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Editorial

Menayumenmy xomenujepcmsy u mypusmy — Hotel and Tourism Management is an open
access peer-reviewed journal which discusses majortrends and developments in a variety of
topics relatedto the hospitality and tourismindustry. The Journal publishes both theoretical
and applied research papers, giving full support to collaborative research efforts taken jointly
by academia and industry. According to its editorial policy goal, Menaymenm y
xomenujepcmey u mypusmy — Hoteland Tourism Management has constantly beenstriving to
increase its quality by promoting the popularisation of science and providing significant
scientific and professional contribution to the development of hospitality and tourism
industry, both in Serbiaand onthe global scale. The Journal is published by the Faculty of
Hotel Management and Tourism in Vrnjacka Banja, University of Kragujevac. Since
launching the Journal in 2013, fourteen issues have been published so far.

Menayumenmy xomenujepcmsyu mypusmy— Hotel and Tourism Management includes the
following sections: Original Scientific Paper, Review Article, Short or Preliminary
Announcementand Scientific Critique. It is published biannually. The Journal offers an open
access of its contents, which makes research results more visible to a wider international

academic community. All articles are published in English andundergoa double-blind peer-
review process.

The main aspects taken into consideration in paper evaluation are the originality of the study,
contributionto thetheory and practiceand the use of grammar and style (either American or
British English are accepted). The expected turn-around period is one to two months
following the date of receipt. The crucial requirements for the submission of a manuscriptare
that the manuscript has not been published before, nor is it under consideration for
publicationelsewhere. The manuscript will be initially checked to ensure that it meets the
scope of the Journal and its formal requirements. Submitted content will be checked for
plagiarism. The provided names and email addresses will be used exclusively for the
purposes stated by the Journal and will not be made available forany other purposeorto any
other party.

The Journal has a reputable international editorial board comprising experts fromthe United
States, the United Kingdom, the Russian Federation, Spain, Italy, Mexico, Japan, Kuwait,
India, Poland, Slovakia, Romania, Finland, Lithuania, Moldova, Greece, Slovenia, Bulgaria,
Serbia, Croatia, Montenegro, North Macedonia, Bosnia and Herzegovina.

I am glad to announcethat Menaymenmy xomeaujepcmey u mypusmy — Hotel and Tourism
Management is indexed in ERIHPLUS (European Reference Index for the Humanities and
the Social Sciences), CEEOL (Central and Eastern European Online Library), DOAJ
(Directory of Open Access Journals), EBSCO (EBSCO Information Services), Ulrich's Web

(Ulrich's Periodicals Directory), SCIndeks (Serbian Citation Index), CNKI (China National
Knowledge Infrastructure), WorldCat and Google Scholar databases.

I would like to use this opportunity to express my deep gratitude to the authors, reviewers,
and members ofthe Editorialand Publishing Boards for their devoted time and efforts that
have contributed to the development of our Journal. Atthe end, lam pleased to invite you to
lookinto the latest research in the fields of hospitality and tourism presented in the current
issue.

Editor in Chief
prof. Drago Cvijanovi¢, Ph.D.
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Odeny, J. A. etal. — The role of procurement procedures in environmental management: A case study of classified
hotels in Mombasa County, Kenya — Hotel and Tourism Management, 2020, Vol. 8, No. 1: 11-23.

Original Scientific Paper UDC: 338.48-6:502/504(676.2)
doi: 10.5937/menhottur2001011A

The role of procurement procedures in environmental
management: A case study of classified hotels in
Mombasa County, Kenya

Jane Akinyi Odeny"’, Shem Maingi?, Joseph Kurauka®

! Machakos University, Department of Hospitality Management, Machakos, Kenya

? Kenyatta University, Department of Hospitality and Tourism Management, Nairobi,
Kenya

¥ KenyattaUniversity, Department of Environmental Studies and Community Development,
Nairobi, Kenya

Abstract: This paper sought to examine the role of procurement procedures on
environmental management. It adopted a cross-sectional descriptive research design that
involved collecting and analyzing data of observations about the role of procurement
practices onenvironmental managementfroma representative sample of managerial staff of
classified hotelsin Mombasa County, Kenya. The data collected was primary data. It was
collected fromstaffin 69 hotels in Mombasa County, Kenya. The research used stratified
random sampling technique where the employees were categorised into seven strata of
general/assistant managers, food and beverage managers, executive chef, procurement
officers, maintenance managers, receiving managers and housekeepers. Fromeach of the
stratum, a random sample was identified. The study employed Yamane’s formula to
determine the sample size. The study determined that procurement procedures influenced
environmental management. The study also determined that some of the procurement
procedures were perceived to have a greater influence than others. The most influential
procurement procedure on environmental management is tendering adverts that attract
suppliers offering environmentally friendly products, while the least influential is assessing
the impact of suppliers on the environment prior to purchasing.

Keywords: procurement procedures, environmental management, classified hotels
JEL classification: Z32, Q56

Uloga postupaka nabavke u upravljanju Zzivotnom
sredinom: Studija sluaja Kkategorisanih hotela u
okrugu Mombasa, Kenija

SaZetak: Rad ima za cilj da ispita ulogu procedura nabavke u upravljanju Zivotnom
sredinom. Kori§ ¢en je deskriptivni istrazivacki pristup koji je ukljuio prikupljanje i analizu
podataka o zapazanjima reprezentativnog uzorka rukovodeceg osoblja kategorisanih hotela u
okrugu Mombasa u Keniji o ulozi nabavke u upravljanju zivotnom sredinom. Prikupljeni
podaci su primarnog karaktera. Podaci su prikupljeni ispitivanjem osoblja u 69 hotela u
okrugu Mombasa u Keniji. U istrazivanju se koristila stratifikovana tehnika slucajnog
uzorkovanja gde su zaposlenikategorisani u sedamnivoa generalnih menadzera i pomoénika
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direktora, menadzera hrane ipica, §efa kuhinje, sluzbenika nabavke, menadzera odrzavanja,
menadzera za prijem i upravitelja domacinstva. Iz svakog nivoa je identifikovan nasumicni
uzorak. U studiji se koristila Yamane-ova formula za odredivanje veliine uzorka.
Istrazivanje je potvrdilo da procedure nabavke uticu na uprav ljanje zivotnom sredinom.
Istrazivanje je, takode, potvrdilo da nekiod postupaka nabavke imaju veéi uticaj od drugih.
Postupak nabavke sanajve¢imuticajemna upravljanje zivotnom sredininom je raspisivanje
tendera koji privlace dobavljace koji nude ekoloske proizvode, dok procena uticaja
dobavljaca na okruzenje pre kupovine ima najmanji uticaj.

Kljuéne reci: procedure nabavke, upravljanje zivotnom sredinom, kategorisani hoteli
JEL klasifikacija: 232, Q56

1. Introduction

The Hospitality and Tourismindustry is very important to the Kenyan economy. Kenya
earned 96 billion shillings from foreign exchange, contributed 8.3 per cent in employment
countrywide in 2012 (KNBS, 2016, p. 38). Kenya Tourism Federation (2014), explains that
hospitality sector is one of the biggest producers of waste food. However, the report
observed that 40-60% of the hotels located on the Coastal region do not have green
management supply design. This has led to hips of garbage and litter in the environment,
which has resultedto highcarbonemissions that are harmfulto both fauna and flora. Kenya
TourismFederation (2014) specifies that, Kenya in particular, generates tons of waste each
year. The Sustainable TourismReport (2013), cautions that, “the survival of the Hospitality
and Tourismindustry depends on environmental conservation” (p. 55).

Procurement Procedures are a necessary component of Supply Chain Management (SCM).
“Itreflects the need to include suppliers as part of the implementation of environmentally
sound practices for materials management and purchasing processes and procedures,
tantamountto greening the supplier” (Srivastava, 2005, p. 75). Procurement procedures are
measured thetechniques used in acquiring raw materials, suppliers who are able to source
environmentally friendly materials and materials such as organic and natural products
applied by the hotels. Knudsen (2013) notes that“supply chain management practices are the
integrationofimprovement of the environment and curbing of natural risks” (p. 18). Wu et
al. (2012) explains that supply chain management practices are actions, procedures,
processes and activities that are friendly to the environment. Environmental responsibility
has lately become a corporate issue as it has drawn special attention especially in the hotel
industry (Khisa, 2011).

There are three levels of SCM practices proposed to result from different combinations of
drivers and supply chain management practices. When a firm is motivated mainly by internal
and externaldrivers and possesses low supply chain capabilities, we expect internal (mainly
manufacturing), reactive or ‘end-of-pipe’ green practices, where a firmtries only to ‘clean’
negativeenvironmental impacts with minimum implementation of proactive practices. The
studyaimed at investigating the role of supply chain management practices in environmental
management in classified hotels in Mombasa County, Kenya. Thus, this study was based on
the following hypothesis: there is no significant relationship between the procurement
procedures and environmental managementin classified hotels in Mombasa County, Kenya.

2. Literature review

“A firm’s procurement systemis a vital component of a company’s supply chain system”
(Jankovi¢ & Krivaci¢, 2014, p. 15). “Typically, a company’s procurement function is
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subdividedinto strategic and operational processes sinceactivities and priorities in these two
areas are entirely different” (Amemba, 2013, p. 36). Due to the importance of procurementin
an organization, some organizations have enhanced their procurement processes by adopting
new systems such as e-procurement that is used in conjunction with the changed
technologies of electronic trade such as archive imaging, work process management,
announcement boards and email to empower businessprocess reengineering. Organizations
acquisition enables purchasers to buy goods and services using various facilities in an
assortmentofforms. Most importantly, parastatals see acquirement as a decent chance to
upgradeand enhance productivity in obtainment proceduresamongpeople in general sector
bodies. These procedures are exceptionally directed, with specific rules for advertising
obtainment needs.

As accurately featured by Siem (2005), governmentprocurement procedures could beguided
by three fundamental principles: everysingle interested gathering in all part states musthave
an equivalentchance to submit tenders, allenquiries mustget equivalent treatment keeping
in mind the end goal to wipe out discrimination on the grounds of the nationality of the
contractual worker or the starting point of the goods/services and each of the offering and
honor procedures must include the utilization of target criteria. “With these combinations, e-
procurement can give rise to a number of benefits to an organization and to the strategic
position of a firmsuch that it will consolidate purchasing practices that will prompt more
prominent discounts and better service from suppliers, quicken the stream of critical data
between the purchaser and supplier, decrease administrative hours, liberating themup to do

other work and furthermore helps to respond rapidly to very aggressive new market entrants”
(Chiu & Hsieh, 2015, p. 114).

Wau et al. (2012) assert that policy makers are increasingly showing interest in unethical
processes that transpire in the procurementfront since little progress has been achieved. To a
competentsupply organization, the award of tender should ensure effective delivery of goods
of cost, time and quality standard. It is generally accepted thatthe main goals in any supply
are budget, schedule and quality (Perry & Sohal, 2009). Meeting goals related to cost,
schedule, quality and safety is the overall success ofa supply. To ensure performance of the
supplyin relation to the above-mentioned variables is therefore the objective oftaking all the
required precautions and due processes in the selection of supplier to execute a market
tender.

Hoske (2015) proposes prequalifying of suppliers beforethe process of bidding to ascertain
theirability to meet project and client objectivesas a method of improving performance on
construction. Thus, capable, competent and competitivesuppliers’ prequalification is key to
determining the awarding of tenders. The tendency of suppliers to be sophisticated is a fact
and it is therefore necessary to explore the effect of service delivery by supplier’s
prequalification. When procedures and procurement standards are stipulated, the
competencies types of procurement operations staff are affected indirectly by the legal
framework. However, some cases are different, as in the US procurement legal frameworks
accordingto lllinois Public Higher Education Procurement where quality and type of staff
competencies by implication are suggested openly (Manyara & Jones, 2007).

Accordingto Mensah (2016), the Kenyan procurement management heavily suffers from
unethical practices and it is thus necessary to make ethical considerations in order to re-
establish public trust. Green et al. (2012) asserts that the most common challenge
undermining the battle against corruption is the maintenance of secretive relationships in
procurement. Corruption and conflict of interest, among other deceptive practices in
procurementposeissues thatare damaging to the purchasing department itself, relations with
other departments, and suppliers.
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3. Materials and methods

This study adopted a cross-sectional descriptive research design that involved collecting and
analyzing data of observations about the role of procurement practices in environmental
management from a representative sample of managerial staff of classified hotels in
MombasaCounty, Kenya. Kothari (2004) asserts that “cross-sectional descriptive surveys
are useful in establishing practices, attitudes, knowledge and beliefs of either an entire
population or a subset” (p. 18). Data was collected from individuals selected.

The collected data was primary ones, collected fromstaff in 69 hotels in Mombasa County,

Kenya. These hotels were identified using a list developed by the Tourism Regulatory
Authority in Kenya.

The unit of analysis was the managerial staff, supervisors and housekeepers. The
management was targeted as they are well informed of the procurement practices at the
policy implementation levelwhile the housekeepers ensure thedaily operations of the hotel
in relation to environmental managementin their hotels. Table 1 shows the stratadistribution
in the hotels.

Table 1: Target population distribution

Section Managers = **Clafif 'edff,tils 1 Population
General or AssistantManagers | 15 | 20 | 17 15 2 69
Food and Beverage Managers | 0 0 17 15 2 34
Executive Chef 0 0 17 15 2 34
Procurement Managers 0 0 17 15 2 34
Maintenance Managers 0 0 0 15 2 17
Receiving Managers 0 0 0 15 2 17
Housekeepers 0 0 2 15 2 19
Total (N) 15 [ 20 | 70 105 14 224

Key (Hotel rating): * One-star, ** Two-star, *** Three-star, **** Four-star, ***** Five-star
Source: Author’s research, 2017

The researchusedstratified randomsampling. This techniquefits the study as it gives each
element within each stratuman equal probability of being selected (Denscombe, 2008). From
each stratum(Table 1),a randomsample was identified. Collecting data fromeach stratum
ensured representativeness of the sample, while random selection within the strata reduced
biasness in selecting the respondents. The study adopted Yamane’s formulae (equation 1) to
determine an adequate sample size, n, of the survey (Yamane, 1967):

n=-—— @)

Where: LN(e?

n is the optimum sample size,
N - the number of managerial staff in the classified hotels in Mombasa County (224),
e - the probability of error (i.e. the desired precision, i.e. 0.05 for 95% confidence level).

Sample size, n:
p 177 = 224

1+224(0.05)2 )
To minimize bias so as to ensure thereliability and validity of the findings, a proportionate
sample for each segment of the stratumwas identified as shown in Table 2.
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Table 2: Sampling frame

Sections Population Sample size Percentage
General/ Assistant managers 69 53 31
Food and beverage managers 34 26 15
Executive Chef 34 26 15
Procurement managers 34 26 15
Maintenance managers 17 13 8
Receiving managers 17 13 8
Housekeepers 19 15 8
Total 224 172 100

Source: Author’s research, 2017

A non-structured questionnaire is a questionnaire where the listing of questions is in a
prearranged order and where the purpose of the data is revealed to the respondents. The
choice ofthree instruments was to ensure triangulation was achieved. Most of the questions
were close-endedto allow easy coding, faster responses and direct research to relevant and
desirable variables hypothesized as possible challenges. The 5-point Likert type scale was
adopted for the study. “The Likert scale used was 1=strongly disagree, 2=disagree, 3=
indifferent (neutral), 4= agree and 5=strongly agree” (Denscombe, 2008, p. 34). The
rationale for choosing the questionnaire as the research instrument was primarily due to its
practicability, applicability to the research problemand the size of the population. It is also
cost effective (Denscombe, 2008). The questionnaire was organised into two parts; the first
part sought information on therespondent’s demography, which included their job category,
length oftime in the hotel, the operational time ofthe hotelas well as its rating. The second
section, i.e. part B, contained the questions related to supply procurement practices.

A pretest was done to eliminate possible flaws in data collection procedures. Some
questionnaires were distributed to managerialand support staff in hotels of similar caliber in
Nairobi County. Eleven questionnaires were collected for scrutiny before the data in them
was analyzed (Table 3). Mugenda and Mugenda (2003) state that a “relatively small sample
of 10 to 20 respondents can be chosen fromthe population during piloting which is not
included in the sample chosen for the main study” (p. 55).

Table 3: Hotels sampled and response rate

Classification (Hotel rating) Questionnaires issued Questionnaires received
per hotel
* 4 3
** 4 2
**x 4 2
*kkkx 4 2
*kkkk 4 2
Total 20 11

Source: Author’s research, 2017

Reliability was estimatedusing Cronbach’s Alpha Coefficient. A reliability ofat least 0.70 at
a=0.05 significance level of confidenceis acceptable (Coopper & Schidlers, 2003). Table 4
shows the reliability analysis table. The universally acceptable Likert scale items were used
in gathering data to enhance criterion validity. The help of an expert was sought in their
preparation to ensure content validity.
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Table 4: Reliability analysis

Dimension Cronbach’s Alpha Evaluastétl)(r;rt;ansed >
Reliability Coefficients (2000)
Procurement procedures 0.962 Acceptable

Source: Author’s research, 2017

In total 172 questionnaires were administered through direct interaction with the

respondents. However, in a case where the collection of data through face to face proved
difficult, the researcher used the drop and pick method.

Statistical Package for Social Sciences (SPSS) was usedto analyze the data. Mostofthe data
was analyzed by use of descriptive statistics. Chi-square was employed to establish a
relationship betweenvariables. A repeated measure ANOVA was conducted to examine the
influence of seven procurement procedures on environmental management in classified
hotels using Likert scale values where 1 = not at all influential, 2 = slightly influential, 3 =
somewhat influential, 4 = very influential and 5 = extremely influential. Table 5 shows
Measurement of Constructs.

Table 5: Measurement of constructs
Objectiwe Scaling
To examine the influence of procurement procedures on .
environmental management in classified hotels within ° Ordlr_mal
Mombasa County, Kenya. *  Nominal
Source: Author’s research, 2017

The hypothesis was tested using Chi-square analysis. This analysis was used in order to
establish theexistence of an association between variables: Phi=0.000 an association exists.

4. Results and discussion

This section presents thefindings and discussions onthe roles of procurement procedures in
environmental management of classified hotels in Mombasa County in Kenya.

Table 6 shows dataon the number of hotels sampled and the response rate. According to
Chege (2012, p. 25) and Chan et al. (2015, p. 51), “a survey with an overall response rate of
more than 59 percent shows the success of the survey”. The response rate was 61%.

Table 6: Hotels sampled and response rate

e . . Total . .
Classified Questionnaires . . Questionnaires
hotels Number issued per hotel questionnaires received

issued
* 15 2 30 27
*x 20 2 40 30
Fookk 17 3 51 24
Fokokk 15 3 45 18
*kkk*k 2 3 6 6
Total 69 172 105

Source: Author’s research, 2017

Data on the management positions held by the participants indicated that they worked in
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eight managementpositions in the classified hotels. The findings showed that the number of
respondents in the various positions varied as presented in Table 7.

Table 7: Data on the management positions held by the participants

Management position Frequency Percent
General/assistant general manager 21 20.0
Food and beverage manager 15 14.2
Executive chef 13 12.3
Procurement/supplies manager 15 14.2
Maintenance manager 11 104
House-keeping manager 12 11.6
Front office manager 8 7.8
Marketing manager 10 9.5
Total 105 100.0

Source: Author’s research, 2017

This is in line with Carter’s (2014) view that support from middle level managers in
organizations is key to successful implementations of GSCM practices.

Figure 1 shows the length of time served by the participants in the classified hotels.
Accordingto Murutu (2016) the working experience of the workforce positively correlates
with successful supply chain performance given the fact that the members of an organization
have significant information ona firm’s overall procurement strategy. Consequently, they
could be assumed to understand well the hotels procurementpracticesand the environment.

Figure 1: Length of time served by the participants in the classified hotels
9.5% 1.9%

23.8%
24.8%

40.0%

M Below 5 years Between 6-9 years
B Between 10-14 years M Between 16-19 years

Above 20 years

Source: Author’s research, 2017

Figure 2 shows thatmost of the classified hotels (39%) had beenin operation for a period of
between 16to 19 years, while 2% had been in operationfora period ofabove 20 years. This
shows that the classified hotels had been long in existence and this made the hotels
conducive for the study.
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Figure 2: Length of time the classified hotels have been in operation

Above 20 years
Between 16-19 years 39.0%
Between 10-14 years

Between 6-9 years

Below 5 years

0.0% 10.0% 20.0% 30.0% 40.0% 50.0%

Source: Author’s research, 2017

Figure 3 shows the starrating ofthe hotels under study. A majority of the hotels are 2-star
hotels.

Figure 3: The Star ratings of the classified hotels
6%

17% 26%

23%

\29%

M One Star = Two star ®m Three star W Four star W Five star

Source: Author’s research, 2017

Figure 4 shows the 1SO 9001 certification status of the classified hotels. 1SO certification
requires adherence to laid down environmental protection procedures.

Figure 4:1SO 9001 certification status of the classified hotels
94%

100%
80%
60%
40%

20% 6%
0% L ——
Certified Not certified

Source: Author’s research, 2017
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Table 8 shows the descriptive statistics of the influence of procurement procedures on the
environmental management.

Table 8: Descriptive statistics of the influence of procurement procedures on environmental

management
Strongly |~ Strongly]
disagree Disagree|Neutral|Agree agree
Procurement procedures | F [|%| F (%] F |%|F |%]| F | % |Mean S.td'.
Deviation

Tenderingadverts that
attract suppliers offering
environmentally
friendly products
Assessing of suppliers
on environmentally - |- - |-| 6 |6(81|77{17|16| 279 [ 0.583
friendly practices
Having suppliers
comply with acceptable
environmental
certification standards
All'bidders meet
environmental - - - |- - 1-189|85]16]15| 3.12 | 0.804
certification standards
Assessingthe impact of
supplierson the
environmentpriorto
purchasing

Only purchasing from
suppliersselling
environmentally
friendly products
Total 209 | 4.783

Average 299 | 0.683
Source: Author’s research, 2017

1 (1] 3 |3|11|10(53(50|37(35| 319 | 0.785

1 |1 2 (2] 9 |9|63|60/21|20| 298| 0.693

- |- - |- 9 1972|6924 (23| 284 | 0.600

1 |1 1 (1]19|18|61|58|23|22| 286 | 0.501

The descriptive statistics indicated that overall, respondent perceived all the procurement
procedures to influence environmental management in the classified hotels. The survey
conductedrevealedthat majority ofthe respondents (85%) agreed that all bidders that met
environmental certification standards influenced environmental management; 77% agreed
that assessing suppliers on environmentally friendly practices influenced environmental
management; 69% agreed that assessing the impact of suppliers onthe environment prior to
purchasinginfluenced environmental management. Furthermore, 60% agreed that having
suppliers comply with acceptable environmental certification standards influenced
environmental management; 58% agreed that only purchasing from suppliers selling
environmentally friendly products influenced environmental management; 57% agreed that
having bidders that met environmental certification standards influenced environmental
management and 50% agreed that tendering adverts that attracted suppliers offering
environmentally friendly products influenced environmental management.

Housekeepers where asked to explain the importance of sustainable development for the
hotelindustryin general. Accordingto the responses, given sustainable development has
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enhanced purchasing of only environmentally friendly products by the hotels, has enhanced
environmentally friendly production processes and has reduced harmful emissions and
pollution control in the hotels. One of the interviewees said: “Sustainable development for
the hotel industry is the best thing for this country in the realization of vision 2030 and
boosting of local tourism and the economy”.

Thefindings agree with various arguments. “Environmental management issues have been
important to the hotels” (Knudsen, 2013, p. 36). The availability, characteristics, knowledge,
ambitions, equipmentand actions of the suppliers can have an impact on purchasing and
green purchasing especially by hotels (Knudsen, 2013). The result concurs with Trochim
(2001) argument that the main sustainable procurementstrategies include supplier capacity
development, sustainability criteria in contract, vendor assessment and sustainable supply
roles. Sarkis’s (2001) argument that sustainable procurement strategies should be supported
by clear lines ofaccountability, with incentives and penalties for delivery, are intended for
the classified hotels having bidders that meet environmental certification standards, having
suppliers comply with acceptable environmental certification standards, having all bidders
meet environmental certification standards, assessing the impact of suppliers on the
environmentprior to purchasing and on environmentally friendly practices. The findings
about the influence of only purchasing from suppliers selling environmentally friendly
products agreewith Butler’s (2015) view that “companies need to monitor the environmental
impact of suppliers, and develop an environmental purchasing policy thataims to reduce the
environmental impact of their own and their suppliers activities, goods and services
(otherwise known as ‘green buying’)” (p. 25).

The respondents ranked the procurement policies and regulations as they were applied in
theirhotels. Table 9shows thatmajority of the respondents (42%) ranked training of staffon
the procurement policies as the highest procurement policy. Involvement of suppliers in
ensuring compliance with procurement policies was ranked lowest at 6%.

Table 9: Application of procurement policies in the classified hotels

Procurement procedures Frequency | Percentage
Favouring local products that comply with existing 29 o8
regulations where possible
Purchasing appliances and other equipment that are 17 16
designed for minimum water and energy consumption
Training staff on the procurement policies set by the hotel 4 40
industry
Involving suppliers in ensuring compliance with 6 6
procurement policies by the hotel
Preference of products with recyclable packaging 11 10
Total 105 100

Source: Author’s research, 2017

These resultsalsosupport Chiu and Hsieh’s (2015) opinion that “procuring organizations are
more seriously involved in designing and implementing sustainable procurement policies
focusingon how environmental issues and issues relating to other aspects of the sustainable
development pillars (society and economy) can be integrated in the procurement with a view
to enhance their supply chain performance” (p. 63). The findings also showed that the
influence of these procurement procedures was perceived to differ on the environmental
management of the classified hotels.

A Chi-Square test was run to determine therelationship betweenthe procurement procedures
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and environmental managementin classified hotels in Mombasa County, Kenya. The results
are shown in Table 10.

Table 10: Chi-test for procurement procedures and environmental management

\I,r;?iesslr;dent Hypothesis CCAIZ% P VS aII% . Result Decision
Procurement Hor:
Procedures Ho1 0.028 0.05 0.028<0.05 rejected

Source: Author’s research, 2017

Table 10 shows at 95% confidence level, the Null Hypothesis (Ho,:) yielded Pearson’s P-
value <0.05, hence, the Nullhypothesis (Ho;: There is no significant relationship between
the procurement procedures and environmental management in classified hotels in Mombasa
County, Kenya) was not accepted. Consequently, the alternative hypothesis (There is a
significant relationship between the procurementprocedures and environmental management
in classified hotels in Mombasa County), Kenya was accepted.

5. Conclusion

Thefindings indicate that procurement procedures influence environmental management.
However, some of the procurement procedures were perceived to have greater influence than
others. The most influential procurement procedure on environmental management was
tenderingadverts thatattract suppliers offeringenvironmentally friendly products while the
least influential one was assessing the impact of suppliers on the environment prior to
purchasing. The overall survey findings revealed that the respondents perceived the
following parameters to havean influence on environmental management in the classified
hotels:tendering adverts that attract suppliers offering environmentally friendly products,
having bidders that meet environmental certification standards, assessing of suppliers on
environmentally friendly practices, having suppliers comply with the acceptable
environmental certification standards, all bidders meet environmental certification standards,
assessing the impact of suppliers on the environmentprior to purchasing and only purchasing
from suppliers selling environmentally friendly products.

The purpose of this paper was to examine the role of procurement procedures in
environmental management. The study concluded that procurement procedures influenced
environmental management. The study recommends that hotels should embrace all the
procurementprocedures thatcontribute to environmental management so as to enjoy their
benefits, in particular, tendering adverts that attract suppliers offering environmentally
friendly products. The hotels should alsobe encouragedto carry out an impact assessment of
the suppliers on the environment prior to purchasing.

Acknowledgments

Special appreciation to Mr. Silvanus Mukai for the special aid he accorded us in coming up
with this paper and to our colleagues for the pieces of advice they gave no matter how
small.

References

1. Amemba, M. (2013). Logistics & supply chain management (41st ed.). London, United
Kingdom: Pearson Education.
2. Butler,J. (2015). The compelling “hard case” for “green” hotel development. Cornell

21




Odeny, J. A. etal. — Therole of procurement procedures in environmental management: A case study of classified
hotels in Mombasa County, Kenya — Hotel and Tourism Management, 2020, Vol. 8, No. 1: 11-23.

Hospitality Quarterly, 49(3), 234-244. https://doi.org/10.1177/1938965508322174

3. Carter, C. (2014). Socialresponsibility andsupply chain relationships. Transportation
Research Part E: Logistics and Transportation Review, 38(1), 37-52.
https://doi.org/10.1016/S1366-5545(01)00008-4

4. Chan,W.Wong,K., & Lo, J. (2015). Hong Konghotels’ sewage: Environmental cost
and saving technique. Journal of Hospitality & Tourism Research, 33(2), 329-346.
https://doi.org/10.1177/1096348009338525

5. Chege,E. (2012). Greensupply chain management and supply chain performance of
private hospitals in Nairobi Kenya (Unpublished MBA project). University of Nairobi,

Kenya.
6. Chiu, J.-Z., & Hsieh, C. C. (2015). The impact of restaurants’ green supply chain
practices on firm performance. Sustainability, 8(1), 1-14.

https://doi.org/10.3390/su8010042

7. Cooper, D., & Schindler, P. (2003). Business research methods (8th ed.). New York,
USA: McGraw-Hill.

8. Denscombe, M. (2008). Communities of practice: A research paradigm for the mixed
methods approach. Journal of Mixed Methods Research, 2(3) 270-283.
https://doi.org/10.1177/1558689808316807

9. Green, K. W., Zelbst,P.J., Meacham, J., & Bhadauria, V. S. (2012). Green supply chain
management practices: Impact on performance. Supply Chain Management, 17(3), 290
305. https://doi.org/10.1108/13598541211227126

10. Hoske, S. (2015). Benchmarking supply chain sustainability: Insights froma field study.
Benchmarking: An International Journal, 18(5), 705-732.
https://doi.org/10.1108/14635771111166839

11. Jankovi¢, S., & Krivacic, K. (2014). Environmental accounting as perspective for hotel
sustainability: Literature review. Tourismand Hospitality Management, 20(1),103-120.

