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Winter destinations hotels performance measurement
practice - evidence from CEE
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Faculty of Organizational Sciences, University of Belgrade, Belgrade, Serbia

ABSTRACT
This study offers insight into the performance measurement prac-
tice of winter destination hotels in Bosnia. The research was con-
ducted through face-to-face interviews with hotel owners,
managing directors and managers. In the metrics measurement
structure, financial metrics dominate, but hotels use non-financial
metrics to a significant extent as well. The results point to the
existence of differences in performance measurement of hotels of
different income and sales growth. Moreover, the research high-
lights that managers mostly assess the usefulness of both organ-
izational and operational metrics as above average. Unlike
performance measurement, the managers’ attitudes differ only
with hotels of different sales growth.
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1. Introduction

Performance measurement (PM) is key for the control of business results (Bendle
et al., 2016). The interest of managers for PM in the hotel sector started in the late
90’s (Phillips, 1999). Since then, an increasing number of papers are being dedicated
to PM in the hotel sector (Sainagh et al., 2013). This is especially important because
of the possibility for the management to efficiently deal with the high fixed cost and
complex nature of hotel services (Atkinson & Brown, 2001). Sustainability, competi-
tive advantage and PM systems are still key topics in the hotel industry today
(Pereira-Moliner et al., 2021). Although PM is crucial, the authors have identified the
problem of the appropriate choice of metrics. In order to solve this, many companies
use some of the developed frameworks not taking into account strategy or goals
(Ittner & Larcker, 2003). Mauboussin (2012) states that many business executives rely
on intuition when choosing key performance indicators.

Most of the studies in the area of PM originate from developed countries (Rejc
Buhovac & Zaman Groff, 2012; Wadongo et al., 2010), while it can be said that PM
in developing and transition economies is not sufficiently researched (Jankulovi�c &
�Skori�c, 2013). However, hotel systems are unique, so the approach to PM
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management demands the consideration of the specificities of each system (Gomes
et al., 2007). The results of various studies (Anderson & McAdam, 2004; Marr &
Schiuma, 2003; Wadongo et al., 2010) indicate the impossibility of the generalization
of the KPI system for different regions and industries, which can also be said for
Western practice in CEE (Rejc Buhovac & Zaman Groff, 2012).

In the last fifty years, winter tourism has developed into a global industry and a
strong economic resource (Hallmann et al., 2012). For many CEE countries, winter
tourism is of strategic significance (Vanat, 2019). The previous facts impose a need
for efficient hotel management of winter destinations in CEE, in order to increase
competitiveness and profitability (Vanat, 2019). The focus of the research in the
paper is Bosnia and Herzegovina which possesses some of the most attractive loca-
tions in the region for the development of winter tourism, as evidenced by the organ-
ization of the 1984 Winter Olympics (Begi�c & Duman, 2013; Causevic &
Kokkranikal, 2005), as well as 2019 Winter Youth Olympic Festival (EYOF, 2019).
Today, winter tourism of Bosnia is one of the most significant generators of invest-
ment and the driving force of the region (Begi�c & Duman, 2013; Vanat, 2019).

The aim of this research is to fill the gap which exists in the literature of the prac-
tice of hotel PM in winter tourism destinations in CEE countries by finding the PM
structure and differences in the levels of implementation associated to certain busi-
ness circumstances and the attitude of managers in Bosnia. Winter tourism centers in
Bosnia can serve as an example and benchmark for comparing PM to hotel managers
in neighboring countries where winter tourism is in development and where there
are no significant legal, cultural and institutional differences that would be a limiting
factor (Anderson & McAdam, 2004; Marr & Schiuma, 2003; Rejc Buhovac & Zaman
Groff, 2012; Wadongo et al., 2010), but also in hotels in similar regions.

Paper strives to answer the following two research questions. What metric struc-
ture do hotel managers of winter tourist destinations use in hotel management and
whether the structure depend on the characteristics of the hotel? What level of atti-
tude do managers have about usefulness of performance metrics categories in
hotel management?

In order to answer the posed research questions, in the first part of the paper it
will be presented the review of the literature in the field of PM systems in the hotel
industry. After reviewing the literature, empirical research and research results are
presented. The final part of the paper refers to conclusion, research limitations and
potential developments.

