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Abstract: Serbia has a long tradition in the development of spa tourism, which is mainly
intended for domestic tourists. As a result of current trends in tourism, especially changes
in tourist demand, destinations are also changing. For many countries, the development of
wellness tourism is an important way to create a competitive advantage. The paper pre-
sents the study of attractiveness characteristics of spa resorts in Serbia and then ranks the
spa resorts according to these factors. The model used in the research consists of 24 factors
(grouped into 6 groups) that influence the attractiveness of spas as spa and wellness tour-
ism destinations. The research included twenty spas and the survey was conducted among
experts in the field of tourism. The most important factors influencing the attractiveness of
spas as spa and wellness tourism destinations are: The attractiveness of the range of health
and wellness treatments offered in spas (0.349), the natural conditions and relaxing at-
mosphere of spas (0.206) and price competitiveness (0.172).
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Introduction

Health tourism is one of the most important trends in the development of tourism. Well-
ness is a product of the new era, born from the need of modern man to relax in nature
after hard and stressful work with physical activity, healthy nutrition and a healthy natu-
ral environment. In the numerous definitions, analyzes and studies on health and well-
ness tourism, these two terms are almost always considered together, with wellness being
seen as a newer form and part of health tourism (Benuj, 2016). According to the Global
Wellness Summit (2020) and the Global Wellness Institute (2020), the demand for well-
ness tourism is one of the fastest growing market segments worldwide. Predictions of
traffic growth in this sector have been halted, at least in the short term, by the global pan-
demic caused by the Covid 19 virus. Beyond the current negative economic reality for the
tourism sector, recent literature recognizes wellness tourism as a fast-growing market
(Kazakov & Oyner, 2020; Pyke et al., 2016; Voigt & Pforr, 2014; Koncul, 2012). In fact,
scientists believe that the pandemic will have a positive impact on the behavior of well-
ness tourists in the coming period (Wen et al., 2020). As a result of current trends in
tourism, especially changes in tourism demand, destinations are also changing. The
changing needs of tourists are leading to changes in the overall destination offer, which is
based on diversity, quality standards, authenticity and the protection of natural and cul-
tural heritage. The success of any destination lies in the fact that its competitiveness is
based on the market that best suits its resources (Sheldon & Park, 2009; Prideaux et al.,
2013). However, given the current discourse and concern about global warming and cli-
mate change, as well as the recent pandemic caused by the Covid-19 virus, it will be inter-
esting to see how tourism in general will evolve in the coming period.

Traditional spas are places where health tourism has developed throughout history,
be it medical or wellness tourism. Spas are also health resorts, places of relaxation, but
also places of prevention, of maintaining good physical, emotional, mental and spiritual
health. In terms of the number, variety and quality of mineral waters, Serbia is one of the
richest areas in Europe and one of the richest in the world in relation to its surface area
(Huxosh, 2006). Serbia is often referred to as the "country of spas", as there are 300
thermal springs in a relatively small area of 88,361 km2, which have been used for a long
time and are of great importance for the tourism industry. Spa tourism is a form of tour-
ism with the longest tradition in Serbia. In the first years of the 21st century, spa tourism
began to develop in Serbia, albeit at a slower pace than mountain and city tourism
(JoBuuwmh, 2008). In the last decade, some spas have improved their business strategies
and started to include innovations and additional services in the health tourism offer, on
the basis of which they advanced in the tourism market (benuj, 2014). Accordingly, there
were positive trends after 2010, especially in the better-known health resorts. Some of
them are good examples of successfully implemented privatization, others have improved
their offer while remaining in public ownership, while some have made completely new
private investments. These positive initiatives led to Serbia being accepted into the Euro-
pean Spas Association (ESPA) in 2018. The holistic promotion of a growing number of
wellness destinations and businesses is carried out by the Cluster for Health, Wellness
and Spa Tourism in Serbia. A positive development trend is the inclusion of Vrnjacka
Banja, the most important spa destination in Serbia, in the branding project of Roman
thermal spas in Europe. Spa tourism accounted for around 16.3 (685,540 tourists) of
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Serbia's total tourism in 2023 (4,192,797 tourists), i.e. 22.6% of the total number of over-
night stays by tourists in Serbia (webrzs.stat.gov.rs).

The concept of a wellness destination and the theoretical framework
of the study

The concept of a destination is one of the most important, but also one of the most com-
plex aspects of tourism (Saraniemi & Kylanen, 2011). Ritchie & Crouch (2005) proposed a
conceptual model of sustainable destination competitiveness, which was adapted by Shel-
don & Park (2009) to be more suitable for the concept of wellbeing tourism. This model
comprises four stages of development towards a sustainable tourism destination. The
concepts of wellbeing and wellness are closely linked and therefore Sheldon & Park's
model for the sustainable development of wellbeing tourism destinations can also be said
to apply to the development of wellness tourism destinations (Rawlinson & Wiltshier,
2017). Sheldon & Park point out that it is crucial to identify the supporting factors and
resources for wellness tourism, as it would not be possible to develop wellness products if
the destination cannot provide basic infrastructure and ensure access to the destination.
In Ritchie & Crouch's (2005) model, branding, awareness and image are qualifying and
reinforcing determinants. However, Sheldon & Park (2009) assert that the branding pro-
cess should be located at the stage where the key wellness tourism resources are identi-
fied, which they explain by the fact that wellness resources are linked to the culture and
cultural elements of the local community and form an important part of the identi-
ty/destination brand. This model differs from Ritchie & Crouch's (2005) model as they
place policy making and planning of the wellness destination in the third phase as they
believe that wellness tourism cannot be sustainable if it does not have a clear vision, ob-
jectives and positioning in the market. The planning phase is followed by the development
and management of the destination, when it is ensured that the wellness products and
services offered are of high quality. To achieve this, the fourth phase includes elements
such as the training and education of staff (human resources) and the provision of oppor-
tunities to participate in certification programs (Sheldon & Park, 2009).

Some authors (Ahmed & Krohn, 1990; Bordas, 1994; Pearce, 1997) see competitive-
ness in tourism primarily as the ability of a destination to position itself correctly in mar-
keting and to clearly present its comparative and competitive advantages to potential
tourists. Others (Hassan, 2000; Ritchie & Crouch, 2005; Dwyer & Kim, 2003) believe that
such a view of destination competitiveness is correct, but not detailed enough, and extend
it by defining additional factors that influence destination competitiveness and creating
competitiveness models that describe the interaction of these factors. Looking at the pub-
lished work (Dwyer & Kim, 2003; Ritchie & Crouch, 2005; Hassan, 2000; Woodside &
Carr, 1998; Pearce, 1997; Bordas, 1994; Ahmed & Krohn, 1990), it can be concluded that
the concept of tourism competitiveness of a destination has evolved from the simple reali-
zation that only the right marketing positioning is important for the competitiveness of a
destination, to extremely complex competitiveness models that define numerous factors
of destination competitiveness, from attractiveness factors, supporting factors and re-
sources, to the adoption of strategic tourism plans that set specific objectives, as well as
monitoring the implementation of the planned strategies and the degree of achievement
of the set objectives.
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Sustainable wellness
destination

Supporting factors and resources for wellness tourism

Fig. 1: Management of wellness tourism destinations; adapted by the author (Source: Sheldon &
Park, 2009)

There is an obvious link in the literature between the attractiveness of a destination
and its competitiveness, considering that a destination is competitive if it can attract and
satisfy potential tourists, and that competitiveness is determined by the factors of the
specific form of tourism and a much broader range of factors that influence tourism ser-
vice providers (Enright & Newton, 2004). As some authors emphasize, the competitive-
ness of a destination does not refer to individual aspects of the tourism product, but to the
destination as an integrated, unified package of tourism services (Buhalis, 2000; Crouch
& Ritchie, 2000). Crouch & Ritchie (2000) define competitiveness as the ability of a des-
tination to add value and increase revenue while sustainably managing resources and
processes to preserve the destination's values for future generations. Furthermore, desti-
nation attractiveness is based solely on tourists' perceptions, while destination competi-
tiveness includes objective indicators of comparable and competitive advantages between
destinations (Porter, 1990; Lee et al., 2010). In general, destination attributes can be
considered as determinants of destination attractiveness (Lee et al., 2010). However, in
the extensive literature on destinations, there is no universally recognized set of attributes
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that determine the attractiveness of a destination. Rather, a variety of destination attrib-
utes have been accepted by researchers in the field of destination attractiveness, including
many attributes associated with specific types of destinations or tourism products (Kim,
1998; Lee et al., 2010). However, some destination attributes and attribute categories are
not only found in the destination attractiveness literature, but also in destination competi-
tiveness research (Enright & Newton, 2004; Lee et al., 2010).

The work on destination attractiveness and image mainly focuses on analyzing specif-
ic attributes of a space that allow the attractiveness of a destination to be measured and
explained (Gallarza et al., 2002; Lee et al., 2009). Research on competitiveness in tourism
traditionally refers to the image or attractiveness of the destination (Bonn et al., 2005;
Galarza et al., 2002; Hou et al., 2005). The attributes that make a destination attractive to
tourists and directly affect its competitiveness are numerous and differ from author to
author (Kresi¢, 2007), but we can group them into several segments: natural features
(climate, landscapes, scenery), cultural and historical heritage (history, folklore, customs,
cultural assets, manifestations) and functional resources, i.e. the material basis for tour-
ism development (accommodation facilities, transportation, tour guiding, travel agen-
cies). Depending on the form of tourism that develops in a destination, some attributes
are more or less important for the destination's competitiveness than others
([Tparvhesuh, 2012). More recently, the characteristics, activities and offerings of a wide
range of organizations operating in a destination are also considered as attributes that
determine the attractiveness of a destination (Lee et al., 2010; Konu et al., 2011). In this
sense, Enright and Newton (2004) assert that a proper understanding of destination
competitiveness requires consideration of all factors involved in destination activities.

In a previous study on destination attractiveness (Lee et al., 2010), a wide range of
destination attributes were identified, which were categorized into the following: tourist
attractions (e.g. natural features, cultural and historical values, and man-made resources),
supporting tourist infrastructure (e.g. accommodation and food), accessibility (distance
and travel costs), and supporting services and facilities (safety and information). There-
fore, it can be assumed that the determinants of destination attractiveness are a unique
package of tourist attractions, infrastructure and services offered by private and public
organizations (Buhalis, 2000; Cracolici & Nijkamp, 2008). Indeed, destination authorities
and managers need to combine different tourism motives, infrastructures and services to
develop and promote specific types of tourism products and experiences (e.g. wellness
and business tourism) that are the main reason for visiting the destination (Buhalis,
2000). In this way, the destination must be able to attract and satisfy visitors from other
regions, which is a prerequisite for the attractiveness and competitiveness of selected
tourism products and target markets (Enright & Newton, 2004). A comprehensive, holis-
tic approach is required to meet the diverse and integrated wellness needs of tourism
demand. This must be reflected in the destination's ability to provide a high-quality well-
ness offer (Page et al., 2017; Hjalager & Flagestad, 2012), which is followed by a systemic
and experience-oriented management logic specifically adapted to the tourism context
(Pencarelli & Forlani, 2018). For many countries, the development of wellness tourism is
an important way to creating a competitive advantage. Sheldon & Park (2008) state that
the development of wellness tourism in the region can promote entrepreneurship, im-
prove the sense of place of the destination and the health of the local population, provide
an economic advantage and ensure environmental protection and product quality.
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Methodology

Analytic hierarchy process (AHP method), which has recently been applied in tourism
research (BoZi¢ et al, 2017; BoZi¢ et al., 2018; Deng, King & Bauer, 2002; Fabac & Zver,
2011; Huang et al., 2012; Jordan, 2013; Lai & Vinh, 2013). AHP is one of the most
commercially available DSS (Decision Support Systems) and is probably the most wide-
ly used multi-criteria method today. AHP is useful in tourism research, especially when
evaluating a large number of decision factors and the importance of each factor influ-
encing the decision can be measured. In this way, a hierarchy of factors is created ac-
cording to their importance, which helps managers and other stakeholders to make
decisions (Bozi¢ et al., 2018).

