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The SITCON 2022 conference aims to contribute substantially to the field of management 
and marketing concerning the competitiveness of tourism destinations worldwide. The aim 
of SITCON 2022 is to make a significant contribution to disseminating the foundation for a 
better understanding of the fundamental elements of the idea of tourism destination compe-
titiveness. In this context, it is necessary to research and measure vital competitiveness indi-
cators that directly impact the tourism and hospitality sectors. The relevance of the scientific 
conference derives from the importance of all major factors of a tourist destination’s compe-
titiveness, both in the tourism industry and public sectors, particularly in the pursuit of long-
term tourism growth. This impacts the public’s understanding of tourism’s critical role in socio-
economic growth, as well as its economic, social, cultural, and political aspects. 

The conference provides an ideal platform for the exchange of ideas and dissemination of 
best practices among the scientists and experts from various fields (travel agencies, tour 
operators, hotel enterprises and other segments of accommodation offer, transportation 
companies, and companies related to other complementary activities, as well as representatives 
of tourism organisations and the public sector) concerning the SITCON 2022 topics.
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It is our great pleasure to present the Proceedings of the VII International Scientific Conference in the 
field of tourism and hospitality - SITCON 2022 (Singidunum International Tourism Conference), held online 
on October 07, 2022, at Singidunum University in Belgrade, Serbia.

The SITCON 2022 conference aims to contribute substantially to the field of management and marketing 
concerning the competitiveness of tourism destinations worldwide. The aim of SITCON 2022 is to make 
a significant contribution to disseminating the foundation for a better understanding of the fundamental 
elements of the idea of tourism destination competitiveness. In this context, it is necessary to research and 
measure vital competitiveness indicators that directly impact the tourism and hospitality sectors. The relevance 
of the scientific conference derives from the importance of all major factors of a tourist destination’s 
competitiveness, both in the tourism industry and public sectors, particularly in the pursuit of long-term 
tourism growth. This impacts the public’s understanding of tourism’s critical role in socio-economic growth, 
as well as its economic, social, cultural, and political aspects. The conference provides an ideal platform for 
the exchange of ideas and dissemination of best practices among scientists and experts from various fields 
(travel agencies, tour operators, hotel enterprises and other segments of accommodation offer, transportation 
companies, and companies related to other complementary activities, as well as representatives of tourism 
organisations and the public sector) concerning the SITCON 2022 topics.

• The introductory speaker at the plenary session was:

Prof. Goranka Knežević, Ph.D., Acting Rector of Singidunum University

• Key plenary speakers at the conference were:

Prof. Metin Kozak (Ph.D.)
The Dean of the Faculty of Communication, Kadir Has University, Turkey

„Comparison or competitiveness: An endless debate for tourist destinations”

Prof. Lidija Petrić (Ph.D.)
Full professor at the Faculty of Economics, Business and Tourism, University of Split, Croatia

„Tourist destination competitiveness: from theoretical concepts to practical implications“

Prof. Jovan Popesku (Ph.D)
The President of the Institute for Peace through Tourism IIPT – Chapter Serbia

„Is there a “new normal” for tourism destination competitiveness?”

The entire review procedure was handled pretty well by SITCON 2022’s multidisciplinary team of reviewers. 
The Scientific Committee, comprised of 27 professors from Singidunum University and 29 experts from 
prestigious universities, and scientific and professional institutions from across the world, was involved in 
reviewing scientific papers.

The overall statistics on the conference are the following:

• The total number of submitted papers/abstracts: 20

• The total number of accepted papers/abstracts for presentation at the Conference: 15

• The total number of rejected papers: 5

• The total number of accepted papers/extended abstracts for publication in the Conference Proceedings: 15

ABOUT THE CONFERENCE SITCON 2022

https://repository.singidunum.ac.rs/files/2022/12/lidija-petric-tourism-destination-competitvness-sitcon-2022-1.pdf
https://repository.singidunum.ac.rs/files/2022/12/jovan-popesku-prezentacija-sitcon-2022.pdf
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The sixth SITCON conference, like previous years, attracted a significant number of attendees. Many 
authors and participants from the country and abroad attended the conference, including university academics 
and scientists, tourism specialists, industry representatives, and many students who indicated a strong interest 
in attending.

All accepted papers are published in the Conference Proceedings and made available to the public on the 
Conference website. An ISBN number is assigned to conference proceedings. Each paper, except Extended 
Abstracts, is issued a DOI number and a Google Scholar reference.

Belgrade, December 2022
Organizing Committee of the International Scientific Conference SITCON 2022
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TOURISM DESTINATION COMPETITIVENESS – CURRENT CHALLENGES AND FUTURE PERSPECTIVES

CHANGING THE WORLD ECONOMIC FORUM RANKING 
OF TRAVEL&TOURISM COMPETITIVENESS INDEX TO 
TOURISM & TRAVEL DEVELOPMENT INDEX: A REVIEW 
OF SERBIA’S COMPETITIVE POSITION 

CONFERENCE PAPERS

Abstract: 
Tourism crises are significantly more frequent with the beginning of the second 
millennium, much more than decades before, and consequentially tourism 
destinations are facing many challenges. The main ones are embodied in the 
aspiration to ensure long-term sustainability and competitiveness. The com-
petitiveness of a tourism destination is built and evaluated on many bases. 
This paper aims to point out the main aspects of the competitive position of 
tourism destinations analysis. It focuses on the results of the generally accepted 
practical model for evaluating the competitiveness of a tourism destination, 
The World Economic Forum, Travel&Tourism Competitiveness Index (WEF 
T&TCI). The latest changes in the methodological approach by WEF led to 
the establishment of a new World Economic Forum Index embodied in the 
Travel&Tourism Development Index (WEF T&TDI).
This paper aims to identify the main differences between WEF T&TCI and 
the new WEF T&TDI. Furthermore, both indexes’ results for Serbia and its 
competitiveness set are analysed and presented. The research in this paper is 
a part of a more comprehensive study on destination competitiveness indicators 
analysis.

Keywords: 
tourism destination competitiveness, travel&tourism competitiveness index, 
travel&tourism development index, Serbia, competitive set. 

Sitcon 2022
www.sitcon.singidunum.ac.rs

DOI: 10.15308/Sitcon-2022-3-11

INTRODUCTION

Since 2007, the World Economic Forum has been publishing the 
Travel&Tourism Competitiveness Report, which contained the evalu-
ation and ranking of the competitive position of countries as tourist 
destinations. The Report defines the Index ranking of the destination’s 
competitiveness position globally (T&TCI). The first three reports 
were published annually, and in 2011 World Economic Forum started 
publishing biannually. The number of countries as tourism destina-
tions included in the analysis has varied over the years. Over the years, 
the number of countries included in the evaluation has increased. A 
number differs since the data for some countries were unavailable, 
while others were not covered. An overview of the number of countries 
analysed is shown in Table 1.

Danijel Pavlović*,
Aleksa Panić,
Nemanja Stanišić,
Tijana Radojević,
Slobodan Čerović

Singidunum University,  
Belgrade, Serbia

Correspondence: 
Danijel Pavlović   

e-mail: 
dpavlovic@singidunum.ac.rs
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Table 1. A number of the countries analysed in the wef t&tcr, 2007 - 2019.

Year – Travel&Tourism Competitiveness Report Number of analysed countries
2007 124
2008 130
2009 133
2011 139
2013 140
2015 141
2017 136
2019 140

Source: WEF TTCR, 2007, 2008, 2009, 2011, 2013, 2015, 2017, 2018.

Over the years, the report has undergone certain methodological adjustments, and the most significant 
ones are related to the changes in the pillars of the competitiveness index in the Report published in 2015. The  
pre-2015 T&TCI model evaluates a total of 79 competitiveness indicators. Out of the total number of indicators, 32 
relate to the Executive Opinion Survey (WEF EOS) primary data, while others use secondary data for the ranking. 
The report from 2015-2019 evaluates 90 indicators in total. Among them, 31 relate to WEF EOS primary data. 
The main difference in the model used in 2015-2019 refers to changes in the number of pillars. The previous 
model features three pillars, while the new one features four. Further changes are evident in the number of 
indicators, which are also classified differently in the pillars. Some indicators are excluded or divided into 
several. The 2015 to 2019 model includes 35 new, most of which relate to the business environment, human 
resources and labour market, and environmental sustainability. 

Some authors criticised the WEF methodological approach but also pointed out the limitations of T&TCI. 
Wu, Lan & Lee (2012, p.205) point out that, even though the T&TCI is a simple checklist for comprehensively 
assessing the global competitiveness among tourism destinations, it may be of limited usefulness since all 
subindices/pillars have the same importance. On the other hand, the authors state that it makes constraints for 
better decision-making. Other authors’ findings (Kunst & Ivandić, 2021) point out that the T&TCI score often 
does not relate to a change in the performance-related indicators of tourism activity. Also, the same authors 
emphasise the T&TCI methodology’s shortcomings which undermine the validity of its use and the reliability 
of its results (Kunst & Ivandić, 2021): T&TCI does not rely on theoretical models of destination competitiveness; 
It does not include many relevant indicators; Satisfaction-related indicators are neglected; The pillars and 
indicators have the same importance; Aggregation of the quantitative and survey-based indicators; it is more 
positive for highly economically developed countries; completely neglects the experiential component of the 
destination’s competitiveness.

Nevertheless, WEF T&TCI remained the most present model used to evaluate the competitiveness of 
tourism destinations worldwide. Many authors are using T&TCI data to analyse the competitive position of a 
tourism destination or address competitiveness issues in the modern market (Nguyen, 2019; Ivanov & Webster, 
2013; Mendieta-Peñalver et al., 2018; Popesku & Pavlović, 2013; Kumar & Dhir, 2020) or to propose new 
approaches or synthetic indexes for particular destinations or regions (Fernández et al., 2020; Lopes et al., 2018; 
Dwyer et al, 2014; Pivčević et al., 2020). On the other hand, besides T&TCI, other theoretical models were also 
used for destination competitiveness evaluation. De Keyser and Vanhove (1994) proposed the basis of a model 
for measuring competitiveness through the analysis of eight destinations in the Caribbean by introducing five 
groups of indicators. Ritchie and Crouch (2003) developed their model pointing to the competitiveness and 
sustainability of tourism destinations. The model highlights comparative and competitive advantages. In 
addition, it defines the importance of the destination’s micro and macro environment. Ritchie’s and Crouch’s 
model of competitiveness was one of the bases for setting up an integrated model of competitiveness of a tourism 
destination introduced by Dwyer and Kim (Kim & Dwyer, 2003; Dwyer & Kim, 2003). The Integrated model 
of destination competitiveness as a novelty singles out tourist demand as one of the indicator groups for destination 
competitiveness evaluation and makes a more comprehensive interrelation between factors of destination 
competitiveness, by making it nonlinear. 
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The wide use of T&TCI on various bases for evaluating the competitive position of destinations, its evolution, 
and especially certain shortcomings arising from its application, which some authors pointed out, influenced 
T&TCI to undergo some methodological changes and pillars and indicators construction change until 2019. 
The latest changes relate to the transformation toward T&TDI firstly published in 2022. Based on that 
conclusion, the fundamental questions arise in this paper. What are the main differences between T&TCI and 
T&TDI? T&TCI and T&TDI to be compared, and on what basis? Finally, we use data for Serbia as a tourism 
destination to present and compare the results with the defined competitor destinations. 

The paper has three parts. The first part focuses on the methodology applied in this paper and the methods 
and constructs used in T&TCI and T&TDI. It also analyses the main differences in pillars and indicators of 
T&TCI and T&TDI. The second part analyses the index and ranking for Serbia as a tourism destination and 
its defined competitiveness set, all compared by T&TCI and T&TDI rankings. We use T&T Competitiveness 
Report 2019 and the T&T Development index 2021 for comparison.

METHODOLOGY

We use Travel&Tourism Competitiveness Report for 2019 and the Travel&Tourism Development index 
for 2021 data for the analysis. Firstly, we analyse the data and rankings obtained for both reports (indexes), 
further revealed the methodological differences between the two indexes (T&TCI and T&TDI). Both report 
(indexes) methods of data collection are analysed. We use the rankings for Serbia and the selected competitive 
set to compare the results. We chose Serbia competitive set based on the selection in Strategy for Tourism 
Development of the Republic of Serbia for the period from 2016 to 2025. We use rankings and results from 
Slovenia, Croatia, Albania, and Montenegro in the region of South-Mediterranean Europe, which includes 
the Republic of Serbia. We also compare Serbia with other neighbouring countries, Hungary, Romania, and 
Bulgaria. (The Government of the Republic of Serbia, 2016).

The data collected in the T&TCI and T&TDI reports refer to secondary data obtained from various 
international and relevant institutions. The primary data in the Reports rely on the Executive Opinion Survey 
(WEF EOS). For Serbia, for example, FREN (Foundation for the Development of Economic Science) is the 
partner organisation for WEF EOS data collection in the 2019 T&TCI report and 2021 T&TDI report. For the 
indicators covered in this survey, the data collecting technique (according to the information received from 
FREN) included asking managers about the stage and conditions of every indicator and asking them to rate 
Serbia’s current situation on a seven-point scale (Pavlović, 2016).

RESULTS

Pillars, indicators, and data sources in the T&TCI and T&TDI

The Travel and Tourism Development Index (T&TDI) evaluates and quantifies “the collection of variables 
and policies that enable the sustainable and resilient development of the Travel and Tourism (T&T) sector, 
which in turn contributes to the development of a country.”(WEF, 2022, p.7)

The T&T Development Index framework consists of five subindices, 17 pillars, and 112 unique indicators 
spread among those pillars. T&TDI presents the ranking for 117 countries. By comparing T&TCI with the 
T&TDI, we conclude the Non-Leisure Resources, Socioeconomic Resilience and Conditions, and T&T 
Demand Pressure and Impact pillars are all added as new pillars. In addition, the inclusion of new pillars, and 
the creation of new subindices changed the composition of the pillars concerning the subindices as specified. 
The previous sub-index Natural & Cultural Resources in the new T&TDI report is renamed to T&T Demand 
Drivers, with a new pillar added. The first three sub-indices are unchanged from the previous 2019 T&TCI 
report. Additionally, a brand-new sub-index called T&T Sustainability has been developed with two brand-
new pillars. “The Environmental Sustainability Pillar has been moved from the T&T Policy and Enabling 
Conditions subindex to the new T&T Sustainability subindex. It has also been divided into three sub-pillars: 
Climate Change Exposure and Management, Pollution and Environmental Conditions, and Preservation of 
Nature” (WEF, 2022, p. 43).
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In T&TDI Report 32 indicators refer to World Economic Forum, and Executive Opinion Survey (WEF 
EOS), while the results for other indicators are obtained from secondary data which were collected for 80 
indicators from different institutions and resources (e.g. The World Bank, IATA, World Health Organization, 
UN data, etc.). Out of 112 indicators in T&TDI, 52 indicators from the previous T&TCI framework remaining 
(WEF, 2022, p. 43).

Comparing the 2019 T&TCI report with the new 2021 T&TDI report is challenging, given the modified 
methodology and the addition of new indicators and pillars. The T&TDI report has 17 pillars and 112 indicators 
compared to the T&TCI report from 2019, which considered a total of 90 indicators grouped among 14 pillars. 
Additionally, there has been a shift in index maximum or minimum values. T&TCI ratings 2019 report are 
based on whether they belonged to the lowest or top 20% of destinations. The new T&TDI report, on the other 
hand, examines indices in accordance with the Index score heat map (from 0 to 100%). The frameworks of 
T&TCI 2019 and T&TDI 2021 are shown in Fig.1 and Fig. 2.

Figure 1. The T&TCI 2019 Framework

Travel & Tourism Competitiveness Index
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T&T Policy and
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Business Environment
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Figure 2. The T&TDI Framework
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Pillars, indicators, and data sources in the T&TCI and T&TDI

If we analyse the overall data for Serbia as a tourism destination, we can draw conclusions based on a rough 
comparison related to the achieved position in T&TDI, compared to T&TCI 2019.

Generally, Serbia has a better rank in T&TCI 2019 when merely comparing the ranking list of countries in 
the T&TDI 2022. There are significantly fewer destinations ranked in the T&TDI 2022 than in the T&TCI 2019.

Out of 140 countries, only 117 were examined in the T&TDI since 21 destinations are excluded from the 
ranking (compared to T&TCI 2019).

The T&TDI 2022 Business Environment Pillar measures how friendly a nation’s policy framework is to 
businesses conducting operations (WEF, 2022, p.8). When we analyse the elements of the first sub-index, 
Enabling Environment, we can observe that Serbia, compared to competing destinations, has a relatively good 
position in a favourable business environment (Score 3.8).

The performance of a destination’s T&T sector is influenced by safety and security. This pillar assesses how 
much a nation’s citizens, visitors, and enterprises are exposed to security concerns. (WEF, 2022, p.8) According 
to the T&TDI research, Serbia, with a score of 5.7, may be regarded as a generally secure country in terms of 
the element of safety and security at the destination. It becomes even more crucial when one realises that one 
of the main requirements for travellers to even consider a visit to a given destination is safety and security. 
Hungary, Slovenia and Croatia have higher score than Serbia.

One requirement for building a strong competitive position in the tourism market is the element of health 
and hygiene at the destination. Serbia is not among the top-rated destinations in that regard, but it is far away 
from other undesirable ones, such as Albania, which had the lowest ratings of the observed nations. Healthcare 
infrastructure, accessibility, and security are measured by the health and hygiene pillar. Unfortunately, when 
compared to its competitors, Serbia is at the bottom in this category. Only Albania and Montenegro have a 
score lower, at 4.7 and 5.3, although the other destinations in this group do not especially stand out, so Serbia 
is not far behind its competitors in this aspect.

The availability of qualified workers and the dynamism, efficiency, and productivity of the labour market 
are gauged by the Human Resources and Labour Market pillar (WE, 2022, p.9). Serbia (4.2) is ranked among 
the bottom countries in this category. Only Croatia, which received a score of 4.1, is ranked lower; Slovenia 
(4.6) and Albania (4.7) are at the very top.

The ICT Readiness pillar assesses how well a destination’s digital services and ICT infrastructure have 
developed and been used (WEF, 2022, p.9). Serbia is ranked bottom of this category, while only Albania is 
ranked worse with an index of 4.1. It demonstrates that Serbia as a tourism destination still does not utilize 
ICT in the manner and to the degree that its competitors do. 

T&T Policy & Conditions subindex identifies certain regulations or strategic considerations that have a 
more direct impact on the T&T industry (WEF, 2022, p.9).

One of the three pillars is the Prioritisation of Travel and Tourism. The importance of this pillar determines 
the extent to which the government and investors actively encourage and invest in the expansion of the travel 
and tourism sector. (WEF, 2022, p.9). Comparing Serbia to its major competitors, it comes in the last place. 
There has obviously not been enough done to attract investors and grow the T&T industry. Competing desti-
nations are rated significantly higher in this category.

Price Competitiveness assesses how expensive it is to visit or invest in a certain destination (WEF, 2022, p.9). 
Serbia is one of the most desirable travel destinations when compared to other countries in the selected set 
(score 5.3).

The Infrastructure subindex measures the quantity and quality of physical infrastructure in each destination. 
Like the previous subindex, this one also consists of 3 pillars. 

For travellers to have easy access to and from many countries as well as mobility within several nations, 
air transportation infrastructure and connectivity are crucial. As key things about this are the еfficiency of air 
transport services, аvailable seat kilometres, number of operating airlines and airport connectivity, they are 
evaluated (WEF, 2022, p.10). Serbia has a score 3.2 which is among the highest compared to the competitive set. 
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The Ground and Port Infrastructure pillar assesses the accessibility of effective ground and port transpo-
rtation to significant economic centres and tourist destinations (WEF, 2022, p.10). However, this standing of 
Serbia in the observed competitive set with score of 3.7 is certainly nothing near that of the leading countries. 
In this group, only Croatia has an index higher than 4, with Hungary and Slovenia much ahead of the rest. 

The availability and competitiveness of essential tourism services, such as lodging and vehicle rentals, is 
measured by the tourist service infrastructure pillar (WEF, 2022, p.10). Serbia is near the bottom of the 
competitive set with the score of 3.6, and there is undoubtedly a ton of space for growth in this area. By 
comparison, Croatia and Montenegro are far ahead with scores of 6.4 and 5.7.

The main “reasons to travel” are represented by the subindex “Travel and Tourism Demand Drivers.” 
Like the previous subindex, this one also consists of three key pillars. Compared to the previous report, this 
subindex is new, and it changes the former “Natural and Cultural Resources” subindex, primarily due to the 
introduction of a new pillar - Non-Leisure Resources.

The natural potential and resources accessible as well as the growth of outdoor tourist activities are measured 
by the natural resources pillar (WEF, 2022, p.10). When comparing the competitive set, it is possible to say that 
full EU members have stricter legislation governing the preservation of the environment and natural resources 
than in Serbia, which has a score of only 1.6. Croatia, by comparison, has a score of 3.6 and it is far ahead of 
other competitors in this aspect.

The availability of cultural resources including historical sites, religious places, and entertainment venues is 
measured by the Cultural Resources pillar (WEF, 2022, p.10). Serbia is slightly better positioned in this segment, 
as opposed to natural resources with score of 2.1. This is much higher than Montenegro and Albania, which 
had scores of 1.5 and 1.8 respectively, but it is nevertheless lower than the scores of the top three countries, 
Croatia (2.8), Bulgaria (2.7), and Hungary (2.6).

One of the new pillars that were not present in earlier reports is the Non-Leisure Resources pillar. This 
pillar evaluates the volume and attractiveness of these factors (WEF Travel and Tourism Development Index, 
2021, p.10). Serbia holds a prominent position in this field with a score of 1.9. However, there is a room for 
improvement and a better competitive position having in mind the score of the leading countries such as 
Hungary (2.7) and Romania (2.4).

The “Travel and Tourism Sustainability” subindex, which consists of three pillars, covers the risks and 
problems related to T&T sustainability that are existing or may arise. Compared to the previous T&TCI report, 
this is a completely new sub-index, as well as the three pillars defined within it.

The environment’s overall sustainability, the safeguarding of its natural resources, and a country’s 
susceptibility to and preparedness for climate change are all measured by the environmental sustainability pillar 
(WEF, 2022, p.11). As may be observed from the discussion of natural resources and their valuation, Serbia 
has issues with the long-term management and conservation of its natural resources and falls behind its rivals 
in many areas which is confirmed here with the worst score from competitor countries of 3,8. The leading 
country in this segment is Slovenia (4.8) with slight advantage over second-placed Bulgaria (4.6). Except for 
Serbia, almost all countries do not have a score below 4.0. 

The “Socioeconomic Resilience and Conditions” pillar reflects a destination’s socioeconomic condition and 
resilience (WEF, 2022, p.11). The percentage of young people who are not included in the education or 
employment systems is one of the factors examined in this section, along with worker rights, gender equality, 
and the participation of a diverse workforce. Therefore, it should be investigated why Serbia is at the bottom 
of the ranking along with Romania with a score of just 4.4. Slovenia holds the best competitive position in 
this area with a score of 6.0, followed by Croatia with a score of 5.1. All other countries have scores which are 
below 5.0.

The “Travel and Tourism Demand Pressure and Impact” pillar assesses variables that may point to the 
existence of, or risk associated with, overcrowding and demand fluctuation, as well as the effectiveness and 
impact of T&T (WEF, 2022, p.11). Serbia is situated in the middle of the list of comparable destinations in this 
section with a score of 3.7. Romania and Montenegro are not far at the top with a score of 4.0.
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CONCLUSION AND DISCUSSION

Evident differences in the pillars and subindexes suggest that a specific comparison of the positions of 
tourism destinations with the previous T&TCI Report is not entirely possible. Although there are similarities, 
the construction and the analysis are not comparable. In T&TDI, subindices can be used for presentation and 
categorisation purposes only and thus cannot be used for calculations. The WEF itself make a comparison on 
rank and score change since 2019, but change since 2019 refers to 2019 results using new index framework and 
methodology (WEF, 2022, p.13). Regarding the position of Serbia concerning its competitors, we can conclude 
that in the defined set of observed destinations, Serbia is in the penultimate place, leaving only Albania behind. 

Future research should focus on the usability of the data obtained from the WEF EOS, where subjective 
opinions are complementary to the 32 indicators. The limitation of this approach is in the evaluation of desti-
nations by experts concerning all other countries. Earlier research on the T&TCI observed identical overlaps 
in the scores given in the WEF EOS for the WEF Global Competitiveness Index and the T&TCI (Pavlović, 
2016). Extensive analysis for T&TDI should be done, which may establish possible overlaps with the countries’ 
Global Competitiveness Index.
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DESTINATION PERSONALITY: GAINING INSIGHTS FOR 
DESTINATION BRANDING THROUGH THE LENS OF THE 
PANDEMIC 

CONFERENCE PAPERS

Abstract: 
The purpose of this paper is to discuss challenges for destination branding, based 
on a twofold perspective of a recent literature review:  destination personality 
and pandemic. The pandemic has radically transformed tourism demand and 
supply, thus urging tourism marketers to adapt to newly formed tourist needs, 
wants and choice-patterns. On the other hand, destination personality (DP) 
applications can be effectively used in market segmentation, (re)positioning and 
targeting but also in other aspects of marketing strategies and components of 
the marketing mix. Destination (brand) personality, a critical concept mainly 
developed in the last fifteen years, forms the basis of an extensive literature 
review and content analysis. The methodology for the DP literature review is 
based on the PRISMA protocol; insights gained from the content analysis are 
presented in the light of the pandemic and its major effects on the tourism 
market. The results provide evidence for the need of DMOs to invest in tourist-
destination identification and build strong destination personalities, in order 
to differentiate themselves from the competition. Moreover, the importance of 
on-site experiences and identification of new determinants of tourist satisfaction 
in the post-pandemic era prove critical for destination personality and branding. 
Cultural differences and evolving tourist profiles should be monitored regularly 
and form the basis of market knowledge, tourism product design and commu-
nicational strategies. 
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INTRODUCTION

Although it is still early to identify the full impact of the pandemic 
on tourist behavior, some authors (e.g., Kock et al, 2020) estimate that 
it might be of seismic proportions. As competition in the tourism market 
increases and new destinations are positioned and repositioned, 
destination personality is seen as a viable metaphor for destination 
branding, crafting a unique identity for tourism places (Ekinci & 
Hosany, 2006; Gomez Aguilar et al. 2016). Positioning a destination 
around the feelings it generates, and its ability to offer visitors unique 
experiences and self-expressions can provide a strong competitive 
advantage (Dickinger & Lalicic, 2016).

Destination personality has been applied in various contexts e.g., 
FMCG, hotels, nations, and countries while respective measurement 
tools have been proposed. For example, D’Astous & Boujbel (2007) 
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developed a scale to position countries in terms of human traits and identified six country personality dimensions. 
Leung and Law (2010) provided a review of the personality research in the tourism and hospitality context to 
conclude that prior studies can be grouped in seven dimensions, one of which was brand personality. 

Although DMOs and NTOs use tourism promotion messages that emphasize distinct brand personality 
traits (De Moya & Jain, 2013), communicated messages are in most cases interpreted through the prism of 
tourists’ perceptions and thus may lead to different responses to the intended brand message (Kim & Lehto, 
2013). Hence, market knowledge and insights need to be comprehensively studied in order to capitalize market 
potential and create sustainable growth for tourism stakeholders. The purpose of this contribution is to present 
recent findings from the tourism marketing literature focusing on the pandemic and on destination personality, 
in order to extract valuable insights for tourism marketers.

LITERATURE REVIEW

Identifying the effects of the COVID-19 pandemic on tourism demand and supply

It has been proposed that tourism behavior and responses varied during pandemic stages but still the pandemic 
could provide a transformational opportunity for every tourism stakeholder (Sigala, 2020). The impact of the 
pandemic has been studied in various aspects of tourist behavior by a number of scholars (e.g., Boto-García & 
Leoni, 2021; Itani & Hollebeek, 2021; Kim et al., 2021; Sánchez-Pérez et al., 2021; Mary & Pour, 2022). From a 
socio-psychological perspective, Kock et al. (2020) suggested that the pandemic has revived people’s existential 
anxieties by reminding them of their vulnerability, thus activating deeply rooted evolutionary protection mecha-
nisms. Miao et al. (2021) used terror management theory to predict post-covid tourism behavior and identify 
proximal and distal post-COVID travel behaviors while Zenker et al. (2021) went a step further to propose a 
Pandemic Anxiety Travel Scale (PATS).

Decision making in tourism has also been affected radically due to the pandemic and this is not only attributed 
to the imposed external restrictions (e.g., travel restrictions). According to Gupta et al. (2022) main factors 
relating to destination decision making, after the outburst of the pandemic, included health and hygiene, safety 
and security, accessibility and connectivity, information about destination, travel risk perception, and value 
for money. Ahmad et al. (2021) found that physical factors mainly influenced tourists’ visit intention and that 
destination image significantly affected visit intention and mediated the relationship between the factors and 
visit intention. Nella and Tsaketa (2022) found that for Greek consumers the strongest post-pandemic tourist 
motives were connected to rejuvenation, tension relief & escapism from daily routine; short haul destinations 
were most preferred and given that cost was considered a significant travel restriction price discounts could 
encourage pre-booking. In China, Jin et al. (2022) confirmed the existence of a sizable and stable demographically 
heterogeneous and geographically diverse segment of consumers that was likely to be the market for a possible 
rebound in the post-pandemic era.

According to ETC (2022), tourists became more cautious due to the pandemic: they avoided booking 
holidays too far in advance, they started planning their trips in detail and followed the COVID-19 protocols 
when travelling. According to the same study, flexible cancellation policies and enhanced hygiene measures are 
here to stay as important decision-making criteria while travel insurance and visiting nearby destinations have 
become preferred choices. Though, another recent survey, conducted by Ipsos (2022), confirmed a gradual 
return to some pre-Covid travel habits and that COVID-19 as concern has been overcome by both inflation 
and personal / family reasons concerns. Within this context, tourism supply and DMO needed to adapt fast. 
For example, Pasquinelli et al. (2022), analyzed pre- and post-pandemic brand communication of four Italian 
destinations on social media to conclude highlighting the importance of adaptive and transformative brand 
responses to the pandemic crisis.
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Destination personality 

Murphy et al. (2007a, b) suggested that tourists can articulate different destination brand personalities 
for each region, though more research was necessary in order to adapt the concept of brand personality to 
destinations. Destination personality (DP) can be defined as the set of human characteristics associated with 
a destination (Ekinci and Hosany, 2006); the authors identified three dimensions of DP, namely sincerity, 
excitement, and conviviality. Other scholars also put emphasis on the measurement of the DP construct (e.g., 
Kovačić et al., 2020). Kumar & Nayak (2014) conducted an initial extensive review of destination personality 
literature and defined its meaning and conceptualization. Although the field had not drawn increased research 
attention before 2013 (Xie & Lee, 2013; Nella, 2022), during the last decade researchers seemed to increasingly 
acknowledge its importance. 

Destination personality is a complex construct which is difficult to measure. Its relationships with other 
marketing concepts have been studied in recent studies, such as destination branding (Apostolopoulou & 
Papadimitriou, 2015; Hultman et al., 2017), destination image (Hosany et al, 2006; Papadimitrou et al., 2015; 
Souiden et al., 2017), destination brand equity (Salehzadeh et al., 2016) and brand attachment (Huang et al., 
2017), positioning (Hanna & Rowley, 2019; Kumar & Nayak, 2018), involvement (Chi et al., 2018; Liu et al., 
2021), loyalty and behavioral intentions (Ekinci and Hosany, 2006; Baloglu et al., 2014; Pool et al., 2018; Yang 
et al., 2020; Liu et al., 2021). The relationship of destination personality with self-congruity (e.g., Yang et al., 
2022), self-identity or tourist-destination identification (Huaman-Ramirez et al., 2021; Zhang et al., 2022) is 
another critical issue in the relevant literature, especially if we consider that it may act as a partial mediator on 
the relationship between destination personality and tourist’s behavioral intentions (Usakli and Baloglu, 2011). 

