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Abstract

Agritonrism activity supports rural development because it capitalizes agricultural resources from rural areas and
communities and it also uses crafts, traditions, and other resources of the local community, thus ensuring long-term
sustainable development.

Agritonrism can come as a salvation for the sustainable development of localities with specific resources, but also as
a salvation in terms of passing on to future generations valuable resources, largely lost in many rural areas. In the
maintenance of the tourist vocation of these localities, the inhabitants of these areas and the tourists must partici-
pate equally, the desired goal being the increase of tourists' interest in these areas, the maintenance of the specific
lifestyle, and why not the profitability of the conservation of these resources for those involved. Where it is possible to
ensure the conservation and valorization of these resources through tourism, villages have "a new chance at life",
turning into permanent tourist locations.

The sustainability of agritourism, or the "health’" of the rural environment, derives from the fact that this activity
cannot be dissociated from the economic, social, and cultural life of the commmunity. Between tourism and the envi-
ronment, there is a close relationship based on: environmental elements considered tourist attractions; tourist facili-
ties and infrastructure; and the impacts generated by tourism development. The link between agritourism and the
sustainability of rural communities derives from the definition of this activity.
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Introduction

The current trend, specific to many rural areas, implies a strong decline from an economic point
of view, the disappearance of the interest in involvement in agricultural activities, or starting
some businesses in the rural environment. At the same time, however, there has been a change in
habits/consumption patterns and consumer behavior in the sense of registering a strong demand
for "natural, organic, bio" in all areas, and in this context, agritourism can be a way of diversifying
both the local economy (Adamov 2006, Karabati 2009, Bujdosé, 2009, 2016, Khademi-Vidra,
2014, Adamov, 2016), as well as an opportunity to capitalize on local values.

Indeed, this growth could not be a 100% sustainable one, the reason why the focus should be
on the authenticity of the traditional products which represent the identity of the popular locali-
ties, and also on strong partnerships to ensure mixing/merging cultural activities, gastronomy,
agriculture, or simply put, ensuring a "short chain" aimed at supporting rural communities
(Bakos—Khademi-Vidra, 2019). It is certain that in the rural areas where the emphasis was placed
on the valorization of authentic local resources through agritourism activities, the development
was a sustainable one (Comisia Europeana 2009, RNDR 2014, Koncz et al, 2018). So, the bene-
fits of the agritourism activity development (Praptiwi R.A., 2021) on the quality-of-life standards
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can be sustainable one, in so many ways, the rural areas where this form of capitalization of local
resources will be used can become the areas where the elements of local sustainable development
can lay the foundations for the future sustainable local economy. (Cilina A., 2017, and Ciolac,
2019) There will be interest and why not the opportunity to improve the infrastructure, to bring
to light the spiritual life of rural localities. (Beeton 1999, Iorio 2010, Nistoreanu 1999).

Table 1. Agri-tourism-capitalization possibility of rural community resources

Quietness
Quality and healthy food

Take part in some particular agricultural activities
Preservation/revival of local crafts

Knowing and learning the specificities of rural areas and rural
life

Source: authors' drocessin
24

Material and method

The main objective of this scientific research is to highlight that agritourism activity can be taken
into consideration as a future possibility of capitalization on the resources of local communities.
Thus the main objectives pursued are: establishing what is the connection between agritourism
activity and rural community and establishing the resources and local products specific to the

rural way of life that can be exploited through agritourism activities.

establishing the ) ) )
theme to be *collection and analysis of this data

researched

-Determining the aspects for which agritourism can
be a tool for the profitability of the rural
community starting from a series of owned
resources;

- Agritourism and its role so as to capitalize the
specific resources from rural community;

analyzing of the

-Establishing the main categories of resources and
local products specific to the rural way of life that
can be exploited through agritourism activities.

data havingas
objectives
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data and presenting [l drawing the main

conclusion

the main aspects
pursued in the
paper

Figure 1. The steps and objectives of the current research
Source: own creation



Agritourism-capitalization possibility of rural community resources

The study method used was qualitative, using several research stages: a collection of the data,
analysis of this data, interpretation, and drawing of the main conclusions. The first step of the
research was establishing the theme to be researched, followed by a collection of the data using
some studies and research from the field, having as objectives:

Determining the aspects for which agritourism can be a tool for the profitability of the rural
community starting from a series of owned resources.

Agritourism and its role to capitalize the specific resources from a rural community.

Establishing the main categories of resources and local products specific to the rural way of life
that can be exploited through agritourism activities.

The next step was analyzing the data and presenting the main aspects pursued in the paper
based on the aspects found were drawn the main conclusion, exposed in the paper.

Results

Why agritourism? and which are its connections with the rural community?

Starting from the aspects that generate this awareness and concern about the significance of rural
areas can be argued the need to support its sustainable development. This necessity depends on
the way of finding smart ways of development, to constitute a revolution related to how to inte-
grate and correlate several structures/domains from rural areas that support innovation in inte-
grated non-agricultural activities enabling the capitalization of the territory from several points of

view.

this form of tourism can combine several activities...so the
efficiency is high

Why

agritourism? . . . .
can at the same time capitalize tourist resources, agticultural

resources, economic resources, the mixing and combination of
which supports the future development of the rural environ-

~

ment

The natural resources specific to each area
Healthy gastronomic products

Reiteration of the interest in agriculture
and agricultural activities

"Long forgotten'" craft activities that can

increase the interest for local community
The traditions and customs specific to the

rural world
The "lifestvle itself"" of the rural commu- /

\

Figure 2. Agritourism-means of making the community profitable taking into
consideration the resources owned
Source: own creation
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Which is the role of agritourism activity? This type of tourism activity supports rural develop-
ment because it capitalizes agricultural resources from rural areas and communities and it also
uses crafts, traditions, and other resources of the local community, thus ensuring long-term sus-
tainable development.

Agritourism and its role so as to capi-
talize the specific resources from rural

community

This type of tourism activity supports

rural development:
|

|} 1§
Because it capitalizes agricultural resources It also uses crafts, traditions and other

from rural area and community resources of local community

The agritourism product incorporating local

resources offers:

[The farmer has the possibility to obtain|
upplementary income from accommo-

dation

Selling their own products

Continuing their agricultural profession|

nd attracting new generations to thel
agricultural /rural field

[has some distinctive features:

Using natural resources as "raw matetial" foq]
carrying out the activity, greater importance i
oiven to their protection.

Can ensute the possibility of diversifying the
structure of the rural economy.

Supports  the development of ecologicall

agriculture and the preservation of origi

nal/traditional elements, thus ensuring long-

term sustainable development.

Figure 3. Agritourism and its influence in capitalizing on the resources particular to a
rural community
Source: processing from various sources (Bausch, 1995, Tinsley, 2001, Ciolac, 2009)

Resources and local products specific to the rural way of life that can be exploited
through agritourism activities

Before identifying traditional, local resources and products that can and should be exploited
through agritourism, we must point out that a study carried out by the EU indicated three types
of rural tourism products, through which rural resources and traditional products could be ex-
ploited:


https://www.sciencedirect.com/science/article/pii/S027843190100024X#!
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- Classic, general products, for example, the human need to consume image, require a strong im-
age of the area and therefore massive investments in communications are necessary (the custom-
er chooses a destination rather than activity). This is a relatively simple product; it can be used
and it is of particular interest to the organizers of tourist circuits.

- Specialized products require real local potential (not all areas, for example, are equally suitable
for excursions or equestrian tourism); this type of product requires reaching a certain type of
clientele and a sophisticated market strategy, which facilitates direct marketing through special-
ized agents.

- Current consumer products are aimed at individual customers, they are sold on related markets,
through direct sales.

The main local resources, owned by many Romanian villages, which in time can and should be
exploited through agritourism activities, start from the specific rural way of life, the inclusion of
these elements in the tourist product being in the future a "must have" it is wanted to acquire a
place among genuine/original tourism products from international tourism market:

Resources from the rural area that can and should
be exploited through agritourism activities

Traditional Traditional Traditional folk Folkloric
architecture ohjects instruments manifestations

Figure 4. Resources specific to the rural way of life that can be exploited through
agritourism activities
Source: own creation

- Rural architecture with a traditional character, formed over time, comes with a particular specificity
for each area, starting from the construction materials used, style, or specific ornaments, generat-
ed by local, geographical, and economic conditions, in fact, "the story of the place", in the most
beautiful way possible. Even if this local architecture is simplistic, rather rustic, it has been shown
that, within the limit of keeping a minimal functionality, it attracts the tourist towards this "return
to the origins" towards minimalism and at the same time it is the "teacher" of the evolution and
preservation over time of some functional rural styles on the verge of extinction. In the current
conditions, of the return to simplicity, and originality, rural architecture can represent one of the
original elements that must be incorporated into tourist products.

- Obyjects with traditional specificity, derive from the occupations found in each rural area: agricul-
tural, forestry, and pastoral. Even if many of the rural households/farms no longer use these tra-
ditional objects, they are part of the elements that "tell the story of the place" for the tourist.
Keeping them and why not capitalizing on them through the organization of handicraft activities
for tourists can be a way to draw attention in a new, original way to the local tourist product and
why not encourage farmers, and locals to rethink the usefulness of these objects old and yet
"fashionable".

Another resource specific to the rural environment is #be popular port. It is another "possible vis-
iting card" of the rural environment, different from one area to another, influenced by occupa-
tions, and local crafts, of an incomparable value and hierarchical position from a social point of
view. If we bring the Romanian countryside into a discussion, we find that there are still many
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areas where the popular port is at the rank of honor, that for some areas the popular port was the
element that took them out of anonymity and placed them in the rank of "original, novel tourism
destinations" at an international level. Therefore, the identification of ways to place the folk cos-
tume in the tourist product, to transmit to the tourist original information about life in the rural
environment through the prism of the folk costume for example, and the craft (on the verge of
extinction) of its manufacture are future support needs of the exploitation of the resources of the
rural environment through tourism.

- Folk sculpture, another resource that can tell a lot about "country life", is also sought by tout-
ists on an exemplary and commercial level. The manufacturing method of local gates, specific
furniture, porch pillars, etc., aroused curiosity among tourists, but also the desire to purchase
these products when going home, this beneficial aspect stimulated local craftsmen to continue
producing such products, but more to pass on these crafts to the next generations, who find in-
terest and the possibility of financial support when returning to the countryside. So the inclusion
of this local resource in the tourism product will bring originality to it, but also sustainability for
the rural environment in the future.

Another local resource, specific to the rural environment, is made up of fraditional folk instru-
ments. The interest lovers and connoisseurs of nice to learn to play some of the archaic instru-
ments, like the buhai, bucium, and whistle, but also to follow and know some aspects related to
their manufacturing process. The inclusion of these resources in the tourism product can meet
requirements related to the pleasant pastime of free time, learning a melodic line, or acquiring
knowledge vis-a-vis the authenticity of the process of obtaining the instrument. The organization
of musical evenings, with rural specifics, can draw attention to the simplicity and yet the beauty
and originality of the rural environment.

Currently, is not allocated necessary importance to the capitalization of these local events
through tourism, but fo/klore events would be another locally specific resource, through which in-
formation about the "rural way of life" can be transmitted to the tourist, but at the same time the
possibility of contact directly and establishing relations between the local population and tourists.
Among the tourist events which can be of interest are included: the traditional customs and tradi-
tions that are held on fixed calendar dates, annual, weekly, or various other occasions.

Implications and recommendations

The main objective of organizing the agritourism activity is the rational use of the three im-
portant resources, namely: land, capital, and labor. Regardless of size, these resources are found
in every agritourism unit. The role of the local community in supporting the development of the
agritourism field, and with it the integrated sustainable development at the local level should be
embodied in a series of actions:

- the ability to initiate and subsequently support collaboration in the form of partnership
between all entities interested in the tourism field and those in related fields, the final goal is to
ensure future development in a coordinated manner.

- the creation of long-term strategies aimed at directing local contributions from the turn-
over of various businesses towards various local improvement works (the infrastructure that en-
sures access, water supply, heating, telecommunications, technical and building facilities, the net-
work commercial, the provision of leisure facilities) and later capitalizing on them to support the
tourist activity.
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- the stimulation of local initiative and the co-interest of future rural entrepreneurs to-
wards carrying out activities in the network if possible, starting from the creation of the tour-
ist/agtitourism structure, continuing with the integration of local agticultural product producers
and with the orientation towards the integration of craft and ethno-folkloric resources in the fu-
ture created product.
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ASPECTS OF EMPLOYEE'S MOTIVATION IN TOURIST SERVICES

Constantinescu Simona Cristina — Dumitrescu Carmen Simona — Sicoe-Murg Oana Maria
— Chis Sabin

Abstract

Employee motivation is "'a science" whose role has proven, over time, to be a very important one. Sometimes recruiting
employees is easy, but keeping them proves more difficult. Keeping employees in the company, creating with their help
competitive products on the market, keeping the company in the top, depend to a great extent on how the em-
ployer/ manager understands the importance of motivating the subordinate staff and knows they must search, discover
and apply those motivational techniques that are in line with employees' excpectations.

Why the motivation? Becanse motivation is an essential element in all fields of activity, especially in the tourism
industry, where it is a priority coordinate. Motivation comes from within everyone, from the innermost recesses of the
buman being and is deeply rooted in the desires and needs of man.

Keywords: motivation, employer, tourism industry, desires and needs, subordinate staff
JEL: M52, 710, 213, Z32

Introduction

What is motivation? We can define motivation as an internal, individual, introspective process that
energizes, directs, and supports a specific behavior. Motivation is a personal "force" that deter-
mines certain behavior, and when we refer, for example, to the method of job rotation to motivate
employees, we understand the activation of this inner force. (Chereches, 1., 2004)

Motivation, morale, and satisfaction of employees' needs are intertwined and, together with
productivity, are the most studied subjects. More often than not, a researcher begins a study with
a few narrow objectives in mind, but as the research on the subject develops and takes shape,
researchers realize that both the objective and the research could be general. The same thing hap-
pened with much of the research undertaken in the field of work and labor relations. (Chigu, Viorica
Ana, 2005; Novac, Emilia, Abrudan, Denisa, 2010)

Motivation assumes that each individual is a unique being with always-different needs and pos-
sibilities, which can be satisfied through activity in accordance with the organization's objectives,
thus he also wins the organization. Motivation is based on matching the satisfaction of people's
needs and interests with assigned tasks. Sometimes, the reasons are clear: the salary, the work
schedule that cannot be shorter or more flexible, existing in a kindergarten where the children are
taken care of, and in a restaurant that removes the worry of making food, other times the reasons
are less visible, intrinsic. (Sirota, D., Mischkind, L..A., Meltzer, M.I., 2010; Martin, Simona Cristina,
2014)

Motivating someone means understanding what their needs are, and what exactly stimulates
them to work better and determine them to achieve better results. If the employees are motivated,
the work climate is pleasant; everyone is full of interest and energy. The sources of motivation —
the desire to improve, the concern for creating a climate favorable to teamwork, and the desire to
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be influential — must condition a person’s behaviors and competencies. (Ticu, C-tin, 2009;
Deaconu, A., Rosca, L., Chivu, 1., Podgoreanu, S., 2002; Prodan, Adriana, 1999)

In order to motivate people, the causes of poor results must be discovered, negative attitudes
must be eliminated and the needs of each individual must be understood. (Ziglar, Zig, Savage, Jim,
1998; Deaconu, A., Roscd, L., Chivu, I, Podgoreanu, S., 2002; http://www.biblioteca-
digitala.ase.ro)

In order to make people work, their work must be a source of satisfaction, they must be satisfied
with their own activity, and otherwise they will find it useless and boring. People like to possess
skills that their work requires, to reach high standards of performance, to have their efforts and
achievements recognized. These aspects refer to certain reasons that are under the individual's per-
sonal control, but can also be influenced by their managers. There are also aspects that employees
have little or no control over, such as company policy, bureaucracy, and working conditions. (Wil-
son, Jerry R, 2007; Martin, Simona Cristina, 2014; www.consumator.gov; Mironescu, Roxana, 2002)

Y4 )

concern for
the desire to creating a climate || the desire to be
improve favorable to influential
teamwork

it must condition personal behaviors and skills

N I AN Y,

Figure 1. The sources of motivation
Source: own creation

Nothing is more profitable than knowing what your employees want from you and their work,
and then helping them achieve those things.

The theory of motivation tries to explain "why" people behave as they do in the work process,
no easy task. The difficulty lies in the fact that each researcher must make some assumptions re-
garding the reasons for the behaviour that he observed, recorded and theoretically systematized.
Any of the results of this effort will therefore be influenced, to a greater or lesser extent, by ele-
ments of subjectivity. (Wilson, Jerry R, 2007; Sirota, D., Mischkind, L.A., Meltzer, M.I., 2010)

The goals pursued by individuals can be relatively perceptible, tangible, or intangible, such as
self-respect or professional satisfaction. The rewards that can be obtained are, in general, classified
into two broad categories: intrinsic, which derives from the individual's personal experience, and
intrinsic, conferred by the environment external to the self, from the outside. An intrinsic reward
is the feeling of personal accomplishment or self-esteem; an extrinsic experience can be a salary
increase or a promotion to a better position. Although motivation, considered, is primarily an in-
dividual experience, managers, in particulat, strive to find the most reliable links between personal
motivations and performance activity. (Stephen, P. Robbins, Coulter, May K., 2020; Stoica,
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Mihaela, 2009; Verboncu, 1., 1999) They also have the task of creating favorable conditions for
harmonizing the personal goals of individuals with those of the organization. (Deaconu, A., Rosca,
L., Chivu, 1., Podgoreanu, S., 2002; http://www.biblioteca-digitala.ase.ro; Sirota, D., Mischkind,
L.A., Meltzer, M.I., 2010, Bujdos6-Sztcs, 2012)

Knowledge of motivational theories is quite important, because, through better motivation, em-
ployees improve and, thus, increase the chances of success of the organization. (Chisu, Viorica
Ana, 2005)

Materials and methods

As the general objective of the work, we decided to research the degree of work motivation among
the employees of a hotel. As specific objectives, we consider:

- Identification of the main motivating factors;

- Identification of factors that could threaten the stability of the staff in the hotel;

- identifying all the expectations of the hotel employees regarding the manager/boss-subordinate
relationship.