12. Kenya TourismFederation (2014, February). Daily Nation Newspaper: Statement by the
Kenya tourism industry. Nation Media Group Ltd, Kenya.

13. Khisa,J. (2011). Green procurement in public sector a case of parastatals in Kenya
(Unpublished MBA project). University of Nairobi, Kenya.

14. KNBS (Kenya National Bureau of Statistics) (2016). Economicsurvey. Nairobi, Kenya:
Government Press.

15. Knudsen, D. (2013). Improving procurement performance with e-business mechanisms.
PhD thesis, Lund University, Sweden.

16. Kothari, C. (2004). Research methodology: Methods and techniques (2nd Revised). New
Delhi, New Age International (P) Ltd.

17. Manyara, G., & Jones, E. (2007). Best practice model forcommunity capacity-building:
A case study of community-based tourismenterprises in Kenya. Tourism, 55(4), 403~
415.

18. Mensah, 1. (2016). Environmental management practices among hotels in the greater
Accra region. International Journal of Hospitality Management, 25(3), 414-431.
https://doi.org/10.1016/j.ijhm.2005.02.003

19. Mugenda, O., & Mugenda, G. (2003). Research methods: Quantitative and qualitative
approaches. African Centre for Technology Studies.

20. Murutu, T. (2016). Green supply chain implementation: Best practices and challenges.
AIBUMA conference, School of Business, University of Nairobi.

21. Perry,J., & Sohal, H. (2009). Creating a green supplychaininformationtechnology as
an enabler for a green supply chain. Retrieved April 30, 2020 from
https://www.semanticscholar.org/

22. Sarkis, J. (2001). Manufacturing’s role in corporate environmental sustainability:
Concerns forthe new millennium. International Journal of Operations and Production
Management, 21(5/6), 666—686. https://doi.org/10.1108/01443570110390390

22


https://doi.org/10.1177/1938965508322174
https://doi.org/10.1016/S1366-5545(01)00008-4
https://doi.org/10.1177/1096348009338525
https://doi.org/10.3390/su8010042
https://doi.org/10.1177/1558689808316807
https://doi.org/10.1108/13598541211227126
https://doi.org/10.1108/14635771111166839
https://doi.org/10.1016/j.ijhm.2005.02.003
https://www.semanticscholar.org/
https://doi.org/10.1108/01443570110390390

Odeny, J. A. etal. — The role of procurement procedures in environmental management: A case study of classified

hotels in Mombasa County, Kenya — Hotel and Tourism Management, 2020, Vol. 8, No. 1: 11-23.

23.

24,

25.

26.

27.

28.

Siem, T. (2005). Supply chain management: The science of better, faster, cheaper.
Southwest Economy, 2, 7-12.

Srivastava, S. K. (2005). Profit driven reverse logistics. International Journal of
Business Research, 4(1), 53-61.

Sustainable Tourism Report (2013). Our common future: Report of the World
Commission on Environment and Development.

Trochim,J. (2001). The relationship between top managers’ environmental attitudes
and environmental managementin hotel companies. Virginia Polytechnic Institute and
State University, Virginia.

Wu, M., Ye Bi, H.,, Cai, J., & Huang, Z. (2012). The relation between consumer
behavior toward environmental protection and their hotel preference. Study of
Environment and Management, 4(2), 61-81.

Yamane, T. (1967). Statistics: An introductory analysis (2nd ed.). New York: Harper
and Row.

Received: 16 March 2020; Sent for revision: 30 April 2020; Accepted: 17 May 2020

23



24



Filipovié, J., Sapié, S. —Theimpact of consumers’ traveling and media activities on consumer behaviour towards
purchasing global brands — Hotel and Tourism Management, 2020, Vol. 8, No. 1: 25-35.

Original Scientific Paper UDC: 338.487:658.626
doi: 10.5937/menhottur2001025F

The impact of consumers’ traveling and media
activities on consumer behaviour towards purchasing
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Abstract: The main objective of this research is an analysis of the impact that consumer
traveland the presence of global brands in the media have on the attitudes and intentions
which consumers have regarding the purchase of these brands. In orderto analyse previously
mentioned relationships between the variables, an empirical study was conducted as well as
statistical analysis of the obtained data. Testing of hypotheses and relationships between
variables was performed using structural equation modelling (SEM). The research results
indicate that consumer travel and media activities of global companies have a positive and
statistically significant impact on attitudes which consumers have regarding the purchase of
global brands, and that attitudes have a very strong and positive impact on consumers'
intentions regarding future purchases of global brands. In addition, it has been found that
female consumers, youngerand middle-aged consumers, as well as consumers with higher
levels of education are more prone to form intentions regarding the purchase of global
brands. The study contributes to theexisting scientific literature in the field of international
marketing and brand management, sincethere are a certain number of papers in the field of
globalbranding in the foreign scientific literature, while in the domestic scientific literature
the mentioned area is relatively unexplored.

Keywords: global brand, consumer travel, media activities, attitudes and behavioural
intentions
JEL classification: M31

Uticaj putovanja potrosaca i medijskih aktivnosti
kompanija na ponaSanje potrosaca prema Kkupovini
globalnih brendova

Sazetak: Predmet ovog radajeste analiza faktora koji ostvaruju uticaj na stavove i namere
potrosaca prema globalnimbrendovima. Shodno tome, osnovni cilj ovog istrazivanja jeste
analiza uticaja putovanja potroSaca, kao iprisustva brendova u medijskim aktivnostima, na
stavoveinamere potrosaca u pogledu kupovine globalnih brendova. Radi analize prethodno
spomenutih veza izmedu posmatranih varijabli, sprovedeno je empirijsko istrazivanje, kao i
statisticka obradadobijenih podataka. Testiranje hipoteza iutvrdivanje veza izmedu varijabli
izvr§eno je putemmodela strukturalnih jednacina (SEM). Rezultati istrazivanja ukazuju da
faktori putovanja potro$aca i medijske aktivnosti globalnih kompanija imaju pozitivan i

* jovanagolo@kg.ac.rs
** The article was presented in the previous versionat a scientific conference of the Serbian
Marketing Association in the form of an oral announcement (under the same title).

25


file:///C:/Users/Korisnik/Downloads/jovanagolo@kg.ac.rs

Filipovié, J., Sapié, S. — The impact of consumers’ traveling and media activities on consumer behaviour towards
purchasing global brands —Hotel and Tourism Management, 2020, Vol. 8, No. 1: 25-35.

statisticki znacajan uticaj na stavove koje potro§aci imaju u pogledu kupovine globalnih
brendova, kao ida stavoviimaju veoma jak i pozitivan uticajna namere koje potrosaci imaju
upogledu buduée kupovine globalnih brendova. Pored toga, utvrdeno je da su potro$aci
zenskog pola, potrosaci mlade isrednje starosne grupe, kao i potrosaci sa viSimnivoom
obrazovanja skloniji formiranju namera u vezi sa kupovinom globalnih brendova.
Istrazivanje predstavlja doprinos postoje¢oj nauc¢noj literaturi iz oblasti marketinga i brend
menadzmenta, s obzirom da u stranoj nauc¢noj literaturi postoji odredeni broj radova iz
oblasti globalnog brendiranja, dok je u domaéojnauénoj literaturinavedena oblast relativno
neistrazena.

Kljuéne reci: globalnibrend, putovanja potrosaca, medijske aktivnosti kompanija, stavovi i
namere potroSaca
JEL klasifikacija: M31

1. Introduction

Globalization is result of factors including “worldwide investment, production and
marketing, advances in telecommunication technologies andthe internet, increases in world
travel and the growth of global media” (Alden et al., 2006, p. 227; Holt et al., 2004). Some
authors (e.g., Hannerz, 1990; Levitt, 1983) have claimed that “these trends cause the
formation ofa global consumer culture” (Aldenetal., 1999, p. 76). This culture is described
as “interest in global products and brands and by global consumer segments with similar
interests in products and consumption activities that associate similar meanings with certain
places, people, and things” (Nijssen & Douglas, 2011, p. 114). In accordance with that, in the
marketing literature since the 80's onwards, there is an emphasized homogenization at the
global level of consumers' needs, desires and tastes (Levitt, 1983). Consequently,
multinational and global companies are increasingly offeringstandardized, global products
and services (Keillor et al., 2001). Global companies develop global brands, which, “from
supply side, can create economies of scale and scope in research and development,
manufacturing, sourcing, and marketing for these companies, and from demand side, global
brands, with their consistent positioning, may benefit from a unique perceived image
worldwide” (Ozsomer & Altaras, 2008, p. 1).

Global brands canbe defined as the “brands that consumers can find under the same name in
multiple countries with generally standardized and centrally coordinated marketing
strategies” (Ozsomer, 2012, p. 72; Schuiling & Kapferer, 2004; Steenkamp et al., 2003).
Similarly, global brands are defined as “those that have widespread regional/global
awareness, availability, acceptance, anddemand and are often found under the same name
with consistentpositioning, personality, look, and feel in major markets enabled by centrally
coordinated marketing strategies and programs” (Ozsomer & Altaras, 2008, p. 1). Also,
global brands are defined as “brands that use the same marketing strategy and mix in all
target markets” (Levitt, 1983; Schuiling & Kapferer, 2004; Yip & Hult, 2012). “While most
researchers agree thatwide availability and recognition are the key features of global brands,
universal relevance, global image, standardization, esteem, high quality, and social
responsibility are important as well” (Ozsomer, 2012, p. 72).

Based on the relevant literature in the field of international marketing, we determined a
research framework which includes the factors that influence consumers' attitudes and
intentions towards purchasing global brands, and which are not frequently analysed. The
purpose and aimofthe conductedresearchis to analyse theimpact thatconsumers’ traveling
and brand presence in media activities make on attitudes which consumers have regarding
globalbrands, but also to analyse the impact that attitudes make on consumers' purchase
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intentions. Having in mind the very pronounced influence and presence of multinational and
globalcompanies in the modern business surroundings, it is very important to explore the
reasons why consumers buy these companies’ brands.

2. Theoretical framework
2.1. Consumers’ traveling

When people travel outside their home country and have contact with foreign cultures, they
gain knowledge of other cultures and their values. Such experiences influence people by
reducing ignorance, misunderstanding and mistrust on a global level and foster social
integration (Appadurai, 1990). From the marketing point of view, exposure to foreign
cultures through migrationand travel leads to greater openness and willingness of consumers
to try newand foreign products, which they cannot find in their domestic market. Different
types of travel and migration globally, influence the creation of positive attitudes and
reactions which consumers havetowards foreign products and services, when compared to
domestic alternatives (Beckmann et al., 2001; Nijssen & Douglas, 2011).

“Due to reducing barriers on a global level, the advancement oftechnology and easier access
to fastand cheap means of transportation, mass migration of people has become a hallmark
of today's world, resulting in direct and indirect contacts between members of different
cultures” (Cleveland & Laroche, 2007, p. 252). This is happening not only because of
businesstrips and tourismtrips but also because of the increasing number of people who are
moving abroad for their jobs, people visiting family members and friends in foreign
countries and international movement of students (Wilk, 1998). Appadurai (1996)
categorizes all “mass migrations into three types of cross-cultural interactions: 1) all types of
traveling to foreign countries, 2) social contact with friends, family, and other people who
have beenabroad forsome time, and 3) social contact with foreigners” (p. 147). He points
out, in fact, that through all these types of migration, and most of all through travel, it is
possible to spread the so-called global culture and to increase its distribution.

Numerous studies have shown that consumers who have more experience with foreign
cultures, through various forms of international travel, also have a more positive attitude
towards global alternatives regarding products andservices (Alden et al., 2006; Cleveland et
al., 2011; Nijssen & Douglas, 2008; Nijssen & Douglas, 2011; Wilk, 1998). Implications of
these findings canbe of great importance fromthe perspective of tourismsector, given the
increasing migration, traveland the reduction of barriers between countries, on aglobal level
(Pavlek, 2000). Thus,companies fromthe tourismsector, who invest in theirbrandandhave
a recognisable and widespread multinational and global presence and awareness, can have
important benefits fromthe segment of consumers who travel frequently. Bearing in mind
that frequent travellers are generally cosmopolitan-oriented and appreciate world-famous and
omnipresent brands, it can be assumed that they will want to use the services of world -
renowned restaurants, hotels, transport companies, etc. (Sapic et al., 2019). These consumers
often choose recognizable international and global brands (suchas McDonald’s, Starbucks,
or franchise hotels), due to their standardized service offerings and quality, wide spread
presence in many countries and consumers' familiarity with them. Keeping in mind all given
theoretical assumptions, results of previous studies, and thatattitudes refer to the “positive or
negative feelings which a person has regarding object behaviour” (Fishbein & Ajzen, 1975,
p. 216), butalso an enduring, general assessmentof people, objects, advertisements or social
issues (Baron & Byrne, 1987), we defined the first general hypothesis:
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HL1: Consumers'travels have a positive and statistically significant impact on consumers'
attitudes towards purchasing global brands.

2.2. Media activities of global companies

“Exposure to the global mass media and marketing activities of multinational and global
companies is oneofthe main factors which have a positive influence onconsumers' attitudes
towards the global consumer culture, whose main carriers are precisely global brands”
(Cleveland et al.,, 2016, p. 1092). “Access to television and other forms of mass media
around theworld has helped to create a global culture of consumption. European, Asian, and
especially American television shows and films are getting increasingly available
worldwide” (Cleveland & Laroche, 2007, p. 252). “If consumers largely choose the mass
media (films, television and magazine content) from foreign countries, they are likely to be
exposed to multicultural experiences and, with increasing knowledge, they should develop a
more positive attitude towards consumption alternatives which are outside their home
environment” (Alden et al., 2006, p. 231).

In addition tothis, Walker (1996) “concludedthat theaccessto televisionworldwide has led
to the creation ofa global consumer culture, which he calls a global shopping mall” (p. 42).
Similarly, Appadurai (1990) and Alden et al. (1999, p. 75) have argued “that mass media
content, primarily of American descent, playsan important role in the creation, learning, and
sharing of consumers’ symbols (including, for example, product categories, brands, and
consumers’ activities)”. For those living in a relatively homogeneous environment, the
omnipresent global media provides an opportunity for imagining contact with outside
cultural groups. The marketing and media activities which multinational and global
companies implement collectively bear a great responsibility for spreading the global
consumer culture (Pefialoza & Gilly, 1999).

Given that many contemporary brands are more concerned with the transfer of meaning and
less with product features, media activities are of great importance for the international and
globalsuccess of thesebrands, by influencing the attitudes and intentions of consumers. This
is of particularimportanceto the services sector, such as the tourismsector, in which the
intangible elements of the brand and service offering are emphasized (Anholt, 1999).
Multinationaland global companies in tourismsector (such as hotel and restaurant chains)
usually have brands thatare well known in the international or global level, which consurrers
can find in many markets, as well as standardized marketing mix. Therefore, many hotels,
restaurants and transport companies, especially international and global ones, use media
campaigns as a means of influencing the attitudes and intentions of their consumers in
different markets on a global level. Furthermore, in today's competitive environment, global
companies in tourismsector use different media activities, such as social networks and on-
line distribution channels to improve their business performance, through their influence on
consumers” attitudes and intentions (Vrkljan & Bognar, 2017). Based on the all previous
statements and results of previous studies, hypothesis H2 can be defined:

H2: Brand presence in the media has a positive and statistically significant impact on
consumers' attitudes towards purchasing global brands.
2.3. Attitudes and intentions towards global brands

Attitudes refer to the “positive ornegative feelings (affective judgment) which a person has
regarding object behaviour” (Fishbein & Ajzen, 1975, p. 216). Therefore, the consumer will
probably engage in some formofhbehaviourif he or she evaluates it positively. Attitudes are
formed based on cognitive factors, such as needs, expectations and values. As a
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consequence, attitudes influencethe intensity of individuals' intentions (Atkinson, 1964). A
similar opinion is shared by Ajzen and Fishbein (1980), who “argue that intentions are
strongly influenced by the attitudes of individuals, with response and action as the ultimate
results of this”. Behavioural intentions are defined as “the strength of an individual's
intention to commit a particular type of behaviour” (Fishbein & Ajzen, 1975, p. 288). In
addition, intentions influence actual behaviour of consumers, which indicates that it's more
probable that certain behaviour will be performed, if intentions regarding this behaviour are
strong.

While designingthe research and conceptual model, we incorporated certain elements of The
Theory of Reasoned Action — TRA (Ajzen & Fishbein, 1980) and the Theory of Planned
Behaviour— TPB (Ajzen, 1991), which imply that “consumers' attitudes and assessments
determine their behavioural intentions, and those intentions determine actual consumer
behaviour”. A similar approach has beenused in numerous earlier studies (Zeugner-Roth et
al.,, 2015). In line with the theoretical claims stated above, the third hypothesis of this
research can be defined.

H3: Consumers'attitudes have a positiveand statistically significant impact on consumers'
intentions towards purchasing global brands.

3. Research methodology

Empirical survey was conducted with the purpose of testing previously established
hypotheses. In the survey, the total number of 185 questionnaires was collected. The sample
structure is suchthatthe biggest percentage of respondents are women (52%), and members
of the youngerand middle generations, with high-school education (62.8%). The survey was
conductedduring May and June 2019 on the territory of the city of Kragujevac. The data
were obtained by distributingthequestionnaire personally, whereby the statements in the
questionnaire were rated on a seven-point Likert scale (where 1 means - strongly disagree, 7-
strongly agree) by the respondents.

The variables used were measured through statements that were taken from relevant
scientific studies and adapted for the purposes of this research. The statements regarding the
travel variable were taken froma study conducted by Cleveland and Laroche (2007). The
statements regarding the variable brand presence in media activities were also taken froma
study by Cleveland and Laroche (2007). Statements related to the variable of consumers'
attitudes towards global brands have been taken and adapted fromthe studies by Sharma
(2011), followed by Yoo and Donthu (2005), as well as Nijssen and Douglas (2004). The
statements regarding the variable related to consumers' intentions were taken from the
studies conducted by Sharma (2011) and Yoo and Donthu (2005).

Statistical processingandanalysis of data were performed by using SPSS software package
(21.0) and AMOS software (23.0). The confirmatory factor analysis was used for the
measurement of the model validity, with adequate indexes. After this, the analysis of the
impact of variables from the model on consumers' attitudes, and also the influence of
attitudes on consumers' intentions concerning the purchase of global brands, was performed
using the structural equation modelling (SEM). In this way, we performed the testing of the
hypothesis. At the end ofthe analysis, the influence of control variables on the dependent
variables in the research model was examined.
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4. Results and discussion

The validity indicators for the researchmodel are shown in Table 1. Having in mind that the
value ofthe indicatory2/df should be less than 3 (Bagozzi & Vi, 1988), it can be observed
that this condition is met. The IFI, CFl and TLI indexvalues should be above 0.9 (Byrne,
1998), so it can be concluded thatthe model meets these validity conditions as well. In the
end, the recommended value of the RMSEA indicator is lower than 0.08 (Hair et al., 2006),
which is also a condition met in the model.

Table 1: The validity indicators for the research model

Indicators Research model
x2/df 1.625
IFI 0.946
TLI 0.933
CFI 0.945
RMSEA 0.072

Source: Author’s research

Conducted confirmatory factor analysis, which is presented in Table 2, indicates that the
values of the average varianceextracted (AVE) for all analysed variables are ab ove the 0.50,
which is the recommended value in the literature (Fornell & Larcker, 1981). Therefore, the
model meets the requirements for convergent validity. Furthermore, all variables in the

research model have a higher value than the recommended level of 0.7 with regards to
composite reliability (CR) values (Fornell & Larcker, 1981).

Apart fromthat, the analysis of the Cronbach's alpha coefficientrevealed that variables in the
model had adequate values, which are higherthantherecommended value of 0.7 (Nunnally,
1978). In addition to theabove-givenresults, it should be noted that the largest number of
findings hasveryhigh values of factor loading (higher than 0.7), while for one statement, the
value of factorloading exceeds 0.5, which is considered acceptable (Hair et al., 2006). Based
on the values of the calculated squared correlations between the observed variables, and also
on the values of the AVE for each variable, it is determined that the model meets the
requirements for discriminant validity. More specifically, AVE value for every variable is
higher than the squared values of the correlations between the given variable and other
analysed variables in the model.

Table 2: The results of confirmatory factor analysis
Factor | Cronbach’s

Statements loading a AVE CR
Consumers’ traveling 0.737 0.527 0.813
I prefer spending my vacation in a foreign 0.625

country to spending it in my country.
I have travelled a lot outside my country. | 0.677
Traveling and visiting foreign countries are 0913
some of my favourite activities. '
I often think about visiting foreign
countries and about traveling in general.
Media activities of global companies 0.779 0.531 | 0.815

Global brand ads are everywhere and they
are very common.
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It is very common to see commercials for
global brands in domestic media.

There are a lot of ads for global brands in
the newspapers and magazines | read.
When | watch TV, it seems like there are
many more commercials forglobal brands | 0.561
than for domestic ones.

Attitudes towards purchasing global
brands

Purchasing global brands is a good idea. | 0.835

Iisz:a;clhasmg global brands is an attractive 0.752

Purchasing global brands is a wise idea. 0.904
In my opinion, itis preferable to purchase

0.895

0.723

0.911 0.701 | 0.903

global brands. 0.851
é?;%rgll%r;;nréegardmg the purchase of 0.946 0795 | 0951
I intend to purchase global brands in the 0,912
near future. ]

I am going to purchase global brands in the 0.927
future. '

In the future, I intend to purchase global 0913
brands for most of my needs. '

| believe that my interest in purchasing 0.851
global brands will increase in the future. '

I will strongly recommend purchasing 0.851

global brands to other people.
Source: Author’s research

The SEM was applied to analyse the relationships in the established model. Based on the
results presented in Table 3, it can be observed that all three hypotheses were accepted.
Consumers'travelinghas a statistically significant and positive impact on attitudes which
consumers have towards purchasing global brands (B = 0.421, p <0.001), thus confirming
hypothesis H1. Also, thepresence ofbrands in the media activities of companies (f = 0.202,
p <0.05) has astatistically significant and positive impact on attitudes which consumers have
towards purchasing global brands, based on which the hypothesis H2 can be confirmed. It
should be notedthatconsumers'travels have a much stronger impact on consumers' attitudes
than the presence ofbrands in the media activities of global companies. Finally, consumers’
attitudes haveavery strong and positive influence on their intentions regarding the future
purchase of global brands (B = 0.801, p <0.001), thus confirming hypothesis H3.

Table 3: Testing the relationships between variables (SEM)
Hypothesis Assessment | Conclusion
H1: Consumers' Traveling — Consumers' Attitudes
towards buying Global Brands
H2: Brand Presence in Media Activities — Consumers'
Attitudes towards Buying Global Brands
H3: Consumers' Attitudes towards Buying Global Brands
— Intentions towards Buying Global Brands

0421 Accepted

0.202" Accepted

0.801"" Accepted
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Control variables

Gender — Consumers’ ns Gender — Consumers’ ok
attitudes 0.106 intentions 0.109
Age —  Consumers’ s | Age — Consumers’ -
attitudes 0.024 intentions 0.124
Education — Consumers’ ns | Education — Consumers’ -
attitudes -0.031 intentions 0.135
Employmen’t status  — | () ggons Employmen,t. status  — 0.081™
Consumers’ attitudes Consumers’ intentions

Note: *** - significant for p<0.001; ** - significant for p<0.05; ns- not significant
Source: Author’s research

The obtained results indicate that gender, age and education, as control variables, have a
positive influence on intentions which consumers have towards the purchase of global
brands. Specifically, it has been found that female members, younger and middle-aged
consumers, as wellas consumers with higher levels of education (college education) have
highertendency to formintentions regarding the purchase of global brands. The control
variables mentioned above do not have a statistically significantinfluence on attitudes which
consumers have towards purchasing global brands.

5. Conclusion

The purposeof conducted empirical study was the analysis of the variables which have an
impact on the attitudes and intentions of consumers towards global brands. More
specifically, factors which are analysed in this study are consumers” traveling and media
activities of global companies. Empirical research has shown that consumers' traveling and
media activities of global companies have a statistically significant and positive impact on
attitudes which consumers havetowards purchasing global brands. Similar results have been
obtainedin previous studies (Alden et al., 2006; Cleveland & Laroche, 2007; Cleveland et
al., 2016; Nijssen & Douglas, 2008; Nijssen & Douglas, 2011). In addition to that,
consumers'attitudes have a very strongimpact on their intentions for the future purchase of
globalbrands, which justifies the use ofthe Theory of planned behaviour and the Theory of
reasoned action as the theoretical basis for the researchmodel. Theseresults indicate that all
three research hypotheses are confirmed. In additionto the previously mentioned results, the
research concerning the influence of control variables revealed that female members,
consumers of the youngerand middle-aged groups, as wellas consumers with higher levels
gf edducation have a highertendency of forming intentions regarding the purchase of global
rands.

The conducted research contributes to the scientific literature in the field of marketing and
international brand management. Even though there are some papers in the field of global
branding in the foreign scientific literature, in the domestic scientific literature the
aforementioned areais relatively unexplored. Additionally, the results that we obtained can
be very important for the management of marketing activities of domestic and international
companies, especially when it comes to understanding the importance of the analysed factors
for consumers' decision making regarding the purchase of global brands.

Such knowledge can be of particular importanceto the tourism sector, because factors like
media activities encourage the use of well-known and established hotels and restaurants
brands, which are usually owned by global companies and operate on foreign markets
through franchises (suchas Hilton, Radisson, Starbucks, McDonald’s, etc.). In fact, many
hotels, restaurants and transport companies, especially international and global ones, use
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media campaigns as a means of influencingthe attitudes andintentions of their consumers in
different markets globally. Furthermore, consumers who enjoy traveling tend to be more
familiar with such global, ubiquitous hoteland restaurantbrands, which can lead to their use
of the services ofthese brands. These consumers often choose recognizable international and
globalbrands (such as McDonald's, etc), due to their standardized service offerings and
quality, widespread presence in many countries and consumers' familiarity with them. This
implies that this segment of consumers is especially importantforthese types of companies
and brands. Therefore, insights from this research can contribute to the creation of
communication and customer relationship management strategies, as well as the market
segmentation of companies.

Apart fromthis, the conducted research has some limitations. The basic limitation of the
study s that other variables whichmay influence consumers' attitudes towards global brands,
such as brand prestige, materialism, consumers'animosity, are not included in the research
model. Future researchmay include analysing the influence of additional variables, such as
brand prestige, quality, animosity, ethnocentrism, and other variables on consumers' attitudes
and intentions regarding the purchase of global brands.
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What do hotel guests really want? An analysis of
online reviews using text mining

Cwetanka Ristova Maglowska'”

' Goce Deléev University of Stip, Faculty of Tourism and Business Logistics, North
Macedonia

Abstract: Hotels offerarange of attribute-based services perceived to be wanted and gladly
used by guests while stayingat the hotel. That is, hotels at least think they have recognized
the attributes of importance to their guests. Whether there is a desire for high-quality Wi-Fi,
touchscreen technology, RFID or even tablet-controlled hotel roomto satisfy the digital-
savvy guestsorsmall fridge, microwave and tea for families, hotels today find themselves
into a position where online reviews represent one of the most valuable tools for getting
insightsinto the factors that determine guests' experiences. By scrapingthe online reviews of
21 five-star hotels in North Macedonia on Booking.com, this paper investigates the attributes
that are affecting guests' experience by analyzing the sets of online reviews using text
mining. Research findings offer a more consistent understanding of the guest experience
expressed in online reviews in terms of determining which amenities enhance guest
satisfaction. The paper also illustrates how the methodological approach of text mining
enables the use andvisual interpretation of the data, and thus contributes to thestudies in the
field of hotel management.

