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Take & joumey to self-discovery, well-being and utter relaxation
with “Elements Dine Around” All-Inclusive life essentials.
The mast wholasome holiday expanence unfolds at ALDEMAR ROYAL MARE in Cretel

HEAD OFFICE
Z6Z, Wihssias Ave., Kifasia 145 B2, Arhard, Geeecs, T. +30 210 62 36 150, F «30 210 80 17 451, E. selas i sldamas. gy

ALDEMAR-RESORTS.GR



https://www.aldemar-resorts.gr/

4 « Sabai vas
DOz a 11 Dubat

Q

info@sabaitravel.rs
064/302-77-77
www.sabaitravel.rs

Na mestu gde svaki lo3 dan
nestaje u pesku i ljudi se
penju u oblake, zivot je lep,
bas kao pustinjski sumrak.

Umetnost savremene civi-
lizacije oslikala je grad koji
razbija sve predrasude i
postaje dosanjani san.

Sa agencijom Sabai ostva-
rite sopstvene snove u naj-
bogatijem gradu, s najlep -
Sim kontrastima. Krenite u
susret sre¢i! Ona zivi u
Dubaiu!

U vreme darivanja, pri-
jatelji zasluzuju ono naj -
bolje od nas. Zato vam
predstavljamo Dubai i
kazemo:

SRECNI PRAZNICI!

EKSKLUZIVNA PONUDA za sve citaoce Turistickog Sveta:
“ 200 % PO PUSTE

Ukljuceni svi troskovi (avio karta, takse, smestaj sa vrhunskom hotelskom uslugom, izleti,.osiguranje)! -
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http://beogradskisajamturizma.rs/
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PREZIDENT

HOTELS

109 Futoska Street, 21000 Novi Sad, Serbia,
Tel: +381 21 487 7444, www.prezidenthotel.com,
e-mail: reservations@prezidenthotel.com

PREMIER 2 Karadjordjeva Street, 21205 Sremski Karlovci,

Serbia, Tel: +381 21 884 111,
PREE".I EENT www.premierprezidenthotel.com,
W

SREMSK] KARLOVCI e-mail: reservations@premierprezidenthotel.com

71 Belilo Street, 21205 Sremski Karlovci, Serbia,
Tel. +381 21 298 33 25, www.vilaprezident.com,
e-mail: vilaprezident@gmail.com



http://www.prezidenthotel.com/
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PREMIUM

NA SVIM POLJIMA

IZNAJMLIJIVANIE | KUPOPRODAJA

* POSLOVNOG PROSTORA *
* KUCA * STANOVA * PLACEVA *
* LOKALA * MAGACINA *

www.premiumproperties.rs

011/428 38 98 060/055 4155
Djordja Stanojevi¢a 11D/7
Urosa Martinovica 5 lokal 2



http://www.premiumproperties.rs/

|z SADRZAJA / FROM THE CONTENT

L — Flr_lil'lillh'hi'
Devedeset godina po meri putnika
For ninety year customized for passengers

Turizam - druga najuspesnija privredna grana u Srbiji!
Tourism - the second most successful industry in Serbial

Miroljub Aleksi¢: Nijedan vetar ne pogoduje brodu bez cilja
Miroljub Aleksi¢: No wind is favourable for a ship without a goal
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Na naslovnoj strani / On the front cover:
SAINT TEN HOTEL BELGRADE

Kadrovi za hotelsku industriju sveta
Personnel for global hotel industry

Zivorad Vasi¢ - Lider hotelske industrije
Zivorad Vasi¢ - The Leader of the hotel industry
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Moderan hotel sa
tradicionalnim
vrednostima

Hotel Aqua Panon, u srcu Panonske ravnice - u Kanjizi, na
severu Vojvodine, izmedu reke Tise i gradskog parka, idealan
je za zdravstveni, konferencijski, lovni i city break turizam.
Gostima Aqua Panona na raspolaganju je:

© 47 moderno uredenih, kompletno opremljenih soba, uklju¢ujuci
tri luksuzna apartmana;

® Spa & Wellness centar sa dakuzijem, saunom, sobom za
masazu i zatvorenim bazenom sa termalnom lekovitom vodom,
temperature 38°C;

o Fitnes kutak;

e Otvoreni bazen (18,5 x 9 m, dubine 1,5 m), letnja basta i de¢ije
igraliSte na samo par koraka od bazena;

® Restoran poznat po ukusima tradicionalne vojvodanske kuhinje
(pored ,a la carte jela, sluze se i pansionski obroci po
pristupa¢nim cenama);

e Iznajmljivanje bicikala, a postoji moguénost i za

® Organizovanje individualnih ili grupnih poseta destinacijama
u neposrednoj blizini hotela: Subotici, Pali¢u, Totovom Selu ili
Madarskoj...

I nije daleko, a nije ni skupo.

Dobro dosli!

wWww.aquapanon.com

MODERN HOTEL WITH TRADITIONAL VALUES

H otel Aqua Panon, in the heart of the Pannonia Plain - in Kanjiza, in the north
of Vojvodina, between the Tisa River and the town park, is ideal for health,
conference, hunting and city break tourism.

Aqua Panon hotel’s guests have at their disposal:
® 47 modern decorated, fully equipped rooms, including three luxury apartments;

® Spa &Wellness centre with a Jacuzzi, sauna, massage room and indoor swimming
pool with thermal healing water, water temperature of 38°C;

o Fitness corner;

® Outdoor swimming pool (18,5 x9 m, depth 1,5 m), summer garden and children's
playground just a few steps from the pool;

® Restaurant known for the tastes of traditional Vojvodina cuisine (besides, a la carte”
dishes, there are board meals at affordable prices);

o Bicycle rental, and there is also a possibility to

® Organize individual or group visits to destinations near the hotel: Subotica, Pali¢,
Totovo Selo or Hungary...

And it is neither far away nor expensive!
Welcome!



http://www.aquapanon.com/
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Milena Milenkovi¢: TeZi put je — bolji Rade Samcevi¢: Konsultanti — vakcina protiv skupih greSaka
Milena Milenkovi¢: Harder way is — a better way Rade Samcevi¢; Consultants - a vaccine against expensive mistakes

Hotel Mandarin Oriental: Hotelska ikona Barselone Eros Picco: Strast je esencijalni sastojak!
Hotel Mandarin Oriental: Barcelona’s hotel icon Eros Picco: Passion is the essential ingredient!

Kako postati “China Ready"? Svetski muzeji na obodu Beograda
How to become “China Ready” World museums at the outskirt of Belgrade
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FAKULTET ZA TURISTICKI I HOTELIJERSKI MENADZMENT

TURIZAM, HOTELIJERSTVO I EKONOMIJA HRANE

Obavezna stru¢na praksa u najpoznatijim hotelima, turistickim agencijama i restoranima, predstavlja najznacajniju
prednost ovog fakulteta. Studenti koji upisu ovaj fakultet bice u prilici da ucestvuju u studijskim putovanjima, kao i
najznacajnijim manifestacijama iz ove oblasti. Fakultet za turisticki i hotelijerski menadZment potpisnik je preko 400
sporazuma o saradnji sa domacim i inostranim turistickim agencijama i organizacijama, hotelima i restoranima.

Na studijskom programu Poslovni sistemi u turizmu i hotelijerstvu studenti imaju priliku da uce od najboljih profesora i
stru¢njaka iz oblasti turizma i hotelijerstva i steknu savremena znanja za uspesnu karijeru u hotelima, turistickim agencijama,
turistickim organizacijama, sektorima hrane i pi¢a i dr. Ovaj program se sprovodi na srpskom i engleskom jeziku.

Studijski program doktorskih studija MENADZMENT U TURIZMU treba da omogudi sticanje nauénih sposobnosti i
akademskih vestina, razvoj kreativnih sposobnosti i ovladavanje osobenim prakti¢nim vestinama potrebnim za uspesan
razvoj karijere u oblasti upravljanja sloZzenim sistemima u okviru turisticke privrede, drzavnih i drugih organizacija i
struktura, kao i nauc¢no-istrazivackim institucijama, fakultetima i visokim skolama.

X Ul. Danijelova 32, 11000 Beograd, Srbija;
@ Tel: 011 3094 094; 3093 220; Fax: 011 3093 294; E-mail: studije@singidunum.ac.rs

UNWTO - OMT - KOHBTO
Member of World Tourlsm Organisation




INFO SERVIS

U FEBRUARU 2019:
41. MEDUNARODNI SAJAM TURIZMA

Pod sloganom ,,Leto je blize nego $to mislite, na Beogradskom sajmu ¢e
se,0d 21. do 24. februara 2019. godine, odrzati 41. Medunarodni beogradski
sajam turizma.

Bice to kao i svake godine najveca i najznacajnija turisticka manifestacija u zemlji
ali 1 jugoisto¢noj Evropi po¢etkom godine.

Zemlja partner ovogodis$njeg Sajma je Bugarska, zemlja ¢iji je turizam u proc-
vatu, a njen grad Plovdiv jedna je od prestonica kulture u 2019. godini.
Jedna od traktivnih novina na Sajmu turizma je poslovni B2B portal
namenjen registraciji i izlagaca i poslovnih posetilaca, kao i njihovom
medusobnom umreZzavanju. Poziv da se prijave na B2B portal otvoren je i za
medije koji ovim putem mogu da zakazuju sastanke i intervjue sa uc¢esnicima
i gostima Sajma. Usluga zakazivanja B2B sastanaka za sve registrovane ucesnike
je besplatna.

SAJAM -Tumznm e

BEOGRADSKI IN HOTEL: BEST
CONTEMPORARY HOTEL zA 2018.

a Best Contemporary Hotel 2018. na Balkanu je, po odluci nezavisnog
edunarodnog Zirija, proglasen beogradski IN hotel i tako jos jednom
prepoznat kao relevantan ucesnik na poslovnoj mapi Evrope, nakon 12 go-
dina uspes$nog poslovanja. Ova nagrada je dokaz da IN Hotel posluje na
najsavremeniji nacin, promovisudi inovacije i etiku u svom radu.
- Balkan Business Awards okuplja najdinami¢nije kompanije u regionu i pono-
sni smo $to smo prepoznati i na tom nivou, kao srpski brend po evropskim
standardima - rekla je Ruzica Petrovi¢ Dedijer, direktorka IN Hotela
Beograd, povodom dode-
ljenog priznanja.

Inace, projekat Balkan

Balkan Eniﬂrpnse Business Awards koncipi-
Hopvarde 2018 rala je kompanija EU Busi-
ness New u cilju prepo -

znavanja najboljih kompa -

IN Hotel Eﬂlgfﬂdﬂ nija u balkanskom regionu

¢ija se ekonomija razvija i
iz godine u godinu raste.
Ovu nagradu podrzavaju
poslovni lideri, akademici
i politicki predstavnici
$irom Evrope.

Besi= Comtermporany Haons J018 - Besgracs |
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OTVOREN HOTEL PUTNIK
NA KOPAONIKU

godini kada slavi $est decenija postojanja, potpuno

renovirani hotel Putnik na Kopaoniku, kate-
gorisan sa 4 zvezdice, otvorio je po¢etkom decembra
ponovo vrata gostima.

Hotel sada ma 116 smestajnih jedinica, odnosno 270
komfornih lezajeva, pansionski restoran kapaciteta do
250 osoba, lobby bar, dve konferencijske sale, igrao-
nica za decu, fitness centar sa najsavremenijom opre-
mom za vezbanje, kao i spa centar sa zatvorenim
bazenom, jakuzzi-jem, finskom saunom, ruskom
banjom, infracrvenom saunom, turskim kupatilom,
tepidarijumom, frizerskim salonom i sobama za
masazu. Gostima su na raspolaganju i viSenamenski
otvoreni teren, skijasnica, parking, bankomat i su-
venirnica. Tokom zimske sezone, u hotelu se moze iz-
najmiti ski oprema i rezervisati ski pass, dok se leti
mogu rentirati kvadovi i bicikli za voznju po predivnim
predelima, kao i ostali sportski rekviziti za rekreaciju.
Podsetimo, stari deo hotela Putnik otvoren je davne
1958. godine kao jedan od prvih ugostiteljskih objekata
na Kopaoniku, dok je novi deo hotela otvoren 1985.
godine.




“EMROVICA RAJ" - NOVI HOTEL U NOPOZARSKOJ BANUI

oko ¢itavog objekta. Hotel 41 sobu
na Cetiri nivoa, 6 apartmana i 6 bun-
galova na dva nivoa — sa sopstvenim
bazenima od 34 kvm i lekovitom
termomineralnom vodom. Sobe su
moderno opremljene, tehnicki i
funkcionalno odgovaraju standar-
dima visokog kvaliteta. U sastavu
hotela je i wellness sa Cetiri bazena,
parnim kupatilom, turskim hama-
mom i sobom za masaZu, teretana sa
najsavremenijim spravama za vez-
banje, kao i konferencijska sala sa
prate¢om tehnickom opremom.
Citav kompleks prati veliki, obezbe-
den parking za goste hotela.

a samo 3 km od Novog Pazara, u Novopoazarskoj banji, u le-
Npom prirodnom okruzenju u kome izvire lekovita voda,
otvoren je moderan novi hotel “Emrovi¢ Raj’, koji je po svom izgledu,
nameni i funkciji prilagoden zahtevima i Zeljama savremenog go-
sta. Uz novi hotel nalazi se i veliki restoran na tri nivoa, sa bastom

Inace, termomineralni izvori u Novopazarskoj banji pripadaju
grupi sumporovitih hipertermi sa temperaturom vode do 52°C.
Poznata je za le¢enje i rehabilitaciju obolelih od miopatije i neuro-
miopatije.

Triiéte beogradskih hotela obuhvata vise od 120 kate-
gorisanih objekata sa oko 7.650 soba, a procenjuje se
da bi optimalan broj soba u hotelima u Beogradu bio izmedu
10.000 i 12.000.

Prema podacima kojima raspolaze revizorska kuca Kreston
MDM, najveci broj hotela u Beogradu ¢ine oni sa 3 i 4
zvezdice. Na osnovu zvani¢ne kategorizacije, sa 5 zvezdi-
ca rangirano je svega pet hotela, sa ukupno 881 sobom, dok
sa 4 zvezdice u Beogradu ima vise od 70 hotela ove kate-
gorije, sa priblizno 4.350 soba, $to ¢ini oko 57 odsto
ukupnog broja soba na beogradskom hotelskom trzistu. U
Beogradu ima i vie od 40 hotela s 3 zvezdice, a njihov ka-
pacitet je priblizno 1.950 soba.

Kada je re¢ o planovima za budu¢nost, u Beogradu su u iz-
gradnji tri hotela sa 4 zvezdice i jedan sa pet zvezdica, koji
¢e poceti sa radom u naredne dve godine. Treba imati u vidu
da Beograd trenutno nije u mogu¢nosti da organizuje velike dogadaje, da centar ,,Sava“ jo$ nije rekonstruisan, te da ni kapaciteti postoje¢ih
hotela sa 4 zvezdice nisu popunjeni. U tom smislu, moze se zakljuciti da je trziste hotela sa 4 zvezdice u srpskoj prestonici prezasic¢eno,
narocito kada se uzmu u obzir procene da bi u ukupnoj strukturi trebalo da bude do 35 odsto hotela sa 4 zvezdice, dok ih u Beogradu ve¢
sada ima vi$e od 55 odsto. S druge strane, Beograd ne raspolaze dovoljnim brojem kvalitetnih hotela sa 3, 21 1 zvezdicom, koji su veoma
bitni za turisticke grupe, ali se zato ponuda privatnog smestaja znatno povecala u poslednjih nekoliko godina.

decembar 2018 / januar 2019 TURISTICKI SVET 9015
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U LUKOVSKOJ BANJI GRADI SE NOVI HOTEL

reduzeée "Planinka" u Lukovskoj banji gradi novi, savremeni ho-
tel sa oko 200 lezajeva, $to je investicija vredna gotovo osam mil-
iona evra. Ovaj hotel trebalo bi da bude zavr$en do 2020. godine.

Kako saznajemo, hotel ¢e imati Cetiri zvezdice, bice ekskluzivno
opremljen i imace bazene, kao i kompletne medicinske sadrzaje, jer
je prevashodno namenjen gostima koji dolaze radi le¢enja, ali su do-
brodosli svi turisti, posebno mladi i rekreativci. Zaposljavace 70 kval-
ifikovanih radnika.

U ovaj deo Srbije osim redovnih posetilaca iz ¢itave Srbije, najvise
iz Beograda i Novog Sada, zbog relaksacije sve ¢es¢e dolaze i turisti
iz Rusije i Rumunije, pa je Lukovska banja medu najposecenijim u
Srbiji. Nazalost, savremeno opremljeni hoteli "Jelak" i "Kopaonik", sa
ukupno 280 lezZaja, nisu dovoljni da prime sve zainteresovane, pa se
"Planinka" iz KurSumlije - u ¢jjem sastavu je i Prolom banja - iz tog
razloga odlucila za izgradnju novog hotela.

NOCENJE U DRUSTVU RIBA |
AJKULA - 50.000 poLaral

izort "Conrad Maldives Rangali Island" odnedavno svojim gostima
Rnudi sasvim neobi¢no iskustvo boravka medu ribama, kornjacama
iajkulama i to po ceni od 50.000 dolara za no¢. Re¢ je o podvodnoj ho-
telskoj sobi "Muraka" sa staklenim zidovima, smestenoj na dubini od
5 metara.

"Muraka" je napravljen od celika, betona i akrila, ali je prilikom
dizajniranja velika paznja posve¢ena ocuvanju lokalnog ekosistema. Pod-
vodni deo apartmana povezan je sa delom koji se nalazi iznad vodene
povrsine. Gornji deo takode sadrzi prozirne zidove koji omogucavaju
pogled na okean, a tu se nalazi i dakuzi, "beskonacni" bazen i izdvojene
terase. Gosti se liftom ili spiralnim stepenicama spustanju na donji pod-
vodni nivo. Plafon je polukruznog oblika, zidovi prozirni, ¢ak i u ku-
patilu, te se okolni podvodni svet moze posmatrati iz svih prostorija.

Visoka cena boravka ne ukljucuje samo nocenje u apartmanu. Gosti se
od glavnog objekta rizorta prevoze malim privatnim avionom ili luk-
suznim gliserom do samog apartmana, a njegova udaljenost od osta-
lih smestajnih sadrzaja pruza gostima maksimalnu privatnost. Apart-
man ima i posebno osoblje, uklju¢ujudi batlera, kuvara, masera...

NA TAJVANU OTVOREN
HOTEL ZA GEJMERE

|1_|_I-—-
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ezaboravno gejmersko iskustvo ljubiteljima kom-
ijuterskih igrica pruza upravo otvoren prvi hotel sa 5
zvezdica! Re¢ je o hotelu na Tajvanu, u Taoyuan distriktu, koji
se zove "iHotel" i specifi¢an je po tome $to je svaka soba
opremljena gejmerskim kompjuterima najnovije generaci-
je, koji sadrze kompletnu opremu za igrice. Osim racunara,
u sobama se nalaze i ogromni LCD televizori koji imaju PS4
i XBOX1 konzole za igranje, pa ¢e se i ljubitelji ovakvog stila
igranja odli¢no zabaviti i odmoriti.
Ovaj ultra moderni hotel sa 5 zvezdica ima i savremeni lobi,
teretanu, spa centar, restoran, bar, kao i internet kafe sa gejming
arenom. Nocenje u njemu kosta u proseku oko 100 americkih
dolara, a ljubitelji video igara mogu iznajmiti i sobu na sat,
po ceni od 12 dolara tokom vikenda, ili izdvojiti 75 dolara
za 15-¢asovnu maratonsku gejming sesiju.




BUDUCNOST HOTELUERSTVA: MARUgKA
AUTONOMNI MOBILNI HOTEL

»Autonomous Travel Suite“ integriSe prevoz i hotelijerstvo u

7 =
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zeljene destinacije.

Nalik kompaktnoj hotelskoj sobi, ovaj apartman nazvan ,Au-
tonomous Travel Suite” pruza deo za odmor sa kupatilom, aliiradni X
prostor, omoguéavajuéi gostima da efikasnije i produktivnije iskoriste
vreme tokom putovanja.

Koristeci tehnologiju autonomne voznje, mobilni apartman ima

dvojaku funkciju - sluzi kao li¢no prevozno sredstvo i mobilna ho-
telska soba.

Scowi modiy

Shilied datodls of
Inesco-ckecorotion
Iroem: Serbson
medsrval monmberie

Sidersco monestery
Eincn chorch, W80

»Autonomous Travel Suite” komunicira putem centralne platforme
"Autonomous Interface", koja, koriste¢i naprednu tehnologiju, kon-
troli$e razne operacije i usluge izmedu mobilnog apartmana i hotelskih
sadrzaja. Putnici mogu na jednostavan nacin da unesu vise Zeljenih
destinacija i neophodnih usluga putem online aplikacije i "Autonomous
Travel Suite" ée se automatski dovesti ispred polazne destinacije put-
nika. Autonomni Interface zatim analizira najbolju rutu i komuni-
cira sa obliznjim objektima kako bi pruzio trazene usluge tokom voz -
nje. On automatski kontroli$e unutrasnju sredinu i proverava status
vozila da bi obezbedio najbolje uslove tokom voznje.

Mobilni apartmani su sastavni deo lanca autonomnih hotela, koji ¢ini
mreza hotelskih objekata koji nude stacionarne jedinice i javne sadrza-
je koji se mogu dodavati individualno u zavisnosti od potrebe put-
nika. Ovaj lanac pruza usluge poput hrane i pica, sala za sastanke, spa
— bazena i teretana, kao i uslugu ¢iS¢enja i odrzavanja apartmana.

U poredenju sa avio-letovima ili putovanjem vozom koji zahtevaju
vise koraka poput transfera, check-in-a pre samog putovanja, ,, Au-
tonomous Travel Suite” funkcionise kao li¢ni rent-a-car i hotelska soba,
pruzajui neogranicenu fleksibilnost i mobilnost po nizim cenama.

Troskovi rentiranja ,, Autonomous Travel Suite“~a pokrivaju troskove
lokalnog transporta (taxi), leta avionom i hotela, §to ga ¢ini
konkurentnijom opcijom od avio-letova i vozova do obliznjih de-

stinacija. Ukoliko putuje vi$e od jedne osobe, ukupni putni troskovi Utie shopping canter Fromenada shopping conter  RBoiteva shopping center
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GRCKI HOTELSKI LANAC ALDEMAR RESORTS

SLAV

Idemar Resorts jedan je od vodecih i najdinami¢nijih
Alrlnotelskih lanaca u Gr¢koj, koji je ve¢ 30 godina na
edunarodnom trzistu. Njegovi veoma cenjenji rizorti na

Kritu: ,Royal Mare, ,,Knossos Royal, ,,Knossos Villas“ i ,Cretan

ljavaju goste jer deluju na sva ¢ula i pruzaju iskustvo koje Zele uvek
iznova da otkrivaju.

Filozofija Aldemar lanca je istrazivanje inovativnih proizvoda i ideja,
demonstriranjem visokog nivoa odgovornosti prema ljudima,
lokalnoj zajednici i prirodi, $to kazuje da je dobrobit gostiju u fokusu
ovih rizorta.

#ELEMENTS ALL-IN" - NAJINOVATIVNUI ALL-INCLUSIVE PROGRAM
Boravak u kritskim Aldemar rizortima je daleko od obi¢nog
iskustva, narocito kada se izabere ,,Elements* koncept. ,,Elements
All-In‘, nedavno nagraden prestiznim Seven Stars priznanjem kao
najinovativniji all-inclusive program. Fokus je na zdravim i
opustaju¢im odmorima, u kojima ¢e 4 la carte ishrana, sportske
aktivnosti i brojna zadovoljstva razmaziti svakog gosta koji se odluci
za ,Elements” paket.

Nije tajna da se uspomene vezuju za ukuse. Stoga,
upustite se u jedinstveno gastronomsko
putovanje u ,Royal Mare“ i ,Knossos
Villas“ rizorte. Kombinacija
internacionalne kuhinje i domace
grcke, koris¢enje najkvalitetnijih
lokalnih namirnica, uz ekskluzivan
pecat Aldemarovih $efova — bice
uspomena za dugo secanje.
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GREEK HOTEL CHAIN ALDEMAR RESORTS

7IVOT!

CELEBRATE
| IFE]

n Idemar Resorts is one of the leading and most dynamic hotel

chains in Greece with 30 years of presence in the international

market. In Crete, its highly acclaimed resorts Royal Mare,
Knossos Royal, Knossos Villas and Cretan Village, located within close
proximity to both Heraklion town and the airport, are sure to delight
your senses and provide you with an experience worth re-living.

Aldemar’s philosophy is all about investing in innovative products and
ideas and by demonstrating a high level of responsibility towards
people, the local community and the natural environment. With this
philosophy in mind, it could not be made more evident at the resorts
that the visitor's well-being is in focus.

Holidays at Crete’s Aldemar Resorts are far from the average
experience, especially when it comes to choosing the “Elements”
concept. The focus of “Elements All-In”, recently awarded by the
prestigious Seven Stars Awards as the most innovative All-inclusive
program, is on healthy and relaxing vacations in which a la carte dining,
sporting activities and numerous treats are there to spoil the guest
who has opted for the Elements holiday package.

Itis no secret that tastes are tied to memories. .. So, indulge in a unique
gastronomic journey at Royal Mare and Knossos Villas. The culinary
experience combines a selection of international cuisines as well as
the Greek one, with the exclusive touch of Aldemar’s chefs. Using the
highest quality of local ingredients and their innovative spirit, th



f"i Fy. S
E A
o fri."!:ﬂrg :':" # 1 §

POZzIVNICA ZA KRALJEVSKO OPUSTANJE

Opustite svoje telo i um od glave do pete u ,Royal
MareTHALASSO® centru. Uvrsten medu 10 najboljih Thalasso
centara na svetu i izglasan za vodeci svetski Thalasso & Spa rizort
za 2016. godinu, ,Royal Mare Thalasso/Spa Centre® zavodi
svojom veli¢inom, blistavos¢u i spokojstvom. Na povrsini od 4.000
kvm posetioci mogu da uZivaju u sobama za tretmane, bazenima,
beauty i fitness centrima, posveceni well-being-u. Nasi eksperti,
osoblje koje prica vise stranih jezika, tretmani izvrsnog kvaliteta,
pedantnost i ¢istoca, prestizno okruZenje, sa ,velikom plavom*
pozadinom... su pozivnica za mesto wellness & potpunog
opustanja!

Stilizovane sobe i apartmani, okruzeni mirisom i bojama dobro
odrzavane baste, nude osec¢aj komfora u kombinaciji sa luksuzom.
U dizajniranim ,Relax zonama“ - smiruje Zen dekor, lagana
muzika, ljuljaske u basti, u koje gosti mogu da se sklupcaju i Citaju
knjigu dok ispijaju hranljive napitke iz bara pored bazena i postaju
jedno sa prirodnim elementima, upustajudi se u sveobuhvatno
iskustvo odmora.

BUDITE U SVOM ELEMENTU. ,,Elements® je vi$e od odmora.
To je obecanje da Cete povratiti Zivotni balans i kvalitet onoga $to
jedete, nacina na koji Zivite, diSete i sebe svakodnevno motivisete.

Zato moto onog ko ceni i pozdravlja Zivot kao Aldemar, ne moze
ni biti ni$ta drugo do: SLAVITE ZIVOT!

www.aldemar-resorts.gr

could not be anything less than soulful... and of course delicious!

With the pace of daily life becoming all the more intense and
exhausting, give yourself the chance to relax your body and mind from
head to toe by trusting the professional staff at the Royal Mare
THALASSO. Listed among the 10 best Thalasso Centres worldwide
and voted World's Leading Thalasso & Spa Resort 2016, the Royal Mare
Thalasso/Spa Centre seduces with its size, luminosity and serenity.
In a space of 4000sg.m., visitors can enjoy the treatment rooms,
swimming pools, beauty and fitness centres, dedicated to their well-
being. Our expert, multilingual staff, the exceptional quality treatments,
the meticulous cleanliness, the prestigious surroundings, in a“big blue”
backdrop... are an invitation to a place of wellness & utmost
relaxation!

Stylish rooms and suites with exterior surroundings full of aromas and
coloramong an endless well-tended garden offer a sense of comfort
paired with luxury. The guests can find comfort and relaxation at the
designated “Relax Zones"; a calm Zen décor, soft music, hammocks
that are spread over the garden, where one can curl up and read a
book while sipping on a nutritious beverage from its pool bar and
become one with the natural elements, as they indulge in an all-
encompassing holiday experience.

“Elements”is more than just a holiday. It is a promise you make to
yourself to re-create a life of balance and good quality with what you
eat, how you live, breathe and motivate yourself daily.

So, the Aldemar motto could be none other than CELEBRATE LIFE!

www.aldemar-resorts.gr
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INTERVJU: DRAGANA FRANTOV NIKOLIC, DIREKTORKA ZA KOMERCIJALU KOMPANIJE ER SRBIJA

DEVEDESET GODINA
PO MERI PUTNIKA

Er Srbija je jedna od najstarijih svetskih avio-kompanija koja i danas, posle 90 godina, uspesno posluje! Da je na
globalnom nivou u samom vrhu, potvrduje i podatak da je u 2018. najbolje ocenjena avio-kompanija u
jugoistocnoj Evropi, uz maksimalnih 7 zvezdica u kategoriji bezbednosti i 5 zvezdica za kompletan proizvod i
uslugu! U ¢emu je tajna njene uspesnosti, pitamo, izmedu ostalog, Draganu Frantov Nikoli¢, direktorku
komercijalnih poslova Er Srbije, a ona s ponosom odgovara: ,Pre svega, u spremnosti da se prilagodavamo,
rastemo i tezimo inovacijama, ali i u stavu da je bezbednost putnika, ¢lanova posada i letelica nesto oko ¢ega -
nema kompromisa.”

FOR NINETY YEAR
CUSTOMIZED FOR PASSENGERS

Air Serbia is one of the world's oldest airline companies, which still operates successfully after 90 years! That it is globally
at the very top, is confirmed by the fact that in 2018 it was the best rated airline company in Southeast Europe, with a
maximum of 7 stars in the safety category and 5 stars for the complete product and service! What is the secret of its
success, we ask, among other things, Dragana Frantov Nikoli¢, Manager of Commercial Performance at Air Serbia, and
she proudly answers: “Above all, in the readiness to adapt, grow and strive for innovation, but also in the attitude that the
safety of passengers, crew members and aircrafts is something they never compromise”

. &

—--1

-

TU-4PFE mm

ﬂ’ ssEENNCORRE N

e
esscCCeor
TU-ALO

L

J e
9020 TURISTICKI SVET | decembar 2018 / januar 2019 lJ.:.LP PROELOCLENS ﬂ



INTERVIEW: DRAGANA FRANTOV NIKOLIC,

www.turistickisvet.com

MANAGER OF COMMERCIAL PERFORMANCE, AIR SERBIA

© Prvobitno osnovan pod imenom Aeroput, srpski nacional-
ni avio-prevoznik obavio je prvi let 15. februara 1928. godine
izmedu Beograda i Zagreba. Taj podatak svrstava Er Stbiju na
deseto mesto na listi najstarijih avio-kompanija u svetu. Sta se
za to vreme promenilo, a sta je ostalo isto ili bar prepoznatlji-
vo?

- U pravu ste — u februaru smo obelezili devet decenija od
prvog leta Aeroputa, prethodnika danasnje Er Srbije, dok smo
2017. ujunu proslavili ta¢no devedeset godina od formiranja
kompanije. Na taj nacin, mi smo se svrstali medu svega neko-
liko najstarijih svetskih avio-kompanija koje i danas uspe$no
posluju. Svakako da nas istorija ¢ini izuzetno ponosnim, ali
ona ujedno predstavlja za nas i veliku obavezu. Nase poslo-
vanje pretrpelo je brojne promene od tog prvog, istorijskog
leta. Ipak, ono $to je konstanta jeste nasa spremnost da se
prilagodavamo, rastemo i tezimo inovacijama. S druge
strane, pored spremnosti na promene u interesu nasih
putnika, bezbednost putnika, ¢lanova posade i letelice, jeste

nesto oko ¢ega nema kompromisa.

ZA 5 GODINA — VISE OD 12 MILIONA PUTNIKA!

® Ove godine obeleZeno je i pet godina uspesnog poslovanja od pot-
pisivanja kod-ser sporazuma izmedu Jat ervejza i Etihad ervejza i
stvorena nova kompanija Air Serbia. Gde sve danas lete avioni Er
Srbije, koliko je letova obavljeno i koliko putnika prevezeno za tih pet
godina?

- U proteklih pet godina, prevezli smo vise od 12 miliona putnika,
znacajno rasirili mrezu linija, povecali prihode i popunjenost
putnicke kabine. Izdvojila bih i uspostavljanje dugolinijskog leta ka
Njujorku, zbog cega smo danas jedina avio-kompanija u regionu
koja leti ka SAD. Od prvog leta do sada kompanija je realizovala
vise od 150 hiljada letova. Pored Njujorka, danas letimo ka 40
evromediteranskih destinacija, a zahvaljujuci saradnji sa drugim
avio-kompanijama, Er Srbija u ponudi ima jos$ 63 destinacije. To
znaci da nasi putnici na nasem veb sajtu mogu da kupe karte do
103 destinacije u svetu!

e O postignutom uspehu svedoci i priznanje renomiranog sajta za
rejting u oblasti civilne avijacije AirlineRatings.com. Er Srbija je naj-
bolje ocenjena avio-kompanija jugoistocne Evrope u tekucoj 2018.
godini, uz maksimalnih sedam zvezdica u kategoriji bezbednosti i pet
zvezdica za kompletan proizvod i uslugu.

- Ocena Airlineratings-a predstavlja jo$ jednu u nizu potvrda da
su bezbednost putnika, ¢lanova posade i aviona na$ najvazniji
prioritet. Pomenuti rezultat potvrduje da stalno napredujemo i
unapredujemo uslugu koju pruzamo putnicima. Podsetila bih i da
je glavni urednik ovog uglednog sajta tom prilikom istakao da je
Er Srbija vazan pokreta¢ ekonomije od trenutka kad je nastala, da
ima modernu flotu Airbus i ATR aviona i da spada medu
operativno najbolje.

o Krajem januara ove godine, Er Stbija je predstavila novi tarifni sistem
od Cetiri tarife. Koje su to tarife konkretno i kakve sustinske promene

Deo komercijalnog tima Er Srbije (s leva na desno) / Part of the Commercial
Performance team of Air Serbia (from left to right): Bosko Rupi¢, Maja Sotra,
Dragana Frantov Nikoli¢, Durda Vinci¢-Tomié, Zoran Radosavijevié.

e Originally founded under the name Aeroput, the Serbian national airline
made its first flight on 15 February 1928, between Belgrade and Zagreb. This
fact puts you among the oldest airlines in the world, in 10th place. What has
changed in those 90 years, and what has remained the same or at least
recognizable?

- Yes, in February this year we marked nine decades since the first flight
of Aeroput, the predecessor of today's Air Serbia, while in June 2017 we
celebrated exactly ninety years since the company was established. This
makes us one the world's oldest airlines that are still operating success-
fully. The history certainly makes us extremely proud, but it is also a great
responsibility. Our business has undergone many changes since this first
historic flight. Nevertheless, our readiness to adapt, grow and strive for
innovation is constant. At the same time, the safety of passengers, crew
and aircraft is something we never compromise.

IN 5 YEARS = MORE THAN 12 MILLION PASSENGERS!

e This year, you marked 5 years of successful operation since the code share
agreement was signed between Jat Airways and Etihad Airways, and the
new company Air Serbia was created. Where do your company's planes fly
today, how many flights have there been and how many passengers were
carried in the last five years?

- In the last five years over 12 million passengers travelled with us, we
expanded our route network, increased the revenues and the occupancy
of the passenger cabin. | would also mention the long-distance flight to
New York, which is why we are now the only airline in the region that flies
to the United States: From our veryfirst flight until present, the company
has realized more than 150 thousand flights. In addition to New York,
today we fly to 40 Euro-Mediterranean destinations, and thanks to
cooperation with other airlines, Air Serbia offers 63 additional
destinations. This means that on our website passengers can buy tickets
to 103 destinations all over the world!

® The success you have achieved is also acknowledged by the well-known
civil aviation rating website AirlineRatings.com. Air Serbia is the best rated
airline company in south-eastern Europe for 2018, with a maximum of seven
stars in the safety category and five stars for the complete product and service.
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INTERVJU: DRAGANA FRANTOV NIKOLIC, DIREKTORKA ZA KOMERCIJALU KOMPANIJE ER SRBIJA

one donose? Sta su sve benefiti koje putnici Er Srbije mogu da
ostvare?

- U ovom trenutku nasi putnici mogu da biraju izmedu Cetiri ta-
rife - Economy Light, Economy Standard, Economy Comfort i Busi-
ness All Inclusive. Sve one se razlikuju u odnosu na dozvoljeni prt-
ljag, fleksibilnost u vezi sa promenom datuma putovanja i dodat-
nim uslugama koje se mogu prilagodavati. Posle izbora tarife, u bilo
kom trenutku pre leta, putnici nacionalne avio-kompanije mogu
dakupe i dodatne usluge kao $to su prioritetno ukrcavanje, rezer-
vacija zeljenog sedista ili pristup Premijum salonu. Brojne
mogucnosti i $iroki asortiman kreirani su i unapredeni kako bi sva-
ki putnik mogao da putuje Er Srbijom svaki put po svojoj meri.

S ER SRBLJOM SVAKO PUTOVANJE JE PO VASOJ MERI

® U novembru ove godine glumac Milos Bikovic izabran je za za-
Stitno lice nove marketinske kampanje, Ciji je slogan "Svaki put po
tvojoj meri". Ova kampanja trebalo bi da predstavi sve pogodnosti
personalizovanog putovanja Er Srbijom. Recite nam nesto vise o samoj
kampanji, njenim ciljevima, promoteru...

- Novom kampanjom Zzeleli smo da upoznamo nase putnike sa broj-
nim opcijama koje su im na raspolaganju kako bi u potpunosti per-
sonalizovali putovanje, odnosno kreirali putovanje po svojoj meri.
Smatramo da smo pronasli pravi nacin da ispunimo njihova
ocekivanja, kada je re o iskustvu putovanja srpskom nacionalnom
avio-kompanijom. Milo$ Bikovi¢ je na sebi svojstven nacin pred-
stavio tu raznovrsnost ponude i mogu¢nosti koje imaju nasi put-
nici. Nasim putnicima, ali i njegovoj publici, Milos Bikovi¢ ¢e pred-
staviti i najzanimljivije destinacije na koje leti Er Srbija.

© Generalni direktor Dankan Nejsmit istakao je na promociji zastitnog
lica da Ce se nastaviti sa unapredenjem usluga u skladu s potreba-
ma putnika, istovremeno negujuci ono po cemu ste prepoznatljivi,
kao $to je tradicionalno srpsko gostoprimstvo. Gde jos ima prostora
za unapredenje? Kakvi su planovi kompanije za 2019?

- Prostor za unapredenje uvek postoji. Nastavljamo da
prilagodavamo usluge Zeljama, potrebama i ocekivanjima nasih
putnika. U tom smislu, posebno ¢e biti znacajna tehnoloska
unapredenja i povecanje efikasnosti svih procesa u vezi sa puto-
vanjem avionom, ali i personalizacija proizvoda. Zahvaljuju¢i do-
datnim uslugama, putnici koji zele veci komfor i vise usluga mogu
da unaprede svoje iskustvo putovanja u znac¢ajnoj meri. Novi kon-
cepti tarifa i dodatnih usluga omogucavaju da se pravovremenim
planiranjem putovanja ostvaruju ustede i dobija vise. Na tome ¢emo
nastaviti da radimo i ubuduce.

o Kraj godine je, pretpraznicna euforija, vreme za lepe Zelje... Sta
bi bila vasa poruka putnicima na kraju ove uspesne, jubilarne go-
dine Er Srbije?

- Nagim dragim putnicima Zelimo sve najbolje u 2019. godini, do-
bro zdravlje i mnogo uspeha, ali i putovanja. Pozivamo ih da, lete¢i
Er Srbijom, kao $to smo rekli u nasoj aktuelnoj kampanji, zajed-
1o stvaramo nove uspomene.
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- Our score with Airlineratings is another in a series of acknowledgments
that the safety of passengers, crew and aircraft is our top priority. The
result confirms that we are continuously developing and improving the
service we provide to passengers. | would also like to mention that the
editor-in-chief of this reputable website has pointed out that from the
moment of its creation Air Serbia has been an important driver of the
economy, that it has a modern fleet of Airbus and ATR aircraft and that it
is among the best companies operationally.

o At the end of January this year, your company introduced a new tariff
system with four fares. What are these fares exactly, and what essential
changes do they bring? What are the benefits to Air Serbia passengers?

- At the moment, our passengers can choose between four fares -
Economy Light, Economy Standard, Economy Comfort and Business All
Inclusive. They all differ in relation to allowed baggage, flexibility in
changing travel dates and ancillary services that can be customized.
After selecting the fare, at any time before the flight, passengers of our
national airline can also purchase ancillary services such as priority
boarding, reservation of the desired seat or access to the Premium
Lounge. The many features and a wide range of products have been
created and improved so that each passenger can enjoy customised
travel with Air Serbia on every trip.

WitH AIR SERBIA EVERY TRIP IS CUSTOMISED

o In November of this year, actor Milos Bikovi¢ was chosen as the face of the
new marketing campaign with the slogan "Have it your way". This campaign
should present all the benefits of personalized travel with Air Serbia. Tell us
more about the campaign itself, its goals, the promoter...

- With the new campaign, we want to introduce our passengers to many
available options to fully personalize and create travel according to their
needs. We believe that we have found the right way to meet their
expectations when it comes to the experience of travelling with the
Serbian national airline. Milos Bikovi¢ has presented this variety of offers
and options available to our passengers in his own way. Milo$ Bikovic¢ will
present to our passengers and-to-his fans the most interesting
destinations where Air Serbia flies.

e CEO Duncan Naysmith emphasized at the promotion of the campaign
that you will continue toimprove your services in line with passengers‘needs,
while at the same time preserving your outstanding qualities such as
traditional Serbian hospitality. Where is there room for improvement? What
are the company plans for 20197

- There is always room for improvement. We continue to adapt our
services to the wishes, needs and expectations of our passengers. In this
respect, technical improvements and increasing the efficiency of all
processes related to air travel, as well as product personalization, will be
particularly important. Thanks to ancillary services, passengers who want
more comfort and extra services can improve their travel experience
significantly. New concepts of fares and ancillary services make it
possible to make savings and get more by timely travel planning. We will
keep working on this going forward.

e Your message to the passengers at the end of this successful, jubilee
year?

- We wish our beloved passengers all the best in the coming year 2019,
good health and lots of success, but also many journeys. As we say in our
campaign, by flying with Air Serbia we invite them to create new

memories together. Author: Ljiljana Rebronja
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https://www.airserbia.com/
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INTERVJU: MARIJA LABOVIC, DIREKTORKA TURISTICKE ORGANIZACIJE SRBIJE

TURIZAM - DRUGA NAJUSPESNIJA
PRIVREDNA GRANA U SRBIJI!

Da je ovo, po svim pokazateljima, sjajna godina za srpski turizam, najbolje govore ¢injenice. Zahvaljujudi udruzenim
snagama turistic¢ke privrede i dobro osmisljenim promotivnim aktivnostima TOS-a u inostranstvu, za nasu zemlju kao
turisticku destinaciju odlucilo se za prvih 10 meseci gotovo 3,000.000 gostiju ili 11% vise turista nego u istom periodu
2017, dok se od turizma ove godine ocekuje prihod od oko milijardu i 300 miliona eura! Zahvaljujuéi tome, turizam je
konacno zauzeo drugo mesto na listi najuspesnijih privrednih grana u Srbiji. Sve su to brojni razlozi za ponos i razgovor
s Marijom Labovi¢, direktorkom Turisticke organizacije Srbije, s kojom rezimiramo turisti¢ke rezultate i aktivnosti,
pricamo o osvajanju kineskog trzista, ali i o ocekivanjima u 2019, strateskim ciljevima, novim trzistima...

TOURISM - THE

SECOND MOST
SUCCESSFUL
INDUSTRY [N

SERBIA!

According to all indicators, this is a great year for Serbian
tourism, of which facts speak for themselves. Thanks to
the joint forces of the tourism industry and well-designed
promotional activities abroad by the Tourism
Organization, almost 3.000.000 guests opt for Serbia as a
tourist destination in the first 10 months, 11% more
tourists than in the same period of 2017, and the income
of about one billion and 300 million euros is expected
from tourism this year! Thanks to that, tourism finally took
the second place on the list of the most successful
industries in Serbia. These are all reasons to be proud of
and to talk to Marija Labovi¢, director at Tourism
Organization of Serbia, with whom we summarize the
tourist results and activities, and talk about winning the
Chinese market, as well as expectations in 2019, strategic
goals, new markets...



INTERVIEW: MARUA LABOVIC,
DIRECTOR AT TOURISM ORGANIZATION OF SERBIA

- Turizam u Srbiji, s ponosom mogu reci, beleZi odli¢ne rezultate i u
2018. godini, zahvaljujuci podrsci Vlade Republike Srbije i Ministarstva
trgovine, turizma i telekomunikacija, ali i sinergiji aktivnosti svih subje-
kata u turizmu. Kako je Turisticka organizacija Srbije aktivna u
mnogim segmentima na promociji turizma nase zemlje, zaista veru-
jem da smo i mi doprineli tim rezultatima.

Promovisali smo turisticku ponudu Srbije na globalnim online i offline
medijima. Organizovali smo studijska putovanja za 150 predstavnika
znacajnih inostranih medija, kao i za veliki broj organizatora putovanja
iz inostranstva, $to je dodatno uticalo na poboljsanje imidza Srbije kao
atraktivne turisticke destinacije. Imali smo i oko 2.500 objava u
domac¢im medijima, online i offline kampanju, kao i veliki broj
dogadaja i radionica u zemlji i u svetu.

A rezultat je: rekordni broj turista i zarada od turizmal Za prvih 10 meseci
ostvarili smo odli¢ne rezultate: gotovo 3.000.000 gostiju odlucilo se za
Srbiju kao turisticku destinaciju, a od turizma se o¢ekuje prihod od oko
milijardu i 300 miliona eura!

Samo u periodu januar-oktobar 2018. godine u Republici Srbiji boravilo
je za 11% vise turista u odnosu na period januar-oktobar 2017.
godine, od ¢ega su domaci gosti ostvarili rast od 8%, dok je povecanje
dolazaka inostranih 15% viSe, u odnosu na isti period prosle godine (Po-
daci: RZS). Zelim da istaknem da je u poslednjih 5 godina u Srbiji
povecan broj stranih turista za 65%! MoZemo slobodno re¢i da je ovo
zaista sjajan rezultat.

SRBLA POSTALA TURISTICKI BREND
« Kao voda jednog uspesnog tima koji radi veliki i ozbiljan posao za svo-
ju zemlju, na sta ste posebno ponosni?

- Turisticki trendovi se brzo menjaju, kao i stil Zivota. Komunicira se
online, ljudi su vise za aktivni odmor i avanturisticke ture, sve je viSe
raznih manifestacija i festivala u turistickoj ponudi koji privlace veli-
ki broj turista. Ponosim se $to je Srbija uspela da se nametne kao turisticka
destinacija sa bogatom turistickom ponudom, i §to turisticka ponuda
prati svetske trendove i u ponudi, i u komunikaciji. Srbija je postala
turisticki brend, rad u turizmu postaje znacajan i to je nesto sa ¢ime se
svi ponosimo. Turizam se kao privredna delatnost, konac¢no nalazi na
drugom mestu najuspesnijih privrednih grana nase zemlje (samo

je gradevinarsto ostvarilo kumulativno veéi rast u

2018. godini)!

www.turistickisvet.com

- Tourism in Serbia, | can proudly say, recorded excellent results in
2018, thanks to the support of the Government of the Republic of
Serbia and the Ministry of Trade, Tourism and Telecommunications, as
well as the synergy of activities of all subjects in tourism. As the
Tourism Organization of Serbia is active in many segments on the
promotion of tourism in our country, | really believe that we have
contributed to these results.

We've promoted Serbia's tourism offer on global online and offline
media. We've organized study trips for 150 representatives of
significant foreign media, as well as for a large number of tour
operators from abroad, which additionally influenced the
improvement of the image of Serbia as an attractive tourism
destination. We've also had about 2,500 posts in domestic media,
online and offline campaigns, as well as a large number of events and
workshops in the country and abroad.

And the result is: a record number of tourists and earnings from
tourism! In the first 10 months, we've achieved excellent results:
almost 3,000,000 guests opt for Serbia as a tourism destination and
tourism is expected to earn about 1 billion euros and 300 million
euros!

Only in the period January-October 2018 in the Republic of Serbia
11% more tourists stayed in relation to the period January-October
2017, of which domestic guests realized an increase of 8%, while the
foreign arrivals increased by 15% compared to the same period last
year (Data: SORS). | would like to emphasize that in the last 5 years in
Serbia, the number of foreign tourists has increased by 65%! We can
say that this is truly a great result.

SERBIA BECAME A TOURISM BRAND
- Asthe leader of a successful team that is doing a great and serious job for
its country, what are you particularly proud of?

- Tourism trends are changing rapidly, as well as the lifestyle. People
communicate online, search for active holidays and adventure tours,
there is an increasing number of events and festivals in the tourism
offer that attracts a large number of tourists. | am proud that Serbia has
succeeded in imposing itself as a tourism destination with a ric
tourism offer, and that the tourism offer follows world trends both
in terms of offer and communication. Serbia has become a%#iis
tourism brand, work in tourism has become significant and this g, ; *z%4
is something we are all proud of. Tourism as an industry is, ,

finally located on the second place of the most successful

industries in our country (only construction achieved a

cumulatively higher growth in 2018)!
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ZAHVALIUIUCI TOS-U, NASA ZEMLIA KINEZIMA SVE BLIZA

« Ova godina je, izmedu ostalog, bila u znaku pojacanih promotivnih ak-
tivnosti Srbije u Kini. Da li se ve¢ osecaju efekti? Hoce li se te aktivnosti
nastaviti i intenzivirati sledece godine ili Ce se usmeriti ka drugim za Srbiju
interesantnim trZistima?

- Efekti se svakako osecaju. I Evropska turisticka komisija je iznela
podatak da je Srbija Cetvrta zemlja po ukupnom rastu i prva zemlja po
rastu broja turista iz Kine.

U periodu od 2012. godine otkada je TOS aktivan na trziStu Kine
organizovali smo dolazak vise od 150 organizatora putovanja i vise od
100 novinara i blogera, medu kojima i predstavnike CCT'V, National
Geographic Traveller-a, Bund-a, Xinhua News Agency, Travel Weekly,
Global Times, Across Magazine itd.

Pored navedenih aktivnosti znacajno je naglasiti i prisustvo TOS-a na
najznacajnijim sajmovima turizma COTTM u Pekingu i CITM kao i
ITB China u Sangaju.

TOS je inicijator i dolaska ¢uvene spisateljice Madame Chen u Srbiju,
¢iji ¢e dokumentarni film o Srbiji imati sledece godine svoju promo-
ciju u Kini.

Sem ovih vidova promocije, TOS je aktivan i u organizaciji inicijative
»16+1% vezano za turizam kao i u inicijativi ,,Pojas i put® Srbiju
promovisemo i kroz asocijacije kao $to je ETC, ¢iji smo aktivni ¢lan, a
ove godine i dobitnici projekta i sredstava EU, zajedno sa Dunavskim
centrom za kompetenciju, Nemackom i Madarskom, te smo ove godine
imali ¢itav niz aktivnosti na temu Dunava. Samo na dogadajima u
Guandzou, Pekingu i Sangaju imali smo zajednicke prezentacije koje
su privukle ¢ak 320 organizatora putovanja i vise od 30 novinara.
Turisticka ponuda zemalja ucesnica, i Dunav kao veza medu njima,
veoma je atraktivna kineskim turistima.

Turisticka organizacija Srbije nastavide i u 2019. godini snazne
promotivne aktivnosti na kineskom trzistu sa akcentom na digitalnoj
komunikaciji. U godinama koje dolaze, o¢ekujemo dalji rast i jos bolju
posetu kineskih turista.

Naravno, za nas su vrlo bitna i druga interkontinentalna trzista, ali i
domace turisticko trziste na kojima ¢emo takode biti veoma aktivni.

U 20719 - AKCENAT NA DIGITALNIM KOMUNIKACUAMA

o Zahvaljujuéi aktivnostima TOS-a na medunarodnom trZistu u 2017,
CNN je proglasio Srbiju za drugu turisticku destinaciju u svetu koju treba
posetiti u 2018. Ove godine ste jos ozbiljnije "sejali”, mnogo toga uradili,
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THANKS TO THE TOS, OUR COUNTRY IS CLOSER TO THE CHINESE PEOPLE

- This year, among other things, was significant because of the enhanced
promotional activities of Serbia in China. Have you already felt the effects?
Will these activities continue and intensify next year or will they focus on
other interesting markets for Serbia?

- The effects are certainly felt. The European Tourist Commission also
reported that Serbia is the fourth country in terms of total growth and
the first country to increase the number of tourists from China.

In the period from 2012, since TOS has been active on the market of
China, we organized the arrival of more than 150 tour operators and
more than 100 journalists and bloggers, including representatives of
CCTV, National Geographic Traveller, Bund, Xinhua News Agency,
Travel Weekly, Global Times, Across Magazine etc.

In addition to the above activities, it is important to emphasize the
presence of TOS at the most important COTTM tourism events in
Beijing and CITM as well as ITB China in Shanghai.

TOS is the initiator of the arrival of the famous writer Madame Chen to
Serbia, whose documentary about Serbia will have its promotion in
China next year.

Apart from these types of promotions, TOS is also active in the
organization of the "16+1" initiative related to tourism, as well as in the
initiative "Belt and Road". We promote Serbia through associations
such as the ETC (we are active members) and this year we were also
the winners of the project and EU funds, together with the Danube
Competence Center, Germany and Hungary, so this year we had a
whole range of activities on the topic of the Danube. Only at the
events in Guangzhou, Beijing and Shanghai we had joint presenta-
tions that attracted as many as 320 tour operators and more than 30
journalists. The tourism offer of the participating countries, and the
Danube as a link between them, is very attractive to Chinese tourists.

The Tourist Organization of Serbia will continue strong promotional
activities in the Chinese market in 2019 with the emphasis on digital
communication. In the coming years, we expect further growth and
an even better visit of Chinese tourists.

Of course, other intercontinental markets are important for us, and
also the domestic tourism market, where we will also be very active.

IN 2019 - EMPHASIS ON DIGITAL COMMUNICATIONS

- Thanks to the activities of TOS in the international market in 2017, CNN
has declared Serbia as the second tourism destination in the world to be
visited in 2018. This year you have worked even more, a lot is done; you've
got many awards that commit to action, so, according to your estimation,
what can be expected in 20192 What is the essence of the strategy of
promoting Serbia in the country and abroad in the next year?

- In 2017, TOS carried out intensive promotional and marketing
campaigns in global tourism markets. The media campaign was
broadcasted on the global networks of BBC World and Eurosport, and
this activity was followed by digital promotion on the portals of these
networks.

TOS activities on the foreign market, which were seen in promotional
campaigns on global TV channels in 2018; shows about Serbia on Sky
TV and TV 5 Monde, communication on digital networks and media,
organization of workshops and presentations, presence at the largest
tourism fairs, organization of study tours for foreign and domestic
journalists, communication through the media and promotional
events in the world, the region and the country, as well as TV and




INTERVIEW: MARUA LABOVIC, 2 . Ly
DIRECTOR AT TOURISM ORGANIZATION OF SERBIA ' ;

dobili dosta priznanja koja obavezuju na akciju, pa sta po vasoj proceni moze da
se ocekuje u 20197 Sta je sustina strategije promocije Srbije u zemlji i inostranstvu
sledece godine? " L
- TOS je u 2017. sproveo intenzivne promotivne i marketingke kampanje na
globalnim turistickim trzi$tima. Medijska kampanja emitovana je na globalnim
mrezama BBC World i Eurosport, a ovu aktivnost pratila je i digitalna promo-
cija na portalima ovih mreza.

Aktivnosti TOS-a na inostranom trzistu, koje su se ogledale u promotivnim kam-
panjama na globalnim TV kanalima u 2018; emisije o Srbiji na Sky TViTV 5 . P &
Monde, komunikacijom na digitalnim mreZama i medijima, organizacijom ra- Y

dionica i prezentacija, prisustvom na najvecim turistickim sajmovima, organi- h{r *

zacijom studijskih putovanja za strane i domace novinare, komunikacijom putem o g "
medija i na promotivnim dogadajima u svetu, regionu i u zemlji, kao i tv i digi- = :
talne kampanje na CNN-u, National Geographic-u, Euronews-u i Sky TV t ' 1!
doprinele su daljem jacanju Srbije kao turisticke destinacije.

U 2019. godini bi¢emo, takode, veoma aktivni na globalnim online i offline
medijima, a akcenat ¢e biti na digitalnim komunikacijama.

« Pred nama je Nova godina, vreme za sabiranje rezultata ali i Cestitke i dobre Zelje.
Sta biste vi poZeleli kao direktorka TOS-a, a sta kao Marija Labovic?

- Kao direktorka TOS-a svim vasim citaocima Zelim lep zimski odmor. Ukoliko
to ve¢ niste ucinili, odaberite neku od turistickih destinacija u Srbiji. Budite sigurni
da ¢e vam neke od planinskih, banjskih i drugih turistickih destinacija u Srbiji
- pruziti nezaboravan odmor i uzivanje.

U svoje licno ime vama i vasim ¢itaocima Zelim sre¢ne novogodi$nje i bozi¢ne
praznike, da ih provedete u miru, srei i ljubavi sa onima koje volite i koji vas
vole.

Sve najlepse u 2019!

digital campaigns at CNN, National Geographic, Euronews
and Sky TV, contributed to the further strengthening of
Serbia as a tourism destination.

In 2019, we will also be very active on global online and
offline media, and the focus will be on digital communica-
tions.

- The New Year is ahead of us, the time to collect results, but
also the greeting and good wishes. What would you like to
wish as a director at TOS and what as Marija Labovi¢?

- As a TOS director, | wish to your readers nice winter
holiday. If you have not already done so, choose one of the
tourism destinations in Serbia. Be sure that some of the
mountain, spa and other tourism destinations in Serbia will
provide you with an unforgettable vacation and
enjoyment.

Personally, | wish you and your readers happy New Year
and Christmas holidays, may spend them in peace,
happiness and love with those you love and who love you.
All the best in 2019!

Author:
Ljiliana Rebronja
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0d 2016 do 2025. godine.

9028 TURISTICKI SVET

ojvodanska Skupstina, sredinom no-

s/ vembra, usvojila je strateski

dokument od ogromnog znacaja za
unapredenje i razvoj turizma u Vojvodini -
Program razvoja turizma, koji je izradio
Pokrajinski sekretarijat za privredu i turizam
u saradnji sa svetski priznatim stru¢njacima
za tu oblast. Program obuhvata sprovodenje
jasno definisanih aktivnosti u oblasti turizma
za period od Cetiri godine i pripremljen je u
skladu sa Zakonom o turizmu i Strategijom
razvoja turizma Republike Srbije za period

Pomenutom republickom Strategijom
definisane su Cetiri turisticke destinacije - Novi
Sad, Fruska Gora i Sremski Karlovci, Subotica,
Pali¢ i Potisje, Podunavlje - Gornje Po-
dunavlje i Novi Sad i Donje Podunavlje, kao

i Banat sa Vr$cem. Program, koji se naslanja
na Strategiju, sadrzi, pored opisa polozaja i
osnovnih karakteristika planskog podrugja,
i analizu stanja, resurse planskog podrudja,
swot analizu, strateske pravce i faze razvoja
turizma u Vojvodini, probleme odrzivog
razvoja planskog podrugja, predloge i mere
za njihovo resavanje, kao i nacin pracenja
realizacije programskih aktivnosti. Ovaj
strateSki dokument prevashodno definise
klju¢ne investicione projekte poput spa
rizorta na Pali¢u, zdravstvenih wellness i
vinskih rizortova, tematskog zabavnog parka,
te izgradnju raznovrsnih rekreativnih terena
i objekata.

Potpredsednik Pokrajinske vlade i pokrajinski
sekretar za privredu i turizam Ivan Pokovi¢
istice da se Program naslanja na ciljeve i
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SKUPSTINA AP VOJVODINE USVOJILA STRATESKI DOKUMENT ZA PERIOD OD 2018. Do 2022. GODINE

SVOJEN PROGRAM
RAZVOJA TURIZMA VOJVODINE

preporuke republicke Strategije, te da je
njegov cilj namenski i sistematski pristup
turizmu, ne samo kroz ekonomske indikatore,
ve¢ i kroz multiplikativne efekte koje turizam
ima na sveobuhvatni drustveno-ekonomski,
lokalni i regionalni razvoj, na razvoj kulture
i obrazovanja, zivotnu sredinu i razvoj
komplementarnih delatnosti, poput trgovine,
poljoprivrede, energetike, gradevinarstva i
sli¢no.

U pogledu projekata namenjenih javnom
sektoru, Program definiSe klju¢nu ulogu
privatizacije, odnosno osavremenjavanja
postojecih banja, potom urbanizovanja
gradskih srediSta Vojvodine, turistickog
razvoja arheoloskog nasleda, revitalizacije
Petrovaradinske tvrdave i Podgrada, ali i
pruzanje podrske Novom Sadu, kao nosiocu
dve laskave titule - Evropske prestonice
mladih 2019. i Evropske prestonice kulture
u2021. godini.

DPokovi¢ naglasava da je Vojvodina rastuca
turisticka regija, koja svoj odrzivi turisticki
razvoj zasniva na bogatom prirodnom i
kulturnom nasledu i resursima, pritom
uspes$no spajajuci poljoprivrednu proizvodnju
sa inovativnom turistickom ponudom.
Pokrajinski sekretarijat za privredu i turizam
nastojao je da ide u korak sa republickim
strate$kim dokumentima, te je svoje podsti-
cajne mere i programe, implementirane u
javnim pozivima, kao i sam rad Saveta za
turizam, osnovanog pri Sekretarijatu,
realizovao vodedi ra¢una o zastupljenosti svih
relevantnih aspekata definisanih kako u
Strategiji, tako i u novousvojenom Programu.
Ovim je postignut pravni okvir na pokrajin-
skom nivou za dalje institucionalno
namensko ulaganje u turisticku infrastruk-
turu.



INTERVJU: IVAN Pokovi¢, POTPREDSEDNIK VLADE AP VOJVODINE, www.turistickisvet.com
SEKRETAR ZA PRIVREDU | TURIZAM U VLADI AP VOJVODINE

VOJVODINA KAO ISPROFILISANA
TURISTICKA DESTINACIA

Pokrajinski sekretarijat za privredu i turizam, od protekle godine, aktivno sprovodi operativno produbljivanje stratedki
opredeljenih principa u turizmu, a kruna svega jeste Program razvoja turizma Vojvodine. Na strateSkom planu,
vojvodanski turizam ve( je trasiran kao jedna od vodecih privrednih grana, a budZet Turisticke organizacije Vojvodine
povecan je gotovo dvostruko — isti¢e lvan Pokovi¢ u intervjuu za Turisticki Svet.

1h N

o
INTERVIEW: IvaN Dokovi¢, Dep

The Provincial Secretariat for Economy and Tourism has

\/OJ \/O ) | N A A S A been actively implementing the operational deepening of

strategically defined principles in tourism since last year,
and the crown is the Vojvodina Tourism Development

P RO ’:| L E ) TO U R | S I\/I Program. On the strategic plan, Vojvodina tourism has
already been traced as one of the leading economic
branches, and the budget of the Tourist Organization of

D E ST N AT | O N Vojvodina has increased almost twice — said lvan Dokovi¢
in the interview for the Turisticki Svet.
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INTERVJU: IvaN Pokovic

- U Vojvodini je oduvek najvedi resurs bio i ostao — ¢ovek, sa svim svojim
osobenostima, specificnim kvalitetima i mentalitetom, koji gaji
poseban odnos prema svom nasledu, privredi, trgovini i stvaranju novih
vrednosti. Migracije stanovnistva kroz epohe dovele su do toga da u
Vojvodini danas Zivi 26 nacionalnih zajednica, u sluzbenoj upotrebi
je Sest jezika, a sve to podrazumeva i mnostvo kulturnih osobenosti
koje se prepli¢u na teritoriji Pokrajine, sopstvenog stvaralastva i stvara-
nja nove materijalne osnove koja ovih 22.000 kvadratnih kilometara
¢ini ,,Malom Evropom® - konkurentom evropskoj kulturi — kaze Ivan
DPokovi¢, potpredsednik Vlade AP Vojvodine i nastavlja:

- Bogatstvo razlicitosti jedne sredine u mnogome utice i na kreativne
ideje, inovativne koncepte, kao i na samu percepciju stvarnosti, umet-
nosti, kulture, ali i preduzetnistva, zanatstva i samih modela poslovanja.
Upravo su umetnici i kreativna ekonomija ti koji oblikuju prirodne
resurse i socijalne potencijale, prilagodavajudi ih potrosacu. S obzirom
da se turizam, kao privredna grana, dinami¢no razvija u ¢itavom svetu,
pa posledi¢no i u vojvodanskoj regiji, vazno je da se prilikom
ekspanzije turisticke privrede, ne zaboravi nadgradnja te ,Male
Evrope'; ono $to bi trebalo sacuvati za pokolenja, za budu¢nost, za nova
trzista i nove mogucnosti.

1ZLAZ 1Z RECESLIE: EKSPANZIVNA POLITIKA TURIZMA

o Prema analizi prethodnih ulaganja u opstine, 19 od ukupno 45 opsti-
na bilo je svrstano u II1 i IV kategoriju po razvijenosti. Kakay ,vetar u
leda“ bi trebalo dati nerazvijenim opstinama po pitanju razvoja,
privrede i standarda?