The working hypotheses we formulated were:

- Salary level, appreciation for the work performed as the main motivating factors of the hotel;

- The main threat to the stability of the hotel staff is represented by the difficult possibility of
advancement, there being the possibility of a faster advancement at another company;

- The employees' desire to have managers with a democratic-paternalist leadership style.

The method of gathering information for this research was the survey, carried out to achieve the
purpose of the research by applying a questionnaire to a sample of 30 employees in the hotel,
chosen randomly from different departments.

We designed the questionnaire in such a way that it tracks the primary aspects regarding the
degree of motivation, satisfaction of the work performed and demotivation of the staff. The main
aspects related to the degree of motivation, job satisfaction and demotivation:

- the importance of needs and their satisfaction;
- salary motivation and satisfaction;

- working conditions and climate;

- job design and career management;

- Job satisfaction.

We conducted the survey during one week, in April of the current year, wanting, in this way, to
include in the study all the subjects who work in different shifts without affecting the production
process.

As a working method, we opted for the application of the questionnaire through its self-admin-
istration method, self-administration carried out in our presence, trying, in this way, to avoid or
eliminate non-answers. In order for the chosen sample to be valid, the following conditions were
simultaneously met:

- the respondents belong to all the existing age categories within the unit;
- the subjects are both male and female.
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Results and discussion

Following the analysis of the questionnaires, it was found that there are similar behavioral aspects
among the employees, although, as a way of deciding or reacting to the various situations experi-
enced, they are different taking into account the personality of each one and the circumstances
experienced. When it comes to the perception of the workplace and the problems they face, em-
ployees can fit, quite simply, into a single typology, a typology that emphasizes the employee whose
work habits do not change, who regardless of where work and regardless of the degree of satisfac-
tion they have dissatisfaction, they do not hesitate in any way to leave work early or do everything
possible to avoid certain work tasks. According to the majority of answers, the employees are aware
of the slow pace of work, and the long breaks for themselves or their colleagues, but they do not
try in any way to remedy this aspect, but continue, no matter how this approach can lead to the
reduction of the company's results. For them, they are not interested in the image of the ensemble,
but only in their own duties, which, by the way, they try to escape more easily and, categorically, as
easily as their colleagues to whom, by the way, they refer so often. In addition, the majority of
complaints, as well as the solutions to them, are found, for them, in the work group and in the
actions of the other employees. this type of employee, as the exponent of the answers found in the
questionnaires, believes that business is, in fact, a world full of sharks that must swallow those
around them, regardless of the price, therefore they do not make any effort to do something more
than their colleagues, than those around them, and if they break the rules of ethics and morality,
they do not hesitate to act in the same way, to obtain personal gains. The lack of motivation greater
than that of personal and immediate gain, as well as indifference to the work itself, we find that
they speak for themselves in this case.

We performed an analysis of the employees' answers with the aim of discovering the causes of
their lack of motivation, but, above all, what are the aspects that determine the majority to have
this deviant behavior? This type of behavior is encountered extremely often among the employees
of companies in Romania, perhaps due to the lack of education at work, the lack of ethical codes;
to motivate employees to respect themselves and those around them, but also due to the low level
of salaries that make them, in most cases, stop taking work seriously.

We chose the questionnaire questions in accordance with Maslow's theories on needs. According
to these theories, the needs of security, safety, job security conditions, and job stability, must be
satisfied before social, esteem, and personal fulfillment needs. According to Aldetfer's ERG theory,
the needs related to human existence are those that aim to ensure the basic requirements of material
existence, and salary, working conditions, and job stability refer exactly to these needs.

4 N

B the best place to work
happy with the job

close to resigning

I
- v

Figure 2. Aspects regarding job satisfaction and stability

Source: own creation following the interpretation of the questionnaire
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In general, according to figure 2, the majority of employees are satisfied with their current job
and are not in the mood to change them. However, a large part of them would prefer to resign to
change their job for a better one.

a | Adatsorl; R
exchangers; 27%;

B executed with 27%
(]

passion and love;
37%; 37%

B exchangers
m exciting

i a little demanding

overload; 0%; 0%
overload

| a little .
. m executed with
demanding; 9%; .
passion and love

0,
- > J
Figure 3. Aspects of exercising personal activity in the company
Source: own creation following the interpretation of the questionnaire

Regarding the appreciation of the personal activity inside the unit, we easily notice that a per-
centage of 37% of employees enjoy working within the hotel, employees who show a relatively
high degree of satisfaction compared to the 9% of employees who feel very little request (according
to figure 3). Equally, a percentage of 27%ise the employees who consider their work within the
company to be extremely interesting or changing.

~
M appreciation from the
manager
H pleasant atmosphere
I interest from colleagues
\_ J

Figure 4. Working conditions
Source: own creation following the interpretation of the questionnaire

Approximately half of the interviewed employees believe that they would work more and at the
same time be much more devoted to their job and the employing company if they received much
more appreciation from their managers, according to figure 4. The other half prefers, however, a
more pleasant climate at the place of activity and an increased interest from colleagues, considering
that the work should be divided equally.
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More than half of the employees, about 57%, declare that they are very exhausted because of the
work they have done, but, as we found and highlighted in the graph above, an almost equal per-
centage of the respondents consider themselves perfectly healthy and full of energy.

4 A

M oriented by the moment

m planned

Figure 5. Employee objectives
Source: own creation following the interpretation of the questionnaire

A relatively high level among those interviewed is represented by employees who, in their hard
work, orientate themselves according to the requirements of the moment, compared to 30% of
those who have set themselves clear, realistic objectives, the fulfillment of which they want to fully
achieve and regardless of efforts (figure 5).

4 N

B yes

® no

- J

Figure 6. The desire to achieve the proposed or imposed goals

Source: own creation following the interpretation of the questionnaire

Within the hotel, 70% of employees managed to achieve their professional goals step by step,
compared to 30% who work just to have a job, according to figure 6.
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4 R

B satisfied with
the salary level
37%; 37%

W satisfied with the salary
level

m dissatisfied with the
salary level

Figure 7. Salary motivation
Source: own creation following the interpretation of the questionnaire

The salary obtained, according to figure 7, as the first motivational factor, is, unfortunately, not
in accordance with the requirements of the employees, it is not to the liking of more than half of
the employees and respectively a percentage of 63% of those questioned declare themselves dis-
satistied with the salary level.

4 N

M yes

®Eno

Figure 8. Desire for a career in the field
Source: own creation following the interpretation of the questionnaire

According to the previous graph (figure 8), the majority of employees are not interested in mak-
ing a career in the field, stating that they work only for the simple fact that they want a secure job.

A high percentage of interviewed employees, 70% of them, put a special emphasis on the appre-
ciation from colleagues, managers, and customers.
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4 L poor N
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H poor communication
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M stress

m salary
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Figure 9. Demotivational aspects within the company

Source: own creation following the interpretation of the questionnaire

The salary and its level, in the proportion of 39%, being followed, with an equal percentage, of
14%, by the conditions of stress, record the highest share in the obtained results and the respect
offered (figure 9).

The lack of communication is itself a demotivating factor for employees. In addition to the 86%
of employees who are not motivated to work according to the imposed norms, a percentage of
14% of them claim that there is sufficient motivation from all points of view and, as a result,
nothing prevents them from working unmotivated.

Since all aspects related to work motivation and effort, as well as professional and personal sat-
isfaction, are sensitive subjects in the framework of organizational investigations, in order to ensure
a maximum degree of objectivity of the opinions of all people, the answer sheets to this question-
naire were not nominalized (employees were not asked for identification information or its confir-
mation). Moreover, the preservation of confidentiality and anonymity presupposes the processing
and interpretation of the results obtained on each grouping variable separately.

The questionnaires were distributed to each employee, asking them to complete them on the
spot. 30 questionnaires were distributed, of which all 30 were recovered (respectively a percentage
of 100%). Of the questionnaires recovered, 0 were invalidated (that is, 0% of the total question-
naires that were distributed). The remaining valid questionnaires, respectively 100% of the total
questionnaires that were distributed, ensured the obtaining of relevant statistical results, and their
interpretation can therefore be extended to the entire hotel staff.

The structure of the group of employees whose answers were obtained, processed and inter-
preted following the application of the questionnaire is as follows:

- according to gender:
- men — 6 people
- women — 24 people

- according to age:
- 20-25 years — 10 people
- 25-30 years — 11 people
- >30 years — 9 people
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- according to seniority in the institution:
- <l year—7 people
- 1-5years — 13 people
- 5-10 years — 7 people
- >10 years — 3 people
- according to the level of training:
- secondary education — 20 people
- higher education — 10 people
The main motivating factors of the employees within the company are represented by the col-
lective in which they work, the desire to be able to offer the family a decent, better life, the appre-
ciation of the work done and for some of the interviewees even the salary (figure 10).

4 N
appreciation; B appreciation;
22%; 23% 22%; 23%

M appreciation

m Salary

i live better
appreciation

N PP ~/

Figure 10. Motivational factors
Source: own creation following the interpretation of the questionnaire

Among the factors that threaten the stability of the staff in the hotel are salary, stress, lack of
respect from superiors towards employees and poor communication (according to figure 11).

-

~
B respect; 19%; 19%
stress;
19%; 19% u poor
communication;
8%; 8%
M respect
H poor communication
m Salary
stress
N J

Figure 11. Factors that threaten staff stability
Source: own creation following the interpretation of the questionnaire
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The third objective, according to figure 12, regarding employee expectations regarding the man-
ager/boss-employee relationship, half of the respondents mentioned that they wish for better com-

munication.
H poor communication
B good communication

Figure 12. Expectations in the manager/boss - employee relationship
Source: own creation following the interpretation of the questionnaire

From everything previously described, it can be seen that the hypotheses of the research, for the
most part, come true. Both the salary and the appreciation for the work done are considered by a
relatively large number of respondents to be part of the motivating factors, although they are not
the main factors. There is still a need for improvements at the level of human resources, employee
motivation, the idea of a team, the possibility of career advancement is not a threat, since 63% of
those questioned do not want to have a career. We believe that better communication would be of
real help regarding the relationship between superiors and employees.

Conclusions

The success or failure of organizations are intrinsically linked to the way in which they act among
their employees, therefore, managers must motivate employees, exploit their experience, energy
and skills. Where there is motivation, there is certainly productivity, performance, and all people
are satisfied.

At the hotel, enthusiastic and motivated employees definitely achieve exceptional performance
beyond their job duties. Companies have to gain from this; the advantage obtained proves ex-
tremely important for the overall success of the business in the medium and long term. Most people
start a new job full of enthusiasm, but more often than not, the feeling of enthusiasm disappears
after a few months due to inadequate management practices.

Motivating the individual is done by knowing the variety of personal needs, giving them the
possibility to satisfy them, as the company's objectives are achieved. Any relationship between
manager and subordinate affects their motivation.
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The perception of the level of satisfaction of needs has profound implications on the motivation
of employed people. Human resources are, for the hotel, much more than a source of costs or
consumption. They can ensure excellence, but also the disaster of the company. Their efficiency
depends on the skill and passion of managers in working with people, but also on the motivational
system practiced.

The motivational factors of the employees in the hotel are the ones that could increase the sub-
jective value of the work, taking into account the fact that the particularities of the situations, the
people on whom the managers could reflect represent the non-monetary factors. We can mention,
from this point of view: the appreciation of the success of subordinates, the establishment of am-
bitious objectives, which can incite competition between employees, a permanent information on
the financial situation and the stage of achievement of the objectives, a strong encouragement of
the initiative and the new within the company, establishing the team's creative climate by increasing
autonomy and freedom in decision-making, acquiring talent and human intelligence, caring for the
acceptable professional future.

Nothing can motivate more than the success of an individual or the group of which he is a part.
Even more as the activity submitted contributes to the creation of utility in the satisfaction of
human and social needs and when it is dominated by certain rules, criteria and values accepted as
legitimate.

The existence of wide, open communication about work, its meaning that allows understanding
emphasizes the relaxation of the atmosphere at the workplace in the company. The art of commu-
nication, respect for those around you, avoiding conflicts, represent the effective value for the
organization. The managet's attitude, his example for his subordinates, the judgments he follows
are decisive factors in the progress of any company.

Human capital, the most important in the company today, is intelligence and talent, and if they
are well oriented, they can become particularly effective in the development of work. Favoring the
intellectual accumulations for its own employees, the enterprise develops a major interest of the
employees for the prosperity of the company.

So, what brings happiness, what motivates, what makes an employee work better? The analysis
and interpretation of the results obtained after the investigation of the hotel staff, regarding the
motivation for work and professional satisfaction induces the idea that the biggest problems seem
to appear in the perception of the employees related to the level of salary and rewards for the work
done; they consider the salary benefits to be of major importance, followed by the benefits deter-
mined by the recognition of professional merits; the discrepancy between the desired and the actual
level of rewards, which determines a relatively low level of professional satisfaction induced by the
salary amount, considered lower than it would be worth in relation to the effort made.

The lowest professional satisfaction is the one induced by the promotion possibilities, by the too
small program breaks, considered to be somehow limited in the organizational structure; the effects
materialize in the reduced level of satisfaction of autonomy needs, which has a negative impact on
the efficiency of the activity, through damage to the involvement and identification with the image
of the organization.

The motivational factors directing the activity of the hotel staff are related to the quality of in-
terpersonal relationships and the possibilities of professional self-realization, but also to the desire
to provide them and their families with a decent living. The strongest demotivating factors are
those related to the level of rewards, with salaries that are far too low.

The general sources of the decrease in professional satisfaction seem to be centered on the salary
level and promotion opportunities. The nuance of the positions is surprising in the sense that these
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two determinants of professional satisfaction seem to be connected in an inverse relationship: the
staff categories that consider the salary level to be relatively positive, evaluate the promotion op-
portunities as unlimited. The staff who appreciate the promotion opportunities relatively unfairly
(staff with higher and secondary education) are much less satisfied with the salary amount, with the
promotion conditions imposed.
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AZ EGYEN SZEREPE AZ INNOVACIO KIALAKULASABAN
SZERVEZETI MUKODES SZEMPONTJABOL

Véghné Kohut Dorottya

Osszefoglalas

A szerzd kutatisanak a céfja, hogy bemutassa ag egyéni iddperspektiva és ag egyének innovdcios hajlanddsdga
k001t Oss3efiiggéseket, mint syerveeti képességet, amely befolydsolja a dontéseket és a gondolkoddst az innovdcid
kialakuldsa sordn.

Az induktiv gondolkoddsbil kiindulva létrehozdsra keriilt egy kvantitativ kérdoiv, amely ag egyének idohiz és
azg innovdciohog, vald viszonyuldsdt mérte. A tanulmadny ravilagitott arra, hogy ag emberek iddperspektivdja csik-
kentheti az innovdcids aktivitdst, ha nem eléggé jelen-hedonistik ahhoz, hogy kialakuljon az innovacid ag emberek
1észérdl, sot meég negativan is befolydsolhatia a folyamatot, ha a jelen-fatalista dimenzidt nézziik.

A tuddsgenerdlds elején az; emberi jelenlét van, amely képes létrehozni a kreativitist és ag 1] otleteket, majd ag;
ebbdl létrejovd innovdcidt. A gondolatok, dtletek befogaddsahoz, megfeleld szervezeti kultiirdra, vezetdi magatartisra,
tuddsmenedsmentre és szervezeti miiRodésre van s3iikség, amely tamogatia ennek kialaknldsat és felbasgndldsdt.
Ezek a vdllalati miikidés részét képezd elemek képesek a munkavdillalit kimozditani a megszokott gondolkoddsi
és cselefevési sémakbil tamogatva az, 1ij vagy iljszervi itletek és tudds megjelenését, biztositva exzel a villalat szamdra

a versenyelonyt a piacon.

Kulcsszavak: kreativitds, innovdcid, iddperspektiva, szervezeti miikodés, versenyképesség

JEL: 034

THE FUNCTION OF THE INDIVIDUAL IN THE DEVELOPMENT
OF INNOVATION FROM THE PERSPECTIVE OF ORGANIZATI-
ONAL FUNCTIONING

Abstract

The only possible way for businesses in the 21st century to operate and stay competitive is through innovation.
Applying innovation provides an opportunity to adapt to a changing environment. Competitiveness is important not
only for companies but also for nations becanse it is the foundation for social prosperity and continued economic
growth.

Haowever, the creation of economic conditions and regulatory, infrastructural, and technological factors is not enongh
Jfor this, but the social individuals present in the economy also contribute greatly to this process with their thoughts
and decisions. Management and corporate operations are significantly influenced by the motivation, human values,
time, perspectives, and personality typology of employees and managers. These elements are not negligible test factors

in organizational performance.

Keywords: creativity, innovation, time perspective, organizational operating, competitiveness

JEL: 034
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Bevezetés

A XXI. szazadban a gazdalkodo szervezetek mukoédésének és versenyképességének az egyetlen
lehetséges utja az innovacié. Az innovaci6 alkalmazasa lehetSséget biztosit a valtozé kornyezethez
val6 alkalmazkodasra. A versenyképesség nem csak a vallalatok szamara fontos, hanem a nemzetek
szamara is, mert ez az alapja a tarsadalmi jolétnek és a folyamatos gazdasagi novekedésnek.

