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AJIEKCAHJIPA JIPATHH'

NMEPHENLHUJA HHOCTPAHUX TYPUCTA O UMMIIY CPBUJE?

H3Boa: ToxoMm neBeneceTHx roauHa mnpouuior Beka, CpOuja je mporuia Kpo3 Nepruoj] NONIUTUYKUX U €eKOHOMCKUX
MPOMEHa, Koje Cy y3pOKoBalle paJiiKajaH IaJ{ yKyITHOT Opoja MmoceTHiana, a HapounTo HHocTpanux. OBe pomMeHe
Cy JIOBeNie W JI0 CTBapama HeraTtHBHe mepuemniuje o CpOuju Ha Mel)yHapoqHOM TypuCTHYKOM TpkuuTy. [locime
2000. ronuHe, ca MOJUTHYKOM M €KOHOMCKOM crabunuzaiujoM, CpOuja je 1obuia MOryhHOCT 1a ce 0TBOpH Ipema
€BPOIICKOM TYPUCTHYKOM TPIKHIUTY, JIH YIIPKOC YJIOKEHUM HanopyMa, CpOuja joIr yBek HHje ycrena a OCTBapH
CBOje LMJbEBE, IITO CE OJpakaBa Ha HHCKE MPHUXOAE OJ TypU3Ma M MaJlo TPXKHUIIHO yuemilie y OZHOCY Ha CBETCKO
TYPUCTHYKO TPXKHIITE. JenaH on y3poka, Morao O6u jma Oyae HeraTHBHA MEpIEIIMja MOTESHIU]aJHUX HHOCTPAHUX
Typucra o Cpbuju kao TypucTHUKoj AectuHanHju.Ilub pana je na ce yrBpau ogHoc m3mMely meprennuje o uMuiry
JeCTUHALNje, Ka0 U YKYITHOM 3aJ0BOJbCTBY U JIOjaTHOCTH MOCETUIAla JeCTUHANNjH. VIcTpakuBambe je CpoBeaeHO
noMoly aHKETHOI YNMTHHKA, KOJ HCHHTaHMKa Koju cy mocetunu CpbOujy Toxkom 2007. roamue. Ilomaum
HCTpaXXHBamba Cy KBAIMTATUBHO IPHKa3aHu. VicTpauBame je IPUMEmEeHO Ha Typu3aM jgoraljaja, Typu3am BEIHKHX
rpajoBa 1 KpY3UHI Typu3aM, Kao HajaTpaKkTHBHHUje 00INKe Typu3Ma 3a ctpane nocetuore y Cpouju.

KibyuHe peun: wmuy jAecTuHanuje, Typusam pora)aja, rpajckum Typus3aM, Kpy3WHT TypusaMm, gemorpaduja,
Cpbuja.

YBoa

[lepron MOMMTHYKKMX M €KOHOMCKHX IPOMEHa Kpo3 Koje je CpOuja mporia TOKoM
JIeBEJICCETHX TOJIMHA, YTHIA0 je Ha 3Ha4yajaH MaJ YKyIMHOT TYPUCTHYKOr mpometa. Takole,
Ha Mel)yHapOTHOM TyPHCTHYKOM TPIKHUILTY JOILIO j€ 10 CTBapaiha HEraTHBHE MEPLEIIHUje O
Cpbuju. Ctabuinm3anmjoM MOJUTHIKO- eKOHOMCKe cutyamnuje HakoH 2000. ronune, CpOuja
je nobuia MoryhHOCT Jia ce OTBOpHU IpeMa eBPOIICKOM TYPUCTHYKOM TPIKHIITY, i YIPKOC
YIJIOKEHUM HaIroprMa, joll YBEK HHUje ycrelna jJa OCTBapu CBOje LIMJbEBE, LITO CE OJpakaBa
Ha HUCKE NPUXOJIE OJ1 TYpU3Ma U MaJio TPXKHUILIHO yderihe y 0JHOCY Ha CBETCKO TYPHUCTHYKO
Tpkuiire. HeratmBha mepremniija MOTEHIUjaTHUX HHOCTpaHuX Typucta o CpOuju kao
TYPHCTHYKO] JECTHHAIMjU, Moriia Ou na Oyle jenaH oj y3poka Hucke noceheHocTd on
CTpaHe MHOCTPAHUX TYPUCTA.

VY nuTtepaTypu je MIMPOKO paclpocTpameH U npuxBaheH cTaB Ja MMUIl AeCTHHALH]e
yTH4e Ha CyOjeKTHBHY IepLEeNuujy TypHcTa M Ha IOHaIlamke TYpUcTa mnpu u3dopy
necruHarnmje (Baloglu, McCleary, 1999; Castro, Armario, Ruiz, 2007; Chon, 1990; Echtner,
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Ritchie, 1991; Milman, Pizam, 1995; Woodside, Lysonski, 1989). Umuyx necruHanuje
yTH4e Ha OYEKMBAaHO 33/I0BOJBCTBO KOj€ TYpUCTa MOXeE Jia No0Hje Yy JeCTHHALUjH, Ha
CBEYKYyIIHy €Ballyalldjy IyTa, NPWINKOM IOBpaTKa M3 JecTHHauuje u Ha Oymyhe Hamepe
TYpUCTa, J]a NOHOBO IIOCETe AECTHHALM]y WIM Ha je ycMmeHo mpomosumy (Crompton,
Ankomah, 1993; Gartner, 1989; Goodall, 1988). Camumu TUM, MOXKEMO 3aKJbyUUTH 12
HUMHUII HCEKE JICCTI/IHaLlI/Ije, IMMO3UTUBHO YTHUYC Ha nepuenunjy KBaJIUT€Ta W YKYIIHOT
3aJJ0BOJbCTBA y JIECTHHAIMjH, JOK he MO3UTHBHO HMCKYCTBO IOCETHJIAlla YTHLATH Ha
nobospmiarbe ummpa te aectuHanuje (Chon, 1991; Echtner, Ritchie, 1991; Fakeye,
Crompton, 1991; Ross, 1993), mito je y ciayuajy CpOuje o1 BenwKkor 3Havaja 3a Oymyhu
pa3BOj HHOCTPAHOT TypU3Ma.

ITopex Tora, YyKymHO 3aJOBOJBCTBO IIyTOBaEmEM M IIO3UTHBHO HCKYCTBO Y
JNECTHHAIMjH, MOTPHUHOCH CTBapamy JojamHux mnocermwrtana (Alexandris, Kouthouris,
Meligdis, 2006; Bramwell, 1998; Oppermann, 2000; Pritchard, Howard, 1997). Huso
TYPUCTHUKE JIOjAIHOCTH HEKOj JEeCTHHALMjU Orjiefa ce y HaMepu IIOCETHNIAla Ja MOHOBO
nocere JECTHHAIMjy M Y HHXOBO] BOJBM Jia Ty JECTHHAIMjY Ipernopydye IpyriuM
MOTEHIMjaJTHUM TYpHCTUMa, IyTeM ycMmene mpomaranie (Oppermann, 2000). TIpenopyka
JpYTHX IOCeTHIana, Koju Beh nMajy UCKyCcTBa Ba3aHO 33 HEKY JIECTUHALIU]Y, MOXKE CE Y3ETH
Kao Hajroy3aaHuju u3Bop uHdopmanuja 3a noreHuujane rypucre (hypuuh, 2007).

[Mo3uTnBaH MMHI JECTHHALMjE MOMaxke Oyhewmy CBECTH M MOJCTHLAKY SMOLHja
BE3aHMX 3a JIECTUHALM]Y U CTOra MOXKE Ja MOCITY>KH Kao eJIEMEHT 3a audepeHuupame melhy
KOHKypeHTuMa. [Ipema Tome, Moxke ce ca curypHomhy TBpPIUTH Ja YCHEX, OIHOCHO
HeycleX TYPUCTHYKE NPHBpPE/E Y ACCTUHALMjaMa IIUPOM CBETA, Y BEIUKOj MEPH 3aBHCH OJT
UMHIIa KOjU TIOTCHIHjATHH TYPHUCTH MIMajy Y CBOjOj CBECTH W OJf HAYMHA yIIPaBJbarkba TUM
UMHIIEM O] CTpaHe HaUIeXKHUX y AecTuHamuju (Sirgy, Su, 2000; Fakeye, Crompton, 1991).

ITo ce Tnue umuya CpOuje, paToBU Bol)eHN Ha MPOCTOPY OMBIIMX jYrOCIOBEHCKHX
penyOiuka, JOBenM Cy 10 CTBapama HeraTuBHe mepierniuje o umuyy CpOuje kao
TYypHCTHUYKEe JAecTHHauuje Kon mnoreHuujannux mnoceruona (Howard, Allen, 2008).
HctpaxuBame 0 MMHUIY 3eMajba LEHTpallHe W ucTouHe EBporme, crnpoBeneHo Meby
TYpHCTHMa KOjU Cy IIOCETHJIM OBE JECTHHALUje M OHUX KOjU HHUCY, PE3YJITHpaJo je
YUHBCHUIOM J1a CY OJ1 CBUX 3€MaJba ICHTPAJIHEC U HHCTOYHE EBpone, HUCIIMTAaHUIIM HEraTUBaH
MMHIl BEe3MBAIM 3a 3eMJbe OuBmie Jyrocmasuje, a Hapouuto 3a CpOujy. Ilpema mctum
ayropuma, ucnuranuiu cy Cpoujy Hajuenthe onmcuBanu cinenehum peunma: ,,HacurypHa“,
,,OllacHa", ,,cMpoMarnHa‘, ,, Ty>)kHa*, a Hajuemrha acommjanuja 3a CpOujy KOJ MCIHTaHUKA
Omn cy paToBU Bol)eHH y OKpyXerwy. Mel)yTim, CTaBOBHU U acouujaIije cy ce pa3IuKoBaje
KOJ UCIIUTaHUKa Koju ¢y nocetwin CpOujy 1 OHUX KOjU HUKana HUCY nocetuinn Cpoujy.

