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Abstract 

In the tourism and hospitality industry, entrepreneurs have great potential for creating new jobs. 

Likewise, the sophisticated desires of modern tourists are creating demand for new types of jobs 

and new interdisciplinary professions on the global tourist market. New types and levels of 

professions require new knowledge, capabilities and skills, which is why entrepreneurs-employers 

are searching for the interconnected competencies of their existing and/or future employees, such 

as communication skills, analytical skills, problem solving skills etc. Only the employee who fulfils 

such conditions will be able to satisfy new requirements on the labour market, and employers who 

keep introducing and improving the effectiveness of an active educational policy will be able to 

compete on the world tourist market. The business excellence of enterprises will only be achieved 

with lifelong learning. The aim of this paper is to emphasise the importance of the lifelong learning 

of entrepreneurs in the tourism and hospitality sector within the Republic of Croatia, through a 

prism of key EU documents. The purpose of this paper is to increase an awareness of the role of 

lifelong learning among entrepreneurs in the tourism and hospitality sector with respect to creating 

new professions and new jobs. 
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Abstract 

The goal of this paper is to link social responsibility and quality of life. In the introductory part of 

the paper, quality of life is defined from different standpoints and disciplines in order to draw 

attention to its complexity. The quality model and the positioning of social responsibility are then 

discussed. The last part of the paper deals with connections between tourism and quality of life, and 

the way tourism contributes to increasing the quality of life. 

Key words: quality of life, social responsibility, tourism  
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ABSTRACT 

This paper analyses the causes of the catering industry inflation, pre- and post-adoption of the euro 

in Slovenia. The empirical analysis of the inflation factors in the catering industry is based on the 

monthly statistical data during the 2000–2007 period. The empirical analysis confirms that catering 

industry prices are positively associated with the wages in the catering industry, the demand for 

tourist services, and the adoption of the euro. The two common components are identified by using 

the principal component analysis: first, the general level of prices and wages in the catering 

industry and, second, the euro price adoption and later euro price stabilization and demand in 

catering industry. The multiple regression analysis confirms the association of the catering industry 

prices with the wages in the catering industry, as well as with the euro adoption in Slovenia and by 

demands for tourist services. 
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Abstract 

Education is an important factor in tourism development in the Gorenjska region. The catering and 

tourism secondary school in Radovljica, which is analysed in this paper, aims to be integrated into 

improvements in the quality of supply of tourist products and services in the sustainable 

development of the Gorenjska tourist destination and particularly for the education of employees in 

tourism. The quantitative analysis is based on the conducted survey analysis. With summary 

statistics, regression analysis and factor analysis, we investigate the motivation for the decision for 

the enrolment into the catering and tourism school in association with the opportunities for the 

continuation of education and employment and labour market developments. We evaluate tourist 

education programmes regarding the satisfaction of scholars with the knowledge gained and 

practical experiences. With factor analysis, we identify the common factors and the most important 

weights of variables to derive managerial implications to improve the school image for the 

enrolment and satisfaction of students for catering tourism education. 

 

Key words: tourism, education, employment, sustainable development, Gorenjska, Slovenia. 
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Abstract 

Innovation communication is one of the important enablers of sustainable development of any 

(innovation) ecosystem. In my paper, I intend to show the role of innovation communication within 

sustainable development models, and suggest how these could be applied to tourism. I will use 

examples from innovative local community projects, corporate environments and innovation 

ecosystems that I have experienced. The article will also include recommendations on courses of 

action and a list of issues that need to be addressed when the principles of innovation 

communication are applied to a specific environment. 

 

Key words: innovation, innovation ecosystem, innovation communication, sustainable 

development, tourism 
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SUMMARY 

While Slovenia was introducing a new hotel classification system, seven European countries within 

the European Association of Hotels and Restaurants (HOTREC) founded an association called 

“Hotelstars Union”, which would be in charge of the unification of quality criteria of hotels in these 

countries. Given that the HOTREC last year opposed the initiatives of the WTO and IHA on 

unifying hotel standards, the agreement of seven countries is somewhat of a surprise. During the 

introduction of the new hotel classification system in Slovenia, it was clear that many hotels did not 

reach the level of standards introduced by the classification system of hotels in 1998; therefore, 

Slovenian hotel owners came to believe that they would easily gain and keep their stars if Slovenia 

joined this association and, indirectly, take over the German hotel classification system. What the 

German system actually includes and in what respect it is comparable with the Slovenian system is 

unknown to many hotel owners as well as to some experts. We have therefore prepared a brief 

overview of the variations in the quality standards of hotels in Slovenia and Germany.  
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Abstract 

This paper represents the search for connections between tourism, culture and intercultural 

competence development. When encountering other cultures, we are offered countless 

opportunities to develop our intercultural competence. However, we have to be aware of the fact 

that without motivation and openness, such encounters will not contribute to our intercultural skills 

development. Tourists and students of tourism frequently travel to other countries, but tend to 

spend time abroad in the company of their compatriots or other foreigners staying in that country. 

As a result, they do not spend much time with local inhabitants. Students often take part in different 

student exchange programmes and stay in other countries for longer periods of time. Nevertheless, 

if they are not motivated and open they may not contribute to intercultural competence 

development at all. The paper intends to offer several models of intercultural competence and 

insight into its development. This could be a modest contribution to the fact that in the future 

people should not be travelling to other destinations, but to other people. 
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Abstract 

This paper investigates higher education demand in Slovenia, which is investigated in general and 

in the field of tourism, using regression analysis on time-series data. We find positive and 

significant association between the higher education demand in general and the demographic and 

socio-economic circumstances. Demographic trends in general slow down or even decrease 

demand for higher education, while socio-economic factors mostly encourage demand for higher 

education. However, the demographic factors have much stronger impacts than the socio-economic 

factors, which pushed the higher education participation rate almost up to its limits. We analyze the 

movements of demand for higher education in the field of tourism in the last years and compare 

them to the movements of the demand for higher education in general and to the movements of the 

demand for tourism in Slovenia. Demand for tourist services is a factor that encourages demands 

for higher education in the field of tourism. Finally, we derive some conclusions about higher 

education demand determinants in Slovenia in general and in the field of tourism and propose some 

recommendations for national educational policy. 
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Abstract 

Sustainable tourism is a contemporary tourism trend. One of the main principles of sustainable 

tourism is to optimize the use of environmental resources that represent key element of tourism 

development, while simultaneously sustaining ecological processes and contributing towards the 

preservation of natural heritage and biodiversity. 

Protected areas represent an increasingly significant segment in tourism development. However, 

they also represent a basis for protecting nature together with its biodiversity and ecological 

systems for the sake of themselves and for the future generations. They represent safe havens for 

endangered species as well as possibilities for scientists to explore and study the environment in its 

unspoiled state. Bearing that in mind, different categories of protected areas are established 

according to the existing standards each different area has previously had. 

In order to protect the environment and provide services to ecologically aware and devoted tourists, 

protected areas have principles of sustainability as basis for their management. It is obligatory that 

they have certain specific indicators of sustainable development of tourism. 

Therefore, it is essential to provide the compatibility of tourism (i.e. ecotourism in this specific 

case) with activities allowed in different categories of protected areas. Also, with reference to the 

profile of typical eco-tourists and activities they engage into as well as to their environmental and 

experiential expectations, it is necessary to determine which specific categories of protected areas 

meet their tourism-related needs. 

The management of protected areas must include all the above-mentioned in their planning and 

operational phases, since it has to fulfil a dual role – that of protecting the environment and 

providing services tailored to specific tourists (visitors of protected areas). Due to that fact, 

governments are responsible for proclaiming protected areas according to globally existing 

standards and to the specific standards of each country.  

Finally, already-existing systems of establishing and managing protected areas should represent 

role models for the countries where there are no such developed systems and serve as resources for 

the transfer of knowledge and experience. 

