
  
MAJSKA KONFERENCIJA O  

STRATEGIJSKOM MENADŽMENTU 
 

STUDENTSKI SIMPOZIJUM O 
STRATEGIJSKOM MENADŽMENTU 

 
 
 
 
 

 
Z B O R N I K 
R A D O V A 

 
 
 
 
 
 
 
 
 
 
 
 
 

Zaječar, 26-28. maj 2011. godine 
 



Majska konferencija o strategijskom menadžmentu, 26 - 28 maj 2011, Zaječar, Srbija 
 

 - 2 - 

Naučni odbor - Scientific Board (SB) Konferencije: 
 

Prof. dr Živan Živković, University in Belgrade, Technical faculty in Bor, President of the SB. 
Prof. dr Aljaž Ule, University of Amsterdam, Faculty of Economics and Business, CREED - 
Center for Research in Experimental Economics and political Decision-making, The Netherlands, 
vice-president of the SB . 

 
Članovi SB-a: 
Prof. dr Darko Petkovic, University of Zenica, Bosnia and Herzegovina 
Prof. dr Peter Schulte, Institute for European Affairs, Germany 
Prof. dr Michael Graef, University of Applied Sciences Worms, Germany 
Prof. dr Jaka Vadnjal, GEA College Ljubljana, Slovenia 
Prof. dr Petar Jovanović, Faculty of the organizational sciencies (FON); Belgrade 
Prof. dr Dragana Živković, University of Belgrade, Technical faculty in Bor 
Prof. dr Geert Duysters, ECIS (Eindhoven Centre for Innovation Studies), Eindhoven University 
of Technology, Eindhoven, The Netherlands 
Prof. dr Michale. D. Mumford, The University of Oklahoma, USA 
Prof. dr John. A. Parnell, School of Business, University of North Carolina-Pembroke, Pembroke, 
USA 
Prof. dr Antonio Strati, Dipartimento di Sociologia e Ricerca Sociale, Universities of Trento and 
Siena, Italy 
Prof. dr Milorad Banjanin, Faculty of technical sciencies, Novi Sad 
Prof. dr Radomir Bojković, Faculty for industrial management, Kruševac 
Prof. dr Ljubiša Cvetković, Technological faculty, Leskovac 
Doc. dr Aca Jovanović, University of Belgrade, Technical faculty in Bor 
Prof. dr Rajesh Piplani, Center for Supply Chain 
Management, Nanyang Technological University, Singapore 
Prof. dr Musin Halis, University of Sakarya, Business and Administration Faculty, Serdivan, 
Turkey 
Prof. dr Rekha Prasad, Faculty of Management Studies, Banaras Hindu University, India 
Prof. dr Ofer Zwikael, School of Management, Marketing and International Business ANU 
College of Business and Economics The Australian National University, Australia 

 
 
 

Organizacioni odbor konferencije MKSM2011: 
Doc. dr Ivan Mihajlović, predsednik Organizacionog odbora 
Doc. dr Snežana Urošević, zamenik predsednika Organizacionog odbora 
Doc . dr.  Ivan Jovanović, zamenik predsednika Organizacionog odbora 
MSc. Milijić Nenad, PhD student, zamenik predsednika Organizacionog odbora 

 
Organizacioni odbor studenata: 
Doc. dr Đorđe Nikolić, predsednik Organizacionog odbora 
MSc. Predrag Đorđević, PhD student, zamenik predsednika Organizacionog odbora 

 
 
 
 



Majska konferencija o strategijskom menadžmentu, 26 - 28 maj 2011, Zaječar, Srbija 
 

 - 3 - 

IZDAVAČ: 
 
UNIVERZITET U BEOGRADU 
TEHNIČKI FAKULTET U BORU 
 
ODSEK ZA MENADŽMENT 
 
Vojske Jugoslavije 12, 19210 Bor 
Tel/fax: 030 424 574 
 
www.menadzment.tf.bor.ac.rs 
 
 
 
 
 
 
ISBN: 978-86-80987-85-9 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

http://www.menadzment.tf.bor.ac.rs/


 

 
 

Conference is financially supported by 
the Ministry of Education and Science of 

the Republic of Serbia 
 

Konferencija je finansijski podržana od 
Ministarstva prosvete i nauke  

Republike Srbije 



Majska konferencija o strategijskom menadžmentu, 26 - 28 maj 2011, Zaječar, Srbija 
 

 - 4 - 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

MAJSKA KONFERENCIJA O 
STRATEGIJSKOM MENADŽMENTU 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 

 - 1086 - 

  
 

Globex group 
Globex Group, d.o.o. is a liscenced engineering firm specializing in electrical, mechanical, civil, and structural design for 

clients in Serbia & Montenegro and throughout the world. Our engineers have undertaken numerous engineering projects in heavy 
industry covering all core disciplines. 

 
At Globex Group we select Engineers experienced in working with clients regionally, in the Balkans, and throughout Africa, 

Asia, Europe, and The Middle East.  
 
Our highly motivated and skilled team is specializes in the engineering, fabrication, installation ,testing, diagnostic 

inspection, modernization and 
in-service management of industrial buildings & structures, cranes, hoists, ship loaders, conveyors, and similar systems, 

including all related items.  
Our Mission is to provide our clients with the best and most cost effective engineering solutions. 
  

Capabilities 

Globex offers all types of engineering solutions at all phases of the project – cycle including: 

 

• Pre-Feasibility Studies 
• Feasibility Studies 
• Detailed Design 
• Analytical Design 
• Construction Cost Estimating 
• Construction Supervision 
• Planning and Scheduling  
• Pre-construction Services (Labor/Site Analysis)  
• Procurement and Expediting  
• Quality Assurance  
• Construction Management  
• Start-up and Testing  
• Operation Support and Training  

Contact us 
If it deals with engineering you can count on Globex Group to deliver. To see what we can do for you simply contact us: 

 
 
 
 
 
 
 
 
  

Goranska 12 
11300 Smederevo 
Serbia 
Tel / Fax:  381 26 225 273 
Email: stans@globexcorp.com 
www.globexcorp.com/serbia 

 

mailto:stans@globexcorp.com


 

 - 1087 - 

SADRŽAJ: 
 

MAJSKA KONFERENCIJA O STRATEGIJSKOM MENADŽMENTU 

1. PLENARY LECTURE: EDUCATIONAL MANAGEMENT AND ITS PRESENT CHALLENGES:  
CHANGES OF THE EMPLOYMENT MARKET AND THE IMPLICATIONS FOR EDUCATION AND 
TRAINING IN UNIVERSITIES 

PETER SCHULTE .............................................................................................................................................................. - 5 - 

2. RENTABILNOST I LIKVIDNOST KAO DILEMA MLADIH LIDERA U FINANSIJSKOM 
MENADŽMENTU 

ALEKSANDAR DOGANDŽIĆ, SONJA DOGANDŽIĆ ............................................................................................................. - 6 - 

3. OSNOVNI MOTIVI REALIZACIJE ZAJEDNIČKIH ULAGANJA 
ALEKSANDAR DOGANDŽIĆ, SONJA DOGANDŽIĆ ........................................................................................................... - 12 - 