The first phase of the research included a review of the existing literature and the se-
lection of an appropriate model for the evaluation of spas in Serbia. Based on the litera-
ture review, a model was selected (Medina-Munoz & Medina-Munoz, 2014), which was
used for the selection of factors and the design of the questionnaire. In the second phase
of the study, experts from the tourism sector were interviewed. The collected data was
statistically processed using the Expert Choice 2000 package. In the final phase, the con-
sistency of the research was established and the final ranking of the twenty spas was made
by determining weighting coefficients.

After selecting the factors and designing the questionnaire, a survey was conducted
among tourism experts. The data was collected at the Faculty of Geography of the Univer-
sity of Belgrade, the Association of Serbian Spas and the Cluster for Health, Spa and
Wellness Tourism. Initially, 7 respondents were invited to participate in the study, only
one declined to participate because he felt that the study would take too much time. In
order to obtain a valid sample, those who showed excessive individual inconsistencies
were excluded from the remaining group so as not to affect the credibility of the entire
sample. The final sample consisted of 5 respondents. AHP is a rather subjective method
that does not require a large sample, and it is useful for research that focuses on a specific
question where a large sample is either difficult to obtain or not necessary (Cheng & Li,
2002; Lam & Zhao, 1998). The authors Cheng & Li (2002) argue that the AHP method is
actually impractical in research with a large sample because potential respondents who
are not experts may show a high tendency to give arbitrary answers, leading to a very high
degree of inconsistency and thus invalidating the approach. The sampling strategy for the
AHP method can be based on an appropriately selected, purposive sample that is suitable
for generating qualitative data. This is useful for research focusing on a specific topic
where a large sample is not required, especially for well-defined case studies (Cheng & Li,
2002; Lam & Zhao, 1998).

The research was conducted in the form of a survey. First, respondents were asked
to assign an appropriate numerical value to each factor of the model used, using the
Satie scale, to determine a level of importance. After evaluating all the factors, the
weighting coefficients for the factors of the model were determined at all levels. After
calculating the weighting coefficients of the factors and rating the spas according to
each factor, the final ranking of the spas was made. Since the feedback from all re-
spondents was satisfactory, we can assume that the survey is sufficiently clear and ap-
propriate for the intended research question.
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Table 1. Attributes of the attractiveness of spas in Serbia

Factor 1: Attractiveness of the health and wellness treatments on offer at the
spa resort

» Mineral water for drinking
» Thermal mineral water for bathing

» Variety of spa and wellness facilities (Finnish sauna, bio sauna, infrared sauna,
Turkish bath, tepidarium, salt room...)

» Hydrotherapy (swimming pools, whirlpools, tropical rain showers...)

» Relaxation and stress-relief treatments (various massages, mud wraps,
aromatherapy...)

» Attractiveness and uniqueness of some treatments
» Attractiveness and uniqueness of the wellness center or hotel
» The possibility to visit several wellness centers in the same spa

Factor 2: Natural conditions and relaxing atmosphere of the spas

» Thelocation and surroundings are attractive
> Peace and quiet in the hotel and a relaxing atmosphere

» The landscape is attractive and the natural conditions are suitable for relaxation
and recreation

> The climatic conditions are conducive to relaxation and recreation

Factor 3: The spa operation is aligned with the wellness concept

» The treatment program (package) lasts several days

General medical service at the spa

Visitors receive tips that they can use at home

Facial and body beautification treatments (anti-age, anti-cellulite program)
The option of a healthy diet

» Range of cultural motifs

>
>
>
>

Factor 4: Price competitiveness

»  The price follows the quality of the offer
» Promotional offers for treatment programs

Factor 5: Range of sporting activities

» Fields for various sports
» Opportunity to relax in nature

Factor 6: An offer based on a personal and professional attitude towards
visitors

» The spa (wellness center) offers personal attention
» The staff is qualified and professional

Source: adapted by the author (Medina-Munoz & Medina-Munoz, 2014)
Research results

The analysis has shown that the most important factors influencing the attractiveness of
spas as a destination for spa and wellness tourism are as follows: Attractiveness of health
and wellness treatments offered in spas (0.349), natural conditions and relaxing atmos-
phere of spas (0.206) and price competitiveness (0.172).
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Table 2. Total values of the factor weights
Wide range of spa and wellness facilities (Finnish sauna, bio
sauna, infrared sauna, Turkish bath, tepidarium, salt room, etc.)
(0.194)
Treatments for relaxation and stress relief (various massages,
mud wraps, aromatherapy, etc.) (0.190)
Attractiveness and uniqueness of some treatments (0.163)
Hydrotherapy (pools with hot and cold water, hydromassage
tubs, tropical rain showers, etc.) (0.150)
Thermal mineral water for bathing (0.121)
Attractiveness and uniqueness of the wellness center or hotel
(0.110)
The possibility of visiting several wellness centers in the same spa
town (0.037)
Mineral-rich drinking water (0.034)
The landscape is attractive and the natural conditions are
Natural condi- suitable for relaxation and recreation (0.321)
tions and relaxing | The climatic conditions are conducive to relaxation and
atmosphere of the | recreation (0.295)

Attractiveness of
the health and
wellness treat-
ments offered at

the spa (0.349)

spas (0.206) Location and surroundings are attractive (0.250)

Peace and quiet in the hotel and relaxing atmosphere (0.134)
Price competi- Promotional offers of the treatment programs (0.750)
tiveness (0.172) The price corresponds to the quality of the offer (0.250)

Offer based on the | The staff is qualified and professional (0.740)
PP ratio to visitors | The spa (wellness center) offers personal care (0.260)
(0.122)

General medical service in the spa (0.267)
The treatment program (package) lasts several days (0.167)
Offer of cultural motifs (0.167)

Spa business is

ié%ﬁlz(ix;};éget Facial and body beautification treatments (anti-aging, anti-
(0.110) P cellulite program) (0.161)

Healthy eating options (0.136)
Visitors receive tips that they can take home with them (0.101)

Range of sports Opportunity to relax in nature (0.659)
activities (0.041) | Fields for various sports (0.341)

Degree of consistency: 0.01

The synergy of all responses and the ranking of the alternatives based on the identi-
fied weighting coefficients for the criteria resulted in the final weighted ranking of the
health resorts (Fig. 2), with the most attractive being: Vrnjacka Banja (0.079), Vrdnik
(0.070), Bukovicka (0.066), Lukovska (0.065) and Ribarska (0.064).

The attractiveness of the range of health and wellness treatments on offer at the spa
resort was identified in this study as the factor that has the greatest influence on the at-
tractiveness of the destination. Previous research has not seriously considered the variety
of treatments on offer and only the authors Medina-Munoz and Medina-Munoz (2014)
include it in their model of destination attractiveness. The factor Natural conditions and
relaxing atmosphere of spas is the most important factor for destination attractiveness in
many studies (Heung & Kucukusta, 2012; Lee et al.,, 2009; Medina-Munoz & Medina-
Munoz, 2014). These findings are supported by numerous studies on the impact of pro-
tected natural resources on human health (Abraham et al., 2010; Maller et al., 2009;
Romagosa et al., 2015; Wolf et al., 2015). Price competitiveness was cited as the third
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most important factor (attribute) for the attractiveness of a wellness destination, which is
consistent with the conclusions of previous research (Sirakaya & Woodside, 2005; Medi-
na-Munoz & Medina-Munoz, 2014), although the attribute "Special offers of treatment
programs" was rated as the most important (with the highest value of the weighting coef-
ficient). The attribute "Opportunity for outdoor recreation" stood out as a more significant
factor in the individual analysis, which is consistent with the results of the study by Maller
et al. (2009), who highlighted several benefits of nature reserves for general human
health. The consistency ratio (CR) was 0.01, which is within normal limits and did not
require re-evaluation of the weighting criteria.

The most attractive spas in the form of wellness offers
Degree of consistency = 0.01

Vrnjacka (0.079)
Vrdnik (0.070)
Bukovicka (0.066)
Lukovska (0.065)
Ribarska (0.064)
Sokobanja (0.061)
Prolom (0.059)
Koviljaga (0.046)
Gora Trepca (0.044)
Kanjiza (0.044)
Vranjska (0.043)
Vrujci (0.043)
Sijarinska (0.042)
Gamzigradska (0.040)
Junakovi¢ (0.040)
Pribojska (0.040)
Brestovacka (0.040)
Niska (0.039)
Mataruska (0.038)
Rusanda (0.038)

0 0.01 0.02 0.03 0.04 005 0.06 0.07 0.08 0.09

Fig. 2. Synthesis of results - final ranking of results by criteria

According to this analysis, the hierarchy of spas in Serbia showed relatively expected
results. It is interesting to note that, according to all criteria, the best rated spas were
those that emphasize wellness in their offer, which indicates that the factor of attractive-
ness of the offer of health and wellness treatments in the spa dominates and is the most
important predisposing factor for the transformation of spas. It can be assumed that the
experts, guided by this attitude, unconsciously awarded higher scores to these spas when
evaluating the individual weighting criteria. Considering the fact that all spas in Serbia
base their offer on very attractive natural values, as well as in terms of the offer factor
based on a personal and professional attitude towards visitors, the operation of the spa is
aligned with the wellness concept and the offer of sports activities, many spas have re-
ceived identical ratings, and the attractiveness of the offer of health and wellness treat-
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ments in the spa, the natural conditions and relaxing atmosphere of the spa, as well as
price competitiveness prevailed in the total sum of values. The degree of consistency (CR)
is 0.01 and therefore within the normal range, so there is no need to re-evaluate the
weighting criteria.

