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Abstract: The study presents the touristic offer and demand for cultural attractions of
Belgrade, on the basis of the results of the questionnaire survey, i.e., attitudes of surveyees.
The aim of the study is to establish hierarchical order of cultural attractions of Belgrade,
attributes and factors of attractiveness, as well as of other content necessary for
comprehensive consideration of touristic offer. Program package for statistical processing
and analysys IBM Statistics 20 was used for obtaining results. Results of the research are
supposed to demonstrate whether the biggest importance among cultural attractions of
Belgrade belongs to art, ambient units, sacral objects, the fortress, museums or events,
historical, artistic, esthetic value or authenticity, and also to indicate to the importance of
factors and the content of offer, necessary in formation of touristic product.
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Introduction

The significance of the notion of "touristic attraction" reflects in numerous definitions,
which highlight their importance for development of tourism on a certain area (Gartner,
1996; Gunn, 1998; Lew, 1987). Touristic attractions can be defined as features of touristic
destination, which attract with its characteristics tourists to visit a touristic receptive area
(Kresi¢, 2007). They represent basic touristic resources that attract tourists to a certain
destination, and, as such, have a central role in touristic system (Jovi¢i¢ & Brankov,
2009).

Leiper (1990) emphasizes that a certain touristic destination consists of a person with
a touristic need, an attractive attribute of a destination due to which a tourist wants to
visit it ( the nucleus) and information about that attribute that a tourist obtains in various
stages of its travelling (a marker).

Gartner (1996) defines touristic attractions as a "center" of touristic experience and
he puts emphasis on a destination management, quoting that almost any feature of
touristic destination can be a touristic attraction if it is correctly promoted by marketing
and well presented. Closely related to the notion of touristic attractions is the notion of
touristic motives, which are defined, as occurrences attractive for tourists and things in
nature and society, i.e., exterior stimuli that can meet a certain touristic need (Jovicié,
2013).

Touristic attractions are extremely diverse and can be classified into numerous ways,
at which, the basic division is into natural and antropogenous (cultural), which can
further be divided into wider or narrower categories (Todorovi¢ & Dedanski, 2016).
Cultural (antropogenous) attractions have become a key component in constituting the
attractiveness of touristic destinations (Hall & Zeppel, 1990; Hewison, 1987; Hughes,
1987; Kim et al., 2007; Prentice, 2001; Richards, 2001; Zeppel, 2002; Zeppel & Hall,

1991).

Several various touristic attractions, which are affined and have a relatively high
degree of homougenousness make the factors of attractiveness. Unification of touristic
attractions into factors of attractiveness is done in order to simplify heterogeneousness
(Kresi¢, 2007). Different factors of attractiveness have a different importance for certain
destinations.

Tourism in Belgrade is based on cultural-historical heritage, to which touristic
services, content, infrastructure, suprastructure, market connections, offer of
attractiveness should be joined. Mcintyre et al. (1993) and Ritchie & Crouch (2005)
systemized and classified the abovementioned factors of attractiveness. For the needs of
writing a study on cultural and touristic attractions of Belgrade, the research includes
hospitality (relation of local inhabitants towards tourists), although that is not a factor of
attractiveness. As characteristics of non-material culture, touristic destinations and socio-
cultural factor, hospitality influences the intensity of experience of visitors, therefore it is
not omitted in this research.
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Tab. 1. Diversity of topics about cultural touristic attractions

author(s) and year of

Kim, H., Cheng, C.X.,
O’Leary, J.T.
(2007)

participation patterns
and trends in tourism
cultural attractions

publication title description
-relations in the system of attractions
hard Tourism attraction -behavior of tourists and system of
Richards, G. X . attractions
(2002) Sgﬁﬁ:ﬂ Ezﬁl?,rigig -concept of basic systems of attractions
supported by research on cultural
attractions
Understanding

-cluster analysis of cultural attractions
- socio-economic status of tourists and
cultural attractions

Minguez Garecia, C.
(2013)

Management of the
tourism-cultural
attractions of major
heritage sites. The case of
patrimonio nacional.

-notability of heritage in destinations of
cultural tourism
- managing cultural tourist attractions
-Patrimonio Nacional's management
model

Phuwanatwichit, T.
(2014)

The Development of
Thung Fa Bot Weekend
Market into Cultural
Tourism Attraction in
San Pa Tong District,
Chiang Mai Province

-the need to develop cultural tourist
attractions in contents and accompanying
services
- the need to connect with government
agencies, the private sector and the
community

Yang, Y.
(2016)

Assessment of Cultural
Tourism Experience in
Selected Attraction in
Nanyang, Henan
Province in China

- management
- experiences of tourists
- comparing the rating of the attributes of
cultural attractions
- improving the experience of cultural
tourism in selected locations

Herrero-Prieto, L.C.,
Gomez-Vega, M. (2017)

Cultural resources as a
factor in cultural tourism
attraction: Technical
efficiency estimation of
regional destinations in
Spain

- assessment of the region's efficiency in
attracting tourists, taking into account
cultural attractions
-determinante efficiency of tourism
development
-the existence of a private cultural sector
and creativity (crafts, design, fashion,
music and performing arts)

Kirilenko, A.P.,
Stepchenkova, S.0.,
Hernandez, J. M.
(2019)

Comparative clustering
of destination attractions
for different origin
markets with network
and spatial analyses of
online reviews

-analysis of entertainment, heritage and
environment
- similarities and differences among
attractions
-ways of their using in Florida

Source: papers listed in Tab. 1 (quoted in the literature review)

The attraction base of Belgrade consists of material cultural wealth (buildings,
monuments, ambient unit and museums), events (whose basis consists of material and
non-material cultural wealth), economic values with recreational zones and hotel and
restaurant objects offering a possibility of entertainment (Stankovi¢ & Vojéi¢, 2007;
Joksimovi¢ et al., 2014). Todorovié¢ (2015), on the basis of analysis of content of travel
blogs about Belgrade concludes that Belgrade Fortress is most frequently mentioned
touristic attraction in Belgrade, while Nikola Tesla Museum and Saint Sava’s Temple
stand out immediately after the fortress. Based on research on the field, Markovi¢ (2016)
highlights that touristic attractions in Belgrade are not known to a sufficient extent to be
present in destination image of a city.
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Jovici¢ (2013) singles out four attractive attributes of touristic motives: recreational,
for curiosity, famous and esthetic. This division is adjusted to the needs of research of
attributes of attractiveness of cultural and touristic motives. Recreational attributes are
not analyzed in that context (they refer mainly to natural attractions). Historical and
artistic value of cultural attractions as well as their uniqueness(authenticity) have
emphasized rarities and famous attributes, so, for the needs of work, and due to easier
understanding of surveyees, are defined in that way.

The aim of the study is to determine hierarchical importance of cultural attractions of
Belgrade, their attractive attributes, factors of attractiveness and other elements of
touristic offer. Trends in tourism served as recommendation for improvement of touristic
offer and demands on the side of touristic demand. Scientific contribution of work is in
observing not only cultural values, but also their integration into all touristic contents,
both material and non-material.

Material and methods

With the aim of collecting data for this research, an appropriate survey questionnaire has
been created. Since perceptions of tourists about attractions are keys to market
successfulness of the destination and its competitiveness, a survey has been realized with
visitors of Belgrade as a target group. Limitations in research were in the form of
incorrectly questionnaires being incorrectly filled in (30 questionnaires), which partially
influenced the representativeness of the results.

Middle-aged and elderly visitors of Belgrade mainly didn’t want to participate in the
research, so their number is smaller in the number of surveyees than of the younger
visitors. Inexistence of official statistics about number of visits of cultural attractions of
Belgrade belongs to a limitation, both for this one, as well as for other researches.
Recording the number of visitors of cultural attractions of Belgrade would enable the
establishing of the correlation between statistical data and attitudes of the surveyees.

According to subject of research, hypotheses were formed:
e Entertainment has the most dominant role in touristic offer of Belgrade.
e The most important cultural attraction of Belgrade is the Fortress.

e The museums have left the most important trace among attractions of cultural
tourism.

e Historical value is the most important attribute of attractiveness of cultural
attractions.

e Presentation of cultural attractions of Belgrade follows trends on the modern market.

e  Cultural attractions and their attributes have a more significant role in touristic offer
of Belgrade than factors of attractiveness.

The intention was to determine and rank the importance of certain cultural
attractions in Belgrade for surveyees, as well as the satisfaction by total cultural offer, and
which were previously offered as such within the second part of the survey in the form of
Likert’s scale, where it was expected from the surveyees to express agreement in the
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interval from 1 - I disagree up to 5 - I completely agree. The first part of the survey
contained basic data about the surveyees: age, gender, education, current occupation, as
well as the country/state they come from.

Research on the field was carried out in the period from April to June, 2018. 202
surveyees participated in the research, who were the spot check. Data processing was
done in program package for statistical processing and data analysis IBM SPSS Statistics
20.

Reliability (interior agreement) of the scale has been estimated by implementation of
standard statistical procedure (Scale Reliability Analysis), based on the interpretation of
coefficient (Cronbach’s Alpha). In an ideal case Cronhback coefficient Alpha should be
bigger than 0.7 (Pallant, 2011). The value of checked items of 18 claims in this research
amounts to a=0.806 which confirms the reliability of the scale and justifiability of results.

Descriptive statistics for all variables from the first part of the survey has been used
for describing noticed occurrences for all variables from the first part of the survey
(distribution of frequencies has been demonstrated), while for the variables from the
second part of the survey, representative central and dispersive parameters (arithmetic
mean — Mean and standard deviation — SD) have been calculated. T-test of independent
samples was used for establishing the existence of statistically important differences
between the surveyees.