4. KONKURENTNOST KOMPANIJA KAO ODGOVOR NA IZAZOVE GLOBALNOG OKRUŽENJA 
ALEKSANDAR VASILJEVIĆ, MILICA RADOVIĆ, SNEŽANA RADUKIĆ .............................................................................. - 18 - 

5. DRUŠTVENA ODGOVORNOST BANAKA 
ALEKSANDAR VASILJEVIĆ, MILICA RADOVIĆ ............................................................................................................... - 24 - 

6. ZNAČAJ INOVACIJA I KREATINOST ZA RAZVOJ MALIH I SREDNJIH PREDUZEĆA 
ANETA RISTESKA, MIROSLAV GVEROSKI, STEVCHO DIMESKI ...................................................................................... - 32 - 

7. UTICAJ RELACIONOG MARKETINGA NA TENDENCIJE U HOTELIJERSKO-TURISTICKOM 
POSLOVANJU SRBIJE 

ANITA ALIC, DEJAN RIZNIC........................................................................................................................................... - 39 - 

8. OSNOVNE DEFINICIJE UPRAVLJANJA I ZAJEDNIČKE OSOBINE SVIH PROJEKATA 
BILJANA ILIĆ, GABRIJELA POPOVIĆ, DRAGAN MIHAJLOVIĆ .......................................................................................... - 47 - 

9. ZNAČAJ PRIMENE MARKETING MIXA U SISTEMU UPRAVLJANJA INSTITUCIJOM VISOKOG 
OBRAZOVANJA 

BILJANA LAZIĆ, JASMINA MARKOV .............................................................................................................................. - 57 - 

10. STRATEŠKO PLANIRANJE I  UPRAVLJANJE PORTFOLIOM PROJEKATA 
BILJANA MADIĆ, IVAN MIHAJLOVIĆ, ACA JOVANOVIĆ  ................................................................................................ - 68 - 

11. ODNOS UPRAVLJANJA POJEDINAČNIM PROJEKTOM I UPRAVLJANJE PORTFOLIOM 
PROJEKATA 

BILJANA MADIĆ, IVAN MIHAJLOVIĆ, ACA JOVANOVIĆ  ................................................................................................ - 74 - 

12. STANJE I PERSPEKTIVE PPM KONCEPTA 
BILJANA MADIĆ, IVAN MIHAJLOVIĆ, ACA JOVANOVIĆ  ................................................................................................ - 81 - 

13. ORGANIZACIONO TEHNIČKI ASPEKTI INKUBACIJE BIZNISA 
BOŠKO VOJNOVIĆ, SAŠA SPASOJEVIĆ, DEJAN GRUJIĆ................................................................................................... - 89 - 

14. THE INNOVATION POTENTIAL OF THE BULGARIAN BUSINESS 
TZVETANA STOYANOVA ................................................................................................................................................ - 99 - 

15. PLANIRANJE I PROGRAMIRANJE U ODNOSIMA S JAVNOŠĆU 
MILOVAN VUKOVIĆ, ALEKSANDRA VUKOVIĆ, DANIJELA VOZA ................................................................................. - 110 - 

16. ODNOSI S JAVNOŠĆU I MARKETING 
MILOVAN VUKOVIĆ, ALEKSANDRA VUKOVIĆ, DANIJELA VOZA ................................................................................. - 117 - 



 

 - 1088 - 

17. KOMBINOVANA AHP I VIŠEKRITERIJUMSKA METODA ODLUČIVANJA U USLOVIMA 
NEIZVESNOSTI 

DEJAN BOGDANOVIĆ, DJORDJE NIKOLIĆ, DRAGIŠA STANUJKIĆ .................................................................................. - 125 - 

18. JEDINICE BIZNISA I EKO-ETIČKI STANDARDI 
DEJAN DONEV ............................................................................................................................................................. - 136 - 

19. ULOGA LJUDSKIH RESURSA U STVARANJU STRATEGIJE 
DRAGAN MIHAJLOVIĆ, MILICA PAUNOVIĆ, ANÐELIJA PLAVŠIĆ ................................................................................. - 142 - 

20. VOĐENJE MENADŽMENT REVOLUCIJE UZ GLORIFIKOVANJE KVALITETA 
KRISTINA CVETKOVIĆ, DRAGAN TURANJANIN, GORDANA PRLINČEVIĆ ..................................................................... - 150 - 

21. KAIZEN CONCEPT KAO SAVREMENI PRISTUP OBRAČUNA TROŠKOVA KOMPANIJE 
DRAGANA VOJTEŠKI KLJENAK, RADE STANKOVIĆ, GORAN KVRGIĆ .......................................................................... - 156 - 

22. UTICAJ PRIVATNE ROBNE MARKE NA POSLOVNE PERFORMANSE U MALOPRODAJI 
DRAGANA VOJTEŠKI KLJENAK, RADOJKO LUKIĆ, GORAN KVRGIĆ ............................................................................ - 167 - 

23. STRATEGIJA OBUKE KADROVA KAO PODRŠKE RAZVOJU AMBIDEKSTERNE ORGANIZACIJE 
RADOVAN VLADISAVLJEVIĆ, DRAGOSLAV NIKOLIĆ ................................................................................................... - 176 - 

24. UPRAVLJANJE DISTRIBUCIONIM KANALIMA 
DRAGOSLAV P. NIKOLIĆ, MILAN M. JANKOVIĆ, VLADAN D. NIKOLIĆ ....................................................................... - 183 - 

25. ANALIZA TROŠKOVA PROIZVODNJE U MLEKARSKOJ INDUSTRIJI VOJVODINE 
DRAGOSLAV NIKOLIĆ, DANIJEL KADARJAN, MAJA PAUNOVIĆ ................................................................................... - 187 - 

26. NACIONALNI INDEKSI SATISFAKCIJE POTROŠAČA-NEOPHODNOST KREIRANJA SRPSKOG 
INDEKSA SATISFAKCIJE POTROŠAČA 

BILJANA RABASOVIĆ ................................................................................................................................................... - 195 - 

27. METODE UPRAVLJANJA TROSKOVIMA VODOSNABDJEVANJA 
EMIR TROŽIĆ, ENVER TROŽIĆ ..................................................................................................................................... - 203 - 

28. METODE MJERENJA NEKIH PARAMETARA KOMUNALNIH OTPADNIH VODA 
ENVER TROŽIĆ, EMIR TROŽIĆ ...................................................................................................................................... - 207 - 

29. PROCESNA PERSPEKTIVA U BALANCED SCORECARD KAO SAVREMENOM MODELU MERENJA 
POSLOVNOG USPEHA 

ERNAD KAHROVIĆ....................................................................................................................................................... - 213 - 

30. SPECIFIČNOSTI JAVNOG MENADŽMENTA GRADA BEOGRADA NA FUNKCIONISANJE 
GRADSKIH OPŠTINA 

MILOMIR MITROVIĆ, GORDANA ČOLOVIĆ, DANIJELA PAUNOVIĆ ............................................................................... - 223 - 

31. UPRAVLJAČKI ASPEKTI FINANSIRANJA PREDUZEĆA 
GROZDANA BELOPAVLOVIĆ, MARIJA LAZAREVIĆ – MORAVČEVIĆ, SAŠA STEFANOVIĆ ............................................. - 228 - 