In Serbian spas, tourism is predominantly associated with traditional spa tour-
ism, which includes preventive, curative or rehabilitative measures using natural
healing factors in combination with modern medicine. It is a remarkable fact that the
tourist facilities in these places have developed precisely through the use of natural
healing factors. In recent years, some spas have taken a step forward and, following
the example of well-known spas in Europe, are beginning to incorporate innovations
into their health tourism offer. They are beginning to develop wellness tourism, invest
in the renovation of accommodation and start better marketing activities, all with the
aim of attracting foreign tourists. The beginning of the introduction of innovative
content into the offer of spas dates back to 2005, when the Special Hospital "Merkur"
Vrnjacka Banja opened the first wellness center in spas in Serbia called "Fons Roma-
nus", and the following year the aqua center "Water Fall", then the peloid center "Li-
mus Romanus" and the "Center for Medical Esthetics". In addition to the specialized
hospital in Banja, several luxury hotels with spa and wellness facilities were renovat-
ed/opened, which significantly improved the tourist offer, such as the hotel "Park"
(5*) (part of the A Hotels chain), the hotel "Tonanti" (5%), hotel "Slatina" (4*) (part of
the A Hotels chain since 2020), hotel "Fontana" (4*) (privatized in 2017, completely
renovated in 2019), hotel "Vrnjacke terme" (4*), hotel "Solaris" (4*), hotel "Pegasus",
hotel "Zepter" (4*) and others. This concept of health tourism is now being adopted
by other spas as well, with the opening of modern spa and wellness centers, aqua
parks, new accommodation options and other attractive facilities. In Bukovicka banja,
the luxury hotel "Izvor" (5%), a congress spaand wellness resort, was opened, covering
an area of more than 32,000 m2. This prestigious hotel-tourism complex offers a
wellness center with 9 pools with over 1000 m?2 of water surface with thermo-mineral
water (30-38°C). There is also a department with massages and saunas (Finnish sau-
na, bio sauna, steam bath, Russian bath) and experience showers with sound and
light effects. A special complex consists of a large aqua park with 3 swimming pools,
12 water slides for adults, 3 slides for children and many attractions, and an addition-
al offer is the hotel's congress center "Izvor". In Sokobanja, the "Podina" water park
"was opened, which extends over 1.6 hectares, as well as the modern wellness center
"Soko Terme", which was built in the Greco-Roman style and with two indoor and one
outdoor pool with thermo-mineral water (39°C), several saunas and rooms for vari-
ous types of massages. In Ribarska Banja, a modern spa center was built on the foun-
dations of an old Turkish bath from the 17th century, where visitors can enjoy a varie-
ty of massages and treatments based on medicinal herbs, algae, wine and chocolate,
as well as salt rooms, saunas, a Turkish hammam, whirlpools and an enclosed swim-
ming pool with hydromassage equipment. A luxury hotel complex "Resort Fruske
Terme" (part of the Promont Group DOO) was built in Banja Vrdnik, which includes
the Hotel Premier Aqua (5%), the ethnic complex Vrdnicka Kula (4*) and the Hotel
Fruske Terme (4*), which have received the highest awards in the hotel industry. By
winning the first award for the best innovative medical spa center in Europe - MEDI-
CAL SPA - Hotel Premier Aqua has clearly distinguished itself as a hotel and medical
center and has come under the umbrella of the ESPA organization, which will provide
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it with new contacts and support in the implementation of further ideas and plans. At
the beginning of 2020, the hotel became the first certified facility in the Balkans to be
awarded "The international Quality System for Medical Spa and Wellness" certificate.
"Fruske Terme" is the first luxury hotel complex in Serbia to combine nine thermal
pools, state-of-the-art conference rooms, a spa and wellness center, a restaurant and
over 200 accommodation units. In mid-2022, a contract was signed for this hotel to
become part of the "Movenpick" franchise. In 2019, Serbia took part in the implemen-
tation of the EDEN (European Destination of Excellence) project on "Health and
Wellness Tourism", which promotes models for sustainable tourism development.
The selection of the municipality of KurSumlija as an exceptional European destina-
tion on this topic confirmed the efforts of the local community to promote this munic-
ipality as a health and wellness destination (Belij & Todorovi¢, 2020). The promoter
of tourism development in the area of this municipality is the company A.D. "Planin-
ka", which includes the natural water packaging factory Prolom and the special reha-
bilitation hospital Prolom Banja with two profit centers: Prolom Banja and Lukovska
Banja. Since 2020, it has also owned the Kur§umlijska Spa (Belij & Todorovi¢, 2020).
Significant investments in these spas in recent years include luxury wellness center in
the Prolom spa (Finnish sauna, bio sauna, infrared sauna, jacuzzi pool with salt water
- Prolom sea, tepidaria, salt room, open-closed pool, beauty salon and others), the
renovated hotels "Jelak" and "Kopaonik" in Lukovska Banja with modern wellness
centers and the built hotel "Bela Jela" (4*) with a luxurious medical and wellness
center, which will open in 2021, as well as the renovation of the hotel "Planinka"” in
Kursumlijska Banja.

The tourism offer of the mentioned spas, especially in the field of health and wellness
tourism, is a positive example of the transformation of former rehabilitation centers,
which focused primarily on the provision of medical services, towards modern trends of
enriching the content with wellness offers (Belij & Todorovié, 2020). Apart from changing
the old-fashioned image of Serbian spas, the additional innovation of offering spa and
wellness centers with content that does not necessarily have a balneological character,
such as spending time in protected nature, meditation and various activities to improve
mental health, can have numerous positive effects on visitor numbers, local employment
and environmental protection.

One of the most important benefits of a developing wellness destination is the charac-
teristics of the tourists who visit it. Wellness tourists often have similar characteristics to
ecotourists, cultural tourists and sports tourists, which provides numerous opportunities
for spas to develop cross-market products for different tourism niches (Rawlinson &
Wiltshier, 2017). They will contribute more to the destination than other types of tourists,
as wellness tourists are more likely to be able to pay, have a higher level of education and
spend more at the destination (Yeung & Johnston, 2013). Wellness tourists also contrib-
ute more to the sustainability of cultural assets and events such as local festivals and en-
gage in sports, adventure and other activities (Clapham, 2015).

Conclusion

For a wellness destination to be successful, health and wellness elements must be in place
to help create a unique offering and a recognizable brand to attract new wellness tourists
who are confident and in search of a sense of well-being, health and happiness. Some
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authors suggest that wellness tourism involves the conscious consumption of products
and services that promote not only well-being but also sustainability (Voigt, 2014). Well-
ness tourism can help destinations mitigate the negative effects of mass tourism or over-
tourism. The travel pause provided an opportunity to focus on the economic, socio-
cultural and environmental aspects of tourism, so we can emphasize that incorporating
sustainability is necessary for any destination to remain competitive. These research re-
sults (high values of the attributes "landscape is attractive and natural conditions are
suitable for relaxation and recreation" and "opportunities for recreation in nature") clear-
ly show the need to combine sustainable and wellness tourism whenever possible, benefit-
ing both tourists and destinations.

The results of this research highlight the diversity of the spa tourism market and it
would be wrong to assume that all spas should follow an identical development path. New
insights into the factors and their influence on the attractiveness of spas could help man-
agers to select products and services that meet visitors' expectations and thus improve
loyalty. Some of the future research should certainly include additional factors that were
not considered in this research and could contribute to a better understanding of the
attractiveness and perceived competitiveness of spa destinations as well as the choice of a
spa destination. Such a study could analyze the impact of marketing measures on the
attractiveness of wellness destinations.
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Amncrpaxkr: Cpbuja nma AyTy TpaJuLyjy y pa3Bojy 6arCKOT Typru3Ma KOjU je HaMeHeH yIilaB-
HOM omahuM TyprcrtiMa. Kao pesysrat akTyesTHHX TeHEHIMja y TYPU3MY, HoceGHO IIpoMeHa
TYPHUCTHYKE TPaKEbe, MEHajy Ce U TyPUCTHUKe JIeCTHHANje. 3a MHOTe 3eMJbe pa3Boj wellness
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HO UCTPaXKHMBAIbe je YK/byYHMBAJIO JIBajieceT 0arba, a aHKeTa je CrpoBezieHa Meljy crpydrbalima
u3 obmactu TypusMa. Kao HajsHauajHuju ¢dakTopy KOjH yTHYy Ha aTPaKTUBHOCT Oama Kao
nmecruHanuja spa&wellness TypruaMa U3ZBOJWIN Cy ce: ATPAKTUBHOCT IIOHYZE 3PABCTBEHUX 1
wellness Tpermana y 6au (0.349), [Ipupozanu yenoBu u omnyiirajyha armocdepa 6ama (0.206)
u LleHOBHA KOHKYpeHTHOCT (0.172).
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YBog,

3/paBCTBEHH TypHU3aM IIPe/ICTaB/ba jeflaH Off 3HaUajHUjUX TPEH0BA Y Pa3BOjy TypHU3Ma, a
wellness je mpousBoz HOBOT 7j00a, HACTA0 Kao MOTpeba caBpeMeHOr YoBeKa Jja ce Mocye
HAITOPHOT ¥ CTPECHOT II0CJIA 0/IMapa y MPUPOIH y3 GU3NIKY AKTUBHOCT, 3/[DAaBY XPaHy U Y
37paBOj IPUPOIHOj OKOIUHU. BpojHe nebuHUIMje, aHATN3€e U UCTPAKUBAKA 3/1PABCTBE-
Hor u wellness Typusma, oBa /IBa TEpMUHA FOTOBO YBEK pa3MaTpajy 3ajelHO IIPU YeMY Ce
cmatpa jia je wellness HOBUju BUJ U Jie0 3/ApaBcTBeHOr TypusMa (Benwj, 2016). IIpema
Global Wellness Summit-y (2020) u Global Wellness Institute (2020) morpaxkma 3a
wellness TypusaMoMm TmpezicTaB/ba jelaH of HajOpske pacTyhuMX TpIKUIIHUX CErMeHara,
mupom ceeta. [Ipeasuljarma 0 pacty mpoMera y OBOM CEKTOPY 3aycTaBHIIA je, 6ap KpaTKO-
pouHo, ryIobasHa MaHAeMHja u3azBana Bupycom KoBua 19. ITokazaso ce /ia je To 6Guia
TPEHYTHA HEraTHBHA €KOHOMCKA PEAJTHOCT 3a CEKTOpP TypHU3Ma, ZIOK HOBUja JIUTEPATYypPa
npernosHaje wellness Typusam, Kao Tp:KHIITe Koje 6p3o pacre (Kazakov & Oyner, 2020;
Pyke et al., 2016; Voigt & Pforr, 2014; Koncul, 2012). 3anpaBo, HAyIHUIIH TPETIOCTABIbA-
jy na he manzeMuja mMO3WTHMBHO YTHIIATH Ha MOHAIIame wellness Typucra y HapegHOM
nepuoay (Wen et al., 2020). Kao pesyaTar akTyeJHUX TEH/IEHIIMja Y TypU3MYy, MOCe6HO
MMPOMEHA TYPUCTHYKE TPAXKEbE, MEHAJy CE U TYPUCTUUKE JlecTuHaImje. [lpomene morpeba
TypHCTa Pe3yJITUPajy MPOMEHaMa y YKYIIHO] IOHYJU TYPUCTUYKE JECTUHAIUjE, Koja Ce
3aCHMBA HA Pa3HOBPCHOCTH, CTAH/AP/IMMa KBaJIUTETA, AyTEHTHUYHOCTH U 3AIITHTU [IPU-
POZHOT M KyJITYpHOT Hacyieha. Yerex cBake TYPUCTHUKE JIECTUHALM]E j€ TaMO T7Ie Ce heHa
KOHKYPEHTHOCT TPaJil Ha TPXKHUIITY Koje Hajoosbe oAroBapa meHuM pecypcuma (Sheldon
& Park, 2009; Prideaux et al., 2013). Meljyrtum, ca akTyeJaHUM AUCKYPCOM U 3a0pUHY-
Torrthy 360r I/I00aJIHOT 3arpeBarba M KJIMMATCKUX NMPOMEHa, a HeAAaBHO U MaHAeMHje
uzazBaHe Bupycom Kosuj 19, 6uhe 3aHMM/BMBO BUIETH KaKO he ce Typusam YOIIIITE
pas3BHjaTH y HApEAHOM IIEpUO/Y.

