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1. International dimension of the HoReCa qualifications
- Katarzyna Stawinska, Malgorzata Sottysiak

Katarzyna Stawinska - Stowarzyszenie na Rzecz Innowacji i Edukaciji, Poland

Matgorzata Sottysiak, Radom, Poland

Introduction

The HoReCa industry (Hotel, Restaurants and Catering) is an important sector of the European economy,
which is developing dynamically and has a huge impact on the economy. It plays a significant role in the to-
urism indus‘rry as well as providing jobs and other economic benefits.

The HoReCa market is a huge emp|oyer that provides emp|oymeni to around 16.6 million peop|e in Europe!
This means that the sector plays an important role in creating jobs and maintaining employment in the region.

HoReCa market can be divided into three main sub-sectors: hoie|s, gastronomy (resfouronis, coies, bors) and
catering. Each of these sub-sectors has its own characteristics and cho||enges, but ‘rogefher ‘rhey form an exten-
sive ecosystem of related serviceswith customer service and food delivery. Companies operating in the HoReCa
sector p|oy a key role in the supp|y chain of food, beveroges and other goods related to customer service.
Therefore, their activities have an impact on many other industries, inc|uding food producers, alcohol supp|iers
and other suppliers. The HoReCa sector not only provides services directly related to customer service, but also
for business activities in other areas. Exomp|es include interior design companies, kitchen equipment supp|iers,
odverfising companies and many more. This creates a vast business ecosystem.

HoReCa has great deve|opmen’r pofeniio|, especio”y due to the growing deve|opmemL of tourism and the
growing demand for a variety of cu|inory experiences. Investments in the deve|opmen’r of this indusiry, cu|inory
and gastronomic innovations and odop’roiion to chcmging consumer preferences can bring benefits to both

enirepreneurs OHCI consumers.

The HoReCa sector also faces various challenges, such as competition, changes in sanitary and food safety
regu|oiions, chonging food trends and the comp|ico‘red prob|em of managing personne| and ensuring high
quo|iiy customer service.

To sum up, the HoReCa sector is a key element of the European economy, creating jobs and affecting many
other industries. It has a great deve|opmeni poienfio|, but at the same time it poses many cho”enges tfo enftre-

preneurs that require Hexibihiy, innovation and odopfoiion to chonging market conditions.

1

hffps://wwwieuropor|,europo.eu/i:ocfsheefs/en/sheef/iQé/Tourism
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The deve|opmen+ pofen‘rio| of this indusfry is assessed as high degree. In addition to peop|e o|irec‘r|y emp|oyeo|

in the hospifoh’ry ino|us’rry, companies in this indus’rry indirecHy support activities within the broad supp|y cha-
in and develop the economic activity that arises from their activities. The share of consumption expenditure
in hotels and restaurants remains high. A|ong with an increase in income (and a chonge in |iFeery|e towards
greater intensity and activity at the expense of time available, among others, for preparing meals at home),
individuals will allocate an increasing part of their budgets to gastronomy.

However, the HoReCa indus’rry is a very demonding segment, both in terms of produc’r quo|ify and parame-
ters, as well as staff professionohsm. As a direct employer, the hospitality and catering sector plays a funda-
mental role in supporting the creation of new jobs. Entities be|onging to the induerry take actions to monitor
the market and then react quic|<|y in the field of emerging mc1|oo|jus$mem‘. There is a need to cons*onﬂy follow
chonges and odjusf the offer to the needs of the labor market, especio”y in terms of staff competences. The
lack of proc’rico| skills and experience in the profession does not allow the opp|iccm+s to be classified as poten-
tial job candidates, often with insufficient preparation fo perForm procﬁc0| professiono| tasks.

The high level of competition in the HoReCa sector requires entrepreneurs to constantly improve their services,
offer unique experiences and carefully manage costs. Consumer preferences in terms of food and how to spend
fime evo|ving in restaurants. Entrepreneurs must follow these chonges and odopf their offers to meet customer
expectations. The Erasmus+ HoReCa4VET project (Market qualifications - a signpost for minimizing compe-
tence gaps between education and the labour market in the HoReCa sector - 2020-1-PLO1-KA202-082206)
is the answer to the ongoing chonges in the sector and the odjusfmen‘r of emp|oyees' competences fo the
chonging labor market.

The HoReCa4VET project was implemented in the period from October 1, 2020 to June 30, 2023, by an in-

ternational consortium composed of vocational education and fraining institutions:

Stowarzyszenie na Rzecz Innowacji i Edukacji - Coordinator, Radom, Poland

EVACO - Cracow, Poland

EDITC LTD - Nicosia, Cyprus

AKDENIZ UNIVERSITY - Antalya, Turkey

Fundacién Equipo Humano (FEH) - Valencia, Spain

Samerimpeks Impulsi DOO - Skopje, Republic of North Macedonia.

The project is aimed at formal, informal and non-formal |i1ce|ong learners of all age groups, exponding know-
|edge, improving the skills and competences of the workforce and promoting flexible |eoming pofhs, inc|uo|ing
through career counseling and validation of acquired The main objective of the project was to increase access
to |ife|ong |eorning for people |eoving their professions in the tourism and catering industry and wanting to
start a professiono| career in the HORECA indus’rry by o|eve|oping and imp|emenﬁng validation and certifi-
cation models compliant with the European Qualifications Framework developed thanks to cooperation with
transnational partners and drowing on know|eo|ge and experience from their activities in this area.

This cooperation made it possible to use different conditions, look from a different perspective and compare
solutions operating in other countries and the sfrengfhs of each partner in terms of market quo|ificoﬂons of
their validation proces and certification. The reference to the levels of the national quo|ificoﬁons framework
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and the opprooch to sectors in individual countries is different and this aspect guarantees the deve|opmen‘r of

possib|y common or comp|emenfory tools, and af the same time consistent with the assumptions of the EQF.

The project {u||y fits in with the purpose and assumptions of vocational education, currently indusfry—specific.
All activities related to minimizing the differences between vocational education and the labor market are cur-
renHy listed as priorities. Moreover, the opprooch based on market quo|ifico’rions introduced to the |n+egro+eo|
Qualifications System somehow confirms the need to offer them to people entering the labor market. Market
quo|ifico+ions are additional professiono| skills identified by emp|oyers based on the current market demand,
which can be cthuired by students of trade schools as part of the project.

HoReCa4VET qualifications

The aim of the project was to increase access to formal, informal and non-formal |ife|ong |eorning in the HoRe-
Ca indusfry by deve|oping and imp|emen‘ring validation and certification models comp|ion+ with the European
Qualifications Framework, as well as exponding know|edge, skills and competences of trainers, students, gra-
duates, proc’rico| vocational fraining teachers, trainers, emp|oyees and management staff, business advisors
and coaches, and promoting flexible |eorning pofhs, inc|uo|ing Through career counse|ing and validation of
acquired competences.

The project is fu“y in line with the purpose and assumptions of vocational education, and all activities related
tfo minimizing the differences between vocational education and the labor market have been treated as a
priority.

As part of the imp|emen’ro+ion of individual results, the |eorning outcomes identified by emp|oyers based on
the current market demand were characterized as additional professioncﬂ skills in the European dimension,
which under the project can be purchased in three qualifications: Creating flavors and decorating dishes; Ma-
nagement of work in the kitchen and Management in the HORECA industry.

The quo|ifico’rions deve|opeo| in the project can supp|emen+ the skills ocquired in formal and informal educa-
tion, as they respond to the needs of the labor market through the identified effects and verification methods
in the conducted research. Confirmed quo|ificoﬁons will provide emp|oyers with quo|ified staff, and emp|oyees
will be able to find employment on the labor market. The new solution will also have a positive impact on the
|h(e|ong learning process, raising the level of competences and quo|ifico‘rions. The results developed in the pro-
ject are consistent with the directions of intervention indicated in the Human Capital Development Strategy
2030, such as improving the quo|i’ry of fraining and deve|oping creativity and innovation of learners, better
matching vocational training to economic and social needs and labor market requirements, popularizing adult
|eorning and better adjustment of adult fraining to socio-economic needs, deve|opmen+ of the national quo|i—
fications system and validation system.

The deve|opeo| results are a kind of research sfudy for Working peop|e who do not have confirmed quo|ifico—
tions. They can also be a starting point necessary to start professioncd advancement.

The deve|opeo| validation and certification model is the basis for the o|eve|opmen+ of future course and fraining
programs in this areq, it is a co’ro|og of skills for peop|e who want to deve|op, acquire and confirm quo|ifico—
tions, as well as a set of skills that can be confirmed as part of non-formal education.
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Labour market trends

The Horeca sector consists of hotels, restaurants and cafes (or catering companies) and is one of the fastest
growing sectors in the world, after tourism. It is rnciin|y made up of small and medium-sized enterprises and is
a fcis‘r-growing industry, meaning that economic growrn has a strong impact on employment.

According to Eurostat, the HORECA sector (NACE 55 and 56) employed 10,555,500 people in 2016, re-
presenting opproximo‘re|y 5% of total emp|oymenr in the European Union. The |orgesr subsector, accounting
for the largest number of employees, is food service activities for 75% of total employment in the HORECA
industry. Women represent 54% of the total workforce. According to structural statistics in the 28 EU countries

in 2015. (the latest year with available data) there were 1,921,244 businesses in the HORECA industry.

Hotels and restaurants are the main employers of young people, and a large number of seasonal workers are
emp|oyeo| in addition to permanent staff during peok seasons. Recruitment of staff in this sector can be pro-
blematic, moin|y due to the nature of some working conditions: |ong Working hours, re|ofive|y low wages and
a high level of temporary and seasonal work.

It is vitally important that the sector becomes more attractive to a skilled workforce. The idea of the HoRe-
Ca4VET project was to prepare training activities that can be used to prepare companies and employees for
economic recovery in terms of increasing the emp|oyobi|ify of workers, e|iminoring skills mismatches, etc.

Investment in human resources and skills (through education and training) is recognised as one of the key

drivers of economic growrn and social cohesion, bringing a range of benefits to countries, businesses and in-
dividuals. ?

With regard to the characteristics of the workforce in the HORECA sector, it is important to note its close links
with the tourism indusiry, which is the |c1rgesf emp|oyer of migrant workers from third countries. The sector
also emp|oys a hign proportion of young peop|e, o||owing many of them to gain their first work experience.

Hotels and restaurants are the most important emp|oyers of young peop|e, and at peok fimes, a |orge number
of seasonal workers are emp|oyeo| in addition to permanent staff. Recruiting workers to the sector can be pro-
blematic, mainly due to the nature of some working conditions: |ong working hours, relatively low wages and
a nign level of tfemporary and seasonal work.

It is important to make the sector more attractive to a skilled workforce. The idea of the HoReCa4VET project
was fo deve|op fraining activities that can be used in preparing enterprises and emp|oyees for economic reco-
very in terms of increasing the employability of employees, eliminating skills mismatches, etc.

Investment in human resources and skills (’rhrougn education and training) is recognised as one of the key
drivers of economic grow’rh and social cohesion, with a range of benefits for countries, businesses and individu-
als. The European Economic Recovery Plan proposed by the Commission in November 2008 highlighted the
imporftance of imp|emenfing active and in’regrofed Hexicurify po|icies, focusing on activation, retraining and
skills upgrading measures to promote the continued employability of workers.?

The high level of youth unemployment in the European Union has led the Commission to develop some solu-

2  Ernst & Young (2013), The nospifghfy sector in Europe: An assessment of the economic contribution of the hospifoiify sector across
31 countries, The Brewers of Europe.

3 EC 2008b, European Council 1 SEPTEMBER Brussels, 6 October 2008 (07.10), (OR. fr), 12594/2/08, REV 2, CONCL 3.
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fions to support young peop|e's enfry info the labour market in this sector. These include a range of po|icies

and tools that the industry can use, including the aim of addressing the skills challenge and harnessing the
tourism industry’s potential for workplace creativity and growth.

The HoReCa4VET project responds to these challenges by creating a range of solutions for lifelong learners
of formal, informal and non-formal of all age groups, enhancing the knowledge, skills and competences of
the workforce. The project promotes flexible |eorning po‘rhwoys, inc|uo|ing Through career counse||ing and the
validation of acquired competences, as well as increasing access to lifelong learning for those graduating in
tourism and catering and wishing to start a career in tourism.

An added value, not assumed o|uring the deve|opmenf of the project assumptions, was the inclusion in the
project of people with moderate and severe intellectual disabilities who are participants of the Occupational
Therapy Workshop run by the Association for Innovation and Education in Radom.

Not on|y creating flavours and decoroﬂng dishes

Toking into account the nigh level of competition and cnonging consumer preferences, investing in c|eve|oping
the competences of employees in the HoReCa industry is crucial.

Ina chonging business environment, ﬂexobihiy is the key issue. Both emp|oyees and ernp|oyers need to under-
stand current trends, regu|o‘rions and ‘recnno|ogies and odopf their operations and oiferings‘ Striving for con-
finuous improvement of services and ofiering unique customer experiences can increase the competitiveness of
companies in the HoReCa sector. Business owners must be Wi||ing to consionﬂy improve their business, innovate
and odopf fo chonging trends and market conditions to succeed in this competitive indus‘rry.

Deve|opmenfs in fechno|ogy, porﬁcu|or|y in online booking systems, food de|ivery and order management,
can help HoReCa companies to improve efficiency and customer service. Flexibility and the ability to adapt
to sudden changes, such as the COVID-19 pandemic, are key to the survival and success of companies in the

HoReCa industry.

There are many factors that influence the success of a restaurant. The most important ining is the rign’r menu,
tailored to the needs of the local market. Customers are also attracted by the origino| arrangement.

Creating flavors and decorofing dishes are imporftant elements of cu|inory art. Both of these aspects are key fo
moking your food look and taste great. Cooks and chefs spend a lot of time and effort |eorning and improving
their skills in these areas to create dishes that are not on|y fasty, but also beautiful and o|e|ig|’1iiu| to the senses.

Flavour creation is the art of combining different ingredien‘rs to achieve the pen(ec‘r taste. Flavour creation
requires know|eo|ge of different ingredien’rs, cooking techniques and ways of combining flavours to get the
pen(ec’r combination of flavours. Cooks must also take into account the preierences of their guests and use
their creativity to create something special and unique. They use a variety of techniques and technologies, such
as fermenioﬂon, sous-vide, gri||ing, irying, roasting, eftc, tfo create unique dishes with a variety of flavours. I+
is also important fo use the rigi’i’r proportions of ingredien’rs so that the flavours do not dominate each other
and are well balanced.

Food decoration is another important aspect of cu|inory art. It is the art of ingredienis combination in an
artistic and aesthetic way to create a beautiful and visually interesting dish. We all like food to look beautiful
and fempting. Chefs use a variety of techniques, such as arranging ingredien‘rs in an artistic way, carving ve-
gefob|es and fruits, and using colorful sauces and gornishes to give a dish a unique look. It is also important
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to present the dishes in an aesthetic way, e.g. on beautiful p|o+es to make them look even more attractive.

All of these elements - taste, appearance and presentation - are key to creating dishes that not on|y taste
great, but also look and present excepﬂono”y. All'in all, creating flavors and decorofing dishes are two key
elements of the cu|inory art that allow cooks to create not on|y tasty, but also beautiful and sensual dishes.

Cooks and chefs use their know|eo|ge and experience to combine different ingredienfs in a way that emphosi—
zes their flavors and aromas, while creating someﬂwing new and origino|‘ For exomp|e, a cook can use a sour
lemon to enhance the taste of sweet strawberries, and add a dash of cinnamon to add a spicy note fo the
dish. Another way fo create flavors is to use contrasts, eg. combining sweet and spicy or sour and sweet, which
can give an interesting taste effect.

Creating flavors also requires know|edge of various cooking Techniques, such as gri||ing, boking, Frying, as well
as the obi|i+y to use spices and herbs to enhance the flavors and aromas of the ingredienJrs. All these elements
are important to create the perfec’r taste that will soﬂsfy the po|o‘res and surprise cu|inory guests.

Creating flavors in the 21st century is a cho”enge for cooks and chefs. Nowodoys, customers are more taste
conscious and expect their dishes to be unique and surprising. Chefs must use their creativity to create new
and origino| combinations of flavors that will stand out from the rest.

Contemporary cu|inory trends, such as molecular or vegetarian cuisine, require more advanced skills in cre-
ating flavors from cooks. Chefs use modern tools and ‘rechniques such as sous-vide, emulsifiers and hydro|ysers
to create more comp|ex flavors and textures.

In addition, due to the growing health awareness, customers are often |oo|<ing for heloy and natural ingre-
dients, which requires cooks to be more creative in combining flavors. Chefs use a variety of cooking *echniques,
such as steaming and gri||ing, fo preserve the nutritional value of the ingredienfs and maximize flavor.

Nowodoys, the issue of susfoinobimy is also very important, which influences the choice of ingredienfs and
the way Jrhey are prepored. Chefs fry fo use seasonal and local producfs fo preserve their natural flavor and

support local communities.

All these factors influence how chefs create flavors Jrodoy. A modern opprooch fo cu|inory arts is creativity,

innovation and health and eco|ogico| awareness.

Cooks and chefs strive to create dishes that will not on|y be tasty, but also heo|‘rhy and balanced. Creativity
and innovation in cooking are about finding new combinations of flavors and ways to prepare dishes that will
surprise and de|ighf your guests. Chefs often use modern tools and ‘rechniques to achieve more comp|e>< flavors
and textures.

Health awareness in cooking is the care for the ingredien’rs used in dishes, their nutritional values and impact
on health. Chefs fry to use seasonal and local producfs that are more natural and healthier. Contemporary
cu|inory trends, such as vegetarian or vegan cuisine, also result from the growing health and eco|ogico| awa-

reness.

Eco|ogico| opprooch to cu|inory, in turn, means care for the natural environment and sustainable o|eve|opmenf.
The cooks fry to use organic procluc‘rs that are grown and processed in accordance with the princip|es of susta-
inable deve|opmenf. In addition, chefs fry to reduce food waste by using the full pofenfio| of each ingredienf.

The modern approach to cooking is a combination of these three elements - creativity, innovation and care
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for health and the natural environment. Cooks and chefs strive to create dishes that are not on|y de|icious, but

also bepoy, balanced and conscious.

It is very important to use the rigb‘r proportions of ingredien‘rs so that the flavors of the dishes are balanced
and harmonious. Chefs try to use different proportions of ingredien’rs to achieve op’rimo| flavor combinations,
such as sweet and sour, so|ry and sweet, or spicy and sour.

It is also important not tfo use foo many strong ingredienis that can dominate other flavors and spoi| the whole
dish, e.g. too much salt can dominate the taste of a dish, just as too much hot spice can dominate more deli-
cate flavors.

Appropriate proportions of ingredients is also a matter of adjusting the amount of individual ingredients to
the individual taste preferences of guests. Chefs must take into account different tastes and cultures when
preparing dishes to p|eose everyone.

Therefore, it is important that the ingredien‘rs are fresh, bigb—qug|iry and well-chosen, and that the dishes are
prepcrred in a skillful manner and with attention to taste. The aesthetics of the dishes can increase the appetite
and encourage you fo fry the dish, but it is the taste and quo|i‘ry of the ingredien‘rs that will determine whether
the dish will be remembered as gooo| and valuable. It is also worth remembering that the presentation of
dishes does not have to be complicated to be attractive. Sometimes simplicity and minimalism can be equally
beautiful and effective. It is important that everyrbing isin gooo| taste and proportions.

The modern Opproocb to cu|inory empbclsizes bepoy and natural ingredienis and the avoidance of artificial
additives and preservatives. Thanks to this, we can enjoy dishes that not on|y faste good, but are also beneficial
to our health.

Health awareness in cooking also includes cboosing the righf cooking ‘rechniques fo preserve the nutritional va-
lue of the ingredienfs and minimize the loss of nutritional value in the cooking process. For exomp|e, steaming
or stewing are fecbniques that preserve most of the nutritional value in the ingredienrs, and at the same time
get tasty and beloy dishes.

It is also worth remembering about the rigbi portion size so as not to overdo it with the amount of food con-
sumed and take care of a balanced diet that will provide us with all the nutrients we need.

The modern opproocb to cu|incrry also requires consideration of o||ergens and other prob|ems related to
nutrition. Health-related dierory restrictions, such as o||ergies, food intolerances or dierory preferences, are
becoming more and more common and it is important that cooks are able to take them into account when

preparing dishes.

Therefore, when creating flavors, be aware of allergens and other dietary restrictions and use appropriate
cooking techniques and choose ingredients that will not cause allergic reactions or other health problem:s.

In cu|inory, it is also important to use appropriate methods of food preparation, such as separating the tools
and utensils used to prepare allergen-free dishes from those used to prepare allergen-containing dishes. This
helps to avoid accidentally rronsferring o||ergens to a dish that should be o||ergen—i(ree.

It is also worth remembering to label dishes so that people with allergies or food intolerances know which
dishes are safe for them. The modern opprooch fo cu|inory requires attention not on|y to the taste of dishes,
but also to health and consumer safety.
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Both the creation of flavors and the decoration of dishes are important in the kitchen. The taste and appe-

arance of a dish can influence our enjoyment of eating, encourage us to exp|ore cu|ir10ry possibi|iﬂes and
create unforge’r’rob|e culinary experiences. We encourage you to familiarize yourse|1( with the results of the
HoReCa4VET project available at https://horeca.projectsgallery.eu/, where the described qualifications are
available along with with a range of didactic materials dedicated to improving professional qualifications in
three quo|ifico‘rions: Creating flavors and decorating dishes; Management of work in the kitchen and Mana-

gement in the HORECA industry.

Disability as an obstacle in undertaking culinary activities?

Disobi|ify is not an obstacle to underroking cu|inory activities, nor does it affect the obi|i+y fo recognize flavors
or create aesthetic arrangements on a p|o’re.

During the implementation of the project, the Association for Innovation and Education decided to carry out
an educational experiment consisting in inc|uc|ing the participants of the Occupoﬁono| Theropy Workshop, of
which Jrhey are the |eoo|ing body, in the project activities.

The Occupational Therapy Workshop (WTZ) is a place where people with disabilities can take up professional
and social activity. WTZs are institutions that conduct Jrherc:peu’ric c|osses, inc|uding household ones, as well
as vocational workshops for peop|e with various types of disabilities. Classes are conducted by specio|is+s who
support participants in their deve|opmenr and activities. They give you the opportunity to deve|op your skills
and interests, but also to establish social contacts and participation in professiono| and social life.

WTZ participants took part in activities related to the pi|o’r testing of qu0|irico’rions: Creating flavors and
decororing dishes. Due to their deficits, Jrhey could not take part in the verification of all o|eve|opeo| |eorning
outcomes. The focus was on decoro’ring dishes - and more precise|y, decoroﬂng sweets (,,cupcokes”) and ma-
naging work in the kitchen.

Participants of the experiment performed auxiliary work consisting in the Fo||owing activities:
v' related to the preparation and display of dishes;

v related to food storage;
v housekeeping in the foci|iry4

All members of the kitchen team were involved in ouxi|iory work, which included preparation of ingredienfs, as-
sistance in preparing dishes, Jroking care of hygiene in the kitchen and restaurant room, and operating kitchen
equipment. This required know|eo|ge of occupofiono| health and scn[e‘ry rules, as well as the obihry tfo cooperate
with other team members.

Participants of the WTZ at the Association for Innovation and Education presented their skills during the
International Scientific Conference summarizing the implementation of the HoReCa4VET project on May 9,

2023.

It should be emphosized that there is no education for individuals in Poland with moderate and severe disabi-
lities. Education in auxiliary professions is available only to people with mild intellectual disabilities.

It is worth remembering that peop|e with intellectual disabilities, just like any other person, have the righr fo
work and develop their interests, including in the catering industry. It is worth supporting such initiatives and
activities in order to increase the occessibih‘ry of professions for peop|e with disabilities and enable them to
fully participate in professional and social life.
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Abstract

The article presents the research results on the current state of competences of the staff in organisations and
companies. The necessity of conducfing such research comes from the action p|cm presen‘red in 2019 by the
European Commission called the European Green Deal. Tourism as a branch of the economy, including the
HoReCa sector, is one of the most important pi||0rs of the European Union economy, generating a |orge de-
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mand for emp|oyees. Thanks to the definition of new competence areas, the authors of this article determine

which new competences should be ocquired or deve|opec| by emp|oyees in order to ensure the smooth functio-
ning of enterprises operating in the above-mentioned sector.

Keywords

HoReCa, European Green Deal, Green competences, competences, challenges.

Introduction

Definitions of competencies

There are many different definitions of competences in the literature. The International Organisation for Stan-
dardisation defines it as “the obi|i’ry fo opp|y know|edge and skills in order to achieve the intended results’
(PN-EN ISO 90012015, point 7.2).

The I1SO 9001 standard distinguishes the following elements of competence:

(] educoﬂon,
® fraining,
® experience,

o skills.

Among the recommendations resu|ﬁng from the above standard, the Fo||owing aspects should be indicated:

e determining the competences of personnel who can influence the quality (i.e. all entities influencing the
quality),

® assessing the effectiveness of the activities which are carried out (eg. whether the definition of compe-
tences is in line with the needs, o|eve|opmen+ p|cms, or is it used to achieve goo|s),

® guaranteeing fraining or other activities aimed at ensuring appropriate competences (these are for
example: rotation, self-education, internship in another company, etc.) (cf. PN-EN ISO 9001:2015, point
712).

The above definition is genero“y opp|icob|e to the imp|emenfoﬁon of corporate governance standards. It is
worth considering a separate perception of competence developed within the National Vocational Qualifi-
cation System (NVQ) in the United Kingdom. The mentioned system “contains a description of the minimum
standards for the imp|emenfofion of tasks and exercises expressed in a way that allows their observation and
evaluation for the purpose of certification. The competency element appearing in the NVQ language is a de-
scription of somefhing that emp|oyees should be able to perform within a specific job. Based on these criteriq,
employees are rated as competent or not yet competent.” (Armstrong, 2006, p. 161) The NVQ system groups
criteria are related to:

® management ski||s,

® resource management,
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e human resource management,
e information management,

® cnergy management,

° quo|ify management,

® project management.

Within each group, the specific skills are determined. The skills are then described on 5 levels, which correspond
to the degree of complexity of tasks performed at a given position (Czapla, 2010, p. 202).

There are many different classifications of competencies and components in the literature. For exomp|e, T
O|e|<syn (2006) indicates the fo||owing elements: experience, skills, creativity, innovation, responsibi|ify, en-
‘rrepreneurship, professionohsm, ovoi|obi|i‘ry, obi|i+y tfo cooperate, communication competences, assertiveness,

efficiency and effectiveness.

In order to illustrate what a competence is, it is possib|e to use the so-called inJregroJred competency model. For
the purposes of this s’ruo|y, the model proposed by Tomasz Czop|o (Fig. 1) was used who, for the purpose of his
article The Integrated Model of Competence, adopted the fo||owing definition of competency developed by
R.E. Boyatzis “Competence is the potential that exists in a person, leading to such behaviour that contributes
to meet the requirements of a given job within the parameters of the organisation’s environment, which in turn
produces the desired results. (Boyatzis, 1982 p. 18).

Figure 1. Integrated competency model.

Uczenie sig

Wiedza * Rozumienie {1&}
Postawa

Srodowisko
(warlosci kultury
organizacyjnej)

Umiejgtnosé

Wartosci Przekonania
Socjalizacja

Source: Own elaboration based on Czapla T, 2010, p. 206.

Figure 1 c|eor|y presents the dynomics of cause-and-effect re|o’rionships in individual areas of competence. The
infegro‘red competency model proposed by T Czop|o was odopfed for the purposes of this article due to the
specificify of the new competencies resuHing from the assumptions of the European Green Deal.
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It is necessary fo pay attention on the correct assessment of competences - competences that are useful on

the current position may not be useful on other job position. Here we can refer to the princip|e that not every
good salesman will be a good sales manager. “Excellent sales results increase the probability of an employee’s
promotion, but Jrhey are associated with declines in sales among the new manager’s subordinates’ (Fifzgero|o|,
2018, p. 4). In order to verify the level of the competence, schemes of competence levels can be used. The ad-
option of the competency model presented in Figure 1 allows for a precise description of a specific job position,
reﬂecﬁng the skills and attitudes that are expecfed from an emp|oyee. The intersection of skills and attitudes
allows for the gradation of competences (Czapla, 2010). In Figure 2 the exemplary scheme containing 5 levels
of competences is presenfed.

Figure 2. Scheme of competence levels.
Pioziom

Poziom
ropuumo:::ﬁ: umiajgtnoscl
wychodzenie poza
hreatywny ohaparckie standard, dzialania
twérca R nisprzewidywalne
rozwiazania
niestandardowe
angadujacy profes|onalne
inapirator
samodzielny
Zaawansowano poszerzenio
wykonawea standardu, dziatania
granica standarcil nigrutynows
ﬂ'"ﬂﬂiwm . podstawowe
granica nadzoru rozwigzania
- standardown
pilny uczon elementarne

Source: Own elaboration based on Czapla T, 2010, p. 209
The above diogrom allows us to determine the level of competencies that an emp|oyee possess.
The competences in the HoReCa sector

The HoReCa sector is one of the service sectors. This acronym comes from the English words Hotels, Restau-
rants & Catering (Bednarska, 2016). The competences related to work in this sector, in porﬂcu|or those of the
management staff, are know|edge—orien’reo| competencies. In the literature, we can find many exomp|es of sets
of competencies of the management staff in individual areas of the HoReCa sector. General management
competencies are observed in all three areas and ‘rhey are supp|emenfeo| by competencies specific to individu-
al types of enterprises. Among the most important competencies in the hotel ino|us’rry case, the fo“owing are
indicated:

® strafegic ‘rhinking,

e results orientation,
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o p|onning, organizing, motivating, confro||ing,

(] morkeﬂng ski||s,

(] |eoo|ership,

o ’rroub|eshoofing,

e social ski||s,

® cooperaftion,

® communicativeness,

e commitment and identification with the organization,

o know|eo|ge of the tourism indusfry,

o the obi|i’ry to focus on the client,

e knowledge and information management (Brzostek, et al 2020, pp. 6-7),
Knowledge and information management deserves a special attention among managerial competencies. From
the point of view of enterprises, know|eo|ge is considered a key resource of the enterprise. Effective know|edge
management has a significant impact on the market success of the company. It should be noted here that

know|eo|ge management is a system of many in‘rerdiscip|inory activities focused on the effective use of know-
|edge resources for the imp|emen’roﬁon of business goo|s of modern organizations (ibid,, p. 7).

The above set of competences is reflected in the demand for competences of the entire HoReCa sector. Con-
sidering primori|y know|edge and effective management of this resource has a |<ey impact on the funcﬁoning
of the company from the economic point of view, as well as on the further deve|opmen‘r of the competences of
the team or individual emp|oyees and the imp|emen‘roﬁon of new solutions in companies and organisations fo
improve their Funcﬁoning. CurrenHy, |<now|edge management is considered as an important factor in odop’ring
enterprises to market requirements, improving their eﬁiciency and innovation (Bosuo, et o|., 2013), (Komhowi,
2012). At this point, it should be noted fhof, in accordance with the subjecf of this or‘ric|e, the set of universal
competences for the entire HoReCa sector should include the so-called green competences.

Green competences

The term “green” competences is used more and more often in the literature. According to t. Kozar, these
competences are related to the situation how emp|oyees use their know|eo|ge and skills in practice in the ap-
p|ico’rion of pro—environmen’ro| solutions in the company. |t lists the fo”owing green competences:

e behavioural - “soft" eg:
O creative Thinking,
o ethical environmental behaviour.
e functional - "hard’, e.g.
o economical use of raw mcﬁerio|s,
O waste segregation,

o ability to drive energy efficiently (Kozar, 2017).

Based on the data published in the Climate Report, it can be assumed that managerial competences are
needed regording:
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e cnvironmental risk assessment,
e legal requirements regarding the environment and the Funcﬂoning of companies,
e assessing how customer’s preferences change,

® green supp|y chain management.

Risk assessment is an important element of competence, and not on|y in the circular economy area. In the case
of the HoReCa industry, it is crucial for managers to be aware of climate threats and the effects of chonging
climatic conditions that are the cause of disaster events, such as ﬂoods, heofwoves, hurriccmes, forest fires, and
others.

Climate disasters disrup’r producﬂon and supp|y chains, and thus prevent business continuity. Mentioning risk
management, particular attention should be paid to the process of making decisions aimed at limiting it, which
is made on the basis of the competence of the management staff. This process can be based on data ono|ysis
as well as on your own intuition. In this case, values and response to risk are of great importance (Radu, et

al, 2017).

Until the 1960s, many organisations did not care about the negative impact on the environment. There was
no mention of environmental risk at that time. Even in the ISO 14001 environmental management standard
from 2004, there was no criterion referring direc‘r|y to this risk. However, the standard indicated the need to
take preventive measures, and organisations - Through operofiono| control and emergency preporedness and
response procedures - signh(iconﬂy reduced environmental risk (Del Brio et al, 2001).

Another important task is the identification of |ego| requirements. The management staff's awareness of the
compliance of the company’s operations and development plans with all environmental regulations is critical
from the point of view of their funcfioning. It is necessary fo ensure that managers have the competence to
iden’rify and interpret |ego| requirements and that fhey are able to imp|emenf them quicldy.

There is no business without customers, but while companies try fo measure the level of customer satisfaction,
They do not 0|Woys care about their needs. The importance of eco|ogico| prodchrs is growing. Customers want
not on|y to buy what is safe for the environment, but also want to be convinced that these produc‘rs have been
produced in an ethical way that does not have a negative impact on the environment. The environmental awa-
reness of society is growing and consumer behaviour is changing (cf. Suki, 2013). The response to these market
trends is perfecﬂy visible in the case of solutions imp|emen+ed by hotel chains. The social responsibihfy of the
HoReCa sector is high and it is easy fo iden‘rify exomp|es of this type of imp|emen+oﬂon based on available
research results and available case studies. Particularly noteworthy here is the PLANET 21 programme, based
on "Agenda 21’, i.e. an action plan signed in 1992 in Rio De Janeiro. The aforementioned program is effectively
implemented in facilities belonging to the Accor hotel group (Swistak, et al. 2016) and the Orbis group, in this
case a specific brand of Ibis Hotels (Borkowska-Nibota, 2015). The pillars of the programme are:

(] helo,

e natural environment,

° reducing the carbon fooerrinJr,
® innovations,

e local deve|opmen’r,

e work,
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e dialogue (ibid.)

In the case of the above-mentioned hotel cnoins, it should be noted that measures have been irnp|emen’reo| at
all levels of Foci|ify operation for many years. Thus, when comparing the data on pro-environmental solutions
used in hotel facilities from 2014 (ibid.), it can be seen that the HoReCa sector was ahead of the assumptions
resulting from the EU Green Deal, the formalisation of which began in 2019.

Another essential competence is green supp|y chain management. Various pub|ico‘rions emphosise that com-
panies increosing|y attach importance to recyc|ing, reuse, cnonging their produciion and distribution strategies
in order to use the natural resources ‘rney obtain from the environment more efficienﬂy. Due to nigh care about
the environmental issues in recent years, there has been a signiiicon’r increase in interest in environmental social
responsibi|i’ry and green supp|y chain management practices. This management |o|c1ys a key role in supporting
companies in gaining a competitive odvon‘roge and improving their environmental image. Effective practices
can ne|p organisations reduce cash flow time, minimise risk, increase profi‘rs and ensure revenue prediciobihiy
(cf. e.g. Yanginlar, et al, 20292).

Another group of competences are competences related to snoping pro—environmen’ro| behaviour. Pro-environ-
mental behaviour “includes minimising the use of natural resources as well as harmful and toxic substances,
reducing waste generation and energy consumpftion. These are conscious actions aimed at reducing the nega-
tive impact of people on the natural environment” (Kollmuss, et al, 2002, p.240).

Efficient management of various pro-environmenicﬂ systems is also an important competence
and concepts. Companies can opp|y for certification of environmental or energy management systems, but
fhey can also significonﬂy expond their own environmental requirements by odopiing more holistic solutions
such as the Total Quality Environmental Management (TQEM). This concept requires leaders to consider
environmental aspects in every process and in every area of the company's operations. Tney must have clear
objec‘rives, a road map and a clear model for ocnieving excellence in environmental management (Joyoihir’rno,
2001). The main objective of TQEM is to reduce the negative impact of the organization (its activities) on

the environment.

A modern manager must have know|edge of socio|ogy, psycho|ogy, economics, but also iecnno|ogy. It is
very important to look at the organisation ho|i5iico||y, to think sysiemico”y, ie. in such a way as to know how
chonges in one system (e.gi in the orgonizofioncﬂ structure) affect other systems (e.g. human behaviour). It is
important fo think by processes, not functions. Without such know|eo|ge and skills, it is impossib|e fo improve
various iechno|ogico| and management processes.

In the case of environmental management systems, Jrney ‘rypico“y require emp|oyees, especio“y managers, to
be competent in:

° forrnu|o’ring environmental po|icy,

® managing environmental goo|s (combining these goo|s with the strategy),

® infegrafing the requirements of the environmental management system with other management systems,
e social communication (it is important to inform employees about the level of achievement of objectives),
° ono|ysing processes in terms of risk, opportunities for improvement, idenfn[ying environmental aspects,

® supporting emp|oyees who have an impact on the effectiveness of the environmental management sys-

tem,
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® promoting and supporting confinuous improvement (e.g. imp|emeniing empioyee suggestion schemes)

(cf. PN-EN ISO 14001: 2015. Environmental management systems. Requirements and application guide-
lines, point 5).

Every emp|oyee, regorc”ess of their function, must:

e know the environmental aspects and the sources of their creation,
e know what to do in case of accidents and environmental disasters,
e be able to inferpret data on environmental effects and process records,
e know the environmental goo|s and the factors that affect their imp|emen’ro‘rion,
e have gssigned responsibiii‘ries, but also powers,
e know the consequences of not considering the dccepied environmental standards,
e be familiar with existing iecimo|ogies to the extent that it is possib|e tfo report corrective and preventive
actions.
In the imp|emenioiion of setfing goo|s, their imp|emenioiion and chonge, the copobihiies and competences of

employees should be taken into account. In management, it is assumed that employee’s participation in setting
goals leads to a higher level of effectiveness (Slattery, et al, 2002).

Green human resource management refers to a set of practices that organisations crdopi to improve environ-
mental periormonce (e.g. improving environmental aspects, improving awareness and pro—environmen’ro| be-
haviour). It has become a key business strategy for many organizations as HR practitioners can play a key role

in improving the environment (Hameed, et al 2022).

It is genero“y occepied that this green management should ne||o emp|oyees meet their environmental goo|s.

European Green Deal

In 2019, the European Commission presented a new programme called the European Green Deal. According
to the main gooi, by 2050 at the |o‘res‘r, the Europeon Union should achieve climate neuiroiiiy, understood as
reducing greennouse gas emissions fo net zero. Thereafter, the European Union will strive to achieve negative
greenhouse gas emissions. According to the 2030 interim climate targets, the European Union and Member
States will reduce greenhouse gas emissions by at least 55% by 2030 compared to 1990 levels.

The main challenge is to develop effective tools for decarbonising the economy of both EU Member States
and its economic parfners. According to A. Samborski, the goo| of the odop‘red pockoge is to reduce and then
eliminate net greeniiouse gas emissions. The ioiiowing reguig’rions and economic initiatives are of pgriicuigr
importance for the functioning of enterprises: European Climate Law; European Industrial Strategy; Roadmap
for a Circular Economy; Clean, Inexpensive and Safe Energy (Samborski, 2022).

One of the huge challenges is the introduction of circular economy principles.

According to D. Puciato - “The circular economy model (circular economy) is based on three principies: )
profection and improvement of natural copi’ro| by conrro||ing limited resources and bo|oncing the flow of
renewable resources (e.g. substitution of energy from fossil fuels with renewable energy or using the maxi-
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mum sustainable yie|c| method to conserve fish stocks), (2) optimising resource eﬁticiency Jrhrough producfs,

components and materials that 0|W0ys work at the highes’r level of uﬂ|ify, both in the technical and bio|ogico|
cycle (e.g. extending product life cycles), (3) promoting the effectiveness of the system by iden’rifying and
inferno|ising external costs, i.e. water, air and soil po||uﬁon, noise, climate chonge and related health domoge
to society” (Puciato,2022, p.20).

Methodological assumptions

Empirico| research was carried out in the period from Ju|y fo Sepfember 2022 among representatives of micro,
small and medium-sized enterprises (MSME) from Poland, Hungary and Ireland. The research sample was
dominated by representatives of enterprises operating in the service sector, of which 30% of the responderﬁs
represen‘red the HoReCa sub-sector. The research focused on the imp|emen’roﬂon of sustainable deve|opmen+
assumptions and elements included in the European strategy known as the European Green Deal.

Empirico| research, which is the basis of this s’rudy, was conducted on the basis of an Internet survey question-
naire using the CAWI (Computer-Assisted Web Interview) technique. The research sample included 100 pe-
ople in Poland, 102 people in Hungary and 102 people in Ireland. The research was supplemented by a series
of individual in-depth interviews (IDI) with representatives of MSME management. They covered 10 people in
Poland, 13 people in Hungary and 9 people in Ireland.

Data on CAWI survey participants is presented in Table 1.

Table 1. Survey participants - basic data.

%
Poland Sex Women 53
Men 47
Age 18 - 30 years 29
31 - 50 years 59
Over 50 years old 19
Hungary Sex Women 43]
Men 56.9
Age 18 - 30 years 12.7
31 - 50 years 58.8
Over 50 years old 284
Ireland Sex Women 51
Men 49
Age 18 - 30 years 324
31 - 50 years 50
Over 50 years old 17.6

Source: own study.

Due to the range of research, for the purposes of this s’ruo|y, the results concerning issues related to entferprise
management and competencies represented by employees of individual companies were separated. The follow-
ing questions have been selected:
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1. Please rate on a scale of 1to 5, where 1 means | comp|e‘re|y disogree and 5 means | comp|e‘re|y agree, fo

what extent are the fo||owing ideas taken into account in the management practice of your organisation/
company?

a. App|ying sustainable management of resources (e.g. energy, fuels, water, etc.).

b. Using renewable energy sources.

C. Reducing your carbon itoo’rprin’r.

d. Reducing the water footprint.

e. Si’ioriening the supp|y chain.

f. |mp|emenﬂng the idea of fair trade.

g. Reducing the use of fossil fuels.

h. Using raw moferio|s/recyc|ed producis.

i. Reducing paper consumption (e.g. electronic document circulation).
i.  Running a circular economy.
k. Considering gender equality.
l |mp|emeniing innovation.
m. Consionﬂy gaining know|edge and competences.
n. Protecting nature and the environment.
o. Cooperating with orgonisoiions/business partners for sustainable deve|opmeni
2. Please choose five of the above elements - the most important in your opinion - and then arrange them
in the order of imporftance for their irnp|emen+c1fion in your organisation / company.
3. Please assess to what extent the current competencies of the staff of your orgonisoiion/compony corre-
spond to the areas in which actions are taken regording the areas included in the European Green Deal.
4. Please assign a rank to individual competencies depending on their importance in implementing the

princip|es of sustainable deve|oprnen’r in your organisation/company

a.  Work ethics.

b. |n‘rerpersonc1| communication.

c.  Availability.

d. Dec1|ing with conflict situations.

e. Motivating yourself and others.

f.  Emotional bond with the organisation.
g. Professional integration.

h. Ability to cooperate with the environment.
i.  Ability to adapt to chonging conditions.
i.  Raising qualifications.

k. Creativity.

l Ano|yiico| skills.
m. F|exibi|ify, odop‘robihfy to the prevoi|ing conditions, the obi|i‘ry fo set priorities.

n. |n‘rerpersonc1| skills.
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The entire research results presenting detailed information on the opinions and imp|emenfoﬂon statuses of the
idea of the European Green Deal and Sustainable Development are available as part of the report on re-
search carried out as part of the project “Academy of Sustainable Development - ESG Management” imple-
mented by the University of Tourism and Ecology, European ECOCYCLES Association and Green Industry
Foundation.

Another source of data for this article were in—depfh interviews, which had the fo||owing confent:
Entry

In 2015, the UN General Assembly adopted the 2030 Agenda for Sustainable Development, containing 17
Sustainable Development Goals. They are the following:

End poverty in all its forms in the world.

End hunger, achieve food security and improved nutrition, and promote sustainable agriculture.
Ensure heo|’rhy lives and promote prosperity for all peop|e of all ages.

Ensure quo|i+y education for all and promote |i1(e|ong |eorning.

Achieve gender equo|i+y and empower women and gir|s.

Ensure access to water and sanitation for all ‘rhrough the sustainable management of water resources.

Provide all peop|e with access to sources of stable, sustainable and modern energy at an affordable price.

O NV AEWN R

Promote stable, sustainable and inclusive economic grow‘rh, full and producﬂve emp|oymen+ and work

for all.

9. Build sustainable infrastructure, promote sustainable industrialisation and foster innovation.

10. Reduce inequalities within and between countries.

11. Make cities and human settlements safe, stable, sustainable and inclusive.

12. Ensure patterns of sustainable consumpftion and producﬂon.

13. Take urgent action to combat climate change and its effects.

14. Protect oceans, seas and marine resources and use them susfoinob|y.

15. Protect, restore and promote sustainable use of terrestrial ecosystems, sustainable management of for-
ests, combat deser’rifico‘rion, halt and reverse land degrodofion and halt biodiversi‘ry loss.

16. Promote peocefu| and inclusive societies, ensure access to justice for all and build eﬁcecfive, accountable
and inclusive institutions at all levels.

17. Sfreng’rhen the means of imp|emen+o+ion and reinvigorate the g|obo| porfnership for sustainable devel-

opment.

Questions

1. Please assign each of these objectives a rank in terms of its importance on a g|obo| scale, on a scale of
1 to 5, where 1 means the highest importance of a given issue.

2. Which of the above goo|s do you consider important from the perspective of your organisation/compa-
ny?

3. Do any of them - and if so, which ones - do you take into account when:

a. creating an organisation/company strategy
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b. ongoing action |o|onning
c. current cost p|orming
d. staffing decisions

moking decisions in the scope of improving own competences
moking decisions regording the improvement of staff qualifications

g. The current development strategy of the European Union until 2050 is the European Green Deal.
Its task is to transform the European Union into a climate-neutral area. This strategy covers the
fo||owirrg areas:

h. More ambitious EU climate targets for 2030 and 2050

i. Providing clean, affordable and secure energy

. Mobi|ising the indusfry sector for a clean and circular economy

k. Bui|o|ing and renovating in an energy- and resource-saving way

. Zero po||urion for a non-toxic environment

m. Protection and restoration of ecosystems and biodiversity

n. From farm to fork: a fair, heloy and environmenfo”y frieno“y food system

Acce|eroring the transition to sustainable and smart mobi|i’ry

o.
p. Supporting research and srimu|ofing innovation
g. Empowering citizens to move towards a climate-neutral and sustainable Europe

International cooperation

=

4. Which of the above areas do you consider to be the most important from the perspective of your organ-
isation/company?

5. In the above areas, the European Union will act systemically. Which of them can have the greatest im-
pact on the Funcﬂoning of your organisation/company? Will it be a positive or negative impact and why?

6. Please assess to what extent the existing structure of your organisation/company reflects ’roking action
within the areas included in the European Green Deal. Please use a scale from 1to 5, where 1 means no
at all and 5 means full consideration of the EML assumptions.

7. In your opinion, what is the level of awareness of the employees of your organisation/company regarding
the existence of the Sustainable Development Goals and the areas of the European Green Deal?
Please assess in a narrative form to what extent the current competences of the staff of your orgonisofion/
company correspond to the areas in which activities are undertaken regording the areas included in the Eu-

ropean Green Deal. Please list the three key competencies present in emp|oyees and the three most important
ones that are missing so far.

Results

Summary of the research results

As part of the first of the ono|yseo| questions covered by the survey, the respondenrs assessed the management
practice of the companies fhey represent, roking into account 15 ideas o|irecf|y resu|’ring from the assumptions
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of the European Green Deal. Figure 3 presents a summary of the answers in a grophico| form o|ong with the

conclusions drawn on their basis.
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Figure 3. Ideas taken into account in management practice in Poland.
Source: own study.

At the outset, it should be noted that in the Polish part of the research, the total percentage of negative
answers ('l strongly disagree” and ‘I disagree”) in the context of any of the theses did not exceed 21%, which
suggests that the level of acceptance for the princip|es of sustainable deve|opmen+ in management practice of
MSME representatives represented by the respondents is high. It is also worth noting that if the acceptance of
the presenfed ideas was lower, it was usuo||y occomponied by a high percentage of undecided answers. This
is clearly seen in the evaluation of the following ideas:

the use of renewable energy sources (17% of negative answers, 35% of responden’rs who did not have a c|eor|y
defined view);

reduction of the carbon foofprinf (19% of negative answers, 39% of respondenfs who had no definite opinion);
water footprint reduction (21% negative, 32% neutral);
reducing the use of fossil fuels (20% and 41% respectively);

In the above cases, the level of acceptance for the opp|ico‘rion of the presen’red ideas in management practice
was below 50%. It should be noted that the above these are the most difficult to apply in economic terms -
they are associated with the need for radical changes in the technologies used or in the means of transport
used. Their cost-intensiveness may be the reason for the lowest level of acceptance, o|‘rhough it is worth repe-
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ating that in none of the cases listed above did the level of negative assessments exceed 21%.

Among the others, the lowest total percentage of answers indicoﬂng that the discussed princip|es of susta-
inable deve|opmen‘r in business were taken into account (at the level of exoc‘r|y 50%) occurred in the case of
the question about the idea of fair trade. The greatest support, exceeding 70% of positive answers, concerns
the issue of innovation and continuous improvement of competences. Such a result should not be surprising,
as these are the most obvious and necessary elements of the Funcrioning of a modern growing company or
organisation, cr|+hough fhey are often not perceived as elements offec’ring the assessment of a sustainable
opprooch to management. A high percentage of respondenfs (over 60%) also indicated:

reduction of paper consumption (e.g. due to the introduction of electronic document circulation);
gender equo|i‘ry;
cooperation between organizations/business partners for sustainable development.

A s|igh’r|y lower total score - at a level exceeding 50% of posiftive answers - concerned |ogierics issues: susta-
inable resource management, shortening the supply chain, using raw materials/recycled products and running
a circular economy. This indicates that the awareness of the impact of the above-mentioned elements on the
proper Func’rioning of the business is still insufficient. It should be presumed that this situation will soon chonge
significantly, as the progressing energy crisis will force companies to look for savings, and thus reduce the cost
of de|ivery or a wider use of recyc|ing.
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Figure 4. I[deas taken into account in management practice in Hungary.
Source: own study.
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The Hungarian respondenrs showed a comp|e‘re|y different opprooch to the ono|ysed issue. This is c|eor|y
visible in the case of the share of negative answers, which in many cases is definire|y higher than in the Polish
s’rudy. According to the respondenrs, the Fo||owing ideas are not taken into account in management practice:

e using renewable energy sources (47% vs. 26% undecided):
e water footprint reduction (40% vs. 26% undecided);

e gender equality (41% vs. 33% undecided);

e innovativeness (26% with 40% undecided).

The respondents spoke positively about taking into account in management practice in relation to:

e the idea of fair trade (48% with 26% undecided);

e reducing the use of fossil fuels (50% vs. 34% undecided);

e using recycled materials/products (49% vs. 39% undecided);
e reducing paper consumption (55% with 26% undecided);

e protection of nature and the environment (56% with 35% undecided).

The opprooch of respondenrs from Ireland to the cmo|ysed topic is also different. The vast majority of respon-
dents expressed the view that the ideas of sustainable deve|opmenr are taken into account in the management
practice of the company/organization rhey represent. The lowest total percentage of positive responses was
in the case of implementing the idea of fair trade and limiting the use of fossil fuels, but still it was as much
as 75%.

The next element of the srudy concerned the selection of the five most important elements from the previous|y
mentioned ideas, and then ordering them in the order of importance/urgency of their imp|emenroﬂon in the
company or organization they represent. It is surprising that as many as 30% of respondents in Poland (Table
2) indicated that the most urgent task is to regu|ore the issue of sustainable management of resources, such
as energy, fuels or water. This is all the more surprising because this issue - o|’r|’10ugh taken into account in

management practice - was not considered by the responden’rs as the most important in the previous answers.

Table 2. Ranks indicated by the respondenfs fo porricu|or ideas.

Choice 1 Choice 2 Choice 3 Choice 4 Choice 5
Sustainable resources man-
agement (e.g. energy, fuels, thirty 14 1 3 6
water, etc.)
Using renewable energy 1 17 8 8 5
sources
Reducing carbon footprint 4 5 7 1 ]
Reducing the water footprint 0 1 4 4 O
Shortening the supply chain 8 7 6 5 6
The idea of fair trade 0 5 3 8 1
Reducing the use of fossil fuels 4 2 4 5 2
Use of raw materials/recycled 0 8 10 5 5
producrs
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Reclucing paper consumption
(e.g. electronic document 2 3 4 10 5
circulation)

Running a circular economy 1 1 7
Gender equality 2 4 3 6 7
Innovation 18 12 7 12 13
Lifelong learning 7 1 13 7 15

Protection of nature and the
environment

Cooperation between organ-
isations/business partners for 3 5 8 7 15
sustainable deve|oprnenf

Source: own study

An important element from the point of view of those responding to this survey was also the issue of innova-
tion, which was indicated by 18% of the responden’rs as their first choice. Tnis, in turn, coincides with the answers
given earlier as to the importance of a given element of sustainable development in current management
practice. Again, it should be noted that this is part of the current trend of supporting innovation in the econo-
my and perceiving it as one of the most important indicators of business o|eve|oprnenr.

Every tenth respondenr considered the use of renewable energy sources as an important and urgent issue to
be imp|ernenred in the first |o|oce. It should be presumed that if this survey had been carried out later, in the
era of the current energy crisis, which rodico”y chonged the perception of fossil fuels as the primary source
of energy, this result would have looked comp|e’re|y different. This suggests the need to continue research on
sustainable development in business in the light of new circumstances.

The participants of the survey representing the Hungarian side indicated sustainable management of resour-
ces such as energy, fuels or water as the most important and urgent element to be implemented - this opinion
was shared by 34% of respondenrs. The protection of nature and the environment was also indicated as impor-
tant and urgent (19%). Rougn|y one in ften responden’rs also considered innovation and continuous acquisifion
of know|eo|ge and competence as urgent and important.

In the case of Irish respondenfs, two of the elements listed in the question were indicated as important and
most urgent to be irnp|emenfeo| in the context of imp|emen’ring the princip|es of sustainable o|eve|opmenfr
We are Jro|king about cooperation between orgonizofions/business partners for sustainable deve|opmen’r and
gender equo|i+y. Both of these optfions were indicated as the most imporftant by 18% of respondenrs. A s|ign+|y
lower result - at the level of 15% - was obtained by sustainable management of resources, such as energy,
rue|s, water, etfc, while neor|y 12% of responden’rs indicated that innovation is the most important and most
urgent to irnp|emen’r. |nreresring|y, among d number of elements, often very technical and substantive, the
respondents from lreland focused on social and management issues, thus indicating that the execution of the
assumptions of the susroinobih‘ry is not on|y an environmental or rechno|ogico| issue, but also a social issue.

Another of the ono|ysed guestions direc‘r|y concerned the competence of the staff in the areas corresponding
to activities resulting from the assumptions of the European Green Deal.
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Figure 5. Evaluation of the current competences of the staff of companies corresponding to the areas in which
actions are taken regarding the areas included in the European Green Deal in Poland.

Source: own study.

In none of the analysed areas does the total percentage of positive responses exceed 50%. This suggests that
the competencies currenﬂy expeded from emp|oyees do not correspond to the requirements of the future,
and the areas included in the European Green Deal should undoubtedly be considered such. The highest
percentage of negative answers (34%, with 31% of positive answers) refers to a specific area of the European
strategy, which is the more ambitious EU climate goals for 2030 and 2050. It should be presumed that the
strategic goo|s of the European Union in the ﬁgh‘r against climate chonge do not are an important factor for
entrepreneurs when deciding on the direction of staff competence development.

A relatively high percentage of negative responses (reaching 25% and more of the votes cast) also occurred in
the fo||owing areas:

° mobi|ising indus’rry for a clean and circular economy (26%);
e zero pollution for a non-toxic environment (25%);
® protecting and restoring ecosystems and biodiversi‘ry (26%);
[ occe|erofing the transition to sustainable and smart mobi|i+y (28%);
® cempowering citizens to move towards a climate-neutral and sustainable Europe (28%).
It should be nofed, however, that in the case of the above-mentioned areas, the level of positive responses

exceeded 30-70%. This shows a strong po|orisoﬁon in the reception of the assumptions of the European Green

Deal among representatives of business and non—governmen’ro| organisations, pointing fo the need to conduct
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further research aimed at answering the question of what factors determine a specific opprooch fo sustaina-

ble development in the EU over the next 20 years. This also suggests that it is justified to intensify activities
promoting the assumptions of the European Green Deal.

100%  miw . m 7 8] 3 i
S0% 14 g9 12 B
o 21 19 » 18 11 17
3
535
70
B0
50%
40%
30% .
| |
20%

10% 4
0% m3
u T = - m - - ey - m

o =] = m = 3 m = = 3
= == & & oz o= Z z = = 5 S =8z | m2
el ELQ = 2 oan = 14 = 1 = = = =] —
= gy gZ = "—'g = o oo = =275 a
B oo 5o EE ] g _g%%ﬂb{.u_n §H oya o ml
= = = O 5] = = o = = = [=1
SR £Z 5z 2z 2B %3 Fe2fEy 88 227 ¢
= . = = A L oun = = ]

= (o [ [=] [w] = 3 O
»g T SBEZTE 23 2 "z2ogz=E =f£ m2% %
8g B8 228533 5Y noE S3ztTs5E B2 oz &
o =82 s BRI - H Eg 2 EZz2Zt2 B 28 2
EZ S3 BgEas” el s 22238 58 2837: ¢
2 m oo - = = s c 2 z 4 UG a
5% 22 Z95s? SE 328 e3533 23 233 =
m = o™ o o o T & m . e T T N
"L mz =z E= a8 B35 gEaE Za 23 &
£S5 s: 27 32 F:z 5 Bg oE% B 258 s
~ Ho = o o = e =] b ==
E o= 24 u S0 g o = T.:BE
m o E - s = = ==
M =
= o

Figure 6. Evaluation of the current competences of the staff of companies corresponding to the areas where
actions are taken regording the areas included in the European Green Deal in Hungary.

Source: own study.

The Hungarian responden’rs negoﬂve|y assessed the preparation of staff for activities resu|ﬁng from the
implementation of the principles of the European Green Deal. For each of the issues analysed, the total
number of negative ratings was surprising|y high, ranging from 20% for the fair, heloy and environmenfo”y
frieno”y food system to 66% for mobi|ising indusfry for a clean and circular economy. The share of undecided
respondents was also significant - the highest was recorded in the case of the protection and restoration of
ecosystems and biodiversity (45%).
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Figure 7. Evaluation of the current competencies of the staff of companies corresponding to the areas in which
actions are taken regarding the areas included in the European Green Deal in Ireland.

Source: own study.

The assessment of the current competences of the staff in relation to the activities resu|‘ring from the European
Green Deal in the case of responden‘rs from Ireland is positive in most cases. The greatest dispersion of answers
was observed in the case of the more ambitious EU climate goals for 2030 and 2050. Despite 41% of answers
defini’re|y in favour of the thesis, 14% of responden‘rs were against it, and 30% were unable to express their
views on this topic. In other cases, the respondenis considered that the competences of the staff corresponded
to the elements of the European Green Deal - the total percentage of positive answers was in no case lower
than 60%.

In the last question analysed, the respondents were asked to assign ranks to individual competencies depen-
ding on their importance in imp|emenﬁng the princip|es of sustainable deve|opmeni in the company/organiza-
tion of which the respondenf was a representative. The participants of the survey had the option of assigning
as many ranks as the competencies were analysed, but for the purposes of this study, the first five ranks are
the most important, hence the presentation in the table below.

Table 3. Competency ronking.

rank 1 rank 2 rank 3 rank 4 rank 5 SUM
Work ethics 3] 9 7 6 2 55
|nierpersono| communication 4 2% 12 8 7 57
Availability 4 8 21 5 10 48
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Dealing with conflict situa-

tions 4 3 10 29 6 45
Motivating yourself and 4 8 9 5 7 43
others

Emofiono_| bond with the 5 8 3 6 10 24
organisation

Professional integration 1 2 6 3 9 21
Abi|ify tfo cooperate with the

environment 8 ) 6 10 4 31
Ability to adapt to changing

conditions 10 7 4 5 6 32
Raising qualifications 1 5 5 7 8 26
Creativity 5 1 3 8 4 21
Analytical skills 0 5 6 5 7 23
Flexibility, adaptability to

the prevoi|ing condifions, the 8 o] 5 6 3 3]
obi|ify to set priorities

Interpersonal skills 13 6 3 4 v 33

Source: own s’rudy.

Ano|ysing the ranks ossigned by the Polish respondenrs, it can be concluded that in their eyes the most impor-
tant competences are not those related to technical or natural issues, but those that are related to soft skills.
Two of those proposed in the survey stand out in porricu|or, nome|y work ethics and inrerpersono| communi-
cation. Ethics was indicated as the most important by 31% of the respondenfs, which should not be surprising
- occording to the respondenrs, sustainable deve|opmemL seems fto have a strong reference to the world of
ideas, and its imp|emenroﬂon results from conscious pro-eco|ogico| choices of every inhabitant of Europe. As
the implementation of the assumptions of the European Green Deal is not possible without cooperation (and
at the international level, as shown b\/ the responden’rs in this srudy), the issue of in’rerpersono| communication
occupies an exrreme|y high p|oce among the ono|ysed competences - 26% of respondenrs indicated it as the
second, and another 12% indicated it as the third. According to the responden‘rs, coping with conflict situations
and motivating oneself and others are also important. The high position for competencies related to dealing
with conflict situations is inferesting. Toking it info account by the responden‘rs (for every tenth it was the third
choice, for more than 1/5 it was the fourth choice) means that fhey are aware of the fact that the imp|emenfo—
tion of the principles of sustainable development naturally leads to social tensions, which - in order to achieve
the intended objecﬂves - should be solved in an effective way, and as the third - 12 peop|e. According to the
respondents, coping with conflict situations and motivating oneself and others are also important. The high
position for competencies related to dealing with conflict situations is inferesting.

The Hungarian responden’rs in their first choice also considered ethics at work to be the most important in
implementing the principles of sustainable development - 38% indicated it as their first choice. 21% considered
that the most important is the issue of ﬂexibihry, odoprobihry to the prevoi|ing conditions, the obi|iry fo set
priorities, while nearly 12% pointed to creativity, which was also recognized as the second choice for over 13%
of respondents. If we add to this 13% of respondents indicating interpersonal communication as their second
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choice, it is clear that, in the opinion of the participants of the survey in Hungary, the deve|opmenr of soft skills

related to the choices made, the appropriate reaction to prob|erns and inferpersono| relations are ex’rreme|y
important.

The assessments of the Irish peop|e were similar to the opinions expressed by the Polish and the Hungarian
participants of the survey. They considered ethics at work as the most important in implementing the prin-
cip|es of sustainable deve|opmenr - 39% of respondenfs indicated it as the first choice. Every fifth respondenr
considered inferpersono| communication to be the most important, it was also indicated as the second choice
by neor|y 33% of responden’rs‘ As a second choice, many respondenrs also indicated the obi|ify fo odopr fo
chonging conditions (19%). This c|eor|y indicates a clear trend towards recognizing sociall competences as key
in imp|emenﬁng the assumptions of the European Green Deal.

Summary of in-depth interviews

The activities related to the imp|emenforion of the princip|es of sustainable deve|opmenr in business in the
current socio-economic conditions are not so much an opfion as a necessity. This is porricu|or|y evident in
the context of the current energy crisis, which has raised the issue of limiting the use of fossil fuels, reducing
greenhouse gas and porﬂcu|ore maftter emissions, maintaining a circular economy, or reducing the carbon and
water foofprinf of investments to the key issues. A sustainable opprooch to business currenHy increases the
value of the company - it reduces the risk associated with the impact of climate chcmge, the energy crisis and
difficult access to resources, as well as reduces the costs of doing business (rapidly increasing in fimes of crisis)
and allows you to take full odvonroge of opportunities, which in the era of necessary chonges appear before
business owners. However, this is long-term, requires a specircic strategy, not a quick profir focus.

The process of fransitioning to sustainable management of a company/organisation requires not on|y precise
tools related to reducing its environmental impact, such as issues of zero-emission transport, circular economy
or reducing resource consumption. Equo||y important are issues related to social responsibi|iry - both at the
level of an individual employee of a company/organisation or meeting the real needs of stakeholders from
the socio-economic environment. However, the most important in the social context is the right approach of
the management staff, expressed in environmental sensitivity and social responsibihry in the decision—moking

pprocess.

Among the respondents, genercr| know|edge on sustainable development is high, but it is not built on solid
foundations, which was evident in the answers to questions about specific issues related to the strategic inten-
tions of the European Union expressed in the form of the European Green Deal. A significant percentage of
neutral answers also indicated the lack of a clear opinion on a given topic. In this aspect, two e><|o|onoﬂons
suggest themselves: the ono|ysed issues are still pure|y theoretical for many respondenrs, detached from current
business practice, or so far there has been no motivation and no need for in-depth reflection on them.

In the opinion of the responden’rs, it is important to improve the competences of the staff for the imp|emer1—
tation of the princip|es of sustainable deve|opmen‘r. To a lesser extent, however, this opp|ies to substantive or
technical issues - in such matters many companies/organisations o|reody declare themselves as environmental-
|y friend|y, and thus have quo|i{ied staff - but to social competences necessary fo deve|op social responsibi|i’ry
in business. It is necessary fo raise these competences ‘rhrough an appropriate educational process aimed not
on|y at improving know|edge or skills, but also at increasing the environmental awareness and sensitivity of
emp|oyees. Among the competences that should be deve|oped, creativity, the obi|ify to learn independenﬂy,
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a creative opprooch to so|ving prob|ems related to environmental protfection, or the possibi|ify to make socia

and cultural interactions.

It is also exfreme|y important to raise the environmental sensitivity of the management staff, especio”y at the
senior level. The lack of a strategic view of the company’s activities in the context of its impact on the environ-
ment signh(iconﬂy affects the direction of changes that are introduced in business. This requires increasing
competences in the field of p|onning, as well as reorienting the opftics of the conducted business from expecting
a quick and high rate of return to |ong—’rerm p|cmning of activities combined with an increase in corporate
social responsibility.

Sustainable deve|opmen’r is an issue that cannot be considered on|y in a local or regiono| context. The impact
of a human activity and decisions taken by him is much wider than it may seem. Currently, there are no areas
that can be considered fu||y natural. Air and water po||quion or climate chonge are universal, Jrhey affect every
place on the globe, regardless of latitude and longitude or the distance from industrial centres. This means that
the opprooch to sustainable deve|opmen’r should not be geogrophico”y limited - it has a g|obo| dimension.

The implementation of the assumptions of sustainable development in business is a complex, multidimensional
process that requires the involvement of both management and individual emp|oyees. A chonge of perspective
is needed: companies should no |onger be part of the prob|em, but should become part of the solution.

Discussion and conclusions

The ideas of sustainable deve|opmen+ and the cho”enges arising from the imp|emenfeo| European Green Deal
program undoub’reo“y affect the scope of competences expeded from emp|oyees of various sectors, inc|uo|ing
the HoReCa sector. The question of the historical perception of the concept of sustainable development by
employees of the hotel industry can be treated as an interesting phenomenon. In this case, it is strictly about
the concept of “sustainable tourism”, referring to the publication from 2008, where, in the light of research, ho-
teliers pointed out that this is only a slogan (Gryszel, et al. 2008). The research presented in this article shows
that the awareness of the importance of sustainable deve|opmen‘r is currenﬂy increasing. These chonges should
be monitored by repeating research on attitudes to concepts related to sustainable deve|opmen+.

The attitude of hoteliers to the concept of sustainable tourism in the first decade of the new century probob|\/
resulted from a lack of undersfonding in the broad sense, which, however, chonged in a short time. An exomp|e
is the already mentioned PLANET 21 programme, which was announced by the Accor group in 2011 (Accor
PLANET 21). In order to present the results of this type of activities, Table 4 below summarises the achieve-
ments in this area from 2014.

Table 4. Implementation of the PLANET 21 program by Accor Group and Orbis Group hotels on the example
of Ibis hotels.

PL:iqur.l; 21 Achievements of Accor Group Hotels The achievements of Ibis hotels
e ecological products are used in 89% of [ ¢ 55% of hotels use eco-labelled products
hotels; (cleaning products, wall paints, floor
Health 87% offer balanced meals; coverings);
e 40% organise training for employees in [ ®  54% promote sustainable food;
the field of disease prevention. e 71% organise preventive training for
employees.
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Natural environ-
ment

1.3% less water consumption;

79% of hotels recycle waste;

39% participate in the ,Plant for the
Planet” programme.

90% of hotels are equipped with show-
ers and taps with adjustable water flow;
78% segregate and recycle the generat-
ed waste;

468 hotels participate in the ,Plant for
Planet” tree planting campaign.

Carbon dioxide

1.6% less energy consumption;
6% of hotels use renewable energy.

89% use energy-saving light bulbs for
round-the-clock lighting;

95% monitor and analyse their energy
consumption monthly;

63% use renewable energy sources and
50 of them are equipped with solar
panels.

nnovations

23% of hotels have at least 3 ecological
elements in their rooms.

13% use at least 3 eco-friendly items in
their rooms (e.g. mattresses, bathroom
linen, paper);

11% have designed ecological dispens-
ers for the products they offer and use
this type of equipment.

Local develop-
ment

38% of hotels have committed to pro-
tecting children;

68% buy and promote local products;
83% of hotels have removed endan-
gered marine species from their restau-
rant menus.

60% protect local ecosystems by ex-
cluding endangered seafood from their
offerings;

nearly 4,000 associates received train-
ing in combating sex tourism involving
children;

35% buy and promote local groceries.

Work

80% of managers are promoted from
lower positions;

27% of managers are women;

in 80% of countries, opinion polls are
organised among employees every 2
years.

115 hotels organise language training
for their employees;
101 hotels organize training in the field
of psychosocial risks.

Dialogue

31% of hotels of all brands are ISO
14001 certified;

60% of contracts for the purchase of
goods and services comply with the as-
sumptions of the ,,Charter 21”.

414 hotels have been certified for En-
vironmental Management (I1SO 14001);
227 franchise hotels meet the stan-
dards.

Source: Borkowska-Niszcza, M. (2015), pp. 384-385.

As Table 4 c|eor|y shows, the scope of solutions imp|emen+eo| in the hotel indus’rry was ahead of the assump-
tions of the European Green Deal and included issues related to sustainable o|eve|0|omen‘r not on|\/ in terms of
environmental protection, but also care for sustainable social deve|opmen+.

Therefore, it can be assumed that the level of green competences in the hotel inclus‘rry, at least in the case of
|orge groups operating in this indusfry, is appropriate. At the moment, it is therefore crucial to ensure the trans-
fer of gooo| experience and practices in this area from chain hotels to all facilities operating in the indusfry.
This is particularly important in the face of the fact that the implementation of pro-ecological solutions goes
beyond the good will of companies, but is imposed fop—down, hence the need to organize green competences,
their further o|eve|opmenf and acquisition by successive generations of managers.