 

Key words: protected areas, sustainable tourism, environment protection, eco-tourist, destination 

management 

 

 

 

 

 

mailto:fdjokovic@sinigidunum.ac.rs
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Abstract 

Turizem KRAS is the legal successor to the managers of the natural assets of the Postojna and 

Predjama cave system, which this year celebrates 192 years of operations. Postojna is a highly 

telling example of how discovering a site of special interest such as Postojna Cave may impact the 

development of tourism and the development of a tourist locality. In the 19
th
 century, Postojna was 

famous as a climatic resort; in the summer heat, it was a favourite among visitors from Trieste; 

special trains ran from Vienna to Postojna, and visiting Postojna Cave was a matter of prestige. The 

hospitality business flourished. In 1894, Postojna had seven times more visitors than all of Bled, 

more than Lago di Garda, Bad Aussee or Villach. This was further influenced by a few other 

factors – above all the arrival of the Southern Railway. A large part of the public infrastructure in 

the locality resulted from successful tourist development and the indirect benefits received by the 

town. 

A guest visiting Postojna today does not experience the cave and the town as a single entity. While 

the town enjoys the advantage of the concession fees from the tourist exploitation of Postojna 

Cave, it cannot be said to be a tourist town. Why not and what the solutions might be is the topic of 

this paper. 

 

Key words: Natural heritage management, development of tourist locality, sustainability. 
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Povzetek 

Kamnik je eno najstarejših slovenskih mest, ki ga odlikuje bogata kulturna in naravna dediščina. 

Pomemben razvoj turizma je mesto doseglo ob koncu 19. stoletja, ko je ob reki Kamniški Bistrici 

delovalo zdravilišče Kurhaus, ki je temeljilo na Kneipovi metodi.  

Enega večjih potencialov za razvoj turizma na območju Kamnika zagotovo predstavlja kulturni 

turizem, ki temelji na bogati zgodovini in številnih kulturnih spomenikih. V Kamniku si že vrsto let 

prizadevamo za izboljšanje kakovosti življenja; s številnimi prireditvami, ki jih pripravljamo skozi 

leto Kamničanom in turistom skušamo zagotoviti kvalitetno preživljanje prostega časa. Pri 

organizaciji prireditev uspešno sodelujejo različne kulturne ustanove, koordinator večjih projektov 

je Javni zavod za turizem.  

Ena najbolj prepoznavnih prireditev za Kamnik so zagotovo tradicionalni Dnevi narodnih noš in 

oblačilne dediščine, ki se vsako leto odvijajo v drugi polovici septembra. Letos prireditev praznuje 

pomemben jubilej, saj pripravljamo že 40. Dneve narodnih noš.  

V referatu bo predstavljen okvir razvoja kulturnega turizma v Kamniku, prizadevanja za dvig 

kakovosti življenja v mestu ter pomen večjih prireditev v celotni strategiji razvoja turizma v 

Kamniku.  
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Abstract 

It is in the nature of tourism to integrate the natural, cultural and human environment, and in 

addition to acknowledging traditional elements, tourism needs to promote identity, culture and 

interests of local communities – this ought to be in the very spotlight of tourism related strategy. 

Tourism should rely on various possibilities of local economy, and it should be integrated into local 

economy structure so that various options in tourism should contribute to the quality of people's 

lives, and in regards to socio-cultural identity it ought to have a positive effect. 

Proper treatment of identity and tradition surely strengthen the ability to cope with the challenges 

of world economic growth and globalisation. In any case, being what you are means being part of 

others at the same time. We enrich others by what we bring with us from our homes. (Vlahović 

2006:310)    

 

Therefore it is a necessity to develop the sense of culture as a foundation of common identity and 

recognisability to the outer world, and as a meeting place of differences. Subsequently, it is 

precisely the creative imagination as a creative code of traditional heritage through intertwinement 

and space of flow, which can be achieved solely in a positive surrounding, that presents the added 

value in tourism.   

 

Only in a happy environment can we create sustainable tourism with the help of creative energy 

which will set in motion our personal aspirations, spread inspiration and awake awareness with the 

strength of imagination. Change is possible only if it springs from individual consciousness – „We 

need a new way to be happy” (Laszlo, 2009.). It is impossible to be successful and create tourist 

products that will suit man's needs in a diseased and miserable environment. That is the space of 

standstill where nothing „flows“, or moves in a harmonious manner.  

 

That is how people, who ought to be the creative force in a tourist destination, become blocked: 

their bodies become detached from their hearts, their hearts from their minds, and their minds from 

their bodies. They think one thing, feel the other, and end up doing something completely different, 

living in a state of constant contradiction. They cannot be liberated in their thoughts if they are not 
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free emotionally, and they cannot be free emotionally if they are not liberated in their life customs 

(in economical and social relations). 

  

Oral Croatian literature (stories and storytelling) presents a potential resource in cultural tourism 

and a „soul vitamin“, if interpreted properly. This paper will show how this part of non-material 

heritage can become a remedy and the road to recovery through which we heal the individual being 

as well as the local community as a tourist destination, and it is precisely that this „returning to 

yourself“ helps that kind of tourist destination becomes a community of happy people in which 

tourism suiting the needs of man will be an option. Every tourist will feel welcome in such a 

community, and every tourist will perceive such a tourist destination as a milieu of felicity and 

pleasure.     
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Povzetek 

V prispevku bomo predstavili ključne teme, ki gradijo zgodbe zaposlenih v turizmu. Teme 

vsebinsko posegajo in pojasnjujejo pretekle dogodke in okoliščine ter razloge, ki so vplivali na 

odločitev posameznikov za izobraževanje in delo v turizmu. V prispevku bomo predstavili vplive 

socialnega okolja in individualne razloge zaposlenih za odločitev za delo v turizmu. Zanimale nas 

bodo njihove izkušnje v zvezi z iskanjem in pridobitvijo prve službe ter nadaljnjim razvojem 

kariere. Zgodbe zaokrožamo z vsebinami povezanimi z današnjo zaposlitveno situacijo in 

pogledom za naprej. Raziskava je kvantitativna. S pomočjo strukturiranega intervjuja smo pridobili 

več kot sto zgodb zaposlenih na širokem področju turistično-gostinskega sektorja. Vzorec zajetih v 

raziskavo je priložnosten, vendar demografsko pester in raznolik, zato pričakujemo relativno dober 

vpogled v problematiko zaposlovanja, dela in razvoja kariere zaposlenih v turizmu. 

 

Ključne besede: Zaposleni, zaposlovanje, prva služba, razvoj kariere, zadovoljstvo, turizem 
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Abstarct 

This article describes the importance of quality events for visitors, the standardization and 

categorization of events relating to the quality of organization, the quality of the staff working on 

an event, the quality of the performance programme and the quality of performance services. 

Considering the fact that specific legislation on events has not been passed yet, in the conclusion 

we present guidelines for the composition of teams. We will also present certain items that we 

believe need more attention. 

We believe that appropriate legislation will help to organize and conduct better, higher quality and 

safer events for all visitors. Consequently, critical moments at events and thus the abuse of 

consumers’ rights would be prevented. Certainly, the events (because of their diversity and 

abundance) make possible more varied and better quality of leisure time to the local population as 

well as to tourists. With their participation on the various events (both cultural and artistic), visitors 

gain new knowledge. 

This is qualitative research, based on scientific publications. Some data were collected by the 

Statistical Office Republic Slovenia (SURS). Of course, we cannot ignore the key definitions by 

various authors.  

 

Key words: standardization and categorization of events, regulations and laws, quality event, 

leisure and quality of life. 
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Abstract 

The “Heart of Slovenia” is a brand that connects projects, initiatives, events and products in an 

area, geographically formed in the shape of the heart. It is a destination that, on the basis of many 

high-quality attractions and services, represents a magnet for a pleasant stay for unique experiences 

and adventures. 

