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1. INTRODUCTION

1.1. Background of the project

Regional Development Agency Zlatibor, financially supported by USAID Sustain-
able Local Development Project, on September 1, 2013 started implementation of In-
ter Municipal Cooperation Uzice Regional Value Chain Project. The aim of the Project is
analysis of opportunites for establishment of local products supply chain for tourism sector
on Zlatibor, Zlatar and Tara according needs of tourist and consumers. The Project covered
territory of 5 local selfgovernments - Uzice, Cajetina, Nova Varos, Prijepolje i Priboj, which
are memebers of inter-municipal cooperation formed within USAID Sustainable Local De-
velopment Project.

Tourism and travel is an important economy branch in the most of the countries
around the world including Serbia as well. In addition to its direct economic impact, the
tourism industry has significant indirect and induced impacts. Tourism is focused on deliv-
ering the highest quality experience for tourists and visitors, taking into account interests
of local community and environment. In order to be successful and competitive on tourism
market, tourism destinations have to deliver unique experience and premium values to
the users of their services/customers. A great part of offered tourism experience within the
destination depends not only of tourism industry actors but of other supporting activities.
Considering that destination value model has to be designed according expectations and
activities of the tourists.

Tourism value chain

Planning and infrastructure development in the destination

Staff educatiﬁon and skills dévelopment

Tedhnology and sjupporting systém developmént

Supporting activities

ilnterconnectefd sectors and s;fupply system

Product Creation  Distribution Support  Products and
develop- of the and sales of the services
ment product/ tourists offered
offer of the before within

destination and after the
arrival in the destination
destination

Primary activities
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As illustrated above, one of the key supporting activities to delivery of values with-
in tourism destination is supply system from interconnected economic sectors. Manufac-
turing and processing of foodstuff and other so called ‘local products’ represent one of the
most important interconnected sectors. Tourism has potential to stimulate regional sup-
ply chain and become engine for growth and development of SMEs and farmers dealing
within wider area of the tourism destination. Additionally, agricultural production as the
main income source in rural areas can achieve double synergy effects of linkage with tour-
ism industry:

o Directly, by offering local products to tourists

e And indirectly, through the offer of other service providers in the destination

In the context of this market assessment, following local (traditional) products
were considered:

o Agricultural and foodstuff products made of authentic plants and animals (corns,
vegetables, fruits, meat and processed meat products, eggs, dairy products, me-
dical and spice herbs etc.)

e Products protected with geographical indications (registered or with potential to
be protected and registered )

e Organic products

e Forest fruits and other natural products

e Traditional handcrafts products and souvenirs.

Having in mind importance of local products for tourism, previous projects and
experience gained in the field work, as well as limited Project implementation period (Sep-
tember 1, 2013 till January 31, 2014), the Project team decided to focus on agricultural and
foodstuff products including traditional handcraft products.

In addition to the economic effects in the tourism value chain of the destination,
importance of local products has much more significant aspects referring to exploitation of
local products in creating unique selling propositions of tourism destination, market recog-
nition and identity of the tourism destination. Strategic and Operational Marketing Plan
of Tourism Destination Zlatibor-Zlatar (SOMP) points to the importance of gastronomy as
a tourism product that adds value to stay in the destination and in a certain way “color” the
entire travel experience in the Western Serbia tourism region. For that reason, agricultural
and foodstuff products are of crucial importance for creation of authetic gastronomic of-
fer. These and handcraft products form the base for creating souvenirs of the entire tour-
ism region, including micro destinations within the region. Limited Project implementation
period is the second factor that determined assessment frame, since predicted research
dynamic enabled adequate assessment of other interconnected sectors - e.g. wood pro-
cessing and textile industry, since they are mostly export-oriented and do not represent
significant items in the tourism value chain of the destination.

Within the region there were identified key stakeholders in the HoReCa sector -
120 restaurants and 26 hotels. One of the hypotheses on which this research is based says
that this sector is forced to buy standardized industrial products and that the small pro-
ducers and processors of local (authentic) products are de facto excluded from the market.
Additional assumption is that distribution channels for micro and small producers (14.000
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registered agricultural households within inter-municipal area) are inaccessible and that
they place their products through informal economy channels (grey economy).

The key highlighted challenge is lack of supply chain from local producers for the
tourism industry, which implies following dimensions:

e The offer is not based on tourists needs and expactations

e Low level of integration and networking of local service providers

e Lack of synergy effects of gastronomy, tourism, traditional crafts, events and

other services within destination

o Lack of knowledge and skills of small and medium enterprises related to the im-

provement of quality and quantity of products and services.

The key issue is also an objective of the project - to identify and boost development
of the supply chain providing small producers to become a part of supply system of hotels
and restaurants.

The first step in achieving the objective has been a field research. The purpose of
the research and analysis was the identification of key sectors of production and the key
barriers for entry of local products on tourism market and creation of an action plan for the
implementation of three priority recommendations.

Considering that, research objectives were as follows:

a) To collect qualitative and quantitative data on the tourism sector demand for
local products, i.e. to identify local products which are in the line with demand

b) To collect reliable and actual data on the use of local products (type and quan-
tity, turnover, seasonality, sources and methods of supply, promotion of local
products) offered by hotels, restaurants and other catering facilities

¢) To collect reliable and actual data on production of local products and their
placement on the local, regional and international markets, and distribution
channels, with a special focus on HoReCa channel (type and size of produc-
ers, equipment and machinery, hygiene, quantity, standardization of products,
channels distribution, sales and average realized prices per distribution chan-
nel).

The survey was conducted on the territory of mountains Zlatibor, Zlatar and Tara,
but supply research included companies dealing in the entire Zlatibor District, i.e. in addi-
tion to municipalities within established inter-municipal cooperation (Uzice, Cajetina, Nova
Varos, Prijepolje, and Priboj) companies dealing in Bajina Basta, Arilje, PoZega and Kosjeri¢
were also included.

Research of industry tourism demand for local products included survey of 300
tourist and visitors and 100 tourism industry entities, and assessed demand for local prod-
ucts on the basis of pre-defined questionnaire. Additionally, after the survey, interviews
with 50 hotel and restaurants were conducted. Research of supply (i.e. total sales, produc-
tion capacities, pieces and distribution channels) was conducted through survey of 100 pri-
vate companies (small and medium size enterprises and wholesales) and 200 farmers (agri-
cultural households), what was improved through 50 interviews with 50 private companies.
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After processing the collected data, noticed challenges and barriers in the local
products supply were additionally tested through focus group meetings held on Zlatibor,
Zlatar and Uzice, attended by key producers and representatives of tourism industry and
local authorities.

1.2. Structure and features of supply chain in HoReCa sector

HoReCa is a sector within food and beverage industry which comprise catering fa-
cilities preparing and serving food and beverage. The term HoReCa is derived from English
words Hotel/Restaurant and Catering. In that sense, traditional consumers within HoReCa
sector are following facilities: hotel, motel, camp, hostel, restaurants, resting-place, school,
day-care centre, hospitals, catering etc.

Also, HoReCa sector represents sales channel, i.e. distribution channel, having its
special characteristics and rules, and for that reason, this segment is given a special at-
tention through establishment of separate department within large companies, whether
producers or distribution companies. There are also specific characteristics within this
channel, i.e. differences among hotels and restaurants and bars, catering companies and
other HoReCa sector facilities (e.g. hotels are able to plan supply in advance according to
estimated utilization of accommodation capacities and booked capacities, i.e. confirmed
reservations, while restaurants have relatively small but frequent supplies, what shows the
importance of distribution system). This example confirms that a sale, i.e. HoReCa supply, is
very complex and demanding.

The second important feature of HoReCa sector supply is indirect impact on the
final consumers through sales improvement system in hotels and other catering facilities
(e.g. organization of product free testing, delivery of free samples etc.), as well as through
direct impact on key buyers (owners of catering facilities, procurement managers, chefs
etc.) and their employees.

Companies that sell and place their products in the HoReCa sector have to secure
presence of their products on the selling points, i.e. consumption places, and to ensure
continuous availability of their products in terms of quality and quantity.

For that reason this channel has its features and differs from retail trade. Some of
the differences between retail trade and HoReCa sector are presented in the following table:

Retail HoReCa

Procurement manager or other person in
Final consumer — buyer makes a decision charge of supply (owner, chef) makes decision
in the name of consumers
Hotel/restaurant/bar as selling and
consumption point
Procurement of goods does not guarantee Procurement of goods in the most cases
sales means sales of goods
Brand is not of a crucial importance for
sales/supply

Shelf as a selling point

Importance of the branded products

R
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Retail HoReCa
Design and package have a great role Design and package have less importance
High marketing costs (focus on the expensive Low marketing costs (focus on sales
media) improvement)

* |t is possible to return certain quantity of unused goods (e.g. wine), but there are also
‘must have brands’ such as Coca Cola, Red bull and Jack Daniel’s

In the most cases, except when it is about high class luxury facilities, price is the
most important factor in making decision on supply, but they also take care on quality,
proper package (storage issue and presentation) and supply service (communication, de-
livery, payment terms etc.)

Key factors related to modern HoReCa sector sales/supply are as follows:

e Type and quality of products and services

e Labels

e Sales capacities (availability of information, communication, payment terms, in-
voicing)

e Promotional activities, i.e. sales improvement (includes promotion of the pro-
duct about facility promotion as well)

This shows that sales within HoReCa sector is very complex and expensive, since it
requires good planning and organization, engagement of team, distribution vehicles, mar-
keting expenses etc. Small and medium producers who do not have large range of prod-
ucts and do not have larger turnovers usually are not able to organize own sales service, but
place their products through specialized retail and wholesale distributing goods of various
producers (such a specialized companies are achieving greater turnovers and are able to
allocate funds for sales).

1.3. Local products and services in HoReCa sector supply chain

In recent years, large international companies and brands intensively accent tradi-
tion as an integral and very important element of their products and remind consumers
about some basic values and sustainable and responsible production and organic content.
Such a marketing strategy has been accepted by HoReCa sector as well, which also fol-
lows trends such as ‘return to nature and everything that comes from nature; ‘search for
authentic experiences’ weather it is about the culture, religious or growing, production and
preparation of food.

Since the tourism is very important development sector of Western Serbia tourism
region, with the great potential for generating new and increasing current demand (what
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automatically implies increase of offer and generating employment) weather it is about
products or services, local products have a great importance in the destination offer and
play significant role in creating image and recognition of the destination.

Considering mentioned facts, the research was focused on identifying existing pro-
duction and demand for local products, their presence in the HoReCa sector and barriers
for increasing their presence, as well as on search for solutions for improving integration of
local products in the tourism product of the destination, both in marketing and sales- Re-
search findings and key barriers for improving HoReCa sector supply chain and inclusion of
local products and services are elaborated in the following sections.

1.4. Focus on local foodstuff products and old handcrafts

In addition to the information provided in the introductory section, very important
reasons for focusing on foodstuff local products with potential for further development
and growth were following:

e Opportunity to achieve visible results in the short term (increase of income and

growth of employment)

o The role of foodstuff products in satisfying existential need (local population and
tourists as consumers) and food processing industry as an important industry
branch in Serbia

e Position of foodstuff products and old handcrafts in the tourism offer (e.g. gastro-
nomy and old handcrafts in the cultural and gastronomic events and everyday
life of local population - life ventures — participation in cow milking and milk pro-
duction, plum harvest and Rakia production etc; tourism attractions — roads of
Rakia, degustation points); linkage of agriculture and tourism as 2 very important
branches in the economy of this region

e The best practice examples of the international famous destinations and some

regional destinations which created image and achieved significant results in
utilization of local resources — e.g. Toscana in Italy (focus on black wines such
as Chianti Classico, Brunello di Montalcino, extra virgin olive oil, Toscano salami,
prosciutto, Toscano sheep cheese, terracotta); Provence in the France (lavender
and products of lavender — essential oils, creams and other body care products;
example of worldwide famous brand L'Occitane, perfume, black wines rich in va-
nilla flavour, cinnamon and red fruits, uttermost gastronomy with the accent on
cheese and snails), Istria in Croatia (white wine Malvazija, olive oil, truffles, aspa-
ragus, noodles fuzi, pljukanci etc.)
Compatibility with Serbian tourism promotional campaign where food and be-
verage are presented as a basic marketing and branding tool (PROMOTIONAL
MOVIE OF Tourism Organization of Serbia “Soul food” presents different parts of
Serbia and their characteristic food and beverages)

10
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2. QUALITY AND QUANTITY ANALYSIS OF DEMAND
FOR LOCAL PRODUCTS

2.1. Introduction to demand segments: tourists, hotels and restaurants

Tourism has already been established as one of the most important economic ac-
tivities in the territory of Zlatibor, Zlatar and Tara and represents an important source of
prosperity for a large number of residents in this area. From the perspective of economics,
inter-municipal partnership of the territories of UZice, Cajetina, Priboj, Prijepolje and Nova
Varos, records a significant growth of the tourism industry through the increase in the num-
ber of tourist arrivals and revenues (in the last three years, tourism growth was 19.2%, while
the revenues increased three times, indicating very rapid growth of the tourism industry in
this territory), but also indirectly through the increased turnover of other goods-producing
and service-producing industries (hospitality, agriculture, trade, etc.). In 2012, 250,000 tour-
ist arrivals and 950,000 overnight stays were achieved in the observed territory and it is
estimated that over a million tourists visited different tourist attractions.

However, there is a high dependence on domestic tourists, who dominate (about
90% in the tourist structure by country of origin), and the problem is the pronounced sea-
sonality (the most overnight stays were realized in summer months, in July and August, and
during the winter holidays in January). On the other hand, this situation clearly indicates
the possibility of market diversification, season extension and higher capacity utilization.

The seasonality and market dependence problems can be mitigated by diversi-
fication of supply and also by building brand recognition and more quality image of the
destination that would attract new market segments (an emphasis on the high-spending
tourists, special interests and foreign markets). In this context, one of the elements towards
rich tourist offer are improvement and enrichment of the offer of local products in which
tourists show the great interest, because those products represent a traditional and cultural
values. In this way, tourism would stimulate the development of a regional supply chain
and serve as a lever for growth and development of the various small and medium-sized
enterprises and farmers. The increase in the number of tourists, or demand, creates the con-
ditions favourable for improving the sales of local products in hotels, restaurants, souvenir
shops, variety stores etc.

On the supply side, the territories of Zlatibor, Zlatar and Tara are famous for its tradi-
tional products and some of them have protected geographical indications (Gls). There are
following famous products: ‘Zlatiborski kaymak;, ‘Zlatarski’ cheese, ‘Sjenicki’ cheese, ‘Uzi¢ka’
beef prosciutto, ‘Uzickaa’ pork prosciutto, ‘Uzicka’ bacon, ‘Ariljska’ raspberry, plum brandy,
Sirogojno sweaters, honey and buckwheat, that became popular recently.

On the demand side, a large number of tourists recognize and appreciate local
products, because prevailing domestic tourists stated that local products are one of the
side motives to visit this destination and the above mentioned products are more or less
present in the offer of local hotels and restaurants. Tourists marked dairy products as the
best products and destination brand, but dry cured meat products are highly rated too.

11
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2.2. Characteristics of tourism demand in destination

During the research of tourism demand in September and October 2013, accord-
ing to the proposed methodology, 300 tourists staying on Zlatibor, Zlatar and Tara were sur-
veyed based on the random sampling method. The overall results of the research, analyzed
by certain categories of questions, are given in the following sections below.

2.2.1. General overview of the statistical sample

More than half of the interviewed sample is women (54%). Looking at the age
structure, most of tourists belong to categories “under age of 30 and “between 30-40 years
of age”(31% and 32%). Among the surveyed, 54% of the tourists are married or in common-
law marriage and there is an equal proportion of women and men. The fact is that the
group of elderly tourists, i.e. people older than 50, is dominated by women.

By analyzing the educational structure of the surveyed tourists, we can conclude
that the educational level of tourists who visit destination is significantly higher than the
average level in the Republic of Serbia. 58% of them have at least high school diploma and
36% have at least a college degree. On the other hand, only 3% of the respondents did not
complete high school education and they are all older than 40 years of age.

Among the tourists visiting the destination are dominant those who live in house-
holds with children (38%), while there is an equal percentage of people living in multigen-
erational families and the individuals who live alone or with roommates (24%). There is a
strong correlation between the household type and the age of respondents.

Tourists live in households with an average number of three members of whom 1.4
members are minors. The assumption that wealthy people go on holidays more often was
confirmed once again, since there are two employed persons per household with an aver-
age of 1.6 members older than 18, which is far higher than the average employment rate
in the Republic of Serbia. An average salary is RSD 43,000, which is also significantly more
than the national average.

2.2.2. Costs of travel and stay

The average length of stay is 5.76 days. Although tourists said they usually stay
between 6 and 10 days, their current stay does not correspond to that information (survey
has been conducted in September and the first half of October, 2013). According to the col-
lected data, 60% of tourists in destination decide to stay less than 5 days, while only 35%
of them stay between 6 and 10 days. Tourists usually spend about RSD 25,000 per average
length of stay. During the research, 80% of tourists reported that they spend RSD 30,000.