There is also another issue that should be noted here, which is no |onger discussed at this fime. So For, the
solutions envisoged by the European Green Deal have been associated moin|y with activities aimed at protect-
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ing the natural and social environment. Currenﬂy, the importance of economic aspects in the imp|emen+ofion

of pro—environmen‘ro| +ecnno|ogico| solutions is definife|y increasing. Managing the consumption of materials
and raw materials, solutions aimed at reducing the consumption of electricity and water, waste segregation
or organising the |ogisﬂcs of events carried out in facilities have a significonf impact on the financial result
of hotel enterprises. A number of such solutions are being imp|emen+eo| in the case of the Radisson Blu hotel

chain (Jurczuk, 2020).

Therefore, it becomes crucial to cornprehensive|y go‘rher the experience of the hotel indus’rry, structure the
p|oce of green competences in the competency model of emp|oyees in the HoReCa sector and acquire them
by emp|oyees of other areas included in the sector, ie. the restaurant and catering industries. The aforemen-
tioned competences will be of strategic importance in retrospect for formal and |ego| reasons ‘rnroughouf the
European Union and the so-called Generation Z.

Generation Z is the current generation of teenagers s*rong|y attached to new fecnno|ogies, the Internet and
mobile solutions, also referred to as Digital Natives, iGeneration, Screeners or Selfie Generation. This gen-
eration is characterised by an increasing scale of activity in the Internet environment, which is and will be a
cho”enge for companies. It is rnoin|y about the methods of morkefing communication, which moin|y includes
mobile media. Companies will be forced to odopf their strategies to the expectations of the youngest gener-
ation, for whom the consumption is not on|y a simp|e act of soﬁsfying needs, but above all the opportunity
to demonstrate a speci{ic value system, express their views, attitudes and empnosize independence (Pockoge,
2020). In terms of the expectations of the young generatfion, producfs and services, inc|uo|ing hotel services,
’roking into account care for the environment, will become more and more important. Effective communication
of care for pro—environmenfcﬂ issues carried ouf by hotels, in porficu|or at the level of mobile media, will make
representatives of generation Z look more fovourob|y at them, which will oufomoﬂco”y affect the financial
result of the facilities, as Hwey will be chosen. Pro-environmental behaviour of generation Z is also associated
with spechcic requirements, e.g. economic nature (eeg. discounfs, Freebies)A Tnis, in furn, is an additional cost of
doing business, necessary to reach new groups of recipients (Debski, et al, 2020).

The importance of green competences and their implementation in all segments of the HoReCa sector is
jus‘rified on many levels. The opp|icob|e |ego| regu|o‘rions and directives, the desire to optimise the financial
funcﬁoning of the company are very important. The other side is what is most important from the point of view
of every company - the sale of goods and services. In the face of the growing importance of Generation Z on
the market, attention to pro—environmenfo| solutions, which are now part of their everydoy life and are firm|y
rooted in their consciousness, becomes essential. The cited facts c|eor|y indicate that green competences are
becoming another group of competences necessary in the HoReCa sector.
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Introduction

The hospitality industry is undergoing rapid transformation due to the cngnging demands of customers and
advancements in Tecnno|ogy. To thrive in the fos’r—cngnging world we are |iving in, nospiioh‘ry companies must
focus on developing the necessary soft skills for success in the 21st century. According to The World Economic
Forum, these include communication, co||oboroiion, prob|em-so|ving, critical Jrninking, and digifo| |iierocy -
with a particular emphasis on change management. Companies must understand the shift in consumer needs
and how technology impacts their operations. Consequently, hospitality businesses must focus on developing a
comprehensive cngnge management program fo ensure they remain competitive. Chgnge management is also
important for nospi’rghfy companies to improve emp|oyee morale and retention rates. By engaging with staff
members in rneoningitu| ways, hospitality managers can help build trust between the organization’s leadership
team and its emp|oyees, u|iimoie|y resu|iing in nigher produciivify levels and better customer experiences.

In addition to that, the World Economic Forum recognizes communication skills as one of the most important
21*'-century soft skills, especio”y in the hospi’ro|ify sector. In Jrodoy's ropio”y cnonging business environment,
hospifg|iiy companies need to stay ahead by equipping their emp|oyees with effective communication stra-
tegies. To ensure that hospitality personnel can meet the needs and expectations of customers, it is essential
for nospiiohiy companies to invest in deve|oping their staff members’ communication abilities fnrougn regu|gr

fraining courses.

Oi[fering fraining programs to nospi‘ro|i‘ry emp|oyees not on|y allows them to opp|y what Jrney have learned
but also creates a supportive environment where fney can ask questions and receive feedback from their peers
and supervisors. This enables them to become more confident in responding to changes in customer demands
and odop‘ring fo iechno|ogico| advancements that may arise unexpecfeo”y, providing them with the necessa-
ry tools for success. By investing in their emp|oyees' education, hospi’ro|ify businesses can stay ahead of their
competition in the dynamic 2lst-century hospitality sector.

In this article the empnosis is given to the fo||owing:

- The Rise of Soft Skills in the Hospitality Industry
- Developing Essential Soft Skills for Growth in the Hospitality Industry

- How Effective Communication Can Increase Profits in the Hospitality Sector

- The Disney Way

- Verbal and Non-verbal Communication on sustainable hospitality
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- Social media Communication

- Understanding Change Management and its Role in the Hospitality Industry

The Rise of Soft Skills in the Hospitality Industry

As nospi+o|ify industries become increosing|y competitive, the need for emp|oyees with strong soft skills is
growing. Soft skills are persono| attributes that allow hospi’ro|ify professiono|s fo inferact effecfive|y and har-
monious|y with customers, co||eogues, and other stakeholders. In por’ricu|or, chonge management and com-
munication skills are essential in the hospi’ro|ify sector because ’rhey enable workers to respond oppropriofe|y
fo cnonges in customer needs or opero’riono| conditions. With these skills, hospifo|ify staff can adjust their
opproocn quick|y while maintaining a positive attitude inroughou’r the process. As such, deve|oping good soft
skills is critical for success in hospifo|i+y industries ’rodoy.

Developing Essential Soft Skills for Growth in the hospitality industry

The hospi’ro|ify indusfry is a ropid|y expgnding sector in the g|obg| economy, and therefore, it is crucial for
hospifd|ify businesses to prioritize the deve|opmen+ of essential soft skills among their teams to support their
growfn. Among the critical components of mastering hospitality management are the abilities to communicate
ei(i[eciive|y, odopf quicldy fo cnonge, and confidenﬂy navigate new fecnno|ogie54 To build these skills, nospi+o|i’ry
professiono|s require access to comprehensive training and development opportunities that enable them to
expond their professiono| repertoire.

Effective communication is vital for hospitality workers as they need to interact with customers, colleagues, and
other stakeholders doi|y. It is essential for hospifo|ify teams to understand different communication ery|es and
how best to utilize them depending on the situation. To deve|op these skills, hospifo|ify professiono|s should
take part in effective communication exercises such as role-plays or case studies that could help them practice
their negofiation and conflict-resolution abilities.

The hospitality sector values change management as it allows teams to be proactive in iden’rii(ying potential
risks and deve|oping solutions beforehand. Chonge management strategies can take different forms, such as
empowering hospifo|ify workers to have greater control over business decisions or providing them with the
necessary tools to odop’r to cnonges.

In addition, hospitality professionals should cultivate a positive attitude toward change. While some changes
may be unwelcome af first g|once, nospifo|i+y workers should view cho”enges as |eorning opportunities rather
than obstacles that can impede progress. Toking odvonioge of digiJro| tools such as online courses or virtual
cooching sessions can provide nospi’ro|i’ry professiono|s with the necessary resources ihey need to remain ogi|e
when faced with unexpecfed cnonges in the sector.

Fino”y, by nornessing the power of fecnno|ogy, nospiio|ify companies can offer fraining opportunities like digi—
tal know|edge p|oh(orrns or specio|ized worksnops that can ne|p nospi+o|i’ry professiono|s acquire new technical
skills such as coding |onguoges or uﬂ|izing digi+o| morkeiing initiatives more effeciive|y. By odopﬂng modern
fechno|ogies into their workflow, hospifoh’ry businesses can stay ahead of the competition while enob|ing their
emp|oyees fo stay up—Jro—doJre with indus’rry trends which will u|JrimoJre|y lead to increased eficiciency within their
operations.
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How Effective Communication Can Increase Profits in the Hospitality Sector

Effective communication is essential in the nospiiohry sector to ensure that customer needs are met and profirs
are maximized. By engaging customers in meoningiu| conversations, nospiiohiy workers can better ideniiiy
their needs and provide better service to meet those needs. Addifiono”y, hospi’ro|ify staff should be able to
communicate c|eor|y and concise|y when deo|ing with both customers and co||eogues. This will not on|y make
operations run more smoofn|y but also increase the chances of success for hospifo|ify businesses. Moreover, ef-
fective communication can ne|p hospifo|iry businesses deve|op strong re|oiions|’1ips with their customers, which
can lead to increased customer loyalty and increased profits in the long term.

To en[ec‘rive|y communicate with customers, hospiio|iry businesses must have emp|oyees who understand the
imporftance of soft skills such as active |is’rening and empo’rny which are essential parts of Emotional Intelli-
gence.

Active |isiening includes paying attention to what a customer is saying and responding with appropriate fe-
edback or encouragement. Hospi‘ro|i‘ry workers should also make an effort to understand the customer’s needs
by osking relevant questions about their preferences or expectations. Doing so will he|p hospifo|ify staff provide
better customer service by ioi|oring their response speciiico”y for each unique guest.

On the other hand, effective empo‘rhy allows hospifo|iiy staff to show genuine care for the customer's expe-
rience so ’rhey will want to return. Furthermore, hospifo|iiy professiono|s need to be aware of nonverbal cues
such as body |onguoge and facial expressions as these can often provide important clues about a customer’s
fee|ings or desires.

Finally, hospitality staff should also be able to use verbal communication skills to eﬁ(ec’rive|y convey information
or instructions fo co||eogues or customers alike. Verbal communication includes expressing ideas c|eor|y while
still maintaining a p|eosonf tone of voice, as well as being able to ask appropriate fo”ow—up questions to cla-
rn[y any doubts or misunderstandings that may arise during interactions. Effective communication also allows
hospifo|ify workers to provide tailored solutions for each customer, ensuring that their expectations are met or
exceeded. anougn deve|oping these soft skills, nospifo|i’ry workers can ensure that operations run efficienﬂy
by minimizing misunders’rondings between parties involved in transactions or services offered by nospiro|ify
business owners. In turn, this leads to increased profifs from repeat customers due to improved satisfaction with
services provided by nospiiohfy professiono|s.

The Disney Way

The hospiro|iry indus’rry is in constant competition for providing the best customer service to its guests. For
many hospitality organizations, customer service excellence starts with the Disney Way. The Disney Way is
an opproocn utilized by nospi’ro|i’ry proiessiono|s to provide exiroordinory customer service experiences based
on hospi‘ro|iry, respect, and a commitment to quo|iry. By uri|izing the Disney Way within their organization,
hospiio|ify workers can create mogico| experiences for their customers that will have them coming back time
and time again. With this opproocn also comes increased proFi‘rs for nospiio|iiy business owners ‘rnrougn repe-
at customers |oyo| to the establishment. Communication is an essential component of Disney Way Customer
Care. It requires nospiiohiy workers to listen corefu“y and occuro’re|y interpret their customers’ needs to provide
the best service possible. Through strong communication skills, hospitality workers can build relationships with
customers and foster |oyo|ry by snowing that ’r|’1ey understand their needs. Furthermore, excellent customer
service skills lead to better ratings from review sites such as TripAdvisor which increase the chances of future
bookings from potential guests searching online for hotel accommodations or dining services. Additionally,
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hospiroiify proiessionois need to be able to eiiec‘rive|y communicate with their coworkers as well to ensure a

cohesive team environment that produces results. This means ioeing able to deliver instructions, deiegofe tasks
eiiicienriy, and resolve conflicts promptly. Disney Way Customer Care emphasizes the importance of communi-
cation between nospiroiiry workers and customers as well as between nospiroiiry team members. By deveioping
strong communication skills, nospifoiiiy staff can ensure that iney are providing excellent customer care while
creating a positive working environment within the hospitality organization.

Finoiiy, nospiioiiiy proiessionois should also possess good probiem—soiving skills to eﬁ(ec‘riveiy address customer
complaints or requests. Problem-solving requires hospitality staff to coreiuiiy listen to the customer’s description
of the issue before oiiering solutions that are appropriate and feasible for both parties involved. Furthermore,
hospitality workers should always maintain a positive attitude when communicating with guests and show that
’rhey care about providing excellent service by being attentive and responsive rnroughou‘r each interaction.

Verbal and Non-verbal Communication on sustainable hospitality

Effective communication strategies and tactics are critical for any hospiroiiry organization, and it is equoiiy
important to recognize and respect cultural differences when communicating with guests from diverse back-
grounds. By undersronding different communication sryies and cultural nuances, nospiroiiry organizations can
establish robust reiorionsnips with their guests.

A set of seven tactics has been identified as universoiiy recognized by both academics and practitioners in the
hospiroiiry indusiry. After careful onoiysis, these tactics can be broodiy classified into two categories: verbal

and non-verbal communication strategies (refer to Figure 1).

The verbal communication strategy encompasses three tactics: active |is’rening, clear |onguoge, and positive
|onguoge. Active |is‘rening involves giving guests undivided attention and snowing interest in their needs and
concerns. Clear |onguoge involves using s’rroignriorword and concise |onguoge to avoid any misunderstandin-

gs. Positive |onguoge entails using optimistic and encouraging words to create a Weicoming o‘rmosphere.

The non-verbal communication strategy comprises four tactics: eye contact, facial expressions, body |onguoge,
and tone of voice. Eye contact is essential in building trust and conveying sincerity. Facial expressions can in-
dicate emotions and intentions, helping to create a positive guest experience. Body language, such as posture
and gestfures, can express friendliness and openness. The tone of voice is also crucial in conveying warmth and

sincerity.

By empioying these seven tactics, hospifohry organizations can establish effective communication with their
guests, regordiess of their cultural bockgrounds. Such communication can foster trust and build |os’ring rela-
tionships, ultimately leading to increased guest satisfaction and loyalty.
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® Verbal communication

Being accurate
Being comparable
Being positive

|
3

Communication on sustainable
hospitality

® Non-verbal communication

1. Being certified

2. Being visible

i, Being authentic

4. Bemg internalized

Figure 1. Strategies and tactics proposed by the professionals.

Source: Article Effective Communication Strategies of Sustainable Hospitality: A Qualitative Exploration, published 26 August 2020

Verbal Communication

Being Accurate: The utilization of vague and non-specific claims such as ,eco-friendly,” ,green,” and ,a friend
of nature” in hotels, and ,regional,” local,” and ,from terroir” in restaurants has increased. However, using ambi-
guous or nonstandard |onguoge can create confusion for customers who may not be able to establish a clear
image regarding sustainable actions. This lack of verified usage of such terms can reduce the effectiveness of
sustainable communication, as different words are chosen to represent sustainable actions in various contexts,
inc|uo|ing business operations, morkefing, and reporting. Therefore, it is crucial for businesses to ensure accura-
cy in their use of sustainable |onguoge to avoid mis|eoc|ing customers and to enhance the credibih’ry of their
sus’roinobihfy efforts.

According to a professor in hospi’roh’ry management, claims made by businesses must be verifiable to ensure
accuracy and prevent mis|eoo|ing or misinferprefed information. With customers bombarded by vast amounts
of information in the internet erq, it becomes challenging for them to differentiate between various concepts
if there is no universal standard to c|orify them. Thus, it is essential to establish certain standards to promote
clarity and facilitate a better understanding of sustainability. For instance, ISO 14021 can be employed in the
business context to ensure uniformity in the use of language related to sustainability. By adhering to such stan-
dards, businesses can enhance the transparency and credibi|ify of their susfoinobih‘ry practices, while customers
can make more informed choices based on accurate and verified information.

Being Comporob|e: In the current market, customers prioritize environmenfo”y frieno”y options, moking it
crucial for businesses in the hotel indusfry to demonstrate their susfoinobihfy practices. Mere|y c|oiming to be
green or eco—frieno”y is not sufficient; hotels must provide ‘rcmgib|e evidence of their sus+oinobi|ify performonce,
such as comparisons to competitors and past performonce. Transparent reporting mechanisms, such as susta-
inobi|i‘ry reports or certifications, can enhance a hotel’s credibi|i‘ry and build customer trust. By meeting these
expectations, hotels can differentiate themselves, build lasting relationships with customers, and ultimately
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improve their bottom line.

The importance of comparability in communicating a hotel’s sustainable performonce and image is highli-
ghfed by the question ,What % energy and water reduction does your ho‘re|/porh(o|io achieve compored fo
its relevant peers, and past performonce?" Through comparison, d hotel can idem‘ify deficiencies and gaps,
reflect on necessary measures to catch up with the trend and establish an advantageous position in the mar-
ket. Comporobihfy also requires hotels to compare their past and present actions to demonstrate progress. To
eﬁfec‘rive|y communicate sus*oinobihfy, hotels should use dofo, baseline s’rudies, and benchmarks to measure

progress and demonstrate impact.

Being Positive: Many hotels inform customers of their environmental protection efforts by presenting nega-
tive figures related to climate chcmge, such as carbon emissions and water consumption caused by guests.
However, this practice is being quesfioned as it can evoke fee|ings of gui|Jr or fear, discouroging environmen-
fo||y—1(rienc||y behavior among unconcerned guests, and reducing the satisfaction of concerned guests. Instead,
hotels should communicate posiﬂve|y by emphosizing the benefits of environmenfo||y—1£riend|y behavior, such
as o||owing guests fo use saved energy for other meoningfu| activities or highhgh‘ring the beoufy of a world
saved by energy conservation efforts. This positive communication opprooch is more effective in persuoding
modern customers to odopf environmen’ro||y—friend|y behavior and is preferred over gui|+—ino|ucing tactics. As
one expert commented, ,People who spend their savings on travel do not want to feel guilty about it

Non-Verbal Communication

Being Certified: A certification is a valuable tool for regu|o+ing practices in various industries, with
green certification playing a dual role. As one commentator observed, ,Certification and labels -
whether |egi+imoﬁre or not - are often the morkeﬂng weapon of choice when it comes to communi-
cating a hotel's sus’rainabi|i’ry efforts.” Obfoining green certification requires hotels to meet specific
requirements, particularly when the certification is granted by an influential third party. As a result,
certification can serve as a guio|e for promoting sustainable practices in the indus’rry and motivating
hotels to adopt sustainable measures. The resulting certification and related labels can also serve as
evidence of a hotel'’s eco—lcrieno”y image, serving as a valuable marketing tool.

Being Visible: Hotels used to re|y on signage fo communicate their eco-FrienoHy actions, but this ap-
proach has limited effectiveness in triggering customer perceptions. To successfu”y communicate their
sus’roinobihfy initiatives, hotels need to visualize their actions and make the impact of customers’ stay
on the environment transparent. This can be achieved through the use of technology, such as carbon
foo‘rprin’r calculators and oﬁcseﬁing programs, as well as by informing customers of the progress and
cho“enges in imp|emen’ring sus’roinobih’ry. Transparency and sincerity in communication are crucial
for gaining customers cooperation in environmental efforts.

Being Authentic: Persuoding customers to prioritize environmental preservation over convenience can be a
challenging task, especially for leisure tourists who value convenience. If customers feel forced to be eco-frien-
o||y, it can negoﬂve|y affect their perception of the hotel's service. To address this, hotels must find ways fo steer
customers towards Wi||ing|y fo||owing their environmental protection initiatives. One effective way is fo commu-
nicate the hotel’s ou’rhenﬁcify and genuine concern for the environment and society’s we||—being. For instance,
a hotel that p|on+s a tree for every guest’s stay showcases its oufhenﬂcify by o||ocoﬂng the saved energy and
resources for environmental benefits. Addiﬂono”y, hotels should provide truthful sustainable information, even

44 | Page

STOWKHTYSTENIE WA RIECD nee®
(CVEAITC s e EVACD vpyLs)

4 7 edukacjt

rimpex




H @ R ECA Co-funded by
4VET the European Union

if it creates inconvenience for customers. For exomp|e, a hotel that offers a sustainable menu item that is not

the most convenient option must train its emp|oyees fo ou’rnen’rico“y convey the intended sustainable message
to customers. This approach fosters customer understanding and desired actions.

Being Internalized: Es*ob|isning a certain image is crucial for companies, and ’rney often re|y on their mar-
keting team to design a campaign to communicate their intended image. However, studies have shown that
if customers cannot perceive what is being communicated, the campaign can be ineffective or even harmful.
To communicate susfoinobihfy, hotels should prioritize becoming sustainable first, and let their behavior and
actions speok for themselves.

According to the managing director of a hotel group, the tfransparency of the world ’rodoy makes it essen-
tial for hotels to focus on their emp|oyees and supp|iers. The behavior of the management team, staff, and
supp|iers can serve as an authentic medium for communication, as customers can eosi|y perceive what hotel
insiders are doing. If the insiders can demonstrate the hotel's deep—roo’red sustainable image, it will have a far
greater impact than written words in booklets or visual advertisements.

Therefore, internalized sus*oinobih’ry should come before any communicative campaign. If hotels prioritize su-
sfoinobihfy and let their actions demonstrate their commitment, customers will be more |ike|y to perceive and
appreciate their efforts toward susfoinobihfy.

Social media communication

Social media communication has become increasingly important for hospitality sector businesses. Not only
does it offer a great opportunity to reach a broad audience quick|y, but it can also be used to build relation-
ships with guests and customers. Social media channels such as Twitter, Instagram, and Facebook are great
ways for hospifohfy businesses to engage with their customers in a more persono| way. By creating content that
is relevant to their guests’ inferests, hospi‘ro|ify businesses can en[ec‘rive|y increase brand |oyo|er and customer

retention.

Another benefit of using social media in nospifohfy is its poJrenfio| fo gofner valuable feedback from customers
on various aspects of the nospifo|i+y experience. anougn surveys, po||s, or 5imp|e questions posfed on social
media channels, nospi’ro|i’ry companies can gain insing into what their guests expect and how ‘rney rate their
services. This kind of direct feedback ne|ps nospifohfy businesses make improvements that are tailored specifi—

co||y to the needs of their customers.

Fino||y, social media morkeﬂng strategies open up incredible opportunities for nospifohfy companies to reach
out beyond their local market and make connections with people around the world. By leveraging visuals
such as photos and videos that showcase unique experiences or special offers, hospitality brands can tap into
g|obo| markets in an incredibly cost-effective way. Additionally, using Jrorgefed online campaigns to increase
visibi|i’ry will ne|p hospi’ro|ify companies better connect with po’ren+io| travelers who may have never heard of
them before.

In summary, hospitality companies should take advantage of social media communication as a tool for impro-
ving customer engagement levels, gathering valuable feedback from guests about their services, and growing
brand awareness within local communities and beyond borders - all while he|ping keep costs low in compari-
son to more traditional morke’ring methods.
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Understanding Change Management and its Role in the Hospitality Industry

Chonge management is an important concept in hospiiohiy organizations. It involves the obi|i’ry fo ideniify,
understand and manage the comp|ex factors that drive chonges within an organization. Chcmge management
involves the use of techniques such as p|onning, organizing, |eoding, and conJrro||ing to successfully implement
chonges H’iroughoui a hospiio|iiy organization.

Change management can be an invaluable resource for hospitality businesses in the post-COVID world. The
hospiio|ify indus’rry has been poriicu|or|y hard hit by the pomdemic, and hospi’ro|ify leaders must be prepored
to adjust to a new reality where customer expectations will be higher. By implementing an effective change
management strategy, hospi‘ro|ify business leaders can ensure that their staff is we||—equipped to handle chan-
ges with confidence and odopi quick|y fo new cho”enges. Moreover, hospiiohiy leaders must consider how ’rhey
will respond in the event of any future disruptions due to global events like pandemics. Change management
tfeams can he|p hospiiohfy businesses think ahead by deve|oping p|ons that include process optimization tech-
niques or contingency p|ons for when future disrup’rions occur.

Chonge is inevitable so why not prepare for it prooc‘rive|y? Before initiating any chonge procedure, it's vital to
have a We||—’rhoughi—oui and corefu”y p|omned management strategy. The manager’s role is exireme|y impor-
tant as he or she has the role of |eodership in chonge management. The manager is the one who supports,
leads, listens, and |'1e|ps their staff and collaborators Throughouf the process. Moreover, chonge is necessary
for the grow’rh of a property while it is normal to be reluctant at first, it is important to be able to keep ‘rhings
in perspective to welcome chonge with ease.

Chonge management strategies he|p hospiiohiy organizations assess pofen’rio| impacts and deve|op p|ons
that minimize risk while increasing efficiency and effectiveness. These strategies allow hospitality managers to
create a vision for their orgonizofiono| objectives, establish realistic timelines, measure progress, and reward
successful performcmce ouftcomes. Chonge management tfeams can provide valuable insighis info current
trends within the hospiio|i’ry sector, such as ’rechno|ogy advances or customer service pro’roco|s that may need
updoiing. In addition to |’1e|ping hospi‘ro|i’ry leaders iden‘rify areas of improvement within their organization,
chonge management feams can also facilitate better undersionding between emp|oyees and customers. In the
hospifo|ify sector, emp|oyees may not o|woys understand how chonges affect customers’ experiences or vice
versa; chonge management tools can bridge this gap by providing clear communication channels between
team members and customers. By unders’ronding how peop|e react and odjus‘r to chcmge, hospiio|iiy managers
can ensure that emp|oyees are proper|y motivated and engoged Throughouf any fransition period. This he|ps
hospifo|ify organizations remain competitive in the dynomic hospi+o|i’ry indusfry. Addifiono”y, by managing a
hospifo|ify organization’s chonges effeciive|y, hospifo|i’ry professiono|s can establish trust between team mem-
bers as well as between customers and hospifo|iiy staff.

For hospiiohiy managers fo be able to successiu”y manage chonge processes within their organization, ‘r|'1e\/
need to have strong prob|em-so|ving skills as well as possess strategic Thinking skills. They must also be able
fo ideniify trends quicidy and determine the best course of action for the organization. Chcmge can be a real
challenge, so it is important to motivate and reassure their staff to encourage them to embrace the change,
avoid getting tied to old hobiis, and overcome their fear of the unknown and insecurity. Addi‘riono”y, mana-
gers should understand how certain factors such as ’recimo|ogy affect chcmge processes to make decisions that
positively influence operations and customer service.
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When it comes to using new Jrecimoiogy fo improve eiiiciency doiiy, staff will often assume the additional

ufiii’ry of such fecimoiogy is small to none and that this ’recimoiogy will not be required for their hotel in the
|ong run. It is, therefore, the manager’s responsibiiify to persuode their staff of its value and inform them that
procedures will be modified to welcome and benefit from this new ‘reci’mo|ogy. To lead chonge management
successfully, it's imperative to focus on the benefits that change may bring instead of the fears and potential
losses that may arise.

Furthermore, hospitality organizations should also have processes in place that allow them to measure the ove-
rall success of any individual chonge process or project. Ciionge can have an impact that is orgonizofion—wide,
team-wide, and individual. Indeed, each individual can react diiieren’riy when faced with an unse’r’riing and
uncomfortable situation. It is natural to iniiioiiy feel reluctant to chonge. Moreover, reluctance reflects being
afraid of risi<, ieeiing uncomiorrobie, coniused, worried, or even hoving biases to take control of our emotion:s.

By onoiyzing periormonce data from these initiatives, hospifoii‘ry leaders can determine whether or not fhey
need additional resources or guidonce when managing future chonges within their organization.

Overall, hospitality managers must understand the importance of change management if they want their or-
ganization fo remain competfitive in ‘rodoy's dynomic hospiroiiry indus‘rry. By |everoging their probiem—soiving
abilities oiong with effective piorming strategies and periormonce measurement tools, hospi’roiify leaders can
create a successful working environment for both empioyees and customers alike.

Main conclusions and guidelines

In conclusion, hospitality businesses need to recognize the importance of communication and change
management skills to stay ahead of their competition. By investing in soft skill fraining initiatives such
as digital knowledge platforms or specialized workshops, hospitality companies can ensure that their
empioyees are equipped with the necessary tools to eii:ec’riveiy manage chonges within the sector. Mo-
reover, by utilizing modern technologies in their workflow, hospitality businesses will be able to increase
eiiiciency while staying up—’ro—dore with indus’rry trends. With these strategies af hand, hospiroii’ry pro-
fessionals can confidently tackle any challenge they may face and successfully navigate an ever-chan-
ging hospiioii’ry environment.

One of the most effective ways iiospiioiiiy companies can improve communication skills and ciionge
management is through training initiatives. These initiatives can include comprehensive online tutorials,
and specioiized WOFi<Si‘|OpS fo heip hospiioii’ry proiessionois stay up to date with the latest trends in the
iiospi’roiiry secfor. Addirionoiiy, hospi’roiiry businesses should provide an open environment where em-
pioyees feel comfortable suggesting ideas and participating in team projects. This will allow for creative
collaboration between staff members, enobiing them to come up with innovative solutions for deoiing
with chonges in the hospiioii’ry sector.

Furthermore, hospi‘rohiy companies can take odvonioge of modern ‘rechnoiogies such as artificial intelli-
gence (Al) and big data onoiy’rics tools to better onoiyze customer behavior and preferences. By doirig
SO, hospi‘rohiy businesses will be able to ideniiiy poieniio| areas of improvement that would benefit both
customers and empioyees alike. Addi’riorioiiy, iiospi’roiiry businesses could impiemeni automated systems
or chatbots to he|p reduce human errors or provide more efficient customer service.

Finally, hospitality companies should focus on developing their staff's interpersonal communication
skills ioy providing reguior coociiing sessions or mentoring programes. With the rigiii guidonce from
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experienced professioncﬂs, hospi’rcﬂi’ry emp|oyees will gain confidence when inferacting with customers
while hoving a better unders’ronding of how to deal with cho“enging situations in the hospifoh’ry sector.

When combined with the appropriate fraining initiatives and |everoging digi+o| ’rechno|ogies, these
communication skills and chonge management strategies will enable hospi‘rohfy companies to keep
up with the ropid chonges within the indus’rry while creating a profi’rob|e business model that benefits
everyone involved.
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4. Mekun (npeHoCnnBK) BELWUTUHM 3a 21 BeK: YrpaByBaH-e CO NMPOMEHU U
ebekTMBHaA KOMYHUKauWja - KatepuHa 3nataHoBcka [lonosa

KaTepuHa 3nataHoBcka MonoBa, TpeHep 3a Meku BeLTUHK, cepTuduumnpad GCDF coBeTHUK 3a pa3Boj Ha kapuepa,
Points of you© koyd4, 1 KOHCYNTaHT 3a YOBEYKM PEecypcu

PE3SMME

Bosepn

Yroctutenckara mHayctpmja Tpnn 6p3a TpaHcdopmaumja nopagum npomeHnusute bapawa Ha
KNMMEHTUTE M HanpegoKoT BO TEXHONornjata. 3a ga HanpegyeaaT BO 6p30NpOMEHNNBMOT CBET BO
KOj )XMBeeme, yrocTUTErICKUTE KOMNaHuM Mopa Aa ce hokycupaaT Ha pa3BuBarbe Ha HEONXOAHUTE
MEeKN BeLTUHN 3a 21 Bek.

Cnopen CBeTCKMOT €eKOHOMCKM (OOpyM, KOMyHMKauuja, copaboTka, pellaBawe npobremu,

48 | Page

STOMRATYSTENIE WA RIECD ®

Cd § IHPOEEATE £ . I #
AP EdITC nenins o . EVACE IMPULSI - . 0
1 Eq.lm::.‘_ Samerimpesx



https://www.ukm.my/ukmkarier/5-must-have-soft-skills-for-the-21st-century-workplace/
https://www.educationworld.in/5-must-have-soft-skills-for-the-21st-century-workplace/
https://www.researchgate.net/publication/341181261_Soft_Skills_Needed_for_the_21st-Century_Workforce
https://www.forbes.com/sites/forbeshumanresourcescouncil/2022/07/06/top-five-soft-skills-that-every-employee-needs-in-the-21st-century/?sh=28b4decc56c8
https://www.forbes.com/sites/forbeshumanresourcescouncil/2022/07/06/top-five-soft-skills-that-every-employee-needs-in-the-21st-century/?sh=28b4decc56c8
https://lesroches.edu/blog/communication-skills-in-hospitality-industry/
https://www.forbes.com/sites/carminegallo/2011/04/14/customer-service-the-disney-way/?sh=57f451ec78f8
https://hotelpropeller.com/the-best-hospitality-case-studies-you-can-learn-from/
https://www.emerald.com/insight/content/doi/10.1108/IHR-07-2021-0054/full/html
https://hotello.com/en/change-management-hospitality-industry/
https://digitalscholarship.unlv.edu/cgi/viewcontent.cgi?article=1694&context=thesesdissertations
https://smallbusiness.chron.com/social-media-hospitality-industry-37599.html
file:///C:/Users/Administrator/Downloads/RoleofSocialMediaNetworks.pdf
https://prenohq.com/blog/is-online-communication-important-in-the-hospitality-industry/

H@RECA Co-funded by
4VET the European Union

KPUTMYKO pasMuciyBake U AurMTanHa NUCMEHOCT - co nocebGeH akueHT Ha yrnpaByBaheTO CO
NPOMEHMUTE, CE KNYyYHUTE MEKM BELUTMHUN KON Ce NocakyBaHu of pabotoaaBadunTe.

YnpaByBaH-€TO CO MPOMEHUTE € BaXKHa BELUTMHA 3a YrOCTUTENCKUTE KOMNaHUK 3a Aa ro nogobpat
MoparoT U cTankiTe Ha 3aapXyBake Ha BpaboTeHuTe. MeHalepute kou paboTaT BO CEKTOPOT
YrocTUTENCTBO Ce KNy4yHaTa anka Koja MoXe [a NMoMorHe aa ce usrpagu nosepGarta nomery
PaKOBOAHMOT TUM Ha OpraHu3auuvjaTa U HejauHUTe BpaboTeHw, LTO Ha KpajoT 61 pe3ynTuparno co
MOBMCOKN HMBOA Ha NPOAYKTUBHOCT M Noaobpu NCKyCTBa Ha KIUEHTUTE.

Bo aeHewHoTo 6p30 MeHyBake Ha AENOBHOTO OMKPY)XyBahwe, €AMHCTBEHMOT HAYMH 3a ycnex
Ha YrocTUTENICKUTe KOMMaHuM € CO MHBEecTMUMja BO cBouTe BpaboTeHu. 3a ga ce ocurypaart
[ileka NepcoHanoT MOXe [a ' UCMOSHN NoTpebuTe 1 oYeKkyBarwaTta Ha KNMMEHTUTE, O CYLUTUHCKO
3HayeHe € YrocTUTENICKUTE KOMMNaHWM 4a MHBeCTUpaaT BO pa3BMBaHETO Ha KOMYHMKaLMCKUTE
BELUTVMHWN HAa HUBHWOT NepcoHan Npeky pedoBHM KypceBu 3a obyka.

Tve TMNoBM Ha NPOrpamMmn He camo LLITO MM OBO3MOXyBaaT Ha BpaboTeHUTe fa ro npakTukyBaaT oHa
LUTO ro Hay4une, Tyky um obesbenyBaat n 6e36eaeH NpocTop kage WTo MoXaT Aa nocraByBaar
npaluawa 1 ga gobusaat noBpaTHU MHOPMaLUN Of, KONEernTe n NnpeTnocTaBeHunTe.

OBa My nomara Ha nepcoHanoT BO YrOCTUTENCTBOTO MOSIECHO M NOYCMELLHO Aa ce crpasu CO
npomeHuTe, baparaTa Ha KITMEHTUTE, KaKO M CO KakBM BUO TEXHOSOLLKN JOCTUTHYBaHsa LUTO MOXe
Aa ce nojaBaT HEOYEKYBaHO Kako NOTpebHN anaTkuy, 3a Aa ja HAAMUHAT CBOjaTa KOHKYpPEHLUMja BO
YCrOBM Ha NOCTOjaHN NPOMEHN BO YrOCTUTENCKUOT CEKTOP BO 21-0T BEK.

Bo 0BOj TEKCT ke ce OCBpPHEME Ha CreHNTE CEerMeHTH:

- 3ronemMeHaTa noTpeba 3a Meku BelTMHa A0 yrocTuTernckaTa nHaycrTpuja
- Pa3Boj Ha 0CHOBHUTE MeKM BELLTMHU 3a pa3BOj BO yrocTuTerckara nHaycrpuja

- Kako edbekTBHaTa kKOMyHMKaLmja MOXe Aa ro 3ronemun npoduToT BO yrocTuTenckaTa
nHaycTpuyja

- [puka 3a kKnneHTUTEe No nNpumep Ha dunsHu
- BepbanHa n HeBepbanHa KomyHuKaunja

- KomyHukaumja npeky coumjanHm meanymu

- YnpaByBa€e Co NPOMEHM 1 yrorata Ha oBaa BeLUTUHA BO yrocTutenckara uHgycrpuja

3ronemeHaTta notpeba 3a MeKku BeluTMHA A0 yrocTuTerickata MHAycTpuja

Kako LITO yrocTuTenckute UHAYCTpMM CTaHyBaaT C& MOKOHKYpPeHTHM, notpebarta 3a BpaboTeHu
KoM mocefyBaaT CUITHU MEKM BELUTUMHW pacTe. MekuTe BELTUMHU ce NUYHWU aTpubyTn Kou UM
0BO3MOXYyBaaT Ha BpaboTEHUTE BO YrOCTUTENCTBOTO €PEKTUBHO M XapMOHWUYHO [ia KOMYHULMpaaT
CO KINMEHTUTe, Konernte u Opyrute 3acerHatv ctpaHu. KoOHKpeTHO, BEWTUHUTE 3a yrnpaByBahe
CO NMPOMEHN U KOMYHUKaLMja ce OA CYLUTUHCKO 3HayeHe BO YroCTUTENICKMOT CekTop buaejku
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MM OBO3MOXYyBaaT Ha paboTHMLUMTE COOABETHO Aa oAroBopaT Ha NOoTpebuTe Ha KNMEeHTUTe unu
ycnosuTe 3a paboTa. Kako TakBo, pa3BmMBarkeTO 4OOPM MEKM BELUTUHWN € KPUTUYHO 3a YCNEXOT BO
YrOCTUTENCKUTE UHAYCTPUMN.

Pa3BOj Ha OCHOBHUTEe MEKU BeLUTUHU 3a pasBoj BO yrocturtersickarta MHAyCTpMja

EdekTmBHaTa KOMyHMKaLUuja € o4 BUTANHO 3HaYeHe 3a BpaboTeHnTe BO yroCTUTENCTBOTO Buaejkm
Tpeba cekojoHeBHO Ja KOMYHULMpaAT CO KIMEHTUTe, Konernte u apyrute 3acerHatn ctpaHu. Og
CYLUTMHCKO 3Ha4yewe € BpaboTeHuTe aa pasBujaT pasnnuyHuM CTUMOBM HA KOMYHMKALMja U KaKo
Hajoobpo Aa rm uckopucTaT BO 3aBUCHOCT O4 cuTyaumjata. 3a ga rm passujaT OBME BELUTUHU,
BpaboTeHuTe Tpeba aa yyecTtByBaaT BO BEXOM 3a edhekTBHaA KOMYHMKaUMja, Kako LUTO ce Urpu
Ha ynorv unu ctyguum Ha cny4aj kom 6y moxene ga MM nomMorHaT Aa M npakTukyBaaT CBOUTE
CnocoBHOCTK 3a NperoBapame 1 peLlaBate Ha KOH(NKTL.

YnpaByBaHe€TO CO MPOMEHW € UCTO TaKa BaXHa KOHKYPEeHTCKa MpedHOCT BO YroCTUTENCKUOT
cekTop GuaejkM UM OBO3MOXYBa Ha MeHallepuTe oaHanpen Aa v npeasuaat noTeHuunjanHuTe
pY3NLM 1 COOABETHO Aa AojaaT Ao pelleHuja. AnaTkute 3a ynpaByBake CO NPOMEeHM MoXe Aa ce
NMPUMEHAaT Ha pasnMYHM HAYMHWN KaKo pasBuBare CTpaTerMm Kov UM aaBaaTt Ha BpaboTeHuTe BO
YrocTUTENCTBOTO NOrofieMa KOHTporna Bp3 HUBHUTE AENOBHU OATYKW.

lMokpaj Toa, BpaboTeHMTe BO YrocTUTencrBoTo Tpeba pa HeryBaaT MO3UTUBEH CTaB KOH
npoMeHnTe. Mlako Hekom NnpomMeHn Moxe ga bugaTt HenoXxernHu Ha NpB norneq, BpaboTeHuTe BO
yroctutencTeoTo Tpeba aa rv rnegaat npeansBuLmnTe Kako MOXHOCTU 3a YYEHE, a HE KaKO NpeYKkn
LITO MOXaT Aa ro cripeyaT HanpeaokorT.

Kako edekTMBHaTa KOMyHUKauuja MOXe Aa ro 3rofieMu npocutoT BO YrocTuterickarta
MHAyCcTpUja

lMepcoHanoT BO yroctutenctsoTo Tpeba ga 6uae cnocobeH Aa KOMyHuUMpa jaCHO U KOHLUM3HO
kora paboTu 1 co KnMeHTUTe 1 co KoneruTe. MNokpaj Toa, edhekTMBHaTa KOMyHMKaLmMja MoOXe 4a UM
MOMOrHE Ha YrocTUTenckuTe GusHMCK ga pasBujaTt CUMHM OOHOCK CO CBOUTE KITMEHTU, LUTO MOXE
Aa ooseje [0 3ronemMeHa NojanHoCcT Ha KNMeHTUTE 1 3ronemMeH NpoduT Ha JONT PoK.

3a eheKkTMBHO Aa KOMYHULMpPaAT CO KIMEHTUTE, YyrocTUTernckuTe OM3HMCKM Mopa Aa umaat
BpaboTeHU Kou ja pa3bupaaT BaXXHOCTa Ha MEKUTE BELUTUHW KaKO LUTO Ce aKTMBHO CryLlahe U
emnaTuja, Kou ce CyLITUHCKN AEeN0BU Ha eMOLMOHanHaTa UHTenureHuuja.

Op gpyra cTpaHa, edpekTMBHaTa eMmnaTuja MM OBO3MOXYyBa Ha BpaboTeHUTe BO YrOCTUTENCTBOTO
Aa NoKaxxe BUCTMHCKA rpmxa 3a MCKYCTBOTO Ha KIMEHTUTE, Taka LWTOo TUe Ke cakaaT ga ce Bpartar
BO ugHuHa. lNoHatamy, BpaboteHnte Tpeba aa bugat cBecHu 3a HeBepOanHUTe 3HauUM Kako LWTo
ce roBOPOT Ha TenoTO M M3pasuTe Ha nNuueTo buaejkn Tne yecto moxaT Aa obesbenaT BaxHM
MHONLUKN 3a YyBCTBaTa UINu XXenbute Ha KNUeHTOT.

EdekTmBHaTa KOMyHUKaLmja, UICTO Taka, UM OBO3MOXyBa Ha BpaboTeHWTe BO YroCTUTENCTBOTO Aa
ce npunarogat Ha NoTpebuTe Ha CeKoj KNNEHT, MPUXKEjKN Ce cekorall o4YekyBaka Ha KNMeHTuTe aa
ce UCMOMHEeTU UNN HagMUHaTMK.

Mpeky pa3BrBaH:e Ha OBNE MEKM BELLTUHW, BpaboTeHNTe BO YyroCTUTENCTBOTO MoXaT Aa obe3benat
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edukacHo paboTere Co MUHUMU3Npare Ha HegopasbuparaTa nomery cTpaHuTe BKITyYeHU BO
TpaHCaKUMUTE NN yCryruTe WTO M HyaaT CONCTBEHNLMTE Ha yrocTuTerncku 6usHmucun. 3a Bo3spar,
oBa BOAM 00 3rofieMeH NpoduT of KNMMEHTUTE KOU NMOBTOPHO ce BpakaaT nopaaw 3rofieMeHoTo
3a[0BOJICTBO Of YCryrute LWTo rM 06e36enyBaat yrocTUTENCKUTE KOMNaHUN.

Fpuxa 3a KNnMeHTUTE No Nnpmumep Ha [IN3Hn

HaunHoT Ha [Iu3Hn e npuctan WTO ro Kopuctat npodecnmoHanuuTe Bo yrocTUTeNcTBOTO 3a fa
06e36enat n3BOHpPe4HM UCKYCTBA 3a YCNYr Ha KNMEHTUTE 3aCHOBAHM Ha FOCTOMPMMCTBO, NOYUT U
NnocBeTeHOCT Ha kBanuTeToT. Co kopucTewe Ha ,Disney Way“ BO paMKnTe Ha HUBHaTa KOMNaHwja,
BpaboTeHMTe BO yroCTUTENCTBOTO MOXaT Aa co3gaaaTt MarmyHm UCKYCTBa 3a CBOUTE KIMEHTM LUTO
Ke rm HaTtepaart ga ce BpakaaT O4HOBO U OHOBO.

KomMmyHuKaumjaTa € CylTUHCKa KOMMOHEHTa Ha rpwxara 3a KIMMEHTUTEe kora cTaHyBa 360p 3a
HauymHOT Ha [Ou3Hun. O BpaboTeHUTe BO YyroctuTencrBoTo Gapa BHMMATENHO fa chnywaaT wu
Npeuns3Ho aa rm TonkyBaaT notpedbute Ha HMBHUTE KNUEHTU 3a Aa obes3benart Hajoobpa MOXHa
ycnyra. [peky CUrHUTE KOMYHUKaUUCKU BELUTUHWN, BpaboTeHMUTe BO YroCTUTENCTBOTO MoXaT Aa
rpagaTt OgHOCK CO KNMEHTUTE M Aa ja NOTTMKHYBaaT fiojanHoOCTa NoKaXKyBajkn geka rv pasduvpaar
HUBHUTE NOTPebu.

Bepb6anHa u HeBepb6anHa KOMyHuKauuja

BepbanHuTe n HeBepGanHuTe cTpaTterMn n TakTUKM 3a KOMyHUKauMja ce Of CYLUTMHCKO 3HaYeHe
3a ceKkoja yroctutencka opraHusauuja. [JononHUTENHO, BaXHO € fa buaeTte CBECHM 3a KyNTypHUTE
pasnuKn Kora KOMyHuWUMpaTe CO roCTU Of pasnuyHu 3eMju unu noTtekna. PasbuparweTo Ha
Pa3NUYHUTE HAYMHM Ha KOW NYFEeTO KOMYyHMLMpaaT 1 YyBCTBUTENTHOCTA Ha KYNTYpPHUTE pasfuky,
k€ UM NOMOTHE Ha YroCTUTENCKUTE KOMMaHUn aa narpagat CUHN OAHOCK CO CBOUTE rOCTMU.

KomyHuKauuja npeky couujaniHn meauymMmu

KomyHukauumjata Ha coumjanHuTe Meamymmn cTaHyBa cé noBakHa 3a GU3HMCKUTE BO YroCTUTENCKNOT
cekTop. He camo WTO HyAM oanvyHa MOXHOCT 6p30 Aa gonpeTte A0 Wupoka nybnuvka, TyKy Moxe
Aa ce NCKOPUCTU 1 3a rpagere 0HOCKU Co rocTuTe u knmeHtute. Co co3gaBane coapXuHa LTo e
penesaHTHa 3a MHTEPECUTE Ha HUBHUTE rOCTU, YTOCTUTENCKUTE BU3HMCKM MOXaT eddeKTUBHO Aa ja
3rofiemar fojanHocTa Ha 6peHaoT U 3aapPXKyBaHkeTO HA KMUEHTUTE.

Hpyra npuoobueka on KOPUCTEHETO HA COUMjanHUTE MeauyMu BO YrOCTUTENICTBOTO € HUBHUOT
noTeHumjan aa cobepe BpeaHW NOBpaTHW MHOPMAaLMKN Of, KNMUEHTUTE 3a pasfiMyHM acnekTu oa
MCKYCTBOTO KOE ro MMare co Taa oapeaeHa komnaHuja. MNpeky aHKeTn unu eaAHOCTaBHM Npallakba
objaBeHn Ha KaHanuTe Ha couujanHuTe Meguymmn, YrocTUTENCKUTE KOMNaHUM Moxart aa aobvjat
yBUA BO TOA LUTO OMEeKyBaaT HUBHUTE FOCTU U KaKO I OLEHyBaaT HUBHUTE YCyru.

N Ha Kpaj, cTpartermnTe 3a MapKeTuHr Ha COLI,MjaJ'IHI/ITe mMeanymm otsopaart HeBepOjaTHI/I MOXHOCTU
3a YIroCTUTEJICKUTE KOMIMaHNUW Oa n3ne3aTt HagBop o4 HMBHUOT J1IOKalneH nasap 1u ga Bocrnocrasat
BPCKKM CO nyfe LWNPpyM CBETOT.

HaKpaTKO, YroCTUTEJNICKUTE KOMNaHUn Tp668 Aa rm nckopucrtat npegHoCTuTe Ha KOMyHI/IKaU,I/IjaTa
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NpeKy couujarHuTe Meauymyn Kako arnatka 3a nogobpyBae Ha HMBoaTa Ha BKIy4YeHOCT Ha
KNWeHTUTe, cobrpare BpeaHn NoBpaTHU MHAOPMaLUM Of FOCTUTE 3a HUBHUTE YCINYr 1 pacTeyka
CBECT 3a OpeHAOoT BO JOKanHMTE 3aeHULUM U HaABOp Of rpaHuuUmMTe - CeTO Toa UCTOBPEMEHO CO
HUCKW TPOLLIOLM BO cnopeaba co noeeke TpaguLMoHanHu MapKeTUHr MEeTOAMN.

YnpaByBak€e CO NPOMEHM U yriorata Ha oBaa BelUTUHA BO yrocTutesrickata MHaycTpuja

YnpaByBateTO CO MNPOMEHUTE € BaXeH KOHLEeNT 0cobeHO 3a YroCTUTENICKATE KOMMaHWM.
BknyyyBa cnocobHoCT ga ce uaeHTudumkyBaaT, pasbepaT U ynpaByBaaT CroOXeHuTe dakTopu
KOW npeaun3BuKyBaaT NMPOMEHW BO efHa opraHv3auuja. YnpaByBaH€TO CO MPOMEHMUTE BKIy4YyBa
yrnotpeba Ha TEeXHWKM KaKo LUTO Ce MnaHupare, opraHuManpare, BOOEHE U KOHTponvpawe 3a
yCMeLHO CnpoBeyBake Ha NPOMEHUTE HU3 CUTE HMBO BO KOMMaHujaTa.

YnpaByBah€TO CO NPOMEHN MOXe Oa buae HenpoLEeHNUB pecypc 3a YrocTuTenckute GmsHucum
Bo ceseToT no KOBWA. Yroctutenckata uHayctpuja ce’ ywte e ocobeHo Telwko norogeHa oA
naHgemMujaTta, a MeHaliepuTe mopa ga bugart noaroTBEHM Aa ce npunarogaT Ha HoBaTa peanHocT
KaJe WTOo oYeKyBaraTa Ha KnueHTuTe ke buagaTt noBUCOKM.

Co nMmnnemMeHTnpawe Ha e(*)eKTI/IBHa CTpaTeera 3a ynpaBsyBaHl€ CO NpPOMeHN, CONCTBEHNLINTE U
MeHaLlepuTe Ha YroCTUTEINICKUTe On3HMCK MoXaT aa ce norpm>xaTt HUBHMOT NMepcoHasn a e )106p0
noaroTBeH Aa ce crnpaBu CO NMpoMeHnTe n 6p30 Aa ce npunaroan Ha HoBuTe npegn3BuLln.

lMpomeHaTa e HensbexHa, Na 30LWTO 4a He Ce MOAroTBMME 3a Hea NPeB3eMajku M cute
notpebHu yekopn?

MaBHK 3aKrny4ouu u HaCoku

Kako 3akny4yok, yroctutenckute ©usHucn Tpeba fa ja npenosHaaT BaKHOCTa Ha BelTUHUTE
3a KOMYHMKaUunja 1 ynpaByBawe CO NMPOMEHU 3a Aa OCTaHaT npen HMBHaATa KOHKypeHuuja. Co
NHBECTMPaHe BO OOYKM 3a MEKM BELLTMHM, KaKO LUTO ce nnatdopmMu 3a AUrUTasnHO yyere unum
cneuvjanuanpadn paboTUNHULUKM, YTOCTUTENCKUTE KOMMNaHUN MOXaT Aa obe3benaTt Aeka HUBHUTE
BpaboTeHM ce onpemMeHn co noTpebHUTe anaTtku 3a epmkacHO ynpaByBawe CO NMPOMEHUTE BO
cekTopoT. lokpaj Toa, CO KOPUCTEHE Ha COBPEMEHM TEXHONOrMM BO HMBHUOT paboTeH Tek,
yroctutenckute MsHMCK ke MoXaT Aa ja 3roriemaT epukacHoOCTa 1 UICTOBPEMEHO Ke buaat Bo Tek
CO TpeHOOoBUTE BO MHAYCTpujaTa.
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5.210u @@vo; Alaxeipion AAaywyv Kail AtroteAeopaTiki Eikoivwyvia - Kateri-
na Zlatanovska Popova

Katerina Zlatanovska Popova, Soft skills trainer, moTotroinuévn oupBouio otadiodpouiag GCDF,
Points of you © Coach ka1 cupoulo avBpwtrivou duvapikou

Zovoyn

O kAGdo¢ TNG @IAoEeviag upioTaTal TaXEia JETAPOPPWON AOYW TWV PETARBAANOPEVWY ATTAITACEWY
TWV TTEAQTWV Kal TWV £EEAIEEWV aTnV TEXVOAOYia. Na va euSOKINNOOUV OTOV TaXEWG METARBAAAOUEVO
KOOWO oTov OTroio (oUpE, Ol €TAIPEiEG QIAOLEVIOG TTPETTEI va ETTIKEVIPWOOUV OTnv avatTuén
TWV atrapaitnTwy aulwv de€loTATwy ( soft skills) yia emTuxia otov 210 aiwva. ZUPQWva PE TO
Maykéopio Oikovouiké Pépouy, autd TTePIAAPPBAVOUV TNV ETTIKOIVWVIQ, Tn ouvepyaaoia, Tnv
emiAuon TTPORANPATWY, TNV KPITIKA OKEWN KAl TOV YN@IOKO YPOUUATIONO — JE 181aiTEPN EUPaO
otn diaxeipion TNG aAAayng. O1 eTaipEieg TTPETTEI v KATAVOROOUV TN PETATOTTION OTIC AVAYKEG
TWV KATAOVOAWTWY KAl TTWG N TeEXVOAoyia eTnPeAdel TIG dpaoTnpIoTNTEG Toug. Katd ouveTtelq,
Ol ETMIXEIPNOEIC QINOEEVIOG TTPETTEI va ETTIKEVIPWOOUV OTnVv avdamTugn &vog OAOKANpwuEVOU
TTpoypAauuaTog dlaxeipiong aAaywyv yia va diao@alioouv 0TI Ba TTOPAPEIVOUV aVTAYWVIOTIKEG.
H diaxeipion TN aAAayng ival €Tiong onUAvTIKA yia TIG ETaIpEie QIAoEeviag yia Tn BeATiwon Tou
NOIKoU Twv gpyalopévwy Kal Ta TTO000TA dIaTHPNONG TTPOCWTTIKOU. ZUVEPYACOUEVOI UE TA UEAN
TOU TTPOCWTTIKOU JE OUCIACTIKOUG TPOTTOUG, O D1EUBUVTEC PIAOLEVIOG uTTOPOUV VO CUUBAAOUV OTNV
0IKodOUNON EUTTIOTOOUVNG METAEU TNG NYETIKNG OUAdOG TOU OpyavIOPOU Kal Twv Epyalopévwy Tou,
KATAANYOVTOG TEAIKA O UWPNAOTEPQ ETTITTEDA TTAPAYWYIKOTNTAG KOl KAAUTEPEG EUTTEIPIEG TTEAATWV.

EmimAéov, 10 MNaykoopio Oikovouiké Pdpoup avayvwpilel TIG OEEIOTNTES ETTIKOIVWVIAG WG Jia aTro
TIG TTIO ONUAVTIKEG AUAEG DeCIOTNTES TOU 21= alwva, €10IKA OTOV TOPED TNG PIAOLEVIAGC. ZTO ONUEPIVO
TaXEWG METABAAAOPEVO ETTIXEIPNUATIKO TTEPIBAAAOV, OI ETAIPEIEG PIAOEEVIAC TTPETTEI VO TTAPAEIVOUV
MTTPOOTA €€OTTAICOVTAC TOUG UTTAAANAOUG TOUG ME QTTOTEAECMOTIKEG OTPATNYIKEG ETTIKOIVWVIOG.

53 | Page

STOMRATYSTENIE WA RIECD

~ L
{_VEdITC fims s ALJI EH'ACE |_E'"|-F"ULS| FUNDACIGN equipo humano O
1 muﬁﬁ.ﬂ.}‘_ Samerimpesx



https://www.forbes.com/sites/carminegallo/2011/04/14/customer-service-the-disney-way/?sh=57f451ec78f8
https://www.forbes.com/sites/carminegallo/2011/04/14/customer-service-the-disney-way/?sh=57f451ec78f8
https://hotelpropeller.com/the-best-hospitality-case-studies-you-can-learn-from/
https://www.emerald.com/insight/content/doi/10.1108/IHR-07-2021-0054/full/html
https://hotello.com/en/change-management-hospitality-industry/
https://digitalscholarship.unlv.edu/cgi/viewcontent.cgi?article=1694&context=thesesdissertations
https://smallbusiness.chron.com/social-media-hospitality-industry-37599.html
file:///C:/Users/Administrator/Downloads/RoleofSocialMediaNetworks.pdf
https://prenohq.com/blog/is-online-communication-important-in-the-hospitality-industry/

H@RECA Co-funded by
4VET the European Union

MNa va diac@alioTei OTI TO TTPOCWTTIKO QIAOEEVIAG PTTOPEI VO AVTATTOKPIBEI OTIC AVAYKES Kal TIG
TTPOOOOKIEG TWV TTEAATWY, €ival onuavTikd yia TIC €TAIPEIEC @IAOLeviag va eTTevOUOOUV OTNV
QVATITUEN TWV ETTIKOIVWVIOKWY IKAVOTATWY TWV HEAWV TOU TTPOCWTTIKOU TOUG HMECW TAKTIKWV
MaBnudaTwV KaTdpTIoNnG.

H TTpoo@opd TTpoypauPATWY KATAPTIONG OTOUG UTTOAANAOUG @IAOLEVIAG X1 HOVO TOUG ETTITPETTE
VO EQAPPOOOUV 00a £xouv HpABel, aAAd dnuioupyei €TTiONG €va UTTOOTNPIKTIKO TTEPIBAAAOV
OTTOU PTTOPOUV va KAVOUV £PWTACEIG KAl va AdBouv  oxOAIa attd TOUG OUVOUNAIKOUG Kal TOUG
TIpoioTaPEVOUG TOUG. AUTO TOUG divel T duvaTOTNTA VA ATTOKTAOOUV PEYOAUTEPN AUTOTTETTOIONON
yla TNV avTatmokpion OTIG aAAAYEG, OTIG OTTAITACEIG TWV TTEAATWY KAl TNV TTPOCAPHOYH OTIG
TEXVOAOYIKEG €CENIEEIG TTOU PTTOPET VA TTPOKUWOUV ATTPOCdOKNTA, TTAPEXOVTAG TOUG T ATTAPAiTNTA
epyaAeia yia emTuyia. ETrevduovtag oTnv eKTTAIdEUON TWV £PYACOUEVWV TOUG, Ol ETTIXEIPHOEIG
@INOCEVIOG PUTTOPOUV VA PEIVOUV PTTPOOTA aTTd TOV aVTaywvVvIOPO TOUG OTOV OUVAMIKO TOPEQ TNG
@IAogeviag Tou 210U aiwva.

Habilidades interpersonales del siglo XXI: Gestion del cambio y comunicacién efectiva - Katerina Zla-
tanovska Popova

Katerina Zlatanovska Popova, formadora de habilidades interpersonales, Asesora de Carreras GCDF
certificada, Coach de Points of you®© y consultora de RRHH
Correo electrénico: katerina.popova@t.mk

La industria hotelera estd experimentando una répida transformacion debido a las cambiantes de-
mandas de los clientes y los avances ‘recno|égicos. Para prosperar en el mundo de rdpido cambio en
el que Vvivimos, las empresas hoteleras deben centrarse en desarrollar las habilidades inTerpersono|es o
competencias sociales necesarias para tener éxito en el siglo XXI. Segun el Foro Econémico Mundial,
estas habilidades inc|uyen la comunicacion, la co|oborocién, la resolucion de prob|emos, el pensamiento
critico y la alfabetizacion digi’ro|, con un énfasis por‘ricu|or en la gestion del cambio. Las empresas de-
ben comprender el cambio en las necesidades del consumidor y cdbmo la ’recno|ogio impacta en sus ope-
raciones. En consecuencia, las empresas hoteleras deben centrarse en desarrollar un programa integral
de gestion del cambio para asegurarse de mantenerse competitivas. La gestion del cambio también es
importante para mejorar la moral % la retenciéon de los emp|eoo|os en las empresas hoteleras. Al inte-
ractuar con los miembros del persono| de manera significoﬂvo, los gerenfes de hoteles pueden oyudor
a construir confianza entre el equipo de |io|erozgo de la organizacion y sus emp|eoo|os, lo que en altima
instancia se traduce en niveles mas altos de produdividod y mejores experiencias para los clientes.

Ademds, el Foro Econémico Mundial reconoce las habilidades de comunicacion como una de las habi-
lidades inferpersono|es mds importantes del sig|o XX, especio|men’re en el sector hotelero. En el actual
entorno empresorio|, que estd siempre en constante cambio, las empresas hoteleras deben mantenerse
ala vonguordio proporcionando a sus empleados estrategias de comunicacién efectivas. Para garanti-
zar que el persono| hotelero puedo satisfacer las necesidades y expectativas de los clientes, es esencial
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que las empresas hoteleras inviertan en el desarrollo de las habilidades de comunicacién de sus emp|e—

ados a través de cursos de formacion regulares.

Ofrecer programas de formacién a los empleados del sector hotelero no solo les permite aplicar lo que
han oprendido, sino que también crea un entorno de apoyo donde pueden hacer preguntas y recibir
comentarios de sus compafieros y supervisores. Esto les permite tener mds confianza para responder a
los cambios en las demandas de los clientes y odopforse a los avances ’recno|égicos que puedon surgir
de manera inesperodo, proporciondndo|es las herramientas necesarias para tener éxito. Al invertir en
la educacién de sus empleados, las empresas hoteleras pueden mantenerse por delante de la compe-
tencia en el dindmico sector hotelero del siglo XXI.

6.21. yiizyilin yumusak becerileri: Degisim Yénetimi ve Etkili
||e|'|§|m Katerina Zlatanovska Popova

Katerina Zlatanovska Popova, Yumusak Beceriler Egitmeni, Sertifikali GCDF Kariyer Danismani, Po-
ints of you©® Kocu ve IK danismani

C)zei'

Konaklama sektorii, degisen miusteri talepleri ve teknolojideki gelismeler nedeniyle hizli bir doniisim gecirmek-
tedir. Konaklama sirketleri, icinde yasadigimiz hizla degisen diinyada basarili olmak icin 21. yizyllda basarili
olmak adina gerek|i olan sosyo| becerileri ge|i§ﬁrmeye odaklanmalidir. Dinya Ekonomik Forumu'na gore,
degisim yonetimine 6zel bir vurgu yapilmakta ve bunlar arasinda iletisim, is birligi, problem ¢cézme ve elestirel
d[jg[jnme ve o|ijiJr0| okuryozorhk yer almaktadir. §ir|<e’r|er, tiketici ihﬁyodormdoki de@jigimi ve teknolojinin ope-
rosyon|or|m nasil e’rki|eo|ig“;ini anlamalidir. Sonug olarak konaklama i§|efme|eri, rekobe’rgi kalabilmelerini so§;|c1—
mak icin kopsomh bir deg”;igim yonetimi programi ge|i§ﬂrmeye odaklanmalidir. De§i§im yonetimi konaklama
sirketlerinin calisanlarin moralini ve calismaya devam etme oranlarini iyilestirmesi acisindan da énemlidir.
Konaklama ysneticileri, personel tyeleriyle anlamli sekillerde iliski kurarak, kurulusun liderlik ekibi ile calisanlar
arasinda guven o|u§+urmoyo yordlma olabilir ve sonug olarak daha yuksek uretkenlik seviye|eri ve daha iyi

mugsteri deneyim|eri so§|omok’rod|r.

Buna ek olarak, Dinya Ekonomik Forumu, iletisim becerilerini, 6zellikle konaklama sektsriinde, 21. yiizyilin en
onemli yumu§o|< becerilerinden biri olarak kabul etmektedir. Guntimuzin hizla de@igen is ortaminda, kona-
klama sirketlerinin calisanlarini etkili iletisim stratejileri ile donatarak bir adim énde olmalari gerekmektedir.
Konaklama personelinin misterilerin ihtiyac ve beklentilerini karsilayabilmesini saglamak icin, konaklama sir-
ketlerinin duizenli egitim kurslari yo|uy|c1 persone|inin i|eﬁ§im becerilerini ge|i§ﬁrmeye yatinm yapmasi o|o|ukgo
énem arz etmektedir.

Konaklama go||§on|or|no egitim progrom|or| sunmak, onlarin é@rendiuerini uygu|omo|or|no olanak 50§|omo—
kla kalmaz, ayni zamanda soru sorabilecekleri, akranlarindan ve stpervizérlerinden geri bildirim alabilecekleri
des‘reHeyici bir ortam yorofmokmdlr. Bu, musteri ’ro|ep|erino|e|<i de§i§1k|ik|ere cevap verme ve beklenmedik bir
§eki|c|e ortaya glkobﬂecek fekno|oji|< ge|i§me|ere uyum sc@|0mo konusunda daha g(jven|i olmalarini so@|oyorok,
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onlara basari icin gerekli araclari saglamaktadir. Konaklama isletmeleri, calisanlarinin egitimine yatirim yapa-

rak, dinamik 21. yizyil konaklama sektoriinde rekabette ne gecebilir.

7. NEW TECHNOLOGIES, DIGITALISATION AND TRENDS IN HORECA
SECTOR - Laura Fortea

Laura Fortea, Fundacion Equipo Humano, Spain

Introduction

How does Artificial Intelligence influence the world of hospitality? How can digital advances improve life in a
nursing home? How does the latest Jrecl’mo|ogy impact the food we eat? How can we leave a greener world
for future generations?

New Jrechno|ogies have reached the Horeca sector to deﬁniﬂve|y transform it. From the use of blockchain to
create food with minimal environmental impact, such as biodegrodob|e water bottles or pizzas made with
vegefob|e protein, to the design of robots that, sooner rather than later, will he|p us in our cu|inory tasks, the
digifo|isoﬂon of the channel is inevitable.

Yes, it can o|reoc|y be said that the new world will be governed in every aread by artificial infe||igence in need
of data. Vital information so that the aforementioned domestic robots know how Jrhey can make our o|oy fo
o|oy easier. Also, to indicate the best route to autonomous vehicles in chorge of fransporting food in the near
future. Or to design new restaurants run basically by machines.

A Techno|ogico| transformation that will also chcmge our experience in hotels, restaurants, or even nursing
homes, where advances like Cloud and Big Data are 0|reoc|y essential to use new concepts, such as "|iquio|
residence”, as explained by Patxi Amurtio Garcia, General Director of the company Sanitas Mayores: “We are
not Jro|l<ing about traditional telecare, but about home care interconnected by a cloud of data and know|edge
that means that the border between the patient and the professioncﬂ ceases to be the physico| residence to
become a liquid one”.

Digitalisation, then, guarantees the seven formulas for success in the sector: sustainability, excellence, differen-
tiation, persono|izoﬂon, |oyo|er, profifobihfy ondsco|obi|ify.

A po’rh in which Artificial |nfe||igence will be a differential e|emen’r, as Benjomin Co”ejo, CEOQO of the consultan-
cy Livit Design, rightly pointed out, for whom Al “improves all aspects of our businesses, from the consumer
experience to the efficiency of operations” (...) “Artificial in‘re”igence has great po’ren‘rio| in predic’rive omo|ysis
based on anonymous data. With this data we can improve things as varied as inventory or cash flows, since
this fechno|ogy is opp|icob|e+o all levels of operoﬂono| efficiency of a project”.

Ultimately, it is about understanding the connection between digitization and thereal ROl (return on invest-
ment) of the company so that the transformation to o|igiJr0| management is successful.

This implies, for example, asking how the cloud will result in greater operability in my company by creating a
persono|iseo| and digi‘ro| ecosystem. Or learn to opp|y new accommodation and hotel-client re|oﬁonship formu-
las in my businessled by technologies such as Artificial Intelligence, loT, Biometrics, blockchain or robotisation.
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Status of the digitalisation of the hospitality industry in Spain

A report prepared by BCC Innovation and Delectatech, has evaluated the degree of digitization of the Spa-
nish HORECA sector, through a sample made up of more than 240,000 establishments. The measurement
focused on three essential parameters:

+ Online brand presence

+  Management and online communication

. Digifo| customer experience services

The porficu|dri‘ry of this report is that it is the first time that such a |orge somp|eof the HORECA sector is
analysed within these variables. Analysing these factors is of great importance for the sector, since it has been
detected that “in the HORECA channel there is a significant gap between the level of digital maturity of the
consumer and that of the restaurant.

A |orge percentage of consumers in the restaurant sector are active users of digi‘ro| tools and are used to the
immediacy and efficiency that these tools offer in many areas of their doy to doy. That is Why, more and more,
the consumer demands a digital experience...”.

In other words, restaurants, bars and cafeterias must groduo”y odop+ to digi+o|isoﬂon, both in their internal
management and in terms of the experience Jrhey offer the customer.

Interesting data from the study on the digitization of the HORECA sector

- The data used in this study have been extracted from a census developed by Delectatech and BCC Inno-
vation consisting of 241,367 establishments, with data from June and July 2022 in Spain.

- Only 428% of establishments in Spain have a website.

- Only 7.3% use a digital reservation system.

- Only 13.8% have a digital card.

- Having a booking engine can increase bi||ing by 30% and hoving a digi’ro| cardcan increase consumption
by 25%.

- Having an app to pay the bill using QR saves on average up to 13 minutes of service per table.

- 211% of commercial premises offer Wi-Fi (by the way, by offering Wi-Fi, 62% of customers are retained
longer).
- With the use of digifo| menus, 73% of restaurants ocknow|edge hoving modified dishes, added images and

written explanations, managing to satisfy the need for change and knowledge of their potential customers.

- 34.3% offer some type of delivery or take away (76.4% of these with an external service -Glovo, Just Eat or
UberEats- and 23.6% with their own or non-digital delivery).

- Of the stores that are on Goog|e Business or Tripodvisor, 33.6% do not supervise their data or comments;
For their part, establishments that do keep their information up to date and respond to comments
have up to three times more reviews.

- 80% of diners search the Internet before deciding where to eat.
- Almost 90% of peop|e |ool<ing for restaurants online end up booking.

- Madrid, Barcelona and the Balearic Islands lead digitization in the HORECA sector, followed by
Malaga and Girona.
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- On the contrary, Ceuta and Jaén are the least digitised (in general Galicia, thetwo Castillas,
Extremadura, some regions of Andalusia and the Region of Murcia are far behind in this regard).

- 56% of the hospitality sector in Spain considers that “improving margins” is one of the three most
important business objectives and challenges.

