢an-na sam 4 1,37

*N= ukupan broj

Izvor: istrazivanje autora
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Iskustvo ispitanika sa konzumiranjem
internacionalnih jela i gastronomskih proiz-
voda je dovedeno u vezu i sa cenom. Ovo
pitanje se odnoslo na to da li su iskustva sa
ovim jelima vredna cene. Ovaj faktor ima
poseban znacaj, kada je u pitanju potrosn-
ja hrane i pi¢a u ugostiteljskim objektima.
Cena hrane i pi¢a moze predstavljati i prob-
lem, posebno ako se ima u vidu da cena ima
jednu od presudnih uloga prilikom kupovine
odredenog prehrambenog proizvoda, bez
obzira da li se govori o predjelu, glavnom
jelu ili dezertu (Cohen & Avieli, 2004).
Nakon sprovedene ankete doslo se do zak-
ljucka da su odgovori razlicitog tipa. Vecina
ispitanika (56,89%) jeste dala odgovor da se
u potpunosti slaze da ova ponuda jeste vred-
na cene. NeSto manji procenat (30,34%) je
dao odgovor da se delimi¢no slaze da ova
ponuda jeste vredna cene, dok je odredeni
broj (12,06%) ispitanika dao odgovor da se
delimic¢no ili potpuno ne slaze da su ovakve
ponude vredne cene. Vrlo mali procenat
ispitanika je bio neodlu¢an po ovom pitanju.

Tabela 6. Ponuda Evropskih
internacionalnih jela i gastronomskih
proizvoda je vredna cene

N %
siz(ziflr:czreleda je ova ponuda 165 | 56.89
Delimic¢no se slazem 88 | 30,34
Delimi¢no se ne slazem 19 6,55
Ne slazem se 16 5,51
Neodlucan-na sam 2 0,68

*N= ukupan broj

Izvor: istrazivanje autora

Sledece pitanje sa kojim je trebalo ut-
vrditi zadovoljstvo ispitanika ponudom
internacionalnih Evropskih jela u Srbiji je
glasilo: ,,Koliko ste zadovoljni ponudom
Evropskih internacionalnih jela i gastron-
omskih proizvoda u ugostiteljskim objek-
tima koje posecujete?. Od ukupnog broja
ispitanika najveci udeo ¢ine ispitanici, koji

su potpuno zadovoljni (33,79%), na drugom
mestu se nalaze ispitanici koji su delimi¢no
zadovoljni (28,96%), dok udeo ispitanika
koji su nezadovoljni iznosi 22,06%. Na-
jmanji udeo ¢ine ispitanici, koji su delim-
i¢no nezadovoljni ponudom (13,10%) i koji
nemaju misljenje (2,06).

Tabela 7. Zadovoljstvo ponudom
Evropskih internacionalnih jela i
gastronomskih proizvoda

N %

Potpuno sam zadovoljan-na 98 | 33,79
ponudom

Delimi¢no sam zadovoljan-na 84 | 28,96
ponudom

Dehmlcno sam nezadovol- 38 | 13,10
jan-na ponudom

Nezadovoljan-na sam ponudom | 64 | 22,06
Nemam misljenje 2 2,06

*N= ukupan broj

Izvor: istrazivanje autora

U ovom istrazivanju veliki znacaj za
konacne rezultate dali su podaci vezani za
to da li ¢e gosti ponovo posetiti restorane u
vezi sa konzumiranjem internacionalnih ev-
ropskih jela i gastronomskih proizvoda. Lo-
jalnost kupaca je jedna od najpopularnijih
tema u istrazivanju turizma (Tepeci, 1999;
Velazquez et al, 2011). Dobijeni rezulta-
ti pokazuju da velika vecina (73,44%) zeli
da ponovo poseti restorane dok ¢e odredeni
procenat (16,55%) ispitanika verovatno po-
setiti restorane. Ne$to manje ispitanika nije
sigurno (3,10%) dok je vrlo mali broj ispi-
tanika koji verovatno nece ili sigurno nece
posetiti restorane (6,89%).

Tabela 8. Spremnost ispitanika da se
ponovo vrate u restoran.

N | %
Sigurno ¢u posetiti restorane 213 | 73,44
ponovo
Verovatno ¢u posetiti restorane 48 | 16,55
ponovo
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Nisam siguran da li ¢u ponovo 9 3.10
posetiti restorane ’
Verovatno ne¢u ponovo posetiti

8 2,75
restorane
Sigurno neéu ponovo posetiti 12 413
restorane

*N= ukupan broj

Izvor: istrazivanje autora
Zakljucak

Turizam kao jedna od grana koja se
neprestano i ubrzano razvija u veéem delu
sveta 1 ima veliki uticaj na gastronomiju i
gastronomski turizam. Isto tako, gastronom-
ija i gastronomski turizam imaju znacajnog
uticaja na razvoj turizma. U okviru savre-
menog turizma javila se i potreba za upozna-
vanjem novih destinacija putem degustacije
hrane i pica. Gastronomski turizam zauzima
znacajno mesto u svetskim razmerama a
procenjuje se da ¢e u buduénosti biti jedan
od glavnih motiva za kretanje turista Sirom
sveta. Zbog sve vise radnih obaveza, pri-
lagodavanja evropskom radnom vremenu
(40h nedeljno, dnevno pauza od 30 minu-
ta, 1 godiSnji odmor od 4 nedelje), gradani
Srbije, pre svega u gradskim sredinama a
nesto manje u ruralnim imaju sve veéu po-
trebu za obedovanjem u restoranima. Hrana
ima klju¢nu ulogu za iskustvo gosta u resto-
ranu. Organilepticka svojstva hrane (miris,
ukus, boja, agregatno stanje hrane i dr.) gos-
ti restorana prepoznaju kao vazne atribute
kvaliteta koji moraju biti ispoStovani kako
bi gost bio zadovoljan a restoran ostvario pr-
ihod. Internacionalna jela su ona jela koja su
poznata Sirom sveta i u velikoj meri uti¢u na
promociju odredene drzave ili naroda. Neke
smislu su predstavljena kao internacionalna
(srpska, italijanska, francuska, grcka, turska
i sli¢no). Razvoj odredenih internacionalnih
jela i gastronomskih proizvoda se moze pos-
matrati kroz istorijske Cinjenice te se mora-
ju uzeti u obzir i klimatski uslovi odredene
drzave ili podru¢ja kao i drugi faktori poput

kulture i verskih obi¢aja naroda. Kako u
svetu postoji veliki broj kultura tako postoji
i veliki broj nacionalnih kuhinja i njihovih
jela i proizvoda. Nakon ovog istrazivanja
doslo se do zakljucka da je u istrazivanju
ucestvovalo nesto vise osoba Zenskog pola
(168) te nesto manje osoba muskog pola
(122). Veéina ispitanika je starosne dobi
od 18 do 30 godina (126) dok od 31 do 40
godina ima nesto manje (81) ispitanika. U
istrazivanju je uéestvovalo ukupno 83 ispi-
tanika starijih od 40 godina. Znacajan po-
datak za istrazivanje je bio koliko puta ispi-
tanici posecuju restorane §to moze uticati
na krajnji zakljucak. Najvec¢i broj ispitanika
posecuje restorane nekoliko puta mesecno
$to ukazuje na visok stepen poznavanja gas-
tronomske ponude restorana od strane ispi-
tanika. Ocekivano, doSlo se do zakljucka
da vecina ispitanika poznaje ili prepoznaje
nacionalna ili internacionalna Evropska jela
kao i gastronomske proizvode. Naime na-
jveéi broj ispitanika poznaje domaca srps-
ka jela, italijanska i madarska jela. U nesto
manjoj meri ispitanici poznaju turska, grc-
ka i francuska jela dok u najmanjoj mero
poznaju jela drzava Severne Evrope §to se
dovodi u vezu sa geografskom udaljeno$céu
ovih drzava kao i slabom promocijom jela
sa ovih prostora. Ono §to je vazno istaéi, to
je da, vecina ispitanika (76,20%) misli da
je ponuda ovih jela veoma vazna i vredna
paznje u gastronomskoj ponudi restorana
Srbije. Smatra se da je to zbog sve popu-
larnijih trendova u degustaciji hrane i pi¢a
na ovim prostorima. Kako su ova jela veoma
znacajna u gastronomskoj ponudi restorana
S§irom sveta, nakon ovog istraZivanja i detal-
jnom analizom dolazi se do zakljucka da je
ovo veoma vazna tema za dalja istrazivanja
koja mogu biti od koristi restoranima koji se
bave internacionalnim kuhinjama. Tokom
istrazivanja postojala su odredena minimal-
na ogranic¢enja koja nisu bitno uticala na ovo
istrazivanje. Ogranicenja su se odnosila na
otezane uslove anketiranja zbog trenutne
epidemioloske situacije u Republici Srbiji
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pa je istrazivanje trajalo duze od ocekiva-
nog. Takode treba i istaci da postoji znaca-
jan broj ispitanika (22,06%) koji nisu zado-
voljni ovom ponudom te se moze istaci da
ovo istrazivanje ima §iri znacaj jer ukazuje
da postoji potreba za buducim istrazivanji-
ma kao i da postoji potreba za poboljsanjem
usluga u restoranima Sirom Srbije kada je u
pitanju ponuda evropskih internacionalnih
jela i gastronomskih proizvoda.
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ITPOIT'PAMMU JIOJATTHOCTN Y XOTEJINJEPCTBY
HA ITPIMEPY XOTEJIA HOLIDAY INN SUSCHEVSKY

LOYALTY PROGRAMS IN HOSPITALITY ON THE EXAMPLE OF
HOTEL HOLIDAY INN SUSCHEVSKY

Anctpakt: V osom pady 6uhe npeo-
cmaemen jedan 00 OCHOBHUX dacnekama
gopuuparba cmanHux npuopumema Kom-
naumuje — J0janrHocm NOmMpowada, Ha npu-
Mepy xomenckoz mpocuwima y Pyckoj @e-
Odepayuju. Xomencxko mpocuwme y Pyckoj
Dedepayuju je y pazeojy u uma 3HA4ajau
nomenyujan damee pacma. 08y uurbeHuyy
nomephyje noeehan Opoj ynacarea, o uemy
2080pU NOJABBUBAILE HA MPHCUUTNY BETUKUX
MENYHAPOOHUX XOMEICKUX JIaHaya Nonym
The Rezidor Hotel Group, InterContinental
Hotels Group, Marriott International.

Hcmpaoicusarve, ananuze u cmanuu pao
Ha NOCMU3ARY JOJATHOCMU NOMPOWAYA
eadicna cy mema mehy eodehum mapxe-
muHwkum cmpyureayuma. Taunuje, mema
npozpama Ja0jaiHoOCmu  Kojum KOMRAHuja
obesbehyje cmanne nompowiave, a camum
mum ocmeapyje u COnCmeeHu pacm u pas-
80j, seoma je akmyeina. Y ckaady ¢ mum,
uzabpaua je mema Koja npeocmasba nome-
HYmMYy aHanu3y Ha NOMNYHO OpyeoM, 3d HAC
HEKOHKYDEHMHOM MPACUUINTY, KOja MOdce
O00oHemuU 3aHUMMBUSE U BAdICHE NpuMepe U
3aKmyUKe Koju ce 0ambe MO2y UMNIeMeHMU-
pamu u 'y Hauoj cpeouHu.

Kibyune peum: sojarnocm nompouwla-
ua, npoepamu J0jarHOCMU, XOMeICKo mp-
orcuwme.

Abstrakt: This paper will present one of
the basic aspects of the formation of con-
stant priorities of the company — customer
loyalty, on the example of the hotel market
in the Russian Federation. The hotel market
in the Russian Federation is a developing
segment with noticeable growth potential.
This fact is confirmed by the increased num-
ber of investments through the appearance
on the market of large international hotel
chains such as The Rezidor Hotel Group,
InterContinental Hotels Group, Marriott
International.

Research, analysis and constant work on
achieving consumer loyalty is an important
topic among marketers. More specifically,
the topic of loyalty programs that enable
companies regular consumers, and thus the
growth and development of their company,
is very current. Accordingly, a topic was
chosen that represents such analysis in a
completely different, non-competitive mar-
ket for us, which can bring interesting and
important examples and conclusions that
can be implemented.

Key words: costumer loyalty, loyalty
programs, hotel market
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YBox

AKTyeJnHOCT u3abpaHe TeMe U TMpak-
THUYHM 3Hauaj ce omiejajy y YHIBCHUIHM Ja
ce TOKOM IIPHKYIJbaka IT0JaTaka U JAeTalb-
HUM QHAJIN30M HCTHX MOIIO YBUJASTH 1A
j€ y Hallloj TEOpUju M HpaKcH HEIO0BOJHHO
kopuitheHa pycka JMTeparypa, Kao U Ta-
MOIIIRH IPUMEPH, TE je Haeja 1a ce, moja-
3elin 0O KOHKPETHHX Ca3Hamba, IPEIJIoKe
JIOZIATHH €JICMEHTH 3a yTBphHBame Jioja-
HOCTH TIOTpOIlIada y XOTEJIHjepCTBY, Kao U
Jla ce yBayKaBameM oroBapajyhux npuMepa
IpaKce KOjH Cy HaM JIOCTYIIHH Ha PyCKOM
J€3MKy MOTY W3/IBOJUTH METOJIE U MPEeropy-
K€ Koje OM, UMIIJIEMEHTAIjOM y HEKUM Oy-
nyhuM ucTpakuBamuMa, Moryie aa Oyay ox
3Ha4yajHe momohwu.

b pana je npenacraBjbame HCTpa-
JKMBamba W aHaIN3e JIOJaJIHOCTH IOTpPO-
mavya Ha mnpumepy xorena Holiday Inn
Suschevsky y MoOCKBH, y OKBUpPY Hera cy
u3ZBojeHH cienchu HajBakHMjU 3ajallu:
nperiesl HajIo3HaTHjUX CaBPEMEHHX IIpo-
rpaMa JIOjaTHOCTH y XOTEJHjepCTBY, Ipe-
VIl CaBPEMEHOT XOTENHjePCKOT TPXKHILTA
y MockBH, u3/Bajalbe OCHOBHHX IOJaTaKa
o xoreny Holiday Inn Suschevsky v npernen
nmocrojehnx mporpama I0jalTHOCTH, Kao
U W3[Bajakbe Npernopyka 3a Mo0O0JbIIame
nporpama JiojanHoctd xorena Holiday Inn
Suschevsky.

O6jekaTr HCTpakuBama Cy IPOrpaMu
J0jaJJHOCTH PA3IMYUTHX JaHala XoTela
KOjU Cy aKTMBHM Ha Tpxumry Mockse,
JIOK Cy TpEIMET UCTPaKHBaba MEXaHU3MH
YIIPaBJbAkEM JIOjATHOCTH MOTPOLIAYa y XO-
teny Holiday Inn Suschevsky.

VY nassem u3narawmy Ouhe mnpencraBibeH
Iperiie]] CaBpeMEHUX MpoTrpama JI0jaaTHOCTH
Y XOTENHjepCTBY KOjU CY aKTUBHU y Pyckoj
Oeneparyju, 3atuM he O6uté mar mperien
OCHOBHHUX TMOfIaTaka O O00jeKTy HCTpaku-
Bawa, xoreny Holiday Inn Suschevsky, n
KOHAyHO, aHanmu3a mocrojehmx mporpama
JI0jaJTHOCTH OBOT XOTeJIa.

IIpersen HajIO3HATHjHX CABPEMEHHX
MporpamMa JojaJIHOCTH Y X0TeJIHjepCTBY

ITo craructuim cajra ,,Ypartnership™
61% mnyTHUKa Owu3HHC-KIacHOM #u 52%
MYTHUKa TYPUCTUYKUX MpOrpama cMarpajy
Iporpam JIOjaTHOCTH jEJHUM OJff HajBax-
HUjuX QaxTopa mpu uzdbopy xorema. Ilo
MOCIICABUM UCTPAKHUBAKBUMA KOja je CIIpo-
Besa kommanuja ,,Market Metrix“ 34% ro-
CTH]jy TIpe cBera oOpaha maxmy Ha porpam
JIOjaTHOCTH Tpu u36opy cmemraja. OBH
Mol HaM JI0Ka3yjy Aa Iporpamy Jiojai-
HOCTH FIMajy BEJIMKY YJIOTY IPH CTPATEIIKO]
OpraHu3aIliji KOMIIAHH]E, 1a MOT'Y JIa OBO-
Jie JI0 M3y3eTHHUX pe3yaTara u jia Oyay crpa-
TeIIKa MPeaHOCT npexy3eha.

VY BehuHUM xoTena je MPUHLMI MpHUMe-
HEe Tporpama JojaqHOCTH HCTH. KuimjeHr
MpUKyIUba OOMOBE CBakW IyT kama Oopa-
BU Y XOTENMMa jeJHOT JIaHIla KOje KacHHje
MOJKe JIa HICKOPUCTH Ha OecIuiaTaH CMEIITaj,
wiahame pasIMINTHX yCIIyTa UTA. YKOIHKO
je xopuinheme yciyra XOTEJICKOT JiaHIa
yemrhe, moBehaBa ce craryc KiMjeHTa, MITO
3HAYM Ja c€ MIMPU acOPTHMaH MOTryhnx Ha-
rpaza u npeaHoctd. OCHOBHA OrpaHUYEHA
nporpama Mory OMTH POKOBH 32 KOPHIITEHE
00moBa, Kao ¥ JaHU KaJa HUje Moryhe ucKo-
puctuTH 0oI0BE.

[Mporpam nojannoctn nanua Inter
Continental Hotels Group miojasuo ce 1983.
roguHe. CBakor mMecena ce OBOM Iporpamy
npuapyxyje 200.000 HoBux unmanosa. Ilo
peuanmMa Anypsa IIpataoa, nonpnpeacentu-
Ka 3a IucTUpOyHjy 1 MapkeTHHr y EBpory,
OBa TEHJEHIIMja Ce HAcTaBJ/ba U HEMa MpO-
rHo3a na he mohwm mo ymamema. [Iporpam
JIOJaJIHOCTH OBOT XOTeJIa j€ MOCIEIHbUX
ocaM TOJWHA Y BpXy XOTEIHjepCTBa MO
nmomanmMma  4dacormmca  Global  Traveller
Magazine.

[Mporpam nojamHocTu naHua Marriott
Rewards mo mnomanmmma 2013. romuHe
yKJbyuyje BHIIE O 33 MHIHOHA JIOjaTHUX
kinujeHara. OCUM TOra, JIaHall CaJp>KH I10-
ce0aH Mmporpam 3a OfipJKaBar-e CIIEIIHjaTHAX
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norabhaja u GaHkeTa 3a Koje ce O0I0BH pady-
Hajy 1o nmoceOHoM cuctemy. [IporpaM Hema
HHKaKBa BPEMEHCKA OTpaHUYCHa, OJHOCHO,
moryhe je y 6110 KOM MOMEHTY HCKOPHUCTH-
i 6onose. Takole, Goryce je moryhe ucko-
PHCTHTH 32 KpcTapema, OIMOpe Yy JeTOBa-
JIMIITUMA, PEHT-a-Kap.

IIporpaM IOjaTHOCTH JaHIA XOTena
Hilton ce taxole aktuBHO pa3Buja y Pyckoj
Oepepannju. [lo peunMa MapKETHHIIKOT
JHMPEKTOpa ¥ OATOBOPHOL JIMIA 338 OTHOCE
ca jasHomhy Csermane Kucmose, kpajem
2012. roguHe je OBaj MporpaM yKJby4nBao
oko 70.000 rpahana Pycwuje, omHocHO 40%
Bume Hero 2011. romuue. IIporpam camp-
K HEKOJIMKO HauMHa CaKyIljbarba 00/0Ba,
C TUM Jia ocToju MoryhHOCT n3bopa Mehy
0omoBUMa M MUJbaMa, y 3aBUCHOCTH O] T10-
Tpeba KOpHCHHKA yCIIyTa.

OcHoBHu nogauu o xorenay Holiday Inn
Suschevsky

Xoten Holiday Inn Suschevsky npunana
xomnauuju OO0 ,, Mocnpomempoii Omens
Menedocmenm “. Kommanuja je 3amouena
cBoj pax 30. jyma 2004. ronune 1 OaBH ce
OpraHM3alijoOM JIEIATHOCTH XOTela ca pe-
cropannMma pajehu mo ¢panmmsu mMehyna-
poxuor nanna Holiday Inn. Holiday Inn je
JIe0 JIaHIA XOTela OpUTAHCKE KOMITAHH]e
InterContinental Hotels Group koja yKIby-
gyje 687.000 coda y oxBupy 4.691 xorena
y CKOpO CTO 3eMaJba CBETa IO ToaluMa U3
2014. ronpune.