- Teznja Pokrajinske vlade i resornih sekretarijata usmerena je ka
implementaciji strategija za uvodenje ,,pametnih” lokalnih samoupra-
va, kako bi lokalni Zivot bio zasnovan na kori$¢enju informacionih
tehnologija, pri ¢emu je potrebno uloZiti znatna sredstva, edukovati
stanovnistvo i podici kvalitet ljudskog resursa. Kreativno preduzetnistvo,
ekonomija i njihovo povezivanje sa savremenim tehnologijama i
informaciono-komunikacionim sektorom, moze da oplemeni i
adaptira industrijsku proizvodnju i usmeri je ka trzi$tima EU, unapredi
konkuretnost, podstakne izvoz i zaposljavanje u nerazvijenim opsti-
nama.

Drugi pravac izlaska iz visedecenijske recesije ovih sredina je
ekspanzivna politika turizma. Sve ove lokalne samouprave poseduju
neiskoris¢ene turisticke potencijale koje je potrebno detektovati, pri-
meniti iskustva i dobre prakse drugih vojvodanskih sredina, ali i ze-
malja i regiona u okruzenju. Tu posebno naglasavam znacaj klaste-
rizacije, te javno-privatnog partnerstva u strateSkom planiranju i jacanju
konkurencije u preduzetnistvu.

Nista manje vazan uslov za prosperitet ovih opstina je pristup evrop-
skim strukturnim i investicionim fondovima, povezivanje razvojnih
agencija i tehnoloskih parkova, u preduzetnistvu, turizmu i kulturi,
kao i u projektima energetske efikasnosti. Podsticaj sektoru malih i
srednjih preduzeca ve¢ daje rezultate i u povecanju stope zaposlenosti
i kvalitetu Zivota u tim sredinama.

o Kakva je vasa komunikacija sa lokalnim samoupravama i da li one
medusobno saraduju?

- Da bi strateska razvojna dokumenta bila implementirana kroz
konkretne projekte Sekretarijata, vazne su informacije o privrednoj
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- In Vojvodina, the largest resource has always been and remains
- a man, with all its characteristics, specific qualities and
mentality, which has a special relationship to his heritage, econ-
omy, trade and creation of new values. The migration of the pop-
ulation through the epoch led to the existence of 26 national
communities in Vojvodina today, and there are six languages in
official use, all of which involve a multitude of cultural features
that intertwine in the territory of the Province, their own
creativity and create a new material basis that these 22,000
square kilometres make “Little Europe” — a competitor to
European culture - says lvan Pokovi¢, Deputy Prime Minister of
the Provincial Government of Vojvodina and continues:

- The richness of the diversity of an environment greatly
influences creative ideas, innovative concepts, as well as the very
perception of reality, art, culture, entrepreneurship, craftsman-
ship and business models. The artists and the creative economy
form natural resources and social potentials, adapting them to
the consumer. Given that tourism, as a branch of the economy, is
developing dynamically throughout the world, and conse-
quently in the region of Vojvodina, it is important that in the
expansion of the tourism industry, the upgrade of "Little Europe"
is not forgotten, and it should be preserved for the generations,
for future, new markets and new opportunities.

EXIT FROM THE RECESSION: THE EXPANSIVE TOURISM POLICY

- According to the analysis of previous investments in municipali-
ties, 19 out of a total of 45 municipalities were classified in category
Ill and 1V according to their development. What kind of "wind in the
back"should be given to underdeveloped municipalities in terms of
development, economy and standards?

- The aim of the Provincial Government and the line ministries is
to implement strategies for introducing "smart" local govern-
ments so that local life is based on the use of information tech-
nology, whereby significant resources need to be invested, edu-
cate population and raise the quality of human resources.
Creative entrepreneurship, the economy and their connection
with modern technologies and the information and communi-
cation sector, can enrich and adapt industrial production and
focus on EU markets, improve competitiveness, encourage
export and employment in underdeveloped municipalities.

Another route out of the decades-long recession of these
regions is the expansive tourism policy. All these local self-
governments have unused tourism potentials that need to be
detected, applied experiences and good practices of other
Vojvodina communities, as well as the countries in the region. |
particularly emphasize the importance of clustering, and public-
private partnerships in strategic planning and the strengthening
of competition in entrepreneurship.

No less important condition for the prosperity of these munici-
palities is access to European structural and investment funds,
linking development agencies and technology parks, in entre-
preneurship, tourism and culture, as well as in energy efficiency
projects. The incentive to the SME sector already gives results in
increasing the employment rate and quality of life in these areas.

- What is your communication with local governments and do they
cooperate with each other?

- In order for strategic development documents to be imple-
mented through specific Secretariat projects, the information
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INTERVJU: IvaN Pokovic

konjukturi svake opstine, kao i turisticko mapiranje regiona. Trudim
se da nivo i sadrzaj komunikacije bude isti za svih 45 lokalnih samoupra-
va u Vojvodini, ali isto tako o¢ekujem povratne informacije od lokalnih
samouprava, u smislu kadrovskih kapaciteta, prepoznatih infra-
strukturnih resursa, kulturno-istorijskog i svakog drugog nasleda koje
se moze ekonomski oblikovati. Nemaju sve opstine identi¢an privredni
i turisticki potencijal, ali u svakom nagem upravnom okrugu mogu
se, kada govorimo o turizmu, stvoriti snazni gravitacioni centri. Neretko
me fascinira elan i trud ljudi koji rade na odrzavanju i ja¢anju tog
potencijala.

Samo medusobnom saradnjom lokalnih samouprava mozemo da
stvorimo regionalne turisticke centre. Dosta smo ve¢ uradili, ali nas
¢eka jo§ mnogo posla. Sve se to, poslednjih godina, multiplikuje na ostale
profesije i uti¢e na imidZ nasih turistickih regija, ali i na kvalitet Zivota
razlicitih drustvenih slojeva. Takva sinergija lokalnih samouprava postoji
u turisti¢kim velesilama, pa mora i kod nas. Ipak, ¢injenica je da po-
jedine lokalne samouprave jo$ uvek nisu uskladile odredena akta sa
Strategijom razvoja turizma Republike Srbije, ali je Sekretarijat na
raspolaganju za stru¢nu koordinaciju i finansiranje.

NAJVAZNUE TURISTICKE ATRAKCLIE:

GASTRONOMUA, VINARSTVO, KULTURNI TURIZAM....

« U kojim bi sve segmentima Vojvodina mogla da se turisticki razvije i
postane konkurentna?

- Pokrajinski sekretarijat za privredu i turizam, od protekle godine, ak-
tivno sprovodi operativno produbljivanje strateski opredeljenih prin-
cipa u turizmu, a kruna svega jeste Program razvoja turizma Vojvo-
dine. Na strateSkom planu, vojvodanski turizam ve¢ je trasiran kao jedna
od vodecih privrednih grana, a budzet Turisticke organizacije
Vojvodine povecan je gotovo dvostruko. Nage cetiri turisticke desti-
nacije, strateski prepoznate u republickoj Strategiji, a, samim tim, i pokra-
jinskim Programom, su: Subotica sa Pali¢em, Banat sa Vr$cem, Be-
lom crkvom i Belocrkvansklim jezerima, kao gravitacionim centrom,
Novim Sadom sa Fruskom gorom i Sremskim Karlovcima, zatim gor-
nje i srednje Podunavlje u okviru jedinstvenog klastera. Ideja je i da
stimuliemo kreiranje turistickih proizvoda koje je Republika prepoznala
po stepenu kvaliteta. Vojvodina i Novi Sad vec su isprofilisane
turisticke destinacije, prepoznatljivi toponimi na evropskoj turistickoj,
kulturnoj i festivalskoj mapi.

Nase najvaznije turisticke atrakcije su: gastronomija, vinarstvo, kul-
turni turizam, kao i multikonfesionalni i multikulturoloski Zivot, kao
jedan od najlepsih ukrasa Vojvodine. Moram naglasiti da su vinar -
stvo i vinogradarstvo u AP Vojvodini i Srbiji, za nepune dve
decenije, zauzeli znacajno mesto na svetskoj vinskoj mapi, §to
potvrduju zlatni i srebrni dekanteri sa sajmova u Londonu, Becu i
drugih prestiznih takmicenja. Ovaj sektor se multiplicira na celo
drustvo i privredu, na stare i umetnicke zanate i domacu radinost,
na tradicionalne proizvodace hrane i ugostiteljstvo. U svetu ve¢ uve-
liko postoje nove tendencije u razvoju gastro turizma. Dobra prak-
sa nam je na dohvat ruke, a kroz interakciju lokalnih samouprava,
turisticke industrije, ali i gastronomskih stru¢njaka, mozemo da
oblikujemo novi turisti¢ki proizvod u Vojvodini formatirajuci ga kao
svetski, konkurentni brend.
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about the economic conjuncture of each municipality is impor-
tant, as well as the tourist mapping of the region. | am trying to
ensure that the level and content of communication is the same
for all 45 local governments in Vojvodina, but | also expect feed-
back from local governments in terms of staff capacities, recog-
nized infrastructure resources, cultural-historical and any other
legacy that can be economically shaped. Not all municipalities
have identical economic and tourism potential, but in each of
our administrative districts, when we talk about tourism, power-
ful gravity centres can be created. | am often fascinated with the
will and efforts of people working on maintaining and
strengthening of this potential.

Only by mutual cooperation of local self-governments we can
create regional tourist centres. We have already done a lot, but a
lot of work is waiting for us. All this has, in recent years, multiplied
on other professions and influenced the image of our tourist
regions, but also on the quality of life of different social layers.
Such a synergy of local self-governments exists in tourist super-
powers, so it must be with us. However, the fact is that some
local governments have not yet harmonized certain acts with
the Tourism Development Strategy of the Republic of Serbia, but
the Secretariat is available for professional coordination and
financing.

THE MOST IMPORTANT TOURIST ATTRACTIONS:

GASTRONOMY, WINE INDUSTRY, CULTURAL TOURISM...

- In which segments could Vojvodina develop and become
competitive?

- The Provincial Secretariat for Economy and Tourism has active-
ly carried out the operational deepening of strategically defined
principles in tourism since last year, and the crown is the
Vojvodina Tourism Development Program. On the strategic plan,
Vojvodina tourism has already been traced as one of the leading
economy branches, and the budget of the Tourist Organization
of Vojvodina has increased almost twice. Our four tourist
destinations, strategically recognized in the Republic Strategy,
and therefore the Provincial Program, are: Subotica with Pali¢,
Banat with Vrsac, Bela Crkva and Belocrkvanska Lakes, as a
gravity centre, Novi Sad with Fruska gora and Sremski Karlovci,
then upper and middle Danube region within a single cluster.
Theideais also to stimulate the creation of tourism products that
the Republic recognized in terms of quality. Vojvodina and Novi
Sad have already been made into tourist destinations,
recognizable toponyms on the European tourism, cultural and
festival maps.

Our most important tourist attractions are: gastronomy, wine-
making, cultural tourism, as well as multi-confessional and mul-
ticultural life, as one of the most beautiful decorations of
Vojvodina. | have to point out that winemaking and viticulture in
AP Vojvodina and Serbia, for less than two decades, have taken
a significant place on the world wine map, as confirmed by gold
and silver decanter from the fairs in London, Vienna and other
prestigious competitions. This sector is multiplied to the entire
society and economy, to old and artistic crafts, to traditional food
producers and catering industry. There are already a lot of new
trends in the development of gastronomy in the world. Good
practice is at hand, and through the interaction of local self-
governments, the tourism industry, and gastronomic experts,
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Vojvodina je i dobra kongresna destinacija. Prednjac¢i u pogledu
seminara i kongresa, gde je multiplikacija od 7 do 13 puta. Korisnici
ovih turistickih usluga viSeg su obrazovanja, natprosecne platezne
sposobnosti, pa je i veca potrosnja i diverzifikacija konzumacije
turistickih ponuda.

U pogledu ruralnog i seoskog turizma, u saradnji sa Fondom za razvoj,
subvencije bi se dodeljivale za finansiranje investicionih ulaganja u
turizmu i ugostiteljstvu, ta¢nije za izgradnju, adaptaciju i opremanje
turistickih, rekreativnih i rehabilitacionih objekata, obnavljanje
tradicionalnih seoskih domacinstava, plutajucih objekata, kao i
prevoznih i rekreativnih sredstava namenjenih turistima. Pored
toga, sredstva se dodeljuju i za dizajn i proizvodnju suvenira name-
njenih turizmu.

BICIKLISTI - SVE BROJNI TURISTI U VOJVODINI

« Biciklisticke rute kroz Vojvodinu priviace sve vise biciklista koji bi se
kao turisti zadrZali u Pokrajini. Sta se ¢ini na unapredenju cikloturizma
u Vojvodini?

- Cikloturizam je ekonomska grana sa dragocenim potencijalom u
razvoju privrede. Podseti¢u da se u Bukovcu nalazi jedan od prvih
zemljanih ,,dirt“ biciklistickih parkova u Srbiji, koji je namenjen
ljubiteljima avanturistickog i ekstremnog biciklizma. Idejni tvorci ovog
zemljanog ,,raja“ za bicikliste, svoja iskustva iz regiona, kao i iz pojedinih
regija Severnoamerickog kontinenta, pretocili su u projekat koji ne
prestaje da se unapreduje i razvija.

Mapiranje biciklistickih ruta i izrada katastra je posao koji je ve¢
odmakao. Sinergijom pokrajinskih i lokalnih resornih institucija
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we can form a new tourism product in Vojvodina, forming it as a
global, competitive brand.

Vojvodina is also a good congress destination. It leads in terms of
seminars and congresses, where the multiplication is from 7 to
13 times. The beneficiaries of these tourism services are of higher
education, higher payment capacities, so the consumption and
diversification of the consumption of tourism offers are also
higher.

In terms of rural tourism, in cooperation with the Development
Fund subsidies would be allocated to finance investments in
tourism and catering, specifically for the construction,
adaptation and equipping of tourist, recreational and rehabilita-
tion facilities, restoration of traditional rural households, floating
structures, and transportation and recreational facilities for
tourists. In addition, funds are also allocated for the design and
production of souvenirs for tourism.

CYCLISTS - THE GROWING TYPE OF TOURISTS IN VVOJVODINA

- Cycling routes through Vojvodina are attracting more and more
cyclists who would stay as tourists in the province. What does it take
to improve cycle-tourism in Vojvodina?

- Cycle-tourism is an economic branch with valuable potential in
the development of the economy. | will remind you that in
Bukovac there is one of the first earthy "dirt" bicycle parks in
Serbia, which is intended for lovers of adventure and extreme
cycling. The conceptual creators of this earthly "paradise” for
cyclists, their experiences from the region, as well as from
individual regions of the North American continent, have been
transformed into a project that does not cease to be promoted
and developed.

Mapping cycling routes and cadastre making is a job that has
already moved forward. Through the synergy of provincial and
local institutions, bicycle infrastructure in this area is more
efficiently linked to the available rural capacities. We must
prepare a detailed master plan of tourism signalization in AP
Vojvodina as soon as possible, which would include Euro Velo
biking routes and tourist signalling. Euro Velo cycling routes,
specifically routes 6, 11 and 13 passing through Vojvodina, bring
about 20,000 cyclists per year. Cyclists are high-paying tourists
seeking recreation, adventure and extended stay in Vojvodina. In
the long term, the goal of the Secretariat is to strengthen the
cooperation, development and improvement of cycle-tourism,
especially with Hungary, because by jointly applying for IPA
projects, with the support of the European Union, during their
realization, they would increase the chances of implementing
larger investments that would attract more cyclists on common
cycling routes. The support of the European Commission of the
United Nations for Europe, as well as the World Health
Organization, is very important, which enables the National
Action Plan for Transport, Environment and Health to be
developed in partnership with the relevant ministries and other
institutions. The promotion of cycling contributes to the
development of the green economy and the creation of new
jobs, which is a priority at the national level.

ONE OF THE PRIORITIES: THE DEVELOPMENT OF SPA TOURISM
- Your plan is to start the development of the spas in Vojvodina?

- The balneological potential of Vojvodina is remarkable,
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efikasnije se umrezava biciklisti¢ka in-
frastruktura u ovoj oblasti, povezujudi se
sa dostupnim ruralnim kapacitetima.
Moramo $to pre saciniti detaljan master
plan turisticke signalizacije u AP
Vojvodini, koji bi uklju¢ivao i Euro
Velo biciklisticke rute i turisticku sig-
nalizaciju. Euro Velo biciklisticke rute,
ta¢nije rute 6, 11 i 13 koje prolaze kroz
Vojvodinu dovedu oko 20.000 ciklo-
turista godi$nje. Biciklisti su turisti
visoke platezne moci zeljni rekreacije,
avanture i produzenog boravka u
Vojvodini. Dugoro¢no, cilj Sekretarijata
je jacanje saradnje, razvoja i unapredenja
cikloturizma, posebno sa Madarskom,
jer bi se zajedni¢kim apliciranjem na IPA
projektima, podrskom Evropske unije
prilikom njihove realizacije, povecavale
$anse za realizaciju obimnijih investicija
koje bi privukle ve¢i broj cikloturista na
zajednickim biciklistickim rutama.
Veoma je znacajna podrska Evropske
komisije UN za Evropu, kao i Svetske
zdravstvene organizacije, koje omogucavaju da se, u partnerstvu sa nadleznim
ministarstvima i ostalim institucijama, sa¢ini Nacionalni akcioni plan transporta,
zivotne sredine i zdravlja. Promocijom biciklizma doprinosi se razvoju zelene
ekonomije i stvaranju novih radnih mesta, $to predstavlja prioritet na nacional-
nom nivou.

JEDAN OD PRIORITETA: RAZVOJ BANJSKOG TURIZMA
« Vas plan je da se pokrene i razvoj banja u Vojvodini?

- Balneoloski potencijal Vojvodine je izuzetan, to je pokazala studija
Rudarsko-geoloskog fakulteta Univerziteta u Beogradu, izradena u saradnji
sa na$im sekretarijatom. Prepoznali smo pedeset resursa pogodnih za dalje
investicije, posto velnes i spa industrija generiSe veliku zaradu, jer takvi sadrzaji
sve viSe privlace domace i strane turiste. Resursi vode i blata i potencijali vaz-
dusnih banja mogu se ekonomski valorizovati u relativno kratkom roku. Li¢no,
mislim da je balneoloski potencijal najveca turisticka atrakcija koja bi
mogla da privuce i generi$e sve druge turisticke proizvode, poput ruralnog,
gastro i vinskog turizma.

Zapravo, postoji vise od 80 geotermalnih izvora u Vojvodini, istraznih busotina,
na koje, nakon privatizacije, pravo polaze, ,,NIS Gazprom Njeft';, a takode i neko-
liko izvora nad kojima pravo vlasnistva imaju jedinice lokalnih samouprava ili
privatna lica. Ovi resursi predstavljaju najvedi turisticki i energetski potencijal Srbije
kao celine koji je gotovo potpuno neiskori§¢en. Znacaj ovih voda se ne ogleda
samo u oblasti energetike, ve¢ i u domenima zdravstva, odnosno velnes i spa
turizma. Banje su mesta sa najve¢im turistickim potencijalom u Srbiji, a u Voj -
vodini ih ima pet, uz jos nekoliko objekata u razvoju. Jedan od nasih prioriteta
je rekonstrukcija banja, kao i izgradnja novih banja i velnesa, $to ¢e otvoriti nova
radna mesta i investicije, ali i podi¢i sve sekundarne privredne delatnosti vezane
za ove turisticke atrakcije.
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according to a study from the Faculty of Mining and
Geology of the University of Belgrade, developed in
cooperation with our Secretariat. We identified fifty
resources that are suitable for further investments,
since the wellness and spa industry generates great
profits because such content is increasingly attracting
domestic and foreign tourists. Water and mud
resources and airspace potentials can be valued
economically in a relatively short period of time.
Personally, | think that balneological potential is the
biggest tourism attraction that could attract and
generate all other tourism products, such as rural,
gastronomy and wine tourism.

In fact, there are more than 80 geothermal resources
in Vojvodina, exploratory wells, which, after
privatization, belong to,NIS Gazprom Njeft’, as well as
several sources owned by local self-government units
or by individuals. These resources represent the
largest tourism and energy potential of Serbia as a
whole, which is almost completely unused. The
importance of these waters is not only seen in the field
of energy, but also in the fields of health, i.e. wellness
and spa tourism. Spas are the biggest tourist potential
in Serbia, and there are five in Vojvodina, along with
several other facilities in development. One of our
priorities is the reconstruction of the spas, as well as
the construction of new spas and wells, which will
open new jobs and investments, as well as raise all
secondary economic activities related to these
tourism attractions.

Author: Nevena Vuci¢
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PosLovNA ARENA D. R. GILBERTA

VIZIJA NIJE SAN,

VEC PRECIZAN PUT

»U Zivotu ne treba da trazite sebe, ve¢ da izmislite sebe“, govorio je
veli¢anstveni Bernard So, a ja sam potpuno siguran da je to temeljni ak-
siom najuspesnijih. Poznajem mnoge ljude koji kroz Zivot kora¢aju bez ide-
je, dopustaju da im se samo stvari dogadaju. Njih, nazalost, ima najvise.
Drugu grupu ¢ine ljudi koji sebe traze ¢itavog Zivota i vecini Zivot prode
u nekoj potrazi i u nepovratno lose potroSenom vremenu. A trecoj grupi
pripadaju oni koji izmiSljaju sebe, koji se ne zadovoljavaju razmisljanjem
0 svojim snovima, ve¢ nastoje da ih materijalizuju i pretvore u stvarnost.
Njih je najmanje. Oni svoje snove oblikuju u prili¢no jasne vizije, a onda
kroje precizne akcione planove i zatim se vrlo proaktivno kre¢u s ciljem
da to i realizuju.
Zapravog lidera, vizija je gotovo sve. Od nje sve pocinje, ona odreduje glavne
smernice i ciljeve koji slede kasnije. Ona je za njega (a trebalo bi da bude
iza svakog pojedinca) idealna slika buduénosti ka kojoj stremi, u koju veruje
i koju moze dosti¢i dobrom strategijom.
Vizija je ono §to mozemo biti u buducnosti i jasna slika gde Zelimo da
stignemo. Ona utice ne samo na materijalni uspeh pojedinaca ili timova,
vec ina srecu isve aspekte zivota. Danas je mozda vise nego ikada ¢itavom
svetu potrebna jedna zajednicka vizija kako bismo spasili planetu Zemlju
od ekoloske propasti. A upravo to neko novo sutra i budu¢nost pripada-
ju onima koji imaju jasnu viziju jo§ danas i to mogu biti samo novi lideri
koji imaju snazan osecaj odgovornosti za buducnost sveta u kome zivimo.
Da bi takvu viziju afirmisali medu ve¢inom populacije potrebno je:
1. Da ispolje ogromnu strast koju osecaju zbog vizije;
2. Da sinhronizuju svoje reci i dela i jasno
pokazu svojim ponasanjem da idu ka
zajednickoj viziji;
3. Da koriste vi$e nacina prilikom pro-
movisanja vizije kako bi je afirmisali a
ona postala razumljiva za ostale;
4. Da to ¢ine sa mnogo samopouzdanja
i optimizma rastereceni briga;
5. Dabudu uporni i istrajni u odnosu na
brojne izazove i kritic¢are kojih ¢e uvek biti;
6. Da svakoga dana demonstriraju svo-
ju snaznu uverenost i imaju nepokoleb -
ljivu veru da se to moze desiti u
budu¢nosti.
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VISION IS NOT
A DREAM, BUT A
PRECISE WAY

»In life you don’t need to look for yourself, but to invent
yourself”, used to say magnificent Bernard Shaw, and | am
absolutely sure that this is the fundamental axiom of the
most successful ones. | know many people who walk
through life without an idea, let things just to happen to
them. Unfortunately, they are the majority. The second
group consists of people who search for themselves all their
lives and to them life passes in a quest and in irreversibly
bad time. And the third group belong to those who
invented themselves, who are not satisfied with thinking
about their dreams, but rather try to materialize them and
turn them into reality. They are the minority. They form their
dreams in a very clear vision, then follow precise action
plans and then move very proactively to the goal
realisation.

For the right leader, the vision is
Every@g star;gmm it; it sets
goals that follow later. It is for him uld be for every
individual) an ideal image of the future for which he strives,
in which he believes and can achieve a good strategy.

The vision is what we can be in the future and a clear picture
where we want to get. It affects not only the material
success of individuals or teams, but also the happiness and
all aspects of life. Today, perhaps more than ever, the whole
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WVizija: umetnost videnja nevidenog*

Ceo svet predstavlja jedan slozen,
medusobno povezan sistem, a da bi
bilo koji sistem dobro funkcionisao,
potrebno je da homogenizujemo i inte-
griSemo sve njegove sastavne delove.
Potrebna nam je zajednicka globalna
vizija utemeljena na iskonskim ljudskim
vrednostima.

Duboko verujem da ovakva vizija nije
samo puki san, ve¢ da moze biti precizan
ijasan put. Kao svetionik koji nas vodi u
bolju budu¢nost! I nemojmo imati strah
za uspeh nase vizije. Da bismo realizovali
svoju viziju ne moramo biti mnogo brzi,
niti nepogresivi. Treba samo da na tom
putu ne odustanemo.

I za kraj, vizija jeste neka vrsta posebne
vestine — umetnosti da ¢ovek vidi ono $to
trenutno nije videno. Ako nismo u stanju
da stvari vidimo pre nego $to one postanu
ocigledne ve¢ini ljudi, onda nismo
»probudili“ lidera u nama, pa, iako
zvani¢no imamo poziciju lidera, mi smo,
u stvari, samo sledbenici inercije dogadaja
ili nekoga ko ima mnogo jasnije koordinate
buduénosti.

DZonatan Svift

,Vision: the art of seeing
the unseen

Jonathan Swift

world needs a common vision to save the planet Earth from ecological ruin. And this new
tomorrow and the future belong to those who have a clear vision today, and that can only be
new leaders who have a strong sense of responsibility for the future of the world in which we
live in. In order to affirm such a vision among the majority of the population, it is necessary to:

1. Exert a big passion, which is felt because of the vision

2. Synchronize their words and deeds and clearly show with their behavior that they go
towards a common vision;

3. Use more ways to promote the vision in order to develop it and make it understandable for
others;

4. Do that with a lot of self-esteem and optimism relieved of concern;
5.To be persistent in relation to the numerous challenges and critics that will always appear;

6. Every day demonstrate their strong conviction and have a firm belief that this can happen in
the future.

The whole world is a complex, interconnected system, and in order for any system to function
well, it is necessary to homogenize and integrate all of its constituent parts. We need a shared
global vision based on true human values.

| deeply believe that this vision is not just a dream, but it can be a precise and clear path. As a
lighthouse that leads us to a better future! And we should not be afraid that our vision wouldn’t
be successful. In order to realize our vision, we don't have to be too quick or unmistakable. We
just need not to give up on that path.

And for the end, a vision is a kind of special skill - the art of seeing the unseen. If we are
unable to see things before they become apparent to most people, then we have not
"waken" the leaders in us, so, although we officially have a leader position, we are, in fact,
only followers of inertia of events or someone who has much clearer coordinates of the
future.
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VIZIONARI| — GRADITELJI
SVETSKE HOTELSKE INDUSTRIJE

Put od vizije do realizacije je dug i trnovit. Cesto se de$ava da se i ne stigne do krajnjeg ishodista, tj. do ostvarenja cilja.
Ipak, ¢ini se da je jo$ teZe naci se na tom putu. Mnogi vizionari iz razlicitih razloga nisu spremni na rizike. Slava pripada
onim hrabrim hotelijerima, vizionarima koji su na putu do realizacije ciljeva odoleli mnogim iskusenjima. Zahvaljujuci
njima hotelijerstvo je danas industrija u cijem je portfoliu ukupno 184.299 hotela i 16.966.280 hotelskih sobal!

1829. godinom i otvaranjem hotela ,Tremont Haus“ u

Bostonu. Ovaj hotel, koji je projektovao americki arhitekta
Ajzaje Rodzers, oznacio je pocetak prave revolucije u savremenom
hotelijerstvu: prvi put su uvedene privatne sobe sa moguénoséu
zaklju¢avanja, kao i unutrasnji vodovod i toaleti.

P ocetak ozbiljne transformacije hotelijerstva povezuje se sa

»KRALJ HOTELUERA | HOTELIJER KRALJEVA"

Moze se, dakle, re¢i da je 19. vek po mnogo cemu bio inovativan
za razvoj hotelijerstva. Godine 1850. u $vajcarskom planinskom
selu Nidervald rodio se Cezar Ric. Kao sedamnaestogodisnjak
dos$ao je u Pariz i zaposlio se u jednom malom hotelu, gde radi
poslove najnizeg ranga — glancanje podova, ¢i$¢enje obuce gostiju
i sl. Medutim, njegova izrazita sklonost ka komunikaciji sa

César Ritz
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VISIONARIES
BUILDERS OF THE
GLOBAL HOTEL
INDUSTRY

The path from vision to realization is long and filled with
thorns. It often happens that one does not reach the final out-
come, i.e. to achieve the goal. Still, it seems that it's even
harder to get on the path. Many visionaries are not willing to
take risks for various reasons. The glory belongs to those
brave hotel-makers, the visionaries who have resisted many
temptations on their way to achieving goals. Thanks to them,
the hotel industry today is the industry with a total portfolio
of 184.299 hotels and 16.966.280 hotel rooms!

ates back to 1829 with the opening of Tremont House Hotel in
Boston. This hotel, designed by American architect Isaiah
Rogers, marked the beginning of a real revolution in modern hotel
industry: for the first time, private rooms that could be locked, and
indoor plumbing and toilets, were introduced.

The beginning of a serious transformation of the hotel industry
d

“KING OF HOTELIERS AND HOTELIER OF KINGS”

It can therefore be said that the 19th century was in many ways
innovative in the development of hotel business. In 1850 César Ritz
was born in the Swiss mountain village of Niederwald. As a



FROM THE HISTORY OF HOSPITALITY

www.turistickisvet.com

i o s - i e il
P —
- —

L e ST
s

Jjudima, omoguc¢ila mu je da brzo napreduje. Prelomni momenat
u njegovoj karijeri vezuje se za mesto pomo¢nog konobara u mon-
denskom restoranu "Voazan'", gde su u to vreme svracali Sara Bernar,
Zorz Sand, Aleksandar Dima Mladi... Usluzivao je krunisane glave
i prestolonaslednike. Sa svega 27 godina postao je direktor luksuznog
hotela "Nacional" u Lucernu. Saraduje sa cuvenim majstorom fran-
cuske kuhinje Ogistom Eskofijeom. Bio je opsednut higijenom,
komunikacijom sa gostima iz koje je otkrivao njihove Zzelje,
drustvenim Zivotom i zabavom gostiju, stilom, elegancijom i
otmeno$¢u u uredenju enterijera. Prvi hotel pod Ricovim imenom
otvoren je u Parizu 1898. godine. Slede¢e godine u Londonu je
otvoren hotel "Karlton", a $est godina kasnije i hotel "Ric". Ubrzo
potom usledilo je i otvaranje hotela "Ric-Karlton" u Njujorku. Zbog
niskog rasta, velike energije i poslovnih dostignuca zvali su ga " mali
veliki Svajcarac”. U istoriju hotelijerstva usao je kao "kralj hotelijera
ihotelijer kraljeva" i kao "umetnik komunikacije". Danas koristeci
njegovo ime, posluje hotelski lanac ,,Ric-Karlton’, kao jedan od
vode¢ih brendova pod okriljem grupacije ,Meriot Internesnl” To
je snazan brend koji ¢ini 130 hotela u 38 zemalja.

Elsvort Statler je bio Ricov i Eskofijeov savremenik. Roden je 1863.
godine u SAD. Kao trinaestogodi$nji decak poceo je sa radom u
hotelijerstvu, na poslovima nosaca prtljaga. Brzo je napredovao,
istovremeno, radedi i ucedi. Izdvaja se po izrazitoj sklonosti ka
tehnologkim inovacijama i uvodenju odredenih pravila (standarda)
uradni proces. Jedna od njegovih najpoznatijih inovacija je uvodenje
kupatila u hotelske sobe. Kupatila su uvedena u prvom ,,Statler*
hotelu, otvorenom 1908. godine u Bafalu (Njujork). Statler je bio
poznat i po svojoj sposobnosti da maksimalno racionalizuje poslo-
vanje. Bio je kreator prvoklasne hotelske usluge po razumnoj ceni.
Izgradio je sistem evidentiranja i kontrole troskova. Insistirao je

decembar 2018 / januar 2019

seventeen-year-old he came to Paris and got employed in a small
hotel where he had worked on the lowest ranked jobs - flooring,
cleaning of guest shoes, etc. However, his distinct tendency to
communicate with people enabled him to make rapid progress. The
breakthrough moment in his career is associated with the position of
an auxiliary waitress at the high-class restaurant Voisin, where at that
time Sarah Bernhardt, George Sand, Alexandre Dumas Junior used
to come... He served royals and crown princes. At the age of 27 he
became the director of the luxury hotel National in Lucerne. He
worked with the famous master of French cuisine Auguste Escoffier.
He was obsessed with hygiene, communicating with guests
revealing their wishes, social life and entertainment of guests, style,
elegance and decency in interior design. The first hotel under Ritz's
name was opened in Paris in 1898. The following year Carlton Hotel
was opened in London, and six years later Hotel Ritz. Soon after, the
opening of Ritz-Carlton Hotel in New York followed. Due to low
height, high energy and business achievements they called him
“Little Big Swiss” He entered the history of hospitality as "king of
hoteliers and hotelier of kings" and also "artist of communication"
Today, using his name, the hotel chain "Ritz-Carlton" operates as one
of the leading brands under the “Marriott International” It is a
powerful brand that consists of 130 hotels in 38 countries.

Ellsworth Statler was Ritz's and Escoffier's contemporary. He was
born in 1863 in the United States. As a 13-year-old boy he began
working in the hotel industry as a luggage carrier. He had quickly
progressed, working and learning at the same time. He had
distinguished himself by a strong tendency towards technological
innovations and the introduction of certain rules (standards) into the
work process. One of his most famous innovations is the
introduction of a bathroom in hotel rooms. The bathrooms were
introduced in the first Statler Hotel, opened in 1908 in Buffalo (New
York). Statler was also known for his ability to maximally rationalize
his business. He was the creator of first-class hotel services at a
reasonable price. He built a system of recording and controlling
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na edukaciji. Osnovao je fondaciju za obrazovanje ugostiteljskih
stru¢njaka i pruzio finansijsku podrsku danas u svetu najpoznatijoj
visokogkolskoj ustanovi iz oblasti hotelijerstva — "Cornell Hotel
School" iz Itake (SAD). Hotel u okviru ovog obrazovnog centra
nosi njegovo ime.

Conrad Hilton

»DOBITI NAJVISE ZA NAJMANJE"
Konrad Hilton je roden
1887. godine u SAD. Svoj
prvi hotel ,,Mobili“ u Cisku
u Teksasu kupio je 1919. go-
dine. Prvi hotel sa imenom
»Hilton® otvoren je u Dalasu,
1925. godine. U mestu Veko
u Teksasu, otvoren je 1927.
godine prvi Hiltonov hotel sa
klimatizovanim drustvenim
prostorijama. Godine 1947.
u Njujorku je otvoren ,,Ruz-
velt Hilton“ prvi hotel na
svetusa TV prijemnicima u
sobama. Statlerove ideje o
racionalizaciji hotelskog
poslovanja Hilton je dalje
razvijao i usavrsavao. Susti-
na njegove poslovne filo-
zofije sadrzana je u stavu:
"Dobiti najvise za najmanje". Insistirao je na stalnom povecanju
efikasnosti poslovanja. Razvio je sistem planiranja, kontrole
finasijskog poslovanja, uskladivanja obima zaposlenih sa potre-
bama. Danas je ,,HiltonVroldvajd“ drugoplasirana

costs. He insisted on education. He established a foundation for the
education of hospitality professionals and provided financial
support to today’s the world's most famous higher education insti-
tution in the hospitality industry — Cornell Hotel School in Ithaca
(USA). The hotel within this educational center bears his name.

“‘GET THE MOST FOR THE LEAST"

Conrad Hilton was born in 1887 in the United States. He bought his
first Mobley Hotel in Cisco, Texas in 1919. The first Hilton hotel was
opened in Dallas, 1925. The first Hilton hotel was opened in 1927
with air-conditioned social spaces in Waco, Texas. In 1947 in New
York, Roosevelt Hilton was the first hotel in the world with TVs in the
rooms. Hilton further developed and refined Statler's ideas on the
rationalization of hotel business. The essence of his business
philosophy is: "Get the most for the least". He insisted on continu-
ously increasing business efficiency. He developed a system of plan-
ning, control of financial operations, harmonization of the volume of
employees with needs. Today Hilton Worldwide is the second -
ranked global hotel company with nearly 5300 hotels with a total
capacity of more than 850 thousand rooms, with 15 brands in 105
countries.

Ralph Hitz was born in 1891 in Vienna. At the age of fourteen he
started working as a liftboy at the famous Hotel Sacher in Vienna. He
worked hard and studied fast, so he early mastered the technology
and organization of work in the hotel industry. He is known for the
introduction of business standards. He is also known for being the
first to introduce the history of the guests and to create documenta-
tion of important dates (birthdays, anniversaries, etc.) in order to
personalize the hotel in a convenient way. So, this is an initial phase
of customer relationship management. Among the first, he
understood the importance of employee satisfaction, so he found
out how to motivate them, which is now considered to be the
beginning of human resources management.

globalna hotelska kompanija sa blizu 5300 hotela
ukupnog kapaciteta vise od 850 hiljada soba, sa 15
brendova rasprostranjenih u 105 zemalja.

Ralf Huc je roden 1891. godine u Becu. Sa cetrnaest
godina poceo je da radi kao liftboj u ¢uvenom
beckom hotelu ,,Saher®. Bio je vredan i brzo je ucio,
paje rano savladao tehnologiju i organizaciju rada u
hotelijerstvu. Poznat je po uvodenju standarda poslo-
vanja. Poznat je i po tome $to je prvi uveo istoriju gosti-
juiformirao dokumentaciju o zna¢ajnim datumima
(rodendani, godisnjice i sl.), kako bi personal hotela
mogao da reguje na prigodan nacin. Dakle, radi se o
inicijalnoj fazi upravljanja odnosima sa gostima.
Medu prvima je shvatio znacaj zadovoljstva zaposlenih,
pa je iznalazio nacine da ih motiviSe, $to se danas
smatra zacetkom upravljanja ljudskim resursima.

Dzon Vilard Meriot je roden 1900. godine u SAD.
Ugostiteljsku karijeru je poceo uz tezgu na kojoj je
prodavao pivo i meksi¢ku hranu, $to se smatra
pocetkom brze hrane i ,,take away* principa prodaje.
Potom je zapoceo u restoraterski biznis, a tek 1957.
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godine otvorio je prvi Meriot hotel - u stvari motel pod
nazivom ,Ivin bridzis motor hotel, u Arlingtonu u
Virdziniji. Danas je ,,Meriot Interne$nl“ prvoplasirana
globalna hotelska korporacija, kapaciteta od gotovo 1,2
miliona soba u viSe od 6.300 hotela, sa ¢ak 30 brendova
rasprostranjenih u 127 zemalja.

Ovo je samo nekoliko najvecih i najpoznatijih imena svet-
skog hotelijerstva, ljudi koji su imali viziju, ali i hrabrost,
znanje i energiju da tu viziju postave na noge i da je rea-
lizuju. Sasvim sigurno, hotelijerstvo ne bi postalo ovakav
gigant da, pored pomenutih, nije bilo i drugih vizionara
i realizatora koji su svojom upornos$c¢u, znanjem, verom
u uspeh, posveéenos$¢u i entuzijazmom osvetljavali
razvojni put ovoj delatnosti. Medu njima su i ¢lanovi
Medunarodnog udruzenja vlasnika hotela, pretece
danasnje asocijacije IH&RA, koji su na svojoj godisnjoj
skup$tini u Budimpesti jod 1926. godine dali osnovne
smernice za definisanje hotela. Bezmalo ¢itav vek kasnije
one su jo$ uvek aktuelne. Njihovim studioznijim
tumacenjem jasno je da ne moze svaki ugostiteljski objekat
biti hotel, da hotel predstavlja reprezentativnu i zasticenu
vrstu smestajnog objekta, da je hotel lider u uvodenju
inovacija. Clanovi Medunarodnog udruzenja vlasnika
hotela su nam jos 1926. godine poruili da naziv vrste hotel
obavezuje, da nije lako odrzati standarde postavljene od
strane vizionara, da je veliki izazov biti realizator vizija
velikih svetskih hotelijera, kako onih iz 19. 1 20. veka, tako
iovih danas. Vizionare buducnosti bice jos teze ispratiti.
A buduénost je ve¢ pocela.

www.turistickisvet.com

John Willard Marriott was born in 1900 in the United States. He began his
hotel career with a stall where he had sold beer and Mexican food, which is
considered to be the beginning of fast food and the "take away" principle of
sales. Then he entered the restaurant business, only in 1957 opened the first
Marriott hotel —in fact a motel called Twin Bridges Motor Hotel in Arlington,
Virginia. Today, Marriott International is the first-ranked global hotel
corporation, with the capacity of nearly 1.2 million rooms in more than
6,300 hotels, with as many as 30 brands in 127 countries.

These are just a few of the greatest and most famous names of the world
hotel industry, people who had a vision, but also courage, knowledge and
energy to put that vision on its feet and to fuffill it. It is quite certain that the
hotel industry would not become such a giant that, in addition to the
mentioned, there were no other visionaries and performers who, with their
perseverance, knowledge, faith in success, dedication and enthusiasm,
illuminated the development path of this industry. Among them are the
members of the International Hotel Owners Association, the forerunner of
today's IH & RA Association, who gave the basic guidelines for defining the

John Willard Marriott

hotel at their annual assembly in Budapest in 1926. Nearly a century later,
they are still current. By their more purposeful interpretation it is clear that
not every catering facility can be a hotel, that the hotel represents a
representative and protected type of accommodation, that it is the leader in
introducing innovations. Members of the International Association of Hotel
Owners told us in 1926 that the name of the type of hotel obliges that it is
not easy to maintain the standards set by the visionaries, that the great
challenge is to realize the vision of the world's major hoteliers, as those of
the 19th and 20th century and these today. Visionaries of the future will be
even more difficult to follow. And the future has already begun.

Author: Prof. PhD Ljiljana Kosar
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XV FORUM HOTELIJERA: ZA KREATORE BUDUCNOSTI

NA PUTU
oD VIZIJE po REALIZACLJE

0Od 23. do 25. novembra ove godine u luksuznom zdanju ,Grand Hotela Tornik” na Zlatiboru, na jubilarnom XV
Forumu hotelijera okupilo se vise od stotinu predstavnika hotelske industrije Srbije, kao i delegata iz Bosne i
Hercegovine i Crne Gore. Ovaj ugledni dogadaj odrzan je u organizaciji redakcije ¢asopisa za savremeno
hotelijerstvo & turizam "Turisti¢ki Svet" i strukovnog udruzenja ,Ambasadori dobre usluge’, uz pokroviteljstvo
Ministarstva trgovine, turizma i telekomunikacija Republike Srbije i institucionalnu podrdku Univerziteta
Singidunum i Privredne komore Srbije. Kruna Foruma bila je sveCana dodela elitnih godisnjih priznanja
~Ambasadori dobre usluge” - svojevrsnog,Oskara” hotelijerstva najuspesnijim pripadnicima hotelske i pratecih

industrija u 2018.

Casopisa ,,Turisticki Svet®, sa kojim je i zvani¢no zatvoren

petnaestogodi$nji forumski tematski ciklus a Forum
ispracen u istoriju hotelske industrije, okupio je pod krovom elitnog
»Grand Hotela Tornik“ na Zlatiboru veliki broj uglednih hotelijera
i predstavnika pratece industrije, ne samo iz Srbije, ve¢ iz Bosne
i Hercegovine i Crne Gore. Pod pokroviteljstvom Ministarstva tr-
govine, turizma i telekomunikacija Republike Srbije, uz institu-
cionalnu podrsku Univerziteta Singidunum i Privredne komore
Srbije, kao i partnersku logistiku privrede, pre svega velikih kom-
panija kao $to su ,,British motors*, ,,Miele”1,,Rubin’, uz ogroman
trud i sinergiju svih zaposlenih u ,Grand Hotelu Tornik®, ovaj
dvodnevni gala dogadaj, protekao je u izvanrednoj radnoj i sve¢anoj
atmosferi, ali i u prijateljskom druzenju, umrezavanju, novim
poslovnim kontaktima, razmeni misljenja s onima koji su odavno
razumeli da je znanje i pravovremena informacija - jedino blago
koje se deljenjem uvecava.

O vogodi$nji forum hotelijera, autorski projekat redakcije

ITINERER ZA KREATORE NAJPROSPERITETNLIE SVETSKE INDUSTRUE

Svecano otvaranje i druzenje do kasnih sati, uprili¢eno je u popu -
larnoj ,,Kamin Sali, uz vatru iz kamina, ,,Rubinova“ nova ek-
skluzivna vina, kakvo je penusavo vino ,,Vronski“ i mesne delici-
je kompanije ,,Zlatiborac®, uz briljantnog voditelja Migu Ciri¢a i
tople re¢i dobrodoslice autora projekta Foruma hoteljjera i
izvr$nog direktora Ljiljane Rebronje, koja se s mnogo emocija
obratila prisutnima, vode¢i ih kroz vreme i forumske teme koje
su uvek bile izazov i nagovestaj vaznih promena. XV Forum otvorio
je dr Miroslav Knezevi¢, drzavni sekretar za turizam, koji je s pono-
som istakao da resorno Ministarstvo ve¢ 15 godina podrzava Fo-
rum hotelijera, kao jedan od retkih dogadaja u hotelskoj industriji,
¢ije dugo trajanje i kontinuitet, najbolje govore o njegovom ne-
sumnjivom kvalitetu i vrednosti za pripadnike industrije.
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ON THE PATH
FROM VISTON TO
REALIZATION

From 23rd to 25th of November this year, at the luxury ,Grand
Hotel Tornik” on Zlatibor, more than a hundred representatives
of hotel industry in Serbia, as well as delegates from Bosnia
and Herzegovina and Montenegro, gathered at the jubilee XV
Forum of Hoteliers. This prestigious event was organized by
the editorial board of the magazine for modern hotel and
tourism industry "Turisticki Svet" and professional association
+Ambassadors of Quality Service’, with the patronage of the
Ministry of Trade, Tourism and Telecommunications of the
Republic of Serbia and institutional support of the
Singidunum University and the Serbian Chamber of
Commerce. The highlight of the Forum was the award-giving
ceremony of elite annual recognitions ,Ambassadors of
Quality Service” - a kind of "Oscar" of hotel industry to the
most successful members of the hotel and accompanying
industries in 2018.

he magazine ,Turisticki Svet’, which officially closed the fifteen-

year forum thematic cycle, and the Forum sent to the history of

the hotel industry, gathered under the roof of elite ,Grand Hotel
Tornik” on Zlatibor a large number of distinguished hoteliers and
representatives of the accompanying industries, not only from Serbia,

—I—his year's Forum of Hoteliers, the project of the editorial board of
t
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KREATORI BUDUCNOSTI - ZA ISTIM
STOLOM

I panel - INVESTITORI: “Put op VIZIJE po REALIZACIJE”
Tomislav Momirovi¢ - predsednik kompanije Mona Hotel
Management; Nikola Mili¢ - vlasnik i osniva¢ SHG Casa del Mare;
Milan Kostadinovi¢ - vlasnik i GM Prvako Engineering doo;
Danijela Cuji¢ - partner, kompanija Consili

Moderator: Branislav Mileti¢ — partner u Horvat HTL, Beograd

Il panel - INSTITUCIJE: “PODRSKA NOSIOCIMA RAZVOJA HOTELSKE
INDUSTRUE”

dr Miroslav KneZevi¢ - drzavni sekretar za turizam u Ministarstvu
trgovine, turizma i telekomunikacija Republike Srbije; Tijana
Maljkovi¢ - sekretar Udruzenja za turizam PKS; dr Georgi Genov -
direktor HORES-a; Olga Baleti¢ - PR & Marketing menadzer, TOS
Moderator: prof. dr Bojan Zecevi¢ - Ekonomski fakultet

Ill panel - OBRAZOVANJE HOTELUJERA - KADROVI: “Za NOVO
VREME, NOVO zNANJE, NOVI Liubi”

Rade Samcevi¢ - osniva¢ i direktor Agencije HT; Dalibor Sekuli¢ -
GM Elitte, Pali¢; prof. dr Ljiljana Kosar - Visoka hoteljjerska skola,
Beograd; prof. Marija Lazarev Zivanovi¢ — predava¢ na Institutu
GLION, Svajcarska

Moderator: doc. dr Snjezana Gagi¢ - Visoka $kola za menadzment i
poslovne komunikacije, Sremski Karlovci

IV panel - MENADZMENT: “REALIZATORI VIZIJE izmeou CEKICA
INAKOVNJA”

Vladimir Marinkovi¢ - GM hotela Saint Ten — Beograd; Robert Stojko
- GM hotela Sheraton - Novi Sad; Ivona Borojevi¢ - GM kompani-
je Prezident — Novi Sad; Nikos Sliousaregko — GM hotela Junior,
Kopaonik; Dragan Jaki¢ - GM hotela Novotel, Sarajevo
Moderator: Aleksandar Vasilijevi¢ - GM hotela Falkensteiner,
Beograd

THE CREATORS OF THE
FUTURE - AT THE SAME TABLE

I panel - INVESTORS: “PatH For VISION 1o REALIZATION”
Tomislav Momirovi¢ - the president of Mona Hotel
Management; Nikola Mili¢ — owner and founder of SHG Casa
del Mare; Milan Kostadinovi¢ - owner and GM of Prvako
Engineering doo; Danijela Cuji¢ — partner, Consili

Moderator: Branislav Mileti¢ — partner at Horvat HTL, Belgrade

Il panel - INSTITUTIONS: “INsTITUTIONAL SUPPORT TO HOTEL
INDUSTRY DEVELOPERS”

dr Miroslav KneZevi¢ - State Secretary for Tourism at the
Ministry of Trade, Tourism and Telecommunication of the
Republic of Serbia; Tijana Maljkovi¢ - Secretary of the Tourism
Association at SCC; PhD Georgi Genov - director of HORES;
Olga Baleti¢ - PR & Marketing Manager, TOS

Moderator: professor PhD Bojan Zecevi¢ - Faculty of
Economics

Il panel - HOTELIERS EDUCATION - PERSONNEL: “For NEW
TIME, NEW KNOWLEDGE, NEW PEOPLE”

Rade Samcevi¢ - founder and director of HT Agency; Dalibor
Sekuli¢ - GM Elitte, Pali¢; professor PhD Ljiljana Kosar —
Hospitality College, Belgrade; professor Marija Lazarev
Zivanovi¢ - lecturer at GLION Institute, Switzerland

Moderator: doc. PhD Snjezana Gagi¢ — Management and
Business Communication College, Sremski Karlovci

IV panel - MANAGEMENT: “REALIZING THE VISION BETWEEN THE
HAMMER AnD THE ANVIL”

Vladimir Marinkovi¢ - GM at hotel Saint Ten — Belgrade; Robert
Stojko — GM at hotel Sheraton - Novi Sad; lvona Borojevi¢ — GM
at Prezident Company - Novi Sad; Nikos Sliousaregko — GM at
hotel Junior, Kopaonik; Dragan Jaki¢ — GM at hotel Novotel,
Sarajevo)

Moderator: Aleksandar Vasilijevi¢ - GM at hotel Falkensteiner,
Belgrade
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Zanimljiva tema Foruma posvecena vizionarima hotelske indu-
strije — titanima hotelskog biznisa, kreatorima budu¢nosti
najprosperitetnije i najbrze rastuce industrije u svetu, osmisljena
je kao svojevrsni itinerer pod nazivom ,,Na putu od VIZIJE do
REALIZACIJE®

U okviru Cetiri dobro pose¢ena panela, vise od dvadeset uglednih
panelista i moderatora - investitora, hotelijera, konsultanata, pred-
stavnika akademske elite, resornog Ministarstva, profesionalnih
udruzenja. .. podelilo je sa u¢esnicima svoje znanje, iskustva i dileme
vezane za klju¢ne segmente logistike neophodne investitorima,
vezane za institucionalnu podrsku, obrazovanje i kadrove, hotel-
ski top menadzment. Kako se snovi pretvaraju u realnost, zasto
je to putovanje ¢esto na granici nemoguce misije, kakva je logis-
tika zaista neophodna da bi se kreirala odrziva budu¢nost, koje su

: MASTERCARE — PARTNER ZA ZDRAV ZIvot _
 Specijalni gost XV Foruma hotelijera, bila je $vedska firma :
: Mastercare, svetski poznati proizvoda¢ specijalnih stolova za :
istezanje ki¢me, kojim se sprecava i ublazava bol u ledima, vratu,
: ramenima, kukovima i kolenima na jednostavan i prirodni nacin. :
- Ovi stolovi se mogu koristiti za le¢enje i rehabilitaciju, ali i pre- :
- venciju oboljenja kostano-zglobnog sistema. Odli¢no su se :
¢ pokazali u fitness i wellness centrima, u §ta su ucesnici Foruma
- hotelijera mogli i licno da se uvere u improvizovanoj , relax zoni*
- ispred konferencijske sale, gde im je Jorg Goderer, predstavnik
ove kompanije za na$ region, pomagao da se ,brzinski
- relaksiraju i osveze, oslobadajuci ki¢mu od pritiska i bola iza- :
: zvanog dugim sedenjem. ,;Grand Hotel Tornik® je prvi hotel u :
- Srbiji koji u svom Wellness centru gostima nudi i ovakvu vrstu
- relaksacije, koju praktikuju svi oni koji ozbiljno brinu o svom '
 zdravlju. Organizatori XV Foruma imali su zadovoljstvo da ugoste :
 vlasnika kompanije Mastercare - Magnusaom Jansson-a, koji :
: je sa Zlatibora oti$ao pun sjajnih utisaka o nasim ljudima i nji- :
- hovom gostoprimstvu, ,Grand Hotelu Tornik® i Casopisu :
- Turisticki Svet*. Excelent - bio je njegov komentar i znak da se :
 sigurno uskoro ponovo vidimo. '

www.mastercare.co.rs

www.turistickisvet.com

but also from Bosnia and Herzegovina and Montenegro, as well.
Under the patronage of the Ministry of Trade, Tourism and
Telecommunications of the Republic of Serbia, with the institutional
support of Singidunum University and Serbian Chamber of
Commerce, as well as partner logistics of the economy, primarily big
companies such as British Motors, Miele and Rubin, with enormous
effort and the synergy of all employees at Grand Hotel Tornik, this
two-day gala event, took place in an extraordinary working and
festive atmosphere, but also in friendly socializing, networking, new
business contacts, exchange of thoughts with those who have long
understood that knowledge and timely information is the only
treasure that is increased by sharing.

ITINERARY FOR THE CREATORS OF THE MOST PROSPEROUS WORLD INDUSTRY
The opening ceremony and socializing until the late hours, was held
in the popular “Fireplace Hall’; with the new exclusive Rubin wines,
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IMASTERCARE — PARTNER FOR A HEALTHY LIFE :
: The special guest of the XV Forum of Hoteliers was Swedish company
i Mastercare, the world-renowned manufacturer of special method for
‘ releasing back pain, and pain in neck, shoulders, hips and knees, as
: well in a simple and natural way. These tables can be used for the
: treatment and rehabilitation, as well as the prevention of bone and
: joint system diseases. They showed to be great in fitness and :
: wellness centres, what participants of the Forum of Hoteliers could :
: see for themselves at the, relax zone" in front of the conference hall,
: where Jorg Goderer, a representative of this company for our region, :
. helped them to "relax" and refresh, releasing the spine from pressure
¢ and pain caused by long sitting.,Grand Hotel Tornik” is the first hotel :
 in Serbia to offer this kind of relaxation in its Wellness Centre, which
i is practiced by all those who seriously care about their health. The :
: organizers of the XV Forum had the pleasure of hosting MasterCard
: owner Magnus Jansson, who went from Zlatibor with great
: impressions of our people, their hospitality,,Grand Hotel Tornik” and :
: the magazine, Turisticki Svet” Excellent —was his comment and a sign :
: that we will surely see him again soon. :

www.mastercare.se
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such as the sparkling wine “Vronski” and meat delicacies by
Zlatiborac Company, with the brilliant host Misa Ciri¢ and the
warm welcome of the Forum author and executive director
Ljiliana Rebronja, who with many emotions addressed the
attendees, leading them through time and forum topics that
were always a challenge and an indication of important
changes. XV Forum was opened by PhD Miroslav Knezevi¢,
State Secretary for Tourism, who proudly pointed out that the
line ministry has been supporting the Forum of Hoteliers for 15
years as one of the rare events in the hotel industry, whose long
duration and continuity best speak about its undoubted quality
and values for industry members.

The interesting topic of the Forum dedicated to the visionaries of
the hotel industry - the titans of the hotel business, the creators
of the future of the most prosperous and fastest growing
industry in the world, was designed as a kind of itinerary entitled
“On the path from VISION to REALIZATION".

Within four well-visited panels, more than twenty prominent
panelists and moderators - investors, hotel managers,
consultants, representatives of the academic elite, line ministries,
professional associations ... shared with the participants their
knowledge, experience and dilemmas related to the key
segments of logistics necessary for investors, for institutional
support, education and personnel, hotel top management. How
do dreams turn into reality, why is this journey often at the edge
of an impossible mission, what kind of logistics is really needed
to create a sustainable future, which are visible, and which
invisible holes on the road to its realization and how to avoid
them, what is it that awaits everyone on the top of the hill, and
what behind it.. were some of the questions without whose
answers it is not possible to truly understand the bearers of
development.

“Creators of the future: From vision to realization", was the name
of a creative, extremely visited panel on the main topic of the
forum. The real "battle" of arguments could be heard on the
second panel called "Institutional Support to Hotel Industry
Developers," while, one of the most important panels "NEW
time, NEW knowledge, NEW people’, opened the problem of
education and personnel as "Pandora's box" of the modern hotel
industry with a huge impact on its future. A constructive
exchange of views was also heard on the fourth panel with the
hot topic "Realizing the vision between the hammer and the
anvil', where GM's of elite hotels took part, who spoke openly
about the influence of the owners and the ideas that the top
management of the hotel has to implement, even when they do
not fully agree with them. Thanks to the remarkable panelists,
who have managed to give a tone of humour to this topic that is
hard to all managers, the jubilee Forum of Hoteliers got a great
finish that no one expected.

NEw ,,AMBASSADORS OF QUALITY SERVICE”

The award-giving ceremony of elite annual recognitions
+Ambassadors of Quality Service” given to the most successful
hoteliers and their partnersin 11 categories, was the highlight of
the Forum of Hoteliers. This unique recognition in our region, a
kind of hotel "Oscar", has been awarded for 13 years, based on

KNJAZINIJE VODA
TO JENAS PONOS
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XV FORUM OF HOTELIERS:
FOR CREATORS OF THE FUTURE

vidljive, a koje nevidljive rupe na putu do njene
realizacija i kako ih izbedi, $ta je to $to svakoga
¢eka na vrhu brda, a §ta iza njega... bila su neka
od pitanja bez ¢ijih odgovora nije moguce zaista
razumeti nosioce razvoja.

,Kreatori budu¢nost: Od vizije do realizacije’, bio
je naziv kreativnog, izuzetno posec¢enog panela

na nose¢u forumsku temu. Prava ,bitka”

argumentima mogla se ¢uti na drugom panelu
pod nazivom,, Institucionalna podrska nosioci-
marazvoja hotelske industrije’, dok je jedan od
udarnih forumskih panela "NOVO vreme,
NOVO znanje, NOVI Jjudi", otvorio problem
obrazovanja i kadrova kao ,,Pandorinu kutiju®
savremene hotelske industrije s ogromnim
uticajem na njenu buduc¢nost. Konstruktivna
razmena misljenja ¢ula se i na ¢etvrtom panelu
sa vru¢om temom ,Realizatori vizije izmedu
¢ekica i nakovnja“, u kojem su ucestvovali GM-
ovi elitnih hotela, koji su otvoreno govorili o uti-
caju vlasnika i idejama koje top menadzment
hotela mora da sprovede, ¢ak i onda kada se sa
njima ne slaze u potpunosti. Zahvaljujuci
izuzetnim panelistima, koji su uspeli da ovoj za
sve menadzere teskoj temi daju originalni pecat
humora, jubilarni Forum hotelijera dobio je sjaj-
nu zavr$nicu kakvu niko nije ocekivao.

Nov1,,AMBASADORI DOBRE USLUGE"

Svec¢ana dodela godisnjih elitnih priznanja najuspesnijim
hotelijerima i njihovim partnerima - priznanja “Ambasadori
dobre usluge” u 11 kategorija, bila je kruna dvodnevnog Fo-
ruma hotelijera. Ovo unikatno priznanje na nasim pro-
storima, svojevrsni hotelijerski “Oskar’, dodeljuje se ve¢ 13
godina, na osnovu jednoglasne odluke Sru¢nog Zirija, pod

the unanimous decision of the Expert Jury, under the presidency of PhD
Slobodan Unkovi¢, professor emeritus, and consisted of: Rade Sam¢evi¢
- HT Agency, professor PhD Ljiljana Kosar - Hospitality College, Jelena
Suleji¢ -~ A Group, Peda Filipovi¢ — Wellness academy PF and Ljiljana
Rebronja - Turisticki Svet.

Exclusively, the highest recognition Medal ,Ambassador of Quality Service”
of the | order - for the investment of the year, was awarded to Miroljub
Aleksic, the president of A Group, as a visionary of the hotel industry. This is
the biggest recognition in Serbia, which for 13 years have only got professor
PhD Slobodan Unkovi¢ and Novak Pokovi¢, and this year PhD Miroslav
KneZevi¢, Secretary for Tourism handed the award to Miroljub Aleksi¢.

And while the winners of the award were toasting with the “Vronski’;
receiving congratulations, taking pictures, having fun.., in the grand hall of
the impressive “Grand Hotel Tornik” all participants were overwhelmed by
the strong energy of the visionaries and leaders, they could feel the
adrenaline of success, which, if not before, then at the XV Forum - "infected"
them for life!

And so, in the most beautiful mood, solemnly, with dignity, with good music
and a great cake, from the heart donated by our colleagues from the hotel
to hotel colleagues, we sent XV Forum of Hoteliers to the history of
hospitality! It was great and probably unrepeatable. But it should have been
experienced in exactly one of the most recent and most attractive hotels in
Serbia, in the company of peers - among the best, aware of the privileges
that on one way or another you belong to a large and powerful hotel
industry, the industry of the Ambassadors of Quality Service!
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XV FORUM HOTELIJERA:
ZA KREATORE BUDUCNOSTI

predsednistvom dr Slobodana Unkovica, profesora emeritusa,
a u sastavu: Rade Samcevic - Agencija HT, prof. dr Ljiljana
Kosar - Visoka hotelijerska skola, Jelena Sulejic' - A Group,
Peda Filipovi¢ — Wellness akademija PF i Ljiljana Rebronja
— Turisticki Svet.

Ekskluzivno, najvece priznanje Orden ,,Ambasador dobre uslu-
ge” I reda - za investiciju godine, dodeljena je Miroljubu
Aleksi¢u, predsedniku kompanije A Group, kao vizionaru
hotelske industrije. Ovo najvece priznanje u Srbiji, koje su za
13 godina koliko se dodeljuju priznanja, dobili samo prof. dr
Slobodan Unkovi¢ i Novak Dokovi¢, Miroljubu Aleksi¢u urucio
je dr Miroslav Knezevi¢, drzavni sekretar za turizam.

I dok su dobitnici priznanja nazdravljali “Vronskim’, primali
Cestitke, slikali se, radovali.., u sve¢anoj sali impresivnog “Grand
Hotela Tornik” sve prisutne obuzimala je, malo po malo, snazna
energija vizionara i lidera, prenosilo se ono posebno uzbudenje
koje donosi adrenalin uspeha, kojim su, ako ve¢ ranije nisu bili,
na XV Forumu sigurno - dozivotno “inficirani”!

CLASSY MINI

tavA11n

TORIMO, ITALLA TEFE

LAVAZ LA BLUE CLASSY MINI
THE SUCCESSFUL CHOICE FOR HOTEL ROOMS

I tako, u najlepSem raspolozenju, sve¢ano, dostojanstveno, uz
dobru muziku i veliku tortu, od srca darovanu od kolega iz
hotela — kolegama hotelijerima, ispratismo XV Forum
hoteljjera u istoriju hotelijerstva! Bilo je sjajno i verovatno
neponovljivo. Ali trebalo je to dozZiveti i to bas u jednom od
najnovijih i trenutno najatraktivnijih hotela u Srbiji, u drustvu
sebi sli¢nih — u drustvu najboljih, svesni privilegije da na ovaj
ili onaj nacin pripadate velikoj i mo¢noj hotelskoj industriji, +38164 8250970

industriji Ambasadora Dobre Usluge!
+38164 82509 73

Autor: Ljiljana Rebronja
Foto: Sinisa Zivkovi¢

BeoStok
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“OSKAR” HOTELUJERSTVA
NAJUSPESNUIMA U 2018!

éOrden »~Ambasador dobre usluge” - I reda za INVESTICHUE
: GODINE: MIROLJUB ALEKSIC, predsednik kompanije A Group
' Priznanje ,,Ambasador dobre usluge'; kategorija: LIDER HOTELSKE

{ INDUSTRIJE - ZIVORAD VASIC, IHG regionalni menadzer

i Priznanje , Ambasador dobre usluge®, kategorija: MLADI
 MENADZER GODINE - MILENA MILENKOVIC, hotel JUNIOR,

- Kopaonik

Priznanje ,, Ambasador dobre usluge®, kategorijia: HOTEL GODINE

: - SAINT TEN Hotel, Beograd
 Priznanje ,,Ambasadori dobre usluge; kategorije:

Najuspesniji hotelski tim Prodaje & Marketinga - Hotel Mama

: Beograd
: Najuspesniji hotelski tim Sektora soba - Hotel Hilton Beograd

¢ Najuspesniji hotelski tim Sektora hrane i pi¢a - Radisson Collection,

- Old Mill Belgrade

,»Novi kvalitet” - Villa breg, Vrsac

,»Novi kvalitet” - Hotel Slatina, Vrnjacka Banja

 Press zvezdica - Mujen Lux, Kopaonik

 Partner hotelske industrije:

- u kategoriji HOTELSKI SOFTVER - ProSoft - Beograd
- u kategoriji HRANA - Zlatiborac - Beograd

- u kategoriji SREDSTVA za PROFESIONALNO ODRZAVAN]JE

: HIGIJENE - Ecolab Hygiene - Beograd

- ukategoriji PROFESIONALNE MASINE ZA PRANJE T SUSENJE |

: - COVELS - Novi Sad

Na XV Forumu hotelijera dodeljene su i tri ZLATNE POVELJE:
: - Pedi Filipovicu, osnivatu Wellness akademije PF, za 30 godina
 logistike wellness industriji Srbije, u obrazovanju stru¢nih kadrova :

1 borbi za kvalitet usluge.

