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Abstract

In XXI century, one of the trends in tourism as a leading service sector is the Internet usage. The aim of this paper is
to examine whether the use of the Internet (by companies and individuals) has a different impact on domestic and
inbound tourism demand in the European Union for the 2010-2019 period. The results of research indicate that the
Internet usage by companies has the important positive impact on the domestic and inbound tourism expenditure in
developed and transition countries in European Union while the Internet usage by individuals has the important
negative impact only on the domestic tourism expenditure in transition countries in European Union. The same time,
results show that the Internet usage by companies has higher impact on domestic tourism expenditure than on inbound
tourism expenditure in developed and transition countries.
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YTHUAJ HHTEPHETA HA TYPUCTHYKY ITIOTPAXILY

Ancrpakr

VY XXI Beky, jenan oJ TpEHI0BA y TYpU3My Kao Bojieho] ycly»KHOj AeiaTHOCTH je kKopulihewme nHTepHeTa. [{usb oBor
paza je na ce ucnura Ja Ju yrnorpeba MHTepHeTa (0 CTpaHe KOMIIaHHja U TMOjeAMHAId) UMa Pa3lIMuuTH YTHLA] Ha
Tpaxuy noMaher u crpasor Typusma y Eponckoj YHuju 3a nepuon 2010-2019. Pezynratu ucTpaskupama 1noxasyjy
Ja yrnoTpeba MHTEpHETa O]l CTpaHe KOMIIAHWja MMa 3HAayajaH MO3WTHBAH yTHUIA] HA TMOTPOIIKBY AOMaNMX M CTPAHHUX
TYpHCTa Y Pa3BHjEHUM M 3eMJbaMa y TPaH3UIHUjH, AOK YIOTpeba MHTEpHETa OJ CTpaHE IOjeMHANa MMa 3HavajaH
HEraTHBaH yTHUIIA] CaMO Ha MOTPOIY JoMalinX TypHcTa y 3eMJbaMa y TpaH3uliiju y EBporickoj yauju. FictoBpeMeHo,
pe3yaTaTu nokasyjy a ynorpeda HHTEpHeTa O] CTpaHe KOMIIaHWja MMa Belinl yTHIaj Ha TOTpoLIkY foMahuX TypHCTa
Y OJIHOCY Ha IOTPOIIY CTPAHUX TYpHUCTa y Pa3BUjeHUM 3eMJbaMa 1 3eMJbaMa Y TPaH3UIIH] 1.

K/byuHe peun: HHTEPHET, IOTPOLIHA TYPHCTa, TYPUCTHUKA TPAXKEba, Pa3BHjEHE 3€MJbE, 3eMJbE Y TPAH3ULIUjH

INTRODUCTION

Tourism is an integral part of economies in developed, transition and developing countries which
records constant progression and evolution. On the one hand, tourism offers new destinations, new kinds
of tourism, new forms of arrangement, and on the other hand tourism as dynamic activity requires new
strategies, new management approaches as well as constant innovation. One type of innovation in tourism
is the development and usage of information and communication technology (ICT). The role of ICT in
tourism business management is growing, so that there are increasing demands for the development of
sophisticated information systems in tourism. (Milovanovi¢ et al., 2017). Most travellers used ICT to see
the appropriateness of conditions for travelling in terms of infrastructures and site vulnerabilities in natural
disasters (Bano et al., 2022).

The Internet enable potential tourists to obtain information about the tourism destinations and their
offers, compare quality and prices of services, book and pay for service. It has reduced costs of travel and
need time for create a package arrangement that meets needs and wants of tourists (Liu et al., 2015).
Internet has a positive impact on tourism demand and expenditure. ,,As can be inferred from the increasing
number of online reservations observed in recent years, the growing number of tourism companies online
has positively contributed to tourism demand growth” (Ramos & Rodrigues, 2013, p. 1443). The total
amount of travel sales by Internet worldwide increases significantly every year and Internet penetration
development increases international tourism expenditure (Lorente-Bayona et al., 2021).The Internet and
tourism websites give a lot of information for planning trips and holidays on the most important tourist
markets and become primary source of information for tourists (Milovanovi¢ et al., 2017), so tourists used
Internet on the beginning of their trips in sense to obtain basic information and than start communicating
more through social and telecom technologies to make the right decision to travel to a safe and good
location (Bano et al., 2022).