Results and discussion

Considering the basic socio-demographic characteristics of the surveyees, the following
can be established. In this research 202 surveyees took part, 52% of women gender and
48% of male gender. According to the age structure of surveyees, the youngest participant
was 16 and the oldest was 65. The dominant age group consisted of the surveyees of
younger age, from 18 to 28 years old (177 surveyees, i.e., 87.6%). 48 surveyees took part in
the survey, aged 19, making 23.8% of the total sample of surveyees. Related to this, it is
logical that in the category of the "interests of the surveyees", there was the biggest
number of pupils (26) and students (126), making 75.3% of the total sample.

Data analysys led to result that participants in the survey, according to profession,
had 28 different profiles, as well as that three of the surveyees declared themselves as
unemployed, and two surveyees who did not want to declare themselves. The biggest
number of surveyees had a high school degree (148 or 73.3%), then with high education
(48 surveyees, 23.7%) and the smallest number with elementary school (6 surveyees, 3%).

The biggest number of surveyees that participated in the survey was from Belgrade
(18 or 8.9%), or from Valjevo (10 surveyees or 5%). Besides domestic, foreign visitors have
also been surveyed (31 people, which makes 15.5% of the total sample). Surveyees from
surrounding countries (Montenegro, Bosnia and Herzegovina, Romania, N. Macedonia,
Croatia, Slovenia) have been surveyed among foreign visitors, but also from Germany,
Poland, Russia, Moldova, United Kingdom, Spain and Angola.
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Tab. 2. Separated claims by responsibilities related to the most important cultural attractions in

Belgrade
Items (examined claims) N Mean | Std. Dev.
There is entertainment in Belgrade with a significant tourist role 202 | 429 Lou
The greatest impression on tourists in Belgrade have ambience 202 | 3.92 0.913
(Skadarlija, Knez Mihailova street, Gardo$ in Zemun)
The greatest impression among cultural attractions has left the eventsin| 202 | 3.82 1.040
Belgrade
The most interesting is fortress among the cultural attractions in 202 | 3.62 0.992
Belgrade
The most interesting are the church buildings (Cathedral Church, St.
Sava Church, St. Mark's Church) among the cultural attractions in 202 | 323 1136
Belgrade
The greatest impression among cultural attractions in Belgrade hasbeen| 202 | 2.66 1.136
left by museums

Source: author’s research

Research results in Tab. 2 show that entertainment stood out among the most
important attitudes (M=4.29, SD=1.011). Ambient unit made a significant impression
(M=3.92, SD=0.913). Events, which also have entertainment in its foundation, are on the
third place (M=3.82, SD=1.040). There are not many studies based on research on fun
and touristic experience in relation to other elements of touristic offer, although, in
practice, entertainment is the key factor of visiting certain destinations. In a survey of all
kinds of entertainment, Moss (2009) devotes little attention to performances based on
tourism. There are only a few studies focused on touristic entertainment and experience
(Balme, 1998; Ryan & Collins, 2008; Ung & Vong, 2010). Present interest in
entertainment is in experiences of international tourists related to specialized touristic
shows. Pearce & Wu (2018), on the other hand, think that conceptual value for
assessment of touristic performance and entertainment uses ideas on experience.

Special topic of cultural performances is entertainment, widely available and often
promoted by local destinations as a key attraction. Analogous studies have been carried
out in Asia, in different locations (Ryan & Collins, 2008; Saipradist & Staiff, 2008; Song &
Cheung, 2010, 2012; Ung & Vong, 2010). Research focused on a destination image of
Belgrade (Todorovi¢ et al., 2018) show that tourist ranked highest nightlife and
entertainment as the item of cognitive image (general point average - 4.40).

As the surveyees gave the lowest value of response in relation to claim that the
biggest impression among cultural attractions in Belgrade belongs to museums (M=2.66,
SD=1.136), this ascertainment should be discussed.

Although museums are recognized as the main touristic attractions for domestic and
foreign visitors in many destinations, by unifying the importance of experience of visitors
and identity of place (Dimache et al., 2017), research on the example of cultural
attractions of Belgrade shows the opposite. Museums generally face with financial
challenges (Pogrebin, 2017), and focus on improvement of experience of visitors in order
to increase the number of visits (IBISWorld, 2017). Museums should attract visitors by
many exhibits and settings, which simulate esthetic experience (He at al., 2018). In
modern museums, besides collections and exhibitions historical memories create, the
function expands to dimensions which meet the expectation of simplicity and
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entertainment (Sheng & Chen, 2012). Active participation of visitors of museums can
improve their knowledge and experience (Liu, 2008). Introduction of new products,
functional and high-quality services, such as virtual games, enable approach to additional
information and objects and things they watch, which increases their motivation for
interaction (Paris, 2006), education, enjoyment, and at the same time also, the
satisfaction of less culturally motivated visitors (Forgas-Coll et al., 2017). Among auxiliary
services, educational activities are important in the ability of museums to attract young
people, by highlighting informative needs of this category of visitors (Manna & Palumbo,
2018).

When it comes to the offer in museums of Belgrade, it should be highlighted that
several museums have the abovementioned characteristics and that in the previous year
(2018) numerous activities on improvement of offer and its harmonization with current
touristic demand were realized. Reconstruction of the National Museum and Museum of
Contemporary Art was finished, the Museum of illusions was opened (the name indicates
to its authenticity). Interactive approach to visitors has been implemented in Nikola Tesla
Museum. However, around 40 artistic, cultural-historical, memorial, technical and
natural-historical museums have been recorded in Belgrade, so the abovementioned
museums make a small number in relation to total number. Spatial distribution of
Belgrade museums is diffuse, which is one of the reasons for lesser number of visits of
peripheral museums. Tourists in Belgrade stay relatively briefly (around 2 night stays)
and most often visit museums situated in the city centre, and not the ones, which are
peripherally located (distributed).

Research done by Viéentijevi¢ (2015) shows that local citizens think Belgrade in
touristic offer highlights night life and entertainment. Around 90% claims that Belgrade
museums are yet to build their image and that they are unrecognizable on the market. The
attitude of local citizens is that the relatedness of museums and other attractions of
Belgrade could be improved, and touristic offer unified. The limiting factor when it comes
to museums as cultural touristic attractions, i.e., refer to prejudice that museums are
institutions where there is nothing interesting to be seen. In addition, media and
marketing strategies are insufficiently developed. Research realized by Todorovi¢ et al.
(2018) shows that tourists don’t have a high opinion about the role of the museums in the
image of Belgrade as destination (average mark 3.41).

Tab. 3. Separated claims towards the responses of surveyees related to attributes of attractiveness
of cultural attractions in Belgrade

Items (examined claims) N | Mean | Std. Dev.

Belgrade's cultural attractions have historical value 2021 4.20 | 0.967

Belgrade's cultural attractions have an artistic value 2021 3.97 | 1.014

Belgrade's cultural attractions have aesthetic value 202 3.86 | 0.949

202 | 3.54 1.061

Belgrade's cultural attractions are unique (authentic)

Source: author’s research

A considerable number of surveyees thought that cultural attractions of Belgrade
have historical (M=4.20, SD=0.967) and artistic value (M=3.97, SD=0.014). Results of
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research demonstrated in this work are contrary to attitudes of Liang & Hua (2008), who
think that individuality and diversity of historical streets are lost due to building and that
historical streets are gradually disappearing. Postmodernism is based on ideas
highlighting the urban emotion, historical aspect of culture necessary for protection of
historical streets, but also their presentation to tourists. Study by Wang et al. (2015)
combined the development of historic streets with characteristics of contemporary society
and urban space, as well as demands of tourists.

Research on the example of Belgrade could be directed in this context, whose result
would help improvement of touristic offer and potential creation of model of development
of tourism based on cultural attractions. In making the concept of a model one should
take into consideration that he is surrouned with copies and replicas, a consumer is
looking for authentic experience in historic attractions, which have integrity, create a
sense of place and belonging (Hall, 1995; Jacobs 1995; Moscardo & Pearce, 1999; Pearce,
1988; Pearce & Moscardo, 1986; Waitt, 2000; Lu et al., 2015; Ram et al., 2016; Yi et al.,
2018), and at the same time they are different from everyday surroundings of visitors
(Naoi et al., 2011). Todorovi¢ at al. (2018) in survey research of cognitive image of
Belgrade, establish that tourists gave a relatively high grade to specific history and
heritage (4.04), historical buildings and monuments (general point average 3.90) and
architecture (3.75).

Tab. 4. Separated claims towards responsibilities of surveyees related to factors of attractiveness
and touristic offer of cultural attractions (marketing, services, availability, infrastructure,
suprastructure, hospitality)

Items (examined claims) N Mean Std. Dev.

You are satisfied with the attitude of the local

population towards tourists 202 3.65 0.977
The accessibility of Belgrade's cultural 202 3 o.0n0
attractions is satisfactory 3-4 -93

The tourist offer of cultural attractions in 202 3.20 s

Belgrade is adequate

You are satisfied with brochures, promotion in
the media and social networks, when it comes 202 3.27 1.088
to cultural attractions in Belgrade

The marking of Belgrade's cultural attractions
is satisfactory

Infrastructural and suprastructural equipment
of Belgrade's cultural attractions is satisfactory 202 3.18 1.132
(parking, souvenir shops, refreshments)

202 3.25 1.050

You are satisfied with the services in the

context of providing information 202 3-17 1.053

Presentation of cultural attractions of Belgrade
follows the trends in the modern market
Source: author’s research

202 3.13 0.966

During the visit of cultural heritage monuments, visitors bring the existing
knowledge and experience related to presentation of location, so previous knowledge has
an impact on interpretation of consumers, and creation of meaning (Chronis, 2012).
There are just three tourist information centres in Belgrade, which results by not so big
satisfaction of visitors when it comes to services of employees in tourism in context of
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providing information. Hotel employees can contribute to better results of informedness
of visitors of Belgrade. Results of research demonstrate that presentation of cultural
attractions in Belgrade does not keep up with the standards on modern market (M=3.13,
SD=0.966), so previous knowledge and experience related to presentation of location
should be improved. Virtual tours belong to marketing trends, which help potential
visitors to obtain visual information about touristic offer of Belgrade. One of world trends
show that loyalty of tourists to brands is increasingly less and that original, authentic,
diverse and regular touristic content (content marketing) is gradually becoming
increasingly more important.