TpaguinoHaIHO Oarbe Cy MecTa y KOjuMa ce, KpOo3 HCTOPH]jY, Pa3BHUjao 3APABCTBEHU
Typu3am GHJIO0 /1a ce paZiy 0 METUITMHCKOM win wellness Typusmy. barbe cy U JIeUHIHINITA,
MecCTa 3a OIOpaBaK, aJld U MeCTa 3a MPEBEHIIN]y, OUyBame A06por GU3UYKOT, eMOIIHO-
HAJTHOT, MEHTAJTHOT U J[yXOBHOT 3/IpaBJba. ¥ MOIJIeAy Opoja, pa3HOJIHUKOCTH U KBAJIUTETA
MHUHepaTHuX Boja, Cpbuja cpa3sMepHO CBOjoj MOBPIIUHHY, IIPEICTaB/ba jeTHO O Hajoora-
THjux nozapydja y EBpomnu u jemHo of 6orarujux y cBery (Huxomuh, 2006). Cpbuja ce
YecTo cMarpa ,,3eMJbOM Oarba“, 30T CBOjUX 300 TEPMOMUHEPATHUX U3BOPA HA PEJIATUB-
HO MaJjioj moBpinHu off 88.361 km?2, myre Tpaauiuje HUXOBOT Kopuihema 1 3Ha4Yaja 3a
TYPUCTUYKY MPUBPeNy. BamCKku Typu3aM je BHUJ Typu3Ma ca HajAay:KOM TPAIUIHjoM Y
Cpb6uju. Y npBuM ropgrHaMa 21. Beka 6amcku TypusaM y Cpbuju je modeo fa Hampenyje,
aJIv CIOPHUjUM TEMIIOM O IUITAHUHCKOT U Tpajickor Typusma (JoBuuuh, 2008). Ilojenune
6ame Cy y IMoCIeIlhUX JIECET TOMHA YHAIIPEIUIIE CBOje MOCIOBHE CTpATETHje U TIoYesie Ja
YBOJZIe MHOBAIIMje U JI0/IaTHE YC/IyTe Y MOHY/Y 3APAaBCTBEHOT TyprU3Ma, Ha OCHOBY 4era Cy
HampezoBaje Ha TypUCTUYKOM Tp:kuinty (benuj, 2014). CX0AHO TOMe, TO3UTHBHU TPEH-
JTOBH Cy 3a0eJie’keH! HaKOH 2010. TOZIHE, TOCEOHO Y UCTAKHYTUjUM OaFbCKUM IIEHTPUMA.
Hexku o7 ¥UX TPEZCTaB/bajy 00pe MpuMepe YCIeNHO BoljeHe MpuUBaTU3aIdje, APYTH Cy
VHAIPEIWIN TOHYAY 0K Cy OCTaJIM y jaBHOM BJIACHHUIIITBY, ZIOK je ¥ HEKUMA JOIIIO JI0
TOTIIYHO HOBUX NMPUBATHUX WHBeCTHIMja. OBaKBe TOBOJbHE MHUIMjATHUBE TOBEJIE CY /10
npujema Cpbuje y EBporicky acounjanujy 6ama (ESPA) 2018. ronune. VHTErpasHy npo-
mouujy cBe Beher 6poja wellness mecTuHanuja u nociaoBamwa crupoBoau Kiacrep s3apas-
CTBEHOT, BeslHeC U Oamckor Typusma Cpbuje. ITo3uTHBaH TpEH/ pa3Boja MpeACTaBbha U
yKJbyunBame Bpmwauke Bamwe, HajsHauajHuje Gamcke nectuHanuje CpoOwuje, y mpojekar
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6pennupama Pumckux tepmu Ebpore. V ykynmHom typuamy Cpbuje y 2023. ToauHU
(4.192.797 Typucra), 6amCKU TypU3aM y4ecTBYje ca Oko 16,3% (685.540 Typucra), OmHO-
CHO ca 22,6% y ykynHOM 6pojy Hohema Typucra y Cpouju (webrzs.stat.gov.rs).

Konuent wellness gectuHanyje v TEOPUjCKH OKBUP HMCTPaAsKUBakbha

KoHIlenT TypUCTHUKe eCTUHALMjE je je/IaH 0/ HajBayKHUJUX, AT U HAjCI0KEHHUJUX acleKa-
Ta TypusMa (Saraniemi & Kylanen, 2011). Ayropu Puun u Kpayu (Ritchie & Crouch, 2005)
MPEJIOKIWINA Cy KOHIEUTYaJIHU MOJEJl OZIP:KUBE KOHKYPEHTHOCTH JIECTHHAIMjE, KOjy Cy
Iennmon u Iapk (Sheldon & Park, 2009) nprraroguau ga 6y/e TPUKIaAHAja 32 KOHIENT
wellbeing Typusma. Taj Mozen uma yetupu ¢ase pa3Boja J0 AeCTUHALMjE OAPKUBOT TYPH-
3ma. Konnentu wellbeing u wellness cy 6srcko noBe3anu u crora ce Moxke pehu z1a je mo-
MEeHYTH MOJIeJT 3a OZIp’KUBH pa3Boj wellbeing TypucTuuke necTrHALMje IOjeTHAKO BOKU U
3a pa3Boj AectuHaija wellness typusma (Rawlinson and Wiltshier, 2017). lllesngon u ITapk
KCTUYY /1a je KJbYYHO uieHTH(GHKOBaTH (DaKTOPE MOAPIIKe U pecypee 3a wellness Typuzam
jep He 6u 6ma0 Moryhe pasBujatu wellness Mpou3BoIE aKO JIeCTUHALIM]a HE MOKe /a 00e3-
Gea OCHOBHY MH(MPACTPYKTYPY ¥ TapaHTyje MPHCTYIl JAeCcTUHAnuju. Y mozeny Puumja u
Kpayua (2005) GpeHiupare, CBECT U UMHII ClIa/iajy y KBaaudHuKanpyoHe U mnojayaBajyhe
onpenuuiie. Mehyrum, Ilenmon u [Mapk (2009) TBpze /a mporec 6peHarpama Tpeba aa
Oyze cMelTeH y (asu y Kojoj ce uaeHTUUKYjy KbydHH pecypcu wellness Typusma, mro
objarmaBajy TuMe a cy wellness pecypcu mmoBe3aHu ca KyJTypoM U KyJITYPHHM eJIEMEH-
THMa JIOKAJTHE 3aje/THULIE U J]a Cy OHU KJbYUHU JIe0 HAeHTUTeTa/Opena aectuHalyje. OBaj
MOJIeJT ce pas3sukyje ox mojeia Puunja u Kpayua (2005) jep Kpenparbe MOJTUTHKE U IL1a-
Hupame wellness mecrunaruje cmernrajy v tpehy dasy, 3ato mro cmatpajy ga wellness
Typu3aM He MOKe OUTH OJPKUB aKO HEMA jaCHY BU3H]y, IIWJbEBE U MO3UIMOHUPAHE Ha
Tpskuty. ®Pasy iaHupama IpaTh Pa3Boj U YIIPaB/batbe JECTHHAIM]OM, Kajla je 3arapaH-
TOBaHO J1a ¢y wellness mpon3Boy 1 yeIyre KOju Ce IpYy:Kajy U HyZle BUCOKOT KBayuTeTa. [a
61 0BO OWJIO pEATM30BAHO, YETBPTA (Paza YK/bYUyje eJIEMEHTE KA0 IITO Cy 00yKa U e[yKallvi-
ja ocobspa (JbyZICKUX pecypca) U Mpy:Kambe MOTYRNHOCTH 3a MPHUAPY:KUBAE MPOrpaMuMa
ceprudukanje (Sheldon & Park, 2009).

Tlojenuuu ayropu (Ahmed & Krohn, 1990; Bordas, 1994; Pearce, 1997) cy Ha KOHKY-
PEHTHOCT Y TYpU3My NPBEHCTBEHO IJIEJIaJIH Ka0 HA CIOCOOHOCT /IECTUHAIIM]jE /1 Ce pa-
BIJIHO MapKETHUHIIKY MTO3UIMOHUPA U /1A JaCHO MPE3eHTYje CBOje KOMIIApaTUBHE U KOH-
KYPEHTCKe TIPEeIHOCTH MpeMa MmoTeHIujaTHuM Typuctuma. Jipyru (Hassan, 2000; Ritchie
& Crouch, 2005; Dwyer & Kim, 2003) cMaTpajy /a TakBO IJie[latbe Ha KOHKYPEHTHOCT
JIeCTUHAIM]je, NaKO MCIPAaBHO, HUje JOBOJFHO JIETAJHHO U JOJATHO Ta MPOUIUPY]y Aedu-
nuiyhu goxatHe GhakTope KOjU yTUYY Ha KOHKYPEHTHOCT JIECTHHAIIMje U KPEUpajy Mojie-
Jie KOHKYPEHTHOCTU KOjU OIHUCY]y HHTEpaKIujy Tux daxropa. C 063upom Ha ob6jaBibeHe
paznose (Dwyer & Kim, 2003; Ritchie & Crouch, 2005; Hassan, 2000; Woodside & Carr,
1998; Pearce, 1997; Bordas, 1994; Ahmed & Krohn, 1990) Mo3ke ce 3aK/byIUTH /1A je KOH-
LENT KOHKYPEHTHOCTH TYPUCTHUKE JIeCTHHAIHje eBOJYUPAO O jeTHOCTABHE TEPIIENIINje
Jla je 3a MOCTU3ahe KOHKYPEHTHOCTH JIeCTUHAIIMje WCK/bYYHUBO BAYKHO HHEHO TPABHIHO
MAapKETHUHIIKO TO3UIMOHUPAIbe CBE 0 M3PA3UTO CJIOKEHHX MOJesla KOHKYPEHTHOCTH
KojuMa cy febUHHUCAHW MHOTOOPOjHH (aKTOPH JIeCTHHAIV]CKE KOHKYPEHTHOCTH, Of
(dakTopa aTpaKTHBHOCTH, IIPEKO MHozp:kaBajyhux dbaxkTopa u pecypca ma cBe /10 TOHOIIe-
A CTPATENIKUX TYPUCTUYKUX IUIAHOBA KojuMa he OGUTH mocTaB/beHU ofipel)eHH IUbEBH,
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Kao W KOHTpOJIa I/IMl'IIIeMeHTaI_[I/Ije 3alpTaHux CTpaTeI‘I/Ija U CTEIIEHa OCTBapuBamba
IIOCTaB/b€HUX ITHUJbEBA.

Opp>xuea wellness
TYPUCTUYKA AeCTUHaUmja

dakTopu noaplike u pecypcu 3a wellness Typusam

Ca. 1. Ynpassware decmunayujama wellness mypusma; npuaazoljero 00 cmpane aymopa (M3eop:
Sheldon & Park, 2009)