Keywords: guest, hotel, online reviews, text mining
JEL classification: L83, 232

Sta gosti hotela stvarno Zele? Analiza onlajn recenzije
pomocu rudarenja teksta

Sazetak: Hoteli pruZaju niz usluga zasnovanih na hotelskim atributima za koje
pretpostavljaju da ¢e ih gostirado koristiti tokomboravka u hotelu. Odnosno, hoteli bar
misle da su prepoznali atribute od znacdaja za njihove goste. Bez obzira na to da li postoji
zelja za visokokvalitetnom Wi-Fi tehnologijom, ekranom osetljivim na dodir, RFID ili
hotelskom sobom koja je kontrolisana od strane tableta, ili pak za malim friziderom,
mikrotalasnompeénicomimoguénoséu pripremanja ¢aja za porodicu, hotelise danas nalaze
u polozaju gde onlajn recenzije predstavljaju jedan od najvrednijih alata za dobijanje uvida u
faktore koji odreduju iskustvo gostiju. Izdvajanjemonlajn recenzija 21 hotela sa petzvezdica
u Severnoj Makedoniji na Booking.com, ovaj rad istrazuje atribute koji uticu na iskustvo
gostiju analiziraju¢i skupove onlajn pregleda primenom rudarenja teksta. Rezultati
istrazivanja nude dosledno razumevanje iskustva gosta izraZenog u onlajn recenzijama u
smislu utvrdivanja sadrzaja koji povecavaju njegovo zadovoljstvo. Rad, takode, prikazuje
kako metodoloskipristup rudarenje teksta omogucava kori§¢enje i vizuelno interpretiranje
podataka, pa samimtim doprinosi studijama u oblasti hotelijerstva.
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1. Introduction

Millions of guests are hosted by the hotel industry every day answering to all the
expectations guests have when checking into the hotel. Hotels offera range of attribute based
servicesto theirguests, but understanding whatkind of services or attribute-based services
align with the fulfillment of guests' expectations is the key to getting guests back, so it is not
surprising that more and more hotels approach the use of advanced data analytics solution
that will increase guest satisfaction (Shabaniet al., 2017). The power of text mining has been
proven in many industries, helping businesses save money, increase efficiency and make
more informed decisions based on insightful activities. Because text mining helps raise the
quality of service to a higher level, it is undoubtedly accepted by almost all sectors and
businesses, and hospitality is no exception. Since the hotel industry is highly competitive
(Jovanovi¢, 2019), text mining finds its application following this fact. A key challenge for
the hotelindustry is that in an age of constant connectivity brought by digital technologies,
guests have very high expectations and are increasingly looking for a personalized
experience. Itis actually the digital media that affects the modern lives of guests' (Vidakovi¢
& Vidakovi¢, 2019), bringing themto a different pattern of consumption (Kuzmanovi¢ &
Makaji¢-Nikoli¢, 2020) that craves for personalization i.e. specific desires for hotel
attributes. Ifguests feel that they are not satisfied with the services that are offered, they
always have many other options nearby. To maintain competitiveness andstrengthen loyalty,
hotels are taking certain steps such as using text mining, a helpful and valuable tool to
analyze guests'expectations in order to increase the level of satisfaction. Due to the huge
amount of data that guests create, text mining is the perfect partner for the hotel industry.
Online reviews are considered as a form of data, representing a formof content created by
the guests andshared onthe digital platforms. So, when guests are happy, the Internet knows
it. Similarly, when aguest is unhappy, hotels carry the burden of that resentment in their
online reviews. But, by collecting and analyzing these data with text mining approach in
real-time, hotels are offered an opportunity to enhance the guest experience through
analyzing the attributes that cause it in the first place.

This research focuses on collecting the online reviews fromthe 21 five-star categorized
hotels in North Macedonia at Booking.comand therefore present text mining as a tool that
enables automatic scrapingand extracting knowledge fromunstructured text such as online
reviews. The rationale for conducting this research is found in the effectiveness of text
mining as atoolthat has theability to answer and deliver real-time decisions regarding the
attributes that constitute the guests’ experience fromanalyzing online reviews. The paper is
structuredas follows. First, the theoretical background discusses the existing literature on
hotel attributes, guest-generated reviews on the Internet and text mining. Second, the
research framework presents the usage of the text mining method with the details of stages of
text analysis. Results and discussions are then elaborated through the document-term matrix,
LDA and sentiment analysis fromthe online reviews. The paper concludes with a summary
of the research findings, contribution, limitations and brief recommendations of text mining
future usage in hotels operations.

2. Theoretical background
2.1. Guest experience and the importance of hotel attributes

While the basic desire of most guests at the hotel is the same - to have a place to sleep and
keep theirbelongings - there are countless variations thatexist above this basic need. Some
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guests want to make use of many different hotel facilities and offerings, whether it is
enjoying thepool, enjoying the spa or using a well-stocked gym. Yet, some guests will want
to use more services, besides a bed in the roomto sleepat night and store their clothes and
other belongings in a safe place.

One of the most frequently researched topics in hospitality probably is identifying the
attributes that actually contribute to hotel selection, booking, experience quality, guests’
satisfactionand loyalty. Whereas, in academic literature, researches have shown that what
hotel guests oftenwant usually depends on their own individual specific needs, guests' needs
vary from hotelto hotel, fromdestinationto destination (Milicevi¢ et al., 2020). Such is the
case with Israelihotels for disabled guests, where Poria et al.'s (2011) research found that
while stayingat the hotel, guests faced difficulties with physical surroundings and customer
service and interactions. A study by Rhee and Yang (2015) using combined analysis to
compare guests' expectations with their actual experience in luxury hotels showed that the
hotel classification influences upon thepriority of hotel attributes desired by guests. Authors'
findings ranked “rooms” as the most important guests' attribute, opposite to “location” which
was ranked among the least important attributes of guests’ experience and satisfaction.

Guests' experience and satisfactionin the pastusedto be researched and explored with guest
surveys, especially comment cards (Lockyer, 2005). Today, with the rapid growth of
digitalization, applications, and technology, guests are empowered to provide two-way
information communicationin the hotelindustryas Internet users, thereby creating a huge
amount of guest-generated content (Sigala, 2008) which ultimately provides thehotels a new
method of understanding guests' expectations and experience adequately. Of all guest-
generated content, online reviews are the ones characterised as electronic variations of the
traditional written formof WOM (Filieri & McLeay, 2014), therefore being one of the most
prominent tools (Chatterjee, 2001) to assess guests' experiences in hospitality.

Hotel managers have already found that guest-generated reviews improve their ability for
well-informed decision-making within their management activities resulting in upgrading
performance, maximization of hotel profitability, and guest loyalty. Nowadays, guest-
generated reviews are used by hotels to minimize flaws and mistakes in the hotels' products
and services and use hotel means effectively. Of course, it is clear that all these advantages in
hoteloperationare initially provided by the expressed positive feelings, i.e. guestsatisfaction
in online reviews andthe described attributes of hotel services, referring to the experience.
Academic researchers, who confirm this, state that only positive guest-generated reviews
create aquality eWOM that serves to increase hotel online bookings (Torres et al., 2015)
throughamplifying thereputation of the hotel (Ye et al., 2009) and the guests' reliability in
the hotel (Kim et al., 2009). Per Kim et al.'s (2015) study, hotel revenue is significantly
impacted by the number of online reviews, and according to Tuominen's (2011) research, a
strong positive connection exists among the hotel room occupancy rate and revenue per
available room (RevPAR) and the number of online reviews generated by guests.

Obviously, products and services must meet guests' expectations (Laki¢evi¢ & Sagi¢, 2019),
therefore online reviews canbe a huge benefit for hotels, but everything depends on how
well they are managed. The key takeaway here is evident, and that is to invest in the
cultivation of online reviews, because only through that process, will hotels be able to
achieve the peak of guests’ experience and satisfaction and therefore contribute to the overall
hotels’ operations. In what follows, text mining is presented as thatkey pointable to examine
and extract valuable accurate information fromonline reviews, i.e. attributes that formthe
guests’ experience, because it is needless to say that, better performance of hotel operation
activities listedabove comes fromfulfilled guests' experienceandsatisfaction, which in this
case is derived fromthe hotel attributes can be traced in the guest-generated review.
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2.2. Capturing the real value of online reviews with text mining

The challenge of gaining insights into guest-generated reviews is to extract valuable
information and patterns fromrelatively large, highly unstructured (often messy) (McAfee &
Brynjolfsson, 2012) text data written in natural language (authorized by human / guests).
Manual scanning and analysis of such data is considered impractical due to the high
computational load. Like the content itself, guest-generated reviews on the Internet are of
high volume, variety and velocity and because of that could be considered as big data.
However,how many data canbe called “big” remains unknown (Mohanty, 2015). Since the
volume actually refers to the number of online reviews generated on the Internet for a hotel
in a given period, Liu etal.'s (2017) study shows the usage 0f412,784 reviews generated by
guestsat 10,149 hotels on TripAdvisor in five Chinese cities and gives us insight about how
“big” data could be. The authors used the advantage of the guest-generated reviews,
segregating themper languagegroup in order to provide practical knowledge about the drive
behind guest satisfaction. Their study found that international tourists, who wrote online
reviews in other languages (theresearch covers reviews written in English, French, Italian,
German, Spanish, Japanese and Russian), significantly differed in their focus on the roles of
various hotel attributes (“rooms”, “location”, “cleanliness”, “service” and “value”) in
creating theirmaximum satisfaction rating of the hotel stay. As compared to international
tourists, Chinesetourists at home had different room preferences relative to the other hotel
attributes. Significant influences in the study were found regarding the interaction of hotel
attributes “rooms” and “service” and between “value” and “service”, meaning that if guests
viewa hoteldealas agoodvalue formoney, the demands they put on the service would be
decreased, with the opposite impact at the other end of the value continuum.

Because ofthe unstructured form of natural language text and volume of guest-generated
reviews on the Internet, text analysis, more precisely text mining and sentiment analysis play
an essential part in capturing the real value from data. Text mining and sentiment analysis
are considered the mostsuitable for various types of unstructured data in text form, where
the contentis legible and themeaning is obvious in the variety of various Internet sources,
like reviewsites, social networks, forums, blogs, andsoon. The objective of text mining is to
exploit valuable information easily from a variety of text documents (He et al., 2013; Liu et
al., 2011). Text mining’s field deals with converting unstructured data into structured
datasets, while reducing time and effort, but most of all it reduces data dimensionality into
more manageable, meaningful and relevant data. Text mining focuses on finding and
extracting hidden patterns, directions and connections, models, trends fromunstructured data
documents (He et al., 2015a; 2015b).

Recently, the approach oftext mining on unstructured features of guest-generated reviews on
the Internet, like text context, has been receiving growing academic attention (Goh et al.,
2013). Actually, the research using text mining in hospitality is relatively recent. In
hospitality, text mining frequently focuses on some common words listed in the online
reviews, namely: location, roomsize, staff, breakfast, comfort, temperature, cleanliness and
maintenance (Nickolas & Lee, 2017; O’Connor, 2010). For example, by analyzing and
comparing 2,510 online reviews generated, Berezina et al. (2016) used text mining approach
to investigate the basics of guests’ satisfaction and dissatisfaction at a hotel. Authors’
research further has found that satisfied guests who respond more frequently tothe intangible
elements as “staff” are more likely to recommend hotels to others than dissatisfied guests.
Contrarily, dissatisfied guests rely more on tangible elements as “furniture” and “finances”
during the hotel stay. In Barreda and Bilgihan's (2013) study of 17,357 guest-generated
reviews from TripAdvisor.com it was found that “bedroom” and “bathroom” services,

9

“location”, “standards of service” and “cleanliness” were important issues for guests.
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Since the Internethas brought informationexplosion of unstructured data, sentiment analysis
(commonly known as opinion mining) has also become special application of text mining.
Pang and Lee (2008) describesentimentanalysis as a computational systematic exploration
and study of beliefs, emotions, thoughts, attitudes and subjectivity in a text. Further than this,
sentiment analysis is considered to be a method for retrieving information and classifying
datainto subjective categories (positive, negative or neutral) or calculate the intensity of
feelings (Pang & Lee, 2008; Thelwall et al., 2010). In academic research, Duan et al. (2013)
operatedthe technique of sentiment analysis to extract 70,103 guest-generated reviews on the
Internet from1999-2011 of 86 hotels in Washington, while Geethaetal. (2017) concentrated
on the sentiment orientation of guest-generated reviews on the Internet and found it had
affected guest ratings. He et al. (2017) performed text mining, natural language
preprocessing to clean thetext documents and sentiment analysis for guest-generated reviews
on the Internet and found thatsentiment results fromthe title and contentof guest-generated
reviews were highly correlated with overall guests’ ratings for hotels. The study of Qu et al.
(2008) also suggests that most sentiment feelings derived from text reviews were
significantly associated with overall guest assessment.

The above-mentioned research studies show how successful resultsand good outcomes from
guest-generated reviews may come by leveraging text mining and sentiment analysis. The
established relation between text analysis and guest-generated reviews in these studies
further verifies that only by engaging this approach, hotel attributes mentioned in real-time
online reviews that maximize the guests’ experience can be determined.

3. Materials and methods

To obtain adequate and proper data, online reviews were collected fromone of the biggest
travel metasearch engines for reservation, Booking.com. Booking’s reviews have been listed
as more trustworthy because only guests thathave previously booked through Booking.com
can write a review, which eliminates the appearance of fake reviews. For the data to be
compiled, Python web crawling was chosen, where Scrapy was used as a web crawler
framework. As aresearch sample only five-star categorized hotels in North Macedonia were
targeted at Booking.com, in order to understand what attributes cause guests’ experience and
satisfaction in luxury hotels. The crawler scraped 2,801 online reviews from 21 hotels on
Booking.comfrom8 cities in North Macedonia. As Kozinets (2010) states, there was now
need for ethical clearance the “download ofexisting posts does not strictly qualify as human
subjectsresearch” (p. 151). Consent is only needed where there is contact or interference
(Hookway, 2008).

Forfurtheranalysis, the data was inputted into the R program. After the cleaning of non-
English reviews, the data set was left with 2,222 online reviews written in the English
language. Later, Rprogramtools were used to process the data, and remove all stop words,
punctuationmarks and set all reviews into lowercase. Once the coding process was done,
reviews were divided into words, resulting in 3,200 different words. When the word
frequency was listed, a lot ofadjective words were listed in the data, such as “wonderful”,
“amazing”, “perfect” and others. Becausethis paperis focused onmining the attributes in the
online reviews, some oftheseadjective words were removed, but some were left as “helpful”
because they give usa closerlookon how the attributes evoke the experience. Some other
forms of linguistic entity were encoded in R into a “rudimentary” formreflecting the same
significance. For example, for the word “restaurant”, several forms as “restaurant”,

99 ¢

“restorant”, “restoraunt” and “resturants” were noted and changed. Other unnecessary words
2 (3 2 13

include “look”, “observation”, “say”, “round” and many others. This resulted with the
extraction of 365 different words, connected to the guest experience.
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4. Results and discussion

When all reviews and words were processed by R, the frequency of the words was
calculated. This coding process was performed iteratively from high-frequency words to
low-frequency ones. Table 1displays the data fromhigh-frequencyto low-frequency words
that were selected for statistical analysis with frequency of more than >30 words. Table 1
lists 70 relevant words associated to the guests’ experience, used to describethe satisfaction
rate alongside their total frequency. Thesewords represent a broad variety of hotel and hotel
stay related attributes relevant to the experience of hotel guests.

Table 1: Document frequency term-matrix of 70 words in online reviews

Word Frequency | Percentage Word Frequency | Percentage
room 650 6.64% price 63 0.64%
hotel 513 5.24% bar 62 0.63%
staff 430 4.39% children 51 0.52%
breakfast 398 4.07% day 51 0.52%
location 331 3.38% coffee 49 0.50%
pool 248 2.53% cold 49 0.50%
clean 233 2.38% lake 47 0.48%
spa 206 2.10% reception 47 0.48%
bathroom 192 1.96% expectation 46 0.47%
comfortable 187 1.91% recommendation 46 0.47%
center 176 1.80% booking 45 0.46%
restaurant 171 1.75% roofbar 45 0.46%
friendly 159 1.62% check-in 44 0.45%
service 150 1.53% floor 43 0.44%
food 149 1.52% free 43 0.44%
helpful 124 1.27% polite 43 0.44%
view 116 1.18% dining 42 0.43%
bed 109 1.11% sauna 42 0.43%
wellness 91 0.93% bad 41 0.42%
place 90 0.92% hot 38 0.39%
facilities 88 0.90% money 38 0.39%
guests 88 0.90% noise 38 0.39%
parking 84 0.86% superior 38 0.39%
shower 84 0.86% warm 36 0.37%
old 82 0.84% door 36 0.37%
onebedroom 81 0.83% delicious 35 0.36%
time 81 0.83% disgusting 34 0.35%
area 79 0.81% relax 33 0.34%
swimsuit 78 0.80% quality 33 0.34%
quiet 74 0.76% balcony 32 0.34%
renovation 74 0.76% broken 32 0.33%
fitness 71 0.74% lights 32 0.33%
star 69 0.70% air-condition 31 0.33%
spacious 68 0.69% holiday 31 0.32%
night 63 0.64% smell 31 0.64%

Source: Author'sresearch
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The frequency of these 70 words indicates that the first 18 words represent approximately
half (46.39%), while the rest of the words account for less than 30%, (28.23%) of the total
frequencyofallwords. As Ko (2018) states, thedistributioncan be described as one of the
words with a fairly high frequency named as the “head* and words with low frequency
(accurately in this research sample with an average percentage of less than 1 per word
beginning from the 19th word) named “long tail”. “Head” words, concentrate on basic
products andservices, as well as essential attributes, such as “room”, “bed”, “bathroom”,
“staff”, “breakfast”, “food”, “service”, “cleanliness”, “location”, “pool”, “spa”,
“friendliness” and soon. The words fromthe “long tail” show the guests’ other essential
areas - the experience. Some of these words are practical and factual in nature, although
others are guests’ personalized evaluation of their stay in the hotel.

Afterwards, topic modelling was usedtryingto find similar topics across the guest-generated
reviews on the Internet, and tryingto group different words together, such that each topic
will consistofwords with similar meanings. The summary included in this paperwas Latent
Dirichlet Allocation (LDA)analysis with Gibbs samplingin R. LDA transforms each review
into a vectorof weights representing the intensity of each topic in the review, where a topic
is a distribution of probabilities over the set of words used in the database reviews. This
probabilistic model assigns the word a probability score of the most probable topic that it
could be potentially belong to. Using these probabilities, twenty most likely words were
ranged in each topic in order of how likely it was that each word belongs to that topic as
shown is Table 2.

Table 2: Classifying words to a particular topic using LDA topic modelling

Services Perception Location Value Hybrid
room breakfast building restaurant minibar
staff roofbar area food loud

breakfast dining spacious view renovation

bathroom disgusting apartment time delicious
restaurant standards new amenities air-condition
pool dishes nature business smell
spa experience walls complementary pleasant
facilities tasteful mountain hospitality furniture
price cheap trees assistance supermarket
reception bread motorcycle categorization luxury
recommendation rich monastery room local
free healthy horse hotel ambience
car chocolate mosquito staff vegetables
lobby salad room location connection
taxi steak hotel service suite
size traditional center place garden
sheets omelet view facilities complain
skybar ham place price payment
conference cocoa parking free attractions
netflix staff lake booking dust

Source: Author's research

The words are in ascending order of phi-value. The higher the ranking, the more probable the
word will belong to the topic. While performing LDA in R all 365 words were used in the
analysis, in order to get a wider range of words. Topics were named according to the
representation of words. Typical words for the five topics are:
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1.

2.

Topic 1 (Services) — Usually associated words with the hotel’s facilities include:
“room”, “breakfast”, “bathroom”, “pool” and “spa”.

Topic 2 (Perception) — Perception words connected to the guests’ stay include:
“disgusting”, “dishes”, “cheap”, “traditional” and “staft”.

Topic 3 (Location) — Words associated with the location of the hotels include:
“building”, “area”, “new”, “nature”, “center”, “view” and “place”.

Topic 4 (Value) — Words associated with guests’ perceived value or money in the
hotelinclude: “food”, “time”, “free”, “complementary”, “price” and “expectation”.
Topic 5 (Hybrid) — Words that appear to consist two distinctive groups of words
reflecting the very different experiences of hotel guests include: “vegetables”,

“supermarket”, “delicious”, “smell”, “pleasant”, “local”, “luxury” and “dust”.

Using NRC in R for sentiment analysis is immensely helpful when it comes to analyzing a
text. In otherterms, the polarity of the sentimentarticulated within the spectrum that ranges
from positive to negative is extracted and shown in Table 3.

Table 3: Sentiment analysis of hotel online reviews

Min.

1st Qu.

Median

Mean

3rd Qui.

Max.

-4.5000

0.0000

0.5000

0.6868

1.2000

6.6000

Source: Author'sresearch

Our sentimentanalysis has found that reviews tend to have slightly more positive content
than negative content, but there are some extreme outliers with negative sentiment being -
4.5, whereas positive sentimentwas +6.6. As we see, these are quite faraway fromthe mean
and the median.

Figure 1: Boxplot of sentiment analysis of hotel online reviews

a0 0

@O0 - m o

Source: Author's research

As agraphical representation of sentiment analysis, boxplot is used to visually show the
distribution of numerical dataand skewness through displaying the data. Seeing in Figure 1
thatthe median is +0.5, only aslight part of the online reviews tends to be positive. Since a
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strongoutlieris showedin both positive in negative sentiment, examples of the reviews with
Syuzhet method in R will be shown in Table 4 to figure out which the most positive and
negative review was and the whole paragraph.

Table 4: Examples of reviews with the highest and lowest sentiment

Sentiment | Review

-45000 | Theroomwas totally in a bad condition the furniture was a horrible, floor
and the walls were full of dust, the jacuzzi in the roomwas broken and in a
very bad and dirty condition. It was an improvisation of jacuzzi
unfortunately.
6.6000 Beautiful hotel, beautifully decorated room, clean, excellent spa, super
service ata high level, great choice of dining in the restaurant and finally an
excellent choice for the end of the day in the roofbar on 5th floor.
Source: Author's research

Given the statistics, guests’ experience as seen in this research is, undoubtedly, an
extraordinarily complex construct. In general, guests usethe same attributes associated with
hotelstays to assess their experience, althoughonly the order of priority of those attributes
may vary. The document-termmatrix and topic modeling, identify the guest experience by
representingwhich attributes guests consider as significant, importantand contribute to their
experience and satisfactionin a particular hotel. Therefore, these lists of words represent a
“discreet” and “direct” presentation of the guest experience.

Accordingto the research, guests’ rank their experience as satisfactory or dissatisfactory in
an online review from various perspectives. Guests complain most about dirty and outdated
rooms, where the words “renovation”, “old”, “dirty” appear. However, data also noted, that
guests were pleased with their hotel experiences for a variety of reasons, delicious food,
friendly staff and location of the hotel in nature, mountains or even more particular they
could be satisfied from products with rich, traditional attributes or dissatisfactory from
products with disgusting attributes.

5. Conclusion

In these times, it is common for hotel guests to review a product or service online. In the
online reviews, guests leavetext contentto publicly express their own personal thoughts and
feelings, and briefly reveal their opinion about the hotel attributes. Critically, hotels are
presented with a viable approach of the widespread applications of text analysis as text
mining and sentimentanalysis, allowing hotels to extract vast volume of accumulated text,
and thus enablingthemto effectively study and analyze the hotel attributes that form guests’
experience. The research outcome shows thatguests are proneto share even the tiniest detail
of the hotelattribute and how it affected their experience in an online review. As expected,
attributes as “room”, “staff”, “breakfast”, “location”, “bathroom”, “restaurant” come among
the top, but then again attributes as “shower”, “balcony”, “door” and “floor” appear, giving
us more wide insight besides the already expected attributes mentioned above. Related
attributestothe guests' stay at the hotel that also matter have been presented, where the
findings reveal “friendly”, “quiet”, “polite”, “delicious” and “disgusting” are important to the
guests' experience.

In sum, the theoretical and practical implications of using text mining for scraping guest-
generated reviews on the Internet are tremendously significant. Without text mining in
hospitality, valuable guest information can be lost orignored, which is a major shortcoming
for apredominantly guest-oriented industry. Also, text mining can be usedasatoolto create
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vast profiles of information about guests, emphasizing the most important practical
implication; enabling the hotel to deliver and create personalization or personalized
experience.

Several limitations can be foundin this paper. First, in this research sample, the document -
term matrix presents a variety of hotel and hotel stay related attributes, where in future
researches it is recommended tonarrowthemfor better determination of the hotel attributes
that contribute to the guests' experience. Second, LDA topic modeling shows some
overlapping words, where againin future researches a small set of words might be used that
would result in overlapping between topics. Lastly, NRC in R offers a possibility to further
explore the sentiment in online reviews, beside positive and negative, but in another 8
emotion type, which by analyzing, can provide even better insights for hotels, like what
attributes made guests feel joy, trust or anger, disgust.
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A multidimensional approach to the analysis of
perceived value in tourism
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Abstract: The key to achieving business goals is based on both understanding and
comprehending how consumers perceive a service offering and exploring the elements that
determine customer satisfactionand loyalty. Modern tourismenterprises should focus on
creating and delivering value to their consumers as a significant source of competitive
advantage. Theaimof this paper is to identify the dimensions of the service offer values of
the travelagencies in which there are significant differences in the ratings of the female and
male respondents. To meet the research objectives, a t-test for two independent samples was
used. Field research was conducted and primary data were collected by the survey method.
This paper seeks to show that value for service users is a complexand multidimensional
concept. Tourism services can be better perceived and understood if they are analysed
througha multidimensional approachto value, as users of tourism services can at the same
time experience and enjoy functional, social, emotional and other factors. The paper presents
different approaches to the analysis of perceived value that are present in the world
marketing literature and which formthe basis for conception of future research.

Keywords: perceived value, value dimensions, multidimensional model, tourismcompanies,
customer satisfaction
JEL klasifikacija: L22, L83, Z31

ViSedimenzionalni  pristup  analizi  percipirane
vrednosti u turizmu

Sazetak: Kljuc za ostvarenje poslovnih ciljeva bazira se na shvatanju i razumevanju nacina
kako potrosaci percipiraju usluznu ponudu i na istrazivanju elemenata koji determini§u
satisfakeiju ilojalnost korisnika usluga. Savremena turisti¢ka preduze¢amoraju se fokusirati
na stvaranje i isporuku vrednosti za svoje korisnike usluga kao znacajnom izvoru
konkurentske prednosti. Cilj rada je identifikacija dimenzija vrednosti usluzne ponude
turistickih agencija kod kojih se javljaju znac¢ajne razlike u ocenama ispitanika Zzenskog i
muskog pola. Dabise ispuniliciljevi istrazivanja, kori§ ¢enje t-testza dva nezavisna uzorka.
Sprovedeno je terenskoistrazivanje i primarni podaci su prikupljeni metodom ankete. Ovaj
rad nastojida ukaze da je vrednost za korisnike usluga sloZen i viSedimenzionalan koncept.
Turisti¢ke usluge se mogu bolje shvatitiirazumeti ako se analiziraju kroz visedimenzionalan
pristup vrednosti, jer korisnici turistickih usluga mogu u isto vreme doziveti i uzivati u
funkcionalnim, dru$tvenim, emotivnim i drugim faktorima. U radu su prikazani razli¢iti
pristupi analizi percipirane vrednosti koji su prisutni u svetskoj marketing literaturi i koji
predstavljaju osnovu za koncipiranje buducih istrazivanja.
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1. Introduction

Tourismas aservice industry requires understanding the needs, attitudes, expectations and
preferences of service users in order to create a tourist offer better than competitors, as a
starting point for a successful marketing concept. From the aspect of tourism sector
development, enterprises should strive to ensure the quality level of tourismservices as a
whole, as this is the only way to meet the needs and expectations of users and achieve
positive business performance of enterprises in meeting tourism needs (Ambroso, 2001, p.
30).

The basis of marketing business orientation is based on providing services in accordance
with the users’ needs and attitudes. Over time, competition directs the organization to
provide a higher degree of customer orientation. Consumer orientation is a way of doing
business, with activities and business decision making focusing on value for consumers and
their satisfaction (Barry & Eric, 2012, p.9). Consumers needto be at the centre of marketing
research, because this is the only way to achieve mutual satisfaction (for the consumer and
the company). Tourismcompanies must treat consumers as direct partners. The level of
efficiency that will be achieved throughtheimplementation of consumer marketing depends
on the extent to which the service organization will research and identify the needs and
expectations of the target group of consumers, define and ultimately implement the
marketing strategy of attractingand retaining consumers. The main objective of conducting
all marketing activities in tourismis to providethe expected value toconsumers and make a
profitin the long run. By creatingadequate value for customers, tourism companies create
satisfied and loyal consumers, who represent one of the outputs of successful marketing
application.

It used to be understood that value is measured by utility for consumers. It is emphasized
today that value represents consumers’ perceptions of what they receive and what they give
(benefits and sacrifices). In recent years, many research papers have viewed value for
consumers as a multidimensional concept that incorporates more elements of benefit and
sacrifice. The aim of this paper is to point out the various multidimensional models of
perceived value that are present in the world literature in the field of tourism.

In order to identify statistically significant differences in the estimation of the values of
travelagency services betweenwomen and men, a surveywas conducted on a sample of 149
respondents. Primary data were collected througha survey method, andt-testwas used in the
data analysis for two independent samples. The significance of the research is reflected in
identifying the dimensions of values of travel agency services, which are the drivers of
satisfactionand loyalty of theirusers. These are dimensions that relate to the functionality,
economic, emotional and social component of the values of tourist services.

2. The perceived value concept and the specifics of the concept

There is no one commonly accepted definition of perceived value in the contemporary
literature. The reason lies in the fact thatvalueas a termis a subjective category, determined
by consumers andspecific to each individual. A number of authors share the opinion that
value to the consumer is the consumer’s subjective assessment of the benefits and costs
incurred in purchasing and/or using the products and services (Kerdnen & Jalkala, 2013;
Lindgreen & Wynstra, 2005; Woodruff, 1997). The authors Tan and Xu (2015) define
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consumer value as an overall assessment of the utility of a product or service, after the
consumer has paid forand purchased the product or service. One of the most accurate and
commonly used definitions of value for consumers is the definition given by Holbrook
(1999) and by this definition, value for consumers is the difference between the benefits a
consumer obtains by buyingand using products andservices, and the sacrifices related to the
investments during the purchasing and use.