Research demonstrated that the following hypotheses have been confirmed:
1. Entertainment has a dominant role in touristic offer of Belgrade.

2. Historical value is separated as the most important attribute of attractiveness of
cultural attractions in Belgrade.

3. The most important role in touristic offer of Belgrade belongs to cultural attractions
and their attributes, but factors of attractiveness.

The set hypothesis, that the most important cultural attraction of Belgrade is the
fortress, that museums made the biggest impression among attractions of cultural
tourism in Belgrade, and that presentation of cultural attractions of Belgrade keeps up
with the trends on contemporary market have not been confirmed.

Since among the surveyees there were members of both genders and that they are
approximately equal in number, it was interesting to explore whether there was
statistically important difference in respect of the given claims, which has been examined
on the basis of T-test, of independent samples. Statistically important difference occurred
just with three claims of total 18, and to answers with the following attitudes:

"Events made the biggest impression among cultural attractions in Belgrade"
(p=0.001; t=-3.406; df=200). The medium value of the answers of women surveyees
amounted to 4.06, whereas when it comes to male surveyees, it amounted to 3.7%.

"You are satisfied with brochures, promotion in media and social networks, when it
comes to cultural attractions in Belgrade" (p=0.008; t=-2.681; df=200). The average
value of response with women surveyees amounted to 3.47, whereas with male surveyees
it amounted to 3.06.

"Availability of cultural attractions of Belgrade is satisfactory" (p=0.002; t=-3.182;
df=200). The average value of responses of women surveyees amounted to 3.68, whereas
as regards male surveyees it amounted to 3.27.

World trend, when it comes to demand for cultural tourism, shows that women are
more represented. Their interests, knowledge and perceptions in relation to cultural
touristic attractions are more expressed than when it comes to men, which influences on
experience of touristic offer.

Conclusion

The obtained results can be used as research instrument for needs of destination
marketing and management, and to contribute to determining competitive advantage of
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the destination, potential disparities, when it comes to touristic attractions and demands
on the market, whether there is the need for market repositioning. In perspective, as a
proposal for a new research, the importance of cultural touristic attractions can be
established, in the offer of competitive destinations of city tourism in Serbia and the
region. By taking into consideration the experiences in management of city destinations,
cultural touristic offer of Belgrade can be improved.

When it comes to the demand for cultural tourism, certain touristic attractions are
most frequently explored (events, cultural historical localities). The contribution of this
work is in the fact that in an integrated way, it explores cultural touristic offer, taking into
consideration not only certain attractions, but also factors and elements of touristic offer.

To improve the positioning of museums in relation to other cultural touristic
attractions, positive experiences should be consulted. Museum strategies in European
cities are increasingly turning towards the needs and preferences of tourists. In global
frameworks, creativeness comes to its expression, because tourists want to develop skills
and get to know the local culture. Originality, diversity and many cultural attractions
determine the level of quality and increase the value of touristic offer. Uniqueness
(authenticity) of cultural touristic attractions had the smallest value among attributes of
attractiveness, which shows that cultural contents are missing which will influence the
recognizability of the destination. Modern trend in motives (expectations) is growth of
group visits to events, in which is the chance of Belgrade, as well as in the fact that visits
to cities are the most popular kind of vacations, and that the interest in lesser known cities
is getting bigger. On the other hand, in a negative context, competition is also big.

Results of the research are in harmony with strategic documents on the national
level. Belgrade is recognized as the “capital of fun, “the capital of cool” by reputable
European touristic magazines, but the city has not been branded by domestic institutions.
Implementation of contemporary trends on the world touristic level and programming of
development was missing. Instead of product and attractions based on the experience of
visitors, inadequate model of management of tourism, marketing and promotion of
destination is obvious.

It is clear that the number of studies about tourism in Belgrade is small and
insufficient in order to define sustainable directions of development. Attitudes of visitors
are mainly appreciated, whereas the other target groups (local citizens, employees in
touristic organization and hotels) and stakeholders’ relations are neglected. In further
planning of tourism in Belgrade, whose basis consists of cultural attractions, the questions
to be primarily answered are:

1. What is the wish to achieve social integration or economic development?
2. By what the city differs from other cities?

3. What are the types of visitors?

4. What cities are competitive?

Strategic bases of touristic activity should be defined on the basis of the results of this
research, by making documents that would refer to integrated observation of tourism in
Belgrade.
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KYJITYPHE ATPAKIIMJE BEOTPAZTIAY ®OKYCY
TYPUCTHUYKE IIOHYAE

Amncrpakr: Y pagy cy IpruKa3aHe TyPUCTHUYKA HOHYZA U TPAXKEba KYJITYPHHX aTpPakIiyja
Beorpazia, Ha OCHOBY pe3yJITaTa aHKETHOT YIIUTHHKA, Tj. CTAaBOBA MCIUTaHUKA. I{uip pana
je ma ce yTBpIU XHjepapXWjCKH Defocie]] KyJATypHHUX arpakiuja Beorpasa, atpubyra u
(axTopa aTPaKTUBHOCTH, KA0 M OCTAIMX Ca/prKaja HEOMXOAHUX 3a [[eJIOBUTO CaryIe/[aBarbe
TYPUCTHYKe IOHyZe. 3a Jo0ujame pesynraTa KOpUIIheH je IMPOTrpaMCKH IAKeT 3a
CTaTHCTUYKy oOpany u aHaimmusy IBM Statistics 20. Pesynraru ucrpaxupama Tpeba za
MOKaXky Ja i Meljy KyaTypHHM aTpaknujama beorpaza Hajehu 3Hauaj 3a mocernorne
nMajy 3abaBa, aMOHjeHTaIHe LIeJINHe, CAaKpaIHU 00jeKTH, TBphaBa, My3eju niau aorahaju,
HCTOPHjCKA, YMETHUYKA, €CTETCKA BPEJHOCT WIM ayTEeHTHYHOCT, a Takohe U /1a yKaxy Ha
BaxkHOCT (akTopa ¥ caip:Kaja IOHyZe, HEONXOAHHUX y GOPMHUpAy TYPHUCTHUKOT
TIPOM3BOZA.

K/byuHe peum: KyiaTypa, Typu3aM, aTpakijgje, aTpubyTH aTpaKTHBHOCTH, (GaKTOpU
aTpakTUBHOCTH, beorpaz
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3Hauaj mojmMa "TypucTHUUKe aTpakiuje” oryiena ce y OpojHuM aedUHUIIjaMa KOje UCTHIY
IUXOBY BaXKHOCT 3a pa3Boj TypusMa Ha ozpeheHom mpocrtopy (Gartner, 1996; Gunn,
1998; Lew, 1987). Typucruuke arpakigje ce MOry AedHWHUCATH Kao OHa obesexja
TypUCTUYKE JIeCTHHAIIMje KOja CBOjUM KapaKTepHUCTHKaMa IpuBjiaye (MOTHUBHIILY)
TypUCTE [la TIOCETe HEKO TYPUCTHUKO penentuBHo moxapydje (Kresi¢, 2007). One
MpeJICTaB/bajy OCHOBHE TYPUCTUYKE pecypce KOju IpHUBJIade TypuUCTe y oOfapeheHy
JIECTUHANIM]Y ¥ KA0 TaKBE MMajy IEHTPAIHY YJIOTY V TypucTuukom cucremy (Jovi¢ié &
Brankov, 2009). Leiper (1990) uctuyue aa ogpeljeHy TypucTUUKY aTpaKI(ijy YrHe ocoba ca
TYPUCTUYKOM IOTPeOOM, aTPAaKTUBHU aTPUOYT AecTUHAIMje 360r KOra TypHCTa JKeJIH J1a
je mocetn (Hykseyc) u uHGOpPMAIlHje O TOM aTPUOYTY KOje TYPUCTa CTHYE Y PA3IUUYUTUM
¢azama cBor myroBama (Mapkep). Gartner (1996) TypuCTHUYKe aTpakiiuje JepUHUIIE KA0
"cpenuinTe” TYPUCTHIKOT JOKHUBJbaja U HAIJIACaK CTaBJba HA JECTUHAIU]CKY MEHAIMEHT,
HaBoziehn 1a TOTOBO OWJIO KOje obesexkje TYpUCTUYKE JeCTHHAIMje MOXKe OUTH
TYpUCTUYKA aTpakilija YKOJHKO je WCIpaBHO MapKeTHHIIKH obpaheHo u m06po
npe3eHTOBaHO. [10jMy TYpHUCTHYKHX aTpakijyja je OJM3ak IojaM TypUCTUYKHUX MOTUBA,
KOju ce MedUHUIIy Kao 3a TYPUCTE aTPAKTHBHE II0jaBe U IpPEAMETH y NPUPOAU U
JIPYLITBY, OIHOCHO CIIOJbHE JPAXKH KOje MOy Ja 3a/I0BOJbe OfpeljeHy TYPUCTHUKY
motpeby (JoBuuwmh, 2013). TypHCTHUKE aTpakKiikje Cy H3y3€THO Pa3HOBPCHE M MOTY Ce
ki1acudukoBaTu Ha OpOjHEe HAUWHE, IIPH YEMY je OCHOBHA IIO/IeJia HAa IPUPOJHE U
auTpororeHe (KyJTypHE), KOje ce Ja/be MOTy [AeJIUTH Ha INNpe WIH YyxKe oxapeheHe
kateropuje (Todorovi¢ & Dedanski, 2016). KyaTypHe (aHTpOmOreHe) arpakiuje mocrae
Cy K/byYHa KOMIIOHEHTA Y KOHCTUTYHCAIY ATPAKTHBHOCTH TYPUCTHUYKHX JECTHHAIM]jA
(Hall & Zeppel, 1990; Hewison, 1987; Hughes, 1987; Kim et al., 2007; Prentice, 2001;
Richards, 2001; Zeppel, 2002; Zeppel & Hall, 1991).