METHODOLOGY

In order to fulfill the aim of this contribution, the basic principles and steps of the PRISMA protocol (Page 
et al., 2022) were followed for reviewing destination personality literature. The PRISMA protocol has been 
recently applied by other tourism scholars (e.g., Takata & Hallmann, 2021; Papavasileiou et al., 2022). Given 
that our research objective was to gain insights for destination competitiveness based on a systematic review 
of scientific papers focusing on destination (brand) personality in the light of the COVID-19 pandemic and 
its effects on tourism behavior, the basic steps of the protocol were taken. Inclusion criteria for this review 
included strict focus on the destination personality concept and publication in high-impact scientific journals. 
Exclusion criteria included publication in books, reports, conference proceedings and other sources of 
scientific knowledge. Publications not written in English were also excluded from our literature review. Google 
Scholar was used as the primary database for the identification of relevant papers. The search terms used were 
“destination” and “personality.” Produced search results exceeded 130 contributions and covered the period 
2006-2022. The lists of Q1 journals in subject areas “Tourism, Leisure and Hospitality Management” and 
“Marketing” of “Scimago Journal & Country Rank” were chosen as a filter for high-impact journals. Thus, 40 
papers published in Scimago Q1-listed journals were finally included to form the basis for this analysis (Table 1); 
all of the selected articles were available in English and published in the period 2006-2022, thus confirming 
that destination personality is a scientific field formed quite recently. A content analysis of these 40 papers 
followed, with emphasis on identifying critical insights for destination competitiveness and destination branding 
through the lens of the pandemic.

RESULTS

In the current DP literature review, papers were published before the eleusis of the pandemic; thus, direct 
links between destination personality and the pandemic were not profound. The aim of the content analysis 
was to utilize findings and practical implications of the destination personality literature in the light of the 
significant changes imposed on the tourism market due to the COVID-19 pandemic. Withing this context, 
the conducted content analysis provided insights that can be grouped in the following three thematic 
pillars: a) the critical issue of tourist-destination identification, b) the vital importance of on-site experience for 
destination personality and positive behavioral intentions and c) the need to consider cross-cultural differences. 
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The critical issue of tourist-destination identification: Tourists tend to access the level of similarity between 
the personality of the product and the aspired personality that they want to project of themselves (Pereira et al., 
2015). Based on the premise that people seek similarity rather than complementarity, Bekk et al. (2016) 
supported that tourist–destination personality similarity (TDPS) can be a driver of perceived overall fit (POF) 
between destinations and tourists; POF increased tourists’ satisfaction and actual recommendations of the 
destination. Chen & Phou (2013) supported the idea that destination image and destination personality are 
critical antecedents of the tourist–destination relationship. Hultman et al. (2015) also emphasized the critical 
role of destination personality for tourist-destination identification. In the same line, Kumar (2016) 
supported that destination personality and self-congruity positively influence the tourist-destination relationship, 
which further leads to destination loyalty. As significant psychological effects of the pandemic are becoming 
more profound, the issue of tourist-destination identification should be examined and handled from a post-
pandemic perspective. For example, revenge travel patterns appearing in recent years may need augmented 
authentic experiences on behalf of the destinations in order to meet the underlying tourist needs. 

The vital importance of on-site experience for destination personality and positive behavioral intentions: 
Wang et al (2022) used neuroscience methods to confirm the vital role of on-site experience in destination 
personality. Built environment, socially responsible environment, and local people are important in projecting 
destination personality (Xie & Lee, 2013). Destination personality drives tourists’ behavioral intentions, such 
as intention to revisit and positive word of mouth creation (Apostolopoulou & Papadimitriou, 2015; Guiry 
& Vequist 2015; Hultman et al., 2015; Xu et al., 2018). In the same line, Souiden et al. (2017) found that 
destination personality has a direct impact on attitude toward a destination and an indirect effect on behavioral 
intentions. The relationship between service quality, satisfaction and positive behavioral intentions has been 
well documented in the services marketing literature. Hence, in the post pandemic tourism market, it seems 
vital to ensure that provided tourist experiences depict the desired destination personality and are used as an 
important opportunity to build loyalty.

The need to consider cross-cultural differences: As tourism destinations are increasingly using brand-person-
ification strategies to evoke favorable consumer reactions, tourists’ cultural and sociodemographic differences 
should be taken into account at a larger extent (Matzler et al., 2016; Pan et al., 2017; Šagovnovic & Kovacic, 
2020). Utility of personality traits for cross-cultural branding strategies has also been supported (Kim & 
Stepchenkova, 2017; Pan et al., 2021). Within this context, communicational campaigns and media are 
combined in a way that constitutes destination personality agile to fit with diversified post-pandemic needs 
and considers cultural differences.
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Table 1. Destination personality: list of articles published in Q1 Scimago-listed journals (2006-2022)

DESTINATION PERSONALITY: LIST OF ARTICLES PUBLISHED IN Q1 SCIMAGO-LISTED  
JOURNALS (2006-2022)

Authors Year Journal
1 Ekinci & Hosany 2006 Journal of Travel Research
2 Hosany, Ekinci & Uysal 2006 Journal of Business Research
3 Murphy, Benckendorff & Moscardo 2007 Journal of Travel & Tourism Marketing
4 Murphy, Moscardo & Benckendorff 2007 Journal of Travel Research
5 d'Astous & Boujbel 2007 Journal of Business Research
6 Leung & Law 2010 Journal of Travel & Tourism Marketing
7 Usakli & Baloglu 2011 Tourism Management
8 Chen & Phou 2013 Tourism Management
9 De Moya & Jain 2013 Public Relations Review

10 Kim & Lehto 2013 Journal of Travel Research
11 Xie & Lee 2013 Journal of Travel & Tourism Marketing
12 Baloglu, Henthorne & Sahin 2014 Journal of Travel & Tourism Marketing
13 Kumar & Nayak 2014 Tourism Management Perspectives
14 Apostolopoulou & Papadimitriou 2015 Current Issues in Tourism
15 Guiry & Vequist 2015 Asia Pacific Journal of Tourism Research
16 Hultman, Skarmeas, Oghazi & Beheshti 2015 Journal of Business Research
17 Papadimitriou, Apostolopoulou & Kaplanidou 2015 Journal of Travel Research
18 Pereira, Correia & Schutz 2015 Journal of Destination Marketing & Management
19 Bekk Spörrle & Kruse 2016 Journal of Travel Research
20 Dickinger & Lalicic 2016 Information Technology & Tourism
21 Gomez Aguilar, Yaguee Guillen & Villasenor Roman 2016 International Journal of Tourism Research
22 Kumar 2016 Tourism Management Perspectives

23 Matzler, Strobl, Stokburger-Sauer, Bobovnicky & 
Bauer 2016 Tourism Management

24 Salehzadeh, Pool & Soleimani 2016 Tourism Review
25 Huang, Zhang & Hu 2017 Journal of Travel & Tourism Marketing
26 Hultman, Strandberg, Oghazi, & Mostaghel 2017 Psychology & Marketing
27 Kim & Stepchenkova 2017 Journal of Destination Marketing & Management
28 Pan, Zhang, Gursoy & Lu 2017 Tourism Management
29 Souiden, Ladhari & Chiadmi 2017 Journal of Hospitality and Tourism Management
30 Chi, Pan & Del Chiappa 2018 Journal of Destination Marketing & Management
31 Kumar & Nayak 2018 Journal of Hospitality & Tourism Research
32 Xu & Tavitiyaman 2018 Tourism Analysis
33 Sertkan, Neidhardt & Werthner 2019 Information Technology & Tourism
34 Vinyals-Mirabent, Kavaratzis & Fernández-Cavia 2019 Tourism Management
35 Zhang, Huang, Cao & Chen 2019 Tourism Management
36 Liu, Zhang & Cheng 2021 Journal of Vacation Marketing
37 Pan, Lu & Zhang 2021 Tourism Management
38 Pasquinelli, Trunfio, Bellini & Rossi 2022 Cities
39 Wang, Li, Li, Li & Lin 2022 Annals of Tourism Research
40 Yang, Isa & Ramayah 2022 Journal of Destination Marketing & Management

Source: Author’s analysis, 2022
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CONCLUSIONS AND DISCUSSION

The pandemic will eventually fade, and travel barriers will be lifted, though tourist behavior will likely settle 
on a new equilibrium; therefore, understanding the adjusted tourist behavior will be a crucial success factor 
during and after the COVID-19 era (Kock et al., 2020). Based on the three thematic pillars identified above, 
some useful conclusions can be drawn. As for the critical issue of tourist-destination identification, as tourist 
behavior has changed significantly due to the pandemic, DMOs should strive to maintain or build a strong 
identification between their target-markets and the destination; health and safety issues and changes in attitudes 
and other psychographic characteristics or differentiation of travel habits need to be considered carefully while 
branding a destination in the post-covid era. The vital importance of on-site experience for destination 
personality and positive behavioral intentions has also been highlighted by the destination personality literature. 
Service quality and tourist satisfaction at the destination remain as key success drivers and perhaps have a 
growing importance due to increased expectations and needs caused by the pandemic and the restrictions it 
caused on psychological and social aspects of our lives. DMOs should focus on major determinants of service 
quality and satisfaction as formed during and after the pandemic and design their offerings and services on this 
new basis of elevated standards. Social media provide new opportunities for DMOs to reach out to consumers 
and position a destination around the feelings it generates, and its ability to offer visitors unique experiences, 
relationships, meanings, and self-expressions is a strong competitive advantage (Dickinger & Lalicic, 2016). 
All of the above remarks need to be considered from a cross-cultural perspective leading to customized offerings 
and communication strategies. As Hultman et al. (2017) suggest, it is important to actively communicate the 
destination brand to consumers, since positive effects of strong personalities increase when successfully  
communicated. The use of the appropriate vocabulary in destination content is useful to better project the 
desired personality as varying information for tourism destinations promotes different personality traits 
(Vinyals-Mirabent et al., 2019). Automated clustering or classification of existent or new products can facilitate 
not only the campaign but also the package building (Sertkan et al., 2018). In the same context, intelligent data 
analysis tools, such as machine learning can be extremely valuable for DMOs (Zhang et al., 2019). 

Conducting marketing research on a more regular basis and ensuring strong market orientation should 
be the fundamental basis of any recovery attempt. The sector, in order to retain its competitiveness, should 
constantly and appropriately readjust its marketing planning, with a special focus on destination personality 
and its conveyed messages. Emphasis should be put on cultural differences and the concept of self-congruity 
while the importance of the on-site experience, service quality and tourist satisfaction cannot be neglected. 
Marketers should keep modifying and/or developing tourist experiences by utilizing User Generated Content 
knowledge or intelligent data analysis tools. Collaborative marketing practices are essential within this context 
in order to co-create a unique tourist experience. As Baloglu et al. (2014) suggest, it is also important for DMOs 
to customize their marketing communication for each segment based on what aspects of brand personality 
influence behavior and positive word-of-mouth. To conclude, primary and comparative research on the impact 
of the pandemic on brand personalities of various destinations could be added to this discussion.
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RELIGIOUS EVENTS AND DESTINATION COMPETITIVENESS; 
INFLUENTIAL ROLE OF LOCAL CULTURE AND PLACE IDENTITY 
– STUDY OF THRISSUR POORAM IN INDIA 
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Abstract: 
Religious events play a vital role in retaining the cultural values of a place. It 
further leads to establishing a distinct identity of the place. Previous research 
emphasizes the significant contribution of local culture in developing tourism 
competitiveness and determines the opportunities and future scope of tourism 
development in a region. While several constructs involve ascribing a unique 
identity to the place, it is important to probe the constituents of the religious 
events’ heritage value and their role in shaping place identity. The present 
research examines the role of religious festivals in preserving the heritage value of 
the place and sustaining its distinct identity by taking note of Thrissur Pooram, 
a mega-religious event conducted in a temple in Thrissur, a state of Kerala in 
India, in the month of May every year. The study employed a qualitative research 
framework and used a multi-method. Data collected from personal experience, 
photographs, and images from different sources and in-depth interviews with 
the organizing body members were analyzed. The findings emphasize the 
importance of religious events in triggering emotional attachments to cultural 
values in the local community, which further leads to the development of place 
identity and destination competitiveness. 
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INTRODUCTION

Festivals represent a multifaceted cultural phenomenon that 
combines traditional cultural practices with artistic innovation (Getz 
& Page, 2016; Rossetti & Quinn, 2021). Due to the experiential signifi-
cance, festivals have emerged as a cultural process that often reflects 
the transformation according to time at one end and the acceptance 
of people at the other. In the course of time, many places have been 
known for the festival held. From mere celebrations, festivals emerged 
as a significant player in the local economy, adding a commercial 
dimension to it, and festivals became consumable products (Del Barrio 
et al., 2012). Jordan (2016) refers to this process as ‘Festivalisation’ 
to highlight the cultural consumption happening through intendedly 
designed festivals to pull attendees.

Festivals are, by and large, perceived as cultural (Rossetti & Quinn, 
2021) and social (Kuo et al., 2021) resources. The manifold advantages 
of festivals have been widely acknowledged in festival tourism literature.  
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The perspective brought by such authors includes festivals support the local economy to a great extent (Felsenstein 
& Fleischer, 2003), establish the cultural identity (Jaeger & Mykletun, 2013), serve as an effective tool for 
marketing and branding (Dimmock & Tiyce, 2001), generate social well-being (Mair & Duffy, 2018) and promote 
sustainable development (Perry et al., 2020).

A substantial amount of literature examines visitor experience in various types of festivals stemming from 
cultural and heritage backgrounds, such as food festivals, music festivals, ethnic festivals, cultural festivals, 
etc. (Laing, 2018). However, religious festivals, in this regard, still remain under-represented events, if not 
completely ignored, despite sharing a close affinity with cultural and heritage tourism (Rinschede, 1992). 
Religious events form one of the major attractions of religious tourism (Chen et al., 2019), which has been 
recognized as one of the fastest-growing tourism segments in recent years (Raj & Griffin, 2015). Religious 
events are considered an important part of the daily life of people in the countries that have strong roots in 
religions. Such events are embedded in the consciousness of people and strictly follow local conventions and 
traditions. It often reflects the shared values, traditions followed by generations that have a deep emotional 
association with time, space, nature, and other objects considered auspicious. Therefore, it is worth to examine 
the constituents of religious festivals, their heritage value and role in making place identity that further may 
have influence on destination competitiveness.

India being a country with a legacy of rich cultural heritage where the concept of the festival is deeply 
attached to nature, seasons, legends, and folk traditions over thousands of years. According to the widely 
followed beliefs, religious shrines (every religion) conduct celebrations marking the importance attached to 
the deity. Special arrangements made for such celebrations temporarily convert the place into a confluence of 
pilgrims, performing artists, traders, facilitators, and tourists. Situating the present study in the context of the 
Thrissur Vadakkumnathan Temple festival, known as Pooram in the southern state of Kerala in India, this 
research is an attempt to study the significant role of the religious festival as a means of transmitting heritage value 
in the regional context, its role in developing place identity and contribution to the destination competi-
tiveness.

The main objectives of the present research are:

• to study the role of Thrissur Pooram in reinforcing the unique cultural identity of the place,
• to study how the festival transforms the space and communicates the heritage value through tangible 

and intangible means, and
• to examine the destination competitiveness through the prism of festival events.

LITERATURE REVIEW

Festival and Identity

Festivals are considered the bridges between people and places (Finkel & Platt, 2020). They display innate 
linkages with personal, social, cultural, and national identity (Jaeger & Mykletun, 2013; Zhang et al., 2019). As 
such, the formation and celebration of identity are recognized as key elements in the creation of the destination 
identity of the region. In this regard, festivals are identified as an effective tool to promote the identity of the 
place. Tourism planners and marketers use festivals as a means to promote tourism opportunities in cities 
(Finkel & Platt, 2020) as well as in rural localities (Blichfeldt & Halkier, 2014)

Theme-based festivals, such as food festivals (I. Lee & Arcodia, 2011), music festivals (Duarte et al., 2018), 
and shopping festivals (Peter et al., 2013) are some of the widely popular events, actively used as avenues to 
create and promote destination identity and branding and promote a specific form of tourism like culinary 
tourism (Yang et al., 2020).

Contemporary and traditional forms of cultural festivals promote destination image by featuring the unique 
elements and attractions of the place. Such as the ‘fringe festival of Canada’ and ‘The Edinburg festival’ (Prentice 
& Andersen, 2003) position the cities as festival destinations by promoting art and creativity. The ‘cultural 
capital of Europe’ event in 2001 was an event-led regenerating and positioning strategy to promote Rotterdam 
as a cultural destination (Richards & Wilson, 2004). Similarly, the untold festival promotes Transylvania’s 
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mythological heritage, Romanian culture, and traditions driving tourism and economic development in the 
region (Cianga, 2020). This way, festivals are perceived to contribute significantly to developing the sense of 
place or placemaking (Cianga, 2020; Lau & Li, 2015) by generating meaning and experience of the space.

Another observation from previous research is that festivals influence attendees’ experience and perception 
of the host destination by offering cognitive and affective engagements. Destination managers identify the 
cognitive and affective components that contribute to unique destination experiences and then make decisions 
on destination branding and establishing place identity. For instance, based on the study of 12 regional food 
festivals in Australia, Lee &Arcodia (2011, p.364) emphasize that ‘the uniqueness and fun of festival activities’ 
were the main reasons for the impact of festivals on destination branding.

Since the attributes of festival performance are largely embedded in the local belief and values system, 
engagement in such activities plays a significant role in reinforcing the individual’s self-image and the collective 
identity of the community members in relation to the place identity. The study by Jaeger & Mykletun (2013) 
demonstrates that various processes related to the festival performance that largely build on or are displayed 
in a frame of local Sami culture and heritage have a significant influence on individual and social identities 
and place attachment. Likewise, Ricke (2015) states that the sensorial experience generated during the festival 
performance conveys social meaning and reinforces the attendee’s ethnic and national identity.

The festival environment is recognized to play a significant role in festival consumption. For example, 
popular music festivals where the sound combined with spectacular visual effects and impressive settings 
create a unique sensorial experience that facilitates the generation of emotional and authentic experiences, 
which further contribute positively and significantly to developing festival image (T. H. Lee & Chang, 2017). 
Such environment and experiences are also largely used in the promotional material of the destination to 
endorse festival iconicity. In addition, by engaging in cultural traditions, festivals can promote the preservation 
and re-invention of cultural heritage, as highlighted in the study of (Ascione & Fink, 2021) based on Italian 
sagre. The regional authorities can further use such events as an instrument of local development.

About the Thrissur Pooram Festival

Pooram in the local language indicates ‘a grand celebration’ normally associated with temple festivals. 
Thrissur Pooram is a renowned annual religious festival celebrated in the city of Thrissur, Kerala, located in 
the southern part of India. It is one of the grandest festivals in the region that attracts thousands of visitors 
every year from all over the country. According to history, the Poorams of the Thrissur area were denied 
permission to participate Arattupuzha Pooram for some reasons. To resolve the grievance of the local people, 
The King of Cochin (Rama Verma Tampuran) granted permission to hold Thrissur Pooram at the premises of 
the Vadakkumnath Temple at Thrissur and the King himself monitored the celebration in the beginning. The 
festival is celebrated in the month of Medam on Pooram day (one day before of rising of the Uttramstar on 
the horizon, as per solar based local calendar) and sets on Makam star when the moon rises with the Pooram 
star, which falls between April-May.

The participant temples are divided into eastern and western sections, and in total, ten temples participate 
in the Pooram festival. The eastern side is called Paramekkavu (representing the Goddess Parvathi), and the 
Western side is called Thiruvambadi (Main deities: Sri Krishna, Ayyappa, Goddess Parvati). The Vadakkumnatha 
(Lord Shiva) Temple is situated in the center of the circle (known as Thekkin Kadu) in Thrissur. The deities 
from Paramekkavu and Thiruvambadypay respect to the main deity of Vadkkumnathan during the Pooram 
festival time. The deities are placed on decorated elephants as per strict traditional conventions and are 
accompanied by musicians playing instruments, and people from that area visit the Vadakkumnatha Temple. 
The colorful procession, accompanied by musicians playing traditional musical instruments, other events, and 
the crowd make this festival a unique cultural representation of Kerala.

A number of elements constitute the cultural heritage of the Thrissur Pooram festival - the architectural 
features of the temple, mural paintings inside the temple walls, materials associated with the temple kept in the 
premises, legends and myths associated with the main temple, and temples around, traditions associated with 
the pooram procession, various objects used with specific meaning and purpose, traditional ways of performing 
the music instruments and the colorful fireworks and the culture deeply associated with the pooram festival 
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and the local people who are passionate and protective about the festival as it holds a great symbolic value for 
the people of Thrissur; in both cultural and spiritual ways. It takes months of preparation, and a large number 
of people from different sections of society put up their skills and efforts to make the Pooram a complete grand 
success.

Figure 1. Images showing the location, main shrine, and the pooram festival

Source: Google map and Google images, 2022

METHODOLOGY

The present study adopted a qualitative framework and followed a constructivist paradigm. Inductive 
approach has been adopted to achieve the research objectives. Qualitative research is considered highly useful 
in examining complex and subjective issues associated with a research problem (Braun & Clarke, 2014) and 
helps the researcher to gain insights into how individuals create meanings (Patton, 2015; Flick, 2009). 
Cultural festivals are suggested as a complex phenomenon (Lau & Li, 2015), integrated sites (Perry et al., 2020) 
which are multifaceted, dynamic in nature, and involve intricate interactions among space, people, and affect 
(Brownett & Evans, 2020). Therefore, taking into account the multiple constituents of the context, the study 
demanded the compilation of different types of data to reach logical conclusions. The data used for the present 
study include notes made on from participation and observation conducted during the festival in the month 
of May 2022, different images of the festival (in the form of photographs, newspaper articles, and private 
collections) collected from different sources, and data collected through semi-structured interview.

In order to identify the major constituents and mechanisms that contribute to creating a unique festivalscape, the 
landscape approach (Gou & Shibata, 2017) is employed, where festival images are used to identify spatial configu-
rations, content, and experience. As such, images are widely employed tools in various research contexts, for 
example, to study public images as social indicators (Cherem, 1972), visitor experience (Gou & Shibata, 2017), 
and destination image. The researchers recognize images as a unique opportunity to explore and unpack the 
deeper concepts by analyzing the underlying association of the images with the context, intent, meaning, and 
interpretation (Ardévol, 2012; Drew & Guillemin, 2014; Rose, 2016).

Further, to recognize the local perspective on the importance of the event in ascribing a distinct identity to 
the place, semi-structured interviews were conducted with the organizing committee members of the Pooram 
Festival.
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Procedure 

Multiple sources were approached to collect the images in order to generate a rich composition, and a 
selection criterion was developed to screen the images to remain focused on the study objective. The images 
which show different facets and layers of the festival, such as physical settings, spatial change (temporary and 
permanent), actors and their roles, activity, time, and feeling of participants, were included. Images that were 
highly repetitive in nature or not communicating anything new were rejected. Through this procedure, finally, 
52 images were selected for the study, which included the researcher’s self-clicked photos during the site visit 
(16), magazines (13), newspapers (17), and album collection of temple administration (06).

Members of the festival organizing committee were approached for conducting semi-structured interviews. 
Semi-structured interviews were found to be quite useful in eliciting information from the respondent as the 
researcher can use clues and collect detailed information pertaining to a subject (Irvine, 2011). Out of the 12 
members who agreed to participate in the interview, we could conduct six successful interviews, each lasting 
almost 20 minutes. The audio-recorded interviews were transcribed into English for analysis purposes. The 
present study involved a multi-method, and the information received from the respondents was more general. 
Hence, the different types of collected data, i.e., the notes prepared from observations, codes generated from 
images, and the transcript of the interviews, were collated and performed thematic analysis to understand the 
underpinning themes related to the research questions.

Analysis

Due to the study’s thrust and the nature of the present data study used thematic analysis where a constructive 
approach was employed to interpret the results. In the qualitative research analysis process, the data is viewed 
and examined by taking cognizance of the importance of the context (Hilton et al., 2020). Thematic analysis is 
a widely employed tool for investigating subjects that are less understood, complex in nature, intricately inter-
twined with contextual factors, and thus require discernment and useful interpretation (Braun & Clarke, 2016; 
Hannam & Knox, 2005). According to Braun and Clarke (2016), thematic analysis is a useful tool ‘where it is 
recognized that the meaning or significance of the whole may be more than the sum of its parts. The process 
of theme development was iterative and included three steps- open coding, axial coding, and selective coding, 
where constant comparative analysis is used on the basis of similarities and differences to refine the concepts 
and categories.

RESULTS

Based on the analysis of the images, eight subcategories and four major themes were identified (see Table 1), 
which were found to be complexly entangled (see Fig. 2) and leading towards the following interpretation.

A Dynamic Space

Study findings indicated that the celebration of the Thrissur Pooram festival transcends the spatial territory of 
Thrissur city into a fluid space with the overtone of sacredness. The performance of festival consists of a range 
of sacred rituals performed at various temples. These temples are located at different sites in the city, and a huge 
public procession is conducted to connect these temples. As a result, the festival venue covers a large physical 
space that includes sacred spaces, i.e., the temple premises, as well as the city’s urban space, which consists of 
various secular features such as commercial buildings, open ground, bus station, etc. In order to facilitate the 
visitors and conduct the festival smoothly, several kinds of temporary structures come up during the festival 
celebration to accommodate various cultural and religious activities. These temporary changes induce visible 
transformation in the city’s physical appearance and facilitate the altered usage of the urban space for cultural 
and religious purposes. Further, the Holy character of the event, religious symbolism, and embodiment of 
religion in sacred practices performed publicly during the festival transcend the perception of secular spaces 
of the city to a sacred territory that blurs the dichotomy between urban-traditional and sacred-secular.
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Complex Interaction

The findings recognized multiple constituents of the festivalscape that primarily include humans, objects, 
and their active interaction in a dynamic space. Various objects related to cultural and religious utility are identified to 
form a major element of the festival performance. It includes cultural objects like colorful caparisons (nettipattam), 
shields (aalavattams), ornament (venchamarams), designer umbrellas, traditional instruments, handicrafts, 
traditional attire, as well as religious objects such as sacred offerings, prayers objects, and worship idols. 
Elephants, the iconic features and major highlight of this festival, are the only living objects in this category. 
The elephant holds substantial religious significance in Indian tradition and is considered a sacred vehicle of 
the deities. In religious symbolism, carrying Holy idols on the elephant’s back is the manifestation that God 
occupies a highly revered space where all the devotees can also see (darshan) and get the blessing of God.

Heritage Value

The interplay between space, people, and objects during the Thrissur Pooram celebration is observed to 
transmit cultural and religious heritage attributes of the place and its community, which may be of regional,  
national, or international significance. Predominantly, these attributes are intangible in nature, such as indigenous 
artistry and skill, local history, religious belief, religious tradition, and religious value manifested during festival 
performances through visual cues. Nevertheless, many temple structures can be considered tangible heritage 
assets, particularly the Vadakkunnathan temple dedicated to Lord Shiva, which was recently nominated for 
inclusion in the World Heritage list for its significant architectural, aesthetic, historical and religious value. In 
addition, the other ancient temples serving as the venue of different rituals conducted during the event also 
showcase India’s traditional Dravidian style of temple architecture.

People in various roles, such as visitors, performers, devotees, organizers, priests, etc., constitute another 
core feature of the festival. They are observed to engage actively with the objects in cognitive and affective 
manners, further, which is innately influenced by the impression of the surrounding space. Performance 
of ritualistic practices, following the traditions, encourage cognitive engagement of the performers, and the 
audience (including pilgrims and tourists), while on the other realization of the festivalscape as a sacred 
territory triggers the affective engagement of people. Public performances of religious rituals and the display 
of holy icons stir the emotions of spectators and devotees. The expression of reverence, awe, and devotion by a 
massive crowd of devotees and religious community further intensifies the sacred environment of the festival. 
This way, people and their engagements are not just affected by the perception of place but also contribute to 
the co-creation of festivalscape.

The Perspective of the Organizing Committee Members

The outcome of interviews with members of the organizing committee reflects a positive opinion and 
strong attachment to the Thrissur Pooram festival. The major themes that emerged through the conversation 
are as follows:

An authentic ancient Hindu festival

Most of the respondents expressed great faith and confidence in the performance of Thrissur Pooram. 
They deemed it the most authentic and original religious festival involving a whole lot of traditional Hindu 
rituals. After so many years of its origin, these rituals have still been intact and performed in the same way as 
it was started by Sakthan Thampuran, the founder of Thrissur Pooram. According to one of the respondents:

“All these rituals are conducted in the same way as there were 300 years ago when the Pooram started”.

“Thrissur Pooram has a rich history to its origin. The rituals and traditions followed during the Pooram have 
been established by the king Sakthan Thampuran himself”.
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A matter of identity, pride, and a sense of community

The response of the majority of the members indicates their attachment to the festival where it is not 
considered just an occasion of celebration but a way of connecting people, bringing harmony, and endowing 
a unique identity to Thrissur and its people.

“Thrissur Pooram is a matter of pride for the people of Thrissur, and I can say that it is not Just Thrissur…”

They agreed that Thrissur Pooram is their pride. It is the grandest and one of the widest-recognized festivals 
in the country. It is one of the unique religious festivals that brought huge recognition to Thrissur, and this 
festival has the potential to elevate the recognition of Thrissur at the global level.

While respondents expressed an assortment of various emotions during answering, including awe, reverence, 
pride, and delight, one of the most prominent emotions that the researcher personally felt was the immense 
love they all have for Thrissur Pooram. In the words of one respondent:

“Thrissur Pooram is a lifeline for every resident of Thrissur. It is a part of who we are”. 

A promoter of tourism

Thrissur Pooram is one of the biggest tourist attractions in Kerala. It is considered the largest among all the 
festivals and is popularly referred to as the ‘Pooram of Poorams’. Respondents perceive the event as a major 
cultural and religious attraction that draws visitors from different parts.

“Thrissur Pooram is a grand event and offer many cultural and spiritual attractions that attract  
many visitors”.

“Thrissur Pooram is one of the favourite festivals of foreigners, and in all the Poorams before Covid,  
there has been a steady presence of international tourists”.

Table 1. Major Constituents of Thrissur Pooram Festival

Open code Axial code Themes Actors

Security staff, exhibition visitors,  
customers, sellers, on-lookers, musicians,  
drummers, dancers, cultural performers,  
audience, Elephant trainers

Artisans, visitors, performers, audience, 
management staff Cognitive engagement

People

Group of Priests, crowed of devotees, bowing Worshiping, devotion, ecstasy, Affective engagement

Idol of God and Goddesses, sacred offerings, 
prayer objects Deity, religious objects

Religious

ObjectsElephant Sacred animal

Colorful caparisons (nettipattam), shield 
(aalavattams) ornament (venchamarams) and 
designer umbrellas, Exhibition items

Musical instruments, decorative crafts, 
traditional attire, traditional cuisine, 
handicrafts

Cultural

Temples, procession route, temple premises 
(gathering ground)

Permanent sacred space, temporary 
sacred space Sacred

Dynamic 
SpaceExhibition ground, performing art venue,  

commercial shops, stalls
Permanent utility space, temporary 
utility space Secular

Temple structure Architecture Tangible attributes

ValueTraditional religious practices, rituals, cultural 
traditions

Indigenous workmanship and skill,  
history, religious belief, religious  
tradition, religious value, meaning

Intangible attributes

Source: Authors’ elaboration
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Figure 2. Integration of religious festival constituents

People

Space Objects
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Cultural
aspects

Religious
aspects

Heritage
Attributes
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Source: Authors’ illustration

DISCUSSION 

The study’s findings are consistent with the place theory that perceives a place as a dynamic entity that is 
not limited to its physical existence. According to Relph (1976) and Tuan (1977) notion of place emerges when 
people begin to ascribe meaning, values, and utility to a geographical location by engaging in sociocultural 
practices and attaching their emotions to it. The present study recognizes that the realm of sacred space expands 
beyond the delineated religious boundaries, i.e., temple premises to the entire city. Through the public perfo-
rmance of sacred rituals and engagement in various kinds of religious and cultural practices which bear deep 
meaning and sentiments for the associated community, the secular character of the urbanscape of Thrissur 
city transforms into a sacred territory during the celebration of Thrissur Pooram festival. The expression of 
profound emotions in the festival attendees reflects their transcendent experience of the space and supports 
the assertion of scholars identifying religious sites as heterotopias (Shackley, 2002), third spaces (Olsen, 2012), 
and liminal spaces (Turner, 1973) that exist beyond the material form, constantly evolving between the real 
and the imaginary and shaped by socially and individually constructed meanings (Belhassen et al., 2008). The 
present findings suggest that religious festivals contribute to transcending the attendees’ spatial experience by 
blurring the impressions of physical territory and its urban nature by producing a fluid space that predominantly 
bears sacred imprints.

