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Abstract

The involvement of hotels in promotional activities of the tourist
destination of Belgrade is analysed based on the questionnaire adressed
to 44 hotels. They confirmed cooperation with Tourist Organisation of
Belgrade (TOB), but that cooperation is not satisfactory for them. Only
37% of respondents have help from TOB in promotional activities of
hotel, while hotels involved in promotional activities organised by TOB
only sometimes do. Rrelatively small percent (22%) have received free
promotional materials from TOB. Also, 50 and 40% of respondents
consider that Tourist Organization of Serbia and the relevant ministry,
respectively, promote Belgrade as a tourist destination in an inadequate
way. Nevertheless, all respondents expressed their readiness to
participate in the joint promotion of Belgrade tourist offer, but so far only
some of them have been involved occasionally in the preparation of
promotional material or the development of programs, and that only 12%
of the hotels were contacted for participation on fairs.
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Introduction

The expansion and growth of tourism after the Second World War have
taught this business branch one of the fastest growing ones. At the
transition between the 19th and 20th centuries, tourism has progressed
rapidly thanks to the development of transport, tourist infrastructure and
various service activities. The rapid development of tourism is especially
noticeable after the year 1950. At that time, only 25.28 million tourists
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took part in international travelling, which generated a turnover of $ 2.1
billion (Simi¢evi¢, 2005). From that period, touristic activities increased
and reach nearly 700 million tourists in 2000, with a turnover of about
500 billion dollars (Simigevié, 2005). It is expected that by 2020, the
number of tourists in international tourism will reach 1.6 billion tourists
annually (Simigevié, 2005). Along with the increase in quantity in terms
of an enormous increase in the number of tourists in a relatively short
period, there has been a geographical expansion of tourism. Namely,
according to the World Tourism Organization (WTO), in 1950, only 15
leading tourist destinations were the place of travel for 97% of foreign
tourist arrivals (Kazachka, 2005). Since then, a large number of new
tourist destinations have been developed around the world. In mean time
tourism developed as highly complex, multisectoral industry where no
single organization provides or has control over the entire tourism
activities. Due to that successful delivery of the wider tourism product is
dependent on close working relationship, interdependencies and
interactions between numerous stakeholders, enabling the tourism
organization to provide a seamless experience for its customers (Fyall &
Garrod, 2005). With tourism being increasingly recognized as a key
economic opportunity around the world competition among countries and
regions for a share of global tourism expenditure is increasing by the day.
Potential tourists are faced with a wide range of holiday and business
travel choices. Therefore, promotional activities on different levels are
necessary in order to attract tourist to target destination.

Promotion of the tourist destination in the right and best possible way is
one of the major marketing activities, because only successful promotion
can attract potential travelers to visit the destination. Therefore,
promotional activities play a big role in the marketing of a destination and
represent important part of the marketing mix (Jakovljevié, 2009).
Promotion can be defined in different ways. For example, Novak (2011)
defined promotion as the process of communication between the company
and the environment (consumers) in order to create positive attitudes
about products and services that lead to their favor in the process of
buying the market. Also, Pereira and Almeida (2014) defined marketing
and promotion in hotel industry as a set of actions for internal and
external communication that can be put into practice by allowing hotel
companies diversified forward messages with the aim of showing and
raising awareness of the company, its products and services with ultimate
goal of causing consumers desire.

313



Meler (1999) divided promotional activities into two large groups: (1)
primary (basic) promotional activities and (2) secondary (borderline)
promotional activities. The first group include advertising, sales
promotion, personal selling, public relations and publicity, while second
group include design, packaging, consumer services, “word of mouth”
advertising. Various promotional activities such as personal sales, direct
marketing, propaganda, sales promotion, organization of business
exhibitions, events and visits to acquaintances, services of a collegiate
and tourist information points can be used to promote the destination
(Jegdi¢ & Markovi¢, 2011). However, internet marketing is becoming one
of the most important components of destination marketing, where
websites have the following roles: 1) general propaganda, 2) promotion of
products / services, 3) promotion of products with information on prices,
4) mail notifications, 5) e-mail bookings, 6) direct sales and billing, 7)
giving information, etc. (Jegdi¢, 2010). Very popular internet portal is
Tripadvisor which designed only for tourism (Bozi¢ & Janicevi¢, 2016,
Masi¢ & Kosar, 2016) and which have all characteristics f social
networks (Stojkovié, 2013). Except that, social networks have an
increasingly important role in promotional activities (Buhalis & Law,
2008, Litvin et al., 2008, Miskovi¢ et al., 2015). For example, different
information about restaurants could be finding on social networks like
Facebook, Twitter, Instagram, Forskver, Linkedin and Trip Advisor
(Bozi¢ & Zubanov, 2018).