- Radetu Samcevicu, osnivacu HT Agencije, za 10 godina logistike
: hotelskoj industriji Srbije, u obrazovanju stru¢nih kadrova i borbi

: za kvalitet usluge i

- Olgi Baleti¢, PR-u Turisticke organizacije Srbije, za PR DOBROBIT!

— e
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www.turistickisvet.com

HosPITALITY “OSCAR” — FOR THOSE MOST

SUCCESSFUL IN 2018! ;
i Medal ,Ambassador of Quality Service” - of the | order for the :
¢ INVESTMENT of the YEAR: MIROLJUB ALEKSIC, the president of :
: AGroup :
"Ambassadors of Quality Service”, in the category of: HOTEL
: INDUSTRY LEADER — ZIVORAD VASIC, IHG Regional Manager
"Ambassadors of Quality Service’, in the category of: YOUNG
: MANAGER of the YEAR — MILENA MILENKOVIC, hotel JUNIOR, :
: Kopaonik
"Ambassadors of Quality Service’, in the category of: HOTEL of
 the YEAR :
| SAINT TEN Hotel, Belgrade

"Ambassadors of Quality Service’, in the categories of: :
the most successful Sales and Marketing team - Hotel Mama
: Shelter Belgrade
: the most successful Room division team - Hotel Hilton Belgrade :
the most successful F&B team - Radisson Collection, Old Mill
: Belgrade :
i the,New quality” - Villa breg, Vrsac

the,New quality” - Hotel Slatina, Vrnjacka Banja

Press star - Mujen Lux, Kopaonik

: Partner of the hotel industry:

-in the category of HOTEL SOFTWARE - ProSoft - Belgrade

: - in the category of FOOD - Zlatiborac - Belgrade :
-in the category of PROFESSIONAL MAINTENANCE OF HYGIENE
i — Ecolab Hygiene - Belgrade
- in the category of PROFESSIONAL WASHING and DRYING
i MACHINES - COVELS, Novi Sad
: At the XV Forum of Hoteliers three GOLDEN LETTER of
- RECOGNITION were awarded to:
- Peda Filipovi¢, founder of the Wellness academy PF, for 30 years
¢ of logistics to the wellness industry of Serbia, in the education :
¢ of professional staff and the fight for quality of service
- Rade Samcevi¢, founder of HT Agency, for 10 years of
: logistics of hotel industry in Serbia, in education of professional :
: staff and struggle for quality of service and
: - Olga Baleti¢, PR manager at the Tourism Organization of Serbia, :
: for PRWELFARE! :




MARIJA LAZAREV 2|VANOV|c',
PREDAVAC NA GLIONU:

KADROVI
ZA HOTELSKU
INDUSTRIJU
SVETA

Region Montreux - Glion, na Zenevskom jezeru, je
vec vise od stotinu godina na liderskoj poziciju u tu-
rizmu Svajcarske. Zanimljivo je da je Montreux jo3
1912. godine imao 85 hotela i 7.525 kreveta — kaze
Marija Lazarev Zivanovié¢, predava¢ na Glionu -
Institutu za visoko obrazovanje, dodajuc¢i da je u
takvom okruzenju bilo najnormalnije osnovati $kolu
za obrazovanje hotelijera. Danas je to jedna od 5
najbolje rangiranih institucija u svetu za hotelski i
restoranski menadzment a treca u Svajcarskoj, sa
ubedljivo najboljom reputacijom kod poslodavaca.

osnovala su 1962. godine tri vizionara: Tissot, Hunziker

i Raaflaub. Gospodin Tissot je prvi kupio hotel i pretvo-
rio ga u $kolu. Hunziker je bio poznati profesor turizma na St. Gallen
univerzitetu i potpredsednik Svajcarske turisticke federacije.
Danas Glion pruza vrhunsko visoko obrazovanje za hotelsku in-
dustriju koja se konstantno menja, a svoje nove kampuse ima u
Svajcarskoj i Londonu.

G lion - Institut za visoko obrazovanje (u daljem tekstu: Glion)

SNAGA,,GLION DUHA"

Jedna od najvecih vrednosti Gliona, koja ostaje za ceo Zivot, je glo -
balna alumni mreza, u kojoj je trenutno vise od 14.000 alumnista
iz vi$e od 150 zemalja, i to je grupa visoko cenjenih profesionalaca
koja nastavlja da promovise “Glion duh”. Nasi direktori odeljenja
iregionalni direktori u okviru alumni asocijacije dele sa nama svo-
ja znanja o trendovima, komentare i ideje za kurikulum. Oni su
u potpunosti ukljuceni u Zivot skole, iako nemamo program men-
torstva. S druge strane, kada se studenti kvalifikuju, oni postaju
¢lanovi alumni zajednice koja je veoma puna podrske.

Nasa skola je Cesto prepoznata od strane profesionalaca u indu -
striji po kvalitetu. Dobitnik je priznanja ,Best Hospitality
Management School in the World* 2015. godine i ,,Best Innovation
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HOTEL INDUSTRY

The region of Montreux - Glion, on the Geneva Lake, has been
a longstanding leader on the travel and tourism platform in
Switzerland for more then hundred years. It's interesting to
note that Montreux in 1912 had 85 hotels and 7525 beds -
says Marija Lazarev Zivanovi¢, lecturer at Glion Institute of
Higher Education, adding that in such an environment it was
very expected for a school for hotel education to be
established. Today, it is among the top five worldwide
hospitality institutions, and the third in Switzerland, with by far
the best employer reputation.




MARLJA LAZAREV ZIVANOVIC, LECTURER,
GLION INSTITUTE OF HIGHER EDUCATION

in an Academic Program" 2016. Ove godine, Glion je na prvom
mestu na listi Employer Reputation i medu najboljih pet World-
wide Hospitality Institutions (QS World University Rankings by
subject, 2018). Kako se hotelska industija menja, menja se i Glion.
To je Cesto veoma bolan proces za mnoge akcionare, ali je to danas
neophodno u edukaciji. Nasi programi i specializacije pokrivaju
brojne oblasti, uklju¢uju¢i menadzment luksuznih brendova, razvoj
hotela, putovanja i turizam, dogadaji i finansije. Glion je bio prva
8kola hotelijerstva koja je otvorila poseban sektor posvecen luk-
suzu 2015. godine i nove mlade diplomce luksuzni brendovi brzo
uoce. Nasi diplomirani studenti rade za Richemont ili LVMH group,
Chanel, Piaget, itd. Cesto rade na poslovima odnosa sa klijenti-
ma jer tu pruzaju dodatnu vrednost.

TRANSFORMATIVNA EDUKACUJA

Profesionalan i li¢ni razvoj su podjednako vazni. Zato je savremeni
koncept koji primenjujemo transformativna edukacija. Mladi ljudi
koji dolaze iz ¢itavog sveta (99 nacionalnosti iz 132 zemlje), posta-
ju profesionalci sa akademskim i prakti¢nim vestinama za 3 go-
dine koliko traju studije. U prvom semestru, koji se odrazava na
Glionu, program se sastoji od 20 nedelja tokom kojih se fokusiramo
na prakti¢an trening u malim grupama od 10 do 12 studenata sa
$est modula: restoran, kuhinja, smestaj, enologija, logistika, i uvod
u drugaciju hotelijersku kulturu. Ovakav praktican i odrziv
pristup uci studente da budu skromni, jer to ¢e iskovati njihovu
li¢nost za buduénosti. Pored toga, studente podrzava tim instruktora
i Master Craftsmen (MOF) na kampusu koji obezbeduju najvisi
kvalitet obuke. To se sprovodi u prelepom restoranu Bellevue, u
Belle Epoque atmosferi sa ocaravaju¢im pogledom. Restoran je ne-
davno nagradio Guide Gault & Millau Suisse 2019 sa izvanred-
nom 15/20 ocenom. To je velika $ansa za studente koju ce
verovatno dobiti samo jednom tokom prakse.
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visionaries: Mr. Tissot, Mr. Hunziker and Mr. Raaflaub. Mr. Tissot

was the first one to buy a hotel and convert itinto a school. Mr.
Hunziker was a famous professor of Tourism at St. Gallen University
and the Vice president of the Swiss Tourism Federation. Today, Glion
delivers premium higher education for the constantly-evolving
hospitality industry, and has campuses in both Switzerland and
London, UK.

THE POWER OF ,GLION SPIRIT “

One of the biggest values of Glion that stays for life is the global
network of alumni, that includes more than 14.000 alumni from over
150 countries, and it is a group of highly-respected professionals
continuing to promote “Glion spirit” Our heads of chapter and the
regional directors within the alumni association share with us their
knowledge of trends, feedback, and ideas for the curriculum. They
are fully involved in the life of the school even though we do not
have a mentoring or coaching program. On the other hand, once the
students qualify, they become members of the alumni community
which is a very supportive community.

Our school has been frequently recognized by industry professionals
for its quality. Glion won the Best Hospitality Management School in
the World at the Worldwide Hospitality Awards in 2015 and the Best
Innovation in an Academic Program 2016. This year, Glion ranked
number one in Employer Reputation and among the top five
Worldwide Hospitality Institutions (QS World University Rankings by
subject, 2018). As the hospitality industry continues to change, so
does Glion. This can be a very painful process for many stakeholders
but it is a necessity in nowadays education. Our programs and
specializations are in a vast range of areas, including luxury brand
management, hotel development, travel and tourism, events and
finance. Glion was the first hospitality school to open a specialized
section dedicated to luxury in 2015 and the new young graduates
were quickly spotted by luxury brands. We have our graduated
students working for Richemont or LVMH group, Chanel, Piaget, etc.
They are often working in client relations jobs as that’s where they
bring added value.

TRANSFORMATIVE EDUCATION

Both professional and personal developments are important. This is
why transformative education is the contemporary concept that we
apply. The young adults that arrive from all over the world (99
nationalities from 132 countries), are turned into professionals with
academic and practical skills within 3 years of study. In the first

Glion Institute of Higher Education was founded in 1962 by 3

semester, taking place at Glion the program consists of 20 -~ sabfaig b

weeks focusing on practical training in small groups of 10to
12 students with six modules: restaurant, kitchen, accom-
modation, oenology, logistics, and an introduction to differ- = -
ent hospitality cultures. This hands-on and sustained practice
teaches the students to be humble which will forge their
personality for the future. In addition, the students are supported
by the team ors and Master Craftsmen (MOF) on campus
s taking p
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-
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MARIJA LAZAREV 2IVANOVIC, PREDAVAC NA GLIONU

Drugi semestar je obavezna praksa koja traje oko 6 meseci. Obi¢no
se odrzava u luksuznom hotelu, bilo gde u svetu ukoliko studen-
ti mogu da pribave vizu. Svake godine imamo oko 60-70 poseta
kompanija tokom kojih studenti imaju priliku da upoznaju
buduce poslodavce. Odeljenje za praksu je tu da im pruzi podrsku
tokom procesa, kao i na fakultetu.

ATRAKTIVNI MEDUNARODNI KAMPUSI

Kada se praksa zavrsi, tokom treceg i ¢etvrtog semestera, posto-
ji Sest kampusa dostupnih na Glion Institute i Les Roches $koli
hotelijerstva, jer su obe deo iste trening grupe: Sommet Education.
Mogu da odsednu na Glionu da studiraju menadzment,
administraciju, ili racunovodstvo, ili mogu da odu na druga dva
Glionova kampusa u London ili Bulle u Svajcarskoj. Takode mogu
da se odluce za jednu od tri Les Roches kampusa: Bluche-Crans
Montana u Svajcarskoj, Marbelja u Spaniji ili ¢ak u Sangaju.
Cinjenica da ima vise medunarodnih kampusa, posebno je
atraktivna za mlade generacije. (Pitam se da li bi to moglo da se uvrsti
u ponudu skola u Beogradu i Srbiji, da bi mogucnosti menjanja kam-
pusa mogle dalje da rastu?)

Peti semestar je posvecen drugoj praksi: $est meseci u hotelskom
ili nekom drugom okruZenju, ali 80% studenata bira da obavi prak-
su u hotelu. Mnogi nasi studenti rade u odeljenjima za revenue
menadZement, prodaju, marketing ili ivente. Cesto na Linkedin-u,
vidim neke njihove nove njihove projekte, ideje za start up-ove,
saradnju sa drugim Glion studentima...

Epoque atmosphere with a breath taking view. The restaurant was
recently awarded by Guide Gault & Millau Suisse 2019 with a
remarkable 15/20 note. It is a great opportunity that students prob-
ably appreciate only once they get on their internships.

The second semester is their compulsory internship that lasts
around 6 months. It normally takes place in a hotel, usually high-end
or luxury, anywhere in the world providing the student can obtain
the relevant visa. Every year, we have around 60-70 company visits
where students can meet potential employers. The internship
department is there to support them in the process as well as the
Faculty.

ATTRACTIVE INTERNATIONAL CAMPUSES

Once the internship is completed, for the third and fourth semesters,
there are six campuses available at Glion Institute and Les Roches
hospitality school as they are both part of the same training group:
Sommet Education. They can stay at Glion to study management,
administration, or accounting, or they can choose to go to Glion's
other two campuses in London or Bulle in Switzerland. They can also
opt for one the three Les Roches campuses: Bluche-Crans Montana
in Switzerland, Marbella in Spain, or even Shanghai. The mere
opportunity of having cross-campus international experience seems
to be particularly attractive for this young generation. (/ wonder
whether this can be included in the offer of our schools in Belgrade and
Serbia, whether the cross campus possibilities could be further grown?)

The fifth semester is dedicated to the second internship: six months
in hospitality or another setting, but 80% of the students choose to
do their internship in a hotel. Many of our students get internships in
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BECOME A LEADER
N THE WORLD OF
| UXURY

Study on our campuses in Switzerland and London.

For more information, contact I f
Ms. Aleksandra Simic: ' -
E eoEac sommet-eucahon, com I
I, +321 63 8543 &35


https://www.glion.edu/

MARIJA LAZAREV 2|VANOV|c’, PREDAVAC NA GLIONU

Na kraju, Sesti i sedmi semestar se obavljaju u gradu Bulle ili
u Londonu koji imaju isti akademski nivo. Tokom poslednjeg
semestra, $kola daje studentima mogucénost da se specijalizuju
za jednu od Cetiri oblasti: hotelski biznis, menadzment luk-
suznih brendova, hotelski razvoj i finansije ili menadzment
dogadaja. Pomogla sam studentima (¢ak sam bila i ko-autor)
u izradi radova koji su predstavljani na medunarodnim
konferencijama i objavljivani u ¢asopisima i drugim
publikacijama. To im pruza moguc¢nost da razviju vestinu pisa -
nja i akademske vestine, kao i da se umreze sa akademicima
iistraziva¢ima na tim dogadajima.

U INOSTRANSTVU STE PRIMORANI DA ODRASTETE

Medu 99 nacionalnosti, ima i studenata iz Srbije i ja sam uvek
sre¢na kada mogu da se druzim sa njima i pomognem im na
bilo koji na¢in. Nadam se da e se taj broj povecati u budu¢nosti,
mada smo svi svesni da su glavna barijera - finansije. Jedna od
odli¢nih stvari kada studirate u inostranstvu je to $to ste pri-
morani da odrastete i da se osamostalite, a drugo, $to naucite
vi$e da cenite to $to imate kod kuce i ono $to ste sami postigli.
Roditelji bi trebalo da daju i koren i krila svojoj deci. Ja sam,
takode, deo zajednice medunarodnih studenata jer sam i sama
studirala u inostranstvu, daleko od kuce. To nije lako ali je odli¢no
- porucila je Marija Lazarev Zivanovi¢ svim buduéim studen-
tima i njihovim roditeljima.
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Revenue Management departments, Sales, Marketing or Events.
Often on Linkedin, | see some of their new projects, ideas for start
ups, collaborations with other Glion students...

Finally, the sixth and seventh semesters are completed at Bulle or
London which both have an identical academic level. During the last
semester, the school gives students the opportunity to specialize in
one of four areas: hospitality business, luxury brands management,
hotel development and finance, or events management. | have
helped and co-authored with our students papers that were
presented at the international conferences and published in journals
and other publications. It gives them an opportunity to develop their
writing and academic skills as well as to network with the academics
and researchers at these events.

STUDYING ABROAD FORCES YOU TO GROW UP

Among the 99 nationalities mentioned, there are some students
from Serbia and I'm always happy to socialize with them and help in
any possible way. | hope that this number will increase in the future
although the main barrier to it is the financial one. One great thing
about studying abroad is growing up and appreciating both what
we have back home and what we build by ourselves. Parents should
give both the roots and the wings to their children. I've been a part
of the international student community as | too studied abroad,
away from home. It is not easy but it is great — said Marija Lazarev
Zivanovi¢ to all future students and their parents.

Author: Ljiljana Rebronja
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ALIBABA OTVARA SVOJ PRVI HOTEL

ineska kompanija "Alibaba Group" najavila je otvaranje svog prvog hotela

"FlyZoo" u gradu Hangzhou, u kineskoj provinciji Zhejiang. Smesten u
isto¢nom krilu Alibaba Xixi parka, hotel ¢e biti posve¢en pruzanju "pametne”
futuristicke usluge gostima, uz pomoc¢ vise tehnoloskih inovacija. Bice to ho-
tel bez ljudskog osoblja u svim hotelskim operacijama, a roboti ¢e raditi poslove
check-in/out i room service usluge. Brave na vratima soba otvarace se putem
tehnologije koja skenira lice, a tehnologijom koja se aktivira na glas, gosti mogu
da kontrolisu temperaturu u sobama, intenzitet osvetljenja i ku¢ne aparate.
"FlyZoo Hotel", koji nudi i sedam tematskih soba posvecenih razlicitim drzava-
ma, predstavlja probni projekat kompanije "Alibaba", ali se ocekuje i Sirenje

poslovanjana druge hotele.

www.turistickisvet.com

REVOLUCIONARNI TRENDOVI U HOTELIJERSTVU

d hotela se zahteva da budu otvoreni za

promene i usvajanje novih tehnoloskih
trendova, kako bi ostvarili bolje poslovanje
i vedi profit. Zato vam skre¢emo paznju na
sledece trendove:

1. Prosirena realnost (Augmented reality -
AR) polako postaje kljuéna marketinska
tehnologija, koja omogucava gostima da
virtuelno percipiraju okruzenje u kome se
nalaze. Imaju¢i u vidu da hoteli prodaju
fizicko okruzenje, tehnologija moze uvesti
potencijalne goste u vas hotel ¢ak i da ne izadu
iz svoje kuce.

Jedan od nacina na koji mozete upotrebiti AR
tehnologiju za osnazivanje vase ponude je
koris¢enje interaktivnih elemenata u hotel-
skim sobama. Primera radi, Hub Hotel u
Velikoj Britaniji poceo je da upotrebljava AR
tehnologiju zajedno sa zidnom mapom u ho-
telskim sobama. Kada gosti usmere pametni
telefon na mapu, mogu da vide dodatne
informacije o podru¢jima za koja su
zainteresovani. Na taj nacin, ne samo da se
poboljsava upotreba mape, vec i bo-

potrosaca i putnika ¢initi milenijalci i mlade
generacije.

Kako bi se izdvojili od ostalih, hoteli bi tre-
balo da izrade strategije koristeci softvere koji
favorizuju preferencije, karakteristike i navike
gostiju. Treba imati u vidu da milenijalci mno-
go putuju i vole personalizovanu interakci-
ju. Oni rado usvajaju tehnoloske inovacije i
vrlo spontano donose svoje odluke.

3. Kriptovalute vise nisu novitet na web-u,
vec su postale popularan, pouzdan i siguran
nadin placanja, posebno medu mladima.
Jedna od najjacih tacaka u vezi sa kripto
transakcijama je iskorenjivanje naknada i
provizija koje postoje prilikom kori$¢enja
kreditnih kartica ili bankovnih usluga. Na taj
nacin, finansijska transakcija u inostranstvu
se odvija jednostavnije, a i profitabilnija je za
sve strane koje u njoj ucestvuju.

4. SIP-DECT kao kljuc¢ni deo za povezivanje
svih hotelskih sektora je digitalna beZi¢na
tehnologija za govorne podatke, koja prenosi
radio signale na mobilne telefone. Ova

tehnologija najbolje funkcioni$e u manjim
objektima (poput hotela) koji imaju veliki broj
korisnika.

Kako DECT pomaze: dozvoljava osoblju da
se prijavi na bilo koji registrovani gadzet i lako
pristupi licnim podacima; $alje upozorenja
putem poruka - ova tehnologija pojedno-
stavljuje i ubrzava komunikaciju bez potrebe
uspostavljanja telefonskog poziva. Na taj
nacin e, na primer, osoblje zaduzeno za higi-
jenu odmah primiti upozorenje koje ih
upucuje na mesto koje mora biti hitno
ocis¢eno; uspostavlja besprekorne veze i
komunikacije medu zaposlenima gde god da
se nalaze, i $titi osoblje - tehnologija omogu-
¢ava integraciju alarmnih sistema koji
upozoravaju u slu¢aju opasnosti.

5. Pametni telefoni imaju sve ve¢u ulogu u
izvr$avanju razli¢itih zadataka u hotelima:
sada je moguce bukirati hotel i izvrsiti check-
in mobilnim telefonom, pristupiti hotelskoj
sobi bez koris¢enja klju¢-kartice, kontrolisati
u sobama osvetljenje, zvucni sistem i klima

uredaje, te obavestavati osoblje kada

ravak gostiju postaje ugodniji i
raznovrsniji.

2. Milenijalci polako prerastaju u ve-
liku silu koja oblikuje potrosacke
trendove u razli¢itim industrijama $i-
rom sveta, ukljucujuci i hotelsku. Kako
je pokazalo istrazivanje Airbnb-a,
ocekuje se da ¢e do 2025. godine 75%
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gosti nisu u sobi, da bi mogli da je
pospreme, itd. Pametni telefoni i
moderna tehnologija ¢e nesumnjivo
olaksati gostima boravak u hotelu, uz
nesvakidasnje iskustvo, a pritom ¢e
omoguciti bolju komunikaciju medu
zaposlenima i njihovo jednostavnije
obavljanje svakodnevnih zadataka.
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Tornik na Zlatiboru, u organizaciji Turistickog Sveta

odrzana je i sve¢ana ceremonija 13. dodele najvec¢ih godis-
njih priznanja u hotelskoj industriji Srbije — svojevrsnog ,,Oskara“
hotelijerstva pod brendom Ambasadori dobre usluge. Jednoglasnom
odlukom $estoclanog Stru¢nog Zirija, pod predsednistvom prof.
dr Slobodana Unkovi¢a, emeritusa Univerziteta Singidunum,
najvece priznanje Orden ,, Ambasadora dobre usluge” I reda za in-
vesticiju godine — Grand Hotel Tornik na Zlatiboru, dodeljeno je
Miroljubu Aleksi¢u, predsedniku kompanije A Group. Kolika je
teZina ovog priznanja najbolje govori podatak da je za 13 godina
ovo priznanje dodeljeno samo prof. dr Slobodanu Unkovi¢u i
Novaku Dokovicu.

Na jubilarnom — XV Forumu hotelijera u Grand Hotelu
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INTERVJU: MIROLJUB ALEKSIC,
PREDSEDNIK KOMPANIJE A GROUP

NIJEDAN VETAR
NE POGODUJE
BRODU BEZ CILJA

Na XV Forumu hotelijera dodeljeno je, posle dve
godine pauze, ekskluzivno priznanje, jedinstveno u
hotelskoj industriji Srbije - Orden ,Ambasador dobre
usluge” | reda. Ovo priznanje pripalo je Miroljubu
Aleksicu, predsedniku kompanije A Group, za inves-
ticiju godine u 2018.

NO WIND IS

FAVOURABLE

FOR A SHIP
WITHOUT A GOAL

At the XV Forum of Hoteliers, after two years, the exclusive
award, unique in the hotel industry in Serbia - the Medal
“Ambassador of Quality Service” of the | order was given. This
recognition was given to Miroljub Aleksi¢, the president of
the A Group, for the investment of the year 2018.

Zlatibor, organized by the Turisticki Svet, the award giving

ceremony of the greatest annual awards in the hotel industry
of Serbia —a kind of hotel industry’s "Oscar" was held under the brand
of the Ambassadors of Quality Service. By unanimous decision of the
six-member expert jury, under the chairmanship of professor PhD
Slobodan Unkovi¢, emeritus of the Singidunum University, the
highest award the Medal ,Ambassador of Quality Service” of the | order
for the investment of the year — Grand Hotel Tornik on Zlatibor, was
given to Miroljub Aleksi¢, the president of the A Group. The
importance of this recognition is best illustrated by the fact that for 13
years this award had been given only to Professor Slobodan Unkovi¢
and Novak Bokovic.

n t the jubilee — XV Forum of Hoteliers at Grand Hotel Tornik on



INTERVIEW: MiroLJuB ALEKSIC, THE PRESIDENT OF A GROUP

LUKSUZ — OBELEZJE A HOTELA

Dodela priznanja bila je dobar povod za razgovor s Miroljubom
Aleksi¢em na temu investicija u hotelski biznis. Pitali smo ga: imali za
njega jo§ izazova posle Grand Hotela Tornik i tako visoko postavljenih
standarda?

— U svetu se danas u vreme interneta stvari brzo menjaju. Nekada je
trebalo da produ decenije da bi se s jednog koncepta preslo na drugi.
Danas u svetu imate mnostvo uvazenih arhitekata i biroa koji se takmice
ko ¢e napraviti velelpnije poslovne zgrade, hotele, rizorte... Jednom recju,
masta ljudi je bezgrani¢na, novca za investicije ima, a talentovani vizionari
stalno pomeraju standarde. Mislim da i mi u ovoj zemlji moramo da
sledimo taj svetski trend! Tako da je ovaj hotel pokusaj da Srbija, tj. Zlati-
bor dobiju jos jedan komforan, luksuzan i moderan objekat, koji podize
standarde i usmerava turizam. Ovo §to smo napravili jeste zanimljivo
za Srbiju, pa mozda i za okruZenje, ali tek kada se bude otvorio i dru-
gi deo hotela, koji je impresivniji i luksuzniji, mo¢i ¢e da se sagleda kom-
pletna investicija. Svakako da imate turiste koji su zahtevniji i kojima
je interesantan ovakav tip hotela za kakav smo se mi opredelili, a da ne
bi putovali po svetu mogu i ovde kod nas da dobiju taj visi nivo usluge
i komfora. Mi smo se opredelili za to da svaki slede¢i objekat koji bude-
mo izgradili, bilo u Beogradu, Vrnjackoj Banji ili na nekoj tre¢oj desti-
naciji — bude luksuzan hotel sa visokim standardima usluge i atraktivnim
sadrZajima. I moZete biti sigurni da nam nece nedostajati inspiracija da
sledeci hotel bude drugaciji i jo$ lepsi od ovog.

ROTACIONI RESTORAN ZA PONOS SRBUI

® Put od vizije do realizacije obicno nije ni lak, ni kratkotrajan. Zato bi
bilo zanimljivo ¢uti da li je vasa prvobitna zamisao hotela u potpunosti
realizovana?

- To se dogodilo u dva koraka. Prvo je napravljen Grand Hotel Tornik,
a potom se ukazala $ansa da kupimo parcelu do njega, pa smo uz
prvobitan projekat izgradili i drugi deo SKY. Tornik ¢e imati ukupno
oko 40.000 kvm i bice to ujedno i najveci hotelski kongresni centar, ne
samo u Srbiji, vec i u regionu. Nijedan hotel nema takvu strukturu:
grandiozne sale, holove, izvanredan spa, bazenski deo, zatvoreni deciji
akva park, restorane, veliku igraonicu za decu i jo§ mnogo drugih

www.turistickisvet.com

Luxury — A HOTELS’ CHARACTERISTIC

The award was a good reason to talk to Miroljub Aleksic¢ on the topic
of investment in hotel business. We asked him: Are there any more
challenges for him after Grand Hotel Tornik and standards set so
high?

- Things are changing rapidly in the world today at the time of the
Internet. It used to take decades to pass from one concept to
another. Today, there are a lot of respected architects and bureaus in
the world willing to compete in making bigger business buildings,
hotels, resorts... In a word, the imagination of people is boundless,
there is money for investments, and talented visionaries constantly
shift standards. | think that in this country we must follow this world
trend! So this hotel is an attempt to make Serbia, i.e. Zlatibor get
another comfortable, luxurious and modern facility, which raises
standards and directs tourism. What we have done is interesting for
Serbia, and perhaps for the environment, but only after the opening
of the other part of the hotel, which is more impressive and more
luxurious, it will be possible to see the complete investment.
Certainly, there are more demanding tourists who are interested in
this type of hotels that we have chosen, and without travelling
around the world, they can also get here with us the higher level of
services and comfort. We have decided that every next object we
build, either in Belgrade, Vrnjacka Banja or at some other
destinations — will be a luxury hotel with high standards of service
and attractive amenities. And you can be sure that we will not lack
the inspiration to make the next hotel different and even more
beautiful than this.

ROTATING RESTAURANT FOR THE PRIDE OF SERBIA

o The path from vision to realization is neither easy nor short-term. So it
would be interesting to hear whether your original hotel idea was fully
realized?

- This happened in two steps. First Grand Hotel Tornik was built, and
then there was a chance to buy a parcel next to it, and with the
original project we also built the second part — SKY. Tornik will have
a total of about 40,000 square meters and it will be the largest
congress hotel, not only in Serbia, but also in the region. No hotel has
such a structure: grandiose rooms, halls, extraordinary spa,

decembar 2018/ januar 2019
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INTERVJU: MiIroLJUB ALEKSIC, PREDSEDNIK KOMPANIJE A GROUP

sadrzaja. Panoramski lift koji vas vodi do rotacionog restorana od 650
kvm, koji je po povrsini — najveci na svetu (prvi sledeci ima 425 kvm)
iodakle mozete, dok sedite, da gledate celi Zlatibor. Taj isti lift vas vodi
ido terase sa nezamislivim panoramskim pogledom. Ono sto mene licno
veoma raduje je izuzetno tehnicko resenje za restoran: nema vibracija
i apsolutno je necujan! Proucavali smo desetak svetskih rotacionih
restorana i sa ponosom mogu reci da je ovo jedno originalno resenje,

Voo

najvece svetske destinacije i tornjeve sa rotirajuéim restoranima na njima.

o S obzirom na godine povratka sredstava, to je prilicno dugorocna
investicija?

— Tako je. To je dugoro¢na investicija, jer svi hoteli se prave ili iz kredi-
ta ili novcem koji imate. Mi smo novac koji smo zaradili u proizvod-
nji ulozili u ovaj objekat. To je potpuno razli¢ito od ulaganja u fabrike
i proizvodne pogone. Kod ulaganja u hotelski biznis profit nije sam sebi
cilj, ve¢ vrednost investicije, vrednost zgrade, brenda. U fabrikama je
ciklus povratka sredstava oko

8 godina, a kod hotela

od 10 do 20!

R

-
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swimming pool, indoor children's aqua park, restaurants, a large
playroom for children and many more. A panoramic elevator that
leads you to a 650-square-meter rotating restaurant which is by its
size the largest in the world (the second has 425 square meters), and
from there you can sit and enjoy the view of the whole Zlatibor. That
same elevator leads you to the terrace with unimaginable
panoramic views. What really pleases me personally is an exquisite
technical solution for the restaurant: there is no vibration and is
absolutely silent! We have studied dozens of world's rotating
restaurants and | can proudly say that this is an original solution,
whose quality will be appreciated by guests who have had the
opportunity to visit the world's largest destinations and towers with
rotating restaurants on them.

o Given the years of RO|, it is quite a long-term investment?

— That's right. This is a long-term investment, because all hotels are
made either from the loan or money you have. We invested the
money that we had made in production industry. This is completely
different from investment in factories and production
facilities. When investing in hotel business the profit

isn't the only goal, but the value of the

investment, the value of the building, the
brand. In factories,

the
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INTERVIEW: MiroLJuB ALEKSIC, THE PRESIDENT OF A GROUP

Inace, kada je A Group u pitanju, imam uspesne kompanije koje solid-
no rade i godisnje ostvaruju dobar profit. Jedan deo se prvo investira
u fabrike koje su ostvarile novac, a viSak i ono $to se zaradi u hotelima,
reinvestira se u tu oblast.

tri godine nismo imali razvijen turizam, sve dok Vlada Srbije nije donela
posebne mere koje su duplirale turisticki prihod sa nepunih 600 mi-
liona dolara na pribliZio 1,4 milijardi dolara na godi$njem nivou, koliko
se o¢ekuje do kraja godine. Kao potpredsednik Nacionalnog saveta za
razvoj turizma mogu sa zadovoljstvom da kazem da ¢e se u 18 desti-
nacija koje su prepoznate u Strategiji razvoja kao turisticki potencijali,
u narednih 10 godina sukcesivno ulagati. Drago mi je da su i drugi biznis-
meni, kolege koje imaju fabrike, prepoznali turizam kao vrlo vaznu
privrednu granu koja pokrece sve industrije ili prakticno sve - od njive
do finalnog proizvoda i visestruko multiplikuje svaki zaradeni evro. Pre-
ma nekim formulama: 1 evro u izvozu, u turizmu vredi ¢ak 3,5 evra.
Pa je turizam vrlo pozeljna privredna grana i jedna od pet najznacajnijih
privrednih grana u svetu.

ULAGANJE U NOVE HOTELE, U STVARANJE SOPSTVENOG HOTELSKOG BRENDA
© Najavili ste nove hotele u Beogradu i u Vrnjackoj Banji. Da li ste
razmisljali o investiranju i van Srbije?

-Hotel Park u Vrnjackoj Banji je u najstrozem centru, na promenadi i
planirano je da ga zavr§imo u 2019. godine. On predstavlja kombinaciju
arhitekture 19. veka i moderne tehnologije. Ima veoma lepu fasadu koja
se uklapa u ambijent vrnjacke promenade, a iza fasade bice to
savremeno hotelsko zdanje. Kad to zavr$imo postoje planovi za dalje
investicije u Beogradu na nekoliko lokacija. Sto se ti¢e daljeg razvijanja,
kako bude rastao biznis, tako ce rasti i hotelski portfolio - rekao je na
kraju Miroljub Aleksi¢, dobitnik Ordena ,, Ambasador dobre usluge“1
reda — najveceg priznanja za investiciju godine u hotelskoj
industriji Srbije u 2018, jedan od retkih vizionara koji
svoje snove uspesno pretvara u stvarnost.

www.turistickisvet.com

cycle of return of funds is about 8 years, and in hotels from 10 to 20
years! When it comes to A Group, | have successful companies that
work well and earn a good profit annually. One part is first invested
in factories that have made money, and the surplus and hotel profit
are reinvested into this field.

Dealing with hotel industry in Serbia is not easy, primarily because
two or three years ago we did not have developed tourism, until the
Government of Serbia adopted special measures that doubled the
tourism income from a mere $ 600 million to $ 1,4 billion annually, as
expected by the end of the year. As the vice-president of the
National Tourism Development Council | am pleased to say that in
the 18 destinations identified in the Development Strategy as a
tourism potential, will be successive investments in the next 10
years. I'm glad that other businessmen, colleagues who own
factories, recognized tourism as a very important economic branch
that drives all industries or practically everything - from a field to a
final product, and multiplies each earned euro. According to some
formulas, 1 euro in exports is worth as much as 3.5 euros in tourism.
That is why tourism is a highly desirable business sector and one of
the five most important industries in the world.

INVESTING IN NEW HOTELS, CREATING YOUR OWN HOTEL BRAND

© You announced new hotels in Belgrade and Vrnjacka Banja. Have you
thought of investing outside of Serbia?

- Hotel Park in Vrnjacka Banja is located at the very centre, on the
promenade and we plan to finish it in 2019. It is a combination of
19th-century architecture and modern technology. It has a very
beautiful fagcade that fits into the ambience of the promenade, and
behind the facade it will be a modern hotel building. When we finish
it, there are plans for further investments in Belgrade in several
locations. As for the further development, as the business grows, the
hotel portfolio grows together with it — concluded Miroljub Aleksic,
the holder of the medal ,,Ambassador of Quality Service” of the | order
- the greatest award for the investment of the year in the hotel
industry of Serbia in 2018, one of the few visionaries who success-

fully transforms his dreams into reality. Text: D.K. -1

Photo: S. Zivkovic
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INTERVJU: ZivORAD VA

Zivorad Vasi¢ je na“Bostonskom univerzitetu
diplomirao Hotelski menadzment i Finansije, na
oba odseka sa statusom Magna Cum Laude.
Zvanje magistra nauka stekao je odbranom
magistarske teze iz oblasti ekonomskih i finansij-

skih indikatora u hotelijerstvu. Tokom karijere u
Srbiji, Vasi¢ je bio generalni direktor hotela
" Continental u Beogradu, upravljao'je komplet-
nim Deltinim portfoliom za hotelijerstvo i

poslovne jedinice, a od 2017. je najmladi regio-

nalni direktor InterContinental Hotels Grupe.

*u___' Kao uspeSan menadzer u hotelskoj industriji

osvojio je brojne ugledne nagrade, a na XV

' Forumu hotelijera odrzanom na Zlatiboru,

proglasen je jednoglasno za Lidera hotelske
.* : industrije, pod brendom Ambasadori dobre
% usluge. Bio je to dobar povod za razgovor s
' Zivoradom Vasi¢em, liderom koji postavlja, razvi-
ja'i dostojanstveno brani standarde svoje
ambasadorske profesije. Zeleli smo da otkrijemo

! tajnu njegoveg uspeha i prenesemo je, pre
\ .r svega, mladim ljudima. Evo Sta smo saznali.

THE 'EADER
THE HOTEL INDUSTRY

=

.,,ll

Zivorad Vasi¢ graduated from the Boston University in the departments of Hotel Management and Finance, and at both depart-
ments he gained the status of Magna Cum Laude. He obtained the title of Master of Science in the field of economy and financial
indicators in hospitality. During his career in Serbia, Vasi¢ was the GM at Hotel Continental in Belgrade, he was the manager of the
entire Delta Company’s portfolio for hotel and business units, and since 2017 he has been the youngest regional manager of the
InterContinental Hotels Group. As a successful manager in the hotel industry, he has won numerous prestigious awards, and at the
XV Forum of Hoteliers held on Zlatibor, he was declared unanimously for the Hotel Industry Leader, under the brand of
Ambassadors of Quality Service. It was a good reason to talk to Zivorad Vasi¢, a leader who sets, develops and defensively defends
the standards of his ambassadorial profession. We wanted to discover the secret of his success and to transfer it, first of all, to young
people. Here is what we have found out.
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INTERVIEW: ZIvorAD VAsI¢, IHG REGIONAL MANAGER

© O vasem obrazovanju, bogatoj karijeri i poslovnim uspesima - go-
tovo svakodnevno stizu vesti, ali Sta biste vi kao licnost na visokoj
funkiji (ili funkcijama) u Delta Holdingu, a od 2017. i u kompaniji
IHG, rekli: ko je, u stvari, Zivorad Vasi¢?

- Zivorad Vasi¢ je ¢ovek koji je pre 10 godina dosao iz Amerike,
nije poznavao nikoga i bio je smesten u jednu malu kancelariju
u bivéem Geneksu, sa jo§ dvoje saradnika. Sada 10 godina kasnije
Zivorad Vasié je - Zile, a ono na $ta sam najvise ponosan je to §to
u telefonu imam 7.243 kontakta! To kazuje da je Zile Vasi¢
prvenstveno ¢ovek, izuzetno bogat zbog svih ljudi koje poznaje,
koji su njegovi bliski prijatelji, saradnici, kolege, ljudi sa kojima se
druzi... Zaista sam ponosan i sre¢an $to poznajem toliko divnih
ljudi na ovom svetu.

o Sta vas pokrece? U cemu je vasa snaga?

- Pokre¢u me dobri Jjudi, pokreée me energija i Zelja da uvek bu-
dem i budemo bolji, mislim na svoj tim. Ja sam siguran da ne po-
stoji hotel koji ima toliko vrednih ljudi koji toliko mnogo znaju o
hotelijerstu, koji su se ozbiljno usavrsavali i mnogo u¢ili da bi dosli
dovde gde su sad. I mislim da je klju¢ naseg uspeha upravo u njima
- mojim saradnicima. Pokrece me fantasti¢na energija i Zelja da
provedem vreme sa svim tim ljudima, da od njih nau¢im nove
stvari, da im prenesem svoje znanje i da budem neko ko menja,
ako nista drugo, onda bar hotelijerstvo u Srbiji, a nadam se i mno-
go vise od toga.

UVEK MOZE BOLJE I VISE
® Kojom se zivotnom i poslovnom filozofijom rukovodite?

- Zivotna i poslovna filozofija su razlicite. Moja Zivotna filozofija
je da covek jedino kada je srecan moze da stvara najvise. Mene
pokrece bliskost sa mojom porodicom, prvenstveno mislim na do-
bar brak, na sina koga mnogo volim, na brata koji je uspesan u nekoj
drugoj sferi biznisa, na roditelje koji su nas podigli tako da bude-
mo dobri ljudii da cenimo i po$tujemo druge ljude. Moja Zivot-
na filozofija je da sve ove vrednosti treba negovati tokom celog
Zivota.

S druge strane, moja poslovna filozofija je da ne postoji granica,
da uvek moze bolje i vise, da ¢ovek nikada ne treba da bude zado-
voljan sa postignutim, jer ono $to ste postigli znaci da ste mogli,
a ono $to niste postigli je ono $to vas ¢ini gladnim da budete jo$
bolji.

o Sta su po vama najvaznije osobine lidera? Koja je vasa liderska
misija u hotelskoj industriji?

- Najvaznija osobina lidera je da ima dovoljno snage i energije da
donosi odluke koliko god u odredenom trenutku bile teske, da stane
izastiti svoj tim kada su poslovne situacije i okruzenje takve da je
potrebna podrska i, mozda ono najvaznije: da napravi tim koji moze
da odgovori svim izazovima, tim ljudi koji samostalno mogu da
donose odluke i da ne moraju za svaku stvar da pitaju svog lidera.

OBRAZOVANJE JESTE BITNO, ALI...
® Gde je mesto obrazovanja na vasoj lestvici vrednosti?

decembar 2018 / januar 2019
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o We hear the news of your education, rich career and business success
almost every day, but what would you say as someone in a high position
(or positions) at Delta Holding, and since 2017 at the IHG Company as
well: who is, in fact, Zivorad Vasic¢?

- Zivorad Vasi¢ is a man who came from the USA 10 years ago, who
didn’t know anyone and was placed in a small office in the former
Genex, with two other associates. Now, 10 years later Zivorad Vasi¢
is— Zile, and what | am most proud of is that | have 7.243 contacts in
my phone! This means that Zile Vasi¢ is primarily a good person,
extremely wealthy because of all the people he knows,who are his
close friends, associates, colleagues, people he hangs out with... I'm
really proud and happy that | know so many wonderful people in
this world.

o What drives you? What is your strength?

- What keeps me going are good people, energy and desire to be
always better, | myself and my team as well. I'm sure there is no other
hotel that has so many valuable people who know so much about
hospitality, who have seriously improved and learned a lot to get to
where they are now. And | think that the key to our success is
precisely in them - my associates. | am powered by fantastic energy
and the desire to spend time with all these people, to learn new
things from them, to share my knowledge and to be a person who
changes, if nothing else, then at least the hotel industry in Serbia and
much more, | hope.

YOU CAN ALWAYS DO BETTER AND MORE
o What are your life and business philosophies?

- My life and business philosophies differ one from the other. My life
philosophy is that somebody can create mostonly when they are
happy. | am powered by being close to my family, first of all, | mean
the good marriage, the son | love a lot, the brother who is successful
in the other sphere of business, to the parents who have raised us so
that we are good people who appreciate and respect other people.
My life philosophy is to keep nurturing all these values throughout
my whole life.

On the other hand, my business philosophy is that there is no limit,
that we can always be better and do more, that a person should
never be satisfied with what they have achieved, because what you
have achieved means that you were able to do that, and what you
have not achieved is what makes you hungry to be even better.

o What are the most important features of the leaders, in your opinion?
What is your leadership mission in the hotel industry?

- The most important feature of a leader is that they have enough
strength and energy to make difficult decisions at any moment, to
protect their team when business situations and the environment
are such that support is needed and, perhaps the most important: to
create a team that can answer all the challenges, a team of people
who can make decisions on their own and do not have to ask their
leader for every single thing.

EDUCATION IS IMPORTANT, BUT...
o Where does education belong on your scale of values?

- | think degree is very important and the example of that is
Germany, where it is no longer possible to get a job in a significant
position if you don't have a master degree.
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- Mislim da je diploma veoma vazna. A koliko je vazna govori primer
Nemacke, gde vise nije moguce da se zaposlite na nekoj znacajnijoj
poziciji ako nemate magistraturu.

Ali isto tako, kada po¢nete da radite, shvatite da sve ono $to ste
naucili na fakultetu, u praksi izgleda mnogo drugacije. S druge
strane postoji mnogo biznis programa, master biznis pro-
grama, ili mba programa kako ih zovu u Americi, na naj-
boljim svetskim $kolama gde mozZete najvise da naucite.
Na jednom mestu, na istom grupnom programu se
nalaze na primer, direktor hotela ili potpredsednik
Delta Holdinga, CEO Coca Cole, direktor
Microsofta za Aziju i biv$i ministar spoljnih
poslova Argentine. I kada sedite u takvom
okruzenju, to $to mozete da naudite je jed-
no, a broj kontakata koje mozete da
napravite za ceo Zivot je nesto sasvim
drugo. I kada to analizirate znate da
je neverovatan uspeh biti na
nekom takvom programu
prestiznih $kola kao $to je
Harvard, Kellogg i da ih ne
nabrajam. Ali za tako
nesto je potrebno nadi,
ne samo novac, veé,
pre svega, vreme,
jer je to dobrih

Jod3
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INTERVIEW: ZivoRAD VAsI¢, IHG REGIONAL MANAGER

godinu ili dve koje morate da posvetite ucenju. Ali je zato znanje
koje mozete da dobijete — neverovatno. Obrazovanje jeste bitno,
ali je mnogo vazno koja vrsta obrazovanja, gde i u kakvoj skoli.

e Ko su vasi uzori?

- Ima ih mnogo, ali su to, pre svega, moj otac Dragan, moj ujak
Zdravko koji je mnogo uloZio u $kolovanje mog brata i mene u
inostranstvu, i predsednik moje kompanije Miroslav Migkovi¢, sa
kojim imam privilegiju da provodim neverovatno mnogo vremena
i imam priliku da svakoga dana mnogo toga od njega nau¢im.

o U cemu vidite najvece izazove u svojoj karijeri?

- Ja ne mislim na izazove jer su izazovi dnevni. Mnogo puta
pomislim da ¢e dan biti fantasti¢an i opusten a onda se desi iza-
zov - i obrnuto. Voleo bih da svi razmisljaju kao ja, tj. da ne
razmisljaju o izazovima ve¢ da razmisljaju o tome $ta Zele da
postignu. Mozda to zvuci smesno ali ja svake godine napiSem na
papiru gde zelim da budem za tri godine, i kada produ tri godine
- pogledam taj papir i proverim koliko sam u svojim planovima
bio uspesan.

U stvari, 0 izazovima ne treba razmisljati. Oni se jednostavno po-
jave ili ne pojave. A svi oni koji stalno razmisljaju o izazovima, mno-
go gube. Zato jednostavno svakog dana treba ustati pozitivan i reci:
ja ¢u izazov resiti ako se pojavi.

Takode, ono $to sam naucio je sledece: ranije sam se mnogo nervi-
rao ako neke izazove ne mogu da resim na nacin kako sam zamislio.
Sada to ¢inim sve manje, jer energiju viSe ne tro$im na nerviranje,
ve¢ upregnem glavu i mozak i na taj na¢in resim sve veci broj iza-
zova. Pravilno usmeravanje energije je uvek dobro.

REZULTATI KOJIMA SE PONOSIM
o Iz vaseg ugla: sta je obeleZilo 2018. godinu? Na Sta ste bas pono-
sni a $ta biste da promenite?

- Voleo bih da mogu da promenim sve ono $to nisam dobro ura-
dio i gde sam napravio greske. A siguran sam da svako od nas pravi
greske, samo je pitanje da li to hoce da prizna ili ne. Ono na $ta
sam izrazito ponosan je da je Crowne Plaza ostvarila ubedljivo naj-
bolji rezultat u 2018. godini, da smo u prvoj godini
InterContinentala u Ljubljani imali vece zauzece i duplo ve¢u cenu
u odnosu na sve druge hotele u Ljubljani. I to je nesto fantasti¢no.
Da smo poslovanje Holiday Inn-a i Belexpocentra toliko popra-
vili od kada ga je Delta kupila. Belexpocentar je u ovoj godini bio
iznajmljen 147 dana, a kada smo ga preuzeli, imao je bukiranih
25 dogadaja u godini!

o Sta ocekujete u poslovnoj 2019: koji Ce projekti biti privedeni kraju,
a u koje Cete, ako nije tajna, tek uci?

- Zavrsicemo hotel Indigo i otvori¢emo ga. Iskreno Zelim da verujem
da ¢emo potpisati privatno — javno partnerstvo sa gradom
Beogradom i da ¢emo poceti sa renoviranjem Centra Sava i da ¢emo
poceti gradnju InterContinentala Beograd.

POTREBNO JE DA BUDEMO SLOZNI

o Kakva je vasa procena buducnosti hotelske industrije u Srbiji? Sta
nam nedostaje, gde gresimo, na cemu treba da se radi, a sta je to zbog
Cega, za razliku od drugih, treba ipak da budemo zadovoljni?
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However, when you start to work, you realize that everything you
have learned at college, in practice, looks much different.There are
many business programs, master business programs, or MBA
programs as they are called in America, at the best world schools
where you can learn most. In one place, in the same program group
there is, for example, a hotel manager or vice president of Delta
Holding, CEO at Coca Cola, manager at Microsoft for Asia and former
minister of foreign affairs of Argentina. And when you sit in such an
environment, what you can learn is one thing, and the number of
contacts that you can make for your whole life is something com-
pletely different. And when you analyze it, you know that it's an
incredible success to be on such a program of prestigious schools
like Harvard, Kellogg and others. But for such a thing it is necessary
to find not only money, but, above all, time, because you must
devote time to learning for at least a year or two. But the knowledge
you can get is-incredible. Education is important, but much more
important is the type of education,where and in what kind of school.

o Who are your role models?

- There are many of them, but they are, above all, my father Dragan,
my uncle Zdravko, who invested a lot in the education of my brother
and mine abroad, and my company president Miroslav Miskovic,
with whom | have the privilege to spend incredibly long time and
have the opportunity to learn from him a lot on a daily basis.

o Where do you see the biggest challenges in your career?

-1do not think of challenges because the challenges are daily. Many
times | think that the day will be fantastic and relaxed, and then the
challenge happens - and vice versa. | would like everyone to think
like me, i.e. not to think about challenges, but to think about what
they want to achieve. Maybe it sounds ridiculous, but every year |
write on paper where | want to be in three years, and when those
three years pass-I look at that paper and check how successful | was
in my plans.

In fact, the challenges should not be considered. They simply appear
or do not appear. And all those who constantly think about the
challenges lose a lot. That's why one should simply get out of bed
being positive and say: | will solve a challenge if it occurs.

Also, what | learned is the following: | used to get very annoyed if |
could not solve some of the challenges the way | imagined. Now | do
that less, because | no longer spend energy on being nervous, but |
try hard to think and solve in that way an increasing number of
challenges. Proper directing of energy is always good.

REsuLTs I'm PROUD OF
® From your point of view: what marked 2018? What are you proud of
and what would you like to change?

- I wish | could change everything that | didn’t do well and where |
made mistakes. And I'm sure that each person makes mistakes,it's a
matter of whether one wants to admit it or not. What | am
particularly proud of is that Crowne Plaza has achieved by far the
best results in 2018, that in the first year InterContinental in Ljubljana
had more guests and double the price compared to all other hotels
in Ljubljana. And that's fantastic. We have improved the operation of
Holiday Inn and Belexpocentar since Delta bought them.
Belexpocentar has been rented for 147 days, and before we bought
it, it had only 25 booked events in a year!
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INTERVJU: ZIvoRAD VASI¢, IHG REGIONALNI MENADZER

- Mislim da hotelska industrija u Srbiji ima budu¢nost u nekim segmentima, a u
nekima ne. Tamo gde ne postoji infrastruktura, tesko je razvijati hotelski biznis.
Ono sto Beograd prvo treba da uradi, jer ima dovoljno hotela, je da se nade nacin
da se izjednac¢imo sa cenama sa zemljama u regionu. Ljubljana i Zagreb,
Bukurest, Sofija, Be¢ i Prag imaju mnogo jace cene od Beograda, a mi to moze-
mo i treba da promenimo. Mislim da ¢e u Srbiju dolaziti sve vise turista, da ¢e
Beograd postati neverovatno zanimljiva destinacija. U Beogradu se desava
mnogo lepih i znacajnih stvari, otvaraju se muzeji, kulturni i zabavni Zivot je
fantastican, tu je Air Serbia koja je otvorila niz direktnih letova. Danas gosti ne mora-
ju da dolaze dan ranije a odlaze dan kasnije. Kada zavr§imo kongresni centar, sa
svim internacionalnim lancima i hotelskim brendovima, mo¢i ¢emo da kazemo
da je Beograd metropola koja pruza mnogo vise od bilo kog grada u jugoistocnoj
Evropi. Zato je sada potrebno da svi hoteljjeri i ljudi u turizmu budu slozni u tome
da Beograd ima nivo cena koje su u regionu. Mislim da nam nedostaje vie saradnje
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e What do you expect in business 2019: which
projects will be brought to an end, and which willbe
started, if it's not a secret?

- We're going to finish and open Indigo Hotel. |
sincerely want to believe that we will sign a private
- public partnership with the city of Belgrade and
that we will start renovating the Sava Center and
that we will start building InterContinental
Belgrade.

WE NEED TO BEUNITED

o What is your assessment of the future of the hotel
industry in Serbia? What do we miss, where do we
make mistakes,what should be done, and why should
we be satisfied for, unlike others?

- I think that the hotel industry in Serbia has a good
future in some segments, and in some it doesn't.
Where there is no infrastructure, it's difficult to
develop a hotel business. What Belgrade needs to
dofirstis to find a way to equalize prices with coun-
tries in the region. Ljubljana, Zagreb, Bucharest,
Sofia, Vienna and Prague have much higher prices
than Belgrade, and we can and should change that.
I think there will be more tourists in Serbia, and that
Belgrade will become an incredibly interesting des-
tination. There are many beautiful and important
things happening in Belgrade, the museums are
being opened, cultural and entertaining life is fan-
tastic, and there is Air Serbia which has opened
several direct lines. Today, guests do not have to
come the day before and leave the day later. When
we finish the congress center, with all international
chains and hotel brands, we can say that Belgrade
is a metropolis that provides much more than any
other city in Southeast Europe. That is why it is now
necessary for all hoteliers and people in tourism to
be consistent so that Belgrade has the level of
prices that are in the region. | think that we miss
more cooperation and that is where we make most
mistakes. A serious and modern congress center
will bring us together and make all hotels and
hoteliers work together. | can proudly say that |
have a very good relationship with all my
colleagues — hotel managers in Belgrade. Although
this is a digression, | want to say that Belgrade still
lacks more women at hotel management positions,
such as, let's say, Slavica Bogosavljevic. It is
necessary to change the percentage of women's
participation in top management who are now 90
percent men and 10 percent women in favor of
women, because they have that special sensibility,
very important in the hotel industry.

o What would you say, first of all, to young people on
the eve of the New Year?

- To all young people and to all other people, |
would first like to wish them a break from the stress
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ida tu najvise gresimo. Ozbiljan i moderan kongresni centar ¢e nas okupiti i u¢initi
da svi hoteli i hotelijeri rade zajedno. S ponosom mogu da kazem da sa svim svo-
jim kolegama - direktorima hotela u Beogradu, imam veoma dobar odnos. Mada
je ovo digresija, ali Zelim da kazem da Beogradu nedostaje jo$ direktorki hotela,
kao $to je, recimo, Slavica Bogosavljevi¢. Neophodno je da izmenimo procenat uceséa
zena u top menadzmentu koji sada 90 posto muskaraca i 10 posto zena, u korist
zena. Jer, one imaju onaj posebni senzibilitet, veoma vazan u hotelijerstvu.

o Sta biste porucili, pre svega, mladim ljudima uoci Nove godine?

- Svim mladim a i svim drugim ljudima bih prvo poZeleo da se za Novu godinu i
Bozi¢ odmore od stresa i problema koje svi imamo, ali svako misli da je njegov
problem najvec¢i. Da pokusaju da praznike provedu sa najblizima, zato $to je to jedina
prava stvar, jer praznici oznacavaju nesto $to je sveto, vreme kada treba da se $iri
dobra energija i ljubav; i da se to slobodno vreme iskoristi sa ljudima koji vam znace
u Zivotu. A onda kada produ praznici, da od tog dana sve ono $to rade, rade najbolje
$to mogu, da se trude da nikada ne gube vreme, ve¢ da daju 110 posto sebe, jer e
to uvek dati rezultate.

o [ na kraju: da li je liderstvo teret ili blagoslov?

- Mislim da je liderstvo blagoslov a ne teret. Naravno, neophodno je da svako zna
svoje mesto, odnosno da li moze da bude lider ili ne. Najgore je kada se ljudi koji
nemaju predispozicije da budu lideri, trude da to budu. Za te ljude je liderstvo teret.
Na svu srecu, za ve¢inu ljudi koji su u Srbiji dobri lideri, liderstvo je blagoslov. Zeleo
bih da bude $to vise lidera koji na isti na¢in razmisljaju.
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and problems for the New Year have and Christmas
holidays, although everyone thinks their problem is
the biggest one. | wish them to spend the holidays
with their loved ones, because this is the only real
thing, because the holidays mark something that is
sacred, the time when good energy and love should
be spread, and use that free time with people who
are meaningful to them. And then when the holi-
days are finished, from that day all they should do
their best, try not to waste their time, but give 110
percent of themselves, because it will always give
results.

o Andfinally: is leadership a burden or a blessing?

- | think leadership is a blessing, not a burden. Of
course, it is necessary that everyone knows their
place, or whether they can be a leader or not. The
worst thing is when people who don't have a
predisposition to be leaders tend to be one.
Leadership is a burden to these people. Luckily, for
most people who are good leaders in Serbia,
leadership is a blessing. | would like if there were as
many leaders as possible who think in the same way
as |l do.
Author:
Ljiljana Rebronja
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MILENA MILENKOVIC, DIREKTOR HOTELA ,,JUNIOR”, KOPAONIK:

TEZI PUT JE - BOUI
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FARDER WAY IS — A BETTER WAY

The newly-established award “Young Hotel Manager” under the brand “Ambassadors of Quality Service” was awarded for
the first time at the XV Forum of Hoteliers on Zlatibor to — Milena Milenkovi¢, director at Hotel Junior, Kopaonik. In addition
to a series of good news in Serbian tourism, the most serious problem is definitely staff, and especially qualified
management, agreed all participants of the Forum. That’s why all of them greeted with the applause the youngest
“Ambassador of Quality Service’, who inspires the hope that the hotel industry has a safe and beautiful future.
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MILENA MILENKOVIC, DIRECTOR AT HOTEL JUNIOR, KOPAONIK

~ estitamo i radoznali da saznamo $to vise — pitamo: Je li bilo tesko
‘ izboriti se za ovakvu titulu u konkurenciji najboljih u Srbiji,
obzirom da je “Junior” poprili¢an zalogaj i za mnogo iskusnije?
- Moja borba traje od prvog dana u hotelu ,,Junior”. § jedne strane je to
bila borba za uspeh, ali i izazov kako da doprinesem uspehu. Ono $to
sam naucila i ucinila radom u ,,Junioru” za Sest godina, koliko sam deo
tima, u nekoj drugoj firmi, koja je od pocetka bila na stabilnim nogama,
bez problema i zaostavstine koju je imao hotel ,,Junior’, trebalo bi mi
10 godina. Kako god nekome izgledalo sa strane, ponekad je tezi put
— veliki plus, jer se mnogo viSe nauci, a mlad ¢ovek se osposobi da misli,
donosi odluke, daje resenja. ... i tako se razvija. Bila je to, bez obzira na
teSkoce, odli¢na prilika. Mislim da bolje prilike za brz uspon i ,,dril” nije
bilo u Srbiji u tom trenutku.
® Kako sad ocenjujete rad vaseg hotela?

-To je sada ve¢ druga prica, jer sad ve¢ mozemo da pri¢amo o radu u
normalnoj sredini i okruzenju na zdravim nogama. Veoma sam
ponosna $to sam sa mojim timom uspela da napravim tu promenu, taj
rast, da stanemo na stabilne noge i radimo onako kako treba. To
predstavlja ogroman skok nabolje.

o Opredelili ste se odavno za sportski turizam. Okrecete li se polako i drugim
cilinim grupama?

- Sportisti su odavno nasa glavna ciljna grupa, jer nam je cilj da budemo
sportski hotel broj jedan u Srbiji. Ja iskreno verujem da smo blizu cilja
ida ¢emo narednih godina postiéi sve §to zelimo. Ono $to nam je mnogo
vazno je da postanemo promoteri zdravog Zivota. Upravo smo tu napravili
odli¢an spoj kombinacijom sporta, zdrave hrane, netaknute prirode, ¢istog
vazduha, zdravog okruZenja... Veliki akcenat smo stavili i na porodice,
kao stub drustva, i na decu, tako da su nase ciljne grupe, pre svega sportisti,
ali i porodice i deca.

e Kako je saradivati sa grckim viasnicima? Jesu li otvoreni za novine?

- Veoma. Pritom, iskreno mislim da bi 99% drugih vlasnika odustalo
od ovog hotela u nekom trenutku, jer je ovo poprili¢na investicija i dugo
vremena je trebalo da se stane na zdrave noge. Ali, upornost definitivno
pobeduje.

o Sta za vas licno znaci Forum hotelijera - edukaciju, iskustvo..?

- Nisam prvi put na Forumu, ali moram da istaknem zahvalnost gospodi

Rebronji, $to nas 15 godina uporno okuplja i trudi se da rade¢i na

obrazovanju i informisanju hotelijera daje ogroman doprinos razvoju

hoteljjerstva i naem napretku. Osim $to je ovo prilika za druzenje i za

blizu interakeiju sa kolegama, prilika je i za ucenje. Mislim da se najbolje
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congratulate her, curious to find out more — we ask: Was it

Ward to win this title in the competition of the best in Serbia,

since Junior is a big task even for the much more
experienced?

- My struggle has been lasting from the first day at Hotel Junior. On
the one hand, it has been a struggle for success, but also a challenge
to contribute to success. The amount of things | have learned and
accomplished working at the Junior in six years, would take me at
least 10 years in some other company, stable from the beginning,
with no problems and heritage the Hotel Junior had. Whatever it may
seem, sometimes harder way is - a big plus, because you learn more,
and a young person learns to think, make decisions, give solutions. ..
and so they evolve. It was, regardless of difficulty, a great opportunity.
I think that there was no better opportunity for a quick growth and
,drill”in Serbia at that time.

® How do you assess the work of your hotel now?

- This is now another story, because now we can talk about work in
the normal and healthy environment. | am very proud that |
managed to make that change, this growth, to stand on stable feet
and do the right thing together with my team. This represents a huge
leap for the better.

e You have opted for sports tourism long time ago. Do you turn slowly
to other target groups?

- Athletes have long been our main target group, because our goal is
to be the number one sports hotel in Serbia. | honestly believe that
we are close to the goal and that in the coming years we will achieve
everything we want. What matters to us is to become promoters of a
healthy life. We have just made an excellent combination here with a
combination of sports, healthy food, preserved nature, clean air,
healthy environment... We put great emphasis on families as a pillar
of society and children, so our target group is primarily athletes, but
also families and children.

e How does it look like to cooperate with the Greek owners? Are they
opened for trends?

- Very much. | honestly think that 99% of the other owners would
give up this hotel at some point, because this is a considerable
investment and it took a long time to put it back on its feet. But
persistence definitely wins.

o What does Forum of Hoteliers mean to you personally - education,
experience..?

-This is not my first time at the Forum, | must express my gratitude to
Ms. Rebronja, who has been gathering us for 15 years and trying to
make a huge contribution to the development of hotel industry and
our progress by working on the education of hoteliers. Except for this
opportunity to socialize and for closer interaction with colleagues, it
_ isalso an opportunity for learning. | think that | learn best through the
exchange of information and experience and | am really pleased to
be the participant in the Forum and the winner of this valuable and
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CELEBRATESITS SUCCESSESN 2018..

z povratak Beograda na mapu evropskih must see prestonica,
Usvaka godina donosi nov broj posetilaca, kao i povratak
zaljubljenika u nasu kulturu, hranu i gostoprimljivost. SAINT TEN
rado docekuje i stare i nove goste, i trudi se da svojim $armom
Vracarskog dase prikaze Beograd u pravom svetlu — kao grad bo-
gat istorijom, toplinom i jedinstvenim ukusima.

To je sigurno razlog zbog kojeg se i novinarka britanskog The
Telegraph-a svakog leta vra¢a u Beograd. S ponosom isticemo da
je ve¢ drugu godinu zaredom SAINT TEN najbolje rangiran pre-
ma utiscima ovog prestiznog lista, koji isti¢e da hotel odise stilom
i karakterom, uz notu intimnosti.