Internet represents a service connectivity factor that has significant impact on tourism demand
(Navio-Marco et al.,, 2018). The inclusion of tourism in the Internet of things has become a new
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technological requirement (Gao, 2021) and in that sense tourism has a great opportunity for improving
tourism demand. Rehnam and his associate (2019) analyze the economic impact of Internet implication in
tourism sector. The results of their research indicate that Internet usage by individuals has short and long
impact on economic growth, inbound tourism expenditure, and financial development as well as long- and
short-run association between tourism expenditure (inbound tourism) and information and ICT
infrastructure in developed countries. Garin-Munoz and Perez-Amaral (2011) indicate that the Internet
usage is much more intensive when planning a trip abroad than for domestic travel. They find a positive
correlation between the Internet penetration rates, Internet usage for travel and travels abroad.

Tourism expenditure as essential component of tourism demand depend on multifarious factors
(Laimer et al., 2006). Managers, marketers, and economists spend much time and effort on seeking valid
indicators of consumer expenditure (Agag et al., 2020). Information related to tourist expenditure is
highlighted more significantly in the literature (Brida & Scuderi, 2013, Aguilo et al., 2017; Olya & Mehran,
2017), but the literature about impact of Internet on tourism expenditure are rare.

Rehman, et al. (2019) investigate the impact of Internet usage by individuals on inbound tourism
expenditure. Their results indicate on causation of Internet usage by individuals and inbound tourism
expenditure. Ramos and Rodrigues (2013) indicate that the use of Internet by growing number of
companies has positively contributed to tourism expenditure growth.

The tourist’ behavior, motives and perceptions of domestic tourists are significantly different in the
relation to the foreign tourists. Worldwide, tourists tend to travel more often within their country than
foreign and benefit from the proximity and knowledge of a destination (Teodorovi¢ et al., 2020). During
the time of global economic crisis or pandemic, domestic tourism is a substitute for international tourism
(Sheldon & Dwyer, 2010).

Bearing in mind that Internet can influence on tourism expenditure because it enables potential
tourists to buy the same tourism services at a lower price, in the literature special attention should be paid
to the impact of Internet on the tourism expenditure. The purpose of this paper is to analyze the role of
Internet usage by companies and individuals on tourism expenditure in developed and transition countries.
The aim of this paper is to identify whether exist a difference in terms of the impact of Internet usage by
companies and individuals on domestic and inbound tourism expenditure.

LITERATURE REVIEW

New forms of tourism and tourist's special demand are increasing in recent decades (Kreji¢ et al.,
2019) and in that sense Internet has a very important role. Divisekera and Nguyen (2018) analyze the
determinants of innovations in tourism. The results of their research indicate that ICT represents one of the
key determinants of innovations. Tsokota Solms and Greunen (2017) examine the impact of ICT on
tourism development in Zimbabwe region. Researchers indicate the following characteristics of
Zimbabweans tourism: lack of e-services and finances, inadequate infrastructure, poor system integration,
low development human resources and weak ICT governance. Bethapudi (2015) investigate the impact of
ICT on tourism development in rural destinations by using primary and secondary data. Researcher
highlights the key role of ICT for rural tourism development.

ICT have provided new paths for relationships across tourism distribution channels, leading to
increases in competitiveness and efficiency in the sector, and improved business performance (Berne et al.,
2015). ICT include diverse set of technological tools used to create, exchange, store, and manage
information (Enakrire & Ocholla, 2017). ICT infrastructure includes digital telephone network, mobile
phones, internet capability, internet servers and fixed broadband, and other technologies (Pradhan et al.,
2018, pp. 634). Broadband represents one of the most common mode of internet access (Lin & Wu, 2013)
with transmission speeds equaling or exceeding 256 Kbps for downstream connections and 64 Kbps for
upstream connections (Organization of Economic Cooperation and Development (OECD), 2001).
Countries which have wide broadband availability have recorded higher economic growth and
development as well as lower unemployment rates (Jayakar & Park, 2013). The central focus of empirical
literature is analyzing the causes and consequences of ICT infrastructure (in general) and broadband and
Internet usage (in particular) on economic growth (Lee & Brahmasrene, 2014; Ishida, 2015;
Shahiduzzaman & Alam, 2014).