2. Literature review

The existing literature in the field of KPI application in the hotel industry is mainly
related to the research of the application of financial and non-financial indicators as
well as the re-design of traditional measurement systems (Gomes et al., 2007;
Haktanir & Harris, 2005; Onuferov�a et al., 2020). There is obvious concern that the
hotel industry still relies on traditional metrics (Atkinson & Brown, 2001), which are
linked to certain weaknesses such as accuracy, objectivity, a focus on the short-term,
not taking into consideration the links between key areas and a lack of total balance
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(Kaplan & Norton, 1992). Harris and Mongiello (2001), while researching hotel prop-
erties located in Europe, identified the pattern of an increased use of financial and
customer-related indicators. Measurements related to the quality of service and cus-
tomer satisfaction are of exceptional importance for advancing business performance
in the hotel industry (Ahmad et al., 2019). Atkinson and Brown (2001) state that
hotels which do not use a balanced PM system are measuring the wrong things and
can have problems with future performance. Also, Gomes et al. (2007) state that
hotels are unique systems and that the approach to managing PMS demands the con-
sideration of the specificities of their systems.

The hotel size, ownership structure and rating have a significant influence on the
choice of indicators (Bacik et al., 2020; Hudson et al., 2001; Odar et al., 2012). There
is a difference between small and large hotels when it comes to KPI implementation
(Hudson et al., 2001). Due to saving and the reduction of costs, small hotels often do
not use PMS or the number of metrics comes entirely down to primary financial
analyses while in the case of large hotels, it is reported that the implementation of
PM effects savings, more efficient resource management and the improvement of ser-
vice quality (Pereira-Moliner et al., 2015). Pereira-Moliner et al. (2015) indicate that
large hotels which use a number of non-financial parameters achieve a better per-
formance and have a powerful impact on the market through the improvement of
the service quality.

Various studies indicate the fact that the ownership structure has an effect on PM,
as well as that privately-owned companies apply a larger number of KPI and achieve
bigger income (Whittington, 1980). However, a large number of studies in the hotel
industry do not find that the ownership structure affects the levels of KPI application
and the achieved income (Hudson et al., 2001; Odar et al., 2012). The cited studies
claim that the size of the organization is the primary factor and has an effect on the
levels of KPI implementation and the business outcome. A lack of resources and skill
in KPI implementation are the main obstacles towards a detailed implementation of
PMS in small hotels (Ahmad et al., 2019).

Few papers in the hospitality industry argue about managers’ attitudes on indicator
level importance (Krause, 2000; Vagneur & Peiperl, 2000; Wadongo et al., 2010). In a
number of studies, not in the hotel industry, it is indicated that the opinions and sup-
port of the strategic management is a crucial factor for the development and imple-
mentation of measurement systems (Kennerley & Neely, 2002; Modell, 2003). Rust
et al. (2004) believes that the implementation of PMS becomes efficient when com-
pany managers start observing PMS as management instruments which ensure that
resources are obtained and spent efficiently and as instruments of the improvement
of business processes and of business goal achievement, not just as instruments
intended for control. Various studies suggest that implementation of contemporary
PM systems requires managers to change attitudes when it comes to non-financial
metrics, because in that way management decisions will be based on precise quantita-
tive and qualitative information, and not on the experiences of managers (de Waal &
Kourtit, 2013; Pugna et al., 2019). Vrdoljak-Ragu�z and Jelenc (2010) believe that the
attitudes of managers are changing and they are starting to look at non-financial met-
rics as drivers of company development. Hotel managers, in recent years, consider
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that achieving top non-financial performance affects the improvement of hotel com-
petitiveness and business outcomes (Huang et al., 2007).

3. Research

3.1. Research methodology

In this paper, a two-step methodology has been used. The first step within the
research encompassed the identification of a list of key performance indicators and
its refinement. Within this step, the first stage included forming a preliminary list of
performance indicators (72 indicators) through the analysis of relevant research in
the area of KPI development and application (Bendle et al., 2016; Davis, 2007;
Delahaye, 2007; Dixon et al., 2010; Dolan & Hermann, 2012; Edelma, 2010; Jeffery,
2010; Kabiraj & Shanmugan, 2011; Kotler et al., 2006; Rust et al., 2004). In the second
stage, the refinement of the list through interviews with top managers was conducted,
such as in (Harris & Mongiello, 2001; Katsikeas et al., 2016). Five managers were
chosen from the research sample according to the following criteria: level of educa-
tion, work experience and hotel sales growth in the past five years. Based on the
interview, the initial list of indicators was refined (53 selected indicators) using the
analysis of the strategy, goals, activities, company resources and stakeholder
expectations.