When looking at the tourism sector, Sanchez et al. (2006, p. 396) refer to the perceived
experience of buying and consuming tourismservices as a consumer value. Value for users
of tourismservices is a function of three elements (Voss et al., 2008, p. 249):

Vt=f (CS, Ef)/Rc)
where:

Vt—is the value for users of tourismservices
>'S —a set of different services

Ef — experiential factor

Rc —sacrifices

The set of different services (3.S) as an element of the value function for tourists plays an
essential role in value creation. During thetravel, tourists have at their disposal a number of
different services thatthey can consume (transportation, accommodation, food, drinks, gym,
swimming pool, massages, sports fields, etc.) affecting directly proportional to the value
created for the tourists. The experiential factor (Ef) as part of the value for the users of
tourist services is considered as the most important element of value created and delivered.
Tourismexperience is centralto the value creation process for service users. It represents the
hedonistic value that arises as a result of emotional satisfactionin the process of using tourist
services. Sacrifices (Rc) as athird element of value forusers of tourismservices include the
financial investment, physical and mental effort necessary to purchase products or services,
as well as to gather information to make a travel decision, and various types of risk when
making a decision (psychological, economic, social).

The multidimensional model starts from the realization that perceived value is a complex
concept formed by anumber of interrelated dimensions. A number of authors point out that
the perceived benefit should be viewed asa combination of physical characteristics, service
characteristics, technical support, competence, experience and social benefits (Bolton &
Drew, 1991; Walter, 2006).

During the 1990s, the formulation of the concept of value for consumers took on a utilitarian
and hedonic dimension (Babin et al., 1994). The utilitarianvalueis the value derived froma
productand/orservice that helps the consumer accomplisha task, while the hedonic value is
an instant gratification that results from performing an activity (Barry & Eric, 2012, p. 28).
By using a product and/or service, consumers seek not only to meet functional needs, but
also to meet hedonic needs. Every consumer strives to enjoy and feel comfortable and
satisfied during and after consuming a product/service. The aesthetic characteristics of the
productplay amajorrole in creating hedonic value (Mari¢i¢ & Pordevi¢, 2012, p. 23). The
hedonic dimensionof value is of utmost importance when consumings ervices. In the service

sector, dueto the intangibility of services, consumers can only have a pleasant or unpleasant
experience during and after using the services.

The authors Babin and Kim (2001) introduced a specific multidimensional conception of
value based onthe utilitarian and hedonic dimensions in the tourism literature. Tourists use
transportation, lodging, food and drink and other services to meet their needs. Likewise,
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tourists want and expect to feel comfortable while using transportation, food and drink,
lodging, exploring cultural and historical monuments, new places, etc. The best experiences
are for the consumerwhenboth high utilitarian and high hedonic value are provided. The
study of the utilitarian and hedonic dimension of value provided the basis for further
exploration of the multidimensional nature of the concept of value for consumers.

Holbook’s typology of value for consumers is the approach thathas contributed most to the
study and interpretation of the concept and nature of value for consumers and to
understanding the process of its creation. Holbrook’s (1999) typology of value to consumers
is based on three dichotomies: extrinsic versus intrinsic value; personally oriented value
versus valueoriented towards others; active versus reactive value, the combination of which
highlights eight different dimensions of value: Efficiency - Assessment of Functional
Benefits for Investment; Superiority - Product Quality; Status - Product Impact on Status;
Affiliation - Features Indicating Membership in a Social Group; Play - a sense of fun and
enjoyment throughvarious activities; Aesthetics - asense ofbelongingin the useof products
based onproduct design; Ethics -asenseof utility for society based onthe use of products;
Spirituality - a sense of personal satisfaction through the excitement experienced using the
product.

Numerous authors have emphasized thedifferent dimensions of value for consumers. We can
identify the existence ofthree dimensions of value: cognitive value, emotional value and
retentionvalue (Gummesson, 2008, p. 264). The cognitive value involves the objective and
rational perception of consumers on price, quality and convenience. The emotional value
refers to the subjective and irrational consumer perception of a business, while retention
value includes thenumber of repeated purchases made by consumers. Consumer value can
also be viewed through the following three dimensions: economic value, functional and
psychological value (Gupta & Lehmann, 2006, p. 116). The economic value implies that the
consumer will pay less fora given product or service than it would be the case for competing
products orservices. The functional value refers to the characteristics and performance of the
product. Unlike psychological, the previous two values are characterized by tangibility, that
is, values that can be recognized onthe basis of tangible attributes. The psychological value
is a value that is based on intangible attributes and implies reputation, image ofthe company,
etc.

3. Key dimensions of value in tourism services

Due to the complexity in understanding the value of services, over time, the authors have put
in place models thatgive insightinto the dimensions thataffect the value of tourismservices.

In the foreign literature, fewer studies belongto themultidimensional, as opposedto the one-
dimensional, approach.

One ofthe first multidimensional models of value, the so-called PERVAL model, pointed to
the existence of four dimensions that describe value (Sweeney & Soutar, 2001):

e Quality;

e Price;

e Emotional value;
e Social value.

Atthe heart ofthe PERVAL modelis the hedonistic and utilitarian dimension of value. This
modelalso includes the social dimension of value that occurs in other studies (Gallarza et al.,
2016; Leroi-Werelds etal., 2014). Social value is such a dimension of value that relatesto an
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image that is determined by the influence of members of the community from the
environment.

In the field of hospitality industry, a five-dimensional service value model, known as the

SERV-PERVAL model, has been developed (Petrick, 2002). The model draws attention to
the following dimensions of service value:

Quality;

Price;

Emotional response;
Efforts made;
Reputation.

Compared to PERVAL, this modelstands out for its reputation as a significant part of the
values of services that customers in tourismevaluate. The reputation of tourismcompanies is
firstassociated with the level of quality in service delivery. In addition, trust, commitment,
communication by staff are crucial to building reputation (Wathne et al., 2001, p. 60).
Althoughthe SERV-PERVAL modelwas first applied in the field of tourism, it also showed
its importance in other service industries.

Based on Petrick’s model, a modelwas designed to measure the value ofaserviceoffering in
the hotel industry across three dimensions (Nasution & Mavondo, 2008):

e Reputation;
e Prestige;
e Price.

Nasution and Mavondo cite prestige as one of the key dimensions of value for tourism
service users. Prestige is treated as a component of the social value perceived by users under

the influence of an environment whose opinion s valid with respect tobusinesses thathave a
built in status symbol (Bergami & Bagozzi, 2000).

In the context of travel agency services, a GLOVAL model has been developed, which
emphasizes that the value of a service consists of sixdimensions (Sanchez et al., 2006).

Accordingto the authors mentioned, value is a six-dimensional concept that encompasses
four dimensions of a functional nature and two affective dimensions:

Interior and exterior of the tourist agency;
Quality of service offer;

Expertise of employees;

Price;

Emotional value;

Social value.

The GLOVAL modelemphasizes employee expertise as a significantdimensionofthe value
of services in travel agencies. This dimension is crucial especially in the service sector,
where it is difficult for customersto evaluate services before making a purchase. In assessing
the total value, users of tourismservices pay attentionto the competence, understanding and
commitment of the service staff. Tourismservice users expect the staff to be proficient in
providing relevantinformationaboutthe services, as well as in showing interest in meeting
their demands and the like.

Drawing on Holbook’s typology of values, reviewing empirical studies, Gallarza and Gil
(2008) hiahliaht the following dimensions of value that tourists experience while using
tourist services:
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Efficiency;
Quality;
Play;
Aesthetics;
Social value.

The functional part ofthe value is reflected in efficiency in terms of convenience and quality
of tourist services provided, whereas the emotional valueis illustrated by playing as a sense
of fun and enjoymentin various activities and aesthetics as a beauty that tourists appreciate
while visiting a particular destination.

4. Methodology and results of empirical research

In orderto determine differences in perceptions of different dimensions of values by female
and male respondents, an empirical study was conducted using survey methods. The sample
included a total of 149 respondents, with female respondents accounting for about 58% (86)
and male for about 42% of the total sample (63).

The study involved respondents travelling through four travel agencies operating in the
territory ofthe Republic of Serbia. The survey was conducted in the period February and
April 2019. The surveys were submitted by tourist guides just before the travels realized.

The perceivedvalueofthe serviceswas measured over 12 statements that reflect the most
significant dimensions of the value of the travel agencies’ service offer (functional,
economic, emotional and social value). The statements are adapted on the basis of the
relevant foreign studies (Floh et al., 2014; Roig et al., 2009). The respondents rated the given

findings on a seven-point Likert scale (1 - I absolutely disagree with the statement; 7 - |
absolutely agree with the statement).

Using the t-test for two independent samples, it was examined whether statistically
significant differences in the average ratings of the value oftravel agency services between
the two groups of respondents (women and men) occur. The analysis of the collected data
was implemented in the statistical package SPSS 20.

Table 1: The results of the t-test

Sample Female Male t-
e SIEIERIEE M(SD) | M(SD) | M(SD) |statistics
1 [My travel agency is a reliable| 5 o5 (1 o601 6,05 (1.073) | 5.75 (1.047)| 1.706*
travel agency
My travel agency offers high
2 |quality services compared to|5.60 (1.108)| 5.74 (1.087)| 5.41(1.116)| 1.818*
the competition
3 [The employees do their jobi g o5 (1 167)| 599 (1.213)[ 5.90 (1.160)| 0.423
professionally
My travel agency offers
4 |adequate value for money|5.71 (1.135)| 5.84 (1.050)| 5.54 (1.229) 1.551
invested
The price of travel agency
services is more favourable
5 than the prices of other travel 5.62 (1.195)| 5.83 (1.180)| 5.33 (1.164)| 2.530**
agencies
The price of travel agency
6 service justifies my investment 5.94 (0.974)( 6.17 (0.843)| 5.62 (1.054)| 3.452**
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(time, physical and mental

effort)

I have a good feeling when

using the travel agency services

Using the services of the travel

8 [|agency gives me a sense of{5.65 (1.139)| 5.84 (1.126)| 5.40 (1.115)| 2.368**

satisfaction

9 | feel relaxed while using the
travel agency services

My travelagency has a built-in

reputation

Using the services of the travel

11 [agency I leave a good
impression on the people |

know

Using the services of the travel

12 |agency makes me feel like a|5.27 (1.446)| 5.55 (1.262)| 4.89 (1.597)| 2.707**

socially acceptable person

* The difference in the mean values is significant at the level of 0.1; ** The difference in the

means is significantat the 0.05 level; M - arithmetic mean; SD - standard deviation.

Source: Author’s research

5.80 (1.168)| 5.90 (1.085)| 5.67 (1.270)| 1.154

5.70(1.143) | 5.87 (1.115)| 5.46 (1.148)| 2.220**

10 5.68 (1.411)| 5.93 (1.235)| 5.33 (1.566)| 2.508**

551 (1.354)| 5.85 (1.122)| 5.05 (1.507)| 3.558**

Table 1 showsthe results of the t-test fortwo independentsamples. Therespondents’ views
for the observed segments differ significantly in the caseof 9 out ofthe 12 statements. It can
be observedthat therespondents gave thehighest average gradeto the statement “Employees
do their job professionally” (M =5.95); “My travelagency is a reliable travel agency” (M =
5.92), which belong to thefunctional dimension of value, as well as to the statement “The
price of the travel agency service justifies my investment (time, physical and mental effort)”
(M = 5.94) which reflects the economic dimension of perceived value. With this statement,
the highest degree of homogeneity of the respondents’ attitudes was expressed (SD = 0.974).

5. Discussion and conclusion

The focus ofthe paper is the importance of a multidimensional approach to the analysis of
perceived value in tourism. Some multidimensional models for measuring values set by
foreign authors are presented. These models allow the identification and analysis of those
dimensions ofvalue that stand outas important drivers of customer satisfaction. Based on
individual studies conducted, the authors confirmthat the value of customer services directly
precedes their satisfaction, andas such is considered a major driver of satisfaction (Hu et al.,
2009; Lim etal., 2006; Luo etal., 2019). Althoughservice quality has provento be crucialin
providing satisfaction, perceived value as a factor preceding satisfaction is considered to be
much more complex, as it involves both cognitive and affective elements (Woodruff, 1997).
In the field of tourism, the value of services has also been proven to directly precede and
influence customer satisfaction (Feng & Morrison, 2007; Williams et al., 2017). Value
through satisfaction influences the consumer to participate in re-purchasing. Consumer
valuation based on previous experiences will influence his/her decision to make a repeat

purchase in the future at the same manufacturer and be prepared to make a positive
impression on others (Bolton et al., 2000).

The empirical research conducted confirms that the respondents are moderately satisfied with
the value ofthe services provided by thetravel agencies, with the highestrating given to the
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service staff and their professionalism, as confirmed in previous studies. The statement
“Using the services of the travel agency makes me feel socially acceptable” was rated the
lowest. This result is a guideline for owners to invest more money in building a brand.
Furthermore, out of the 12 statements, only three did not showsignificant differences in the
attitudes of women and men.

Identifying the key dimensions of value for tourism services enables the creation and
delivery ofadequate value for customers. This encourages the use of tourism services in the
future, builds satisfied customers, who over time become loyal to the services of a particular
company. Modern tourismcompanies are increasingly realizing that the value of customer
service is akey indicator of strategic management. Value creation becomes an imperative in
businessand a source of maintainingan edge over competition. Businesses must focus all
their marketing activities on creatingand establishingsatisfied and loyal customers that are
key to achieving long-termprofitability. It is imperative that each tourismcompany identifies
the key dimensions of value for services as drivers of loyalty of its users and continue to
improve relationships with them.

The researchconducted has several limitations. Thestudy was conducted for a limited period
of time, thus, in the future, it would be advisable to conduct research that will be performed
at multiple intervals. This would identify changes in respondents’ attitudes and provide a
more detailed analysis. The analysis is limited to a certain number of findings, so it is
recommended to include in the next research a larger number of findings that describe the
key dimensions ofthe values of serviceoffer oftravelagencies. It would also be interesting
to compare male and female respondents’ views on other demographic characteristics.
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Abstract: Serbiais traditionally a wine-growingregion and it is slowly approaching those
countries that have benefited fromthe development of this type of tourism. The subject of
this paper is the analysis of the Trstenik vineyard district, whose wine-growing areas,
although within a small municipality in Central Serbia, are one of the largest in the country
within the Three Morava Rivers region. The Trstenik vineyard district can take a chance and
find its place in this specific tourism market. The aim of the paper is to present all the
strengths and opportunities, but alsothethreats and weaknesses for the development of wine
tourismin this wine district. This is presented through SWOT analysis. All the results could
be used to make this municipality as wine tourism destination in Serbia.
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SWOT analiza moguénosti za razvoj vinskog turizma
u Trstenickom vinogorju

SazZetak: Srbija je tradicionalno vinorodno podruéje i polako se priblizava onim zemljama
koje su iskoristile veliku Sansu u razvoju ove vrste turizma. Predmet rada je analiza
Trstenickog vinogorja koji je jedan od najvec¢ih vinogradarskih regiona u zemlji u okviru
rejona Tri Morave. Trstenicko vinogorje moze iskoristiti svoju Sansu i pozicionirati se na
trzi§tu vinskog turizma. Cilj rada se odnosi na prikazivanje svih snaga i prilika, ali i pretnjii
slabostiza razvijanje vinskog turizma u ovomvinogorju. Navedeno je predstavljeno pomoéu
SWOT analize. Svi dobijeni rezultati bi mogli biti iskori§¢eni kako bi vinogorje postalo
destinacija vinskog turizma.

Kljuéne reci: Trstenicko vinogorje, vinski turizam, vinogradi, opStina Trstenik, turisticka
destinacija
JEL klasifikacija: 230, Z32

1. Introduction

“Serbia, as a country with rich cultural and historical heritage and preserved natural
resources, has comparative advantages for the development of different types of tourism”
(Milovanovi¢ & Milicevi¢, 2014, p. 39). In recent decades, tourists have shown a growing
interest in visiting rural areas (Dimitrovski et al., 2019). Wine tourism, as an authentic,
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specific and original tourismproduct, occupies an increasingly important place both in the
domain of tourist demandand in the domain oftourism offer (Mujko et al., 2017). Serbia has
excellent conditions for the developmentofwine tourism, especially considering that it has
cellars from 18" and 19" centuries as well as newer ones, which are open for visitors.
Furthermore, it has many wine events and accommodation capacities to support these events
(National Tourism Organization of Serbia, 2019). Also, Serbia has adopted a trend of
forming wine routesas an inseparable part of wine tourism (Mili¢ et al., 2018). Serbia has 9
wine routes in total: Pali¢, FruSka Gora, ViSac, Sumadija, Smederevo-Belgrade, Negotin,
Zupa, Ni§-Kragujevac and Kosovo and Metohija. The Trstenik vineyards with their own
wineries belong to the Zupa wine route.

The subject of this paper is the supply analysis of the Trstenik wine district which belongs to
the municipality of the same name in central Serbia. The goal of this paper is to show that,
throughthe SWOT strategic analysis, this small municipality has the potential to become
famous forwine tourism. The development of wine tourismin this wine district would be a
great stimulus for other wine districts, especially for those that are small and relatively
unknown. In order forthemto includethis kind of tourismas their own tourist product, they
should consider how it could havea good economic effect. The economic effects of tourism
development in rural areas are primarily reflected in the employment opportunities for rural
citizens and the provision of additional revenue, thereby increasing their living standard
(Podovac et al., 2019).

Visiting wineries in the Trstenik area is an integral part of rural, excursion and sometimes
even religious tourism. Sporadic individual tours of wineries are alsocommon. However, by
creating a complete tourist product dedicated exclusively to wine tourism, which would
mean connectingall existing capacities and activating new ones, this wine district could offer
a unique atmosphere for a specific type of tourists.

2. Literature overview

Ever since tourismbecame a global phenomenon, in recent decades there have been evident
changes in the tourist demand. “Classic destinations and travel motives are changing. A way
is given to new, specific forms of tourism, which also include rural tourism” (Krejic¢ et al.,
2016, p. 602), as well as wine tourism. Wine tourism shows a great growth indexon the
tourismmarket (Chartes & Ali-Knight, 2000) and becomes very important for wine regions
(Stein, 2010; Yinciu & Sevil, 2011). It is also among theincreasingly-popularizing types of
specialinterest tourism(Erguven, 2015). Tourist travels, which include visits to vineyards,
wineries, wine festivals and wine exhibitions are all included in the wine tourism, whereby
wine degustation and/or vineyard region attractions represent the primary motivation for
these travels (Hall et al., 2000). Therefore, tourists go travelling primarily for wine
degustation, to gainnew knowledge aboutwine, learn howto combine wine andfood, enjoy
wine culture, enjoy rural areas, etc. “Besidethose activities, wine tourists usually visit castles
and farms and sometimes participate in agricultural activities (for example, pruning or grape
picking), inspect wine cellars, etc.” (Dorofeeva et al., 2019, p. 1).

Wine tourismis of great importance for small wineries that have a posibiliy of a direct sale
of wine in their own wine cellars (Milicevi¢ & Steti¢, 2017). Amarando et al. (2019)
considerthatthe developmentofwine tourismnot only increases the chances of business
success fordirect participants in the chain, but also brings benefits for the local community.
The suppliers ofwine tourismcan havecrucialand determinantrole in speed and quality of
the development of wine tourism (Jurin¢i¢ & Bojnec, 2011). “It is important to create a
positive climate by increasing interest of local people and businesses to be engaged in the
development of this form of tourism” (Milicevi¢ & Petrovi¢, 2017, p. 176). “To start a
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development of this formof tourism, it is necessary to animate and educate local people,
develop strategic plans at the local level, establish local working groups or groups for the
development and marketing activities” (Jovanovi¢ & Mili¢evi¢, 2014, p. 250). Croce and
Perri (2011) indicate thatwine tourism, besides food tourism, generates many opportunities,
but it must be managed and organized in a responsible and sustainable way.

Even though wine tourismcan be seenas special, that is, a specific form of tourism, Bruwer
(2003) considersthat wine tourismin individual areas and regions has become an integral
part of rural tourism. “Rural tourism today represents an important factor of recovery and
development of rural areas and is an important revenue generator for rural households”
(Milicevi¢ et al., 2015, p. 752). The development of rural tourismincreases the economic
position and social activity of rural area citizens (Mandari¢ et al., 2017).

3. Characteristics of the Trstenik wine district as the basis for the
development of wine tourism

The Trstenik wine district, according to the official area division, belongs to the Three
Morava Rivers region. The districtborders coincide with the borders of the territory of the
municipality. The wine district encompasses vineyards that are located in the mountainous
terrain of the Trstenik area, on the left and right bank of the Zapadna Morava River. There

are 2,211.72 hectares of vineyards, in otherwords 29.3% ofthe area is under vines (Jaksic et
al.,, 2019).

The municipality of Trstenik has the largest area covered in vineyards in the country. Also, it
is ranked third according to the areaamongthevineyards that are in the viticulture registry.

Forcomparison, ViSac is ranked first with 1296.32 hectares, then Fruska Gora with 932.96
hectares and then Trstenik with 534.61 hectares (Jaksi¢ et al., 2019).

2.928 households are in the viticulture business (Jaksic, 2016). The Trstenik wine district
ranks third according to the area among the plantations of Merlot at the national level. It
encompasses 50.17 hectares of vineyards. Cabernet Sauvignon vineyards cover a bit larger
area 0f54.12 hectares, andare ranked second at the level of whole of Serbia (just behind the
Fruska Gora district). As for the autochthonous variety Prokupac, the Trstenik wine district
ranks second with an area covering 28.8 hectares. The first place at the national level is held
by th)e regionalautochthonous variety Vranac with an area of 51.39 hectares (Jaksi¢, et al.,
2019).

Prokupac was once quite widespread in wine districts Smederevo, Jagodina, and Zupa and all
the way to southern parts of Macedonia (Johnson, 1972). The Trstenik wine district was
recognizable forthis type of grapes. More precisely, already after 1946, it was characterized
as the dominantvariety (Stojanovi¢, 1957). Trstenik becomes famous for its wine Trstenicka
Ruzica which was ablend ofred wine with the dominant Prokupac. It was being produced in
the “Sloga” agricultural combine and was being featured onthe wine lists ofthe most famous
restaurants and hotels throughout the SFRY (Socialist Federal Republic of Yugoslavia).

The presented data clearly show that this wine district is one the most important in the
country. As forthe production plants, that is wineries, there are only 5 registered ones. This
is a small number compared to, forexample, the neighbouring Zupawine district, which has
as many as 56 registered wineries. Still, the Trstenik wine district is famous for a large
number of households that producewine in the traditional way for their own needs or for sale
on the so-called “black market”.In the past, large Yugoslav wineries from Slovenia and
Croatia were coming for Vranac and Prokupacin the vicinity of Trstenik. Favourable natural
conditions for growing the grapes are shown in the fact that probably the only Belgrade
winery (Skrbi¢ winery) has its vineyards in the vicinity of Trstenik, in the villages of Mala

61




Stojkovié, J., Milicevi¢, S. —SWOT analysis of wine tourism development opportunities in the Trstenik vineyard
district — Hotel and Tourism Management, 2020, Vol. 8, No. 1: 59-67.

Drenova and Rujisnik, the so-called “Serbian Tuscany” as it is described on the winery’s
website (Vinochicha, 2019). Perhaps it would be more appropriate to call the Levag hillside

the “Serbian Bordeaux”, since Levac lies at one degree smaller latitude than the French
Bordeaux (Simi¢, 2014).

Trstenik s still relatively unknown at fairs and wine salons, however, for more than 25 years,
an event dedicated to Saint Tryphon, the protector of winemakers, has been held on
February, 14", The event is one of the rare events which are officially held. In addition to
cutting theholy breadand honouringall the rituals associated with the Trstenik area, awards
are given to the best small winemakers. The event is festive in nature, but it is also a
competitive onebecause allthe wine samples are evaluated in several categories. In addition
to local participants, samples often come fromnearby wine districts and in the recent years,
samples have been coming from Vojvodina. In addition to traditional meals and wine
degustation, there is a showroom for companies involved in viticulture, wine making and
grafting. This event often involves organizing educational panels and lectures related to
viticulture and winemaking, as well as opening exhibitions of paintings of museum exhibits
dedicated to this theme.

Trstenik and the surrounding area are known as the only area which is in the grafting
business. The tradition is 100 years old. This area supplied ex-SFRY and ex-Soviet Union
with grape grafts. Revenues from grafting during the 70s and 80s were in millions of US
dollars. Since the borders of both countries were drastically reduced, this has certainly led to
a decline in production, but the Trstenik area and partly KruSevac area remain the only
suppliersofvine graftsin the country. To honour vine grafts, the Grafting Fair is annually
held in Velika Drenova, which is visited by businessmen and others involved in this
production. Fora couple of years now, groups of Russian business tourists sporadically come
to visit, and their main motive is exclusively to visit vine graft nursery gardens, planting
grounds, production facilities, wineries and distilleries around Trstenik. A cultural and
historical sightseeing tour is included but as a secondary activity.

The existence of registered wineries, as well as exhibition spaces (museums, galleries)
dedicated to wine making and viticulture as well as events is certainly a good basis for
developing wine tourism. There is a small number of commercial wineries in this wine
district. They are often visited by groups and excursions fromnearby Vmjacka Banja, as
well as by othertourists visiting the Trstenik area. The positive fact is that there is a large
number of households that are also involved in wine production but are not officially
registeredas producersand could, with some incentives, become empowered and join the
official numberof wineries orbe engaged in some kind of rural or agricultural tourism with
grapes and grapevines as their main products and activities around them.

4. SWOT analysis as an indicator of opportunities for the development of
wine tourism in the Trstenik wine district

According to Cerovié (2009, p. 226) SWOT analysis or its methodological frame is often
used in strategic planningand management. The same authoremphasizes that with the help
of this analysis, it will be possible to identify a developmentbehaviour of an organization or
in this case destination in which chances andthe opportunities are offeredto this destination,
and all weaknesses andthreats during the development are minimized. The overview of the
above analysisis listed, which discusses the Trstenik wine district and opportunities for the
development of wine tourism.
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Key strengths of the Trstenik vineyard district for the development of wine tourism:

Trstenik has a long tradition in viticulture, winemaking and grafting;

Excellent geographic position of the municipality and the wine district itself;
Excellent traffic interconnectedness of the municipality and the wine district. Very
favourable position in relation to soon to be Morava Corridor highway;

Road infrastructure is of satisfactory quality (this refers to roads leading to
production facilities - wineries), and to other natural and cultural attractions;
Wineries from these wine districts are included in the Zupa wine route;

The heritage in the formof culturaland historical monuments nearby from various
historical periods (numerous monasteries, monuments from newer history, etc.);
Close to the most popular Serbian tourist centers: Vrnja¢ka Banja and Kopaonik;
Trstenik organizes two events dedicated to this theme: Saint Tryphon day and
Grafting Fair in Velika Drenova,;

Visits to wineries are included in other types of tourism (excursion, religious).

Key weaknesses of the Trstenik vineyard district for the development of wine tourism:

The existence of only 5commercial wineries comparedto a great number of smaller
family producers;

Not having proper tourist signalization for all wineries;

Total or partial unrecognizability of the Trstenik area as a vineyard area;
Products are not branded enough;

The lack of promotion and other marketing activities of Trstenik and the Trstenik
wine district as a possible destination for wine tourism visitors;

Insufficient awareness of all interested parties about the immediate strong effects
that this type of tourismwould bring to the whole region;

Insufficient awareness of possible small wine makers about possibilities and
benefits they would have if they changed their traditional production to the
commercial one;

Still the insufficientnumber of accommodation units or inadequate category of the
existing ones.

Insufficient education, training or any other programmes that would be available to
all interested parties that would participate in wine tourism.

Key possibilities of the Trstenik vineyard district for the development of wine tourism:

Developmentofastrongandsystematic program for promoting the Trstenik wine
district and wine tourism; Taking partin tourismfairs in the countryand the region
where wine tourism would be promoted as the central “product” and not an
accompanying one;

Furtherdevelopment of capacities whichwould be of great interest to tourists (for
example, building asmallmuseumin Velika Drenovawhich would be dedicated to
grafting and wine making, revitalization ofthe so-called vineyard huts located in the
vineyards themselves and which could be visited by tourists);
Furtherdevelopment of local events dedicated to wine makers and Saint Tryphonas
to gain astrongerand larger scope, given the fact that it is one of the few that has
been ceremoniously held for over twenty years; Development of the Grafting days
event in Velika Drenova. Creating new events dedicated to wine tasting (for
example, wine salons, wine fairs, etc.);

Designing and organizing easy and medium hiking tours of vineyards;
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e Designing the tours that would, beside wineries, include a tour of nursing gardens
with grafts of grape vines and other plants;

e Wine tourism and its capacities could still be “accompanying” in relation to
religious tourism, excursion tourism, cultural tourismetc.

e Providing encouragement and incitement to small winemakers who continue to
practice traditional wine production to open and register small family wineries.
Anotheroptionwould beto selltheirwine at their doorsteps but by registering and
equipping their households for rural and ethno tourism.

e Collaboration with othernearby areas as to create a single integrated package for
tourists that would be at the level of either the Rasina district of the Three Morava
Rivers Region.

Key threats of the Trstenik vineyard district for the development of wine tourism:

¢ Insufficientincentives fromlocal and state authorities for primary registration of
small family wineries; An immediate proximity to one ofthe most developed wine
districts (the Zupa district) which could “take away” tourists simply because of'its
more famous name and much more recognizable brand;

e Reducing areas covered with vine grapes, which is happening for years now, can
also indirectly influence the possible projects related to wine tourism;

e Duetothestillunfavourable economic situation, many well-to-do households that
are under financial pressure are abandoning viticulture and winemaking business
and are switching to other more profitable cultures;

e Insufficient promotion of the wine district from local authorities as a possible
destination for wine tourism.