32. UPRAVLJANJE RIZIKOM NA PROJEKTU NA PRIMERU IZGRADNJE „MINI HLADNJAČE“ 
IVAN JOVANOVIĆ, PREDRAG NIKOLIĆ ......................................................................................................................... - 236 - 

33. REINŽENJERING PREDUZEĆA KAO POTREBA ZAPOŠLJAVANJA OSOBA SA INVALIDITETOM 
SAŠA STOJANOVIĆ, SNEŽANA UROŠEVIĆ, IVANA ILIĆ ................................................................................................. - 246 - 

34. M-COMMERCE, DEFINISANJE B2E POSLOVNOG MODELA 
IVONA ĐUROVIĆ .......................................................................................................................................................... - 253 - 



 

 - 1089 - 

35. MENADŽMENT KVALITETOM U NAUČNO-NASTAVNIM INSTITUCIJAMA 
IVONA ĐUROVIĆ .......................................................................................................................................................... - 259 - 

36. REWARDING STRUCTURE FOR PAYMENT AND MOTIVATION OF MANAGERS IN DIFFERENT 
LEVELS 

KRISTINA BOCEVSKA, MARJAN BOJADZIEV ................................................................................................................ - 265 - 

37. KAIZEN U FUNKCIJI POVEĆANJA KVALITETA POSLOVANJA PREDUZEĆA 
LJILJANA ARSIĆ, ZORAN MILIĆEVIĆ, JELENA PREMOVIĆ ............................................................................................ - 271 - 

38. SINERGIJA INOVATIVNE  I  POSLOVNE STRATEGIJE PREDUZEĆA 
LJILJANA ARSIĆ, KRISTINA CVETKOVIĆ, SLAĐANA MUŠIKIĆ ..................................................................................... - 279 - 

39. UPRAVLJANJE RIZIKOM 
LJILJANA S.MIHAJLOVIĆ, MARJANA MERKAČ SKOK, PETRONIJE JEVTIĆ .................................................................... - 288 - 

40. METOD ISPITIVANJA TRŽIŠTA 
LJILJANA STOŠIĆ MIHAJLOVIĆ, PETRONIJE JEVTIĆ ...................................................................................................... - 299 - 

41. INFORMATION AND COMMUNICATION TECHNOLOGY AND MARKETING COMMUNICATION 
MIRIAM HORVATHOVA ............................................................................................................................................... - 306 - 

42. RAZVOJ TRŽIŠTA I ŽIVOTNI CIKLUS ELEKTRIČNE GITARE KAO ZNAČAJNOG PROIZVODA 
MUZIČKE INDUSTRIJE 

SINIŠA NIKOLIĆ, DRAGANA ŽIVKOVIĆ ........................................................................................................................ - 317 - 

43. IDENTIFIKOVANJE I UPRAVLJANJE KRIZNIM SITUACIJAMA SA OSVRTOM NA KRETANJE 
MAKROEKONOMSKIH INDIKATORA U RSRBIJI 

MAJA STRUGAR, AGNEŠ BOLJEVIĆ ............................................................................................................................. - 330 - 

44. UTICAJ INVESTICIONIH FONDOVA NA PRIVREDNI RAZVOJ 
MARINA  JOVOVIĆ ....................................................................................................................................................... - 339 - 

45. IMPLEMENTACIJA B2C MODELA U POSLOVANJU 
MARKO ZAKIĆ, VLADIMIR MLADENOVIĆ ................................................................................................................... - 348 - 

46. MODEL ISTRAŽIVANJA POTREBA MENADŽERA ZA DOPUNSKOM  EDUKACIJOM IZ 
MENADŽMENTA 

BOJKOVIĆ RADOMIR, KRSTIĆ MILAN, ANA SKORUP ................................................................................................... - 359 - 

47. MOGUĆNOSTI RAZVOJA SPORTA U XXI VEKU 
MILAN V. MIHAJLOVIĆ, ZORAN MAŠIĆ ....................................................................................................................... - 365 - 

48. ANALIZA REZULTATA NAUČNO-ISTRAŽIVAČKOG RADA TEHNIČKO – TEHNOLOŠKIH 
FAKULTETA UNIVERZITETA U BEOGRADU U POSTAKREDITACIONOM PERIODU 

MILICA ARSIĆ, NENAD MILIJIĆ, DRAGANA ŽIVKOVIĆ, DJORDJE NIKOLIĆ, ŽIVAN ŽIVKOVIĆ ..................................... - 373 - 

49. ISPITIVANJE ZADOVOLJSTVA ZAPOSLENIH U OBRAZOVNIM INSTITUCIJAMA 
MILICA ARSIĆ, SNEŽANA UROŠEVIĆ, ĐORĐE NIKOLIĆ, DANIJELA VOZA ................................................................... - 390 - 

50. ISPITIVANJE UTICAJA INTERNETA NA PONAŠANJE STUDENATA STUDIJA SLUČAJA: 
TEHNIČKI FAKULTET U BORU UNIVERZITETA U BEORADU 

MILICA NICULOVIĆ, DRAGANA ŽIVKOVIĆ, DRAGAN MANASIJEVIĆ, NADA ŠTRBAC ................................................... - 401 - 
 
 



 

 - 1090 - 

51. DRUŠTVENO ODGOVORNO POSLOVANJE: MERENJE DOBROBITI KOMPANIJE OD PROGRAMA 
VOLONTIRANJA ZAPOSLENIH U ZAJEDNICI KORISTEĆI KLJUČNE FUNKCIJE MENAD MENTA 
LJUDSKIH RESURSA 

MARIJANA MISIĆ ......................................................................................................................................................... - 411 - 

52. THE ROLL OF CONTEMPORARY LEADERSHIP IN CREATING THE ORGANIZATIONAL 
CLIMATE 

MIRKO TRIPUNOSKI, ANGELINA TANEVA-VESHOSKA, ZHANA GJORGJIEVSKA ........................................................... - 420 - 

53. IZVOZNA PERSPEKTIVA I PROBLEMI RAZVOJA INDUSTRIJSKIH KLASTERA U SRBIJI 
SANJA MITIĆ, MIRJANA GLIGORIJEVIĆ ........................................................................................................................ - 427 - 

54. OPERATIONAL PLANNING ROLE IN ORGANIZATIONS BASED ON STRATEGY (CASE STUDY: 
SAIPA CO.)  

MOHAMMAD ZARE, MOHAMMAD MAHMOUDI MEYMAND ......................................................................................... - 438 - 

55. IZAZOVI MARKETING MENADŽMENTA U GLOBALNOM TRŽIŠNOM NASTUPU KOMPANIJA IZ 
OBLASTI PREHRAMBENE INDUSTRIJE 

MOMČILO MANIĆ, RADOJE CVEJIĆ, DALIBORKA PETROVIĆ ........................................................................................ - 454 - 

56. MARKETING OF TOURISM BUSINESS AND UTILISATION OF THE INTERNET 
NAKO TASKOV, TATJANA DZALEVA, DEJAN METODIJESKI ......................................................................................... - 466 - 