Ha pyckoM TpXuIITY KOMIIaHHja ce
nmojaBuia 1998. roguHe u 0 Taga ce aKTHB-
HO pa3Buja. ¥ MOCKBH ce Haja3e MeT XoTe-
na oBor nanna: Holidaylnn Jlecnas, Holiday
Inn Suschevsky, Holiday Inn Bunozpaodoso,
Holiday Inn Cumonosckuii, Holiday Inn
CoxonvHuxku.

Xoren Holiday Inn Suschevsky canpxu:
MHHHU-0ap y cobama pecTtopaH H JIoOH-0ap,
24-gacoBy yciyry y cobama, OM3HHUC IIeH-
Tap, TNPOAABHUILY, TepeTaHy 24-4aCOBHO
00e30eheme, mapkuHr, Belepaj, OaHKoMar,

MeWauHuIly. 3rpaja Xxorena caapxu 15
crparoBa Ha Kojuma je pacnopeheHo 312
coba u 9 koH(pepeHIHjcKUX cana. Y TpH-
3eMJby XOTella Ce Hasla3H peLeniyja, Kao u
Ou3HHUC 1eHTap Koju oMmoryhyje n3HajMIbH-
Bam¢ KaHIETIAPUjCKe TEXHHUKE, IPEBOANOLA
U ayIuo-BU3YeJHE OIpeMe 3a OIp)KaBambe
npe3eHTanyja. XoTelsl je KaTeroph30oBaH ca
YEeTUPH 3BE3/IHILIE.

Behnna rocTtmjy xorena cy IyTHHUIN
Ha cmyXOeHHM TyToBamuMa on 22 mo 55
roguHa. Typuctu unHe cBera 20% roctujy
xorena. Y CKJIaay ca TUM XOTeJ Ce MOXe
cMarpaTH OW3HHC KJIAacoM, 4YeMy MAOIpH-
HOCE YHIbGHHIE Ja Ce Hala3H y LEeHTPY
rpajga Onu3y aIMHHHCTPAaTHBHHX II€HTapa,
JEeAHOKpEeBeTHE cobe, MHTEPHET y cobama,
KBAJIUTETHA 3By4YHA HM30Jalija, MOryhHOCT
M3HAjMJbHBaba KOHPEPEHIINjCKHUX caja.

ITo moganuma ca cajra xoTena, Hajehu
Opoj KopucHHKa yciyra je u3 Pycwje
(19,3%), a nasee w3 CAl (17,4%), Benuke
Bpuranuje (11,6%), Utanuje (8,4%), ®pan-
mycke (6,8%), Hemauke (6,3%).

IIpennocTuMa xoTesia MOry ce cMaTpaTu:
1. Hamasu ce y neHTpy rpana, O3y xe-
JIe3HUYKE CTAaHUIIE, T/Ie CE Halase aji-
MHUHHUCTPATHBHU, (DUHAHCH]CKU IIEH-

TPH, aKO je KyITypHE 3HAMEHHUTOCTH.

2. Ynmernnna na je meo mehyHapomsor
nanma xorena InterContinental je mo-
Kazaresb CTaOMIIHOCTH, KBaJUTETa, a
acoIMpa ce ca BUCOKOM PEITyTalijoM
Y KBaJIUTETOM YCIyTE.

3. PenoBupame xotena 2011. rogune je
yTUnano Ha nosehaHy HOMyJIapHOCT
mely morpomraurnma.

4. MoryhHocT u3HajMJbHBama KoH(e-
pEHIMjCKe caje XOTeJl YUHU IIpH-
MaMJbUBHM KOPUCHHUIIMMA MOCJIOB-
HUX ITyTOBamba.

HenocTanuma ce MOry cMaTpaTu:
1. HenmoBoskan O6poj cTrangapHux coda y
CTYKTYpH XOTela.
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2. Yeaen peHOBUpama, IOBHIICHA je
LeHa OopaBka, a CaMMM THM j€ CHHU-
JKeHa PeHTaOMITHOCT.

MoryhHocTH 3a 1a/bU pa3Boj XxoTeJia:

1. YuppmwhuBamwe wmelyHaponHux Besa
ca JpxaBaMa IITO CTHMYJIHIIE PactT
MIOCJIOBHUX ITyTOBamba, a CAMUM THM
nosehawe moTpaxme cMmelTaja 3a
BpEMe ITyTOBambAa.

2. AKTHBHO pa3BHjame cepe kopropa-
TUBHUX yCIIyTa, OpraHu3aiuja OaHke-
Ta, mpe3eHTranuja, Gopyma

3. Capagma ca BEIMKUM PYCKUM KOM-
MmaHujaMa 4uja je cdepa AETAaTHOCTH
TypU3aM ¥ XOTEJHjepCTBO Ca LHJbEM
NpUBJIaYeHha KIIMjeHaTa y IporpaMe
JI0jaJTHOCTH.

IIporpamu nojannoctu y xoreay Holiday
Inn Suschevsky

Kuy6 ,,JHG Rewards Club“

Kny6 ,,JHGRewards“ omoryhyje ro-
CTHMa XOTeNa Jia IPU CBakoM OOpaBKy ca-
KyIUbajy OOHycHe OomoBe, MpH dYeMy 3a
CBaKHU J0Jap, HOTPOIIEH TOKOM OopaBKa y
XoTeny, rocT nobuja necer bonosa. Kana ce
CaKyIu J0BOJbHA KOJUYKHA 6010Ba, Moryhe
UX je UCKOPHCTUTH 3a IUtahame NOJaTHHX
yciyra y cobama, Kao U 3a caM OopaBak y
xoreny. [Iporpam mozapasymeBa M 3aMeHy
6onaBa 3a MUJbE Y MAPTHEPCKUM aBHOKOM-
MaHMjaMa, MaJia je oBa yciryray Pycuju Beo-
Ma orpaHmdeHa, oyayhu na kommanuja I[HG
He capaljyje ca pyCKUM aBHOKOMITaHHjama.
Kapruua nojanHocti nma Tpu HuBoAa: Base,
Gold u Platinum.
Huso Base omoryhyje cnenehe mpusu-
Jeruje:
1. becrutatan check-out no 14.00 yme-
cto go 12.00

2. becrutatan HHTEpHET y COOH

3. IIpu mpBom Gopasky 300 60m0Ba MK
Bayuep 3a nuhe y 6apy xorena.

Hugo Gold omoryhyje cnenche mpusu-
neruje:

1. Panmja mpumpema code 1 Kbyda

2. becruiaTHe HOBHHE TIO XKeJbH rOCTa

Huso Platinum ce moctmxke mpH Toce-
nmoBamy 60.000 6omoBa mmm 50 HOhema m
omoryhyje:

1. becmuratHo noBehame komdopa code

2. [To6osemrany VIP yemyry mpu moma-

CKY Y XOTel.

[Mpeanonrhy oBor nmporpama Ji0jaaHOCTH
cMarpa ce TO IITO Ce Ha MOYETHOM HHUBOY
mporpama KopucHuiuMa oMoryhyjy ycmyre
KOje Cy HeoITxoJHe BehWHHU KJHjeHaTa, Kao
To cy OecruiaTaH WHTEPHET U KAaCHO Ha-
MyIITakbe XOTENa.

Kay®6 ,,Exclusive Collection*
[IpuBHieryja OBOr MporpamMa JiojasHO-
CTH Cy HOIYCTH Ha pa3lnuuTe OaHKeTe, pe-
CTOpaHe U Apyre ciayxOe 3a BpeMe OopaBka
y XOTely Kao IITO Cy:
» momyct 25% y pecropany u 0apy
XoTena

» nonyct 50% Ha uW3HaMJbMBambe OaH-
KeTHHX cana 3a nomyct 10% Ha XpaHy
u nmhe Tpu onpkaBamy KOH(pepeH-
1dja u Apyrux porabhaja
» nocebHe IieHe pU pe3epBalju coba
y XOTery

» CE30HCKE MOHY/IE, Kao IITO CY HUKITYC
crienyjanHuX norahaja, cacraHaka U
roind TypHHpA.

VYuenihe y oBOM mporpaMmy JiojajHO-
ctu xomra 16.000 pybasma. OBaj mporpam
je yckompouiINCaH W OpHjeHTHCAaH Ha
KJIMjEHTE KOjU KOPHCTE YCIyre Xorena 3a
OM3HHUC cacTaHKe.

BeHYMapKHHT K20 OCHOBHA MeTO/AA
HCTPA’KUBaMHa

BeHumapKuHT TIo/ipa3yMeBa IIaHUpame
cTpareruje Boljema On3HICA IIyTEM OpHjeH-
Talyje Ha NCKYCTBO KOHKypEHaTa 1 IapTHe-
pa Ha TpxkumTty (barues, TapaceBuu, AHH,
1999, 124). Ilojam 6enumapkunz yBena je
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1972. ronune kommanuja PIMS koja je ycTa-
HOBWJIA 12 j€, paJiu IpOHaJlaKemha Hajedek-
THBHU]jET pellCHha, M0KEJPHO YBaKaBaTH M
MCKYCTBO KOHKYpEHaTa KOjH paje y HCTHM
yCIIOBUMA.

VY jteparypu ce u3aBaja HEKOJIHMKO Bp-
cTa OCeHYMapKHUHTA!

1. Yuympawru — tnae ce OU3HUC Tpo-

meca yHyTap jeHe KOMITaHHj€.

2. Konxypenmnu — mompa3yMeBa aHa-
JM3y Tpoleca y jeHO] KOMIAaHUJH Y
mopeljemy ca aHaJOTHUM Olleparija-
Ma y KOHKYPEHTCKO] KOMITaHHjH Ha
TPIKHIITY.

IlpBa erama mpM NIPUMEHH OBE METO-
ne je ompehuBame o0jekTa OCHUMApKHHTA.
Ha oBoj eramu ce yrBplyje koju je acmek-
TE€ HEOIXOIHO yCABPIIUTH, BPIIH CE OLCHA
TPEHYTHE CHUTyalldje Yy KOMIIaHUjH, Kao H
Jnedunuja hakTopa Koju yTHUY Ha KpajibH
pesyJTar nocioBama.

Jpyra etamna je u3bop mapTHepa. 3a mo-
YeTak je HEOIXOJHO OIPEINTH BPCTY OeHY-
MapKHHIa, TIOCJIe Yera ce Tpake MapTHepH
WIN CEKTOPH y KOMIAHHUJH KOJU HOCTHXKY
Haj0oJbe pesyiaTaTe Ha TPIKUIITY.

Tpeha erama nmoxpa3symeBa NMpKyIJbamke
nHpopMalija y Be3u ca CIIOPHUM MUTaHbH-
Ma. BaxHo je na uapopmanuje Oymy mpose-
pEeHEe U OToBapajy peajHoj CHTYaIlH]jH.

YerBpTa eTamna ce TH4e aHaiuie HHpop-
Maluja Koje ce KIacupuKyjy u ouemyjy 1o
BEPOBAaTHOCTH MPHMEHE y J1aTOj KOMITAHWjH
WU TIPOTPaMy.

[locnenwa erama moapa3ymeBa Ipax-
THYHY ymoTpely, OmHOCHO, paspalhyje ce
TUIaH, MPOIeJype KOHTPOJIe Kako Ou ce Jo-
CTHIVIN PE3yJITaTH MOCTaB/bEHH Ha MOYETKY
UCTPaXUBAbA.

IIpenopyke 3a npexy3umMame Mepa 3a
yHanpeheme nporpama JiojaJHOCTH

VY OKBHpY IIETE eTamne UCTPAKUBAha Me-
ToIOM OeHYaMapKWHTa ce IMpucTyma ¢Gop-
MHpamy Mpernopyka 3a HMIUIEMEHTAlU]y
METO/Ia M yCaBpllIaBamke Iporpama JiojaaHo-

ctu y xoteny Holiday Inn Suschevsky.

TpeHyTHO MOCTOje TPH HUBOA KapTHLA
nojanaocTH y xoteny: Club, Gold Elite (mo-
CTHXKE Ce y Clly4ajy netHaecT Hohemwa Win
cakspymparbeM 20.000 Gomosa), Platinum
Elite (mocTmke ce y ciydajy memecer
Hohema mwiu cakymbameMm 60.000 6010Ba).
VY pa3sMarpaHHM XOTeNuMa KOjH Cy KOHKY-
peHTH, W3/1Bajajy ce YEeTHPH HUBOA, IITO
omoryhyje Behy rpaganujy u moryhHoct
bopMupama OCTaJMX HHBOA Ca JOAATHHM
6enedurmjama. OTBapa ce MoryhHocT naa
KoMmImaHuja npedopmynume nocrojehu cu-
CTEM M THM BHIIE 3aMHTEpPECYyje KIHMjeHTe
3a JOCTU3amke HOBOT HHMBOA, a CAMUM THUM
U Jla UX JONATHO 3aWHTepecyje 3a u300p
XOTeJa OBOT JiaHa. TpebGa HAallOMEHYTH 1a
0Ba OJUTyKa MOpa OUTH JOHECEHA Ha HUBOY
oprauusaije Inter Continental 6ynyhy na
y CBHM XOTeNlMMa jeqHOT JaHla Tpeba na
MIOCTOjH jEANHCTBEHA CTPYKTypa.

Jlasbe, MOXke ce 00paruTH Naxma Ha Oe-
HeuIMje Ha Koje Cy y peleH3ujaMa yKa3u-
BaJI KOpUCHHULM yciyra. Ha npumep, Gec-
IUTATHO TIOBHUIIIABAHE KaTeropuje code mma
BENIKY TIOMYIapHOCT Mel)y KiIMjeHTHMa,
MaKo je y OBOM JIaHIly OHO JOCTYITHO CaMo
Ha HajBHIIEM HUBOY. VIcTOBpeMeHO, y KOH-
KypeHTCKUM xotesmma (Starwood Hotels &
Resorts, Accor Group, Marriott Rewards)
OHO je JIOCTYITHO oA Jpyror HuBoa. Ha Taj
HAYWH KOHKYPEHTCKH JIaHI[M XOTeNa IMpH-
BJa4Ye KiujeHTe Oyayhm ma mM je Beoma
Ba)XHa MOTroAHOCT JOCTYIIHA HAa HUKEM HH-
BOy. ¥ TOKy MHTEpBjya ca 3alloClICHUMa Y
xorexny Holiday Inn Suschevsky 3akipydeHo
je na mpakca 3aMeHe coOe, OMHOCHO MOBH-
IIemka KaTeropusalyje 1mocToju, ajld aa ce
OHa MPUMEYj€ CaMo y CIy4ajy MOCTOjama
CII00OMHUX CMEINTAjHUX jeAUHHUIA U J1a CC
IIPUMEYje CaMO aKo Cy HPHUCYTHH 3aroc-
JICHH KOjy cy oOydueHH na 00aBJbajy TakaB
3aJaTak jep oBa yciIyra He crmajga y obaBes-
Hy 00yKY CBHX 3aITOCIICHHX.

Ilopenehn cucrem 6omoBa ca KOHKY-
PCHTCKHUM XOTCJIMMA, MOXC CC MNPUMCTU-
™ na xoren Holiday Inn Suschevsky nma



44 | Turistiéko poslovanje

NPWINYHO BUCOKY IIeHy cobe koja ce ruiaha
GonoBnMa y ofHOCY Ha ocTaie xorene. [Ipe-
MopyKa je Ia KOMIaHuja CripoBoan oxapehe-
HE aKIMje U BapHpa ca IEHOM OeCIUIaTHUX
Holiewa y XOTely y 3aBHCHOCTH Of] C€30-
He, THIA Co0e, Kao y xorenuma Marriott
Rewards wn Starwood Preferred Guest. Oe
M3MEHE Ce MOT'Y JIOHETH Ha HUBOY CaMOT XO-
Tela, a He XOTeJICKor JaHia. HapaBHo, oBa
MPOMEHA MOXKE OWTH W3BElIeHA JEJIMHO TI0]
YCIIOBOM EKOHOMCKE €(EKTUBHOCTH, IIPH
4eMy Cy MapKeToJI031 00aBe3HH J1a H3pady-
Hajy edekar u Moryhe ryouTke koMmaHuje.

Ocum mrahama OOMOBHMA, HEKH IIPO-
TpaMH JIOjaJTHOCTH oMoryhyjy roctuma ma
ocrany nery Hoh OecriatHo npu riahawway
NpeTXoHa YeTupH Hohema Oonycuma. Oa
omuyja je OwWia W3ABOjeHAa y pelLeH3Hja-
Ma xotena Marriott Rewardsu Starwood
Preferred Guestkao BeoMa O3UTHBHA, IIITO
3HA4YM A4 Cy je KIWjeHTH KopucTwid. [lo-
croju MoryhHocT na 6u xoren Holiday Inn
Suschevsky Tpebao na pasMOTpH €BEHTY-
ATHO YKJBYUYHBAaHkE OBE IpHUBHIETHje Oy-
nyhu ma he maru NOTEHIMjATHUM KITHjEH-
THMa BHIIE MOTHBALMje 3a WU300p ympaBo
OBOT" XOTeJICKOT JlaHIa. OCHUM TOra, OBa OII-
1ija omoryhyje npoaykaBame pe3epBariyje
OopaBka rocTujy, ITO 3HauM Aa je yBehana
BEpPOBATHOCT KopHrihema JOJaTHUX yCIIyra
y XOTelly, @ CAMHM THUM C€ MOYKE O3UTHBHO
OZIpa3uTH Ha Npuxox Kommnanuje. HapasHo,
HEOITXOJHO je M3padyHaTtu Moryhe ryOuTke
NPH [IpY’Kamy OBE YCIyTe.

Y cBUM pasMarpaHuM IpOrpaMHUMa
JI0jaJTHOCTH Ce yKa3yje Ha onpel)eHu mormyct
y NapTHEPCKUM KOMIaHujama. Y ciy4dajy
nanna xorena Inter Continental moctoju
HEKOJIMKO IIapTHepa, Ha IpHUMeEp, 3a PEeHT-
a-Kap, aBUOKOMIIaHHWja U BEJIHMKU OpOj KOM-
naHuja 3a npoaajy 1seha, BUHA M YOKOJaIe.
Be3 003upa Ha Benmukn n300p MapTHEPCKUX
KOMITaHHja KOjU MMa JIaHall XOTeJa, 3a XOTell
Holiday Inn Suschevsky sehuna yciyra nuje
Moryha 300r ofcycTBa MapTHEPCKIX OIHO-
cay Pyckoj ®enepaunju. Hajsehu nenocra-
TaK je OJCYCTBO Capajibe Ca PyCKHM aBH-

OKOMaHHjama. Y OBOM Cilydajy Hmpernopyka
ce 3acHMBa Ha pasMaTpame MoryhHocTH
IIUpeha IMapTHEPCKUX OJHOCA Ca PYCKUM
KOMITaHHjaMa pajii [IUpea 30He yTUIAja ’
NpHUBJIaYeha CTPAHUX TypHcTa y Pycky De-
neparjy. Ha mpumep, mporpam jojarHoCTH
Starwood Preferred Guest uma capaamy
ca xoMmnanujoMm Starbucks, i Tunes xoju cy
npuiangHO momynapau y Pycuju. ITporpam
JIOJaJTHOCTH JIaHIla XoTena Hilton capalyje
ca PyCKOM aBHOKOMIIAaHHjOM Aapoghnom u
Hy/I¥ 3aMeHy 00710Ba 3a MHJbE.

3ak/by4Ha pasMaTpama

VY 0BOM pajy NpeACTaBJbEHO je UCTpa-
JKUBamkE KOje je BPIICHO Ha XOTEJIH]ePCKOM
TPXKHIUTY Tpaja MoCKBe ca LMJbeM Ja ce
METOJIOM OeHuMapKuHra johe 10 3aKby-
Yaka KOju OM MOAeNH MOOOJBIIANU MpPO-
rpame JI0jalHOCTH, Ka0 M CaMy JIOjaIHOCT
noTpomaya MOCKOBckor xotena Holiday
Inn Suschevsky. Y cknany ca mocraBibe-
HUM 33/1alliMa, M3y4YaBaHH Cy HPOrpaMu
JIOjaTHOCTH MeljyHapoJHUX JIaHala XoTeja
Kao jefaH OJ HajBAXHHUjUX HHCTPyMEHa-
Ta 3a OZpXKABame JIOJAJIHOCTH MOTpOIIaya.
AHanmu3a TpXKUINTa XOTENHjepcTBa TIpaja
Mockse je BplueHa ca LUJbEM Ja Ce Of-
penu HHWBO KOHKYpPEHIMje M TMOTCHIIH]jaH
TPXKHUIITA pagdl yBoherma HOBHUX MporpaMa
JI0jaJTHOCTH, JIU 1 [1a C€ U3IBOje HENOCTALH
nocrojehux u pa3panu rwiax Oynyher pana.