The founder and the owner of the brand The Heart of Slovenia is the Development Centre Litija 

(RCL), which continues to develop this brand and sub-regional area through different local, 

regional and international projects. Through developmental partnership, RCL spreads positive 

energy through the conscious identification of the local people. Through networking and upgrading 

the contents of the tourism services, the area gains better recognition and added (also social) value 

under uniform brand of the Heart of Slovenia.  

This umbrella brand brings to its partners (municipalities, tourism organizations and associations, 

providers of tourism services) a series of advantages: faster recognition of already existing brand of 

the area, better enrolment in wider social recognition, easier access to calls for funding and 

information, the possibility of mutual promotion on tourism market etc. 
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Abstract  

 We live in an era in which tourism research is infiltrated with new methodological and 

epistemological thoughts (e.g., Atkinson, 1990; Du Gay, 1997; Long, 1997). Tribe (2005) contends 

that tourism and hospitality studies are beginning to make a slow retreat from the binds of logical 

empiricism into alternative methods. In doing so, Tribe argues, that we have moved beyond a strait-

jacketed fascination with positivistic research to embrace more reflexive and critical paths of 

inquiry.  

 This paper argues that tourism research and education of the 21
st
 century is not only facing 

new thoughts in connection with epistemology, but also related to questions of an ontological 

nature, i.e. new tourism education and research should acknowledge the different arenas of reality 

that our students use for knowledge sharing, learning and acting. We thus claim, that in order to 

understand and engage students with topics such as sustainability in tourism, there is an urge to 

replace classrooms, at least to some extent, with virtual places where students spend time, think, 

interact and share ideas with one another in a way that resembles their daily interaction and 

communication patterns.  The implication may be a new collaborative method of knowledge 

creation. This paper thus deals with new and innovative methods in education, based on knowledge 

sharing, creativity and networking, illustrated by a case study on Sustainability & Tourism 

inquiries on Facebook.   

 

Key words: inquiry learning, sustainability, knowledge sharing, creativity, networking 
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Abstract 

The paper aims to analyze the impact of financial crisis on the Slovene tourism industry. The 

analysis was performed for the 2004–2009 period. The tourism industry evidenced positive trends 

of nonfinancial indicators in the 2004–2009 period. In the 2004–2008 period, the average annual 

growth rate of tourist arrivals was 4.28 %. Following the recognized growth of non-financial 

indicators (number of tourist arrivals, overnight stays, and accommodation facilities), we expected 

no influence of the financial crisis on Slovene tourism. A further analysis of financial indicators 

provided surprising results. Despite the fact that non-financial indicators did perform even better 

than forecasted, the financial results were very poor. Financial ratios demonstrated that the 

financial performance of the Slovene tourism sector is alarming. Return on assets and return on 

equity ratios are low, even negative. A further analysis provided evidence that the principal reasons 

that lead to these results were excessive costs of operations (increasing costs of work and 

amortization). Increased financial expenses (as a result of increased debt financing) lead to 

increased total expenses. Increasing total expenses resulted in a negative income.  

For the analysis of financial performance of tourist enterprises, the most appropriate data are those 

provided by AJPES. In accordance with the fact that they will be available in September 2010 (data 

for the year 2009), we analyzed the effect of financial crisis on the basis of data provided by Tax 

Administration of the Republic of Slovenia. The basis for the analysis was th  value added tax 

(VAT) for the 1.1.2009–30.9.2009 period. The data from the year 2009 were subject of comparison 

with the year 2008 to improve the information value. On the basis of our analysis, we can see no 
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evidence of change between 2008 and 2009 in the income structure of individual tourism sector. In 

the year 2009, almost a quarter of incomes was derived from restaurants and other eating places. 

This is followed by casinos and hotels, contributing 14% of income. Ten percent of income relates 

travel agencies and beverage services. From the analysis of VAT for the nine-month period 

(comparing 2008 and 2009), we can make a comparison of realized income and the share of 

income compared with the year 2008. In 2009, the tourism sector cumulatively realized 93.45% of 

income that was realized in 2008. Major derogations of VAT were present in income that was 

realized from products and serviced that applied 20% of VAT (almost 10%), while there is no 

major derogation in realized income related with the lower rate of taxation (just 1.37 %). 

A worse financial picture in the year 2009 was a further consequence of price reductions. A low 

profit margin and value added per employee in the tourism sector confirm that we have to introduce 

radical changes. Products with higher added value are indispensable. Poor financial results of the 

tourism sector are evident also in comparison with the economy average. To that end, major 

changes are inevitable in the Slovene tourist sector. 

 

Key words: financial analysis, financial crisis, performance, tourism industry 
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Abstract 

The term “tourism” is often thought of visiting, traveling, for fun and pleasure, while tourism 

development includes the development of catering, transport, trade, water supply, municipal 

services (primarily cleaning), health, cultural and artistic life, tourism advertising, agency services, 

training staff for this branch of activity etc. All of these factors affect the development of tourism 

and vice versa.  

Over 15 million rooms in hotels and other catering facilities are available worldwide. In accordance 

with the increasing automation of production processes and the penetration of computers into all 

the facets of human society, futurists rightly predict the reduction of work and increase leisure time 

and further growth of living standards, which favors a more intensive development of tourism.  

 

Key words: tourism, space, organization, planning.  
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Abstract 

The contents of this paper is based on the solutions of different approaches for the same kinds of 

problems in organizations, and leaders can serve different organizations, depending on the specific 

situation, to choose approaches that fit the organization, conditions where the decision should be 

implemented. 

The main intention of this paper is to point out the place, role and importance of benchmarking in 

the process of efficient and effective management of airports, as well as in gaining competitive 

advantage. Constant change in all areas of life is a basic feature of the present time. Such change is 

a condition of a survival organization, fitting in integration flows, and the main feature of its 

development. Advanced organizations in the West have gone through four waves of transformation 

only in the last thirty years. The goal is to have a concise and comprehensive view of the concept of 

benchmarking from a wide spectrum of scientific papers and to explain how the media contribute 

to the efficiency and competitiveness of business. Being competitive means being better, cheaper 

and faster than other market participants. 

 

Key words: competition, benchmarking, market quality. 
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  Abstract  

Systems thinking belongs to the methods of the systems approach, which appeared in 

contemporary science with Bertalanffy’s General Systems Theory in the 20
th
 century. Practically, 

it was first brought into force in the educational and training area in the form of different 

computer simulations and later as tools for decision-making and organisational re-engineering. 

Tourism as a complex system with certain structural end behavioural properties has softly defined 

problems and uncertain phenomena, especially regarding relationships between tourism resort 

management and local communities. The decision making from both sides (local community and 

tourism resort) brings challenges to both parties. In order to find an optimal solution a 

methodology is needed: one which masters softly structured problems. A systems approach with 

systems thinking and modelling represents an excellent approach for soft-problem solving. 

Models are essentially simple and, as describers of the activity of basic mutual model, determine 

values. In this paper, we will describe systems thinking from its both its theoretical and practical 

points of view, and develop a qualitative CLD model of convergence between a local community 

and a tourism resort, which will be followed by quantitative SD model.  

 

  Keywords:  systems thinking, local community, tourism resort, decision-making, modelling 
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Abstract  

Because of the complexity of service, catering is one of more demanding parts of a special event. A 

caterer of special event needs to have a well-made business plan, with which he harmonises all 

factors of the event. Catering must be aligned with security services and regulations, event 

performance rules and with the management of the venue. Furthermore, the caterer must have 

personnel who know all processes and are suitably trained in the fields of gastronomy and tourism. 

As a case of good practice, we have analysed entertainment at the SILA event Slovenia, which is 

complex from the security side, number and class of the guests and the type of service, dishes and 

drinks.  

