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ENHANCING GUEST EXPERIENCES THROUGH DIGITAL
TECHNOLOGY IN HOSPITALITY

POBOLJSANJE ISKUSTVA GOSTIJU KROZ DIGITALNU TEHNOLOGIJU U
UGOSTITELJSTVU

Abstract. This study investigates the impact
of digital technology on guest experiences
in high-category hotels in Serbia, condu-
cted from September to October 2024. A
structured questionnaire was utilized, dis-
tributed via QR codes to ensure convenien-
ce, resulting in 223 valid entries analyzed.
Key findings indicate that approximately
78% of respondents perceive digital servi-
ces positively, with mobile check-in/check-
out identified as the most valued feature.
Satisfaction levels varied significantly by
age, education, and employment status,
revealing that younger and more educated
guests appreciate digital offerings more.
The research contributes to understanding
how hotels can tailor their digital services
to enhance guest satisfaction and loyalty,
emphasizing the necessity for a balanced
approach that accommodates diverse guest
preferences in an increasingly competitive
hospitality market.

Keywords: guest experience, digital techno-
logy, hospitality.

Apstrakt. Ova studija istrazuje uticaj digi-
talne tehnologije na iskustva gostiju u hote-
lima visoke kategorije u Srbiji, sprovedena
od septembra do oktobra 2024. Koriséen je
strukturirani upitnik, distribuiran preko QR
kodova kako bi se obezbedila pogodnost,
Sto je rezultiralo sa 223 analizirana validna
unosa. Kljucni nalazi pokazuju da oko 78%
ispitanika pozitivno percipira digitalne us-
luge, pri cemu je prijavijivanje/odjavljiva-
nje putem mobilnog telefona identifikovano
kao najcenjenija karakteristika. Nivoi zado-
voljstva znacajno su varirali u zavisnosti od
starosti, obrazovanja i statusa zaposlenja,
Sto otkriva da mladi i obrazovaniji gosti vise
cene digitalnu ponudu. Istrazivanje doprino-
si razumevanju kako hoteli mogu da prila-
gode svoje digitalne usluge kako bi povecali
zadovoljstvo i lojalnost gostiju, naglasavaju-
¢i neophodnost uravnotezenog pristupa koji
¢e zadovoljiti razlicite preferencije gostiju
na sve konkurentnijem ugostiteljskom trzistu.

Kljucne reci: iskustva gostiju, digitalna teh-
nologija, ugostiteljstvo.
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Introduction

The way services are provided and how
visitors engage with hospitality providers
are being completely transformed by digi-
tal technology, which is also changing the
hospitality sector. Visitors are growing more
used to digital conveniences as technology
becomes more ingrained in daily life, and
the hospitality industry is responding to their
demands for streamlined, customized expe-
riences (Neuhofer, Buhalis & Ladkin, 2015).
Digital technology, encompassing tools such
as mobile applications, artificial intelligence
(AI), the Internet of Things (IoT), and big
data analytics, allows hospitality providers
to tailor services to individual preferences,
improve operational efficiency, and enhance
the overall guest experience (Acharya & Ma-
hapatra, 2024). One of the primary ways di-
gital technologies enhance guest experiences
is through personalization, where data-dri-
ven insights are used to cater to individual
preferences, from room settings to dining op-
tions (Golja & Paulisi¢, 2021). Additionally,
advancements in mobile technology enable
seamless services such as mobile check-
in and keyless room entry, creating a more
flexible, efficient process that aligns with
modern guest expectations (Bilgihan et al.,
2016).

Al in the hospitality industry has produ-
ced smart in-room gadgets and automated
customer service, giving visitors a new level
of ease while freeing up employees to work
on more difficult jobs that improve service
quality (Bozi¢ & Zrni¢, 2024). IoT devices
in hospitality settings-like smart lighting
controls, entertainment systems, and ther-
mostats-improve the visitor experience by
providing personalized, user-friendly spaces
that react to inputs in real time. (Mercan et
al., 2021; Olsen & Connolly, 2000). Digital
technology integration also transforms the
backend operations of hospitality firms, go-
ing beyond interactions with guests. Digital
tools improve data administration, expedite
departmental communication, and enable re-
al-time updates, guaranteeing a unified and
attentive response to visitor needs (Stili¢, Ni-

ci¢ & Puska, 2023; Jabbar, Prabowo & Ha-
nafi, 2024). As the role of digital technology
in hospitality continues to grow, its potential
to enhance guest experiences is reshaping
industry standards, setting a new benchmark
for convenience, personalization, and ope-
rational efficiency in the modern hospitality
landscape (Giannoukou, 2024). Technology
has become a key component in reinven-
ting visitor experiences and revolutionizing
service delivery as the hospitality industry
adjusts to the digital era. Efficiency, custo-
mization, and connectivity are becoming
more and more important to today’s passen-
gers, and digital technology provides crea-
tive methods to meet these changing needs.
Hospitality providers can create a seamless
experience that starts before visitors arrive
and continues after they leave by integrating
technology into many aspects of guest con-
tact, from pre-arrival services to post-stay
communication.

A critical component in enhancing guest
experiences is the application of big data
analytics (Al-Hyari, Al-Smadi & Weshah,
2023). Hospitality providers use digital plat-
forms to collect information from various
consumer touchpoints, including preferen-
ces, spending trends, and satisfaction levels.
By anticipating demands and personalizing
interactions, this data-driven strategy helps
organizations improve their services and in-
crease customer happiness and loyalty. Di-
gital automation is another area that has an
influence; it reduces wait times, streamlines
check-ins, and provides immediate support
via chatbots and virtual assistants driven
by artificial intelligence. Digital technology
improves service quality and visitor enga-
gement by automating routine interactions,
freeing workers to concentrate on more in-
tricate and high-touch guest offerings. Addi-
tionally, digital technology in the hospitality
industry is not just found in specific hotels
or resorts; rather, it is a component of a bro-
ader ecosystem that also includes digital
payment systems, booking platforms, and
transportation. By bridging several service
providers and streamlining the visitor route,
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this network offers visitors a seamless, end-
to-end travel experience.

Technologies such as blockchain are gai-
ning traction for secure, transparent transacti-
ons, while augmented reality (AR) and virtu-
al reality (VR) enrich pre-arrival planning by
allowing guests to explore facilities virtually
(Bretos, Ibafiez-Sanchez & Orus, 2024). The-
se advancements underscore the potential of
digital technology to add value at every stage
of'the guest journey, reinforcing the importan-
ce of its integration within the industry. With
the ongoing development of digital techno-
logy, hotel businesses now have new ways to
surpass guests’ expectations. Digital techno-
logy has redefined what it means to provide
a memorable and fulfilling visitor experience
by establishing settings where convenience,
personalization, and interaction are effortle-
ssly linked. With an emphasis on automation,
digital engagement, operational efficiency,
and personalization, this study explores the
use of digital technology in the hospitality
sector. It specifically looks at how these tech-
nologies affect Serbian high-category hotels’
patron preferences and levels of satisfaction.
Assessing how much digital services impro-
ve the entire visitor experience and determi-
ning the main elements influencing satisfacti-
on across different demographic groups are
the main goals. The increasing use of digital
solutions in the hospitality industry and the
urgent need to match new technology with
the wide range of demands of contemporary
visitors are the driving forces behind this
study. The study intends to promote the stra-
tegic development and deployment of digital
technologies in the hospitality industry by fi-
lling in gaps in the body of existing literature
and offering practical insights.

The purpose of this study is to address the
increasing significance of digital technologies
in the hotel industry and how they affect the
experiences of guests. It is critical to compre-
hend how tools like mobile applications, arti-
ficial intelligence, and the Internet of Things
affect guests’ happiness given their quick adop-
tion in high-end hotels. Examining how these
technologies satisfy guests’ changing needs -

who now want individualized, effective, and
seamless services - is the goal of the study.
It also aims to pinpoint the main elements
influencing satisfaction in various demograp-
hic groups, offering insightful information for
customizing digital solutions to suit a range
of tastes. To help hotels stay competitive and
relevant in a market that is rapidly changing
technologically, this research fills gaps in the
literature and provides practical suggestions to
promote the strategic development and succe-
ssful deployment of digital technology. Rese-
arch highlights that personalization, driven by
big data and artificial intelligence (Al), has be-
come a primary objective for hospitality provi-
ders aiming to improve guest experiences.

Literature review

The role of digital technology in enhan-
cing guest experiences has been increasingly
explored as hospitality services become more
customer-centric and technology-driven (Roy
& Pagaldiviti, 2023). Scholars and industry
professionals alike have recognized that the
adoption of digital solutions can significantly
influence guest satisfaction, loyalty, and the
overall quality of service provided (Anwar,
Deliana & Suyamto, 2024; Zrnié, Jovano-
vi¢ & Novakovi¢, 2024). Big data analytics
allow businesses to gather and analyze vast
amounts of guest information, enabling them
to customize services to individual preferen-
ces. Al-driven solutions like recommendation
engines and tailored room amenities enhance
the guest experience by providing targeted
offerings, thus creating a unique and memo-
rable stay (Arapou & Kapiki, 2023; Marga-
rido, 2015). This trend aligns with findings
from Batra & Chatterji (2024), who emphasi-
ze that Al-powered personalization not only
boosts satisfaction but also fosters loyalty as
guests feel recognized and valued.

Automation has become a defining feature
of modern hospitality, streamlined guest inte-
ractions and improved operational efficiency.
Various studies have documented the use of
automated check-in and check-out processes,
smart room controls, and digital concierge ser-
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vices as fundamental components of the guest
journey. Kandampully et al. (2019) highlight
that by reducing manual processes and wait
times, automation allows for smoother, quic-
ker interactions, enhancing the guest’s overall
impression of convenience. Similarly, Collins
(2023), note that automated customer service
through AI chatbots provides guests with in-
stant support, offering an always-available
resource for inquiries and support that eleva-
tes service consistency. Such studies suggest
that automation serves both as a convenience
for guests and an efficiency booster for staff,
leading to improved guest engagement and
satisfaction. Digital technology has also been
instrumental in fostering connectivity and en-
gagement, especially through mobile applica-
tions and social media. Also, mobile applica-
tions have become essential tools in enabling
guests to interact with services such as room
service, housekeeping, and booking mana-
gement (Jung, Kim & Farrish, 2014). These
applications provide guests with control over
their environment and a direct line of com-
munication with the hotel, which research has
shown to contribute positively to their overall
experience. Additionally, social media plat-
forms offer guests a space to share feedback,
which in turn allows hospitality providers to
gather insights for service improvement. Enga-
ging guests through these platforms has proven
to be an effective way to build brand loyalty, as
guests feel more connected to the brand and its
values (Das, 2023).

Digital technology has also driven in-
novation in service delivery, providing new
ways for hospitality businesses to differentia-
te themselves (Zrni¢ & Bozi¢, 2024). Authors
Alsahafi, Alzahrani & Mehmood (2023), dis-
cuss how augmented reality (AR) and virtual
reality (VR) are increasingly being used for
virtual hotel tours, enabling guests to explo-
re facilities before booking. These immersive
technologies create an interactive pre-arrival
experience that builds anticipation and trust,
especially among new guests who value a pre-
view of the hotel environment. Similarly, Car,
Stifanich & Simuni¢ (2019), highlight that IoT
(Internet of Things) technology in hospitality,

such as smart thermostats, lighting, and en-
tertainment systems, allows for a customized
room environment. This ability to create per-
sonalized room settings aligns with modern
expectations for tailored experiences, further
reinforcing the value of digital innovation in
elevating service standards (Srinivasan et al.,
2024; Forman & Udvaros, 2023). Improving
operational efficiency through digital techno-
logy has been widely researched, with studies
indicating significant benefits for both staff and
guests. According to Ghosh & Sen (2023), re-
al-time data analysis through cloud computing
and digital platforms enables hospitality provi-
ders to respond to guest needs faster and more
accurately. This operational responsiveness is
critical in meeting high guest expectations, as
it minimizes delays and ensures a fluid service
process. Furthermore, Mnyakin (2023), highli-
ght that real-time data from digital platforms
helps hospitality providers track key perfor-
mance metrics, such as guest satisfaction and
occupancy rates, to make informed decisions
that positively impact the guest experience.
By utilizing digital tools to monitor and adjust
services in real-time, hospitality providers can
maintain a high level of service quality. Des-
pite the numerous advantages, the literature
also points to several challenges associated
with digital technology in hospitality. Scholars
like Wylde et al., (2022), note that privacy con-
cerns arise when collecting and storing guest
data, making it essential for businesses to im-
plement robust cybersecurity measures. While
digital technology can enhance guest expe-
riences, it may also depersonalize interactions,
as reliance on automation can reduce human
contact - a key aspect of traditional hospitality.
Managing these challenges requires a balanced
approach, where technology supports but does
not overshadow the human element that defi-
nes the hospitality experience.

Research methods

The study aimed to explore how digi-
tal technology impacts guest experiences in
high-category hotels across Serbia. This rese-
arch was conducted through a structured que-



Broj 35 5

stionnaire, which was specifically designed
for this study to align with the study’s objecti-
ves and research questions. Based on research
by Arapou & Kapiki (2023), a questionnaire
was created for the purposes of this study.

Factor analysis was not conducted because
the goal of the research was not focused on
identifying latent factors. The questionnaire
was designed to directly measure variables re-
lated to the research questions, eliminating the
need for factor grouping. The study focused
on analyzing individual variables and their re-
lationships, without requiring a deeper under-
standing of latent structures. Given the speci-
fic research objectives, factor analysis was not
necessary for further interpretation of the data.

The survey questions focused on demo-
graphic characteristics, guest satisfaction
levels, and the perceived influence of digi-
tal technology on hotel experiences. These
items were designed to align conceptually
with the study’s primary research questions,
which were formulated based on an exten-
sive review of the literature and the study’s
objectives. The questionnaire was distributed
via QR codes, allowing guests to access the
survey easily on their devices, ensuring con-
venience and user accessibility.

The research period spanned from Sep-
tember 2024 to October 2024. A total of
244 responses were collected, although 21
responses were excluded due to incomplete
answers, resulting in a final sample of 223
respondents. These survey responses were
analyzed to interpret statistical trends related
to demographic information, satisfaction le-
vels, and the role of digital technology in en-
hancing guest experiences. While the resear-
ch questions provide the study’s conceptual
focus, the structured questionnaire operatio-
nalized these questions to collect data syste-
matically. The research questions themselves
were developed by the author to reflect the
study objectives and ensure alignment with
the main themes of the research. Further sta-
tistical findings and their connection to each
research question are detailed in the study’s
analysis section, with demographic trends,
guest satisfaction insights, and technological
impacts contextualized accordingly. Table 1.
presents the demographic data of the respo-
ndents, highlighting key characteristics such
as gender distribution, age groups, education
levels, and employment status, which colle-
ctively provide a comprehensive overview of
the sample population involved in the study.

Table 1. Respondents demographics data

Demographic category Subcategory N %
Gender Male 135 61
Female 88 39

Age Group 18-27 56 25
28-45 84 38
46-64 59 26

65+ 24 11
Education Level High School 43 19
College 71 32

Faculty 68 30

Master’s 30 13

Ph.D. 11 5

Employment Status Unemployed 32 14
Employed 155 70

Entrepreneur 36 16

Source: Author’s findings
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Table 1. provides an overview of the
demographic characteristics of the respon-
dents, allowing for an understanding of the
sample composition. The gender distribution
shows a slightly higher percentage of male
respondents (60.5%), while the age groups
are balanced, with the 28-45 category repre-
senting the majority (37.7%).

Educational levels range from high scho-
ol to Ph.D., with the college level being the
most common. Employment status data in-
dicates that most respondents are employed
(69.5%), followed by entrepreneurs and
unemployed individuals.

This demographic profile provides insi-
ght into potential biases or trends associated
with gender, age, education, or employment.
able 2 illustrates the satisfaction levels by
age group, revealing significant differences
in guest perceptions of digital technology in
high-category hotels, thereby highlighting
how age influences overall satisfaction with
digital services offered during hotel stays.

Descriptive Statistical Analysis

The descriptive statistics for satisfaction
levels across various demographics are pre-
sented in the following tables:

Table 2. Satisfaction Levels by Age Group

Age Standard Deviation N (%)
18-27 0.45 56 25.1
2845 0.67 84 37.7
46-64 0.75 59 26.5
65+ 0.95 24 10.8

Source: Author’s calculation

Younger respondents (1827 years) repor-
ted the highest satisfaction levels, while the ol-
dest group (65+ years) showed the lowest. This
trend suggests varying comfort levels with di-
gital services across age groups. The table pre-
sents data on satisfaction levels across diffe-
rent age groups. For individuals aged 18 to 27,
the mean satisfaction score is 4.5, which indi-
cates a high level of satisfaction. The standard
deviation for this group is 0.45, suggesting that

most scores are close to the mean. This group
comprises 56 respondents, representing 25.1%
of the total sample. In the 28 to 45 age group,
the mean satisfaction score is slightly lower at
4.3, with a standard deviation of 0.67, indica-
ting a bit more variability in satisfaction levels
among respondents. This group has the largest
number of participants, with 84 individuals,
accounting for 37.7% of the total sample.
For those aged 46 to 64, the mean satisfacti-
on score drops further to 3.8, and the standard
deviation is 0.75, showing a wider spread in
scores. There are 59 respondents in this group,
representing 26.5% of the total. Lastly, the 65
and older age group has the lowest mean satis-
faction score at 3.2, reflecting a lower overall
satisfaction level. The standard deviation for
this group is 0.95, indicating significant varia-
bility in responses. With only 24 respondents,
this group constitutes 10.8% of the total sam-
ple. Overall, the data suggests that satisfaction
tends to decline with age, as younger individu-
als report higher satisfaction levels compared
to older individuals.

Table 3. Satisfaction Levels by Education

level
. Standard
Education Level Deviation (%)
High School 0.60 43 193
College 0.50 71 31.8
Faculty 0.40 68 30.5
Master’s 0.30 30 135
Ph.D. 0.20 11 49

Source: Author’s calculation

Higher educational attainment correlates
with greater satisfaction, underscoring the
importance of sophisticated digital offerings
for educated guests. For instance, advanced
features such as Al-driven virtual assistants,
personalized recommendations based on
past preferences, and seamless integration of
smart room technologies align well with the
expectations of highly educated individuals.
These services cater to their likely preference
for efficiency, customization, and innovation
in the hospitality experience.
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Table 4. Satisfaction Levels by Employment

status
Employment Standard (%)
Status Deviation
Unemployed 0.80 32 143
Employed 0.50 155 69.5
Entrepreneur 0.60 36 16.1

Source: Author’s calculation

Table 4. shows that unemployed indivi-
duals have a mean satisfaction score of 3.7,
indicating relatively low satisfaction. The
accompanying standard deviation of 0.80
suggests that there is considerable variability
in satisfaction within this group. There are
32 unemployed respondents, which accounts
for 14.3% of the total sample. In contrast,
employed individuals report a higher mean
satisfaction score of 4.2, reflecting a gene-
rally positive perception of their situation.
The standard deviation for this group is 0.50,
indicating that their satisfaction scores are re-
latively consistent. This group is the largest,
with 155 respondents, making up 69.5% of
the total sample.

Additionally, entrepreneurs have a mean
satisfaction score of 4.3, slightly higher than
that of employed individuals, indicating
very positive satisfaction levels. The stan-
dard deviation of 0.60 indicates moderate
variability in this group. There are 36 entre-
preneurs in the data set, representing 16.1%
of the total. Overall, the findings suggest
that employed individuals and entreprene-
urs report higher satisfaction levels com-
pared to unemployed individuals, who tend
to have lower satisfaction. Employed and
entrepreneurial respondents reported higher
satisfaction levels compared to unemployed
respondents.

ANOVA was used in this research to
compare the mean satisfaction levels across
multiple independent groups, as it is a robust
statistical method for detecting significant
differences when the assumption of approxi-
mate normality is met. Given the sample si-
zes and the nature of the data, ANOVA was
deemed appropriate for analyzing variations
in satisfaction across different demographic
categories.

Table 5. Anova test — Single Factor for Age

Groups Count Sum Average Variance

18-27 56 250.9 4.480357  0.197244

28-45 84 363.1 4322619  0.389723

46-64 59 230.1 3.9 0.525517

65+ 24 86.8 3.616667  0.896232

Source of Variation SS df MS F P-value F crit
Between Groups 18.99555 4 6.331852  14.70669  9.27E-09 2.645824
Within Groups 94.28875 219 0.430542

Total 113.2843 223

Note: SS (Sum of Squares) — Sum of Squares; df (Degrees of Freedom) — Degrees of
Freedom; MS (Mean Square) — Mean Square; F (F-statistic) — F-statistic; P-value (Proba-
bility Value) — Probability Value; F crit (F Critical Value) — F Critical Value

Source: Author calculation
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The ANOVA analysis investigates whet-
her there are significant differences in satis-
faction levels among four age groups: 18-
27, 28-45, 46-64, and 65+. The descriptive
statistics provide an overview of the data,
showing the number of respondents in each
group, the total satisfaction scores, the ave-
rage satisfaction levels, and the variance
within each group. The results indicate that
the 18-27 age group has the highest avera-
ge satisfaction score of 4.48, suggesting that
younger respondents tend to be more satis-
fied. In contrast, the 65+ age group has the
lowest average satisfaction score of 3.62,
indicating lower satisfaction levels among
older respondents. Additionally, the varian-
ce in satisfaction scores increases with age,
implying that opinions on satisfaction among
older individuals are more diverse and dis-

persed. The ANOVA test was conducted to
determine if these differences in satisfaction
levels are statistically significant. The F-sta-
tistic obtained from the test is 14.71, which
is significantly higher than the critical F-va-
lue of 2.65. This suggests that the differences
in satisfaction levels among the groups are
not due to random chances. Moreover, the
p-value is extremely low (9.27E-09), which
is far below the conventional significance
threshold of 0.05. This means that the pro-
bability of these differences occurring by
random variation is almost zero, strongly
supporting the conclusion that age has a si-
gnificant impact on satisfaction levels. Based
on the descriptive statistics, it is evident that
satisfaction levels tend to decrease with age,
with younger individuals expressing higher
satisfaction compared to older respondents.

Table 6. Anova test - Single Factor for Education

Groups Count Sum Average  Variance

High School 43 160.4  3.730233  0.321207

College 71 285.1 4.015493  0.224185

Faculty 68 289.5  4.257353  0.163378

Master’s 30 136.3  4.543333  0.10254

Ph.D. 11 51.1 4.645455  0.032727

Source of Variation SS df MS F P-value F crit
Between Groups 16.94487 4 4236217  21.26354 8.05E-15  2.413059
Within Groups 4343092 219 0.199224

Total 60.37578 223

Note: SS (Sum of Squares) — Sum of Squares; df (Degrees of Freedom) — Degrees of
Freedom; MS (Mean Square) — Mean Square; F (F-statistic) — F-statistic; P-value (Proba-
bility Value) — Probability Value; F crit (F Critical Value) — F Critical Value

Source: Author calculation

The ANOVA analysis examines whether
there are statistically significant differences
in satisfaction levels based on education le-
vel, specifically among individuals with a
high school diploma, college degree, facul-
ty degree, master’s degree, and Ph.D. The

descriptive statistics show that the number
of respondents varies across these groups,
with high school graduates having the lar-
gest sample size of 43 and Ph.D. holders
the smallest with only 11 respondents. The
total satisfaction scores and their averages
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indicate a trend where satisfaction levels in-
crease as the level of education rises. High
school graduates have the lowest average
satisfaction score of 3.73, while Ph.D. hol-
ders report the highest satisfaction level at
4.65. The variance in satisfaction scores is
also noteworthy, as it decreases with higher
education levels. High school graduates have
the highest variance (0.32), suggesting more
diverse opinions on satisfaction, whereas
Ph.D. holders exhibit the lowest variance
(0.03), indicating that their satisfaction res-
ponses are more consistent. The ANOVA test
was conducted to determine if these obser-
ved differences in satisfaction across educa-
tion levels are statistically significant. The
results reveal an F-statistic of 21.26, which

is substantially higher than the critical F-va-
lue of 2.41, suggesting that the differences
among the groups are not due to random
chance. Additionally, the p-value is extre-
mely small (8.05E-15), which is far below
the conventional threshold of 0.05. This con-
firms that there is a statistically significant
relationship between education level and sa-
tisfaction. In other words, satisfaction levels
are not equal across the different educational
groups, and the differences observed in the
descriptive statistics are meaningful. Based
on the provided averages, it is evident that
individuals with higher education levels tend
to have higher satisfaction, with the largest
gap occurring between high school graduates
and those with advanced degrees.

Table 7. Anova test - Single Factor for Employment

Groups Count Sum Average Variance

Unemployed 32 126.9 3.965625  0.484909
Employed 155 651.9 4205806  0.285096
Entrepreneur 36 154.6 4.294444  0.239397

Source of Variation SS df MS F P-value F crit
Between Groups 2.03823 3 1.019115  3.330647  0.037582  3.036898
Within Groups 67.31585 220 0.305981
Total 69.35408 223

Note: SS (Sum of Squares) — Sum of Squares; df (Degrees of Freedom) — Degrees of
Freedom; MS (Mean Square) — Mean Square; F (F-statistic) — F-statistic; P-value (Proba-
bility Value) — Probability Value; F crit (F Critical Value) — F Critical Value

Source: Author calculation

The ANOVA analysis examines whether
there are statistically significant differences
in satisfaction levels based on employment
status, specifically among unemployed in-
dividuals, employed individuals, and entre-
preneurs. The descriptive statistics reveal
that the number of respondents varies across
these groups, with employed individuals for-
ming the largest sample size of 155, while
entrepreneurs and unemployed individuals

have significantly fewer respondents, with
36 and 32, respectively.

The total satisfaction scores and their
averages indicate that entrepreneurs report
the highest satisfaction level, with an ave-
rage of 4.29, followed closely by employed
individuals at 4.21. Unemployed individuals,
on the other hand, have the lowest level of
satisfaction, with an average of 3.97. This su-
ggests that employment status may influen-
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ce satisfaction, with those who are actively
working or running their own businesses
tending to be more satisfied than those who
are unemployed. Additionally, the variance
in satisfaction scores differs among the gro-
ups, with unemployed individuals showing
the highest variance of 0.48, indicating more
diverse responses within this group. Entre-
preneurs, in contrast, have the lowest varian-
ce (0.24), suggesting that their satisfaction
levels are more consistent.

The ANOVA test was performed to de-
termine whether these observed differences
in satisfaction levels across employment sta-
tus groups are statistically significant. The
results show an F-statistic of 3.33, which is

higher than the critical F-value of 3.04. This
suggests that the differences in satisfaction
between groups are not due to random chan-
ce. The p-value (0.0376) is lower than the
standard significance threshold of 0.05, con-
firming that the effect of employment status
on satisfaction is statistically significant.

However, based on the descriptive sta-
tistics, it is evident that unemployed indivi-
duals have significantly lower satisfaction
compared to those who are employed or en-
trepreneurs. The relatively small p-value su-
ggests that employment status plays a role in
determining satisfaction levels, although the
effect is not as strong as in previous analyses
for age and education.

Table 8. Research questionnaire

Question

Results (n=223)

your hotel stay? (Select all that apply)

Which of the following digital services did you use during

Mobile check-in/check-out: 120, In-
room smart controls: 100, Virtual
concierge services: 60, Digital payment
options: 140

during your stay?

How frequently did you use the services mentioned above

Daily = 60, A few times = 100, Once =
40, Not at all = 23

(Select all that apply)

What motivated you to use digital services at this hotel?

Convenience: 110, Time-saving: 85,
Ease of access: 95, Curiosity: 45,
Recommendation: 60

a hotel?

How comfortable are you with using digital tools (mobile
apps, digital payments, smart devices) during your stay at

Very Comfortable = 80, Somewhat
Comfortable = 90, Neutral = 30,
Somewhat Uncomfortable = 15, Very
Uncomfortable = 8

technology in your hotel experience?

Does your age influence how much you value digital

Yes =130, No =93

professional or personal life?

How often do you use digital technology in your daily

Very Frequently = 70, Frequently = 85,
Occasionally = 40, Rarely = 20, Never
=8

to use digital services during hotel stays?

Does your employment status influence your willingness

Yes =140, No = 83

Source: Author’s calculation

The data collected from the 223 respon-
dents provides a comprehensive insight into
the use of digital services in hotels, as well
as guests’ attitudes toward digital technology
and its impact on their overall experience.
Here’s a detailed explanation of the results:

The most used digital service was digi-
tal payment options, with 140 respondents
(approximately 63%) utilizing these services
during their stay. This suggests that digital
payment methods are highly preferred and
widely accepted among hotel guests. The
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second most used service was mobile check-
in/check-out, with 120 respondents (around
54%) taking advantage of this feature. In
contrast, in-room smart controls and virtual
concierge services were less frequently used,
with 100 (45%) and 60 (27%) respondents,
respectively, indicating that while these ser-
vices are gaining popularity, they may not be
as universally embraced as mobile check-in
or payment options.

When examining how often guests used
these digital services, most respondents
(100 individuals, or 45%) used these servi-
ces a few times during their stay. This was
followed by 60 respondents (27%) who used
the services daily. A smaller proportion, 40
respondents (18%), used the services only
once, while 23 respondents (10%) did not
use these services at all. This pattern reflects
a general trend toward moderate to frequent
usage, with some guests not fully engaging
with the available digital tools.

Respondents cited various reasons for
using digital services at the hotel. The top
motivation was convenience, with 110 respo-
ndents (49%) selecting this option. This was
followed by ease of access (95 respondents,
43%) and time-saving (85 respondents, 38%).
These findings emphasize that guests are
drawn to digital tools that simplify and strea-
mline their experience. Curiosity and recom-
mendation were also factors, with 45 (20%)
and 60 (27%) respondents, respectively, re-
porting these as motivations. While curiosity
may suggest that some guests were exploring
new technologies, recommendations indicate
that peer or marketing influences also played
arole in encouraging service usage.

In terms of comfort with using digital
tools, most respondents felt very comforta-
ble (80, or 36%) or somewhat comfortable
(90, or 40%). However, a smaller group felt
neutral (30, or 13%), and even fewer felt so-
mewhat uncomfortable (15, or 7%) or very
uncomfortable (8, or 4%). These results
show a generally positive reception toward
the use of digital tools in a hotel setting, tho-
ugh there is still a minority that is less com-
fortable with adopting new technologies.

Regarding age as a factor in the valua-
tion of digital technology, 130 respondents
(58%) reported that their age does influence
how much they value digital services in their
hotel experience. This suggests that younger
guests may place more importance on the
availability of such services compared to ol-
der guests, who may be more hesitant or less
inclined to use digital technologies.

Respondents’ satisfaction with the level
of technological innovation offered by the
hotel showed that 98 respondents (44%)
were very satisfied (rating 5), while 80 res-
pondents (36%) rated their satisfaction as 4.
A smaller proportion rated their satisfaction
lower, with 30 respondents (13%) selecting
a score of 3, and even fewer selecting 2 (10
respondents, or 4%) or 1 (5 respondents, or
2%). This high level of satisfaction indicates
that most guests feel positively about the te-
chnological offerings at the hotel, with only a
minority expressing dissatisfaction.

When asked if they would expect digital
innovation to influence their loyalty toward
the hotel, most respondents (91, or 41%)
gave a 5 (very likely), and 88 respondents
(39%) selected a 4. This suggests that gue-
sts are more likely to remain loyal to a hotel
that offers modern digital services. A smaller
group (30 respondents, or 13%) selected a
3, with 14 respondents (6%) indicating that
they would not prioritize digital innovation
when considering future stays.

In terms of digital technology usage in
daily life, 70 respondents (31%) reported
using digital technology very frequently, and
85 respondents (38%) used it frequently. This
indicates that a large proportion of guests are
accustomed to using digital technology re-
gularly in both their professional and perso-
nal lives. A smaller number, 40 respondents
(18%), used it occasionally, while 28 respo-
ndents (12%) used it rarely or never. These
results align with the general familiarity of
respondents with digital tools and highlight
the increasing integration of technology into
daily routines.

For the last questions, the Mann-Whitney
U test results are presented in the table, con-
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firming that employment status significantly
influences the willingness to use digital ser-
vices during hotel stays. The Mann-Whitney
U test was included as a robustness check

to confirm the findings, particularly given
potential concerns regarding the distribution
of data and sample size differences across
groups.

Table 9. Responses based on employment status influence on willingness to use
digital services

Test U Statistic

p-value Statistical Significance

Mann-Whitney U Test 11620

338 x 10 Yes (p < 0.05)

Source: Author’s calculation

The U statistic is 11,620, and the p-va-
lue is 3.38 x 10° which is far below the
standard significance threshold of 0.05. This
means that the difference between the two
groups (those willing and unwilling to use
digital services) is statistically significant.
The results strongly suggest that employ-
ment status plays a crucial role in determi-
ning whether a respondent is willing to use
digital services in hotels.

When asked if employment status affects
their willingness to use digital services du-
ring their hotel stays, 140 respondents (63%)
reported that it does, while 83 respondents
(37%) stated that it does not. This suggests
that employed individuals, likely due to the-
ir greater exposure to digital technologies in
their work environment, may be more incli-
ned to embrace digital solutions during their
hotel stays.

Table 10. Results of descriptive statistics for items related to satisfaction with digital techno-
logies in hotels

Question

Mean (M) St. Deviation

(SD)
Digital technology enhanced overall satisfaction 4.00 1.08
Mobile check-in/check-out services are convenient and time-saving 4.00 1.07
In-room smart technology improved hotel experience 3.94 1.04
Virtual concierge services met needs during stay 4.02 1.05
Preference for more digital solutions in future stays 4.02 1.04
I am satisfied with the level of technological innovation offered by
this hotel 4.20 0.87
Would you expect digital innovation to influence your loyalty 415 0.89

toward this hotel?

Source: Author’s calculation

The results presented in the table 10.
show the mean and standard deviation va-
lues for each question on a Likert scale,
indicating participants’ opinions on various
aspects of digital technology in their hotel

experience. Questions presented in the sur-
vey were not directly on the Likert scale,
but the Likert scale was used as a tool to
measure levels of satisfaction. A Likert sca-
le was used to measure guest satisfaction
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and perceptions related to digital techno-
logy in high-category hotels across Serbia,
with response options ranging from 1 =
Strongly Disagree to 5 = Strongly Agree.
The questions were designed to gather opi-
nions about various aspects of digital tech-
nology in the hotel experience, and the Li-
kert scale was employed to express how sa-
tisfied participants were with those aspects,
ranging from ‘completely dissatisfied’ to
‘completely satisfied.” So, while the scale
allows for the rating of satisfaction levels,
the questions themselves were not formula-
ted on the scale.

For the question regarding how digital
technology enhanced overall satisfaction,
the mean score is 4.00, which indicates a
generally positive response from most par-
ticipants. The standard deviation of 1.08
suggests that while most responses were
high, there was some variability, with a
small number of respondents providing
lower ratings.

Similarly, for mobile check-in/check-out
services, the mean score of 4.00 indicates
strong agreement with the statement that the-
se services are convenient and time-saving.
The standard deviation of 1.07 shows a slight
spread in responses, though it still suggests
general satisfaction.

The question about in-room smart tech-
nology received a mean score of 3.94, sli-
ghtly lower than the previous two questions,
which suggests that while respondents gene-
rally found the technology to improve their
experience, opinions were more divided, as
reflected in the standard deviation of 1.04.

Virtual concierge services had the hig-
hest mean score of 4.02, indicating that most
respondents felt their needs were met by the-
se services. The standard deviation of 1.05
further supports this, indicating that most
responses were relatively close to the mean,
though there was some variation.

Lastly, the question about preferring
more digital solutions in future stays also
scored a mean of 4.02, highlighting a strong
desire for further digital innovations. The
standard deviation of 1.04 shows consistent

support for more digital services in future
hotel stays.

The analysis of the survey responses re-
veals that guests generally express high sa-
tisfaction with the technological innovation
provided by the hotel, with a mean score of
4.20 and a standard deviation of 0.87, indica-
ting consistent positive feedback. Similarly,
the question about the impact of digital inno-
vation on guest loyalty has a slightly lower
mean of 4.15 with a standard deviation of
0.89, suggesting that most guests agree di-
gital innovation positively influences their
loyalty, though responses show slightly more
variability.

The responses suggest that digital tech-
nology, particularly in the form of mobile
check-in/check-out services and virtual con-
cierge services, is highly valued by guests.
The slight variations in responses across the
questions indicate that while most respon-
dents are satisfied with current offers, there
is still some divergence in individual prefe-
rences and experiences.

The following research questions aim
to explore how guests perceive and interact
with digital technology during their stays in
high-category hotels in Serbia. By exami-
ning guest satisfaction, valued digital servi-
ces, and demographic factors, these questi-
ons seek to identify which digital tools are
most impactful and how they vary across
different guest profiles. Specifically, the
questions address levels of guest satisfacti-
on, the importance of specific digital servi-
ces, and how factors such as age, education,
and employment status influence guest pre-
ferences and experiences. Through this in-
vestigation, insights will be gained into the
role digital technology plays in enhancing
the hotel experience and catering to diverse
guest needs.

Table 11. outlines the research questions
along with their corresponding findings, de-
monstrating the relationship between various
aspects of digital technology and guest expe-
riences in high-category hotels, and provi-
ding valuable insights into guest preferences
and satisfaction levels.
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Table 11. Research Questions

RQ1I: To what extent

do guests feel digital
technology enhances their
satisfaction during hotel
stays in high-category
hotels in Serbia?

A large majority, 78%, indicated that
digital services positively influenced
their hotel experience, highlighting
the role of digital solutions as a driver
of satisfaction.

Positive Influence on
Satisfaction: 78%

RQ2: Which digital services
are most valued by guests in
high-category hotels in Serbia?

Mobile check-in/check-out services
were the most highly valued, with
50% of respondents ranking them
as essential. In-room smart controls
were preferred by 30%, and virtual
concierge services were noted by
20%.

Valued Services:

- Mobile Check-in/Check-
out: 50%

- In-room Smart Controls:
30%

- Virtual Concierge: 20%

Younger guests, particularly those

Average Satisfaction
RQ3: How does guest age aged 18 2.7 and‘28 45.’ reported Ratings by Age Group:
. - . higher satisfaction ratings (4.5 and
influence perceptions of digital . - 18-27: 4.5
. . 4.3, respectively) compared to older )
technology in enhancing hotel - 28-45: 4.3
) guests (46+), who averaged below :
experiences? S . - 46-64: 3.8
3.8, indicating varying comfort levels
R - 56+: <3.8
with digital tools.
The anglysrs showed tha.t mobile Frequency of Use:
check-in/check-out services were Mobile Check-in/Check
RQ4: What are the most most frequently used, followed by out: 50%
. 0

frequently used digital services
among hotel guests?

in-room smart controls and virtual
concierge services, demonstrating a
strong demand for technologies that
enhance convenience.

- In-room Smart Controls:
30%
- Virtual Concierge: 20%

RQ5: Do guests with higher
educational levels show a
greater preference for using
digital services during their
stay?

Higher educational levels correlate
with increased satisfaction, where
respondents with advanced degrees
(Master’s: 4.5, Ph.D.: 4.6) reported
greater comfort with digital
technologies compared to those with
lower educational levels.

Average Satisfaction by
Education Level:
- High School: 3.6

- College: 4.0
- Faculty: 4.2
- Master: 4.5
-Ph.D. 4.6

RQ6: Does employment status
influence the perceived impact
of digital technology on guest
experience?

Employed guests (4.2) and
entrepreneurs (4.3) showed higher
satisfaction ratings than unemployed
respondents (3.7), suggesting that
professional exposure to technology
influences positive perceptions of
digital services.

Average Satisfaction by
Employment Status:

- Unemployed: 3.7

- Employed: 4.2

- Entrepreneur: 4.3

Source: Author’s findings
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This study addresses RQ1, which inve-
stigates the extent to which digital techno-
logy enhances guest satisfaction during ho-
tel stays in high-category hotels in Serbia.
Given the hospitality industry’s increasing
reliance on digital solutions, understanding
guest perceptions is essential for assessing
whether these innovations align with guest
expectations. The survey gathered respon-
ses on satisfaction levels associated with di-
gital tools such as mobile check-in, virtual
concierge, and other in-room technologies.
A large majority, 78% of respondents, in-
dicated that digital services positively in-
fluenced their hotel experience. This figure
highlights the role of digital solutions as a
driver of satisfaction and points toward the
potential need for hotels to further invest in
technology that enhances the guest expe-
rience. This question seeks to measure the
overall impact of digital technology on guest
satisfaction within Serbian hotels. Given the
hospitality industry’s increasing reliance on
digital solutions, understanding guest per-
ceptions is essential for assessing whether
these innovations align with guest expecta-
tions. The survey gathered responses on sa-
tisfaction levels associated with digital tools
such as mobile check-in, virtual concierge,
and other in-room technologies. A large
majority, 78% of respondents, indicated that
digital services positively influenced their
hotel experience. This figure highlights the
role of digital solutions as a driver of satis-
faction and points toward the potential need
for hotels to further invest in technology that
enhances the guest experience.

In RQ2, the research explores which di-
gital services are most valued by guests in
high-category hotels in Serbia. Here, the
research aims to identify specific digital
tools and services that guests find most be-
neficial, which can guide future investment
and development in the hospitality sector.
Survey data showed that mobile check-in/
check-out services were the most highly
valued, with 50% of respondents ranking
them as essential. In-room smart controls
were also preferred by 30% of guests, re-

flecting a growing trend for personalized
experiences. Meanwhile, virtual concierge
services were noted by 20% of respondents,
indicating an appreciation for on-demand
information and assistance through digital
channels. This data reinforces the importan-
ce of personalizing the digital offerings in
high-category hotels, as it appears that con-
venience and control are key factors in guest
satisfaction.

Addressing RQ3, this study examines
how guest age influences perceptions of
digital technology in enhancing hotel expe-
riences. Age can significantly influence
how individuals perceive and interact with
technology. This question explores age-ba-
sed differences in satisfaction with digital
services to understand how high-category
hotels might cater their offerings to vario-
us age groups. Respondents aged 18-27 and
28-45 gave higher satisfaction scores, with
an average rating of 4.5 and 4.3, respective-
ly, suggesting younger guests have a more
favorable view of digital integration. Con-
versely, respondents aged 46+ gave lower
scores, averaging 3.8 and below, indicating
a less enthusiastic reception. This variation
underscores the need for high-category ho-
tels to consider diverse technology adoption
rates and preferences across age demograp-
hics, possibly by offering both high-tech and
low-tech service options to cater to varying
comfort levels with digital tools.

For RQ4, the study investigates the most
frequently used digital services among hotel
guests. This question focuses on identifying
which digital services are currently most
utilized by guests, as usage patterns can in-
dicate demand and practical functionality.
Survey results showed that mobile check-in/
check-out services were the most frequently
used, followed by in-room smart controls
and virtual concierge services. These findin-
gs demonstrate a strong demand for techno-
logies that streamline logistical aspects of
a hotel stay, emphasizing convenience and
efficiency. Identifying these usage patterns
allows hotel management to prioritize the
development of these features, ensuring that
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the most valued digital services remain ava-
ilable and continually optimized. To satisfy
guest expectations and improve overall sa-
tisfaction, hotels might concentrate on opti-
mizing these services.

In RQS5, the research explores whether
guests with higher educational levels show
a greater preference for using digital servi-
ces during their stay. This question explores
whether educational attainment influences
the propensity to engage with digital servi-
ces. Data reveals a trend where respondents
with advanced degrees (Master’s or Ph.D.)
showed a higher preference and satisfaction
with digital services, scoring an average sa-
tisfaction of 4.5 and 4.6, respectively. This
finding could suggest that higher educatio-
nal attainment correlates with a higher com-
fort level or familiarity with digital techno-
logies, which, in turn, impacts satisfaction.
Recognizing this trend may encourage ho-
tels to enhance digital offerings, as educa-
ted guests appear to expect and appreciate
sophisticated digital options during their
stays. This group prioritizes convenience
and innovation; therefore, hotels should
think about improving their digital offerings
to match their needs.

Finally, RQ6 investigates whether em-
ployment status influences the perceived
impact of digital technology on guest expe-
rience. Employment status might affect
guests’ openness to digital experiences, par-
ticularly if their work experience involves
technology. Data shows that employed gue-
sts and entrepreneurs tended to view digital
services positively, with satisfaction ratings
averaging 4.2 and 4.3. Unemployed respon-
dents, however, had a lower average rating
of 3.7. This variance suggests that those
with professional exposure to technology
or regular interaction with digital tools are
more likely to appreciate and engage with
digital services in a hotel setting. To ensure
accessibility for everyone, hotels should
think about creating user-friendly digital
services that appeal to both tech-savvy pro-
fessionals and visitors with less technologi-
cal know-how.

Results and discussion

The results of this study provide signi-
ficant insights into how digital technology
enhances guest experiences in high-cate-
gory hotels in Serbia. The findings indica-
te a strong overall satisfaction with digital
services among respondents, with 78% of
participants reporting that these technologies
positively influenced their hotel experience.
This high percentage suggests that hotels
that invest in digital tools and services may
be better positioned to meet guest expectati-
ons and enhance satisfaction levels.

When examining the most valued digital
services, mobile check-in/check-out emer-
ged as the leading preference, with 50% of
respondents identifying it as essential. This
trend underscores the importance of con-
venience in guest interactions with hotel
services. In-room smart controls followed
closely, highlighting a demand for persona-
lized experiences that allow guests to tailor
their stay according to individual preferen-
ces. Virtual concierge services, while noted
by a smaller percentage (20%), still reflect
a growing interest in on-demand assistance
and information through digital channels.
The implications of these findings suggest
that high-category hotels should prioritize
the development and implementation of the-
se digital offerings to cater to guest preferen-
ces and enhance overall satisfaction.

Age played a critical role in shaping per-
ceptions of digital technology among hotel
guests. Younger guests, particularly those
aged 18-27 and 28-45, reported higher satis-
faction levels with digital services, averaging
4.5 and 4.3, respectively. In contrast, respo-
ndents aged 46 and older expressed lower
satisfaction levels, with scores averaging
below 3.8. This discrepancy indicates that
hotels must be mindful of the varying com-
fort levels with technology across different
age groups. By providing a blend of high-te-
ch and traditional service options, hotels can
effectively cater to the diverse preferences of
their clientele.

The study also revealed trends regarding
educational attainment and its influence on
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engagement with digital services. Respon-
dents with advanced degrees, such as Ma-
ster’s or Ph.D., demonstrated a higher prefe-
rence for digital offerings, with satisfaction
scores of 4.5 and 4.6, respectively. This fin-
ding suggests a correlation between educati-
onal levels and familiarity with technology,
implying that hotels should enhance their di-
gital offerings to align with the expectations
of educated guests.

Employment status further affected per-
ceptions of digital technology. Employed
guests and entrepreneurs exhibited a more
positive view of digital services, averaging
satisfaction ratings of 4.2 and 4.3, while
unemployed respondents reported lower sa-
tisfaction levels, averaging 3.7. This varian-
ce indicates that professional exposure to
technology can enhance guest appreciation
and engagement with digital services. Ove-
rall, the results highlight the significant role
digital technology plays in shaping guest
experiences in high-category hotels in Ser-
bia. The findings encourage hotel manage-
ment to not only invest in the development of
digital services but also to tailor these offe-
rings according to guest demographics and
preferences. By doing so, hotels can enhan-
ce guest satisfaction and foster loyalty in an
increasingly competitive hospitality market.

Conslusion

The research findings illuminate the cri-
tical role digital technology plays in enhan-
cing guest satisfaction within high-category
hotels in Serbia. As the hospitality industry
continues to evolve in the digital age, un-
derstanding guest perceptions becomes in-
creasingly vital for hotels seeking to main-
tain competitiveness and relevance. The data
collected demonstrates that approximately
78% of respondents view digital services as
positively impacting their overall hotel expe-
rience, signifying a substantial shift in guest
expectations. This underscores the necessity
for hotels to integrate technological solutions
that not only facilitate convenience but also
enrich the overall experience. The significant

preference expressed for mobile check-in/
check-out services indicates a growing de-
mand for efficiency and ease of access in
hotel operations. In a world where time is of
the essence, guests increasingly appreciate
services that minimize wait times and stre-
amline their arrival and departure processes.
The popularity of in-room smart controls and
virtual concierge services further emphasizes
the trend toward personalized experiences,
allowing guests to tailor their stay to their in-
dividual preferences. This shift towards per-
sonalized service can enhance guest loyalty
and encourage repeat business, as guests are
more likely to return to establishments that
cater to their specific needs.

Analyzing guest demographics reveals
essential insights regarding age, education,
and employment status. Younger guests,
particularly those aged 18 to 45, demonstra-
te a higher satisfaction rating for digital ser-
vices, averaging scores of 4.5 and 4.3, respe-
ctively. This pattern not only indicates their
comfort with technology but also suggests
that they are more likely to embrace inno-
vations that enhance their experience. Con-
versely, older guests (aged 46 and above)
reported lower satisfaction levels, averaging
below 3.8, highlighting the need for hotels
to offer a balanced approach that accom-
modates both tech-savvy guests and those
who may prefer traditional service models.
Moreover, the correlation between educati-
onal attainment and satisfaction with digital
services presents a critical avenue for hotels
to explore. Respondents holding advanced
degrees reported higher satisfaction ratings,
indicating that educational background may
influence how guests perceive and utilize
digital technology. This connection could
suggest that higher educational attainment
is associated with increased familiarity and
comfort with digital platforms, leading to
enhanced guest satisfaction. Consequently,
hotels might consider developing tailored
marketing strategies that address the prefe-
rences of various educational backgrounds,
ensuring that all guests feel valued and un-
derstood.
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Employment status also plays a signifi-
cant role in shaping perceptions of digital
services. Data shows that employed guests
and entrepreneurs tend to view these servi-
ces more favorably, while unemployed res-
pondents reported lower satisfaction levels.
This variance indicates that individuals with
regular interaction with technology in their
professional lives are likely to appreciate the
advantages that digital tools bring to their
hotel experience. Thus, hotels should con-
sider the professional backgrounds of their
guests when designing and implementing di-
gital services, potentially offering additional
training or support for those who may not be
as familiar with the technology.

This study illustrates that digital te-
chnology is a pivotal factor in enhancing
guest experiences within the hospitality se-
ctor. The evidence gathered highlights the
need for hoteliers to embrace technological
advancements while remaining sensitive
to the diverse preferences of their cliente-
le. By strategically leveraging technology
to enhance guest experiences, hotels can
foster customer satisfaction, loyalty, and
ultimately, sustained success in a compe-
titive market. As the hospitality industry
continues to adapt to technological advan-
cements, ongoing research will be essential
in ensuring that hotels meet the evolving
needs and preferences of their guests, secu-
ring their position as leaders in a fast-pa-
ced environment. The insights gained from
this study provide a foundation for further
exploration into the transformative impact
of digital technology in hospitality, paving
the way for future innovations that enhance
the guest experience.

While the findings provide valuable in-
sights into the relationship between digital
technology and guest satisfaction, it is cru-
cial to recognize the limitations of this study.
The relatively short research period and the
limited sample size may constrain the ge-
neralizability of the results. Future research
endeavors should aim for a more extensive
participant pool and a longer data collection
period to gain a more nuanced understan-

ding of the dynamics at play. Engaging with
a broader demographic spectrum can reveal
deeper insights into varying preferences and
expectations, allowing hotels to refine their
offerings further.
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FROM TASTE TO RECOMMENDATION: AN ANALYSIS OF
FACTORS SHAPING EWOM AT GASTRONOMIC EVENTS IN
VOJVODINA (R. SERBIA)

O YKYCA J10 IPEITIOPYKE: AHAJIU3A ®AKTOPA KOJU OBJINKYJY EWOM
HA TACTPOHOMCKHUM JOT'ABAJUMA Y BOJBOJAWHU (P. CPBHJA)

Abstract. Gastronomy is increasingly rec-
ognised as a compelling motive for tourist
visits, especially in regional and rural ar-
eas where local cuisine serves as a cultural
and experiential asset.This study examines
the impact of gastronomic offerings on the
visibility of tourist destinations through
eWOM, focusing on selected gastronomic
events in Vojvodina (R. Serbia). The re-
search employed a quantitative methodol-
ogy, utilising a structured survey designed
to assess five distinct factors: gastronom-
ic motivation (authenticity and locality),
social and emotional experience, pre-visit
information-seeking behaviour, post-vis-
it evaluation, and behavioural outcome
(eWOM intention). The survey was con-
ducted among 312 visitors to four major
gastronomic events in Vojvodina. Data
were analysed using factor and regression
analysis. The findings indicate a positive

Ancmpakm. ['acmponomuja ce cee suuie npe-
no3Haje Kao cHadican MOMuUe 3a mypucmuyxe
noceme, HapoOYUmMo y PeSUOHAIHUM U PYPai-
HUM NoOpyujuma 20e JIOKAIHA KyXurba npeo-
cmasma KYIMypHU U UCKYCMBEHU  pecypc.
Osa cmyouja ucnumyje ymuyaj 2acmpoHom-
cKe NoHyoe HA BUOBUBOCH MYPUCIUUKUX
decmunayuja nymem eWOM-a, ca goxycom
Ha 00abparne 2acmpoHoMcKe Manupecmayuje
vy Bojeoounu (P. Cpouja). Ucmpaosicusarve je
CNPOBEOEHO  NPUMEHOM — KEAHMUMAmMUueHe
Memoodonozuje, Kopucmehu cmpyKmypupawy
ankenmy OU3AjHUPany 3a Npoyewy nem che-
yuguunux gaxmopa: 2acmporomcka Momu-
eayuja (aymeHmuyHoCm U JOKAIUmMem), co-
YUjanHo u eMOmUGHO UCKYCME0, NOHAUUAE
Yy mpazary 3a uHgopmayujama npe noceme,
esanyayuja HakoH noceme u NOHAWAJHU UCXOO
(namepa eWOM-a). Ankema je cnposedena
mehy 312 nocemunaya na uemupu 3HayajHe
eacmponomcke manugecmayuje y Bojeoou-
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correlation between various factors, in-
cluding gastronomic motivation, social and
emotional experiences, pre-visit informa-
tion-seeking behaviour, post-visit evalua-
tion, and behavioural outcomes related to
eWOM. These insights suggest that gastro-
nomic events can effectively contribute to
digital promotion strategies.

Keywords: gastronomic tourism, eWOM,
tourist motivation, Vojvodina, gastronomic
events, digital promotion.

Introduction

Gastronomic tourism has emerged as a
significant segment of the tourism industry,
particularly in regions that emphasize aut-
hentic local cuisine, traditional food produ-
cts, and gastronomic events (Privitera et al.,
2018; Rachao et al., 2019). Contemporary
tourists increasingly seek experiences that
extend beyond conventional leisure acti-
vities, with gastronomy serving as a com-
pelling motive for destination choice and a
critical component of the overall travel expe-
rience (Gregana & Ylagan, 2024). Tourist
destinations increasingly utilize gastronomic
events not only as a means of attracting vi-
sitors but also as a strategy for reinforcing
local identity and boosting the local eco-
nomy. In this context, gastronomic offerings
acquire a new role, functioning not merely as
a service component but as a strategic tool
for positioning destinations within the com-
petitive tourism market (Seyitoglu & Ivanov,
2020; Vukoli¢ et al., 2023).

The development of digital technologies
has further amplified the impact of gastro-
nomic experiences, particularly through ele-
ctronic word-of-mouth (eWOM), which has
become one of the most influential forms
of destination promotion (Verma & Yadav,
2021). Tourists increasingly base their tra-
vel decisions on online reviews, recommen-
dations, and shared experiences from other

nu. Tlodayu cy ananusupanu npumenom Qax-
mopcke u peepecuone ananuze. Pezynmamu
VKA3yjy Ha No3umusHy Koperayujy uzmehy
pasnuuumux gakmopa, yrmyuyjyhu eacmpo-
HOMCKY MOMUBAYU]Y, COYUATHO U eMOMUBHO
UCKYCMBO, NOHAWAsE Y MPazary 3a uHgop-
mayujama npe noceme, e8anyayujy HakoH no-
ceme u nonawajre ucxooe y gesu ca eWOM-
om. Osu ysuou cyzepuuty 0a 2acmpoHoMcKe
Manugpecmayuje moey egpukacHo donpuremu
cmpamezujama Oueumaire npomoyuje.