Kao pesyarar ucTpakuBama METOIOM
OcHYMAapKUHTa H3IBOjEHE Cy IPEIopyKe 3a
mo0oJbIIame MOHYAE MPOrpaMa J0jaTHOCTH
xotena Holiday Inn Suschevsky, koje ce mipe
CBera OJHOCE Ha: yBOheHme YeTBPTOI HUBOA
y Iporpamy JI0jaTHOCTH Koju 61 omoryhmno
MojavyaBar-¢ MOTHBAIMjE KIIMjeHaTa 3a ca-
KyIUbatbe 00ZOBa M JOCTH3ame cleneher
HUBOA, yBoljerbe MOTryhHOCTH MOBHIICHA
kateropuje code Beh Ha APYroM HUBOY IITO
Ou a0 mpemHocT mpH H300py XoTena y
OIHOCY Ha KOHKYpPEHTE, CHIKaBambe IeHE
Hohemwa y 0omoBMMa Kako OM ce cMarbHia
pasiHKa y OJHOCY Ha KOHKYPEHTCKE KOMIIa-
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HHje, yBoheme mneror OecruiaTHOr Hohema
YKOJIMKO Cy NPETX0/iHa YeTUpH IuiaheHa 6o-
HyCcHMa, IITO OM CTUMYJIHMCANO KIHjeHTe Ha
AKTUBHO CaKyIUbame 00/I0Ba, a CAMUM THUM
Om KoMITaHWja OCTBapHBaja MPOQHT HA J10-
JIaTHUM IIPYKEHUM YCIIyrama, OCTBapUBAE
capajme ca IapTHEPCKUM KOMIIaHWjama
yuMe OW ce KIMjeHTH MOTHBHCAIH ca Ca-
KyIUbalke 00I0oBa KOjHU MOTY OWTH IOTpO-
HICHH y Pa3IUYUTUM chepama.

OBakaB METOJ HCTpaXkMBama IOKa3a0
Ce Kao BeoMa MPOAYKTUBAH, HCIPIIaH, IITO
JOBOIM JIO 3aKJby4Ka Ja OM ce Ha Hallem
TPXKHIUTY MOIJIO CIIPOBECTU CIMYHO UCTpa-
KHBambe, He CaMO y OKBUPY KOHKYPEHTCKHX
KoMmIaHuja, Beh U oHUX Koje ce 6aBe uCToM
JenaTHOIINY BaH HAllle Op)KaBe, MOPEIUTH
BHXOBE NPOrpame JIOjATHOCTH Ca HalluMa
W Ha Taj HAYMH AONM A0 HOBUX Ca3Hama H
MCKyCTaBa Koja Ou Moriia Jia yTu4y Ha I10-
Behame J10jaTHOCTH ToTpoIIaya.
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GASTRONOMSKE MANIFESTACIJE U FUNKCIJI PROMOCIJE
SRBIJE KAO TURISTICKE DESTINACIJE

GASTRONOMICAL EVENTS IN THE FUNCTION OF PROMOTION OF SERBIA
AS TOURIST DESTINATIONS

Apstrakt: Posebna paznja usmerena je
na gastronomski turizam kao poseban oblik
turizma koji poslednjih godina postaje sve
popularniji ¢ime i zemlje koje nisu obdare-
ne prirodnim lepotama, povoljnom klimom
ili bogatom istorijom, postaju potencijalno
atraktivne destinacije za posetioce. Pri-
kupljanje podataka i analiza usmerena na
manifestacije hrane i pica u Srbiji, pokazu-
Je tendenciju rasta broja istih te ukazuje na
mogucnost za priviacenje domacih i stranih
gostiju tokom cele godine. Dodatno, auten-
ticnost regiona unutar Srbije cini njihovu
gastronomsku ponudu jedinstvenom Sto do-
prinosi kreiranju specificnog iskustva sve
zahtevnijih posetilaca a posledicno i pro-
mociji Srbije na konkurentnom turistickom
trZistu.

Kljucne reci: gastronomske manife-
stacije, gastronomija, promocija, turizam,
Srbija.

Abstract: Special attention is paid to ga-
stronomic tourism as a special form of touri-
sm that has become increasingly popular in
recent years, which makes countries that are
not endowed with natural beauty, favorable
climate or rich history, become potentially
attractive destinations for visitors. Data
collection and analysis focused on food and
beverage events in Serbia, shows a tendency
to increase the number of the same and in-
dicates the possibility of attracting domestic
and foreign guests throughout the year. In
addition, the authenticity of the region wi-
thin Serbia makes their gastronomic offer
unique, which contributes to creating a spe-
cific experience of increasingly demanding
visitors and, consequently, the promotion of
Serbia in a competitive tourist market.

Keywords: gastronomic events, gastro-
nomy, promotion, tourism, Serbia.



48 | Turistiéko poslovanje

Uvod

Prema Baltescu (2016) autenti¢nost ga-
stronomskih dogadaja (manifestacija) u
velikom meri jaca jedinstvenost turisticke
destinacije. Lokalni specijaliteti i pi¢a, kao
posebna i karakteristicna ponuda Republike
Srbije, zbog svoje originalnosti i upecatljivo-
sti, éesto se prezentuju turistima — gostima u
vidu manifestacija kulturnog tipa, gde svaka-
ko gastronomija ima znacajnu ulogu (Kili-
barda i sar., 2018). Dodatno, od velike pomo-
¢i za promovisanje gastronomske i turisticke
ponude, jeste ukljucenost turistickih organi-
zacija i drzavnih institucija (Tasic, 2018).

Gastronomske manifestacije kao oblik
prehrambenog turizma mogu igrati vaznu
ulogu u predstavljanju novih ukusa i mirisa
turistima, kao i upoznavanju razlicitih obi-
¢aja (Cavié¢ i Mandarié, 2021). Tradicija u
pripremanju hrane prenosi se generacijski,
postajuéi tako kulturno dobro ljudi. Zahva-
ljujuéi gastronomskom turizmu, tradicija se
¢uva i 0 njoj saznaju posetioci iz susednih
gradova, kao i strani turisti. Svaki region
u Srbiji ima odredeno jelo ili poljoprivred-
ni proizvod koji ga ¢ini prepoznatljivim i
jedinstvenim. Medutim, festival koji sadrzi
samo komponentu hrane ne moze se kla-
sifikovati kao festival hrane. Festival hra-
ne je mesto gde se zajednice bave javnim
slavljem 1 promocijom lokalne hrane (Or-
gan i sar., 2015). Prema Wongu i saradnici-
ma (2015) festivali hrane su jedan od naci-
na upotpunjavanja iskustva sve zahtevnijih
turista-posetilaca.

Termin gastronomija se u vecini slucaje-
va povezuje sa konzumacijom hrane u resto-
ranima i hotelima. Medutim, prema Zrnicu i
saradnicima (2021) trendovi gastronomskih
turista danas ukljucuju posetu i degustaciju
hrane i pi¢a kod primarnih i sekundarnih
proizvodaca. 1z tog razloga, gastronomski
turisti postaju odrziva alternativa za nova
odrediSta koja nemaju koristi od ,,sunca,
mora i peska®, ili prirodnih odnosno kultur-
nih resursa (Chang, 2011).

Kako tvrdi Meretse i saradnici (2016)
hrana na manifestacijama je veoma moc¢no
sredstvo komunikacije sa turistima, jer se
posetioci na ovim dogadajima mogu dru-
ziti 1 baviti kulturnim aktivnostima, poput
poseta umetni¢kim galerijama, istorijskim
mestima i sl. (Kim i sar., 2014); Dodatno,
mogu da pronadu skrivena gastronomska
blaga poznata samo lokalnom stanovnistvu,
degustiraju neobic¢na jela i hranu, te upozna-
ju odredenu kulturu ili tradiciju destinacije
(Chang i sar., 2018). Dakle, gastronomski
turizam i1 gastronomska desavanja su kom-
patibilna sa drugim oblicima turizma i tu-
ristickim vrednostima. Kako navode Lau i
Li (2019) kroz gastronomiju, drugi oblici
turizma su povezani direktno ili indirektno.

Predmet ovog rada ogleda se u analizi
gastronomskih manifestacija koje u velikoj
meri mogu doprineti promociji Srbije na
globalnom turisti¢kom trzistu. Dodatno, cilj
ovog rada je da ukaZe na pozitivhu korela-
ciju izmedu gastronomskih manifestacija i
razvoja turizma u Srbiji.

Pregled literature

Gastronomija obuhvata sve §to se odnosi
na kuvanje, metode pripreme hrane, kuvar-
ske vestine, i predstavlja vezu izmedu kultu-
re 1 kulinarske umetnosti (Samardzi¢, 2021).
Gastronomija moze dodati vrednost turistic-
kom dozivljaju i povezana je sa turizmom
u kontekstu potrage za novim proizvodima
i iskustvima koji donose visok nivo zado-
voljstva (Drpi¢ i Vukman, 2014). Smatra se
da je gastronomski turizam svako putovanje
koje je bar delimi¢no motivisano intereso-
vanjem za hranu i pice ili konzumiranje hra-
ne i pic¢a. Gastronomski turizam se takode
moze posmatrati kao podskup kulturnog tu-
rizma (Zrni¢, 2016). Prema Hussinu (2018)
gastronomski turizam se takode definiSe
kao aktivnost istrazivanja i zaljubljivanja
u kulturu i istoriju kroz hranu, $to uti¢e na
stvaranje nezaboravnih iskustva i dozivljaja.
Dodatno, gastronomski turizam je nisa tu-
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rizma koja je brzo rasla, pa predstavlja novu
priliku na trzistu koja moze povecati atrak-
tivnost destinacije bez uvodenja nekih novih
velikih proizvoda (Guzel i Apaydin, 2016).
Nezaobilazni segment gastronomskog tu-
rizma i gastronomske ponude ¢ine u velikoj
meri 1 gastronomske manifestacije.

Gastronomske manifestacije ili dogadaji
u vezi sa hranom, ponekad se nazivaju po-
sebnim dogadajima poput sajmova, festiva-
la, kulturnih i industrijskih dogadaja koji se
odrzavaju redovno ili u odredenim vremen-
skim periodima. Sirom sveta pojavile su se
brojne manifestacije hrane koje generisu sve
vece interesovanje, postaju¢i veoma zani-
mljiv oblik turisticke rekreacije.

Festivali hrane, odli¢na su prilika za
promociju destinacije iz viSe razloga. Za
proizvodace hrane i vina, ovi festivali su re-
lativno povoljan alat za promociju brendova
novim potroSa¢ima i pruzanje moguénosti
interakcije sa potrosac¢ima, kao i prikuplja-
nje njihovih povratnih informacija. Za tu-
ristiCcke destinacije, gastronomske i vinske
manifestacije su prilika da se stekne svest
o regionalnim markama i promovise region
na koji se odnosi odredena vrsta gastro-pro-
izvoda, ali i razlog za ponovnu posetu odre-
denog regiona (Markovi¢ i sar., 2019).

Gastronomske manifestacije kao podvr-
sta kulturnih dogadaja od posebnog su zna-
¢aja, jer obogacuju turisticku ponudu, koja
unaprediti kulturne vrednosti destinacija.
Pored toga, gastronomske manifestacije pri-
vlace i veliki broj posetilaca, kako domacih
tako i stranih turista (Stojanovi¢, 2017).

Manifestacije hrane, usko su povezane
sa duhom mesta na kome se odrzavaju, kao
i sa lokalnom zajednicom (StaniSi¢ i sar.,
2018). Manifestacije takode mogu doprineti
upotpunjavanju turistickog proizvoda seo-
skog turizma.

Znacaj seoskog turizma ogleda se u ve-
oma vaznoj interakciji poljoprivredne pro-
izvodnje, tradicionalnih poljoprivrednih
prehrambenih proizvoda, predstavljanja tra-

dicije, tradicionalne gastronomije i turistic-
kih usluga (Percan i sar., 2017). U isto vre-
me, posetioci sve viSe putuju na odrediSta u
potrazi za kulinarskim iskustvima, a upravo
to gastronomsko iskustvo ¢ini link izmedu
kulture, prirode i tradicije, kreirajuci atmos-
feru koja je neophodna za pamtljivi turistic-
ki dozivljaj (Berbel-Pineda i sar., 2019).

Dodatno, manifestacije jacaju sliku i
prepoznatljivost destinacije kao gastronom-
skog odredista. Brojni marketinski instru-
menti koriste se za promociju dogadaja kako
u svetu, tako i u Srbiji, poéev od kreiranja
imena, logotipa i slogana manifestacije, pri-
preme i distribucije informativnog materija-
la, medijskog pokroviteljstva, prezentacija
na specijalizovanim sajmovima turizma,
pametnog koris¢enje Interneta i drustvenih
mreza kao kanala komunikacije sa poten-
cijalnim posetiocima dogadaja. Sve ovo
su samo neki od marketinskih alata koji se
mogu uspesno koristiti u funkciji promocije
Srbije na savremenom, konkurentnom turis-
tickom trzistu, a sve sa ciljem privlacenja i
zadrZavanja veéeg broja posetilaca — turista
(Zrnié i sar., 2021).

Potencijal za turisticke posete su i do-
gadaji posveceni kulinarskom nasledu srp-
skog stanovniStva, odnosno gastronomiji,
naroCito Sto je Srbija neretko percipirana
kao zemlja u kojoj se ,,dobro jede®. Postoji
veliki broj gastronomskih svecanosti za koje
se smatra da su vazan deo turisti¢ke ponude
destinacije ili ¢ak regiona u Srbiji (Bjeljac
i sar., 2016). Turisti¢ka organizacija Srbije
(TOS) je u novembru 2011. godine na sajmu
turizma u Berlinu prezentovala broSuru na
engleskom jeziku pod nazivom ,,Soul Food*
promovisuci gastronomske proizvode po re-
giji. To je bio vazan korak napred u prezen-
tovanju Siroke lepeze ponude nacionalnih
jela, pica i gastrononomskih proizvoda koje
Srbija ima da ponudi. Ovakav pametan mar-
keting moZze probuditi interes stranih gosti-
ju — posetilaca za posetom Srbije (Bjeljac i
sar., 2016). Radovi pisani na temu gastro-
nomskih manifestacija su brojni u domacoj i
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inostranoj literaturi: Bjeljac i sar., 2016; Ca-
ti¢, 2016; Stojanovi¢, 2017; Kilibarda i sar.,
2018; Demirovi¢, 2015; Cavi¢ i Mandarié,
2021, Cur¢i¢ i Bjeljac B, 2017, Spasojevié i
sar., 2013; Gregorash, 2018.

Festivali hrane u Srbiji odrzavaju se u
uglavnom tokom proleca i jeseni. Posle du-
gih postova, pocinju ,,lakSe” manifestacije,
poput dogadaja posvecenih raznom vocu —
borovnici, §ljivi, bostanu i kupini. Zatim do-
laze ¢uvene $trudlijade, projade, kupusijade
i pasuljijade, a prate ih i pecenjijade. Vinske
manifestacije uglavnom se odrzavaju u sep-
tembru i oktobru.

Tokom 2016. godine u Srbiji je bilo je
zakazano ukupno 817 dogadaja, dok je ve¢
u 2017. godini ovaj broj iznosio 829 (Turi-
sticka Organizacija Srbije, 2017). Na osno-
vu pregleda kalendara dogadaja TuristiCke
organizacije Srbije, evidentno je da u Srbiji
trenutno postoji 241 gastronomska manife-
stacija, gde je hrana glavni motiv dogadaja
ili se pojavljuje kao dodatni sadrzaj privla-
¢an za domace i strane posetioce.

Materijali i metode rada

U samom radu napravljena je kompara-
cija domacih istrazivanja o temi gastronom-
skih manifestacija. Za studiju su koris¢ene
meSovite metode, ukljucujuéi metode de-
dukcije, te prikupljanje, uporedivanje i ot-
krivanje podataka o manifestacijama hrane.
Takode, kvalitativni i kvantitativni pristup,
kao i opisna statistika, pomogli su autorima
da dobiju potrebne informacije.

Dodatni podaci su prikupljeni iz rele-
vantnih primarnih i sekundarnih izvora, kao
Sto su: Casopisi, knjige, Clanci, istrazivanja
(desk research), veb stranice poput Google
Scholar, Research Gate, Kobson, Elsevier i
dr. Prilikom istrazivanja koris¢ene su i kom-
parativna metoda, analiza i sinteza, deskrip-
tivna statistika podataka. Sve publikacije od
2010. godine pa nadalje koriS¢ene su kao
kriterijum za istrazivacki rad. Svi prikupljeni
podaci prikazani su u obliku tabela i teksta.

Rezultati rada

Prema Bjeljcu i saradnicima (2016), ga-
stronomski dogadaji u Srbiji nalaze se medu
najpopularnijim i najposecenijim dogadaji-
ma, kojima u zavisnosti od veli¢ine i znaca-
ja, prisustvuje 1 po nekoliko stotina hiljada
domacih i stranih posetilaca godisnje. Isti
autori navode da ove manifestacije, prema
opsStem sadrzaju, mogu biti posveéene vinu,
pivu, vocu i povréu, mesnim i mlecnim pro-
izvodima ili proizvodima od meda, te da su
neretko deo Sirih etnografskih dogadaja na
kojima su predstavljeni i narodni obicaji,
stari zanati i domace radinosti.

U istrazivanju gastronomskih manifesta-
cija Duvnjaka i saradnika (2014) sprovede-
nom u Srbiji, i poredenjem podataka o karak-
teru 1 znacaju manifestacija u jugoisto¢nom
delu Srbije sa podacima koji se odnose na se-
verni deo Srbije (Vojvodina), moze se videti
da na podneblju jugoisto¢ne pokrajine posto-
ji viSe manifestacija takmicarskog karaktera,
za razliku od Vojvodine gde je taj broj iznosi
28%. Takode, u jugoistocnoj Srbiji ima vise
manifestacija izlozbenog karaktera, dok 14%
manifestacija u Vojvodini ima ovaj karakter.
Samo 58% manifestacija u Vojvodini ima vi-
Sestruki karakter, za razliku od regiona jugoi-
stocne Srbije gde su gastronomske manifesta-
cije zastupljene u manjoj meri. Cavi¢ (2021)
u svom istrazivanju istice da Vojvodina sa
svojim gastronomskim dogadajima svakako
moze biti jedinstvena i autenti¢na destinacija,
koju treba koristiti u razvoju strategija i pro-
mociji. Isti autor navodi da se gastronomska
ponuda Vojvodine ogleda u autenti¢noj hrani,
desertima i vinima, koja se promoviSu i plasi-
raju kroz razli¢ite manifestacije.

Analizirajuci vremenske okvire samih odr-
Zavanja manifestacija, moze se uvideti da se
vecina gastronomskih manifestacija odrzava u
januaru, avgustu i septembru. Autori Stanisi¢
i saradnici (2018) u svom istrazivanju mani-
festacija u Srbiji, analizirali su trajanje mani-
festacija, gde je primeceno da najvise gastro
deSavanja traje samo jedan dan (22%), potom
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dva dana (50%), tri dana (17%), i Cetiri dana
trajanja dogadaja (11%). Isti autori navode da
prema geografskom rasporedu, gastronomske
manifestacije mogu grupisati u maniifestaci-
je u Sumadiji i Zapadnoj Srbiji, pored Juzne
Srbije i Istocne Srbije, Vojvodine i Beograda.
Na teritoriji Vojvodine, organizuje se 39% od
ukupnog broja gastronomskih dogadaja, od-
nosno 95 manifestacija.

U Sumadiji i Zapadnoj Srbiji organi-
zovano je 68 manifestacija (28%), u Juz-
noj Srbiji i Isto¢noj Srbiji 64 manifestacija
(27%), dok se u Beogradu organizuje samo
14 dogadaja, ili 6% festivala hrane i pica.
Stojanovi¢ i saradnici (2020) u svojoj studiji
zakljucuju da ruralna podrucja Zapadne Sr-
bije i Sumadije zajedno sa svojim prirodnim
i antropogenim i ekoloskim vrednostima
mogu imati a znacajnu ulogu u privlacenju
turista koji traze autenti¢na iskustva i pro-
izvode. Slicnog misljenja su Zrni¢ i sarad-
nici (2021) koji isticu da sajmovi hrane i
pica, 1 vinske manifestacije su samo neki od
mnogih nacina koji pomazu posetiocima da
istraze turisticke destinacije, omogucavajuci

im da otkriju nesto specifi¢no tokom posete
gastronomskih dogadaja.