Ucnuranuim kxoju Hucy nocetwan CpOHjy ONHMCHBAIM Cy je HEraTUBHO, IOK Cy
HOCeTHOLM KOjU Cy MMald TYypHUCTHYKO HCKYyCTBO Be3aHo 3a CpOujy,  OIHCHUBAIH
HO3UTUBHUM PEYMMa, BE3aHHM 3a KyITypy, HCTOPHjCKO Haciehe, )KUBOTHU CTHJI U HUCKE
nene. Kon o0e kateropuje MCIUTAaHUKA, ,,CUTYPHOCT Ka0 €MOTHBHH JI0KUBJbA] BE3aH 3a
JIECTHHAIM]Y je TpeACTaB/bao 030W/baH pasjor 3amrto He Oum mocetwin CpOujy y
oynyhHoctn. Ocehaj HecHrypHOCTH, HApOYMTO KOJ KaTeropuje HCIUTAHHKAa KOJU HHCY
MMajJd HWCKYCTBO BE3aHO 3a JIECTHHALM]y, IIpeICTaBba CyOjeKTHBHY MEpLENHjy O
JECTHHALMjH, KOja Ce jayarmbeM MMHIIA MOXE IO3UTUBHO KOPHIOBATH Y KOPUCT JCCTHHALIU]C
(Howard, Allen, 2008).

Ja 6u ce MOrIIO KpeHYTH Y akIyjy moOoJblIaBama UMHUIIA, HEOMXOIHO je Tpe Tora
JIaTH OJrOBOpE HA ciesieha nurama:

e Ko mocehyje mectmHanmjy (memorpadcka CTPYKTypa IOCeTHIAlla U
MOTHBAIIMja 32 Mpely3uMambe MMyTOBamka y JeCTHHALH]Y)?

e KakBo je BMX0OBO HCKYCTBO Yy JIECTUHALU]H (MCKYCTBO MJIH JIOKHBJbAj je
U3y3eTHO OWTaH, jep yYTHYEC HA MCHAKE MEpIENIHje MOCETHOLA O HMHUILY
JnectuHanmje)?
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e Jla mu moceTHONM NPBH MYT Nocehyjy JecTHHANN]Y U a JTX HMajy HaMepy
MIOHOBO J1a je moceTe?

e [llTa ce noceruonymMa HajBuiie cBujaeno y CpOuju, Ja Ju ce HBUXOBO
MHILUBEHE y Be3u ca umuiioM CpOuje IpoMEeHMIO HaKOH II0CeTe ACCTHHALU]E U Y
KOM CMHCITY?

[Tomenyra nurama ¥ aHamu3a JTOOMjEHUX OJroBOpa MPEACTaBIbAjy LHJb U MPEAMET
pana. McrpaxuBame je crpoBesieHo Mel)y moceTHOMa KOju cy OWIIM yYeCHUI MYy3HUYKOT
¢ectuBana EXIT, mocermorm beorpaga m mocernoum koju cy Kpcrapwin JlyHaBoM
Kopumopom 7 xpo3 Cpbujy, Tokom 2007. romune.

Typuzam porahaja je HajTpakTHBHHjU 3a MJiane moceTtwmore. Hajmocehenuju je
my3nukn ectuan EXIT, xoju ce oxpkaBa y HoBom Cany, jeTHOM TOAMIIHE Y JETHUM
MmecelrMa. Mecto oapikaBama (ectuBana je [lerpoBapanuncka TBphasa, Koja je BpeMEHOM
MOCTaJa jeflaH OJ] CHHOHMMa OoBe MaHu(ecTalyje, MoKa3aBIiy ce Kao ujealiHa JoKaluja, Ha
K0joj je Moriio na ce cMectu Behu Opoj OMHA M MMO30pHUILIA ca PA3IHYUTUM CapiKajeM
(3akuh, 2006). 3axBasbyjyhu Bemukom Opojy cTpanux u3Bohaua u mocermnana, EXIT je
CTEKao WHTEPHAIMOHAIHM KapakTep M cBake roauHe mpusiadn oko 150.000 sbyam
(O¢unmjanna crarucruka EXIT-a, 2007).

I'pancku TypusaMm je HajmomyiapHuju Mel)y moceTnonmma cpelmuX ToJWHA M
Hajpa3BujeHHju je y beorpamy. Mehyrum, mako je Beorpan rinaBHM agMUHHCTPaTHBHH,
€KOHOMCKH M KynTypHH neHrap Cpouje, y leMy je IpaJICKi Typr3aM MHOT'O Mambe pPa3BUjeH
y ogHOCY Ha cimdHe TpanoBe y EBporu (Ctpareruja paszsoja Typusma Cpoumje, 2005).

KpysuHr Typm3am je W3y3eTHO aTpakTHBaH 3a moceTwore Tpehe crapocHe mobm
(dAparun, Bypher, Apmencku, 2008). Kpy3unr ce peanmsyje Ha WHTepHAIHOHATHOM [laH-
eBporickoM Kopumopy 7 Ha nmeny JlynaBa koju mponasu kpo3 Cp6ujy. ITocroje camo nse
JyKe afieKBaTHe 3a IPUCTaH OpoJoBa KOju KpcTape oBUM KopuaopoM u To y HoBom Cany u
y Beorpany. Ilpuponno m kyntypHo Haciehe oBHX rpanoBa HM3y3eTHa j€ TypHCTHYKA
aTpakiyja 3a rnoceruoune, koju kpcrape Jynasom (Aparun, MBkos, [dparun, 2006; [Iparus u
ap, 2007).

Hapenenn o6 typusma oOpaljenu cy y pamy 300r Tora mTo Cy HajaTpakTUBHUJU
n 2007. ronuHe NpUBYKIIH cy HajBehu Opoj cTpaHux TypucTa.

VY Tabenu 1. npukaszas je ykynaH Opoj mHOcTpaHux nocerwiana y Cpouju y 2007.
TOIUHHU U OpOj TypHUCTa Mo 00JIHIKMa TyprU3Ma y KojuMa cy ydectBoBanu: nocetnornu EXIT
MY3HUYKOT (ecTuBana, rpaga beorpamga m mocetnonn koju cy kpcrapmwiun Kopumopom 7 u
npuctanyu y myke beorpan n Hosu Cag.

Ta6ena 1. Ykynan 6poj nHocTpanux noceruiaua 'y Cpoujy y 2007. roanaun
1 6poj TypHCTa M0 00/IHIMMA TypH3Ma Yy KOJHMA CY Y4eCTBOBAIH

VYxynan 0poj Bpoj unoctpaiix Bpoj Bpoj
MHOCTPaHHUX MOCSTHIAILA KOjH CY PHCTATH. y HHOCTPaHUX HHOCTPAHUX TIOCETHIIaIa
noceTuiana y ayke Hosn Can un beorpan noceTuiIana My3HYKOT (ecTrBaia
. TOKOM KpcTapera JlyHaBoM Kpo3
Cpbuju Cpoujy y beorpany EXIT
696.045 404.518° 296.461 50.000

Uzeop: Penybnuuku cmamucmuyku 3a600 Cpouje, 2007, Kanemanuya , Beocpao u ,,Hoeu Cao*, 2007;
Odpuyujannu cajm EXIT-a, 2008.

Bpoj nHocTpaHHX moceTnona Koju ¢y perncrposanu y ayuu beorpax u Hosu Can y 2007. OBu mocetHonu ce He
peructpyjy y Crartuctmukom 3anoBy Cpbuje, jep He peanusyjy Hoheme, Beh Hohe Ha OpomoBHMa y CKIIOILy
apaHXMaHa KpCTapema.
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MeTopnoJi0rija HCTPAKUBAKHA

wm panma je na ce ytBpAau oxHoc u3Mmely mepuenuuje o uMmaly JecTHHAIWje,
YKYITHOT 33/I0BOJECTBA Y IECTUHALMJU U JIOjaJTHOCTH IIOCETUIIANA IeCTHHALIU]H.

HcrpaxuBame je cripoBeZieHo MoMohy aHKeTHOT YIHMTHHKA, KOJI UCITUTaHHKa KOjU Cy
nocetmiin Cpbujy Tokom 2007. rogune. MerpaxuBame je IPUMEHEHO Ha Typu3aM forahaja,
TypH3aM BEJHMKHX I'pajioBa M KPY3WUHI' TypH3a, Kao HajaTpaKTHBHUE OOJIMKE TypH3Ma 3a
ctpane moceruore y Cpouju.

3a Typuzam norahaja, ucrpaxusame je cripoeneHo y Hosom Cany, TOkoM Tpajama
my3uukor ¢ecruBana EXIT. 3a morpebe ucrpaxuBama aHKETHpaHO je yKymHO 115
HCIIUTAHUKA.

3a rpajacku Typu3aM, HCTpakuBame je crpoBeneHo v beorpany. Ankerupano je 200
MHOCTPaHUX [OCETUIIANA Y XOTENNMa, Ha cajMy TYpU3Ma, Kao M Ha Pa3InYUTUM JIOKaLijama
y ueHrpy beorpana.

3a Kpy3HHI Typu3aM, HCTPAXUBAKE je CIPOBeeHO Ha mpuctany ,,Hou Cag I1“ u y
nykama ,,beorpan” u ,,HoBu Can“. Anamusupan je y3opak on 210 MCIUTaHUKA, KOjU CY
npuctany y jiyke ,,beorpan” u ,,HoBu Can‘ (Tabena 2).

TaOesa 2. Y3opak 3a HCTPaKMBame

Toguna 2007
Iocernonu EXIT decrusana 115
ITocernonu beorpaga 200
[Tocernonu Ha Kpy3eBUMa 210
YKynHo 525

AHaJin3a pe3yJrara

Amnanusa pesynrara jarta je IperjiefoM I10jeJHHAYHUX HCTpaXHnBamba Mo o0IuIHMMa
Typusma. Jlasbe y pany, IpuKasaH je KOMIApaTUBHM Iperiyiel NOOMjeHHX pe3yiTara Ha
OCHOBY KOjHX Cy U3BEJICHH 3aKJbYULH O [IPOY4aBaHO] MPpoOIeMaTHIIH.