 

Keywords:  special event, catering, local community, professionalism, quality 
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Abstract 

Demand for tourism is a function of growth in the economies of individual markets. With economic 

growth, consumption also grows. Consequently, the tourism sector generates relatively high 

income. Simultaneously, the decline in economic growth influences falling consumption and the 

revenue related to tourism. In times of economic recession, it is necessary to find new ways of 

doing business. Using the region in which they are, to form new products is certainly a step 

forward in tourism. Some global travel agencies offer tour travels in Vienna, Ljubljana or Venice, 

suggesting that tourism is transnational. Furthermore, when considering how to combine products 

of different regions, we should also think about regional integration in one of the same or similar 

products. The questions are how to motivate the same tourists who spend skiing holidays in Austria 

to spend sunny holidays in Slovenia and how to link the regions in the sales of same products such 

as cycling. The answers to those questions bring new challenges to the market. 

 

Key words: region, tourism, economic growth, integration, new tourism product 
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Abstract 

“Roots Tourism” describes the phenomenon of the return visits of emigrants to the country of 

origin or the country of their ancestors. This term has gained widespread acceptance, but remains 

relatively unknown in Slovenia, despite the country's considerable diaspora of over 300,000 

persons of Slovene origins. The paper presents the main characteristics of this segment of the 

tourist industry and discusses the results of the primary research in this field, which focuses on the 

geographical, social and economic aspects of tourist visits of people with Slovene origins from the 

United States of America to Slovenia. The research, based on data collected by online 

questionnaires, was conducted between April 2008 and January 2009 and included 150 respondent 

families in 25 US states. 

 

Key words: “Roots Tourism”, Slovene emigrants, United States of America 
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The Hidden Potentials of Tourism 
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ABSTRACT: 

What are the key factors for success in tourism? Are these factors really only location, 

infrastructure, employees, good offers and good marketing or do we have to look at it from a wider 

perspective? Who are the stakeholders and how do we analyze their role in these relationships? We 

can do much more with less effort just by being aware of and connecting a wider circle of 

stakeholders. Using the stakeholder analysis method, we can identify hidden potentials by 

analyzing the influences and interactions of stakeholders in tourism. This article is shows how we 

can use the “stakeholder analysis” method from project management with a systems thinking 

approach to create the “big picture”. This method enables us to use the hidden potentials in tourism 

for higher quality of life by linking science and experts with the environment and people. 

 

Key words: tourism, stakeholder, stakeholder analyses, system thinking, project management, 

quality of life 
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Abstract 

An Olympic legacy for all? A longitudinal scoping review of non-infrastructural social impacts on 

low-income groups in the host community (Atlanta 1996-Beijing 2008) 

The paper reports on the findings of an IOC-funded study into the non-infrastructural impacts of 

the seven most recent Olympic Games on low-income groups in the host community.  

Academic discussion of the socio-economic impacts of the Olympic Games on socially excluded 

groups has exposed a divide between supporters and critics of the use of mega-sporting events to 

achieve social goals. While some see the Olympics as mere commercial boosterism, others argue 

that mega-events can act as catalysts to achieve social transformation. Thus far, academic studies 

have tended to focus more on the infrastructural changes to the city, than on the more intangible, 

non-infrastructural effects. Research evidence of the effects of such programmes (such as sport 

initiatives, volunteering opportunities, training and employment schemes etc.) of low-income 

groups is even scarcer, and when it exists often only discusses one host city or programme. 

This scoping review has aimed to collect data from the seven most recent Olympic cities (Atlanta, 

Nagano, Sydney, Salt Lake City, Athens, Turin and Beijing) to examine these non-infrastructural 

social impacts. Secondary data (academic, Olympic and other publications) were combined with 

email interviews with researchers, politicians and social organisations with specialist knowledge of 

the particular host cities. For each city, between 13 and 26 data sources were used, of which at least 

five were primary sources. 

The findings show little evidence of non-infrastructural benefits for socially excluded groups as a 

result of the Olympic Games. Most primary respondents either indicate that no actions in this 

direction were taken, or that the initiatives that were in place were not well-targeted. The study 

concludes that even though the track record is poor, there is a growing focus on the social 

sustainability of mega-events, and makes recommendations on how this could be achieved more 

meaningfully. 
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Abstract 

The paper analyses the planning framework for the sustainable territorial and regional development 

of tourism destinations. Spatial and environmental planning should play the key role in the 

coordination and integration of different planning grounds in achieving the sustainable 

development of tourism destination. In Serbia, problems occur in regard to the lack of coordinating 

planning grounds. Furthermore, the strategic environmental impact assessment has been 

implemented only in the spatial planning process. Through the spatial planning process, its 

feedback effect on strategic planning in tourism has been only indirectly achieved. The conflict and 

consequences that occur in the planning practice of tourism development, heritage protection and 

the quality of life of the local community have been observed in the case of Stara planina. The key 

problems have been indicated: the lack of coordinating strategic tourism planning with spatial and 

environmental planning, inadequate institutional-organizational arrangements, as well as the 

insufficient incorporation of local citizens, stakeholders, public and nongovernmental sector in the 

process of adopting and implementing the planning decisions. The advantages of implementing the 

strategic environmental impact assessment as an instrument for the sustainable development of 

tourism destination have been discussed. The priority actions in Serbia for improving the 

coordination of spatial, environmental and tourism planning grounds, and of incorporating different 

actors for more efficient management of sustainable development of tourism destinations have been 

indicated. 

 

Key words: sustainable development of tourism destination; cultural landscape and heritage 

protection; quality of life of local community; spatial, environmental and tourism planning; 

strategic environmental impact assessment.  
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Abstract 

Significantly strong brands need to be initially well accepted among their internal stakeholders. 

According to the present theoretical background in the field of country brands, awareness and 

acceptance of the brand is first detected among those stakeholders who are also professionally 

involved in its development and marketing. Later, it usually also accepted by the inhabitants of the 

country. Moreover, a prerequisite of awareness and acceptance of the brand by internal 

stakeholders requires an appropriate strategy, which is carried and operated by the administrators of 

the brand. 

The brand “I feel Slovenia”, which was officially launched at the end of 2007, is the first real 

country brand since Slovenia’s independence and includes all the key areas of the country; 

therefore, various stakeholders in all these areas participated in the creation of the brand. The 

brand-making process had different stages, as its creators first invited different professionals and 

later the representatives of the key areas of the country and, lastly, the people of Slovenia to 

participate in the process. On the basis of their opinions, the identity of the mark “I feel Slovenia” 

was formed. It defines the key elements of identity (vision, mission, personality, values, distinctive 

advantages and benefits) that are common to all the fields and through the functional, emotional 

and experiential level promises the highest level of experience of “Slovene green”. The defined 

characteristics of identity brand are also listed in its manual, which represents its key document for 

the further development of the brand. 

The results of preliminary studies indicate that the brand “I feel Slovenia” is well known to the 

Slovenian public. The familiarity and affection to the brand are mainly due to its visual elements 

(logo and slogan). In the article, we examine the extent to which identity features are known to the 

professional public and the people of Slovenia. We invited representatives of two focus groups to 

participate in the study. The first target group included representatives and so-called opinion 

leaders in key areas of the country (economy, tourism, government and professional spheres, 

culture, sport and science) defined by the “I feel Slovenia” brand manual. The study included 18 

selected representatives of the domestic public as to the scope of activity. The second target group 

included the Slovenian population. We used the method of focus groups, which included 10 diverse 



participants. In both target groups, we wanted to provide answers to questions that are related to 

awareness, acceptance and support in further developing of the brand I feel Slovenia. In both target 

groups, the brand “I feel Slovenia” was well recognized and most participants knew it from the 

media. The group of representatives and so-called opinion leaders in key areas of the country knew 

the slogan and the logo very well, while some participants of the focus group knew the slogan and 

the logo only roughly. Interestingly, most participants from both focus groups can identify 

themselves with the majority of identity elements of the brand “I feel Slovenia”; however, it is 

necessary to point out that those elements had been introduced to them previously in more detail. 

Likewise, the results suggest that Slovenes  could identify themselves with the contents of the 

brand, if they would have been introduced with the appropriate content. 