Tourists spend the most of money on food and drink in restaurants (approximately
RSD 4,000) and the other major costs are: transportation to the destination, buying food
and beverages in the stores and buying other goods in shops (about RSD 3,000 per each
cost category listed above). They spend up to one thousand dinars on local transportation,
medicines, events and activities. It is noticed that tourists who pays more money for tourist
services than the average, also spend more in all categories.

12
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2.2.3. Tourist behaviour

An average tourist goes on holiday in this destination (Zlatibor, Zlatar, Tara) several
times a year, and nearly half of them more than three times a year.

60.00%
50.00% /,
40.00% \ —~

- ~— N
20.00% /\/YCI \\
10.00%

0.00% T T T T T T ]
Under30 30-50 50-70 70-90 90-110 110-130 Over 130
Income in thousands of dinars
Once a year Two times Three times More than three times

Chart 1. Income level and travel frequency

The analysis showed that the number of tourists’ visits is directly related to the
monthly household income. Chart 1 show that the proportion of those who travel more
than three times a year rises with the increase of average household income and vice versa
and there is a correlation with the educational structure of the tourists, money spent on
souvenirs and the frequency of visits to the destination.

Tourists get information about tourist destinations mostly from friends’recommen-
dations (43%), on the internet (41.5%) and in travel agencies (11.5%). Only 1% of respond-
ents are informed via other media and the remaining 4% of tourists combine the most
common sources of information. It is noticeable that internet usage decreases with age of
the respondents, while on the other hand, word-of-mouth recommendations become the
dominant source of information and travel agencies services are used more often. Break-
even point is a generation aged between 50 and 60 years, where it is observed that friends’
recommendations become absolutely dominant source of information about the destina-
tion, while all other sources of information are practically neglected and very rare.

Tourists usually book their accommodation directly, without tourism mediators
(58%). Three out of ten visitors use services of travel agencies and tour operators (28%),
while the reservation service via the internet is used by 14% of the tourists. There are no
significant relations to other factors.

13
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2.2.4. Characteristics of holiday in the destination

Among the tourists surveyed during the summer months, almost 41% of them said
they do never come at the mountains during the winter, while 45% said they were visiting
mountain resorts throughout the year. One of the 41 respondents is in visit or on a business
trip, while others travel for pleasure.

70.00%
60.00%

50.00% T~

40.00%

30.00% e —
20.00% ~ e

10.00% — e

Ll /
0.00% T T T T )
More than three  Two times Onceayear Oncein2years Oncein5 years
times
= N winter e N SUMmMmer

Chart 2. Seasonal distribution of tourist visits

The strongest link is recognized between the period in which tourists come to the
mountain and the frequency of visits to the observed destination. It is noted that 90% of
tourists come to mountain on vacation all year ‘round. The interesting thing is that tourists
who come only in winter are not regular guest of this destination.

Approximately one third of visitors (32%) visit the destination more than once a
year, almost one of three tourists comes once a year (29%) and the rest of the tourists visit
destination less than once a year. There is no significant difference in the motives of people
who come on vacation more often and those who travel rarely.

45.00%
40.00% >~
35.00% \‘ —
30.00% /\\
25.00% —
20.00% %
15.00% —_
10.00% e ><\
5.00% - — e
0.00% - ; ; . .
1to5 5to7 7to 10 10to 14 More than 14
days
= Under 30 years of age 30to 40 =———40t0 50 =50 to 60 Over 60 years of age

Chart 3. Distribution of the tourists during the summer season by the length of stay and by age
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During the summer period, the most of tourists stay in destination between 6 and
10 days (62%), while the stay length of 36% of the respondents is between 7 and 10 days. A
one fifth of tourists stay less than 6 or more than 10 days.
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Chart 4. Distribution of the tourists during the winter season by the length of stay and by age

Tourists under 30 made more than 40% of all tourists who stay in destination up
to 5 days during the summer period and their share is in steady decline as the number of
overnight stays has increased. The opposite trend is noticed in a group of people older than
40 years (with minor exceptions). When we talk about winter period, there is no strong cor-
relation with tourists’ age.
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Chart 5. Distribution of tourists who visit destination both in summer and winter
by the length of stay
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The interesting thing is that tourists, who come in destination both in winter and
summer time, have the same length of stay on vacations regardless of season. Tourists, who
stay longer in winter, also stay more than two weeks during the summer. The percentage of
other groups is slightly lower, but not less than 65%.

100

90 -

80 -

70 - | Visit

60 1 B Health reasons
50 -~

40 - W Gastronomy
30 7 m Active vacation
20 -~
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years of years of
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Chart 6. Structure of tourists by purpose of travel and by age

About half of the tourists come in this destination with their families. Travelling
with friends is typical for younger people (under 30 years). The proportion of tourists who
travel with friends is declining in 50-60 years age group, and that percentage is again in
increase considering age after 60. There is an opposite situation for tourists who travel with
family. The youngest tourists travel rarely with their family and their share is rising up to the
50-60 years when again start to decline.

People particularly come in the observed destination for passive vacation, almost
58%, while 63% of respondents indicated that, among others, this type of holiday is reason
to visit this destination.

The second most important motivational factor for the visit is active tourism and
24% of tourists visit the destination because of this type of tourism. In addition, 8% of tour-
ists come to destination for health reasons. A very few of them come mainly for gastrono-
my, usually respondents under 40 years of age.

The majority of tourists (97%) express intention to visit destination again, while the
remaining 3% of tourists are still indecisive. The tourists who often come to the mountain
are also sure they want to visit the destination again. Loyalty to this tourism destination is
directly proportional to the number of arrivals in destination and tourists’age, and inversely
proportional to the average length of stay in destination. All tourists who stay longer than
seven days on average are one hundred percent loyal and assured that they will repeat the
visit.
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Characteristics of summer holiday in the destination

During the summer vacation, the largest number of tourists (82%) spend their time
enjoying and relaxing without any activity.

All tourists

Over 60 years of age
50 to 60
40to 50
30to 40

Under 30 years of age

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

B Wellness W Culture/Excursions m Restaurants/Bars

H Nightlife/Night clubs M Leisure&Relaxation M Active vacation

Chart 7. Distribution of tourists in summer season by preferences and by age

Consideration of age categories shows that the largest percentages of tourists who
prefer nightlife and spend their time at the night clubs are the youngest visitors and that
share decreases as tourists age raises. Inversely, the proportion of those who spend time
in leisure and relaxation increases with age. The percentage of people who spend time in
cultural activities and excursions is constant among all age groups. When we talk about
percentage of tourists who spend time in activities, primarily walking and hiking, it is 90%.
Individually, the number of people who prefer riding a bike (25%) or playing tennis (10%)
is not insignificant either. Looking at the age structure, people older than 40 years prefer
walking and hiking only, with a small exception of people aged between 40 and 50 years,
who enjoy riding bikes.

H Hotel

MW Resorts

m Apartments

1%

M Private
accommodation

m Camp

m Holiday house

= With friends

Chart 8. Distribution of tourists by type of accommodation
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Chart 9. Distribution of tourists by quality of accommodation
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Chart 10. Distribution of tourists by type of services they prefer

Tourists in destination usually choose private accommodation and apartments
(32%), about 12% choose the hotels and approximately the same number of tourists who
stay with friends or in their own holiday houses (10%). The most wanted are 3 and 4-stars
services, 72% of tourists say they prefer this level of service. A significant number of tourists
(23%) are completely indifferent towards this issue. Tourists usually take overnight service
(i.e.no meals included - 47%), and 20% of tourists opt for a full-board or all inclusive service.
Tourists who come both in summer and wintertime have very similar desires in terms of ac-
commodation type, level and type of services.
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Characteristics of winter holiday in the destination

During the winter season, only 32% of active skiers visit the observed destination
and that number is mainly composed of younger people.

In wintertime, three-quarters of tourists spend time in leisure and relaxation and
are not occupied with activities. It is a similar situation in the summer, and 31% of tourists
spend time in restaurants and bars and nightlife (28% of tourists). The most common activ-
ity is skiing and one-fourth of all the guests at the resort are interested in it.

Habits of tourists who come in the destination in winter and those who visit in
summer are very similar and no significant differences between tourists in terms of type of
accommodation, quality of accommodation and type of services have been noticed.

2.2.5. Evaluation of tourism offer in destination

Tourists rated the different aspects of quality of the destinations offer. They gener-
ally have a positive impression of the destination, with an average grade 4.38. None of the
respondents reported that they have a bad impression of the destination. There is a high
correlation between the answers.

Tourists consider that natural and climatic conditions are the strongest point of this
destination and the interesting thing is that all tourists agree on this (nobody graded this
aspect of the offer lower than“good”). Among the most appreciated aspects are food qual-
ity and the hospitality of local population, and they are followed by accommodation quality
and offer of food, beverages and local products. Tourists are less satisfied with the offer of
entertainment and cultural activities, transportation services and price/quality ratio.

All

Over 60 years of age
50 to 60

40 to 50

30 to 40

Under 30 years of age

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

m Skiing = Snowboarding u Wellness ® Restaurants/Bars
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Chart 11. Distribution of tourists in winter season by preferences and by age
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Sample The lowest The highest Average
Aspects of the tourism offer in destination i . .

size grade grade value
Quality of accommodation 300 2 5 4.42
Quality of food 300 2 5 4.46
Hospitality 300 1 5 4.46
Offer of the entertainment events 300 1 5 3.71
Offer of the food and beverages 300 1 5 4.41
Local products offer 300 2 5 4.25
Transportation service quality 300 1 5 3.50
Price and quality ratio 300 1 5 3.43
Natural and climatic conditions 300 3 5 4.63
Offer of the cultural events 300 1 5 3.32
General opinion about the destination 300 2 5 4.38

Table 1. Tourist evaluation of the main aspects of tourism offer

2% ® Organized tourism
10% 13% services

® Gastronomy

® Cultural events and
nightlife

® Natural and climatic
conditions
24%
= Accommodation quality

= Local products

= Quality of food

= Other

Chart 12. The highest rated elements of tourism offer

Talking about three aspects of tourism offer the guests are mostly satisfied with,
about 24% of answers included some aspects of the gastronomy, and then follow natural
and climatic conditions (20%) and quality of accommodation (14%). On the other hand,
they point out that they are the least satisfied with the price/quality ratio of the offer (15%),
tourism offer, communal problems and poorly planned urbanization of micro-locations
(both 14%). It is interesting that 40% of respondents did not state any objection so it can be
concluded that they are satisfied with the offer.

20




o
{usa ]

USAID |SERBIA

FROM THE AMERICAN PEOPLE

14% ® Prize/quality ratio
m Urbanistic planning

= Capacities for active tourism
13%

0,
14% ® Road infrastructure

B Communal infrastructure
m Offer of culture and

entertainment events
12% = Local transportation services

6%

= Tourism services

12%

Chart 13. The lowest rated elements of tourism offer
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Chart 14. Suggested elements for improving the tourism offer

Only 30% of the tourists gave a suggestion for improving the offer and none of
the proposals were supported by more than 10% of the tourists. The most common are
proposals for the opening of the new swimming pools, aqua parks and introducing the new
cultural events.

Tourists usually spend money on local traditional food (52%), souvenirs (47%), local
drinks (24%) and local clothes (15%). They usually buy goods at local marketplace (64%),
then in the shops in the centre of town, shopping malls and ethno shops (15% of tourists).
Only one in twenty tourists buys products directly from the producers.
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Products el Minimum Maximum
amounts amounts
Local souvenirs 170 RSD 100 RSD 6,000
Local clothes 40 RSD 300 RSD 14,500
Smoked meat products 159 RSD 500 RSD 10,000
Dairy products 149 RSD 100 RSD 50,000
Vegetables and spice crops 20 RSD 200 RSD 5,000
Fruits 25 RSD 100 RSD 10,000
Juices 14 RSD 200 RSD 3,000
Jams 14 RSD 250 RSD 3,000
Honey, propolis, honeycomb 54 RSD 250 RSD 3,000
Herbal tea 39 RSD 20 RSD 2,000
Brandies 78 RSD 350 RSD 10,000

Table 2. Average tourist expenditures by categories of local products

Tourists think that dairy products originating from this destination are its most val-
uable brand. They also have the opinion that smoked meat products are very well known.
Local brandies are in the third place, and only one-tenth of tourists think that brandy is
the most famous local product. According to the previous conclusion, tourist spend the
most money on dairy products, approximately 4,000 dinars, as well as on local handcrafts
products (such as sweaters, vest, socks, caps etc.), but they are not recognized as a brand
of this region.

Tourists buy products after receiving the recommendation from friends (63%), on
the basis of previous experience (14%) and sometimes do their own research (13%). Promo-
tion of products has not significant role in purchasing the local products.

2.2.6. Tourist attitudes about offer in the destination

Tourists have similar attitudes and agree that this mountain provided them the
opportunity to enjoy. They agree that the offer of local products is very good, the quality is
very important factor that affects purchasing and that the general quality of local products
is very good. Neither do tourists praise the offer of cultural events in destination, nor the
range of activities available to tourists and price/quality ratio of the services. However, none
of these claims is negative.

) 5 ) L. Sample The lowest The highest Average
Tourist attitudes towards offer in destination

size grade grade value
| enjoy spending time here 300 3 5 4.33
This destination has wide range of activities 300 1 5 3.60
The offer of cultural events is very good 300 1 5 3.16
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Sample The lowest The highest Average
Tourist attitudes towards offer in destination 7 . .

size grade grade value

The local souvenirs offer is very good 300 2 5 3.97
The offer of local food and beverages is 300 1 5 418
very good
Quality of local products is very high 300 1 5 4.00
Quality of local products is the key factor 300 5 5 4.92
for purchase
Price/quality ratio of local products is very good 300 1 5 3.50
Ass.c?rjcme.nt of local products in HoReCa 300 1 c 3.92
facilities is very good
Assort t of local products in wholesal

ssortment of local products in wholesale/ 300 1 5 3.88

retail stores is very good

Table 3. Evaluation of tourism offer in destination

2.2.7. Conclusion

The presented research results are a confirmation of the basic assumptions about
the demand characteristics and guests evaluation of offer and indicate on the necessity
of more intensive promotion and placement of local products in hotels and restaurants in
order to create brand and to complete the offer of destination.

This is the so-called “chain reaction” - local products enhance the destination iden-
tity and that identity make sale easier and stimulate the longer stay in accommodation
facilities, bring new and old guests which increases capacity utilization throughout the year
(higher average annual usage) and generates greater consumption expenditures. Higher
demand requires a higher supply, which involves the re-employment of unused production
capacities and workforce, and contributes to the economic welfare of the local community.

Global tourism market increasingly offer products tailored to individual prefer-
ences and requirements of tourists or specific market segments, where competitive advan-
tages and special features of tourist destinations are particularly important, such as natural
and climatic conditions, rich and also high quality gastronomy offer, as within the observed
destination. Food and beverage segment provides the basis for further diversification of
tourism offers and adjustment to the requirements of users focused on health preservation
- back to nature, organic food consumption, use of medical herbs and natural cosmetics,
etc. Such conscious guests are also willing to spend more money, which affects the change
in the guest structure, in favour of those with higher purchasing power, and goes beyond
the local domestic market and the region.

We can conclude that this study on the tourist attitudes confirms that there is a justi-
fiable reason and plenty of room for more diverse portfolio of local products in tourism offer.

Some findings of this research are not the subject of this project, but are important
for comprehensive destination offer and should be mentioned in this report. Because tour-
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ists are less satisfied with the offer of entertainment and cultural activities, transportation
services, the price/quality ratio, communal infrastructure, services etc,, it is a message for
local authorities’ decision makers to examine these problems and try to solve them within
a short period of time.

2.3. Characteristics of demand and attitudes of HoReCa sector
representatives

During demand research in tourism industry, 100 representatives of HoReCa sec-
tor from Zlatibor, Zlatar and Tara were surveyed, of which 53% were food service providers
(restaurants), and the remaining 47% were providers of accommodation and food services
(hotels, lodgings and ethno villages ). Overall research results obtained by analysis of col-
lected data through survey and semi-structured interviews are presented in the following
sections. The main criterion for the selection of 100 representatives of HoReCa sector was
the annual turnover/revenue in 2012.

Preliminary survey results were basis for further assessment conducted through
semi-structured interviews of 50 HoReCa sector entities, with the aim to define key conclu-
sions related to this sector as one of the key channels for distribution and promotion of
local products. The criteria for the selection of the 50 subjects for the interviews included
the following:

e Performance data of catering facilities (total annual turnover, seasonality).

e Information about HoReCa sector demand and the availability of local products

in the offer

e Type and size of the tourist facility

Duration of interviews depended on the importance of the HoReCa entity, size of
a company (capacity, turnover), as well as on respondents’ interest to participate in this as-
sessment. Interviews were held in business premises of the respondents.

