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Abstract: Growth of youth tourism share in overall tourist expenditures and arrivals is noted on global level.
Despite of that, the available data regarding socio-demographic characteristics of youth tourists, characteristics of
their travel and tourist stay, as well as their motivation for coming to Belgrade and their satisfaction with their stay
in it, is sparse. Aim of this research is attaining scientific findings on the discussed matter. The results of the survey
conducted at Belgrade Main Railway Station showed that students from the EU account for the majority of the
sample and that the majority of the indicators corresponds with global trends. The significant difference is noted
regarding the type of used accommodation, where an absolute domination of hostels is noted. Several figures
indicate the transit character of the visit and the general satisfaction with the stay in Belgrade. In average, this
tourist segment accounts for larger number of overnight stays than Belgrade's overall average of overnight stays.
Differences are also noted regarding the geographic structure of the respondents, but that may potentially be
explained by methodological limitations which should be addressed in future research of the subject.
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Introduction

Youth tourism dates back to 17th century, when wealthy young men from Western
Europe traveled to the south of the continent within “Grand Tours” (Adler, 1985), but the
intensive dvelopment started after the World War II, simultaneously with the development
of overall mass tourism. Incentived by their specific motivation, young tourists evolved into
a separate tourist segment.

The first step in defining this type of tourism is defining the term “youth”, whose
definition comprises three elements — the age component, the fact that it is a transitional part
of the growing process between childhood and adulthood and the perception which young
people have of themselves and which other people have of them (Clarke, 1992).
Corresponding with that, the category of youth tourists is comprised by individuals of
appropriate age, which are characterised by a specific form of behaviour and which are self-
identifying with the category of youth (Carr, 1998).

The problem of defining age of this tourist segment is present and, in accordance
with that, the diversity of the defined age span in both science and practice is noted as well
(Carr, 1998). In context of tourism statistics, the World Tourism Organisation (UNWTO)
had suggested in 1984 that the term “youth tourist” should relate to individuals aged 15-24,
and in 1991 the upper age limit has been set higher at 29 years, according to the
demographic trends in the developed countries (Carr, 1998). Article 3 of the Youth Law of
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Republic of Serbia sets the age span of the category of youth or young people between 15
and 30 years of age.

Despite the fact that the UNWTO has explicitly defined the age span of the
category of youth tourists (15-29 years), precise statistical monitoring of the traffic and
characteristics of this tourist segment is not possible. The main problem is that the age of
tourists is not a standard indicator which is being monitored by tourism statistics, which may
be justified by procedural reasons. It is clear that registering on the basis of other
characteristics of this segment (specific behaviour and self-perception) would be an even
more complex activity for the official statistics, which puts further emphasis on the
importance of independent field research.

The majority of youth tourists is comprised by students younger than 26 (Richards
& Wilson, 2003). Flexible work commitments, school and university breaks and absence of
familial commitments are some of the factors which condition the larger amount of leisure
time of this tourist segment. Richards and Wilson (2003) point exploration of new cultures,
feeling of excitement and overall knowledge increase as main motives of youth tourists.
Satisfaction of these needs is accomplished through visiting new places and meeting
different people which are being encountered in these places.

The main transportation types in youth tourism are affordable bus or train transport,
but the growth of the share of air transport is being noted under the influence of low-cost
airline companies (IPK International, 2013), which have in 2013 increased the share of this
transportation type to 26% (Tourism Research and Marketing, 2013).

In the structure of accommodation facilities which are being used by youth tourists,
hostels (32%) and hotels (31%) are positioned on a nearly same level (Tourism Research
and Marketing, 2013; IPK International, 2013). The increased share of hotels is a result of a
growing number of low-budget hotels, which are being used by older than 25, while
younger tourists still at most choose hotels for their overnight stays (IPK International,
2013).

Youth is a category of population which in average earns lower annual income than
the older categories of population. It has been determined that 51% of youth tourists earn
less than 5,000 U.S. dollars annually (Richards & Wilson, 2003). However, observation of
the relation between their income and tourist expenditure leads to the conclusion that this
segment is the one that spends the most (World Tourism Organization, 2008; Affiliate
Members, 2011). Expenditure higher than 30 euros per day of the tourist trip is being made
by circa 40% of youth tourists (Tourism Research and Marketing, 2013). The vast majority
(80%) of youth tourists plan their trip in that manner that it can be as cheap as possible
(Richards, 2008). However, they do not use affordable transportation and accommodation
facilities so that their overall travel expenses could be lower, but to enable visits to a bigger
number of destinations by reducing expenses in individual destinations. In other words, in
order to engage in as many as possible new experiences, according to their motivation, they
are ready to “stretch” their budget (Destination NSW, 2011), i.e. they save money during
their trips in order to increase their purchasing power (Richards & Wilson, 2003).

Visiting a larger number of destinations is the reason why trips of youth tourists
last longer. A research conducted in Europe showed that an average duration of youth
tourists' trips is 34 days (Richards & Wilson, 2003). Also, this tourist segment travels more
often and to greater distances than other tourists (Richards & Wilson, 2003; IPK
International, 2013). Average youth tourist has taken 11 trips abroad in the last five years
and five of these trips lasted more than seven days (Tourism Research and Marketing,
2013).

The importance of youth tourism is being reflected in significant economic effects
accomplished on international level. In the period 2007-2012, revenues from youth tourism
on international level have grown from 143 to 183 billion U.S. dollars, which is a 28%
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increase (Tourism Research and Marketing, 2013). Today, youth tourists make almost 20%
of overall international tourists in the world (Tourism Research and Marketing, 2013).

Distinguishing characteristics of youth tourists have been neglected for a long time.
Their needs were considered to be same as needs of tourists from older population
contigents, as well as it was considered that the satisfaction of their needs requires services
of lower than usual quality (Pastor, 1991, cited in Carr, 1998). On the contrary,
identification of specific needs of this tourist category is especially important because
satisfaction of today's youth tourist's needs guarantees the loyalty of the older tourist
tomorrow (Pastor, 1991, cited in Carr, 1998).

The potential role of youth tourism in Belgrade's overall tourism

As a capital, the City of Belgrade has a dominant role in overall tourist arrivals in
the Republic of Serbia, in which it had 32,89% share in 2013 (Statistical Year Book of the
Republic of Serbia, 2014). That is a larger share than any other destination in Serbia. The
leading role that Serbia's capital has in Serbian tourism comes to even larger prominence if
only international arrivals are observed. Out of overall international tourist arrivals in Serbia
in the given year, 58,19% were in Belgrade (Statistical Year Book of the Republic of Serbia,
2014; Beograd u brojkama, 2014). An important characteristic of tourist traffic in Belgrade
is the absolute domination of foreign tourists. In 2013, the mentioned category has
accounted for 74,68% of overall 718,943 tourists which have visited Belgrade.

Reasons for Belgrade's relative domination in overall number of tourists in Serbia,
i.e. absolute domination regarding the international tourist arrivals, are numerous, but
majority of them may be linked to two characteristics — the size of the city and its favourable
geographic position. The first characteristic reflects in city's multifunctionality, while the
other reflects in its prominent transit character. Belgrade is a large administrative, cultural,
trade, business and healthcare center, which is also accessible by larger number of lines of
all types of passenger transport (Jovi¢i¢, 2009). The big role of Belgrade in Serbia's
international tourism and high share of foreign tourists in Belgrade's tourism are in
accordance with the fact that the primary role of cities in Serbia's tourism offer especially
comes to notice regarding the arrivals of foreign guests.

Priority tourist products offered by Belgrade are listed in the Strategy for Tourism
Development of the City of Belgrade (Strategija razvoja turizma Grada Beograda, 2008).
These are business tourism and MICE (meetings, incentives, conventions and exhibits),
events, city breaks, nautics, special interests and round trips. It is noticed that youth tourism
is not listed as a separate tourist product, which is explained by the fact that it is not a
distinct motive form of tourism, but a demographically defined segment related to a single
age contigent.

It has been pointed out that almost third of youth tourists in the world use hostels as
accommodation on their trips. In accordance with that, a positive trend which could aid
Belgrade's partaking in the division of discussed economic effects of youth tourism is the
process of hostel expansion. In the period 2004-2013, the number of hostels in Belgrade
increased from 0 to 114 (Budovi¢, Joci¢ & Ratkaj, 2014).

If an observation of availability of data regarding Belgrade's youth tourism is made,
it is realized that the findings regarding characteristics of this tourist segment are very
sparse, because the official statistics do not focus on narrower tourist segments, but on the
overall number of tourists. The Statistical Office of the Republic of Serbia, Institute for
informatics and statistics of the City of Belgrade and Belgrade Chamber of Commerce
register only basic categories regarding the tourists' country of origin and used
accommodation facilities. Tourist Organisation of Belgrade (TOB) occasionally conducts



more detailed research of the capital's tourist structure, which is also a case with research
conducted by scientific-educational institutions.