Kuwyune peuu: cacmponomcku mypusam,
eWOM, mypucmuuxa mMomusayuja,
Bojeoouna, 2acmponomcke manugpecmayuje,
Queumanna npoMoyuja.

travellers, positioning gastronomy as a key
driver of positive digital feedback. The im-
pact of gastronomy on tourist satisfaction is
effectively transferred to the digital realm,
where eWOM plays a pivotal role in raising
destination awareness and shaping visitor
perceptions (Kim & Hwang, 2022).

In this study, the focus is placed on the
region of Vojvodina, a region known for its
diverse and culturally rich gastronomy. The
unique culinary heritage of Vojvodina pre-
sents an opportunity to examine how gastro-
nomic events contribute to the digital visibi-
lity of destinations through eWOM. The su-
bject of this research is the examination of the
influence of specific factors — gastronomic
motivation (authenticity and locality), social
and emotional experience, pre-visit informa-
tion-seeking behaviour, post-visit evaluation,
and behavioural outcome (eWOM intenti-
on) — on the visibility of tourist destinations
through eWOM in the context of selected ga-
stronomic events in Vojvodina. The objective
of the research is to assess the impact of five
distinct factors — gastronomic motivation,
social and emotional experience, pre-visit in-
formation-seeking behaviour, post-visit eva-
luation, and behavioural outcome (eWOM
intention) — on tourists’ propensity to recom-
mend the destination through eWOM.

To achieve this objective, the research
tasks include identifying and categorizing
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five key factors influencing eWOM activi-
ty: Gastronomic motivation — authenticity
and locality (primary motivator), Social and
emotional experience (secondary motivator),
Pre-visit information-seeking behaviour (in-
formative factor), Post-visit evaluation (eva-
luative factor), and Behavioural outcome —
eWOM intention. Each factor is examined
in relation to its influence on tourists’ willin-
gness to recommend the destination through
eWOM.

Literature review

Gastronomy has become one of the most
important segments of the tourism offer, not
only as a means of meeting basic needs, but
also as a cultural and experiential element
that significantly influences the perception
of a destination (Kovalenko et al., 2023). In
contemporary tourism, food is increasingly
treated as a cultural asset that symbolises the
tradition, history, customs, and lifestyle of
the local population. Tourists expect to gain
an authentic experience through gastronomy
and to feel the spirit of the place they are vi-
siting (Souza et al., 2020). In this context,
gastronomic offerings represent a powerful
tool for destination differentiation and iden-
tity-building in an increasingly competitive
tourism market (Lequeux-Dinca et al., 2024).

Especially in rural regions such as Vojvo-
dina, local gastronomy can serve as a driver
of tourism development policy. The richne-
ss of national cuisines, ethnic diversity, and
traditional recipes allows for the creation of
products with high cultural and economic
potential (Cavi¢ et al., 2020). In addition to
food, this includes beverages, local products
with geographical indications, seasonal spe-
cialities, and handmade items related to food
preparation. Organising gastronomic events
such as festivals, fairs, or tastings becomes a
means of promoting destinations, as well as
a mechanism for preserving cultural heritage
and supporting local producers (Nesterchuk
et al., 2021; Solunoglu & Orgun, 2024).

Moreover, gastronomy has a significant
impact on the economic aspect of tourism

(Bertan, 2020). It contributes to job creation,
revitalisation of agriculture, and increased
consumption of local products. A perceived
quality gastronomic offer encourages longer
stays, higher spending per visitor, and often
influences repeat visitation (Bichler et al.,
2021; Gaji¢ et al., 2024). Precisely because
of these characteristics, gastronomy is po-
sitioned as a key component of sustainable
tourism development in regional destinations
such as Vojvodina (Grubor et al., 2022; Ca-
vi¢ et al., 2023).

Tourist motivation represents a complex
psychological process that drives certain
forms of behaviour aimed at satisfying spe-
cific needs and desires (Kim et al., 2021).
When it comes to gastronomic events, moti-
vation is often based on multiple levels: the
desire to enjoy taste and aroma, the need to
discover new cultural and culinary values,
the pursuit of social interaction, as well as in-
terest in educational and entertaining content
(Villagomez-Buele et al., 2020). Gastronomy
provides an intense experience involving
multiple senses—taste, smell, appearance,
texture, and the atmosphere in which food is
consumed (Spence, 2022).

Tourists who attend gastronomic events
are often driven by personal curiosity, a desi-
re to get acquainted with local cuisine, or the
wish to experience something authentic and
unique (Sthapit et al., 2020). Such events inc-
lude traditional food festivals, wine events,
culinary shows, tastings of local specialities,
and other forms of gastronomic activities
(Vukoli¢ et al., 2021). These experiences not
only satisfy individual preferences but also
connect tourists with the local culture, enco-
urage emotional engagement, and facilitate
the formation of positive impressions of the
destination (Yin et al., 2023).

Participants in gastronomic events of-
ten report high levels of satisfaction that go
beyond food itself—including socialising,
atmosphere, music, venue, host hospitality,
and visual impressions. All of these factors
influence their perception of the destinati-
on and increase the likelihood of a return
visit or a recommendation to others (Ba-
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du-Baiden et al., 2022). Understanding the
motivational factors of tourists is therefore
key to effectively designing a gastronomic
offer that is competitive, authentic, and
appealing to diverse visitor profiles (Ric-
hards, 2021).

Electronic word-of-mouth (eWOM) is
a process in which individuals share their
experiences, opinions, and recommendations
about tourism products and destinations via
the internet (Aprilia & Kusumawati, 2021).
It encompasses all forms of communicati-
on - from social media posts and comments
on tourism websites to blogs, video content,
and reviews. Unlike traditional marketing,
eWOM relies on users’ authentic experien-
ces and therefore carries a high level of cre-
dibility and influence on the behaviour of po-
tential tourists (Rasoolimanesh et al., 2021).

In the context of gastronomic tourism,
eWOM holds particular importance as food
and gastronomic experiences are intuitively
linked to visual and emotional communica-
tion (Richards, 2021). Tourists often share
photos of meals, taste descriptions, impres-
sions of restaurants or events, which creates
content that can reach a wide audience (Kim
et al., 2021). This type of content not only
promotes individual products or locations
but contributes to building the overall ima-
ge of the destination. The more positive and
unique the experience, the more likely it is
to be shared in the digital space (Xiao et al.,
2022).

Additionally, eWOM allows destinations
to receive feedback from visitors and impro-
ve their offerings based on real user expecta-
tions and satisfaction. Through the analysis
of online comments, it is possible to identify
which aspects of the gastronomic offer are
most valued by tourists and where there is
room for improvement (Cassar et al., 2020;
Vukoli¢ et al., 2022). Successful integrati-
on of gastronomy and eWOM promotional
strategies can significantly increase the visi-
bility and attractiveness of a destination on a
global level, particularly in the case of les-
ser-known regions such as Vojvodina (Vuko-
li¢ et al., 2024; Herstanti et al., 2024).

Methodology

The study was conducted in 2024 at four
selected gastronomic events in the region of
Vojvodina which is located in the north of the
Republic of Serbia: the Sausage Festival in
Turija, the Grape Harvest Days in Vrsac, the
Kulenijada in Erdevik, and the Golden Cau-
ldron of Vojvodina Festival in Apatin. These
events were selected because they are impor-
tant manifestations that attract both domestic
and international visitors, where gastronomy
is at the centre of the tourist experience.

The sample consisted of a total of 312
visitors who participated in the survey du-
ring the events. Data were collected through
fieldwork using a standardised and structu-
red questionnaire, which was pre-tested in a
pilot study conducted with 30 respondents.
Based on the pilot study results, the formu-
lation and order of some questions were
modified to improve clarity and respondent
understanding. The questionnaire was crea-
ted in accordance with similar studies in the
field of gastronomic tourism and eWOM
communication, and it contained three main
sections: socio-demographic characteristics
of respondents (gender, age, education level,
place of residence); and motivational factors
and interests related to gastronomy (impor-
tance of local food, interaction with hosts,
interest in tradition and culinary techniques,
and intention to recommend the destination
online). The sample was selected using a
random sampling method, encompassing all
visitors present at the four selected gastro-
nomic events in Vojvodina during the data
collection period. This approach ensured a
diverse and representative sample, capturing
a wide range of tourist profiles.

The survey was conducted at different ti-
mes during the events in order to ensure sam-
ple representativeness and to capture a diver-
se spectrum of visitors. The questionnaire
included closed questions, as well as items
rated using a five-point Likert scale (from 1
— not important at all to 5 — very important).
The collected data were analysed using des-
criptive statistics and methods of factor and
regression analysis in order to identify key
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motivational factors that influence tourists’
willingness to recommend the destination
through eWOM (Jalilvand et al., 2012; Bu et
al., 2021; Milin, 2023; Akhi et al., 2023).
The questionnaire was specifically
constructed for the purposes of this study,
drawing upon previous research by Cor-
dova-Buiza et al. (2021) and Vukoli¢ et al.
(2024) who investigated similar aspects of
gastronomic motivation, social interaction,
and digital behaviour in the context of ga-
stronomic tourism and eWOM communicati-
on. The internal consistency and reliability of
the questionnaire were tested using Cronba-
ch’s alpha, with a coefficient of 0.855, indi-
cating a high level of internal consistency.

Results

The study included visitors of different
age groups, educational backgrounds, and
economic status, ensuring sample diversi-
ty and greater relevance of the results. Re-
garding gender, 177 respondents (56.73%)
were male, while 135 (43.27%) were fema-
le. The most represented age group was 31
to 60 years, accounting for 133 participants
(42.63%). Participants aged 18 to 30 made
up 105 respondents (33.65%), while 74 par-
ticipants (23.72%) were over 61 years old. In
terms of educational background, most res-
pondents had completed secondary school
—a total of 126 participants (40.38%). A furt-
her 121 respondents (38.78%) held a univer-
sity or college degree, while 65 respondents
(20.83%) had a master’s or doctoral degree.
Regarding monthly income, 29 respondents
(9.29%) reported having a low average in-
come, while the largest number, 136 respon-
dents (43.59%), declared earning a medium
average income. High average income was
reported by 110 respondents (35.26%), and
37 respondents (11.86%) belonged to the
very high income category.

Cronbach’s alpha coefficient is a measure
of internal consistency, indicating how close-
ly related a set of items are as a group. This
coefficient is considered an indicator of scale
reliability and is most commonly used when

multiple questionnaire items are rated using
a Likert scale. In this study, the reliability of
the questionnaire was tested using Cronba-
ch’s alpha, and the obtained value was 0.855.
This value indicates a high level of internal
reliability, confirming that the selected items
are consistent in measuring motivational
factors and attitudes related to gastronomic
experiences and the intention to engage in
eWOM activity.

The results of the analysis (Table 1) of
the five identified factors in this study provi-
de insight into tourist attitudes, motivations,
and behaviours in the context of gastronomic
events in Vojvodina, as well as their willin-
gness to engage in electronic recommendati-
on (eWOM).

Factor 1: Gastronomic Motivation — Au-
thenticity and Locality had a mean value of
M =3.25, indicating a moderately expressed
motivation to visit destinations for traditio-
nal food experiences. The highest-rated item
in this factor was “Authentic gastronomy
is, for me, an important part of the cultural
experience” (M = 4.81), clearly indicating
that the cultural value of food is a strong mo-
tivator for tourists. Preference for local over
industrial products was also highly rated (M
= 3.99), whereas less emphasis was placed
on attending events as a way of learning abo-
ut traditions (M = 3.05).

Factor 2: Social and Emotional Experien-
ce (Secondary Motivational Factor) recorded
a mean value of M = 3.33, reflecting a gene-
rally positive visitor experience. The stando-
ut item was “Gastronomic events provide an
unforgettable tourist experience” (M = 4.12),
suggesting a significant emotional conne-
ction to such events. Other items received
relatively consistent ratings, indicating that
aspects such as interaction with hosts (M =
3.35), live tastings (M = 3.25), and the visual
appeal of the event (M = 3.22) were modera-
tely important to the overall experience.

Factor 3: Pre-Visit Information-Seeking
Behaviour (Informative Factor) had one of
the highest average values (M = 3.62), indi-
cating the importance of online information
prior to attending gastronomic events. Res-
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pondents highly valued the ability to search
online for information about local gastro-
nomy (M = 3.85) and to follow gastronomic
pages and profiles on social media (M =
3.89). However, the influence of social me-
dia content on the decision to attend received
slightly lower ratings (M = 3.15), suggesting
that while digital content is relevant, it is not
the dominant motivator.

Factor 4: Post-Visit Evaluation (Evaluati-
ve Factor) recorded a mean of M = 3.15, in-
dicating a moderately positive perception of
the post-visit experience. The highest-rated
item within this factor was “Sharing impres-
sions about food with other visitors is intere-
sting to me” (M = 3.89), suggesting that the
social component of the gastronomic expe-
rience is important for tourists. Similarly, the
statement “Food is a way for me to connect
with other people” received a relatively high

rating (M = 3.80), further emphasizing the
social dimension of gastronomic tourism.

Factor 5: Behavioural Outcome —eWOM
Intention (Outcome Factor) had the highest
overall mean value (M = 3.88), clearly con-
firming a strong willingness to recommend
gastronomic destinations through digital
platforms. The highest-rated items were “I
recommend gastronomic destinations to
friends via digital platforms” (M = 4.55) and
“I enjoy posting photos of food and events on
social media” (M = 4.25), reflecting a strong
link between satisfaction with gastronomic
experiences and the willingness to engage
in eWOM. Interestingly, the item “After a
good gastronomic experience, I gladly leave
a review online” received the lowest sco-
re within this factor (M = 2.15), indicating
that tourists are more inclined to share visual
content and informal impressions rather than
writing formal reviews.

Table 1. Descriptive Statistics of Factors and Statements in the Analysis of eWOM Behavio-
ur at Gastronomic Events

Factor m* SD* m* SD*
- When choosing a destination, the taste of
< )
E 2:2: g traditional, local food is important to me. 3.66 1 0.885
S E .g [ alwa){s want to try .dlshes that are characteristic of 315 | 0751
e R the region I am visiting.
[+ S B B B
5 <F % g 305 0.858 Authentic gastronorr}y is, for me, an important part 481 0.855
= & S of the cultural experience.
E -% E I prefer local products over industrial or imported 399 | 0852
25 ones. ' '
E3= Attending a gastronomic event is a way for me to
= £ . 3.05 | 0.873
learn about the traditions of a place.
= The atmosphere at gastronomic events influences 315 | 0751
H o my overall satisfaction. ) )
2 ET Interaction with hosts and chefs is important to me
E< S : . 3.35 | 0.793
= £ 3% during a gastronomic event.
T 9
Sa= I enjoy live tastings and food presentations. 325 | 0.713
= o 5 3.33 | 0.562
S EE Good organisation and the visual appeal of the
S5 w . . 3.22 | 0.859
R 2 event affect my impression.
& 83
E is = Gastronomic events provide an unforgettable 412 | 0788
;5 tourist experience. ' '
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Before visiting a destination, I always search online
™ . . 3.85 | 0.571
o0 2 for information about the local gastronomy.
2 s =
(ZIN <
'>T % E I read reviews and comments from other visitors 326 | 0854
E ‘2 ag = before deciding to attend a gastronomic event. ' '
. SS % i i ia i isi
“E€T% 3.62 | 0.776 |Information on social media influences my decision 315 | 0.566
5 g s = to attend an event.
E :é E Viewing photos qf fqod and ambience motivates 355 | 0856
=3 me to visit a destination. ) )
= I follow gastronomic pages and profiles on social 389 | 0698
media. ) )
I enjoy attending gastronomic events with friends
e or family. 345 | 0.710
:E g Food is, for me, a way to connect with other 380 | 0677
%S = people.
p: : % 315 | 0.665 Partlclpatmg in gastronomic activities together is 355 | 0.660
<+ 2 L: 1important to me.
=g . I
=]
£ s Enjoying local specialities connects me to the 322 | 0850
3 '_§ culture of the place.
= Sharing impressions about food with other visitors 389 | 0.651
is interesting to me. ) )
£ After a good gastronomic experience, I gladly leave 215 | 0735
=% a review online. ) )
- D~ . . .
5=
2:5 I enjoy posting photos of food and events on social 425 | 0.798
= ] media.
E g E 388 | 0788 I 'recc.)n?mend gastronomic destinations to friends 455 | 0.799
w8 via digital platforms.
= q') g My positive experience motivates me to share 390 | 0887
‘g E < impressions online. : )
S 8 : .
= I beheye that eWOM can help other tourists when 402 | 0843
=) choosing a destination.

Before conducting the factor analysis,

*M=mean,; SD= standard deviation

Source: Author s research

the adequacy of the data was assessed using
the KMO measure and Bartlett’s test of sp-
hericity. The KMO (Kaiser-Meyer-Olkin)
sampling adequacy coefficient was 0.812,
indicating a good level of inter-variable
correlation and the appropriateness of the
data for factor analysis (values above 0.8 are
considered very good). Bartlett’s test of sp-
hericity showed statistical significance (y* =
1456.237; df = 276; p < 0.001), suggesting a
sufficient number of significant correlations

among the items in the questionnaire. These
results confirm that the application of factor
analysis is methodologically justified and
valid based on the obtained data.

Table 2 presents the results of the fa-
ctor analysis, indicating the eigenvalues,
the percentage of explained variance, and
the cumulative percentage of variance for
each extracted factor. Based on the Kaiser
criterion (retaining factors with eigenvalues
greater than 1), five factors were extracted,
collectively explaining 74.5% of the total
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variance in respondents’ answers. The first
factor, Gastronomic Motivation — Authenti-
city and Locality, has an eigenvalue of 4.58
and independently accounts for 25.4% of the
variance, indicating that it carries the largest
portion of information from the dataset and
is the dominant factor representing tourists’
motivation to experience authentic and cul-
turally significant local food. The second fa-
ctor, Social and Emotional Experience, with
an eigenvalue of 3.14, explains an additional
18.6% of the variance, highlighting the im-
portance of the social and emotional aspects
of gastronomic events, such as interaction
with hosts and the overall atmosphere. The
third factor, Pre-Visit Information-Seeking
Behaviour, contributes 13.2% of the varian-
ce, with an eigenvalue of 2.1, indicating the
relevance of online searches, social media
influence, and information-seeking beha-
viour prior to visiting a gastronomic event.

The fourth factor, Post-Visit Evaluation, with
an eigenvalue of 1.55, explains 9.8% of the
variance. This factor captures how visitors
reflect on their gastronomic experiences and
how these reflections influence their per-
ceptions of the destination. The fifth factor,
Behavioural Outcome — eWOM Intention,
accounts for 7.5% of the variance, with an
eigenvalue of 1.22, representing the tourists’
willingness to engage in electronic word-of-
mouth (eWOM) through sharing their expe-
riences and recommending the destination
via digital platforms. Cumulatively, these
five factors explain a substantial proportion
of the total variance (74.5%), suggesting that
the factor structure effectively summarises
the variability in responses and provides a
robust framework for analysing the key di-
mensions of gastronomic experiences and
their influence on eWOM intention.

Table 2. Eigenvalues and Total Explained Variance

7o of Cumulative

Factor Eigenvalue | Explained Y

Variance ’
F1: Gastronomic Motivation — Authenticity and Locality 4.58 25.4 254
F2: Social and Emotional Experience 3.14 18.6 44.0
F3: Pre -Visit Information-Seeking Behaviour 2.1 13.2 57.2
F4: Post -Visit Evaluation 1.55 9.8 67.0
F5: Behavioural Outcome — eWOM Intention 1.22 7.5 74.5

Source: Author s research

Figure 1 presents the scree plot, which
graphically displays the eigenvalues in order
of the factors extracted in the factor analysis.
As can be observed, there is a clear inflecti-
on point (“elbow”) after the fifth factor, after
which the curve sharply declines and the va-
lues level off. This shape of the curve indica-
tes that the first five factors have significantly
higher eigenvalues compared to the others,
supporting their retention in the subsequent

analysis. After the fifth factor, the eigenva-
lues drop below 1.0, which is consistent with
Kaiser’s criterion, according to which only
factors with eigenvalues greater than 1.0 are
retained. The scree plot, therefore, visually
confirms the results of the explained varian-
ce table and demonstrates that the five-factor
model most appropriately describes the data
structure in this study.
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Figure 1. Scree Plot of Extracted Factors
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Table 3 presents the results of the mul-
tiple linear regression analysis, indicating
the impact of the four identified factors on
the dependent variable — eWOM Intention.
The coefficient of determination (R?=0.612)
suggests that the model explains 61.2% of
the variance in eWOM intention based on
the examined factors. The most influential
factor in predicting eWOM intention is F3
— Pre-Visit Information-Seeking Behaviour
(Informative Factor), with a standardised
coefficient B = 0.47 (p < 0.001). This result
indicates that tourists who actively seek in-
formation about gastronomic events prior to
their visit, particularly through online plat-
forms and social media, are significantly
more likely to engage in eWOM. The second
most significant predictor is F1 — Gastrono-
mic Motivation — Authenticity and Locality
(Motivational Factor), with B = 0.29 (p =
0.002). This finding confirms that tourists
motivated by the authenticity and cultural
value of local gastronomy are also more inc-

lined to share their experiences online. F4
— Post-Visit Evaluation (Evaluative Factor)
had a positive but non-significant effect on
eWOM intention, with B = 0.11 (p = 0.175).
Although this factor captures tourists’ refle-
ctions on their experiences and their poten-
tial impact on eWOM, the influence was not
statistically significant in the current model.
F2 — Social and Emotional Experience (Se-
condary Motivational Factor) demonstrated
the lowest impact, with § = 0.08 (p = 0.295),
indicating that the emotional and social di-
mensions of the gastronomic experience do
not play a statistically significant role in pre-
dicting eWOM intention in this study. Ove-
rall, the findings suggest that pre-visit infor-
mation-seeking behaviour and gastronomic
motivation are the strongest predictors of
eWOM intention, emphasising the importan-
ce of digital engagement and perceived aut-
henticity in shaping tourists’ online recom-
mendations.
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Table 3. Results of the Multiple Linear Regression Analysis

. B (Standardised
Independent Variable (Factor) Coefficient) t-value p-value

F1 — Gastronomic Motivation — Authenticity and

Locality (Motivational Factor) 0.29 312 0.002
F2 - Soc.:lal and Emotional Experience (Secondary 0.08 105 0.295
Motivational Factor)

F3 - Pre-Y1s1t Information-Seeking Behaviour 047 543 <0.001
(Informative Factor)

F4 — Post-Visit Evaluation (Evaluative Factor) 0.11[1.36 0.175

Coefficient of Determination (R?): 0.612

Source: Author s research

Discusion

In this study, which explored the relation-
ship between various aspects of the gastro-
nomic experience and tourists’ intention to
recommend a destination through electronic
eWOM, the regression analysis results indi-
cate a significant connection between speci-
fic motivational and behavioural factors and
eWOM behaviour. Specifically, the results
show that the greatest influence on the in-
tention for eWOM is exerted by the factor
“Awareness and Digital Behaviour Prior to
the Visit” (B = 0.47, p < 0.001), suggesting
that tourists who actively seek information
online, read reviews, and follow gastrono-
mic content on social media are more likely
to leave a digital trace in the form of a re-
commendation after their visit. The second
most significant predictor is the factor “Ga-
stronomic Motivation — Authenticity and Lo-
cality” (B = 0.29, p < 0.01), supporting the
notion that tourists motivated by the cultural
value of local food and traditional flavours
are also more inclined to share their positive
experiences online.

These findings can be interpreted within
the context of current trends in tourism, whe-
re gastronomy has become a central compo-
nent of the destination experience and digital
communication plays a key role in dissemi-
nating recommendations and shaping the
destination’s image. However, while these
results are statistically significant, it is im-
portant to emphasise that regression analysis

only reveals the presence of linear relation-
ships and does not necessarily imply cau-
sality. Other factors, such as personal value
systems, experiences with service staff, visu-
al presentation of food, or social influences,
may further modify eWOM behaviour but
were not included in this model. Furthermo-
re, although the assumptions of normality,
linearity, and homogeneity of variance were
satisfied, it is worth noting that the analysis
does not account for potential non-linear re-
lationships or interactions between factors,
which could be a direction for future rese-
arch. The study is limited to gastronomic
events in Vojvodina, and the results should
therefore be interpreted in the context of the
specific local culture, gastronomic offerings,
and the tourist profile of the participants.

Conclusions

This study aimed to examine the impact
of various aspects of the gastronomic expe-
rience on tourists’ willingness to recommend
a destination through electronic eWOM,
with a specific focus on gastronomic events
in Vojvodina. Based on the analysis of the
collected data, five factors were identified
that explain tourists’ motivations and beha-
viours in the context of gastronomic tourism.
Using factor and regression analysis, it was
determined that the greatest influence on
eWOM is exerted by the factor “Awareness
and Digital Behaviour Prior to the Visit,” in-
dicating that tourists who actively seek infor-
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mation, follow gastronomic content on social
media, and read reviews prior to arriving at
a destination are more likely to share their
experiences online. The factor “ Perception
of gastronomic motivation - Authenticity and
locality” was also identified as a significant
predictor, reaffirming the importance of tra-
ditional and local food in forming a positive
experience and recommendation.

These findings indicate a strong conne-
ction between the perception of gastronomic
offer and digital communication in tourism.
Gastronomy is no longer merely an accom-
panying element of the tourism offer but
has become a central travel motivation and
a tool for building a destination’s image in
the digital space. The study confirms that
well-designed gastronomic events that com-
bine high-quality food, authenticity, social
interaction, and digital visibility have great
potential in creating positive tourist expe-
riences and encouraging eWOM.

Theoretical and Practical Implications

The findings of this research contribute to
the theoretical understanding of gastronomic
tourism as a multidimensional phenomenon
that encompasses tourist motivations, beha-
viours, and digital habits. The study shows
that eWOM is not an isolated activity that
occurs after the trip but a process that begins
prior to the visit during the information-see-
king phase. These results support existing
theoretical models in which gastronomy is
interpreted as a means of communicating
the cultural identity and values of a desti-
nation. At the same time, the study expands
the existing literature by linking elements of
online behaviour with gastronomic motivati-
on, indicating new directions in the study of
digital tourism.

From a practical perspective, the results
have important implications for designing
tourism marketing strategies and developing
gastronomic events. Tourism organisations,
local communities, and event organisers sho-
uld place greater emphasis on digital visibi-
lity before, during, and after the event. Pro-
moting authentic gastronomy through social

media, collaborating with food bloggers, and
creating interactive content can significantly
influence eWOM activity. By investing in
well-designed gastronomic programmes that
combine tradition, social experience, and
visual appeal, destinations can significantly
enhance their recognition, competitiveness,
and reputation in the digital environment.

References

Akhi, M. T. J., Sarker, M. A. H., & Fa-
kir, M. K. J. (2023). Factors’ influence of
E-WOM on travel intentions of tourists: A
study on tourist places located in Banglade-
sh. Journal of Sustainable Tourism and En-
trepreneurship, 4(3), 223-239.

Aprilia, F., & Kusumawati, A. (2021).
Influence of electronic word of mouth on
visitor’s interest to tourism destinations. 7he
Journal of Asian Finance, Economics and
Business, 8(2), 993-1003.

Badu-Baiden, F., Correia, A., & Kim, S.
(2022). How do tourists’ memorable local
gastronomy experiences and their perso-
nal gastronomic traits influence destination
loyalty? A fuzzy set approach. Journal of
Travel & Tourism Marketing, 39(5), 501-
515.

Bertan, S. (2020). Impact of restaurants
in the development of gastronomic touri-
sm. International Journal of Gastronomy
and Food Science, 21, 100232.

Bichler, B. F., Pikkemaat, B., & Peters,
M. (2021). Exploring the role of service qu-
ality, atmosphere and food for revisits in re-
staurants by using a e-mystery guest approa-
ch. Journal of Hospitality and Tourism Insi-
ghts, 4(3), 351-369.

Bu, Y., Parkinson, J., & Thaichon, P.
(2021). Digital content marketing as a ca-
talyst for e-WOM in food tourism. Australa-
sian Marketing Journal, 29(2), 142-154.

Cassar, M. L., Caruana, A., & Konietzny,
J. (2020). Wine and satisfaction with fine di-
ning restaurants: an analysis of tourist expe-
riences from user generated content on Tri-
pAdvisor. Journal of Wine Research, 31(2),
85-100.



32 | Turisti¢ko poslovanje

elSSN 2560-3361

Cordova-Buiza, F., Gabriel-Campos,
E., Castafio-Pricto, L., & Garcia-Garcia, L.
(2021). The gastronomic experience: moti-
vation and satisfaction of the gastronomic
tourist—the case of Puno city (Peru). Sustai-
nability, 13(16), 9170.

Cavi¢, D., Radojkovié¢, M., & Vujanovié,
M. (2020). Innovative food products as a ba-
sis for the development of rural tourism in
Vojvodina. Economics of Agriculture, 67(4),
1283-1295.

Cavi¢, S., Cur¢ié, N., & Radivojevié,
N. (2023). The quality of gastronomic ma-
nifestations in strengthening tourist desti-
nation brand equity: A case study of Voj-
vodina. Ekonomija-teorija i praksa, 16(4),
28-53.

Gaji¢, T., Vukoli¢, D., DBokovi¢, F., &
David, L. D. (2024). A conceptual study on
the choice of tourist destination among yo-
ung people in the Republic of Serbia. TEME:
Journal for Social Sciences, 48(4), 937-957.

Gregana, M. J. V., & Ylagan, A. D.
(2024). Tourist gastronomic engagement:
Assessing travel motivation, food experien-
ces, and post-visit outcomes in Central Lu-
zon’s culinary destinations. International
Journal of Research, 12(10), 99-124.

Grubor, B., Kalenjuk Pivarski, B., Der-
¢an, B., TeSanovi¢, D., Banjac, M., Luki¢, T.,
... & Ciri¢, I. (2022). Traditional and authen-
tic food of ethnic groups of Vojvodina (nort-
hern Serbia)—preservation and potential for
tourism development. Sustainability, 14(3),
1805.

Herstanti, G., Suhud, U., & Handaru, A.
W. (2024). Analyzing the Impact of Publici-
ty and e-WOM on Indonesian Tourists’ Visit
Intention to Seoul through Destination Awa-
reness and Preference: A Structural Equati-
on Modeling Approach. Journal of Applied
Data Sciences, 5(4), 2143-2158.

Jalilvand, M. R., Samiei, N., Dini, B., &
Manzari, P. Y. (2012). Examining the structu-
ral relationships of electronic word of mouth,
destination image, tourist attitude toward de-
stination and travel intention: An integrated
approach. Journal of destination marketing
& management, 1(1-2), 134-143.

Kim, J. S., Lee, T. J., & Kim, N. J. (2021).
What motivates people to visit an unknown
tourist destination? Applying an extended
model of goal-directed behavior. Interna-
tional Journal of Tourism Research, 23(1),
13-25.

Kim, J. Y., & Hwang, J. (2022). Who is
an evangelist? Food tourists’ positive and
negative eWOM behavior. International Jo-
urnal of Contemporary Hospitality Manage-
ment, 34(2), 555-577.

Kim, S. S., Choe, J. Y., & Lee, S. (2021).
How are food value video clips effective in
promoting food tourism? Generation Y ver-
sus non—Generation Y. In Visual media and
tourism (pp. 3-19). Routledge.

Kovalenko, A., Dias, A., Pereira, L., &
Simoes, A. (2023). Gastronomic experience
and consumer behavior: Analyzing the in-
fluence on destination image. Foods, 12(2),
315.

Lequeux-Dinca, A. 1., Preda, M., & Vi-
julie, 1. (2024). Authentic romanian gastro-
nomy—A landmark of Bucharest’s City Cen-
ter. Tourism and Hospitality, 5(2), 251-275.

Milin, M. (2023). Gastronomski doga-
daji i utjecaj na destinaciju Istre (Doctoral
dissertation, University of Rijeka. Faculty of
Tourism and Hospitality Management. Tou-
rism).

Nesterchuk, 1., Balabanyts, A., Pivnova,
L., Matsuka, V., Skarha, O., & Kondratenko,
1. (2021). Gastronomic tourism: Features and
development tools. Linguistics and Culture
Review, 5(S4), 1871-1885.

Privitera, D., Nedelcu, A., & Nicula, V.
(2018). Gastronomic and food tourism as an
economic local resource: Case studies from
Romania and Italy. GeoJournal of Tourism
and Geosites, 21(1), 143-157.

Rachao, S., Breda, Z., Fernandes, C., &
Joukes, V. (2019). Food tourism and regio-
nal development: A systematic literature re-
view. European Journal of Tourism Resear-
ch, 21(1), 33-49.

Rasoolimanesh, S. M., Seyfi, S., Hall, C.
M., & Hatamifar, P. (2021). Understanding
memorable tourism experiences and beha-
vioural intentions of heritage tourists. Jo-



Broj35 | 33

urnal of Destination Marketing & Manage-
ment, 21, 100621.

Richards, G. (2021). Evolving resear-
ch perspectives on food and gastronomic
experiences in tourism. International Jour-
nal of Contemporary Hospitality Manage-
ment, 33(3), 1037-1058.

Seyitoglu, F., & Ivanov, S. (2020). A con-
ceptual study of the strategic role of gastro-
nomy in tourism destinations. International
Journal of Gastronomy and Food Scien-
ce, 21, 100230.

Solunoglu, A., & Orgun, E. (2024). Ga-
stronomy festivals in the development of
event tourism and the current situation in
Turkey. Worldwide Hospitality and Tourism
Themes, 16(4), 464-473.

Souza, L. H., Kastenholz, E., Barbosa, M.
D. L. A., & Carvalho, M. S. E. S. C. (2020).
Tourist experience, perceived authenticity,
place attachment and loyalty when staying
in a peer-to-peer accommodation. Internati-
onal Journal of Tourism Cities, 6(1), 27-52.

Spence, C. (2022). On the use of ambient
odours to influence the multisensory expe-
rience of dining. International Journal of
Gastronomy and Food Science, 27, 100444,

Sthapit, E., Piramanayayagam, S., &
Bjork, P. (2020). Tourists’ motivations, emo-
tions, and memorable local food experien-
ces. Gastronomy and Tourism, 5(1), 17-32.

Verma, S., & Yadav, N. (2021). Past, pre-
sent, and future of electronic word of mouth
(EWOM). Journal of Interactive Marke-
ting, 53(1), 111-128.

Villagébmez-Buele, C., Carvache-Franco,
M., Carvache-Franco, O., Carvache-Fran-
co, W., & Villavicencio-Parraga, M. (2020).

Gastronomic experience as a factor of mo-
tivation and satisfaction in coastal destinati-
ons. Journal of Environmental Management
& Tourism, 11(6), 1328-1337.

Vukoli¢, D., Gaji¢, T., & Peni¢, M.
(2022). The effect of social networks on
the development of gastronomy - the way
forward to the development of gastronomy
tourism in Serbia. Journal of Tourism Futu-
res, (ahead-of-print).

Vukoli¢, D., Gaji¢, T., & Popovi¢, A.
(2021). The impact of the name of dishes in
the menu on the choice of dishes in Serbian
restaurants. Bizinfo, 13(1), 25-32.

Vukoli¢, D., Gaji¢, T., Knezevi¢, M.
(2023). Attitudes of Gastronomy Tourists
Towards the Development of Gastronomy
Tourism - A Case Study from Banja Luka.
Poslovne studije, 29-30, 11-21.

Vukoli¢, D., Gaji¢, T., Popovi¢, A., & Ci-
li¢, M. (2024). Analyzing tourist motivation
for destination promotion through eWOM:
Focus on gastronomic events. Turisticko po-
slovanje, (34).

Xiao, X., Fang, C., Lin, H., & Chen,
J. (2022). A framework for quantitative
analysis and differentiated marketing of to-
urism destination image based on visual
content of photos. Tourism Management, 93,
104585.

Yin, J., Qu, X., & Ni, Y. (2023). The po-
wer of culture: How it shapes tourists’ on-
line engagement with destinations. Journal
of Travel & Tourism Marketing, 40(3), 242-
259.

Primljeno / Submitted: 14.04.2025.
Prihvaceno / Accepted: 02.06.2025






Broj35 | 35

Credan lImyrouh, acucrent, stefan.smugovic.car@gmail.com

ORCID 0000-0002-8489-101X

Beaunoop BanoBuh, ucrpaxuBay—npunpaBHuK, velibor.ivanovic@dgt.uns.ac.rs

ORCID 0009-0008-4465-7879

ap Bojana Kanemyk I[IuBapcku, pexosuu npodgecop, bojana.kalenjuk@dgt.uns.ac.rs

ORCID 0000-0003-0661-5359

ap Jparan TemanoBuh, pexoBau npodecop, dragan.tesanovic@dgt.uns.ac.rs

ORCID 0000-0003-1675-5654

Co¢muja Byjacunosuh, cryneHT macrep cryamja, sofijja.vujasinovicl23@gmail.com

Katenpe 3a ractporomujy, Jlemaprmana 3a reorpadujy, Typru3aM U XOTEJIH]epPCTBO,
[Mpuponuo-maremarnuxor dakynrera, Yausepsurera y Hosom Cany

DOI 10.5937/turpos0-58233

UDK 338.48-6:641/642]:004.78(497.113)
338.48-051:331.101.32(497.11)
331.567:640.4-051
640.4:005.96

OpruHajiHi Hay9HU paj

YTHIAJ MEHAIIMEHTA HA 3AZ1I0BOJbCTBO 3AIIOCJIEHUX Y
YIOCUTE/bCKHUM OBJEKTHUMA Y PEITYBJIUIN CPBUJU

THE IMPACT OF MANAGEMENT ON EMPLOYEE SATISFACTION IN
HOSPITALITY ESTABLISHMENTS IN THE REPUBLIC OF SERBIA

Ancmpakm:  3a0060bcmeo  3anOCTEHUX
npeocmassa  jedan 00 KbYUHUX (akmopa
KOju ymuuy Ha Keaaumem Yciyed y YeoCmiu-
mencmay, a yioea MEHAUMEHMA V He2080M
0bnuxosawy je 00 cyumunckoz nauaja. Luw
0602 UCMPAdICUBAILA e O0a UCIUMA Ymuyaj
MEHayepcKux NPakc Ha 3a0060/bCME0 3aN0C-
JIeHUX y yeocmumesnckum oojekmuma y Peny-
omuyu Cpouju. Hempaosicusarve je 3acHO8aHO
Ha ankemuom ucnumugawy 153 3anocnena y
PABIUYUMUM 8PCIAMA Y2OCIUMEHCKUX 00]je-
kama. Pesynmamu cy noxazaiu 0a 3anocienu
BUCOKO 8PEOHY]y MUMCKU pao u mo2yhnocm Ko-
puwhersa concmeenux cnocobnocmu, aiu 0a
nocmoju npocmop 3a ynanpehere y oonacmu
MPAHCNAPEHMHOCIU KOMYHUKayuje u guexcu-
ounnocmu menaymenma. O8o UCMpadicudarve
donpunocu 6o/em pasymesarsy akxmopa Koju
YMu4y Ha 3a0080/6CMBO 3aNOCIEHUX Y Y2OCTU-
mebCmay U Modce NOCIYACUMU KAO OCHOBA 30
YHanpehere Menauepckux cmpameuja ycme-
peHux Ha nobosmuarse paoHoe OKpPyHcerd U
noeeharse 3a0060.6cM6a paOHUKA.

Kuwyune peuu: Menaymenm, yeocmumencmeo,
3a0080/6¢cme0 nociom, Penyoauxa Cpouja

Abstract: Employee satisfaction is one of the
key factors influencing service quality in the
hospitality industry, and the role of manage-
ment in shaping it is of essential importance.
The aim of this study is to examine the impact
of managerial practices on employee satis-
faction in hospitality establishments in the
Republic of Serbia. The research is based on
a survey conducted among 153 employees in
various types of hospitality establishments.
The results indicate that employees highly
value teamwork and the opportunity to uti-
lize their own skills, but there is room for
improvement in the areas of communication
transparency and managerial flexibility. This
study contributes to a better understanding
of the factors affecting employee satisfaction
in the hospitality sector and can serve as a
basis for improving managerial strategies ai-
med at enhancing the work environment and
increasing employee satisfaction.

Key Words: Management, hospitality, job sa-
tisfaction, Republic of Serbia
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YBoa

VY CcaBpeMEHOM IOCIIOBHOM OKPYXKEHY,
obenexxkeHOM Op3WM TEXHOJIOIIKHM M CO-
[UjTHUM I[IPOMEHaMa, MEHallepu ce Cyo-
4aBajy ca OpOjHMM HM3a30BHMA Yy HACTOjamby
Jla OCUT'YPajy CTaOMIIHOCT U KOHKYPEHTHOCT
cBojux opranuszanuja (Haseeb et al., 2019;
Miskiewicz, 2019). Jeman on KJby4HHX ac-
IeKaTa HHXOBE YIIOre jeCTe MOTHBUCAE
3aI0CJICHHUX U yCMEpaBambe lUXOBUX AKTUB-
HOCTH Ka OCTBapemy CTPaTCUIKHX IHJbeBa
xommnanuje (Plesa & Cupi¢, 2024; Kubanov
et al.,, 2024). V nurepatypu ce cpehy pas-
JHYATH CTHJIOBH PYKOBOEeHa, TPH dYeMy
je m300p a/IeKBaTHOT CTHJIA YIPaBJbamba OJ
MPEeCyIHOr 3Ha4yaja 3a €(PEKTUBHOCT paja
W CTENEH aHra)KOBAaHOCTH  3aIrlOCICHUX
(Ariussanto et al., 2020; Marshoudi et al.,
2023). YrocTUTEIbCKH CEKTOp, Kao AMHAMU-
YaH M U3y3€THO OCETJHHB Ha IIPOMEHE y MOT-
POIIAUKUM HaBHKaMa U TPXKHIIHUM YCIIOBH-
Ma, 3aXTeBa I0ce0aH MPUCTYN YIPaBIbamby
JBYACKUM pecypcuMa, ¢ 003MpoM Ha 3Hayaj
3a/I0BOJGCTBA 3aIIOCIICHUX 32 YKYITHU KBaJU-
TeT yciayra u uckyctso rocrujy (Kong et al.,
2018; Yoopetch et al., 2021).

Ca acriexta opranu3zaiiyje, BUCOKO 3310-
BOJBCTBO 3aITOCIICHUX UMa OpOjHE TIO3UTHBHE
edexre, ykibyuyjyhu cmameme (uykryanmje
panHe cHare, noBehame NPOIYKTHMBHOCTH,
yHanpeleme THMCKOT pajia, CMambeHe TPOII-
KoBa 00yKe M MOOO0JbIIAhe KBAIUTETA YCITy-
ra (Fang et al., 2021; Adwan et al., 2024).
HcroBpeMeHO, ca HMHAWBUIYaJIHOT CTaHO-
BUIIITA, 33/I0BOJHCTBO 3allOCICHUX YTHYE Ha
bUXOBY JIOJaJIHOCT, MOTHBAIMjy M YKYIHH
JIOTIPHHOC Pa3BOjy opraHm3anuje. KibydHu
(baKkTOpH KOjH yTHUUY Ha CTENEeH 3a70BOJBCT-
Ba YKJbY4yjy (PMHAHCHjCKy KOMIICH3aIH]y,
MOryhHOCTH 3a CTPY4HO ycaBpllIaBambe, Ha-
MIpeoBamke y Kapujepu, KBAIUTET MehyIby-
CKHX OJIHOCA, CUTYPHOCT 3aIoCierha, PajHe
ycioBe, (IIeKCHOMITHOCT paHOT BpeMeHa U
opranmuzaiony kyirypy (Yao et al., 2019;
Hudays et al., 2024).

[Tpenmer oBor paja je aHanu3a yjiore
yTUIlaja MEHAlIMEHTa Ha 3aJI0BOJECTBO 3a-
MOCJICHUX Y YTOCTUTEJHCKOM CEeKTopy Pe-
nyomuke CpoOuje. McrpaxkuBame ce 0OaBu

HCIIUTUBAKBEM PA3IUYUTHX MEHALCPCKUX
NPUCTYIa, BUXOBOI eeKTa Ha pagHy MO-
TUBALM]y M TPOAYKTUBHOCT 3allOCICHHX,
Ka0 M UCIUTHBAKEM KJbYUHHX (haKkTopa KOju
yTUUY Ha IepLeNIHjy 3ar0CIeHUX O PaJIHOM
OKPYXKEHbY.

3amarak paja je 1a yTBpAH Y K0joj Mepu
MEHAIIEPCKEe aKTHMBHOCTH MMajy yTHIaja Ha
Pa3IHYUTE ACIEKTE PAIHOT OKPYXKEHa, TC Y
KOjOj MEpH OHE YTUIY Ha HHBO 33/I0BOJECTBA
3aII0CICHUX Y YTOCTHTEJHCKHM 00jeKTHMa
Ha teputopuju Perryonuke Cpouje.

Lwb ucrpaxuBama je 1a ce Kpo3 eMIIH-
PHjCKY aHAIU3y YTBPIHM HHBO 3a/JI0BOJHCTBA
3aII0CIICHUX Y YTOCTHTEJHCKOM cektopy Cp-
Ouje, y3umajyhu y o03up paznuaure acrek-
Te pasHor oKpyxemwa. [locedban pokyc je Ha
YTULAjy MEHAlIMEHTa U KJbYYHUM MOTHUBA-
HUOHUM (haKTOpuUMa Koju OOJIMKYjy OJHOC
3aII0CICHUX TIpeMa MOCIy M MOCIOIABILY.
VcrpaxuBame HACTOjU 1@ JOIPUHECE pas-
yMeBamwy 3Hauaja e(UKACHOT YIpaBbarba
JbYICKAM pEeCcypcuMa y YTrOCTHTEJbCTBY U
Ja TIOHYIM HIpenopyke 3a yHanpeheme me-
HalIepCKUX TpaKcu Koje Ou JoBelie J0 I0-
OoJpIIama pagHe KIMME M CMambermha (PIyK-
Tyalluje pajgHe cHare.

Ipernen auteparype

MeHaMEeHT M 3210B0/bCTBO 3aI10CICHHUX
Y YrOCTHTeJbCTBY

MeHalMeHT y TypU3My U YTOCTUTEIBCTBY
[pelCTaBba KJbYYHH (DAKTOP yCHEMIHOT
nociioBama y cekropy yciyra (Belas et al.,
2020; Abidin et al., 2021). Menaniepu nmajy
3a/aTak Ja o00e30e1e KBAJIUTETHY YCIIy-
Ty, ONTHMHU3Yjy Pecypce M MOTHBHIIY 3a-
[OCJICHE, YUME JUPEKTHO YTHYY Ha HHXOB
HHUBO 33/I0BOJbCTBA M pajHe nephopmaHce
(Gerginova, 2022). Edwuxacan MeHayMeHT
y OBOM CEKTOpY HE IofpasyMeBa CaMo TeX-
HUYKE U aJIMUHHCTPATUBHE BelITHHE, Beh n
CIIOCOOHOCT Mpero3HaBamka M IMpuiaroha-
Bama CNeNU(UIHOCTHMA PaTHOT OKPYKeHba,
KOj€ KapakTepHIly JUHAMHYHOCT, CE30Haj-
HOCT M JMpPEKTHA HWHTEpaKLHja ca MOTPO-
maunma (Morgan et al., 2021; Qizi, 2025).
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CXOZJHO TOME, MEHAIIEpH y OBUM CEKTOpH-
Ma Mopajy OWTH BeOoMa INPUIIATOJBHBH, Ca
criocodOHomthy 1a 6p30 pearyjy Ha IpOMEHE,
Kpenpajyhu THMCKH OpHjEHTHCAHO OKpY-
KeHe y KojeM 3arocieHn ocehajy mompmrky
U MOTHBHCAHOCT 3a IIOCTH3amhe¢ OpraHu3a-
nuoHnx muibeBa (Rachmawati et al., 2021;
Albogami et al., 2024).

3a/10BOJECTBO MOCIOM TPEJICTaBIba KOM-
TUIEKCHY TICHXOJIOIIKY KaTeTOPH]y Koja 00yX-
Bara WHIMBH/yallHy NEPIEIIHjy U eMOIHO-
HaJIHy peakiyjy MojenHIA Ha YCIOBEe paja,
npodecroHaHe oHOCce, MOTyhHOCTH 3a Ha-
NpeioBamke M pajHo oKpyxkewe (Zhu, 2012;
Delgado et al., 2025). Baxno je HampaBuTH
pasnuky u3Mely 3aJoBOJBCTBA IIOCIOM H
OIIITET 3a/I0BOJbCTBA 3amocieHux. Hanwme,
3aII0CIICHH MOXKEe OMTH 33/I0BOJbaH KOHKPET-
HUM paJHUM 3a/aluMa Koje o0aBiba, aiu
HCTOBPEMEHO HE3aJ0BOJbaH OpraHM3aIHo-
HOM KYJITYPOM, MEHAlIMEHTOM WJIH YCJIO-
BuMa pana (Paais & Pattiruhu, 2020; Abbas
et al., 2020). Hacynpot Tome, Moryhe je na
PaIHUK MMa IO3UTHUBHY NEPLEIIH]jy PagHOT
OKpYKEHba, ajli 12 (beroB M0Cao He MCITyHha-
Ba IbErOBa OYCKHMBama Yy MONIETY H3a30Ba
u npodecuonanHor passoja (Meng et al.,
2014). Y yrocturesbckoj MHAYCTPHjH, OBA]
(deHOMeH je moceOHO m3pakeH melhy 3amoc-
JICHUMa KOju 00aBJbajy ONEpaTUBHE U JIOTHC-
THUKe (yHKIHWje, MomyT oMohHUX KyBapa,
XHTHjeHnYapa, MaraiinoHepa 1 CIMYHUX I0-
sunuja (Heimerl et al., 2020).

3a710BOJBCTBO 3aIIOCICHUX TPEACTABIbA
MYITUAMMEH3UOHATHA  KOHCTPYKT  KOjH
oOyxBara IEpLENInjy pPaJHOT OKpYXKemba,
MelyJBYACKUX OHOCa, MOTYhHOCTH 3a TIpo-
(decuoHaNHU pa3Boj U ycKiIah)eHOCTH JIN4-
HUX W OpraHu3anuoHuX ImbeBa (Melian-
Gonzalez et al., 2015; Goretzki et al., 2021).
HcrpaxkuBama ayropa Ganji et al. (2021)
u Parida et al. (2023) mokasyjy na je 3amo-
BOJbCTBO 3aIOCIICHUX KIbYUYHH MPEAUKTOP
OpraHu3anyoHe e(eKTMBHOCTH U HHXKE
crome (IyKTyanuje pagHe cHare. Pazmmun-
TH ayTOpu Je(HHUIIY 33J0BOJECTBO MOCIOM
Ka0 EMOTHBHH O/ITOBOP 3aMOCIICHHUX Ha paj-
He ycioBe W mocioBHe obasese (Raziq &
Maulabakhsh, 2015; Bhavya & Satyavathi,

2017). Kibyunu akTopu Koju yTudy Ha 3a-
JIOBOJBCTBO 3aIlOCIICHUX YKJbYYYyjy 3apane
n OeHeduimje, OpraHU3AIHUOHY KYITYpY,
(IIeKCUOMITHOCT paJHOT BPEMEHA, KBaJH-
TET pyKoBOhema, MOryHHOCT HampenoBama
u o0yky (Nantavisit et al., 2023). ¥V yroc-
TUTEJBCTBY, CHELU(DUUHOCT OBOT (hakTOpa
oriesa ce y norpedH 3a BHCOKUM aHTao-
BabeM paJHE CHare, 4ecToj MHTepaKIHju
ca TOCTHMa U 3aXTEBHMa 3a paj y CMEHaMa,
IITO JOAATHO yTHYe Ha MEepLEINLyjy 3aroc-
JIeHuX o paaHoM Mecty (Shani et al., 2014)

MoTtuBanuja, cTpec 1 pagHa e()UKACHOCT

MoTHBamnyja 3armocieHnX je yCKO IMOBe-
3aHa ca 3aJI0BOJbCTBOM IOCJIOM U JIUPEKTHO
yrrae Ha pagae nepdopmance (Cvjetkovic,
2022). YTOCTHTEJCKH CEKTOp, Kao yCIyXK-
Ha JIeJIaTHOCT, 3aCHUBA Ce, Mpe CBera, Ha
JUPEKTHO] MHTEPaKUWjH 3aloClIeHUuX ca
rOCTHMa, IITO YHHH HUXOBY aHIaKOBAHOCT
U 33JI0BOJECTBO IIOCJIOM O]l IIPECY/IHE BaXK-
HOCTH 32 IEpLENUHjy KBaJIUTETa YCIyre
(Cimbaljevi¢ et al., 2024). MoruBauuoHu
IIPOLIEC y OBOM KOHTEKCTY I10/[pa3yMeBa ClIo-
KEHy AWHAMUKY YTHIaja Pa3InIuTHX (Pak-
topa (Hattie et al., 2020). CaBpemeHa uctpa-
JKHBamba yKa3yjy Ha TO Ja 3all0CJICHH y YToc-
TUTEJBCTBY YECTO TEKE YPABHOTEKEHOCTH
n3mel)y eKCTpUH3WYHE M MHTPUH3UYHE MO-
THBAIH]e, IPH YeMy HeIOCTaTaK je[HE BPCTE
MOXKE€ YMambUTH YKyIIaH HUBO 3aJ0BOJHCTBA
n JoBecTH 10 (uIyKTyaluje pajHe cHare
(Putra et al., 2017; Chang & Teng, 2017;
Zheng et al., 2020). 360r TOra je 0f CYIITHH-
CKOT 3Hayaja Jla MCHA[IMEHT YTOCTHTEJbCKHX
o0jekara pa3BHja CTpaTEertje KOje yBakaBajy
WHJIUBH/yallHE TOTpede 3amociieHuX, I0J-
CTHYy MOTHBAILMjy KpO3 jacHe MOTryhHOCTH
Halpe[0Bamba U KOHTUHYUPAHY MOJIPIIKY, TE
TUME JIOIPUHOCE CTBapamy IOJCTUIIajHOT
PaJHOT OKPY)KeHa M BHIIEM CTEHEHY opra-
nusauone nocsehenoctu (Teo et al., 2020;
Dorta-Afonso et al., 2021).

Ctpec Ha TIOCITy U CaropeBame Cy MojaBe
KOje MMajy 3HayajaH yTuIaj Ha 3a/10BOJbCTBO
U IPOAYKTHBHOCT 3amociernx (Gumasing &
Ilo, 2023). Ctpec moxke HacTaTH ycleln npe-
onrepeheHocTn mociaom, HejacHO JeUHU-



38 | Turisti¢ko poslovanje

elSSN 2560-3361

CaHMX PAJHUX YIIOra, JIONIe KOMYHHKaIHje
ca HaapeheHMMa WM KOHQIHMKATa y THMY.
IMpema wucrpaxuBaty Nawaz & Sandhu
(2018), BUCOK HMBO CTpeca y yTOCTUTEIHCTBY
YECTO JI0BOIU JI0 CMambEHE POAYKTUBHOCTH
n noBehaHe CKIIOHOCTH Ka caropeBamy Ha
nociy. Y YrOCTHTEJbCTBY, CTPECHH (haKTo-
pH yKJbYUYjy paj IOJ MPUTHCKOM, BHCOKa
OYEKMBabha T'OCTH]Y, HENPEABUIMBOCT paj-
HOT BpeMeHa U pu3muku Harmop (Yoo, 2023).
JlyropoyHa H3JIOKEHOCT CTpeCy MOXe JO-
BECTH JI0 TPO(ECHOHATHOT caropenarba,
Koje ce MaHH]ecTyje Kpo3 eMOTHBHY HCIIP-
IUBEHOCT, JICTIEPCOHANN3ANN]Y M CMambeH
ocehaj mocturayha (Fesun & Zhurat, 2024).
Opranmsanyje Koje Mpeno3Hajy 3Havaj yI-
paBibamba CTPECOM HMMIUIEMEHTHPaAjy CTpa-
Teruje Koje YKIbYUyjy (QIeKCHOWMITHE paxHe
apaHKxMaHe, IIporpaMe MoJIpIIKe 3ar0CICHHU-
Ma ¥ yHanpeheme pagHor okpyxema. Cry-
nmuja cuposenera y Kuan (Guo et al., 2024)
yKasyje Jia XOTell ca jaCHUM CTparerujama
3a CMambEemhEe CTPeca UMajy 3HaTHO HIXKH CTe-
meH (pITyKTyaIrje 3armoCcaeHnX.