Contrary to surveys that were filled in by the available staff within the company (mostly
procurement manager, head of accounting, the owner or a manager, and in some cases the chef,
chief waiter or waiter), interviews were conducted only with the owners or senior management
representatives (in smaller enterprises, chef falls into the specified category).

The interviews were conducted in a manner that provides additional comments
on answers obtained through survey (the unanswered questions or incomplete/unclear
answers given in a survey) and further explores them with the aim to identify key problems
and barriers to the local products use and supply, in case mentioned products were impor-
tant for the offer of the specific HoReCa facility.

2.3.1. General overview of the sample

About half of the hotels included in the research (51%) have up to 35 beds and 75
seats in the restaurant, while the remaining half consists of hotels with a capacity up to 100
and over 100 beds (24.5%), and the average number of restaurant seats is between 141
and 392. Restaurants have an average of 94 seats and only a one fifth of them have the ca-
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pacities above average levels, what indicates that small capacity restaurants are dominant
in the destination. All surveyed entities are characterized by a large number of working
days in a year. The average number of working days is 350 and 81% of facilities operates
throughout the year.

The analysis show that summer marks the high season, and during the wintertime
HoReCa sector is faced with low tourism season. Medium tourism season is noticed during
May and September. An exception in regard to the mentioned trends is a New Year holiday,
when there is a peak season, in contrast to trends.

Considering guest structure by country of origin, domestic visitors (90%) are domi-
nated, then there is a small percent of foreign tourist from former Yugoslavia countries as
well as tourist from Western and South-western Europe.

The hospitality marketing mix consists of leisure guests (individuals, groups/syndi-
cates, sports teams), but there is also significant share of business guests - congress tourism
and transit tourists (on the way to seaside during the summer months). Overnight with
breakfast and half-board service are the most frequently sold service within accommoda-
tion facilities, while within the restaurants that is lunch and dinner service.
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Chart 15. Tourist turnover by months
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2.3.2. Evaluation of tourism offer in the destination

Evaluation of the offer Sample Thelowest The highest Average

size grade grade value
Accommodation quality 100 2 5 3.85
Food quality 100 1 5 4.14
Hospitality 100 2 5 4.04
Offer of the activities 100 1 5 3.07
Offer of the food and beverages 100 1 5 3.95
Local products offer 100 2 5 3.47
Transportation service quality 100 1 5 2.81
Price/quality ratio 100 1 5 3.18
Natural and climatic conditions 100 1 5 4.30
Offer of the cultural events 100 1 5 3.11
General opinion about the destination 100 1 5 3.78

Table 4. The evaluation of the elements of tourism offer in destination

The respondents rated the offer in the destination as very good, with an average
grade 3.78. The overall impression of the destination is graded as ,very good”. All surveyed
entities are satisfied with the natural and climatic conditions (4.30), and it is noticeable that

5.5 2% 15% m Offer of food and drinks
5% ’

B Natural conditions

34% B Quality of tourism service

12% . s
B Accommodation capacities and
their quality

M Entertainment activities
W Capacities for active tourism
® Communal and road

infrastructure

239, M Price/quality ratio

Chart 16. The highest rated elements of tourism offer
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the hotel owners are significantly more satisfied with this aspect of tourism offer (approxi-
mately 70% of them graded 5). It has been observed that there is a great disproportion be-
tween the grades of food quality and hospitality, which were rated with the lowest grades
by restaurateurs. The transportation service quality is the lowest ranked aspect of tourism
offer.

In addition to previous questions, we asked the respondents to list three aspects
of offer they are mostly satisfied with. It is interested that they highlighted the offer of food
and beverage as the best element of tourism offer (33% - every respondent named at least
one type of food or beverage as the best). 23% of the respondents marked natural and
climatic conditions as the best element of tourism offer, while in the previous question this
was the highest-ranked aspect. There are also overall quality of tourism offer (16%) and
quality of accommodation capacities (12%).

B Communal and road infrastructure

1,5% 2%
2.5% B Quality of tourism service

3%
M Entertainment activities

M Price/quality ratio

B Accommodation capacities and their

quality
m Offer of food and drinks

7%

[ Capacities for active tourism

m Insufficient cooperation with LTO and
18% lack of cooperation within the region
16% ° Promotion and marketing

= Additional tourism offer

Urbanistic planning

18%

Chart 17. The lowest rated elements of tourism offer

Similar to the previous question, the lowest-ranked aspects of tourism offer are
communal and transport infrastructure (23%). Among others shortages, there are also poor
services and lack of entertainment and cultural events (18% per each aspect) . The interest-
ing thing is that respondents, especially those who participate in creation of tourism ser-
vices prices, emphasise the price/quality ratio as the negative element of offer.

According to the opinion of hotels and restaurants, there is a lack of tourism service
quality (21%), additional tourism offer (14%) and higher quality in regard to the regarding
to the current prices (14%).
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Chart 18. Suggested elements to be improved within the destination tourism offer
2.3.3. Proportion of local products in total offer
According to the analysis of collected data, the average proportion of local prod-

ucts in offer of hotels and restaurants in the destination is 37%. Only in 15% of surveyed
facilities, share of local products in the offer is more than 70%.
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Chart 19. Distribution of HoReCa facilities by the categories of local products
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It is important to note that the proportion of local products in the total offer of
destination is not realistic and is based on estimation - ‘feeling’ of HoReCa entities, because
exact data could be derived from goods balance sheet that shows 10% share of local prod-
ucts in total offer.

HoReCa sector entities use local smoked meat products (smoked beef prosciutto,
smoked pork prosciutto and‘Zlatiborska’sausage), plum brandy and dairy products (cheese
and kaymak) mostly. A very few of them can offer souvenirs and local clothes. Only 15% of
the surveyed respondents answered the question related to quantities of local products
they use; large variety of answers disabled precise determination of the average quantities
and because of that the average value is not a good indicator. Further decomposition of
statistical sample has resulted in too small groups and so it was not possible to determine
the quantities of local products that were consumed.

HoReCa attitudes about barriers Hotels Restaurants Average
Lack of standardization 88 % 66 % 77 %
Lack of distribution channel of local products 33 % 36% 34 %
Insufficient promotion of local products 30 % 28 % 29 %
Insufficient quantities of local products 21% 28 % 24 %
High prices of local products in comparison to industrial 16 % 21% 19%
products

Non-flexible payment terms 2% 11% 7%
Low quality of products 5% 4% 4%
Other factors 5% 4% 4%

Table 5. The greatest obstacles to the use of local products in HoReCa facilities

77% of respondents marked standardization as the greatest barrier to the use of
local products. It is evident that hotels often emphasize the importance of standardization
(88%), and that opinion may be a result of the fact that standards are more important to
larger tourism entities. 34% of the respondents answered that underdeveloped distribu-
tion may be the main problem associated with the use of local products in hotels. Restau-
rants pay a bit more attention to the problem of local products distribution in relation to
hotels, what can in connection with the fact that provision of food and beverage is their

basic service.

2.3.4. Supply of local products in HoReCa sector facilities

Managers and owners are responsible for supply (77%) in the HoReCa sector facili-
ties. This is typical for the restaurants where 90% of the supplies are conducted by owners.
Approximately 20% of the facilities have staff and separate department in charge for sup-
ply. Owners or managers are in charge of supply in small restaurants, while increasing of
capacities implies involvement of procurement department employees.
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Chart 20. Importance of certain factors in supply chain decision-making

HoReCa sector members usually purchase local products directly from the manu-
facturer (53%), and interesting thing is that one third of them buy local products from the
manufacturer exclusively. Wholesale distributors also have significant share (40%) and ap-
proximately 20% of the respondents choose wholesalers exclusively for local products pur-
chase only 6% of the respondents buy these products in the retail stores.

Speaking about purchase frequency of local products, fruits and vegetables are the
most commonly purchased, more than once a week. Dairy products are purchased once a
week and smoked meat products once a week or once in two weeks. Answers to this ques-
tion are in accordance with the average values, with a few exceptions of extreme values.
Honey, Rakia and jams are purchased on per month.

About 35 % of the respondents reported that they produce some of the products
they offer (preserved vegetables - 38%, meat, smoked meat products, fruit processing
products - 18%). HoReCa representatives prefer payment upon delivery (59%) or delayed
payment for goods. There is no strong correlation between the payment terms and the
facility size.

The product quality is the most important factor in the purchase decision-making
process, but in many cases price represent prevailing factor for decision. It is evident that
quality is much more important for hotels and bigger restaurants. 27% of the restaurant
rated quality with average mark 4, while there was only 7% of hotels graded quality with
the same mark. Production standards are also very important, especially for hotels that deal
according more rigorous business rules.
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2.3.5. HoReCa sector attitudes about offer of local products in
destination

HoReCa sector attitudes towards offer SSIIRE U LRSS LTS Y GRS

size grade grade value

Insufficient quantities of local products 100 2 5 4.08
Local products are important for the offer 100 1 5 4.05
of the tourism facility

Quality of local products is high 100 2 5 3.88
Tourist recognize the value of local products 100 2 5 3.85
Good price/quality ratio of local products 100 2 5 3.38
The offer of local food and beverages is good 100 1 5 3.13
Local products are sufficiently presented in 100 1 5 2.92
the offer

Industrial products are consumed more than 100 1 5 2.39

local products
Table 6. Attitudes of the HoReCa sector representatives about offer of local products

Talking about the offer of local products, hoteliers and restaurateurs agreed that
promotion should be improved (average grade 4.08) and that local products are very im-
portant for the offer of each HoReCa facility (4.05). The general opinion is that tourists rec-
ognize the value of local products, but their quality is not on satisfactory level.

Respondents’ opinions on other issues are different, but they think that the offer
of food and beverage is good (3.13) and that local products are not sufficiently presented
in the tourism offer of the observed destination. They think it is necessary to improve the
promotion of local products through the destination marketing and to put emphasis on
offer of local specialties, the creation and sale of souvenirs.

HoReCa sector attitudes towards offer Ul o guln= biiacs g Aesss

grade grade value

Food safety standards are very important 100 4 5 4.58
Standardization of production is very important 100 3 5 4.37
Products quality is the key factor in supply 100 1 5 334
process

It is easier to buy industrial products 100 1 5 3.95
Payment terms are important for purchase 100 1 5 3.79
gfr’n:;iciisa great demand for high quality 100 5 5 3.65
Buyers spend more money on local products 100 1 5 3.62
The offer of local souvenirs is good 100 2 5 3.35
Medium quality products are the most wanted 100 2 5 3.21

Table 7. Attitudes of the HoReCa sector representative tabout offer of local products
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Food safety standards are rated as “very important”for HoReCa sector business (av-
erage grade 4.58). Surveyed HoReCa entities pay attention to quality mark when buying
products (4.37), but they are not sure that there is a great demand for high quality products.
It is interesting that a large number of respondents think that medium quality products are
the most wanted what provides indicators of the existing tourist structure.

44% of all facilities include local products in the promotion — more precisely, 56%
of hotels and every third restaurant. They promote meat and smoked meat products (29%),
milk and dairy products (27%) and roasted meat (12%).

Only 8% of respondents have special place for local products within their fa-
cilities. There is a special section in the menu dedicated to local products in 37% of the
HoReCa facilities, but the problem is that the local specialties are not described (meal
components), and the menus are in Cyrillic in many cases, what represents a problem
for foreign visitors. Only 8% of the respondents sell the souvenirs, mainly hotels (usu-
ally small honey packages, preserves, pottery and local clothes). A small number of
HoReCa facilities (12%) have organized tasting of local products and those who have it
are usually the same facilities that sell souvenirs. Only two entities organize special din-
ners with an emphasis on local cuisine, which indicates a low level of awareness on
the importance of local products promotion in order to diversify and enrich the offer.

2.3.6. Conclusion

Information about the use of local products, in terms of type of products, distribu-
tion channels, payment terms, seasonality, frequency of use, etc. were obtained through
the surveys and interviews. However, data on quantities of placed local products, as well
as on total turnover and turnover per types of local products were neither accurate nor
complete, because a large number of respondents did not want to provide such data be-
cause of a lack of trust (fear of tax administration, tourism and sanitary inspection), due to
competition or operating in informal economy (unregistered production, purchase from
unregistered local producers).

HoReCa sector attitudes, which could not be included in survey, indicate that re-
spondents were not familiar with the opportunities, channels and procedures of local prod-
ucts supply; in process of creating and adding value for the destination by increasing the
proportion of local products in total offer they expect support of local authorities and local
tourism organizations.

According to HoReCa sector opinion, problems and barriers for greater production
and better placement of local products in tourism-catering facilities can be summarized in
the following points:

o Lack of local raw materials for production (e.g. beef prosciutto - meat is imported
from the South America since there are no domestic oxen, then honey is impor-
ted from China and sold as a local product etc.)

e Some of the local producers have introduced standards required by HoReCa sec-
tor entities
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e Low level of hygiene and sanitation (e.g. dairy producers who do not have sani-
tary and bacteriological certificates cannot supply hotels and restaurants becau-
se they cannot guarantee safety of the products)

e Large number of small producers do not have labels and some of them don't
have an adequate packaging (the problems of storage, expiry dates and promo-
tion of the products to the guests)

e Large number of unregistered small producers (so-called,black market”) and se-
lling of products without fiscal bills

e Registered agricultural households are out of VAT system and that is barrier for
cooperation (that is stated during interviews with HoReCa sector )

e Lack of protection of origin, lack of control and standardization of products

e Unstable quality of products

e Insufficient quantities of local product in the offer, because there are no farmers
associations that could serve for joint placement of the products on the market
(joint brand, promotion and sale)

e There is no strong association of etrepreneurs which could boost education and
improve the existing capacities (to modernize the production), products and ser-
vices;

e Poor offer of local souvenirs, exeption is pottery and local handcrafts clothes

e Lack of state subsides

o Lack of information of local products available for foreign guest (most of the me-
nus are in Cyrillic, they have to be translated into 1-2 world languages and inclu-
de short description of meals)

These problems were further elaborated through focus groups meetings and dis-

cussion between representatives of HoReCa sector, producers, members of tourism organi-
zations and local self-governments, which were necessary for proposing possible solutions
presented in the last section of this publication.
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3. QUANTITATIVE AND QUALITATIVE ANALYSIS
OF THE LOCAL PRODUCTS OFFER

3.1. Introduction into segments of the local products offer

Local products are very important because they have economic as well as tradition-
al and cultural values which create significant elements of the overall experience of tourists
and visitors of each destination. Contemporary tourists and consumers as representatives
of the global and almost unified society the more they want to consume typical products
of the tourism destination they visit - locally produced food and beverages, craft products
as souvenirs, local customs and traditional events, i.e. they look for authentic experience of
the destination. Local products provide additional value to the overall destination tourism
offer and decrease promotion and transport costs of small and medium producers, what at
the end provides better profitability.

Upon performed demand analysis, it has been kept on with conduction of supply
analysis in order to identify which products are offered and what can be additionally done
to meet and satisfy expectations of the identified demand. The offer of typical food and
craft products such as dairy products, dry meat products, vegetables and fruits as well as
fruit processing products (like Rakia - the most known Serbian alcohol drink), honey and
grains, buckwheat, medical herbs and pottery, present huge potential for growth and de-
velopment of small and medium enterprises. Information collected from the private sector
- wholesales (assortment, procurement conditions, promotion and distribution character-
istics) and producers about their production capacities, conditions and standards, distri-
bution channels, promotion approaches and partial data on quantities and prices due to
limited and confidential information related to the competitiveness, taxes etc.

3.2. Characteristics of SMEs as the segment of the local products offer

During local products supply research related to the small and medium producers,
conducted in November 2013 within the destination, 100 companies has been surveyed
and 50 interviewed. Base for sample selection were groups of the products previously iden-
tified in the scope of RDA Zlatibor implemented projects, as valuable and important for fur-
ther development and analysis — dairy products, dry meat products, vegetables, fruits and
processing products including Rakia, honey, grains, buckwheat, medical herbs and pottery.

Preliminary research findings were a base for further assessment conducted
through semi-structured interviews with 50 producers, all in order to get more reliable and
relevant information necessary to get familiar with current offer and problems of the pro-
ducers in production and placement of products. Results related to the specific categories
are presented in the following sections.
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3.2.1. General overview of the sample

The most of questionnaire respondents are managers, directors or owners of pro-
duction facilities, while smaller percentage is related to production workers, sales man-
agers and employees in administration. Majority of companies have up to 10 employees
(77%), between 10 and 20 employees have only 8%, and while above 20 employees have
15% of the companies. Interesting data is that more of the half of interviewed companies
has annual gross income up to 4 million RSD, 35% have revenues above 28 million and
other categories make 12% of the sample. In line with the above mentioned, the compa-
nies which have reported income and have above 10 employees achieved a profit above
24 million RSD.

3.2.2. Producers, products and production practice

Producers of local products mainly manufacture one of the products which have
been analyzed through this Project. Survey sample consisted of local souvenirs producers
(15%), Uzicka beef prosciutto (14%) and Zlatibor sausage (12%). Interesting data is that
those companies use their capacities and do not have possibility for production of other
kind of products. Sample of interviews included also producers of local products being
identified as key products for this research.