The next step encompassed the classification of performance indicators based on
the analysis of contemporary conceptual frameworks of performance systems
(Katsikeas et al., 2016; Keller & Lehmann, 2006; Petersen et al., 2009; Rust et al.,
2004) and the refining of the classification through interviews with the previously
selected hotel managers. Within this research step, indicators were divided into two
broader groups (operational and organizational indicators) (Katsikeas et al., 2016)
and 12 categories (Bendle et al., 2016; Davis, 2007; Delahaye, 2007; Jeffery, 2010;
McDonald & Mouncey, 2009; Rust et al., 2004). Operational indicators refer to the
output of various areas of the value chain (user, service, price, distribution, advertis-
ing, personal sales, public relations, and direct marketing indicators). The achieved
operational performance leads to the achievement of organizational performance
(financial, market and employee). The aforementioned classification, next to the con-
trol function, enables the function of business processes improvement, based on bal-
ance, taking into consideration financial and non-financial metrics.

3.2. Research sample

Hotels of winter tourism destinations in Bosnia were the sample in the study. Of a
total of 48 hotels in winter tourism destinations, 34 (71%) hotel managers took part
in this research. Table 1 shows the structure of hotel managers positions, revenue in
the previous year, sales growth rate in the previous five years and type of ownership.
The majority of respondents were top managers (47%). More than 50 percent of the
hotels generated revenues greater than or equal to USD 500,000 (55.9%). When it
comes to hotel sales growth rates in the last three years, 13 hotels (38.24%) had a
growth rate below 1%, 13 hotels (38.24%) had a growth rate from 1% to 3%, and 8
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hotels (23.53%) had a growth rate sales greater than 3%. The majority of hotels are
privately owned (64.7%).

3.3. Survey questionnaire

The survey questionnaire is comprised of three groups of questions. The first group
referred to the respondent business position, hotel type of ownership and currently
achieved financial performance (annual income and the annual rate of sales growth
of the hotels). The second group of questions referred to the application of specific
performance metrics identified in the first step. Respondents could also cite in every
category the metrics that they use, as was the case in the research of Harris and
Mongiello (2001). The third group of questions referred to the attitudes of the
respondents on the usefulness of the performance metrics categories using the Likert
scale (from 1-completely useless to 5-completely useful) (Kennerley & Neely, 2002;
Wadongo et al., 2010). The questionnaire was used in the face-to-face interview con-
ducted with owners, managing directors and managers who apply or are familiar
with PM in a particular hotel.

3.4. Results

The analysis first included the identification of which metrics the hotels use. The fre-
quency of usage of a certain organizational and operational metric and the percentage
of the hotels applying metrics are shown in Tables 2 and 3. The ten most used per-
formance indicators are marked with an asterisk (�).

Table 4 shows the levels of measuring organizational and operational hotel metrics.
Next to that, the total percentage of metrics which hotels measure in relation to the
total number of researched metrics is shown.

Mann-Whitney U Test and the Kruskal-Wallis Test are used in order to determine
whether there is a statistically significant difference in the level of category perform-
ance measurement and hotel characteristics. In Tables 5 and 6, statistically significant
differences in the level of performance measurement and hotels’ annual income and

Table 1. Hotel sample characteristics (N¼ 34).
Characteristics N %

Manager position
Manager 16 47
Managing director 14 41.2
Owner 4 11.8

Annual income
<500000 USD 15 44.1
�500000 USD 19 55.9

Sales growth in past five years
�1 % 13 38.24
1%<, >3 % 13 38.24
�3 % 8 23.53

Ownership
privately-owned 22 64.7
state owned 12 35.3

Source: Authors’ own calculations.
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sales growth will be shown. The existence of statistically significant differences in the
level of performance measurement and hotel ownership was not confirmed.