57. PОSLОVNЕ  KОMUNIKАCIЈЕ I PОSLЕDICЕ  LОŠIH KОMUNIKАCIЈА  U ZAŠTITI ŽIVOTNE 
SREDINE 

NEBOJŠA DENIĆ, NEBOJŠA ŽIVIĆ ................................................................................................................................ - 474 - 

58. UPRAVLJANJE PROJEKTIMA I  KLJUČNI  FAKTORI USPEHA 
NEBOJŠA DENIĆ, NEBOJŠA ŽIVIĆ ................................................................................................................................ - 480 - 

59. UPRAVLJANJE SISTEMOM  KOMPENZACIJA U MEĐUNARODNOM MENADŽMENTU LJUDSKIH 
RESURSA 

NEMANJA BERBER ....................................................................................................................................................... - 488 - 

60. PROCENA RIZIKA NA RADNOM MESTU I U RADNOJ OKOLINI 
NENAD MILIJIĆ, IVAN MIHAJLOVIĆ ............................................................................................................................. - 499 - 

61. STVARANJE POVOLJNOG AMBIJENTA ZA INVESTIRANJE 
NJEGOŠ DRAGOVIĆ...................................................................................................................................................... - 511 - 

62. PROIZVODNJA – PRILAGOĐAVANJE VLASNIKU KAPITALA ILI TRŽIŠTU 
NJEGOŠ DRAGOVIĆ...................................................................................................................................................... - 526 - 

63. INTERNET MARKETING PROIZVOĐAČA SLATKIŠA 
TAMARA OGNJANOVIĆ, DEJAN RIZNIĆ ........................................................................................................................ - 540 - 

64. DRUŠTVENE MREŽE U SLUŽBI MARKETINGA 
TAMARA OGNJANOVIĆ, DEJAN RIZNIĆ ........................................................................................................................ - 548 - 

65. PORESKE PRIVILEGIJE U SLOBODNIM ZONAMA – ZNAČAJNO SREDSTVO EKONOMSKOG 
RAZVOJA ZEMALJA I LOKALNIH SAMOUPRAVA 

ĐURIĆ OLIVERA .......................................................................................................................................................... - 556 - 

66. VIZIJA, LIDERSTVO I TIM – DELOVI PIRAMIDE USPEŠNOG PORODIČNOG BIZNISA 
ĐURIĆ ZVEZDAN ......................................................................................................................................................... - 566 - 

UTICAJ FAKTORA OKRUŽENJA NA STRUKTURU POSLOVNIH SISTEMA 
JEVTIĆ PETRONIJE, LJILJANA STOŠIĆ MIHAJLOVIĆ, MARJANA MERKAČ SKOK ........................................................... - 572 - 



 

 - 1091 - 

67. ODRŽIVI RAZVOJ I EKOLOŠKI MENADŽMENT U SAVREMENIM EVRO-EKO SISTEMIMA 
JEVTIĆ PETRONIJE ....................................................................................................................................................... - 583 - 

68. ORGANIZACIONI DIZAJN KLASTERA 
RADE STANKOVIĆ, ZORAN RADOJEVIĆ, SLAĐANA VUJAČIĆ ....................................................................................... - 588 - 

69. MENADŽERI PROIZVODNIH  I USLUŽNIH SISTEMA 
ZORAN RADOJEVIĆ, RADE STANKOVIĆ, SLAĐANA VUJAČIĆ ....................................................................................... - 595 - 

70. SIMULACIJA DIGITLANOG BIZNIS EKOSISTEMA POVEZIVANJEM REALNIH KOMPANIJA 
POSREDSTVOM MENADŽMENTA INFORMACISKO KOMUNIKACISKUH TEHNOLOGIJA U E-
BIZNIS PROCESIMA 

RAMONA MARKOSKA, TOME JOLEVSKI ....................................................................................................................... - 599 - 

71. DEVELOPMENT OF BRAND PORTFOLIO STRATEGIES:  AN INTEGRATED PLANNING MODEL 
THORSTEN RAABE, SANDRA HAAS .............................................................................................................................. - 610 - 

72. PODRŠKA RAZVOJU MALIH I SREDNJIH PREDUZEĆA 
SAVO ASHTALKOSKI, IRENA ASHTALKOSKA, SILVANA JOVCESKA ............................................................................. - 620 - 

73. ANALIZA STANJA ODRŽIVOG RAZVOJA U PREDUZEĆIMA U REPUBLICI SRPSKOJ S ASPEKTA 
PRIMJENE MEĐUNARODNE REGULATIVE 

SINIŠA RAKITA, IGOR TODOROVIĆ, BRANKA ZOLAK-POLJAŠEVIĆ .............................................................................. - 628 - 

74. ULOGA MENADŽMENTA U PROCESU FINANSIJSKOG IZVEŠTAVANJA – ODGOVORNOST I 
INTERESI 

SLAVICA STEVANOVIĆ, BOJANA RADOVANOVIĆ, JELENA MINOVIĆ ........................................................................... - 639 - 

75. THE MANAGEMENT OF THE WASTE ECONOMY OF THE MUNICIPALITY IN SLOVAKIA 
SLAVKA SEDLAKOVA .................................................................................................................................................. - 648 - 

76. PROCENA EKO RIZIKA U VELIKIM SISTEMIMA-EKOLOŠKA METRIKA, EKOLOŠKI 
KONTROLING 

SLOBODAN  RADOSAVLJEVIĆ, MILAN RADOSAVLJEVIĆ .............................................................................................. - 654 - 

77. AKT O PROCENI RIZIKA-BEZBEDONOSNI RIZICI U PAKSI- GREŠKE PRI IMPLEMENTACIJI U 
VELIKIM SISTEMIMA 

SLOBODAN  RADOSAVLJEVIĆ, MILAN RADOSAVLJEVIĆ .............................................................................................. - 662 - 

78. STRATEGIC DECISIONS IN THE MANAGEMENT OF HUMAN RESOURCES 
SNEZANA DAGALEVA, TANJA ANGELKOVA, ZLATKO JAKOVLEV ............................................................................... - 672 - 

79. UTICAJ MOTIVACIJE NA ORGANIZACIONU POSVEĆENOST ZAPOSLENIH U MALIM I 
SREDNJIM PREDUZEĆIMA 

SNEŽANA LEKIĆ, SRĐAN BOGETIĆ, DRAGIŠA RANĐIĆ ................................................................................................ - 677 - 

80. DA LI JE RUKOVOĐENJU POTREBNA EMOCIONALNA INTELIGENCIJA?  
SNEŽANA MIHAJLOV, NENAD MIHAJLOV, LJILJANA DENISENKO ................................................................................ - 686 - 

81. UPRAVLJANJE LJUDSKIM RESURSIMA U GLOBALNIM PREDUZEĆIMA - USKLAĐENOST SA 
POLITIKOM JEZIKA I KOMUNIKACIJE 

SNEŽANA MIHAJLOV, NENAD MIHAJLOV, LJILJANA DENISENKO ................................................................................ - 697 - 

82. KOORDINACIJA U LANCIMA SNABDEVANJA 
SNEŽANA RAKIĆ .......................................................................................................................................................... - 706 - 