Studija u Banatu Kaljenjuka i saradnika
(2013) koja se bavila analizom turistickih
manifestacija pokazuje sledece podatke: 64%
manifestacija imale su visestruki karakter,
28% manifestacija imalo je gastronomsko-ta-
kmicarski karakter, koji se pretezno ogledao
u pripremanju vojvodanskih nacionalnih jela
poput riblje corbe, gulasa, paprikasa, pasulja,
a 8% manifestacija imalo je izlagacki karak-
ter gde su najcesce bile izloZbe vina.

Medu znacajnijim gastronomskim ma-
nifestacijma u Srbiji istiu se slede¢e (Duv-
njak i sar., 2014): Rostiljijada, Prsutijada,
Kupusijada, Slaninijada, Dani ludaje, Ko-
basicijada, Grozdenbal, Smederevska jesen,
Zupska berba, Karlovacka berba i dr. Tre-
ba napomenuti da su savremeni trendovi u
gastronominiji i nove navike u ishrani pre-
vashodno mladeg stanovniStva iz urbanih
sredina, iznedrili i manifestacije poput Be-
GeVege festivala koji nudi degustaciju ve-
ganske hrane, te Burger festivala koji se po
prvi put odrzao 2021. godine u Beogradu.

Tabela 1. Prikaz poznatijih manifestacija hrane i pi¢a u Republici Srbiji
u perodu od januara do oktobra meseca

Naziv Period odrZavanja | Mesto odrZzavanja manifestacije i kratki opis G(I);:.lj.n "
manifestacije manifestacije manifestacije o
posetilaca
Rostiljijada Avgust Leskovac — festival rostilja <700.000
Prsutijada Januar Mackat — prodajne izlozbe mesnih proizvoda <100.000
Kupusijada Septembar Mr¢ajevci — pripremanje kupusa u zemljanim <100.000
posudama
Slaninijada Februar Kacarevo — prezentovanje mesnih proizvoda <100.000
Dani ludaje Februar Kikinda — promocg ‘a popularne ,,banatske <65.000
banane*‘(bundeva)
Kobasicijada Februar Srbobran — degustacija domacih kobasica <10.000
Ig(ririlg;/acka berba Septembar Sremski Karlovcei — izlozbe vina i grozda <100.000
Grozdenbal Septembar Vrsac <120.000
jSer;neeI;ierevska Septembar Smederevo — promocija vina i grozda <400.000
5 Zupa — vinari predstavljaju svoja najbolja vina, 300.000-
Zupska berba Septembar rakiju i ostale proizvode. 500.000
Karlovacka berba | Septembar Oktobar Sremski Karove- chlgz? ¢ kulture i tradicije <100.00

Izvor: Autor




52 | Turisti¢ko poslovanje

Tabela 1. prikazuje prepoznatljive ga-
stronomske dogadaje koji se odrzavaju u
Srbiji na godiSnjem nivou. Naravno, zbog
epidemioloske situacije izazvane virusom
COVID-19, gotovo sve manifestacije su
prestale da se organizuju od marta 2019.
godine Medutim, mali broj gastro manife-
stacija ipak je realizovan u 2021. godini uz
postovanje epidemioloskih mera kao i pre-
porucéene distance medu posetiocima — go-
stima i izlagacima gastro proizvoda. Dodat-
no, broj posetilaca varira u odnosu na pre
COVID period.

Zakljucak

Gastronomske manifestacije postale
su vazan aspekt u razvoju razli¢itih oblika
turizma sa posebnim uticajem na gastro-
nomski turizam, Sirom sveta. Dodatno, ga-
stronomske manifestacije, koje su narocito
uobicajene u ruralnim podrucjima, istinski
su zastitnici tradicije i Cuvari autenti¢nih
lokalnih ukusa pripremljenih na tradicional-
ne nacine, starih zanata i domaceg folklora.
Dogadaji ovog tipa su posebna prilika za
posetioce da upoznaju bogatstvo razlicitosti
hrane koja se priprema i konzumira u Srbiji,
a koja je neodvojivi deo celokupnog turi-
stickog dozivljaja. Manji broj gastro doga-
daja u Srbiji je medunarodnog karaktera, $to
je takode od izuzetne vaznosti posebno ako
se imaju u vidu turisti koji se putem prezen-
tacije lokalne hrane i pi¢a prvi put susrecu
sa srpskom tradicijom.

Prema sprovedenom istrazivanju, Srbi-
ja obiluje gastronomskim manifestacijama
i ima izuzetan gastro-turisticki potencijal.
U trenutnim okolnostima, izazov za puno
korisc¢enje ovog potencijala predstavlja CO-
VID-19 i pratece epidemioloske mere. Sve
pomenute manifestacije imaju zajednicki
cilj, a to je promovisanje gastro proizvoda
domacim i stranim posetiocima kako bi do-
ziveli jedinstveno iskustvo i postali svojevr-
sni ambasadori istih, a time u znac¢ajnoj meri
pomogli pozicioniranju Srbije kao autentic-

ne turisticke destinacije na gastronomskoj
mapi Evrope i sveta.
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SLOW TOURISM: A NICHE MARKET TOWARDS SUSTAINABILITY
OF MOONLIGHT FARM HOUSE ,,BAROUK AREA*

SPORI TURIZAM: TRZISNA NISA ODRZIVOSTI MOONLIGHT FARM KUCE
,BAROUK AREA“

Abstact: Slow tourism is one of the new
trending concepts that bring the concept of
slowness into tourism practices in the way
that tourists appreciate local food, culture,
heritage, and sustainability.

Destinations adopting principles of slow
tourism may reduce the financial leakage
of the suppliers and generate more income
and employment to the locals. Thus, the case
of ,, Moonlight farm and Resort at Barouk*
area, is the core topic for this study to un-
derstand the relation between slow tour-
ism, sustainable development and ecology,
which has the roots in interest for locality,
community, and green travel.

The main research question is ,,How
can slow tourism be a tool of sustainable
development?“. In order to answer this,
a mixed-method approach was conducted
through the use of two questionnaires ad-
dressed to tourists visiting ,, Moonlight farm
and residents in Barouk area. Additionally,
an interview with the owner provided signifi-
cant insight into the topic. The analysis of the
results was beneficial in understanding the
perceptions and motivations of tourists and
helping promote slow tourism in this area.

Key words: Barouk, Moonlight, slow
tourism, sustainable development, niche
market

Apstrakt: Spori turizam je jedan od
novih trendova koji koncept sporosti uvodi
u turisticke prakse na nacin da turisti cene
lokalnu hranu, kulturu, naslede i odrzivost.

Destinacije  koje wusvajaju  principe
sporog turizma mogu smanjiti finansijsko
curenje dobavljaca i ostvariti veci prihod i
zaposljavanje lokalnog stanovnistva. Tako
je ,,Moonlight Farms and Resorts in Baruk*
kljucni primer koji ilustruje i omogucava
razumevanje veza izmedu sporog turizma i
odrzivog razvoja.

Glavno istrazivacko pitanje je: ,, Kako
spori turizam moze biti orude za odrzivi raz-
voj? “. Da bi se odgovorilo na ovo, pristup
meSovitim metodama sproveden je koriscéen-
jem dva upitnika namenjena turistima koji
posecuju ,,Mesecevu farmu“ i stanovnici-
ma oblasti Baruka. Osim toga, intervju sa
vlasnikom bi pruzio znacajan uvid u temu.
Analiza rezultata bila je korisna u razume-
vanju percepcija i motivacije turista koji
pomazu u promociji sporog turizma u ovoj
oblasti.

Kljuéne reci: Baruk, Meseceva farma,
spori turizam, odrZivi razvoj, trzisna nisa
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Introduction

Slow tourism is one of the new trending
concepts that bring the model of slowness
into tourism practices in a way that tourists
appreciate the local food, culture, heritage,
and sustainability. According to the world
travel market, it can apply away from the
conventional tourism (Guiver & McGrath,
2017), however, slow tourism lessens the
pace of activity, by trying each activity in
its own right (Molz, 2009; Lumsdon and
McGrath, 2011). Term ,,slow tourism® is
contrasted with active tourism where tour-
ism involves multiple stops and activities.
Additionally, the benefits of slow tourism
are not only on the environment (Guiver
& McGrath, 2017). Moreover, destinations
adopting principles of slow tourism may re-
duce the financial leakage of the suppliers
and generate more income and employment
to the locals (Mohamad, 2015).

This study attempted to understand the
relation between slow tourism and sustain-
able development by taking into consider-
ation the residents’ perception and tourist
motivation toward the slow tourism con-
cept. Slow Tourism can be an addition to the
tourism development for many Lebanese
destinations. The researcher discusses the
concept of slow tourism, by studying the
tourists trend which focuses on the quality
of the vacation, interaction with local people
and appreciating the local cultures (Dickin-
son&Lumsdon, 2010). Furthermore, the
main objectives of this research indicate the
relationship between slow tourism, move-
ment, sustainable development and ecology,
which has the roots in interest for locality,
community, and green travel (Georgica et
al., 2013).

Literature review
Slow travel or slow tourism is relative-

ly new concepts in the tourism industry. It
came out from a broader trend of so-called

,slow-movement®, which can be specified
by the philosophy of ,,slow food* (Moira
et al., 2017) and the general philosophy of
,slow city” that is known as ,.citta slow".
According to Schneider (2008) the slow
food movement found in 1989 as a dissent
against the widespread of the fast-food
overrunning in Europe. Later on, in 1999 the
philosophy of the slow city was born and at-
tributed to Paolo Saturnini, the mayor of the
town of Greve in Chianti, Tuscany (Presen-
za et al., 2015).

According to Guiver & McGrath, 2017).,
slow tourism holds different meanings.
Georgica 2015) defines SLOW as S-Sus-
tainable, L-Local, O-Organic, W-Whole.
Georgica (2015) emphasizes that slow
traveling lets you build a keen relationship
with the destination. As Moira et al. (2017)
explained the three different pillars of slow
travel: the first ‘doing things at the right
speed,” the second ‘changing the attitude
towards speed, and the last one is ‘seek-
ing quality over quantity.” As indicated by
Georgica (2015) slow tourism follows two
main facets: taking time and attachment to
a particular place. Slow travelers take time
to find each destination scrupulously and to
experience the local culture rather than ad-
justing to more and more destinations or cit-
ies with each trip. So, the slowness concept
is commonly taking a look at how well uti-
lized the time is, at the quality and a feeling
of prosperity (Lumsdon & McGrath, 2011).

Slow tourism dimensions

After discussing the defining and origin
of slow tourism, it is essential to understand
the dimensions of slow tourism. According
to Dall’Aglio et al. (2011) slow tourism con-
sists of six dimensions:

* Time: Taking time means a modifica-
tion of the daily time relationship, pre-
cisely an alternate view of nature and
living in harmony with a place, its oc-
cupants, and their way of life. Tourists
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Yurtseven and Kaya (2011)

€y described slow tourism as:

taking time and attachmenwperience a particular place

(Lumsdon, L. M., & McGrath, P. (2011).

commonly taking a gander at how well time utilized declaration of time, quality, and

a feeling of prosierity concept

Gheorghe et al. (2012)

emphasize that slow travelling lets you sense little surge and built a keen relationship
with the destination

Figure 1: Definitions of slow tourism according to different authors.

Source:Kaya & Kurt, 2011;Lumsdon, L. M., & McGrath, P. (2011)

must have the option to change pace, to
look rather than to see, to encounter the
territory instead to suffer it (Mohamad
Noor et al., 2015).

Slowness: The slow tourism must sat-
isfy two essential principles: ,,doing
things at the right speed* (Moira et al.,
2017) while attempting to change our
daily propensities and ,,real connection
to the place.”

Contamination: Slow tourism pro-
duces less pollution since it is more
focusing on locality, the use of clean
energy, reduces the carbon footprint,
and ecological and ethical vision. Also,
the slower experience such as activities
like trekking, running, bird watching,
is less aggressive for the environment,
due to the less timing travel, resource
reduction, and customization.
Authenticity: There is a lot of ambigu-
ity surrounding the term authenticity;
according to Cohen (2002) authenticity
is more about how you feel than some-
thing you can define. He believes that
when you personally feel that some-
thing is real, and then it is real.

* Sustainability: The impact of the tour-

ism activity on the local environment,
broadly speaking, it claims the need for
a sustainable approach that is ecologi-
cally light in the long term, economi-
cally, ethically and socially fair toward
local (Mohamad Noor et al., 2015).

* Emotion: Planning and supplying
the service that can empower or en-
courage feelings inside the arranged
ad-hoc (external environment stimu-
lus) circumstances and occasions that
connects individual answers (internal)
contrasting by people’s understanding.

Slow versus Mass tourism

Mass tourism is a form of tourism that
attracts a large number of organized tour-
ists attending popular holiday destinations.
Krippendorf in ,,The Holiday Makers*, re-
fers to the mass movement of people trav-
eling in all directions to reestablish their
physical and mental well-being, without
giving a meaning of the idea of ,,mass tour-
ism*“ (Moira et al. 2017).

The same author additionally distinc-
tively depicts how the voyagers, during
their trip, ,,consume® the climate, natural



60 | Turisti¢ko poslovanje

environment, location, culture, and indi-
viduals of the host destinations. Moreover,
mass tourism rose because of the far-reach-
ing utilization of the aircraft as a mode of
transport, especially the charter flight, which
made traveler transport a massive activity.
Mass transfer in a short time frame pro-
duced the requirement for massive stay and
afterward for massive food and beverage
services and massive tour guiding. On the
other hand, Dickinson &Lumsdon, (2010)
distinguished three fundamental principles
of the slow trip:
« first - get things done at the correct
speed;
* second - change of one's conduct as
well as speed, and

o third - identify the quest for quality

over quantity.

Moira et al.(2017) contend that slow
tourism refers to the slowdown of the tune
of tourist travel and a redetection of our
natural and psychological being. It covers
different aspect as the low carbon footprint,
patience, peace of mind, authenticity of the
experiences, better understanding and fa-
miliarity with the culture of the host country
(Moira et al., 2017).

Thus, the ,,antidote to mass tourism is
slow tourism. In this light, a feverishly or-
ganized trip ,,to see as much as possible® is
replaced by a slow journey of pleasure and
relaxation—the real holiday (Moira et al.,
2017).

Table 1: Comparing Slow Tourism to Mass Tourism

Mass Tourism
Quick Movement
The airplane is the dominant means of transport.

Transportation with high carbon dioxide emis-
sions

Speed

The trip coincides with the movement
Visit to numerous tourist attractions
Quantifying the visiting areas

Passive Tourist

Standardized experiences
Standardized food services

Impersonal acquaintance and low contact with
the place and its residents

Accommodation in commercialized resorts or
hotel complexes

Group options, lack of flexibility

Hostage — omnipresence of the communication
technologies during holidays

Slow Tourism
Slow Movement

Use of alternative means of transport, mainly
train or bus

Transportation with low carbon dioxide emis-
sions

Slow pace

The movement is part of the journey
Perceiving the local character of a place
Qualifying the tourist experience
Active Tourist

Authentic experiences

Local and traditional type of diet

Substantial contact and real communication with
the destination and its residents

Accommodation in small accommodation units

Individual options, flexibility
Getting rid of the communication technologies
during holidays.

Source: Mylonopoulos&Kondoudaki 2017

Many authors considered sustainable
development as an essential pillar of slow
tourism and slow movement philosophy as
an efficient destination development strat-
egy in urban areas, when in fact all forms
of tourism should move toward focusing on

the three pillars of sustainability: Economic,
environmental and socio-cultural (Hobson
& Essex, 2001).

Researchers have attained an assent
on the advantages of slow tourism; it pro-
vides opportunities for more green form for
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destinations. Eco-friendly activities, slow
types of transport and regular accommoda-
tion (vacation rentals). Thus, it goes under
the concept of sustainable development in
which it helps to protect the environment.
However, following a trend like slow move-
ment includes a slow development of the en-
vironment at a pace and limits that permits
the residents to adjust and to adapt to the
advancements (Oh et al., 2016; Sharpley,
2000; Lumsdon& McGrath, 2011).

Methodology

In this study a mixed method approach
was used, actually two main research meth-
ods: two questionnaires and an interview
with the director of Moonlight Farm and Re-
sort. The first questionnaire was addressed
to tourists from different nationalities and
backgrounds, distributed online via person-
al emails over four weeks; from August 1st
till September 28th 2021, to come up with
the required information. This questionnaire
was designed to produce summaries about
how slow tourism can be a tool of sustain-
ability, but also to identify motivation of
tourists toward slow tourism. The sample
size of the respondents is 50 guests, using
simple random sampling.

The second questionnaire that was ad-
dressed to 50 residents of Barouk area con-
sisted of 10 closed-ended questions, distrib-
uted with the same period and divided in
two main parts. The first part includes de-
mographic questions and the second focuses
on how residents understand and interpret
the slow tourism concept.

Results and analysis

According to the paradigm of
mixed-method, below are presented the re-
sults of the two questionnaires and the in-
terview; the first was addressed to 50 resi-
dents from Barouk Region and the second
questionnaire with 50 tourists of Moonlight

Farm and Resort. The age group of residents
and visitors dominated by 18-28 years’ seg-
ment (40%), the second biggest age being
the 2940 (40%). The other percentage dis-
tributed among the rest age groups. When it
comes to gender, it is to be noticed that there
were more women (83%) than men (17%)
responding to both surveys.

When education level examined for vis-
itors and residents it was found that 88% of
respondents had attended university. The
majority of the rest had attended only high
school 6% and 5% holding qualifications
less than high school level.

For the employment status of the res-
idents, 56% unemployed, 32% employed
students, and the other percentages were
distributed among employed and trainee
people. Out of 20 respondents, there were
7 different nationalities. The highest rank is
for Maltese tourists were 45% and Lebanese
visitors 30%. The analysis of the second
part of the survey was about the resident’s
perception toward slow tourism shows: 92%
of participants agreed that slow tourism is a
tool of sustainable development and had a
positive impact on the environment.

Practicing slow tourism varies from lo-
cal food, local products, to slow activities
(biking, walking, and relaxing in nature).
94% of the participants practice tasting lo-
cal food, 56% practice slow activities. They
were asked also about suggestions what they
would recommend to improve sustainable
development. Obtained answers show that
the majority of the respondents with 74%
have chosen all the options such as (reduce
carbon footprint, respect the practices of lo-
cal people, take care of heritage places, etc.).

On the other hand, it was necessary to
ask residents about some practices con-
cerning the slow tourism concept. Though,
several statements used Likert scale ranging
from 1 to 5: strongly agree to strongly disa-
gree. For the first statement, it was analyzed
that 38% of the respondents agree on it and
16% of them strongly agreed.
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Slow tourism is the contrast of mass tour-
ism in which organized trips are replaced
by a slow journey. At this pace, the rest of
the statements include that slow tourist have
fixed programs during their tours, 34% of
respondents agreed, and 32% answered neu-
tral. However, slow tourists rarely had a fixed
program for their trip. Besides, 44% of the re-
spondents pointed out that those large groups
of tourists might practice slow tourism. Fi-
nally, the last two phrases state if the money
spent through slow tourism stays at the local
community, 32% of the residents agreed, and
30% were neutral. Concerning physically
slowing down tourists, 50% of answers were
neutral, 32% agreed. The bar charts of these
statement’s analyses can be found in the ap-
pendix number two. Majority of the guests
75% stated that they visited Moonlight for
the first time. 40% stay for a weekend, 40%
up to 4 days, while 20% stayed for a week.

In our research, we wanted to find out
respondents’ motivation and interests in
Moonlight, so the visitors were asked about
the reason for choosing this guesthouse,
90% for leisure, 5% business, and 5% for
relaxing.Another question was addressed
to the visitors about their interest; 45% for
eco-friendly and sustainable, 35% for au-
thenticity.Moreover, the 60% of visitors
pointed out that the Farm is a homely en-
vironment, 45% liked the environment and
the 25% stated for staff appearance.As the
participants reported, 95% liked the gas-
tronomy and traditional dishes served and
presented by Moonlight Resort. Addition-
ally, visitors recommended improving the
guesthouse to have simpler accommodation.
Number of respondents 50% mentioned the
relaxation facilities while, 25% reported us-
ing less technology and fewer machines.

Conclusion
After gathering all the data from the in-

terview and questionnaire, it is appearing
that slow tourism is a new, attractive con-

cept for people of different ages, where the
majority holds high education degreeand
know how to practice slow tourism and
their activities appropriately in order to lead
to sustainability. Also, slow tourism surely
helped the local market and visitors to be
more eco-friendly, absorbing the local cul-
ture. In addition, slow tourists had plenty of
time to explore a destination and immerse
themselves in the experience while protect-
ing environmental resources.

Slow tourism is a relatively new concept
and many types of research have been con-
ducted on this subject. Moreover, the slow-
ness concept is generally looking at the time
being used, deceleration of time, quality,
and a sense of well-being concept. Howev-
er, it was interesting to observe that visitors’
and residents had awareness and knowledge
toward the slow tourism concept. Howev-
er, due to the limitations of data, the results
might not be sufficient, while it could be
helpful to other researchers who want to
discuss this concept more widely.