The results we obtained suggest that the brand has great potential, since most of the Slovenes could 

identify the contents of the mark, if they were presented the appropriate content. Transmission of 

the brand content and identity characteristics can be made by different opinion leaders and 

operators of the mark in its key areas; however, mainly the administrator of the brand should 

provide brand’s systematic and long-term development. 

 

Key words: brand, country, Slovenia, identity, I feel Slovenia 
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ABSTRACT 

In recent years, the health tourism sector has spread its framework from a solely curative 

purpose to variety of preventive programs, known as “wellness services”. This relatively new 

concept in tourism is well spread in practice. In contrast, there is little empirical evidence that 

evaluates service quality from the perspective of wellness customers. 

The purpose of this study is to contribute to the conceptual and empirical knowledge of 

service quality in wellness settings. The aim is to provide theoretical background of the main 

concepts of interest and to empirically assess customers’ expectations and perceptions, as well as to 

determine overall wellness service quality. 

Data were collected using a self-administered questionnaire, based on dimensions of 

SERVQUAL scale (Parasuraman et al., 1988). The questionnaire was divided into three parts. First, 

the respondents’ expectations regarding service quality in wellness settings in general were 

measured. The second part examined the respondents’ perceptions of service quality in wellness 

centers in Croatian hotels. The third part of questionnaire consisted of demographic questions. 

Factor analysis and reliability analysis were conducted in order to identify key factors of 

wellness service quality and to test the reliability and consistency of the measurement scale. 

 

Key words: service quality, SERVQUAL, measurement, health tourism, wellness, Croatia 
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ABSTRACT 

Tourism as a specific form of intercultural contact and communication exposes the various 

dynamics and results of intercultural confrontations. The results of intercultural confrontations (that 

vary from absolute acceptance to negative attitudes and rejection of tourists by local population) 

depend on various factors, the level of intercultural similarity being among the most important. 

This paper thus focuses on the importance of cultural closeness/distance among tourists and local 

populations in tourist destinations. The main presumption in this regard is that the cultural 

dis/similarity actually affects the social closeness/distance between cultural groups in contact and 

the level of mutual acceptance and understanding. Besides the level of intercultural similarity, the 

relation between the local population and tourists (as bearers of different cultures) is affected also 

by the mono-, multi- and intercultural orientation of the place of tourist destination. The theoretical 

assumptions will be analyzed and presented on the case study of the multicultural and multilingual 

territory of Slovene Istria as an important tourist destination in Slovenia. The results of various 

empirical (qualitative and quantitative research) studies conducted from the year 2000 up to 2010 

in the research territory of Slovene Istria will be presented.  
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Abstract 

A souvenir in its most general sense is frequently defined in dictionaries as a small and relatively 

inexpensive article given, kept, or purchased as a reminder of a place visited, an occasion. 

Countries of notable tourism potential pay attention to the offer of products that promote their 

national culture. This follows Huntigton's theory (2000) according to which conflicts in the next 

century will not arise from conflicting ideologies or economic reasons; rather, they will result from 

(mis)understood cultural identities. 

Books as a specific cultural asset (Tomaševic, Kovac, 2009), particularly translations of texts 

important for the national culture, have an important role in tourism destinations, and should 

become a segment of the entire tourism offer. The authors compare several hundred thousand 

visitors of renowned trade fairs with millions of visitors to a tourist destination (the Republic of 

Croatia is an example analyzed in this paper; in 2008 it was visited by more than 9,300,000 foreign 

tourists
1
). The presented data might contribute to the discussion on how to stimulate publishers' 

interest in books as souvenirs, i.e. in producing translations of key literary texts of the national 

culture, aimed indirectly at preventing possible identity conflicts in the future. 

 

Keywords: tourism of the Republic of Croatia, understanding cultural identity, fairs, book as a 

cultural asset, publisher, souvenir 
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Abstract 

This paper deals with social media (a.k.a. Web 2.0), which are changing and reshaping all of 

tourism marketing. Social media are important in building public relations, supporting customers, 

building customer loyalty, attracting new customers, doing marketing research and even getting 

new ideas from the market. The development the usage of social media in tourism is growing very 

fast and the term “Travel 2.0” is already becoming common in travel and tourism marketing. This 

paper explains the reasons for that this and the opportunities that social media give to B2C 

marketing in tourism. Different social media for the tourism purposes, such as Facebook, Twitter, 

Digg, YouTube, are discussed. Their comparison shows their importance for specific target 

markets in tourism. Since it is a very new phenomenon in tourism, there is a lack of academic 

sources in this area of research and we try to fill this gap at least in small part. Examples of good 

practice of social media in tourism are explained. 
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Abstract 

The theoretic starting point of this article was the receptive activity, which is of key importance for 

the satisfaction of guests. We researched how satisfied guests were with the services of the Kompas 

receptive agency in Šibenik in the summer season of 2007. We defined the activities of travel 

agencies, and we focused on the work of animators and on the possibilities of its contribution to the 

satisfaction of guests. A suitable tourist system is the basis for undisturbed work and the 

development of varied tourist programmes. Without a suitable system, made up of various factors, 

the work of animators and representatives could be hindered or even made impossible. We also 

presented different theories on the satisfaction of guests, which are of key importance for 

understanding the results of the research. The aim of the research was to establish how animators’ 

work and the quality of hotels and their surroundings influence the satisfaction of guests. On the 

basis of the results, we gave some directions for the optimization of the animation programme and 

the work of animators and made suggestions for the general improvement of the hotel’s services.  

 

Key words: tourism, tourist animation, guests’ satisfaction, travel agencies, animation programmes 
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Summary  

The process of measuring eco-efficiency in tourism destination requires the development and use 

of environmental accounting methods. In the complex process of environmental reporting on the 

level of tourism destination, LCA (Life Cycle Assessment) and LCC (Life Cycle Costing) 

methods take important roles. LCA is characterized as holistic in both the interpretation and 

presentation of the data, as it delivers a detailed cradle-to-grave assessment of environmental 

impact, of direct and indirect tourism activity and products of all tourism destination SBUs 

(Strategic Business Unit), involved in the tourism destination product offer. However, the 

fundamental drawback of LCA arises from the lack of the economic-monetary component in the 

processes of environmental accounting and reporting. The main concern of this article is to 

illustrate accounting methods of eco-efficiency measurement, suitable for the inclusion of the 

economically-orientated component in the processes of environmental reporting on the tourism 

destination level. The emphasis will be on examining the interrelation of eco-costs and benefit in 

the classic LCC and LCA method used, on the level of particular SBU in tourism destination 

level. Finally, using the method of AHP (Analytic Hierarchy Process), as a multivariable model 

for the calculation of a product's eco efficiency, will be introduced in order to improve the level 

of environmental reporting, thus advancing the process of destination management business 

decision making. 

 

Keywords: Eco Efficiency, Tourism Destination, Environmental Accounting, Life Cycle 

Assessment, Life Cycle Costing, Environmental Reporting  
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Abstract 

The intention of this article is to emphasise the importance of adequate, undisturbed 

communication, focusing on the guests, as high quality tourist service depends to a high degree 

upon the communication skills of the tourism employees. However, it is not only about the correct 

use of language, which is in principle the basic precondition for successful communication, but also 

about all nonverbal signals, transmitting not only the necessary information to the collocutor, but 

also expressing our attitude towards the collocutor. 

With the questionnaires on the contentment of domestic guests, the article also describes a short 

research project, its results and an analysis of the results. 
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Abstract 

This paper aims to describe the positive effects of a realized project in a cross-border region, in the 

local community of Bitola (Macedonia) and Florina (Greece). The short- and long-term actions 

aimed at the development of tourism in the region are expected to have an impact in the local 

community.  

According to analysis of statistic data of the social-economic position of the population in Florina 

and Bitola, it has been established that it is socially and economically threatened. On the 

Macedonian side, there is high unemployment (over 30%) and a low gross national income. 