Ehhez viszont nem elegend6 a gazdasagi, a szabalyozasi, az infrastrukturalis és a technologiai
tényez6k megteremtédése, hanem a gazdasagban jelenlévé tarsadalmi egyének is nagymértékben
hozzajarulnak ehhez a folyamathoz a gondolataikkal, dontéseikkel. Gazdalkodasi és vallalati miiko-
dést jelentésen befolyasolja a munkavallalok és a vezet6k motivacidja, human értékei, idéperspek-
tivai és személyiség tipoldgiaja. Tovabba ezen tényez6k hatassal lehetnek egy projekt produktivita-
sara ¢és teljesitményére is, emiatt nem elhanyagolhato vizsgalati tényez6k a szervezeti mikodés terén
és a csoportosszetétel szempontjabol.

Anyag és modszer

Az innovacio jelenti a fenntarthaté ndvekedést egy nemzet szamara, ami biztositja a tarsadalmi
jolétet és annak novekedését, amely igaz a vallalatokra is, mert, igy tudnak csak versenyképesek
maradni a piacon. Az innovacié jelenti a névekedés alapjat, ami nélkul nincs versenyképesség és
annak megdbrzése. Porter-1 értelmezés szerint egy nemzetgazdasag esetén akkor torténik fejlédés,
ha “egyre kifinomultabb versenyel6nyt biztositd és magasabb termelékenységl szegmensek és ipar-
agak felé mozdulnak.“(Porter,1990). Nemzetgazdasagi szempontbol harom kilonbozé fejlédési
palya hatarozhaté meg, annak fiigegvényében, hogy mi jellemzi azt a szakaszt. Ezek alapjan Porter
harom kompetitiv fejlédési szakaszt kulonit el a tényezé-vezéreltet, a beruhazas-vezéreltet és az
innovacié-vezérelt gazdasagokat. Az elsé a koltségelényokre alapoz, mig a masodik a teljes érték-
lanc megteremtésére és annak hatékonysagara fékuszal, a harmadik szakasz az innovativ termékek
és szolgaltatasok elballitasara helyezi a hangsulyt. A posztmodernizaciénak koszonheté gazdasagi
fejlettség eredménye a tarsadalmi jolét, melynek kovetkeztében kialakul az 6nkifejezés, amelynek
hatasara a személyes értékek valnak hangsulyossa (Ingelhart, 1997). A legmagasabb jolétet az inno-
vaciora alapul6 gazdasagok eredményezik egy tarsadalom szamara.

Porter-i megkozelités alapjan egy nemzetgazdasag, akkor tud az adott fejlédési szakaszt kovetSen
a kovetkez6 szintre emelkedni, ha megvan hozza (Chikan-Czakd, 2009):

-a motivacidja a kemény munka, a j6 Otletek és azok elismerése irant

- belfoldi versenye

- képes megujitani a mindségi keresletet

-adottsaga van a szelektiv tényezébeli hatranyok lekiizdésére

- alkalmas 4 vallalkozasok létrehozasara.

A felsorolast érdemes lenne, még annyival kiegésziteni, hogy egy nemzetgazdasagnak képesnek
kell lennie az 4j technolégiak adaptalasara és fejlesztésére is, mert ez is segiti az el6rébb jutast a
versenyképességet és az innovaciot illetéen.

Az innovaci6 kialakulasahoz 1939-ig sztikséges visszamenni, ahol Joseph Schumpeter kiemel-
kedé tényként kezeli az innovaciot a gazdasagtorténet szempontjabol, amit a fejlédés és a néveke-
dés eredményezett. Véleménye szerint az innovacié kreativ rombolast jelent (Schumpeter, 1939).
Schumpeter volt az elsé személy, aki felismerte ezt a jelenséget és probalt megfelelé definiciot meg-
fogalmazni ra. Az innovaciot ugy értelmezi, hogy kulturalisan kédolt és torténelmileg konstrualt
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kollektiv termék, amely a tradicionalis értékekre, a vallasos hitre, a dicsGségre és a szépségre ta-
maszkodik.

Az innovaci6 a fejlédés soran a tényezOk hasznalatanak 1) kombinacidjaval érhet6 el, amely a

kovetkezé 6t esetben lehetséges:

,,1. Uj tehat a fogyasztok korében még nem ismert — javaknak vagy egyes javak Gj minségének
az el6allitasa.

2. Uj, tehat a kérdéses ipardgban még ismeretlen termelési eljaras bevezetése, amelynek azonban
semmiképpen sem kell 4j tudomanyos felfedezésen alapulnia, és amely valamely aruval kap-
csolatos ujszert kereskedelmi eljaras is lehet.

3. Uj elhelyezési lehetGség, vagyis olyan piac megnyitisa, amelyen a kérdéses orszag kérdéses
iparaga ez ideig még nem volt bevezetve, akar létezett ez a piac mar korabban is, akar nem.

4. Nyersanyagok vagy félkész aruk 4j beszerzési forrasainak meghdditasa, ismét mindegy, hogy
ez a beszerzési forras korabban is létezett, csupan nem vették figyelembe, illetve nem tartot-
tak megfelelonek, vagy pedig el6szor ki kell alakitani.

5. Uj szervezet létrehozasa — példaul monopolhelyzet teremtése trosztositéssel vagy megsziinte-
tése.” (Schumpeter, 1934/1980)

Schumpeter nem volt megelégedve az 6nmaga altal ihletett definicioval, igy tovabbi kiegészitést

tett, mely a kovetkez6 volt:

»Most sokkal szigorubban definialjuk az innovaciot a termelési fuggvény eszkozével. Ez a fligg-
vény leirja azt a médot, ahogyan a termékek mennyisége valtozik a tényez6k mennyiségének a
valtozasaval. Ha mi a tényez6k mennyiségének a véltoztatasa helyett a termelési fuggvény for-
majat valtoztatjuk meg, akkor beszélink innovaciorél” (Schumpeter, 1939/1964). Ebben az
esetben beszélhetiink termék, folyamat, marketing, beszerzés és szervezeti innovaciorol, mely-
nek allitasahoz 4 tényezé kombinacidkat szitkséges alkalmazni. Ez a megkozelités a vallalati
szektorra vonatkozik, de az innovacié 1étrejottét nem lehet elképzelni az allami szerepvallalas
nélkil, akinek feladata a megfelel6 gazdasagi koriilmények szavatolasa, szabalyozasi, infrastruk-
turalis és oktatasi kornyezet biztositasa.

Az tjkori megkozelités szerint az innovacio a kreativitas alkalmazasa, ami értéket teremt (Weiss

— Legrand, 2011). A kreativitas divergens gondolkodast jelent, ami tanulas atjan elsajatithaté képes-
ség. Ebben az értelemben az innovacié az egyéni képességként jelenik meg, amely alkalmas az 4j és
ujszerd gondolatokra, ezzel névelve a sikeres innovacio esélyét.

A kutatas és fejlesztés adja az innovaci6 alapjat, de nehéz kérdés, hogy belilr6l vagy kivilrél
érdemes ezt a tevékenységet végezni a vallalatoknal. Ami biztos, hogy sztkség van ra a verseny-
képesség névekedéshez. A cégeknél meglévé tizleti modell is befolyasolja az innovacié 1étrejot-
tét, mert a modell hidként funkciénal a technolégiai és muszaki input oldal és a gazdasagi output
oldal k6z6tt (Csath, 2010).

Az innovdciot létrehozo human tékét befolyasolo tirsadalmi, kulturalis és idopers-
pektiva aspektusok

Drucker (1969) megitélése alapjan a gazdagsag forrasa a tudasban rejlik manapsag, ezt human t6-
keként értelmezi. Amelyet, ha olyan tertileten alkalmazunk, amelyet mar korabbrdl ismeriink, akkor
termelékenység novekedést fogunk elérni, ha viszont 4j vagy az el6z6ektdl kilonb6zé tevékeny-
séghez hasznalunk fel, akkor innovaciérol beszéliink. A tudasgeneralas folyamataban a véllalatnak
¢és az allamnak is felel6ssége van, ami hozzajarul a versenyképességhez. Valos versenyelényrél Csath
szerint akkor beszélink, ha mer6ben mast csinal valaki a piacon a t6bbiekhez képest (Csath, 2012).
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Ez hosszu tava névekedést fog eredményezni azon vallalatok szamara, amelyek nyitottak az inno-
vaciora és a kockazatok vallalasara.

Csath (Csath, 2020) tovabba ugy vélekedik, hogy a 21. szazadban a nemzetek versenyképességét,
és egyben a tarsadalmak jolétét is egyre inkabb a human tényez6 fogja meghatarozni, attol fiiggden,
hogy mennyire felkésziilt, kreativ és otletgazdag lesz a munkaers. Emiatt az oktatasnak és annak
hasznosithatosaganak képessége nagymértékben fogja befolyasolni a versenyképességet és az inno-
vaciot. Ahhoz, hogy ez sikeres legyen egytittmikodd, nyitott embercsoportokra vagy team-ekre van
szitkség, hogy befogadjak az 4j gondolatokat és 6tleteket, amelyeket a j6vében megvaldsitanak,
ezzel értéket teremtve a fogyaszto vagy vevo és a tulajdonos szamara elérve a kettds értékteremtést.
Ennek a folyamatnak a megvaldsitasat a szervezeti kultara teszi lehet6vé, amelynek résztvevéi a
munkavallalok, mint értékképvisel6k. A vallalati kultaran keresztil sziikséges a szervezet minden
tagjat arra motivalni, hogy a tudasat és a képességét folyamatosan bovitése és fejlessze, mert csak
igy tud eredményes lenni.

A kornyezethez gyorsan alkalmazkodé vallalatokat és a benne 1évé szervezeteket tanulé vagy
agilis vallalatoknak nevezzik, melynek jellemz6i:

- folyamatos tanulas jellemzi az Osszes szinten a vallalaton belil

- kornyezeti valtozasokat nem varjak meg

-4j tudast hoznak létre és kiterjesztik a vallalat egészére

- tanulnak a hibakbol

-j6 problémamegoldok

- egyuttmikodoek és jok az interperszonalis kapesolataik

- decentralizaltan mikodnek (KKovacs, 2018).

Az agilis vallalatoknal a mikédéképesség miatt nagy hangsulyt szitkséges fektetni az egyének
motivacidjara és a szervezeti kultdrara, mert a keresztfunkcionalis mikoédés miatt az egyének el-
veszthetik elkotelezettségliket és ezaltal nem fognak tudni azonosulni a feladatokkal. A véllalati
kultara altal tamogatott tanulas képessége eredményezi azt, hogy 4j 6tletek jelennek meg egyéni és
csoport szinten, amelyekkel kisérleteznek, majd innovacié formajaban megjelenik és tudassa alakul
a vallalatnal. A tanuldszervezethez egyéni, csoportos és szervezeti tanulasara is sziikség van, mert a
tanulastipusa meghatarozza a tudas elterjesztésének tertiletét (Csath, 2010). Amiatt fontos mindha-
rom szint, mert egyéni szinten a tanulas az idegrendszer sajat teljesitménye, amely ,,reprezentacio
(tikrozés) egy interperszonalis térben torténik” (Komor, 2011).

A szervezeti tanulas egy folyamat, melynek szintjei:

-a tanulds eredményeként tudas jon létre

-a tudas bevezetésre kertil szervezeti szinten

-beéptlésre kertil a tudas szervezeten belil és rogziil

-a rogzult tudas hosszan elérhet6vé és felhasznalhatéva valik dontésekhez és cselekvésekhez

-a rogzult tudas a szervezeten belll barki elérheti és alkalmazhatja.

A tanulasra amiatt is szitksége van a vallalatnak, hogy a mult hibaibdl tanuljon és ne kovesse el
még egyszer ugyanazt. (Csath, 2010). Ahogy a vallalati er6forrasokat lehet csoportositani megfog-
hat6 és nem megfoghaté er6forrasokra, gy a tudas tipusait is lehet explicit és tacit tudasra bontani.
Az explicit tudas szamokkal, abrakkal és szavakkal kifejezhet6, mérhet6 és megfoghatd, mig a tacit
tudas hallgatdlagos, személyes képességet és tapasztalatot jelent, amely nem megfoghaté és szab-
vanyosithat6, mert egyénhez kotott.

Az 1. abra bemutatja, hogy az egyéni mechanizmus hogyan és milyen befolyasolé tényez6k altal
hozza létre az 1) vagy Ujszerd Otleteket, melybdl innovacié sztlethet.
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Az abra alapjan elmondhat6, hogy egyéni szinten az innovacio létrehozasa Osszetett és sokrétt
folyamatok Osszességének az eredménye. A vallalaton belil mikodo szervezetek fontos részét ké-
pezik a megfelel6 szaktudasu, kreativan gondolkodé és belsé motivacidval rendelkezé munkaval-
lalok. Ezen tényez6k meglétével tud hossza tavon fennmaradni, mert olyan szervezeti képességet
eredményez emberi er6forras oldalrdl a rendszerek, a folyamatok, a szervezeti struktira mellett,
amely versenyel6nyt jelent szamara. Ezt a folyamatot nem csak a vallalathoz kapcsolédé elemek
befolyasoljak, hanem a tarsadalmi és kulturalis értékek. Az emberi értékek kozil a stimulacié és az
onvezérlés (autondmia), amely Osszefiiggés mutat a kreativ otletek kialakulasaval egyetemi hallgatok
korében végzett felmérés szerint (Tep et al. 2021). A tanulmany bemutatja, hogy a didkok j6vébeli
foglalkoztatasuk soran a kreativ gondolkodasuk altal mennyire képesek befolyasolni az innovacio
létrejottét munkahelyi kornyezetben. Az oktatasok soran a kreativitas képessége fejlesztheté az au-
tonémia, a nyitottsag és a kihfvasokkal teli feladatokkal (Tep et al. 2021). Egy kutatas 156 kreativitasi
képzés program hatékonysagat vizsgaltak, ahol a klaszterek csoportositasat kévetéen négy fajta
képzési tipus kilonilt el: 6tletgenerald képzés; képalkotd képzés; kognitiv képzés; gondolkodasi
készségek. A modszerek kozil a leggyakrabban hasznalt technika az Gtletgeneral6 volt, amely ke-
vésbé bizonyult hatékonynak a kognitiv képzés, a képképzés és a gondolkodasi készségek mellett
(Mumford et al. 2004). A kreativ gondolkodas a készségek fejlesztésére Gsszpontosit, amelynek
részei a problémakeresés, az Otletek generalasa, gyGjtése és értékelése, majd a metakognicié (Lin,
2010).

A kreativitas azon is mulik, hogy a gyakorlatban a kilonb6z6 részeket képesek vagyunk-e gj
értéssel felruhazni, amely alapvetSen eltér a korabbitél. Ehhez az oktatasi és munkahelyi kornye-
zetben is elengedhetetlen a killénb6z6 tudast emberekbdl all6 csapat létrehozasa (Sulaiman et al.
2015). Viszont a tarsadalom aktiv munkavallaléi koérében ez mar joval nehezebb feladat, féleg
akkor, ha az egyének kulturalis és human értékei kevésbé tamogatjak az innovacié létrejottét. A
lakossag értékrendszerét a generalt életkorilmények hatarozzak meg. Az értékalapi humantSkénél
a hatalom, az eredmény és az Oniranyitas korrelaciot mutat a gazdasagi teljesitménnyel, amelyek
alapvet6 vallalkozoi értékek. Ezek a sajatossaigok Magyarorszagra kevésbé jellemzé értékek, csak
bizonyos tarsadalmi csoportokra igazak (Luksander et al. 2010). A kockazatvallalas hianya egyértel-
muen visszaveti egy tarsadalmon belil az innovaciés aktivitast. Azok a kultarak, amelyek tarik a
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bizonytalansagot, képesek kockazatot vallalni és magas a jévSorientacidja tamogatjak az ujdonsa-
gok befogadasat, tehat az innovaciot.

Az innovaci6 létrehozasaban nagy szerepe van a szociokulturalis hattérnek, ezt Sommer és Haug
(2009) is bizonyitotta kutatasukkal, hogy a kulturalis sajatossagok és a vallalkozoi identitas kozott
szoros kapcsolat van, ami hatassal van a gondolkodasmaodra, attitidre és a vallalkozasok mikodé-
sére. Versenyképesség szempontjabol nem elhanyagolhato tény egy nemzet kulturalis hattere, mert
befolyasolja az innovaci6 kialakulasat és az id6hoz valé viszonyulasat kihatva ezzel az egyén cse-
lekvésére (Kluckhohn-Strodtbeck, 1961; Hofstede-Bond, 1988). Ezt a nézetet vallja Park (Park,
2003) is, miszerint a kulturalis tényez6k jelent6s befolyassal birnak a versenyképességre és ezt nem
szabad figyelmen kiviil hagyni egy nemzetnek sem, mert nem mindegy, hogy segiti vagy hatraltatja
a nemzetkozi versenyben. Phelps jelent6s szerepet tulajdonit az értékeknek, a hitnek, az attitGdok-
nek és a moralnak, mert ezen tényezOk hatékonyabban tudjak muikodtetni a gazdasagi életet
(Phepls, 2006). A tarsadalmi, gazdasagi helyzet egytittesen formalja az idSperspektivak kialakuldsat
¢és annak hatasat (Dombi, 2018). Az id6perspektiva, amely hatassal van az egyéni gondolkodasra
azaltal, hogy a megtortént személyes tapasztalatokat vagy impulzusokat a multhoz, a jelenhez és a
jov6hoz tartozé dimenzidkba szortirozza, ezzel szabalyozva az egyén dontését és cselekedetét
(Zimbardo-Boyd, 1999). Kurt Lewin szerint az id6perspektiva nem mas, mint az egyén nézeteinek
Osszessége, amely a pszicholdgiai j6vGjével és multjaval hozhatd kontextusba. A szubjektiv néz6-
pontok befolyasoljak cselekedeteinket, érzéseinket, dontéseinket, gondolatainkat, kapcsolatainkat
és céljaink elérést figgetlenil attol, hogy révid vagy hosszu tavi. A tudattalan kognitiv struktira ad
jelentést az életiinknek, amely javarészt tanult folyamat és valtoztathat6. Ahhoz, hogy az emberek
megélhessék a jelent, helyén kezeljék a multat és gondoljanak a j6vére az sziikséges, hogy kiegyenstlyo-
zottan kezeljék a kiilénb62z6 dimenzidkat, hogy ne essenek at egyik oldalrél a masikra. Emiatt Zimbardo
és Boyd bevezették a kiegyensulyozott idéperspektiva fogalmat, ami egy allapotot jelent és barmikor
valtoztathat6 az egyéni igények szerint. Az 1. diagram szemlélteti a megfelel6 id6dimenzi6 értékeit.