Defining the characteristics of the category of foreign youth tourists in Belgrade
would contribute to the overcoming of the discussed limitations regarding the informations
about the characteristics of narrower tourist segments. Expanding the current knowledge
about this segment should help the tourist operative in exploiting the discussed positive
tendencies on both global (youth tourism growth) and local level (e.g. hostel expansion).
Gathering the data regarding the socio-demographic characteristics of this tourist segment,
the main features of their trip and stay, their motivation for visiting and their satisfaction
with the stay is the aim of this research. The acquired data may then be compared to
characteristics of youth tourism on global level and characteristics of general tourist traffic
in Belgrade, which may have both theoretical and practical value.

Research methodology

Regarding the aim of the research, conducting of structured surveys was chosen as
a method of collection of data relevant for the subject. Overall number of questions which
comprise the questionnaire is 18. The questionnaire was created in English, which is the
result of its focus on foreign tourists. Linguistic barrier between the conducters and the
respondents was almost non existent, therefore the insignificant number of potential
respondents which were not surveyed as a result of it.

The Belgrade Main Railway Station was chosen as a location for conducting the
research. Trains and train stations are places in which youth tourists may easily be
encountered, which is mainly the result of popularity of railway with this tourist segment,
i.e. the existence of the InterRail and Eurail train ticket systems (Schonhammer, 1992).
Tickets from the InterRail system are available for young people from European countries,
while the tickets from the Eurail system are available for tourists from non-European
countries. A relevant example comes from Scotland, where the railway and coach buses are
the most common form of transport for youth tourists, as opposed to automobiles which are
being used by the majority of other tourist categories (Leslie & Wilson, 2006). Also, the
Main Railway Station was chosen so that the tourists could be surveyed at the end of their
stay in Belgrade, which should provide more reliable results. The Nikola Tesla Airport and
the main bus station were not used as places for conducting the survey as a result of
procedural and technical reasons. Using a single location for conducting the survey is a
limitation of this research. The survey was conducted in the period of 1st of July to 1st of
September 2013.

All foreign tourists older than 15 which were present in the area of researh
conduction were asked to participate in the research. For the purpose of this paper, the upper
age limit was set at 29, according to the recommendations by UNWTO, as a relevant global
organisation. The presented results of the research therefore relate exclusively to the tourists
aged 15-29. However, in order to confirm the hypothesis that the youth tourists market
segment has a dominant share in the overall number of tourists which use railway as a mean
of transportation, the tourists older than 29 were also surveyed, but their answers were not
included in the results and the analysis.

Purpose of the research and the fact that the survey is completely anonymous were
clearly presented to the each participant. In order to avoid incomplete questionnaires, prior
to the survey the participants were informed of time necessary for the completion. The
questionnaires were completed by either the researcher which noted the respondent's
answers or the respondent himself. In cases in which the respondents completed the
questionairres by themselves, the researcher was available in any given moment in case an
assistance with clarification of certain questions was needed.
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The motivation of respondents was measured on Likert scales. The respondents
rated every given reason on a scale from one to five, whereby grade one represented the
least important and grade five the most important reason for making a visit.

Results of the research and the analysis

The largest number of respondents belongs to the age span of 21-25 years
(52.04%), then to the age span of 15-20 years (40.14%) and the smallest number belongs to
the age span of 26-29 years (7.82%). The absolute domination of tourists younger than 26 is
in accordance with global trends, but it is necessary to mention that the results of this
research show a bigger domination with 92.18%, while their share on a global level is 83%
(Richards & Wilson, 2003). It has been determined that out of overall number of surveyed
foreign tourists (n = 323) 92.01% belongs to the age span of 15-29 years, which proves that
the railway as a mean of transportation is mostly being used by youth tourists. The
responses of tourists older than 29 years were not included in the results of the research.

Table 1. Socio-demographic characteristics of the respondents

Indicator Categories Results in % Sample
15-20 40.14
Age 21-25 52.04 294
2629 7.82
Country of European Union . 84.69
. Other European countries 7.14 294
residence -
Non-European countries 8.16
Male 55.10
Gender Female 44.90 294
Bachelor degree 35.66
. Master’s degree 10.49
Education Secondary education 53.15 286
Other 0.70
Students 82.57
Employment Employed 16.29 264
Unemployed 1.14
Less than 5,000 euros 21.09
Household annual 5,000-30,000 euros 41.40 256
income 30,000-60,000 euros 22.65
More than 60,000 euros 14.84

The fact that the biggest number of youth tourists comes from the European Union
(84.70%), and that, even if only the states which were members of the EU before the 2004
enlargement (old members) were considered, the EU has a majority in the sample (68.37%),
clearly indicates supranational entity's dominant role. Bigger share of these countries could
be explained by positive economic circumstances in them. Denmark (14.28%), United
Kingdom (11.56%) and France (9.86%) have the biggest individual share. The share of non-
European countries of only 8,16% could be explained by distance between Serbia and these
countries, but also by the fact that Serbia is not recognisable on the tourist map of the world.

Dominance of tourists from the EU comes to a bigger prominence in the youth
tourism, than in the overall foreign tourist traffic in Belgrade (51.05%). The share of tourists
from non-European countries is slightly bigger in youth tourism than in the overall number
of foreign tourists (11.96%) (Beograd u brojkama, 2014).

The most important difference between these results and the results of the official
statistics relates to the tourists from the countries of former Yugoslavia except Slovenia,
whose share in the results of this research is negligible, while they account for 21.73% of
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tourists in the overall tourist traffic in Belgrade (Beograd u brojkama, 2014). A potential
explanation for this discrepancy may be found in the assumption that youth tourists from
these countries come to Belgrade by some other form of transportation, rather than by train.

Bigger share of males is noted in the overall number of participants, which is not in
accordance with global trends in youth tourism, where a bigger share of females is present
(60%) (Tourism Research and Marketing, 2013).

Most of the participants (87.76%) was in Serbia for the first time, which indicates
low level of repeated visits by this segment in the capital. However, loyalty of tourist
clientele is not typical for urban tourism (Ashworth & Page, 2011). Among positive
examples, the fact that the vast majority of participants would return to Belgrade, that they
would recommend it to their friends and that they are satisfied with ther stay in Belgrade,
may be pointed out.

Table 2. Characteristics related to trip and stay of the respondents

Indicator Categories Results in % Sample

Train 81.18

Transport type Tourist bus 10.45 287
Other 8.37
Overnight 78.23

Stay Transit 21.77 294
Accommodation Hostel 74.35

type Hotel 8.69 294
Other 16.96
1 overnight stay 33.04
. 2 overnight stays 33.91

Duration of stay 3 ovemizht stais 1783 230
4 overnight stays and more 15.21

Primary Belgrade 12.33 292
destination Other destination 87.67
- Yes 12.24

Repeated visit No 3775 294
. Neighbouring country 74.38

dz;g‘a"t‘i‘sn Serbia 3.86 285
Other country 21.75
Neighbouring country 80.14

Next destination Serbia 2.44 287
Other country 17.42
10 days and less 19.42

Duration of 11-20 days 23.79 206
overall trip 21-30 days 47.57
More than 30 days 9.22

Participants assigned the biggest importance to pleasure as reason for visit (4.59),
and distinctively small importance to business reasons (1.40), shopping (1.38) and visiting
friends and relatives (1.16). The main motivation of youth tourists depicted in the scientific
literature belongs to the pleasure category, which implies that the results of this research are
in accordance with previous empirical findings. Low rates assigned to shopping show that,
as an attractive shopping destination, Belgrade is absent from the minds of youth tourists.
The fact that shopping as a reason for traveling generally does not fit the profile of youth
tourists should also be taken in consideration. Low rates assigned to business reasons are in
accordance with the results regarding the occupational structure of the respondents, where
students dominate with the share of 82.57%. Also, business tourists use forms of
transportation which are more expensive than railway.



Tourists which visited Belgrade in transit and did not make an overnight stay have
a share of 21.77%, which shows the potential of this segment for making a larger number of
overnight stays than it currently does. Structure of overnight stays regarding the types of
accommodation differs from the global trends, whereby hostels have an absolutely
dominating role, while at the global level hostels and hotels have similar share. Youth
tourists from the category of 26-29 years usually prefer low-budget hotels (IPK
International, 2013), therefore the mentioned discrepancy may be connected to the smaller
share of this subcategory compared to its already small share at the global level.

Table 3. Motivation of respondents and satisfaction with visit

Indicator Categories Results in % Sample

5 75.51

Pleasure as a 4 15.65
reason for visit 3 476 294

2 0.68

1 3.40

5 0.68

Business as a 4 0.34
reason for visit 3 >.10 294

2 1.70

1 93.20

5 0

Shopping as a 4 4.42
reason for visit 3 8.16 294

2 10.88

1 76.53

5 4.76

Visiting friends 4 3.74
and relatives as a 3 3.06 294

reason for visit 2 1.70

1 86.73
Overall Satisfied 90.82 204

satisfaction Dissatisfied 9.18

. Yes 82.19
Potential return No 1781 292
Recommendation Yes 87.41 204

to friends No 12.59

Comparison of the accommodation structure of overnight stays of youth tourists
with those made by overall segment of foreign tourists in Belgrade, shows big difference
which further confirms specific consumer behaviour of youth tourists. While the hotels
represent a dominant (74.35%) accommodation type for youth tourists, the biggest number
of overall foreign tourists in Belgrade used hotel in 2013 (86.9%) (Tourist Organisation of
Belgrade, 2014).