Buie pa3juuATHX TYPUCTHUKUX aTPaKIHja, Koje Cy CPOJHE M UMajy pPeJIaTUBHO
BHCOK CTEIleH XOMOT€HOCTH, YrHe (pakTope arpakTuBHOCTH. O0jeAIbaBabe TYPUCTUIKUX
aTpakuuja y GakTope aTpaKTUBHOCTH BPIIH Ce KaKO OU Ce XeTePOreHOCT II0jeJHOCTABUIA
(Kresi¢, 2007). Pazmuuute (pakTopu aTpaKTUBHOCTH HMAjy pa3jUYUTA 3HA4aj 3a
ompehene nmecrunanuje. Typusam y Beorpagy ce 3acHMBa Ha KyJITyPHO-HCTOPH]jCKOj
6amTrHY, K0joj Kao (pakTope aTpaKTHBHOCTU Tpeba NPUAPYKUTH TYPUCTHYKE YCIIyTe,
caspkaje, UHOPPACTPYKTYPY, CYHIPACTPYKTYpPY, TPKHINHE Be3e, IMOHYAY AKTHUBHOCTH.
HaBeznene daxrope aTpaKTUBHOCTH Cy CHCTEMAaTH30BIH U KiacudukoBanu Mcintyre et
al. (1993), Ritchie & Crouch (2005). 3a noTpebe nucarma pasa 0 KyJITYPHUM TYPUCTUIKAM
aTpaknujama beorpaza, y HCTpaKUBabe je YKJbYIEHO TOCTOIIPUMCTBO (OZHOC JIOKQTHOT
CTAaHOBHHUIITBA IIpeMa TYpUCTHMa), Mako Huje daxTop aTpakTuBHOCTH. Kao obenexje
HeMaTepHjasiHe KyJIType TYPUCTHUYKe JeCTHHAIMje U COLMOKYJITYPHH (axTop,
TOCTONIPUMCTBO yTHUYe HA WHTEH3WUTET [OXKUBJbaja IOCETIUIANA, Te 300r Tora HUje
HU30CTaB/BEHO Y OBOM HCTPAKUBAKGY.

Atpakuujcky 6a3y bBeorpaza uymHe MarepujasiHa KyjaTypHa zgo6pa (rpaheBune,
CIOMeHHIY, aMOWjeHTaylHe LeJIMHe W My3eju), Manudecranuje (4ujy OCHOBY YHHE
MaTepHjaJlHAa W HeMaTepujajiHa KyJATypHa nAo0pa), NIpUpOJHE BPETHOCTH ca
pPEKpeaTHBHUM 30HaAMa M YTOCTHTE/bCKU OOjeKTH KOju HyZe MoryhHoctu 3abaBe
(Stankovié¢ & Vojci¢, 2007; Joksimovi¢ et al., 2014). Todorovié¢ (2015) Ha OCHOBY aHaJIH3€e
casprkaja myromucHuX OsoroBa o Beorpany 3awbydyje na je Beorpancka Tephasa
Hajuerrhe MOMHUIbAHA TYPUCTUYKA aTPaKIUja y rpajay, JOK Ce HAKOH e uctudy Mysej
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Huxkone Tecie u Xpam Ceetor CaBe. Ha OCHOBY TepeHCKOT HcTpajkuBamba, Markovic
(2016) ucTuye Aa TYpUCTHUKE aTpaknuje y beorpasy HUCY y IOBOJbHOj MepU IIO3HATE /A
6u OmJIe IPHUCYTHE Y IECTUHAIIN]CKOM HMHUILY IPajia.

Tab. 1. PaznospcHocm mema o KYAMypHUM MYPUCTNUHKUM amMpaxyujama

ayrop(u) u roguHa

C.K.,, O’Leary, J.T.
(2007)

patterns and trends in tourism
cultural attractions

) Ha3WB pazia omuc
yGiuKanyje Pzt
-O[THOCH y CHCTEMY aTPaKI[rja
-TIOHAIIAKe TYPUCTA U CHCTEM
. . . MIPUBJIAYEEHA
Richards, G. Tourism attraction systems: -I?OHI.[el‘IT OCHOBHILX CHCTEMA
(2002) Exploring cultural behavior .
aTpaxIiyja MoApIKaH
HCTPaXXUBAKBHUMA O KYITYPHUM
aTpaknujama
. . N -KJIacTePCKa aHAIN3A KyJITYPHUX
Kim, H., Cheng, Understanding participation P ¥y

aTpaknuja
-COIMOEKOHOMCKH CTaTyC TYPUCTa
U KYJITypHE aTpakiifje

Minguez Garecia, C.
(2013)

Management of the tourism-
cultural attractions of major
heritage sites. The case of
patrimonio nacional.

-3HaMEHHUTOCTH HacJieha y
JleCTUHAIFjaMa KyJITypHOT
Typu3Ma

-yIpaBsbarbe KyJITYPHUM
TYPUCTHUKHUM aTpakKIyjama
-yIIpaBJbaYKU MOZIe]I HHCTUTYLIHje
ITarpumonno Hanuonasn

Phuwanatwichit, T.
(2014)

The Development of Thung Fa Bot
Weekend Market into Cultural
Tourism Attraction in San Pa Tong
District, Chiang Mai Province

-noTpeba 3a pa3BojeM KyJITYPHUX
TYPUCTHUUKUX [TPUBJIAYHOCTH Y
cazipykajumMa 1 mparehum
ycsryrama

-HEOIIXO/IHOCT IT0BE3UBaha ca
JIp>KaBHUM areHIfjaMa,
MPUBATHUM CEKTOPOM U
3ajeTHUIIOM

Yang, Y.
(2016)

Assessment of Cultural Tourism
Experience in Selected Attraction
in Nanyang, Henan Province in
China

- MEHAIMEHT
- HCKYCTBa TYpUCTa

- mopeljere pejTunra aTpudyra
KYJITYPHUX aTpaKIiyja

- 00OOJBIIIAHE JIOKUBIbAja
KYJITYPHOT Typu3Ma y ofabpaHum
JIOKaIjamMma

Herrero-Prieto, L.C.,
Gomez-Vega, M.
(2017)

Cultural resources as a factor in
cultural tourism attraction:
Technical efficiency estimation of
regional destinations in Spain

- IpoleHa e(PUKACHOCTH PETHOHA
y IpHUBJIaYelby TypUcTa, UMajyhu y
BUJIY KyJITypHE aTpakIuje
-leTepMUHaHTe e(PUKACHOCTH
pas3Boja Typusma

-II0CTOjakbe IPUBATHOT KYJITyPHOT
CeKTopa U KPeaTUBHOCTH (3aHaTH,
JU3ajH, MOZIa, My3UKa U
U3BOlayKa YMETHOCT)

Kirilenko, A.P.,
Stepchenkova, S.O.,
Hernandez, J. M.
(2019)

Comparative clustering of
destination attractions for
different origin markets with
network and spatial analyses of
online reviews

-aHayiM3a 3a0aBe, OAIITUHE 1
OKpY’KeEha

-CJINYHOCTH U pasJyivke Mehy
aTpaknujama

-HAYMHY BUXOBOT Kopuithema y
Dopuan

V3Bop: pazoBu HaBeneHH y Tab. 1 (LUTHPaHH Y IPEIJIERY JTUTEPATyPE)
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JoBuurh (2013) u3gBaja YETHpHU AaTpaKkTHBHA aTpUOyTa TYPUCTHYKUX MOTHBA:
peKpeaTHBHU, KypHO3UTETHW, 3HAMEHUTH U ecTeTcku. OBa mozesa je mpuiarojeHa
norpebaMa UCTpaKUBamka aTpUOyTa aTPAKTUBHOCTU KYJITYPHUX TYPUCTHYKUX MOTHBA. Y
TOM KOHTEKCTY HICYy QHAIM3UPAHH PEeKpeaTUBHH aTpuOyTH (0ZHOCE ce yIIaBHOM Ha
TpUpoAHe aTpaknuje). MIcTopHjcKka U YMETHUYKA BPEIHOCT KYJITYPHUX aTpPaKIMja, Kao U
UX0BA jeIJUHCTBEHOCT (ayTEHTHYHOCT) MMajy HarjlallleHe KypHO3UTETHe M 3HaMEHUTe
aTtpubyTe, ma cy 3a morpebe paja, a 300r Jakiler padyMeBarba HUCIIUTAHHUKA, TaKO U
neduHUCAHE.

[Iwb paza je ma ce yTBpAM XUjepapXUjCKH 3HaYaj KyJTYpHUX aTpaknuja Beorpasa,
UXOBUX AaTpPaKTHBHUX aTpubyTa, (akTopa aTPaKTHBHOCTH U OCTAJIHUX eJieMeHaTa
TYPUCTUYKe MTOHY/le. TPEHI0BY Y TYPU3MY IOCIIYKIJIU Cy Ko IPeropyKa 3a yHanpehemwe
TypHUCTHUYKE MTOHYZE U 3aXTEBE HAa CTPAHU TyPUCTUUKe Tpaxkibe. HayuHU JOmMpHHOC paja
je y carjefaBamy He camMoO KYyJTYPHUX aTpakiifja, Beh U HHUXOBE WHTETPHCAHOCTH ca
OCTaJIMM TYPUCTHUKHUM CaJ[prKajuMa, Kako MaTeEPHjaTHUM, TAKO M HEMaTepHjaTHUM.