Mysuuku gpecmusan EXIT kao npumep mypusma oozahaja y Cpouju

Opx ykynHo 115 ucnuraHuka U3 WHOCTPAHUX 3eMalba, BHIIE O] MOJOBUHE je JOIILIO
n3 Bemuke bpuranuje (57), OOK Cy OCTajdM HWCIUTAHULIM YIJIABHOM W3 OWBIINX
jyrocioBeHckux penyonuka (31). Mamu 0poj mocerwmnara gonuio je u3 Illkorcke (12),
Aycrpanuje u Hosor 3enanna (5), CAl, ®pannycke, Vpcke u qpyrux eBpOICKUX 3eMalba
(I'paduxon 1).

Benuka Bpuranwja [N <o, 50%
Buswe jyrocnosercke 3emvse  [NNNNINGEEEEEEEEEEEEEEE c.00%
Wroreka [ 10,40%
Opyro [ =.90%

Ayctpanujau Hosw 3enang, [l 4,30%

I'padukon 1. Hanmonanna cTpykrypa nuHocrpanux nocermiana EXIT my3nukor decrusana
U3seop: Tlooayu dobujenu npumeHom memooe aHKemuparea
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l'oToBo momOBHWHA WCIUTaHWKA je 3amociieHa (45,8%), a Mano Mame O TOJOBHHE
(37,5%) cy crynentu. Ilpoceuna crapocT ucnurtanuka je 25 roguna. Behuna ucnuranuka
(62,5%) je mpBu myT noceruna Cpoujy.

Hajsehu Opoj ucnuranuka je uyo 3a (ecTHBaJI M OIUIYYHO Ce 32 JI0JIa3aK IyTeM
npernopyke mpujaresba (57,5%), IOK Cy ce OCTaqu HUCHUTAHUIM WHPOPMHCATH U
3aMHETeCOBAIM 3a mocery (ectuBany mnyrteM HWutepuera (15,8%), pamma (11,7%),
teneBusnje (4,2%) u apyrux cpencrtsa uHpopmucama (10,9%), kao mrTo cy Ha HpUMEp
HoBuHe (I'paduxon 2).

Mpenopyka npujatesa 57.50%

ADpyrv vasopu nidopmMmucarsa 19,10%

NMyTenm MatepHaTa 15,80%
Tenesusnja

NokanHa Ty PUMCTHYKE aredumja

TYRPHMCTUYKKM CA]MOBK

I'paduxon 2. U3Bopu undopmucama o EXIT mysuukom ¢pectupany
H3zeop: Tlooayu dobujenu npumeHoMm Memooe AHKemuparsa

T'otroBO cCBH HUCIHUTAaHWIH, CY YCHOCTaBUJIM KOHTAKT Ca HEKUM O] }:lOMahI/IX
nocetninana ¢ecruBaia. Ox ykymHor Opoja mcnuranuka, 57,5% je ymo3Hajao HEKOJIHMKO
nmomahmx moceTtuora gecrusaina, Aok je 30,0% yrnosHano MHOro BuX. MHTEepaknuja m3melhy
HMHOCTpaHuX M JoMahux roceTwiana je pesyirHpala yriiaBHOM MO3UTUBHUM MHUIIJbEEHUMA
" cTaBoBuMa ucnuranuka o Cpbuju. MHocTpanu mocernonu cy pomahe ommcany HajBHUIIE
Kao ,,y4TuBe“, ,,0TBOPEHHX CXBaTama W ,rocrospyomse”. Camo 10,8% wmcrnuranuka je
cMarpaiio Ja ¢y qomahu nocetnonw Oy HenpucTojHU i nHandepentau (I'padukon 3).

HcrpaxxuBame je mokasao aa je Kpo3 ApyKelhe HHOCTPaHuX M JoMahnX IoceTHiana
¢dectuBana, 80% crpaHMX moceTwiana Jo3Hauo HemTo Bume o CpOuju, Kynrypu H
obuuajuma, a 20% MHOCTPaHUX MOCETUIIANA C€ U3jaCHUIIO J1a HUCY OWIM 3aMHTEePECOBAaHU 32
OBY BpcTy nH(popmanuja.

Yytmeu 53,30%
locTorby6usm
OTBOpeHUX cxBaTara

MHandepeHTHN

HenpucTojHn

I'padukon 3. Pe3yaraT HHTEepaKUuje HHOCTPAHUX U JIOKAJIHOI OCETHIALA
EXIT my3nuxor ¢gecrupaja
Hseop: [lodayu dobujenu npumenom memooe ankemuparoa’
Ha nurame mTa UM ce HajBUIIE CBUAETIO y Be3H ca decTrBaioM, BehiiHa nCIMTaHIKA

je oAroBOpWia a UM Ce€ CBHENIA opraHusanuja decruBaia, ,,onylreHa” atmochepa U
9
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MIPHITHKA Ja CTEKHY HOBA IMO3HAHCTBA, IIITO j€ OJ1 BEJIMKOT 3HAYaja 3a CTBapame MO3UTHBHUX
craBoBa 0 KyJaTypu muaaux u3 Cpouje (I'padukon 4).

OnyLTeHa atMocdepa

0,
ecTvBana 70,00%

Mpunuka aa ce ynosHajy
HOBM Jbyan

OpraHusauuja dectvBana 40,00%

[FocTonpumcTBO 23,00%

I'padpuxon 4. lllTa ce ”HOCTPAHUM NOCETHOLMMA HAjBHIIIE CBH/IEJIO Y Be3H ca
my3nukum dectusasom EXITS,

IIto ce Thye MHGOPMHUCAHOCTH MHOCTPAHUX IMOCETWIAaa O JPYTMM IpajoBHMa H
TypucTHYKUM arpakuujama CpOuje, Tpeba HarnmacuTtu jaa je jenuHo beorpax O6uo mosHar
Behuun ucnuranuka (70%), MOK je BeoMa Maju MPOICHAT HCIHMTAHMKA 4Yyo 3a APYyre
rpajose, mwianuHe u 6amwe Cpouje (camo 30%). [0TOBO CBUM HCIUTAHUIIMMA acOIUjallyja
3a CpOujy cy Omim paToBM BOEHM Ha NPOCTOpMMA OMBIIMX jYTOCIOBEHCKHX perryOimnka,
LITO je TeHEepaTHO YTUIAIO Ha CTBapame HeraruBHOr nMuna Cpouje y cBery.

VYnpkoc unmeHuI 1a 6u 78,3% ucnuraHWKa MOHOBO MOCETHIIO MY3HUKH (hecTHBAI
EXIT napemne roamne, 21,70% wmma HaMepy Aa TOCETH W HEKY APYrY TYPHCTHUKY
necruHarmjy Cp6uje. OBa UnmbeHAIIA YKa3yje 1a HMHTEpakndja ca gomahum mocetnommMa
MMO3UTHBHO YTHYE HA MpOMEHy mepremniyje o umulty Cpouje. [losutuBan ogHoc momahux
HoceTHIala MpeMa MHOCTPAaHHM, Kpo3 Jpyxkeme U HHYOPMHUCAme O ApPYyTHM
JleCTHHAIMjama, Takolje Moxke J1a oxpabpu crpaHiie 1a noHoBo mnocere CpOujy M ucTpake
HeKe HOBE JIECTUHALH]E.

Beoepao kao najampaxmusnuja oecmunayuja epadckoe mypusma y Cpouju

On ykynHO 200 HCIIUTaHUKA, KOJU Cy yYECTBOBAIN Y HCTpaKuBamy, 28% mo1uio je
n3 Cjenumennx Amepuukux apxana, 21% u3 Hemauke, a u3 Benuke bpuranuje 10,5%.
Ocranu ucnuranuim cy nouutd u3 Typcke, Uranuje, Xonanauje, @panirycke, Aycrpanuje
u u3 apyrux emasba (I'padukon 5).

Benuka Bpuranumja _ 10,50%
Hemaua [N -1 00%
a———
ocranesemnc  [IIIIEEG <0,50%

I'paduxon 5. Hannonanana cTpykTypa noceruaua y beorpany
Uszeop: lodayu dobujenu npumenom memooe ankemuparoa

IIpocedna crapoct ucnuranuka je 45 roguHa. Behnna cTpaHux Typucra KOju Cy
nocetnin beorpaa npe nomacka Hucy 3Hanu MHOro o Cpbuju n camom rpaxy. Hamme, 50%
HCIHUTAaHUKA je OATOBOPWIIO J1a CYy FHHXOBA MPETXOAHOT 3Hama 0 CpbOuju u beorpamy Omma

5 .
U3zeop: Ilooayu dobujenu npumenom memoode ankemuparsa VICMATaHUIM Cy MMaTK M300pa Aa 3a0KpyrKe BUILE
nonyheHux oarosopa
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HemoBoJbHA. HemrTto Mamu mnpouenar wucnuranuka (33%) je wu3jaBHO Ja cy HUMaiH
HO3UTHBHU CTaB M Jla Cy 4yJIM HEeKe MO3UTHBHE cTBapu o beorpamy u Cpbouju, nok je 11%
OJI'OBOPWJIO JIa je HHXOB CTaB Ipe josacka Ouo HeratuBaH. OBaj mojarak ykasyje Ha
YUILEHUIYYy J1a He TOCTOjH J0BOJbHO HH(popMaimja o CpOHju Ha HHTEPHAHOHAIHOM
TYPUCTHYKOM TPXKHUILUTY, IITO Y3pOKyje CTBapame HeraTuBHor umupa CpOuje kao
TYPHCTHYKE [IECTHHAIMje Y CBECTH IOTEHLUjaHUX mnocerwnana. lllta Buime, oicycTBo
uHpOpMaILKja O JECTHHAIUjH Y3pOKyje ocehame HEeCHUTYpHOCTH, OJHOCHO CTpaxa o
HEMO3HATOT Y ACCTUHALM]H, LITO je Kao MPETXOAHO MOMEHYTO Yy pajy, jelaH Ol IIaBHHX
elieMeHaTa KOju OM MOrao yTHLATH Ha JKeJby MOTEHIHMjaIHUX MMOCeTUNIala Ja I0ceTe
JICCTHHAIIH]Y.