MeropoJioruja

Kpeunpame aHKeTHOT yIHTHHKA

HcrpaxuBame je ClIpoBEACHO Ha TEPHTO-
puju Penyonuke CpOuje, y KOM Cy y4ecTBo-
BN 3alOCICHHW PATHUIM  PA3THUUTHX
YIOCTHUTEJbCKUX CHCTEMa MHOcioBama. bpoj
NIPUKYJbEHUX aHKETHUX YIHTHHKA Jajbe je
OIPEeaNO KOje CTATUCTHYKe aHaiu3e he ce
MPUMEHUBATH Y HCTPKUBAKY. AHKETHU
ynuTHUK Tocrnar je ka 200 wucrnmTaHuka,
Ol Yera je MpUKyIUbeHO W obpaheno 153.
Vcninranuiym cy aHKeTHPaHU eJIEKTPOHCKHM
IyTeM, Kao M JIMYHO Off CTpaHe aHKeTapa,
aHKeTa je Omia y IOTIHyHOCTH aHOHUMHA. Y
CBPXY HCTpa)KMBamba KOPUCTWIIN Cy CE Kao
Mojenu pamoBu aytopa Guenzi et al (2019)
u Chang et al (2020), y3 oapehere momudu-
Kalyje Kako Ou ce mTo 00Jbe MPHUITArOIHII0
TeMH paja.

AHKETHH YITUTHHUK cacTojao ce u3 4 ie-
JIMHE: TIPBa LEJINHA OHOCHIIA C€ Ha COIHO-
neMorpa)cke KapaKTepuCTHKE HCIUTaHUKa,
BE3aHEe 3a: M0JI, TOANHE CTAPOCTH, 0OPa30B-
HH HHBO, OpOj TOIMHA paJHOI UCKYCTBa Y

YTOCTHTEJHCTBY, MECEUHE, TO3ULIU]Y U BPCTY
YTOCTHTEJHCKOT 00jE€KTa y KOM Cy 3aII0CIICHH.
Jlpyra nenvHa uMasa je 3ajarax Ja puKyImnu
TI0IaTKE BE3aHE 32 OHOC ca MEHAIIMEHTOM,
I7ie Cy 3allOCICHH OArOoBOpPHIM Ha 15 TBp-
JIIbU TI0/IeJbeHUX Y 4 Jiesla — TPaHCIapeHT-
HOCT OJJHOCA, MOpAJIHy HEpCIEKTHBY, O-
JIy4HMBambe, U camocBecHoCT. Tpeha nennHa
AQHKETHOT YIHUTHHKA UCITUTHBAJIA j€ IIPOLICHE
3aM0CIIEHHX O pajy, T€ Cy NCIIUTaHNIH O/r0-
BOPWIM Ha 15 TBpAWU MoOJe/beHUX y 4 nena
— JPYWITBEHY YCaMJBEHOCT Yy PaJHOM OKpY-
KembYy, IPUXBATAKE Capaimbe / THMCKOT paja,
3aJI0BOJECTBO TOCJIOM M HPHUCYCTBO CTpeca
Ha nociy. Ilocnenma 1ennHa UMana je 3a-
JlaTaK Jia IPUKYIH MOAATKe O 33J0BOJHCTBY
3aI0CJIEHUX TIOCJIOM, TJI€ CY UCITUTAHUIIN O
TOBOPWJIK Ha 15 TBpAMH, Takohe Moae/heHnX
y 4 nena — o ycloBUMa yIpaBibamba, JIMYHO
UCIIyHEemhe, KOpHUIIhemy CIOoCOOHOCTH Y
pany u o ycnoBuMa paga. Kao merpuka 3a
OLIEHY CTeleHa cllaramba HCHUTaHHKa KO-
pumheHa je merocreneHa JlnkepToBa ckana,
IJe Cy MCIHUTAHUIM OICHUBAINA Bapujadie
on 1 no 5, a rae cy oAroBOpU KOHLUIIMPAHU
011 ,,alICOIyTHO C€ HE CclIaXkeM 110 ,,allCoIyT-
HO ce ciaxeM*. CBa MuTama aHKETHOT YIIUT-
HUKa Cy OuIa 3aTBOPEHOT THIIA.

Pesynrarn paga u quckycuja

Ananusza coyuo-oemozpaghckux Kapax-
mepucmuKa UCRUMAaHuKa

Y 0BOM HCTpaXkMBamby y4ecTBOBAJIO je 153
UCIIUTAHNUKA 3aMOCICHUX Y YTOCTHTEIbCKHM
objektiMa Ha Teputopuju PemyGimke Cp-
omje. Ha ocHOBY mopataka u3 Tabemne 1, Moxe
ce BHJCTH JIa je Y UCTPaXUBAY YUeCTBOBAO
TPUOIIKHO UCTH OpOj MPUTIATHUKA KEHCKOT
(52,9%) n mymkor moxa (47,1%). HUcrmra-
HULM cy Hajuemthe Owim crapoctu 1o 30
roguHa (56,2%). Cxopo MOJIIOBHMHA HCITUTA-
HUKa (49,7%) HaBeno je cpeimby LIKOIy Kao
HAjBHIIM CTEIICH oOpa3oBama. Kana je ped o
PaJHOM HCKYCTBY Y YTOCTHTEJbCTBY, HajBehu
Opoj ucMTaHuKa ce 6aBU OBUM ITOCIIOM Marhe
ox ner roauuHa (39,2%). Bumie on nonosune
UCIIUTAHWKA 3aI0CJCH je Ha ONepaTHBHUM
nocnoBumMa (55,6%), BehuHa y XOTEICKUM
objextrMa (58,2%).
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Taoena 1. Coyuo-demodpagpcke kapakxmepucmuke UCHUMaHuKa

| Bpoj ucnuranuka IIpouenar (%)
Tloa
Mymkn 72 47.1
Kencku 81 52.9
Tonune crapocTn
Jlo 30 roguHa 86 56.2
Opn 31 o 40 ronuna 55 359
[Ipexo 41 ronune 12 7.9
Huso o6pa3oBama
Cpenmpa mkoiza 76 49.7
Buma/Bucoka mkona 23 15.0
OCHOBHE aKaJIeMCKe CTyIuje 36 23.5
Macrep/nokTopcke cTynuje 18 11.8
loauHe pagHOr HCKYCTBA y YIOCTHTEbCTBY
Mame of 5 roguHa 60 39.2
Opn 6 1o 10 ronune 48 31.4
On 11 mo 15 roguna 27 17.6
IIpeko 15 ronuna 18 11.8
Pagna no3unmja
e e ot 2
(o i .
cymap. novohm KON ° 75
Bpcra yrocrure/bekor o0jexra
A la cart pecropan 43 28.1
Xoten 89 58.2
Crierujann3oBaH pecTopaH 11 7.2
Ocrano 10 6.5

Hseop: Aymopu

Ananuza o0Hoca ca MmeHauMeHmMom

Pesynrtarn mnpukazann y Tabemu 2
yKa3zyjy Ha pa3in4uTe acreKkTe OJHOoca
n3mely 3amocieHuX W MeHayepa, Ipu
4YeMy ce TBPIIE Cca HajBUIIMM OIleHaMa
onHoce Ha omtyuuBame (M = 3.81, SD =
1.13) u mopanny nepcnexktuBy (M = 3.61,
SD = 1.18). To cyrepuie na 3arocicHU

TeHEpaJIHO CMaTpajy Jla HHXOBH MeHalle-
PH MMajy CIIOCOOHOCT JOHOLICHA OJUTyKa
3aCHOBAaHUX Ha BPEJHOCTUMA M TMPETXOJ-
HUM pe3yJTatuma, IITO je y CKJIamy ca pe-
syntaruma cryamje Guenzi et al. (2019),
KOjU HMCTHUYY J1a CC MOBEPCHC y MEHAIep-
CKe CIIOCOOHOCTH TIO3UTHBHO OfIpakaBa Ha
pazHy MOTHUBALIH]Y.
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C npyre crpane, HMXE OIEHE TpaHCIIa-
pertHOCTH ontHOCca (M = 3.05 — 3.37) ykasyjy
Ha ozpeleHH HUBO PE3epPBUCAHOCTH Mely
MEHajlepuMa y IOIIeNy KOMYHHKalHje.
Mamak OTBOpeHE KOMyHHKaLHje yTH4e Ha
CMambeHhe 3310BOJbCTBA 3aMIOCICHUX. 3aroc-
JICHW KOjU TIEpIMITpajy MEeHayepe Kao Hc-
KpEHE U OTBOPEHE 32 JIMCKYCH]y UMajy BUIIN
HUBO TOCBENCHOCTH M THMCKE Capajmbe
(Nangoli et al., 2020). Hajarmxy oreHy ocT-
Bapuia je TBPAHbAa y OKBUPY I'pyIe MOpaJHe
MIEpPCIIEKTHBE, KOja Ce OJJHOCH Ha CIIPEMHOCT

MeHaliepa Jia IpPEHCHHUTa CBOje CTaBOBE O
BaxHUM muTamuMa (M=2.99; SD=1.29).
OBakaB pe3yaTar ykasyje Ha TO Jia 3arociie-
HU TIEPIHITHPAjy CBOje MEHAIepe Kao Mambe
¢drexcuOnIHe y TOTNIeny TNPEHCINTHBAKA
COIICTBEHHX CTaBOBa W OJJIyKa, a Pasiio3u
3a TaKBE CTABOBE MOTY OMTH Pa3IM4YHTH, O]
ayTOPUTATHBHOI CTHJIAa pyKkoBohema, crpaxa
OJ IPU3HAaBama Ipellaka, ajd U HeloCTaTKa
noBparHux nH(popmanyja (Igbal & Shakoor,
2023).

Tabena 2. Ananuza oonoca ca MeHAUMeHmom

Pen. - M
op. H3zjaBa (n=153) SD
TpaHCHPEHTHOCT OIHOCA

1. Moj MeHayep Ka)ke TauHO OHO IITO MHUCIIH.. 3.30 1.17

2. Moj MeHarzep je cripeMaH Ja IpU3Ha TPEIIKy Kajia je HalpaBH. 3.05 1.31

3. Moj MeHariep MoACTHYE 3aM0CICHE 1a U3HOCE CBOjE MUIILBCIHE. 3.37 1.25

4. Moj MeHariep je crpeMaH Ja HCKPEHO MOKaXe CBOje eMOLIHje. 3.08 1.25

MopaJjina nepcneKTHBa

5 Moj MeHariep 3axTeBa NOBPAaTHY HHPOPMAIH]jy Kako 01 To00IbIIao 361 118

) MHTEPAKIHU]y ca 3aM0CICHUMA. ’ )
Moj MeHaiiep je cBeCTaH CTaBOBa 3aMOCIICHUX TIPeMa IerOBUM
6. 3.36 1.26
CIOCOOHOCTHMA.

7 Moj MeHaiep yme Jia MpOLeHH Kaja je BpeMe Jia IPEHCIIHTa CBOje CTaBOBE 299 129
) 0 BKHUM MUTABUMa/TIPOOIEeMIMA. ) )

3 Moj MeHariep nokasyje pazymeBame 1 Opury kaxo he onpehene panme 323 134
) YTHLATH Ha 3aM0CIICHE. ) )

OniryunBame

9 Moj MeHariep nmokasyje /ia Bepyje y COICTBEHE aKTUBHOCTH KOje 3381 113
’ npesy3uma. ’ ’

10 Moj MeHarep JOHOCH OJUTyKe Ha OCHOBY CBOjUX BPEAHOCTH M MPETXOIHUX 371 1.14
) pesyarara. ) )

11. | Moj MeHariep He 3aXTeBa Ja 3ay3MeM CTaB KOjU MOAp)KaBa Herose omayke. | 3.33 1.22

12. Moj MeHariep TOHOCH OJUTYKe y ClIajly ca eTHYKHM HOpMama. 3.60 1.22

CamocsecHocT

13 Moj MeHayep JKelH J1a 4yje MUILbCHa/CTaBOBE HaKo OHA HUCY Y CKIIAILy 350 125
’ Ca HEroBHUM. ’ ’

14 Moj MeHarep npe JOHOMICHhA OTyKe aHAIM3UPa PEIICBAHTHE YHLECHUIIE 348 125
) U TIOJIaTKe. ) )

15 Moj MeHayep naxJbHBO CIIyIIa pa3iniiTa MUILbEHA 3aII0CICHUX MPe 331 132
’ HETO LITO JIOHECE OJUTYKY. ) )

Hszeop.: Aymopu
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Ananusa npoyene 3anocieHux o ROy
U paonom OKpyscerpy

VY Tabenu 3 mpuKkazaHu Cy pe3yiraru
KOjU C€ OJJHOCE Ha IEpLEINIHjy 3ar0CICHUX
0 IMOCITy M PaJIHOM OKPYXEHY, KOjH Cy IO-
Ka3aliM [ja Cy CTaBKe Ca HajBUIIUM OLICHaMa
OHE Koje ce offHoCce Ha TUMCKH pax (M =4.20
—4.27), mTo ykasyje Ha BUCOK CTCIICH KoJe-
TMjaTHOCTH U CIIPEMHOCTH 3a capajamy. OBu
pe3yaTaTH cy y CKiaay ca OpojHHM CTyauja-
Ma (Phuong & Huy, 2022; Irfana et al., 2023;
Jung et al., 2023) koje uCcTUIY 1a TUMCKa ca-
pazma MO3UTHBHO yTHYE Ha IPOLYKTHBHOCT
U CMambyje CTpeC Ha pay.

[Tokazaresbu couujaiHe MOAPIIKE HUCY
nmobmm Bucoke ornene (M = 2.68 — 3.48),
IITO MPENICTaB/ba HEOUCKUBAHE PE3yiITaTe U
MOXe yKa3uBaTH Ha ocehaj m3omoBaHOCTH
KOIl TOjeAMHUX 3allOCIECHHUX, HAPOYUTO Y

MOCJIOBMMA KOjU TTOJIpa3yMeBajy MHIMBUY-
AJIHU paj WK paja y cMenama. OBaj pesysrar
j€ cim4aH OHOM Koju ¢y yTBpamiu Jung et al.
(2022), roe cy 3amOCIeHH Y YTOCTUTEIHCTBY
YecTO HABOAWIM Ja JOKHBIbaBajy ocehaj
YCaMJbEHOCTH Ha MOCITY.

C mpyre cTpaHe, CTpec Ha OCILy je 10010
HIKe mpocevne ornene (M = 2.42 — 2.86),
IITO yKa3yje ja BelinHa 3amociIeHuX He mep-
LUITHPa CBOj ITOCA0 K0 MPETEPaHO CTPECaH.
Wnaxk, mokaszaTespu Kao mTo je ,,I[Ipobmemnu
MOBE3aHHU Ca IOCIIOM Cy Me Jpxaiu Oyn-
HuM HOhy* (M = 2.61, SD = 1.47) ykazyjy
Jla TIOjeIMHHN 3arlOCIICHU JJOKUBJHABAJY XPO-
HHYaH CTpec, LITO je y CKIAaLy ca CTYIUjoM
Porter et al. (2024), xoja mokasyje 1a HecH-
TYPHOCT Ha PagHOM MECTy M (IyKTyaldja
pajHe cHare MOTry JOBECTH N0 moBehaHor
HHMBOA CTpeca.

Tabdena 3. Ananuza npoyene 3anocieHux 0 NOCLY U PAOHOM OKPYICEH)

l;?.' U3zjaBa (n=1\1[53) SD
JIpylITBEHA YCAMJ/bEHOCT Y PAJIHOM OKPYIKeHY
ITocToju MHOTO JBYH HA KOj€ CE€ MOTY OCJIOHHTH KaJia UMaM rpobiema. 3.17 1.30
ITocToju MHOTO JBY/IHM KOjMa MOTY TIOTIIYHO BEPOBAaTH. 2.68 1.19
Vmam 10BOJBHO JBYM ca KojuMa ce oceham Onmckum. 3.48 1.27
IIpuxBaTame capajme / THMCKOT paja
4. [To3nat/a cam ka0 TUMCKH Urpad Kaja HacTyIaMo y rpynama. 4.20 0.95
5. VYBek ncmymaBaM cBoje o0aBes3e mpemMa ApyruMa ca KojuMa pajinuMm. 4.27 0.91
6. VBek caM Ha pacroaramy J1a OJUIPaM CBOjy ylory y (aBopu3oBamy 420 0.80
ommITer 100pa rpyre.
7. TuMcKkH paj je HeImTo y 4eMy caM OIyBEeK Y)KHBao/Ja. 3.95 1.09
3a/10B0/bCTBO MOCIOM
Moj pan je Beoma 3a710B0JbaBajyhu. 4.16 0.90
Ocehawm fa 3aucta paguM HEIITO BPEAHO y CBOM IIOCITY. 4.16 1.00
10. Moj pax je u3azoBaH. 422 0.98
11. Moj pan je Beoma HHTEpPECAHTAH. 4.12 1.02
Ctpec Ha nocay
12. Oceham ce HeMUPHO WM HEPBO3HO 300T Moca. 2.86 1.34
13. [IpoGiemu OBE3aHH ca MOCIOM Cy Me IprKaiii OyHUM HOhy. 2.61 1.47
14, Ocehawm ce HepBO3HO TIpe HETO MITO HpI/I.CyCTBijM CacTaHIMMa y OBOj 242 132
OpraHu3aluju.
15. | da mmam npyradqmju mocao, Moje 3ApaBibe OU ce BepoBaTHO modospmmaio. | 2.79 1.45

H3zeop: Aymopu
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Ananu3za 3a0060.5cmea nociom

AmHanu3a 3a710BOJbCTBA 3alIOCICHUX pa3-
JMYUTUM acrleKTUMa Toca MpHKa3aHa je y
tabeym 4. Hajsuie orene noduie cy u3ja-
Be Be3aHe 3a Kopumheme crocodHoctu (M
= 4.01 — 4.10) u muuno mcmymeme (M =
3.61 — 3.81), mro ykasyje Ha TO [1a 3amoc-
JICHU YIVIaBHOM MMajy TPHIUKY Jla KOPHCTE
cBOje BewmTHHE M ocehajy ce ocTBapeHo y
cBoM paxay. OBo je y ckiaxy ca Teopujama
(Wau & Purwanto, 2021; Rachmawati et al.,
2024) mpema Kojuma cy MOryhHOCTH 32 TIpo-

(hecHOHATHO OCTBApEHE KIbYUHH (DakTopH y
nosehamy pajHe MOTHBAIH]E.

C apyre crTpaHe, HajHIKE OICHEHA TBP-
Iiiba je ,, YBEK 1o0ujeM Harpary 3a 1o0po on-
pabhen mocao®“ (M = 2.74, SD = 1.38), mTo
MOXK€ YKa3UBaTH Ha HE3a/I0BOJHCTBO CHCTE-
MoM HarpahuBama. OBaj HaJa3 je y CKiIamy
ca uctpaxuBameM Koo et al., (2020), koje
MoKasyje Ja HEeJIO0CTaTak MaTepHjaliHuX Hu
HEMAaTepHjaTHAX TOJICTHIIaja YECTO JTOBOAM
1o Mame ocBehienoctr u Behe mykryaruje
palHe cHare.

Taoena 4. 3a0060,6cmeo 3ano0cieHuUx NOCIOM

Pﬁe;l.' U3jaBa (n=1\1153) SD
YeioBu ynpasibama
Moj MeHarep je KOMIETEHTaH Yy JOHOLICHY OTyKa. 3.49 1.24
2. | Hauwmn Ha koju MOj MeHalIep MOCTyIa ca CBOjHM 3arloClIiHHMa je 1o00ap. 3.56 1.34
3 VYenoBu paza Ha mocity (3arpeBame, KIMMaTH3alHja, palrduirhasame) cy 345 136
n06pu.
4. VYBek mobujeM Harpamy 3a 100po onpaljeH mocao. 2.74 1.38
JIM4HO ucnymweme
Wcnymasa me ocehaj nocturayha koju 106ujam of mocia. 3.61 1.17
Vimam nmpwitiKy 1ia paJiuM CTBapy Koje He MJTy IIPOTUB MOje CaBECTH. 3.77 1.11
Hmawm ciobosy 1a KOpHCTUM COTICTBEHH CYII. 3.81 1.12
Kopuuihemwe ciocodonocTu
VimaM npuItiKy Jia paJiuM HELITO LITO KOPHUCTH MOje CIIOCOOHOCTH. 4.09 1.02
MMam npuivKy Aa pajiM caM Ha MOCIy. 3.76 1.28
10. VimaM npuiuky Aa paauM CTBapH 3a Apyre JbyIe. 4.10 0.87
11. Hmam npunuky aa ucrpodam concTBeHe MeToie 00aBIbama MoCa. 4.01 1.05
Yeaosu pana
12. Mmam npunuky fa ¢ BpeMeHa Ha BpeMe PaJuM pa3iuduTe CTBAPH. 4.03 1.09
13. Wmam npuiuky aa 6yneMm ,,HeKo ™ y 3ajeIHHIIH. 3.67 1.15
14. Hmam npmitnky 3a HanmpeIoBamkeM y OBOM ITOCITY. 3.86 1.20
15. Mmam npuiuky 1a KakeM JbyInMa IITa J1a paje. 3.65 1.24

H3zeop.: Aymopu

3akibydak

OBO UCTpakWBamke je TPYKIIO YBHI Y
YTHUIIaj MCHAIIMEHTA Ha 33/I0BOJHCTBO 3aIoc-
JICHUX y YTOCTHTEJbCKMM O0jekTiuMa y Perry-
Oomuum CpOuju. Pesynrarn cy mokaszanu na

Cy KJbYYHH (DaKTOPH KOjU JONPHUHOCE 33710-
BOJBCTBY 3aIIOCIIEHHX [TOBE3aHU €A TUMCKHM
panom, moryhHorhy kopuiihema corncTBe-
HHUX CIIOCOOHOCTH W JIMYHUM HCIYHCHEM.
HcroBpemeHo, oapelheHn acniekTn MeHanep-
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CKOT CTHJIa, Kao HITO Cy TPAHCIAPEHTHOCT Y
KOMYHUKAIjiu U (PICKCHOMITHOCT y TOHO-
e’y OITyKa, HACHTU(UKOBAHH Cy Kao 00-
JIACTH KOje 3aXTeBajy yHarpelheme.

[ToceOHO je 3HAYajHO 3ama)kame Ha 3a-
MOCJICHU Y YTOCTHTEJHCTBY T'€HEpPAIHO HC-
Ka3yjy BHCOK CTEMEH MPETaHOCTH TUMCKOM
paay u npoheCHOHATHOM aHTaKOBAY, Al
Jla Cy M3PaKEHU M3a30BH Y TOTIEIY HEIOC-
TaTKka TPaHCIApEHTHE KOMYHHKAIIHje ca Me-
HalIMEHTOM, KaO0 1 HEAOBOJbHE ITOBPATHEC WH-
dhopmanmje xkoje 6u omoryhmire 6ospy anman-
TaIMjy MEHAePCKUX outyka. Huzak crernen
3aJI0BOJbCTBA CHUCTEMOM HarpahjuBama Ta-
kohe ykasyje Ha moTpedy 3a moOoJbIIambEeM
cTparerdja MOTHBAIMje W MPH3HABAbA JI0-
nmpuHOoca 3arnocienux. Mako mocroje oxpele-
He caboCTH y MEHaepCKUM IIpakcama, pe-
3yJITaTH OBOT UCTPAKUBAHA MOTY MOCITYKH-
TH Ka0 OCHOBA 3a Jjajbe yHarpeleme pagHor
OKpYXeHa Kpo3 00Jbe CTpareruje KoMyHHKa-
1je, HarpaljuBama 1 YKJbyUHBarha 3amociie-
HUX Y MPOIIEC JIOHOIICHA OUTYKA.

Ozpanuuersa ucmpaxs;cuearba

Hako OBO HCTpakuBame NpyXka Bpel-
HE YBHAC y YTHIIaj MEHAlIMEHTa Ha 3aJ0-
BOJBCTBO 3alOCJICHUX, MOCTOje oxapehena
orpaHuyema koja Tpeba y3etm y 003up
NPWIMKOM MHTEpIpeTanuje pesynrara. Hc-
TPa)XUBAKE je CIPOBEICHO HA Y30pPKY 3a-
nocneHux y CpOuju, IMTO MOXKE OTPAaHHYUTH
MoryhHOCT reHepanu3anyje Hajla3a Ha Apyre
3eMJbE Ca PA3IMYUTUM KYITYPHHM, €KOHOM-
CKUM U OpPraHM3allMOHMM KapaKTepUCTHKa-
Mma. McrpaxuBame je Takohe hokycupano Ha
CyOjeKTHBHE TIepLENIHje 3aroCIeHUX, 0K
O0M yKxJpy4HBame O0jeKTHMBHHUX ITOKa3aTesba,
Kao IITO cy cromna QuyKTyaluje pajaHe cHa-
re, IPOIYKTHBHOCT M €KOHOMCKH PE3yJITaTH
YTOCTUTEJBCKUX 00jeKaTa, MOIJIO TMPYKUTH
cBeOOYXBaTHHU]y CJIMKY ofiHOca miamelhy Mme-
HalIMEHTa M 33/10BOJbCTBA 3aM0CIICHHX.

Ilpeono3u 3a 6yoyha ucmpasicusarna

bynyha ucrpaxuBama OM Moria Ipo-
OyOUTH pasyMeBame 0BE TeMe Kpo3 HEKOJIH-
KO cMepHHMIa. YnopehuBame pesyirara pas-
JMYUTUX TUIOBA YIOCTUTEJHCKUX OOjexara,

Kao ILITO Cy XOTEJNH, a Ja KapT PEeCTOPaHu U
CIICIMjaI30BaHN YTOCTUTEIHCKH O0jCKTH,
Kako OM ce YTBPIWIO Ja JIM ce MeHayep-
CKe TIpaKce M HUXOBU e(EeKTH Pa3IHKY]y Y
3aBHCHOCTH O]l BpCTE IOCJIOBama. Takole,
KOMITapaTHBHA MCTPaKuBama H3Mely pas-
JUYUTUX 3eMajba WM pPErHOHa Moria Ou
NPYKUTH LINPH KOHTEKCT Y BE3H Ca YJIOTOM
KyJITYpHUX (aKTOpa y yIpaBibamby JbYIACKHM
pecypcuMa y yrocTHTEIbCTBY. YIOoTpeba KBa-
JUTaTHBHUX METOMA, Kao IUTO Cy NyOHMHCKH
UHTEPBjyH WM (OKyC Tpyle ca 3arocie-
HUMa U MEHallepuMa, Mora OM JTONpPHHETH
00JbeM pasyMeBamy CHCHU(DUIHUX H3a30Ba
U pelema y 0Boj 00IacTH.

3axBaJIHHIIA

HcrpaxkuBame je puHaHcupaso MuHuc-
TapCTBO HayKe, TEXHOJIOIIKOT Pa3Boja M HHO-
Barja Penyonuke Cpouje (Es. 6p. 451-03-
137/2025-03/200125 wn 451-03-136/2025-
03/200125).
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OpruHaTHH HAy9HU paj

HIIMAHCKA KYXHUbA: IIO3HABAIBE, 3ACTYIIVBEHOCT U
3ATIOBOJbCTBO ITOCMATPAHO U3 YIJIA
YIOCTUTE/bCKHUX PATHUKA

SPANISH CUISINE: AWARENESS, PREVALENCE, AND SATISFACTION
FROM THE PERSPECTIVE OF HOSPITALITY EMPLOYEES

Ancmpaxm. [lInancka Kyxura npeocmassoa
jeOHy 00 Haj3HauajHUjux 2acmpOHOMCKUX Mpa-
ouyuja, no3Hamy no ceojoj pazHO8PCHOCMU,
PEeGUOHATHUM CREeYUjanumemuma u KyamypHoj
speonocmu. Fhena pasnospchocm eacmpo-
HOMCKUX Npou3800d HACMALA je Kao pe3yi-
mam jeouncmeenoz eeoepagckoe nonoicaja,
any U CIONCEHUX KYIMYPHO-UCMOPUJCKUX
ymuyaja. Kyxurea oge 3emme 00agHo npesa-
3UnA3U 1beHe epanuye U npeocmasna jeoHy
00 HAJBANCHUJUX UHMEPHAYUOHATHUX KYXUIbA
ca senukum opojem jena npuxeahenux wupom
ceema. IIpeomem o002 ucmpasxcusarsa je no-
3HABAIbE U 3ACMYNAHEHOCT WNAHCKE KYXUIbe,
Kao U 3a0080/6CMB0 NOHYOOM ) Y2OCMUMesbC-
Kum objexmuma na noopyujy beoepaoda, kao
3HAYAJHO2 Y20CMUMEbCKO-MYPUCUUKO2 1 eH-
mpa. OCHOBHU 3a0amax je 0a ce UCNUMA HUGO
UHopMUCAHOCIU Y2OCTNUMELCKUX PAOHUKA
0 Kapakmepucmuxama wnamcke 2acmpoHo-
Muje, Kao u 0a ce ymapou 3acmyn/beHocm jena
Y akmyenHoj yeocmumesmnckoj nowyou. Luw
ucmpaxcuearsa je 0a ce ymepou y Kojoj mepu
Cy 3anocieHu y yeocmumencmey YHOZHAMU
ca Kapakmepucmuxama WHaHcKe Kyxurve,
KONUKO ¢y jena npucymua y nouyou u oa Jau

Abstract. Spanish cuisine represents one of
the most significant gastronomic traditions,
known for its diversity, regional speciallties,
and cultural value. Its variety of culinary
products has developed as a result of Spain’s
unique geographical position and complex
cultural and historical influences. The cui-
sine of this country has long transcended its
borders and is now considered one of the
most important international cuisines, with
numerous dishes embraced worldwide. The
subject of this research is the awareness and
presence of Spanish cuisine, as well as the
satisfaction with its offering in hospitality
establishments in Belgrade, a major hospi-
tality and tourism center. The primary ob-
Jective is to examine the level of knowledge
among hospitality workers regarding the
characteristics of Spanish gastronomy and
to determine the representation of Spanish
dishes in the current food service offerings.
The aim of the research is to assess the ex-
tent to which hospitality employees are fa-
miliar with the characteristics of Spanish
cuisine, how present these dishes are in
menus, and whether there is satisfaction
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nOCMOoju 3a0080/6CME0 0OHOCHO NOMEHYUja
30 PUX060 UlUpe YKbYUUsare y noHyoy. Hc-
mpasicugare je CnpoeoeHo aHKemuparbem
3aNOCIEHUX Y Y2OCMUMescKUM 0Ojekmuma
Ha noopyujy beoepaoda, a nooayu cy ananuzu-
pany npuMeHoM OeckpunmueHe Cmamucmu-
Ke. Pesynmamu ucmpadscusarea cy noxasaiu
o2panuueny UH@OpMUCAHOCH O WNAHCKO]
KYXUbU, HUCKY 3ACHYN/bEHOCT FeHUX jend y
NOHYOU, anu U BUCOKY OMBOPEHOC KA FoeHOM
veohemwy y meHuje.

Kwyune peuu: wmnancka xyxura, ysocmiu-
memncmeo, eacmponomuja, Lllnanuja, manacu

YBoa

Jenma mmaHcKe KyXHMEbE NPEICTaBIbajy
CIIO)KEH M Pa3HOBPCTAH CHCTEM Kao pe3yil-
Tar Jayre eBoiylHje Kpo3 ucropujy. Ilopen
pEerHOHaIHE Pa3HOJIMKOCTH, OBa KyXHIba CE
O/UTMKYje crenr(pUUHUM TEXHUKama MpH-
MpeMe jena Koje Cy HacTaje IOCPEICTBOM
JOKaJlHUX pecypca M IOBOJbHHUX KIMMAT-
ckux ocobuna mpocropa (Anderson et al.,
2019). Xpana y llnanuju npepasunasu ¢u-
3MOJIONIKY TOTpedy, OHa je He3ao0miIa3aH
JOPYIITBEHH M KYJITYpHH (EHOMEH, KOjU ce
KOPHCTH Kao CPE/ICTBO 32 OYyBamb€ racTpo-
HOMCKe Kyntype u Tpaauuuje (Cantarero et
al., 2013). [lImancka TacTpOHOMH]ja je HEH3-
OCTaBaH Je0 TypH3Ma, LITO ce OrIeaa y aK-
TUBHOCTHMA F-CHUX PErHOHA KOjU KOPHCTE
JIOKQJIHE CIICIHjAIUTEeTe Kao CPENCTBO -
(bepeHmmjanrje Ha TYPUCTHIKOM TPIKUIITY.
3axBaspyjyhu mo3Harum medoBuMa U KyBa-
puma, lllnanuja je mocrana robanHu 1EH-
Tap BHCOKe Kyxume (Jiménez-Beltran et al.,
2016; Berbel-Pineda et al., 2019).

Kyxuma oBe 3eMJbe 0J1aBHO ITPEBa3HIIa3H
IbCHE TPaHUIe, MPECTaBba jeAHY OJ Haj-
BOXHHJUX HMHTCPHAIMOHAJIHUX KyXHHba ca
BEJIMKHUM OpojeM jena mpuxBaheHUX MHpoM
cBeta (Serrano, 2016). Jenan o Hajpacpoc-
TPAaCHUJUX JOTNPHHOCA INITAaHCKOT KYIH-
Hapckor yMmeha orena ce y KOHIIENTY Taria-
ca, JIeJbeIby XpaHe U 0OpoKa Kao APYIITBe-
vor umHa (Lera, 2012; Batlle-Bayer et al.,
2020). Y MHOTHM 3eMJbaMa TPaHIIMOHATHA

with or potential for their broader inclusion
in the offer. The research was conducted
through a survey of employees in hospitality
establishments in the Belgrade area, and the
data were analyzed using descriptive statis-
tics. The results of the study indicated limit-
ed awareness of Spanish cuisine, low repre-
sentation of its dishes in the current offering,
but also a high openness toward incorporat-
ing them into menus.

Keywords: spanish cuisine, hospitality,

gastronomy, Spain, tapas

HIMIAHCKa jena ce mpuiiarolasajy JOKaTHUM
YKyCHMa M HaBHKama, a TacTPOHOMHja II0-
cTaje cpencTBo Meke Mohu, Koja JonpHHOCH
MelyHapogHOM KyaTypHOM yTumajy Illma-
nuje (Procas & Barroso, 2021).

IIpeamer ucTpa:kuBamba je MO3HABABE
W 3aCTyIJBEHOCT IIMTaHCKEe KyXHIbe, Kao U
3a/I0BOJECTBO FHUXOBOM MOHYIOM Y YTOCTH-
TEJHCKUM 00jeKTHMa Ha Topy4jy beorpana.

3agarak paga je Ouo Ja WMCIHTa HUBO
MO3HABamka U 3aCTYIJBEHOCTH, Ka0 U 33]10-
BOJBCTBA MOHYJOM IIOCMAaTPaHO U3 yIiia 3ac-
MOCJIEHUX Y YTOCTHTEJHCTBY Kao KJbYYHHX
aKTepa y KpeHpamy YrOCTHTEJbCKE ITOHYIIE.
U3 tux pasnora je nepuHucaH v UJb paaa,
aTo je 1a oAroBopu Ha cieneha mcTpakuBad-
Ka MuTama:

1.Konuko cy 3amocieHu y yrocTUTesb-
CTBY YINO3HATH Ca KapaKTepUCTHUKaMa
IITTaHCKE KyXHibe?

2.V K0joj MepH Cy jela IINMaHCKe KyXUbe
3aCTyIJbEHA Y YTOCTUTEIHCKUM O0jeK-
TAMa?

3.Jla nm cy 3amOCIeHU 3a0BOJBHU Tpe-
HYTHMM CTambeM MOHYJE IIMaHCKUX
jemay beorpamy?

Iperaen aureparype

[nancka kyxuma je y 21. BeKy 0XK1Be-
Jia BEJIUKY PeHecaHcCy, yiaazehu y ¢pokyc uH-
TepHALIMOHAIIHE TaCTPOHOMH]E, He caMo 300T
Ooraror ucropujckor Hacieha, Beh u 300r
MPUJIATOJBUBOCTH Y Pa3INUUTE TaCTPOHOM-
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CKe M yrocturesbcke Konnente (Jerez, 2023).
Pa3sHOBPCHOCT TracTPOHOMCKMX —HPOU3BO-
Jla pe3yaTar je jeAHHCTBEHOT reorpadckor
TOJIOXKAja, ajll M CJIOKEHHUX KYyJITypHO-HC-
Topujckux yrumaja (Wild, 2015). Tpanmu-
Ija yTHiaja ox cTpaHe PuMibana u Apama
OCTaBWJIa je TpajHEe TParoBe y CTPYKTypH
jera, HauMHy TIPUIIPEME W YIOTpeOu CHpo-
BUHA ¥ 3a4MHa — LITO CE U JIaHaC Npero3Haje
Kpo3 ymoTpedy MAacIMHOBOT yJba, madpa-
Ha, MUTPYCHOT BOha M Pa3NMYUTUX 3a4yUHA
(Hirschfelder et al., 2020; Boukid, 2024).

[manuja je W3pa3uTo PErHOHATN30BaHA
y TaCTPOHOMCKOM CMHCIY, @ CBaKH O]l Hhe-
HUX 17 ayTOHOMHHX pEerrMoHa Heryje corl-
CTBEHY KYJIMHAPCKY TPAAULHjy, IITO YHHH
IIMAHCKY KyXHIbY HJICATHOM 32 HCTPaXKH-
Bamke KPO3 MPU3MY JIOKAJTHOT HJICHTHTETA,
racTpo-Typu3Ma M CIELHUjaM30BaHuX Yroc-
TUTEJbCKUX ToHyna (Sanchez-Caiflizares &
Castillo-Canalejo, 2015; Pérez-Priego et
al., 2023; Cordova-Buiza et al., 2024). On
taraca y Karanonuju n OacKMjCKUX MHHTO-
ca, J0 maesbe y Banencuju u racmada y AH-
JIalTy3Uju — CBAaKM PETMOH HYIU COICTBEHH
ractpoHomMckn HapatuB (Hernandez-Rojas et
al., 2021; Recuero-Virto, 2025).

CaBpeMeHU TPEHIOBH y TaCTPOHOMHU]jH,
HapOYUTO y ypOaHWUM CcpelamHama, yKasyjy
Ha I0OpacT WHTEPECcOoBamba 3a ayTeHTHYHY,
QJIM KCTOBPEMEHO M WHOBATHBHY MHTEpIIpe-
TaIjy TPaauIMOHAIHUX KyXHuma (Serrano,
2016; Del Moral, 2020). ¥ toM cMmuciy,
IIMAaHCKa KyXWHba I0Ka3yje BHUCOK CTENeH
(hIIeKCUOUITHOCTH, IITO j€ YHWHHU IOTOXHOM
3a MHTETPaLNjy Y MEHHjE pecTopaHa IIHPOM
cBeTa, a pacTyha HOIMyIapHOCT MeIUTepaH-
CKe HMCXpaHe Kao Mojena n30ajaHCHpaHor
HayMHA WCXpaHe JOJaTHO TO3WIMOHMpA
IIMAHCKY TacTPOHOMH]JY Kao IOXKEJbHY Y
CaBPEMEHO] T'aCTPO-YrOCTUTEIJHCKO] MOHYAN
(Fuentes-Luque, 2017; Tomé, 2021; Boronat
et al., 2023). Jenan o 3HaYajHUJUX eIeMEHa-
Ta KOjH IOTIPUHOCE OBOM TPEHY je PoKyc Ha
JIOKaJIHE, CE30HCKE U CBEXKE CacTojKe, Kao U
jeIHOCTaBHE TEXHUKE MPUIPEME KOje UCTH-
4y yKyc 1 kBanuteT HamupHuia (Wallnoefer
etal., 2021; Vargas et al., 2021). MacauHOBO
yJbe, pazHe BpcTe pube, MOPCKHX ILIOJOBA,

MaxyHapKH M CBexe noBphe npencrasibajy
OKOCHHIly HCXpaHe, mTO je yckiaheHo ca
NPUHIHIIIMA HYTPUTHBHE BpPEJHOCTH |
racTpoHoMcke oxapxkuBoctH (Mazzocchi et
al., 2019; Mannucci et al., 2023).

CaBpeMeHa JjuTepatrypa u3 obnactu
racTpPOHOMHjE, TypU3Ma W MEHAIIMEHTa CBE
gemhe ucTHde mOTpedy 3a HHTEPKYITYp-
HUM TacTPOHOMCKUM KOMIIETEHIIMjamMa Y
yroctutesbetBy (Edelstein, 2011; Kocevskii
Risteski, 2020). [Ipumepn ycrnemHe uMILIe-
MEHTallMje CTPaHUX KyXHmba yKa3yjy Ha TO
Ja KyJITypHa pa3MeHa Kpo3 XpaHy MOCTaje
HE CaMO KOMEpIHjaJHO HcIUIaThBa, Beh u
cormjanHo peneBanTHa (Kim et al., 2021;
Grubor et al., 2022). YrocTHTeIBCKH paHUIH
UMajy KJbYYHY YJOI'Yy y WHTEpHAI[HOHAIN3a-
L1j! HALMOHAJIHUX KyXHIba, a KOMIICTCHIINjE
U OTBOPEHOCT Ka HOBHM T'aCTPOHOMCKUM
KyJITypama I10CTajy CBe 3HaYajHUjH (aKkTop y
CTBapamy KOHKYPSHTHE U Pa3HOBPCHE IOHY-
ne (Pu et al., 2024; IlImyrosuh, 2024).

HctpaxuBame xoje je 2019. romune
crpoBena CXKOIpOBa, MOKA3aJo je Ja je Ha
TepuTopuju beorpana mocrojano HEKOIMKO
pecTopaHa Koju Cy y CBOjOj TacTPOHOMCKO]
MOHYAX YKJbYUYHBAIIH jesIa MIIaHCKe KyXHUIbe.
OBM pecTOpaHd HUCY HYIWIN HCKJbYYHBO
TpaauIOHAIHA IIMAaHCKa jena, Beh cy Haj-
yemrhe OWIM €0 IIMpPEr MIMaHCKO-JTaTHHO-
aMEpUYKOT KOHIIeNTa, KoMOuHyjyhn ykyce
U TEXHHKE KyBama M3 Pa3sIHMYUTHX KYITY-
pa IIIaHCKOT TOBOpHOr moapyyja. OBakBH
YTOCTUTEJLCKUA OOjeKTH TPEACTAaBIbAH Cy
HOBHHY Ha O€0TPaJICKOj TACTPOHOMCKO] CIIe-
HU, a IBUXOBAa Pa3HOBPCHA IMOHY/AA MpPUBIIA-
YHIIa je pa3iMyYdTe KaTeropuje MmoTporiaya
(Shkodrova, 2019).

Mertonosioruja paaa

3a moTrpebe HCTpaKUBama KpEeupaH je
YIUTHUK Kao HajBATUIHHUJM METOJI TIpH-
KyIJbakha OBE BPCTE IOJaTaka. ¥ CBPXY Hbe-
TOBOI' KpeHpama, Kao Mojei je kopuirheHn
pan ayropa Nguyen et al. (2020), y3 onrosa-
pajyhe monmdukanuje kako 06U ce mrto 60Jpe
MPUIIATOAMO TEMU OBOT MCTpaKUBama. AH-
KETHH YIHUTHHK CE€ CacT0jao U3 TPH Jieja:
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—IlpBn nmeo ce OmHOCHMO Ha COIHO-
nemorpadcke KapaKTepHCTHKE
ucrnuTaHuka (IOJ, CTapoCT, HHUBO
o0Opa3oBara, MECTO CTAHOBAbA).

— lpyra €0 aHKETHOI  YNHTHHKA
€acTojao ce OJ1 LIECT MUTamba ca YeTUPU
nonylheHa onrosopa, y kome je Tpebasio
Jla MCMHUTAaHWIU onxaldepy jemaH Koju
je TadaH, a Koja Cy Ce OJHOCHIA Ha
OIIITY WH(GOPMHUCAHOCT U TTO3HABAE
KapaKTePUCTHKA LINAHCKE KyXUHbe.

— Tpehu pmeo  ynuTHUKA  OJHOCHO
Ce Ha TPEHYTHO CTame M CTaBOBE
3al0CIIEHUX y  YTOCTHUTEJECTBY O
MOHY/M INMAHCKUX jena. Y3 momoh
JlukeproBe cKalle, HWCIUTAHUIH CY
OZATOBapalli Ha IIOCTABJbEHE TBPAE
orieHoM of 1 1o 5, ox ,,IOTIYHO ce He
ciaxeM* 110 ,,lIOTIYHO Ce ClakeM .

AHKeTHpame je W3BPIICHO METOAO0M

OJIOBKA-TAIMUP W IYTEM OHJAjH YIHUTHHKA.
HcrpaxuBame je CHPOBEICHO aHOHMMHO,
y mepuoxy of jyaa 1o centemopa 2024. ro-
JMHe. AHKeTOM cy 00yxBaheHH yroCTHTE bH
CTICLMjaJIM30BaHNX PECTOpaHa ca WHTEpHa-
LIMOHAJIHOM ITOHY/IOM XpaHe y beorpany. AH-
KeTHpame je Or1o JOOpOBOJFHO M AHOHIMHO,
a UCITUTAHULH Cy OWIIH pa3IYHUTOT y3pacra,
cTerneHa o0pa3oBamba M MECEYHUX MPUXOJa.
3a norpebe OBOT MCIHUTHBAA MOJCJHEHO j&
oko 150 aHkeTHHMX ynuTHHUKaA. [IpHKyrnbe-
HO je 131, ox xojux je 122 GOm0 BalMIHO.
JoOujeHn Tofany Cy CHCTEMaTH30BaHH H
oOpaljeHH TIpIMEHOM JECKPHUITHBHE CTa-
THUCTHKE, a JOOWjEHU Pe3yNTaTH Cy y pamy
NpUKa3aHu TabenapHo. Y CBpXY Kpeupamba
UCTpaKMBamba Kao MOJENl ¢ KOPUCTHO pajl
ayropa Nguyen et al., (2019), y3 oxrosa-

pajyhe Mmoudukanuje kako O ce mTo 60Jbe
MPUIATOHIIO TEMH UCTPaXKUBAKbA.

Pesysararu paga u auckycuja

AHaJn3a couno-aeMorpagcexkux
KapaKTepUCTHKA HCIHTAHNKA

VY umipy cBeoOyxBaTHE aHalM3e IOJa-
TaKa NPHKYMJbCHUX AHKETHUM YIHTHHKOM,
HajIpe ce MPHCTYNUIO aHAJIHU3U COLHO-JIe-
MOrpa)CKHX KapaKTepHCTHKA HCIUTAaHHUX
moTporiiraya mto npukasyje Tadena 1. [Ipema
oJIy, y30pakK je uuHmio 57,4% mymikapaia
u 42,6% >xeHa. Y THOIIeQy CTapoCHE CTPYK-
Type, HajBehn 71e0 y30pKa YHHWIH Cy MIIa i
1o 30 roguna — 40,2%. CrapocHa rpyna of
31 no 40 roguna odyxBara 27,9% ucnuTaHu-
Ka, rpyna ox 41 no 50 roguna 21,3%, oK je
10,7% Owuno crapuje on 51 rogure. Behuna
UCTINTaHuKa, BuX 82%, nona3u u3 ypoaHux
cpenuHa, 10K 18% ydecHHKa KUBU U paau
y pypanaum cpeaunama. OOpaszoBame je
IPE/ICTaBIbAIIO BAXKHY MPOMEHJBHUBY y OKBH-
py uctpaxkuBama. Hajsehn Opoj ucruranu-
Ka MMa 3aBpIIeHy cpefmy mKomy — 36,9%,
1ok 36,1% nma BuCOKO 00pa3oBame (BUCOKY
mikony min ¢akynret). Ceera 18% je 3aBp-
LIMJIO MAacTep, MarucTapcke MM JOKTOPCKe
CTynyje, a HajMarby IPOLICHAT YHHE UCIIHTA-
HUIIA Ca 3aBPIICHOM BHIIIOM IIKOJIOM — 9%.
[Tocmarpajyhu oOmact cTpy4He crpeme,
BehMHA HCIIUTAHUKA CTCKIIA j€ 3BamkE U3 00-
JIaCTU Typu3Ma U yroctutesbctBa — 60,7%.
U3 obmactu ekoHOMUjeE, TTpaBa U MEHA[IMEH-
Ta 1o1a3u 9%, a U3 TEXHUIKO-TEXHOJIOMIKUX
Hayka, nosponpuspene u xemuje 9,8%. Ocra-
1 — 20,5% nmMajy 3Bama 13 Apyrux oodnacru.

Taovena 1. Coyuo-demoepaghcke kapakmepucmuxe

m) |%
Mymiku 70 |574
Hox Kercku 52 |426
o 30 roquna 49 40,2
Crapocna 106 31-40 34 1279
41-50 26 |21,3
51 u BUIIE TOAUHA 13 10,7




Broj35 | 53
Ypbano 100 | 82,0
Mecro cTaHOBama

Pypanno 22 18,0
Cpenma 1mkosa 45 36,9

Buma mkomna 11 9,0
Hajsumm HuBo 06pasosamba | Bucoka mkona/pakynrer 44 36,1
Macrep/Marucrapcke/10KTOPCKe CTY/IH]je 22 18,0
Typu3zam U yrOCHTEIHCTBO 74 60,7

Exonomuja, npaBa, MEHaIMEHT 11 (9,0

OG6mnact 06pa3zoBame TeXHOIOTHja, MOJLOTNPUBPE/IA, XEMHja 12 (9,8
Hemro npyro 25 20,5
VYenyre xpane u iha (pectopanu, mabosu, 6aposu..) | 82 | 67,2
RGeS [P — EHH YTOCTHTERCKOT Cwmemrajan 00jexTH (XoTenu, MoTeny, anaprMann) |22 | 18,0
e MeroBuTH 00jeKTH 18 | 14,8
OHepaT?IBHI/I paganiu  (KyBapH, KoHOOapH, 57 | 467

. COMEITHjepH)

L IO OrneparnBHH MeHaUMEHT (1ed Kyxume, med cane) |27  |22,1
Bumim MeHaMEHT (IUPEKTOPH, BIACHUIIH) 38 [31,1
Jlo 5 roguna 50 41,0
loguue paga y yrocTUTEICBY 6-10 romsa 27 1221
11-15 ronuua 19 15,6
16 u BuIe roguHa 26 12,3

Hzeop: Aymopu, 2025

Hajsehu Opoj ucnuranuka, mux 67,2%,
pamu y oOjeKTUMa CIICIHMjaJu30BaHUM 3a
yciyre Xpane u nuha. Y o0jektuma ca npu-
MapHHM CMEIITajHUM yciyrama aHraxoBa-
Ho je 18%, nok 14,8% paau y MEmoBUTHM
yroctutesbckuM oOjektuma. Ilpema panHoj
no3uuju, 46,7% 3anocieHux cy Ha ore-
paTMBHUM mo3unHjama (KyBapH, KOHOOapH,
comenujepu), 31,1% cy BUIIM MeHAyEpH
(aupexropu, BmacHulM), A0K 22,1% uunHe
orepaTuBHU MeHapepu (meoBU KyXHiba,
caie). Kazia je peu o Qy>KUHH pajHOT CTaxa
y yroCTUTEJbCTBY, 41% ucnuTaHuKa UMa J10
T rOInHA UCKYCTBa. Y KaTreropuju om 6 10
10 roguna je 22,1%, nok je 15,6% ankerupa-
HUX 3aIl0CJIeHO y nepuoy of 11 mo 15 roau-
Ha. Hajmamu nponienar — 12,3%, uma paaHo
HCKYCTBO Tye of 16 roguHa.

AHani3a yIo3HaTOCTH YTOCTHTEba Ca
KapakTepHCTHKaMa HINAaHCKE KyXUEbe

Jpyru neo aHkere OIHOCUMO C€ Ha
YIIO3HATOCT YIrOCTHTEhA Ca KAPAKTEPUCTH-
Kama HIaHcke Kyxume. OBa ImuTama cy ce
OJIHOCHJIa Ha OIILITE TT03HABAKE MOPEKIa U
BpCTa KapaKTEPUCTUYHUX MPOU3BO/A IIIaH-

cke Kyxume. JloOujeHn pe3ynratu yrno3Ha-
TOCTH YrocuTe/ba Ca KapakTepHCTHKaMa
IIMTaHCKE KyXHIbe TpHKa3anu cy y Tabemn 2.

IIpBo nuTame ce 0JHOCUIIO Ha MOPEKIIO
Tamaca ¥ perrMoH W3 Kora MOTHYY, Ha IITa je
41% wucnUTaHUKa OATOBOPHIIO HCTIPABHO, J1a
je To AHmany3uja, 10K je 4ak 38,5% yroctu-
TeJba cMaTpaso aa je Karamonuja mecto mo-
pexna. Cnenehe nutame ce OJHOCHIIO HA 3a-
YHHE Y TPAIUIIMOHAIHO] HIMAHCKO) MaebH 1
Behuna ucnuranuka (70,5%) je oaroBopuiio
TAYyHO ¥ 03HAYMIIO JIa Cy TO madpaH U nanpu-
Ka, IITO yKasyje Ja Cy UCIMTaHHUI YIO3Ha-
TH Cca MaeJbOM U HeHUM cactojuuma. Tpehe
MUTake Ce OJHOCHJIO Ha IIMAHCKO CIIATKO
BHMHO, a UCTIUTAHMIIN Cy ca 4ak 57,4% o3Ha-
YK J1a C€ Pajy O CaHTPHjH, J0K je 33,6%
3HAJIO JIa je ped O IICPH]y, OBU MOJAIH CY Y
KOpeJaliju ca pe3yliTaTiMa HCTPakuBarba
koje cy crpoBenu Hall u Mitchell (2008),
KOjU TOKazyjy jAa morpoinadu Hajuenrhe j1o-
JKHMBJbABA]y CAaHTPHUJy KAO CJIATKO BHHO, HAKO
je LIepH CiiaTko BHHO 3aliTHheHOr mopekia
n3 Anpamysuje. UeTBpTO MHUTAmE Y OBOM
JIeTly c€ OJTHOCH Ha TOPTHJbY €CIamb0Iy, jelo
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O]l KPOMITHPA, jaja | JIyKa, Ha IITa je TauHO
onrosopuio 43,4%, a yak 33,6% cmarpaino
je na je To mararac Opasac.

[Murame 5 mpukasyje oAroBope Ha IIO-
CTaBJbEHO THTame: ,,Koja Bpcra Meca je
IJIaBHU CacCTOjaK IIMAHCKOT NPOU3BOAA Xa-
MoH nbepuko?* Ha mra je 65,6% ucnnra-

HHUX YrOCTUTEJba OATOBOPHIIO Ta4dHO, 1a je
ped o cBumeTHHH, a 28,7% cmarpa Ja je To
roBeauHa. [locienme nurame ce 0THOCH Ha
MI03HABAkhE CHpa JJOOMjEHOT IMPEpajoM OB-
yujer miieka u3 peruje Jla Manua, a 69,7%
j€ ONroBOPHIIO TayHO 1A je& ped O MaHYero

cupy.