Marepujas 1 METOAH

VY cBpXy HpUKyIUbamha IOJaTaKa 33 OBO HCTPAXKHUBAIE OCMUIIUBbEH je oAromapajyhu
aHKeTHUN ynutHUK. Kako cy mepuermigje Typucra O aTpakiyjama K/bydHe 3a TPIKHUIIHY
YCIELIHOCT eCTHHALNjE U FheHY KOHKYPEHTHOCT, aHKETHO HCIHTHUBAME je Peayin30BaHO
ca mocernonuma bBeorpazsa, kKao HU/BHOM rIpymnoM. OrpaHudere Y HCTPAKUBAIY CY
MPEJCTAB/hAIN HENPABUIHO IOINyHEeHH aHKETHU YOUTHHLNX (30 YIUTHUKA), KOjU CY
JeTMMUYHO YTHIIAIN Ha Pelpe3eHTaTUBHOCT pe3dyirata. [Tocernonu Beorpaga cpenise u
cTapHje *KUBOTHE ZIO0U YIJIABHOM HUCY KeJIEJIU /1A YUECTBY]Y Y UCTPAKUBAKY, TAKO J1a CY
Mare OPOjHU MCIUTAHUIYU Hero Miiah)i [OCETHOIU. Y OrpaHuYerhe, KAKO 3a OBO, TAKO U
3a Jpyra HCTPa’KMBama, CIaJa HEMOCTOjale 3BaHWYHE CTATHCTHKE O moceheHocTn
KyJATypHUX aTpaknuja beorpaza. EBuzeHTupame Opoja TmoceTHIana KyJTYPHHX
atpakija beorpama omoryhuimo 6w ycrocraB/barmhe KOpesaluje U3Mel)y CTaTHCTUYKHX
[MOJjaTaKa U CTABOBA UCIIUTAHUKA.

CxofHO IpeiMeTy UCTPaXKUBamkba, GOPMUPAHE CY XUIIOTe3e:
e 3abaBa MMa HajAOMUHAHTHU]Y YJIOTY y TYPUCTHUKO]j TOHyAu Beorpana.
e Hajsnauajuuja KysnTypHa atpaknuja Beorpana je tBphasa.
e Myseju cy OCTaBWJIN Haj3HAYAjHUjU YTHCAK Mel)y aTpakIiijaMa KyJITypHOT Typu3Ma.

e Ucropujcka BpefHOCT je Haj3HAuYajHUjU aTpUOYT AaTPAKTHBHOCTH KYJITYDHHX
arpaknuja y Beorpany.

e IlpeseHTamnuja KyJITypHHX aTpakuuja beorpasa mpaTii TpeHIOBe Ha CaBPEMEHOM
TPIKUIIITY.

e 3HauajHUjy yJIOTy y TYPHCTHUYKOj NOHyAUu Beorpaza umajy Ky/aTypHe aTpakiuje U
HUXOBH aTpUOyTH, Hero (paKTOpU aTPaKTUBHOCTH.

Hawmepa je 6uia fa ce yTBpAW U paHTHpa 3HA4aj NMOjEANHUX KYJITYPHUX aTpakLyja y
Beorpasy 3a ncnuTaHUKe, Ka0 U 33/0BOJBCTBO YKYIIHOM KYJITYPHOM IIOHYZIOM, a KOje Cy
UM IIPETXOJIHO NOHyl)eHe Kao TakBe y OKBUPY APYTOT Jiesia aHKeTe y BUAY JIMKepTOBe
CKaJe, TAe Ce Off UCIIUTAHUKA OYEeKHBAJIO []a U3pa3e CAIJIACHOCT Y UHTEPBAIY OX 1 — He
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CJIA3KEM Ce, /10 5 — CJIayKeM Ce Yy MOTIYHOCTH. IIPBU /le0 aHKETe Ca/prkao je OCHOBHE
MOJ]aTKE O WCHUTAHUIMMA: I0JI, CTAPOCT, 00Opa3oBaibe, TPEHYTHO 3aHUMAakbe, Kao U
MeCTO/Ip>KaBy U3 Koje 0J1a3e.

TepeHCKa UCTPasKUBamba Cy CIIPOBeZieHa Y IIEPUO/Y OJ1 allpuia /10 jyHa, 2018. TOAUHE.
VY ucTpakuBamy je y4ecTBOBAJIO 202 HUCHUTAHHUKA, KOjU Cy YHHIJIM CIYYajHH y30pakK.
OG6paza mojjaTaka U3BPIIIEHA je y TPOrpaMCKOM IAaKeTy 3a CTATUCTHUYKY 00pay U aHATU3Y
nonaTtaka IBM SPSS Statistics 20.

IToyzmaHocT (YHyTpallllha CATJIACHOCT) CKaJie OlielheHa je MPUMEHOM CTaH/[apHOT
cratuctTuukor moctynka (Scale Reliability Analysis) 3acHOBaHOT Ha TyMaderby
koedpunujenta Kpoubax anda (Cronbach’s Alpha). Y upeannom ciaydajy 6u KponGaxos
koedunujeHt anda tpedaso ma 6yme Behu ox 0,7 (Pallant, 2011). BpeiHOCT IpoBepeHuX
CTaBKH Off 18 TBP/IbU ¥ OBOM HUCTPAXKUBaky H3HOCH 0=0,806, IIITO MOTBPYyje MOoy3JaHoCT
CKaJIe ¥ ONPaBJaHOCT Pe3yJITaTa.

3a omucuBame youeHUX MojaBa KopuinheHa je JIeCKDUIITMBHA CTaTUCTHKA 33 CBE
Bapujaliie U3 MIPBOT Jiejia aHKeTe (IIpuKaszaHa je AucTpubyiiuja GpeKBeHIyja), I0K Cy 3a
Bapujabse W3 ApPYror Jeja aHKeTe W3pauyHATH PpEINPEe3eHTATHUBHU IEHTPAJIHU U
JIUCIIEP3UBHU MapaMerpu (apuUTMETHYKa cpefnHa — Mean u CTaHzapiHa JeBujanmja —
SD). 3a yrBpljuBambe IOCTOjatha CTATUCTUUKHU 3HAYAJHUX PasjinKa Meljy ucnuTaHuImMa
xopuiitheH je T-TecT He3aBUCHUX y30paka.

Pe3yjTaTu U AUCKyCHja

Pasmarpajyhu ocHoBHa comuo-memorpadcka of0esieXja WCIIUTAHUKA, MOXKE Ce
KOHcTaToBatu ciefehe. Y UCTpaKUBaby je yUECTBOBAIIO 105 UCIUTAHUKA JKEHCKOT 110J1a
(52%) u 97 ucnuranuka MymIkor mnosua (48%). [Ipema cTrapoCcHOj CTPYKTYPH HUCIUTAHUKA,
HajwIahu yJecHUK je uMao 16 TOauHA, a HajcTapuju 65. JIOMUHAHTHY CTAPOCHY TPYILY
YUHUIN Cy UCOHUTAHUIM Miahe mobu, ox 18 1o 28 roguHa (177 HUCIUTAHUKA, OXHOCHO
87,62%). Y aHKeTH je y4ecTBOBAJIO 48 MCIHUTAHHWKA 19 TOAWHA cTapocTd, unHehu 23,8%
VKYIHOT y30pKa ucnuTaHuka. Ca TUM y Be3W JIOTHUYHO je INTO Ce U y KaTeropuju
"3aHMMare UCIUTaHuKa'" Hamao Hajsehu 6poj yuenuka (26) u cryzenata (126), unaehu
75,3% YKyIIHOT y30pKa.

AHaIN30M IOZaTaka JAOIUIO ce A0 pe3yjarara Jia Cy YYeCHHIM AaHKeTe, IpeMa
3aHUMaY, IMaIU 28 pa3IndIuTHX Ipodruia, Kao U Ja ce Tpoje UCIUTAHNKA U3jaCHHUIJIO
Kao HEe3aloCJIeHW U /IBa HCIUTAaHUKA Koja HUCY Keyesa 1a ce usjacHe. Hajsehu 6poj
HCIUTAHUKA je ca CPENOM CTPYIHOM cIpeMoM (148 wiu 73,3%), 3aTHUM ca BHCOKOM (48
WCIIUTAHUKA, 23,7%) U HajMarbe ca OCHOBHOM IITKOJIOM (6 MCITUTAaHUKA, 3,0 %).

V¥ aHKeTH je yuecTBOBaO HajBehu Opoj ncnuranuka u3 beorpaga (18 ncnuranmka niu
8,0%) u u3 BaspeBa (10 ucnutanuka win 5%). Ilopen momahux aHKeTHpaHU Cy U
WHOCTPaHU IOoceTHonr (31 HCHUTAHUK, IITO YHHU 15,5% YKymHOT y3opka). Mehy
MHOCTPAHUM IIOCETHOINIMA AHKETHPAHU Cy UCIUTAHUIY U3 3eMasba Y OKpyxewy (LlpHa
T'opa, BocHa u XepuerosuHa, Pymynuja, Makenonuja, XpBarcka, CioBeHHja), aTl U U3
Hewmauke, ITosbcke, Pycuje, MonnaBuje, Yjenumenor KpaseBcra, lllnanuje u AHrose.
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Tab. 2. H30s0jeHe mepOre npema 002080puUMa UCNUMAHUKA Y 8e3U Ca HAJ3HAYAJHUjuUM
KyamypHum ampaxkyujama y beoepady

. Std.