Tourist destination Belgrade is one of the most popular tourist
destionations in Serbia. It is capital city of Serbia, which area is 3,234
km? and number of citizen is 1,679,895 (based on latest census)
(Republicki zavod za statistiku, 2016). The largest number of foreign
tourists have arrived from Croatia, Greece and Slovenia (36%), then from
Bosnia and Herzegovina, Italy, Bulgaria, Hungary, Romania and
Montenegro, but also from overseas countries, the USA and Indonesia,
while other countries had less than 3% (Canada, Holland, Norway, The
United Kingdom, France, Taiwan, South Korea, Cuba, Australia, Spain,
Germany, Austria, Armenia, Sweden, Belgium, Poland, Macedonia,
Algeria and Turkey) (Markovi¢, 2016). Authors Armenski et al. (2009)
investigated the image of Serbia in the perception of foreign visitors.
Based on their answers to question what they liked the best during their
stay in Belgrade as the best estimated are: the hospitality of the local
population (40.5%), historical monuments (29.5%), nightlife (12.5%),
national specialties (6.5%) and natural beauty (6%). As the main
imperfections of the tourist offer of Belgrade mentioned: inability to pay
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in foreign currencies, lack of currency exchange offices and a small
number of souvenir shops.

The planning, research and promotion of a specific destination are usually
resolved by national tourism organisations at the national level or by
smaller organisations at local and regional levels (Moutinho, 2005). In
Serbia, the tourist organizations of different levels of the organization (the
Tourist Organization of Serbia, the Tourist Organization of the
Autonomous Province Vojvodina and the tourist organizations of the
local self-government unit) responsible for managing and developing
tourism destinations as indicated by the Law on Tourism (Sluzbeni
glasnik RS, br. 36/2009, 88/2010, 99/2011- dr. zakon, 93/2012 I
84/2015). However, these organizations are not committed to these
activities as Destination Management Organization (DMO) and do not
deal with the harmonization of often conflicting interests between the
public and the private sector (Popesku, 2009). Due to that representatives
of the tourist industry from Belgrade consider that there are numerous
indicators and a real need to create a DMO (Purovi¢, 2010, Staj¢ic¢ et al.,
2016). Therefore, they emphasize that it is necessary to balance the
interests of all economic entities to the end and to reach agreement on the
vision of tourism at the level of all stakeholders in order to facilitate the
way of tourism management in Belgrade. Also, Purovi¢ (2010) points out
that some of the basic preconditions that would be necessary to fulfill for
potential transformation of the Tourist Organization of Belgrade into
DMO, raising awareness as well as understanding the public sector and
spreading the social and economic significance of tourism for Belgrade as
an already affirmed destination. In accordance with this idea is also a
draft of the Development Strategy of the city of Belgrade, where as one of
the priority projects mentioned creation of DMO, which in this draft
entitled as “Organization for the management of a tourist destination "
(Stajci¢ et al., 2016). However, the lack of a regulatory framework is
what is currently the main obstacle to undertaking actions in terms of
potential cooperation with state organizations in the sphere of tourism,
despite the interest of the private sector. In that sense, it is necessary to
emphasize that the public sector should be the driver of this idea and, in
this connection, the provision of a legal framework that would enable it
should be in the first place.

In the development and management of tourism, all interested actors
should be involved: local and state administration, non-governmental
organizations, tourist organizations, tourist facilities and all other actors.
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Although the tourist does not come to the destination because of the hotel,
the hotel is an important element of the tourist service, as well as an
important factor in creating a quality experience and experience during
the trip (Pijevac & Purovi¢, 2017). Therefore, hotels as the main facilities
for accommodation of tourists should actively participate in promotion of
destination. Due to that, the aim of this paper was to analyze involvement
of hotels in these activities of tourist destination Belgrade.