U novembru, Hotelu SAINT TEN dodeljeno je prestizno priznanje
World Luxury Hotel Awards kao najboljem luksuznom butik hotelu
u regionu! Uz ovo priznanje, SAINT TEN nastavlja da odise ele-
gancijom i komforom u rasko$nom ambijentu, oslikavajuci
luksuz starog Vracara.

A onda, krunsko priznanje u hotelskoj industriji Srbije: u SAINT
TEN stize priznanje Hotel godine pod brendom Ambasadori do-
bre usluge, ekskluzivno priznanje luksuznog ¢asopisa za savremeno
hotelijerstvo i turizam - Turisticki Svet! Svojom autenti¢no$cu,
neposrednoscu i iskrenom zeljom da udovolji svojim gostima,
Vralarski dasa nastavlja da $armira i najzahtevnije posetioce.

Punog srca, nakon uspesne 2018. godine, SAINT TEN obecava
nastavak pruzanja vrhunske usluge u spoju modernog prostora i
tradicije.
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ith the return of Belgrade on the map of European must see
Wcapitals, every year brings a new number of visitors, as well
as the return of lovers of our culture, food and hospitality. SAINT
TEN is happy to welcome the old and new guests, and it tries with
its charm of the“Vracar’s handsome”to show Belgrade in the right
light of a city rich in history, warmth and unique tastes.

This is certainly the reason why a British journalist of The
Telegraph returns to Belgrade every year. We are proud to say
that for the second year in a row SAINT TEN was ranked best
by the impressions of this prestigious magazine, which points
out that the hotel exudes style and character, with a tone of
intimacy.

In November, the SAINT TEN Hotel was awarded with the
prestigious World Luxury Hotel Award as the best luxury
boutique hotel in the region! With this recognition, SAINT TEN
continues to enchant elegance and comfort in a luxurious
ambience, reflecting the luxury of the old Vracar.

And then, the crown recognition in the hotel industry of Serbia:
SAINT TEN wins the Hotel of the Year award under the brand of the
Ambassadors of Quality Service, an exclusive recognition given by
the magazine for modern hotel and tourism industry — Turisticki
Svet! With its authenticity, straightforwardness and sincere desire
to please its guests, “Vracar’s handsome” continues to charm even
the most demanding visitors.

After the successful 2018, with a full heart, SAINT TEN promises
the continuation of delivering top-class service in a blend of
modern space and tradition.



SAINT TEN HOTEL, BEOGRAD www.turistickisvet.com

“VRACARSKI
DASA

U NAJBOLJIM

GODINAMA

Kada je pre gotovo dve godine Saint Ten Hotel otvo-
rio svoja vrata, bio je to praznik za hotelsku industriju.
Na osoben, potpuno autenti¢an nacin spojio je ele-
ganciju, istoriju, tradiciju i — moderno, donosedi nesto
novo i drugacije na beogradsku hotelsku scenu, na
kojoj se pozicionirao kao gradski butik hotel ¢iji gosti
zahtevaju najvisi nivo usluge. A kada je svetska hotel-
ska scena u pitanju, od ove godine, Saint Ten Hotel je
ponosni ¢lan grupacije Small Luxury Hotels of the
World. Zato je zanimljivo saznati kako rezultate jedne
uspesne poslovne godine rezimira Vladimir
Marinkovi¢, generalni menadzer Saint Ten Hotela.

SAINT TEN HOTEL, BELGRADE
“VRACAR'S
HANDSOME IN
THE PRIME OF LIFE

When Saint Ten Hotel opened its doors almost two years ago, it was a feast for the hotel industry. In a unique, completely
authentic way it combined elegance, history, tradition and - modern, bringing something new and different to the
Belgrade hotel scene, where it positioned itself as a city boutique hotel whose guests demand the highest level of service.
And when the world hotel scene is in question, starting from this year, Saint Ten Hotel is a proud member of the Small
Luxury Hotels of the World. It is therefore interesting to find out how the results of a successful business year are summarized
by Vladimir Marinkovi¢, GM at Saint Ten Hotel.
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- Vizija vlasnika Saint Ten Hotela je da hotel bude prepoznatljiv; jedin-
stven i konkurentan hotel visoke kategorije, namenjen gostima koji
zele najvisi nivo usluge. Mi tu viziju dosledno pratimo i sa zadovoljstvom
uzivamo u svim rezultatima i uspesima na tom putu. Materijali, ente-
rijer ali i eksterijer, definisani su da zadovolje ukuse i najizbirljivijih
gostiju. Saint Ten je u Beogradu i pozicioniran kao gradski butik hotel
¢iji visoko platezni gosti zahtevaju najvisi nivo usluge. Kada je svet-
ska scena u pitanju, Saint Ten Hotel je od 1. juna 2018. godine postao
ponosni ¢lan grupacije Small Luxury Hotels of the World. SLH gru-
pacija ima u svom sastavu viSe od 500 luksuznih hotela u vise od 80
zemalja sveta. Sa svojim sloganom: ,, We don't believe bigger is better,
we think small hotels offer a unique personal touch that leaves a last-
ing impression, ova grupacija Salje jasnu poruku svim svojim
¢lanovima i potencijalnim gostima $irom sveta i upravo tu se Saint
Ten Hotel perfektno uklopio. Ono $to je takode vazno je da kroz SLH
grupaciju, ¢iji marketing deluje na internacionalnom nivou, Saint Ten
Hotel ne vrsi samo promociju sebe kao brenda ka inostranim kor-
porativnim klijentima i turistima, ve¢ promovise i Beograd kao
destinaciju.

o Sta vas hotel zaista Cini unikatnim, drugadijim od ostalih? Sta gosti
najvise vole u vasem hotelu? Na cemu insistirate kada je u pitanju usluga,
kao i koja je generalno vasa poslovna filozofija i menadzerski stil koji
primenjujete u hotelu Saint Ten?

- Pozitivna energija koja se ose¢a od momenta ulaska u hotel je
definitivno nesto $to je nas veliki adut, odli¢na personalizovana usluga,
kao i vrhunski dizajn enterijera jesu nesto $to nas ¢ini drugacijim. Ipak,
najvise pohvala od gostiju dobija upravo - tim. To je tim ljudi koji svako-
dnevno ulaze dosta energije, emocija i stru¢nosti u obavljanju
svakodnevnih zadataka, da bi se svaki gost ose¢ao posebno. O tome
najbolje govori nasa svakodnevna motivacija: “Enter as a guest, feel
like a saint, leave as a friend”.
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- The vision of the owner of Saint Ten Hotel is for the hotel to be a
recognizable, unique and competitive hotel of high category,
intended for guests who want the highest level of service. We follow
this vision consistently and enjoy with pleasure all the results and
successes on this path. The materials, interior and exterior, are defined
to satisfy the tastes of the most ambitious guests. Saint Ten is located
in Belgrade and positioned as a city boutique hotel whose high-pay-
ing guests require the highest level of service. When it comes to the
global scene, Saint Ten Hotel has been a proud member of the Small
Luxury Hotels of the World since June 1, 2018. The group has more
than 500 luxury hotels in more than 80 countries around the world.
With its slogan: ,We don't believe bigger is better, we think small hotels
offer a unique personal touch that leaves a lasting impression”, this group
sends a clear message to all its members and potential guests around
the world and that's exactly where Saint Ten Hotel perfectly fits. What
is also important is that through the SLH Group, whose marketing
operates internationally, Saint Ten Hotel does not only promote itself
as a brand to foreign corporate clients and tourists, but also promotes
Belgrade as a destination.

o What makes your hotel really unique, different from the rest? What do
your guests prefer at your hotel? What do you insist on when it comes to
services, and what is generally your business philosophy and managerial
style in the Saint Ten?

-The positive energy that is felt from the moment you enter the hotel
is definitely something that is our great asset, a great personalized
service, and the superior interior design as well are the things that
make us different. However, the team gets the highest remarks from
guests. It's a team of people who invest a lot of energy, emotions and
expertise every day to perform everyday tasks, so that every guest
feels special. This is best explained by our everyday motivation: “Enter
as a guest, feel like a saint, leave as a friend".

When it comes to my personal style of work, 'm a fan of the
“Leadership by example” approach. A positive attitude clearly defined

-i-q":

> | e




Kada je u pitanju moj li¢ni stil rada, pristalica sam pristu-
pa “Leadership by example”. Pozitivan stav, jasno odredeni
i postavljeni ambiciozni ciljevi i svakodnevna motivacija kom-
pletnog tima je nesto $to je neophodno za postizanje veli-
kih uspeha i sjajnih rezultata, ba$ kao i u sportu.

o Vasi poslovni rezultati su ozbiljni, kao i broj priznanja u ovoj
godini, a ocene gostiju izuzetno visoke, zbog cega vas prati epitet
exceptional! Sta je to $to jedan takav hotel jos moze da uradi
na unapredenju i u kom sektoru za to ima najvise prostora?
Kakvi su vasi planovi za narednu godinu? Razmislja li se o
novoj investiciji, novom hotelu?

- Ova godina je za nas bila izuzetna kada su u pitanju nagrade
i priznanja: pocev od britanskog The Telegraph-a, World
Luxury Hotel nagrade do Platinastog priznanja za
unapredenje kvaliteta turisticke ponude grada Beograda od
Univerziteta Singidunum i proglasenja za Hotel godine pod
brendom Ambasadori dobre usluge, priznanja koje dodeljuje
redakcija Turistickog Sveta.

Kako je ova godina bila izuzetno uspesna za Saint Ten Hotel,
sledece godine bicemo jo§ kreativniji i snazniji da bismo
opravdali poverenje kljjenata i nagrade i priznanja koja smo
dobili.

Uz o¢uvanje nase vizije, Saint Ten svakako prati moderne
trendove i nastavice sa uvodenjem inovacija koje ¢e nasim
gostima omoguciti ugodan i prijatan boravak. Planiramo
posete odredenim sajmovima koje organizuje grupacija Small
Luxury Hotels of the World za specifi¢no targetirane tour
operater-e i travel agente ¢ija su specijalnost visokoplatezna
Klijentela, a to znaci da ¢emo ozbiljno raditi na promociji Saint
Ten Hotela ali i promociji Beograda kao destinacije.

The slogan of the Small Luxury Hotels of the World:

we think small hotels offer a unique personal

and set ambitious goals and everyday motivation of the entire team is something
that is necessary for achieving great success and great results, just like in sports.

e Your business results are serious, as well as the number of this year’s awards, and
guest ratings are also extremely high, which is why you have the “exceptional”
epithet! What else can such a hotel do to develop further and in which sector is that
mostly possible? What are your plans for the next year? Are you thinking of a new
investment, a new hotel?

- This year was exceptional for us when it comes to awards and recognitions:
starting from British The Telegraph, the World Luxury Hotel Award to the
Platinum award for improving the quality of the city's tourist offer given by the
Singidunum University and the Hotel of the Year Award under the brand of
Ambassadors of Quality Service, given by the editorial board of the magazine
Turisticki Svet.

As this year has been extremely successful for Saint Ten Hotel, next year we will
be even more creative and stronger to justify the trust of our clients and the
awards and recognitions we have received.

With the preservation of our vision, Saint Ten certainly follows modern trends and
will continue with the introduction of innovations that will enable our guests to
enjoy comfortable and pleasant stay. We are planning to visit certain fairs
organized by the Small Luxury Hotels of the World group for specifically targeted
tour operators and travel agents whose specialty is high-quality clientele, and
that means we will seriously work on the promotion of Saint Ten Hotel as well as
promotion of Belgrade as a destination.

~We don't believe bigger is better,

touch that leaves a lasting impression’.

Author: Ljiljana Rebronja




INTERVJU: OsTtoJA MUAILOVIC, CELNI COVEK BRITIS MOTORSA ZA SRBIJU | CRNU GORU

IGRAC” NA PREMIJUM SCENI

T
Kada su stigli na trziste Srbije i Crne Gore kao za-
stupnicikultnih auto-brendova sveta, poznavaoci su*

f

se pitali otkud novi impeFteriritanskih automobi
== na trziStu tradicionalno orijentisanom ka nema
proizvodacima. Ali nova filozofija, novi plan, ideje |
pre svega ljudi, ucinili su ¢udo. Tako je za samo nedtor
t vise od dve| godine, ovaj generalni zastupnik i
importer cuvenih marki automobila uspeo da
__ poveca prodaju Cak Cetiri puta, 5to dokazuje da na
L vim prostorima ljudi vrlo dobro znaju sta su sjajni
;Jtomobili L}pravo ta cinjenica bila je dobar povod
= G .za razgovor sa Ostojom Mijailovicem, celnim
E"; I¢ovekom  Briti$- Motorsa, o probijanju na trziste
'~ J reglonaﬁbuanju nekih tabua koji vladaju medu
poznavaocima prilika u auto- industriji. ™ |

x\“'

NEW “PLAYER” ON THE _
PREMIUM SCENE

When they arrived on the market of Serbia and Montenegro as representatives of well-known global car brands, the connoisseurs
wondered why new importer of British cars appeared on the market traditionally oriented towards German manufacturers. But the
new philosophy, new plan, ideas, and above all people, have done a miracle. Thus, in just over two years, this official representative
and importer of famous car brands managed to increase sales by four times, which proves that in this region people know very well
what great cars are. This very fact was a good reason to talk to Ostoja Mijailovi¢, head of British*Motors, about penetrating the
regional market and breaking some taboos among connoisseurs of the situation in the auto industry:
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INTERVIEW: OsToJA MUAILOVIE, HEAD OF
BRITISH MOTOR FOR SERBIA AND MONTENEGRO

o Veliki je uspeh dovesti jednu kultnu kompaniju auto sveta u Srbiju.
Kako vam je to uspelo? Kako ste se uopste odlucili da dovedete ,,jaguar
i ,lend rover® (Land Rover - eng.) na trziste, tradicionalno
orijentisano ka nemackim proizvodacima premijum klase ?

- ,Jaguar“i,lend rover” (Land Rover) su svetski poznati brendovi
sa dugom tradicijom, visokim kvalitetom, sjajnim dizajnom i
vizijom buduénosti. Posto postoji prodajni potencijal, sa dobrim
biznis planom i pripremom, nije bilo prepreka u uspostavljanju
ugovora za nase trziste. lako tradicionalno naginjemo nemackim
proizvodacima, brendovi ,,jagur i ,, lend rover”(Land Rover) pokaza-
li su u poslednjoj deceniji progresivan napredak u dizajnu, koji je
vise nego konkurentan u Evropi alii u svetu. U velikoj konkuren-
ciji pokazali su ogroman potencijal, posebno u segmentima koji
najbrze rastu, a to su segmenti SUV i krosover vozila. Posebno sam
ponosan $to zastupamo brendove sa takvom snagom i tradicijom,
brendove koje biraju klijenti sa istan¢anim ukusom i stavom —
istakao je Mijailovi¢.

® Nije li trziste Srbije relativno malo za jedan takav mega brend u
auto industriji ili na nas gledaju kao na centar citavog regiona?

—TrziSte za premium i luksuzne marke uvek je manje, kao i pro-
dajne brojke, ali su planovi srazmerni. U nasoj zemlji postoji in-
teresovanje za oba brenda, a uz pravi nastup na trzistu, pravu pro-
mociju i vrhunsku uslugu u post-prodaji i brigu za klijente - trzisni
potencijal se ispunjava. Mi smo deo $ireg regiona na teritoriji juznog
Balkana i kao kompanija koja je sve postavljene zahteve ispunila,
vodeci smo u regionu, kako po prodaji, tako i po postignutim rezul-
tatima u svim segmentima poslovanja. Nasa firma je prisutna u
Crnoj Gori, gde takode zastupamo brendove ,jaguar” i ,,lend rover”
(Land Rover) na vrhunski nacin.

www.turistickisvet.com

e [t is a great success to bring a well-known global car company in
Serbia. How did you do it? How did you even decide to bring the Jaguar
and Land Rover to the market, traditionally oriented toward German
premium class manufacturers?

- Jaguar and Land Rover are world-renowned brands with long
tradition, high quality, great design and vision of the future. Since
there is a sales potential, with a good business plan and preparation,
there were no obstacles in establishing a contract for our market.
Although we traditionally tend towards the German manufacturers,
the brands Jaguar and Land Rover have demonstrated progressive
design progress in the last decade, which is more than competitive
in Europe and the rest of the world. In great competition, they have
shown tremendous potential, especially in the fastest growing
segments, and these are SUVs and crossovers. | am particularly
proud to represent brands with such a strength and tradition, brands
chosen by clients with fine taste and attitude — said Mijailovic.

o [sn't Serbia's market relatively small for such a mega brand in the auto
industry or they perceive us as the centre of the whole region?

—The market of premium and luxury brands is always smaller, as well
as sales figures, but the plans are proportionate. In our country there
is an interest in both brands, and with real market presence, real
promotion and top service in post-sale and customer care - market
potential is being fulfilled. We are part of a wider region in the
territory of the Southern Balkans and as a company that fulfilled all
the requirements; we are leaders in the region, both in sales and
achieved results in all business segments. Our company is also
present in Montenegro, where we also represent the brands Jaguar
and Land Rover in a superior manner.

e It is known that Evoque, the car of the year in Europe and the world,
when it appeared was a favourite of the female audience. Which models
are the most popular in Serbia?

e

ELJF!I.'EI w/ MNLAR
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INTERVJU: OsTtoJA MUAILOVIC, CELNI COVEK BRITIS MOTORSA ZA SRBIJU | CRNU GORU

® Poznato je da je ,evok” (Evoque-eng.) auto godine u Evropi i svetu,
svojevremeno kada se pojavio, bio ljubimac Zenske publike. Koji su modeli
najpopularniji u Srbiji?

-Samo u ovoj godini model ,, jaguar ef pejs” (Jaguar F Pace-eng.) osvojio
je nagradu kao svetski automobil godine, ,,rendz rover velar” (Range Rover
Velar-eng.) - nagradu za najbolji dizajn u svetu, a ,,jaguar i pejs” (Jaguar
I-Pace- eng.) - nagradu za automobil godine u Nemackoj, $to je ogroman
uspeh. Na$ najprodavaniji model u Srbiji je model ,,lend rover diskaveri—
sport” (Land Rover Discovery Sport), ali najvece interesovanje vlada za
»rendz rover —evok” (Range Rover Evoque), koji je svojim lansiranjem 2010.
godine napravio klju¢ni zaokret za ,,Jlend rover” (Land Rover). U narednoj
godini o¢ekujemo novu generaciju ,.evoka” (Evoqua), koji ¢e premijeru imati
na 54. Medunarodnom salonu automobila u Beogradu. Verujem da dame
zeljno i8¢ekuju dolazak ,evoka” (Evoqua), jer ¢ine ve¢inu kupaca tog modela.
o Citava auto- industrija ulazi u takozvanu elektro fazu - proizvodnju
elektricnih automobila. Kako na to gleda Briti§ Motors? Kako ée po vama
izgledati buducnost auto-industrije i vase kompanije?

-Kompanija ,.Jaguar- Land Rover” pomno prati razvoj auto-industrije i razvi-
ja svoje modele i tehnologiju po najvi$im standardima. U narednoj godini
ocekuje nas lansiranje modela ,jaguar i-pejs” (Jaguar i-Pace), prvog ,,jaguara”
na elektri¢ni pogon, koji ve¢ osvaja nagrade po evropski trzistima i za koji
vlada veliko interesovanje i potraznja. Takode, novi model ,,rendz rover—
evok” (Range Rover Evoque) bice lansiran sa tri vrste pogona, benzinskim,
dizel i hibridnim pogonom. Elektrifikacija je definitivno pravac u kome
se kre¢e auto-industrija, a mi ¢emo se kao zastupnik ,,JLR grupe’, a i kao
drustveno odgovorna kompanija u Srbiji, truditi da svoje aktivnosti usme-
ravamo ka ekoloski podobnim vozilima i aktivnostima - istakao je Ostoja
Mijailovi¢, éelni ¢ovek Briti§ Motorsa za Srbiju i Crnu Goru.

Tekst: D. K. -1.
Foto: Britis Motors

Vit
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- Only this year, the model Jaguar F Pace won the world car of
the year award, the Range Rover Velar - the best design in the
world award, and the Jaguar I-Pace - the car of the year in
Germany, which is a tremendous success. Our best-selling
model in Serbia is the Land Rover Discovery Sport, but there
is the biggest interest in Range Rover Evoque, which made a
key turning point for Land Rover when it was launched in
2010.In the next year, we expect a new generation of Evoque,
which will have the premiere at the 54th International Car
Show in Belgrade. | believe that the ladies eagerly await the
arrival of Evoque, because they make up most of the
customers of this model.

e The entire auto industry enters the so-called electro phase —
the production of electric cars. How does British Motors perceive
this? What will be, in your opinion, the future the auto industry
and your company?

- Jaguar - Land Rover Company closely follows the
development of the auto industry and develops its models
and technology to the highest standards. Next year, we are
launching the Jaguar i-Pace, the first electric Jaguar, that is
already winning awards across European markets and for
which there is a lot of interest and demand. Also, the new
model Range Rover Evoque will be launched with three types
of drives: petrol, diesel and hybrid drives. Electrification is
definitely the direction in which the auto industry is moving,
and as a representative of the JLR Group, and as a socially
responsible company in Serbia, we will strive to focus our
activities on environmentally-friendly vehicles and activities —
emphasized Ostoja Mijailovi¢, head of British Motors for
Serbia and Montenegro.

Text: D. K. -I.
Photo: British Motors




NOVI RANGE ROVER SPORT
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INTERVJU: ZORAN DURIC, GENERALNI MENADZER FIRME MIELE D.0.0.
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UVEK
BOLJI!

Kompanija Miele je porodi¢na kom-
panija koju su jos 1899. godine, osno-
vale porodice Miele i Zinkann u gradi¢u
Herzebrock u Nemackoj. Ideja vodilja
osnivaca, sazeta u sloganu ,/mmer
Besser — Uvek bolji", utisnuta je u prve
proizvode i do danas predstavlja
najznacajniji moto kompanije, a ujedno
i obecanje. To zna¢i da Miele od
nastanka svojim kupcima nudi uredaje
koji postavljaju standarde izdrZljivosti,
ucirka, jednostavnosti primene, efi-
kasno di, dizajna i usluge. Da je to i da-
nas tako, svedocCi generalni menadzer
firme Miele d.o.o. Zoran Puri¢, isticuci
da je Miele sinonim za vrhunske rezul-
tate, pouzdanost i trajnost.

ALWAYS
BETTER!

Miele is a family company founded in 1899
by Miele and Zinkann families in the small
town of Herzebrock in Germany. The guid-
ing idea of the founders, summed up in the
slogan ,I/mmer Besser — Always Better’, was
embedded in the first products and to this
day it has remained the most significant
motto of the company, and at the same
time a promise. This means that Miele since
its creation has been offering its customers
devices that set standards of endurance,
performance, easy use, efficiency, design
and service. The GM at Miele Ltd. Zoran
Puric¢ testifies that this is still the case,
emphasizing that Miele is synonymous with
top results, reliability and durability.




INTERVIEW: ZorRAN DuRri¢, GM AT MIELE COMPANY

ada je pre bezmalo 120 godina osnovana kompanija

Miele, prvi njen proizvod bio je uredaj za odvajanje i prikup-

ljanje putera, ali je s godinama Miele portfolio rastao i danas
je fokus kompanije na proizvodnji ku¢nih kuhinjskih aparata, apara-
ta za negu vesa i odrzavanje podova, kao i uredaja za primenu u
komercijalnim delatnostima i medicinskim ustanovama u okviru
linije Miele Professional. Glavna odlika prvih proizvoda kompanije,
kojoj su ostali dosledni i koju i danas potvrduju kroz brojne gene-
racije proizvoda, svakako je izuzetan kvalitet. Zbog toga je strate-
$ka vizija kompanije da se pozicionira kao svetski najpouzdaniji
i najpozeljniji premijum brend.

MAKSIMALNA EFIKASNOST | EKONOMICNOST

o Sta je danas Miele na trZistu profesionalnih masina za pranje vesa
i sudova? Po cemu se vasi proizvodi sustinski razlikuju od drugih?
- Miele je sinonim za vrhunske rezultate, pouzdanost i trajnost —
istice Zoran Puri¢. - Jedini smo proizvodac koji svoje proizvode,
ukljucujudi i profesionalne masine za pranje vesa i sudova, testi-
ra za upotrebni vek od 20 godina. Bilo da se radi o masinama za
negu vesa ili pranje sudova, uvek smo fokusirani na krajnji rezul-
tat: maksimalnu efikasnost i ekonomi¢nost. Neprestani razvoj i
poboljSanja su osnovni imperativ kompanije, oli¢en u tehnoloskim
inovacijama. Tokom decenija razvoja patentirali smo mnoga
tehnicka resenja koje su kasnije i drugi proizvodaci primenili na
svoje proizvode. Uvek se trudimo da nasim korisnicima ponudi-
mo superiornije funkcije i da nase proizvode $to vise prilagodi-
mo njihovim individualnim zahtevima i potrebama.

Kada je u pitanju portfolio u profesionalnom segmentu isti¢u se
Miele masine za pranje ve$a, masine za susenje vesa, valjci za pegla-
nje, kao i masine za pranje sudova koje omogucavaju izuzetne
higijenske rezultate.

e Sta Miele ¢ini savrsenim partnerom hotelijera u sektoru
Domacinstva i u Fe»B-u? Kakvu logistiku Miele pruza svojim kli-
Jjentima?

- Nas$ proizvodni portfolio i njegov kvalitet su ono $to Miele ¢ini
idealnim partnerom hoteljjera $irom sveta. Znacajna je i post pro-
dajna usluga kompanije, koja je viSe puta izglasana za najbolju u
svojoj industrijskoj grani. Nas servis zapocinje i pre same isporuke,
posto Miele stru¢ni tim obilazi budude partnere i kreira re$enja
za svakog kupca pojedina¢no. Rezultat ovakvog pristupa je pose-
ban sistem koji korisnicima garantuje bezbedne i efikasne procese.
Kompanija Miele uziva veliko poverenje svojih korisnika, o
¢emu svedoci i podatak da bi se 97% kupaca i korisnika ponovo
odlucilo za Miele - s ponosom kazuje Puric.

ZA VRHUNSKE REZULTATE — SISTEMSKO RESENJE

© Koji su vasi "best seleri” u svetu, a koji u Srbiji?
Sta biste preporucili hotelijerima?

- Za ostvarivanje vrhunskih rezultata i posti-
zanje visokih standarda u pogledu usluge
neophodno je ulagati u pouzdane i dugoro¢ne
uredaje, odrzavati ih u skladu sa uputstvima

www.turistickisvet.com

en Miele was founded almost 120 years ago, its first
Wpoduct was a device for separating and collecting butter,
but Miele has grown over the years and today the
ompany’s focus is on the production of home kitchen appliances,
laundry appliances and floor maintenance, as well as devices for use
in commercial businesses and medical institutions within the Miele
Professional line. The main characteristic of the company's first pro-
ducts, which have remained consistent and which are now
onfirmed by many generations of products, is certainly an out-
standing quality. That's why the company's strategic vision is to posi-
tion itself as the worlds most reliable and preferred premium brand.

MAXIMUM EFFICIENCY AND ECONOMY

e What does Miele represent today on the professional market of
washing machines and dishwashers? What makes your products
tindamentally different from others?

- Miele is synonymous with top results, reliability and durability —
emphasizes Zoran Buri¢. - We are the only manufacturer which tests
its products, including professional washing machines and
dshwashers, for 20 years long use. Whether it's a laundry or washing
machine, we are always focused on the ultimate result: maximum
efficiency and economy. Continuous development and mprove -
ments are the basic imperative of the company, embodied in
echnological innovations. During decades of development, we
have patented many technical solutions that have been applied later
by other manufacturers to their products. We always try to offer our
customers superior features and to better adapt our products to
their individual requirements and needs.

When it comes to the portfolio in the professional segment, Miele
washing machines stand out, as well as dryers, ironing rollers,
dshwashers that deliver exceptional hygienic results.

o What makes Miele the perfect hotel partner in the housekeeping and
F&B departments? What kind of logistics does Miele provide to its
wstomers?

- Our production portfolio and its quality are what Miele makes the
ideal hotel partner worldwide. The company's post sales service is
significant, which has been voted the best in its industrial branch
several times. Our service starts before the delivery, as Miele expert
team visits future partners and creates solutions for each customer
individually. The result of such approach is a special system that
guarantees users safe and efficient processes. Miele enjoys the great
confidence of its users, as evidenced by the fact that 97% of
wstomers and users would opt for Miele again — says Buri¢ with
great pride.

FOR SUPERIOR RESULTS - SYSTEM SOLUTION
e Which product are "bestsellers" in the world, and in Serbia? What
would you recommend to hoteliers?

- To achieve top-notch results and to achieve high
standards in terms of service, it is necessary to invest
in reliable and long-term devices, maintain them in
accordance with the manufacturer's instructions, and
properly train employees to use them. Miele
Professional offers a system solution, and devices
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INTERVJU: ZORAN DURIC, GENERALNI MENADZER FIRME MIELE D.O.O.

proizvodaca, te pravilno obuciti zaposlene za njihovu upotrebu. Miele
Professional nudi sistemsko reSenje, a uredaji u okviru ove linije ko-
riste se u mnogim svetskim prestiznim hotelima ukljucuju¢i Adlon
Kempinski u Berlinu, londonski Langdam i Sveengleski klub za tenis
na travi i kroket Wimbledon (All England Lawn Tennis and Croquet
Club). Osim toga, Miele Professional zadobio je i poverenje domacih
hotela uklju¢ujuci Square Nine, Atera Business Suites, Townhouse, Life
Design i mnogih drugih smestajnih objekata.

Tesko bi bilo izdvojiti ,,bestseler-e“ medu nasim proizvodima, jer sva-
ka perionica ili kuhinja su projekat za sebe, tako da izbor aparata zavisi
od nekoliko razli¢itih faktora — objasnjava Puri¢. - Primera radji, pri-
likom projektovanja perionice trudimo se da se $to detaljnije
upoznamo sa na¢inom rada i potrebama korisnika kako bismo im pred-
lozili idealnu konfiguraciju aparata koji ¢e biti uposleni bez praznog
hoda i na najefikasniji i najekonomic¢niji nacin zadovoljiti potrebe ko-
risnika. Zbog toga, hotelijerima savetujemo pazljivo planiranje i orijen -
tisanost na detalje, a prema nasem iskustvu upravo ovo Cesto izosta-
je. Drugi bitan savet jeste dugorocno posmatranje, jer su cesto
kratkoro¢no isplativija reSenja zapravo manje povoljna na duge
staze.

© U kom pravcu se razvija Miele? Gde vidite kompaniju u buducnosti?

- U mnogim zemljama Miele je najpozeljniji brend bele tehnike. U
Nemackoj, na domacem trzistu, Miele je ¢ak izglasan za ,,najbolji brend
ikada” Imajuci na umu visoka o¢ekivanja nasih korisnika u pogledu
performansi i zastite Zivotne sredine Miele ¢e i u buduénosti ostati
fokusiran na kvalitet i razvoj inovativnih tehnologija i elegantnog dizaj-
na. Nastavljamo da kreiramo proizvode koji sluze ljudima na najbolji
mogucdi nacin i svakodnevno im podizu kvalitet Zivota — naglasio je
Zoran Duri¢, generalni menadzer firme Miele d.o.0. Beograd, s
uverenjem ¢oveka koji duboko veruje u ono sto s ponosom zastupa.
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within this line are used in many world-class prestigious hotels
including Adlon Kempinski in Berlin, London’s Langdam and All
England Lawn Tennis and Croquet Club. In addition, Miele
Professional has won the trust of local hotels including Square
Nine, Atera Business Suites, Townhouse, Life Design and many
other accommodation facilities.

It would be hard to distinguish "bestseller" among our products,
because every laundry or kitchen is a project for itself, so the
choice of the appliences depends on several different factors —
explains Buric. - For example, when designing the laundry, we
try to get to know more about work process and the needs of the
users in order to suggest an ideal configuration of the appliances
that will be used without idling and in the most efficient and
economical way to satisfy the needs of the users. For this reason,
we advise hotel planners to carefully plan and to be detail
oriented, according to our experience, this is often absent.
Another important tip is a long-term observation, because often
short-term cost-effective solutions are actually less favourable in
the long run.

e In which direction does Miele develop? Where do you see the
company in the future?

- In many countries, Miele is the most preferred brand of
appliances. In Germany, on the domestic market, Miele was even
voted the "best brand ever' Bearing in mind the high
expectations of our customers in terms of performance and
environmental protection, Miele will continue to focus on the
quality and development of innovative technologies and
elegant design in the future. We continue to create products that
serve people in the best possible way and raise their quality of
life on a daily basis — emphasized Zoran Buri¢, GM at Miele Ltd.
Belgrade, a man who deeply believes in what he proudly
represents.
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INTERVJU: DR DANIJELA JOVANOVIC, GENERALNI DIREKTOR KOMPANLJE ,,RUBIN“ AD, KRUSEVAC

+,RUBIN" - VINA
SA LAZAREVE ZEMLIE

Kompanija ,Rubin”iz Krusevca, vec vise od 60 godina vazi za vodeceg proizvodaca vina i alkoholnih pica u regionu. U
tom periodu prodato je samo vinjaka ,Rubin’, njihovog najpoznatijeg brenda, vise od 400 miliona litara! Danas ova
kompanija predstavlja modernu, trzisno orijentisanu vinariju sa 320 zaposlenih, koja neguje postojece i razvija nove
brendove, uz maksimalno uvaZavanje potreba i zahteva potro$aca. Cinjenica da izvoze u vie od 20 zemlja sveta
ukazuje da ve¢ zauzimaju znacajno mesto na vinskoj karti sveta.

Kao ekskluzivna vinarija,,Rubin” je svojom izuzetnom selekcijom vrhunskih vina podrzao jubilarni XV Forum hotelijera
u ,,Grand Hotelu Tornik” na Zlatiboru. Bio je to dobar povod za razgovor sa dr Danijelom Jovanovi¢, generalnom
direktorkom kompanije ,Rubin’, za koju je ovo godina i uspeha i jubileja.

FROM THE LAZAR'S LAND

Rubin Company from Krusevac has been the leading producer of wine and alcoholic beverages in the region for more than 60
years. During that period, more than 400 million litres of the Rubin brandy, its most popular brand, have been sold! Today, this
company represents a modern, market-oriented winery with 320 employees, which nurtures the existing brands and develops the
new ones, with maximum respect for the needs and demands of consumers. The fact that they export to more than 20 countries
of the world indicates that they have already occupied a significant place on the global wine map.

As an exclusive winery, Rubin supported the Jubilee XV Forum of hoteliers at Grand Hotel Tornik on Zlatibor with its exceptional
selection of top quality wines. It was a good reason to talk to Dr Danijela Jovanovi¢, GM at Rubin Company, for whom this is the
year of success and jubilees.
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INTERVIEW: DR DANIELA JovAaNoVviI¢, GM AT RuBIN, KRUSEVAC

- Dominantan pokreta¢ svakog posla u ,,Rubinu” je kvalitet, in-
ventivnost, kao i inovativnost zaposlenih, i to je ono sto je doprinelo
uspesnom pozicioniranju na trzistu. U vinarskom svetu tradici-
ja proizvodnje i potro$nje vina vezuje se za istorijske li¢nosti ili desa-
vanja koja su ostavila trag na ljude i region. ,,Rubinovi” vinogra-
di rasuti su $irom zemlje kojom je vladao i hodio knez Lazar. To
je vino sa Lazareve zemlje. Nasa vina predstavljaju posvecenost ideji
da svetske sorte grozda mogu da puste korene u Srbiji i da mozemo
da pruzimo kvalitet koji ¢e svet prepoznati i po kojem ce se Srbija
identifikovati.

1z SOPSTVENIH VINOGRADA | OTKUPA - REKORDNIH

12 MILIONA KILOGRAMA GROZPA!

e Uvecali ste zasade pod vinovom lozom koja je sada ,,licna karta
kompanije?

»

— Poslednjih godina preokupacija nam je ulaganje u razvoj
vinogradarstva. ,Rubin’ danas ima najvece povrsine vinograda u
rodu - ¢ak 1.200 hektara, od Cuprije do Preseva. To je osnova za
sopstvenu sirovinsku bazu, §to je nasa strategija. Ove godine,
ostvaren je rekordan prinos u istoriji kompanije, iz sopstvenih
vinograda i otkupa obezbedili smo 12 miliona kilograma grozda.
Tako mozemo u potpunosti da kontroliSemo proces proizvodnje
i kvalitet nasih vina, a to je godi$nje vise od 10 miliona litara vina
i7 miliona litara Zestokih alkoholnih pica.

www.turistickisvet.com

— The dominant driver of every job in Rubin is the quality,
inventiveness, and innovation of employees and this is what
contributed to successful positioning in the market. In the wine
world, the tradition of production and consumption of wine relates
to historical personalities or events that have left a mark on people
and region. Rubin’s vineyards were scattered throughout the
country ruled by Prince Lazar. This is the wine from the Lazar’s land.
Our wine represent a commitment to the idea that the world's grape
varieties can leave roots in Serbia and that we can provide the quality
that the world will recognize and according to which Serbia will be
identified.

FROM THEIR OWN VINEYARDS AND PURCHASE - A RECORD

OF 12 MILLION KILOGRAMS OF GRAPE!

e You have increased vine plantations which are the company’s “ID’,
haven't you?

- In the last years we have been preoccupied with investing in the
development of vine plantations. Today, Rubin has the largest area of
vineyards — even 1.200 hectares, from Cuprija to Pre$evo. This is the
basis for our own raw material base, which is our strategy. This year,
a record yield in the company's history was achieved, from our own
vineyards and purchase we provided 12 million kilograms of grape.
In this way we can fully control the process of production and the
quality of our wines, which are more than 10 million litres of wine per
year and 7 million litres of strong alcoholic drinks.
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INTERVJU: DR DANIJELA JOVANOVIC, GENERALNI DIREKTOR KOMPANLJE ,,RUBIN“ AD, KRUSEVAC

Novi BREND,,VRONSKY" — VRHUNSKO PENUSAVO VINO

o Veliki projekat nove linije penusavih vina ve¢ se zahuktao. Kako
trziste reaguje?

— “Rubin” je jo$ 2010. godine pokrenuo proizvodnju penusavih vina
i to po tradicionalnoj - klasi¢noj ,,Champenoise” metodi (kao u
francuskoj pokrajini Sampanj). To podrazumeva da se sekundarna
fermentacija sprovodi u bocama, zatim penusava vina odlezavaju
Cetiri godine na talogu kvascevih éelija, nakon ¢ega sledi proces
degorziranja (uklanjanja taloga iz boca) i doziranja ekspedicionog
likera. Jedan od sastojaka likera je arhivski vinjak i to je nesto sto
daje poseban pecat penusavim vinima i ugraduje u njih nit bogate
»Rubinove” istorije. Nakon degorziranja, ,Vronsky” odlezava jo$
minimum 3 meseca, pre nego $to se nade na trzistu. Ovaj nacin
proizvodnje je dugotrajan, kompleksan i skup, zahteva ru¢ni rad,
ali daje penusava vina vrhunskog kvaliteta, o cemu svedoce pozitivne
reakcije sa trzista. Sam naziv ,Vronsky” nije slucajan i vezan je za
pukovnika Rajevskog koji je posluzio kao inspiracija za lik grofa

THE NEW BRAND “VRONSKY” — EXQUISITE SPARKLING WINE
e The big project of the new line of sparkling wines has already begun.
How does the market react?

- In 2010, Rubin started the production of sparkling wines,
according to the traditional - the classic "Champenoise" method (as
in the French province of Champagne). This implies that secondary
fermentation is carried out in bottles, and then sparkling wines are
aged for four years on the bottom of the yeast cells, followed by the
process of degassing (removal of the sludge from the bottle) and
dosing of the expedition liquor. One of the ingredients of the liqueur
is an archive brandy and it gives a special taste to the sparkling wine
and incorporates into it the rich Rubin's history. After degassing,
“Vronsky” stays for at least 3 months, before it is placed on the
market. This method of production is long-lasting, complex and
expensive, requiring manual work, but it produces high-quality
wines, as evidenced by positive reactions from the market. The name
“Vronsky” is not accidental and is related to Colonel Rajevski, who
served as an inspiration for Count Vronsky in the novel "Ana

: S VINJAKOM NA MESEC
‘ Istorija vinjaka obelezena je raz-
:nim anegdotama, a jedna od
 njih vezuje se za agenciju NASA.
- Naime, ¢uvsi da se priprema :
: ekspedicija za sletanje na Mesec, :
 Rado$ Gruji¢, tadasniji direktor :
 razvoja u ,,Rubinu’, poslao je
astronautima nekoliko ¢uturica :
- vinjaka u agenciju NASA. Kada :
i su posle tri meseca astronauti
- posetili Beograd da bi Titu uruili :
- uzorak mesecevog tla, nag kole-
 gaje dobio specijalnu zahvalnicu. :
- Kasnije se to izucavalo u Americi :
- kao studija slu¢aja odli¢nog mar- :
: ketingkog poteza i inventivnosti :
stru¢njaka iz male zemlje.

9082 TURISTICKI SVET | decembar 2018/ januar 2019

: To THE MOON

WITH THE BRANDY :
: The history of the brandy is marked :
¢ by various anecdotes, and one of
. them is associated with the NASA :
agency.Namely, hearing that there :
i was a preparation of an expedition
i for landing on the Moon, Rado3
Gruji¢, who was director of develop -
ment at Rubin at the time, sent a :
¢ couple of small bottles of brandy to
i the NASA astronauts. When three
. months later the astronauts visited
Belgrade to give Tito a sample of :
i the land from the Moon, our
¢ colleague received special thanks.
 Later it was studied in the US as a :
case study of the excellent:
i marketing move and inventiveness

¢ of small-country experts.
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http://www.rubin.rs/

INTERVJU: DR DANIJELA JOVANOVIC, GENERALNI DIREKTOR KOMPANLJE ,,RUBIN“ AD, KRUSEVAC

Vronskog u romanu “Ana Karenjina”. Srce pukovnika Rajevskog
sahranjeno je u manastiru koji se nalazi u okolini Aleksinca, a
nedaleko od njega je nas vinograd u kome se uzgaja $ardone
(chardonnay) od koga se proizvodi penusavo vino ,,Vronsky”.

»RUBINOV* VINJAK — JEDAN OD CETIRI NAJBOLJA KONJAKA U SVETU!

© Ova godina je u znaku jubileja - 60 godina vinjaka ,Rubin® - ,pica
svih generacija”. Nije Ii konacno vreme da ovaj vrhunski proizvod,
u rangu svetskih konjaka, zauzme mesto koje mu pripada na trZistu?

— Vinjak je najvise nagradivani srpski proizvod sa 99 zlatnih medalja
u zemlji i inostranstvu, nagraden je zlatnom medaljom ¢ak i u
Bordou. Ne postoji razlika izmedu tehnologije proizvodnje
vinjaka i konjaka. Ista je sirovina - vino, od vina se proizvodi vinski
destilat koji odlezava u hrastovim buradima. Za ,Vinjak VS” destilat
odlezava najmanje dve godine, najmladi destilat koji ulazi u kupazu
»Vinjaka 5” je odlezavao pet godina, a za ,XO” od 10-25 godina.
Komisija za prirodna alkoholna pica, pri Medunarodnoj organiza-
ciju za poljoprivredu i ishranu —~FAQ, sa sediStem u Rimu, dodelila
je vinjaku zlatnu medalju i specijalnu diplomu za kvalitet uz obra-
zlozenje ,,da doprinosi afirmaciji savremenog vinarstva i razvo-
ju vinogradarske proizvodnje, i moderne poljoprivrede u celini®
Pre nekoliko godina, nasu kompaniju posetio je suvlasnik fran-
cuske destilerije ,,De la Tur Andre Srajner, koji je izjavio da ,,Ru-
binov Vinjak® po kvalitetu spade medu Cetiri najbolja konjaka na
svetu!

SVETSKI FENOMEN: BURAD 1Z SOPSTVENE PROIZVODNJE

® Posto kontrolisete Citav proces proizvodnje, mozete da uticete i na
kvalitet krajnih proizvoda?

- U kompaniji ,,Rubin” potpuno je zaokruZzen proces proizvod-
nje i to je glavni preduslov za potpunu kontrolu kvaliteta svih
proizvoda. Jedinstveni smo u svetu upravo zbog toga $to imamo
i sopstvenu pintersku radionicu. Na§ podrum je jedan od najve¢ih
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Karenina". The heart of Colonel Rajevski was buried in a monastery
located in the vicinity of the town of Aleksinac, and not far from there
is our vineyard where chardonnay is grown, from which the
sparkling wine "Vronsky" is produced.

RUBIN BRANDY — ONE OF THE TOP FOUR COGNACS IN THE WORLD!

e This year marks the anniversary — 60 years of Rubin brandy — “drink of
all generations”. Isn't this the right time for this top product, by the rank-
ing of world cognacs, to take the place that belongs to it on the market?

- Brandy is the most awarded Serbian product with 99 gold medals
in the country and abroad, and was awarded with the gold medal in
Bordeaux. There is no difference between the production techno-
logy of brandy and cognac. It is the same raw material — wine, from
wine is produced wine distillate that is laid in oak barrels. For the
“Vinjak VS”distillate stays for at least two years, the youngest distillate
that enters,Vinjak 5" stayed for five years, and for,XO” from 10 to 25
years. The Natural Spirits Commission, within the International
Organization for Agriculture and Nutrition - FAO, based in Rome,
awarded a gold medal and a special diploma for quality with the
explanation that it “contributes to the affirmation of modern wine-
making and the development of viticulture and modern agriculture
as a whole”. A few years ago, our company was visited by co-owner
of the French distillery “De la Tour” André Schreiner, who stated that
Rubin brandy is by the quality among the best four cognacs!

WORLD PHENOMENON: BARRELS FROM THEIR OWN PRODUCTION
e As you control the whole production process, you can influence the
quality of the final products?

—Rubin Company has fully rounded production process and it is the
main prerequisite for full quality control of all products. We are
unique in the world precisely because we have our own pinters
workshop. Our cellar is one of the largest wooden cellars in Europe
with 12.000 barrels of 500 litres in which a wine distillate is laid. It is
interesting that all the barrels are made in our workshop.



INTERVIEW: DR DANIELA JovANoVI¢, GM AT RuBIN, KRUSEVAC
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drvenih podruma u Evropi sa 12.000 buradi od 500 litara u kojima
odlezava vinski destilat. Kuriozitet je da su sva burad napravljena u nasoj
pinterskoj radionici.

o Imate odlicnu osnovu za vinski turizam, jedan od najbrze rastucih
segmenata svetskog turizma. Kakvi su vasi planovi u toj oblasti?

- Koautor sam nau¢nog rada koji se bavi upravo razvojem vinskog
turizma u rejonu Tri Morave. Ovaj rejon poseduje bogatstvo prirod-
nih i antropologkih resursa koje bi trebalo oblikovati u integrisani vin-
ski proizvod i mi smo preduzeli prve korake u tom smeru. Globalizacijski
trendovi uslovili su promene turisticke traznje, savremeni turista tezi
autenti¢nim dozivljajima i hedonizmu. Svesni smo da vinski turista
ne dolazi na destinaciju samo u potrazi za vinom, ve¢ je neophodno
osmisliti ambijent destinacije i vinarije kako bi privukli turiste koji traze
relaksaciju i uzivanje u prirodnom ambijentu, hrani, vinu, arhitekturi,
kao i kulturi.

o [ na kraju, kako vidite kompaniju ,,Rubin®u buduénosti?

— Nasa misija je, svakako, kontinuirani rast poslovnih rezultata, otvaranje
novih trzi$ta i Sirenje asortimana na postoje¢im, osavremenjavanje
opreme i tehnologije, jacanje sirovinske baze kroz ulaganja u podizanje
novih zasada, permanentna edukacija svih zaposlenih kroz pracenje
svetskih trendova i zapogljavanje mladih ljudi.

e You have an excellent base for wine tourism, one of the fastest
growing segments of world tourism. What are your plans in that
area?

- | am a co-author of the scientific work that deals with the
development of wine tourism in the area of “Tri Morave”. This
region possesses a wealth of natural and anthropological
resources that should be shaped into an integrated wine product
and we have taken the first steps in that direction. Globalization
trends have caused changes in tourist demand; modern tourists
are striving for authentic experiences and hedonism. We are
aware that a wine tourist does not come to the destination only
in search of wine, but it is necessary to create an ambiance of
destination and wineries in order to attract tourists seeking
relaxation and enjoying the natural ambience, food, wine,
architecture and culture.

o And finally, how do you see Rubin in the future?

—Our mission is, of course, continuous growth of business results,
opening of new markets and expansion of assortments to
existing, modernization of equipment and technology,
strengthening of raw material base through investments in new
planting, permanent education of all employees through
monitoring of global trends and employment of young people.

Text: D. K. -1.
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HOTEL VILLA BREG

PONOSNI VRSACKI
AMBASADOR
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na Vrsac i njegovu okolinu, posle nekoliko meseci renovi-

ranja i modernizacije, otvorio je svoja vrata i Vr$¢anima i
njihovim gostima, pruzaju¢i nove moguénosti, potpuno novi izgled
inovu perspektivu. Hotel ima 44 sobe i 4 apartmana, a restoran Eol
nakon renoviranja moze da primi ¢ak 300 gostiju! Hotelski Wellness
& SPA centar - koji je uvek bio omiljeno mesto svih koji traze op-
ustanje ali i podrsku svojoj vitalnosti, entuzijazmu i energiji, sada je
jo§ atraktivniji. Poslovnim gostima na raspolaganju je i kongresni deo
- Cetiri savremeno opremljene sale za rad, kapaciteta od 30 do 150
gostiju. Sada su i moguénosti organizovanja poslovnih skupova u ren-
oviranom ambijentu hotela - za lestvicu iznad ocekivanog.

V illa Breg, hotel sa Cetiri zvezdice, iz kojeg puca najlepsi pogled

Zato, novi Ambasador dobre usluge - Hotel Villa Breg poziva sve
¢itaoce Turistickog Sveta da posete hotel i u njemu uZivaju, jednako
kao i u romanti¢noj vojvodanskoj varosici, poznatoj i po dobrom vinu,
ipo ¢uvenim Vr$¢anima - Jovanu Steriji Popovicu i Paji Jovanovicu,
o kojima se i danas pripoveda.



www.villabreg.com

PROUD AMBASSADOR
OF THE TOWN OF VRSAC

Villa Breg, a four-star hotel, which offers the most beautiful view

of the town of VirSac and its surroundings, after several months

of renovation and modernization, opened its doors to the Vrsac
residents and their guests, offering new possibilities, a completely new
look and a new perspective. The hotel has 44 rooms and 4 suites, and
the Eol restaurant can accommodate up to 300 guests after renovation!
The hotel’s wellness & SPA centre — which has always been a favorite
place for all who seek relaxation and support for their vitality, enthu-
siasm and energy — is even more attractive now. Business guests also
have at their disposal a congress area — four modernly equipped rooms,
with the capacity of 30 to 150 guests. Possibilities to organize business
gatherings at the renewed ambience of the hotel are just above the
expected now.

Therefore, the new Ambassador of Quality Service — Hotel Villa Breg in-
vites all readers of the Turisticki Svet to visit the hotel and enjoy, just as
in the romantic town in Vojvodina, known for its good wine, and by its
famous residents — Jovan Sterija Popovi¢ and Paja Jovanovi¢, of
whom we still narrate today.
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INTERVJU: JASMINA PAvLOVIC, PR | MARKETING MENADZER APART HOTELA MUJEN Lux, KOPAONIK

UsPESNIM PR-OM DO
REGIONALNE PREPOZNATLJIVOSTI

Ovogodisnje priznanje PRESS zvezdica, pod brendom Ambasadori dobre usluge, koje se, po oceni novinarskog pula,
dodeljuje hotelu koji je u toku godine negovao najbolje odnose s medijima i najbolje komunicirao s javnoscu, pripalo
je apart hotelu MujEn Lux na Kopaoniku. Kako je za uspe$nu komunikaciju u ovoj ku¢i najodgovorniji PR i marketing
menadZzer Jasmina Pavlovi¢, evo $ta o svom poslu i kompaniji koju predstavlja kaZe za Turisti¢ki Svet ova dama u cipelicama
“oficira za komunikaciju”.

: a3 ‘{’
Apart - hotel

MUJEN Lux
.. "OPAONIK

R II“"J""'Ii:

rJII.rF '
Jeel the mountain.

-
SUCCESSFUSRR P

FOR REGIONAL RECOGNITION

The PRESS star award, under the brand of “Ambassadors of Quality Service’, which, according to the journalists'reviews, is awarded
as a hotel that fostered the best media relations and communicated with the public best during the year, and this year it went to apartment-
hotel complex MujEn Lux on Kopaonik. For the successful communication in this hotel Jasmina Pavlovi¢, PR and marketing manager,
is the most responsible, and here is what this lady in the shoes of the "communications officer" says about the business and the company
she represents for Turisticki Svet.

L.COM
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INTERVIEW: JASMINA PAVLOVIC, PR AND MARKETING MANAGER, www.turistickisvet.com

APARTMENT-HOTEL COMPLEX MUJEN Lux, KOPAONIK

- Jedan od najvaznijih poslova u sektoru marketinga svakog hotela je
kvalitetna komunikacija s javnos¢u i odli¢ni odnosi s medijima. Kao
PR i marketing menadzer brenda MujEn i njegovih objekata na
Kopaoniku, od prvog dana insistiram na uspostavljanju dobrih veza i
jasno definisanih odnosa s medijima. Zahvaljuju¢i tome, u samom
pocetku, jo§ dok brend MujEn nije bio prepoznatljiv na domacem trzi-
$tu, uspeli smo da jakom medijskom kampanjom i promocijom u svim
raspolozivim promotivnim kanalima, u¢inimo MujEn prepoznatljivim
mestom za kvalitetni odmor ne samo medu ljubiteljima Kopaonika, ve¢
imedu turistima Sirom Srbije i regiona. Bio je ogroman izazov da se taj
pocetni entuzijazam nastavi i narednih godina. Zahvaljujuc¢i dobrom
temelju, danas je MujEn Lux prepoznatljiv kao mesto koje se izdvaja
iz konkurencije, jer uvek nudi nesto novo i posebno - kaze Jasmina
Pavlovi¢, PR i marketing menadzer brenda MujEn, dama u cipelica-
ma ,,oficira za komunikaciju“ kakvog bi svako pozeleo u svojim redovima.

PODRSKA TOP MENADZMENTA

- Kada je re¢ o formuli uspesne komunikacije — dodaje Jasmina Pavlovi¢
— mislim da je u nasem slucaju to $to u radu sa predstavnicima sedme
sile ne pravimo razliku izmedu lokalnih medija i onih s nacionalnom
frekvencijom. Takav rad cesto zahteva dobro balansiranje. Ograni¢en
budzet diktira racionalnu raspodelu kako bi rezultati pratili o¢ekivanja,
iu prodaji i broju gostiju, i u gradenju imidza kompanije. Cesto je do-
voljan i najmanyji disbalans da prouzrokuje nezadovoljstvo - bilo nasih
timova ili saradnika, pa se trudim da ne zapostavim nijedan hotelski
sektor. Negovanje uspe$nih poslovnih odnosa sa stru¢nom javnoséu
je, takode, od ogromnog znacaja za promociju hotela, $to podrazumeva
i prisustvo na svim bitnim dogadajima vezanim za turizam i ugostiteljstvo.
Drago mi je da su mediji to prepoznali i da su od svih nominovanih
hotela u kategoriji "PRESS zvezdica” svoje poverenje odlucili da poklone
timu MujEn Lux hotela, kao najboljem domacinu i saradniku.

Tako MujEn Lux ¢ini tim mladih entuzijasta, vodim se mislju da se
poslovni autoritet ne mora nuzno graditi gordo$¢u, nadmenoscu i
$efovanjem, vec¢ prevashodno ljubavlju, postovanjem c¢lanova tima i
stvaranjem prijatne radne atmosfere. Pri svakom medijskom pojavlji-
vanju koristim priliku da to i naglasim, kao i da se zahvalim idejnim
tvorcima brenda MujEn na poverenju koje su mi ukazali prepustivsi mi
da zastupam njihove interese od osnivanja hotela do danas. Podrska top
menadZmenta hotela je, definitivno, najbitnija karika da bi se svaka kam-
panja uspe$no osmislila i realizovala.

USPESAN SPOJ RAZLICITIH KULTURA

« Sta vas hotel trenutno izdvaja od drugih? Gostoljublie je, kazu, vasa tradi-
cija, a u kombinaciji sa dobrom, izvornom sandzackom kuhinjom - to
je dobitna kombinacija! Ipak, $ta gosti najvise vrednuju i zbog cega vam
se najcesce vracaju?

- Intenzivna prisutnost u medijskim kampanjama je upravo ono $to pored
vrhunske usluge, izdvaja MujEn Lux u odnosu na druge planinske objekte.
Kombinacija sadrzaja koja je koncipirana da zadovolji i najzahtevnijeg
gosta, nadaleko ¢uveni specijaliteti MujEn Lux restorana, kao i odlican
odnos cene i kvaliteta, samo su deo onoga $to nasi gosti najvise vrednuju
i zbog ¢ega se najcesée vracaju. S ponosom mogu da kazem da smo
jedinstveni po tome §to izuzetno uspe$no spajamo razlicite kulture.
Zahvaljujudi tome, sve vedi broj stranih turista bira upravo Kopaonik
za svoju omiljenu destinaciju.

- One of the most important jobs in the marketing sector of each hotel
is good communication with the public and excellent relations with the
media. As a PR and marketing manager of the brand MujEn and its facilities
on Kopaonik, from the first day l insist on establishing good connections
and clearly defined relations with the media. Thanks to that, at the very
beginning, even while the MujEn brand was not recognizable on the
domestic market, we managed to make a strong media campaign and
promotion in all available promotional channels, making MujEn a
recognized place for a quality holiday not only among the fans of Kopaonik,
butalso among the tourists all around Serbia and the region. It was a huge
challenge for this initial enthusiasm to continue in the coming years. Thanks
to the good foundation, today MujEn Lux is recognized as a place that
stands out from the competition, because it always offers something new
and special - says Jasmina Pavlovi¢, PR and Marketing Manager of the
brand MujEn, a lady in the shoes of the "communications officer" that
everyone would want in their team.

THE SUPPORT OF THE TOP MANAGEMENT

- When it comes to the formula of successful communication - adds
Jasmina Pavlovi¢ - | think that in our case, in our work with the media
representatives, we do not make a difference between local media and
those with a national frequency. Such work often requires good balancing.
Alimited budget dictates a rational allocation to keep track of expectations,
both in sales and the number of guests, and in building the image of the
company. Often, the smallestimbalance is enough to cause dissatisfaction
-whether of our teams or associates, so | try not to neglect any hotel sector.
Fostering a successful business relationship with the professional public
is also of great importance for the promotion of the hotel, which implies
presence at all important events related to tourism and catering
industry.lam pleased that the media has recognized this and that of all
the nominees for the "PRESS star”award they have chosen MujEn Lux
Hotel, as the best host and partner.

Although MujEn Lux is made of a team of young enthusiasts, | think that
business authority does not necessarily have to be built up with pride,
arrogance and bossy behaviour, but by respecting the members of the
team and by creating a pleasant working atmosphere. With every media
appearance, | use the opportunity to emphasize that, and to thank the
MujEn designers for the trust they have given to me, leaving me to
represent their interests since the establishment of the hotel to date. The
support of the top management of the hotel is, definitely, the most
important link in order for each campaign to be successfully designed
and realized.

A SUCCESSFUL BLEND OF DIFFERENT CULTURES

- What makes your hotel different from the rest? They say that hospitality
is your tradition, and in combination with a good, original Sandzak kitchen
- it's awinning combination! However, what is the highest value for guests
and why are they most likely to return?

-The intense presence in media campaigns is exactly what makes MujEn
Lux stand outin comparison to other mountain facilities, apart from the
top service. The combination of content that is designed to satisfy even
the most demanding guest, the well-known specialties of MujEn Lux
restaurant, as well as excellent price and quality ratio, are just a part of
what our guests most value and why they most often return. | can proudly
say that we are unique in extremely successful connecting of different
cultures. As a result, an increasing number of foreign tourists choose
Kopaonik for their favourite destination.

« How and where do you promote the benefits of staying in your facilities?
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INTERVJU: JASMINA PAvLOVIC, PR | MARKETING MENADZER APART HOTELA MUJEN Lux, KOPAONIK

« Na koji nacin i gde sve promovisete benefite boravka u vasim objektima?

- Zadovoljni gosti su na$ imperativ i poznati smo po tome da redovno
promovisemo benefite za nase stalne goste i njihove porodice, u vidu
besplatnog boravka za decu, odli¢ne internet konekcije, dodatnih
popusta za stalne goste i ¢lanove naseg loyalty kluba... Porodice, poslovni
ljudi, sportisti, rekreativci, a pre svega ljubitelji planine, su upravo oni gosti
koji predstavljaju nasu najbolju preporuku i koji nam se iznova vracaju.

NovA INVEsTICUA: MUJEN HARMONY
« Kakve su vase procene vezane za buducnost, s obzirom da je vasa kompanija
jedan od najvecih investitora i graditelja na Kopaoniku (trenutno je u toku
izgradnja Cetvrte stambene jedinice MujEn Harmony)?

- Kao jedan od najvecih investitora i graditelja na Kopaoniku, MujEn je
tokom proteklih osam godina opravdao poverenje gostiju pruzivsi svim
ljubiteljima planine kvalitetan odmor u srcu Vikend naselja. Na samo 3
km od centra Kopaonika i 800 m od prve ski staze, MujEn Comfort,
MujEn Classic i MujEn Lux svojom bogatom ponudom privlace sve veci
broj gostiju iz zemlje i sveta. S zadovoljstvom mogu da najavim da ¢emo
ve¢ pocetkom naredne zimske sezone primiti prve goste u
novoizgradenom, ¢etvrtom po redu objektu MujEn Harmony i najavimo
nastavak izgradnje novih smestajnih jedinica sa najsavremenijom uslu-
gom i jo$ boljom ponudom.

o Pred nama su novogodisnji i boZiéni praznici. Kakvu ste promotivnu
kampanju osmislili, pod kojim sloganom, $ta je zvezda vase ponude? Otkrijte:
Cime Cete obradovati novinare sledece godine?

- Mozemo se pohvaliti da su Novogodisnji, kao i ve¢ina zimskih termina
uveliko popunjeni, jer smo poznati kao objekat sa najsadrzajnijim pro-
gramom na Kopaoniku, te nam se nasi stalni gosti uvek rado vracaju.
Pod dobro poznatim sloganom “Jednom gost, uvek gost u MujEn Lux
apartmanima, i u 2019. godini pripremamo pregrst lepih iznenadenja.
One najvernije nagradujemo i stalno osluskujemo potrebe gostiju kako
bismo im prilagodili ponudu i tako im se zahvalili na poverenju koje
nam ukazuju. Nastavi¢emo svakako da i dalje negujemo odli¢nu sarad-
nju sa novinarima i njthovim medijskim ku¢ama, a kao izraz nase za-
hvalnosti i postovanja, mogu ve¢ sada da najavim da ¢e ve¢ pocetkom
naredne zimske sezone oni biti medu
prvim gostima novootvorenog
objekta MujEn Harmony.

-
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- Satisfied guests are our imperative and we are well-known for regularly
promoting the benefits to our regular guests and their families, in the
form of free stay for children, excellent internet connections, additional
discounts for permanent guests and members of our loyalty club... Families,
business people, athletes and above all mountain lovers are the guests
who represent our best recommendation and who return over and over
again.
THE NEW INVESTMENT: MUJEN HARMONY
- What are your estimates for the future, given that your company is one of
the largest investors and builders on Kopaonik (currently the fourth residential
unit MujEn Harmony is under constuction)?
- As one of the biggest investors and builders on Kopaonik, MujEn has
justified the trust of guests during the past eight years, providing all
mountain lovers with a quality holiday in the heart of the Weekend
settlement. At only 3 km from the centre of Kopaonik and 800 m from
the first ski slope, MujEn Comfort, MujEn Classic and MujEn Lux are
attracting an increasing number of guests from the country and the world
with their rich offer.|am pleased to announce that already at the beginning
of the next winter season we are going to receive the first guests in the
newly built, the fourth MujEn Harmony facility and announce the
continuation of the construction of new accommodation units with the
most modern service and even better offer.
« New Year's and Christmas holidays are ahead of us. What kind of
promotional campaign have you designed, under what slogan, and what's
the star of your offer? Tell us: what will you do to pleasantly surprise journalists
nextyear?
-We can proudly say that New Year's, as well as most of the winter dates,
are filled in, because we are known as an object with the most
comprehensive program on Kopaonik, and our regular guests are always
happy to come back. Under the well-known slogan“Once a guest, always
a guest at MujEn Lux suits”in 2019 we prepare a handful of beautiful
surprises. We give rewards to the most loyal guests and we constantly
listen to the guests'needs in order to incorporate them in the offer and
thus thank them for the trust they have shown us.We are going to continue
to foster excellent cooperation with journalists and their media outlets,
and as an expression of our gratitude and respect, | can already announce
that at the beginning of the next winter season they are going to be among
the first guests of the newly opened facj ifyeMUjEn Harmony.
g\ + Author:
o % Ljiliana Rebronja
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INTERVJU: RADE SAMCEVIC, OSNIVAC | DIREKTOR AGENCIJE HT

KONSULTANTI — VAKCINA PROTIV

SKUPIH GRESAKA

po meri savremene hotelske indu-
strue na jubilarnom XV Forumu
hoteluera, Radetu Samcevicu, nosio-

eagl CFTIIT Saiarniee
Aqencija BT
wiww. hit in.rs

CONSULTANTS - A VACCINE AGAINST
EXPENSIVE MISTAKES

For a whole decade, Rade Samcevic, founder and manager of the regionally renowned HT Agency for consulting and manage-
ment in hospitality, has been working devotedly and persistently on the education of hoteliers in providing quality hotel servic-
es, while at the same time, driven by knowledge and experience gained in large hotel brands, has been trying to help investors
reveal "small" secrets of great masters or how to get the maximum quality with the appropriate savings in realizing their vision.