Ajremu (MCIUTHBaHE TBP/IEHE) N Mean Deviation
¥ Beorpa/ty 3HauajHy TYPUCTAYKY YJIOTy NMa 3a0aBa 202 4,29 1,011
Hajsehu yrucax y Beorpazy ocraBue cy
ambujentanne nennte (Ckanapiauja, Kues 202 3,92 0,913
Muxawosa ynuna, ['apgomn y 3emyHy)
v Beorpgay HajBehu yrucak mehy KyJITypHUM 202 3,82 1,040
aTpakIjyjaMa OCTaBIUIH Cy forahaju
v Eeorpaay Met!y KyJITyPHUM aTpaKiyjama 202 3,62 0,992
Haj3aHUMJbUBHja je TBphasa
Mely kynTypHEM aTpakinujama y Beorpaay
HajUHTEPECAHTHU)U Cy IpKBeHH 00jektu (CabopHa 202 3,23 1,136
LPKBa, [[pkBa Ceeror Case, npksa CBetor Mapka)
Hajsehu yrucax mehy KyJITypHUM aTpakuujama y 202 2,66 1,136
Beorpazy ocraBuiu cy My3eju

VI3BOp: HCTpaXKUBaEHE ayTOpa

Pesynratu uictpaskuBama y Tab. 2 mokasyjy aa ce Mel)y Haj3sHa4ajHUjUM CTaBOBHMA
uszBojuia 3abaBa (M=4,29, SD=1,011). 3HauajaH yTHUCAaK Cy OCTABWJIE aMOWjeHTaIHE
nenune (M=3,92, SD=0,913). [lorahjaju, xoju Takoh)e y ocHOBM HMajy 3abaBy, cy Ha
Tpehem mecty (M=3,82, SD=1,040). CTyauje 3acHOBaHEe Ha HUCTPa’KUBamby Ha 3a0aBU U
TYPUCTUYKOM HCKYCTBY Cy MAaJOOpOjHE Yy OJHOCY Ha OCTAJe eJIeMEHTe TYPHCTHUKE
TOHYZle, UaKO je, y Ipakcu, 3abaBa kKbydyHU (HAKTOp IOCETe HEKHUX JecTUHAIuja. Y
mpersiefly cBux Bpcra 3abaBe, Moss (2009) masio maxkie mocBehyje mepdopmarcama
3aCHOBaHUM Ha Typu3My. [I0CTOjU caMO HEKOIHMKO CTyArja (HOKYCHPAHUX HA TYPUCTUUKY
3abaBy Mecra u uckycrBa (Balme, 1998; Ryan & Collins, 2008; Ung & Vong, 2010).
Cajamsby uHTEpeC 3a 3a0aBy je y WCKyCTBUMa MeljyHapOAHHX TypHCTa y Be3H ca
CIIEIUjaJTU30BAaHUM TYPUCTUUYKUM TIpejicTaBaMa. Pearce & Wu (2018), Ha Jipyroj ctpaHu,
cMaTpajy Aa KOHILENTyajaHa BPEIHOCT 3a OleHy TypHCTHUKHX mepdopmanca u 3abase,
KOpHUCTH Hzieje 0 uckyctBy. [TocebHa TeMa KyJTypHUX IepdopMaHcH je 3ab6aBa, MIHPOKO
JOCTyIIHA U YEeCTO IMPOMOBHCAHA Of] CTpaHe JIOKAJTHHX JeCTHHAIMja Kao K/bydHA
aTpakifja. AHaJIOTHE CTYAHje Cy CIIpOBe/ieHe Y A3HjH, Ha pa3jIMuUTUM JioKarjama (Ryan
& Collins, 2008; Saipradist & Staiff, 2008; Song & Cheung, 2010, 2012; Ung & Vong,
2010). UcrpaxkuBame GokycupaHo Ha aectuHanujcku umull beorpana (Togoposuh et al.,
2018) nokaayje Jia cy TYpUCTH HONHU KUBOT U 326aBy, Ka0 CTABKY KOTHUTHBHOT UMUIIA,
HajBUIIIE OIeHWTH (IIPOCEeYHA OlleHa 4,4).

Kako cy ncnuTaHuIU HAjHIKY CPeZby BPEQHOCT OATOBOPA AU Y BE3U €A TBPAHOM
Ja HajBehm yrucak mely KyaTypHHM aTpaknujama y Beorpagy mmajy myseju (M=2,66,
SD=1,136), OBy KOHCTaTaIHjy Tpeba apryMeHTOBATH.

Wako cy My3eju Iperno3HaTy Kao IJIaBHA TYPUCTUYKA aTpaknuja 3a gomahe u cTpaHe
MIOCETHOLEe Y MHOTHM JIECTHHAIMjaMa, TaKO IITO 00jeAuIbYjy 3HaUaj HCKYCTBA ITOCETIIIAIA
u upenturera Mecra (Dimache et al.,, 2017), ucTpakuBame Ha IPUMeEPY KyJITYPHHX
aTtpakiuja bBeorpasja mokasyje cynpoTHo. My3eju ce, TeHepaJiHO, CyoudaBajy ca
dunaHcujckuMm wu3azoBuma (Pogrebin, 2017), ma ce Qokycupajy Ha mobosblname
HWCKyCcTaBa moceTusana kako 6u moBehanu mocehenoctr (IBISWorld, 2017). My3seju 6u
Tpebaso Aa MoceTHole IPUBYKY MHOIITBOM €KCIIOHATA U IOCTaBKaMa, KOje CTUMYJIHIILY
ecrercka uckycrsa (He et al., 2018). ¥ caBpeMeHHNM My3ejuMa, HOpes KOJIEKIUja H
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u3JI0K0U KOje CTBapajy ucropujcka cehama, PyHKIHja ce pomupyje Ha JUMeH3Hje Koje
WCIyhaBajy OYeKHBambe jelHocTaBHOCTH M 3abaBe (Sheng & Chen, 2012). AKTHBHO
ydernrhe moceTmwiana Myseja Moke I000JBIIATH BUXOBA ca3Hama U uckycrsa (Liu, 2008).
VYBoljerbe HOBUX MTPOU3BO/IA, PYHKIIMOHATHUX U BUCOKOKBAJIUTETHHUX YCIIYTa, KA0 IITO CY
BUPTyeJIHE Wrpe, omoryhaBa HpHCTYHn AofaTHUM wuHbopManujamMma o objeKTHMa H
TpeIMeTHMA Koje TJIeiajy, unMe ce noBehaBa lBHUX0BAa MOTHBaIMja 3a nHTepakuujy (Paris,
2006), eaykalujy, VKUBarbe, a HWCTOBPEMEHO U 3aJ[0BOJBCTBO Marbe KYJITYPHO
motuBucaHux mocerunana (Forgas-Coll et al., 2017). Mel)y momohuHuMm yciayrama,
HaCTaBHE AKTHUBOCTU Cy 3HA4YajHE y CIOCOOHOCTH My3eja [la MPUBYKY MIIaJe JbyZe,
HarjamaBamkeM WHGOPMATUBHUX IoTpeba oBe Kareropuje mocermwiana (Manna &
Palumbo, 2018).

Kazma je y nutamy moHyzna y mysejuMma Beorpasa, Tpeba HAryIacUTH J1a HEKOJIHKO
My3eja ¥WMa HaBeJleHe KapaKTepUCTHKe, a Jla Cy Yy MpeTrxoaHoj (2018. roauHH)
peanm3oBaHe OpOjHE aKTUBHOCTH Ha MOOOJBINAGY MOHY/IE W H€HOM ycarjallaBamby ca
aKTyeJTHOM TYPHUCTHYKOM MOTPAKE-OM. 3aBpIlIeHA je peKoHCTpyKIrja HapoaHor My3eja u
Myseja CaBpeMeHe YMETHOCTH, OTBOpeH Mysej miay3uja (Ha3UB yKasyje Ha HETOBY
ayTeHTHYHOCT). MIHTepaKTHBAH IPUCTYI HOCETHOIIMMA MpuMebeH je y Mysejy Hukose
Tecne. Melhytum, y Beorpaay je eBHUAEHTHPAaHO OKO 40 YMETHHUYKHX, KYJITYPHO-
HCTOPHjCKUX, MEMOPHjaTHUX, TEXHHUYKUX WU MPUPOJHO-HCTOPHjCKUX My3€ja, TaKo Ja
IIOMEHYTH My3€jH 4YuHe Mayu Opoj y OAHOCY Ha YyKymaH. IIpOCTOpHH pacropesn
Georpazickux Myseja je audysaH, IITO je jeAaH OA pasjora 3a Mamy mnoceheHoct
nepudepuux myseja. Typuctu ce y Beorpamy 3azmp:kaBajy peaTHBHO KpaTKO (OKO 2
Hohemba) U Hajuerrthe mocehyjy Myseje Koju ce Halase y HEHTpPy I'pajia, a He OHe KOju Cy
nepudepHO pacmopeleHu.

UctpakuBame Kkoje je ypaawna BuhentujeBuh (2015) mokasyje Aa JIOKAJIHO
CTaHOBHMIIITBO CMaTpa Jia beorpaj y TypHUCTHUYKOj MOHY/U MOTEHIMPA HONHU KUBOT U
3abaBy. OKO 90% HCIUTAHHUKA TBPAHU J1a OEOTPaZICKU My3eju TeK Tpeba Jja u3rpajie UMHUIl
¥ Jla Cy HENPENO3HAT/bUBH Ha TPXKUIITY. JIOKAJHO CTAaHOBHUINTBO MMa CTaB /a OH
IIOBE3aHOCT My3eja M OCTaIMx arpaknuja bBeorpaga Moria 6uTtm mobosplaHa, a
TYPUCTHYKA MOHYAA objequibeHa. OrpannvaBajyhu daxTop, kafa cy y mUTamky My3eju Kao
KyJITYpHE TYPUCTHYKe aTpaklldje, OZHOCE ce Ha IpeApacy/ie Aa Cy My3ejH YCTaHOBE Y
KOjUMa ce HeMa IITa MHTEPECAHTHO BuzieTH. Takole, HeOBOJBHO ¢y paspaljeHe menujcke
U MapKeTHHIIKe cTpaTeruje. McTpaxuBame Koje cy peanusoBanu Togoposuh et al. (2018)
IIOKa3yje Zia TYPUCTH HeMajy BHCOKO MHUIIJBEH-E O YJI03U My3eja y uMully Beorpaza xao
JMecTrHanvje (mpocevyHa oreHa 3,41).