- In Spain, around 50% of establishments rank “include systems that save costs” among their top 3
reasons for going digi’ro|.

New trends, technologies and digitalisation

In the next sections we will address examples of new trends and digitization in the HORECA sector.

The Horeca channel (hotels and restaurants and catering) is eager to make up for the time lost by the Co-
vid-19 pcmo|emic. Some have o|reoo|y incorporofed thelatest Jrechno|ogy by ’roking odvonfoge of hotel |eosing.
Others consider doing it, but do not know how and a large investment is not in their plans. The digitization
of the services sector represents a great opportunity for the Canal, since most do not know how to embark on
the po’rh fo digifo| transformation. And we don't say it, the data says if.

The Horeca channel and the hotel industry have the capacity to godigital

According to the study The digitization of SMEs 2021, only large companies (250 people or more)
have specio|iseo| Techno|ogico| promes. Therefore, it is in the hands of the Channel to become the

external IT professioncﬂ. That is, in the person who guides them in the digifo| transformation.

But what does the Horeca channel and the hospitality industryunderstand by digitization?

The type of digifizoﬂon o|epenc|s on the type of establishment, characteristics and geogrcphiccd location. This
is indicated by a recent study, ConectadosHOS,a platform made up of Hospitality in Spain, Coca-Cola, Ma-
hou San Miguel, Pernod Ricard Spain and Markro and prepared by the consulting firm EY.

For almost 60% of those surveyed, digifizoﬂon means being up to date with ’rechno|ogy. And, for less than
half, increase sales or bi||ing Jrhrough digi+0| tools. The purpose of digi+o| transformation is to save costs, auto-
mate processes and streamline tasks. The cho”enges for the digiﬁzofion of the Horeca channel are increasing:
improving the o|e|ivery and fokeowoy service, front-office management and |oyo|+y. As well as optimising POS

systems, giving customers more comfort or reoching new customers.

51% of those surveyed indicate that digiﬂzoﬂon is key or very important and have p|ons fo imp|emen‘r it. Al-
though 35% have not yet started the digital transformation process.

The companies that invest the most in fechno|ogy are chains or franchises. Within the Horeca sector, hotels are
the most advanced in the digitization process, according to the study The digitization of SMEs 2021.

Renting of robotics and machinery

Have you ever been welcomed by a robot on your vacation or served at a restaurant or buffet? There are
robots with facial recognition that check-in and check-out. Some accompany guests fo the room and to the
rest of the hotel’s facilities (restaurant, spa, pool..).
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They are also able to ono|yse the number of peop|e in the room. They go wherever rhey perceive needs: fhey

open doors to he|p peop|e with reduced mobi|iry... They are even copob|e of o|e’rec’rir1g emotions! In addition,
’rhey are progrommed to master an infinite number of |onguoges, opproximore|y 20. Theymoy or may not
have a humanoid profi|e.

Will robots replace staff in the hospitality industry?

The idea is not to rep|oce peop|e, but to be more efficient. In fact, Korea is the most robotised counftry, and at
the same time, the one with the lowest unemp|oymen+ rate. Thanks to the he|p of robots, workers can become
more involved in customer service. Thus, fhey have more time for tasks that add value to the end customer.

In the Horeca sector and, more specifico”y, in the hospifohry indusfry, we begon’ro find im‘e||igemL collaborative
robots to facilitate movement in the room. They distribute food, crockery, towels... guaranteeing the hygiene
and safety of food without contact with diners. They are even capable of making about 400 food and drink
deliveries a day.

Freeing up staff from repetitive tasks to focus on true customer service, this is the |<ey. Toking these deon’roges
into account, opting for robotics hospitality leasing can be a very interesting option.

Digitization of processes

The Horeca sector has been forced to digirise processes with the use of advanced ’rechno|ogies in the field of
identification and |obe||ing. We see a clear example in the Spanish restaurant chain Burro Conogho which, due
to its ropid expansion, needed to optimise its kitchen operations.

It opted for Brother and the inre||igenf digiro| assistant Andy to automate the |obe||ing processes and the digi-
tization of its records, in favour of a correct HACCP, with which they manage to reduce the risk of making er-
rors and increase the efficiency of the processes, something that is essential to protect the health of consumers.

Control and savings

The deployment of this advanced solution, such as the one implemented by Burro Canaglia —consisting of an
autonomous label printer and software— has shown that restaurant chains need to uniry procedures.

In this way, it is possible to control, in real time, and from any device, everythingthat happens in restaurants,
thus cenfrohsing operations and experiencing significonr cost savings in label printing and maintenance, as
well as significonr tfime savings —vs. manual |0be||ing processes— so emp|oyees can focus on other functions
that are more critical to the business.

All this makes decision—moking much easier (as it is based on reliable data) andfaster, by ovoiding hoving to
check the information of each restaurant individually.

Thus, unnecessary disp|ocemen’rs and the execution of manual tasks are eliminated, which would be much
slower and more expensive, as well as being susceptible to irreparable errors, which restoration cannot afford.

In short, the Horeca sector has also undergone a profound transformation of thebusiness, since a |orge part of
its processes have evolved through a strong commitment to technologies that have become “essential”. This is
the case of automatic |obe||ing tools without which it is impossib|e not on|y to be successful,but also to survive
and maintain a stable pace of business.
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Restaurants in the metaverse and digitalisation of Horeca

What does the future taste like? How will we taste the food in the new nybrid restaurants or in the metaverse?
Digitising (good) eating, an experience so linked to the physicg|, is a cng“enge for the design of this type of
space.

In fact, on|y 16% of Horeca establishments have a nigh degree of digi‘riZgiion, gccording to data from the
Technological Center of the Basque Culinary Center.

The metaverse and restoration may not seem to be very similar fields, sinceone is based on the digi’ro| world
and the other is rooted in the physical world, but the truth is that the restaurant sector is making a place for
itself in the digiro|wor|d. from the metaverse.

In recent years, and particularly since the COVID-19 pandemic hit, restaurants have increasingly distanced
themselves from their customers, due to the growing dominance of p|offorms such as Uber Eats.

Despite all the benefits that operating with delivery p|oh[orms entails, they also imply the loss of control of the
restaurant and the direct re|orionship with the consumer.

Given this reﬂecrion, the metaverse facilitates the direct connection between restaurant and client, since it
provides a sing|e window between the two.

In a way, the inclusion of restaurants in the metaverse is the evolution of the use of digirizofion in the sector,
since currenﬂy the consumer usuo||y begins the experience with the restaurant online, reseorcning options,
regding reviews from other consumers, |ooi<ing for images of the site or consu|iing the menu.

Benefits of the metaverse for restoration

One of the benefits that the metaverse provides to this indus’rry is being able to provide a digi’ro| consumer
experience around restaurants.

An example of this experience is that the user will be able to watch a virtual game in which all the places where
’rhey can eaf during or after the game are announced. The user’s avatar will be able to access a virtual market
where rneycon see the different operators, their menus and the representation of the virtualdishes, order them
to be delivered to their homes and pay for them with cryptocurrencies.

On the other hand, the metaverse would also protect against one of the bigges‘r prob|ems in the restaurant
indusiry: no-show reservations. If the person does not show up, the smart contract simp|y transfers the funds
on deposi’r to the restaurant.

If someone reserves a table after a virtual tour in the metaverse, the restaurant could request that a crypto-
currency reservation deposir be made using a smart contract-based escrow system.

The restaurant as an ecosystem of digital solutions

After this first stage of nosfy digifizorion, it is fime to scale up the fecnno|ogies opp|ied to restoration. How?
From the Basque Cu|ingry Center, the first institution in the world specig|ised in innovation in gastronomy,
they venture thatthe restaurant is becoming “an ecosystem of digital solutions that generate, store and process
data”.
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Noihing that we have not seen before in other sectors, of course, but someihing new in the Horeca inoius‘rry,

whose piiysicoii’ry is undeniable (at least for now in what refers to the act of eating, for exompie) and whose
study on digitization began with strength in 2018, when this entity launched the first report on it.

Four years later, in the report The restaurant of the future, front and back office strategies are detailed (those
that have contact with customers and reception orkitchens and management) that are already a redlity in
some European gastronomic spaces: smart warehouses, oiigiio| recipe books, food iiyper iroceobi|iiy ora oiigi—
tal food passport to personalise our gastronomic tour as diners.

Erich Eichstetter, Head of Digital Transformation at the Basque Culinary Center,explains that first “you have
to understand what ’recimoiogy can provide, because we detected a lot of confusion between concepts: me-
taverse, web 3.0,crypto, artificial inie||igence () The main recommendation is to opt for the mostsober, with
speciiic objectives and to be aware of the news and how our processes in the restaurant can be improved.
For exomp|e, we can start with someiiiing as simp|e as e|iminoiing paper and pen in favour of a mobile or a
digitised process’, states the expert.

These first technology tests were carried out at the LABe Digital Gastronomy Lab, where they created NFT
skewers with the idea of sfuoiying how habits would ciionge from the request of the NFT itself until arriving at
the restaurant. They set up a space in the OneRare gastronomic metaverse fo ono|yse what kind of interac-
tions is inferesting to compie’re the sensory aspect, which is obviousiy limited.

For now, eating is still very piiysicoi and with few signs of becoming ciigifoi, but not everyihing that
surrounds it. “With this adventure we learned that training and training of professionals, as well as
the simulation of experiences are all that makes digitization and the metaverse more affordable,”

concludes Eichstetter.

Restaurants in the metaverse: cutlery, napkin and virtual reality glasses

While tests and studies are carried out, Cornell University found in this report that virtual reality alters the
perception of flavour: the pockoging, the colour, the appearance... influence how we taste the food.

At the Shonghoi Ultraviolet restaurant fiiey put the empiricism on the pioie ii’irough virtual frompe l'oeil in
which each diner observes a s‘rrowberry ii’irougii their virtual rec1|iiy g|osses that in the mouth transforms into

another rooiicoiiy opposite food.

However, they are only experiencing “protoverses’, since he considers that there is still “some friction” when it

comes to transmitting a virtual experience.

So what does a restaurant in the metaverse offer us ’rooioy? Righ‘r now it allows us to sit down to have a cof-
fee with the iioiogrom of someone who is on the other side of the Worici, or that when we go to eat a dish we
also enjoy the exp|onoiion of a virtual character that tells us the iiis‘rory of the prooiuci, or even interact with
a gamified environment in which we fish or hunt our own food.. or through digital objects that can be NFTs

that we see with ougmenied reoiiiy giossesi
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Pop-up restaurants

Pop-up restaurants have g|reoo|y established themselves successfu”y for a few years, Jrhey are getting bigger
and renowned chefs are joining the trend. This “clandestine” and temporary component is the biggest attrac-
tion, in addition to trying menus that are unlikely to be made again and its location in a special enclave where
perhgps one does not expect fo enjoy haute cuisine.

It is a trend that speaks of a change in perspective regarding the mass and boring consumption of food and
that is committed to experimentation, peop|e, good music, design... in short, the gasfronomic experience.

The Pop-Up concept in gastronomy is more fashionable than ever. With alternative overtones, the phenome-
non had its origin in the underground scene of London’s East End, where groups like Gingerline (currently em-
borking on iheorggnisofion of what its creators call ‘multidimensional dinners”), had the idea ofusing hidden
places a few yedrs ago of the metro line for their events, which they endowed with artistic airs thanks to the
collaboration of some local creators.

From then on, the ban was opened for a fashion that the world of haute cuisine would not take long to join.
Pop-Up Restaurants are used by renowned chefs oryoung promises who, with this expired format, want to
pub|icise their work.

The need to save on fixed costs came up with a new way to enjoy a specio| dinner. The pop-up restaurants
present origin0| menus offered in unusual p|oces: from private houses, basements or terraces to abandoned
train stations,secret gordens or cosmopo|iion studios.

On the other hand, the senses and perceptions are the main bet to enjoy the gasfronomic offer. And in pop-up
restaurants, this bet becomes even more important, if possib|e, since its transience means that the mark that
must be left on the diner is just as quick tfo impact but not so ephemero| fo forgef.

Peop|e who go to a pop-up restaurant are |ooking for a gastronomic adventure; someihing new, unique and
creative, that is fo‘ro||y different from the erpico| restaurant scene.

Sensory morkeiing p|oys a very important role in he|ping diners’ experience fo be precise|y all of that. The
senses p|oy a fundamental role in restaurants. For exomp|e, gastronomic o|e|igh’r can no |onger be conceived
without piped music. Music has been shown to affect both the taste of food and the appetite. Somuch
so that it influences diners and the sensations and emotions fhey feel.

The sensation of exc|usiviiy that is felt when you know that you will on|y be ableto savour the experience for a
limited time, makes pop-up restaurants an ideal opftion fo awaken your senses and let yourse|iE go.

Exc|usivi’ry, transience, sensorig|ify and roaming. Pop-up restaurants continue tobe, iodoy, a growing trend in
gastronomy. These femporary restaurants offer their diners an unrepeofob|e experience where ’r|’1ey can enjoy
the most doring cu|inc1ry proposo|54

Big data in restoration

Big Data is chgngingi \/iriug“y all industries resort to its cmg|ysis and s’rudy for decision moking, inc|uo|ing the
gastronomic industry. And any restaurant can take advantage of it.

Big Data in theory is the processing of information in a large volume, which cannot be analysed or interpreted,
except with the he|p of fechno|ogy.

62 | Page

STEWARZYSTENIE KA RZECD nee®
. VEdITC iz aiaie EVAW !MF"ULSl FUNDACION equipo humano

4 7 edukacjt

merimpex




H @ R ECA Co-funded by
4VET the European Union

The incorporation of new Jrechno|ogies and big data into the hospifohfy sector has been a reo|i+y accelerated

by the Covid-19 pcmdemic. Todoy, we don't evenask for the menu in restaurants.. we direc’r|y look for which
of the corners the QR will be located on. And like this many more exomp|es. However, these chonges have a
great impact on economic and labour activities in restaurants.

Data from AirMarket shows that 83.5% of hospitality professiono|s have digital tools. Something that is not
trivial, since, according to a study by the Massachusetts Institute of Technology (MIT), companies that exploit
’rechno|ogico| resources and know|eo|ge within their business, improve their net proFiJr margin by 16%. In other
words, investment in technology applied to restoration results in an increase in profifs.

On the other hand, R&D tools generate very valuable information when moking decisions. For exomp|e, you
can anticipate demand, control the volume of waste or increase sales H’]rough digifo| channels. This means
that the incorporation of big data and artificial in+e||igence in the management of restaurant establishments
causes a 30% decrease in food waste, according to the Japan Weather Association (JWA).

Spcnish organisations are odvcmcing in the digi+o| transformation of their businesses, increasing the use of
emerging Techno|ogies such as artificial in‘re||igence, data ono|ysis, cloud computing and the Internet of fhings.

Regording Big Data, 11% of companies reveal that Jrhey omo|yse |orge amounts of data, occording to the eruo|y
Use of digi+o| fechno|ogies by companies in Spain 2022, carried out by the National ObservoTory of Techno-
logy and Society.

In this sense, companies driven by data obtain 70% more revenue per emp|oyee and 22% more benefits than
those that do not base their decision—moking on the use of data, as noted in the sfudy prepored by Capgemini.

For its part, in the restaurant sector there is a specio| interest in digiﬁzaﬁon by the client, since 55% of hoteliers
seek fhrough digifohsoﬂon to reach new customers and offer services that add value to them, occording fo
data collected, by the report Study and Digitization of the Hospitality Industry.

As the restaurant business is very competitive, it is important fo imp|emen+ Business |n’re||igence to understand
consumer behaviour in great depth. “Business Intelligence is responsible for transforming the data repository
into valuable and proc’rico| information, generating reports, grophs, tables, mopsond, of course, dashbo-
ards to reveal the status of a business at a sing|e g|once.Tho+ is, transform information into know|eo|ge. In this
way, we will gef fo know our customers at a higher level’, commented sources from the Spcmish startup Last.

app.

The benefits of data ono|ysis for decision moking are immense, since it includesall the variables that influence

the business, from inventory management to reducing personnel costs and profitability.

Digitalization in the hotel section

What is the situation of the hotel sector regarding digitization?

The hotel business model, where it is increosing|y difficult to stand out, surprise guests or offset cost increases,
has seen the new digi‘ro| ‘rechno|ogies for hotels as one of the main po‘rhs to success. Despite this, there is still
much to do.

If we look at the latest report Techyhotel Project from the Instituto Tecnolégico Hotelero, 72% of the hotels
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surveyed perceive their levels of fechno|ogico| imp|emenro‘rion as high or very high, however this perception

does not agree with redlity, since only 35% of hotels have high or very high levels of implementation.

This data gives good faith that rechno|ogy advances at a pace that many professiono|s in the sector are not
capable of assuming or interpreting. This is corroborated by the latest CaixaBank Sector Digitization Index
(ICDS), where the tourism sector obtains 46 points out of 100, demonstrating that there is stilla significant
gap at the level of digi‘ro| transformation in hotels.

Where is digitization heading in hotels?

Energy efficiency and sustainability

The digiro| transformation of tourism will have as its main objecrive to achieve a more sustainable o|eve|op-
ment. Hotels will continue to be closely linked to aid from European Next Generation funds, which support
digi‘rizo‘rion projects with afocus on energy saving and sus‘roinobih‘ry.

In addition, hoteliers are going fo have to resporrd to the concerns of the customer profi|es most concerned
about sus’roinobihry. We are ’ro|l<ing about theMillennial Generation and, above all, guests be|onging to Ge-
neration Z, who orebeginning fo gain purchosing power and are o|reoo|y an important customer profi|e for
hotel businesses.

To soﬁsr[y these groups, it is not enough fo put up posters or details that transmitsome small, more eco|ogico|
gestures. It is necessary to convey that susfoinobihry and efficiency are part of the hotel's business model.

«  Renewable energies and improvement of thermal insulation: subsidies for the installation of solar pome|s,
the substitution of equipmen’rfrom po||uring energy sources or the improvement of insulation will imp|y a
boost towards energy efficiency.

+  Sensorization: increases the installation of sensors that he|p mark minimum tfemperatures and when the
room is empty, optimising energy expenditure.

+ Home automation: For exqmp|e, tfemperature control systems by voice commands.

. Updo’ring the network infrastructure to GPON fibre optics will contribute to energy savings in an
important and significant way and will avoid the generation of waste or cyber-trash.

The increases in energy costs and all those linked to produc’r and service providers have reduced the profir
margin of hotels.

Digital solutions for automatic income generation

The digirizo’rion of tourism seeks to improve direct sales, optimise processescmd human resources, as well
as personalise product and service communications to increase revenue per guest.

Take odvcm‘roge of all the information obtained from the guests to carry out automated and persono|iseo|
morke‘ring campaigns that attack the exact needs of the guests, promoting direct sales.

e Solutions for automated direct bookings: Integrate all communication channels with the bo-
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oking engine and centralise their management on a sing|e p|ohcorm. A good strategy to limit
dependence on OTA:s.

e Tools for data collection: Tecimo|ogies focused on data collection suchas captive porio|s or

WiFi Hotspots, as well as solutions for generating surveys rie|p to detect patterns and custo-
mer proFi|es in the hotel. In this way, the management anticipates your needs with a more
persorio|ised offer, which rie|ps tfo improve income ’rriroughou’r your stay.

e Digitization of services focused on reducing the purcriosing process: The use of iecrmo|ogies
such as opp|ico’rioris or tablets in the rooms facilitates the process of purchosirig producis and
services, increasing the average ticket for each guest.

° Eici(iciericy and process opfimization: Hotels need to go one step further towards improving
eficiciency to become more proii’rob|e. Tecrmo|ogies aimed at digiiisirig processes, such as cle-
aning management or room service, as well as reducing maintenance by the human team,

will allow emp|oyees to focus on riigrier—vo|ue activitiesaimed at improving the experience.

Hyperconnectivity with the guest or hotel-guest communication

A better informed customer is more |oyc1| and hoppy. Another of the great objecrives of digi’rizoiion in hotels

is to provide an omnichannel response in guest service: chatbots, virtual agents, IPTV and interactive screens

with corporate communication channels, automated morke‘ring strategies.

All these iec|’mo|ogies seek constant and accessible contact from the first point of interaction until the customer

|€OV€S.

Maximum comfort in the guest experience

Going deeper into solutions that he|p provide a more comfortable and ﬂuidguesr experience is going tfo be

|<ey to improving competitiveness.

Contactless rechno|ogy, facial recognition, voice control devices, exponding the range of content available on

television or hovirig the latest iechno|ogy in networks and WiFi are going fo be some of the lines of action at

this point.

Other trends

Urban centres with “dark kitchens” for rent where you can personalise the food delivery and take away
service of the restaurants housed in yourfoci|i’ries.

Home de|ivery p|oh(orms of different artisan bakeries and pastry shops in the city, where users can find the
best of artisan bakeries, pastries, pastries and catering for both individuals and companies.

eCommerce or specio|ised and/or niche Morke’rpbces, such as an online wine store that is based on the
user’s personalised knowledge.

Fitness food: distribution of fresh menus, without additives and packaged in sports centres.

Food de|ivery for restaurants in the |u><ury and haute cuisine sector. This is a way tfo take odvcmfgge of a
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niche and differentiate ourselves in the market, while being inspired by other business models that are

working successfully.

+  Homemade food marketplace, which connects users looking for homemade dishes with local cooks willing
to offer them.

. Morke’rpbce that connects food trucks and users (corporate or private), he|ping Food Truck owners to
make their vehicles profi‘rob|e in two ways: renting them without any other benefit (Food Truck as a dark
kitchen) or with cook service (Food Truck as a service).

Conclusions

What will the HORECA sector be in the future?

Using online |o|cn‘forms to improve service to future clients within the hospiicdify field is a resource that is sho-

wing excellent results.

Undoub‘rec”\/, one of the elements that can transform the world of hospi‘roh‘ry consists of es‘rob|is|’1ing odequcu‘re
work shifts, which allows you to make accurate predictions with artificial inie||igence. Thus, organising your staff

basedon the available space for customer service.

An exomp|e of this has been observed in those hotels whose p|oh(orms incorporate artificial in’re||igence sys-
tfems, fhrough which ihey make direct reservations and establish customer |oyc1|iy, to whom ihey offer better
experiences to contfract their services through the Internet.

When a hotel business incorporates one of these systems, it will have greater ov0i|obi|iiy tfo manage |orge
volumes of data and set up reservations quickly andin a timely manner. Likewise, it will offer personalised
interactions with c|ienis, within which their needs will be taken into account, to achieve their satisfaction with

the service ’rhey are receiving.

Many peop|e are getting used to enjoying the services of artificial inie||igence, infact it is estimated that in
the future travellers will be in’re||iger1’r buyers. A phenomenon that will be characterised by the possibihiy of
searching and consulting all the travel offers in a specii(ic way and within which an immediate response will be

given to your queries.

Saving time and money is vital for any type of venture, therefore the hospitality sector must have packages,
accommodations, producfs and services that are part of their promotions and offer f|exibi|iiy so that fhey are

attractive to their poieniici| customers.

Customer service within a hospifo|iiy indusfry will also begin to show the influence of artificial in+e||igence,
through changes in the way the following services will be provided:

+  Reception service: Using Al, facial recognition will be progrommed or the service will be ins‘ronﬂy synchro—
nised with the client's mobile, while the room |<ey can also be sent to the mobile digi’ro“y.

« Room service: The client will be able to communicate direcHy with the food or beveroge services and fhey

will be delivered automatically.

+  Maintenance: Al systems will be used to keep the common areas in perfec’r condition to receive customers

and simi|or|y for each of the rooms.
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Energy management: Devices equipped with artificial in‘re||igence make op‘rimo| use of energy, turning off

|igh’rs and equipment when +hey are no*being used, which will allow hotels to reduce their maintenance
costs.

There are many benefits provided by artificial in‘re||igence systems that are not yet within the reach of a |orge
number of hotels, but it is expected that they will begin to do so in a short time.

Some important hotel establishments are experimenting with the incorporc:fionmE robots as part of their staff,
which are in charge of giving advice on attractions, interacting with guests, oﬁ(ering solutions to their concerns
and serving as persono| assistants for those clients who request itf; an unmatched futuristic experience.
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Pe3unme

BewTaykaTta nHtenureHumja (Al) BO MOMEHTOB 3HaYNTENHO BNMjae Ha pasnnyHn acnekTn o4 yrocTuTernckaTa
uHaycTpuja. Ourutanunsaumjata Ha CEKTOPOT rapaHTupa ycrnex npeky OoOpPXMMBOCT, WM3BOHPEOHOCT,
andepeHumjaumja, nepcoHanusaumja, nojanHocT, npoutabunHoct n pasmeHa. Merytoa, Bo LnaHuja,
yroctuTernckata MHaycTpuvja e cé ywTe Bo paHute asu Ha gurmtanusaunjata u MuMma 3HaduTerneH jas mery
oYeKyBaaTa Ha KNUEHTUTe W AurMTanHaTa 3penocTt Ha pectopaHute. Camo Man gen of ycTaHoBuUTe
nmaaT Beb-cTpaHuua, cMcTeM 3a AUrnTanHu pesepsauun unv gurutanHo MeHu, cnopes nonucoT U3BpLLEH
of ctpaHa Ha Delectatech n BCC Innovation Bo nepnogot mery jyHu u jynn 2022 roguHa.

PeanHocTa e geka MmnnemeHTauunjata Ha guUruTanHy anatku Kako LWTO ce npouecopu 3a pesepsauuja,
AUrnTanHuM MeHvja n annukaumm 3a Hannarta 3acHoBaHu Bp3 QR mMoxe ga ru sronemar npuxoauTe, aa ro
nogobpat 3a40BONCTBOTO Ha roctute u ga 3awrtenaT Bpeme. Kopucteweto Wi-Fi u gurmtanim menuja
BOOW OO 3rofleMeHa IojanHoCT Ha KNMeHTUTE M nogobpa nepcoHanus3auvja Ha jagerarta crnopeq Toa
LWITO ro npeTnoynTaat KnueHtute. Merytoa, MHOry KOMNaHUW He ro criegaT CBOETO OHNajH MpUCYCTBO, a
TOa BNWjae Ha HMBHMWOT yrnen u peueHaun. Hajronem gen of KNUEHTUTE OHMAjH ucTpaxyBaaT W npasat
pesepBauun BO pectopaHu, a BO HeKou pernoHmn og LLinaHvja uma noronem cteneH Ha gurutanuaaumja og
apyru pervoHn. CtaHyBa 300p 3a NoHanpegHUTe XOTenM BO OBOj Npouec (3aegHo co kaHanot HORECA).

HononHutenHo, pobotute ctaHyBaaT c&€ MOBOOOUYAEHM BO yrocTuTenckata MHAYCTpuja U u3BpLuyBaat
3aJayn Kako HajaByBae, COOHa mocryra v ucnopadyBakwe Ha XpaHa. HuBHaTa mmnnemeHTtauuja vm
OBO3MOXYyBa Ha BpaboTeHWTe Aa ce hokycupaaT Ha McrnopadyBake NofobpeHu yCnyrn 3a KnueHTuTe.
Avrutanusaumjata, UCTO Taka, M MNOELHOCTaBU MPOLIECUMTE KAKO LUTO CE€ KYjHCKUTE ornepauuun, npeky
WHOBATMBHM TEXHOJIOMMU, KaKo LUTO € aBTOMAaTM3NPaHUOT CUCTEM 3a eTMKETMpaHe, LITO pe3ynTtupa co
3awTena Ha TpoLoumn, nogobpeHa edmkacHocT n 6e3benHM NpakTuKK. 3aToa, YCBOjyBah€TO HA AUTNTaIHU
yHanpeayBawa € Of KPUTUYHO 3HAYEHE Ha yrocTuTenckaTa nHaycrpuja.

Ourutanusauumjata rm npasm BUPTYErHUTE WCKYCTBaA WM WUCKyCcTBaTa O MeTaBep3yMOT MNoOOCTarHMu.
Cnopep Eichstetter, ekcneptute 3a obyka 1 cumynmpare Ha UCKYCTBOTO C€ KIMy4YHWU 3a NOCTUrHyBaHe Ha
aurntanusauuvjata. [JokaxxaHo e Aeka BUpTyeriHaTa peanHocT ja MeHyBa rnepuenuujaTa 3a BKYyC, LUTO €
OEMOHCTPUpaHO BO CcTyaunja of YHuBep3autetoT KopHen. ®akropute kako LITO ce nakyBaweTo, 6ojaTta n
n3rnegoT MoXe Ja BnujaaTt Ha HAa4YMHOT Ha KOj ja BKyCyBamMe XpaHaTta. Bo pectopaHu kako wTto e Shanghai
Ultraviolet, ce kopucTaT ounna 3a BMpTyenHa pearnHoCT 3a [da ce co3faje UCKYCTBOTO Ha trompe-l'oeil.
KnveHTuTe ja rmepaart jarogaTta HU3 ouyunaTa 3a BUpTyerHa peasiHocT, LWTO NOTNONHO ro TpaHcdopMupa
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jagereTo Kora ke ro BkycaT. Mlako TEKOBHOTO MCKYCTBO BO METaBep3yMOT Ce€ yLTe ce CMeTa 3a NpoToTuInN
nopaav ogpeaeHy orpaHmuyyBsarsa v npobnemum npn o6e3benyBare Ha BUPTYENHM UCKYCTBa, PECTOPaHNTE BO
MeTaBep3yMOT npeTcTaByBaaT yHUKaTHU MOXHOCTU. Ha npumep, nyreto Moxe Aa nujat kadpe co xonorpam
Of, HEKOrO LUTO € Ha gpyraTa CTpaHa oA CBETOT, UNu Aa y>KuBaaT Bo 06jacHyBaHeTO Ha BUPTYENeH YOBEK
LUTO UM O pacKkaxyBa MCTOPUCKMOT KOHTEKCT M KynTypa Ha HeKoe jafeHe LUTO ro jagat BO TOj MOMEHT.
Hakpatko, nHgyctpujata HORECA nognexu Ha npouec Ha pa3Boj KOH gurMtanuaaumjaTa.

OHnajH nnaTtopMUTE N TEXHONOMMUTE KaKo LUTO € BeLUTadkaTa MHTEeNUreHumja ce kopucraT 3a nogobpysare
Haycnyrute, noeAHOCTaByBak€ Ha onepauuuTe n nogobpyBare Ha LLeNOKYMHOTO KOPUCHUYKO LOXMBYBaH-E.
MmnnemeHTaumnjata Ha Al ke goBeae 4O MPOMEHM BO pasfMyHKU YCNYrn, Kako LITO € NpueMoT, cobHaTa
nocnyra, ogpXyBakeTo U ynpaByBaweTO CO enekTpuyHa eHepruja. OBue Hanpegouu ke ja nogobpat
onepartmBHaTa emnKacHOCT, Ke r'v Hamanart TpoLioumnTe n ke obesbenart oyTypUCTUYKO AOXKMBYBaH-E.

NEEZ TEXNOAOTIEZ, WHOIAKOINOIHZH KAI TAZEIZ ZTON TOMEA HORECA

Laura Fortea Ballester, Emke@aAng Emkoivwviag kai EU Project Officer otov €Taipo  Fundacion Equipo
Humano ( laura.fortea@fundacionequipohumano.es )

Mireya Checa Fernande z, EU Project Officer oto €1aipo Fundacion Equipo Humano ( mireya.checa@
fundacionequipohumano.es )

2YNOWH

Hrexvnti vonuoouvn (Artificial Intelligence) £xel pia onuavTikA eTTITITWON 0€ BIAQOPES TITUXEG TNG Blounxaviag
NG @IAogeviag H wneiotroinon Tou kKAddou diaoc@alilel etmiTuyia 8i1d péoou TnG BIWoIATATAG ,TNG APIOTEIOG
, TNG dlagopoTroinong , TNG €€atouikeuong , TNG TTOTNG , TNG KEPDOOYOPIAG KAl ETTEKTACINOTNTAG . ZTNV
loTravia , woTtdéoo , n Blounxavia TNG @IAoEeviag PBpiokeTal akdOPa oTa TTpwIPa oTAdIa TNG WN@PIoTToinong
, M€ ONPAVTIKO XAOHO WETAEU TwV TTPOCOOKIWY TWV KATAVOAWTWY KAl TNG WYNPIAKAS WEINOTNTAG TwV
eaTiatopiwy. Mévo éva PIKpO TTOCOOTO TWV EYKATAOTACEWY OTOV TOUED AQUTO  £XOUV I0TOCEAIDA , A cuoTnua
Wn@IoKAG KPATNONG CUMPWVA PE TO aTToypagn ouvtaxdnke ammd tnv Delectatech ka 1o 1 BCC Innovation
MeTagU Twv unvwv louviou Kai louAiou 2022.

H tmrpayuatikotnTa €ival 0TI N €QapPoy WNPIOKWY EPYOAEIWV OTTWG INXAVES KPATNONG , YN@IaKA PeEVOU Kal
e@apuoyEG TTANPpwHNAG pe Baon QR ptropouv va auénoouv Ta €00da , va BEATILWOOUV TNV IKAVOTTOINCT TOU
TEAATN Kal va e§oikovouroouv Xpovo. H trapoxn Wi -Fi kai n xprion yn@iakwy Jevou odnyei ae JeyaAuTepn
TTOTN aTTo TOUG TTEAGTEG  Kal KOAUTEPN EATOMIKEUON TWV TTIATWY CUPPWVA HE TIC TIPOTNUICEIC TWV TTEAATWV.
QoT1600 , TTOAAEC EyKATAOTACEIG BEV £€X0OUV OIAdIKTUAKN TTapouadia , n otroia eTTNPEACEl TNV @rjun TOUG Kal TIG
KPITIKES TTOU AapBdvouv. H TAciowngia Twv TTeAatwy epeuvd Kal KAvel KpATnNan oTo €0TIATOPIO OIGDIKTIOKA,
Kal JEPIKA TTEPIPEPEIEG TNG loTTaviag TTapoucidlouv uywnAdTepo Babud wnoiotoinong _ atrd AAAeG , TTou
gival Ta TTAéov TTpoxwpnuéva Eevodoyxeia oe autn diadikacia ( padi ue 1o kavaAl HORECA ).

69 | Page

STOMRATYSTENIE WA RIECD -

21 1 N
o MWD EVRED MPULS|  rorcd 0



mailto:laura.fortea@fundacionequipohumano.es
mailto:mireya.checa@fundacionequipohumano.es
mailto:mireya.checa@fundacionequipohumano.es

H@RECA Co-funded by
4VET the European Union

EmmmAéov , Ta pouTTdT yivovTal Ao Kal TTo KoIva aTnv Biognxavia tng gihoeviag , BonbuwvTag ue kabBrikovta
OTTWG N aién Twv TTEAATWY , N €EUTTNPEETNON Ka TTapddoon gayntou _ H e@apuoyr Toug EMITPETTEI GTOUG
UuTTaAAAOUG va eTTIKEVTPWOOUV oTnv TTapoxn BeATiwpévng eCuttnpétnong TTeAatwyv H wneiotroinon €xel
etmiong e€opBoloyioel diadikaaieg, OTTWG o1 AsiToupyieg Koulivag, PECW KAIVOTOUWY TEXVOAOYIWY OTTWG
TA QUTOPOTOTTOINUEVA CUCTHUATA ONUavong, ME QTTOTEAECOUA TNV €£E0IKOVOUNOT KOOTOUG, TN BEATIWMEVN
ammodoon Kail TIG aoPaAeic TTPAKTIKES. 'ETOI, n uloBETnon Twy wneiakwy eEeAifewv gival (WTIKAG onuaciag
yia Tov KAGdo Tng PIAogeviag.

H wnolotoinon kKaBIioTd 0 TTPOCITEG TIG EIKOVIKEG KOl metaverse euTreIpies. ZUugwva Pe Tov Eichstetter,
n eKkIaideuon €KWV Kal n TTPOCOMOIWON TNG euTTEIpiag cival To KA&Idi yia Tnv eTTiTeUén aUTAS TG
ynolotroinong. H eIkovikh TTpaydaTikoTnTa €xel atrodeixBei 011 aANdlel Tnv avTiAnwn ¢ yeuong, 61Twg
£0¢e1ge pia peAETN atro 1o MavemmoTtrpio Cornell. MNMapdyovTeg OTTWG N CUOKEUATIA, TO XPWHA KAl N EJPAvION
MTTOPOUV VA ETTNPEACOUV TOV TPATTO TTOU YEUSHOOTE T TPOYIUA. Z€ e0TIOTOPIO OTTWG To Shanghai Ultraviolet,
XPNOIUOTTOIOUVTAI YUOAIA EIKOVIKAG TTPAYHATIKOTNTAS yIa va dnuioupyroouv Tnv guTtreipia trompe-hoeil. Ol
ETTIOKETTTEG TTAPATNPEOUV TN GPAOUAC PECA aTTO YUOAIA EIKOVIKAG TTPAYHATIKOTATAG, T OTTOI0 OTH CUVEXEIX
Ba peTapopewBei oe £va evTeEAWS BIAPOPETIKO GaynTd OTaV Tn YEUTOUV. Evd n Tpéxouoa euTTEIpia OTO
Metaverse eEakohouBei va Bewpeital «protoverse» AOyw opICUEVWV TTEPIOPICUWY KAl TPIBWY oThV TTapoxn
EIKOVIKWY EPTTEIPIWYV, TA 0TIATOPIA 0TO Metaverse Trapoucidlouv povadikég eukalpies. MNa Tapadelyua, ol
AvBpwTTOI UTTOPOUV VA TTIOUV KAPE PE Eva OAOYPANKA KATTOIOU OTA MICA TOU KOOHOU 1) va atToAaUoouV JId
€€NyNON €vég €IKOVIKOU XOPAKTAPA VW TPWVE éva TTIATO, TTAPEXOVTAG IOTOPIKO TTAQICIO Kal TTOMITIONG. Ev
oAiyoig, n Biounxavia HORECA &iépxetal pia d1adikaoia avaTtrtuéng TTpog TNV Wneiotoinon.

O1 d1adIKTUOKEG TTAQTQOPHES Kal TeExvoAoyieg OTTwg n Texvnt NonuoolUvn XpnoIJOTToIoUvVTal Yia Tn
BeAtiwon Twv uttnpeciwy, Tov eopBoAoyIoud Twv AEITOUPYIWY Kal TN BEATIWON TNG CUVOAIKNAG EUTTEIPIAG
Twv TTeAaTwv. H gpappoyn TG Texvithic Nonuoouvng Ba odnynoel oe aAhayég ae DIGQOPES UTTNPETIEG,
OTTWG n uttodoxn, N uTtnpeaia dwuartiou, N auvTtrpnaon Kal n dlaxeipion evépyelag. Autég ol e€eAigelc Ba
BeATiIOoOUV TN AEITOUPYIK ATTOTEAECHATIKOTATA, Ba PEIWOOUV TO KOOTOG KAl Ba QEPEI TN POUTOUPICTIKN
gUTTEIPIAL.

NUEVAS TECNOLOGIAS, DIGITALIZACION Y TENDENCIAS EN EL SECTOR HORECA

Laura Fortea Ballester, Responsable de Comunicacién de Proyectos Europeos en Fundacién Equipo
Humano (|ouroAForTeo@Fundocionequipohumomo.es)

Mireya Checa Ferndndez, Project Officer en Fundacion Equipo Humano (mireya.checa@fundacio-
nequipohumono,es)

La inteligencia artificial (IA) estd teniendo un impacto significativo en diversos aspectos de la industria
de la hosteleria. La digitalizacién del sector asegura el éxito a través de la sostenibilidad, la excelenciq,
la diferenciocién, la persono|izocién, la fide|izocién, la rentabilidad y la escalabilidad. Sin emborgo, en
Espafia, la industria de la hosteleria atn se encuentra en las primeras etapas de la digitalizacién, con
una brecha significativa entre las expectativas de los consumidores y la madurez digital de los restau-
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rantes. Segun el censo compilado por Delectatech y BCC Innovation entre junio vy julio de 2022, solo

un pequefio porcentaje de establecimientos cuenta con un sitio web, un sistema de reservas digi’ro|es o
un menu digital.

La realidad es que implementar herramientas digitales como mecanismos de reserva, menus digitales y
aplicaciones de pago basadas en codigos QR puede aumentar los ingresos, mejorar la satisfacciéon de
los clientes y ahorrar tiempo. La provision de Wi-Fi y el uso de menus digitales conducen a una mayor
fidelizacion de los clientes y a una mejor personalizacion de los platos segun las preferencios de los
clientes. Sin embargo, muchos establecimientos no hacen un seguimiento de su presencia en linea, lo
que afecta a su reputacion y resefias. La mayoria de los clientes investigan y reservan restaurantes en
linea, y algunas regiones de Espafia muestran un mayor grado de digitalizaciéon que otras, siendo los
hoteles los mdas avanzados en este proceso (dentro del canal HORECA).

Ademds, los robots se estdn volviendo mdés comunes en la industria de la hostelerig, oyudondo con ftare-
as como el check-in, el servicio de habitaciones y la enfrega de alimentos. |mp|emen+or|os permite que
los empleados se centren en brindar un mejor servicio al cliente. La digitalizacién también ha optimi-
zado procesos, como las operaciones de cocina, a través de ’recno|ogios innovadoras como sistemas
de eﬂque’rodo automatizado, lo que se traduce en ahorros de costos, mayor eficiencia y prdcticas mds
seguras. Por lo tanto, abrazar los avances digi’ro|es es crucial para la industria de la hosteleria.

La digitalizacion facilita el acceso a experiencias virtuales y del metaverso. Segun Eichstetter, la for-
macion de expertos vy la simulacion de experiencia, son dos motores clave para lograr la digitalizacion.
La realidad virtual ha demostrado alterar la percepciéon del sabor, como lo demostré un estudio de la
Universidad de Cornell. Factores como el empaquetado, el color y la apariencia pueden afectar la for-
ma en que percibimos el sabor de los alimentos. En restaurantes como Shanghai Ultraviolet, se utilizan
gafas de realidad virtual para crear la experiencia de trompe-l'oeil. Los comensales observan la fresa
a través de las gofos de realidad virtual, que |uego se fransforma en un alimento comp|e+omen’re dife-
rente cuando la prueban. Si bien la experiencia actual en el Metaverso aln se considera ,protoverso”
debido a ciertas limitaciones y fricciones en la entrega de experiencias virtuales, los restaurantes en el
Metaverso presentan oportunidades tnicas. Por ejemplo, las personas pueden tomar café con un holo-
grama de alguien a medio mundo de distancia o disfrutar de una explicacién de un personaje virtual

Por ejemp|o, las personas pueden tomar café con un ho|ogromo de o|guien a medio mundo de distan-
cia o disfrutar de una exp|icoci<’>n de un personaje virtual mientras comen un p|o’ro, proporcionondo
contexto histérico y cultural. En resumen, la industria HORECA estd experimentando un proceso de
desarrollo hacia la digifo|izocic’>n.

Las p|o’ro1cormos en linea y las ’recno|ogios como la in’re|igencio artificial se utilizan para mejorar los
servicios, optimizar las operaciones y mejorar la experiencia genero| del cliente. La imp|emen’rocién de
la 1A provocard cambios en varios servicios, como en la recepcion, el servicio de hobifociones, man-
tenimiento y gestién de energia. Estos avances mejorardn la eficiencia operativa, reducirdn costos y
ofrecerdn una experiencia futurista.
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YENi TEKNOLOJILER, DiJITALLESME VE HORECA SEKTORUNDEKI EGILIMLER

Laura Fortea Ballester, Fundacion Equipo Humano lletisim Birimi Baskani ve AB Projeleri Sorumlusu (laura.
ForTeo@Fundocionequipohumono,es)

Mireya Checa Ferndndez, Fundacién Equipo Humano AB Projeleri Sorumlusu (mireya.checa@fundacionequipo-
humano.es)

OZET

Yapay zekd (Al), konaklama endistrisinin ge§if|i yonleri tzerinde kayda deger etkilere sahiptir. Sektorin diji-
’ro||e§mesi; s(jrd(jru|ebi|ir|ik, m[jkemme”ik, fork|l|o§mo, kigise”egﬂrme, sodoko’r, karlilik ve O’|gek|enebi|ir|ik yo|uy|o
bo§or|y| garanti etmektedir. Ancak isponyo'do konaklama sektoru, tuketici beklentileri ile restoranlarin dijifo|
o|gun|u§u arasindaki 6nemli bir bo§|uk sebebiy|e diji’ro||e§menin hentiz ilk o§0m0|or|ndo gér[jnmekfedir‘ Delecta-
tech ve BCC Innovation tarafindan Haziran ve Temmuz 2022 arasinda derlenen niifus sayimina gore, i§|efme|erin
yalnizca kiiguk bir yizdesinin web sitesi, dijital rezervasyon sistemi veya dijital mentst bulundurmaktadir.

Rezervasyon motorlari, dijital mentiiler ve QR tabanl 6deme uygu|omo|or| gibi o|ijiJr0| orc1<;|or|n devreye sokul-
m05|y|o birlikte ge|irin or‘r|r||obi|eceg”;i, misafir memnuniyetinin ileri d[jzeye ’rogmob”ece@i ve zamandan tasarruf
so§;|onobi|ece§i g6z ardi edilmemesi gereken bir gergekﬁr. Wi-Fi imkaninin sunulmasi ve dijital mentilerin kullanil-
masi, migteri tercihlerine gére yemeklerin daha etkili kisisellestirilmesine ve daha fazla misteri sadakatine olanak
tanimaktadir. Ancak bircok kurulus, itibarlarini ve misteri géruslerini etkileyen dijital varliklarini takip etmemek-
tedir. M[jgferﬂerin cogu restoran aragtirmasini cevrimigi ortamlarda yopmok’ro ve rezervasyon yop’rlrmokfoohr ve
Isponyo‘nm bazi bé|ge|eri, bu sirecte (HORECA kono|ly|o birlikte) en ge|i§mi§ oteller ni’re|i§i kazanarak diéer|e—
rinden daha yuksek oranda dijifo”egme gés’rermek’redir.

Tim bunlara ek o|orok, konaklama endistrisinde robotlar daha yaygin hale ge|irken check-in, oda servisi ve
yemek teslimati gibi gorevlere yardimci olmaktadir. Bu tiir gorevleri yerine getirmek, calisanlarin gelismis misteri
hizmetleri so§|omo konusuna odaklanmasini so§|omok+od|r. Diji+o||e§me ayrica, otomatik etiketleme sistemleri
gibi yeni|ikgi Jrekno|oji|er yo|uy|o mutfak operosyon|or| gibi sUreg|eri |<o|oy|o§hrorcnl< mo|iye‘r tasarrufu, ge|i§mi§
verimlilik ve g[jven|i uygu|omo|or sogj|om|§hr. Bu nedenle, dijital ge|i§me|eri benimsemek konaklama endistrisi icin
son derece dnem tegkil etmektedir.

Diji+o||e§firme, sanal ve metaverse deneyim|erini daha eri§i|ebi|ir hale gefirmek’redir. Eichstetter'e goére, uzman
egitimi ve deneyim sim(j|cnsyonu bu dijifo“eg’rirmeyi bogormonm anahtaridir. Cornell Universitesinde yop||on bir
aragtirmanin gés‘rerdi@i gibi, sanal gergekhk tat cn|g|sm| de@ig‘rirmekfedir. Ambo|oj, renk ve goérundm gibi fak-
torler, yiyecek|eri tfatma §ek|imizi efki|e\/ebi|mek’redir. Shcmghoi Ultraviolet gibi restoranlarda, goz ycm||som05|
deneyimi yorofmok icin sanal gergekhk g(‘jz|[jk|eri kullanilmaktadir. Restoran mu§+eri|eri sanal gergekhk g(’jz|[jk|e—
rinde gi|e@i gérmek‘re, ancak bu sanal gergekhk g(jz|[jk|eri m[jgfer”er yiyecedin tadina baktiklarinda bu yiyecedi
bombo§ko bir yiyecege dénUngrmekfedir. Metaverse'deki mevcut deneyim, sanal deneyim|er sunma konusundaki
belirli simirlamalar ve cm|o§moz||k|or nedeniy|e hala ,,profoverse" olarak kabul eo|i|irken, Metaverse'deki restoran-
lar essiz firsatlar sunmaktadir. Orne@in, insanlar d(jnyomn di@er ucundaki birinin ho|ogrom|y|o kahve igebi|mek’re
veya bir yemedin tadina bakarken sanal bir karakterin tarihsel bogj|om ve kilturine dair og|k|0mo|or|n keyfini
cikarabilmektedir. Kisacasi, HORECA sektsru dijitallesmeye dogru bir gelisim stirecinden ge¢mektedir.
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Yapay zekd gibi cevrimici platformlar ve teknolojiler, hizmetleri gelistirmek, islemleri kolaylastirmak ve genel
musteri deneyimini ileri nokfoyo Toglmok icin kullanilmaktadir. Yapay zekanin uygu|omoyo gegiri|mesi; resepsiyon,
oda servisi, bakim ve enerji yonetimi gibi gegiﬂi hizmetlerde de@igik|ik|ere yo| ogocokhr. Bu ilerlemeler, operasy-
onel verim|i|igji artiracak, mo|iye+|eri azaltacak ve ayni zamanda futiristik deneyim so§|oyocokhr4

A comparative analysis of creative advertising strategies

of hotels in Cyprus, Macedonia, Poland, Spain, and Tiirkiye - Hediye AYDO-
GAN, Zuhal GOK DEMIR

Hediye AYDOGAN* - Akdeniz University, Turkey
Zuhal GOK DEMIRS® ¢ - Akdeniz University, Turkey

Introduction

As a sub-sector of the tourism industry, the hospitality sector includes both food and catering services
and the accommodation/lodging services (Dilek & Harman, 2018, p. 9). Satisfying the needs and de-
sires of the customers is critical (Sinclair-Maragh, 2018), but promoting what they do to meet those
needs and desires has also become more of an issue for the hospitality sector, in particular the hotel
sector, and the hotels extensively rely on advertising for promotional purposes (Fotouhnezhad, 2018).

The main intention of odverﬂsing is to stimulate both primary and selective demand of consumers for
the brands (Chris’rou, 2013). The hotels benefit from odver‘rising in order to communicate their advan-
tages and unique offers which their customers find important (Withiam, 1986). As the hotels have a
strong ’rendency to look similar in their advertisements because of their in’rongib|e and imitable services

(Aydogan, 2022; Christou, 2013; Dilek & Harman, 2018; Fotouhnezhad, 2018; Luk et al, 1996, Withiam,

1986), They emp|oy a number of creative strategies in their advertisements.

Advertising appeals are one of the creative strategies which can be employed in the hotel advertise-
ments. The use of odver‘rising oppeo|s, defined as “a conscious attempt to motivate poJren’ric1| consumers
toward some form of activity (such as goJrhering further information or purchosing) or to influence them
to change their attitude or conception toward the advertised product” (Fotouhnezhad, 2018, p. 182)
increases the odver’rising effectiveness on the consumers’ preferences and intentions. The odver’rising
appeals are divided into two types: rational and emotional (Choudhary & Roy, 2022; Christou, 2013).
While rational appeals trigger rationally oriented purchase decision by directly explaining the advan-
tages of any produc’r or service (Lin, 2011), emotional oppeo|s catch the attention of the consumers by
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either inducing their fee|ings and emotions or enticing particular moods rather than providing realistic
or logical information (Albers Miller & Royne Stafford, 1999a; Choudhary & Roy, 2022; Christou, 2013;
Fotouhnezhad, 2018).

Borrowed interest devices also play a crucial role in the creativity of advertisements. They are mostly
used to attract the attention of consumers and induce them to behave accordingly (Kaur et al, 2022).
They include the employment of pets/animals, cute babies, eroticism/sexuality, animations, celebrities,
music (Kaur et al, 2022), violence (Dafonte-Gémez et al, 2020; Golan & Zaidner, 2008), patriotism,
storytelling, hyperbolic elements (Aydogan, 2022, 2023), and talented activities.

For turning the advertisements into creative ones, the practitioners make use of the power of the
suitable ad formats such as demonstration and documentary. The types of ad formats offer different
advantages. The demonstration format enables the advertisements to present the characteristics of
the products or services promoted when they are in use. The documentary format is the presentation
of a real event when the strengths of the products or services can be observed in a documentary-like
format. Fantasy is the use of imaginary characters and supernatural phenomena in the advertisements.
Musical is the ad format in which the advertising message is given through a musical form. Narrative
(short) story format refers to the advertisements which narrate a story with a beginning, problem, and
resolution. While slice-of-life denotes the way the advertisements present some sections from the daily
life of a consumer during which that consumer faces some daily problems and finds solutions thanks
to the products or services promoted, testimonials use either ordinary people or celebrities in order to
convince the potential customers that those people have also consumed and enjoyed the products or
services promoted. Finally, teasers are those advertisements which intend to arouse a sense of curiosity
in consumers without providing enough information and share the real message later (Baldwin, 1982;
Kutlu, 2006).

The way how the odver‘rising is produced can affect the level of ad creativity. In this context, most of
the advertisements produced ‘rnrougn a cinematic narrative are found more creative and attractive
than those produced with some slides of visuals on computers (desktop advertising) (Aydogan, 2022;
Kui|u, QOOo). In some cases, with the introduction of the digiio| iechno|ogies, it is evident that some
advertisements are created as animations to spork the attention of the consumers to the story created
through the animatic drawings (Kutlu, 2006).

A|’rnougn there are numerous studies investigating the promoiiono| activities of hotels on their websi-
tes or social media p|oh(orms, the literature (Aprinica, 2021; Huseynova et al, 2022. Luk et al, 1996;
Peterson, 1996, Peterson & McQuitty, 2001; Sahin, 2013; Siu & Fung, 1998; Stafford, 1996; Ying-Zhou
& Xing, 2015) ono|yzing the content of the hotel advertisements is scarce, and moin|y focuses on the
print advertisements of the hotel service. In this context, this s’rudy aims to fill the gap by examining the
digital advertising contents of the hotels in five different countries with a special focus on the creative
strategies adopted. In line with this aim, it seeks answers to the following research questions:

RQI1. What are the main themes and |onguoges that the digiio| advertisements of the hotels in five
countries address?

RQ2. What is the common duration of the digi’ro| advertisements of the hotels in five countries?
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RQ3. What is the main function of the digital advertisements of the hotels in five countries?

RQ4. How do the countries differ in terms of,
RQ4a. advertising format?
RQ4b. executional techniques?
RQ4c. advertising message strategy?
RQ4d. borrowed interest devices?
RQ4e. characters portrayed?
RQ4f. voice over?
RQ4g. music prominence?
RQ4h. song structure?
RQ4i. forms of advertising music?

RQ4j. music genre?

Methodology

To fulfil its main purpose of identifying the creative advertising strategies of hotels, this study quan-
titatively content-analyzed the data. This research method was found eligible for this study as it is a
suitable research method that provides the researcher with the opportunity to systematically draw
meaning from manifest and latent content (Coe & Scacco, 2017, p. 1; Lock & Seele, 2015, p. S27), and
is frequently applied in various disciplines including communication studies (Strijbos et al, 2006). For
the guantitative content cmo|ysis, the data were collected from the YouTube pages of the hotels (for a
full list of the YouTube pages, please see Appendix 1), and the top ten hotels with highest brand valu-
es over time (BrandFinance, 2022) were purposive|y selected. As one of the |eoo|ing |o|c1‘rforms for the
promotional activities of the hospitality sector with an approximate rate of 90% is the Internet (Do|gig
et al, 2018, p. 177), this study collected data on between November 11 and 28, 2022 from the hotels’
YouTube pages, since YouTube is the mostly used social media platform for watching videos (Kemp,
2022). The data were analyzed on MAXQDA 2020 on between December 1 and 10, 2022, using a
code sheet (see Appendix 2 for the themes and codes) adapted from previous studies (Aydogan, 2022,
2023), and descriptive analyses (frequencies, percentages) were performed in order to reveal the in-
cidences of each code.
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Results

In this study, no advertisements of the hotel brand Embassy Suites could not be found on YouTube, and
thus the ono|ysis was made on other hotel brands. The coun’rry-specific distribution of the ads was as
such: Cyprus (n=13), Macedonia (n=2), Poland (n=54), Spain (n=44), and Turkiye (n=117). A total of

230 hotel advertisements were taken into consideration.

The analysis of the languages showed that most of the advertisements were in English (n=119) and
seventy of the advertisements were free of any |cmguoge The advertisements in Cyprus were mos’r|y
in English (n=12), while only one was in Greek. While one of the ads in Macedonia was in Russian,
another was in free of any language. In Poland, most of the ads were in English (n=30), followed by
Polish (n=24), and fourteen did not include any language. In Spain, most of the ads were in English
(n=26), and twelve were in no language. Moreover, the ten ads in Spain were in Spanish, and three
were multilingual. In Tirkiye, most of the ads were in English (n=51), followed by Turkish (n=44), and
Arabic (n=1) while forty-three ads included no language. Generally, most of the ads (n=130) address
issues related to the hotel business, followed by Christmas (n=20), holidays (n=16), special days (n=15),
wedding (n=15), career (n=13), COVID-19 & Post-Covid (n=9), honeymoon (n=7), national holidays
(n=5), business meetings (n=3), and parties (n=2). While most of the ads (n=110) lasted 30-60 se-
conds, it was followed by ads lasting 61-90 seconds (n=42), up to 29 seconds (n=33), 91-120 seconds
(n=20), 151-180 seconds (n=12), 121-150 seconds (n=9), and 181 seconds and more (n=4). The ads of
the hotels in five countries were created mos‘r|y for brond—bui|o|ing reasons (n=202), followed by infor-
ming (n=82) and call-to-action (n=47).

A summary of the results was given in Table 1. As is clear from the table below, the mostly used ad
format in all countries was demonstration, and while Spain showed differences from other countries by
opp|ying musical in their advertisements, TU’rkiye differed from others by using fonJrosy as an ad format.
In terms of the executional Techniques, Cyprus differed from others by odop’ring the desk’rop adverti-
sing mos’r|y while others chose cinematic narrative. In terms of ad oppeo|s, again Cyprus differed from
others by mos’r|y uﬂ|izing the combined oppeo|s, while for others it was the emotional ad Oppeo|s. In this
context, while Cyprus and Macedonia avoid using rational oppe0|s, which the hotels in other countries
included in their advertisements. Fur’rhermore, the mos’r|y used borrowed interest devices varied among
countries. While the hotels in Poland and Tiirkiye did not contain borrowed interest devices in most of
their advertisements, those in Cyprus and Spain used talented activities. In this regord, it was an inte-
resting finding that the hotels in Poland were the on|y ones emp|oying violence as a borrowed interest
device, while those in TUrkiye were the on|y ones emp|oying patriotism. In terms of characters por’rroyed,
it was a spedocubr finding that while the hotels in Cyprus most frequenﬂy avoided porfraying any cha-
racter and those in Macedonia gave p|oce to the ordinory peop|e as drama characters, those in other
three countries mos’r|y porfroyed the hotel representatives mc|uo|ing the hotel workers and managers.
The hotels in all the countries preferred the same strategy by exc|uding the voice-overs in their adver-
tisements and prominenﬂy choosing the foreground, instrumental and popu|or music (both as a music
form and genre)A It should be noted here that the hotels in both Poland and TUrkiye used copyrigh’r
music in two of their odver‘risemen’rs, and thus no sound was available in these advertisements. Another
issue to consider was that one of the hotels (Shangri-La) in Turkiye employed triumphal march most
probob|y for arousing the patriotic emotions in consumers.
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Table 1. Country-Specific analysis of themes and codes.
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_mrsnat (e)monqtratlon %M__M__Hm__%m_—}‘l‘m_
ocumentary - 2 4 5
Fantasy - - - - 2
Musical - - - I -
Narrative (short) story 2 I 15 4
Other ad formats - - 6 2 4
Slice-of-Life 5 1 15 15 45
Teaser - - 4 7 22
Testimonial ! 1 3 - -
Executional Techniques Anpimation 3 - | §_9
Cinematic Narrative 6 47 34
Desktop Advertising 7 - [§ 10 28
Ad Appeals Rational Appeals - - 7 (4] 11
Emotional Appeals 6 1 32 25 85
Both Rational and Emotional Appeals | 7 1 15 13 21
Borrowed Interest Devices | N/A (borrowed interest devices) 4 22 14 08
Animations 3 - 2 4 I
Celebrity Endorsement I - 8 2 8
Cute Babies - - - 1 10
Eroticism / Sexuality 2 1 I 7 -
Hyperbolic Elements - - - - -
Music 4 6 4 5
Patriotism - - - - 4
Pets / Animals 1 - 1 3 5
Storytelling I 2 19 8 10
Talented Activities 6 1 14 15 27
Violence - - 2 - -
Characters Portraved N/A (characters) 0 [0] 6 7 24
Celebrities 1 - 8 4 6
Drama Character (Celebrity) - - - - -
Drama Character (Ordinary) 5 2 26 24 52
Hotel Representatives 5 ! 41 29 77
TVoice Over Voice Qver Excluded 11 2 37 38 109 |
Voice Over Included 1 - 17 6 7
| Music Prominence Background Music 1 - 19 8 11
Foreground Music 12 2 33 36 104
N/A (music) - - - - -
Copyright Music Included - 2 - 2
Song Structure Instrumental Music 12 2 48 37 107 |
Lyrical Music 1 - 4 7 8
N/A (song structure) - - - - -
Copyright Music Included - - 2 - 2
Forms of Ad Music Needledrop - - - -
Jingle - - 14 14 -
Popular Music 13 2 40 30 115
Copyright Music Included - - 2 - 2
Music Genre Popular Music (genre) 11 2 52 43 113
Classical 2 - 2 1 1
Opera - - - - -
N/A (music genre) - - - -
Other music (march) - - - - 1
Copyright Music Included - - 2 - 2
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Conclusion

Mgrkeiing activities inc|uo|ing odveriising aims to generate distinct customer values and experiences
(Dilek & Harman, 2018). In a harsh and competitive market like the hotel market, creative odver’rising
activities are vital to capture the g|gnce of customers who are bombarded with an enormous number
of hotel advertisements, which are mosHy identical and away from the point where They could grip the
attention due to their ineffective and inside-the-box nature. This is one of the most criticized issues in
the relevant literature (Aprinica, 2021; Christou, 2013; Huseynova et al, 20292; Lewis, 1984; Luk et al,
1996; Peterson, 1996; Peterson & McQuitty, 2001; Sahin, 2013; Siu & Fung, 1998; Withiam, 1986; Yin-
g-Zhou & Xing, 2015), but when examined c|ose|y, it was observed that the research objec’r of those
studies was the print advertisements and Jrhey focused mosHy on a singu|or country. Reo|izing the need
to investigate the creative strategies of the digi‘ro| advertisements of the hotels, this siudy qugn’riig‘rive|y
content-analyzed a total of 230 YouTube advertisements of the top nine hotels (Crowne Plaza, Double
Tree by Hilton, Hampton Inn, Hilton, Holiday Inn, Hyatt, InterContinental, Marriott and Shangri-La) in
Cyprus, Macedonia, Poland, Spain and Turkiye.

The results of the study indicated that the most common language was English and the second lan-
guage preference was the exclusion of any |onguoge in the advertisements, and this was a sign of the
hotels’ strategy fo target customers from different parts of the world instead of their local customers.
Another significoni Finding was that the advertisements rnos’r|y address the ho|io|c1ys and business frips,
and this supports the view that the hotel customers are mostly those who make their stay at hotels
during their business or pleasure trips (Dilek & Harman, 2018). In this regard, the COVID-19 precau-
tions in the hotels were another ’rreno|ing issue in the odveriisemen’rs, and this demonstrates the drama-
tic effect of the COVID-19 pandemic on the hotel sector (Ju & Jang, 2023; Zhu et al, 2022). In terms
of the ad duration, it was a s’rriking iinding that the ads rnos’r|y lasted up to 90 seconds. One possib|e
explanation for this may be that short video advertisements are more attractive for digital media users
as they find it annoying to be interrupted by video ads for a long time (Kim et al, 2022; Nettelhorst et
al, 2020; Oshiba et al, 2002). Furthermore, the hotel advertisements were found to be created mostly
for bronding (brond—bui|ding) reasons, and this may be signc1||ing the competitive nature of the hotel
market environment where the hotels may feel compe”ed to continue their branding activities.

It was also a substantial Finding that most of the hotel commercials por’rroyed themselves as brands
providing a high—c|oss and authentic service for their customers in not on|y their rooms, but also outside
their rooms and even outside the hotel itself. This signals the view (Dilek & Harman, 2018) that hotels
build H’irough their odveriising communications an image in that ’rney create memorable experiences
for their customers and make them feel like royo| members. However, it should be noted here that ne-
or|y all the hotel commercials include visuals of lobbies, ballrooms or swimming poo|s as their unique
offers, and as Withiam (1986) emphasizes, this may turn these hotels into identical twins of each other,
resu|’ring in the failure of the commercials to achieve their primary task of atfracting the (po’ren’rio|)
customers’ attention and bringing them to the door. In order to differentiate themselves and get a com-
pefitive odvon’roge over their rivals, it is recommended that the hotels consider creg’rive|y infegrating
the seventeen hotel attributes (Lewis, 1984) into their advertising.

The hotel commercials emp|oy emotional oppeo|s to build a strong bond with their (po’ren’rio|) custo-
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mers. This supports the findings of Albers Miller and Royne Stafford (1999b)’s study, which claimed that
while emotional oppeo|s were used for experienficﬂ services such as hotels and restaurants (Stafford

& Day, 1995), rational ones were for the utilitarian services such as auto repair and photo processing
(Stafford & Day, 1995). The under|ying reason of emp|oying such strategies and oppeo|s could be the
psycho|ogico| needs and desires of the hotel customers (Christou, 2013), who are away from their com-
fortable houses for different reasons such as business and holiday (Dilek & Harman, 2018; Withiam,
1986) and seek for the emotion of feeling like home”.

The limitations of this study are worth mentioning. This study is limited to the video advertisements of
the hotels available on their YouTube pages, and those which have not been shared on the YouTube
pages are necessarily excluded from the study. Another main limitation is that the study only covers the
advertisements of the hotel chains facilitating in five countries which are the partners of an Erasmus+
project titled "Market qualifications - a signpost for minimizing competence gaps between education
and the labour market in the HoReCa sector (HoReCa4Vet)". Finally, this study contains limitations
inherent in the selected research method, the quantitative content analysis. Thus, it is highly recommen-
ded that further research incorporates other research methods which investigate other advertising types
of other hotel chains facilitating in various other countries. Despite the limitations, this study is valuable
as - to the best knowledge of the authors - it is the first study examining the digital advertising strate-
gies of top hotels in different countries.
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Appendix 1. List of hotels” YouTube links from which the data were collected.
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Hotel YouTube Page YouTube Link Country

Crowne Plaza Crowne Plaza https://www.youtube.com/@crowneplazalimassol9384 Cyprus
Limassol

Crowne Plaza Crowne Plaza War- | https://www.youtube.com/@crowneplazawarsaw-thehub8316 Poland
saw - The HUB vide

Crowne Plaza Crowne Plaza https(:zf www.youtube.com/@crowneplazamadridairport6057 Spain
Madrid Airport

Crowne Plaza Crowne Plaza https://www.youtube.com/@crowneplazamilan3229 Spain
Milan

Crowne Plaza Crowne Plaza https://www.youtube.com/@crowneplazaistanbuloryapar7255 Turkiye
Istanbul QryaPark

Crowne Plaza Crowne Plaza https://www.youtube.com/@crowneplazaistanbulflorya9736 Tiirkiye
Istanbul Florya

Crowne Plaza Crowne Plaza https://www.youtube.com/@crowneplazaankara7846 Tiirkiye
Ankara

Crowne Plaza Crowne Plaza https://www.youtube.com/(@crowneplazaantalya6061 Tirkiye
Antalya

Double Tree DoubleTree by https://'www.youtube.com/@DoubleTreeWarsaw Poland
Hilton Hotel &
Conference Centre
Warsaw

Double Tree DoubleTree by https://'www.youtube.com/(@DoubleTreebyHiltonHote[Wroclaw Poland
Hilton Hotel Wroc-
law

Double Tree DoubleTree by https://www.youtube.com/(@doubletreebyhiltonlatorreg3197 Spain
Hilton La Torre
Golf & Spa Resort ~

Double Tree DoubleTree by https://www.youtube.com/@doubletreebyhiltonistanbul9871 Turkiye
Hilton Istanbul
Topkapi

Double Tree DoubleTree by https://www.youtube.com/@doubletreebyhiltonpiyalepal 088 Turkiye
Hilton Piyalepasa _

Double Tree DoubleTree by https://www.youtube.com/@doubletreebyhiltonantalyac8829 Turkiye
Hilton Antalya
City Centre

Double Tree DotubleTree by https://www.youtube.com/@DoubleTreebyHiltonAdana Turkiye
Hilton Adana

Double Tree DoubleTree by https://www.youtube.com/@DoubleTreebyHiltonlzmirAirport Turkiye
Hilton Izmir Air-
port

Double Tree Doubletree By Hil- | https://www.youtube.com/@doubletreebyhiltonizmirair3715 Turkiye
ton Izmir Airport vide:

Hampton Inn Hotel Hampton by https(}i www.youtube.com/@hotelhamptonbyhiltonlublin9665 Poland
Hilton Lublin

Hampton Inn Hampton by Hilton | https://www.youtube.com/(@hamptonbyhiltonoswiecimI000/vide- | Poland
Qs$wiecim oS

Hampton Inn Hampton by Hilton | https:// www.youtube.com/(@HamptonbyHiltonBursa Turkiye
Bursa

Hilton Hilton Nicosia https://www.youtube.com/@HiltonNicosia Cyprus

Hilton Hilton Warsaw https://'www.youtube.com/(@HiltonWarsawCity Poland
City

Hilton Hilton https://www.youtube.com/@hilton5613 Poland

Hilton Hilton Diagonal https://www.youtube.com/@HiltonDiagonalMarBarcelona Spain
Mar Barcelona

Hilton Hilton Barcelona https://www.youtube.com/@HiltonBarcelona Spain

Hilton Hilton Madrid https://www.youtube.com/@HiltonMadridAirport Spain
Airport

Hilton Hilton Istanbul https://www.youtube.com/@HiltonIstanbulBomonti Turkiye
Bomonti Hotel &
Conference Center

Hilton Hilton Istanbul https://www.youtube.com/@HiltonIstanbulBosphorus Turkiye
Bosphorus

Hilton Hﬁstbn Istanbul https://www.youtube.com/@HiltonIstanbulKozyatagi Turkiye
Kozyatagi

Hilton Hilton Garden Inn | https://www.youtube.com/@hiltongardeninnankaragimat5105 Turkiye
Ankara Gimat
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Hilton Hilton Dalaman https://www.youtube.com/@HiltonDalamanSarigerme Turkiye
Sarigerme Resort
& Spa

Holiday Inn Holiday Inn Kra- https://www.youtube.com/@holidayinnkrakowcitycenter2237 Poland
kow City Center

Holiday Inn HolidayInnJoze- https://www.youtube.com/@HolidayInnJozefow Poland
fow,

Holiday Inn Holiday Inn https://www.youtube.com/@holidayinnexpressbilbao9551/videos Spain
Express Bilbao

Holiday Inn Holiday Inn Ma- https://www.youtube.com/@HolidayInnMadrid/videos Spain
drid

Holiday Inn Holiday Inn Kay- https://www.youtube.com/@holidayinnkayseri-duvenonu4267 Tiirkiye
seri - Dilvendnii

Holiday Inn Holiday Inn Bursa | https://www.youtube.com/@holidayinnbursa2702 Tiirkiye

Holiday Inn Holiday Inn Bursa | https://www.youtube.com/@holidayinnbursa3182/videos Tiirkiye

Holiday Inn Holiday inn Istan- | https://www.youtube.com/@holidayinnistanbultuzlabay2678 Tiirkiye
bul Tuzla Bay

Hyatt Columbia Beach https://www.youtube.com/@columbiabr Cyprus
Resort

Hyatt Hyatt Regency https://www.youtube.com/(@hesperiatower Spain
Barcelona Tower

Hyatt Hyatt Centric Le- https://'www.youtube.com/(@hyattcentricleventistanbul3722 Turkiye
vent [stanpul

InterContinen- InterContinental https://www.youtube.com/@intercontinentalwarszawa516/videos Poland

tal Warszawa,

InterContinen- InterContinental https://'www.youtube.com/@InterConMadrid Spain

tal Madrid

InterContinen- InterContinental https://www.youtube.com/@intercontinentalbarcelonah9517/vide- | Spain

tal Barcelona Hotel 0s _

InterContinen- InterContinental https://www.youtube.com/@intercontinentalistanbul§97 Turkiye

tal Istanbul

Marriott Skopje Marriott https://www.youtube.com/@skopjemarriott1 882/videos Macedo-

nia

Marriott Sopot Marriott https://www.youtube.com/@sopotmarriottresortspa7802 Poland
Resmi_&%pa

Marriott Marriott Warsaw https://www.youtube.com/@marriottwarsaw2480 Poland

Marriott Hotel Denia Mar- https://www.youtube.com/(@deniamarriotthotel Spain
riott La Sella Golf
Resort & Spa

Marriott Madrid Marriott https://www.youtube.com/@hotelauditorium Spain
Auditorium Hotel
& Conference
Center

Marriott JW Marriott Istan- | https:// www.youtube.com/@jwmarriottistanbulbosphoru4590 Turkiye
bul Bosphorus .