V snureparypu je moryhe youuTu ouuriienqHy Be3y u3Mel)y aTpaKTUBHOCTH JECTHHALV]E
U heHe KOHKYPEHTHOCTH KaJia ce y3Me y 003HUp /1a je JleCTHHAIIMja KOHKYPEHTHA aKO MOYKe
Jla TIPUBYYE U 33/I0BOJBH [TOTEHIHjaTHE TYPHCTE U Ta KOHKYPEHTHOCT je oapelheHa u dpakro-
puma crenuduuHOr 06/IMKA TYpU3Ma U MHOTO IIMPUM CIEKTPOM (DakTopa KOjU yTUIy Ha
npy»xaorie Typuctuukux yoryra (Enright & Newton, 2004). Kako ogpelienn ayropu ucruuy,
KOHKYPEHTHOCT TYPHCTHUYKE JIeCTHHAIVje ce He OJHOCH Ha II0jeINHAYHE ACIIEKTE TyPH-
CTAYKOT IPOU3BOZA, BEN Ha TYypHCTHUKY JECTHHAIM])Y Ka0 MHTErPHCAHU, O0jeIUIbEHH CET
TypucTrukux yeayra (Buhalis, 2000; Crouch & Ritchie, 2000). Kpayu u Puun (2000) zme-
(uHHUIITy KOHKYPEHTHOCT Ka0 CIIOCOGHOCT IeCTHHAIMje [ja KPerpa I0AATy BPEAHOCT U I0-
Beha npuxoze, ynpaespajyhu pecypcuma u mpouecrma Ha OfPIKUB HAYKH, KaKo Ou ce Bpea-
HOCTH JIeCTHHAIHje cadyBaJie 3a Oyayhe reneparje. Ocum Tora, aTpaKTUBHOCT JIECTUHAIA-
je je 3acHOBaHA MCKJbYYHMBO HA IEpLEMIUjaMa TYPUCTa, JOK KOHKYPEHTHOCT JeCTUHAILMje
VKJBydyje U 00jeKTHBHE ITOKa3aTesbe O KOMIAPATUBHUM U KOHKYPEHTCKHM IIPEIHOCTHMA
usmel)y necrunaiuja (Porter, 1990; Lee et al., 2010). ITocmaTpaHo yOIIITEHO, aTpUOyTH
JIeCTUHAIIMje MOTy ce TOCMaTpaTH Kao OfIpeJHuIle aTpakTUBHOCTH AectuHalyje (Lee et al.,
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2010). Meljytum, y OKBUPY OOGHMHE JIUTEPATYPE O TYPUCTUYKUM JIeCTHHAI[HjaMa He TOCTOju
omiTe mpuxBaheH cKyn atpubyra Koju ofjpel)yjy aTpaKTUBHOCT JiecTuHallje. Hampotus,
BeJIUKK n300p aTpubyTa mecTHHAIUje je mpuxBahieH o7 CTpaHe HMCTpaskuBaya y 0bJIacTH
aTPaKTUBHOCTH JIECTUHAIMjE, YK/byuyjyhu 1 MHore aTpubyTe moBe3aHe ca CHenupruIHuM
THUIIOBUMA JIeCTHHAIIMja WU TYPUCTHUKKX mpousBozaa (Kim, 1998; Lee et al., 2010). Unak,
HEKH aTpubyTH JieCTHHAIMjEe U KaTeropuje aTpubyTa He Hajla3e ce caMo Y JIMTEPATYPH O
aTPAaKTUBHOCTH JIeCTHHAIMje, Beh M Y UCTPasKMBakbUMa O KOHKYPEHTHOCTH JIeCTUHAIHje
(Enright & Newton, 2004; Lee et al., 2010).

PasioBu 0 aTpaKTUBHOCTH U UMUILY IeCTHHAIM]je ce YIIIaBHOM (GOKyCHpajy Ha aHATIHU-
3ama cuenuduuHuX aTpubyTa IpocTopa Koju oMmoryhasajy /ja aTpakKTUBHOCT ZieCTHHALILjE
Moke OUTH u3MepeHa U objamibeHa (Gallarza et al., 2002; Lee et al., 2009). UcrpaskuBa-
Ba Ha TeMy KOHKYPEHTHOCTH Y TYpU3MY TPAJAHIMOHAIHO Ce Be3yjy 3a UMHII WU aTpak-
TUBHOCT JiecTrHanuje (Bonn et al., 2005; Galarza et al., 2002; Hou et al., 2005). ATpu6y-
TH KOjU jeIHy JIECTHHALIM]y YMHE aTPAKTUBHOM 3a TYPUCTE U JUPEKTHO YTHUY HA HHEHY
KOHKYPEHTHOCT ¢y OpOjHU UM pasJyHKyjy ce oji ayropa jio ayropa (Kresi¢, 2007), anu ux
MOJKEMO TPYIHCATH ¥ HEKOJIMKO CeTMeHaTa: MPUPOJHE KapaKTepucTuke (KJINMa, Iej3a-
JKH, TIpeiesin), KyJITypHO-KCTOpHjcKo Haciele (ucropuja, oskmop, obuuaju, KyaTypHa
nobpa, manudecranuje) u GYHKIMOHAIHU PECYPCH, OJHOCHO MaTepujasiHa OCHOBA 3a
pasBoj Typusma (yroctuTe/becKu 06jeKTH, caobpahaj, Bomuuka ciry»k0a, TYpUCTUYKE areH-
nyje). Y 3aBUCHOCTH O] 00JIMKA TYypH3Ma KOjU Ce pa3BHjajy Ha JAECTUHAIUjU, HEKU aTPH-
6yt mMmajy Behu, OJHOCHO MabM 3Ha4aj 3a KOHKYPEHTHOCT JIECTHHAIHje Y OMHOCY Ha
ocrasie atpubyte (JIparuhesuh, 2012). ¥V ckopuje Bpeme, KapaKTEPUCTUKE, AaKTUBHOCTU U
TOHyZIa y JieJly IIUPOKEe IOHYZe OpraHu3aluja Koje MOCIYjy y AeCTHHAIUjH Takohe ce
cmaTpajy arpubyruma Koju oxpelyjy arpaktusnoct aecruHaije (Lee et al., 2010; Konu
et al., 2011). Y Tom emuciy, ayropu Expajr u Hbyron (Enright & Newton, 2004) TBpze na
MPABIJIHO pa3yMeBare KOHKYPEHTHOCTH [IECTHHALIM]e 3aXTeBa pa3MaTpame CBUX GaKTo-
pa YKJbYUEHHUX Y IOCTIOBAIbE IeCTHHAIIH]E.

VY paHujeM uCTpakMBamby aTpakTuBHOCTH AectuHayje (Lee et al., 2010) uneHTHGUKO-
BaH je IMHUPOK CIeKTap aTpubyTa JecTHHALMje KOju Cy TpyIucanu y ciaemehe xareropuje:
TYPUCTUYKE aTpakiyje (HIp. MPUPOJHU MOTHUBH, KyJITypHA U UCTOPUjCKA J00pa U BeIITau-
KU U3BOPH), MOTIIOPHA TYPUCTUYKA HHPPACTPYKTypa (HIIP.CMEIITaj U XpaHa), MPUCTYIIay-
HoCT (yIa/beHOCT M IIeHA [[yTOBarba) 1 IIOMONHE yciIyre 1 06jekTH (curypHoct, 6e36eIHOCT U
unHopmanuje). Crora ce MOXKe IPETIIOCTABUTH /1A CY OZIPEHUIE ATPAKTHBHOCTH JI€CTHHA-
[Yje jeIUHCTBEH CKYIl TYPUCTHYKHIX aTpaKnyja, HHGPACTPYKTYPe U yCIyra Koje HyZe IpU-
BaTrHe U jaBHe opranusanyje (Buhalis, 2000; Cracolici & Nijkamp, 2008). 3anpaso, Bi1actu
U MeHallepH JIeCTUHAIFje MOpajy J1a KOMOUHYjY Pa3jInIuTe TYPUCTUIKE MOTHBE, HHGpac-
TPYKTYpYy U YCJIyTe y IFUbY Pa3BHjarba W IPOMOIHje CIeUPUIHUX BPCTA TyPUCTUIKUX
pou3BOZAA M UCKycTaBa (HIp. wellness TypusaM u IOCJIOBHH Typu3aM) KOjU 00yxBaTajy
IJIaBHU pasJior nocere gectuHanyju (Buhalis, 2000). Ha Taj HauuH fecTuHammja Mopa 6UTH
y CTamy Ja IPUBYyYe U 33JI0BOJBU ITOCETHOIE U3 APYTUX PETHOHA KA0 MPEAYCIOB 3a aTpaK-
THBHOCT ¥ KOHKYPEHTHOCT y 0Aa0paHUM TYPHCTHUYKIM IIPOU3BOAUMA ¥ IMJBHUM TPIKHUIII-
trMa (Enright & Newton, 2004). [la 6u ce 3a70BoJbiJIE DA3HOBPCHE U HHTErPUCAHE
wellness nmorpebe TYpUCTHUKe MOTPAKEHE, HEOIIXOJAH je IIUPOK XOJIMCTHYKH MPHUCTYI. To
ce MOpa OZIpa3uTH Ha CIIOCOOHOCT AeCTHHALMje 1a 00e36eny kBaauTeTHy wellness moHyy
(Page et al., 2017; Hjalager & Flagestad, 2012) kojy nmpaTe cucreMcKa U HUCKyCTBEHA MeHa-
[lepcKa JIOTHKA, moceOHO mpruiaroheHa TypucTrukoM koHTekcTy (Pencarelli & Forlani,
2018). 3a MHOTe 3eMJbe pa3Boj wellness Typuama je BaskaH IyT y KPEUpamby KOHKYPEHTCKe
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nperHoctu. Aytopu lenmon u Ilapk (Sheldon & Park, 2008) HaBoze sia pa3Boj wellness
TypH3Ma y PErHOHy MOXKE Jia MOZCTAKHE IIPEAy3€THHIITBO, mobosbiia ocehaj 3a MeCcTo
JIECTHHAI¥j€ U 3/IPaBJbe JIOKAJTHOT CTAHOBHUIIITBA, IIPYKU €KOHOMCKY IIPETHOCT U 06e36e-
JTH 3AIITUTY KHBOTHE CPEJIHE U KBATUTET IPOU3BO/A.

MertomoJioruja

AHanuTHukH xujepapxujcku npouec (AXII mMeros), KOjU je HeZABHO HAIIAO NPUMEHY Y
TypHU3MOJIOIIKAM HcTpakuBambuma (Bozic et al., 2017; BoZi¢ et al., 2018; Deng et al.,
2002; Fabac & Zver, 2011; Huang et al., 2012; Jordan, 2013; Lai & Vinh, 2013), y 0Boj
CTYZMjU Ce TI0Ka3a0 Ka0 KOPHUCTaH METOJI y MCTPaKUBAhY 3HAa4Yaja Pa3IMUUTUX (hakTopa
KOjU YyTUYY Ha MIPOIIEC JIOHOIIEHhA OJJIyKa Y KOHTEKCTY bamckor u wellness Typusma. AXII
Mpe/ICTaB/ba jeaH o/1 KoMepuujaaHo Hajaoctynuaujux DSS (Decission Support Systems —
CucreMu 3a MOJPIIKY OJJIyUHUBAIGY) U IaHAC BEPOBATHO Hajuelthe KOpUITheH BUIIEKPH-
tepujymcku meroy. AXII je KOpUCTaH y UCTPKUBAaWbUMa y TypU3MYy, IOCEOHO Kaja To
VKJby4yje IPOIeHy BeJIUKOT 6poja pakTopa o/IydrBarba U MOKe MEPUTH BasKHOCT CBAKOT
dakTopa Koju yruue Ha ofIyKy. Ha Taj HauuH, 06e36eljyje xujepapxujy dpakropa nmpema
HXOBO] BAXKHOCTH, IIITO IIOMakKe MEHAIEPHMA U [PYTUM 3aUHTEPECOBAHUM CTpaHaMa J1a
nmoHoce oxtyke (Bozi¢ et al., 2018).

IIpBa ¢aza ucrpaskuBarba 00yxBaTHjIa je Mperyies mocTojehe uTepaType u 0/1a0bup a-
JIEKBATHOT MOJIeJIa 3a eBatyanujy 6ama y Cpouju. Ha ocHOBY Ipersiezia urepaType UszBo-
jeH je mogen (Medina-Munoz & Medina-Munoz, 2014), K0j4 je OCTy»KHO 32 u360p hakTo-
pa ¥ Zr3ajHUparbe YIIUTHUKA. Y Apyroj $hasa UCTpasKuBarbha aHKETUPAHU Cy CTPYJEhalld U3
obsiactu Typusma. I[pUKyIUbeHH TIOAAI| Cy cTaTthceTuaky obpaljenu y nakery Expert Choice
2000. Y nocienoj ¢hasu yTBplieHa je KOH3UCTEHTHOCT UCTPasKUBaba, U U3BPILIEHO je (hu-
HAaJTHO PaHTHPakbe IBasieceT barba y3 momMoh ozxpeluBama TeXKUHCKUX KoeduijeHara.