 
 



 

 - 1092 - 

83. MOGUĆNOSTI PRIMENE FRANŠIZINGA U PRIVREDI SRBIJE 
SNEŽANA RAKIĆ .......................................................................................................................................................... - 714 - 

84. SAMOPOTVRĐIVANJE I LOJALNOST KAO KREATORI MOTIVACIJE I ZADOVOLJSTVA 
ZAPOSLENIH 

SNEŽANA UROŠEVIĆ, NENAD MILIJIĆ ......................................................................................................................... - 722 - 

85. MODEL ISTRAŽIVANJA RADNOG ANGAŽOVANJA MENADŽERA PO ELEMENTIMA PLANSKO-
KONTROLNOG CIKLUSA 

SRĐAN SKORUP, RADOMIR BOJKOVIĆ, MILAN  KRSTIĆ .............................................................................................. - 732 - 

86. PROGRAMI ANIMACIJE KAO BITNA ODREDNICA STRATEGIJSKOG MENADŽMENTA U 
TURIZMU 

SAŠA ĐORĐEVIĆ .......................................................................................................................................................... - 742 - 

87. PROJEKTNO FINANSIRANJE INFRASTRUKTURE U ZEMLJAMA U RAZVOJU 
SUZANA BURSAĆ ......................................................................................................................................................... - 752 - 

88. STRATEGIJSKI PRISTUP STVARANJA INOVATIVNOG ZNANJA U SAVREMENIM 
INTELIGENTNIM ORGANIZIJAMA 

SRĐAN ŽIKIĆ, SUZANA ŽIVKOVIĆ ............................................................................................................................... - 762 - 

89. IMPERATIV POSLOVANJA - STRATEGIJSKI PRISTUP INOVATIVNIH UČEĆIH ORGANIZACIJA U 
TRŽIŠNOJ EKONOMIJI .................................................................................................................................... - 771 - 

DRAGAN MIHAJLOVIĆ, VESNA SIMIĆ, SUZANA ŽIVKOVIĆ .......................................................................................... - 771 - 

90. LIDER NAŠE PRIVREDE U TRANZICIJI 
VESANA SIMIĆ............................................................................................................................................................. - 779 - 

91. METODE ZA MJERENJE INDIVIDUALNOG RIZIKA PREDUZECA 
SVETLANA RAKOČEVIĆ, GLIŠEVIĆ NEVENKA, DRAGAŠEVIĆ ZDENKA ........................................................................ - 787 - 

92. GREŠKE I PROBLEMATIKA SEKUNDARNIH PODATAKA U MARKETINŠKIM ISTRAŽIVANJIMA 
SVETLANA TASIĆ, MARIJA BEŠLIN FERUH .................................................................................................................. - 795 - 

93. ZNAČAJ I PRIMENA PROCEDURA ZA TRETIRANJE EKSTREMA U MARKETING METRICI 
SVETLANA TASIĆ ........................................................................................................................................................ - 804 - 

94. STRATEGIC THINKING AND MANAGEMENT ELEMENTS FOR STRATEGY EXECUTION 
POSITIVELY AFFECT ON BUSINESS PERFORMANCE 

TATJANA DZALEVA, NAKO TASKOV, DEJAN METODIJESKI ......................................................................................... - 814 - 

95. STRATEGIJSKI MENADŽMENT - STEJKHOLDERI U PREDUZEĆIMA 
EDIT TEREK, MILAN NIKOLIĆ...................................................................................................................................... - 822 - 

96. AGENCIJSKI PROBLEM KAO BITAN ASPEKT KONTROLE MENADŽMENTA 
VALENTINA MIRKOVIĆ1, GORAN PERIĆ2 ..................................................................................................................... - 832 - 

97. POSLOVNA INTELIGENCIJA 
IGOR NOVAKOVIĆ, VELIMIR DELETIĆ, MILAN DELETIĆ .............................................................................................. - 838 - 

98. VLIJANIE NA KONZOLNO POSTAVENIOT REDUKTOR VRZ NAPONSKATA SOSTOJBA NA 
ZATEGITE NA BAGEROT SRS1300 

VASKO STOJANOVSKI, VESNA ANGELEVSKA .............................................................................................................. - 848 - 
 
 



 

 - 1093 - 

99. INFLUENCE OF CONZOLE PLACED REDACTOR ON TENSION SITUATION OF PULLED TIGHT 
ELEMENTS OF DREDGER TYPE SRS 630 

VASKO STOJANOVSKI, VESNA ANGELEVSKA .............................................................................................................. - 848 - 

100. ALTERNATIVE PAYMENT METHODS OF EMPLOYEES AS A MOTIVATING FACTOR IN 
HOSPITALITY INDUSTRY 

VESNA TANCHEVA ...................................................................................................................................................... - 854 - 

101. UTICAJ ZADOVOLJSTVA POSLOM NA RADNO ZALAGANJE ZAPOSLENIH U INDUSTRIJI 
VLADISLAVA EPIFANIC ............................................................................................................................................... - 865 - 

102. KONTROLING U KONCEPTU VBM (VALUE BASED MANAGEMENT)  
VUKAŠIN ILIĆ, DANIJELA RUŽIČIĆ .............................................................................................................................. - 877 - 

103. MAKROEKONOMSKA POLITIKA FISKALNE REGULACIJE I EKONOMSKOG 
INTERVENCIONIZMA 

ŽARKO RISTIĆ ............................................................................................................................................................. - 885 - 

104. PROFILISANJE STATUSA DRUŠTVENE ODGOVORNOSTI U SRBIJI 
IVANA ERIĆ ................................................................................................................................................................. - 892 - 

105. KORPORATIVNI MENADŽMENT ZA BANKARSKE INSTITUCIJE U SRBIJI 
JELENA BOŽOVIĆ, IVAN BOŽOVIĆ ............................................................................................................................... - 897 - 

106. KONTROLA TROŠKOVA POSLOVNE EKONOMIJEU SAVREMENIM USLOVIMA POSLOVANJA 
RADMILO NIKOLIĆ, SNEŽANA UROŠEVIĆ, ALEKSANDRA FEDAJEV, DEJAN RIZNIĆ ..................................................... - 904 - 

107. MODEL ISTRAŽIVANJA RADNOG ANGAŽOVANJA MENADŽERA PO ELEMENTIMA PLANSKO-
KONTROLNOG CIKLUSA 

SRĐAN SKORUP , RADOMIR BOJKOVIĆ , MILAN  KRSTIĆ  ............................................................................................. - 912 - 

108. ZNAČAJ POZICIJE U REZULTATIMA PRETRAGE INTERNET PRETRAŽIVAČA (SERP) SA 
ASPEKTA KONKURENTNOSTI PREDUZEĆA U SRBIJI 

VIKTOR RADUN, RADOVAN DRAGIĆ ........................................................................................................................... - 914 - 

109. TURIZAM U FUNKCIJI RAVNOMERNOG REGIONALNOG RAZVOJA I ODRŽIVOG KORIŠĆENJA 
BIODIVERZITETA 

BRANISLAV ŽIVKOVIĆ, DRAGAN MIHAJLOVIĆ ............................................................................................................ - 923 - 