Shangri-La Shangri-La Bos- https://'www.youtube.com/(@shangrilaistanbul Turkiye
phorus Istanbul

Appendix 2. Code Sheet

Them C
ountry “ 1) Cyprus; 2) M : : gle

Hotel Brand 1) Crowne Plaza; 2) Doubl€ Tree by H1 ton; 3) Embassy Suites; 4) Hampton Inn; 5) Hilton; 6) Holi-
day Inp; 7) Hyatt; 8) InterContinental; 9) Marriott; 10) Shangrj-I.a

Language I)Multlhngual' 2) N/A (Language); 3) Arabic; 4) English; 5) Greek; 6) Polish; 7) Russian; 8) Spa-

nish; 9) Turk

Ad Theme 1) N/A(Ad Theme) 2) Spec1al Days 3) Hohdays 4) Bus1ness Meetlngs 5) Career; 6) Chrlstmas 7)
COVID-19 & Po : 3

Ad Length (in 1) 0-29 seconds;

seconds) 51-180 seconds; 7) 181 seconds and more

Ad Function ) Informing; 2) Call-to-Action; 3) Brand-Building

Ad Format ) Demonstration; 2) Documentary; 3) Fantasy; 4) Musical; 5) Narrative (short) story; 6) Other ad

format; 7) Slice-of-Life; 8) Teaser; 9) Testimonial
Executional Tech- | 1) Animation; 2) Cinematic Narrative; 3) Desktop Advertising

nigues
Ad Appeals D) Rational; 2) Emotional; 3) Combined
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Borrowed Interest | 1) N/A; 2) Animations; 3) Celebrity Endorsement; 4) Cute Babies; 5) Eroticism / Sexuality; 6) Hy-

Devices perbolic Elements; 7) Music; 8) Patriotism; 9) Pets / Animals; 10) Storytelling; 11) Talented Acti-
vities; 12) Violence,

Characters 1) N/A; 2) Celebrities; 3) Drama Character (Celebrity); 4) Drama Character (Ordinary); 5) Hotel
Representatives

Voice Qver 1) Voice Over Excluded; 2) Voice Over Included

Music Promi- 1) Background Music; 2) Foreground Music; 3) N/A (Music); 4) Copyright Music Included

nence.

Song Stryctyre 1 Instrumental Music; 2) Lyrical Music; 3) N/A (Song Structure); Copyright Music Included

Forms of Ad ) Needledrop; 2) Jingle; 3)"Popular Music; 4) Copyright Music Included

Music

Music Genre I) Popular Music (genre); 2) Classical; 3) Opera; 4) N/A (music genre); 5) Copyright Music Inc-
luded; 6) Other Music Genre

9. KomnapaTvBHa aHanusa Ha KpeaTuBHW CTpaTerum 3a npomoLuja Ha XoTenm Bo
Kunap, MakenoHwja, lNMoncka, lWnaHnja un Typumja - Hediye AYDOGAN, Zuhal
GOK DEMIR

Pe3sume

Typr3mMOT N peknamupareTo ce NnoBp3aHu, a Ha TYpu3MOT My € NOTpebHO peknaMmuMpareTo 3a Aa
ybean (noTeHumjanHUTE) KNWEHTU Aa HanpasaT oAflyKM 3a pe3epBaumja. Ha xoTenckara nHaycTpuja Bo
YrOCTUTENCKNOT CEKTOP, MOTCEKTOP Ha TYpUCTUYKaTa UHAYCTpUja, ocobeHo UM ce NoTpebHM NpakTUKNTe of
pasnuMyHuTe opMn Ha NpoMouun 3a a rm yéeam KnueHTuTe geka NoOHyAeHUTe YCnyru rn 3agoBonysaar
HUBHUTE xenbwu 1 noTpebu, Kako U eka ce OOCTanHW YHUKATHU MOXHOCTM 3a CUTe LUTO cakaaT Ja ce
ogfanedart of OOMOBUTE Ha KpaTko, nopaau paboTta mnu 3abasa. MeryTtoa, CNMYHOCTUTE Ha XoTenuTe
nopagu HemaTtepujanHuTe yCnyru LWTo MOXe Aa ce ummntupaat 6apaar of peknamuTe fa HanpasaT pasnuka,
LWITO pe3ynTtupa co ynotpeba Ha pasnuuHu KpeaTUBHM cTpaTerum npu peknammparweto. OBa e UCTO Taka
NOTTUKHATO of ynoTpebaTta Ha AurnTanHuTe TEXHOMNOMN BO peknamMHu uenu, buaejkm cenpmucytHocTa Ha
OUrMTanHoOTO peknamMmupare ro 3rorieMysa n3berHyBakweTO Ha peknamuTe of cTpaHa Ha KopucHuumTte
Ha aurnTanHuTe Meguymu, a KpeatMBHUTE efieMeHT My noMaraaTt Ha AUrMTanHoOTO peknaMmupare a ro
npuenevye BHUMaHMETO Ha LienHaTa nybnuka. 3aTtoa, MHOry € BaXHO Aa ce naeHTUdunKysaaTt KpeaTuBHUTE
cTpaTerumu WTO Ce YCBOEHW BO AUrMTaNHUTE peknaMmn Ha xoTenckata MHAycTpuyja u ga ce semar npegsug
cTpatermMte WTO ce crneunMduyHU 3a odpefeHa 3emja U ce KopucTaT BO Tue peknamu. 3emajku ro
OBa NpeaBu, TeKOBHATa CTyauvja ja aHanusupalle coapXuHaTa Ha gurutanHute BuOeo peknamu 3a
HajoobpuTe geceT XOTeNu Co HajBucoKa BpeaHOCT Ha BpeHa co TekoT Ha BpemeTo (Crowne Plaza, Double
Tree, Embassy Suites, Hampton Inn, Hilton, Holiday Inn, Hyatt, InterContinental, Marriott 1 Shangri-La)
cnogeneHu Ha YouTube-cTpaHULMTe Ha XOTenuTe, KOPUCTEjKU NIUCT CO KOOOBU aganTupaHn o4 NpeTxoqHo
uctpaxysawe. EMnvpucknte aHanusuM Ha gurntanHute Bugeo peknamu 6ea msspweHn Ha MAXQDA
2020, Bo nepuogot mery 1 gekemspu n 10 gekemepu 2022 roguHa. lNpeky MeToq Ha HaMEHCKO 3emMame
npumepoumn, 6ea n3bpaHu xotenute WTO yHKUMOHMpaaT Bo Kunap, MakegoHuja, MNoncka, LWnaHuja n
Typumja. BkynHo Gelle aHanusnpaHa cogpxuHaTa Ha 230 gurntanHu Bugeo peknamu 3a xotenu. Onwtmrte
pesynTaTu Nokaxysaar geka NoBekeTo peknamu brune Ha aHrmmcKy jasuk, 3d6opysarne 3a 0AMOPU U AeNOBHU
naTyBakba, He Tpaene noeeke of 90 cekyHaM 1 nmMane 3a Len ga ro 3arosieMat npeno3HaBareTo U UMULIOT
Ha 6peHaoT. Cnopepn cTpaTternnte 3a KpeaTMBHO peknamMuparse, pesyntatute nokaxysaart geka Hajronem
Jen o gurutanHute BUAeo peknamu ce HanpaBeHu Bo OUIMCKM HapaTuBeH dopMmart, NpuapyxeHu BO
npegeH nnaH co nonynapHa u MHCTPYMEeHTanHa Mysuka, YnjallTo rnaBHa yHKLMja e Aa rm geMOoHCTpupa
rMaBHUTE YCIyrn WTO ce HyaaT BO XOTenuTe Co NpUMeHa Ha eMOLMOHanHa NpuUBIeYHOCT U TaneHTUupaHm
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aKTUBHOCTU, a HemMa Hapauuja. Pasnukute mery apXasute ce cocTojaT BO AUMEH3UUTE Ha cTpaTeruuTe 3a
KpeaTUBHO peKknammpane, Kako TEXHUKU 3a U3BPLUYBaHE, PEKNaMHN CAOraHu, HaknHu 3a NpUBReKyBaHe
Ha MHTepec 1 pa3nu4Hu nukosu. Bo Toj acnekT, Kunap HajmHory ce notnvpa Ha peknamu Ha npebapysau,
a apyrute Ha unMcku HapaTtve. Knnap npumeHyBa, NPETEXHO, U paunoOHanHM 1 eMOLUMOHANHM CoraHu,
HaMeCTO CamMO EMOLIMOHAITHN CKOraHW, Kako LWTO NpuMeHune apyrute 3emju. Kora ctaHyBa 360p 3a Ha4MHM
3a npuBneKyBakwe Ha MHTepec, Typuuja ce pa3nukyBa o OCTaHaTUTE CO TOa LUTO KOPUCTU NaTpuoTMsam
BO peknamuTe 3a XOoTenu, A0AeKa pacKaXyBaweTO MpUKa3HWM € HajucTakHaT HauvH 3a NpUBIEKyBaHe
Ha WHTEpec BO peknamuTe 3a xotenu Bo MakegoHuja u lNoncka, a gpyrnte Kopuctea TaneHTupaHu
aKTMBHOCTU. Ha kpaj, NMKOBUTE NpuKaXKaHW BO peKnaMmmTe ce MpeTexHO MpeTCTaBHUMUM Ha XOoTenuTe BO
Moncka, WnaHnja n Typuwmja, Bo MakegoHuja ce gpamcku nukosu (06u4HO), a BO Kunap mewasuHa of
NpeTCTaBHULM Ha XOTenuTe 1 Apamcku nukosu (06m4HO). Tpeba oa ce HanoMmeHe Aeka Hekoun peknamu 6ea
amartepckn ussegeHu u cnogernexHu Ha YouTube, KopucTejkn maTepujany 3aliTUTEHU CO aBTOPCKM Mpasa.
Op ceTo oBa MOXe fa Ce 3akny4yu Aeka Hajronem gen of XoTenuTe He ycneaja ga noHyaaT KpeaTuBHU
peknaMmu Ha HUBHWUTE KaHanu Ha YouTube. bupgejkn oBaa ctyamja nma 3a Uen ga ro nonosiHu jasoT BO
nuTepaTypaTa, BO KOja HeEMa JOBOSTHO CTYAWWU KOW MM UCTpaxyBaaT AUrMTanHUTE peknamm Ha XoTenute
crnopepn KpeaTMBHOCTa, OBaa CTyauja e npBa LWTO MM aHanuavpa OuruTanHuTe peknamu Ha xoTenute of
nepcnekTnBa Ha NoBeKke 3eMju 3a Aa rM OTKpue TEeKOBHUTE TPeHOO0BW, Aa AaAe NPeanosn 3a NoHaTaMOLLHK
cTyanm 1 aa ob6e3beamn NpakTUYHM U MEeHaLIEPCKM MMMNMKaLUN.

10. ZUyKpPITIKr ) avaAuon aTpaTtnyikwy dnuioupyikng dla@nuiong evodoxeia ot
Kutrpo, Makedovia, MNMoAwvia, lotravia kar Toupkia - Hediye AYDOGAN, Zuhal
GOK DEMIR

MepiAnyn

O Toupiopdg Kal N dlaeruion gival aAANAEVOETA KAl O TTPWTOG  XPeIddeTal TN deUTEPN YIA VA TTEICEI TOUG
(duvnTikoUg) TTEAATEG GO0V aPopd TIG aTToPAcEI ayopdg Toug. Eidikd n &evodoxelokh Blounxavia oTtov
TopéQ TNG PIAO&Eviag, UTTOTOUENG TNG TOUPIOTIKAG Blopnxaviag, BacifeTal oTIG dIA@NUICTIKEG TTPOKTIKES VIO
Va TTEIoEl TOUG TTEAATEG TNG OTI Ol TTAPEXOUEVEG UTTNPECIEG AVTATTOKPIVOVTAI OTIG AVAYKES KAl TIG ETTIOUMIES
TOUG Kal OTI UTTAPYXOUV HUOVADIKEG EUKAIPIEG YIO OOOUG OKOTTEUOUV VA EYKOTOAEIPOUV yia Aiyo Ta OTTiTIO
TOUG yia Adyoug epyaciag ) diaokeEdaong. QoT1d00, 01 OPOIOTNTEG TwV {EVOdOXEIWY AOYW Twv AUAWYV Kal
HIUNTWY UTTNPECIWY TOUG ETTIBAAAOUV OTIG Sla@nUicEIg va KAVOUV T dIa@opd Kal auTo £XEl WG ATTOTEAEOUA
TNV €pappoyn d1a@opwv SNUICUPYIKWY OTPATNYIKWY oTn dla@Auion. AuTtd éxel etTiong TTpotabei atmd
XPAON WNOIOKWY TEXVOAOYIWV YIO BIAQNMICTIKEG TTPOKTIKEG, TTEION N TTAVTAXOU TTOPOUCia TNG Wn@Iakng
dlapnpiong au&dvel TNV atToQuyr] dla@nuicewy atrd Toug XPAOTES WNPIOKWY PECWV Kal Ta dNPIoUpyIKA
oToixeia BonBouv TNV wneiakr dlagriuion va TpafAgel TNV TTPOCOXH TOU KoIVvOU-0TOXou. ETTouévwg, ival
TTOAU ONUAVTIKO va €VTOTTIOTOUV Ol SNUIOUPYIKEG OTPATNYIKEG TTOU UIOBETOUVTAI OTIG WNPIOKES dIAPNUICEIG
NG &evodOXEIOKAG Blopnxaviag kal va An@Bouv uttéywn o1 oTPATNYIKEG TTOU XPNOIUOTToloUvVTal Yia KAOE
XWpa o€ auTéG TIG SlapnUicEIg.

NapBdavovTag uTrTdwn auTod, TO TTEPIEXOMEVO TNG TPEXOUCOG UEAETNG AVEAUCE TIC WNPIAKES dlapnuioelg Bivieo
TwV OEKa KopuPaiwv Eevodoxeiwy PeE WNAN avayvwpioIuotnTa e TNV TTapodo Tou xpovou (Crowne Plaza,
Double Tree, Embassy Suites, Hampton Inn, Hilton, Holiday Inn, Hyatt, InterContinental, Marriott ka1 Shangri-
La) Tmou diaveundnkav oTig oeAideg Tou Eevodoxeiou oTo YouTube xpnoIUoTrolvTag £va @UAAO KWOIKA
TIPOCGAPUOCHEVO aTTd TTponyouUlevn épeuva. O1 TTEPIYPAPIKEG avaAUCEIS TwV dlAPNUICEWY YNPIaKWwV Bivieo
mpayuatoTroiénkav oto MAXQDA 2020, petagu 1 kai 10 AekepPpiou 2022. YI00€TWVTAG MIA OKOTTIUN
MEBOBO derypatoAnyiag, emAEXONkav Ta evodoxeia TTou dicukoAUvouv Tnv Kutrpo, Tn Makedovia, Tnv
MoAwvia, Tnv lotravia kai Tnv Toupkia kai 230 wn@iakés diapnuioelg Bivieo Twv Eevodoxeiwv TUVOAIKA
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avaAUuBnkav TTOgoTIKA WG TTPOG TO TTEPIEXOMEVO.

Ta yevikd amroteAéopaTa deixvouv OTI O TTEPICCOTEPEG dlaPnuicelig ATaV OTa ayyAIKd, agopolcav To
BEua Twv BIAKOTTWV Kal ETTAYYEAUATIKWY TagIdIWY, dev difpkecav TTePIoTOTEPO ATTO 90 deuTEPOAETITA Kal
oTOxXEUQV OTN BEATIWON TNG avVAYVWPIONG Kal TNG €IKOVOG TNG ETTWVUNiag. Ooov a@opd TIG OTPATNYIKES
ONMIOUPYIKAG DIOQPRMIONG, TO ATTOTEAECUATA KATADEIKVUOUV OTI Ol TTEPICOOTEPEG WNYPIAKES dlapnuicelg Bivreo
onuIoupynRBnkav oe PopPn KIVNUATOYPAPIKAG a@Aynong ouvodeuduevn atrd TTPWTO TTAAVO, dNUO@IAA Kal
evopyavn JOUsIKA e KUpIa AgiToupyia Tnv €TTIOEIEN TWV KUPIWYV UTTNPETIWY TTOU TTPOCPEPOVTAI OTA EEVOdoXEia
ME TNV €TTIKANON OTO ouVaIoBIua Kal TaAavToUxeG OpacTNPIOTNTEG, KAl ATTEKAEICAV TNV ETTIKAAUWN PE QWVEG.
O1 S10popEG PETAEU TWV XWPWV EPPAVIOTNKAY WG TTPOG TIG SIOOTACEIS TWV OTPATNYIKWY SNUIOUPYIKAG
Sla@nIoNG, OTTWG Ol TEXVIKEG EKTEAEONG, 01 BIAPNUICTIKEG EKKANOCEIG KAl Ol XOPOKTAPESG TTOU aTTeEIKoviovTal
. A6 autn Tnv ammown, n Kitrpog BacioTnke Kupiwg oTn dia@AuIon eTTPATTECIOU UTTOAOYIOTH, eV GAAEG
OTNV KIVNKJOTOYPAPIKF a@riynon, Kai n KUmrpog epapuooe KUpiwg EKKAACEIS OTNV AOYIKA Kal TO cuvaioBiya
TTapd cuvaloBnuaTikéG EKKARCEIG TTOU UI0BeTABNKAV KUpiwg atrd dAAeg Xwpeg. Ooov apopd TIG CUCKEUEG
davelkou evdlapépovtog (borrowed interest devices), n Toupkia diE@epe aTTO AAAEG XPNOIMOTTOIWVTOG
TTATPIWTIONO OTIG dlaPnMicelg EevodoxEiwv KAl N a@riynaon I0TOPIWY ATAV N TTIO ONUAVTIKI) CUOKEUH daVEIKOU
evolapépovtog(borrowed interest devices), oTig diapnuioeig Eevodoxeiwv otn Makedovia kai Tnv MNoAwvia,
EVW ATAV TOAQVTOUXEG DPACTNPIOTNTES VIO TOUG UTTOAOITTOUG. TEAOG, OI XOPOKTIPEG TTOU ATTEIKOVICOVTAV OTIG
dlapnuioceig ATav wg eTTi TO TTAEioTOV eKTTPOOWTTOI EEvodoXeiwv oTnv MNoAwvia, Tnv loTravia kai Tnv Toupkia,
EVW) ETTPOKEITO yIa OPAPATIKOUG XapakTApes (ouvnBiouévol) otn Makedovia kal dpAPaTIKOi XAPAKTAPES
(koivoi) kal ekTTpdowTTol Egvodoxeiwv oTnv Kutrpo. Eival eriong agloonueiwTo &1 opiouéveg diapnuicelg
TTAPrXONKe EPACITEXVIKA KaI KOIVOTTOINONKav 010 YouTube XpnoiyoTrolwvTag UAIKG TTou TTpooTaTeUETAl ATTd
TIVEUUATIKG OIKAIWUATA. ZUPTTEPOACHATIKG, UTTOPOUUE VA TTOUUE OTI N TTAEloWN@ia Twv EEVOBOXEIWV ATTETUXE
va TTPOCPEPEl dnUIoupyIKr dia@Auion oTa KavdAia Toug oto YouTube. KaBwg auth n PeAETN eTTixEIpEi
eTmiong va KoAuwel 1o kevo otn BiIBAIoypagia, n otroia dev £Xel TIG YEAETEG TTOU BIEPEUVOUV TIG WNPIOKEG
dlapnuicelig Twv &evodoxeiwv wg TTPOG TN dNPIoUPYIKOTNTA TOug, CUMPBAAAEl oTov OXeTIKO Topéa. Agicel
eTmiong va onuelwBei 011, €€ dowv yvwpifouv oI CUYYPAYEIG, auTh N MEAETN €ival N TTPWTN TTOU avaAUEl TIg
WnoelokES dlagnuicels Twy Eevodoxeiwy atmd TNV OTITIKA Ywvia TG XWPAS YIA VA ATTOKAAUWEI TIG TPEXOUTEG
TACEIG, VA KAVEI TIPOTACEIG VIO TTEPAITEPW MEAETEG KAI VA TTAPEXEI TTPAKTIKEG KA SIAXEIPIOTIKES ETTITITWOEIG.

11.Un andlisis comparativo de las estrategias de publicidad creativa de ho-
teles en Chipre, Macedonia, Polonia, Espafia y Turquia - Hediye AYDO-
GAN, Zuhal GOK DEMIR

El turismo y la publicidad estdn entrelazados, y el primero necesita de la dltima para persuadir a los
(pofencio|es) clientes en términos de sus decisiones de compra. Especio|men+e la industria hotelera
dentro del sector de la hospitalidad, un subsector de la industria turistica, se basa en las précticas
pub|ici+orios para convencer a sus clientes de que los servicios ofrecidos cump|en con sus necesidades y
deseos, y que existen oportunidades Unicas para aquellos que deseen dejar sus hogares por un tiempo
por motivos laborales o de entretenimiento. Sin emborgo, las similitudes de los hoteles POr sus servicios
infongib|es e imitables requieren que los anuncios sean diferentes, lo que resulta en la imp|emen’ro—
cion de diversas estrategias creativas en la publicidad. Esto también ha sido impulsado por el uso de
tecnologias digitales para las précticas publicitarias, ya que la omnipresencia de la publicidad digital
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aumenta la evasién de los anuncios por parte de los usuarios de medios digifo|es, y los elementos cre-

ativos oyudcm a captar la atencién del pub|ico obje’rivo. Por lo tanto, es de gran importancia identificar
las estrategias creativas adoptadas en los anuncios digi’ro|es de la industria hotelera y tener en cuenta
las estrategias especificos de cada pais emp|eoo|os en estos anuncios.

Teniendo esto en cuenta, el presente estudio analizé el contenido de los anuncios de video digim| de
los diez principo|es hoteles con los valores de marca mas altos a lo |orgo del tiempo (Crowne Plaza,
Double Tree, Embassy Suites, Hampton Inn, Hilton, Holiday Inn, Hyatt, InterContinental, Marriott y
Shangri-La) distribuidos en las pdginas de YouTube de los hoteles, utilizando una hoja de cédigo
odopfodo de investigaciones previas. El andlisis descrip‘rivo de los anuncios de video digi’ro| se realizé
en MAXQDA 2020, entre el 1y el 10 de diciembre de 2022. Mediante un muestreo intencional, se
seleccionaron los hoteles facilitados en Chipre, Macedonia, Polonia, Espafia y Turquia y se analizaron
cuantitativamente un total de 230 anuncios de videos digiTQ|es de hoteles.

Los resultados genero|es indican que la mayoria de los anuncios estaban en ing|és, abordaban el tema
de las vacaciones y los viajes de negocios, tenian una duracién de no mas de 90 segundos y tenian
como objetivo mejorar el reconocimiento de marca y la imagen. En cuanto a las estrategias publicita-
rias creativas, los resultados muestran que la mayoria de los anuncios de video digi’r0| se crearon en
formato narrativo cinemo’rogrd{ico ocompoﬁodos de musica popu|or e instrumental con la principo|
funcion de demostrar los principo|es servicios ofrecidos en los hoteles mediante la op|icocién de ape-
laciones emocionales y actividades talentosas, y exc|uyeno|o los narradores. Las diferencias entre los
paises se dieron en términos de dimensiones de las esfrategias pub|ici’rorios creativas, como técnicas
de ejecucion, ope|ociones pub|ici+orias, disposiﬂvos de interés pres’rodo y personajes retratados. En este
sentido, Chipre se basé principo|men’re en la pub|icio|ao| de escritorio, mientras que los demas paises
utilizaron principo|men+e la narrativa cinemo’rogrc’:fico, y Chipre op|icé 0pe|0ciones racionales y emo-
cionales en |ugor de Unicamente las ope|ociones emocionales mayormente odop’rados por los otros
paises. En cuanto a los dispositivos de interés prestados, Turquia se diferencié de los demas al utilizar
el patfriotismo en los anuncios de hoteles, y la narracion fue el disposi’rivo de interés pres’rodo mds pro-
minente en los anuncios de hoteles en Macedonia y Polonia, mientras que en los demas fue el talento y
las actividades. Por dltimo, los personajes retratados en los anuncios fueron los representantes del hotel
en Polonia, Espafia y Turquia, mientras que en Macedonia fueron personajes de drama (ordinarios) y
en Chipre fueron tanto personajes de drama (ordinarios) como representantes del hotel. También es
notable que o|gunos anuncios fueron producidos de manera amateur % compar’ridos en YouTube utili-
zando material con derechos de autor.

En conclusion, se puede afirmar que la mayoria de los hoteles no ofrecieron publicidad creativa en
sus canales de YouTube. Este estudio también intenta llenar el vacio en la literatura, que carece de
estudios que investiguen los anuncios digitales de hoteles en términos de su creatividad, y contribuye al
campo relacionado. También vale la pena sefialar que, segin el mejor conocimiento de los autores, este
estudio es el primero que analiza los anuncios digitales de hoteles desde una perspectiva transnacional
para revelar las tendencias actuales, hacer sugerencias para estudios futuros y brindar implicaciones
practicas y de gestion.
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12. Kibris, Makedonya, Polonya, ispanya ve Tiirkiye'deki Otellerin Yaratici
Reklam Stratejilerinin Kiyaslanmasi - Hediye AYDOGAN, Zuhal GOK
DEMIR

OZET

Turizm ve reklamailik i¢ ice gegmistir ve ilki (potansiyel) m[jgferi|eri satin alma kararlari konusunda ikna etmek
icin ikincisine ihtiyac duymaktadir. Ozellikle, turizm endustrisinin bir alt sektérii olan konaklama sektériindeki
otelcilik sektori, musterilerini sunulan hizmetlerin onlarin ihtiyac ve isteklerini karsiladigina ve is veya eglence
OmCICIy|C1 evlerinden bir s[jre|i@ine oyr||occ1k|or icin egsiz firsatlarin bu|unc|u@uno ikna etmek icin reklam
uygu|0mo|ormo ngenmeHedir. Ancak otellerin soyut ve taklit edilebilir hizmetleri nedeniy|e benzerlik g0s-
termeleri, reklamlarin fark yaratmasini zorunlu kilmakta ve bu durum reklamlarda gegiﬂi yarafici s’rro‘reji|erin
kullanilmasi sonucunu dodurmaktadir. Dijital reklamciligin her yerde bulunmasi, dijital medya kullanicilarinin
reklamdan kogmmosml or‘r|ro||§|nc|on ve yaratici unsurlar, dijifo| rek|c1mC|||é|n hedef kitlenin dikkatini gekmesine
yoro||mC| o|o|u§uno|on, bu ayni zamanda dijital teknolojilerin reklam uygu|omo|or| icin ku||on||m05|y|o da deste-
k|enmi§’rir‘ Bu nedenle otel sektsrinin o|ijiJrc1| reklamlarinda benimsenen yaratic s‘rrofeji|erin belirlenmesi ve bu
reklamlarda kullanilan dlkelere o6zgu s*ro*ejﬂerin dikkate alinmasi b[jy[jk onem fo§|mokfod|r. Bunu g6z éniinde
bulundurarak, mevcut calisma, zaman icinde en yitksek marka degerine sahip ilk on otelin (Crowne Plaza,
Double Tree, Embassy Suites, Hampton Inn, Hilton, Holiday Inn, Hyatt, InterContinental, Marriott ve Shan-
gri-La) YouTube soyfo|or|ndo sunduklari dijital video reklamlarinin énceki oro§f|rmo|ordon uyarlanan bir kod
sayfosml kullanarak igerik analizini gergeHeg‘rirmekTedir. Diji‘ro| video reklamlarin betimsel analizleri 1-10 Aralik
2022 tarihleri arasinda MAXQDA 2020'de gerceklestirilmistir. Amacli 6rnekleme yontemi ile Kibris, Makedo-
nya, Polonya, ]sponyo ve Turkiye'de foo|iyef gosteren oteller segi|mi§ ve otellerin toplam 230 adet dijital video
reklami niceliksel olarak igerik analizine tabi *u’ru|mu§‘rur. Genel bu|gu|or, reklamlarin cogdunun ingi|izce o|o|u§u—
nu, tatil ve is gezileri konusunu ele aldigini, 90 saniyeyi gecmedigini ve marka bilinirligini ve imajini artirmayi
omog|oo||§|m g(’js‘rermekfedir. Yaratici reklam erroJreji|eri ogsmdon de@er|endiri|o|i§inde bu|gu|c|r gésfermekfedir
ki o|iji+c1| video reklamlar sinematik anlatim formati kullanilarak o|u§+uru|mu§, on |o|onc|o pop[j|er ve enstrimen-
tal muzikleri ku||onm|§, oteldeki ana hizmetleri gésfermek ClmOCIle yoroh|m|§ ve duyguso| gekici|ik|er ile bece-
ri-odakl etkinliklerden foydo|omrken d|§—ses|eri ku||cmmom|§‘r|r. Ulkeler arasindaki farkhliklar, yapim teknikleri,
reklam gekici|ik|eri, éd(jng ilgi orog|or| ve reklamda yer alan karakterler gibi yaratici reklam stratejilerinin
boyuﬂon ogsmdon ortaya gkrmghr. Bu bo@bmdo, Kibris'in goéun|u|<|o masausti rek|oma||§o, di@er|erinin ise
sinematik anlatima doyond@ ve Kibris'in, go@un|uk|o diéer tlkeler tarafindan benimsenen duyguso| gekici|ik|er—
den ziyode gogun|uk|o hem rosyone| hem de duyguso| gekici|ik|ere bogvurducju géru|m[j§ﬂjr. OdUng i|gi orog|or|
oglsmdon TUrkiye, otel reklamlarinda vomnseverh@in ku||on||m05|\/|o di@er|erinden Fork|||o§m|§, Mokedonyo ve
Po|onyo'o|oki otellerin reklamlarinda en gok hikdye 0n|o+|C|||§| one g|korken, di@er|erino|e beceri-odakli etkinlikler
olarak éne glkm|§f|r. Son olarak reklamlarda yer alan karakterler Po|onyo, isponyo ve TUrkiye'de gog”;un|ul<|o
otel temsilcileri iken, Mokedonyo'do drama karakterleri (siradan), Kibris'ta ise drama karakterleri (siradan)

ve otel temsilcileri o|mu§fur. Ayrica bazi reklamlarin amatérce Ureﬁ|o|i§i ve telif hokk|y|o korunan moferyo”er
kullanilarak YouTube'da paylasildigr da dikkat cekmistir. Sonug olarak, otellerin biiyiik cogunlugunun YouTube
kanallarinda yaratici reklamlar sunmakta basarisiz olduklarini séylemek miimkin gérinmektedir. Bu calisma
ayni zamanda otellerin dijifo| reklamlarini yoroha|||<|or| oglsmdcm ince|eyen (5‘0||§mo|orm eksikh@ini geken lite-
ratirdeki boslugu da doldurmaya calistidi icin ilgili alana katki saglamaktadir. Ayrica belirtmekte fayda var ki
bu calisma, yazarlarin bilgisine goére, otellerin dijital reklamlarini dlkeler arasi bir bakis acisiyla analiz ederek
mevcut trendleri ortaya cikarmak, daha sonraki calismalar icin énerilerde bulunmak ve uygulamaya ve yoneti-
me i|i§kin g||<or|m|or sunmak omQC|y|o yopl|on ilk go||§rnoo||r4
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13. A systematic analysis of hotel management and advertising literature

- Zuhal GOK DEMIR, Hediye AYDOGAN

Zuhal GOK DEMIR’ - Akdeniz University, Turkey
Hediye AYDOGAN® - Akdeniz University, Turkey

Introduction

Advertising as “a commodity that impacts consumers’ preferences” (Devaux & Bomsel, 2022, p. 165) for
any service or product plays a substantial role in hotel management (Chen & Lin, 2013; Cheng et al,
2016; Polemis et al, 2020). To gain a competitive advantage in the accommodation sector, a rapidly
increasing number of hotels makes a large amount of investments in their advertising practices (Lee
& Oh, 2021). Especially with the engagement of digital technologies and the introduction of digital
advertising, new issues related to benefits and risks of the emerging advertising practices in the hotel
sector have broken out and have drawn the attention of scholars working in the field of tourism, hotel
business management, and marketing and advertising. While some (Hu, 2012; Lo & Cheng, 2020; Lwin
& Phau, 2013; Lyu et al, 2021, Magnini & Gaskins, 2010; Magnini & Karande, 2010) focus their atten-
tion on how the odverhsmg practices of the hotels affect the perceptions and choices of their customers/
consumers, others (Chiou & Tucker, 2012; Svitdk et al, 2021; Tekin et al, 2020) investigate the ways of
improving the know|eo|ge and practices related to ad management.

In this vein, the current paper attempts to provide an extensive overview of the advertising research
within the hotel management context. In line with this, it seeks an answer to the ro||owing questions:

Q1. What are the main characteristics of the publications within the relevant field?
Q2. What are the main me’rhodo|ogic0| trends in the pub|icorions within the relevant field?
Q3. How can the main topics of interest addressed in the pub|ico’rions be illustrated?

To answer the questions above, this s’ruo|y uses the systematic review opprooch, It is orgonized in four
main sections. Section two exp|oins the me’rhodo|ogy and data collection and ono|ysis procedures. Sec-
tion three presents the findings of the systematic ono|ysis of the research articles within the relevant
literature. Section four provides a concise conclusion and discussion of the findings cr|ong with the limi-
tations and imp|ico’rions for further studies.

7 Assoc. Prof. Dr., Akdeniz University, Faculty of Communication, Department of Public Relations and Publicity, Antalya, Turkiye,
zuhalgokdemir@akdeniz.edu.tr, ORCID: https://orcid.org/0000-0001-6489-3125
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Material and method

This paper gdop’red the systematic review gpprogcn, Wide|y known as a useful way of overcoming some
of the weaknesses and limitations of traditional literature reviews (Briner & Wo|sne, 2014; Hlee et O||.,
2018). In this reggrd, this review siudy was designed to select research articles from the Web of Science
(WoS) database in odveriising within the hotel management context to fill the gap in the literature. The
reason for selecting the WoS database over other databases (Scopus, EBSCO, IEEE, Google Scholar,
etc.) is that it provides a cleaner data in terms of dup|icoiions and the pub|icgiions indexed in WoS da-
tabase are those pub|isned in top-tier journg|s (Strozzi et al, 2017). This s‘rudy followed three main steps.
First, the instructions of the PRISMA protocol were considered to select the research articles which focu-
sed on the field of hotel management and advertising. The PRISMA protocol was applied for choosing
the relevant research articles because it is a wide|y gccepied opprogcn in social sciences and business
literature to extract and choose pub|icg‘rions related to the field of siudy, for exgmp|e, consumer beha-
vior and gdver‘rising (Alsharif et al, 2022), consumer engagement and brand management (Gambetti
& Graffigna, 2010), misinformation (Kus & Oztirk, 2022), big data and smart lifestyles (Munawar
et al, 2020; Wilson et al, 2014), and hospitality and tourism (Hlee et al, 2018). Second, the selected
research articles were content ong|yzed fo iden‘rify the generg| and emerging areas of research in the
relevant field of s’rudy, g|ong with the gu’rhorsnip patterns, country, affiliation, research method, sgmp|e
type, gno|yses, limitations, and future research directions. Third, the themes origingied from the content
gng|ysis of the articles were deep|y inves‘riggied. In this way, this siudy enables the researchers to offer
suggestions for scholars to guide them in their future studies in the field of tourism and gdveriising.

The relevant publications were selected by the applying the query of the keywords (“hotel” OR “adver-
tising”) AND (“hotel management” OR “advertising”) to the topic search field on WoS on October
26, 2022. This search yielded a total of 165 documents from a period between 1996 and 2022. All the
documents were downloaded to a file on the second author’s persono| computer and were screened for
eligibility for research on MAXQDA 2020 under the guidance of the PRISMA protocols (see Figure 1
for the steps followed). This s‘rudy is limited to the systematic gno|ysis of the research articles on|y since
review articles are not grounded on conduc’ring research in the relevant field, thus not providing infor-
mation about the generg| and emerging rne’rnodo|ogico| bgckground of the literature.
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Figure 1. PRISMA protocol to extract and select research articles in this study.

The Fo||owing section presents the research findings based on the systematic ona|ysis of the 53 research
articles pub|isheo| by journo|s indexed on WoS.

Results

In line with the research questions, this section is divided into three main subsections: a) main characte-
ristics of the studies, b) methodological issues, and ¢) main topics of interest.

Main characteristics of the relevant studies

The sample of 53 research articles included articles published in between 2008 and 2022 (Mdn=2015).
Most of the publications were published in 2020 (n=10). This is interesting as the first publication ava-
ilable on the database dates to 1996, but it was not until 2008 that an article directly focusing on both
hotel management and odver’rising was pub|isheo|. This shows that the scholars Working in this field of
s‘rudy showed interest in the re|o’rionship between odver’rising and hotel management as of 2008, and
thus, this is a niche field of sfudy, which is still open to more research for its grow’rh, as opposed to the
popu|c1r view.

The research articles were pub|isheo| by 34 journc1|s‘ The most common pub|ico’rion venue was Interna-
tional Journal of Hospitality Management (n=7), followed by Tourism Economics (n=4), and Cornell
Hospitality Quarterly (n=3).

The pub|icofions were authored by one hundred and fwenty different scientists. The mean number of
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authors per pub|ico’rion was 2.64. This shows that this field has attracted a small number of scientists
Working in the field of tfourism and communication studies and needs researchers from different disci-
p|ines to have a ropid and successful growfh. The number of sing|e author pub|ico’rions was four, while
that of the co-authored ones was 135. Twenty articles were written by two authors, twenty-one by three
authors, seven by four authors, and one by five authors. The most pro|i1[ic authors were Chiong—Ming
Chen (n=5), Yu-Chen Lin (n=4), Billy Bai (n=3), and Xi Y. Leung (n=3). While the number of authors
with two pub|ico’rions was nine, one hundred and seven authors wrote on|y one pub|ico’rion. This may
support the view that this topic has just arisen the interest of different scholars.

The top five productive countries were the US (n=48), followed by Taiwan (n=22), China (n=9), Au-
stralia (n=7), and Spain (n=6). Among the top institutions were University of Nevada [the US] (n=17),
University of Science and Technology of China [China] (n=13), National Chi Nan University [Taiwan]
(n=1), Technological Educational Institute of Crete [Greece] (n=8), The Hong Kong Polytechnic Uni-
versity [Hong Kong] (n=8), University of Alicante [Spain] (n=8), and University of Granada [Spain]
(n=8). This shows that this field of sTudy has attracted attention of scholars from four different con-
tinents, and this is a sign that this topic is a common issue for scholars in different parts of the world.

218 different keywords were identified, and keywords were missing in only two publications. The frequ-
ency of the keywords is given in Table 1. As can be seen in the table below, the five most Frequenf key-
words were advertising - advertisement (n=11), hotel(s) (n=8), hotel advertising (n=5), hotel marketing
(n=4), environmental advertising (n=3), social media (n=3), sustainability (n=3), and virtual reality
(n=3). While eighteen of the author keywords were used twice, the rest was used only for once. This
shows that the majority of the publications used only |ow-frequency author keywords. When the author
keywords with the least frequency in the publications were examined, it can be stated that some of the
keywords such as ‘ad pictures” and ‘true experiment’ were the sub-terms of an umbrella term, which in-
dicates that the authors attempted to make their paper specific; however, this may cause to the failure
of the publications in being noticed in the databases. Moreover, some keywords such as ‘'misleading’,
‘cardboard’, and ‘warmth” were used, and they were only content-specific and not attractive. Overall,
these problematic keyword selections may limit the visibility of the publications in searches and their
likeability of attracting citations, as mentioned by Lu et al. (2020).

Table 1. The frequency of the author keywords used in the relevant literature.

Aftha[ qumaﬁdv
3 1s1Ing — advertisement.

hotel(s

hote| advertising

hotel marketing

environmental advertising; social media; sustainability; virtual reality.

advertising effectiveness; advertising strategy; attitudé toward the ad; boutique hotel; destination advertising;

emotion; eye tracking; frugality; green advertising; green attitude; green hotel; hotel positioning; Malaysian
hotel industry; pre ; fone qat] . L !

NW-I\M%?E
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1 ad pictures; advertising appeals; advertising efficiency; advertising expenses; advertising features; adverti-
sing spending; affect; Airbnb; animorph; anthropomorphism; archetypes; attention restoration theory; attitude
toward social media page; attitude toward the hotel; Australia; average; awe; banner; behavioral intention;
bio-spheric value; blog; Booking.com; brand management; brand personality traits; branding; brands; bu-
siness cycle; capacity; cardboard; cause-related marketing; certainty; Chuck Jones; clustering; cognition;
color perception; color vibrant; congruence; construal level; consumer behavior; contentment; corporate so-
cial responsibility; counter-signaling; CTR prediction; culture; data enrichment; delayed effects; demand,
dependence; descriptions; differance; direct experience; disequilibrium; display advertising; dynamic frontier
modelling; eco-labelling; eco-tourism; efficiency and productivity; Elaboration Likelihood Model; electro-
encephalography (EEG); email; emotional appeal; emotional benefits; endorsement; environmental claims;
environmental concerns; environmental involvement; e-Tourism 2.0; evaluation; eWOM; experiments; food
and beverage service; framing; fuzzy clustering; gender effects; greenwashing; Hilton hotel advertisements;
Hong Kong; hope; hospitality; hotel commercial; hotel industry; hotel management companies; hotel pac-
kage; hotel sales; hotel sector; hotel segment; hotel selection; hotel service; immediate effects; implicit-self;
impression prediction; information; information processing; Instagram; interactivity; international tourism;
international tourist hotel; Internet; key success factors; language; lay belief; luxury hotels; market concen-
tration; market share instability; market signaling; marketing effectiveness; Maurice Merleau-Ponty; mental
imagery; mindset; misleading; motivation; moving experience; Muslim tourists; nature-based servicesca-
pe; negotiated exchanges; neuromarketing; non-brand bidding agreement; non-parametric frontier analysis;
Norman Klein; online consumer behavior; online reviews; online search; online travel agent; peer-to-peer;
Perceptual Load Theory; power asymmetry; power distance; price; price consciousness; price effects; price
elasticity; pricing strategy; priming; profitability; promotion; purchase decision; quality signaling; Raimund
Krumme; rational appeal; resort hotel; returns; reviews; risks; room occupancy; room price; room service;
sales performance; sales prediction; scores; search engine marketing; Sergei Eisenstein; service quality; servi-
ce-dominant (S-D) logic; sharing economy; Single-Period Inventory Model; size; skepticism; smell reference;
social cognition; Social Exchange Theory; animated line; social media experience; social network; spending
behavior; star rating; Stimulus-Organism-Response Theory; subliminal advertising; supply; sustainable to-
urism; Taiwan; third-party; tone; touch; touch reference; tourism; tourist decision making; trademark abuse;
trademarks; transportability; true experiment; tryvertising; uncertainty avoidance; value co-creation; vertical
restraints; virtual community; visit intentions; visual attention; vividness; warmth; website promotion; websi-
tes; willingness to sacrifice

Methodological issues

Ano|yses of the research methods opp|ieo| were based on a total of 60 methods repor’red in the research
articles (46 articles reporting one method; 14 articles reporting two methods). Contrary to popular view,
the most common research method used in the articles within the relevant literature was experiments
(45%; n=27), followed by case studies (36.6%; n=22), surveys (13.3%; n=8), interviews (3.3%; n=2),
and Delphi method (1.6%; n=1). In 67.9% (n=36) of the articles, authors tested only hypotheses, while
188% (n=1) of the articles presented only research questions. Two of the articles (3.77%) presented
both research questions and hypo‘rheses, whereas no research question or hypoTheses were mentioned
in 14 articles (264%). This shows that the authors of the relevant articles were aware of the necessities
of the research designs, and that ’rhey knew that the research guestions and hypo’rheses are presen’red
specifically to direct the researchers to collect the right data (Farrugia et al, 2010).

The systematic ono|ysis identified a total of 64 somp|es, with most studies obfoining data from on|y
one sample (76.5%; n=49), and the rest presented data from two samples (23.5%; n=15). Documents
comprised 21.8% (n=14) of all the samples, followed by residents of a particular city or country, 187%
(n=12); customers / consumers, 15.6% (n=10); undergraduate students, 14% (n=9); online reports, 7.8%
(n=5); social media users, 46% (n=3); and postgraduate students, 4.6% (n=3). The rest included uni-
versity employees (n=2), hotel ads (n=2), tourists (n=1), hoteliers (n=1), and hotel managers (n=1). The
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somp|es were selected mosHy Through purposive somp|ing (n=37), followed by convenience somp|ing

(n=24), quota sampling (n=1), snowball sampling (n=1), and systematic sampling (n=1). This indicates
that the research conducted within the scope of the relevant studies was based mos’r|y on non—probo—
bility sampling, which does not enable the research findings to be generalized (Berndt, 2020; Singh
Setia, 2016; Stratton, 2021).

Most of the data were collected from the US (n=21), and it was followed by Taiwan (n=9), China
(n=6), Malaysia (n=3), Spain (n=3), Thailand (n=2), and the UK (n=2). Other places with only one
occurrence included Australia, Croatia, Germany, Greece, Hong Kong, the Netherlands, and Slovenia.
In eight of the studies, the place for data collection was not mentioned.

Within the sample of 53 publications, 66% (n=35) examined the data using inferential statistical
analyses, while 14 (26.4%) used descriptive statistics for data analysis. In only three studies was content
analysis used, while only one article analyzed the data using critical discourse analysis.

This systematic cmo|ysis also invesfigofed the Ocknow|edgemen’r of limitations within the pub|icoﬂons. It
indicated that on|y seven articles did not mention the limitations of the studies. The rest listed a total of
167 limitations caused by the exclusion of other variables (44.9%; n=75), the sampling and sample size
(311%; n=52), the nature of the method (19.7%; n=33), and the theoretical background (4.2%; n=7). As
the limitations of the studies, which are "po’ren’rio| weaknesses that are usuo”y out of the researcher’s
control, and are closely associated with the chosen research design” (Theofanidis & Fountouki, 2018,
p. 156) are crucial for increasing the quo|i’ry and the external and internal vo|io|i‘ry of the pub|icofions
(Price & Murnan, 2013; Ross & Bibler Zaidi, 2019), the presence of the limitations delineated within the
articles in the relevant literature shows that the majority of the authors avoided being criticized for their
poTen‘rio| weaknesses in terms of mefhodo|ogico| issues.

Main topics of interest

To illustrate the main topics of interest within the relevant |i’rero+ure, a word cloud was created on MA-
XQDA 2020 with the most common keywords used in the publications. As is evident from Figure 2, the
hotel management and odverﬂsing literature is oriented towards the issues of business management,
sus’roinobihfy, green morke’ring, destination morkeﬂng, tourism and hospifohfy, brand management,
consumer behavior and psycho|ogy, ad effectiveness, and o|igiJr0| odver’rising. These are the main stre-
ams of research, and it can be claimed that with the impact of the digital technologies, the current
field will be dominated by the studies Focusing on the influence of o|igi+0| odver’rising practices based
on artificial in’re”igence and virtual reo|i+y, on the hotel sector. In this regord, the recent studies (Leung
et al, 2020; Lo & Cheng, 2020; Lyu et al, 2021) also available in the corpus provide evidence for this

assertion.
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Figure 2. Word Cloud of main topics of interest within the relevant literature (Source: Authors” own visualization)

Table 2 brieﬂy presents information about the relevant pub|icc1’rions and their |<ey findings. As is clear
from the key findings obtained ‘rhrough many types of research methods opp|ieo| on different somp|es,
odverﬂsing exerts significon’r levels of influence on the consumers’ perceptions of, intentions for, and/
or decisions about the brands foci|i‘ro’ring in the hotel sectors in different parts of the world. The majo-
rity of the articles point to the fact that the level of ad effectiveness chonges depending on the hotel
types (Chiu & Chen, 2014; George Assaf et al, 2015; Hollenbeck et al, 2019; Huang et al, 20292; Lee
& Oh, 2021 Nath et al, 2014; Sahin, 2013; Volz & Volgger, 2022), characteristics of the consumers
(Bt Mohamed Sadom et al, 2021; Chen et al, 2022; Chiu & Chen, 2014; Dogan & Erdogan, 2020;
Herndndez-Méndez & Mufioz-Leiva, 2015; Hsu et al, 2020; Hu, 2012; Lei et al, 2020; Leung et al,
2020; Lyu et al, 2021; Magnini & Gaskins, 2010; Magnini & Karande, 2010; Nath et al, 2014; Seo et
al, 2019; Septianto, Thai, et al, 2021), ad types (Devaux & Bomsel, 2022; Hsu et al, 2020; Leung et
al, 2020; Lin et al, 2018; Woodside & Bernal Mir, 2019), and ad design elements (Chen et al, 20292;
Dogan & Erdogan, 2020; Herndndez-Méndez & Mufioz-Leiva, 2015; Hsu & Chen, 2021; Huang et al,
20292; Lee & Oh, 2021; Lei et al, 2020; Lwin & Phau, 2013; Lyu et al, 2021, Magnini & Gaskins, 2010;
Magnini & Karande, 2010; Mohamed Sadom et al, 2020; Sahin, 2013; Sahin et al, 2019; Septianto,
Ye, et al, 2021; Tanford et al, 2020; Volz & Volgger, 2022; Wang et al,, 2018; Yoon et al, 2020). Some
(Chiou & Tucker, 2012; Mellinas & Reino, 2019; O'Connor, 2009; Svitak et al, 2021) underline the risks
the hotel trademarks can face within the digifo| odver’rising environment, while some (Tsai & Gu, 2012)
draw atftention to the hotels’ inefficiency in the ad management. Furthermore, some papers (Chen &
Lin, 2013, 2014; Chen et al, 2015; Chen et al, 2016; Chen, 2015; George Assaf et al, 2015; Polemis et
al, 2020) call notice for the fact that the odverﬂsing can be effective in some issues regording the hotel
management, but ineffective for others, while some (Andriotis & Paraskevaidis, 2021; Ha et al, 2019;
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Hollenbeck et al, 2019; Huang et al, 2018; Leung et al, 2013; Leung et al, 2020; Lin et al, 2018; Lo &
Cheng, 2020; Lyu et al, 2021; Sellers-Rubio & Calderén-Martinez, 2019; Tanford et al, 2020; Woodside
& Bernal Mir, 2019) indicate that digi’ro| odver’rising increases the potentiality of hotels to be chosen by
their potential customers. In this regord, some (Tekin et al, 2020) offer suggestions for better click and
sales prediction algorithms. While only two papers (Bechter et al, 2016; Sobchack, 2008) examine the

content of hotel ads, on|y one paper (Rahman et al, 2015) presents a critical assessment of the green

morke’ring activities of the hotel sector.

Table 2. Key findings of the relevant literature

Author(s)

Title

Key Findings

Sobchack (2008)

The Line and the Animorph or
‘Travel Is More than Just A to B’

The Hilton ads, created through animated lines by Raimund
Krumme, included a high level of animorphic elements. This, in
turn, led the ads to be immensely pretentious by adding new me-
anings to the animated lines, which in fact contains incomplete
figuration. To sum up, the animated lines present in the Hilton
ads highlighted the production of its own praxis and pointed at
an agency which they shared with their invisible mover — the
animator.

O Connor
(2009)

Pay-per-Click  Search  Engine
Adbvertising: Are Hotel Trademarks
Being Abused?

The hotels performance in terms of search engine optimization
was propitious. However, their trademarks were found to be
under threat due to their uncontrolled use by the third-party si-
tes which made payments for placement on the search engines
through bids on the hotel trademarks and mentions of hotel tra-
demarks in their advertising copy. This, in turn, resulted in the
diversion of the potential customers from the websites or sales
sites of hotel trademarks

Magnini and Ga-
skins (2010)

Gender Differences in Responses
to Written Touch References in
Hospitality Print Advertisements

Gender plays an enormous role in the responses of the individu-
als to the advertising copy and image. Especially, the destination
print ads with a written touch reference and emotional stimulus

Magnini and Ka-
rande (2010)

An Experimental Investigation into
the Use of Written Smell Referen-
ces in Ecotourism Advertisements

are more annealjnjg to females Itﬁm %hc;z are to mi es
The application of a written smell referénce on a destination print

ad helps increase the perception of the ads as more fun, persu-
asive, intriguing, and appealing. The written smell reference is
found to be more influential in the affective responses of tho-
se who are loosely connected to the nature and are interested in

Chiou and Tuc-
ker (2012)

How Does the Use of Trademarks
by Third-Party Sellers Affect Onli-
ne Search?

ecotourism trinSHIhﬁ_LthS_dD_fm_Qhan%e_ElLdl%ﬂﬁnLgﬁnﬁ&E__
The results of this experimental research showed that with the

Google’s policy change towards the permittance of the use of
trademarks in ad copy, third-party sellers caused their sellers to
lose efficiency in conveying ad messages, while highlighting tra-
demarks in their ads. Meanwhile, the clicks on the non-paid links
showed a high level of increase probably due to the consumers’
behavior towards non-paid clicks

Hu (2012)

The Effectiveness of Environmen-
tal Advertising in the Hotel Indu-

stry

The substantive and associative environmental claims in hotel
ads generate different consequences, and consumer characteri-
stics also affect the effectiveness of the environmental claims of
hotel ads. Substantive claims with extensive and concrete infor-
mation regarding the hotel’s contribution to the environmental
preservation are more effective in elicitation of positive respon-
ses than associative ones. The green ads which illustrate the sel-
f-expressive benefits of the consumers are found more attractive
for those who love to communicate their self-images. Furthermo-
re, the consumers with high environmental involvement have a
more robust tendency towards hotel ads with substantive claims,
while those with low environmental involvement were less co-
nvinced by hotel ads with environmental claims
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Tsai and Gu

(2012)

Optimizing Room Capacity and
Profitability for Hong Kong Hotels

Hong Kong hotels are mostly away from spending their adverti-
sing budget wisely. They do not seem to use advertising budget
in an efficient way, and they rely on the traditional advertising
channels more than they do on the new advertising channels such
as social media and mobile advertising. They appear to fail in
deploying scheduled advertising budgets and attracting consu-
mers from the Chinese Majnland

Chen and Lin
(2013)

How do advertising expenditures
influence hotels’ performance?

Adbvertising 1s found to offer many tangible and intangible be-
nefits for the hospitality industry within the Taiwanese context.
Even though no significant relationship between advertising and
room occupancy is encountered, it is found that advertising has
a significant positive impact on hotel revenue, room rate, room
revenue, and brand name recognijtion

Leung et al.
(2013)

The Marketing Effectiveness of
Social Media in the Hotel Industry:
A Comparison of Facebook and
Twitter

The social media experiences of the hotel customers positively
affect their attitudes toward the social media management of the
hotels, which in turn positively affects their attitudes toward the
hotel brand. The attitudes of the customers toward the hotel brand
also positively affect their intention to book and share their opi-
nions through e-WOM activities. However, the brand cognition
of hotel customers is not effective in terms of influencing their
attitudes toward the hotel brand. This study also posits that the
same marketing strategies and tactics yield same results for diffe-
rent socia] media platforms

Lwin and Phau
(2013)

Effective advertising appeals for
websites of small boutique hotels

The emotional appeals used in websites of boutique hotels favo-
rably influence the consumers’ attitude toward the website and
the hotel itself. They also evoke higher levels of purchase inten-
tions

Chen and Lin
(2014)

An analysis on the concentration-
-advertising relationship in the ho-
spitality industry

The market concentration has an inverted U-shaped impact on the
advertising intensity in the room service market, but this impact
is not existent in the food and beverages service market. This me-
ans, there is a non-linear relationship between the market concen-
tration and advertising in the hotel industry in Taiwan. Moreover,
hotels facilitating in a more concentrated market environment are
more inclined to act connivingly than those in a comparatively
competitjive market environment

Chiu and Chen
(2014)

Advertising, price and hotel servi-
ce quality: a signalling perspective

Advertising works better for hotels with medium-Ievel service
quality than for those with higher-level service quality as consu-
mers of those with higher-level service quality do not need any
advertising activity to choose the hotels. Furthermore, the consu-
mers of the chain hotels are more loyal to those hotels, and mass
marketing strategies perform low for these consumers, who can
be affected by target marketing strategie.

Nath et al. (2014)

Expectation Formation in Case of
Newer Hotels: The Role of Adver-
tising, Price, and Culture

The newly-launch hotels have a tendgncy to evoke positive
expectations of the potential consumers by offering many pro-
mises through their advertisements, and the lack of consumer fa-
miliarity with such hotels may be eliminated by communication
hotel-led information such as services and price cues. Furthermo-
re, this study finds out that price cues are interpreted in a similar
manner by the consumers from different cultures. The consumers
with high uncertainty avoidance tend to look for more service
information, while those with low uncertainty avoidance are
convinced by the service promises implying superior image of
the hotel. Meanwhile, those with high power distance can gain a
sense of trustworthiness and superiority through explicit service
promises, while those with low power distance are more willing

George Assaf et
al. (2015)

Does advertising spending impro-
ve sales performance?

to comply with le(fs_exip_lj_cj.Lﬁnu_c_g_pmmls_e
Advertising spending favorably infltiences the hotel sales perfor-

mance. This influence is more robust for the larger hotels and for
those with high star ratings
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How does advertising affect the
price elasticity of lodging demand?
Evidence from Taiwan

Different levels of price elasticities have a significant impact on
the effects of advertising on the price elasticity of room demand.
These effects of advertising also influence the relationship be-
tween pricing strategy and financial performance. This study also
finds that advertising inclines to generate brand loyalty and de-
creases the price elasticity of demand, leading to a substantial
effect on the hote] revenue

Chen et al
(2015)
Chen (2015)

Cyclical effects of advertising on
hotel sales, risk and return

While the advertising expenditure has a linear relationship with
hotel sales revenue in terms of occupancy rate and revenue per
available room, it has no relationship with the hotel profitability

Hernandez-Mén-
dez and Munoz-
-Leiva (2015)

What type of online advertising is
most effective for eTourism 2.0?
An eye tracking study based on the
characteristics of tourists

in terms_of return on as(fﬁts an return on qunﬁ;g
Texts within a banner draw Iess attention of the consumers than

the images, and celebrity endorsements increase the appeal of the
images. The duration of attention for the static banners is longer
than that for the animated banners mostly due to the audiences’
perception of animated banners as more ad-like than static ads,
leading to ad avoidance. While gender has no impact on the at-
tention to banners, age can lead to variations in the attention span
of consumers to the banners. That is, younger consumers spend
longer periods of time for looking at banners than older consu-
mers d

Rahman et al

(2015)

Consequences of “greenwashing”:
consumers’ reactions to hotels’
green initiatives

This st?ldy finds that a high Ievel of inclusion of environmental
claims of hotels triggers consumer skepticism toward the hotel
brand and its communication, which in turn results in consumers’
avoidance to participate in the environmental activities and to
revisit the hotel. Consumers’ ecological concern is not effective
in moderating the relationship between skepticism and intention
to participate in environmental activities, and intention to revisit
the hotel

Bechter al.

(2016)

et

Advertising between Archetype
and Brand Personality

Cultural factors influence the association of archetypes and per-
sonality traits with the brands. The accommodation companies
incline to use Outlaw when they aim to be game changers in the
market environment, while those established hotels have a ten-
dency toward using [.over archetype

Chen
(2016)

et al

The effect of advertising on market
share instability in the hotel indu-

stry

Adveértising intensity has an inverse relationship with market sha-
re instability among leading firms in the hotel industry. Adverti-
sing plays a crucial role in affecting the market share instability
of hotels, by increasing the market share instability of leading
firms in the hotel industry.

Cheng
(2016)

et al

Key Success Factors in Resort Ho-
tels Practicing Moving Experience

Resort hotels achieve thé attention of the consumers through in-
fluential advertising content, repeated exposure to the advertising
message, effective brand appeals, attractive images, and adverti-
sing-induced emotions

Huang et al

(2018)

Narrative persuasion in social me-
dia: an empirical study of luxury
brand advertising

Narrative transportation is positively influenced by comprehen-
sion and imagery fluency of the ads as well as the transportability
capacity of the audiences. It generates positive affect, brand SNS
attitudes and intentions to visit the hotel. The positive affect is in
a direct positive relationship with brand SNS attitudes and inten-
tion to Visit,

Lin et al. (2018)

Value co-creation on social media:
examining the effect of brand en-
gagement on display advertising
performance for Chinese hotels

Consumer-initiated and firm-initiated forms of brand engagement
has a positive effect on the performance of display ads. However,
consumer-initiated brand engagement is more effective than fir-
m-initiated brand engagement in evoking a high level of display

| kls eye—tracl%mg stu&y reveais t%at customers allocate more vi-

Wang et al. | Exploring Advertising Effective-
(2018) ness of Tourist Hotels’ Marketing | sual attention for a nature-based servicescape than they do for a
Images Containing Nature and | built-based servicescape, and the former triggers a higher level of
Performing Arts: An Eye-Tracking | behavioral intentions than the latter.
Analysis
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Ha et al. (2019)

Persuasive brand messages in so-
cial media: A mental imagery pro-
cessing perspective

The results indicate that quality and elaboration as two mental
imagery factors evoke positive attitudes toward hotel brand’s
SNS advertising

Hollenbeck et al. | Adverfising” Strategy in the Pre- [ Online reviews and ratings affect the direction of the advertising
(2019) sence of Reviews: An Empirical | decisions. Hotels with higher ratings have a tendency to decrease
Analysis their ad spending. Similarly, hotels with a strong brand name are

more vulperable to the online reviews
Mellinas and Re- | Fake Advertising? Neutrality in | The hotel scoring websites use misleading words to favor the at-
ino (2019) descriptions beside overall hotel | tention of the potential customers, and in this way, this act fits

SCO

well with the deceptive advertising practices

Sahin et al
(2019)

Ther eanﬂuence of Green Message
Types on Advertising Effectiveness
for Luxury and Budget Hotel Seg-
ments

Green advertising with the inclusion of green text, green certi-
fication logo, visual cues and green combination can achieve a
desired level of attitude toward the ad, attitude toward the brand,
and purchase intention, which results in desired consumer be-
havior. Luxury hotels have the potential to create an increase in
their ad effectiveness through adding green certification to their
advertisjng strategy.

Sellers-Rubio
and Calderén-
-Martinez (2019)

Brand strategy scope and adverti-
sing spending: The more the bet-

The findings reveal that when the advertising efficiency is at low
levels, it has the potential to reduce the ad investment. Moreover,
Internet advertising can yield more favorable results for hotels

Seo et al. (2019)

ter?
It Is Al in the Mind(set)! Matching
Mindsets and Luxury Tourism

The mindsets of consumers can affect what kind of language is
used within advertisements. In this regard, affective language is
more favorable for consumers with fixed mindset while cognitive
language is for those with growth mindset. The mindsets have
also a significant influence on how they value the luxury travel.
Luxury travel is important for those with fixed mindsets as they
think that it will offer them self-enhancement benefits, while for

Woodside  and

Clicks and purchase effects of an
embedded, social-media, platform
endorsement in internet advertising

generated contents in terms of sharing opinions about the hotels.
The internet advertisements embedding a third-party endorse-
ment have a high potentiality to be opened and to increase the
purchase intention

h . . . .
Company-lmtlateh communication 18 iess eﬁec%lve tﬁan t})e user

Bernal Mir
(2019)

Dogan and Erdo-
gan (2020)

Effects of congruence between in-
dividuals’ and hotel commercials’
construal levels on purchase inten-
tions

The construal level of individuals has a direct and positive rela-
tionship with that of ads. The interaction between the consumer’s
construal level and ad message content yields a higher level of
purchase intention. The congruence between the consumer’s con-
strual level and that of ads leads to a greater level of intention to
pay for hotel services. Thus, consumer’s construal level is one of
the factors affecting the purchasing behavior and decision-ma-
king process. Thus, ad content should be designed by considering
the construal levels. Designing alternative ads rather than a stan-
dardized ad is more effective in increasing the purchase intention.
In this regard, the consumers with low construal level are more
susceptible to the concretely framed ads, while those with high

Hsu et al. (2020)

The Moderating Role of Hotel
Type on Advertising Expenditure
Returns in Franchised Chains

expenditures, and service characteristics play a significant role on
the advertising returns. Unlike traditional full-service units, the
outlets with a special orientation toward destination-driven and
price-sensitive customer segments take less advantage from the
franchise advertising assessment and loyalty programs. Moreo-
ver, the destination hotels can have a positive moderating effect
on the returns from local sales force expenditures

construal level to the abstractly F:amﬁd a%. T on The advertisine |
Customer segments have a moderating eftect on the advertising
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Lei et al. (2020)

The effectiveness of tryvertising in
hotels

Investigating within the hotel industry context the effectiveness
of the tryvertising strategy, which incorporates the promoted pro-
ducts or services into the daily lives of the consumers in a way
that triggers a sense of feeling that the use of such promotions
is natural, this study reveals that the efficiency of tryvertising
strategy depends on the personal traits of the consumers. Those
female, older and loyal members who spend more on accommo-
dation show a high potential to make purchases triggered through
tryvertising. Moreover, those older, non-cardholder loyal mem-
bers with actual stay experiences show a higher tendency to pur-

Leung et al.
(2020)

A fad or the future? Examining
the effectiveness of virtual reality
advertising in the hotel industry

chase what is prézmQI%i y]a.&liﬂillsmg_,_'_rh_l_
When compared to the traditional commercials, the hotel VR

commercials performed better in terms of ad recognition, ad at-
titude, brand attitude, impression toward ad and purchase inten-
tion due to the immediate effects of VR technology thanks to its
features of interactivity and better presence. However, the VR
commercials fail to elicit better brand awareness, mostly because
of the reduction of the consumers’ visual attention to the brands
caused by the more allocation of pleasure. Similarly, traditional
commercials do a better job at exerting a high level of influence
on the consumers’ attitude toward the brand in the long run. The-
se findings are dependent on the personal traits of the consumers
as consumers with high elaboration levels show a more positive
reactance toward the VR commercials

Lo and Cheng
(2020)

Does virtual reality attract visitors?
The mediating effect of presence
on consumer response in virtual
reality tourism advertising

The findings show that an intense experience of the presence in
the hotel ads through virtual reality 360° devices increases the
level of purchase intention toward the promoted hotel. It is also
realized that the advertised hotel is perceived more positively by
the consumers. Nevertheless, the use of Cardboard googles is

Mohamed  Sa-
dom et al. (2020)

Less is more: the role of frugality
in the Malaysian hotel industry

ieffective in developing a f,ens_e_g%p]ﬁs_e

The findings reveal that'in [ine with the S-O-R theory, the green
marketing strategies (eco-labelling and environmental adver-
tising) exert a positive influence on the hotel customers’ green
attitude and their prudence. Both strategies increase the environ-
mental consumption, purchase and decision-making patterns of
hotel customers before, during and after their stay, and boost the
sustainable practices of the customers

Polemis et al
(2020)

Advertising expenses and opera-
tional performance: Evidence from
the global hotel industry

This study provides evidence for the advertising effects on the
hotel management companies’ operational performances. It
shows that advertising stimulates the acceleration of the hotel’s
technological change, which in turn has a non-linear U-shaped
effect on their efficiency levels (technological catch-up). An in-
crease can be observed in the operational efficiencies with the
advertising expenses

Tanford et al
(2020)

Priming social media and framing
cause-related marketing to promo-
te sustainable hotel choice

Instagram priming of a hotel exerts a direct effect on the emotions
and judgments of consumers, which in turn affects the perception
of the image of the hotel and the intention to book. Similarly,
cause-related marketing (CRM) framing plays an important role
in the perception of the image of the hotel and the intention to
book. In this context, it is revealed that image as a common func-
tion of externally primed emotion and intentional CRM framing
strongly affects the environmental attitudes of the consumers to
perform sustainable behavior.
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Tekin et al
(2020)

Click and sales prediction for
OTAs’ digital advertisements: Fuz-
zy clustering based approach

In this study which investigates the click and sales prediction of
the online travel agencies’ digital ads through machine learning
algorithm from the perspective of fuzzy clustering approach, it
is found that predictions regarding the number of sales depend
upon the predicted number of clicks which have a high level of
correlation with the marketing costs, which is in high correlation
with the amount of the sales. In predicting the clicks and sales, a
number of machine learning algorithms may be fruitful, but tree-
-based algorithms such as XGboost can provide more advantages
than other algorjthms

Yoon et al
(2020)

How can hotels” green advertising
be persuasive to consumers? An
information processing perspective

CRM ads focusing on the public benefits yield more positive af-
fective perceptions, whereas ads with hard-sell messages yield
more positive cognitive perceptions. Both affective and cognitive
perceptions exert a positive impact on the attitudes toward the ad,
which in turn generate consumer persuasion and positive beha-
vioral intentions. It is also found that cognitive ad attitudes can
play a mediating role between the affective ad attitude and per-
suasion and are more effective on persuasion than the affective
ad attitudes are

Andriotis and
Paraskevaidis
(2021)

Negotiated exchanges in the online
hospitality market: Hoteliers and
hotel managers’ perceptions of Bo-
oking.com

Drawing upon the social exchange theory and online business-to-
-business (B2B) relational exchanges, this study scrutinizes the
hoteliers’ and hotel managers’ perception the negotiated exchan-
ges with Booking.com and reveals that they feel assurance rather
than trust in this partnership. They declare that they depend upon
this partnership for financial and advertising issues, as they find
Booking.com as a venue for their global advertising and reputa-

Hsu and Chen
(2021)

Neuromarketing, subliminal adver-
tising, and hotel selection: An EEG
study

E11"(112 hotel selection patterns of the consumers are affected using
subliminal messages of hotel ads. Especially the inclusion of
emojis as subliminal stimuli has the potential to affect the con-
sumers’ purchase decisions by triggering their neural activities.
In this regard, the smiling emoji is found to be the most effective
subliminal stimuli

Lee and Oh
(2021)

Anthropomorphism and its impli-
cations for advertising hotel brands

The advertising communication based on anthropomorphism (an
inclination to attribute human-like characteristics to non-human
objects, as defined by Kim and McGill (2011, p. 95)) is more
effective for local hotels than global hotels due to the consumers’
perception of local hotels as a place for social connectedness and
due to their emotionally focused characteristics. It boosts the per-
ceived warmth of the hotel and the consumers’ intention to visit
the hotel. The ads inclusive of anthropomorphic elements with
first-person pronoun generate more favorable consumer reactions
to advertising

Lyu et al. (2021)

Hotel virtual reality advertising: a
presence-mediated model and gen-
der effects

The eftectiveness of VR commercials depends on the gender of
the consumers in that female consumers show a greater incli-
nation to be affected by the VR commercials than male coun-
terparts. Moreover, thanks to their high level of vividness and
interactive features, VR technologies can enhance the strength of
advertising’s impacts on consumers’ attitude toward the ad, brand
attitude and intention to book
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Septianto, Thai,
etal. (2021)

Lay Beliefs About the World Affect
Preferences for Sustainable Hotel
Offerings

This study attempts to disclose how the consumers’ lay beliefs
about the world induced by advertising affect the sustainable
behaviors of the consumers with low levels of biospheric valu-
es, which denote the extent to which consumers pay attention
to the advantages and disadvantages of their behaviors for the
ecosystem as a whole. (Stern & Dietz, 1994, p. 70). In this regard,
the experimental research finds that consumers with low levels
of biospheric value and incremental lay belief about the world
strongly inline to prefer sustainable hotel offerings due to their
hope toward a positive change originating from the sustainable
efforts of hotels

Septianto, Ye, et
al. (2021)

The effectiveness of advertising
images in promoting experiential
offerings: An emotional response
approach

By ivestigating the effectiveness of the emotional content of
advertising images of hotel packages through experimental re-
search, this study provides evidence for the dependence of the
ad effectiveness on the type of emotional content present in the
ad images. The research findings reveal that awe accompanied
by an experiential offering with a low level of certainty in ad
images of hotel packages can evoke a more positive effect on the
purchase likelihood. However, contentment accompanied by an
experiential offering with a high level of certainty induces positi-

Svitak et al.
(2021)

Price effects of search advertising
restrictions

ve 1mrﬁmxs on the p]!tﬁhﬂS_Q ike ]qud
With the purpose of examining the effect of non-brand bidding

agreements (NBBAs) imposed by some hotel brands in the
Netherlands on the online travel agents (OTAs) which stipulate
that OTAs cannot advertise on search engines using the hotel’s
trademarks, this article finds out that such restrictions lead to
increases in prices offered by NBBA hotels unlike fewer prices

Chen et al
(2022)

Understanding guests’ evaluation
of green hotels: The interplay be-
tween willingness to sacrifice for
the environment and intent vs. qu-
ality-based market signals

offered on OTASs’ websites or booking Plaﬁm:mﬁ
This study reveals that consumers who are willing to sacrifice

for the environment are more inclined to select green hotels.
However, this depends on the positioning strategy of the green
hotels which presents signals related to the quality of the green
hotels, and on the green advertising appeals of the green hotels,
which provides signals and information related to the quality and
environmental intent of the green hotels

Devaux and
Bomsel (2022)

Externalities
markets

across advertising

This study finds that offline advertising campaigns can affect the
performance of the online ads. It provides evidence for the positi-
ve impact of traditional mass-media campaigns on the increase of
Google clicks, and as a result of the advertising practices of com-
petitor hotel brands, the advertising prices determined by Google
show a significant increase. It also reveals that compared to Fa-
cebook, Google holds a monopoly power and an auction system
which allows Google to free ride on advertising externalities

Huang et al
(2022)

Research on Color Perception of
Hotel Room Product Publicity Pic-
tures

Hotels can draw the attention of their potential customers via
effective strategies on their selection of color tone and vibrant
in their ads, and so can affect these customers’ intention for in-
formation query, purchase and recommendation. This may vary
according to the hotel type. Hotel ads employing cold color tones
and simply display content are more effective for resort hotels,
while those with warm color tones and simple display content for
the urban business hotelg

Bt Mohamed Sa-
dom et al. (2021)

“Waste not, want not™: fostering
frugality amongst Muslim tourists
in the Malaysian hotel industry

This study reveals that there is a direct relationship between the
environmental advertising and Muslim tourists’ green attitude
and frugality, which means Muslim tourists/hotel customers de-
velop favorable attitudes toward green hotels and act frugally by
avoiding the overconsumption patterns of the hotel resources and

by pavi heir budeet durine thei
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Volz and Volgger | Does Airbnb offer hedonic or uti- | With the purpose of investigating the effectiveness of the adver-

(2022) litarian products? An experimen- | tising appeal type on the promotion of peer-to-peer accommo-
tal analysis of motivations to use | dation with a special focus on Airbnb, this study finds that both
Airbnb emotional and rational advertising appeals exert a significant ef-

fect on the consumers to prefer Airbnb’s peer-to-peer accommo-
dation services. In a similar vein, this study proves that the effec-
tiveness of ad appeals varies depending on the accommodation
characteristics. It claims that unlike what is generally accepted,
not only ads with emotional and hedonic appeals but also those
with rational and utilitarian appeals work well, depending on the
specifics of the accommodation type

Conclusion

The interrelation between odverﬂsing and hotel management is one of the attractive topics of the scho-
lars carrying out their studies in the field of tourism, morke’ring, business management, and odver’rising.
The plentifulness of the issues that the scholars can deal with in this field enriches the academic know-
|ec|ge, but this entails the need for an extensive ono|ysis of the current literature both for unders’ronding
the common and emerging issues and disclosing the strengths and weaknesses of the literature. For
this purpose, this study systematically analyzed the relevant field on MAXQDA 2020, by taking into
account the origin0| research articles pub|isheo| by journals indexed in the WoS database and presen’red
the results with a focus on the main characteristics of the relevant sfudies, me’rhodo|ogic0| issues, and
main topics of interest.