In the paper, the attitudes of the respondents concerning the usefulness of the
application of various performance indicator categories were analyzed. Table 7 shows
the distribution of the frequency of the attitudes concerning performance indicators
as well as the average percentage of usage of a certain group of metrics by hotels.

The existence of a statistical difference in attitudes of managers and annual income
was tested using the Mann-Whitney U Test. There was only a statistically significant
difference between the rating of attitudes toward direct marketing for hotels with an
income <500000 USD (Md¼ 2.00, n¼ 15) and hotels with an income >¼500000
USD (Md¼ 3.00, n¼ 19), U¼ 227.5, z¼ 3.03, p¼ 0.002.

Afterwards, the existence of a statistical difference in the attitudes of managers and
hotel ownership was tested. There was a statistically significant difference between the
rating of attitudes towards direct marketing for state-owned hotels (Md¼ 2.50,
n¼ 12) and privately-owned hotels (Md¼ 3.00, n¼ 22), U¼ 189, z¼ 2.11, p¼ 0.0359.

Finally, the existence of a statistically significant difference in the attitude of the
managers and hotels sales growth over the past five years was tested using the
Kruskal-Wallis Test (Table 8).

The correlation between the managers’ attitudes towards the usefulness of a certain
performance metrics category and the level of performance measurement using
Kendall’s tau coefficient was analyzed. In Table 9, values of the coefficient of correl-
ation were shown. It can be seen that the correlations are mainly positive and of
varying strength. There is statistically significant correlation between the managers’
attitudes and the level of performance measurement of a distribution (.337), advertis-
ing (.437), personal sales (.673), sales promotion (.362), public relations (.463) and

Table 2. Organizational indicators used by hotels.
Indicator N %

Financial indicators
Net Profit� 34 100
Return of Marketing Investment� 32 94.1
Margin� 29 85.3
Payback 20 58.8
Return on investment 18 52.9
Return on sales 14 41.2
Economic value added 1 2.9

Respondent added financial indicators
Liquidity 24 72.7
Rentability 23 67.6
Solvency 23 67.6
Business activity 23 67.6

Market indicators
Market demand� 27 79.4
Market growth 22 64.7
Market share 20 58.8
Market penetration 15 44.1

Employee indicators
Compensation� 34 100
Sales Force Effectiveness 22 64.7
Sales Goal 19 55.9
Workload 12 35.3

Source: Authors’ own calculations.
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direct marketing (.726) metrics. The table also shows the correlation between the
managers’ attitudes, as well as the correlation between performance measure-
ment levels.

4. Discussion

The results of the empirical research have shown a noticeable difference in the degree
of measuring various indicators on the part of the hotels. This difference is not negli-
gible, so hotels which are at the top of the list (according to size, income and annual

Table 3. Operational indicators used by hotels.
Indicator N %

User indicators
Net Promoter Score� 29 85.3
Customer Profit 24 70.6
Customer Retention Rate 23 67.6
Retention Rate 23 67.6
Customer Satisfaction 12 35.3
Customer Lifetime Value 6 17.6

Service indicators
Profit of Service� 34 100
Index of Brand Value 17 50
Economic Value of Service 16 47.1

Price indicators
Optimal Price� 30 88.2
Promotion Price� 30 88.2
Price Premium� 29 85.3
Residual Elasticity 11 32.4
Percent Good Value 8 23.5

Distribution indicators
Total Distribution 22 64.7
All commodity volume 16 47.1
Product category volume 14 41.2

Advertising indicators
Click 18 52.9
Impressions 15 44.1
Conversions 11 32.4
Click-through Rate 10 29.4
Cost per Click 9 26.5
Cost per Mille 8 23.5
Conversion Rate 5 14.7
Conversion Value 4 11.8
Conversion Price 4 11.8

Sales promotion indicators
Costs for Coupons and Rebates 24 70.6
Percent Sales on Deal 16 47.1
Percentage Sales with Coupon 14 41.2

Personal sales indicators
Profit of Personal Sales 17 50
Customer Effort Score 14 41.2
Cost of Personal Sales/min 6 17.6

Public relations indicators
Profit of Public Relations 7 20.6
Advertising Value Equivalency 3 8.8
Cost per impression 3 8.8