Although ICT have a strong impact on the whole economy, tourism represents one of the highly
sensible sectors (Shanker, 2008). ICT enable companies in tourism to access the multiple markets.
Modern ICT infrastructure accelerate the process linking tourist supply and tourist demand in the market.



In the literature, special attention is paid to the impact of ICT on tourism demand. Almost all
developed countries use different ICT infrastructure with the aim to attract international tourists (Rehman
et al., 2019). Ramos and Rodrigues (2013) analyze the influence of ICT on tourism demand. The results
show that ICT and Internet have a positive impact on tourism demand. Bethapudi (2013) highlight that ICT
has a positive and significant impact on the tourism demand in India. Wahab (2017) investigate the impact
of ICT on tourism demand in India. Bekteshi and Bekteshi (2017) conclude that tourism demand depends
on the ICT usage. They point out that tourist demand increases if ICT applications increase.

Internet is one of the various types of ICT that can be utilize in tourism (Cetinkaya, 2009) as a
marketing and communication tool in facilitating information sharing and online transactions (Doolin et al.,
2002). It has dramatically changed travel and tourism. Travel agencies, tour operators, hotels, airlines, and
other subjects in tourism use the Internet as important marketing tool (Sahin and Segun, 2015).

The increasing growth of Internet applications, such as social media platforms, has generated
overwhelming data in different formats, including structured and unstructured (Song et al., 2017). Social
media are widely used in tourism due to modern trends and changes of tourist’s behavior (Zlatanov et al.,
2021). Internet applications provide tourists with online channels from which to retrieve information,
express opinions, and book trips (Li et al., 2021) and after that they could make decision where to go and
stay during their vacation. Internet data are generated from the web and social media sources in virtual
networks, such as search engines, Wikipedia, microblogs, Facebook, and Twitter (Hashem et al., 2015;
Song et al., 2017) and in that sense it suggest to potential tourists where and why to go, how much does it
cost etc.

Internet possibilities that enable two-way communication between potential tourists as well as
between potential tourists and subjects in tourism have a profound impact on tourism demand and tourist
behavior (Wiedmann & Langner, 2016). Internet has become the main source of information for potential
tourists. Growth in the number of internet users in the world lead potential tourists, who demand cultural,
natural and touristic values, to purchase tourism services via internet (Cakir & Yalgin, 2012). Information
available to potential tourists has significant impact on tourist’s decision making, especially when potential
tourist choosing a tourism destination to visit (Bieger & Laesser, 2004; Gursoy & McCleary, 2004; Jeng &
Fesenmaier, 2002) and choosing a hotel or other facilities. Potential tourists in Germany spend about 9
hours for holiday research on the Internet and visit about 13 different websites during making decisions
about travel. A good quarter of potential tourists spent between 12 and 25 hours for research information
about tourism destinations and tourism services visiting about 50 different websites (FUR, 2011).

RESEARCH METHODOLOGY

In order to analyse the impact of the Internet on tourism expenditure, a time series analysis was
applied in this study. Research information base has included the period from 2010 to 2019. It has included
the data about Internet usage from Eurostat Database (The World Bank, 2010-2020) as well as data about
tourism expenditure from WTTC DATA GATEWAY (World Travel & Tourism Council). The study
deploys data for the period from 2010 to 2019 of 27 European Union members which are categorized into
two groups: 1) developed countries and 2) transition countries. In this paper, the data were analysed in the
software STATA by regression analysis that has examined the impact of the Internet usage (by companies
and by individuals) on domestic and inbound tourism expenditure. Reliability issues are governed by using
Breusch-Pagan test for testing the heteroscedasticity as well as Durbin Watson test and Breusch-Godfrey
LM test for testing the autocorrelation.