The results indicated that although the first study found in the database was published in 1996, the
first study with a direct focus on advertising and hotel management was published in 2008, and this
C|eor|y showed that this field is recenﬂy emerging and still needs more attention from the scholars. It
was also realized that the peak year with the highest number of publications was 2020, and this may
be a result of the COVID-19 pandemic, which has triggered the increase in the publications (Casado-
-Aranda et al, 2021). Another finding was that although a small number of scholars published articles,
the co—ou’rhorship was ’rrending, which means that authors preferred tfo integrate their own know|edge
and interest with others. This study also found that International Journal of Hospitality Management
was the |eoo|ing pub|icofion venue to pub|ish articles on odverﬂsing and hotel management, and this
supports the previous studies (Késeoglu et al, 2015; Ulker et al, 2022) and shows some similarities with
the finding of Li et al. (2022). It was also revealed that the most productive countries included the US,
Taiwan, Chino, Australia and Spc:in, and this presents similarities with the Findings of previous research
(Li et al, 2022; Ulker et al, 2022). Another issue that drew the attention was that most of the relevant
studies used low-frequency author keywords such as warmth, misleading, true experiment and ad pic-
tures, and ’rhough the intention of the authors migh’r be to spechcy their studies by narrowing down the
scope of the keywords, this can be prob|emoﬂc for the pub|icc1’rions to be found in searches on the data-
bases and to be cited, as previous research (Lu et al, 2020) put forth. Simi|or|y, when the themes of the
keywords were considered, many pointed at the focus of the relevant field on the environmental issues
related to odver’rising and hotel management. This shows that the Trending fopicin the field is the green
marketing and advertising practices of the hotel sector, and it can be suggested that future research
can direct their attention to the green odverﬂsing—re|o’red issues in the hotel management. In a similar
vein, the ono|ysis of the main topics of interest underlined the domination of the green morke’ring— and
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advertising-related issues within the relevant field, and ad effectiveness and digital advertising appear
to be the niche themes that still need further research. Fur’rhermore, while the ad effectiveness on the

hotel customers/consumers was discussed and proven in many studies, the emphosis was put on some
factors such as hotel type, ad type, consumer characteristics, and ad strategies and elements which
might play a crucial role in the ad effectiveness. One of the interesting findings was that most of the
studies focused their attention on how to increase the effectiveness of odver’rising or what elements
should be considered for effective ad management, which is a sign that the majority of the studies were
carried out within the scope of liberal approach. This finding highlights the need for critical studies.

As in many other studies, this study is not free of limitations. One of the main limitations is that this stu-
dy extracted data from on|y one database, and the future research may include documents from other
databases such as IEEE, Scopus, and Google Scholar. Another limitation is that this study presents only
the descriptive information regarding the publications, and further studies are needed to extensively
investigate them in terms of the methodological issues. One limitation worth mentioning is the limitation
inherent in the method. This study uses the systematic analysis review approach and does not focus on
a depth analysis of the publications. Thus, meta-analyses are needed to overcome this limitation. This
study is also limited to the publications written in English, and thus the future research is recommended
that they include publications written in other languages to understand the country-specific knowledge
and situations. Moreover, this study focuses on only one aspect of the tourism sector (that is, hotels),
and the future studies may analyze the publications with an emphasis on the relationship between
advertising and other aspects of the tourism literature such as restaurants and catering. Lastly, this
study excluded the publications without a research method, and therefore, scholars working in this field
are invited to investigate the publications written in review format.
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14. CucTemaTcka aHanmM3a Ha XOTENCKU MEHALIMEHT U peknamHa nuTtepaTtypa -
3yxan NOK JEMWP, Xaguje AJOOIAH

BoBea

TekoBHaTa cTyauja ce obuayBa aa rv oTKpue rmaBHUTE KBanNUTETN, METOAOSOLWKATE TPEHO0BM Ha
XOTENCKMOT MEHALIMEHT U NnUTepaTypaTa 3a peknamun 1 aa rm BoBee KapakTepuCcTUYHUTE TeMu 04
NHTEepec ondareHn co cpoaHuTe nybnukaumm. Bo oBoj nornea, Taa cucremaTcku rm nperneaysa
NCTpaxKyBadkMTe Hanncu objaBeHn of M3BOpWU MHAEKCMpPaHM BO OasaTta Ha nogartoum Ha Web of
Science (WoS), cneaejku rm yekopute HaBegeHn Bo npotokonoT PRISMA. Mo nssnekyBareT1o Ha
cpogHuTe nybnukauumn og 6aszataHa WoS, Tne 6ea aHanmanpaHun urpynmpaHn no CogpxxmnHa aeMajku
r NpeaBua HUBHUTE CIMYHOCTM U pasnukn, a notoa 6ea ANCKYTMPaHU TEMUTE LUTO Ce M34BOjyBaa.
3a na ce ngeHtndmrkyBaaT peneBaHTHUTE Nyonunkaumm, 6apaweTo 3a npebapyBare PUNTpUpaHo
no ,Tema“ Gelle U3BpLUEHO CO KOpPUCTEHE Ha KNyyYHU 36oposu (,xoten“ UJTN ,peknammparse”) n
(,ynpaByBatbe co xoten“ U ,peknamupamne”), a Kako peneBaHTEH 3a CUCTEMCKO pasrfieyBame
Belle 3eMeH camo NpMMepoK of 53 nctpaxyBadkm ctatum og 34 cnucaHuja Bo NepuoaoT nomery
2008 n 2022 roguHa. lNMoronemuoT gen of uctpaxyeawaTta 6ea cnposegeHn Bo CA[l, notoa
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TajBaH, KuHa, AscTtpanuja u LUnaHwja, npnBnekyBajku ro BHAMaHMETO Ha HayYHULUTE O YeTnpu
pasnnYHM KOHTUHEHTUW, CUrHaNuU3uMpajkM geka TemaTa € Of rofieM UHTepec 3a HayvyHuuuTe o[
pasnuyHM OernoBu Ha cBeToT. HajuctakHaTuTe knydyHu 36opoBu Gea peknamupane/peknama,
XOTENn, XOTENCKO peknammpare, XOTENCKM MapKeTUHT, EKOMOLLKN peknamu, couunjanHi meguymu,
OLPXNMBOCT U BUPTyeriHa peanHocT. Bo ogHOC Ha MeTo4oNOLWKNTE acnekTn Ha nybnukauunte,
pesynraTuTe nokaxaageka mery BkynHo 60 metoau (46 nybnukauum co egeH meton; 14 nybnvkaumm
CO OBa MeToau), HajuctakHaT MeTOA Ha UCTpaxyBawe Gea ekcnepMMeHTUTe, a noToa crnefjea
CTYOUM Ha cny4aj, aHkeTn, nHTepsjya n metogot [endwu, cnpoBeaeH Co y4eCHUUMTE YyTBpAEHN
NPEeTEeXHO MpPeKy 3emMahe LefneH NpUMepoK Kako LUTO Ce XUTenuTe Ha ogpeneH rpag/semja,
KNMEHTWU/NOTPOLLYBayK, CTYAEHTU Ha AOOUNSTIOMCKM CTYAUKN, KOPUCHULM Ha CoLMjanHnuTe MeanymMmm
N CTYOEHTU Ha NOCTAUNNOMCKM cTyaun. [JobueHuTe nogaTtoum HajyecTo ce aHanuaupaa npeky
NHpepeHUMjanHn CTaTUCTUYKN MeToau. [eHepaneH 3akny4yok oA aHanusaTta Ha nybnukauuuTte
Gewe geka ehpeKkTMBHOCTA Ha peknamuTe Moxe aa buae noa BnujaHMe Ha MHOry bakTopu Kako
LWTO ce TUMNOT Ha XOTEenoT, TUMNOT Ha peknamupawe, KapakTepUCTUKUTE Ha MNOTPOLUyBayuTe,
cTpatermmTe u eneMeHTUTE 3a peknammpame.

15. ZuoTnpaTIKA avdAuon Tng §EVodoXEIOKAG dlaxEipiong Kal TG
S1a@nuIoTIKAG BIBAIOYypa@iag - Zuhal GOK DEMIR, Hediye AYDOGAN

2uvoyn

H tTmapouca PeAETN ETTIXEIPED va OTTOKAAUWEL TIG KUPIEG 1010TNTEG, TIGC UEBODOAOYIKEG TACEIG TNG
gevodoxelakng dlaxeipiong kai NG dlaenuIoTIKAG BIBAIOypa@iag Kal va eloaydyel Ta OIOKPITIKA
Bépara evoIa@EPOVTOG TTOU KAAUTITOVTAI ATTO TIG OXETIKEG ONPOOCIEVOEIG. ATTO AuTr) TNV AtToyn,
QVOOKOTTEI CUOTNMOTIKA TA EPEUVNTIKA APOPA TTOU BNUOCIEUOVTAI ATTO TTNYEG TTOU £X0UV KATAXWPENOEi
oTo eupetiplo oTn Bdon dedouévwv Web of Science ( WOS ), akoAouBwvTag Ta BApATA TTOU
KaBodnyouvTtal 010 TTPWTOKOAAO PRISMA. MeTd Tnv €€aywyr] OXETIKWY ONUOCIEUCEWY aTTd TN
Baon dedopévwv WoS , avaAuBnkav pe BAcn To TTEPIEXOPEVO Kal opadoTroimnOnkav AauBdavovtag
UTTOWN TIG OPOIOTNTEG KAl TIG BIAPOPES TOUG KAl OTN OUVEXEID oulnTrBnkav Ta avadudpeva BEuara.
lMNa Tov TPO0dIoPIoUO TWV OXETIKWY dNUOCIEUCEWY, TO EPWTNUA avaliTNoNG TTOU QIATPAPIOTNKE
OTO «BEPO» TTPAYUATOTTOINONKE XPNOIUOTTOIWVTAG TIG AECEIG-KAEIDIA («EEVODOXEiO» 'H «dlagruion»)
KAI («diaxeipion evodoxeiou» 'H «dia@ruion») kal yovo éva deiyua 53 epeuvnTIKWV apBpwv TTOU
onuooieuTnKav atro 34 epIodIKA HETaU 2008 kal 2022 BpéOnkav. To HEYaAUTEPO HEPOG TNG EPEUVAG
d1e¢xOn oTig HIA, akoAouBoupevn atmd tnv TaiBdv, tnv Kiva, Tnv AucTtpaAia kal Tnv loTravia,
TIPOCEAKUOVTAG TNV TTPOCOX N MEAETNTWYV ATTO TEOTEPIG DIAPOPETIKESG NTTEIPOUG, ONUATODOTWVTAG OTI
TO BE€pa £XEl HEYAAO EVOIAPEPOV VIO HEAETNTEG ATTO DIOPOPETIKA PEPN TOU KOTHOU. OI TTI0 ENPAVEIG
AECEIG-KAEIDIG nTavV  JIAQAMIOTIKA  KAPTTAvia/dia@npion, &evodoxeia, diaruion &evodoxeiwy,
MAPKETIVYK EEVODOXEIWV, TTEPIBAANOVTIKA OIOQAMION, KOIVWVIKA PEOA, BIWCIUOTNTA KAl EIKOVIKN
TTpaypatikdTNTa. Ooov agopd TIG HEBODOAOYIKEG TITUXEG TWV ONUOCIEUCEWY, TA ATTOTEAEOUATA
€deigav Ot petagu 60 ouvoAIKG peBOdwY (46 dnuooisuoelg e pia uéEBodo, 14 dnPooIEUOEIS PE
OUo peBOdOUG), n TMo onuavTik PEBOdOG €peuvag ATAV TA TTEIPAPATA, aKOAouBoupevn aTtro
MEAETEG TTEPITITWOEWY, EPEUVEG, OUVEVTEUEEIC. , Kal n uEBodog Delphi, TTou TTpayuarotroirdnke
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ME TOUG OUMMETEXOVTEG TTOU TTPOOOIOPIOTNKAV KUPIWG MECW OKOTTIUNG OEIydaTOANWIag OTTWG
KATOIKOI MIOG OUYKEKPIYEVNG TTOANG/XWpPag, TTEAATEG/KOTAVOAWTEG, TTPOTITUXIOKOI  QOITNTEG,
XPAOTEG HEOWV KOIVWVIKAG OIKTUWONG KAl JETATITUXIOKOI QOITNTEG, avTioTolxa. Ta 0edouEva TTou
eAf@Onoav avaAlubnkav Kupiwg HECW CUUTTEPACUATIKWY OTATIOTIKWYV JEBOBdWV. H Koivr) oulnTnon
TwV dNUOCIEUoEWV ATAV OTI N ATTOTEAEOUATIKOTNTA TNG dIAPrUIONG UTTOPEI VA ETTNPEACTEI ATTO
TTOAAOUG TTapAYOVTEG OTTWG O TUTTOG Tou evodoxeiou, 0 TUTTOGC dIAPrUIoNG, TO XOPAKTNPIOTIKA TWV
KATAVOAWTWY, Ol dIO@NMUICTIKEG OTPATNYIKES KAl OTOIXEIA.

16. Un andlisis sistematico de la literatura sobre gestién hotelera y publi-

cidad - Zuhal GOK DEMIR, Hediye AYDOGAN

Introduccién

El presente estudio tiene como obje’rivo revelar las principo|es cualidades, tendencias mefodo|égicos de
la literatura sobre gestion hotelera y pub|icio|0|o|, e introducir los temas de interés distintivos abordados
por las pub|icociones relacionadas. En este sentido, se realiza una revisién sistematica de los articulos
de investigacion publicados en fuentes indexadas en la base de datos Web of Science (WoS), siguiendo
los pasos establecidos en el protocolo PRISMA. Después de extraer las publicaciones relacionadas de la
base de datos de WoS, se analizaron los contenidos y se agruparon teniendo en cuenta sus similitudes
y diferencias, para |uego discutir los temas emergentes. Para identificar las pub|icociones relevantes, se
realizé una consulta de busqueda filtrada por ,tema” utilizando las palabras clave (,hotel” O ,publici-
dad”) Y (,gestion hotelera” O ,publicidad”), y solo se encontré una muestra de 53 articulos de investiga-
cién publicados por 34 revistas entre 2008 y 2022 que cumplian los criterios para la revisién sistemdti-
ca. La mayoria de las investigaciones se llevaron a cabo en Estados Unidos, sequidas de Taiwdn, Ching,
Australia y Espafia, o’rroyendo la atencién de académicos de cuatro continentes diferentes, lo que
indica que el tema es de gran interés para académicos de diferentes partes del mundo. Las po|obros
clave mdas destacadas fueron pub|icio|oo|/onuncio, ho’re|es, pub|icio|oo| de ho’re|es, morkeﬂng hofe|ero,
pub|icidod ambiental, redes sociales, sostenibilidad y realidad virtual. En cuanto a los aspectos metodo-
|égicos de las pub|icociones, los resultados mostraron que, de un total de 60 métodos (46 pub|icociones
con un método, 14 publicaciones con dos métodos), el método de investigacidon mas prominente fue el
experimento, seguido de estudios de caso, encuestas, enfrevistas vy el método De|phi, llevados a cabo
con participantes seleccionados principo|men’re mediante muestreo intencional, como residentes de una
ciudod/pois en por’ricu|c1r, clientes/consumidores, estudiantes universitarios, usuarios de redes sociales y
estudiantes de posgrodo, respectivamente. Los datos obtenidos se analizaron principo|men’re mediante
métodos estadisticos inferenciales. El tema comin de discusion en las pub|icociones fue que la efecti-
vidad de la pub|icidod puede verse influenciada por muchos factores, como el tipo de hotel, el tipo de
pub|icidod, las caracteristicas del consumidor, las estrategias y elementos de pub|icio|oo|.
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17. Otel Yénetimi ve Reklam Alanyazinina iligkin Sistematik Bir inceleme -
Zuhal GOK DEMIR, Hediye AYDOGAN

Ozet

Bu gohgmo, otel yonetimi ve reklamailik literatirinin temel niteliklerini, metodolojik egilimlerini ortaya
glkormayo ve s6z konusu yoy|n|or|n kopsodl@ farkls i|gi konularini tfanitmaya gohgmak#odw. Bu kop—
samda Web of Science (WoS) veri tabaninda indekslenen kaynaklar tarafindan yayinlanan arastirma
moko|e|ermi, PRISMA profoko|U’no|e belirtilen adimlar ‘rokip ederek sistematik olarak incelemektedir.
i|gi|i yayinlar WoS veri tabanindan geki|o|i|<Ten sonra igerik analizi yop||m|§ ve benzerlik ve farkliliklar
dikkate alinarak kiimelenmelerinin ardindan ortaya gkon temalar Jror’r|§||m|§f|r. i|gi|i yoy|n|or|n tespiti
icin ("otel” VEYA “reklam”) VE (“otel yonetimi” VEYA “reklam”) anahtar kelimeleri kullanilarak “konu”
filtreli arama sorgusu yapilmistir ve yalnizca 2008 ile 2022 yillari arasinda 34 dergi tarafindan
yayinlanan 53 arastirma makalesi sistematik inceleme icin uygun bulunmustur. Arastirmalarin co§unun
ABD'nin ardindan Tayvan, Cin, Avustralya ve Ispanya’'da yapildigi ve dért kitadan bilim insanlarinin
ilgisini gek‘rigji gorilurken, bu durum dinyanin farklh yerlerinden bilim insanlar icin konunun buyuk
onem ’ro§|o||gj|m gésfermekfedir. One gkan anahtar kelimeler rek|om/rek|oma|lk, o’re|, otel rek|omC|||§|,
otel pazarlamas, gevrese| reklamcilik, sosyal medya, surdirilebilirlik ve sanal gergekhk o|mu§‘rur.
Yoy|n|or meTodo|ojik ogldon ince|eno|i§ino|e, Top|om 60 yéntem arasinda (bir ybn’rem|e 46 yayin;

iki yontemle 14 yayin) en go|< tercih edilen aragtirma yonteminin sirasiyla belirli bir §ehiro|e/[j|keo|e
yogoyorﬂor, mU§’reri|er/’rukeTici|er, lisans égjrenci|eri, sosy0| medyo kullanicilari ve lisansisti égjrenci|er
gibi cogunlukla amacl srnekleme yoluyla belirlenen katilimcilarla gerceklestirilmis basta deneyler
olmak tzere 6rnek o|oy incelemeleri, anketler, gér[jgme|er ve De|phi yontemi o|o|ugju saptanmistir. Elde
edilen veriler cogunlukla ¢ikarimsal istatistiksel yontemlerle analiz edilmistir. Yayinlarin ortak tar-
fismasy; reklam e’rkin|i<jinm otel tard, reklam tard, tuketici éze||ik|eri, reklam s’rro’reji|eri ve unsurlar gibi
bircok faktorden etkilenebilecedi yoniindedir.

18. An Analysis of the Professional Competencies of Gastronomy and Culi-
nary Arts Undergraduate Students - Esra SAHIN

Esra SAHIN® - Akdeniz University, Turkey

Introduction

Nutrition has been one of the essential necessities for survival since the creation of humankind. The
hunting and gathering people who lived approximately 2.5 million years ago, made the first stone tools
related to nutrition and also created the first cultural tools (Uhri, 2016). For this reason, the impact of
nutrition is spectacular on the culture which spaces the lives of human societies. It is seen that nutrition,
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which has o|woys existed in human life as an act, has turned into a sophis’rico’red sTy|e that includes

hedonic elements (Scarpato, 2002), which we describe as gastronomy today.

In recent years, gastronomy has also started emerging as a significant tourism tool (Wolf, 2006). Pe-
op|e who are interested in cuisines from different cultures, cu|inc1ry Techniques, and presentation s’ry|es
(Long, 2004); trying a dish or a special product prepared by a famous chef (Hall & Sharples, 2003);
joining festivals and events related to food and beveroges; visiting gastronomy museums, cu|inory
schools, and local producers and other various activities related to gastronomy (Sahin, 2015) turn to-
wards different destinations and create an important fourism activity. UndoubTeo”y, restaurants are one
of the most important tools in moking these tourism activities a positive experience for tourists (Bertan,
2020). Restaurants have a major role in the development of gastronomic tourism. Not only do they
contribute to the economy and recognition of the district, but also to the transfer of cultural bockgro—
und, sus’roinobi|i’ry, and raising awareness on local values at the same time. One of the key actors in
the development of gastronomic tourism is the restaurant staff (Bertan, 2020). Specifically, the chefs
assume a vital role in the success of gastronomic tourism and the satisfaction of tourists (Mahfud et
al, 2019; Kristanti et al,, 2018). In order for these restaurants to make a difference, their staff needs to
be informed and experienced in the field of gastronomy, and thus, ’rhey are expec’red fo emp|oy peop|e
who have received such gastronomy training (Christou, 1999; Bertan, 2020).

Gastronomy and cu|inory arts training has become quite popu|or, especio”y among young peop|e, due
to reasons such as the rise of ce|ebri’ry chefs, and the increase in cooking shows on TV and cookbooks.
In order to meet this demand, fraining was begun to be given both in universities and in different insti-
tutions and organizations. Gastronomy and cu|inory arts training is based on the deve|opmen’r of both
know|eo|ge and skills, with its structure containing both theoretical and proc’rico| know|eo|ge. For this
reason, this fraining must give the technical know|eo|ge necessary to work in the kitchen. However, since
the kitchen is a place that has a key importance in terms of customer satisfaction and requires team-
work, it is necessary to o|eve|op various social and monogerio| competencies as well as cu|inory know-
ledge. There is no agreed framework on what these competencies are. However, the results obtained
by different researchers are important in ferms of de’rermining these competence areas and odop’ring
them to the fraining curriculum.

In this erudy, after giving genero| information about the gastronomy and cu|inory arts education given
at the undergroduo#e level in Turkey, it is aimed to draw a genero| framework by evo|uo+ing the results
obtained from the studies in the literature on the quo|iﬁco’rions that peop|e who received an education
in the field of gastronomy and culinary arts should have.

Literature

The concept of gastronomy

Gastronomy is a discipline that has been met with great interest all over the world in recent years,
gaining attention both in society and in the academic field. Gastronomy's relationship with many di-
sciplines such as chemistry, literature, psychology, sociology, agriculture, history, anthropology, music,
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bio|ogy, and pni|osopny also makes it a cornp|e>< and in’rerdiscip|inory field (Kivela & Crotts, 2006).

Since gastronomy is a broad concept associated with many different discip|ines, it is very hard to define
it (Richards, 2002). From an etymological point of view, it has derived from the Ancient Greek words
‘gaster” (stomach) and "nomos” (laws) and can be translated as rules about the stomach. However, of
course, this has meanings far beyond the superficio| definition. In the current dic’rionory of the Turkish
Language Association (TDK), the word gastronomy, which is translated from French into the language,
is defined in two ways. The first is “the curiosity to eat well’; the second is “health-friendly, well-arran-
ged, pleasant and delicious cuisine, food order and system” (TDK, 2022). These definitions, on the one
nond, ernphosize that gastronomy has a hedonic side, and on the other nond, draw attention to the
order from the preparation of the food to its presentation. Scarpato (2002) described gastronomy as a
comprehensive discip|ine that encompasses every’rning we eat and drink. Jean-Anthelme Brillat-Savarin
defined gastronomy as ,analytical |<now|edge of every’rning related to the nutrition of the individual”
in his book ,La Physiologie du Gout” written in 1825. He even described gastronomy as a branch of
science that should have its own professorsnip in the future. Richards (2002) defined gastronomy as
a process consisting of activities such as the pre-preparation of the food, coo|<ing, presentation, and
involvement in the consumption process. However, gastronomy is a discip|ine that includes not on|y the
technical information about the preparation of food but also the cultural and aesthetic elements of
it (Horng & Lee, 2009). Therefore, various definitions covering both technical and cultural relations
have been made. Hillel et al, (2013) defined food as a cultural identity. While Hegarty (2009) defined
gastronomy as a comprehensive activity that brings ’rogerher design activities, processing |<now|edge,
serving, tasting, and enjoying food and beveroges, cooking s’ry|es, and consumption concepts speciitic to
a culture in order to make food and beveroges reody for human consumption. Contemporary gastrono-
my unders’ronding extends the scope of gastronomy from the produc’rion and preparation of food and
beverages to how, where, when, with whom, and why they are consumed (Santich, 2004).

When the deve|opmen’r of the concepft of gastronomy in the historical process is reviewed, it is seen
that it was first mentioned in Ancient Greece in written sources. The word Gastronomy was first seen in
writing in the 4+ century BC as one of the titles (Gastronomia) used by Archestratus of Sicily in a work
that is considered to be almost the oldest food and beveroge guide, however, the use of this word has

disoppeored over the years. In the 19+ century, it was revived with the work of French |owyer Josepn
de Berchoux (1775-1838) titled "Gastronomy, or the Man from the Fields at the Table” (1801). In this
work, gastronomy carries the meaning of a tool that provides social status and respect, rather than
expressing the art of fine dining (Drouard, 2008). The “Almanach des Gourmands” written by Grimod
de la Reyniere at the beginning of the 1800s on the other hand, has contributed greatly to the history
of gastronomy by providing a guide on what the best food and beveroges are, where and how ’rney
should be eaten. In 1835, the French Academia has officially approved the word gastronomy by inclu-
ding it in the dictionary (Scarpato, 2002). In 1998, Lucy M. Long was the person who introduced the
concepft of gastronomic tourism to the literature. Long defined gastronomic tourism as ’rrove|ing that
is done to discover the preparation of food and beveroges that is not similar, be|onging to a different
cu|inory culture, and the presentation, and consumption of this food, as well as the genero| structure of
the cuisine, its meal system, and types of consumption (Long, 2004). In that regord, gasfronomy has
also attracted attention as a tourism produc’r, and gastronomy activities and restaurants have started
tfo gain more and more importance all over the world.
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The developments in the tourism sector all over the world and the increasing interest in gastronomy

have made it necessary to increase the quo|iry, especio||y in food and beveroge services. In order to
increase this quo|i’ry, there is a need for quo|iiied, well-trained, and e|igib|e staff. This need has led to
the spreod of gastronomy education in both pub|ic schools and private education institutions.

Gastronomy and culinary arts education in Turkey

Gastronomy and cu|inory arts education is a fraining that has both theoretical and proc’rico| aspects.
According to Santich (2007), gastronomy is the ability to turn theory into practice. While scientific infor-
mation for different disciplines such as physics, chemistry, socio|ogy, etc, constitutes the theoretical part
of gastronomy education, the preparation of a gastronomic produc’r to be presen’red to the customer
constitutes the procrico| part. In the fraining of gastronomy and cu|inory arts, there is an information
transfer from various areas such as the produc’rion, consumption, and presentation of gastronomic pro-
ducts and how, when, and which tools to use in these steps (Harrison, 2008), the information on food,
nygiene, sanitation, kitchen management, food recnno|ogy, socio|ogy (Horng & Lee, QOOQ), and art
(Norton et al, 2009). This |<now|edge accumulation turns into practice when the person starts Working
in the kitchen, and the fraining period continues ’rnrougn the master-apprentice relationship (Birdir &
K|||gnon, 2013). Individuals who receive gastronomy and cu|inory arts fraining not on|y have the oppor-
tunity to be ernp|oyed in national and international kitchens but also possess emp|oymenr opportunities
in other fields. T|’iey have the opportunity to work in many different business lines such as n’ior|<e’ring,
product managing, customer relations units of food and beveroge businesses, being educators in public
and private education institutions, Working in airline companies, roking part in the written and visual
media (Alyakut & Kuguki«jmmler, 2018), being managers, academicians, and researchers (Gudek,
2018). The education received in the field of gastronomy and cu|inory arts also offers opportunities to
be en’rrepreneurio| and innovative in gosrronon'iy—re|o’red fields (Oney, 2016).

Gastronomy and cu|inory arts education not on|y provides benefits to individuals but also provides Si-
gnificon’r odvon’roges for businesses. Training personne| with the quo|iitico’rions required by the indus’rry
(Antun & Salazar, 2008), increasing the profitability of the business, decreasing the costs, and incre-
asing the quality of the business (Arikan et al, 2018) can be given as examples of these advantages.
In addition to these odvon’roges, it also allows cooking to be recognized and respecred as a proiession

in society (Hughes, 2003).

Increasing touristic activities all over the world, as well as the increase in peop|e’s welfare level, has led
to more experiential activities instead of sea, sand, and sun tourism (Kivela & Crotts, 2006). Various
reasons such as the fact that gastronomic activities can be carried out in all seasons and in almost all
conditions (Richards,2002), the increase in job opportunities in the globalizing world, and the interest of
employees to gain experience in different countries have also caused gastronomy to become more and
more popular. When the need for qualified and well-trained personnel in food and beverage businesses
(Robinson & Barron, 2007) combined with the number of people who wish to receive more qualified
training and improve themselves in the field of cuisine (Antun & Salazar, 2008), it has naturally caused
an increase on the number of institutions and organizations providing gastronomy education.
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In Turkey, while cookery training is given at secondory and upper secondory levels; gastronomy and

culinary arts fraining is given at undergroduo’re and groduo’re levels. Some of the high school students
who received cookery fraining prerer to continue their studies in the field of gastronomy and cu|inory
arts training at undergroduore and groduo’re levels. AHhough cookery is an important part of gastro-
nomy and cu|inory arts training, information about institutions and organizations that provide cookery
fraining is not considered as the subjecr of this s’rudy.

Gastronomy and cu|inory arts education is given in fwo ways as formal and non-formal education in
Turkey.

Formal gastronomy and culinary arts education

Formal education: is a regu|or education under the roof of the school, with programs prepored accor-
ding to the purpose, for individuals in a certain age group and at the same level. Formal education
covers preschoo|, primary, secondory, and higher education institutions (meb,gov.’rr). In Turkey, under-
graduate level gastronomy and culinary arts education is given in faculties or colleges of universities
affiliated to the Higher Education Council (YOK). Students who reach the required score in the exam
conducted by the Measuring, Selection, and Placement Center (OSYM) can graduate from the de-
partment as a result of a 4-year education and successfu“y comp|e’ring 240 European Credit Transfer
and Accumulation System (ECTS). With the gastronomy education given at the undergraduate level,
it is aimed to train middle and upper—|eve| persorme| or managers who have the know|edge, skills, and
equipment that the food and beverage industry may need (Yilmaz, 2019). The education given at the
university level should be aimed not on|y fo provide information about the field but also to provide an
opportunity to learn high-level cognitive abilities and to offer learning strategies and practical expe-
riences in accordance with the target. This way, besides providing academic information, the needs of
the sector can also be met.

Currently, there are Gastronomy and Culinary Arts departments in 98 universities in Turkey as of 2022
(yok.gov.’rr). Gastronomy and Cu|inory Arts depor’rmenrs of these universities are within the body of
different faculties such as the Faculty of Tourism, the Faculty of Fine Arts, the Faculty of Art and Design,
the Faculty of Fine Arts, Design and Architecture, and the Faculty of Applied Sciences. The number
of quotas of the department is 5989 people. This can be considered as an indication of interest in the
depor’rmenr.

Gastronomy and cu|inory arts education was started to be given as formal education for the first time
in 2003 within the Faculty of Fine Arts of Yeditepe University (yeditepe.edu.tr). Among state univer-
sities, gastronomy education started in 2010 with Gastronomy and Cu|inory Arts programs opened at
Gazi University and Nevsehir Haci Bektas Veli University (Gorkem& Sevim, 2016).

In the gastronomy and cu|inory arts education given af the groduo‘re level, the aim is to train senior
managers, researchers, or academicians in the relevant field. In Turkey, gastronomy education is given
at the groduore and doctoral levels within the framework of pos’rgroduo‘re education. As of 2022, there
are 15 universities with thesis master's degrees, 4 universities with non-thesis master’'s degrees, and 4
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universities with doctorate programs in the field of gastronomy and cu|inory arts.

Non-formal gastronomy and culinary arts education

Non-formal education is defined as ,the education opp|ieo| to those who have not benefited from for-
mal education opportunities, who leave their school eor|y, or who want to become more competent in
their profession” (TDK, 2022). In this context, training for gastronomy and culinary arts is provided by
various private and state institutions. Public Education Centers, Vocational Education Development
Centers (MEGEP), and various private vocational courses (eg: Culinary Arts Academy (MSA)), orga-
nized by municipo|i’ries, chambers, etc. can be given as exomp|es to these institutions and organizations.

The Concept of Competency and Basic Competencies in Gastronomy and Culinary Arts

The concept of competency

Competence as a concept was first discussed and evaluated in the early 1970s (McClelland, 1973: 10).
Although competence is defined in different ways as a concept, it commonly means knowledge, skills,
obi|i’ries, Offifudes, motives, and characteristics that are desired or required from the person who will do

the job” (Suh, Westt, & Shin, 2012).

The concept of professional competence means that a person can synchronize all the skills (individual
and technical) they need to fulfill their responsibilities at work. Competence has been defined as the
degree to which individuals can apply their skills and knowledge about a profession to all situations that
fall within the field of that particular profession (Kane, 1992; Queeney, 1996).

In order to understand whether you are competent in a proFession, there must first be some standards
related to that profession. National Occupational Standard (UMS) by the Vocational Qualifications
Authority of the Ministry of Labor and Social Security of the Republic of Turkey is defined as the mini-
mum norm that shows what the necessary know|edge, skills, attitudes, and manners are occep’red by the
Vocational Qualifications Aufhorify for the successful performonce of a profession. While de’rermining
the proﬁciency levels;

« Breadth and dep’rh of theoretical and procfico| know|eo|ge;
. Comp|exi+y of cognitive, creative, and proc’rico| skills;

« The comp|exi‘ry of intellectual skills;

+ The amount of responsibihfy the person takes;

* Degree of problem-solving and/or creativity;
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« Amount of Teomwork;

*The extent of leadership and accountability are taken into account. (www.meslekiyeterlilikbelgesi.com.
tr)

Basic competencies in gastronomy and culinary arts

As mentioned before, the depor’rmen’r of gasftronomy and cu|inory arts is not yet a depar’rmenf with
a fu||y formed theoretical infrastructure. In addition to its theoretical and inTerdisciphnory structure, it
also includes the culinary arts section where the chefs can demonstrate their creativity and skills. In this
respect, it has a structure that covers both theoretical and procfico| aspects, that is, Tongib|e and in-
’rongib|e areas. For this reason, its groduo’res have wide emp|oymen’r areas. Since gastronomy is direc’r|y
related to cookery and cu|inory arts, professiono| competence measures the field of cu|inory arts, which
is more tangible. In addition, a significant number of graduates work as cooks in the kitchens of food
and beverage businesses.

In order to evaluate the culinary part of the GCA (Gastronomy & Culinary Arts) training, first of all,
it is necessary fo look at the meaning of the word cook. The definition of the cook determined by the
Vocational Qualifications Authority is as follows: Cook is a qualified person who organizes work within
the framework of quo|i+y requirements by opp|ying occupofiono| health and sofe’ry and environmental
protection measures, makes pre|iminory preparations in accordance with the menu, opp|ies the instruc-
tions for the cooking process, makes food presentation and participates in professiono| o|eve|opmen+ ac-
tivities (myk.gov.tr). More specifically, the cook; is defined as a qualified person who has the knowledge
and skills to prepare dishes such as breakfos’r, soups, olive oil dishes, appetizers, pastries, so|oo|s, hot and
cold sauces, red meaft, pou|’rry, offal and hun’ring animal dishes, seafood dishes, vege’rob|e and |egume
dishes, rice and pasta dishes, desser’rs, and beveroges on their own and within a certain period of time
(Mesleki Egitim ve Gelistirme Projesi (MEGEP 2007). In addition to being a profession that requires a
high level of technical know|eo|ge and skills, cooking is also included in gastronomy as a profession that
requires in’rerpersono| relations management, organization, and p|0nning skills.

The most essential concepfts related to the basic competencies of a profession are know|eo|ge, skills,
standards, quo|ifico’rions, evaluation of competencies, obsolescence, and certification (Lysothr & Alt-
schuld, 2000). Having an important role within the hospitality industry, cooks must possess managerial
skills which include leadership qualifications (Perdue et al, 2000), social skills (Pekersen et al, 2018),
communication skills (B|ue & Harun, 2003), business know|edge, food science, and others (Horring’ron
et al, 2005), along with basic theoretical and practical knowledge and abilities related to their profes-
sion. American Culinary Federation, which is one of America’s most respected organizations, has develo-
ped an extensive set of cu|in0ry arts competencies called ACF Required Know|edge and Competencies.
These competencies are as follows (Cheng &Bosselman,2016): Basic Baking, Beverage Management,
Business and Math Skills, Dining Room Service, Food Preparation, Garde Manger, Human Relations
Management, Introduction to the Hospitality Industry, Menu Planning, Nutrition, Purchasing and Re-
ceiving, Sanitation and Safety. Similarly in Turkey, the qualifications determined by the Vocational Qu-
alifications Au’rhorify are in the Fo||owing main themes: Occupo’riono| health and worker sofe’ry in food

117 | Page

STOWKHTYSTENIE WA RIECD ®
a1 1 |

{_ VEdITC s o EVAW Ih:-f'IF' ULSI

L = edukadi

rimpex




H@RECA Co-funded by
4VET the European Union

produc’riori, food smce’ry in the kitchen, the process and environment organization in the kitchen, kitchen

materials and equipment, execution of the whole process from the preparation of the produc’rs suita-
ble for the menu to the presentation, and environmental protection (myk.gov.ir), It is rio’rewor’rriy that
there are some differences between Tur|<ey and America in terms of basic quo|ifico’rions. For exomp|e,
concepts such as nutrition, human relations management, purchosirig, and receiving are not included
in the competencies of cooks.

When the literature is reviewed, it is seen that there is no clear framework about the basic compe-
tencies that a chef should have. Different researchers have identified different competencies for the
professiorio| competencies of those s’rudying or working in the field of gastronomy and cu|inory arts
in their studies. Gersh (2016) evaluated the basic competencies that should be included in the 4-year
cu|inory arts program from the perspective of educators and indusrry professiono|s. In his research, he
used the proficiency scale deve|oped by Tas (1988) for hotel manager candidates by ddop’ring it to the
culinary arts program. The conceptual model he created consists of five main domains. According to
Gersh (2016), the first of these areas is the concep’ruo| domain. This area describes the cognitive skills
required for the job. Running the business includes items such as peritormirig opero’riono| and strategic
p|onning and assisting with budge’ring. The |eodersr1i|o domain is another area and includes topics such
as creating a vision for team members, deve|oping positive emp|oyee relations, and |ec1dersr1i|o charac-
teristics. The third domain is the field of interpersonal relations and includes items such as the ability
tfo communicate ei(fec’rive|y with others, manage guest relations, and maintain ethical standards in the
business environment. The administrative domain can be defined as the ability to manage personnel
and financial resources. The technical domain is the last domain and covers the basic know|edge and
skills required fo produce a producr or service, menu management, use of kitchen equipment, efc. In his
research, Gersh(2016) defined the most important competencies for those who work in the sector and
for educators with students who will receive a bachelor’s degree in the field of cu|indry arts, respec’rive|y,
as (a) in’rerpersono|, (b) technical, (c) |ec|dership, (d) administrative, (e) concep’ruo| competencies.

Ko (2010) conducted a study to evaluate the professional competence of hospitality students in the
field of cu|in0ry arts. In his s’rudy, he evaluated cu|in0ry competencies over 5 sub-dimensions. These di-
mensions are culinary basic knowledge, culinary innovation, culinary basic skills, culinary management,
and cu|inory attitude. Based on students’ self-evaluations, the highesi—ronked competency structure was
found to be kitchen attitude. Cu|inory innovation, on the other hond, was at the lowest level among all
competency dimensions. According to this research, the most important areas for students are cu|inory
basic know|edge and cu|inory attitude. Zopiatis (2010) evaluated basic competence areas in seven
dimensions in his siudy with 95 professiono| chefs in Cyprus. These dimensions are technical (cu|in0ry—
—speciric), management skills, |eodership s’rreng’rhs, professiorio| administrative s’rrengihs, inierpersono|
competencies, budge’r, and strategic p|orming, and concepiuo| (creoiive—odop’rive). From the chef’s
perspective, the most important competence area was considered to be technical skills (cu|inory—speci—
fic). The basic know|edge and skills a chef will need in the kitchen to get a produc’r reody to serve and
create a delicious meal were meant to be technical skills. Leadership and managerial competencies, on
the other hand, were seen as less important, and Concepiuo| (cred’rive—odopiive) competencies were
given little value. An interesting result in the study of Zopiatis (2010) was that although creativity and
budgeiing in the kitchen were seen as important competencies for a chef, ihey were of re|0’rive|y low
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importance when evaluated from the chef's point of view. This result seems to be consistent with the
results of Ko's (2010) research with students. Based on the results of this research, it is concluded that
both students and professiono| chefs do not consider creativity as an important competency.

Another research on the subject was conducted by Birdir and Pearson (2000) in the United States. Ac-
cording to the results of this research: the main competence areas that a chef should have were found
to be (1) know|eo|ge of taste; (2) know|eo|ge about food sanitation; (3) the obi|i’ry to dis’ringuish quo|i’ry
levels in food produc’rs; (4) genero| communication skills (\/erbo|, written, |isTening),~ (5) obi|iry to make
decisions; (6) the 0bi|i’ry fo concepruahze new producrs, processes, systems; (7) the obi|i’ry to control the
ego; (8) the 0bi|i’ry fo see ’rhorougrﬂy (big picture); (9) the 0bi|i’ry to work in a multi-task environment;
(10) the ability to prioritize projects.

Conclusion

The number of studies on the basic professiono| competencies that the kitchen staff Working in the field
of gastronomy and culinary arts should have is relatively low (Gersh, 2016). Nevertheless, the limited
number of studies from the perspective of students and indus’rry professiono|s provide various data on
the quo|irico’rions of the kitchen staff. This data can be evaluated as follows:

Primori|y, both students and professiono|s working in the sector see cu|inory know|eo|ge as one of the
most basic competence areas (Zopiatis, 2010). Therefore, it can be said that having basic kitchen
know|eo|ge and skills is the most important quo|ificcﬁrion for the staff to work in the kitchen. Likewise,
skills such as hoving odequo’re know|eo|ge of producrs, flavors, and tastes, creating a menu, knowing
how to cook which produc‘rs, with which ’recrmique, and under what conditions, preparing the food for
service, knowing how to use kitchen equipment, being able to control fire, food sofery, and hygiene
know|eo|ge, obi|i’ry tfo create new producrs and creativity can be included in this section. This part can
be considered as technical skills and is directly related to the kitchen.

The kitchen is not on|y a p|oce where food is prepored but also a space where Working as a team is
mondarory. Moreover, |ong working hours and stressful working conditions require mental s‘rrengrh and
stress management (Suhairom et o|., QO]Q). For this reason, it is imporftant to deve|op communication
skills. A chef should be able to manage, moftivate, and strive to maintain heo|‘rhy re|oﬂons|’1ips someti-
mes as a |e0der, sometimes as a feam member, and sometimes as a coach. As a result of ’rhis, factors
of social interaction such as interpersonal relations (Mahfud et al, 2017), leadership skills (Cormier-
-MacBurnie et o|4,QO15), teamwork, written and oral communication should also be considered as an
important area of competence for a chef (Suhairom et al, 2019; Balazs, 2001). Therefore, one of the
competence areas that a chef should have is social skills.

Another important competence area can be grouped as managerial skills (Suhairom et al, 2019). It is
not enough for a chef to be successful only in terms of culinary knowledge and skills, and this is espe-
cially true for senior chefs. A head chef or an executive chef needs managerial skills such as planning,
organization, budgeting, cost control, and waste management (food waste) in the kitchen in order to
successfully manage essential issues (Wan et al, 2017; Zopiatis, 2010).

119 | Page

STOWKHTYSTENIE WA RIECD ®
a1 1 |

T P — BVACD  vpuLs

L = edukadi

rimpex




H@RECA Co-funded by
4VET the European Union

In the gastronomy and cu|inory arts education given aft the university level, the education curricula

should be orronged occording|y so that the groduoies who will work in the culinary field can gain the
mentioned quo|ifico’rions. This education curriculum is shoped occording to the faculties to which the
gastronomy and cu|iriory arts programs are affiliated and may be insufficient to meet the needs of the
industry from time to time (Gersh, 2016). AHhough basic culinary imow|eo|ge and skills are a Sigl’iii[iCOrii'
area of competence, gaining both social and mcmogeri0|| competencies has become exireme|y impor-
tant today. A|ong with these competencies, constantly deve|oping and chonging trends make it neces-
sary to master ’rechno|ogico| innovations. For this reason, it is necessary tfo prepare curricula in a way
that will odopi to demogrophic, Tecimo|ogico|, and sectoral new oieve|opmeri’rs by staying in constant
contact with the sector. In addition to the preparation of the curricula, it is important to support the
quo|ificoiions of the academic staff who provide gastronomy education in a way that will comp|y with
the current standards. Therefore, activities such as cooperating with the sector, updoiing the fraining
of educators on certain subjecis, and providing in-service fraining from time to time can be p|onneci.
Acodemico”y competent educators are also essential for raising students with high competency levels.
Studies have shown that in order to odequoie|y prepare students for a professiorici| career in iricius’rry,
the ocodemy must infegrate technical courses and inierpersono| fraining info the cu|inory arts curri-
culum (Gersh, 2016). At the same time, it is concluded that students should cons’ronﬂy improve and
consolidate their know|edge in order not to break away from the sector. For this reason, it would be a
correct opprooch to support practices such as an in’rernship or on—’rhe—job fraining.

References

Alyakut, O. & Kiiciikkémiirler, S. (2018). Gastronomi editimi alan iniversite 6grencilerinin mesleklerine
yonelik metafor algilarinin degerlendirilmesi . OPUS International Journal of Society Researches, 9 (16)

, 823-852 . DOI: 10.26466/0pus 452139

Antun, JM. & Slazar, J. (2008). The impact of learning transfer outcomes on employed culinary arts

graduates’ perceptions of career success. Journal of Culinary Scence&Technology, (4)1, 75-87. https://
doi.org/10.1300/)385v04n01_09

Arikan, E., Altunsz Surici,O. & Arman, A. (2018). Yikseksgretim kurumlarindaki egitim mutfaklarinda
karsilasilan sorunlar ve ¢céziim énerileri. Journal of Tourism and Gastronomy Studies, (6)2, 592-601.
Balazs, K. (2001). Some like it haute: Leadership lessons from France's great chefs. Organizational
Dynamics,30 (2), 134-148.

Bertan, S. (QOQO). |mpoci of restaurants in the deve|opmen’r of gastronomic tourism. International Jo-
urnal of Gastronomy and Food Science, 100232 Doi: 10.1016/j.ijgfs.2020.100232

Birdir, K, & Kilichan, R. (2013). Mutfak seflerinin mesleki egitim dizeyleri ve yasadiklari egitim pro-
blemlerinin tespitine yonelik bir calisma. 14. Ulusal Turizm Kongresi Bildiri Kitabi icinde, 615-635, 05-08
December 2013, Kayseri, Tirkiye.

Blue, G. M., & Harun, M. (2003). Hospitality language as a professional skill. English for Specific Pur-
poses, 22(1), 73-91. https://doi.org/10.1016/S0889-4906 (01)00031-X

Cheng, M. & Bosselman, R. (2016). An evaluation of the research chefs association’s bachelor of scien-
ce in culinology® core competencies. Journal of Hospitality & Tourism Education, 28:3, 127-141, DOI:
10.1080/10963758.2016.1189831.

120 | Page

STOMRATYSTENIE WA RIECD ®

Cd § IHPOEEATE £ . I #
AP EdITC nenins o . EVACE IMPULSI - . 0
1 Eq.lm::.‘_ Samerimpesx




H@RECA Co-funded by
4VET the European Union

Christou, E. S. (1999). Hospitality management education in Greece an exploratory study. Tourism Ma-
nagement, (20), 683-691. https://doi.org/10.1016/S0261-5177(99)00039-4

Cormier-MacBurnie, P, Doyle, W, Mombourquette, P, & Young, ). D. (2015). Canadian chefs’ workpla-
ce learning. European Journal of Training and Development, 39(6), 522-537. https://doi.org/10.1108/
EJTD-01-2015-0003.

Drouard, A. (2008). Ascilar, gurmeler ve bogazina diskiinler: 19 ve 20. yizyillarda Fransiz mutfagdi. In
P. Freedman (Ed.), Yemek, Damak Tadinin Tarihi ,Istanbul: Oglak Yayincilik,263-299.

Gersh,l. (2016). Culinary industry practitioners” and educators’ perceptions of core competencies for a
4-year bachelor’s degree in the culinary arts. Journal of Hospitality & Tourism Education, 28:1, 32-43,
DOI: 10.1080/10963758.2015.1127166.

Gorkem, O. & Sevim, B. (2016). Gastronomi egitiminde ge¢ mi kalindi acele mi ediliyor?. Elektronik
Sosyal Bilimler Dergisi (15), 977-988. DOI:10.17755/esosder.06573

Gudek, M. (2018). Tirkiye'de yiiksekogretim diizeyinde yiritilen gastronomi programlari ve program

amacina yonelik 6grenci beklentileri. (Unpublished master’s thesis). Gazi Universitesi Sosyal Bilimler
Enstitusu, Ankara.

Hall, M., & Sharples, L. (2003). The consumption of experiences or the experience of consumption? An
intfroduction to the tourism of taste. In M. Hall, L. Sharples, R. Mitchell, N. Macionis, & B. Cambourne
(Ed.). Food tourism around the world: Development, management and markets. Oxford: Butterworth-
Heinemann, 1-24.

Harrington, R. J, Mandabach, K. H., VanlLeeuwen, D.,, & Thibodeaux, W. (2005). A multi-lens frame-
work exp|oining structural differences across foodservice and cu|inory education. International Journal

of Hospitality Management, 24(2), 198-218. DOI:10.1016/.ijhm.2004.06. 005

Harrison, A. F. (2008). The study of gastronomy. http://thestudyofgastronomy.blogspot.com/ Accessed
on 28 June 2029.

Hegarty, J. A. (2009). How might gastronomy be a suitable discipline for testing the validity of different
modern and pos’rmodern claims about what may be called ovon‘r—gorde?, Journal of Cu|inory Science

& Technology, 7, 1-18. DOI:10.1080/15428050902788295

Hillel, D., Yaniv, B, & Shani, Amir. (2013). What makes a gastronomic destination attractive? evidence
from the Israeli Negev. Tourism Management. 36. 200-209. 10.1016/j.tourman.2012.12.006.

Horng, J. & Lee, Y. (2009). What environmental factors influence creative culinary studies?, In-
ternational Journal of Contemporary Hospitality Management, 21(1), 100-117. https://doi.
org/10.1108/09596110910930214

Hughes, M. (2003). Culinary professional training: measurement of nutrition knowledge among culinary
students enrolled in a Southeastern culinary arts institute (unpublished PhD thesis). Auburn University,
Alabama.

Kane, M. T. (1992). The assessment of professional competence. Evaluation and the Health Professions,

15, 163-182. DOI: 10.1177/016327879201500203

Kivela, J. & Crotts, J. C. (2006). Tourism and gastronomy: gastronomy’s influence on how tourists
experience a destination. Journal of Hospitality and Tourism Research (30), 354-77. https://doi.
org/101177/1096348006286797

121 | Page

STOMRATYSTENIE WA RIECD ®

Cd § IHPOEEATE £ . I #
AP EdITC nenins o . EVACE IMPULSI - . 0
1 Eq.lm::.‘_ Samerimpesx




H@RECA Co-funded by
4VET the European Union

Kristanti, M., Jokom, R, Wijaya, S, & Widjaja, D. C. (2018). Culinary experience towards behavioral
of domestic tourists in Solo and Bandung, Indonesia. Kinerja, 22(2), 186-200. DOI:10.24002/kinerja.
v22i2.1813

Ko,W.H. (2010). To evaluate the professional culinary competence of hospitality students. Journal of
Culinary Science & Technology, 8:2-3, 136-146, DOI: 10.1080/15428052.2010.511101

Lysaght, R. M, & Altschuld, J. W. (2000). Beyond initial certification: The assessment and maintenance
of competency in professions. Evaluation and Program Planning, 23(1), 95-104. https://doi.org/10.1016/
S0149-7189(99)00043-9

Long, L. (2004). Culinary Tourism, University Press of Kentucky, Lexington, KY.

Mahfud, T, Kusuma, B. J, & Mulyani, & Y. (2017). Soft skill competency map for the apprenticeship
programme in the Indonesian Balikpapan hospitality industry. Journal of Technical Education and Tra-
ining, 9(2). Retrieved from https://penerbit.uthm.edu.my/ojs/index.php/JTET/article/view/1860

Mahfud, T, Pardjono, & Lastariwati, B. (2019). Chef's competencies as a key element in food tourism
success: a short literature review. GeoJournal of Tourism and Geosites, 26(3), 1057-1071. https://doi.
org/10.30892/gtg.26329-417

McClelland, D. C. (1973). Testing for competence rather than for ,intelligence.” American Psychologist,
28(1), 1-14. https://doi.org/10.1037/h0034092

Norton, M. I, Villanueva, J.,& Wathieu, L. (2009). El Bulli: The taste of innovation. Harvard Business
School Case 509-015, July 2008. (Revised March 2009.)

Oney, H. (2016). Gastronomi egitimi tizerinde bir degerlendirme. Selcuk Universitesi Sosyal Bilimler En-
stitist Dergisi (35), 193-203. Retrieved from https://dergipark.org.tr/tr/pub/susbed/issue/61815/924887

Queeney, D. S. (1996). Redefining competency from a systems perspective for the 21st century. In: Paper

presenfed at the Annual Meeting of the American Association for Adult and Continuing Education,
Charlotte, NC.

Pekersen, Y, Gines, E., & Sivrikaya KK. (2018). Calisma hayatinda temel yetkinliklerin snemi: Gastrono-
mi ve mutfak sanatlari egitimi alan 6grenciler tizerinde bir arastirma. VII. Ulusal IlI. Uluslararasi Dogu

Akdeniz Turizm Sempozyumu Bildiri Kitabi,150-158, 20-21 Nisan 2018, Hatay, Tirkiye.

Perdue, )., Ninemeier, J, & Woods, R. (2000). Competencies required for club managers. The Cornell
Hotel and Restaurant Administration Quarterly, 41(2), 79-85.

Richards, G. (2002). Gastronomy: As an Essential Ingredient in Tourism Production and Consumption?
In A. M. Hjalager, G. Richards (Ed.) Tourism and Gastronomy, Londra ,New York, Routledge, 3-20.

Robinson, R. N. S, & Barron, P. E. (2007). Developing a framework for understanding the impact of
deski”ing and standardisation on the turnover and afttrition of chefs. International Journal of Hospi+o|i’ry
Management, 26 (4), 913-926. https://doi.org/10.1016/1.ijhm.2006.10.002

Santich, B. (2004). The erudy of gastronomy and its relevance to hospifoh’ry education and training. Inter-
national Journal of Hospitality Management, 23, 15-24. https://doi.org/10.1016/S0278-4319(03)00069-0
Santich, B. (2007). The study of gastronomy: a catalyst for cultural understanding. The International
Journal of Humanities, 5(6), 53-58. https://doi.org/10.18848/1447-9508/CGP/v05i06/42143

Scarpato, R. (2002). Gastronomy as a tourist product. In AM. Hjalager & G. Richards (Ed.). Tourism
and Gastronomy, Routledge, London, 51-70.

122 | Page

STOMRATYSTENIE WA RIECD ®

Cd § IHPOEEATE £ . I #
AP EdITC nenins o . EVACE IMPULSI - . 0
1 Eq.lm::.‘_ Samerimpesx



https://doi.org/10.1016/j.ijhm.2006.10.002

H@RECA Co-funded by
4VET the European Union

Suh, E, West, J.& Shin, J. (2012). Important competency requirements for managers in the hospitality

industry. Journal of Hospitality, Leisure, Sport & Tourism Education, 11: 101-112.
Suhairom, N, Musta'amal, A. H., Mohd Amin, N. F, Kamin, Y, & Abdul Wahid, N. H. (2019). Quality

culinary workforce competencies for sustainable career development among culinary professiono|s. In-
ternational Journal of Hospitality Management, 81, 205-220. https://doi.org/https:// doi.org/10.1016/j.
ijhm.2019.04.010.

Sahin E. (2015). Bir Destinasyon Unsuru Olarak Yerel Gastronominin Marka Sehir Pazarlamasinda
Etkileri: Gaziantep Ornegi. Yiksek Lisans Tezi, Gaziantep Universitesi, Sosyal Bilimler Enstitisg,
Gastronomi ve Mutfak Sanatlari Anabilim Dali, Gaziantep.

Tas, R. F. (1988). Teaching future managers. The Cornell Hotel and Restaurant Administration Quarter-
ly, 29(2), 41-43. doi:10.1177/001088048802900215.

Uhri, A. (2016). Anadolu mutfak kalturtnin kokenleri (Arkeolojik, Arkeometrik, Dilsel, Tarihsel ve Etno-
lojik Veriler Isiginda). Ege Yayinevilstanbul.

Yilmaz, G. (2019). Turkiye'de Ortasgretim ve Yiksekogretim Duzeyindeki Gastronomi Egitiminin Deger-
lendirilmesi. Turizm Akademik Dergisi, 6 (1), 229-248.

Wan, T-H, Hsu, Y-S, Wong, J.-Y., & Liu, S-H. (2017). Sustainable international tourist hotels: the role of
the executive chef. International Journal of Contemporary Hospitality Management, 29(7), 1873-1891.
https://doi.org/10.1108/|JCHM-08-2015-0406.

Wolf, E. (2006). Culinary tourism: The hidden harvest. Dubuque, 1A: Kendall/Hunt.

Zopiatis, Anastasios. (2010). Is it art or science? Chef’s competencies for success. International Journa

of Hospitality Management. 29. 459-467.10.1016/j.ijhm.2009.12.003.

Internet references

TDK (2022). https://sozluk.gov.tr/gastronomi Accessed on: 10 December 2022.
TDK (2022). https://sozluk.gov.tr/yaygin editim Accessed on: 10 December 2022,

meb,gov.tr (2022) https://sgb.meb.gov.tr/meb _iys_dosyalar/2022_09/15142558 _meb _istatistikleri_or-
gun_egitim_2021_2022 pdf)).

yok.gov.tr (2022). https://yokatlas.yok gov.tr/netler-tablo.php?b=19024 Accessed on: 12.12.2022
yeditepe.edutr (2022). https://gsf.yeditepe.edu.tr/tr/gastronomi-ve- Mutfak-sanatlari-bolum
myk.gov.tr (2022). Ulusal Meslek Standartlari (myk.gov.tr) Accessed on: 09.12.20292.
https://www.meslekiyeterlilikbelgesi.com.tr/ Accessed on: 10.12.2022.

19. AHanusa Ha npodeCUOHarNIHUTe KOMMNEeTEeHLUN Ha CTYAEeHTUTE Ha
AOAUNIIOMCKM CTYAAUM NO racCTpoHOMMja U KyNIMHapcKa ymeTHocT - Ecpa
CAXWH

WNcxpaHaTta e eqHa og OCHOBHUTE NOTPebuM 3a ONCTaHOK yLTe o CO34aBakeTO Ha YOBELUTBOTO.
Ce rneja fAeka uMcxpaHaTa, koja OTcekorawl nocToena BO YOBEYKMOT XKMBOT Kako YMH, ce
npeTBopuna BO cCOUCTULMPAH CTUIT KOj BKNydyBa XeOOHUCTUYKU €NeMEeHTU, KOU AEHec
onvllyBame Kako racTpoHomuja. Bo nocnegHuBe roauHu, racTpoHOMMjaTa UCTO Taka Mo4vHa
[a ce nojaByBa Kako 3Ha4ajHa TypucTuuyka anatka. EnoeH og knyyHuTe aktepu BO pasBojoT Ha
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racTpoHOMMjaTa U racTPOHOMCKMOT Typu3am € NepcoHanoT BO pectopaHuTe. 3a oBMe pecTtopaHu
Aa HanpasaT pasnvka, HUBHMOT nepcoHan Tpeba aa 6uae nHdopmmpaH 1 UcKyceH Bo obnacrta
Ha racTpoHOMMjaTa, a CO Toa O, HMB Ce OYeKyBa M Aa BpaboTaT fiyfe Kou NoMuHarne Baksa obyka
3a ractpoHomuja. ObpasoBaHNETO 3a racTpOHOMMja M KynMHapcKa YMETHOCT € obyKa Koja uma u
TeopeTCkn 1 npakTnyeH acnekT. Kora ce pasrnegysa nutepaTypaTa, ce rneja geka He noctou
jacHa pamka 3a Toa KOM Ce OCHOBHUTE KOMMeTeHuumn wto Tpeba ga rm nocegyBa eAeH roteaud.
OBaa cTyauja e HacoveHa a n3Breye onwTa pamka, Npeky eBanyauuja Ha pesyntatute gobvexHu
of CTyauuTe BO NuTepaTtypaTa 3a kBanudukauuuTe WTto Tpeba Aa rv noceaysaart nuuaTa Kou ce
cTekHarne co obpasoBaHue o obracta Ha racTpoHoMujaTa MU KynuMHapcTBoTO. Kako pesyntart Ha
npernenoT Ha nuTepaTyparta, ce pa3bupa Aeka n CTyaeHTUTe 1 NpogecnoHanuuTe BO CEKTOPOT ro
rnegaaT KynMHapCKOTO 3HaeHe Kako eaHa of HajoCHOBHUTE 0bnacTu Ha KOMMNEeTeHTHOCT. 3aToa,
MOXXe a Ce Kaxke ieka noceayBareTO OCHOBHM 3HaeHa 1 BELLTMHM 3a paboTa BO KyjHa e HajBaxxHaTa
KBanudukauyuja 3a nepcoHanot 3a paboTa Bo kyjHaTa. KyjHaTa He e caMo MecTo Kafe ce NoAroTeysa
XpaHaTa TyKy U NpOCTOp Kaje WTOo e 3af0rmknTenHa Tumcka paborta. Nokpaj Toa, gonrmte paboTHU
YacoBu n cTpecHuTe paboTHu ycnosu 6apaat MeHTanHa cuna un ynpaesyBake CO cTpecoT. Kako
pes3ynTtaTt Ha OBa, PakTOpUTE Ha couujanHaTa MHTepakumja Kako LITO ce Melry4oBeYKnTe ogHoCH,
nuaepcknTe BEWTUHN, TUMCcKaTa paboTa, nMcMeHaTa 1 ycHa KOMyHuKaumja, UCTo Taka, Tpeba aa ce
cMeTaar Kako BakHa 061acT Ha KOMMNETEHTHOCT 3a roTBayvoT. 3aToa, eAHa 04 KOMNETEHLUNTE Kon
Tpeba fga rv noceaysa roTBavoT ce coumjanHuTe BelTnHW. [lpyra BaxkHa obnacTt Ha KoMneTeHuum
MOXe [a ce rpynupa Kako MeHallepcku BeLWTUHN. Ha rmaBHWOT roTBay Unuv Ha wedoT Ha KyjHa My
TpebaaT MeHaLlepCK/ BELLUTUHW KaKo LUTO Ce NiaHupake, opraHnsaumja, dyLietmpate, KoHTpona
Ha TpowlounuTe 1 ynpasyBawe CO OTnag (0Tnag o4 XpaHa) BO KyjHaTa 3a yChnelwHo Aa ynpaByBa
CO CYLWITMHCKMTE npawaka. Co uen gunnoMmmpaHnTe CTyAeHTU Ha nporpaMara 3a ractpoHomMuja
N KYNMHAPCKM YMETHOCTU Aa MM CTeKHaT CroMeHaTuTe KomneTeHuun, Hajgobap npuctan 6u 6un
opraHusnpare Ha HacTaBHUTE 06pa3oBHM NPOrpaMmm COOABETHO CO NOTPeBHUTE KOMMNETEHLMU 1
NoAap>KyBake Ha MPaKTUKUTE KaKo LUTO Ce NPakTUKaHTCTBO U obyka Ha paboTHOTO MeCTO.