For the decade of its successful consulting work and for the logistics dedicated to providing staff training in line with the modern
hotel industry, at the jubilee XV Forum of Hoteliers, Rade Samcevi¢, bearer of the,,Ambassadors of Quality Service” golden badge,
was presented the Golden Letter of Recognition - as a sign of gratitude of the hotel industry!
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INTERVIEW: RADE SAMCEVIC,
FOUNDER AND MANAGER AT HT AGENCY

desto ,,pitanje za milion dolara“ Jedan od retkih uspesnih

i u hotelskom biznisu dobro pozicioniranih konsultanata
- Rade Samcevi¢, vec ¢itavu deceniju dokazuje da je poslovnu viziju
gotovo nemoguce realizovati na pravi nacin bez stru¢ne pomoci
konsultanta. Ne zato $to investitor ne zna kako da to uradji, istice,
vec zato §to, uz struénu pomoc¢, moze da izbegne sve one greske
koje mozda nisu odmah vidljive ali na kraju najcesce skupo kostaju
i ¢esto ih je nemoguce ispraviti.

D ali konsultanti Stede ili tro$e novac investitora i danas je

OD STUDENTA MASINSTVA DO HOTELLERA | KONSULTANTA

- Posao konsultanata je zaista veoma vazan, jer pomazu investi-
torima da sagledaju svoju viziju i da tu viziju realizuju - kaze
Samcevi¢. - On podrazumeva tehnicku saradnju sa arhitektama,
uz gradnju objekta, ili vezano za unapredenje poslovanja ve¢
postojecih objekata, a u sklopu toga je i edukacija zaposlenih i
menadzmenta. Ja sam pre desetak godina osnovao svoju agenci-
ju za konsalting i menadzment, a poslednje dve godine saradujem
sa jednim internacionalnim brendom, na upravljanju njihovim
objektima Sirom sveta. Inace, studirao sam masinstvo i ni sanjao
nisam da ¢u se baviti konsultantskim poslom. U hotel, koji pripada
jednom poznatom hotelskom lancu, usao sam jos 1989. godine i
to kao sobar. Omoguceno mi je da u¢im i napredujem, a posle 15
godina rada u hotelijerstvu, krenuo sam da stvaram sopstvenu pricu.
Te 2009. godine nije bilo previse konsultantskih kuca, bilo je to nesto
novo. Radio sam kao operativni direktor za jednu Greku kompaniju.
Moj zadatak je bio da otvaramo hotele i da postavljamo operativne
sisteme rada, pa kad zavr§imo, prelazimo na druge njihove
projekte. Medutim, krajem 2008. godine pocinje ekonomska kriza,
vlasnici kompanije resavaju da uspore tempo razvoja a ja sam
odlucio da po¢nem samostalno.

« Bio je to tada hrabar potez?

- Kad sam ve¢ radio za nekoga, pomislio sam, zasto ne bih radio
za sebe, jer se ve¢ otvaralo dosta hotela u svetu i regionu. Tada sam
sebi zadao zadatak da uc¢im i da sticem znanje u raznim tipovi-
ma hotela, posto sam do tada radio samo u gradskim hotelima.
Shvatio sam da moram da radim i sa banjskim i sa planinskim
hotelima, odnosno sa onim hotelima koji postoje na ovom
trzistu. Uzgred, i sre¢a mi se osmehnula: ljudi su prepoznali moj
kvalitet i potencijal i, evo, uspeo sam da ostvarim svoje ciljeve.

SARADNJA SA,,TURISTICKIM SVETOM”
« Secate li se svog prvog posla?

- Moj prvi posao je bio rad na konceptu hotela u centru Beograda,
za Drakuli¢ev ,,Ist point” Napravio sam fizibiliti studiju i biznis plan
isplativosti objekta i komentari su bili odli¢ni, $to mi je bila dobra
preporuka. Nisam se reklamirao, ve¢ se trudio da $to bolje
odradim svaki posao i da me posle preporuce. To je najteZi i naj-
sporiji vid promocije ali najsigurniji. Jedan od najznacajnih vidova
moje promocije je bila i saradnja sa ,,Turistickim svetom” na nji-
hovom projektu Foruma hotelijera. Ljiljana Rebronja je bila na
pocetku, ali sam video da ima viziju i da se Forum hotelijera razlikuje
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investors' money often is ,the million dollar question”. One of

the few successful and well-positioned consultants in the hotel
business — Rade Samcevi¢, has been proving for almost a decade
that a business vision is almost impossible to implement in the right
way without the expert assistance of the consultant. Not because
the investor does not know how to do that, he points out, but
because, with expert help, he can avoid all those mistakes that may
not be immediately visible, but in the end they are often costly and
impossible to correct.

—I—he dilemma of whether the consultants save or spend

FROM A MECHANICAL ENGINEERING STUDENT TO A HOTELIER AND CONSULTANT

- The work of a consultant is really very important, because they help
investors see their vision and realize it — says Samcevi¢. — It means
technical cooperation with architects on the construction of the
facility, or it is related to the improvement of the business of already
existing facilities, and within that there is education of employees
and management. | founded my agency for consulting and
management a decade ago, and in the last two years | have been
working with an international brand to manage their facilities
around the world. | studied mechanical engineering and | never
dreamed of becoming business consultant. In the hotel, which
belongs to a well-known hotel chain, | entered in 1989 as a
housekeeper. | was enabled to learn and progress, and after 15 years
of working in hospitality, | started to create my own story. In 2009,
there were not too many consulting companies, it was something
new. | worked as an operational manager at a Greek company. My
job was to open hotels and to set up operating systems, and then to
switch to other projects. However, at the end of 2008, the economic
crisis began, the owners of the company decided to slow down the
pace of development and | decided to start on my own.

- It was then a brave move?

—When | was already working for someone, | thought, why not work
for myself, as many hotels in the world and the region were being
opened at the time. Then | set myself the task of learning and
acquiring knowledge in various types of hotels, since | worked only
at city hotels at that time. | realized that | have to work with spa and
mountain hotels, that is, with those hotels that exist in this market. By
the way, | was lucky: people recognized my quality and potential
and, here, | have managed to achieve my goals.

COOPERATION WITH THE ,, TURISTICKI SVET"
- Do you remember your first job?

- My first job was working on the concept of a hotel in the centre of
Belgrade, for Drakuli¢’s East Point company. | made a feasibility study
and a business plan of cost-effectiveness of the building and
comments were excellent, which was a good recommendation for
me. | hadn't advertised, for | had tried to work as best as possible so
they could recommend me afterwards. It's the hardest and slowest
form of promotion, but at the same time the safest. One of the most
important aspects of my promotion had been the cooperation with
the Turisticki svet” on their project of the Forum of Hoteliers. Ljiljana
Rebronja had just started, but | saw that she had a vision and that the
Forum of Hoteliers was different from all similar events. From the
second, third Forum | wanted to participate as a lecturer or
moderator. So | tried to best present myself and the event. The forum
was my partner that allowed me to show everything | know and can
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INTERVJU: RADE SAMCEVIC, OSNIVAC | DIREKTOR AGENCIJE HT

od svih sli¢nih skupova. Ve¢ od drugog, tre¢eg Foruma Zeleo sam
da uéestvujem kao predava¢ ili moderator. Tako sam se trudio da
na najbolji na¢in prezentujem sebe i dogadaj. Forum je bio moj
partner koji mi je omogucio da pokazem sve $to znam i mogu u
ovom poslu. Vise od 90 odsto ucesnika Foruma, su moji bivsi kli-
jenti. To me ohrabrilo da napigem i svoju prvu knjigu - ,,5ta je to
recepcija?®, u izdanju ,Gastro printa“ (danas Turistickog Sveta).
Na nasu zalost a na moju sre¢u, bio je to prvi stru¢ni priru¢nik koji
se bavi problemima recepcijskog poslovanja. U to vreme sam, sa
Vi$om hotelijerskom skolom i pokojnim profesorom Sforcanom,
intenzivno radio na uvodenju novih standarda, vezano za rad
recepcije i hotelskog domadinstva.

« Radili ste uglavnom u Srbiji?

- U pocetku da, ali nisam Zeleo da se zadrzim samo u Srbiji, ¢ak
ni u regionu. Zeleo sam - svet. Jo$ 2010. godine sklopio sam ugo-
vor sa kompanijom iz Emirata, koja se bavi nekretninama i u port-
foliju ima veliki broj hotela. Postao sam njihov zvani¢ni agent za
konsalting i ,,regrutaciju” kadrova iz ovog regiona, tako da su mno-
gi ljudi odlazili tamo, radili, sticali nova znanja i potom ta znanja
po povratku prenosili ovde. Pre dve godine smo kolega i ja iz Srbije,
sa kompanijom iz Abu Dabija postali glavni (headofficer) za njihov
brend. Sad imamo u portfoliju Sest hotela, dok progle godine nismo
imali ni jedan. Siguran sam da ¢e ih biti i viSe.

Inace, u Srbiji trenutno radim sa privatizovanim hotelom ,,Sunce”
u Sokobanji. Taj hotel bi trebalo da bude otvoren ove godine. Bi¢e
to najluksuzniji hotel u Sokobanyji, koja zasluzuje da kona¢no dobije
jedan takav objekat. Saradnja sa drugim hotelima u regionu je
vezana za edukaciju zaposlenih i mendZzmenta.

o Zanimljivo bi bilo saznati: da li viasnici hotela hoce da vas slusaju?
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do in this business. More than 90 percent of Forum participants are
my former clients. It encouraged me to write my first book - “What is
a hotel front desk?’, published by, Gastro print” (today Turisticki Svet).
Unfortunately for others, but fortunately for me, it was the first
professional manual dealing with the problems of hotel front desk
operations. At that time, | have been working with the Collage of
Hotel Management in Belgrade and the late Professor Sforcan on the
introduction of new standards in relation to the work of hotel’s front
desk and housekeeping departments.

- You worked mostly in Serbia?

- In the beginning yes, but | didn’t want to stay in Serbia, even in the
region. | wanted - the world. In 2010, | signed a contract with a
company from Emirates, which deals with real estate, and has in the
portfolio many hotels. | became their official agent for consulting
and "recruiting” staff from this region, so many people had gone
there, worked, gained new knowledge and then had transferred this
knowledge upon returning here. Two years ago, my colleague from
Serbia and myself, became head-officers for the brand of a company
from Abu Dhabi. Now we have six hotels in the portfolio, while last
year we did not have any. I'm sure there will be more.

Apart from that, | am currently working with recently privately
owned hotel“Sunce”in Sokobanja in Serbia. This hotel was supposed
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to be opened this year. It will be the most luxurious hotel in
Sokobanja, which deserves to finally get such a facility. The
cooperation with other hotels in the region is related to the
education of employees and management.

- It would be interesting to know: are hotel owners willing to listen to
you?

- Not everyone will hire you, but there is a rule that people, who
are serious in their work, look at it in the same way. People who



- Nece da vas angazuje svako, ali postoji zakonitost da ljudi koji
su ozbiljni u svom poslu, tako i shvataju posao. Ljudi koji su obra-
zovani, svesni su da im treba stru¢njak za poslove za koje oni nisu
stru¢ni. Nazalost, oni drugi ne traze pomoc¢, ne samo moju, ve¢
niciju, jer misle da sve znaju. Oni uspe$ni, da bi bili jo$ uspesniji,
moraju da rade sa nekim ko zna kako se ,,pravi“ uspeh. Konsul-
tanti nisu ti koji uzimaju novac, ve¢ oni koji ga stede, koji ¢e pomoci
investitoru da ne napravi greske koje ga mogu skupo kostati. Zato
ozbiljni hotelski lanci imaju standarde da za odredene pozicije i
delove posla moraju da angazuju konsultatnte. Jer, da bi se
napravio jedan dobar hotel, treba uloziti mnogo rada, truda i novca,
ine sme da bude propusta. Mogu da kazem da i u Srbiji, najuspesniji
hoteli rade po svetskim standardima. Jedan od njih je i ,,Grand Hotel
Tornik“ u kojem sam, moram da priznam, ja radio obuku
kadrova.

NA sVETSKOJ CENI - POPUT NOVAKA P OKOVICA
« To znaci da nismo losiji od sveta?

— Nismo ni malo losiji. Kad dodete u Italiju, Meksiko ili bilo gde
u svetu i kazete da ste iz Srbije, prva pomisao im je: ,,Kakva Srbi-
ja, kakav je njihov turizam?”, ali taj $ok traje relativno kratko.
Nazalost, mi moramo mnogo vise da se dokazujemo. Zasto je
Novak Dokovi¢ na vrhu? Jer je velikim radom dokazao da Srbi
mogu budu medu najboljima u svetu. Da bi to uradio, za razliku
od drugih tenisera, morao je da bude fenomenalan, da nau¢i neko-
liko jezika, da nema nijednu gresku, da ima odli¢an PR... Mi u svetu
moramo da budemo isto tako vrhunski, na nivou Novaka
Dokovica, koji nam je veliki uzor. Ali isto tako, kad ubedite svet
da ste bolji od drugih, oni e vas prihvatiti i viSe niste ,,neki Srbi
sa Balkana’, ve¢ elitni stru¢njaci sa kojima se i oni ponose.

=

Vi

PPN

v
iy
» P
l{ @

are educated are aware that they need an expert for jobs for
which they are not professional. Unfortunately, the others don't
ask for help, not just mine, but nobody’s, because they think
they know everything. Those who are successful, in order to
become more successful, need to work with someone who
knows how to "make" a success. Consultants are not those who
take money, but those who save it, which will help investors not
to make mistakes that could cost a lot. Therefore, serious hotel
chains have the standards to engage consultants for certain
positions and parts of the business. In order to create a good
hotel, there should be invested a lot of work, effort and money,
and there should not be any omissions. | can say that in Serbia,
the most successful hotels are working according to world
standards. One of them is “Grand Hotel Tornik” where, | must
admit, | have been training the staff.

WORLD-RENOWNED - LIKE NOVAK Dokovi¢
- This means that we are not worse than the rest of the world?

- Not even a little. When you come to Italy, Mexico or anywhere in
the world and say that you are from Serbia, their first thought is:
What Serbia, what is their tourism like?’, but that shock lasts rela-
tively short. Unfortunately, we must prove ourselves much more.
Why is Novak Pokovi¢ at the top? Because with great work he
proved that the Serbs can be among the best in the world. In order
to do that, unlike other tennis players, he had to be phenomenal, to
learn several languages, to make no mistakes, to have an excellent
PR... We have to be phenomenal in the world just like Novak Bokovi¢
is, who is our great role model. But at the same time, when you con-
vince the world that you are better than others, they will accept you
and you are no longer "some Serbs from the Balkans', but elite
experts they are proud of.

Author: D.K. —.
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INTERVJU: PREDRAG PEROVIC, GENERALNI DIREKTOR FIRME PROSOFT SISTEM, BEOGRAD

Pré Soft

PROFESSIONAL SOFTWARE

MODERAN SOFTER,
NAJBOLJI PARTNER HOTELIJERA

Na trzistu Srbije ProSoft Sistem aktivan je duze od 20 godina, a od nedavno je vrlo uspesno prosirio svoje aktivnostii na Crnu Goru i
BiH. Nude sopstveni, potpuno domaci proizvod, prilagoden propisima zemalja u kojima rade, sa stru¢nom podrskom tokom citave
nedelje i to od 00 do 24h. Za korisnike svojih usluga predstavljaju snaznu logistiku i pouzdanog partnera koji je spreman da u svakom
trenutku klijentu pruziti kvalitetnu uslugu. Generalni drektor Predrag Perovi¢, koji je zajedno sa Brankom Radosavljevicem, izvrén-
im direktorom, osnovao ProSoft, istice da trenutno pokrivaju gotovo 25 odsto hotelskih objekata u Srbiji, Sto ProSoft Sistem cini lid-
erom u oblasti softverskih resenja za hotelsku i restoransku industriju. Pitali smo ga: 3ta je dobar softver, kakva reSenja ProSoft nudi
svojim klijentima, koji su njihovi najvazniji proizvodi, po ¢emu se razlikuju od drugih, a evo i $ta smo saznali.

| | !#

i

M BBl SO
PARTNER OF HOTELIERS

ProSoft Sistem have been present for over 20 years throughout Serbia, a recently it has successfully expended operations to
Montenegro and Bosnia and Herzegovina. The company offers software solutions that it wholly develops, in accordance with all the
legislative regulations of countries that they work in, with 24/7 customer support. To the customers, the company is a solid and trust-
worthy partner, able to provide them with quality assistance and service. Predrag Perovi¢, a GM, who founded ProSoft together with
Branko Radosavljevi¢, an executive manager, emphasizes that currently they cover almost 25 percent of hotel facilities in Serbia,
which makes ProSoft System the leader in software solutions for hotel and restaurant industries. We asked him: what does good
software look like, what kind of solutions does ProSoft offer to its customers, what are their most important products, what distin-
guishes them from others, and here's what we found out.
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INTERVIEW: PREDRAG PEROVIC, GENERAL MANAGER AT

PROSOFT SISTEM, BELGRADE

- Softver mora da bude dovoljno fleksibilan i brzo prilagodljiv
kvalitetnim zahtevima klijenta i njegovog gosta. Tu je i jedna od
nasih prednosti - prepoznavanje potreba klijenta i blagovremena
reakcija na svaki zahtev. Moderan softver nudi razna resenja, koja
podrazumevaju:

« Stabilnost proizvoda, $to je jedan od osnovnih preduslova, bez
tolerancije na bitnije zastoje u radu. Nas softver, s ponosom
isti¢em, u ovom momentu radi u vi$e od 100 hotela bez zastoja;

o Kvalitetnu i pravovremenu korisnicku podrsku, koja podize
i funkcionalnost samog softvera. Nasi stru¢njaci, sa iskustvom
u hotelijerstvu, predstavljaju garant kvalitetnog treninga osoblja,
kao i kasnije konsultantsko-tehnicke podrske.

A nas$i najznacajniji proizvodi za hotelsku industriju su:

« Poslovni Navigator - sveobuhvatni knjigovodstveni softver
povezan sa svim ProSoft aplikacijama, dodatno prosiren
specifi¢nostima ugostiteljstva

« Room Expert - aplikacija na-
menjena sektoru soba;

« Bar Expert - kompletno poslo-
vanje F&B sektora;

« Spa Expert - napredni wellness
softver i

o ProSoft GO! - android apli-
kacija za mobilne uredaje koja
omogucava pregled raspolo-
zivih informacija u realnom
vremenu;

Sa ovih pet softvera pokriveni su
svi klju¢ni segmenti hotelske in-
dustrije.

o Sta je sustina sistema Room
Expert? Zbog cega je on na nasem
tristu najprihvatljiviji sistem za re-
cepcijsko poslovanje?

- Vrlo smo ponosni na ,,Room
Expert®, savremenu aplikaciju
koja pokriva sve funkcionalnos-
ti jednog hotela, ali i Sire. Klijenti
s puno prava mnogo o¢ekuju od ove aplikacije. Njegova osnovna
prednost je duboka integrisanost sa svim hotelskim sistemima, kao
ijednostavnost upotrebe. Dodatno, moze se integrisati sa raznim
drugim hotelskim i vanhotelskim sistemima, ukljucujudi i online
rezervacione sisteme.

o IstraZivanja pokazuju da je visoko zadovoljstvo klijenata vasim
uslugama u stalnom porastu. Sta je vas recept za uspeh? Koja je vasa
poslovna filozofija?

- Nasi klijenti su u osnovi nasi partneri. Oni nam postavljaju nove
zahteve, daju pozitivne kritike, a ujedno nas hvale i preporucuju
drugima. Neprestano pratimo potrebe hotelskih menadzera,
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- Software needs to be flexible and versatile enough to answer any
requests that our clients and their customers might have. Therein lies
one of our greatest strengths - we are able to fulfil our clients' needs
and address them accordingly. Modern software needs to offer
many solutions, including:

- Software stability, which is a basis, followed with zero tolerance
when it comes to crucial issues. I'm proud to say that our software,
at the moment, is running in over a 100 hotels, with no glitches;

- High quality, timely customer support, hence raising the software
quality. Our team of experts, with significant experience in hotel
management, stands as a guarantee of a highly trained staff, which
is at customer’s service as a consulting support.

And our most important products for the hotel industry are:

- Business Navigator - wholesome bookkeeping software directly
linked to all other ProSoft apps, additionally enriched with any
specific service industry needs.

- Room Expert - application
designed for the room division
department;

- Bar Expert - a complete and
comprehensive F&B services;

- Spa Expert - advanced well-
ness software and

« ProSoft GO! - mobile applica-
tion for android devices, provid-
ing real time reporting;

With this five software all key
aspects of the hotel industry are
covered.

« What is the essence of the Room
Expert system? What makes it the
most acceptable system for the
room division department, on out
market?

- We are extremely proud of our
Room Expert application which
is able to manage all that a hotel
might need, and even more.
Our clients expect much from
this application, and rightly so. The key is in its deep and trusty
coverage of all hotel systems, as well as its user friendliness.
Furthermore, it is easily integrated into many other hotel systems,
including the online reservation ones.

« Researches also show that high customer satisfaction is constantly
increasing. What is your recipe for success? What is your business
philosophy?

- We see our clients as our partners. They provide us with new
exciting requests, provide feedback, and go on recommending us to
others. We relentlessly try and stay on top of any hotel management
needs, simplifying day-to-day accounting chores and strengthen
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INTERVJU: PREDRAG PEROVIC, GENERALNI DIREKTOR FIRME PROSOFT SISTEM, BEOGRAD

pojednostavljujemo svakodnevni posao knjigovodstvu i
udvrséujemo poslovne procese. Dokaz dobrog odnosa sa kli-
jentima je i uspeSno organizovan Partners Day, uz prisustvo
velikog broja klijenata, koji su sam dogadaj, ali i saradnju
uopsteno, ocenili najviSom ocenom. Potvrda kvaliteta stigla
je nedavno i od strane stru¢ne javnosti, u vidu priznanja
»Ambasadori dobre usluge 2018 - u kategoriji: Partner
hotelske industrije.

o Kakvi su vasi planovi za buducénost? Gde vidite ProSoft za 10, 20
godina?

- ProSoft je kombinacija IT stru¢njaka (programera i sistem
administratora) i iskusnih konsultanata. Za takav tim
profesionalaca nema prepreka, pa ocekujem da i ubuduce
zadrzimo visoki ugled koji smo stekli i opravdamo priznanje koje
smo dobili. To je velika obaveza, ali i ponos svih u ProSoft-u.
Dugoroc¢ni cilj je pracenje trendova u hotelijerstvu i IT industriji,
zadrzavanje trzi$ne pozicije i otvaranje prema drugim trziStima
u regionu. Puno smo ve¢ ostvarili na tom planu, jer su klijenti
prepoznali kvalitet i iskren partnerski odnos, bez agresivnog
marketinga. Klju¢ je ime koje se vezuje za pouzdanost, strucnost
i celovitost softverskih resenja koja nudimo.
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business processes. As a token of our delightful relationship with our
clients we successfully organized Partners Day event, having a
tremendous amount of clients present, giving us marks of excellence.
Further recognition came from the professional community in form
of the 2018's Ambassadors of Quality Service Award — in the category
of: Hotel Industry Partner.

« What are your plans for the future? Where do you see ProSoft in 10, 20
years from now?

- ProSoft is a combination of IT experts (Admin and software
development teams) and seasoned consultants. Such a team knows
no boundaries, so | expect that in the future we try and keep the high
standard and reputation that we made for ourselves and justify the
recognition we have received. It is a commitment, but also a great
pride to all of us in ProSoft.

In the long-term, we plan to keep the pace with developing Hotel and
IT industry, keeping the position we established in the market and
trying out for the markets in the region. We have already accom-
plished so much in that field, given the fact that our clients did rec-
ognize the quality and trustful partner relations, without any aggres-
sive marketing strategies. The key is the name that is associated with
reliability, expertise and wholesomeness of our software solutions.

Author: Ljiljana Rebronja
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,MANDARIN ORIENTAL":

HOTELSKA IKONA BARSELONE

Smesten u pos aveniji,Passeig de Gracia’, u srcu arhitek-
ture Antonija Gaudija, luksuzni hotel,,Mandarin Oriental’,
sa svojih 98 soba, odise savrSenom elegancijom i Sikom,
i nudi mnogo razloga zbog kojih ga njegovi redovni gosti
iz sveta poznatih svrstavaju u red najboljih svetskih
hotela.,Turisti¢ki Svet” imao je tu privilegiju da ih otkrije
i iz prve ruke sazna zbog Cega je ,Mandarin Oriental”
unikatna hotelska ikona Barselone.

je od onih hotela kojima ve¢ sama lokacija obezbeduje

snaznu konkurentsku prednost. To $to se nalazi ,,na
pravom” mestu - na korak od slavne kuce ,,La Pedrera“i vis a vis
kuce ,,Batll6“ arhitekte Antonija Gaudija, na najboljem mestu u
Barseloni, prema re¢cima Monike Homedes, iz press sluzbe ovog
hotela, jedan je od vaznih razloga za uspeh. Ako se neko i pita $ta
je smisao hotelijerske definicije uspeha, koja glasi: lokacija,
lokacija i lokacija, u hotelu ,,Mandarin Oriental razresice sve dileme.

U hotel se ulazi direktno s trotoara, preko dramati¢ne rampe koja
sece vazdusasti beli atrijum i vodi do nevelike recepcije i foajea,
oplemenjenog udobnim namestajem i mekim materijalima.

H otel ,Mandarin Oriental“ u Barseloni, sa 5 zvezdica, jedan

ZEN 21. VEKA
- Hvala Patriciji Urkioli - kaze Monika Homedes. - Dizajn ove talen-
tovane enterijeristkinje, protkan mavarskim nasledem svetla i senki,
li¢i na zen 21. veka.
*.. . Patricija Urkiola poznata je kao izuzetno plodan dizajner.
Generalno, njen dizajn hotela ukazuje na kosmopolit-
ski karakter mediteranske Barselone. Linearna

BARCELONA'S
HOTEL ICON

Situated in the posh Passeig de Gracia avenue, in the heart of
Antoni Gaudi’s architecture, the luxury Mandarin Oriental Ho-
tel with 98 rooms, exudes elegance and chic, and offers many
reasons to be among the best hotels in the world according
toits loyal celebrity guests. Turisticki Svet had the privilege to
discover these reasons and to find out why the Mandarin Ori-
ental is a unique hotel icon of Barcelona.

of those hotels whose location secures strong competitive
advantage. Being “in the right” place - just a few steps away
from the famous La Pedrera house and across the Batllé house of the
architect Antoni Gaudi, in the best place in Barcelona, is, according
to Monica Homedes, employed at the hotel’s press office, one of the
important reasons for success. If anybody questions the meaning of
the hotel’s definition of success: location, location and location,

he will dismiss all doubts in the Mandarin Oriental.

I I otel Mandarin Oriental in Barcelona, a five stars hotel, is one

You enter the hotel directly from the sidewalk, through a
dramatic ramp that cuts the airy white atrium and leads to

a small front desk and a lobby, enriched with comfortable
furniture and soft materials.




jednostavnost zgrade, koja je nekad bila banka, upotpunjena je
¢istim i uravnotezenim dizajnom. Tavanice je ukrasila, postavila
rukom tkane tepihe, uklopila raspored i dizajn namestaja. Goto-
vo sve delove namestaja dizajnirala je ili adaptirala za hotel upotre-
bivsi poznata imena iz sveta dizajna, kao $to su: "B&B", "De Pado-
va", "Flos" i "Moroso": od skandinavskih fotelja u restoranu "Mo-
ments", sofe u foajeu adaptirane u tradicionalnom stilu cesterfild,
tartan tepiha - podsecanje na dzentlmenske klubove prohujalih
vremena, do u potpunosti obnovljenog francuskog gvozdenog stola
s pocetka XX veka, koji je centralna tacka restorana "Blanc" (Beo).

Sobe, kojih ima 98, u nijansama su bele i bez boje, sa avan-
gardnim namestajem i orijentalnim detaljima, kao §to su ve-
liki ekrani i plakari inspirisani tradicionalnim kineskim $kri-
njama. Podovi su od svetlog mahagonija, prekriveni tepisima
tople bez boje, dok su prostrana kupatila, ukrasena mozaicima
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ZEN OF THE 21ST CENTURY

- We are grateful to Patricia Urquiola — says Monica Homedes. - The
design of this talented interior designer, inwrought with the Moorish
heritage of light and shadows, looks like a Zen of the 21st century.

Patricia Urquiola is known as a very prolific designer. In general, the ho-
tel design shows the cosmopolitan character of Mediterranean
Barcelona. Linear simplicity of the building, which was previously used
as a bank, is complemented by clear and balanced design. She decorated
the ceiling, placed hand-woven carpets, and fitted the layout and de-
sign of the furniture. She designed almost every piece of the furniture
or she altered it for the hotel using famous names from the design world,
like: B&B, De Padova, Flos and Moroso: from the Scandinavian armchairs
in the Moments restaurant, the sofa in the lobby restored in the Chester-
field traditional style, tartan carpets — as a reminder of gentlemen'’s clubs
of bygone times, to the completely restored French iron table from the
beginning of the 20th century, which is the central point of the Blanc
restaurant.
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"Mutina" i "Bisazza", napravljena kao magi¢ne kutije od
raznobojnog stakla.

SKRIVENO BLAGO: VISECI “V/RT MIMOZE”

Svetlo dolazi kroz siroke otvore iznad restorana "Blanc” i foajea koji
se nalazi na donjem nivou u samom srcu zgrade. "Banker's Bar"
(Bankarski bar), ¢iji enterijer podseca na bivse sefove banke, i
restoran "Moments" s katalonskom hranom, smesteni su u
mezaninu sa obe strane restorana "Blanc".

Iznad ove strukture, u unutrasnjem dvoristu, nalazi se "viseci
vrt" prepun so¢ne vegetacije. Poznat je pod imenom "Vrt mi-
moze" i jedno je od skrivenih blaga Barselone. Pejzazna
arhitektica Bet Figueras, u saradnji s Patricijom Urkiolom,
ukrasila je ovaj neobi¢an prostor. Vrt veli¢ine 660 kvadrata,
sjajno je integrisan u zgradu. Kolorativne mimoze i druge biljke
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All 98 rooms are decorated in the shades of white and beige colours,
with the avant-garde furniture and oriental details, like big screens
and closets inspired by the traditional Chinese chests. The floors are
made of the light mahogany, covered with carpets of warm beige
colour, while spacious bathrooms, decorated with the "Mutina" and
the "Bisazza" mosaics, resemble magic boxes made of colourful glass.

HIDDEN TREASURE: HANGING “MIMOSA GARDEN”

The light passes through the wide openings above the Blanc
restaurant and the lobby located at the lower lever in the very heart
of the building. Banker's Bar whose interior resembles former bank
safes, and the Moments restaurant offering Catalonia cuisine, are lo-
cated in mezzanine in the both sides of the Blanc restaurant.

Above this structure, in the inner garden, there is a "hanging garden"
full of succulent vegetation. It is known as the "Mimosa Garden" and
is one of the hidden treasures of Barcelona. Bet Figueras, a landscape




okruzuju Urkioline specijalno dizajnirane fotelje od
pruca.

Wellness je dizajniran u minimalistickom maniru. Detalji
od toplog drveta, crne tavanice, beli podovi i beli kamen
dominiraju. Metalne zavese vode gosta u svaki od osam
prostranih i udobnih prostora za tretmane. U delu u ko-
jem se nalazi bazen, Siroka pregrada od zelenog malahi-
ta skriva tursko kupatilo.

Hotel ,,Mandarin Oriental, koji pripada poznatoj is-
toimenoj hotelskoj grupi, definitivno je sjajan miks
Klasi¢nog stila, savremenog dizajna i luksuza hotela s pet
zvezdica, zbog Cega je, sasvim logi¢no, jedan od na-
jomiljenijih hotela svetskog dzet seta u Barseloni.

Jelena Kali¢anin

www.turistickisvet.com

architect, in cooperation with Patricia Urquiola, decorated this unusual space.
The garden of 660 square meters, is well integrated in the building. Colourful
mimosas and other plants surround Urquiola’s specially designed wicker
armchairs.

The wellness centre is designed in minimalist manner. The warm wooden
details, black ceilings, white floors and white stone are dominant. The metal
curtains lead guests to each of the eight spacious and comfortable treatments
areas. In the area in which there is a pool, wide barrier made of green malachite
hides the Turkish bath.

Mandarin Oriental Hotel, which belongs to the hotel group of the same name,
is definitely a great mixture of classic style, modern design and luxurious five
stars hotel, making this hotel one of most favourite Barcelona’s hotels of the
world’s jet-set.

Jelena Kali¢anin
www.mandarinoriental.com/barcelona
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NOVA ZVEZDA BEOGRADSKOG HOTELIJERSTVA

hoda do glavne pesacke zone, nedavno je otvoren novi, savremeni ho-

tel - Amsterdam. Ovo luksuzno hotelsko zdanje sa 4 zvezdice ima u svom
sastavu 41 elegantno opremljenu, klimatizovanu sobu, a prava atrakcija je komforni
predsednicki apartman sa panoramskim pogledom na Beograd na vodi.

Unajuiem centru Beograda, u Jug Bogdanovoj ulici, na samo par minuta

Uz dva elegantna restorana, od kojih je jedan na vrhu hotela — Roof top, a dru-
gi — Market, specijalizovan za nacionalnu kuhinju Srbije, tu je i lobi bar, luk-
suzni spa centar, konferencijska sala, Wi-Fi mreza i parking sa 20 parking mesta
- sve ono $to poslovnom coveku ili turisti treba u jednom gradu. Zahvaljujuci
dobroj saradnji sa jednom uglednom stomatoloskom ordinacijom, njihovi gosti
mogu da koriste i sve vrste dentalnih usluga.

Udobnost i komfor objekta koji miri$e na novo, plus izuzetno ljubazno i veoma
profesionalno osoblje, ¢ine hotel Amsterdam pravim izborom za sve goste
Beograda.
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THE NEW STAR OF BELGRADE'S HOTEL SCENE www.hotelamsterdam.rs

AMSTERDAM

walk away from the main pedestrian zone, recently opened a new,

modern hotel - Amsterdam. This luxurious 4-star hotel complex has
41 elegantly equipped, air-conditioned rooms, and the real attraction
is a comfortable Presidential Suite with panoramic view of Belgrade
Waterfront.

Besides two elegant restaurants, one of them at the top of the hotel -
Roof top, and the other — Market, specialized in national Serbian cuisine,
there are also a lobby bar, luxury spa, conference room, Wi-Fi network
and parking with 20 parking spaces — everything that a business man
or a tourist needs in one city. Thanks to the good cooperation with a re-
putable dental office, their guests can use all kinds of dental services.

I n the very centre of Belgrade, in Jug Bogdanova Street, just a few-minute

The cosiness and comfort of the facility that smells of new, plus
exceptionally friendly and very professional staff make Hotel Amsterdam
the right choice for all guests of Belgrade.

decembar 2018/ januar 2019 TURISTICKI SVET 90105




HoTeLski DizaJN: NOVI TIP SAVREMENIH HOTELA

L RASUTI HOTELI"

Ako analiziramo tipologiju hotela,
otkricemo da su tipovi hotela isti gotovo
Citav vek. Pitanje je: da li je u eri postmo-
dernog turizma, klijentima potrebno
ponuditi nesto vise i drugacije u pro-
stornom i organizacionom smislu? Da li u
vreme kada je putovanje postalo deo  life-
style”-a, postoji potreba korisnika da osete
autenti¢nost mesta u kome borave i nje-
govu atmosferu? Mozda je jedno od
resenja da hotelijeri, osim smestaja
takt, ili integraciju sa lokalnim. Model
difuznog - rasutog hotela, moze predstav-
ljati jedno od redenja.

If we analyze the typology of hotels, we will discover that the 11
hotel types have remained the same for almost a century. Is it C ATTE R E D /—/ O TE LS

in the era of postmodern tourism that hotels need to offer J)
clients something more and different in spatial and orga-
nizational terms? At the time when the journey became

part of the "life-style", does a user need to feel the i
authenticity of the place in which he resides and its
atmosphere? Perhaps one of the solutions is that -
hoteliers, apart from the accommodation, should
offer the experience of the site and tangible < asas
contact, or integration with the local, as well. The

model of diffused - scattered hotel could be - i i -
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one of the solutions. [
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HOTEL DESIGN: THE NEW TYPE OF MODERN HOTELS

koji su organizovani u vise objekata u jednom gradu ili selu,
a pesackoj distanci, i imaju zajednicki menadzment i
zajednicke sadrzaje. Struktura difuznog hotela razvija se po hori-
zontali, ne po vertikali, kao $to smo navikli u tradicionalnim hote-
lima. Ovakav model hotela je primenljiv u danas$nje vreme i zbog
mogucnosti koje pruzaju savremene digitalne tehnologija, u
smislu oglasavanja, ali i povezivanja, razmene informacija i kon-
trole objekata.

R:suti hoteli, u krajnje pojednostavljenom znacenju, jesu hoteli

CILJ: REVITALIZACIJA NAPUSTENIH GRADSKIH ILI SEOSKIH PODRUCJA
Sam termin ,,rasuti hoteli®, ili originalno ,,Albergo Diffuso nas-
tao je 1980-tih godina u Italiji. U engleskom jeziku naziv ovakvog
tipa hotela je “scattered hotel’, $to u bukvalnom prevodu znaci -
rasuti hotel ili rasprseni hotel.

Osnovni cilj formiranja ovakvog smestajnog objekta jeste da po-
mogne revitalizaciju napustenih gradi¢a, devastiranih gradskih jez-
gara ili napustenih seoskih podrugja, u prostornom, demografskom
i ekonomskom smislu. U $irem tumacenju, svaki objekat u
gradskom jezgru ili seoskom podruéju koji je napusten ili pred-
stavlja prostorno-funkcionalni vis$ak moze postati deo “rasutog
hotela” ukoliko zadovolji odredene kriterijume.

Italijanska asocijacija disperzivnih hotela daje sledece preporuke:
smestajne jedinice treba da se nalaze na najviSe 300 m udaljenosti
od javnih sadrzaja hotela (ve¢ pomenuta pesacka distanca);
menadzment i recepcija su jedinstveni (¢ak i ako vlasni$tvo nije),
recepcija i osoblje mora biti dostupno najmanje 14 sati dnevno;
sobe moraju da budu komforne i prema standardima, ali u kon-
tekstu i duhu lokalnog; hotel mora da podrzava zdravo okruze-
nje uz promociju sporta, rekreacije i kulturnih aktivnosti; infor-
mativni materijali vezani za turisticku ponudu grada i okoline tre-
ba da se distribuiraju u smestajnim jedinicama; deo ponude
ukljucuje i dorucak u sklopu hotela, dok ostali obroci mogu da budu

www.turistickisvet.com

are organized in several buildings in one town or village, on a pedes-

trian distance, and have joint management and common
facilities. The structure of these hotels develops horizontally, not
vertically, as we are accustomed to in traditional hotels. This model of
the hotel is applicable today for the possibilities offered by modern digital
technology, in terms of advertising, but also of connection, information
exchange and object control.

S cattered hotels, in an extremely simplified sense, are hotels that

THE GOAL: REVITALIZATION OF ABANDONED URBAN OR RURAL AREAS

The term,scattered hotels’, or in original “Albergo Diffuso” originates
from 1980s from Italy. In English language these type of hotel is called
“scattered hotel"

The basic goal of forming such an accommodation is to help revitalize
abandoned towns, devastated city cores or abandoned rural areas, in
spatial, demographic and economic terms. In a wider sense, any object
in a city core or a rural area that is abandoned or a spatial-functional
surplus can become part of a“scattered hotel”if it meets certain criteria.

The Italian Association of Scattered Hotels gives the following
recommendations: accommodation units should be located at a
maximum of 300 m away from the hotel's public facilities (already
mentioned walking distance); management and reception are the one
(even if the ownership is not), the reception and staff must be available
at least 14 hours a day; rooms must be comfortable and according to
standards, but in the context and spirit of the local; the hotel must sup-
port a healthy environment with the promotion of sports, recreation
and cultural activities; information materials related to the tourist of-
fer of the city and the surrounding area should be distributed in ac-
commodation units; a part of the offer includes breakfast in the hotel,
while other meals can be offered inside or outside the hotel, but at the
local level; the hotel must demonstrate an authentic, local atmosphere.

ITALIAN MODEL
“Scattered hotels”are mostly located in Italy, but we find them in other
locations, too.

Srecne novogodisnje i >
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HoTeLskl DIzAJN: NOVI TIP SAVREMENIH HOT|

ponudeni unutar ili izvan hotela, ali na nivou
lokalnog; hotel mora da docara autenti¢nu, lokalnu
atmosferu.

ITALIJANSKI MODEL

Primeri “rasutih hotela” se u najvecem broju
nalaze na teritoriji Italije, ali pronalazimo ih i na
drugim lokacijama.

Relais del Maro in Borgomaro, Liguria je dobar
primer ,,Albergo Diffuso® Hotel se nalazi u tri odvo-
jena objekta postavljena u zivopisni pejzaz. U vlas-
ni$tvu je porodice koja se u revitalizaciju i rekon-
strukeiju istorijskih zgrada (iz 19. veka) upustila uz
saradnju i podrsku lokalnih vlasti. Ovaj hotel
ima 14 smestajnih jedinica, od kojih je svaka
razli¢ita, dok se recepcija, restoran, vrt i bazen nalaze
u sklopu glavnog objekta. Pruzanju autenti¢nog
dozivljaja italijanskog sela, doprinosi i hrana.
Namirnice su lokalne i sve se priprema po lokalnim
receptima. Ovaj objekat odli¢no prikazuje oziv -
ljavanje srednjevekovnog sela, na zadovoljstvo
lokalnih stanovnika i njihovih gostiju.
Residence Antica Torre del Nera je "rasuti hotel"
napravljen u srednjevekovnom selu Scheggino, u
mestu Valnerina, zelenom srcu Umbrie. Ovaj
autenti¢an hotel ima 16 jedinica ili apartmana, sa
zasebnim ulazima, kaminima, kuhinjom i trpe-
zarijom. Namestaj ali i materijalizacija enterijera su
autenti¢ni, po uzoru na lokalne vrednosti, tako da
gost dobija doZivljaj odmora u autenti¢noj kudi, a
ne u standardizovanoj hotelskoj sobi. Hotel je “ra-
sut” duz jedne ulice, sa pogledom na selo.

LUKSUZNI RASUTI HOTELI

Avenue Hotel u Amsterdamu, se za razliku od
prethodna dva primera nalazi u urbanom tkivu, u
gradu, samom centru Amsterdama. Takode zado-
voljava uslov da se nalazi u postoje¢im zgradama,
koje su preuredene i dobile novu namenu - hotel.
Neki od ovih objekata datiraju iz 17. veka. U tako-
zvano Zlatno doba, neki delovi su sluzili kao ma-
gacini, a tokom vremena imali su i druge namene.
Danas je ovaj hotel rekonstruisan i tehnicki
opremljen tako da zadovolji savremene standarde
hotela sa tri zvezdice, uklju¢ujuci i umetanje lifta.
Ovaj hotel nije u potpunosti revitalizovan po
principima rasutih hotela, narocito u pogledu
dizajna i materijalizacije enterijera, ali $to se tice
lokacije, pouzdano pripada tipu rasutog hotela.
Ekstremno luksuzni Hotel Aman u Veneciji,
lociran uz Grand Kanal je ilustracija kako se
postojece strukture mogu prilagoditi potrebama
razli¢itih kategorija gostiju. U luksuznoj
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Relais del Maro in Borgomaro, Liguria is a good example of “Albergo Diffuso”. The hotel
is located in three separate buildings set in picturesque landscape. It is owned by a family
that has been involved in the revitalization and reconstruction of historic buildings (from
the 19th century) with the cooperation and support of local authorities. This hotel has
14 accommaodation units, each one different, while the reception, restaurant, garden and
swimming pool are within the main facility. The food also contributes to providing the
authentic experience of the Italian village. Food is local and everything is prepared by local
recipes. This property perfectly shows the revival of the medieval village, to the satisfaction
of local residents and their guests.

Residence Antica Torre del Nera is a "scattered hotel" built in the medieval village of
Scheggino, in Valnerina, the green heart of Umbria. This authentic hotel has 16 units or
suites, with separate entrances, fireplaces, a kitchen and a dining room. The furniture and
materialization of the interior are authentic, based on local values, so that the guest gets
the experience of resting in an authentic house, not in a standardized hotel room. The
hotel is“scattered” along the street, overlooking the village.

LUXURY SCATTERED HOTELS

Avenue Hotel in Amsterdam, unlike the previous two examples, is located in urban area,
in the city, in the centre of Amsterdam. It also meets the requirement to be located in existing
buildings, which have been rearranged and have a new purpose - hotel. Some of these
buildings date from the 17th century. In the so-called Golden Age, some parts served as
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warehouses, and over time they had other purposes.
Today this hotel has been reconstructed and
technically equipped to meet the modern standards
of athree-star hotel, including an elevator. This hotel
is not completely revitalized according to the
principles of scattered hotels, especially in terms of
design and materialization of the interior, but as far
as the location is concerned, it is reliably belonging
to the type of scattered hotels.

The extremely luxurious Hotel Aman in Venice,
located next to the Grand Canal, is an illustration of
how existing structures can be adapted to the needs
of different categories of guests. In the luxurious
Venetian palace once stayed the elite, and today, in
this palace, transformed into an authentic hotel, stays
the elite of our times. This hotel does not meet the
basic criterion of a scattered hotel which is supposed
to consist of several renovated buildings, since it is
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venecijanskoj palati nekada je boravila elita, a danas, u ovoj palati, transformisanoj
u autentican hotel, odseda elita naseg vremena. Ovaj hotel ne zadovoljava osnovni
kriterijum rasutog hotela, a to je da se sastoji iz viSe adaptiranih zgrada, ve¢ je smesten
samo u jednoj. Po meni, svi ostali kriterijumi su ispunjeni — smesten je u istorijskom
objektu, svi prostori, ukljucujudi i sobe i apartmane su autenti¢ni, dok hotelom upravlja
venecijanska porodica.

RECIKLAZA POSTOJECIH OBJEKATA

Sve ovo ukazuje da ovakav, po tipologiji relativno nov i drugaciji koncept hotela, moze
da zazivi u svakoj sredini i da ima za cilj razli¢itu klijentelu, zavisno od toga kojim
se resursima raspolaze. U nekim slu¢ajevima, nedostaci u prostornom kvalitetu same
zgrade, nadoknaduje lokacija, autenti¢nost i dizajn. Primena ovog resenje je jednostavna
i odrziva.

Umesto izgradnje novih objekata, manjih hotela ili megastruktura, gde se korisnici,
u relativnoj prostornoj izolaciji srecu iskljucivo jedni sa drugima, moguce je
razmisljati na temu reciklaze postoje¢ih objekata. U sve te objekte, manje ili viSe vredne,
ugradena je odredena energija, fizicka ili mentalna, i kao takvi oni nose identitet mesta.
Potrebno je samo iskoristiti postojece prostorne potencijale za turiste koji Zele drugaciji
smestaj i povezu se sa duhom mesta ,,genius loci”. Ne smemo da zaboravimo ekoloski
aspekt koncepta, povezanog sa reciklazom, i uz to dizajniramo ovakve hotele na prin-
cipima ekoloske (zelene) obnove, kako zgrade, tako i njenog uticaja na okolinu.
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located only in one. According to me, all other criteria
are met - Itis located in a historical building, all spaces,
including rooms and apartments are authentic,
while the hotel is managed by a Venetian family.

RECYCLING EXISTING BUILDINGS

All this suggests that this, according to the typology
of a relatively new and different concept of a hotel,
can come to life in every environment and that it aims
at different clientele, depending on what resources
it has. In some cases, the disadvantages in the
spatial quality of the building compensate location,
authenticity and design. The application of this
solution is simple and sustainable.

Instead of building new facilities, smaller hotels or
megastructures, where users, in relative spatial
isolation, meet exclusively with each other, one
can think about the subject of recycling existing
buildings. In all these objects, more or less valuable,
certain energy, physical or mental, is incorporated,
and as such they carry the identity of the place. Itis
only necessary to use the existing spatial potentials
for tourists who want different accommodation
and connect with the spirit of the place,genius loci”.
We must not forget the ecological aspect of the
concept related to recycling and in addition to
design such hotels on the principles of ecological
(green) renewal, both building and itsimpact on the
environment.

Author: lvana Banovi¢ Dordevi¢



PrE svEca.— KVALITET!

Kl())mpanija Nenateks Textil, koja je izrasla iz mati¢ne kuée Nenateks doo sa sedistem u Sapcu,
avi se uspesno proizvodnjom i prodajom kuénog i profesionalnog tekstila.

Gotovo 30 godina pracenja trendova u tekstilnoj industriji i iskustva utkanog u tekstilni program
vrhunskog kvaliteta, doprinelo je da se Nenateks Textil danas pozicionira i kao jedan od
najpouzdanijih partnera hotelske industrije. Proizvodi od sertifikovanih materijala, kreirani u skladu
sa savremenim trendovima i proizvedeni prema visokim hotelskim standardima, u¢inili su Nenateks
Textil prepoznatljivim po hotelskom tekstilnom programu, u kojem su: protektori, nadduseci,
posteljine, jastuci, jorgani, prekrivaci, peskiri, zavese, black out. ... ili, jednom reéju, svi tekstilni proizvodi
za opremanje hotelskih soba.

Nenateks Textil je i jedan od retkih proizvodaca koji u svojoj ponudi ima organski pamuk, damast
nemackog porekla za koji poseduju sertifikat.

Vazno je istaéi da svi proizvodi ove kompanije, koje odlikuju vrhunske performanse i kvalitet kakav
se ocekuje od nosilaca sertifikata ISO 9001, nastaju u proizvodnim pogonima opremljenim
najsavremenijim masinama.

A kada se spoji znanje i iskustvo, najkvalitetniji materijali i tekstilne masine poslednje generacije,
onda je to zajedno tim koji dobija - Nenateks Textil, kompanija koja je ve¢ osvojila poverenje mnogih
hotelijera!
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www.nenatekstextil.com
info@nenatekstextil.com
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LIMITI NAPREDOVANJA ZENA NA LIDERSKIM POZICIJAMA

PREPREKA ZVANA

_STAKLENI PLAFON”

lako brojna istraZivanja pokazuju da su Zene zbog svoje
prirode pozeljne na liderskim pozicijama, one se ipak
suocavaju sa neosnovanim i nevidljivim preprekama na
svom putu do visokih polozaja. Ova pojava se oznacava
kao ,stakleni plafon”.

poloZaj, a nakon sticanja prava glasa 1920. godine, bile su

motivisane da ostvare karijere u politickom i poslovnom
svetu koji je do tada bio rezervisan samo za muskarce. Danas, Zene
menadzeri koje rukovode velikim svetskim kompanijama, u
znacajnoj meri menjaju sliku o ulozi Zena u biznisu.

Uproélom veku Zene su imale znatno bolji drustveni

Kako bi pokazale svoje sposobnosti na tradicionalno ,,muskim
terenima’; Zene su iskoristile neke svoje prirodne talente, pre sve-
ga upornost, istrajnost i intuitivnost kod donosenja odluka i na taj
nacin stekle odredene poslovne prednosti, dovodeci do uspeha
drugacijim stilovima liderstva. Napredak Zena na liderskim
pozicijama jeste o¢igledan, ali njihovo sticanje mo¢i i autoriteta je
i dalje otezano. Iako postoje formalni i neformalni iskazi koji Ze-
nama garantuju ravnopravnost, muskarci ipak imaju prednost u
odnosu na njih. Cinjenica da postoji mali broj Zena na izvr$nim
pozicijama, objasnjava se tvrdnjama o urodenim psiholoskim oso-
binama po kojima muskarci vi$e nalikuju liderima nego Zene.
Naime, ljudi sa odredenim tipom li¢nosti i sposobnostima imaju
vece Sanse da postanu lideri. To su druzeljubive, asertivne osobe
otvorene za nove ideje, koje su savesne, iskrene i pouzdane, ali ove
osobine se ne pripisuju nuzno muskarcima.

IMUSKARCI | ZENE LIDERI

Liderstvo je slozen fenomen koji se teoretski moze definisati na
bezbroj nacina. Liderstvo kao skup osobina polazi od toga da
odredeni ljudi imaju urodene kvalitete i osobine koji ih ¢ine lide-
rima. Nasuprot tome, u shvatanju liderstva kao procesa, ono se po-
smatra kao nesto $to se moze nauciti i razviti, i dostupno je svi-
ma. Liderske vestine mogu da se razviju tokom vremena edukaci-
jom i iskustvom.

Judy Rosener je u tekstu koji je 1990. godine objavljen u Harvard
Business Review-u, napisala da je za Zene tipi¢an interaktivni stil.
Interaktivan stil podrazumeva da liderke rade na tome da usade
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A BARRIER-CALLED
“GLASS CEILING”

Although many studies show that women due to their nature
are welcome at leadership positions, they still face
ungrounded and invisible barriers on their way to high
positions. This phenomenon is designated as a "glass ceiling".

position, and after gaining the right to vote in 1920, women were

motivated to achieve careers in a political and business world that
was previously reserved for men only. Today, women managers who
run large world companies are significantly changing the picture of the
role of women in business.

The past century gave women more than ever a better social

In order to demonstrate their abilities on traditional "men's terrains’,
women have used some of their strengths, above all persistence,
perseverance and intuitive decision-making, and thus have acquired
certain business advantages, leading to equal success in opposing or
at least different leadership styles. The progress of women in leadership
positions is obvious, but their acquisition of power and authority s still
hampered. Although there are formal and informal statements that
guarantee women equality, men still have an advantage over them.
The fact that there are few women in executive positions is explained
by claims of innate psychological traits in which men resemble
leaders more than women. Namely, people with a certain type of
personality and abilities have a greater chance of becoming leaders.
These are sociable, assertive people open to new ideas, which are
conscientious, sincere and reliable, but these qualities are not
necessarily attributed to men.



THE LIMITS OF WOMEN'S ADVANCEMENT IN LEADERSHIP POSITIONS

grupni identitet tako sto ohrabruju druge da budu deo svih aspekata posla,
da pokusavaju da ucine da se ljudi ose¢aju kao deo organizacije, podsticu
ukljucivanje i ucestvovanje. Mnogi eksperti u oblasti liderstva smatraju
da se lideri i liderke uopste ne razlikuju. Od lidera se o¢ekuje da govori
asertivno, da se nadmece da bude u centru paznje, da uti¢e na druge i
podstice njihovu aktivnost. Uistrazivanju u kojem je trebalo da Zene opisu
sebe, ¢ak 98% liderki je odabralo termine kao to su spremna za saradnju,
fleksibilna, podstice ukljucenost i u¢estvovanje.

NEVIDLJIVA BARUERA

Tako brojna istrazivanja pokazuju da su Zene zbog svoje prirode pozeljne
na liderskim pozicijama, one se ipak suocavaju sa neosnovanim i nevidljivim
preprekama na svom putu do visokih polozaja. Ova pojava se oznacava
kao ,,stakleni plafon” (eng. glass ceiling). Termin su prvi put upotrebila 1986.
godine dva novinara Wall Street Journal-a — Carol Hymowitz i Timothy
Schellhardt. U tekstu je bilo navedeno da su se ¢ak i Zene koje su posto-
jano napredovale s polozaja na polozaj, na kraju sudarile s nevidljivom
preprekom. Domogle su se direktorske kancelarije, ali nisu uspele da se
probiju kroz ,,stakleni plafon”, mogavsi samo da vide dalje, ali ne i da idu
dalje.

Northouse u knjizi ,Liderstvo: Teorija i praksa“ definiSe ,,stakleni plafon®
kao nevidljivu barijeru koja zene sprecava da se popnu na elitne liderske
pozicije. Danas se zene u mnogim profesijama neminovno suocavaju sa
nevidljivim preprekama koje je nametnulo drustvo sa tradicionalnom pode-
lom uloga. Ovaj globalni fenomen podrazumeva da se Zene nalaze na lider-
skim pozicijama na nizim nivoima i sa nizim autoritetom nego muskarci
ida ne postoji mogu¢nost da u toj poslovnoj hijerarhiji napreduju do najvisih

www.turistickisvet.com

IMIEN AND WOMEN LEADERS

Leadership is a complex phenomenon that can theoretically
be defined in countless ways. Leadership as a set of traits starts
from the fact that certain people have innate qualities that make
them leaders. By contrast, in understanding leadership as a
process, leadership is viewed as something that can be
learned and developed, and it is accessible to everyone.
Leadership skills can develop over time through education and
experience.

In a text published in Harvard Business Review in 1990, Judy
Rosener wrote that it is typical for women to have a typical
interactive style. An interactive style implies that leaders
work to foster group identity by encouraging others to be part
of all aspects of the job, trying to make people feel part of the
organization, encouraging inclusion and participation. Contrary
to these claims, many experts in the field of leadership believe
that male leaders and female leaders do not differ at all. The
male leader is expected to speak assertively, to compete to be
atthe centre of attention, to influence others and to encourage
their activity. The authors conducted a survey in which
women should describe themselves. 98% of leaders selected
terms such as cooperative, flexible, encouraging involvement
and participation.

“GLAsS CEILING”

Although many studies show that women due to their nature
are welcome at leadership positions, they still face ungrounded
and invisible barriers on their way to high positions. This
phenomenon is designated as a "glass ceiling”. The term was
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LIMITI NAPREDOVANJA ZENA NA LIDERSKIM POZICIJAMA

rukovodecih polozaja. Uprkos njihovim sposobnostima i zala-
ganjima, smatra se da je napredovanje Zena u karijeri ograni¢eno
na manje odgovorne, manje istaknute i manje pla¢ene polozaje.
Na primer, Zene u SAD ¢ine 46,4% radne snage, ali je samo 8%
Zena zastupljeno na top pozicijama u americkim korporacijama
i politickom sistemu. Na listi ,,Fortune 500 Zene ¢ine samo 5,2%
onih koji najvise zaraduju i manje od 2% onih koji su na pozici-
jama generalnih direktora. U proseku, Zene zaraduju trecinu manje
(tacnije 72% iznosa plate) od svojih muskih kolega za obavljanje
istog posla. Sli¢no stanje je i u Evropi gde medu 25 najbolje pla¢enih
izvr$nih direktora nema nijedne Zene.

Imajudi u vidu postojece stanje, Zene mogu primeniti dva prin-
cipa kako bi savladale neprohodan put ka liderskim pozicijama.
Prvo, treba da kombinuju usmerenost na druge i usmerenost na
akciju, i takode, trebalo bi da stvore socijalni kapital. S obzirom na
to da se Zene najée$ée povezuju sa usmereno$éu na druge, one
dolaze u iskusenje da se pokazu kao kompetentne za akciju. Kada
su usmerene na druge, Zene se kritikuju da im nedostaje odlu¢nosti
iasertivnosti. Dok izdaju naredenja, Zene treba da pruzaju verbalnu
podrsku i da pokazuju toplinu na indirektan nacin. Agresivno pona-
$anje predstavlja rizik za liderke, jer ljudi pruzaju otpor liderka-
ma kada se ponasaju agresivno ili autokratski. Usmerenost na ak-
ciju pomesana sa toplinom, moze smanjiti otpor prema zenskom
liderstvu. Zene dobijaju najbolje ocene u situacijama kada ispo-
ljavaju stil koji predstavlja kombinaciju muskih i Zenskih osobina
— Cvrstinu i saosecajnost, agresivnost i moralnu i emotivnu
odgovornost, odlu¢nost i kreativnost. Jedan od nacina za napre-
dovanje koje je u skladu sa usmerenosc¢u na akciju jeste samo-
promocija. Zene koje neprestano drugima govore koliko su
kompetentne, rizikuju da budu kritikovane, jer nisu dovoljno

nk
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first used in 1986 by two Wall Street Journal journalists - Carol Hymowitz
and Timothy Schellhardt. The text stated that even women who were
constantly progressing from position to position eventually collided
with an invisible barrier. They managed the director's office, but they
did not manage to break through the "glass ceiling’, only to see further,
not to go further.

Northouse defines a "glass ceiling" in the book "Leadership: Theory and
Practice" as an invisible barrier that prevents women from climbing into
elite leadership positions. Today, women in many professions inevitably
face the invisible barriers imposed by a society with a traditional division
of roles. This global phenomenon implies that women are at leading
positions at lower levels and with lower authority than men, and that
there is no possibility of advancing to the highest leadership positions
in this business hierarchy. Despite their abilities and efforts, career
advancement is considered to be limited to less responsible, less
prominent and less paid positions. For example, in the United States,
women make up 46.4% of the workforce, but only 8% of women are
at top positions in US corporations and the political system. On the
Fortune 500 list, only 5.2% of those who earn the highest earnings and
less than 2% of those who are in the posts of general managers are made
up of women. On average, women earn a third less (more precisely 72%
of the salary) than their male counterparts to do the same job. A similar
situation exists in Europe where among the top 25 paid executive
directors there is not a single woman.

Bearing in mind the current situation, women can apply two principles
in order to overcome an impenetrable path towards leadership
positions. Firstly, they need to combine moderation with others and
focus on action, and secondly, they should create social capital. Given
that women most often associate with focus on others, they are tempted
to show themselves as competent to action. When directed at others,
women are criticized for lacking determination and assertiveness. While
issuing orders, women should provide verbal support and show warmth
in an indirect way. Aggressive behaviour poses a risk to leaders, because
people give resistance to leaders when they act aggressively or
autocratically. Focusing on action mixed with heat can reduce
resistance to women's leadership. Women get the best grades in
situations where they exhibit a style that represents a combination of
masculine and feminine qualities - firmness and compassion, aggression
and moral and emotional responsibility, determination and creativity.
One of the ways to advance that is in line with the focus on action is
self-promotion. Women who constantly tell others how competent they
are, are at risk of being criticized because they are not courteous enough.
Men are self-tolerant because they do not feel pressured to be fine. Even
when they have equal competencies, women are embarrassed to praise.
However, modesty can sometimes be considered a lack of self-
confidence.Women are prone to underestimate their abilities as men
overestimate them more often.

Today, two questions can be posed: how many women have gained
access to leadership, and on the other hand, what is that something
that impedes women. Women remain in the public sphere with less
power than men. The consequence of this inequality is the fact that
women retained more responsibilities in the household, unlike men.
Each success is more difficult to achieve, each effort is incomparably



ljubazne. Muskarcima se samopromocija tolerise, jer ne osecaju pritisak da treba
da budu fini. Cak i kada poseduju jednake kompetencije, Zenama je neprijatno
da se hvale. Medutim, skromnost se nekada moze smatrati manjkom samopouz-
danja. Zene su sklone tome da potcenjuju svoje sposobnosti dok ih muskarci éescée
precenjuju.

Danas bi mogla da se postave dva pitanja: kako je tako mnogo zena steklo pristup
liderstvu, a sa druge strane, §ta je to $to ih i dalje sputava? Zene i dalje u javnoj
sferi imaju manju mo¢ nego muskarci. Posledica ove nejednakosti je ¢injenica da
su Zene zadrzale viSe odgovornosti u domacinstvu, za razliku od muskaraca. Sva-
ki njihov uspeh je teze ostvaren, svaki napor neuporedivo ve¢i nego muski, put
do vrha daleko slozeniji, prepreke teze savladive i veoma Cesto izostaje konacan
rezultat, pa Zena po statistikama ima mnogo na raznim rukovode¢im mestima,
u visokim institucijama, ali na samom vrhu veoma malo. Lidersko mesto je za
njih Cesto veoma daleko, ¢ak i nedostizno. Za uspeh u karijeri, drustvo istice da
je veoma vazan efektan odnos sa mentorima, odnosno, lideri moraju imati ko-
munikaciju sa drugim ljudima, moraju razmenjivati ideje i iskustva, sto obi¢no
zene ne rade. I to prerasta u problem na njthovom putu ka liderskoj poziciji. Muskar-
ci imaju bioloske predispozicije da budu lideri i kao takvi su prepoznati u drustvu.
Zene zbog tih stereotipa pocinju i same da veruju da nisu sposobne da budu li -
deri, jer se u njima stvara osecaj nesigurnosti. Medutim, Zene sve vise poprima-
ju osobine koje su do sada posedovali samo muskarci, jer postaju upornije na putu
da zauzmu mesto lidera, u svim sferama poslovanja — od hotelijerstva do poli-
tike. One dokazuju da su neophodne promene u drustvu, bilo da se tice spoznaje
kvaliteta koje zene poseduju, ili njihovog postavljanja na lidersko mesto. Time se
smanjuju stereotipi koji su Zenama davali i samo pocetnu, prirodnu poziciju —
majke i supruge. Danas zene pokazuju da mogu biti uspe$ni lideri i uspesno se
boriti sa svim izazovima i teSkocama u drustvu.
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higher than the male, the road to the top is far more
complex, the obstacles are more difficult to overcome
and very often there is no final result, so women have a
lot in different management positions in high institutions
atthe top, but at the very top just a bit. Leadership is often
very far away, even unachievable. To succeed in a career,
society stresses that an effective relationship with
mentors is very important, that is, leaders must have
communication with other people, they must exchange
ideas and experiences that usually women do not
work. Consequently, this becomes a problem on their way
to the leadership position. Men have biological
predispositions to be leaders and as such they are
recognized in society. Women, because of these
stereotypes, themselves begin to believe that they are
not capable of being leaders, because they create a sense
of insecurity. Women take on the characteristics that men
have so far possessed, as they become more persistent
on the road to take the lead, in all spheres of business
from hotel management to politics. They prove that there
is a need for changes in society, whether it is about the
knowledge of the quality that women have, or their
placement on a leading position. This reduces the
stereotypes that women were given and only the initial,
natural position - mothers and wives. Today women show
that they can be successful leaders and successfully fight
all the challenges and difficulties in society, and we can
only prove and confirm this.

Author:
Mina Paunovi¢
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Gﬂﬂr (] INTERVJU: ALEKSANDRA POPOVIC, MARKETING MENADZER VINARIJE PIK OPLENAC

JEDINSTVENI SPO)
TRADICIJE I MODERNOG

lako je tradicija Vinarije PIK Oplenac duza od 60 godina,
po ¢emu zauzima ozbiljno mesto u istoriji vinarstva u
Sumadiji, sa rekonstrukcijom starog podruma 2014.
godine, kada je obnovljeno i zdanje vinarije u centru
Topole - otvoreno je novo poglavlje u toj istoriji. Sa
kakvom vizijom i kakvim poslovnim konceptom, otkriva
Aleksandra Popovi¢, marketing menadzer Vinarije, s
ponosom isticuci da je ono $to ih razlikuje od drugih, ne
samo veliki asortiman kvalitetnih proizvoda, ve¢ najmod-
ernija oprema i visemilionski kapacitet.

simbol nacionalnog ponosa i tradicije, 2014. godine, sa
promenom vlasni$tva, Vinarija PIK Oplenac zapocinje
novo poglavlje u svojoj istoriji.