In accordance with available and in particular observed data it seems that buck-
wheat producers have the biggest potential for growth of the production (more than 50%,
what is about 5.5 es). The jam producers have potential for growth of 42%, actually 4.175
kg per company. There are a great number of producers who are able to start with intensive
production and respond to the increased demand.

Average utilization of production capacities with surveyed producers is 60% (ma-
jority of respondents stated capacity occupancy between 60% and 80%, and among in-
terviewed respondents between 40% and 60%). The most of respondents use a local raw
material for production of the final product what impose seasonal production in certain
cases. In accordance with collected information the most of producers have all conditions
required for storage and labelling of products.

Product Production Potenti_al Potential Potent.ial
production growth growth in kg

Local souvenirs 1 1.5 50.00% 1250 units
UzZicka beef prosciutto 1.08 1.33 23.15% 625
Zlatibor sausage 1.09 1.6 46.79% 1275
Fruits 8.09 8.09 0.00% 0
UZicka pork prosciutto 1 1.3 30.00% 750
Zlatibor kaymak 2.11 2.75 30.33% 1600
Low-fat cheese 2.89 3.13 8.30% 600
Vegetables 6.86 7.6 10.79% 1850
Honey, propolis 1.71 2.14 25.15% 1075
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. Potential Potential Potential
Product Production X )
production growth growth in kg
Buckwheat 4.2 6.4 52.38% 5500
Plum brandy 1.5 1.5 0.00% 0
Jams 4 5.67 41.75% 4175
Zlatarski cheese 4.67 5 7.07% 825
Other fruit brandies 2.33 3.33 42.92% 2500
Sjenicki cheese 5) 5 0.00% 0
Liqueur 1 1 0.00% 0
Juices 1 1 0.00% 0
Herbal tea 2 2 0.00% 0
Clothes 1 1 0.00% 0

Table 8. Growth potential of key products

Majority of respondents stated that more or less conduct monitoring, sampling
and examination of production process conditions and products through chemical and mi-
crobiological analysis of products, contamination control, storage and transport control,
maintenance of production and storage premises (cleaning, waste management, pest con-
trol) and staff hygiene.

m Direct selling
B Wholesales

1 Retail shops

MW HoReCa sector

17%
m Other

23%

Chart 21. Distribution of products per consumer categories

The producers pay attention to standardization and even 77% has standardized
production. 62% of producers implement HACCP standard and one third of those who have
not implemented yet claim a need for this standard, but no possibility for its implementa-

36




USAID |SERBIA

FROM THE AMERICAN PEOPLE

tion. Apart of HACCP, ISO 9001 is the standard which is very often implemented and main-
ly all producers who have already implemented ISO 9001, possess HACCP as well. Other
standards such as FSSC 22000, Global GAP, OCS, IFS, BRS, EN 14214, HALAL, CE, Organic
Card System etc,, are rare and available in less than 5% of the sample.

A great part of their production producers place directly to consumers (41%),
wholesales (23%) and retail trade (17%). Those producers who place their production di-
rectly to consumers place 2/3 of their total production in such way. Also it has been noticed
that huge part of the production exporters are placing to the same category of consumers
(44%). Exporters have fully standardized production, one or more standard certificates and
meet the highest sanitary and food safety requirement.

3.2.3. Sales of products

The majority of local products producers in this area prefer payment upon delivery
while only few of them accept delayed payment.

Key factors The lowest grade The highest grade Average value
Price 1 5 4.56
Quality 3 5 4.85
Local origin 2 5 4.59
Standards 1 5 3.96
Recognizable brand 1 5 4.12
Key supplier 1 5 411
Packaging 1 5 3.71

Table 9. Producers’ opinion on key factors relevant for production sale

The quality has been considered as the key element for products sale, then price
and local origin. The producers consider that packaging does not play a big role in the sale.
Itis quite interesting that they do not consider that packaging and quality standards could
be useful for the sale of the local products.

In general, following listed problems with the highest risk for products placement
and business success have been identified and ranged per importance:

1. Price (non) competitiveness in regard to the industrial products
Poor promotion
Non-standardized product
Distribution
Unstable and unpredictable supply related to quantities and qualities of raw
materials
Insufficient utilization of the production capacities
Poor payment conditions

v wN

N o
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3.2.4. Producers attitudes about local products offer and promotion

Attitudes about offer The lowest The highest Average
grade grade value
There is great potential and interest to increase production 1 5 421
Local products are insufficiently promoted as the element
. 2 5 4.18
of tourism offer
Terms of payment are important for purchase 2 5 4.07
It is more easy to buy the industrial products 1 5 3.90
Tourist recognize the value of local products 1 5 3.54
Industrial products are consumed more than local 1 5 318
products ’
| am satisfied with the sales of local products on the local
1 5 3.00
market
HoReCa facilities very well promote and sell local 1 5 232
products
Local products are sufficiently presented in tourism 1 5 28
offer
Quiality of local products is the most important factor in 1 5 4.00
selling process '
Quality of local products is high 1 5 3.99
Mid-quality/standard products are the most wanted 1 5 3.50
The price/quality ratio of the local products is 1 5 331
very good
There is a great demand for high-quality products 1 5 3.29
Consumers are ready to spend more on local products
. . 1 5 3.29
than on industrial products
Food safety standards are important for sales 2 5 4.29
Production standards are very important for sale 1 5 3.83

Table 10. Producers’ attitudes about local products offer

The producers consider that the quality of product is the key factor for sale (grade
4), as well as standards of food safety, but relation between price and quality is still marked
with lower grades. The payment conditions are considered as very important for the prod-
ucts supply.

The producers agree that there is huge potential and interest for an increase of
production (4,21). Only small number of producers deviates of the collective opinion. Also
they consider that local products are insufficiently promoted as an element of the tourism
offer and they are not satisfied with the manner of their presence in the catering facilities.
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On the other hand they do not encourage cooperation by themselves, although they were
supposed to initiate it in order to sell their products.

Direct promotion of the local products to the consumers is still dominant approach
(64%), and promotion through wholesale and retail support 25% of producers. They agree
that serious promotion of the local products in function of tourism should emphasis diary
and dry meet products and Rakia as well.

Promotional-sale tools like ‘organic food; ‘healthy food, and ‘non-gluten product
are rarely used, even though they could enhance market size and improve products place-
ment as well as participation at various ethno-gastronomic fairs. Protection of geographic
origin also contributes to development of the image and values of the local products, but
alsois used enough. Only few products like‘Zlatna dolina’ (Rakia of plum, apple, quince and
honey), 'Zlatna biserka, dairy products ‘Zapis Tare” have been branded so far.

In spite to the fact that there are various registered entrepreneurs associations,
there are only 15 active associations, constituted of dairy and honey producers. Answers
provided by respondents do not give a clear picture about associations’ contributions in
terms of education, promotion and distribution of products.

7

3.2.5. Evaluation of the destination offer

The producers agree that climatic and natural characteristics are the best advan-
tage of this destination. Also they consider that the quality of food is at the very high level.
It is quite interesting that none of producers of traditional products has assessed the offer
of these products less than 4 (in the scale from 1 up to 5). The general impression on this
destination is very good.

The ratio between price and quality individually is the lowest valued aspect of the
destination offer, and producers are almost fully agreed in this assessment (95% of ques-
tionnaire respondents marked good or very good). The producers’ opinions most differ in
regard to hospitality.

The producers have emphasized an infrastructure, ratio between price and quality
and tourism services as the negative aspects. Recommendations for improvement of the
offer in the most cases are related to the better planning of development (urban develop-
ment) and enriched offer of cultural and entertainment events.

3.2.6. Conclusion

As it was the case with HoReCa sector, local products supply analysis performed
through survey and interviews of SMEs and farmers, collected data on product kinds, con-
ditions of production capacities and standardization, distribution and payment methods,
seasonality of production, promotion etc. But, data on quantities of local products were
incomplete and imprecise, because huge number of questionnaires respondents do not
want to provide such data due to general distrust (fear of sanitary and tax inspection), com-
petitiveness or partial business in, so called, “grey economy” (the question of official regis-
tration, evidence of employees, issue of declarations-labelling, sale without issuing bills).
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It is necessary to finalize process of quality standardization and include all local
producers, what will provide a base for an achievement of sustainable product quality. The
producers are aware that communication with representatives of HoReCa sector is nec-
essary and therefore it should be intensified and improved, because they play important
intermediate role between producers and end users - tourists. Also, a better presentation
should be created (degustation of products in hotels and restaurants, organized visits to
production capacities and participation in production as a part of hotel arrangement etc.)
and packaging should be adjusted to HoReCa requirements. Many producers consider that
small quantities of products what is usually complained by HoReCa sector can be solved by
development of cooperative, i.e. purchase station which should enable common presenta-
tion at the market, products labelling and guarantee of quality.

Mentioned problems were further elaborated through focus groups meetings and
discussion between representatives of HoReCa sector, producers, members of tourism or-
ganizations and local self-governments, which was necessary for proposing possible solu-
tions presented in the last section of this publication.

3.3. Agrucultural producers as segment of local products supply

During supply analysis of local products in November 2013, in addition to 100 en-
terprises 200 representatives of agricultural households have been surveyed. Sample se-
lection has been based on the same criteria as for companies — groups of the products
previously identified in the scope of RDA Zlatibor implemented projects, as valuable and
important for further development and analysis in previous research studies developed by
the RDA Zlatibor.

3.3.1. General overview of the sample

Majority of surveyed through questionnaire were owners of households (72%), and
the rest were family members and employees (14% per each).

The households included in research mostly carry out intensive production and
approximately half of those have six or more persons actively involved in production. It is
not unusual that the household have presented the high annual incomes taking into con-
sideration that only one-eighth have accepted to respond to this question. It is interesting
that the average number of employees who actively participate in production is the lowest
at the households with lowest as well as with highest profit (up 300,000 and above 1,1 Mil
RSD). In average the most of employees work at the households with profit from 300,000
RSD to 500,000 RSD (in average 3.75 persons). An increase of income imposes decrease of
average number of persons who actively participate in production.
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3.3.2. Agricultural households, products and production practise

Agricultural production on the observed territory is diversified - 49% of house-
holds produce fruits, 34% vegetables and 24% fruit brandies — Rakia. As for dairy products,
sour cream — kaymak is produced by 21.5% surveyed households, while 11.5% produce
Zlatarski cheese. Meat processing products and honey are produced by 5% of households.

A great number of households produce large quantities of fruits and vegetables.
In the average, a household growing fruits produce 3.71 ne while household growing veg-
etables produce 4.27 ne in vegetables household.s Deviations between producers are sig-
nificant. There are significant differences among producers in terms of production volume
- producers whose production is less than 1,000 kg as well as those who produce above 11
tons of products. Production of plum brandy (Rakia ‘Sljivovica’) and kaymak (sour cream)
is 1 ene per household and there is no significant difference in production of these two
products among households.

Research findings show that available production capacities are insignificantly big-
ger in relation to existing production volume. Growth potential of vegetables production is
2.5%, and only 2% of Rakia sljivovica. All other products have potential up to 0.5%.

Products Proportion Production Capacities pi:::ttita‘l
Fruits 49.00% 3.71t 5.26t 155t
Vegetables 34.00% 427t 499t 0.71t
Plum brandy 24.00% 1.15t 143t 0.29t
Zlatiborski kaymak 21.50% 1.16 t 144t 0.28t
Low-fat cheese 11.50% 2.05t 2.80t 0.75t
Zlatarski cheese 6.00% 3431t 3.85t 041t
UZicka beef prosciutto 6.00% 2.50t 292t 042t
Zlatiborska sausage 5.50% 192t 2.581t 0.67t
Uzic¢ka pork prosciutto 5.50% 245t 273t 0.27t
Honey and propolis 3.50% 2.55t 3.64t 1.09t

Tabela 11. Growth potential of key products manufactured by agricultural households

Potential for growth in the fruit sector is 42%, since almost half of the surveyed
households deal in the fruit sector and for that reason growth potential is significant. It is
similar with honey and propolis production (approximately 40%).

Storage capacities for products are below the average and only 56% possess stand-
ardize storage facilities and only 18% deal in highly standardized conditions. Great number
of households has seasonal production (62%), i.e. summer period represent peak of the
season, while there is no production during winter.
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Chart 22. Seasonal character of agricultural production

According to information provided by household’s representatives the average uti-
lization of their production capacities is about 60%.

Speaking about production standardization, it could be noticed that household
production is insufficiently standardized. Approximately 21% of households have standard-
ized production, while in 53% of households there are no production standards. The mostly
implemented standard is HACCP. Considering surveyed sample, 8.5% of households intro-
duced HACCP, while 2.5% use geographical indication. On the contrary, 11.5% households
answered affirmative on the question related to the implementation of HACCP standard.

Following chart shows main reasons why HACCP standard has not been introduced
by surveyed households.

1% 1% 1%

M We don't need it

37.5%
B Nobody requires HACCP

10%
? B We do not process food

M Its implementation is in process
M Long procedure

10%  High expenditures

| have another certificate

= We do meat processing

I don’t know what it is

17%

Chart 23. Main reasons why HACCP standard is not introduced
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3.3.3. Sales of products

More than one third of households do not deliver goods out of the season (38%).
Great number of households has not stated methods of goods delivery out of the season.
Those who answered this question stated that sale is conducted within their household.
Besides mentioned, there is direct delivery to buyers, such as dairies and green market sell-
ers.

10.5%

M Direct selling
B Wholesales
M Retail shops
24%
H HoReCa sector

M Other

Chart 24. Distribution channels within households

Majority of households place goods directly (61%) and among important buyers,
share of wholesales is 24%. Only 1.33% of production is delivered to HoReCa sector.

Key factors The lowest grade The highest grade Average value
Quality 3 5 4.59
Price 1 5 4.37
Key supplier 2 5 431
Local origin 1 5 4.20
Packaging 1 5 3.87
Recognizable brand 1 5 3.72
Standards 1 5 3.56

Table 12. Key factors for distribution of products
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The households consider payment terms and poor promotion as the main barriers
for better placement of local products (27% each). 20% of households recognize underde-
veloped distribution chain as a barrier, while small quantities of the local products offered
by households has been identified as the biggest problem by 14% of households.

Producers agree with statement that the quality of products is the key factor for
the sale of their products, and marked it with very high grade 4,59. Also they consider that
standards do not affect production significantly (3.56), what indicates insufficient educa-
tion and knowledge on demand and supply requirements.

3.3.4. Households attitudes about offer and promotion of the
local products

) The lowest The highest Average
Attitudes about offer

grade grade value
Payment terms are very important for purchase of the local 2 5 4.19
products ’
Local products are insufficiently promoted as the element
2 5 4.12
of the offer
It is easier to buy the industrial products 1 5 3.75
There is a great potential and interest to increase
. 1 5 3.71
production
Tourist recognize the value of local products 2 5 3.55
| am satisfied with the sales of local products on the
1 5 2.92
local market
Industrial products are more demanded than 1 5 273
local products
Loca'l products are sufficiently present in 1 5 565
tourism offer
HoReCa facilities very well promote and sell local 1 5 .42
products
Quality of local products is the most important factor
2 5] 3.96
for sale
There is a great demand for high-quality products 2 5 3.79
Quality of local products is high 2 5 3.78
Consumers are ready to pay more for local products
X . 2 5 3.73
than on industrial products
The most demanded are products of medium,
. . 1 5 3.58
standardized quality
Price/quality ratio of the local products is 1 5 3.19
very good
Standards of food safety are very important for a sale 2 5 3.79
Standards of production are very important for a sale 2 5 3.66

Table 13. Households attitudes about offer of local products
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The households find a quality of the product as the key factor for a sale (average
grade 3.96). It is interesting that in the previous question a quality as the factor which has
impact on the sale has been valued with average mark 4.59. Also, they are not sure is there
bigger demand for products of high or medium quality (3.79), and medium quality prod-
ucts are the most demanded according their opinion (3.58). The lowest grade has ratio be-
tween price and quality. The standards in production are recognized as important, but still
they are not considered seriously.

Representatives of households consider that it is necessary to promote more local
products within tourism offer and that catering facilities insufficiently place local products
on tourism market.

Also they consider that promotion of local products have the best effects if it is
directly targeted towards consumers (81%). 17% of households find that promotion in co-
operation with wholesales is sufficient for growth of their products sale.

Speaking about local products which should be promoted as the part of tourism
offer, almost all producers consider that the greatest attention should be given to dairy
products what is in accordance with tourists’ attitudes about dairy products as destination
brand. Also, half of respondents have stated that fruit and fruit juices should be involved in
tourism offer of the destination.

3.3.5. Evaluation of offer in the destination

Households consider that natural and climatic characteristics are the greatest ad-
vantage of the destination. It is interesting that the second best ranked aspect of tourism
offer is‘general impression on destination’ All other aspects of the tourism offer within the
destination are marked with lower grades, but there are significant differences between
provided opinions.