Hajsehu nponenar ncnurannka (33%) momao je Ha Mpenopyky npujaresba. Mamn
nporeHar ucnuraduka uHpopmucao ce o Cpbuju u beorpany myrem Muteprera (31%),
JOKaNHUX TypucTHukux areHuuja (20%), texesusuje (5%) u cajmoBa typusma (3,5%), nok
je 7% wucnuranunka npuMmio uHbopManuje o beorpamy mpeko HEKHX ApPYrMX H3BOpa
uHpopmucama, Kao mTo cy Ha npumep HoBuHe (I'padukoH 6).

Neenepyranpujaresa G =22,00%
Murepner I 1, 00%
Nokanua rypuctraka areaunia [N :O.00%
Opyruussopn andpoprmucarcs I 7.00%
Tencevwzuja [ =.50%

Typuctrakmcajmoos [ 3.50%

I'paduxon 6. U3Bopu undpopmanuja HHOCTpaHUX nocerniana o beorpany
H3zeop: Tlodayu dobujenu npumeHom memoode anKemuparea

Hako cy pe3yiTaTd HCTpaXUBamba IMMOKA3aM Ja WHOCTPAHH IOCETHOLHM HHUCY
UMy pesieBaHTHe HHpopManuje o beorpaay mpe mocere, U3y3eTHO je 3HAYajHA YHELCHULIA
Ila je HajBehu mpoleHaT UCTIMTAaHWKA JIOIIA0 Ha MPEnopyKy mpujaTespa. Hamme, mpenopyka
rmoceTminanamna koju Beh mMajy HWCKycTBa y HEKO] NECTHHAIMjH, MOXE CE€ Y3eTH Kao
HajIoy3aHuju W3BOp MH(OpMHCAba 33 MOTEHIMjaHe TYPUCTE, T€ MPEHOLICHE MOPYKe O
ycTa 10 ycra Moke npuByhHu Mpexy mpHjaTesba M poAOHMHE M Ha Taj HAuMH IIPOU3BECTH
»loHoBJbeHe  ocere (hypuuhy, 2007).

MotuBanuje cTpaHux Typucta 3a nocery beorpany cy Oune pasnuuute. Hejsehn
0poj ucruranuka (60%) nocetno je beorpan y musby oamopa. JIpyrd TOMUHAHTHA MOTHUB
KOJ HCIHTaHWKa Omia je moceTa HUCTOpujckuM 3HameHutoctMa (13.5%), a 11%
UCIIUTaHUKa MoceTiio je beorpan u3 mocnoBHuX pasnora. [IpoleHaT HCIUTaHHKA KOjH je
jomao y beorpax na moceru mpujaresbe wid poabuHy Omo je 7,5%, a MCTH mpoueHar
WCIUTAHUKA JIOIIA0 je W3 HEKUX JPYTUX pasiiora, 0 kojuMa ce Hucy usjacaumu (I'pad. 7).

Oamop I 60%
Ky NTYPHE 3HAMEHWUTOCTI I 14
MNocnoeuwm paznor [ 11%
Apyro [ 7,50%

Nocerta npujatena wnun poatuqe [ 7.50%

I'padukon 7. MoTnBanmja noceTuiana 3a goja3ak y beorpajg
U3zeop: Tlodayu dobujernu npumeHom memoode anKemuparea



46

Ha nuTame 1ta UM ce HajBHIIIE CBHIIENIO TOKOM OopaBka y beorpajay, ncnuranunu
cy nanu cienehe oAroBope: rocTosbyOMBOCT JIOKaIHOT craHoBHUIITBA (40,5%), ncropujcku
cnomenunu (29,5%), msnacuu (12,5%), HaumoHanuu cneuujanuret (6,5%) ¥ npupoiHe
nemnore (6%) (I'padukoH 8).

locTomyBuBocT 40%

29,50%

HMeTopMicKEe 3HAMEHMTOCTH

HMznacum 12,50%

HaumoHanHK cneumjanureTi 6,50%

MNpupoaHe speaHocT 6%

I'padukon 8. IlITa ce nHOCTPAaHUM NOCETHOLMMA HajBULIe cBUIen0 Y Beorpany
H3zeop: Tlodayu 0obujenu npumernom memooe aHKemuparea

Henocratak Memwaununa, HemoryhHocT ruiahama y CTpaHMM — BanyTama
(IpBEHCTBEHO JONapuMa) U Mald Opoj MecTa rie ¢e MOTY KYIHTH CyBEHHPH, UCITUTAHULIN
CY HCTaKJIM Kao IJIaBHE HEJOCTaTKe TYpUCTHYKe IoHy e y beorpany.

Ha ocHOBY yKymHOT 3a10BOJECTBA AECTHHANN]jOM, 77% UCIIUTAaHUKA OJrOBOPUIIO j&
ma 6m moHoBo mocetmwnmu beorpanm, 20,5% wucnuranmka onroBopmio je na Ou paamje
HOCETHJIM Heke apyre nectuHanuje y Cpouju, ok ce camo 1,5% ncnuraHuka U3jacCHUIO 1a
He Ou nmonaswnu y CpOujy monoBo. OBaj oaroBop je A00WjeH MPBEHCTBEHO O] CTapuje
nonyianuje (u3Han 60 romuHa), KOjU cMarpa Ja IOCTOjH MHOTO JIPYyrHMX MecTa Koje Ou
JKEJISIIH J1a TIOCETHUTE.

Kpcmaperve Jlynasom mehynapoonum Kopuoopom 7

HctpaxkuBameM IoceTHiana Koju cy Kpcrapwiu J[yHaBOM M IpUCTan y JIyKe
Hoeru Canx u Beorpan, Tokom 2007. roguHe, JOIIO ce IO IMOJaTaKa Aa je Ha y30pKy ox 210
ucnutanuka omino 37 padnmuuntux HanupoHanHoctd (dparun, 2008). [IpBux meT 3eMasba, U3
Kojux je momao HajBehu Opoj mcnmTannka, mpukasane cy ['padpuxonom 10.

Hemauka 30,10%
AMEPUHKE APHABE
Opyre 3emmse
Benuka bpuranwja

PpaHuycka

Weajuapcka

I'papukonom 10. HaunonaiHa cTpyKTypa TypucTa Ha KpeTapemy Jlynasom kpo3 Cpoujy
U3zeop: Tlodayu dobujenu npumeHom memoode anKemuparea

Typuctu u3 apyrux zemaspa, ynHe 20% UCIHMTaHMKA Pa3IMYUTE HAIMOHAIHOCTH,
OJTHOCHO Jp>KaBjbaHe 32 3emibe: XomnaHawja, Aycrpuja, [ancka, IlIBexcka, benruja,
Kanana, Aycrpanuja, Utanuja, Uspaen, JlykcemOypr, Typcka, Hopsemxka, HoBu 3enann,
Pymynuja, Cp6uja, CnoBauka, [lopryrammja, Byrapcka, Mabhapcka, Jyxna Adpuka,
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[Mmanmja, Hpcka, Kocrapuka, Mekcuko, Yxpajuna, Yemka, Xpsarcka, CroBeHwmja,
[osbcka, JInxreniraju, ExkBarop u En CanBamop.

UctpaxuBame, o ykymHo 210 ucnmtanuka Ha kpctapesmy dyHaBoM kpo3 Cpoujy,
MOKasayo je Jia je MmpoceyHa cTapocT Typucra 68,9 roauHa, WITO HpelncTaBiba 23 roanHe
BHUIIIC OJ] CBETCKOT cTapoCcHOT mpoceka 3a 2006. romuny (dparun u apyru, 2008; Dowling,
2006). Mely anketupanum ucrutanuiuma, 90,5% je npsu myt y CpOuju, ITO 3HAYH 1A je
OBO KpCTapeme HHXOBO JEIMHO HMCKYCTBO BE3aHO 3a JIECTHHAIM]y, Ha OCHOBY Kojer he
kpeuparu umuyl o Cpouju.

Ha mnurtame mra WX je HajBUIIE IPUBYKIO Ja IIpeIy3My OBO KpCTapeme,
WCIIUTAHULN CY OJTrOBOPHIIM J1a je TO LEJIOKYITHU apaHXKMaH KpCTapema, JKejba Jla MoceTe
I7IaBHE TpajioBe 3eMalba Kpo3 Koje mpotudye JlyHaB M HHXOBO NPUPOIHO M KYJITYPHO
Hacnehe (I'paduxonom 11).

MOTHBMCAHMW LENOKY MTHWA 303 HHMIHOM 25,060%

Apyro

MApupogHMm nenoTama

MoTuBKCcaHu 4a NoceTe rpagoee, KPos
Hoje npoThye dyHae

HynmypHum Hacnehem

I'padpuxonom 11. MoTuBanuja Typucrta Ha Kperapemwy Jlynasom kpo3 Cpoujy
H3zeop: Tlooayu dobujenu npumeHoMm Memooe AHKemuparea

Ha nurame ma au Ou moHoBo mocetwsid CpOujy, IITO yKasyje Ha JIOjaIHOCT
JecThHAIMju, HajBehn Opoj ucnuranwka (85,7%) je mao MO3UTHBAH OArOBOp, HaBojichn
cienehe pasmore: Oosbe yro3HaBame CpOuje, oOMIIa3ak IPaBOCIABHUX MaHacTHpa,
PYypalHHUX MOAPYYja, UTA.