The celebration of the Thrissur Pooram festival includes a range of activities. The festivalscape is observed 
to accommodate both secular and sacred engagements of the attendees, such as commercial engagements, 
cultural and learning involvements, and religious performances. This result supports the growing consensus 
in the academic domain on the diminishing dichotomy between sacred and secular at religious sites (Bond 
et al., 2015; Collins-Kreiner, 2010; Della Dora, 2012). Present findings recognize multiple constituents of 
the Thrissur Pooram festival that primarily include objects of religious and cultural significance and human 
agency. An intricate entanglement between these two elements produces a unique sense of place, reflecting 
the meaning and values associated with the place, and thus making space itself one of the core constituents of 
the event. The interplay among objects, people, and space reflects local history, traditions, beliefs, knowledge, 
and skill. Local people express their great faith and attachment to the festival, for being deeply rooted in their 
legacy, and consider it a facilitator to promote a sense of identity and community. This outcome corroborates 
the assertion of Rossetti & Quinn (2021, p.928), considering festivals as public platforms of “shared histories, 
shared cultural practices, and ideals, as well as creating settings for social interactions. They are arenas where 
local knowledge is produced and reproduced, where the history, cultural inheritance and social structures that 
distinguish one place from another, are revised, rejected, or recreated”.
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As many researchers (Nolan & Nolan, 1992; Rinschede, 1992; Shackley, 2001) point out religious sites are 
also places of historical and cultural heritage tourism. The present study identifies support for this view in the 
case of the Thrissur Pooram festival. Despite being a religious event, a range of cultural activities, including 
music, cuisine, handicrafts, and craft exhibitions, present the significant features of the festival. Therefore, our 
findings suggest that religious events offer a blend of cultural and religious attractions just as the religious sites 
do, although many of the cultural elements carry strong religious values.

Further, the findings disclose that various sacred and secular elements associated with the celebration of 
the Thrissur Pooram festival convey the heritage attributes of the place. Although the material structure that 
possesses heritage value is limited, in this case, Vedakkunath and other temples, a larger range of elements 
represents the intangible category of heritage that is primarily conveyed through visual stimuli and material 
cues. It corroborates with the analysis of cultural festivals by Del Barrio et al. (2012), suggesting festivals are 
primarily an intangible heritage for reflecting the continuity of traditions and values of the past in the form of 
performances and essentially offering an experience consumption.

In this regard, while considering the role of the Thrissur Pooram festival in enhancing the city’s tourism 
potential, this event offers several competitive advantages and opportunities for tourism marketing and 
destination promotion. Researchers in previous studies recognized that tourism developers/planners could 
successfully design a distinct destination image based on the unique features displayed during the celebration 
of cultural festivals (Prentice & Andersen, 2003; Richards & Wilson, 2004) and indicate the marketing advantages 
of such events. The unique constituents of the Thrissur Pooram festival identified in the present study exhibit 
various tangible and intangible heritage aspects of Thrissur city. These features contribute significantly to 
positioning the cultural-centric tourism potentials in particular. The influential character of this festival 
ascribes a distinct identity to the city and reinforces its religious and cultural values. Images and glimpses of 
this festival are extensively employed by the government authorities and tour planners in tourism promotional 
material, which literally aids in establishing destination attractiveness.

Furthermore, the grand scale and exclusive nature of the festival, encompassing both sacred and secular 
elements, enable the planners to arrange various engagements for the visitors that can facilitate generating 
authentic and quality experience consumption. Such experiences are critical for the destinations to achieve 
competitiveness, particularly given the rising experience of economy of the present day (Pine & Gilmore, 
1998). Lee & Arcodia (2011) and Yang et al. (2020) suggest that various activities designed around the festival 
significantly influence visitors’ experience, and they can be effectively employed in destination branding and 
image building to gain competitive advantages.

Finally, the current study’s outcomes recognize the local population’s emotional attachment to the festival. 
Local people reported experiencing emotions of love, joy, respect, and faith in the celebration of the Thrissur 
Pooram festival and attaching their sense of pride, community, and belongingness to this festival. It supports 
the assertions of Singh et al. (2020) that religious attractions are primarily emotive in nature and joy and love 
are the most basic positive emotions generated during festival consumption (Rodríguez-Campo et al., 2022) 
that further lead to social identification, satisfaction, and positive behavior and attitude in the attendees 
(J. Lee, 2014).

CONCLUSION

The present research is undertaken to explore the role of religious festivals in generating a distinct identity 
of the place by seeking insight into the core constituents of such events and their impact on producing the 
meaning and values of the place for the associated community and reinforcing its unique identity.

Study outcomes recognized Thrissur Pooram festivals exert notable influence in producing an exclusive 
cultural landscape that exhibits a unique fusion of vibrant culture and powerful religious emotions. The event 
transforms the spatial experience by generating a dynamic interaction with the actors, resulting in a fluid 
space through active and complex entanglement among objects, people, and space. Along with being places 
of veneration, religious sites are often reported as historical sites. In this regard, religious events must also be 
considered as the arenas displaying cultural and religious attributes of the place, accumulated over a long time, 
and reinforcing the socially and culturally ascribed meaning and value to the place. 
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The exclusivity and influential character of the Thrissur Pooram festival lead the positive attitude and 
attachment to the local community on the one hand as well as stimulate increased marketing opportunities on 
the other. The festival is one of the major attractions in the region and attracts an increased number of visitor arrival. 
It presents a promising prospect to design the unique identity of Thrissur city based on the cultural idiosyncrasy 
exhibited during this event. In addition, this festival also contributes to generating an enriching experience for the 
visitors by manifesting local traditions and offering insights into local history, culture, and religious values.

Based on these outcomes, the present study suggests that religious festivals are unique attractions and 
experiential spaces. These events are effective tools of community-led, folkloric place-making and contribute 
to assigning an interesting and distinct identity to the place, which marketers and promoters can utilize to 
enhance the tourism competency of the destination.
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APPENDIX

View of starting of Kudamattom  
(Displaying colorful umbrella on the elephants facing each other as part of the main Pooram)

The crowd gathered to witness the Kudamattom Panchavadyam Performance  
(performance of five traditional musical instruments)

The grandeur in display to honor the deity Exhibition of pooram chamayam  
(exhibition of materials prepared)

Source: Authors’ archive, 2022
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THE ROLE OF CULTURAL RESOURCES AS A FACTOR OF 
COMPETITIVENESS IN SOUTHEAST SERBIA

CONFERENCE PAPERS

Abstract: 
One of the important factors of the tourism offer of any destination are the 
cultural resources that a destination possesses. Cultural resources depict every-
thing that is characteristic of the destination and can introduce tourists to the 
specifics of the people living in those areas. Bearing in mind that attractiveness 
of the destination is one of the major factors that dictates the position on tourism 
market, development of cultural resources can significantly improve the tourist 
offer of the destination. A potential problem can be lack of investments, which 
can lead to stagnation in the destination development. Better understanding the 
role of cultural resources in tourism development can, to some extent, contribute 
to solving the problem of destination development and directly influence the 
increase in the competitiveness of the destinations in Southeast Serbia. This 
paper will discuss the role of cultural resources as a factor of competitiveness 
of Southeastern Serbia in order to better familiarize with the current situation 
and propose measures for more efficient development.
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INTRODUCTION

Tourism is an activity that has a direct impact on economic and 
social development and greatly contributes to the gross domestic 
product. Competition is increasing due to an increasing development 
of destinations and tourist offers. What characterizes competitiveness 
in tourism are destination’s natural and cultural resources, infrastruc-
ture, and accommodation facilities that the destination offers. World 
Economic Forum developed the TTCI1 methodology, i.e., Travel and 
Tourism Competitiveness Index, for the purpose of measuring com-
petitiveness. This index indicates how competitiveness is moving and 
factors that have a direct impact. Also, it provides an insight into the 
areas that the attention should be paid to in terms of improving the 
resources available and can be crucial in development of the offer of 
a specific destination. (Jovanović et al., 2015). The subject of the work 
is to research into the role of cultural resources in competitiveness 
of the Southeast Serbia. The aim of the work is a proposal for the 
development of cultural resources and their impact on tourist offer 
competitiveness.

1 TTCI (Travel and Tourism Competitiveness Index) was developed by World Economic 
Forum.
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Competitiveness and sustainability of cultural resources

According to Petković, 2019 the only certain cultural resources categorized as cultural assets can be tourist 
attractions. The biggest attractions are the cultural assets which are most authentic and valuable. Cultural 
resources can be divided into tangible and intangible. Tangible cultural resources include all sites and facilities of 
cultural and historical importance, whereas the intangible ones include traditions, religion, art, and everything 
that makes up the culture and spirit of a nation. (Petković, 2019)

Due to the use of cultural resources for tourist purposes, tourism has branched out into cultural tourism, 
which has proven to be a very good way of increasing competitiveness. The advantage of cultural tourism is 
that it highlights cultural resources of a destination. Tourists are offered authentic products of a specific 
destination, so that each destination can be distinctive and recognized on tourism market for what it has to 
offer. (Li and Du, 2021)

Competitiveness of a destination reflects in its ability to properly use the resources it has to create a unique 
tourist offer that will be competitive on the tourism market while taking care of sustainability of those resources. 
(Kumar and Dhir, 2020) Tangible and intangible cultural resources can greatly influence the positioning of 
the destination on the tourism market. For example, competitiveness can be increased by creating thematic 
tours with cultural and historical features of the destination.

Sustainability of resources is the adequate use of those resources in order to preserve them for future 
generations. Socio-cultural sustainability is the connection between people and the environment with the 
protection of cultural resources in mind. 

In order to preserve cultural identity of a tourist destination, overtourism must be avoided because it can 
have harmful consequences on the socio-cultural environment. (Santos et al., 2022)

Authenticity of cultural resources is based on the cultural and historical heritage of a particular destination. 
In addition to exceptional natural resources, Serbia is a destination rich in history, so part of the tourism offer 
is based on its cultural resources. The basis of the competitive advantage are the resources of the destination. 
Along the attractiveness and authenticity of the resources, it is very important to take care of sustainability 
in order to build the destination’s competitive advantage. It is necessary to have professional staff who will 
deal with maintenance of resources, as well as staff who will adequately present these resources as a tourism 
offer. Infrastructure, tourism infrastructure and the preservation of historical and cultural heritage must be 
considered as well. (Popesku, Pavlović, 2013)

The aim of the TTCI index is to measure how different factors affect competitiveness of a destination, 
influence attractiveness and development of tourism at different destinations (Jovanović et al., 2013). The index 
and sub-index indicate what needs are to be improved in order to increase the growth of a certain sector. 
Subindexes used to measure competitiveness are: Enabling Environment, T&T Policy and Enabling Conditions, 
Infrastructure and Natural and Cultural resources. (Milutinović and Vasović, 2017)

As shown in Table 1, and according to the Travel and Tourism Competitiveness Index, in 2019, Serbia was 
ranked 83rd in the world in terms of competitiveness. If we make comparison between 2015 and 2019, Serbia 
has reached a better position in the world list (Table 1). (TTCI report, 2019)

Table 1. TTCI Past performance of Serbia (2015 – 2019)

Travel & Tourism  
Competitiveness Edition 2015 2017 2019

Rank 95/141 95/136 83/140

Score 3.3 3.4 3.6

Source: Travel & Tourism Competitiveness Index 2019 edition (link: https://reports.weforum.org/travel-and-
tourism-competitiveness-report-2019/country-profiles/#economy=SRB)
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According to the Travel and Tourism Development Index, Serbia was ranked 70th in the world. The subindex 
measuring development of the destination based on the reason for travel is Travel and Tourism Demand Drivers. 
This subindex contains three pillars, one of which is cultural resources. (Table 2)

Table 2. TTDI Performance of Serbia 2021

Travel & Tourism Development 2021

Rank 70/117

Score 3.8

Source: Travel & Tourism Development Index 2021 edition (link https://www3.weforum.org/docs/WEF_Travel_
Tourism_Development_2021.pdf)

Destination’s competitiveness is improved when the cultural resources are on the UNESCO World Heritage 
List, as this attracts many foreign tourists. Having cultural heritage on the World Heritage List is of great 
importance for it increases destination’s historical and cultural value. It is necessary to protect cultural property 
in order to prolong its life and preserve its quality and values. Implementation of the sustainable development 
system in the field of tourism can bring benefits and increase the standard of living for the local population 
while preserving and improving the locality for future generations. (Jovanović et al., 2015) 

An interesting fact is that in 2019 Serbia ranked 67th in terms of cultural resources. There are 5 important 
cultural resources on the UNESCO list, where only 3 are intangible and another one belongs to the category 
of cultural and entertainment tourism digital demand. (Table 3).

Table 3. TTCI Cultural recourses performance of Serbia 2019

2019 VALUE RANK

Cultural resources and business travel 1.7 67

Number of World Heritage cultural sites 5 49

Oral and intangible cultural heritage 3 52

Cultural and entertainment tourism 
digital demand 1 112

Source: Travel & Tourism Competitiveness Index 2019 edition (link: https://reports.weforum.org/travel-and-
tourism-competitiveness-report-2019/country-profiles/#economy=SRB)

Cultural heritage in Southeast Serbia

Southeast Serbia is rich in both cultural and historical heritage. Part of that historical heritage dates back 
to the Roman period. This area is rich in colorful customs, traditions and gastronomy that should not be 
neglected. (Trkulja, 2010; Đukić et al., 2016; Began et al., 2017; Sančanin and Dramićanin, 2019) The largest 
city in southeastern Serbia is Niš, which is also the birthplace of Constantine the Great. 

This part of Serbia boasts many monuments, museums, galleries, cultural events, archaeological sites, 
monasteries, and churches and three significant fortresses. Examples of historical heritage from the Roman 
period are the archaeological site of Mediana in Niš and Justinian Primus in Leskovac. Also, part of the heritage 
dates back to the Turkish period, so we have the famous Skull tower monument in Niš. In addition, significant 
cultural manifestations and festivals are organized in this part of Serbia. According to the authors, the most 
famous and significant cultural and historical sites are:

The stone village of Gostuša is located 25 km from Pirot. Fortifications from the Roman period can be 
found close to the village. The village is characteristic in its appearance with the houses covered with stone 
slabs. It is considered the oldest village in the Pirot area. (Turistička organizacija Pirot, 2022)
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The Ponišavlje Museum dates back to the 19th century and authentically shows how people lived back then. 
The museum exhibits clothes from that period, jewelry, pottery, furniture, and everything that represents the 
spirit of the time. Due to its authentic appearance and preserved cultural heritage, our famous film director 
Zdravko Šotra used the museum as the setting in two of his films that well depicted the life of the people from 
the southeastern part of Serbia. (Turistička organizacija Pirot, 2022)

Bora Stanković House Museum is the birthplace of the famous writer Bora Stanković. The house was 
converted into a museum in 1967 and it displays the items that belonged to the writer. The museum also 
exhibits his books, posters, and photos of theater performances. (Turistička organizacija Vranja, 2022)

Justiniana Prima is an archaeological site located 29 km from Leskovac and is an important landmark 
of that city. This archaeological site represents Empress’s city, founded by Justinian V in the 6th century. 
(Turistička organizacija Leskovca, 2022)

Mediana is an archaeological site that represents the remains of the ancient city of Naissus, which was built 
at the end of the 3rd and the beginning of the 4th century by the Roman emperor Constantine the Great. It is 
one of the most important archaeological sites in Serbia. (Turistička organizacija Niš, 2022)

The Skull tower is in Niš and is a unique monument in the world which, according to the Tourism 
Organization of the city of Niš, is visited by over 30,000 visitors annually. It was built after the battle on Čegar 
from the skulls of the Serbian soldiers in order to intimidate the local population. (Turistička organizacija 
Niš, 2019)

METHODOLOGY

Considering the large number of cultural resources in the area of southeastern Serbia, the previously specified 
localities are the most famous and the most significant according to the opinion of the authors of the paper. 
Type of the research is survey based. The Questionnaire has 17 questions. It was conducted in August 2022 
and represents the experience of tourists in the localities. Based on these data, we will show the attendance of 
the localities, the accessibility, and the conditions of the localities. Also, the results shall indicate where invest-
ments are needed and what could be done to make this region more competitive on the market. The survey 
was completed by 61 respondents, with 63.9% being women and 36.1% men. The majority of respondents 
(48.3%) belong to the age group of 25-40 years, 31.1% belong to the age group between 18-25 years, 19.7% to 
the age group of 40-60 and 1.6% to the group over 60 years. As for education, the majority of respondents, i.e., 
34.4%, have a college or university degree, 29.5% have graduated from secondary school, 27.9% of respondents 
possess a master’s degree, 6.6% of respondents completed PhD, whereas 1.6 % of the respondents completed 
only elementary school.

RESULTS OF THE CONDUCTED RESEARCH

Visiting cultural resources can be a very interesting and educational part of a trip. Based on the results of 
the research, it can be concluded that 90.2% of tourists include visiting cultural resources when planning their 
trip, whereas only 9.8% of respondents declared that they did not plan to visit cultural resources (Table 4). 

Table 4. Results of question number 4 in the research

Are you planning a tour of the destination’s cultural resources during your trip?

YES 90.2%

NO 9.8%

Source: Authors’ analysis
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As seen in the Table 5, the majority of the people (68.9%), plan their visits and get information from the 
social networks thus implying that digital marketing has to be high priority when promoting cultural resources. 

It certainly cannot be ignored that the majority of respondents belong to the age group 25-40, so that may 
be the reason why the most common answer is social networks. It must be kept in mind that the information 
about cultural resources must be presented in different ways and adapted to different ages. In addition to 
digital marketing, creative ways to advertise the resources must be found and different platforms providing 
the information about the resources included. (Table 5). 

Table 5. Results of the question number 5 in the research

Where do you get information about the cultural resources you plan to visit?

Social networks 68.9%

Website of the tourism organization 13.1%

Going to the tourism information center 4.9%

Travel agencies 3.3%

Locality brochures 9.8%

Source: Authors’ analysis

Based on the results, 80,3% of respondents visited the localities individually. This is not a problem of the 
tourist offer of the destination, but the insufficiency of local travel agencies, because the emphasis is not often 
placed on the offer of visiting the localities of the destination. If more visits and a better presentation of the 
locality is the goal, the above said needs to be a priority. (Table 6)

Table 6. Results of the question number 6 in the research

I visit cultural sights most often:

Individually 80.3%

Organized visit 19.7%

Source: Authors’ analysis

73.8% of people visited the Skull Tower and Mediana, sites in the City of Niš which is the largest city in 
the region. Therefore, it is only natural that sites around it, are the most visited ones. The results show that the 
presentation of the localities in Leskovac, Vranje and Pirot must be improved because they are unique, rich in 
history and culture and are a significant part of the tourism offer of Southeastern Serbia. (Table 7) 

Table 7. Results of the question number 7 in the research

What cultural recourses did you visit?

Mediana and Skull tower 73.8%

The Ponišavlje Museum and The stone village of Gostuša 4.9%

Justiniana Prima 13.1%

Bora Stanković House Museum 8.2%

Source: Authors’ analysis

As results indicate, 39.9% of the respondents said that the information about the sites were easily accessible. 
This is very important, because most tourists inform themselves about the sights to visit before visiting the 
destination. Also, in accordance with what was previously stated, this can help them decide on a destination 
to visit. When it comes to competitiveness, this is something that cannot be ignored (Table 8).
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Table 8. Rresults of the question number 9 in the research

Rate the level of information available about the sites

Very easily accessible 23%

Easily accessible 39.3%

Accessible 27.9%

Hardly accessible 8.2%

Inaccessible 1.6%

Source: Authors’ analysis

Table 9 shows that the majority of respondents, i.e., 44.3%, consider traffic infrastructure to be very good. 
(Table 9) Bearing in mind that most of the answers refer to Mediana and Skull tower, it is necessary to create 
better traffic infrastructure and tourist signage in other localities in order to improve wayfinding for better 
tourist experience. This can be a big minus when it comes to competition because traffic infrastructure and 
tourist signage are necessary when planning development of a tourist destination and locality. The most common 
answer for tourist signage is that it is well placed and accurate. (Table 10)

Table 9. Results of the question number 9 in the research

Rate the sites traffic infrastructure

Excellent 14.8%

Very good 44.3%

Good 29.5%

Poor 9.8%

Very poor 1.6%

Source: Authors’ analysis

Table 10. Results of the question number 10 in the research

Rate the tourist signage of the locality

Excellent 14.8%

Very good 29.5%

Good 37.7%

Poor 14.8%

Very poor 3.3%

Source: Authors’ analysis

Attention should be paid to localities’ accessibility for the disabled, because based on the research results, 
it can be concluded that the localities are not easily accessed. This refers not only to the need to employ profe-
ssionals who will be at their disposal during the visit, but also to the adaptation of complete facilities. Also, this 
will be helpful for the elderly, people with reduced mobility and parents with strollers (Table 11).
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Table 11. Results of the question number 12 in the research

Rate the adaptability of the locality to people with disabilities

Excellent 9.8%

Very good 14.8%

Good 37.7%

Poor 26.2%

Very poor 11.5%

Source: Authors’ analysis

The content of the locality is the most important item when evaluating competitiveness of cultural 
resources. It enables us to learn about the culture and history of the destination. Also, tourists can get closer 
to the traditions, customs, and way of life of a certain area. 

The results provide us with the conclusion that tourists are satisfied with the content of the cultural 
resources highlighted in the paper. Certainly, in order to stand out on the tourism market and be competitive, 
the content must be improved. When considering innovation, part of the content can be digitalized, and thus 
promotion of the locality would be increased to a higher level (Table 12).

Table 12. Results of the question number 14 in the research

To what extent were You satisfied with the composition of the locality

Extremely satisfied 31.1%

Very satisfied 47.5%

Satisfied 19.7%

Unsatisfied 1.6%

Very unsatisfied 0%

Source: Authors’ analysis

Human resources play a major role in competitiveness. In tourism, the relationship between employees 
and tourists is very important because the attitude and approach of the employees will leave a great impression 
on the tourists and thus influence their decision whether to visit the destination again. When we talk about 
cultural resources, it is very important to have a good local tour guide who will know how to properly convey 
the story and interesting things about the locality and thereby evoke the culture and history of the destination. 
According to the results, we can see that the employees at the localities have left a good impression on the 
tourists (Table 13).

Table 13. Results of the question number 15 in the research

Rate the level of service provided by local employees

Extremely satisfied 29.5%

Very satisfied 39.3%

Satisfied 27.9%

Unsatisfied 1.6%

Very unsatisfied 1.6%

Source: Authors’ analysis
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DISCUSSION 

As the results of the survey indicate, the current state of the presented cultural resources is good, with a lot 
of room for improvement. First of all, we should think about better organization of receptive tourism. Namely, 
travel agencies should be included in organizing interesting tours because, based on the research results, most 
tourists opt for individual organization when it comes to tours. Also, one should consider digital marketing, 
given that most respondents get information about destinations through social networks. The reason the locations 
of Mediana and Skull tower are better visited is better marketing implementation in the features of the city.

Results indicate that the information about localities is easily accessible, which is rather good for the 
destinations. Still, more should be invested in traffic infrastructure and tourist signage in order for the localities 
to be further improved and more competitive on the market. Also, awareness must be raised, and conditions 
for people with disabilities must be improved. This can be done by employing a professional who knows sign 
language, adapting accesses to localities and acquiring digital guides. Although the majority of respondents 
gave a positive response to the question regarding tourist infrastructure, there is certainly room for improvement, 
one possibility being to better adapt some accommodation facilities that would show the history of people’s 
lives in these areas. 

The positive attitude of the respondents regarding providing the services by employees in this area is of 
no surprise given that they are known for their hospitality. Content on the sites is satisfactory but should be 
improved in order to make the resources more attractive for visitors and thereby increase competitiveness. 
Promotion of the locality should be on a higher level, as mentioned earlier in the paper. Digital marketing and 
innovative promotional activities should take up a greater part in promotion activities. 

This research had some limitations. It would be better if a larger number of respondents participated in 
the survey so as to have a larger sample and a more precise picture of the state of the localities included in the 
research. However, this can be a very good basis for further research.

CONCLUSION

Competitiveness of a destination is a very important part of any tourist offer and all elements must be 
included. The Southeastern part of Serbia boasts its competitiveness precisely with its cultural resources, which 
is the main reason why more attention should be paid to them. With competent professional staff and elimination 
of deficiencies, greater competitiveness can be achieved, as well as a greater degree of resource conservation. 
It is necessary to pay more attention to the prominent localities in the paper, related to Pirot, Leskovac and 
Vranje, bearing in mind that they are historically and culturally of exceptional importance for this area. 
Preservation and improvement of these can result in increasing competitiveness of Southeastern Serbia.
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THE COMPETITIVENESS OF SOKOBANJA ACCORDING TO 
THE ASSESSMENTS OF ITS VISITORS 

Abstract: 
According to the Tourism Development Strategy of the Republic of Serbia for 
2016 to 2025, Serbia has huge potential for health tourism, with over 1,000 
springs, 50 spas and spaces boasting a wealth of natural therapeutic vapors and 
medicinal mud. Natural resources allow for the possibility of greenfield invest-
ments, which can provide accelerated regional economic development (youth 
employment, construction of smaller accommodation facilities, development 
of the service sector, agriculture) and add value to the principles of sustainable 
tourism development. The aim of this paper is to present the potential of 
Sokobanja and indicate the competitiveness of this destination in the tourist 
market in relation to the experiences of visitors, with potential development 
and investment in accordance with the principles of responsible tourism.
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INTRODUCTION

The International Spa Association (ISPA) defines spas as “entities 
committed to increasing overall well-being through a range of profes-
sional services that encourage the renewal of mind, body and spirit” 
(ISPA, 2006) and, as such, they are natural destination resources, and 
the lay the foundation for spa tourism development. The comparative 
advantage of spa towns in the tourism market is formed on the basis 
of people’s attitudes towards water properties, as well as additional 
content made available to visitors during their stay at the destination. 
That is why, to meet the requirements of modern tourists, European 
spas include essential tourism offers of dynamic growth with the 
possibility of a number of different programs valorization, and Smith 
& Puczkó (2014) point out the following: bioclimatic/healing climate, 
peloids in spas, healing gases, Kneipp therapy, as already applied until 
now springs with medical water for therapeutic use.

Dražić et al. (2021) indicate that, to better position spas on the 
tourist market, the offer needs to be more attractive and provide 
additional content, which are defined development plans of the space 
and active public-private partnerships, all with the aim of higher quality 
services, a better experience and attracting more visitors. 
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At the same time, for the balanced development of spa towns, sustainable tourism principles must be 
implemented and valorized. Puczkó & Rátz (2000) point out that the sustainable development of tourism must 
be balanced from the aspect of natural and cultural valorization, as well as with economic sustainability.

Since travel represents the movement of individuals / groups in accordance with certain needs / possibilities, 
it certainly aims at the realization of the expected / imagined experience of tourists. It is the experience that a 
tourist has while staying at a particular destination that influences the formation of the competitiveness context. 
The experience is individual and subjective for each visitor, but is based on specific factors that each destination has 
at its disposal and in relation to which it is positioned in the tourism market. According to Popesku (2016), the 
competitiveness of a tourist destination is the ability/possibility of the destination to influence an increase in 
the number of visitors based on several factors and experiences of tourists, with an increase in tourist spending, 
providing them with experiences that meet expectations. The idea of competitiveness has elements of sustainability 
because the goal of attracting more tourists is a prerequisite for revenue growth, improving the well-being of 
local community, while preserving natural and cultural heritage of the tourist destination.

The competitiveness indicators of the tourist destination must be clearly defined, relevant, easy to understand 
and credible for visitors to give their assessment. Within the study of tourist destination competitiveness, several 
models have been formed, of which the Crouch-Ritchie and Dwyer-Kim models stand out. As a basis for the 
formation of these models, each destination’s competitiveness is based on five basic segments: economic,  
political, socio-cultural, technological, and environmental factors (Popesku, 2016). According to 
Pavlović et al. (2016, 853) an “integrated tourist destination product creates the tourist experience, and its 
improvement contributes to destination competitiveness. Therefore, the tourist experience can be considered 
as fundamental for destination competitiveness.” 

This paper presents an analysis of the evaluation of the experience of visitors to Sokobanja, based on a 
survey filled out by the users of this spa town services.

SOKOBANJA TOURISM

Sokobanja is located in the central part of southeastern Serbia at an altitude of 400m. It is 240 km from 
Belgrade and 60 km from Niš. It is surrounded by lush greenery and picnic areas. It is rich in natural resources 
and cultural heritage and its highlights include the Ozren mountain, which rises above the spa, as well as the 
Devica and Rtanj mountains, the Ripaljka waterfall, lakes Bovan and Vrmdža, the Gamzigrad spa, and the 
remains of the Sokograd fortress, along with the archaeological site Felix Romuliana, which is on the UNESCO 
World cultural heritage list. Sokobanja has been known as a natural health resort since the time of Romans, and 
the first written documentation about it date from 1672. The foundations of health tourism in Sokobanja were 
laid by Prince Miloš Obrenović (Denda and Stojanović, 2017), who sent water samples to be analyzed, while 
recovering from aching bones in an old Turkish bath. His son Mihailo continued to work on the arrangement 
and construction of the spa, and at the end of the 19th century Sokobanja became a modern, balneological site, 
and was written about by the Austrian travel writer Felix Kanis. The great Serbian scientist Jovan Cvijić called 
Sokobanja the “Serbian Switzerland”. 

What makes the area of Sokobanja extremely healing is radon, a noble gas, which diffuses in the air and has a 
positive effect on many diseases (bronchial asthma, chronic bronchitis, high blood pressure, diseases of the nervous 
system and glands with internal secretion) (Denda and Stojanović, 2017). Favorable ionization, i.e., the presence 
of positive and negative ions in the air, refreshes and revitalizes the human body, while the presence of numerous 
medicinal plants in the surrounding area contributes to the rightful status that Sokobanja has an “air spa,” and 
attracts a significant number of visitors to the sources of healing water. Consequently, Sokobanja is ranked as the 
second most important and popular spa in Serbia. (https://mtt.gov.rs/tekst/93/2ector-za-turizam.php)

Nowadays, offers are made in spa centers through spa & wellness centers and water parks, which affect 
the recognition and attractiveness of the destination (Krešić, 2007). The aim is to attract a specific targetted 
group of elite tourists willing to pay more, which results in high incomes at the destination level. In this regard, 
Sokobanja contains very different types of accommodation capacities of all levels of categorization, which 
have high-quality and diverse content available to guests, as well as additionally built facilities (sports fields, 
congress halls, water park).
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The competitiveness of tourist destinations can be observed in terms of the number of arrivals, overnight 
stays, and tourist consumption (Pavlović et al, 2016). In this regard, according to the data of the competent 
Ministry of Trade, Tourism and Telecommunications (MTTT), tourist traffic in Serbian spas during the 
observed period of 2019 - 2021 (Table 1) shows specific oscillations by year. (Ministry of Trade, Tourism and 
Telecommunications of The Republic of Serbia, 2022)

Table 1. Tourist traffic in Serbian spas

Serbia Spas Total 2019. 2020. 2021.

Tourist arrivals 670.044 522.947 677.404

Tourist overnight stays 2.781.627 2.184.602 2.636.000

Average length of stay of 
domestic tourists 4,15 days 4,18 days 3,95 days

Average length of stay of 
foreign tourists 2,88 days 3,50 days 3,40 days

Source: Ministry of Trade, Tourism and Telecommunications of The Republic of Serbia (MTTT)

Quantitative competitiveness assessment of the tourist destination of Sokobanja is given according to the 
number of tourist arrivals, overnight stays and the average length of stay (Table 2). (Ministry of Trade, Tourism 
and Telecommunications of The Republic of Serbia, 2022)

Table 2. Tourist traffic in Sokobanja

Sokobanja 2019. 2020. 2021.

Tourist arrivals 5.612 1.221 143

Tourist overnight stays 116.653 25.395 894

Average length of stay of 
domestic tourists 20,79 days 20,80 days 5,15 days

Average length of stay of 
foreign tourists 9,20 days 5,67 days 7,17 days

Source: Ministry of Trade, Tourism and Telecommunications of The Republic of Serbia (MTTT)

According to the data on the average length of stay in spas in Serbia, Sokobanja is significantly ahead of 
other spas. The year 2020 saw a decrease in the number of visitors and overnight stays in spas in Serbia, except 
in Sokobanja, which experienced an increase of 10.3%. The trend of growth in the number of visitors continues 
in 2021, with a longer number of days spent by foreign visitors (Table 2). The stay of tourists in Sokobanja is 
based both on rehabilitation therapies and on the individual arrivals of guests in the newly opened accom-
modation facilities of high category and rich content that they offer to guests. 