The average number of overnight stays made by this segment (2.55) is higher than
the average for the overall segment of foreign tourists segment (1.93) (Beograd u brojkama,
2014). This shows that older foreign tourists spend lesser amount of time in Belgrade than
youth tourists, which is partly explained by business character of their visits.

Average duration of overall trip amounts to 21.46 days (n = 206), which is less than
European average (34 days). Assessed by single categories, tourists whose trip lasted 30
days (16.99%), 22 days (14.56%) and 21 days (11.16%) have the largest share. By using
travel index (TT), results regarding overall number of days on trip (Tn) will be analysed in
relation to number of days spent in Belgrade (Dn). Pearce & Elliott (1983, cited in Lohmann
& Pearce, 2010) defined this indicator with value span from 0 to 100, whereby 0 represents
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transit stop or daily visit, while 100 indicates that the observed place represents the only
destination. It is being calculated by formula TI = (Dn)*100/(Tn). Based on the results of
this research, travel index of foreign youth tourists in Belgrade has value of 11.88.

Result indicating that Belgrade is a primary destination for only 12.33% of
respondents is in accordance with attained travel index value. The fact that, before visiting
Belgrade, the majority of respondents visited a neighbouring country and that, after visiting
Belgrade, they left to visit a neighbouring country as well, may be explained by best
transportation infrastructure which connects Belgrade to those countries, but also by their
vicinity. All of the respondents left Belgrade by train, but 18.82% of those came to Belgrade
by some other form of transportation. Budapest (24.56%) and Zagreb (14.38%), as dominant
previous destinations, and Budapest (33.45%) and Sofia (30.31%), as dominant next
destinations, come to prominence in relation to their location on the Corridor X.

By observing average annual household income of the respondents, it is noted that
79.91% of them have household income higher than 5,000 euros. This is significantly more
than previously stated data, which is explained by the big share of the respondents from
highly developed countries from Western Europe, but also by the fact that the results from
the survey are not related to personal income. Average expenditure made in Belgrade by
tourists which made at least one overnight stay amounts 80.32 euros, while their average
daily expenditure amounts to 35.84 euros (n=216). More than 30 euros per day of stay was
spent by 50.9% of the respondents, which is higher than global average of 40% (Tourism
Research and Marketing, 2013). One of the causes of such results is most certainly the
dominance of the respondents from highly-developed European countries in the sample.
Average expenditure made by transit tourists amounts to 25.98 euros (n = 65).

In the educational structure analysis, 46.5% share of respondents with higher
education is noted, which is in accordance with general profile of a youth tourist. Out of
overall number of respondents, 53.15% finished high school. The fact that 43.36% of all
respondents finished high school, but have not finished their education yet, i.e. they are in
the process of acquiring higher education, should also be noted.

Conclusion

By comparison of the attained results with the indicators on global level, accordance is
being noted in the majority of cases. A significant difference is observed in the structure of used
accommodation facilities. Although a potential explanation for this discrepancy has been given,
it is necessary to explore a potential relation to other factors, such as, for example, structure of
Belgrade's hotels by category. Limited offer of quality hotels in lower categories on accessable
locations could influence the decision to prefer hostels.

A significant share of transit tourists, low travel index and the fact that Belgrade
represents a primary destination for a small number of tourists indicate a prominent transit
character of Belgrade's youth tourism. This is also confirmed by the structure of previous and
next destinations, which are situated on the Corridor X. A lesser number of tourists which have
visited some other destination in Serbia after their visit to Belgrade emphasizes the transit
character which both Belgrade and Serbia in general have for this tourist segment.

Based on the knowledge acquired by this research, certain priority activites may be
proposed, which should be implemented by the different subjects from private and public sectors
in order to improve certain indicators:

e directing marketing activities towards less present subcategory of older youth tourists
(26-29 years), in order for their number to increase, which could have implications on
the share growth of hotels in the overall accommodation facilities structure

e propaganda activities in the destionation itself which should inspire transit youth
tourists to make an overnight stay



e marketing the attractive destinations in the surroundings of Belgrade or on the way to
most common next destinations in order to decentralise the traffic of this tourist
segment, so that the dispersion of their expenditure could contribute to the balanced
regional development

e  collaboration with tourist propaganda authorities in main previous and next destination,
especially in Budapest as a dominant previous, but as well dominant next destination of
youth tourists which have visited Belgrade
Future research of the segment of foreign youth tourists in Belgrade should further

explore the indicators addressed in this paper, but on a bigger sample. Also, more focused studies
of certain indicator groups should be conducted, such as motivation, expenditure, information,
satisfaction etc. Although the Main Railway Station proved to be an adequate location for survey
of foreign tourists, absence or small presence of tourists from former Yugoslavia was clearly
observed. In accordance with that, identification of adequate locations for survey of these tourists
remains as one of the tasks for future studies. Because of their cultural-linguistic connections to
our country, these tourists could be considered a subsegment of foreign youth tourists in
Belgrade.
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OJJIMKE NTHOCTPAHOI' OMJIAAUHCKOI' TYPU3MA Y BEOI'PAZLY

HukosA TOIOPOBUR ', JEJIEHA ANEIWR?, TOPAHA POMUR

! Toxmopawnm, Vuusepsumem y Beozpady — Feozpagpcku (paxynmem, Cmydenmcku mpe 3/3, Beoepad, Cpbuja
’Macmep cmyoenm, Yuusepsumem y Beozpady — Ieozpagpcxu gpaxynimem, Cmydenmcku mpe 3/3, Beozpad, Cpbuja

Caxerak: OMmaguHCKH Typu3aM Oelexu pacT ydemha y yKyIHO] MOTPOIIEBM M YKYIHOM Opojy TypuCTa Ha
I7I00aTHOM HHMBOY. YIPKOC TOME, PAacIOJ0XKHBU TOJAIM O COLMO-AEMOrpad)CKUM OJUIMKaMa M OJUIMKama
IyTOBama U OOpPaBKa OMIIAJIMHCKUX TYPHUCTA, KA0 U O BHMXOBOj MOTHBALMH 3a JI0Na3aK U 3a/0BOJECTBY OOPaBKOM Y
Beorpany, ockynuu cy. Llub oBOr HCTpakuBama je CTHIAEG HAYyYHHX Ca3Hama O HABEICHHM IOKa3aTebHMa.
AHKeTnpameM crpoBeieHUM Ha JKenesHuukoj cranunu y beorpamy yrBpheno je na BehimHy ucnuTaHMKa YMHE
crynentn u3 EY, kao u na je BehuHa mokasaresba y CKiaay ca IJIOOAHUM TPEeHZOBMMA. 3HauyajHa pasiKa ce
youaBa y moriemy KopuimheHe BpcTe cMeliTaja, Ie ce OeleXH alcolTyTHAa IOMHHAIMja XocTena. Bue
IoKa3aTesba yKa3yje Ha TPAH3UTHU KapakTep IIOCeTe U Ha IeHepalHo 3a0BOJECTBO OopaBkoM y beorpamy. OBaj
TYPUCTHYKH CETMEHT OCTBapyje y mpoceky Behm Opoj Holiema Of mpoceka 3a yKYIIHH TYpPUCTHYKH TIPOMET Y
Beorpany. Pasnmuke cy yodeHe u y morieny reorpadcke CTpyKType HCIHTAHHKA, Al Ce TO HOTEHIHjaIHO MOXE
IIPUITICATH METONONOMIKAM OrpaHHYe-HMa Koja 6u Oyxyha nctpakuBama oBe TeMe Tpedalo Ja HafoMecTe.

K/byuHe peun: oMIIaqUHCKHU TypHU3aM, TypUCTHUKH CeTMEHT, beorpan, conuo-nemorpadcke ouiKe, MOTUBALH]a.

YBoa

OMmIlaIMHCKU Typu3aM Byde KopeHe u3 17. Beka, Kaja cy Ooratu mialy Jbyau U3
3araTHOEBPOIICKUX 3eMajba y CKIIOIY ,,Benukux Typa“ myroBanu Ha jyr kontuHeHTa (Adler,
1985), anmu 10 WHTEH3WBHHU)ET pa3BOja JONa3:d HaKOH J[pyror cBETCKOT pata, HCTOBPEMEHO
ca pa3BOjeM MAacOBHOT Typm3Mma yommrte. [IonCTakHYyTH CIEeU(GHIIHOM MOTHBAIH]OM,
MJIQIi TYPUCTH Cy CE BPEMEHOM Pa3BHIIN Y TOCE0aH TyPUCTHYKU CETMEHT.