Direct marketing indicators
Quality of database 22 64.7
Percentage Sales with Direct Marketing 20 58.8
Cost per lead 5 14.7

Source: Authors’ own calculations.
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sales growth) measure over 70 percent of indicators, while hotels at the bottom meas-
ure just a few indicators more than they are legally obliged (eight from the list are
the legal obligation). It can be concluded that mainly financial indicators (like Net
Profit, Compensation, Profit of Service) are among the ten most represented indica-
tors. This is in accordance with research which has been conducted in the wider
region by other authors in Serbia, Slovenia, Croatia, Estonia, The Czech Republic and
Romania (Jankulovi�c & �Skori�c, 2013). Similar results were shown by authors on the

Table 4. Number of metrics that hotels measure.
Number of measured metrics

Hotel nr. Organizational (19 measured) Operational (38 measured)
Total

(57 measured) Total %

19 15 37 52 91.2
26 16 33 49 86.0
25 15 27 42 73.7
17 13 28 41 71.9
28 16 24 40 70.2
27 12 25 37 64.9
29 13 24 37 64.9
21 14 23 37 64.9
13 12 24 36 63.2
33 13 23 36 63.2
10 11 24 35 61.4
12 11 24 35 61.4
18 14 20 34 59.6
8 10 21 31 54.4
34 11 20 31 54.4
22 13 17 30 52.6
24 12 17 29 50.9
14 11 16 27 47.4
30 16 11 27 47.4
6 9 17 26 45.6
11 10 16 26 45.6
32 13 13 26 45.6
2 6 19 25 43.9
15 10 14 24 42.1
16 10 14 24 42.1
23 10 12 22 38.6
5 10 11 21 36.8
31 13 8 21 36.8
3 7 13 20 35.1
20 10 10 20 35.1
7 8 7 15 26.3
4 5 8 13 22.8
9 7 6 13 22.8
1 5 5 10 17.5

Source: Authors’ own calculations.

Table 5. Level of performance measurement differences between different hotels’ annual incomes.

Level of measurement

<500000 USD �500000 USD

U Z PMd n Md n

Organizational indicators Market PI 1 15 3 19 232 3.18 0.001
Employee PI 2 15 3 19 214 2.56 0.012

Operational indicators Price PI 3 15 3 19 201 2.11 0.043
Distribution PI 0 15 3 19 239 3.50 0.000
Advertising PI 2 15 3 19 212 2.45 0.015
Direct marketing PI 0 15 2 19 224 2.99 0.004

Source: Authors’ own calculations.
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global stage (Denton & White, 2000; Harris & Mongiello, 2001; Zigan & Zeglat,
2010). Although financial indicators are the most used, it is evident that hotels use a
large number of non-financial indicators, especially hotels which are more competi-
tive on the market. Also, the research results show that a redesign of financial metrics
has been observed. In the past, the main financial result was profit, and today the key
financial metrics are Margin, Return on investment, Return on sales, Compensation,
Profit of service, Economic value added - EVA. These results are also shown by other
studies (Malichova et al., 2017; Onuferov�a et al., 2020).

Research has confirmed that there is a statistically significant difference in the
income of hotels and the level of PM. A statistically significant difference in the
degree of measuring compared to the sales growth rate in the past five years was also
confirmed. Next to the results of this research, numerous studies from the

Table 6. Level of performance measurement differences between different hotels’ sales growths.

Level of measurement

�1 % <1, 3> % �3 %

v2 (2, 34) PMd N Md N Md n

Organizational indicators Employee PI 2 13 3 13 3.5 8 14.07 0.001
Operational indicators Service PI 2 13 2 13 3 8 8.78 0.012

Sales promotion PI 0 13 2 13 3 8 8.93 0.012
Personal sales PI 0 13 2 13 1.5 8 7.30 0.026
Direct marketing PI 0 13 2 13 2 8 10.48 0.005

Source: Authors’ own calculations.

Table 7. Attitudes of respondents concerning the usefulness (1-completely useless to 5-com-
pletely useful) and average percentage of usage of certain metrics categories.