5. Conclusion

Many authorsand experts have agreed that the best examples of Serbian practice of wine
tourismare in Vojvodina, in Fru§ka Gora and Vr$ac districts respectively, whereas all other

districts are notfully using their conditions, potentials, capacities to make similar or same
rappers in their respective areas.

The Trstenik wine district does not operate at full capacity, althoughit is very significant for
its number of vineyards and types of grapes it is cultivating, has a long tradition in grafting,
viticulture and winemaking and has production capacities, smalland large and has a chance
to fully integrate wine tourismas one of its main tourist products. First of all, production
capacities exist, but therecould be more of themthan the number of private households that
producewine for their own needs. Wineries are situated along the Zupa wine route, but not
all ofthem, also the proximity to one of the most famous wine districts (Zupa) is not fully
used in terms of creating one regional wine tourist product. There is a lack of additional
accommodation in the city itself as well as in the villages. There is also an insufficient
promotion and marketing campaign dedicated to the wine district by the local tourist
organization and municipal authorities, which would lead to a better positioning of the wine
district not only in the wine market but also in wine tourism. Finally, there is a lack of clear
strategy and clearly defined operational activities, which would be the starting point for wine
tourism to become an instrument of development of the whole area. Designing such a
strategy would make all possible participants in such a project aware of all the benefits of
developing this type of tourism. Wine tourism would be a great economic impetus for
developing the Trstenik area, especially because it would employ capacities that have not
been used earlier and thus further refine its purpose. The Trstenik area has excellent
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conditions forthe development of religious and excursion tourism, so wine tourism could
become the main tourist product of the municipality in the near future.

The contribution of this paper can be significant. Primarily, a relatively unknown wine
district is being researched in terms of areas and varieties among the first in the country, so
presenting the facts about it can be a further incentive for other under-established wine
districts, which could see their chance in the development of this type of tourism.

The limitations ofthese researches are of course numerous. Firstly, there are notenoughnew
and different papers dealing with the study of wine tourismin Serbia, which could serve as a
theoretical basis forresearch. In particular, thereis an insufficient number of papers dealing
with less well-established or unbranded wine districts, which could be the focus of a
comparative analysis. Also, there are few relevant data about the Trstenik wine district,
which is also making the research even more difficult. Allmentioned above can be justified,
given that wine tourismis stilla theoretically unexplored topic of Serbian tourism, and it is
only logical that it does not have representative examples in practice.
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Abstract: In addition to achieving economic goals, tourism companies must take care of
social goals and the impact of their business activities on the environment. Social
responsibility and economic profit are not contradictory, but rather complementary. Many
companies implement Environmental Management System (EMS) in their business
operations. Nowadays, Corporate Social Responsibility (CSR) is more and more represented
in tourismand hotelindustry. An increasing number of tourists are showing concern for the
environment and they are staying in green hotels during their travels. The survey was
conductedto determine whether thetourist’s intention to stay at the green hotel is affected
the tourists’ care for the environment and the perceived value of the green hotel offers.
Statistical analysis was performed onasample of 155 respondents from the territory of the
Republic of Serbia. The results of empirical research have shownthatthese variables have a
positive impact on the choice of green hotels, so the study offers important practical
implications for tourismand hospitality companies.

Keywords: corporate social responsibility, EMS, green hotels, perceived value of the offer,
environmental care of tourists
JEL classification: Q50, Q51, Z32

Analiza faktora koji uti¢u na izbor zelenog hotela od
strane turista

Sazetak: Turisti¢ka preduzecéa pored ostvarenja ekonomskih ciljeva moraju voditi ra¢una o
drustvenim ciljevima i uticaju svojih poslovnih aktivnostina Zivotnu sredinu. Dru§tvena
odgovornost i ekonomski profit nisu u suprotnosti, ve¢ su komplementarni. Mnoge
kompanije u svomposlovanjuimplementiraju sistemzastite zivotne sredine (Environmental
Management System— EMS). Drustveno odgovorno poslovanje je danas sve viSe zastupljeno
u turizmu 1 hotelijerstvu, a sve veci broj turista pokazuje brigu o zastiti zZivotne sredine i
prilikom svojih putovanja odseda u ,,zelenim hotelima”. Istrazivanje je sprovedeno sa ciljem
da se utvrdi da li varijable briga turista o zastiti Zivotne sredine ipercipirana vrednost
ponude ,,zelenog hotela” uti¢u na nameru turista daodsednuu ,,zelenomhotelu”. Statisticka
analiza je radena na uzorku od 155 ispitanika sa teritorije Republike Srbije. Rezultati
empirijskog istrazivanja su pokazali da navedene varijable imaju pozitivan uticaj na izbor
,zelenih hotela”, tako da studija nudi vazne prakti¢ne implikacije za pruzaoce usluga u
oblasti turizma i hotelijerstva.

Kljuéne reci: drustveno odgovomno poslovanje, EMS, ,zeleni hoteli”, percipirana vrednost
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1. Introduction

Tourismis the industry with the greatest potential for growth. Tourists increase the number
of their trips over the years (Pejic Bach et al., 2014). Increasing efforts are being made to
promote the socially responsible behavior of tourism companies (Lebe & Milfelner, 2006).
Corporate Social Responsibility (CSR) involves management that takes into account both
economic and social goals (Ghoul et al.,, 2011). The primary business motive of any
company is profit, but in recent years a large number of companies have paid attention to
environmental protectionandit involves theuse of higher quality technology, optimal use of
resources, reduction of emissions of gases and the like.

ISO 14000 is an international standard for environmental protection. It assists companies in
the process of setting up an Environmental Management System (EMS). EMS is increasingly
presentin the hospitality industry and it enables organizations to control the impact of their
business activities on the natural environment (Chan, 2008). Environmental protection is
crucialand does not imply the suppression of tourism simply because there is a negative
impact on the natural environment. Instead, it implies managing tourismin suchaway that it
does notadversely affect the nature and cultureofthe hostcountry (Miththapala et al., 2013).

Cashman et al. (2012) claim that “human activities associated with economic and social
development havealtered the composition of the global atmosphere through the emission of
greenhouse gasses” (p. 17). Furthermore, small island countries, which represent the most
attractive tourist destinations, are most sensitive to the effects of climate change and the
influence they have on the natural environment. Nowadays, increasing numbers of tourists
show concernforthe environment and, whentraveling, stay in green hotels, which seek to
reduce the environmental impact of certain activities (Cheng & Wu, 2014). Statistics show
that an increasing number of tourists are aware of the efforts being made by tourismand
hospitality companies to improve their environmental performance and it is projected that
touristswill increasingly choose such hotels during their travels (Miththapala et al., 2013).

The subject of this research is environmental analysis, as well as tourists’ impressions of
green hotels andtheir desire to stay there whentraveling. The main objective ofthe research
is to determine whetherandto whatextent thevariables tourists’ care for the environment
and the perceivedvalue ofthe greenhotels offers affect the intention of tourists to choose
green hotels for their stay when traveling.

When it comes to themethodology used, the survey method was employed to collect data.
Data analysis was performed using SPSS statistical software. Statistical analysis used
descriptive statistics (arithmetic mean and standard deviation), reliability analysis to assess
internal consistency of model findings and validity, correlation and multiple regression
analysis to confirmor reject research hypotheses.

The work consists of five parts. Following the introduction, the literature review analyzes
tourists’ care for the environment, the perceived value ofthe greenhotel offers and tourists
preferences for stayingthereduring their travels. Withinthis section, research hypotheses
are formulated and a conceptual model is presented. The third part presents the research
methodology andsample structure. The fourth part contains the results of theresearch, while
the fifth part outlines the main contributions of the research, theoretical and managerial
implications, limitations and directions of future research.

s

2. Literature review

EMS system has become increasingly known worldwide in the hotel industry lately. The
systemprovides an opportunity for companies to reduce the negative impact of their business
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activities on nature (Chan, 2009). Steger (2000) describe EMSas a “transparent, systematic
process known corporate-wide, with the purpose of prescribing and implementing
environmental goals, policies and responsibilities, as well as regular auditing of its elements”
(p. 24).

Stipanuk (1996) states that almost all hotels are familiar with the EMS systemand have
implemented it in their operations in order to reduce the negative influence of their business
activities on the nature. Theimplementation ofthe EMS systemenables the company to do
socially responsible business, but, on the other hand, it can also gain a certain financial
benefit. The international standard 1SO 14000 provides guidelines for the evolution of the
EMS system, which allows reducing business costs, process optimization and the like, which
ultimately affects the profit of the organization. Chan and Ho (2006) state that organizations
need knowledge, experience and expertiseas wellas significant financial resources to build
an EMS system. Furthermore, it is necessary to animate tourists in marketing campaigns to
contribute to environmental programs and pay an additional amount to support
environmental policy.

The tourismindustry is working hard to offer consumers the opportunity to help protect the
environment. Many travel agencies offer travelers the opportunity to pay a certain fee when
booking a trip, which allows for a reduction in environmental pollution (Dhanda, 2014).
Nowadays, green marketing is experiencing a significant increase in popularity. Green
marketing activities include modifications in the production process and saving of resources,

promotion of products with environmental characteristics, eco-friendly packaging and the
like.

Nowadays, socially responsible actions are expected not only fromlarge hotels but also from
small and medium-sized hotels (Kasim, 2015). All organizations needto make the effort and
find creative and innovative solutions to reduce the negative influence of their business
activities on thenature. CSR has a positive impact onthe image of organizations and thanks
to the rapid development of the Internet and communication, as well as the increasing
importance of social networks, consumers are easily informed about the environmental
programs used by hotels (Chan & Hsu, 2016). In addition to having a positive impact on the
image of organizations, environmental policy also contributes to the growth of a loyal
customer base, especially those who care aboutthe naturalenvironment (Giirlek et al., 2017).
Tourists who take care of the environment stay in green hotels when traveling, as they
implement environmental policies in a way that minimizes the negativeeffects onthe natural
environment (Gustin & Weaver, 1996).

From a marketing perspective, in orderfora consumerto achievea degree of satisfaction, it
is necessary for the product or service tobe ofa high degree of quality andto meet the needs
of consumers with their performance (Hwang & Seo, 2016). Similarly, green hotels are
organizations thatimplement environmental programs to reduce the negative influence of
theirbusinessactivities onthe nature. Environmental activities include solar heating, thermal
systems, recycling for all waste materials, eco-friendly equipment, energy-saving lamps,
healthy food and the like. Conservation of natural resources creates desirable values for
tourists who are about the environment. Environmental protection or ecological value
involves the care andeffort of an individual to preservethe natural environment (Thompson
& Barton, 1994). Individuals who advocate the implementation of environmental programs
seekto collaborate with organizations that implement such programs, because they believe
that nature is valuable in itself and that natural resources must be conserved for a better
quality of life. In their research, Teng et al. (2018) found that tourists’ concern for the
environment had a positive impact on tourist’s decision to choose a green hotel when
traveling. Cvijanovic et al. (2018) found that the implementation of environmental standards
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in the hotelindustry hasa positive impact onthe satisfaction and loyalty of tourists, as well
as theirintentionto recommend their friends through social networks to use the services of
green hotels. The same authors state that in Serbia a small number of hotels apply
environmental standards and that their application would be a factor of differentiation and
gaining a competitiveadvantage. Fromthe abovementioned, it can be concluded that the
concept ofgreenhotels hasa development perspective in Serbia and that customers do pay
attention to environmental protection. Based onthe above, the first research hypothesis in the
paper can be formulated:

HL1: Tourists’ care for the environment has a positive statistically significant impact on the
choice of a green hotel to stay in when traveling.

When tourists choose a hotel, they consider the conditions and the whole offer. The
perceived value of a green hotel offer is the choice of hotels that applies socially responsible
behavior, thegeneralimpression of those hotels, the experiences of acquaintances and the
like (Tzschentke et al., 2004). If staying in a green hotel has left a favorable impression on
tourists, and gave thema sense of satisfaction and affordable accommodation, they will
probably choose the same hotel for their next trip (Teng et al., 2018). Many studies of
tourismand hospitality have shown that the perceived value of the offer has a significant
impact on tourists’ intention to choose a particular hotel when traveling (Chen & Chen,
2010; Ryu et al., 2008). Similar is the situationwith the perceivedvalue of green hotels and
their choice of tourists whentraveling. Based onthe above, a second research hypothesis can
be formulated in the paper:

H2: The perceived value of a green hotel offers has a positivestatistically significant impact
on the tourists’ choice of a green hotel to stay in when traveling.

The paper starts with the conceptual model presented in Figure 1, which monitors the impact
of tourists’ care for the environment and the perceived value of a green hotel offers on
tourists’ intention to choose a green hotel for their stay.

Figure 1: Conceptual model

Tourists’ care for the
environment Tourists’ choice of green
hotels

Perceived value ofgreen
hotels offers

Source: Author’s research

3. Research methodology

The survey was conducted on the territory of the Republic of Serbia. The condition for
respondents to participate in the survey was that they were familiar with the conceptofgreen
hotels. A total of 180 questionnaires were distributed. Out of the total number, 155
respondents were familiar with the concept of greenhotels and 25 were not, which excluded
themfrom the survey. Based on theabovementioned, thesample includes 155 respondents.
The surveywas conducted in written and electronic form, using the questionnaire method.
Respondents evaluated statements by a seven-point Likert scale. The statements were taken
from relevant works in the literature which dealt with the issue of socially responsible
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businessin tourism. An overview ofthe statements is given in Table 1. Statistical software
IBM SPSS Statistics Version 23 (Statistical Package for Social Sciences) was used for data
analysis. Statistical analysis used descriptive statistics (arithmetic mean and standard
deviation), reliability analysis to assess internal consistency of model findings and validity,
correlation and multiple regression analysis to test research hypotheses.

Table 1: Research variables based on the grouping of the statements used

value of green
hotels offers

5. Staying at agreen hotel gives people a
senseofsatisfaction.

6. Green hotels offer affordable
accommodationrates.

Variables Statements Source
1. Itis sad to seethe destroyed natural
Tourists’ care | environment.
for the 2. Nature is precious in itself.
environment | 3. Conservationofnatural resources is
important forgood healthandbetter quality
of life. Adapted to:
4. My friends were pleased with their stay at Teng et al. (2018)
Perceived a green hotel.

Tourists’
choice ofgreen
hotels

7. 1 will stay at a green hotel when the first
opportunity arises.

8. | want to stay at a hotel thatcares about
the environment.

9. | thinka green hotelis agood choice.

Adapted to:
Tilikidou &

Delistavrou (2015)

Source: Author’s research

An overview of the demographic structure of the respondents is given in Table 2.
Segmentation was performed based on the criteria of gender, age and education.

Table 2: Demographic structure of respondents

Number of Percent of
respondents respondents %
Females 85 54.8
Gender Male 70 45.2
Total 155 100%
Up tol7 years of age 20 12.9
18-30 years of age 62 40.0
Age 31-50 years of age 54 348
51 years and older 19 12.3
Total 155 100%
Primary education 9 5.8
Secondary education 73 47.1
Education College education 12 177
University 61 394
Total 155 100 %

Source: Author’s research
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In the sample of 155 respondents, there are 85 women and 70 men. The majority of
respondents were betweentheage of 18and 30, 62 in total (40%). In terms ofeducation, the
highest number of respondents have secondary education 73 (47.1%).

4. Research results
The study first used a descriptive statistical analysis. Table 3 shows the results.

Table 3: Results of descriptive statistical analysis

Statements M SD
1. It is sad to see the destroyed natural environment. 5.48 1.97
2. Nature is precious in itself. 5.57 191
3. Conservationof natural resources is important for good health and 508 196
better quality of life. ' '
4. My friends were pleased with their stay at the green hotel. 4.04 2.00
5. Staying at a green hotel gives people a sense of satisfaction. 450 1.94
6. Green hotels offer affordable accommodation rates. 4.87 2.08
7. I will stay at a green hotel when the first opportunity arises. 4.81 1.80
8. I want to stay at a hotel that cares about the environment. 5.01 2.04
9. I think a green hotel is a good choice. 4.25 1.75

Source: Author’s research

The most positive attitudes were expressed by the respondents in the statement Nature is
preciousin itself (arithmetic mean 5.57). The most negativeattitudes were expressed by the
respondents in the statement My friends were pleased with their stay at the green hotel
(arithmetic mean 4.04). Respondents’ attitudes are the most homogeneous based on the
statement Conservation of natural resources is important for good health and better quality
of life (the lowest standard deviationvalue is 1.26). The attitudes of the respondents are the
most heterogeneous in the statement Green hotel offers affordable accommodation rates (the
highest standard deviation value 2.08).

In the second step, a reliability analysis was performed to determine the internal consistency
of the findings by which certain variables are measured. Reliability analysis is usually
performed by considering the values of the Cronbach’s alpha coefficient. For a given
variable to have an adequate degree of reliability, it is necessary that the value of this
coefficient be higher than 0.70 (Nunnally, 1978). Table 4 presents the results obtained.

Table 4: Reliability analysis

. Cronbach’s
Variables alpha
Tourists’ care for the environment 0.75
Perceived value of green hotels offers 0.82
Tourists’ choice of green hotels 0.80

Source: Author’s research

The results showthat the valueofthe Cronbach’s alpha coefficientis higherthan 0.70 in the
case ofall the variables used, which confirms that the variables are measured by adequate
mutually consistent statements. A correlationanalysis was used to determine whether there
was a statistically significantrelationship betweenthe variables. Table 5 shows the results.
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Table 5: Correlation matrix
Tourists’ care for | Perceived value of | Tourists’ choice
the environment | green hotels offers | of green hotels
Tourists’ care for the . ok
environment 1 0.296 0.424
Perceived value of
green hotels offers
Tourists’ choice of 0.424%% 0.358%* 1
green hotels
Note: ** Correlation coefficients are significant at the 0.01 level
Source: Author’s research

0.296** 1 0.358**

Based on the results of the correlation analysis, it can be concluded that all values of
Pearson’s correlation coefficient are statistically significant. The highest degree of linear
correlation is present between the variables of Tourists’ care for the environment and
Tourists’ choice of green hotels (the highestcoefficient value 0f 0.424). The lowest degree of
linear correlation is present betweenthe variables of Tourists’ care for the environment and
Perceived value of green hotels offers (the lowest coefficient value is 0.296).

The study applied multiple regression analysis, which measured the impact of independent
variables Tourists’care for the environment and Perceived value of green hotels offers on
dependent variable Tourists’ choice of green hotels. The results are shown in Table 6.

Table 6: Results of multiple regression analysis (dependent variable: Tourists’ choice of
green hotels)

Variables B Sig t VIE
Tourists’ care for e
the environment 0.348 0.000 4.698 1.092

Perceived value of o
green hotels offers 0.255 0.001 3.448 1.096

Note: ** The coefficients are statistically significant at the 0.01 level; R°=0.356
Source: Author’s research

The coefficients of determination R is 0.356, which means that 35.6% of the variability in
the choice of green hotels by tourists is explained by this regression model. The data are
suitable for conducting multiple regression analysis because the value of VIF coefficients in
all pairs is less than5, so there is no problem of multicollinearity (Field, 2000). The results
showthatthe Tourists’ care for the environment ($=0.348, Sig value<0.01) and Perceived
value of green hotels offers (3=0.255, Sig value<0.01) have a statistically significant
influence on the Tourists’ choice of green hotels. Based on the abovementioned, it can be
concluded that both research hypotheses defined in the paper, H1 and H2, have been
confirmed.

5. Conclusion

A number of authors have beenresearching socially responsible tourismbusiness. This study
examined the impact of variables Tourists’ care for the environment and Perceived value of
green hotels offers on the Tourists’ choice of green hotels. The results show that both
variables have a positive statistically significanteffect ontourists’ intentionto choose green
hotels forstaywhentraveling, soboth researchhypotheses are confirmed. Green marketing
has become quite important and many organizations, including hotels, are trying to attract
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“green customers”. The choice of a green hotel by tourists has so far been addressed in a
very small number of studies, which reflects the main contribution and originality of the
paper. The theoretical contribution is reflected in the expansion of scientific knowledge
about green hotels. Theresults show that tourists who take care of the environment choose
green hotels for their stay when traveling. Previous research has come to similar results
(Cvijanovi¢ etal., 2018; Teng et al., 2018), so these claims have been provenin this research
as well. Moreover, the results of this research have shown that the perceived value of the
green hotel offer has a positive effect on the choice of the green hotel by tourists and the
previous research has yielded similar results (Chen & Chen, 2010; Ryu et al., 2008). The
findings ofthe study offer useful managerial implications. The results show that tourists
fromthe Republic of Serbia care aboutthe protection of the environment and that they are
familiar with the conceptofgreen hotels, as well as that they show the intention to stay in
hotels that implement certain environmental programs during the next trip. However, in
Serbia the concept of green hotels has not yet been sufficiently developed. Hospitality
service providers should pay attention and make an effort to implement environmental
policies, in order to gain tourists’ trust and ultimately increase profits. Cvijanovié et al.
(2018) also point out thatthe strategy, which involves the implementation of environmental
programs in the hotel industry can be the basis for gaining a competitive advantage. The
green marketing trend is expectedto continue to grow, so implementing eco-programs is a
good way fortourismand hospitality service providers to achieve better business results.
However, this study has some limitations. The sample size is small, and the age structure
shows thatmostly young respondents participated in the research. Future research should
involve larger sample and include elder respondents. It is desirable to apply tests that show
whetherthereis a difference in the respondents’ views on environmental protection and the
choice ofagreen hotelwhen traveling in terms of demographic characteristics. Moreover, it
would be usefulto conduct research in other countries, as this would create an opportunity to
compare the views of members of different nations on theimplementation of environmental
programs and the choice of green hotels by tourists.
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Abstract: The paper provides an insight into factors influencing developments in
gastronomy and catering services. The aim of the text is to identify the key elements
affecting contemporary cateringservices including attendance at catering establishments,
preferences in food selection, use of lunch menus, and adherence to hygiene standards in
operational practice in food production. The first part of the survey shows the issue of
restaurantattendance during the working week. The second part examines the frequency of
restaurantvisitors, restaurant attendance at weekends andalsothe factors that influence the
choice of food. The representative sample consists of the Czech National Panel, with
respondents above 15years ofage. The data were obtained from 504 respondents (N 504).
The third part ofthe investigation meets the most importantcriteria that affect the quality of
services—hygienestandards in gastronomy focused oncompliance with hygiene standards
fromthe perspective of hygiene control authorities. Factors for deciding the choice of food in
restaurants and the frequency of restaurant visits were also examined.

Keywords: lunch menu, preferences in food selection, eating in restaurants, hygiene
standards
JEL classification: L83, 232

Promene u gastronomiji

SazZetak: Rad obezbeduje uvid u faktore koji uticu na razvoj gastronomije i ugostiteljskih
usluga. Cilj rada je da se identifikuju klju¢nielementikoji uticu na savremene ugostiteljske
usluge, uklju¢ujué¢imotive za posetu ugostiteljskim objektima, preferencije prilikom izbora
hrane, upotrebu menija i pridrzavanje higijenskih standarda u operativnoj praksi u
proizvodnjihrane. Prvideo istrazivanja se bavi problematikomposecenosti restorana tokom
radne nedelje. Drugi deo istrazivanja ispituje uCestalost poseta restoranu, poseéenost
restorana vikendom i faktore koji uti¢u na izbor hrane. Reprezentativni uzorak ¢ini Ceski
nacionalni panel, odnosno ispitanici stariji od 15 godina, sa ukupnim brojem obradenih
podataka od 504 ispitanika (N 504). Tre¢i deo istrazivanja se odnosi na ispunjavanje
najvaznijih kriterijuma koji uti¢u na kvalitet usluga — higijenski standardi u gastronomiji iz
ugla organa za higijensku kontrolu. Ispitivani su i faktori koji odreduju izbor hrane u
restoranima i ucestalost poseta restorana.
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1. Introduction

Gastronomy is understood fromthe point of view of the historical development of the human
diet, connecting nations and communities with creativity, participants’ abilities, raw
materials, traditions, methods and recipes, newtechnologies that contribute to and influence
the human diet. Gastronomy is a discipline thatinvolves many aspects. Ingredients are the
basis of every diet, which, together with the methods of preparation, create a recipe for
dishes with a unique taste and design. Everything takes place in an authentic environment
that is shaped by terroir (climatic, geographical conditions and human skills). Cuisine is
connected with local conditions, techniques, technologies, but the skills and abilities of the
workers are the basis of success. Mass gastronomy cannot do without social and hygienic
standards (Beranova, 2005; BureSova, 2014).

In his work “About gourmet and physiology of taste” Jean Anthelme Brillat-Savarin (1755-

1826) describes theimportance of gastronomy: “The fates ofnations depend on howthey are
nourished” (Brillat-Savarin, 1994, p. 125).

The key subject of the research is to map the reasons and frequency of attendance at
gastronomic establishments. The main objective of the research is to determine whether they
comply with the standards that affect the quality of catering services - catering facility
hygiene. The hypothesis is that restaurants fully comply with hygiene standards.

The introductory considerations of gastronomy are followed by the development of
gastronomy through history as well the as analysis of the current state as a part of the
theoretical background. Theanalytical part provides a view of the currentnutrition habits of
the Czechs duringthe working week with a focus on cateringservices. This is followed by a
surveyabouteatingin restaurants during weekends and customer priorities that influence the
choice of catering establishments. Other factors include customer safety connected with
compliance with hygiene standards in catering services identified through inspections
focused on hygiene compliance.

2. Theoretical background
2.1. Dewelopment of gastronomy throughout history

The human diet has developed over millennia and has been influenced by traditions,
geographical conditions, politics and culture. Fire has been used in food preparation for

thousands of years and has fundamentally changed the human diet (Beranova, 2005;
Wrangham, 2010).

Althoughopen fires are stillaway to prepare food, many other sophisticated technologies
and methods are used today. Eating together has been an important part of physical and
spiritual life that has shaped the culture of communities. The word “food” is used in a
metaphorical sense more than 230 times in the Bible. Ancient civilizations used food as a
pleasurable and effective means of facilitating negotiations of agreements and contracts
(Morse, 1999).

Changes in diet were manifested differently in individual time periods. In prehistoric times,
the diet included porridges of crushed corn, potages and grain pancakes (bread). Salt and
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wild herbs were usedforseasoning food and the diet included a combination of meat and
vegetable dishes (Beranova, 2001).

In antiquity, the diet included fruits and vegetables in addition to meat and cereals. A
favourite meat dish was poultry — geese, ducks and hens. These times are known for
organizing opulent celebrations and feasts with many sorts of delicacies, and people started
to use various tableware made of precious metal. In the 1st century AD Marcus Gavius
Apicius createda recipe book called “De re coquinaria”. The author was a chefand collector
of recipes as wellas a celebrated gourmet and the founder of the first culinary school. He
was well known for preparing perfect sauces among other things (Sitwell, 2014).

The Roman diet comprised a diverse cuisineincluding game, pork, poultry, fish and seafood
as well as various sorts of vegetables (broccoli, asparagus, lettuces, artichokes, leek,
corianderetc.). Individual recipes were named after popular significant personalities, e.g. the
pigletala Marcus Aurelius. The Romans hadtheir own bread recipe which has survived to
the present day prepared with olives, herbs, spices and cheese. The Roman Consul and
General Lucullus was renowned for fine dining. What distinguished his spectacular festive
feasts fromotherwas the preparation of meals and the service. Later, at the end of the 15"
century, some new raw food products were imported to Europe from America and became
essential for the cuisine of particular regions in Italy and Spain. Catherine de Medici, the
Princess of Tuscany (1519-1598) contributed greatly to the glory of French gastronomy
because she introduced to the French Court new raw food products, recipes, techniques,
methods of food preparation and service, together with fine dining.

Later, French culinary masters (Escoffier, Caréme) reorganized the kitchen workplace,
introduced rules — personal and operational hygiene, changed the principles of menu
creation, including recipe formulations, methods and techniques. In doing so they
significantly influenced the further development of gastronomy in ways that have persisted
to the present day (BureSova, 2014).

Culinary techniques and methods have evolved over time, including kitchen equipment,
kitchenware and meal serving. An open fireplace has been used to heat food from the
beginnings of gastronomy (Wrangham, 2010). Large pieces of meat were roasted in the
fireplace and cooked food was prepared in pot-like kettles, which hung above the fireplace.
Pies and bread were baked in wood heated furnaces (Beranové, 2005; Feyfrlikova, 2015;
Pesek, 2007).

An important part of the human eating experience is the social environmentofwhen and how
food is consumed, including the rituals and customs of the individual societies. Fromthe
beginning, diet has been influenced by a region’s local traditions, culture ethnicity and
history. The basis of good food preparation has always been the origin of the food, the
freshness of ingredients and the processing methods (recipe, culinary methods, suitable
techniques and technologies). In the 18th century the cooks knew that the best recipe is the
one that uses the right proportion and quantities of the individual ingredients (Beranova,
2001; Brillat-Savarin, 1994; Sitwell, 2014).

Throughouthuman development eating has adapted to geographical, cultural, social and
political changes. Fromthe perspective of economics, entrepreneurship is the main tool for
economic development of each state (Mocarnikova et al., 2018). The emphasis is on the
sensory characteristics of food — appearance, flavouring and the taste of meals. Today’s
menu card builds on traditional procedures of hygiene standards which were known in
aristocratic residences as early as the Middle Ages. The standards for creating menus are
based onnatural elements: the element of earth was represented by bitter taste, the element
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of water by acidity, wind by sweetness and bitterness, and fire by the taste of salt and pepper
(Hrdlicka, 2000; Pesek, 2007).