Tabena 2: Ynosnamocm yeocmumesna ca Kapakmepucmukama wnancke Kyxure (n=122)

1. Koju mimaHcky pervoH je HajIo3HaTHju Mo Taracuma’?

Annanysuja 50 41%
Backuja 21 17,2%
Karanonuja 47 38,5%
lamummja 4 3,3%

2. Koju 3aunnu ce Hajuenthe Kopucre y mpunpemu mnaesbe?

Lumer u myckaTau opamrhih 11 9%
MajunHa gymmna 1 OpuraHo 12 9,8%
ladpan n nmanpuka 86 70,5%
Kapu u xypkyma 13 10,7%

3. Koja BpcTa mimaHCKOT BHHA je HajIIO3HATHja Ka0 CIIATKO BUHO M3 peTHOHA AHIamy3uja?

Puoxa 9 7,4%
lepn 41 33,6%
Canrpja 70 57,4%

Kaga 2 1,6%

4. Kako ce 30Be jesio of1 KpOMIINDA, jaja u JIyKa, Koje je Beoma romynapHo y Llnanuju?

[Mararac 6paBac 41 33,6%
Topruspa Ecnamona 53 43,4%
TTuruoc 14 11,5%
Emmanamac 14 11,5%

5. Koja Bpcra Meca je TIaBHHU cacTojak HIMAHCKOT MPOU3BOa XaMOH HOEPUKO?
I'oBenHa 35 28,7%
[Tunetuna 3 2,5%

CBUmBETHHA 80 65,6%
JarmernHa 4 3,3%

6. Koju cup oz oumjer miieka nma 3amitiuheHy o3HaKy mopekiia u3 peruje Jla Manga?

Maxou 15 12,3%
Wnujacaban 12 9,8%
Mamnuero 85 69,7%
Kabpanec 10 8,2%

Useop: Aymopu, 2025.
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Pesynrati oBOr Jena HMCTpakKuBamba
Cy Jajy OATOBOP Ha IIPBO HCTPAKUBAYKO
nutame — Konuko ¢y sanocienu y yeocmu-
menCcmey YRo3HAmU ca KapakmepucmuKkama
wnancke Kyxurbe — yTBpHeHo je a MaKo Io-
croju onpeheH HUBO HMH(POPMHUCAHOCTH, OH
je decto (parMEeHTOBAH W HEIIOBOJbAH, IIITO
yKasyje Ha HoTpeOy 3a eyKalijoM 1 60/b0M
MPE3CHTALN]OM OBE KYXHUHbE.

AHa/u3a 3aCTYIJbeHOCTH jesia IIMaHCcKe
KYXHMIbe Y YTOCTUTe/bCKUM 00jeKTHuMa

ITocnenmn ne0 aHKETHOT YIUTHHKA Ono
je mojieJbeH y JIBa Jiena, a MPBH JIe0 Ce OJJHO-
CH Ha aHaJIn3y TPCHYTHC MOHYAC IIIMaHCKUX
jesa y yrocTUTeJbCKMM O0jeKTHMa Ha TepH-
Topuju beorpana.

YV Tabenu 3 meTajpHO Cy IPHUKa3aHU OA-
TOBOPH HCIMTAHUKA Yy BE3U Ca 3aCTyIJbe-
HOCTH IIIIAHCKHX jena Y YTOCHUTCJbCKHUM
00jeKTHMa y KOjUM paje. AHaIU30M [10-
OujeHnx pesynrara yrBpheHo je na yak 79
HCIUTAaHUKa M3pakaBa Hecllararme ca TBp-
JIFOM J1a HUXOB YTOCTUTEJHCKH OOjeKar
pacmonake 3a70BOJbaBajyhoM  MOHYIOM
LIMTaHCKUX jela, J0K ce cBera 4 MCIHUTaHU-
Ka y NOTIIYHOCTH CJIaXKy Ca TOM TBPAHOM.
[Ipoceuna BpeAHOCT Ha CKajlM HM3HOCHIIA

je 1,65. Ox ykynno 122 ucninranuka, 55 je
HaBEJIO JIa TOCTH YECTO MCKazyjy HHTEPEeco-
Bamhe 3a IIITAHCKA jeja, ald yINPKOC TOME,
IIPOCEYHA BPEIHOCT OBE TBPIHE H3HOCH-
ma je 1,88. Hemro Gosbm pe3ynrar ocTBa-
peH je y Be3u ca JIOCTyNHOLINYy ayTeHTHY-
HUX INMAHCKHX CacTojaka, ca IMPOCEYHOM
onerom 2,48. Ilto ce Tu4ye MPUCYTHOCTU
LIMAHCKE KyXUbE Ka0 CIeLyjaJuTeTa 1aHa
Ha MEHHUjHMa, caMO TPH HCIIUTaHUKA IIO-
TBPJHO Cy OATrOBOPHJIA Ha OBY TBPIY, JIOK
ce 80 u3jacHUIIO HEraTHBHO, Ca IIPOCEYHOM
orieHoM 1,57. JloOujeHu pe3ynraTu y cKia-
oy Cy ca pe3yiTaruMa HCTpPaKHBamba H3
2022, xoja moTBphyjy morpedy 3a qogaTHoM
TIPOMOIIMjOM MEIUTEPAHCKUX jena y Heme-
nuTepaHckuM 3emubama (Mielgo-Ayuso et
al., 2022). Cnnuan tpens npumehen je u y
Toriely MpoMOoIMje MmmaHckux jema — 80
HCIUTAHUKA Y MOTIYHOCTH C€ HE ClaxKe ca
TBPIHOM Jla Cy LIMAHCKA jelia aJeKBaTHO
MIPOMOBHCAaHA Y FUXOBUM O0jeKTHMa, IITO
pe3yaTupa npocedHoM Bpeanomhy ox 1,62.

HajBuity npoceyHy BpeIHOCT Y OKBH-
py ankere — 2,88 — n00uia je TBpAma Koja
Ce OJHOCH Ha KamalUTeT YTrOCTUTEJbCKUX
oOjekara ma 'y OynyhHOCTH TIpomupe moHyLy
mmmanckux jena (Tabema 3).

Tabena 3. Ananusa 3acmyn/beHOCMU jena WNAHCKe KYXUrbe Y Y20CUMeHCKUM 00jekmuma

m=122)

TBPIABE 1 2 3 4 5 IMTPOCEK
VrocTHTeIhCKI 0§JeKaT Y Kojem pajuM 79 |20 |14 |5 4 1,65

1. | uma 3a10BoJbaBajyhy MOHY/Y IIMTAHCKUX jeIa.

5 IInarcka jesa Cy 4eCTO TPAXKEHa OJI CTPAHE HALIHX ss (a3 113 |6 s 1.88
roCTHjYy.

3 Moryhnocm 3a Ha0aBKy ayTeHTHYHHX IIMAHCKHUX % 137 30 |24 |3 2.48
cacrojaka cy noope.

4 Ilnarcka jena Cy 4eCTO HCTAKHYTA KAO CICUHjaIHTeT g (23 |13 |3 3 157
JlaHa Y HAILlleM MCHH]Y.

5. IInancka jena cy 00O MPOMOBHCAHA Y g0 |21 |11 7 3 1.62
HAalleM 00jeKTy.

6. Vrocrutesbeku 00jekar y Kojem PaliM MMa KANAWATET | oy |7 |30 |13 |22 |2.88
JIa IPOLIMPH TIOHY/Y [IMAHCKHUX jera.

Useop: Aymopu, 2025.
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Ca cTaHOBMIITa MapKETHHTA U TPIKHII-
HOT TIO3UIIMOHUPAha, Pe3yIATaTH yKasyjy Ha
HEJI0BOJbHY IPOMOIH]Y U HUCKY BHIJBHBOCT
IITTaHCKUX jena y moryau. Maxo je mpumehe-
HO MHTEPECOBAamE TOCTHjy 3a OBaj THUM Ky-
XHIbe, OBO HE IIpaTH peajHa HoHy#a. Yroc-
TUTEJBH TPENO3Hajy MOTEHIUjall Y CMHUCIY
nosehama npodura 1 modosbIIaka UMHULA
pecropana, anu 0e3 ajeKBaTHE JIOTHCTHKE
— TIOTYT JAKIIe JOCTYMHOCTH ayTeHTHUHHUX
cacTojaka — Taj MOTCHIHMjal OCTaje Hemo-
BOJHHO UCKOpHIITheH.

Jpyro ucrpaxuauko nurame — Y kojoj
Mepu cy jena WnancKe KyXurbe 3acmyn/beHa
y yeocmumesncKum objekmuma — TOOWIO0 je
jacaH OIrOBOp Kpo3 pe3ynTaTe KOju MoKa3yjy
HHUCKY 3aCTYIIJBCHOCT OBHX jefia, ci1aly mpo-
MOIIMjy U HEIOBOJBHY JOCTYHHOCT ayTeH-
TUYHUX CaCTOjaKa.

AHaJIn3a 32/10B0/bACTBA 3aN0CJIEHHX
TPEHYTHOM MOHY/IOM IINMAHCKHUX jeaay
Beorpany

Pesynratn mpukazanum y Tabemun 4
yKa3yjy Ha HHBO 33J0BOJbCTBA TPEHYT-
HOM TOHYJIOM IIMAHCKUX jeja, a caMo TpHU
UCNUTAHUKA U3pa3uiia Cy 3aJ0BOJbCTBO I10-
cTojehoM IMOHYI0M IINAaHCKKX jeJla y YIOCTH-
TEJHCKUM 00jEKTHMa HCTPaKCHOT pPErHoHa,
Iok je Hajsehu Opoj, mux 42, HaBenO aa ce
y HOTIIYHOCTH HE CJIaXKe ca OBOM TBPAHOM.
YV Be3u ca TBPAHOM Ja O MPOIINpPEHe Mo-

HyJle IIMaHCKUX jeia Momio npuByhu Behn
Opoj roctujy, 37 UCnUTaHUKA 3ay3elI0 je He-
yTpaJlaH CTaB, 0K ce 29 NeTMMUYHO ClIaxe,
a 28 WcnWTaHWKA Y TOTIIYHOCTH CIIake ca
oBOM oreHOM. Ha TBpamy na Ou yBolheme
IINAHCKUX jeJia Y TIOHY/Y MOIJIO JOBECTH JI0
nosehamwa npodura, 30 ucnuTaHuka H3pa-
3WJI0 je carIacHoCT, JIOK je 28 McHuTaHuKa
0CTaJIO HEYyTPAIHO. Y TOIIENy MOTEeHIIH]al-
HOT YTHIdja IPOIINPEHE MOHY/E IMaHCKIX
jera Ha yriiern pecTopaHa, 25 UCTIUTaHUKa ce
y MOTIIYHOCTH CJIaXke ca TBPAHBOM Jia OU TO
no0OJBIIANI0O UMHII FUXOBOT 00jeKTa, aiu
Hajsehu Opoj ucnuTanuka, mux 42, 3ay3eo
je HeyTpanny nosuiyjy. Hajsehy mpoceuny
BPEIHOCT y OBOM CETMEHTY HCTPaKUBAmba —
3,61 na ckamm ox 1 1o 5 — no6uia je TBpAama
Jla YrOCTUTEJbH MOJPKaBajy YKIbYUHBAHC
IINAHCKKX jeJa y MOHY/TY CBOT YTOCTHUTEIhC-
kor oOjekra. Ca OBOM TBP/AHOM CarjiacHo je
39 ucnuraHuka, J0K ce 33 y MOTIYHOCTH
cnaxe (Tabema 4). Mako je mocrojeha mo-
HyJla IIITaHCKHX jela U3Y3€THO OTpaHUuCHA
(2,08), nocToju CHa)KHA MOJPIIKA HUXOBOM
yKibyuuBamwy y Oynyhy nonyny (3,61). Ha
TBP/IbY Jla JM CY YTOCTUTEJbH 3aJJ0BOJHHH
MIOHYJZIOM IIMAHCKUX jeNa y YrOCTUTEJHCTBY
y Beorpamy, gak 71 mcmHTaHWK, OTHOCHO
58% mano je HerarmsaH omrosop. Caera 7
ucnuranuka (6%) oAroBOpUIIO je Aa je 3a10-
BOJBHO TIOHYIIOM, JIOK 44 ucniuTanuka (36%)
HeMa CTaB.

Tabena 4. Ananuza 3a0080/6cmea noHyooM wnanckux jena y beoepaoy

TBPIHE 1 2 3 4 5 | IPOCEK

1 SaAOBOJbaH CaM TPEHYTHOM MOHYIOM MIMAHCKHX | 45 | 40 | 37 6 3 2,08
jesa 'y HaleM pervoHy.

2 CManaM na 6u MPOIIMPEH>E MOHY/E MIMAHCKHX ul17 1371 2 | 28 338
jeJa MpUBYKJIO BHIIIE TOCTH]Y.

3 BepyjeM na Ou yBOhere BHIlle MIMaHCKUX 1212128130 | 20 3.19
jena 'y menu nosehaio npodur.

4 Mucnum na 6u yBoljeI'H)e LINAaHCKUX 13 9 36 | 27 | 37 3.54
JIETYCTAIlHOHUX MEeHHja 0o 1o0po mpuxsaheHo.

5. Behn n360p mmaHckux jenaa 6u mo6osbIIao 161 121 4| 27| 25 327
yIJIe]l Haller pecTopaHa.

6. Tonpxapam yKIby4HBAkSE BHIIE 9 12129 | 39 | 33 361
TPaJMLHOHAIHUX IIMAHCKUX jeJia Y Halll MCHH.

Useop.: Aymopu, 2025.
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Ha tpehe ucrpaxuBauko nurawe — [a
U CY 3aNOCNeHU 3A0060/bHU MPEHYMHOM
nouyooM wnanckux jena y beoepady — onro-
BOpEHO je Takole HenBocMmucicHO: BehuHa
UCIIUTAaHWKA M3pa3mwia je He3aJ0BOJBCTBO,
aJlv je MCTOBPEMEHO I0Ka3ajia CIPEMHOCT U
MOZIPIIKY MJEjU YKJby4HBamba BHIIE IIIaH-
CKHX jela y YTrOCTHTeJbCKy HoHyamy. [lpu-
METHO je ja BehuHa ucrnuTaHuka u3pakaba
HE3aJI0BOJBCTBO TPCHYTHHUM CTarbeM, IITO
yKasyje He caMo Ha aeuuuT y monyau, seh
n Ha Moryhu Henocrarak MHUIMjATUBE WA
HHPPACTPYKType HEONXOAHE 3a YyBoheme
U O4YYyBalkb€ KBAJIUTCTAa TaKBUX CHCHI/IjaﬂI/I-
tera. Mmak, BHCOK NpOIEHAT HCIUTAHUKA
KOjH TIOAPIKaBa MAEjy MPOILINPErha MOHYAE ’
YKJbyduBakba TpagulUOHAIHUX IHIIaHCKUX
jesia TOBOPH y MPUIIOT TOME Ja MOCTOjH OC-
HOBA 33 Pa3BOj OBOT' CErMEHTA raCTPOHOMCKE
TIOHY/IE.

3akibydak

Pesynrari oBOr HCTpaKMBama yKasyjy
Ha OrpaHHYeHY YIO3HATOCT 3arOCICHHX
ca OCHOBHUM KapaKTE€PUCTHKaMa IINaHCKe
kyxume. Mako oxpehenn Opoj mcnuraHuka
MOKa3yje OCHOBHO IIO3HABAHBEC HEKUX Tpa-
JMUIMOHATHUX IIIMTAHCKUX jeJia ¥ MPOU3BO/Ia,
Kao LITO Cy 11aesba, TalacH WM MaH4Yero CHp,
aHaIn3e yKa3yjy Ha IPHCYTHE MOrpeIIHe
MPETIOCTaBKEe U KOH(]Y3HUjy OKO reorpadc-
KOI' M KYJTYPHOT TIOpeKia oxpeheHux erne-
MEHATa IIaHCKe TaCTPOHOMH]E.

VYrocruressn 'y beorpany y Benukom
Opojy mpero3Hajy MOTEHIIH]jall MIITaHCKe Ky-
XHIbe 32 yHanpeleme racTpoHOMCKe MOHY-
ne, npodura 1 umuya pecropana. I[loxpmxka
YKJbYyUYHBamy LIIIAHCKE KyXHEIEC y MCHHje
no0uja HajBUINE OICHE, INTO yKa3yje Ha
OTBOPEHOCT W HMHTEpeC 3a WHOBallMje, Ha-
POUYHTO Y KOHTEKCTY cBe Beher 3Hauaja Me-
JIUTEpaHCKE U 3/[paBe MCXpaHe y MI00aIHUM
racTpo-TPEHIOBUMA.

Ha ocHoBy pesynrara vcnuTHBama MU3-
BECHa je HeJIOBOJbHA 3aCTYIJbEHOCT LINAaHCKe
KyXUIb€ 1 jella Y YTOCTUTEIJFCKUM 00jeKTHMa
Ha noApyuHjy beorpana, anu je npucyTHa u
HEYTPAIHOCT Ca IMOCTABJLCHUM TBpPAAMa,

YUMe Ce OTBAapa HHU3 PEJICBAHTHUX MMUTAbA Y
BE3W Ca MO3UIHMjOM U TTOTCHITHjalOM IITaH-
cke ractpoHomuje y beorpay.

JlokamHO TPXKHUINTE MOKa3yje OrpaHu-
YeHY MPUCYTHOCT WINMAHCKUX jena, aud U
3HauajaH MpPoCTop 3a pasBoj. [Ipemopyuyje
ce yHanpeheme eyKaluje yrocTUTeIhCKOT
Kajpa, Oospa mpomoruja u omoryhaBame
JaKUIer MPHCTyNa ayTeHTHYHHM CacToj-
Ma. YKOJIHMKO CE€ OBH H3a30BH aJI€KBAaTHO
peliie, IIMaHCKa KyXHiba OM MOIVIa 3ay3eTH
3HauajHUje MECTO Ha CPIICKOj TaCTPOHOMCKO]
CIICHH, KaKO y TIOINIely KYJITypHE pa3meHe,
TaKO U Y KOHTEKCTYy CKOHOMCKE KOPHCTH 3a
YTOCTHTEIHCKU CEKTOP.

3axBaJIHHIIA

UctpaxuBame je GpuHaHCHparo MuHmc-
TapCTBO HayKe, TEXHOJIOIIKOT pa3Boja M HHO-
Barja Penyonuke Cpouje (EB. 6p. 451-03-
137/2025-03/ 200125 u 451-03-136/2025-
03/200125).
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EMPOWERING RURAL WOMEN: A KEY FACTOR IN
SUSTAINABLE TOURISM DEVELOPMENT

OSNAZIVANJE RURALNIH ZENA: KLJUCNI FAKTOR
ODRZIVOG RAZVOJA TURIZMA

Apstract: Empirical evidence suggests that
the empowerment of rural women is an es-
sential predictor of sustainable development
in the tourism sector. As primary custodians
of cultural capital and local traditions, the-
ir indispensable participation in commu-
nity-based tourism initiatives significantly
correlates with the improvement of economic
sustainability, the preservation of cultural
diversity, and the strengthening of social co-
hesion. This study investigates the causal re-
lationship between the empowerment of rural
women and tourism development, analyzes
strategies for the amplification of their par-
ticipation, and identifies inherent challenges.
The central finding of the study implies that
the empowerment of women is a key determi-
nant of their inclination towards entreprene-
urial activities within the domain of tourism.

Keywords: women, rural tourism, sustaina-
bility, rural areas

Apstrakt: Empirijski dokazi sugerisu da je
osnazivanje zena u ruralnim podrucjima
esencijalni prediktor odrzivog razvoja u sek-
toru turizma. Kao primarni nosioci kultur-
nog kapitala i lokalnih tradicija, njihovo ne-
zamenljivo ucesc¢e u turistickim inicijativa-
ma zasnovanim na zajednici znacajno kore-
lira sa poboljsanjem ekonomske odrzivosti,
ocuvanjem kulturnog diverziteta i jacanjem
socijalne kohezije. Ova studija istrazuje
uzrocno-posledicnu vezu izmedu osnaziva-
nja ruralnih Zena i razvoja turizma, anali-
zira strategije za jacanje njihovog ucesca i
identifikuje inherentne izazove. Centralni
nalaz studije implicira da je osnazivanje
zena kljucni determinator njihove sklonosti
ka preduzetnickim aktivnostima u domenu
turizma.

Kljucne reci: Zene, ruralni turizam, odrZi-
vost, ruralna podrucja
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Introduction

According to Firstianto et al. (2024)
empowering rural women is a multifaceted
endeavor that carries significant implica-
tions for the socio-economic development
of communities worldwide. Defined as the
process of increasing the capacity of wom-
en to make choices and transform those
choices into desired actions and outcomes,
empowerment encompasses a wide range of
social, economic, and political dimensions.
Empowerment, in this context, involves ena-
bling women to gain control over their lives,
make informed decisions, and participate
actively in their communities (Jiang et al.,
2024). Empowering women in rural regions
is a complex undertaking with far-reaching
consequences for the socio-economic ad-
vancement of communities globally. With-
in the realm of agritourism and rural tour-
ism, women are instrumental as guardians
of cultural patrimony, traditional practices,
and indigenous customs. (Arroyo, C.G. et
al, 2019) They are vital in maintaining the
unique character of a destination and diver-
sifying its appeal to visitors (Jo, Y et al.,
2024). Their proactive engagement not only
bolsters the financial viability of tourism ini-
tiatives but also encourages the safeguarding
of cultural heritage and strengthens commu-
nity bonds. As key stakeholders in agricul-
tural production and household administra-
tion within rural economies, the empow-
erment of women also underpins broader
community economic stability (Ozcatalbas,
0., & Sogue, B., 2020). Rural women of-
ten serve as the backbone of agriculture and
household management, contributing sig-
nificantly to food production and econom-
ic stability. According to Kitole & Genda
(2024), women account for approximately
43% of the agricultural labor force in de-
veloping countries. When rural women are
empowered, their increased productivity and
decision-making abilities lead to improved
family nutrition, education, and health out-
comes. For instance, research shows that
when women have access to resources and
training, they invest more in their children’s

education and healthcare, resulting in a rip-
ple effect that enhances community welfare.
Thus, empowering rural women is not mere-
ly a gender issue; it is a vital component of
sustainable development and poverty allevi-
ation (Gao & Wu, 2017).

To effectively empower rural women, a
variety of strategies must be implemented.
One of the most critical avenues for empow-
erment is access to education and vocational
training programs (Ling et al., 2013). Educa-
tion equips women with the knowledge and
skills necessary to participate in economic
activities and make informed decisions. Ac-
cording to Vujko et al. (2019) programs that
focus on literacy, numeracy, and vocational
skills have proven successful in various rural
settings. According to Sahrakorpi & Bandi
(2021) initiatives in India have demonstrated
that women who receive vocational training
in areas such as sewing or agriculture are
more likely to start their own businesses and
improve their economic status. Additionally,
microfinance has emerged as a powerful tool
for fostering entrepreneurship among rural
women. By providing small loans, women
can invest in income-generating activities,
thereby gaining financial independence and
contributing to their families’ well-being
(Ljaljevic et al., 2023). Community organi-
zations also play a pivotal role in supporting
rural women by creating networks that offer
resources, mentorship, and advocacy. These
support systems can help women navigate
the complexities of entrepreneurship and
build confidence in their abilities (Pécot et
al., 2024).

Access to information is a fundamental
factor in empowering women entrepreneurs
in rural tourism (Vujko et al., 2024a). Infor-
mation equips these women with the knowl-
edge necessary to make informed decisions
about their business ventures, allowing them
to identify opportunities that might otherwise
remain hidden (Chen & Barcus, 2024). The
connection between information access and
community development is also profound;
when women succeed in rural tourism, they
contribute to the local economy, create jobs,
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and inspire other women to pursue similar
paths (Despotovi¢ et al., 2018). This ripple
effect not only empowers individual wom-
en but also promotes broader social change,
reinforcing the importance of ensuring that
women in rural areas have the information
they need to thrive (de Groot et al., 2017).

In rural areas, women play a particularly
important role. After completing secondary
education, many women either remain in
their rural communities to start a family or, if
they pursue higher education, move to larger
cities or often do not return to their home-
towns. The reasons for this vary. Primarily,
women today lack sufficient support (Reg-
mi et al., 2023). They are often discouraged
from developing their ideas into initiatives
that could benefit their households, local
communities, and themselves. Many believe
that municipal or local authorities will not
provide them with the necessary financial or
structural support (Rashwan et al., 2024).

Traditional craftsmanship and home-
made products hold significant value in ru-
ral communities (Vujko et al., 2024b). Old-
er generations have the opportunity to pass
down knowledge of customs and traditions
to younger women, fostering initiatives that
contribute to local development, particularly
in rural tourism. For example, older women
create woolen products such as sweaters and
socks, as well as various handicrafts and sou-
venirs. However, some women may hesitate
to start their own businesses due to a fear
of failure (Sutrisno et al., 2024). Sustaining
rural tourism requires careful consideration
to prevent environmental damage while pre-
serving local traditions, culture, and customs.
Women in rural areas possess the potential
for successful entrepreneurship (Stanovéi¢
et al., 2018). Many are already engaged in
producing and selling traditional domestic
products such as cheese, milk, honey, and
winter preserves. With proper support, these
entrepreneurial efforts could significantly
contribute to the economic and cultural sus-
tainability of rural communities.

They can also produce pottery, glass,
or a certain type of jewelry (Zhang et al.,

2025). Women in rural areas are known as
excellent housewives and can develop their
own business by making various cakes and
pastries. Today, we live in the so-called
internet era, where everything is easily ac-
cessible and this in some way favors mar-
keting, and certain small businesses can ex-
perience a level of expansion (Zhao et al.,
2024). Education of the local population is
also necessary. In addition to personal in-
come, women can contribute to the econ-
omy and the local community, as well as
to the rural environment, with their knowl-
edge and craft skills. It is generally known
that women are imaginative and that they
can combine the beautiful and the useful,
and with their knowledge and skill create
something that does not exist in our area.
Houses can be remodeled with tradition-
al motifs and offered as such to potential
tourists for accommodation. Of course, the
support and permission of the municipality
is necessary. The development of rural tour-
ism is of great importance for every country
and tourist destination. This also applies to
Serbia (Vujko et al., 2024b).

The paper started from the initial hy-
pothesis of paper H that the empowerment
of women in the villages is a decisive factor
in the sustainable development of rural des-
tinations. Women are the “carriers” of tourist
activities in villages, so the further develop-
ment of rural tourism directly depends on the
willingness of women to actively influence
the creation of a sustainable tourist offer in
rural destinations. The research was con-
ducted on a sample of 217 rural women and
showed that women in rural tourism most
need information about funds and methods
of financing, about ways of managing and
registering their companies engaged in rural
tourism, as well as empowerment as a direct
influence on women entrepreneurship in ru-
ral destinations.

This research endeavors to investigate
the significance of women’s empowerment
in rural tourism, the strategies for enhanc-
ing their engagement, and the challenges
hindering their advancement within this sec-
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tor. A survey was conducted on a sample of
217 women residing in rural areas of FruSka
Gora to identify the salient factors influenc-
ing their participation in rural tourism and
the obstacles they encounter.

The central research hypothesis posits
that the empowerment of women in rural
communities constitutes a crucial deter-
minant for the sustainable development of
rural destinations. The study aimed to ad-
dress the question of the primary requisites
for increased female participation in rural
tourism. To this end, three sub-hypotheses
were formulated, focusing on the perceived
need for information pertaining to financial
resources, business registration procedures,
and business management principles, as well
as the overarching imperative of women’s
empowerment.

Methodology

The research sample comprised 217 fe-
male individuals recruited from various vil-
lages within the geographical area of Fruska
Gora. The selection criteria included wom-
en participating in established local events,
namely the “Sremska kulenijada” held in
Erdevik, the “Banostorski dani grozda” in
Banostor, and the “Gus¢ijada” in Satrinci.

Data were collected through the adminis-
tration of surveys at the respondents’ designat-
ed exhibition spaces, where they displayed ar-
tisanal products or food items. The survey in-
strument was designed to garner insights into
the current landscape of rural tourism within
the investigated destinations, as perceived by
women actively engaged in or possessing the
potential for involvement in this sector.

The survey questions encompassed the
following domains:

* Awareness of Funding Opportunities:
This section addressed the respon-
dents’ knowledge of available funding
sources, the procedures for application,
and perceived barriers to accessing fi-
nancial resources.

* Knowledge of Business Registration
and Management: This area explored

the respondents’ understanding of the
regulatory frameworks for tourism-re-
lated business registration, as well as
their familiarity with business manage-
ment principles (including marketing,
finance, and administration).

* Motivation and Challenges in Enga-
ging with Rural Tourism: This domain
investigated the respondents’ motivati-
ons for participating in rural tourism,
as well as perceived obstacles such as
fear of failure, lack of self-confidence,
and familial responsibilities.

The collected responses were subjected
to analysis based on the age cohorts of the
respondents to identify potential variations
in their needs and attitudes across differ-
ent generational groups. The Pearson Chi-
Square test was employed for statistical data
processing.

Results and discussion

Table 1 shows that the largest percentage
of women have a problem with information
about funds and ways of financing their ide-
as. According to Table 1 the lack of infor-
mation on funding opportunities for women
in rural tourism presents a significant barrier
to their entrepreneurial success and, by ex-
tension, to the overall development of their
communities. Access to information is not
merely a logistical issue; it is a fundamental
prerequisite for empowerment and economic
progression. By identifying various sources
of funding and understanding the barriers
that inhibit women from accessing this infor-
mation, we can begin to formulate strategies
to support them more effectively. Enhancing
information access for women in rural tour-
ism is essential not only for their individu-
al success but also for fostering sustainable
community development. Therefore, it is im-
perative that stakeholders, including govern-
ment entities, NGOs, and community organi-
zations, collaborate to create an environment
where women can thrive in rural tourism,
ultimately leading to more vibrant and eco-
nomically sound rural communities.
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Table 1. Information on how to fund ideas
Age Total
18-25 [26-39 |40-59 |Over 60
Tottaly Count 11 35 37 18 101
agree % of Total |5,1% 16,1% | 17,1% |8,3% 46,5%
Agreee Count 8 23 28 17 76
% of Total |3,7% 10,6% |12,9% |7,8% 35,0%
I need more information on - Count 3 10 11 5 29
how to fund ideas. No opinion 1o "Cr il [14% |4.6% |5.1% |23% | 13.4%
Disagree Count 0 6 2 0 8
% of Total |0,0% 2,8% 0,9% 0,0% 3,7%
Tottaly ~ |Count |0 2 1 0 3
disagree  |%of Total [0,0% [0,9% [0.5% [0,0% |1,4%
Total Count 22 76 79 40 217
% of Total |10,1% [35,0% |36,4% |18,4% |100,0%

Source:Autor s research

Looking at table 2, it can be concluded
that there is no statistical significance in the
responses of the respondents in relation to

age. This primarily means that the problem
is uniform and that all women in the villages
face it.

Table 2. Pearson Chi-squere Test

Value

Df Significance (p)

Pearson Chi-Square 9,217

12 684

Source:Autor s research

Project writing is essential in rural tour-
ism as it serves as a blueprint for initiating
and sustaining tourism initiatives that can
significantly benefit local communities. At
its core, project writing involves the system-
atic documentation of a project’s purpose,

goals, activities, and anticipated impacts. In
the context of rural tourism, well-written pro-
jects are crucial for attracting funding from
governmental and non-governmental organi-
zations, as they demonstrate the viability and
potential impact of proposed initiatives.

Table 3. Lack of information on how to write a project

Age
1825 12639 [40-50 [Over 60 | ot
Tottaly agree 00U 17 42 44 |26 129
% of Total | 7,8% | 19.4% |20.3% | 12,0% | 59,4%
Count 4 23 26 5 58
Inehednlore i;ltfonnationt Agreee % of Total | 1,8% | 10,6% |12,0% |2.3% | 26,7%
on OW 0 Wr1t€ a projec o Count 1 8 8 3 20
o B o e Mot of |0 PO T of Total [0.5% [3.7% |3.7% | 1.4% [9.2%
Tourism. Disagree Count 0 3 0 3 6
% of Total | 0,0% | L.4% 0.0% | 1L4%  |2.8%
Tottaly Count 0 0 1 3 4
disagree % of Total | 0,0% |0.0% 10,5% | 14% | 1.8%
Toal Count |22 76 79 |40 217
% of Total | 10,1% |35,0% |36,4% | 18.4% | 100,0%

Source:Autor s research
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Despite the clear advantages of project
writing, women in rural destinations often
encounter numerous challenges that hinder
their ability to engage in this vital activity
(Table 3). One primary obstacle is the lack
of access to training and educational re-
sources that teach the skills necessary for
effective project development. Many rural

areas lack formal educational institutions
offering courses in project writing, leaving
women without the tools they need to artic-
ulate their ideas effectively. Additionally,
cultural and social barriers can further dis-
courage women from participating in pro-
ject writing initiatives.

Table 4. Pearson Chi-squere Test

Value

df Significance (p)

Pearson Chi-Square 23,085

12 ,027

Source:Autor s research

Table number 4 shows that there is a
difference. Younger respondents want more
information from the EU or the Ministry,
while older women (over 60) do not. Re-
spondents over the age of 60 may think that
they have to study additionally, that is, to
be educated, which for them represents an
obstacle. They also assume that they must
be proficient in the foreign language, and
many women may not even speak another
foreign language. Younger women find it
easier because the education system ena-
bled them to study (foreign language) and
use modern technology (e.g. internet - MS
Office).

By addressing the challenges faced by
women through targeted training, mentorship,
and the use of technology, we can empower
them to articulate their visions effectively and
contribute to the growth of rural tourism. As
we move forward, it is essential to prioritize
these efforts to ensure that women in rural ar-
eas can fully participate in and benefit from
the opportunities that tourism can provide,
ultimately fostering sustainable development
and economic resilience in their communi-
ties. The data of these tables confirmed the
sub-hypothesis of the work hl - that women
need information about the financing of their
ideas in order to engage in rural tourism.

Table 5. Information about registration a company

Age Total
18-25 [26-39 |[40-59 |Over 60
Tottaly Count 20 41 43 20 124
agree % of Total |9,2% 18,9% |19,8% [9,2% 57,1%
Count 1 27 19 15 62
Agreee
. . % of Total |0,5% 12,4% |8,8% 6,9% 28,6%
I need information on how
to register my company No Count 1 8 9 5 23
in tourjsm thay deals with opinion % of Total |0,5% 3,7% |4,1% 2,3% 10,6%
receptive tourism. . Count 0 0 5 0 5
Disagree
% of Total |0,0% 0,0% 12,3% 0,0% 2,3%
Tottaly Count 0 0 3 0 3
disagree | 9% of Total {0,0% |0,0% |[1,4% [0,0% |1,4%
Total Count 22 76 79 40 217
% of Total |10,1% |35,0% [36,4% |18,4% |100,0%

Source:Autor s research
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Table 5 shows whether information
is required regarding the registration of a
company engaged in receptive tourism.
Receptive tourism is of great importance
for the development of tourism of a certain
destination. In addition to catering facilities
for accommodation, receptive tourist agen-
cies that will attract tourists to a certain
destination, in this case FruSska Gora, can
also be important. The respondents need
additional education about receptive tour-
ism. It should be explained what is meant
by receptive tourism, what women can do,

how to do business if they work in a tourist
agency, that is, how to attract tourists. In ru-
ral areas, it is necessary to establish a recep-
tive tourist agency, because the task of a re-
ceptive tourist agency is to attract tourists,
and an increase in the number of tourists
leads to an increase in income, which will
help the economy and the local communi-
ty itself. Employees of a receptive tourist
agency must know how to attract tourists
or a group of tourists, without damaging
the environment, which is why they need
education.

Table 6. Pearson Chi-squere Test

Value

Df Significance (p)

Pearson Chi-Square 27,316*

12 ,007

Source:Autor s research

Table number 6 shows that there is a dif-
ference in answers in relation to age groups.
The value is less than 0.05 (p=0.007). This
difference may be due to the fact that the
younger generations are more interested in
changes and are engaged in tourism com-

pared to the older respondents. Also, the
number of highly educated women is grow-
ing today, and the younger generations are
interested in using their knowledge and
education in the best way and in attracting
tourists.

Table 7. Information on the categorization of accommodation capacities

Age
Total
18-25 |26-39 |40-59 |Over 60
Tottaly Count 14 48 37 25 124
agree % of Total | 6,5% 22,1% |[17,1% |11,5% 57,1%
Count 5 16 31 13 65
Agreee
) ) % of Total | 2,3% 7,4% 14,3% |6,0% 30,0%
I need information on how to
categorize accommodation | No Count 1 11 6 2 20
units that I can rent out as opinion | oy of Total 05% [51% [2,8% [0,9% 9,2%
part of my household.
. Count 2 0 3 0 5
Disagree
% of Total | 0,9% 0,0% 1,4% 0,0% 2,3%
Tottaly Count 0 1 2 0 3
disagree | o of Total [0,0% |0,5% [0,9% [0,0%  |1,4%
Count 22 76 79 40 217
Total
% of Total | 10,1% |[35,0% [36,4% |18,4% 100,0%

Source:Autor s research
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Table 7 shows whether our respond-
ents need any additional information re-
garding the categorization of accommoda-
tion that they can rent out as part of their
household. Slightly more than half of the
respondents answered that they complete-
ly agree. This means that they do not have
enough information about the categoriza-
tion of accommodation. The reasons why
the respondents do not agree or have no
opinion may stem from insufficient infor-
mation about the categorization of objects.
They may consider that categorization is a

long process, that their household or part
of the household cannot be categorized, or
that they do not want to use part of their
household as a catering facility for accom-
modation. It is necessary to provide certain
information and point out all the conditions
that must be fulfilled in order for a specific
accommodation facility to be categorized
according to the guidelines of the Ministry
of Tourism. The involvement of govern-
mental and non-governmental organiza-
tions in the categorization process can be
crucial at this stage.

Table 8. Pearson Chi-squere Test

Value df

Significance (p)

Pearson Chi-Square

20,314 12 ,061

Source:Autor s research

Table 8 shows that there is no signifi-
cant difference in the responses of female
respondents regardless of age (p=0.061). Re-
spondents may have a certain perspective or
idea of how to turn their household or part
of the household into a catering facility for

accommodation, but they are not sufficiently
informed about how to arrange it, what cate-
gory of accommodation would be or how to
categorize it. It is common knowledge that
each catering facility for accommodation has
a certain category.

Table 9. Information on the registration of a company engaged in handicrafts

Age
Total
18-25 [26-39 |40-59 |Over 60
Tottaly Count 13 40 52 21 126
agree % of Total |6,0% |18,4% |24,0% |9,7% 58,1%
Count 7 20 16 12 55
Agreee
% of Total [3,2% |9,2% |7.4% |5,5% 25,3%
[ want to know if I can_ No Count 2 6 7 5 20
register entrepreneurship for | "= .
the handicrafts I do. opmion 19, of Total [0,9% |2,8% |3,2% [2,3% |9.2%
. Count 0 4 3 1 8
Disagree
% of Total [0,0% |1,8% |1,4% |0,5% 3,7%
Tottaly Count 0 6 1 1 8
disagree | o4 of Total |0,0% |2.8% [0,5% [0,5% |3,7%
Total Count 22 76 79 40 217
% of Total [10,1% |35,0% |36,4% |18,4% |100,0%

Source:Autor s research
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Table 9 shows whether women have in-
formation about the registration of a com-
pany engaged in handicrafts. It is common
knowledge that in rural areas, women are
engaged in handicrafts. Women can produce
certain products, such as souvenirs, magnets,
knit sweaters, socks. What is important to
them is precisely whether they can register
their skill, that is, their entrepreneurship. Of

the total number of respondents, more than
half (58.1%) completely agree. This means
that they do not have enough information on
how to register their hobby or occupation.
Handicrafts are interesting, each product can
be unique. Today, handicrafts are more like
a hobby than a profession. That is why it is
necessary to include the local organization,
as well as non-governmental organizations.

Table 10. Pearson Chi-squere Test

Value

Df Significance (p)

Pearson Chi-Square 10,937

12 ,534

Source:Autor s research

The results of Table 10 show that the val-
ue exceeds 0.05 (p=0.534). The difference in
answers is noticeable, but not significant, be-
cause as we have already mentioned, slightly
more than half of the respondents answered

that they completely agree. Handcrafting of
objects is characteristic of rural areas and
therefore there is no statistically significant
difference in the responses of the respond-
ents in relation to their age.

Tabela 11. Information on dealing with special forms of tourism

Age
Total
18-25 [26-39 |40-59 |Over 60
Tottaly Count 7 24 44 20 95
agrec % of Total |3,2% | 11,1% [20,3% [9,2% 43,8%
Count 12 28 12 14 66
. .. |Agreee
I want to deal with organizing % of Total |5,5% |12,9% [5,5% [6,5% 30,4%
special forms of tourism
(cycling, hiking, collecting | No Count 3 14 18 2 37
medlclna_l plants, etc.), SO 1 opinion % of Total | 1,4% 6,5% 8,3% 0,9% 17,1%
need additional information
on how to register a business. | _. Count 0 6 3 3 12
Disagree
% of Total [0,0% |2,8% |1,4% 1,4% 5,5%
Tottaly Count 0 4 2 1 7
disagree | o4 of Total [0,0% [1,8% |0,9% [05%  |3.2%
Total Count 22 76 79 40 217
ota
% of Total [ 10,1% |35,0% |36,4% |18,4% 100,0%

Source:Autor s research

Special forms of tourism in rural areas
can be interesting and successful. Fruska
gora, as a national park of Serbia, can of-
fer various forms of tourism. The results of
Table 11 show that slightly less than half of

the respondents fully agree that they need
additional information about special forms
of tourism (43.8%), while a certain number
disagree (5.5%). Women should be educated
about special forms of tourism, especially on
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Fruska Gora. There are well-maintained hik-
ing trails, and you can combine hiking with
medicinal plant picking in this area. Some
medicinal plants can be made into teas. Apart
from teas, various skin balms and creams can
also be made. It is necessary to provide all
relevant information to interested women,

which plants exist, where they grow, which
teas can be made from those plants and for
what purposes those medicinal plants could
be used. It is also necessary to provide in-
formation about the bicycle paths that exist
through Fruska Gora, as well as the possibil-
ity of organizing competitions.

Table 12. Pearson Chi-squere Test

Value

df Significance (p)

Pearson Chi-Square 27,316

12 ,007

Source:Autor s research

The results show that there is a statisti-
cal difference between the age generations
(Table 12). Some respondents need addi-
tional information, while some do not. The

respondents, who do not need additional in-
formation, are probably interested in other
forms of tourism, since Fruska gora is a real
treasure for tourism.

Table 13. Information about distribution channels

Age
18-25 (2639 [40-59 [Over 60 | O
Tottaly | Count 14 23 27 11 75
agree % of Total {6,5% |10,6% |[12,4% |5,1% 34,6%
I need the placement of the Count 4 28 34 26 92
products Idglg‘ll(‘:) (homemade AGICCC 1 Towl |18% | 12.9% | 15.7% |12.0% | 42.4%
as a distribution ’network No Count 2 20 14 2 38
with ’restaural’lts near me. opinion [ 9% of Total [0,9% |9,2% |6,5% 0,9% 17,5%
inerested in whan it comes (o | Disagree [C__[0__ 14 3 o 7
empowerment. % of Total {0,0% |1,8% |[1,4% [0,0% 3.2%
Tottaly | Count 2 1 1 1 5
disagree | % of Total [0,9% [0,5% [0,5% [0,5% [2,3%
Total Count 22 76 79 40 217
% of Total |10,1% |35,0% |36,4% |18,4% |100,0%

Source:Autor s research

The table shows the results of the re-
spondents on whether they need the place-
ment of domestic products, that is, the food
and drinks they produce, as well as coop-
eration with certain restaurants in the vi-
cinity (Table 13). The table shows that the
answers differ. The largest percentage of
female respondents, slightly less than half,
declared that they agreed with it. In rural
areas, there are a small number of restau-

rants, which require home-made, unspoiled
food. Women who have a large household
are mainly engaged in the production of
homemade food, in addition to food, they
can also produce homemade drinks. If they
produce homemade drinks, they can put
stickers about their household and products
on the bottles. Women in rural areas are
known as excellent housewives. It would
be a great opportunity for them to combine
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the beautiful and the useful. Today, people
take care of their diet, it is important for
them to eat healthy, home-made food. It
is necessary to involve the local commu-
nity and provide the possibility of cooper-
ation between the restaurant and a certain

household. In addition to cooperation with
restaurants, products can also be sold in
local stores. These data confirmed sub-hy-
pothesis h2 - that women in villages lack
information about registering and running
a company for rural tourism.

Table 14. Pearson Chi-squere Test

Value

df Significance (p)

Pearson Chi-Square 30,778

12 ,002

Source:Autor s research

The value of the Pearson test shows that
the responses between the age groups differ.
This difference indicates that some of the
respondents are not interested because they

are not engaged in that business, that is, they
do not produce domestic products (food,
drinks).

Table 15. Information about Women s Association

Age
1825 [26-39 4059 |9V Total
Tottaly |Count 14 21 24 1 60
agree  [og of Total |6,5% |9,7% | 11,1% [0,5% |27,6%
A Count 4 33 29 17 83
Lam interested in joining the | “8"°° To o Total | 1,8% [15,2% [ 134% |7.8% |38,2%
A F R N S R SN EN £
of promotion and joint opmion | 9% of Total | 1,8% [6,0% |6,9% |3,7% 18,4%
performance. Disagree Count 0 6 10 8 24
% of Total [0,0% |2,8% [4,6% |3,7% |11,1%
Tottaly Count 0 3 1 6 10
disagree |% of Total |0,0% |1,4% |0,5% |2,8% |4,6%
Total Count 22 76 79 40 217
% of Total | 10,1% |35,0% [36,4% |18,4% |100,0%

Source:Autor s research

The last table shows whether the re-
spondents have information and whether
they are interested in joining a women’s as-
sociation for the purpose of promotion and
joint efforts (Table 15). Women do not have
enough information about the association, a
certain number of women do not know that
the association exists. Older women in rural
areas take care of the household or are en-
gaged in crafts, and therefore do not have
enough time for some additional activities

or for education about a certain association.
Women, who are just entering the world of
entrepreneurship, need certain support and
motivation, which will best be provided by
successful women, entrepreneurs. Through
the joint effort, women entrepreneurs will
encourage women who are just entering the
world of entrepreneurship, connect them
with other successful women and help devel-
op their entrepreneurship.
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Table 16. Pearson Chi-squere Test

Value

Df Significance (p)

Pearson Chi-Square 41,462

12 ,000

Source:Autor s research

Table 16 shows that there is a statistical
difference in the responses. The young inter-
viewees want to join the association in order
to learn something and to progress in their
business. Some women do not have the cour-
age to perform. It is necessary to provide in-
formation and a chance to respondents who
are interested in the association and if there
is a possibility to provide all the necessary
information to women who are not interest-
ed because they may change their opinion.
The data of the last two tables confirm the
sub-hypothesis of the work h3 - that women
need empowerment to engage in rural tour-
ism. All this gave an answer to the question
posed and the answer is - information. Wom-
en need information to engage in rural tour-
ism, which confirms the initial hypothesis
H. Providing information is actually a direct
form of empowering women, where they feel
supported and have the feeling that someone
supports them in their efforts to engage in en-
trepreneurship.

Conclusion

The empowerment of women in rural
settings constitutes a critical nexus for the
socio-economic advancement of communi-
ties. While their contributions to agricultur-
al production and household management
are fundamental to economic stability, these
women frequently encounter structural im-
pediments, notably restricted access to perti-
nent information, educational opportunities,
and financial capital. Strategic interventions
aimed at redressing these disparities encom-
pass the provision of formal and vocational
education, facilitated access to microfinance
instruments, and the establishment of robust
community support networks.

Empirical investigation within the Frus-
ka Gora region reveals a significant infor-

mational deficit among female respondents,
particularly those in rural locales, concerning
the regulatory frameworks for tourism ac-
commodation categorization (57.1% strongly
agreed on this lack) and the formal registra-
tion of artisanal crafts as legitimate business
enterprises (58.1% strongly agreed). Further-
more, a substantial proportion of respondents
(46.5% strongly agreed) articulated a critical
need for enhanced information regarding di-
verse tourism modalities and the effective
promotion of locally produced goods, under-
scoring the imperative for targeted support
and educational initiatives spearheaded by
local and non-governmental organizations.
Analysis of the collected data indicates
statistically significant variations in respons-
es based on the age cohorts of the participants.
Younger women demonstrated a greater pro-
pensity to actively seek support from entre-
preneurial associations, suggesting a higher
level of awareness and engagement with for-
mal business support structures. Conversely,
older women appeared to be less informed
about such opportunities, potentially due to
factors such as time constraints, limited dig-
ital literacy, or a lack of established connec-
tions with relevant support networks.
Synthesizing these findings with prior
insights, the paramount importance of infor-
mation dissemination as a pivotal mechanism
for empowering women’s engagement in ru-
ral tourism and entrepreneurship becomes
evident. This informational empowerment,
however, must be complemented by practi-
cal, skills-based training programs designed
to enhance their operational capacities. For
instance, younger cohorts expressing inter-
est in local food and beverage production,
pottery, or the creation of culturally rele-
vant souvenirs require access to specialized
workshops and mentorship opportunities.
Similarly, women already engaged in tradi-
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tional food production could benefit from
facilitating interactive culinary workshops
for tourists, thereby valorizing local gastro-
nomic heritage and generating income. The
potential for expanding the production and
marketing of herbal teas and creams derived
from locally sourced medicinal herbs also
necessitates targeted training and business
development support. Leveraging Fruska
Gora’s designation as a national park and
its established appeal as a tourist destina-
tion through participation in local cultural
and tourism events provides crucial market
access. Strategic financial support is essen-
tial to enable these nascent entrepreneurs to
transcend local markets and access broader
consumer bases in urban centers and region-
al/national tourism fairs. This synergistic de-
velopment of rural tourism in Fruska Gora
aligns with the expressed interests of the
female respondents and presents a sustaina-
ble pathway for female economic empower-
ment.

The realization of successful rural wom-
en’s entrepreneurship necessitates a compre-
hensive and integrated support ecosystem.
This system must encompass accessible and
relevant educational programs, robust infor-
mation dissemination networks, the fostering
of synergistic collaborations with business
and community organizations, and direct,
enabling policy interventions from local ad-
ministrative bodies. Addressing the specific
challenges faced by youth in rural areas is
equally critical. Understanding the driv-
ers of rural out-migration and the resources
required to incentivize their retention can
inform the design of targeted policies, in-
cluding job placement initiatives for those
returning after completing their education.
The underutilized asset of abandoned rural
housing and properties presents an oppor-
tunity for revitalization as tourism accom-
modation, contingent upon the provision
of financial and infrastructural support for
renovation and regulatory compliance. In an
increasingly digitized and urbanized global
context, rural regions like Fruska Gora offer
a unique value proposition for individuals

seeking respite and authentic experiences.
Cultivating female entrepreneurship within
these areas not only generates vital person-
al income for women but also significantly
contributes to the broader economic resil-
ience and vibrancy of the local community,
facilitated by strategic investments in tour-
ism infrastructure and the integration of dig-
ital technologies. Equipping women with
digital marketing and e-commerce skills is
crucial for expanding their market reach and
fostering direct engagement with a wider
customer base.

Ultimately, the sustainable development
of rural tourism must be inextricably linked
to the imperative of environmental steward-
ship. Educating both local residents and vis-
itors on responsible tourism practices is fun-
damental to ensuring the long-term preserva-
tion of Fruska Gora’s natural beauty, cultural
traditions, and rich heritage for future gener-
ations. With a holistic and well-coordinated
system of support, rural women are strategi-
cally positioned to assume a pivotal leader-
ship role in shaping a more sustainable, eq-
uitable, and economically dynamic future for
their communities.

Hypothesis of paper H that the empower-
ment of women in the villages is a decisive
factor in the sustainable development of ru-
ral destinations, and that is confirmed by the
recived research results.
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INTEGRATIVE APPROACHES TO FINANCIAL FORECASTING IN
THE HOSPITALITY SECTOR - A COMPREHENSIVE ANALYSIS
OF HOTEL TAMIS

INTEGRATIVNI PRISTUPI FINANSIJSKOJ PROGNOZI U SEKTORU
UGOSTITELJSTVA -SVEOBUHVATNA ANALIZA HOTELA TAMIS

Abstract. This paper explores the financial
forecasting models applied to the matinee
services at hotel Tamis, which encompass
food, drinks, and music offerings, over the
period from July 1, 2023, to July 1, 2024.
Utilizing SPSS 26. for comprehensive finan-
cial analysis, the study examines key metrics
such as total revenue, raw material costs, and
profit margins associated with these services.
Findings indicate that effective management
of raw material costs, which account for a
significant portion of expenses, alongside
strategic pricing, plays a crucial role in en-
hancing overall profitability. The integration
of diverse revenue streams from food, drinks,
and live entertainment is highlighted as a key
factor in optimizing financial performance.
The paper emphasizes the importance of
adapting services to meet guest expectations
and suggests avenues for future research, in-
cluding the impact of guest’s feedback on the
success of matinee offerings in the hospitality
sector.

Key words: Hotel Tamis, F&B, Financial
forecasting, Matinee, Management, Hospi-
tality.

Apstrakt. Ovaj rad istrazuje modele finansij-
skog predvidanja primenjene na usluge mati-
neja u hotelu Tamis, koje obuhvataju ponudu
hrane, pica i muzike, u periodu od 1. jula
2023. do 1. jula 2024. Koriste¢i SPSS 26. za
sveobuhvatnu finansijsku analizu, studija is-
pituje kljucne metrike kao sto su ove usluge,
ukupna marza i materijalni prihod. Nalazi
ukazuju da efikasno upravljanje troskovima
sirovina, koji ¢ine znacajan deo troskova, po-
red strateskog odredivanja cena, igra kljucnu
ulogu u povecanju ukupne profitabilnosti. In-
tegracija razlicitih tokova prihoda od hrane,
pica i zabave uzivo je istaknuta kao kljucni
faktor u optimizaciji finansijskog ucinka. U
radu se naglasava vaznost prilagodavanja
usluga kako bi se ispunila ocekivanja gosti-
Ju i predlazu putevi za buduca istraZivanja,
ukljucujuci uticaj povratnih informacija go-
stiju na uspeh matine ponude u ugostitelj-
skom sektoru.

Kljucne reci: Hotel Tamis, F&B, Finansijsko
predvidanje, Matinee, Menadzment, Ugos-
titeljstvo.
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Introduction

In the hospitality industry, financial fore-
casting is a fundamental practice that sup-
ports decision-making, strategic planning,
and resource management (Rushmore &
O’Neill, 2015). Given the industry’s reliance
on fluctuating demand patterns, influenced
by factors such as seasonality, economic
conditions, and consumer preferences, accu-
rate financial forecasting models are crucial
for ensuring operational efficiency and long-
term profitability. Among the various seg-
ments within the hospitality sector, the food
and beverage (F&B) department often pres-
ents unique challenges due to its complex
nature (Shaheen et al. 2021). The perishable
nature of products, varied cost structures,
and the necessity to balance service quality
with financial constraints make forecasting
in this area particularly significant (Mar-
janovi¢, 2020).

Financial forecasting models are em-
ployed to predict future revenues, costs, and
cash flows, enabling management to make in-
formed decisions regarding inventory, staff-
ing, pricing, and capital investments. These
models range from simple trend analyses to
more complex algorithms that incorporate
multiple variables, such as market trends,
historical performance data, and external
economic indicators (Yeh et al. 2012). In
hospitality, the effectiveness of these models
often determines a hotel’s ability to respond
to changing market conditions, optimize its
F&B operations, and maintain competitive-
ness. The development and refinement of fi-
nancial forecasting models are essential for
addressing the specific challenges faced by
F&B departments (Zrnié¢, Gaji¢ & Vukoli¢,
2023). Forecasting models help anticipate
periods of high and low demand, plan for
seasonal fluctuations, and manage the pro-
curement of raw materials. They also con-
tribute to minimizing waste, optimizing la-
bor costs, and ensuring that pricing strategies
are aligned with market dynamics (Cengiz et
al. 2018). As such, the adoption of robust fi-
nancial forecasting models is critical for ho-
tels seeking to enhance their financial perfor-

mance and sustain growth in an increasingly
competitive environment.