Specifically, the following hypotheses were tested:

H1 — The Internet usage by companies has different impact on domestic and inbound tourism

expenditure in transition countries;

H2 — The Internet usage by individual has different impact on domestic and inbound tourism

expenditure in transition countries;

H3 — The Internet usage by companies has different impact on domestic and inbound tourism

expenditure in developed countries;

H4 - The Internet usage by individuals has different impact on domestic and inbound tourism

expenditure in developed countries.



RESULTS AND DISCUSSION
Transition Countries

Regression results after correction of heteroscedasticity and autocorrelation problem are given in
Table 1, Table 2, Table 3 and Table 4. The heteroscedasticity is checked through Breusch-Pagan test while
Durbin Watson test and Breusch-Godfrey LM test are used for testing the autocorrelation.

Table 1. The impact of Internet usage on domestic tourism expenditure in transition countries

Iteration 0: «rho = 0.0000
Iteration 1: rho = 0.8817
Iteration 2: «rho = 0.8954
Iteration 3: rho = 0.8955
Iteration 4: rho = 0.8955
Cochrane-Orcutt AR(1l) regression -- iterated estimates
Source SS df MS Number of obs = 129
F(2, 126) = 5.78
Model 2994.71096 2 1497.35548 Prob > F = 0.0040
Residual 32620.9514 126 258.896439 R-squared = 0.0841
Adj R-squared = 0.0695
Total 35615.6623 128 278.247362 Root MSE = 16.09
DEx Coef. Std. Err. t P>t [95% Conf. Interval]
EnIAccess 1.874933 .63456 2.95 0.004 .6191572 3.130708
InIAccess -.7092599 .2379669 -2.98 0.003 -1.180189 -.2383305
_cons -111.9503 55.18801 -2.03 0.045 -221.1657 -2.734823
rho .8954723
Durbin-Watson statistic (original) 0.233358

Durbin-Watson statistic (transformed) 1.740490

After correction the autocorrelation problem new Durbin Watson statistics value (1.740490)
implying that there is no autocorrelation now (Table 1). The results of regression analyze indicate that
Internet usage by companies and individuals has significant impact on domestic tourism expenditure in
transition countries in European Union. The Internet usage by companies has positive impact on domestic
tourism expenditure, while the Internet usage by individuals has negative impact on domestic tourism
expenditure in transition countries.

Internet represents important tools for promotion and distribution of tourism offers. If more
companies use the Internet, then potential tourists will have more information about the tourism offer.
Internet used by companies as promotion tool can influence on potential tourists to make decisions about
trips and on that way can increase tourism expenditure. On the other hand, Internet usage by individuals
enable potential tourists to compare tourism offers and prices and choose the most favorable offer. Because
of that, the increase of the Internet usage by individuals lead to the decrease of tourism expenditure in
transition countries.



Table 2. The impact of Internet usage on inbound tourism expenditure in transition countries

Iteration 0 rho = 0.0000
Iteration 1: rho = 0.8734
Iteration 2 rho = 0.8938
Iteration 3: rho = 0.8940
Iteration 4 rho = 0.8940
Iteration 5 rho = 0.8940
Cochrane-Orcutt AR(l) regression -- iterated estimates
Source SS df MS Number of obs = 129
F(2, 126) = 5.98
Model 292.758066 2 146.379033  Prob > F = 0.0033
Residual 3085.877 126 24.4910873  R-squared = 0.0866
Adj R-squared = 0.0722
Total 3378.63507 128 26.3955865  Root MSE = 4.9488
FEx Coef. Std. Err. t P>t [95% Conf. Interval]
EnIAccess .67476 .1952405 3.46 0.001 .2883848 1.061135
InIAccess -.1383575 .0732309 -1.89 0.061 -.2832792 .0065642
_cons -45.64626  16.96331 -2.69 0.008 -79.21616  -12.07635
rho .8939652
Durbin-Watson statistic (original) 0.250716