Methodology of research

Data about hotels involvement in promotional activities of tourist
destination Belgrade were collected by distributing questionnaires to the
selected sample of hotels. Questionnaires were sent to hotel managers in
44 randomly selected hotels located in Belgrade. Hotels were selected
from website of web portal TripAdvisor, whereby categories from one to
five stars were included (4 five star hotels and 10 hotels per category for
other categories). Printed questionnaires delivered in printed version
directly to the hotels adress during autumn 2017 and spring of 2018.
Questionnaires were filled by responsible managers of 30 hotels (1 from
five star hotels, 8 from four star hotels, 9 from three star hotels, 8 from
two star hotels and 4 from one star hotel). Eleven questions were designed
and all participants were asked the same questions in the same order and
in the same manner.

Manager’s perceptions for each question were measured according to
feedback received from survey questionnaire. Questionnaire included
questions to estimate 1) cooperation between hotel and Tourist
Organisation of Belgrade (TOB), 2) involvement of TOB in promotional
activities of hotels, 3) involvement of hotels in promotional activities
organised by TOB, 4) availability of free promotional materials from
TOB to hotels, 5) involvement of Tourist Organization of Serbia (TOS)
and the relevant ministry in promotion of Belgrade as a tourist destination
and 6) readiness of hotels to participate in the promotion of Belgrade
tourist offer, preparation of promotional materials or the development of
promotional programs. The results are presented descriptively.

Results of research and discussion

The competition among the destinations and all tourism enterprises in
those destinations increases more and more. Due to that promotional
activities gain prominent importance for all participants in tourism.
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Although hotels use various promotional activities to attract visitors,
many studies shown that a small number of large-scale hotels have an
independent public relations department, whereby responsibilities and
duties of the public relations departments are carried out by the front
office department instead of having a separate body (Acar et al., 2012). In
Belgrade, the main organizations engaged in promotional activities in
tourism are Tourist Organisation of Belgrade (TOB) and Tourist
Organization of Serbia (TOS). But, investigation presented in this paper
indicates that cooperation between hotels which fulfill questionnaire and
those organizations is not satisfactory. Namely, views of respondents
about coopepartion with TOB were very different indicating existence of
some kind of cooperation, while even 7% argue that cooperation does not
exist. Generally, it seems that quality of cooperation is not satisfactory.
No one respondent choose category "excellent”, 45% of respondents said
that cooperation is unsatisfactory and the same percent (42%) estimate
cooperation as average cooperation, while only 6% think that cooperation
is correct (Figure 1). Similar, representatives of tourism industry were
interviewed by Staj¢i¢ et al. (2016) and results were shown that 35% of
respondent did not have any kind of cooperation with TOB, 25% had
unsatisfactory cooparation, while 40% had positive comments about
cooperation with TOB.

Figure 1. Respondents’ viewpoints on the existence and quality of
cooperation with TOB

As indicated previously the tourist organizations of different levels of the
organization are responsible for promotional activities of tourist
destination. Also, it was pointed out that all interested actors should be
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involved in promotional activities. Therefore, hotels should be involved in
promotional activities to attract visitors and should have communication
strategy with potential clients. Jakovljevi¢ (2012) considers that the most
important role in promotion is advertising (as one-way communication)
and public relations (as a two-way communication). Ma & Mohsen
(2016) grouped promotional activities into two groups: monetary
promotions and non-monetary promotions. But, traditional promotional
activities are: personal sales, direct marketing, advertising, sales
promotion, organization of business exhibitions, manifestations and
events, visits, call centers activities and tourist information points (Jegdi¢
& Markovi¢, 2011). Although today, the use of the Internet and, in
particular, social networks has an increasingly important role in
promotional activities (Buhalis & Law, 2008, Litvin et al., 2008,
Miskovi¢ et al., 2015) printing, radio, TV, specialized advertising
magazines and magazines are still widely used tools for promotion.

However, internet marketing is becoming one of the most important
components in modern hotel industry. The most powerful and most
effective Internet marketing activities (internet marketing through the
hotel website, internet marketing via e-mail and internet marketing
through social networks) can improve sales and attract new customers
(Batini¢, 2015).

In marketing designed based on use social networks consumers lose a
passive role and can choose the place, time, and content they are
interested in (Zubanov & Radenkovié Sosi¢, 2015). Although the use of
social networks for marketing purposes seems to work for free, for the
successful conduct of marketing campaigns it is necessary to engage
experts who are qualified to perform this job in a satisfactory way, which
IS not free (Bozi¢ & Zubanov, 2017).