Concerning households’opinion in regard to tourism offer aspects which they eval-
uated with the lowest/the highest grade, among few respondents who answered this ques-
tion, food and beverage are evaluated as the best aspect, while infrastructure and traffic as
the poorest aspects of the tourism offer. Food and beverage offer at the national restau-
rants as well as the offer of cultural and entertainment events are the most often indicated
as the elements which should be improved.

3.3.6. Conclusion

In comparison with company producers, the households’ representatives provided
more reliable data on quantities of the local products, in individual as well as overall busi-
ness flow. The small number of households has potential and capacities for improvement
of production in regard to quantities and quality. Translated into numbers, about half of the
total number of households are fruit growers who can increase their production for 42%
on average. The producers of low-fat cheese have potential for additional 750 kg per year,
vegetables producers for 710 kg, and honey producers for 1,000 kg on average. There is low
level of capacity utilization within households (approximately 60%), which is in line with
information about available capacities per kind of product.
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The worrying findings of this research are that storage facilities within the house-
hold are below standard level and the small number of producers apply HACCP standard.
Majority of household’s representatives state that they do not have need for this standard
considering that standards do not affect significantly sales of products. Geographical in-
dications are used by small number of households. The label of geographic origin of the
product use very small number of households, that considering previous findings indicates
the necessity for education of respondents and modernization of their production facilities.

Delivery of products directly to HoReCa sector entities is rare and that is directly
linked to the problems of small quantities, non-standardized offer and unstable quality.

Similar to companies’ producers, the households’ representatives consider that
HoReCa should improve promotion of the local products. They are not satisfied with cur-
rent situation and believe that producers have to find a way to compete with industrial
products, improve quality and cooperation with hotels and restaurants and in general en-
courage HoReCa segment to use more and promote their products in the offer.

3.4. Intermediaries - wholesale and retail trade

The research involved five wholesales dealing within destination. Number of em-
ployees in surveyed wholesales is between 30 and 150, while revenues are ranged between
50 and 300 million RSD. They possess one distribution centre and one retail trade unit.
Smaller wholesales do not possess distribution vehicles, but bigger wholesales own more
than 10 vehicles.

Average share of local products within offer of wholesales is 12% . Wholesale special-
ized for fruit and vegetable distribution has the highest percentage of the local products in the
offer. The greatest demand for local products in surveyed wholesales is during winter months.

Smaller wholesales do not distribute the goods directly, but place to retail trades.
Bigger wholesales distribute 80% on average (to retail trade out of local environment), and
one part of products place towards hotels and restaurants (max up to 50%, on average
15%). High price is recognized as a barrier for greater share of local products, and then fol-
lows poor promotion and unfavourable payment terms.

They purchase local products on average once per two weeks what also depends
on the product type (dry cured meat dairy products, while fruit and vegetables are pur-
chased more often). As for the payment terms, it is performed upon delivery or with a delay.

They consider the price and quality as the key factors for making decisions on pur-
chase. Also they highly evaluate a local origin of the product, implementation of required
standards and key producers. On the contrary to the other participants of this research
(HoReCa, enterprises and agricultural households), wholesale representatives highly evalu-
ated brand recognition and packaging.

They are united in findings that local products insufficiently participate in tourism
offer of the destination and that ratio between price and quality is very disadvantageous.

Wholesale representatives find that special attention should be given to dairy
products, vegetables and fruits in order to perform seriously promotion and involve local
products in destination tourism offer.
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General impression on the destination is assessed as very good, with an emphasis
on quality of accommodation, food and hospitality. The offer of local products individually
has been marked as the poorest element of the total tourism offer.

During evaluation of the best aspects, the wholesales have stated quality of ac-
commodation as the best element of the offer, then follows food quality and hospitality.
Ratio between price and quality of received service they consider as the poorest aspect of
the offer. Itis interesting that the quality of food has been listed as the second poorest char-
acteristic of the offer, although previously has been marked in the list of the best evaluated
aspects. Their recommendation is to pay more attention to development of urban plan and
improvement of restaurants’ offer.

4. KEY BARRIERS FOR INTRODUCTION OF LOCAL PRODUCTS
IN THE TOURISM MARKET

Key findings of demand and supply of local products were tested through focus
group meetings attended by representatives of HoReCa sector, producers, tourism organi-
zations and agencies and local authorities. Identified problems and challenges related to
demand and supply, as well as to the barriers for introduction of local products on tourism
market, were presented during 3 focus group meetings:

1. The offer has not been based on tourists needs and expectations

2. The low level of cooperation of the local service providers

3. Undeveloped synergy between gastronomy, tourism, traditional crafts and

other service providers

4. Insufficient utilization of tourism capacities and capacities for production of

food and craft products

5. Low quality and quantities of local products

Discussion between supply and demand representatives in focus groups provided
base for determination of identified problems and barriers as well as for identifying pos-
sible solutions and recommendations.

Also, characteristics of local products supply chain have been identified, including
main reasons for non-utilization or insufficient utilization, and they are in line with research
findings obtained through questionnaire, interviews and focus groups:

e Lack of price competitiveness (impossibility of “fitting” into required price what is

frequently observed with accommodation capacities of low categories with 2 or
3 stars, holiday resort for children etc.)

e Low standardization and unstable quality

e Lack of products declarations/labels and other required certificates

e Small or insufficient quantities of the products

¢ Inadequate packaging

e Underdeveloped distribution
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e Payment terms (advance payment or payment upon delivery is in line with inte-
rest of producers, but not of consumers and representatives of HoReCa sector).

In addition to features of local products supply chain, in the following sections ba-
sic assumptions and identified barriers (one is related to legal issues, the other one is insuf-
ficient promotion of local products in contest of destination promotion) are also elaborat-
ed. Representatives of HoReCa sector, producers, local tourism organizations and agencies,
as well as local authorities, agreed and proposed key products for further development and
branding.

4.1. Discrepancy between offer and tourist needs and expectations

The offer in hotels, restaurants and other facilities is not designed in accordance
with tourists’' needs and expectations from the following reasons:
e Small and limited share of the local products within the offer of hotel and cate-
ring facilities
¢ |nsufficient and inadequate promotion of local products — a few hotels and re-
staurants have separate menu sections dedicated to local meals; even in the case
there are separate sections, information about specific meal are insufficient; also,
provided information are almost always in Serbian language and written on a
Cyrillic alphabet what is a serious barrier for foreign guests; very small number
of tourism service providers organize introduction with local tradition, customs
and testing of local products either in hotel/restaurant or at the production place
in cooperation with producer
e Only three groups of products - dairy products, dry meet products and Rakia are
identified as recognizable by tourists, what indicates insufficient tourists’ familia-
rity and knowledge on overall offer of the local products, what is caused by ina-
dequate and insufficient marketing activities of tourism organizations, insufficient
engagement of HoReCa sector entities and their interest in usage and promotion
of local products, poor cooperation between producers and HoReCa sector
Insufficient utilization of ‘sales tools’such as healthy food, organic production, glu-
ten free and slow food by producers and HoReCa sector. In the last time at the glo-
bal market, these ‘sales tools’ are the strongest marketing weapon because mo-
dern consumers are back to the nature and look for healthy food and products
which will help them to mitigate consequences of stressful and fast lifestyle
Lack of souvenirs in the offer — a few HoReCa sector entities offer souvenirs, and
also, there is as well very little number of souvenir shops at the observed terri-
tory; the question related to recognizable souvenir of the destination - some
pottery products, small ‘three leg chairs, wooden buckets, flowers, fruits and
other wooden handmade and painted objects, are present on the market, but
they are not recognized as characteristic souvenirs; tourists purchase souvenirs
(clothes of local production, Sirogojno sweaters, sour cream - kaymak, cheese,
prosciutto) mostly at the green markets what is unacceptable for serious tourism
destination.
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4.2, Low level of cooperation among local service providers and undeveloped
synergy between gastronomy, tourism, old crafts and other service providers

Lack of communication and cooperation among local service providers (especially
relationship between HoReCa sector entities and producers) is considered as serious barrier
for greater placement of local products. One of the reasons is lack of entrepreneurs associa-
tion — a few hotels are members of The Association of Hotels and Restaurants in Serbia, and
similar local organization has been established recently on Zlatibor. In regard to producers
there is a great number of associations (e.g. association of honey producers, raspberry pro-
ducers or milk producers), which should provide support, boost cooperation and represent
interests of specific sectors.

One of indirect approaches of networking of local service providers and develop-
ment of the platform for creation synergy between gastronomy, tourism, old crafts and
other service providers are gastronomic and other similar events which should be addition-
ally created and improved. In the following table are listed local and regional events, with
increasing importance:

Ref.no. Title of the event/manifestation Location

1. International colony of artistic pottery Zlakusa, UZice

2. Prosciutto fair (Prsutijada) Mackat, Cajetina
3. Rakia fair Sljivovica , Cajetina
4. Fair of the old crafts Sirogojno, Cajetina
5. Autumn in Zlakusa Zlakusa, UZice

6. Zlakusa in song and dance Zlakusa, UZice

7. Homeland days of Mokra Gora Mokra Gora, UZice
8. Sheperd days Kosjeric¢

9. Days of village tourism Kosjeric¢

10. Sopotnicki fountains Prijepolje

11. Zlatarski cheese fair Bozeti¢i, Nova Varos
12. Gold hands of Zlatar Nova Varo$

13. Honey fair — Uzice UzZice

14. Agricultural exhibition Pozega

s, Zlatarfest (the first was held in 2013) Nova Varos

Above listed gastronomic events should be linked to other cultural, entertainment
and similar events, for example to the Kustendorf festival which has international signifi-
cance or create new one, like Days of restaurants’ open doors — promotion of national cui-
sines per promotional prices affordable and attractive for wider population of tourists and
visitors. .

The best practice example is open air museum Old village in Sirogojno that pre-
sents traditional architecture and life of Zlatiborski region. Zlatibor knitters and their jump-
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ers and other handmade clothes which are like artworks, could serve as the guidelines to
others to show them the way how to renew old handcrafts through tourism offer, because
that element is missing in the system of tourism experience within the destination.

Local products like honey, jam, dried mushrooms, ‘slatko; ‘ajvar;, kaymak - sour
cream, cheese, Rakia, smoked prosciutto, local cosmetic products in small packages, which
are available for tourists to buy them as souvenir gifts are very rare, what indicate the lack
of communication and cooperation among producers and HoReCa sector. Listed products
in souvenir package could become the best promotion of this territory and its overall offer.
Also very small number of local products is in function of health and other motives of visit —
sport, physical and psychical recovery, enjoying in relaxing walks, mounting, bicycling, rid-
ing horse and swimming. Wellness centres with “local cosmetics” based on medical herbs,
honey and other local products represent great development opportunity.

The package arrangements which link the services of local producers, hotels and
restaurants directly or via tourism agencies are rarely offered. It would provide possibil-
ity for diversification of HoReCa offer through introducing activities of local customs and
gastronomy through involvement of tourists in production and testing of local products
at the production place, for example picking plums, Rakia production, educative picking
mushrooms, cooking polenta of buckwheat flour etc.

4.3. Insufficient utilization of tourism and food and handcrafts products pro-
duction capacities

Insufficient utilization of tourism capacities is the answer on monoous destina-
tion offer (lack of cultural and entertainment events, unused potential for development
of healthy tourism and inadequate/poor offer of the healthy and wellness centres, lack of
luxury accommodation), relatively poor traffic and communal infrastructure, poor tourism
signage and urban development, what cause domination of local visitors, i.e. almost 90%
of domestic tourist participate in tourist structure). In regard to that, passive holiday is the
main motive of visits during summer season from June to September and during winter
holiday in January (the period of high utilization of capacities) what indicate seasonal char-
acter of business.

Low utilization of tourism capacities partially affects insufficient utilization of food
and handcraft products production capacities that place them on the local market.

4.4. Low quality and quantity of products and services

The problem of variable products’ quality is closely linked to the low level of qual-
ity standardization of products, lack of knowledge and skills (especially with agricultural
households). Small and insufficient quantities for continuous HoReCa sector supply are
caused by lack of cooperatives, i.e. purchasing stations which could increase offer, fulfil
all sanitary and other requirements prescribed by legal regulations, guarantee quality, be
competitive in terms of price to the industrial products and decrease seasonality of the
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offer affected by seasonal production. In some cases inadequate packaging of local prod-
ucts, both for storage or presentation to the potential consumer give an advantage to the
industrial product. On the other hand, lack of information about wishes and expectations
of HoReCa sector guests, as well as lack of communication between HoReCa representa-
tives and producers have negative impact on placement and promotion of local products.

4.5. Legal regulations

One of the reasons of poor usage or non-usage of the local products is problem of
unregistered enterprises’ businesses that deal in informal economy zone (‘black market’).
Then follows the lack of necessary and legally regulated products declaration, certificates
on bacteriological food safety (low level of hygiene and sanitary condition has been no-
ticed with some producers, e.g dairy producers do not have hygiene bacteriological analy-
sis and certificates which are obligatory for hotels and other catering facilities in case they
use these products). One of the barriers for local products placement is the fact that small
enterprises and agricultural households are not in the VAT system, so they are automatically
less attractive for cooperation with HoReCa sector. Also high taxes, complicated rules for
participation on public tenders, lack of state subsidies for SMEs, subsidies for local products
utilization are not favourable in terms of integration of local products in tourism offer.

4.6. Lack of local products’ promotion

As mentioned within previous examples and assumptions, insufficient promotion
of local products represents the crucial barrier for greater presence of local products in the
tourism offer. One of the preconditions for overcoming this barrier is cooperation of pro-
ducers and HoReCa sector and includes facilitation of tourism organizations with all other
supply chain actors.

It is necessary to conduct identification and branding of 5-10 local products
(for further develop in terms of quality, production quantities and promotion of specific
characteristics, healthy and clean environment of production). These products should be
promoted through gastronomic and other fair events and old crafts should be renewed
through tourism offer. In addition, food (small packages of jam, ajvar, jelly, Rakia, cosmetic
creams of herbs etc.) and handcrafts products (pottery, jumpers and other clothes of the
local production) should be developed in such a manner to become souvenirs which are
very important marketing tool in the tourism offer. Lack of communication and coopera-
tion among all actors (producers, hotels, catering, shops, tourism agencies, tourism organi-
zation) complicate creation of destination package arrangement where local products play
multifunctional role - link actors through supply chain, offer souvenirs and enrich tourists’
experience participating in the image and destination recognition development. In that
sense, quality brochures and tourism guides are necessary to present historical stories,
natural and cultural attractions, gastro offer — local products and list of catering and other
objects where they could be consumed.
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4.7. Proposal of local products for further development and branding

On the basis of research findings, following 3 key product groups with potential for
further growth and development have been identified and they are recommended to be
used for branding tourism destination:

e dairy products (kaymak, cheese)

e prosciutto and other dry cured products

e tea herbs, honey, medical herbs, and other products in the function of health

Cheese, kaymak, prosciutto and other dry cured meat products are currently
the most recognisable products of this territory and there are already existing or potential
producers who are ready to invest into additional capacities and production improvement.
Those are wide consumption products which could be produced in greater quantities and
support financial effects for the benefit of entire region.

Tea herbs, honey and medical herbs are products which require additional in-
vestments although they have a big potential in relation to the topic of ‘healthy life’and
‘return to the nature, what perfectly fits into the story of Western Serbia tourism destina-
tion. Considering short term period, there is no potential for production of much larger
quantities and achievement of greater financial results, but the advantage of this group of
products lies in low initial investments. As for the long term period, this sector has a great
perspective for linking with highly profitable pharmaceutical and beauty industry, devel-
opment of wellness tourism etc.