In this regard, both medical and spa & wellness tourism, as well as sports, MICE, adventure and cultural 
tourism are valorized in the area of Sokobanja, thanks to its natural resources, cultural and historical heritage 
and additionally built attractions and facilities All are the reason for the arrival of tourists and the achievement 
of such indicators that Sokobanja is at the very top in terms of attendance and income (Table 3). 
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Table 3. Arrivals in Serbian Spas from 2021

Serbian Spas Total Domestic Foreign

Total 677.404 602.806 74.598

1 Vrnjačka Banja 267.672 231.112 36.56

2 Sokobanja 159.131 154.815 4.316

3 Vrdnik banja 61.838 53.545 8.293

4 Palić banja 35.811 27.093 8.718

5 Bukovička banja 29.583 25.542 4.041

6 Banja Koviljača 18.588 14.49 4.098

7 Prolom banja 14.609 12.854 1.755

8 Lukovska banja 11.121 10.431 690

9 Vrujci 9.678 9.266 412

10 Ribarska banja 8.936 8.836 100

11 Gornja Trepča 7.979 7.31 669

12 Sijarinska banja 5.784 5.728 56

13 Niška banja 4.271 4.06 211

14 Rusanda 2.077 2.009 68

15 Vranjska banja 1.573 1.476 97

Source: Ministry of Trade, Tourism and Telecommunications of The Republic of Serbia (MTTT)

METHODOLOGY

A complex methodology was applied to collect data on the physical impacts of tourism on the analyzed 
destination, as well as the results of tourist movements: (1) analysis of available data (data from the competent 
Ministry of Trade, Tourism and Telecommunications of the Republic of Serbia (MTTT), (2) analysis of scientific 
journals for the theoretical framework and regulations in the field of business practice, and (3) a structured 
survey to determine the evaluation of the experience of visitors to Sokobanja. Quantitative methods and 
descriptive statistics were used both in the analysis of tourist traffic and in the processing of research results, 
based on official data. The survey consists of two parts: the first refers to the socio-demographic characteristics of 
the respondents, and the second assesses specific attributes of the destination’s competitiveness. The obtained 
results were statistically processed and presented in tables and graphs.
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RESULTS AND DISCUSSION

Analysis of the assessment of the experience of visitors to Sokobanja

Based on the survey which the users of services in Sokobanja filled out, the obtained results were processed 
and systematized and presented in Fig 1. 

Figure 1. Socio-demographic characteristics of the respondents
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It is noticeable that there were more female than male respondents. Most of the respondents are aged 49-58, 
whereas the smallest percentage of respondents are younger than 18. The largest number of respondents are 
permanently employed (42.5%), whereas the smallest number of them are students. 85% of the respondents 
indicated that they had been to Sokobanja before, while for 15% of the respondents this was the first time they 
visited Sokobanja.

Based on the analysis of the obtained results, 49% of respondents indicated poor traffic accessibility of 
Sokobanja. When the tourist signaling and method of informing guests were evaluated, 37% of respondents 
rated it with the highest rating, 20% of respondents rated the infrastructure in the place itself as adequate (Fig. 2), 
while 13% of respondents the quality of services requires improvement (Fig. 3). When asked whether they 
would recommend Sokobanja, 100% of respondents answered positively.

Figure 2. Ratings of tourists’ impressions - Part I
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The analysis of determining the rating of the visitors’ experience in Sokobanja demonstrates that Sokobanja 
received the highest rating as a tourist destination, i.e., its preserved nature and healthy environment left the 
biggest impression on 63% of survey participants. 49% of visitors mentioned the  poor traffic accessibility of 
this important destination. Surveyed visitors were most impressed with cultural heritage (39%) and gastronomic 
offer (47%), which confirmed the impact of tangible and intangible heritage on the attractiveness and authenticity 
of Sokobanja as a tourist destination (Fig. 3).

Figure 3. Ratings of tourists’ impressions - Part I

0% 10% 20% 30% 40% 60% 70%50%

Poor tra�c availability

Gastronomic

Preserved nature

Improving the quality of service

Cultural heritage

Source: Authors’ analysis

Given its diverse tourism resources, as well as high-quality and numerous tourism suprastructures and 
infrastructures, the visitors of Sokobanja singled out and confirmed which tourism products they deemed 
crucial for this destination (Fig. 4), in accordance with the Tourism Development Strategy of the Republic of 
Serbia 2016 - 2025. Medical tourism dominates, which makes sense as the site is traditionally recognized for 
it, but spa & wellness, sports, and MICE tourism also stand out.

Figure 4. Reason for arrival/type of tourist product in Sokobanja
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CONCLUSION

The evaluation of visitors’ impressions and experiences is important for the competitiveness of each 
destination. Insight into the needs, expectations, and evaluations of visitors during their stay at the destination 
influence the formation of certain strategic documents that define the “next steps” needed for the corrections 
of tourism infrastructure and tourism suprastructure to improve the results and position of the destination 
on the tourism market.

Based on the research conducted on the evaluation of the experience of visitors to Sokobanja, it is important 
to point out that local self-government needs to act to improve the accessibility of this significant Serbian tourist 
destination, whose tradition has been recognized for hundreds of years. Visitors are attracted to Sokobanja 
because of its authentic resources and content, which contribute to its attractiveness. Since visitors indicated 
a certain degree of dissatisfaction in the process of providing services, it would be crucial to implement continuous 
training of the staff that is involved in the process of providing tourist services in Sokobanja, as this would 
contribute to the improvement of their previous knowledge, as well introducing them to any innovations 
present on the market.

The improvement related to the increase in quality of the provision of services, more promotional activities, 
adequate care from the aspect of sustainable management of tourism resources, both natural and anthropogenic, 
contribute to a more complete and higher quality formation of more numerous tourism products with the 
aim of positioning Sokobanja on the tourism market. The idea is to create a tourism product in an optimal 
and high-quality manner to ensure the prosperity of the destination and its long-term competitiveness on the 
market.
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ANALYSIS OF TOURIST DESTINATION COMPETITIVENESS

CONFERENCE PAPERS

Abstract: 
For a tourist destination to be in a better position to compete favorably with 
other tourist destinations, it must provide visitors with superior experiences 
that make the location more appealing than those offered at competing tourist 
locations. The purpose of destination management is to utilize and develop the 
resources that are already available based on strategies that are both clear and 
successful in order to generate tourism goods and provide extra value for the 
experience that tourists have. Using indicators that will identify the competitive 
position and offer instructions for its development, the first stage in the study 
is defining the competitiveness of destinations. This will be done with the use 
of indicators. The expansion of tourism in Serbia is a significant possibility 
for the general growth and improvement of the economy of the nation. The 
present competitive position of Serbian tourism in the worldwide market is 
unsatisfactory, and the purpose of this article is to identify and investigate 
some of the factors that contribute to this unsatisfactory position. On the basis 
of the necessary study, as well as the Strategy for the Development of Tourism 
in Serbia, we were able to make some conclusions regarding the competitive 
position of Jošanica as a tourist destination.

Keywords: 
competitiveness, competitiveness analysis, value chain.
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INTRODUCTION

Changes in the economic conditions of the 20th and 21st centuries 
manifested themselves to a large extent in an increase in the partici-
pation of the tertiary sector in the economic balances of individual 
countries, especially tourism activities. Tourism as a phenomenon  
experienced enormous changes caused by the emergence of the concept 
of mass tourism, which led to new and different developments on the 
side of tourist supply, but also on the side of tourist demand. Tourists 
have become increasingly demanding, they want the maximum level 
of commitment, a unique and individual offer. New requests from 
tourists for yet “unseen” destinations are being created, the readiness 
for specific trips is reaching large proportions, which supports the fact 
that tourists have breakfast in Tokyo, lunch in New York, and dinner 
in Paris. In the period from 1970 to 1990. the number of tourists in 
the Mediterranean increased significantly, in Greece by as much as 
six times. 
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The enormous increase in tourist traffic in those areas, as well as in the areas with tourist flows that are 
comparable to those in those areas, was the driving force behind the modification of the already-existing ones 
and the introduction of new tourist destinations from those countries that had been inactive up until that 
point. This is again causally related to the development of new forms of tourism that enabled the activation 
of forgotten destinations. These new forms of tourism include the development of ecological tourism, rural 
tourism, safari tourism, and other similar forms, all of which contributed to a greater tourist utilization of the 
area. It is increasingly seen at numerous levels, including national, regional, and local, and from a variety of 
diverse points of view. Competitiveness has evolved into a fundamental principle underlying the contemporary 
economy. As a result, cities and regions are facing increasing levels of competitive pressure, which presents a 
number of problems regarding the factors that contribute to a company’s increased competitiveness and the 
best strategies for responding to the difficulties posed by global competition.

COMPETITIVE AND COMPARATIVE ADVANTAGE OF A TOURIST DESTINATION

The tourism of the new age is looking for a unique and recognizable tourist product, constant improvement 
of the tourist offer, and at the same time preservation of autochthonous elements. It is precisely because of 
this that relations between competing countries for winning a market position are tightening. Therefore, it is 
necessary to continuously analyse and monitor the indicators of the competitiveness of tourist destinations. 
The degree of development of a destination is defined by determinants such as infrastructural development, 
regulatory and legal frameworks, the number and quality of accommodation facilities, the variety and quality 
of the catering offer, natural and cultural heritage, personnel potential measured by productivity, i.e. the ability 
of the destination to produce goods and services using its workforce, resources and investments.

The competitive circle, which is a list of countries that provide the same or a comparable tourist product, 
is defined in the competitive analysis. This list serves as a reference frame for analysing the relative levels of 
tourist attraction between different nations.

A more precise definition of the concept of competitiveness depends on the purpose for which it is defined. 
There are, however, universal elements (Porter, 1990) necessary to understand competitiveness:

• Factors of the competitive game, that is, what determines the competitiveness of companies, sectors or 
countries;

• Area of analysis, i.e. where that competitive match takes place, i.e. for which ‘piece of the cake’ companies 
compete, that is, the tools used in the market competition. 

Competitive and comparative advantage

The success of their positioning is responsible for self-evaluation of the capacities and attractiveness they 
possess, along with the recognition of competitive and comparative advantages. The ability to make quality use 
of resources in an effective and sustainable manner over the long term is essential to gaining and maintaining 
a competitive advantage. The ability of the state and other institutions to add new values to the natural elements 
of the offer in either the domestic or international market is what is meant when we talk about having a 
competitive advantage. According to Marić (2020), the basic factors that determine the level of competitiveness 
can be classified as:

• price - which can be adjusted more easily, there is a possibility of their adaptation and adaptation to 
external conditions and

• non-price: quality, standardization, innovation, technology on which tourist destination planners do 
not have much influence because these are quite fluid categories, difficult to measure and verify. For 
instance, the competitive role of quality is permanently strengthening thanks to the constant increase 
in the number of so-called “green consumers” and supporters of ecotourism, as well as the undertaking 
of a series of measures aimed at its improvement. This trend is expected to continue for the foreseeable 
future.
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Ritchie and Crouch (1999) developed the so-called “Calgary model of tourism competitiveness” in which 
they claim that economic models of competitiveness, such as Porter’s, can be applied in the area of tourist 
destinations. In that model, destination factors were divided into: • attraction factors and • repulsion factors.

They listed eleven factors of attraction: nature, climate, cultural and social characteristics, general infra-
structure, the infrastructure of general service activities, tourism superstructure, accessibility and means of 
transport, attitude towards tourists, price/cost ratio, economic and social ties and destination uniqueness.

The most important repulsion factors are: security and protection, e.g. political instability, health insecurity, 
weak health system, laws and entry restrictions like visa regimes. These factors represent barriers to visiting a 
tourist destination.

Another relevant model of the competitiveness of a tourist destination, which represents only a small 
modification of the previous one, due to the introduction of the concept of demand, is the Dwyer-Komov 
model. The most notable quality of this integrated model is that it illustrates the interaction between all of the 
sources of destination competitiveness, in contrast to the previously processed model, which depicts a relationship 
in just one direction between all of the components.

Comparative values are values that make up the climate, landscape, ecological areas, etc. that is, the availability 
of development factors and are quite a static category in contrast to the competitive dynamic category. 
Comparative advantages are mainly related to natural, but also built resources. It does not necessarily mean 
that comparative advantages are always used and financially valorized. According to Porter (1990), the funda-
mental components of comparative advantage may be broken down into the following five categories: There 
are three types of resources: human resources, physical resources, and knowledge resources. The available 
financial resources as well as the infrastructure.

In order to neutralize these forces, that is, to build competitive advantages, it is necessary for tourist desti-
nations to develop activities that are better than those of competitors, and in particular, they need to develop 
activities that differ from competitors and become synonymous with competitive advantages.

In other words, in order to compete successfully, a tourist destination must offer the market more value 
than its rivals for the same effort invested by tourists or the same value with less effort.

ELEMENTARY DIMENSIONS OF THE COMPETITIVENESS OF A TOURIST DESTINATION

Given that tourism includes different dimensions, it is necessary to find ways to harmonize numerous 
elements that are in constant disparity.

Multidimensionality (Porter, 1990) is manifested through:

• economic, on which Porter’s diamond of competitiveness is based,
• technological, (the information revolution set serious conditions for the development of tourism and 

imposed the implementation of technological and informational solutions in the tourism and hotel 
industry),

• political, (the legal and political instance sets the framework in which tourism activity can take place, 
mostly by defining acts, e.g. Agenda 21, which defines the scale of development of the concept of sustainable 
tourism),

• environmental, (the social cost of tourism development, i.e. its impact on the natural environment and 
its degradation),

• socio-cultural (where an effort is made to maintain the level of the destination’s cultural heritage, providing 
spiritual and cultural enrichment for tourists and reducing the antagonism of residents).

Therefore, it is clear that competitiveness really represents a dynamic phenomenon that is influenced by 
numerous factors determined by the above-mentioned types of competitiveness of a tourist destination. Such 
tendencies of the destination to increase the level of its attractiveness through the cooperation of a number of 
indicators are expressed mostly from the aspect of economic competitiveness, which directs the development 
of all others, and is presented through Porter’s diamond of competitiveness.
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Diamond of competitiveness is a phrase used in tourism as an expression of the need for partnership, for 
solid diamond cooperation of all stakeholders in the destination in the public and private sector. The diamond 
of competitiveness as an economic feature of competitiveness should encourage constant processes of 
innovation and quality improvement, a high level of productivity and high business efficiency. It consists of 
(Porter, 1990) four key components:

• production factors
• demand factors
• factors in the public sector, complementary sectors
• strategy, structure and rivalry

A major role is played by the state, which through its legal regulations and procedural measures enables the 
expansion and easier operation of tourism activities or provides various types of legal or financial assistance 
to the tertiary sector. It can establish greater control and monitoring through the government sector. In this 
way, the state creates greater chances for the development of the tourist destination through the networking 
of all the mentioned factors, which creates an integrated process as a basis for entering international markets.

Competitiveness is achieved by carefully selecting activities from these four groups of factors, which can 
offer the market unique value for efforts. At the same time, it should be noted that the most competitive 
destination will be the one that offers tourists greater value for less effort “value for effort”. The state government 
together with adequate public service plays a significant role in creating the tourism value chain and creating a 
favorable business environment through various legal procedures and regulations. In the era of globalization, 
the most optimal way for the survival of the tourism industry, and therefore the tourist destination, is to create 
a professionally designed tourist product that fully meets the concept of the value chain. The importance of 
creating and adding value in order to gain and maintain a competitive advantage is being emphasized more 
and more. In order to use superior value for consumers, as a basis for creating a competitive advantage, an 
understanding of the value chain of tourism, that is, a tourist destination, is required. This is because in order to 
use superior value for consumers as a basis for creating a competitive advantage, superior value for consumers 
must be created. A tourist destination represents a chain, that is, a series of interconnected activities that are 
necessary to create and offer superior value on the market compared to the competition. Some of the activities 
within the value chain are crucial for attracting tourists and meeting their needs (accommodation facilities, 
transport, built attractiveness, tour operators, travel agents), others have a supporting role (guide service, 
insurance and financial activities related to tourism, educational institutions, media, tourist organizations at 
all levels). The value chain is a concept that evaluates the various elements that tourists deal with during the 
preparation for the trip, as well as during the stay in the destination. Each link in the chain creates value from 
its scope, and a competitive advantage can be gained in each of the links thanks to some of their specificities in 
the way they are organized, equipped, the level of staff competence, etc. A special source of gaining a destination’s 
competitive advantage can be the very way in which these links are integrated with each other. The evaluation 
of the value chain is based on the assessment of these activities, taking into account all their positive and negative 
aspects. The purpose of the value chain assessment is to link the tourism products, services and activities 
offered in the most efficient way and to define all possible weaknesses and uncertainties in the entire tourism 
system of a country, so that it is possible to start with the introduction of adequate measures and actions that 
identified weaknesses, i.e. vagueness, would be removed or reduced. Kotler & Keller (2006) emphasize the 
importance of the holistic concept in building greater value for consumers, where holistic marketers represent 
that group of marketers who successfully manage a superior value chain that ensures a high level of service 
quality. The holistic marketing framework is based on three key premises:

• value research while monitoring the cognitive space of tourists that reflects their existing and latent 
needs,

• creating value that often requires redefining the concept of attracting tourists or creating a destination 
brand identity, and

• value delivery with coherent and rapid response and dealing with the competition.



53
Conference papers  

SITCON 2022 
TOURISM DESTINATION COMPETITIVENESS – CURRENT CHALLENGES AND FUTURE PERSPECTIVES

Each of the elements of the value chain can be observed separately by comparing its positive and negative 
aspects that contribute to a better understanding of the elements and the implementation of the necessary 
corrective actions in order to improve the quality of the tourist product. In general, it can be stated that a 
tourist destination is competitive when investments related to tourism have a higher rate of profitability than 
is the case in other tourist destinations. In this way, these destinations become attractive for investors (due 
to a higher return on invested capital), for employed businessmen (higher income), that is, for the entire 
local population (higher level of overall well-being). The competitiveness of a tourist destination on the global 
market is closely related to various elements of the tourist offer, such as the number and quality of accommodation 
facilities, the variety and quality of the catering offer, natural and cultural heritage, the condition of the 
communal infrastructure, but also hospitality, value for money, legal solutions that regulate tourism activities, 
accessibility, tourist signage, etc.

TOURIST DESTINATION COMPETITIVENESS OF BANJA JOŠANICA 

The possibilities of tourism development in Banja Jošanica are based on favorable tourist-geographic 
location, a wealth of natural tourist values (thermo-mineral springs, climatic characteristics, vegetation) and 
anthropogenic values. Of particular importance is the development and complementarity of spa and rural tourism 
with mountain tourism. The possibilities for the development of spa-rural tourism in Banja Jošanica are 
significantly greater than the current state, construction of the material base, content and length of tourist stay.  

Banja Jošanica with its natural environment, specific architecture and organization of life can represent a 
special tourist motive. The further development of tourism in Banja Jošanica would be a significant factor in 
the transformation of the settlement itself, and on the other hand, it would lead to an increase in the income 
of the residents of Jošanica who choose to engage in this activity, so that tourism could emerge as the most 
significant factor in the revitalization of this rural settlement and an essential prerequisite for a more even 
regional development of the Sokobanja basin.

Tourist-geographic position

Banja Jošanica is located in the north-western part of the Sokobanj basin, which is surrounded by the 
mountains Rtanj (1567 m), in the north, Ozren (1174 m), in the south, Bukovik (894 m), in the west, Devica 
(1187 m) and Krstatac (1069 m), in the east (Dakić, 1967). It is 16 km away from Sokobanja, as the administrative,  
management and tourist center of the municipality. The favorable tourist-geographical position of Banja 
Jošanica is based on the natural-geographical characteristics, landscape diversity and favorable traffic position 
towards the most important direction of movement of tourists in our country, the Vardar - Moravian Valley 
is 9 km from the most important road in this area, Aleksinac - Sokobanja - Knjaževac. With this road route, 
which is connected by an asphalt road, Jošanica is indirectly connected to all major urban-industrial centers 
in our country. In the first zone road distance of up to 100 km from Jošanica are Aleksinac, Niš, Zaječar and 
Bor (Radivojević, 2008). The second zone consists of the cities and industrial centers with a road distance of up 
to 200 km: Vranje, Leskovac, Jagodina, Paraćin, Kraljevo, Čačak. The third zone consists of urban-industrial 
centers with a road distance of 200 km to 500 km: Belgrade, Novi Sad, Sombor, Subotica.

Natural tourist values

Attractive natural elements that favor the development of tourism in the area of Banja Jošanica include: 
thermal mineral springs, mountain environment, and climate. In the past development of tourism in this 
rural settlement, some of these tourist values have been affirmed (thermos-mineral springs), while the rest are 
significantly below the limits of optimal possibilities for tourist activation.

There are many different geological structures in this region, and strong geomorphological processes have 
resulted in the production of many different phenomena and forms. Some of these phenomena and forms 
provide substantial prospects for tourism to be developed in the area. To begin, we refer to the mountains Rtanj 
(1567 m) and Bukovik (894 m), which are responsible for closing off the Jošanica valley from the north and 
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west respectively. These mountains provide a variety of distinct tourist reasons, each with its own high level 
of appeal to visitors, which complement the well-established spa tourism in the area. Rtanj is distinguished by 
a mountainous setting that is both picturesque and aesthetically pleasing. It paves the way for the growth of 
tourism in the areas of excursion-recreational activities, sports-event tourism, winter tourism, and hunting. 
These numerous kinds of tourism might round out the experience that visitors have while they are in Banja 
Jonica; as a result, the comprehensive tourism offering of this region would be better able to cater to a variety 
of subsets of consumer demand. The growth of mountain tourism in this region not only makes a contribution 
to climate treatment, but it also has a significant recreational component that makes it an attractive tourist 
destination, particularly during the winter months. This kind of motivating activity has a stimulating and 
meaningful influence on the growth of spa tourism, and it does so in association with an environment that has 
been protected and is in good health. The climate in Jošanica is mild because of the city’s low elevation (200-
500 m above sea level). It has winters that are long, cold, and severe, and summers that are long and hot. The 
yearly mean temperature of the air is 10.29 degrees Celsius. The month of January has an average temperature 
of -1.25 degrees Celsius, while the month of July has an average temperature of 21.4 degrees Celsius. Given 
that the average annual precipitation is 599 millimeters, this spa is considered to have a medium quantity of 
rainfall. 92 days out of the year see temperatures that are consistently higher than 18 degrees Celsius, making 
them ideal for outdoor tourist activities. The average temperature in the winter is -0.6 degrees Celsius, while 
in the spring it is 10.6 degrees Celsius, in the summer it is 20.2 degrees Celsius, and in the fall it is 12.0 degrees 
Celsius. The daily value of insolation is 5.09 hours, which equates to a yearly value of 1861.5. The months of 
June (224 h), July (227 h), August (227 h), and September (227 h) have the greatest average number of hours 
of sunlight (208 h). As a result of the fact that the values of these climatic elements are within the threshold 
values of the comfort zone or the zone of comfortable feeling, the climate of Jošanica appears not only as a 
stimulating factor of tourist movements, but also as an important factor in the complementarity of health and 
spa tourism with tourism in the countryside. The hot mineral springs that are featured in the Jošanica spa 
(Radivojević, 2008) are the major draw for vacationers. 

Apart from thermal mineral springs, the healing factor of Banja Jošanica is also characterized by mineral 
mud - peloid. Mud is characterized by exceptional healing properties that favor the treatment of rheumatic 
diseases, so its use can be isolated or in combination with thermomineral springs. In the case of their 
complementary application with the thermal mineral springs of Sokobanja, it is possible to form a diverse and 
high-quality offer in the field of health and spa tourism, as well as to achieve their common position on the 
tourist market.

The variety of biogeographical tourist motives in the area of Banja Jošanica greatly influence the importance 
of the complementarity of the spa, i.e., health-remedial tourism with rural tourism. The vegetation of this region 
is represented by different grass and forest phytocenoses. Of special importance for the territory of Banja are 
forests, i.e. park areas, which have a positive effect on people with their ambient values. Spa vegetation, repre-
sented by high-quality and easily accessible forest complexes, has a positive effect on people’s characteristics 
with its picturesqueness, which is one of the prerequisites for the development of spa and recreational tourism.

Anthropogenic tourist values

For the development of tourism in Banja Jošanica, anthropogenic tourist values are also very important, 
which are represented in this area by archaeological, monumental and ethnographic tourist values. The elements 
of this complex date from different periods and present the development of historical, economic-political 
and cultural events in this area. The archaeological sites of Banja Jošanica (Čardište, Beli breg) have not 
been sufficiently explored to be more adequately valorized and presented to tourists. In contrast to them, the 
medieval monuments of sacral architecture have special importance for the stimulation of cultural tourism 
movements directed towards this area. The Church of the Assumption, which dates back to 1557, is one of 
the oldest buildings of its kind in this part of Serbia. The church is characterized by well-preserved fresco paintings 
and a collection of ecclesiastical-ethnological character. Ethnographic tourism motifs are represented by specific 
customs, culinary specialties, folklore and national costumes. They are characterized by originality and 
authenticity and represent complementary tourist values.
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The material base of tourism

The beginnings of tourism development in Banja Jošanica date back to 1969. In addition to that, it is 
characterized by an extremely unfavorable material base. There are no basic accommodation facilities in this 
area, and tourist traffic is realized only in complementary facilities. Banja Jošanica has 750 beds, which are in 
the private sector, and equipped camping space.

Catering activity in the function of tourism development in the countryside has the task of providing nutrition 
to tourists forming an offer adapted to their requirements. That offer is insufficient for now and includes five 
catering facilities - one in the social sector and four in the private sector. These are modest facilities, both in 
terms of capacity and assortment, equipment and workforce. The only thing that stands out is the restaurant 
Jošanica, with 200 seats, which operates as part of HTP Lepterija from Sokobanja and which offers spa guests 
a wider range and quality of services.

The state of the material base of tourism in Jošanica is still in the initial phase. Its basic characteristic is 
indiscriminateness and inability to respond to the needs of specific demand segments. Therefore, in future 
plans for the development and affirmation of the tourist product of Jošanica, special attention should be paid 
to this category of tourist traffic.

Tourist traffic

In 1969, with the capture of the source and the construction of the first health facility, the conditions were 
created for the beginning of organized tourist traffic. The current development of tourism in Banja Jošanica 
indicates that it is still in its initial phase in this area, as evidenced by the small number of tourists, as well as 
the relatively small number of realized tourist overnight stays, not only in relation to Sokobanja, but also to 
other competing centers. The reason for this state of affairs should be sought in, first of all, the rather narrow 
contractive zone of tourist values of Banja Jošanica, poor tourist infrastructure and superstructure, as well as 
the lack of certain marketing actions that would shape the tourism product of Jošanica and thus present it to 
the market.

The deterioration of the economic, political and social situation in the country was particularly reflected in 
the realization of tourist traffic in Banja Jošanica in the period after 1990. The number of guests then decreased 
to 1,856 (index 31), and the stagnation of tourist traffic culminated in 1999, when a visit of only 120 guests 
(index 4) was recorded, who had only 1,202 overnight stays (index 3). The increase in the number of tourists 
in the period after 2000 is insignificant. The spa is visited by less than 1,000 guests, who make only about 8,000 
overnight stays per year. In the structure of the number of guests, domestic tourists are dominant, which indicates 
a local and regional contractive zone of tourist values of Banja Jošanica. On average, they stay for about 11 
days, which means that visitors to Banja Jošanica exclusively use its healing factor, (Radivojević, 2008) that is, 
they use their stay in the Spa for treatment.

CONCLUSION

The current level of tourism valorization of Banja Jošnica is not satisfactory. Further development of tourism 
in this rural area should be based on the complementary development of spa, village, mountain and eco tourism. 
More types of tourism that have the conditions for development in this area can influence more complex tourist 
equipment and recognition of the area and the formation of appropriate multivalent year-round tourism. 

The favorable geographical position of Banja Jošanica, its proximity and good traffic connection with 
Sokobanja, as well as the mountainous environment, offer the possibility of combining balneotherapy with 
climatotherapy. The well-preserved original natural values also influence the possibility of successful tourism 
development in Banja Jošanica. Rich thermal mineral springs, stimulating climate, diverse forest cover, are 
just some of the natural benefits for the formation of a special tourist product, which, in correlation with the 
specific ambiance of rural life, can meet the demands of tourism of special interest.
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An important prerequisite for the further development and affirmation of tourism in this rural area is the 
material base. Considering that Banja Jošanica does not have its own accommodation facilities, it is necessary 
to build them, both medical institutions for treatment, rehabilitation and prevention, as well as supporting 
facilities. Apart from that, it is necessary to modernize the accommodation facilities in private households, as 
well as the construction of modern catering facilities, which would accept visitors staying in Banja Jošanica 
itself, but also from Sokobanja. In this way, Banja Jošanica would be enabled to develop more types of tourism 
and enable its better tourist connection with Sokobanja.

The wealth of thermo-mineral springs, healing mud, climatic features, cultural heritage, existing and future 
equipment with medical institutions, accommodation and hospitality facilities, together with the development 
of mountain tourism, are of particular importance not only for achieving a larger volume of tourist traffic, but 
also for future development plans. of tourism in this area. The complementary development of spa, rural and 
mountain tourism, with the possibility of applying the healing factors of thermo-mineral springs and climate, 
would indirectly affect both the structure and average length of stay, as well as the enrichment of the content 
of the stay of tourists, and not only those who use the healing factor, but also those who spend their vacation 
in sports, recreation or cultural events.

The planned and targeted development of tourism in Banja Jošanica would appear as a factor in improving 
the economic and social situation of the rural settlement itself. There are opportunities for the efficient integration 
of numerous activities here. In this context, “it is necessary to emphasize the development of those activities 
that, such as agriculture, forestry, crafts, handicrafts, souvenir production, small industry, can multiply with 
tourism” (Stanković & Pavlović, 2005). Such development, indirectly, would influence the activation of local 
potentials and raise the motivation of the rural population to prevent damage to the natural environment, 
organize, develop the rural space as a long-term perspective for living.
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USING ROBOTISATION AND AUTOMATIZATION TO ACHIEVE 
COMPETITIVE ADVANTAGE IN THE HOSPITALITY INDUSTRY

CONFERENCE PAPERS

Abstract: 
The tourism industry has become one of the most important components in 
the service sector. The number of arrivals in international tourism recorded 
continuous growth (excluding the period of the COVID-19 pandemic that 
started in March 2020), which caused further tightening of competition. On 
the other hand, tourists are more demanding, experienced, and educated and 
demand adequate accommodation. The question for hospitality businesses is 
how to compete in the market; precisely because of this, adapting to the wishes 
and needs of guests has become more critical than ever in current market 
conditions. Considering the increasing presence of technology in our lives, as 
well as its numerous advantages, the use in hospitality businesses of modern 
technological solutions, such as robotization and automation, is one way these 
businesses can adapt, which is the subject of this work. We present how the 
implementation of service automation in different hospitality industry sectors 
can positively and negatively influence the services. We explain how specific 
processes in the hotel and restaurant industries can be automated and what 
benefits they bring to guests and businesses. In addition, we list the potential 
problems that hospitality businesses and guests can encounter after this type 
of technology is implemented. 
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INTRODUCTION

With the emergence of the Fourth Industrial Revolution, automation 
has become more important in all aspects of our lives and our busi-
nesses. Today’s technology makes it possible to accomplish more things 
in a given amount of time with less work, allowing us to refocus on 
anything more interesting and calling for creativity and extra effort. 
Even if it seems like we have ever less of it, we increasingly value our 
free time. This does not imply that time is the only factor to consider 
when selecting goods or services; for example, delivering a product in 
record time but with flaws will not impress the consumer. Due to the 
aforementioned, market conditions have influenced how technology is 
used in business and how it is constantly improving. Automated tech-
nology was initially mainly applied to industry and the production of 
tangible goods. The ability to produce a large number of goods with the 
same features, increase the production volume, and reduce the cost per 
unit produced was made possible by automating production processes. 
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Similarly, automation is crucial for the tourism and hospitality industry. Businesses have started using 
robotization and automatization of services to better serve guest demands and gain a competitive advantage 
in the market. The main benefit of technology for consumers (guests) is the ability to receive the same service 
more quickly, for a lower price, and with much less effort (Ayyildiz et al., 2022). Today’s tourists use robotization 
and automation of services at each stage of their trip: before travel, at check-in, during their stay, at check-out, 
and after checking out (Lukanova & Ilieva, 2019). An example of this is the ability to use a kiosk at an airport 
to register and obtain a ticket based on a reservation. Tourists can avoid crowds and save time by doing this, 
which can significantly affect how much they enjoy their trip. A similar solution has already been introduced 
in some hotel receptions. The use of robotization and automation in the hotel sector suggests a change in 
long-term business orientation or a shift in how services are provided. The simplicity, accessibility, and speed 
that service robots can offer could improve customer satisfaction, while the discomfort, fear, and worry that 
they can cause could make it worse (Manthiou & Klaus, 2022). Therefore, applying robotized technologies 
to enhance a hospitality business requires some analyses and studies; otherwise, the organization will incur  
substantial expenses, but perhaps with little gain, or with losses (Ivanov & Webster, 2017). The primary objective 
of using robots to replace human-to-human interactions is to improve guest satisfaction, employee satisfaction, 
and management satisfaction (Tanizaki, 2017).