[IpBu Kopak y neduHKCamY OBE BPCTE Typu3Ma je oapehuBame mojMa ,,oMmimaainaa’,
ymja neUHALNja TOApa3yMeBa TPH €lIEMEHTa — CTapOCHY KOMIIOHEHTY, YHHCHHUITY N1a Ce
pany o mpeiaa3HOM ey Mpoleca ca3peBama n3Mel)y AeTHICTBA U 3PENIOCTH U IPENCTABY
KOjy MJIaJy JbYAH MMajy 0 ceOu U Kojy Apyru umajy o muma (Clarke, 1992). ¥V cknany ca
TUM, KaTEropuju OMJIaJMHCKUX TypHCTa MpHIanajy ocode koje cy oarosapajyher yspacra,
Koje oJuIMKyje criennpuyaH BUJA MOHALIaka U KOje Ce CaMOUACHTU(UKY]y ca KaTerOpHjoM
omnaaune (Carr, 1998).

[Tpucyran je npobiem oxpehuBama y3pacHe 100U OBOT TYPUCTHYKOI CErMEHTa H,
y CKJIaZy ca THM, Y HayOM W IPHUBPEIU CE 3amaka pasHOIMKOCT Ae(HHUCAHOT CTApPOCHOT
pacmona (Carr, 1998). Csercka Typuctuuka opranuzammja (UNWTO) je 1984. rommme
MPEATIOKMIA JIa C€ y KOHTEKCTY CTaTHCTHUKOT npahema Typu3Ma 0Baj TEPMHUH KOPHCTH 32
ocobe crapoctn ox 15 mo 24 rommue, a 1991. rommHe ropma TpaHHIA je y CKIAAY ca
neMorpad)CKUM TPEHIIOBUMA Yy Pa3BHjEeHMM 3eMajbama moawrHyta Ha 29 romuna (Carr,
1998). 3akon o mmaguma Pemybmike Cpbuje onpel)yje kaTeropujy oOMiIagiHe WA MIIAIHX
CTapoCHUM pacrioHoM ox 15 1o 30 roauna (. 3).

VYnpkoc yumenniy aa je UNWTO ekcrummnurHO JeduHHCcana CTapOCHU PaciioH
KaTeropuje OMIIaAMHCKUX TypHucta (15-29 roamna), mpeuusHoO CTATHCTHYKO Ipaheme
IIPOMETa U OJUIMKa OBOT TYPUCTHYKOT cerMeHTa Huje Moryhe. OCHOBHM npoOJieM je TO LITO
CTapoOCT TYPHUCTa HHjE MOIpa3yMEBaHH NOKa3aTesb KOjU TypUCTUUKA CTATHCTHKA TIPaTH, LITO
ce MOXKe ONpaBJaTH NpOLEAypATHUM pa3iio3uMa. JacHo je 1a Ou eBHICHTHpame Ha OCHOBY
IPYTHX KapakTePHCTHKa OBOT CETMEHTa (CHerMM(UIHO IOHAMIAEe M CaMOIIEPICIIIH]ja)

*ethanmorasca@gmail.com
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NIPE/CTaBIJbANIO JOII CIIOXKEHHUjH 3aXBaT 3a 3BAHWYHE CTAaTHCTHYKE CIIyK0e, IITO J0JaTHO
UCTHYE 3HAaYa] CAMOCTATHUX TEPECHCKUX UCTPAXKUBambA.

Behuna ommaauHCKUX TypucTa €y cTyaeHTH Miahu om 26 romuHa (Richards &
Wilson, 2003). ®nexcuOmiHe MOCIOBHE 00aBe3e, MKOJICKH M (aKyJITeTCKH PaCIyCTH H
HETIOCTOjarke TOPOANYHHX oObaBe3a Cy HEKH oJ (hakTopa KOjH YCIIOBJhaBajy mHoBehany
KOJIMYMHY CJIIO00JHOT BpeMeHa OBOT TypHCTHYKOT cermeHTa. Richards m Wilson (2003)
W31Bajajy WCTpakWBame HOBHUX KYNITypa, JOKHBJbA] y30yhema m moBehame CBEyKYITHOT
3Haka Kao TJIaBHE MOTHBE OMJIAAMHCKHAX TYpHCTa. 3aJ0BOJbaBabeé OBHX IOTpeda ce
ocTBapyje Kpo3 MOCeTy HOBUM MECTUMA U CYCpET ca IpyradujuM JbyAuMa Ha KOje ce y TUM
MECTUMa Hauasu.

I'maBHM BHJOBM NpeBO3a y OMIIAAMHCKOM TYpU3MY CY je(THHHM ayTOOYCKH WIH
KEJIEe3HWYKH TIpeBO3, alM ce YyJeo BazayliHor caobOpahaja nosehaBa 3axBaspyjyhu
nuckorapupuum (low-cost) apuo-kommnanujama (IPK International, 2013), koje cy yuenthe
oBor Buzaa npeso3a 2013. rogune noaurne Ha 26% (Tourism Research and Marketing,
2013).

VY CTpyKTypH CMEINTajHHX KalamuTeTa KOjeé OMIIAIMHCKH TYPHCTH KOPHCTE,
xoctenu (32%) u xorenn (31%) ce Hanaze Ha mpubIKHO McTOoM HUBOY (Tourism Research
and Marketing, 2013; IPK International, 2013). IToBehano yuemhe xoTena pe3yirar je cBe
Beher O6poja HUCKOOYIIETHUX XOTeNa, KOje BUILIE KOPUCTE CTapHju o 25 ronuHa, Jo0K Miahu
u nasee HajBuire Hohe y xoctenuma (IPK International, 2013).

OmiaiMHa je KaTeroprja CTaHOBHUILTBA KOja y IPOCEKY OCTBApYje HUXKA FOAMIIHA
npuMama OJi CTapHjuX KaTeropHja CTaHOBHUINTBA. YTBpheHo je nma 51% ommaguHCKuX
TypucTa 3apalyje Mmame oz 5.000 ameprukux monapa rogummse (Richards & Wilson, 2003).
Nnak, ykoJIMKO ce MocMaTpa OAHOC BbUXOBUX MPUX0/a U TYPUCTHUKE ITOTPOLIHE, 1031 Ce
JI0 3aKJby4Ka Ja je oBo cerMeHT koju Hajsuuie tpoun (World Tourism Organization, 2008;
Affiliate Members, 2011). TTorpommy Behy ox 30 eBpa mo gaHy TYpPHCTHYIKOT ITyTOBamba
octBapu oko 40% ommannHcKux Typucrta (Tourism Research and Marketing, 2013). Benmka
BehnHa (80%) oMIIaIMHCKUX TypHCTa IUIAaHHpa CBOjE MyTOBAaKE TAKO Ja OHO Oyze mITO je
jedbrurmje moryhe (Richards, 2008). MehyTtum, OHHM TOBOJBAH TIPEBO3 M CMEIITAjHE
KalauTeTe He KOPUCTE Ja OM HBUXOBH YKYIHH TPOILIKOBH ITyTOBama OWMIHM IITO MamH, Beh
CMambHMBakEM IOTPOIILE Y MT0jeINHAYHIM JecTHHaNNjaMa, oHu cebu omoryhasajy mocety
Behem Opojy necrunanuja. JIpyruM pednmma, Kako OM y CKJaqy ca CBOjOM MOTHBAIMjOM
OCTBapWjM INTO BHUIE HOBUX HCKYCTaBa, OHM Cy CIPEMHH Jaa ,,pa3ByKy* cBOj Oyuer
(Destination NSW, 2011), ogHOCHO J1a 1iTeae TOKOM CBOjUX ITyTOBama Kako O nosehann
cBojy notpourayky moh (Richards & Wilson, 2003).

[MocehuBame Benukor Opoja AecTHHaNM]ja UMa 3a IOCIEIHIY TO Jia Cy IyTOBamba
OMJIaJJUHCKUX TYpHCTa BpeMeHckH nyra. McrpaxuBame cripoBeneHo y EBpornu nokasaio je
Jla TIpoceyHa Ny)KHHA Tpajama MyToBama OMIIATUHCKOT TypucTe n3Hocu 34 nmana (Richards
& Wilson, 2003). Takole, oBaj TypUCTHYKH CETMEHT IyTyje demhe U Ha Behe yaasbeHOCTH
ox octaymx Typucta (Richards & Wilson, 2003; IPK International, 2013). IIpoceunu miaau
TYpHUCTa je y MPOTEKINX IeT TOIUHA Ipeay3eo 11 myToBama y HHOCTPAHCTBO, O KOjHX j€
TIeT ITyTOBama Tpajaio xyxke o cexam aaHa (Tourism Research and Marketing, 2013).

3Havaj OMJIAJIMHCKOT TypH3Ma OIJIe[ia CE€ Yy 3HauyajHUM EKOHOMCKHM e(eKTHMa
NOCTUrHYTUM Ha MehyHapomnom HuBoy. Y mepuoxny 2007-2012. romuHe HpUXOau O
OMJIaJJUHCKOT TypHu3Ma Ha MeljyHaposHOM HHBOY mopaciu cy ca 143 na 183 munmjapae
aMEepUYKHX JI0JIapa, ITo mpeacTaBiba nosehame ox 28% (Tourism Research and Marketing,
2013). OMnaguHCKH TYpPHUCTH AaHac 4uHe ToToBO 20% yKYNHUX HMHOCTPAHUX TYpUCTA y
cety (Tourism Research and Marketing, 2013).