Fourth group with growth and development potential consists of fruits and fruit
processing products. Profitability in this sector is not questionable even with the small in-
vestments, but basic barrier for development is ‘black market’ By reducing negative impact
of black market, it is possible to start quality standardisation process and development of
recognisable local brands which are precondition for market growth.
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5. KEY RECCOMENDATIONS FOR OVERCOMING
IDENTIFIED BARRIERS

5.1.Introduction

Preliminary recommendations for creating a platform for better networking of
stakeholders and stimulation of regional supply chain were defined through the following
three steps:

1. ldentifying the key issues and barriers for growth and improvement of the
local products supply in the tourism offer as a result of the research (surveys,
interviews, focus groups)

2. Mapping possible options for overcoming identified barriers for growth and
improvement of local products supply of in the tourism offer and discussion
with key stakeholders

3. Development of Action Plan for removing barriers for growth and improvement
of local products supply in the tourism offer (what, how and who should be
responsible)

5.2. Key barriers for growth and improvement of local products supply

Key issues and barriers for growth and improvement of local products supply in
the tourism offer are elaborated in the previous section and they represent starting point
for defining a set of measures and instruments for overcoming barriers and ,unlocking”
potentials of local products in terms of utilization in the tourism industry. Following issues
were identified and confirmed through research findings:

e Offer is not based on the needs and expectations of the tourists

e Low level of cooperation between local service providers

e Underdeveloped synergy between gastronomy, tourism, handcrafts and other
service providers
Low utilization of tourist facilities and food staff and handcrafts production ca-
pacities
Variable quality and insufficient quantity of products and services as a consequ-
ence of lack of knowledge and skills
Inadequate legislative and sub law regulations
Inadequate promotion of local products

5.3. Mapping possible options for overcoming identified barriers

Mapping possible options for overcoming identified barriers for growth and
improvement of local products supply of in the tourism offer is actually a key part of the
answer in terms of defining solutions for overcoming barriers and provides an overview of
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the tasks that should be performed in order to improve utilization of the local traditional
products potentials in the tourism sector. In regard to that, it is necessary to:

e Match requirements and expectations of demand with tourism offer

e Boost and improve cooperation of local service providers and develop synergy

between gastronomy, tourism, old handcrafts and other service providers

e Increase exploitation of tourism facilities in order to create opportunity for grea-
ter utilization of foodstuff and handcrafts production capacities
Improve and standardize the quality and increase quantity of local products and
services
Initiate and support improvement of law and regulations related to traditional
production
Improve and increase promotion of local products in terms of synchronization
with promotion of the Western Serbia destination

5.4. Set of measures and Action Plan for overcoming barriers for growth and
improvement of local products supply in the tourism offer

In the couple of recent years, Regional Development Agency Zlatibor made conti-
nuous efforts towards professionalization of development and management of tourism
potentials and performance of West Serbia tourism region. During implementation of this
project, the consultants were introduced with the reports completed in the scope of RDA
Zlatibor projects that are indirectly connected with exploitation of local traditional products
as an integral part of the identity and value chain of the tourism industry in this region. Key
reports that were considered and used for the preparation of the action plan are:
e Proposal for Western Serbia Tourism Destination management model, Horwath
HTL, 2012

e Strategic and Operational Marketing Plan of the Tourism Destination Zlatibor-
Zlatar, Horwath HTL, 2013.

e Report on implementation of the project — Chefs education in hotels and restau-
rants in Western Serbia Tourism Region, Culinary Federation of Serbia, 2012.

e State and development perspectives of typical products in Zlatiborski County,
SEEDEV (2012.)

e Meat and milk in Zlatiborski County - state analysis, Private sector development
PSD, RDA Zlatibor (2011.)

e Analysis of fruit sector in Zlatiborski County, Private sector development PSD,
RDA Zlatibor (2011.)

e Golden flavours — a guide to improving traditional products manufacturing, SEE-
DEV (2012.)

The identified problems and barriers for growth and improvement of the local
products supply in the tourism offer and the proposed tasks for overcoming current
confirmed situation, cannot be considered separately, but must be part of an integrated
action plan for the professionalization of tourism marketing and management of this
tourism region.
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In this context, the proposed model of tourism management gives necessary stages
in the professionalization of the Western Serbia tourism destination management, while
the Marketing plan provides proposals for pragmatic, goal-oriented solutions in terms of
market positioning and performance of the destination on the global tourism market. In
addition, for the implementation of the chefs training program, Culinary Federation of
Serbia has made a preliminary assessment of the situation in terms of gastronomy offer
in the Western Serbia tourism region, which, besides already presented findings, indicates
possible courses of action directed to improvement, promotion and growth of catering
services.

Havingin mind above mentioned analyzes, we propose a set of measures, three basic
and one additional measure, elaborated through a kind of “Competitiveness programme’,
which influence not only the development of performance and operating conditions of
small producers, but also have a direct impact on development of uniqueness and market
success of entire tourism destination. Competitiveness is defined as the ability to generate
more profitability than the average of other comparable production sectors/regions, which
sell the same product to the same clients, through the same system of commercialization
and distribution, by using the same technological tools. Framework for competitiveness
development is complex and diverse, and sometimes opposite to interests, although the
socio - cultural and natural features of the area can greatly contribute to the utilization of
the development potentials that local products have.

The aim of the competitiveness programme is to minimize shortages affecting
competitiveness of local products, especially in terms of placement and synergy with
tourism industry. Synergy implies utilization of marketing channels in tourism and
achievement of high additional value (and price) on the local products’ market, including
utilization of local products as motive of increased visits of tourists, but utilization as a tool
for creation of unique experience during stay in Western Serbia tourism region.

Considering key barriers for growth and improvement of local products, as well
as proposals for their overcoming, management of destination and proposed marketing
system, following activities should be realized in the future:

Competitiveness programme, as integral part of turistification of the region, as
illustrated above, could be realized by implementation of following measures:

1. Improving traditional products through foundation of Local product clubs that

could in the further stages transformed to cooperatives or clusters

2. Improving internal cooperation between local producers and enhancing

cooperation with other tourism actors in the region

3. Branding local traditional products and establishing integral system of

marketing communication

Additionally, implementation of fourth measure should also be realized in order to
strengthen the link between traditional products and catering sector

4. Specialization of the gastronomy offer of Western Serbia tourism region

Detailed description of measures and implementation maps which include
objectives, tasks, target groups, expected results, indicative budget and proposed
responsibilities, are in the next section.
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5.4.1. Measure 1: Establishment of products’ clubs

Product clubs will be established with aim to provide support for development of
existing and new products, services and markets for local traditional production.

In further stages, product clubs could be transformed in other organizational forms
(cooperatives or clusters), according favourable legal framework — it has been assumed that
this will be possible after adjusting legal framework according rural development needs
and European Union regulations. It is important to mention Italy, where cooperatives are
very successful and supply the market with agricultural and foodstuff products.

One of the most important tasks of the product club is improvement and
standardization of quality as well as optimization of quantity of local products and
services.

Lack of standard quality and low quantities of local products come as a consequence
of lack of knowledge and skills, as well as lack of communication between main actors of
supply chain. Tasks of product clubs, in cooperation with key stakeholders and according
to the needs of supply chain actors, are following:

e To organize trainings and educations for the improvement of conditions for
production and quality of local products (engagement of domestic and forei-
gn experts, presentation of the best practice examples within the country and
abroad, study tours etc.)

Key partner: RDA Zlatibor

e To ensure free-of charge sanitary and veterinary controls of final products before
they are placed on the market
Key partner: relevant ministry

e Modernize green markets (ensure good hygiene and sanitary conditions, refrige-
rating facilities etc...), as one of the most important placement channels of local
product (responsibility of local community/government).

Key partner: local self governments

e Encourage the establishment of entrepreneurs associations, professional asso-
ciations (for example chefs), as well as local action groups (LAGs - territorial) in
order to strengthen cooperation
Key partner: RDA Zlatibor

e Organize meetings of value chain actors - panel discussions or informal meetin-
gs of producers and HoReCa sector actors which are elaborated in the measure
related to improvement of cooperation between key stakeholders
Key partner: RDA Zlatibor

e Develop synergy between gastronomy, tourism, old handcrafts and other service
providers through improvement of the existing and creation of new gastronomy
manifestations and introduction of old handcrafts in tourism offer
Key partner: destination marketing system, local tourism organizations
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e Connect local products with health and other motives for visit - recreation and
sport, physical and mental recovery, enjoying in walks and hiking, bicycle riding,
horse riding and swimming. The existing wellness facilities should offer “local
cosmetics” made and based on local medical herbs, honey, brandy etc.

Key partner: destination marketing system, local tourism organizations, HoReCa
sector

e |nitiate distribution of local products in different packages
Key partner: destination marketing system, local tourism organizations, HoReCa
sector

e Create and advocate proposals for improvement of legal regulations according
needs (taxes, subsidies, inspection controls, procurements etc.)
Key partners: relevant ministries, local self governments, associations

e Match local products offer with demand (research of tourists’ satisfaction with
destination’s offer, satisfaction research according Mystery shopping method in
HoReCa facilities, survey of tourists’ satisfaction within accommodation facilities
Key partner: destination marketing system, local tourism organizations, HoReCa
associations

Initiate improvement of the destination overall offer (promotion of local products
with accent on food, beverage and handcraft products including souvenirs) wit-
hin HoReCa sector entities through close cooperation with producers; support
HoReCa sector in preparation promotional materials and menus (translation on
atleast 2 foreign languages), participate in improving information and education
of tourists about local products offer by utilization of smart marketing tools such
as — organic food, healthy food, gluten free, slow food etc., which are in line with
modern trends and return to nature and everything that comes from nature

Key partner: destination marketing system, local tourism organizations, HoReCa
associations, associations of producers

For the start, we propose establishment of 4 clubs for the key products: milk
and dairy products, dry cured meat products, products in the function of health -
honey, tea herbs, medical herbs fruits and brandy.

Regional Development Agency Zlatibor will have role of facilitator of product clubs
establishment, be in charge for administration and play role of the agent of transformation
process if necessary. As regional development institution, RDA Zlatibor will ensure synergy
of activities between clubs and other development initiatives.

Each club will be managed by managers appointed for a specific product category
and engaged through the projects designed with the purpose to establish the clubs. That
means that cost for clubs establishment and initial activities will be funded through the
projects, while their sustainability will be provided through membership fees and income
gained from increased commercialization of the products.
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INTER-MUNICIPAL COOPERATION REGIONAL VALUE CHAIN

5.4.2. Measure 2: Improvement of cooperation between key
stakeholders

One of the priority tasks of RDA Zlatibor and established clubs should be
implementation of cooperation tactics gathered in the competitiveness programme and
that should be done in cooperation with all stakeholders interested in development of
local products. The aim is to boost and improve cooperation of local service providers
and develop synergy between gastronomy, tourism, old handcrafts and other service
providers. Considering mentioned, following proposals were presented during organized
focus groups meetings:

Improve existing (redefine mission, objectives and activities) and establish new
associations of entrepreneurs — specific groups of producers, hotels, restaurants
etc. These associations should be leaded by successful entrepreneur who could
be a good practice example and poses relevant authority for managing and le-
ading other members and establishing cooperation with other associations and
entrepreneurs/service providers.

Responsibility: product club, RDA Zlatibor

Facilitate establishment of Local Action Groups (LAGs) in targeted municipalities
in accordance with LEADER approach in rural development, which will include all
stakeholders - producers, hotels and restaurants, accommodation services pro-
viders in rural households. This model of sustainable local development is based
on identified priorities and planned actions of the population living, working and
acting in the targeted territories (so called,bottom up approach”)

Responsibility: RDA Zlatibor

Organization of regular meetings of all stakeholders dedicated to development
aspects of the destination, and these meetings will be organized and managed
by regional chamber of commerce or similar local organization

Responsibility: Regional Chamber of Commerce

Networking of all actors and service providers through creation of destination
special arrangements (set of services provided by local producers, hotels and re-
staurants linked directly or through tourism agencies in a specific product/expe-
rience).

Responsibility:destination marketing system, localtourismorganizations (destination
management companies — DMCs should be in charge for implementation and
should be supported in the initial phase to develop sustainable model for business
based on the previous proposal)

Organize information and networking of key stakeholders through publishing
Newsletter of local producers (topics should be related to state and perspecti-
ves for development and commercialization of local products and integration in
tourism value chain)

Responsibility: product clubs, RDA Zlatibor, associations

Organize annual meeting of producers and establish annual reward for the best
local producers per determined categories

Responsibility: destination marketing system, local authorities, product clubs, RDA
Zlatibor
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INTER-MUNICIPAL COOPERATION REGIONAL VALUE CHAIN

5.4.3. Measure 3: Branding local traditional products and system of
integrated marketing communication

Creation of the brand is one of the most important decisions related to product
development strategy. It is a method of creating the specific identity of the product, where
in combination of the name, design, character, symbol or mark, different in comparison to
other competitive products, we try to achieve a double effects: the brand gives consumers
certain promise related to the quality, but also contributes to emotions and memories
related to the experience gained during consummation of the certain product.

Generally speaking, brand is a set of touchable and untouchable attributes of
products or services. Touchable elements of the brand are logo, specific colour or shape
of package. Untouchable elements are connected with associations, values and symbols
which are directly connected to the brand.

The essence of the brand is the emotion that it evokes in consumers and that
represents its greatest value - successful brands multiply value of the products on the basis
of the emotional effects. A brand is a promise that must not fail. Brands, therefore, must
have an integrity - a wide range of people have to know him, and brand is a subject of
discussion even those who do not like him. The point is to get the fans, not customers.

Branding local traditional products requires clearly defined elements which differs
that product from others. In additon, elements of brand could be further characterized and
branding process should be performed by specialized institutions/agency:

e Primary attributes - richness and diversity of local traditional products within

the offer

e Rational benefits — quality of products, gastronomy, tradition/experience in the
production process
Emotional benefits — enjoying in tastes, colours and smells of Western Serbia,
what has an relaxing effect including enjoyment of all senses
Personality — different, unique, with long tradition
Value of the brand - discovery, authenticity, high value
Essence of the brand - experience tradition through authentic products, gastro-
nomy and souvenirs of Western Serbia

Considering branding of local traditional products, it is necessary to bear in mind
that quality of the products is conditio sine qua non for growth and market success of the
brand. Consumers want to be introduced with following:

e How the product is manufactured?

e What are the ingredients?

o Are there'healthy’ or‘unhealthy’ingredients in the product?

e How does the production affect environment and health of the workers and po-

pulation in the local community?

o Link of the product with the territory where it is manufactured

Having in mind that local products within this Project are linked to the territories of
Zlatibor, Zlatar and Tara or wider area of Western Serbia, marking products with the name
of the tourism region or mountain/city represent important designation of the product.

When we speak of the original (authentic) products (Protected Designation of
Origin - PDO), we are talking about products that originate from specific region/place
and whose quality and characteristics are predominantly or exclusively determined by the
influence of specific natural and human factors specific for certain geographic area, and
all production phases (preparation, processing and manufacturing) of such a product are
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performed within a specific geographic area.

Products with protected geographical origin (Protected Geographical Origin
-PGl), are those that originate from specific region and have special quality and goodwiill
or some other characteristic which comes from geographical origin. That means one of
the production phases, production and/or processing and/or finalisation of the product is
performed on a specific geographical territory.

Traditional specialty guaranteed (TSG) is a label used for products with special
attributes which clearly distinguish that product from other similar products in the same
category. The product must be manufactured from traditional materials, or it must be
characterized by a traditional composition or means of production and/or processing are
related to the traditional type of production and/or processing. This kind of protection is
not linked to a geographic area.

Protecting denomination of origin or geographical indication represents only
initial phase in the development strategy of the specific product. Therefore, strict rules have
to be considered and respected in order to protect the product on national and EU level.

Why system of protection with geographical indications is important?

e Producers are able to achieve premium prices on the market, based on quality

and way of production

e Increase of production and development of small communities

o Allow better distribution of values within the chain of production and consumption

¢ Increase value of the area — geographical region and protected products become

unique selling propositions of the tourism destination

e Enhance diversification of production and protection of biodiversity

e Preserve local knowledge, tradition and natural resources

e Contributes significantly in a positive manner to tourism development

Having in mind mentioned above, it is necessary to improve and intensify
promotion of local products within promotion of the destination, according measures
identified in the Strategic and Operational Marketing plan of the tourism destination
Zlatibor-Zlatar. Some of the following conclusions and proposals are already mentioned
and require:

e Define a list of products and type of protection, as well as action plan for imple-

mentation

e Further development actions and branding of products already recognized as a

kind of destination brands, which are protected and are used in a promotional
campaigns such as Soul food (dairy products - cheese and kaymak, prosciutto
and dry cured meat, tea herbs, medical herbs and honey as a products in the
function of health, fruit and fruit processing products, brandies)

e Improve existing and create new gastronomic manifestations and events

e Design small souvenir package for products (small package for jam, ajvar, jelly,

brandy, creams made of medical herbs etc.)

e Renew old handcrafts through tourism offer

e Establish communication and cooperation between actors (producers, hotels,

restaurants, tourism agencies, tourism organizations)

e Create touristic package arrangement of the destination

Responsibility for implementation: destination marketing system and tourism
organizations, product clubs, associations of entrepreneurs and individual actors
within associations.
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Integrated marketing communication system represent a set of instruments which
are used for placement of certain product and message related to the product to the
relevant targeted markets.

Communication mix is constituted of 8 main communication models, which
are dependent on position and requirements of the product and/or entity carrier.