110. UPRAVLJANJE IMPLEMENTACIJOM IT SISTEMA ZA PODRŠKU POSLOVNIM PROCESIMA 
SLOBODAN BABIĆ, ZORAN ANÐELKOVIĆ .................................................................................................................... - 931 - 

111. UPRAVLJANJE RIZICIMA U MANJIM PREDUZEĆIMA 
ZDENKA ÐURIĆ ........................................................................................................................................................... - 945 - 

112. ULOGA KADROVA U PROJEKTU ZDRAVLJE ZA SVAKOG 
LJUBIŠA STOJMIROVIĆ, ALEKSANDRA STOJKOVIĆ, BOJAN PEJOVIĆ ............................................................................ - 949 - 

113. UTICAJ POSLOVNE POLITIKE NA OBRAZOVANJE KADROVA 
LJUBIŠA STOJMIROVIĆ, STOJAN STOJMIROVIĆ ............................................................................................................ - 954 - 

114. E-MARKETING I POSLOVANJE U OBLASTI TURIZMA 
KHALED MUSTAFA HEBAL, HATIM ABD ALKARIM ZGHEEL, MOHAMED MUSTAFA HEBAL ....................................... - 958 - 

115. MODEL RAZVOJA HOTELSKIH USLUGA 
ALEKSANDRA STOJKOVIĆ, JOVAN MIJATOVIĆ, DRAGAN BULIĆ .................................................................................. - 964 - 



 

 - 1094 - 

116. VREDNOST BRENDA I EMOCIONALNO BRENDIRANJE U DINAMIČNOM TRŽIŠNOM 
OKRUŽENJU 

DIONA GRGAR, VILMOŠ TOT, DRAGAN ILIĆ, ............................................................................................................... - 972 - 

117. STRATEGIJSKI MENADŽMENT – INOVATIVNE STRATEGIJE 
LJILJANA SAVIĆ, VLADIMIR RADOVANOVIĆ, RADIŠA JANKOVIĆ ................................................................................ - 977 - 

118. EFEKTI IMPLEMENTACIJE POREZA NA DODATU VREDNOST U REPUBLICI SRBIJI 
SILVANA ILIĆ, PETAR VESELINOVIĆ, DALIBOR MILETIĆ ............................................................................................. - 987 - 

119. NEUROLINGVISTIČKO PROGRAMIRANJE (NLP) U MENADŽMENTU 
SANDRA DONČIĆ ......................................................................................................................................................... - 994 - 

120. PROJEKT MENADŽMENT INVESTICIONIH ULAGANJA NA STAROJ PLANINI  
RADMILO NIKOLIĆ, VIDOJE STEFANOVIĆ .................................................................................................................... - 994 - 

 
 
 
 

STUDENTSKI SIMPOZIJUM O STRATEGIJSKOM MENADŽMENTU 

 
1. PROMENE U UPRAVLJANJU LJUDSKIM RESURSIMA U CILJU SMANJENJA FLUKTUACIJE 
MILAN STOJANOVIĆ .................................................................................................................................................. - 1013 - 
2. STICANJE MOĆI 
MAJA BAKOČ, STUDENKA KOVAČEVIĆ, MILICA PETRONIJEVIĆ, MARIJANA MILUTINOVIĆ, JELENA ŽIVADINOVIĆ .. - 1024 - 
3. PLANIRANJE I RAZVOJ KARIJERE U MEDIJIMA U BORU 
SANJA BARZILOVIĆ ................................................................................................................................................... - 1032 - 
4. METODE REGRUTOVANJA, SELEKCIJE I ZAPOŠLJAVANJA NA PRIMERU  KBC BANKE 
MAJA PAJIĆ, IVANA DELIĆ ........................................................................................................................................ - 1047 - 
5. MESTO TURISTIČKOG ARANŽMANA U TURIZMU 
VUK MIHAJLOVIĆ ...................................................................................................................................................... - 1056 - 
6. ZNAČAJ  KORPORATIVNE DRUŠTVENE ODGOVORNOSTI 
IVICA NIKOLIĆ, NENAD NIKOLIĆ ............................................................................................................................... - 1064 - 
7. RAZVOJ KARIJERE I ZADOVOLJSTVO KARIJEROM NA PRIMERU PREDUZEĆA “FABRIKA 

BAKARNIH CEVI MAJDANPEK D.O.O”  
MILENA MILOVANOVIĆ ............................................................................................................................................. - 1076 - 

 

                                                 
 
 
 
 
 
 

 
  

  



Majska konferencija o strategijskom menadžmentu, 26 - 28 maj 2011, Zaječar, Srbija 
 

 - 466 - 

MARKETING OF TOURISM BUSINESS AND UTILISATION OF THE 
INTERNET 

 
Nako Taskov, Tatjana Dzaleva, Dejan Metodijeski 

Faculty of tourism and business logistics at the “Goce Delcev”  
University in Shtip Macedonia 

 
Abstract 
 
The potential benefits of using the Internet as a marketing tool in the tourism industry have been 
already perceived. These benefits include cost-savings, speed, accessibility, communication of large 
volumes of information, customer convenience, improved customer relationship management, 
improved target marketing, and a world-wide reach for smallest tourism business. In this way, the 
Internet is tool which may assist small businesses in both their global and domestic marketing. 
Having a network of effective alliances, a high level of owner-manager involvement in the Internet 
marketing strategy, clear owner-manager vision are important to the successful use of the Internet 
for the marketing of small tourism businesses. 
So, development of small business becomes an attractive focus area in addressing the problems of 
unemployment, low economic growth and the subsequent negative impact on social development in 
general.  
But also important subject for discussion is one of the fastest growing sectors of the tourism 
business-nature-orienced tourism or rural tourism with essential concept to attract investment. 
The customer orientation dimension facilitates the collection of information about customers as well 
as organisational learning, which is crucial during the planning and implementation of Internet 
marketing. A lot of results indicate that a network of effective alliances, the existence of a product 
champion in the business, and appreciation by the ownermanager of the broader business 
implications surrounding the implementation of the Internet for marketing, are important to the 
successful use of the Internet for the marketing of tourism services. Approach of the owner-
manager also increase the importance of a market orientation as an important attribute for business 
success. 
 
Keywords: Internet, marketing, small tourism business, rural tourism, owner-manager approach 
and vision 
 
1. INTRODUCTION  

 
In the global economy small businesses are playing a critical role in reducing unemployment, 

penetrating new markets and generally growing national economies. It follows that small businesses 
represent an important vehicle for addressing the challenges of job creation, economic development 
and social development. Tourism is an under-exploited sector with considerable potential for 
expansion, particularly given the high labour absorption capacity of small businesses1.  

 
Today, more often are studies that attempt to identify the non technology resources driving 

the successful use of the Internet for marketing tourism services, taking a resource-based view of 
the business. If these complementary resources can be identified, they can be used to leverage the 

                                                 
1 Bengtsson, M., Boter, H. & Vanyushyn, V. 2003. ‘The challenge of building marketing channels via the 

Internet’. International Council for Small Business (ICSB) 2003 conference, 15-18th June 2003. Belfast, Northern 
Ireland. 
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use of the Internet for marketing, which in turn will contribute to a sustainable competitive 
advantage for small tourism businesses. 