METHODOLOGY

This article aims to explain how applying robotization and automatization in the hospitality industry could 
lead hotels to take a strategic market position. To gather data, we analyzed academic literature and research 
reports related to robotization and service automatization in the tourism and hospitality sectors. To fulfill this 
study’s aim, extensive secondary data was collected from journals, conference papers, and websites. Search 
results were limited only to papers written in English, which leaves additional space for future research in 
other languages.

ROBOTIZATION AND SERVICE AUTOMATIZATION IN THE HOTEL SECTOR

Services provided by hotel business are increasingly becoming robotized and automated. In addition to 
personalized service, today’s travelers want reliability, quality, and efficiency from the hotel sector. Therefore, 
robotization and automatization have found uses in the hotel and food & beverage sectors. Depending on guest 
participation in the service delivery process, robots can be utilized for back-of-house or front-of-house tasks. 
These types of technological advancement are used in the following sectors of the hotel industry: 

• Reception
• Sales and marketing
• Housekeeping
• Hotel maintenance
• Hotel restaurant
• Hotel kitchen

Robotic process automation (RPA) and artificial intelligence (AI) are alredy present in tourism and hospitality. 
These are different technologies, although they share many similarities. RPA is a new technology used to 
automate repetitive tasks that employees perform, allowing people to work on more complex jobs that add 
more value to the business (Ivančić et al., 2019). RPA, in contrast to physical robots, refers to the software on 
which virtual bots run. RPA is a visual drag-and-drop system that automates tasks such as sending invoices, 
providing customers with refunds, and responding to clients in a consistent manner (Huang et al., 2021). Pure 
RPA is incredibly effective, but it only follows instructions from users or programmers, whereas AI can be 
self-learning. All rule-based tasks can be automated using RPA, and AI can fill in the gaps left by RPA (Auto-
mation Anywhere, 2022). 
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Hoteliers can save money by using RPA. This type of automation can help provide consistent customer 
service throughout all elements of a guest’s stay by automating different tasks, such as (Kaur, 2022): 

• Room reservations – RPA can help hoteliers respond to room availability inquiries and manage reservations. 
Software that is automated in this way can handle multiple inquiries at the same time more precisely 
than regular staff;

• Operations at the front desk – Routine emails, including email reservations, amendments, or cancellations, 
can all be taken care of at any time of day or night (Gupta, 2022);

• Check-in and check-out automation – RPA can more simply collect payment for pre-paid reservations. 
Processes could be sped up with the implementation of a face recognition feature together with the 
speech-to-text transfer;

• Room service – RPA can automate room service requests, giving staff members more time to focus on 
other tasks;

• Concierge duties – The robot concierge is already being used in the Hilton Worldwide and Marriot 
International hotel chains (Shin & Jeong, 2020);

• Analysis of customer reviews – RPA can analyze text and respond by recognizing keywords and similar 
sentences. Additionally, the system can send an alert to hoteliers when comments related to a particular 
problem are repeated more than once (Eshghi, 2022).

Additionally, RPA can help with countless repetitive, rule-based tasks that are part of some human 
resource management procedures, such as hiring and onboarding. RPA bots can screen CVs, conduct much 
of the paperwork that human resource management are responsible for, and find candidate employees more  
accurately and impartially than do people (Ćormarković et al., 2022). Furthermore, RPA could be used in 
finance departments for additional revenue analysis and to provide specific recommendations.

The check-in procedure can be sped up, and more guests can be served at once using robotization and 
automation of services at reception. Airports were the first places where digital check-in kiosks were used, but 
now hotels are also using them. The guest can skip long lines at the front desk in this way, check in quickly, 
and receive their room key immediately. Naturally, some guests who use this registration technique for the first 
time may decide against it and choose the conventional approach, particularly if they require information about 
the hotel, the location, particular hotel services, have a specific request or have a poor experience with RPA.

The hotel’s mobile application is a less complex technological solution for the guest. Through it, the guest 
can check in from a remote location and receive a notification when the room is ready, which allows them to 
enter the room as soon as they arrive at the hotel. The guest can enter special requests, pay for their stay at the 
hotel, get all the information they need, and get in touch with hotel staff, even remotely. Some hotel operators 
have taken things further by allowing customers to use a mobile app to unlock their rooms using Bluetooth 
technology. Because visitors carry their phones with them constantly and rarely leave them in hotel rooms, 
this method is more practical than having a physical key.

If similar approaches are implemented, hotel personnel will have many advantages. First, they might focus 
on more enjoyable and innovative tasks that frequently positively impact their motivation. In addition, they 
can better promote specific hotel services for which the guest would otherwise need patience to actively listen 
to during a lengthy check-in process.

Implementing a virtual chatbot would make the most automated commercial contribution to the marketing 
and sales department. The following are chatbots’ key benefits (Dickinson, 2017): 

• Help in encouraging guest interaction;
• Chatbots are constantly active and offer smart communication;
• They can be multilingual and able to serve guests from other countries;
• Chatbots assist in more quickly and effectively guiding users through the booking process;
• Reduce staff workload;
• Greater guest profiling to assist later in attempts to increase their loyalty.
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On the other hand, it is essential to note that using a chatbot has the following drawbacks as well 
(Dickinson, 2017):

• They are unable to offer that human touch when it is needed.
• Language difficulties can occur;
• The best chatbots cost a lot of money.

A survey conducted in 2020 (Webster & Ivanov, 2020) revealed that guests were enthusiastic about 
robotization and automatization of services to be introduced in a hotel housekeeping department. The study 
respondents believed that robots should be responsible for bringing clean towels and bed linen, while cleaning 
the rooms was considered the least desirable robot activity.

The importance of artificial intelligence-based technological solutions in the maintenance division would 
be evident in identifying all imperfections in the hotel and prioritizing the replacement of outdated equipment. 
When a device’s performance started to decline, the staff would receive reports providing an overview, and 
they would be able to intervene quickly to stop further damage and guest dissatisfaction.  

We have seen that hotel restaurants have already begun to use some automated procedures. If there was 
a smartphone application that guests could use or if a tablet was available at each table, ordering food and 
drinks would be feasible. This could be the first option when the guest needs fast service and knows what they 
want to order. In addition, the guest would have the opportunity to learn about the ingredients of each dish 
and, for example, choose the level of spicing, which would also result in savings. If payment could be made 
using the same programs, there would be little chance of a shortfall in the cash register. Mechanical hands 
would be handy in a hotel kitchen to cut some delicacies and operate ovens. The deployment of technology 
solutions in this sector could also result in considerable benefits in terms of food temperature control, because 
inappropriately moving food from the refrigerator to areas with higher temperatures (a human failing) can 
result in a risk to guests’ health.

ADVANTAGES AND DISADVANTAGES OF USING ROBOTIZATION AND AUTOMATIZATION IN THE  
HOSPITALITY INDUSTRY

The following are some of the key benefits of employing robotization and automation of services in the 
hospitality business, according to Ivanov (2019):

1.  Robotization and automatization technology can operate continuously
Robots and automation can run without interruption, unlike people who have set working hours, breaks, 

annual vacations, sick days, and the like.

2.  With new software and hardware, robotization and automatization technologies could perform a variety 
of tasks and broaden the spectrum for their applications

It is relatively easy to update software and enable new features, while scheduling numerous training 
sessions to update staff and enable them to implement new features could run for weeks or months, and would 
be unnecessary. The results can be immediate, given sufficient enhancement of the technological solution. The 
chatbot and the addition of new languages to chatbots are two examples. 

3. Robotization and automatization technologies can complete their work on schedule while correctly 
carrying out the service scripts

There are marked instructions that must be followed by the RPA. Robot behavior follows a set of norms, 
which minimizes issues with adherence to policies and standards.

4. Robotization and automatization technologies can deliver consistent or improving work quality
The provision of services of comparable quality is predicated on adherence to policies and guidelines. Even 

if all staff receive the same training and are familiar with how things are supposed to be done, their actual services 
can vary significantly. If services are automated, quality variations will not exist or will not significantly impact 
the hotel.
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5. Robotization and automatization technology can perform repetitive tasks. For people, repetitive tasks 
can become stressful, tiring, and boring, which affects their motivation.

A hospitality business’ success is significantly influenced by employee motivation. Numerous financial 
and non-financial incentives have an impact on staff motivation and level of satisfaction. Because a signifi-
cant percentage of their time and energy is spent performing repetitive tasks, workers with a wide range of 
knowledge and skills can eventually lose motivation. Worker demotivation can result from boring tasks such 
as sorting clothes in the cloakroom, stacking clean towels, replenishing soap, bringing guests’ luggage to their 
rooms, putting away dishes for washing, etc.

However, there are currently some serious drawbacks when it comes to the adoption of robotization and 
automatization in the hospitality industry (Ivanov, 2019):

• Lack of originality 
One of the most significant issues with applying this kind of technology in the hospitality business is that it 

needs to be based on clearly defined procedures and rules, as with RPA’s service technique. Currently, robots 
lack the human ability to be creative, approach people personally, and be warm.

• Inability to work autonomously without human supervision
Robots operate following scripts and processes. However, human supervision is required for a sizable portion 

of the time. In some situations, service is necessary because a fault arises, or the guest’s needs are more than 
can be accommodated by current technology options.

• Inability to interact personally with guests
RPA is built on exact models that have the potential to affect general guest happiness. On the other hand, 

the type of AI called Deep AI is still in development. This system uses its intelligence to solve complicated issues 
in more human-like ways by identifying emotions, beliefs, and mental processes and fully comprehending all 
aspects of human nature (Ćormarković et al., 2022).

• Restriction to specific situations and conditions
Although following predetermined scripts and processes can provide some confidence and security, RPA 

does not have the flexibility to vary. AI continuously learns over time, so if it is combined with RPA, a significant 
portion of this drawback can be avoided. However, it is crucial to keep in mind that a group of knowledgeable 
and experienced employees can sometimes resolve particular difficulties and requirements much more quickly 
and effectively than currently used RPA/AI solutions.

• Potential antagonism toward technology on the part of both employees and guests 
When employees are concerned about losing their employment or are inadequately aware of its advantages, 

they can fear the adoption of this technology. Furthermore, resistance might result from cultural differences, 
inadequate employee training, or mistrust in hotel management. Moreover, guests who value traditional 
hospitality could find AI-based hospitality unpleasant.

CONCLUSION AND DISCUSSION

Modern tourists today use technology at all stages of travel, and this can make the whole trip a different and 
better experience. Hotel guests value their free time and want all the necessary information at their disposal on 
time, which is of exceptional importance before and during the trip. Therefore, it is essential to enable guests to 
familiarize themselves with the destination and accommodation in a short period of time (using technological 
solutions such as chatbots and virtual reality) and to reserve and pay for services as needed.

The robotization and automatization of services in the hospitality sector can dramatically impact the guest 
experience. By using them, a guest can check in and out of the hotel quickly, access all information about the 
hotel and destination, order food, choose an amount of ingredients and take advantage of a service nearly 
entirely tailored to their needs. All this can be achieved with the help of intelligent software, digital kiosks, 
and various kinds of robots. A hotel business that uses robotization and automation, at least in part, has many 
advantages, including time savings, a favorable impact on sales, elimination of problems caused by personnel 
shortages during the off-season, etc. Through all of these benefits, hoteliers can better understand the demands 
of their customers, which is crucial when offering services.
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However, implementing robotization and automatization in the hospitality industry is a considerable step 
and requires significant technological and human training investments. In this regard, market research is 
essential. Research requires meeting potential guests and learning about their preferences, analyzing the costs 
of introducing robotization and automatization, examining employee cultural differences, considering which 
hotel jobs could be automated, and deciding how the business will move forward. Finally, it is critical to 
emphasize that the main goal of robotization and automation applications should not be to replace people, 
key resources for all hospitality businesses, but rather, to develop ways to simplify jobs, free up employees, and 
provide staff with greater opportunities to engage in more rewarding work that is challenging and creative.
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DEVELOPING A “SMART VILLAGE” THROUGH THE 
IMPLEMENTATION OF MOBILE APPLICATIONS

CONFERENCE PAPERS

Abstract: 
The future of rural tourism development has been shaped by the new wave 
of technological possibilities. The concept of smart village emerged as 
an innovative model that includes technology-based tourism experience in 
a rural area. This model has been established considering the advantages of 
mobile tourism applications, among the other technologies, designed to help 
tourists in decision making process when choosing a rural destination, and to 
augment their enjoyment during the stay. Hence, the subject of this paper is to 
determine the role of mobile applications in the development of rural tourism 
and to define the future direction of academic research related to smart villages 
and mobile-based tourism. The research is based on the secondary data analysis 
of various academic publications related to the rural tourism and information 
communication technology (ICT). Research results indicate that implementation 
of mobile applications in rural tourism has positive influence on the rural 
tourism development, thus creating valuable opportunities for service providers 
in this tourism niche. The significance of this study has been presented as a 
theoretical contribution to literature regarding the rural tourism, as well as the 
practical contribution to the process of creating the updated version of rural 
tourism destinations. 

Keywords: 
rural tourism, smart village, mobile tourism applications. 
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INTRODUCTION

In today’s business conditions, under the influence of globalization, 
which is increasingly dictating changes in the tourism market, 
companies have been faced with a necessity to find new ways to 
respond to these dynamic shifts. In fact, the changes have been identified 
in relation to the rapid growth of modern ICT, without which it is 
practically unthinkable to remain competitive on erratic tourism 
market. Bosnić et al. (2018) pointed out that by taking the advantage 
of modern technological solutions and the Internet, approaching visitors 
on an individual basis and developing marketing offers that match 
their preferences, many tourism destinations have gained competitive 
advantages.

The world has entered the information age, and the rise of the digital 
economy is the primary trend (Voronkova, 2018). ICTs have given rise 
to opportunities for destinations, including rural tourism destinations, 
to improve their performances and processes (Buhalis, 2003), to meet 
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the increasing need for impressive tourist experiences (Yovcheva et al., 2013). The travel industry has been 
interested in using mobile technology to meet consumer expectations in order to fulfil the information needs 
of tourists on products and services before purchasing (Lee and Mills, 2010).

A picture of rural tourist in the countryside with a folded map, binoculars and a watch has been replaced 
with its opposite. Modern rural tourist now carries a mobile phone on which he/she could see basic information 
regarding current time and location, but also additional information related to a certain rural tourism desti-
nation. In this manner, tourists can gather information about accommodation, restaurants, transport, local 
culture and manifestations organized in rural tourism area where they intend to spend their holiday. They 
have even a possibility to pay for the provided services through smartphones, making their experience during 
travel in rural area exceptional. Although Murphy et al. (2016) found that tourists tend to book holiday on their 
personal computers, smartphones were shown to be a key tool in the search process. In this manner, mobile 
phones have become tourist guides, which allow the rural tourist to customize itineraries and have access to a 
large amount of information regarding rural tourism offer in the certain area. From researching historical and 
cultural information to participating in events and activities they never knew existed, while being able to receive 
those information in motion, mobile devices changed the rural tourism experience (Gallouj and Leroux, 2011).

In recent years, an important growth has been noted in the use of mobile devices, such as hand-phones, 
personal digital assistants and handheld computers (Jupiter, 2008). Having this in mind, the paper is based 
on two hypotheses:

1. Implementation of mobile applications in rural tourism has positive influence on the rural tourism 
development.

2. Implementation of mobile applications and virtual tours in rural tourism has created valuable oppor-
tunities for service providers in this tourism niche.

According to Lazarević-Moravčević and Lazić (2021), changes in habits and consumers, imposed the need 
for alternative ways of market communication, primarily through mobile technologies. Thus, the subject of 
this paper is to determine opportunities for mobile technology (mobile applications and virtual tours) imple-
mentation in rural tourism. Tourism has been heavily reliant on mobile applications and tourists can associate 
directly with service providers and vice versa, which represents an opportunity to modernize the way of service 
promotion and distribution (Mišković, 2013), while Eriksson (2002) pointed out that mobile technology has 
not only increased the reach of wired networks but also provided travellers with new opportunities as an 
alternative information channel. On the other hand, mobile technologies have altered the manner in which 
certain activities involving information are carried out.

LITERATURE REVIEW

Rural tourism development based on information technology (IT) has been discussed thoroughly in various 
research papers, regarding the changes in rural tourism offer under the influence of IT (Pena and Jamilena, 
2010; Ruiz-Molina et al., 2010; Polo Pena et al., 2011; Polo Pena et al., 2013; Simkova, 2013; Evans and 
Parravicini, 2005; Kumar, 2020; Zhu and Shang, 2021), the IT-based sustainable development of rural tourism 
(Mitchell and Hall, 2005; Andreopoulou et al., 2014), the promotion of rural tourism services through IT 
channels (Clarke, 2005; Bethapudi, 2015), as well as the IT acceptance by rural residents (Gan et al., 2016; Zhu 
et al., 2021). However, the specific analysis of mobile technology usage in rural tourism has been done rarely 
(Kim et al., 2012; Kazmina et al., 2021; Wang, 2021).

Along with the growth and development of tourism, new markets and special forms of tourism have been 
emerging, including rural tourism. Rural tourism has played a key role in raising the living standard of rural 
communities and their economic development. European trends in the last few decades indicated that 
Europe is the world leader in the offer of rural tourism, and that it will remain so for a long time (Živković and 
Mihajlović, 2010). The future of rural tourism development has been conditioned with the implementation of 
IT, in spite of the resistance by service providers and local residents. Given that most often the first contact of 
tourists with the destination is electronic, the e-experience represents a significant link in the chain of value 
creation and expected quality for tourists. The concept of smart village has been proposed in this paper, 
considering the importance of e-experience for modern rural tourists.
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Smart tourism villages could be defined as “intelligent, sustainable, and competitive rural tourism 
destinations using data-linked resources, such as geo-referenced data, large data, and the Internet of Things” 
(UNWTO, 2017), where “the investments in human social capital and modern ICT structure meet the social, 
cultural, economic, leisure and personal needs of visitors” (Lamsfus and Alzua-Sorzabal, 2013, pp. 19). While 
developing and implementing the concept of smart village, it is crucial to create a smart experience for tourists. 
Buhalis and Amaranggana (2013) explained smart experience as technology-mediated experience, amplified 
by individualization, contextual awareness and real-time observation, while providing new and improved 
services to rural tourists (Schaffers et al., 2011). Hence, the main objective of smart tourism village should be 
to create smart experience for rural tourists and improve service quality (Huang et al., 2012), as presented in 
the model of Buhalis and Amaranggana (2015) shown in Fig. 1.

Figure 1. Enhancing tourism experience through creation of smart tourism village

•  Aminities
•  Accessibility
•  Attractions
•  Services

•  Geo-referenced 
    services in rural tourism
 •  Rural tourism 
    mobile applications
•  Virtual tours in 
    rural tourism 
    destinations

•  Individualization of 
    services in rural tourism
•  Context Awareness
•  Real-time control

Smart  Tourism 
Destination

Smart  Tourism 
Village

Enhanced Tourism 
Experience

Source: Buhalis, D., Amaranggana, A. (2015), modified by Authors

In today’s business world, mobile technologies have become an essential component (Car et al., 2014). A 
mobile application is defined as “a program, which is installed on a particular platform with a specific function 
which allows to comply different actions” (Ekaterina et al., 2016, pp. 616). The market for mobile applications, 
one of the fastest-growing media sources in the history of consumer technology, is being driven by the 
increasing use of smartphones (Newark-French, 2011). This is confirmed by the data related to the smartphone 
penetration in Europe, which has hit 77.64% and is projected to reach 84% until 2025 (Degenhard, 2021). 
Taking the smartphone and making a call to tourism organizations or agencies has become a new normal for 
tourists. Hence, smartphones have become essential for tourists, tourism marketers, and network partners 
(Wang et al., 2012).

METHODOLOGY

Desk method was conducted for the purposes of the research paper, including the collection and interpretation 
of secondary data sources. The research is based on data analysis of various academic publications related to 
the rural tourism and information communication technology (ICT).

Considering the previously mentioned, the paper comprises the presentation of obtained data into two 
parts:

1. Analysis of the smart village concept implementation in rural areas;
2. The usage of mobile applications and virtual tours in rural tourism areas, their role in creating the smart 

village and achieving a high level of rural tourist satisfaction;
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RESULTS AND DISCUSSION

Rural tourism has been presented as the balance between fast urban life and calm nature, with opportunities 
for relaxation and entertainment in rural area and various services imbued with hospitality of rural residents. 
However, the demand in rural tourism for mobile applications and virtual tours displayed on smartphones 
has been growing, and complex nature of modern tourists’ needs conditioned rural tourism destinations to 
change their market approach. Thus, in order to preserve the distinctive characteristics of rural tourism and 
remain competitive on tourism market on the other hand, rural tourism destinations have been offering 
services mediated through mobile technologies.

The “new normal” rural tourism offer could be based on the usage of mobile virtual tours and mobile appli-
cations, enabling the realization of “smart village” concept. Research results confirmed the primary hypothesis 
which indicated that implementation of mobile applications in rural tourism has positive influence on the rural 
tourism development, having in mind that application of customized mobile applications and virtual tours 
has resulted in higher satisfaction of rural tourists with services in rural tourism. On the other hand, valuable 
opportunities for service providers in rural destinations were noticed, including reduction of negative aspects 
caused by intangibility of services, positive e-WOM communication and possibilities for employee training 
and better work performance.

Digital transformation of rural tourism destinations could be realized through the implementation of 
virtual tours (Roblek et al., 2021) and mobile applications (Lim et al., 2015; Kazmina et al., 2021; Martin et al., 
2022). Entering the new century, mobile applications and virtual tours have played a key role in the growth 
of rural tourism and the promotion of rural areas. In this manner, rural tourists could obtain a wide range of 
information while planning the vacation to rural destination and have customized offers in the form of images 
or video footage. Having this in mind, it is essential to accentuate the necessity for development of mobile 
technology in rural tourism areas, and ensure that the basic conditions for mobile technology implementation 
(signal and Wi-Fi availability, virtual tour guides etc.) have been fulfilled.

Tourists invest a large amount of time searching the Internet during the process of vacation planning 
in order to visit a rural destination (Ceh-Varela, and Hernandez-Chan, 2015). The process of information 
searching and activity planning has been facilitated through the use of Internet, particularly through the use 
of mobile applications (Smirnov et al., 2013). The ubiquity and ease of use of mobile devices, among other 
unique features, make their use as electronic tourist guides particularly appealing (Varshney, 2003). On the 
other hand, large amount of online information could be overwhelming and negatively influence their tourism 
experience during the stay. Offering people information, goods and other services based on their requirements, 
individualized information and personal interests is one way to combat the issue of information overload 
(Bi et al., 2022). Thus, customization of mobile application services and promotions is necessary in order to 
satisfy the heterogeneous needs of modern rural tourists.

The suggestions related to accommodation, restaurants, events etc. in a rural destination could be given to 
the user by displaying the content’s title or image through the mobile application. If the suggestion is accepted, 
the user will make a request for the wanted suggestion. If the tourist rejects the recommendation, another 
suggestion will be automatically presented (Liu and Yang, 2019). According to Huang and Benyoucef (2022) 
tailored recommendations may be given to fulfil the various demands of tourists in which diversified, 
personalized and differentiated tourism goods should be offered to meet their needs. On the other hand, these 
information could be used for more precise segmentation of tourism market, having in mind specific requests 
tourists made through the mobile application. In addition, Aliperti and Cruz (2020) suggest the “try-before-
you-download” technique in order to present the app possibilities to the rural tourists before they buy it or 
download it free of charge. This strategy could assist in gathering facts and ideas to enhance mobile applications 
of rural tourism destinations and create appropriate image and reputation, supported by positive e-WOM.

Intangibility of rural tourism offer has made it open to digitalization, thus creating a strong base for smart-
phone implementation in its promotion and distribution. Turkmendag (2022) pointed out that one of the 
biggest benefits of mobile-based rural tourism is that tourist can exchange information with other potential 
tourists or those who have already visited the rural destination. This type of online communication defined as 
e-WOM (Electronic Word-of-Mouth) communication has been quite an essential part in the process of analysing  
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the level of tourists’ satisfaction by tourism companies. Henning-Thurau et al. (2004) explained e-WOM 
communication as “any positive or negative statement made by potential, actual, or former customers about 
a product or company, which is made available to a multitude of people and institutions via the Internet” (pp. 39). 
Thus, the implementation of mobile technologies has created a large number of opportunities and challenges 
in rural tourism, where e-WOM has a strong impact (Buhalis and Law, 2008). Hence, many tourism and 
hospitality companies offer free Wi-Fi connectivity to encourage the use of mobile devices (Delaplace, 2016).

One of the opportunities for improvement using mobile technology was researched by Kim and Kizildag 
(2011), who looked into possibilities to train hotel stuff by adopting mobile devices. They concluded that 
m-learning (Mobile Learning) could increase the effectiveness of employee training and overcome the boundaries 
of conventional education methods. Jeong et al. (2016) have also investigated the implications of mobile 
technology implementation at work on hotel employees’ perceptions. While previous research mentioned 
above was focused on employee training, they focused on the analysis of effects mobile technologies have on 
employees’ self-efficacy and job performance. The research confirmed that employees were perceiving higher 
job satisfaction and commitment to the company in which they worked after implementing mobile devices in 
different job operations. Hence, mobile technology could be beneficial for tourism and hospitality companies 
both from organizational and promotional viewpoint.

Implementation of mobile technologies in rural tourism could be additionally accomplished by organizing 
virtual tours, which could be particularly interesting for rural tourists. Pakurar and Olah (2008) defined virtual 
tourism as “a tourism product, which approach accentuates the importance of supply management and 
marketing activities” (pp. 777). According to Osman et al., (2009) a virtual tour is described as “a simulation 
of an existing location that is composed of a sequence of video images” (pp. 173).

Virtual tours have played a particularly important role in the development of tourism and the promotion 
of rural destinations. In rural areas, it has been very important to create mobile tourism applications, through 
which self-guided rural tourists could visit and discover rural areas with tourist potential but no organized 
tourist routes (Kazmina et al., 2021). In addition, virtual tourism could fulfil cultural, educational and 
recreational functions of rural tourism destinations (Cherevichko, 2004). De Luca et al., (2022) pointed out 
that virtual tours have become progressively attractive for rural tourists, who are exposed to innovative and 
personalized experiences. During these tours, rural tourists could be provided with a choice of theme routes, 
recommended according to their particular needs and previous travel experience. Additionally, virtual tours 
displayed on the smartphone are available for every rural tourist who is interested, anytime and anywhere 
(Li et al., 2020).

CONCLUSION

Jiang et al. (2021) predicted explosive growth of mobile traffic until 2030, while pointing out its exponential 
contribution as the “extension from the real world to the virtual world“ (pp. 141). Having in mind that the 
sixth generation mobile communication system (6G) has been developed in the recent years (Zhang et al., 
2019), it is necessary for service providers in rural tourism to follow these trends. The necessity to develop a 
smart village has been based on the need to satisfy growing requests tourists have towards rural tourism and 
hospitality companies. 

The future of rural tourism based on the development of mobile technologies should be focused on effective 
planning, while considering available tourist information and their growing needs (Duncombe, 2016). 
Improving the rural tourism offer should be a priority, including the development of services available through 
mobile tourism applications and monitoring of tourists’ satisfaction with those services, in order to ensure 
sustainable expansion of rural tourism resources (Hew et al., 2016). Thus, sustainable tourism development 
should be taken into consideration to amplify positive effects of mobile technology implementation. 
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DESTINATIONS THROUGH THE SMART CITIES CONCEPT 
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Abstract: 
Urban areas are the heart of tourist movements in the world nowadays. Urban 
tourism contributes to the development of urban areas. Urban centres are the 
most significant users of resources and energy in rural areas and producers of 
waste and all forms of pollution. Since cities are complex systems, the concept 
of smart cities was developed to contribute to the infrastructural arrangement 
of the city, a cleaner, more sustainable environment, and thus a better quality 
of life for citizens. The research aims to show how important it is to apply the 
concept of smart cities to improve the competitiveness of urban tourist destina-
tions. The study was conducted with respect to Copenhagen. A case study 
methodology reveals influential factors that make urban tourism based on 
smart city concepts competitive. The research contributes to improving urban 
tourism competitiveness and initiating smart city projects. Smart and sustainable 
city projects are strongly recommended.
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INTRODUCTION

As one of the oldest and most significant civilizational phenomena 
in the evolution of human society, the city has always attracted people  
to live, work, visit and use its contents. The development of cities 
throughout history, increase in mobility, and change in lifestyle of 
citizens over the last few decades and global directions of sustainable 
tourism development have contributed to urban centres becoming 
attractive tourist destinations. As a form of tourism that contributes 
to urban areas’ development, urban tourism turned into sustainable 
urban tourism as a necessity in compliance with global sustainable 
development objectives. City policymakers face water use, energy 
efficiency, waste management, and mobility challenges due to  
accelerated urbanization, dilapidated infrastructure, rapid population 
growth, and climate change. Moreover, they are faced with the 
possibility of significant tourism revenues, mainly if they have supported 
the strengthening of this sector over a long period. The New Urban 
Agenda, a roadmap for the construction of cities adopted by world 
leaders, is a global standard for sustainable urban development. With 
technical and financial support from international partners, national 
governments and local authorities implement the Agenda. 
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In urban areas, city officials identify the objective of sustainable development. The city governments that 
implement the smart city concept define the smart city strategy involving the community in the development 
phase to attract funds, develop management policies, implement smart city concept-based activities, and evaluate 
benefits from the investment. The Smart Cities Strategy is a platform that connects the public and private sectors, 
academics, residents, and stakeholders necessary for sustainable urban development and guides future invest-
ments. By drawing up the project plan, the smart city strategies become operational. The smart cities concept 
allows city managers to directly collaborate with the residents and the urban planning office and be completely 
aware of what is happening in the city, its evolution, and possibilities of improving the lifestyle and preparing 
urban centres to meet sustainable development aims. 

Connecting smart city development and technologies contributes to mutually fertilizing. The most significant 
technological disruption is the emergence of digital commerce. Modern consumers, as well as consumers in 
tourism as a noticeable and growing sector that includes both economic and non-economic activities, expect 
that they can manage their lives through a mobile device. As for the impacts of the most significant disruption 
driven by technology, the first changes were implemented in the banking sector, payments, utilities, and 
education. Modern technological achievements in the transport field have contributed to shifting the smart 
city projects from a “top-down” to a “bottom-up” approach, which does not focus on policy and resource planning 
support of the competent authority. In addition, the convergence of the approaches mentioned above, both 
vertically and horizontally, brings new value to residents and policymakers. Innovations in tourism are caused 
to the greatest extent by technological innovations. Still, they are also the result of the need to innovate business 
practices in improving relations between people and businesses, as well as technology and ecology. Orientation 
towards tourists and the ability to adapt an urban tourist destination according to the needs and requirements 
of tourists and sustainable urban development are the main prerequisites for the competitive management of 
cities as tourist destinations.

Culture, architecture, gastronomy, infrastructure, landscape, events, shopping, but of the same importance, 
the availability of destinations from other countries, public transport services, safety, pollution, accommodation 
offers, information, tourism labelling, hospitality, and prices are some of the influential features that attract 
people to the destination. The smart cities concept supports the development of various vital areas for 
sustainable urban development, primarily focusing on climate and energy issues, constructions and settlements, 
logistics, infrastructure, business, population, policy, administration, and city management. The smart cities 
concept is being implemented through projects around the world. Regarding Copenhagen, research shows 
which smart city factors improve the competitiveness of urban centres by applying such projects. The research 
aims to apply the concept of smart cities to enhance the competitiveness of urban tourist destinations.