Recommended communication platforms (models) are listed in the below table (both
direct and interactive marketing):

sales Events and Public Direct and Marketing personal
Advertising (o S— ven‘s and  elationsand interactive “from mouth sales
P experiences publicity marketing to mouth”
Newspapers Competitions, . .
- . P Material for Selling
and electronic  awards, Sport Catalogues Blogs .
L newspaers presentations
advertising lottery
. Pl Awards Enterta- Chat Selling
(internal and . . Spechees Post .
and gifts inment rooms meetings
external)
. . Tele- Supporting
Films Samples Festivals i .
P ST marketing programmes
Fairs and A |
Brochures trade Art nnua E-shopping Samples
s reports
exhibitions
. . Fairs and
Posters and Promotional . Charity TV
leaflet island VIERES e hoppi trade
eaflets islands onations shoppin s
pping exhibitions
Visiting local
. . Demonstra- products L
Directoriums . ) Publications Fax, post
tions production
facilities

Museums  Relationship
Cupons of local with E-post

products community

Repeating
advertisings

Bilboards Discounts Street Lobbying ez
events mail
Advertising Low interest Specialized Blogs of
boards credits media the company
Boards on c \ etter of
selling points or:pen- t:ws EUEr ol \wepsites
+HoReCa sations e company
Continuous Youtube
Twitter
programmes Facebook

Recommended communication models cover all most all options related to the
placement of branded and protected local products, which could be used by all producers
and cooperatives, regardless to their size and production volume.
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INTER-MUNICIPAL COOPERATION REGIONAL VALUE CHAIN

5.4.4. Additional measure 4: Specialization of gastronomic offer

Local gastronomy (food and wine) is integral part of the experience gained in
tourism destination, and destinations are always competing in offering various adventures
of their tradition. Furthermore, local population identity is reflected and become stronger
through gastronomic experiences which destination delivers to its guests. Considering
that, Regional Tourism Organization of Western Serbia has to offer high quality traditional
meals, organic food traditional products of this area. This project should be realized in
close cooperation of private and public sector, with the aim to provide recognition of food
and beverage characteristic for this destination, and therefore it is necessary to brand
gastronomic products that are already recognized and represent expression of its identity,
culture and way of living.

Gastronomy rich in traditional meals originating from different areas of this region
(kaymak, cheese, ham, buckwheat pie, plum brandy etc.) is very important resource of
tourism offer. This competiveness programme will support specialization of gastronomy
and its differentiation in relation to other mountain destinations in Serbia and wider region.

Specialization of gastronomic offer should enrich experiences and adventures
offered by Western Serbia. In order to achieve this, it is necessary to pay attention to
systematic problems this sector is facing with, which were identified and confirmed during
research. Following are conclusions made by Culinary Federation of Serbia:

e Non-standardized supply system — low level of purchase of authentic - local pro-

ducts and irregular

e Producers are not networked and there is a lack of supply system that could sa-

tisfy needs of HoReCa sector

e Poor working conditions in cuisines — outdated cuisine facilities and generally

bad working condition

e Lack of knowledge and skills within employees dealing in catering sector, and

at the same time, investments in increasing their capacities through educations
and trainings are irregular or do not exist at all

e Current gastronomic offer is inadequate to the existing potentials of Western
Serbia Tourism Region - it represents mixture of inconsistent elements from fo-
reign cuisines, what does not represent clear identity of this region and potential
of authentic products of this tourism region
Quality is not standardized and there is no system which could provide quality of
gastronomic offer with the aim of creation consistent elements in tourism offer,
what could contribute to improving experience during stay in Western Serbia
Tourism Region

It is clear that there are serious problems related to the creation of authentic
gastronomic offer of Western Serbia, but also to the technical capacities to deliver superior
gastronomic experience. In that sense, key tasks necessary to be realized are as follows:

e Creation of concept and implementation of programme related to vocational

education of chefs and other employees in catering sector, who promote and
present authentic meals and beverage characteristic for this region. This vocati-
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onal education could be realized through formal long-life learning programmes
or through informal trainings and education
Responsibility: RDA Zlatibor, HoReCa associations, National Employment Service

Creation of attributes with added value within gastronomic offer of Western
Serbia Tourism Region - the destination will through design of special marks
(labelling) establish a differentiation model in relation to other mountain desti-
nations in Serbia. These marks will be designed to confirm that certain product
carries certain attributes. At the same time, marks contribute to stressing diffe-
rences in comparison to other competitive destinations. And result is offer rich in
different experiences and adventures of the destination.

Responsibility: destination marketing system, local tourism organizations

Specialized workshops ‘Cook and taste’ - half day or couple of days lasting coo-
king workshops for tourists (individuals, groups, couples, companies etc.), orga-
nization of team building workshops for companies etc.

Responsibility: destination marketing system, local tourism organizations, HoReCa
sector

Creating programme “local products for local cuisine” - production of local orga-
nic food for local restaurants — supply agreements between producers of organic
food with local hotels and restaurants

Responsibility: product clubs, HoReCa sector, local authorities

Promotion focused on main markets through organization of days of Western
Serbia cuisine ( the name should be determined in accordance to the local pro-
ducts branding and marketing communication strategy)

Responsibility: destination marketing system, local tourism organizations, HoReCa
sector

Improving existing and creating new gastronomic manifestations and linkage
with other cultural, entertainment and similar events - for example Honey days
or Open days in national restaurants offering special food at special prices. These
events should be organized in the top season in the beginning in order to intro-
duce greater number of tourists with offer, and later after 3-4 years, in a period of
low season with the aim to extend the duration o f season.

Responsibility: destination marketing system, local tourism organizations, HoReCa
sector

67




=z
<
T
O
(NN
)
<
>
—
<
z
©)
G
L
o
z
Q
_N
o
(NN
(a8
o
O
O
—
&
@]
z
=)
=
o
(NN
T
Z

4n3a
000°00T
-000°0L

s13isang
Q3lvIAILLST

EIEINTIE]
-159/\W\ 40 Awououised ayy
u1 pazije1dads Jje1s paj|ys
JO 9seqelep pajeal) ‘G'T

eaJlesiy}
Jo a8ejliay pue uonipesy
Yllm 2dUBpIOIIE Ul PalY
-ISIDAIP BIQJAS UJDISIM
J0 43330 Awouosise '

sod
-0| pue syJew paudisap
pue paulap Suipnjoul saiy
-13ua Sule1ed Jupjew Joy
BLIRID paulwialag ‘€'T

uoI33J WISIIN0} B1qIAS UJID
-1S9\ AJI3US UIYHM Uuleyd
anjeA wslNo} ul pajess
-9jul su2onpoud [e207 7' T

(sd4eW) syuaw
-9[9 |ealydesd paudisap
yum payiew Apea)d sanl
-|e1dads Awououysed [eao|
JO spueliq pasiudoday ‘'T'T

S1INs3y
a31d33dx3

103035 B)IYOH
‘UOI}BIDOSSE SJaYD

103095 BDYOH
‘uoljerdosse syPYd
‘wa3sAs Sunayiew

uoljeunIsap

wa3sAs Sunayiew
uoljeunIsap

sqno ,synpoud
‘loqne|z vay

wa3sAs Sunayiew
uolleulIsap

NOILVLNIWITdNI
404 3719ISNOdS3Y

UOI38INP3 |00YIS AIEPUOIIS |EWIOY 3]
01 uonIppe se ‘sasAojdwa 10309s BDIYOH
JBY10 pue SIH00D JO UOIIEINPS |BUOIed
-0A J0 wwelSoid dzi|eaJ pue 91eaid 0} 'G'T

uoseas ayy
Joead Sunnp ;sjuesneisal |euolleu uj shkep
uadQ, Jo ,sAep AsuoH, — suoneisajiuew
M3U Jo uolleasd pue 3unsixa Suinosdwi -

sAeq auisin) 1G4S UISIS9N JO Uoljez
-1uedJo y3nouyi s3exiew Ay uo uorzowoud -
syuel

-NejsaJ |ed0| Joj pooy J1uesio |eJ0| JO UOl}
-onpoud — auisind |e20] Joj s1onpoud B0, -

$1511n0} J0j sdoysy4om 3uiy 009 -
:sowwel3oud Suimo||oyazijeas o] “p'T

sal|1oe} 3ul
-191€0 JO USISap Jold1Ul pue d13dYisae ‘a8e
-W1 M3U 931e3.d ‘s|aqe| |e1dads ugisap o] €' T

sjonpoud jo
SuliapJo pue Jajjo Jo uoneuasald o) wioy
-1e|d gzg asn pue siaonpoud yiomiau o]z T

(ss@204d Buipueiq yum Ajsnoaueynwis)
e12ads olwouo.lsed [ed0] 91eaJd 0] “T'T

SHSVL

wisinoy |ednJ
ul Sujjeap
spjoyasnoy -

spjoyasnoy
|eanynouge -

s1onpoud [edo|
4o su20npoud -

wia1sAs
Suneyew
uolleulsap -

SIOMUSIA
pue s3sno} -
syyd
pue s12)00d
401995
©)OYOH -

SdNOYd
1394VL

210495 19159\ Jo Awo
-uoJised ayl ul uonean
-pa |euolssajold pue s3ul
-UleJ} [BUOIIBIOA |euol}
-N}isul ysijqeiss ol

uolleul}sap
29U} UlyuM aouaadxa
wsuno} ay} jo uondad
-19d ua4ayjip dojansp o

19y
-0 WSIIN0} 34N32NJ3S O]

uolISaJ WsLNO} eIqJas
UJ3IS9/\ UIYHM 22Ud
-149dx3 2lwouoJisesd
Jo Ajjenb aseasoul o

saly|epads Awo
-uossed |edo| Suipuesg

S1V09

13440 d1wouoJlses jo uonezijeads p

‘v 34N
-SViIN

68

PARTNERSTVO




o)
Ne)

uonde 3y} 4o uoyeuswdwi m:oscrcoul uouoe ayy Jo poriad conScmEm_QE_I

juswanosdwi Alljenb pue uonanpoud
10 pJay ay3 ul s19anpoud s1onpoud |eI0| 3Y3 JO JUBWISSasSe spasu Sululel] T'€° T AUAndY

sJ3]|9s pue si2onpoud s3npoud [e20] BY3 03 INYI04q 3Y3 JO UOLINGLIISIA #'Z T ANALDY

uoBdNpPoJIUL
spJepuels Ayljenb Jaysiy Jo s3yauag 9yl UO S2JNYJ04q Y3 J0 uoneal) €'z’ T AlAndy
uopnejuswaldwi

spJepuels Ayljenb ayj jo 10edwi |B120S pUE J]WIOU0I3 BY3 JO JUBWISSASSY 7'’ T ANALOY

S9140391e0
10npoud |e20| ulead ul paepuels Ayjenb Asy aya jo uonesynuap| T°¢ T AlAnoy

<
(a2]
oc
LLj
il
=
<
n
=

FROM THE AMERICAN PEOPLE

(s133snd ‘sanneladood "§'9) swuoy |euoneziuesio
J3Y30 03Ul sgn|2 3onpo.d awos Jo uonewlosuesy jepuazod o3 poddns 6°T°T ANALOY

Sunaydew 3onpoud pue juswdojaAsp

1onpoud Suipiedaus suaquaw sqnd 3onpoud ay3 Jo uonejuswa|dw| g 1T AlAnoy
(s4noy ¥ x sqnja ¥ x s3unasw

21 Ajlenuue) sgnjo 30npoJd jo sSunssw Ajyruow ay3 jo uoneziuediQ £ T°T AUADDY
SUOLIJIP UB|d UOLDY BYl YHM

92uepJodde ul gn|d 1onpoad yaes Joy suejd ssauisng ay3 Jo uonesedald 9°T'T AlALOY

6. ACTION PLAN

sJIaquiaw sgnd 3npoJd ay3 Jo UoIBRS §'T'T AHALDY

siaquiaw
|enualod payruapl ay3 03 3daduod gnjd 3npo.d 3y 4o uoneudsald T T ANALBOY

sJaquiaw sgnjo 1onpoud |enuajod syl jo uonedynuap| €T T AuAndy
AJ08a1e2 10npoud yoea jo JoSeuew syl Jo uonda|asS 7 T'T ANALBDY

s1onpoud |euonipeus [e20] Jueriodw
Ajjea18a1e43s 9y) 4O sal10831ed 7 payluspl Apeadje Jo Juawssassy T'T'T AlAnoy

dN3 000°0VT sqn|o 3onpoJd Jo JudWYsI|geIs] T 24nsedn
198png

910¢ S9LIALIY pue sainsednl

pajewns3




uonde 3y} Jo uoyejuswadwi mso:crcoul uonoe ayj Jo poriad conm“cmEm_QE_I

's|001 Aanuns pue ASojopoyiaw ay3 jo uonesedaud -sanioeded
uOLIEPOWWOIJE UlYUM siauonsanb Suisn Asains uonoeysies 1s1No| §'9°T ANAndY

3uizAjeue pue 3uissadoud elep -sanljioe} Ayjendsoy
pue sj210y ul Suiddoys A4a1sA|A Suisn Asains uonoeysnes 1s1noj /£°9°T 3 AlAnoy

oM pjay-sanl|ioe} Ayjelidsoy
pue s|210y ul Suiddoys A121sA|\ Suisn Aaains uonoeysies 1s1Noj -9'9°T ANALBDY

's|003 AaAuns pue ASojopoyisw ay3 jo uonesedaud -sanljioes Ayjendsoy
pue sj210y ul 3uiddoys Aia1sAA Suisn Asains uonoeysies 1SN0l §°9°T ANALDY

3uizAjeue pue Suissasoud
elep -Ja}jo uolleunsap wslnoy Suipiedas ASAIns uondeyses 1s1N0oJ - #°9°T AlALIY

- - - - 4OM pJaL — J31J0 UoNeUNSSP WSLN0) SuipieSal ASAINS UoNDEISIIeS IS1IN0L €£'9°T ANALDY
's]003 Aanuns pue ASojopoyiaw ay1 jo uonesedaud -}0adse syonpoud |ed20|

Ajdejnonaed Ysyo uoneunsap wslinol Suipsedal AsAuns uonoeysnes 1s14noj 7'9°T AlABdY
(sayoueasas € wnwiuiw) ydieasad 39x4ew juerodwl

10 Suluysp pue synpoud |e20| INOGe Bl1ep PaPa3U BY3 JO uoledIYRUSP| T°9° T ANALIY
(3uswuIaN08-§|3S |BIO] JO YSe) — (S28eJ03S P|Od ‘UoLIPUOD

Aseyjues pue 21uai3Ay painsua) uoneaoual sade|d 1x4ew 3npoud |e207 ¢ T AlABdY
uoneAouad saoe(d 3a4ew 1onpoud

|e20] 4o} Suisiedpuny pue sapjuniioddo Suipuny sy JO JUBWSSISSY €' T AUALOY

5]043u02 s3npoud [euy Aseursa1an pue djuaiSAy a8ieyd jo o34y Sulpinold ' T AlAndy

S|043u02 3npoud Aseulsaian pue o1uaidAy adieyd
40 934y 4oy Suisieapuny pue sapiunjioddo Suipuny ay) 4O JUBWISSISSY T'y' T ANALY
- - - (sseurwas ‘sdoysyiom ‘sgujuresy) saidol ps1daas ay) Jo uoneuswa|dwi €€ T AUANOY

(sInopuey ‘uonedo)
‘sI9UleJ} Y3 JO UOIID3IIS) UOLEINPS By} Jo uoneziuedio pue uoneledald 7 €T ANALDY

=z
<
T
O
(NN}
-]
<
S
—
=<
Z
Qo
G
L
[a's
z
Q
_N
[a's
(NN}
(a W
@)
O
O
—
&
@]
Z
)
=
o
[NN}
T
Z

4N3 000°0VT sqn|2 3onpoJd }JO JuawWysi|qeIs] :T a4nsean

n
198png SSLHALDY pUE S3JNSea

pajewns3

o
D~



FROM THE AMERICAN PEOPLE

<
(a2]
oc
T
il
=
<,
v
=

uonde 3y} 4o uoyejuswadwi m:oscrcoul uonoe ayj Jo poriad conﬁcmEm_QE_I
s3ulpuy
ASAJins yum sauepuodde ul saniAnde wua} Suo| Sunsnipe pue Suluue|d TT°9'T ANAROY

SuizAjeue pue uissasoud elep -sapoeded
uoLlEPOWWOIJE UIYHM aJjeuuonsanb Suisn ASAins uonoeysies 1s14noj OT°9°T 3 ANALBOY

ydom play -sanoeded
uoLEePOWWOII. UIYHM Siauonsanb Suisn AaAins uonoeysies 1SN0l 6°9°T ANALDY
sqnjo 30npoud 4O JUBWIYSI|GeIST T 34nSesAl

S9IALRDY pue sainsealn

i
[




uonde 3y} 4o uoyeusw|dwi m:o:crcoul uonoe ayy Jo poriad conmucwEm_aE_I

--- ‘uoisinJadns Joque|z Yay Yum JoxIa|smau ay3 jo Sulysiiqnd &'tz ANABOY
sqnjd 3onpoJd YySnoays s aALBEBIUL SIY} JO UOLBIUDSAId € 17 ANALBDY
J9139|SMaU 33 JO JUUOD pue 3Jn3dNJls Suluyaq 'z AlAnoy

‘uonnqusIp
pue Suiysiignd ‘uonesedald J19119|SMAU J0OJ DIUJO |BII0}IPS JO JUBWYSI|GRIST T {7'Z ANADDY
uoneunsap ay3 Ui, uleyd duaadxa“ JOUSIA pue

sswuwes3oid wsunol ul si9anpoJd s31onpoud |e20] Spn|aul PINOM YdIym uonreaud sadeyded
wsNo} ul (JIN@) soluedwod Juswadeuew uoneunsag Yum uonelsadoo) ¢ €'z Alanoy

(3onpoud auo ui payul| syueinelsal
pue s|230Y ‘s192npoJd |BJ0] JO SIIINIS)I240 UOLBULSIP BY} 4O UoLeI) 7'€'Z ANALBDY