There is a relation between slow tourism
and sustainable development, due to slow
concept forms as tool for sustainability,
which can provide opportunities for more
green form for destinations, and leads to
personal development. Additionally, slow
tourism is a response to the negative aspects
of mass tourism; it gives more authenticity
to tourists’ experience.

In addition, researchers could elaborate
more on the concept of slow tourism in Leb-
anon, as it is a wide topic and include differ-
ent sections, such as:

Future studies might work more on pro-
moting slow tourism as many tourists do not
know about this new trend.

* Additional research on the current top-
ic is needed, as it will be helpful for
reference when taking a Lebanon case.

* The destinations of slow tourism should
focus on the sustainability and the
quality of life of the local community.
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* There is a need for a greater focus on
tourism activities from the concerned
authorities such as the government and
the local community in order to reach
sustainable development in tourism.

* Based on questionnaires, we can con-
clude that the majority of respondents
(94%) practice slow movement or slow
activities in their daily lives without
any knowledge about slow tourism by
eating local food, practice slow activ-
ities, reduce the carbon footprint, by
involving local people in order to im-
prove sustainability.
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YITOCTUTE/bCTBO HOBOTI CAJJA Y U3A30BMMA
COVID-19 ITAHIOEMMUJE

HOSPITALITY IN NOVI SAD DURING THE CHALLENGES OF COVID-19
PANDEMICS

Ancmpakm: OO0pocugo nocrosarse y
0oba COVID-19 naumoemuje jeona je 00
KBYUHUX meMd )y Y20Cume/bcmey u my-
UMy ca 8eluKoM NOnyIapu3ayujom y Ha-
VUHO-UCPANCUBAUKUM  KPY208UMA. 3amo
Jje gokyc osoe ucmpagicusarna 6uo Ha uc-
KyCmasuma MeHaumMenma y20CmumebCkux
objexama y P. Cpouju. ¥ pady cy npuxaza-
HU pe3yImamu KearumamueHo2 UCpaici-
8arbd O ONEPAMUBHUM U eKOHOMCKUM eqheK-
muma nanoemuje COVID-19 na nocrosarve
17 yeocmumenckux objexama 3a npyxcarbe
yeayea xpare u nuha y Hosom Caoy (P. Cp-
ouja). Ucmpasicusarve je obyxeamano ana-
JU3Y Nepuooa nocio8arsd yY20CmumebCKux
objexama 00 anpuna 2020. 0o anpuna 2021,
Kao ajcneyugpuunujee 3a ONACMaHax y no-
cnosamwy, bopehu ce ca uzazeosuma nomny-
HOZ2 3ameaparsa, 02paHuieHoe NOCI068ara U
6e/luKe npeopjenmayuje Ha 00cmasy U ua-

Abstract: Sustainable business during
the COVID-19 pandemic is one of the
key topics in the hospitality and tourism
industry with great popularization in
scientific and research domains. Therefore,
the focus of this research was on the
experience of the management of catering
facilities in R. Serbia. This qualitative
research included collecting data on the
operational and economic effects of the
COVID-19 pandemic on the business of
17 catering facilities for the provision of
food and beverage services in Novi Sad (R.
Serbia). The research covered the period of
work from April 2020 to April 2021, as the
most specific for business survival, fighting
the challenges of preventing the complete
closing down, limited business, and a major
re-orientation to delivery and counter
sales. Interviews were conducted on the
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mepcKy npooajy. Mumepejyu cy cnposedenu
Ha memy nepyenyuje u Cmasoea MeHauMeH-
ma o nocnosary moxom nanoemuje. Ilpeo-
Mem 0802 paoa je 00pICUBOCH Y2OCHU-
mebCcmea y uza308uma Koje je Hamemuyia
nandemuja. 3adamax pada je 6uo da uc-
MpasiCcu UCKYCMed GIACHUKA, MeHaumepa
pecmopana u uepoea KyxXurba paziuyumux
V2OCUMEBCKUX  00JeKama 3a Npyucarbe
yeayea xpane u nuha. Lum pada je 6uo oa
dohe 00 noodamaka o npeogulary Kpuse u
npedysemum paorama paou ONCMAaHKa Ha
V2OCTUMESLCKO-MYPUCTIUYKOM MPAHCULUNTY.

Kuyune peuu: yeocmumemncmeo, oop-
arcusocm, xpawna, nandemuja, COVID-19,
oocmasa

YBoa

COVID-19 nannemuja je ca pasiorom
nocrana Bogeha TemMa y HaydHHM HCTPaXku-
BambHMa, IIPU 4eMy ce MoceOHa Makma I10-
KJIaha OINCTAHKY YTOCTUTEIbCTBO-TYPHCTHY-
ke pemarHoctu (Ding et al., 2020; Ramelli,
Wagner, 2020; Yang et al., 2020; Elshaer,
2021; Yilmaz, Sahin, 2021). ITannemuja je
00eJe)KHIIa Hallly CBAKOJHEBHHILY y TIPOTKJIE
JIBE TOIMHE, YTUIIAJIa je Ha CBe cepe HaIer
JKMBOTA, a HAjBUILEC HAa HPHBPENY H CKO-
Homujy (Ozili, Arun, 2020; Yilmaz, Sahin,
2021), nako cTBapaH CTENeH HEeHOT yTHIIaja
Ha Typu3aM U YTOCTHUTEJbCTBO HHjE y TOT-
myHoctd m3mepeH (Dube et al., 2020; Ding
et al.,, 2020; Ramelli, Wagner, 2020; Yang
et al., 2020). JenHo je mo3HAaTo, a TO je 1a je
MaHJIeMHja CTBOPUIIA HAIIIH, IPUBPEMEHH H
BCJIIMK HEIOCTaTak Ipuxoga y MHOI'MM HH-
nycrpujama (Dube et al., 2020; Brizek et al.,
2021; Burhan et al., 2021). Orpanudema y
melyyHapoaHUM U ToMahiuM ITyTOBamUMa Cy
3HAYajHO yTHIANa Ha yrocTUTeShCTBO (Yang
et al., 2020; Yilmaz, Sahin, 2021). MHorum
YIOCTUTEJHCKUM 00jekaruma Orhe moTpedHo
oznpeleHo Bpeme Kako OM yCIIes 1a moBpare
HopManHO mocnoBamke (Lakshmi, Shareena,
2020),

perception and attitudes of the management.
The subject of this paper is the sustainability
of hospitality during the challenges imposed
by the pandemic. The task of the paper
was to investigate the experiences of the
owners, management, and chefs of various
hospitality facilities for providing food and
beverage services. The aim of the paper
was to obtain data on crisis forecasting and
actions taken to survive on the hospitality
and tourism market.

Keywords: catering, sustainability, food,
pandemic, COVID-19, delivery

Behuna 3emaspa yBena je mepe y Oop-
O NMpOTHMB HMpema BUpyca, YKIbYdyjyhn
COLMjAJTHO JMCTAaHIUPambe, 3aTBApamke Ipa-
HUIA ¥ 3a0paHy OKYIUbama JbYIHU, Koje CY
JIMPEKTHO yTHUIlajle Ha MOCIOBAalkE YrOCTHU-
TeJsckux obOjekara (Davahli et al., 2020).
TypHCTHUYKO TPXKHMIITE CE€ M Y MPOLLIOCTH
CycpeTallo ca MHOro mnpobiema, YKIbY-
qyjyhu TepoprcTHUKe Hamae, CBETCKY eKo-
HOMCKY KpHU3y W MaHIeMHje HEKUX IPYruX
BHpYyCa, aJIi HHUjeJaH mpolieM HHje Tpajao
TOJMKO JYro W YTUIA0 TOJHMKO 3HA4YajHO
Ha YTOCTHUTEJBCKO ITOCIIOBAEkE Kao MLITO je
cinydaj ca mangemujom Bupyca COVID-19
(Gossling et al., 2020). Yak u HaKOH IO-
HOBHOI' OTBapama O00jeKaTa, YTrOCTHTEJbH
HHCY MOIJIY 1a C€ BpaTe HOPMAaJIHOM IIOCJIO-
Bawy (Kim, Lee, 2020) jep je mocnoBame
YIJIaBHOM OMJIO OTPAaHWYCHO Ha IIajTep-
cKy mpojajy u jgocraBy xpaHe (Kim et al.,
2021) mro je 3axTeBajo ox OpojHUX YyTOCTH-
TEJFCKUX O0jeKara J1a MpHIaroJe CBOjy Io-
HyIy CHeNU(UYHUM YCIOBHMA TPXKHIITA
(Flanagan et al., 2020). [Toce6Ha makoBama,
[ojayaHe CaHUTAapHE Mepe, puiiarohasama
u3riena o0jekra MaNTepckoj TMPOJaju, CBE
je TO y3pOKOBAJIO JJa YTOCTHTEJECKH 00jeK-
TH, YIIPKOC CMamkEHUM IPUXOANMA Off MIPO-
naje, Oyay mpuMopaHu Ja yinoxe oxpelheHa
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(uHaHCHjCKa cpelcTBa Kako O yOnaxuin
cBoje ryoutke (Cable et al., 2020).
IToBehaBameM 030MIJFPHOCTH TAaHACMU)E
noehaBana ce W mpoOiieMaTHka Ha JIHMK-
BUIHOCTH W OINEPATHBHHUX PHU3HKa PECTO-
paHCcKHX obOjekaTa. PecTropaHCKu 00jeKTH Cy
JOKMBEIM 3HavyajaH HEJIOCTaTaK IMPHXojJa
Y3POKOBAH HAIIUM CMamCHEM TOTPAKELE
KyTIarna, MTo je Y3pOKOBaJlo Ja HeKH Oymy
NpUBPEMEHO Wiu TpajHo 3arBapanu (Ozili,
Arun, 2020). TakBa cuTyamuja aoBeina je
IO 3HAaYajHOr TopacTa HEe3alloCICHOCTH Yy
yroctutesbckoM cekropy (Nhamo et al.,
2020). INojenunn ayropu nomyt Dube et al.
(2020) manm cy mperopyke (DUHAHCH)CKUX
W JIpyruxX Mepa MOApIIKE Yy IHJbY OKpe-
IUbEHa YTOCTHTIBCKOT CeKTopa. Pecropan-
CKH 00jeKTH, Kako OW INTO IIpe CcaBialaid
(uHaHCHjcKe TYOUTKE MPOY3pOKOBaHE MaH-
JIEeMHUjoM, MOpajy OWUTH crpeMu Ha ofpele-
HEe Mepe IUTeIle M CMamemhe TPOLIKOBA,
M OWIn cy NMpHMOpaHu Ha CMamemhe Opoja
3anocienux (Yost et al., 2021).
HcrpaxuBama Cy NOKa3aja pa3indd-
T€ HA4YMHE y OAPKUBOM IMOCJIOBalmY TO-
koM COVID-19 nangemuje (Brizek et al.,
2021), mehy xojuma Cy W cTajHa OrpaHH-
Yema JPYIITBEHOT MUCTAHIMpPama Koja Cy
OPEUIOKUIC BIAJUHE arcHIUje W Ha Taj
Ha4uH yTULAJIE Cy Ha IOcloBamke. V3a30Bu
OCTBapuBama IPHUXOJa, 3alollbaBamba U
(mHAHCHjCKE CONBEHTHOCTH ce noBehaBajy
(Brizek et al., 2021). Yrocturespcku 00je-
KaTu 3a IpyXame yciayra xpaHe u nuha cy
Ce CIIOKWIIM Ja Ap)KaBHE W TOKPajUHCKE
BJIaJle MOpajy aa obe30eme nogaTHe mporpa-
Me nomohu ¥ (pUHAHCHpara Kako O omp-
)Kanu cBoje mocioBambe (McGurran, Smith,
2020;Wilson et al., 2020). UcrpaxuBama
Cy MoOKa3aJa Jia Cy PeCTOPaHU U BUXOB Me-
HAalIMEHT ONTHMHCTHYHH y TOIVIEAY CBOje
OJPXKUBOCTH y3 BIaguHy omoh. MelyTim,
UCTpaXKHBama Cy MoKa3ajia v J1a UCTIUTaHU-
M HUCY ONTHMHUCTHYHHU 10 MUTAKBY CBOjE
OAP)KMBOCTH Y TOCIIOBaWmYy ako Johe 1o
HOBOT TaJjlaca U MOHOBHOT IOTITYHOT 3aTBa-
pama (Brizek et al., 2021). yxuna Tpajama

MaHJEeMHUje O0CTaje HEelo3HaHWIA 3a 3paB-
CTBEHE YCTAHOBE, Ma CE€ YTrOCTUTE/bCKU
00jexTH Mopajy IpUIIPEMHUTH 3a cBe Moryhe
cuenapuje (Song et al., 2021).

[penmet paga cy U3a30BU ca KOjUMa ce
yrocturesbctBo y HoBom Caxy, AIl Bojso-
muan (P. Cpbwmja) cycpenmo ycpenm maspe-
muja COVID-19, omHOCHO HCKyCTBa TOKOM
npeaBubama Kpuse, Ipenys3ere pamame u Oy-
nyhe u3a3oBe y INIJbY YCIIEIIHOT MOCIIOBAbA.
3ajarak paja je J1a IPUMEHOM KBaJIUTaTHB-
HUX METOJa MCTPaXH HMCKYCTBAa BIIACHHKA,
MEHaIMeHTa M IuedoBa pecTopaTrepcKux
objekara 1o MUTamby CaBlajaBama CBUX H3-
a30Ba Koje je HaMeTHy/a mangemuja. L{mm
pana je na jolhe mo momaraka o UCKyCTBUMA
MEHAlIMEHTa O Tpe/Buljamby KpH3e, O CBHUM
NpeIy3eTUM pajitbaMa paayl ONPKUBOCTH U
TUTAHOBMMA 32 1aJbH OCTaHAK Ha TPIKHIITY.

MeTtonoJioruja

Muszajn ucmpasxcuearsa

VY 0BOM pasmy ce 3a NPHUKYyIJbamke MoJa-
Taka o1abpao KBAINTATHBHU METOJ HCTpa-
xuBama (Ballantyne et al., 2009; Brizek
et al., 2021; Burhan et al., 2021; Elshaer,
2021), OTHOCHO CIIPOBENCH je HHTEPB]Y,
panu OoJber yBUAA y TEMaTHKy W pasyMe-
Bame npobnemaruke (Rowley, 2012). Ilpu-
MemeH je (DEeHOMEHOJIOIKH TPHUCTYI KOjU
ce KOPHCTH Y TIPEAY3CTHHYKUM CTyAHjama
(Doern, 2016; Brizek et al., 2021).

VY uctpaxkuBamy je KopHuiheH mOIy-
CTPYKTYpUpaHU UHTEPB]Y, KOju Aaje Moryh-
HOCT J]a C€ IIOCTaBe JOAaTHA IOTIHTamba
Kako OM ce pa3jaCHWIIM TI0jeJMHN OATOBOPH
U JeTaJjbHHUjE€ HCTPaXWia IOMEHyTa TeMma
(Rowley, 2012) omHOCHO carnienaBame HcC-
KyCTBa ourMa ucnuranuka (Bryman, 2012).
WHTepBjyncann cy yrocTUTeIbH, peay3eT-
HUILY, OTHOCHO MEHAIIEpH, BIACHHIM, IIE-
(hOBU KyXUHha Pa3INYUTHX KOMEPIHMjaTHUX
YTOCTHTEJBCKHIX 00jeKaTa, jep Kako TO HaBO-
i Burhan et al., (2021) oHu cy exBUBaJIeH-
TH U3BPIIHOT JUPEKTOpa WIIM ONEPaTHBHOT
JIMPEKTOpa KOjH j€ OJIr'OBOPaH 3a IOCIIOBAE
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U IUIaHupame. VcTpaxuBame je crpoBele-
HO y YTOCTHTEJHCKHM 00jeKTHMAa Ha TePHUTO-
puju Hosor Caga.

Hcempascusauxka numarsa
HcrpaxuBame je KpeHpaHO IO Y30py

Ha Beh crpoBeeHO UCTpaXKMBabE O]l CTpa-

He aytopa Brizek et al. (2021). Uctpaxu-

Bame je 00yXBarano MPHUKYIUbAKkE IOJa-

Taka O MOCJOBabY Yy M3a30BHOM MEPHOILY

3a omactanak (1., 2. u 3 Tanac nmangeMmuja

COVID-19), ogHOCHO carienaBame H3a30-

Ba ca KOjHUMa Cy Ce CYCpeNu Y IEepHUOIy Ol

anpuna 2020. no anpuna 2021. Ucnuranu-

[IMa Cy TI0CTaBJbeHa cieeha ucrpaxxupay-

ka utama (7):

1. Kaxo je mannemuja COVID-19 yrunana
Ha yCITyTe KOje MOKETe TOHYAUTH CBOjHM
MOTpoIIauniMa ¢ 003UPOM Ha CMEPHHIIC
KOje Cy 3aXTeBaje CMambCHe KaranuTera
3aTBOPEHOT Jeia o0jexara paad Omxpika-
Barba COIMjaTHEe AUCTAHIIE?

2.1. latu cMarparte aa cy BialMHE areHIuje
WM CTE BU, HAJIPUKIATHHUjU CyOjeKT 3a
yIpaBJbathe 3APaBCTBEHUM U Oe30en-
HOCHHMM IIpaKcamMa pajau 3alliTUTE Ba-
mer oco0Jea 1 100poduTH moTpomaya?

3.1. Konuko Ayro cre ycmenu Ja OCTaHeTe
MIOCJIOBHO OJIPKMBH TIPEMa TaJallibUM
OrpaHHYCHHMA M CMEpHHIaMa 3a
COVID-19?

4.1. Koje Bpcre (mHaHCHjcKe momohm Om
Omte moTpeOHe 1a O Balll YTOCTUTE b~
CKM o0jexar 0CTao OJAP)KHB MOJ Ta-
nammsuM yenoBuma COVID-19?

5.1. Axo je moTrpeOHO fa ce BaIIe MOcCIo-
Barbe UCKJbYYH IOHOBO, KaKBa je Bepo-
BarHoha na he Bamre nocnoBame Mohu
I1a ce HacTaBu?

6.1. Ha koju Ha4MH MOXKE Ja CE IOTIIOMOTHE
WIN TIOAPXKM Bama (UHAHCHjCKa Ofp-
JKUBOCT TokoM mauaemuje COVID-19?

7.1. KakBo je Ballle MHUIIBEHE O YKYITHO]
(MHAHCH]CKO] OIPXKUBOCTH  YTOCTH-
TeJbCKE W TYPHCTHYKE HHIYCTPHjE Y
HapenHux 12 — 24 mecera 300r nanje-
muje COVID-19?

Y3opkosarse

3a mortpebe cakyIubama IOAaTaKa
MMO3WB HAa WHTEPBjy je OWO Tociar Me-
HaIMEHTy 32 pecTopaHa Ha TEPUTOPHjH
HOBOCAJICKOT OKpyra, Kao oaroBapajyher
YITOCTUTEJBCKO-TYPUCTUYKOT LICHTpa, jel-
HAKO TIOTOhEHOr yTHIajeM MaHAeMHje Kao
W CBHU JIPYTM Mambe WIN BHUILIE Pa3BUjeHU
ueHtpu. [IpBu ycioB y omabupy je Ouo mo
y3opy Ha Burhan et al., (2021), a To je na
o0jekar mopen yciayra Xxpase u nmuha y cBoM
00jeKTy BpLIX H yCIyTe NpUIIpeMe XpaHe 3a
MIOHETH U JocTaBy. Jpyru ycioB je 6uo na
o0jekar mociyje AyXe O 5 TOJUHA J0 MO-
MEHTa TI04YeTKa IaHIeMHuje.

Ilo3uBy ce oma3Bamo 19 objexara of
KOjHX je Yy UCTpakuBamwy oOyxBaheHO U HH-
TepBjyncaHo 17 objexara 4rju Cy 3armocieHHy,
CaroBOPHHULM y AHKETH, MMald MHHHMYM
10 roguHa pagHOT HUCKYCTBAa Y YTOCTUTEIh-
CTBY, IITO je Ouo Tpehm ycnoB u jeman ox
orpannyaBajyhux ¢axropa y crnpoBohemy
ucTpaxuBama. MHTEpBjyn Cy crpoBeneHH
TOKOM aBrycta meceua 2021. rogune, HaKOH
MOBpATKa y IETMMHUYHO PEIOBHO IOCIIOBAE
U y WIIYEeKuBamwy 4. Tajaca U HOBUX Mepa
Oe30enHOCTH 3a pectopane. Kao nmpumapHu
METOJ] NPHKYIUbaha Io/aTaka CIPOBENCHH
Cy MHTEpBjyH JueM y june. Mcnuranumim
Cy TIpe MOYeTKa HHTePBjyHUCarha yIO3HATH ca
CTPYKTYpOM NIUTama. VIHTepBjyu Ccy Tpajann
m3mely 15 u 25 munyta. CBU UHTEPBjyH CY
BOhEHH TMOI IMOTIYHOM HOBepJbHUBOIINY |
nHpOpMaNje U3 MHTEPBjya Cy KOpHIIheHe
caMo y UCTPaKMBa4YKe CBPXE.