HaxoH omabupa daxTopa u Au3ajHUparba yIUTHUKA, CIPOBENEHA je aHKeTa Mehy
cTpyumanuma us obsactu typusma. Ilogaru cy npukyneeHu Ha I'eorpadcekom dakysre-
Ty YHuBep3utera y beorpazy, Yapy:xkewy 6ama Cpouje u Kinacrepy 3a 37ipaBCTBEHH, Spa U
wellness Typuzam. Y OUYETKY je 7 UICIUTAHUKA ITO3BAHO /I YIECTBYj€ Y UCIIUTUBAIY, CAMO
jenmaH je ombuo Ja yuecTByje, jep je cmaTpao ja he My oaysetu mpepuiie Bpemena. Kako
61 ce HaIIpaBUO BAJINJIAH y30paK, Off IpeocTasle Ipylle UCK/bYYeHU Cy OHU KOjU Cy UMaJIU
TIPEBEJINKY 0jeINHAYHY MHKOH3HCTEHTHOCT, KAKO C€ TO He OM HEraTUBHO O[pa3wio Ha
BEPOJIOCTOJHOCT LIeJIOKYIIHOT y30pka. KoHauHu y3opak o0yxBaTHO je 5 ucnutaHuka. AXTII
je MpuIuYHO cyDjeKTHBAaH MeTOo]| KOjU He 3axTeBa BeJIMKM y30paK, a KOPUCTaH je 3a
HCTPaXKUBame Koje ce (OKycHpa Ha CIenudUIHO MUTAE I7IE je BEJIMKU Y30paK WJIN
Tenrko moctuhu win uuje HeonxonHuo (Cheng & Li, 2002; Lam & Zhao, 1998). Uctu ayTo-
pu (Cheng & Li, 2002) TBpzie f1a je AXII MeTozia y CTBapy HENIPAKTHYHA Y UCTPAKIBAHH-
Ma ca BEJIMKOM BEJIMYMHOM y30pKa jep MOryhu HeCTpYyYHU MCIHUTAHHUIIA MOTY MOKa3aTH
BEJINKY TEH/IEHIIW]Y y /IaBaly MMPOU3BOJHHUX OJIFOBOPA, IIITO JIOBOAH /IO BEOMa BHCOKOT
CTerneHa HeJOC/IETHOCTH, U THMe HOHHIITaBa npuctym. Crpareruja y3opkoBama 3a AXII
MEeTOZi MOKe OWTH 3acHOBaHA Ha IPUKJIAJHO ofabpaHOM HAMEHCKOM Y30PKY KOjU je
onrosapajyhu 3a reHepucambe KBAJIMTATHBHUX IOAATAKA, IIITO je KOPHCHO 3a UCTPasKUBa-
e Koje ce pokycupa Ha opel)eHO nuTae I7ie BEJIMKY Y30paK HUje HEONXO0/|aH, TOce6HO
y jacHo nebunucanum cryaujama ciayuaja (Cheng & Li, 2002; Lam & Zhao, 1998).
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Tabena 1. Ampubymu ampaxmusHocmu b6arsa y Cpbuju

®DakTop 1: ATPaKTUBHOCT IIOHY/IE 3ApaBCcTBEHNX U wellness TpermaHa y 6amu

»  Munepasna Boja 3a mihe
» TepmomuHepasHa BO/A 32 KyName

»  PasnospcHoct spa&wellness caap:kaja (buHcKa cayHa, 6uo cayHa, mHbpalpBeHa cayHa,
TYPCKO KyTIaTUJIO, TEMUAAPHjyM, cJIaHa coba...)

»  Xunporepanuja (6azeHu, XuapoMacaskHe KaJie, TYIIeBU-TPOIICKA KHUIIIA...)

» TpermaHu 3a peJlakCallljy U CMameme cTpeca (pasanunTe Macaxe, 61atHe 00Jiore, apomMa-
Tepanuja...)

»  ATpakTHBHOCT U jeTHHCTBEHOCT HEKHX TPETMaHa
>  ArpakTuBHOCT U jeiuHcTBeHOCT Wellness nieHTpa win xorena
»  MoryhHoct nocere Buiie wellness 1ieHtapa y ucroj 6amu

®akTop 2: [Tpupoanu yeaosu u onyiurajyha armocdepa 6ama

JIokarnuja 1 OKpy»Keme Cy aTpPaKTUBHU
»  Mup u THIIKMHA y XOTeJy U omymrrajyha armocdepa
»  Ilejsax je aTpaKTUBAH U IPUPOIHHU YCJIOBH Cy IIOTOJHY 32 PEJIAKCALN]Y B OAMOP
»  KimmMartcku ycJIOBU IOTO/TYjy PETaKCaIiju U OJMOPY

daxkTop 3: [locioBabe Gambe je yexiaherno ca wellness KoHIEnTomM

»  IIporpam (maxeT) TpeTMaHa Tpaje HEKOJIMKO JaHa

Ormmrta MeJUIMHCKA yeIyra y 6amu

>

»  Iloceruonu 100ujajy caBere Koje MOTY Zia IpuMeHe u Kyhu

» TpermaHu yJenuiaBarma Jula u Teja (anti age, aHTUIEITYTUT IPOrpam)
>

Moryhrocr 3apaBe ucxpase

\4

IToHyna KyJITypHHX MOTHBA

DakTOp 4: IleHOBHA KOHKYPEHTHOCT

» llena npatu KBaJIUTET IIOHY/le

»  AKIujcke MOHy/le IporpamMa TpeTMaHa

daxTrop 5: IIoHy/1a CIOPTCKUX AKTUBHOCTH

»  TepeHnu 3a pazInuuTE CIOPTOBE

»  MoryhHocr 3a pekpeanuujy y IpUpOH

®axTop 6: IloHyzna 3acHOBaHA HA TEPCOHATIM30BAHOM U IIPO(ECHOHATTHOM OZHOCY IPeMa [IOCETHO-
nuMa

>  bBama (wellness rieHrap) Hyziu IEPCOHATU30BAHY MAXKELY
»  OcobJbe je kBaTu(UKOBAHO U IPO(eCHOHATHO

V3Bop: mpuiaroljeHo ox crpane ayropa (Medina-Munoz & Medina-Munoz, 2014)

IIpenyseTo ucnutuBame je 610 y popmu ankere. IIpBo cy HCIUTAHUIY O3BAHU Ja
nozesne oxrosapajyhe HyMepHYKe BPEJHOCTH CBAKOM (DAKTOPY Y KOPHUITNEHOM MOJEIY,
xopucrehu CaTujeBy cKasly, ca IIMJbeM JI0/IeJbHUBaha CTelleHa BaKHOCTH. HakoH mTo cy
OIleHIUTH cBe aKTope, HA CBUM HHBOMMA ypaheHu cy TexxuHCcKU KoedumujeHTn 3a dak-
Tope Mozienia. HakoH M3pauyHaBama TEXKUHCKUX KoedunyjeHara GakTopa U OlemhUBaba
6ama mmpema InojequHavyHUM GaKTOPHUMA, U3BPIIEHO je KOHAYHO paHrupame 6ama. Kako
je moBpaTHa uHbOpPMaNyja o CBUX UCIUTAHUKA OnIa 3a/10BoJbaBajyha, MokeMO cMarpa-
TH /14 je UCITUTHBAIbE JOBOJHHO jaCHO U aZIeKBAaTHO 32 Ipe/iBuljeHy npobieMaTHKy.

Pesyaratu ucrpaxxkuBama

AHanu3a je mokasaya Jja ce Kao Haj3sHAYajHUjH (AKTOPU KOjU YTUIY HA aTPAKTUBHOCT
6ama kao gecruHanuja spa&wellness Typusma us/ziBajajy: ATPAaKTHBHOCT IOHYZE 37paB-
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ctBeHux u wellness Tpetmana y 6amu (0,349), [IpupoaHH yCI0BH U omyintajyha atmoc-
depa 6ama (0,206) u lleHOBHA KOHKYpeHTHOCT (0,172).

Tabena 2. YkynHe medxicuHcke gpedHocmu gakmopa

ATpakTHUBHOCT
TIOHY/IE 3/IpaB-
cTBeHux 1 well-
ness TpeTMaHa y

PasuoepcHoct spa&wellness cappkaja (purcka cayHa, 6o cayHa, nHppamp-
BEHa CayHa, TyPCKO KyIaTUJIo, TEMUAAPHjyM, cJlaHa coba u cindHo) (0,194)

TpeTMaHu 32 peaKcalujy U cMambekbe crpeca (pa3InyuTe Macaxe, OaTHe
ob6J1ore, apoma-Teparnuja u cimdHo) (0,190)

ATpaKTUBHOCT U jeZIUHCTBEHOCT HEKHUX TpeTMaHa (0,163)

Xwupaporepanuja (6azeHu ca TOIJIOM U XJIaZTHOM BOZIOM, XH/IPOMAacaKHe KaJie,
TYIIEBU-TPOIICKA KHUIIIA U cJIUNYHO) (0,150)

Gamu (0,349)
TepMoMuHepaHa Boja 3a Kymame (0,121)
ATpaxTHBHOCT U jeAnHCTBeHOCT Wellness nenTpa wiu xoresna (0,110)
Moryhaocr nocere Buiiie wellness rienrapa y ucroj 6asmu (0,037)
Musnepasna Boza 3a nuhe (0,034)
Ilejaa je aTpaKTUBaH U MPUPOIHU YCJIOBH Cy IOTOJHH 3a PeJIAKCAIH]y 1

Tlpupoann oxmop (0,321)

CJIOBH U _ _
gnymTajyha Kiumatcku yesIoBH OTO/TYjy peiakcanuju u oamopy (0,295)

atmocdepa 6ama
(0,206)

JIokaruja u OKpy»Kembe Cy aTpakTUBHH (0,250)

Mup u TUIIMHA Y X0Testy u omnyiuTajyha armocdepa (0,134)

IlenoBHa AKIIFjcKe IOHYZe TporpaMa TpetMasa (0,750)
KOHKYPEHTHOCT

(0,172) Ilena mpartu kBasureT noHyze (0,250)

IMonyna Oco0Jbe je kBandukoBaHo 1 mpodecuoHaato (0,740)

3acHoBaHa Ha I1I1
ofHOCY IIpeMa
TIIOCEeTHOLIMA
(0,122)

Barba (wellness 1ieHTap) HyJu epCOHATM30BaHy Maxby (0,260)

ITocioBame Garbe
je yexnaheno ca
wellness konern-

Omrta MeUIIMHCKA yesayra y 6amu (0,267)

IIporpam (Iaker) TpeTMaHa Tpaje HEKOJIHKO faHa (0,167)

IloHyzAa Ky/ATypHUX MOTHBa (0,167)

Tpermanu yJieminaBama Juia u tesa (antiage, antuiesryut mporpam) (0,161)

ToM (0,110)
Moryhnocr 3npase ucxpase (0,136)
ITocernonu n06ujajy caBere Koje MOTY /ia mpuMeHe U kyhu (0,101)
Ionyna MoryhHocr 3a pekpeariujy y npupoau (0,659)
CIIOPTCKUX
AKTUBHOCTHU
(0,041) TepeHnu 3a pazinuunre cnopTose (0,341)