ITocebHe omyMke OMJIAIMHCKHUX TypHCTa AYro cy Owie 3aHemapuBane. CMarpaio
ce a Ccy mHXOBe MoTpede HMCTe Kao M MoTpede TypucTa W3 CTapujuX KOHTHI'CHATa
CTAaHOBHHUIITBA, Ka0 U Jia Cy 3a 3a/I0BOJbaBarkbe¢ HUXOBUX HOTpeda MOBOJBHE YCIyre HHXKET
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kBanutera Hero yobOuwajeHor (Pastor, 1991, murmpano y Carr, 1998). Hanporus,
neHTH(HUKOBakE CreU(PUIHUX 1TOTpeda OBE KaTeropuje TypHucTa je IIOCEOHO BaKHO 3aTO
IITO 3a/0BOJhaBamkC MoTpeda OMIIAMHCKOT TypHCTe naHac obezbeljyje BepHOCT cTapmjer
typucte cytpa (Pastor, 1991, nutupano y Carr, 1998).

IMoTeHuujaaHa yiora oMJaJuHCKOT Typu3Ma y yKynHoM Typu3my Beorpana

I'pan beorpan kao rimaBHU rpaj MMa JOMHHAHTHY YJIOTY y YKYITHOM TYypPHCTHYKOM
npomery PemybGmuke CpOuje, y kojem je 2013. romune ywectBoBao ca 32,80%
(Cratuctnuxu roammmak Penybiuke Cp6uje, 2014). To je Bume on yuemrha Guno koje
npyre necrunanuje y Cpouju. Boneha ynora xojy rnaBuu rpag uma y typusmy Cpouje jour
BUILIC JIOJIa3U JI0 M3pa)kaja YKOJIMKO C€ MOCMAaTpa WHOCTPaHU TYPUCTHYKH Tpomer. On
yKyIHOT Opoja CTpaHMX TypHCTa KOju Cy momeHyte rogune mnoceruinu Cpoujy, 58,19% je
nocermno beorpax (Craructnuku roxummak Penyonuke Cpbuje, 2014; 3aBon 3a
nH(POPMATUKY U CTaTUCTUKY, 2014). 3HauajHa OJIMKa TYPHCTUYKOT mpomeTa y beorpanmy
jecTe armcoiyTHa AOMHHAIHMja CTpaHHX Typucrta. [lomenyra kxareropmja je 2013. romgmne
ynHMIa 74,68% ox yxymHo 718.943 Typucra xoju cy nocetunu beorpar.

Pasnosu 3a penatuBHy momuHaimjy beorpaga y ykymaom 6pojy Typucrta y Cpbuju,
OJHOCHO afCOJMyTHY NOMHHAIMjy Kaja ce IMOCMaTpa HWHOCTPAaHM TYPHCTHUYKH HPOMET,
OpojHu cy, anu ce BehrnHa BUX MOXKE JOBECTH y Be3y ca JIBE OJJIMKE — BEIMIWHOM T'paja U
IErOBUM IOBOJEHMM reorpadckum nonokajeM. IlpBa ommka ce ojpakaBa Ha
MYJATU(YHKIMOHAIHOCT I'Paja, a Ipyra Ha lberoBo M3pa3uTo TpaH3UTHO obenexje. beorpan
j€ BEIMKH aJMHMHHUCTPAaTHBHH, KyJATYPHH, TPrOBHHCKH, ITOCIOBHHM M 3JPaBCTBEHH IIEHTap,
KOjU je NpuTOM TMoBe3aH ca Behum OpojeM KOMyHHMKalMja CBHX BHJOBA ITYTHHYKOT
caobOpahaja (Josuuuh, 2009). Benuka ynora beorpana y mHoctpaHom typusmy CpOuje u
BHCOKO yderrhe HHOCTpaHUX TypucTa y Typu3My beorpana y ckmany cy ca YHHBCHUIIOM A2
MpUMapHa yJiora TrpajioBa y TypuCTHUKOM mpomery CpOuje moceOHO J0i1a3u 0 H3paxkaja
KOJI TIPOMETA CTPAaHHUX TOCTH]y.

[TpuoputeTHN TYpUCTHYKM MpPOW3BOAM Koje beorpam kao nectuHanuja Hyan
n3aBojeHu cy y Crpareruju passoja typusma ['paga beorpama (2008). To cy mocioBHH
typu3am U MICE (cactaHmm, moJICTHIjHA IMyTOBamka, KOHBEHIH]je M H3JI0KOE), morahajm,
TpaJICKl OJMOpH, HayTHKa, CICLHjalHd WHTEpEeCH M KpyXHe Type. EBuaeHTHO je na
OMJIAJUHCKH TypH3aM HHj€ H3BOjeH Kao IOCEOHM TYPUCTHYKHM TNPOW3BOJ, IITO C€
o0jairmaBa YUBLEHUIIOM Ja TO HHje I1ocedaH MOTHMBCKM OOJIMK Ipomera, Beh je
nemorpadcku opel)eH CerMeHT Koju ce OTHOCH Ha jelaH CTapOCHH KOHTHICHT.

Panuje je ucrakHyTo Ja rOoTOBO TpehrHa OMIIaIMHCKUX TYPUCTA Y CBETY KOPUCTH
XOCTeJIe 32 CMEIITaj Ha CBOjUM IyTOBamKMa. Y CKJIagy ca THME, IO3UTHBAH TPEHI KOjH
Moxe momohu beorpamy nma ce ykibyum y pacnomeldy HaBEJCHHX EKOHOMCKHX edekaTa
OMJTAJTMHCKOT TypH3Ma TpeACTaBJba MPOIEC eKchan3uje xocrena. Y mepuoxy 2004-2013.
roauHe Opoj xoctena y beorpany ce mosehao ca 0 va 114 (Budovi¢, Joci¢ & Ratkaj, 2014).

VKOIMKO mocMaTpaMo JOCTYHMHOCT II0faTaka O OMJIAJUHCKOM TYpH3MY Y
Bbeorpamy, cxBaramo na cy casHama O OJJIMKaMa OBOT TYPHUCTHYKOI CETMEHTa BpIIO
OCKyJlHa, 3aTO IITO 3BaHWYHA CTATHCTHKA HUje (POKycHpaHa Ha yXke TypHUCTHUKE CETMEHTE,
Beh Ha ykynan Opoj Typucra. PermyOmiuku 3aBoj 3a CTaTUCTUKY, 3aBOJ 32 MHPOPMATUKY U
cratuctuky I'pama Beorpama m IlpuBpenna komopa beorpanga Oenexe camo OCHOBHE
KaTeropuje Be3aHe 3a 3eMJby MOpEKiIa TypHCTa W KopuiheHe cMelTajHe KamaluTere.
Typuctnuka opranmzanuja beorpaga (TOB) mnoBpemeHo chpoBoan — JeTajbHHjA
UCTpaXXHBamba CTPYKType TypHCTa, a CIMYaH je cilydaj M ca HCTpaKUBambUMa Koja ce
CIPOBOJIE O] OKPUIBEM HAyJHO-0OPa30BHHUX YCTAHOBA.

Jleduancame oanuka KaTeropyje HHOCTPAaHUX OMIIAAMHCKHUX TypucTa y beorpany
Jano 6 JOMPHHOC MpPEBasHIaKECHY ITOMEHYTHX OTPAHHYCHA y Ca3HABUMA O OJIHKaMa
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VKUX TypuUcTHYkuX cermeHara. Illupeme mocrojehnx casHama O OBOM CErMEHTY O
Tpebayo Ja MOMOTHE TYPHCTHYKO] ONEPATHBH y MCKOPHUINNABAKY MOMEHYTHUX MOBOJFHUX
TEH/ICHIINja Ha MehyHapomHOM (pacT OMJIaIMHCKOT TypH3Ma) M JIOKAIHOM HHBOY (HIIp.
eKcran3uja xocrena). [Ipukyrbame moaaraka o0 COmMHo-aeMorpad)CKiuM KapaKTepuCTHKamMa
OBOT' CETMEHTa TYPHCTa, OCHOBHAM OOeNeXjiMa BUXOBOT ITyTOBama W OOpaBKa, HHXOBO]
MOTHBALlMjH 3a [0Ja3aK W HUXOBOM 33JI0BOJGCTBY OOPaBKOM IIPEJICTaB/ba LUJb OBOT
ucTpaxuBama. JoOMjeHn Mmojaly ce 3aTUM MOTY IMOPEIUTH Ca OAJMKaMa OMIIAJWHCKOT
Typu3Ma Ha TJI00alHOM HHMBOY M OJJIMKaMa OIINTEr TYPUCTHYKOI MpOMeTa JaTe
JIECTHUHAIIM]E, IITO MOXKE MMATH TCOPETCKH U MPAKTHYHH 3HAYA].