[Ito ce THYe YKYHNHOr 3aJOBOJbCTA NECTHHALMOM W IEPUCIHIHje O HMHUILY
JeCTHHAIMje Ha OCHOBY HCKyCTBa, 64,30%, HCIUTaHMKAa ce€ H3jaCHWIO 1a Cy CTEKIH
Mo3WUTHBaH yTHcak o CpOuju Kao TYpHCTHUKOj AecTuHanuju. Mehytum, 35% ncnuranuka je
M3jaBUJIO Ja jOII YBEK MMa HETaTHBHY acollHjanujy Be3aHy 3a CpOujy 300r paToBa Bol)eHHX
Ha OBUM IPOCTOpUMA y OIKCKO] mpouuioctd. Tpeba Harmacutu aa je 23,1% ucnuraHuka
M3jaBUJIO 1A je KPCTapeme yTUIAJIO0 Ha MPOMEHY HBHXOBOT MHIUbewa 0 Cpouju. Ymecro
NPETXOJHOr HeraTuBHOr craBa mnpemMa CpOHjH, WCIUTAHULU CY CTEKJIM IO3UTHBHO
MUIILJBEEHE, TIOCCOHO BE3aHO 3a SKOHOMCKH Pa3Boj, jep Cy Ipe MyToBama CMaTpalid Ja je
Cp0Ouje MHOTO cupoMalllHKja 3eMJba. BaxkHO je HarnmacuTH aa Ou CBH TYPUCTH IPEIOPYUHIH
OBaj apamXKMaH KpCTapema CBOJUM IIpHjaTesbuMa, INTO j€ 3HAYajHO MPHUBIIAYAHE
MOTEeHIM]aJITHAX TYPUCTa U Kpenupame nosutusHor nmupa Cpouje (Aparun, 2008).

Juckycuja

VmMun TypucTHUKe NECTHHAIM]E je jelaH Of acleKaTa YKYITHOT MMHIIa HEeKe 3eMJBE.
Yak ¥ aKo ce Ha MPBHU IOTJIE] YMHH Ja He MOCTOjU Be3e U3Mely oBa I(Ba UMHUIIA, OHU CY
MehycoOHO ycko moBe3aHu. To 3HauM Ja HOTEHUWjaJHH TYPHCTH Hehe IOCETHTH HEeKy
3eMJbY aKO MM ce M3 OWJIO KOT pasjora Ta 3emsba He pomnana. C apyre cTpaHe, TYPUCTHYKO
OTKpHMBam€ HEKe HOBE JECTHHALMje MOXKE [OBECTH JI0 Ca3Haka O HEKUM JPyrHM
aTpuOyTHMa 3eMJbE, Kao IITO CY €KOHOMH]a, MOJUTHKA, KyaTypa u ciuano (WTO, 1979).
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ro ce tnye wmmmya CpOuje Kao TYPUCTUUKE AECTHHALM]E, HCIUTAHULN Yy
HOMEHYTHM OOJMIMMa TypH3Ma KOju Cy OWIHM IpeaMeT MCTPaXKMBamba paja, YITIaBHOM CY
MMajM HeraTHBHE acolujauuje Besane 3a CpOwujy, 300r paroBa KOju Cy BOhEeHH Ha OBUM
mpocrtopuMa, 0e3 003upa Ha BEIMKE CTapocHe pasiuke mocerwnara. Mako ce BehuHa
HUCIIMTaHHUKa I/I3jaCHI/IJ'la Jla Cy HaKOH HUCKYCTBa y [leCTl/IHa]_II/IjI/I CTCKJIM MO3UTUBAH YTUCAK O
CpOuju u nasme je mpobjeM Kako yTulaTH Ha mnpoMmeHy umupa Cpbuje y cBecTH
NOTEHLM]aJIHUX TYPHCTa, jep ce MpobjeMaTHKa HETaTHBHOI MMHIA OIJiefa Y KapakTepy
merose TpajHocTH. [Ipema Kotnepy (2006) TpajHocT nmuya ce objammbaBa YHHSHALIOM Ja
KaJ Jby¥ jetHOM (OpMHUpajy oJpeleHrn UMUII 0 HEKOM 00jeKTy, cBako cienehe onaxame je
cenekTHBHO. Tako ia maHac, ynpKoc YHHCHHUIM Jia je Mponuio ckopo 20 roguHa o paTHUX
JelIaBamka, BEIUKH OpOj TYPHCTHYKHX MOTPOIIAYa HA €BPOIICKOM TPXKHIITY UMa HEraTHBaH
ctaB npema CpOWju Ka0 TYPUCTHYKO] TECTHHAIIH]H.

HcTpaxkuBame HHOCTpaHHUX noceTmiana my3ndkor gectuBana EXIT, rpaga beorpana
U MOCeTHIalna Koju cy kperapunu JlyHaBoM, 1okasajo je Ja je Hajsehu Opoj Typucra jnorao
n3 Hemauxe, CAJ/l-a m Bemuke bpuranmje. Jlakme, oBo O6m Tpebama nma Oymay LuIpHA
TpXKHIITA Ha KojuMa he ce MHTe3MBUPATH TPOMOTHUBHE AKTHBHOCTH BE3aHE 32 TYPHUCTHUKY
nonyny Cpbuje, npuiaroleHe 3axTeBUMa TypUCTa U3 OBHX 3eMalba.

IlIto ce Tuye crapocHEe CTPYKType, MOXKE CE€ YOUUTH Ja je Typusam noralaja
HajUHTEPECAHTHUjU 3a Miaje Jbyau (mpocek romauna 25). I'pancku typuzam y beorpany
HajrioceheHnju je oX CTpaHe TypHCTa CpelmbHX ToauHa (mpocek roauwHa 45), a Ha
KpcrapemuMa ydecTByjy Typuctu tpehe crapocHe no6u (mpocek 68,9 romuna).
HcrpaxuBame je Mmokasajno Ja Cy CTapOCHE paslIMKe MCIUTAaHHWKA yTHLAJE Ha OYCKUBAHO
3370BOJBCTBO Y IECTHHALMH M TO CE NPEBACXOAHO OAPa3wiio Ha MEepLENLHjy OmHOCca
KBAJIUTETA M [ICHE TYPUCTUUKKX YCIIyTra, Te [ieHe XpaHe u nmuha. Haj3axTeBHUjH TypHCTHYKA
HOTpOIIAYH Cy cpelmbeno0Hn noceTnon beorpana, a HajMame 3aXTEBHH y MOTJIELy LieHe U
kBanurera cy miaau nocetnonu EXIT my3nuxor dectuBana.

HcrpaxuBame je mokasalgo Aa ce BeliMHa CTpaHHMX IOceTWIana HHpopMmucaia o
CpOuju nipe go1acka, myTeM MpernopykKe nprjaresba, MO3HAHUKA WK POAOUHE, IPBEHCTBCHO
yuechuim ¢ecruBania EXIT wu mnocernoum beorpaga. Ocraim HaBeieHH H3BOPH
uHpopmucama Own cy MuatepHer (yriiaBHOM KopumheH oJ cTpane Miahux ¥ HoceTuiiana
CpeAUX TOJMHA), JIOKAIHE TYpUCTHUYKe areHuuje (OutaH u3Bop MH(POPMHUCAA 3a CTapujy
MOMYJIAIN]yY), @ Makbe 3aCTYIUbEHH N3BOPH HH(POPMHUCama Cy CajMOBU TypU3Ma, TeJICBHU3H]a,
pamno u HoBuHe. HMako, CpOuja HHje mNpemo3HAT/HHBA IECTUHALMja HAa CBETCKOM
TypPUCTHYKOM TPXKUIITY, YHECHUIA Na je HajBehm Opoj TypucTa IOmIao Mo MPEeTmopyIH,
JIoKa3yje Ja je ycMeHa IpolaraHaa HajOooJbM MapKeTHHINKH ajaT y MoOoJblIamy WUMHIA
CpOuje kao TypucTHuKe JecTuHaluje. UumbeHHa 1a je BeoMa Malli MPOLEHAT UCITUTAHUKA
unpopmanuje o CpOuju 10OMO Yy JIOKATHUM TYPUCTHYKHM areHijaMma, CajMOBHMa TypH3Ma
U IyTeM MeIuja, 3axTeBa MoOOoJbIIame MpEe3eHTAlNje TYPUCTHYKUX HpOHM3BOJga W 0O0JbY
capa/iiby ca HHOCTPaHHM areHifjaMa 1 TypUCTUYKUM OpraHu3alujama.

Buie oj mosioBuHE CBUX aHKETUPAHUX MCIMTAHUKA je MpBH MyT rnoceTiiio Cpoujy u
Ha OCHOBY IPBOI' YTHCKA M3Pa3WiIO JKeJbY Jja TIOHOBO Jiol)e ¥ IOCETH UCTY WIIM HEKY JPYyry
necruHanmjy. JlojamHocT mocetmnama  QectuBama  EXIT, 3aBucm  yrmaBHOM  off
MPUBJIAYHOCTH U TIOITYJIAPHOCTH MY3WYKOT Iporpama 1 n3Bohaua. IlIto ce Tnye nocermana
Beorpana, 77% wucnuranuka je m3jaBmwio ga Oum moHoBo mocerwian Cpbujy, a ma Ou ce
mosehania J10jaTHOCT OBe Tpyle MOceTHIIaa, HEOMXOAHO je MOHYIWUTH OOTaTHjU CaapikKaj
TYPUCTUYKUX aKTHBHOCTH, Pa3HOBPCHHjE CMEIUTAjHE KalaluTeTe, Ka0 U IaKeT apaHKMaHe
Be3aHe 3a kpahe mocete (city-break), mo y3opy Ha TypHUCTHUYKH pa3BHjeHE Tpanose Epporre.
3a typucte koju cy CpOujy MoceTHiIM y OKBUPY apaHkMaHa Kpcrapema JlyHaBoM, MOXe a
ce Kaxke Ja Cy HajMame JIojaHH moTpomadd. CamMo IMOJOBHHA MCIUTAHHMKA, KOjH CY
nocermnn Cpb6ujy 2007. roaumHe, u3jaBwio je Aa OM THOHOBO JONUIMA. Pasnor Hucke
JIOjJTHOCTH OBE IpyIie MOTPOoIlaya je lbMX0BO KpaTKo 3aapkaBame y CpOuju, jep npucraHak
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y IIlyKke YyKJbydyje caMO MIHEBHH OOWIa3ak Tpaja, Ia HWHTepaKidja ca JIOKATHUM
CTaHOBHUILITBOM T'OTOBO Jia He MmocToju. Kparak GopaBak HuUje J0BOJbAaH Ja 3aHHTEpeEcyje
HIOCETHOLE Ja II0CeTe M HeKe pyre AeCTHHALNM]e, a BUCOKA IPOCEYHa CTapOCT OBUX TypPHCTa
(mpexo 70 roauHa) Takohe yTude Ha TO na ce He Bpahajy y HCTY AECTHHALHU]Y, jep UMajy
xkesby na obuhy mro Bume HOBuUX Mecra. Ayropu Howard um Allen (2008) cy
UCTPaXMBakEM TaKohe OILIM 0 3aKJbyyKa 1ITa OW MOCETHOLIE ¥ MOTEHIU]jaJIHE TIOCETHOLIE
0xpalbpuJiio Ja mocere, OJHOCHO MOHOBO IoceTe JecThHaiujy. OHu cMarpajy na Ou Buie
nndopmannja o Cpbuju u OOJBM MapKETHHI [eCTHHAaIMje OXpabpuo IOTCHLMjaHe
nocetrone ja je nocere. [lopen tora, monuty cy W 10 3aKJby4Ka Jja Cy PelIaTHBHO HUCKE
1ieHe poba M yciyra y JecTHHAIMjU NpHUBJIayHe 3a TYPHCTE U Jja OM Ha OCHOBY TOTa MMHII
CpOuje ka0 TypuUCTHUYKE IECTHHAIIM]e MOTrao Ja ce (GaBOpH3Yje Y CBECTH MOTEHIIHjaTHUX
notpomaya. OCHM TOra, MCHHTaHHLIM CYy y OBOM HCTPaXHBamby apryMEHTOBAJIM JAa Ou
OTBapame HOBUX aBUOHCKHUX JIMHH]a U HUCKOOyleTHHX (low-cost) aBHO JIeTOBa, JIOTPHUHEIO
BUX0BO] Hamepu J1a nocete Cpoujy.