Also, due to dynamic and rapid two-way communication, negative
business approaches quickly reach the public, which can jeopardize the
long-standing positive reputation of the hotel (Skoko & Mihovilovié,
2014). Regarding that hotels have no the same level of knowledge and
experience in promotional activities, cooperation with tourist organization
and their help in own promotional activities of hotels could be very
useful. But, although 93% respondents indicated existence of cooperation
with TOB (Figure 1), only 37% confirmed they had help from this
organisation in realisation of their own promotional activities, while 63%
did not (Figure 2).

318



Figure 2: TOB help to hotel promotional activities

Source: Authors' research

Different manifestations and events gather participants who in a limited
space exhibit their offer and those who are interested in getting
acquainted with this offer. That events organised by tourist organisation
can be good chance for hotels to promote their offer. Also, hotels
included in that events coud give special offers for participants on event.
Some hotels (42%) included in this research were only sometimes
participated in organisation of city manifestations and events, while 58%
respondents claim that there is no cooperation in that area (Figure 3).

Figure 3: Inclusion of hotels in organisation of city manifestations and
events

Source: Authors' research

Except other promotional tools, promotional literature (posters, travel
brochure) could have important roil in attraction of tourists. It is common
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practice that promotional publications are being prepared by tourism
organizations, but these activities may include hotels in order to improve
their own promotion. Similarly like in other activities, analysed hotels
were very few (only 7%) involved in preparation of tourist publications
by TOB, while 93% respondents gave negative answer on that question
(Figure 4).

Figure 4: Inclusion of hotels in preparation of tourist publications by TOB

Source: Authors' research

Figure 5: Delivering of free promotional printed and electronic material
from TOB to hotels

Source: Authors' research

The survey showed that TOB delivers own free promotional printed and
electronic material to only a small number of surveyed hotels (22%),
while 78% does not get promotional materials (Figure 5). This is in
accordance with results obtained by Stajci¢ et al. (2016) who analysed
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views of representatives of tourism industry about development of DMO
in Belgrade. One respondent pointed out that free maps for tourists are the
only material that TOB delivered to accommodation sector.

Jegdi¢ (2010) consider that TOS carries out the tasks of promotion of
tourism in the Republic Serbia, coordination of activities of tourist
organizations, business and other entities in tourism, market research in
the field of congress, fair, sports and cultural events, provision of
information-propaganda material, development a unique tourist
information system, the establishment of tourist offices abroad and
information centers in the country, as well as other jobs that they are
ensures successful implementation of tourism promotion. The money for
work of Tourism Promotion Organizations are provided from the
revenues generated by the performance activities and other own revenues,
donations, contributions and sponsorships, funds of the budget of the
Republic of Serbia or lower levels of territorial organization and others
sources in accordance with the law. Compared to the earlier period, where
it dominated budget financing, gradually increasing the share of income
from performing activities and from other non-budgetary sources.
Although TOS responsible for tourism on the country level, it has
important role in touristic activities in capital city Belgrade. Generaly,
interviewed representatives of analyzed hotels estimated adequacy of
presentation of tourist potential of Belgrade by TOS as inadequate and
bad (40%) or insufficient, but high quality (45%), while only 15% of
respondents think that presentation is correct (Figure 6).

Figure 6: Adequacy of presentation of tourist potential of Belgrade by
TOS

1 B inadeguate and bad  Winsufficient, but quality Dcorrect @excellent [

Source: Authors' research
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Except tourist organisations, the relevant ministry (at this moment it is
Ministry of Trade, Tourism and Telecommunications) could give
significant contribution to the development of tourism and support
promotion of tourist destinations. Promotional activities of Serbian tourist
destionations are mainly financed from country budget but that fund is
insufficient for high-quality promotion (Ubavi¢, 2016). According to the
representatives of the hotels, this ministry is supporting the activities for
the promotion of Belgrade occasionally (50%), while only 8% think that
this support is permanent, and even 42% think that such support does not
exist (Figure 7).

Figure 7: The support of the relevant Ministry to activities for the
promotion of Belgrade

Source: Authors' research

Figure 8: Inclusion of hotels in promotion of tourist product- city
Belgrade

Source: Authors' research
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Primary role of hotels on tourist destination is accommodation, but as
other participants in tourism, they also can participate in promotion of
tourist product- city Belgrade. Popesku (2004) points out that the shaping
of adequate approaches to the use of marketing by hotel houses is very
important. Although representatives of hotels express interest to
participate in those activities, only 21% were included sometimes, while
79% has never been involved in these activities (Figure 8).