MetonoJiornja HCTpaKUBamba

V3epmm y 003up TpeaMeT HCTPaXHBama, Kao METOI NPHKYIUbama I0JaTaka
PEJEeBAaHTHUX 3a MOCTABJbEHY TEMY 0Ja0paHO je cIpoBoljerme CTPYKTYPHCAHUX aHKETa. YKyIaH
Opoj muTama caJpKaHUX y OBOj aHKETH M3HOcU 18. AHkeTa je n3paljeHa Ha EHITIECKOM jE3HKY,
IITO je TOCIeauNa HeHOr (oKyca Ha HHOCTpaHe TypucTe. JIMHTBHCTHYKa Oapmjepa m3mely
WCIHMTHBAYa ¥ HCIUTAHWKA TOTOBO Jia HHjE IMOCTOjajla, ma je Opoj MOTEHIMjaHUX y4YeCHHKa
HCTPaXXMBarba KOjU U3 OBOT Pa3Jiora HUCY aHKETUPAHU 3aHEMApPJbUB.

I'maBHa >kene3HWYKa craHuna y beorpaay je omabpaHa kao MecTO CHpoBohema
UCTpaXKMBarba. BO30BU U JKEJE3HUYKE CTAHUIIE CYy MecTa Ha KOjUMa Ce MIATy TYPUCTH JIaKO
MOT'Y CYCPECTH, ILTO j& BEIMKUM JIJIOM PEe3yiITaT MMOMYJIapHOCTH JKEeJIE3HUIIEe KOJl OBOT CErMEHTa
TYPUCTa, OJHOCHO IIOCTOjama cucTeMa Bo3HUX Kaparta InterRail u Eurail (Schonhammer, 1992).
Kapre u3 cucrema MHTEppejnn cy NO0CTYNMHE MIIAAUM JbYIMMa M3 €BPOICKUX 3€Majba, a KapTe U3
cucTeMa Jypejil cy IOCTyImHE TypHCTHMA M3 BaHEBPOICKUX 3eMasba. MITycTpaTuBaH je mpuMep
IlIkoTcke y K0jOj Cy IKeJe3HWlAa M TYPUCTHYKH ayroOycu Hajuemhie CpeICcTBO IpeBO3a
OMJIAJIMHCKHX TYPHUCTa, HACYNPOT ayTOMOOWJIHMMa KoOje KOpHCTH BehWHa Ipyrux Kareropuja
typucra (Leslie & Wilson, 2006). Takobe, kene3Huyka craHula je omabpaHa Kako Ou ce
TYPUCTH aHKETHpAJH Ha Kpajy cBOT OopaBka y beorpasy, unme OHCMO HOCTHUIIIN BEPOTOCTOJHHU]jE
pe3ynrare. Aepoapom ,Hukona Tecna“ um rnaBHa ayroOycka cranunia y beorpamy Hucy
kopuifieHe Kao MecTa 3a CIpoBoljeme aHKeTHpama M3 HPOLEAYPATHHX, OJXHOCHO TEXHUYKUX
pasnora. Kopuinhewme camo jeaHe NOKaluje 3a aHKETHPame IMPEICTaBJba HEJIOCTaTaK OBOT
UCTpaxKMBamba. AHKETHUpame je CIpoBeJeHo y mepuony ox 1. jyma go 1. centemb6pa 2013.
TO/INHE.

CBU CTpaHU TYpPUCTH CTapuju oA 15 roguHa Koju cy 3aTeueHu y NoApydjy cupoBohema
UCTpaXMBamka Cy 3aMOJbEHM 1A YYeCTBY]Y y HCTpaXuBamy. 3a HOTpede OBOT paja ropma
CTapOCHA TpaHMIAa KaTeropHje OMIIAAMHCKUX Typucta oapehena je Ha 29 romuna y ckiany ca
npernopykama UNWTO, kao peneBanTHe riobanHe opraHusaiuje. [IpencraBibeHM pesynraTd
HCTPaKMBama Ce y CKJIaay ca THM OJHOCE HMCKJbYYHMBO Ha TypHcCTe ctapocTu 15-29 roamna.
MeljyTum, Kako OW ce TOTBpAWIA XUIOTE3a O JOMHUHAHTHOM YIENy TPXKHIIHOT CErMEHTa
OMJIQIMHCKUX TYPUCTa Y YKYHNHOM OpOjy TypHCTa KOjHU KOPHCTE JKEJE3HHIy Kao CpPEICTBO
MpeBO3a, aHKETUPAHH CY M TYPHCTH CTapuju oA 29 TroJHHA, Al BUXOBH OJTrOBOPH HUCY
YKJbYYCHH Y pe3yNTaTe U aHaIu3y.

VcnutaHuyMa Cy CBakd YT jaCHO MPEJOYeHE CBpXa UCTPAXKUBAba M YHILCHUIIA 12 je
aHKeTa y MOTIYHOCTH aHOHMMHA. Kako Om ce m30erie HENOTIyHE aHKeTe, UCIIUTAHHLH Cy Ipe
HOYeTKA HHTEPBjyHcama OMIN 00aBEIITaBaHH O BPEMEHY HEOIXOJHOM Ja C€ aHKeTa IIOITyHH.
AHKeTy je Morao fa INOIYHH WIM HCTpaXuBad Oenexehn oAroBope HCIUTAHMKA WIH CAM
UCIUTaHKK. Y CIydajeBHMa KaJa Cy MCIHUTAHUIIY CaMU TOMYHhaBallkl aHKeTe, HCIIUTHBAY UM je Y
CBAKOM TpPEHYTKY OMO Ha pacmojaralky YKOJMKO UM je Owmna mnotpeOHa momMoh OKo
pa3janimaBama HeKOT THTAkA.

MorTuBanyja UCIHTAaHUKA je MepeHa JIMKepTOBOM CKaJoM. VcnuTaHWIM Cy CBaKH
HaBEJICHU Pa3JIor 3a moceTy beorpany onemuBaln OIeHaMa OJ jelaH [0 IeT, IPU 4eMy OLeHa
jenaH mpencTaBiba HajMamH, a OlicHA MeT HajBehu 3Ha4aj KOHKPETHOT Pasiiora 3a Mpeay3uMarmhe
mocere.
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Pe3yiTaTu HeTpaKuBamba U aHAIN3A

Hajsehin Opoj mcmuTanwka mpumaga crapocHoM pactiony 21-25 roxuna (52,04%),
3aTuM crapocHoM pacnony 15-20 roxuna (40,14%), a HajmMamu Opoj mpunana CTapoOCHOM
pacniony 2629 roauna (7,82%). AnconyTHa DOMHHanWja TypucTa Miahux on 26 roauHa je y
CKJAJy Ca CBETCKAM TPEHIOBHMMA, alu Tpebda HarjiacHTH Ja je KOJI Hac OoBa JOMHUHAIIH]ja
n3paxkeHuja u usHocu 92,18%, nok je muxoBo ydemhe Ha riobdanHoM HuUBOY 83% (Richards &
Wilson, 2003). YTBpheHo je na of yKymHoOr Opoja aHKETUPAHUX CTpaHUX Typucra (n = 323)
92,01% mnpunaga cTapocHOM pacnoHy 15-29 roamna, mTO AOKa3yje Oa XKEIE3HUIY Kao BH[
MpeBO3a KOPHUCTE YrIaBHOM OMIIQJAWHCKU TypucTH. OIroBOpU TypHCTa cTapujux o 29 romuHa
He MPE/CTaBIbajy A0 pe3yaTaTa HCTPaKHUBambA.

Ta6ena 1. Couuo-gemorpadceke omjiuke HCIUTAHUKA

Uumennna na Hajpehn Opoj OMIIAJMHCKHMX HMCIUTAHWKA 0J1a3u U3 EBporicke yHUje
(84,70%), a ma yak M YKOJIMKO IIOCMaTpaMO caMoO 3eMJbe Koje cy Owna unanuue EY mpe
npommperna 2004. rogune (crape wianune), EY uma Behuny y Opojy ucnuranuka (68,37%),
jacHO TOBOPH O JTJOMUHAHTHO] YJIO3H OBE HaJHAI[MOHAIHE 3ajenHure. Behe yuemhe ynpaso oBux
3eMajba o0jallmaBa ce MOBOJBHUM €KOHOMCKUM IpuinkaMa y muma. Hajsehe nojeauHauno
yuemhe mmajy Jancka (14,28%), Yjemnumeno KpamesctBo (11,56%) u ®panuoycka (9,86%).
Vuemrhe ucnuTaHMKa U3 BaHEBPOICKUX 3eMasba 0] cBera 8,16% objammaBa ce yaambeHouhy
CpOuje o1 OBHX 3eMalba M FbeHOM HENPENO3HATIbUBOIINY HAa TYPUCTHYKO] MallH CBETA.