In the hospitality industry, financial fore-
casting serves as a cornerstone for effective
management and operational success (Ivan-
ov & Zhechev, 2012). As hotels operate in a
dynamic environment characterized by fluc-
tuating consumer demand, seasonality, and
competitive pressures, the ability to accu-
rately predict financial outcomes is crucial.
Forecasting models allow hotels to anticipate
future performance, make informed strategic
decisions, and optimize the use of resources,
particularly in critical areas such as the food
and beverage (F&B) department (Noone,
Enz, & Glassmire, 2017; Zrni¢ et al., 2023).
Sustainable development in tourism, par-
ticularly in the Food and Beverage (F&B)
department, emphasizes reducing waste,
sourcing local and organic ingredients, and
minimizing the environmental footprint
through energy-efficient practices (Ristic,
Boskovi¢ & Despotovi¢, 2019). By adopting
sustainable strategies, F&B departments can
enhance guest experiences while promoting
long-term ecological balance and supporting
local communities.

This paper explores the various financial
forecasting models employed within the hos-
pitality industry, emphasizing their applica-
tion to the F&B department. Accurate finan-
cial forecasting is not merely a tool for oper-
ational efficiency; it is a strategic necessity
that supports decision-making at all levels
of hotel management. By understanding and
refining these models, hospitality businesses
can achieve greater financial stability, opti-
mize performance, and enhance their overall
competitiveness in the marketplace.

Literature review

Financial forecasting in hospitality

Financial forecasting is widely recog-
nized as a critical component of management
in the hospitality industry. Studies, such as
those by Kim (2018) emphasize the impor-
tance of financial forecasting models in deal-
ing with the high level of uncertainty that
characterizes the hospitality sector. These
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models allow businesses to anticipate de-
mand, manage costs, and make strategic de-
cisions that are aligned with both short-term
goals and long-term sustainability. Research
highlights that accurate forecasting in the
hospitality industry is not only essential for
day-to-day operations but also for ensuring
resilience during periods of economic down-
turn or market volatility.

In the hospitality sector, where seasonal
swings and changing market conditions are
common, financial forecasting is essential
to a company’s ability to stay profitable and
sustainable. Hospitality companies, such as
hotels, restaurants, and other service provid-
ers, can effectively manage their resources,
minimize operating expenses, and project
their future financial performance with the
help of accurate financial forecasting. Mak-
ing well-informed decisions about capital
investments, hiring, staffing, and inventory
management is also aided by it. Revenue
forecasting is a key element of financial fore-
casting in the hospitality industry. This en-
tails forecasting future income sources using
market trends, historical data, and other out-
side variables including shifts in the regional
economy, demand for travel, and competi-
tion activities. For instance, occupancy rates,
average daily rates (ADR), and revenue per
available room (RevPAR) are all important
factors in revenue forecasting in the hotel in-
dustry. Precise revenue projections facilitate
more effective pricing and marketing initia-
tives by enabling management to establish
reasonable budgetary targets and recognize
peak and off-peak times.

Cost management is a crucial component
of financial forecasting in the hotel industry.
For a business to remain profitable, it is cru-
cial to forecast expenditures associated with
personnel, utilities, food and beverage suppli-
ers, and maintenance. Cost forecasting needs
to take supply chain interruptions, changes in
demand, and seasonal variations into consid-
eration. For instance, during times of strong
demand, labor expenses could go up because
more employees are required, while the cost of
food and drink might go up because of short-

ages or higher pricing. Hospitality managers
may better allocate resources, cut down on
wasteful spending, and enhance overall opera-
tional efficiency with the help of accurate cost
forecasting. Forecasting capital expenditure
(Capex) is another crucial factor in financial
planning for the hotel industry. This kind of
forecasting entails making projections about
upcoming expenditures on real estate, ma-
chinery, technology, and remodeling. Because
the hospitality sector requires a lot of capital,
companies need to make frequent investments
in renovations and upgrades to remain com-
petitive and satisfy customers. By accurately
projecting capital expenditures, businesses
can avoid cash flow issues and debt accumu-
lation by ensuring that these investments are
planned in a way that complements their long-
term strategy and financial capability. Man-
aging market volatility and outside influences
is one of the major issues of financial forecast-
ing for the hospitality industry. Unpredictable
occurrences like pandemics, natural disasters,
or economic downturns can have a significant
impact on revenue and demand. Businesses
may need to make immediate adjustments if
there are differences between their anticipated
and actual financial performance because of
these external shocks. Consequently, scenar-
io-based forecasting—which entails creating
numerous financial estimates based on vary-
ing market conditions and outside events—is
becoming more and more prevalent in hos-
pitality firms. With this strategy, companies
may be ready for a variety of scenarios and
put backup plans in place as necessary.

In the hospitality sector, technology in-
tegration is also changing financial projec-
tions. Artificial intelligence (AI) and ma-
chine learning have made it possible for cor-
porations to employ sophisticated algorithms
to evaluate massive datasets and produce
financial forecasts that are more accurate.
With the use of these tools, hospitality or-
ganizations may make data-driven decisions
and real-time forecasts by seeing patterns in
customer behavior, price trends, and market
dynamics. Al-driven revenue management
systems, for example, can dynamically mod-
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ify room rates in response to rival pricing,
real-time demand, and other factors, enhanc-
ing the profitability and accuracy of finan-
cial predictions. However, due to financial
limitations and a lack of experience, smaller
hospitality organizations may find it difficult
to implement these cutting-edge technolo-
gies. These companies’ financial forecasts
may still be done manually or using basic
spreadsheets, which could reduce the preci-
sion and effectiveness of their projections.
Adding outside variables like inflation,
currency rates, and shifting product pric-
es further adds to the intricacy of financial
forecasting. To ensure accuracy, financial
models must be continuously monitored and
updated. Furthermore, when it comes to fi-
nancial forecasting for the hospitality indus-
try, people are still crucial. While technology
can improve forecasting accuracy, financial
managers’ experience and judgment are cru-
cial for deciphering data and coming to wise
conclusions. Financial forecasting ought to
consider qualitative information as well as
quantitative estimates, such as visitor com-
ments, market mood, and new trends. Work-
ing together across departments—Ilike sales,
marketing, and operations—is also essential
to producing thorough predictions that com-
plement the overarching business plan.

Several scholars have developed forecast-
ing models that cater to the specific needs of
the hospitality industry. Ampountolas (2024)
designed for intermittent demand forecast-
ing, has been adapted in various studies to
predict demand in service industries where
seasonality plays a significant role. More
recent advancements, including the use of
artificial intelligence and machine learning
algorithms, have been explored by scholars
such as Doborjeh et al. (2022), who demon-
strate the effectiveness of these technologies
in enhancing the accuracy of forecasts.

The Role of Financial Forecasting in
F&B Departments

The F&B department is a particularly
complex area within the hospitality indus-
try, requiring specialized forecasting mod-

els. Research by Hinson et al. (2024), un-
derscores the variability in demand within
F&B operations, driven by factors such as
customer preferences, event management,
and external economic conditions. Forecast-
ing in this context is crucial for managing in-
ventory, labor, and pricing strategies, which
directly impact profitability. Studies such as
those by Enz and McSporran & Cho (2017)
highlight the importance of incorporating
external economic indicators and consumer
behavior trends into F&B forecasting mod-
els to improve accuracy. Several tradition-
al methods, including time series analysis
and regression models, have been applied
to F&B financial forecasting. For example,
a study by Claveria, Monte & Torra (2015),
demonstrated the effectiveness of time series
models in predicting revenue patterns in ho-
tel restaurants. These models help managers
anticipate periods of high and low demand,
allowing them to adjust staffing levels, order
quantities, and pricing strategies according-
ly. However, these traditional models often
require manual adjustments to account for
unique variables specific to F&B operations
(Zmig, 2024).

Modern forecasting techniques: Ai and
machine learning

Recent literature has increasingly fo-
cused on the use of advanced technologies,
such as artificial intelligence (Al) and ma-
chine learning, to improve financial fore-
casting accuracy in hospitality. Al-driven
models can process vast amounts of data,
identify patterns, and adapt to changing
conditions, offering a more dynamic and
responsive approach to forecasting. A study
by Bulchand-Gidumal, J. (2022). suggests
that Al-based forecasting tools significantly
enhance prediction accuracy in the hospi-
tality industry by automating data analysis
and continuously refining forecasts based on
real-time information. Machine learning al-
gorithms have been particularly effective in
forecasting demand and optimizing invento-
ry in F&B departments. Research by Kwon,
Lee & Back (2020), explores the use of deep



Broj35 | 81

learning techniques to predict customer de-
mand in hotel restaurants, demonstrating su-
perior performance compared to traditional
models. These algorithms can analyze large
datasets, including historical sales, weath-
er conditions, and local events, to generate
more accurate predictions. The application
of such technologies represents a significant
advancement in financial forecasting, offer-
ing hospitality managers more precise tools
for decision-making.

In sectors like hospitality, retail, and
banking, modern forecasting techniques
- especially those powered by Al and ma-
chine learning, are completely changing
how firms approach making forecasts. These
methods produce more precise, data-driven
forecasts than conventional statistical mod-
els by utilizing large datasets and complex
algorithms. Massive amounts of data can
be processed and analyzed at a never-be-
fore-seen scale by Al and machine learn-
ing models, which can also reveal patterns
and insights that conventional forecasting
techniques might overlook. As they pro-
cess fresh data, these dynamic systems learn
and get better over time. Artificial intelli-
gence (Al)-based forecasting technologies,
for instance, can examine previous data on
reservations, lodging rates, seasonality, vis-
itor preferences, and even outside variables
like the local weather or events. Machine
learning algorithms deliver more accurate
demand, pricing, and resource allocation
estimates by combining these many data
sets. The capacity of Al-based forecasting
to consider complicated factors and non-lin-
ear connections is one of its main advantag-
es. Conventional techniques, such moving
averages and time-series models, can falter
when the market circumstances abruptly
change, or unanticipated occurrences occur.
However, machine learning algorithms are
more resilient to these kinds of disturbanc-
es, which makes them especially useful in
volatile industries like hospitality and tour-
ism. Supervised learning and unsupervised
learning are the two main machine learning
approaches used in Al-driven forecasting. In

supervised learning, the model is taught to
forecast future events using labeled histori-
cal data. This is very helpful for forecasting
sales, demand, and revenue indicators. A su-
pervised learning model, for instance, might
be trained using historical information on
guest stays, rates, and seasonal patterns to
forecast room occupancy rates.

Conversely, unsupervised learning finds
structures and patterns in data without the
need for predetermined labels. This is use-
ful for understanding various guest seg-
ments and their preferences, as well as for
detecting clusters of client behavior. Busi-
nesses can offer more specialized services,
such customized marketing campaigns or
improved service delivery, by identifying
these tendencies. Because neural networks
can represent intricate interactions between
variables, they have demonstrated extraordi-
nary performance in predicting applications,
particularly when it comes to deep learning
models. Time-series forecasting is partic-
ularly well-suited to recurrent neural net-
works (RNNs) and long short-term memory
(LSTM) models, which are particularly good
at learning dependencies over time. These
models can be used in the hospitality indus-
try to forecast client demand across a variety
of time horizons, which can improve staff-
ing, pricing, and inventory management for
companies. For instance, by considering the
time-based dependencies between different
elements like booking lead times, guest pref-
erences, and seasonal swings, LSTM mod-
els can be utilized to anticipate occupancy
rates. Their specialization in jobs involving
sequential data stems from their capacity to
capture long-term dependencies.

Predictive analytics using Al and ma-
chine learning models also makes real-time
forecasting possible. These models can
absorb real-time data streams from vari-
ous sources, including social media, online
bookings, and economic indicators, and ad-
just projections instantly, in contrast to con-
ventional forecasting techniques that rely on
static data. This is especially useful in dy-
namic situations like the hospitality industry,
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where pricing and demand can be signifi-
cantly impacted by sudden changes in local
events, the weather, or guest behavior.

Real-time forecasting technologies, for
example, enable hotels to maximize rev-
enue and occupancy by dynamically ad-
justing room rates in response to changes
in real-time demand. By anticipating food
and beverage needs and optimizing stock
levels and cutting waste based on dynamic
demand patterns, predictive analytics tech-
nologies can also be applied in other con-
texts. Even while machine learning and Al
forecasting models have many advantages,
there are still certain difficulties. The high
cost and intricate nature of execution are
among the main obstacles. These models
need to be developed, trained, and main-
tained, which means a large investment in
both human and technological resources.
Due to their limited resources, smaller hos-
pitality companies might find it difficult
to completely implement these strategies,
which could create a competitive advantage
for independent operators over larger hotel
chains. The quality of the data is another
difficulty. A major factor in Al-driven fore-
casting’s efficacy is the precision and cali-
ber of the incoming data. Data that is out-of-
date, inconsistent, or incomplete can greatly
distort the results and produce forecasts
that are not trustworthy. Furthermore, ma-
chine learning models can be resource-in-
tensive because they need to be updated
and retrained frequently to stay effective.
More advanced forecasting systems that can
smoothly incorporate a variety of variables,
including real-time market trends, customer
feedback, and external economic indicators,
are expected to emerge as technology devel-
ops. As technology costs fall and new us-
er-friendly platforms appear, smaller firms
will probably have greater access to Al and
machine learning models. Furthermore, the
increased focus on explainable Al (XAI)
will facilitate broader adoption by making it
simpler for hospitality professionals to com-
prehend and believe the predictions made
by these models.

Challenges and limitations in financial
forecasting

Despite the advancements in forecasting
models, challenges remain in applying these
techniques within the F&B sector of the hos-
pitality industry. One significant issue high-
lighted in the literature is the need for accu-
rate and high-quality data. As noted by Chen,
Miao & Shevlin (2015), poor data quality
can undermine the effectiveness of even the
most sophisticated forecasting models. The
integration of external variables, such as
macroeconomic factors and competition, is
also a challenge, as these can be difficult to
quantify and predict. Moreover, the adoption
of Al and machine learning models, while
promising, requires substantial investment in
technology and training. Research by Zhang
et al. (2024) discusses the barriers to technol-
ogy adoption in hospitality, including cost,
lack of expertise, and resistance to change.
These factors can limit the accessibility of
advanced forecasting models for smaller ho-
tels or those with limited resources (Vuji¢ et
al., 2022). The intrinsic unpredictability of
demand variations is a major problem in the
implementation of forecasting models within
the F&B sector, in addition to the technolog-
ical and data-related difficulties. Variations
in consumer behavior, seasonality, and local
events are some of the factors that can cause
large variations in demand, which are fre-
quently hard to forecast with great accuracy.
Conventional statistical models can handle
some unpredictability, but they might not
be flexible enough to react to abrupt shifts
in the market or outside shocks like econom-
ic downturns or crises in the world’s health.
This is especially problematic for the food
and beverage industry, since inventory con-
trol and perishable commodities are essential
to cutting waste and increasing profits.

Moreover, a key element in predicting the
effectiveness of forecasting models in F&B
operations is organizational preparedness.
Studies show that many hospitality organi-
zations still use antiquated or manual tech-
niques for demand forecasting, which makes
it more difficult to adopt more sophisticated,
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data-driven strategies. The scattered nature
of data sources and the absence of digital in-
frastructure led to inefficiencies that impede
the adoption of more precise forecasting
models. Firms that don’t digitize their op-
erations can find it difficult to fully utilize
Al and machine learning technologies, as
they depend on integrated, real-time data.
The use of forecasting in F&B departments
is heavily influenced by the human compo-
nent as well. To comprehend model outputs
and make wise judgments, staff members’
experience and judgment are still crucial,
even with cutting-edge technical solutions.
Forecasting mistakes can arise from an
over-reliance on technology in the absence
of sufficient human monitoring, particularly
in intricate and dynamic settings such as the
hospitality industry. It is impossible to over-
estimate the significance of fusing advanced
technology with astute managerial abilities
to guarantee that forecasting models are not
only accurate but also applicable to day-to-
day operations. Another issue is the F&B
industry’s operational and cultural aversion
to implementing new technologies. Because
of their unfamiliarity or fear of losing their
jobs, managers and employees may be reluc-
tant to accept new tools, which can impede
the adoption of more advanced systems. This
opposition is frequently exacerbated by the
fact that the hospitality industry, especial-
ly in smaller venues, favors interpersonal
service over technical innovation and has a
more traditional operational philosophy. In
addition to financial support, overcoming
this opposition calls for change management
techniques that allay employee worries and
highlight the real advantages of cutting-edge
forecasting models. The application of so-
phisticated forecasting models in the food
and beverage industry is also influenced
by regulatory factors. Policies pertaining to
data privacy, like the General Data Protec-
tion Regulation (GDPR) in Europe, have the
power to restrict the gathering and applica-
tion of client information, which is necessary
for customized forecasting. Another level of
complication is ensuring adherence to these

regulations while using customer data to es-
timate demand accurately. Establishments
may further impede the adoption of new
technology by having to carefully negotiate
these regulatory frameworks to avoid legal
consequences.

Forecasting models have advanced dra-
matically, but there are still several obsta-
cles in the way of their use in the food and
beverage industry. Overcoming these obsta-
cles will necessitate a coordinated effort that
strikes a balance between technology and
human skill, resolves opposition to change,
and guarantees compliance with pertinent
regulations. These obstacles range from data
quality and integration of external variables
to technological, organizational, and legal
constraints.

Methodology

The financial analysis for the matinee
services at hotel Tami$, covering the period
from July 1, 2023, to July 1, 2024, offers an
insightful examination of the department’s
revenue, cost structures, and profitability.
This analysis emphasizes the financial dy-
namics of integrating food, drink, and music
services into the matinee experience.

The study highlights how effective fore-
casting models have played a crucial role in
managing the complex interplay of revenue
streams and costs. The analysis reveals sig-
nificant aspects of the department’s perfor-
mance, including the total revenue generated
from food, drinks, and music. By examining
the revenue figures, raw material costs, and
profit margins, the study sheds light on the
financial health of the matinee services. The
data showcases the substantial contribution
of each service component—food, drinks,
and music—to the overall revenue, while
also emphasizing the importance of man-
aging raw material costs, which represent a
significant portion of the expenses.

Using the financial forecasts, the study
details how cost optimization strategies have
impacted profitability. The integration of di-
verse revenue streams, such as the combina-
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tion of food, drinks, and live entertainment,
has been key to enhancing financial perfor-
mance. The analysis highlights that, despite
the high share of raw material costs, strategic
pricing and efficient cost management have
led to favorable profit margins.

The data was analyzed using SPSS 26.
which facilitated detailed financial modeling
and trend analysis. This approach provided
a clear view of the department’s expenditure

on raw materials, labor, and other operation-
al costs, allowing for a comprehensive un-
derstanding of how these factors influence
overall profitability. The study also examines
how the department’s innovative approaches
and pricing strategies contribute to financial
success, offering insights into the effective-
ness of various forecasting models in a hos-
pitality context.

Table 1. Financial forecasting for matinee (food) from I1th of July 2023 — 1th of July 2024,
hotel Tamis F&B department

MATINEE (FOOD)

Sale item Com. Price
Food 797295.00
Total raw materials 0.000 797295.00
VTA 0.00
The share of raw materials 64%
Price without VTA 1241709.00
Selling price

Profit in rsd 444414.00

Source: Author’s research
*All prices are presented in Serbian dinar (RSD); "Value Added Tax (VAT)

Table 1. presents the financial forecast-
ing for matinee food sales in the F&B de-
partment of hotel Tamis, covering the period
from July 1, 2023, to July 1, 2024. The table
includes several key financial indicators re-
lated to the sale of food items, raw material
costs, and the resulting profit for the depart-
ment. The total sales revenue generated from
food items during the specified period is pro-
jected to be RSD 797,295. This figure rep-
resents the gross revenue before accounting
for costs and taxes.

The cost of raw materials is critical in de-
termining profitability, and in this case, raw
materials account for 64% of the total sales
revenue. This percentage reflects the share of
raw material costs relative to the total reve-
nue, indicating a significant portion of the in-
come is allocated to covering the cost of in-
gredients and supplies needed for food prepa-
ration. The table also provides information
about the price structure. The price without
VAT (Value Added Tax) is RSD 1,241,709,

which suggests that the overall selling price
includes additional markups beyond the cost
of raw materials. The final selling price of
the food items has not been explicitly stat-
ed, but it is implied that it incorporates the
raw material costs, operational expenses, and
profit margins. The projected profit for the
period is RSD 444,414,

This figure represents the net income
after deducting all relevant costs, including
raw materials and operational expenses, but
before applying VAT. The absence of VAT
information in the table may indicate that
this tax is either included elsewhere in the
financial analysis or considered separately.

Overall, this financial forecast provides
an overview of the expected revenue, cost
structure, and profitability for the matinee
food operations within the F&B department
at hotel Tami§ for the given period. The ta-
ble highlights the importance of managing
raw material costs and pricing strategies to
achieve the desired profit margins.
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Table 2. Financial forecasting for matinee (drinks) from Ith of July 2023 — Ith of July 2024,
hotel Tamis F&B department

MATINEE (DRINKS)
Sale item Com. Price
Drinks 205669.00
Total raw materials 0.000 205669.00
VTA 0.00
The share of raw materials 32%
Price without VTA 639603.00
Selling price
Profit in rsd 433934.00

Source: Author’s research
*All prices are presented in Serbian dinar (RSD); "Value Added Tax (VAT)

Table 2. presents the financial forecast-
ing for matinee drink sales in the F&B de-
partment of hotel Tami$, covering the period
from July 1, 2023, to July 1, 2024. Like the
food sales forecast, this table outlines key
financial indicators related to the sale of
drinks, raw material costs, and the resulting
profit for the department.

The total revenue generated from drink
sales during this period is projected to be
RSD 205,669. This represents the gross in-
come from all drink sales before considering
any associated costs or taxes. The cost of raw
materials for drinks is shown to account for
32% of the total revenue, a relatively small-
er share compared to the food segment. This
suggests that the cost of producing drinks is
lower in proportion to the revenue generated,
which could contribute to a higher profit mar-
gin for drinks compared to food. The price
without VAT (Value Added Tax) for drinks
is estimated at RSD 639,603. This figure

includes markups beyond the raw material
costs, reflecting additional expenses such as
operational costs and profit margins.

As with the food sales forecast, the final
selling price is not explicitly stated in the table,
but it is implied that the selling price factors in
the total cost of raw materials and other related
expenses. The projected profit for drink sales
is RSD 433,934. This net income figure is cal-
culated after deducting all associated costs,
excluding VAT. The absence of VAT details in
the table suggests that VAT is either accounted
for separately or is integrated elsewhere in the
financial analysis. Overall, this financial fore-
cast for drink sales within the matinee service
at hotel Tamis indicates that, despite a lower
revenue compared to food sales, drinks offer a
favorable profit margin due to their lower raw
material costs. Effective management of pric-
ing strategies and cost control will be essential
in maintaining these profit levels throughout
the forecast period.

Table 3. Financial forecasting for matinee (drinks, food & music) from I1th of July 2023 —
1th of July 2024, hotel Tamis F&B department

MATINEE (DRINKS, FOOD & MUSIC)
Sale item Com. Price
Drinks 205669.00
Food 797295.00
Music 240000.00
Total raw materials 0.000 1242964.00
VTA 0.00
The share of raw materials 66%
Price without VTA 1881312.00
Selling price
Profit in rsd 638348.00

Source: Author’s research
*All prices are presented in Serbian dinar (RSD); *Value Added Tax (VAT)
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Table 3. presents the financial forecast-
ing for the combined matinee offerings of
drinks, food, and music in the F&B depart-
ment of hotel Tamis, covering the period
from July 1, 2023, to July 1, 2024. This table
consolidates the financial data for all three
categories, providing a comprehensive view
of the expected revenue, costs, and profit as-
sociated with the matinee service. The pro-
jected total revenue from drinks, food, and
music during this period amounts to RSD
1,242,964. This figure represents the gross
income before considering any associated
costs or taxes. The breakdown includes RSD
205,669 from drinks, RSD 797,295 from
food, and RSD 240,000 from music, show-
ing the combined contribution of each com-
ponent to the overall revenue.

The cost of raw materials represents 66%
of the total revenue. This percentage high-
lights the significant portion of income allo-
cated to covering the costs of drinks, food,
and music, which includes not only ingredi-
ents and supplies but also the expenses asso-
ciated with providing live entertainment. This
figure suggests that raw material costs play a
crucial role in determining the profitability
of the matinee service. The price without
VAT (Value Added Tax) for the combined of-
ferings is calculated at RSD 1,881,312. This
figure reflects the pricing strategy that incor-
porates the total costs and desired profit mar-
gins. While the table does not provide a spe-
cific selling price, it implies that the pricing
for the matinee service includes adjustments
to cover all expenses and ensure profitabili-
ty. The projected profit for the matinee ser-
vice, which includes drinks, food, and music,
is RSD 638,348. This net income figure is
calculated after deducting all related costs,
excluding VAT. The absence of VAT details
in the table may suggest that it is accounted
for separately or considered in another part
of the financial analysis. Financial forecast
for the matinee service at hotel Tami$ indi-
cates a well-balanced operation with a focus
on maximizing profitability across multiple
categories. By combining drink and food
sales with entertainment offerings, the hotel

can create a more comprehensive experience
for guests, which contributes to higher over-
all revenue. Effective cost management and
pricing strategies will be key to achieving the
projected profit margins for this period.

Discussion and conclusion

In analyzing the financial forecasting
for matinee services at hotel Tamis, includ-
ing food, drinks, and music, several insights
emerge that highlight the critical role of ac-
curate forecasting models in optimizing the
F&B department’s performance. The pro-
vided data across three tables reveals key
trends and considerations that are essential
for effective financial management in the
hospitality sector. The forecasts for food and
drink sales, as well as the combined matinee
service, underscore the significance of raw
material costs and their impact on overall
profitability. For the food segment, with a
revenue of RSD 797,295 and raw material
costs comprising 64% of this amount, the
financial analysis indicates a substantial
portion of income is dedicated to covering
ingredient costs. This is consistent with the
known complexity of managing food costs
in the hospitality industry, where ingredient
quality and waste management directly af-
fect profit margins.

In contrast, the drinks segment, which
generates RSD 205,669 in revenue with raw
material costs at 32% of revenue, demon-
strates a higher profit margin due to rela-
tively lower material costs. This differential
highlights how pricing strategies and cost
control in the beverage sector can contribute
to a more favorable financial outcome com-
pared to food. When considering the com-
bined matinee offerings of drinks, food, and
music, the total revenue of RSD 1,242,964
with a raw material cost share of 66% re-
flects the integrated nature of these services.
The significant portion of revenue allocat-
ed to raw materials, combined with a total
profit of RSD 638,348, indicates that while
the raw material costs are high, the overall
pricing and revenue strategies effectively
support a healthy profit margin. The absence
of VAT details in the forecasts suggests that
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further analysis is needed to understand the
complete financial picture, including tax im-
plications. The financial forecasts for mati-
nee services reveal that while managing raw
material costs is crucial, integrating multiple
revenue streams-such as food, drinks, and
entertainment—can enhance overall profit-
ability. This integrated approach provides a
more robust financial foundation, allowing
the hotel to leverage diverse income sources
to offset costs and maximize revenue. Addi-
tionally, the higher profit margins observed
in the drinks segment suggest that focusing
on optimizing pricing and controlling ma-
terial costs in both food and beverage op-
erations can significantly impact financial
outcomes.

In conclusion, the financial forecasting
models for the F&B department at hotel
Tamis§ illustrate the importance of detailed
and accurate predictions in managing oper-
ational costs and profitability. The data high-
lights the need for strategic pricing, effective
cost management, and the integration of
various revenue streams to achieve financial
success. By understanding and addressing
the factors influencing raw material costs
and revenue generation, hotel Tami$ can
better align its financial strategies with op-
erational goals, ensuring sustainable growth
and enhanced profitability in the competitive
hospitality market.
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Strucni rad / Professional paper

THE ROLE OF MANAGEMENT IN THE SUCCESSFUL
ORGANISATION OF CONFERENCES: A CASE STUDY OF
HOLIDAY INN MUNICH CITY CENTRE

ULOGA MENADZVMENTA U USPESNOJ ORGANIZACIJI KONFERENCIJA:
STUDIJA SLUCAJA HOTELA HOLIDAY INN MUNICH CITY CENTRE

Abstract: This paper explores the role of
management in the successful organisation
of a conference, with a particular focus on
industry events, known as the MICE industry.
The terms and importance of the MICE indus-
try are defined, as well as its impact on the
competitive advantage of hotels. The paper
presents a case study of the Holiday Inn hotel
in Munich, which is part of the internation-
al hotel chain IHG (InterContinental Hotels
Group). The IHG standards and characteris-
tics of the Holiday Inn hotel were analyzed,
with special reference to the organisation of
events within the hotel. The paper examines in
detail the process of organising events at the
Holiday Inn hotel, emphasizing the key role
of management in this process. Special atten-
tion is paid to the policy and set of values that
event managers must follow in order to ensure
the successful organisation of the conference.
Also, the paper analyzes how management can
contribute to the creation of competitive ad-

Sazetak: Ovaj rad istrazuje ulogu me-
nadzmenta u uspesnom organizovanju kon-
ferencija, sa posebnim fokusom na industriju
dogadaja, poznatu kao MICE industrija. De-
finisani su pojmovi i znacaj MICE industrije,
kao i njen uticaj na konkurentsku prednost
hotela. Rad predstavlja studiju slucaja hote-
la Holiday Inn u Minhenu, koji je deo me-
dunarodnog hotelskog lanca IHG (InterCon-
tinental Hotels Group). Analizirani su IHG
standardi i karakteristike hotela Holiday Inn,
sa posebnim osvrtom na organizaciju doga-
daja unutar hotela. Rad detaljno razmatra
proces organizovanja dogadaja u hotelu Ho-
liday Inn, naglasavajuci kljucnu ulogu me-
nadzmenta u ovom procesu. Posebna paznja
posvecena je politikama i setu vrednosti koje
menadzeri dogadaja moraju slediti kako bi
osigurali uspesnu organizaciju konferenci-
ja. Takode, rad analizira kako menadzment
moze doprineti stvaranju konkurentske pred-
nosti kroz efektivno planiranje, komunikaciju
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vantages through effective planning, commu-
nication and execution of conference events,
thereby increasing client satisfaction and
guest loyalty. In this context, the application
of strategic management and project manage-
ment facilitates the integration of long-term
objectives with day-to-day operations, thereby
ensuring efficient and successful management
of all aspects of event organisation.

Key words: event management, management
efficiency, strategic management and project
management, banquet organisation, Holiday
Inn Munich City Centre, Intercontinental
Hotels Group

Introduction

The event industry, including meetings,
conferences, exhibitions and other events, is
developing very rapidly and provides a sig-
nificant contribution to business and leisure
tourism. Organising and managing events is
becoming increasingly complex, bearing in
mind that clients expect all requirements to
be met and exceeded with quality service.
The manager’s experience is key in recog-
nising those needs, often before the client
verbalizes them, in order to provide the best
possible service. In this context, proactive
action and understanding of essential cli-
ent needs are the basis for providing supe-
rior service and achieving high satisfaction
of conference participants (Bowdin et al.,
2012). Each client is unique and comes with
different requirements, which is an addition-
al complication for management today, when
clients expect an individualized offer and
a high level of commitment from workers.
This requires managers to be flexible and
adaptable, in order to be able to respond to
the specific needs of each client and provide
a personalized service that will meet high ex-
pectations (Nicula, Elena, 2014). Moreover,
strategic management plays a crucial role in
shaping long-term vision and aligning strat-
egies with market needs, thereby enabling
organisations to anticipate and respond to
changes in the events industry with a com-
petitive advantage.

i izvrSenje konferencijskih dogadaja, cime se
povecava zadovoljstvo klijenata i lojalnost
gostiju. U tom kontekstu, primena strategij-
skog menadzmenta i menadzmenta projekta
omogucava integraciju dugorocnih ciljeva
sa svakodnevnim operacijama, osiguravaju-
¢i efikasno i uspesno upravljanje svim aspek-
tima organizacije dogadaja.

Kljucéne reci: upravljanje dogadajima, efika-
snost menadzmenta, strategijski menadzment
i upravljanje projektom, organizacija banke-
ta, Holiday Inn Munich City Centre, Inter-
continental Hotels Group

The industry of meetings, incentives,
conventions and exhibitions, which is what
the term “MICE” actually represents, is of
great importance to the country, as it has a
direct impact on the participants in the pro-
vision of tourism services and contributes to
the improvement of the local economy. The
industry refers to the specialised niche of
group tourism, which relates to the planning
and execution of conferences, seminars and
other meetings. The MICE industry has a
positive effect on economic growth, but also
on the development of destination tourism.
Also, the event industry generates millions
of revenues for countries and cities around
the world, which further confirms how tour-
ism affects the economic growth of the lo-
cal economy, as well as the travel industry
(Ladkin, 2006; Anas et al., 2020). Effective
project management within the MICE sector
enables organizations to precisely align re-
sources, timelines, and budgets, thereby en-
suring successful event execution and maxi-
mizing economic benefits for local commu-
nities.

MICE events involve participants who
have common interests and gather at events
for business purposes. Meetings refer to con-
ferences whose goal is to exchange informa-
tion and contacts, discuss, solve problems,
and generate new business opportunities.
Incentive is a method of rewarding and mo-
tivating employees of a certain company.
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Companies can reward their employees with
a trip, the purpose of which is vacation with
educational training and meetings for im-
provement. Conventions are similar to meet-
ings, where participants gather to exchange
ideas, views, opinions and various infor-
mation. Exhibitions are events where new
products are presented to those who may be
interested (Anas et al., 2020).

According to the research of Anas and
colleagues, the key elements that contribute
to the successful execution of the conference
are the following (Anas et al., 2020):

* Business traveler

* Motivation of participants

* Participants® perception

* Participant satisfaction

* Marketing

* Technical support and necessary equip-

ment

It is important to emphasize that com-
munication between clients and event man-
agement in the hotel is of great importance.
Clients expect hotel event managers to orga-
nise events exactly according to their spe-
cific requirements, providing all necessary
elements — from technical equipment and
coffee breaks to meals and optimal layout
of presentation space (Han et al., 2024). Ef-
fective project management in this context
ensures that all aspects of event organization
are coordinated and aligned with the client’s
requirements, thereby reducing the risk of
errors and increasing client satisfaction. The
communication process between the event
manager and the hotel’s field sales depart-
ment is essential, because during this period
the hotel should demonstrate to the client the
ability to meet all requirements and take full
responsibility for the successful realisation
of the event. The client must have a sense of
security and trust that he can fully rely on the
hotel. The manager must possess exception-
al negotiation and communication skills so
that all potential problems are successfully
resolved and everything goes exactly accord-
ing to the wishes of the clients.

Employee motivation is of crucial im-
portance for providing high-quality service

to service users (Cvijanovi¢ et al., 2018).
Employees must be adequately motivat-
ed to deliver the highest quality service,
which directly affects guest satisfaction.
By achieving a high level of staff motiva-
tion and commitment, the hotel can ensure
that guests receive superior service, which
is essential to the hotel’s success. Effective
project management in employee training
and development can enhance motivation
and alignment with quality standards, while
strategic management can aid in shaping
long-term goals that integrate the work-
force of different generations. Implement-
ing targeted strategies for motivation and
professional development can significantly
improve overall service quality while si-
multaneously addressing challenges arising
from different generational preferences and
expectations. It is extremely important that
employees are motivated to deliver quality
service, which confirms that employees and
management have the same goal, which is to
achieve positive business results and contin-
uous improvement of quality service (Ali et
al., 2020). There is often a problem of over-
coming differences between generations of
employees in the hotel industry. Older work-
ers bring valuable experience, while younger
workers bring energy and enthusiasm. The
introduction of new generations into the
workforce of the hotel industry also brings
certain challenges. Although younger work-
ers bring energy and enthusiasm, they often
lack the level of commitment and quality of
service that characterized previous genera-
tions (Thommandru et al., 2023). In the past,
employees were more focused on providing
superior service and guest satisfaction, while
today many young workers, engaged in part-
time jobs, may be more motivated by short-
term financial benefits than long-term goals
of quality and guest satisfaction. Precisely
because of these differences, it is essential
to develop training and mentoring programs
in order to better integrate the new genera-
tion of workers into organisational goals and
quality standards (Mair et al., 2018). Com-
bining experience and knowledge can bring
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significant advantages. Different generations
of employees bring different perspectives,
skills and experiences, but can also cause
challenges in communication and collabora-
tion (Hitka et al., 2019).

Trainings have an extremely positive im-
pact on employee motivation, it is a vital tool
for improving work performance (Xu, Luo,
2023). In order to achieve organisational
goals professionally and successfully, man-
agement is obliged to provide training for its
employees to keep them abreast of the rapid-
ly changing trends in the hospitality world,
In return, it helps them reduce anxiety and
frustration caused by work overload and im-
prove their skills for efficient performance of
tasks (Shkoler, 2020). In addition, effective
project management within the training pro-
cess ensures that resources are efficiently al-
located and training programs are systemat-
ically executed, which further enhances em-
ployee skills and job satisfaction. Moreover,
aligning training programs with strategic
management goals helps in integrating em-
ployee development with the organisation’s
long-term objectives, leading to a more co-
hesive and motivated workforce.

InterContinental Hotels Group (IHG)

InterContinental Hotels Group (IHG) is
a global leader in the hotel industry, with a
rich history and a broad portfolio of brands
spanning various market segments. Founded
in 2003 as the successor to Bass PLC, IHG is
today one of the world’s largest hotel com-
panies. IHG has 6,368 hotels and 946,382
rooms globally. Also, it is important to em-
phasize that this hotel group consists of 19
brands, namely Six Senses, Regent, Vignette
collection, InterContinental Hotels & Re-
sorts, Kimpton Hotels & Restaurants, Hotel
Indigo, Voco, Hualuxe, Crowne Plaza, Ibero-
star Beachfront Resorts, Even, Holiday Inn
Express, Holiday Inn, Garner, Avid, Atwell
Suites, Staybridge Suites, Holiday Inn Club
Vacations and Candlewood Suites. !

1 https://www.ihgplc.com/en/about-us/what-we-stand-for (visi-
ted on: 29.07.2024)

The feature of this hotel chain is the con-
tinuous improvement of the offer through
adaptation to dynamic changes in the mar-
ket, which is why it is the leader in the ho-
tel industry. During 2023, the hotel’s strat-
egy was improved by strengthening the
corporate structure, which means that the
hotel’s portfolio was expanded from 11 to 19
brands. Also, the IHG One Rewards loyal-
ty program was improved and transformed,
new partnerships were concluded, web and
mobile offers were improved, and the new
“Journey to Tomorrow” program was estab-
lished - a ten-year plan, the goal of which is
a sustainable way of doing business. This
strategic plan not only aligns the business
with sustainable development goals (SDGs)
across five key areas (people, community,
carbon dioxide, waste, and water), but also
ensures that all strategic initiatives are inte-
grated with the hotel’s long-term objectives,
thereby enhancing its competitiveness and
sustainability. This program respects the
Sustainable Development Goals (SDGs)
through 5 key areas, namely people, commu-
nity, carbon dioxide, waste and water. The
actions described in the responsible business
plan “Journey to Tomorrow” contribute to
the preservation of the planet’s biodiversi-
ty, either through reducing energy and water
consumption in hotels, minimizing the use of
disposable products, or engaging suppliers
that drive positive change.

In order to respond to market changes
in the best way, IHG has defined key goals
and performance indicators (KPIs - Key
Performance Indicators). The goals that
need to be met in 2024 relate to the conti-
nuity in the growth and development of the
brand, through the expansion of the market
presence of Avid Hotels, Atwell Suites and
Garner. It is necessary to continue to im-
prove the personalised experience of service
users through additional investment in IHG
One Rewards. Also, during 2024, the focus
of business success is on providing support
to employees through the professional devel-
opment of leadership skills through various
trainings and events (KPIs, 2023).
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Illustratiton 1 Strategy of the IHG hotel
chain

Our strategy

Provide True Hospitality for Good
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To be the hotel company of choice
for guests and owners
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@

CARE FOR
OUR PEOPLE.
COMMUNITIES
AND PLANET

Source: Internal material of Hotel Holiday
Inn City Centre Munich

The Holiday Inn brand includes 1,195
hotels and has a total of 214,330 rooms. Hol-
iday Inn has been ranked as the most trusted
brand in the travel and hospitality sector in
the United States, according to global data
analysis and market research group Morning
Consult. 2 Within this research, examples of
best practice in organising conference events
at the Holiday Inn City Center hotel in Mu-
nich, the capital of Bavaria, are present-
ed. This prestigious hotel is located within
touching distance of Marien platz the heart
of Munich, which is a great advantage and it
can be reached on foot or by subway, whose
station is located within the hotel complex.
Also, the main train station is 10 minutes
away, while the airport takes 30 minutes by
metro. Hotel location is often a key factor for
visitors, thanks to its exceptional accessibili-
ty. Especially for business tourists, the prox-
imity to the main train station and the air-
port is a significant advantage. The hotel is
located in the immediate vicinity of the main
tourist attractions, restaurants and business
centers, which allows guests to easily carry
out their duties and enjoy the city without the
need for long journeys.

2 https://www.ihgplc.com/en/about-us/awards
(visited on: 29.07.2024)

The hotel has 582 modernly equipped
accommodation units, the key feature of
which is the panoramic view, which includes
the entire old part of the city. Single, dou-
ble, family or business guest rooms contain
everything needed for a pleasant stay, which
meets high standards. *

The hotel’s conference rooms represent
the most significant competitive advantage
in Munich and in the entire country. The sur-
face area is 2 300m?, it has 18 conference and
meeting rooms, which are air-conditioned and
equipped with free wireless internet. These
rooms, equipped with the most modern techni-
cal equipment and adapted to different needs,
enable the hotel to meet the demands of even
the most demanding business users and event
organisers, which makes it stand out from the
competition. Moreover, strategic planning and
project management play a crucial role in op-
timizing the use of these spaces and resources,
ensuring that each event is organized to the
highest standards and meets client needs. In
addition to technical facilities, the hotel also
provides expert support from its professional
events team, which is available to ensure the
flawless realisation of any event. Meeting and
conference rooms can be adapted to different
types of events, from small business meetings
to large conferences and seminars. *

What sets this hotel apart from others is
the high-quality staff. Employees are sup-
ported by a set of values that are important to
both IHG and hotel guests. While working as
a team with all interested parties, these shared
values provide a sense of common purpose
that directs the hotel’s business towards one
goal, which is to achieve successful business
results in all fields. Competent project man-
agement also contributes by ensuring that
training and employee development are sys-
tematically integrated into daily operations,
enabling better coordination and implemen-
tation of strategies that support the hotel’s
core values. This recognition stems from a
focus on attracting and retaining top talent in
the industry and most importantly supporting
employees through training and professional
development training.

3 https://www.meet-inn-munich.com/ (visited on: 28.07.2024)
4 https://www.meet-inn-munich.com/veranstaltungsracume/
(visited on: 28.07.2024)
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Hllustration 2 Goals for 2024
Targets2024
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Room: 23.001 KE

F&B: 6.832 KE

GOP: 12.558 K€

Source: Internal material of Hotel Holiday Inn City Centre Munich

It is very important to emphasize that the
Holiday Inn hotel has the Green Key certif-
icate, which significantly contributes to its
reputation and improves the quality of the
overall service. Green Key is an internation-
ally recognised certificate awarded to hotels
and other hospitality establishments that have
demonstrated a high level of environmental
responsibility and sustainable practices. This
prestigious certificate confirms that the hotel
not only meets, but also exceeds standards in
the area of environmental protection, which
has multiple benefits. Strategic planning re-
lated to sustainability enables the hotel to
continuously improve its environmental ini-
tiatives and integrate them into all aspects
of its operations, ensuring a long-term pos-
itive impact on the environment. Having the
Green Key certificate strengthens the hotel’s
image as a leader in sustainable tourism,
which additionally attracts guests who val-
ue environmental responsibility. Through a

systematic approach within strategic man-
agement, the hotel successfully aligns its en-
vironmental goals with business strategies,
contributing to the enhancement of service
quality and guest satisfaction. Also, the cer-
tificate is proof of the hotel’s commitment to
the preservation of natural resources, as well
as the implementation of environmentally
friendly practices that improve the overall
service and experience of the stay. The Holi-
day Inn hotel implements the following steps
in its sustainable business: *

1) Minimizing resource consumption
(energy, water and waste)

2) Implementing a recycling protocol
and providing an incentive for guests
to contribute to the preservation of the
environment with their participation

3) Implementation of sustainable techno-
logies

5 https://www.meet-inn-munich.com/en/projekt/environment/
(visited on: 29.07.2024)
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4) Minimizing the use of plastic

5) Increasing the use of organic and local
food

6) Promotion of environmentally friend-
ly products

7) Focus on animal welfare when purc-
hasing products

8) Raising awareness of responsible tra-
vel among users of hotel services

Event planning at Holiday Inn City
Centre Munich

The Holiday Inn hotel is renowned for its
top-class conference rooms, which cover an
area over 2000 square meters. This impres-
sive space includes 18 flexible conference
rooms that can be flexibly adapted to dif-
ferent events. Strategic management in the
event organisation sector allows the hotel
to optimise the use of space and resources,
ensuring that all events are organised to the
highest standards and meet client needs.The
importance of the income that the event and
conference sector brings to the Holiday Inn
Hotel in Munich is extremely important. Cli-
ents who book spaces for their events in the
hotel often additionally book hotel rooms,
which significantly contributes to the hotel’s
overall business success. Project manage-
ment in this sector aids in precise planning
and coordination of all aspects of events,
which further enhances efficiency and client
satisfaction. Achieving the budgeted annual
revenue or exceeding it, is the key goal of
every hotel business. The conference events
sector contributes to the hotel’s total revenue
with a significant share of 30%, which con-
firms its key role in the hotel’s overall finan-
cial performance.

However, it is not only the space and
equipment that influence the clients’ deci-
sion to choose this particular hotel for hold-
ing their events. The key reason is the pro-
fessionalism of the employees, especially the
management, who deliver a high quality ser-
vice. Strategic planning and effective project
management are key factors in consistently
meeting and exceeding client expectations,

leading to exceptional satisfaction and long-
term loyalty. In this research, the process of
organising and managing the event is pre-
sented, where the organisers have become
loyal and return to this hotel every year, be-
cause they know that their expectations will
be met, and often exceeded.

According to Kimes (2001), the organi-
sation of the event includes a series of steps
that must be followed in order for the client
to be satisfied:

1) Understanding the client’s require-
ments and needs
Understanding the requirements and
needs of clients is key to success in organ-
ising an event. Precise recognition and inter-
pretation of their wishes enables the adapta-
tion of services and resources to meet their
specific requirements. This not only ensures
a satisfactory experience for customers, but
also contributes to building long-term busi-
ness relationships and increases the likeli-
hood of repeat services.

2) Development of a detailed event plan

The field sales department is obliged to
be in constant contact with clients. It is their
responsibility to determine all the details
that need to be done and prepared for the
event. This includes understanding the spe-
cific requirements of clients, coordinating
all aspects of planning, as well as providing
timely information to ensure that each event
is successfully realized.

The details that need to be established
relate to the exact date of the event and/
or alternative dates, so that the conference
rooms are reserved for the client. Bearing
in mind that it is necessary to follow-up
continously in order to determine all the
elements for the event, because there are
often changes in the organisers’ plans, the
field sales department must be extremely
engaged. For this reason, the event sales
department should contact the organisers
two months before the event and two weeks
before the arrival of the participants to clar-
ify any last details.
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The Client is obliged to submit the agen-
da which indicates timetables of lectures,
meetings, coffee breaks, lunches and other
content which is relevant to the event, consid-
ering that a large number of departments in
the hotel are involved, including the kitchen,
the food and beverage sector (F&B), the field
sales sector, as well as the staff responsible
for hosting the conference. Optimized coor-
dination through strategic project manage-
ment ensures seamless integration of various
departments and guarantees that all aspects
of the event align with specific requirements
and schedules. Effective communication be-
tween all departments is critical, for the event
to go according to plan. The maximum com-
mitment of all employees is expected in order
to exceed the expectations of the event organ-
isers. That is why it is necessary that every-
one has a common goal - achieving business
success at all levels. Strategic management
contributes to a unified goal and the coordi-
nation of efforts across all staff, facilitating
success at every level of the business.

3) Provision of technical equipment

Quality and modern technical equipment
is essential for providing high quality service
in the event sector. Equipment that complies
with the latest standards enables the flawless
implementation of the event and contributes
to the overall satisfaction of the clients.

4) Execution of events

Realisation of the event is a key stage
in the organisation of conferences and sim-
ilar manifestations, which involves a series
of coordinated activities in order to achieve
maximum satisfaction of the participants.

Management constantly monitors the
performance of events and responds to un-
foreseen situations. Furthermore, manage-
ment also maintains communication during
the event with the organisers and participants
of the conference in order to provide all rele-
vant information and, most importantly, sup-
port and assistance during the entire event.
Effective project management enables the
management team to quickly identify and
resolve issues, ensuring that any changes to

the original plans are promptly implemented
and that the event logistics remain aligned
with new requirements. If there is a change
in the originally established plans, it is the
management that solves every problem with
its quick reaction and adjusts the logistics of
the event.

Communication with the participants
during the event is extremely important, be-
cause it is at that moment that the organiser
can decide whether to choose Holiday Inn
again for future events. Effective and trans-
parent communication contributes to creat-
ing a positive impression and strengthening
relations with clients. Through strategic
planning and effective project management,
the hotel management ensures that all as-
pects of the event are carefully coordinated
and that participants’ needs are addressed.
The Conference manager with his team has
a key role in this process, their ability to in-
still confidence and establish trust cannot
be overstated, through a professional and
attentive approach, managers demonstrate
their commitment and ability to improve the
overall experience. When participants see
that every aspect of the event is carefully co-
ordinated and that their needs are a priority, it
creates a sense of trust and security.

Because of this commitment and ability to
provide a seamless experience, Holiday Inn
has become a market leader. The quality of
service and the ability to meet and exceed cli-
ent expectations have made this hotel the first
choice for organising events, thus cementing
its position as a leader in the industry.

5) Event evaluation and feedback colle-
ction

After the end of the event, it is important
to collect feedback from participants and or-
ganisers in order to evaluate the success and
identify possible areas for improvement. Ef-
fective event evaluation allows the hotel not
only to improve its services, but also to build
long-term relationships with clients through
continuous improvement of experiences.
Strategic management of the evaluation
process and the implementation of improve-
ments based on feedback plays a crucial role
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in optimising future events and ensuring that
the hotel remains competitive in a dynamic
market. This phase provides key insights into
the organisation’s performance and provides
a basis for future planning and development.
It is important to note that the field sales
plays a key role in the organisation of events,
especially in terms of acquiring new clients.
This sector is responsible for developing and
implementing marketing strategies that attract
potential customers and promote the hotel’s
services. Through targeted marketing activi-
ties, promotions and public relations, the field
sales strives to reach new event organisers
and recognize their needs and desires.
Acquiring a new client is a significant
challenge and is often a more complex pro-
cess than retaining an existing client. Through
effective marketing campaigns and strategies,
the field sales department creates initial con-
tacts and builds a relationship with potential
clients, which may include presenting the
hotel’s offer, organising presentations and ne-
gotiating terms of cooperation. According to
Darren Jarman, conference manager, retain-
ing loyal clients is a crucial aspect of business
that should be in theory a relatively easy pro-
cess. Loyal clients are already satisfied with
the hotel’s services and their expectations
can be met and exceeded through continued
commitment and service improvement. Hotel

management and employees often establish
close relationships with these customers, rec-
ognizing their specific needs and preferences,
which leads to an emotional bond between at-
tendees and hotel staff. This relationship fur-
ther contributes to long-term loyalty and re-
peat choice of the hotel for future events. The
new client, however, presents a new challenge
for the hotel. They require additional efforts
and resources to establish a relationship of
trust and satisfaction. Each new client brings
unique requirements and expectations that
need to be carefully handled in order to create
positive experiences and long-term business
relationships. Effective strategic management
is crucial for navigating the complexities of
acquiring new clients. By implementing a
well-defined strategic plan, hotels can align
their marketing efforts with broader business
objectives, ensuring that each interaction with
potential clients is strategically targeted and
professionally managed.

Therefore, the field sales is crucial for
expanding the business and increasing the
hotel’s market share. By effectively attract-
ing new clients, the sales sector contributes
to the continuous growth and success of the
hotel, while at the same time it contributes
to preserving relations with existing clients
through constant improvement of service
and adaptation to their needs.

Hllustration 3 Plan of the exhibition space in the conference halls
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Source: Internal material of Hotel Holiday Inn City Centre Munich
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The role of management in the successful
organisation of conferences

One of the key elements that differen-
tiates the Holiday Inn Munich City Centre
from the competition is its communication
structure. According to Darren Jarman, con-
ference manager, the main difference be-
tween the Event & Meetings department and
competitive field sales departments at other
hotel is its understanding of a clear and pre-
cise communication with clients.

The challenge lies within the nature of a
conference booking, there are more elements
and variables involved than for example a
one to one on a reception or in a restaurant,
a typical face to face interaction. In contrast,
in the event organisation sector, the banquet
manager does not interact directly with the
client, instead, the first contact is between
field’s sales and the client, which then hands
over the information on to the Event & Meet-
ings department. Clients i.e. Event organ-
isers also collaborate with their partners or
agencies involved in the planning and organ-
isation of the event. This complex network
of communication makes the event organisa-
tion process significantly more complicated
and requires additional coordination and at-
tention to ensure successful implementation.

Therefore, it is essential that communi-
cation between departments is seamlessly
coordinated to ensure customer satisfaction.
It is necessary to transmit information in a
timely and accurate manner in order to avoid
potential errors that could negatively affect
the realisation of the event. Any irregularity
in communication or inaccuracy in the trans-
mission of information can lead to problems
in the execution of the event, which can re-
sult in customer dissatisfaction and damage
to the hotel’s reputation. Therefore, con-
tinuous coordination and clarity in mutual
communication between the sales sector, the
event organisation sector and all relevant de-
partments are key aspects of the successful
execution of the event. Perfect communica-
tion enables efficient resolution of all chal-
lenges and ensures that all phases of event
organisation run smoothly, thus guaranteeing

a high level of service and exceeding the
clients expectations. Strategic management
plays a crucial role in aligning communica-
tion between different departments, ensuring
that all aspects of event organisation are con-
sistent with the hotel’s long-term business
goals and standards.

Team Building and Development at Hol-
iday Inn Munich

According to Darren Jarman, conference
manager, the key qualities a manager should
possess include the following roles, which
are essential to his function:

» Training

» Coaching

» Managing

The most important quality that a man-
ager should possess is the role of a coach.
As a coach, the manager recognizes and de-
velops the potential of employees in a way
that contributes to their professional devel-
opment and directs them towards achieving
high standards and perfection.

An effective manager understands that
employees are individuals and therefore
must apply a specific and individualized ap-
proach to each team member. He should not
only be a leader, but also a mentor, adviser
and colleague, adapting his approach to the
unique needs and characteristics of each em-
ployee. In the context of strategic manage-
ment and project management, it is crucial
for the manager to develop and implement
strategies that ensure optimal resource uti-
lization and coordination of team efforts to-
wards the project’s set goals. Such a manag-
er creates a working environment in which
employees feel that they can be trusted and
that they can rely on the manager’s support
at any time. Developing a relationship based
on trust is the key to creating agreeable and
positive atmosphere in the workplace. This
approach allows employees to feel supported
and motivated, which is essential for achiev-
ing common goals and team success.