Durbin-Watson statistic (transformed) 1.824682

After correction the autocorrelation problem new Durbin Watson statistics value (1.824682) implying
that there is no autocorrelation now (Table 2). The results of regression analyze about impact of Internet
usage on inbound tourism expenditure in transition countries indicate that only Internet usage by
companies has significant impact on inbound tourism expenditure while the Internet usage by individuals
has not significant impact on inbound tourism expenditure in transition countries (Table 2). The results
indicate that the Internet usage by companies has difference impact on domestic and inbound tourism
demand in transition countries. Internet usage by companies has higher impact on domestic than on
inbound tourism expenditure..

Developed Countries

After correction the autocorrelation problem new Durbin Watson statistics value implying that
there is no autocorrelation now (Table 3 and Table 4). Table 3 and Table 4 indicate the results of
regression analyze in developed countries in European Union. In the developed countries only the Internet
usage by companies has significant impact on domestic tourism expenditure as well as on inbound tourism
expenditure. Its impact is positive. The results indicate that the Internet usage by companies has difference
impact on domestic and inbound tourism demand in developed countries. The Internet usage by companies
has higher impact on domestic than on inbound tourism expenditure. The hypotheses H1 and H3 are
supported while the hypotheses H2 and H4 are not supported. The Internet usage by companies has
different impact on domestic and inbound tourism expenditure in transition countries and developed
countries. The Internet usage by companies has higher impact on domestic than on inbound tourism
expenditure in transition countries as well as in developed countries. The Internet usage by individuals has
significantly impact only on domestic tourism expenditure in transition countries.



Table 3. The impact of Internet usage on domestic tourism expenditure in developed countries

Iteration 0: rho = 0.0000
Iteration 1: rho = 0.9064
Iteration 2: rho = 0.9093
Iteration 3: rho = 0.9093
Iteration 4: rho = 0.9093
Cochrane-Orcutt AR(1) regression -- iterated estimates
Source SS df MS Number of obs = 159
F(2, 156) = 3.33
Model 7320.55207 2 3660.27604 Prob > F = 0.0382
Residual 171258.476 156 1097.81074 R-squared = 0.0410
Adj R-squared = 0.0287
Total 178579.028 158 1130.24701 Root MSE = 33.133
DEx Coef. Std. Err. t P>t [95% Conf. Interval]
EnIAccess 4.179707 1.970164 2.12 0.035 .288067 8.071347
InIAccess -.1465846 .4601979 -0.32 0.751 -1.055608 . 7624386
_cons -346.8803 170.9348 -2.03 0.044 -684.5256 -9.234866
rho .9093481
Durbin-Watson statistic (original) 0.186950

Durbin-Watson statistic (transformed) 1.787885

Table 1. The impact of Internet usage on inbound tourism expenditure in developed countries

Iteration 0: rho = 0.0000
Iteration 1: rho = 0.8875
Iteration 2 rho = 0.8973
Iteration 3: rho = 0.8974
Iteration 4 rho = 0.8974
Cochrane-Orcutt AR(1l) regression -- iterated estimates
Source SS df MS Number of obs = 159
F(2, 156) = 3.30
Model 617.144638 2 308.572319 Prob > F = 0.0396
Residual 14599.0395 156 93.5835864  R-squared = 0.0406
Adj R-squared = 0.0283
Total 15216.1841 158 96.3049627  Root MSE = 9.6739
FEx Coef. Std. Err. t P>t [95% Conf. Interval]
EnIAccess 1.453782 .5770839 2.52  0.013 .3138749 2.593688
InIAccess -.176713 .134873 -1.31 0.192 -.4431259 .0896999
_cons -104.0604  49.90091 -2.09 0.039 -202.6291  -5.491764
rho .8973538
Durbin-Watson statistic (original) 0.224860
Durbin-Watson statistic (transformed) 1.800458

Tourism is one of the main users of the Internet. The Internet represents the new channel of
communication between tourists as well as between the tourists and tourism providers. Although, Internet
have the significant impact on tourism expenditure, in the literature has not paid special attention to the
Internet as factor of tourism expenditure on macro level. The paper has paid special attention to analyze the
impact of Internet usage on tourism expenditure.