U srcu Sumadije, na istorijskom mestu koje je za srpski narod

- Vizija koja je pokrenula novu vinsku pricu je svakako nastavlja-
nje tradicije, proizvodnja vrhunskih proizvoda i $irenje vinskih pute-
va i Sumadije, i Srbije. Zelja vlasnika i svih nas u njegovm timu je
da iskoristimo potencijal koji ovaj region nudi i pozicioniramo se
na svetskoj vinskoj sceni kvalitetnim, autenti¢nim proizvodima —
istice Aleksandra Popovi¢, marketing menadzer Vinarije PIK
Oplenac, dodajudi da je njihova primarna poslovna filozofija da
svaki ljubitelj vina dobije priliku da uziva u kvalitetnom proizvodu
bez obzira na cenu - pocev od linije Tron, koja je nizeg cenovnog
ranga, preko linije Villa i Monarh, nove linije barikiranih vina
Constanta, do nase prve selekcije - Monarh S.

« Posle mnogo godina, PIK Oplenac je zapoceo stvaranje palete
vrhunskih vina, cija je kruna Monarh S! Kojim se vinima posebno
ponosite?

- Posebnost vina Monarh S ogleda se u brizljivo odabranoj kupazi
Merloa i Kabernea, koji su odlezali u bariku i hrastovim ba¢vama
i zaista predstavlja krunu naseg asortimana. Njime se svakako
najvise ponosimo, ali smo jako zadovoljni i reakcijom trziSta na
novo vino Constanta Muse Rose. U pitanju je barikirani roze, koji
je jedinstven u ovom delu Evrope, pa smo s nestrpljenjem
i$¢ekivali reakcije i komentare ljubitelja vina. Sam proces
proizvodnje je veoma komplikovan jer treba na¢i idealan balans
izmedu svezine i arome koja je karakteristi¢na za roze, a oplemeniti
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A UNIQUE COMBINATION
OF TRADITIONAL AND
CONTEMPORARY

Although the tradition of Winery PIK Oplenac is more than 60
years long, putting it on the important place in the history of
winemaking in Sumadija, after the reconstruction of the old
cellar in 2014, when the winery building in the centre of
Topola was also restored — a new chapter in this history was
opened. What is the vision and business concept, reveals
Aleksandra Popovi¢, Marketing Manager at the Winery,
proudly emphasizing that what distinguishes them from others
is not only a large range of quality products, but also the most
modern equipment and multi-million dollar capacity.



INTERVIEW: ALEKSANDRA PopPoVvic,

www.turistickisvet.com

MARKETING MIANAGER AT WINERY PIK OPLENAC

ga barikom dovoljno da ne izgubi te karakteristike.
Mislim da smo uspeli u svojoj nameri i srda¢no
preporucujem svima da probaju ovo novo vino.

LUKSUZNI VINSKI TURIZAM

« U Vinariji se od pocetka radi vredno i predano, pa je nakon
znacajnih investicija zasijala punim sjajem. Sta je posle Cetiri
godine rezultat ozbiljnih ulaganja u vinariju?

- Ponosni smo na ono $to smo postigli za prethodne cetiri
godine, ali zavrSetak investicija ne o¢ekujemo u skorije
vreme. Ono ¢ime trenutno mozemo da se pohvalimo je
svakako veliki asortiman proizvoda, koji su ve¢ nasli put
do ljubitelja i poznavalaca vina, kao i najmodernijom
opremom i vi§emilionskim kapacitetom. Ono $to nas
izdvaja od drugih je svakako nesvakidasnji spoj tradicije
i modernog, koji se ogleda u jedinstvenom ambijentu nase
vinarije.

Raspolazemo sa Cetiri degustacione sale, od kojih najveca
moze da primi oko 100 osoba. Prilikom posete necete ostati
ravnodu$ni pred umetni¢kim slikama, bronzanim
skulpturama i brojnim antikvitetima koji krase unutrasnjost
vinarije.

o Osim ljubavi prema vinu, u vinariji posebnu paznju
poklanjate i turizmu. Upravo te dve ljubavi spojene u
sintagmu ,,luksuzni vinski turizam”, ohrabrile su vas da udete
u novu veliku investiciju - izgradnju apartmanskog naselja
sa 4 zvezdice i ekskluzivnog hotela s pet zvezdica, koja je u
toku! Otkrijte nam Sta Ce to gosti od stila, koji poseduju
dovoljno licne i vinske kulture kod vas pronaci?

- Gospodin Semikin, vlasnik vinarije, kreirao je ideju ¢ijom
¢e realizacijom biti oplemenjen vinski turizam Srbije. Radi
se, naime, o ekskluzivnim smestajnim kapacitetima —
apartmanskom naselju i hotelu. Apartmansko naselje koje
¢ine vile brvnare, nadomak vinarije, blizu Oplenca, bice
komforno opremljene a imace 4 zvezdice. Prve goste
ocekujemo sredinom sledece godine. Ovi objekti omoguci
¢e posetiocima vinarije da, ako Zele, produze svoj boravak
u ovoj vinskoj i duhovnoj prestonici.

Hotelski kompleks sa 5 zvezdica, ¢ija je izgradnja u toku,
funkcionisa¢e u sklopu vinarije. Imace viSe od 40
rasko$no opremljenih soba, 10 apartmana,
konferencijsku salu,

n the heart of Sumadija, in a historic place which is a symbol of national pride
and tradition for the Serbian people, in 2014 with the change of ownership,
Winery PIK Oplenac starts a new chapter in its history.

- The vision that launched the new wine story is certainly the continuation of
tradition, the production of top quality products and the expansion of wine roads,
Sumadija and Serbia. The desire of the owners and all of us in their team is to take
advantage of the potential that this region offers and place quality authentic
products on the world wine scene - says Aleksandra Popovi¢, Marketing Manager
atWinery PIK Oplenac, adding that their primary business philosophy is that every
wine lover should get the opportunity to enjoy a quality product regardless of
the price - starting from the Tron line, which is lower price range, across the Villa
and Monarh lines, the new lines of barrique wine Constanta, to our first selection
-Monarh S.

- After many years, PIK Oplenac has begun to create a range of fine wines, whose crown
is Monarh S! What wines are you particularity proud of?

-The Monarh S uniqueness is reflected in the carefully selected blend of Merlo
and Cabernet, which had stayed in the barrique and oak barrels and really
represents the crown of our assortment. Of course, we are the most proud of it,
but we are also very pleased with the reaction of the market to the new wine
Constanta Muse Rose. This is barrique Rose, which is unique in this part of Eu-
rope, so we had eagerly awaited reactions and comments of wine lovers. The very
process of production is very complicated because it is necessary to find an ideal
balance between freshness and aroma that is characteristic of Rose, and refine
it with a barrique enough so it doesn’t lose these characteristics. | think we suc-
ceeded in our intentions and | strongly recommend everyone to try this new wine.

LUXURY WINE TOURISM

- In the Winery you have been working hard and devoutly from the beginning, so after
significant investments it shines in its full glory. What is the result of serious
investments in the winery after four years?

-We are proud of what we have achieved over the past four years, but we do not
expect the completion of investments in the near future. What we can be proud
of at the moment is certainly a large assortment of products, which have already
found a way to fans and wine connoisseurs, as well as the most modern equipment
and multi-million dollar capacity. What separates us from others is certainly an
unusual combination of tradition and modernity, reflected in the unique ambience
of our winery.

We have four degustation shops, of which the largest one can accommodate about
100 people. When visiting, you will not be left indifferent to art paintings, bronze
sculptures and numerous antiques that adorn the interior of the winery.

- In addition to the love of wine, in the winery the special attention is paid to tourism.
These two loves, combined in the "luxury wine tourism"encouraged you to enter into
a new major investment — construction of a 4-star apartment complex and an
exclusive five-star hotel, which is in progress! Tell us what a guest of style and

with enough personal and wine culture can find there?

=
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restoran, lobby bar, bazen i jedinstveni WINE SPA.
Opste je poznato da se u grozdu nalazi dosta
antioksidanata, te ¢e se u nasoj ponudi nadi i razne vinske
terapije koje doprinose celokupnoj revitalizaciji koze.
Zelimo da pruzimo jedinstven doZivljaj i nezaboravno
iskustvo, $to i planiramo da ostvarimo za tri godine, kada
ocekujemo zavrsetak radova i prve goste.

VISOKO POSTAVLJENI STANDARDI KVALITETA

o Uvinariji radi tim mladih, uspesnih i predanih ljudi. Istrajni
ste u nameri da snove vlasnika zajedno pretvorite u
stvarnost. Kakvi su vasi planovi za buducénost?

- Planova je mnogo i realizovacemo ih u vise etapa.
Energija, inspiracija i ljubav nasi su stalni pratioci na putu
ka stvaranju jedinstvenih ukusa vina. EksperimentiSemo
sa razli¢itim sortama grozda, a sve u cilju stvaranja §to
kvalitetnijeg proizvoda koji ispunjava visoko postavljene
standarde. Radimo na prosirenju kapaciteta same vinarije,

ali usmerili smo paznju i na nove zasade, poput onih na
Kalipolju, nadomak Topole, koje smo obnovili pocetkom
godine. Sa razvijanjem turisticke i ugostiteljske ponude
nastavi¢emo i u narednom periodu, sve u cilju Sirenja
vinskih puteva nase zemlje.

« Vreme je novogodisnjih i bozi¢nih praznika. Sta biste
pozeleli svojim klijentima, poslovnim partnerima, buducéim
gostima..?

- Pre svega im se zahvaljujemo na saradnji i ukazanom
poverenju. Godina koja je na izmaku obelezena je brojnim
uspesima i lepim trenucima koje smo zajedno delili, ali
zelimo da ih u narednoj godini bude jos$ vise! Neka Vam
svaki trenutak u novoj godini bude poseban, a onim
najposebnijim - nazdravite ¢aom vina PIK Oplenac!
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- Mr. Semikin, the owner of the winery, created an idea whose implementation
will enrich the wine tourism of Serbia: exclusive accommodation capacities —
an apartment complex and a hotel. The apartment complex consisting of chalet
villas, next to the winery, near Oplenac, will be comfortably furnished and will
have 4 stars. We expect the first guests to come mid-next year. These facilities
will allow the winery visitors to, if they wish, extend their stay in this wine and
spiritual capital.

The 5-star hotel complex, whose construction is in progress, will function within
the winery. It will have more than 40 luxuriously equipped rooms, 10 suites, a
conference hall, restaurant, lobby bar, swimming pool and a unique WINE SPA.
It is widely known that there are many antioxidants in the grape and in our offer
one will find various wine therapies that contribute to the overall revitalization
of the skin. We want to provide a unique and unforgettable experience, which
we plan to achieve in three years, when we expect the completion of the works
and the first guests.

QUALITY STANDARDS SET HIGH

- The team of young successful and dedicated people work at the winery. You are
persistent to turn the dreams of the owners into reality. What are your plans for the
future?

- Our plans are numerous and we will realize them in several stages. Energy,
inspiration and love are our constant companions on the way of creating unique
wine tastes. We experiment with different grape varieties, all in order to create
a product as good as possible that meets high standards. We are working on
expanding the capacity of the winery itself, but we are also focused on new
plantations, such as those on Kalipolje, near Topola, which we restored at the
beginning of the year. We are going to continue with the development of tourist
and catering offer in the following period, all in order to expand the wine roads
of our country.

- This is the time of New Year's and Christmas holidays. What would you like to wish
to your clients, business partners, future guests..?

- First and foremost, we thank them for their cooperation and trust. This passing
year was marked by numerous successes and beautiful moments that we shared
together, and we would like more such moments in the upcoming year! Let each
moment in the next year be special, and in the most special ones — toast with

a glass of PIK Oplenac wine!
Author:Ljiljana Rebronja
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Gﬂﬂfﬂ INTERVJU: MARUO DARDIC, SEF KUHINJE HOTELA SAINT TEN, BEOGRAD

ALHEMICAR
NA ZVEZDANOM PUTU

ST T

s Dl

A /\/ A L C /_/ E M / 57_ At the heart of Belgrade's Slavija settled “Vracar’s bloke”

- Saint Ten, a boutique five-star hotel. With great guests’
reviews for architecture, design, service, cleanliness,

hospitality, and wellness... this hotel has also received a
O/\/ A Sm RRY /D/A\T/_/ high grade for the kitchen where, like an alchemist in

his laboratory, the head chef Marijo Dardi¢ creates.
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INTERVIEW: MARO DARDIC, HEAD CHEF AT
SAINT TEN HOTEL, BELGRADE

kuhinju vodi 32-godis$nji $ef Marijo Dardi¢, kuvar koji

je ve¢ uspeo da stvori svoj prepoznatljivi stil,
zahvaljujuci kojem kuhinja hotela Saint Ten dobija sve ozbiljnije
pohvale i to ne samo od veoma zahtevnih gostiju, ve¢ i od pred-
stavnika struke. Na svoj zvezdani put krenuo je iz beogradske
Ugostiteljsko-turisticke $kole, radio u restoranu Tikas, gde je
po sopstvenom priznanju pronasao sebe i doneo odluku sta
¢e dalje da radi.

O d otvaranja hotela Saint Ten, februara 2017. godine,

- Kada sam odlucio da sustina mog gastronomskog koncepta bude
spoj nade tradicionalne i moderne kuhinje (manje porcije,
prezentacija jela na tanjiru, vise detalja, raznolikost boja, cvece...)
- bila je to definitivno prekretnica u mom profesionalnom Zzivotu
- kaze Dardic.

Svoj put nastavlja u hotelu Prezident u SC Kovilovo, zatim u hotelu
Aquastar u Kladovu, da bi se, bogatiji i znanjem i iskustvom, vra-
tio u Tikas, gde je proveo dve godine. Zatim prelazi u restoran
Rustik na beogradskom Senjaku, a onda potpuno spreman
dolazi u ,,najlepsi hotel u Beogradu - Saint Ten®

FRANCUSKA GASTRONOMUA

Zahvaljuju¢i vlasniku ovog hotela Miroslavu Mici¢u, Marijo je
izvesno vreme proveo na stazu u ¢cuvenom §vajcarskom restoranu
s 3 Miselin zvezdice u sastavu Hotel de la Ville u Krisijeu, u blizi-
ni Lozane. ,,Tu sam nasao inspiraciju, nove ideje; otkrio sam $ta
zaista znaci kvalitet hrane; naucio kako da biram proizvode koji
se isporucuju u restoran i jo§ mnogo toga. Tada sam shvatio da
elegantnom hotelu ,,Saint Ten* u potpunosti odgovara francuska
kuhinja (koja je 2010. priznata kao nematerijalna kulturna
bastina ¢ovecanstva).

- Sa tim saznanjem krenuli smo da radimo od otvaranja hotela.
Kao i svaki lider u kuhinji, trudim se da licno odem do dobavljaca
ili pijace (Cesto je to Kalenic¢eva pijaca jer je blizu nas). Imamo
prijatelje kuce koji nas snabdevaju isklju¢ivo mesom, drugi
nam, na primer, dva puta nedeljno isporu¢uju cvece i mikro bilje
(grasak, rotkvice, korijander... koji su tek poceli da zriju)...
Zastitni znak hotelske kuhinje i hotela je francuski sufle -
¢okoladni sufle, inace poznat kao izuzetno tezak za odrzavanje.
Radi se ru¢no, kao sto su nekad radile nase bake. A koliko je
ukusan, najbolje svedo¢i priznanje jednog gosta koji je $efu
otvoreno priznao da je proputovao ceo svet, probao sve §to je
mogao, ali je morao da se vrati u Saint Ten da ponovo okusi
¢okoladni sufle!

»ZAPLESIMO PLES"

- U nasoj kuhinji radi se timski: hotel je mali ali su ljudi veliki -
naglasava Sef. - Zajednicki pravimo selekciju menija i ve¢ imamo
dobre rezultate i mnogo pohvala. Uvek se trudim da izadem pred
gosta i da, postavljaju¢i mu pitanja, odredim koja je hrana najbolja
za njega. Ja to zovem ,,Zaplesimo ples!“. S vremena na vreme
radimo i testing meni - sluZimo od svega po malo da bi gost mogao
da se upozna sa onim $to radimo i da bi izneo svoja zapazanja o
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old Marijo Dardi¢ has been the head chef, who has already

managed to create his distinctive style, thanks to which the
kitchen at Saint Ten Hotel has been receiving more serious praise
not only from very demanding guests, but also from the
representatives of the profession. He started his starry journey from
the Belgrade’s Secondary Hospitality and Tourism School, he
worked at Tikas restaurant, where, by his own confession, he found
himself and decided what he would further do.

S ince the opening of Saint Ten Hotel in February 2017, 32-year-

-When | decided that the essence of my concept is a blend of our
traditional and modern cuisine (smaller portions, presentation of
dishes on a plate, more details, colour diversity, flowers...) - this was
definitely a turning point in my professional life — says Dardi¢.

He continued his journey at the Hotel Prezident in SC Kovilovo, then
at the Aquastar Hotel in Kladovo, in order to get back to the Tikas,
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Gﬂﬂ]‘ﬂ INTERVJU: MARUO DARDIC, SEF KUHINJE HOTELA SAINT TEN, BEOGRAD

NoVOGODISNJI MENI

ZaNovogodi$nju no¢ 2019. $ef Mario Dardi¢
priprema meni s magi¢nim ukusom fine
kuhinje, koji ¢e svojom raznovrsnoséu i raskosi
dodatno doprineti dobrom raspolozenju gostiju
hotela ,,Saint Ten"

uzorcima hrane. Takva zapazanja su za nas
izuzetno dragocena, jer mogu da budu dobre
smernice za kreiranje novih menija, na primer
za prole¢ni meni koji ve¢ sada pripremamo - kaze
Dardic.
Njegova najveca nagrada je, priznaje, upravo
mesto Sefa kuhinje u hotelu Saint Ten. U
ocekivanju da jo§ jednom poseti $vajcarski
restoran s tri Mielinove zvezdice, Marijo Dardi¢,
koji sebe vidi kao lidera - vodu svog tima, kaze:
- Moj plan za budu¢nost je da svoj tim vodim
tako da hotel Saint Ten i Beograd najzad dobiju
svoju prvu MiSelin zvezdicu!
Jelena Kali¢anin
Foto: Sinisa Zivkovi¢
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richer with knowledge and experience, where he spent two years. Then he goes to
the restaurant Rustik in Belgrade's Senjak, and then he came completely ready to "the
most beautiful hotel in Belgrade - Saint Ten".

FRENCH GASTRONOMY

Thanks to the hotel’s owner Miroslav Mici¢, Marijo has spent some time on the
internship at the renowned Swiss restaurant with 3 Michelin stars in Hotel de la Ville
in Crissier, near Lausanne.“There | found inspiration, new ideas; | discovered what the
quality of food really means; | learned how to choose products that are delivered to
the restaurant and more. Then | realized that the elegant Saint Ten Hotel fully fitted
French cuisine (recognized in 2010 as an intangible cultural heritage of mankind).

- With this knowledge we started to work from the opening of the hotel. Like every
leader in the kitchen, | try to personally go to a supplier or to the market (often Kalenic's
market because it is close to us). We have friends of the house that supply only meat,
others, for example, deliver flowers and micro plants twice a week (peas, radishes,
coriander ... which they have just begun to grow)...

The trademark of the hotel cuisine and the hotel is French soufflé - chocolate soufflé,
otherwise known as extremely difficult to prepare. It's done manually, as our
grandmothers used to do. And how delicious it is, the best testimony is the
recognition of a guest who openly admitted to the chef that he had travelled the whole
world, had tried everything he could, but he had to return to Saint Ten to taste the
chocolate soufflé again!

“LET’S DANCE“

- In our kitchen we work as a team: the hotel is small, but people are big - empha -
sizes the chef -We make a selection of menus together and we already have good
results and many praises. | always try to get out to the guest and, by asking him ques-
tions | decide which food is best for him. | call it, Let’s dance”. From time to time, we
do the testing menu - we serve a little bit of everything to allow a guest to get to know
what we do and to present his observations about food samples. Such observations
are extremely valuable for us, as they can be good guidelines for creating new menus,
for example, for the spring menu that we are already preparing - says Dardic.

His biggest award, he acknowledges, is exactly the place of the head chef at Saint
Ten Hotel. Expecting to visit Swiss restaurant with three Michelin stars once again,
Marijo Dardi¢, who sees himself as the leader of his team, says:

- My plan for the future is to lead my team so that Saint Ten Hotel and Belgrade finally
get their first Michelin star!

Jelena Kalic¢anin
Photo: Sinisa Zivkovi¢
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TRADICIJA I INOVACIJA

SA PONOSOM VAM PREDSTAVLIAMD ARLIEA 3 MASA DOSTIGHNUCA, U NASTOJANIU DA STVARAMOD DODATHU
VREDMNOST ZA MASE KLIJENTE | PARTMERE, K

RAZLODZI ZBOG CEGA JE ARUM DANAS JEDMNA ODVODECIH HORECA DISTRIBUTIVNIH KOMPANIIA SUI:

« Inalajne uitede koji ugostitelji postifu kroz poslovanje sa nama

* Wrhunski kvalitet svih proizvoda

¢ Jednostavnost saradnje = od porulivanja do isporuke

= Sjajna logistifka podrika u svakom trenuthu - posedujemo hladnjade za taktifke potrebe, a sva nata dostavna
wozila su sa minusnim reZimom

* Posedujemo sistem “govorme podte’ kao | porudivanje robe putem mail-a tako da kup<i mogu da izvrie
porudibinu od 00-24h

¢ Sluianje potrebe kupaca | konstantno osvelavanje ponude

" ..;.\‘l Celokupan asortiman pekarikib proizvoda “Delifrance” koje ARUM nudi

' prilagoden je HoReCa kupcima, bez abzira kKako je objekat profilisan
“’ nacionalni, moderan ili internacionalni objekat. Pozrivamo Vas da se
.---u.,_-l,I pridruiite nadem timu uspeinih | zadovaljnih korisnika koji Line preko

1000 hotels, restorana i fast fudova

Délifrance. e
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Mata firma je zastupnik i distributer renomiranih
svietskih firmi Lamb Weston, Delifrance, Cargill | drugih
renomiranih firmi.

¢ & EUM’ HoReCa

- g8 FOOD SERVICE

DSHOVHA DELATHOST ARUM FOOD HoReCa SERVICE JE
SHABDEVAN|E RESTORANA, HOTELA, FAST FOOD-OVA, KANTINA
| OSTALIH UGOSTITEL)SKIH OBJEKATA, DUBOKD ZAMRINUTIM,
POLUGOTOVIM | GOTOVIM PREHRAMBENIM PROIZVODIMA. U
HASEM ASORTIMANU SE NALAZI PREKD 3000 ARTIKALA.

Proizvodi od krompira - pomfrit, specijaliteti od
Knommpira

Ulja za prienje

Mledni program

Suhomesnati proizvodi

Pecivo, kroasani, bageti, hlepdid

Testenine

Meutralne paviake | Slagovi

Instant proizvodi (supe | sosowvi)

Slatki program

Smrznuti program: smrznuta riba,

SMrInuto povroe, Smrznuto Yooe, smrznuto mesg
Zadini | dodaci jelima

Sredstva za fiddenje | cdmaidivanje

24 h VAMA NA
RASPOLAGANJU

¥

) CALL CENTAR
0656101010 = 062 200 770

Sve nase artikle moZete pogledati i poruéiti preko nase internet stranice

www.horeca.rs

Borhesova 31, 11080 Zemun + Tel/Fax: 0113774706 = Tel. 011 3774705 = e-mail: arum@horeca.rs
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- Gﬂ,ﬁrﬂ EROs PIKO, ITALIJANSKI KUVAR SA MISELIN ZVEZDICOM:

STRAST je
esencijalni sastojak!

Poznati kuvar iz Milana, koji je celu
deceniju ponosni nosilac Miselin
zvezdice, govori o najpopularnijim
kuhinjama sveta, gastronomskim tren-
dovima i tajnama, tvrdeci da uspesan 3ef
kuhinje u svom radu ne treba strogo da
se pridrzava pravila. Najvaznije je da se
koncentrise na kvalitet svoje ponudeida
poseduje — strast.

PASSION IS THE
ESSENTIAL
INGREDIENT!

A famous chef from Milan, who has been a
proud bearer of the Michelin star for over a
decade, speaks about the most popular
world cuisines, gastronomy trends and
secrets, claiming that a successful chef
should not strictly follow the rules in his work.
The most important thing is to concentrate
on the quality of the offer and to possess —
passion.
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ERros Picco, ITALIAN MICHELIN STAR CHEF

iSe od 1.300 dogadaja odrzano je
s / povodom obelezavanja IIT Nedelje
italijanske kuhinje u 110 zemalja Sirom
sveta. Ukusi Italije i Mediterana u drugoj polovi-
ni novembra nisu zaobisli ni Srbiju, gde su tokom
sedam dana odrzane brojne degustacije,
seminari, edukacije, takmicenja i prezentacije,
aljubitelji italijanske gastronomije uzivali suiu
specijalno osmisljenom italijanskom meniju u
26 restorana Beograda, Novog Sada, Nisa i
Subotice.
Specijalni gost IIT Nedelje italijanske kuhinje u
Srbiji bio je Eros Piko (Eros Picco) - italijanski
kuvar ovencan Miselin zvezdicom, koji je svo-
ju karijeru gradio u Francuskoj, na Dalekom
istoku, Americi i Milanu, gde je deset godina bio
glavni Sef kuhinje restorana ,,Innocenti Evasioni
Trenutno radi kao konsultant i promoter italijan-
ske kuhinje u svetu, a u razgovoru za ,, Turisticki
Svet® otkriva da razmislja o povratku iskonskoj
profesiji i ponovnom otvaranju restorana.

STRAST U SVAKOM JELU

« Kada ste poceli da se interesujete za kulinarstvo
i kako je tekao vas razvojni put do Sefa kuhinje
sa Miselin zvezdicom?

- Jo$ od malih nogu posmatrao sam ¢lanove moje
porodice dok su pripremali obroke sa svezim
namirnicama kupljenim na pijaci u malom gradu
u kom smo ziveli. Sef sa zvezdicom postao sam
tako $to sam dve godine u Francuskoj radio u
nekim od najpoznatijih restorana sa 3 Miselin
zvezdice, a 2008. godine dobio sam svoju prvu
MiSelin zvezdicu, koju sam uspeo da sa¢uvam
sve do 2018. godine, kada sam odlucio da na-
pustim restoran ,,Innocenti Evasioni® i posve-
tim se razvoju iIFOODQ projekta. Nikad se pri-
likom rada nisam strogo pridrzavao Miselin stan-
darda, uvek sam radio sa stra$¢u za kuvanjem
i kvalitetom proizvoda. Kada sluzite kvalitet
pripremljen sa stras¢u, MiSelin zvezdica ce
uvek biti uz vas.

« Italijanska kuhinja je, bez premca, jedna od naj -
popularnijih i najomiljenijih u svetu. Sta je tome
doprinelo i koja italijanska jela najvise volite da
spremate, a koja da degustirate?

- Italijanska kuhinja je postala poznata zbog svo-
je hiljadugodis$nje istorije, ba$ kao i kineska.
Razli¢itost njenih regiona doprinela je tome da
postane popularna Sirom sveta po svojoj lagano-
sti i raznovrsnosti ukusa i aroma. Volim da

www.turistickisvet.com

in 110 countries around the world. The tastes of Italy and the Mediterranean

in the second half of November didn’t bypass Serbia, where numerous tastings,
seminars, trainings, competitions and presentations were held during the seven days,
while the fans of Italian gastronomy enjoyed the specially designed Italian menuin 26
restaurants in Belgrade, Novi Sad, Ni$ and Subotica.

M ore than 1,300 events were held on the occasion of the Il Week of Italian Cuisine

The special guest of the Ill Week of Italian Cuisine in Serbia was Eros Picco — Italian chef
awarded with the Michelin star, who has built his career in France, the Far East, America
and Milan, where he has worked as the chief chef of the restaurant, Innocenti Evasioni”
for ten years. Today, he works as a consultant and promoter of Italian cuisine in the world,
and he reveals for “Turisticki Svet”that he is thinking of returning to his primary profession
and reopening the restaurant.

PASSION IN EVERY DISH
- When did your interest in gastronomy arise and how did your growth to the Michelin star
chefrun?

- Since | was little | have always had the opportunity to stay close to my family who
prepared daily lunch and dinner with the fresh food bought from the market of that
small town where | lived. | became the star chef after | had worked in France in some
of the most famous restaurants with 3 Michelin stars for two years, and in 2008 | got
my first Michelin star, which | have managed to preserve until 2018, when | decided to
leave the “Innocenti Evasioni” restaurant and to dedicate my work to development of
the iIFOODAQ project. I've never strictly followed the Michelin standards; I've always worked
with passion for cooking and product quality. When you serve the quality prepared with
passion, the Michelin star will always be close to you.

- Italian cuisine is, unrivalled, one of the most popular and the most favourite in the world.
What has contributed to that and which Italian dishes do you like to cook most, and which
ones to taste?

- Italian cuisine has become famous because it has a thousand-year old history, just like
Chinese. The variety of its different regions has contributed to making it famous all over
the world for its lightness and diversity of tastes and aromas. | like cooking seafood for
their intense taste and lightness, but, as | am from Milan, | like the risotto very much
as well.
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pripremam morske plodove zbog njihovog intenzivnog ukusa
i lakoce, ali s obzirom na to da sam iz Milana, mnogo volim i
rizoto.

« Koji sastojak je neizostavan u vasim jelima?

- Strast je esencijalni sastojak mojih recepata.

BEz UzORA

« Osim italijanske, specijalista ste i za francusku kuhinju. Cuveni su
francuski gastronomi -Ogist Eskofije, Pol Bokiz, Alen Dukas... koji
su revolucionarno uticali na svetsku gastronomiju. Ko su bili vasi
kulinarski uzori?

- Li¢no, nikada nisam imao uzore: uvek sam se trudio da usvojim
najbolje od svih starih majstora sa kojima sam se susretao.

o Iskustvo ste sticali i u Japanu i Kini. Kakvi su vasi utisci o gastronomiji
Dalekog istoka? Po éemu su kuhinje ove dve zemlje specificne?

- Kineska kuhinja ima stil koji se razvijao i formirao hiljadama
godina, dok je japanska kuhinja, po mom misljenju, maksimalan
izraz gastronomskog savrenstva.

o Da li ste imali priliku da probate srpske specijalitete? Kakvo je vase
misljenje o srpskoj kuhinji?

90128 TURISTICKI SVET decembar 2018/ januar 2019

- What is the essential ingredient in your dishes?
- Passion is the essential ingredient in my recipes.

WITHOUT A ROLE MODEL

- In addition to Italian, you are also a specialist for the French cuisine.
There are well-known French chefs — Auguste Escoffier, Paul Bocuse,
Alain Ducasse... who had revolutionized the world gastronomy. Who
were your gastronomy role models?

- Personally, I've never had role models: I've always tried to learn
the best from all masters | have previously worked.

- You have gained experience in both Japan and China. What are your
impressions of the Far East gastronomy? What makes the cuisine of
these two countries unique?

- Chinese cuisine has a style that has been developing and
characterizing for over thousands of years, while | consider the
Japanese cuisine to be the maximum expression of gastronomic
perfection.

« Have you had the opportunity to taste Serbian specialties? What is
your opinion of the Serbian cuisine?

-Yes, | have. I've tasted and found similarities between some Serbian
dishes and the northern Italian cuisine, like salami and smoked
meats.




ERros Picco, ITALIAN MICHELIN STAR CHEF www.turistickisvet.com

- Da, probao sam, i u nekim srpskim jelima
pronasao sam sli¢nost sa kuhinjom severne
Italije, poput salama i dimljenog mesa.

JEDNOM KUVAR — UVEK KUVAR!

o Pratite li trendove u gastronomiji i kakva je
buducnost italijanske, ali i svetske gastronomije?
Kakvo je vase misljenje o molekularnoj
gastronomiji?

- Budu¢nost italijanske kuhinje je ono sto mla-
di $efovi sada prikazuju, a buduénost sveta, po
mom misljenju, bi¢e povezana sa potro$njom
vegetarijanskih proizvoda.

Molekularna kuhinja je esencijalni deo
savremene kuhinje: moramo znati kako in-
teligentno da je koristimo, a ne povrsno.
Smatram da je molekularna gastronomija deo
istorijskog perioda — svest 0 novim metodama
rada unapredila je standarde proizvodnih
tehnika; ostaje da svaki kuvar ponaosob ko-
risti te tehnike na precizan nacin za kreiranje

novih recepata.

o AngaZovani ste i kao konsultant i promoter

Italijanske kuhinje i proizvoda. Kako vidite sebe u buduénosti? ONCE A CHEF — ALWAYS A CHEF!

- Vidim da ée mi buduénost ponuditi brojne moguénosti za rad, narocito izvan Italije. « Do you follow gastronomy trends and what
Ali, zahvaljujudi svim tim mogu¢nostima, ne krijem da ozbiljno razmisljam o ponovnom is the future of ltalian and world gastronomy

as well? What is your opinion of molecular

otvaranju restorana. No, to je ve¢ neka druga prica.
gastronomy?

Biljana Bosni¢ Ognjenovi¢ - The future of Italian cuisine is what the
young chefs are now expressing, and, in my
opinion, the future of the world’s, will be
linked to the consumption of vegetarian
products.

Molecular cuisine is an essential part of
today's cuisine: we need to know how to use
it intelligently and not superficially. In my
opinion, molecular gastronomy is part of a
historical period - the awareness of new
methods of work has improved the standard
of production techniques; it remains for
each individual chef to use these techniques
in an accurate way in the creation of new
recipes.

- You also work as a consultant and promoter
of the Italian cuisine and products. How do you
see yourselfin the future?

- | see my future full of job opportunities
especially outside Italy. But thanks to all these
opportunities | do not hide that I'm seriously
thinking about reopening a restaurant. But
that is another story.

Biljana Bosni¢ Ognjenovi¢
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¥l WELLNESS U HOTELSKOJ SOBI

PIONIRI NOVOG TRENDA

Bilo da nude precisé¢en vazduh, alate za poboljsanje sna, in-room fitness ili prostor za meditaciju, wellness sobe nasta-
ju sa ciliem da pomognu gostima da Zive u skladu sa svojim wellness stilom Zivota i tokom putovanja. Implementacija
ovih sadrzaja se razvija svakim danom i ne predstavlja samo trenutni pomodni trend ve¢ stvarnu potrebu sve veceg
broja ljudi. Neizbezno je da ¢e u buducnosti wellness sobe postati standardni deo dizajna svakog hotelskog brenda.
Najvedi hotelski lanci su ve¢ uveliko pronasli nacin da implementiraju ovaj trend, ali i da od njega dodatno zarade.

FOUR SEASONS

Four Seasons je najnoviji operater koji se prikljuc¢io ovom trendu,
pokrenuvsi pet wellness soba i tri apartmana u hotelu na Bever-
li Hilsu. Smestene na istom spratu kao i spa centar, kreirane su da
optimizuju fizicki i emocionalni wellbeing, sa sadrzajima poput
bioloskog osvetljenja i sistema za precis¢avanje vazduha i vode. Tako
se ove wellness upgrade-ovane sobe naplacuju oko 43 evra vise nego
ostale, dva meseca nakon uvodenja zabelezeno je povecanje
kori$¢enja soba za 50 odsto. Gosti u ovim sobama imaju pristup
programima za unapredenje kvaliteta sna i ishrane, filmove
vodene meditacije sa Dipak Coprom, opremu za vezbanje i joga
prostirke, kao i zdrave grickalice.

MARRIOTT

»Stay Well“ sobe uvedene su 2016. godine u Sest ,,Marriott“ hotela
$irom SAD-a, sa sistemom za preci$¢avanje vazduha, esencijalnim
uljima aromaterpije, biloskim osvetljenjem za podizanje
raspoloZenja, sredstvima za ¢iS¢enje koja nisu toksi¢na, simulacijom
izlaska sunca, vodom u tusevima koja je oplemenjena vitaminom
Cizdravim dusecima. Osim toga, na ,,Stay Well“ mobilnoj aplikaciji
dostupni su programi za umanjenje simptoma jet lag-a, kao i
kvalitetnije spavanje, ishranu i upravljanje stresom. Sobe su
popularne medu poslovnim i leisure gostima, kao i porodicama,
a dodatak koji treba da se plati za odsedanje u ovim sobama ide
od 17 do 51 evra u zavisnosti od lokacije hotela.

90130 TURISTICKI SVET
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PIONEERS OF THE
NEW TREND

Offering fresh air, tools for a better night’s sleep, in-room fit-
ness or a space to meditate, wellness rooms emerge with
the aim to help guests live according to their wellness
lifestyles while travelling. The .implementation of these
features continues to evolve, and this is not another tempo-
rary trend but a real necessity of a growing number of
people. It's inevitable that wellness rooms will become a
standard part of any hotel brand’s design. The biggest hotel
chains are finding the way to implement wellness in rooms
and to earn additional profit from it.

FOUR SEASONS .

Four Seasons is the latest operator to implement this trend, launching
five wellness rooms and three suites at Beverly Hills property. They are
located on the same floor as the spa and have been created to optimize
physical and emotional wellbeing, with features such as circadian lighting
and air and water purification systems. Although these wellness
upgraded rooms cost around 43 Euros more than the others, there’s
a 50 per centincrease. Guests in these rooms have access to sleep and
nutrition programs, guided meditation videos by Deepak Chopra,
exercise equipment and yoga mats, as well as healthy in-room snack
options.

MARRIOTT

Stay Well rooms were
added in 2016 to six Mar-
riott properties across the
USA featuring advanced
air purification, essential
oil aromatherapy, circa-
dianmood lighting, non-
toxic cleaning products,
dawn simulation, vitamin
C-infused showers and a




INTERCONTINENTAL

»InterContinental“-ov brend ,,Even Hotels“ pokrenut je 2014.
godine kao lifestyle hotel sa klju¢nim fokusom na wellness, iako
ovi hoteli ne sadrze spa centre. Dizajn je koncipiran na Cetiri
komponente: zdrava hrana, lak odmor, biti aktivan i postici vise.
Hotelske sobe nude fitness elemente sa prostorom posvecenim
samo za vezbanje, fitness opremom i 18 razli¢itih videa sa
vezbanjima. Mape za tréanje su dostupne na recepciji, a sobe
su opremljene high-tech osvetljenjem, posteljinom od eukaliptusa
i osvetljenjem podesivim prema raspoloZenju, kao i elemen-
tima za aromaterapiju koja pomaze kod boljeg sna, a ,Grab-
n-go* brend zdrave hrane dostupan je u hotelskom kafeu. Danas
postoji osam ,,Even Hotela, od kojih se tri nalaze u Njujorku,
au planu je otvaranje jo$ 12 hotela u SAD-u i drugim drzava-
ma, kao $to su Australija i Novi Zeland, i ¢ak tri u Kini, gde se
prvi hotel otvara ve¢ 2019. godine.

SWISSOTEL

Vitality Room" koncept soba ,,Swissotel“ lanca pruza wellness
sadrzaje poput zavesa za potpuno zamracenje sobe, specijal-
nih prostora za vezbanje i relaksaciju, sistema za precis¢avanje
vazduha, opcija za promenu osvetljenja i mirisa u tudevima,
,Vitality snack bar® sa voéem i drugom zdravom hranom, kao
i biologkim osvetljenjem. ,Wellbeing zid“ gostima pruza
moguénost da biraju izmedu tri fitness modula u kompaktnom
prostoru, sa opremom i cyber trenerom. Sobe su prvi put uve-
dene 2016. godine u ,,Swissotel Zurich hotelu, a uskoro ¢e se
naci i u hotelima u severnoj Americi, Aziji, Bliskom istoku...
Cena ovih soba je 30 odsto viSa od standardne cene smestaja.

HiLon

Hotelski gigant ,,Hilton" uveo je prosle godine in-room wellness
koncept ,,Five Feet to Fitness, koji ¢ini 11 razlicitih fitness spra-
vaidodatnih opcija u hotelskim sobama, kao i vise od 200 fit-
ness videa. Novi tip soba od 9 kvadratnih metara sadrzi fitness
prostor sa spravama i opremom za trening. Srce koncepta ¢ini
»ritness Kiosk gde su u ponudi tutorijali za korisc¢enje
opreme i vodeni treninzi, kao i stolice za meditaciju, zavese sa
zamracivanje soba i ,, Biofreeze” proizvodi za opustanje misica.
Oni nisu samo uveli fitness opremu.u sobe, vec su potpuno raz-
gradili hotelsku sobu i pazljivo dizajnirali prostor sa nepretr-
panim delom za trening, podom prikladnim za bavljenje
sportom i odvojenim delom za relaksaciju i odmor. ,,Hilton"
trenutno ima 11 hotela sa 31 sobom ovog tipa, a planira se
uvodenje ,,Five Feet to Fitness" koncepta u dodatna 23 hotela.
Sobe su 20 odsto skuplje i imaju stopu zauzetosti 75 odsto.

Marija Obradovi¢

healthy mattress. In addition, through the Stay Well Mobile App guests access to
ajet lag tool and sleep, nutrition and stress management programs. The rooms
are popular with both business and leisure travellers and families, who need to
pay from 17 to 51 Euros extra for staying in these rooms.

INTERCONTINENTAL

InterContinental’s Even Hotels brand launched in 2014 as a lifestyle hotel with
wellness at its core, though the hotels do not include spas. The design is focused
on four components: eating well, resting easy, keeping active and accomplishing
more. The hotels feature in-room fitness elements with a dedicated workout space,
fitness equipment and 18 different workout videos. Running maps are available
at the front desk, and bedrooms have been fitted with high-tech lighting, eucalyptus
linens and colour-changing mood lights, as well as aromatherapy amenities,
intended to encourage a good night’s sleep. Grab-n-go, health food is available
from the brand’s cafe. There are now eight Even Hotels opened, including three
in New York City and there are 12 additional properties in the pipeline in the USA
and also Australia and New Zealand, and three properties in China - the first of
which is set to open in 2019.

SWISSOTEL

Vitality Room concept offers
wellness features such as black-out
blinds, dedicated space for exercise
and relaxation, air purification
system, lighting and scent options
in the shower, a Vitality snack bar
with fruits and circadian lighting
features. A“wellbeing wall” gives
guests a choice of three training
modules in a compact space, with
simple, self-explanatory equip -
ment and a cyber-trainer. The
rooms made their debut at Swis-
sotel Zurich in 2016, and Vitality
Rooms will soon be developed in
North America, Asia and the Mid-
dle East. These rooms cost 30 per
cent more than average daily rate.

HiLton

Hospitality giant Hilton unveiled an in-room wellness concept last year called
Five Feet to Fitness, which offers 11 different fitness equipment and accessory
options in hotel rooms and includes more than 200 fitness videos. The new
room type has 9 sq m fitness space with the equipment. At the heart of the
concept is the Fitness Kiosk offering equipment tutorials and guided
workout routines, as well as a meditation chair, blackout shades and
Biofreeze products for muscle tension. They haven't just placed workout
equipment in rooms; they've completely deconstructed the hotel room and
carefully designed a space with an uncluttered training area, with sports-per-
formance flooring and a separate area for rest and relaxation. Hilton currently
has 11 hotels and 31 rooms under the Five Feet to Fitness programme, with
an additional 23 properties in the pipeline. The rooms are trading at a 20 per
cent premium and achieving a 75 per cent occupancy rate.

Marija Obradovi¢
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REZULTATI NAJNOVIJIH ISTRAZIVANJA SVETSKOG WELLNESS INSTITUTA

- INDUSTRIJA

VREDNA 4.2 BILIONA DOLARA

,Global Wellness Institute objavio je nedavno rezultate naj -

novijih istrazivanja, koji pokazuju da wellness trziste sada vredi
zapanjujucih 4.2 bilijarde dolara, $to predstavlja rast od 12.8 odsto
u poredenju sa 2015. godinom.

Institucija koja proucava i prati stanje wellness industrije

U poslednjih nekoliko godina, wellness je postao dominantna vred-

nost u Zivota ljudi, koja iz korena menja ponasanje potrosaca i sama

trzista.

Wellness, $ire definisan kao aktivna teznja ka aktivnostima koje

unapreduju fizicki i mentalni well-being, postao je donekle

nejasan termin koji ukljucuje $irok spektar industrija. Kako bi bolje
ustanovio parametre za istrazivanje svetski wellness institut se

fokusira na 10 specifi¢nih kategorija wellness-a, ¢ije pojedina¢ne

vrednosti ¢ine ukupnu vrednost wellness industrije: li¢na nega i
lepota (1.082 biliona dolara), zdrava hrana, ishrana i gubitak tezine

(702.1 milijardi dolara), wellness turizam (639.4 milijardi dolara),

fitness/vezbe za um i telo (595.4 milijardi dolara), preventivna
i personalizovana medicina i javno zdravlje (574.8 milijardi
dolara), tradicionalna i komplementarna medicina (359.7 mili -
jardi dolara), wellness nekretnine (134.3 milijardi dolara), spa
ekonomija (118.8 milijardi dolara), termalni/mineralni izvori (56.2

milijardi dolara) i wellness na radnom mestu (47.5 milijardi dolara).

Spa, turizam i trziste nekretnina pokazali su se kao najbrze rastuci
sektori u poslednje dve godine. Spa ekonomija je takode imala
dramatican porast kako sve viSe potrosaca biva privuceno spa oaza-

ma radi opustanja i odvajanja od svakodnevnog uzurbanog stila
zivota. Od 2007. godine broj spa centara se udvostrucio, a trziste
termo-mineralnih izvora je takode imalo snazan rast kako se
uglavnom zene okre¢u toploj vodi za oslobadanje od stresa.

Ovi sektori osim $to funkcioni$u kao samostalne
delatnosti takode teze i da se

WELLNESS
INDUSTRY WORTH
S4.2 TRILLION

nstitute that researches and follows wellness industry, The Global

I Wellness Institute revealed the results of the latest research that show

wellness market is now valued at $4.2 trillion, having grown 12.8%
in the last two years.

In the last few years, wellness has become a dominant lifestyle value
that is profoundly changing consumer behaviour and changing the
markets.

Wellness, defined broadly as the active pursuit of activities that promote
physical and mental well-being, has become a nebulous term that
incorporates a wide range of industries. In an effort to better establish
its parameters, GWI focused on 10 specific categories that enable
consumers to incorporate it in their lives: personal care and beauty:
$1.082 trillion, healthy eating, nutrition and weight loss: $702.1 billion,
wellness tourism: $639.4 billion, fitness / mind-body: $595.4 billion,
preventive and personalized medicine and public health: $574.8




RESULTS OF THE LATEST GLOBAL WELLNESS INSTITUTE'S RESEARCH

: STA JE TO,, ATHLEISURE MAKEUP*'? 5
: Kada je rec o $minki athleisure beauty proizvodi mogu se podeliti u :
¢ dve grupe. U prvu grupu spadaju proizvodi za koje se smatra da su
- otporni na znojenje te omogucavaju damama da odrade trening u :
* teretani bez bojazni da ¢e im se $minka pokvariti, od jutarnjeg
- praktikovanja joge do vecernjeg dzoginga. U drugu grupu spade
 "prirodna" $minka ¢iji proizvodaci tvrde da je manje Stetni za kozu
- tokom vezbanja. Ipak, poznato je da je nosenje $minke tokom vezba- :
 nja Stetno za kozu jer se tada putem znojenja telo hladi i izbacije :
- toksine, a $minka sprecava taj proces detoksikacije. Zato je vazno
 skinuti $minku pre vezbanja i o&istiti kozu nakon treninga. '

medusobno preprilicu i spajaju, $to znaci da fitness viSe ne
podrazumeva samo ¢lanstvo u teretani ve¢ se potencijalno integrise
iu putovanja ili novu tehnologiju, te i beauty rutine (pojavljuje se novi
pojam ,,athleisure makeup“)*.

Putnici su 2017. godine i8li na 830 miliona wellness putovanja, $to je
139 miliona vise nego 2015. godine. Kao jedan od najbrze rastu¢ih
trendova, wellness turizam trenutno predstavlja 17 odsto ukupno
preduzetih putovanja.

Wellness na radnom mestu ostaje mali u poredenju sa finansijskim
teretima i gubicima izazvanim lo$im zdravljem radnika preopere¢enih
stresom. Institut pronalazi da samo

9.8 odsto svetske radne

snage ima pristup
wellness pro-
gramima na .
poslu. Takvi, ¥
progra-
mi su

neophodni u
borbi protiv hroni¢nih bo -

lesti, gde wellness moze da ima snaznu preventivnu funkciju.

- Uzimajudi u obzir duzi zivotni vek, sve viSe hroni¢nih bolesti, stre-
sa i nezadovoljstva, wellness sektor ¢e u buduénosti jos vise rasti,
stim $to se predvida da Ce tri sektora koji su klju¢ni za Zivot ljudi
beleziti jo$ vedi rast, a to su wellness nekretnine, wellness na rad-
nom mestu i wellness turizam. Ostali sektori ¢e takode rasti jer ¢e
biti podrska integraciji wellness-a u sve aspekte svakodnevnog
zivota. Wellness trzista ¢e postati manje rasuta i vise medusobno
povezana, zajednicki pruzajudi reSenja i iskustva na mestima gde
ljudi Zive, rade i putuju.

www.turistickisvet.com

: WHAT DOES “ATHLEISURE” MAKE-UP MEAN?
¢ In terms of make-up, athleisure beauty products can be divided :
¢ intwo categories. First, there are products that claim to be sweat- :
¢ proof so that you can undergo an entire exercise class and leave :
with your make-up intact, from a morning yoga class until an :
i evening jog. Second, there are “natural” make-up products that
i claim to be less damaging to skin whilst you exercise. But, wear-
¢ ing make-up at the gym is bad for you whatever type it is. When :
¢ you exercise, your sweat glands go into overdrive to cool the skin :
down. This helps to detox the skin and make-up can prevent this
¢ detoxing process. This is why it's important to remove make-up :
i before the exercise and to clean the skin after the workout. :

billion, traditional and complementary medicine: $359.7 billion,
wellness real estate: $134.3 billion, spa economy: $118.8 billion,
thermal / mineral springs: $56.2 billion and workplace wellness:
$47.5 billion.

Spas, tourism, and real estate were shown to be the fastest-
growing sectors in the last two years. The spa economy also saw a
dramatic increase as more consumers find themselves drawn to self-
care oases in the wake of hectic, over-connected lifestyles. Since 2007,
the number of spas doubled, and the thermal/mineral springs market
also grows stronger as women turn to warm water for stress relief.

These sectors increasingly tend to blend together. That means fitness
is no longer solely relegated to your gym
membership-it’s now potentially integrated

into your vacations or wearable
technology, even your beauty routine
(there is a term“athleisure makeup”)*.

In 2017, travellers took 830 million
wellness trips—139 million more
than in 2015. As one of the
fastest-growing travel trends,
wellness travel currently
represents 17% of total tourism
expenditures.

Workplace wellness ($47.5
billion), meanwhile, remains
small in comparison to the
financial burdens and losses
created by unhealthy, over-
stressed employees. GWI reports that
only 9.8% of the world’s 3 billion-plus workforce has access to a
workplace wellness program. Such programs remain essential to
combat chronic diseases, which are often preventable.

In the face of longer lifespan, and rising chronic disease, stress and
unhappiness, they only see growth for wellness ahead. The three
sectors that represent the core spheres of life will see the strongest
future growth-wellness real estate, workplace wellness and wellness
tourism-while other sectors will also grow as they support the
integration of wellness into all aspects of daily life. And wellness
markets will become more interconnected, converging to offer
solutions and experiences in the places where people live, work and
travel.
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KRUSEVO — BAJKOVIT GRADIC
SA IDILICNIM ZIMSKIM PEJZAZOM

Balkanu. Nalazi se u kolevci planine Baba u zapadnoj Make-

oniji, na 1.350 metara nad morske visine. Svojim prekrasnim

skijaskim stazama i stazama za zimsko tr¢anje koje nisu daleko od

grada, privlaci prave ljubitelje zimskih sportova. Nebo iznad Kruse-

va je raj za paraglajdiste. U najavi je Svetski kup u paraglajdingu, koji

¢e se odrzati sledece godine na jednoj od najboljih evropskih i svet-
skih paraglajding lokacija — u Krusevu.

Kdruéevo je jedini planinski grad u Makedoniji i najvisi grad na

CARSUA

Slavni francuski arhitekta Korbizje, posetio je Krusevo 1927. godine
i odusevio se arhitekturom ovog grada, posebno njegovim ku¢ama
koje su ga inspirisale u daljem radu. Krusevske kuce su prava
arhitektonska remek-dela. Pri ulazu u grad sa bilo koje strane, ima
nesto kao u bajkama: u izgledu grada, u njegovoj arhitekturi, u izlasku
sunca, u zalascima sunca iza planina, u jednoj igri perspektive, koja
se jo$ bajkovitije odslikava u kristalu planinskog neba. Bazar ¢ini serija
malih zanatskih radnji i prodavnica, koje su odvajkada jedna pored
druge. To je najzivopisniji deo grada, na koji se nadovezuju mahale,
gde se odvija ceo Zivot.

MAKEDONUUM

Kompleks spomenika Ilinden, poznat jo§ i kao Makedonijum,
jedan je od najmarkantnijih spomenika u Krusevu i Makedoniji. Sastoji
se od cetiri platforme koje simboli$u nepokor, borbu i ve¢nu teznju
makedonskog naroda za slobodom i nezavisnom drzavom. Kompleks

E il

KRUSEVO
FAIRYTALE TOWN
WITH IDYLLIC
WINTER LANDSCAPE

in the Balkans. It is settled in the cradle of the Baba Mountain

in the western part of the Republic of Macedonia, at 1.350 meters
above sea level. It attracts winter sports enthusiasts with beautiful
ski slopes and winter trails that are not far from the town. The sky above
Krusevo is a heaven for paragliders. The World Cup in paragliding is
announced, and it will be held next year on one of the best European
and world paragliding locations - in the town of Krusevo.

Kruéevo is the only mountain town in Macedonia and the highest
i

OLD BAZAAR

In 1927 the town of Krusevo was visited by the famous French architect
Corbusier who was delighted with the architecture of this town, and
was inspired by the Krusevo houses in his further work. Krusevo's
houses are real architectural masterpieces. At the entrance to the town
on either side, there is something like in fairy tales: in the appearance
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se prostire na 12 hektara, dok se Makedonijum,
koji se nalazi na najvisoj tacki, zavrsava kupolom
na 1.320 metara nadmorske visine, odakle se
pruza izvanredan pogled na sve Cetiri strane -
prema Krusevu, Slivu, Me¢kinom Kamenu i
Pelagoniji.

SPOMEN-KUCA TOSE PROESKOG

Tose Proeski (25. januar 1981 - 16. oktobar 2007)
za kratko vreme postao je najpopularniji peva¢
u Makedoniji i jedna od najvecih zvezda balkanske
muzicke scene. Godine 2004. bio je proglasen
ambasadorom dobre volje UNICEFA. Post-
humno, bio je proglasen za po¢asnog gradanina
Makedonije. Krusevo, njegovo rodno mesto,
oduzilo mu se otvaranjem spomen-kuce, 25. aprila
2011. godine.

Sve su to atraktivnosti koje dopunjuju i obogacuju
kulturne sadrzaje Kruseva, zbog kojih ovaj grad
s ponosom nosi ime - Grad muzej!

of the town, in its architecture, in the sunrise, in the sunsets over the mountains, inagame
of perspective, which is even more glistening in the crystal mountain sky. The bazaar is
made up of a series of small craftsmen and other shops, arranged next to each other. This
is the most picturesque part of the town, on which mahals, where life takes place, are
connected.

MAKEDONIUM

The complex of the llinden monument, also known as Makedonium, is one of the most
striking monuments in Krusevo and Macedonia. It consists of four platforms that
symbolize the disaffection, the struggle and the eternal aspiration of the Macedonian people
for freedom and an independent state. The complex extends to 12 hectares, while
Makedonium, which is at the highest point, ends with a dome at 1,320 meters above sea
level, giving a splendid view of all four sides — towards Krusevo, Sliv, Mechkin Kamen and
Pelagonija.

MEemorIAL HousE oF ToSE PROESKI

ToSe Proeski (25 January 1981 - 16 October 2007) became the most popular singer in
Macedonia and one of the biggest stars of the Balkan music scene in a short time. In 2004,
he was declared the UNICEF Goodwill Ambassador. Posthumously, he was proclaimed
honorary citizen of Macedonia. Krusevo, his birthplace, paid him back by opening the
memorial house on April 25, 2011.

All these activities complement and enrich the cultural contents of the town of Krusevo,
and this town, by its very nature and specificity, is called the Museum Town!

TURISTICKI SVET 90137
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MAKEDONIJA — JoS UVEK
NEOTKRIVENA TURISTICKA DESTINACIJA

Makedonija nema more, i u tom smislu
nismo konkurentni, ali imamo nacionalne
parkove, 43 jezera, 1.200 sela, oko 1600
crkvi i manastira, 600 dzamija, 5
autentickih vinskih gradova, lepu istoriju i
nesto $to niko u svetu nema, a to je
Skoplje, grad solidarnosti i monumentalne
kulture — isti¢ce Ljup¢o Janevski, direktor
makedonske Agencije za promociju i
podrsku turizma, za Turisticki Svet, s
ponosom predstavljajuci rezultate u 2018.
i planove za 2019.

o Republika Makedonija je poslednjih godina sve
interesantnija turisticka destinacija. Rast turistickog
prometa se nastavlja i ove godine ostvarili ste
znacajne rezultate?

- Svetska turisticka organizacija proglasila je
Makedoniju za najbrze rastu¢u destinaciju u
Evropi u 2017. godini. Taj trend nastavljamo i u
2018. godini. U prvih 6 meseci imali smo rast od
10-12%, dok smo u julu mesecu imali porast od
250% kada su u pitanju turisti iz Poljske, sa vise od
35.500 nocenja. Nase najposecenije destinacije su
Skoplje i Ohrid. Gradski turizam trenutno je
trend na Balkanu, pa je i kod nas, po prvi put ove
godine, u prvih 6 meseci Skoplje posecenije, nego
Ohrid. Tome je zasluzna dobra saobracajna in-
frastruktura i direktne avio linije. Medutim, mislim
da ni Srbija, ni Makedonija jo$ uvek nisu iskoristile
sav potencijal putnog pravca E-75. Tokom godine
kroz Makedoniju prode oko 900.000 do 1,100.000
srpskih turista koji su u tranzitu. Na$ cilj je da pro-
duzimo njihov boravak bar na jedan dan, kako bi
mogli da uzivaju u cuvenom makedonskom vinu
i nagim kulinarskim specijalitetima. Ove godine
Dorjansko jezero bilo je puno srpskih, nemackih
i turskih turista, $to je i bio cilj ovogodisnje
kampanje.

s
e B

MACEDONIA — STILL
UNDISCOVERED
TOURISM DESTINATION

Macedonia has no sea, and in this sense we are not competitive, but we have
national parks, 43 lakes, 1,200 villages, about 1600 churches and monasteries,
600 mosques, 5 authentic wine towns, beautiful history and something that
nobody in the world has — Skopje, the city of solidarity and monumental
culture - says Ljupco Janevski, director the Agency for Promotion and
Support of Tourism of the Republic of Macedonia, for Turisticki Svet, proudly
presenting results achieved in 2018 and plans for 2019.
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PROMOTION AND SUPPORT OF TOURISM OF THE REPUBLIC OF MACEDONIA

MODERAN PRISTUP PROMOCUI

« Uveli ste znacajne novine u radu Agencije. Na emu je bio vas fokus?
- Zeleo sam da promenim i unapredim kompletno lice Agencije
za promociju i podrsku turizma Makedonije. Uspeli smo da
osavremenimo koncept po kom je Agencija radila proteklih 8
godina. Maksimalno smo transparentni - rebrendirali smo stranu
macedonia.gov.mk, mese¢no imamo 5 do 10 saopstenja, kao i
newsletter-a. Od ove godine ve¢ koristimo moderan pristup
reklamiranja i promovisanja Makedonije kao turisticke destinacije
sa sloganom: ,Macedonia your next destination®. To nam
omogucuje da prilikom predstavljanja 80% budu online mediji (blo-
govi, baneri, drustvene mreze) i 20% klasi¢ni mediji. Kada je u pi-
tanju Adriatic regija, onda je odnos 50%-50%. Mladi ljudi iz Evrope
koji putuju po svetu fanovi su moderne tehnike, pre svega kamera
i zele da budu ,live Jedan backpacker iz destinacije Seruje
izmedu 7001 1.000 fotografija. Drustvena mreZza Instagram u mo-
mentu motivise oko 43 % mladih da idu na odredenu destinaciju.
Kori$¢enje drustvenih mreZa je u porastu i moramo ih iskoristi-
ti kao alate za promociju. Za ovakav moderan pristup direktno su
zasluzni svi zaposleni u nasoj Agenciji. Dokazali su da su dovoljno
strucni, pametni i vi¢ni za ovaj posao, a spremamo i nova
iznenadenja za nage turiste.

NA ZAJEDNICKOM ZADATKU

o Kada se promovise turisticka destinacija, zateguta politicka
situacija vezana za promenu imena nije olaksavajuca okolnost.

Uprkos svemu tome, vi ste uspeli da postignete znacajne rezultate.

Kako se nosite sa ovim problemom?

- Taj problem imamo ve¢ 27 godina, ali je sada mozda najizraZeniji.

Uprkos nemilim dogadajima, koji su se desavali u nasoj zemlji, mi
nismo stali u turizmu. Iskreno verujem da e se ova politicka kriza
brzo razresiti. Veliki broj aranzamana za 2019. godinu ve¢ je
ugovoren i kriza se ne¢e mnogo odraziti na turisticku sezonu. Samo

u Ohridu je oko 15 hotela zakupljeno za naredne tri godine.

S druge strane, znate da je turizam grana privrede u kojoj

moramo povezivati destinacije i ponuditi zajednicki proizvod. Ono

$to se desava kod nas, svi ljudi sa Balkana mogu da razumeju. Ponos -
ni smo na to da smo deo regije koja ce, u turistickom smislu, jo$

vise rasti. Adriatic regija nije istrosena masovnim turizmom koji
je unistio mnoge prekrasne destinacije u Evropi. Zajedno moze-

mo ponuditi ono $to su drugi zaboravili gastronomiju, Cist
vazduh, autenti¢nost, ruralni i a

eko turizam. '

- The Republic of Macedonia has been an increasingly interesting tourism
destination in recent years. The growth in tourism traffic continues and you
have made significant results this year?

-The World Tourism Organization declared Macedonia the fastest grow-
ing destination in Europe in 2017. We continue this trend in 2018. In
the first 6 months we had a growth of 10-12%, while in July we had an
increase of 250% when it comes to tourists from Poland, with more than
35.500 overnight stays. Our most visited destinations are Skopje and
Ohrid. City-break tourism is currently a trend in the Balkans, so in our
country, for the first time this year, in the first 6 months, Skopje was more
visited than Ohrid, thanks to good road infrastructure and direct air lines.
However, | don't think that either Serbia or Macedonia has yet used the
full potential of the E-75 road route. During the year around 900,000
to 1,100,000 Serbian tourists pass through Macedonia. Our goal is to
extend their stay to at least one day, in order to enjoy the famous Mace-
donian wine and our culinary specialties. Many Serbian, German and
Turkish tourists have visited the Dorjansko Lake this year, which was
the goal of this year's campaign.

IMODERN APPROACH TO PROMOTION
- You have introduced significant innovations in the work of the Agency.
What did you focus on?

- | wanted to change and improve the full face of the Agency for
promotion and support of tourism in Macedonia. We have managed
to modernize the concept by which the Agency has been working for
the past 8 years. We are maximally transparent - we rebranded mace-
donia.gov.mk, we have 5 to 10 announcements, as well as newsletters
per month. From this year, we are already using modern approach to
promote Macedonia as a tourist destination with the slogan:,Mace-
donia your next destination”This allows us to represent 80% of online
media (blogs, banners, social networks) and 20% of classic media. When
it comes to the Adriatic region, then the ratio is 50% -50%. Young people
from Europe traveling to the world are fans of modern techniques, above
all cameras and they want to be "live". One backpacker from a
destination shares between 700 and 1,000 photos. Social network
Instagram is currently motivating around 43% of young people to go
to a certain destination. The use of social networks is on the rise and
we need to use them as promotional tools. Allemployees of our Agency
are directly responsible for this modern approach. They proved to be
professional enough, smart and capable of the job, and we are
preparing new surprises for our tourists.

ON A COMMON TASK
- When promoting a tourist destination, the tightened political situation
related to changing the name is not a mitigating circumstance. In spite
of all this, you have been able to achieve signif-
icant results. How do you deal
with_this problem?
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SKOPLJE — FENOMEN PO SEBI

« Ove godine, otvorili ste neke nove price, nove destinacije... Sta ste
najvise promovisali?

- Makedonija nema more, i u tom smislu nismo konkurentni, ali
imamo nacionalne parkove, 43 jezera, 1.200 sela, oko 1.600 crkvi
imanastira, 600 dzamija, 5 autentickih vinskih gradova, lepu isto-
riju i nesto $to niko u svetu nema, a to je Skoplje, grad solidarnosti
i monumentalne kulture. I to treba da iskoristimo. Skoplje je
fenomen po sebi, nekoliko puta je rusen od zemljotresa i pono-
vo podizan. To je grad koji rasko$no otvara svoja vrata, neki kazu
da je Skoplje ,City of the seven gates® zato $to je imao 7 porti da
moze da se ude, ali ne moze da se izade. Na 100 metara od centra
u Skoplju imate najve¢u zivu ¢arsiju na Balkanu, staru skopsku
carsiju.