Attitudes

Likert scale response (%)

Md Average percentage of usage1 2 3 4 5

Financial indicators 0.0 0.0 2.9 8.9 88.2 5.0 64.6
Market indicators 0.0 0.0 8.8 47.1 44.1 4.0 61.8
Employee indicators 0.0 0.0 5.9 23.5 70.6 5.0 64.0
User indicators 0.0 2.9 14.7 32.4 50.0 4.5 57.3
Service indicators 0.0 2.9 20.6 14.7 44.1 4.0 65.7
Price indicators 0.0 0.0 17.6 26.5 55.9 5.0 63.5
Distribution indicators 8.8 20.6 41.2 8.8 20.6 3.0 51.0
Advertising indicators 2.9 17.6 29.4 35.3 14.7 3.5 27.5
Personal sales indicators 17.6 17.6 26.5 23.5 14.7 3.0 53.0
Sales promotion indicators 23.5 20.6 20.6 17.6 17.6 3.0 36.3
Indicators of public relations 64.7 14.7 11.8 5.9 2.9 1.0 12.7
Direct marketing indicators 23.5 14.7 29.4 20.6 11.8 3.0 46.1

Source: Authors’ own calculations.

Table 8. Attitudes of managers differences between different hotels’ sales growth.

Attitudes of managers

�1 % <1, 3> % �3 %

v2 (2, 34) PMd n Md n Md n

Organizational indicators Employee PI 4 13 5 13 5 8 7.02 0.03
Operational indicators Service PI 4 13 4 13 5 8 8.89 0.012

Advertising PI 3 13 4 13 4 8 12.69 0.002
Personal sales PI 2 13 3 13 4 8 10.20 0.006
Sales promotion PI 2 13 3 13 4 8 8.04 0.018
Direct marketing PI 1 13 3 13 4 8 9.09 0.011

Source: Authors’ own calculations.
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performance measurement field also show such results (Hoque & James, 2000; Asare
et al., 2013).

The attitudes of hotel managers on the usefulness of certain categories of perform-
ance indicators were also measured. Although the results of the measurement level
have shown major differences between hotels, the situation with attitudes is different.
The level of attitude of managers is much less different compared to the level of
measurement. The attitudes of the managers were not statistically dependent on the
hotel income or ownership structure, except for direct marketing metrics. A statistic-
ally significant difference existed compared to the annual sales growth rate of hotels
in the past five years with certain metrics. The research conducted by Rejc Buhovac
and Zaman Groff (2012) also showed that managers of companies doing business in
less competitive environments are aware of the strength that comes from relying on
both financial and non-financial metrics. Research results in this paper show a high
level of attitude (grades 4 and 5) which possess 91.2% of managers towards the
Market metrics group composed only of non-financial indicators. Also a high level of
managerial attitude is also present in non-financially dominant metric groups. 94.1%
of managers possess a high level of attitude towards Employee metrics, 82.4% towards
User metrics, 50% towards Advertising metrics, 35.2% towards Sales promotion met-
rics, 32.4% towards Direct marketing metrics and 29.4% towards Distribution metrics
group. Changes in awareness of managers on the importance of measuring non-
financial metrics have been identified in different researches in the region and the

Table 9. Correlation between the managers’ attitudes concerning the usefulness a certain metric
category and the level of performance measurement.