Kiegyensulyozott idoperspektiva profil

4,5

3.5

2,5

L5

0.5

Mult negativ Mult pozitiv Jelen fatalista  Jelen hedonista  Jovoorientdcio

1. diagram: Kiegyensulyozott idéperspektiva profil értékei
Forrds: Zinbardo-Boyd, 2009
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A kiegyensulyozott idéperspektiva az egyén jolétét és pozitiv életminéségét fogja eredményezni.
Azok az emberek, akik megfelel6en értékelik és hasznaljak az id6 mikéntjét képesek lesznek kom-
petenciat, életoromot, elégedettséget és boldogsagot érezni jelenével, multjaval és jovéijével kap-
csolatosan (Webster, 2011). Az id6dimenziok lehet6séget adnak arra, hogy megismerjik sajat ké-
pességeinket, lehet6ségeinket és ennek tudataban jobba tudjuk tenni életiinket.

Az id6hoz valo viszonyulas egyéni kiilonbségei befolyasoljak a munkavégzés eredményét, telje-
sitményét, motivaciéjat és dontéshozatalat (Drake et al. 2008; Lasane-Jones, 1999; Seijts, 1998;
Shipp-Aeon, 2019; Stolarski-Matthews, 2016; Zhang-Howell, 2011; Zimbardo-Boyd, 1999). Kér-
dés, hogy a dontési helyzetben 1év6 egyén vagy vezeté hogyan tudja feldolgozni az egyéni szinten
kapott informaciokat, ha azt az idéperspektiva befolyasolja. Levasseur és szerzotarsai (2020) is ér-
dekes kutatasi iranynak hatarozza meg az informaciofeldolgozas és a dontéshozatal kapcsolatat az
id6perspektiva vonatkozasaban. J6 kérdés, hogy a dontési helyzetben 1évék mennyire képesek a
kreativitasra az adatokbol kinyert informaciok alapjan, amikor az a sikeresség és a j6v6 fundamen-
tuma. Az adatok tények Osszessége, amely az egyéni feldolgozas altal és tudassal képes kovetkezte-
téseket levonni, értelmezni az optimalis dontés érdekében. Az 2. abra mutatja azokat az elemeket
és tényezoket, amellyel az adat eljut az informacion keresztil az egyéni dontésig.

TARSADALMI ES
DOKUMENTUM KULTURALISERTEI{EK'

N ™\ ERTEKTEREMTES
5 DONTES ) < i
INFORMACIO —— ) ./ nNovAao [/

ADAPTIV, TANULT ES A "
TAPASZTALATI EGYENI TENYEZOK
TUDAS

ADAT
|ID(5PERSPEKTWA| ’ AtTiTOD l

2. abra: A dontést befolyasolo tényezdk és az adatok feldolgozasi folyamata
Forrds: Gabor (1997) itlete alapjan sajit szerkesztés
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Az informaci6 segiti az egyéneket abban, hogy az adott helyzetben a legjobb dontés sziilessen,
bar az egyéni sajatossagok, mint attitid, id6profil és motivacio is befolyasoljak a dontés folyamatat.
Az informacioégazdalkodashoz tartozik az is, hogy az egyén tud-e a racionalitas mellett donteni, ha
a meggy6z&dése és az attitidje mas. A motivacio is szerepet jatszik a folyamatban, mert a belsé
motivacio is befolyasolja azt, hogy az egyén miképpen dolgozza fel a kapott informaciokat (Larson
etal. 2011). A belsé motivacié révén érhet el a Maslow-i piramis 6nmegvalositasi szintje. A kilsé
motivacié a teljesitmény novekedéséhez kapcsolodik, és nem hoz létre kreativ gondolatokat. A
kreativ Gtletek az eléallitott informacidkon és azok cseréjén alapszik. A kreativitas lehet6ség ad arra,
hogy tjabb és Gjabb lehetéségeket krealjunk az asszociaciod segitségével. Ebben az értelemben az
innovacié egyéni képességként jelenik meg, amely alkalmas az 4j és Gjszert gondolatokra, ezzel
novelve a sikeres innovacid esélyét. Az egész folyamatot az egyéni id6perspektiva befolyasolja a
dontésein, a problémamegoldasain és a cselekvésein keresztul, amelyet az informacié rendelkezésre
allasa tamogat az informaciéfeldolgozason keresztil. Vagyis, hogy az innovacié létrej6jjon egyéni
oldalrél szamtalan tényez6nek a megléte sziikséges.

Robinsont idézve ,,a szervezetek egy olyan vilagban versengenck egymassal, ahol a megujulas
képessége és a valtozashoz valé alkalmazkodas nem luxus, hanem sziikséglet.” (Robinson, 2011)
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A felsorolt tényez6 Gsszefiiggései alapjan a kutaté megitélése szerint az innovacié létrejottéhez a
kovetkezbkre van sziikség:

1. motivaciora, ami az egyén elkotelezettségébdl adodik a munkateljesitménye, elismerése és

telel6sségvallalasa altal,

2. kreativitasra, az egyén a szokvanyos megoldasok helyett az Gjszerd vagy 4j 6tletekre térekszik
a munkaja soran,
adaptiv tudasra, amely a kollaboracié és a kooperacié révén jon létre,
pénzigyi eréforrasok rendelkezésre allasara,
tanult és tapasztalati tudasra,

o vk W

kornyezeti feltételek tamogatasara,

7. megfelel6 human értékekre és szervezeti kultarara.

A felsorolt tényez6k kozil a motivacio, a kreativitas, az adaptiv, a tanult és a tapasztalati tudas
egyarant az egyéntdl indul és téle fligg, vagyis gondolataik, céljaik és cselekedeteik befolyasoljak az
egyén innovacidhoz valé viszonyat. Ezekre a befolyasolé tényezokre hatassal van az egyén tudat-
talanul kialakitott mult, jelen, j6v6 idédimenzidik, amelyeket a korabbi személyes tapasztalataik
alapjan alakitott ki.

A kompetitiv fejlédést segitik a tacit tudasra és a személyes beallitottsagra alapulé gazdasagi erd-
forrasok, amelyrdl jellemz&en kevésbé esik sz6 az innovacio kialakulasat illetGen, pedig ez a kreativ
versenyképességi ,tartalék” mindig rendelkezésére all, amihez megfelelé oktatasra, human érté-
kekre és munkahelyi kérnyezetre van sziikség.

Kutatasi modszertan

Versenyképesség nincs az 4j vagy jszert gondolatok nélkil, amit megvaldsitas esetén innovacio-
nak neveziink, amennyiben, ha az még nem ismert az alkalmazék szamara. Ehhez az emberek ré-
sz€r6l olyan hozzaallasara van szikség az egyéb mas befolyasolo tényez6k mellett, ami ezt a folya-
matot tamogatja. Az innovacié nem csak a pénziigyi eré6forrasokon, a jol teljesité makrogazdasa-
gon, az allami szerepvallalason, a vallalati hozzaallason és az infrastruktaran malik, hanem fontos
szerepet jatszik a folyamatban az egyének tudasa, hozzaallasa, életszakasza és életkora. Amikor az
innovaci6 alacsony szintjérél van szo6, akkor errél a nézetrdél nem esik sz6. Pedig az egyén részérol
motivaciora, cselekvési hajlamra, kreativitasra, adaptiv tudasra, tanult és tapasztalt szakértelmére
van sziikség az innovacidhoz, amit az egyén idSperspektivaja befolyasol. Az id6profil tekintetében
az emberek kilénboznek, emiatt a megfogalmazott hipotézisek is az egyének id6profilja és az in-
novacio koézotti kapesolatra és a hozza kapcsol6do kilonbozE ismérvekre vonatkoznak, figyelembe
véve az életkort és az iskolazottsagot.

A kvantitativ kutatas célmeghatarozasat kévetéen a kovetkezd hipotézisek kertltek megfogal-
mazasra:

H1: Az id6perspektiva dimenzidk hatassal vannak az innovacio kialakulasara.

H2: A mult orientacidhoz kapcsolédé idéperspektivak nem tamogatjak az innovaciora val6 haj-

landésagot.
H3: Az innovacioéra val6 hajlandésagot az egyének életkorhoz kétheté id6perspektivaja és az
iskolai végzettsége is befolyasolja.
A kutatas vallalati és ismer&si kornyezetben tortént online kérdéiv segitségével.
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A vizsgdlati modszerek bemutatdsa

A kutatas célja, hogy az innovacios-hajlanddsagi index és az idéperspektiva kapcsolatanak 6ssze-
figeéseit felfedje és ramutasson arra a tényre, hogy az egyéneknek milyen nagy szereptk van az
innovaci6 kialakulasaban.

A vizsgalat alapjat a Zimbardo és Warren (2008) kutatasa adta, ahol 6sszefiiggés mutatkozott a
kreativ megoldasok megvalositasa és a jelen-hedonista idéprofil kozott. A vizsgalatban résztvevé
kreativ egyének a feladatmegoldas soran az alkotas folyamatara koncentraltak, mig a j6v6 oriental-
tak az eljaras kifinomultsagara. Tovabba Hammond (2011) metaanalizis alapu kutatasa is ezt ta-
masztja ala, ahol megjelennek az egyéni szintd kiilonbségek a kreativitds szempontjabol fontos sze-
mélyiségjegyek és az innovacié vonatkozasaban.

Az 1. tablazat mutatja azon tényezSket és alkotoelemeket, amely alatamasztja az egyén szerepét
az innovaci6 kialakulasaban.

1. tablazat: A kutatas megalapozasat alatamaszté szakirodalmi megallapitasok és korabbi
kutatasi eredmények

Kutatast 1étrehoz6 alkotéelemek korabbi tudoma- | Szerzé
nyos kutatasok alapjan

Innovacié alapja a kreativitas, amely egyéni képesség Weiss - Legrand, 2011
Kreativitas egyéni szinten kilonb6z6 az innovacié vo- | Hammond, 2011
natkozasaban

Kreativ megoldasok Osszefiiggése az idéprofillal Zimbardo - Warren, 2008

Multorientalt nem nyitott az 4j tapasztalatokra és nem | Zimbardo - Boyd, 1999; Holman -
kockaztat, gatolja a kreativitas kialakulasat Silver, 1998

Id6orientaciot befolyasolja a kultara, a vallas, az egyén | Nurmi, 1991; Zimbardo - Boyd,
tarsadalmi helyzete, az iskolai tanulmanyok, a gazdasagi | 2008; Adams - White, 2009; Guthrie
fejlettség - mtsai, 2009; Kruger - mtsai, 2008;
Lamm - mtsai, 1976)

Forrds: sajat szerkesztés

A szakirodalom és korabbi kutatasok eredményei alapjan a szerz6 azt gondolta, hogy az egyének

innovaciéhoz valé viszonyulasanak jelent6sége van a szervezeti mikodés szempontjabol.
Az 1d6ho6z valé viszonyulas méréséhez Zimbardo és Boyd id6perspektiva kérdéiv roviditett magyar
valtozata kertlt alkalmazasra. Az Gsszes valasznal a Likert skala alapjan kellett valaszolni, ahhoz
mérten, hogy mennyire volt igaz az allitas a kitoltére (1-egyaltalan nem igaz ram, 5-teljes mértékben
igaz ram). A kilonb6z6 kérdésekre kapott valaszok értékeit 6sszeadva, megkapjuk a kilonbozé
idédimenzidk Osszértékét, amelyet sziikséges elosztani az allitasok szamaval, amelyek az adott id6-
dimenzidhoz tartoznak.

Az innovacié méréséhez az id6perspektiva kérd6iv kibévitésre kertilt az innovaciéra vonatkozo
allitasokkal. Az egyének innovacidhoz valé hozzaallasa az alapjan keriilt megallapitasra, hogy milyen
ismérvekre és tulajdonsagokra van sziikség a kialakulasahoz az egyén részérdl vagy részére. Az 2.
tablazat részletezi, hogy melyik allitashoz melyik ismérv vagy tulajdonsag tartozik.
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2. tablazat: Az innovaciora vonatkozo allitasok és a hozzatartozo ismérvek, tulajdonsagok

1 | Képes vagyok a megszokott gondolkodasi sémakat megyjitani | Uj gondolkodasméd
2 Hiszek az élethosszig tartd tanulas erejében Tanulas
3 Befogadd személyiség vagyok Elfogadas
4 Szeretek masokkal egylittmikodve 4j dolgokat 1étrehozni Egytttmikodés
Egyértelmt célokra van sziikségem az 4j gyakorlatokhoz vagy
5 gondolatokhoz Célok
6 Az 4j 6tleteket kockazatosnak itélem, de e nélkiil nincs siker Kockazat
7 Van 6nbizalmam az 4j 6tletekhez Onbizalom
8 Az innovativ gondolataimmal értéket teremtek Ertékteremtés
9 A valtozasok szamomra segitik az 4j gondolatok 1étrejottét Valtozas
Az 4j otletek soran vizsgalni szoktam a kérnyezeti tényez6k ha-
10 tasait is Kornyezet
Az 14j gondolatok, eszmék megvalodsitasa esetén el6fordulhat,
11 hogy hibazok Hibazas
Hosszu tava gondol-
12 Hosszu tavu célt tamogat az Gj 6tletem kodas

Forrds: 1éghné Kobut, 2019

Létrehozasra kertlt egy innovaciés-hajlandésagi index a killonb6z6 kérdésekre adott valaszok
értékei Osszeadva és elosztva az allitasok szamaval. Ezaltal meghatarozhatéva valt az idédimenzi-
okhoz kapcsolédo innovacios hajlandésagi index is egyénenként. Az innovacios hajlanddsagi index
alapjat képz6 innovacids ismérvek megbizhatosaga és érvényessége a Cronbach-alfa egytitthaté se-
gitségével ellenérzésre kerilt, amelynek eredménye 0,763 érték lett, ami megfelel statisztikailag az
adatok konzisztens feltételének. A vizsgalatahoz SPSS (Statistical Package for Social Science) prog-
ramcsomagot, az Osszefliggések vizsgalatahoz minden esetben a Pearson-féle korrelacios egytitt-
hat6 kerilt alkalmazasra, amely megmutatja a valtozok kézotti kapesolatot és annak szorossagat is.

Eredmények

A vizsgalt minta N=168 alapjan a megkérdezettek 61%-a n6, mig 39%-a férfi volt. Az életkor sze-
rinti bontas:

-84 £6 31-45 ¢év,

-50 £6 46-65 év,

-32 £618-30 év,

-2 £6 66- év feletti volt.

Az iskolai végzettség tekintetében a kitolt6k 70%-anak (118 £6) fels6foka végzettsége, mig 28%-
anak (47 £6) kozépfoku végzettsége, 2%-anak (3 £6) kozépfok alatti képesitése volt. A valaszadok
munkahelyének tulajdonosi formaja 48%-ban (81 £6) multinacionalis cég, 23%-ban (39 6) teljes
vagy részlegesen allami tulajdonu cég, 22%-ban (37 £6) magan szektor, mig 7%-ban (11 £6) egyéb
tulajdonosi formaban dolgozik. A kit6lt6k munkahelyi beosztasa 65% (110 £6) beosztott statusz,
26% (43 £6) vezetd statusz, mig 9% (15 £6) egyéb beosztasban dolgozo.

A mintara vonatkozé adatelemzést az 3. tablazat szemlélteti, amely bemutatja a kit6ltSk atlagos
idédimenzidira jellemz6 értékeket és eloszlasat.
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3. tablazat: Az innovaci6 és az id6perspektiva dimenziok leir6 statisztikaja

Jelen-hedonista | Miilt pozitiv | Jovdorientdcid | Jelen-fatalista | Miilt negativ | Innovdcids
dimenzid dimenzid dimenzid dimenzid dimenzid dimenzid
Atlag 2,66 2,95 3,99 2,45 2,23 3,97
Széras 0,93 1,02 0,76 0,85 1,03 0,44
Csucsossag -0,45 -0,63 1,36 0,63 -0,19 0,21
Ferdeség 0,15 0,02 -0,97 0,53 0,79 -0,25
Relativ szoras 35,02% 34,42% 19,03% 34,91% 46,14% 11,16%

Forrds: Véghné Kohut, 2019

Mindegyik dimenzidéban a valaszadok létszama 168 {6 volt. A jelen-hedonista dimenzidban fel-
vett atlagos pontérték 2,66, ami annyit jelent, hogy egy kicsit igaz a kitoltékre az azonnali betelje-
stlés vagya és a gyors haszonszerzés. A jelen-hedonistak atlagosan 0,93 pontértékkel, azaz 35,02%-
kal tértek el az atlagos jelen-hedonista dimenzi6 értékétSl. A csucsossag -0,45, ami eloszlasra a
normalishoz képest laposabb. Az eloszlas csticsanak a kozéphelyzetéhez képest torténd eltolédasa
vagy ferdesége 0,15, ami pozitiv érték, igy jobbra ferde eloszlasrol van szo.