Tab. 3. H3080jeHe mapOe npema 002080puUMa UCNUMAHUKA Y 8e3U ca ampubymuma
ampaxmusHocmu kyamypHux ampaxyuja y beozpady

AjreMu (MCIIUTHBAHE TBP/HE) N Mean De\slitft.ion
Kynrtypne aTpaknuje beorpasa umajy HCTOpHjCKy 202 4,20 0,967
BPETHOCT

Kysntypae atpakiyje Beorpazia uMajy yMeTHUUKY 202 3,97 1,014
BPEIHOCT

Kysnrypae arpaknuje Beorpasa numajy ecrercky 202 3,86 0,949
BPEIHOCT ' :
Kysnrypae arpaknuje Beorpasa cy jequHcTBeHe 202 3,54 1.061
(ayTeHTHYHE) i ’

VI3BOp: HCTpaXKUBalbE ayTOpa
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3HataH Opoj HMCIHTAHKA je CMaTpao Ja KyATypHe arpakiuje beorpama umajy
ucropujcky (M=4,20, SD=0,967) u ymeTHuuKy BpesiHoct (M=3,97, SD=0,014). PesyaraTu
HCTpa)KMBamha IIPUKA3aHU Yy OBOM DAy Cy CyHpOTHH craBoBuMa Liang & Hua (2008),
KOjH CMaTpajy /a Cy WHAUBUAYATHOCT U Pa3HOBPCHOCT UCTOPHjCKHUX YJIUIA U3TYO/beHU
300T U3rpajithe U /1a UCTOPHUjCKe YINIle IOJIaKo HecTajy. [locTMoziepHI3aM ce 3acCHUBA Ha
u/ejamMa Koje HarJamasajy ypOoaHy eMoIHjy, HCTOPH)CKU acIeKT KyJIType HEeOIXO/JaH 3a
3AIITUTY UCTOPHjCKUX YJINIA, ajld U BUXOBY Npe3eHTanujy typucruma. Ctyauja xojy cy
ypamguiu Wang et al. (2015), xoMOuHOBajsia je pa3BOj HCTOPHUJCKMX VyJHIa ca
KapaKTepUCTHKaMa CaBPEMEHOT JPYLITBA H YPOAHOT IIPOCTOPA, KA0 U 3aXTeBa TypPHUCTA.

VY ToM KOHTeKcTy 6M MOIJIO GUTH ycMepeHO HCTpakuBarbe Ha mpumepy Beorpaza,
4rju GU pe3y/ITaTH [MOMOIJIM YHAIpelhewy TYPUCTUUKE ITOHY/le U €BEHTYaTHO Kpernparbe
MoJie/ia pa3Boja TypHU3Ma 3aCHOBAHOT HAa KYJTYDHHUM arpakiujama. Y OCMHILbABAY
Moziena Tpeba y3eTu y 003Up Jla OKPY:KeH KOIHjaMa M peIUIMKaMa, IMOTPOIIAY TPasKH
ayTEHTUYHO HCKYCTBO Y HCTOPHJCKHM aTpaKlHjaMa, KOje MMajy MHTETPUTET, CTBApPajy
ocehaj 3a mecro u mpumnaguoct (Hall, 1995; Jacobs 1995; Moscardo & Pearce, 1999;
Pearce, 1988; Pearce & Moscardo, 1986; Waitt, 2000; Lu et al., 2015; Ram et al., 2016; Yi
et al., 2018), a UCTOBpEMEHO Cy Pa3JIMUUTE OF CBAKOAHEBHOT OKPY)KeHa IOCETHJIana
(Naoi et al., 2011). TomopoBuh et al. (2018) y aHKETHOM HCTPa’KUBakhy KOTHUTHBHOT
uMuia Beorpasa, KOHCTaTyjy Aa Cy TYPUCTH PEIaTUBHO BHCOKO OLEHWIN: crenuduyuHy
ucropujy u Haciaehe (4,04), uctropujcke rpaljeBuHe u criomeHuke (IIpoceyHa oneHa 3,9) u
apxuUTeKTyDy (3,75).

Tab. 4. Fi3080jeHe mapore npema 002080puUMa UCNUMAHUKA Y 8e3U ca hakmopuma
ampaxmueHoCmu u Mypucmu1kom NoHY0oM KyAMmypHux ampaxyuja (mapkemune, ycayee,
docmynHocm, uH@pacmpyxmypa, cynpacmpykmypa, 20CMonpumMcimao)

. Std.
Ajremu (MCTIUTHBAHE TBP/IHE) N Mean Deviation

3a/10BOJbHU CT€ O/THOCOM JIOKQJIHOT CTAHOBHUIIITBA

202 3,65 0,977
IIpeMa TypuCTHMa
,gOCTyHHO(;T (anCTynangCT) KYJITypHUX aTpakiyja 202 3,48 0,032

eorpasia je 3afoBospaBajyha

Typucruaka noHyaa KyJITypHIX aTpakuuja y 202 3,29 1,115
Beorpany je agexBarHa
3a70BOJBbH CTe GpolIypaMa, IPOMOIUjOM Y
MeZiujuMa U APYIITBEHUM MpeXaMma, Kaja cyy 202 3,27 1,088
MUTaby KYJITYpHE aTpakiyje y beorpany
O6e11e>1<e110c:r KyJITypHUX aTpaknuja beorpazga je 202 3,95 1,050
3a710BosbaBajyha
HHdpacTpyKTypHa U CyIpacTPyKTYPHA OIPEMIBEHOCT
KyJITYpHUX aTpaknuja Beorpasa je 3amoBospaBajyha 202 3,18 1,132
(DapKUHT, IPO/JIABHUIIE CYBEHHPA, OCBEIKEIHE)
3a/[0BOJbHH CTe yCIIyTraMa 3all0C/IeH X Y TYPU3MY Y 202 3,17 1,053
KOHTEKCTY IpyKamba HHpopManuja
IIpesenTanuja KyJITypHUX aTpakiyja beorpaga npatu 202 313 0.966
TPEH/JI0BE HA CABPEMEHOM TPKUIITY

VI3BOp: HCTpaXKUBalbE ayTOpa

ITpuwinkoM obmIacka CIIOMEHUKA KyJITypHe OallTHHE IOCeTHOnH JoHoce mocTtojeha
3Haa U MCKYCTBA y BE3U Ca MIPE3EHTALMjOM JIOKAILM]j€e, TAKO /1a IPETXOHO 3HAIbE YTHUE
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Ha TyMaueme IOTpoIllaua U cTBapaise 3Hauera (Chronis, 2012). Y Beorpaay mocroje camo
TPH TYPUCTHYKA WH(POpPMATHBHA [EHTPA, INTO pE3YJITHPA HE TAaKO BEJUKUM
33/I0BOJBCTBOM IIOCETHJIAIA KA/IA Cy Y IIUTAEGY YCJIYTe 3aII0CIEHUX Y TYPU3MY Y KOHTEKCTY
npyxama nHbopMmanuja. bosbuM pesysnrtaTuma nHGOPMHUCAHOCTH MoceTusana beorpaga
MOTY JIONPHHETH 3alMOCJIeHH Y XOTeJuMa. Pe3yiraTy HCTpaskuBarba IOKasyjy [a
mpe3eHTanyja KyJITypHUX aTpakiuja y Beorpajay He mpaTu TpeHZOBE Ha CAaBPEMEHOM
Tpkumty (M=3,13, SD==0,966), ma 6u IpeTxXofHAa 3Hama M HCKyCTBA y BE3H ca
Mpe3eHTalkjoM JIoKaluje Tpebaso mobospIIaTH. Y MapKeTHHT TPEHOBe ce yOpajajy
BHUPTYEJIHE Type, KOje IMOMaKy IOTEHIMjaJITHUM IIOCEeTHOIMMA Jaa Jo0ujy BUBYeJHe
nHpoOpManuje o TYpUCTHYKO] moHyAu Beorpaja. JefaH o7 CBETCKUX TPEH/I0BA MOKa3yje
Jla je JIojaJTHOCT TypHCTa MpeMa OpeHI0BHMAa CBE Marba, J]a OPUTHMHAJIHH, ayTEHTHUYHU,
Pa3HOBPCTAH U PEJOBAH TYPUCTHUKU caapikaj (content marketing) cse Buie nobuja Ha
3Hauajy.

VictpaskuBame je oKasaso fa cy ciaesiehe Xumorese NoTBpheHe:
1. 3abaBa ©Ma JOMHUHAHTHY yJIOTY Y TYPUCTUYKO]j TOHyiu beorpana.

2. Ucropujcka BpemHOCT ce W3/[Baja KAao HAaj3HAYAjHUjU aTPUOYT AaTPAKTUBHOCTU
KyJTYpHUX aTpakuuja y beorpazy.

3. 3HauajHUjy yJIOTy Yy TypHUCTHUKOj HOHYAU Beorpasia mmajy KyJaTypHe aTpakidje U
BUXOBU aTpUOyTH, HEro (aKTOPU aTPAKTHUBHOCTH.

ITocraB/beHe XUIIOTE3E /A je Haj3HauajHUja KyJITypHaA aTpaknuja Beorpaaa TBphasa,
Jla Cy My3€ju OCTaBUJIM Haj3HAYAjHUjH yTHCAK MeNy aTpakijdjama KyJITYpHOT TypH3Ma y
Beorpasy ¥ ga mpeseHTanuja KyJATYpPHHX aTpaknuja bBeorpajzia mpaTu TpeHIOBE Ha
CaBpEMEHOM TPKHIITY HUCY IOTBphEeHe.