CreneH KOH3UCTEHTHOCTU: 0,01
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AmpaxmueHocm nonyde 30pascmaeHux u wellness mpemmana y 6arsu je U37BOjeHa
Ka0 (akTop KOju MMa HajBHUILE YTHIIdja HA aTPAKTUBHOCT IECTHHAIMje Y OBOM HUCTPAXKHBA-
By. Y [0CAfallbUM HCTPAKHUBAIbMMa DPA3HOBPCHOCT IIOHYZE TPETMaHa HUje O36HJBHO
pasmarpana u Tek je ayropu Medina-Munoz 1 Medina-Munoz (2014) yk/by4yjy ¥ CBOj MO-
JleJT 33 HCTPasKUBarbe aTPaKTUBHOCTH JiecTuHaIuje. akrop ITpupodHu ycaosu u onywma-
Jjyha ammocgepa b6arsa je y MHOTUM HUCTPOKHUBAIbMa Haj3HAUYAjHUjH (PAKTOP aTPAKTUBHO-
cru mecruHanyje (Heung & Kucukusta, 2012; Lee et al., 2009; Medina-Munoz & Medina-
Munoz, 2014). OBakBUM pe3yJITaTHMAa TOBOPE y MPUJIOT U OPOjHE CTYAUje O yTHULIAjy 3aIlITH-
henux mpupomguux mobapa Ha 31apaBibe by (Abraham et al., 2010; Maller et al., 2009;
Romagosa et al., 2015; Wolf et al., 2015). I[eHosHa KOHKYpeHMHOCM ce U3BOjUIA KO
Tpehu HajBaskHUju dakTop (aTpubyT) aTpakTUBHOCTH Wellness ecTUHAIHje IITO ce IOBOIH
y Be3y ca 3aKk/bydIlMiMa IIPEeTXOJHUX HCTpaskuBama (Sirakaya & Woodside, 2005; Medina-
Munoz & Medina-Munoz, 2014), Mazia je aTpubyT ,,Akuyujcke noHyde npoepama mpemma-
Ha“ ollerbeH Kao Haj3HauajHuju (MMa HajBehy BpeIHOCT TEXUHCKOT KoeduipjenTa ). ATpu-
6yt ,Moz2yhHocm 3a pexpeaywjy y npupodu” ce U3BOJUO Kao 3HAYAjHUju (HAKTOP Y Moje-
JMUHAYHOj aHAJIM3HU IIITO Ce MOKJIama ca pe3ysratuMa cryauja ayropa Maller et al. (2009),
KOjU Cy WB[BOJUJIN BHIIE MPEIHOCTU 3AINTHNEHMX MPHUPOAHUX IMOApPYyYja Ha CBEYKYIIHO
JpyncKo 37paBsbe. CreneH koH3ucreHTHOCTH (CR) M3HOCHO je 0,01, IITO je y rpaHHIiaMa
HOpMaJie ¥ Huje 6110 moTpebe 3a HOBOM €BaTyallijoM TEKUHCKUX KPUTEPHjyMa.

CUHEPTHjOM CBHX OZITOBOPA M PaHTHpama AJITEPHATHBA HA OCHOBY NPHUOABIHEHUX
TEXXUHCKUX KoedUIlMjeHaTa 32 KPUTEPHUjyMe HANpPaB/beHA je KOHAYHA TEKHHCKA PaHT
sgucra 6ama (Ci. 2), a ka0 HajaTpaKTUBHHUje U3ABOjUIE cy ce: Bprwauka bawa (0.079),
Bponux (0.070), Byxosuuka (0.066), JIyxoscka (0.065) u Pubapcka (0.064).

Xwujepapxuja 6ama y Cpouju mpema OBOj aHAIU3H je Jjajia peJIaTUBHO OYEeKHUBaHE pe-
3yaTare. 3aHUMJBHBO je /a Cy IIpeMa CBUM KpUTEpHjyMuMa HajBehe oreHe mo6uiae oHe
bame Koje y CBOjOj MOHyAM MMajy Hariacak Ha wellness-y, mro ykasyje ma je daxrop
Ampaxmuerocm nonyde 30pascmeerux u wellness mpemmana y 6aru JOMUHAHTAH U
TIpe/ICTaBJ/ba HAjOUTHU]Y IPEAKCIIO3UIHjy 3a TpaHchopmalujy 6ama. IIpermocrasba ce
Jia ¢y BOl)€HU OBUM CTABOM CTPYUEbAIH Y OLIEEUBADY CBAKOT O[] TEXKMHCKUX KPUTEPHjyMa
MOZICBECHO aBasiu Behe orneHe oBuM Oarbama. Takolje, ¢ 003upom fa cBe 6ambe y Cpouju
3aCHUBAjy CBOjy IOHY/y Ha BEOMa aTPAKTHBHUM IIPUPOJHUM BPEAHOCTUMA, K0 U /14 Cy ¥
morsieny daxropa IToHyda 3acHo8aHa HA NePCOHAAUZ08AHOM U NPOHECUOHAAHOM OOHO-
cy npema nocemuoyuma, ITocnosarse barve je ycknahero ca wellness koHyenmom u
Ilonyda cnopmckux axmueHocmu, MHOTe Oame 100uie WIeHTUYHE OllieHe, Te CY
Ampaxmuenocm nonyde 3dpascmeerux u wellness mpemmana y 6arwu, IpupodHu
yecnosu u onywmajyha ammocgepa b6arwa u Ileno8Ha KOHKYPEHMHOCT TIPEOBIANAIN Y
YKynHOM 30upy BpenHocTH. CremeH konsucreHTHOCTH (CR) M3HOCH 0.01, IITO je y rpaHu-
IamMa HopMaJie ¥ HeMa IoTpebe 32 HOBOM €BaJIyallljoM TEXXHUHCKUX KPUTepHjyMa.

VY 6amama Cpbuje TypusaM je IPETeXXHO Be3aH 3a TPANUIMOHAHY JIEUWJIHIITHY TypPH-
3aM, KOjU IIO/Ipa3yMeBa IIPEBEHTUBY, KyPaTHBY WIH PEXaOWINTALY]y TPUMEHOM IPHUPOIHUX
JIEKOBUTHX (haKTOpa y KOMOWHAIVU ca CABPEMEHOM MEIUIITHOM. YOWBHBA je YHIbEeHHIIA /1A
Cy Ce TYypUCTHYKH CAaJp:Kaju y THM MECTHMAa PAa3BIUIM YIIPABO HAa KOPHUIIhesy [IPUPOJHUX
sexoBuTHX (haxropa. ITocyempux roguHa nojenyHe 6arme IpaBe HCKOPAK Y CBOM IOCIIOBAY
U TIOYHIBY /A YBOZIE NHOBAIHj€e Y CBOjY 37]PaBCTBEHO-TYPUCTUYKY HOHY/Y, IO YIJIEAY HA M03-
Hate barmbe EBpomne. ITounmsy aa pa3sujajy wellness Typusam, 1a yy1axKy y peHOBUpArbe CMeIIl-
TAjHUX KallaluTeTa ¥ Kpehy ca KBTUTETHUjIM MapKeTHHITKAM aKTUBHOCTHMA, & CBE Y LB
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MpUBJIavYeha CTPaHUX Typucra. [louerak yBoljera MHOBATUBHUX Cafipikaja y HMOHyAy Oarba
Be3yje ce 3a 2005. TOUHY, Kaza je Crienujasina 6omHuna ,Mepkyp“ Bpmbauka bama otBopuiia
mpBu wellness 1ienTap y 6amama Cpbuje o HazuBoM ,,Fons Romanus” sia 6u Beh ciemehe
rofHe OTBOpMJIa aqua meHTap ,,Water Fall“, a 3atum Ilesmoup rienTap ,Limus Romanus®, kao
u ,lleHTap 3a meaunuHCcKy ecretuky”. Ilopen Cnenujanne 6osuune y bamu je peHOBHpa-
HO/OTBODPEHO BHIIIE JIYKCY3HHHUX XoTesia ca spa&wellness cagp:xajuma, Koju ¢y 3Ha4YajHO yHa-
TIPEJIMIN TYPUCTHUKY IOHY/Ly, Kao IITO cy xoten ,Ilapk® (5%) (meo ysanna A Xorenu), XoTesn
,Tonanti“ (5%), xoren ,,Ciatuna”“ (4*) (ox 2020. roauue geo auna A Xorenn), xoren ,,DoHTa-
Ha“ (4%) (2017. rouHE IPUBATU30BaH, 2019. TOIHE KOMIUIETHO PEHOBUPAH), XOTe ,, Bprmau-
Ke Tepme” (4%), xoten ,Solaris (4*), xoten ,Ileras®, xoren ,Zepter (4*) u ocramu. OBakaB
KOHIIENT 37IPABCTBEHOI TypU3Ma IIouesie Cy /1a [PUXBaTajy U Apyre Oarbe, KPO3 OTBApAbe
caBpemenux spa&wellness 1ieHTapa, aqua mapKoBa, HOBUX CMEINTAjHUX OOjeKaTa U JPYTHX
aTPaKTUBHUX caJipikaja. Y BykoBHUKOj Oarby je OTBOPEH JIyKCy3HHU xoten ,13Bop® (5%), KOH-
rpecuu spa&wellness pu30pT, KOju ce IPOCTHPE Ha IPEKO 32.000 m2. OBaj MPeCTIKHI XOTe -
CKO-TyPHCTUUYKU KOMIUIEKC y TOHyAu uMa wellness 1ieHTap ca 9 6aseHa ca mpeko 1000 m?2
BOJIEHMX IOBPIIKHA ca TepMOMUHEpATHOM BomoM (30-38°C). Ty je u /ieo ca Macakama U
cayHama (¢puHCKa, 61O cayHa, TAPHO KyIaTUIO, PycKa 0ama) Kao U BECETH TYIIEBH Ca 3BY4-
HUM U cBemIocHUM edextrma. [ToceGHy IieMHY YHHU BEJIMKH aqua mapk ca 3 6aseHa, 12
BOJIEHUX TOOOTaHA 32 OZ[paciie, 3 TOOOTaHa 3a JIeIy ¥ MHOIITBO aTPAKIUja, a JOAATHY IIOHY/LY
unHu KoHrpecHu 1ieHTap Xotena ,,/i3Bop”“. ¥ Cokobamu je OTBOpeH BOJieHH Hapk ,[loauHa®,
Koju ce mpoctupe Ha 1,6 ha, kao u caBpemenu wellness nenrap ,,Coxo Tepme®, carpaleH y
IPUKO-PUMCKOM CTIULY, Ca /{BA 3aTBOPEHA U jeAHUM OTBOPEHHM 0a3eHOM €a TEPMOMUHEPAI-
HoM BoztoM (39°C), BHIIlE cayHa ¥ IPOCTOPHjaMa 3a pasIMunTe BpCTe Macaka. Y Pubapckoj
Bamu je Ha TeMe/bMMa CTAPOr TYPCKOT KyNaTWIa U3 17. BeKa, HAIPAaB/beH CaBPEMEHH Spa
IIEHTAp, Y KOME IIOCETUOIM MOTY Y)KHBAaTH y BEJIMKOM OpOjy Macaka ¥ TpeTMaHa Ha 6a3u
JIEKOBUTOT OWba, aJITH, BUHA, YOKOJIAZE, KA0 1 ¥ CJIAHUM cobama, cayHaMma, TYPCKOM XaMaMy,
hakysu kamama, OTBOpEHO-3aTBOpPeHOM 6aseHy ca BOJeHMM Macaskepuma. Y Bamu Bpauuk
usrpaljeH je JIyKCy3HHM XOTeJICKH KoMmIiuieke ,Resort Fruske terme“ (meo je Promont Group
DOO), koju yksbydyje xotes Premier Aqua (5%), eTHO koMmIuteke Bpauuka kysa (4*) u xoren
®pymike Tepme (4%), KOju ¢y JOOUTHUITM HAJBUIIIUX HArpajia y obsactu xotenujepersa. OcBa-
jarbeM IpBe HarpaJie 3a Haj00/bH MHOBAaTUBHU MEAUIIMHCKHY spa 1ieHTap y EBporiu - MEDICAL
SPA, xoten Premier Aqua 3Ha4ajHO ce U3/IBOjUO KA0 XOTEJI U MEAUIIMHCKY [IEHTAP U YIIIAo je
ozt okprube ESPA opranusaruje mrro he um oMoryhuti HOBe KOHTAKTe U IOZPIIKY 33 pea-
JIM3anyjy JaJbUX HUieja U IUIaHOBA. II04eTKOM 2020. TOAHE, XOTeJ je IIOCTA0 IPBYU cepTUdU-
KOoBaHM o0jekaT Ha mpocropy bankana u mozeseH um je ceprudmukar ,The international
Quality System for Medical Spa and Wellness®. ,,®py1mike Tepme” npesicTaBbajy IpBU JYKCY3-
HU XOTeJICKU KoMIUTeKc y CpOuju Koju objeubyje AeBeT TepMaIHiX 6a3eHa, HajcaBpeMeHrje
koHbepeHnyjcKe cate, spa&wellnes nieHTap, pecTopaH U IPEKO 200 CMEIITAJHUX jeIUHUIA.
CpenuHOM 2022. ToAMHE HOTIINCAH je YTOBOP KOjUM je OBaj XOTes IOCTao Jieo (dpaHIIn3e
~Movenpick“. Cpbuja je 2019. romuHe yuectBoBasIa y cupoBolhemy npojekra EDEN (European
Destination of Excellence) Ha Temy ,,3npaBcrBeHt 1 wellness Typuzam®, kojum ce IpOMOBHIITY
MOZIEJTY OZIP?KUBOT pasBoja TypuaMa. 1360p ommrrrHe Kypiiymirja 3a H3y3eTHY JeCTHHALM]Y
EBpone Ha IMOMEHYTy TeMy IIOTBPJHO je HAIlOpe JIOKTHE 3ajeJHUIIE Ja OBa OMNIITHHA Oyzie
TIpero3HaT/bHBa Kao 37ipaBcTBeHa u wellness gecrunanuja (Belij & Todorovié, 2020). Hocu-
JIar] pa3Boja Typu3Ma Ha TEPUTOPHjU OBe omiuTrHe mpeay3ehe Al , IImaHnHKA y OKBUPY KOT
nowtyjy ¢abprka 3a nakoBame npupozHe [Iposom Boze u Crenypjayina 6oHMNA 32 pexabu-
swranyjy IIposom Bama ca siBa mpodurHa nenrpa: IIposom Bama u JlykoBcka Bama. Of
2020. TOIVHE Y IeHOM BJIACHUINTBY ce Hajasu u Kyprrymiujcka Bama (Belij & Todorovié,
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2020). 3HauajHe WHBECTUIHje TOIEAUX TOIMHA V¥ OBUM bOarbama cy: Jiykcy3Hu wellness
nenTap y IIposom Bamu (urcka cayHa, 6o cayHa, nHdpalpBeHa cayHa, hakysu 6azeH ca
wiaHoM BojioM — IIposioM Mope, TeIHAAPUjyMH, J1aHa coba, OTBOPEHO-3aTBOPEHU Oa3eH,
CAJIOH JIETIOTE U APYTO), PEHOBHPAHU XOTeJH ,Jenak” u ,Komaonuk® y JlykoBckoj Bamu ca
mozepHuM wellness 1ieHTprMa 1 usrpaljeH xoten ,besa Jema“ (4%) ca JyKCy3HUM MeTUIH-
ckuM u wellness 1eHTPOM, OTBOPEH 2021. TOJIMHE, Ka0 U PEHOBUpPae XoTena ,,IlmanuHka” y