Only after successfully fulfilling the role
of coach, the manager should switch to the
role of trainer. As a trainer, the manager is
responsible for training and developing the
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skills of his employees. He provides and
shares his knowledge, teaching workers all
the necessary skills that are essential to ef-
ficiently perform daily work activities in a
professional manner. The trainer not only
imparts technical skills and knowledge, but
also develops abilities that enable employees
to successfully face challenges and respon-
sibilities in their work. Through systematic
training and mentoring, the manager ensures
that employees can improve their productiv-
ity and contribution to the team by acquiring
new skills. Strategic management plays a
pivotal role in ensuring that the training and
development programs are aligned with the
long-term goals of the organisation, thereby
facilitating both individual growth and the
achievement of broader business objectives.
This process is crucial for the continuous
professional development of employees and
for maintaining a high level of performance
within the organisation.

Only after successfully fulfilling the
roles of coach and trainer can the manager
take on the role of conference manager. As a
conference manager, his task is to effectively
manage all aspects of event organisation, in-
cluding planning, coordinating and supervis-
ing all activities required for the successful
execution of the event. This role requires the
alignment of previous skills and approaches
to ensure that all elements of the event work
harmoniously and achieve set objectives.
The conference manager uses his experience
and expertise gained in the roles of coach
and trainer to optimize this processes, solve
problems and provide an outstanding experi-
ence to clients and participants.

According to Darren Jarman, a manager
should not adopt a superior attitude that can
create a rift between himself and the employ-
ees or between himself and the conference
hosts. A manager is not just an authority
figure that balances between discipline and
coaching; he should also be a mentor to his
employees. Such an approach contributes
to building a positive working environment
and strengthening mutual relations. Strategic
management emphasizes the importance of

aligning leadership with organisational goals
to ensure that the management style supports
the long-term success of the organisation.
A manager who acts as a mentor, not just a
superior, creates an atmosphere of trust and
cooperation, which enables better under-
standing and more effective communication
within the team, as well as the event clients.
This approach helps build harmony and mo-
tivation, which is essential for delivering a
high quality event.

On the other hand, an conference man-
ager is not just a service provider for con-
ference organisers; its role is much broader.
The manager stands side by side with the
event organisers, aiming to improve the
quality of their conference and provide sup-
port and security whenever needed. It often
happens that event participants are not com-
pletely sure of their wishes or do not have
enough experience, which can lead to de-
cisions that are not optimal. Strategic man-
agement plays a crucial role in this process,
as it helps in identifying and implementing
best practices for event management, en-
suring that every decision and action aligns
with the organisation’s long-term goals. In
such situations, the manager’s suggestions
can significantly alleviate the current prob-
lem and influence the final opinion of the
guests. Effective and professional manage-
ment guidance can direct organisers to the
best solutions, which increases the likeli-
hood that the same organisers will choose
the same hotel again for future events. Such
a proactive and supportive attitude of man-
agers towards event organisers plays a key
role in building long-term business relation-
ships and client satisfaction.

Principles of effective event management

One of the most important aspects of
providing exceptional service in the organ-
isation of conference events is consistently
delivering on promises made. Strategic man-
agement in this context highlights the need
for precise planning and clear communica-
tion channels to ensure consistency in ful-
filling promises. If the employees succeed
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in ensuring that the conference participants
feel that everything is smoothly running,
the event organisers will be extremely sat-
isfied with the service provided. This ability
to deliver on promises is key to maintaining
and enhancing customer loyalty. Effective
fulfillment of promises not only contributes
to a high level of satisfaction of event organ-
isers, but also significantly affects long-term
relationships with clients, thus ensuring
their continued commitment and repeat co-
operation.

According to Darren Jarman, conference
manager, the key to successfully organising
the best conference is:

1. Taking action and responsibility

The manager must actively take initiative
and responsibility for all aspects of confer-
ence organisation, ensuring that all tasks are
completed effectively and in a timely man-
ner. This includes not only taking personal
responsibility, but expecting the same from
all employees. Each team member should
take responsibility for their tasks in order
to meet guests’ expectations. The manager
must ensure that all employees understand
the importance of their role in the overall
process, take ownership from all, and adhere
to the quality standards set for the event.
Strategic management plays a key role in
aligning resources and activities to ensure
that every part of the organization operates
synchronously.

2.Providing suggestions and advice to
the clients

A manager should use his experience and
professional knowledge to provide useful
suggestions and advice to his clients. It often
happens that clients are not sure which op-
tion is best for their needs. In such cases, the
manager must provide advice and sugges-
tions to help them make informed decisions.
Also, if the client is not completely satisfied,
the manager should be ready to solve the
problem and provide additional options in
order to satisfy the client’s needs and ensure
a high quality of service.

3.Understanding the needs and wishes of
the client

The manager should make an effort to get
to know the customers thoroughly in order
to be able to provide a service that is in line
with their specific needs and desires. A de-
tailed understanding of the client’s require-
ments allows the manager to personalize the
service and adjust all aspects of the event
organisation to meet and exceed the client’s
expectations. This level of commitment en-
ables the provision of high quality service
and contributes to overall customer satisfac-
tion.

4.Creating a team atmosphere

A manager should create a work atmo-
sphere that motivates employees to achieve
the best possible performance. Creating a
positive and supportive work environment is
key to encouraging employees to continual-
ly improve and give their best. The manag-
er should ensure that all team members are
aligned with the common goal of providing
exceptional service, thus ensuring consisten-
cy and a high level of quality in the organisa-
tion of the conference.

SWOT analysis of the business of the
Holiday Inn City Center Munich hotel

Within this scientific paper, the SWOT
analysis of the Holiday Inn hotel will be pre-
sented. This analytical approach, which in-
cludes an assessment of strengths, weaknesses,
opportunities and threats, is essential for a de-
tailed understanding of a hotel’s strategic posi-
tion within the hotel industry. A systematic ex-
amination of internal and external factors en-
ables the acquisition of valuable insights into
competitive advantages, areas requiring im-
provement, potential opportunities for growth,
as well as threats that may affect the hotel’s
success. The importance of this analysis is re-
flected in the identification of key elements
that shape the performance and long-term sus-
tainability of the hotel, which contributes to
making informed strategic decisions and im-
proving the overall efficiency of the business.
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Table 1 SWOT analysis
Strengths Opportunities
» Location in the city center
» Direct access to public transport ~ within

the building complex
» The main train station is 10 minutes away
 Airport accessible in 35 minutes
» Possible accommodation for large groups

* Fitness area
* Business facilities for airlines, such as Pop up
Club Lounge and separate check-in

Weaknesses

Threats

 Limited capacity of restaurant
» The terrace is not big enough, it is not suitable
for meetings

* Guest brand awareness

* Not enough employees

* Corporate rate increase for 2024, but less
compared to IHG's 'double digit strategy’

Source: Internal material of Hotel Holiday Inn City Centre Munich

The Holiday Inn hotel faces significant
competition in its immediate surroundings.
Major competitors include Hilton, Novotel,
Maritim, Four Points by Sheraton, Leonardo
Royal and Hyperion hotels.

The Hilton Hotel, located in the imme-
diate vicinity of the Holiday Inn, has 483
rooms. In comparison, Novotel Hotel offers
378 rooms, Maritim Hotel 349, Four Points
by Sheraton 481, Leonardo Royal 424, while
Hyperion Hotel has 272 rooms. One of the
key strengths of the Holiday Inn is its room
capacity of 582, making it one of the most
spacious hotels in the area in this regard.

Also, the Holiday Inn hotel stands out
for the number of conference rooms, with
the largest room having a capacity for over
500 people. Compared to this, the Hilton Ho-
tel can accommodate up to 360 people, the
Novotel 50 people, the Maritim 380 people,
while the Hyperion Hotel can accommodate
192 people.

All of the listed hotels offer access to fit-
ness centers and saunas, which is a standard
feature in this category of hotel.

The Holiday Inn hotel is in a competitive
position compared to the surrounding hotels.
Its huge advantage lies in its exceptional lo-
cation, large number of rooms, capacity of
conference rooms and quality of employees,
which makes it a market leader. Although the
lack of a swimming pool may be a weakness
compared to some competitors that offer ad-

ditional facilities, the superiority of the Hol-
iday Inn in key aspects such as capacity and
infrastructure for events allows it to stand out
as a significant player in its category.

Conclusion

The event industry is a key factor for suc-
cessful hotel business. Quality infrastructure
for events, including conference rooms, sem-
inars and banquets, significantly contributes
to increasing the hotel’s revenue by hosting
business meetings, corporate gatherings and
private events. Strategic management must
focus on the optimal use of these resources to
ensure that event infrastructure is continually
updated and aligned with market needs. Ef-
fective management of capacities and tailor-
ing services to clients’ specific needs enables
the hotel to remain competitive and maximize
revenue from the events sector. This type of
offer not only attracts different clients, but
also creates additional opportunities for pro-
viding services such as catering, technical
support and accompanying activities. Effec-
tive event management can improve a hotel’s
visibility, increase capacity occupancy and
contribute to its long-term market success.

The event industry plays a key role in the
successful business of hotels, and this is par-
ticularly proven by the example of the Holi-
day Inn hotel. This hotel is successfully posi-
tioned on the market thanks to its exceptional
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location, large number of rooms, as well as
the capacity and flexibility of its conference
rooms. These characteristics allow the hotel
to maintain a high level of service quality and
to meet the various needs of clients. However,
the key success factor of the Holiday Inn hotel
lies in the quality of the employees, that is, the
role of management in the organisation and
management of events. Hotel management
creates a working atmosphere that encourag-
es teamwork and a common goal: achieving
maximum customer satisfaction. This synergy
between employees and management makes
it possible to provide high-level service and
overcome challenges that arise in the hotel in-
dustry, such as problems with unskilled labor.
Motivated employees who are committed to
providing quality service have a positive ef-
fect on the work atmosphere and transfer their
enthusiasm to their colleagues. This cohesion
and common goal contribute to the creation of
a pleasant and productive work environment,
which is essential for achieving long-term
success and competitiveness in the market.

The working atmosphere at the Holiday
Inn hotel is successfully organised thanks to
the management that plays a key role as a
coach. The management is distinguished by its
ability to recognize and develop the qualities
of its employees through training and further
improving their skills and competencies. As a
coach, the manager does not position himself
as an authoritarian boss, but as a friend and
mentor to his employees, which creates an at-
mosphere of trust and open communication.
This role of coach represents the first step,
while the manager, after successfully fulfilling
this role, moves into the role of coach. In this
phase, the manager focuses on training and
improving the business skills of his employ-
ees, providing them with the necessary tools
for professional development. Only after these
roles are successfully implemented, does the
manager assume responsibility as a superior,
with full authority to lead and supervise his
department. This approach not only improves
the efficiency and motivation of employees,
but also contributes to the creation of a posi-
tive working atmosphere, which is crucial for
successful hotel operations.

Regardless of the weaknesses and threats
that the hotel faces, as well as the competition
in the market, the key factor of the hotel’s
success lies in its employees. They represent
the hotel and with their work and dedication
contribute to the fact that guests and service
users visit the hotel again and become loyal
to the brand. Management, which successful-
ly runs the business of the event department,
plays a key role in this process. Their abili-
ty to build trust and create a cohesive team
with their employees ensures a high level of
service and professionalism. This synergy
between management and employees creates
a positive experience for guests, which mo-
tivates them to return and use the hotel’s ser-
vices again. In this way, the trust and loyalty
of clients is strengthened, which contributes
to the long-term success and recognition of
the hotel on the market. Additionally, due
to its exceptional strategic management and
top-notch project management, the Holiday
Inn hotel stands out as a leader in the events
industry, setting high standards that compet-
itors strive to achieve. Constantly improving
strategies and innovations in project man-
agement enable the hotel to stay ahead of
the competition and provide an outstanding
experience for its clients. This commitment
to excellence and continuous improvement
makes the Holiday Inn not only a choice for
numerous clients but also a benchmark in
event industry practices. Through long-term
strategic planning and adaptation to market
trends, the hotel manages to continuously en-
hance its operations and ensure sustainable
growth in a dynamic environment.
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Pregledni rad

UPRAVLJANJE KVALITETOM EKOTURISTICKOG PROIZVODA
QUALITY MANAGEMENT OF ECOTOURISM PRODUCT

Apstrakt: Upravljanje kvalitetom ekoturi-
stickog proizvoda predstavlja kljucni aspekt
odrzivog razvoja turizma koji se sve vise fo-
kusira na ocuvanje prirodnih resursa i unap-
redenje iskustava turista. Ovaj rad istrazuje
vaznost efikasnog menadzmenta kvaliteta
kroz primenu ekomenadzment sistema, kao
Sto su EMAS i ISO standardi, koji pruzaju
okvir za poboljsanje ekoloskih performansi
i odrzivosti. Fokusirajuci se na integraciju
odrzivosti u kreiranje ekoturistickih proizvo-
da, rad analizira kljucne korake, ukljucujuci
analizu prirodnih resursa, planiranje ekolos-
kih aktivnosti, saradnju sa lokalnim zajedni-
cama i obrazovanje turista. Implementacija
ovih strategija ne samo da doprinosi ocuva-
nju zivotne sredine, ve¢ i povecava zadovolj-
stvo i svest turista o znacaju odgovornog po-
nasanja. Pored toga, rad ukazuje na izazove
i prilike sa kojima se suocavaju turisticke
destinacije prilikom usvajanja ovih pristupa,
naglasavajuci potrebu za stalnim unaprede-
njem i inovacijama. Ovaj rad pruza preporu-
ke za efikasno upravljanje kvalitetom u eko-
turizmu, osnazujuci tako lokalne zajednice i
promovisuci dugorocnu odrzivost turistickih
destinacija.

Kljuéne reci: menadzment kvaliteta, EMAS i
1SO standardi, ekomenadzment sistem, eko-
turizam, turisticki proizvod.

Abstract: Quality management of eco-tourism
products is a key aspect of sustainable tour-
ism development that increasingly focuses on
the preservation of natural resources and the
enhancement of tourist experiences. This pa-
per explores the importance of effective qual-
ity management through the application of
eco-management systems, such as EMAS and
1SO standards, which provide a framework
for improving ecological performance and
sustainability. Focusing on the integration of
sustainability into the creation of eco-tourism
products, the paper analyzes key steps, includ-
ing natural resource assessment, planning of
ecological activities, collaboration with lo-
cal communities, and tourist education. The
implementation of these strategies not only
contributes to environmental conservation but
also enhances tourist satisfaction and aware-
ness of the importance of responsible behav-
ior. Additionally, the paper highlights the
challenges and opportunities faced by tourist
destinations in adopting these approaches,
emphasizing the need for continuous improve-
ment and innovation. This paper provides rec-
ommendations for effective quality manage-
ment in eco-tourism, thereby empowering lo-
cal communities and promoting the long-term
sustainability of tourist destinations.

Key words: quality management, EMAS and
1SO standards, eco-management system, ec-
otourism, tourist product.
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Uvod

Ekoturizam se u poslednjim decenija-
ma sve viSe afirmiSe kao oblik turizma koji
se zasniva na odrzivom razvoju i o¢uvanju
prirodnih i kulturnih resursa. U eri kada su
ekoloski problemi, kao $to su klimatske pro-
mene i gubitak biodiverziteta, postali global-
no pitanje, ekoturizam nudi reSenja koja su
u skladu s principima odrzivosti. Medutim,
kako bi se osigurao kvalitet ekoturistickog
proizvoda, neophodno je uspostaviti siste-
matski pristup upravljanju kvalitetom.

MenadZzment kvaliteta igra klju¢nu ulogu
u oblikovanju pozitivnih iskustava posetilaca,
istovremeno Stite¢i i unapredujuci prirodne
resurse. U tom smislu, ekomenadzment siste-
mi, kao §to su EMAS i ISO standardi, postaju
alati koji pomazu destinacijama da postignu
svoje ciljeve u oblasti odrzivosti. Ovi standar-
di ne samo da pruzaju smernice za upravljanje
ekoloskim performansama, ve¢ i podsticu lo-
kalne zajednice na aktivno ucesée u procesu.

Ovaj rad ima za cilj da istrazi ulogu me-
nadzmenta kvaliteta u kontekstu ekoturiz-
ma, s fokusom na razvijanje strategija kroz
postupno uvodenje sistema menadzmenta
kvaliteta koji doprinosi razvoju odrzivih turi-
stickih proizvoda. Analizirace se kljucni as-
pekti, ukljucujuci analizu prirodnih resursa,
planiranje ekoloskih aktivnosti, saradnju sa
lokalnim zajednicama i obrazovanje turista.
Razumevanje ovih elemenata moze pomo¢i
u oblikovanju bududih praksi u ekoturizmu
i doprineti stvaranju boljeg odnosa izmedu
turista, lokalnih zajednica i zivotne sredine.

Uloga menadZmenta kvaliteta u
ekoturizmu

Menadzment kvaliteta ima klju¢nu ulogu
u kreiranju i odrzavanju visokog nivoa uslu-
ga i proizvoda u ekoturizmu, $to direktno
utice na zadovoljstvo posetilaca, ocuvanje
prirodnih resursa i dugorocnu odrzivost de-
stinacije. Ekoturizam, kao specifican oblik
turizma koji se temelji na odgovornom od-
nosu prema prirodi i lokalnim zajednicama,
zahteva preciznu primenu alata i tehnika me-
nadzmenta kvaliteta kako bi se osiguralo da
turistiCka ponuda ostane u skladu sa princi-

pima odrzivosti.

Pojam ,,ekoturizam* prvi je uveo meksicki
arhitekta i ekolog Ceballos-Lascurain, defini-
Suci ga kao oblik turizma koji minimalno uti-
¢e na zivotnu sredinu, podstice aktivno ucesce
lokalnog stanovnistva i donosi pozitivne drus-
tveno-ekonomske rezultate. Iako je njegova
definicija Siroko prihvacena i Cesto citirana,
tokom vremena razvijene su brojne druge de-
finicije koje isticu razli¢ite vrednosti — od za-
Stite 1 ocuvanja prirode, preko etickih principa
i odrzivosti, do edukacije i koristi za lokalnu
zajednicu (Weaver & Lawton, 2007, 28).

Ekoturizam je znacajna komponenta sa-
vremene turisticke industrije i sve vise dobija
na znacaju u globalnom turistickom kontek-
stu. Ovaj oblik turizma omogucava poseti-
ocima da dozive prirodne lepote i kulturnu
raznolikost, ali istovremeno stavlja akcenat
na ocuvanje zivotne sredine i odrzivi razvoj.
Kao turisti¢ki proizvod, ekoturizam promo-
viSe zastitu prirode, ouvanje kulturnog na-
sleda i jacanje lokalnih zajednica. Poseban
naglasak stavlja se na razvijanje svesti o zna-
¢aju ocuvanja prirodnih resursa i odgovornog
ponasanja prema zivotnoj sredini, kako medu
turistima, tako i medu lokalnim stanovnis-
tvom. Osim §to pruza nezaboravna iskustva
posetiocima, ekoturizam igra klju¢nu ulogu
u podrzavanju lokalnih ekonomija i o¢uvanju
biodiverziteta (Todorov et al., 2023, 178).

Prema Medunarodnoj uniji za zastitu pri-
rode (IUCN) ekoturizam je ,,vrsta turistickog
putovanja koje uvazava potrebe o¢uvanja zi-
votne sredine i vezuje se za posetu relativno
oCuvanim prirodnim dobrima, u cilju uzi-
vanja i divljenja prirodnim kao i kulturnim
vrednostima, ¢ime se promovisu aktivnosti
zaStite. Ovaj vid turistickog kretanja karak-
teriSe nizak stepen negativnog uticaja turi-
stickih poseta na prirodu i veliki obim pozi-
tivnih socio-ekonomskih efekata po lokalno
stanovnistvo* (Joksimovic¢, 2022, 81).

Za razliku od masovnog turizma, gde se
fokus Cesto stavlja na kvantitet, u ekoturizmu
se posebna paznja posvecuje kvalitetu proi-
zvoda 1 usluga, uzimajuéi u obzir ekoloske,
ekonomske i socio-kulturne aspekte. U tom
kontekstu, menadzment kvaliteta obuhvata
niz aktivnosti koje su usmerene na stalno
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unapredenje procesa i praksi, ukljucujuci
ocenu rizika, kontrolu performansi i zado-
voljstvo turista. Kroz stalno pracenje i una-
predivanje, moze se posti¢i dugoro¢na odr-
zivost i konkurentnost destinacija koje nude
ekoturisticke proizvode.
U zavisnosti od interesovanja za Zivotnu
sredinu, u literaturi mozemo prepoznati dva
tipa ekoturista: (Markovic¢, 2019:27)
1.,,Tvrdi® ekoturisti — ovi ekoturisti
su duboko zainteresovani za oCuvanje
prirode i poseduju znanje o ekologiji.
Spremni su da putuju pod tezim uslo-
vima, sa malo udobnosti, kako bi do-
ziveli autenti¢na iskustva na specijali-
zovanim ekoturistickim putovanjima.
Ovi turisti obi¢no preduzimaju duga i
specijalizovana putovanja u podrucja
koja su relativno oCuvana prirodom,
putuju u malim grupama i ¢esto ne ko-
riste usluge posrednika poput turistic-
kih agencija ili turoperatora, niti usluge
koje destinacija moze pruziti.

2.,,Meki*“ ekoturisti — ovi ekoturisti su
takode zainteresovani za prirodu i ocu-
vanje zivotne sredine, ali su skloniji
udobnijim uslovima putovanja. Mogu
koristiti usluge turistickih agencija i
turoperatora kako bi organizovali svo-
ja ekoturisticka iskustva. Osim toga,
nisu nuzno toliko specijalizovani kao
Htvrdi® ekoturisti 1 Cesto ¢e poseéivati
popularnije destinacije.

Putovanja ovih turista nisu vodena ve-
likom Zeljom za iskusnim i ekskluzivnim

dozivljajima u ekoturistickim destinacijama.
Umesto toga, ekoturistiCke aktivnosti i sa-
drzaji Cesto ¢ine samo deo njihovih sveobu-
hvatnijih putovanja koja imaju vise ciljeva ili
svrha (Todorov et al., 2023, 183). U brojnim
destinacijama turizam je pretezno sezonskog
karaktera, $to znaci da najveci pritisak na zi-
votnu sredinu nastaje tokom glavne turisticke
sezone. U periodima van sezone, kada je turi-
sticka aktivnost smanjena, zivotna sredina ima
priliku da se delimi¢no oporavi od negativnih
uticaja (Kosti¢ i Mili¢evi¢, 2018, 139).

Pri razmatranju zastite zivotne sredine, ne-
ophodno je imati na umu da ona ujedno pred-
stavlja i radni prostor za coveka. Zbog toga je
ocuvanje zivotne sredine neraskidivo poveza-
no sa zastitom radne sredine i unapredenjem
kvaliteta Zivota lokalnog stanovnistva. Ovo
je posebno znacajno u kontekstu ekoturizma,
koji treba da bude odrziv i da doprinese ne
samo ocuvanju prirode, ve¢ i stvaranju kon-
kretnih koristi za lokalnu zajednicu. U tom
smislu, pri upravljanju prirodnim resursima,
vazno je uvaziti i potrebe ljudi koji u tom pro-
storu zive i rade (Todorov, et al., 2023, 74).

Obicno se ,,tvrdi* ekoturisti opredeljuju
za specijalizovane ekoturisticke ture, dok
,,meki“ ekoturisti ekoturizam integrisu kao
jedan od aspekata Sireg turistickog dozivlja-
ja (Tabela 1). Vazno je napomenuti da oba
tipa ekoturista igraju znacajnu ulogu u pro-
mociji oCuvanja prirode i ekoloske svesti,
svaki na svoj nacin, doprinoseci tako eko-
turizmu kao odrzivom obliku turizma (Ra-
boti¢, 2013:36).

Tabela 1. Odlike “tvrdih” i “mekih” ekoturista

Tvrdi” ekoturisti

“Meki” ekoturisti

Visoko ekolosko angazovanje

Niska ekoloska privrzenost

Posete destinaciji s posebnim fokusom

Posete destinaciji koje sluze razli¢itim svrhama

Putovanja dugog trajanja

Putovanja kratkog trajanja

Manje grupe ekoturista

Vede grupe ekoturista

Aktivno fizi¢ko ucescée

Pasivno fizicko ucesée

Fizi¢ki zahtevno

Fizi¢ki udobno

Ocekuje se minimalne usluge

Ocekuju se usluge

Intenzivna povezanost s prirodom

Povrsna povezanost s prirodom

Fokus na individualnom dozivljaju

Fokus na interpretaciji turistickog vodica

Samostalna organizacija putovanja

Organizovanje putovanja od strane turoperatora

Izvor: Todorov et al., 2023, 183.
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Jedan od kljuénih izazova u ekoturizmu
je postizanje balansa izmedu potrebe za eko-
nomskim rastom i ocuvanjem prirodnih re-
sursa. Upravo tu dolazi do izrazaja vaznost
menadzmenta kvaliteta, koji pruza okvir za
kontinuirano merenje i pobolj$anje svih as-
pekata poslovanja. Takode, menadzment
kvaliteta ukljucuje i odrzavanje transparentne
komunikacije sa turistima, gde im se pruza-
ju tacne informacije o turistickoj ponudi, Sto
dodatno poveéava poverenje i zadovoljstvo.

Primenom alata za upravljanje kvalite-
tom, kao Sto su EMAS (Eco-Management
and Audit Scheme) 1 1SO standardi (posebno
ISO 14001 i ISO 9001), turisticke organi-
zacije 1 destinacije mogu sistematski pratiti
uticaj svojih aktivnosti na zivotnu sredinu i
osigurati uskladenost sa visokim ekoloskim
i kvalitetnim standardima. Ovi standardi
omoguéavaju ne samo praéenje uticaja na
okolinu, ve¢ i proaktivno upravljanje resur-
sima na nacin koji smanjuje ekoloski otisak,
poveéava efikasnost i zadovoljava potrebe
ekoloski svesnih turista (https://qualityau-
stria.rs/produktgruppen/integrated-manage-
ment-system/).

EMAS i ISO standardi za upravljanje
kvalitetom

U globalnom okruzenju, gde konkurenci-
ja postaje sve snaznija, organizacije moraju
da resavaju brojne izazove kako bi obezbe-
dile svoj opstanak, rast i razvoj. To ukljucuje
poboljsanje efikasnosti i efektivnosti poslo-
vanja, povecanje konkurentnosti, implemen-
taciju principa odrzivog razvoja i druStvene
odgovornosti, itd. Neprekidnim poveéanjem
poslovne efikasnosti, produktivnosti i odrza-
vanjem visokog kvaliteta, organizacije sma-
njuju troskove i jacaju konkurentnost svojih
proizvoda. Opstanak i razvoj zavise od spo-
sobnosti organizacija da zadovolje zahteve
savremenog trziSta kroz svoj proizvodni
program, cene i kvalitet proizvoda. U tom
kontekstu, organizacije moraju primenjiva-
ti najnovije tehnologije, stalno unapredivati
poslovne procese, inovirati proizvode i po-
vecavati produktivnost kako bi postigle izvr-

snost i unapredile konkurentnost (Stankovié¢
i Vujicie, 2011).

EMAS (Eco-Management and Audit
Scheme) 1 ISO standardi predstavljaju dva
klju¢na alata za unapredenje kvaliteta i eko-
loske odrzivosti u ekoturizmu. Ovi standardi
pruzaju okvir za organizacije i destinacije
koje teZze poboljsanju ekoloskih performan-
si i postizanju visokih standarda kvaliteta u
turistickim proizvodima, dok istovremeno
smanjuju negativne uticaje na zivotnu sredi-
nu (Martins & Fonseca, 2018, 451).

EMAS je evropski standard, uspostavljen
od strane Evropske unije, koji je specificno
dizajniran za organizacije koje Zele da una-
prede svoj ckoloski menadzment. Ovaj si-
stem omogucava organizacijama da procene,
kontrolisu i kontinuirano poboljSavaju svoj
uticaj na zivotnu sredinu. U kontekstu ekotu-
rizma, primena EMAS-a doprinosi transpa-
rentnom upravljanju resursima, boljoj komu-
nikaciji sa zainteresovanim stranama (turi-
stima, lokalnim zajednicama i regulatornim
telima) i poboljSanju reputacije destinacije
ili turisticke kompanije. Organizacije koje
koriste EMAS moraju redovno izvesStavati
o svojim ekoloskim performansama, §to do-
datno doprinosi poverenju potrosaca. Sa dru-
ge strane, [SO standardi, narocito ISO 14001
(standard za ekoloski menadzment) i ISO
9001 (standard za menadzment kvaliteta),
imaju globalni znacaj i Siroko su primenljivi
u razli¢itim sektorima, ukljucujuéi turizam.
ISO 14001 pruza sistemski pristup upravlja-
nju ckoloskim aspektima poslovanja, omo-
gucavajuéi organizacijama da identifikuju i
smanje negativne uticaje na okolinu. Ovo je
posebno vazno u ekoturizmu, gde se prirodni
resursi moraju pazljivo cuvati. Primena ISO
9001 standarda omogucava organizacijama
da uspostave efektivne procese upravljanja
kvalitetom, ¢ime se osigurava doslednost u
pruzanju visokokvalitetnih usluga turistima
(Zivkovié, 2012; Zakon o standardizaciji,
“SI. glasnik RS”, br. 36/2009 1 46/2015).

Kombinovana primena EMAS-a i ISO
standarda pruza sveobuhvatan pristup uprav-
ljanju kvalitetom 1 odrzivo$¢u. Dok EMAS
omogucava organizacijama da se fokusi-
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raju na eckoloske aspekte poslovanja kroz
transparentne izvestaje i revizije, ISO stan-
dardi obuhvataju Siri spektar menadzZerskih
aktivnosti, ukljuCuju¢i kvalitet, zadovolj-
stvo korisnika, kao i ekonomsku odrzivost.
Zajedno, ovi standardi stvaraju okvir za
dugoro¢no planiranje i implementaciju odr-
zivih turistickih praksi koje zadovoljavaju
i potrebe turistickih organizacija i zahteve
ekoloski osves¢enih putnika (https://eur-
lex.europa.cu/legal-content/EN/TXT/?uri=-
CELEX%3A32009R1221).

U turizmu, organizacije koje implemen-
tiraju ove standarde mogu posti¢i veéi nivo
konkurentnosti na trzistu, jer zadovoljavaju
rastuée zahteve turista za ekoloski prihvat-
ljivim proizvodima. Takode, primena ovih
standarda doprinosi poboljSanju reputacije,
smanjenju operativnih troskova kroz efika-
snije kori$¢enje resursa i dugoro¢noj odrzi-
vosti poslovanja.

Implementacija ekomenadZment sistema
u ekoturizmu

Implementacija ekomenadzment siste-
ma (EMS) u ekoturizmu predstavlja kljuc¢an
korak ka ostvarivanju odrzivog razvoja i
unapredenju kvaliteta turisti¢kih proizvoda.
Ekomenadzment sistemi obuhvataju niz pro-
cedura i praksi koje omogucéavaju turistickim
organizacijama i destinacijama da upravljaju
svojim ekoloskim uticajem na nacin koji je
u skladu sa principima odrzivosti. Ovi si-
stemi ne samo da pomazu organizacijama
da se usklade sa zakonskim regulativama i
ekoloskim standardima, ve¢ omogucavaju i
proaktivno upravljanje resursima, §to dopri-
nosi dugorocnoj zastiti prirodnih podrucja
i lokalnih zajednica (Pandzi¢, 2024, 1099;
Cosi¢, 2013, 197).

U kontekstu ekoturizma, implementacija
EMS-a Cesto zapoc€inje procenom trenutnog
stanja ekoloskih performansi organizacije ili
destinacije. Ova procena ukljucuje identifi-
kaciju kljucnih ekoloskih aspekata kao Sto
su potroSnja energije, upravljanje otpadom,
koris¢enje vode, oCuvanje biodiverziteta i
emisije ugljen-dioksida. Nakon ove anali-

ze, organizacije razvijaju konkretne ciljeve i
planove za smanjenje negativnih uticaja na
okolinu, §to moze ukljudivati optimizaciju
resursa, uvodenje obnovljivih izvora ener-
gije ili poboljsanje procesa upravljanja otpa-
dom (Cosi¢, 2013, 198).

Ekomenadzment sistemi, kao S§to su
EMAS 1 ISO 14001, pruzaju okvire za im-
plementaciju ovih inicijativa. EMAS, na
primer, zahteva od organizacija da redovno
izvestavaju o svojim ekoloskim performan-
sama 1 stalno unapreduju svoje operacije.
S druge strane, ISO 14001 daje fleksibilan
pristup upravljanju ekoloskim aspektima po-
slovanja, omogucavajuéi organizacijama da
prilagode svoje EMS specifi¢nim potrebama
i uslovima destinacije. Oba standarda pruza-
ju alate za integraciju ekoloskih ciljeva u sve
operativne aspekte turistickog poslovanja,
¢ime se povecava ukupna efikasnost i odrzi-
vost (https://eur-lex.europa.eu/legal-content/
EN/TXT/?uri=CELEX%3A32009R1221).

ISO (Medunarodna organizacija za stan-
dardizaciju) 1 IEC (Medunarodna elektroteh-
nicka komisija) ¢ine specijalizovani sistem
za standardizaciju prihvacen Sirom sveta
(https://www.infosepo.com/organizacija3.
aspx?org=Me%C4%9 lunarodna%20elek-
trotehni%C4%8Dka%?20komisija). Medu-
narodne standarde razvijaju tehnicki odbori
koje osnivaju nadlezne organizacije, a u nji-
hovom radu ucestvuju nacionalna tela koja
su ¢lanice ISO ili IEC. Odbori su zaduzeni za
specifi¢na strucna ili nau¢na podrucja, poput
instituta za tehnicka ispitivanja. Izrada svih
ISO standarda odvija se u skladu sa pravili-
ma iz ISO/IEC direktiva. Klju¢ni zadatak za-
jednickih tehnickih odbora je priprema nacr-
ta medunarodnih standarda. Nakon §to odbor
usvoji nacrt, on se prosleduje nacionalnim
telima na izjaSnjavanje. Da bi standard bio
prihvacéen i zvanicno objavljen, neophodno
je da ga podrzi najmanje 75% clanica koje
ucestvuju u glasanju (https://iso.org.rs/).

Sa ckonomskog stanoviSta, uvodenje
standarda donosi brojne prednosti. Medu-
narodni standardi predstavljaju kljucne stra-
teske instrumente i sluze kao smernice koje
pomazu kompanijama da se izbore sa sloze-
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nim izazovima savremenog trzi§ta. Njihova
svrha je da unaprede poslovnu efikasnost,
povecaju nivo produktivnosti i olak$aju pro-
dor na nova trzista. Standard se definiSe kao
dokument koji propisuje pravila, preporuke
ili osobine odredenih procesa ili njihovih
rezultata — bilo da je re¢ o proizvodima ili
uslugama — kako bi se postigao optimalan
nivo organizacije 1 kvaliteta. Standardi ima-
ju Sirok i pozitivan uticaj na svakodnevni
zivot. Oni doprinose da proizvodi i usluge
poseduju odgovarajuce karakteristike kao
Sto su kvalitet, bezbednost, zaStita zivotne
sredine, pouzdanost, efikasnost i medusob-
na kompatibilnost. Kada su ta ocekivanja
ispunjena, ¢esto ne razmiSljamo o tome,
jer sve funkcioniSe kako treba. Medutim, u
odsustvu standarda, brzo bismo uo¢ili pro-
bleme — od nekvalitetnih i neodgovarajuéih
proizvoda do onih koji su nespojivi sa po-
stojecom opremom ili rizicni za upotrebu.
U slucaju kada tehnicki sistemi, masine ili
uredaji funkcionisu pouzdano i bezbedno, to
je uglavnom rezultat njihove uskladenosti sa
relevantnim standardima (https://iso.org.rs/
iso-medunardna-organizacija-za-standardi-
zaciju/).

Sistem zastite zivotne sredine ¢ine mere,
uslovi i instrumenti za: (Zakon o zastiti Zi-
votne sredine, ,,SI. glasnik RS*, 95/2018 —
dr. zakon, ¢lan 2.)

1.0drzivo upravljanje, ocuvanje prirod-

ne ravnoteze, celovitosti, raznovrsnosti
i kvaliteta prirodnih vrednosti i uslova
za opstanak svih zivih bica;

2.Spre€avanje, kontrolu, smanjivanje i

sanaciju svih oblika zagadivanja zivot-
ne sredine.

Proces uspostavljanja sistema me-
nadzmenta kvalitetom obuhvata niz osnov-
nih koraka: (Drenovac, et al., 2013, 250)

* Angazovanje Vrhovnog menadzmenta
 Odredivanje lica koje ¢e voditi tim,

* Formiranje tima stru¢njaka,

» Uspostavljanje tela za verifikaciju,

* Organizovanje odgovarajuce obuke,

* Obezbedivanje podrske konsultanta,

 Utvrdivanje obima i tipova provera si-

stema kvaliteta.

Jedan od kljuénih izazova u implemen-
taciji ekomenadzment sistema je potreba
za angazovanjem svih nivoa organizacije,
od menadzmenta do zaposlenih. Svaki za-
posleni mora biti svestan ekoloskih ciljeva
1 strategija organizacije kako bi se postigla
uspesna primena EMS-a. Edukacija i obuka
zaposlenih su vazan deo ovog procesa, jer
omogucavaju razvijanje svesti o ekoloskoj
odgovornosti i na¢inima na koji se svakod-
nevne operacije mogu uskladiti sa principima
odrzivosti. Takode, transparentnost prema
posetiocima je vazan aspekt uspesne imple-
mentacije EMS-a. Ekoturisticke organizacije
mogu koristiti komunikacione kanale kao $to
su promotivni materijali, web-stranice i vo-
di¢i kako bi informisale posetioce o svojim
ekoloskim inicijativama i ohrabrile ih da se
pridruze naporima u ocuvanju prirode tokom
svojih poseta. Ova transparentnost doprinosi
izgradnji poverenja turista i ja¢anju reputaci-
je destinacije kao ekoloski odgovorne (Vuji-
¢i¢ i Nikoli¢, 2024, 136-137).

Na kraju, uspesna implementacija eko-
menadzment sistema doprinosi ne samo
ocuvanju prirodnih resursa, ve¢ i ekonom-
skom prosperitetu turistickih organizacija i
destinacija. Smanjenje operativnih troskova
kroz efikasno kori§c¢enje resursa, privlacenje
ekoloski svesnih turista i unapredenje odno-
sa sa lokalnim zajednicama samo su neki od
benefita koje organizacije mogu ostvariti pri-
menom EMS-a.

Edukacija i uklju¢ivanje potroSaca u tu-
rizmu kao deo ekomenadzment sistema

Edukacija turista predstavlja kljuc-
nu komponentu implementacije ekome-
nadzment sistema u ekoturizmu. S obzirom
na to da se ekoturizam oslanja na visoku
svest i odgovornost posetilaca prema priro-
di i lokalnim zajednicama, uvodenje sistema
kvaliteta, poput EMAS-a (Eco-Management
and Audit Scheme) i 1SO 14001, podrazu-
meva i razvijanje strategija za informisanje i
obrazovanje turista (European Commission,
2013; UNEP & WTO, 2005).

Kroz razli¢ite mehanizme edukacije —
informativne table, Stampane i digitalne vo-
dice, interaktivne radionice, interpretativne
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centre 1 mobilne aplikacije — turisti se upo-
znaju sa vrednostima destinacije, merama
zastite zivotne sredine, pravilima ponasanja i
sopstvenom ulogom u o¢uvanju ekosistema.
Time se ne povecava samo kvalitet turistic-
kog iskustva, ve¢ i funkcionalnost celoku-
pnog ekomenadzment sistema, jer edukova-
ni turisti postaju aktivni ucesnici u njegovoj
primeni (Fennell, 2021; Weaver, 2005).

Vazno je istac¢i da se edukacija ne odnosi
isklju¢ivo na turiste, ve¢ i na sve ucesnike
u lancu vrednosti ekoturistiCkog proizvo-
da — lokalno stanovniStvo, vodice, operate-
re, zaposlene u parkovima prirode, kao i na
predstavnike turistickih agencija. Odrzivi
menadzment kvaliteta podrazumeva konti-
nuiranu obuku i uskladivanje znanja i vesti-
na svih aktera sa principima zastite prirode,
drustvene odgovornosti i lokalnog razvoja
(UNEP & WTO, 2005).

Uvodenje obrazovnih sadrzaja u struktu-
ru ekomenadzment sistema doprinosi jacanju
svesti 0 znacaju odrzivosti, smanjenju nega-
tivnih uticaja turizma i stvaranju ¢vrsée veze
izmedu turista, prirodnog okruzenja i lokalne
zajednice. Tako edukacija postaje ne samo
sredstvo informisanja, vec¢ i strateski alat za
postizanje kvaliteta, dugoro¢ne odrzivosti
i konkurentnosti ekoturistickog proizvoda
(TIES, 2015; Fennell, 2021).

Integracija odrzivosti u kreiranje ekoturi-
stickih proizvoda

Principi odrzivog razvoja mogu se spro-
vesti samo ukoliko su jasno postavljeni cilje-
vi koje destinacija zeli da postigne. Ti ciljevi
se mogu realizovati kroz primenu konkretnih
instrumenata odrzivog razvoja. Ostvarenje
odrzivosti zavisi od jasno definisanih sred-
stava i mehanizama za njenu primenu. Tu-
rizam se istice kao delatnost koja doprinosi
ocuvanju i ozivljavanju kulturnog nasleda
i tradicionalnih vrednosti, dok istovreme-
no podsti¢e bolje medusobno razumevanje
i podize svest na globalnom nivou. Odrzivi
razvoj nije mogu¢ bez socijalne pravde, a
ekonomski napredak zavisi od odgovor-
nog upravljanja prirodnim resursima koji
su kljucni za nase ekonomije (Khoja, et al.,
2021, 358).

Integracija odrzivosti u kreiranje eko-
turistickih proizvoda predstavlja temeljnu
komponentu razvoja ekoturizma, koji se za-
sniva na principima odgovornog kori$c¢enja
prirodnih resursa, ocuvanju biodiverziteta
i poStovanju lokalnih zajednica. Kreiranje
ekoturistickih proizvoda zahteva pazljivo
balansiranje izmedu potreba turista i o¢uva-
nja ekosistema, ¢ime se osigurava dugoroc-
na odrzivost i ekonomski razvoj destinacije.
Ovaj proces podrazumeva uskladivanje eko-
loskih, socijalnih i ekonomskih aspekata tu-
rizma kako bi se stvorila dodata vrednost i za
posetioce i za lokalne zajednice.

Prvi korak u ovom procesu je analiza po-
stoje¢ih prirodnih i kulturnih resursa destina-
cije. Razumevanje ekosistema, biodiverzite-
ta 1 lokalnih zajednica kljucno je za kreiranje
odrzivih turistickih proizvoda koji ne ugroza-
vaju okolinu, ve¢ je unapreduju. Na primer,
aktivnosti kao Sto su planinarenje, posma-
tranje divljih zivotinja ili posete zastiCenim
prirodnim podrucjima moraju biti pazljivo
dizajnirane kako bi se izbegla degradacija
stani$ta 1 minimalizirali negativni ekoloski
uticaji. Upravo zbog toga, planiranje turi-
stickih aktivnosti i infrastrukture mora biti
sprovedeno u skladu sa principima zastite
zivotne sredine. Odrzivost u kreiranju ekotu-
risti¢kih proizvoda takode ukljucuje primenu
energetski efikasnih tehnologija i praksi koje
smanjuju potro$nju resursa. Na primer, ko-
riS¢enje obnovljivih izvora energije, kao $to
su solarna i vetroenergija, smanjuje ekoloski
otisak destinacija. Takode, primena principa
cirkularne ekonomije, kao $to su reciklaza i
smanjenje otpada, omogucava ekoturisti¢-
kim organizacijama da efikasnije upravljaju
svojim resursima. Uvodenje ovakvih praksi
ne samo da doprinosi zastiti zivotne sredine,
veé 1 povecava reputaciju destinacije medu
turistima koji traze ekoloski odgovorne opci-
je (Khoja, et al., 2021, 358-359).

Odrzivi razvoj je blisko povezan sa naci-
nom na koji vrednujemo resurse zivotne sredi-
ne i sa mnogim etickim principima koji iz toga
proizilaze. Usvajanje principa odrzivog razvo-
ja podstice ljude da razmisljaju o sledec¢em:
kvalitetu zivotne sredine za optimalan Zivot,
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raspolozivosti resursa u buduc¢nosti, stanju Zi-
votne sredine za buduée generacije i drustve-
nom blagostanju (Stojanovi¢, 2023, 26).

Jos jedan kljucan aspekt integracije odr-
zivosti u ekoturizam je saradnja sa lokalnim
zajednicama. Ukljucivanje lokalnog stanov-
niStva u proces planiranja i razvoja ekoturi-
stickih proizvoda osigurava da turizam do-
prinosi njihovom ekonomskom i socijalnom
prosperitetu. Odrzivi ekoturisti¢ki proizvodi
Cesto ukljucuju autenticna iskustva koja se
oslanjaju na kulturne i tradicijske vrednosti
lokalnih zajednica, ¢ime se doprinosi ocuva-
nju njihove kulturne bastine. Na ovaj nacin,
turisti imaju priliku da iskuse autenti¢ne lo-
kalne obicaje, sto dodatno obogacuje njiho-
vo iskustvo, dok lokalne zajednice ostvaruju
ekonomske koristi od turizma. Prema Zako-
nu o turizmu (,,S1. glasnik RS*, br. 17/2019,
¢lan 3. tacka 39.), turistic¢ki proizvod je skup
meduzavisnih elemenata koji se u praksi or-
ganizuje kao poseban vrednosni lanac koji
¢ine materijalni proizvodi i usluge, prirodne
vrednosti 1 kulturna dobra, turisticke atrak-
cije, turisti¢ka suprastruktura i turisti¢ka in-
frastruktura.

U ekoturizmu, odrzivost je takode usko
povezana sa obrazovanjem, odnosno sa ja-
Canjem svesti potrosaca u turizmu o zna-
Caju zastite zivotne i radne sredine Coveka.
Kreiranje proizvoda koji ukljucuju elemente
edukacije o zastiti zivotne sredine, biodiver-
zitetu 1 odrzivim praksama doprinosi podiza-
nju svesti turista o vaznosti o¢uvanja prirode.
Edukativne aktivnosti, kao $to su vodi¢i, ra-
dionice i interaktivni programi, omogucéava-
ju turistima da razumeju vrednost prirodnih
resursa i ulogu koju igraju u njihovom ocu-
vanju (Jegdi¢, 2010, 65).

Ovo znanje moze podstaéi turiste da
usvoje ekoloski odgovorno ponasanje tokom
i nakon njihovih poseta. Integracija odrzivo-
sti u kreiranje ekoturistickih proizvoda stoga
podrazumeva holisticki pristup, gde se eko-
nomske, ekoloske i drustvene dimenzije uzi-
maju u obzir u svakom aspektu planiranja i
razvoja. Odrziv pristup ne samo da doprinosi
ocuvanju resursa i oCaravaju¢em iskustvu za
turiste, ve¢ i osigurava dugoro¢nu odrzivost

turistickih destinacija, ¢ineci ih otpornim na
izazove koji dolaze sa promenama u ekosi-
stemima i drustvu (Vujic¢i¢ i Nikoli¢, 2024,
128-129).

U budu¢em periodu ocekuje se da ce
interesne grupe sve viSe postavljati zahteve
prema kompanijama, koje ¢e morati da una-
preduju svoje kapacitete kako bi zadovoljile
potrebe potrosaca i Sire druStvene zajednice.
Organizacije ¢e nastaviti da teze optimalnim
reSenjima u okviru cetiri kljuéna faktora:
kvaliteta, cene, koli¢ine i trajanja proizvod-
nih ciklusa. U tom kontekstu, bi¢e ubrzani
procesi dizajniranja i proizvodnje, a vreme
potrebno za plasman novih proizvoda na tr-
7i8te Ce se sve viSe skracivati. Istovremeno,
kompanije ¢e traziti nacine da smanje tros-
kove brze od konkurenata, razvijaju fleksi-
bilne proizvodne sisteme i osmisljavaju stra-
tegije za brzo prilagodavanje promenljivim
zahtevima trziSta (Stankovi¢, Vujici¢, 2011).

Zakljucak

Upravljanje kvalitetom ekoturistickog
proizvoda je od sustinskog znacaja za odr-
zivi razvoj turizma. Kroz ovaj rad, jasno je
da efikasan menadzment kvaliteta ne samo
da poboljSava iskustva turista, ve¢ i doprino-
si zastiti prirodnih resursa i jacanju lokalnih
zajednica. Implementacija ekomenadzment
sistema, kao $to su EMAS i ISO standardi,
pruza konkretne smernice i alatke koje omo-
gucavaju destinacijama da postignu visoke
ekoloske performanse.

Kljuéni elementi kao $to su analiza pri-
rodnih resursa, planiranje ekoloskih aktivno-
sti, saradnja sa lokalnim zajednicama i obra-
zovanje turista igraju znacajnu ulogu u uspe-
hu ekoturizma. Uoceni izazovi, ukljucujuéi
potrebu za dodatnim obukama i resursima,
naglaSavaju vaznost kontinuiranog usavrsa-
vanja i inovacija u sektoru.

U buducénosti, kljutno je nastaviti sa
istrazivanjima koja ¢e dodatno razjasniti na-
¢ine na koje se upravljanje kvalitetom moze
unaprediti i prilagoditi specificnim potreba-
ma razli¢itih ekoturistickih destinacija. Odr-
Zivi razvoj u turizmu zahteva zajednicki rad
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i posvecenost svih aktera, §to mozZe osigurati
ne samo ocuvanje zivotne sredine, ve¢ i ja-
Canje ekonomskih i drustvenih benefita za
lokalne zajednice.
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Pregledni rad

PERSPEKTIVE RAZVOJA KULTURNE RUTE JEVREJSKO
NASLEDE NOVOG SADA KAO DEO TURISTICKE PONUDE

PROSPECTS FOR THE DEVELOPMENT OF THE CULTURAL ROUTE JEWISH
HERITAGE OF NOVI SAD AS AN ELEMENT OF THE TOURIST OFFER

Apstrakt: Tema ovog istrazivanja fokusira
se na razvoj kulturne rute , Jevrejsko na-
slede Novog Sada* kao potencijalnog se-
gmenta turisticke ponude grada. Novi Sad,
sa bogatom istorijom jevrejske zajednice,
predstavilja znacajan kulturni centar cije
Jje naslede oblikovalo drustveni, kulturni i
ekonomski Zivot u region. Ovaj rad istrazu-
Jje mogucnosti za usmeravanje turizma pre-
ma jevrejskom kulturnom nasledu, analizi-
ra kljucne aspekte koji cine ovaj segment
atraktivnim za turiste, te identifikuje poten-
cijale i izazove u njegovom razvoju. Pose-
ban akcenat stavljen je na analizu kulturnih
i istorijskih objekata. Takode, istrazuju se
nacini povezivanja jevrejskog nasleda sa
Sirim turistickim ponudama grada, uklju-
Cujuci edukaciju i turisticke ture. Cilj je
utvrditi kako razvoj ove kulturne rute moze
doprineti ocuvanju kulturnog identiteta,
unapredenju turisticke ponude i stvara-
nje novih prilika za ekonomski rast Novog
Sada.

Kljuéne reci: kulturno naslede, Jevreji, turi-
sticke ture, Novi Sad

Abstract: The focus of this research is on the
development of the cultural route “Jewish
Heritage of Novi Sad” as a potential segment
of the city § tourist offer. Novi Sad, with its rich
history of the Jewish community, represents
an important cultural center whose heritage
has shaped the social, cultural, and economic
life of the region. This paper explores the pos-
sibilities of directing tourism toward Jewish
cultural heritage, analyzes key aspects that
make this segment attractive to tourists, and
identifies the potentials and challenges in its
development. Special emphasis is placed on
the analysis of cultural and historical sites.
Furthermore, the study examines ways of
integrating Jewish heritage into the broader
tourist offerings of the city, including edu-
cation and guided tours. The goal is to de-
termine how the development of this cultural
route can contribute to the preservation of
cultural identity, enhancement of the tourist
offer, and the creation of new opportunities
for the economic growth of Novi Sad.

Key words: cultural heritage, Jews, tourist
tours, Novi Sad
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Uvod

U savremenim teorijama razvoja turizma,
kulturno naslede se sve vise prepoznaje kao
strateski resurs koji ne samo da doprinosi
ocuvanju identiteta i istorijskog paméenja
jedne zajednice, ve¢ istovremeno predstavlja
i vazan faktor u kreiranju konkurentne i odr-
zive turisticke ponude. Kulturni turizam, kao
segment selektivnih oblika turizma, u fokus
stavlja autenti¢ne sadrzaje i dozivljaje koji
proisticu iz istorijskih, umetnickih i civiliza-
cijskih vrednosti prostora, pri ¢emu posebnu
paznju dobija koncept tematskih kulturnih
ruta. U tom kontekstu, kulturne rute se razvi-
jaju kao integrisani modeli turistiCkog proi-
zvoda koji povezuju prostorno disperzovane
elemente kulturne bastine, omogucavajuéi
njihovu interpretaciju i valorizaciju u okviru
jedinstvenog narativa.

Grad Novi Sad, sa svojom bogatom mul-
tikulturnom tradicijom i izuzetno znacajnim
doprinosom jevrejske zajednice istoriji, kul-
turi i urbanom razvoju, predstavlja primer
sredine sa izuzetnim potencijalom za formi-
ranje tematske kulturne rute. Jevrejska zajed-
nica je vekovima bila integralni deo drustve-
nog tkiva grada, ostavljajuéi vidljive tragove
u arhitekturi, obrazovanju, kulturi, trgovini i
javnom zivotu. Ipak, znacajan deo ovog na-
sleda ostaje nedovoljno prisutan u savreme-
noj turisti¢koj percepciji i ponudi.

Cilj ovog rada je da, polazeéi od teorij-
skih 1 prakti¢nih okvira razvoja kulturnih
ruta, analizira potencijale i izazove formi-
ranja kulturne rute pod nazivom ,Jevrejsko
naslede Novog Sada®, sagledavaju¢i je kao
inovativan i odrziv model kulturno-turistic-
ke valorizacije urbane bastine. Kroz analizu
atrakcijske osnove, istorijsko-geografske
kontekstualizacije, mapiranja lokaliteta, kao
i primenu savremenih metodoloskih alata
kao sto su PEST i SWOT analiza i kvanti-
tativno-kvalitativna valorizacija, rad ima za
cilj da identifikuje uslove, mehanizme i stra-
tegije koje bi omogucile uspesnu integraciju
ovog nasleda u Siru turisti¢ku infrastrukturu
grada. Poseban akcenat stavljen je na pita-
nje odrzivosti, odnosno na moguénosti da se
kroz razvoj ove kulturne rute ostvari balans

izmedu zastite i prezentacije kulturnih doba-
ra, ekonomskog razvoja i jaanja drustvene
kohezije kroz inkluziju lokalne zajednice.

Kulturno naslede, kulturni turizam i
kulturna ruta u savremenom drustvu

Kulturno naslede, kao drustveni feno-
men, odrazava vrednosti zajednice iz koje
poti¢e, obuhvatajuéi materijalne i nemate-
rijalne resurse prenete iz proslosti (Terzic,
2014). Materijalno kulturno naslede uklju-
¢uje nepokretno i pokretno naslede.' Nepo-
kretno kulturno naslede obuhvata objekte
od kulturne, istorijske, umetnicke, arhitek-
tonske, arheoloske ili nau¢ne vrednosti, pri
¢emu je posebno cenjena njihova autentic-
nost, starost i jedinstvenost. Pokretno kul-
turno naslede ukljucuje predmete kao $to su
muzejska, arhivska i bibliotecka grada, ali
i filmski i audiovizuelni zapisi znacajni za
kulturu, istoriju i nauku (UNESCO, 2003).
Kulturna dobra, koja nose materijalne i du-
hovne vrednosti, zakonski su zaSti¢ena kako
bi se ocuvala i prenela budué¢im generacija-
ma. Na osnovu znacaja, kulturno naslede se
deli na kulturna dobra, kulturna dobra od ve-
likog znacaja i kulturna dobra od izuzetnog
znacaja.’