20. AvaAuon Twv EtrayyeApatikwy IkavotATwy Mpotrruxiakwy doitntwyv
Naorpovopiag kai Mayeipikig Téxvng - Esra SAHIN

H diatpon gival pia atrd TIG BAcIKEG AVAYKEG YIa TNV ETTIRIWON A1TO TN dNUIOUPYIa TG avOpwTTOTNTAG.
Qaiveral 611 n S10TPOPR, TTOU TTAVTA UTTAPXE OTN (W TOU avOpwTToU WG TTPAEN, XEI METATPOTTEI O€
€va EKAETTTUOMEVO OTUA TTOU TTEPIAAPPBAVEI NOOVIKA OTOIXEIQ, TA OTTOIA ONUEPA TTEPIYPAPOUNE WG
yooTpovouia. TaTeAeuTaia xpovia, N yooTPOVOUIa £XEI ETTIONG APXITEI VA AvADEIKVUETAI WG ONUAVTIKO
TOUPIOTIKO gpyaAcio. 'Evag atrd Toug Bacikoug TTapAyovTEG OTNV AVATITUEN TNG YOOTPOVOUIag Kal
TOU YOOTPOVOUIKOU TOUPICHOU €ival TO TTPOCWTTIKO TOu €oTiaTopiou. Na va kdvouv Tn diagopd
QUTA Ta €0TIATOPIA, TO TTPOCWTTIKO TOUG TTPETTEI VA EiVAl EVNUEPWHEVO KAl EUTTEIPO OTOV TOPEQ
TNG YOOTPOVOMIAG Kal £TC1 AVAUEVETAI VA ATTOOXOAROEI dTopa TTou €Xouv AdBel TéETola ekTTaideuon
YyOOTpOVOouiag. H ekTTaideucn oTn yaoTPOVOMIa Kal TIG HAYEIPIKESG TEXVEG €ival PIA EKTTAIOEUCN TTOU
EXEl TOOO BewpnTIKEG OO0 Kal TTPAKTIKEG TITUXEG. Otav yivetal avaokdTtnon g BipAioypagiag,
QaiveTal 0TI OEV UTTAPXEI OAPES TTAAICIO YIO TO TTOIEG €ival 01 BACIKES IKAVOTNTEG TTOU TTPETTEI VA EXEI
évag o€Q.
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2€ QUTA TN JEAETN, ETIBILKETAI VA SlaUOPPwOEi £va yeVIKO TTAQiCI0 afloAoywvTag Ta atToTeEAETUATA
TTOU TTPOKUTITOUV aTTo TIG MEAETEG OTN BIBAIOYPOPIa OXETIKA UE TA TTPOCOVTA TTOU TTPETTEI VA £XOUV
Ta droua TTou éAapav ekTTaideucn OToV TOUED TNG YAOTPOVOMIAG Kal TNG MAYEIPIKAG TEXVNG. Q¢
atmmoTéAEOHa TNG avaokotnong tnG BiBAloypagiag, yivetar katavonTtd 6T T600 oI QoITNTEG 600
Kal o1 €TTayyeAMATIEG TOU KAGOOU BAETTOUV Tn PAYEIPIKA YVWON WS évav atrd Toug TTio BaciKoug
TOMEIG IKaVOTATWYV. Q¢ €K TOUTOU, UTTOPEI va EIMTWOEI OTI N KATOXT BACIKWY YVWOEWV Kal OECIOTHTWV
Koudivag €ival TO TTI0 GNUAVTIKO TTPOCOV YIa TO TTPOCWTTIKO va epyaoTei oTnv Koudliva. H koudliva
O¢gv gival JOVO £va PJEPOG OTTOU TTAPACKEUACETAI TO GaynTO AAAG Kal €vag XWPEOG OTTou N OPadIKA
epyacia gival UTTOXPEWTIKA. ETTITTAE0V, 01 TTOAAEG WPEG EPYATIOg Kal Ol Ay XWTIKES TUVBNKEG Epyaaiag
atraToUV WuxIKr duvaun Kai diaxeipion Tou dyxous. Q¢ atmoTEAECUA QUTOU, TTAPAYOVTEG KOIVWVIKIG
aAANAeTTiOpaOoNG OTTWG O BIATTPOCWTTIKEG OXETEIG, Ol NYETIKEG OeCIOTNTES, N ouadikh €pyaaia,
N YPOQTITA KAl TTPOQOPIKHA ETTIKOIVWVIa Ba TTPETTEI £TTIONG va BewpPOUVTAl WG ONUAVTIKOG TOUEAS
IKAVOTNTOG YIa évav o€@. ETTOPEVWG, Evag aTTd TOUG TOUEIG IKAVOTATWY TTOU TTPETTEI VA £XEI EVAG OEQP
gival o1 KOIVWVIKES Be€IOTNTES. 'Evag AAAOG ONPAVTIKOG TOUEAG IKAVOTATWY PTTOPEI va opadoTroindei
w¢ O1EUBUVTIKEG BeCI0TNTEC. 'Evag eTTIKEQAAAG TEP 1] €vaG EKTEAEOTIKOG 0P XpeIGleTal OegIOTNTES
01eUBuvong OTTWG TTPOYPANKATIONOG, OpYAvVWan, KATAPTION TTPOUTTOAOYIOHOU, £AEYXOG KOOTOUG
Kal dlaxeipion atmoppidudTwy (améfAnTa @aynTtou) otnv kKouliva TTPOKEINEVOU va BIaxEIPIOTEL
Me emTuxia Baoikd ¢ntruata. NpokKeluévou o1 atré@oITOl TOU TTPOYPAUMOTOS YOOTPOVOUIag Kal
MOYEIPIKWYV TEXVWV VA ATTOKTAOOUV TIC TTPOAvVAPEPBEITES IKavOTNTES, Ba TavV CWOTH TTPOCEYYION
va opyavwBouv avdAoya Ta EKTTAIOEUTIKA TTPOYPAUMATA KAl VA UTTOOTNPIXO0UV TTPAKTIKEG OTTWG N
TTPAKTIKI) AOKNON 1 N EKTTAidEUCN OTNV Epyaaia.

21. Un anadlisis de las competencias profesionales de los estudiantes de
gastronomia y artes culinarias de pregrado - Esra SAHIN

La nutricién ha sido una de las necesidades esenciales para la supervivencia desde la creacion de la
humanidad. Se observa que la alimentacion, que siempre ha estado presente en la vida humana como
un acto, se ha convertido en un estilo sofisticado que inc|uye elementos hedénicos, lo que hoy descri-
bimos como gastronomia. En los ultimos afios, la gastronomia también ha empezado a surgir como
una herramienta importante en el turismo. Uno de los actores clave en el desarrollo de la gastronomia
y el turismo gastrondmico es el persono| de los restaurantes. Para que estos restaurantes marquen la
diferencia, su persono| debe estar informado y tener experiencia en el campo de la gastronomia, por lo
que se espera que emp|een a personas que hoyom recibido una formacion gastronémica. La educacion
en gastronomia y artes culinarias es una formacion que tiene aspectos tanto tedricos como prdcticos.
Al revisar la literatura, se observa gue no existe un marco claro sobre cudles son las competencias
bdsicas que debe tener un chef. En este estudio, se pre’rende establecer un marco genero| evaluando
los resultados obtenidos de los estudios en la literatura sobre las cualificaciones que deben tener las
personas que han recibido una educacion en el campo de la gastronomia y las artes culinarias. Como
resultado de la revision de la literatura, se entiende que tanto los estudiantes como los profesiono|es del
sector consideran que el conocimiento culinario es una de las dreas de competencia mds bdsicas. Por lo
tanto, se puede decir que tener conocimientos vy habilidades basicas de cocina es la cualificacién mas
importante para el persono| que ’rrobojo en la cocina. La cocina no solo es un |ugor donde se prepara
comida, sino también un espacio donde ’rrobojor en equipo es ob|igo+orio. Ademas, las |orgos horas de
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Trobojo y las condiciones estresantes requieren fortaleza mental y manejo del estrés. Como resultado
de esto, factores de interaccién social como las relaciones in’rerpersono|es, habilidades de |io|erozgo,

Trobojo en equipo y comunicacion escrita vy oral también deben considerarse como un drea importante
de competencia para un chef. Por lo tanto, una de las dreas de competencia que debe tener un chef
son las habilidades sociales. Otra drea de competencia importante puede ser ogrupodo como habili-
dades de gestion. Un chef principo| o un chef ejecutivo necesita habilidades de gestion como p|onifico—
cién, organizacion, presupuesto, control de costos y gestion de desperdicios (desperdicio de alimentos)
en la cocina para gestionar con éxito los temas esenciales. Para que los groduodos del programa de
gastronomia y artes culinarias odquieron las competencias mencionadas, seria un emcoque correcto
organizar los p|cmes de estudio de la educacién en consecuencia y apoyar prdcticas como pasantias o
capacitacion en el |ugor de Trobojo,

22. Gastronomi ve Mutfak Sanatlar Lisans Ogrencilerinin Mesleki Yeterli-
liklerinin Incelenmesi -Esra SAHIN

Beslenme, insono@hmun yoro’r|||§|no|cm bu yana hoyo’rfo kalabilmesi icin temel ihfiyogbrdon biri
o|mu§’rur. Insan hayohndo her zaman bir ey|em olarak var olan beslenmenin gUnUmUzde gastronomi
olarak Ton|m|od|§|m|z hedonik unsurlari iceren sofistike bir tarza dénUg’rUéu g(’jru|mek’reo|ir. Son yillar-
da gasfronomi de 6nemli bir turizm araci olarak ortaya g|kmoyo b0§|om|§’r|r. Gastronomi ve gastrono-
mi turizminin ge|i§mesinde kilit aktorlerden biri restoran go||§on|or|c||r. Bu restoranlarin fark yaratabil-
meleri icin, go||§0n|or|n|n gastronomi alaninda bi|gi|i ve deneyim|i olmasi gerekmekfedir ve o|o|oy|5|y|o
bu tir gastronomi egitimi o|m|§ |<i§i|eri istihdam etmeleri beklenmektedir. Gastronomi ve mutfak
sanatlar egitimi hem teorik hem de uygu|omo yonu olan bir ecjifimdir. Literatiir ince|eno|igjino|e bir
§eﬁn sahip olmasi gereken temel yetkinliklerin neler o|o|ugjuno dair net bir gcergevenin o|moo||<§1| gt')r[j|—
mektedir. Bu calismada gastronomi ve mutfak sanatlari alaninda egitim almis kisilerin sahip olmas
gereken niteliklere i|i§kin literattirdeki go||§mo|oro|on elde edilen sonug|or degerlendirilerek genel bir
cerceve cizilmesi amaclanmaktadir. Literatiir taramasi sonucunda hem égrencilerin hem de sektsrdeki
profesyone”erin mutfak bi|gisini en temel ye’rer|i|il< alanlarindan biri olarak gérduHeri on|o§||mol<’roo||r.
Bu nedenle mutfakta gohgocok persone|o|e temel mutfak bi|gi ve becerisine sahip olmanin en énemli
nitelik o|du§u sby|enebi|ir. Mutfak sadece yeme|<|erin h02|r|ono||§| bir yer de§i| ayni zamanda ekip
calismasinin zorunlu oldugu bir alandir. Ayrica uzun calisma saatleri ve stresli calisma kosullari zihinsel
gug¢ ve stres yonetimi gerektirmektedir. Bunun sonucunda ki§i|eror05| i|i§l<i|er, liderlik becerileri, takim
calismasi, yazili ve sézli iletisim gibi sosyal etkilesim faktsrleri de bir sef icin 6nemli bir yetkinlik alani
olarak de@er|endiri|me|idir. Bu nedenle bir §eﬁn sahip olmasi gereken yetkinlik alanlarindan biri de so-
syo| becerilerdir. Bir digjer onemli yefkinhk alani ybne’rse| beceriler olarak grup|ono||r||obi|ir. Bir bo§ §ef
veya yonetici §ef, temel sorunlar bo§0r||| bir §e|<i|o|e yéne’rmek icin mutfakta p|on|omo, organizasyon,
bu’rge|eme, mo|iyeJr kontroli ve atik yonetimi (yiyecek atidr) gibi yénefse| becerilere ihﬂyag duymok-
tadir. Gastronomi ve mutfak sanatlari programi mezunlarinin séz konusu ye’rer|i|ik|eri kazanabilmeleri
icin egitim mifredatlarinin buna gore dizenlenmesi ve staj, i§bo§| egitim gibi uygu|omo|0r|n deste-
klenmesi dogru bir yok|o§|m olacaktir.
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23. Emotional Intelligent Leadership - Key to Successful Manage-
ment in HoReCa - Biljana Velevska

Biljana Velevska - Samerimpeks IMPULSI, The Republic of North Macedonia

Business Development & HR Consultant, Certified EI Master Trainer, Samerimpeks IMPULSI

Introduction

The concept of Emotional intelligence (El) is developed in the last decade of the 20" century. It was concep-
tualized by Peter Salovey of Yale University and Jack Mayer of the University of New Hampshire in 1990. Sa-
|ovey and Mayer (1997) defined emotional inie||igence as “the obi|iiy to perceive emotions, integrate emotions
to facilitate Jrnoughi, understand emotions and to regu|o+e emotions to promote persono| growfn."

Later on, researchers and authors showed deeper interest in the topic. Reuven Bar-on (1997) described EQ as
‘an array of personal, emotional and social abilities and skills that influence one’s ability to succeed in coping
with environmental demands and pressures”.

The popularity of the Emotional Intelligence in life and workplace was spread by Daniel Goleman. Goleman
(1998) defined emotional in‘re||igence as “the capacity for recognizing our own fee|ings and those of others,
for motivating ourselves, and for managing emotions well in ourselves and in our relationships.” According fo
Goleman, emotional infe||igence is the |orgesf sing|e |oreo|icfor of success in the workp|oce.

Dr. Ben Palmer, founder of GENOS International www.genosinternational.com gives the following definition
(2002):

"Emotional |nfe||igence is about moking inie||igenf responses to negative emoftions and using specific skills to

generate positive emotions in self and others through being, present, empathetic, genuine, resilient and empo-
wering in our behavior as often as possib|e.” Dr. Palmer o|eve|opeo| a model of measuring six competencies of
emotional inie||igeni behavior at Workp|oce showing that each person can improve the above-mentioned skills,
achieve better results and motivate others to be more engoged and successful.

The Capgemini Research Institute uses the definition of Emotional intelligence as the ability for people to
recognize, understand and perceive their own and other peop|e's emotions as well as to regu|o’re their own
emotions.

The Emotional |n+e||igence has been a core concept of |eodersnip o|eve|opmenf in organizations for many
years, but iodoy, it is also becoming a critical skill for emp|oyees at all levels. Automation and Al are bringing
new opportunities and greater efficiencies to both businesses and society while also blurring the lines between
tasks pen(ormed by machines and those undertaken by humans. As a result, Jrodoy's workforce is experiencing
significoni disrupiive shifts, with new roles being created, and other jobs and tasks eliminated. In the |ong run,
Al will affect the workforce at all levels - senior and junior. Senior roles will increosing|y o|e|egoie know|edge
and insignf generation to Al. In the short term, however, automation of routine tasks will impact emp|oyees
at the non-supervisory and more junior levels of the workforce. A recent siuo|y from the Organization for Eco-
nomic Co-operation and Development (OECD) also found that youth jobs will be impacted significantly by

automation.
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Leadership has been called the most researched and misunderstood topic. For Margaret Lloyd & Brian Roth-

well (2005) the |eodersriip is about creating bottom line success with a real ‘feel good' factor - where everyone
achieves more, is more successful, more valued and happier than they were before.

Leodership is a process by which an executive can direct, guide and influence the behavior and work of others
towards occomp|ishmeni of speciiic goo|s in a given situation. Leodership is the obi|iiy of a manager to induce
the subordinates to work with confidence and enthusiasm.

Leodership is the po‘renrio| to influence behaviour of others. It is also defined as the capacity fo influence a
group towards the realization of a goo|. Leaders are required fo deve|op future visions, and to motivate the
orgonizo’riono| members to want to achieve the visions.

According to Keith Davis, “Leadership is the ability to persuade others to seek defined objectives enthusiasti-
co||y. It is the human factor which binds a group iogeiher and motivates it towards goo|s."

According to classical management ’rheory, a leader is a person who exerts influence without coercion on other
orgonizo’riono| members, so that Jrhey behave in accordance with his intentions, expectations and assumpftions.
Simply said, Leader is a person that has followers because they believe in the vision shared and they respect
the values the leader protects and strives for.

The hospiioh‘ry indus’rry is a broad category of fields within the service indusiry that includes |odging, food and

drink service, event planning, theme parks, travel and tourism. It includes hotels, tourism agencies, restaurants

and bars.
HoReCa (o|so Horecq, HORECA) is the Duich, German, |i0|icm, Romanian and French |ongu0ges term for
the food service and hotel industries. The term is a svllabic abbreviation of the words Hotel/Restaurant/Café.

It is now more than obvious that El competencies are critical for the HoReCa as service industry where most
important attracting and se||ing point is the experience of the customer created during the consumption of the
best service. This point will be further elaborated.

The Trends in the Hospitality Industry and their impact on Leadership

One of the top 5 Hospitality Industry Trends that is coming with a very fast speed is spreading the
Avrtificial |nie||igence & Automation.

With advancements in Artificial Intelligence (Al), hotels are using Al to connect with tourists while
opening up to hotel workers o’rien‘rive|y4 This enhances the movement experience by removing |onguoge
differences and ensuring clear communication with exp|orers.

Todoy, hotels are cons’ronﬂy on the lookout for better ’recrmo|ogies that can he|p them improve their
client-facing and back-office operations. The luxury hotels and restaurants incorporate such features in
their releases. Augmented Reality, Virtual Reality, robots in hotels, Al, 1oT tools and building automa-
tion, chatbots, and a slew of other advancements are all part of the hospi’rdhiy indusiry's future.

The industry adapts to the habits and needs of the Millennials, Generations Y and Z. The hotels, re-
staurants and cafeteria introduce modern tools for ordering service without ching a single employee.
The expectation is to be served as soon as possible at the highest standards.

Going back to the roots of the Hospitality sector: The HoReCa Industry exists to make people live nicer,
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easier, most relaxed and happy. In HoReCa Industry it is all about CUSTOMER EXPERIENCE.

Excellent customer service is important in the HoReCa indus’rry because it can determine the overall

success of the establishment. Here is a list of reasons why it's so important:

. Happy customers generate more positive feedback and reviews for your restaurant.

. Excellent customer service increases the revenue.

. Satisfied customers are more |il<e|y to become regu|or customers. (Repeofed sales with lower morke’ring
investment)

. The longevity of a business usually relies on good customer service.

This article is focused on the Leadership Skills that are most important in creating and maintaining work

environment that keeps emp|oyees ina produc’rive state thus reﬂecfing “viral” enthusiasm, energy, engagement

and creativity, leading to the best ever experience for the clients, whenever they face them.

El is claimed to affect a wide array of work behaviors, inc|uo|ir1g emp|oyee commitment, feamwork, deve-

lopment of talent, innovation, quality of service, and customer loyalty. According to Cooper (1997), research

attests that peop|e with high levels of emotional in+e||igence experience more career success, build stronger

personal relationships, lead more effectively, and enjoy better health than those with low EI. Why is this so?

e First, more emoﬂono”y inTe||igen’r individuals presumob|y succeed at communicating their ideas,

goals, and intentions in interesting and assertive ways, thus making others feel better suited to

the occupational environment (Goleman, 1998).

e Second, El may be related to the social skills needed for teamwork, with high El individuals par-

ticularly adept at designing projects that involve infusing products with fee|ings and aesthetics

(Mayer & Salovey, 1997; Sjoberg, 2001).

e Third, organisational leaders who are high on Emotional Intelligence, in concert with a supporti-

ve organisational climate and the human resources team, may affect the relationship in the work

setting, which, in turn, impacts upon group and individual El and organisational commitment

(Cherniss, 2001).

e El may also be useful for group o|eve|opmen’r since a |orge part of effective and smooth team
work is knowing each other’s’ s’rrengThs and weaknesses and |everoging erreng’rhs whenever pPOs-

sible (Bar-On, 1997).

e Finally, El'is claimed to influence one’s ability to succeed in coping with environmental demands

and pressures, c|ec1r|y an important set of behaviors to harness under stressful work conditions

(Bar-On, 1997).

El has also been claimed to be an important factor in orgonisofiono| |eoo|ership‘ George (2000) used the

Salovey, Mayer, and Caruso four-branch model of El as a heuristic framework for outlining the importance

of El in effective |eoc|ership. George asserts that by cnccurct’re|y idem‘ifying how followers feel, leaders better

appraise and influence followers' emotions so Jrhey are supportive of leaders’ goo|s and objecﬂves, thus in-
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suring a shared vision. Leaders can use intense emotions as signo|s to direct their attention to issues in need

of immediate attention, and can use emotions to prioritise demands. They can also better anticipate how well
their followers will react to different circumstances and chonges. High El leaders are claimed, occording to this
model, to generate excitement, enthusiasm, and optimism in the work environment and are said to be able
to maintain an o*mosphere of cooperation and trust ’rhrough the o|eve|opmenf of high—quoh’ry in’rerpersoncl|
relations. Leaders can also effec’rive|y instill in others an appreciation of the importance of work activities and
convey the message to their followers that Jrhey are optimistic about their persono| contributions.

Nevertheless, the awareness of negative mood may foster systematic and careful information processing and
may be disodvonfogeous when leaders are o|eo|ing with comp|ex prob|ems in which errors carry high risk.

Empirical research supporting the direct role of El in the workplace is done by Capgemini Research Institute
(Aug 2019-Sep 2019, N=750 executives), published in the publication Emotional intelligence-the essential
skillset for the age of Al (2019). To understand whether organizations and emp|oyees recognize the growing
importance of emotional infe”igence (El) in the age of automation and Al and its growing relevance, the In-
stitute surveyed 750 executives and 1,500 employees, and conducted in-depth interviews with over 15 industry
experts, ocodemics, and startup executives.

The research shows the following:

Emp|oyees with a higher degree of emotional in‘re||igence have driven greater orgonizo’riono| benefits. The
research found that organizations have benefited by hoving emp|oyees who disp|oy high El. The fop quantita-
tive benefits include enhanced productivity, high employee satisfaction, increased market share, and reduced
attrition. On average, 60% of organizations have witnessed improvements in areas of produc’rivify, emp|oyee
satisfaction, market share and lower attrition to the extent of 20% or more over their previous|y existing levels
(Figure 1).
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Share of organizations realizing more than 200 benefits, by having
employees with high emational intelligence
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Figure 1: Emotional |nfe||igence he|ps organisations drive sigrmcicomL benefits

Given the positive impact of El, executives see huge potential in extending its reach across the organization. In
the survey, 82% said that it was in fact mid—monogemenf who can benefit the most from these skills.
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Employees in non-supervisory roles also see advantages from El skills in the workplace. The Figure 2 displays
the share of employees who feel they have experienced benefits in excess of 20% from displaying a high level
of El. The top benefits fhey idenﬂfy include better we||being, reduced fear of job loss, openness to chonge, and

sofeguording human jobs from automation and Al
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Figure 2: Employees have benefited by having high emotional intelligence

Figuring out the benefits of El skills at workplace, employers intensively increase the practice to assess the El

skills in the process of hiring, especially for senior management and mid-management positions. Please see

Figure 3.
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Figure 3: Share of organisations assessing and hiring employees across grades on their El skills
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[nvestment in emotional in‘re||igence can poieniio”y bring twice as much return for the company in three years,

showed the research.

The research shows that organizations will soon require a basic level of emotional inJre||igence competencies
as a necessary quo|ific0fion even for nonsupervisory roles. El offers concrete benefits to ernp|oyees and orga-
nizations in terms of higher productivity, higher job satisfaction, and lower attrition among others. However,
organizations have yet to tune their hiring, |eorning, and peri(ormonce management fo this emerging skillset.
Adopfing these practices to incorporate a focus on bui|ding El skills, coup|ed with using iecnno|ogy and data,
can help organizations develop a more emotionally intelligent workforce

The labour market trends

The trends in the labour market are not in favour of the HoReCa industry.

Many HoReCa facilities are facing the challenge of a reduced supply of qualified employees. Currently in the
United States of America the gap between demand and supply in the sector is 60%, with hotels expanding
with a rate of 20-25% per year.

According to the latest indus‘rry research, young emp|oyees in the nospifohiy business face several physico|
and psycno|ogico| pressures related to low wages, perceived lack of career opportunities, |ong working hours
and dernonding guests. The image that a hospifohry career entails this kind of rigour has dornoged the indu-
stry reputation as an emp|oyer and is discouroging many peop|e from pursuing a career in HoReCa. When
the indus‘rry fails to retain and attract quc:|ified personne|, it results in nigh emp|oyee turnover and unstable

working conditions.

So, as never before, the emotional intelligence competences play crucial role in managing the trends and
keeping the team satisfied and hign|y engoged, thus creating an attractive working environment for new em-
ployees. Satisfied and highly engaged HoReCa personnel results with highly satisfied and returning customers
that recommend a hotel, restaurant or cafeteria. The intentional investment in increasing the El in the HoReCa
sector can increase its image as an employer and attract skilled workers that will see their |ong—rerm career

in this indusfry.

The six key El Leadership competences

The science of emotions explains the way a human being reacts on external events.

Neuroscience (the sfudy of the bio|ogicci| mechanisms of the brain) has shown that whenever an event aro-
und us occurs (such as the way someone is ’ro|i<ing to us in a restaurant/hotel), the first ’rhing that noppens
is our so-called Emotional Brain tags that event as either a reward or a threat; or friend or foe. The job of
the Emotional Brain is to make very quick, unconscious determinations about whether somefning or someone
is safe or not. The tag, which is in fact an emotion, is communicated to the so-called Tninking Brain that is
involved in ne||oing us determine good from bad and better from best. It he|ps us anfticipate behaviour and

determine the best behavioural response to make to events.

Having this in mind, the human being treats the leaders’ negafive reactions as threat and activates unproduc—
tive state within us. In unproducrive state we are worried, concerned, frusiroied, srressed, probob|y same as the
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leader that reacts from conflict. When we are in the unproducﬁve state (driven by the unp|eoson+ emotions)

we tend to think narrow, limited and become profective hoving on|y one solution in mind - defence.

Acting from defence makes no gooo| for any re|ofionship, especio“y with clients we want to make satisfied
from the services of our hotel or restaurant. This is very important to have in mind in all areas of HoReCa
management - ranging from the overall business management fo the customer service. Everyone is affected
and the power of operating in the producfive state (p|eosonf emotions) has procﬂco”y no limits, as it leads to

positive business outcomes.

Peop|e that demonstrate a self-awareness competence show up as presentf, are aware of their emotions, can
verbalise them, are able to active listen the customer and are producﬂve in discussions. Emp|oyees that are
not self-aware show up as disconnected, not present in the moment and as such can cause a communication
with the customer that is not producﬁve and leads to low service satisfaction.

Another exfreme|y important emotional infe||igence competence is awareness of others. Peop|e that demon-
strate this competence show up as empo’rheﬂc with deep undersfonding of the need of the customer, are
reody to support and comfort the customer, while the emp|oyees that do not have this competence appear as
insensitive provoking the customer to be even more aggressive and arrogant.

These emotional intelligence competences are even more important for dealing with difficult clients than the
other soft and technical skills.

The role of the leader in the Al era is to motivate team members towards better unders*cmding themselves
and others while perfecﬂy demonsfroﬂng emotional inTe||igence competencies at the Workp|oce

GENOS International (www.genosin’rernoiono|.com) has deve|oped a six competences model and a program
for Leading with Emotional Intelligence. The six competences are:

1. Self-awareness

2. Awareness of others

3. Authenticity

4. Emotional Reasoning
5. Self-Management and
6. Inspiring Performance

Self-awareness and awareness of others are explained above.

In a fast-paced industry as HoReCa is, the fast service to clients is one of the most important requirements. As
the time for break is limited and the doy is filled with priori‘rized activities related to work and private life, the
customers have higher expectations for both the service and the speed of o|e|ivery. As the competition in the
HoReCa sector increases, the customer needs become supreme drive of the business. This makes pressure at

the emp|oyees in all positions and on all hierorchy levels.

Suppose you have a restaurant and need to manage the customer’s needs and requirements |eoving a sen-
sational impression of a fantastic experience and a desire to return to the restaurant again. The menu is
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impeccable, diverse and for all tastes, inc|uding g|uren-free and vegan options. You have trained personnel in

the kitchen and Chef that experiments and makes magic out of food irigrediericies. But he doesn't show up as
empathetic kitchen manager. Whenever lunch time approaches the level of anxiety increases. Having in mind
the science of emotions, the tensed ormosphere is spreod all over the kitchen personne|. From a producrive
state the emp|oyees shifted to unproducfive state. The creativity is gone, the speed is reduced, number of
mistakes rise, the blame who is right or wrong appears and umcorrunofe|y the most valuable food made “with
love and passion” disappears.

You can imagine what hoppens in the restaurant now as consequence. Clients comp|oining about the speed,
about the quo|iry, about the wrong p|ore etc. The effect of low demonstration of emotional inre||igenr compe-
tencies transferred over the restaurant as a virus. The waiters are now frustrated receiving negative comments
from clients. They ouromofico”y become reactive and prob|em focused instead of solution focused. They give
answers that most often are not the righi for the great experience of the client. Most often Jrhey say that the
kitchen made misfoke, sorry. But, are ihey a different entity from the kitchen? Or are fhey a team? The client
is not interested in the excuses, especio”y not about someone else from the same i[oci|iry. I+ ouromo’rico“y de-
creases the frust in the foci|i’ry.

The Chef as a Leader of the kitchen persorme| demonstrated low self-awareness competence, most probob|y
also low competence in awareness of others and spreod the unproducrive state among the them members in
the kitchen and beyond.

Now you as a Leader of staff in the kitchen, besides the self-awareness and awareness of others, need to bring
the Au’rheniicify as El competence to bridge the gap and improve the situation.

Au‘rhenricify is about open|y and effec’rive|y expressing oneself, honoring commitments and encouraging this
behavior in others. It involves oppropriofe|\/ expressing specific iee|ings at work eicicec’rive|\/, such as hoppiness
and frustration, providing feedback to co||eogues about the way you feel, and expressing emotions at the ri-
ghf time, to the righ’r degree and to the righ’r peop|e. Peop|e high in this skill are often described as genuine,
whereas people low in this skill are often described as untrustworthy:.

Au‘rhenricify in teams is key fo high feam performonce. Higi’i levels of ou’rhenficiiy rie||o create a culture of
speaking up and providing feedback. High levels of authenticity also help reduce artificial harmony and a fear
of confrontation that can hoppen when there are low levels of oufhenriciry among team members.

Instead of bursting in anger it is expected from the Chef to identify and define the way he feels using ‘I feel”
statements when expressing the exact i[ee|ing. To avoid future repetition of the same frusrroring situation, he
should invite the others to provide their rhoughis, fee|ings and ideas. To switch the focus on the future actions
that co-workers feel good about. And when commitment given for the changed behavior, better stick to it and
show good exomp|e. Then peop|e give frust.

To address this re-accruing situation during the “rush hours” in the kitchen, the Facility Manager needs to work
with the Chef as Kitchen Manager to develop the El competencies required from any managerial position,
especio”y in hospirohiy indusiry. Asking probing questions and giving regu|or feedback that provoke under-
standing of the emotions as a valuable information with the Chef, results with higher self-awareness. Consequ-
enHy, the reaction in a situation of stress mighr be differenﬂy handled by the Chef.

Bringing a Mini Case Study to illustrate the practical application of El in management will enlighten the im-
portance of the El in Leadership.
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A Case study - El in the HoReCa

In the city center of Skopje, the capital of Macedonia there is a nice family-owned hotel that after 10 years
of hard work has built a brand of a cozy p|oce where customers can get the best service, best hospi‘roh‘ry and
unforgeﬁob|e experience. The ronking at Booking.com before the Corona-19 Pandemic was constantly between
9.8 and 10. It was a Bead and Breakfast offer based on self-service.

In 2018 the Manager and owner of the hotel decided to open a restaurant as an extension to the hotel and
offer the guests lunch and dinner fhey usuo“y asked for. Not surprising|y the business is quite different. New
personnel were needed, people skilled in preparing and demonstrating food, but also people skilled in disco-
vering the needs of the clients and serving the right product at a right time with a positive attitude and “right”
behavior.

As a manager or leader if you have skills to mentor and train hotel receptionist, barmen and c|eoning staff to
build a hotel brand, you probob|y have skills to work with the kitchen and restaurant personne| too. Righf, but
the time available was reduced. A restaurant manager was needed. A person with experience was hired that
recruited waiters and a cook. Let's call him Mike.

The biggest challenges were solved. The place was furnished and arranged in a same stile as the hotel, cozy
and p|eoson‘r. The business goes off and running. The hotel guests are hoppy and satisfied. Most of them are
regular guests. They “feel like home” - it's what they say. The image grows and number of visitors increases. The
pressure in the kitchen as well as in the restaurant is now bigger. Here comes the point the manager needs El
skills. As a matter of fact, Mike demonstrates higher emotional in+e||igence competences with clients than with
personne|. He is very perceptive of the needs of each guest. He can even predic’r when and what fhey will need
next. When he is present, the guest satisfaction is high. When he is not in the facility, the staff “plays different
music” like an orchestra without their conductor.

What is behind this situation? The employees show up as active, he||o1(u|, polite with customers when the boss is
present. When boss is not around some guests are left not served, forgof’ren, not treated occording the foci|i+y
values. The tables are not cleaned fast to let new guests occupancy. Emp|oyees act occording the instructions
hoving no idea why SO, |eorning nofhing from different situations. App|ying the El concept, the lack of authen-
ficity and emotional reasoning led to this situation.

Emotional reasoning is about using the information in fee|ings (from oneself and others) and combining it with
other facts and information when decision—moking.

One of the |<ey items in emotional reasoning is exp|oining the rationale behind the decisions made. And to
make the Jrhings more comp|icofeo| for the HoReCa management, the exp|onoﬂon needs to be given occording
the different persono|iﬁes and fhinking preferences of the emp|oyeesA A manager needs to know every sing|e
ery|e of the direct reports. If @ manager never or very rore|y asks or consults emp|oyees using open questions
fo go’rher their ’rhoughfs, fee|ings and perspectives, he/she lacks valuable information about own peop|e. The
manager shows up as limited and thus not perceived as a Leader.

If only Mike could see that there is no difference between the external and internal (employees) customers. If
on|y he could see the emotions on the faces of own personne| as well as seeing the emotions and needs of the
guests. It would chonge the outcome. With Mike’s current approach, the outcome was high personnel turnover
and him stuck in the foci|i’ry every o|c1y 2 shifts. It was his own decision being amities to achieve better results.
For a person as Mike, so much committed to work, the owner decides to give him a share of the restaurant
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ownership. And this is the point when Mike asked for consu|foncy support.

Now the perspective of the owner. He figures out that sometimes things are not right. The staff behavior does
not support the core value of the company: “care for clients as they are our family”. He calls for a stand-up
meeting of all emp|oyees. Even he is angry, he manages his opprooch when exp|oining with exact exomp|es
what he has seen them demonstrate that is different from the company values. He has a nice calm voice, ad-
dressing all issues he has seen. He is no doubt aware of himself and others. He is present, empofhefic, genuine

and resilient. The emp|oyees respect him and feel uneasy with the situation.

What he missed in the meeting were the open probing questions that would activate the emp|oyees fo give
their perspective, fo give their exornp|es of what and how Jrhey are going to proceed diﬁ(erenﬂy and improve
the behavior. He demonstrates se|f-monogemen’r competency but lacks skill of inspiring others. Here are the
definitions for your better insighf:

Seh(-Monogemenf is about managing one's own mood and emotions; time and behavior; and conﬂnuous|y
improving oneself.

Inspiring Performance is about foci|i+oﬂng high performonce in others Jrhrough prob|em so|ving, promoting,
recognizing and supporting others” work. Peop|e give most of their creativity, inspiration, effectiveness and the
most of their capacities. Peop|e work as good when the manager is absent as in his/her presence. In one word,
’rhey o|woys give more than asked for. They are sirnp|y engoged.

In this case study, the owner demonstrates most of the El Leadership competencies. He has overlooked only
one perspective. He now has to deal with the manager he has oppoinred at first p|oce and then collect the
whole staff as a gesture of respect, trust and motivation. He needs to practice the El skills with his direct subor-
dinates. Especio”y he needs to deve|op his skills in the part with the open probing questions related to peop|e
management, e.. fo |eodership. He shall provide useful support fo them and he|p them respond eﬁecfive|y fo
stressful situations, |eoding fo creating a positive Wor|<ing environment.

Peop|e who can posiﬂve|y influence others” moods, fee|ings, and emotions are empowering fo work with, and
eosi|y motivate those around them. As a result, the personne| retention will increase, the customer satisfaction
will increase and the manager can allow himself 8 hours working doy. So, he can focus on inspiring perforrnon—
ce of the direct reports.

This story can be found in many HoReCa businesses, |imi’ring their growfh and |ong—+errn sus’roinobihry. The
good news is that there is an El driven management opprooch that can significonﬂy increase emp|oyee per-
formance, retention and business results.

Conclusion

Emotional |n’re||igence is a hot topic in all organisations worldwide and most specifico”y for the Hospirohry
|ndus’rry deo|ing with customers that are more informed, more aware of their needs and stricter about the

service fhey expect.

The pressure at the ernp|oyees in HoReCa induerry is harder, wages hord|y increase, the gap between demand

and supp|y in the sector perrnonenHy grows.

Facing the changes caused by Covid-19 Pandemic regulation, the HoReCa industry was pushed to fight for
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survival. Many workers were dismissed and invested in re—ski”ing for better working positions and left the

ino|us’rry for gooo|. The Fee|ing of fear of |osing the job became constant for many emp|oyees in this sector It
affected the labour market even more negofive|y.

Artificial |nfe||igence & Automation became a must have in the ino|us’rry and the trends will continue in the
Fo”owing years. The companies are focused on the client experience, but still not to a significonf scale on the
emp|oyee's experience and We||being.

As a result, the companies need to find the way ouft. Leaders are expecfed fo deeper understand their own
fee|ings and the fee|ings of the team members. The reason is simp|e: there is a direct link between the way
peop|e feel and the way peop|e perform at work. It is about leaders demons’rroﬁng El skills at Wor|<p|oce.

App|ieo| in |eoo|ershi|o, emotional in+e||igence is about how infe||igen‘r|y a leader uses emotions to get positive
results. Leaders need to be skilled at identifying, understanding and managing emotions in themselves and
ofhers, to he|p drive the best decisions, behavior and performonce.

Clearly, the most important benefits of Emotional Intelligent Leadership in HoReCa industry are:

. Reduced stress by better management of stress situations

. Strong and produc’rive re|ofionships with co-workers and direct reports

. More effective communication with supervisors

. Eﬁ(ecﬁve|y monoged work priorities with high commitment from the emp|oyees
. Reduced employee turnover

. Higher productivity

. Higher revenue

Emotional Intelligent Leadership becomes a key for a Business Excellence and long-term success in the Ho-
ReCa industry.
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24. EMOUMOHANIHO MHTENIUFEHTHO NMNAEPCTBO — KIyY 3a yCNeLwHo
ynpasyBawe Bo HoReCa - BurbaHa BeneBcka

Op BurbaHa BeneBcka, KOHCYNTaHT 3a pa3Boj Ha B13HWC 1 YOBEYKM pecypcu, cepTudmumpan mactep TpeHep 3a El, Camepumnekc
MMMYNCKH

Bosen

KoHuenToT Ha EmoumoHanHa uHtenureHumja (El) e pa3sneH Bo nocnegHata aelenuja Ha 20-1uteTy Bek. belue koHumnupaH oA
Mutep Canosej Ha YHuBepauTeToT Jeun u Llek Majep Ha YuusepauteToT Bo Hoy Xemnwwup 8o 1990 roguHa. Canosej u Majep
(1997) ja peduHMpaaT emouMOHanHaTa MHTENUreHumMja kako ,CnocobHOCT ga ce cornegaaT eMouunTe, ga ce MHTerpupaat
eMoLuMnTe 3a Aa ce OnecHu Mucnarta, Aa ce pasbepat emouuuTe W a Ce perynupaar eMouunTe 3a Aa ce NpoMOBMpa NNYeH
pact’.

MogouHa, ucTpaxyBaunTe U aBTOPUTE NOKaxaa nognabok uHTepec 3a Temata. PeyseH 6ap-on (1997) ro onnwa EQ kako ,Hu3a
Ha NINYHM, EMOLIMOHANHM 1 COLMjanHu CnocoBHOCTM M BELUTUHI KOW BNKjaaT Ha Heuuja cnocobHOCT Aa ycnee Aa ce Cnpasy Co
Gapatbata M NpUTMCOLMTE Of OKONMHATA".

[MonynapHocTa Ha emMoLMOHanHaTa MHTENUreHLmMja BO XMBOTOT 1 Ha paboTHOTO MeCTO ja pawwupw [anuen MonemaH. [onmax
(1998) ja pehuHMpa eMoLMOHaNHATA MHTENUIEHLMja Kako ,kanaumTeT 3a nperno3HaBare Ha CONCTBEHUTE YyBCTBA 1 YyBCTBATa
Ha apyruTe, 3a MoTMBMpake cebecn 1 3a BoBpo ynpaByBare Co emouunTe Bo cebe 1 Bo HawmTe ogHock”. Cnopea MonemaH,
emMOoUMOoHanHaTa UHTENUreHuMja € HajroneMnoT noeauHeYeH MHAMKATOP 3a yCnex Ha paboTHOTO MecCTo.

[-p BeH Manmep, ocHosay Ha GENOS International www.genosinternational.com ja gaBa cnegHata gedunuumja (2002):

,EMOLMOHanHaTa nHTenmureHupja e 3a AaBatbe MHTENUreHTHU O4rOBOPY Ha HEraTUBHUTE eMOLIMM W KOPUCTEHE Ha CreLNdUYHN
BELUTMHM 33 reHepupatbe Ha NO3UTUBHU eMoLMN Kaj cebe 1 Kaj ApyriTe Npeky Toa LUITO € MOXHO NOYeCTo Aa ce Buae NpucyTeH,
emnaTU4eH, UCKpeH, U3APXIMB U NOTTUKHYBAYKM BO HaLIETO oaHecyBare. [-p Manmep passu MoOAen 3a Mepere Ha LiecTe
KOMMETEHLWM 33 EMOLIMOHATHO MHTENUIEHTHO OAHECYBatbe Ha PabOTHOTO MECTO, NOKaXyBajkv Jeka Cekoja IMYHOCT MoXe Aa
v nogoGpv rope CnoMeHaTTe BELUTWHI, Aa MOCTUMHE Nofobpy pesynTaTi v aa r'v MoTMBMPa ApyriuTe Aa GuaaT noaHraxmpaHm
W yCNeLLHW.

WHcTuTyT 3a uctpaxysare Capgemini ja KopucTu geduHuumjaTa 3a eMOLMOHaNHa MHTENUreHLMja kako cnocoBHOCT Ha nyreTo
[Aa rv npenosHaar, pasbepar v cornefaat CONCTBEHUTE W TyfUTe eMOLMK, Kako 1 Aa M perynupaat CONCTBEHUTE eMOLIUM.

EmounoHanHaTa nHTenureHumja € CyLITUHCKM KOHLENT 3a pa3Boj Ha NAEPCTBO BO OpraHN3aLyMnTe MHOTY rOAuHU, HO JeHeC
CTaHyBa KpUTMYHA BELTWHA 3a BpaboTeHNTe Ha cUTe HMBOA. ABTOMAaTW3aLuMjaTa M BeluTaykata MHTENUreHLmja HocaT HoBY
MOXHOCTY 1 noronema euKkacHoCT 1 Ha GU3HICOT W Ha OMLUTECTBOTO, @ UCTO Taka M 3amariyBaaT NuHUMTe NoMery 3apadunte
3aBpLUEHM Of MalLMHWUTE U OHWe LITO M npe3emaat nyreto. Kako pesynTtaT Ha Toa, AeHellHaTa paboTHa cuna AoXuBYyBa
3HaUMTENHM HapyLLYBa4Kn MPOMEHW, KOV KpeurpaaT HOBW yNoru M eNMMUHUPaHK OapeaeHn paboTHi MecTa 1 3agayn. Ha gonr
POK, BelUTaykaTa MHTENUreHumja ke Bnujae Ha paboTHaTa cuna Ha CuTe HUBOA - PAKOBAHW/MCKYCHU W MOHUCKW/MOHENCKYCHMU.
loBMCOKMTE CEHMOPCKM YNOrW C& MoBeke Ke Aenervpaat reHepuparbe 3Haewe W YBWAM Ha BeluTaukaTta MHTenureHumja.
MeryToa, KpaTKOpOYHO, aBTOMaTU3aLmMjaTa Ha PyTUHCKUTE 3aayqn ke Binjae Ha BpaboTeHNTE Ha HePaKOBOGHMUTE W MOHUCKATE
HMBOa Ha paboTHaTa cuna. EgHa HeogamHelwHa ctyaunja o OpraHusauujata 3a ekoHomcka copaboTka 1 passoj (OECD), ucto
Taka, nokaxa aeka paboTHUTE MecTa Kou i NoKprUBaaT MiaguTe ke Braat 3HauMTenHo NoroaeHu of aBTomatusauumjara.
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NlngepcTBOTO € HajucTpaxyBaHa W HajHepasbpaHa Tema. 3a Maprapet Jlojg u bpajaH Poten (2005) nugepctsoTo e 3a
co3faBatbe Ha ycrnex co NOMOLL Ha (paKTOpOT Ha BUCTUHCK ,Ja ce YyBCTBYBaTe J06P0” — kaje LUTO CeKoj NOCTUrHyBa noBexke,
€ noycneLUeH, NOLEHET M nocpekeH OTKOMKY WTo Gun nopaHo.

NnaepcTBOTO € NMpoLEeC CO Koj U3BPLUHATA BMaCT MOXe [a ro Hacoyyea, BOAW W BNMjae Ha OAHeCyBareTo M paboTata Ha
APYrTe KOH OCTBapyBarbe Ha KOHKPETHM Lienu BO AafieHa cuTyalymja. [TuaepcTBoTo e cnocoGHOCT Ha MeHaLIepoT a 1 NOTTUKHE
nogpeneHuTe aa pabotat co JosepGa v eHTy3njasam.

InpepcTBOTO € NoTeHUuWjan aa ce Bnnjae Ha OJHECYBaHETO Ha ApyruTe. Toa e UCTO Taka AeUHUPaHO Kako KanauuTeT fa ce
BMMjae Ha rpynata KoH peanusaumja Ha uenta. Op nugepute ce 6apa aa pa3sujaT MaHU BU3WW W a r1 MOTUBMPAAT YNeHOBUTE
Ha opraHu3auujaTa aa cakaat Aa r nocTurHat Tue BusmmuTe.

Cnopepn Kut [ejsuc, JIngepctBoto e cnocobHocT aa ce ybegat apyrute eHTyaujacTuuku ga Gapaat aeduHupaHu Lenu.
YoBeykuoT (hakTop € TOj LUTO ja NOBP3yBa rpynata u ja MOTUBMpa KOH Lenute’.

Cnopen Krach4HaTta Teopmja Ha MEeHalIMEeHTOT, NnAep € JINYHOCT KOja BpLUN BJ'IVIjaHVIe bes NPUHYyAa BP3 ApYyruTe YneHoBu Ha
OpFaHI/I3aU,|/1jaTa, Taka WTO Tne ce ogHecyBaat BO COrnacHOCT CO HeroBntTe Hamepu, o4eKyBaka 1 NPeTnoCTaBKK.

EQHOCTaBHO KaxaHo, J'Imp,ep € JINYHOCT KOja nma Cﬂeﬂ66HVIU|VI 3aToa WTO BepyBaat BO CnoAeneHarta BVI3VIja M 1 novnTyBaat
BPeAHOCTUTE KOW NUAEPOT MM LUTUTKU N KOH KON CE CTPEMN.

YrocTuTencka uHaycTpuja e LUMpOKa KaTeropuja Ha nomnukba BO YCyKHaTa MHAYCTPYja LWTO BKMYYyBa CMECTyBake, NOCIY)XyBae
Ha XpaHa W NujanoLy, NNaHupare Ha HacTaHW, TEMaTCKV MapKoBW, NaTyBa W Typu3am. BknyuyBa XoTenu, TYpUCTUYKN areHLmm,
pecTopaHu 1 6aposu.

HoReCa (ucTo Taka Horeca, HORECA) € TepMUH Ha XOnaHACKM, repMaHCKW, UTanWjaHCKK, POMaHCKU 1 (PpaHLyCcku ja3uk 3a
npexpaHbeHata v xoTenckata uHaycTpuja. TEPMUHOT € CrIoroBHa KpaTeHka Ha 36oposute Xoten/Pectopan/KadeTepuja.

Cera e noBeke 0 OYMrNEAHO [eka KOMMETEHLMUTE 3a eMOLMOHaNHa UHTeNUreHumMja ce knyyHu 3a HoReCa kako ycnyxHa
WHOYCTpUja Kage HajBaxHa Touka 3a MpUBNEKyBate W npopaxba € MCKYCTBOTO Ha KNMEHTOT CO3AAAEHO 3a Bpeme Ha
KOH3yMMPa-ETO Ha HajoGpaTa ycnyra. OBaa Touka ke 61ae LONONHUTENHO pa3paboTeHa.

TpeHﬂOBVITe BO yroctutesnckara I/IH,D,yCTpI/Ija U HUBHOTO BJ'II/IjaHI/Ie BP3 NMOEepPCTBOTO

EgeH of HajknyyHuTe 5 TpEHOOBW Ha yrocTuTenckata MHAYCTpUja, LWTO Joara CO UCKNyuuTenHa Op3vHa, € LUMPEHeTo Ha
BelTaukaTa MHTeNUreHumMja 1 aBToMaTu3aumjata.

Co Hanpe[okoT BO BeluTaukaTa WHTenureHuuja (BU), xotenmte kopucTaT BewTayka MHTENMreHUMja 3a 4a ce noBpsaTt co
TYpUCTUTE AOdeKa BHUMATENHO Ce OTBOpaaT KoH XxoTenckute paboTtHuum. OBa ro nogobpyBa WCKYCTBOTO HA KMWEHTUTE
BO [BWXEH-e, CO OTCTpaHyBake Ha jasndyHuTe pasnukv u 0besbedyBare jacHa KOMyHWKaLmMja CO nuuata Ko UCTpaxyBaar
MOXHOCTU 3 YXKMBatbe M penakcauyja.

[leHec, xoTenuTe NocTojaHo ce BO noTpara no Nofobpu TEXHOMOMM KoM MOXaT Aa UM MOMOTHaT fa v nofobpat HUBHUTE
orepaLun 3a KIMEeHTUTe W KaHLENapuCcKTe akTUBHOCTU. JIYKCY3HUTE XOTENM U PEeCcTOpaHi BKITyYyBaaT TakBi KapakTepuUCTUKM
BO HMBHWTE MH(hOPMALMW 3a KIMEHTU. 3roflemeHaTa peanHoCT, BUPTyerHaTa peanHocT, poboTuTe BO XOTENNTE, BeLTaYKaTa
WHTenureHumja, loT anaTkuTe n aBToMaTu3aLmjata Ha objekTiTe, YeTbOTUTE M Ped ApYrv AOCTUTHYBaba Ce AeN 0f UAHWHATa
Ha TypuUCTMYKaTa MHOYCTPHja.

WHaycTpujaTa ce npunarofyBa Ha HaBUKUTE W NOTPeOUTE Ha MUNEHUYMUMTE, reHepauunTe Y 1 Z. XoTenuTe, pectopaHnTe n

139 | Page

STOMERTYSTENIE WA RIECD o
sl 1 |
(OVEdITE sesiui s EVACD IMPULSI
S d [m e impesx

L" ROALEACHL




H@RECA Co-funded by
4VET the European Union

kacpeTepujaTa BOBEyBaaT COBPEMEHM anaTku 3a HapadyBak:e ycryra 6e3 fja ce CoounTe Co HUTY eaeH BpaboTeH. Ouekysarata
ce Aa ce cepaMpa LTO € MOXHO MOCKOPO MO HajBUCOKM CTaHAapAM.

[a ce BpaTMme Ha KOPEHUTE Ha CEKTOPOT 3a yrocTutencTao: MHayctpujata HoReCa nocton 3a 4a MM 0BO3MOXM Ha nyreTo aa
XuBeat noy6aBso, NonecHo, HajpenakcupaHo u cpekHo. Bo HoReCa nHayctpujata ce pabotu 3a MCKYCTBO HA KITMEHTOT.

OpnnyHata ycnyra 3a KNWeHTU e BaxHa Bo uHayctpujata HoReCa Gugejkv moxe Aa ro ogpeau LENOKYMHMOT yCrex Ha
npeTnpujaTneTo. EBe CNMCOK Ha NPUYMHI 30LUTO € TOIKY BaXHO:

. CpekHWTe KNMEHTM co3aaBaaT noBeke NO3UTUBHW NOBPATHW MHDOPMALMM 1 KPUTUKW 3a BaLUMOT PECTOPaH.

. OpnnyHata ycnyra 3a KnMeHTH v 3ronemysa NpuxoauTe.

. lMoBepojaTHO € Aeka 3a0BONHUTE KNMEHTY ke CTaHaT PeAO0BHM KNMEHTW. (IoBTOpeHN npoaaxdn co noMany MapKeTuUHr
WHBECTULN)

. [JonroseyHocTa Ha Bu3HUCOT 06MYHO Ce NoTnMpa Ha fobpata ycnyra 3a KIMeHTuTe.

Osaa cratuja e ¢hokycupaHa Ha Jlngepcknte BELUTMHM KO CE HajBaHW BO CO3AaBAH-ETO U OAPXKYBAHETO Ha paboTHaTa
cpeavHa LTO v ofpxyBa BpaboTeHUTe BO NPOAYKTMBHA COCTOj0a, CO LITO Ce ofpa3yBa Co ,BuparneH” eHTy3njasam, eHepruja,
aHraXupaHoCT 1 KpeaTMBHOCT, LUTO A0BeAyBa A0 Hajaobpo CKYCTBO 3a KIMEHTUTE, CEKOoralll Kora KNMEHTUTE Ke Ce cooyaT Co
HMB.

Ce TBpam aeka EV Bnvjae Ha wmpok cnekTap Ha paboTHW 0aHeCyBara, BKIy4yBajkM NOCBETEHOCT Ha BpaboTeHNTe, TMMCKa
paboTa, pa3Boj Ha TaNeHTH, MHOBALMM, KBANWTET Ha yCnyraTa W nojanHocT Ha knneHTute. Cnopep Kynep (1997), uctpaxyeaweTo
noTBpAyBa Aeka NyreTo CO BUCOKO HMBO Ha EMOLMOHArHa UHTENUreHLMja JOXWBYBaaT NoroneM ycnex Bo kapuepata, rpagar
MOCWIHM NWYHI OLHOCH, BOLAT NOedrKacHO M yxuBaaT nogobpo 3apasje of oHue co Hucka EW. 3owTo e oBa Taka?

. [MpBO, EMOTUBHO MOMHTENUIEHTHUTE NOEAMHLM BEPOjaTHO YCneBaaT Aa r NpeHecaTt CBOUTE MAEU, LIenn N Hamepm Ha
WHTEPECEH W HAMETNIMB HaYWH, CO LITO M NpaBaT ApyriTe Aa ce YyBCTBYBaaT Nofobpo npunarofgeHn Ha npodecuoHanHata
cpepuHa (Goleman, 1998).

. Bropo, EN moxe aa 6uae noBp3aHa co coupjanHuTe BewTuHU noTpebHu 3a TuMcka paboTa, npu WTO MHAMBUAYWUTE
co Bucoka EV ce ocobeHo BelwTy BO An3ajHupar-e NPOEKTU KOW BKIydyBaaT BHECYBakE Ha NPOAYKTU CO YyBCTBA M ecTeTuKa
(Mayer & Salovey, 1997; Sjoberg, 2001).

. TpeTo, OpraHu13aLyCKuTe NMAEPU KoM MMaaT BUCOKa EMOLIMOHAMHA MHTEeNUreHLmja, BO COrMacHOCT CO NMoAApKyBaykata
opraHu3aumcka KnmMa 1 TMMOT Ha YOBEYKM Pecypcy, MOXe Aa BnujaaT Ha 0gHOCOT BO paboTHaTa cpeauHa, LWTo, nak, Bnujae
Ha rpynHata v nHameugyanHata EV v opraHusaumckara noceeteHoct (Cherniss, 2001).

. EW, ucto Taka, Mmoxe ga buae kopucHa 3a pa3Boj Ha rpynata Gugejku ronem aen of edekTuBHaTa M HenpeyeHata
TMCKa paboTa ce noTnupa Ha MerycebHOTO No3HaBakbe Ha CUNHIUTE U cnabuTe CTpaHW 1 UCKOPUCTYBAHETO Ha CUHITE CTPaHK
cekoraLu kora e MoxHo (bap-OH, 1997).

. KoHeuHo, ce TBpan geka EW Bnvjae Ha Heumnja cnocobHOCT da ycnee fa ce cnpasu co bapatbata U nputucounTe of
OKOIKHATA, LUTO jacHO e BaxeH CET Ha OfHecyBatba WTo Tpeba ga ce uckopuctat npu cTpecHn paboTHu ycnosu (bap-OH,
1997).

WcTo Taka, ce TBpau Aeka EM e BaxeH chaktop Bo opraHusauuckoto nuaepctso. Llopy (2000) ro kopuctelle MOAenoT Ha
EW co uetnpw rpaHku Ha Canosej, Majep 1 Kapyso kako xeypucTudka pamka 3a fa ja ykaxe BaxHocTta Ha EM Bo edpektneHO
nupepcTso. Llopy TBpaM Aeka co NpeunsHo WaeHTUMUKyBake Kako ce YyBCTBYBaaT crneabeHuyute, nuaepute nogobpo ru
NpoLEeHyBaaT ¥ BnujaaT Ha eMoLunTe Ha crieabeHnuMTe 3a Aa r' NOAAPXKYBaaT LienuTe W 3afaquTe Ha nuaepuTe, CO LWTO ce
obesbenyBa 3aedHNyka Bu3mMja. Jiuaepute MoxXaT Aa KOpPUCTAT MHTEH3UBHW EMOLMM Kako CUrHanW 3a a ro HacoyaT CBOETO
BHMMaHMWE KOH npallaka Ha Kou MM € NoTpebHO MTHO BHUMaHWE M MOXaT [a v KOpUCTaT eMoLunTe 3a fa UM Jagat npuopuTeT
Ha Gapararta. Tue, UCTO Taka, Moxat nofobpo Aa npeasuaat Konky Aobpo HUBHUTE cnedbeHnum ke pearvpaar Ha pasnuyHu
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OkonHocTM 1 npomenun. Ce TBpaW Aeka nuaepute co Bucoka EW, cnopen oBoj mogen, reHepupaar Bo3byaa, eHTy3ujasam u
onTMMM3am Bo paboTHaTa cpeauHa v ce BENW ieka MoxaTt Aa oapxat atMocgepa Ha copaboTka 1 osepba npeky passuBare
Ha BWCOKOKBANWUTETHU Mery4oBEYKM OOHOCH. JIuaepuTe, UCTO Taka, MOXaT eqpeKTMBHO Aa UM BCaaaT Ha apyrute pasbuparbe
33 BaXHOCTa Ha paboTHWTE aKTWBHOCTM U [a ja NpeHecaT nopakaTa 40 CBouTe cneabeHunuyy geka ce ONTUMMCTY 3a HUBHUTE
NIMYHN NPULOHECH.

Cenak, CBECHOCTA 3@ HEraTUBHOTO pacnonoxeHne Moxe Aa NoTTUKHE CUCTEMATCKa U BHUMATEITHA 06p860TKa Ha VIH(*)OpMaLWIVITe
1 MOXe Aa buae HenoBonHa Kora nnaepute ce cnpasyBaat CoO CNOXEHU I'IpO6J'IeMM BO KOW rpeLLKnMTe HOCaT BUCOK PU3UK.

EmMnunpuckoTo ncTpaxysatbe WTO ja NoAApKyBa AupekTHaTa ynora Ha EV Ha paboTHOTO MecTo e HanpaseHo of McTpaxyBadkuoT
nHeTuTyT Capgemini (asryct-centemBpu 2019 roguHa, N=750 pgupektopw), objaBeHo BO nybrnukauujata EmoumoHanHa
WHTENureHuymja — OCHOBHUTE BELLTWHM 3a epaTa Ha BeluTaykata uHtenureHumja (2019). 3a ga pasbepe ganum opraHusauuuTe
1 BpabOTEHWTE ja Npeno3HaBaaT pacTeykaTa BaXHOCT HAa eMoLMoHanHaTa nHtenureHypja (EV) Bo epata Ha aBTomaTusaumja
W BelTayka MHTENUreHumMja n HejanHaTta pacTteyka BaxHoCT, MHCTUTYTOT aHkeTupale 750 gupektopu n 1.500 BpaboTeHn u
cnpoBsefe AeTarnHu MHTepBjya o Hag 15 UHOYCTPUCKM eKCriepTH, akagemMuLy v AMPEKTOPU Ha CTapTany.

MCTpa)KyBaH:eTO ro nokKaxypa cnegHoBO:

BpaboTeHute €O NOBMCOK CTEMEH Ha €MOLUMOHanHa MHTENWreHuMja AOHECcoa MOrofieMu OpraHu3auucku npuaobueky.
VcTpaxyBareTo Mokaxa [eka OpraHu3auuuTe MMaaT KOPWUCT 0of Toa LUTO MMaaT BpaboTeHu Kou nokaxysaaT Bucoka EW.
[NaBHUTEe KBaHTUTATMBHM NpUAOOMBKM BKNyyyBaaT 3rofieMeHa NpPOAYKTMBHOCT, BWUCOKO 3a[0BOSICTBO Ha BpabOoTeHMTE,
3roneMeH nasapeH ygen v HamaneHo Tpowere. Bo npocek, 60% og opraHusauunte Bune ceegoun Ha nogobpysarwa BO
obnacTtute Ha NpOLYKTUBHOCT, 3a40BONCTBO Ha BpaboTeHuTe, yaen Ha na3apoT 1 nomano Tpowewe Ao 20% wunu noeeke BO
O[HOC Ha HUBHMTE NPETXOAHO NOCTOEYKN H1Boa (Crmka 1).

Imational intelligence hrips orgamirations deive vignific sat bensfity

Share of organizations realizing more than 20% benefits, by having
employess with high emoticnal inteiligense

o T emam Bage e b o dute_ 1 et e ol ind elopeesr Geaeanrd Loriitne T ury dogoal-Tepfemiber WV b T parpol vy

Cnuka 1: EMOLlI/IOHaJ'IHaTa MHTeJ'IVIFeHLI,VIja MM nomMara Ha opraHusauuuTe a umaaT 3Ha4UTENHN I'IpI/I,El06VIBKI/1

Co ornepn Ha no3UTUBHOTO BrujaHue Ha EW, aupekTopuTe rmeaaat OrpoMeH MOTEHLMjan BO NPOLIMPYBAHETO HA HEj3UHUOT
Jocer BO opraHusaumjata. Bo uctpaxysareto, 82% pekne feka BCYLHOCT CPEAHUOT MEHaLIMEHT MOXE fa MMa Hajronema
KOPWCT Of OBME BELUTUHN.

BpaboTteHuTe BO HEHAA30PHM YNOTK, UCTO Taka, rneaaat npegHocTh o BewwTuHuTe 3a EM Ha paboTHoTo mecTo. Cnmka 2 ro
NpuKaxyea yaenoT Ha BpaboTeHW kou cMeTaaT geka foxveeane npuaobusku Hag 20% 04 NpUKaXKyBawETO HA BUCOKO HUBO Ha
EW. MmasHuTe Nnpnaobuekm KoM i noeHTUMKYBaaT BkyvyBaaT nogobpa 6narococtojba, HamaneH cTpas og rybetse pabora,
OTBOPEHOCT 33 NPOMEHM W 3aLUTUTa Ha paboTHUTE MecTa Ha NyreTo of aBToMaTih3alyja 1 BeluTauka MHTenureHupja.
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Lingrhtepeas Bave Benelited by Puvirg heghb smod spnal et elbgescn

Shade of Rof-lupenvisony employees realizing morne than 20°% benelits, by having high emotional inteligence
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Crnuka 2: BpaboTeHuTte MMaaT KOPUCT OA TOA LUTO MMaaT BUCOKA EMOLMOHAHA MHTENMUIeHLm]a

OtkpuBajkn v npupobuekuTe of BewTuHUTE 3a EW Ha paboTHOTO MecTo, paboTofaBaunTe WHTEH3WBHO ja 3ronemyBaaTt
npakTukaTa 3a nmpoLeHka Ha BelwTuHWTe 3a EM Bo npouecoT Ha BpaboTyBawe, 0COBEHO 3a BMCOKW PAKOBOAHW W CPEQHU
pakoBodHU no3uuun. Be monume norneaHete ja Crnivka 3.
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Cnvka 3: Yaen Ha opraHusaLmu Kou v oLeHyBaaT 1 BpaboTyBaaT kaHanaaTUTe crnopes OLEHKUTe 3a HUBHWUTE BeLUTUHM 3a EU

WHBecTMumjaTa BO eMOLMOHANHATA UHTENUIEHLM|a NOTEHLMjaNHO MOXe Aa AOHECe ABOJHO MOroNeM MPUHOC 3a KOMNaHujaTa 3a
TPY FOAMHM, MOKaXa UCTPaXyBaHETO.

WcTpaxyBareTo nokaxyBa Aeka OpraHu3auuuTe Hackopo ke 6apaaT OCHOBHO HMBO Ha KOMMETEHUMW 33 eMOLMOHanHa
WHTENWreHuMja Kako HeOonxodHa Keanudukauuja Aypu M 3a HeHagsopHu ynoru. EW Hyan koHkpeTHu 6eHeduumn 3a
BpaboTeHuTe ¥ OpraHu3auuMTe BO CMUCNA Ha noronema NpogyKTMBHOCT, MOronemMo 3a4oBONCTBO o4 paboTata M nomano
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TpolLeke Mery apyroto. Cenak, opraHusalumTe Aonpsa Tpeba Ja ro npunaroaaT CBOeTo BpaboTyBake, yUetse 1 ynpaByBatse
CO nepchopMaHcuTe Ha 0BOj HOB CET Ha BELTUHM. MpucnocobyBareTo Ha OBME MPaKTUKM 38 MHKOPMOPUpake Ha (hokyc Ha
rpajiete Ha BeLTUHM 3a EV, 3aeHO CO KOPUCTEHE Ha TEXHOMOIMja M NOAATOLM, MOXE Aa UM MOMOTHE Ha opraHu3auumTe aa
pa3BujaT NOEMOTUBHO MHTENUIEHTHA paboTHa curna.

TpeHaoBKUTe Ha Na3apoT Ha TPYaoT

TpeHaoBMUTE Ha Na3apoT Ha TPYAOT He 0AaT BO NMpunor Ha uHaycTpujata HoReCa.

Mnory kanauutet Ha HoReCa ce coovyBaaT O NpeamM3BKKOT HA HamaneHaTa MoHy4a Ha kBanudukyBaHu BpaboTeHu. Bo
MomeHTOoB Bo CoepmnHeTute AMepukaHcky [pxasu ja3oT nomery nobapysadkara n noHygata Bo cektopot € 60%, a xotenute
ce npoLumpyBsaar co cranka og 20-25% roguiHo..

Cnopep HajHOBWTE MHAYCTPUCKM UCTPaXxyBaka, Miagnute BpabOTEHW BO YroCTUTENCKMOT BU3HMC Ce COoouyBaaT CO HEKOMKY
(OU3NYKI 1 NCUXOMOLLKI MPUTMCOLM MOBP3aHM CO HACKMTE NNaTu, COrneaaHnoT HeLOCTaTOK Ha MOXHOCTM 3a Kapuepa, LonmuTe
paboTHM YacoBM u roctute co cé moronemn bapawa. Cnukata feka kapuepaTta BO YroCTUTENICTBOTO NOBMEKYBA BAKOB BUA
CYPOBOCT ja HapyLLK penyTauujaTta Ha uHgycTpujaTa kako pabotoaasay 1 obecxpabpysa MHOry nyre fa NPOAOKaT Co kapuepa
Bo HoReCa. Kora uHaycTpujaTa He ycneBa a 3agpxu 1 npueneye kKBanudukysaH nepcoHar, Toa pesyntupa co BUCOK 06pT Ha
BpabOoTEHM N HeCTAbMIHM paboTHM YCIOBM.

Taka, Kako HWKOrawl focera, KOMMNETEHLUMMTE Ha eMOLMOHArHaTa MHTENUIeHUMja urpaaT KnyyHa ynora BO ynpaByBaHeTo €O
TPEHO0BUTE 1 OAPXKYBAHETO Ha TMMOT 3a0BOJIEH 1 BICOKO aHraxmpaH, o LUTO Ce CO3AaBa aTpakTuBHa paboTHa cpeamnHa 3a
HOBWTe BpabOTEHW. 3a0BOMHMOT M BUCOKO aHraxmpaHuoT nepcoHan Bo HoReCa pesynTupa co MHOrY 3a0BOSHI U N0janHm
KIVMEHTM KOM O npenopadyBaaT XOTenoT, PecTopaHoT WUnK KadeTepujata Ha npujatenu, no3HaHUUM 1 Npeky couujanHute
mpexun. OBMUCNIEHOTO MHBECTMPaLE BO 3ronemyBatbe Ha EM Bo cektopoT HoReCa Moxe [a ro 3ronemm HeroBuoT UMULI Kako
paboTogasay 1 fa npusneye ksanugukysaHu paboTHULM KoM CBOjaTa JONrOpOYHa Kapuepa Ke ja BuaaT Bo 0Baa UHAYCTpuja.

LlecTe KINMy4YHN nnaepckn KomMmneTeHumn 3a eMoLnoHaliHa VIHTeJ'Il/lI'eHLI,Mja

HaykaTa 3a emoLunTe ro 06jacHyBa HAUMHOT Ha KOj YOBEYKOTO CYLUTECTBO pearpa Ha HaBOPELLHM HAaCTaHw.

HeBpoHaykaTa (npoy4yBatbe Ha G1ONOLWKMTE MeXaHU3MK Ha MO30KOT) MOKaxa [eKa Cekorall Kora ce Cry4vyBa HeKkoj HacTaH
OKOIy Hac (Kako Ha MpPUMEpP HAuYMHOT Ha KOj HeKoj 30opyBa CO HAC BO pecTopaH/xoTen), MPBOTO HELLTO LUTO Ce ChydyBa €
HaLLMOT T.H. EMOLMOHANEH MO30K ro 03HaYyBa TOj HACTaH Kako Harpaja unm 3akaHa; unu npujaten unn Henpujaten. Pabotara
Ha eMOLMOHANHMOT MO30K € [ja [oHecyBa MHOry 6p3u, HecBeCHM onpenenbu 3a Toa Aanu HewWwTo UK Hekoj e GesbeneH/Ho
unn He. WHdopmaumjata, Koja BCYLIHOCT € eMouyja, ce 4OCTaByBa 40 TakaHapeueHWOT pauuoHaneH MO30K KOj € BKIyYeH
BO TOa Aa HM NOMOrHe [a ro oasouMe AobpoTo 0f NOLoTo 1 NoaodpoTo oA HajaobpoTo. Toa HM Nomara Aa ro npeasuaume
OfHeCyBaHeTO W [a ro oapeanme HajgobpoTo 0AHECYBaHE Kako O4rOBOP HA COOABETEH HACTaH.

Vmajku ro oBa npeasna, YOBEYKOTO CyLUTECTBO M TPETUPA HEraTUBHUTE PeakLun Ha NgepuTe Kako 3akaHa M ja akTuBMpa
HenpoaykTueHaTa cocTojba Bo Hac. Bo HenpoaykTuBHa cocTojba cMe 3arpukeHu, pyCTpupaHm, nog CTpec, BepojaTHO UCTO
KaKo M NMAEpPOT KOj pearupa o4 KoHMnuKT. Kora cme BO HENPOAYKTMBHA COCTOj0a (BOAEHM Of HEMPWjaTHUTE EMOLMM) Mame
TEHAEeHUMja [a pa3MucilyBaMe TECHO, OrpaHNYeHO W Aa Cakame Aa Ce 3alTUTUME MMAjkW Ha YM CaMO €QHO pelueHne —
onbpaHara.

[LejcTByBateTO 0f1 0f6paHa He e 106po 3a GUNo Koja Bpcka, 0COBEHO CO KNMEHTUTE LITO Cakame [a r GuaaT 3a40BOMHN 0f
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YCNyruTe Ha HawmoT xoTen unu pectopaH. OBa € MHOry BaXHO Aa Ce UMa npegsua BO cute 0bnacT Ha ynpaByBareTo CO
HoReCa — noyHyBajku of LenoKynHUOT BU3HUC MeHaLIMeHT o ycnyraTa 3a knueHTu. Cute ce 3acerHaTit u MokTa Ha paboTere
BO NPOAYKTMBHA cocTojba (MpujaTHW eMoLyn) NPaKTMYHO HeMa rpaHnLy, buaejkn 4oeeaysa 40 NO3UTUBHU AENOBHU PE3ynTaTy.