IMowTo je Typu3aM CBPCTaH y NPHOPUTETHE AENATHOCTU y NPHBPEAHOM pa3BOjy
CpOuje, mpoydaBame HajaTPaKTUBHHUjUX OOJIMKA TypH3Ma 3a CTpPaHE TYPUCTE U HbHUXOB
noxuBiba) CpOuWje Kao TypUCTHUKE JIeCTHHAIMje, 3HayajaH je 3a IO3UIMOHUpame Ha
CBETCKOM TYPUCTUYKOM TPKUILTY. AI[CKBaTHO MO3UIIUOHUPpALEC TTO3UTUBHO YTHYC Ha
KOHKYPEHTCKY CITOCOOHOCT CpIICKE NMPUBpPEAE M PaBHOMEPHMjU perHoHaiIHU pa3Boj. Crora,
Typu3aM Tpeba na Oyne ycMepeH Ha mnoBehame oOMMa TYpHCTHYKOT IPOMETa M TO KpO3
Behy MOHYIy KBaJIMTaTMBHUX M KBAaHTHTAaTUBHHUX BapHjabiau — OOJbM Pa3Boj pasMuUTHX
BUJIOBA TYpU3Ma ITyTeM CEJICKTUBHE adUpMalije IPUPOIHHUX, aHTPOIIOTCHUX U KyJITYpPHUX
caapxaja (Jopmumh, 2008; Illternh n [ummaesuh, 2008; Crojanosuh m CrameHKOBUh,
2008; 1skos-Ilurypcku, KoBauesuh, 3akuh, 2008; MBkoB u apyru, 2007; Iparux u apyru,
2007).

3akbydak

Ha ocHOBy crnipoBejieHOT HCTpaKMBama W Blanajyhnx CTaBoBa y JIMTEApTYpH, MOXKE
ce 3akpyunt ga CpOuja joumr yBeK HeEMa jak MMHUI Kao TYPHCTHYKAa NSCTHHAIMja Ha
CBETCKOM TYPHCTHYKOM TpxuiuTy. Hemocratak wnHdopmammja u mnpomonuje CpOuje
pe3yNTHpPAo je HejacCHUM W HeJc(PHHHUCAHMM HMHIIOM, ITO MOxe OuTm y3pok ocehaja
HECHTYPHOCTH TIOTEHIMjaTHIX IMOCETHIAIla TpeMa NECTHHAIMjH W Major Opoja CTpaHHX
HoCeTHIIaIA.

Jemna ox MoryhHOCTH NOOOJBIIaa CIIMKA Y CBECTH MOTECHIMjATHAX MMOCETUIIANA, HE
camo o CpOuju Beh n OKOJTHMM 3eMJbaMa, je OHY/a apaHKMaHa Koju 00yxBaTajy o0uiIa3ak
3eMasba y OKpykemy. OBO ylo3HaBame ca 3eMibaMa OuBIIE JyrociaBuje nMaio O BETUKH
YTUIAj Ha TIOAU3akEe CBECTH MOTEHIMjaTHAX [OCETHIIAla O BbUXOBOj KyITYPH U TPAAULIHjH.
[Topen tora, oBo O JONpUHENO CTBapamwy ocehaja CHIypHOCTH U (DaMHIMjapHOCTH
mocetmwiana ca CpOujoM W 3eM/baMa y PErHOHY, jep j€ jacHO pa3yMeBame HMHUUA
JISCTAHAIIM]€ KOjYy MOTCHIHjaJIHU MOCETHOI MUMAjy Y CBOjOj CBECTH, KJbYYHO 32 Pa3BHjambe
yCIleIIHE MapKeTHHI crpareruje. To moxapasymeBa M Ta4HO JedUHHCAHE TYPUCTHYKE
NPOM3BOJIE HAMEHEHE NOjeIMHUM CErMEHTHMa TPIKHIIHE TPAaXibe, pUIaroheHe mUXOBUM
3aXTeBUMa M TYPUCTHYKHM MOTpeGama.

Haxme, CpOuja kao TypuUCTHYKa JECTHHAIHja MOpa OOpaTHTH MaKBy HAa UMHUI KOjU
KeIW lla CTBOpH Ha MelhyHapomHoM TpxuiuTy. OCHM TOra, HEONXOJHO j& MPYXHTH
MaKCHUMAJIHO 33aZ0BOJBCTBO TMOCETHJIALA Yy JeCTHHAUWjH KpO3 IOHYLY KBaJIUTETHUX
TYPUCTHYKHUX YCIIyTa M MPOU3BOJIA, jep MCKYCTBO y JAeCTHHANWju yTrde Ha Oymyhe Hamepe
HOCeTHJIala 1 je IIOHOBO II0CETEe WM NPenopyye MOTEHLHjaTHIM IT0CETHOLMMA.
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THE PERCEPTION OF FOREIGN TOURISTS
ON THE IMAGE OF SERBIA?

Abstract: During the 90’s, Serbia went through a difficult political and economic changes, which caused a radical
decrease in the number of tourists, especially foreigners, as well as a negative perception of Serbia on the global
tourist market. After 2000, with political and economic stabilization, Serbia enhanced opportunities for targeting
tourists from European tourism market. Despite of its efforts, Serbia has been unable to consistently achieve its
goals, which is reflected in the low income from tourism and a small share on the international tourism market. One
of the consequences of this scenario might be attributed to Serbia's unfavorable image in the mind of world
travelers.

This study was conducted with the purpose of analyzing the relationship between destination image of
Serbia, overall satisfaction of foreign visitors and their destination loyalty.

The survey examines the image held by tourists who visited Serbia during 2007. The data is analyzed
qualitatively. The research is applied to event, urban and cruising tourism, as the most attractive forms of tourist
movements for foreign visitors.

Key words: Destination image, Event tourism, Urban tourism, Cruising tourism, Demography, Serbia.
Introduction

A difficult political and economic change that Serbia went through during the 90’s,
caused a significant decrease in the number of tourists, and influenced a negative perception
of Serbia on the global tourist market. After 2000, as the situation improved, Serbia
enhanced its opportunities for targeting tourists from European tourism market. However,
Serbia still has a small number of tourists and low income of inbound tourism, as a possible
unfavorable image created in the mind of potential foreign visitors.

It has been widely acknowledged that destination image affects tourists subjective

perception, consequent behavior and destination choice (Baloglu, McCleary, 1999; Castro,
Armario, Ruiz, 2007; Chon, 1990; Echtner, Ritchie, 1991; Milman, Pizam, 1995; Woodside,
Lysonski, 1989). Image will influence tourists in the process of choosing a destination, the
subsequent evaluation of a trip, and in their future intentions (Crompton, Ankomah, 1993;
Gartner, 1989; Goodall, 1988).
In addition, destination image exercises a positive influence on the perceived quality and
satisfaction. More favorable image will lead to a higher tourist satisfaction. In turn, the
evaluation of the destination experience will influence the image and modify it (Chon, 1991;
Echtner, Ritchie, 1991; Fakeye, Crompton, 1991; Ross, 1993), wich is of an outmost
importance for Serbias touristic development.

Additionally, tourists satisfaction with the travel experience contributes to
destination loyalty (Alexandris, Kouthouris, Meligdis, 2006; Bramwell, 1998; Oppermann,
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2000; Pritchard, Howard, 1997). The degree of tourists loyalty to a destination is reflected in
their intentions to revisit the destination and in their willingness to recommend it
(Oppermann, 2000). Recommendations by previous visitors can be taken as the most
reliable information source for potential tourists (Shoemaker, Lewis, 1999).
Recommendations to other people (WOM) are also one of the most often sought types of
information for people interested in traveling (Curcic, 2007).

Positive images of destinations help decision makers construct “awareness” and
“evoked” sets and can thus serve as differentiating factors among competing destinations.
Consequently, it is safe to assume that the success or failure of the tourism industry at many
destinations around the world largely depends on images held by potential travelers and the
effective management of those images by the destination (Sirgy, Su, 2000; Fakeye,
Crompton, 1991).

As far as Serbia is concerned, the former warfare situation contributed to the
negative image of Serbia as a tourism destination (Howard, Allen, 2008). The research on
visitors and non-visitors Images of Central and Eastern Europe showed that negative image
is usually associated with the country of ex-Yugoslavia, especially with Serbia (Howard,
Allen, 2008). According to the authors Howard and Allen (2008) Serbia was associated and
described with the following words: ‘wars’, ’unsafe’, ’danger’, ’poverty’,’sadness’,
uncertainty’. But, it was only non-visitors who chose to use negative words and these are
mostly related to safety and to a less-than-buoyant atmosphere. On the other hand, visitors
describe Serbia with positive words which are related to matters such as the culture,
heritage, ways of life and cheapness. However, visitors and non-visitors alike believed that
safety was a serious issue that might restrict their willingness to visit Serbia in the future.
Feeling of insecurity, especially in the categories of respondents who had no experience
related to the destination, is a subjective perception of the destination, which is

strengthening the positive image, can be adjusted in favor of destination.