2.2. Analysis of the current state

Overthe past thirty years there have been radical changes in the field of gastronomy and
many new trends and new concepts have merged. At present traditional (regional)
gastronomy is complemented by many global and ethnical elements. Today’s gastronomy
builds on the principles ofa gastronomic trend called “nouvelle cuisine” which emerged in
France in the 1970s. (Sitwell, 2014, p. 205). New culinary methods and improved
technologies of food production and preservation are constantly emerging, in today’s
technology enabled environment e.g. shock freezing, vacuum cooking, induction cooking.
New chefs, managers and the media focus on wealthy clientele who want to “stand out from
crowd” and prefer traits suchas leanness, lightness, health, pleasure and originality. We can
meet consumers with many different gastronomic preferences. Sociologists have divided
them into categories, for example according to their consumption of ready -cooked food.
Conservative consumers do not believe in new trends (Alimpi¢ & Peri¢, 2019; Hajiyeva,
2018) and they preferlocaland traditional food. Intellectually focused consumers emphas ize
price and nutritional value. Ecologically and health-oriented consumers prefer bio food
(Seocanac,2019). Gourmet consumers are those who “eat out” and look for food and drink
in accordance with “the soil” (Freedman, 2008).

Various types of cooker technologies are available, induction, glass-ceramic, electrical or gas
and open fire. Food properties such as its strength, rigidity, fragility, flavour, consistency,
shape and temperature are essential to the taste sensation of foods and drinks (This, 2006).

The designofdishes forserving foods anddrinks has alsochanged —we use small and large
plates, divided plates, and various layered arrangements of plates and bowls of various
shapes (squared, round, oval) etc. Over the last decade there has been growing interest in
gastronomy which is reflected in the media. Marketing — involves the creation of valuable,
relevant and consistent content toacquire and retain customers (Porazikova & \bjtechovsky,
2016). Chefs and recipes are the subject of many books, TV shows and sharing on social
media. The convenient use of marketing tools helpsto promote this way ofentrepreneurship
(Peraceket al., 2017). The attitude to food consumption is changing and it influences the
number of people that visit gastronomic establishments.

3. Materials and methods

The objectiveofthis study is to map the key aspects that influence currentcatering services.

Asub-objective is the comparison of selected elements at the menu level of catering services

and the prerequisites for potential development. Therepresentative sample consisted of the

(Czech ;\lational Panel, respondents aged 15+. The data were obtained from 504 respondents
N 504).

The primary and secondary data come fromthe quoted literary sources, studies and available
information. This is followed by the comparative analysis of the frequency and popularity of
restaurants and cafés using the latest data by the prestigious research agencies Nielsen
Atmosphere, Incoma Gfk, Edenred. Thesewere thensummarized and transferred into tables.
The analysis relates to the comparison of lunch purchases in gastronomic establishments on
weekdays and at weekends. Food choice decision-making factors and the frequency of food
visits in restaurants were also examined.
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Hygiene standards were analysed, compared, demonstrated and evaluated via information
available on regional public health network websites. The aim was to detect the most
common non-compliance issues in hygiene observance and HACCP rules in contemporary
gastronomical practice.

4. Results

Thefirst part of the analysis focuses on the attendance at gastronomic establishments in
orderto buy available lunch menus. Researching eating habits during working hours implied
obtaining responses across Europe. The second part examines the frequency of restaurant
visitors, restaurantattendance at weekends and researching the factors that influence food
choice decisions. The third part examines meeting hygienic standards in gastronomy.

The researchmonitored respondents throughout Europe who consume food during their
working hours. The results showed that almost half of the examined Czechs eat dinners in
restaurants (49%) and 5% of them eat at fast food facilities. On the other hand, 60% of
Belgian working people and 59% of Germans eat in some kind of eating establishment. In
the Czech Republic 30% employees started to use the space reserved for eating during last
yearas well. On the otherhand, 20% of Slovak people are leaders in eating at the working
table (Edenred, 2020).

Table 1 shows the percentage of Czech people aged 15+ (total 504 respondents) who used
catering services for eatingduringan ordinary working week. Arounda quarter (24%) of the
respondents never eat in restaurants. The same number have lunch in restaurants during a
working week (11% of themevery day and 13% of them almost every day). The other 26%
eat in restaurants several times a month and the same number rarely eat there.

Table 1: How often are restaurants used for eating lunch during working weeks

Frequency Precentage (%)
Several times a month 26
Rarely 26
Never 24
Every day 13
Almost every day 11

Source: Nielsen Atmosphere, 2019

Table 2 shows the factors which influence the choice of lunch venue — as monitored by
Edenred Resource company. The majority of respondents choose their lunch venue according
to what they want to eat at the time (80%), almost half of the respondents (47%) are
influenced by the speed of service and only 44% of the respondents are interested in the
nutritional value. Aquarter of the respondents are influenced by the size of portions. The
least important is the price of food for the consumers (with regards to lunch menus that are
still very popular in the Czech Republic).
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Table 2: What is the priority in the choice of lunch in restaurants

Factors influencing the choice of lunch Precentage (%)
What | want to eat 80
The speed of service 47
Nutritional value 44
The size of a portion 25
The price 20

Source: Edenred, 2020

Previous research shows sizable restaurantattendances during lunch time because the Czechs
are used to eating lunch menus. The following data were reported by the Gfk agency using
an interview survey method (accordingto the task ofthe Ministry of Regional Development)
on a representative sample of respondents over 18 years of age, to record restaurant
attendance. The respondents did not participate in any other survey in the period of six
months andthey wentfor lunch ordinnerto a catering facility in the Czech Republic which
they chose. Table 3shows frequency of going to restaurants for lunch or dinner, indicating
that 43% of respondents visit restaurant once a week, while only 19% attend restaurants
several times a week.

Table 3: The frequency of going to restaurants for lunch or dinner

Frequency Precentage (%)
Minimum once a week (less often) 43
Once a month 25
Once in two weeks 24
Several times a week 19

Source: Incoma Gfk, 2016

Table 4 shows restaurant attendance during weekends. Nielsen Atmosphere also analysed
how and where the Czechs go to eat. The surveyed panel shows the answers of 504
respondents: only 3% of respondents goto restaurants every weekend, 58% of themrarely go
to restaurants, 24% go several times a month and less than 15% never go to restaurants.
Working days show other results.

Table 4: Lunch in restaurants during weekends

Frequency Precentage (%)
Every weekend 1
Almost every weekend 2
Several times a month 24
Rarely 58
Never 15

Source: Nielsen Atmosphere, 2019

84



BuresSova, P. et al. — Changes in gastronomy —
Hotel and Tourism Management, 2020, Vol. 8, No. 1: 79-88.

Contemporary gastronomy is based on uniqueness, originality, brand, safety and quality.
Hygiene is the key forensuringa safe mealand a quality service. Compliance with hygiene
standards is an essential component of the production process. The defined principles of
hygiene for catering facilities are part of mandatory regulations, yet in practice there are
problems that present a public health hazard and represent a safety risk for customers.
Accordingto the research of Incoma agency 93% customers prioritize cleanness and hygiene
standards in their choice of a restaurant (Incoma, 2016). Typical examples of violations of
the hygiene rules canbe foundin audits carried out under the supervision of regional hygiene
offices. From January to November 2018 the regional hygiene offices carried out 20713
audits in total at 18337 catering facilities including restaurants, diners, cafés, food factories,
canteens and cafeterias (Table 5).

Table 5: Hygiene audition results in catering facilities January — November 2018

Number of audited facilities 18337
Number of controls 20713
Closing of facilities 34
Suspension of operations 113
Sanitations 334
Disposals of food 106
Type and number of measures imposed 587
Number of proposed penalties 5480
Height of proposed penalties 19.710.700 CZK

Source: MZCZ, 2019

Accordingto the inspection results the mostfrequent shortcomings are: negligent cleaning
and operational inconsistencies with the systembased on HACCP operations. Other failures
are linked to the facility’s building and technical shortcomings, indications of health
problems after food consumption, labelling of ready-to-cook and semi-finished food, the
permanent procedures based on HACCP principles, and the food expiry date (HSHMP, 2019;
KHSIMK, 2019; KHSCK, 2019).

5. Discussion

The researchobjectives were focused onthe frequency and reasons for visiting restaurants.
Several studies analysed the frequency of restaurant visits (Bhutani et al., 2016; Close et al.,
2016) and came up with similar findings asours. In these studies, the attendance in sit-down
restaurants was found to be between 40% and 60%, once again confirming our results. In
comparisonwith the results from the USA where 37.2% respondents were using fast-food
services (Close et al., 2016), our results showedthat only 5% of respondents visit restaurants
that offer that kind of services. The main objective of the researchwas to determine whether
restaurants meet hygiene standards that can affect the quality of catering services. It was
assumedthat therestaurants fully comply with hygiene standards. The hypothesis was not
confirmed by the hygienic audit.

The results of the survey show that customers perceive quality and freshness as key factors in
the choice of restaurant (Incoma, 2016; Nielsen Atmosphere, 2019). Kitchen philosophy is
the reflection of each chef’s personality. The originality of recipes lies in using high-quality
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seasonal (local) raw materials, and food preparation techniques. There are changes in new
technologies, marketing and offerings connected with online sales and massive use of social
networks. One of the aspects which influence the restaurants attendance (according to
research) is an attractive menu whichattracts consumers, quick service, nutritional value, and
portion size. The aspect of price has moved to the last place.

According to researches by Incoma (2016) and Nielsen Atmosphere (2019), it can be
concludedthatattractive menus, distinctive choice of food and drinks, healthiness of food,
and fast customer service are an indication of high quality. Hygiene audits of catering
facilities reveal deficiencies in the protection of raw materials against contamination, storage
of food and raw materials for production, general building and technical requirements for
manufacturing facilities, operational hygiene, marking unfinished meals, and adhering to
HACCP procedures.

The main aim of the hygiene rules is to ensure a high level of consumer protection with
regards to food safety. Operators must ensure food safety at all stages of handling food,
substances, raw materials, semi-finished products. The direct responsibility of the operator
for the safety of food is emphasized — the operator must be able to demonstrate the
awareness of potential risks and at the same time effective management of the risks —e.g. the
practical implementation of any of the HACCP-based principles. Emphasis is placed on
compliance with temperature chain requirements — what has to stay warm (or cold) must
remain warm (or cold). There is also a requirement to manage traceability, i.e. the ability of
the operatorto prove the origin of the processed raw materials by delivery notes or invoices.
Legislation determines the minimal requirements and conditions for working with food.
Compliance requirements should be checked not only by official audits but also by senior
executives who are obliged todo it. This means the implementation of self-evaluation (self-
check) system. Operators of catering facilities should implement and carry out safety food
programmes and procedures based on HACCP rules (Bure$ova, 2014; Wldfich & Jechova,
2006).

The foundation of contemporary and future gastronomy is an attractive menu based on high
quality raw materials, suitable technologies, skilled chefs and hygiene standards aimed at
safety and consumer satisfaction. There are changes in digital technologies which can
influence the attractiveness of the offer, facilitate or simplify processes, and support the
patronageof catering venues. Accordingto HOREKA the newtrends of paying by QR codes
will replace cash payments. New concepts for producing and distributing food are
developing through shared services like Uber Eats and Dotykacka (touch-on). Other
technological benefits are applications suchas JIDLOVwhere the aimis to sellunused food
and meals from shops, restaurants, bakeries to avoid wastage. The conceptof mono-thematic
restaurants is developing, and they are successful because they handle their products well
and have low operating costs. In the field of beverage gastronomy new drinks are b eing
created to meet the needs of customers. Special kinds of beer are gaining popularity together
with spirits and local fermented drinks and also new wine styles with low alcohol, flavoured
wines etc. Tea (quality tea leaves) is seeking a place in bars, restaurants and tearooms. Coffee
shops are increasingly offering alternative sorts of coffees in addition to espresso. New
roasting companies that roastquality selected coffee from different places of origin (terroir)
are emerging (Horeka, 2019).

6. Conclusion

The skills that the man has allow growingand cultivating different foods depending on the
environmentin which it is consumed. Techniques, recipes, technologies, standards and raw
materials for food preparation are changing due to cultural, social, global and economical
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factors. Today s diet is influenced by many factors ranging fromtraditional to multicultural
influences, fashion trends and scientific knowledge. The sensory perception of food is the
key factor in the choice and evaluation of food. This is linked to the consumer’s preferences
in food choice aswellas the choice of eating facility. The aim of the study was to identify
factors which influence contemporary gastronomy. The results of the analysis show the
current situation regarding patronage of gastronomical facilities which is very high in the
Czech Republic compared to other countries, mainly due to the attractive offer of lunch
menus. Monitoringand compliance with food hygiene standards in catering facilities forma
part of mandatory regulations, althoughin practice there have been some problems of non-
compliance that are hazardous to healthand representa safetyrisk for the customers, in food
storage and meal preparation.
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1. Introduction

City tourismis an innovative tourismproduct which utilizes the existing tourismresource for
creating new tourismsupply with the aimto provide a competitive position in the tourism
market for the cities. For certain cities, tourism represents a significant novelty after great
changesin the economic and social system of the city. For the last few years, tourism has
represented an activity contributing to the developmentofthe total service sector bearing in
mind a stable influx oftourists in the cities throughout the whole year (Smol¢i¢-Jurdana &
Magas, 2006).

The significance of cities as tourist destinations reflects their multi-functional character,
specifically their capability to satisfy various needs, motives and preferences of tourists.
Cities attract a large number of people who come to visit their relatives and friends. Besides
that, cities are attractive destinations for those tourists attracted by various types of eventand
attractions which are notrepresented in other destinations. This advantage is used by the
city's destination management with a goal of improving tourism supply through the
introduction of new facilities and attractions (Smol¢i¢-Jurdana, as cited in Ivanovi¢ et al.,
2015). “In addition to meeting theneeds of different segments of tourists, cities as tourist
destinations are made up of a large number of elements, each representing an individual
tourism product” (Kolb, 2006, p. 5).

The city of Zagreb possesses a significant potential for achieving a more competitive city
tourismsupply. Thebasis of the developmentof Zagreb city tourismsupply includes natural
and anthropogenic resources, developed accommodation supply, a large number of tourist
events and other facilities. In order for the city of Zagreb to achieve and maintain a
competitive position in the developmentof city tourism, it is necessary to undertake constant
adaptation of its tourismsupply according to the needs of contemporary tourists who expect
greater value in relation to the price they are paying for their travel. Also, the success of
Zagreb as a destination of city tourismdepends on monitoring trends in the development of
this tourismformin the European and world capitals and applying best practices with the
goal of improving the current tourism supply. The success of the city of Zagreb in the
development of its tourismsupply can contribute towards achieving competitiveness of total
tourism industry of the Republic of Croatia. The goal of this paper is to represent the
theoretical characteristics of city tourismas well as the analysis of current tourism supply of
Zagreb and determining the perspective of future development of its tourismsupply. In this
paper, authors analyzed tourismsupply of the capital city of the Republic of Croatia, the city
of Zagreb. Based onthe determinedfindings, the guidelines for tourismsupply improvement
are proposed.

2. City tourism as an element of a contemporary destination's supply

Overthe years, contemporary tourismhas been registering significant changes within its
structure;although Bathing tourism(classical 3S-Sun, Sea and Sand supply) is stillholding a
strongplace in today's tourismflows, specific forms of tourismare on the rise (Alkier et al.,
2009; Ivanovic¢ et al.,2016a), and city tourismis most definitely one of them. Valls et al. (as
cited in Pasquinelli & Bellini, 2017) confirmthat in theirresearch by stating that the holidays
spent in the seaside that started registering strong growth in the 1960s started slowly
decreasing and city tourismstarted growing. All this occurredas a result of the improvement
of connectedness between European cities dueto the liberalization of air transportationin the
European Union which had both quantitative and qualitative impact on travelers’ flows. Due
to the low-costcarriers as a much cheaper way of travel, tourists were able to start visiting
various destinations in a much affordable way. It can be assumed that this was one of the
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reasons that enabled themto start traveling more frequently on multiple shorter holidays
throughout the year.

Althoughit has developed massively in the last decades of the 20th century, city tourismis
notanew phenomenon (Stani¢ Jovanovi¢, 2016). Law (2002) emphasizes that city tourism
was significantly neglected in the past research due to the fact that the primary focus was
made on Bathing tourismand the development of coastal destinations. Also, researchers
were experiencing problems in discerning tourists from the local inhabitants in order to
estimate the significance of tourismfor city development. According to Steti¢ et al. (2014),
“significantattention was given to the development of city tourismby the city managers and
marketing experts during theeighties of the twentieth century when grand industrial cities
starteddeclining” (p. 145). City tourismis based on their economic functions by which the
significance of the business sector, grand exhibition and fair capacities, transport
connections, etc. is emphasized. In the meantime, an evolution development of the cities
occurred, as well as changes in managing the space within them, which resulted in
redefinition of the significance of tourism for the cities” development. It also resulted in
regeneration and redesigning of old city cores, neighborhoods, and abandoned industrial
zones, all with a goal of attracting investors who will build establishments and facilities
intended for tourists. Podovac (2019) states that cities are multi-functional destinations in
which tourists cansatisfy a greater number of touristneeds, and various tourism forms that
occur in cities can be included in city tourismsupply . City tourism has become a complex
object of scientific and professional research for some years now, which has made a
significant contribution towards further improvements of city tourism supply aiming it
improvina the tourismsupply of an entire region or even a country. The following authors
presentthe most recent findinas in the area of city tourism. Ivanovi¢ et al. (2015) emphasize
the role of city tourismas a specific formof tourism whose particularities contribute to the
achievementofdestination's competitiveness in the tourismmarket and successful placing of
destinations supply in the international tourismmarket. The demand for city tourismproduct
is registering a continuous growth on daily basis. This is conditioned by destinations
possessing specific tourismresources which enable tourismsupply creators to forma unique
tourismsupply which will contribute in achieving city’s and the state’s recognizability on in
the international tourist tourismmarket, as well as forming a recognizable image and brand
which guarantees visitors recurrina aualitv. and exoeriencina value and exoerience for the
money. All this will enable successful competition in the international tourism market.

Bearing in mind the importance of city brand development, Folgado-Fernandez et al. (2015)
researched the extent of contribution of cultural heritage, events, tourist attractions, and
infrastructurein developing brand images of cities. The research results show how these
resources contribute significantly, but also at the same time differently in forming city brand
image. The results have provided destination managers new insights on how to use each
resourcein the best possible way to develop a strong city brand as well as how to improve
their marketing activities and strategies for their cities. Galdini (2007) analyzed on the
example of the city of Genoa how undertaken investments in urban regeneration canresult in
new positive economic effects, aswellas in improving the quality of life of local residents.
She attempted to examine both the benefits and the costs that tourism has on host’s
environment, economies and the societies. Based onthe findings, she analyzed the strategic
conditions that can contribute towards revitalizing the territory. On the example of Genoa
she showedhowthe city regained a new identity androle in the Italian economic and social
system after the crisis. Tokarchuk et al. (2016) focused on determining the effect of city
tourismon the well-being of urbanresidents by analyzing the effects of tourist nights spent
in the centers of cultural tourism on and life satisfaction of city residents. Besides a
significant theoretical contribution, the results of empirical research enabled the authors to
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propose appropriate policy implications with a goal of contributing towards further
development of city tourismas well as improving life quality of local residents.

As can be seen fromthe above, various researches have undertaken research in city tourism,
and one thing can be distinguished as common to all of them: they are all aimed towards
determining ways and possibilities of improving the current state of city tourismsupply and
rethinking new directions of the developmentof new elements of tourism supply. Podovac
(2019) emphasizes in her work that “the tourismdevelopment has beenrecognized and used
as the means of economic growth and city development, which also contributes significantly
towards the increase of employmentand improvementoflife quality ofthe local population”
(p. 29). Tourism development in cities influences all segments of city functioning due to
which complex relations between tourism and other forms of economic activities are
established onthe city level. Besides that, tourism influences the city’s cultural and social
development as well, in the sense of tourists being able to get introduced with the
destination’s culture andtradition, language, gastronomic delicacies, and other things. The
advantages are multiple. However, in order to be able to develop a successful and
competitive city tourismsupply, tourismsupply developers need to pay particular attention
to adapting to the contemporary market trends while at the same time making an effort in
preservinga city's ownauthenticity and traditionwhich separates a certain city as a tourist
destination on the tourist market.

3. The analysis of the city of Zagreb tourism supply

The city of Zagreb is the capital of the Republic of Croatia, and an attractive destination in
which tourism is one of the leading economic activities. Zagreb is situated between the
mountain Medvednicaandthe river Sava covering the surface of about 641 k2. The total
population of the city of Zagreb amounts to approximately 790,011, specifically 18.5% of
the totalnumber of inhabitants of the Republic of Croatia (City of Zagreb, City Office for the
Strategic Planning and Development of the City, Department of Statistics, 2020). As an
economic, political and cultural center of the Republic of Croatia, the city of Zagreb is
extremely important for the total development of the country.

The city of Zagreb basesits tourismsupply on the richness of natural and anthropogenic
resources, developed accommodation, significant number of events and other facilities
intended fortourists. Zagreb possesses significant natural resources that are suitable for
tourismdevelopment. Considering its position in between Northern and central Croatia, more
precisely in between county of Zagreb and county of Krapina-Zagorje, its geographical
position is extremely suitable. Climate characteristics are largely dependent on the relief,
altitude and other factors. Zagreb is characterized by a moderate continental climate with
moderate temperatures during summer and winter (City Office for Economy, Energetics and
Environment protection, 2015). Sianificant tourist attractions are represented by park
surfaces ofthe city of which it is necessaryto point out the Botanical garden, Maksimir Park,
the ZOO of the city of Zaareb, etc. Natural landscapes of the city of Zaareb are characterized
also by the large number of viewpoints which enable a complete experience for tourists

Lotr§¢ak Tower, Sljeme, etc.) (Official website of Tourist Board of the city of Zagreb,
2020b).

The city of Zagreb is a very important hub of European traffic corridors which pass
throughout the city (Official website of City of Zagreb, 2011). In the city of Zagreb, all
forms of transporthave been developed, except water transport due to the lack of navigable
water surfaces (Department of Spatial Planning of the city of Zagreb, 2013). Zagreb is the
hub for European transport corridors. Road and railway corridors pass through Zagreb: X
(Salzburg - Ljubljana - Zagreb - Belgrade - Thessaloniki) and Vb (Rijeka - Zagreb -
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Budapest) (Official website of City of Zagreb, 2017). In the Republic of Croatia, railways
are divided into those of great significance for international traffic, then for regional and
local traffic. In the city of Zagreb, the railway traffic is organized in a way that all transit
trains pass through the main station whichis the starting and final one forall the local trains.
The totallengthof corridor of railways is 141.13 km, of which 137.37 km are the main ones
(Department of Spatial Planning of the city of Zagreb, 2013). Public transport in the city of
Zagreb consists of streetcar, bus and railway transport, lifts, and cable cars. The length of the
streetcar networkamounts to 58 kilometres of two-track railways on which 19transport lines
are realized perday. The main problemofthe development of streetcar traffic lies in the fact
that approximately 40% of the rails is not physically separated fromthe individual traffic,
due to which the speed and accuracy depend onthe density of the same (Official website of
City of Zagreb, 2017). Air traffic is exceptionally significant for tourism development of
Zagreb. The carrier of development of air-traffic is the Airport Franjo Tudman. In the year
2019, a total of 3,435,531 passenaers were transported, which is a 3% increase in relation to
the previous year. Also, 45,061 flights were made in 2019, which also registers a 3%
increase in relation to the previous vear. Airport Franio Tudman is connected with flights
with 46 destinations, while in the regular air traffic flights are being done by 30 airlines
(Franjo Tudman Airport, Zagreb, 2019).

Besides the natural ones, the tourism supply of the city of Zagreb consists also from
anthropogenic resources, of which it is necessary to emphasize the localities of cultural-
historical heritage, notably sacral buildings (Church of St. Mark from the thirteenth century,
Zagreb Cathedral dedicated to the Assumption of the Holy Virgin Mary, etc.), squares (Ban
Josip Jelagi¢ Square, Nikola Subi¢ Zrinski Square, the Square of the Republic of Croatia,
etc.), architectural buildings (the Croatian National Theatre, the Croatian State Archives). A
large number of cultural institutions participates in tourism development of the city of
Zagreb by organizing events, concerts, exhibitions and other cultural contents (city theatres,
galleries, archaeological museum, the Croatian Historical Museum, the Museum of
Contemporary Arts, etc., the Croatian Music Institute, the City Library) (Official website of
Tourist Board of the city of Zagreb, 2020a).

Table 1: A review of the number of beds™ in the city of Zagreb in the period 2015-2019

Category 2015 2016 2017 2018 2019 2019/2015
Hotels and similar

accommodation®* 7,464 7,672 7,849 7,787 8,768 +17.47%
Hotels 7,365 | 7,087 7,253 6,632 7,738 +10.02%

Rooms for rent,
apartments, studio
apartments, holidays
homes***

Hostels 2,304 | 2,165 2,286 2,346 2,197 -4.65

Camp sites - - - - - -

Other accommodation

facilities**** 4062 | 800 i i i i
Total 14,7191 15,109 | 16,059 | 20,721 | 19,551 | +32.83%
* Permanently available and extra beds

** Hotels, all-suite aparthotels, integral hotels, heritage hotels and special standard hotels
*** Rooms for rent, apartments, studio apartments, holiday homes in households and rural
households

**** OQvernight accommodation, inns offering accommodation services, mountain huts
Source: Official website of City of Zagreb (n.d.; 2020)

889 4,472 5,924 10,588 | 8,586 +865.8%
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Thedatain Table 1 presentsthe number of beds in the city of Zaareb in the period from 2015
to 2019. In this period, thetotal number of beds registered a growth of 32.83%, within which
the highest arowthwas reaistered for private accommodation (+765.80%). Numbers of beds
in hostels registered a decrease (-4.65%). (Authors” calculation according to: Official website
of city of Zagreb, 2020). Catering supply of Zagreb includes facilities that provide services
of preparation and serving food and beverages, as well as entertainment facilities
(restaurants, clubs, jazz clubs, wine cellars, beerhouses, casinos, cocktail bars, etc.). The
supply also includes a large number of shopping malls, sports and recreation facilities,
wellness centers and other facilities (Official website of Tourist Board of the city of Zagreb,
2020b), which allows for tourists to spend quality time while staying in this destination.

4. Specific forms of tourism in the city of Zagreb

Special forms of tourism have been developed in Zagreb, such as cultural tourism, event
tourism, business tourismand city tourism (city vacations) (Horwath HTL, 2011). Its rich
cultural-historical heritage represents the basis for the developmentof cultural tourismas one
of the most significant tourism products for this destination. There are 619 immovable
cultural goods, as well as 294 movable cultural goods and intangible cultural heritage
registeredin the city of Zagreb thatare entered in the Register of Cultural Properties of the
Republic of Croatia (Official website of City of Zagreb, 2017). Although it is one of the
primary forms of tourismin Zagreb, the further development of cultural tourism will depend
on continuous improvement of supply in the form of new cultural attractions, innovative
facilities and culturalevents, as well as maintaining the existing cultural infrastructure and
adequate promotion policy.

Event tourismsupply ofthe city of Zagrebis based on theatre shows, concert and musical
events, exhibitions, fairs and congresses, culturaland traditional, as well as sports and other
types of events. The events are organized continuously throughout the entire year, and their
diversity and uniqueness is capable of satisfying everyone’s taste. Manifestations held in
Zagreb can be divided into three levels of attractiveness: international (the Zagreb Time
Machine within which it is possible to see Dance Evenings — Zrinjevac, Upper Town in the
Past, Promenade concerts, Folklore Performances, etc., Animafest, European University
Games, International festival of Puppet Theatre, Zagreb Film Festival, etc.), regional (Zagreb
Car Show, Zagreb Marathon, Floraart, Vintage Festival, etc.) and local (Night of Museums,
folklore festival, St. Marks” festival, Summer nights of EXIT Theatre, Amadeo festival, etc.)
(Horwath HTL, 2016; Official website of Tourist Board of the city of Zagreb, 2020a). One of
the events thathas significantly contributed to the event tourism development as a part of
city tourismofthe city of Zagreb is most definitely the Advent in Zagreb. This event has
been organized since 2010 until today and every year registers further growth and
development whichhas resulted in it becoming a recognizable brand, all a result of strong
and significant efforts made by the municipal authorities and offices, Concert Direction of
Zagreb and the Tourist Board of Zagreb. During the Advent, visitors can exp erience
numerous everyday activities and manifestations create a unique picture of the main city
dluring tl’kl)()e holidays. Allthis is accompanied by intensive marketing activities (Ivanovi¢ et
al., 2016b).

Business tourismis also successfully developing in Zagreb due to the existence of a large
numberofaccommodation capacities which possess adequate buildings and appropriate
infrastructure for the organization of congresses and various forms of meetings, as well as
congress centersand halls. Good traffic connectionwith the other countries on the European
continent, stabile economic situation, development of scientific-research activity can be
identified as non-tourist reasons for expansion of this tourismform. Accordingto the data of
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(International Congress and Convention Association, 2019) for the year 2018, Zagreb took
68" place with 41 held business events in the range with 465 cities on the international level.
If taken into consideration that Croatia is ranked as 38" country on the world level with 108
held business events, it can be concluded that Zagreb is one of the most significant
destinations for organizing business events ona country level. According to the data about
the number of held business meetings on the European level for the year 2018, Zagreb is
placed on the 36™ place ranged with 200 cities (International Congress and Convention
Association, 2019).