The paper is divided into four sections. The Literature review section analyses the scientific and professional 
materials related to solutions for sustainable urban development. In addition, this section explains sustainable 
urban tourism challenges, the smart cities concept from project to practice, urban tourism destination 
competitiveness attributes and factors, and a comparative overview of the application of the concept and 
development of urban tourism in Copenhagen. A Methodology section involves the application of a case study 
method, observing a social unit (city), and identifying factors influencing the research objective. The Results 
section includes findings from the content analysis based on the case. The Discussions and Conclusions sections 
summarize the findings; suggest recommendations and directions for further research.

LITERATURE REVIEW

Solutions for sustainable cities 

Sustainable cities have become of interest to the public, academic, and business sectors. Based on transferring 
knowledge and experiences on sustainable urban development, the public sector focuses on policymaking and 
planning, academia on research programs, scientific papers, and special education, and the private sector on 
urban infrastructure (Höjer & Wangel, 2015). Currently, half of the global population lives in urban centres. 
According to predictions, about 1.4 times more people will live in urban areas by 2030, of which 90% of urban 
growth will live in Asia and Africa (United Nations (UN), 2022). Solutions for sustainable cities are divided 
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into the following groups: mobility, water, energy, and strategy. With continual reediness of all urban area 
development actors for new ideas, they are building partnerships and initiating projects to exchange knowledge 
and experience (Copenhagen Cleantech Cluster (CCC) & State of Green, 2012). To achieve sustainability in 
line with the global sustainable development aims, cities follow the New Urban Agenda, a global standard on 
sustainable urban development consisting of planning, managing, and living aspects (Ezaki, 2021). The New 
Urban Agenda manifests well-planned and well-managed urbanization and represents a powerful tool for 
the sustainable development of countries (Habitat III, 2016). The New Urban Agenda includes correlations 
between urban planning and socio-economic development, contributing to building synergy with the 2030 
Agenda Goal 11 on sustainable cities and communities (Habitat III, 2016).

Sustainable urban tourism challenges

Tourism is a powerful economic driver of urban development that tremendously impacts residents’ lives. 
The urban tourism challenges are related to the negative tourism impacts such as cruise ships, the temporary 
ban on new hotel construction, and short-term rental agencies, all contributing to overcrowding and uncon-
trolled growth of tourist destinations. (Ezaki, 2021). With the Covid-19 pandemic, urban tourist destinations, 
rather than impacting tourism, face a lack of tourism challenges and struggle to survive (Breda University of 
Applied Sciences, 2021).

Attributes and competitive factors of urban tourist destination 

The Ritchie & Crouch’s Conceptual Model of Destination Competitiveness is a well-known achievement 
in tourism literature and research studies based on both Smith’s comparative advantage and Porter’s competitive 
advantage theories but adapted to the characteristics of tourist destinations’ competition (Goffi, 2013). This 
model identifies 36 competitiveness attributes classified into five key factors: „qualifying and amplifying 
determinants”, “destination policy, planning and development”, “destination management”, “core resources 
and attractors”, and “supporting factors and resources” (Goffi, 2013). In contrast the “core resources and 
attractors” are key factors related to tourism attractiveness, and other key factors contribute to success and 
profitability (Goffi, 2013). 

Smart Cities concept - from project to practice  

 “A smart, sustainable city is an innovative city that uses information and communication technologies 
(ICTs) and other means to improve quality of life, the efficiency of urban operation and services, and 
competitiveness, while ensuring that it meets the needs of present and future generations concerning economic, 
social, environmental, as well as cultural aspects” (International Telecomunication Union, 2016, p. 2). The 
smart cities concept addresses urban challenges by utilizing advanced technologies in data collection and 
Internet-based communication (Rahman, 2022). Smart city projects are based on using smart equipment to 
monitor the urban environment in real-time, gather information for decision-making, and facilitate services 
to improve the urban lifestyle (Rahman, 2022). Nowadays, the smart cities concept is advanced by the business 
sector, especially ICT and construction companies (Höjer & Wangel, 2015).

Copenhagen – a case study of tourism attractiveness as a smart city concept

According to the methodology presented in the report entitled Smart cities – Ranking of European medium-
sized cities, a smart city is a city that performs well in the following six key fields of urban development: “smart 
economy”, “smart people”, “smart governance”, “smart mobility”, “smart environment”, and “smart living” 
(Giffinger et al., 2007, p. 12). Competing with 100 cities, Copenhagen is one of the most advanced smart cities 
in Europe, performing above average in all six key fields (Gatski & Galgoczi, 2016). It is the most advanced in 
“smart people”, and least advanced in “smart living”, with the maximum result in the subfields of “innovative 
spirit”, “city image”, “lifelong learning”, and least advanced in “productivity”, “individual security”, “housing 
quality”, “education facilities” (Gatski & Galgoczi, 2016).
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As per the latest edition of the Smart City Survey, based on a three-tiered model that describes digital banking, 
digital business, and digital life as functional levels of smart city projects, Copenhagen perfectly applies modern 
technologies toward public services:

• The project is fully operational and integrated into the lives of people,
• The project focuses on banking (commerce or life) at the level of digital life,
• Smart city all-inclusive laboratory launched in 2014, involving public and private enterprises,
• Concerning functional aspects, the project supports or resolves the following fields: data, mobility, 

sustainability, and wealth, 
• To develop the identity system, the Danish Agency of Digitalization is developing the next generation 

of e-identity and public digital signatures,
• The Copenhagen Solutions Lab project focuses on the eco-system approach initiated by the Copenhagen 

Technical and Environmental Administration (O-City by BPC, 2020).

The Copenhagen Solutions Lab concept is based on collecting public and private data and using the innovation 
hub as a development-based tool for encouraging collaboration between citizens and businesses to meet 
challenges related to the growing urban population (testing solutions for smart parking, waste management, 
air quality, and care of urban nature) and attract world-leading companies to invest in smart cities projects 
(O-City by BPC, 2020). 

In Copenhagen solutions for a sustainable smart city in the field of mobility, water, energy, and strategy 
contributed to the following: reducing CO2 emissions; expanding the economy; improving the lifestyle; building 
up a bicycle infrastructure; cleaning the water in port to improve the environment; making benefits to businesses, 
tourism, and the real estate market; integrating public transport system to reduce traffic congestion and save 
city’s budget making the city efficient and competitive; the development of “demand-driven“ by residents 
and businesses city’s sustainable solutions; as well as taking political decisions and strategies to address the 
mentioned demands (Copenhagen Cleantech Cluster (CCC) & State of Green, 2012). 

The best example of enhancing the quality of tourist destination offerings is cycling in Copenhagen and 
encouraging tourists to cycle around the city (Ezaki, 2021). Reorganizing port areas from industry to residential 
ones brings contributions to Copenhagen through the increasing quality of life, tourism and value of the real 
estate, revitalization of local businesses, and water quality improvement in the port (Copenhagen Cleantech 
Cluster (CCC) & State of Green, 2012). Strategic urban planning in Copenhagen is crucial in improving citizens’ 
and tourists’ quality of life (Copenhagen Cleantech Cluster (CCC) & State of Green, 2012).

The 2020 strategy “Localhood” adopted in 2017, strengthened by the sustainability strategy “Tourism for 
Good” a few years later, pursue a vision that sees tourism as a tool for achieving a sustainable goal of positively 
contributing to society (Breda University of Applied Sciences, 2021). The official tourism organization adopted 
a strategy that focuses on measuring tourism’s positive and negative impacts for making sustainable choices 
by Copenhagen and the tourism industry through a dialogue with residents, urban planners, and architects 
(Breda University of Applied Sciences, 2021). 

METHODOLOGY

As to assess the importance of applying the smart cities concept to improving the competitiveness of urban 
tourist destinations, two hypotheses were formulated:

• The smart cities concept contributes to the sustainable development of cities as competitive urban tourist 
destinations through the efficient application of modern techniques and technologies.

• The smart cities concept stimulates urban tourism development.

The research methodology includes applying a case analysis approach, observation of a social unit – the smart 
city, and the interdependence of factors influencing the smart city concept and the factors affecting the com-
petitiveness and sustainability of tourist destinations for research purposes. The research was conducted using 
a content analysis method based on the Copenhagen case. For this research, the authors used the Smart cities –  
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Ranking of European Medium-Sized Cities Methodology (Giffinger et al., 2007), as a part of the final report 
of the research project and the Ritchie & Crouch’s Conceptual Model of Destination Competitiveness (Goffi, 
2013), as a widely accepted achievement in tourism literature and research studies. The research analyzed the 
interdependence of factors of the smart cities concept and the aspects of tourist destination competitiveness 
and sustainability in the case of Copenhagen, considering the general consideration of the indicators and the 
fact that they further describe the factors. Results were achieved, and recommendations were proposed.

RESULTS

By comparing the factors of the Smart Cities – Ranking of European medium-sized cities methodology 
(Giffinger et al., 2007) and the factors of the Ritchie & Crouch’s Conceptual Model of Destination Competitiveness 
(Goffi, 2013) concerning Copenhagen (Gatski & Galgoczi, 2016) (Copenhagen Cleantech Cluster (CCC) & 
State of Green, 2012), (O-City by BPC, 2020) (Ezaki, 2021), the results are presented in Table 1. An overview 
of the interdependence of factors that make tourism based on the smart cities concept competitive, the factors 
of the smart city concept are grouped by characteristics due to clarity. The interdependence of the factors is 
explained by considering the indicators that describe the factors.

The “smart economy” factors of the smart city concept that influence five factors of tourist destination 
competitiveness and sustainability (Table 1) contribute to a convenient business environment through the 
improvement of entrepreneurship, the stimulation of innovation, productivity growth, the creation of an 
economic image, the flexibility of the labour market, international cooperation, and commitment to change. 
The “smart people” factors of the smart city concept that influence three factors of tourist destination 
competitiveness and sustainability (Table 1) contribute to a convenient social environment through improving 
the qualification level and lifelong learning, supporting tolerance and transparency in society, gender equality, 
respect for minority groups, openness, and participation in public life. The “smart governance” factors of 
the smart city concept that influence three factors of tourist destination competitiveness and sustainability 
(Table 1) contribute to a convenient development environment through supporting the active participation 
decision-making, improving public and social services, promoting transparent governance, and contributing 
to the formulation of policy strategy. The “smart mobility” factors of the smart city concept that influence four 
factors of tourist destination competitiveness and sustainability (Table 1) contribute to a convenient spatial 
environment through better overall location accessibility, existing ICT infrastructure, and design modern and 
safe transport systems. The “smart environment” factors of the smart city concept that influence two factors 
of tourist destination competitiveness and sustainability (Table 1) contribute to a convenient natural environment 
through the attractiveness of natural resources, pollution, environmental protection, and sustainable resource 
management. The “smart living” factors of the smart city concept that influence five factors of tourist destination 
competitiveness and sustainability (Table 1), contribute to a convenient life environment through maintaining 
cultural and education facilities, improving health conditions, individual safety, housing conditions, tourism 
attractiveness and social cohesion.

Out of 30 intersections of factors, interdependence is realized in 22 cases, indicating a share of 73.33% 
that the smart city concept influences the tourism competitiveness of the urban area. The factors of “smart 
economy” and “smart living” influence tourist destinations’ competitiveness, and sustainability. Since the core 
resources and attractors are key reasons that potential tourists choose a tourist destination, three factors of 
smart city related to economy, mobility, and living directly influence the tourism attractiveness of the urban 
destination. Previously stated indicates that the application of smart city concept has a 50% impact on urban 
competitiveness and a 79.17% impact on the success and profitability of the urban area. The research confirmed 
both hypotheses. 
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Table 1. The overview of the interdependent factors that make smart city concept tourism competitive

Characteristics of
smart city concept

Factors of tourist destination competitiveness and sustainability

Qualifying and 
amplifying  

determinantsb.

Destination 
policy,  

planning and 
developmentb.

Destination 
managementb.

Core resources 
and  

attractorsb.

Supporting 
factors and 
resourcesb.

SMART ECONOMYa. x x x x x

SMART PEOPLEa. - x x - x

SMART GOVERNANCEa. - x x - x

SMART MOBILITYa. - x x x x

SMART ENVIRONMENTa. - x x - -

SMART LIVINGa. x x x x x

Source: Authors’ analysis

a. Characteristic of smart city presented in the Smart Cities – Ranking of European Medium-Sized Cities Methodology 
(Giffinger, et al., 2007, p. 12)

b. Factor of tourist destination competitiveness and sustainability of the Ritchie & Crouch’s Conceptual Model of 
Destination Competitiveness (Goffi, 2013, p. 25)

CONCLUSION AND DISCUSSION

The smart city concept and the competitiveness of urban tourist destinations are two contemporary topics 
that are not interrelated in the scientific and research literature but are heavily studied independently. This 
research poses a pioneering attempt to intersect the mentioned topics. The research was conducted by analysing 
the available literature in the mentioned areas using knowledge and experience in economic development 
programmes and creativity. The authors focused on a general approach taking into consideration the factors of 
selected models, the Smart cities – Ranking of European medium-sized cities methodology (Giffinger et al., 2007), 
and the Ritchie & Crouch’s Conceptual Model of Destination Competitiveness (Goffi, 2013), in the mentioned 
topics, considering the selected models as a reference due to numerous citations in the literature related to 
tourism and the smart city concept. The interdependence of factors discussed is based on analysing indicators 
that explain the factors more deeply. The analysis of interdependent factors of selected models on the example 
of one of the ten best smart cities was the authors’ innovative idea to point out the importance of applying the 
smart city approach to improving the competitiveness of urban tourist destinations in the limited research 
opportunities. The authors point out that the results of this research are the outcome of content analysis and the 
intersection of two world-famous models in the case of Copenhagen (Gatski & Galgoczi, 2016) (Copenhagen 
Cleantech Cluster (CCC) & State of Green, 2012) (O-City by BPC, 2020) (Ezaki, 2021). Still, they should not 
be generalized but used for continued research and the creation of synergy between smart city projects and 
the competitiveness model of urban tourist destinations. Future research should look at the interdependence 
of the indicators of the used models and expand to other models of the competitiveness of tourist destinations 
and models of smart city approaches.

Regardless of its size, all urban areas are highly recommended to learn about and integrate the smart city 
concept in the strategy and urban planning, as well as initiate projects in the mobility, energy, and water field. 
For the implementation of smart city projects, access to available development funds through public-private 
project partnerships is highly recommended. For developing sustainable smart city solutions, the organization 
of study visits to smart cities around the world is strongly advised.
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Abstract: 
Hotel services are not easy to define and measure. The reason for that is a 
large number of factors that affect their quality. Most often in the professional 
literature, these factors can be divided into tangible and intangible components 
of service quality. While the tangible quality components are determined by 
the spatial, construction and technical-technological characteristics of the 
hotel facility and most researchers and practitioners believe that in modern 
business conditions it is not suitable for building hotel competitiveness, 
intangible components of quality include knowledge, skills and competencies 
of employees, as well as the service process in the hotel and those are the key 
factor in competitiveness in the hotel industry. The aim of this paper is to identify 
the key factors of the intangible components of service quality, quantify their 
importance and implication on customer satisfaction in the hotel industry in 
Serbia.
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INTRODUCTION

One of the strategies of service companies, including hotel companies, 
is related to the delivery of high-quality products and services. This 
concept is the basis of many empirical studies, which accept the fact 
that the quality of products and services has positive implications on 
consumer satisfaction, and thus on organizational performance and 
competitive advantage. The growth of competition in the hotel industry 
has a great impact on the users of hotel services, providing them with a 
variety of choices, better value for money and a higher level of service. 
In conditions of intense competition, the main goal of hotel managers 
is to maintain and increase the performance of the company. This goal 
can be achieved by providing services that will satisfy the hotel guest. 
The specificity of hotel service is reflected in the integrity of tangible 
and intangible attributes that satisfy the needs and wishes of guests. 
This fact indicates the complexity and importance of hotel service 
quality for guest satisfaction.

CONFERENCE PAPERS
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Quality is most often defined as a set of features or characteristics of products or services that have the 
ability to satisfy expressed needs. Consumers evaluate the quality of a product or service based on subjective 
perceptions of the performance of a given product or service. However, the quality of services is more difficult 
for consumers to evaluate than the quality of products. Service quality is the degree to which a set of its 
characteristics meets consumer requirements. The characteristics of service quality, in addition to the service 
itself, also include the entire service provision process. The quality of services is a subjective experience 
(attitude) that reflects the assessment of the level of service provided.

Unlike quality, consumer satisfaction is a function of their expectations and performance of the product or 
service. Expectations can be described as changing internal standards that are based on a multitude of factors, 
including needs, goals, direct or indirect experiences with the same or similar services from other hotels. That 
is, expectations are the consumer’s predictions about service quality, and they are a function of past experience 
and his forecast about the company’s ability to deliver quality service in the future. Satisfaction is an emotional 
reaction that manifests itself in situations when the product’s performance exceeds the consumer’s expectations. 
Customer satisfaction in the hotel industry represents the sum of total satisfaction, resulting from the use of 
various services in the hotel. Various factors can affect consumer satisfaction. Therefore, it can be said that 
quality is actually one of the drivers and often the main driver of satisfaction.

SERVICE QUALITY AND CUSTOMER SATISFACTION

The quality of services is not easy to define, determine and measure. It means different things to different 
people, at different times and on different occasions (Kandampully et al., 2001). Quality as a market term 
means production and provision of services that fully satisfy the demands, wishes and expectations of consumers. 
Parasuraman et al. (1985), measure service quality from the consumer’s point of view, who compares their own 
expectations with the perception of the delivered service. Services are usually described as a combination of 
four attributes: intangibility, heterogeneity, inseparability and impermanence (transience). In the hospitality 
industry, there are additional attributes such as imprecise standards and variable demand that complicate the 
task of defining, delivering and measuring service quality. Hotel companies can define product quality policy, 
as well as rules and procedures for standardizing their products (restaurant food, room furniture, etc.), while 
many aspects of service quality cannot be standardized. The quality of services, such as “friendliness towards 
the guest”, “help and helpfulness of the hotel staff” and “courtesy” are most likely to be interpreted and 
subjectively evaluated differently by different guests. In addition, the demand for services in the hotel industry 
is characterized by unevenness, i.e. increased intensity in a certain period of the day or year, such as during 
check-in and check-out or during annual vacations, which greatly affects the definition of consistent service 
quality (Mei et al., 1999).

Medlik and Ingram (2002), state the key elements of hotel product quality such as: location, facilities, 
services, image and price. The location represents the space where the hotel product is created and consumed. 
A quality location implies an attractive environment, good traffic connections and accessibility, the existence 
of cultural and other contents. Hotel facilities include hotel infrastructure and working environment. The hotel 
infrastructure consists of the hotel as a construction facility for the accommodation and stay of guests, equipment 
for technical and hygienic maintenance, process equipment (hardware and software for hotel business) and 
support services (transportation, communication services and information system). The working environment 
consists of the space where employees live and work (kitchen, warehouse, offices, laundry, etc.). The service 
combines all the individual components of the hotel product and transforms them into a single service that 
the hotel offers to guests. The quality of the service depends on the human factor, that is, on the quality of 
the employees who deliver the service to the guests. The image represents the image of the hotel product and 
services in the minds of the guests as service users, i.e. the way the hotel is presented to the guests and the way 
the visitors perceive it as such. A positive or negative image depends on the satisfaction of the guests, that is, 
on the degree of conformity of their expectations and perception of the delivered hotel service. The price of 
the hotel product represents the value that the hotel achieves through the location, appearance of the facility, 
service, image and guest satisfaction.
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The hotel product is a complex category and can be viewed through several levels. For the modern 
consumer, a hotel product is much more than its physical features. In addition to the basic accommodation 
service, the modern consumer is looking for other benefits during his stay in the hotel. These amenities allow 
the guest relaxation, recreation and entertainment, contribute to his additional satisfaction, and allow the 
hotel to differentiate itself from the competition. Kotler (2001), defines five levels of hotel product quality, 
where each subsequent level provides a higher value for the consumer. The most basic level is the essential 
benefit, that is, the basic service that the consumer buys. A hotel guest buys an overnight stay and vacation at 
the hotel. At the second level, a core product must be created with essential benefits. Thus, the hotel room has 
a bed, bathroom, towels and bed linen. The third level represents the expected product, that is, a set of features 
that the guest expects when he comes to the hotel. Hotel guests expect a clean bed and towels, hot water in the 
bathroom, lighting and silence. At the fourth level, the hotel must create an enriched product, which fulfills the 
wishes of consumers beyond their expectations. The hotel can include plasma TV, wireless internet, flowers, 
express check-in and check-out. The problem at this level of product is that very quickly due to the competitive 
game the enriched product becomes expected. At the fifth level is the potential product, which includes all 
possible improvements to the product in the future. This level of product should lead to a pleasant surprise of 
the guest and his delight.

The quality of services is not unambiguously determined. Most authors identify a number of quality 
dimensions. The most commonly used model for measuring service quality in service industries, SERVQUAL, 
defines five quality dimensions: service tangibility, reliability, security, responsibility and empathy. The model 
developed for measuring service quality in the hotel industry, HOLSERV, is based on three components of 
quality: employees, tangibility and reliability. Lodging Quality Index (LQI) measures service quality based on 
five dimensions: tangibility, reliability, accountability, trust and communication, while LODGQUAL describes 
quality using three components: tangibility, reliability and contact. However, all components of hotel service 
quality can be classified into two groups: tangible and intangible elements of quality (Sekulić, 2017).

Kosar (2010), points out that the hotel product (service) is a complex of material and immaterial elements, 
spatially and functionally connected to each other in an integral whole that manifests itself as a chain of 
services resulting from the needs, wishes and demands of consumers, i.e. hotel guests. The quality of the hotel 
product is a market category that includes its material and immaterial components spatially and functionally 
connected into an integral whole, as well as the realization of the associated services at the level to which 
compliance of these services with the requirements of users-hotel guests is ensured. The tangible component 
of hotel service quality is determined by the spatial, construction and technical-technological characteristics 
of the hotel itself. This dimension of quality is determined by the visual appearance of the hotel and its  
surroundings, the arrangement of rooms and spaces (reception, service rooms, hotel rooms and suites, food 
and beverage preparation rooms, restaurants, bars, meeting rooms, swimming pool, etc.), equipment and 
devices (equipment in the rooms, TV, Internet, mini bar, toilets, etc.) lightning in the hotel, equipment for 
serving guests (trolleys, cutlery) and food and drinks. The tangible dimension of quality is also determined by 
the quality of the location, the attractiveness of the narrower and wider area within which the hotel operates. 
The hotel, in addition to its appearance as a building unit, layout, functionality and mutual communication 
connection of spatial units of different purposes, should also be viewed through the attractiveness of the  
location, i.e. its position in relation to certain attractions such as: proximity to the sea, lake, city center, sports 
and recreational complexes, airports and roads, cultural and historical monuments, ski centers, etc. These 
elements of the service significantly determine its quality. The location, business area of the hotel, exterior and 
interior, as well as the functionality and layout of the space must be well spatially and architecturally planned 
and shaped so that the material components fit in and contribute to the satisfaction of the guests’ needs. Modern 
solutions in the construction and construction of the building enable flexible and multipurpose use of the 
space in the hotel.

Research conducted within the tourism and hotel industry also starts from the assumption that service quality 
affects consumer satisfaction. A large number of authors have confirmed the existence of dependence between 
these two concepts, that is, that the quality of services affects the satisfaction of hotel guests. Akan (1995), 
determined that the greatest importance for guest satisfaction has quality components: friendly attitude of 
employees towards the guest, courtesy, cleanliness and professional service. Akbaba (2006), points out that the 
greatest implications for guest satisfaction have the quality of service provided by employees, the equipment  
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of the room and the value that the guest receives for his money. Sekulić & Mandarić (2013), investigated the 
influence of eight components of service quality, arrival at the hotel, reception, hotel room, restaurant, sports 
and recreation, staff, departure from the hotel and price on the satisfaction of guests in the hotel. The authors 
found that hotel room, staff and price have a significant impact on guest satisfaction. Rauch et al., (2015),  
determined that the three dimensions of service quality in the hotel industry, service product, service delivery 
and the environment in which the service is provided, influence the fulfillment of expectations and guest 
satisfaction. Sann & Lai (2021) showed that intangible quality through the personnel and service components 
has a significant impact on guest satisfaction.

As most theoreticians and practitioners believe today, hotel competitiveness cannot be based solely on the 
material component of the service. A significant contribution to the quality of service and the satisfaction of 
guests, in addition to the material quality, is provided by the non-material component of quality. The intangible 
elements of hotel service quality are related to the totality of relationships in the process of providing and using 
the hotel service program. At the base of this dimension is the way in which the hotel guest experiences and 
uses the service. Empirical research indicates the elements that determine the intangible components of hotel 
service quality. These elements refer to: 1) hotel employees, that is, their knowledge, skills, experience, unde-
rstanding of guests, friendly attitude towards guests, respect for guests, care, courtesy, personal attention, etc.; 
2) the service process, which affects: accuracy and efficiency of reservation management, accuracy in serving 
food in accordance with the guest’s order, correctness of all items on the bill, speed of service delivery, delivery 
of what was promised, availability of information regarding hotel services and prices, speed of transaction, 
understanding of complaints, efficient problem solving, etc.

METHODOLOGY

A survey method was used to collect primary data. The survey of hotel guests’ satisfaction regarding the 
quality of intangible components of the service was carried out through an e-mail survey. A convenience sample 
was used, which is commonly used in marketing research. Although it belongs to the order of purposive samples, 
which is why it is not possible to objectively determine the evaluation error of the characteristics of the basic 
set, the convenience sample is often used due to economy and simplicity. The total number of completed surveys 
was 146. The questionnaire consists of three groups of questions (variables) with a total of 19 statements that 
respondents rated on a scale from 1 (I am absolutely dissatisfied) to 5 (I am absolutely satisfied). The first 
variable is “Staff”, which is described by 9 statements; the second is “Service process”, which is described by 7 
statements. The last variable represents the assessment of “Customer satisfaction” with the hotel stay.

Table 1. Structure of the sample (N=146)

Demographic characteristics Frequency Share (%)
Gender   
Male 71 48.6%
Female 75 51.4%
Age   
25-34 22 15.1%
35-44 72 49.3%
45-54 35 24.0%
55+ 17 11.6%
Education   
High School 21 14.4%
College 24 16.4%
Faculty 101 69.2%
Motive of stay   
Business 59 40.4%
Vacation 87 59.6%

Source: Authors’ analysis
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Of the total number of respondents, 71 were men (48.6%) and 75 were women (54.1%). The largest number 
of respondents was between the ages of 35 and 44 (49.3%). Looking at the educational structure, 69.2% of 
respondents have faculty education. According to the reason for staying in a hotel, 59.6% of respondents stated 
that the main reason for staying in a hotel was vacation, while 40.4% of respondents stated that it was business.

RESULTS

Data analysis was carried out using the SPSS statistical package. The results of descriptive statistics and 
Cronbach’s alpha are shown in Table II. Respondents rated the staff with an average rating of 4.15, service 
process 4.19, and customer satisfaction 4.10. Looking at “Staff “as a variable, the highest score was for the statement 
“Courtesy of the reception staff” (4.34), and the lowest was for “Additional information about the hotel” (3.87). 
The highest rated claim in the Service process is “Account accuracy” (4.49), and the lowest is “Service in the 
restaurant, bar and lobby” (4.03). Overall satisfaction with the stay was rated 4.21.

Table 2. Results of descriptive statistics and cronbachs alpha

Variable Statement Mean SD

Staff  
(Cronbach’s alpha = 0.933)

Courtesy of staff upon arrival 4,21 0,77

Courtesy of the reception staff 4,24 0,82

Courtesy of reception staff 4,21 0,85

The efficiency of the reception staff 4,13 0,84

Courtesy of the reception staff 4,34 0,77

Helpfulness of the reception staff 4,20 0,80

Additional information about the hotel 3,87 1,04

Their knowledge of the local environment and sights 3,97 0,94

Employees in the restaurant, bar and foyer of the hotel 4,14 0,86

Service process  
(Cronbach’s alpha = 0.861)

Check-in speed 4,21 0,83

Availability of the room type reserved/assigned 4,23 0,97

Services provided during the stay 4,08 0,90

Check-out speed 4,27 0,85

During the waiting time in the restaurant, bar and foyer of 
the hotel 4,05 0,97

Service in the restaurant, bar and lobby of the hotel 4,03 0,89

The accuracy of the specified account items 4,49 0,83

Customer satisfaction 
(Cronbach’s alpha = 0.931)

Taking into account how satisfied you were with your stay 
at the hotel 4,21 0,75

How satisfied are you with the value you received compared 
to the price you paid 4,09 0,91

How satisfied are you with the relationship between the total 
offer and your expectations? 4,01 0,85

Source: Authors’ analysis
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The reliability and consistency of the statements was measured using the Cronbach’s alpha coefficient. The 
values of the Cronbach’s alpha coefficient range from 0 to 1, where it is considered that values greater than 0.7 
indicate adequate reliability and consistency of claims. The values of the Cronbach’s alpha coefficient in the 
research for staff is 0.933, service process 0.861 and satisfaction 0.931. The obtained values indicate adequate 
reliability and internal consistency of the variables. Cronbach’s alpha for the entire model is 0.955.

The influence of independent variables (Staff and Service process) on the dependent variable (Customer 
satisfaction) was examined using simple methods. The analysis of the obtained results shows that both 
independent variables have a significant impact on the satisfaction of hotel guests: Staff (ß = 0.828, t = 12.770, 
p<0.01, R2 = 0,531; Service process: ß = 0.841, t = 11.933, p<0.01, R2 = 0,497).

Table 3. Simle regression analysis (Dependent variable: Total Satisfaction)

Variable ß t Significant R2

Staff 0,828 12,77 0.000 0,531

Service process 0,841 11,933 0.000 0,497

Source: Authors’ analysis

Using multiple regressions, the joint influence of independent variables on guest satisfaction was examined. 
(Table 4.)

Table 4. Multiple regression analysis (Dependent variable: Total Satisfaction)

Variable ß t Significant

Staff 0,552 4,837 0.000

Service process 0,431 3,815 0.000

Source: Authors’ analysis

The analysis of the obtained results shows that both variables have a significant impact on satisfaction (Staff: 
ß = 0.552, t = 4,837, p<0.01; Service process: ß = 0.431, t = 3.815, p<0.01). Also the results show that employees 
have a greater influence on satisfaction than the service process. The relationship between the independent 
variables and the dependent variable can be described by a linearly dependent function, where the coefficient 
of determination (R2) is 0.984, which means that 98.4% of the variability in guest satisfaction is described 
through the staff and the service process.

CONCLUSION AND DISCUSSION

In addition to the material component, the quality of services largely depends on the non-material 
component of the service, for which the hotel employees are responsible. Some authors believe that the needs 
of the guests are in the second place, behind the needs of the employees, since the needs of the guests will be 
successfully met only after the needs of the employees are met in an appropriate manner. Employees represent 
the most important resource of a hotel company, whose knowledge, skills, abilities and competence depend 
on the quality of delivered services, as well as business success. Hotel service is realized in the interaction of 
employees and service users. Guests, as users of hotel services and hotel employees, achieve a high degree of 
mutual communication and interaction, which affects the quality of the hotel service product.