A mult pozitiv dimenzidéban felvett atlagos pontérték 2,95, ebben az esetben a kitdltére mérsé-
kelten igazak az allitasok, miszerint pozitivan kezeli a multat, ami nagymértékben befolyasolja az
egyének kiegyensulyozott életét. A mult pozitivak atlagosan 1,02 pontértékkel, azaz 34,42%-kal
tértek el az atlagos mult pozitiv dimenzid értékétdl. A csucsossag -0,63, ami eloszlasra a normalis-
hoz képest laposabb. A ferdesége 0,02, ami normalis eloszlast feltételez, mert nem tér el se jobbra,
se balra. Az 6sszes dimenzi6 kozil a jovorientacié dimenzidja éri el a legmagasabb atlagos értéket,
ami 3,99. Az érték alapjan elmondhato, hogy a kitéltGkre nagymértékben igazak a jovGorientaciora
vonatkozo allitasok, vagyis el6térbe helyezi a j6v6t a célok, cselekvések, elképzelések terén. A jovo-
orientaltak atlagosan 0,76 pontértékkel, azaz 19,03%-kal tértek el az atlagos jovéorientalt dimenzid
értékétdl. A csucsossag 1,30, vagyis az eloszlasa a normalishoz képest csticsosabb. A ferdesége -
0,97, ami negativ érték, igy balra ferde eloszlasrol van szo.

A masodik legalacsonyabb értéket a jelen-fatalista dimenzi6 veszi fel, ahol az atlagos érték 2,45.
Az érték alapjan kijelenthetd, hogy a kitolt6kre kis mértékben igazak a jelen-fatalista dimenzidra
vonatkoz¢ allitasok, vagyis minimalisan képes befolyasolni sajat sorsat a magasabb erdk felett. A
jelen-fatalistak atlagosan 0,85 pontértékkel, azaz 34,91%-kal tért el atlagosan a sajat dimenzidja ér-
tékétSl. A csicsossag 0,63, ami annyit jelent, hogy az eloszlasa a normalishoz képest cstcsosabb.
Ferdesége 0,53, ami jobbra ferde eloszlast eredményez. A legalacsonyabb értéket a mult negativ
dimenzi6 veszi fel, ahol az atlagos érték 2,23. Az érték alapjan kijelenthet6, hogy a kitoltSkre kis
mértékben igazak a mult negativ dimenziéra vonatkozé allitasok, vagyis kevesen fokuszalnak a
multban tortént gyotrelmekre, kudarcokra és banatokra. A mult negativak atlagosan 1,03 pontér-
tékkel, azaz 46,14%-kal tért el atlagosan a sajat dimenzidja értékétdl. A csicsossag -0,19, ami annyit
jelent, hogy az eloszlasa a normalishoz képest laposabb. Ferdesége 0,79, ami jobbra ferde eloszlast
eredményez.

A masodik legnagyobb értéket az innovacids dimenzié veszi fel, ahol az atlagos érték 3,97. Az
érték alapjan elmondhatd, hogy a kit6ltGkre nagymértékben igazak az innovacios dimenziéra vo-
natkoz6 allitasok, vagyis képesek megujitani gondolataikat, egytittmikoéddek és elfogaddak. Az in-
novaciés dimenzio atlagosan 0,44 pontértékkel, azaz 11,16%-kal tért el atlagosan a sajat dimenzidja
értékétdl. A csucsossag 0,21, vagyis eloszlasa a normalishoz képest cstucsosabb. Ferdesége -0,25,
ami balra ferde eloszlast eredményez. A 2. diagram mutatja a minta atlagos idéperspektiva értéké-
nek alakulasat a Zimbardo és Boyd (ZTPI) kutatasai alapjan létrehozott kiegyensulyozott idépers-
pektiva profilhoz képest.

35



Véghné Kohut D.

5.0
4.5

4,0 \—

35
3.0
2.5
2.0
L5
1.0
0.5

0.0
Jelen-hedonista ~ Mult pozitiv. ~ JovOorientacid  Jelen-fatalista ~ Mult negativ

—o—7TPI kiegyensulyozott profil értéke Minta atlagos értéke

2. diagram: Osszehasonlitas a minta id6dimenzi6inak atlagos értéke és a kiegyenstlyo-
zott idéperspektiva profil értékei kézott
Forrds: Véghné Kobut (2019) és Zimbardo és Boyd (1999)

Jelent6s eltérések a kettd idéperspektiva profil kézott a jelen-hedonista, malt pozitiv és jelen-
fatalista értékek kozott van. Kismértékd eltérés csak a jovéorientacié terén van, a mult negativ
dimenzi6 esetén nincs eltérés a kett6 kozott. A minta jovorientacidja 0,3-del magasabb, mint Zim-
bardo és Boyd altal meghatarozott idéperspektiva profil esetén, azaz a mintara jobban jellemzé a
hosszu tava gondolkodas és a kitartd, kemény munkavégzés a kiegyensulyozott profilhoz képest.
Az Osszehasonlitas alapjan a legkiugrobb érték a jelen-hedonista értékek kézott (-1,7) van. Ami arra
vezethet§ vissza, hogy mivel magasabb a j6vSorientacidja a minta atlaganak, igy kismértékben igaz
rajuk az impulziv viselkedés és a hirtelen hozott dontés, ami a jelen-hedonista id6perspektiva jel-
lemzdje. A malt pozitiv (-0,7) és a jelen-fatalista (+0,7) dimenziok ellentétesen mozognak az atlag-
hoz képest. A minta atlag alapjan a mult pozitiv id6profil esetén elmondhatd, hogy kevésbé gon-
dolnak a multra 6rommel az idealis id6profilhoz képest. A jelen-fatalista dimenzié esetén, pedig
tulsagosan a sors ala rendelik magukat az egyének a kitoltések alapjan.

A kapott eredmények korrelacié szamitasa alapjan gyenge 6sszefiiggés mutathaté ki statisztikai-
lag a j6vSorientacid és a jelen-hedonista idéperspektivak és az innovacidt tamogaté ismérvek ko-
z6tt. A t6bbi dimenzié esetén nincs szignifikans kapcsolat. A j6véorientacidhoz a hossza tava gon-
dolkodas, a jelen-hedonista dimenzidhoz az Gjdonsagok keresése tarsithat6. Ezen jellemz6ék adjak
az Osszefliggés alapjat 4. tablazat szerint.

4. tablazat: Az idSperspektivak és az innovacios index kozotti 6sszefiiggések

Dimenzick Innovdcids hajlanddsdgi index
Jelen_hedonista index 0,321
Mult_pozitiv index -0,079
Jévborientacié index 0,165
Jelen_fatalista index -0,136
Mult_negativ index 0,009

*= az 5%-os szignifikancia szinten igazolhat6 linearis Gsszefiiggés.
**=az 1%-os szignifikancia szinten igazolhato linedtis 6sszefiiggés.

Forrds: Véghné Kobut, 2019
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Az eredmeények alapjin a HT hipotézis csak részben volt igazolhats, menrt nem mindegyik idédimenzid kizott van
kimutathatd kapesolat ag innovdcioval.

A mult negativ és mult pozitiv id6profil dimenzidk 6sszevonasra keriiltek multorientacié elne-
vezéssel. A korrelacié szamitas alapjan a multorientacié és az innovacié kézott nem mutathaté ki
Osszefliggés, ahogy ezt a 5. tablazat is szemlélteti.

5. tablazat: Multorientacio és az innovacio korrelacidjanak értéke

Dimenzio Innovdcids hajlanddsdgi index

Mult_otientacio -0,046

*= az 5%-os szignifikancia szinten igazolhat6 linearis Gsszefiiggés.
**= az 1%-os szignifikancia szinten igazolhato linearis 6sszefiiggés.

Forrds: 1éghné Kobut, 2019

A vigsgdlat alapjan a H2 hipotézis nem volt igazolhatd statisztikailag, mert nem mutathatd ki kapesolat a
militorientdcid és az innovdcids-hajlanddsdgi index kiott.

A minta megbontasra kertlt a 35 év alatti és feletti életkorcsoportokra a jobb elemezhetSség
érdekében.

6. tablazat: Az egyének életkorcsoport szerinti idGperspektivaja és az innovacios index korre-
lacios értéke

Eletkoresoportok Dimenziok Innovicids hajlanddsagi index
35 év alati Jelen_hedonista index 0,288"

cvaa Jelen_fatalista index -0,372**
35 eves € 35 vnel ido- Jelen_hedonista index 0,334"

sebb

*= az 5%-os szignifikancia szinten igazolhat6 linearis Gsszefiggés.
**= az 1%-os szignifikancia szinten igazolhato linearis Gsszefiiggés.

Forrds: Véghné Kohut, 2019

A 0. tablazat értékei alapjan a 35 év alatti egyének jelen-hedonista id6profilja pozitivan korrelal,
mig a jelen-fatalista sorsban valo hite k6z6tt, pedig negativ iranyd 6sszefiiggés mutathatd ki. Az
életkori bontas figyelmen kivil hagyasa esetén nem jelenik meg a teljes sokasagra vonatkozoan a
jelen-fatalista id6profil, mint az innovaciot negativan befolyasol6 id6éperspektiva. A 35 évnél id6-
sebb kitoltéket vizsgalva a jelen-hedonista idSorientacié kismértékben befolyasolja az innovaciot,
de az Osszefliggés egy kicsivel erésebb a 35 év alatti kitolt6khoz képest. A jelen-hedonistakra jel-
lemz6 az 4j dolgok keresése, hogy ne legye az élet szamukra unalmas.

A hipotézis egyik feltételezése ag életkorra vonatkozdan az, eredmeényeket elemezve igazolhatd, hogy ag innovacios
hajlanddsagot az, életkorboz, kithetd iddperspektiva is befolydsolja.

A minta tovabbi szlrésre kertlt az iskolai végzettséggel, aszerint, hogy van-e fels6fokd végzett-
sége a kitoltének vagy sem. A 7. tablazat szemlélteti a fels6foka végzettséggel rendelkezé kitolt6k
id6perspektiva dimenzidi és az innovacio kézotti kapesolatat.
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7. tablazat: Az egyének id6perspektivaja és az innovacids hajlandésagi index korrelacios
értékei az életkori csoportok és a fels6foku végzettségliek alapjan

Eletkorcsportok Dimenzidk Lnovdcids /Zil:mdomgz "
35 év alatti Jelen_fatalista index -0,568"
35 éves és 35 évnél | Jelen_hedonista index 0,274
id8sebb Jévorientaci6 index 0,245"

*= az 5%-os szignifikancia szinten igazolhat6 linearis Gsszefiiggés.
**=az 1%-os szignifikancia szinten igazolhato linearis Gsszefiiggés.

Forrds: 1éghné Kobhut, 2019

A 35 év alatti fels6foku végzettséggel rendelkezé jelen-fatalista id6dimenzi6ja kitolt6k esetén
kozepes mértékii negativ iranya 6sszefiigeés mutathato ki az innovacios hajlandésaggal, ami maga-
sabb értékkel bir mint, ha nem keriilt volna szlirésre az iskolai végzettség. A 3. diagram mutatja a
ketté tényezd linearis kapcsolatat és iranyat. A 35 évnél id6sebb valaszadok jelen-hedonista és j6-
véorientacios id6profilja kismértékben befolyasolja az innovaciés hajlandésagot.
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Forrds: Véghné Kohut, 2019

Fels6foka végzettséggel nem rendelkez6 valaszadok id6profiljanak innovacios hajlandésaggal
valé Osszefliggését a 8. tablazat szemlélteti.

8. tablazat: Az egyének idGperspektivaja és az innovacids index korrelacios értékei az élet-
kori csoportok és a nem fels6foku végzettséggel rendelkez8k alapjan

Eithoresporto Dimenis I nnovdcids hajlanddsdgi
index
35 éves és 35 évnél ido- Jelen_hedonista index 0,474*

sebb

*= az 5%-os szignifikancia szinten igazolhat6 linearis Gsszefuggés.
**= az 1%-os szignifikancia szinten igazolhaté linedris 6sszefliggés.

Forrds: 1Véghné Kobut, 2019
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Fels6fokua végzettséggel nem rendelkezé egyének esetén csak a 35 évnél idésebb korcsoportnal
mutathaté ki kézepesen erés kapcesolat az innovacié és a jelen-hedonista id6profil kozétt. Ez a
kapcsolat, erdsségre kozel a duplaja a fels6foku végzettségliekhez képest, vagyis az alacsonyabb
végzettséggel rendelkez8k jobban keresik az 4j dolgokat, mint a fels6foku végzettséggel rendelke-
z6k. A vizsgalat alapjan elmondhatd, hogy az iskolazottsag szintje is meghatarozza az innovacidohoz
val6 viszonyulast az ismérvek alapjan.

Az életkoresoportokra és azg iskolai végzettségre vonatkozd adatokat dssgevetve a H3 hipotézis elfogadottnak
tekinthetd, mert az, innovicids hajlanddsdagot befolydsolja azg egyének életkordahog; tartozd iddperspektivdja és iskolai
végzettsége.

A hipotézisekhez kozvetve kapcsolddnak az innovaciora vald hajlanddsag ismérvei az idépers-
pektivaval, aminek Osszefiiggéseit a 9. tablazat mutatja, hogy a kitolt6k altal adott valaszok alapjan
az id6profil dimenzidk, miképpen fiiggenek 6ssze az innovaciot timogaté ismérvekkel, ami adja az
innovacios hajlandésagi indexet.

9. tablazat: Az innovaciot tamogat6 ismérvek és az idGorientaciok korrelacios értékei

L Jelen_bhedonista | Miilt_pozitiv | Jovdorientdcio | Jelen_fatalista | Miilt_negativ

Tnnovdcids ismérvek index index index index index
E’O dgond"lk"das' 0,204 0,135 0,127 0,026 0,087
Tanulas 0,215 0,112 0,084 0,127 0,087
Elfogadas 0,276™ -0,090 0,131 0,124 -0,095
Egyiittmiikodés 0,202 0,037 0,118 0,010 -0,030
Célok 0,064 0,158%* 0,076 0,055 -0,009
Kockazat 0,117 0,052 0,094 0,152% 0,008
Onbizalom 0,176" -0,163" 0,114 -0,203* -0,008
Ertékteremtés 0,180 -0,030 0,146 -0,196" -0,058
Valtozas 0,281™ -0,036 0,061 -0,189" 0,018
Kornyezet 0,073 -0,033 0,085 -0,177" 0,007
Hibazas -0,002 0,036 0,037 0,126 0,059
i‘]’f{izd‘;:a"“ gon- 0,290 -0,164" 0,022 -0,150 0,035

Forrds: Véghné Kohut, 2019

Az innovacios hajlandésag egyes ismérvei a jelen-hedonista, mult pozitiv és a jelen-fatalista id6-
dimenzidkkal hozhato kapcsolatba figyelmen kiviil hagyva az életkort és az iskolai végzettséget. A
jovborientacidval és a mult-negativ idéprofillal egyetlen egy ismérv se hozhat6 Osszefiiggésbe. A
jovborientacié kapcesan ez az eredmény, amiatt érdekes, mert Osszességében vizsgalva gyenge po-
zitfv Gsszefiiggés volt kimutathatd. A legtobb esetben a jelen-hedonista idSorientaciéval mutathatd
ki gyenge korrelacié az innovaciot tamogato ismérvekkel. Az Osszes korrelacios ismérvek kozil egy
kiemelendd, az pedig a hosszu tava gondolkodas, ami a kérdSivben arra vonatkozott, hogy az 4j
otletek a hosszu tavu célokat szolgaljak. Ez amiatt érdekes a tobbi kozil, mert a jelen-hedonista
id6perspektivara nem jellemz6 a hosszu tavua orientacid, ami ezek szerint az 6tletek terén maskép-
pen viselkedik. Ez az id6perspektiva kimondottan keresi az ujdonsagokat, igy nem véletlen, hogy
ezzel az id6dimenzi6éval hozhaté Osszefuggésbe a legtobb innovaciot timogatd ismérv. A mult po-
zitfv id6profil gyenge negativ iranyba befolyasolja az 6nbizalmat és a hosszu tava gondolkodast az
Otletek terén. A célok esetén gyenge pozitiv Osszefliggés jellemz6 a mult pozitiv idSorientacidval.
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A jelen-fatalista beallitbdas pozitivan korrelal a kockazattal, mint az innovacié egyik jellemz&jé-
vel, ami egyébként erre az idéperspektivara is jellemz6 tulajdonsag. Negativ 6sszefiiggés mutathatod
ki az 6nbizalommal, értékteremtéssel, valtozassal és a hibazassal. A jelen-fatalista idSorientaciora
jellemzd, hogy nem bizik magaban és nem gondolkodik hosszu tavon, mert a sorsban hisz, igy nem
is tud értéket teremteni.

Koveztetések és javaslatok

A kvantitativ kutatas alapjan megallapithat6, hogy az emberek egyes id6perspektivaja befolyasolja
az innovacio kialakuldsat, mert statisztikailag kimutathato volt a jovéorientacio és a jelen-hedonista
id6perspektivak kozotti kapesolat az innovacioval, habar gyenge kapcesolati korrelaciérol van szo.
Az emberek 6t idéprofilja koziil erre a kett6 idSorientaciora jellemzéek leginkabb az olyan ismér-
vek, amelyek tamogatjak az innovacié kialakulasat. Ezek kozil a legfontosabb ismérvek a hossza
tavu gondolkodas, a kockazatvallalas és az Gjdonsagok kutatasa. Az emberek az id6perspektiva te-
kintetében is kiilonboznek, mint megannyi masban is, igy emiatt is sziikséges az oktatasban és a
munkahelyi kérnyezetben az egylittmikodés tamogatasa. Az egylttmikodés altal az innovaciot ta-
mogat6 jellemz8k kapcsolatba kertilnek egymassal, ami az egyiitt gondolkodas révén Gj gondolatok
megjelenését teszik lehet6vé, ami timogatja az innovacio létrejottét. Az innovacio, pedig nemzet-
gazdasagl, agazati és vallalati szinten versenyképességet eredményez.