Generally, the economic structure in the area of Bitola is unfavourable. The regions of both western 

Macedonia and especially Florina are decreasingly populated. Florina is registered among the 

regions with a high unemployment rate in Greece and is counted among the country’s 

Disadvantaged Zones. However, there is an increasing tourist interest in the region in both 

countries and great potential for development. Thus, this project will advance cooperation among 

cross-border communities and will promote tourism in the region; this will have an impact in local 

economy as it will contribute to the decrease of unemployment and growth of income. Also, it will 

support the preservation of local culture and heritage of the residents of the region. The particular 

aims are: to engage the communities and a wider audience in a renewal of interest in their common 

culture, history and natural assets and provide a good and stable relationship through collaboration; 

create opportunities for both communities to promote the emerging tourist sector and encourage the 

growth of the tourism industry to be a major factor in the cross-border economy; promote special 

forms of tourism – niche tourism (winter tourism, religious tourism, cultural tourism, agro-tourism, 

fishing-hunting tourism) for the region; stimulate structural changes in the field of tourism with a 

focus on sustainable development of the natural, cultural, historical and anthropological resources. 

This paper will also present the multiple benefits that have resulted from the initiation of the whole 

project.  

 

Key words: cross-border cooperation, economy, tourism industry, sustainability, local community.  
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Abstract 

The development of information technology has had a great impact on nutrition analysis and 

planning since it helps to reduce the amount of otherwise complex and time-consuming work that 

consists of comparing numerous evaluation criteria to a large amount of data. Information 

technology support is mostly concentrated in the area of software, as there is a set of applications 

for nutrition analysis and planning, but some aspects of hardware will also be presented, because 

accuracy is most crucial in the process of analysis and planning. When educating nutrition 

planners, it is very important that the possibilities of information technology support are adequately 

presented both for personal as well as social nutrition planning. In this paper, we will focus on the 

advantages and disadvantages of online and traditional software, the problems of standardization, 

hardware solutions, and other topics, particularly from the tourism workers’ point of view. 

Experiences and some difficulties in teaching future nutrition planners will also be presented, along 

with the results of their first encounter with nutrition analysis  
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Abstract 

Global trends have proved that tourism has been on the increase in the last years. This is reflected 

in data the World Tourism Organization (WTO) has recently issued. The announcement made by 

the WTO states that by 2020 the number of international tourists travelling around the world will 

have doubled and exceeded one and a half billion people. Moreover, this trend will undoubtedly 

continue in Slovenia as well. However, the WTO is already warning of a possible decline in the 

number of tourists travelling around the world due to the recent global economic crisis. As a result, 

the companies that are involved with tourism industry need continue to think about their markets, 

adjusted to the clients' needs due to the keen competition. Customer Relationship Management 

(CRM) can undoubtedly contribute to this. In my paper, the issue related to data protection in the 

Slovenian tourist companies based on the CRM business principles is introduced. The research, 

which was carried out among those companies that are involved with tourism, is based on the 

answers acquired from a questionnaire. A hypothesis was also formed, and then tested by applying 

statistical methods. The research results show that the implementation of the safe CRM is indeed 

possible, but only if adequate electronic data protection is applied. 
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Summary 

Tourism operators that offer accommodation services and who want to be competitive should not 

miss the opportunity offered by e-business. The guaranteed safety of e-business is undoubtedly one 

of the fundamental elements of e-business. Moreover, the same is also valid for tourism operators 

who offer accommodation services in Slovenia and who are involved in this line of doing business 

which is as a result also the basis of our research. The aim of the herewith research is to acquire 

secondary information that are connected with safety issues within the European Union and 

Slovenia and consequently make a comparison with the data gained with the help of a 

questionnaire carried out among the tourism operators in Slovenia in the year of 2008. At the end 

the findings will be summed up and the final conclusion along with the suggestions stated.     
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Abstract 

Establishing laws is an important role of national and municipal governments. To produce quality 

tourism and arrange systems that allow tourists to travel safely and comfortably, laws and systems 

serve as very powerful tools. Misunderstanding the content of laws and systems may lead to a 

decrease of tourists or destruction of national land. To develop tourism continuously and 

effectively and to promote effective use of resources, it is necessary to understand the framework, 

contents and effects of various tourism-related laws and to examine laws and systems most suitable 

to each nation. In general, laws are enacted to regulate and instruct their targets (travellers, 

corporations and local communities etc.) adequately. Therefore, by enacting laws suited to the 

country’s environment, national characteristics and present situation, we can expect significant 

impact on environmental conservation, the protection of consumers and the promotion of tourism-

related industries. Particularly in developing countries, the government assumes a very important 

role in conserving and promoting the tourism industry, and laws will serve as a powerful tool for 

the government to achieve its goals. However, some tourism laws, instructions, policies are used as 

tools for economic benefit. The economic benefits of tourism are touted by the industry for a 

variety of reasons. Claims of tourism’s economic significance give the industry greater respect 

among the business community, public officials, and the public in general. This often translates 

into decisions or public policies that are favourable to tourism. Community support is important for 

tourism, as it is an activity that affects the entire community. In the present turbulent economic 

situation, governments are trying to give attractive conditions for helping the industry. This paper 

aims to emphasize the characteristics of the new tourism instruction for subsidizing foreign 

organized tourist turnover in Macedonia. Due to the evident decrease of tourists in 2009, measures 

taken with this act are directly oriented toward increasing tourism visits, increasing tourism stays 

and increasing international tourism expenditure in the country. The subsidies started on the 1st of 

January 2010 and are for the foreign tour operators who will bring tourists to Macedonia under the 

previously determined conditions in the given instruction.  

  

Key words: law, tourism, economy, subsidizing, instruction.  
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Abstract 

The Slovenian labour market suffers from several deficiencies and structural imbalances. The 

tourism and hospitality industry suffers from these problems as well; lists of unmet labour demand 

in the Employment Service of Slovenia (ESS) reveal considerable shortages, especially of the 

catering staff. Since employers cannot find such workers on the domestic labour market in 

sufficient numbers, immigrants are often recruited to fill these places. We investigate the amount 

and the structure of foreign work, the origins of these workers in the sector, reasons for engagement 

of foreign work force and legal regulations of labour market in Slovenia. We also discuss the 

cultural differences deriving from the provenance of foreign workers and their impact on the 

quality of tourism supply. Furthermore, the question of the social integration of migrant workers is 

discussed.  

Although employers in Slovenia have to deal with more administrative procedures when engaging 

immigrants from non-EU countries, they prefer these workers to those from the new EU member 

countries. We reveal several reasons why employers prefer workers from former Yugoslavian 

countries to others. 

The recent financial and economic crisis has had a strong effect on immigrant workers. It also 

brought along several shocking stories on the exploitation of migrant workers in the construction 

industry. A comparison of the situation with other industries shows slightly different positions of 

foreign workers in tourism sector. Nevertheless, foreigners are more vulnerable to the 

consequences of the crisis and employers’ exploitation. Their working and living conditions are 

poor; their safety and health are often neglected. Therefore, we present the legal provisions 

regarding the safeguard of these workers as well. 

Slovenia’s future economic growth and prosperity cannot be based on the exploitation of the most 

vulnerable groups of society. The European year for combating social exclusion and poverty is a 

proper opportunity for the recognition of the two realities: the economic one and the other, 

expressing all the costs of development and profits, based on discrimination and underestimating 

the relationship towards immigrant workers. 
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Abstract 

The aim of this paper is to present and discuss the results of research among the mentors of 

students during their placement in tourism industry. Higher educational institutions offering three-

year professional tourism courses always include the placement of students in the hotel or tourism 

companies in their programmes. The value of this placement semester has been widely recognized 

among all stakeholders who participate in the system of training students for the needs of the 

tourism industry: students, employers and faculties. Within this topic, higher education institutes 

ought to pay greater attention to the issue of mentoring undergraduate students and the issue of 

training mentors from the tourism industry. Schools are well aware of the benefits for the students 

from receiving mentors’ help and training: gaining knowledge and skills relating to work and the 

organization, an introduction in the working environment, gaining insight into the professional 

activities and receiving detailed feedback on their performance, as well as obtaining help in making 

a career choice. 