TNyfeTo KoM IEMOHCTpUPaAT CaMOCBECT Kako KOMMETEHLMja U3rnefaaT NpUCYTHN, C& CBECHW 3a HUBHUTE EMOLMM, MOXaT Aa
r Bepbanuaupaart, ce crnocobHM aKTWBHO Aa ro CRyLaaT KIMEHTOT U Ce NPOAYKTUBHK BO auckycuute. BpaboTeHnTte kou He
Ce CaMOCBECHW M3rnefaat WCKIyYeHu, HEeMoCTOjaH! BO MOMEHTOT M Kako TakBW MOXE Aa MpeausBukaaT KOMyHUKauuja co
KMMEHTOT Koja He € NPOAYKTVUBHA M BOAM A0 HUCKO 3a[0BONCTBO O ycnyrata.

[lpyra vckny4nTenHo BaxHa KoMneTeHLMja Ha EMOLIMOHANHATA HTENUIeHLMja e CBECHOCT 3a ApyruTe. JlyreTo Kou ja nokaxysaat
0Baa KoMneTeHUMja 13rnegaaT kako COMYBCTBUTENHN CO Anaboko pasbuparse Ha notpebaTa Ha KNUEHTOT, NOArOTBEHU Ce fa
ro NoAApXKaT M yTellaT KINEHTOT, Aofeka BpaboTeHUTe koW ja HemMaaT OBaa KOMMETEHUM|a U3rnefaaT kako HeYyBCTBUTENHM,
MPOBOLMPAjK ro KNMEHTOT fa buae yliTe NoarpecBeH U aporaHTeH.

OBye KOMNETEHLMM HA EMOLMOHANHATA MHTENUTeHLMja Ce YLITe NOBAXHM 3a CpaByBakbe CO TELLKM KIMEeHTH BO criopeada co
CUTE APYIY MEKU U TEXHWUYKM BELUTUHU.

YnoraTa Ha NaepoT BO epaTa Ha BeluTayka MHTEeNUreHLmja e aa 1 MOTUBMPa YIEHOBUTE Ha TUMOT KOH Nnofobpo pasbupatse
cebecu 1 ApyruTe, JOAEKa COBPLUEHO M AEMOHCTPUPA KOMMETEHLMMTE 38 eMOLMOHaNHa MHTeNUreHLpja Ha paboTHOTO MEeCTo

GENOS International (www.genosinternaional.com) nma pass1eHo MOZEN Ha LUECT KOMMETEHUMM 1 mporpaMa 3a Bogerse co
eMoLMoHanHa nHTenureHumja. Lecrte komneTeHumm ce:

Camocsect

CeecHocT 3a apyrute
ABTEHTUYHOCT
EmoumoHanHo pacyaysatre
CawmoynpasyBate 1
WHcnupare n3senba

I o

CamocBecTa 1 cBecHoCTa 3a apyrute ce O6jaCHeTI/I fiorope.

Bo 6p3ata uHgyctpuja kako wto e HoReCa, Bp3saTta ycnyra Ha KIMeHTUTe e eOHO Of HajaxHuTe Baparka. buaejku BpemeTo 3a
naysa e OrpaH14YeHo 1 JEeHOT € UCMONHET CO NPUOPUTETHW aKTUBHOCTM NOBP3aHu CO paboTaTta M NPUBaTHUOT XMBOT, KIMEHTUTE
“Maat nororemn o4eKyBara 1 3a ycnyrata 1 3a 6p3uHaTa Ha ucnopaka. Kako LUTO ce 3ronemyBa KOHKypeHLujaTa BO CEeKTOpOT
HoReCa, notpebute Ha KNMeHTUTE CTaHyBaaT BPBEH NOTTUK Ha BU3HMCOT. Toa npaBW MPUTUCOK BP3 BpaboTEHWUTE Ha cuTe
NO3ULM 1 HA CUTE XMEPAPXMUCKN HIBOA.

[a npetnoctaBume feka umate pectopaH w Tpeba ga ynpasyBaTe cO notpebute u Gapawara Ha KIWEeHTUTe ocTaBajku
CeH3aLMoHaneH BneyaTok Ha (haHTaCcTUYHO UCKYCTBO U xenba NOBTOPHO Aa Ce BpaTaT BO pecTopaHoT. MeHuTo e 6ecnpekopHo,
Pa3HOBMAHO W 3a CUTE BKYCOBW, BKNy4yBajku onumun 6e3 rnyteH u BeraHcku. Mimate obyyeH nepcoHan BO KyjHaTa M roteau Koj
eKkcnepuMeHTUpa W NpaBeu Maruja of COCTOjKUTe 3a XpaHa. Ho, Toj He u3rneda Kako emnaTuyeH MeHatlep Bo KyjHaTa. Cekoralw
kora ce npubnvKyBa BPEMeTO 3a pyyek, HUBOTO Ha aHKCMO3HOCT ce 3ronemyBa. VMajku ja npeaeua Haykata 3a emouuute,
HanHaTaTa aTmocdepa € pacnpocTpaHeTa HW3 LienuoT nepcoHan BO kyjHata. Og npoaykTueHa coctojba BpaboTeHuTte
npemMuHaaT BO HenpogyKT1BHa cocTojba. KpeaTnBHoCTa UcHe3HyBa, bp3uHaTa ce HamarnyBa, BpojoT Ha rpeLLKku ce 3ronemysa,
ce nojaByBaaT 06BMHYBarba KOj € BO NPABO, a KOj HE € 11 33 Xan NcYesHyBa HajBpeHaTa XpaHa HanpaseHa ,co JbyboB 1 cTpacT.

MoxeTe fa 3aMUCINTE LUTO CE CyYyBa Cera BO PECTOPaHOT Kako nocrieauLa Ha oTCycTBOTO Ha EV komneTeHumn. KnueHTtute
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ce xanar Ha bp3auHaTa, Ha KBanuTETOT, Ha NorpeLuHaTa YnHuja uTH. KenHepuTe cera ce pycTpupanu kora 4obusaaT HeraTuBHM
KOMEHTapu 0f KNueHTUTe. Tue aBTOMATCKW CTaHyBaaT PeakTUBHU 1 POKycupaHu Ha npobnemu HamecTo Ha pelueHuja. Tue
[aBaaT OfroBOpu KOM HajuecTO He Ce COOABETHW 3a WCKNYYMTENHO MCKYCTBO Ha KMMEHTOT. HajuecTo Benar feka KyjHarta
3rpewwna, u3suHeTe. Ho, ganu Tme ce pasnuyeH eHTUTET of kyjHata? Wnn Tvue ce TuM? KnMeHTOT He ro uHTepecupaat
n3rosopuTe, 0COBEHO He 3a HEKOj ApYr 04 UCTUOT objekT. Toa aBTOMaTCKM ja Hamasnyea aoeepbaTa BO PeCTOpaHoT.

FOTBAYOT Kako BOZAY Ha MEPCOHANOT BO KyjHaTa MoOKaxa HUCKA KOMMETEHTHOCT 3a CaMOCBECT, HajBepojaTHO M HUcka
KOMMETEHTHOCT 3a CBECHOCTA 3a PYruTe U ja palunpy HENpoAYKTUBHATA COCTOj6a Mery CBOMTE YNEHOBM BO KyjHaTa 1 MOLLMPOKO.

Cera BMe Kako nugep Ha NepcoHanoT BO KyjHaTa, MOKpaj CaMoCBECTa W CBECHOCTA Ha apyruTe, Tpeba Aa ja AoHeceTe W
aBTEHTWUYHOCTA KaKo KOMNETEHTHOCT 3a EW 3a aa ro npemocTuTe ja3oT 1 ga ja nogobpute cutyaupjata.

ABTEHTUYHOCT Ce OfHECyBa Ha OTBOPEHO M e(heKTUBHO 13pa3yBare, NOYNTyBake Ha 0OBPCKUTE U NOTTUKHYBaHE HA BaKBOTO
OfHecyBatbe Kaj apyrute. BknydyBa coodBETHO M eheKTUBHO WM3pasyBake Ha KOHKPETHWM YyBCTBa Ha paboTa, Kako LUTO ce
cpeka u bpycTpauyja, AaBake NoBpaTHU WHGOPMaLMK 4O KONernTe 3a HaYMHOT Ha KOj Ce YyBCTBYBaTe W M3pasyBate Ha
eMOLMM BO BUCTUHCKO BPEME, A0 BUCTUHCKMOT CTENEH M 00 BUCTUHCKUTE nyre. JTyreTo co BUCOKa BELUTUHA HA aBTEHTUYHOCT
4eCTO Ce OMMLLYBAAT Kako UCKPEHM, AOAeKa NyreTo co criaba BELUTMHA YECTO CE ONULLYBAaT Kako HeLOBEPNMBH.

ABTEHTMYHOCTA BO TUMOBWUTE € KIy4Ha 3a BUCOKMTE NepdopmMaHch Ha TMMOT. BUCOKMTE HMBOA Ha aBTEHTMYHOCT Momaraat
[a ce cosnafe kyntypa Ha 3060pyBarbe W [jaBakbe NOBpaTHU MHGOPMaLK. BUCOKMTE HMBOA HAa ABTEHTUYHOCT, UCTO TakKa,
romaraart fja ce Hamasnu BeluTaykaTa XapMoHUja 1 CTPaBOT Of KOH(POHTALMja LUTO MOXe [a Ce Cry4W Kora MMa HUCKM HI1BOa
Ha aBTEHTUYHOCT Mery YreHOBMTE Ha TUMOT.

HamecTo aa nykHe BO rHEB, 0 rOTBAYOT Ce OYEKYBa fa ro MaeHTUMKYBa 1 AerHMpa HAUMHOT Ha KOj Ce YyBCTBYBA KOPUCTEjKM
n3jaBu ,ce YyBCTBYBaM...", KOra ro u3pasyBa TOYHOTO 4yBCTBO. 3a Aa u3berHe WaHO NOBTOPYBake Ha McTaTa (pycTpupadka
cutyauuja, Toj Tpeba Aa rv noBuKa ApyruTe 4a rv Cnogenar CBOMTE MUCTW, YyBCTBa M uaen. Tpeba aa ro npedpnute okycoT Ha
WOHMTE aKTUBHOCTY 3a koW copaboTHULMTE Ce YyBCTBYBaaT 40bpo. U kora ke ce fafe BETyBake 3a NPOMEHa BO OOHECYBAHETO,
Tpeba T0a 1 Aa Ce UCMOYMTYBa U CO Toa Aa ce Aaae Aobap npumep. Toraw nyreTo faBaat fosepba.

3a pa ce pelm oBaa cuTyauMja koja MOBTOPHO CE akymynupa 3a Bpeme Ha ,My»BWTe" BO KyjHaTa, MeHalepoT Ha 06jekToT
Tpeba aa paboTtu Co roTBAYOT Kako Led) Ha KyjHaTa, 3a Aa ri passie komneTeHuuuTe 3a EW kou ce Bapaat og koja 6uno
MeHallepcka nosuumja, 0cobeHo BO yrocTutenckata uHaycTpuja. MoctaByBakeTo fbybONUTHY NpaLlakba 1 4aBakeTo PEAOBHU
noBpaTHU MHGOPMaLMK LITO NPEeamn3BIKyBaaT pasbupatbe Ha EMOUMKUTE Kako BpeaHa MHGopMaLmja Kaj roTBayoT, pesynTupa
co noronema camocaect. CrieficTBEHO, peakuujaTa BO cuTyaLuja Ha CTpec Moxe Aa buge pasnuyHo TpeTupaHa oA roTBayorT.

[pe3eHTpareTO Ha €4HA MUHM CTyAMja Ha CnyYaj, 3a UNyCTpUpare Ha NpakTuyHaTa npumeHa Ha EV Bo MeHayMeHTOT, Ke ja
pasjacHu BaxHocTa Ha EV Bo nupepcTBoTo.

Crtyauja Ha cnyyaj — EM Bo HoReCa

Bo weHTaport Ha rpagot Ckonje, rnaBHWOT rpag Ha MakegoHuja uma ybas cemeeH xoten koj no 10 roguHn HanopHa paboTa
narpaau 6pexa Ha npujaTHO MECTO Kade LUTO KIMEHTUTE MoXaT Aa ja aobujaT Hajoobpara ycnyra, HajaobpoTo rocTONPUMCTBO
1 He3abopaBHO 1CKyCTBO. PaHrmpareto Ha Booking.com npen KopoHa-19 naHgemujata noctojaHo 6ewwe nomery 9,8 n 10. Toa
BeLue NoHyaa 3a HokeBake CO MojafioK 3aCHOBaHa Ha CaMOMOCITyXyBaHE.

Bo 2018 roguHa, MeHaliepoT Koj e M COMCTBEHWK Ha XOTENOT OAJy4n Aa OTBOPU PECTOPAH Kako NPOLOIKEHUE Ha XOTEnoT 1
[a UM NOHYAM Ha rocTUTe pydvek M Beyepa LWTo BoobuyaeHo ri Bapaa. He e 3a U3HeHadyBawe [eka 0BOj BK3HUC e cocema
nouHakos. [oTpebeH Gele HOB kaaap, Nyre BELUTW BO NOArOTOBKA M AEMOHCTPAaLMja Ha XpaHa, HO U Nyr'e BELLTH BO OTKPUBAHE
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Ha NOTPeBUTE Ha KIMEHTUTE W CEepBMPatbe Ha BUCTUHCKMOT MPOKU3BOA BO BUCTUHCKO BPEME CO MO3WUTUBEH CTaB U ,MPaBUiHO"
OfHeCyBatbe.

Kako mMeHalep Unu nuaep, ako umate BELUTUHU 3a MEHTOpUpare W 0ByKa Ha XOTENCKM peLenuyMoHep, LWaHKep 1 nepcoHan
3a 0JpXKyBak-e XUreHa 3a [ja U3rpaguTe XoTencku 6peHa, BepojaTHO MMaTe BELUTUHM 1 3a paboTa Co NepcoHanoT BO KyjHa 1
pecTopaH. TO4HO, HO BPEMETO Ha pacronarake 6elue HamaneHo. MoTpebeH Gele MeHayep Ha pecTopaH. belle aHraxupaHo
NNLE CO UCKYCTBO KOe perpyTupalle kenHepu 1 roteay. [la ro Hapeyeme Majk.

Hajronemute npeanssuum 6ea pewenn. MectoTo Gelle OnpeMeHo 1 ypeaeHo BO UCT CTUM Kako XOTENOT, NpujaTHO M ya06Ho.
BusHucoT 3anoyHyBa n paboTu. MocTUTe Ha XOTENnoT ce cpekHW M 3aa0BONHM. MOBEKETO Of HWUB Ce PEeAOoBHM rocTu. Tue ,ce
YyBCTBYBaaT Kako AoMa“ - Toa e OHa LTO ro Benat. MmuyoT pacte u GpojoT Ha noceTutenu ce sronemysa. MpUTUCOKOT BO
KyjHaTa Kako U BO PECTOPaHOT cera e noronieM. Tyka Joara noeHTaTa feka Ha MeHayepoT my Tpebaat BewwTuHu 3a EN.
BeywwHocT, Majk nokaxysa NOBMCOKM KOMMETEHLN 32 EMOLMOHANHA UHTENUIEHLM|a CO KITMEHTUTE OTKOMKY CO NepcoHarnoT. Toj
MHOrY NIECHO 1 CorneayBa noTpebute Ha cekoj rocTuH. Toj Aypu MOXe Aa NpeaBuam Kora u LWTo ke um Tpeba cneaHo. Kora e
MPUCYTEH, 3a40BOJICTBOTO Ha rocTuTe e ronemo. Kora He e Bo 06jeKTOT, NepcoHanoT ,CBMpM NOMHAKBA My3ika“ Kako opkecTap
0e3 anpureHT.

LLITo ce kpue 3ag oBaa cuTyauuja? BpaboTeHuTe ce nojaByBaaT kako akTUBHM, KOPUCHW, YYTUBM CO KIMEHTUTE KOTa € NPUCYTEH
wecpoT. Kora LedoT He e TaMy Hekou rocTu ce 0CTaBeHU He ycryxeHu, 3abopaBeHu, He ce TpeTupaaT cnopes BPeaHOCTUTE
Ha objekToT. MacuTe He ce umcTaTt 6p30 3a 4a ce CMecTaT HOBM rocTu. BpaboTeHuTe noctanysaat cnopes ynaTcraara Hemajku
MOWM 30LUTO € Taka, He y4aT HULLTO 0 pasfinyHu cutyaumu. MpuMmeHyBajkv ro KoHLenToT Ha EV, He[ocTaToKoT Ha aBTEHTUYHOCT
1 eMOLIMOHAIHO pacyayBare AoBefoa [0 0Baa CUTyaLuja.

EmouyoHanHo pacyayBatbe € 3a KOpUCTete Ha MHopmaummTe BO YyBcTBaTa (04 cebe v of ApyruTe) U HUBHO KOMOMHMPaHE
CO Apyrv haKTV 1 MHCHOPMALWM NPU AOHECYBAKE OAMNYKM.

EnHa of knyyHMTE CTaBKM BO eMOLMOHANHOTO pacyayBake e 0bjacHyBameTo Ha 00pa3noxeHneTo 3ad AOHECEHUTE OAMYKM.
W 3a ga ce Hanpasat pabotute nokomnnuumpaHn 3a MeHaumeHToT Bo HoReCa, o6jacHyBareTo Tpeba fa ce Jaae cropeq
pasfUYHMTE NNYHOCTM W NpedhepeHLMMTe Ha pasMiciyBatbe Ha BpaboTeHuTe. MeHayepot Tpeba Aa ro 3Hae UHAMBMAYanH1OT
CTUN Ha CeKoj AMPEKTHO ynpaByBaH BpaboTeH. AKO MeHaLepoT HUKOrall MM MHOTY PeTKo M MpallyBa WKW KOHCynTupa
BpaboTeHMTE KOPUCTEjKM OTBOPEHU Mpallaka 3a Aa M cobepe HUBHUTE MUCMKM, YYBCTBA U NEPCNEKTUBM, Hemy/Hea my/l
HegocTuraaT BpeaHu MHdhopmaumy 3a ConcTBeHuTe nyre. MeHayepoT € JOXMBeaH Kako OrpaHiyYeH 1 3atoa He ce nepuunupa
kako Jlugep.

Ex camo ga moxewe Majk fa Buan aeka Hema pasnivka nomery HaaBOpeLHUTE W BHATpeWwHUTe (BpaboTeHu) knneHtn. Camo
[a MOXelle Aa M BMAM eMOLMUTE Ha nuuata Ha COMCTBEHMOT MEpCOHan, Kako LUTO M rmeda emouuute 1 notpebute Ha
roctute. Toa 61 ro npomennno ncxogot. Co cerawHuoT npuctan Ha Majk, ncxopot bele BUCOK 0BPT Ha nepcoHan u Toj
3arnaeyBalle Ha paboTa cekoj AeH BO 2 cMeHW. Toa belle HeroBa CONCTBeHa ogyka fa buae NocBeTeH Ha NOCTUMHYBaHE Ha
nopobpu pesyntatu. Ha yoBek kako Majk, TONKy MHOry NOCBETEH Ha paboTaTa, COMCTBEHWUKOT OAMNyYyBa Aa My fade Aen oA
COMCTBEHOCTa Ha pecTopaHoT. A oBa e MoMeHTOT Kora Majk nobapa KoHcynTaHTcka nogapLuka.

Cera [1a ja nornegHeme nepcrnekTMBaTa Ha concTBeHnKoT. Cchaka aeka noHekoraw pabotute He ce Bo ped. OgHecyBaweTO Ha
nepcoHanoT He ja NoaapKyBa OCHOBHATa BPEAHOCT Ha KOMMaHwjaTa: ,rpuxa 3a knueHTtute buaejku Tue ce Hale cemejctao®. Toj
MOBMKYBA Ha COCTAHOK 0f Hora co cuTe BpaboTeHu. M nokpaj Toa WTO e nyT, Toj ynpaByBa CO CBOjOT NpMcTan npu 0bjacHyBakeTo
CO TOYHM NPUMEPU LUTO BUAEN AeKka AEMOHCTpUpaaT BpabOTEHUTE Kako OQHECYBarE KOe Ce pasnuKyBa Of BPEAHOCTUTE Ha
komnanujata. Toj uma ybaB MupeH rnac, agpecupajkv r cute npallara LTo rv Buaen. Toj 6e3 CoMHeHue e cBeceH 3a cebe
3a gpyrute. Toj e NpUCYTEH, eMNaTUYeH, UCKPEH 1 13apxnue. BpaboTeHnTe ro nounTyBaat u ce YyBCTBYBaaT HENpUjaTHO 0f
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cuTyaumjara.

OHa LUTO ro NponyLUTK Ha COCTAHOKOT Gea OTBOPEHUTE UCTPaXKyBaYKM NpaLLaka Kow Ke rv akTuBmpaart BpaboTeHuTe Aa ja gagat
CBOjaTa NepcnekTvBa, fa AadaT CBOM NMpUMepK 3a Toa LUTO M Kako Ke noctanaTt NouHaky v ke ro nogobpat ogHecyBameTo. Toj
NoKaxyBa KOMMETEHTHOCT 3a CamMoynpaByBatbe, HO HEMa BELTWHA Aa T MHenupupa apyrute. EBe ru aedmHnummTe 3a Balw
nogobap yeuga:

Camo ynpaByBatbe € 3a ynpaByBake CO COMCTBEHOTO PACMONOXEHWe M eMOLMW; Bpeme W OAHeCyBare; M MOCTOjaHo
YCOBpLLYBat-€ Ha cebecwu.

WHcnnpupatbe n3seaba e 3a onecHyBarbe Ha BUCOKM NepchopMaHCH Kaj ApyruTe Npeky pellaBare npobnemu, npoMoBMparse,
npeno3HaBak-e 1 nogaplika Ha pabotata Ha gpyrute. Jlyreto gaBaart Hajronem 4en of CBojaTa KpeaTMBHOCT, MHCMMpaumja,
e(heKTUBHOCT W Hajronem [en o4 HUBHUTE kanauuteTu. JlyfeTo pabotaT nogeaHakBo 406po Kora MeHaLIepoT e OTCYTEH Kako
1 BO HEroBo/Hej3nHO npucycTBo. Co eaeH 36op, Tve cekorall fasaat noseke of 6apaHoTo. Tue eQHOCTABHO Ce aHraXnpaHu.

Bo oBaa ctyauja Ha crnyyaj, CONCTBEHWKOT M1 JEMOHCTPUPa NOBEKETO 0 KOMNeTeHuuuTe 3a nuaepctso co EW. Toj npesuge
camo egHa nepcnektusa. Cera Tpeba ga ce cnpasy CO MEHALIEPOT LUTO 0 Ha3Ha4yM Ha NPBO MECTO, a NoToa cam ro cobepa
Len1oT MepcoHan Kako rect Ha nouuT, gosepba u Motveaumja. Toj Tpeba aa v mpakTukyBa BewTuHUTE 3a EW co HerosuTe
AvpekTHU nogpeaeHn. MocebHo Tpeba aa rv passue CBOMTE BELUTUHW BO [ENOT CO OTBOPEHUTE WUCTPayBaukM Mpallaka
noBp3aHu CO YNpaByBaH-ETO CO Nyre, T.6. 3a IMAEPCTBO. TOj ke UM NPYXM KOpUCHA NOAAPLUKA W ke UM NOMOrHe edheKTUBHO Ja
OQroBOpaT Ha CTPECHM CUTyaLmK, LUTO Ke JoBeAe [0 Co3haBare No3uUTUBHA paboTHa cpeamHa.

TyfeTo KoM MOXaT NO3UTWUBHO Aa BNMjaaT Ha TyruTe pacrnonoXkeHuja, YyBCTBA 1 eMOLN ja 3rofileMyBaaT MOKTa Ha nyreTo co
kou paboTaT ¥ fecHo MoXaT da rm MOTUBMpaaT OHWe OKOMy HWB. Kako pesyntaT Ha Toa, ke ce 3ronemu 3aapXyBareTo Ha
MepcoHaroT, ke ce 3roriemMn 3a40oBONCTBOTO Ha KIMEHTUTE 1 MeHaLIepoT MoXe Aa ¢ Ao3Bonu 8 yaca paboTeH feH. Taka, Toj
MOXe Aa ce oKycupa Ha WHCMpaTUBHA M3BeA0a Ha QMPEKTHUTE NOAPELEHN.

OBaa npyka3Ha MOXe fa ce Hajae Bo MHory 6usHncy Ha HoReCa, orpaHuuyBajki ro HUBHUOT PacT W LONTOPOYHA OAPXKMMBOCT.
[obpata Bect e geka NoCToW npuctan 3a ynpaByBake CO EM koj MOXe 3HauuTenHo ga rv 3ronemu nepgopmaHcuTe Ha
BpaboTeHuTe, 3ap)XKyBaETO 1 AENOBHUTE Pe3ynTaTu.

3akny4ok

EmouuoHanHaTa UHTenureHumja e akTyenHa TemMa BO CUTE OpraHM3aLumn LWMpyM CBETOT W HAjKOHKPETHO 3a yroctuTenckata
WHAYCTPMja Koja Ce 3aHNMaBa CO KITMEHTM KOW Ce NOMH(OPMMPaHU, MOCBECHX 3@ HUBHWUTE NOTPE6M M NOCTPOrY 3a yenyrata WTo
ja ovekyBaar.

MputucokoT Bp3 BpaboTeHnte B0 HoReCa mHaycTpujata e MOTEXOK, NnaTuTe peyncu He ce 3rofiemysaat, ja3oT nomery
nobapyBsaykata 1 NoHyaTa BO CEKTOPOT MOCTOjaHO pacTe.

CoouyBajkn ce co NPOMeHUTE Npeau3BKKaHK O perynaTtueata 3a BpeMe Ha Kosua-19 naHgemujata, HoReCa nhayctpujata
Gewe noTTMkHaTa ga ce 6opu 3a oncrtaHok. MHory paboTHuUM Bea OTMYLITEHM W WHBECTWMpaa BO npeksanudmkaumja 3a
nogobpn paboTHW NO3nLMK 1 3acekorall ja HanywTuja uHaycTpujaTa. YyBCTBOTO Ha CTpaB of rybete Ha paboTHOTO MecTo
CTaHa KOHCTaHTHO kaj MHOry BpaboTeHn BO 0BOj CekTop Toa yLUTe NOHEraTUBHO Ce Ofpa3un Ha NasapoT Ha TPYAOT.

BeluTaukaTa UHTENMreHUMja 1 aBToMaTM3aUumjaTa CTaHaa 3a40SPKUTENHW BO MHAYCTpUjaTa U TPEHOOBMTE Ke NpoaonxaTt 1 BO
cnepHuTe roguHu. Komnanuute ce poKycupaHu Ha MCKYCTBOTO Ha KITMEHTOT, HO Cenak He BO 3HauMTeneH 0bem 1 Ha UCKyCTBOTO
1 bnarococTojbata Ha BpaboTeHuTe.
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Kako pesyntat Ha Toa, komnaHuute Tpeba fa ro Hajaat uanesotr. Og nugepute ce oyekyBa nognaboko ga ru pasbepar
COMCTBEHMTE YyBCTBA W YyBCTBATA Ha YNIEHOBMTE Ha TUMOT. 1pnymHaTa e eAHOCTaBHA: NOCTOM AMPEKTHA BPCKA MOMErY HaUMHOT
Ha KOj NyreTo Ce YyBCTBYBAAT M HAYMHOT Ha Koj NyreTo paboTaT Ha paboTa. CTaHysa 360p 3a Maepu Kom rm AeMOHCTpupaaTt
BeLTHHUMTE 3a EM Ha paboTHOTO MecTo.

lMpuMeHeTa BO NAEPCTBOTO, EMOLMOHANHATa UHTENUreHLMja ce OAHECYBa Ha Toa KOMKY UHTENIUIEHTHO MMAEepOT M KOpUCTH
emouuuTe 3a Aa gobue nosuTueHW pesyntati. Jlugepute Tpeba ga 6Gupat BewTM BO MOEHTUUKYBakeE, pasbupare W
yrpaByBarwe CO emouuuTe kaj cebe u kaj apyrute, 3a 4a NOMOTHAT BO HOCEHETO Ha Hajaobpute OANYKW, OQHECYBare U
nepdopmaHcy.

JacHo e geka HajBaxkHUTE NpuaoOMBKM Of EMOLMOHANHOTO MHTENWUreHTHO NuaepcTo Bo HoReCa nHaycTpujaTa ce:

. HamaneH cTpec npeky nogobpo ynpaByBate CO CTPECHUTE CUTyaLUM

. CuIHM 1 NPOZYKTUBHU OAHOCK CO COPaBOTHULITE U AMPEKTHW NOAPEAEHN

. lMoedhukacHa KOMyHUKaLuja co cynepeusopu

. EdpekTnBHO ynpaByBaHW paboTHM NPUOPUTETH CO BUCOKA NOCBETEHOCT Ha BpaboTeHuTe
. HamaneH o6pT Ha BpaboTeHu

. lMoronema npoayKTMBHOCT

. lMoronem npuxopa

EMOLMOHANHO MHTENUreHTHOTO NUAEepCTBO CTaHyBa Kiyy 3a AeroBHa W3BOHPEHOCT U JonropoyeH ycnex Bo HoReCa
WHOycTpujaTa.
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CaMepVIMI'IeKC V|MI'IyJ'ICVI, CTyﬂVIVI Ha cnyqaj 04 KOMMaHuM BO YroCTUTENCKaTa MHJJ,yCTpI/Ija
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Zuvoyn

H ZuvaioBnuarikr) Nonuoauvn eival éva kautd Béua ae GAoug TouG 0pyavioHoUS TTAYKOOHIWG KAl TTIO GUYKEKPIWEVA yid TN
Biounyavia g @ihogeviag ou aoyoAeital pe TEAGTEG TTOU Eivall TTIO EVNPEPWHEVOI, TTIO EVALEPOI YIa TIG AVAYKEG TOUG Kall TTIO
auaTNPOI Y1 TIG UTTNPETTEC TTOU TTEPIPEVOUV.

H mrieon oToug epyadopévoug atn Biopnxavia HoReCa civair o 6U0koAn, o1 YigBoi eAdyioTa augdvovtal, To XAoua PeTagy
{ATnong kai TpooPopds atov kAGdo augdveral uovipa.

Avtigetwidovtag Tig ahayég TTou TpokARenkav amd v mavdnuia Covid-19, n Biopnxavia HoReCa miéatnke va aywvioTei
yia emiBiwan. MoMoi epyadduevol amoAlBnkav kal ETEvOucav aTnv ETAVEIDIKEUTN TOUC IO KOAUTEPEG BETEIS Epyaaiag Kal
eykaréAeIyav opiaTika Tn Blounxavia. To aigbnua @dBou yia amwAeia TG epyaaiag £yive aTaBepd yia ToAAoUg epyalopevoug
o€ auTdv Tov kAGdo. ETnpéace akbun o apvnTika Thv ayopd epyaciag.

H Texvnt NonuooUvn kai o AuTopaTIoNOG yivav ammapaitnta aTov kKAGdo kai or Téoeig Ba ouveyiaTolv Kal Ta ETOUEVa
xpovia. O ETaIpEiEg ETTIKEVTPWVOVTAI OTNV EUTTEIPia TOU TIEAGTN, OAAG Kal TIGAI 61 g€ anupavTIKr KAIJOKa aTnv UTTEIpia Kal TV
gunpepia Tou epyadouévou.

Q¢ amotéAeapa, ol eTaipeieg mpEmel va Ppouv Tn 01€6080. O nyEteg avapéveral va karavoroouv Babutepa Ta SIKA TOUG
ouvaioBApaTa Kal Ta cuvaleBruaTa Twv PeAwv TG odadag. O Adyog eival ammAdg: utrapxel duean oxéan PeTacl Tou TpOTTOU e
TO0V OTT0i0 aigBavovTal o GvBpwTrol kai Tou TPOTTOU e Tov OTToio o1 AvBpwtTol amodidouv aTn douleld. MpoKeITal yia nyéTeg
Trou mIdEIKVUOUV Be€10TNTEC ZuvaiaBnuaTikic NonuoaUvng aTo XWPo epyaaciag.

Epappdletal atnv nyeaia, n ouvaigBnuatikr vonuoouvn agopd 1o TTOa0 £EuTTva évag nyETNG XPNOIMOTIOIEI Ta GuvalgBhuaTa
yia va éxel BeTikG amoteAéopara. O1 nyéteg TPETTEl va €ival IKAVOi GTOV EVTOTTIONG, TNV Katavénan Kai Tn dlayeipion Twv
OuvVaIoBNPATWY aTOV £AUTO TOUG Kal aTOug AAAOUG, yia va BonBAcouv oTnv Aqun Twv KaAUTEpWY ammoQaocwy, CUUTIEPIPOPAS
KaIl atredoan.

Zapwg, Ta o anuavtikd ogéAn Tng Hyeaiag Tng Zuvaigbnuarikig Nougoolvng otn Biounyavia HoReCa eivai:

. MeiwBnke 10 Ayxog We TV KaAUTEPN BIAXEIPITN TWV KOTAGTACEWY AYXOUSg

. loXUPEG Kal TTAPAYWYIKEC OXETEIS UE TUVABEAPOUG KAl APETES AVAPOPES

. Mo ammoTeAeOPATIKY ETTIKOIVWVIA JE TOUG ETTOTITEG

. AmroteAeopaTIK SIAXEIPION TTPOTEPAIOTATWY EPYATIAG e UWNAR BETUEUCT OTTO TOUG pYAlOUEVOUG
. Melwpévn evalhayn epyalopeEvwv

. YynAotepn TTapaywyIkétnTa
. YynAotepa €00da

H Hyeaiag tn¢ Zuvaigbnuatikic Nougoalvng yiverar kAeidi yia pia Emixeipnuatikr) ApioTeia Kal JaKpoTTpOBean miTuyia
oTov kKAGdo tn¢ HoReCa .
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O aypoTik6S TOUPITHOS WG Wi TTOMA uttooxouevn Taan o Piopnxavia HoReCa
Marija Kovacheska

20Moyog ZuuBoUAwv ZTadiodpouias ASK — Makedovia

e-mail: mkovaceska@hotmail.com

2uvoyn

ZKOTTOG Tou ApBpou €ival va TTapouaidcel TIG uvaTeTNTES Kal TIG TATEIC AVATITUENG TOU aypoTIKoU ToupiauoU, e dAa Ta
ONMAVTIKA XOPAKTNPIOTIKA, CUUTTEPIAQUBAVOUEVWY TWV BUVATOTATWY Xpnuatoddtnong. MNa 1o Adyo auto, 1o pBpo TTapouaIdde!
6Aoug Toug BIaQOPETIKOUG TUTTOUG KOl HOPYPES aypOTIKOU TOUPIaOU, TIC BIAQOPES dpaaTnPIOTNTEG WG EAKUCTIKEC EUKQIPIES, TOV
aypoTikd ToupIoud TPOPIPWY T€ PIKPA aypOTIKA VOIKOKUPIA Kal T dlapovh o€ TTapadoalakd ToTrikG aTTiTia, wg TedkAnan yia
ouvepyaoia e Tov Topéa HoReCa .

O1 véeg emixelpnuaTikég 6paaTnPIOTNTEG GTOV AYPOTIKO TOUPICUO, TOVWVOUV TN OUVEPYATia WETAEU TNG yewpyiag Kal GAAwv
TOPéWY, OTTWGS 0 TOUPIOHABE, N GIAOEEVia, n exTaideuon, n xelpoteyvia,o Toyéag HoReCa k.ATT.

To GpBpo Tapouaiddel CUVOTITIKA TIG IBIITEPATNTES TOU AyPOTIKOU ToupiopoU atn Anuokpartia g Bopeiag Makedoviag, pia
Xwpa We TAoUaI0 améBea auBevTiKwy, TTOAITIOTIKWY, QUOIKWY KAl TTOPAdOTIaKWY TTOpwY Kal TTPOiOVTWY TTou, aUuwva e
v Taykdopia Tdon Twy TEAEUTAIWY EKOETIWY GTOV AyPOTIKG TOUPIGUO, TIPOCPEPOUV EUKAIPIES YO TNV avaTTugn autol Tou
kAGdou. Tautdypova, n povadikdTNTa TG TTPOCEYYIONG TwV TTAPABSOCIAKWY TTPOIGVTWY GToUG AaoUg pag gival Evag KaNGG
AGyog yia T dnuioupyia evdg CUYKEKPILEVOU Kall viaiou povTéAOU Kal avtiAnyng yia Tnv avamTuén Tou AypoTikoU Toupiopou
oTn Makedovia.

Liderazgo Emocionalmente Inteligente: Clave para una Gestion Exitosa en el Sector HoReCa - Biljana Velevska

Biljana Velevska, Consultora de Desarrollo Empresarial y RRHH, Formadora Certificada en Inteligencia Emocional, Samerim-
peks IMPULSI.

La Inteligencia Emocional es un tema candente en todas las organizaciones a nivel mundial y, més especificamente, en la
Industria de la Hospitalidad, que lidia con clientes mas informados, méas conscientes de sus necesidades y mas exigentes con
el servicio que esperan.

La presion sobre los empleados en la industria HoReCa es cada vez mayor, los salarios apenas aumentan y la brecha entre la
demanda y la oferta en el sector crece permanentemente.

Frente a los cambios causados por las regulaciones de la pandemia de Covid-19, la industria HoReCa se vio obligada a luchar
por su supervivencia. Muchos trabajadores fueron despedidos e invirtieron en capacitacién para obtener mejores posiciones
laborales y abandonaron la industria de forma definitiva. EI temor a perder el empleo se convirtio en constante para muchos
empleados de este sector, lo que afectd ain mas el mercado laboral de manera negativa.
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La Inteligencia Artificial y la Automatizacion se convirtieron en una necesidad en la industria y estas tendencias continuaran en
los préximos afios. Las empresas se centran en la experiencia del cliente, pero ain no en gran medida en la experiencia y el
bienestar de los empleados.

Como resultado, las empresas necesitan encontrar una salida. Se espera que los lideres comprendan mas profundamente sus
propios sentimientos y los de los miembros del equipo. La razén es simple: existe una relacién directa entre como se sienten
las personas y como rinden en el trabajo. Se trata de que los lideres demuestren habilidades de Inteligencia Emocional en el
lugar de trabajo.

Aplicada al liderazgo, la inteligencia emocional se trata de como inteligentemente un lider utiliza las emociones para obtener
resultados positivos. Los lideres deben tener habilidades para identificar, comprender y manejar las emociones en ellos mismos
y en los demas, para ayudar a impulsar las mejores decisiones, comportamientos y rendimiento.

Claramente, los beneficios mas importantes del Liderazgo Emocionalmente Inteligente en la industria HoReCa son:
- Reduccién del estrés mediante una mejor gestion de situaciones estresantes.

- Relaciones sdlidas y productivas con compafieros de trabajo y subordinados directos.

- Comunicacion mas efectiva con los supervisores.

- Gestion efectiva de las prioridades laborales con un alto compromiso por parte de los empleados.

- Reduccion de la rotacién de personal.

- Mayor productividad.

- Mayor ingreso.

El liderazgo emocionalmente inteligente se convierte en clave para la excelencia empresarial y el éxito a largo plazo en la
industria HoReCa.

Duygusal Zeka Liderligi — HoReCa'da Bagarili Yonetimin Anahtari - Biljana Velevska

Biliana Velevska, is Geligtirme & IK Danismani, Sertifikali Duygusal Zeka Egitmen Egiticisi, Samerimpeks IMPULSI

Ozet

Duygusal Zeké (DZ), diinya gapindaki tiim kuruluglarda ve ézellikle daha bilgili, intiyaclarinin daha fazla farkinda olan ve bekle-
dikleri hizmet konusunda daha kuralci musterilerle ilgilenen Konaklama Endustrisi igin sicak bir gindem maddesidir.

HoReCa sektdriinde galisanlarin lizerindeki baski gittikge daha da agir héle gelmekte, lcretler neredeyse hig artis gosterme-
mekte ve sektdrdeki arz ve talep arasindaki ugurum surekli biytumektedir.

Covid-19 salginina iliskin diizenlemelerin neden oldugu degisikliklerle karsi karslya kalan HoReCa endustrisi, hayatta kalmak
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icin savasmaya zorlanmistir. Pek ¢ok isci isten ¢ikariimis, daha iyi galisma pozisyonlari igin yeniden beceri kazanmaya yatirim
yapmis veya sektoril sonsuza dek terk etmistir. Bu sektérdeki birgok galisanda isini kaybetme korkusu kalici héle gelirken, yasa-
nan gelismeler isglicli piyasasini daha da olumsuz olacak sekilde etkilemistir.

Yapay Zeké (Al) ve Otomasyon sektorde olmazsa olmaz haline gelirken bunlara iliskin trendler 6nimuzdeki yillarda da devam
edecek goriinmektedir. Sirketler misteri deneyimine odaklanmaktadir, ancak halen calisanlarin deneyimi ve refahina énemli bir
olcekte odaklanmaktan uzaktirlar.

Sonug olarak, sirketlerin ¢ikis yolunu bulmasi gerekmektedir. Liderlerin hem kendi duygularini hem de ekip Uyelerinin duygu-
larini daha derinden anlamalari beklenmektedir. Nedeni basit: insanlarin hissettikleri ile isteki performanslari arasinda dogrudan
bir baglanti bulunmaktadir. Bu da is yerinde duygusal zeké (DZ) becerilerini gbsteren liderlerle ilgilidir.

Liderlikte uygulandiginda duygusal zekéa (DZ), bir liderin olumlu sonuglar elde etmek igin duygulari ne kadar akillica kullandigi ile
ilgili olmaktadir. Liderler; en iyi kararlari, davranislari ve performansi yénlendirmeye yardimci olmak i¢in kendilerinde ve baska-
larinda duygulari tanimlama, anlama ve yonetme konusunda beceri sahibi olmalidir.

Aclkca gorulmektedir ki, HoReCa endustrisinde Duygusal Zeké Liderliginin en 6nemli faydalari sunlardir:

- Stresli durumlarin daha iyi yénetilmesiyle stresin azalmasi

- Is arkadaslari ve astlari ile giiclii ve Gretken iliskiler

- SUipervizorlerle daha etkin iletigim

- Galisanlarin yuksek baglihgr ile etkin bir sekilde yonetilen is 6ncelikleri

- Calisan devir hizinda azalma

- Daha yliksek iretkenlik

- Daha yiksek gelir

Duygusal Zeka Liderligi, HoReCa endiistrisinde Is Miikemmellii ve uzun vadeli basari icin bir anahtar haline gelmektedir.

Rural tourism as a promising trend in HoReCa industry - Marija Kovacheska

Marija Kovacheska — The Republic of North Macedonia

Certified Career Counselor, trainer and high-school teacher

Abstract

The purpose of the article is to present posibilities and development trends of rural tourism, with all the caracteristics which are
important, including financing posibities. For that reason, the article presents all the different types and forms of rural tourism, the
various activities as attractive opportunities, rural food tourism in small rural households and accomodation in tradicional local
houses, as a challenge for cooperation with the HoReCa sector.

New business activities in rural tourism, stimulate collaboration between agriculture and other sectors including tourism, hospi-
tality, education, handcraft, HoReCa etc.
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The article briefly shows the specifics of rural tourism in the Republic of North Macedonia, like a country with a rich fund of
authentic, cultural, natural and traditional resources and products that, according to the global trend in recent decades in rural
tourism, offer serious opportunities for the development of this branch. At the same time, the uniqueness of the approach to tra-
ditional products among our people is a good reason for creating a specific and unified model and concept for the development
of Rural Tourism in Macedonia.

Keywords: Rural Tourism; HoReCa; Rurality; Hospitality; Rural Space; Sustainable development

1. Introduction

Rural tourism is a sector of the tourism industry that targets the use of natural, cultural-historical and other resources and pe-
culiarities of rural settlements for complex tourist product development. This field of small tourism business is oriented towards
tourist’s active rest and recreation in villages.

The attractiveness of rural tourism has been increasing in recent years, especially with the emergence of the Covid crisis, and
stems from the tourist’s need to receive a vacation and recreational service with relatively low costs and, what is very important,
to restin a healthy rural environment. With the increasing interest of urban residents in rural areas, the rural landscape promotes
the development of rural tourism and highlights its economic value. On the other hand, the main objectives for the development
and promotion of rural tourism is to increase income in rural areas as a complement to agricultural and livestock production, not
by degrading them.

In order to describe tourism in rural areas, many terms are used, for example: farm tourism, green tourism, country experience,
ecotourism, agritourism, village tourism etc. Hence, a variety of interpretation is offered but generally, they all include activities
and interests in nature, farms, adventure, sport, health, education, arts and heritage.

The properties, leisure infrastructure, culture, and natural landscape of rural tourism sites are all important pull factors for rural
tourism. With specific scientific and strategic development, these resources can be better protected and sustainable develop-
ment of rural resources can be realized.

Accommodation facilities in a rural environment are one of the main components of the tourist infrastructure, because accom-
modation is a key service in every tourist product. Characteristic here are the small households that adjust the accommodation
facilities in a characteristic traditional style and with details that promote a family atmosphere.

Food tourism, through small family restaurants in the rural area, that support local food and organic products, has a positive
effect on customers who are slowly returning to the villages and the traditional way of cooking of their grandmothers and great-
-grandmothers.

All this significantly affects not only the development of rural tourism, but gives imputs in the entire HoReCa sector. If we see
HoReCa services as the basis of the tourist offer, in line with rural tourism, it is clear that a particularly relevant task is to provide
rural areas with facilities for catering and accomodation. This facility has to correspond to the available tourist resources and to
be able to bring tourism in rural areas at a higher level of development.

In its development plans for sustainability, the HoReCa sector has been supporting rural tourism and introducing new opportu-
nities for local farmers, small producers and small restaurants that support local food in rural areas. The concept of sustainability
in HoReCa, has grown the idea of environmental stewardship to include social and economic aspects. Sustainable tourism must
ensure viable long-term economic activities that provide well-distributed socio-economic benefits to all stakeholders, including
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stable employment and income-earning opportunities and social services for host communities, and that contributes to poverty
reduction.

Today, tourism in rural territories is able to become a growth area for the tourist and recreational sector of some districts. In rural
areas, a wide range of domestic tourism types can be implemented. For the tourism sector to operate in a balanced manner,
it is necessary to develop the hospitality industry, which includes accommodation means, catering and trade establishments,
tourist-information centers, etc.

Literature Review:

Rural areas are often identified as places for relaxation and escape from the overcrowded and stressful urban life (Urry, 2002)
in finding mental peacefulness (Mak et al., 2009), pure air (Dong et al., 2013) and trying to gain a sense of balance (Lehto et
al., 2006).

Rural areas often build tourism due to the existence of local amenities like historical sites, natural beauty and clean air (Frede-
ricks, 1993). To that Hardy (1988) and Millar (1989) add cultural traditions and values, while Weiler & Hall (1992) and Pedford
(1996) further include family patterns, folklore, social customs, museums, monuments, historical structures and landmarks.

Woods (2010) argues that rural can be approached from different facets: those of spatial practices (rural localities), representa-
tions of space (formal representations of the rural) and lived spaces (everyday rural lives). Likewise, the attributes of rural areas
are opposite to the urban image, and give the most ‘authentic’ nature, food (wild food, countryside food, traditional food), peace
and quiet, safety, freedom, uncrowdedness, non-violence, traditions and cultural experiences (Pesonen & Tuohino, 2016).

So, rurality is the fundamental attraction of the countryside as a rural tourism destination (Jepson & Sharpley, 2015). On the
other hand, the small-scale tourism becomes an important activity often promoting employment, vitality and sustainability of rural
areas (Hall et al., 2003; Kneafsey, 2000; Ploeg, 2008).

2. The concept of sustainability of HoReCa Sector

The acronym HoReCa — Hotellerie, Restaurant, Catering — encompasses all activities related to the restaurant, bar and hotel
industry. This term refers to the world of hospitality in all its facets.

The concept of sustainability in HoReCa, has grown the idea of environmental stewardship to include social as well as economic
aspects (Delgado-de Miguel, 2019). Creating value for this triple bottom line, i.e., environment, economy, and society, has been
the goal of sustainable business models (Dyllick, 2002). The hospitality industry is clearly affected by these three dimensions.
The principles of sustainability refer to the environmental, economic, and socio-cultural aspects of tourism development, having
to establish an adequate balance between these three dimensions to guarantee its long-term sustainability. Sustainable tourism
must ensure viable long-term economic activities that provide well-distributed socio-economic benefits to all stakeholders, inc-
luding stable employment and income-earning opportunities and social services for host communities, and that contribute to
poverty reduction.

In its development plans for sustainability, the HoReCa sector has been supporting rural tourism and introducing new opportu-
nities for local farmers, small producers and small restaurants that support local food in rural areas. In several European coun-
tries (Denmark, Norway, Lithuania, Latvia, Poland Germany etc), the cooperation between local farmers and Horeka is gaining
momentum, especially after the coronavirus period, when new solutions were sought to overcome the situation.

The pandemic has accelerated the awareness of a need for renewal of the HoReCa industry among those working in the sector.
The key players in the HoReCa industry, are committed to upgrading their assets and service standards to move beyond the
difficult period and propose new concepts.
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The Covid-19 pandemic has prompted the entire industry to review its services and strategies, launching an adjustment process
that focuses on new perspectives.

Changes for the HoReCa sector are not something new, this industry is constantly changing, adapting to the needs of the con-
sumer. However, 2020 was a year in which the old patterns lost their meaning but the ability to manage crisis and react quickly
to change has never been so useful.

Trends are often a response to emerging business challenges and the needs of the consumers.

New business models are already being offered that support cooperation between HoReCa, local farmers, small producers
and small restaurants that support local food in rural areas. This cooperation lead to sustainable development of both sectors,
HoReCa and Rural tourism.

Different ways and forms have been analyzed that will enable the availability and search of information that will facilitate this
cooperation. So, for example:

Countryside tourism association of Lithuania organized two presentations to introduce new opportunities for the local farmers
and small producers on their webpage. The special section for the farmers will let them present their selves — description of the
farm, their production and cooperation possibilities - B2C or B2B sales they are ready to develop. Representatives from HoReCa
sector will be able to use the search by product, location and the sales format.

Organization: Savour South West Denmark.

“Through an investigation of the interests of the members of the network, we have decided to focus our efforts on the HoReCa
and Event target segments. The producers will offer the customers good storytelling that can help them brand their own business
and as well as offering easy access to local products. The product range Is wide and covers meat, bread, vegetables, cheese,
beverages, sweets and delicacies. The operational plan for Denmark has laid down two different paths that offer potential for
better and broader distribution of local food products to the chosen target groups.”

Countries from the Western Balkans also, are developing strategies and promoting activities to connect rural tourism and the
HoReCa sector, in order to provide new tourist attractions that contribute to local growth and development. A lot of attention in
these countries is paid to the agro-food sector, gastronomy and cooking.

The agro-food sector represents a breeding ground as busines investments for regional stakeholders. It attracts new invest-
ments in agro-food industry: new farmers’ organisations, new co-operatives, start-up companies as well as multinational en-
terprises and state-owned companies.

New business activities stimulate collaboration between agriculture and other sectors including tourism, hospitality, education,
handcraft, HoReCa etc.

In 2012, the European Economic and Social Committee of European Union contemplated that regional food value chains and
cross-sectoral fertilisation of productive processes have a strong impact

on local development.

Particularly, the Committee recognises the importance that food can have in connecting agriculture, crafts, tourism, retailing and
the entire rural economy.

In order to see what HoReCa has available in terms of realizing its plans for sustainability, related to the opportunities offered by
rural tourism, in the following text we will see in more detail the characteristics of this tourist branch.
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3. Rural tourism - Concept and defining

Rural tourism may be defined as the movement of people from their normal place of residence to rural areas for a minimum
period of twenty-four hours to the maximum of six months for the sole purpose of leisure and pleasure. Rural tourism refers to
all tourism activities in a rural area.

The concept of rural tourism is subject to a number of interpretations. Fleischer and Pizam associate rural tourism with the ‘co-
untry vacation’ where the tourist spends the vast proportion of his/her vacation period engaging in recreational activities in a rural
environment on a farm, ranch, country home, or the surrounding areas. According to Dernoi, rural tourism might be conceived
as tourism activities in a ‘non-urban territory where human (land-related economic) activity is going on, primarily agriculture: a
permanent human presence seems a qualifying requirement’.

Undoubtedly, the concept of Rural Tourism has been considered, analyzed and defined by various relevant international orga-
nizations, too.

The definition of rural tourism discussed at the General Assembly (Athlone, Ireland 2010), covers the specific characteristics that
describe rural tourism:

. Nature, few people, exchange of experiences, diversity (related to food), small scale, sustainable, recreational, tradition,
resources, simplicity, understanding a different way of life

. Rural area, small business, low impact on life environment, connected to nature. Personal and authentic, the host is
,real”, with a return to the source, discovery of agricultural activities, link between rural and urban, rich: (local heritage / gastro-
nomy, culture)

. Exchange of knowledge / experiences
. Personal harmony, inner and outer harmony, ,savoir étre” (desire to know)
. To experience nature, local life, culture and quality of life.

According to (OECD) - International Organization for Economic Cooperation and Development, Rural Tourism covers:

»,The various characteristics of tourist products in Rural Tourism, which in turn is an effort to provide guests with a personalized
service, to bring them closer to the physical and human characteristics of the rural area and at the same time to enable them to
participate as much as possible in traditional activities and the way of life of the local population”

OECD defines the rural area as:

“At the local level, a population density of 150 persons per square kilometer is the preferred criterion. At the regional level, geo-
graphic units are grouped by the share of their population that is rural into the following three types: predominantly rural (50%),
significantly rural (15-50%) and predominantly urbanized regions (15%).”

The OECD states rural tourism should be:
. Located in rural areas.

. Functionally rural, built upon the rural world’s special features; small-scale enterprises, open space, contact with nature
and the natural world, heritage, traditional societies, and traditional practices.
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. Rural in scale - both in terms of building and settiements — and therefore, small scale.
. Traditional in character, growing slowly and organically, and connected with local families.
J Sustainable — in the sense that its development should help sustain the special rural character of an area, and in the

sense that its development should be sustainability in its use of resources.

. Of many different kinds, representing the complex pattern of the rural environment, economy, and history.

The Council of Europe employed the term ‘rural area ‘to denote the following characteristics:

A stretch of inland or coastal countryside, including small towns and villages, where the main part of the area is used for:

1. Agriculture, forestry, aquaculture, and fisheries.

2. Economic and cultural activities of country-dwellers.

3. Non-urban recreation and leisure areas or nature reserves.
4, Other purposes such as housing.

In part of the professional literature, Rural Tourism is the tourism that takes place in a rural area where the service can be by
offering a traditional cultural authentic service, gastronomy with traditional characteristics and other services that authentically
capture or fulfill the package of tourist services in the rural environment.

However, the most relevant international organization for Tourism refers to a conceptual definition of the framework of Rural
Tourism:

“The term ,Rural Tourism” is used when rural culture is an integral component of the product and offer of the destination (WTO).
Various forms of rural tourism are mentioned, which usually take place as integrated activities in certain geographical areas.”

Of course, there are rural tourism, eco-tourism, cultural tourism, gastronomy as a tourist product, wine tourism, hunting tourism,
fishing tourism, religious tourism, nature tourism various activities (horseback riding, cycling, hiking), etc.

However, despite the broad area that covers the term of rural tourism, its essence is focusing on rural (local) economy and its
related activities in the natural environment.

3. Different types and forms of rural tourism

Any forms of tourism that showcases the rural life, art, culture, and heritage at rural locations, thereby benefiting the local com-
munity economically and socially as well as enabling interaction between the tourists and the locals for a more enriching tourism
experience can be termed as rural tourism.

A variety of terms are employed to describe tourism activity in rural areas: agritourism, farm tourism, rural tourism, soft tourism,
alternative tourism, eco-tourism, and several others, which have a different meaning from one country to another, and indeed
from one country to another.
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The term ‘rural tourism’ has been adopted by the European Community (EC) to refer to all tourism activity in a rural area.

Types and forms of rural tourism are following as:

Rural Tourism: staying in a rural (village) environment in the broadest sense of the word. It does not have to mean a stay in a
rural household, on a farm, but a stay of any kind in a rural village environment.

Rural Village Tourism: staying in a rural (rural) environment, but in a rural household, where everyday active rural life takes place.

Agritourism: which refers to, the act of visiting a working farm or any agricultural, horticultural, or agribusiness operation for the
purpose of enjoyment, education, or active involvement in the activities of the farm or operation. It means stay in a rural (villa-
ge) environment, but with special attention and interests directed towards observation, but also taking part in a broad range of
farm-based activities. It includes:

. participation in agricultural production (livestock farming, farming, fruit growing, winemaking, ,roasting” brandy...)
. participation in farmers ‘markets, roadside stands, and pick-your-own operations;

. engaging in overnight farm or ranch stays and other farm visits;

. visiting agriculture-related festivals, museums, and other such attractions etc.

Agritourism ,is a hybrid concept that merges elements of two complex industries — agriculture and travel/tourism—to open up
new, profitable markets for farm products and services and provide travel experience for a large regional market (Wicks & Mer-
rett, 2003). Agritourism helps preserve rural lifestyles and landscape and also offers the opportunity to provide ,sustainable” or
,green” tourism (Privitera, 2010). Agritourism can be defined as a subset of rural tourism (Reid, 2000), and ,includes a range of
activities, services and amenities provided by farmers and rural people to attract tourists to their area in order to generate extra
income for their businesses” (Gannon, 1994).

Farm Tourism: explicitly farm-related and most usually associated with tourism involving staying in farm accommodation and
seeking experiences from farm operations and attractions. The core activity is in the wider rural area (walking, boating) but the
vast majority of visitors are accommodated on farms, either working farms or farms converted to accommodation facilities. Farm
tourism activities can include farm markets, wineries, U-Picks, farming interpretive centers, farm-based accommodation and
events, and agriculture-based festivals.

Heritage tourism: refers to leisure travel that has as its primary purpose the experiencing of places and activities that represent
the past. Heritage and cultural tourism in rural areas comes in a wide range of forms most of which are unique to an individual
local and a valuable component of the rural tourism product. Heritage and cultural tourism include temples, rural buildings but
may be extended to local features of interest including war remnants, monuments to famous literary, artistic or scientific people,
historic remains, archeological sites, traditional parkland etc.

Wilderness and Forest Tourism: tourist explores the wilderness and natural beauty of the rural area. It may be implicitly included
within notions of rural tourism, or they may be regarded as separate. In wilderness and forest tourism, tourists travel to the
natural habitat of plants and animals. It mostly encompasses non-consumptive interactions with wildlife and nature, such as
observing and photographing animals in their natural habitats. Wilderness and forest tourism include various tourism activities
such as wild photography, safari, bird watching, trekking, and hiking etc.

Green Tourism: green tourism refers to tourism in the countryside or green areas. It is more commonly used to describe forms
of tourism that are considered to be more environmentally friendly than traditional, mass tourism. In rural areas, green tourism is
an important form of rural tourism. Green tourism is portrayed as an approach to tourism development which seeks to develop
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a symbiotic relationship with the physical and social environment on which it depends and implicitly seeks to attain sustainability
ideals.

Ecotourism: it is a form of nature tourism (tourism to natural, unspoiled areas) which assumes active promotion of environmental
conservation and direct benefits for local societies and cultures, together with the provision for tourists of a positive, educative
experience. Sometimes called recreation-based tourism, which refers to the process of visiting natural areas for the purpose
of enjoying the scenery, including plant and animal wildlife. many tourists visit rural areas for the purpose of bird and animal
watching and learning about local flora and fauna.

Nature-based tourism may be either passive, in which observers tend to be strictly observers of nature, or active (increasingly
popular in recent years), where participants take part in outdoor recreation or adventure travel activities.

Rural food tourism: Food is an essential commodity as well as social and cultural heritage. As Morgan (2010) claims:

“Food is ... vital to human health and well-being in a way that the products of other industries are not, and this remains the
quintessential reason as to why we attach such profound significance to it".

He suggests that food plays a multi-functional connecting role in society and sustainable food systems are supportive of susta-
inable communities.

Food tourism has a very important role in rural tourism, which creates more jobs for local people and promotes economic de-
velopment. A study by Scozzafava found that restaurants that supported local food and organic products positively influenced
customers, and that restaurants with local products were three times more likely to be chosen than restaurants without local
products.

Rinaldi studied the local identity and attractiveness of rural areas and agriculture, and suggested that local dining resources
must address and strengthen the link between place (territorial/geographic dimension) and people (cultural dimension). Food,
the environment, and novelty value are the main prerequisites for attracting consumers to promote urban and rural co-develop-
ment. It can be seen that the study of the rural dining environment contributes to the development of rural tourism as well as the
sustainable development of the rural landscape.

4. Rural Tourism Activities

Rural tourist destination as a product is definitely very fragile in ecological, social and cultural sense. Its development requires
very specific approach that could help it remain sustainable in the long term. In that sense, various cultural and nature-based
activities occur in rural areas. A range of tourism and recreation activities are found in the countryside. We can categorize these
activities on the bases of their nature. Types of rural tourism activities are following as:

. Cultural related tourism activities

. Water-related activities of rural tourism.
. Sporting activities of rural tourism

. Health-related activities

. Agriculture activities
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In many rural regions, tourism is accepted as a natural part of the socio-economic fabric together with agriculture. The con-
nection between rural tourism, agricultural tourism and farm tourism is synthesized in figure 1. In relation to the scope of rural

tourism, McGehee & Kim (2004) provide examples of tourism types as illustrated in Figure 1 below:

Rural tourism

= Ecotourism
#Matural tourism
= Cultural tourism
*Rural setting

Agritourism

#Recreational

= Educational

eEvents and sightseeing
= Country markets

Tourism on the

= Accommodation
®Catering

= Other related activities
#\Working on the farm

Fig. 1. The classification of different tourism activities in rural areas (McGehee & Kim, 2004)

5.

Importance and Benefits of Rural Tourism

In the analysis of the importance and benefits of rural tourism, we can talk about the business opportunities that it opens up in
the tourism sector and the HoReCa industry, but also about its role in the development of the community in rural areas. When
tourists travel and stay in rural areas, they support the local economy and help in a variety of ways. Rural tourism helps in the
development of rural areas and the standard of living of the host communities.

The cooperative system in rural tourism can be an effective approach in bringing positive impact in rural areas. Hence, rural
economy is facing the need for alternatives in overcoming many conditions such as low production, poor agricultural incomes,
rural abandonment, unemployment, increase in poverty levels, as well as environmental pollution. Therefore, tourism is seen as

a way out in providing additional financial input for rural households.

Local people can monitor and control the negative impacts of rural tourism on their own society, if they have an equal stake
and authority in management and development. Therefore, their direct involvement in the activities of the cooperative sector is
necessary.

Potentially rural tourism promises some of the following benefits to rural development:

Job Retention

Job Creation
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New Business Opportunities

Opportunities for Youth

Community Diversification

Preservation of Rural Culture and Heritage
Increase Arts and Crafts Sales

Landscape Conservation

Environmental Improvements

The Historic Built Environment

Even those rural businesses not directly involved in tourism can benefit from tourist activity through developing close relation-
ships with tourist facilities where local foods can be used as part of the tourism offering in a locality. Rural tourism facilitates the
expansion of complementary businesses such as service stations and new businesses are created to cater to tourist needs for
hospitality services, recreational activities, and arts crafts.

In the big picture of the importance of rural tourism, the benefits to society as a whole are considered. Some of those benefits
are as follows:

Provides a source of new, alternative or supplementary income and employment in rural areas.
Rural tourism spurs infrastructure development in rural areas.

Help to reduce gender and other social power

Encourage collective community

Reinvigorate local culture.

Instill the sense of local pride, self-esteem, and identity

Contribution to conservation and protection.

Increase the living standards of the local community.

Assists refurbishment and re-use of abandoned properties.

Provide opportunities for retaining population in areas that might otherwise experience depopulation.
Enable areas to be repopulated.

Rural tourism is a growing form of tourism. It is not just farm stays or visits to rural areas. It is more than that. Rural

tourism benefits the host community of rural areas as well as surrounding natural environment through preservation and con-
servation of natural resources.

Furthermore, a large number of villages have suffered from extreme levels of emigration, often by the youngest and most active
and reproductive groups. This has particularly eroded the vitality of villages and rural communities.
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Rural tourism can also be seen as a business opportunity for young people who want to use their entrepreneurial skills in the
tourism or HoReCa industry. These two industries are often promoted as exciting and growing industries that match the energy
and enthusiasm of young people. Career options are enhanced by opportunities for training and direct involvement in running
rural businesses, particularly those in small communities.

Declining employment in traditionally rural activities, such as agriculture, forestry, and fishing (Hall et al. 2009), and higher edu-
cational requirements in an expanded higher education system in recent decades are among the societal changes that have had
the greatest influence on rural youth.

Davies (2008, p.170) analyzed declining in-migration to Australian rural communities in relation to youth from urban and rural
backgrounds, and concluded that:

“[the] results indicated that willingness to move to rural areas by this group is strongly influenced by perceptions of social and
employment opportunities, irrespective of whether or not such perceptions have any basis in reality.”

Some characteristics of rural tourism that affect business opportunities, are:

. Seasonality

. Fragmentation

. External market needed

. Co-operation needed between internal and external market

. Economic role (side income for farmers and other entrepreneurs in the rural area).

All these characteristics should be considered when planning a strategy for the sustainable development of rural tourism.
Lane, (1994) identifies four necessary features for the sustainable rural tourism strategies as:

. It is important that the person or team formulating the strategy is skilled not only in tourism development but also in
economic, ecological and social analysis.

. Wide consultations amongst all interest groups are essential. These consultations will include trade and business, trans-
port, farmers, administrators, and the custodians of the natural and historic assets of the area.

. Tourism relies more than any other industry on local goodwill. The local population must be happy with their visitors and
the secure in the knowledge that the visitor influx will not overwhelm their live, increase their income hosts and impose new and
unwelcome value systems on them.

. The strategy-making process should not be a once-only affair. It has to be an evolving long-term enterprise, able to cope
with change, and able to admit to its own mistakes and shortcomings. It is the beginning of a partnership between business,
government and cultural and conservation interests.

6. Rural Tourism Challenges

Today, contemporary rural societies are faced with numerous challenges. Many rural areas in Europe are facing dilemmas about
their future existence due to the provoked economic changes of global scopes. Global changes in the economic and social way
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of living provoked a major modification and a huge transformation in the concept of small rural communities functioning. This
resulted in reducing the farmstead returns being accompanied with high rates of unemployment, mass migrations of productive
workforce and unbalanced demographic patterns (Gallent et al., 2008; Khaleel & Ngah, 2013). Consequently, many rural areas,
particularly small villages, are greatly influenced by unfavorable demographic and socioeconomic changes, thus increasing the
social and cultural divergence and affecting the local values and ways of living (Theodoropoulou & Panagiotis, 2008; Khaleel &
Ngah, 2013). In order to bring these rural areas “back to life”, the issue of rural tourism development has become topical.

While many benefits can flow from rural tourism development, there can be problems. The major challenges of rural tourism,
are how to preserve the environment a natural resource and to provide proper understanding for both tourists and local people.

Some important issues and challenges are following as:

. Economic sustainability

. Distort local employment structure

. Seasonal patterns of demands

. Distort local ‘culture’ for commodification and staged authenticity.
. Destroy indigenous culture.

. Natural habitat destruction of rural wildlife.

. Littering and other forms of pollution.

. Congestion.

They may use non-local suppliers for goods and services. They may repatriate their profits and capital gains out of the area.
They have little loyalty to their new base of operations and often leave when trading conditions deteriorate. Less tangibly, but
equally important, they set up tensions between locals and incomers, and do little to change the dependency culture common
to many rural places.

The problems in the development and management of rural tourism arise precisely from the threats that appear with the attrac-
tiveness of this type of tourism. They can be divided into four basic most influential groups of challenges:

1. The Environmental Threat
2. The Sociocultural Threat

3. The Incoming Entrepreneur
4, Traffic Congestion

And, as the records of numerous rural aid agencies will testify, rural communities can be extremely resistant to new ideas.

For diferent reasons, many local farmers and businesses do not decide to enter the tourism market when opportunities present
themselves. Surveys show that, in extreme cases, up to 80 percent of tourism-related businesses in small towns and villages
are owned, managed, or controlled by incoming or non-local entrepreneurs. In some respects, incomers can provide a valuable
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transfusion of contacts, capital, and skill. But they can also present problems. They may be insensitive to local traditions, cultu-
res, working practices, and architectural styles. They may use non-local suppliers for goods and services. They may repatriate
their profits and capital gains out of the area. They have little loyalty to their new base of operations and often leave when trading
conditions deteriorate. Less tangibly, but equally important, they set up tensions between locals and incomers, and do little to
change the dependency culture common to many rural places.

7. EU Development Initiatives for rural tourism

European Financing Sources

Many rural areas in the European Union suffer from structural problems such as a lack of attractive employment opportunities,
skill shortages, infrastructures and essential services, as well as youth drain. It is fundamental to strengthen the socio-economic
fabric in those areas, particularly through job creation and generational renewal, bringing jobs and growth to rural areas, pro-
moting social inclusion, and the development of ‘smart villages’ across the European countryside. New rural value chains such
as various types of tourism activities can offer good growth and job creation for rural areas.

Regulation 1257/99 was the fifth regulation in approximately 15 years to indicate the interest of the EU and member states, and
of farmer investors, in local growth in mountainous and disadvantaged rural areas. It has to be clarified the Regulation 1257/99
falls within Pillar | of EU Rural Development and refers to farmers whereas Pillar Il funding opportunities do not refer to farmers
but rural dwellers.

This regulation, relating to the period 2000-2006, established a framework of principles of support for sustainable rural deve-
lopment. The regulation, like the previous ones, aimed at improving the rural world’s income and maintaining the population of
mountainous and disadvantaged areas, was of particular interest to new/young farmers. It focused on four key objectives:

. the multifunctionality of agriculture,

. a multi-sectoral approach to the rural economy,

. flexible rural development aid and

. transparency by focusing on mountainous and disadvantaged areas.

The programme included the areas in investments involving tourist accommodation, catering and leisure centres, agri-livestock,
craft activities, etc. The main categories of intervention were based on enhancing the agricultural sector and improving the com-
petitiveness of agricultural products and rural areas, as well as maintaining the environment and enhancing the cultural element.

Rural tourism, and, therefore, rural entrepreneurship and economy, are supported by through specific European funding. Some
programmes for financing rural tourism and agricultural are:

. European Agricultural Fund for Rural Development

. European Regional Development Fund (ERDF) and Cohesion Fund

. The Regional Operational Programmes of Community Support Frameworks (CSFs)
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. The Community LEADER Initiative (LEADER I, LEADER I, LEADER Plus and LEADER-RDP)

Their aim is for the rural population to go beyond their usual role and to be further involved in the service sector. In this way, the
income of the rural population is not exclusively derived from the primary economy sector. The rural population remains in the
region; sustainable and multifunctional rural areas are created; rural tourism is connected with Sustainability; local agricultural
products and food are ofered like gastronomic and cultural traditions; new jobs are created; new opportunities and perspectives
are given to rural human resources and, overall, sustainable economic growth is generated.

At the same time, residents of urban centres should be given the opportunity to return to the countryside and escape the daily
hustle and bustle of the city.

On the website of the European Commission, Guide on EU funding for tourism, information is available on the possibilities of
applying to these funds. The information also includes examples of good practices in different European countries.

European Agricultural Fund for Rural Development
From Guide on EU funding for tourism

EU countries have the possibility to include tourism-related investments in their Common Agricultural Policy (CAP) strategic
plans, which will be implemented from January 2023 onwards. Such support could, for instance, include interventions linked
to territorial economic development and rural infrastructure, the renewal of villages and/or actions aimed at the conservation of
small-scale built heritage (chapels, bridges, public amenities), construction and modernisation of tourism information centres,
visitor information, and other leisure, recreational and/or sporting activities.