Conclusions of studies indicate that a network of effective alliances, the existence of a product 
champion in the business, and appreciation by the ownermanager of the broader business 
implications surrounding the implementation of the Internet for marketing, are important to the 
successful use of the Internet for the marketing of tourism services. 

In spite of the Internet being uniquely equipped to provide dynamic and rich information to 
customers in an interactive setting, identifying the drivers of successful Internet marketing is 
proving to be challenging. Although it can be argued that the utilisation of the Internet for 
marketing is necessity for businesses, this information technology rarely has a direct impact on 
achieving a sustainable competitive advantage (SCA) 1.  

This approach to understanding the influence of information technologies on realising a 
sustainable competitive advantage implies that although businesses may have equal access to the 
Internet, they may differ in their access to complementary strategic resources necessary to optimally 
utilise this medium. One approach to appreciating the factors driving the successful deployment of 
the Internet for marketing is the resource-based view (RBV) of the business2.  

In this context, resource-based view is use as a means of identifying and empirically testing 
the complementary resources necessary for the successful implementation of the Internet for the 
marketing of small tourism businesses. RBV of the business is important as a way of understanding 
Internet marketing within the context of small tourism businesses. In following this approach, could 
be understand the extent to which small tourism businesses’ unique, business-specific resources can 
contribute to the successful use of the Internet for marketing, and in this way, ultimately contribute 
to a sustainable competitive advantage. 

So, the RBV of the business posits that a business is able to sustain a competitive advantage 
in respect of its competitors by owning certain resources. However, in order to use RBV theory to 
explain the drivers of Internet marketing success, it is first necessary to consider a theoretical link 
between Internet marketing and the RBV of the business. 

The application of the RBV of a business is significant as means to understanding e-
commerce performance3. 

Assessing the success of integrating information technologies into the marketing of a business 
is the extent to which it contributes to the satisfaction of customer needs. This view implies that a 
resource may be a source of competitive advantage if it is valuable to customers or enables the 
creation of value for customers. 

In the most of studies, one area which has eluded researchers in recent years is the extent to 
which the Internet may be able to provide or contribute to an SCA. In this context, it is argued that 
while the implementation of the Internet for marketing does not in itself constitute a SCA, this may 
be achieved through the relationships and linkages between this information technology and other 
business assets and capabilities. 

 
2. INTERNET MARKETING 
 

Most studies attempt to build on extant research which has attempted to identify the resources 
required to allow businesses to leverage generic information technologies (IT), such as the Internet, 
to enhance the businesses’ returns. Also, the entrepreneur should have a vision of what the Internet 

                                                 
1 Chaffey, D., Mayer, R., Johnston, K. & Ellis-Chadwick, F. 2000. Internet marketing, strategy, implementation 

and practice. Harlow, UK: Prentice Hall. 
2 Porter, M. E. 2001. ‘Strategy and the Internet’, Harvard Business Review 
 
3 Rayport, J. F. & Jaworski, B. J. 2001. E-commerce. New York: Irwin McGraw-Hill. 



Majska konferencija o strategijskom menadžmentu, 26 - 28 maj 2011, Zaječar, Srbija 
 

 - 468 - 

can achieve, and a competency which implies that the ownermanager takes his vision further and 
actually acquires the technology and technical competencies to utilise this medium1. Тhe owner-
manager manages the Internet within the context of the overall business and marketing activities on 
a continuous basis, which means a high level of involvement on the part of the owner-manager. 

 
3. TOURISM MARKETING AND SMALL BUSINESSES 
 

The tourism industry has been identified as one of the key industries for driving economic 
development and economic transformation in developing countries. The marketing challenges 
facing tourism businesses are unique in that these businesses cannot be promoted in isolation from 
their competing and complementary products. So, the tourism industry is part of the service sector 
and the tourism product is predominately a service offering, whereas much of the research on the 
factors driving the successful adoption of the Internet as a marketing tool have largely concerned 
physical goods. 

Small businesses lack many of the resources typically available to larger businesses, and as a 
result find it difficult to compete with bigger enterprises in terms of reaching target markets using 
the conventional marketing techniques2. The marketing practices of small businesses are influenced 
by factors as the traits of the owner-manager, the size of the small, medium and micro enterprise 
(SMME), and its stage of development, all of which impact on their marketing techniques. The 
Internet, with its ability to reach broad and diverse markets at a very low marginal cost, has the 
potential to contribute to the growth of this sector.  

Also, it is important to identify the business-specific factors that influence successful Internet 
marketing in small tourism businesses. 

 
4. FACTORS INFLUENCING INTERNET MARKETING SUCCESS 
 

The factors identified and empirically evaluated in the most of study are (a) the owner-
manager of the tourist business acting as product champion: (b) ownermanager knowledge and (c) 
alliances3. 

The factors are those that are associated with the implementation or use of the Internet as a 
business/marketing tool.  

Taking a RBV of the business, are used three resources – “information technology resources”, 
“human resources” and “business resources”– to predict IT performance and business performance. 
These resources are identified as potential drivers of Internet-marketing success. Specifically, the 
owner-manager of a small tourism business acting as a product champion and the knowledge of the 
ownermanager, are complementary human resources, whereas alliances can be classified as 
complementary business resources. 

 
a) Owner-manager as product champion 
Owner-managers as product champion are the people who recognise the potential of a 

particular project and take the necessary action to implement the innovation. The embracing of the 
Internet by owner-managers as an important medium to achieve organisational goals is a critical 
factor in its adoption and successful utilisation. 

                                                 
1 Rayport, J. F. & Sviokla, J. J. 1995. ‘Exploiting the virtual value chain’, Harvard Business Review 
 
2 Middleton, V. T. C. & Clarke, J. R. 2001. Marketing in travel and tourism. 3rd edition. Oxford: Butterworth- 

Heinemann. http://weblinks2.epnet.com/ - bib69up 
3 South Africa. Department of Environmental Affairs and Tourism 1998. Tourism in gear: Tourism development 

strategy 1998-2000. Pretoria: Department of Environmental Affairs and Tourism. 
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Internet marketing is successful in small tourism businesses, so the owner-manager should act 
as a product champion in respect of this initiative. Research suggests that a product champion in 
respect of use of the Internet for marketing may be more important for small and medium sized 
businesses than for large businesses. 

The importance of a product champion for the successful implementation of a new innovation 
cannot be questioned and the Internet is indeed one of the most significant new innovations of our 
time. However,extend this argument and distinguish between basic and advanced use of the 
Internet, arguing that the use of the Internet could be both a radical and incremental innovation. The 
importance of this distinction is that greater top management support is required for radical 
innovations. The importance of the owner-manager acting as a product champion is important in 
small tourism businesses because of the inseparability of production and consumption and the 
significant influence of the owner-manager in small businesses1. 

This conclusion is consistent with research done in respect of the successful adoption and 
implementation of information technology (IT) by small businesses, which found that 
management/owner enthusiasm in respect of the initiative, is a critical factor in its successful 
implementation. 