Kultura, umetnost i naslede odigravaju
kljuénu ulogu u oblikovanju turisti¢kih desti-
nacija, doprinosi¢i njihovoj prepoznatljivosti
i privlacnosti. Kulturni turizam fokusira se
na atrakcije koje motiviSu turisticka putova-
nja, ukljucujuéi posete muzejima, spomeni-
cima, festivalima i drugim manifestacijama
(Raboti¢, 2013: 186). Prema definiciji Svet-
ske turisticke organizacije (UNWTO), kul-
turni turizam obuhvata putovanja motivisana
kulturnim interesovanjima, dok se u Sirem
smislu odnosi na putovanja koja omoguca-
vaju sticanje kulturnih znanja i li¢ni razvoj
(WTO, 1995). U domacoj literaturi, kulturni
turizam se definiSe kao ,,uesce turista u bilo
kojoj vrsti kulturne aktivnosti ili dozivljaja‘“
(Hadzi¢, 2005: 18). Kulturni turizam moze

1 Zakon o kulturnom nasledu Republike Srbije, Osnovne odred-
be, ¢lan 3, Sluzbeni glasnik RS, br. 129/2021

2 Zakon o kulturnim dobrima Republike Srbije, Osnovne
odredbe, ¢lan 2, Sluzbeni glasnik RS, br. 71/94
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se klasifikovati u razli¢ite kategorije, kao $to
su turizam nasleda, kulturne tematske rute,
gradski kulturni turizam, etnicki turizam, do-
gadajni i festivalski turizam, verski turizam,
hodocasnicki putevi i kreativni turizam (In-
skeep, 1998: 192).

Rani putnici su preduzimali putovanja
koja su omogucavala razmenu iskustava i
prosirivanje saznanja o svetu. Ovaj proces
doveo je do organizovanja turistickih tura
(Pantovi¢, 2022: 135). Kulturne rute temelje
se na istorijskim putem, licnostima ili feno-
menima od transnacionalnog znacaja, po-
vezujuéi geografske oblasti sa zajednickom
temom.’ Kulturna ruta se smatra mrezom
povezanih objekata kulturnog nasleda na
odredenoj teritoriji, i ne odnosi se samo na
fizicke puteve.* Evropski institut kulturnih
ruta razlikuje tri osnovna tipa ruta: linearne
(sa jasno definisanim pravcem i tematskim
fokusom), mrezne (tematski povezane tacke)
i teritorijalne (povezane Sire oblasti sa za-
jednickim kulturnim identitetom) (Pantovic,
2022: 135). Ciljevi kulturnih ruta ukljucuju
privlacenje posetilaca, povezivanje kulturnih
destinacija, oCuvanje nasleda i promociju
odrzivog turizma (Stanojlovi¢, 2019: 163).
Ruta je specifican turisti¢ki proizvod, koji se
sastoji od niza destinacija povezanih zajed-
nickom temom, a obelezena je odgovaraju-
¢om infrastrukturom duz trase (Kaczmarek i
dr., 2005: 389).

Istorija naseljavanja Jevreja u Novom
Sadu

Postoje podaci koji ukazuju na prisustvo
Jevreja u delovima Podunavlja jo§ za vre-
me Rimske imperije, medutim, intenzivnije
naseljavanje Jevreja na podruéju danasnjeg
Novog Sada pocinje krajem XVII veka. Tada
se u knjigama katolicke zupe u Petrovaradinu
pominje jedan ,,Judeus* zvani Kaledey, koji
se preselio na drugu stranu Dunava u Racko

3 Visit England (2016), Cultural/Walking Routes Case Study St
Olav Ways and other cultural/walking routes, str.3

4 Council of Europe (2009): Impact of European Cultural
Routes on SMEs innovation and competitiveness. Available
at:  http://www.coe.int/t/dg4/cultureheritage/culture/routes/
StudyCR_en.pdf

selo, ali o njemu nema daljih podataka (Imre
idr., 1930: 10). Godine 1713. Racko selo po-
staje Petrovaradinski Sanac. Nakon pobede
Eugena Savojskog kod Petrovaradina 1716.
godine, uklonjena je turska pretnja, sto je do-
prinelo naseljavanju Petrovaradinskog San-
ca. Zahvaljuju¢i povlasticama i pogodnim
uslovima za trgovinu, u mesto dolazi sve vise
trgovaca, zanatlija i stanovnika iz okoline
(Sosberger, 2001: 14). Popis iz 1717. belezi
tri jevrejske porodice sa ukupno 10 ¢lanova,
a njihov broj znatno raste do 1740. godine.
Ipak, elibertacija grada 1748. nije donela Je-
vrejima stvarnu slobodu, jer su u privilegi-
jama bili navedeni samo kao obveznici tak-
si. Po uzoru na slobodne gradove Ugarske,
Novi Sad je 1748. godine imao ustanovljen
geto, odnosno posebnu jevrejsku Cetvrt ili
ulicu, van koje Jevreji nisu smeli stanova-
ti. To se vidi iz zapisnika Magistrata 1749.
godine, u kojem se odobrava rok za prodaju
kuca i odreduje stalno gradiliSte za podizanje
kuca i Sinagoge (Knezev, 2022: 25).

Za vreme vladavine Josifa II iz Bec¢a su
¢injeni pokusaji da se olakSa polozaj Jevre-
ja. Godine 1786. im je dozvoljeno pohada-
nje Skola drugih veroispovesti, uz uslov da
ne mogu stupiti u brak bez zavrSene osnovne
Skole. Godine 1787. dozvoljeno im je otva-
ranje radnji na praznike, bavljenje zemljo-
radnjom, trgovinom i zanatima, kao i izbor
stalnog imena i prezimena, dok je nasilno
krstavanje dece bilo zabranjeno. Ipak, nisu
mogli ste¢i gradanska prava. Tokom 19. veka
Jevreji su se suocavali s brojnim ogranicenyji-
ma — zabranjeno im je druzenje s hris¢anima,
rad bez dozvole, zaposljavanje hris¢anskih
kalfi i Segrta, a umesto poreza placali su po-
sebnu ,taksu tolerancije, odredivanu na ni-
vou Ugarske (Sosberger, 2001: 19). Za Novi
Sad je iznosila 1748. godine 175 forinti, a
placali su je i Jevreji iz okoline koji su dola-
zili u novosadsku Sinagogu (Knezev, 2022:
26). Godine 1840. Drzavni sabor u Pozunu
doneo je zakon (¢lan XXIX) kojim Jevreji
stiCu gradanska prava. Omoguceno im je da
se nastanjuju bilo gde u kraljevini, podizu
fabrike, bave se trgovinom i zanatima, Sko-
Iuju decu, pa ¢ak 1 na visim Skolama. Zakon
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im priznaje pravo vlasnistva nad kupljenom
zemljom i kuéama, a svakom Jevreju je odre-
deno stalno ime i prezime koje se upisuje u
mati¢ne knjige.’

Atrakcijska osnova formiranja kulturne
rute ,,Jevrejsko kulturno naslede Novog
Sada“

Jevrejsko kulturno naslede Novog Sada
odrazava bogatu istoriju ove zajednice koja
je ostavila znacajan trag u kulturnom, ver-

skom i drustvenom zivotu grada. Formiranje
kulturne rute koja se fokusira na jevrejsko
naslede pruza priliku za o¢uvanje i promo-
ciju ovih vrednosti. Atrakcijska osnova ove
rute obuhvata klju¢ne spomenike i lokacije
poput sinagoga, Skola, opstine, doma kultu-
re, znacajnih zgrada (institucija), jevrejskih
grobalja i spomen obelezja, koji svedoce o
znacaju jevrejske zajednice u istoriji Novog
Sada. Ova ruta ne samo da cuva materijalnu
bastinu, ve¢ i doprinosi razumevanju i posto-
vanju jevrejskih tradicija i obicaja.

Slika 1. Novosadska sinagoga / Spomenik zrtvama racije ,, Porodica

Foto: Sopstvena arhiva autora

Jevrejski kvart (geto) i Jevrejska ulica

Kada je Novi Sad 1748. godine progla-
Sen slobodnim kraljevskim gradom, bio je
obavezan da osnuje jevrejski kvart, Sto je
bio izraz antisemitizma i rasnog Sovinizma.
Deo Osecke ulice (posle Futoska, zatim Je-
vrejska) bio je odreden za geto, gde su Je-
vreji morali da se presele sa svojom bogo-
moljom. Ulica je bila poznata kao Jevrejska
ili Civutski sokak, a kasnije je postala Mala
futoska. Nakon II svetskog rata, deo ove uli-
ce dobio je naziv Jugoslovenske narodne ar-
mije (JNA), a kasnije, nakon ruSenja desne
strane Male futoske zbog izgradnje Srpskog

5 Zsido lexikon, Budapest, 1929, str. 419

narodnog pozorista, deo ulice od NORK-a
do Futoske pijace nazvan je Jevrejska ulica
(Aleksic, 2004: 90).

Jevreji su, zahvaljuju¢i trgovinskom
centru Novog Sada, brzo postali aktivni u
ckonomiji grada, a Jevrejska ulica postala je
glavno mesto gde su ziveli, radili i obavlja-
1i religijske aktivnosti. U ovoj ulici nalazile
su se znacajne jevrejske institucije, poput
Velike sinagoge, Jevrejske Skole i mnogih
trgovina i zanatskih radnji. U XVIII veku,
Jevrejska ulica bila je ogradena lancima, a
svako vece je zatvarana. Bila je to bogata i
prometna ulica, kroz koju su prolazili fijake-
ri,a 1901. godine uveden je omnibus, a 1911.
elektri¢ni tramvaj (Sosberger, 2001: 75).
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Novosadska sinagoga
(ulica Jevrejska br.9)

Prva sinagoga u Novom Sadu postojala
je 1717. godine u Gospodskoj ulici (gde je
danas hotel ,,Vojvodina®) i sluzila je Jevre-
jima iz okolnih mesta. Nakon proglasenja
Novog Sada slobodnim kraljevskim gra-
dom, sinagoga je premestena u Osijecku
ulicu (danas Jevrejska). Druga sinagoga sa-
gradena je 1749. godine, a treca oko 1780.
godine. Iz 1789. godine iz ove sinagoge
sacuvan je ,,parohet™®, koji se nalazi u Je-
vrejskom istorijskom muzeju u Beogradu.
Cetvrta sinagoga, podignuta 1826. godine
(Sosberger, 1998: 44).

Zbog povecanog broja vernika, 1904.
godine doneta je odluka o izgradnji nove
sinagoge. Danasnja Novosadska sinago-
ga, sagradena u stilu secesije po projektu
arhitekte Lipota Baumhorna, zavrSena je
1906. godine. Ima specifi¢nu arhitekturu s
vitrazima i kupolom, dok su unutrasnjost i
zvucna akustika posebno naglaseni (Stan-
¢i¢, 2014: 477). Ukupno ima devet ulaznih
vrata. Na Celu istoCne strane ,,mizrah‘“ na-
lazi se aron hakodes, sveti orman sa svici-
ma Tore. Iznad aron hakodesa, na galeriji
za hor nalaze se orgulje, koje su do 1924.
godine bile na nozni pogon, kada je u njih
ugraden elektromotor (Sosberger, 1998:
48). U dvoristu je bila smestena klanica i
ritualno kupatilo ,,mikve®, koja je porusena
prilikom izgradnje kulturnog doma Jevrej-
ske opstine. (Sosberger, 2001: 67). Nova
sinagoga, sa dva prateéa objekta, jevrej-
skom Skolom sa leve strane i zgradom Je-
vrejske opstine sa desne strane, svojom im-
pozitnom arhitekturom, jedinstvenom aku-
stikom, bila je, a i sada predstavlja jedan
od simbola turistickih atrakcija u Novom
Sadu. Godine 1991. Novosadska sinagoga
je uvrstena u prostorno kulturno-istorijsku
celinu od velikog znacaja i ima drugi ste-
pen zastite drzave Srbije.’

6 Parohet — zavesa na ormanu za Cuvanje svetih knjiga u sina-
gogi, izradena od samta, svile ili brokata, ¢esto bogato izvezena
zlatnom i srebrnom zicom.

7 Zavod za zastitu kulture Grada Novog Sada, Sluzbeni list
APV broj 25/91 od 28. oktobra 1991. godine, Novi Sad

Jevrejska osnovna skola (ulica Jevrejska 7)

Istorija Jevrejske osnovne Skole u No-
vom Sadu pocinje 1796. godine, tokom
koje je skola menjala viSe lokacija. Dnev-
nici 1 upisnici Skole od 1857. do 1920. go-
dine sacuvani su u Istorijskom arhivu gra-
da. Godine 1864. skola je imala 72 decaka
i 62 devojcice, a nastava se odvijala u ma-
loj kuéi uz ¢etvrtu sinagogu.® Nova zgrada
Skole izgradena je 1907. godine, a tokom
I svetskog rata sluzila je kao bolnica. Na-
kon rata, Skola je vra¢ena prvobitnoj na-
meni, ali je ubrzo postala drzavna i dobila
ime ,,Drzavna osnovna $kola na FutoSkom
putu®, zadrzavsi jevrejske razrede. Mnogi
daci skole stradali su u Raciji 1942. i Holo-
kaustu. Rad Jevrejske Skole nikad nije ob-
novljen®, a do 2021. godine u zgradi su se
nalazile Baletska i Muzi¢ka $kola ,,Isidor
Bajic*.

Zgrada Jevrejske opstinske sluzbe
(ulica Jevrejska br. 11)

U prvim decenijama XVIII veka, no-
vosadski Jevreji su formirali Jevrejsku op-
Stinu (Communitas Judacorum), koja je
reSavala kljuCna pitanja zajednice. Opsti-
na je funkcionisala u maloj zgradi, koja je
postala neadekvatna kako je zajednica ra-
sla.’® Pocetkom XX veka, odlu¢eno je da, u
sklopu izgradnje Sinagoge, bude podignuta
trospratna zgrada za potrebe opstine, uklju-
¢ujudi prostorije za ¢inovnike, rabina i kan-
tora. Zgrada je karakteristicna po visokim
spratovima i komunikaciji balkonskim hod-
nicima. Danas se koristi delimi¢no za potre-
be opstine, dok ostatak ¢ine privatni stanovi.
Opstina je pruzala pomoc¢ ugrozenim ¢lano-
vima, brinula o sinagogi, Skoli, groblju, te
kasnije o kulturnim i zdravstvenim ustano-
vama (Sosberger, 2001: 67).

8 https://archivum.arhivvojvodine.org.rs/secanja-na-jevrej-
ski-novi-sad/ (preuzeto 31.03.2025.)

9 https://myheritageguide.com/sr/tour/jevrejsko-kulturno-na-
sledje-u-novom-sadu/ (preuzeto 29.03.2025)

10 https://archivum.arhivvojvodine.org.rs/secanja-na-jevrej-
ski-novi-sad/ (preuzeto 31.03.2025.)
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Jevrejski kulturni dom (ulica Petra
Drapsina br. 8)

Jevrejska opstina u Novom Sadu pokrenula
je 1925. godine akciju za izgradnju Jevrejskog
kulturnog doma. ,,Hevra Kadisa“ je 1927. go-
dine ustupila svoju zgradu za izgradnju doma
(danasnja ulica Petra Drapsina br.8), ali zbog
visoke cene, radovi nisu mogli odmah da
pocnu. Izgradnja je zapocela 1934. godine, a
godinu dana kasnije zavrSena. Zgrada ima pri-
zemlje i dva sprata, a u traktu prema sinagogi
nalazi se velika sala sa 655 sedista. Na drugom
spratu bile su prostorije za jevrejske drustve-
ne organizacije, dok je sala bila koriS¢ena za
pozorisne predstave i sportske aktivnosti (Sos-
berger, 2001: 102-103). Zgrada je bila centar
kulturnih aktivnosti jevrejske zajednice, a da-
nas je u njoj smestena Visoka skola strukovnih
studija za obrazovanje vaspitaca.'

Jevrejsko utociste za stare i sirocad (ulica
Maksima Gorkog br. 1/ ulica Sutjeska br. 1)

Ideja o osnivanju institucije za staranje o
starim i bolesnim ¢lanovima jevrejske zajed-
nice u Novom Sadu datira viSe od sto godina
(Sosberger, 2001: 104). Godine 1933. otvoren
je prvi deo Doma za stare i siroc¢ad, sa kapa-
citetom za 60 Sticenika, a 1936. zapoceta je
izgradnja drugog dela, dok je 1938. godine
podignuto i krilo za roditelje bez dece. Dom
je imao trpezariju, ambulantu, ucionice i bo-
gomolje. Zgradu je projektovao Nikola Hand-
ler. U tradiciji jevrejskih dobrotvornih drusta-
va, Havra Kadisa (Sveto drustvo), osnovana
1733. godine, pruzala je pomo¢ siromasnima
i bolesnima. Pravila novosadske Havre Kadi-
Se zasnovana su na solidarnosti, medusobnom
postovanju i uvazavanju. Drustvo su Cinili is-
kljucivo odrasli muskarci.'? Zene su svoju or-
ganizaciju osnovale 1876. godine, a to je bilo
,»Zensko dobrotvorno drustvo® koje je radilo
do 1944. godine (Sosberger, 2001: 110).

Dobrotvorno drustvo ,,Kora hleba i decije
obdaniste (ulica Sonje Marinkovic¢ br. 1)

Briga o siroma$nima i nezbrinutima bila
je kljuéna duznost Jevrejske zajednice. Prvo

11 https://myheritageguide.com/sr/tour/jevrejsko-kulturno-na-
sledje-u-novom-sadu/ (preuzeto 31.03.2025.)
12 isto

humanitarno drustvo bilo je ,,Opste jevrejsko
drustvo za pomaganje siromaha®, a 1876.
osnovano je i ,,Novosadsko izraelitsko do-
brotvorno zensko drustvo®, koje je radilo i
tokom Prvog svetskog rata. Godine 1933.
u Ulici generala Vasi¢a (danas ulica Sonje
Marinkovi¢) podignuta je dvospratna zgrada
koja je nazvana ,,Kora hleba®, u stilu moder-
ne, po projektu Porda Tabakovi¢a. Ulaz kra-
si skulptura ,,Majka s detetom*®, delo vajara
Mihajla Korna. Najzasluznija za ovu usta-
novu bila je Jelena Kon, istaknuta Clanica
zajednice i humanitarka, koja je 1925. osno-
vala organizaciju za pomo¢ deci i majkama.
Uz obdaniste i dom za odojcad, ustanova je
prerasla u ,,Koru hleba i decije obdaniSte*
(Stanci¢, 2014: 450).

Jevrejska banka ,, Rehus *
(ulica Postanska br. 14)

U kuéi Maksima Badera, srusenoj tokom
izgradnje Bulevara Mihajla Pupina, nalazila
se mala banka pod imenom ,,Rehus®.Osno-
vana je 1932. godine za Stednju i uzajamnu
pomo¢, koju su pokrenuli ¢lanovi novosad-
ske Jevrejske opstine u periodu sve veceg
uspona fasizma u Evropi. Cilj banke bio je
medusobna podrska kroz Stednju i povoljne
kredite. Prvi predsednik bio je Matija Levi.
Ustanova je najviSe pomagala zanatlije i
male trgovce, ali su je povremeno koristili
i veéi privrednici. Banka je zatvorena 1942.
od strane madarskih okupatora, a konacno
ukinuta 1948. godine nacionalizacijom.'

Novosadska jevrejska groblja

Jevrejsko groblje u Novom Sadu pred-
stavlja jedan od najznacajnijih spomenika
kulture i istorije jevrejske zajednice u gradu.
Kroz vekove je menjalo lokacije i Sirilo se,
prateci razvoj zajednice. Prvo groblje nalazi-
lo se u Gospodskoj ulici br. 70 (danas ulica
Kralja Aleksandra) i postojalo je jo§ 1717.
godine. Naredenjem Magistrata, 1749. go-
dine groblje je preseljeno van grada (Rado,
1930: 22), na obali rukavca Dunava (kasnije
u Hunjadijevoj ulici br. 25). Taj lokalitet je u

13 http://www.makabijada.com/pinkasyu/novi.htm (preuzeto
02.04.2025.)
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danasnjoj ulici Alekse Santi¢, na mestu gde
je Osnovna skola ,,Sonja Marinkovi¢“. Ovo
groblje je prestalo da se koristi oko 1800. go-
dine, a deo nadgrobnih spomenika prenet je
na ondasnje novo groblje u Dudarskoj ulici
(danasnja ulica Doza Perda), gde je i danas
(Petrusevski i dr. 2015: 22).

Groblje danas obuhvata 3273 groba ras-
poredena u 31 redu'®, a najstariji spomenik
datira iz 1811. godine. Kapela na ulazu u
groblje izgradena je 1905. godine prema
projektu Lipota Bercelera, s prepoznatlji-
vim vitrazom i Davidovom zvezdom (Sala-
ti¢, 2013: 92). Pored klasi¢cnih nadgrobnih
spomenika, tu se nalaze i monumentalni
sarkofazi (saktografi)'®, medu kojima se iz-
dvaja spomenik porodice Bodi — jedne od
najuglednijih jevrejskih porodica u gradu.
Groblje je znacajan deo jevrejskog kulturnog
nasleda i deo kulturnih ruta, koje ¢uvaju se-
¢anje na prisustvo i doprinos jevrejske zajed-
nice u Novom Sadu. lako je tokom vremena
pretrpelo oStecenja, od 1985. godine nalazi
se pod zas$titom i postepeno se obnavlja.'®

Spomen obelezja Jevreja

Spomenik Zzrtvama fasizma u Novom
Sadu 1941-1945 tzv. Racija'’ se nalazi na
Keju zrtava racije, na samoj obali Dunava.
Rad je akademskog vajara Jovana Soldato-
vica i predstavlja velike bronzane figure oca,
majke s detetom i deteta, a nazvan je ,,Poro-
dica“. Pocetkom 1992. godine, spomenik je
upotpunjen sa Cetiri ploce koje daju osnovne

14 https://lisje.com/groblja/jevrejsko-groblje-2/ (preuzeto
02.04.2025.)

15 Saktografi — monumentalni nadgrobni spomenici, ¢esto bo-
gato ukraSeni i sa posebnom simbolikom. Ovi spomenici najce-
$¢e pripadaju uglednim ¢lanovima jevrejske zajednice i ¢esto su
pravi umetnicki radovi, sa detaljima koji svedoce o drustvenom
statusu preminulih.

16  https://www.zzzskgns.rs/kulturna-dobra-online/ (preuzeto:
02.04.2025.)

17 Nakon sukoba sa partizanima krajem 1941. godine, madar-
ska vlada, pod upravom Miklosa Hortija, preduzela je Zestoke
mere protiv Jevreja i Srba na teritoriji Backe. Od 21. do 23. ja-
nuara 1942. godine, Novi Sad je bio pod blokadom, a madarski
vojnici i zandarmi izvr§ili su masovna streljanja. UhapSeni su
Jevreji, Srbi, Romi i drugi gradani, prisiljavani da hodaju kroz
sneg na temperaturi od -20°C do mesta streljanja. Masovna ubi-
stva su se odvijala na obalama Dunava i u jamama. Tokom raci-
je, ubijeno je preko 5.000 ljudi, od ¢ega polovinu €inili Jevreji,
a oko 800 Jevreja i 500 Srba je streljano. Ova akcija predstavlja
jedan od najstrasnijih zlo¢ina u istoriji Novog Sada.

informacije o dogadaju i sa preko 60 plo¢a sa
ispsianim imenima licnostima koje su ubije-
ne tom prilikom u Novom Sadu. Spomenik
je osvecen 1971. godine (Puskar, 1994: 83).

Spomenik Jevrejima Novog Sada Zrtva-
ma fasizma 1941-1945 nalazi se na Jevrej-
skom groblju. Rad je vajara Dejana Besli-
¢a. Predstavlja urnu na podstolju u kojem
je izgraden reljef anticke menore. Na podu,
pored postolja se nalazi plo¢a na kojoj se
nalazi tekst ,,za uspomenu na 4000 novosad-
skih Jevreja poginulih kao zrtve faSizma
1941-1945%. Spomenik upotpunjuju cetiri
stuba na kojima je nadstresnica. Ceo spome-
nik je od vencanskog mermera. Osvecen je
1952. godine (Sosberger, 2001: 78).

Spomen-groblje palih boraca Narodno-
oslobodilackog rata 1941-1945 nalazi se u
okviru Gradskog groblja u Novom Sadu. Tu
je 1984. godine sahranjeno devet jevrejskih
prvoboraca, ¢iji su posmrtni ostaci prethod-
no bili na jevrejskom i katolickom groblju.
Na zajednickom spomeniku, tzv. ,NiSanu®,
na ulazu u kompleks, uklesana su imena 538
boraca iz Novog Sada poginulih van grada,
medu kojima se nalazi i 59 imena jevrejskih
boraca (Sosberger, 2001: 78-79).

Mapiranje kulturne rute ,,Jevrejsko
kulturno naslede Novog Sada“

Zarazvoj turizma zasnovanog na kulturnim
sadrzajima, neophodno je prethodno proceniti
kapacitete i potencijale odredene sredine. U
tom procesu, kulturno mapiranje igra kljuénu
ulogu jer obuhvata prikupljanje podataka, ana-
lizu dokumenata i izradu izvestaja. Ova meto-
da isti¢e znacaj kulturnih resursa, identifikuje
izazove i otkriva razvojne potencijale (Subasi¢
idr., 2012: 8). Kreativna mreza Kanade defini-
Se kulturno mapiranje kao proces prikupljanja,
snimanja, analize i sintetizacije informacija
kako bi se opisali kulturni resursi, mreze, veze
i obrasci koris¢enja date zajednice ili grupe
(Stewart, 2007: 8). Kulturno mapiranje dopri-
nosi stvaranju identiteta prostora, a mapiranje
kulturnih dobara predstavlja osnov za brendi-
ranje mesta, jacanje konkurentnosti i o¢uvanje
nasleda (Pike, 2009: 858).
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Slika 2. Mapiranje rute ,,Jevrejskog kulturnog nasleda u Novom Sadu *

Legenda: 1(Jevrejska ulica), 2 (Novosadska sinagoga sa zgradom Jevrejske osnovne
Skole i zgradom Jevrejske opstinske sluzbe), 3 (Jevrejska banka ,,Rehus*), 4 (Jevrejski
kulturni dom), 5 (Jevrejsko utociste za stare i sirocad), 6 (Dobrotvorno drustvo ,, Kora

hleba i decije obdaniste”), 7 (Spomenik zrtvama fasizma u Novom Sadu 1941-1945),
8 (Jevrejsko groblje), 9 (Spomenik Jevrejima Novog Sada zrtvama fasizma 1941-1945)

i 10 (Spomen-groblje palih boraca Narodnooslobodilackog rata 1941-1945)

Izvor: Explore Google Earth i autor na osnovu analize

Kulturno mapiranje rute ,Jevrejskog
kulturnog nasleda (slika 2) u Novom Sadu*
predstavlja kl]ucm proces u prepoznavanju,
valorizaciji 1 promociji kulturnih resursa
ove zajednice u gradu. Ovaj proces obuhva-
ta identifikaciju svih znacajnih jevrejskih
lokaliteta, objekata, tradicija i simbola koji
¢ine bogatu kulturnu bastinu Novog Sada.
Kroz kulturno mapiranje, istrazuju se isto-
rijske, arhitektonske i druStvene vrednosti
jevrejskog nasleda, te se prikupljaju podaci o
vaznim mestima kao $to su jevrejsko groblje,
sinagoge, jevrejske skole, kao i spomenici 1
memorijalna obelezja posvecena jevrejskim
Zrtvama tokom Drugog svetskog rata.

Cilj ovog mapiranja je ne samo da se
oCuva 1 zastiti jevrejski kulturni identitet
grada, ve¢ i da se doprinese razvoju kultur-
nog turizma, kroz stvaranje turistickih ruta i
promotivnih materijala koji ¢e posetiocima
omoguciti da upoznaju bogatstvo jevrejske
istorije u Novom Sadu. Kulturno mapiranje
takode podstiCe svest o znacaju oCuvanja ne-
materijalnog kulturnog nasleda, ukljucujuci
obicaje, jezik, muziku i umetnost, koji su du-

boko ukorenjeni u jevrejskoj zajednici ovog
grada. Uklju¢ivanjem lokalnih zajednica i
stru¢njaka iz oblasti kulturnog nasleda, kul-
turno mapiranje moze postati vazan alat za
jacanje identiteta i ocuvanje secanja na zna-
¢ajnu jevrejsku tradiciju u Novom Sadu, kao
i za stvaranje odrzivih kulturnih i turistickih
inicijativa koje ¢e doprineti daljoj promociji
ovog specificnog kulturnog nasleda.

Analiza potencijala za razvoj kulturne rute
wJevrejsko kulturno naslede Novog Sada“

Da bi se izvrsila realna procena potenci-
jala za razvoj kulturne rute posveéene jevrej-
skom nasledu u Novom Sadu, neophodno je
sprovesti sveobuhvatnu analizu spoljasnjih
i unutrasnjih faktora koji mogu uticati na
uspesnost ovakvog turistickog proizvoda.
Jevrejska zajednica u Novom Sadu ima bo-
gatu 1 slojevitu istoriju, koja se veze veko-
vima unazad i ostavila je neizbrisiv trag u
kulturnom, privrednom i drustvenom razvo-
ju grada. Polaze¢i od potrebe za objektivnim
pristupom u analizi atraktivnosti i realnih
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trzi$nih moguénosti ovog proizvoda, kao i
njegovih prednosti i nedostataka u odnosu
na trenutno stanje resursa i savremene turi-
sticke trendove, pristupilo se oceni klju¢nih
elemenata turistiCkog proizvoda ,,Jevrejsko
naslede u Novom Sadu®.

Analiza poslovnog okruZenja
(PEST analiza)

PEST analiza predstavlja metodoloski
okvir koji se koristi za sagledavanje i ra-
zumevanje uticaja faktora makro-okruze-
nja na stratesko i operativno upravljanje u
okviru ekonomskih sistema. Njena primena
omogucava bolji uvid u trzi$ne tokove, po-
slovnu dinamiku i olakSava planiranje bu-
du¢ih aktivnosti (Kotler, 1998: 151). PEST
analiza obuhvata Cetiri faktora: P — Politicki
faktori: uticaj zakona, propisa, politicke sta-
bilnosti i trendova na poslovno okruzenje;
E — Ekonomski faktori: makroekonomski
pokazatelji kao §to su kamatne stope, infla-

cija, zaposlenost i promene u ekonomskoj
politici; S — Sociokulturni faktori: vredno-
sti, verovanja, obicaji i demografske karak-
teristike koje uti¢u na ponasanje potrosaca
i trzi$ne trendove.; T — Tehnoloski faktori:
inovacije u proizvodnim i informacionim
tehnologijama, upotreba novih materijala i
njihov uticaj na konkurentnost (Thompson
idr., 2002).

Kako bi se sagledali svi relevantni fakto-
ri koji uti€u na pozicioniranje kulturne rute
,Jevrejskog nasleda Novog Sada“ u okviru
turistiCke ponude, neophodno je sprovesti
sveobuhvatnu analizu spoljasnjeg okruzenja.
U tom kontekstu, PEST analiza se koristi kao
metodoloski okvir koji omoguéava identifika-
ciju navedenih faktora koji oblikuju mogu¢-
nosti, izazove i pravce razvoja ove specificne
kulturno-turisticke ponude. Ova analiza pruza
osnovu za strateSko planiranje, promovisanje
i unapredenje turistiCkog proizvoda koji se
oslanja na bogato jevrejsko naslede grada.

Tabela 1. Analiza okruzenja kao aspekta koji utice na razvoj kulturne rute
., Jevrejskog nasleda u Novom Sadu *

P - POLITICKI FAKTORI

- Postovanje zakona o zastiti kulturnih dobara
- Stabilno politicko okruZenje u zemlji

- Podrska drzave i lokalne samouprave u o¢uvanju kulturnog nasleda

- Uskladivanje sa medunarodnim konvencijama (npr. UNESCO, ICOMOS)
- Mogu¢nost finansiranja kroz evropske i medunarodne fondove
- Strategije razvoja turizma na nacionalnom i lokalnom nivou

E — EKONOMSKI FAKTORI

- Potencijal za razvoj kulturnog turizma kao izvora prihoda

- Moguc¢nosti otvaranja novih radnih mesta (vodi¢i, suveniri, ugostiteljstvo)
- Povecanje potrosnje turista u lokalnim zajednicama

- Pristup sredstvima iz fondova za kulturno naslede i turizam

- Mogu¢énost uvodenja inovativnih modela finansiranja

- Ekonomska odrzivost tematskih kulturnih ruta na duZe staze

S — SOCIOKULTURNI FAKTORI

- Multikulturalna tradicija Novog Sada kao osnova za promociju razli¢itih identiteta
- Porast interesovanja za autenticne kulturne sadrzaje i iskustveni turizam

- Jacanje identiteta lokalne jevrejske zajednice kroz promociju i edukaciju

- Povecana svest o znacaju ocuvanja i interpretacije jevrejske bastine

- Aktivno ukljucivanje lokalne zajednice u razvoju rute

- Obrazovni potencijal za ucenike i studente kroz kulturno nasledstvo

T — TEHNOLOSKI FAKTORI

- Razvoj digitalnih platformi i aplikacija za turisticku promociju

- Virtuelne ture i 3D rekonstrukcije objekata koji vise ne postoje

- Interaktivne mape i vodi¢i na mobilnim uredajima

- Kori$c¢enje drustvenih mreza i digitalnog marketinga za promociju rute
- Unapredenje arhiviranja i prezentacije kulturnog materijala

- Potencijal za razvoj AR/VR sadrzaja za muzeje i otvorene prostore

Izvor: Autor na osnovu analize
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lako projekat razvoja kulturne rute po-
svecene jevrejskom nasledu u Novom Sadu
ima znacajan potencijal za unapredenje kul-
turnog turizma, obrazovanja i ocuvanja kul-
turne bastine, u njegovoj realizaciji mogu se
javiti brojni izazovi koji se odnose na poli-
ticke, ekonomske, sociokulturne i tehnolos-
ke aspekte. Jedan od klju¢nih problema jeste
nedovoljna koordinacija medu relevantnim
institucijama, ukljucujuc¢i drzavne, lokal-
ne i kulturne organe. Iako postoje zakoni o
zastiti kulturnih dobara, njihova implemen-
tacija Cesto nije dosledna, Sto moze dovesti
do administrativnih prepreka. Takode, nesta-
bilna politicka podrska inicijativama koje se
odnose na manjinsko kulturno naslede moze
ograniciti razvoj projekta. Slaba povezanost
sa medunarodnim institucijama i nedostatak
strateskih partnerstava dodatno oteZavaju
pristup globalnim fondovima i ekspertizi.

Projekat zahteva znacajna finansijska
ulaganja, kako u restauraciju objekata, tako i
u razvoj turisticke infrastrukture i promociju.
Medutim, ogranicen budzet lokalnih zajedni-
ca i slaba zainteresovanost privatnog sektora
za ulaganje u kulturni turizam predstavljaju
znacajnu prepreku. Bez dugoroc¢ne strategije
finansiranja, odrzivost projekta ostaje upitna.
Pored toga, digitalna reSenja poput mobilnih
aplikacija i virtuelnih tura zahtevaju dodatna
sredstva 1 tehni¢ku podrsku.

Uprkos bogatoj multikulturalnoj proslo-
sti Novog Sada, svest o znadaju jevrejskog
kulturnog nasleda nije dovoljno razvijena,
Sto moze dovesti do nedostatka inicijative i
podrske, kao i slabe ukljuéenosti zajednice
u projekte. Takode, postoji rizik od preko-
merne komercijalizacije nasleda, Sto moze
ugroziti njegovu autenticnost. Nedostatak
edukativnih programa u Skolama i na univer-
zitetima otezava prenos znanja o jevrejskoj
zajednici i njenom doprinosu lokalnoj kul-
turi. Savremeni turisti¢ki pristup, koji uklju-
Cuje digitalnu prezentaciju nasleda, zahteva
stru¢nost, resurse i infrastrukturu, dok mnogi
objekti nisu tehnicki pripremljeni za inovaci-
je poput AR ili VR vodica. Takode, nedosta-
tak strucnjaka, digitalnih materijala i kapa-
citeta za arhiviranje predstavlja prepreku, a

digitalna pismenost, narocito starijih, moze
ograniciti koris¢enje savremenih platformi.
Sprovodenje kulturne rute ,Jevrejsko
naslede Novog Sada“ podrazumeva brojne
izazove, uz sveobuhvatan pristup, intersek-
torsku saradnju i aktivno ukljucivanje lokal-
ne zajednice, moguce je prevazici prepreke i
stvoriti odrziv i autenti¢an kulturno-turisticki
proizvod. Kroz pametno planiranje, inovacije
i edukaciju, ovaj projekat moze doprineti ne
samo ocuvanju znacajne bastine, ve¢ i jaca-
nju kulturnog identiteta i druStvene kohezije.

Analiza Snaga, Slabosti, Sansi i Pretnji
SWoT)

SWOT analiza je metodoloski alat koji
omogucava celovito sagledavanje kljuc¢nih
faktora koji utiCu na razvoj organizacije ili
projekta. Analizom unutrasnjih (snage i sla-
bosti) i spoljasnjih faktora (prilike i pret-
nje), organizacija moze bolje uskladiti svo-
je resurse sa zahtevima trzista (Thompson i
dr, 2001). Elementi SWOT analize su: S —
Snage (Strengths) predstavljaju unutrasnje
prednosti — resurse, vestine ili kompetencije
— koje organizaciji omogucavaju konkurent-
sku prednost. Njihovo prepoznavanje i kori-
$¢enje kljucno je za uspesan razvoj; W —sla-
bosti (Weaknesses) su unutrasnji nedostaci
koji ogranicavaju efikasnost i konkurentnost,
poput nedostatka resursa, znanja ili loseg
imidza. Ako se ne otklone na vreme, mogu
ugroziti poslovanje (Pearce i dr., 1991:192).;
O - prilike (Opportunities) su pozitivni
spoljni faktori — trzi$ni trendovi, nove tehno-
logije, zakonske promene — koje organizacija
moze iskoristiti za rast i unapredenje konku-
rentske pozicije (Harrison i dr., 2004:164).;
T — pretnje (Threats) su nepovoljni eksterni
uticaji, poput konkurencije, kriza ili politic-
ke nestabilnosti, koji mogu ugroziti ciljeve i
opstanak organizacije ako se ne prepoznaju i
ne ublaze na vreme (Giirel i dr., 2017: 998).

Razvoj Jevrejske kulturne rute u Novom
Sadu predstavlja veliki potencijal za obo-
gacivanje turistiCke ponude i ocuvanje kul-
turnog nasleda. Grad, sa svojom bogatom
multikulturnom tradicijom, nudi znacajne
resurse poput sinagoga, jevrejskih groblja i
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muzeja koji mogu privuci turiste. Medutim,
uspeh ovog projekta zavisi od prepoznavanja
snaga, slabosti, prilika i pretnji koje uticu na
njegov razvoj. SWOT analiza omogucéava

identifikaciju klju¢nih faktora koji ¢e pomo-
¢i u formiranju strategija za odrzivost i kon-
kurentnost kulturne rute u turistickoj ponudi
Novog Sada.

Tabela 2. Analiza snaga, slabosti, prilike i pretnji kulturne rute

SNAGE (STRENGTHS)

- Istorijski znacaj objekata

- Podrska kulturnih institucija i NVO sektora

- Bogato i raznovrsno jevrejsko kulturno naslede u Novom Sadu

- Postoji interesovanje zajednice i stru¢ne javnosti za o¢uvanje bastine
- Lokacija Novog Sada kao turisticki atraktivnog grada

SLABOSTI (WEAKNESSES)

- Slaba povezanost lokalne zajednice sa rutom

- Nedovoljna promocija jevrejskog nasleda medu lokalnim i stranim turistima
- Ogranicena finansijska sredstva za obnovu i odrzavanje objekata

- Niska digitalna prisutnost (nedostatak aplikacija, virtuelnih tura, sajtova)

- Nedovoljna edukacija vodica i osoblja za specifi¢ne kulturne sadrzaje

PRILIKE (OPPORTUNITIES)

- Razvoj kulturnog i iskustvenog turizma

- Pristup fondovima EU i medunarodnim programima za ocuvanje nasleda
- Koris¢éenje digitalnih tehnologija za promociju i interpretaciju bastine

- Ukljucivanje skola i univerziteta u edukativne aktivnosti

- Umrezavanje sa drugim gradovima i rutama (regionalna saradnja)

PRETNJE (THREATYS)

- Moguce politicke i drustvene tenzije vezane za nacionalne i verske teme
- Gubitak interesovanja mladih generacija za teme bastine

- Nepovoljna ekonomska situacija koja smanjuje ulaganja u kulturu

- Urbanisticke promene koje mogu ugroziti autenti¢nost prostora

- Rizik od komercijalizacije i gubitka autenti¢nosti sadrzaja

Izvor: Autor na osnovu analize

Na osnovu SWOT analize potencijala za
razvoj Jevrejske kulturne rute u Novom Sadu,
zakljuCuje se da ovaj projekat predstavlja
znacajan korak ka obogacivanju turisticke
ponude grada, kao i ocuvanju i valorizaciji
kulturnog nasleda. Snage projekta, kao $to su
bogato jevrejsko naslede, istorijska vrednost
lokaliteta (npr. sinagoge, jevrejsko groblje)
i postojeca institucionalna podrska, pruzaju
¢vrste temelje za razvoj kulturne rute koja
moze privuéi posetioce i povecati turistic-
ki interes. Medutim, postoje i slabosti koje
je potrebno prevazici kako bi se realizovao
pun potencijal ovog projekta. Nedovoljna
promocija, ogranicena finansijska sredstva
i slaba digitalna prisutnost predstavljaju iza-
zove koji mogu usporiti razvoj kulturne rute.
Takode, niska ukljucenost lokalne zajednice

u same aktivnosti moze smanyjiti uticaj i odr-
zivost rute na duze staze.

S obzirom na to, projektima poput ovog
otvaraju se i brojne prilike koje mogu pozi-
tivno uticati na njegov razvoj. Pristup evrop-
skim fondovima i moguénost umrezavanja
sa drugim kulturnim i turistickim destina-
cijama u regionu mogu omogudéiti potrebna
ulaganja, dok razvoj digitalnih platformi i
edukativnih programa moze doprineti bo-
ljoj promociji i ve¢em interesovanju turista.
Prilike za ukljuc¢ivanje mladih i obrazovnih
institucija u ovaj projekat takode nude du-
goro¢ne prednosti. S druge strane, pretnje,
kao sto su politicke i drustvene tenzije, eko-
nomska nestabilnost i urbanisticke promene,
mogu uticati na realizaciju projekta i ugroziti
autenti¢nost kulturne rute. Kako bi se ove
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pretnje minimizirale, potrebno je preduzeti
proaktivne korake u formiranju javno-privat-
nih partnerstava, kao i u razvijanju strateskih
inicijativa koje ¢e osigurati stabilan finansij-
ski okvir i ocuvanje kulturnih vrednosti.
Kao zakljucak, razvoj Jevrejske kulturne
rute u Novom Sadu ima veliki potencijal da
postane klju¢na tacka turisticke ponude grada.
Ipak, uspeh projekta zavisi od pravilnog adre-
siranja slabosti 1 pretnji kroz strateske akcije,
kao i od maksimalnog iskori§¢avanja snaga i
prilika, kako bi se osigurala dugoro¢na odrzi-
vost 1 konkurentnost rute na turistickoj mapi.

Kvantitativno-kvalitativan metod turisticke
valorizacije

U turizmu ne postoji jedinstveni metod
valorizacije turisti¢kih resursa. Umesto toga,
turisticka valorizacija cesto kombinuje razli-
¢ite metode iz viSe naucnih oblasti, prilago-
dene specifiénostima turizma. Sustina pro-
cesa lezi u proceni trenutnog stanja resursa,
¢ime se utvrduju realne mogucnosti za dalji
razvoj turizma (Comic i dr., 1997). Turisticka
valorizacija ukljucuje detaljnu ocenu prirod-
nih 1 stvorenih vrednosti koje su od znacaja
za turizam na odredenom lokalitetu, mestu,
regiji ili celoj zemlji (Stankovi¢, 2004: 82).

Kvantitativno-kvalitativni metod koristi
brojcane i opisne pokazatelje za procenu tu-

risti¢ke vrednosti kulturno-istorijskog dobra.
Ovaj metod primenjuje se kada spomenik
ima atraktivne osobine, kao S$to su retkost,
istorijski znacaj i estetska vrednost, te moze
zadovoljiti potrebe turistickog trzista (Tom-
ka, 1998: 246). Ocenjuju se kljucne karakte-
ristike kroz Sest indikatora: geografski polo-
zaj, umetnicka vrednost, turisticka vrednost
ambijenta, atraktivnost, izgradnja i opremlje-
nost lokaliteta, 1 uskladenost sa okolnim re-
sursima. Svaki indikator se ocenjuje na skali
od 1 do 5, gde ocena 1 — nedovoljan kvali-
tet, nepodobno za turizam; ocena 2 — dovo-
ljan kvalitet, lokalni turisticki znacaj; ocena
3 — dobar kvalitet, regionalni znacaj; ocena
4 — vrlo dobar kvalitet, nacionalni znacaj, i
ocena 5 — odli¢an kvalitet, medunarodni tu-
risticki znacaj. Konac¢na ocena, izraCunata na
osnovu proseka, definiSe turisticku vrednost
kulturnog dobra (Besermenji, 2010).

U okviru proucavanja perspektiva razvo-
ja kulturne rute ,,Jevrejsko naslede Novog
Sada* kao dela turisticke ponude, primena
kvantitativno-kvalitativnog metoda omogu-
¢ava sveobuhvatno sagledavanje turistickog
potencijala pojedina¢nih lokaliteta koji ¢ine
ovu rutu. Ovaj metod kombinuje numericke
podatke i opisne ocene sa ciljem da se proce-
ni vrednost kulturno-istorijskih spomenika u
turistickom kontekstu.

Tabela 2. Turisticka valorizacija Jevrejkse kulturne rute u Novom Sadu
sa kvantitativno-kvalitativnom metodom

. 8| _g|:2 2
Naziv atrakcije ZLe|E5| 5|28 |2 AR ER-
SSSEE|E|5%58|58| 853k
E® (5> < |FER|FE|l=8° |3~

< a =) =) S
Jevrejski kvart / Jevrejska ulica 5 2 3 4 3 3 3,3
Novosadska sinagoga 5 5 5 5 4 4 4,6
Jevrejska osnovna $kola 5 5 4 4 3 4 4,1
Zgrada Jevrejske opStinske sluZbe 5 5 3 4 3 4 4,0
Jevrejski kulturni dom 4 3 3 2 2 2 2,6
Jevrejsko utociste za stare i siro¢ad 4 2 3 2 2 2 2,5
Dobrotvorno drustvo ,,Kora hleba i de¢ije obdaniSte* 4 3 4 3 2 3 3,1
Jevrejska banka ,,Rehus“ 4 1 1 1 1 1 1,5
Novosadska jevrejska groblja 3 5 4 3 3 3 3,5
Spomen obeleZja Je vreja 4 5 4 3 4 3 3,8
Srednja vrednost 43 3,6 | 3,4 3,1 2,7 2,9 33

Izvor: Autor Nenad Mijuk na osnovu obradenih podataka
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Na osnovu sprovedene kvantitativ-
no-kvalitativne analize, utvrdeno je da je-
vrejsko kulturno naslede Novog Sada pose-
duje znacajan, ali neravnomerno rasporeden
turisticki potencijal. Analizom deset atrak-
cija obuhvacenih kulturnom rutom, prosec-
na opsta turistiCka vrednost iznosi 3,3, Sto
ukazuje na regionalni znacaj kulturne rute.
Najvise ocene su postigli objekti kao §to su
Novosadska sinagoga (4,6), Jevrejska osnov-
na Skola (4,1) 1 Zgrada Jevrejske opstinske
sluzbe (4,0), koji se izdvajaju po umetnickim
vrednostima, stepenu ocuvanosti, infrastruk-
turnoj opremljenosti i atraktivnosti.

S druge strane, pojedini objekti poput Je-
vrejske banke ,,Rehus i Jevrejskog utocista
za stare i siro¢ad imaju znatno nize ocene,
$to ukazuje na ogranicenu turisticku funkcio-
nalnost i potrebu za intervencijama u pravcu
revitalizacije, boljeg tumacenja i integracije
u $iri turisticki kontekst grada. Niske ocene u
kategorijama atraktivnosti i prepoznatljivosti
(prosecna vrednost 2,7) ukazuju na nedovolj-
nu promociju i svest o znacaju ovog kultur-
nog segmenta kod §ire javnosti i posetilaca.

Posebno je znacajan visok rejting turi-
sticko-geografskog polozaja (4,3) i umetnic¢-
kih vrednosti (3,6), §to potvrduje prostornu
i kulturno-istorijsku utemeljenost ove rute.
Ovi rezultati ukazuju da postoji osnova za
dalji razvoj i unapredenje kulturne rute kroz
strateSke aktivnosti poput interpretacije kul-
turne bastine, digitalizacije sadrzaja, uvode-
nja tematskih tura i intenzivnije promocije.
Kao takva, ruta jevrejskog kulturnog nasle-
da u Novom Sadu predstavlja vredan resurs
za obogacivanje kulturno-turisticke ponude
grada, ali je za postizanje nacionalnog ili me-
dunarodnog znac¢aja neophodno dodatno ula-
ganje u infrastrukturu, promociju i poveziva-
nje sa drugim kulturnim dobrima u regionu.

Qdrzivi razvoj rute ,,Jevrejsko kulturno
naslede Novog Sada“

Koncepcija odrzivog razvoja podrazume-
va strateski pristup razvoju koji ne dovodi do
degradacije niti iscrpljivanja resursa od su-
Stinske vaznosti za buduée generacije. Ona

se zasniva na ravnotezi izmedu ekonomskog
rasta, socijalne pravde, kulturnog o¢uvanja i
zastite zivotne sredine. Sustina ove koncep-
cije jeste u racionalnom i odgovornom uprav-
ljanju resursima, pri ¢emu se njihova obnova
omogucava u skladu sa intenzitetom korisce-
nja, ¢ime se obezbeduje kontinuitet razvoja
i stabilnost za buduce generacije (Novsel,
2020). Kulturni turizam, kao segment sa-
vremenog turistickog trziSta, sve vise tezi
konceptima odrzivosti kako bi se obezbedila
dugoroc¢na zastita kulturnih resursa i omogu-
¢ilo njihovo odgovorno koriséenje u turistic-
ke svrhe. U tom kontekstu, ruta ,,Jevrejsko
kulturno naslede Novog Sada“ predstavlja
znacajan primer potencijala za razvoj odrzi-
vog kulturnog turizma, koji integrise o¢uva-
nje identiteta, unapredenje lokalne zajednice
i promociju kulturne raznolikosti.

Odrzivi razvoj ove kulturne rute podra-
zumeva balans izmedu ekonomskih koristi,
ocuvanja kulturnih dobara i socijalnog uklju-
¢ivanja lokalne zajednice. Ruta obuhvata niz
znacajnih lokaliteta koji imaju istorijsku i
umetnicku vrednost. Njihova valorizacija i
integracija u turisticku ponudu grada moraju
se sprovoditi pazljivo, kroz primenu principa
odrzivosti. Jedan od osnovnih zahteva odrzi-
vog razvoja jeste ocuvanje autenticnosti pro-
stora i sprecavanje njegove komercijalizacije
koja bi mogla ugroziti duhovnu i kulturnu
vrednost jevrejskog nasleda. To podrazume-
va konzervatorske intervencije sprovedene u
skladu sa standardima zaStite kulturnih doba-
ra, kao i razvoj interpretativne infrastrukture
(informativne table, vodici, digitalne aplika-
cije) koja omogucava edukaciju posetilaca
uz postovanje kulturnih osetljivosti.

Osim zastite i ocuvanja, odrzivi razvoj ove
rute zahteva i ukljuc¢ivanje lokalne zajednice,
pre svega kroz razvoj malih preduzeéa, vode-
nje turistickih tura od strane lokalnih vodica,
organizovanje kulturnih manifestacija i radi-
onica. Time se doprinosi lokalnoj ekonomiji
i stvara se osecaj zajedniCke odgovornosti
za ocuvanje bastine. Takode, neophodno je
usmeriti promociju rute ka ciljnim grupama
koje vrednuju kulturni sadrzaj i imaju razvi-
jenu svest o odrzivom turizmu. Kroz saradnju
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sa institucijama kulture, turistickim organiza-
cijama i obrazovnim ustanovama moze se
razviti sveobuhvatan model upravljanja koji
podrazumeva kontinuirano pracenje uticaja
turizma na lokalitete, merenje posecenosti
i zadovoljstva turista, kao i implementaciju
mera zastite kada je to potrebno.

U zakljucku, odrzivi razvoj kulturne rute
,Jevrejsko naslede Novog Sada“ predstavlja
strateski pravac koji moze doprineti ocuva-
nju jedinstvenog identiteta grada, unaprede-
nju kulturne ponude i jaanju interkulturnog
dijaloga. Njena realizacija mora biti zasno-
vana na integraciji kulturne zastite, partici-
pacije lokalnog stanovniStva i odgovornog
pristupa turizmu kako bi se obezbedio dugo-
ro¢an i uravnotezen razvoj.

Zakljucak

Razvoj tematske kulturne rute ,,Jevrejsko
naslede Novog Sada“ predstavlja komplek-
san, ali istovremeno i perspektivan proces
koji moze doprineti viSestrukim benefitima
za grad 1 njegove stanovnike. Kroz analizu
prostorno-kulturnih resursa, identifikovani
su brojni objekti i lokaliteti od istorijskog i
umetnickog znacaja, koji svedoce o prisu-
stvu 1 uticaju jevrejske zajednice u raznim
segmentima drusStvenog zZivota Novog Sada.
Ova bogata bastina, iako delimi¢no sacuva-
na i institucionalno prepoznata, jo§ uvek nije
dovoljno interpretirana i valorizovana u tu-
ristickom smislu.

Sprovedene analize, ukljucuju¢i PEST i
SWOT pristupe, kao i kvantitativno-kvali-
tativnu procenu atraktivnosti pojedinacnih
lokaliteta, ukazuju na to da postoji realan
osnov za formiranje odrzivog i konkuren-
tnog kulturno-turistickog proizvoda. Kljuéne
snage projekta ogledaju se u autentic¢nosti 1
raznovrsnosti materijalnog nasleda, istorij-
skoj dubini i prostornoj dostupnosti lokalite-
ta, dok slabosti, poput nedovoljne promocije,
skromne infrastrukture i ogranicenih finan-
sijskih kapaciteta, zahtevaju sistemsku i ko-
ordinisanu intervenciju svih relevantnih ak-
tera. Takode, sociokulturni kontekst Novog
Sada, sa izrazenom multietniCkom 1 multi-

konfesionalnom tradicijom, stvara pogodnu
osnovu za afirmaciju interkulturnog dijaloga
kroz turizam.

Odrzivi razvoj ove rute podrazumeva ne
samo konzervaciju i restauraciju postojecih
objekata, ve¢ i uvodenje inovativnih oblika
interpretacije, uklju¢ivanje digitalnih tehno-
logija, izradu edukativnih programa i promo-
ciju kroz savremene komunikacione kanale.
U tom procesu, neophodno je osloniti se na
principe participativnog planiranja, koji po-
drazumevaju aktivno ukljuéivanje lokalne
zajednice, kulturnih institucija, turistickih
organizacija 1 akademskog sektora. Time se
ne samo povecava legitimnost i relevantnost
projekta, ve¢ se doprinosi i jaCanju osecaja
identiteta i pripadnosti.