Selektivan pristup u turizmu nije da selektujemo ono $to je dobro,
nego da stimilu$emo ono $to je odrzivo. Na$ zadatak je da
motivisemo turisticki sektor, ali i da on motivie nas. Makedoni-
jaima oko 35 opstina sa dobarim potencijalom za razvoj turizma.
Agencija je otvorena za svakog, kao i moja kancelarija. Za oko 8
meseci prosli smo oko 20.000 km i imamo sve vise sastanaka sa
hotelijerima koji su, takode, optimisti. Mislim da smo na pravom
putu, na kome treba da gradimo ruralni, eko turizam, adrenalij-
ski turizam, kao i gastro turizam. Makedonija je jo§ uvek
neotkrivena turisticka destinacija.
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-We've had this problem for 27 years, but now it is perhaps the most
visible. Despite the harsh events that took place in our country, we did
not stop in tourism. | sincerely believe that this political crisis will be
resolved quickly. A large number of tours for 2019 have already been
contracted and the crisis will not affect much the tourism season. Only
in Ohrid around 15 hotels have been leased for the next three years.

On the other hand, you know that tourism is a branch of the economy
in which we have to connect destinations and offer a common
product. People from the Balkans can understand each other. We are
proud that we are part of a region that, in tourism terms, will grow even
more. Adriatic region is not endured by mass tourism that has destroyed
many beautiful destinations in Europe. Together we can offer what others
have forgotten about gastronomy, clean air, authenticity, rural and eco-
tourism.

SKOPJE — THE UNIQUE PHENOMENON
- This year, you have opened some new stories, new destinations... What
have you promoted most?

- Macedonia has no sea, and in this sense we are not competitive, but
we have national parks, 43 lakes, 1,200 villages, about 1,600 churches
and monasteries, 600 mosques, 5 authentic wine towns, beautiful history
and something that nobody in the world has - Skopje, the city of
solidarity and monumental culture. And we need to use that. Skopje
is the unique phenomenon, it had been demolish several times by
earthquakes and had been re-built. It is a city that opens its doors widely,
some say that Skopje is the "City of the seven gates" because it had had
7 ports through one could only enter, and not exit. At 100 meters from




PRIORITET - PODIZANJE INTELEKTUALNOG KAPITALA
« Koji su vasi ciljevi u narednom periodu?

- Sledece godine fokusiratemo se na podizanje intelektualnog
kapitala Agencije kroz stru¢ne obuke i workshop-ove. Radna snaga,
pre svega mladi ljudi, su ono $to treba da bude pokretac razvoja svake
drzave. Ovo godine smo, i pored malog budZeta, imali rekordno najvise
obuka. Takode, zanemareni su EU fondovi kroz koje, putem projekata,
mozemo da razvijemo nase turisticke potencijale. Imate odli¢an primer
Slovenije koja je uspesna, jer su na drzavnom nivou naucili 150 ljudi
kako se pisu i razraduju projekti i onda iz EU fondova uzeli milijar-
du 1700 miliona evra i integrisali ih u turizam. Zato imaju 12 miliona
nocenja.

Nadamo se da ¢emo mi, kao Agencija, u narednih nekoliko godina
postati Turisticka organizacija kako bismo sa kolegama sa make-
donskog trzista partnerski radili evropske projekte. Nas cilj je 1,5 mi -
liona turista i vie od 5 miliona nocenja u naredne 3 godine.
Potrudi¢emo se da vratimo Hrvatsku i Sloveniju na trZiste, kao i
Nemacku, Cesku i Slovacku. Mislim da je to realno postici. Uostalom,
mi uvek dajemo sebi realne ciljeve, a ono to ispunimo, motivise nas
da naredne godine radimo vise i bolje.

the centre in Skopje, you have the largest living old town on the
Balkans, the old town of Skopje.

A selective approach to tourism is not to select what is good, but to
stimulate what is sustainable. Our mission is to motivate the tourism
sector, but also to motivate ourselves. Macedonia has about 35
municipalities with good potential for tourism development. The
agency is open to everyone, as well as my office. In about 8 months
we have passed about 20,000 km and we have had many meetings
with hoteliers who are also optimistic. | think we are on the right path,
on which we need to build rural, eco-tourism, adrenaline tourism, as
well as gastronomy. Macedonia is still an undiscovered tourist
destination.

THE PRIORITY - RAISING INTELLECTUAL CAPITAL
- What are your goals in the upcoming period?

- Next year we are going to focus on raising the intellectual capital
of the Agency through vocational training and workshops. Labor,
primarily young people, is what should be the driving force behind
the development of each state. This year, despite the small budget,
we had the highest record of training. Also, EU funds are neglected
through which, we can develop projects to improve our tourist
potentials. The great example is Slovenia that is successful, because
at the state level 150 people had learned how to write and develop
projects and then had took from the EU funds billion and 700 million
euros and integrated them into tourism. That's why they have 12
million overnight stays.

We, as the Agency, hope to become aTourist Organization in the next
few years in order to partner with our colleagues from the Macedonian
market in working on the European projects. Our goal is 1.5 million
tourists and more than 5 million overnight stays in the next 3 years.
We will do our best to bring back Croatia and Slovenia to the market,
as well as Germany, the Czech Republic and Slovakia. | think this is
a realistic achievement. After all, we always give ourselves realistic
goals, and what we fulfill, motivates us to do more and better next

year. Author: Ljiljana Rebronja
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DA LI JE CENTRALNA EVROPA SPREMNA ZA KINESKE TURISTE?

KAKO POSTATI

“CHINA

su da iskoriste povecanje broja kineskih turista i privuku

ih u svoju zemlju. Ali srednjoro¢nim i dugoro¢nim bene-
fitima koje donosi ovaj turisticki segment preti jedan osnovni prob-
lem. Naime, na trzi$tima koja ne uspeju da zadovolje ocekivanja
kineskih turista troskovi propustenih prilika mogu biti ogromni.
Jer, putnika koji je nezadovoljan boravkom na nekoj destinaciji,
mnogo je teze ubediti da je ponovo poseti.

T uristicke organizacije mnogih evropskih zemalja pohrlile

Ali uprkom ograni¢enjima, spremnost Kineza da putuju na da -
lje destinacije ostaje velika. Prema istrazivanju ,,Long-Haul Travel
Sentiment Survey and Index* koju su sproveli Evropska turisticka
komisija, Evropska turisti¢ka asocijacija i ,,Eurail Group', Evropa
ostaje prvi izbor prilikom odabira destinacije, a ovaj izvestaj otkrio
je i druge zanimljive podatke. Cak 93 odsto ispitanih Kineza koji
su nameravali da posete neku daleku destinaciju u prvih nekoliko
meseci 2018. godine odabralo bi jednu od evropskih; 67 odsto
ispitanika kaze da ¢e slede¢i odmor provesti u Evropi, da ¢e on tra-
jati u proseku jednu nedelju i da ¢e posetiti nekoliko evropskih
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HOW TO BECOME
“CHINA READY”

ourist boards in many European countries have been in a frenzy
Tto take advantage of the Chinese tourist boom and to attract more

Chinese travelers, but an underlying problem threatens mid-term
and even long-term benefits. In markets where hospitality and
tourism products fail to meet Chinese traveler expectations, the lost
opportunity costs may be staggering. The bottom line here is, any traveler
dissatisfied with a destination or provider will be much harder to convert
into a repeat visitor.

But despite limitations, the Chinese willingness to travel overseas remains
positive. Europe remains the number one destination for Chinese
planning to travel long-haul according to the Long-Haul Travel
Sentiment Survey and Index by the European Travel Commission (ETC),
the European Tourism Association (ETOA) and the Eurail Group. This



Is CENTRAL EUROPE READY FOR CHINESE TOURIST?

zemalja, a 60 odsto planira da poseti Francusku, 36 odsto
Nemacku, a za Italiju se odlucilo 30 odsto ispitanih Kineza.

Hoteli i turoperateri kako bi postali “China ready” izraduju in-
formativne materijale na mandarinskom ili kantonskom jeziku
i prilagodavaju svoje proizvode i usluge kineskom trZistu i kulturi.
Postoji jedan ceo talas literature koja ima za cilj da pripremi hotele,
kompanije i destinacije za dobijanje epiteta ,,China Ready.“ Ali da
li je taj epitet dovoljan sam po sebi? Zapravo nije, jer biti spreman
za kineske turiste prvenstveno znaci imati svest o tome $ta je sve
potrebno da bi se zadovoljila

www.turistickisvet.com

report revealed other interesting statistics: 93% of Chinese respondents
who intend to visit overseas destinations in the first four months of 2018
are likely to choose a European destination; 67% of Chinese respon-
dents expect their next holiday to Europe to last approximately one
week and consist of visits to multiple European countries; 60% plan
to visit France, followed by 36% opting for Germany, and 30% for Italy.
Hotels, tour operators, and attractions are being urged to make them-
selves“China-ready” by providing information in Mandarin or Cantonese
and adapting their products to the Chinese market and culture. There's
a whole new wave of literature aimed to prepare hotels, businesses,

and even destinations to become, Chi-

njihova ocekivanja.

Rafat Burski, odgovoran za e-
prodaju i prihode u poljskoj
hotelskoj kompaniji ,,Satoria
Group'; koja je nedavno za za-
poslene organizovala trening
program pod nazivom ,Chi-
nese Tourist Welcome™ kaze:
,»Sve vedi broj Kineza odsedao
je u nasem hotelu, ali se mi
nikada nismo potrudili da
otkrijemo $ta mozemo da
uradimo bolje. ,,Chinese
Tourist Welcome™ program je
bio idealno resenje za nas, jer
on uverava kineske turope-
ratere i Kineze koji putuju bilo
radi posla ili turisti¢ki da mi
razumemo, postujemo i
poslujemo u skladu sa prin-
cipima novog kineskog
zakona o turizmu, i da smo
posveceni odrzavanju istog nivoa kvaliteta u skladu sa zakonima
relevantnim za njihovu zemlju.“

GRUPE ILI INDIVIDUALNI GOSTI

Uzimajudi u obzir ¢injenicu da su centralna i isto¢na Evropa de -
stinacije koje bi Kinezi izabrali za drugu ili tre¢u posetu ovom kon-

tinentu, dobra vest je da mozemo da ugostimo obrazovanije i iskus-

nije turiste iz Kine, koji ne bi imali ni$ta protiv da putuju indivi -
dualno ili u manjim grupama. Trenutno ve¢ina kineskih turista
dolazi u okviru kruznih tura po Evropi, nisu veliki potrogaci i

prose¢na duzina boravka je veoma kratka, obi¢no ne duza od dva
nocenja po destinaciji.

To je takode razlog zasto veliki broj poslovnih subjekata povezanih

sa turizmom u regionu ne mari mnogo za ovaj segment, $to

potvrduju i statisticki podaci jedne medunarodne hotelske

grupacije da kineski turisti ¢ine manje od jedan odsto od

ukupnog broja gostiju. U ovakvim kompanija veliki je izazov ube-

diti donosioce odluka da uloze dodatni napor za privlacenje

potrosaca iz Kine. Ali bez toga, ova vocka sa visoke grane

nikada nece dospeti u njihovu korpu.
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na Ready! Is it going about the label?
Not really. Being ready for Chinese
outbound traveller means first of all the
awareness, what does it really take to
meet Chinese tourist’s expectation.
Rafat Burski, E-Commerce& Revenue
Director of Satoria Group - Polish hotel
company, which recently engaged its
staff with ,Chinese Tourist Welcome”
training programm, says:,We saw more
and more Chinese guests staying in our
hotels, but we never really invested re-
sources to find out, what could be
done better. Chinese Tourist Welcome
was a perfect solution for us, as it assures
Chinese travel operators and Chinese
customers traveling for business or
leisure that they are dealing with a busi-
ness that understands, respects, and
agrees to act in accordance with the
principles of the new China Tourism
Law, and that the business has a com-
mitment to upholding the same high
standards in accordance with the laws
relevant to its country:”

GROUPS VS. INDIVIDUALS

Taking into consideration the fact, that Central & Eastern Europe would
be a destination of choice for the second or third trip to Europe, the
region can benefit of welcoming more educated and experienced
travelers from China, who wouldn’t mind to travel individually or in the
small groups.

Currently the majority of Chinese travelers are those coming with the
circle tours around Europe, which are not very high spenders, and the
average length of stay is rather short, and very rarely longer than 2 nights
per stop.

It is also the reason, why most of the travel related businesses in the
region do not really bother about this segment, as based on statistical
data from an international hotel group, having properties across Central&
Eastern Europe, Chinese guests are below 1% of the total production.
For companies like this, it will be very challenging to convince the
decision makers to make any effort to get more (and higher value)
business from China. But without doing that, this higher hanging fruit
will never land in their basket.

It's a typical case of decision process“chicken or egg”- shall we first wait
to see the chance to get FIT's from China and then invest, or rather take
a minimal risk and invest in the marketing to increase the chance to
get FIT's in house?

TURISTICKI SVET 90143




DA LI JE CENTRALNA EVROPA SPREMNA ZA KINESKE TURIST

To je tipi¢na nedoumica pri donosenju odluke “kokoska ili jaje”-
dali da prvo vidimo imamo li $anse da privu¢emo individualne
goste iz Kine i onda investiramo ili da uz minimalne rizike inve-
stiramo u marketing da bismo povecali mogu¢nost da privu¢emo
ovaj tip putnika?

Sa druge strane, postoje hoteli u Budimpesti ili Pragu, u kojima
kineski gosti donose preko 12 odsto ukupnih prihoda. Za takve
hotele vreme je za slede¢i korak, da postanu izbirljiviji kada su u
pitanju segmenti kineskih gostiju. Zahvaljujudi iskustvu ste¢enom
tokom prethodnih nekoliko godina u saradnji sa turoperaterima
koji dovode grupe i uspostavljanju odnosa sa kineskim trzistem,
ovi hoteli su u idealnoj poziciji da poveéaju broj individualnih i
poslovnih putnika iz Kine.

VAZNA JE TEHNOLOGIJA

Tehnologija igra veliku ulogu u privlacenju kineskih turista, a jedan
od najvaznijih alata je ,WeChat", koji je promenio na¢in na koji
kineski potro$aci i kompanije pronalaze informacije, komunici-
raju i obavljaju transakcije.

Nekoliko gradskih turistickih entiteta iz Evrope ve¢ se prikljucilo
WeChat-u nudei ,,CityExperience Mini Program* osmisljen da
predstavi njihove destinacije kineskim turistima na poznat nac¢in
preko mobilnih telefona i WeChat aplikacije. ,,CityExperience Mini
Program' sadrZi informativne tekstove i mape, kao i audio-vizuelne
vodi¢e za popularne atrakcije, prodavnice i restorane.
,CityExperience” je takode koristan za planiranje itinerera sa pred-
lozenim boravkom na svakoj atrakeiji, korisnim informacijama,
kao $to su adrese, brojevi telefona...

Hoteli i drugi poslovni subjekti u Evropi treba da naprave mnoge
promene kako bi postali ,,China ready.“ Prisustvo na WeChat-u
i drugim kineskim drustvenim mreZama nije dovoljno, iako pri-
stupanje sistemu ,WeChat Pay“ potpomaze uvodenje kineskog
sistema pla¢anja na destinacijama. Kinezi svakodnevno koriste ,,mo-
bile payments“ opcije sa ,,Alipay® i ,WeChat Pay“ kao glavnim
posrednicima. Zapravo u Kini je zabelezen promet od 9 bilona
dolara putem mobilnih pla¢anja u2016. godini, a taj broj se u2017.

On the other side, there are hotels in Budapest or Prague, where Chinese
guests are responsible for generating over 12% of total revenue. For
such a businesses, it's time to make the next step and become more
selective about guests’ segments coming from China. Thanks to the
know- how gained during last few years of collaborating with groups’
operators and established relations on the Chinese market, these hotels
are in the ideal position to benefit of changing trend in Chinese
outbound tourism and increase of FIT's and business travel.

A MATTER OF TECHNOLOGY

Technology plays a crucial role in attracting Chinese tourists, and WeChat
is an essential tool. WeChat has transformed the way the Chinese
consumers and business owners find information, communicate, and
do transactions.

Several city tourism entities from Europe have already joined WeChat
offering the CityExperience Mini Program designed to introduce
their destinations to Chinese tourist in a familiar manner, all from the
convenience of a smartphone and the WeChat app. The CityExperience
Mini Program boasts informative text and maps, as well as audio and
visual guides to popular attractions, shops, and restaurants.
CityExperience is also useful for itinerary planning, with suggested
durations for each attraction, useful information such as addresses,
contact numbers, and sample itineraries.
Businesses in Europe need to make many changes to become, China
ready:’ A presence on WeChat and other Chinese social networks is not
enough, although joining WeChat Pay to
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subsidize rollout of Chinese payment sys-
tems at their destinations could help. Chi-
nese use mobile payments on a regular
basis with Alipay and WeChat Pay as the
main players. In fact, China saw $9 trillion
in mobile payments volume in 2016, ac-
cording to iResearch. 2017 recorded a to-
tal of approximately $12.8 trillion in the
first 10 months alone. Since the mobile

payments are so big in China, it'’s obvious




povecao na 12.8 biliona dolara tokom prvih deset meseci. Sve
to ukazuje da Kinezi smataraju da je taj nacin placanja jed-
nostavan i prigodan, te i Evropa treba da se tome prilagodi.

JO3 UVEK JE DUGACAK PUT DO “CHINA READYEPITETA

Osim uvodenja usluge mobilnog placanja, postoji jo§ mnogo
toga $to drzave i lokalne vlasti treba da urade kako bi privu-
Kkli vie kineskih turista, kako navodi ,,Jing Travel: smanjenje
ogranicenja vezanih za letove iz Kine, subvencionisanje
privatnog sektora na pravi nacin, saradnja sa drzavama u
regionu u stvaranju privla¢nog “paketa” za kineske turiste, po-
jednostavljivanje procedura za pribavljanje viza, itd.

Da biste nacinili slede¢i korak morate da znate gde se nalazite
i gde Zelite da budete. Neophodno je da shvatimo potencijal
Kine, ali da u isto vreme ulozimo resurse koji su za to
potrebni. Najgora stvar je naciniti pogresan prvi korak, koji bi
verovatno bio i poslednji. Kinesko trZite je ogromno, ali ko-
liko je veliko, toliko je tesko i izazovno uéi na njega. To je pre
maraton nego sprint, ali nagrada na kraju moze biti zaista
odli¢na.

Pristup podacima o Kini je veoma ogranicen, a postoji i mnogo
mitova ¢iju je verodostojnost tesko utvrditi. Zato je neophod-
no izabati pouzdanog partnera, koji ¢e pruziti realne trzi$ne
podatke, neophodne za preduzimanje prve poslovne odluke.
U svakom sluc¢aju, buduénost je svetla za one kompanije koje
od starta prihvate ovu priliku.

that the Chinese find this manner of payment easy and convenient.
So European countries should try to accommodate their needs.

STiLL, A LoNG WAY TO GO TO BE READY FOR CHINESE TRAVELERS
Besides offering mobile payments, there are many other things
governments and local authorities could do to attract more Chi-
nese visitors as detailed by Jing Travel: reduce limitations on flights
from China, subsidize the private sector in the right ways,
collaborating with neighboring states or countries to create a
compelling“package”for Chinese tourists, facilitating visa application
procedures, and the list goes on.

To make the next step, you need to know, where you are and where
you wanna be. It's exactly the same with the approach towards the
Chinese outbound market. It's necessary to realize the potential
of China, but at the same time the resources needed to get there.
The worst thing to do is to make the first step, which would be also
the last one. Chinese market is huge, but as huge it is, such
demanding and challenging it is to enter. It's rather marathon than
fast track, but the reward at the finish can be really great.

The access to the information about China is rather limited, and there
are so many myths, which are difficult to verify. That's why it's so
critical to choose the reliable partner, which will provide realistic
market data, necessary to take first business decisions.
Whatever the case, the future is bright for businesses that embrace

this opportunity from the get-go. Author: Tomasz Janczak,

Founder of Chinese Outbound Travel
chineseoutboundtravel.eu
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KRALJEVO

SEDMOKRUNI
GRAD U SRCU
SUMADIJE

Kraljevo, jedan od najznacajnijih gradova sredisnje Srbije, vekovi-
ma se razvijao na tri reke, u blizini pet planina i dve banje. Grb
grada krasi stilizovani crveni stit sa sedam kruna koje simbolizuju
sedam srpskih vladara krunisanih u Zic¢i. Sedam kraljeva, iz
razli¢itih epoha i nekoliko slavnih srpskih dinastija, ucinili su da
ovaj grad 1882. dobije svoje kraljevsko ime.

administrativni, privredni, turisticki i kulturni centar Raskog okruga. Ulice

kraljevskog grada slede jedan prst koji za sobom ostavlja trag u pesku
na dnu tepsije. Tako je knez Milo§ Obrenovi¢ nacrtao prvi plan Kraljeva koje
je, prema urbanizmu, jedinstveno u odnosu na ostale srpske gradove: u centru
je glavni gradski (kruzni ) trg sa paralelnim ulicama koje se seku pod pravim
uglom.
Najvedi pecat Kraljevu dali su srpski srednjovekovni vladari iz dinastije Nemanji¢
o ¢emu svedoce manastir Studenica, koja se nalazi na listi svetske kulturne
bastine UNESCO, kao i manastir Zic¢a, jedna od najvecih svetinja srpskog
naroda, zaduzbina Stefana Prvovenc¢anog (1195-1223), prvog kralja krstene
srednjovekovne srpske drzave. Tridesetak kilometara jugozapadno od
Kraljeva, vekovima odoleva jedan od najoc¢uvanijih srednjovekovnih
utvrdenih gradova u Srbiji — Magli¢. Poreklo ove tvrdave sa sedam kula,
izgradene u 13. veku, nikada do kraja nije rasvetljeno.

S avremeno Kraljevo prostire se na povrsini od 1.530 km?2 i predstavlja
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THE TOWN WITH
SEVEN CROWNS IN
THE HEART OF
SUMADIJA

The town of Kraljevo, one of the most important towns of central Serbia,
has developed for centuries on three rivers, in the vicinity of five
mountains and two spas. The town's emblem is decorated with a stylized
red shield with seven crowns symbolized by seven Serbian rulers
crowned in Zi¢a monastery. Seven kings, from different epochs and
several famous Serbian dynasties, made this city get its royal name in
1882.

represents the administrative, commercial, tourist and cultural centre of the

Raska District. The streets of the royal city follow one finger that leaves behind
a trail in the sand at the bottom of the casserole dish. That is how Prince Milo$
Obrenovi¢ drew the first plan of the town of Kraljevo which, according to
urbanism, is unique in relation to other Serbian towns: there is the main town (circular)
square in the centre with parallel streets that are cut at right angles.

The contemporary town of Kraljevo extends over an area of 1,530 km2 and

The Serbian medieval rulers of the Nemaniji¢ dynasty gave the town of Kraljevo the
biggest mark, of which Studenica monastery testifies, being enlisted as world cultural
heritage by UNESCO, and Zi¢a monastery, one of the greatest holy places for the
Serbian people, built by Stefan Prvovencani (1195-1223), the first king of the Christian
medieval Serbian state. Thirty kilometres southwest of the town of Kraljevo, for
centuries there has been one of the most preserved medieval fortified towns in Serbia
—Magli¢. The origin of this fortress with seven towers, built in the 13th century, has
never been fully illuminated.




KRALJEVO

: ETNO TURIZAM U EKSPANZLJI 5
- Turisticke potencijale Kraljeva prepoznala je i lokalna samouprava
: grada, na &elu sa gradonacelnikom dr Predragom Terzi¢em, koja
- je kroz podréku razvoju seoskog turizma, u zadnje tri godine sa :
 vise milona dinara podrZala nekoliko seoskih gazdinstava da :
 unaprede svoje smestajne i druge turisticke kapacitete. Napredak :
 u turistickoj ponudi narocito se vidi u selima Rudno i Lopatnica :
‘u Studeni¢kom kraju. Nadaleko poznata po &uvenom :
 rudnjanskom krompiru, mle¢nim proizvodima, medu i domacoj :
* rakiji, ova sela, uz udoban smestaj u nekoliko dobro opremljenih '
 pansiona i vila, nude i pravu vazdu$nu oazu. :

RAJ A DUSU I TELO
Osim istorijskog nasleda, domace i inostrane turiste u ovaj kraj
privlaci obilno prirodno bogatstvo mineralnih voda. Na osam kilo-
metara od Kraljeva, okruzena planinama Stolovi i Cemerno, nalazi
se Mataruska Banja. Ona je, zapravo, park povrsine 15 hektara, u
zivopisnom okruzenju. Vruca lekovita voda koja ovde izvire, tem-
perature od 42-51°C, sadrzi dosta sumpora i pogodna je za le¢enje
mnogih bolesti. Pored Kraljeva je i Bogutovacka Banja, ¢uvena "ba-
nja za zivee". Ova banja, koja je okruzena sumom i kroz koju pro-
lazi reka Lopatnica, pravo je mesto za odmor.

Veliki turisticki potencijal u kraljevackoj opstini lezi i na obroncima
Goca koji je izgradnjom hotela ,,Dobre vode®, planinarsko-
smucarskog doma, ski staza, uspinjace i ski lifta, postao planin-
ski centar u pravom smislu te reci. Zbog mnostva sportskih objekata
isadrzaja, planina je interesantna sportistima, ali i deci, pa je neki
nazivaju decijom planinom. Go¢ ima vise od 250 izvora sa
zdravom pija¢om vodom, i dve reke - Sokoljsku i Gvozdacku koje
su poribljene pastrmkom, §to je pravi izazov za ribolovce i sve ostale
ljubitelje prirode. Na Goc¢u postoji i prekrasno jezero i obelezene
staze za Setnju, a sa vrha planine (1000m) putni pravci vode na sve
Cetiri strane sveta.

ETHNO TOURISM IN THE EXPANSION :
The tourist potential of the town of Kraljevo has also been recognized
i by the local self-government, led by Mayor Dr. Predrag Terzi¢, who,
inthe last three years, has supported with several million dinars several
rural farms to improve their accommodation and other tourist
¢ capacities through the support of the development of rural tourism. :
The progress in tourist offer is especially evident in the villages of Rudno
and Lopatnica in the Studenica area. Famous for their potato, dairy
i products, honey and homemade brandy, these villages, along with :

i comfortable accommodation in several well-equipped guesthouses r

: and villas, offer a true airy oasis.

HEAVEN FOR BODY AND SOUL
In addition to its historical heritage, domestic and foreign tourists in
this region are attracted by the abundant natural wealth of mineral
waters. At eight kilometres from the town of Kraljevo, surrounded by
the mountains of Stolovi and Cemerno, there is Mataruska Banja. It is;
infact, a park of 15 hectares in a picturesque setting. Hot medicinal wate




SREDNJOVEKOVNI GRAD U

CENTRU MANIFESTACUA

U samom gradu, pored muzeja, pozorista,
biblioteke, gradskog arhiva i ostalih vaznih
institucija, funkcioni$u i mnoga kulturno-
umetnicka drustva, organizuju se likovne
kolonije i zanimljive manifestacije, poput
tradicionalnih Dana jorgovana u cast
dolaska francuske princeze Jelene Anzuj-
ske. Tada, osim u dolini vekova, kako
mnogi nazivaju Ibarsku dolinu, cvetna
basta jorgovana zazivi i na kraljevackim
ulicama.

Za avanturiste, ,Kajak klub Ibar® iz
Kraljeva, ve¢ skoro tri decenije, tradicio-
nalno organizuje turisticko-sportsku ma-

that springs here, with temperatures of 42-51C, contains a lot
of sulphur and is suitable for the treatment of many diseases.
Near the town of Kraljevo there is also Bogutovacka Banja, the
famous "spa for nerves". This spa, surrounded by forests and
through which the river Lopatnica flows, is the right place for
a holiday.

The great tourist potential in the Kraljevo municipality lies on
the slopes of Go¢ which became a mountain centre in the true
sense of the word after the hiking-skiing hotel “Dobre vode’, ski
slope and ski lift were built. Due to the numerous sports facilities
and content, the mountain is interesting for athletes and for
children as well, so some call it a children's mountain. Go¢ has
more than 250 springs with healthy drinking water, and two rivers
- the Sokoljska and Gvozdacka, rich in trout, which is a real
challenge for fishermen and all other nature lovers. On Go¢ there
is a beautiful lake and marked walking paths, and from the top
of the mountain (1000m), the road leads to all four sides of the
world.

Medieval town in the centre of the events

In the very centre of the town, in addition to museums, theatres,
libraries, town archives and other important institutions, many
cultural and artistic societies work, fine art colonies and
interesting events are organized, such as traditional Lilac Day
in honour of the arrival of the French princess Helen of Anjou.
Then, besides in the valley of centuries, as many call the Ibar valley,
lilac garden come to life on the royal streets, as well.

For adventurers, Kayak Club Ibar from the town of Kraljevo, has
traditionally organized a tourist and sport event“Veseli spust”

nifestaciju ,Veseli spust Splavarenje od srednjovekovnog grada Maglica for almost three decades. Rafting from the medieval town of
do Kraljeva jedinstvena je atrakcija u ovom delu Srbije. Magli¢ to Kraljevo is a unique attraction in this part of Serbia.
Uz spektakularne viteske borbe i igre, renesansnu muziku i nastupe etno In addition to spectacular knightly fights and games, Renaissance
grupa, podno i medu zidinama srednjovekovnog grada Magli¢a u maju music and performances of the ethno groups, at the foot and

among the walls of the medieval town of Magli¢ in May, is held
the Magli¢ Fest. In the spirit of medieval Serbia, many visitors
can enjoy a medieval bazaar, archery competitions, and
throwing stones from the shoulders.

mesecu odrzava se ,,Magli¢ fest” U duhu srednjovekovne Srbije
mnogobrojni posetioci mogu da uzivaju u srednjovekovnom bazaru,
nadmetanjima u strelicarstvu, kao i bacanju kamena sa ramena.
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PAONIK,
CAROBNO SNEZNO MESTO

ez obzira da li ste pocetnik ili profesionalac u skijanju, da li
B planirate romanti¢no ili porodi¢no zimovanje, Kopaonik je prica

u kojoj svako ima svoje posebno mesto. Skijasi i snouborderi
- snow park, deca ski-vrti¢, a profesionalci - tri staze uredene prema
FIS standardima! Uz sve to, planina nudi neverovatan izbor wellness
sadrzaja, ekskluzivnih restorana i prodavnica, a zbog velikog broja
kafi¢a, Kopaonik je omiljen medu onima koji zimovanje ne mogu
da zamisle bez ludog no¢nog provoda.

Skijasku sezonu Kopaonik doc¢ekuje sa dve nove staze, duzine 2 km,
na lokaciji Gvozdac i izgradenim duplim ski liftom na Marinim vo-
dama. Na Kopaoniku se mozete skijati i danju i no¢u. Pored staza
»Malo jezero“i ,Karaman greben’, ski centar je bogatiji za jos jednu
noénu stazu na Panci¢u. SneZne staze su profesionalno povezane
sistemom Zicara i ski-liftova, kapaciteta vise od 34.000 skijasa na sat.
Uzivanje na stazama u nedostatku snega omogucava 92 topova i 244
lansera za vestacko osnezavanje.

Jo$ jedna novina je taxi tabac, koji ¢e ove sezone sluziti za voznju i
prevoz skijasa, a u toku je izgradnja garaZze koja ¢e u najvecoj meri resiti problem parkiranja na Kopaoniku.

i ambijent zameni zelenilo S i 4 o b
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Sezona skijanja na Kopaoniku traje u proseku od decembra do maja meseca. Kada
planine, skijanje se nastavlja na vestackoj, letnjoj stazi na Krstu. A to znaci da
bukvalno ¢itave godine!

Kad god pozelite da skijate, ceka vas
i i
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_ _ www.raska-turizam.rs
RASKA www.lovekopaonik.com
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hether you are a beginner or a ski professional, whether you
Ware planning a romantic or a family holiday, Kopaonik is a story

in which everyone has their own special place. For skiers and
snowboarders there is a snow park, for children ski- kindergarten, and
for professionals — three trails arranged according to FIS standards!
Apart from all this, the mountain offers incredible selection of
wellness facilities, exclusive restaurants and shops, and due to the large
number of cafes, Kopaonik is a favorite among those who cannot
imagine winter holiday without a crazy night out.

Kopaonik welcomes the ski season with two new tracks 2 km long,
at the location of Gvozdac built a double lift on the Marine vode. On
Kopaonik you can ski day and night. In addition to the ,,Malo jezero”
and the ,Karaman greben’, the ski center is richer for another night
trail on the Panci¢. Snow trails are professionally linked by the system
of ski lifts, with a capacity of more than 34,000 skiers per hour. Enjoying
the trails in the absence of snow enables 92 cannons and 244 artificial
snow launchers.

Another novelty is a taxi ratrack, which will be used this season for
driving and transporting of skiers, and there is also in progress the
construction of a garage which will mostly solve the problem of parking
on Kopaonik.

The skiing season on Kopaonik runs on average from December to
May.When the snowy ambient is replaced by the mountain greenery,
the skiing continues on the artificial, summer trail of the Krst. And that
means the ski season lasts literally throughout the year!

Whenever you want to ski, there’s Kopaonik!
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Putopis: AMSTERDAM

(GRAD KONTRASTA,
EKSTREMA | SLOBODE

Kada sam prosle godine u ovom periodu boravila u ,,Novom Amsterdamu’; kako se ranije zvao Njujork, nisam ni slutila
koliko sli¢nu energiju ima “stari” Amsterdam i koliko ta energija odgovara mom senzibilitetu. Neke gradove osvajate vi,
dok vas drugi gradovi jednostavno ocaraju i zavedu. Kao ljubav na prvi pogled, udah, korak, na prvu voznju biciklom.

Tako je Amsterdam osvojio mene...

VOZNJA BICIKLA U VONDEL PARKU
Amsterdam je udomio oko million stanovnika i duplo vise bi-
cikala. Iskusiti Amsterdam vozeci bicikl je ¢arobno iskustvo
i tek tada u potpunosti spoznate draz ovog grada, jer u njemu
su biciklisti glavni, nekrunisani vladari amsterdamskih ulica
iuglavnom se svi drugi u¢esnici saobra¢aja njima prilagodavaju.
Ta ¢injenica me je, moram da priznam, odvratila od adrena-
linske voznje bicikla po gradu, ali sam zato kao devoj¢ica koja
je tek naucila da vozi bicikl, vozila u kvartu oko zgrade u ko-
joj je bio moj amsterdamski dom i u obliznjem parku. I to ne
bilo kom parku, nego u parku kao iz bajke o Trnoruzici. Koliko
su samo sre¢ni ljudi koji zive pored ovakvog ¢arobnog mesta,
bas kao spgn i sama bila sre¢nica tih 5-6 dana. Ne samo da
je svaki detalfovog parka koji se ranije zvao

Novi parﬂ':'a}itasnije preimenovan u Vondel

park po pesniku i dramskom piscu Jostu
van den Vondelu, ureden tako da

Last year, in autumn, | was in “New Amsterdam’; as they used to
call New York. | didn't even dream how similar is the energy of
that city to this“old Amsterdam’, and how much that energy suits
my own sensibility. You conquer some cities, while other cities
simply enchant and seduce you. As love at first sight, breath, step,
first bicycle ride. That is how Amsterdam conquered me...

How | CAME TO LOVE UMBRELLAS AND RAINCOATS

There s a saying-similar is looking forward to similar,and as NLP coach (NLP-
neurolinguistic programming) | learned both in theory and practice that
when we recognize ourselves or something of our own in someone or
something, sympathy and closeness happen instantly. When that
coincidence and recognition gets to the higher lever, then it is not important
anymore that climate here is like in London ( they are on similar phic
latitude), with rain which falls almost every day, excitedly unprggictable,
because you never know when itis going to start raining and when it will
stop. At the beginning, it disturbs your plans for sightseeing of thiskity, city
which awakens all your senses. But then your own innate flexibility
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OF CONTRAST,
AND FREEDOM

awakes and you adjust so easily, so that the sight of multicolored
umbrellas and raincoats becomes one of your favorite, and you enjoy
being part of that scenography and choreography yourself.

RIDING A BICYCLE IN VONDEL PARK
Amsterdam is home to about million inhabitants and twice that
number of bicycles. To experience Amsterdam riding a bicycle is
magic, and only then you can completely realize the charm of this city
because the bikers are true rulers of the streets of Amsterdam and all
other traffic users adapt to them. That fact, | must admit, drove me away
from the idea of riding a bike through the city, but | was riding around
the block where my Amsterdam home was and in nearby park, like a
little girl who just learned to ride a bike. And it was not just any park; it
was a fairy tale park, as if it just came out of the story about Sleeping
beauty. How lucky are people who live near that beautiful place, as | was
happy myself for those couple of days while | was here. That park used
to be named New Park, but it was renamed later into Vondel Park, by
Joost van den Vondel, poet

and drama writer.
Itis arranged -

1 Al
— e
i =—
A

svako u njemu moze da pronade nesto za sebe, nego se
zaista napunite energijom spremni da udahnete
punim pluc¢ima... svoj Zivot.

LA
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VAN GOG — ZIVOTNA STRAST
»Sa svakim iskustvom, ti sama oslikavas svoja platna, misao po misao,
izbor po izbor.” Opra Vinfri

Nosena mislju o ispunjavanju Zivotne svrhe i porivom da
pronadem nacin kako da iskazem sve to $to nosim u sebi, moj
izbor za prvi dan posete Amsterdamu bio je poseta muzeju Van
Goga. Dok je slikao svoje ¢uvene Suncokrete, ¢iju reprodukci-
juimam u svom stanu (svakodnevna su mi inspiracija) Vinsent
Van Gog je rekao da je Zeleo samo da "uhvati" vatru, plamen,
zar... 1 ja sam potpuno shvatila njegovu nameru. Osvestila sam
$ta je Zivotna vatra i strast za Zivotom i kako se ona pretvara u
umetnost.

90154 TURISTICKI SVET
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so that everyone can find something for himself, and there you can really
recharge your energy, ready to fully take in every breath ...of your own
life.

VAN GOGH-LIFE PASSION
“With every new experience, you paint your own painting, thought by
thought, choice by choice”. Oprah Winfrey

I chose on my very first day in Amsterdam to visit Van Gogh museum,
carried away by the thought to fulfill my purpose in life and impulse
to find a way to express everything that | carry in my soul. In my
apartment | have reproduction of his picture, famous” Sunflowers”at
home, they are my everyday inspiration. He said that while he was
painting them he simply wanted to catch that fire, flame, blaze. .. and
| completely understood his intention. | became conscious what means
fire of life and passion for life and how to transform that into art.

NORTHERN VENICE

“There are thousands of canals through which beauty of your soul can
float, past your thoughts. Above all those canals, you will recognize one
fantastic, central canal, canal of love!

Amsterdam consist of 90 islands, connected with over 1500 bridges
and canal system which goes in concentric half-circles and that why
it is considered one of the first planned cities in Europe. Because of
those numerous canals Amsterdam is also called Venice of the North.
Riding in a boat while sightseeing is something one should not miss,
and one of the attractions is so called “Thin bridge” (Magere Brug) over
Amstel river (famous beer is named after it). It was named like that




SEVERNA VENECUA
»Hiljade je kanala kroz koje moZe da plovi lepota tvoje duse, mimo
tvojih misli. Iznad svih tih kanala prepoznaces jedan fantastican,
centralni kanal, kanal ljubavi”
Amsterdam ¢ini 90 ostrva povezanih sa vise od 1.500 mostova i
sistem kanala koji se $ire u koncentri¢nim polukrugovima i zbog
toga se smatra jednim od prvih urbanisticki planiranih gradova
u Evropi, a bas zbog brojnih kanala Amsterdam zovu i Venecijom
severa. Razgledanje i upoznavanje grada sa brodica voze¢i se
kanalima, takode ne treba propustiti, a jedna od atrakija je i Magere
Brug tzv. ,Mrs$avi most” preko reke Amstel (po kojoj nosi ime i
poznato pivo), koji je ime dobio zbog toga sto je u periodu svoje
izgradnje bio najuzi most.
Lale i suncokreti, kiSa i sunce, umetnost i adrenalin, masta i suro-
va realnost, voznja bicikla i pesacenje, klasika i avangarda... Am-
sterdam je savren grad kontrasta koji podstice i inspirise dva
najsnaznija dela mene - romanticni i ekstremni , jer sam i sama
takav spoj. Grad u koji ¢u se, sigurna sam, iznova vracati po in-
spiraciju, ohrabrenje, neopisivi osecaj istinske slobode, jer razmena
izmedu nas je tek pocela. I Amstredam.
Tekst i fotografije: Jelena Jovi¢,
slobodni putopisac i fotograf
Facebook: J] Travel
Instagram: #jjtravelblog

because at the time when it was built it was the thinnest bridge.

Tulips and sunflowers, rain and sun, art and adrenalin, imagination and
cruel reality, riding a bike and walking, classic and avant-garde...
Amsterdam is the most perfect city of contrast which encourages and
inspires two strongest parts of my personality-romantic one and extreme
one, because | am the mixture of that myself. The city, where | will surely
return, for inspiration, encouragement, amazing feeling of true
freedom, because, the exchange between us has just started. |
Amsterdam.

Text and photographs: Jelena Jovic
Free-lance traveller and photographer
Facebook: J) Travel

Instagram: #jjtravelblog
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Putopis / TRAVELOGUE

KIRGIZIJA — DIVAN

Dragica Tomka,

:) putnik, istrazivac, putopisac /
|_ A \| | N S Kl ( \/ E | Traveller, explorer, writer

Kirgizija je samo jedna u nizu teritorija koje pripadaju Putu svile, putu kojim su se kretali karavani, me3ali narodi, raz-
menjivala roba, iskustva i vrednosti, spajajuci Daleki i Bliski istok sa Mediteranom. To je planinska i retko naseljena zem-
lja, pa ljubiteljima prirode, divljine i planina koji sve ¢e3ce dolaze u ove krajeve, usluge nocenja i hrane u planinskim pre-
delima pruzaju samo sezonski porodi¢ni kampovi, razmesteni po prostranim visoravnima, a organizovani u zajednice.
U tim kampovima dobijate sve: nocenje ispod hiljadu zvezda, sasvim dovoljne uslove za higijenu, hranu sa ukusom
prirode, vodicke usluge po okolini ili do nekog sela, izuzetan prijem, toplinu i ljubaznost - koji se ne mogu opisati.

isoko na planinskim vrhovima, utisnuta

s } izmedu Kine, Kazahstana, Uzbekistana i
Tadzikistana, Kirgizija mi deluje kao orlo-

vo gnezdo. Kao da se popela na visine kako bi tamo
zadtitila svoje istorijsko, prirodno i kulturno bla-
go. Naime, vise od 60% zemlje nalazi se na
visinama iznad 5.000 m, a prose¢na nadmorska
visina je ¢ak 3.000 m, sa najvisim vrhom DZengi$
Cokusu od 7.439 m, koji je u nizu lanca najvisih
planinskih vrhova Tien San, koji se prostire ve¢im
delom Kirgizije, dok je na jugu takode veoma vi-
sok Pamir. Na takvim visinama, sa prirodnim
uslovima koji samo mogu biti ostri, oskudni,
ponekad surovi, treba biti prilagodljiv, snazan,
sposoban, treba biti orao kako bi opstao. Tu je svi-
lo svoje gnezdo nesto vise od 6 miliona stanovni-
ka, dominantno Kirigizijaca (oko 75%), dok su os-
tali Kazaki, Uzbeki, Ujguri, Rusi. Svoju samostal-
nost stekli su raspadom Sovjetskog Saveza 1991.
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KIRGHIZIA — A BEAUTIFUL
MOUNTAIN FLOWER

Kirghizia is only one in a series of territories belonging to the Silk Road, the road
which caravans used to pass along, where nations were mixed, goods,
experiences and values exchanged, connecting the Far East and the Middle East
with the Mediterranean. It is a mountainous and sparsely populated country, so
to nature, wildlife and mountain lovers who come more and more often in this
region, only seasonal family camps, scattered over spacious hills and organized
in communities, provide bed and breakfast services,. It those camps you get
everything: overnight stay beneath thousands of stars, quite sufficient hygiene
conditions, food that tastes like nature, guide services in the surrounding
area or to a village, exceptional reception,
warmth and kindness — which cannot be
described.
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Jezero Isyk kul, prostrano kao more, omiljeno
je letovaliste Kirgizijaca

godine. Mada je zvani¢ni sluzbeni jezik jos§ uvek ruski, ve¢ina stanovnistva govori kir-
gizijskim jezikom i muslimani su iz grupe sunita.

Glavni grad je Biskek, koji sa svojih oko million stanovnika pokusava da sinhronizuje
razlicite kulturne obrasce, stilove Zivljenja ne samo razlicitog stanovistva nego, pre sve-
ga, vlasti koje su se intenzivno menjale. Pretpostavlja se da ime ,,Bishkek™ potice od
kirgizijske re¢i za buckalicu koja se korisiti za proizvodnju kumisa — fermentisanog pica
napravljenog od kobiljeg mleka, poput ajraka u Mongoliji. To je danas vrlo dinamican
savremen grad, sa velikim bulevarima, mnogobrojnim parkovima i bogatim uli¢nim ze-
lenilom, u kojem se moze videti i doziveti dinamika kulturoloskih promena kao posle-
dica intenzivnog mesanja kultura. Prostran je i vrlo interesantan glavni trg Ala-Too, gde
je donedavno bio postavljen veoma visok spomenik sa kipom V. I. Lenjina. Sada je ta
statua preneta na obliznji manji trg, dok je na glavnom podignuta skulptura slobode -
Erkindik. Drugi manji gradovi i sela veoma lice na nasa vojvodanska sela sa usorenim
ulicama, lepim slikovitim i o¢uvanim niskim porodi¢nim ku¢ama. U Bigkeku i manjim
gradovima, kao i na Isik kulu, najvecem jezeru, koje postuju i posecuju kao svoje more,
nalaze se dobri, udobni hoteli. Za dalji razvoj turizma ima osnove.

GOSTOPRIMSTVO U PLANINSKIM KAMPOVIMA

U Kirgiziju smo usli na visokoplaninskom grani¢nom prelazu Torugart Port iz pravca
Kasgara u Kini. Bila je skoro pono¢. Celodnevni boravak na prvoj grani¢noj kontroli u
Kini, na kojoj je trebalo da dobijemo dozvolu da izademo iz Kine, nakon svih zebnyji,
smrzavanja, neizvesnog is¢ekivanja, zavrsio se u beskrajno toplom osmehu dva vozaca
ivodica Kirigizijca, ruskog porekla, koji su nas sa kirgizijske strane ¢ekali svih tih 12 sati.
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igh on mountain peaks, impressed
H between China, Kazakhstan, Uzbekistan
and Tajikistan, Kirghizia seems to me
like an eagle's nest. It seemed to climb to the
heights to protect its historical, natural and
cultural treasures. Namely, more than 60% of the
country is located at altitudes above 5,000 m, and
the average altitude is as high as 3,000 m, with
the highest peak of Jengish Chokusu of 7439 m,
which is in the chain of the highest peaks of the
Tien Shan, which extends over most of Kirghizia,
while in the south there is also the very high
Pamir. Those heights, with natural conditions that
canonly be harsh, scarce and sometimes cruel,
in order to survive, one should be easily
adaptable, strong, capable, like an eagle. More
than 6 million habitants have settled their
homes there, mostly Kyrgyz people (around
75%), while others are Kazakhs, Uzbeks, Uyghurs,
Russians. They gained their independence from
the collapse of the Soviet Union in 1991.
Although the official language s still Russian, the
majority of the population speaks Kyrgyz langua-
ge and Muslims are from the Sunita group.
The capital city is Bishkek, which, with its around
one million inhabitants, tries to synchronize dif-
ferent cultural patterns, lifestyles not only of dif-
ferent nations, but above all, the authorities that
have been intensively changed. Itis assumed that
the name "Bishkek" derives from a Kyrgyz word
for a churn used for the production of koumiss
- a fermented beverage made from mare's
milk, such is the airag in Mongolia. Today, it is a
very dynamic modern city, with large boulevards,
numerous parks and rich street greenery, where
you can see and experience the dynamics of
cultural change as a result of intensive mixing of
cultures. The main square Ala-Too is spacious and
very interesting, where, until recently, a very high
monument with the statue of V. I. Lenin was
standing. That statue has been moved to the
nearby smaller square, and on the main the
sculpture of freedom — Erkindik has been raised.
Other smaller towns and villages look very
similar to our villages of Vojvodina with sloping
streets, beautiful picturesque and preserved low
family houses. In Bishkek and smaller cities, as well
as on the Issyk-Kul, the biggest lake, that is
respected and visited as the sea, there are
good, comfortable hotels. There are basics for
further development of tourism.

HOSPITALITY IN MOUNTAIN CAMPS

We entered Kirghizia on the Torugart Port
border crossing located high in the mountains
from the direction of Kashgar in China. It was
almost midnight. All day long stay at the first
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Topla dobrodoslica u kampu Tash Rabat

Warm welcome at the Tash Rabat camp

PuTtoris / TRAVELOGUE

Nista nije moglo biti toplije i lepse nego
kada su nas smestili u vozila, zagrejana i
topla, pustili tthu muziku Cajkovskog i
podelili nam kutije sa lan¢-paketima
koji su nas ¢ekali ceo taj dan. Promrzla i
gladna, otvorila sam kutiju. Unutra je, kao
za neko malo dete, s ljubavlju bilo slozeno
toliko divnih sitnica — sendvi¢, jabuka, sok,
kola¢, bombonice, ¢okoladice, voda...
Setila sam se onih limenih kutija koje smo
nosili u malenim rancima kada bismo
kretali sa izvidac¢ima ili planinarima na
izlet, u koje smo tako pakovali hleb,
zdenka sir, kutiju sardine, jabuku, kuvano
jaje 1 keks. Za mene je to bio odraz
paznjeiljubavi, a ruski jezik nasih vodic¢a
Jurija i Jevgenija doprineo je tom mom
kratkom vracanju u proslost. Posle skoro
dva sata voznje po bespucu, u samu
ponoc stigli smo u kamp Tash Rabat.

Domac¢ini su nas docekali brizno, s toliko
topline da je to odmah zapisano u
nezaborav. U jednoj vecoj jurti - trpezariji,
¢ekala nas je vecera, topli ¢aj, kafa, sokovi,
slatki$i. Molili su nas da bar nesto
uzmemo, jer su oni to sa ljubavlju spremili
i ¢ekali nas od podne. Dok nas je grejao
miriljavi planinski ¢aj, smestali smo se u
hladne jurte, jer bilo je samo 2°C. Sledilo
je uvlacenje u naslage ¢ebadi i ¢ilima, du-
vanje toplog vazduha i tonjenje u san. A
onda, dok je jo$ bio mrak, ustala sam i iza-
$la iz jurte. Stala sam i pogledala. Ceo
kamp je bio utonuo u zvezde. Ne gore vi-
soko na nebu. Nego tu ispred, na ovih
preko 3.000 m visine, zvezde su kao na
dlanu, na glavi, u kosi. Carobno i
nezaboravno.

Jutro je bilo suncano ali ledeno. Umivsi
samo o¢i toplom vodom, koju su
domadini sipali u male kante sa éesmom
iznad lavaboa, prosetala sam krajem.
Ostar, Cist, kristalan planinski vazduh
sjedinjavao se sa zvukom planinskog
potoka koji je razdragano vijugao iza

border checkpoint in China, where we
needed to get permission to leave China,
after all the frustration, freezing, uncertain
waiting, ended up in the infinitely warm smile
of two drivers and a Kyrgyz guide, of Russian
origin, who were waiting for us on the
Kyrgyz side all these 12 hours. Nothing
could have been warmer and nicer than
when they placed us in heated and warm
cars, played Tchaikovsky's music quietly
and gave us boxes with lunches that awaited
us all that day. Frozen and hungry, | opened
the box. Inside, as for a small child with lots
of love, many lovely things — a sandwich,
apple, juice, cake, sweets, chocolates, water
were placed. | recollected those tin boxes we
carried in small backpacks when we went on
field trips, in which we packed bread, cream
cheese, sardine box, apple, boiled egg and
biscuits. For me it was a sign of attention and
love, and Russian language of our guides Jurij
and Jevgenij contributed to my brief
recollection from the past. After almost
two hours of driving, we arrived at the Tash
Rabat camp at midnight.

The hosts greeted us with care, with so much
warmth that it was immediately written for
ever in our memory. In one big yurt —
dining room, there were dinner, warm tea,
coffee, juices and sweets waiting for us.
They asked us to at least take a little bit,
because they made it with love and waited
for us since noon. While scented mountain
tea was warming us, we accommodated in
cold yurts, as it was only 2°C. Then we got
under many blankets and covers, blowing
hot air and going to sleep. And then, while
it was still dark, | got out of bed and the yurt.
| was standing and looking. The whole
camp sank into the stars. Not up in the sky,
but here on the 3.000 m of height, stars seem
like they are in our palms, on our heads, in
our hair. Magical and unforgettable.

The next morning was sunny but cold. |
washed my face only with warm water
which the hosts poured into small buckets
with the tap above the sink, and | took a walk
around the area. The sharp, clean, crystal
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Jurte u plamnskom kampu na jezeru Song Kul

Yurts in the mountain camp on the Song Kol Lake
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kampa. Na jos rosom okupanoj travi do¢ekalo me je veliko pero
orla. Kakva sre¢a! U zagrejanoj jurti-trpezariji domacini su nas
docekali sa toplom kasom od je¢ma i raznim dakonijama za
dorucak i zagrevanje. Ponudili su nam ru¢no radene predmete od
vune, koze i perja, koje izraduje njihova porodica. Ne poneti su-
venir i ne razmeniti neki dinar sa njima bilo bi bas tuzno. I danas
rado dodirujem te divne darove.

Topao docek, prijem i ispracaj imali smo i u drugom planinskom
kampu, smestenom na visoravni na obali prostranog jezera Song
Kul. Ovo visoko planinsko jezero (3.000 m.n.v), drugo je po velicini,
povrsine oko 270 kvm, pola godine je pod ledom, a bogat je
rezervoar pijac¢e vode. U ovom nenaseljenom delu, do koga smo
dosli sporim vijugavim zemljanim putem, savladavsi 33 serpen-
tine utisnute u predivnu alpsku tundru, nema stalnih stanovnika,
samo nomada-stocara i sve vise turista koji u periodu od kraja maja
do kraja septembra dolaze i borave ovde u privremenim kam-
povima. U jednom takvom kampu, sa 22 jurte postavljene u krug,
i mi smo preno¢ili. Dozivljaj mirnoce i prelamanja boja zalaska,
a onda i izlaska sunca po kristalno svezem i ¢istom vazduhu je
osvezavajuce, a ispra¢aj domacina koji su, po njihovom starom
obicaju izasli na put sa belim maramama u rukama i mahali nam
dokle god nismo zamakli za neku krivinu - zaista je nezaboravno.

OSTRA PRIRODA | TOPLI LJUDI

Tri dana smo putovali kroz visokoplaninsku regiju Sindan. Priro-
da je ovde bila dareZljiva, ne u plodnosti zemlje, nego u oblicima
i bojama. Ceo prostor je zasti¢en kao prirodno dobro. Planinski
venci su vrlo dinami¢ni, svih mogucih boja koje je kreativna priroda
slozila kao kolace, torte, oblande. Doline su uske sa potocima koji
nemaju ime, jer njima tec¢e voda koja se topi sa visokih okolnih
sneznih vrhova i menja pravac prema trenutnim uslovima.
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mountain air coincided with the sound of a mountain stream that was
cheerfully winding behind the camp. On the grass still wet from dew,
there was a big eagle’s feather. What luck! In the heated yurt-dining room
hosts welcomed us with hot barley porridge and various delicacies for
breakfast and warming. They offered us handmade items made of wool,
leather and feathers, made by their family. It would be sad not to take
a souvenir or share some money with them. Still today | like to touch
these wonderful gifts.

We also had a warm welcome, reception and escort in the other
mountain camp, located on the plateau, at the coast of the large Song
Kol Lake. This high-level mountain lake (3.000 m), is the second
largest lake, of 270 square metres, it is covered with ice during a half
of the year, and is rich reservoir of drinking water. In this uninhabited
part, to which we came slowly with a crouching earthy road, having
overcome 33 serpentines embedded in the beautiful alpine tundra, there
are no permanent inhabitants, only nomads-cattle keepers and more
and more tourists who come and stay here at temporary camps in the
period from the end of May to the end of September. In a camp, with
22 yurts placed in the circle, we stayed overnight. The experience of
calmness and reflection of the colors of the sundown, and then the
sunrise in crystal fresh and clean air is refreshing, and escort of the hosts,
who, according to their old custom went out on the road with white
scarves in their hands and waved to us until they could no longer see
us — is really unforgettable.

HARSH NATURE AND WARM PEOPLE

We have travelled for three days through the highland region of Xinjiang.
Nature was generous here, not in the fertility of the land, but in forms
and colors. The whole area is protected as a natural good. The
mountain ranges are very dynamic, with every possible colour that
creative nature could place together like cookies, cakes, wafers. The valleys
are narrow with streams that have no name, because water flows from
the high surrounding snow peaks and changes the direction according
to the current conditions. Tundra and steppe pastures are scarce in the
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Pasnjaci tundra i stepa su u kasno letnje doba godine oskud-
ni, sa osu$enom travom i Zbunjem, ali vrlo slikovitih Zuto-
crvenih tonova.

Putovali smo u pravcu Narina, sedista ove regije. Na okolnim
padinama jos uvek su se mogle videti naseobine nomada koji
tuborave sa svojim konjima i stadima do prvih snegova, kada
skupljaju svoje jurte, stada ovaca, koza i krava i pakuju sir, vunu
- proizvode koje su tokom leta skupljali, preradivali, pravili.
Stali smo da popri¢amo sa tri porodice nomada. Bez vodica
se ne bismo mogli sa njima sporazumeti, jer ne govore nijedan
drugi jezik osim kirgizijskog. Tamo gde smo zatekli mlade koji
su zavr$avali $kole mogli smo razgovarati na ruskom. Vrlo rado
su nam pokazivali svoje staniSte, skromno opremljene jurte —
jedna je sluzila kao spavaonica, dok je u drugoj bila kuhinja,
trpezarija, dnevni boravak i sve ostalo. Za celu porodicu, kazu
— dovoljno. Ispred jedne jurte nas je docekala baka sa svojom
unukom i njenom drugaricom. Dok je baka pravila sir,
devojcice su spretno jahale omanjeg planinskog konja, dok su
mladi otigli da obidu stada na obliznjim pasnjacima. Preko zime,
boravedi u selima i malim gradovima, mladi nomadi uce skole,
a stariji zive svoj miran, ali dubok zivot, ¢uvajuci tradicional-
nu gostoljubivost, dobrotu, jednostavnost i sposobnost
skromnog Zivljenja u oskudnim uslovima.

TurizAm KIRGIZUJE U RAZVOJU

Jo$ jedan snazan utisak koji sam ponela iz Kirgizije je briga o
odrzivom razvoju i uklju¢ivanju lokalnog stanovnistva za
pruzanje usluga sve ¢e$¢im putnicima. U svakom naselju kroz
koje smo prolazili, domacini su nas vodili na neko od mesta
na kojem smo koristili usluge lokalnog stanovnistva i imali
prilike da sa njima popri¢amo i druzimo se. Svaki ru¢ak imali
smo u nekoj drugoj porodici, u nekom drugom mestu. Po jedan
domacin je uvek znao bar ruski, ako ne i engleski. A ukusna
domaca hrana, pri¢a, ponuda lokalnih proizvoda - ¢ajeva,
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late summer time, with dried grass and bushes, and very picturesque yellow-
red tones.

We travelled further in the direction of Naryn, the capital of this region. On
the surrounding slopes, it was still possible to see the settlements of the
nomads who are staying with their horses and herds until the first snow,
collecting their yurts, herds of sheep, goats and cows and packing cheese,
wool — products that were collected, processed and made during the
summer. We stopped to talk to three nomad families. Without a guide, we
could not understand them, because they do not speak any other language
except the Kirghiz. Where we found the younger ones who had left school
we could talk in Russian. They were very glad to show us their habitat,
modestly equipped yurts — one served as a dormitory, while in the other
there was a kitchen, dining room, living room and everything else. They
say that is enough for a whole family. In front of one yurt we were welcomed
by a grandmother, her granddaughter and her friend. While grandmother
was making cheese, the girls were skillfully riding a small mountain horse,
and younger ones went to visit herds on nearby pastures. During winter,
while they stay in villages and town, young nomads go to school, and older
ones live peaceful but, deep life, preserving traditional hospitality, kindness,
simplicity and ability to live modestly in poor conditions.

i 5
Rukotvorine i:?amjaMo stanovnistvo i u
tganizoyanim centrima nudi ih posetiocima i stanovnistvu

The local population makes handicrafts and
offérs it to visitors in organized centres



pekmeza, sokova ili predmeta od drveta,
poput malih muzickih instrumenata ili
vunenih odevnih predmeta, bila je vrlo ne-
nametljiva, a veoma izazovna. U jednom
od sela obisli smo zadrugu - prostor u ko-
jem oko 200 udruzenih mahom Zena,
samoorganizovano prodaju svoje rukotvo-
rine od svile, vune, koze, od kojih su mno-
ge umetnicke. Na taj nacin je u turisticku
ponudu uklju¢eno mnogo ne samo
mladih, nego i starijih osoba i Zena.

Nekim turistima ¢e se mozda uciniti da
Kirgizija nema $ta da pokaze. Ali nije bas
tako. Ona ima i svoju istoriju, i kulturu,
i dogadaje, i prirodu. Ali burna desavanja
ido sada nerazvijen turizam su vidljivi. Za
sada su najbolje ponudili prirodu,
rukotvorine i gostoprimstvo ljudi. Kultura,
muzeji i istorijski lokaliteti jos uvek ¢ekaju
na red. Bilo je, na primer, malo tuzno i
prazno na lokalitetu Cholpon Ata - pros-
tranom arheolo$kom nalazistu na 42 ha
iz perioda od 2000. godine p.n.e. do 4.
veka nase ere. Ceo lokalitet je zatitio UN-
ESCO u sklopu ukupne zastite centralno-
azijske i himalajske oblasti. Medutim, na
tom lokalitetu kao da su price, mitovi, fakti
i tumacenja ostali zatrpani pod ogromnim
kamenjem rasprSenim po prostranstvu.
Ostaje da se to sve istrazi, protumaci i za-
$titi, jer posetioci ostaju bez price, bez uvi-
da, prepusteni sopstvenoj imaginaciji
dok, lutajudi izmedu kamenih komada,
sami istrazuju.

Tih par dana provedenih u Kirgiziji do-
punili su mi slagalicu o Putu svile. Ali ne
samo to. Kirgizija je, poput Ujgurskog dela
Kine, ili Mongolije, Alzira, Sardinije, ili
nekih drugih turisticki nerazvijenih
krajeva, potvrdila moje ve¢ postojece
uverenje da upravo ta nerazvijenost tu -
rizma daje neku snagu, daje priliku da
upoznamo jo$ uvek nekontrolisan Zivot,
kulturu, navike, obicaje. Daje priliku da
zaista probamo hranu koja, sem izvornog
ukusa, u sebi nosi i toplinu domacina, da
kroc¢imo u svet lokalnog stanovnistva, a
da to za njih ne bude invazija, remecenje
zivota. Kirgizija je definitivno destinaci-
ja za putnike koji vole ono $to jos uvek nije
do kraja otkriveno.

www.turistickisvet.com

KIRGHIZIA’S TOURISM IN DEVELOPMENT

Another strong impression | brought from Kirghizia is the concern for sustainable development and
the involvement of the local population in providing services to increasingly frequent travelers. In
each settlement we passed, the hosts took us to some of the places where we used the services of
the local population and had the opportunity to talk to them and to socialize with them. Every lunch
we had in another family’s house, in other town. One host always knew at least Russian, if not English.
A delicious home-made food, a story, the offer of local products - teas, jam, juices or wood items,
such as small musical instruments or woolen garments, was very unobtrusive and very attractive.
In one of the villages we visited a place where about 200 women, self-organize to sell their own
handicrafts from silk, wool, leather, many of which are artistic. In this way, the tourism offerincludes
many, not only young people, but also the elderly and women.

Some tourists may have to say that Kirghizia has nothing to show. But it is not like that. It has its own
history, culture, events and nature. But turbulent events and undeveloped tourism are visible. For
now, they have best offered nature, handicrafts and hospitality to people. Culture, museums and
historical sites are still waiting for their turn. It was, for example, a little sad and empty on the Cholpon
Ata - spacious archaeological site on 42 ha from the period of the 2000 year BC to 4th century. The
entire site was protected by UNESCO as part of the overall protection of the Central Asian and Himalayan
areas. However, at that site, the stories, myths, facts and interpretations remained buried under huge
stones scattered over the vastness. It remains to be explored, interpreted, and protected, since visitors
remain without a story, without insight, left to their own imagination while, wandering between
stone pieces, they explore for themselves.

Lokalitet petroglifa Cholpon Ata - jos uvek nepoznanica zanauku i posetioce
Ty L b e
pon Ata - still u o ce and visitors -
2 g

1-.-1.'

These couple of days spent in Kirghizia completed my puzzle of the Silk Road. And that is not all.
Kirghizia, like Uyghur part of the China, Mongolia, Algeria, Sardinia or some other regions with
undeveloped tourism, confirmed my already existing belief that this underdevelopment of
tourism gives some strength, gives us the opportunity to get to know the still uncontrollable life,
culture, habits, customs. It gives the opportunity to really try food that, besides the original taste,
also carries the warmth of the hosts, to step into the world of local population, without being an
invader and disturbing their lives. Kirghizia is definitely a destination for travellers who love visiting
what has not been discovered yet.
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SVETSKI, A NAS!

Srca domace publike osvojio je ulogom Tirketa u,Montevideu”, a vrata ruskog trzista Sirom mu je otvorio film
,Suncanica” legendardnog Nikite Mihalkova, u kom je tumacio jednu od glavnih rola. Koliko je Milo$ Bikovi¢ u
Rusiji popularan, a njegov rad cenjen, potvrdila je i ruska drzavna nagrada ,Medalja Puskina” koju mu je
pocetkom novembra li¢no urudio predsednik Rusije za kulturno zblizavanje ruskog i srpskog naroda. Paralelno,
Bikovi¢ radi na filmskom projektu,Hotel Beograd®, koji ¢e publici u zemljama bivseg SSSR-a predstaviti nas glavni
grad kao atraktivnu turisticku destinaciju. U meduvremenu, postao je zastitno lice nove kampanje nacionalnog
avio-prevoznika ,Air Serbia“, dok film ,Juzni vetar” i njegov Petar Mara$ u 3Sestoj brzini jure po bioskopskim
salama Sirom zemlje, obarajuci sve rekorde gledanosti!