JomuHanuja Typucta u3 EBpoIncke yHHje je 3HATHO BHUIE M3paXKeHa y OMIIaJHHCKOM
TypH3My, HETO y YKYHHOM HHOCTPaHOM TYpHCTHYKOM mpomery beorpama (51,05%), mok je
yuemhe TypruCcTa M3 BaHEBPOICKHMX 3eMajba HE3HATHO Belie y yKymHOM Opojy CTpaHHX TypHCTa
(11,96%) (3aBox 3a nHGOPMATUKY U CTATUCTHKY, 2014).

Haj3nauajHuja pasnuka usmel)y OBUX pe3ydraTa M pe3yiaTara 3BAaHUYHE CTaTUCTHUKE
O/IHOCH ce Ha Typucte u3 3emasba OuBmie COPJ usyzes Crnosenuje, unje je ydyemihe y Haiiem
UCTPAXHBAy 3aHEMApJbUBO, JOK Y YKYIIHOM WHOCTPaHOM TYPHCTHYKOM mpomery beorpana
n3Hocu 21,73% (3aBox 3a mHbOpPMATHKY M cTaTucTuKy, 2014). IloTeHunjanHo objammene 3a
OBAaKBO OJICTyIame MOXe ce HaliM y MpeTHOoCTaBIM Jla OMIAJMHCKH TYPHCTH U3 OBUX 3e€Majba y
Beorpan He nonase xene3Huom, Beh 1pyruM BUIOBHMA IIPEBO3a.

VY ykynHoM Opojy McIMTaHUKa 3amaxa ce Behe ydemhe Mylnikapana, mTO HUje Y
CKJIay ca TI00alHiM TPEHAOBHMA y OMIIAAMHCKOM TYpU3My, rae je Behe yuemhe xena (60%)
(Tourism Research and Marketing, 2013).

Hajsehn 6poj ncnuranuka (87,76%) je npsu myT 6uo y CpOuju, ITO yKasyje Ha HU3AK
HHBO IIOHOBJRCHHX IIOCETa OBOI CErMEHTa Y Hamloj mpecToHHIW. Mehyrum, ojarHOCT
TYPUCTHYKE KITHjCHTEINIC U HUje OJUIHKa rpajckor TypusMa (Ashworth & Page, 2011). [TozutuBHO
ce HMCTUYY IMOKa3zaTesbl Ja Ou ce Benuka BeliMHAa MCUTaHWKA BpaTwia y beorpan, ma Ou ra
MPENopYYHIIM CBOJUM NpHjaTeJbUMa U JIa Cy 33JJ0BOJbHU CBOjUM OopaBkoM y beorpany.

Tabena 2. Oniinke Be3aHe 32 IyTOBame U 00pPaBaK HCIIMTAHUKA

Hajsehu 3Hauaj ncnuraHuy npuaajy 3aJ0BOJbCTBY Kao pasiory mocere (4,59), a
M3pa3uTO HM3AK 3Hauaj MocioBHMM paszno3uma (1,40), xymosunu (1,38) u onpxaBamy
couujanHux oxHoca (1,16). 'maBHa MoTMBanMja OMIJIAIMHCKHUX TypHCTa KOja C€ HaBOAU y
TEOpHjU CTaga y KaTeropHjy 3aJ0BOJECTBA, TAKO N1a jé OBO MCTPaXXHWBAamkE y CKIALy ca
MIPETXOAHNM TEOPHjCKIM ca3HambnMa. Hucka omeHa KyIloBHHE (IIONHMHI) IOKa3yje na
Bbeorpax HUje mpuCyTaH y CBECTH OMJIAJMHCKHX TYpPHCTa Kao aTpaKTHBHA JECTHHALM]a 3a
KyIIOBHHY, a Tpeba y3eTH y 003Hp U TO J1a ce KyIIOBHHA Kao paslior ITyTOBamka FEHEPAIHO HE
yKiana y npo¢uia oMIaIMHCKUX TypucTa. Hucka omeHa MOCIOBHUX MOCETa y CKIamLy je ca
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pesynratuMa O pajaHOj CTPYKTYpU HMCIHMTaHMKa, IIe CTYICHTH IOMHUHHpajy ca 82,57%
ucrnuTanux. Takohe, IOCIOBHN TYpUCTH KOPUCTE CKYIJbE BUOBE ITPEBO3a O/ JKEJIC3HHULIE.

VYuemnthe Typucta koju cy y beorpany 6unu y TpaH3UTY B HUCY OCTBAapHIIM HHUjEITHO
noheme je 21,77%, mTo mokasyje Ja MOCTOjH MOTEHIIMjajl Aa OBaj CErMEHT ocTBapu u Behu
O0poj Hohema on TpeHyTHOT. CTpykTypa HOohema IO BHAOBHMAa CMEIITaja KOA Hac ce
pa3nuKyje of rI00aTHNX TPEH/I0BA, 114 TAKO XOCTEIHN NMajy arcCoIyTHO JOMHHAHTHY yJIOTY,
JIOK Cy Ha IJ100aTHOM HHBOY XOCTEJIM M XOTEIH Ha NPUOIMKHO HcTOoM HHUBOY. Ilo mpaBmry
MPEAHOCT HUCKOOYETHHM XOTEIMMa y OJHOCY Ha XOCTeNle [ajy OMIIaJUHCKH TYpPHCTH
crapoctn 26-29 roguna (IPK International, 2013), Tako na ce OBO OJCTyHmame MOXKE
JIOBECTH y BE3y ca MamHUM Y/EJIOM OBe IOTKareropuje Typucra y beorpamy ox meHor
MOHAKO MaJIOT yJeJia y CBETY.

Ta6eua 3. MOTI{IBalII(Ija HCIIUTAHUKA U 3210BO/bCTBO ITOCETOM

Iopehewem crpykrype HoOhewma MO BHIOBMMAa CMEIITaja CTPAHUX OMIIAJMHCKHX
TypUCTa M LEJOKYITHOT CerMEHTa CTPaHUX TypucTa y beorpanmy, 3amaxkajy ce BeIHMKEe pas3iHKe
Koje nonatHo moTBplyjy cneumduuHe MOTpOIIAYKE HABUKE OMIIAJMHCKUX TypucTa. Jlok cy
XOCTeNH JOMHHAHTHA (74,35%) Kareropuja cMelTaja KoJ OMJIaJIUHCKUX TypHucTa, Hajsehu Opoj
YKYIHHX cTpaHHX Typucta y beorpany je 2013. rogune xopuctuo xoren (86,9%) (Typuctnuka
opranuzanyja beorpana, 2014).

IIpoceuan Opoj ocTBapeHux Hohema oBor cermeHra (2,55) Behwm je on mpoceka 3a
yKkynHe crpaHe Typucte y beorpany (1,93) (beorpang y Opojkama, 2014). OBo moka3syje na
CTapHju CTPaHU TYpPHUCTHU mpoBoze y beorpany mame BpeMeHa 0l OMIaJUHCKHX, IITO CE JIEIOM
objamimaBa U MOCIOBHAM KapaKTepOM HBHXOBUX MOCETa.

[IpoceuHa ayxuHa Tpajara IEIOKYIHOT MyTOBamka u3Hocu 21,46 nana (n = 206), mro
je Hibke of eBporckor npoceka (34 pana). IlojenunauHo nmocMarpaHo, HajBehe yuenthe umajy
oHM umje myToBame Tpaje 30 mana (16,99%), 3atum 22 nana (14,56%) u 21 man (11,16%).
Pesynratu Be3aHu 3a ykynaH Opoj naHa Ha mytoBamy (Tn) aHamusupahe ce y onHocy Ha 6poj
naHa nposeneHux y beorpany (Dn), a 3a To he ce kopuctutu nnaekc nyropama (T1). Pearce u
Elliott (1983, uutupano y Lohmann & Pearce, 2010) cy nebunucanu oBaj mokas3aresb KOju UMa
Bpeanoct ox 0 no 100, mpu yemy 0 o3HauaBa TPAH3UTHO 3ayCTaBJbamE WJIM JHEBHY IMOCETY, a
100 na je mecto jequno onpeauiute. M3pauynasa ce gpopmynom TI = (Dn)*100/(Tn). Ha ocHoBy
pe3ynTara OBOT MCTPaXkKHBamba, MHAEKC MyTOBama CTPAHUX OMIIAJUHCKUX Typucrta 3a beorpan
n3Hocu 11,88.

VY cxyamy ca OBakBMM HMHJAEKCOM ITyTOBama je M pe3ynrar na je beorpang mpumapna
nectuHanyja 3a ceera 12,33% typucra. Uumenunna na je Behuna typucra npe beorpana 6una y
HEKO] CYCEIHOj 3eMJbH M Ja Cy mociie beorpaga oTHIIIM y HEKy CyCeIHY 3eMJby MOXE ce
o0jacHuTH Haj00JbOM caoOpahajHOM MOBe3aHOWINy ca ympaBO THUM 3eMJbaMa M HBHUXOBOM
6mu3uHoM. CBu aHkerupaHu cy beorpaj HamycTunu Bo3oM, anu je ox Tor 6poja 18,82% y
Beorpan monuio HeKMM APYTUM BHAOM IpeBo3a. byaummnemra (24,56%) u 3arpeb (14,38%), xao
JIOMUHAHTHE MpeTxonHe nectuHauuje, u byaumnemra (33,45%) u Codwuja (30,31%), kao
JIOMUHAHTHE HapeJHEe JCCTHHAIMje, UCTUUYy ce 300r mo0pe caoOpahajHe moBe3aHOCTH Koja je
HOCTIeNIIAa BEUXOBOT TI0JI0XKaja Ha KOPHIopy X.