In this paper, we also discuss the necessary conditions for an effective mentoring system within 

business environments, primarily the support of the top management, stimulation, recognition and 

rewards for mentors, facilitating learning opportunities, enabling mutual support and exchange of 

experiences among mentors etc. However, it has to be taken into consideration that mentors are 

often under pressure, with increased workloads and limited periods of availability for the needs of 

their protégés. 

A survey has been performed with a sample of mentors from various tourism companies who 

participate in training interns from the Faculty of Tourism. A questionnaire seeking information on 

their current practices and circumstances of learning in the workplace has been developed and 

distributed to them. The results of the analysis provided useful information on their attitudes and 

opinions on intern mentoring. Furthermore, with statistical methods, a correlation and a 

multivariate factor analysis, we have recognized the major factors of the efficient intern-mentoring 

system in the tourism industry. This paper also presents avenues for improving the mentor-protégé 

relationships during the placement period and gives some recommendations for bridging the gap 

between generations of mentors and protégés.  
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Abstract 

Trust is an ambiguous concept and a complex phenomenon that was not given much serious 

academic attention until the mid-1990s, which signalled the start of significant research, books, and 

publications on this topic (Bachmann & Zaheer, 2006; Kramer, Brewer, & Hanna, 1996). Perhaps 

this sudden and intensive interest was the result of a series of aggressive, bottom-line driven 

approaches to organizational restructuring (Arnott, 2007; Bachmann & Zaheer, 2006; Bijlsma-

Frankema & Koopman, 2003; Bijlsma-Frankema & Woolthuis, 2005). 

Trust is recognized as an important factor that enables the quality of working life in organizations 

change (Bijlsma-Frankema & Koopman, 2003; Bijlsma-Frankema & van de Bunt, 2003; Dirks & 

Ferrin, 2001; Mayer & Gavin, 2005; Meyer & Stensaker, 2006; Pettigrew, Woodman, & Cameron, 

2001; Tyler, 2003; Weick & Quinn, 1999; Zeffane & Connell, 2003a, 2003b). Trust is identified as 

an important leadership and management competency helping organizations navigate the change 

management process (Lewicki & Bunker, 1996). The effectiveness of an organization’s capacity 

for change is closely associated with the degree of trust within an organizational workplace (Judge, 

Bowler, & Douglas, 2006). Only recently has the literature started to address the psychological 

processes involved in organizational change. In a study focussing on the experiences of employees 

undergoing change, three change process characteristics have been identified that can mediate 

resistance to change; these are good information, participation, and trust in management (van Dam, 

Oreg, & Schyns, 2008). The latter characteristic has been identified as a prerequisite for employee 

cooperation in the change process. Employees must have trust in management’s integrity and 

reliability; otherwise, fear and resistance may obviate the change process (Kotter, 1995; Kotter & 

Schlesinger, 1979). An important variable within the change process is the perceived 

trustworthiness of the change manager; perceptions of trustworthiness will influence how 

employees respond to change (Smollan, 2006).  

My paper examines how organizational change is related to trust, and how the quality of trust in 

change agents can influence an organization’s capacity for change. Findings will be highlighted, 

and new possibilities for research will be outlined.  
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Abstract  

Natural resources, scenery and landscapes are the primary components of an area’s or a 

destination’s appeal to tourists. To gain economic benefits for the immediate or extended 

community, tourism development is aggressively imposed upon spaces. This makes tourism the 

most important, if not the only, factor of the exploitation of natural resources and the “collector” of 

its economic valorisation. Hence, the point is often made that while tourism is best suited for 

valorising natural resources, it is also capable of making them worthless by degrading nature and 

the human environment. Consequently, architects are right to warn that, in the twenty-first century 

and more than any time in the past, it will be necessary to rationally assess spatial potential for the 

more versatile development of tourism and other economic and non-economic activities. 

Architecture in space must have lasting common ground, by relating natural resources as a source 

of appeal in tourism to natural resources as a market. In the first case, natural resources are the 

motivation behind a tourist’s arrival to a destination, while in the second case, the tourist appears as 

a consumer, using and jeopardising the natural resource and its appeal. The tourist-natural resource 

relationship should not be about confrontation or hostility, but rather about balance and 

collaboration. The aim of this paper is to prove that architecture is a major instrument of control in 

the concept of sustainable tourism development. The research in this paper is based on the proven 

method of domestic and foreign authors, and on photographic documentation. 

 

Key words: development programmes, ambience architecture, natural resources, sustainable 

development, valorisation of space, rural Istria. 
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Abstract 

The following article discusses the possible introduction of the so-called balanced system 

of indicators, also known as the BSC system, in the area of gambling in Slovenia. The BSC system 

is thought to be a valuable way of measuring and assessing the rate of management success. 

Exclusively following financial indicators is not sufficient for successful management, and the 

main reason is that financial results cannot be linked with the strategy, the factors of successful 

business and the governing of financial success or failure. Thus, we cannot assess what caused the 

success. Numerous companies claim that the knowledge, innovation, quality, employee and 

consumer satisfaction are their main goals, although they have a very poor insight into any of these 

areas, which our research also proves. 

The main object is to examine whether the gambling organizations measure those factors, which 

they indicate as crucial for their success and the foundation of modern approach to measuring the 

rate of business success of Slovenian casinos on the basis of a balanced system of indicators. The 

targeted system of measurement must be more encouraging to the adopted strategy of business than 

to the existing strategy, based on accounting information. 

The assemblage of quantitative data was made with a structured questionnaire in 

September and October of 2009. The object was to gather reliable and accurate data and 

information regarding the comprehension and usage of BSC model. Due to the small number of 

participants, we included in our sample all of the registered gambling organizations in Slovenia, 35 

casinos within private property and 11 casinos within property of state responded, which presents 

76.1 % of all gambling organizations. 

The results of the research show that gambling establishments implement quality policies 

that are aimed towards financial and non-financial quality objectives. The intriguing fact is that the 

studied organizations show more attention to the strategic goals that are connected to the non-

financial aspects of business than to those connected to financial aspects. Despite these findings, 

we can confirm the hypothesis that in casinos and gambling organizations, the financial aspect of 

measuring quality objectives is still dominant. The main obstacle in implementing the non-financial 

aspects is seen in management being over-occupied with regular work. However, the 

implementation of the new system would undoubtedly affect the transparency and the quality of all 
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processes. At the same time, we rejected the hypothesis that claims that the level of acquaintance 

with the system positively affects the presence of its usage. 

Using the implementation of balanced system of indicators, we attempted to present the 

unexploited possibilities for increasing the business success, which represent a large potential of 

growth and achieving the business success of society in the future. We presented suggestions for 

successfully following non-financial indicators and so designed the solutions that would help the 

society with the implementation of the BSC system. The BSC system is not merely a project but a 

decision regarding the method of operating the organization-business philosophy. For a favourable 

outcome of implementing BSC system, it must first be granted by the business CEO, who then (in 

association with the board of directors) clearly designs the vision of the company, basic objectives 

and the strategy for accomplishing these goals. The BSC is the means of carrying out the vision and 

the strategy into operative goals to the basic levels of tasks and assignments (therefore for all 

employees), so that the contribution of each individual, to the realization of implementation is 

clearly shown. 
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Abstract 

Destinations around the world are increasingly recognising the power and appeal of sports tourism 

to give them a competitive edge in the international marketplace. Sports tourism can include 

participatory as well as spectator activities and is relevant to both urban and rural destinations. As 

part of the destination development mix, there is a clear need for world class venues and facilities 

to host major league sports and mega-sports events. 