L 2

BoTH - OURSIAND WORLD FAMOUS!

He won the hearts of local audience playing Tirke in the film ,Montevideo®, and the door of the Russian market were opened to him
by the film "Sunstroke" directed by legendary Nikita Mikhalkov, in which he played one of the leading roles. To what extent Milo$
Bikovi¢ is popular and his work valued in Russia confirmed the Russian state award the “Pushkin Medal” which was awarded to him
by the Russian president at the beginning of November for cultural rapprochement between the Russian and Serbian people. At the
same time, Bikovic is working on the film project “Hotel Belgrade’, which is going to present our capital city as an attractive tourism
destination to the people of ex USSR countries. In the meantime, he became the cover face of the Air Serbia airline’'s new campaign,
while the film “South Wind"” (Juzni vetar) and his Petar Maras has been rushing in the sixth gear across Serbian’s cinemas, breaking all
record ratings!
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MiLos BIKovIC, ACTOR

protutnjao je ,,Juzni vetar® — viSestruko nagradivani akcioni

triler rezisera i scenariste Milo$a Avramovica, koji je okupio
velikane domaceg glumista, a Milo$u Bikovi¢u pruzio priliku da se
publici predstavi u potpuno drugacijem svetlu. Ovaj put ne kao do-
bar momak, starinskog kova — poput Tirketa iz ,, Montevidea', Mike
Alasa u filmu i seriji ,,Sesir profesora Koste Vuji¢a“, Radmila - ,,sam-
ca u braku® u istoimenoj seriji i filmu ,,Kad ljubav zakasni®, niti
kosarkasa Radomira Sapera u ostvarenju ,,Bicemo prvaci sveta, ve¢
kao opasan decko sa beogradskog asfalta ¢ija su pasija brzi automobili
i Zelja da preko noci ostvari svoje ambicije.

O ve jeseni i zime, po bioskopima u zemlji, regionu i dijaspori

DEVEDESETE KOJE NE PROLAZE

Imajudi u vidu da je ovaj film inspirisan autenti¢nim iskustvima ljudi
ukljucenih u beogradsko podzemlje, pitali smo naseg popularnog
glumca da li su nam se vratile devedesete (ili nikad nisu ni prestajale)
i koliko jedan ovakav film $alje u svet negativnu sliku o nama.

- Devedesete jesu ublazene, ali taj duh nije nestao, jer je jednostavno
deo naseg mentaliteta. On moze da se preobrazi vremenom i evolu-
cijom drustva. Mi taj kulturoloski fenomen nazivamo ,,devedeseti-
ma’; ali on nije nestao 1999. godine, nego se produzio i u dvehiljadite
— kazuje Bikovi¢ i objasnjava da je ,Juzni vetar” zanrovski film,
namenjen prvenstveno domacem trzistu i da kao takav nema nega-
tivan uticaj na imidz nase zemlje.

- Ovaj film moze da se primeni i na francusko, i na americko pod-
neblje. Kriminal postoji svuda. To su ljudske istine. Medutim, nama
je tesko da se poredimo sa drustvima poput americkog, jer oni ima-
ju nesto $to se zove mejnstrim — proizvedu godisnje na stotine filmova
koji veli¢aju americko drustvo i prikazuju ga lepse i ,,zasecereno’, dok
paralelno postoji i taj talas koji prikazuje jednu realnu sliku. Nama
nije neophodna cenzura filmova koji kritikuju Srbiju i srpsko
drustvo, na$ problem je $to nemamo mejnstrim. Kada se bude
uspostavio sistem u kome ¢emo imati filmove koji prikazuju lepe i
svetle strane Srbije, onda se postojanje Zanrovskog filma nece
dovoditi u pitanje. Tek tako dobijamo potpunu sliku i prostor za slobodu
u umetnickom stvaranju - tvrdi mladi glumac koji se tokom rada u
inostranstvu neretko susretao i sa predrasudama o nasoj zemlji.

BEOGRAD KAO TURISTICKA ATRAKCUA

- Kada sam pre nekoliko godina snimao film na Baliju, razgovarao
sam sa jednom devojkom iz Australije i pitao je koje su joj prve aso-
cijacije na Srbiju. Ona je rekla: nesto sivo, neko skladiste, bodljikava
zicairat. To je slika 0 nama koja je emitovana u poslednjih 20 godi -
na. Jako vi$e ta propaganda ne postoji, ostaju njeni repovi i mi sada
imamo zadatak, i tome sam vrlo posvecen, da tu sliku promenimo,
popravimo, i da Srbija bude prepoznata kao zemlja Nikole Tesle, mladih
IT stru¢njaka i matematicara, odbojkasica, Novaka Pokovi¢a i
ukusne hrane, a ne kao zemlja bodljikave Zice, hangara i logora, kako
su nas do sad predstavljali - isti¢e Bikovic.

U nameri da sto bolje Srbiju i njen glavni grad promovise u ino -
stranstvu, prvenstveno u Rusiji i ostalim zemljama bivseg Sovjetskog
Saveza, Milo$ se angazovao oko filmskog projekta ,,Hotel Beograd®,
¢ija je svrha da privude $to vise turista iz ovih zemalja.

www.turistickisvet.com

film“South Wind" (JuZni vetar) has stormed - the multi-award win-

ning action thriller of the director and screenwriter Milo$
Avramovi¢, who gathered great Serbian actors, and gave Milo$
Bikovic the chance to present himself to the audience in a completely
new light. This time not as a good boy with traditional values - like Tirke
in the film “Montevideo’, Mika Alas in the film and TV series “The hat
of the professor Kosta Vuji¢” (Sesir profesora Koste Vuji¢a), Radmilo -
“married single man”in the“Samac u braku” TV series and the film“When
love comes late” (Kad ljubav zakasni), or the basketball player Radomir
Saper in the film “We Will Be the World Champions” (Bicemo prvaci sve-
ta), but as a dangerous guy from the Belgrade’s streets whose passion
are fast cars and the desire to fulfill his ambitions over night.

This autumn and winter, in cinemas in Serbia and the region the

90's NEVER PASS

Bearing in mind that this film is inspired by the authentic experiences
of people involved in the Belgrade underground, we asked our pop-
ular actor whether the 1990s have returned (or they've never passed)
and to what extent this film sends a negative image of us in the world.

-The spirit of 1990s has diminished, but it has never gone, simple
because it is the part of our mentality. It can be transformed in time
and with the evolution of society. We call this cultural phenomena
Jnineties’, but it didn’t vanish in the 1999, it just extended to 2000s
—says Bikovi¢ explaining that the "South Wind" is a genre film, intended
primarily for the domestic market and, as such, has no negative impact
on the image of our country.

-This film can also be applied to the French, and to the American region.
Crime exists everywhere. These are human truths. However, it is dif-
ficult for us to compare ourselves with societies like the American,
because they have something called the Mainstream - they produce
hundreds of films annually glorifying American society and displaying
it more beautiful and "sweetened', while there is a parallel wave of a
realistic picture. We do not need censorship of films that criticize Serbia
and Serbian society, our problem is that we do not have a mainstream.
When a system is established in which we will have films that show
the beautiful and bright sides of Serbia, the existence of a genre film
will not be questioned. It is only this way that we get a complete picture
and space for freedom in artistic creation — says young actor who has
often come across prejudices about our country during his work abroad.

BELGRADE AS A TOURISM ATTRACTION

-When | was shooting a film a few years ago in Bali, | talked to a girl
from Australia and asked her what her first association to Serbia was.
She said: something gray, some warehouse, barbed wire and war. It's
animage of us that has been broadcast for the last 20 years. Although
this propaganda doesn't exist anymore, its tails remain and now we
have a task, and | am very dedicated to changing this image, to fix it,
and to make Serbia recognizable as a country of Nikola Tesla, young
IT experts and mathematicians, volleyball players, Novak Bokovi¢ and
tasty food, and not as a country of barbed wire, hangars and war camps,
as we have been presented so far — points out Bikovic.

In order to promote as much as possible Serbia and its capital city
abroad, primarily in Russia and other countries of the former Soviet
Union, Milos engaged in the film project "Hotel Belgrade', whose pur-
pose is to attract as many tourists from these countries as possible.

- Have you heard of the popular Russian TV series, Kitchen”, that was
later altered to “Hotel Eleon”? At least 20 million people have watched
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- Znate za ¢uvenu rusku seriju ,,Kuhinja', koja je posle prerasla u ,,Ho-
tel Eleon™? Tu seriju je pogledalo najmanje 20 miliona ljudi! U saradnji
sa produkcijskom ku¢om ,,Yellow, Black and White* snimi¢emo film
koji ¢e biti nastavak te serije i radnja ¢e se odvijati u Beogradu. Cilj
je da privucemo veliki broj turista iz zemalja u kojima ¢e se taj film
prikazivati. To su, pre svega, zemlje bivseg SSSR-a: Rusija, Belorusi-
ja, Kazahstan, Azerbejdzan, Kirgistan, Uzbekistan i druge. Film ¢e imati
dobru produkciju, jer Zelimo da prikazemo Srbiju i Beograd u
najboljem mogucem svetlu, $to bi trebalo da doprinese velikom prilivu
novca kad je u pitanju turizam. Mislim da je to jedan od retkih slu¢ajeva
kada kultura i film mogu svojoj zemlji da ponude daleko vise sred-
stava nego $to je ulozeno u film - otkriva na$ uspesni glumac, dodajuci
da se pocetak snimanja ovog filma moze ocekivati na leto, a
emitovanje ve¢ na prolece 2020. godine.

MEDALJA oD PUTINA

Podsetimo, Milos Bikovi¢ je u rusku kinematografiju zakoracio filmom
»ouncanica“ Nikite Mihalkova, koji je 2014. godine svetsku premi-
jeru imao u Beogradu. O legendarnom reziseru i Oskarovcu ima samo
reci hvale:

- Saradnja sa Nikitom Mihalkovim je iskustvo koje je van kategorija,
zato $to je on veliki covek, izuzetno inteligentan i obrazovan. Ima jednu
sposobnost koja se zove majeutika - to je sokratovska, ,,babicka“ vesti-
na da vas u toku dijaloga obrazuje i navede da sami dodete do nekih
zaklju¢aka i na takav nacin radi sa glumcima. Zaista je veliki ¢ovek
- kazuje na$ sagovornik, koji je u Rusiji stekao status zvezde
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that series! In cooperation with the production company "Yellow, Black
and White" we are going to make a film that would be a sequel of this
series and the action will take place in Belgrade. The goal is to attract
alarge number of tourists from the countries in which the film will be
shown.These are, first of all, the countries of the former USSR: Russia,
Belarus, Kazakhstan, Azerbaijan, Kyrgyzstan, Uzbekistan and others.
The film will have a good production, because we want to show Ser-
bia and Belgrade in the best possible light, which should contribute
to a large inflow of money when it comes to tourism. | think that this
is one of the few cases where culture and film can offer far more in-
come to their country than it is invested in the film - reveals our suc-
cessful actor, adding that the beginning of the making of this film can
be expected in summer, and broadcasting already in the spring of 2020.

MEDAL FROM PUTIN

As a reminder, Milos Bikovic¢ entered the Russian film industry with the
film “Sunstroke” by Nikita Mikhalkov, who had its world premiere in
2014 in Belgrade. About legendary director and Oskar winner he only
has words of praise:

- The cooperation with Nikita Mikhalkov is an experience that is out
of any category, because he is a great man, extremely intelligent and
educated. He has an ability called maieutics - that is the Socratic method
used in a dialog to form you and lead to make some conclusions and
he work with actor in this way. He is a really great man - says Milos,
who has gained a celebrity status in Russia thank to the roles in film
“Soulless 2';“Ice","Beyond the Edge” in which he played with Antonio
Banderas, the comedy “No borders’, as well as in already mentioned
series "Hotel Eleon’..




zahvaljujudi i ulogama u filmovima ,,Bezdusni 2% ,Led", ,,Izvan granica
realnosti u kom je igrao sa Antoniom Banderasom, komediji ,,Bez granice,
kao i u ve¢ pomenutoj seriji ,,Hotel Eleon*..

Bikovi¢ je vrata ruskog trZista otvorio i drugim srpskim glumcima, kao
$to su Ivan Bosilj¢i¢, Milan Mari¢ i drugi, koji nailaze na izuzetan prijem
kod ruskih kolega i publike. Veliku popularnost u Rusiji Milos skromno
komentarise:

- Imaju izrazito pozitivno misljenje o nama, ali ja sad ne bih Zeleo da se
hvalim i izgovaram reci ,,mnogo me vole, ali mozete da udete na
drustvene mreze, sada je sve to veoma transparentno, i da pogledate
komentare. Meni je velika ¢ast $to sam pripadnik srpskog naroda i $to
svoju kulturu i tradiciju mogu da promovisem u zemlji sa kojom imamo
tako jake, tesne i bogate veze i $to je to jedno vrlo produktivno tlo za dalji
rad - tvrdi Bikovi¢, kom je pocetkom novembra predsednik Rusije
Vladimir Putin u Kremlju urucio ,,Medalju Pugkina“ za razvoj rusko-
srpskih odnosa. Ovu medalju Rusija dodeljuje za izuzetan doprinos
kulturi, obrazovanju i humanisti¢kim naukama, a Bikovi¢ je jedan od
najmladih laureata i jedini iz Srbije.

NOVA OSTVARENJA

I dok nagrade za njegov rad pristizu sa svih strana (nedavno je dobio i
priznanje iz Irske za ulogu Petra Marasa u ,,Juznom vetru®), ovaj glumac,
svetski — a nas, trenutno u AzerbejdZanu snima seriju o ,,sovjetskom Sina-
tri — velikoj zvezdi Muslimu Magomajevu, dok ¢emo ga na proleée u

bioskopima gledati u filmu ,,Balkanska meda"“.

- To je ratni film o Kosovu, ¢ija se radnja odvija u 1999. godini.
Emitovace se ta¢no na 20-godisnjicu od bombardovanja. Imam velika
ocekivanja, jer je to film kakav dugo nismo imali priliku da gledamo —
porucuje Milo$ Bikovi¢, koji je postao i zastitno lice nove marketinske
kampanje nacionalne avio-kompanije ,,Air Serbia®, koja putnicima
omogucava da biraju izmedu Cetiri tarife i tako putuju po svojoj meri.
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Bikovi¢ opened the door of Russian market for other Serbian
actors, such as Ivan Bosilj¢i¢, Milan Mari¢ and others, who
encounter an exceptional reception from Russian colleagues and
the audience. Milo§ modestly comments his great popularity in
Russia:

-They have a very positive opinion about us, and | don’'t want
to brag now and say “they like me very much’, but you can see
the comments on the social media, today everything is
transparent. It is a great honor for me to be Serbian and to
promote my culture and tradition in a country where we have
such strong, close and rich connections and that is one very
productive ground for further work — says Bikovi¢, who was
awarded by the Russian president Vladimir Putin with the
“Pushkin Medal” for the development of Russian-Serbian
relations at the beginning of November in the Kremlin. Russia
gives this medal for outstanding contribution to culture, education
and humanities, and Bikovi¢ is one of the youngest laureate and
the only one from Serbia.

NEW ACHIEVEMENT

And while awards for his work arrive from all sides (recently he
received a recognition from Ireland for the role of Petar Maras
in the“South Wind"), this actor, ours and world famous, is shooting
in Azerbaijan a series about the“Soviet Sinatra”— a big star Muslim
Magomayev, while we will watch him in the film“Balkan line”in
the next spring.

- Itis a war film about Kosovo, whose action takes place in 1999.
Its premiere will be exactly on the marking of the 20 years since
the bombing. | have great expectation, because this is the film
we haven'tlong had the opportunity to watch - says Milo$ Bikovi¢,
who also became the cover face of the Air Serbia airline’s new
marketing campaign, which allows passengers to choose
between four tariffs and thus travel to their extent.

Author: Biljana Bosni¢ Ognjenovic
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MIHAJLO KARADORDEVIC — MISEL OD JUGOSLAVIJE:

FOTOGRAFIJA
JE MOJA
STRAST!

Kada se dogadaj odrzava u pozoristu ,Madle-
nianum’, to je znak da ¢e posetioci otkriti i dozZiveti
specijalan, intrigantan i kvalitetan projekat. Krajem
septembra, knezevi¢ Mihajlo Karadordevi, alijas
Prince de Yougoslavie, odrzao je svoju prvu izlozbu
fotografija u salonu,Madlenianuma” Belle Epoque
u Beogradu.

in kneza Aleksandra (Pavlovog) i Marije Pije, kéeri
Sposlednjeg kralja Italije Umberta II, nasledio je nji-

hovu zainteresovanost za okolinu, radoznalost za
svetom u kome su ziveli, sto mu je donelo otkrice
»njegove” Srbije. Odrastao u gradi¢u Versaj, kao prvi
sused ogromnog vrta istoimenog dvorca, cesto boraveci
u Firenci, Portugaliji i Svajcarskoj, knezevi¢ je upijao
price svojih predaka. Nakon zavrsetka studija, Mihajlo je
odlu¢io da se oproba u ,americkom snu‘, Zive¢i na
Floridi i u Njujorku.
Misel od Jugoslavije, sa izuzetnim radnim iskustvom u
finansijama i radom u ozbiljnom okruzenju u Zenevi,
otkrio je svoju strast prema fotografisanju 2009. godine.
Kupio je Leica digitalni fotografski aparat i objektiv od
35 mm i svakodnevno poceo da hvata prizore i slike iz
svog okruzenja, ali i Srbije.
- Tokom ranijih dolazaka u Srbiju, otkrio sam potpuno
specifi¢an svet koji je na mojim fotografijama pokazao
svu raznovrsnost zivota njenih stanovnika. Zele¢i da je
$to bolje upoznam, uzeo sam svoju Leicu i poceo da
belezim svakodnevicu - kazuje princ u ekskluzivnom
razgovoru za ,,Turisticki Svet®.
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PHOTOGRAPHY
S MY PASSION!

When an event is held at the Madlenianum theatre, it is the sign that
visitors are going to reveal and experience a specific, intriguing and
good-quality project. At the end of September, Prince Michael
Karadordevic, alias Prince de Yougoslavie, held his first exhibition of
photographs at the Madlenianum salon called the Belle Epoque in
Belgrade.

the last king of Italy Umberto Il, inherited their interest in the

environment, the curiosity of the world in which they lived, which have
brought him the discovery of "his" Serbia. As he grew up in the small town of
Versailles, being the nearest neighbour of the immense garden of the castle
with the same name and often visiting Florence, Portugal and Switzerland,
Prince have absorbed the stories of his ancestors. After graduation, Michael
decided to try to fulfill the ,American dream * by living in Florida and New
York.

Son of Prince Alexander (son of Pavle) and Princess Maria Pia, daughter of
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MicHAEL KARADORDEVIC — PRINCE MICHAEL OF YUGOSLAVIA

SVAKODNEVICA U OBJEKTIVU

Pre nego $to je svoj rad predstavio Beogradu, Mihajlo je
svoju prvu izlozbu otvorio u Zenevi. Za njom je idla izloz-
ba u nasoj ambasadi u Bernu gde ga je Svajcarski galerista
Peter Maurer (koji odlicno govori srpski) upoznao s
Emirom Kusturicom, koji ga je pozvao da ovde odrzi
izlozbu.

- Imam dnevnu disciplinu fotografisanja. Uvek izaberem
odredenu temu, recimo ,urbana perspektiva“ i onda
biram objekte koje fotografisem - otkriva Misel.

I zaista, na izlozbi u Madlenijanumu, mogle su se videti
dve suprotstavljenje ideje: fotografije sa zapadnoevrop-
skim racionalnim razmisljanjem i Mihajlovi pogledi i
zakljuéci o nama u Srbiji: ,Secanje na proslost® —
fotografija snimljena na Oplencu, ,,Otvorena vrata kao
poziv za ulaz ili izlaz. Gde ¢e nas tramvaj odvesti?“ snim-
ljena u beogradskom tramvaju, ,,Crveno-bele plocice koje
ukrasavaju pijacu” - o lepoti krovova pijace Zeleni venac,
»Postoji veza izmedu neba i zemlje. Samo treba naci
stepenice — pri¢a o ¢uvenom stepenistu beogradskog
Aero kluba.

O BEOGRADU | CRNO-BELIM PORTRETIMA
Njegovo prirodno posmatranje zivota vidi se u izboru
tema, svakodnevnim predmetima i proizvodima koje je
napravio covek, kao i u zivim bi¢ima i samoj majci priro-
di. Za Miselove fotografije se moze re¢i da su unikatne,
buduci da su ogranicene na 7 kopija.

A evo $ta je sve njegova Leica otkrila u Beogradu:

- Cini mi se da su Beogradani duhoviti, da vole da zive u
zajednici ¢ija je drustvena tkanica vrlo ¢vrsta. Za mene je

neverovatna ¢injenica da je Beograd bio rusen vise od 50

Prince Michael of Yugoslavia, who has an extraordinary work
experience in finance and who has worked in the global business
company in Geneva, discovered his passion for photography in 2009.
He bought Leica digital camera and 35mm lens and has begun to
capture daily images of his surroundings, as well as Serbia.

- During my previous visits to Serbia, | discovered a completely unique
world that has showed on my photographs all the diversity of its
inhabitants'’ lives. Wishing to get to know it better, | took my Leica and
started to capture everyday life - says Prince in the exclusive interview
for the Turisticki Svet"”.

EVERYDAY LIFE IN THE LENS

Before he presented his work in Belgrade, Michael had opened his first
exhibition in Geneva. Then the exhibition in the Serbian Embassy in
Bern followed where Swiss artist Peter Maurer (who speaks Serbian
very well) introduced him to Emir Kusturica, who invited him to
organize the exhibition in Serbia.

- | have a daily shooting discipline. | always choose a certain topic, like
Lurban perspective” and then | choose objects to shoot - reveals
Michael.

And indeed, at the exhibition in Madlenianum, you could see the two
opposing ideas: photographs with Western European rational thinking
and Michael’s views and conclusions about people in Serbia:
,Remembering the past” - the photograph captured in Oplenac,
,Opened door as an invitation to enter or exit. Where will the tram take
us?” captured in a Belgrade’s tram, ,Red-white tiles that decorate the
market“— about the beauty of the roofs of the Zeleni venac green
market, ,There is a connection between the sky and the earth. We just
need to find the stairs”~ the story of the famous stairs of the Belgrade’s
Aero club.

ABOUT BELGRADE AND PORTRAITS IN BLACK AND WHITE
His natural observation of life is seen in the choice of subjects,
everyday objects and products made by a person, as well as in living
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MIHAJLO KARADORDEVIC — MISEL OD JUGOSLAVIJE

puta!l Otkrio sam Narodni muzej sa svojim

umetnickim bogatstvom. Kada sam ga pose-
tio, pustili su me unutra bez karte kada su ¢uli
da je moj deda, knez Pavle, podigao zgradu i
zajedno s prijateljima poklonio nebrojeno
mnogo umetnickih predmeta! - sa zadovolj -
stvom kazuje Mihajlo Karadordevi¢, otkrivsi
nam naposletku i Sta priprema u skorijoj
buducnosti.

- Volim senke, crno-belu fotografiju i pripre -
mam se da radim portrete u tom tonu — nago -
veStava nas sagovornik.

Buduci da je fotografija univerzalni jezik komu -
nikacije, o¢ekujemo da nas Mihajlova filozofija
fotografisanja jo$ jednom prijatno iznenadi!

90168 TURISTICKI SVET

beings and the Mother Nature. We could say that Michael’s photographs are
unique, since they are limited to only 7 copies.
And here is what his Leica discovered in Belgrade:
- | seem to me that people in Belgrade are witty, that they love to live in the
community with a very firm social network. For me, the fact that Belgrade has
been destroyed more than 50 times is unbelievable! | discovered the National
Museum with its art treasures. When | visited it, they let me in without the ticket
after | found out that my grandfather Prince Pavle built that building and
together with friends, donated countless artwork! — says Michael Karadordevic,
expressing great pleasure, revealing to us his planes for the near future.
- | like shadows, black and white photography and | am preparing to make
portraits in that tone - he hints.
Since photography is the universal language of communication, we expect
Michael’s philosophy of photography to surprise us once more!
Text: Jelena Kali¢anin
Photo: Dusan Filipovi¢
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“Simbol Banje Koviljate, ¢uveni Kur-salon,
koji je 1932. godine podigao kralj Aleksandar
F Karadordevi¢, spreman je za nova slavlja i pro-
vode, kao u najbolja vremena tokom svoje istorije: :

“‘Nakon kompletnog renoviranja, vrata svojih raskosni
sala otvori¢e gostima ve¢ za do¢ek Nove 2019. godine.

% MBAbA KOBHIBANA =
Banja Koviljata =

ﬂ ca Hyraepom Kyp '-','i.l:.'-!.
'hl‘“l[.."-.! izgledom KyM-Sa

| HE NEW LIFE OF THE KUR-SALON

Koviljaca - 160 godina organizovanog le¢enja u Banji

Koviljaci i 110 godina od izgradnje i pocetka rada
kupatila kralja Petra I, krunisana su otvaranjem kompletno
renoviranog Kur-salona.

Dva velika jubileja koje ove godine obelezava Banja

OBNOVA UZ POMOC DRZAVE

Ovaj, nekada mondenski objekat, bio je ozbiljno ugrozen,
zapusten, na granici urusavanja, da bi posle inicijative vise
udruzZenja mestana da se to spreci, drzava odreagovala tako sto
je Republicka direkcija za imovinu, u martu 2016. godine,
predala ovu banjsku dvoranu na kori$¢enje Specijalnoj bolnici
za rehabilitaciju Banja Koviljaca. Uz nju Specijalnoj bolnici pri-
pale su i vile “Bosna” i “Kovilja¢a’, upravna zgrada i stari deo
blatnog kupatila.

Specijalna bolnica je odmah sanirala krov i oluke ¢ime je
spre¢eno dalje propadanje objekta, a od 30. aprila ove godine,
krenulo se u kompletnu obnovu. Za kompleksne i obimne
radove drzava je izdvojila oko 200 miliona dinara. Pod budnim
okom Zavoda za zatitu spomenika iz Valjeva izvrSena je
adaptacija, rekonstrukcija i opremanje Kur-salona. Ambijent
zgrade nije promenjen, ali ona sada ima svu neophodnu mo -
dernu opremu i namestaj, video-nadzor, novu klimatizaciju,
hidro i toplotnu izolaciju, podno grejanje i protivpozarni
sistem, ¢ime ispunjava sve savremene standard za objekte te
namene.

Zahvaljujudi tome, Kur-salon ¢e biti idealno mesto za kulturna
dogadanja, umetnost i razonodu, kao u svoja najbolja vremena,
ali i za organizovanje seminara i kongresa na razne teme,
najavljuju iz Specijalne bolnice.
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The symbol of Banja Kovilja¢a, famous Kur-salon, which was
erected by King Aleksandar in 1932, is ready for new
celebrations, just like in the good old times of its history. After a
complete renovation, doors of its lavish halls will be opened for
guests for the New Year's Eve celebration.

years of organized treatment in Banja Koviljaca and 110 years

since the construction and start of the work of King Peter | baths
and these anniversaries are crowned with the opening of the
completely renovated Kur-Salon.

Banja Koviljaca is marking two great anniversaries this year - 160

RENOVATION WITH THE HELP OF THE STATE

This, once-popular object was seriously endangered, abandoned, on
the border of collapse, so after the initiative of several associations of
locals to prevent further ruination, in March 2016 the state, i.e. the
Republic Property Directorate handed over this property to the Special
Hospital for Rehabilitation Banja Koviljaca to use it. In addition, the
Special Hospital also got villas“Bosna”and “Koviljaca’, the administrative

building and the old part of the mud bath.

The Special Hospital immediately repaired the roof and gutters which
prevented the further deterioration of the building and on April 30 this
year a complete renovation started. For complex and extensive works,
the state has allocated about 200 million dinars. Under the watchful eye
of the Institute for the Protection of Monuments from Valjevo, the
adaptation, reconstruction and equipping of Kur-Salon was carried out.
The ambience of the building has not changed, but it now has all the
necessary modern equipment and furniture, video surveillance, new air
conditioning, hydro and thermal insulation, under-floor heating and fire
protection system, which fulfils all modern standards for facilities of this
purpose.



AFTER THE COMPLETE RECONSTRUCTION BEGAN

ELITNO MESTO ZA VRHUNSKU ZABAVU

Banjska dvorana gradena je po uzoru na bec¢ki Kur-salon, ali je
za razliku od njega, gde je u pocetku bilo dozvoljeno samo
lecenje i koricenje lekovite vode, Kur-salon u Banji Koviljaci
bio od svog otvaranja predodreden za zabavu. Ovaj kompleks
se, inace, sastoji od svecane sale - plesne dvorane sa 450 mesta,
restoran sale sa 220 mesta, pansion sale sa 150 mesta, dva
ovalna i dva okrugla salona, dve letnje terase i parkinga.

Sve do Drugog svetskog rata Banja Koviljaca je zahvaljujuci

Kur-salonu bila steciste umetnika, boema i omiljeno mesto
Karadordevica, zbog cega je i dobila epitet "kraljevska". U
jednom periodu, bilo je to najelitnije mesto u okviru moc¢ne
Kraljevine Jugoslavije.
Nekada se prag dvorane mogao pre¢i samo u svecanim
odelima, muzicari su Cesto placali da ovde sviraju, na nastupe
su ¢ekali mesecima, a u najboljim danima konobari su imali
toliko baksisa da su zaboravljali da uzmu platu.

Redovni posetioci su bili Branislav Nusi¢, Zanka Stokié,
Dobrica Milutinovi¢, ministri, generali, a goste je zabavljala
tada najpoznatija pevacica - Sofka Nikoli¢. U njega se dolazilo
na balove, radi muzike, razonode ili isku$avanja sre¢e u prvoj
kockarnici na Balkanu.

www.turistickisvet.com

Thanks to this, the Kur-salon will be an ideal place for cultural events,
art and entertainment, just like it was in the good old times, also for
organizing seminars and congresses on various topics — announced
from the Special Hospital.

ELITE PLACE FOR SUPERB ENTERTAINMENT

This property was built according to the model of the Kur-salon in
Vienna, but unlike Vienna's object, in which at the beginning only
treatments and use of healing water were allowed, the Kur-salon in
Banja Koviljaca was set up for entertainment since its opening. This
complex consists of a ballroom - a dance hall with 450 seats, a
restaurant with 220 seats, a board hall with 150 seats, two oval and two
round salons, two summer terraces and parking.

Until the Second World War Banja Koviljaca, thanks to the Kur-salon, it
was a meeting place of artists and boems and the favourite place of
Karadordevic royal family, which is why he got the epithet "royal". In
one period, it was the most elite place within the mighty Kingdom of
Yugoslavia.

Once people could only step inside wearing gala suits and dresses,
musicians often paid to play here waiting for months to perform, and
in the best days waiters received tips so high that they would forget to
collect their salary.

Regular visitors were Branislav Nusi¢, Zanka Stoki¢, Dobrica
Milutinovi¢, ministers, generals, and guests were entertained by the
most famous singer of that time — Sofka Nikoli¢. People came here to

U Kur salonu je sniman film Emira Kusturice ,Otac na
sluzbenom putu” koji je dobio Zlatnu palmu na Kanskom fes-
tivalu, kao i serija Zdravka Sotre ,,Nepobedivo srce”

Nakon rekonstrukcije, pocinje drugi Zivot Kur-salona. U
novom prostoru sa novim gostima ozive¢e kona¢no i Banja
Koviljaca, nekada kraljevska banja Srbije, u koju ¢e se sa ovim
zdanjem vratiti nesto od duha vremena kada je Kur-salon
sagraden.

the balls, to listen to music, have fun or try their luck in the first casino
in the Balkans.

In Kur salon Emir Kusturica was shooting the film When Father Was
Away on Business (Otac na sluzbenom putu) which won the Golden
Palm at the Cannes Festival, as well as the series Unbeatable heart
(Nepobedivo srce) by Zdravko Sotra.

After the reconstruction, the new life of the Kur-salon begins. With the
new space and the new guests Banja Koviljaca will also revive, once
the royal spa of Serbia, in which some spirit of the times when Kur

salon was built il return. Text and photos: Tomislav Zivanovi¢
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SVETSKI MUZEJI
NA OBODU BEOGRADA

Na Banjici, na samom obodu Beograda, nalazi se zgra-
da na kojoj stoji: UdruZenje za kulturu, umetnost i

Viktor Lazi¢. U ovoj zgradi nalaze se dva jedinstvena
muzeja - ,Muzej knjige i putovanja” i “Muzej srpske
knjizevnosti”.

neobi¢nih, atraktivnih, na policama, u zastakljenim

stolovima, pregradama. A uz njih, eksponati raznih
svetskih kultura, dobijeni kao pokloni ili doneti sa mnogih
Viktorovih putovanja.

Sulaza uronite u svet knjiga - svih boja, veli¢ina,

- Ovde su knjige iz ¢itavog sveta, sa svih meridijana. Nas
prostor je podeljen u dva dela — ,,Muzej knjige i putovanja’,
u kom se sad nalazimo, i na spratu - ,Muzej srpske
knjizevnosti” Prvi predstavlja ceo svet kroz knjige kao
temelj sveukupne ljudske civilizacije, dok drugi prikazuje
srpsku istoriju kroz prizmu knjizevnosti - objasnjava Viktor.
U stalnoj postavci, posetioci ve¢ u prvoj sobi mogu da vide
neobi¢ne knjige i eksponate, kao $to su knjige iz Etiopije na
pergamentu, od ov¢je i kozje koze, sa potpisom cara Hajla
Selasija. Tu je i knjiga molitvi u obliku lepeze sa Sri Lanke.




BOOKS AND EXHIBITS

- Malo citate, a malo se hladite jer je tamo uvek toplo - $ali se Viktor i
dodaje da nisu sve knjige na svetu namenjene za citanje. Neke se nose
oko vrata kao amajlije. Ovde je izlozena, na primer, knjiga iz kineskog
konfu¢ijanskog manastira, napravljena od niza $tapia od bambusa
povezanih tkaninom koja, kad se rastegne, dostize duzinu od nekoliko
metara. Tu je i Zivotopis Bude, rukom raden u obliku stripa, koji je nastao
hiljadu godina pre stripa. Veoma su interesantne i minijaturne knjige
napravljene od fetusa ovaca, a onda i knjiga od slonovog izmeta ¢iju
koricu je naslikao slon u 8koli za slonove na Tajlandu, i jo§ mnoge druge.
Ne zna se koja je najstarija knjiga u Muzeju jer mnoge nemaju prvu stra-
nicu. Medutim, tu su one iz 15. i 16. veka, kao i dokumenti iz 14. veka.

ISTORUAT ,, ADLIGATA”

- Nisu svi predmeti oduvek bili smesteni na ovoj lokaciji. Biblioteka i
¢italiste su se nalazili u Kumanu i Aleksandrovu u Vojvodini, blizu
Zrenjanina. Roden sam u Beogradu, pa sam godinama prenosio arhivu
u glavni grad - priseca se Viktor, koji je deveta generacija svoje porodice
koja se bavi sakupljanjem knjiga.

Tradiciju porodi¢nog knjigoljupstva zapoceo je svestenik Mihajlo Lazi¢
u 18. veku. Viktorov pradeda Luka Lazuki¢ je preko Albanije nosio
knjige usivene u gunj, a njegov deda ih je zakopavao ispod vinograda
kako ih komunisti ne bi uzeli.

- Kad sam napunio devet godina, baka me je proglasila naslednikom
biblioteke. Veoma rano sam shvatio da to vredno naslede ima nacionalni
znacaj i da daleko prevazilazi jednu porodicu - kaze Viktor.

Muzej na danasnjoj lokaciji formiran je 2009/10. godine. Tad je prvi put
otvoren za javnost, a postojala je samo jedna prostorija. Kako bi se
stvorila veca reprezentativna institucija, godine 2012. osnovano je i regi-
strovano neprofitno, nevladino udruzenje gradana ,Adligat’, Ciji je
glavni cilj da stvori najvece kulturno ¢voriste izmedu Beca i Istanbula; da
predstavi srpsku kulturu u svetu i strane kulture u Srbiji. Dobijena je i
podrska Akademije nauka i Matice srpske. Udruzenje ima 53 osnivaca.

www.turistickisvet.com

VWORLD MUSEUMS
AT THE OUTSKIRT
OF BELGRADE

the entry portal stands “Adligat” - the Association for

culture, art and international cooperation. Viktor Lazi¢,
the association’s president welcomes us at the gate and
leads us to the first room of the ,Books and Travel
Museum?”...

n ddress: Josip Slavenski 19a, Banjica. On the board of

The books of all colors, sizes and peculiarities overwhelm
you as soon as you enter this unusual facility. There are
books on shelves, in glazed tables, bulkheads. And besides
them, exhibits of various world cultures, obtained as a gift or
brought from many Viktor's journeys. Immediately, you draw
the conclusion that each subject has its own history and that
it is a story for itself.

- We have books from around the world, from all meridians.
Our space is divided into two parts: the ,Books and Travel
Museum”and the,Museum of Serbian Literature” on the first
floor. The first represents the entire world through a book as
the cornerstone of the overall human civilization, while the
letter presents Serbian history through the prism of
literature — explains Viktor.

This institution is especially proud of the unusual books and
exhibitions. In a permanent setting, in the first room, among

T
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Njegovi ¢lanovi su porodi¢ni prijatelji i ljubitelji knjige od kojih su
mnogi ovoj ustanovi poklonili deo svojih biblioteka. Muzej se danas
sastoji od petnaest prostorija na Banjici, zgrade u Kumodrazu, i
magacina koji se nalaze u Osnovoj skoli ,,Bora Stankovi¢” - ukupno
2.000 kvm povrsine.

- Imamo viSe od milion knjiga. Naravno, nisu sve izlozene.
Prikupljamo svaki predmet koji na kvalitetan na¢in moze da docara
odredenu kulturu. Na primer, imamo balineZanske figure za
lutkarsko pozoriste koje su poklon indonezanskog ambasadora.
Nikad nisu kori$¢ene u pozoristu jer se veruje da kad ,glume”
postanu zive i da se kasnije veoma ljute ako ne dobijaju nove uloge.
Imamo skulpture originalnih ¢uvara hramova iz Pendzaba. Iz Irana
sam doneo ,,Povelju o ljudskim pravima” Kira Velikog - prvu takvu
povelju na svetu. Imamo i ,Umece ratovanja’, izradeno na naj-
kvalitetnijoj kineskoj svili — poklon kineskih drzavnika Borisu
Tadic¢u koji ju je darovao svojoj majci Nevenki, a ona, kao jedan od
osniva¢a Udruzenja - nama. Sve je to smesteno u ,,Muzeju knjige i
putovanja’, dok se u ,,Muzeju srpske knjizevnosti” nalazi sve ono $to
je u vezi sa srpskom istorijom - od namestaja Obrenovi¢a do sablje
Karadordevog vojvode - kaze Viktor.

: RETKE KNJIGE S DOBROM PRICOM 5
: Posebna pric¢a vezana je za magijsku knjigu iz indoneZanskog
 plemena Batak, nekadasnjih ljudozdera, koja je napravljena, :
: napisana i oslikana rukom, dok su joj listovi od palminog lis¢a,
- akorice od ljudskih kostiju.
i~ Uz pomo¢ te knjige le¢io me je vra¢ iz muslimanskog :
 matrijarhalnog plemena Minankabau nakon $to sam pobegao
i sa svog prvog vencanja. Naime, doslo je do nesporazuma u
 jednom plemenu bivsih kanibala jer je jedna devojka mislila :
 da ¢u da je Zenim. Uspeo sam da pobegnem, ali sam se razboleo
: ubeZaniji. Pleme Minankabau, na koje sam tad slu¢ajno nale- :
- teo, veruje da si bolestan iz razloga $to je u tebe usao zao duh
 koji se mora isterati napolje. I to batinama. Iibali su me, ali :
: ne znam da li su me time izlecili jer sam koristio i evropske :
i lekove. Dva dana sam vraca ubedivao da mi proda tu magjj-
: sku knjigu $to je na kraju i u¢inio’, kroz osmeh se priseca Viktor. :
- U Muzeju se Cuvaju i tibetanske knjige koje kad njihov narod
 krene da ih ¢ita, ne sme da prestane dok ih ne zavrsi - i to 48
 sati bez hrane, vode i odlaska u toalet. Potom, maceta sa glavom :
i zubima od pirane iz Amazonije, zbirka knjiga iz Latinske :
: Amerike, tron poglavice iz Venecuele... :




»MUZEJ SRPSKE KNJIZEVNOSTI” | LEGATI

Na spratu se nalazi viSe prostorija. U jednoj su predmeti iz
zaostavstine glumca Pavla Vuisi¢a — fotografije, lule, upaljaci,
svezanj klju¢eva medu kojima je i onaj od kamiona koji je vozio
u ,Kamiondzijama’, ljubavno pismo supruzi, pesme koje je
pisao, testament...

U drugoj sobi se nalazi garderobni orman kraljice Natalije
Obrenovi¢ koji je poklonila svojoj dvorskoj dami prilikom
proterivanja iz Srbije. To je poklon iz legata porodice Leko. Tu
je i velika knjiga iz biblioteke Mihaila Obrenovica sa pe¢atom i
prvi poznati rukopis kad je imao pet godina - dokaz da je tako
mlad znao da piSe. Potom originalni $tap kralja Milana
Obrenovica, njegove fotografije sa Natalijom, kao i Aleksandra
Obrenovic¢a i Drage Masin sa svojim ubicama neposredno pred
Majski prevrat.

U sobi se nalazi i prva srpska knjiga o policiji i prvi radio u
Jugoslaviji. Zatim, gusle koje je napravio srpski vojnik u toku
bitke za Jedrene 1913. u samom rovu kako bi ohrabrio svoje
saborce. Tu su i dve knjige iz biblioteke Jovana Ducica sa
njegovim potpisom i pecatom. Knjiga Laze Kosti¢a o Zmaju, sa
njegovom posvetom, knjiga zbog koje Zmaj i Laza nisu govorili

other things, visitors can see books from Ethiopia on parchment made
of sheep and goat skin, signed by Haile Selassie — former Ethiopian
regent. Then the book of prayers in the form of a hand fan from Sri
Lanka. There is a set for books’ writing kit made of wood from Myanmar,
there is also a biography of the Buddha, made in the form of a comic
book that originated a thousand years before the comic books,
miniature books made from the sheep fetus, and the book made of an
elephants feces whose cover was painted by the elephant in the
elephant school in Thailand.

The museum on today's location was formed in 2009/10, and at that
time there was only one room. The museum has been expanding ever
since. Today it consists of fifteen rooms in Banjica, the building in
Kumodraz and warehouse located in the elementary school ,Bora
Stankovi¢”.

It is not known which the oldest book in the Museum is, because a large
number of them have no first page. However, there are those from the
15th and 16th centuries, as well as documents from the 14th century.
There is a special story for a magic book from the Indonesian tribe Batak,
former men-eaters, which is made of and written by hand, while its
sheets are made of palm leaves and covers from human bones. The
Museum also keeps Tibetan books which, once being started by their
people, must not be stopped until they are finished - for 48 hours
without food, water and going to the toilet...

-
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decenijama. Rukopis romana ,,Beton i svici” Oskara Davica za koji
je dobio NIN-ovu nagradu. ,, Autobiografija” Branislava Nusic¢a —
prvo izdanje sa posvetom. Kinesko izdanje ,,Na Drini ¢uprija” sa
posvetom prevodioca. Deli¢ zida sruSene kuc¢e Dure Jaksica iz
Kragujevca. Prva srpska $tampana Biblija, zavrSena 1804, kao i
prvi Vukov prevod Biblije iz 1847. godine, a tu je i luteranska
Biblija iz 1756. iz jednog nemackog manastira.

Na spratu se nalazi i zbirka od tri i po hiljade minijaturnih knjiga
Natase Rsumovi¢, Ljubivojeve supruge, koja je Cetiri decenije
sakupljala iskljucivo takve retkosti. Tu je i $esnaest minijaturnih
klasika jermenske knjizevnosti — koji svi zajedno staju u jedan
dzep, kao i majusne knjige iz Nepala. Posebna atrakcija je svoje-
vremeno najmanja u celosti Stampana knjiga na svetu - od tri i po
milimetra, za koju su, kad se razvuce u obliku zastavice, potrebna
tri fudbalska igralista da bi se skroz rasirila!

U drugim prostorijama mozete videti stolicu na kojoj je jednom
prilikom sedeo Rabindranat Tagore. Potpise Volta Diznija i Zaka
Prevera. Sve¢njak u obliku kobre iz Indije. Sablje i kubure
kori$¢ene tokom Prvog svetskog ustanka. Sablja jednog od
Karadordevih vojvoda. Nakit Ksenije Petrovi¢, poslednje
crnogorske princeze, Cerke kralja Nikole. Legat Milovana
Danojlica u kom dominiraju prvo izdanje ,Lamenta nad
Beogradom” Milosa Crnjanskog i posveta nobelovca Josifa
Brodskog.

U Spomen-sobu knjizevnika Miodraga Pavlovi¢a, jednog od
osnivaca ,,Adligata’; sve je preneto iz njegovog stana - radni sto,
nagrade, ¢ade, vino, police, omiljena kosulja, posvete Pindica,
Cosica, Vaska Pope, Isidore Sekuli¢, 3esir koji je Cosi¢ jednom pri-
likom zaboravio u njegovom stanu, a u sklopu sobe je i deo
biblioteke i naocare Vladete Jerotica.

Zbirka numizmatike, koja broji oko pet hiljada predmeta, krasi
zasebnu prostoriju i u njoj je izloZzen deo od ukupno trista hiljada
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postanskih maraka. Vojni muzej u Parizu nedavno je od ,Muzeja
srpske knjizevnosti” pozajmio eksponate za izlozbu o Prvom svet-
skom ratu.

Nekada jedna od najboljih biblioteka Cehovljevih dela u
Nemackoj, danas se nalazi u ovoj ustanovi. To je legat Petera
Urbana, jednog od najznacajnijih prevodilaca na svetu, posebno
slovenskih jezika na nemacki. Svoju neprocenjivu biblioteku
Urban je poklonio ,,Adligatu’, pa je jedan deo od ukupno petnaest
hiljada knjiga predstavljen u ovoj prostoriji. Prema Viktorovim
re¢ima, za $leperom koji je publikacije dovezao u Beograd, ila je
kolona nemackih novinara. Njihovi uticajni mediji masovno su
pisali 0 ovom poduhvatu $to i na zidu ove sobe svedoce uramljeni
isecci iz novina. Nasuprot Cehovljeve biblioteke nalazi se i bogata
zaostavitina porodice Begevi¢. Skrinja Alise Besevi¢, 1900. godine
kupljena u Parizu, iste godine je na velikoj svetskoj izlozbi u Parizu
dobila priznanje kao najlepsa u svojoj kategoriji. Utisnuti Grand
prix i dalje se vidi u unutragnjosti ovog sanduka.

- Ljudi nam poklanjaju svoju zaostavstinu jer im ulivamo po-
verenje. Poznato im je da sam od detinjstva ,,zaluden” knjigama,
znaju istoriju moje porodice i mnogi su nasi dugogodi$nji
prijatelji. Samo kad udu u ovu ustanovu, imaju potrebu da nesto
ostave jer vide koliko smo posveceni ovom projektu i na koji nacin
mu pristupamo. Ukupno imamo detrdeset legata koje su nam
prepisali ljudi koji su jo§ uvek medu nama - Nikola Kusovac,
Branka Veselinovi¢, Mirjana Vuisi¢, Pero Zubac itd. To me poseb-
no raduje, kao i njih, jer znaju da drage predmete ostavljaju u
dobrim rukama, a posetioci imaju priliku da vide nesto vredno i
zanimljivo” - kazuje Viktor.

AKTIVNOSTI | AKCUE ,, ADLIGATA”

Pored redovnih tura za posetioce, organizuju se knjizevne veceri,
kao i pomo¢ drugim bibliotekama. Viktor napominje da je
Udruzenje prethodnih pet godina poklonilo vi$e od pola miliona




BOOKS AND EXHIBITS www.turistickisvet.com

knjiga za vi$e od tri stotine institucija. U poslednjih godinu
dana poklonili su knjige i za veliki broj zatvora, $kola i bolni-
ca. Pored ovoga, ,,Adligat” se bavi i izdavackom delatnoséu.
U planu je izgradnja magacina u Kumodrazu, kao i velike
¢itaonice koja e biti smestena u sklopu ovog kompleksa, na
terasi od 120 kvm. Planira se i galerija u centru grada gde ¢e
zainteresovani mo¢i da naruce odredenu knjigu dan-dva
unapred. Takav je i princip biblioteka u svetu.

Sto se tice finansija, uvek moZe bolje. Prema Viktorovim
re¢ima, ovo udruzenje gradana novcana sredstva dobija od
donacija, poklona, ¢lanarina i poseta njihovim muzejima.

- Sve radimo spontano. Nigde ne srljamo. Da nabavimo jos
pet-Sest miliona knjiga i bi¢u zadovoljan. Ovim poslom plani-
ram da se bavim do kraja Zivota, kao i putopisima koji su
moja neizmerna ljubav. Volim srpske manastire, prirodu,
vulkane, pustinje, Tibet, izvanredne muzeje; prosao sam i
obuku za slonojahac¢a u Laosu. Objavio sam Sest knjiga i vise
od hiljadu tekstova i tu ne planiram da se zaustavim - otkriva
Viktor.

There are more rooms on the first floor. There

"

- are objects from the legacy of the actor Pavle
Vuisi¢, and in the second room is the
dressing room of Queen Natalija Obrenovi¢,
as well as a large book from the library of

_— -\
-_._-.-_,-— -

Mihailo Obrenovi¢ with a seal and the first
famous manuscript from the time he was
five years old. There are also two books from
the Jovan Duci¢'s library with his seal and
signature, the manuscripts of Oskar Davico

r L

L
Il Iy !

ﬂ | Ii [ I J L | and Tin Ujevi¢, , Autobiography” of Branislav

i Nusic¢ - the first edition with inscription, the

| | ' by first Serbian printed Bible, finished in 1804...
r l [ j rﬂ, ' | | 1 . : There is also the legacy of Peter Urban, one
i 8 B ! of the most important translators in the

world, who gave his priceless library to the
LAdligat”

- People give us their legacy because they
trust us. When they enter this institution they
have the need to leave something because
they see how much we are dedicated to this
project and how we approach it - says Viktor.

ml

The construction of the warehouse in
Kumodraz is planned, as well as the large
reading rooms that will be located within this
complex, on a terrace of one hundred
twenty square meters. There is also a plan for
a gallery in the center of the city, where
visitors will be able to order a book one or
two days in advance. The libraries in the
world have such a principle.

Foto/Ph ir Alvirovi¢ - Text and photos:
P Dusan Veselinovi¢
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Ul LT PREKOGRANICNA SARADNJA NISA | PERNIKA

MUZEJ MASKI | IZLETISTE
U NOVOM RUHU

Niska gradska opstina Crveni krst uredila je izletiste
Vidriste po evropskim standardima, a Pernicka
oblast u Bugarskoj rekonstruisala ruiniranu tursku
ku¢u kod Breznika i otvorila jedinstveni muzej
survaki maski, i to sve uz pomoc¢ IPA fondova.

kviru prekograni¢ne saradnje, koju finansira
l | Evropska unija, niska gradska opstina Crveni krst
i oblast Pernika u Bugarskoj realizovali su
zajednicki projekat u cilju unapredenja turistickog razvo-
ja pod nazivom ,Turizam i tradicija - raznobojno,
zabavno i atraktivno. Projekat je vredan 600.000 evra, a
obe strane dobile su po polovinu tog novca za ¢uvanje
tradicije i unapredenje turizma. Tako je Ni$ dobio izletiste
u netaknutoj prirodi, uredeno po evropskim standardima,
dok je u Pernickom okrugu, u selu Kosarevo kod
Breznika, rekonstruisana ruinirana turska kuéa iz 1870.
godine i otvoren muzej survaki maski, sa radionicom za
izradu maski.

TURISTICKA DESTINACUA U NETAKNUTOJ PRIRODI

- Gradska opétina Crveni krst ima budzet od 125 miliona
dinara, a za dva projekta u okviru prekograni¢ne saradnje
dobili smo ukupno osamdeset miliona. To mnogo znaci
za nasu opétinu, jer smo dobili turisticku destinaciju u
netaknutoj prirodi. Siguran sam da ¢e mnogi gosti Nisa
posetiti i izletiSte VidriSte — ocenjuje dr Miroslav
Milutinovi¢, predsednik niSke gradske opstine Crveni
krst.

Radovi na oba projekta zapoceli su pre dve godine, a
nedavno su Ni§ i Breznik dobili nove objekte koji ¢e
obogatiti turisticku ponudu i privuéi goste. Po
Milutinovi¢evim re¢ima, cilj projekta bio je stvaranje
uslova za razvoj turizma i vracanje starih obicaja. Izletiste
Vidriste kod sela Miljkovac opremljeno je po najvisim
strandardima. Asfaltiran je put od Miljkovca do izletista,
napravljena betonska staza pored Toponicke reke u duzi-
ni od jednog kilometra, asfaltiran put od izletista do kule
Zeleznik iz Cetrnaestog veka, postavljeno osam izletnickih
stolova, osamnaest klupa, trideset stubova sa panelima za
solarnu energiju iz kojih ¢e se, osim rasvete, napajati i
devet kamera za nadzor.
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MASKS MUSEUM AND
RENEWED PICNIC AREA

The township of Nis's municipality of Crveni krst has renewed the
picnic area Vidriste by the European standards, and Pernik district in
Bulgaria has reconstructed the ruined Turkish house near Breznik
and opened the unique Surva masks museum, all with the help of
IPA funds.

thin the cross-border cooperation, financed by the EU, the town-
Wship of Ni$'s municipality of Crveni krst and Pernik district in

Bulgaria have implemented a joint project aimed atimproving the
tourism development under the name ,Tourism and tradition — colourful,
amusing and attractive”. The project is worth 600.000 Euros, and both sides
got a half of that money for tradition preservation and tourism promotion.
That's how Ni$ got the picnic area in preserved nature, built by the
European standards, while in Pernik district, in the village of Kosarevo near
Breznik, the ruined Turkish house from the 1870 has been reconstructed,
where they also opened the Surva masks museum, with the masks’
production workshop.



CROSS-BORDER COOPERATION BETWEEN THE TOWNS OF NIS AND PERNIK www.turistickisvet.com

KULA ZELEZNIK PRISTUPACNIJA POSETIOCIMA

Milutinovi¢ istice da je turizam u ekspanziji i to
potkrepljuje podatkom da je u odnosu na proslu
godinu turisticki promet u opstini Crveni krst veci za
dvadeset procenata. On je uveren da ¢e naéi ljudi, ali i
gosti iz inostranstva uZivati u carstvu netaknute
prirode. U blizini je i banja Topilo, kao i kula Zeleznik
iz 14. veka, wudaljena cetrnaest kilometara
severoistocno od Nisa. Re¢ je o ostacima sred-
njovekovnog grada, oko dva kilometra izvan
Miljkovca, pored puta koji od ovog sela vodi do Cerja.
Kao nepokretno kulturno dobro ima status spomeni-
ka kulture, koji je 1986. godine stavljen pod zastitu
drzave. Kula Zeleznik je sada pristupaénija posetioci-
ma Miljkovca i izletita Vidriste do kojeg odnedavno
vodi asfaltni put.

Predsednik Milutinovi¢ je najavio skoru realizaciju jo$
jednog zajednickog projekta sa Pernikom, takode u
vrednosti od 600.000 evra koje je obezbedila Evropska
unija. Re¢ je o asfaltiranju i uredenju dvorista niskih
tehnickih Skola, kao i dvorista tehnicke Skole u
Bugarskoj. Uredeno je oko Cetiri i po hiljade kvadrata
dvorista Visoke tehnicke i Srednje tehnicke skole, kao
i Gradevinske $kole ,Neimar, izgradena je bina za
kulturne manifestacije, teretana na otvorenom, inter-
net kutak, kao i paneli za solarno napajanje rasvete.




Muze) MAsKI U BUGARSKO)

Osim gradonacelnika NiSa Darka Bulatovica, otvaranju
izletista Vidriste prisustvovali su i Irena Sokolova, nacelnica
Pernicke oblasti i Vasil Uzunov, predsednik opstine Breznik.

Nislije su uzvratile posetu na otvaranju Kuce survaki maski u
selu Kosarevo kod Breznika. Bugarski ministar kulture Bojil
Banov rekao je da se ideja za otvaranje etno kuce rodila jo$
sedamdesetih godina proslog veka, ali je dugo bila
zamrznuta, sve dok nacelnica Pernicke oblasti Irena Sokolova
nije ozivela ideju da se u KoSarevu rekonstruise stara turska
kuca iz 1870. godine i da se u njoj otvori muzej survaki maski
koje ¢uvaju tradiciju bugarskog naroda od najstarijih vreme-
na. U okviru muzeja je i radionica za izradu maski. Posetioci
ovde mogu da kupe maske, da donesu svoje ili da ih sami
naprave u radionici.

- Ova kuca je nekada bila simbol ne samo Kosareva, ve¢
¢itave opstine Breznik, koja ima 34 sela. Ovo je sada muzej
obicaja na ponos ¢itavom pernickom kraju - rekla je
Sokolova.

Surva (bugarski Survaki) je festival koji se redovno odrzava
13. i 14. januara, za Novu godinu po julijanskom kalendaru.
Glavni ¢in proslave je popularni maskenbal koji se izvodi u
selima u celoj oblasti Pernika. Prve no¢i maskenbala,
Survakari koje ¢ine muskaraci, zene i deca, u posebno
pripremljenim maskama i kostimima polaze prema sredistu
sela gde pale vatru i igraju sa publikom. Narednog jutra se
okupljaju i po celom selu posecuju kuce gde ritualno
vencavaju mlade parove, dok medved ,,mlati” ljude za dobro
zdravlje. Domacini docekuju goste s ritualnim obrokom i
darovima. Survakari dele darove i ¢esto doniraju prikupljena
sredstva za sirocad i siromasne. Inace, 2015. godine Surva je
upisana u spisak nematerijalne svetske bastine.

Tekst i foto: Milan Mom¢ilovi¢
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TOURISM DESTINATION IN PRESERVED NATURE

- The town’s municipality of Crveni krst has a budget of 125 million
Dinars, and we got 80 millions in total for the two projects within the
cross-border cooperation. This means a lot to our municipality, because
we got a tourism destination in preserved nature. | am certain that
many guests of Ni$ would also visit the picnic area Vidriste — estimates
PhD Miroslav Milutinovi¢, the president of the township of Nis's
municipality of Crveni krst.

The works on both projects started two years ago, and Ni$ and Breznik
have recently got new facilities that will enrich the tourism offer and
attract guests. According to Milutinovic, the aim of the project was to
create conditions for the development of tourism and the return to old
customs. The picnic area Vidriste near the villageof Miljkovac has been
furnished by the highest standards. The road from Miljkovac to the
picnic area has been paved, the concrete track one kilometre long has
been made next to the Toponicka River, the road from the picnic area
to the Tower Zeleznik from the 14th century has been paved, there are
eight picnic tables, eighteen benches, thirty pillars with solar panels
used to supply with electric energy not only street lights, but nine
surveillance cameras as well.

ToWER ZELEZNIK MORE ACCESSIBLE TO VISITORS

Milutinovi¢ points out that tourism records growth which is supported
by the fact that, in comparison with the last year, the number of
tourists’ visits is 20 percent higher in Crveni krst municipality. He is
convinced that Serbian people, and also guests from abroad will enjoy
the kingdom of untouched nature. Topilo spa is in the vicinity, as well
as the Tower Zeleznik from the 14th century, fourteen kilometers
north-east of Nis. These are the remains of the medieval town, about
two kilometers outside Miljkovac, along the road that leads from this
village to Cerje. As immovable cultural property, it has the status of
cultural monument, which was placed under state protection in 1986.
The Tower Zeleznik is now more accessible to visitors of Miljkovac and
the picnic area Vidriste, which has recently got a paved road.

The president Milutinovi¢ announced the implementation of another
joint project with Pernik, also worth 600.000 Euros, provided by the
European Union. It means the yards of Nis's technical schools will be



paved and decorated, as well as yards of the technical schools in Bulgaria. Around four and a half thousand square metres of yards in the Technical
College, the High Technical Schools and the Construction School Neimar have been decorated and the stage for cultural events, an outdoor gym,
internet corner and solar panels to supply the lights have been built.

MASKS MUSEUM IN BULGARIA
Apart from the Mayor of Ni$ Darko Bulatovi¢, Irena Sokolova, the chief of Pernik district and Vasil Uzunov, the president of Breznik municipality,
were also present at the opening of the picnic area.

The residents of Nis returned a visit to the opening of the Surva masks’ house in village Kosarevo near Breznik. The Bulgarian Minister of Culture
Bojil Banov said the idea to open this ethno house had been created back in the 1970s, but it had been suspended for a long time, until the chief
of Pernik district Irena Sokolova revived the idea to reconstruct the old Turkish house from 1870 in Kosarevo and to open a museum of Surva
masks that has preserved the tradition of the Bulgarian people since the ancient times in that place. There is also masks’ production workshop
within the museum. Here visitors can buy masks, bring one of their own or make one for themselves in the workshop.

- This house used to be a symbol of not only Kosarevo, but also the whole Breznik municipality, that has 34 villages. This is now a museum of
customs that makes all people in Pernik district be proud of it - said Sokolova.

Surva (Survaki in Bulgarian) is a festival
held traditionally on 13th and 14th
January, for New Year's celebration
according to the Julian calendar. The main
part of the celebration is the popular
masquerade, which is performed in the
villages in the entire region of Pernik. On
the first night of the masquerade, Survas
people- men, women and children, in
specially prepared masks and costumes
head towards the center of the village
where they light the fire and dance with
the audience. On the next day they gather
and visit homes throughout the village
where they perform ritual young couples’
weddings, while a bear ,hits” people for a
good health. The hosts welcome guests
with ritual meals and gifts. Survas share
gifts and often donate collected funds to
orphans and the poor. In 2015, Surva was
listed on the list of non-material world
heritage.

Text and photo: Milan Mom¢ilovi¢
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WELLNESS ODMOR u BANJI KOVIUACI

Wellness i kongres hotel Royal Spa sa 4® nalazi se u centru
kraljevske Banje Kowiljafe. Swojom lokacijom, modernom
elegancijom i bogatom ponudom, hotel predstavija savrien izbor
za sve goste koji dolaze iz poslovnih, porodiénih ili nekih drugih

razloga.
Hotei raspolade sa lukskuzno uredenim apartmanima, studijima,
lux sobama i standardnim sobama.

3 iy i
v e = il

WwMW.royalspa.rs

Royal wellness, oaza mira i tifine, sadrii zatvoren bazen sa hidro i
aero masainim delom, tursko kupatilo, finsku i rusku saunu, relax
zonu sa tepidarijumom, fitnes salu i letnju terasu sa
M::rnmaﬁldm kadom, kao i veliku ponudu masala i tretmana
za lice i telo.

Kongresni centar d&ine dve sale koje su opremljene
najsavremenijom audio i video opremom , kapaciteta 250 mesta,
za organizovanje manjih i vecih skupova, kongresa i proslava.

Za mal&ane tu je | dedija igraonica ,Royal Bombonica®.

WELLNESS VACATION IN BANJA KOVILIACA

Wellness and congress hotel Royal Spa 4* is situated in the
centre of royal spa Banja Koviljaca. With its location, modern ele-
gance and great offer , the hotel is perfect place for all guests
who come from business, family or some other reasons.

The hotel has luxuriously furnished apartments, studios, lux
rooms and standard rooms.

The Royal wellness, oasis of peace and relaxation, includes an
indoor swimming pool with hydro and aero massage, Turkish
bath, Finnish and Russian sauna, relax zone with tepidarium, fit-
ness room and summer terrace with hydromassage bathtub, as
well as a great offer of massages and treatments for the face and
body.

The congress center has two congress halls which are equipped
with state-of-the-art audio and video, with 250 seats, for organiz-
ing smaller and larger conferences, congresses and celebrations,
For children there is a children's playroom “Royal Bombonica®™.

m Bulevar Zorana Dindica 64a
11070 Novi Beograd
PROFESSIONAL Srbija

Tel: +381 11 655 6086; Fax: +381 11 655 6085
info@miele.rs; www.miele.rs

Bavimo se uvozom, prodajom i servisiranjem profe-
sionalnih aparata za pranje, suSenje i peglanje vesa, kao
i masina za pranje sudova. MIELE profesionalne
aparate karakteriSe vrhunski kvalitet, dugotrajnost,
pouzdanost i efikasnost.

Ul. Dragi$e Brasovana 1, Bezanijska kosa
Tel. 011/227-3479; 063/245-047

www.washcenter.co.rs; info@washcenter.co.rs

Wash centar perionica vesa,
na prvom mestu kvalitet.
Pozovite nas i uverite se!

Dum doo
www.hotelgarnidum.com dum.hotel@gmail.com
+381 11 40-44-810
+381 11 40-44-811
+381 69 304-82-83

Antifagisticke borbe 36/1, 11070 Beograd
tel. +381 11 31.21.361, fax. +381 11 21.20.011
cel. +381 62 220.478
www.meilab.com, info@meilab.com

A
thermomix

PARNAD OO
Bulevar Zorana Pindica 77/14/ V sprat
Beograd
+ 381 69 14 299 19



http://www.royalspa.rs/
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Merry Christmas and Happy New Year
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XUMA GODINA

peé na pelet - pellet stove aa Vama

EMZE]PLam

Beograd, Pozedka 65b, +381 (0)11 30-50-799 70 years with you
Sabac, Trg Sabaékih Zrtava bb, +381 (0)15 314-440 www.alfaplam.rs

Prodajni saloni - Showrooms:



http://www.alfaplam.rs/

The place to be |

Serbia



http://www.serbia.travel/home.779.html