In order to improve perception of destination image, held by visitors and non-
visitors, it is necessary to answer the following questions:

e Demographic characteristic of visitors and motivation for taking the trip?

e What is their experience? (The experience is most important for the shaping of
destination image).

e Have they already visited Serbia before; will they visit Serbia again?

e  What did visitors like the most in Serbia and did their visit change the image they
had about the country and in what way?

Aforementioned questions and answers represent the objectives of this study. The
research is applied on the visitors of EXIT music festival, visitors of Belgrade and visitors
who took international cruises on Danube along Corridore VII through Serbia.

Event tourism is the most popular among younger visitors (Zakic, 2009). The most
established music festival is the well known EXIT, which takes place every summer in Novi
Sad. The venue of the festival is Petrovaradin fortress, which became one of the synonyms
for this event, as the ideal location, capable of hosting numerous stages with affluent
contents. Owing to a large number of foreign performers and visitors, the EXIT gained an
international character and attracted over 150,000 visitors (Official Exit Fest Site, 2007).

Urban tourism is popular among the middle aged population and mainly takes
place in Belgrade, the capital of Serbia. However, as a city with important administrative,
economic and cultural functions, Belgrade currently has a less developed urban tourism
compared to similar major cities in Europe (Tourism Strategy of the Republic of Serbia,
2005).
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Cruising tourism is very attractive to the third age visitors (Dragin, Djurdjev,
Armenski, 2008). It takes place along the International Pan-European Corridor 7. Along the
part of the Danube that flows through Serbia, only cities of Novi Sad and Belgrade have
proper docklands for the cruisers. The cities of Novi Sad and Belgrade with their cultural
and natural heritage represent an interesting attraction for cruise tourists (Dragin, Ivkov,
Dragin, 2006; Dragin et al., 2007).

The authors choose these three forms of tourist movement because these are the
most attractive for inbound tourists who visit Serbia and the majority of foreign tourists who
visited Serbia in 2007. took part in the above mentioned forms of tourist movements.

The total number of foreign visitors in Serbia and the number of visitors in
researched forms of tourism movements in the yaer of 2007 is shown in Table 1.

Table 1. Total number of foreign visitors in Serbia and the number of visitors
in researched forms of tourism movements in 2007

Total number of foreign Number of visitors who Number of foreign Number of visitors on
visitors in Serbia docked in ports in visitors in Belgrade Exit Festival
Belgrade and Novi Sad
696.045 404.518%* 296.461 50.000

Source: Official Serbian Republic Statistic Association, 2007; Captaincy “Beograd” and ,,Novi Sad‘ official
statistic data, 2007; Olfficial Exit Fest Site, 2008.

*The number of visitors who docked in ports of Belgrade and Novi Sad in 2007 is only registered in the ports. This
number is not counted in Official Serbian Republic Statistic Association, because they did not use any
accommodation facilities.

Research methodology

The aim of the study is to research the relationship between the satisfaction and
loyalty of foreign visitors in Serbia, as well as the image they hold about the destination.
The research was applied on most attractive forms of tourist to the foreign visitors: event,
city-break and cruising tourism. Data were collected using questionnaire that people fill in
on spot, during their visit to Serbia in 2007, on three separate locations.

For event tourism the research was applied in Novi Sad during EXIT music
festival. The accurate sample of 115 foreign visitors of the Festival was analyzed.

For the purposes of research of foreign tourists who stayed in Belgrade, urban
tourism, an appropriate sample of 200 respondents was made. Questionnaire was conducted
in hotels, at the Belgrade Tourism Fair, as well as at different locations in the center of
Belgrade.

For cruising tourism, the places of research were Dockland “Novi Sad II”, Port
“Novi Sad” and Port “Beograd”. The accurate sample of 210 cruisers who stopped in ports
of Novi Sad and Belgrade were analyzed. A total of 525 valid questionnaires were obtained
(Table 2):

Table 2. Research Sample

Year 2007

Visitors of Exit music festival 115
Visitors of Belgrade 200
Visitors on cruising 210
Total 525
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The Analysis of the results

The analysis of the results is given by reviewing each individual form of tourism
movements. Furthermore, the comparative overview of the results was obtained based on
conclusions made on the subject of research.

EXIT music festival as an example of event tourism in Serbia

From a total of 115 respondents from foreign countries, more than half came from
the UK (57), while the other consisted of young people, mostly from the former
Yugoslavian Republics (31). Other visitors came from Scotland (12), Australia and New
Zealand (5) as well as from the USA, France, Ireland and other European countries (Fig.1).

UK 49,50%

26,90%

Ex-Yugoslavia countries
Scotland 10,40%
Other 8,90%

Australia and New Zealand 4,30%

Fig. 1. The national structure of foreign visitors on EXIT Festival, 2007 years.
Source: The resultsof the survey

Almost half of young people were employed (45,8%) and little less than half
(37,5%) were students. The average age of visitors was 25.
Most respondents (62,5%) were for the first time in Serbia. A large percentage of
respondents, who visited EXIT Festival, came on the recommendation of their friends
(57,5%), while others informed themselves about EXIT Festival via Internet (15,8%), radio
(11,7%), Television (4,2%) and other sources of information (10,9%), such as newspapers,
magazines etc. (Fig. 2).

Recommendation of friends

57,50%

Other sources of informationa
Via Internet

Television

Locals Travel Agencies
Tourism Fairs

19,10%
15,80%
4,20%
1,70%
1,70%

Fig. 2. Source of Information used by travelers
Source: The resultsof the survey

Almost all foreign respondents made contact with domestic visitors. From total
number of respondants 57,5% met a few locals, while 30,0% met many locals. The
interaction between foreign and domestic visitors resulted in mainly positive oppinion about
each others. The foreign visitors found domestic visitors helpful, polite and open-minded.
Only 10,8% foreigners found domestic visitors rude or indifferent (Fig.3).
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Helpful

Open-minded

Indifferent

Rude

Fig.3. Results of the Interaction between Foreign and Domestic Visitors on the Exit Festival
Source: The resultsof the survey

Through the association between foreign and domestic visitors, as the survey

showed, 80% of foreign visitors have found out something about Serbian cities, culture and
customs during their stay and 20% said that they were not interested in this type of
knowledge.
The visitors of the EXIT Festival, who were interwied, liked mostly the easy going
atmosphere of the Festival. This also refers to a chance to meet and interact with new
people. According to the opinion of the respondents, the organization of the Festival was
very good, but hospitality of locals could have been much better (Fig.4).

Easy Going Atmosphere

0/
on the Festival 70,00%

Chance to Meet New
People

Organisation of the Exit
Festival

Hospitality

Fig.4. What foreign visitors liked on the Exit Festival
Source: The resultsof the survey

As for the knowledge of foreign visitors about other cities and tourist attractions in
Serbia, it should be emphasised that except for Belgrade (70% of respondents heard of it),
the procentage of visitors who heard something about other cities, mountains and spa
centers in Serbia is very low (only 30% of respondents). Almost all foreign visitors
associated Serbia with wars from the recent past. This fact negatively affects the
performance of Serbia in general. Despite the fact that 78,3% of respondents would revisit
the EXIT Festival next year and 21,70% have intention to visit some other Serbian
destinations. This proves that the interaction between foreign and domestic visitor
influenced the shaping of positive picture of Serbia. Positive attitude relations between
domestic and foreign visitors, could encourage foreign visitors to visit some other tourist
destinations in Serbia.
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Belgrade as a representative of urban tourism in Serbia
Most of the 200 tourists, who participated in the survey, came from the USA

(28%), Germany (21%) and the United Kingdom (10, 5%). The rest of them were from
Turkey, Italy, Netherlands, France, Australia and other countries (Fig.5).

Others 40,50%

28,00%

Germany 21,00%

UK 10,50%

Fig. 5. The National Structure of Foreign Visitors in Belgrade
Source: The resultsof the survey

The average age of visitors was 45. The majority of the foreign tourists who visited
Belgrade did not know much about Serbia and its capital before their arrival. Namely, their
previous knowledge about Serbia and Belgrade was insufficient, as 50% of the respondents
answered. Slightly smaller percentage (33%) stated, that they had known positive things
about Serbia and Belgrade, while 11% answered that their previous knowledge was
negative. This fact is that there is a lack of information about Serbia as a tourist destination
on the international tourism market. Moreover, this fact causes a negative image held by
potential visitors in their mind and a feeling of insecurity.

Before arriving to Serbia, foreign tourists gained information about Belgrade
mainly from friends who had already visited Serbia (WOM), via Internet, Television and
Tourism fairs. 33% of respondents came to Belgrade by recommendation of their friends.
Smaller percentage of tourists got the information about Serbia and Belgrade through the
Internet (31%). The local travel agencies informed 20% of respondents, Television 5%,
Tourism fairs 3.5%, while the rest of the 7% of respondents received the information about
Belgrade through other sources, such as newspapers (Fig. 6).

Recommendation of friends ,00%

Via Internet 31,00%

Local Travel Agencies 20,00%
Other sources of informationa
Television

Tourism Fairs

Fig. 6. Source of Information for foreign visitors who visited Belgrade
Source: The resultsof the survey

Although the results of the research showed that foreign tourists did not have any
relevant information about Belgrade before their visit, the fact that most of the tourists who
took part in the survey came by the recommendation of their friends is very important.
Namely, recommendation by previous visits can be taken as the most reliable information
sources for potential tourists and worth-of-mouth effects to friends or relatives could
produce repeatet visits Curcic (2007). This fact proves that the lack of knowledge about
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Belgrade as a tourist destination was overcome by the recommendation of tourists who
visitd Sebia and presented it potential visitors as an interesting and desireble place to go.