Kypurymnujckoj bambu.

HajaTpakTuBHuje 6are y Bugy wellness nonyge
CreneH KoH3ucTeHTHocTU = 0.01

Bprsauka (0.079)
BpaHuk (0.070)
BykoBuuka (0.066)
Nykoecka (0.065)
Pu6apcka (0.064)
Cokobatrba (0.061)
Mponom (0.059)
Koeusbaua (0.046)
Fopa Tpenua (0.044)
Karbuxa (0.044)
Bparbcka (0.043)
Bpyjuu (0.043)
CujapuHcka (0.042)
Famaurpapcka (0.040)
JyHakoeuh (0.040)
MNpu6ojcka (0.040)
BpecTosauka (0.040)
Huwka (0.039)
Marapyuwka (0.038)
Pycanga (0.038)
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Ca. 2. Cunmesa pe3yamama — KOHQUHO PAH2UPAHbE Pe3yAMama npema Kpumepujymuma

TypucTHuKa HOHYy/a HOMeHYTHX 6arba, HapOoYuTo y obacTu 3apaserBeHor u wellness
Typu3Ma, IpeZCTaB/ba MO3UTUBAH IIPUMep Ipeobpakaja HeKaIallkbUX pexabuInTanuo-
HUX LIEHTapa ycpeacpel)eHux MPBEHCTBEHO HA MPY:KAe MEJUIUHCKIX YCIyra Ka caBpe-
MEHMM TpeH[0BrMa oborahuBama cazpsxaja wellness morymom (Belij & Todorovié, 2020).
OcuM IpOMEHEe CTApOMOJHOI KMMHIIA CPIICKHX Oarba, JOJATHO WHOBUPAIbE MOHYZE
spa&wellness 1ieHTapa cagp:kajumMa KOju HEMAjy HYKHO OJIHEOJIOIIKH KapaKTep, IOIYT
mpoBoljerba BpeMeHa y OUyBaHOj IPUPOAY, MEIUTAIV]E U PA3THUYNTUX AKTUBHOCTH yCMe-
peHux Ka yHanpeljery MeHTaJIHOr 37[paBiba, MOXKe uMaTu OpojHe mo3utuBHE edekre Ha
moceheHOCT, JIOKaTHY 3aII0C/IEHOCT U 3aIITHUTY }KUBOTHE CPEIUHE.

Jenna on kbyuHHX mpegHocTH wellness fiecTrHamnyje y pa3Bojy Cy U OJJIMKE TyPHCTa
koju je mocehyjy. Wellness Typuctu uecto umajy cinyHe KapaKTEPUCTUKE KAO EKOTYpHU-
CTH, KYJITYPHH TYPHUCTH U CIIOPTCKH TYPHCTH, IITO Ipy:Ka Oambama 6pojHe MoryhHocTH 32
pPa3Boj MeljyTp:KUITHUX TPOU3BO/Ia pa3IuUuTHX HuIna Typusma (Rawlinson & Wiltshier,
2017). Onu he BuIlle JOIPUHOCUTH JIECTHHAIIU]HU O APYTHUX TUIIOBA TypHUCTa jep je Beha
BepoBatHoha na he wellness Typuctu 6uTH 60JPUX IUIATEXKHUX MOTYRHOCTH W BUIIET
00pa30BHOT HHUBOA W TPOIIUTH BuUlle Ha JectuHanuju (Yeung & Johnston, 2013).
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Wellness Typuctu he Takolje BuIile JOTPHUHETH OAPKUBOCTH KYJITypHUX A06apa u goraha-
ja Kao mIto cy JIokaaHu GEeCTUBAIHN M aHTAYKOBATU Ce Y CIIOPTCKUM, aBAHTYPUCTUYKUM U
npyrum aktuBHoctuMma (Clapham, 2015).

3axspyuak

Jla 6u wellness siectuHauja 6ua ycrelrHa moTpebHo je /1a oCToje eJIEMEHTH 3paBiba U
wellness-a xoju he nomohu y cTBapamy jeZJUHCTBEHE MOHYZIe U IPENO3HAT/LUBOT OpeH/a
3a MpUBJIavYerbe HOBUX wellness Typucra Koju Cy caMOCBECHH M Y IOTpa3u 3a ocehajem
6s1arocramba, 3/paBsba U cpehe. Heku ayropu cyrepuiiy aa wellness Typuzam ykbydyje
CBECHY MTOTPOIIEY IMPOU3BOZA U YCIyTa Koje mpoMoBuiiy He camo wellness Beh u ogprku-
Boct (Voigt, 2014). Wellness Typusam Mozke moMohu JiecTUHaIrjama /ia y6iaxe HeraTus-
He yTHIlaje MacOBHOT Typu3Ma WJIU IMPEKOMEPHOT TypusMa. Ilaysa y myToBaby Mpy»Kuja
je MpUIKKY Aa ce GOKycupamMo Ha eKOHOMCKE, IPYIITBEHO-KYITYPHE U €KOJIOIIKE acIleKTe
Typu3Ma, I1a MOKEMO HaIJIACUTH /1A je IPUXBaTarbe OP:KMUBOCTH HEOIIXOIHO 3a OGHUII0 KOjy
TYPUCTUYKY JEeCTUHAIU)y Ja 61 ocTaja KOHKypeHTHa. OBaKBU pe3y/ITaTH HCTPAKMBAba
(Bucoke BpemHOCTH aTpUOyTa ,,Ilej3a je aTpakTUBAH W MPUPOAHHU YCJIOBU Cy IIOTOJHM 32
pesakcaryjy u onMop“ u ,MoryhHoCT 3a pekpeanujy y IpUPOAU“) jaCHO MOKa3yjy HeoI-
XOZTHOCT KOMOHHOBama o/ip:KUBOT 1 wellness Typusma kaz rof je To moryhe, oz uera 6u u
TYPUCTH U JECTUHALIM]e UMAIU KOPUCTH.

Pe3ysTaTl OBOT MCTPAXKUBAa YKa3yjy Ha PasHOJMKOCT TPKHUINTA GAFCKOT Typu3Ma U
morpentHo 61 GUI0 MPETHIOCTABUTH Ja CBe Oambe Tpeba Jja UMajy WIeHTHUAH Pa3BOjHU IIYT.
Hoga casHama 0 (hakropuma M EHXOBOM YTHI@]y HA aTPAKTUBHOCT Oama Morjia Ou fia Imo-
MOTHY MEHAIlEpUMa J]a M3/IBOje IPOU3BOJIE U YCIIyTe Koje O 3a/I0BOJbHJIE OUEKHMBAEHA I1OCE-
TWIAIA ¥ CAaMHM TUM M06osblasa jojaiHoct. Heka op Oyayhux ucrpaskupara Ou CBaKako
Tpebajsia YKBYYUTH U JoaTHe (aKTope, KOjU HUCY Y3€TH Y 003Up ¥ OBOM HCTPAKUBAY, a
MoOIJIM OU IONIPUHETH O0JBEM pa3yMeBamby aTPAKTHBHOCTH U IIEPIUNUPAHE KOHKYPEHTHOCTH
wellness fectuHaryja, kao u u3dopa wellness mpecrunanuje. TakBo UCTpaskuBambe GH MOIJIO
AHAIM3UPATH YTUIIaj MADKETHUHIIKHIX aKI[{ja Ha aTpakThuBHOCT wellness rectuHanyja.

BaxBayuura: YiaHak je pes3ysiTar HCTPasKUBaYKoOT paza y oksupy HUO (Yausepauter y beo-
rpaxy — I'eorpadcku dakysarer) Koje dprHaHcHpa MUHHCTAPCTBO HAYKeE, TEXHOJIOIIKOT Pa3BO-
ja ¥ UHOBAIHM]ja 32 2024. TOAUHY TIOZ 6pojeM 451/03/65/2024-03/200001.
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