UVODNIK

Postovani Citatelji,

Uobicajeno se na kraju svake godine sumira-
ju ostvareni rezultati i daju projekcije za nared-
nu godinu. Mnoge turisticki receptivne zemlje,
posebno u Europi, hvale se kako su nadmasile
financijske rezultate ostvarene u pred-pandemij-
skoj godini. Medutim, na to je prvenstveno utje-
cala inflacija, odnosno rast cijena usluga. Usprkos
i toj ¢injenici te bujanju kriza u razli¢itim dije-
lovima svijeta, od rata u Ukrajini i novog rata
izmedu Hamasa i Izraela, velikih poplava, susa,
poZara, potresa, toplotnih udara do gospodarskih
i politickih kriza, turizam se nastavlja ubrzano
oporavljati te tako ponovno dokazuje svoju izu-
zetnu otpornost. Predvidanja da ¢e virtualna pu-
tovanja polako gasiti Zelju i potrebu za stvarnim
turistickim putovanjima za sada se ne ostvaruju.
Cinjenica je da se turizam ubrzano mijenja, ali
homo turisticus dokazuje da stvarno iskustvo do-
Zivljaja u destinaciji nikakva virtualna putovanja
ne mogu nadomjestiti.

U tom svijetu brzih promjena mnogim djelat-
nicima u turizmu posao postaje sve stresniji. Koji
su to naj¢esci uzroci stresa na poslu u ugostitelj-
stvu mozete saznati iz ¢lanka madarskih znan-
stvenika. Oni su utvrdili kako je stupanj noSenja
sa stresom na poslu u ugostiteljstvu proporciona-
lan s motivacijom za posao. No, djelatnici se lak-
Se nose sa stresom, ako su bolje placeni. Placa je
ujedno i najvazniji ¢imbenik koji utjece na fluk-
tuaciju djelatnika u ugostiteljstvu.

Spanjolski su, pak, znanstvenici istraZili
upravo ¢imbenike koji utjeCu na place u ugosti-
teljstvu. Rezultati istraZivanja na primjeru Spa-
njolske mogu uvelike pomoci poduzecéima u toj
djelatnosti da rijeSe odredene nedostatke kod
odredivanja placa za odredena radna mjesta.

Sigurna sam da ¢e vaSu pozornost izazvati i
¢lanak koji propituje ozivljavanje turizma nakon
pandemije COVID-a — 19 u Pakistanu. Autori su
u svojem istraZivanju utvrdili znacajnu poveza-
nost izmedu odrzavanja drustvene distance, koju
poduzimaju organizatori putovanja i organizacije
destinacijskog menadZmenta, i namjere putovanja
u razdoblju nakon pandemije, ali ne i znacajan
utjecaj promotivnih ponuda na namjere putova-
nja. Turistima je zasigurno vaznija briga za njiho-
vu sigurnost i zdravlje od razlic¢itih primamljivih
promotivnih strategija.

EDITORIAL

Dear readers,

Traditionally at the close of each year the
results achieved are reviewed and next year’s
projections are forecast. Many tourism-receiv-
ing countries, particularly European ones, pride
themselves on having outperformed the finan-
cial results yielded in the pre-pandemic year,
although this was primarily the consequence of
inflation, i.e. the increase of service prices. How-
ever, in spite of that fact and the proliferation of
crises in various parts, from the war in Ukraine
and the new war between Hamas and Israel, great
floods, draughts, fires, earthquakes, and heat
waves to economic and political crises, tourism
continues to recover briskly — thus, reaffirming
its remarkable resilience. The estimates of virtual
travel slowly quenching the desire and need for
true tourism travels have fallen short of realising
so far. The fact is that, while tourism has been
changing rapidly, the homo turisticus has been
proving that the true live experience in a desti-
nation is impossible to be replaced by any virtual
travel experience.

In the world of fast changes the work-relat-
ed stress is increasing for most tourism profes-
sionals. The most common sources of stress at
work in hospitality are presented in the article
of Hungarian researchers who established that
the degree of coping with stress at work in hos-
pitality is proportional to motivation. Yet, tour-
ism workers cope with stress more easily if they
are better compensated. Salary is also the most
important factor that influences staff turnover in
hospitality.

In the next article, Spanish researchers stud-
ied just the factors that influence the salaries in
hospitality. The results of this research based on
the Spanish case may greatly facilitate tourism
companies to resolve certain deficiencies in de-
termining salaries for given positions.

Finally, your attention will undoubtedly be
drawn to the article that examines the revival of
tourism after the COVID-19 pandemic in Paki-
stan. The researchers have established significant
correlation between maintaining social distance,
the efforts undertaken by travel organisers and
destination management organisations, and travel
intent in the post- pandemic period. Yet, no scien-
tifically significant impact of promotional offers
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Na Zalost, s obzirom na trenutne geopoliti¢-
ke okolnosti u svijetu, vrlo je vjerojatno da ce se
znanstvenici u buduénosti opet morati baviti utje-
cajima kriza koje izazivaju ratovi na turisticke
destinacije i vazno$¢u kriznog menadZmenta, bez
obzira na to jesu li destinacije izravno zahvace-
ne ratom ili su manje ili viSe udaljene od takvih
ratnih zona.

Dragi i vjerni Citatelji naSega Casopisa Acta
Turistica, Zelim vam svima sigurnu, mirnu, sret-
nu i uspjesnu 2024. godinu, a onima u ratom po-
godenim podruc¢jima S§to brzu uspostavu mira.

Vasa,

prof. dr. sc. Nevenka Cavlek
Glavna i odgovorna urednica

on travel intent has been proven. Tourists are defi-
nitely more concerned with their own security
and health than with various alluring promotional
strategies.

Regrettably, in light of the current global ge-
opolitical circumstances, researchers will most
probably have to resume the studies into the in-
fluences of war crises on tourism destinations and
the importance of crisis management — regardless
of whether they are directly afflicted by the war
or more distanced from the belligerent zones.

To all our dear and faithful readers of Acta
Turistica 1 wish peaceful, happy and successful
2024 and to all in the war-afflicted areas I wish
prompt restoration of peace.

Yours,

Professor Nevenka Cavlek, PhD
Editor-in-Chief