The first step for cooperation is contact between interested entities. But,
when we are talking about contact of analyzed hotels by TOB in order to
invite them to participate on fairs only 12% confirmed that they were
contacted ordinarily, 18% were contacted sometimes, while 70% have
never been contacted with that purpose (Figure 9).

Figure 9: Contacting of hotels by TOB to participate on fairs

Source: Authors' research

Participation of hotels in development of programes for individual and
group visits organised by TOB were almost negligible. Namely, 75% of
respondents have never been included in development of that programs
(Figure 10). Significantly less number confirmed participation (10%) or
occasional participation (15%).

Although, cooperation between hotels included in investigation and TOB,
TOS and the relevant ministry were estimated as unsatisfactory, all
interviewed respondents expressed interest to participate in common
promotional activities of tourist destination Belgrade. Therefore, it is very
important to establish a dynamic promotional mix for hotel enterprises

323



and cooperation with tourist organization can give significant contribution
to successful promotion.

Figure 10: Participation of hotels in development of programes for
individual and group visits organised by TOB

Source: Authors' research

Figurell: Interest of respondents for participation in common
promotional activities of tourist destination Belgrade

Source: Authors' research
Conclusion

Based on the research carried out in this paper, it can be concluded that
the involvement of the surveyed hotels in the promotional activities of the
tourist destination Belgrade is unsatisfactory. Namely, most of these
hotels indicated unsatisfactory cooperation with TOB, TOS and the
relevant ministry. On the other hand, all interviewed hotel representatives
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expressed interest to participate in common promotional activities of
tourist destination Belgrade. Therefore, improvement of cooperation
between hotels and TOB, TOS and the relevant ministry is necessary in
order to improve the promotional activities of the tourist destination
Belgrade.

References

1. Acar, N., Gullu, K., Karamustafa, K. (2012). Promotional Activities in
Hotels: Applications in teh Turkey's Region of Cappadocia. Procedia -
Social and Behavioral Sciences, Vol. 58, 1027 — 1036.

2. Republicki zavod za statistiku (2016): Opstine i regioni u Republici
Srbiji, Beograd.

3. Armenski, T., Zaki¢, L., Dragin, A. (2009). Perception of Foreign
Tourists on the Image of Serbia. Bulletin of the Serbian Geographical
Society, Vol. 89, No. 1, 39-63.

4. Batini¢, 1. (2015). The role and importance of internet marketing in
modern hotel industry. Journal of Process Management — New
Technologies, International, Vol. 3, No. 3, 34-38.

5. Bozi¢, A., Janicevi¢, S. (2016). The availability of restaurants of the
most visited spas in Serbia on Tripadvisor. 1% International Scientific
Conference ,,Tourism in Function of Development of the Republic of

Serbia: Spa Tourism in Serbia and Experiences of Other Countries”,
Vrnjacka Banja, Serbia, 603-620.

6. Bozi¢, A., Zubanov, V. (2018). Znacaj drustventh mreza u
komunikaciji sa korisnicima usluga u modernnom restoraterstvu. TIMS
Acta, Vol. 12, No. 1, 25-35.

7. Buhalis, D., Law, R. (2008). Progress in information technology and
tourism management: 20 years on and 10 years after the Internet- The
state of eTourism research. Tourism Management, Vol. 29, No. 4, 609-
623.

8. Purovi¢, M. (2010): Koordinacija promotivnih aktivnosti u turizmu na
makro i mikro nivou. Magistarski rad, Uniiverzitet u Beogradu,
Ekonomski fakultet, Beograd.

325



9. Fyall, A., Garrod, B. (2005). Tourism Marketing, A Collaborative
Approach. Aspects of Tourism: 18, Cromwell Press, Great Britain.

10. Jakovljevié¢, M. (2012). Pomocija turistickih destinacija- oglasavanje
i(li) odnosi sa javnoS$¢u? Acta Turistica Nova, Vol. 6, No. 1, 1-94.

11. Jakovljevi¢, M. (2009). The role of public relations in the marketing
of tourist destinations in Croatia. Acta Turistica Nova, Vol. 3, No. 1, 87-
109.

12. Jegdi¢, V. (2010). Optimalni model wupravljanja turisticCkom
destinacijom. Industrija, No. 3, 121-138.

13. Jegdi¢, V., Markovié, D. (2011). Menadzment turisticke destinacije.
Univerzitet Edukons, Fakultet za sport i turizam, Novi Sad.