Ilpukas3 y3opxa

VY ucrpaxkuBamy je kao mTo je Beh Ha-
BE/ICHO Yy4YeCTBOBAJIO |7 YrOCTHTEIHCKUX
objekara 3a mpykame yciyra XxpaHe u muha
(pecTopaHa, XOTEJICKHX pecTopaHa, objeka-
Ta Op3e XpaHe, KeTepUHT o0jekara M CIInd-
HO) YMj{ je MEHaUMEHT OMO MHTEPBjyHCaH
(BnacHunyM, MeHanepu u medosu). Y Ta-
Oemn 1 mpukasaHa je netajbHa CTPYKTypa
WCIHUTAaHUKA MOYEBIITN O] BPCTE 00jeKTa |
npyXxama yciayra (ca OCHOBHHM KapakTe-
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pHCTHKaMa), ToJJMHaMa M0CTojamba 00jeKTa,
Kao OWUTHOT MOKa3aresba y ONCTAHKY Ha TP-
JKUINTY TIPe U TOKOM TMaHzeMuje, Opoja 3a-

Tabena 1. Cmpykmypa ucnumanuxa

MOCJICHUX y NMPOU3BOAKBH XpaHe, QYHKIHjU
KOjy HMMa CaroBOPHHUK, IOy, CTapOCHO]
JI0OH ¥ PaJJHOM MCKYCTBY Y YTOCTHTEJHCTBY.

Paznor

Bpera nonyze nocere/ Tonune Bpoj Dykiuja CrapocHa Pano
udpa | yrocturesbckor . g Ilon HCKYCTBO Y
- xopumhera | MocTojama | 3alOCICHUX | HHTEPBjyHCAHOT 106
o0jekTa 3a XpaHy YTOCTHTIBCTBY
yciyra
V cxiomy
Pecropan, xoTerna,
VO-1 MHTEpHAlMOHAJIHA | yciyra IIpeko 20 ITpeko 20 Iled kyxume M 30 11
MOHyza BHCOKOT
HHBOA
Pectopan, nomaha Awuujenr,
YO-2 Pat, 2 XpaHa, IIpeko 5 Ipexo 20 Iled kyxume M 35 16
KyXHEba
My3HUKa
Pecropan Anbujenr,
YO-3 . P2k, XpaHa, IIpexo 5 Jo 10 led xyxume M 35 12
jaraHcKa KyXHiba
JI0CTaBa
Tuue,
YO-4 Tunepuja manrep IIpeko 5 On 10-20 Brnacauk M 57 27
npozaaja
Pecropan, Banker
YO-5 MHTEpHAllMOHANHa | yckyre u ana | IIpeko 5 On 10-20 Bnacuuk M 67 35
u Jomaha Kyxuma | mapae
AmbujeHT,
YO-6 Bpsa xpana, Xpana, TIpeko 10 TTpeko 20 BuracHuk M 63 30
heBanyuHKUIa mranrep
npoyaja
vo.7 | Pectopat, Xpana, Mpexo 10 | Mpexo 20 | Bracuux x |58 3
KHHECKa KyXHiba | aMOMjeHT
V cknomy
Pecropan, Xxorena ,
YO-8 MHTEpHAIMOHAIHA | yCiIyra IIpeko 10 IIpexo 20 lled xyxume M 33 15
TOHY/a BHCOKOT
HHBOA
Pecropan, AmbujeHr,
YO-9 MHTEpHAIMOHATHA | XpaHa, Ilpeko 5 IIpexo 20 led xkyxume M 45 25
TIOHYJIa GaHKeTH
VO-10 | Bp3a xpana Xpana ITpeko 20 ITpeko 20 Menayep M 36 15
yo-11 | Pecropan, pubma | Xpana, Tpexo 10 | JIo 10 Bracumk v |62 2
TIOHY/Ia, Yapja aMOMjeHT
JloctaBa
YO-12 | Kerepunr obpoka 1 Ipexo 10 On 10-20 Brnachuk XK 46 26
GaHkeTH
yo-13 | Pectopai, rowaha | OGpous, Mpexo 5 | Jlo 10 Buiachux Mo |55 35
KyXHEba nocTaBa
Pecropan ca cna
YO-14 ofjexcron Xpana Ipexo 5 IIpexo 20 led kyxume M 29 10
VO-15 | Muuepuja Xpaiia, Tpexo 10 | o 10 Briacuux Mo |57 30
JI0CTaBa
Pecropan, nomaha Xpana,
YO-16 par, A aMOUjeHT, ITpeko 10 TIpeko 20 Memnanep K 42 15
KyXHIba, Cajaml 6
QHKETH
Pecropasn, Xpana
VO-17 | uHTepHanMoHaNHA | aMOMjeHT, Ipeko 20 Opn 10-20 Bracuux M 32 14
HOHY/a My3HKa

YO — yrocturesscku 00jexar

N3Bop: ayTopu
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Pe3yaTaTtu paga u quckycuja

[Mocmarpajyhu  onmroBope  mobujene
CIpoBOljeleM HHTEPBYja 3a OTpede yBUaa
y CTambe MOCI0Bamka M ONCTaHKa 07abpaHu
CY OHHU OJITOBOPH YHja CTPYKTypa OIroBapa
BeMHM WK U3y3eIH Kao MOceOHO BayKHU 32
OBy BPCTY YCTpaXuBama. Y HACTaBKYy paja
je cBako nutame (I1 1-7) monaocob obpale-
HO M TIPOJIMCKYTOBAHO.

Ananusza ucmpa)icusauKux numarea

II1: Kako je mananemuja COVID -19
yTHIAJIa Ha ycJayre Koje MoxeTe MOHYAH-
TH CBOjUM MOTPOIIAYHMA € 003UPOM Ha
CMEpHHIe KOje Cy 3axTeBajie CMambheme
KanauuTeTa 3aTBOPEHOr Jeja oljekara
paau oAp:kaBam-a colujajiHe AMCTaHUe?

HcrpaxuBajyhu kako je naHaeMuja yTu-
[[aJla Ha yCJIyTe KOjeé YTOCTHTEJHCKH 00jeK-
TH HyJIe CBOJUM ITOTPOLIaYNMa y CKIagy ca
CMEpHHLIAMa KOje CYy 3aXTeBaje CMarmbCHC
KaramureTa paja y 3aTBOPEHHM JIEJIOBH-
Ma o0jekara paaud TMOCTH3ama COIMjaTHEe
JIMCTaHIe, UCIHUTAHUIU (M3y3€B pecTopa-
TepCKHUX objekaTa y CKIOMy XOTeJa) Cy Ha-
BOAWIIM TIPEOPjEHTUCAHOCT HA IIAITEPCKY
MPOIajy M IOCTaBy, MTO MOTBphyje Kparak
onropop ucnuranuka YO-3 koju HaBOAU:
Objexam je eehu 0eo epemena 6uo 3ameo-
pen U Xpama je cepsupana 3a NOHemu u
ciama oocmagom. IloTmyHO 3aTBapame je
OMIIO YCIIOBJBEHO y TPBOM Tayacy YHyTap
CBUX 0O0jekaTa, IITO je OIpPaBAaHO U3a3Balo
HEraTUBHE CTaBOBE KOJ CBHX 3allOCICHUX
Yy YrOCTUTEJHCKUM OOjeKkTHMa. MeHayMeHT
o0jekara 4yuje je MmoCIoBame reHePaIHO yC-
MEpEeHO Ha J0CTaBy M LIANTEPCKY MPOAajy
norryT YO-7 uctuue cnenehe: Ilocrogarve je
@DYHKYUOHUCANIO 2eHEePATHO Aoule, NOCEOHO
no numary mYOckux pecypca. ocmaea u
wanmepcka npooaja xoja wam dornocu 70%
npomema 0oOpo je paouna, aru pecmopanu-
cKu 0eo Huje. Bunu cmo npucumenu da npe-
cenumo objekam u CMarUMo MpouiKose,
WMo Huje OUN0 HUMATO JIAKO ) 00360/bEHUM
yenosuma. OBJIE ce, Kao ¥ KOJJ HapeIHUX ITH-

Tarba BHUJE OTEIKoe y ONICTaHKY U MOCIO0-
Bamby 3a YTOCTHTEJbCKE 00jeKTe KOjU HHCY
MOIIIM J1a Ce NPEOpPjeHTHIIy Ha IOCTaBy H
HIAJTEPCKY MPOJajy Kao IITO Cy XOTEJICKU
pecTopaHu u OaHKET 00jEeKTH.

I2: 1a au cmarpare Aa cy BJaJuHe
areHuMje WM cTe BHM, HAjIPUKJIAXHUJU
cy0jexT 3a ynpaB/bamwe 3IpPaBCTBEHUM U
0e30eTHOCHUM MpaKcaMa pagu 3alITUTe
Baier 0cod/ba u 100podUTH noTpomaya?

[Mocmarpajyhu cTpyKTpy OXroBOpa IO
[UTalkby paja BIAJUHUX areHldja M ca-
MHX YTOCTUTEJFCKHX O0jekara Kao HajupH-
KJIaJHUjUX CyOjeKar 3a ynpaBJbarbe 37paB-
CTBEHHM W 0e30eTHOCHHM TIpakcama paiu
3allITUTE 3allO0CICHUX W MOTpollaya, y Of-
TOBOpPHMA UCITHUTAHUKA YOUYCHA je ciiaba 1mo-
MOl BIaMHHX arcHUWja W MPemyIITeHOCT
MEHaIMEHTa y IpeBasmIaxemy Hpoodie-
Matuka. CxomHo Tome ucnutaHuk YO-14
nasonehu cnenehe: Camo ocobmwe u oo-
b6pa obyka 00 cmpare 81A0UHUX aA2eHYUjA,
Koja Huje 6una cnposedena, cybjekmu cy
00 sadcHocmu 3a cnpogolierve 30pascmee-
Ho-Oe30ednocnux  akmusnocmy. ONTAMU-
CTHYKU CTAaBOBH C€ UCTUYY y OArOBOpPHMA
ucnutanuka YO-6, ca HemTo BehuM paj-
HUM HCKYCTBOM Y YTOCTHTEJHCTBY Y OTHOCY
Ha Behuny, koju HaBoau: Camo 3ajeOHuYKUM
oenosarvem ce moxce nocmuhu Heku pe3yn-
mam. Braoa kpeupa u xonmponuwe, a mu
ouCYyunIuHo8ano cnpogooumo mepe. 1lto
HaJOIyHaBa OAroBop HcmnuTaHuka YO-17
HaBoachu: [locnodasay mooice Ooa ymuue
€asemooagHto... OpiicasHe ycmaroge mpeoa
0a 6y0y Mmomusamopu u UHUYUjamopu, a mu
peanuzamopu.

I3: Koamko ayro cre ycmeaum jJa
ocTaHeTe MOCJIOBHO OJPKUBHM NpemMa Ta-
JalllbUM OTPAaHUYEHhbUMA U CMepPHHUIIaMa
3a COVID-19?

Ha nwurame MoOCIOBHE OPKHUBOCTH Y
CKJIaJy ca OrpaHHYeHhMMa W CMEpHHUIAM
KOje je TpOIHCHBAla Ap)KaBa, HAjTEXE CY
MTOJHETH, Kao MTOo je Beh MOMEeHyTO pecTo-
paHu y CKJIONy XOTeJCcKHX obOjeraka. Tako
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YO-8 naBonu cnenehe: C ob63upom oda ce
KOMRauuja y dujem 61acHummey ce Haia-
3e xomenu, nopeo xomenujepcmea 6asu u
Opyaum OenamHoCmuma, npeo 0ZPaHuyerbe
u 3ameaparse y mpajarsy 00 08a meceya ce
@unarncujcku uzopoicano, 0ok ce y ciedehem
manacy, Koju je mpajao mpu meceya, y Kome
je buno nompebno 3ameaparwe objexama,
doutno je 00 cumyayuje 3a cmarerpe opoja
nocmojehee paonoe kaopa, a 3anocieHumda
KOJU cy 0Canu, npumarea Cy CHywmeHa Ha
3AKOHCKU MUHUMYM, WO je UMANO He2amu-
8an ymuyaj Ha paono okpyoicerbe. CINIHO
toMe YO-1 unmje mocrnoBame Takole Hmje
YCMEpEHO Ha IpYyXambe yCIyra JIOKaTHOM
CTaHOBHUINTBY HaBoae ciuenche: Hucmo
VCnenu nowimo 3deuciuMo 00 20CMujy u3
UHOCPAHCMEA, MAKO 0d HAM je NOCI06HA
00pACUBOC U OA/bE YSPOICEHA.

I14: Koje BpcTe dpunancujcke nomohn
0u OuJje morpeGHe na OM Ball YrocTu-
Te/bCKU 00jeKaT 0CTAa0 OAPKUB MOA Ta-
AamwuMm yeaosuma COVID-19?

VY umiby Jomacka 1o mojaraka O BpCcTa-
Ma (puHaHCH]jcKe ToMohu Koje ¢y moTpeOHe
o0jexTnMa a OW BUXOBO ITOCIOBAEkHE OCTa-
JIO OJPXKHBO TOA IMPOIMMCAHAM YCIOBHMA
MOCIIOBaka Y pA3IMYUTAM IEPHOIUMA,
YO-6 xao u BehnHa obOjekara HaBomu: Du-
HaHCUparbe MUHUMATHUX NIAMA 3aNOCHeHU-
Mma, cmarverve 11/[B-a, mopamopujym y om-
niaamu Kpeouma u ci. Jla cy o0jexTu umje je
MIOCIIOBAaFh-E MTHAYE YCMEPEHO Ha MIaITEPCKyY
MPOIajy U JOCTaBy MMAJIH HEIITO MO3UTHB-
HUje OJITOBOPE U cariefaBama MpodieMaTH-
Ke, BUAU ce u3 oarosopa YO-3: Hama nuje
ouna nompedua eéeha nomoh, anu bu opyaum
objexmuma Hajeuwie nomo2no ocrobaharse
00 Oena nopesa.

I15: Axo je noTpeGHO Aa ce BalIe Mo-
CJI0OBam-€ HCKJbYYH MOHOBO, KAKBA je Be-
poBatHoha na he Bame nocjoBawe Mmohu
Ja ce HacTaBu?

Y3aumajyhu y 003up MOTEHIMjamHa TMO-
HOBHA 3aTBapama, Koja OM MHOTe O00jeKTe
JIOBEJIa Ha MBHUILY OJPKHBOCTH IOCIIOBAbA,

JKeJIeno ce nohu 1o mogaraka kako he QpyHk-
IHOHUCATH MOCIIOBamke 00jekara oOyxBahe-
HUX y OBOM HCTpaxuBamy. CTpyKTypa je
TOTOBO MACHTHYHA M 3aCHWBA CE Ha BpIO
TemkoM orcranky, YO-6 uctuue cnenehe:
[MocmoBame Mopa Oa ce macmasu, jep je
VIIOJICEH BeNUKU Kanuman y objekme, onpe-
MY U CIu4HO U mo y3 nomoh opyaux (punan-
CujcKu U360pa, NOHOBHO 3AMEAPILE HUKAKO
He o0zosapa Hawioj oopoicugocmu. CIIMIHO
tome YO-8 HaBogu: Cmampam da je xomern
ucysuule 8eUKY CUCmem U 8eIUKa UHBECTNU-
yuja 0a bu ce nociosarbe Mako 1aKo MmpajHo
3aycmaguno. Y cumyayuju nonogHoe npexu-
da nocia, cmampam 0a 6u Hajeehu npoorem
NPUTUKOM HNOHOBHOZ OMBaparba Ouo npo-
HANA3aK U OpeaHu3ayuja paone cHaze Koja
ou ucnpamuna cucmem u NOHYOy Ha Kojy cy
cmapu 20cmu HA8UKIU.

I16: Ha xoju Ha4YMH Mo3Ke 1a ce OTIOo-
MOrHe WJIM MOJAPKH Bamia (puHAHCHjCKa
oap:kuBocT TokoM mnaHaemuje COVID
-19?

HUctpaxuBajyhn Ha KOju HAYWH MOXE J1a
ce TOTIIOMOTHE WJIM TOAPKH (MHAHCHjCKa
oIp>KUBOCT TmocioBawa, YO-10 nHaBoau:
Hobap je mooen nomoh oparcase 3a ucnnamy
3apada 3anocnenux. YO-15 HaBogu: H3be-
2asamu nomnyHo sameaparve, omozyhumu
pao y3 KOHMPONLY OOHECeHUX OPIHCABHUX
Mepa, 000eny nooCmuyajHux cpeocmasa y
00NUKY OOHAYUJA, NOPECKUX U KPEeOUMHUX
onaxwuya u cauyxo. 1Ito ¢y y moTmyHOCTH
MPeUIO3N KOje HaBOIE CBU MHTEPBjyHCAHH
y OBOM UCTPaKHBabY.

II7: Kakpo je Bame MuUlLbeme O
YKYNHOj (UHAHCHjCKOj  OAP:KMBOCTH
YrocTHTebCKe U TYPUCTHYKE HHIYCTPHje
y Hapennux 12-24 mecena 300r manpe-
muje COVID -19?

[lepuon mocne maHieMuje KJbydYaH je
3a IIOHOBHO YCIIOCTABJhaK€ HOPMAIHOT
(YHKIMOHUCAa YTOCTUTEJHCKIX 00jeKara.
Munubema 0 yKyNnHO] (PUHAHCH]CKOj OfIp-
JKMBOCTH Y HapeaHux 12-24 mecena oapa-
KaBajy y KAKBOM PaCIIOIOKCHY YTOCTUTEIBH
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oueKyjy HapeaHu mepuon. YO-8 HaBoau
cienehe: Yeocmumesmcka u mypucmuuxa
unoycmpuja je oooicusena uajeehu yoapay
wmo ce muye QuHaAHCUja 3a 8peme nande-
muje. JJocma pecmopana nuje mozno da ce
00poICcU U OOULTIO je 00 3ameaparba. YKoIuKo
He Oy0e HOBUX Mepa 3ameaparsa Uil 02pd-
HUYABara paoro2 epemena objekma, cma-
mpam oa o6u y poxy o0 12 meceyu yeocmu-
MeBCMBO MO0 Od CHIAHE HA HO2e WMo ce
muue gunancuja. Camano uctuae u YO-6:
Iocnosarwe he bumu Heuszsecno jep je 6op-
ba npomue supyca Henpeosuousa, yeepeHu
cMO Oa OpoicasHu opazawu umajy oopehe-
Ha pewierva Koja he uzbezasamu momanHa
3ameaearva, ckpahere paouoe epemeHd u
CAuuHO, y3 cmanty opuzy u nomoh opocage
deramnocmuma xoje cy Ha yoapy. YO-17,
ka0 ¥ BelinHa oOdYeKyje JoJaTHE JAp)KaBHE
noMohu yKOJMMKO OW JOIIIO 70 MOHOBHUX
omTpujux Mepa, HaBopehm: Vkoaukxo ce
pao 3abpanu y NOMNYHOCMU O0OPHCUBOCH
je moeyha jeouno ykudarwem 3aKyna, no-
Kpugarsem nopes3a u OONpuHoca 00 Cmpate
opofcase, Kao U HAOOKHaoe wmeme HACMAle
nponadareem u 2ybmerem peoHOCuU iaze-
pa objexama.