Business and otherevents in Zagreb are organized in halls of significant cultural-historical
institutions such as museums, concert halls and galleries which possess the appropriate
infrastructure for their realization. The most significant buildings for this formoftourismare
congress centers and halls of which 4 centers with 36 halls are pointed out, whose capacity is
up to 1,200 places. An importantpre-condition for the development of Business Tourism of
the city of Zagreb is the existence of appropriate accommodation supply which is
characterized by a growing number of 4 and 5 star hotels, which possess capacities for
organization of business and other types of events (Business tourism, 2020).

The city of Zagreb has beenrecognized in the tourism market as a city tourism destination.
Factors that have brought tothe developmentof city tourismin Zagreb primarily relate to the
structure of resources whichis made of attractions of anthropogenic character in the form of
larger number of cultural sites, quality traffic infrastructure in terms of development of air
traffic, diverse accommodationsupply as well as additional facilities for rest and recreation
in the destination. Besides that, the appearance of low-tariff airlines as well as a growing
numberofhotels in the totalaccommodation supply point to the creation of conditions for
being visited by tourists who have lower or medium income, as well as younger tourists. In
2019, in the city of Zagreb 83% (Authors” calculationaccording to: Official website of City
of Zagreb, 2020) of tourist visits were made by foreign ones, which speaks in favor to the
fact that this city is recognized as a city tourismdestination. To the image of Zagreb as a
destination of city tourism contributes the fact that it is the capital city of an EU member,
which points to its economic, social and political stability.

Table 2: Tourist arrivals in the city of Zagreb in the period 2015-2019

Touristarrivals Tourist overnights
Year Foreign Domestic Total Foreign Domestic Total
2015 859,140 218,638 1,077,778 | 1,428,551 375,739 | 1,804,290
2016 920,303 232,295 1,152,598 | 1,620,899 395,208 | 2,016,107
2017 | 1,082,222 203,865 1,286,087 | 1,901,153 362,605 | 2,263,758
2018 | 1,177,014 223,187 1,400,201 | 2,101,705 410,112 | 2,511,817
2019 | 1,210,921 243,098 1,454,019 | 2,186,449 452,513 | 2,638,962

Source: Official website of City of Zagreb (n.d.; 2020)

Table 2 presents the data about the tourist turnover achieved in the city of Zagreb in the
period 2015-2019. The data in the previous table indicates a positive trend of growth both for
totalachievedtourist arrivals and achieved touristovernights. In the period 2015-2019 tourist
arrivals registereda 34.91% growth, and touristovernights growth of 46.26%. The majority
of arrivals and overnight stays were made by foreign tourists (Authors” calculation according
to: Official website of City of Zagreb, 2020).
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During 2017/18, an empirical research was made with a goal of determining the profile of
touristswho stay in the city of Zagrebas well as the characteristics of their stay and way of
spendingtheirtime in the destination. The results of the research that was conducted on the
sample of 2,007 tourists have shown that tourists who visit Zagreb mostly belong to the age
group 26-35 (31%). The majority of visitors havea university degree, as well as an average
monthly income €2,385. Of the totalnumber, 32% of the tourists prefer traveling with their
spouse or a partner, 31% alone and 26% with their friends. When choosing their
accommodation, 64% of tourists indicatethatthey preferstaying in a hotel (82% in a 3* and
4* hotels). In terms ofactivities during their stay, 88% oftourists visited Ban Jela¢i¢ Square,
71% spenttime in coffee shops and cafes, 21% visited the Museumof Broken relationships,
18% visited the Botanical Garden, 11% the Maksimir Park Zoo, 7% the Medvedgrad
Fortress, 6% the Jarun Lake, 4% the outskirts of Zagreb. It is very important to mention that
93% of tourists attended the Adventin Zagreb (average 2 visits), and 73% stated that Advent
would encourage themto re-visit Zagreb (Official website of Tourist Board of the city of
Zagreb, 2018). Based on the previously presented findings, in the following section, the
authorswill present the strategic guidelines which are aimed towards the improvement of
tourismsupply of the city of Zagreb.

5. Strategic guidelines for the improvement of city tourism supply of
Zagreb

Based on the previous research results, the authors present the following strategic guidelines:

- Consideringthe possibilities forapplyingthe concept of smart development with the aim
of improving the city tourismsupply of the city of Zagreb based on smart technologies.
The benefits thatcan be achieved by using smart technologies include better quality of
city tourism supply for tourists as well as a more efficient business performance of
tourismand hotel companies in the city of Zagreb;

- Enabling permanenteducation foremployees in tourismand hotel companies in order to
raise the quality of services to a higher level and satisfy the tourist needs, which will
further influence a better positioning of the city of Zagreb in the tourism market;

- Intensive cooperation of subjects frompublic and private sector in order for city tourism
to become arecognizable and contributeto a better competitive position on the tourism
market;

- Organization ofalargernumber of tourist events with special emphasis on cultural events
in orderto increasea total tourist turnover of the city of Zagreb throughout the entire
year;

- Harmonization of city tourismsupply with the needs of modern tourists, which will be
based onmonitoringandimplementation of best practices of competitive European cities
while preserving its authenticity at the same time;

- Improving the quality ofthe supply in hotels by providing additional facilities for tourists
(sportsandrecreational facilities, spa & wellness services, event organization, quality
gastronomic supply, children's facilities, etc.);

- Improving the quality of the accommodation supply through building new hotel facilities
in the center of the city of Zagreb as well as nearby tourist attractions and the airport;

- Ensuring additional financial funds for preserving, arrangement and improving the
quality of the city’s infrastructure;

- Strengthening interconnections amongall interested stakeholders in the tourismsupply of
the city of Zagreb;

- Improving knowledge and skills in managing structures of the city and city’s Tourist
Board;
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- Creating synergy amonginstitutions in culture, religious institutions and touristeconomy
of the city of Zagreb;

- Forming a strategy for the development of city tourism of Zagreb;

- Harmonization of city developmental strategies with those on a higher level;

- Creating and conducting programs of financing tourismdevelopmentthrough the use of
EU funds;

- Ensuring the permanent safety of all stakeholders in the tourism process;

- CGuiding towards target market niches;

- Establishing cooperation with other main cities in Europe, forming joint tourist products
and tours;

- Value for money of tourismproducts and services;

- Improving the existing marketing and promotion mix;

- Forming recognizable brands of the city and guiding activities towards increasing the
competitive advantages.

Throughthe implementation of previously presented guidelines, it is expected thatthe city of
Zagreb will achieve an increase of its competitiveness onthe tourist market, and especially in
the field of city tourismsupply.

6. Conclusion

Contemporarytrends on the tourist market indicate a growing significance of city tourism
and its role in creating a unique city’s supply which enables an influxof tourists throughout
the year. Despitepossessing significant tourist potentials, the city of Zagreb still has not
reached a maximum level of the development of its tourism supply. One of the key pre-
conditions forreaching it is the adaptation of tourism supply to the needs of contemporary
city tourists. Besides that, competitive positioning on thetourist market depends on tracking
the developmental model of city tourismin the cities which represent the examples of good
practice. Based on theconducted analysis of the existing tourismsupply in this paper, the
authors have defined strategic guidelines that could improve the development of city tourism
supply of Zagreb.
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Abstract: In contemporary conditions of the economy, the small and medium-sized
enterprises (SME) face numerous challenges because of the constant changes, which create
both newthreats and opportunities. The competition is fierce in the market —only those with
clear plans and strategies will manage successful businesses. The companies relying on no
strategy orusinga little bit of everything cannot be expected tothrive. Thepaper will explain
in more depth the particularities and ways of organizing an entrepreneurship activity in the
SMEs. Furthermore, it would describe competitive strategies and their positioning within an
SME. The aimof this study is to explore competitivestrategies and ways of their application
in the SME.

Keywords: SME, competition, differentiation, cost advantage
JEL classification: L26, M21, M31

Analiza konkurentskih strategija iz perspektive malinh
i srednjih preduzeca

Sazetak: Mala i srednja preduze¢a (MSP) u uslovima savremene ekonomiije nailaze na
brojne teSkoce u poslovanju usled svakodnevnih promena, koje stvarajunove pretnje iSanse.
Izuzetno je izraZzena konkurentnost na trzi§tu, uspesno posluju samo ona preduzeca koja
imaju jasne planove istrategije. Kompanije koje ne koriste ni jednu strategiju ili koriste od
svih strategija po malo, ne mogu se nadati uspehu u poslovanju. U radu ¢e detaljnije biti
objasnjene specificnosti i nacini organizovanja preduzetnickih aktivnostiu sektoru malih i
srednjih preduze¢a. Takode, bice opisane konkurentske strategije i njihov znacaj za
pozicioniranje MSP-a. Cilj rada je ispitivanje konkurentskih strategija i nacina njihove
primene u sektoru MSP-a.

Kljuéne reci: MSP, konkurencija, diferencijacija, trosSkovna prednost
JEL klasifikacija: L26, M21, M31

1. Introduction

Companies fromSME sector havebeenpresent in the developed countries for a long time.
They play a major role in the transition process of the developing countries. These
enterprises are also important forthe employmentof new workers andthe stabilization of the
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underdeveloped countries. Once SMEs are established, the private sector is privatized and
liberalized. This is what happens when the development of SMEs relies on the positive
experience of the EU member states and the countries in transition (Zrni¢, 2014).

Between 2012 and 2015, Serbia recorded a constant increase in the number of SME. In
Serbia, the year 2016 was declared as the year of entrepreneurship (Njegomir et al., 2017).
Also, inrecent years, there has been an increasing emphasis onwomen's entrepreneurship in
Serbia (Krasavac et al., 2019). Entrepreneurial ventures gave a great contribution to
competitiveness increase (Anici¢ et al., 2019). The SME sector of Serbia differentiates from
the one in the European Union. The characteristic of the Serbian sector is the fact that there
are more job lossesthanin the European Union. In 2013, the value-added taxwas 18% lower
than it was in 2011.The value-added taxincreased by 8.6% in 2014. We can ascribe these
performances of the SME to the changing business environment, characterized by an
unstable financial sector and low demand.

Currently, the Serbian economy and industry are characterized by the technological and
economic decay of most installed capacities, and dominant presence of traditional
manufacturing (standardized products). In addition, Serbian economy includes exported
goodswhich donotfeature any recognizable product aimed at prospective buyers in the past.
Those products were marketed to a limited number of destinations (Zmi¢, 2014). Companies
in Serbia are not competitive abroad (Mileti¢ et al., 2018).

This paper will present the ways of implementing competitiveness strategies in the SME
sector. In order to achieve this, experts resort to generic strategies.

2. The unique parts of entrepreneurship in modern industry

Today, popularity awaits anyone who has an entrepreneurial spirit. The modern world is
characterized by changes. Every day we hearaboutthe changes in politics, development of
the new economic models and instruments, as well as the advantages of the modern
technology. These changes “feed offeach other” and they take impact on a global character.
One of the key changes in the modern world is the increasing sensitivity and responsibility of
the business. The firms have to constantly upgrade their products and services. This is what
the consumers expect fromthem. If the companies wantto survive in the market, they have
to act fast, and be bothagile and innovative. At the same time, changes can be perceived as
both business opportunitiesand problems. Business opportunities are new chances which
might lead to a better future (Beganovic, 2015).

2.1. Entrepreneurial organization in modern economy

Today, the modern economic structures are characterized by fast, dynamic, and extremely
complex changes that exert a significant impact on the individual’s behavior. They also
determine the development of an organizational structure. Economy as we know it is
changing every day and adjusting to the society. New products make changes among
consumers in their habits, tastes, and other trends (Avlijas & Avlijas, 2013).

Accordingto Skrbi¢ et al. (2019) entrepreneurship is a crucial element of competitiveness.
Working on anewventureis a part of the entrepreneurial process which encompasses more
than just problem-solving. An entrepreneur finds, assesses, and develops an opportunity
despite the forces that prevent themfrom creating something new. Accordingto Hisrich et al.
(2011) “the entrepreneurial process consists of four phases - identifying and evaluating a new
opportunity, developinga business plan, securing the required resources, and managing the
new company” (p. 9). Although the phases are sequential, the entrepreneur does not
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approachthemseparately. They cannot approach one phase without determining what all
phases will entail. For instance, in order for the entrepreneur to successfully identify and

evaluate an opportunity (1st phase), they haveto knowwhatkind of business they will run at
the end (4th phase) (Hisrich et al., 2011).

The idea is at the core of every business opportunity (Ciri¢ et al., 2018). An entrepreneur
makes room fora new venture by identifying the opportunity. It is an arduous task. The basic
goal of this step is to define the criteria which will be used to measure the quality of the
businessopportunity. Here, the entrepreneur identifies the opportunity and develops a vision.
If they do not create the vision, then the newidea is just adream. This step can take a while
to complete because it requires one to come up with the pricing and selling strategies
(Stefanovi¢, 2005). Business opportunities do not arise all of a sudden. Namely, they occur
as a consequence of the entrepreneur’s devotion to and consideration of the venture.
Sometimes they arise whenthe entrepreneur forms the mechanism for identifying chances
(Avlijas & Avlijas, 2013). For example, the entrepreneur can inquire if someone uses a
productwhich they think does not satisfy the primary purpose. This typeof a person always
thinks about the needs and looks fora chance to create a new product. Another entrepreneur
overlooksas their children or cousins play —this is their search for a new venture in the toy
making industry. Themembers ofadistributionchannel can accurately detect the needs of
consumers because of their close contact with them (Stefanovi¢, 2005).

Opportunity becomes the propulsive fuel for creating a new project (Pavlovi¢ & Krstic,
2016). It is necessary fora business opportunity to be carefully considered and assessed
regardless whether it came to be because of the comments from consumers, business
consultants,and members ofthe distribution channel or technical staff (Stefanovi¢, 2005).
When we checkbusiness ideas, all the time we look for arguments that are for and against
turning an idea into a real business (Ciri¢ et al., 2018). The opportunity needs to be
compatible with the personal skills and goals of the entrepreneur (Stefanovi¢, 2005).

Regardless ofthe amount of thedevoted effort, one of the decisions is the selection of the
legal entity. According to Avlija§ and Avlijas (2017) “the legal entities of a company are
entrepreneur, partnership company, limited partnership, limited liability company, and joint-
stockcompany” (p. 12). It should also be established based on theshort- or long-term needs
of acompany. This is along phase of the entrepreneurial process. An entrepreneur usually
does nothave any experience in howto devise a business planor find any adequate resources
for its development. A good business plan is a key forthe development of an opportunity. It
is also essential in the process of finding and obtaining the needed resources. This will lead
to the successful management of the venture (Buble, 2006). A business plan is similar to a
road map (Pavlovi¢ & Krsti¢, 2016). It shows the straightpath of movementin the business.

Once armed with a good businessplan, the next challengeis to focus onthe needed resources
and their procurement. The entrepreneur has to determine which resources are required in
orderto put theirplan into action (Buble, 2006). Access to finance is a much broader issue
than is generally observed (Bobi¢, 2017). Some of the ways of financing include private
roles, foreign direct investment, borrowing base financing and the sale of the stocks of a
firm. When it comes to the sale ofthe stocks of a firm, one should determine which stocks to
sell, which percentage will be sold and what will be the stock price. It is important here to
considerrisk factors. The needed resources should be secured in a timely manner. In this
way, the entrepreneur keeps the ownership and control of their venture — especially in the
beginning phase (Buble, 2006). The structure and volume of funds invested in a business
dependon theprojected results (Ciri¢ et al., 2018). The entrepreneurs should plan and decide
financing and accounting because understanding these two things contributes to their
success. This specifically refers to the process of understanding and analyzing the financial
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reports and budget, and setting the cash flow. One should implement the appropriate control
systems in order to determine andsolve problems quickly. A large number of entrepreneurs
have a lot of issues while managing a firmthey created (Buble, 2006). Also, there may be
problems in the functioning of the company due to indebtedness, illiquidity, outdated
technology (Kovacevic, 2018).

2.2. The factors affecting the competitiveness of entrepreneurshipin modern industry

The analysis of the environment is important in strategic planning. This is especially so
because the environmentin which the firms are located go through turbulent phases. They
occur because of numerous factors and their interrelationships. Keeping a permanent track of
the changes andtrends and timely adjusting to them are imperative in modern business. In
strategic planning, the termenvironmentis used differently. For instance, in his definition,
Zmic (2014) includes all factors which are brought about independently of the manager’s
activities in a firm. This includes both internal and external forces (Zmic, 2014). As an
example, we take only those factors which are important for every level (Unkovi¢, 2014):

¢ Internalenvironmentincludes interactive relationship of interdependence between
marketing and other activities of management (production, finance, employees,
research, and development).

e Microenvironment, as a second level, consists of the factors which impact the
marketing management and which are beyondthe organizational boundaries. Those
are competition, distribution, suppliers, customers, external marketing services, and
public.

e Macro environment: On this level, the individual organizationalmost has no impact
on the factors. They are social and cultural environment, legal, economic,
technological, and physical environment. Any of them can influence the marketing
strategy, so it is important to follow their changes and trends.

In order forthe environmentassessmentsystemto be efficient, it has to includethe activities
such as identification, prediction, and assessment (Unkovi¢, 2014). Jain (1985) suggests six
important steps in the assessment system:

1. One should know the trends of every key factor of the environment which was
previously identified;
2. The most relevant trends should be defined and then researched in more detail;
3. It is crucial to determine the possible impact of the chosen trends in the modern
products and market, including their possibilities and dangers;
Predicting the future movement of trends;
Analyzing the further possible effects of the trends in the future movement of
products and market:
a) Assuming nothing happens and
b) That one reacts to the trends.
6. Thelaststepis the assessment of the implication of the previous analysis in regards
to the strategic decision making.

SN

3. Competitive strategies

In the fight for greater market share, organizations can implement specific strategies
(Ognjanovi¢, 2015). Sometimes a firm’s profitability can be modest, regardless of the fact
that that industry does not have the desired structure. Even then, it is said that this firm,
which independently achieves the position in the market, has a chance to have a high
profitability (Porter, 2007). A firm can sustain if it attains advantage onthe market compared
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to its competitors (Vrdoljak-Raguz & Tolusi¢, 2012). The most important requirement for
long-termabove-averageresults is a sustainable competitive economy. Low expenditureand
differentiation are thetwo variants of the competitive advantage that the company can have
on the market. The managers havea chance to choosefor specific generic strategies. Porter
writes that the generic strategies are cost leadership, differentiation, and focus. By applying
the focus strategy, we can decide whether we want to focus on the spending or differentiation
(Porter, 2007). These strategies we call “generic” because all businesses and branches can
use them (Vukosav, 2016).

Competitive advantage is a dynamic concept (Milosavljevi¢, 2002), and it can be made in
different ways (Stankovi¢, 2018). Each strategy entails that a company decides which
competitive variant it will apply. A firm’s goalis to have an advantage when compared to its
competitors. The focus strategy strives to achieve an advantage in a narrow market.
Companies go through differentactivities when applying the generic strategies. They depend
on the industry in which a company is operating (Porter, 2007).

3.1. Cost leadership

When applying cost leadership, a firm sets out to become the low-cost producer in its
industry. This strategy enables a firm to operate in many industry segments. Additionally, it
permits a firm to work in a larger number of related industries, which impacts the creation of
the costadvantage. A firmcan achieve cost leadership in many ways. For example, it can
apply the economy of scale in its business or use some technology patents. If we observe the
productionof TVs, cost advantage requires amortization of R&D costs, achieved through
efficient production capacity, low-costdesign, automated assembly and global business. On
the otherhand, if we examine the service industry, this strategy would demand a firm to have
both cheap labor and low expenditure. In addition, it would have to include a larger number
of employees. In orderto achieve cost leadership, a company has to produce and offer the

standard products and services on the market (Milaci¢, 2006). The reasons for maintaining
low-cost strategy are (Shekhar, 2010):

To attract more customers;

To retain existing customers;

To gain the maximum market share from the competitors;
To earn a high profit margin for maximization of profit;
To restrain competitors in the market.

The company implements this strategy when the product is on the maturity stage
(Dzankovi¢-Jerebi¢anin, 2014). A company which successfully implements this strategy will
be able to determine the prices in a particular industry. This refers to the average prices of
the products and services or the prices that are close to being average. Cost leadership will
bring a higher profit fora firm when the prices of the products or services are lower or the
same as the ones offered by its directcompetitors on the market. It is important not to forget
about theother strategy - the differentiation strategy. The products and services of a firm can
be characterized as uncompetitive. In this case, the managers would have to lower the prices
of the products/services, comparing themto those of their competitors. Cost leadership
would achieve worse results and removeall of the advantages a firm gained. The example of
the companies that found themselves in this situation would be the watch manufacturer
Texas Instruments and Northwest Airlines. The first company could not overcome the issues
and it left the industry. However, the second one understood what was happening and
succeeded in making its services competitive by investing in marketing (Milaci¢, 2006). An
example of a successfully implemented cost leadership strategy is Hyundai Company. It sells
the i10 model at low prices and retains the product quality that is in the top class of city cars
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(Vrdoljak-Raguz & Tolusi¢, 2012). This strategy can also be applied in hospitality and
tourism companies. That company has to look out for the risk of impossibility to
permanently keep prices down (Mukosav, 2016).

3.2. Differentiation

In the differentiation strategy, a firm seeks to be unique in the eyes oftheirbuyers. It selects
one ormore attributes ofthe products/services andtries to sustain in the market by satisfying
the needs. By implementing this strategy, the company gains a benefit - the premiumprice of
its products (Porter, 2007). If a company follows a differentiation strategy, it will also have a
wide variety of productlines (Kotler, 2010). By using this strategy, the company achieves a
unique position in its business segment (Albijani¢, 2013).

Accordingto Seni¢ and Milojevi¢ (2015), buyers are very valuable assets of the enterprises.
Implementing a differentiation strategy is the best way to meet customer needs, tastes and
preferences (Shekhar, 2010). The implementation of a differentiationstrategy has a positive
effect on the performance of the company (Kaya, 2015). Differentiation can be based on the
products as well. The company Caterpillar Tractor is the construction equipment
manufacturer. The differentiation strategy of their products is based on their longevity. The
company alsotakes care of its machines and has a good network of buyers. On the other
hand, if we were to look at the cosmetic industry, we could see a completely different
situation. They base the differentiation strategy on the product image (Porter, 2007).
Mercedes-Benz Company is an example of successfully implemented differentiation
strategies. Their S-Class model is differentiated by price, image, customer loyalty and
product quality (Vrdoljak-Raguz & Tolusi¢, 2012).

During the implementation of this strategy, costs must be controlled (Kotler, 2010). A
company can get numerous benefits if it uses and saves the product differentiation in an
adequate manner. It can achieve excellent results if it has the adequate premium price of the
products/services. Therefore, it is imperative for a company to always accomplish its
adequate premium price (Porter, 2007).

It is significant to mention Porter (1980), who differentiate four differentiation strategies
based on: (i) innovation, (i) services, (iii) market, and (iv) quality. This strategy is extremely
relevant for the SMEs, because it is difficult for them to apply cost leadership strategy
(Kati¢, 2013).

4. Sustainability of generic strategies

Whichever generic strategy applied, it has to be sustainable as well. If not, the planned
results, which would be above theaverage, will not be obtained. The sustainability strategy
involvesthe firm setting up some barriers in order to stop its competitors. In addition, a firm
would always needto be ready toimprove its position (Porter, 2007). Sustainability canonly
be achieved if the company is able to base its advantage on a large number of elements
(Arsenovi¢ & Kovacevic, 2015).

Sustainable advantage is possible in industries where businesses use multiple different
strategies (Milosavljevi¢, 2002). In some industries, industry structure or the strategies of
competitors eliminate the possibility of achieving one or more generic strategies.
Occasionally, a firm cannotgo through cost leadership becauseit is applied by several other
firms operating in the same industry. On the other hand, the focus strategy is notapplicable if
there is a small number of segments in one industry (Porter, 2007).
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5. The significance of competitive strategies for the positioning of SMEs

Strategic orientation is the only solutionto many internal problems and weaknesses of SMEs
(Lazarevi¢-Moravéevié et al., 2018). According to Porter, managers opt for a strategy by
assessing howthe company creates value. In other words, they examine how they achieve
competitive advantage (with the help of differentiation or cost leadership) and how it
determines its targetscope (either focus or industry -wise). The author identifies three generic
strategies achieving competitive advantage. They are recognizable both in literature and
business (Krsti¢, 2009):

1. CostLeadership—afirmis a low-cost producer, offering products at a cheaper price
than competitors;

2. Differentiation strategy — a firm gains consumers’ loyalty and expands the
possibility for the price policy. It achieves this because of the physical and
psychological difference of its products compared to competitors;

3. Focus strategy — company focuses their business on one or more attractive segments
on the market.

Competitive advantage is achieved differently with each of these generic strategies (Robbins
& Judge, 2013). Companies that implement cost leadership have the lowest expenditures in
an industry. Differentiation strategy means thatcompany has some unigue characteristics on
the market along some dimensions which buyers value. They reward a company by
acceptingthe premiumprice. Differentiation can have as its basis a product/service. It can
also have the marketing approach of a company, etc. Company using the focus strategy
selects one or more segments in the industry and focuses onsatis fying its/their specific needs
(Krsti¢, 2009). If an SME wants to successfully implement a cost leadership strategy, it
shouldhavetightcostcontrol, keep pace with changes in technology, etc. For successful
implementation of differentiation strategy an SME must to build a brand image, rely on
specialist skills, oversee market changes (Avlijas, 2008). According to Porter, many
companies candecide to apply the same strategy. If the basis of that strategy is the same,
then the competition canescalate. This competitionwould not have a positive influence on
the companies’ profits (Porter, 2007).

The research study often claims that the owners/managers of SMEs do not apply any
strategy. SMEs havestrategies, but theyare less formal. Additionally, they focus on specific
activities or competitive tactics carried out daily within a firm (Kati¢, 2013). SMEs can offer
to customers standardized products/services. In this situation, the differentiation strategy is
most often based on price, quality, functions, sales method, etc. (Avlijas, 2008). A study
conducted in Kenya shows thatmost SMEs successfully implement a differentiation strategy.
That study shows thatdifferentiation can be achieved by offering a wide range of products,
offering a quality product, quickly resolving customer complaints, hiring modest employees,
setting good prices (Njuguna et al., 2015). In addition, differentiation in SMEs can be
achieved by introducing innovation, flexibility and creating services that are tailored to the
customer’s personality (Avlijas, 2008).

While creating its position on the market, a company should adjustits strategic abilities and
advantages and use themtogether with the chances fromthe externalenvironment (Popesku
& Jovanov, 2010). The company also canbe in “Stuck in the middle” position. “Stuck in the
middle” means that a company did not devise any adequate strategy in its competitive
strategic plan. A company will often think that it can use all strategies, which can lead to
failure. This strategic positionresults in a below-average performance. We should notexpect
that a firm can be successfulin all segments. Accordingto Porter, a firm can be successful if
it chooses only one generic strategy (Krsti¢, 2009).
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Business owners’ personal goals mustalways be reflected in the SMEstrategy (Ozegovi¢ &
Pavlovi¢,2012). A competitive SME strategy must be formed and adapted to the particular
businesssituation (Avlijas, 2008). In SME sector, themanagers are not involved enough and
are disinterested in the strategy and the planning process. This happens either because of the
lack oftime orresources. Thisis why they focus on the operational activities. Among the
SMEs, the strategy is usually implicit, informal and intuitive (Kati¢, 2013).

6. Conclusion

It is the most important that SMEs in Serbia understand the competitive strategies because
without relying onany, they will manage an unsuccessful business. Their business will suffer
if they also apply insufficiently researched, analyzed, and known strategy. In the modern
world of changes, companies fight for their place in the market as well as for expansion. In
orderto be stable, SMEenterprises haveto apply clear competitive strategies and conduct a
long-term planning. Cost leadership might not be suitable for SME compared to the
differentiation strategy because of their financial capabilities.

Based on the above literature, it can be concluded that competitive strategies in SMEs can be
applied in different ways. A cost leadership strategy can be successfully implemented with
strict costcontroland monitoring of technological changes (Avlijag, 2008). Observing the
researches of Avlijas (2008) and Njuguna et al. (2015) it can be concluded that
differentiation strategy can be applied by introducing innovations, flexibility and creating
customized customer service, thenby offering a wide range of products, offering a quality
product, quickly resolving customer complaints, modest employee behavior, favorab le
prices.

In the strategic development process, the companies within the SMEfind that the activity of
performance assessment is important. SMEs often donotuseany strategic planning and do
not really understand all factors which are key to their success (Zrni¢, 2014). However, it is
the most important thing that all factors, both tangible and intangible, be included in the
analysis ofa firm’s performance. Systems for measuring performances favours the creation
of a learning process as well as an agreement for the improvement of certain processes.
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Abstract: The subject ofthe research is the application of certain ethical principles in the
implementation of complementary medicine in health tourism from the aspect of medical
ethics and business ethics in tourism. The aimofthe research is to identify theimportance of
applying certain ethical principles in the implementation of complementary medicine in
health tourism. Bibliographic-speculative and descriptive analytical methods were used. The
research showed that theapplication of all ethical principles contained in the Declaration of
Helsinki, the International Medical Code of Ethics and the Global Code of Ethics for
Tourism is significant and justified in implementing complementary medicine in health
tourism, given the structure of beneficiary tourists and the range of services provided within
health tourism. The potentials of complementary medicine in terms of its implementation in
the corpus of healthtourismare stillunderutilized in the Republic of Serbia, so they could be
the subject of some future research in which the application of ethical principles contained in
the mentioned documents would be an integral part of them.