The research results showed that intangible components of service quality (employee and service process) 
have a statistically significant impact on guest satisfaction. Since the service process itself, which partly depends 
on the application of modern technology, to a greater extent depends on the competence, knowledge, helpfulness 
and friendliness of the employees, it can be said that in the hotel industry, the greatest importance for the 
quality of services is given to the employees who are in direct contact with the guests, because they are key to 
achieving guest satisfaction and building their loyalty.
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Employees are also an important competitive factor, which is difficult to copy and a factor in creating the 
hotel’s image. Therefore, the role of the hotel management is to recruit, hire, train and motivate the right staff 
who will contribute to the satisfaction of the guests’ needs. Staff who are in direct contact with guests, in 
addition to formal education, must also possess communication skills, which is a reflection of the culture of the 
employees and affects the image of the hotel. The relationship in communication must be polite and business-
like with a high level of responsiveness and the ability to anticipate the needs and requests of guests in order 
to meet them in a timely manner.
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Abstract: 
The emergence of the Internet and new technologies application is noticeable 
in all business areas today. New technologies, if properly implemented, can 
significantly improve the user experience because they ensure the availability of 
information when the user needs it. The use of the Internet and new technologies 
leads to easier comparison of alternatives and decision-making while reducing 
time and energy costs. On the other hand, from the company’s point of view, the 
Internet and new technologies bring many new challenges. Companies should 
monitor the changes that occur and appropriately react to them. The popularity 
of different platforms is reflected in the constant increase in the number of 
active users on them. Social media presents new ways of promoting tourism 
destinations and tourism products. Nowadays social media have a crucial role in 
encouraging tourists to visit a tourist destination. Consequently, NTOs actively 
use the advantages of social media in the promotion of tourism destinations. 
The aim of this paper is to analyze the competitiveness of Serbia and selected 
countries of the competitive set from the point of view of their presence on 
different platforms and social media. For the purposes of the research, a set of 
competitor countries was selected, and defined as competitors to Serbia as a 
tourism destination. The countries were defined within the Republic of Serbia’s 
Tourism Development Strategy for the period 2019-2025. The analysis included 
the presence of national tourism organizations (NTO) on social networks and 
platforms and was compared with the tourist arrivals and overnight stays of 
domestic and foreign tourists.
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INTRODUCTION

Due to the rapid development of technology, tourism companies 
are forced to constantly analyze the market and competitors and to 
implement innovations in their business. Without adapting to new 
conditions, it is difficult to maintain a position on the market. Digiti-
zation has enabled faster growing and created the opportunity to be 
noticed by a larger number of people, and all this with significantly less 
investment than was the case before the advent of the Internet. Social 
media brings several advantages such as two-way communication and 
lower costs, and in today’s world it is a necessary item in all outreach 
plans and strategies. 
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The implementation of new technologies is particularly important in the field of tourism and hospitality, 
as it serves to promote tourist destinations and attract new tourists. From the perspective of tourists, using 
the internet and new technologies has made it easy to plan a trip, seek for information about the destination, 
book a reservation and share travel experiences.

Social media platforms today are an important meeting point between companies and consumers. Given 
the steadily rising number of social network users in recent years, marketing and communication strategies for 
businesses in the tourism industry should give major consideration to their social media presence. Consumers 
and businesses may express their uniqueness and establish more contact thanks to the Internet. In the past, 
businesses advertised their messages in magazines, newsletters, and traditional media. Personalized content 
can now be sent, and customers themselves can customize it even more. (Kotler & Keller, 2006) Today, it 
is clear that digital communication methods predominate. We are social and Hootsuite have been creating 
global reports and analyses of social networks in the world for years. New technologies are evolving and they 
are quickly implemented in everyday business and life. According to report on the growth of the Internet and 
information technologies, data from January 2022 show that of the approximately 7.91 billion people on Earth, 
62.5% (4.95 billion) are Internet users, while the number of active social network users is slightly lower than 
Internet users (4.62 billion). (We are social, Hootsuite, 2022)

Social media are web and mobile-based tools that allow people to produce and distribute information. 
Social networks, which are a subset of social media, are the fundamental platforms for communication in the 
modern digital world. They make it easy for people to connect and communicate with each other, as well as 
with the businesses. They provide a useful method for real-time marketing, i.e. timely communication, on the 
appropriate platform. Businesses generally use social networks to connect with their target audience. Facebook, 
Instagram, Youtube, Twitter, Snapchat, TikTok, Linkedin, and other widely used social media platforms have 
all seen a significant growth in recent years and are frequently used in communication strategy.

The objective of this paper is to examine the social media presence of NTO Serbia and competitor countries 
that were identified in accordance with the Republic of Serbia’s tourism development strategy.

LITERATURE REVIEW

The development of the Internet has changed the way travelers communicate and interact with destinations. 
Today’s tourists, however, have altered their behavior and now rely on social networks for real-time information that 
affects their trip plans. They use social networks in all phases of their travel: before the trip (for collecting the information), 
during the trip (for making posts about the trip and communication), and after the trip (for leaving feedback).

In general, it is known that reputation is extremely important in promoting competitiveness (Pechlaner 
et al., 2002). De Moya & Jain (2013) pointed out that this reputation partly explains final competitiveness and 
argued that competitiveness and reputation mutually impact one another. Finally, different authors such as 
Gallarza et al. (2002) and Zhang et al. (2014) conducted literature reviews on the reputation of tourist destinations, 
highlighting the relevance of this reputation to tourist satisfaction and destination competitiveness.

Within the tourism sector, reputation is crucial. The relevance of a destination’s online presence has grown 
significantly as a result of the advancement of information and communication technologies in the tourist 
industry. The Internet has emerged as the most significant platform for the marketing and sales efforts of 
destination management organizations and, at the same time, it has taken the lead as the main source of 
information for travelers looking to plan their vacations.

Technological progress and the rapid development of social media have influenced new ways when it comes 
to services and their providing. Organizations that used traditional methods and provided services through 
personal selling and direct contact with consumer can now provide services through social media without any 
physical contact between the two parties. (Chatzigeorgiou & Christou, 2019)

Thota (Thota, 2018) states that organizations use social media to attract consumers and create their needs 
by communicating positive aspects of products or services and shaping their brand perception. Having 
recognized a need, customers begin their search for information in order to choose the best option. In this 
stage of decision-making, brands compete with competitors and offer product and service information (Mason 
et al., 2021).
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With the ultimate goal of creating a relationship for brand growth and development, social media provides 
an excellent chance for the hospitality industry to build stronger relations with its customers (Buted et al., 
2014). Tourists, when traveling, are actively using the social media for various reasons: when researching the 
destination, upon the arrival on the destination to inform, during the stay to share the experience but also 
(dis)satisfaction after they leave the destination. Because of the above-mentioned reasons, it is important to 
emphasize that social media have become an irreplaceable channel of communication when it comes to travel 
decisions, which has had a significant impact on business in the tourism and hotel industry (Leung et. al, 2013). 
Furthermore, many studies have shown that tourists, especially young people, are more likely to trust and rely 
on social media channels to make decisions. (Pop et al., 2021; Zeng & Gerritsen 2014; Zlatanov et al., 2021). As 
a digital natives, the younger generations did not learn to use new technologies – they are part of their everyday 
life from early age. In addition, it should be taken into consideration that people spend an average of about two hours 
and a half on a daily basis using social networks with a tendency to increase this time (Statista, 2022). This 
means that tourism destinations as well as other providers of tourist services have every day the opportunity 
to attract potential users, advertise, and sell a product or service through social networks.

METHODOLOGY

The aim of this paper is to analyze the competitiveness of Serbia and selected countries of the competitive 
set from the point of their presence on various platforms and social networks, with a comparison to the number of 
overnight stays and tourist traffic of competitor countries. For the purposes of the research, the authors selected 
a set of competitor countries that were defined within the Republic of Serbia’s Tourism Development Strategy 
(in further text abbreviated as Strategy) for the period 2019-2025. The European market is divided into several 
geographical entities. According to the Strategy, the main competitors in the area of Southern/Mediterranean 
Europe, which includes the Republic of Serbia, are defined as Slovenia, Croatia, Albania and Montenegro, 
together with the border countries Hungary, Romania and Bulgaria (Government of the Republic of Serbia, 
Ministry of Trade, Tourism and Telecommunications, 2016). The analysis included the presence of National 
tourism organizations on social networks and platforms and was compared with the achieved tourist traffic 
and the number of overnight stays. For research purposes, data were collected from the following networks/
platforms: Facebook, Instagram, Twitter, Youtube, and TikTok. It also included information on whether the 
National tourism organization has its own website.

Finding out whether national tourism organizations have their websites was the initial stage in the data 
collection. The information on the social networks on which National tourism organizations are present was 
then obtained (for the majority of social networks) from the NTOs’ official websites, which contain links to 
their accounts on various social networks. The following information was retrieved from the sites and social 
networks under observation:

• Facebook – number of page likes
• Instagram – number of followers and number of posts
• Twitter – number of followers
• Youtube – number of subscribers and views 
• Tik Tok – whether NTOs are present (yes/no) and number of followers and likes

One of the initial hypotheses is that there is a relation between the volume of tourism and NTO activities 
on social media, i.e., that NTOs that are active and present on the aforementioned platforms perform better 
in terms of the volume of tourism and the number of overnight stays.

As for the data on tourist traffic and the number of overnight stays, they are taken from the republican 
statistical institutes of individual countries and refer to the last available calendar year (2021). Data on tourist 
traffic and the number of overnight stays were observed from the perspective of two categories of tourists - 
domestic and foreign tourists - whose values are shown in absolute amount and their percentage share in 
the total tourist traffic, i.e. the number of overnight stays. Certain data that are not publicly available and for 
that reason could not be included in the analysis are marked as N/A (not available). As part of the results of 
the conducted research, a table overview of the observed set of competitors in all the listed categories will be 
shown, with accompanying discussion and conclusions.
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RESULTS

The most significant results of the conducted research are highlighted below. The first segment included 
in the analysis was related to whether the national tourism organizations of the countries selected within the 
defined set have their own official website. Out of a total of 8 competitor countries that make up the selected 
set, all 8 countries (100%) have their own website. Given that tourists today actively use the Internet when 
making travel decisions, the existence of a website is particularly important from the point of presence in the 
online world. The foregoing may mean that NTOs have recognized the importance of having a website as a 
place to present a country’s offer. Regarding social media and the results of the research, the data are presented 
in the following tables.

Table 1 shows an overview of NTO presence on selected platforms. When it comes to Instagram, the categories 
referring to the number of followers and number of posts were observed. When the number of followers is 
taken as a criterion, NTO Croatia is in first place with a total of 444,085 followers. NTO Serbia is in third place 
with a total of 143,285 followers, which is three times less than the country that occupies the leading place on 
the list. When the number of posts is chosen as a criterion, NTO Croatia is still in first place, while the distribution 
of the other observed countries changes to a certain extent. According to the above criteria, NTO Serbia has 
more than five times less posts than NTO Croatia, the number of posts being 2,076 and 11,600 respectively. 

When it comes to Facebook, the category of number of page likes was observed. Results show that NTO 
Croatia is in first place with a total of 1,684,907 page likes. NTO Serbia is in fourth place with a total of 263,020 likes.

When it comes to Twitter, the number of followers was observed. According to results, NTO Hungary is 
in first place with the total of 280,400 followers. NTO Serbia has 108,386 followers and is the country that follows 
NTO Hungary on the list. This is the only platform where NTO Croatia does not occupy a leading place in 
the number of followers.

Youtube, as a video platform, was also observed and analyzed in terms of the number of subscribers and 
views. When the number of subscribers is taken as criterion, NTO Croatia has the highest number of subscribers. 
NTO Serbia is in third place according to the mentioned criterion. If the criterion is the number of views, 
results are almost identical – leading positions do not change.

LinkedIn, as an older platform that was launched in 2003 primarily for professional networking and career 
development, has not really become popular as a means of promoting tourism of the countries under study. 
This is corroborated by the information that just 5 of the 8 countries under study have a LinkedIn profile. 

The establishment of TikTok social network accounts is a great example of how to present an offer to 
younger tourists. As a new platform, it has not been used to its full potential yet. From total of 8 observed 
countries within the defined set, only two countries have an official NTO account on TikTok. NTO Slovenia is 
in the leading position with 224,500 likes, which is almost 6 times more likes than second-placed NTO Croatia.

Table 1. The presence of ntos on observed platforms

Instagram Facebook Twitter Youtube Linkedin TikTok

followers posts
page  
like

page  
followers

followers subscribers views followers followers likes

NTO Serbia 143,285 2,076 263,020 267,598 108,386 10,100 24,776,578 2,973 / /

NTO Hungary 36,639 1,421 789,399 789,639 280,400 17,500 37,249,160 / 113 65

NTO Montenegro 60,447 2,873 121,000 612 7,447 2,650 3,361,289 / / /

NTO Croatia 444,085 11,600 1,684,907 1,696,341 2,965 20,500 374,108,172 24,023 3,516 37,800

NTO Albania 38,573 4,676 / 54,000 7,790 1,650 576,116 / / /

NTO Slovenia 252,260 4,532 580,492 591,005 5,331 6,720 19,787,854 16,356 6,380 224,500

NTO Romania 1,733 58 21,744 23,231 31,631 1,050 246,388 / / /

NTO Bulgaria 35,912 1,430 35,835 37,841 848 2,510 14,449,265 / 0 0

Source: Authors’ analysis
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If the data on tourist traffic (Table 2; Table 3) is added to the data on social networks, it could be noted 
that there is a potential link between the presence on social networks, as one of the factors that influences the 
attraction of tourists, and the increased visit to tourist destinations. Analyzing the realized tourist traffic and 
the number of overnight stays by foreign tourists, Croatia, as the country with the most followers and posts 
on Instagram, was also the leader on the list of countries analyzed in terms of arrivals and overnight stays by 
foreign tourists.

Table 2. Number of tourist arrivals 

Arrivals - domestic and foreign tourists

Domestic  
tourists

Domestic tourists 
(%)

Foreign  
tourists

Foreign tourists  
(%) Total

Croatia 2,135,000 17% 10,641,000 83% 12,776,000

Albania 3,928,030 41% 5,688,649 59% 9,616,679

Romania 8,436,100 91% 840,600 9% 9,276,700

Hungary 4,370,665 70% 1,868,335 30% 6,239,000

Slovenia 2,171,236 54% 1,832,446 46% 4,003,682

Serbia 1,720,054 66% 871,239 34% 2,591,293

Montenegro 117,321 7% 1,553,558 93% 1,670,879

Bulgaria N/A N/A 7,188,363 N/A N/A

Source: Authors’ analysis

Table 3. Number of tourist overnight stays

Overnight stays - domestic and foreign tourists

Domestic  
tourists

Domestic tourists 
(%)

Foreign  
tourists

Foreign tourists  
(%) Total

Croatia 7,354,000 10% 62,848,000 90% 70,202,000

Romania 18,825,000 91% 1,828,100 9% 20,653,100

Hungary 11,220,000 69% 5,071,000 31% 16,291,000

Slovenia 6,456,686 57% 4,794,472 43% 11,251,158

Montenegro 448,770 5% 9,423,803 95% 9.872.573

Serbia 5,732,833 70% 2,429,597 30% 8,162,430

Albania 1,155,185 36% 2,030,887 64% 3,186,072

Bulgaria N/A N/A 7,993,767 N/A N/A

Source: Authors’ analysis

CONCLUSION AND DISCUSSION

Today, social media represent a powerful tool for differentiation in relation to competitors, especially tourism 
destinations. Building a reputation online is crucial when developing the image of a tourism destination. 
Particular attention should be given to the development of a plan for NTO’s presentation in the digital world. 
Modern tourists are actively using social media in the process of choosing a destination, so they have become 
primary search engine.

According to the results of the analysis, the outcomes of social media activity are directly proportional to 
the number of arrivals and the number of overnight stays. On practically every platform analyzed, NTO Croatia 
holds the top position (except Twitter). Additionally, it has a top position in terms of foreign visitor traffic.  
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Compared to the other countries from the set of observed competitors, NTO of Slovenia is the leader when it 
comes to TikTok, despite not holding the leading position on other platforms. The Slovenian NTO has made 
a considerable advancement by providing its offer on that platform as well, especially given that it is a new 
one. Success in the modern tourist market necessitates constant adaptation to the wishes and needs of tourists 
as well as finding new ways to market products and services. Younger generations have become interested in 
TikTok as a modern platform. It reflects the potential for developing a conceptual image of the destination in 
the minds of the youngest tourists who have not yet begun spending their own money on travel when it comes 
to the tourism industry. 

Social networks have become an important channel of communication. They are constantly evolving, giving 
both multiple challenges and chances to sell goods and services. Additionally, tourists actively use social media 
in all phases of their travel, which significantly affects service providers in the tourism and hospitality industry. 
Therefore, planning and adequate implementation of social media activities in business is one of the key factors 
in gaining a competitive advantage and creating a positive image of the tourist destination.

REFERENCES

Buted, D. D., Gillespi, N. S., J. B., Delgado, B. A., Marasigan, R. M., Rubico, S. K., & Felicen, S. S. (2014). Effects 
of Social Media in the Tourism Industry of Batangas Province. Asia Pacific Journal of Multidisciplinary 
Research, 123-131.

Chatzigeorgiou, C., & Christou, E. (2019). Social media in tourism marketing: Travellers’ attitudes and encounters. 
TOURMAN 2019 Conference Proceedings, (pp. 164-173). Thessaloniki.

De Moya, M., & Jain, R. (2013). When tourists are your “friends”: Exploring the brand personality of Mexico and  
Brazil on Facebook. Public Relations Review, 39(1), 23–29. 57(4), 15–22. DOI:10.1016/j.pubrev.2012.09.004

Gallarza, M. G., Gil-Saura, I., & García, H. C. (2002). Destination image: Towards a conceptual framework. 
Annals of Tourism Research, 29(1), 56–78. DOI: 10.1016/S0160-7383(01)00031-7

Goverment of the Republic of Serbia, Ministry of trade, tourism and telecommunications. (2016). Tourism 
Development Strategy of the Republic of Serbia, Belgrade.

Kotler, P., & Keller, K. (2006). Marketing Management. Upper Saddle River, Pearson Prentice Hall.
Leung, D., Law, R., Van Hoof, H., & Buhalis, D. (2013). Social media in tourism and hospitality: A literature 

review. Journal of travel & tourism marketing, 30(1-2), 3-22. DOI: 10.1080/10548408.2013.750919
Mason, A. N., Narcum, J., Mason, K., & Awan, U. (2021). Social media marketing gains importance after Covid-19. 

Cogent Business & Management, 8(1). DOI:https://doi.org/10.1080/23311975.2020.1870797
Pechlaner, H., Smeral, E., & Matzier, K. (2002). Customer value management as a determinant of the competitive 

position of tourism destinations. Tourism Review, DOI:10.1108/eb058390
Pop, R. A., Săplăcan, Z., Dabija, D. C., & Alt, M. A. (2021). The impact of social media influencers on travel 

decisions: The role of trust in consumer decision journey. Current Issues in Tourism, 25(5), 823-843. DOI: 
10.1080/13683500.2021.1895729

Statista. (2022). Daily time spent on social networking by internet users worldwide from 2012 to 2022. 
Retrieved September 15, 2022, from https://www.statista.com/statistics/433871/daily-social-media-usage-
worldwide/ 

Thota, S. C. (2018). Social Media: A Conceptual Model of the Whys, Whens and Hows of Consumer Usage 
of Social Media and Implications on Business Strategies. Academy of Marketing Studies Journal, 22(3).

We are social, Hootsuite. (2022). Digital 2022. Retrieved September 25, 2022, from https://wearesocial.com/uk/
blog/2022/01/digital-2022-another-year-of-bumper-growth-2/

Zeng, B., & Gerritsen, R. (2014). What do we know about social media in tourism? A review. Tourism management 
perspectives, 10, 27-36. DOI:10.1016/j.tmp.2014.01.001

Zhang, H., Fu, X., Cai, L. A., & Lu, L. (2014). Destination image and tourist loyalty: A meta-analysis. Tourism 
Management, 40, 213–223. DOI:10.1016/j.tourman.2013.06.006

Zlatanov, S., Pavlović, D., & Popesku, J. (2021). Facebook Activities of National Tourism Organizations: Serbia 
and the Defined Competitive Set. Teme, 190515054Z.



91

SITCON 2022
TOURISM DESTINATION COMPETITIVENESS – CURRENT CHALLENGES AND FUTURE PERSPECTIVES

EMPLOYEE SATISFACTION IN THE HOTEL INDUSTRY 
AS A PREREQUISITE FOR CREATING A HOTEL’S 
COMPETITIVE ADVANTAGE AND ITS IMPACT ON 
DESTINATION COMPETITIVENESS
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Abstract: 
Analysis of the quality of work of each organization also includes the study of 
employee satisfaction. This will be successfully realized, however, only when 
there is feedback as well as the management’s willingness to recognize the 
importance of the employees and their motivation for performing tasks well. 
Without employees’ motivation for work, it is impossible to expect complete 
organizations to function in the best way. In order to achieve a competitive 
advantage, it is necessary to properly analyze the factors that affect employee 
satisfaction. The primary part of the responsibility lies with the manager who 
performed the staffing; it is one of the key stages in the process of good func-
tioning of the hotel organization. What is crucial in improving factors related 
to human resources after proper staffing, is to motivate employees in order to 
create an atmosphere in which they can contribute to the provision of better and 
higher quality service, and thus the hotel can achieve a competitive advantage. 
The aim of the document is to define and analyze employee satisfaction as a 
prerequisite for creating a competitive advantage and to indicate the factors 
influencing this process. Improving awareness of how important employee 
satisfaction is in a hotel organization brings multiple benefits to everyone, 
and most of all to the hotel organization. In this paper, care was taken to cite 
a lot of different concepts and definitions by different scientists and academic 
experts, which resulted in the merging of all relevant definitions and the views 
of different scientists and experts in the field of tourism and hotel industry.
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INTRODUCTION

The success of the hotel business, which implies the impossibility 
of separating the service from providing service, includes employee 
satisfaction as one of the most important factors for the success of 
the organization. One of the explanations is that the satisfaction of 
the employee is transferred to the satisfaction of the guest, which is 
directed towards growth and profitability. Due to the above, an 
increasing number of people engaged in scientific research point out 
that employee satisfaction should be a central part of research in the 
field of hotel management. The impact on employee satisfaction has a 
number of long-term positive effects on the achievement of business 
goals. It is realized as follows. Hotel management is an activity that 
depends on a large number of factors. 
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By analyzing the characteristics of hotel services, the importance of the human factor can be observed. The 
specificity of the service provision is also reflected in the fact that at the moment of provision and use, they 
take place at the same time, whereby the impression of satisfaction of the users of hotel services develops or 
is absent. When we measure the level of satisfaction of the service user, that is, the guest, we must focus on 
the service providers in terms of analyzing all the factors that affect them. The satisfaction of the employees is 
directly related to the realization of the competitive advantage of the hotel itself, which can later have a decisive 
influence on the overall competitiveness of the tourist industry. Thanks to the action of satisfied employees in 
hotel organizations, the constant presence of guests is attained as well as the attraction of new guests thanks to 
the spread of positive impressions. In this way, the tourist destination also gains importance because over time 
the number of satisfied guests increases, and therefore the economic effect is greater. In the past, measuring the 
level of financial factors was predominantly used as an indicator of success. This is not an insignificant factor, 
but the improvement of the research indicated the need to introduce other operational indicators that allow 
measuring the quality of hotel service, monitoring the performance of the competition and the expectations 
of hotel guests. More and more organizations accept the important role of employees and connect the direct 
influence that employees have on improving the quality of the organization’s work. For this reason, more and 
more attention is paid to the research of employee satisfaction.

TOURIST DESTINATION

A tourist destination is a complex structure that consists of many components that are interconnected 
with the aim of providing for the needs of tourists. The name destination comes from the Latin “destinatio”, 
which means destination or ultimate goal. A further explanation can also mean the final destination of the 
journey. With the development of tourism and its transformation into a mass phenomenon, the concept of 
destination found a wide application in tourism. Agreeing on the concept of destination is not a simple process. By 
destination in a broader sense, it is understood that it is a place that attracts a large number of tourists and to 
which tourism gives characteristics in the sense that the income generated from tourism plays a primary role 
in its functioning. On the other hand, we have the term “vacation place”, which means a city that has a significant 
amount of tourist facilities that are attractive to tourists. UNWTO defines Competitiveness of a Tourism  
Destination as “the ability of the destination to use its natural, cultural, human, man-made and capital resources 
efficiently to develop and deliver quality, innovative, ethical and attractive tourism products and services in 
order to achieve a sustainable growth within its overall vision and strategic goals, increase the added value of 
the tourism sector, improve and diversify its market components and optimize its attractiveness and benefits 
both for visitors and the local community in a sustainable perspective.” Along with these terms, it is important 
to mention the regions within which there are several tourist centers with attractive facilities and complexes 
that contain recreational facilities in their location. The increase in the global mobility of tourists is increasing, 
and accelerated growth can be expected due to the development of travel opportunities on a global level that 
follows the development of information technologies and technological development in the field of tourism 
as well. Because of this, tourist destinations face competitive challenges that are significantly different from 
those they had in the past. The size of the tourist destination must be viewed objectively. To be able to do the 
analysis, the concept of regional tourist destination is introduced. According to Leiper, its limit determines the 
distance reachable within a day’s journey in relation to the place of accommodation. The basic determinants of 
the content of the term tourist destination are a large number of products, experiences, services, built image, 
realistic achieved quality and achieved attractiveness based on natural and built values and specific identity. 
Source (Popesku, J. 2011). Management of the tourist destination. Beograd: Univerzitet Singidunum). One of 
the most commonly used definitions of the subject term reads: “A tourist destination is a tourist-organized 
and market-recognizable spatial unit that, with its set of products and services, offers complete satisfaction 
of tourist needs, apropos tourist demand” (Križman Pavlovic and Zivolic, 2008). Bordas, (1994) says “that 
there are three spheres in the hotel business, namely the technological process, the market and the product 
itself  that satisfy people’s leisure wants and needs“. Competitive advantage is based on the market, product, 
and technology, but beyond the boundaries of the hotel at the destination level, because it is very important 
what it offers to its visitors in the overall sense. Hasan et al., (2000) believe that healthy competition is a good 
circumstance and that it can be very beneficial to establish cooperation between competing organizations for 
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the sake of common progress. “A destination’s ability to create and integrate value-added products that maintain 
its resources and market position relative to competitors” (Crouch and Ritchie, 1999). “A destination’s ability 
to maintain its market position and share or improve it over time” (d’Hauteserre, 2000). “They include 
objectively measured variables, namely the number of visitors, tourist consumption, employment, added value, 
culture, heritage, quality of operations in the hotel business and the quality of the tourist experience” (Heath 
and Ratner, 2003.) In the long run, the most competitive destination is the one that creates prosperity for its 
residents (Bahar and Kozak, 2007). 

Figure 1. Porter’s diamond of national competitive advantage.

Firm Strategy,
Structure, and Rivalry

Demand
Conditions

Related and Supporting
Industries

Factor 
Conditions

Source: Porter, M. E. (1990). The Competitive Advantage of Nations. Harvard Business Review 68, no. 2 (March–
April 1990): 73–93. Boston,USA: Harvard Business School Faculty & Research

EMPLOYEE SATISFACTION

In all economic activities, including tourism, human labor has an important and specific role and characteristics. 
Tourism is continuously adapting to current trends in the tourist market. Human resources in tourism, through 
life, work, business philosophy and education at work, tend to adapt to the needs of users of tourist services. 
(Petrović and Bonacin, 2017). As a factor that plays a central role in the hotel industry, human resources must 
be satisfied with their work because the quality of their work depends on it. That is why a large number of 
research are moving in the direction of examining the key factors that contribute to employee satisfaction. 
These surveys identify the key factors of satisfaction. It was determined that the working environment is based 
on interpersonal relations, communication between management and employees. Consumer loyalty also 
depends on their perception and satisfaction, which affects their activities (Perić et al., 2018). Employees are 
in coordination and must take care of their mutual relationship. because the quality of the service depends on 
their cooperation at work. Knowledge is an intangible asset of every hotel organization, which should keep this 
in mind in order to achieve their satisfaction by motivating the values that belong to human resources, which 
will be reflected in good business. Only a satisfied employee can contribute to the organization and achieve 
its goals and objectives. (Kong et al., 2018). The fundamental task of managing human resources is to make 
them capable of joint and successful work, that is, to successfully deal with the problems they face, so that their 
strengths are effective and their weaknesses are irrelevant. (Buntak 2013). It is undeniable that a higher level 
of motivation ensures the achievement of a higher level of personal and all other goals. Everyone can motivate 
themselves and the manager should motivate others as well (Kurtic and Kulovic, 2011). The manager’s task 
is to encourage factors that positively affect the motivation of individuals and groups and reduce the impact 
of negative factors. Each employee is motivated by various factors in order to achieve the best possible results 
and realize set goals. It can be a salary increase, incentive bonuses, the possibility of advancement in the job, 
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improvement of the organizational structure. It is not only a way for employees to achieve what is expected of 
them, but also not to leave the organization (Bahtijarevic and Siber, 1999). Given that job satisfaction is a key 
factor in organizational behavior, it should be understood and monitored and continuously create conditions 
for their improvement in order to avoid the effects of dissatisfaction that can harm the organization (Tudor, 
2010). What is certainly visible is the negative growth, and that is the lack of personnel who can provide a 
quality response to the challenges in the hotel industry. Employee turnover is high, and the level of satisfaction 
is low. In such conditions, the behavior is not aligned with the norms at work and there is a possibility that 
the employees will leave it at any moment, which reduces the quality of the service and adversely affects the 
business. The influence of management on employee satisfaction implies, first of all, that the conditions that 
depend on management are fulfilled in the daily business practices. Without appropriate staffing and the level 
of quality and value through knowledge and motivation of employees, it is not possible to expect their good 
activities because in that case the abilities are not present. When these conditions are met, it can be expected 
that the satisfaction of the employees contributes through their business activities to the improvement and 
continuous growth of the positive business of the hotel organization. In this way the satisfaction of the guests 
is also achieved, which is one of the crucial factors for the future of the hotel organization. In order for the 
process to survive over time in the conditions of the advancement of information technology and other 
technological processes, employees as a key factor of the hotel organization should continuously improve 
their knowledge, skills and abilities (Perić et al., 2019). To realistically see the impact of employee satisfaction 
on performance within the organization, we need to see the impact of the extent of performance management. 
It is very broad and is considered a significant tool for improving employee motivation (Cokins, 2009). When 
one has an adequate insight into the understanding of the domain of performance, i.e. duties and tasks that 
fall within the job description in the hotel organization, effective performance management is possible. When 
this is not achieved, there is a lack of connection that enables the evaluation of employees’ performance and the 
possibility of their improvement. In addition, it is necessary to establish a link to evaluate the performance of 
one employee in relation to other employees who have the same job description. Performance measurement 
implies regular measurement of progress towards a precise outcome, which is a basic component in results 
management (Robert, 2003). Performance is understood as the organization’s achievements in relation to set 
goals and defines performance management as a strategic approach to achieving the organization’s lasting 
success (Armstrong, 2002). Human resource integration is one of the integrations affected by performance 
management. The others are vertical, which aligns goals at all levels, and functional, which focuses on 
functional plans. Employees are the main source of competitiveness in modern society, but they cannot create 
a competitive advantage by themselves until the hotel company puts them in the function of creating and 
achieving a competitive advantage. The role of employees in tourism is very specific, as is the provision of services. 
Employees are vital to this business activity. The tourism and hospitality industry faces urgent challenges in 
terms of managing, retaining and motivating people (Enz, 2001). Jobs in the hospitality industry involve 
continuous stress and require good organizational commitment. Employee motivation and performance 
management are a central area of management in the organization because it has a direct impact on productivity, 
service quality, growth, development, and survival of the organization. Therefore, the management staff 
should establish an appropriate motivational structure in order to achieve the best possible performance. 
Theoretically, it is necessary to carry out constant research and lead the application of the theory and its 
achievements in the practice of the organization. An essential prerequisite for employee productivity is their 
satisfaction. This connection is very important, but not as strong as it seems at first glance. The reason is that 
productivity is influenced by many other factors and not only employee satisfaction, the impact of employee 
satisfaction on productivity reaches a maximum of 20% (Ilić Koderman, 2021). The reasons are numerous and 
one of the leading ones is of a technological nature. A large number of technological processes determine the 
speed of work independently of workers. One of the ways in which increased productivity affects employee 
satisfaction is that it allows for increased rewards for employees, which in turn affects their satisfaction (Radić, 
V. & Radić, N., 2015). 
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TH IMPACT OF EMPLOYEE SATISFACTION ON THE COMPETITIVENESS OF TOURISM DESTINATIONS

In order for the entire tourism system to function well, it is necessary to fulfill all the elements that have 
an impact on its function. One of the elements of the tourist system that significantly stimulates success is the 
competitiveness of the tourist destination. Without attracting tourists and motivating them to come, there 
is no possibility for the successful operation of the tourist system. They can be divided into several groups 
(Križman Pavlovic and Zivolic, 2008): primary factors that include climate, ecology, culture, traditional 
infrastructure, and secondary factors of the destination which include everything introduced for the needs of 
tourism - hotels, transport, attractive facilities. Competitiveness as an important factor is gaining more and 
more importance because more and more world destinations are opening, tourism is developing and there 
are more and more investments in that development. Factors of competitiveness include certain principles 
(Poon, 1993) that must be followed in order to achieve competitiveness. These are the environment, respect 
for economic principles, strengthening of distribution channels in the market, construction and investment in 
the private sector. Many authors have analyzed these principles and questioned their importance. Regardless 
of critical views, it is undeniable that they must be taken into account because tourism is the leading sector in 
the economy. Comparative advantage in tourism is the ability to create a better tourist product and greater 
efficiency in providing services compared to the competition. This means that the tourist product and service 
are more optimal compared to the competition. When investing in a tourist destination, we should take stock 
of all resources and we must not neglect the human factor. Employee satisfaction is a necessary factor for the 
good functioning of the tourism system, without which progress in this industry cannot be expected. Ignoring 
problems in this area creates long-term consequences. In this complex business, the impression is created at 
the moment of service and it is very difficult to correct a bad impression. Profit maximization and investment 
in the future was accomplished by achieving a comparative advantage. Tipuric (1999) states that competitiveness 
affects success. According to them, competitiveness is not a matter of success but of survival. “The comparative 
advantages of a tourist destination are divided into two groups. The first group includes exogenous comparative 
advantages and the second group includes endogenous comparative advantages. ”Exogenous  comparative 
advantages include natural resources, and endogenous human resources. Natural resources are partly determined 
by factors that we cannot influence (climate, natural environment, history, archaeological sites, cultural monuments. 
Human resources include knowledge, training, technological innovations, creation of events that make a 
tourist destination attractive. Human resources that are present are staffing as a very important management 
process. Staffing should be a continuous process that ensures quality in business, thereby positively affecting 
the competitiveness of the destination. Tourist resources cannot be viewed without people who possess certain 
knowledge and when assessing the value of tourist resources, it is necessary to think of both people and 
knowledge resources, which is a factor that is especially lacking in developing countries. In order to achieve 
a long-term competitive advantage, it is necessary to pay attention to the factors of production. In order to 
realize this, it is necessary to establish a strategy based on the education of human resources, the protection of 
natural resources and the expansion of knowledge. When we talk about the difference between comparative 
and competitive advantage, we can say that comparative advantage refers to available resources, while competitive 
advantage is expressed in the ability of the destination, in the hotel, to use the resources it owns effectively and 
efficiently over a long period of time (Zhang & Jensen, 2005). Comparative Advantage in Tourism. A Supply-
Side Analysis of Tourism Flows. Amsterdam: European Regional Science Association (ERSA), Louvain-la-
Neuve). The Calgary model of competitiveness (CMC) developed by Crouch and Ritchie (1999), Chon and 
Maier (1995) processed 5 specific factors that appear in tourism, which certainly include barriers to exit or 
entry, organizational design, technology and value for CMC. it is also mentioned that quality is crucial and 
should be independent of the price, and must not be dependent on it. Competitiveness is very important for 
those countries and regions that depend exclusively on tourism. If the destination manages to attract a large 
number of tourists and satisfy their needs and desires, it will enable the same tourists to return again, which 
will affect the increase in income from tourism. this is of great importance for other businesses related to tourism. 
(Gooroochurn and Sugiiarto, 2005). The choice of destination is one of the most important decisions a tourist 
makes when choosing a trip, and this decision is influenced by a large number of factors. Tourists do not have 
a big influence on these factors, namely accessibility, safety, attractiveness, image of the country (Cizmar and 
Weber, 2000). 
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The development of a competitive advantage is a dynamic process because continuous investment is needed 
to ensure it. In order for us as an organization to be different from others, the hotel must develop certain 
characteristics that are so impressive and not easy to imitate in the market. What differentiates a hotel from 
others in its business activities constitutes a competitive advantage. The competition is always fighting to 
achieve the championship in the market and on the way to that it uses different means. Some of them are 
related to the imitation of competing successful hotel systems. This represents the risk of drowning in the 
“mass” and losing competitive advantage. At a time when information systems and technological processes are 
developing faster and faster, it does not take much time to imitate someone else’s norm in business. Industrial 
and technological espionage is much easier than it used to be. Therefore, we should work on our own original 
norms and their protection in order to achieve a successful business future. Factors that still participate in the 
production of goods or services more favorably than the competition will lead to higher quality business and 
greater success. Factors that allow this process to develop include a series of costs, engagements, improvement 
of the quality of the offer and continuous monitoring of modern trends. 