14. Kazachka, D. (2005). Globalization in tourism. Hotel link, Vol. 6,
417-425.

15. Litvin, S. W., Goldsmith, R. E., Pan, B. (2008). Electronic word-of-
mouth in hospitality and tourism management. Tourism Management,
Vol. 29, No. 3, 458- 468.

16. Ma, J. W-C., Mohsen, M. G. (2016). Consumer responses to
promotional tools in hotels: A case study of Chinese consumers. In: 2016
Global Marketing Conference at Hong Kong Proceedings. Global
Alliance of Marketing & Management Associations, 1073-1080.

17. Markovi¢, J. (2016). The image of Belgrade and Novi Sad as
perceived by foreign tourists. Journal of the Geographical Institute
"Jovan Cviji¢", Vol. 66, No. 1, 91-104.

18. Masi¢, S., Kosar, N. (2016). Hotels and Social Media- Case Study of
Serbia. 1% International Scientific Conference ,, Tourism in Function of
Development of the Republic of Serbia: Spa Tourism in Serbia and
Experiences of Other Countries”, Vrnjacka Banja, Serbia, 277-295.

19. Meler, M. (1999). Marketing. Osijek: Sveuciliste Josipa Jurja
Strossmayera u Osijeku, Ekonomski fakultet.

326



20. Miskovi¢, 1., Holodkov, V., Radin, 1. (2015). Upotreba mobilnih
aplikacija u promovisanju turisticke ponude zasticenih delova prirode.
TIMS Acta, Vol. 9, No.1, 75-86.

21. Moutinho, L. (2005). Strateski menadzment u turizmu. Zagreb:
Masmedia.

22. Novak, D. (2011). Promotion as instrument of marketing mix. |
International Symposium Engineering Management And Competitiveness
2011 (EMC2011), Zrenjanin, Serbia, 505-510.

23. Pereira, L., Almeida, P. (2014). Marketing and promotion in the hotel
industry: A case study in family hotel and hotel group. Tourism and
Hospitality International Journal, Vol. 2, No. 1, 92-105.

24. Pijevac, V., Durovi¢, M. (2017). Upravljanje kvalitetom usluga u
odabranim beogradskim hotelima. Turisticko poslovanje, No. 20, 51-61.

25. Popesku J., (2009). Destinacijske menadZzment organizacije kao oblik
upravljanja razvojem turistickih destinacija. 1. Naucni skup sa
medunarodnim uces¢em Sinergija 2009., Bijeljina: Univerzitet Sinergija:
253-256.

26. Popesku, J. (2004). Konkurentnost i odrzivost turisticke destinacije-
preduslov uspeSnosti marketinga hotelske kuée. V' naucno-strucni
simpozijum "Hotelska kuca 2004", Kopaonik, Srbija, Hores, Beograd, 103
—114.

27. Simigevié, D. (2005). Primena marketinga u upravljanju
destinacijama. Hotel link, Vol. 6, No. 6,477-483.

28. Skoko, B., Mihovilovi¢, M. (2014). Odnosi s javnoséu u funkciji
drustveno odgovornog poslovanja. Prakticni menadzment, strucni casopis
za teoriju i praksu menadzmenta, Vol. 5, No. 1, 84-91.

29. Stajci¢, J. Aleksi¢, A., Simi¢, M. (2016). IstraZivanje stavova
turisticke privrede u funkciji uvodenja DMO na podrucju Beograda.
Zbornik radova Departmana za geografiju, turizam i hotelijerstvo, Vol.
45, No. 1, 59-68.

327



30. Stojkovi¢, M. (2013). Primena drustvenih mreza u turizmu i
ugostiteljstvu. Turizam i putovanja (http:/www.turizamiputovanja.com/e-
book)

31. Ubavi¢, P. (2016). Pozicioniranje Srbije kao turisticke destinacije na
medunarodnom turistiCkom trzistu. Megatrend revija, VVol. 13, No. 2, 97-
118.

32. Zakon o turizmu, Sluzbeni glasnik RS, br. 36/2009, 88/2010,
99/2011- dr. zakon, 93/2012 i 84/2015.

33. Zubanov, V., Radenkovié¢ Sosié¢, B. (2015). Upravljanje sadrzajem u
Kriznim situacijama. Teme, No. 3, 1029-1045.

328