Keywords: ethics, complementary medicine, health tourism
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Eticki principi primene komplementarne medicine u
zdravstvenom turizmu

SazZetak: Predmet istrazivanja je primena odredenih etiCkih principa pri implementaciji
komplementarne medicine u zdravstveni turizam sa aspekta medicinske etike i poslovne
etike u turizmu. Cilj istraZivanja je identifikacija znadaja primene odredenih etickih principa
u implementiranju komplementarne medicine u zdravstveniturizam. U okviru rada kori§¢eni
su bibliografsko-spekulativni i deskriptivni analiticki metod. IstraZivanje je pokazalo da je
primena svih eti¢kih principa sadrzanih u Helsinskoj deklaraciji, Internacionalnom
medicinskom etiCkom kodeksu i Globalnom etickom kodeksu za turizam znacajna i
opravdanapriimplementiranju komplementarne medicine u zdravstveni turizam, s obzirom
na strukturu turista korisnika i asortiman usluga koje se pruzaju u okviru zdravstvenog
turizma. Potencijali komplementarne medicine po pitanju njene implementacije u korpus
zdravstvenog turizma su jo§ uveknedovoljno iskori§¢eni u Republici Srbiji nasoj zemlji, pa
bimogli biti predmet nekih buducih istrazivanja u okviru kojih bi primena etic¢kih principa
sadrzanih u pomenutim dokumentima bila njihov sastavnideo.
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JEL klasifikacija: 115, 232
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1. Introduction

The modern mind man (homo sapiens recens) of unchanged qualities, potentials and possible
realizations of his mentaltotality, has beenpresent onour planet forfive to seven thousand
years. The adoption of this axiomis a fundamental starting pointforunderstanding the past,
and well-known civilizations, and man as the sole creator of all cognition. It is also a
condition forus to understand notonly ourselves as an inimitable specialty, but also ethics as
a science and theory of morality.

The twentieth century brought contemporary views on the value of human life and
established the aspirations of a third millennium man. Ethical teachings of the twentieth
century based on new qualities have transformed and further transformed relationships in the
community (Nenadovic, 2007).

Health is one of the oldest, lasting and, in modern conditions, one of thestrongest motives of
tourist movements. Contemporary health tourismis a form of tourism undertaken for the
purpose of maintaining, enhancing and restoring impaired physical and mental well-being
through natural healing factors (mineral springs, climate, healthy drinking water, etc.), health
services, sports and recreational and wellness facilities (Zec¢evic, 2004). Bearing in mind the
importance of health tourism, it is evidentthatthe future developmentand diversification of
Serbia's tourism offer should include this component. On the other hand, a question that
remains to be considered concerns the direction, or component, of health tourism. The
problem of health tourism development is complex and covers a wide range of possible
services (Zivanovié¢ & Krsti¢, 2018).

In the third millennium, with the tremendous advances in technological standards and
research in the various sciences, especially medicine, which we are witnessing, people still
give greater credibility to complementary than official medicine in terms of safety and cost-
effectiveness. It is evident that there is pronounced popularity and the need for the
application of complementary medicine in the economically underdeveloped and developed
part of the world (Oumeish, 1998). The application of complementary medicine, its
techniques and procedures in countries in transition, must be subject to special quality
control ofthe product, due to the lack of adequate quality standards and legislation in this
field. Therapies applied in the field of complementary medicine should comply with the
ethical principles of medical practice (Anderson et al., 1996).

The subject of this research is the application of certain ethical principles in the
implementation of complementary medicine in health tourism from the aspect of medical
ethics and business ethics in tourism. The aimofthe research is to identify theimportance of
applying certain ethical principles in the implementation of complementary medicine in
health tourism. A combination of different methods was used in the study. In the data
collection stage, a bibliographic-speculative method based on reference sources and literature
was used. In additionto the method mentioned above, the researchis based on a descriptive
analytical method.

2. Literature review

Contemporary ethics is most concerned with contemporary philosophy. The complexity of
life in the current time, especially at the beginning ofthe 21st century, and the development
of other disciplines that deal with the study of man and all his values closely link
contemporary ethics with many sciences. The sciences with which contemporary ethics is
most closely linked are on one side social, technical, natural, and especially, medical
sciences. Thetask ofethics as a philosophical science of morality is to penetrate into every
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moral action. By adopting ethical attitudes, the physician and the healthcare professional
should further their ethical ideal in the context of the particularities of medical ethics — to
preservehuman life —as a primary premise. Ethics should contribute to the understanding
that ethicaland moral values vary fromcivilization to civilization, but also during the same
civilisation epoch. Ethics in practice proclaims and formulates publicly - codifies certain
professional obligations and duties through written documents called codes. Codes of ethics
for health care professionals, journalists, lawyers, bar associations, etc. are known. By
codifying the social organization, professional associations and society as a whole put
themselves in a position to regulate themselves. Violation of codified principles entails
accountability within a professional organization, say, through a court of honor. Sanctions
include reprimand, public stamping orexclusion fromthat branch organization. Sanctions,
bans on practicing the profession, or bans on dealing with patients for doctors were also
established. Finally, the moral rules and norms introduced intothe codes are not permanent
and unchanging, they change and evolve overtime. Codified principles are of limited value,
valid for the time for which they were enacted andsocially regulated. Due to changing living
conditions and social organization, thereis a need to change previously adopted and codified
ethical principles, which implies and justifies revisions of codes of ethics (Nenadovi¢, 2007).

Health tourismis a journey aimed at obtaining health care. Asapromising new branch ofthe
tourismindustry, healthtourismallows usersto solve their health problems when traveling
on vacation and enjoying the beauty of a tourist destination. In the past, tourists mostly
“stayed” in natureand were passively subjected to natural elements. Today, tourists literally
“consume” nature and have very active influence on all the natural elements of'the resort.
Almost all types of tourism, especially mass tourism, strongly influence the change and
degradation of natural resources. Therefore, it is necessary for the further development of
tourism activities to be carried out on the principles of sustainable development
(Gligorijevi¢, 2013). “Tourismdevelopment has an impact on creating different positive and
negative environmental effects. Tourism brings foreign exchange flow that strengthens
economic developmentand improves the national economy. However, tourismalso brings all
those negative consequences, that canaffect sustainable local community growth, unless its
development is being taken care of. In this way, the tourism can develop significant
consequences, some being devastating for surroundings and the environment it is operating
in. The cause of this are uncontrolled negative effects on the elements of natural living
environment, such as air, water, soil, flora and fauna” (Tri$i¢ et al., 2018, pp. 1599-1600).

Today, scientific medicine, based onthe knowledge ofthe advancedsciences and traditional
-alternative medicine, is equally persistent. Treatmentand treatment methods and procedures
that do not belong to scientific or official medicine, and are not taught at colleges and
medical schools, are classified as traditional medicine. “Thevarious types of complementary,
alternative, unconventional, and integrative medicine in the Old World include the historical,
cultural, social, traditional, and philosophical aspects of different civilizations that
predominated, mainly in Asian, African, Far Eastern, Middle Eastern, and Arab countries.
Most of these types of medicine are still in use today. Many understand that taking into
account not only individually physiological and biological conditions, but including
psychological, social, ecological and even parallel spiritual dimensions, may reveal the
underlying contributing factors to the disease” (Oumeish, 1998, p. 1373). Traditional
medicine has a significantplace anda number of countries have made significant strides in
trying to define the legal framework, as well as experience in the field of regulation of this
supplementary or alternative medical branch (World Health Organization, 2005).

Integrative medicine is a new direction in medicine that was created in response to the
limitations, primarily of official, allopathic medicine, but also of some branches of
complementary and alternative medicine. Integrative medicine involves the use of the best
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possible treatments and procedures of scientific, allopathic medicine combined with the best
complementary and alternative medicine (CAM) methods based on the individual needs of
the patient. It integrates, or connects, both medical systems, adapting themto the individual,
and using the safest, least invasive and cost-effective approach, integrating theminto a
holistic understanding of the individual. In its definition of health, the World Health
Organization (WHO) emphasized that “health is a multidimensional phenomenon of
dynamic equilibrium in which the relationship between an individual and his or her
environment, both social and physical, must be understood as integral (holistic)” (World
Health Organization, 2002). The basic meaning of an integral (holistic) approach to the
advancement of human healthis to use the bestmethods and procedures of official (so-called
western, official) and traditional (alternative, complementary) medicine in orderto assist the
clientin the best possible way. Alternative Health Promotion Technologies is a termthat
refers to the healthtechnologies of traditional, complementary and alternative medicine. By
this name, according to prof. Stambolovic, emphasis is givento the theoretical uniqueness of
health technologies, which, in their therapeutic effect, are oriented primarily to strengthenthe
body's self-renewing potential (Stambolovi¢, 1986). The demands and needs of healthcare
users worldwide, as wellas WHO recommendations, point to different alternative medicine
technologies as a significant health care resource (Jovi¢ & Stambolovi¢, 2013). Therefore,
the need to integrate these health technologies into official health care systems becomes a
legitimate issue for national health policy (Sokolov Milovanéevic¢ et al., 2019). There is still
a discrepancy between experiential and statistically documented evidence of the efficacy and
effectiveness of alternative medical treatments. This is understandable in some ways, given
the paradigmatic differences betweenalternative and biomedicine, as well as the lack of, or
very scarce, fundsto fund scientific research on alternative medicine and the holistic model
of health and disease (Sharma, 1992).

WHO estimates that between 65and 80% of the world's population uses alternative medicine
as the primary form of health care (World Health Organization, 2002). More than half of the
population in Germany and America use some form of traditional treatment, and in the UK
64% of governmentoffices provide this type of healthcare. In Australia, 80% of physicians
recommend acupuncture and meditationto their patients,and one quarter of physicians have
received trainingin one or more alternative treatment techniques. Switzerland became the
first country in Europe in 2009 to guarantee the right to complementary medical treatment
underthe Constitution, meaning that complementary medicine technologies are included in
the basic package of healthcare services and funded by health care funds (Rist & Schwabl,
2009; Studeli, 2009). All medical systems that view man as energy, which is an indivisible
part of everything elsethatexists, are called by one name holistic medical systems. At the
heart of holistic therapeutic approaches is faith in man and counts on the wisdom of a body
capable of self-healing. “The physician cures, but it is nature that heals” is an old Latin
saying. Itis believed thatevery person has self-healing power that needs to be released, or
directed towards healing, balancein the body in case of various health disorders (Basi¢ &
Jovié, 2011).

Alternative medicine is not a substitute for official medicine, but provides additional health
and healing options. By embracing the principle of wholeness, alternative medicine
understands people as individuals and views human suffering as an expression of personal
and family history. Accordingly, assistance and support are also individualized. Human
suffering cannot be understood by isolated observation of organs and symptoms, which is led
by the partialization of official medicine. The full meaning of certain health disorders
becomes clear only by inclusion in the whole, both the organism itself and its context
(environment, family, social network, living conditions, etc.). A holistic approach starts from
the basic idea that thebody, mind and spirit forman indivisible whole and thatthe individual
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is firmly connected to the environment, family, society and the world in which he or she
lives. Holistic attitudes in healing are based on the assumption that the state of health is a
reflection of the dynamic balance of body-mind-spirit, and that no segment is viewed as an
isolated entity. It should be bornein mind that submission to any holistic method entails a
change in lifestyle, including most commonly a change in eating habits, as well as how the
client thinks abouthimselfand the environment that surrounds him. In order to choose the
conventional or alternative method of health or healing promotion thatbest suits us, we need
to know beforehand what the basic features and approaches that these methods entail
(Hellinger & Hevel, 2010).

In the Republic of Serbia, the Law on Health Care defines health care as an organized and
comprehensive activity ofa society with the primary goal of achieving the highest level of
protection of the health of citizens and families. Health care, within the meaning of this Law,
includes theimplementation of measures for preserving and improving the health of citizens,
preventing, suppressing andearly detectionof diseases, injuries and other health disorders
and timely and effective treatment and rehabilitation. Human rights and values in health care
imply that every citizen has the right to exercise health care while respecting the highest
possible standard of human rights and values, that is, has the right to physical and
psychological integrity andto thesafety of his personality, as well as respect for his moral,
cultural, religious and philosophical beliefs. Given that thegoal of health care is to “achieve
the highest level of protection of the health of citizens and the family”, attempts to combine
the knowledgeand experience of so-called official and traditional (complementary) medicine
in this interest are given their full meaning and importance (National Assembly of the
Republic of Serbia, 2019).

The Code of Ethics is aset of formal and informal principles, schemes, regulationsandgood
practices in business conduct. Business ethics defines desirable rules of business conduct that
are the framework for action that is allowed or not allowed, but also indicates the basic rules
of moral action ofthe person (Risti¢, 2004). Corporate Social Responsibility means acting
throughtheoffering of socially beneficial services with a minimum detrimental effect whose
consequences are economically acceptable over a long period of time. The significant link
between business ethics and socially responsible business that characterizes the global world
market is an essential component of the tourismeconomy. “In today's fast-changing tourism
market, the only opportunity to compete foratourist destinationis through the offering of a
sustainable tourismproduct. Sustainable development goes handin hand with the concept of
socially responsible business” (Golja & Kiristini¢ Nizi¢, 2010).

Articles 3, 4 and 5 of the Global Code of Ethics for Tourism deal with Corporate Social
Responsibility: Tourism, a factor of sustainable development; Tourism, a beneficiary of the
culturalwealth of mankind and a factorin promotionand Tourism, a work that benefits host
states and associations. Article 5 states that the tourismbusiness should be an integral
component ofthe “local economic and social fabric”. The last point discusses the need to
explore the impact of tourism development projects on the environment and nature by
professionals in this field, who, with the greatest possible transparency and objectivity,
should provide, informationon their future programs and their foreseeable consequences.
Tourismprofessionals should foster dialogue about the content of their future programs with
the population involved (Buzar, 2015).

3. Research instruments and methods

Within the research, a combination of different methods was used. In the data collection
stage, a bibliographic-speculative method based on reference sources and literature was used.
In addition tothe method mentioned above, the research is based on a descriptive analytical
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method. The first part of the paper presents a theoretical framework using a bibliographic-
speculative method using a large number of literature sources of domestic and foreign
literature, as well as internetsources. The researchwork involved different methods. Of the
analytical, the method of analysis, abstraction and deduction was used.

4. Results and discussion

The ethical peculiarity of the practical application of medical knowledge and skills arose and
developedat the same time as the emergenceand developmentofhumane medicine. Modern
medical ethics has imposed the principles, duties and moral obligations of the medical
profession, andthere is a need foruniformity in this field for all physicians in the world. The
result is the formation of world organizations, such as the World Health Organizationand the
World Medical Association at the United Nations, the formulation of codes, declarations,
resolutionsand declarations binding on all countries, or doctors on all continents and all
countries. Contemporary medical ethics implies continuous, further developmentin line with
the development and achievements of scientific medicine and increasingly sophisticated
medical technology, and the basic principle binding on the physician is: “My patient's
interest willalways remain my primary concern” (Nenadovi¢, 2007). Deontology in medical
practice implies all the obligations of professional persons arising from moral norms and
commandments, which are related to the duties and rights of all professions in medicine
(physicians, dentists, pharmacists, healthcare professionals, administrative workers in
medicine).

Establishinga positive feedback link between morality and law, reflected in the application
of adequate legalnorms, is the key to addressing potential medical and dental disorders in
the application of complementary medicine.

Law on Health Care of the Republic of Serbia 2005 in Chapter XII, “Traditional medicine”,
Aurticles 235, 236 and 237 regulated the field of traditional medicine. The latest Health Care
Law of the Republic of Serbia was adopted in early April, 2019. In Chapter XX,
Complementary Medicine, Articles 217 and 218 govern this area. Article 217 states that
Complementary medicine, within the meaning of this Law, includes those traditional and
complementary methods and procedures of prevention, diagnostic evaluation, treatment,
nursing and rehabilitation (hereinafter: complementary medicine), which have a beneficial
effect on human health or their state of health, and which, in accordance with applicable
medical doctrine, are notcovered by the methods and procedures of conventional medicine.

The diagnostic assessments referred to in paragraph 1 of this Article entail a set of methods
and procedures of complementary medicine used to diagnose the disorder, which are not
based onconventional biological mechanisms and cannot serve for the diagnosis of diseases
in conventional medicine. The education of health professionals for performing methods and
procedures of complementary medicine shall be conducted in accordance with the provisions
of'this Law related to continuing education. Article 218 states that “only those methods and
procedures of complementary medicine are allowed which:

1) do not harmhealth;

2) do not discourage the patient from using conventional medicine methods and
procedures;

3) areperformed in accordance with recognized standards of complementary medicine.

Methods and procedures of complementary medicine may be performed in a health care
institution or private practice, in accordance with this Law and regulations adopted for the

implementation of the Law by a health worker, to whomthe Minister has issued a permit to
carry out certain methods and procedures of complementary medicine.”
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The Minister, on the proposal of the Republican Expert Commission on Complementary
Medicine, prescribes more detailed conditions and manner of performing methods and
procedures of complementary medicine in a health institution, other legal entity, or private
practice, as well as a program of professional training of health workers for performing
methods and procedures of complementary medicine (National Assembly of the Republic of
Seriba, 2019).

According to the current Rulebook on closer conditions, methods and procedures for
performing methods and procedures of traditional medicine, adopted in 2018, the methods
and procedures are classified into 13groups of methods of prevention, diagnosis, treatment
and rehabilitation:

1. Ayurveda;

2. Acupuncture and related techniques (needless point and meridian stimulation);

3. Traditional Chinese Medicine;

4. Homeopathy;

5. Phytotherapy;

6. Quantummedicine and related techniques;

7. Chiropractic and osteopathy;

8. Reiki method,;

9. Traditional home medicine;

10. Macrobiotics for medical purposes;

11. Aroma therapy for medical purposes;

12. Apitherapy for medical purposes;

13. Qi Gong Exercise, Yoga Exercise, Hata Yoga Exercise and Tai Chi Chuan Exercise
for Medical Purposes.

A doctorof medicine and a doctor of dentistry, with appropriate education, can performall
methods. Pharmacists and other healthcare professionals have limitations; Master of
Pharmacy can produce phytotherapy, homeopathic andtraditional home remedies and apply
methods fromitems 10-13. Second Healthcare Professional - having completed the relevant
higher or secondary school of health profession with appropriate education, performs
methods of complementary medicine frompoints 10-13 (Ministry of Health of the Republic
of Serbia, 2018).

Individual authors (Zecevi¢, 2004) consider that there are three types of health tourism:
healing (only healingand one formof recovery), curative (representing rehabilitation) and
wellness (focused on whatit means: in a healthy body a healthy mind, that is, a good state of
mind and body) (Cohen & Bodeher, 2008). Wellness tourismis a new termthat means the
universal offering of conditions and procedures for achieving optimal physical and spiritual
well-being of individuals. The wellness offer can be realized without the use of natural
healing elements and without the supervision of a doctor. Spa tourismis defined as a type of
complexhealth and tourismactivity that is carried outin natural spas, in which the treatment
and rehabilitation of various diseases and illnesses, recovery and prevention of diseases with
the professional application of natural healing elements and procedures of physical medicine
and rehabilitation play a key role. A special category is also hospital or medical tourism,
which are trips undertaken by individuals for the purpose of hospital treatment and
performing certain medical procedures (forexample, surgical, dental, etc.). Detailed concepts
of wellness megatrends characteristic of wellness and spa philosophy can be found in the
literature (Berg, 2008). These are health, long life, individuality, the predominance of wonen
in the spa, modern spirituality and the movement for health. From the aspect of spa
innovation, an analysis of the five most important megaturist spatrends is necessary (Abram
& Kosinska, 2016). These are: Mediterranean spa, spa, wellness, ethno spa, eco spa. In
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addition to the wellness phenomenon, innovations in spa tourism health services should
concentrate on the application of modern medical technologies and therapeutic cosmetic
treatments. Also, this innovative approach should be enriched with elements of culture,

tradition and ethnomedicine in resorts, to a greater extent than previously with ecology
(Berg, 2008).

In the context ofthe accelerated globalization of everyday cultural values, especially the rise
of international trade and tourism, differences in people’s cultures are becoming increasingly
visible, as a potential source and cause of the unethical behavior of participants in these
world events. The tendency to satisfy economic interests above cultural ones creates negative
trends. Such bad influences can be minimized by strengthening cultural interests in
behavioral models ofbothtourists and domicilians. One way of emphasizing the importance
of an acceptable and conventional formofsuch communication and interaction is by codes
of ethics, which are intended to remind, in a particular cultural form, the respect for true
values in tourist movements (Tri§i¢ & Steti¢, 2019). The tourismindustry promotes codes of
conduct as a set of expectations, behaviors and rules, written by large and significant market
entities, with a particular focus on culture andthe environment, through a formof sustainable
development (Presbury & Edwards, 2010; Veljkovi¢ & Zivkovic, 2018). Codes for tourists
are everyday cultural guides that emphasize the type of travel behavior. The basis of the
tourist codes is the general culture, as well as the relation to natural resources, language,
indigenous population, cultural heritage, acceptable behaviors and customs. Codes of ethics
make full sense only if tourists are aware of their importance. The Code should remind
tourists of an acceptable and cultured way of behaving in a tourist destination, so that its core
values with all geographical, cultural and social characteristics can be experienced at the
same time. Tourismethics andappropriate cultural codes should be as universal as possible
(Pokrajac & Stetic, 2017).

United Nations World TourismOrganisation (UNWTQ) is the creator of the Global Code of
Ethics for Tourism. “UNWTO The Global Code of Ethics for Tourismis a complete set of
principles aimed at leading tourism development stakeholders. It is addressed to
governments, the private sector, communities and tourists, with the goal of helping to
maximize the benefits of tourism while reducing its potentially negative impact on the
environment, cultural heritage and societies around the world. Althoughnot legally binding,
the Code has a mechanism for voluntary implementation through its recognition by the
World Tourism Ethics Committee (WCTE), an independent and impartial body to which
interested parties may submit questions regarding the implementation and interpretation of
the document. The ten principles of the code cover the economic, social, cultural and
environmental components of tourism” (MINT, 2014). These are: the contribution of tourism
to mutualunderstanding and appreciation among people andsocieties, tourismas a means of
individualand collective fulfillment, tourismas a factor of sustainable development, tourism
as abeneficiary of the cultural heritage of humanity anda factor in its promotion, tourism as
a usefulactivity forthe countries of the community andthe host, obligations of independent
tourism professionals responsible for development, the right to tourism, freedom of
movement, rights of employees and entrepreneurs in the tourism industry and
implementation of the Global Code of Ethics for Tourism (UNWTO, 1999).

When it comes to health tourism, the ideal solution for the application of traditional-medical
methods of diagnosis and treatment, as well as rehabilitation, are spa-climatic spas, which
structurally represent the ideal combination of health resorts and tourist facilities. The
structure of spa and climate resorts enables the functional fusion of two very powerful
human activities of the third millennium — health and tourism. Ethics in practice proclaims
and publicly formulates — codifies certain professional obligations and duties, through
written documents — codes, which put social organizations, professional associations and
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society as a whole in a position to regulate themselves. The application of the ethical
principles proclaimed by the International Medical Code of Ethics, as well as the Global
Code of Ethics for Tourism, guarantees the safe and effective implementation of
complementary medicine in health tourism. Modern medical ethics, based on four basic
principles:the principle of respect for life, the principle of fairness (non-discrimination on
any basis), the principle of charity (humanity) and the principle of respect for the patient's
personality, is the starting point for the application of adequate ethical principles in
incorporating complementary medicine into health tourism. The significant link between
businessethics andsocially responsible businesscharacterizing the global marketplace that
offers services that are useful to society and possible harms minimized, so that the long-term
consequences of theseharms are notunacceptable, is a respectable component of applying
adequate ethical principles when incorporating complementary medicine into healthtourism.
The reconciliation of a strict medical ethical stance on the prohibition of experimentation
underany human condition, and a reasoned scientific stance on the inevitability of biological
experimentation as a basis for the advancement of medical science, was achieved in the
Declaration of Helsinki, according to which biological experiment is allowed only by
volunteers if it extends medical knowledge and realizes an immediate benefit to a sick
person. The Declaration of Helsinkiregulates the ethical principles of the human therap eutic
experiment and they are much more lenient. The use of new therapeutic methods is forbidden
if the same success can be achieved by existing ones.

The Declaration of Helsinki elaborates on the following principles of a clinical experiment.
Clinical experiments may only be performed by scientifically qualified persons, who have
already demonstrated a high level of expertise and moral maturity, and if they have been
repeated several times in animals or in experimental laboratories and guarantee the success
of its applicationto humans. A proportionate relationship between goalandriskis necessary
when conducting a clinical experiment. It is unacceptable to allow a banal disease to be
cured through experiment, without the risk being high, oreven endangering the health or life
of the patient. The Declaration of Helsinki gives the basic principles for biomedical research
in general, and then the principles for diagnostic-therapeutic (clinical) and non-therapeutic
(non-clinical) biomedical research. In additionto relying on the principles presented in the
Declaration, guidelines for their applicationin biomedical research used to achieve standards
in the implementation of complementary medicine methods in healthtourism, as part of this
research, mustequally apply the International Medical Code of Ethics and the Global Code
of Ethics for Tourism. Article 2 of the Global Code of Ethics for Tourismdiscusses the
prospects for tourism development: Tourism, as a means of collective and personal
fulfillment, says in point 4:“Travels forreligious, health, educational and cultural purposes,
or for exchange purposes for language learning, are particularly useful forms of tourism,
which deserve to be encouraged.” Article 6 of the Global Code of Ethics for Tourism,
referring to the Obligations of Participants in Tourism Development, states in paragraph 2:
“Depending onthem, tourismprofessionals, in cooperation with public authorities, should
show concernforthe safety, accidentprevention, health protectionand food security of those
seeking their services. They should also ensure that there are adequate insurance and
assistance systems in place; should accept the reporting obligations laid down in national
regulations and pay fair compensation in the eventofnon-compliance with their contractual
obligations” (UNWTO, 1999).

5. Conclusion

Continuous improvement of the behavioral awareness of tourists within the framework of
sustainable tourismdevelopment of health tourismis one of the tasks of planning tourism
development of this form of tourismworldwide. In order to integrate this activity into the
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general health-tourismand social development, it is necessary to continuously informand
educateall tourist entities on thecorrect andethically acceptable form of using resources in
tourism. Given that health tourism resources, especially in the field of complementary
medicine, are still insufficiently recognized and used by tourists, particular attention should
be paid to tourismplanning and commercialization of thesetourismresources in accordance
with generally accepted ethical principles of sustainable tourism development. By applying
the process of health-tourist emancipation, it is necessary to minimize potential conflicts
between the guest, the host and the environment in this interaction. One model of
successfully overcoming these conflicts is the positive impact of adequate codes of ethics on
the development of a health tourism behavior culture.

When it comes to research on the ethical principles of the application of complementary
medicine in health tourism, we can conclude that the application of all the principles
contained in the Declaration of Helsinki, the International Medical Code of Ethics and the
Global Code of Ethics for Tourism, is very significant, given the structure of beneficiary
touristsandthe range of services provided within health tourism. Balneo-climatic spas are an
ideal solution for the application of complementary-medical methods of diagnostics,
treatment and rehabilitation, as well as for the application of complementary-medical
methods within their rich wellness tourist offer. Establishing a positive feedback link
between morality and law, reflected in the application of adequate legal norms, is the key to
addressing potential medical and dental disorders in the application of complementary
medicine. Modern legal norms, in general, better, more justly and effectively regulate
community relations thanmoralnorms can. Compliance with theapplicable legislationin the
field of complementary medicine will greatly contribute to the adequate implementation of
the ethical principles contained in the medical code of ethics relating to this field.

The potentials of complementary medicine in terms of its implementation in the health
tourismcorpusare stillunderutilized in our country, so they could be the subject of some
future research within which the application of ethical principles contained in the mentioned
documents would be an integral part of them.
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3. Materials and methods
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4. Results and discussion
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Figure 1: Percentage of rooms in the structure of hotel accommodation in 2011 and 2012
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Table 1: Percentage of rooms in the structure of hotel accommodation in 2011 and 2012

Number of Number of
Category 2011 2012 rooms (2011) | rooms (2012)

5* 9.9 6.7 1,452 990

4* 236 25.9 3,486 3,911

3* 39.8 37.3 5,895 5,636

2* 212 22.6 3,102 3,420

1* 5.6 7.5 1,133 1,132
Total 100 100 15,068 15,089

Source: Ministry of Finance and Economy of the Republic of Serbia, 2013

If the study findings were presented graphically or in a table, author(s) are encouraged to
state the source below the picture or table in the following form: Author's research.

The paperwith alltables and figures should be sentas one data bank. Besides, all figures and
tables (grayscale) should be sent as separate files in JPF or TIFF formats with the smallest
resolution of 300dpi.

5. Conclusion

Conclusion summarizes the results achieved during the research.
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Documents or data bases taken from the Internet, a private or official Internet page
with a known author

Eg.. Kraizer, S. (2012).Safe child. Retrieved October 29, 2012 from
http://www.safechild.org/

Documents or data bases taken from the Internet, a private or official Internet page
with an unknown author

Eg.. Penn State Myths. (2006). Retrieved December 6, 2011 from
http://www.psu.edu/ur/about/myths.html

Documents or data bases taken from the Internet, a private or official Internet page
with an organization or corporation as an author

E.g.: Ministarstvofinansija i privrede Republike Srbije [Ministry of Finance and Econorry of
the Republic of Serbia]. (2013). Informacije o turistickom prometu u Srbiji [Information on
tourist traffic in Serbial]. Retrieved February 6, 2013 from
http://www.turizam.mfp.gov.rs/indexphp/sr/2010-02-11-17-24-30

127


http://www.safechild.org/
http://www.psu.edu/ur/about/myths.html
http://www.turizam.mfp.gov.rs/index.php/sr/2010-02-11-17-24-30