CONCLUSION

Competitive advantage ensures profitability and thanks to it, more favorable conditions can be offered for 
better sales of own services. Competitive advantage is one of the goals that a hotel company strives for in order 
to stay as successful as possible in business in a destination where a large number of hotels operate. Once a 
hotel achieves a competitive advantage, it has reached a goal that ensures it increases value and improves its 
own performance in every sense. Competitive advantage continuously improves and thus enables the creation 
of ever greater values for the hotel organization. It brings good positioning in the market, superiority in 
performance and good financial indicators.
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ENHANCING COMPETITIVENESS AND QUALITY OF LIFE IN 
DESTINATIONS THROUGH FEMALE ENTREPRENEURSHIP

EXTENDED ABSTRACTS

Abstract: 
Entrepreneurial activity has the potential to contribute to local and regional 
economic development. Business foundations in creative markets such as 
education, fashion, medicine, arts and entertainment may positively impact both 
residents (living space) and visitors (destination space). Female entrepreneurs 
are perceived as particularly active in these markets. As a connection between 
these fields has not been investigated yet, this paper investigates possible 
correlations between female entrepreneurship and destinations’ competitiveness 
and quality of life. Secondary data from a variety of sources have been analyzed. 
The findings enhance the linkage between destination development and local 
entrepreneurship and provide new perspectives for destination managers. 

Keywords: 
ecosystem of hospitality, destination competitiveness, quality of life, female 
entrepreneurship. 
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INTRODUCTION

For decades, numerous developments, trends and crises have posed 
significant challenges to the management of business locations, tourist 
destinations and cities as living spaces for their inhabitants. On the 
demand side, people’s increasing search for quality of life, authenticity,  
interpersonal encounters, individuality and new forms of coexistence 
– while travelling as well as in everyday life – are accelerating this 
trend (Pechlaner, 2022). Thus, the perception of locations, cities and 
destinations is transforming from a traditionally separate to an 
integrated, holistic view (Philipp et al., 2022a). Such approaches often 
include soft factors such as culture, creativity or quality of life that 
enhance the competitiveness of locations, cities and destinations. 
Female entrepreneurs are known to find businesses particularly often 
in these creative fields as their startups often address fashion, medical, 
educational, art, entertainment or tourism issues (Schwing & Zehren, 
2022). The subsequent work hence aims at analyzing the role female 
entrepreneurs play in terms of (1) competitiveness and quality of life 
of destinations and locations and (2) the implementation of integrated, 
holistic destination and location management approaches by focusing 
on particular elements of the recently proposed holistic “Ecosystem of 
Hospitality”. The findings contribute to the current state of research 
in various ways.
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LITERATURE REVIEW

Towards an Ecosystem of Hospitality

The Ecosystem of Hospitality (EoH) derives from the above-mentioned concepts and represents a holistic 
and integrated development of destinations, locations and living spaces (Pechlaner et al., 2022; Philipp et al., 
2022b). The EoH aims to establish a new quality standard to meet network partners’ and stakeholders’ different 
needs and demands in the urban-rural space through joint action and activity in space (Pechlaner et al., 2022). 
The basis for this is taken from the approach of entrepreneurial ecosystems – individuals taking responsibility  
in urban and rural spaces and co-creating transformative forces and energies in an entrepreneurial way (Bachinger 
et al., 2020). As the core of the EoH, the strategic focus is on the quality of life, resilience, culture, creativity, 
mobility and networking enables human interaction and encounters, which has a positive impact on satisfaction, 
relationship quality and hospitality. Through this, even spaces such as industrial parks can become points of 
attraction and influencing factors of the respective place (Pechlaner et al., 2022). Entrepreneurship and 
innovation thus promote local quality of life and competitiveness (Kofler et al., 2018).

Entrepreneurship and Female Entrepreneurs

Despite the lack of a generally accepted definition (Solvoll et al., 2015), entrepreneurship is the “process of 
generating, developing and exploiting an idea in a new or existing business in order to implement innovative 
products or production methods and therefore change the business environment” (Schwing & Zehren, 2022, p. 131). 
Therefore, entrepreneurs are individuals who have a business idea, evaluate it, and utilize it.

Jakhar and Krishna (2020, p. 38) define a female entrepreneur as “an innovative and creative woman who 
has achieved economic independence (...) and employment opportunities for others”. Women entrepreneurs 
often prioritize social over economic objectives (Jennings & Brush, 2013), resulting in positive effects on 
ecosystems and opportunities for diversity enhancement. 

Companies founded by women often exhibit higher turnover (Abouzahr et al., 2018) and increased numbers 
of jobs. Women especially found companies in the textile, health and education sectors (Münster et al., 2021). 

Competitiveness and Quality of Life of Spaces 

In the context of tourism, Ritchie and Crouch (2003, p.2) define destination competitiveness in tourism as 
“increasing tourism expenditure and attracting more visitors while providing them with satisfying experiences, 
enhancing the well-being of the destination’s residents, and preserving natural capital for future generations”. 
Organizations such as the World Economic Forum regularly publish reports with various indicators to measure 
competitiveness. The Global Competitiveness Index (GCI) and the Tourism & Travel Competitiveness Index 
(TTCI) or the Travel & Tourism Development Index (TTDI) are prominent examples. These analyze a country’s 
competitiveness and potential for improvement based on macroeconomic stability, labor market and supportive 
framework conditions, among others.

Ritchie and Crouch (2003) and Bachinger and Pechlaner (2022) consider the well-being and quality of 
life of the local population and visitors to play an essential role in the competitiveness of an area. The World 
Health Organization (WHO) (1998, p. 551) defines quality of life as “a person’s subjective perception of their 
position in life concerning the culture and value systems in which they live in relation to their goals, expectations, 
standards and concerns”. Various indicators can measure the quality of life, such as perceived quality of life, 
education, health, income, safety or environment (OECD, n.d.). The destination’s quality of life and competi-
tiveness are strongly interconnected to entrepreneurial activity (Peters et al., 2019). 
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METHODOLOGY

This paper analyzed the correlation between the GCI and TTCI and several entrepreneurship variables. Due 
to the availability of data, only OECD countries were considered. The year 2019 was considered, as sufficient 
data was available on the relevant variables in the index How’s Life? Well-Being (Schwab, 2019).

Following the Shapiro-Wilk test for standard distribution, the entrepreneurship variables were correlated 
with the normally distributed variables of quality of life, the general GCI and the TTCI (Schwab et al., 2019). 
As some variables did not show a direct correlation (cf. Obilor et al., 2018) with the Female Entrepreneurship 
variables but were considered relevant to explain existing associations, the correlation with these variables was 
extended by possible latent associations, i.e. associations that were not direct but have been established through 
observations of additional variables (Salkind, 2010). 

RESULTS AND DISCUSSION

There is a significant negative correlation of the variables assigned to entrepreneurship – (1) TEA of the 
female population and (2) Total TEA with feeling safe at night and enabling environment, among others. For 
the enabling environment, there is a higher negative correlation with the percentage of Total TEA compared 
to the total early-stage entrepreneurial activity (TEA). TEA indicates the percentage of people between 18 and 
64 years of age whose businesses are in the start-up process or who have carried out a start-up activity over the 
past 3.5 years (Sternberg et al., 2022). Enabling environment includes factors such as infrastructure, information and 
communication technologies and macroeconomic stability, which are essential to entrepreneurial ecosystems 
and influence entrepreneurship activity. This positively impacts satisfaction, relationship quality and hospitality 
through a strategic focus on the environment (cf. Pechlaner, 2022).

There is a positive correlation between the TEA of female population and the perceived health (good), which 
describes the individual and subjective perception of health. Both entrepreneurship and female start-up activity 
have high, significant, positive correlations with perceived health (good), making clear that women’s start-up 
activity in the health sector, has a positive effect on perceived health and the health system and thus on the 
quality of life in the area (cf. Münster et al., 2021). The significant negative correlations of the entrepreneurship 
variables with perceived health status (poor) reinforce this result.

In addition, there are several potential correlations, which, however, have not been significant in the present 
analysis and therefore require further investigation. For example, there is a negative, insignificant correlation 
between the government debt to GDP ratio and the variables associated with female entrepreneurship, meaning  
that female entrepreneurship can increase overall economic performance and may reduce new public debt 
borrowing (cf. Abouzahr et al., 2018). Depending on population development, improved economic perfo-
rmance can ensure an increasing gross domestic product per capita and thus function as an indicator of a 
country’s prosperity and quality of life. 

CONCLUSIONS

Although only some of the variables examined do not show the presumed correlations, and only a few of 
these are statistically significant, further correlations cannot be ruled out and contribute to the further opening 
of the growing field of female entrepreneurship. The statistically significant correlations already found allow 
conclusions about female entrepreneurship’s economic and social significance. In the context of EoH as a 
holistic and integrated development approach to destinations and locations, it can thus be stated that female 
entrepreneurship can play an important role in increasing the quality of life and competitiveness of the 
geographical area and thus in the implementation of new spatial development concepts. 
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DEVELOPING A MODEL FOR EVALUATING THE 
COMPETITIVENESS OF SERBIA AS A TOURISM 
DESTINATION – A TOURCOMSERBIA FRAMEWORK

EXTENDED ABSTRACTS

Abstract: 
The competitiveness of tourism destinations is a new phenomenon that has 
been the topic of much research in recent years. The issue of tourism destination 
competitiveness evaluation arises from many research studies. Most tourism 
destinations analyse their competitive position by following the rankings 
published in the World Economic Forum Tourism & Travel Competitiveness 
Index (T&TCI – Report published until 2019). Recently T&TCI transformed 
into Tourism & Travel Development Index (T&TDI), offering a new construct 
in the model. The World Economic Forum T&TCI and T&TDI model defines 
the advantages or constraints of a destination position but has certain disa-
dvantages: the limitations in providing quality information to decision-makers 
with a limited significant link to tourism performance criteria. Beside T&TCI, 
and T&TDI various indicators and theoretical models have been developed, in 
different studies, to address specific aspects of tourism destination competi-
tiveness. However, no single model applicable to all destinations exists. Thus, 
we propose an approach to setting up a model for a particular destination 
competitiveness evaluation.  
This study presents the TOURCOMSERBIA model framework for Serbia’s 
competitiveness evaluation. TOURCOMSERBIA framework introduces three 
competitiveness assessments provided by internal and external stakeholders. 
The proposed model makes foundations for continuous competitiveness evaluation 
of Serbia and similar destinations and a clear framework and methodology.The 
proposed framework in this paper is a part of a more comprehensive study on 
destination competitiveness indicators analysis.

Keywords: 
tourism destination competitiveness, Serbia, competitiveness model, evaluation. 
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INTRODUCTION

The competitive position of Serbia as a tourism destination evalu-
ation is mainly related to the World Economic Forum Travel & 
Tourism Competitiveness Report (WEF T&TCR). The WEF T&TCI 
(WEF, 2019) is an official globally accepted approach to assessing 
the competitiveness of tourism destinations worldwide, with one of 
the most popular synthetic indicators developed (Fernández, et. al., 
2020). In 2022 World Economic Forum started publishing the Travel 
& Tourism Development Index (T&TDI) (WEF, 2022), which repre-
sents an upgraded construction of the WEF T&TCI model reflected 
in new and updated pillars, sub indexes, and indicators in T&TDI.  
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Besides WEF T&TCI and T&TDI, there are different approaches to destination competitiveness evaluation 
and proposals for indicators and various models. Many competitiveness models are based on Porter’s diamond 
(Porter, 1990). Poon (1993) went a few steps forward by introducing the principles of competitive success: put 
the environment first; make tourism a lead sector; strengthen the distribution channels in the marketplace 
and build a dynamic private sector. Keyser and Vanhove (1994) suggested five key competitiveness indicators: 
tourism policy, macro-economic, supply, transport, and demand factors. Go and Govers (1999) point to the 
seven attributes: facilities, availability, service quality, overall accessibility, image, climate and environment as 
an attribute and attractiveness of a destination. Kim’s model (Kim & Lee, 2005) assesses competitiveness by 
dividing indicators of destination competitiveness into primary sources of competitiveness, comprised of envi-
ronment, subjects and resources, and secondary sources of competitiveness – politics, planning, management 
(methods for running tourism policies and tourism management), investments, taxes and prices, and tertiary 
sources of competitiveness – tourism infrastructure, a system for accommodating tourists, the attractiveness 
of resources, labour force. 

Ritchie and Crouch (Crouch, 2006, p. 7) suggested a competitiveness model that complies with five indicator 
groups (supporting factors and resources; core resources and attractors; destination management; destination 
policy; planning and development; qualifying and amplifying determinants). 

A certain number of variables, defined in the Ritchie and Crouch model, were included in the integrated 
destination competitiveness model (Armenski et. al., 2011). Testing the validity and data accessibility of the 
integrated model confirmed that its structure covered important tourism destination competitiveness factors 
and indicators (Dwyer et. al, 2014). As basic indicator groups or competitiveness factors, this model implies 
natural and cultural resources; created resources; supporting factors; destination management; situational 
conditions; and demand conditions. Model is used for competitiveness assessment of Korea and Australia 
(Kim & Dwyer, 2003). The same methodical approach is used for the competitiveness assessment of Slovenia 
as a tourism destination (Gomozelj& Mihalič, 2008) as well as the competitiveness of Serbia as a tourism 
destination (Armenski et al., 2011, Popesku & Pavlović, 2013).

The essence of using a competitive model, or rather a competitive analysis, should be based on evaluating 
competitiveness for marketing and tourism destination management decisions. As mentioned, the widely 
accepted practical model of destination competitiveness evaluation, the World Economic Forum Tourism & 
Travel Competitiveness Index (WEF, 2017), was used by many countries to rank their competitiveness position 
as tourism destinations. Further scientific thinking implies the question: Does this model provide sufficient 
information and foundation on which every country as a destination should compare its competitive position? 
Should alternative models be used? To these questions, academics point out that emphasizing this approach 
limits the quality of information for policymakers (Wu et al., 2012). WEF T&TCI has been the subject of 
methodological criticism, especially because many competitive countries were left out of the top countries 
(Pulido-Fernández & Rodríguez-Díaz, 2016). Mazanec and Ring (2011) also state that the report cannot achieve 
its objectives unless the competitiveness indicators compressed into the overall index exhibit significant 
relationships with tourism performance criteria. Such views indicate the need to examine more thoroughly 
the relevance of this model to establish a more comprehensive model for measuring the competitiveness of 
Serbia as a tourism destination. Alternative models have emerged and proposed a range of indicators to 
ensure that the results of competitive analysis of the tourism destination can be used better for policymakers’ 
decisions. Ritchie & Crouch’s model emphasizes the importance of destination management by focusing on 
activities that may affect other factors of the model. Therefore, the role of destination management in the 
competitiveness of the tourism destination has additional weight and significance. This model proves that the 
importance of factors in this model is not equal to the competitiveness of a tourist destination, but it is impos-
sible to separate them because their interdependence is obvious. It led to further thinking of a more advanced 
model developed by Dwyer and Kim (Integrated model of destination competitiveness). An integrated model 
introduces demand as a specific determinant of competitiveness. Also, this model divides resources into 
inherited and created ones. The main feature of this model is that it shows the interaction between all sources 
of destination competitiveness, indicating that the competitiveness of a tourism destination cannot be the only 
tourism policy goal but rather a means of achieving regional and national economic development. Success in 
creating sustainable well-being for its residents is crucial for a competitive destination (Dwyer and Kim, 2003). 
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It shows the multidirectional and interconnectedness of the elements contained in this model. Accordingly, it 
can serve as a basis for establishing a model for measuring Serbia’s competitiveness as a tourism destination. 
Developing/emerging destinations rely on WEF T&CI when monitoring their competitiveness in tourism, but 
the most successful ones should develop their models for overall competitiveness analysis, generally or for a 
specific purpose. An example is a Canadian approach, where the observations of the global competitiveness 
of Canada as a tourism destination provide consumer-based intelligence in 12 core markets. This approach 
defines some indicators to: monitor awareness; assess perceptions of Canada; identify the general experiences; 
identify motivators and barriers for travel to Canada; and determine the influence on destination selection, 
which is also crucial for the overall assessment and analysis of competitive position for key markets (Destination 
Canada, 2016). 

A conclusion by modern approaches in the competitiveness evaluation, as well as the author’s views on 
existing models, is driven. Each destination should develop its approach/model that provides more specific 
guidelines for competitiveness development for decision makers (marketing and tourism destination management 
decisions). Although the NTO of Serbia conducts research for marketing support and promotion as the main 
activity at the national level of destination management in Serbia, there is still no established model for 
competitiveness assessment.

In this paper, we introduce the TOURCOMSERBIA evaluation framework for destination competitiveness 
of Serbia and similar destinations. TOURCOMSERBIA model will provide a model for longitudinal measurement 
of Serbia’s competitive position in tourism, implementing a more comprehensive and participatory approach 
to tourism destination competitiveness evaluation. It may answer the essential question regarding Serbia’s 
current competitive position as a tourism destination. Moreover, the TOURCOMSERBIA framework identifies 
tourism competitiveness indicators, which should be considered high priority areas for decision-makers to 
improve the competitiveness of Serbia as a tourism destination and enhance sustainable tourism development.

METHODOLOGY

We define the main objectives in creating a framework for the TOURCOMSERBIA model. The first step in 
developing a Framework of a novel tourism destination competitiveness model for Serbia requires a multi-step 
approach, as presented in Fig. 1.

Figure 1. A process of developing tourism destination competitiveness model for Serbia

1. In-depth literature
review 

2. Workshop 3. Pilot testing 4. Model is set and
validated

Source: Authors’ illustration

The general approach defines internal (the public and private tourism sector and residents) and external 
(foreign tourists and tour operators) stakeholders in the country’s tourism competitiveness evaluation. In-depth 
literature review covers the analysis of 559 papers from SCOPUS database since 2000. From the analyzed studies, we 
extract a set of the total number of identified tourism destination competitiveness and sustainability indicators. 
To find the most relevant ones For Serbia, during a workshop organized with relevant tourism industry stake-
holders and other stakeholders like NTOs, LTOs, academia experts, etc. a set of indicators for pilot testing 
is established. Then we conduct pilot testing among internal and external stakeholders. By the pilot testing 
results, the model is set and validated. As a result, an innovative and more applicable model with a specific 
methodological approach is provided. The framework serves as a basis for a more precise definition of 
competitiveness indicators and formulation of a competitiveness model. Based on a broader literature review, 
synthesis of existing models and destination competitiveness indicators, and meetings and discussions with 
the key stakeholders and international experts the conceptual framework is elaborated.
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RESULTS

The framework consists of Destination competitiveness evaluation factors. They include Resource-based 
factors (natural resources, Cultural Resources, Created Resources and Supporting Factors). Also, as followed 
by Kim and Dwyer’s (2003) analysis, the framework implements the interdependence of Resource-based factors 
with Destination management and situational Conditions. Foreign tourism demand as a separate group of 
stakeholders singles out. The goal is to obtain more specific evaluations of competitiveness and other data 
related to the satisfaction of the tourist experience during their stay at the destination. The second group of 
external stakeholders emphasize foreign tour operators. Consequently, a more comprehensive point of view 
about destination competitiveness is acquired. As a result, the framework includes precise and more relevant 
indicators than the WEF T&TCI model. Involving a wide range of relevant internal and external stakeholders 
provides a comprehensive competitiveness evaluation (Fig. 2).

Figure 2. A conceptual TOURCOMSEBIA model Framework
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CONCLUSIONS AND DISCUSSION

TOURCOMSERBIA Framework represents a proposal of continuous activities on competitiveness monitoring 
and assessment on the national level with guidelines and recommendations for short-time or long-time 
strategies for tourism destination development and competitiveness improvement. The expected impact of 
the TOURCOMSERBIA model application is in the innovative, more accurate and reliable model as a tool for 
competitiveness evaluation for Serbia and similar countries. This paper contributes to the scientific thinking 
on reliability and wide range application of WEF T&TCI and T&TDI model by providing a proposal for the 
application of a more accurate model with significant relationships with “tourism performance criteria” and 
“quality of information for policymakers”. This model emphasizes a balance between economic development 
and the impact of tourism, at the same time focusing on sustainability.
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Abstract: 
Slow tourism is a new form of tourism that is very difficult to define in a few 
behavioral categories. For this reason, the paper focuses on its characteristics 
with the aim to observe the impact of this form of tourism on the local 
community and on the territories that is very widespread. 
A relevant literature review shows that slow tourism is a kaleidoscopic 
phenomenon that uses the resources and attractions of tourist destinations 
in many ways. This form of tourism is followed by many people, and for this 
reason, the paper aims to draw attention to the fact that the choice of destina-
tions in slow tourism is a way to competitiveness. The methodology used to 
analyze this form of tourism is the qualitative method and the case studies. 
The paper aims to verify that the elements that form slow tourism are a source 
of competitiveness and how those elements are implemented in destinations. 
Case studies help discern how slow tourism is implemented in destinations, 
pointing to the competition with the others that haven’t implemented slow 
tourism. It is the first research for this category, and more studies are needed 
for a proper understanding of this form of tourism as a new tourism product 
and a competitive element in the tourism sector.

Keywords: 
sustainability, tourism competitiveness, slow tourism, experience tourism, local 
development. 
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INTRODUCTION

The phrase slow tourism was created to define the tourism 
phenomenon which, to emulate the romantic nineteenth-century 
tours, prolongs the practice of vacations and tourism in time and space 
so that tourists can learn and be in contact with the local reality in a 
different way than “mass tourism”, as the following literature review 
demonstrates.

The article focuses on defining this phenomenon as the constituent 
element of slow tourism, which will serve the subsequent analysis of 
the competitiveness of destinations that practices slow tourism. For 
this reason, starting from some drivers that constitute the pillars of 
slow tourism, we intend to identify if these are present in slow tourism 
destinations. We try to highlight whether their compliance with slow 
tourism is an element of competitiveness. 
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The findings of this research will contribute to all those destinations that are being regenerated, and to 
re-planning tourism, as the study reported here offers the possibility of parameterizing slow tourism with 
qualitative criteria.

LITERATURE REVIEW

Slow tourism differs from mass tourism with its often unstated, undesirable attributes, and distinguishes 
it from other types of unconventional tourism, such as eco, pro-poor or responsible tourism (McGrath & 
Sharpley, 2017).

In opposition to mass tourism, slow tourism focuses on the following aspects: regionality, authenticity, 
uniqueness, sensations, creating one’s journey, vacation rentals, joining in as much as possible, staying awhile, 
de-commoditization, slow food and beverage choices, and discovery. Slow tourism can be identified within 
three behavioral categories. First, some studies focus on modes of transport that have reduced environmental 
impact and travel (alternatives to air and car travel). Others point out visitors’ engagement in a profound 
experience of the place. The last category focuses on transport as a part of a tourist experience. (Miretpastor 
et al., 2015)

Although the concept ‘slow’ indicates a temporal category, within the area of slow tourism, it is derived 
from the term used by Cittaslow, the slow food movement (Lumdson & McGrath 2011). Many authors consider 
enjoying local food and drink an essential aspect of slow tourism (Caffyn, 2012). In this way, local people also 
contribute to the destination (employing, preserving traditions). Conway and Timms (2012) claim that slow 
tourism offers an alternative to the homogenization of a holiday experience, destinations, and their tourism  
provision by conventional tourism and package holidays. Considering their travels superior to those of others, 
many of them presented their identities as alternatives and their travels as following a more fulfilling and 
worthwhile way of life. (Smith, 2012). For some authors (Caffyn, 2012), conscious choice is an essential 
attribute of being a slow tourist. Slow travel is about making conscious choices (Gardner, 2009). Besides the 
location, one of the most important components of slow tourism is holiday duration. Caffyn (2012) argued 
that one of the advocated ways to experience a place more profoundly is to stay there longer. 

What are the benefits of slow tourism? According to many authors, the benefits of slow tourism are focused 
on environmental motivations. If principles of slow tourism have been adopted, a destination may reduce the 
financial leakage to foreign suppliers and generate more income and employment for local people (Caffyn, 
2012). However, tourists themselves also benefit from slow tourism, experiencing relaxation, escape from 
home and work, having deeper holiday experiences, and better knowledge of the place they visit (Caffyn, 2012).

For destination and social and environmental campaigners, it presents a label to sell personal, even hedonistic 
benefits or more ethical and sustainable forms of tourism whilst avoiding the “greater good” that has, so far, 
proved ineffective in changing tourism habits. (Caffyn, 2012).

IMETHODOLOGY

The article is directed at building a theoretical system from which then it is possible to analyze slow tourism. 
For that reason, through qualitative criteria, the authors will build that interpretative framework, which is 
useful to verify whether slow tourism is the distinctive element of destinations. To this end, the authors, after 
analyzing the literature, will try to individuate those distinctive elements characteristic of slow tourism. For 
this reason, the authors will analyze the different local realities to verify which human, natural, cultural, and 
social resources are most involved in slow tourism, but also what prevails in tourist activities and services in 
the destination (Nunes & Cooke, 2021). To this end, the authors will go to classify destinations by analyzing 
the compliance of destinations in slow tourism to assess their untapped potential. Basically, the methodology 
used is case study analysis and analysis of qualitative criteria useful in defining slow tourism in destinations, 
as shown in Table 1.



112
Extended abstracts

SITCON 2022 
TOURISM DESTINATION COMPETITIVENESS – CURRENT CHALLENGES AND FUTURE PERSPECTIVES

Table 1. The characteristics of slow tourism

Characteristic Slow Tourism

Overview Defined on the basis tourist behavior

Idea of Development The development is linked by the improved tourism

Objectives To increase the time spent at the destination

Potential Impacts Lengthened cycle of life of tourist resources

Tourist involvement The tourist is more involved than in other  tourism forms

Cooperation and participation
All local communities can be involved in slow tourism and the 
more a community is a part of tourism, the higher growth and 
development 

Link between tourists and local community

The staycation of a tourist for a long time in a destination needs 
to link the community and tourists. It is possible that after a long 
time, the demonstration effect can effort the conflict between 
tourists and locals.

Innovations The weak sustainable is back to the nature, so the innovation in 
this slow tourism is not applicable so much

Source: Authors’ analysis

RESULTS

The results of this analysis are indispensable to verify that slow tourism is a way to competitiveness for 
destinations and can offer tourists high-quality services for well-being and happiness. Slow tourism offers 
experiences that can contribute to the tourism product, which will be composed of a series of tertiary activities 
creating a supply chain with high-added value at a local level. The competitiveness depends on the level of 
development and growth of the destinations. The various services and the several tourist experiences during 
the holidays depend on the level of tourism supplies and the quality of the enterprises. For this reason, the 
destination that improves the slow tourism as the economic sector will be competitive when two elements occur: 
the first, the all-tourist supply chain is involved in tourism, and the second, the empathy of the local community 
with tourists. The different levels of engagement of the local community can contribute to a different level 
of competitivity and inhibit updated and strategic visions. The current model of slow tourism related to new 
experiences and alternative use of the resources needs special skills and competencies, often not available locally, 
losing in part the added value.

CONCLUSION AND DISCUSSION

The discussion is still very open on how slow tourism could be “designed” as the development model of 
tourism.  The destinations need new experiences and updated tourist services to improve slow tourism so the 
tourists can stay longer. Therefore, the use of technologies is now a driving factor for the economy, and tourism 
needs to be investigated and discussed especially in a vision of social and economic cohesion and inclusion 
(Bizzarri, 2019) in slow tourism.

Another very important issue is the accessibility in slow tourism, which is a very important cultural factor 
opening new opportunities not only from an economic point of view, but also social and cultural (Bizzarri, 
2019), both for residents and tourists who have all kinds of diversity and fragility (the most well-known being: 
sensory, dietary, religious, physical, and mental). Slow tourist destinations are those more than any other 
deputed to welcome people with fragility, but it is necessary to delete infrastructural, social, and cultural 
barriers that to date are not so welcomed in a climate of serenity and community.
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At the scientific level, the paper, after dealing with the quantitative and qualitative analysis of slow tourism, 
tries to propose a new sustainable model of development of slow destinations, thanks to which the territory 
and the heritage town can achieve balanced growth.

At the operational level, the opportunity of developing destinations as slow tourist destinations makes a 
difference to consumers: not only for those tourists who have a lot of time to visit the country, but also for the 
tourists that aim to embrace it as a hobby and desire to stay a long time in the destination (linked to a healthy, 
comfortable, and relaxing lifestyle). This demand for slow tourism together with all other types of tourism 
allows us to activate a long-integrated supply chain, and, consequently, competition increases.
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