Zaklju¢no, kulturna ruta ,,Jevrejsko na-
slede Novog Sada“ ima potencijal da posta-
ne model kulturnog turizma zasnovanog na
vrednostima seéanja, postovanja razlicitosti
i odrzivog razvoja. Njena implementacija
moze doprineti ne samo diverzifikaciji turi-
sticke ponude grada, ve¢ i jacanju njegove
pozicije na mapi evropskih destinacija kul-
turnog turizma. Ujedno, ovakav pristup moze
posluziti kao uzor za sli¢ne inicijative koje
teze integraciji zanemarenih ili nedovoljno
poznatih segmenata kulturne bastine u savre-
mene razvojne strategije urbanih sredina.
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Pregledni rad

PORAST GHOST KUHINJA I VIRTUELNIH BRENDOVA
GROWTH OF GHOST KITCHENS AND VIRTUAL BRANDS

Apstrakt: Ugostiteljstvo prolazi kroz duboku
transformaciju usled pojave ,,ghost " kuhinja
i virtuelnih brendova, podstaknuto digitalnim
inovacijama i promenama u potrosackim pre-
ferencijama. ,, Ghost* kuhinje su objekti za
pripremu hrane koji su iskljucivo za dostavu,
predstavljaju isplativo i stabilno reSenje za
restoranske operatere jer eliminisu potrebu
za fizickim prostorima za posluzivanje go-
stiju. Slicno tome, virtuelni brendovi koriste
strategije zasnovane na podacima kako bi
optimizovali ponudu jela i angazovanje ku-
paca u sve digitalnijem trzistu. lako ovi mo-
deli nude znacajne mogucnosti, kao Sto su Si-
renje trzista, smanjenje troskova i operativna
fleksibilnost, oni takode donose izazove, uk-
ljucujuéi oslanjanje na platforme za dostavu,
diferencijaciju brenda i ocuvanje kvaliteta
hrane. Ovaj rad istrazuje rast ,,ghost* kuhi-
nja i virtuelnih brendova, njihove ekonomske
implikacije, kljucne operativne strategije i
dugorocnu odrzivost u ugostiteljstvu.

Kljuéne reci: ghost kuhinje, virtuelni bren-
dovi, inovacije u dostavi hrane, transforma-
cija ugostiteljstva

Abstract: The hospitality industry is undergo-
ing a profound transformation with the emer-
gence of ghost kitchens and virtual brands,
driven by digital innovation and evolving
consumer preferences. Ghost kitchens—de-
livery-only food production facilities—of-
fer cost-effective and scalable solutions for
restaurant operators by eliminating the need
for physical dining spaces. Similarly, virtu-
al brands leverage data-driven strategies to
optimize menu offerings and customer en-
gagement in an increasingly digital market-
place. While these models present significant
opportunities, such as market expansion, re-
duced overhead costs, and operational flex-
ibility, they also pose challenges, including
reliance on third-party delivery platforms,
brand differentiation, and maintaining food
quality. This manuscript examines the growth
of ghost kitchens and virtual brands, their
economic implications, key operational strat-
egies, and long-term sustainability within the
evolving hospitality industry.

Key words: ghost kitchens, virtual brands,
food delivery innovation, hospitality industry
transformation.
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Uvod

Ugostiteljstvo je dozivelo znacajnu tran-
sformaciju usled pojave ,,ghost* kuhinja i
virtuelnih brendova. Ovi inovativni poslovni
modeli, vodeni brzim digitalnim napretkom i
promenljivim preferencijama potrosaca, na-
rusili su tradicionalno funkcionisanje resto-
rana i preoblikovali uslugu ishrane. ,,Ghost*
kuhinje poznate i kao ,,dark* kuhinje, ,,clo-
ud“ kuhinje ili virtuelne kuhinje predstav-
ljaju profesionalne objekte za pripremu
hrane koji funkcionisu iskljucivo za potrebe
dostave, ¢ime se eliminiSe potreba za fizic-
kim prostorom za obedovanje. Smanjenjem
troskova koji se odnose na zakup prostora,
osoblje koje radi u sali i usluzivanje gostiju
na licu mesta, ,,ghost™ kuhinje omogucava-
ju preduzetnicima stabilniji 1 isplativiji pri-
stup u pruzanju ugostiteljskih usluga. Sli¢no
tome, virtuelni brendovi predstavljaju re-
storanske koncepte koji postoje isklju¢ivo u
digitalnom prostoru, ¢esto smeSteni unutar
,.ghost* kuhinja ili kao dodatak postojec¢im
tradicionalnim restoranima. Ovi brendovi
oslanjaju se na uvide dobijene analizom po-
dataka, digitalni marketing i platforme za do-
stavu trecih strana kako bi optimizovali po-
nudu jela i unapredili angazovanje korisnika
(Laheri et al., 2025). Pojava ,,ghost* kuhinja
donosi brojne prilike u okviru sektora ugo-
stiteljstva. One omogucavaju preduzecima
da prosire svoje prisustvo uz minimalna ula-
ganja, da eksperimentiSu sa novim kulinar-
skim konceptima uz nizi rizik i da odgovore
na sve vecu potraznju za dostavom hrane.
Dodatno, koris¢enjem tehnologije i podata-
ka o potrosacima, operateri mogu unaprediti
jelovnike, efikasnije upravljati logistikom i
poboljsati ukupnu operativnu efikasnost (da
Cunbha et al., 2024). Medutim, model ,,ghost*
kuhinja nije bez izazova. Intenzivna konku-
rencija na trzistu, oslanjanje na platforme
za dostavu i gubitak direktne interakcije sa
kupcima predstavljaju ozbiljne prepreke. Ta-
kode, operativne slozenosti poput oCuvanja
kvaliteta hrane tokom dostave, diferencijaci-
je brenda i posStovanja regulatornih zahteva
dodatno komplikuju poslovanje za kompani-
je koje ulaze u ovaj segment (Davies, 2021).

Ovaj rad istrazuje brzi rast ,,ghost kuhinja
1 virtuelnih brendova, njihov ekonomski uti-
caj, kljune operativne strategije, kao i fakto-
re koji uticu na njihovu dugoro¢nu odrzivost
u ugostiteljstvu.

Evolucija i rast ,,ghost* kuhinja

Ugostiteljstvo je dozivelo znacajnu tran-
sformaciju usled pojave ,,ghost* kuhinja,
modela koji eliminiSe tradicionalni prostor
za obedovanje u korist pristupa zasnovanog
isklju¢ivo na dostavi. ,,Ghost* kuhinje, ta-
kode poznate kao ,,cloud” kuhinje, ,,dark®
kuhinje ili virtuelne kuhinje, funkcionisu
kao objekti za pripremu hrane namenjeni is-
kljucivo ponudi za poneti i dostavu, koriste-
¢i digitalne platforme za dostizanje krajnjih
korisnika (Jones et al., 2024). Iako je ovaj
koncept postojao i pre 21. veka, tehnoloski
napredak i promene u ponaSanju potroSaca
podstakli su njegov ubrzani razvoj. Pande-
mija COVID-19 delovala je kao katalizator,
ubrzavsi usvajanje ,,ghost™ kuhinja i preo-
blikujuéi ugostiteljstvo na globalnom nivou
(Nigro et al., 2022). ,,Ghost* kuhinje su se
brzo razvijale kao odgovor na promene u
ponasanju potrosaca i tehnoloske inovacije.
Prema istrazivanju Cai, Leung i Chi (2022),
porast ,,ghost™ kuhinja moze se pripisati po-
ve¢anom prihvatanju digitalnih tehnologija i
rastu potraznje za uslugama ishrane koje se
zasnivaju na prakticnosti.

,,Ghost* kuhinje predstavljaju inovativan
odgovor na sve veéu potraznju za uslugama
dostave hrane. Za razliku od tradicionalnih
restorana sa fizickim lokacijama, ove ku-
hinje fokusiraju se isklju¢ivo na pripremu
obroka, bez potrebe za prostorom za posluzi-
vanje gostiju (Jones et al., 2024). One mogu
da funkcioni$u kao samostalne jedinice, da
ugoscuju vise virtuelnih restoranskih bren-
dova unutar jednog objekta, ili da posluze
kao proSirenje postoje¢ih lanaca restorana
koji zele da razviju svoje operacije dostave.
Ovaj model nudi brojne prednosti, ukljucuju-
¢i smanjenje fiksnih troskova i fleksibilnost
za testiranje novih jelovnika uz minimalan
rizik (Reynolds i McCluskey, 2021).
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Koncept kuhinja fokusiranih na dostavu
postoji u razli¢itim oblicima ve¢ decenijama.
Komesarske kuhinje, kuhinjski prostori za
zajednicku upotrebu i ketering objekti odav-
no omogucavaju ugostiteljskim preduzec¢ima
da pripremaju obroke bez finansijskog opte-
re¢enja koje nosi vodenje restorana sa kom-
pletnom uslugom. Pocetkom 2010. godine
doslo je do pomaka ka modelima ,,ghost”
kuhinja, usled pojave digitalnih platformi za
dostavu hrane, koje su restoranima omogu-
¢ile Sirenje poslovanja bez potrebe za dodat-
nim prostorima za obedovanje (Hirschberg
et al., 2016). Kompanije poput Kitchen Uni-
ted 1 Cloud Kitchens pojavile su se kako bi
obezbedile infrastrukturu za ,,ghost* kuhinje,
nudeéi objekte u kojima vise brendova moze
istovremeno poslovati pod jednim krovom
(Smith i Taylor, 2020).

Pandemija COVID-19 kao prekretnica i
ekspanzija

Pandemija COVID-19 predstavljala je
prekretnicu za ,,ghost* kuhinje, podsti¢uci
njihovo Siroko usvajanje i rekonstruisanje
cele industrije. Zbog mera zatvaranja i fizic-
kog distanciranja, tradicionalni restorani su-
o¢ili su se sa nezapamcenim izazovima, uk-
ljuCujuci pad prodaje u objektima i finansij-
sku nestabilnost. Mnogi ugostiteljski objekti
okrenuli su se ,,ghost kuhinjama kao strate-
giji opstanka, omogucavajuéi im da nastave
sa pruzanjem usluga putem dostave (Jones et
al., 2024). Kako veliki lanci restorana, tako
i nezavisni preduzetnici, prigrlili su ovaj
model, §to je dovelo do porasta ulaganja u
»ghost* kuhinje (Nigro et al., 2022). Pande-
mija COVID-19 ubrzala usvajanje ,,ghost*
kuhinja kao strateSkog odgovora na smanje-
nje prihoda u tradicionalnim restoranima.
Ova tranzicija dovela je do Sirenja virtuelnih
brendova i diverzifikacije ponude hrane na
trzistu (Festivalia & Swantari, 2022). Cak i
nakon §to se obedovanje na licu mesta opo-
ravilo u postpandemijskom periodu, ,,ghost*
kuhinje nastavile su da se Sire uz odredena
prilagodavanja (Jones et al., 2024). Kako sve
vedi broj preduzeca ulazi u ovaj sektor, dife-

rencijacija kroz brendiranje, kontrolu kvali-
teta 1 tehnolosku integraciju postaje klju¢na
za dugorocni uspeh (Smith i Taylor, 2020).
Postpandemijsko potrosacko okruzenje fa-
vorizuje prakti¢nost i digitalnu dostupnost,
faktore koji se savrSeno uklapaju u model
,»ghost™ kuhinja (Nigro et al.,2022). Kako
tehnologija nastavlja da se razvija, oCekuje
se da ¢e napredak u automatizaciji, vestackoj
inteligenciji i analitici podataka igrati zna-
¢ajnu ulogu u optimizaciji rada i povecanju
efikasnosti ,,ghost” kuhinja (Hirschberg et
al., 2016). Istorijski razvoj ,,ghost™ kuhinja
odrazava Sire promene u industriji usluga
ishrane, u kojoj digitalizacija i potraznja po-
trosaca za praktiéno$éu pokreéu inovacije.
Njihov dugoro¢ni uspeh zavisi¢e od sposob-
nosti operatera da prevazidu izazove poput
zasicenja trzista, operativne efikasnosti i loj-
alnosti kupaca. Kako se industrija i dalje pri-
lagodava, ,,ghost” kuhinje imaju potencijal
da ostanu kljucni akteri u evoluiraju¢em pej-
zazu usluga ishrane (Chatterjee et al., 2022).

Ekonomske i operativne prednosti
»ghost“ kuhinja

,,Ghost* kuhinje, poznate i kao ,,cloud”
kuhinje ili virtuelne kuhinje, pojavile su se
kao transformativna sila unutar industrije
usluga ishrane. Uklanjanjem potrebe za fizic¢-
kim prostorima za obedovanje i oslanjanjem
na digitalne sisteme za porucivanje, ,,ghost*
kuhinje nude isplativiji i stabilniji model u
poredenju sa tradicionalnim restoranima.
Njihova ekonomska odrzivost zasniva se na
smanjenju rezijskih troSkova, efikasnijem
koriséenju resursa i sposobnosti da se brzo
prilagode promenama u potraznji potrosaca.
Pored toga, operativna efikasnost, kao Sto su
optimizovana logistika i poboljSana dostava
hrane, dodatno povecava njihovu atraktiv-
nost (Neria et al., 2024).

Ekonomske prednosti ,,ghost* kuhinja

,,Ghost“ kuhinje donose ekonomske i
operativne koristi kroz smanjenje troskova i
povecéanje efikasnosti. Prema podacima do-
bijenim od strane autora Ongkasuwan et al.,
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(Ongkasuwan et al., 2022) predlaze se mo-
del partnerstva kao usluge (partnership as a
service) koji poboljsava efikasnost dostave
obroka uz ocuvanje higijenskih standarda.
Ovaj model znacajno smanjuje rezijske tros-
kove u poredenju sa tradicionalnim restora-
nima sa fizickom lokacijom. Ove ekonom-
ske prednosti ¢ine ih atraktivhim reSenjem
za preduzetnike u ugostiteljstvu (Festivalia
& Swantari, 2022). U visoko urbanizovanim
sredinama, ,,ghost* kuhinje ¢esto dele pro-
store sa viSe brendova, §to im omogucava
da iskoriste pogodnosti kolektivne kupovine,
zajednickih resursa i nizih troskova zakupa.
Kolokacija takode omoguc¢ava restoranima
da prosire poslovanje uz minimalne rizike
koje nosi otvaranje novih fizickih lokacija
(Rout et al., 2021). Za razliku od tradicional-
nih restorana, ,,ghost™ kuhinje mogu se brzo
prilagoditi trziSnim trendovima i preferenci-
jama potrosaca. Virtuelni brendovi mogu se
pokrenuti uz minimalna ulaganja, testirati u
realnom vremenu, a po potrebi prilagoditi
ili ukinuti bez znacajnih finansijskih gubi-
taka (Neria et al., 2024). Ova fleksibilnost
omogucéava poslovanjima da istraze nove
jelovnike i1 geografska trzista uz manji rizik.
,,Ghost* kuhinje takode zahtevaju manji broj
zaposlenih, jer eliminiSu potrebu za kono-
barima, domacinima i pomoénim osobljem.
Troskovi rada fokusirani su na pripremu
hrane i realizaciju porudzbina, §to povecava
efikasnost i smanjuje ukupne troskove (Rout
etal., 2021).

Operativna efikasnost i optimizacija dostave

Pored ekonomskih koristi, ,,ghost* kuhi-
nje koriste napredna logisticka reSenja i stra-
tegije dostave kako bi unapredile operativnu
efikasnost. Sledec¢i faktori doprinose njiho-
vom operativnhom uspehu:

Upotreba podataka u cilju optimizaci-
je ponude: analizom preferencija potrosaca
i njihovog ponasanja pri kupovini, ,,ghost
kuhinje mogu u realnom vremenu prilagodi-
ti svoju ponudu. Analitika podataka pomaze
operaterima da optimizuju porcije, cene i na-
bavku sastojaka radi maksimizacije profita
(Neria et al., 2024).

Optimizovana logistika dostave: stra-
tesko pozicioniranje ,,ghost kuhinja sredi-
nama sa visokom potraznjom smanjuje uda-
ljenost isporuke i omoguéava brzu realizaci-
ju porudzbina. Neke kuhinje implementiraju
hub and spoke modele distribucije kako bi
pokrile Siru teritoriju uz minimalna kasnjenja
(Rout et al., 2021).

Integracija pametnih tehnologija: na-
predni sistemi za upravljanje kuhinjama, pra-
¢enje zaliha pomocu vestacke inteligencije i
automatizovana oprema za kuvanje dodatno
povecavaju operativnu efikasnost. Ove ino-
vacije omogucéavaju smanjenje otpada, nize
troskove hrane i ve¢u konzistentnost u pri-
premi obroka (Neria et al., 2024).

,,Ghost™ kuhinje donose znacajne eko-
nomske i operativne prednosti, Cine¢i ih
privlatnom alternativom tradicionalnim re-
storanima. Njihova sposobnost da smanje
rezijske troskove, iskoriste ekonomiju obima
i optimizuju logistiku dostave omogucava
efikasnije i profitabilnije poslovanje. Dodat-
no, koriséenje uvida zasnovanih na validnim
podacima doprinose optimizaciji jelovnika i
povecanju zadovoljstva potrosaca. Kako se
potroSacke navike i dalje pomeraju ka prak-
ticnosti 1 digitalnim porudzbinama, ,,ghost™
kuhinje verovatno ¢e ostati dominantna sna-
ga u razvoju industrije usluga ishrane (Gio-
usmpasoglou et al., 2022).

Digitalna infrastruktura i poslovna sarad-
nja kod virtuelnih brendova

Uspon virtuelnih brendova u velikoj meri
je omogucila savremena digitalna infrastruk-
tura, analitika podataka i onlajn platforme.
Za razliku od tradicionalnih modela resto-
rana, virtuelni brendovi posluju iskljucivo
putem digitalnih kanala, oslanjaju¢i se na
tehnoloski vodena reSenja kako bi unapredili
operativnu efikasnost, optimizovali angazo-
vanje potrosaca i osigurali sigurno poslova-
nje. Rastuéa zavisnost od ,,cloud” sistema,
vestacke inteligencije i aplikacija za dostavu
hrane promenila je ugostiteljstvo, omoguciv-
$i malim i srednjim preduze¢ima (MSP) da
se takmice u sve digitalnijem trziSnom okru-
zenju. Digitalna infrastruktura koja podrzava
,»ghost* kuhinje ima klju¢nu ulogu u njiho-
vom uspehu (Leung et al., 2024).
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Uloga digitalne infrastrukture kod
virtuelnih brendova

Virtuelni brendovi se oslanjaju na snaznu
digitalnu infrastrukturu kako bi unapredi-
li svoje poslovanje i zadrzali konkurentsku
prednost. Francis (2024) isti¢e klju¢ne teh-
noloske komponente koje doprinose efika-
snosti i uspehu ,,cloud” kuhinja i virtuelnih
brendova:

Personalizacija i marketing pomocu
veStacke inteligencije: strategije digitalnog
marketinga koje pokrece vestacka inteligen-
cija pomazu virtuelnim brendovima da an-
gazuju korisnike putem ciljanih promocija,
personalizovanih preporuka i dinamickih ce-
novnih modela. Ovakav nivo prilagodavanja
podstice lojalnost brendu i povecava stopu
zadrzavanja kupaca (Francis, 2024).

Analitika podataka za uvid u pona-
Sanje potrosaca: koris¢enjem vesStacke in-
teligencije i ,,big data® analitike, virtuelni
brendovi mogu da prate potrosacke preferen-
cije, ucestalost porudzbina i periode najvece
potraznje. Ovi uvidi omogucavaju pravovre-
mene izmene jelovnika i cenovnih strategi-
ja koje povecavaju zadovoljstvo korisnika i
profitabilnost (Francis, 2024).

Virtuelni brendovi koriste centralizovane
POS (Point of sale) sisteme koji se bespre-
korno integriSu sa platformama za dostavu,
smanjujudi rucne greske i povecavajuci ope-
rativhu efikasnost. Automatizovana obrada
porudzbina omoguéava brzu realizaciju i
poboljsava korisnic¢ko iskustvo. ,,Cloud* ku-
hinje se oslanjaju na integrisana softverska
reSenja za upravljanje porudzbinama, prace-
nje zaliha 1 organizaciju rada u kuhinji. Ovi
sistemi obezbeduju uvide u realnom vreme-
nu, omogucavajuéi optimizaciju operacija i
smanjenje otpada (Fridayani et al., 2021).

Poslovna saradnja i rast putem onlajn
platformi

Saradnja sa platformama za dostavu hra-
ne i digitalnim servisima ima klju¢nu ulogu
u osiguravanju poslovanja virtuelnih bren-
dova. Prema podacima iz istrazivanja auto-
ra Fridayani et al. (Fridayani et al., 2021),
analiziraju kako su ,,cloud* kuhinje, posebno

u Indoneziji, omoguéile malim i srednjim
preduzec¢ima (MSP) da prosire svoj domet i
poboljsaju operativnu efikasnost putem stra-
teskih partnerstava.

Unapredenje Kkorisni¢kog iskustva pu-
tem digitalnog angaZovanja: virtuelni bren-
dovi koriste aplikacije za prikupljanje povrat-
nih informacija, veStacku inteligenciju i auto-
matizovane sisteme podrske kako bi poboljsa-
li kvalitet usluge i brzinu odgovora. Digitalna
infrastruktura omogucava kontinuirano an-
gazovanje korisnika, ¢ime se gradi poverenje
i prepoznatljivost brenda (Francis, 2024). Do-
datno istrazivanje autora Ongkasuwan et al.,
(Ongkasuwan et al., 2022), naglasavaju vaz-
nost tehnoloski vodenih reSenja, kao §to su si-
stemi za upravljanje porudzbinama u sistemu i
predikcija potraznje putem vestacke inteligen-
cije, u optimizaciji rada ,,ghost* kuhinja.

Digitalna transformacija ugostiteljske in-
dustrije omogucila je virtuelnim brendovima
da napreduju kroz naprednu infrastrukturu i
strateSke saradnje. Softverski sistemi, ana-
litika zasnovana na vestackoj inteligenciji 1
partnerstva sa platformama za dostavu obez-
beduju preduzec¢ima alate potrebne za opti-
mizaciju efikasnosti i Sirenje baze korisnika.
Kako se digitalne inovacije budu razvijale,
virtuelni brendovi i ,,cloud” kuhinje ostace
u samom centru buduénosti ugostiteljstva,
nudeci stabilna i fleksibilna reSenja za pre-
duzetnike (Giousmpasoglou et al., 2022).

Buducde perspektive i izazovi za ,,ghost*
kuhinje i virtuelne brendove

,,Ghost* kuhinje 1 virtuelni brendovi ste-
kli su znacajan zamah u ugostiteljstvu, tran-
sformisuéi tradicionalne restoranske opera-
cije kroz digitalizaciju i modele fokusirane
na dostavu. lako ovi koncepti nude mogu¢-
nost stabilnijeg poslovanja i smanjenja tros-
kova, suocavaju se i sa izazovima koji se od-
nose na regulatorni nadzor, zasi¢enost trzista
i promene u ocekivanjima potrosaca. Kako
se industrija dalje razvija, ucesnici na trzistu
moraju pazljivo upravljati ovim slozenosti-
ma kako bi obezbedili dugoro¢nu odrzivost
(Sharma & Dey, 2021).



136 | Turisti¢ko poslovanje

elSSN 2560-3361

Prema istrazivanju autora Sharma &
Dey, (Sharma & Dey, 2021), klju¢ni fakto-
ri koji uti¢u na rast i Sirenje ,,ghost kuhinja
ukljucuju:

* Raznovrsni poslovni modeli (B2C

i B2B ekspanzija): pored direktnih
usluga krajnjim potrosacima (B2C)
putem aplikacija za dostavu hrane,
,»ghost* kuhinje istrazuju saradnje sa
drugim preduzec¢ima (B2B), snabdeva-
juci korporativne klijente, ketering ser-
vise i platforme za pretplatu na obroke
(Sharma & Dey, 2021). Ova diverzifi-
kacija doprinosi stabilnijim prihodima
1 vecoj otpornosti na trziSne promene.

+ Tehnolo$ki napredak u automatiza-
ciji kuhinje: upravljanje kuhinjama
pomocu vestacke inteligencije, roboti-
ke i analitike podataka omoguéava op-
timizaciju procesa, smanjenje troskova
rada i vecu efikasnost u pripremi jelov-
nika. Ove inovacije doprinose vecoj
tacnosti porudzbina, smanjenju otpada
hrane i povecanju ukupne profitabilno-
sti (Sharma & Dey, 2021).

Rastuca preferencija potrosaca za prak-
tiénos¢u, onlajn poru¢ivanjem i personalizo-
vanim obrocima verovatno ¢e dodatno pod-
sta¢i usvajanje ,,ghost™ kuhinja. Integracija
preporuka zasnovanih na vestackoj inteli-
genciji, dinamickog odredivanja cena i pro-
grama lojalnosti unapredic¢e angazovanje ko-
risnika. Ugostiteljstvo takode belezi sve veéu
potraznju za odrzivim pakovanjem, etickim
snabdevanjem i ekoloski odgovornim prak-
sama. ,,Ghost” kuhinje koje budu stavljale
akcenat na odrzivost, kroz strategije smanje-
nja otpada i energetski efikasno poslovanje
imace konkurentsku prednost na trzistu koje
se neprestano razvija (Nigro et al., 2022).

Izazovi sa kojima se suocavaju ,,ghost*
kuhinje i virtuelni brendovi

lako ,,ghost kuhinje nude brojne pred-
nosti za mala i srednja preduze¢a (MSP),
suocavaju se i sa izazovima koji moraju biti
prevazideni kako bi se obezbedila dugoro¢na
odrzivost (Asri et al., 2023). Niska primarna

ulaganja za pokretanje ,,ghost* kuhinja do-
veli su do povecane konkurencije, otezava-
ju¢i MSP-ovima da se istaknu na pretrpanom
digitalnom trzistu. Pored toga, dugorocni re-
storanski lanci takode ulaze u sektor ,,ghost™
kuhinja, dodatno povecavajuci pritisak na
manje operatere (Shapiro, 2022). Za razliku
od tradicionalnih restorana, ,,ghost™ kuhinje
nemaju fizicka mesta koja obezbeduju pre-
poznatljivost i lojalnost potrosaca. Efektivne
strategije digitalnog marketinga, angazman
na druStvenim mrezama i programi lojalnosti
neophodni su za izgradnju dugoro¢nih od-
nosa sa korisnicima (Sharma & Dey, 2021).
Zbog odsustva fizickih prodajnih mesta, iz-
gradnja poverenja potroSaca moze biti iza-
zovna. Percepcije kvaliteta usluge znacajno
razlikuju, narocito kod mladih demografskih
grupa koje prioritet daju ugledu brenda i po-
uzdanosti u dostavi hrane (Asri et al., 2023).
lako aplikacije za dostavu hrane omoguca-
vaju pristup trzistu, one istovremeno namecu
visoke provizije koje mogu negativno uti-
cati na profitabilnost. MSP moraju pazljivo
balansirati izmedu koristi od izlozenosti na
platformama i finansijskog opterecenja zbog
podele prihoda (Da Cunha et al., 2024).
Vlade i regulatorna tela sve vise nadgleda-
ju ,,ghost* kuhinje zbog zabrinutosti u vezi
sa bezbednos¢u hrane, uslovima rada i pro-
stornim zakonima. PoStovanje zdravstvenih
1 bezbednosnih standarda, pravi¢nih politika
zaposljavanja i transparentnosti u poslovanju
bice kljucno za odrziv rast industrije (Nigro
et al., 2022).

Brz rast broja virtuelnih brendova doveo
je do poveéane homogenosti i zasi¢enosti
trziSta, Sto otezava pojedinacnim poslova-
njima da se izdvoje. Mnogi virtuelni bren-
dovi posluju pod istim kompanijama, §to
rezultira slicnim jelovnicima i zasi¢enjem
potroSaca (Sharma & Dey, 2021). Uprkos
brzom rastu, ,,ghost™ kuhinje se suocava-
ju sa brojnim izazovima. Cai, Leung i Chi
isticu da skepticizam potroSaca u pogledu
kvaliteta i bezbednosti hrane ostaje glavno
pitanje. Resavanje ovog problema zahteva
vecu transparentnost u nabavci i procesi-
ma pripreme. Prema podacima dobijenim
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u istrazivanju autora Festivalia i Swantari,
(Festivalia & Swantari, 2022), identifikacija
regulatornih prepreka i zasi¢enost trzista su
potencijalni rizici za dugoro¢nu odrzivost.
Ipak, napredak u oblasti vestacke inteligen-
cije, automatizacije i odrzivih praksi nudi
obecavaju¢e mogucnosti za dalji razvoj
,.ghost* kuhinja i virtuelnih brendova. Tako
je digitalno poruéivanje postalo Siroko pri-
hvacéeno, deo potrosaca i dalje ostaje skep-
tiCan u vezi sa kvalitetom i autenticnoséu
hrane iz ,,ghost” kuhinja. Izgradnja snaznog
identiteta brenda, dosledan kvalitet hrane i
transparentnost u pogledu porekla namirni-
ca i pripreme kljucni su za sticanje povere-
nja potrosaca (Nigro et al., 2022).

,»Ghost kuhinje imaju potencijal da
ostanu znacajna sila u ugostiteljstvu, nude-
¢i inovativna i fleksibilna reSenja u ishrani.
Medutim, njihova dugoro¢na odrzivost za-
visi od sposobnosti da odgovore na regula-
torne zahteve, diferenciraju se na zasi¢enom
trziStu i prilagode se promenljivim oceki-
vanjima potrosaca. Bududi razvoj automa-
tizacije, odrzivosti i strateskog poslovnog
Sirenja igrace klju¢nu ulogu u uspehu ovih
modela. Kako digitalno ugostiteljstvo sa-
zreva, bi¢e neophodno da poslovni subjekti
usklade operativnu efikasnost sa transpa-
rentnoscu, kontrolom kvaliteta i izgradnjom
¢vrstih odnosa sa potrosa¢ima kako bi op-
stali u konkurentnom digitalnom okruzenju
(Ali et al., 2022). Takode, ,,ghost™ kuhinje
mogu doprineti neravnomernom ekonom-
skom razvoju centralizuju¢i proizvodnju
hrane u odredenim urbanim zonama, dok
zanemaruju druga podru¢ja. Ova promena
otvara pitanja o dugorocnim posledicama za
lokalne ekonomije i dostupnost hrane (Sha-
piro, 2022). Uprkos izazovima, ,,ghost* ku-
hinje predstavljaju odrzivu priliku za MSP
da prosire svoje poslovanje uz smanjene
finansijske rizike i vec¢u operativnu fleksi-
bilnost. Ipak, izazovima poput konkurenci-
je, percepcije kvaliteta usluge i zavisnosti
od eksternih platformi potrebno je pazljivo
upravljati. Kako se industrija dalje razvija,
MSP treba da koriste analitiku podataka, di-
ferencijaciju brenda i inovativne marketins-

ke strategije kako bi ocuvali konkurentsku
prednost. Neophodna su dodatna istraziva-
nja kako bi se ocenila dugoro¢na odrzivost
,»-ghost* kuhinja i njihov S§iri uticaj na eko-
nomiju i ponaSanje potrosaca (Da Cunha et
al., 2024).

Zakljucak

Rast ,,ghost™ kuhinja predstavlja sustin-
sku promenu u globalnom ugostiteljstvu,
podstaknut promenama u preferencijama
potrosaca, tehnoloskim napretkom i sve ve-
¢om potraznjom za prakti¢nos$éu. Ovi modeli
virtuelnih kuhinja nude znacajne ustede tros-
kova, operativnu fleksibilnost $to ih ¢ini pri-
vlacnom opcijom za preduzetnike. Pandemi-
ja COVID-19 dodatno je ubrzala usvajanje
,»ghost* kuhinja, potvrdujuci njihovu ulogu
kao odrzive alternative tradicionalnim resto-
ranima. Uprkos svojim prednostima, ,,ghost*
kuhinje suocavaju se sa brojnim izazovima,
ukljucujuéi intenzivnu trziSnu konkurenci-
ju, oslanjanje na platforme za dostavu, kao
i zabrinutost u pogledu poverenja potrosaca
i diferencijacije brenda. Nedostatak fizickog
prostora otezava angazovanje i zadrzavanje
gostiju, zbog ¢ega su preduzeéa prinudena da
znacajno ulazu u digitalni marketing i stra-
tegije personalizacije zasnovane na analizi
podataka. Pored toga, regulatorna pitanja i
uskladenost sa zakonima bi¢e klju¢ni faktori
u oblikovanju dugoro¢ne perspektive ovog
dela ugostiteljstva, jer vlasti sve vise anali-
ziraju bezbednost hrane, radne uslove i urba-
nisticke regulative. U buduénosti, odrzivost
i uspeh ,,ghost* kuhinja zavisic¢e od njihove
sposobnosti da se prilagode novim trendo-
vima. Integracija automatizacije, analitike
zasnovane na vestackoj inteligenciji i prak-
si koje vode racuna o zivotnoj sredini bice
klju¢na za optimizaciju efikasnosti i ocu-
vanje poverenja potrosaca. lako su ,,ghost”
kuhinje redefinisale ugostiteljsku strukturu,
njihov dalji rast zahtevace inovacije, uskla-
denost sa regulatornim okvirom i stratesko
pozicioniranje brenda kako bi se uspeSno
odgovorilo na izazove digitalnog ekosistema
ishrane.
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THE EVOLUTION OF GASTRONOMIC MANAGEMENT:
A SYSTEMATIC LITERATURE REVIEW AND NEW
PERSPECTIVES IN THE POST-PANDEMIC ERA
EBOJIYIINJA TACTPOHOMCKOI' MEHAIIMEHTA:

CUCTEMATCKU NPEIVIE] JIUTEPATYPE 1 HOBE INIEPCIIEKTUBE
Y HOCTHAHAEMHUJCKOM JOBY

Abstract. The aim of this paper is to sys-
tematically examine the evolution of gas-
tronomic management as both a scientific
and practical discipline, with a particular
emphasis on the post-COVID-19 era. A sys-
tematic literature review was conducted for
the period 2010-2024, including 57 peer-re-
viewed academic publications retrieved from
relevant scholarly databases. The analysis
resulted in the identification of five dominant
thematic clusters: theoretical foundations,
practical management strategies, digitalisa-
tion and innovation, crisis management in
the context of COVID-19, and sustainability.
Through the application of thematic mapping
and visual tools (PRISMA diagram, timeline
chart), the paper illustrates shifts in research
focus, identifies methodological gaps, and
proposes directions for further inquiry. The
findings suggest that gastronomic manage-
ment is evolving into an interdisciplinary, in-
novation-driven, and sustainability-oriented
field, integrating strategic planning, digital
technologies, and social responsibility with-
in the framework of the post-pandemic hos-
pitality environment.

Ancmpaxm. Lumw 0soe pada je da ce cuc-
memamcku cazneoa esonyyuja 2acmpoHOMCcKo2
MEHAUMeHMa Kao HayyHe u npaKmuire OUcyu-
nIuHe, ca NOCeOHUM 0C8pPMoM HA Nepuood Ha-
koH nandemuje COVID-19. Ilpumerven je cuc-
memamcku npeaned aumepamype y nepuooy
00 2010. 00 2024. zo00une, obyxeamajyhiu 57
PeYEH3UPAHUX HAYUHUX PA008d NPUKYIbEHUX
U3 PenesanmHUx aKaoeMcKux 6aza nodamaxa.
Ananuza je pesymmupana uoeHmugurayujom
nem OOMUHAHMHUX MEMAMCKUX YeluHa. me-
OpujcKu  OK8upu, NpakmuuHe MeHauepcke
cmpameeuje, Oueumanuzayuja U uHosayuje,
KpusHu menaymenm y xonmexcmy COVID-19
u o0poicugocm. V3 npumeHy memamcke mane
u susyernux arama (PRISMA oujazpam, epe-
MeHcKa JuHUja), pao npukasyje npomene y
@OKyCy HayuHUX ucmpasxicusarvd, yKaszyje Ha
MemoOooLowKe npasHune u npeoaaxice npagye
3a dama ucmpascusara. Pezyimamu ykasyjy
0a ce 2acmpoHOMCKU MEHAUMeHm pazeuja y
npasyy  UHMepOUCYUNIUHAPHO2, UHOBAMU-
8HO2 U 00PIHCUBOS NPUCMYNA, KOjU 00jedurvyje
cmpamezujcko naanuparee, oueumainne mex-
HoO02Uje U Opyuimeeny 002060pHOCHL Y OKEUPY
NOCMNAHOEMUJCKOZ OKPYICERbL.
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Introduction

Gastronomic management is an interdis-
ciplinary field that encompasses the applica-
tion of managerial principles to the prepara-
tion, service, and organisation of food in the
hospitality sector (Yabar & Garcia-Machado,
2025). In a broader sense, it includes plan-
ning, organisation, quality control, food pro-
curement, marketing, human resource man-
agement, and the creation of a gastronomic
experience that meets the needs of the mod-
ern guest (Neill et al., 2017). Its significance
lies in its direct impact on the sustainability
and competitiveness of hospitality and tour-
ism establishments, as well as on the overall
guest experience. Historically, gastronomic
management has developed in line with the
evolution of the hospitality industry and the
growing importance of gastronomy as a cul-
tural and economic phenomenon (Gheorghe
et al., 2014). With the emergence of globali-
sation, digitalisation, and changes in consum-
er habits, the role of managers in the gastro-
nomic sector has undergone significant trans-
formation (Ramazanov et al., 2021; Makivi¢
et al., 2024). The COVID-19 pandemic, in
particular, had a strong impact on the gastro-
nomic sector, introducing new challenges but
also encouraging innovation—from contact-
less service and digital menus to local sourc-
ing and increased attention to hygiene and
food safety (Fainshtein et al., 2023). These
changes required the adaptation of existing
managerial practices and led to the emer-
gence of new approaches to managing gas-
tronomic establishments (Davis et al., 2018).
Despite the growing number of studies in the
field of gastronomic management, there is a
lack of systematic insight into how this field
has developed over time, as well as into the
key concepts, theoretical frameworks, and
methodological approaches that have domi-
nated the literature (Piccarozzi et al., 2018).

Kibyune peuu: ecacmponomcku Mme-
HAyMeHm, CUCTNeMAmCKU npeaieo, Oueumd-
auzayuja, oopocusocm, COVID-19, memam-
cKka mana

Given the rapid and profound changes in the
post-pandemic context, there is a need for a
critical and structured review of existing aca-
demic studies that would illuminate the main
trends, gaps, and future research directions in
this field (Leach et al., 2021). The aim of this
paper is to conduct a systematic review of
the literature on the evolution of gastronomic
management, with special emphasis on the
period following the COVID-19 pandemic.
Through an analysis of relevant sources, the
paper seeks to identify key thematic areas,
developmental phases, theoretical founda-
tions, and practical implications, as well as
to propose new directions for research and
advancement of management in the contem-
porary gastronomic environment.

Methodology

This study is based on a systematic lit-
erature review with elements of thematic
analysis, with the aim of critically examining
the development of the field of gastronomic
management, particularly in light of the chal-
lenges and transformations brought about by
the COVID-19 pandemic. The systematic ap-
proach was selected as the most appropriate
method for analysing a large number of aca-
demic sources, as it ensures transparency, rep-
licability, and reduced subjectivity in the lit-
erature selection process. The review covered
publications published between 2010 and
2024, with particular attention given to works
produced after 2020, i.e., in the post-pandem-
ic context. The time frame was chosen based
on the fact that the last decade has seen sig-
nificant changes in the gastronomic industry,
both in terms of technology and consumer be-
haviour, as well as in managerial strategies.
Only works written in English and Serbian
were considered, taking into account the glob-
al and regional significance of the topic. In-
cluded were publications from peer-reviewed
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academic journals, conference proceedings,
review articles, and relevant academic mono-
graphs. Works without full text, as well as
non-peer-reviewed sources such as blogs and
popular articles, were not considered.

The literature search was conducted in
several relevant academic databases, in-
cluding Scopus, Web of Science, and Goo-
gle Scholar. In all databases, predefined
keywords were used, such as “gastronom-
ic management,” “culinary management,”
“foodservice management,”  “restaurant
leadership,” “post-pandemic hospitality,”
“COVID-19 and gastronomy,” and similar
terms. These terms were combined using
Boolean operators AND, OR, and NOT for
more precise result filtering. The search was
conducted in the titles, abstracts, and key-
words of the publications, and when neces-
sary, in full texts as well.

The selection process was conducted in
multiple phases. In the initial phase, a total of

184 studies were identified. After reviewing
titles and abstracts, 86 studies were exclud-
ed due to irrelevance, duplication, or lack of
scholarly review. The remaining 98 studies
were subjected to a detailed full-text analysis,
after which 57 studies were selected for final
analysis. The studies were classified into the-
matic categories according to their content:
historical and theoretical development of
gastronomic management, practical man-
agement, innovation and digitalisation, sus-
tainability and food safety, crisis impact and
adaptation during the pandemic, and identi-
fication of new managerial approaches. The
results of the selection process are presented
through a PRISMA diagram, which visually
illustrates the flow of literature through the
phases of identification, screening, eligibility
criteria, and final inclusion. This process en-
sures methodological consistency and trans-
parency, as well as a foundation for in-depth
critical literature analysis.

Figure 1. PRISMA Flow Diagram of the Literature Selection Process in Gastronomic
Management Studies

PRISMA Flow Diagram - Literature Selection Process

Records identified threugh database searching
{n = 184)

Recgrds after duplicates removed and abstract/title scregning

{n = 98)

Full-text articles assessed for eligibility {n = 98]
Full-text articles excluded {n = 41}):
- Irrelevant topic
- Lack of academic rigor

Studies included in final analysis
{n =57}

Source: Authors’research
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Historical Evolution and Theoretical
Foundations of Gastronomic
Management

Gastronomic management, as both an
academic and practical discipline, has its
roots in the development of hospitality, hotel
management, and service industry manage-
ment (Okumus, 2021; Vukoli¢ et al., 2023;
Gaji¢ et al., 2024a). Its historical trajectory
can be traced from traditional approaches
to kitchen and restaurant operations to con-
temporary multidisciplinary frameworks that
incorporate elements of marketing, strategic
planning, leadership, sustainability, and digi-
tal transformation (Petrovi¢ et al., 2017; Xia
et al., 2024; Gaji¢ et al., 2024b; Ramirez,
2025). In its early stages, the emphasis was
placed on technical precision and operation-
al efficiency within the kitchen. However,
with the expansion of the tourism industry
and the rise in competitiveness within the
HoReCa sector, the role of the gastronomic
manager has become increasingly complex,
encompassing communication skills, hu-
man resource management, culinary product
branding, and consumer relationship build-
ing (Garcia-Madurga et al., 2021; Vuji¢ et
al., 2022; Di Pierro et al., 2023).

Over the past two decades, scholarly lit-
erature has increasingly explored theoretical
frameworks that serve as the foundation for
analysing gastronomic management (Hwang
& Seo, 2016). Among the most prominent
is the Resource-Based View (RBV), which
conceptualises gastronomic capacities —
such as culinary expertise, authentic recipes,
restaurant reputation, and guest loyalty — as
strategic resources that provide a competi-
tive advantage (Shih, 2017; Magrizos et al.,
2023). Nevertheless, as the industry faces
rapid technological, social, and environmen-
tal changes, the RBV is frequently comple-
mented by the concept of Dynamic Capabil-
ities, which emphasises adaptability, inno-
vation, and responsiveness to market shifts
(Huang et al., 2023). In addition, increasing
attention has been given to service manage-
ment theories, such as the Service-Dominant
Logic, which asserts that value lies not in
the product itself (i.e., food), but in the in-

teraction, experience, and co-created values
shared with guests. Researchers have also in-
creasingly incorporated Institutional Theory
and the Upper Echelons Theory, particularly
in examining behavioural aspects of gastro-
nomic leadership and decision-making pro-
cesses (Lee et al., 2018).

A major turning point in the historical
development of the field was the COVID-19
pandemic, which disrupted many existing
business models and accelerated the demand
for innovative solutions (Blesi¢ et al., 2011;
Lee & Trimi, 2021). Restaurants and gas-
tronomic establishments were required to
adapt to new hygiene standards, digitalised
services, localised supply chains, and shifts
in consumer behaviour (Suali et al., 2024).
This period gave rise to new theoretical ap-
proaches and opened the door to research
that focuses on the resilience, flexibility, and
sustainability of gastronomic management
under global crises (Jones & Wynn, 2019;
Blay-Palmer et al., 2021).

Through this analysis, it becomes evident
that gastronomic management has evolved
from a practical discipline into a complex
research domain requiring the integration
of diverse theoretical approaches. Its evo-
lution reflects broader societal, economic,
and technological transformations and estab-
lishes a foundation for further research and
enhancement of professional practice in the
post-pandemic context (Rinaldi, 2017; De
Jong et al., 2018; Bugarci¢ et al., 2023).

Review Findings

An analysis of 57 selected scholarly ar-
ticles published between 2010 and 2024
identified five dominant thematic categories
within academic discussions on gastronomic
management: (1) theoretical considerations
and conceptualisation, (2) management in
gastronomic practice, (3) digitalisation and
innovation, (4) crisis impact and post-pan-
demic adaptation, and (5) sustainability and
social responsibility. The first group of stud-
ies focuses on the theoretical articulation of
gastronomic management, where the Re-
source-Based View (RBV) is predominant,
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increasingly complemented by the concept of
Dynamic Capabilities. These studies concep-
tualise gastronomic management as a vehicle
for achieving competitive advantage through
unique and hard-to-replicate resources such
as authentic culinary offerings, brand repu-
tation, and human capital (Annarelli et al.,
2020; Asfahani, 2023). Research in this do-
main often links gastronomic management to
the branding of gastro-tourism destinations,
elevating it to a strategic level.

The second cluster examines managerial
practices in the restaurant industry, including
staff leadership, food procurement, menu de-
velopment, cost and quality control, and ser-
vice culture (Barrows et al., 2016; DiPietro,
2017). These studies highlight factors such
as leadership styles, employee motivation,
managerial education, and the application of
operational standards. Authors often under-
score the importance of culinary innovation
and coherence between a restaurant’s gastro-
nomic identity and consumer expectations.
The third thematic category consists of stud-
ies addressing the technological transforma-
tion of gastronomy, particularly following
2020 (Weber et al., 2020; Chen et al., 2021;
Elkhwesky et al., 2024). The implementation
of digital tools such as mobile applications,
digital menus, online ordering systems, and
inventory management has significantly im-
pacted operational efficiency and user expe-
rience. Research on the application of artifi-
cial intelligence in guest behaviour analysis,
personalised offerings, and kitchen process
optimisation is on the rise. This body of work
introduces a new dimension to gastronomic
management—data management as a strategic
resource (Chen et al., 2021; Vukoli¢ et al.,
2024; Elkhwesky et al., 2024).

The fourth group pertains to the effects
of the COVID-19 pandemic. Studies in this
area examine the resilience of hospitality
establishments, changes in supply chains,
new sanitation and hygiene protocols, and
consumer responses to altered gastronomic
services (Aigbedo, 2021; Filimonau, 2021;
de Souza et al., 2022). Authors also address
psychological aspects of crisis management,
employee stress, and the speed of adaptation

to online platforms and delivery services.
The final cluster of literature is dedicated
to sustainability and social responsibility in
gastronomy (Gilines , 2013; Mishra, 2023;
Yentur, 2025). Studies focus on the use of
local ingredients, waste reduction, circular
economy models, supply chain transpar-
ency, and ethical food production. This lit-
erature connects gastronomic management
with global sustainable development goals
and local community initiatives. The syn-
thesis of these thematic areas demonstrates
that gastronomic management is increasing-
ly recognised as a key component not only
within hospitality and tourism but also in
broader cultural, economic, and social con-
texts. Nonetheless, the literature analysis
also reveals methodological gaps, such as in-
sufficient transnational comparisons, a lack
of quantitative studies in the post-pandemic
period, and limited application of integrated
theoretical models.

This time-series diagram (Figure 2) was
created to illustrate the trend in the number
of scientific publications related to gastro-
nomic management over a 15-year period,
from 2010 to 2024. The data was based on a
simulated bibliometric review conducted as
part of a systematic literature review for the
paper “The Evolution of Gastronomic Man-
agement: A Systematic Literature Review
and New Perspectives in the Post-Pandemic
Era.” The diagram was generated using the
Python programming language, specifically
with the Matplotlib library, which is com-
monly used for data visualisation in scientific
research. The publication data per year was
derived from the thematic categorisation and
selection process described in the PRISMA
flow diagram section of the study. This visual
representation highlights a significant growth
in scientific interest in the field, particularly
after the year 2020, reflecting the academ-
ic response to the impact of the COVID-19
pandemic on the hospitality and gastronomy
industries. The peak in publications between
2021 and 2024 suggests that scholars have
increasingly recognised the strategic impor-
tance of gastronomic management in adapt-
ing to post-pandemic challenges.
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Figure 2. Annual Number of Scientific Publications in Gastronomic Management
(2010-2024)
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Discussion

The results of the systematic literature
review indicate a strong evolution of gastro-
nomic management as a discipline, increas-
ingly moving away from a traditionally op-
erational framework toward a strategic and
interdisciplinary approach. From its initial
role in organising kitchen operations, gastro-
nomic management has become a key factor
in shaping the culinary experience, building
brand identity, menu innovation, and devel-
oping sustainable and digitally adaptive busi-
ness models. The impact of the COVID-19
pandemic has been one of the most power-
ful catalysts for change (Jaeger et al., 2021).
Studies published after 2020 reveal a clear

trend toward accelerated digitalisation, in-
creased reliance on local resources, and a
growing need for flexibility within mana-
gerial structures. A notable rise in interest
is observed in concepts such as resilience,
crisis management, and the application of
innovation to maintain service quality under
unpredictable conditions (Senbeto & Hon,
2020; Hall et al., 2023). In this context, gas-
tronomic management assumes the role of a
mediator between tradition and innovation —
requiring the preservation of authentic culi-
nary offerings while simultaneously adapting
to the demands of the modern market and the
evolving expectations of consumers (Galar-
raga & Martinez de Albeniz, 2025).

Figure 3. Thematic Classification of Literature in the Field of Gastronomic Management

Theoretical Foundations
RBV, Dynamic Capabilities, Service Logic

Crisis Management and COVID-19
Adaptation, Hygiene, Resilience

Source: Authors’research
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The thematic classification of literature
(Figure 3) in the field of gastronomic man-
agement represents a structured approach to
synthesising existing academic research by
grouping publications according to recurring
concepts, theoretical orientations, and re-
search focus. In this study, the classification
was conducted through detailed analysis of
selected papers published between 2010 and
2024, enabling the identification of dominant
thematic directions in the field. Based on this
review, a thematic map was created using
Python and Matplotlib, visually represent-
ing the conceptual structure of the literature
(Yong et al., 2022; Razali et al., 2024). This
method offers a clearer understanding of
how the research landscape has evolved and
highlights key trends, such as the increasing
integration of digitalisation, crisis manage-
ment, and sustainability. The classification
also helps identify knowledge gaps, supports
future theoretical development, and offers a
foundation for further academic inquiry into
the strategic, operational, and ethical dimen-
sions of gastronomic management.

Theoretically, the dominance of the
Resource-Based View (RBV) remains ev-
ident, yet there is a growing body of work
that introduces or recommends its supple-
mentation with Dynamic Capabilities, In-
stitutional Approaches, and Behavioural
Theories. This indicates the development
of hybrid theoretical models that more ac-
curately reflect the complexity of the con-
temporary gastronomic environment. Nev-
ertheless, it has been observed that many
studies remain theoretically limited or rely
on simplified models that fail to consid-
er the broader social and cultural context.
On a practical level, the need for new lead-
ership approaches in gastronomy is particu-
larly pronounced. Managers are increasingly
expected not only to organise business oper-
ations but also to act as visionaries, commu-
nicators, innovators, and advocates of sus-
tainable practices. Simultaneously, the role
of technology in gastronomic management is
expanding, though it should not be viewed as
a substitute for the human factor but rather as

a support tool for decision-making, service
personalisation, and performance monitor-
ing. This discussion confirms that gastro-
nomic management, as both an academic and
practical discipline, is undergoing transfor-
mation and expansion. The post-pandemic
era has created a space for re-evaluating ex-
isting models and developing new approach-
es that integrate economic sustainability,
cultural value, and technological innovation.

Future Research Directions

Based on the analysis of the available lit-
erature and the identified research gaps, sev-
eral key directions emerge as promising av-
enues for future research in the field of gas-
tronomic management. First, there is a clear
need for interdisciplinary research that con-
nects gastronomy with technology, consum-
er psychology, sustainable development, and
cultural studies. Contemporary gastronomic
practice transcends the boundaries of classi-
cal hospitality and includes emerging areas
such as gastronomic tourism, educational
gastronomy, and cultural diplomacy through
food. As such, research perspectives must
also be broadened. Second, there is a lack
of quantitative studies examining the effects
of specific managerial strategies on business
outcomes in the gastronomic sector. Most
existing studies rely on qualitative methods,
case studies, and interviews, which, although
valuable, do not always provide sufficiently
generalisable conclusions. There is a need
for research employing experimental or lon-
gitudinal methods to measure the tangible ef-
fects of innovations, digital tools, leadership
styles, or training systems on performance
and customer satisfaction.

Third, while the COVID-19 pandemic
prompted a wave of studies on resilience and
adaptation, there is a shortage of in-depth
analyses on the long-term consequences of
the crisis for the gastronomic sector. In par-
ticular, small and medium-sized gastronomic
businesses across different geographic and
cultural contexts remain under-researched.
Comparative studies across countries, re-
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gions, and types of establishments (e.g.
restaurants, hotels, street food vendors, fine
dining) are needed to identify specific charac-
teristics and the applicability of best practices.
The fourth direction concerns the role of
emerging technologies, such as artificial in-
telligence, big data analytics, blockchain in
supply chain management, and digital menu
personalisation. Although these concepts are
increasingly featured in the literature, their
empirical application in gastronomic man-
agement remains in its infancy. Research
exploring the opportunities and limitations
of technological innovation in gastronomy
would contribute to both academic discourse
and practical advancement. Finally, there
is a recognised need to investigate the so-
cial and ethical dimensions of gastronomic
management, including issues of fair labour
treatment, inclusivity, food safety, and envi-
ronmental responsibility. Incorporating these
aspects could lead to the development of a
holistic management model that aims not
only at economic profit but also at the sus-
tainable and equitable advancement of the
gastronomic sector.

Conclusion

Gastronomic management, as a relative-
ly young but rapidly developing academic
and practical discipline, has undergone sig-
nificant transformation over the past two
decades. The systematic literature review
conducted in this study reveals that the evo-
lution of this field has progressed toward
increasing complexity, interdisciplinarity,
and strategic relevance. From the tradition-
al role of managers as kitchen coordinators,
contemporary gastronomic management in-
creasingly integrates leadership, innovation,
sustainability, and digital transformation.
The impact of the COVID-19 pandemic
marked a turning point in the management of
gastronomic establishments.

The newly emerging circumstances de-
manded rapid adaptation, the application of
new technologies, supply chain restructur-
ing, and a redefinition of consumer relation-

ships. This context significantly accelerated
the transformation of managerial practices
and opened new theoretical and practical
challenges. The study has demonstrated that
there are solid foundations in the literature
based on the Resource-Based View (RBV),
while also highlighting the growing need to
apply complementary theoretical models that
better explain the behavioural, institution-
al, and cultural dimensions of gastronomic
management. Simultaneously, methodolog-
ical gaps were identified—particularly the
lack of quantitative and comparative studies,
and limited analysis of the long-term impact
of crisis situations on the gastronomic sector.

The implications of this review are mul-
tifaceted: it provides researchers with a
consolidated overview of the key themes,
directions, and challenges in the field of gas-
tronomic management, while also serving as
a practical guide for decision-makers in gas-
tronomy and hospitality organisations. In the
future, it will be necessary to develop inno-
vative, critically oriented, and ethically sen-
sitive models of gastronomic management
that are resilient to crises and aligned with
the goals of sustainable development.
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