Bynyhu na je mehy ucnuranunuma 610 npuUnaHUKa U jeHOT U JPYTOT MoJa U Aa
cy mpubIMKHO jeTHAKU Y GPOjHOCTH, WHTEPECAHTHO je GMJI0 MCTPaXKUTHU A JiU Mehy
BHUMa IIOCTOJH CTAaTUCTUYKHU 3HA4YajHAa pasjiiKa y NOIJIEAy JaTUX TBPAU, IITO je
HCIIUTAaHO HAa OCHOBY T-Tecrta He3aBUCHUX y3opaka. CTaTHCTUYKM 3HA4yajHA pasjidKa
jaBuuIa ce camMo KOl TPH TBPZIbe, OZf YKYITHO OCAMHAECT, M TO Ha OATOBOPE KOJ ciiefehix
CTaBOBA:

"Y Beorpany Hajeehu yTucak Meljy KyJITypHUM aTpakiifjamMa ocTaBHIIM cy porahaju”
(p=0,001; t=-3.406; df=200). Cpenma BpPEAHOCT OJTOBOPA KEHCKUX WCIUTAHUKA
HM3HOCUJIA je 4,00, 0K je KOJI MyIIIKUX UCITUTAHUKA U3HOCUIIA 3,57.

"3a/10BOJBHU CTe OpoIllypama, IPOMOIMjOM Y MeAWjUMa U JAPYIUTBEHHM MpeKaMma,
KaJia ¢y y TUTamy KyJaTypHe arpaknuje y Beorpaay" (p=0,008; t=-2.681; df=200).
Cpenmpa BpeTHOCT OATOBOPA YKEHCKUX UCITUTAHUKA U3HOCHIIA je 3,47, 0K je KO MYIIKHX
HCIIUTaHUKA U3HOCHJIA 3,00.

"JTocTymHoCT (IIPUCTYIIAaYHOCT) KYJITYPHUX aTpakiuja Beorpaza je 3amoBospaBajyha”
(p=0,002; t=-3.182; df=200). Cpeama BpemHOCT OATOBOpA KEHCKUX HCIHUTAHHKA
H3HOCHIIA je 3,68, IOK je KO MYIIKUX HCIUTAHUKA U3HOCUIA 3,27.

CBeTCKH TpeH/JI, KaJia je MOTpakKiba 3a KyJATyPHUM TypHU3MOM Y IHUTaIby, IIOKasyje Aa
Cy JKeHe BHIIlE 3aCTyIUbeHe. FbIXoBa HHTEpecOBamka, Ca3Hama U MepIienije y 0HOCy Ha
KyJITYpHE TyPUCTHUKE aTpaKIfje n3pakeHHja cy, HEro Koj MyIIKapana, IITo yThuye | Ha
JIO’KUBJbABAbE TYPUCTHUKE ITOHY/E.
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3axspyuak

JobujeHn pe3yiTaTH MOTY Jla IOCHY)Ke Kao HCTPAKUBAUKHW WHCTPYMEHT 3a IMOTpebe
JTIECTUHAIIM]CKOT MapKeTHHTa ¥ MeHalIMeHTa, /1a JOMPHUHECY YTBPUBaby KOHKYPEHTCKE
MPETHOCTU JIECTUHAIMje, €BEHTYyIHUX JUCHAPUTETa, KaZla Cy y MHUTAmby TYPUCTUUKE
aTpakiyje W 3axXTeBU TPIKUINTA, Ja JIU TIOCTOju ToTpeba 3a TPXKHUIIHUM
PeIo3UIMOHUpakheM. Y MEPCIEKTHUBH, Ka0 IIPEJJIOT 32 HOBO UCTPaKUBaHe, MOTao Ou ce
VTBPJIUTH 3HA4Ya] KYJITYPHHUX TYPUCTUUYKHUX aTpakKlOHja y IMOHYAHU KOHKYPEHTHHUX
JleCTUHANMja rpaickor TypusMma y CpOuju M pervoHy. YBaKaBambeM HCKYCTaBa y
VIpaB/balkhy TPA/ICKUM JIECTHHAIMjaMa MOKE Ce YHAIPEIUTH KYJITYypHA TypHCTHYKA
nonyza beorpaza.

Kaza je y muTamy moTpaskiba KyJITYPHOT Typu3Ma Hajdenrhe ce UCTpaskyjy MojeinHe
KyJATypHe aTpaknuje (morahaju, KyJaTypHO-HCTOPH)CKH JIOKAJIUTETH). J[OMPHUHOC OBOT
pazia je y ToMe [ITO MHTETPHUCAHO UCTPaKyje KyJATYPHY TYPHUCTUUKY MTOHYAY, y3uMajyhu y
063up He caMo T0jeIHe aTpaKIHje, Beh u (hakTope U eJIeMEHTE TYPUCTHUKE [TOHY/IE.

Jla 6u ce mobGoJsplasia MO3UIMOHUPAHOCT My3€ja Yy OJHOCY Ha OCTaJie KyJITypHE
TypUCTUYKE aTpaknuje, Tpebamo OW KOHCYJITOBATH IO3WUTHUBHA HCKycTBa. CTpaTeruje
My3€ja y eBPOIICKUM T'paioBMa CBe Bulile ce okpehy ka morpebama u mpedepeHyjama
Typucra. ¥ ri100aJJHUIM OKBUPHUMa KPEATUBHOCT JI0JIa3H JI0 U3PaXKaja, jep TYPUCTH KeJie
Jla pa3BHjajy BEIITHHE W YIIO3HAjy JIOKAJIHY KyJaTypy. OpUTHHAJIHOCT, Pa3HOBPCHOCT U
OGpOJHOCT KyJATYpHUX aTpaknuja ozapelyjy HHBO KBajWTeTa W TOBehaBajy BpeIHOCT
TyPUCTHUYKE IOHY/IE. JEAUHCTBEHOCT (AyTEHTHYHOCT) KYJITYPHUX TYPUCTUYKHUX aTpaKIlHja
“Maia je HajMarby BpemHoCT Mel)y aTpubyTrMa aTpaKTHBOCTH, IIITO [TOKasyje faa beorpamy
HEZI0CTajy KyJTYPHH cajip:Kaju KOoju he yTHIATH Ha MPENO3HAT/BHBOCT JECTHHAIH]E.
CaBpeMeHH TpeHJi Y MOTHBMMa (OUEKHMBAambHMMa) TYpHUCTa je pacT TPYHHUX IIoceTa
norahajuma, y yemy je manca Beorpasia, kKao 1 y 4nmbeHUI[AMA [ja Cy IOCeTe TPa0OBUMa
HajIIoIyJIapHUj¥ BH/ OAMOpA | /ia je cBe Behe HHTEpecoBama 3a Marbe MO3HATe IPAJIOBE.
Ca zipyre cTpaHe, y HEraTUBHOM KOHTEKCTY, BEJIMKA je M KOHKYPEHIIHja.

Pesynratu uUCTpaKkpBama Cy Y CKJIaZy ca CTPAaTENIKUM JOKyMEHTHMa Ha
HaIMOHAJIHOM HUBOY. Beorpan je mpemosnar kao "capital of fun”, "capital of cool" of
CTpaHe PEHOMHPAHUX E€BPOICKUX TYPHUCTHYKHX YACOIKCA, i TPaj HHCY OpeHAupaie
nomahe wHCTHTYIHMjE. 30cTasa je MMIIEMEHTANVja CABPEMEHUX TPEH/IOBA HA CBETCKOM
TYPUCTHYKOM TPJKUIITY y [POrPaMHUpPae Pa3Boja. YMECTO HPOHM3BOJA W aTpakumja
6a3vpaHNX HA KCKYCTBY IIOCETHJIAIA, €BH/EHTAH je HEa/[eKBaTaH MOJEJ YIIPABJharba
TYpU3MOM, MAapKETHHIOM U IIPOMOLIM]OM JiECTHHALH]eE.

JacHo je 1a cy ucTpakuBama o TypusMy y beorpany mano6pojHa u HeZloBOJbHA 12 61
ce nedVHUCATN OAPKUBH IIPABIY Pa3Boja. YIJIABHOM Ce YBaXKaBajy CTABOBH IIOCETUJIAIA,
JIOK Cy OCTajle [WbhHe Ipyle (JIOKAIHO CTAHOBHUINTBO, 3AaIOCIEHH Y TYPUCTHYKO]
OpraHu3alUji ¥ XOTeJMMa) U CTEJKXOJAEPCKU OJHOCH 3aHEMapeHH. Y JajbeM
IUIAHUpay TypusMa y beorpanmy, uujy OCHOBY YMHE KyJITypHE aTpaKIuje, IIpe cBera 0u
TpebayIo OATOBOPUTH HA IIUTAMGA!

IIITa ce »xesu mocTHhY: cONMjaHA MHTETPAIlja WX €eKOHOMCKH pa3Boj?
ITo yeMy ce rpaj pasJyIMKyje OJ] OCTATIUX rPaioBa?

Koju cy TunoBu noceruana?

Koju rpazioBu cy KOHKYPEHTH?

B p
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Ha ocHOBY pesysiTaTa OBaKBOT UCTPa’KMBama Tpeba JedUHUCATH CTpATeIIKe OCHOBE
TYPUCTUYKE JeJIATHOCTH, U3PAZIOM JIOKYMEHTa KOju O ce OJHOCHO Ha WHTETPHUCAHO
carjefiaBame Typusma y beorpany.

3axearnuuya

OBaj paj mpencTaB/ba pe3yJTAT HUCTPAXKUBaWka HA MPOjeKTy Pa3BojHM mporpamu
peButanuzaiuje ceina Cpbuje (6p.176008) koju duHaHCHpa MHUHHUCTAPCTBO IMPOCBETE,
HayKe U TEXHOJIOIIKOT pa3Boja PemyOsnke Cpbuje.
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