3akbyuak

[Manpemuja Bupyca COVID-19 y mHOTO-
Me je MIPOMEHWIA U MPEOOINKOBAA KUBOT
CBHX YHMHHOLIA YTOCTHTEJHCKOT TPIKHIUTA.
Ca jemHe cTpaHe BIacHUIM objekata Owimm
Cy IPUMOpPAHH Jia yClIe]l IIpe CBera JprkKaB-
HUX Mepa, KOje Cy YKJby4uHBaje IOTIYHO
3aTBapame, a KaCHUje U OTrpaHHYCHE paj-
HOT BpEMEHa, Opoja MymiTepuja y 00jeKTy
W CIMYHO, mpetpre oapehene GpuHaHcHjcKe
ryoutke. To je ¢eHomeH koju je 3amecno
IIE0 CBET M KOjU je MOrao OuTH yOIaKeH
caMo y3 aJieKBaTHe Ap)KaBHE Mepe MOMONH.
C npyre crpaHe, 3alOCICHH y TUM O0jeK-
THMa, YCIie[] 3aTBapama W OrpaHHYaBamba
pazgHOT BpeMeHa, OWIM Cy NPUMOpaHU Ha
OTITyLITabE 3allOCICHUX M YMambemhe MpH-

Marba Ha 3aKOHCKH MUHHMYM. Maitu je 0poj
YTOCTHTEJBCKUX oOfjexara Koju cy Owiu y
MoryhHocTH na wucmiahyjy myHy 3apaiy
CBOjUM 3amocieHnMa. [0cTr, Kao YnHHIan
YTOCTHTEJbCKE TpPaKme, Takohe cy mperp-
Heny TeXxak nepuof. 30or 3abpaHe U orpa-
HUYaBamka KpeTama, MHOTM HUCY OWIH Y
MoryhHoctn ma mocehyjy yrocturespcke
o0jexTe, MTO je MHTEH3WBHUPAHO MIANTEp-
CKOM TIPOJajoM M JOCTaBoM. UnmeHHIa je
Jla je oBa MaHAeMHja MPOMEHWIIa KpeTarmba
U JielIaBamka Ha YTOCTHTEIHCKOM TPIKHIITY,
Jla ce cBU mocionasuu cycpehy ca oBak-
BUM HM3a30BUMa IO MPBU IYT, U HE 3aHAjy
Ha KOJU Ha4MH Jia aJIeKBaTHO pearyjy, HITO
j€ 3aXTeBajio IOAATHU TPy U BPEMeE J1a 1o4-
Hy Jla Tociyjy Ha mnpuiaaroheH HaumH. Y
OBAaKBO] CHEUU(PUIHO] CUTYALN]H jJETHHO CY
YTOCTHTEJHCKH 00jEKTH KOjU IMOCIY]Y IIyTeM
MIANTepCKe MPoJaje MMajd HEUITO JIAKIIH
OIICTaHAK Y3 MUHHMAJHO IpHIarohaBame
cutyanuju. 3a TakBe oOjekTe, Mepe 3arBa-
pame, HUCY yTHLAJIe HETaTHBHO, jep Cy OHH
Beh OWIM Tpemo3HAaTH HA TPXKUIITY Kao
00jeKTH KOjU HyJI€ OBY BPCTY YCIYyre H JIO-
craBy. CBU ocranu 00jeKTH, MPe CBera pe-
CTOpaHM y CKJIOIY XOTella, IMalu Cy u3pa-
KeHe TyOUTKe y CBOME I0CIIOBamY, 3a Koje
HHCY UMaJli aIeKBaTHE HAdMHE /1a yOnaxe..
VYKonmuko OW JOIIIO 70 HOBUX JIpXKaBHUX
Mepa OrpaHHYaBama paja, YrOCTHTEJHCKO
TPXKHIITE He OW MOTIO Ha aJieKBaTaH HaYnH
Ila pearyje 6e3 afgeKBaTHe Ap>kaBHE moMohmu.

3axBaJIHUIIA

Pang je meo mpojexta koju (hUHAHCH-
pa IlokpajuHCKH CeKpeTapujaT 3a BHCO-
Ko 00pa3oBame U HAyYHOUCTPAKUBAUKY
nenarHoctT A.Il. BojBomune monm Opojem
142-451-2290/2021-01.
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UPRAVLJANJE PROMENAMA U GASTRONOMIJI I
RESTORATERSTVU

MANAGEMENT OF CHANGES IN GASTRONOMY AND RESTAURANT
BUSINESS

Apstrakt: Savremeni trendovi u gastro-
nomiji i ugostiteljstvu fokusirani su na neko-
liko kljucnih pitanja: poslovanje u skladu sa
konceptom odrZivosti, energetsku efikasnost
i koristenje obnovljivih izvora energije, ,, ze-
leno “ poslovanje, ,,zelene * i eko-certifikate,
zastitu Zivotne sredine, smanjenje otpada i
promociju zdrave ishrane. Medutim, prome-
ne koje su najuocljivije korisnicima usluga
su promene u gastronomskoj ponudi, a to su
najcesce nova jela, uz uvodenje integralnih
Zitarica, nisko-masnih i nisko-energetskih
jela, hrane za dijabeticare, vegetarijanskih
jela, hrane bez glutena i jos mnogo toga.
Posebno je popularna kuhinja bazirana na
upotrebi organskih prehrambenih proizvoda
i mikrobilja, i novi trend poznat kao mole-
kularna gastronomija. U dinamicnom tr-
ZiSnom okruzenju u kome deluju restorani,
postoji stalna potreba za prilagodavanjem
savremenim trendovima, Sto se odrazava
na upravljanje ovim objektima. Stoga je
menadzer restorana postao kljucni faktor
uspesnog poslovanja, Sto zahteva ozbiljna
znanja iz oblasti gastronomije i ugostitelj-
stva. Njegovi glavni zadaci su donosenje od-
luka i kontrola njihove implementacije.

Kljucne reci: promene, gastronomija,
ugostiteljstvo, menadzment

Abstract: Modern trends in gastronomy
and restaurant business are focused on se-
veral key issues: business in accordance
with the concept of sustainability, energy
efficiency and the use of renewable energy
sources, “‘green’ business, “green” and eco
certification, environmental protection, wa-
ste reduction and the promotion of healthy
eating. However, the changes that are most
apparent to the users of the services are the
changes in the gastronomic offer, and the-
se are most often new dishes, with the in-
troduction of integral cereals, low-fat and
low-energy dishes, food for diabetics, ve-
getarian dishes, gluten-free food and more.
Especially popular is the kitchen based on
the use of organic food products and micro-
greens, and new trend known as molecular
gastronomy. In a dynamic market environ-
ment in which restaurants operate, there is
a constant need to adapt to modern trends,
which is reflected on the management of
these facilities. Therefore, the manager of
restaurant has become a key factor in su-
ccessful business, which requires serious
knowledge in the field of gastronomy and re-
staurant business. Its main tasks are to make
decisions and control their implementation.

Keywords: changes, gastronomy, hospi-
tality, management, restaurant business
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Uvod

Globalizacija i savremeni nacin Zivota
odrazili su se na sve sfere zivota i poslova-
nja. Kao posledica toga doslo je do veoma
izrazene potrebe unapredenja menadzmenta
u svim privrednim granama i aktivnostima
savremenog ¢oveka. To je uocljivo, kako
kada je u pitanju upravljanje velikim po-
slovnim sistemima, tako i kada je u pitanju
upravljanje manjim sistemima, ukljucujuci
i usluzne delatnosti poput ugostiteljstva. Za
razliku od proslih vremena kada se smatra-
lo da uspesnost poslovanja restorana zavisi
od lokacije, enterijera objekta, opremljeno-
sti i kvaliteta gastronomske ponude, danas
se smatra da je menadzment glavni Cinilac
uspesnosti restorana. Naime, sve sloZeni-
ji zahtevi savremenog gosta i znatno bolja
dostupnost informacija o kvalitetu usluge
putem komunikacije preko drustvenih mre-
7a (Bozi¢ i Zubanov, 2018) od menadZera
zahtevaju sve ozbiljniji pristup u svakod-
nevnom poslovanju. Zahvaljuju¢i veéim
moguénostima za putovanja u poredenju
sa nekim prethodnim vremenima, oceki-
vanja gostiju se povecavaju usled toga Sto
kvalitet usluge porede sa iskustvima iz ino-
stranih objekata (Chen i Elston, 2013). Da
bi se obezbedio nivo usluge koji savremeni
gost ocekuje, neophodna je implementacija
savremenih trendova i inovacija iz oblasti
gastronomije i restoraterstva. Uspesna pro-
mocija u smestajnim objektima koji pruzaju
usluge turistima je ona, koja uspeva da mar-
ketinskim aktivnostima obuhvati sva deSa-
vanja — aktivnosti u hotelu, njegove sektore i
zaposlene (Purovié, 2010). Dakle, sa ciljem
podizanja konkurentnosti restorana, hotela i
drugih ugostiteljskih objekata na visi nivo
neophodno je uvodenje inovativnog pri-
stupa poslovanja i ponasanja (Ottenbacher
i Harrington, 2009). Ottenbacher i Gnoth
(2005) smatraju da za uspe$no ugostitelj-
stvo najve¢i znacaj imaju inovacije koje
rezultiraju unapredenjem kvaliteta usluge i
pri tom dovode do smanjenja troskova, a da

istovremeno obezbeduju zadovoljstvo gosti-
ju. Takode, isticu da ovakve inovacije obez-
beduju prednost u odnosu na konkurenciju
i povecavaju zastupljenost na trzistu, §to
doprinosi poveéanju prometa i ostvarivanju
vecéeg profita.

Pitanje odrzivosti postaje nezaobilazna
tema u danasnje vreme kako u svim pri-
vrednim granama, tako i u svim sferama
zivota. Ovi trendovi usmeravaju i razvoj
ugostiteljstva u skladu sa konceptom odr-
zivog poslovanja. Savremeno poslovanje
restorana zahteva uvodenje razlicitih vido-
va odrzivosti, poCev od odrzivog pristupa
pri izgradnji objekata (prirodni materijali,
zeleni zidovi, zeleni krovovi, vertikalne
baste, urbane baste i sl.), preko postovanja
principa energetske efikasnosti (Stednja i
racionalizacija upotrebe energije, korisce-
nje obnovljivih izvora energije, kori§éenje
alternativnih goriva, izolacija objekata i dr.)
do primene koncepta zdrave ishrane. Osim
toga, savremeni trendovi namecu nove pri-
stupe u komunikaciji sa potrosacima, koji su
pre svega zasnovani na koris¢enju digitalnih
sredstava komunikacije (elektronska posta,
Skajp servis, aplikacije za mobilne telefone,
druStvene mreze i dr.). Iako je trend odrzivo-
sti veoma prisutan pri izgradnji i opremanju
ugostiteljskih i turistickih objekata u svetu,
a posebno je aktulena tzv. zelena gradnja, u
Srbiji ovaj koncept jos nije zaZiveo i moze se
sresti samo kao izuzetak. Tema energetske
efikasnosti je nesto vise prisutna u javnosti,
a postoje i subvencije i povoljni krediti za tu
namenu. Kada je u pitanju koncept zdrave
ishrane, priprema hrane od organskih namir-
nica, po moguéstvu na tradicionalan nacin
ima znacajno mesto u nasim ugostiteljskim
objektima, medutim novine kao $to su upo-
treba klica, jestivog cveéa i mikrobilja su za
sada retko zastupljene na nasem trziStu. S
obzirom na tendencije odrzivosti u turizmu
i hotelijerstvu, neophodno je stvoriti uslove
za integraciju svih navedenih novina u mo-
derno restoraterstvo i gastronomiju, ¢ime se
moze doprineti povecanju konkurentnosti i
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uspes$nijem poslovanju. Stoga je cilj ovog
preglednog rada da se sagledaju promene
u gastronomiji i restoraterstvu koje nasta-
ju implementacijom savremenih trendova
i ukaze na znacaj adekvatnog upravljanje
ovim promenama.

Savremeni trendovi u gastronomiji i
restoraterstvu

Poslovanje u skladu sa konceptom odrzi-
vosti je trend koji dolazi do izrazaja u svim
privrednim delatnostima, pa tako i u resto-
raterstvu, koje predstavlja integralni deo
odrzivog turizma. Trendovi koji se sve brze
menjaju bitna su karakteristika hotelijerstva
u danasnje vreme, a da se ne bi zaostajalo za
konkurencijom ovi trendovi se moraju pratiti
(Milosevi¢, 2012). Ovako izrazite promene
u poslovanju ugostiteljskih objekata name-
¢u potrebu upravljanja promenama koje se u
ovoj oblasti deSavaju. OdrZivom poslovanju
ugostiteljskih objekata veca paznja se po-
svecuje u razvijenim zemljama, ali za ova-
kvu vrstu poslovanja raste interesovanje i u
manje razvijenim delovima sveta. OdrZivost
se moze posti¢i primenom vise savremenih
trendova, a posebna paznja se pridaje: 1)
energetskoj efikasnosti i koriS¢enju obnov-
ljivih izvora energije (Bohdanowicz i sar.,
2001; Juarez-Hernandez i Castro-Gonzalez,
2016), 2) odrzivosti objekata zasnovanoj na
»zelenom* poslovanju (Withiam, 2011), 3)
»zelenoj“ 1 eko sertifikaciji (Bohdanowicz
i sar., 2004; Hagglund, 2013); 4) odrzivosti
zivotne sredine (Bruns-Smith i sar., 2015),
5) promociji zdrave ishrane (Escaron i sar.,
2015), 6) redukciji otpada u kuhinjama re-
storana (Duursma i sar., 2016) 1 sl.

Vecina restorana uvodi samo neke od sa-
vremenih trendova. Cesto se velika paznja
usmerava na zdravu ishranu koja namece
upotrebu vece koli¢ine voca, povréa i salata,
odnosno biljnih vlakana, nasuprot smanje-
nju upotrebe Secera, kolaca i slatkiSa (Public
Health Agency, 2001). Upotreba interneta,
a pre svega drustvenih mreza je uobicajeni

nacin komunikacije sa gostima. Tako su Ra-
inie i sar. (2011) utvrdli da je internet glavni
izvor informacija o lokalnim restoranima,
barovima i klubovima. Upotreba drustvenih
mreza nije zaobisla ni srpsko restoraterstvo
u kome se sve viSe koriste savremeni vido-
vi komunikacije sa korisnicima usluga, ali i
dalje ima mogucénosti da se unapredi komu-
nikacija zasnovana na kori§¢enju druStvenih
mreza (Bozi¢ i Zubanov, 2018). Ipak, Need-
les i Thompson (2013) su konstatovali da
iako menadzeri restorana koriste druStvene
mreze, kod njih uglavnom ne postoji jasno
videnje ciljeva i moguénosti tog korisc¢enja.
Uprkos tome $to brojna istrazivanja ukazuju
da je koriséenje obnovljivih izvora energije
kao $to su biomasa i biogas (Juarez-Hernan-
dez i1 Castro-Gonzalez, 2016), solarna ener-
gija (Naukkarinen, 2009) i termalna energija
(Bohdanowicz i Martinac, 2002) klju¢no za
postizanje vece energetske efikasnosti resto-
rana, najvi$e se koristi elektri¢na energija,
dok je upotreba drugih izvora energije ma-
nje zastupljena (Shi-Ming i Burnett, 2000).
Nasuprot tome, u svetu je veoma popular-
na izgradnja tzv. ,,zelenih hotela®, u kojima
se posvecuje paznja ekologiji i odrzivosti u
funkcionisanju hotela, kao i u gradevinskom
smislu. Pod ,,zelenim* ili eko hotelima po-
drazumevaju se hoteli koji nude ekoloski
odgovoran smestaj koji sledi praksu ekolos-
kog zivljenja (Bradi¢ i sar., 2014). Svrstava-
nje hotela u ovu kategoriju je moguce samo
od nezavisne trece strane ili od strane drzave
u kojoj se nalaze. U ovim hotelima paznja je
usmerena na odgovorno upravljanjue hote-
lom, uz smanjenje potro$nje energije i vode
i emisije ugljendioksida, zatim na razdva-
janje otpada i povecanu reciklazu otpadnih
materija iz restorana, smanjenje upotrebe
deterdzenata i njihovu zamenu ,,ekoloskim*
sredstvima, kao i na ocuvanje lokalnog bio-
diverziteta (Simi¢, 2012).

Odnos restorana prema zastiti Zivotne
sredine ima sve veéi znacaj u savremenom
ugostiteljstvu. Posetioce hotela i1 restora-
na privlace tzv. eko sertifikati koje obic¢no
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dodeljuju asocijacije hotelijera i restoratera
(Bohdanowicz i sar., 2004). Skjoett-Larsen
(2000) je isticao da ¢e ,,zeleno snabdeva-
nje predstavljati jedan od najveéih izazo-
va za evropske kompanije. Jedan od prvih
hotelskih lanaca koji je pribegao odrzivom
razvoju 1 zaStiti zivotne sredine je Inter-
continental Hotel group (http://innovation.
ihgplc.com). Medutim, u kom stepenu ¢e se
retoran ponasati ekoloski odgovorno zavisi
od razlicitih okolnosti.

Promene koje su korisnicima usluga
najuocljivije jesu promene u gastronomskoj
ponudi. S jedne strane za goste, pre svega
strance veoma su atraktivna tradicionalna
jela, koja su najcesée deo ugostiteljske po-
nude ruralnih podruéja. Tako se u selima Su-
madije nude proja, kajmak, kacamak, ajvar,
domaca slanina i prsur, razna kuvana jela,
jela iz saca, pite i drugo, u selima Vojvodine
se nude morcija supa, kuglofi, $trudla ma-
kovnjaca, sarma, pecenje, pihtije, sataras,
$nenokle i drugo, dok se u juznim delovima
zemlje nude janija, baklava, turSija, tele-
¢a glava u skembetu, ajvar, pindur i drugo
(Ljubisi¢, 2017). Kroz gastronomsku ponu-
du strani turisti sagledavaju kulturu i tradi-
ciju podruéja koje su posetili. Promocija tu-
risticke destinacije na najbolji moguci nacin
je jedna od glavnih marketinskih aktivnosti,
jer samo uspe$na promocija moze privuci
potencijalne putnike da posete destinaciju
(Purovi¢ i Bozi¢, 2018). Na primer, gastro-
nomska ponuda vojvodanskih salasa odra-
zava meSavinu kuhinja razli¢itih naroda koji
su vekovima ziveli na prostoru Vojvodine,
pri éemu su najizrazeniji uticaji madarske i
nemacke kuhinje (Ivkov i sar., 2003). Pored
uticaja nemacke i madarske kuhinje, prisu-
tan je i uticaj slovacke i austrijske kuhinje,
Sto ovu kuhinju ¢ini pravim primerom gastro
multikulturalizma (Bani¢ Grubisi¢i Antoni-
jevi¢, 2013). S druge strane, gastronomsku
ponudu restorana urbanih sredina odlikuje
uvodenje ponude koja moze da zadovolji i
vrlo specifine potrebe gostiju. Stoga se u
ponudi sve vise pridaje znacaj ukljucivanju

integralnih Zitarica, niskomasnih i niskoe-
nergetskih jela, hranezadijabeticare, vegeta-
rijanskihjela, jelabezglutenai sl. Posebnopo-
pularna je kuhinja zasnovana na koris¢enju
organskih prehrambenih proizvoda i mikro-
bilja, a sasvim novi trend je itzv. molekular-
na gastronomija. Cousins i sar. (2010) mo-
lekularnu kuhinju definisu kao pravu nauku
primenjenu u procesu stvaranja obroka, dok
Ottenbacher i Harrington (2007) isti¢u da su
kuhinje pretvorene u laboratorije u kojima
se pomocu te¢nog azota, dejonizirane vode,
helijuma, homogenizatora, lasera i injekcija
menja struktura namirnica.

Upravljanje promenama u gastronomiji i
restoraterstvu

Generalno gledano, u svim oblastima,
upravljanje promenama podrazumeva ,,ne
samo da budemo budni dok promene traju®,
ve¢ 1 da se iskoriste informacije, znanja i
ideje drugih u cilju donoSenja boljih odluka
i njihovog efikasnijeg sprovodenja (AdizZes,
2008). Upravljanje promenama podrazume-
va dva procesa (Dijagram 1), a to su:

1. Donosenje odluka

2. Sprovodenje odluka

PROMENE

¥

PROBLEMI

¥

UPRAVUANIE

DONOSENJE ODLUKA  SPROVO?ENJE ODLUKA

Dijagram 1. Procesi upravljanja
promenama (Adizes, 2008).

Uloga menazmenta je donoSenje odlu-
ka, a njegovih podredenih sprovodenje tih
odluka, pri ¢emu je veoma vazno da se raz-
grani¢e menadzerski poslovi od ne mena-
zerskih. Adizes (2008) istiCe da je zadatak
menadzera da govori podredenom $ta treba
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da se uradi, dok je podredeni sredstvo za os-
tvarenje tog cilja, Sto znaci da je menadzer
,»sef, a podredeni ,,njegova desna ruka®.