'SIap|oyayers
paunuapl ||e Suowe 33ueydxs SJU3IdXD pue SullPaW JUBUBWIRd T €' ANABdY
(sow1) sdnoug uondy [BI07 JO JUBWYSI|BIST T'7°T ISOUALDY

(110ddns |eaiuyday pue |epueuy - (9y7) dnoud uonoe
|e207 JO Juawysi|gelsa uoddns yaiym sswwesdosd yum uonedunwwo) 1°z'¢ Auanoy

saouew.oylad J1ayl jo
juswanoidwy Ul SUOLBIDOSSE PaYLUAP! YHM uoneladood jo uoneyuawa|dw| T z AlALdY

sqn|2 1onpoud
pue suone|osse payuapl Jo uoresadood oy waopne|d Y3 Jo uoneas) €T ¢ Auandy

suoleloosse
Sunsixa Jo Juawanosdwi 404 SPOYIBW pue play ay3 JO Uoledynuap| 7 Tz AlAndy

SsuoLeId0SSe |euolssa404d
J2Y10 pue suoneidosse sinauaidaliua Sunsixe ayl 4o uoneayuap| T Tz ANALIY

=z
<
T
]
Ll
-}
<
>
-
<
=
©)
G]
(TN
oc
e
o
'
o
Ll
[a W
o)
o)
o
-
£
@]
e
-}
=
o
(NN
T
Z

uoI8ay ay3 ul AJIsnpul WsLINO} JaPIM pue siadnpoud spnpoud [ea0] usamiag
uopesadood |eulalul -uolesadood Japjoyayels Asy aYi 40 Juswanosdw| iz aInsea|n

dN3 000°06-0L

198png
910¢ S10¢ v10¢C S9IALDY pue sainsealn

pajewnsy

N
[



uonde 3y} Jo uoyejuswadwi mso:crcoul uonoe ayj Jo poriad conScmEm_QE_I

wSN03 YyHMm agexul| 03 paie|al
saniunyoddo Juawdo|aAap SSaUISNg YM S120npoud [0 JO UOLINPOIIU| '/ Z ANALBDY

paules aq p|nod 1ey3 siaonpoud |edo| Joj S3yaUaq Jo uoneyuasatd
pue syonpoud wsino} jo yuawdojanap Joj ASa3esis ssauisng o uoniuyaq €°/°z ANARIY

on
[

- s1onpoud wsiinoy o Jusawdo|ansp 4oy suonipuodald Ay Jo uonesynuap| 'L ¢ Alanoy
(,eds 41e ur uonexejau,, ‘, speos

epjey,, ‘,speoJ osises, ‘,3ulinoy, ) sadualadxa S1S1N0Y SuUlYd1IUS pue J3J0 JO JuswaAocIdw]
sajes ‘pue pado|aAsp o 01 s3npoud wslNol [enualod Jo uoneaynuap| 7'/ g Auanoy
wa1sAs SunayJew uoneunsap ulyum pieme jo Azoueas|au Jo uonowoud — saziid ysnoayl
paulesd siyauaq ay3 asn 03 s19onpoud papieme J0) AdueAd|ad 94nsud O] G'9'Z ANADDY

<
(a2]
oc
LLj
il
=
<
n
=

FROM THE AMERICAN PEOPLE

Sunsaw |enuue jo 2d0ds ay3 ul Auowauad paeme Jo uoneziuediQ t°9° ¢ AUADDY

||oM se Japa|smau y3noayl
‘elpaw yum uonesadood ul salepipued 3unoesne oy usiedwed Sulydune] €°9'g AlAndyY

suonIpuod pue swJual uonnadwod 3uluyaqg z'9°¢ AUADDY

sa110891e2 3onpoud
pauyap ayi UlyHM -siaonpodd s1onpoud [BJ0] 39 dY3 404 pIeMal [enUUY T°9°Z ANALOY

s19onpoud syonpoud [ea0] jo Sunasw |enuuy GGz AlARdY

sqnjo 3onpoid YySnoJys eIpaw pue sIap|oysyels YHM UoLBedIUNWWO) #°6°7 ANALBY

JUDA3 3y} Jo swwelsdoid pue aunonJis ay3 Suluyaq £€°5'¢ Auanoy
JU3AS 9Y3 4O} UOLIEIO| BY] JO UOLIIBS 7'S ' ANAndY

sJ90npoud s3onpoud |eao)
J0 SunleswW |enuue Joj 39NIWWOD |euoezIuesio JO JSquBW 3Y3 JO UolIR|dS T'S ¢ ANAndY

--- Ajlsnonupuod uonoeysies adualpne 3y} Jo SUONUOIA G2 ANALBDY

uoi8ay ay3 ul AJasnpul wsiNo} Japim pue siaonpodd spnpodd [ea0] Usamiaq
uones2dood |eusdiul -uolesadood Jap oy els Ay Y3 4O JusWaA0IdW| iZ dINSEA

dN3 000°06-0L

198png

pajewns3 910¢ sToC vioz SaLIALIY pUE sainsea|y




PARTNERSTVO

uonde ayj 4o uoyejuswadwi m:oscrcoul uonoe ayj Jo porad conmacwEm_QE_I

10129 )aYOH y3noayy Suideid Suipnjaul Jayjo s1onpoud [eao|
J0 uonejuasald pue uonedluNWWOD 4oy wiope|d gzg auluo uswdopAsq '8 z AlARdY

Zz
<C
T
()
Ll
-}
<
>
-
<
=
o
O
(TN
o
e
e
'
oc
Ll
[a
o)
o
o
-
£
Y
e
-}
=
oc
(NN
T
Z

uoiI8ay ay31 ul AJasnpul ws1INO JaPIM pue s19anpoJd s1onpoud |e20| U9aM1aq
uonesadood |eusajul -uoles2dood Jap|oyayels AsY 9yl Jo Juswanosdw] :g ainsean

dN3 000°06-0L

198png

pajewnsy 910 sT0c v10c S31IALIY pue sainseaj

74



uopde 3y} 4o uoneuswa|dwi wso:czcoul uonde ayy jo porsad :ozﬁcwEm_QE_I

s1onpoJd |ed0] Y3m payul| suoleIsajiuew 4o 3daouod Juswdolanap Suluyad z's € Alanoy

LN
[

sjyonpoud |ed0| Jo Juswaoe|d
Y1M payjul] SUOLIBISS4IUBL [BIO| 4O 9SBgEIEP JO UOLEAJD PUB uonedYRUIP| T'S € ANANdY

spue.q |e20| payiuap! jo Juswdo|ansp 01 Moddns '€ ANANDY

aseqelep ay3 ul sypnpoad mau jo adueljdde Joy [|ed 21 jgNd £'°E ANALDY

S|auueYd UoeIIUNWWOD PAIIS|3S YSnoJyl aseqelep Jo uonelussald ¢'v's Auanoy
syonpoud |edo| paziudodal Jo aseqeiep Suneasd pue uoLeIYUBP| T '€ 3 ANADDY

uoneluasasd 1puuaiul s1onpoud [eao) Jo Juawdopnsq g s € Alanoy

<
(a2]
oc
LLj
il
=
<
n
=

FROM THE AMERICAN PEOPLE

sypnpoud
papue.q [e20] 4O 9INIINJIS PUE JUSUOI UoleIudsaId 19uIalul JO uoneal) T € AlARdY

spueuq paJa3si3as jo udiedwed jeuonowo.d jo uoneuswadw| ¢°Z°€ 3 AlAndy

SyJeW pue spueiq paJtalsi8al jo usiedwed jeuonowold jo uonesedald £z € ALY
syJew pue suopedipul |ealydes3oagd pajdalold jo uonezijnn 'z € Alanoy

(uoneoynuad
‘uoniesisidal ‘uoneayldads jo uonesedasd ‘SUOLIRIDOSSE JO JUDWIYSI|RISD) SME| NS pue
SMe| 0} @duepJodde ul uonedipul [ealydes8oad jo uondalosd Sundnpuo) T°z° € AUADDY

syonpoud |edo| Ayliond jo ASa31e3s yum
92uepJodde ul Sulpuelq Jo uoneuswa|dwi Joj sauleping Jo uawdo|aAsq ' T° € AuAndy

Aduage pa129]3s ay1 yum uonesadood pue ssad04d Suipuesq Jo SulIONUOIN €' T° € AUADDY

S1appIq 1539 9y} JO UOLI|IS pue Juswaindoid dljgnd Sulyoune] Z'T°€ ANALDY

sqn|2 1onpoud Jo sailiold Yiim 9dUepI0dde
ul Suipueuq s3onpoud [ea0] Joj sapuade pazijedads Jo Jusawade3us pue syuswaundosd
211gnd 40} Asessadau syuswndop unsoddns pue Yuop 40 9d0dS Jo uonesedald T°T € Alanoy

4N3 000°0ST-0CT
4N3 000°0S-0€

198pnq

wa3sAs uonesunwwod Sunsydew paieddaiul pue synpodd |edo] Sulpuelg € ainseanl

v10¢ S91}IALIDE pue S2INSean|

pajewns3




uonde 3y} 4o uoyeusw|dwi m:o:crcoul uonoe ayy Jo poriad conmucwEm_aE_I

(019 sa|dwies ‘suonesisuowap ‘siie} ‘suonadwod)
JuswWanosdwi S3|es 40y |elda1ew Jo Juswdo|aAap pue saiIALde JO uoniuyaq 6°L € ANARDY

(sautod Buyj|as uo sajqel
‘s19A|4 ‘su2150d ‘@unyd0.q) |elue1eW |PUOOWO.d JO UOLNQLISIP pue uoneas) §'/ € AuAndY

s1onpoud |ed0]| JO SI3||9S puk Ssyeldpuey pjo
‘s19onpoud Joj |enuew ue se uonnquisip pue ageyoed uo aping jo uawdojansq £ £ ANAndy

SI9p|OYa3 LIS payuapl |[e 0} uolew.oul Jo uongusip Jejnday 9°/ € ANAROY
S}UDAD JBY30 pUB S3UIIU0D ‘Siie} [euolieullul 18 uonedidiled G/ € AlAndY
uopowo.d s1onpoud |BJ0| Ul UoBeZI|AN SYI0MIBU [BID0S ¢°/°E AUALRDY
uopowoJd pue sa|es auljuo ui s1adnpoud |eao| Joddns g7/ € Alanoy

suoLlIe pPaPNPUOd
||e 01 pJeS8aJ ul BIpaW YHM UOLEDIUNWIWOD — SBIIALIE Yd Shonuluo) g'/ € AlAnoy

Jele|z —

Jogue|z uoneunssag wslnoj Jo ue|d SunayJe|A |euonesadQ pue 21891e.3s ulyum pasodoud
sopoe) Suisn Ag ‘waisAs Suneyiew uoneulsap Yum uonesadood Ul uoledluNWWod
Supauew syonpoud [e20] 9y3 Jo sanliold pue suswnJisSul JO uouyaqg 'L € ANADDY
syeJsopuey pjo paypuapl jo Juswdo|ansp 01 uoddns 49 € Alanoy

aseqelep ayl ul s1aanpoud syeidpuey pjo mau Jo aoueljdde Joy ||ea 21jqnd €°9°€ AlAndy

S|ouUUBYD UOKEIIUNWIWOD PA3I3I3s YSN0oJy3 dseqeiep Jo uoleuasaid ¢'9's ANAndyY
9seqelep syelopuey plo Jo UoLead pue uoledyluap| T°9's ANALOY

--- suonelsajiuew 3unsixa ay3 4o uswdojaAsp ul Joddns pue Juswanoidw| ¢S € ANADDY

51093 ABJauAs Jo Juswanaiyoe
pue 10npoud |e20| pue suoyelsajiuew Jo a8eyul| Joj Ue|d UOLIY JO uoneals) £'6°€ AlAndY

=z
<
T
]
Ll
-}
<
>
-
<
=
©)
G]
(TN
oc
e
o
'
o
Ll
[a W
o)
o)
o
-
£
@]
e
-}
=
o
(NN
T
Z

¥N3 000°0ST-0CT
¥N3 000°0S-0€

198pnq

wiaisAs uoyedUNWWOI Sunayew pajeidalul pue sypnpold |edo| Suipuelq i€ aJnseajpl

pajewns3y 9toc B4 v1o0c SaLIALD. pue SaINSesN

O
D~




o~
o~

uonde 3y} 4o uoyeuswdwi m:oscrcoul uouoe ayy Jo poriad conScwEm_QE_I

waisAs SunazJew uoleulsap Yim uoleladood uj pue syaylew paiasiel
A uo sAep aulisind eIq4aS UIDISIA\ PUB ,9ISE} PUB 300D, ZI|edJ pue 31eal) T'9'y AUALIY

FROM THE AMERICAN PEOPLE

<
(a2]
oc
T
il
=
<,
n
=

JJB1S |BJ0| J3Y10 pue pooy djuesio ‘uoniped) |ed0| SulIspIsuod ‘uoidau ay3 ul sanljioey
Sul31ed Jayo 3y} 4o 1d22U0I 31eaUd 03 J3)00I — 1adxa Jo Juswadedu] T°G' 3 AlAROY

JauBisap jo JuswadeSus pue Jadxa ay3 40} 340\ 40 9dods Jo uonesedald — sudis [eaiydesd
yum Supjiew pue sani|ioey Suliaied JuaJaylp Jo Ayuapl [ensia jo udisaq T ' ANADdY

s99A0|dwa J8Y10 pue sjayd ‘s1ay 009
J0 swuwesdoid uonesnps Jo uonelusawa|dwi pue ejnd1INd Jo JuawdolpAsqg ¢'s v Alanoy

sanIARoe Jo uawdolaAap ul 1oddns Joy 1adxa Aseulnd jo Juswaledul T ¢y ANADDY
S91}IAL}OE pue suolalIp 21893e43s suoneldosse jo Suiuyap oddns €z Alanoy

UOoLBID0SSE Y3 JO JUBWYSI|geIsa Joddns 7'z ¢ AlAnoy

slaquiaw [erualod JO UORI3|SS — UOIFAJ WSLINOY
B10J9S UJDIS9/\\ JO UOLRIDOSSE [BUOISS04d SJ2YD JO JUSWYSI|RISS 15009 T°Z'% ANAROY

dew AwouoJised jo uonowoud suljuQ £ TANALdY
uol8aJ ay3 ul sanljioe) Sula1ed UIYyHM uornquisip dew AwWouoJISED 7' T 1 ANALOY

|eaw e Su1002 JO} SUOLINJISU]
pue s1d192aJ y3m ‘dew AwouoJises e1gJas uJalsa, UOWWOI JO uoleal) T T ANALDY

4N3 000°00T-0L 19440 d1Wwou0JIsed B1quas UID1SI/) JO uonezi|edads 1y aanseajn

adpn
19spnq SalIALdE pue saunseanl

pajewns3




INTER-MUNICIPAL COOPERATION REGIONAL VALUE CHAIN

7. ANNEX - relevant legal framework

Law on Trade marks (Official Gazette of the Republic of Serbia no. 104/2009 and
10/2013)

Law on geographical indications (Official Gazette of the Republic of Serbia no.
18/2010)

Law on tourism (Official Gazette of the Republic of Serbia no. 36/2009, 88/2010,
99/2011 and 93/2012)

Regulation on terms and conditions of hotel operations, provision of catering
services, categorization of catering facilities and minimum technical conditions
for decoration and equipment of catering facilities (Official Gazette of the Repu-
blic of Serbia no. 48/2012)

Regulation on standards for accommodation facilities categorization (Official Ga-
zette of the Republic of Serbia no.41/2010, 103/2010 and 99/2012)

Regulation on minimal technical and sanitary-hygienic conditions for the provi-
sion of catering services in rural households (Official Gazette of the Republic of
Serbia no. 41/2010)

Law on food safety (Official Gazette of the Republic of Serbia no. 41/2009)
Law on wine (Official Gazette of the Republic of Serbia no. 41/2009)

Law on brandy and other alcohol beverages (Official Gazette of the Republic of
Serbia no. 41/2009)

Law on beer (Official Gazette of the Republic of Serbia no. 30/2010)
Trade Law (Official Gazette of the Republic of Serbia no. 53/2010i 10/2013)

Regulation on minimal technical conditions for trade of goods and provision
of services in transport of goods (Official Gazette of the Republic of Serbia no.
62/2011)

Regulation on minimal technical conditions for trade on purchase places (Official
Gazette of the Republic of Serbia no. 32/2011)

Law on agriculture and rural development (Official Gazette of the Republic of
Serbia no.41/2009 and 10/2013)

Law on regional development (Official Gazette of the Republic of Serbia no.
51/2009 and 30/2010)

Law on health of plants (Official Gazette of the Republic of Serbia no. 41/2009)

Law on well-being of animals (Official Gazette of the Republic of Serbia no.
41/2009)
Law on associations (Official Gazette of the Republic of Serbia no. 51/2009 and
99/2011)

Law on consumer protection (Official Gazette of the Republic of Serbia no.
73/2010)
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