The contribution of this paper is threefold. First, it shows that Internet has significant role in the
reshaping tourism expenditure. Second, author indicate on different influence of Internet on domestic and
inbound tourism expenditure. Third, author indicate that Internet usage by companies and Internet usage
by individuals has different impact on domestic and inbound tourism expenditure.

In transition countries, a lower standard of living has the effect on individuals to find lower-priced
arrangements through Internet, which reduces domestic tourism expenditure. Internet usage by companies
has significant impact on domestic and inbound tourism expenditure in transition and developed countries
in European Union. It can be concluded that the growing number of companies that use of Internet has
positively contributed to tourism expenditure growth (Ramos & Rodrigues, 2013) in developed and
transition countries in European Union. Internet penetration development in companies increases tourism
expenditure (Lorente-Bayona et al., 2021) - domestic and inbound. The impact of Internet usage by
companies on domestic tourism expenditure is higher than on inbound tourism expenditure in developed
and transition countries.
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YTHIUAJ HHTEPHETA HA TYPUCTHYKY ITIOTPAXILY

Mapuja Bpatuh', Jenena Ilerposuh', Hunocaas I'osyooBuh!, ’Kesbko Anlhenkouh?
'Vausepsurer y Humy, [Ipuponno-maremarnaku daxynrer, Hum, Cpbuja
2Hapoxuu my3ej, Hum, CpOuja
Pesume

OBaj pax mpencraBiba pe3yiTaT HCTpaXKWBama yTHIaja VHTepHeTa Ha TYPHCTHYKY TPAXIY H TYPHUCTHUKY
MOTPOIIY y Pa3BUjEeHHM U JAp)kaBaMma y TpaH3WIMju. Taxole, pax cTaBiba akmeHaT Ha MH(OpMaIMje ¥ KOMYHHUKAIN]CKe
KaHaJe KOji Cy KJbyYHH Y TypPHCTHYKO] UHIYCTPUjH U KOjU MOMaXy WIHpemny uHpopMmanuja. OHu moBoae u a0 mosehama
TYpUCTUYKE TPaXKe Koja Jajbe uMIunuypa nosehany norpoumsmsy. Ctyauja oOyxsara nepuon of 2010. mo 2019. rogune u
obyxBata apxaBe EVY koje cy mopaesbeHe y ABE KaTeropHje: pasBHjeHe Ap)KaBe M ApKaBe y TpaH3uIMju. Perpecrnonom
aHAJM30M HCIIMTAaH je yTHLaj npuMeHe VHTepHeTa of CTpaHe KOMIIaHHja U MOjeJHHALlA Ha TOTPOLIBY JoMahux U CTpaHUX
Typucta. [loy3gaHoct monaraka yTBpawm cMo kopumhemeM Breusch-Pegan tecra 3a TecTnpame XeTepocKeAaCTHIHOCTH
kao ¥ Durbin Watson Tectra u Breusch-Godfrey LM Tecta 3a TecTupame ayTokopenamyje. cTpaxknBame je YKIbYIHBaIO
kopumheme nmoxataka o ynorpebu MurtepHera m3 6aze EypocTtata kao m mojmamy o TypHCTHYKOj motpomrsu u3 WTTC
DATA GATEWAY (World Travel & Tourism Council). [ToctaBisene cy yetupu xumotese pana: X1: [Ipumena Mutepuera
0]l CTpaHe KOMIIaHHWja UMa PAa3IH4YHUT yTUIA] HA TOTPOLIKY AoMahuX W CTpaHUX TypHCTa y Ap’KaBaMa y TpaH3UOUju; X2:
ITpumena MHTepHETa O CTpaHE MOjeJMHAIld Ma PA3JIMYMUT YTHLA] Ha HOTPOLIKBY JOMahuX M CTpaHHX TYpHCTa Yy Ap)KaBama
y Tpamsunuju; X3: [Ipumena MHTepHeTa 01l CTpaHe KOMIAaHWja UMa PA3IMYUT YTHIA] Ha MOTPOIIKBY AoMahuX M CTpaHUX
TypucTa y pa3BujeHHM OpxkaBama; X4: [Ipumena VMHTepHeTa 0oX CTpaHEe IOjeAMHALIA MMa PA3MYUT yTUIA] HA TOTPOLIBY
nomahMX ¥ CTPaHHUX TYPUCTa y Pa3BHjeHHM JpXKaBaMa.