The Internet, however, has many similarities to electronic data interchange (EDI) and in both 
cases having a product champion is important. Having the owner-manager as a product champion in 
a small tourism business will enhance the chances of successful Internet marketing in small tourism 
businesses. 

In this context, ownermanagers did not need to be experts in information technology, a 
reasonable level of technical knowledge is important for its successful adoption and 
implementation. 

The implications of an owner-manager acting as a product champion suggest that the owner-
manager will have a vision of the potential of Internet marketing, which is an important component 
in achieving Internet marketing success. 

 
b) Owner-manager knowledge 
In order to integrate the Internet as a core tool for marketing, some authors posit that 

‘technical ability’ is a competency that needs to be acquired by the ownermanager. 
The owner-manager should implement all the technical attributes. The ownermanager of a 

small tourism business have to have the technical competence to implement the Internet personally, 
as much of the required knowledge could be sourced from his personal contact network2. Reality 
often confirms this contention.  

An exposed study which conducted research into the adoption of ecommerce by small and 
medium enterprises in Hong Kong, found that 69 percent of businesses with Web sites relied on 
outside service providers to design and maintain their Web sites. In this way, a reasonable 
knowledge and understanding of the Internet by the owner-manager of a small business is necessary 
for the successful implementation of the Internet for marketing, as often only the owner-manager 
appreciates the critical issues in a small business and is in a position to make informed decisions3. 

The knowledge that owner-managers of small tourism businesses have of the Internet will be 
related to the successful use of the Internet for marketing purposes. 

 

                                                 
1 Hill, J. & McGowan, P. 1996. ‘Developing a networking competency for effective enterprise development’, 

Journal of Small Business & Enterprise Development 
2 Haynes, P. J., Becherer, R. C. & Helms, M. M. 1998. ‘Small & mid-sized businesses & Internet use: Unrealised 

potential?’, Internet Research: Electronic Networking Applications & Policy 
3 Mehrtens, J., Cragg, P. B. & Mills, A. M. 2001. ‘A model of Internet adoption by SMEs’, Information and 

Management 
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c) Alliances 
Alliances can take a number of forms and include personal contact networks, social networks, 

business networks, industry and marketing networks. Alliances are used to describe these 
cooperative relationships. These inter-personal relationships take on importance for small 
businesses when utilising the Internet as a marketing tool. 

Alliances play a crucial role in small business marketing by reducing uncertainty, facilitating 
trust and, in so doing, reducing the risk for all the parties. These networks are also used by small 
organisations to access market information, as small businesses often do not have the time or 
resources to buy market information or solicit the services of business consultants1. They also have 
an influence on its decision-making. Thus, because small businesses may lack the specialised 
knowledge necessary for the successful planning and implementation of Internet technology to 
achieve their business objectives cooperative behaviours will expand their knowledge and 
overcome resource weaknesses in respect of Internet marketing2.  

Being involved in an alliance-type arrangement would enhance the chances of successful 
Internet marketing for a small tourism organisation. 

In this way an alliance could indirectly impact on successful Internet marketing. With this in 
mind, the extent of alliances is positively related to the extent of the owner-manager’s knowledge of 
the business implications of marketing over the Internet. 

 
Owner-manager involvement 
Another important thing is the involvement of the ownermanager in the everyday 

management of Internet marketing. 
In small businesses, only the owner-manager has access to information and resources to make 

and implement appropriate decisions and this finding is particularly germane to small tourism 
businesses because of the inseparability of production and consumption3. 

Thus, it is suggest that owner-manager involvement in the use of the Internet as a marketing 
tool will enhance the probability of successful Internet marketing in small tourism organisations. 

In this way, one specific and the fastest growing sectors of the tourism business is nature-
orienced tourism or rural tourism.  The travel industry has enlisted the support of environmental 
organizations and park agencies and is promoting nature travel as the hottest 'environmentally 
correct' activity available." 

These include the potential for this tourism niche to address the abandonment of the 
countryside, contribute to rural renewal, and even help to stem migration4. 

In this context, for this kind of tourism and its promotion is used Internet and in this context 
by participating in the conference and conference's online chats,and other on-line news. The rural 
tourism conference is also valuable for access to international success stories, experiments, trends 
and statistics. 

Using Internet and  understand the meaning of the owner-manager’s involvement in the day-
to-day managing there are many other valuable models and step-by-step approaches which could 
help for assessing a community's or region's potential for rural tourism that would be helpful for 
business initiatives. 

 
                                                 
1 Thong, J. & Yap, C. S. 1995. ‘CEO characteristics, organisational characteristics, and information technology 

adoption in small business’, Omega. 
2 Runge, D. A. & Earl, M. 1988. ‘Gaining competitive from telecommunications’. Earl, M. (Ed.). Information 

management: The strategic dimension. Oxford: Clarendon Press 
3 WTTC (World Travel and Tourism Council). 2003. South Africa: Travel & tourism a world of opportunity. 

London: World Travel and Tourism Council. 
4 www.planeta.com/ecotravel/links/ foundations.html; www.planeta.com/ecotravel/tour/awards.html. 
 

http://www.planeta.com/ecotravel/links/
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5. CONCLUSION 
 

The literature shows the significance of a product champion on the successful implementation 
of the Internet for marketing. The excitement, enthusiasm, passion and commitment with which the 
owner-manager embraces the use of the Internet for marketing, generates support for the project 
amongst employees of the business. This is particularly pertinent in high contact service businesses 
such as small tourism businesses where, given the inseparability of production and consumption, 
employees are an important part of the marketing communication process. 

The empirical results from researchers could be used as a proved that alliances are an 
important determinant of successful Internet marketing. The importance of alliances with competing 
or complementary organisations lies with not only in their ability to access knowledge resources for 
the owner-manager, but also with the opportunities they present in terms of creating new products 
and opportunities. Small tourism businesses should not be too narrow in their approach to sourcing 
ideas and forming associations. Complementary businesses or service businesses not in the tourism 
sector may offer insights and notions that may not be established practice in a particular sub-sector 
of the tourism market and that may give a business some shortterm advantage in respect of its 
competitors with regard to Internet marketing. Similarly, businesses should maintain close links 
with regional tourism organisations as they frequently commission, or have access to research that 
may have a positive impact on the Internet marketing of small businesses. 

Having an online marketing presence does not necessarily lead to improved marketing and 
concomitant financial rewards. Utilising the Internet for marketing in the small tourism business 
context, in addition to the financial investment, implies a certain level of emotional commitment by 
the owner-manager. This is particularly pertinent in high-contact service businesses such as small 
tourism businesses where, given the inseparability of production and consumption, employees are 
an important part of the marketing communication process. 

The results confirm the significance of the owner-manager’s involvement in the day-to-day 
managing of the tourism initiative as well as the importance the vision of the owner manager in 
respect of the promise of Internet marketing. This emphasises the point that simply implementing 
the Internet is no silver bullet. Successful implementation still requires a substantial contribution 
from the owner-manager as do most aspects of small business management. The reason for this is 
that in small businesses only the ownermanager has the vision and the authority to access and 
implement resources appropriately to ensure that the Internet marketing initiative is in congruence 
with the strategic direction of the small tourism business. 
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