The motivation of foreign tourists for visiting Belgrade is various. Taking leisure
trip was a dominant reason for coming to Belgrade for 60% of tourists, the second was
visiting historical sites (13.5%) and the third taking business trips (11%). The percentage of
respondents who came to Belgrade in order to visit friends or relatives was 7.5% and the
same percentage came for some other reason (Fig. 7).

Laisuretrip 60%
Qultural Monuments

Bussiness

Other reason 7,50%

Msiting friends and relatives 7,50%

Fig. 7. Motivation for coming in Belgrade
Source: The resultsof the survey

To the question what did they like the most during their stay in Belgrade,
respondents gave the following answers: the hospitality of local population was emphasized
by 40,5% of respondents, 29,5% stated historical monuments, entertainment was the most
interesting for 12, 5%, national specialties for 6, 5% of foreign tourists, natural values for
6% (Fig. 8).

Hospitality

40%

Historical monuments

Enertainment

National specialities

Natural values

Fig.8. What foreign Visitors liked the most in Belgrade
Source: The resultsof the survey

The lack of exchange offices, the inability to pay in foreign currencies (primarily
dollars) and a small number of places where souvenirs can be bought were pointed out as
the main disadvantages of tourist offer in Belgrade.

Based on their overall destination satisfaction, 77% of respondents answered that
they would revisit Belgrade, 20.5% answered that they would go to some other place in
Serbia, while only 1.5% stated that, they would not come to Serbia again. This answer was
given primarily by the older population (above 60 years), which thought that there are many
other places that they would like to visit, and therefore they would not come to Serbia again.
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Cruising tourism on the Corridore 7

It was determined that from 210 visitors, who were registered as passengers docked
in Novi Sad and Belgrade ports in 2007 years, there were 37 different nationalities (Dragin,
2008). The first five countries, showed on figure, make approximately 80% of a total tourist
circulation (Fig. 10).

USA 26,20%

Other

The United Kindom 10%

France 9,80%

Swicerland 3,90%

Fig 10. The National structure of foreign visitors on Danube Cruising
Source: The resultsof the survey

All tourists from the remaining 32 countries (Netherlands, Austria, Denmark,
Sweden, Belgium, Canada, Australia, Italy, Israel, Luxemburg, Turkey, Norway, New
Zealand, Romania, Serbia, Slovakia, Portugal, Bulgaria, Hungary, South Africa, Spain,
Ireland, Costa Rica, Mexico, Ukraine, Bohemia, Croatia, Slovenia, Poland, Liechtenstein,
Equator, El Salvador) make a total of 20% of tourist circulation.

Research, with the total of 210 sample, showed that the average age of tourists that

traveled along Corridor VII was 68,9 years, 23 years more than the world age average for
the year of 2006 (Dragin et al, 2008; Dowling, 2006).
From 100 % of responders, 85,7% of them chose the cruise along Corridor VII with some
previous experience about this kind of tourism. However, 90,5% of them are for the first
time in Serbia, which means that this cruise would be their only personal experience for
creating an image of this country.

To the question what did they like the most in Serbia or whay did they decide for
this cruise, the majority of the respondents said that they were attracted by the whole
arrangement and by the countries in their itinerary. Others liked the natural and cultural
heritage of the main cities along Danube the most (Fig. 11):

The category other includes as a motivation for taking the trip different reasons,
such as: the Danube for its own beauty, visits to traditional farms, the Balkan landscape,
something new (new experience), new knowledge (education) and wine tasting.

To measure loyalty, the visitors were asked if they would like to visit Serbia again. The
great number (85,7%) gave a positive answer, stating the following reasons: getting to know
Serbia better, visiting Orthodox monasteries, rural areas etc.
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Attracted by the whole arrangement 25,60%

Other 18,60%

By natural values 18,60%
Attracted by the countries along Danube 18,60%

By cultural haritage

Fig. 11. Motivation for taking the trip
Source: The resultsof the survey

In order to test how their experience influenced the shaping of the destination
image the respondents were asked about their impressions about Serbia. Around 64,30%
said that they gained positive impression. However, 35% of respondents expressed negative
attitude and associated Serbia with wars from the recent past. From the total number, 23,1%
of responders stated that, before the start of the cruise along Corridor 7, they had no specific
opinion about Serbia. It is important to emphasis that 23,1% said that the cruise made them
change their opinion of Serbia. Instead of a previous negative opinion, they have a positive
attitude, especially about economic development of Serbia and according to their statements,
before they took the cruise, they thought Serbia was a much poorer country. Nevertheless,
all tourists would recommend this cruise arrangement to their friends (Dragin, 2008).

Discussion

Tourism image is only one aspect of a country's general image. Even if there seems
to be no link between them at first sight, the two are closely interrelated. Nobody is likely to
visit a country for tourism if for one reason or another she or he dislikes it. Conversely, a
tourism discovery may lead to knowledge of other aspects, of an economic, political or
cultural nature, of the country (WTO, 1979).

As for the image of Serbia as a tourist destination, the majority of respondents,
regardless their age, in all forms of tourism that were the subject of this research, generally
had negative associations related to Serbia, due to the warfare in this region. Although the
greatest percentage of respondents stated that their destination experience was positive,
there is still a problem how to affect the changes in the image of Serbia in the minds of
potential tourists. Consequently, the problem of negative image reflects the character of its
permanence. According to Kotler (2006), the problem of the durability of the image can be
explained with the fact that when people form a certain image of an object, each next
observation is selective. So today, despite the fact that almost 20 years past since the
political instability, a large number of tourists on the European market still has a negative
attitude toward Serbia as a tourist destination.

The research of foreign visitors who visited the EXIT music festival, the city of
Belgrade and took part in cruising along Danube, showed that the greatest number of
tourists came from Germany, the USA and the United Kingdom. Therefore, these are the
countries on which promotion activities in tourism should be focused on.

As for the age structure, it is highly recognizable that young people (average age
25) take part in event tourism, middle-aged (average age 45) in urban tourism and older
people (average age 68,9) in cruising tourism. The research has shown that the age
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differences of the respondents affected the destination satisfaction, primarily reflected by the
quality and prices of tourist services and the prices of food and drinks. The most demanding
consumers in terms of costs and quality of tourist services are middle-aged visitors of
Belgrade, and the least demanding are the young visitors of EXIT music festival.

The most of the foreign visitors gained information about Serbia from friends who
had previously visited this destination. Other sources of Information were the Internet
(mostly used by younger and middle-aged population), local travel agencies (for older
population) and the less common sources were tourism fairs, television, radio and
newspapers. Although Serbia is not a recognizable destination on the world tourist market,
the fact that great number of tourists came by recommendation, proves that the WOM
(word-of-mouth) is the best marketing tool in improving destination image. The fact that a
very small percentage of respondents received information about Serbia from the local
travel agencies, tourism fairs and through the media, requires the improvement of the
presentation of tourist products and a better cooperation with foreign tourist agencies and
organizations.

More than half of all respondents who visited Serbia for the first time, expressed a
desire to come back and visit the same or a different destination. Loyalty of the EXIT
festival visitors mainly depends on the attractiveness and popularity of the music and
performers. As for the visitors of Belgrade, 77% of respondents stated that they would re-
visit Serbia. In order to increase the loyalty of this group of visitors, it is necessary to offer
more diverse content of tourist activities, better accommodation and other capacities, as well
as package tours related to short visits (city-break), based on the model of developed
European cities. According to the survey, the tourists who visited Serbia during their cruise
on Danube River are the least loyal consumers. Namely, only half of the respondents, who
visited Serbia in 2007, said that they would like to come again. The reason for the low
consumer loyalty of this group is their short visitation in Serbia, that includes only a daily
tour of the city, so the real interaction with local population is not possible. A short stay is
not enough to make the tourists interested in visiting some other Serbian destinations.
Moreover, their average age (70 years) also affects their decision to return to the same
destination, as they have a desire to see as many new places as possible. Authors Howard
and Allen (2008) with their research also explain what encourage visitors and potential
visitors to visit, or re-visit Serbia. They believe that more information about this destination
and better marketing would encourage potential tourists to come to Serbia. In addition, they
have concluded that the relatively low prices of goods and services are attractive for foreign
tourists what make the image of Serbia as a tourist destination favored by the potential
customers. Besides that, respondents in the study of these authors stated that creating of
"low-cost" airline flights, would influence their intention to visit Serbia.

According to the fact that the tourism industry is determined as one of the key
activities of economic development in Serbia, the study of the most attractive forms of
tourist movements for foreign visitors and their experience of Serbia as a tourist destination
is important for positioning Serbia on the world tourist market. This fact has a positive
influence on competitiveness of Serbian economy and equal regional development. Thus,
tourism development should be focused on increasing the volume of tourist traffic, better
development of different forms of tourism through selective use of natural, anthropogenic
and cultural content (Jovicic, 2008; Stetic, Simicevic, 2008; Stojanovic, Stamenkovic, 2008;
Ivkov-Dzigurski, Kovacevic, Zakic, 2008; Ivkov et al, 2007; Dragin et al, 2007).
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Conclusion

Based on the research and literature reviews, it can be concluded that Serbia
currently does not have a strong destination image on the world tourist market. Lack of
information and tourist promotion of Serbia resulted in unclear and undefined image. This
fact might be the reason why potential visitors are insecure in their decision to visit Serbia,

which explains the small number of foreign tourists in this country as well.

In order to improve the destination image, not only of Serbia, but also of the
surrounding region, organizing a circular tours through the countries involved, would be
positive progress. Namely, these trips throughout the former Yugoslav republics, would
have a great influence on raising overall knowledge about the history and cultural heritage
of the region. Additionally, the introduction of the region to visitors might improve their
feeling of security and familiarity with Serbia and the countries in the region. Moreover, a
clear perception of the destination in the minds of tourists is crucial for developing its image
and for creating successful marketing strategies. This includes precisely defined tourist
products for certain segments of the market demand, adapted to their requirements and
travel needs.

Finally, tourism destinations must take special care of the image that they attempt
to convey and the quality of the services and products that they offer, as all these affect
visitors’ satisfaction and their intentions for future behaviour.
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