Az a tény, hogy nem minden id6profil hozhat6 kapcsolatba az innovaciéval teljesen érthetd,
mert mindegyikére mas-mas jellemz6k vonatkoznak. A multorientacié fuggetlentl a kimenetelétél
befolyasolja a jelent és a jovére valo felkésziilést, mindezt ugy, hogy értékeli a mult eseményét 6rém
és siker vagy kudarc és banat szempontjai alapjan. Azok az emberek, akik a multra nagy hangsulyt
fektetnek, azok bizonytalanok az 4j és a kiilonb6z6 dolgokkal kapcsolatosan (Dombi, 2018). A
kutatas eredményei alapjan a multorientacié nem befolyasolja negativan az innovacios hajlandésa-
got, annak ellenére, hogy bizalmatlanok az 4j dolgokat illetéen a mult szemlélett emberek. Viszont
az €letkori és fels6foku rétegzédést figyelembe véve az innovaciot tamogatd tényezSk esetén az Gj
gondolkodasmodot és a célokat negativan befolyasolja a mult negativ id6profil, ami érthets, mert
ellentétes a jellemzbivel. A jelen-fatalista id6profil is negativan befolyasolja 35 év alatt az innovaciot.
Ez a negativ hatas a sorsban valo hitének és a gyengeségének kdszonhetd, mert a jOv6 szamara mar
elrendeltetett és igy nem tud tenni mar semmit ellene. Tovabbi vizsgalatokat sziikséges végezni,
hogy kideriiljon miért hat negativan az innovaciora a jelen-fatalista idéperspektiva a felséfoku vég-
zettséglek korében.

A kutatasi eredmények alapjan a jelen-hedonista id6profil alkotja meg az innovaciot és a jové-
orientacio teszi lehetévé a tamogatasaval azt, hogy az meg is valosuljon. Ugyanerre a megallapitasra
jutott Zimbardo és Warren mikor erésen jovGorientalt és erésen jelen-hedonista egyetemi hallga-
tokat kértek fel egy kutatasra, amelynek az eredménye az lett, hogy a kreativ csoport az alkotas
menetére, mig a jovéorientaltak a végeredményre koncentraltak (Zimbardo-Warren, 2008). Lénye-
ges kiemelni, hogy az emberek idéperspektivaja az életkori jellemz6k alapjan valtozik és valtoztat-
hat6, ahogy az iskolazottsag is modositja az id6profilt, ezt a tényt a kutatas eredménye is bizonyi-
totta. Vagyis az emberek képesek az innovaciot timogatni attél, mert kilénboznek id6orientaciot
illet6en, csak egyuttmikodésre kell 6ket hivni. Az embereknek 1étezik egy tamogatott idéperspek-
tivaja, amelyet mindig jobban preferal a t6bbihez képest. Ezért olyan célokat szitkséges kittzni
eléjik, ami motivalja Sket, ezzel modositva az idSprofiljukat. Mindezt, Ggy érdemes megvaldsitani,
hogy ezek az iranyok tamogassak a vallalat stratégiai céljait is. A célok elérése vezetéi tamogatas
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nélkil nem tud megvaldsulni. A vezetSknek a kézvetlentl hozza tartozé munkavallalok id6profil-
jukkal és képességeikkel érdemes tisztaba lennitik, mert csak igy lehetnek képesek elérni a kitdzott
célokat, tamogatva ezzel az innovacio létrejottét. Ez az allitas igaz a személyiség-tipologiakra is,
mert konnyebb feloldani problémas helyzeteket vagy konfliktusokat, ha tisztaban vagyunk a beosz-
tottak személyes jellemzbikkel. A kapott eredmények alapjan egyértelmi felel6ssége van a vezeték-
nek és a szervezeti kulturanak az innovacioé létrejottében, mert a motivalt, elkotelezett, felel6sséget
vallal6 és fejl6dni vagyd dolgozok nélkil ez nem lehetséges. Emiatt egyetértek azzal a kijelentéssel,
hogy az innovacié nem feltétlentl csak pénz kérdése, ahogy Steve Jobs is fogalmazott egy interju-
ban, amely a kovetkez6képpen hangzott: ,,Az innovaciénak semmi koze nincs ahhoz, hogy mennyi
dollart koltesz K+F-re. Az innovacié nem pénz kérdése. Az innovacié azoktdl az emberektdl fiige,
akik a cégnél dolgoznak (Fortune Magazine, 1998).” Az innovacié megvaldsulasahoz szlikséges az
anyagi er6forras, de a gondolat vagy 6tlet az mindig az emberektdl szarmazik. Korabbi kutatasokbol
megtudhattuk, hogy az innovacios aktivitast egy nemzet bizonytalansagkeriilése és alacsony kocka-
zatvallalasi hajlandésaga is csokkenti (Hofmeister et al. 2008). Jelen tanulmany is ravilagitott arra,
hogy az emberek idSperspektivaja is csOkkenti az innovaciés aktivitast, ha nem eléggé jelen-hedo-
nistak ahhoz, hogy kialakuljon az innovacié az emberek részérdl, s6t még negativan is befolyasolja,
ha a jelen-fatalista dimenziét nézzik. Ezek a tényez6k feltételezhetéen hozzéajarulhatnak a hazai
mikro-, kis és kozépvallalkozasok alacsony innovaciés aktivitasahoz és az ebbdl ered6 alacsony
termelékenységhez és hatékonysaghoz.

A kutatas 6 célja az volt, hogy ravilagitson az innovaci6 kialakulasat befolyasolé human ténye-
z6re is, mert errdl az oldalrél nem igazan esik sz6 akkor, amikor az innovacios aktivitasat elemez-
ziik. Nagyon sok esetben csak a targyiasult, j6l megfoghato és leginkabb pénzben kifejezhetd té-
nyez6k szempontjabdl vizsgaljuk az innovacié kialakulasat, pedig az innovacio elindit6ja mindig az
ember vagy a kollaborativ embercsoportok, akik 1étrehozzak az innovaciot és diffazio révén elterjed
a tarsadalomban. Az innovacié kialakulasat befolyasolja az emberek szocio6konomiai elhelyezke-
dése, kulturalis beallitottsaga, tudasstilusa és életstilusa is, ami azt eredményezi, hogy hidba a fejlett
technolodgiai adottsag, ha az egyének nem éreznek belsé késztetést az Uj vagy ujszert dolgokra.
Ahhoz, hogy ez ne igy legyen megfelel6 szervezeti kultirara és szervezeti mikodésre van szikség,
amely tamogatja az informacidcserét, a cselekvésre vald Osztonzést és visszajelzést ad az egyén felé
a munkavégzését illetben. Vagyis megfelel6 vezetdi tamogatasra van sziikség, ami mellett az auto-
ném viselkedés ki tud alakulni az egyének oldalardl, ami néveli az énhatékonysagot. A belsé moti-
vacié nem tud létrejonni a megfelel6 onértékelés és kompetencia érzet nélkiil. Amennyiben az el6-
z6leg felsorolt elemek teljesiilnek, akkor a munkavallalé elégedetté valik és képes a magasszint
munkavégzésre, amely segiti 6t a belsé motivacié kialakuldsaban. Az id6hoz valé optimalis viszo-
nyulas lehet6ségét is érdemes felismerni, mert az jobb dontésekhez vezet, ami nemcsak a vallala-
toknak j6, hanem az egyéneknek is, mert boldogabbak, sikeresebbek és kiegyensulyozottabbak lesz-
nek az életben. Az id6orientacié tanult folyamat, amely modosithato, csak szemléletvaltasra van
hozza sziikség. Egy kovetkezd kutatas keretében érdemes vizsgalni szervezeti szinten, akar projek-
tekre lebontva az idéperspektiva, motivacié és teljesitmény Osszefiiggéseit egy modellbe agyazva,
amely segitséget adhat egy 4j modszertan kidolgozasara szervezeti mikodés vagy szervezetfejlesz-
tést illetGen.
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THE DEVELOPMENT OF RURAL TOURISM IN THE
MUNICIPALITY OF ORASTIOARA DE SUS, HUNEDOARA COUNTY
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Vass Hunor

Abstract

The development of rural communities is a process in which the community is actively involved, with the aim of
mobilizing all initiatives to capitalize on its own resources for the social and economic benefit of the community. The
authors of this paper propose an analysis of the existing resources on the territory of the Ordgtiora de Sus commune,
Hunedoara county. In this study, both types of tourism presented above are demonstrated in the commune of
Ordgtioara de Sus. Rural tourism can be carried ont strictly through the involvement of the community in this field,
and agritonrism can include services carried out by the inbabitants of the area where the authorities are involved in
cultural tonrism and mountain sports. The methodology used in the research consists of the collection and processing
of statistical data, graphic interpretation, as well as the analysis and synthesis of information regarding the devel-
opment of the rural area from the specialized literature in the field. After completing a SWOT analysis, the an-
thors determine the main directions the locality should go in terms of development.

Keywords: rural tourism, Ordstioara de Sus, rural development, tourist projects, resources

Introduction

The rural area is the land area where predominate crops, forests and green areas, that relies on a
predominantly agricultural society. Etymologically, rural comes from the Latin rus, meaning crop,
fields, land that is occupied, inhabited, worked and managed by man (Mateoc-Sirb et al. 2014).
Rural areas are an important component of the overall evolution of the Romanian economy
(Cristina et al. 2015).

The development of rural communities can be described as a process in which the community
is actively involved, with the aim of mobilizing all initiatives to capitalize on its own resources for
the social and economic benefit of the community.

Sustainable development is defined as that development that meets the needs of the present
without compromising the possibilities of future generations to meet their needs (Mateoc-Sirb—
Mainescu, 2012).

Sustainable development is conceived in the vision of reconciliation between the economy and
the environment as a new way to support human progress not only in a few places and for a few
years, but for the entire planet and for a long future (Preda, 2002).

The development of rural tourism can represent a possibility for the sustainable development
of rural communities, especially for those in the mountainous areas of the country, but the main
challenge for small businesses in rural areas is the lack of entrepreneurial education and strategies
to promote tourism resources in Romania (https://www.zf.ro). Although Romania has great
potential for developing rural tourism to contribute to the sustainable development of rural
communities, the infrastructure prevents this from happening.
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Rural tourism and agritourism are identified to a certain level, they have a common denomina-
tor, which highlights the elements of identity, and inclusion, as well as different elements that lead
to differentiation. Rural tourism offer defines all the tourist offers in the countryside that are not
related to the peasant household: holidays in households, stays in holiday homes and private
houses. It's important for tourists to learn about rural traditions, culture, and nature, spend their
holidays in a natural environment, enjoy regional products and specialties, and enjoy a peaceful,
clean environment while practicing sports and hiking. (Chisu, 2008, Bujdos6-Szics, 2012)

To clarify the terms rural tourism and agritourism, there are two trends in their definition. In
the first category, rural tourism, the definition criterion used is the share of the income from the
tourism activity that benefits the whole community or a part of it. In the second category,
agritourism, the differentiation criterion is based on the weight of the different constitutive ele-
ments of the tourist offer. Under this aspect, the term rural tourism includes the culture, history,
and traditions existing in the rural area which, together with the specific ones of the peasant
household, constitute components of the tourist offer (Buciuman, 1999: 39). Agritourism is a
form of rural tourism that uses only guesthouses and agritourism farms for accommodation and
meals, benefiting from an unpolluted and picturesque environment, natural tourist attractions and
cultural-historical values, traditions and customs present in the rural
environment. (https:/ /www.cteeaza.com/afaceri/ turism/definirea-agroturismului218.php)

Rural tourism in its pure form should be located in rural areas (Manta, 2019). Tourist activity
specific to the rural environment represents an area with potential for future growth (Ciolac,
2022); statistics show that tourism in rural areas, year after year, has gained more and more fol-
lowers (Dobra et al. 2021).

In the municipality of Orastioara de Sus, which represents the object of study of this paper,
both types of tourism are available, rural tourism can be carried out strictly through the involve-
ment of the community in this field, and agritourism can include services carried out by the in-
habitants of the area , the authorities being involved in cultural tourism and mountain sports.

Infrastructure investments are needed to support these forms of tourism since access to the
points of maximum interest must be easy. At the same time, the historical monuments intended
for visiting must be capitalized through coherent marketing strategies and preservation in good
conditions. Partnerships between the state institutions and the local community are also necessary
to ensure a favorable investment climate for winter sports and agritourism. These partnerships
would propose:

— Pprojects to support entrepreneurs in order to access European funds;

— development of the necessary infrastructure for mountain sports;

— concession/lease of land owned by the state for the creation of accommodation units,

amusement parks, campsites, and slopes for practicing winter sports;

— advertising on tourist attractions, area traditions, and leisure opportunities (Andresoi, ,

2022).

Material and method

This work was carried out in the commune of Oristiora de sus, Hunedoara county, focusing on
the main aspects of rural tourism and agritourism. Agritourism and rural tourism development in
the studied area were also assessed for their impact on the quality of life of the population.
(Mateoc-Sirb — Manescu, 2012)
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The research carried out was oriented on two parts: Part I - includes the bibliographic study,
of theoretical documentation in the strict field of the topic addressed and Part II of the own re-
search. Theoretical documentation: consists of consulting the literature according to the selected
bibliography, researching documents in the field of rural tourism. For the theoretical documenta-
tion, the analysis and synthesis of the specialized literature in the field was used. Own contribu-
tions: consist in the analysis of the municipality of Orastiora de Sus carried out with the help of
multi-criteria analysis: the physical-geographic criterion, the cultural criterion and the economic
(tourist) criterion and the SWOT analysis method, which consists in identifying the strengths,
weaknesses, opportunities and threats.

Results

The geographical location

The geographical location of Orastiora de Sus commune is in Romania’s Hunedoara county and
includes the following villages: Bucium, Ludestii de Jos, Costesti, Ocolisu Mic, Strugari (Ludestii
de Sus), Stanisoara (Costesti Deal) si Gradistea de Munte.

Located in the central part of Romania, in the southern part of Transylvania and the eastern
part of Hunedoara County, historically, it is included in the very central part of old Dacia, includ-
ing within its borders the ruins of the capital Sarmizegetusa Regia, as well as its defense fortresses
from Costesti, Blidaru and the Fetele Albe.( https://www.comuna-orastioaradesus.to)

Within the county, Hunedoara borders the commune of Beriu to the north and northeast,
Mirtinesti to the west, Bosorod to the southwest, and it borders the mountainous region of Suri-
anului to the south, its extension in the mountains evolving up to the Titianu Mare mountains,
Jigoru Mare, Sinca, Sapcea and Batrana.

From the perspective of the geographical, cultural-economic structure, the villages of the
commune are divided into villages located at the foot of the mountains, along the Gradistea river
valley (Costesti, Ludestii de Jos, Oristioara de Sus, Bucium), also called "river" villages, then a
single village, Ocolisu Mic, located in the pre-montane hilly area between Gradistei and
Luncanilor Valleys, being part of the category of "delureni" villages and three mountain villages:
Strugari (Ludestii de Jos), StaniSoara (Costesti Deal) and Gradistea Muncelului, being part of the
category of "border" villages. (https://www.zf.r0/companii/comunitatile-locale-se-pot-dezvolta-
prin-turism-rural-dar-lipsa-20400104)

The infrastructure of the commune is made up of the county road that accompanies the
Gradistea River from the entrance to the commune (Bucium village) to Tampu (the southern
part of Gradistea de Munte village). There is asphalted road along its entire length, and the last 20
kilometers were asphalted between 2014 and 2016.

An important network of cobbled side roads, mostly under the administration of the Forest
Ring Road, runs along: Valea Faeragului, Valea Rea, Valea Aninesului and Valea Alba.

Paths, forest roads, and ridges connect Margineni, Strugari, and Stanisoara with the rest of the
commune, as well as roads used by shepherds in transhumance to reach mountain pastures. Until
1971, a forest railway network operated on the Gradistei valley and the main longer valleys (Valea

Rea, Valea Aninesului, Valea Tampului), which was decommissioned after that year. (Gro Harlem
Brundtland, 1985)
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The main distances between the component localities of the commune of Orastiora de Sus are:
— Bucium — Gridistea de Munte: 35 kilometers;

— Ludestii de Jos — Ocolisu Mic: 5 kilometers;

Costesti — StaniSoara: 1.5 kilometers;

— Ludestii de Jos - Strugari: 3.5 kilometers.
All the villages of the commune have electricity networks to which all households are connect-
ed.

Martinesti

Jeledinti

Cucuis  CiunguMare

Dancu Mare Sibisel

Orastioara

de Sus

Ludestiide Jos
Chitid

Costesti

Valcele Bune

Gradistea
de Munte

Figure 1. Illustration with the satellite image of the geographical area of
Origtiora de Sus Commune
Source:  Personal processing of the authors after www.googleearth.com

Cultural life

Traditions and customs of the villages were brought into social life much more often in the past,
but the Oristioara de Sus commune keeps a steady rhythm of the customs of the area, especially
during the holidays.