U novije vreme se stic¢e utisak da je dos-
lo do nagle popularizacije menadzmenta u
svim oblastima. Medutim, svako uspe$no
poslovanje je kao osnovu uvek moralo ima-
ti i uspesno upravljanje, ali je to u proslosti
manje isticano. lako su se tokom istorije ra-
zvile razliCite teorije menadzmenta, ni da-
nas ne postoji jedinstvena i opSteprihvacena
teorija, ve¢ razne teorije evoluiraju, medu-
sobno se dopunjuju, a nekada i spajaju, pri
¢emu se koristi eklekticki pristup. Ovaj pri-
stup je savremeni teorijski pristup koji pred-
stavlja kombinaciju principa iz razlicitih
teorija (Masic i sar., 2013). Uprkos tome Sto
su napisane brojne definicije menadzmen-
ta, u kojima su koriSc¢eni razli¢iti pojmovi i
fraze, postoji Siroko prihvaceno glediste Sta
je funkcija menadzera (Davis i sar., 20006).
Dakle, kljuéne uloge menadzera su:

1. Planiranje (postavljanje ciljeva, do-
noSenje odluka, definisanje politike
rada);

2. Organizacija posla, tj. odlucivanje
kako ostvariti postavljene ciljeve i ko
¢e ih ostvariti;

3. Motivacija zaposlenih kakto bi po-
stavljeni ciljevi bili ostvareni

4, Kontrola ispunjavanja zadatih ciljeva
i korigovanje svakog odstupanja od
zadatog cilja.

U svim privrednim granama za uspe-
San menadZzment je neophodno primeniti
znanja iz oblasti planiranja, organizovanja,
vodenja i kontrole (Nesi¢, 2017). Ovi prin-
cipi se moraju isposStovati i kada je u pita-
nju restoraterstvo. Kao §to vazi i za ostale
oblasti (npr. sport) upravljanje zavisi od vise
¢inilaca kao §to su politicki, drustveni i pri-
vredni sistem, tradicija, iskustvo i drugo, ali
u novije vreme znanje se smatra faktorom
broj jedan (Nesi¢ i Nesi¢, 2012). Medutim,
restoraterstvo se odlikuje izvesnim specific-
nostima koje ga razlikuju od drugih usluz-
nih delatnosti, $to uslovljava i primenu dru-

gacijeg pristupa upravljanja. Istovremeno sa
usloznjavanjem ugostiteljskog poslovanja i
kanala komunikacije, skracuje se vreme za
reagovanje i donoSenje odluka. U takvim
turbulentnim uslovima poslovanja, isku-
stvo 1 znanje menadzmenta dobija sve vise
na znacaju. Loncar (2005) isti¢e da je za
uspesno poslovanje restorana u savremenim
trziSnim uslovima neophodno obezbediti
kreativan i struan menadzment. S druge
strane, Drljevi¢ (2016) ukazuje na problem
nezadovoljavajuceg nivoa i kvaliteta obra-
zovanja menadzera restorana u Srbiji, iako
je u obrazovnom sistemu zastupljen zna-
¢ajan broj obrazovnih institucija (fakulteta
i visokih §kola) ¢ijim pohadanjem se mogu
ste¢i kvalifikacije neophodne za uspe$no
upravljanje ugostiteljskim objektima. Na-
ime, u savremenom poslovanju restorana
menadzment predstavlja osnovni potencijal,
koji se ispoljava kroz autoritet i struc¢nost,
pri ¢emu su menadzeri odgovorni za ostva-
rivanje postavljenih ciljeva (Todorovic i sar,
2003). Stoga, sposobnost menadZzera ima
klju¢ni znacaj za poslovni uspeh restorana.
Drljevi¢ (2016) istice da uspesnost uprav-
ljanja restoranom ne zavisi samo od znanja
menadzera, ve¢ 1 od njegovih li¢nih osobina
(kreativnost, samokritinost, spremnost na
rizik). Menadzeri koji su viSe skloni riziku
ostvaruju veci poslovni uspeh, dok oni koji
nisu donose konvencionalne odluke, spo-
ri su i detaljni u odlucivanju i kao takvi ne
mogu biti lideri (Drljevi¢, 2016).
Poslovanje restorana menjalo se kroz
istoriju u skladu sa promenama privrede i
drustvenih odnosa, stepena njihove interak-
cije i samog razvoja. Razvoj drustva pod-
stakao je razvoj ove usluzne delatnosti, ¢iji
glavni ¢inilac razvoja i opstanka jesu ljudski
resursi. Naime,zaposleni koji u interakciji
sa gostima pokazuju svoje znanje i entuzija-
zam predstavljaju kljucni faktor od koga za-
visi efekat uvodenja novina u restoraterstvo
(De Brentani i Ragot, 1996). S obzirom da
suzaposleni kljucni element uspesnosti po-
slovanja u restoranima, oni se mogu smatrati
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sastavnim delom ugostiteljskog proizvoda.
Usled njihove kljuéne uloge u poslovanju u
smislu doprinosa kvalitetu usluge, a time i
zadovoljstvu klijenata, smatra se da su ljud-
ski resursi u oblasti restoraterstva najkriti¢-
niji faktor uspeSnosti. Naime, postoji ogro-
man problem u privlacenju i zadrzavanju
kvalitetnih zaposlenih u restoranima Sirom
sveta (Deery i Shav, 1999; Hinkin i Tra-
cei, 2000; Ferris i sar., 2002), §to je veoma
izrazeno i u Srbiji. Razlozi za to su brojni,
ukljucujuéi nizak nivo formalnih kvalifika-
cija, niske plate, veliki broj studenata, Zena,
zaposlenih sa nepunim radnim vremenom i
povremenih radnika, mladu prelaznu radnu
snagu, veliki broj osoblja migranata, visoke
nivoe fluktuacije zaposlenih i veliki deo rad-
nog vremena van redovnog radnog vremena
itd. (Deery and Shav, 1999; Freeland, 2000;
Brien, 2004; Baum, 2006). Medutim, jedan
od vrlo bitnih faktora je nedostatak radnog
iskustva (Domonte i Vaden, 1987). Sto-
ga, Bozi¢ (2014), kao i Bozi¢ i Stojanovi¢
(2016) isti¢u znacaj struc¢ne prakse u proce-
su obrazovanja kadrova za poslove u ugosti-
teljstvu. Osim toga, Nikoli¢ (2014) smatra
da menadzer mora da motiviSe, usmerava 1
kontroli$e zaposlene kako bi oni uspesno re-
alizovali svoje radne zadatke. Za razliku od
tradicionalnog pristupa koji je kontrolisanje
zaposlenih svodio na ,,drzanjenaoku‘, mo-
derniji koncepti kontrole isti¢u motivaciju i
ideju da ako su ljudi orijentisani ka predu-
zecu, radic¢e u svoju korist i trebaée im vrlo
malo kontrole (Nikoli¢, 2014).

U oblasti restoraterstva se smatra da
svaka promena, bez obzira da li su u pita-
nju izmenjeni ili potpuno novi proizvodi ili
usluge, kao i1 novi proizvodi i usluge koje
primenjuje konkurencija, predstavlja ino-
vaciju za objekat (Linton, 2009; Su, 2011).
Bez obzira Sto to nisu inovacije u pravom
smislu reci, ove promene se od strane ko-
risnika percipiraju kao novine u odnosu
na prethodno poslovanje i ponudu objekta
(Ottenbacher i Gnoth, 2005). Manning i sar.
(1995) ukazuju da je za uspesan rad resto-

rana uvodenje inovacija u objekat neizosta-
van zadatak menadzera, iako postoji veliki
rizik da se pri tome naprave greske. Smatra
se da uvodenje inovacija dovodi do pove-
¢anja profitabilnosti restorana, usled toga
S§to inovacije doprinose povecanju njihove
privlac¢nosti za goste (Ottenbacher i Gnoth,
2005). Osim toga, smatra se da su inovacije
kljuéni ¢inilac trziSne konkurentnosti, $to ih
¢ini znacajnim faktorom za unapredenje po-
slovanja (Arendt i sar., 2013). S obzirom na
ubrzani tempo Zivota i rada, zivotni ciklus
proizvoda i usluga koje ugostiteljstvo nudi
je znatno kra¢i nego u proslosti, $to namece
potrebu za stalnim uvodenjem novina u cilju
opstanka i ostvarivanja profitabilnosti. Je-
dan od oc¢iglednih primera koji to potvrduje
jeste stalna potreba za uvodenjem novih jela
u restoranima usled toga $to postojeca po-
staju manje atraktivna (Gagic, 2016).

U dana$nje vreme restorani su izloZeni
trzi$noj konkurentnosti brojnih restorana ra-
zlic¢itog nivoa i kivaliteta usluge. Osim toga,
dobijaju konkurenciju i u inostranim objek-
tima tako $to gosti svoja o¢ekivanja baziraju
na iskustvima o kvalitetu usluzivanja u tim
objektima (Chen i Elston, 2013). U ugosti-
teljstvu postoje dve vrste konkurencije: di-
rektna i indirektna. Direktna konkurencija
podrazumeva restorane koji pripadaju istom
tipu (nude sli¢nu kuhinju, dekor, prose-
¢an racun), a indirektnu konkurenciju Cine
objekti koji nisu sli¢ni po osnovu pomenutih
parametara, ali se bore za isto trziste (Drlje-
vi¢, 2016). Zadatak menazera, osim ostalih
obaveza, jeste da prati i analizira konkuren-
ciju 1 donosi odluke koje ¢e objektu kojim
rukovodi dati prednost u odnosu na konku-
rentske objekte.

Zakljucak

Savremeni trendovi razvoja gastronomi-
je 1 restoraterstva usmereni su na uvodenje
razli¢itih novina u ugostiteljsku ponudu. Te
novine uslovljavaju i promene u upravljanju
ovim objektima, $to od menadzera zahteva
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visok nivo znanja i potrebu za stalnim usa-
vrSavanjem i prac¢enjem konkurencije. Me-
nadzeri su postali klju¢ni ¢inioci uspesnosti
poslovanja kroz donoSenje odluka i prace-
nje njihovog sprovodenja. Osim menaZera,
veliki znacaj za uspeh imaju i ljudski re-
sursi koji su nerazdvojni deo ugostiteljskog
proizvoda.
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SHOULD I LOOK OR SHOULD I BOOK

0D ,,SAMO GLEDAM* DO REZERVACIJE AVIO KARTE

Abstract: The online booking behaviour
of tourist website visitors shows that there
is a transition from browsing to the pur-
chasing process. Potential travellers are
expected to benefit from a broad range of
market opportunities madeavailable by the
Internet, the most revolutionary of which is
the opportunity for price reductions as a di-
rect result of the elimination of intermediar-
ies in the travel industry distribution chain.
Customers have to deal with a variety of
challenges and limits when provided with
various alternatives for even simple and
low-cost travel bookings, and word-of-
mouth from online reviews acts as a vi-
tal source of information for customers.
A significant component in influenc-
ing customer decision-making is eWOM
and it is also a key factor in the individ-
ual booking of services and products.
Customers’ perception of the credibility of
reviews significantly influences their behav-
iouralintentions and the role of eWOM in
providing travel information and tourists’
behavioural intent can produce “myths” on
the opportunities for travel savings and air
tickets cost.

Keywords: tourism, airfares, eWOM,
booking cost savings, myths

Kljucne reci: turizam, avio karte,
eWOM, smanjenje troskova rezervacije,
mitovi

Introduction

Today’s cutting-edge in the travel sector
is e-commerce. It is one of the industries
where business is already being done suc-
cessfully on the Internet, and where the rele-
vance of e-commerce is expected to expand
even more(Anckar et al., 2000). Online
tourism booking refers to customers buying
tourism products and services such as air-
line tickets, hotel arrangements, travel pack-
ages, etc., through tourism service provid-
ers online(Chen & Li, 2020). According to
research (Zhu, 2014) on the online booking
behaviour of tourist websites visitors, there
is a transition from browsing to purchasing.
According to the studies on online tourist
booking behaviour (Chen & Mu, 2007) the
reasons why customers select online tour-
ism booking were time savings, comprehen-
sive information and low pricing.

Tourism eWOM (electronic word-of-
mouth) has been studied and researched for
about a decade. eWOM refers to the process
of individuals passing on good and bad com-
ments about products and services to other
consumers over the Internet (Bussiere, 2015).
After travel, 100 percent of internet users
(Jin, 2017) tend to share their experience via
online interaction and word-of-mouth from
these online reviews acts as a vital informa-
tion source for customers (Chevalier &May-
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zlin, 2006). Significant component in influ-
encing customer decision-making is eWOM
and it is also a key factor in booking services
and products (Chevalier &Mayzlin, 2006;
Shen et al., 2019).

Air travel is one of the most convenient
means of long-distance travel at both the re-
gional and international levels, and there are
undoubtedly many airline service providers
available on the global market. The tourist
industry and airlines are motivated to acquire
customers in a competitive environment.

For international trips in the past, the cus-
tomers mostly relied on the service of trav-
el products offered by travel agencies, but
nowadays, the variety of opportunities for
travel destinations, hotel reservations, and
flight ticket purchases has become diversi-
fied and subdivided through social media
and the Internet. The number of occasions
when travel arrangements are made, air-
plane tickets are purchased, and hotel rooms
are reserved as a result of various travel in-
formation given via social media has rapidly
increased. Furthermore, information may be
accessed and shared at any time or location,
allowing consumers to make more informed
decisions while planning international jour-
neys (Seo et al., 2020).

Should I look or should I book

Although visiting an airline’s represent-
ative office is still an option, there are alter-
native ways to book airline tickets without
the involvement of travel agencies. Inde-
pendent online reservations allow passen-
gers to compare the prices of tickets from
multiple airlines at the same time, giving
them additional alternatives to select from.
In terms of tourism and airline bookings,
one of the most often requested customer in-
quiries nowadays is related to questions on
how to purchase airline tickets online, and
the ever-increasing worldwide effect of the
Internet is demonstrating its true potential
in this field. The entire online booking pro-

cedure is incredibly quick, and reservations
may be made from any device, such as a
smartphone, tablet or laptop i.e. any device
with an Internet connection.

A reservation can be made using either
a direct or indirect booking method. Direct
channels are airline web presentations or ap-
plications that enable customers to make di-
rect reservations with their preferred airline,
and OTA (Online travel agency) booking
channels, such as Kayak, Expedia, or Sky-
Scanner, are examples of indirect booking
channels. Indirect channels provide a plat-
form where customers could compare and
ultimately select among several flights from
various airlines. The difference between in-
direct and direct channels makes a subtle dif-
ference in the reservation procedures, but the
primary priority when making travel book-
ings on the Internet is to select a journey that
satisfies the goals and needs of the customer.

Potential travellers are expected to bene-
fit from a broad range of market opportuni-
ties made available by the Internet, the most
revolutionary of which is the probability
of price reductions as a direct result of the
elimination of intermediaries in the travel
industry distribution chain. However, there
are numerous challenges to broad adoption
of online purchase solutions solely. The cus-
tomers may find it difficult to overcome the
problem of becoming lost in cyberspace, the
abundance of information, and ineffective
browsing (Anckar et al., 2000).

Customers must deal with a variety of
challenges and limits when provided with
various alternatives for even simple and
low-cost travel bookings. In the process of
booking, a traveller considers several fac-
tors. These factors might include cost, trav-
el duration, the number of stoppages, the
amount of luggage permitted and previous
customer comments, among others(Kumar
&Zymbler, 2019).

The Internet’s information overload is
a reality, as are numerous limitations when
making travel reservations. This means that
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customer online reservation systems, in
which the customer is in charge of preparing
the trip and making the arrangements, may
be far too complex for all but the most so-
phisticated users (Anckar et al., 2000).

Easyas1,2,3...?

Finding a reasonably priced ticket could
be challenging due to the frequent chang-
es in airfare prices and the great amount of
internet sites from which a ticket could be
purchased from (Santos Rodriguez, 2018).

Making an instant reservation for a flight
that is hours or days away can be expensive;
thus, the first step in understanding how to
book flights online is to plan a trip in advance.

Outline travel plans provide the idea of
the travel dates, which assists in the , hunt”
for flights that correspond to the plan. Cus-
tomers can also filter flights depending on
the destination and take flight prices into
account. Plan flexibility helps in identifying
days when tickets are less expensive, and cre-
ating an outline trip plan with flexible travel
dates may lead to cost savings (Figure 1).

Figure 1: Belgrade - Paris - Belgrade, flight prices overview, “magic number: 54” of
advance booking (Skyscanner)
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Once the approximate travel dates have
been decided, the next step in the online tick-
et booking procedure should be comparing
available flights. Customers have the option

of taking economical flights with low-cost
carriers or a luxury air travel arrangement
which will be reflected in the price.

Figure 2: Belgrade - Paris - Belgrade, flight options overview (Skyscanner)
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Significant savings may be accomplished
in a number of ways, whether in economy or
premium class of travel, e.g.:

e Campaign ticket purchase;

e Promotional coupons for discounted

ticket purchases;

e Purchase of ,light” economy class
rather than traditional economy class
(higher restrictions, impossibility of
refund in case of cancellation, only
hand luggage, etc.);

e Sponsored credit cards discounts;

e Refunds for certain payment types.

eWOM myths

Customers’ perception of the credibility
of reviews significantly influences their be-
havioural intentions and the role of online
resources, including eWOM, in providing
travel information and tourist’s behaviour-
al intent (Nechoud, et al., 2021) produced
“myths” on possibility of travel savings and
air tickets cost.

Myth 1 states that there is a month in
the year when tickets are the cheapest to
purchase. This myth relates to the gap be-
tween the time of booking and the planned
trip dates. The optimum time to buy cheaper
tickets is from 21 to 121 days in advance,
with 54 as a magic number (Cheapair, 2018).
This myth would apply to standard travels,
but not to travels planned for high-traffic
days, such as Christmas, New Year, and the
like. If customers book too far in advance,
the available rates will almost certainly be
higher, and if they decrease later, the pas-
senger will be unable to take advantage of
the reduced price without paying regular
change costs, therefore eliminating the pos-
sibility of saving.

Mpyth 2 states that there are particular
days of the week when tickets are less ex-
pensive to purchase. This myth relates to
the selection of a certain day of the week
for travel, regardless of whether it is a busy
season or not. Flights throughout the middle

of the week are less expensive, and cheap-
er tickets are more frequently available. It
would also be ,,wise” to avoid periods with
a high volume of transactions, such as pay-
check dates.

Myth 3 states that there is a time of day
when tickets are less expensive to purchase.
According to this belief, tickets should be
purchased on Tuesday night (after mid-
night). Why only on Tuesdays? According
to the myth, low-cost airline tickets become
available on Sunday evenings and passen-
gers have 24 hours to purchase them after
booking. At midnight on Tuesday, all dis-
counted tickets that were not purchased af-
ter the reservation merge back into the com-
pany’s systems, and it is then ,.the ideal time
of purchase.”

Myth 4 states that a person’s search his-
tory can influence the cost of available tick-
ets. According to this myth, it is preferable
to purchase tickets on a computer that has
had its cookies removed or on an entirely
different computer that has never looked
for flights before. This myth has spread so
far that in addition to the ,fact” that airlines
monitor your internet conduct, and perhaps
your IP address, frequent search on specific
tickets (and dates) increase the price of air
fare.

Given the eWOM’s immense power
(Nechoud, et al., 2021), even the “myths”
should not be disregarded, but rather uti-
lized to enhance the effectiveness of market-
ing approaches in the travel industries.

Conclusion

Several studies have examined the fac-
tors that impact airline service quality, such
as the quality of airline websites, airline
brand positioning, and the elements that
make up airline service quality, as well as
the passenger expectations. The vast major-
ity of studies have concentrated on the re-
lationship between airline service qualities
and overall service quality and/or satisfac-
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tion. The whole service quality and/or satis-
faction of airlines grows when service char-
acteristics perform well (Park et al., 2020).

Unlike other industries, the airline indus-
try’s products are seats and services, which
are both material and intangible as entire
services. Even if products are not sold,
they have a distinct feature where a certain
amount of money is spent, thus it is critical
to attract potential customers through vari-
ous marketing activities and, in the long run,
enhance brand values (Seo et al., 2020).

Despite the catastrophic downturn in
air travel caused by the COVID19 pandem-
ic, the travel industry’s push toward airline
retailing accelerated in 2020 and continued
in 2021 (IATA, 2021) and customers are
looking for travel information everywhere.
There is a great deal of information avail-
able online, but which one is more reliable
and trustworthy? To allow the customer to
accept and believe the source from which
it is coming, the resource must be credible.
With the influence of eWOM, significant
effort must be made to reduce and utilize
dissatisfied clients (Ahmad et al., 2020), as
eWOM adoption impacts decision making
on purchase behaviour of customers (Tien,
2019).

If a customer has a particular itinerary
in mind, he/she must be ready to purchase
when a good fare is offered as airfares are
subject to change quickly. It is risky to let
it go away as one ,,is thinking about it”.
While considering options, other customers
are keeping an eye on prices as well, and
someone else is likely to take advantage of
a low fare. It is vital to make a decisionfast
(Cheapair, 2018)as, in the end, customers
are evaluating the order of two basic states
of prices: whether it satisfies or does not
satisfy (Stili¢, 2019) their idea or what they
intend to pay for airfare.
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