This paper will examine the role played by stadia and arena in place promotion; destination 

positioning and branding; and in generating tourist activity. The paper will explore examples of 

best practice, demonstrating how destinations have successfully integrated iconic stadia structures 

and their sporting events and teams to help create an innovative, high performing, destination 

delivering quality of life and high economic returns to its community. 
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Abstract 

Over the last two decades, organizations have faced significant changes in business processes. Due 

to the globalization of markets and strong international competition, companies are continuously 

forced to seek innovative solutions. Consequently, marketing managers need a constant flow of 

new information for effective decision making. The development and diffusion of information and 

communication technologies (ICT) has enabled a rapid dissemination of information in large 

quantities among the users all over the world. Hence, managers face difficulties caused by 

information overflow. One of the possible solutions to these problems is information management 

within marketing information system (MkIS). 

This paper presents a survey of marketing information systems characteristics and marketing 

information usage within Slovenian tourism companies. First of all, a review of the literature of 

information systems, MkISs and tourism marketing has been made. In order to investigate the 

MkIS overall status, a questionnaire based on theoretical background and previous studies was 

created, which contained two general and two specific sections of questions. The research has 

focused on marketing information management investigation – gathering, processing, distribution, 

usage and storage of information. Additionally, it examined the sources of marketing information 

and the content of information that companies collect. A further question arises as to whether the 

information systems have been used by marketing departments and if the MkIS has been used for 

decision making. The results of survey descriptive analysis were compared to those of preliminary 

studies on MkISs. Finally, the satisfaction with MkIS was evaluated and an exploratory factor 

analysis was carried out, which suggested five variables for the evaluation of MkIS effectiveness.  

The findings have revealed that marketing information and MkISs within Slovenian tourism 

companies are not used only by the managers but also by non-management employees. The 



companies most often collect information about local competitors, existing and potential 

customers. Moreover, the large proportions of information within Slovenian tourism companies are 

quantitative and gathered mostly from internal and formal information sources. As regards 

hardware and software usage, most of the companies use personal computers and general end-user 

software to assist their MkISs. While the majority of tourism subjects use the MkIS support for 

marketing management functions and marketing-mix decisions, managers rarely use computer-

assisted decision models.  

The major problems that MkIS users face are the lack of information timeliness, reliability, 

conciseness and information inaccessibility. Although the MkIS proved to be effective in some 

marketing processes and activities, certain weaknesses that should be eliminated still exist. One of 

the main shortcomings of MkIS is its incompatibility with other information systems. Also, a lack 

of cooperation between MkIS users and technical support has been identified.  

As suggested by the factor analysis, five new dimensions for the measurement of MkIS 

effectiveness have been introduced: marketing processes support, marketing information quality, 

employee support, MkIS flexibility and compatibility, and technical support quality. Based upon 

the research findings, a model of MkIS suitable for tourism companies has been developed. 

Furthermore, the limitations of the study have been presented and directions for future research 

have been proposed. 
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Abstract 

This study describes the main aspects and importance of image when selecting a health and 

wellness holiday destination. Destination image is defined as an attitudinal concept consisting of 

the sum of beliefs, ideas and impressions that a tourist holds of a destination. A survey was 

conducted to establish how international and domestic experts perceive Estonia as a health and 

wellness holiday destination with respect to the new marketing concept “Introduce Estonia” and the 

tourism sub-strategy “Instructions for the focus topic of wellness holiday”. In 2009, the marketing 

concept “Introduce Estonia” was developed on the initiative of Enterprise Estonia to establish the 

manner and ways in which Estonia is to be marketed. Presenting Estonia as a travel destination 

includes four main topics that are most important to the country: cultural holiday, city holiday, 

nature holiday and wellness holiday. Estonia has an impressive number of spas considering its 

small territory and population, but is it enough to market Estonia as wellness holiday destination? 

This paper presents the results of the survey, based on a questionnaire developed to assess different 

aspects of the instructions, determining the image of Estonia as a health and wellness holiday 

destination. 
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Abstract 

“Life beyond Tourism” for Intercultural Dialogue is the upshot of over 10 years of activity on the 

part of the Fondazione Romualdo Del Bianco, in the implementation of its motto: “International 

integration, without competition, respecting individual identities – Discovering the past together, 

working to build a shared future”. Cooperating with over 350 academic institutions and universities 

in some 50 countries worldwide, the Fondazione has fostered meetings, communication, discovery 

and knowledge, and consequently also respect for diversity, the safeguarding of identity of place, 

and the enhancement of our tangible and intangible cultural heritage.  
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Abstract 

This paper deals with the result of a sociological survey performed among the inhabitants of a 

representative group of Czech architectural reserves and zones listed for architectural excellence. It 

quotes the opinions of citizens regarding the cultural heritage protection, living in such places and 

ways of utilizing these sights in tourism.  
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ABSTRACT 

As it is well known, in many tourist destinations the number of golf courses has increased 

exponentially, which has generated public debate about its environmental impact, in an attempt to 

reconcile economic development with respect for the natural environment. 

In many Spanish destinations, such as Andalusia, this sport has become one of the products with 

greater weight in their tourism services, with significant economic impact in this territory. 

All this has prompted the generation of a highly institutionalized context that directly affects 

environmental protection policies that affect this type of facilities. 

This paper attempts to analyze the context and the main practices that derive from it and to test 

empirically, in a sample of golf courses located in Andalusia, the relationships between these 

practices and the institutional context with its corresponding coercive, normative and mimetic 

mechanisms. Finally, its relationship with the performance of these organizations is established, 

testing if a direct or indirect relationship, through the search for legitimacy, exists, as suggested by 

the Institutional Theory, taken as the theoretical framework of this research. 
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Abstract 

Ecotourism is often claimed to be the most rapidly expanding sector of the tourism industry, with 

an annual growth rate of 5% worldwide, representing 6% of the world’s gross domestic product. 

Ecotourism is a part of a much brother tourism product sector, which includes nature, adventure, 

cultural and perhaps also farm or rural tourism. Ecological food today represents an important 

element in tourism services, but ecologically produced food plays an especially important part in 

the rural tourism offer. With its origins in rural hospitality and bed & breakfast establishments, 

farm tourism now contributes a significant component of income streams for farm landholders in 

many parts of the world.  

There are only 44 ecotourism farmhouses in Slovenia out of 567 farmhouses in Association of 

Tourist Farms of Slovenia. Considering farmhouse guests’ opinions and expectations, the paper 

aims to suggest the future development guidelines. The paper particularly defines rural tourism and 

its connection with the ecological agriculture.  

In the empirical part of the paper, a survey among the tourism farmhouses guests was conducted. 

Our intention was to examine the meaning and acceptability of ecologically produced food among 

the farmhouses guests. In the research part of the paper, we were concerned with discovering the 

needs, motives and expectations of guests who are visiting tourist farmhouses over Slovenia. Our 

special interest was focused on the farmhouses’ quality of tourism services, the guests’ views of 

that as well as the quality of the food. 

Findings of this study show guests’ highest satisfaction was with the friendliness and hospitability, 

peace and quiet, and the appearance and neatness of tourism farmhouses. Furthermore, only 18 

percent of them think that the food was ecologically produced. Future research in the context of the 

presented study may be focused on guests’ satisfaction, given the rapid changes of the tourism 

market conditions. An extended satisfaction survey could give the ability to analyze the guest 

preferences in comparison with the new trends that influence that particular segment. 

 

Key words: ecotourism, rural tourism, farmhouses in Slovenia, guests satisfaction, farmhouses 

offerings quality
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Abstract 

The old towns of Piran and Kotor share Venetian, Habsburg and Yugoslav pasts and currently 

belong to the independent nation states of Slovenia and Montenegro, respectively. They arguably 

also share Mediterranean and Balkan tourist imagery. Drawing on a comparative ethnography 

based on anthropological fieldwork, this paper looks at diverse ways of constructed and narrated 

cultural heritage that translate into travel and tourist itineraries. Of particular interest are the two 

maritime museums and vernacular bottom-up uses of cultural heritage reflecting new 

understandings of cultural mobility and local cosmopolitanism.  

 

 