In terms of religious faith, Most of the inhabitants of the commune circumscribe themselves to
the Christian-orthodox rite. Six churches operate in villages with access roads that are distributed
in three parishes. Residents actively participate in their community's religious life, and their at-
tachment to the church is evident in their daily lives, their behaviors, and their attitudes. Local
customs associated with clothing, culinary, and cultural customs mark religious services as an
important social event in the community. (Buciuman, 1999)

Other events that take place annually, on fixed dates, are the “nedei”. Various events are cele-
brated during these large gatherings, such as great religious holidays, sheep transhumance ends,
or commune days. (https://www.ideipentruvacanta.ro)

At the level of institutions, in Ordstioara de Sus commune there are:

— City Hall (legislative activity is carried out by a Local Council);

— Romanian Orthodox Church;

— Schools for primary classes and a school for secondary classes;

— Municipal library;

— The communal police station;
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— Montana Gendarmetie;

— Postal office;

— Human medical dispensary;

— Veterinary medical dispensary;

—  Ocolul Silvic Gradistea Muncelului;
— Ocolul Silvic Privat;

— School camp from Costesti.

Figure 2. Representative illustration for the mountain villages of
Oridgtiora de Sus commune
Source: Personal archive

Tourism - the main method of sustainable rural development of Ordstiora de Sus
commune

The Oristiora de Sus commune is located at the foot of the Sureanu Mountains, between the
hills of Orastiora, and is crossed by the Gradiste River. This commune is characterized by the
presence within its radius of many Dacian fortresses, Roman camps, and archaeological sites that
have played an important role in Romanian history. In addition to the historical elements of the
commune, there is also an impressive natural relief, still wild, that shows nature in a very good
state of preservation. Furthermore, the social element of the area is noteworthy, with the local
population being a good example of an archaic society that maintains traditional cultural values of
a remnant area that is thousands of years old. (http://www.madr.ro)

Because there are no strategic, applied, or future plans implemented for the development of
the commune, there is a problem with its sustainable development. The Orastiora de Sus com-
mune benefits from a number of resources that can be better exploited, thereby improving living
standards and attracting young people to an area that has experienced significant depopulation in
the last twenty years.
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Analyzing all the resources that the commune benefits from and prioritizing the plans for sus-
tainable rural development according to the efficiency in this area, tourism is observed as the
main starting point in the development of the commune.

Considering the natural factors that favor rural, recreational, mountain tourism, or even
agritourism, with the support of the county and local authorities, the commune of Orastiora de
Sus can develop rural, recreational, and mountain tourism, something that in this area lacks inves-
tors and marketing.

In addition to attracting investors to the commune, the authorities have the duty to create en-
trepreneurial education programs with the inhabitants of the commune, to support them in the
creation of family businesses, which offer various tourist services, or provide them with the nec-
essary knowledge in order to open micro-factories of traditional products, intended for sale. All
these local investments can be supported by European and national funds that would develop
both the standard of living of the commune and the national economy. (https://www.comuna-
orastioaradesus.ro; https://www.regielive.ro)

Starting in 2020, with the worldwide Covid19 pandemic, the demand for rural tourism has in-
creased in Romania. People who live in the urban environment have rediscovered the benefits
offered by the connection with nature, with the archaic life of the Romanian villages. At the same
time, the demand for practicing sports in nature has also increased, both in the warm season and
in the winter season. Despite all this, Romania is still poorly developed, the offer of tourist ser-
vices being limited and, often, not equivalent to the current market requirements.

As our country's natural resources are extremely rich and the young population is increasingly
eager to start businesses in the countryside, we must carry out sustainable rural development pro-
grams with the support of the European Union, which will add value to the rural environment.

Table 1. SWOT analysis on the opportunities for sustainable development through rural
tourism in Oragtiora de Sus commune

Strengths Weaknesses

1 | Exceptional tourist potential against the back- | 1 | Poor knowledge of attracting EU funds
drop of exceptional natural resources

2 | Traditional lifestyle 2 | Inefficient public administration

3 | The advantageous geographical position, near | 3 | Irrelevant rural tourism development strategies
the municipality of Orastiora

4 | Well-known cultural area with well-preserved | 4 | Improper exploitation of natural resources

local traditions (presence of Dacian fortresses) favorable to rural tourism
Opportunities Threats
1 | Sources of financing for tourism activities 1 | Affecting the tourist heritage through degrada-

tion or uninspired planning

2 | Close collaboration between the population of | 2 | Low capacity of local accountability factors in
the area and people who emigrated abroad attracting development funds

3 | Sources of financing for non-agricultural activ- | 3 | Lack of actions to support entrepreneurship in
ities rural tourism

4 | The economic development of the commune | 4 | Shyness of actions to promote and support

tourist products/services

Source: Authors" analysis and structure; Personal processing Andresoi Bianca Ramona, TURISMUL —
METODA DE DEZ1’OLTARE RURAIL.A DURABIL.A IN COMUN.A ORASTIOARA DE
SUS, JUDETUL HUNEDOARA, Lucrare de disertatie, coordonator Manescu Camelia-Maria, 2002
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Figure 3. Illustration with the representative image of a traditional agricultural practice

in Ordgtiora de Sus commune
Source: Personal archive

Proposals for tourist projects in the municipality of Ordstiora de Sus

As the authors presented in the paper, the commune of Oristiora de Sus has as its main attrac-
tion the Dacian fortresses in the Orastiei Mountains. Annually, an average number of 70,000
tourists visit the commune to see the famous Dacian vestiges present here, which many histori-
ans of past centuries have mentioned in specialty works. The favorable season for visiting these
historical monuments is summer, when the climate is the most suitable for this type of activity,
because one of the three large fortresses in Orastieide Sus commune, namely, the Blidaru for-
tress, can only be accessed by a path intended for walking. (http://calinjorza.blogspot.com)

Starting in 2013, the fortresses of maximum interest came under the authorities' sights, which
ensured the protection of the monuments, tourist guides, and information boards for visitors.
Even if tourists visit these objectives in large numbers, their experience must be improved from
year to year by bringing to light other new Dacian vestiges existing in the fortresses, for which
the state must create the possibility of establishing archaeological sites.

At the same time, the creation of a museum of Dacian and Roman civilization would represent
an important point of interest in Oristiora de Sus commune, a place where visitors can discover
ancient artifacts and the history of the places they visit.

Another important project that would attract tourists to this area is the creation of mountain
trails usable in the summer season. These routes can be off-road experiences, by cars, on well-
defined routes, or on foot, up to the peaks of the Sureanu Mountains. In support of these activi-
ties with a very high demand in the tourism market in Romania, the creation of a gondola that
would facilitate climbing the mountain, in any season, is required. Its route would be on the
Gridistea de Munte - Varful Godeanu route.

From the spectrum of activities that can be carried out in the summer in the commune of
Orastiora de Sus, the following project proposals stand out:

— the creation of an amusement park with a theme representative of the place, from the Da-
cian world and beyond, which involves activities for children (games, contests, creative
workshops), but also for adults (open-air cinema, motocross circuits);

— visiting peasant households, participating in agricultural activities carried out by local peo-
ple (mowing, animal care);
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— the organization of nedei and sezatori (events where locals can interact with tourists
through popular music from the area, and traditional food);

— the organization of the parade of the popular costume of the area, as well as the establish-
ment of a store with traditional wear items;

— the organization of trips to the existing sheepfolds within the radius of the commune,
where visitors can camp in tents and taste traditional shepherd dishes, while animal breed-
ers can use their products (cheese, charcuterie).
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Figure 4 Illustration with the representative image of a possible gondola route

Source:  Processing after www.googleearth.com In the illustration above, a possible route of the gondola used for
tourist purposes is highlighted with a red line. During the summer, it serves mountain hikers, and in the winter
season, it can be used to transport winter sports enthusiasts.

Conclusions, suggestions

With Romania's accession to the European Union, Romania benefited from considerable aid
through community financing of rural development projects. The major problem, however, is
represented by the poor absorption of funds in the first years of Romania as an EU member,
because of the lack of financial education of the population and, consequently, the reluctance to
access these types of financing that can increase the standard of living of the population and
strengthen the country's economy in the long run.

Therefore, as in many other communes of Romania where the administration has proven to be
inefficient, the commune of Oristiora de Sus is not developed to the current European stand-
ards. As this development must be consolidated and supported in several areas, the county au-
thorities should be more actively involved in the communities they identify with high develop-
ment potential and in which this development does not occur due to the poor preparation of the
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factors of decisions from town halls, the lack of entrepreneurial education of citizens and the lack
of the necessary minimum infrastructure.

With its unique historical elements and the special mountain relief as a support point, Orastiora
de Sus commune has a strong development potential, which is of the highest interest to the cur-
rent tourism model, which focuses more on nature and on the archaic life of Romanian villages.

A further advantage is that the tourism projects described in this paper can be implemented
within a short and medium timeframe in the commune of Oristiora de Sus.

While tourists are attracted to this area during the summer and lose interest in it during the
other seasons, the correct marketing and investments necessary for its development would make
it an important tourist attraction in Romania.

In conclusion, rural tourism is the first option that should be considered for sustainable rural de-
velopment in Oragtiora de Sus commune. It must be supported by local, county, and national
authorities, as well as the residents of the area, as the objectives in this area are of world interest,
UNESCO monuments, which, by attracting tourists, would enhance the value of Romania as a
whole and would bring Romania closer to European tourist destinations of great interest.

Agritourism, cultural tourism, mountain tourism, and rural tourism are ways of reviving the ru-
ral area and ensuring a prosperous future for the young population. They bring to the fore the
traditions, the historical heritage of this commune, the beauty of the mountains, and the archaic
life of the countryside.

The autumn season, in classic tourism, most of the time, represents a period with low demand
on the market and the offer is often limited. In the case of rural tourism, this fact should not ap-
ply, considering that rural life is very active at this time of the year, and the mountain trails still
offer tourists the opportunity to travel them. In the commune of Oriasti-oara de Sus, in addition
to the tourist attractions and activities undertaken in the summer season, autumn adds new op-
portunities, not excluding the others. The most important project, for the autumn season, which
can be developed in the commune of Orastioara de Sus, involves the creation of an association,
in which members of the commune are involved, to attract tourists towards the performance of
traditional activities that take place in own households.

The winter season is, along with the summer season, a very important moment in the local
community of Oristioara de Sus commune. So, the beach of tourist opportunities is very large at
this time of the year. First of all, a strong point of attracting visitors to the commune is re-
presenting the traditional customs, specific to the area, which take place during the winter holi-
days. They take place between 15 November and 01 March and, even in the current conditions,
attract many tourists who are eager to get to know them. Another project applicable in the rural
development plan through rural tourism, in the commune of Orastioara de Sus, is the construc-
tion of the necessary infrastructure for the development of a skiing area in the Oristiei Moun-
tains, part of the Sureanu massif. This attribution falls to the local and county authorities and
would represent a huge development in the field of local tourism. Starting from the idea that the
infrastructure can be developed from European and national funds, a partnership with the private
sector is absolutely necessary in the development and administration of a ski area. Closely related
to this project is the project that was proposed for the establishment of the gondola lift, which
would serve the transport of winter sports enthusiasts from Gradistea de Munte to Varful
Godeanu, where the terrain is conducive to the development of winter sports slopes, and the
average temperatures during the winter ensure the necessary snow for the functionality of the ski
area.
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BRANDS, TASTES, JUDGMENT

Marta Paraszt

Abstract

Selective bias is the tendency to interpret information in ways that are consistent with our preconceived notions. If, for
exanmple, consumers have different opinions about branded and non-branded versions of certain products, it can also
be cansed by the fact that they perceive the product differently due to their beliefs about the brand in any way (eg.
previous experience, brand name).

With the involvement of several food industry products, I tested the relationship between the brand and perceived
taste in two independent groups. During a blind test, 1 researched whether the favored branded product is really
tastier, and I used the brand test to check the effect of brand awareness on taste.

Keywords: private label, blind test, brand test

Introduction

The two essential types of brand are the manufacturer's brand and the commercial brand. The
manufacturer's brand is developed by the manufacturers, bears the name of their choice, brand
management is their responsibility, and they are distributed by several commercial units (Szant6 —
Hinora, 2010).

However, commercial brands are only available in their own store network, the commercial
company is also responsible for the production and market introduction of the brand (Agardi,
2010). Commercial brands are not given to the product by the manufacturers, but by the distribu-
tors. In this case, the commercial chains produce certain products or, less often, produce them
themselves and introduce them to the market under their own name. It was first introduced in
Hungary by Tesco and Profi, and since then its importance in the food industry has been steadily
increasing. (Tooth, 2001)

Kristo6f (2014) explains that there are several names for the commercial brand, such as retail,
department store, private label, or own brand (the latter is the name most used by retailers). For
many manufacturers, the dealer is both a partner and a competitor.

The literature has identified different generations of commercial brands according to the role
private brands play in the given product category. (Bauer - Kolos, 2017) In the beginning, the most
important feature of own brands was a significant price advantage, which was combined with low
quality. They were primarily introduced in categories that satisfy basic needs. A slight improvement
in quality can already be observed with the second-generation own brands, and the price advantage
is smaller compared to manufacturer brands. In the case of third-generation commercial brands,
the emphasis is already on the price-value ratio, they approach the market-leading manufacturer
brands in terms of positioning, and there is no longer any significant difference in product quality.
Finally, the fourth generation brands target the premium brands of the category. These commercial
brands are products aimed at specific segments with serious innovation content. Research (Ballo,
2014 and Foldi, 2014) also proves that it is no longer only low-income customers who buy com-
mercial brand products, they are no longer a less attractive, low-quality alternative for customers.
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Based on Nielsen's survey covering more than sixty countries, the market share of private label
products in the daily consumer goods (FMCG) market - based on value - averaged 16.7 percent
worldwide in 2016, but at the same time, there were significant differences between individual
regions. The market share of this product segment is the highest in Europe (31.4 percent) (Dudas
et.al., 2019). The spread and popularity of commercial brand products among domestic consumers
are also clearly visible. They have become an integral part of our everyday shopping, they can be
found in most households. (F6ldi — Polya, 2017)

In 2017, while the growth rate of manufacturer brands was 5%, that of commercial brands was
almost 9%. In the food market, consumers are more willing to look for the chains' own brands
(Tisza, 2019). On ORIGO (2020) we can read that in 2019 the ratio of turnover of the manufac-
turer and commercial brands in Hungary was 72%:28%, a year later Trademagazin writes that in
2020 commercial brands accounted for 12.8% were also able to increase in value to a greater extent,
which is why their market share continued to strengthen (without author, 2021).

According to Lehota (1994:25), consumer behavior is the totality of the consumer's actions
aimed at acquiring, using, evaluating and treating products and services after use.

One of the characteristics of consumer behavior is selectivity. Due to selectivity, we primarily
perceive those that we are interested in out of countless stimuli (Bauer et.al., 2016). However, in
addition to selective attention, selective bias can also "have a say" in the customer's decision.

Selective bias can be realized in such a way that certain product properties are judged based on
the image (the brand) (Lehota, 2001). As a result, selectivity can lead to the fact that the consumer's
judgments may be contrary to the real properties of the product (Léricz —Sulyok, 2017). So, it may
happen that consumers may judge a product with a better-known, more famous brand name to be
of higher quality, and may even imagine it to be tastier. Brand awareness has a stronger influence
in our country than in other cultures. This is confirmed by a survey of nine European countries by
Markovina et al (2015). Sipos et. al. (2007) for example proved the primary role of the brand in the
preferences of mineral water consumers.

According to Kotler—Keller (2012), the power of consumer persuasion regarding brands is ex-
cellently demonstrated when, during a blind test, one group of consumers tastes the product with-
out knowing its brand, while another group does the same with knowledge of the brand, and there
will be differences in the opinions of the two groups. Forgacs et. al. (2013) and Allison — Uhl (1964)
confirmed with beers the influencing power of the brand. Orgovany (2012) and Paraszt—Papp
(2019) showed with energy drinks, that the well-known brand is assumed by the respondents to be
the best.

I tested the information presented in the processed literature with the help of two small group

samples.

In connection with this, I set out to examine the following hypotheses:

— Hypothesis H1: Because of the influence of brand name, testers will assume that the manu-
facturer's brand is more palatable, but as a result of the quality improvement observed in
commercial brands, there will be some people who find private label products more palatable
(blind test).

— Hypothesis H2: Due to selective bias, more people will prefer the manufacturer brand in the
open test than in the blind test. (blind test <> open test)

I examined whether a correlation could be demonstrated between brand- and product consump-

tion and the results of the taste experience.
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Material and method

I conducted the research among undergraduate students (rural development agricultural engineers
and agricultural engineer) at the Szarvas Training Center of the Hungarian University of Agriculture
and Life Sciences. 2021/2022. in academic year, the number of active undergraduate students was
54.

I carried out the research with my own financial resources, so due to limited financial resources
I decided to involve a total of 30 people. The sampling frame was compiled with the help of the
Study Department of the Training Place, during which the list of active students in ABC order was
made available to us in an Excel workbook.

To select the participants, I assigned a number to each undergraduate student, and then randomly
selected 30 of them. After another coding, I also randomly selected 15 people from the drawn
people, with whom I did the blind test, and the remaining 15 people did the open test.

The results of the research can be considered representative of the undergraduate students of
the Training Place.

The product categories included in the study were the following (Figure 1): mineral water, cola,
biscuits, and curd bars/stick. For each category, I included a well-known manufacturer's brand and
a commercial brand in the analysis. In the case of the commercial brand, I chose the products of
the 100% Hungarian-owned store chain Coop. (Participants do not consume Coop products.)

— In the case of mineral water, the compared brands were the non-carbonated waters of Natur

Aqua and Coop Aquarius.

— I contrasted the classic Coca Cola with the Coop cola-flavored soft drink.

—  Gy6ri Edes and Coop honey-flavored versions competed in the biscuit category.