[MocmaTpajyhu mpoceuHe rouiImbe Mpuxoe JoMalinHCTaBa UCTIMTAHUKA, 3amaxa ce Ja
79,91% mwux uma npuxozxe Behe ox 5.000 eBpa mo nomahmHcTBYy. OBO je 3HaTHO Behe on
MPETXO/JHO HAaBEJCHUX IMOJaTaka M3 JUTEeparype, ITO ce oOjalimaBa BHCOKMM yuelihem
UCIIHTaHUKA M3 BHCOKOPA3BHjCHMX 3aIlaJJHOCBPOINCKUX 3eMaba, Ad U UYHICHHUIOM Jaa ce
pe3ynTaTd U3 aHKeTe He OJHOCE Ha JIMYHA MpHMama. [IpocedHa MOTpomma KOjy cy 3a Bpeme
CBOT IIEIOKYITHOT OOpaBKa OCTBApHIN TYPHCTH KOjU Cy OCTBApWiIM Oap jeaHo Hoheme M3HOCH
80,32 eBpa, 10K HHUXOBA MPOCEYHA MOTPOIIIHA MO JeJHOM JlaHy OopaBka u3HocH 35,84 eBpa (n =
216). Bume ox 30 eBpa no nany 6opaBka norpomuino je 50,9% ucnuraHuka, IITO je BUILE OJ
CBETCKOT' TIpoceka Koju m3Hocu oko 40% (Tourism Research and Marketing, 2013). Jenan ox
y3pOKa OBaKBHX pe3yiTaTa CHTYpPHO je JOMHUHAHTHO ydemhe HMCIHTAaHHKA M3 BHCOKOPA3BH]jEHHUX
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€BPOINCKKX 3eMasba. [[poceyHa moTpolIma Kojy Cy OCTBAPUIIM TPAH3UTHH TYPUCTH U3HOCHU 25,98
eBpa (n = 65).

Y anammu o00pa3oBHE CTPYKType MWCIMTaHUKa, 3amaxa ce mpa je 46,5%
BUCOKOOOpPA30BaHMX, IITO je Yy CKIAAy ca TeHePATHUM MPO(UIOM OMIaIHHCKOT Typucte. On
yKynHor Opoja mcnurtanuka, 53,15% je 3aBpmmiio cpeamy mkoidy. Tpeba ucrahu ma 43,36%
CBHX aHKETHPaHHX YHHE 0co0e KOje Cy CTeKJe cpelme o0pa3oBame, alu KOje Cy CTYICHTH,
OJ/IHOCHO KOj€ Cy y MpOIIeCy CTHIIakha BUCOKOT 00pa3oBama.

3ak/pyyak

IMopehewem nobujeHnx pesynirara ca mokaszaTeJbuMa Ha CBETCKOM HHBOY yodaBa Ce
ycknaheHocT y BehuHM ciydajeBa. 3HauajHa pa3iuka 3alaxa ce y CTPYKTypH KopHUINeHuX
CMEITajHUX KamanureTa. Mako je 3a 0BO 0JICTyname JaTo MOTEHIH]aTHO 00jallbenhe, OTPEOHO
je UCTpaXKUTH MOTECHIUjaTHy Be3y ca JpyruM (akTopyrMa, Kao IITO je HIIp. CTPYKTypa XoTena y
Beorpany mo kateropujama. OrpaHndeHa MOHYZA KBAJIMTETHHX XOTeNa HIDKHX KaTeropwja Ha
JOCTYIHUM JIOKaIljaMa MorJia 01 ja yTH4e Ha OJUIYKY Jia Ce IIPEAHOCT A XOCTEINMA.

3HauajHo ydyemhe TPaH3UTHHX TYPHUCTa, HU3aK HMHIEKC IyTOBamba M UHMILCHUIA 1A
Bbeorpax mpexcraBba NMpUMapHy AECTHHANHW]Y 3a Maju Opoj TypHcTa yka3yjy Ha HCTaKHYT
TPAaH3UTHH KapakTep OMIAIMHCKOr Typu3Ma y beorpamy. OBo moTBplyjy W AOMHMHAaHTHE
IPETXOJHE U HapeqHe AeCTHHANNje, Koje ce Hamase Ha Tpacu Kopumopa X. Mamum 6poj Typucra
Koju je HakoH beorpana moceTno Heky Apyry JdectuHanujy y CpOuju HarnamiaBa TPaH3UTHU
Kapakrtep Koju beorpan, anu u Halia 3eMJba TeHEPAITHO UMa]jy 32 0Baj TYPUCTUYKH CEIMEHT.

Ha oCHOBY ca3Hama CTEUEHHX OBHM HCTPaXXHBAFbEM, MOTY Ce€ IPELIOKHUTH oapeleHe
IIPUOPUTETHE AaKTHBHOCTHU KOj€ OM Pa3IMYUTH aKTePH U3 IPUBATHOT U jaBHOT CEKTOPA YKJbYUECHH
y TYPUCTHYKY AEJIaTHOCT Tpedalio ja CIpoBefy y LIJbY IT000JbIIamkha oapel)eHnx nokaszaTespa:

e ycMepaBamke MApKETHHIIKMX aKTHBHOCTH Ka ClIa0Hje 3acCTYIUbCHO] IIOTKaTerOpHujH
CTapUjuX OMIJIQAMHCKUX TypucTa (2629 romuna), kako Ou ce mHUXOB Opoj mosehao,
mTo 61 MOIVIO MMATH UMILIMKalMje Ha noBehaHo ydyenihe XxoTena y yKylnHOj CTPYKTYpU
CMEILTAjHUX KanaluTeTa

e  [pomnaraHiHe aKTMBHOCTH Y CaMoj OECTHHALMjH Kako OW ce TPaH3UTHH OMJIAJUHCKH
TYpUCTH JOAATHUM HH(pOpMalHjaMa O TYPHUCTHUYKOj MOHYAW TOICTAKIA Ja OCTBape
Hohewe y beorpany

e Ipomarupame aTPaKTUBHUX JecTHHanuja y OmmsuHM beorpama wmimm Ha myTy Ka
JOMHUHAHTHHM OJIPEIMIIHAM JECTHHAIMjaMa Kako OM ce JACIEHTPAH30Ba0 IIPOMET
OBOT TYPHUCTHUYKOI CETMEHTa, a JHUCIep3HWja IbEeroBe MOTPOLIKE JONpPHHENIA
paBHOMEpHHjEM PETHOHATHOM Pa3BOjy

e  capajma ca HOCHOIMMA TYPUCTHYKE MPONAraHje y ITaBHUM NPETXOMHUM H HapeIHHM
JeCTHHAIMjaMa, [P YeMy ce HapOYMTO MHCIM Ha Byammiemry, kao NOMHHAHTHY
NPETXOAHY, alli M HapeIHy AECTHHALM]Y OMIIAAMHCKUX TYPHCTa KOjH Cy MOCETHIIH
beorpan
Bynyha ucrpaxnBama CEerMEHTa HMHOCTPAaHHMX OMIIQIMHCKUX Typucta y beorpamy

Tpebano na 6u na Ha BeheM y30pKy MCIUTajy MOKas3aTesbe KOjU cy oOpalleHu y OBOM pany.
Taxohe, moTpeOHO je U3BPIIUTH YK€ YCMEPEHA HCTPaKHBama Koja Ou ce 0aBWIIa HCIUTHBAHEM
HOjeJUHUX TpyHa II0Ka3aTesba, Kao INTO Cy OHHM BE3aHH 3a MOTHUBAIM]jy, HOTPOIIY,
nH(OPMHCAHOCT, 33T0BOJCTBO OCETOM M cmuHO. Mako ce XKene3Hnuka craHuia mokasaua Kao
aICKBaTHO MECTO 3a aHKCTHUpAame CTPAHHX TYPHUCTA, jaCHO j€ YOUCHO OJCYCTBO WIJIM Malo
MPUCYCTBO TypucTa u3 3eMasba Ousie COPJ. V cknany ca Tume, jenan oj 3aaaraka 3a Oyayha
HCTpaXKMBama Ne()HHUTHBHO OCTaje IPOHANAXEHE aJeKBaTHHX MeCTa 3a aHKCTHPAamke OBUX
TypUCTa, KOju OM ce 300T KyJNTypOJIOIIKO-je3M4YKEe MMOBE3aHOCTH Ca HAIIOM 3€MJbOM MOTJIH
TPETHUPATHU Kao MOJCETMEHT YKYITHIX HHOCTPAHHX OMIIaJJMHCKUX Typucrta y beorpany.

Buneru nuteparypy Ha cTpaHu 9
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