Level of performance measurement

1 2 3 4 5 6 7 8 9 10 11 12

Mangers’
attitudes

1. Financial
metrics

.182 0.069 -.033 -.004 .107 .266 .141 .160 -.024 .128 .030 .076

2. Market
metrics

.193 -.037 .458�� .464�� .187 .529�� .476�� .375�� .125 .198 .401�� .361�

3. Employee
metrics

.372� .428�� .264 .363� .443�� .302� .569�� .293� .404�� .380�� .249 .503��

4. User metrics .309 .485�� .688�� .084 .314� .355� .429�� .195 .227 .227 .480�� .568��
5. Service

metrics
.430�� .188 .244 .097 .199 -.008 .332� .453�� .278 .349� .286 .352�

6. Price metrics .069 .071 .238 .155 -.072 -.116 .439�� .195 .237 .165 .321� .324�
7. Distribution

metrics
.176 .352� .380� .239 .415�� .090 .337� .304� .298� .174 .530�� .546��

8. Advertising
metrics

.044 .343� .373� .225 .299� -.240 .557�� .437�� .312� .294� .342� .335�

9. Personal sales
metrics

.063 .459�� .330� .251 .266 -.183 .499�� .712�� .673�� .637�� .164 .447��

10. Sales
promotion
metrics

.084 .268 .297 .201 .205 -.233 .383�� .676�� .745�� .362� .178 .442��

11. Metrics of
public
relations

.092 .300 .039 .164 .116 -.298 .336� .293 .389�� .342� .463�� .394�

12. Direct
marketing
metrics

.140 .253 .132 .134 .329� -.079 .287� .553�� .504�� .616�� .293� .726��

��p< 0.01; � p< 0.05.
Source: Authors’ own calculations.
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world (de Waal & Kourtit, 2013; Huang et al., 2007; Pugna et al., 2019; Vrdoljak-
Ragu�z & Jelenc, 2010).

The results of the research on the usefulness of applying organizational and oper-
ational indicators reveal that managers of the observed hotels value organizational
indicators more than operational indicators, although the monitoring of op-erational
indicators contributes to the development of profitable business strategies, higher
productivity and strengthening the market position of the company, as proven by
various research (Hoque & James, 2000; Katsikeas et al., 2016). This practice is pre-
sent in companies operating in CEE countries because they have not yet modified
traditional PM systems based on organizational performance and the application of
financial criteria (Ivankovi�c et al., 2010; Mitrovi�c et al., 2016; Rejc Buhovac & Zaman
Groff, 2012).

The research revealed that there is a positive statistically significant medium correl-
ation (based on Walker, 2003) between managers’ attitudes and the level of measure-
ment distribution metrics (.337). The research determined a positive statistically
significant high correlation between managers’ attitudes and the level of measurement
advertising metrics (.437), sales promotion (.362), public relations (.463), personal
sales (.673) and direct marketing metrics (.726). This implies that for certain metrics
categories (mostly operational metrics categories), the larger the level of attitude on
usefulness, the higher the number of metrics that is measured. The need to work on
the education of managers for the application of certain metrics categories which are
measured to a smaller extent is recommended. Even authors Brown and McDonnell
(1995) pointed out that it is of vital importance for hotels to develop performance
measures for areas such as marketing, guest satisfaction, employee morale and staff
development. In the literature review concerning the influence on hotel performance,
Sainaghi (2010) identified marketing as one of the topics which many papers dealt
with. The smaller hotels analyzed in this paper attached less importance to certain
operative tasks, so they did not even develop metrics in those domains. In this case,
it is necessary to indicate the possibility of improvement in this area ( Pereira-
Moliner et al., 2015; Bergin-Seers & Jago, 2007; Phillips & Louvieris, 2005 ).

5. Conclusion, research limitations and potential developments

Research of the structure of measuring performance indicators and attitudes of man-
agers on the usefulness of performance indicators in this paper encompassed over 70
percent of winter destination hotels in Bosnia. The analysis of the results has shown
that next to traditional financial indicators, non-financial indicators are used to a sig-
nificant extent. What is needed, and is also concluded based on the hotel and manag-
ers’ attitudes, and is confirmed by authors of studies in the wider region of CEE
countries, is that the awareness of the significance of measuring non-financial metrics
is growing. By observing the indicators and their implementation, it can be concluded
that the size of the hotel is in relationship with the choice of indicators within the
measurement system, while the ownership structure is not in relation. Designing con-
temporary measurement systems and the increasing awareness of the managers on
the significance of non-financial indicators remove the ‘myopia’ of managers, and
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influence the improvement of the competitive position of the hotels on the domestic
and international market.

The potential limitations of the research include the research sample, which can
deal with other countries of the CEE region in future research. The paper did not
explicitly take into consideration the existence of integrated and balanced systems of
PM. Implicitly, analysis may determine whether this is a matter of a balanced or
unbalanced system. This fact could be very important in some subsequent research
for future managers’ operational directions towards developing and implementing
these systems, if they are already measuring and monitoring a large number of indi-
cators. Future research could also include the analysis of influential factors on the
development of PMS, which would give complete insight into the details of the ana-
lysis of the synergetic influence of internal and external factors on the choice and
application of key performance indicators.
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