Details of the programme:

The Common Agricultural Policy (CAP) under the European Agricultural Fund for Rural Development (EAFRD or so-called
Second Pillar) supports the vibrancy and economic viability of rural communities through rural development measures. These
reinforce the market measures and income supports of the CAP with strategies and funding to strengthen the EU’s agri-food and
forestry sectors, environmental sustainability, and the wellbeing of rural areas in general.

The three long-term rural development objectives for the EU include

. fostering the competitiveness of agriculture
. ensuring the sustainable management of natural resources, and climate action
. achieving a balanced territorial development of rural economies and communities, including the creation and maintenan-

ce of employment

The EAFRD is the funding instrument of the Common Agricultural Policy that supports rural development strategies and projects.
For the CAP, the allocations for the 2021-2027 MFF and 2021-2022 EURI (EAFRD - Next Generation EU) amount to around €387
billion in current prices. The EURI (EAFRD-Next Generation EU) budget will be spent on the implementation of the current Rural
Development Programmes, at the latest by the end of 2025 (n+3). The 2023-2027 CAP allocation will mainly be spent on the
implementation of the CAP strategic plans. Its rural development component (EAFRD) can be implemented at the latest by the
end of 2029 (n+2 rule is applicable). While the European Commission approves and monitors rural-development programmes
(RDPs), decisions regarding the selection of projects and the granting of payments are handled at national or regional levels.

Furthermore, through financial instruments, the EAFRD acts as a source for loans, microcredits, guarantees and equities, availa-
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ble to recipients in agriculture, forestry and rural areas who are undertaking financially viable projects that support the priorities
of the EAFRD.

European Regional Development Fund (ERDF) and Cohesion Fund

To strengthen the environmental, socioeconomic sustainability and resilience of tourism in the long term, regions and countries
are encouraged to help transform the sector by learning from innovative solutions. Investments in tourism are possible through
all 5 policy objectives supported by the ERDF, provided that they comply with the relevant objectives, enabling conditions, or
minimum requirements established for the concerned policy objectives.

A specific objective under policy objective 4 (A more social and inclusive Europe) is dedicated to exploiting the full potential of
culture and tourism for an economic recovery coupled with social inclusion and environmental and financial sustainability, witho-
ut prejudice to the possibilities for support provided from the ERDF to those sectors under other specific objectives.

The Cohesion Fund can support tourism-related investments in environment and in the trans-European transport networks
(TEN-T), in particular in regions with an economy heavily dependent on tourism.

Regarding European Territorial Cooperation (Interreg) programmes, tourism is expected to still be among the most popular
topics. It can be addressed by a two-fold approach

1. through the Interreg programmes (European Territorial Cooperation regulation)

2. through the mainstream programmes ,embedding cooperation’

The ERDF aims to strengthen economic, territorial and social cohesion in the European Union by correcting development imba-
lances between its regions.

The Cohesion Fund targets the reduction of economic and social disparities through investment in environment and Trans-Eu-
ropean Transport Networks (TEN-T). It covers EU countries whose Gross National Income (GNI) per inhabitant over the period
2015-2017 was less than 90% of the EU average. In 2021-2027 these are Bulgaria, Croatia, Cyprus, Czechia, Estonia, Greece,
Hungary, Latvia, Lithuania, Malta, Poland, Portugal, Romania, Slovakia and Slovenia.

ERDF and the Cohesion Fund, together with the European Social Fund Plus and the newly created Just Transition Fund, form
the EU Cohesion Policy funds.

The Cohesion Fund supports environmental infrastructure and priority EU projects in Trans-European Transport Networks. It
also covers projects of energy efficiency, use of renewable energy or sustainable urban mobility presenting clear environmental
benefits.

LEADER Programme Funding

Since its launchin 1991, LEADER programme has helped rural communities across the European Union to actively engage and
to direct the local development of their area, through community-led local development.

LEADER supports private enterprises and community groups who improve quality of life and economic activity in rural areas.
Funding is delivered to 28 sub regional areas through Local Action Groups (LAGSs). These groups are partnerships of public and
private entities from a defined geographical area. Local action groups are responsible for local projects in accordance with the
local development strategies they develop themselves.
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This aid is provided to projects under the following themes:

. economic development, enterprise development and job creation
. social inclusion
. rural environment

Promoters interested in accessing assistance under the LEADER Programme should submit an expression of interest to their
local action group.

The LEADER Programme accepts applications based on projects which improve:
. rural tourism
. enterprise development

. broadband

. basic services targeted at hard-to-reach communities
. rural youth

. protection and sustainable use of water resources

. local biodiversity

. renewable energy

A project must be aligned with the priorities of the local development strategy.

8. Specifics of Rural tourism in Republic of North Macedonia

Rural tourism is a relatively new term introduced in the tourist terminology of the Republic of North Macedonia. According to the
analyzes made, our country, due to its geographical and demographic structure, offers opportunities for the development of rural
tourism in a large part of its territory. Macedonia has many beautiful places that can attract tourists in rural areas. It has a rich
fund of authentic, cultural, natural and traditional resources and products that, according to the global trend in recent decades in
rural tourism, offer serious opportunities for the development of this branch. At the same time, the uniqueness of the approach
to traditional products among our people is a good reason for creating a specific and unified model and concept for the develop-
ment of Rural Tourism in Macedonia.

For that reason, for a long time, the rural environment has been mentioned as the bearer of the tourist potential in the country.

Rural tourism in Macedonia is seen as a sphere of double interests: native population (hosts) on the one hand and tourists
(guests) on the other hand.

Interest of the local population are associated with rural economy, which is faced with the need for alternatives in overcoming
many conditions such as low production, poor agricultural incomes, rural abandonment, unemployment, increase in poverty
levels, as well as environmental pollution.
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Furthermore, a large number of villages have suffered from extreme levels of emigration, often by the youngest and most active
and reproductive groups. This has particularly eroded the vitality of villages and rural communities. Therefore, tourism is seen
as a way out in providing additional financial input for rural households.

As concerns of the tourists’ interests, it consists in living (recreation) in nature’s lap, using environmental conditions and eating
healthy natural agricultural products. This includes also:

. participation in tourist-recreational activities (camping trips, horse riding, sports events, fishing, hunting, bird-watching,
mushroom picking, burying, gathering of medicinal herbs, nuts and other forest products, etc.).

. familiarization with the region’s historical-cultural heritage and ethnographic peculiarities (traditions, ethnic cuisine, han-
dicraft, folklore, etc.),

. participation in farming and domestic activities (plantation work, land cultivation, production of agricultural products, fruit
picking, poultry and livestock breeding, wine and local cheese making, making bread, honey straining off, etc.).

Specifics about the state and development of rural tourism in the Republic of North Macedonia are explained in the study: Chal-
lenges for Rural Tourism Development in North Macedonia (Dimitrov & Petrevska, 2019).

The study describes the main ambient and general characteristics of the rural tourism in small rural areas in the Republic of
North Macedonia. The analysis is based on a qualitative research method, mainly by exploring a conceptual literature review,
along with a rapid evaluation of selected rural areas. The data was collected during ten field trips across eight regions and 51
villages, over the period September 2018 — November 2019. This research is part of the project “Evaluation of preconditions for
tourism activities in rural depopulated areas — a comparative study between Macedonia and Serbia”

Challenges for Rural Tourism Development in North Macedonia (Dimitrov & Petrevska, 2019)

FINDINGS

“When entering the field trip, the researchers had discussions with the local residents of the visited locations about various
community-related issues. It was noticed that the selected tourism destinations offer various activities that could be developed
as tourism products and sustainable practices, thus contributing to the local economic development. Hence it can be stated that
the identified rural areas have a wide range of opportunities to be profiled as tourist destinations among tourists and travellers.

Furthermore, it was found out that the selected villages have core elements for developing a small-scale rural tourism. They all:
possess attractions and accommodation in a rural environment, provide a personalized contact, allow practicing activities in a
traditional way in a direct contact with the nature and offer a “life practising technique” (participating in the life of the local rural
inhabitants). At the same time, the evaluated locations represent a complex pattern of rural environment, economy and tradition,
where the local community has the possibility to use a high share of tourism revenues. Furthermore, the research revealed that
many rural destinations may identify specific rural activity packages (for example, to walk in the nature trails and pick berries,
engage in a cattle breading process and experience a forest therapy, etc.) and design services and promotions. So, if tourism
is supported in the selected rural areas, it may provoke numerous positive impulses particularly in terms of diversifying the local
economy, providing a new source of income for the local farmers, introducing a new form of destination resilience and encoura-
ging some new forms of businesses.”

As of the early 2000s, the Republic of North Macedonia began to develop tourism in rural areas mainly by donor funded projects.
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This urged the need of preparing many essential documents related to rural tourism development on various levels.

In this regard, Macedonia has few strategic documents, such as:

. National Strategy for Tourism 2009-2013,

. National Strategy for Regional Development 2009-2019

. National Strategy for Sustainable Development 2009-2030,
. National Strategy for Tourism 2016-2021 and

. National Strategy for Rural Tourism 2012-2017.

Itis important to emphasize that the National Strategy for Tourism of the Republic of North Macedonia 2009-2013 was revised at
the beginning of 2011 in the direction of more successful implementation. As the main conclusion of the final report of the audit,
it has been established that the key resources for the development of tourism in Republic of North Macedonia are in the diversity
of the cultural, natural and gastronomic heritage as well as the various related environments, colors and sounds that arise from it.

Against the finding of existing, unique resources in the section of Rural Tourism, the report concludes that, in general, there is a
lack of an established Tourist Offer based on tourist products in Rural Tourism as a component.

The recommendation that follows in the audit, in the Rural Tourism section, is the creation of a “Tourism Product in Rural To-
urism”.

The leading objectives that are recommended in that sense as a tourist product in Rural Tourism are:

. Development of authentic accommodation facilities;

. Development of activities related to traditional customs, crafts and gastronomy;
. Development of activities in nature;

. Improving the management of natural resources.

In the Strategy for Sustainable Development of the Republic of Macedonia 2010 - 2030, among the six key areas that directly
compose sustainable development, is rural development including agriculture, forestry and tourism in rural areas.

Such a place of Rural Tourism in this long-term Strategy for the sustainable development of Macedonia shows the strategic
importance and position of Rural Tourism as a branch that should experience a rise in our country.

Aware for the benefits, municipalities develop strategic documents on a local level, like local economic development strategies,
local action plans, annual programs, etc. They also prepare various studies and documents for developing tourism and some
specific tourism forms for the destinations.

In that context, they mainly consider the characteristics to which more attention should be paid, in order to achieve good results.

Human resources: Although by its very nature rural tourism implies the involvement of people from one family, the branch cannot
experience growth without the involvement of professional staff who will provide a quality product. Marketing activities, the for-
mation of the package of services, the formation of pricing policies, the monitoring of trends and the needs of potential guests,
testing and continuous improvement of products imposes a need for highly specialized staff from the areas of marketing and
finance.
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Investments: for the establishment or modernization of the following HoReCa services:

. Accommodation facilities (rooms, apartments, boarding houses, self-service cottages)

. Catering services (cooking and serving food)

. Outdoor accommodation (camping areas, bungalows, motorhomes)

. Combined services — accommodation and catering services

J Establishment of tasting rooms / sales points for direct sale of products

. Rural museums (for the presentation of historical, natural, traditional, educational, agricultural and other customs of the

rural environment)
. Recreational activities

Investments: for the establishment of recreational facilities should be as additional facilities of catering services for accommoda-
tion or for food, i.e. acceptable recreational activities are:

. Sports facilities
. Cycling / hiking / mountaineering equipment
. Facilities for keeping horses, riding area and equipment

. Fish ponds and fishing equipment

. Relaxation facilities (indoor and outdoor) and equipment
. Playgrounds and equipment
. Z0oo and equipment

Investments related to Rural Tourism in North Macedonia, should contribute to the creation of new jobs in rural areas and the
construction / reconstruction of rural houses, restaurants or catering services, must be in harmony with the traditional architec-
ture of a rural area.

Financing opportunities: Of particular importance for the development of Rural Tourism in The Republic of Macedonia is the
instrument of the European Union for pre-accession assistance for Rural Development - IPARD program With this instrument,
the European Union and the budget of Macedonia in a special measure financially support (co-finance) investments in Rural
Tourism:

. Investments for the reconstruction of agricultural facilities economy intended for Rural Tourism, accompanied by recre-
ational facilities;

. Investments for the construction of catering facilities, outdoor accommodation (camps) and recreation facilities;
. Modernization and restoration of old crafts.

The National Program for Rural Development in the section of activities for support of Rural Tourism contains special conditions
for the type of activities that it co-finances:

. Production of brochures, maps, books with historical facts about sites and landmarks and books on traditional landmarks
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and cultural heritage;
. Marking of cultural and natural landmarks in rural areas and rural accommodation;

J Construction of pedestrian and bicycle paths in rural areas.

Quality standards: for Rural Tourism in the Republic of North Macedonia - are prescribed in law, according to the general criteria
of EUROGITES.

Mark of quality, as a national symbol for the categorization of accommodation facilities and catering facilities from Rural Tourism:
SUNFLOWER

B,
iy,

£/ a.,‘s}“

u

Fig. 2. Mark of quality of Rural Tourism in Republic of North Macedonia

Classification 1: One Sunflower — when the object fulfills the minimum technical conditions and the minimum general standards
according to EUROGITES

Classification 2: Two Sunflowers - When the facility, apart from the minimum general standards, fulfills and provides additional
services:

. Has its own property and produces authentic domestic products in the surroundings of the facility (farm, agritourism) or
uses home-grown authentic food from the local population

. There are organized walking tours for tourists and additional activities during the stay

Classification 3: Three Sunflowers - when the object meets all the prescribed standards for Rural Tourism and additionally offers
and fulfills at least two of the unique authentic (conditions):

. Near the building (in the surrounding area) there are authentic surroundings, cultural heritage, eco-parks, national parks

. When the building has its own ethnic museum, wine museum, traditional wine cellar, etc.

Classification 4: Four Sunflowers - When the object fulfills cumulatively one more condition apart from the classification con-
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ditions specified in number three:

. Due to its age and architecture, the accommodation and catering facility has historical significance: (when the facility is
an authentically restored old traditional Macedonian architecture).

9. Conclusion

The concept of rural tourism has a noble cause. It is another kind of sustainable tourism that exploits resources in rural regions,
causes little or no harmful impact, and generates increasing benefits to rural areas in term of rural productivity, employment, con-
servation of the rural environment and culture, local people’s involvement'. The main objective of rural tourism is to open up new
opportunities for the local population, to go beyond their usual role and to be further involved in the service and HoReCa sector.

On the other hand, The concept of sustainability i HoReCa, has grown the idea of environmental stewardship to include social
as well as economic aspects (Delgado-de Miguel, 2019). The principles of sustainability in HoReCa, refer to the environmental,
economic, and socio-cultural aspects of tourism development, and establishing an adequate balance between these three
dimensions. These are the common points in which opportunities for investments and business cooperation between Rural
tourism and HoReCa are sought.

From the analysis, it can be concluded that the HoReCa sector has open opportunities for adjustment, reward and investment
in rural tourism. The gain is mutual, for HoReCa and rural tourism/ population. In this way, rural population can go beyond
their usual role and to be further involved in the service sector. With that, the income of the rural population is not exclusively
derived from the primary economy sector. The rural population remains in the region; sustainable and multifunctional rural areas
are created; rural tourism is connected with Sustainability; local agricultural products and food are ofered like gastronomic and
cultural traditions; new jobs are created; new opportunities and perspectives are given to rural human resources and, overall,
sustainable economic growth is generated.

Sustainable tourism must ensure viable long-term economic activities that provide well-distributed socio-economic benefits to
all stakeholders, including stable employment and income-earning opportunities and social services for host communities, and
that contribute to poverty reduction.

Prospects for the development of “rural tourism”, with all diferent tipes and forms, as a small tourism business in Horeca sector
are atractive last few years. Capabilities and conditions for the development of rural tourism are examined as a fast-emerging
sector of small entrepreneurship.

Recently, local selfgovernments, individual institutions and entrepreneurs, in Republic of North Macedonia, have shown some
increased interest in development and promotion of the activity. Apart from various prerequisites, development, education, finan-
ces and promotion in particular, it is necessary to cooperate on all levels. It is necessary to stimulate cooperation between all
institutions in charge (national administration, regional and local self-governments, tourist boards, regional developmental agen-
cies, scientific and expert institutions, professional associations) in order to pursue the mutual goal of developing rural tourism
and creating national program (strategy) for development of rural areas in cooperation with HoReCa.
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O aypoTiK6G ToupIoHAGS WG Wia TTOAAG uToaydpevn Taon atn Biopnxavia HoReCa - Marija Kovacheska

Marija Kovacheska
ZUMoyog ZuuBouiwy Ztadiodpopiag ASK — Makedovia
Zivoyn

ZKOTT6¢ Tou ApBpou €ival va TTapouciacel TIG duvartétnTeS Kal TIG TACEIG AVATITUENG TOU aypoTIKOU ToupiauoU, e 6Aa Ta
ONMAvTIKA XOpaKTNPIaTIKA, CUPTTEPIAQUBavOUEVWY Twv duvaToTATWY Xpnuatoddtnong. MNa 1o Adyo auto, 1o apbpo TTapouaIalel
6Aoug Toug BIAPOPETIKOUG TUTTOUG KOl JOPPES AyPOTIKOU TOUPITOU, TIG DIAPOPES dPaaTNPIOTNTEC WG EAKUCTIKEG EUKQIPIES, TOV
aypoTtikd ToupIoud TPOPIHWY a€ HIKPA aypoTIKA VOIKOKUPIA Kal T Siapovh o€ TTapadoaiakd TOTTIKA aTTiTid, w¢ TedkAnGn yia
ouvepyaaia e Tov Topéa HoReCa .

O1 véeg emIXeEIPNUATIKEG BPACTNPIOTNTEG GTOV AYPOTIKO TOUPIGHO, TOVWVOUV TN gUvepyacia WeTacl TnG yewpyiag Kal dAwv
TOpéWV, OTTWG 0 TOUPIOHABE, N GIAoLEvia, n extraideuon, n xelpotexvia,o Touéag HoReCa k.ATT.

To GpBpo Tapouaialel GUVOTITIKA TIG IBIQITEPOTNTEG TOU AYPOTIKOU ToupIgoU aTn Anuokpartia Tng Bopeiag Makedoviag, pia
Xwpa pe TAoUaIo amdBepa auBevTIKwY, TTONTIOTIKWY, QUOIKWY Kal TTapadooiakwy TTOPWY Kal TTPOIGVTWY TToU, GUHQWVA g
v Taykbdopia Tdon Twv TEAEUTAIWY DEKOETIWV OTOV AYPOTIKG TOUPITUS, TIPOCPEPOUV EUKAIPIES YIO TV avATITUEN auToU Tou
kA@dou. Tautdypova, n povadikdTnTa TG TTPOCEYYIONG TwV TTAPASOCIAKWY TTPOIGVTWY GTou¢ Aaols pag gival évag KaAdg
AGyog yia T dnuioupyia evdg GUYKEKPILEVOU Kall eviaiou povTéAou Kal avtiAnyng yia Tnv avamTuén Tou AypoTtikoU ToupiopoU
oTn Makedovia.

El turismo rural como una tendencia prometedora en la industria HoReCa - Marija Kovacheska

Asociacion de Consejeros de Carrera ASK - Macedonia

El propésito de este articulo es presentar las posibilidades y tendencias de desarrollo del turismo rural, con todas sus caracteri-
sticas importantes, incluyendo las posibilidades de financiamiento. Con este fin, el articulo presenta los diferentes tipos y formas
de turismo rural, las diversas actividades como oportunidades atractivas, el turismo gastronoémico rural en pequefas viviendas
rurales y el alojamiento en casas locales tradicionales, como un desafio para la cooperacion con el sector HoReCa.

Las nuevas actividades comerciales en el turismo rural estimulan la colaboracion entre la agricultura y otros sectores, incluyen-
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do el turismo, la hospitalidad, la educacion, la artesania, HoReCa, etc.

El articulo muestra brevemente las caracteristicas especificas del turismo rural en la Republica de Macedonia del Norte, un
pais con una rica oferta de recursos y productos auténticos, culturales, naturales y tradicionales que, segun la tendencia global
de las Ultimas décadas en el turismo rural, ofrecen oportunidades serias para el desarrollo de esta rama. Al mismo tiempo, la
singularidad del enfoque hacia los productos tradicionales entre nuestra gente es una buena razén para crear un modelo y
concepto especifico y unificado para el desarrollo del turismo rural en Macedonia.

HoReCa endustrisinde gelecek vaat eden bir trend olarak kirsal turizm - Marija Kovacheska
Association of Career Counselors ASK — Makedonya
Ozet

Makalenin amaci, kirsal turizmin olanaklarini ve gelisme egilimlerini, finansman olanaklari da dahil olmak tzere tim onemli
dzellikleriyle birlikte sunmaktir. Bu nedenle makale, kirsal turizmin tim farkli tlirlerini ve bigimlerini, ¢ekici firsatlar olarak cesitli
faaliyetleri, kliglk kirsal hanelerde kirsal gida turizmini ve geleneksel yerel evlerde konaklamaylr HoReCa sektori ile is birligi
konusunda bir micadele alani olarak sunmaktadir.

Kirsal turizmdeki yeni is faaliyetleri; turizm, konaklama, egitim, el sanatlari, HoReCa vb. kapsayan sektorler ile turizm arasindaki
is birligini tegvik etmektedir.

Makale, kirsal turizmde son on yillardaki kiresel egilime gore kirsal turizm alaninin gelismesi konusunda ciddi olanaklar saglay-
an otantik, kultirel, dogal ve geleneksel kaynaklara ve Uriinlere sahip zengin bir Ulke olan Kuzey Makedonya Cumhuriyeti’ndeki
kirsal turizmin Ozelliklerini kisaca gostermektedir. Ayni zamanda, halkimiz arasinda geleneksel Urinlere yaklagimin essizligi,
Makedonya'da Kirsal Turizmin gelismesi igin belirli ve bitincul bir model ile konsept olusturmak igin iyi bir nedendir.

Green Competences in HoReCa Sector — Aleksandra Scibich-Kopiec, Aleksandra Marcinkowska
dr Aleksandra Scibich-Kopiec - Fundacja Edukacji Rozwoju i Innowagji

Aleksandra Marcinkowska - EDU SMART Training Centre Limited

Green Competences in HoReCa Sector

Green competencies are environmental knowledge, as well as pro-climate skills and attitudes. Their presence in the HoReCa
industry is not always obvious, but, as we show in the following article, they are very important for hotels, restaurants and cafes.
In the text, we will focus on the presentation of the industry itself, its difficulties resulting from the COVID-19 pandemic, and
finally on the competencies and actions that make it easier to recover from the crisis and improve the profitability of companies.
Through the reading, readers will learn about case studies related to reducing food waste - one of the most important challenges
facing the industry.

HoReCa in Poland in COVID-19 times

The HoReCa sector, which combines both the hotel and catering (Hotel, Restaurant, Catering/Café) industries, employed nearly
290.1 thousand people in Poland in 2020. This is 17.2 thousand less than a year earlier. At the same time, catering employs
more than twice as many people compared to companies providing accommodation services. The Central Statistical Office, in its
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,Labor Statistical Yearbook 2021,” also compares the 2019-2020 enrolment rates, which partly show the scale of the difficulties
the sector faced as a result of the COVID-19 pandemic. The rate in 2019 was 44.2%, and a year later it was already 29.5%.

As Krzysztof Mrowczynski, head of the sector analysis team at the macroeconomic analysis department of Bank PEKAO S.A.,
points out, the hospitality industry is among the sectors of the Polish economy most severely affected by the pandemic. Accor-
ding to the expert, the year 2021 for accommodation companies can be divided into 2 periods. The first - lost by another wave
of illnesses, and the second, in which the situation improved enough that the results were close to those before the crisis. The
situation for restaurateurs was better in this context, as after the first difficult quarter, they quickly supplemented their range of
services with take-out or home delivery sales. This didn’t make the declines go away, but it certainly helped reduce their impact.
In the same study, PMR analysts Justyna Zagérska and Magdalena Filip point out that the pandemic caused the value of the
HoReCa market in Poland to fall by 32% over the course of 2020. On the other hand, a total of several years are needed for a full
recovery - PMR estimates that it will be possible in 2024. Reasons for a long-term recovery include rising energy and commodity
costs, which will reduce consumers’ purchasing power and thus - reduce demand. As the research shows, it’s difficult to forecast
an average annual growth rate of up to 8.3% before the pandemic, as for 59% of respondents to a PMR survey conducted in
November 2021, they plan to reduce spending on HoReCa services due to price increases.

How does it look like in MICE?

The HoReCa sector affects many other branches, but one in particular is the MICE industry (the name is an acronym for the
English words Meetings, Incentives, Congresses (or Conferences) and E - Exhibitions (or Events)), now usually referred to as
the meetings industry. As in HoReCa, the trends measured before the COVID-19 pandemic looked promising, and this was true
for each of the 4 elements that make up MICE. Everything changed with the first wave of the disease - business meetings, which
account for 96% of MICE, were significantly reduced, and the value of the market fell by almost half in 2020 .

Are green competences necessary in HoReCa sector?

To be able to answer this question, let’s try to define green competencies, which are also called pro-environmental. In short, they
are composed of three basic elements: green knowledge, as well as pro-environmental skills and attitudes. At the same time,
it should be taken into account that, regardless of the industry, both customers and companies and employees are involved in
building climate-friendly solutions, and the very formation of ecosystem-friendly attitudes happens as a result of their interaction.
Thus, for example, customers with changes in their purchasing habits influence companies and the services they provide or
the products they manufacture. And companies, just by offering greener solutions, can form the behaviour of consumers and
employees. Employees, in turn, by emphasizing the synergy of career development and green competencies, have a chance to
influence their employers. Thus, pro-environmental skills can be shaped from outside, as well as from inside the organization.

Zawodowcy.org website lists two categories of green competencies:

. social - creative thinking, ethical conduct, ability to manage in an environmental crisis
. technical - economical use of energy, as well as equipment and machinery, or knowledge of proper waste segregation .

In turn, the ,European Framework of Competencies for Sustainable Development” proposes a division of competencies due
to four areas. The first, the realization of the values of sustainable development, includes: the ability to reflect on the value of
sustainable development, support integrity and promote nature. The competencies of systems thinking, critical thinking and also
problem formulation make up the realm of accepting the complex nature of sustainability. In the realm of visualizing a sustainable
future, the authors of the document detail the ability to think about the future, the ability to adapt in the face of uncertainty, ambi-
guity and risk, as well as exploratory thinking to explore and combine different disciplines and use creativity and experiment with
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innovative ideas. The last area is action for sustainable development, and it includes political agility, i.e., efficiently navigating the
political, lobbying for effective political action in favour of the environment, and holding accountable actions that are inconsistent
with pro-environmental goals. It also includes the ability to cooperate with others and to take one’s own initiatives and the ability

to assess one’s own potential.

4 obszary kompetencji w GreenComp

The era of eco-consumers is upon us

In light of these definitions, can we talk about green competence in the HoReCa industry? Definitely yes. What's more, customer
attitudes will increasingly force green measures on companies in the sector. To a greater extent, the expectations will apply to
restaurants and cafes, due to their sheer share of the industry, although hotels too can make their contribution to taking care of

the ecosystem.
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Admif’reo”y, the pondemic also resulted in tfemporary chonges in consumer behaviour and femporori|y slowed
down the growfh of environmental awareness and customers’ expectations for pro-environmenfo| action by com-
panies, but all indications are that the trend will be back on track. This is shown, among other ‘rhings, by Euro-
monitor’'s “Top Consumer Trends 2021" study, according to which, globally, 60% of consumers say they want to
reduce their plastic consumption. In turn, according to analysis by IPSOS back in 2019, 69% of people consider
their environmental impact when choosing producfs and services'.

From studies conducted in Poland, we oo|o|i‘riono||y learn that there is a correlation between age and pro-envi-
ronmental attitudes. Representatives of the so-called Generation X (born between 1965 and 1979) and millenials
(1980-1996) are more |i|<e|y than younger peop|e to associate climate action with a conscious attitude rather
than a tfemporary trend. Millenials also have a point in common with the fo||owing generation Z - Jrhey are able
to pay up to 30% more for a product if it is more environmentally frieno”yu.

11 https://przemyslprzyszloscigov.pl/sposoby-na-neutralnosc-klimatyczna-czyli-o-co-chodzi-w-zielonym-ladzie/
12 https://ceo.com.pl/papierowy-zapal-trendy-pro-eko-a-polski-rynek-opakowan-35445
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Green competences in HoReCa sector in practice

Let's take a look at what HoReCa businesses can do - starting with the first part of the name, hotels.

Pro-environmental competences in hotels

The competencies needed in hotels have been looked at in detail by the international partnership Next Tourism
Generation Alliance (NTG), whose initiatives are currently being developed within the PANTOUR project. First
and foremost, the consortium details a list of actions that hotels can take, including energy-saving policies for em-
pioyees and guests, thermo- and wo’rerprooiing of the buiiding, wosi'iing towels oniy on request for those staying
longer, using natural cosmetics, using recycled paper, using biodegradable cleaning substances.

As NTG notes, some of the practices can be impiemenfed by enfrepreneurs without much hassle, as ’rhey do not
require ongoing human involvement. He lists in this category the use of energy—eﬁ(icien‘r 0pp|ionces, the installa-
tion of solar pone|s, as well as the use of motion sensors to save e|ec‘rrici‘ry and water. Of course, these require a
pro—environmeniqi Qpprooch by iociii’ry owners and a |ong—ferm strategy for the environment.

The second category needs peop|e with green competence, their constant effort, proactivity and wi||ingness fo
acquire (and updo’re) knowiedge. Here one can cite segregating or composting waste, raising the level of re-
source ufilization, impiemen’ring and compiying with the iociii‘ry's poiicies in areas related to energy eiiiciency,
but also caring for biodiversiiy or promoting environmenio”y irieno”y activities and producis. For such solutions
to become a reo|i’ry, emp|oyees must be aware of climate issues and related cho”engesi?

Pro-environmental competences in gastronomy companies

In the case of restaurants and other food service companies, we can also odop’r a criterion for dividing green

13 Ibidem.
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activities by the need to involve emp|oyees in them. Thus, the first group will undoubfed|y include most activities

related to energy consumption. This is because the proactive attitudes of employees do not require the use of
energy-saving equipment. In this regard, eTakeawayMax, the creators of the online ordering system, proposes to'*
conduct an energy audit and imp|emen’ring further chonges - from HVAC to |igh‘ring, but also regu|or equipment
inspections. Another exomp|e of measures in this group, as with hotels, is investing in renewable energy and using
motion sensors, especio”y in toilets, o|fhough occupancy sensors in freezers will also be valuable from this cmg|e.

In addition to saving energy, it's also a good idea to think about reducing water consumption. However, this time
the smaller part of the action o|reoc|y lies with the emp|oyer - the need to involve emp|oyees. This is especio”y
important in the context of reports of o|rin|<ing water shor’rages - occording to the International Resource Panel
(IRP) report, titled, “The Water Shortage. “‘Policy Options for Decoupling Economic Growth from Water Use and
Water Pollution,” demand for water will exceed supply by 40% as early as 2030. Restaurants can minimize water
use by overhou|ing facilities or flow restrictors, but also by mobi|izing emp|oyees to turn off the tap whenever
possib|e - whether Woshing dishes or soaping handsk.

The next category of activities relates to everydoy fhings in restaurants, and its imp|emen’ro‘rion rests primori|y
with the entrepreneur and management. First - room decor and decorations should not be disposob|e. It's worth
using them repeo’reo”y and reoching for second-hand items in search of new ideas. Fabric nopkins can also be
used many times, and if customers are not convinced by them, napkins made from 100% recycled paper can be
a solution. Non-toxic and biodegrodob|e c|eoning produds should also be used.

A separate area is pockoging - in their case it is difficult to find a go|c|en mean. Paper ones are not suitable for
all foods, while p|os‘ric ones, which end up in the trash after one use, are not a good solution either. However, the
pockoging indusfry is affected not on|y by consumer behavior, but also by law. Customer demands are somewhat
supported by regulations, which determine what percentage of packaging should be reused. However, as Maciej
Ncﬂ@cz, sector omct|ys* at Santander Bank Polska, points outf, consumer expectations may outpace regu|o+ory
chonges - for these chonges to occur, Poles need to translate their pro-environmen+o| declarations to a greater
extent into everydoy consumer choices. Companies that recognize this earlier can build a stronger position in this
ropio||y growing market in the near future” A benchmark for solutions in the Vistula could be the Czech Repubhc,
where the rate of reuse of pockoging mass reaches 71% (in Poland it is 56%), and more often paper is rep|oceo|
by p|osfic.

In the context of packaging, it is certainly worth training employees to be more economical in their use of pack-
aging, and e.g. not to pock fhings that are not needed, such as p|osfic cuHery - it is better to ask the customer
whether he needs it. The issue of packaging is by no means trivial - according to a Rebel Tang report on the
delivery market', the food delivery market in Poland is already worth PLN 9 billion. Interestingly, most orders
are p|oceo| by phone, and this allows the contents of a bog of meals to be tailored to individual consumer prefer—
ences. Another important link between the HoReCa and pockoging industries is the diet catering market, worth
up to PLN 2.5 billion”. According to estimates from SuperMenu, there are already more than 850 companies
preparing boxed diets on the Vistula, making about 50 million deliveries a year.

14 hffps://www,efclkeowoymox.co.uk/simp|e—woys»fo»become—o—green—resfouronf/
15 Ibidem.
16 https://www.horecatrends.pl/delivery/117/rynek _dowozow _jedzenia_w_polsce _jest _wart_juz_ok_9_mld_zl_raport, 10866 html
17 https://www.horecanet.pl/rynek-cateringow-dietetycznych-wart-ponad-25-mld-zI/
180 | Page
STOWKHTYSTENIE WA RIECD ®
q EdiTC i mranasmas Ev‘m ol 1 R . o humano
C | EVA IMPULSI ipohumano
L Eq_lm::.‘_ Samerimpex




H @ R ECA Co-funded by
4VET the European Union

Wasting food in HoReCa sector

Among the most important competencies that foodservice companies should deve|op are those related to food
management. Aleksander Buczacki and Bartlomiej Gladysz of the Warsaw University of Technology and Erika
Palmer of the SINTEF Research Institute in Trondheim, Norway, point out’® that it is in the HoReCa industry that
a significomL portion of food waste is generofed - in the United States and the European Union, 7 to 12% of food
is wasted even before it is served to guests. In the hospifoh‘ry indus’rry, an average of 20% of meals are wasted.
In turn, the measures taken to prevent this situation are ero—pronged: Jrhey are carried out by companies on the
one hand and governments on the other. Also important is the impact of customers and societies.

Typico| sources of food waste are oversized portions, inﬂexibihfy in managing the chain of facilities, too much
choice on the menu, and meals served by mistake or late. The s’rudy's authors look at the micro scale, ie, the
level of the individual enterprise, and divide waste into three groups: pre—kifchen (genero’red during storage be-
fore meal preparation), kitchen (during preparation) and post-kitchen (after preparation). The first two largely
depend on the company and its suppliers, while the third is primarily the responsibility of consumers.

Researchers cite gooo| practices food service companies undertake to reduce waste - these include conﬁnuo”y
revising dishes on menus, reducing cooking for stock, donating to charities or employees, offering smaller portions
on menus, and conducfing morkefing campaigns that address food waste. It is also worth reviewing and improv-
ing inventory and purchosing practices, and deve|oping ways to use leftovers.

Lean management and the fighf with waste of food

Restaurateurs can come to the aid of lean management, a business management concept derived from the prin-
ciples and tools used in the Toyota Production System. In the article ‘Lean Management Approach to Reduce
Waste in HoReCa Food Services,” Bartlomiej Gladysz, Alexander Buczacki and Cecilia Haskins consider three
categories of lean management tools:

- idenﬂ{ying and ono|ysing waste,

- imp|emenf0’rion of improvements,

- process monitoring.
In doing SO, +hey emphosize that a ’rru|y lean organization does not focus on one-time use of tools, but strives

18 Sustainability 2021, 13(10), 5510; https://doi.org/10.3390/s5u13105510
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for continuous improvement, through which it can continually improve its performance. In “The Business Case for
Reducing Food Loss and Waste: Restaurants,” developed after surveying 114 restaurants, we read that there are
five basic actions to reduce waste, i.e.:

1. Measurement. A waste inventory makes it possib|e to determine how much waste there is and at exocHy
what times it arises. [t makes it easier for managers to prioritize and monitor progress.

2. Emp|oyee involvement. Kitchen and room service emp|oyees often want to get involved in waste reduc-
tion initiatives themselves, but need clear guidonce from managers and business owners.

3. Reducing overproduction. Some foodservice companies tend to overproduce more than others. This is
especio||y true for those businesses that prepare food in batches instead of cooking to order so that it
is always available. Changing the method of doing business can go a long way toward minimizing the
waste prob|em.

4. Cngnging purcnosing practices. Restaurants that want fo generate less waste need to take a fresh (and
critical) look at their purchosing and inventory practices.

5. Ufi|izing excess food. It's impossib|e to predici everyining 100% of the time, especio”y in terms of con-
sumer behaviour, so it's useful to have in reserve alternative ways to scn[e|y utilize remaining food and
generate profi’rs.

In their work, G|odysz, Buczacki and Haskins prepored and ono|ysed 3 case studies from Poland: a café, a ca-
tfering company and an inn, which (with the ne|p of independeni consultant-researchers) have imp|emenfed lean
management techniques in their company. Let’s take a look at them one by one®.

In addition to food and drinks, the café in the co||ege town offered to spend time with board games, and it
was the fans of unp|ugged games who were their main target group. Most visitors came to the establishment
on weekends and in the evenings, and this uneven distribution of traffic resulted in food waste, weekend over-
load for emp|oyees, and on the other hand, an inobi|i’ry to manage their time on weekdoysi Low margins and
orgonizo‘riono| prob|ems, related to communication, among other rnings, were also identified among the chal-
lenges - the researcher’s interviews showed a difference in the perception of the situation between employees
and management. |n addition, poor organization of food preparation workstations was noted. Available work
instructions were few and outdated. Waiting times for even simp|e produc‘rs (like a sandwich) sometimes exceed-
ed 20 minutes. The consultant’s proposed solution included: redesigning the |oyour to reduce waiting fime and
serving hot meals, imp|emen‘ring visual management and standardization, creating a training program for em-
ployees. Monitoring progress was made possible through weekly operational meetings and a Kanban board for
project management, which divided processes into 6 stages - from “overdue” to ‘completed.” For food elimination
ifse|1(, the 55 recnnique was used, whose name comes from the Joponese words seiri (se|ecrion/sorring), seiton
(systematics), seiso (cleaning), seiketsu (standardization) and shitsuke (self-improvement/self-discipline). Thus,
the cafe was able to reclaim 30% of the space, assign utensils to stations, establish c|eoning schedules, introduce
standardized procedures, as well as health and sgicery and c|eoning training. As a result, the waifing time for food

was signiiiconﬂy reduced, as well as that needed to prepare the café before opening. In turn, the food inventory
in the kitchen dropped by 40-65%.

The second case siudy relates to a catering company that does catering and food preparation for restaurants
on trains and cannot comp|e‘re|y separate the two processes. The expert ono|ysed waste, as well as overload
and irregu|oriry issues. As a result of the work, process lines were redesigned so that the flow of raw morerio|s,
semi-finished products and finished products is carried out in one direction. In addition, the shortest possible
process tfimes were worked out to reduce lead times, and cross produc’r routes were eliminated to reduce spoi|—
age of fresh food. Visual rechniques were also used - ie. tools, utensils, pockoging and work clothes were sorted
occording to colours to indicate what type of food ’rhey were intended for. As a result, food waste was reduced
ihrougn a transparent inventory management system. Process en(iciency increased by 12%.

19 https://repo.pw.edu.pl/docstore/download/@WUT31f067ef6f6a458185c106faab6c0af14/W UTe0524ef041694c328a93c9fdd87c12cd.
pdf%20lean%20managemen
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A small inn with just 12 emp|oyees is the third case sfudy in the researchers” work. The company wanted to
increase eﬁ(iciency and improve the stability of its operations with Hucfuo’ring demand resulting from two core
areas of activity - serving meals to travellers and hosfing specio| events. As a result of the waste 0no|ysis, a
chonge team was established and its leader became co-owner of the company. Subsequenﬂy, the 55 Jrechnique
was irnp|emen’reo| in both the kitchen and the dining room, order processing and inventory s‘rocking were stream-
lined, and emp|oyees were engoged to ideniify prob|ems and make small improvements immediofe|y. The result?

Greater profiiobihiy for the company and less accumulation of ingredien’rs, as well as semi-finished producfsi

The survey shows that companies providing food services, can benefit from ‘lean” management, even if it is first
associated with process improvement in the industrial sector.

Hotels with green competences

In this section, we will look at hotels that use green competence on a doi|y basis. The first exomp|e is Zokopone's
Nosalowy Dwoér resort. The four accommodations use energy-saving light bulbs, as well as aerators in faucets
and showerheads, in an effort to save e|ec‘rrici‘ry and water. However, Noso|owy Dwor also pursues an eco-ap-
prooch in the kitchen, focusing on preparing meals based on seosono”y available producis from local crops. The
company has given up offering plastic straws or plates®.

An interesting example is also the ltalian hotel Conca Park, which has reduced waste as much as possible - the
foci|ify recyc|es 95% of it again. It does not use disposob|e pockoging, and uses on|y refillable g|oss containers
and dispensers. Glass bottles that can no |onger be used for their erpico| purpose, becoming raw material in the
produc‘rion of poo| water filters. |ngreo|ienJrs for meals are produc‘rs from the hotel's allotment, and all leftovers
are compos’red. The owners have taken care of rainwater retention and use it to irrigate the greenery. Lign’ring
has timers, and the air condi‘rioning stops Wor|<ing as soon as sensors detect that doors or windows are closed?.

The Slovenian hotel Ribno has coopero’red with a national zero waste organization called Eco|ogis’rs Without
Borders. Thanks to the measures taken to reduce and segregate waste, a 92 percent selective waste collection
rate has been achieved. This is the first hotel of its kind in Slovenia. The facility has contributed to Slovenia’s
tourism strategy with its own initiative. The owner, Ribno Matija Bla¥i¢, stresses that this measure is especially
important for the local community of Bled, which is such a popu|or tourist destination that visitors are responsib|e
for 70% of the waste generated there?”.

The lon Adventure Hotel of Iceland emphasizes regional cuisine, wildlife and thermal pools. But what makes it
pro—environmen+o| is also the producfs used to build it. Recyc|ed materials were used to build the hotel, inc|uo|ing
used tires, driftwood and even lcelandic wool. Bedding is organic, and water-saving systems are used in rooms
and pools?.

Restaurants and cafes that do not waste

Closed product cycle is used by small Isla Coffee in Berlin?. This means that leftover food from one dish be-
comes the basis for preparing another. For example, leftover milk foamed for cappuccino becomes the base for a
cheesecake. The bottom of a cake, on the other hand, is |orge|y prepored from leftover bread used in sandwiches.
As Peter Duran, the café’s owner, exp|oins, the c|oseo|-|oop economy is used for more than just meals. Tnus, fur-
niture was created from recyc|eo| wood, and p|o’res from compressed coffee grounds mixed with wood fiber. The
savings so far have allowed two additional peop|e to be emp|oyec|.

20 https://www.propertynews. pl/hotele/wypoczynek-jak-najbardziej-zero-waste, 74466 html

21 https://www.northstarmeetingsgroup.com/Planning-Tips-and-Trends/Sustainability/Zero-Waste-Hotels-Eco-Friendly-Sustainability
29 hffps://zerowclsfeeurope.eu/press—re|eose/firsf—s|ovenic|n—hofe|—on-’rhe-zero»wosfe—pofn»ho’re|»ribno/

23 hffps://ﬂ'iepoinfsguy.co.uk/guide/besf»susfoinob|e-hofe|s—in—europe/

24 https://blogbidfood pl/zero-waste-w-gastronomii-najciekawsze-przyklady-ze-swiata/
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London, on the other nond, has a zero-waste restaurant called Silo. To avoid producing gorboge, the restaurant
sources produc’rs without pockoging, and the leftovers end up as compost - about 60 ki|ogroms of it are pro-
duced per doy. Sirni|crr|y, as in the case of the Berlin cafe, at Silo the furniture was created from waste, and the
pillows are coated with recycled materials. Bread, on the other hand, baked on site from flour created at Silo’s
mill, is served on dishes that were created by reusing p|os’ric bogs%‘

In the center of Helsinki you can hit the Nolla restaurant, whose name comes from the Finnish word for “zero.”
It is one of the first restaurants of its kind in northern Europe. All produc’rs at Nolla come from local farmers,
fishermen and producers. The restaurant’s owners - Portuguese Carlos Henriques, Serbian Luka Balac and
Sponiord Albert Franch Sunyer - focus on sedsonohry. Tney close the |oop with a compost pi|e, which is created
from leftovers and given fo the restaurant’s supp|iers fo use fo grow crops. As those running Nolla point out, fhey
took a holistic approach to their waste reduction work, considering energy conservation, packaging, as well as
emp|oyee c|o’rhing.

Blazhka Dimitrova has a zero-waste restaurant in Sofia, the capital city of Bulgaria. As she explains®, since she
and her team were introduced to the zero-waste phi|osopny, fhey decided to rethink the way their kitchen works.
Tney contacted supp|iers who were able to bring in produc’rs without unnecessary pockoging, and begon shop—
ping with their own bogs and containers. The company is guided by 5 princip|es:

Give up what is unnecessary,
Limit consumption,

Choose reusable items,
Segregate waste,

Compost.

uhwN e

Dimitrova notes that there are next steps in her restaurant’s p|ons, such as an in-house gorden, o||owing the cyc|e
to be more fu||y closed, and re|ying on in-house producfion fertilized with compost.

Part of the pni|osophy we follow is to use the whole producf. There are many exomp|es around the world where
chefs are preparing gourmet dishes even from vegefob|e pee|s. We, for exomp|e, make cnips from potato and
zucchini pee|s. Or, if we bough’r a |<:1rger amount of producf that we didn't manage fo use during the doy, the
next day we infroduce it into a new, creative dish,” Dimitrova explains.

25 Ibidem.
26 https://bnrbg/en/post/101129285/first-zero-waste-restaurant-opens-in-sofia
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Advantages of changes in HoReCa sector

Pro-environmental chonges in noie|s, restaurants or other companies in the sector, first of o||, reduce the cost
of doing business. This is due to lower consumption of e|ecfricify, neof, water, less waste - in this case, the price
reduction is twofold: on the one hand, one buys less and more sensibly, which is cheaper than over-purchasing,
and on the other hand, the price of waste disposo| is also lower (o|‘rhougn still dependeni on local and national
regu|ofions).

The second benefit for businesses with green cnonges is greater freedom in chorging for services. As we have
o|reody mentioned, younger generations of consumers, in por‘ricu|or, are able to pay more for an oifering that
has been deve|opeo| with care for the environment.

|mp|emen‘ring pro-environmen‘ro| elements of o|oing business also means opening up to new audiences, who make
their support for a por‘ricu|0r service contingent on its environmental impact - the smaller it is, the more Wi||ing
they are to use it.

In addition, companies that stand out in terms of the environmental friendliness of the solutions fhey use can
count on easier marketing, since some of the tasks in this area are done for them by customers, who will naturally
become spokesmen for the company?’.

A balanced opproocn across the board, and therefore also opp|ies fo emp|oyees, can increase their |oyo|iy to the
company, minimize turnover and costs resu|’ring from bringing new peop|e on board. Besides, setting clear rules
and fo||owing them will make it easier to hire people who recognize just this set of rules as important in their lives.

How to acquire green competences?

Let's now turn to the issue of acquiring green competence. Zawodowcy.org website suggests three ways: courses
and fraining, assessing emp|oyee attitudes and behaviour, and invo|ving emp|oyees in the company’s environ-
mental initiatives®. Emp|oyers and managers should remember to take care of communication with their teams
so that all employees have a good understanding of the reasons for and consequences of change

Those who want to deve|op on their own, on the other hand, can take the gpproocn proposeci by Airswift?.

27 hffps://www,efokeowoymoxico,u|</simp|e—woys—fo—become—o—green—resfouronf/
28 hifps://zowoclowcy.org/okfu0|nosci/zie|one—kornpefencje/
29 https://www.airswift.com/blog/green-skills
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It involves first deve|oping soft skills that go hand in hand with green, by joining a community centred around
sustainability topics. This will help not only to get involved in the movement itself, but also to network with other
peop|e with similar interests. Just gefting involved in this way will he|p improve communication or teamwork skills.
An additional benefit is increased sensitivity about some, especio”y less obvious, issues. Airswift cites information
from the LinkedIn platform, according to which “green” employees have 2-3 times more contacts in their profes-

sional networks, and this translates into better career opportunities.

32.Smart greenhouse as a place for initial and vocational
education - Ewa Witkowska

Ewa Witkowska - EVACO Spoétka z ograniczong odpowiedzialnoscig, Poland

External conditions for the implementation of effective agriculture in Europe and in
the world

The United Nations data from 2019 indicate that by 2050 the world population will be between 8.9 billion and
10.5 billion. Considering the fact that we have o|reoo|y exceeded the indicator of 8 billion peop|e, the forecast of

exceeding 10 billion people on Earth in 2050 seems more likely in retrospect.

Prognozowana populacjaswiata w latach 2020-2050
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Figure 1 Forecasted world population in 2020-2050

Source: own study based on research (UN 2019)

The consequence of the increase in the world's population is the need to ensure the growing supply of food. At

the same time, the European Union imp|emen+s a po|icy of sustainable deve|opmen‘r, errong|y Jroking environ-

30UN (2019) World Population Prospects 2019, Online Edition. Rev. 1. Downloaded on April 25, 2022 https://population.un.org/wpp/
Download/Standard/Population/
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mental factors for ogricu|+uro| producfion into account. As a resu|‘r, a clean environment, biodiversify and the

profection of natural resources are a priority for the ogricu|furo| po|icy of this and subsequen’r decades. The
juxtaposition of both trends - the increasing number of peop|e in the world, ctﬁtec’ring the increased demand for
food with the po|icy of care for the environment and natural resources - is a huge cho”enge faced by modern
ogricuHure, as well as vocational education in this area. Techno|ogico| solutions related to Industry 40 are a kind

of support for this situation.

Agriculture and Industry 4.0.

Industry 4.0 is a concept that assumes the infegration of modern information fechno|ogies and the automation
of industrial production. As part of this concept, agriculture uses tools and solutions characteristic for Industry
4.0, such as industrial robo*s, artificial irﬁe”igence, or a combination of various Jrechno|ogies using the Internet of
Things (loT). This allows precision farming to operate more efficiently, increasing production efficiency and low-
ering costs. Automation of ogricu|+uro| production, the use of horvesﬂng robots, or the use of artificial in+e||igence
to analyze data from sensors are just some examples of the use of Industry 4.0 technology in precision Forming.

Thanks to this, the precision of producﬁon increases, which leads to an improvement in the quo|i+y of produc’rs,

An important role in the automation of production is played by the Internet of Things (loT) technology, which
enables communication and data exchonge between devices that are connected to each other in a network. As
part of ogricuHure, the use of loT allows us to collect data from many different sources, such as soil moisture
sensors, weather sensors, as well as animal and ogricu|furo| mochinery movement sensors. The data can then be
ono|yseo| and used to make more accurate decisions, for exomp|e, in the field of irrigation of fields or p|orming
animal foroging. In this way, loT he||os to increase the efficiency of ogricu|fur0| proc|uc’rion and improve the quo|—
ity and quantity of crops, ds well as minimize the negative impact of producﬁon on the natural environment. In

the case of greenhouse crops, it is possib|e tfo manage mu|ﬁ|o|e facilities,

The Internet of Things (loT) is developing rapidly due to the wide spread of wireless networks and cloud tech-
no|ogies, cheoper processors and sensors, and the deve|opmenf of energy-saving data transfer Jrechno|ogies. The
imp|emen+o’rion of Internet Jrechno|ogies in various areas of human life requires a new opprooch to IT education

regarding the use of loT in education.

The loT indusfry is one of the main g|obo| trends that determines the demand for specio|isfs in the fo||owing
areas:

- Production engineering in the field of information collection and processing;

- Data transfer fechno|ogy;

- Creating the obi|ify of devices to make decisions and imp|emenf them;

- Designing and constructing intelligent devices®!

Knowing the above conditions, it can be noticed how much the ogricu|furo| indusfry has chonged over the last

31 Nakonechnyl A.: Internet of Things and Modern Technologies. Bulletin of the National University Lviv Polytechnic. Automatics, measurement
and control. 852(2016), 3-9.
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few decades. Even in the 1980s, ogricu|iure was based on fraditional meinods, such as manual field and breed-

ing work, as well as the use of simp|e ogricu|’ruro| equipment. The opproocn fo ogricu|’ruro| |oroo|uc’rion has also
cbongeci. In the past, ogricu|iure focused primoriiy on producing |orge amounts of food, often at the expense of
quoiify and ecoiogy. Nowooioys, ogricuifure focuses on sustainable |oroo|uc’rion, which takes economic, social and
environmental aspects into account. Farmers try to increase the quo|iiy and value of their producis, as well as
minimize the negative impact of produc‘rion on the natural environment. A modern farmer must not on|y have

|<now|ec|ge of |o|on’r cultivation and animal busbondry,

Precision iorming is a set of innovative iecbno|ogies used in ogricu|’rure and animal breeding, which aim to
increase the efficiency and precision of agricultural production. These include, among others, smart farming,
which includes the use of GPS monitoring and navigation, drones and robots, and next-generation agricultural
equipment. In addition, precision iorming uses smart |ogisiics, pockoging, blockchain, big data and the Internet
of Tnings ieci'ino|ogies. All these iecbno|ogies allow for more efficient management of resources and increase the
quality and quantity of crops produced, as well as protect the environment and improve the quality of life of ani-
mals. Precision iorming also uses energy-saving fecnnoiogies, which allow to reduce the consumption of e|ec’rrici’ry
and fossil fuels in the ogricu|iuro| produciion process. Some of the most popu|or iecnno|ogies in this category
include: irrigation systems based on solar energy, pnoiovoHoic installations and the use of biogos for the prociuc—
tion of eiec’rrici’ryi Thanks to this, precision iorming contributes to the protection of the natural environment and
the reduction of greenbouse gas emissions, which is important in the context of g|obo| climate cbo||enges. One of
the areas of interest of modern ogricuHure is greenhouse cultivation, which, due to the possibi|iiy of using modern
precision iorming iecnno|ogies, is becoming an increosing|y efficient form of cultivation. irrigafion systems based
on solar energy, photovoltaic installations and the use of biogas for the production of electricity. Thanks to this,
precision forming contributes to the protection of the natural environment and the reduction of greennouse gas
emissions, which is important in the context of g|obo| climate cbo||enges. One of the areas of interest of modern
ogricu|iure is greennouse cultivation, which, due to the possibi|iiy of using modern precision iorming ’recnnoiogies,
is becoming an increosing|y efficient form of cultivation. irrigation systems based on solar energy, pbo’rovoHoic
installations and the use of biogos for the produciion of eiecfricify. Thanks to this, precision iorming contributes
to the proftection of the natural environment and the reduction of greenbouse gas emissions, which is imporftant
in the context of g|obo| climate cbo||enges. One of the areas of interest of modern ogricu|iure is greennouse cul-
tivation, which, due to the possibiiify of using modern precision iorming ’recbno|ogies, is becoming an increosingi\/
efficient form of cultivation. which is important in the context of g|obo| climate cnoiienges. One of the areas of
interest of modern ogricuHure is greenbouse cultivation, which, due to the possibi|i’ry of using modern precision
iorming iecbno|ogies, is becoming an increosing|y efficient form of cultivation. which is important in the context
of global climate challenges. One of the areas of interest of modern agriculture is greenhouse cultivation, which,
due to the possibiiiiy of using modern precision iorming iecbnoiogies, is becoming an increosingiy efficient form

of cultivation.

188 | Page

STEMERTYSTENIE KA RIEC2 - ®
dPEdITC namins sl EVACE !MF’ULS' FLINDACIOH Lo humano

4 7 edukacjt

merimpex




H @ R ECA Co-funded by
4VET the European Union

Cultivation under cover as an efficient form of plant cultivation

The trend of growing under cover is particularly widespread in regions with unfavorable weather conditions. The
|orges’r greenhouse comp|ex in the world is located in Spain, in the Almeria region. Dry, desert lands, origino”y
unsuitable for cultivation, were fertilized with imported soil, on which greenhouses were planted, served by 18,000

growers who control 78% of the greenhouse market in Spain®.

AHhough cultivation under cover is an opportunity for effective 0gricu|furo| producﬁon in regions with unfavor-
able climatic conditions, the exomp|e of Sponish p|on+oﬁons shows that there is still much to be done in terms
of environmental protection. Growers from Almeria use p|os‘ric greenhouse tunnels, which are not eco|ogico| and
require re|c1five|y frequerﬁ rep|ocemerﬁ or supp|emerﬁ0’rion of the material. A much better, fhough more expen-
sive, solution is to build po|ycorbonofe greenhouses that are durable for many years. In addition, using modern
‘rechno|ogies of cultivation under cover, there is a possibi|ify of more rational use of resources, inc|uo|ing fertilizers
and water. The drip irrigation system enables economical use of water for plant production. The efficiency of
procluc’rion under cover is much higher than field producfion from a similar area. The measure of effectiveness
is the economic size (Standard Output) of a farm, measured in EUR. For one hectare, the economic size of a
farm producing field cucumbers under cover in 2010 amounted to approx. EUR 124,659.80. For comparison, the
economic size of a farm producing field cucumbers on the same area in the field cultivation system was EUR
5,006.56%. A simple calculation shows that the efficiency of production under cover is over 24 times higher than
field cultivation in the case of field cucumbers. Fo||owing this lead, it can be concluded that - using grouno|—
based greenhouse systems for the producﬁon of cucumbers, 24 times less space is needed to achieve the same
production effect. For many areas, cultivation under cover becomes the only effective option, taking info account
climatic factors, terrain and soil fertility. Controlling the conditions in the greenhouse has a positive effect on
producfivify, thanks to which p|cm‘rs grow faster and produce higher yie|c]s than in natural conditions. |mpor+onf|y,
greenhouse producﬂon can take p|oce during an extended growing season, which enables the supp|y of food
produc‘rs Throughou‘r the year. Another benefit of this tfype of produc‘rion is greater control over pofen’rio| threats
from pests and pathogens. In addition, crops under cover are not affected to such an extent by natural disasters

such as droughts, as well as strong winds or precipitation such as hail194194/4194

32 Ogrodinfo.pl (2017) Downloaded on December 27, 2022 https://www.ogrodinfo.pl/szklarnie-tunele-oslony/almeria-nas-wyzywi/
33 Kalkulator SO https://kalkulator-so.pl/
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Figure 2. Benefits of cultivation under cover.

Source: own study using Freepik.com graphics

An element that oo|o|iﬂono||y makes producﬂon under cover inferesting for farmers is the fact that it is possib|e
to influence the conditions in the greenhouse in an increosing|y automated way, as opposed to traditional culti-

vation.

Smart greenhouse - smart technologies

Systems supporting producfion under cover enable not on|y monitoring of conditions in the greenhouse, but also
managing them ‘rhrough systems of sensors and control systems coup|eo| with them. If there is too much sun|ighf
in the greenhouse, and thus - too high temperature - then the modern farmer will remo+e|y activate the system
that opens the windows or covers the surface of the greenhouse walls. Irrigation systems can be activated in a
similar way - remo+e|y, but also based on a fixed schedule or in response to prevoi|ing conditions in the green-
house. This is hoppening now, what about in the future? The systems, created on the basis of access to databas-
es, operatfing in conjunction with artificial infe||igence, will support the cultivation of p|on’r species by oo|jus‘ring
the parameters of tfemperature, hydro‘rion, insolation, or carbon dioxide concentration to achieve ideal growing
conditions, thanks to which the barrier to entry into the inclus’rry will grooluo”y be lower from this perspective.
However, in the case of ogricu|furo| producﬁon, inc|uo|ir1g crops under cover, the obi|ify to optimize and automate
the producﬁon process is becommg more and more important, which is o|reoc|y a cho||enge for peop|e involved
in ogricu|‘ruro| producﬂon. so-called an in‘re||igen+ greenhouse supports a modern form of p|om‘r cultivation, using
advanced Jrecl’mo|ogies and systems to optimize the conditions for |o|on+ growfh and o|eve|opmemL and increase
producﬁon eﬁ(iciency. The smart greenhouse uses, among others: inc|uc|ing cultivation under cover is the obi|i’ry to
optimize and automate the producﬂon process, which is o|reoo|y a cho”enge for peop|e involved in ogricu|‘ruro|

producﬂon. so-called an infe||igen‘r greenhouse supports a modern form of p|onJr cultivation, using advanced
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‘rec|’mo|ogies and systems fo optimize the conditions for p|onf growfh and deve|opmen+ and increase produc‘rion

efficiency. The smart greenhouse uses, among others: including cultivation under cover is the ability to optimize
and automate the produc’rion process, which is 0|reoc|y a cho”enge for peop|e involved in ogricu|’ruro| produc‘rion.
so-called an intelligent greenhouse supports a modern form of plant cultivation, using advanced technologies
and systems to optimize the conditions for p|onf growfh and deve|opmen‘r and increase producﬂon eﬁ(iciency. The
smart greenhouse uses, among others:
1. Moni’roring systems, thanks to which, using sensors, cameras, monitoring
and automatic control systems, environmental parameters such as temperature, humidity, light intensity,
CO2 and water levels can be tracked to opfimize them for each type of crop.
2. Automatic control systems, such as automatic watering, |ighfing, ventilation and {erﬁ|izo’rion, ensure
confinuous supervision of the p|on’rs and allow a quick response to chcmges in conditions.
3. Artificial intelligence and machine learning systems, enabling the analysis of collected data and optimi-
zation of |o|onJr grow‘rh parameters, as well as harvest Forecosﬂng
and minimizing losses.
Smart Techno|ogy is a genero| term that refers to devices that are connected to other devices so that fhey can
work more intelligently and efficiently. These devices are often equipped with sensors that collect data about
the environment and usage of the device, and then use this data to make automatic decisions or provide users
with more detailed information. Exomp|es of smart Techno|ogies include smart TVs, smart homes, smart cities,
smart transportation systems. Smart ’rechno|ogy has also entered the 0gricu|’ruro| indus‘rry and is deve|oping
particularly well in the area of crops under cover. The modern farmer has data collection devices at his disposal,
thanks to which it is possib|e fo improve ogricu|‘ruro| produc‘rion in terms of its eﬁ(iciency in the context of resource
consumption, including water and natural fertilisers. In addition, the systems ensure production efﬁciency, thanks

to which an odequo’re supp|y of 0gricu|’ruro| produc’rs is ensured.

Wykorrysianie bazodanowych i Dastgs do raportiw
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Wiredeng systemaw
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Figure 3 The use of smart farming in greenhouse crops Source: own study using Adobe Stock graphics
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In a smart greenhouse, the systems allow you to c|ose|y monitor the quo|ify and condition of your p|on‘rs, SO you

can better control their growfh. Smart greenhouses often use modern sustainable cultivation fechno|ogies, such
as water and fertilizer recyc|ing, minimizing energy consumption, and using solar energy to generate energy. This
type of producfion is part of the idea of sustainable cultivation, foking into account environmental factors. A
smart greenhouse is an advanced form of p|on‘r cultivation that uses modern ‘rechno|ogies and systems to opfti-

mize plant growth conditions and increase production ehticiency while minimizing environmental impact.

A greenhouse as a place for industry education

There is no doubt that sectoral education in the field of ogricu|+uro| producﬁon is one of the most important from
the perspective of the state’s sustainability. Food production is a key economic activity, the condition of which

o|irecﬂy depends on the economic security of each country and region.

The current goals of education in the European Union (EU) for the coming years are set out in the EU educa-
tional strategy, contained in the document of the European Commission entitled "Education and Training 2020”
(ET 2020), which is valid until 2025. This strategy aims to improve the quality and effectiveness of education
systems in all EU Member States, as well as oo|o|of them to chonging social and economic needs. promoting

|h(e|ong |eorning, inc|uo|ing in the field of vocational fraining.

The European Union strives to increase the importance of vocational education as an alternative to university
education. The bodies of the European Union are infroducing action programs in o|igiJro| education. The aim is
to ensure that education responds to the needs of the labor market and prepares peop|e for the so-called pro-
fessions of the future, which are related to the rapid development of new technologies and changes in the global
economy. Many of these professions are related to the ‘rechno|ogy sector, but there are also professions related
to other sectors, such as environmental protfection, heo|‘rh, education or monufoc’ruring. Among the professions
of the future, in line with the idea of Industry 4.0. there are e.g.: robotics and automation engineer, programmer
or big data ono|ys’r. Competences and skills in these areas are also c|eve|opec| by students of ogricu|+uro| schools

that will be using new Jrechno|ogies in their households.

Knowing the conditions for the c|eve|opmen+ of modern ogricu|’rure, trade schools are required not on|y to intro-
duce content related to cultivation, but also the use of Jrechno|ogy and automation of ogricu|’ruro| |oroo|uc‘rion,
which can be carried out in didactic points of smart greenhouses, which are an excellent space for cono|uc‘ring
procﬂco| |oboro+ory classes, o||owing for experimentation with various methods of growing p|onfs and testing
the impact of different environmental conditions on them. Workshops in the field of p|on‘r cultivation, as well as
ogricu|Jrurc1| producﬂon automation and environmental sciences can be conducted at such didactic points. In ad-
dition, the greenhouses can present various Jrechno|ogies that increase the eh[iciency of crops, As well as o|eve|op

skills related to the use of modern gordening tools and machines.
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A greenhouse as a place for school and pre-school education

A didactic point in the form of a greenhouse has a great educational use also at the stage of primary educa-
tion and even pre—schoo| education. During preschoo| classes conducted in a greenhouse, children acquire basic
know|eo|ge and skills related to nature and environmental protection. They learn how to take care of the world
around them. Communing with plants in the greenhouse will help them understand where food comes from and
how important it is to care for the natural environment so that the food produced is heo|‘r|’1y and rich in vitamins
and minerals. As part of the activities in the preschoo| greenhouse, children learn to recognize different species
of p|on’rs, their properties and ways of caring for them. Preschoolers learn how to care for |o|onrs, how to |o|onr
and water them. They also acquire basic know|eo|ge about ecosystems and how fhey function, which allows them
to understand the funcﬂoning of organisms in the environment and the re|oﬂonships between them. Classes in
the preschoo| greenhouse encourage children to discover the beoury and value of nature, deve|op eco|ogico|

awareness and shope pro—eco|ogico| attitudes from an eor|y age.

In the case of primary schools, some nature, bio|ogy, geogrophy and even chemis’rry classes can be conducted in
the school greenhouse, thanks to which students - having contact with plants - can observe their structure, growth,
and ono|yze the impact of factors such as femperature or humidi‘ry air on crop quo|iry. In addition, classes on
creating models of intelligent objects and their rapid prototyping can be conducted, taking into account the

conditions needed for the func’rioning of p|on’rs in the greenhouse, which is connected with the im|o|emer1‘ro’rion

of a STEAM project.

posfugiwani
pomiarowymi i
obserwacyjnymi

ksztatcenie umiejetnosci rozwijanie umiejetnosci
przeprowadzanie obserwacji, 0o myslenia,
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ch dokumentowania przyczynowo-skutkowego

wykorzystanie kompetencji
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programowania w pi
do programowania cz
sterujgcych

rozwijanie umiejetnosci
podziatu pracy naz
skiadowe i rozdzielania zadan
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praktycznego wykorz
wiedzy przyrodnicz

Figure 4 Areas of skills training within the STEAM project “Smart Greenhouse”

Source: own study
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The STEAM “Smart Greenhouse” project can be implemented by students in grades 5-8. Its goal is to develop a

model of an automated greenhouse. The project combines many discip|ines, such as: computer science, mathe-

matics, engineering, preparation for work, physics, bio|ogy and chemis’rry.

During bio|ogy lessons, students acquire the necessary information about p|on’rs, which fhey can extend during
classes in the greenhouse with information about the influence of lighting and irrigation on the height of plants
and yie|o|s The next step is to provide a management and irrigation system for each of the selected p|on’rs for
research and experimentation. To do this, you need to learn how to use devices that measure the conditions in the
greenhouse, such as air hurnidi‘ry or soil quo|iry. As part of a chernisrry lesson, students can do a sfuo|y fo investi-
gate the effects of different pH levels on p|onr grow’rh by testing different levels of ocidify in water for watering
p|onfs ina greenhouse. In addition, students can exp|ore different types of organic fertilizers, such as compost,
and verify for themselves how Jrhey affect the growrh of p|onfs in the greenhouse Students will also learn how
to test the composition of the soil in the greenhouse to see how different components, such as organic carbon,
nitrogen and phosphorus, affect plant growth. Water activities are also important - students can test the water
chernis’rry to see if it contains chemicals that can affect p|onf growih. At any stage of education, it is important to
record the process of phorosynihesis - students can srudy the process of phorosynihesis ina greenhouse, monitor-
ing carbon dioxide and oxygen levels in the air, as well as |ighf and tfemperature levels. In physics class, students
can experiment with different types of light to see which are best for plant growth. They will also examine how
|ong you need to irradiate p|on’rs to get the best results. In addition, factors inside and outside the greenhouse
can be tested, by examining weather conditions, i.e. wind s‘rreng’rh or the level of insolation. All these experiments
he|p students awaken their curiosity about the natural world and use the know|edge ocquired at school in prac-
tice. In addition, they prepare for future work not only in industries related to agriculture or biotechnology, but

also in the area of new technologies.

Conclusion

Education in the field of ‘rechno|ogy is more and more important in ‘rodoy's times where innovation and technol-
ogy are deve|oping. In this context, greenhouses are not on|y a useful tool for growing p|on’rs, but also a great

p|oce to learn and improve science skills, in por‘ricu|or physics, chemisfry, bio|ogy and computer science.

Greenhouses are the perfeci p|oce to conduct experiments that allow children to exp|ore, discover and under-
stand the processes roking p|oce in nature. Thanks to them, students can see how the natural world reacts to
various conditions, such as tfemperature, humidiry or the amount of |ighf. Greenhouses also allow you fo combine

theoretical learning with practical skills, such as designing, programming and building control systems.

Education in the field of Jrechno|ogy with the use of greenhouses allows for the infegration of various fields of
science, which increases students’ interest in science and Jrechno|ogy. The Smart Greenhouse project is a peri(ecr
example of this approach. Pupils participating in the project have the opportunity to combine various fields, such
as computer science, mathematics, engineering, physics, bio|ogy and chernis’rry, which allows them to i(u||y use the

know|eo|ge ocquireo| at school. Designing, bui|o|ing, and programming greenhouse automation systems is a chal-
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|enge for students that requires creaftivity, innovative ‘rhinking, and prob|em-so|ving skills. Thanks to this, students

acquire knowledge not only about environmental protection, but also develop skills such as analytical thinking,
p|onning, organizing, as well as teamwork skills. Education with the use of greenhouses is not on|y about |eorning,
but also about developing pro-ecological attitudes and care for the natural environment. It is worth noting that
smart greenhouses allow you fo grow p|on+s in a sustainable way, minimizing the impact on the natural environ-
ment. Thanks to this, students learn how important it is to take care of the planet they live on and how important

it is to care for the natural environment in which fhey live.
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