3a pkaBe y TpaH3MIMjH PE3yNITaTH PErPecHoHe aHaIN3e MoKasyjy na Kopuiheme HTepHeTa 011 cTpaHe KOMITaHHja
¥ TIOje/MHANla UMa 3HavajaH YTHIAj HAa MOTPOINkY noMahux TypucTa y JApkaBama y TpaH3uimju y EBporickoj YHuju.
Kopunithewe VHTepHeTa oJ cTpaHe KOMIIaHMja MMa ITO3UTHBAH YTHUIAj HA MOTPOLIKY AoMalinx TypHCTa, TOK Kopuiheme
UurtepHera ox cTpaHe MojeAnHAIla MMa HEraTHBaH YTHIA] Ha MOTPOIIY NoMahnX TypHCTa y ApkaBama y TpaH3HIH]jH.
PesynTaTu perpecroHe aHanM3e O YTULAjy IpuMeHe FHTepHeTa Ha MOTPOIIbY CTpaHUX TypUCTa y JprKaBaMa y TPaH3HLHjH
MoKazyjy nia caMo kopuinheme MHTepHETa 0 cTpaHe KOMIIaHUja UMa 3Ha4yajaH yTHUIAj Ha MOTPOIIkY CTPAHHUX TypHCTa, TOK
ynotpeba HMHTepHeTa 01 cTpaHe MojeAWHAla HeMa 3HayajaH YTHUI] Ha MOTPOIIBY CTPAHMX TYpHCTa y OpKaBama y
Tpam3uiju. PesynTtaté mokasyjy na xopumheme VHTepHETa 04 cTpaHe KOMIIaHWja UMa Pa3IMuUT YTHUIA] HA THOTPOLIHY
nomahMX ¥ CTpaHUX TYPUCTa y JpkKaBaMma y TPaH3UIHjH.

VY pasBujeHHM JIp)kaBamMa NpUMeHa lIHTepHeTa O CTpaHe KOMIIaHWja WMa 3HayajaH YTHIA] Ha HOTPOIIBY
nomahMX TypucTa, Kao ¥ Ha MOTPOLIY CTPaHUX TypucTa. Iberos yruaj je mosutuBan. PesynraTu nokasyjy na xopumheme
WuHTepHeTa ON CTpaHe KOMIIaHMja MMa Pa3iMYMT YTHIA] Ha MOTPOUIKY JoMahuxX M CTpaHHX TypHCTa y Pa3BHjeHHM
npxasama. Xumortesze X1 u X2 cy nmorBphene, nok xumnorese X3 n X4 HUCy noTBphere.

YTunaj MHTEpHETA je y TypUCTHYKO] HHAYCTPHjU BENUKH W 3HaYajaH M TypU3aM Ce OCllamba y BEIHKOj MEpH Ha
CaBpeMeHE HauyMHE KOMYHHKalWje W TUCTpuOynuje. MehyTuM, HEONXOAHO je yKa3aTH Ja y JUTEepaTypd HHje moceOHa
naxxma rnocsehena yrunajy MHTepHeTa Ka0 CpeacTBa KOMYHHUKANWje U IUCTPUOYIHje Ha TYPUCTHIKY OTPOLIKY, HAKO je OH
esugeHTal. OBaj pasi rOBOpH O 3Hadajy MHTepHeTa Kao KaHaly KOMYHHKAIHje KOjU IMOJICTUYE TYPUCTHUKY MOTPOLIY.