— The Potty6s curd bar compared its "taste" with the Coop dessert bar, in both cases in the

unflavored, dark chocolate version.

Figure 1. Tested products
Source: own editing, 2022

Price ratio information for the products tested (in Coop stores, May 2022):
— NaturAqua price per liter is 30% higher than Coop Aquarius.

— The price per liter of Coca Cola is 60% higher than Coop Cola.

—  Coop biscuits are 17% cheaper than Gy6ri Edes biscuitst (180 g)

— Pottyos curd bars are 50% more expensive than Coop dessert bars (30 g)
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I used brand/product tests to investigate consumer attitudes toward brands. Testing can provide
answers to how a brand influences consumers' perceptions of product attributes (Rekettye-Hetest,
2017).

Blind testing is the research framework where all brand identifiers are removed from the product
during the product test and offered to the target group. (Veres et. al., 2017) I identified each brand
by coding. Consistently, the manufacturer brand was coded as 1 and the commercial brand as 2.
During the blind test, the liquids were served in coded white plastic cups. Solid items were also
placed on numbered white plastic plates. In the first step, I made a note of who assumes which
brand is more delicious and whether they were consumers of that particular brand. I considered a
consumer to be someone who buys the product at least once quarterly. During the tasting, the
students only evaluated the product overall, without focusing on individual product characteristics.

During the open brand test, the brand of the food consumed was clearly identified by the stu-
dents. During the open tasting, they were also asked to decide which brand tasted better to them.

The two tests were carried out separately, on two different days agreed in advance, in the month
of May 2022, in the trainisite-building.

The test results were recorded and the analysis was done in Excel.

In addition to the number and distribution of votes for each brand, I used cross-tabulation anal-
ysis to examine the relationship between consumption and brand choice. The cross-tabulation
analysis is suitable to examine the association between two nominal variables, the association rela-
tionship. The two indicators I chose were the Yule coefficient and the khi-square indicator. For
alternative criteria, the Yule indicator can be used. In the present case: does he or she consume the
brand of the manufacturer under study or not, and does he or she judge the brand of the manu-
facturer to be more refined or not in the blind test? In the case of more than two criteria, I used
the khi-square indicator. The basic idea behind the calculation is that if we find differences between
the expected (assuming an independent relationship) frequencies and the actual frequencies, we
can assume the existence of a stochastic relationship (Acs, 2014). In the present study: consumes
the brand of the manufacturer being tested, consumes another brand, does not consume this prod-
uct category.

In presenting the results I also use the concept of my own brand, a private label instead of a
commercial brand.

Results

Without exception, participants assumed that NaturAqua tasted better and would buy it, based on
the appearance of the mineral water. They justified their decision on the basis of packaging, brand
name and previous experience. The vast majority of respondents (80%, 12 people) drink mineral
watet, but only a third (4 people) are familiar with NaturAqua (Figure 2).

59



Paraszt M.

Drink mineral water Drink Natur Aqua mineral water Which one would you choose? Why? Blind test
1 yes no NaturAqua shape of glass 2
2 yes yes NaturAqua experience 1
3 yes no NaturAqua brand name 2
4 yes no NaturAqua brand name 2
5 yes yes NaturAqua experience 1
6 yes yes NaturAqua experience 1
7 no no NaturAqua packing 2
8 yes no NaturAqua brand name 2
9 yes no NaturAqua packing 2
10 yes yes NaturAqua packing 1
11 yes no NaturAqua packing 1
12 yes yes NaturAqua experience 2
13 no no NaturAqua brand name 2
14 no no NaturAqua packing 1
15 yes no NaturAqua packing 1

Figure 2. Mineral water blind test original data table
Source: own editing, 2022

Results of a blind test of mineral water: 53% (8 people) of the testers found Coop's own-brand
product tastier. Five of them regularly drink mineral water, but not NaturAqua water, and two of
them do not drink bottled water at all. One person, despite drinking NaturAqua mineral water,
found the rival brand tastier in the test (Figure 3).

NaturAqua Coop All
Khisquared o Drink NaturAqua 4 1 5
test:
Experience . .
Khi-squated 337 Drink mineral 5 5 7
water
value
Critical value 509 Don't drink , 5 3
(95%) ? mineral water
All 7 8 15

Figure 3. Mineral water blind test results - 1
Source: own editing, 2022

Seven people preferred the manufacturer brand, of which more than half (4 people) are Natu-
rAqua consumers, two people drink mineral water but not the NaturAqua brand and one person
does not drink mineral water at all. The khi-squared test shows (0,19>0,05) that there is no sto-
chastic relationship between brand choice and whether someone drinks NaturAqua or drinks an-
other brand or doesn’t drink mineral water. The experience khi-squared value is less than the critical
value at a 95% confidence level (Figure 3).

Blind test
NaturAqua Coop All
Drink NaturAqua 4 1 5
Don't drink 3 - 10
NaturAqua
All 7 8 15
Y = 0,8065

Figure 4. Mineral water blind test results - 2
Source: own editing, 2022
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70% of people who do not drink bottled water at all or do not drink NaturAquat found the
commercial brand more pleasant. Regular NaturAqua consumers, with one exception, preferred
the manufacturer brand in the blind test. Hence, a strong correlation between the consumption of
the NaturAqua brand and the choice made in the blind test can be established. This is confirmed
by the value of the Yule indicator (0.8) (Figure 4).

40% of the respondents do not consume cola. Everyone would choose Coca Cola if offered it,
they also consider it to taste better, basically because of the well-known brand name and the more
appealing packaging. In the blind test, everyone thought Coca Cola tasted better. (The table is not
shown because of the unanimous choice.)

In the biscuit test, participants assumed that the Gy6r Edes biscuit tasted better at first glance.
Their decision was mainly based on the brand name and previous experience. The majority of the
respondents (60%, 9 people) consume biscuit products, almost all of them (7 people) eat Gy6ri
Edes (Figure 5).

Eat biscuit Eat Gy6ri biscuit Which one would you choose? Why? Blind test
1 yes yes Gy6ri Fdes experience 1
2 yes yes Gyéri Bdes experience 1
3 yes no Gy6ri Bdes brand name 2
4 yes no Gyéri Bdes publicity 2
5 yes yes Gy6ri Bdes experience 1
6 no no Gyéri Bdes brand name 2
7 no no Gy6ri Fdes brand name 1
8 yes yes Gyéri Bdes experience 1
9 yes yes Gy6ri Fides experience 1
10 yes yes Gyéri Bdes experience 1
11 no no Gy6ri Edes brand name 2
12 no no Gyéri Bdes brand name 2
13 no no Gy6ri Edes brand name 1
14 no no Gy6ri Bdes brand name 1
15 yes yes Gy6ri Edes experience 2

Figure 5. Biscuit blind test original data table
Source: own editing, 2022

The results of the biscuit blind test: 40% of the testers (6 people) found the Coop's private brand
product tastier. Half of the respondents who chose private brand do not consume biscuit products,
two of them do consume such products, but not Gyéri. And one person has tasted Gy6ti biscuit
(Figure 0).

Gy6ti Edes Coop All
Khi Eat Gy6ri
squared 0,07 .. 6 1 7
biscuit
test:
Experience
khi-squared 5,18 Eat bisauit 0 2 2
value
Critial Dont eat
value 5,99 . 3 3 6
biscuit
(95%)
All 9 6 15

Figure 6. Biscuit blind test results - 1
Source: own editing, 2022
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Nine respondents preferred the manufacturer's brand, two-thirds of whom are Gy6ri biscuit
consumers and one-third of whom do not eat biscuits at all. The khi-squared test shows that there
is no stochastic relationship between brand choice and whether someone eat Gy6ri Edes biscuit
or eat another biscuits brand or doesn’t eat biscuit. The critical value is more than experience khi-
squared value at 95% confidence level (Figure 6).

Blind test
Gy61i Edes Coop All
EaF G){on 6 1 7
bisauit
Dont}eat Qyorl 3 5 3
biscuit
All 9 6 15
Y= 0,8182

Figure 7. Biscuit blind test results - 2
Source: own editing, 2022

The majority of those who have not eaten biscuits at all or have not chosen the Gyéri Edes
brand (five out of eight people) preferred the commercial brand. All but one of the Gy6ri biscuit
consumers chose the brand they had consumed (Figure 7). There is a strong relationship (Y=0.8)
between brand experience and the results of the blind test.

Also in the case of the curd stick, everyone assumed beforehand that the brand Péttyés would
be tastier than the Coop product. Some would choose the Pottyos product because they often
encounter its advertising and the brand name itself, and some because they have experience with
it. 40% of the respondents consume curd sticks, the majority of them the Péttyés brand (Figure
8).

Eat curd stick Eat Potty6s curd stick Which one would you choose? Why? Blind test
1 no no Pottyos brand name 2
2 yes yes Péttyos experience 1
3 yes no Pottyds publicity 1
4 no no Pottyos publicity 1
5 yes yes Pottyos experience 1
6 yes yes Péttyos expetrience 1
7 yes yes Pottyos experience 1
8 yes yes Pottyos experience 2
9 no no Pottyos brand name 1
10 no no Péttyos brand name 2
11 no no Pottyos brand name 1
12 no no Pottyos brand name 1
13 no no Pottyos publicity 1
14 no no Pottyos publicity 2
15 no no Pottyds brand name 1

Figure 8. Curd stick blind test original data table
Source: own editing, 2022

Stick blind test results: a quarter of the testers (4 people) opted for Coop, they were mainly (3
people) "non-consumers". Interestingly, one consumer with Péttyds currently preferred the Coop
brand. Of the 11 people who preferred the manufacturer brand, five were considered to be curd
stick consumers, almost all of them consuming Péttys. And six do not consume this treat. The
khi-squared test shows (0,71>0,05) that there is no stochastic relationship between brand choice
and whether someone eat Potty0s brand or eat another brand or doesn’t eat curd stick (Figure 9).
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Pottyos Coop All
Khi
squared 0,71 Eat Pottyos 4 1 5
test:
Experience
khi-squared 0,68 Eat aurd stick 1 0 1
value
Critiaal Dont eat aurd
value 5,99 . 6 3 9
stick
(95%)
All 11 4 15

Figure 9. Curd stick blind test results - 1
Source: own editing, 2022

There is no difference in choice between eating Pottyos and not eating the brand. The majority
of both groups (80% of Pottyés consumers, 70% of non-consumers) preferred the manufacturer's

brand also on the basis of taste (Figure 10).

Blind test
Pottyos Coop All
Eat Pottyos 4 1 5
D?nt ?at 7 3 10
Pottyds
All 11 4 15
Y= 0,2632

Figure 10. Curd stick blind test results - 2
Source: own editing, 2022

Among the participants of the open brand test, 13 people drink mineral water, four of them have
experience with NaturAqua (Figure 11 - left). The latter rated this brand as the better brand in the
test. A total of six of the open testers preferred Coop's own brand product. These are people who
do not drink mineral water (2 persons) or drink but not Natur Aqua (4 persons). The manufacturer

brand was chosen by only mineral water consumers.

NaturAqua Coop All NaturAqua| Coop All
Drink
Drink
i 4 0 4 NaturAqua 4 0 4
NaturAqua water
water
Drink mineral Dont drink
F R 5 4 9 NaturAqua 5 6 11
‘water
water
Dont drink 0 2 2 All 9 6 15
mineral water
All 9 6 15

Figure 11. Open test results for mineral water
Source: own editing, 2022

The results of the open test of cola products were the same as the blind test. Everyone rated the

own-brand product as worse.
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Half of the testers snacked on some kind of biscuit, six of them consumed Gy®6ri. They all felt
that this brand was tastier (Figure 12 - left). Gy6ti Edes Biscuits won the tastier title over Coop's
product by a ratio of 10:5. The majority of the 5 people who chose their commercial brand were
"non-consumers" (4 people) and one person consumes biscuits but not Gyéri Edes. Of those who
prefer the Gy6ri product, three do not consume biscuits, six consume Gyéri Edes and one con-
sumes another brand. Those who have no experience with Gyéri biscuit (9 people) chose between
the two brands in approximately half and half proportions (Figure 12 - right).

Gyéti Bdes|  Coop All
Eat Gyé6ri o ea
§ 6 0 6 Gyérd Ed C All
Edes bisauit ’ yorBdes ooP
Eat biscuit 1 1 2 [at Gyd 6 0 6
Edes biscuit
Dont eat
Dont eat -
.. 3 4 7 Gy61i Edes 4 5 9
bisauit .
biscuit
All 10 5 15 All 10 5 15

Figure 12. Open test results for biscuits
Source: own editing, 2022

In the curd stick category, the majority (80%) preferred the product with Pottyos (Figure 13).
Of those who choose Coop (3 people), two do not consume and one eats Pottyos. People who eat
curd bars (6 people), with one exception, found the manufacturer's brand tastier (Figure 13 - left).

80% of both Pottyés consumers and non-consumers preferred the manufacturet's brand. (Figure
13 - right).

Pottyos Coop All Pottyos Coop All
Eat Pott'yos 4 1 5 Eat Pott'yos 4 1 5
curd stick curd stick
Fat aurd 1 0 1 P"DO{lt " d| s 2 10
stick ottyo's it
stick
Dont cat 7 2 9 All 12 3 15
curd stick
All 12 3 15

Figure 13. Results of the curd stick open test
Source: own editing, 2022

Comparing the results of the blind test and the open test, there were no major differences in the
number of brand choices. Knowing the brand, two more people felt the manufacturer's brand was
tastier at mineral water, and one more person each at biscuits and curd stick. For cola, in both
cases, only the manufacturer's brand was preferred by the testers.

Manufacturer brand consumers:

In the mineral water tests, Natur Aqua-consumers preferred the manufacturer brand in the blind
test with one exception and in the open test without exception.

For biscuits, there was only one Gy6ri Fdes consumer who preferred the commercial brand in
the blind test and all consumers preferred the manufacturer's brand in the open test. In the tests
for the curd stick, all but one of the Péttyds consumers preferred the manufacturer's brand.
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Implications

I do not wish to draw generalisations from the results of the study, but will only formulate them in
relation to the target population

Prior to the blind test, all participants gave their vote of confidence to the brands of the manu-
facturers in terms of taste. They made their assumptions based on the brand name, advertising and
their previous experience of the brand. Participants in the taste test rated the commercial brand as
tastier on average 30% of the time for the four products. Based on this, I accept hypothesis H1.

The commercial brand scored the best for mineral water and biscuits, with on average almost
half (47%) of the tasters describing the private brand as more palatable. These are the two product
groups where the price difference between the private label and the manufacturer's brand is smaller
(23% on average), so we can assume that they are now considered third generation commercial
brands that the focus is on value for money. For only these two product categories, a relationship
between brand consumption and taste test results can be demonstrated. Consumers of the manu-
facturer's brand found the manufacturer's brand more palatable, and people who did not consume
the manufacturer's brand preferred the commercial brand. For cola and curd stick, there is a higher
price difference between the two types of brand (55% on average), with an average preference for
own brand of only 13%. These are probably previous commercial brand generations.

If we separately examine consumers of the manufacturet's brand, consumers of other brands,
and non-consumers, we find no connection with the results of the taste test for any of the products.

When comparing the results of the blind and open brand tasting, we see that - minimally - more
people rated the manufacturer brand as more palatable than the commercial brand in the open
tasting. Hence, I accept hypothesis H2, with brand knowledge, more people perceive the manufac-
turer brand as more palatable than without brand knowledge.
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KEY CHALLENGES FOR RURAL DESTINATIONS TO MEET THE
EXPECTATIONS OF GENERATION Z TRAVELLERS

Anita Mondok — Zso6fia Zambd

Abstract

Generation 7 travellers, who typically do not yet have their own income, constitute the youngest group of tourism
demand, who are often ignored by destination management organizations or tourism service providers. Homwever, they
Play a key role in shaping consumer demand and act as drivers of developments in destinations. Generation Z is
almost redefining what it means to travel - their unique needs and specific destination preferences can set the future
direction of tourism development.

All of these findings provide a basis for conducting primary data collection by involving the members of the gener-
ation in a questionnaire survey in order to learn about the relationship of the Hungarian respondents (N=212
peaple) with IT, their travel habits, the method of financing their trips, and their communication preferences. Based
on the results obtained, the characteristics of the future demand for rural destinations, expectations and preferences
Jor the range of exipected services and experiences emerge. Al of this helps in shaping the future direction of tourism
development in rural destinations.

Keywords: Generation Z, travel habits, rural destination
JEL: D91, 1.83, R19

Introduction

Understanding the generations is playing a crucial role nowadays in the process of examining po-
tential customers and/or travellers, as more diversity now existing between the generations than
ever before. New infocommunication technologies, higher connectivity, and changing values have
transformed the way of travel organisation and distribution, in parallel the developments of social
networks.

A key factor for prosperous tourism industry is the capability to identify and handle the change
and interactions across a wide range of impacting determinants (Dwyer et al, 2009, Imbeah et al,
2020, Juma et al, 2020). Numerous factors should be considered in the macroenvironment to de-
scribe all the variables affecting the market; however, demographic changes impact directly the
volume and structure of the demand and thereby labour market (e.g., number and qualification of
employees) (Grimm, 2009). As a result, demography is a key driver for the tourism demand in the
upcoming years (Yeoman— Schanzel-Smith, 2013). Understanding demographic trends provide the
capability of explaining ongoing changes both on the demand and supply side of the tourism mar-
ket (Dwyer et al, 2009). According to Moscardo at al (2011) the future expansion of travel industry
highly relies upon how well the professionals understand the social and demographic changes and
trends influencing the travel behaviour. If tourism service providers and tourism destination man-
agement organisations make decisions in tourism supply without matching them to the changing
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consumer needs, they will suffer from "strategic drift", a phenomenon, which appear when a mar-
ket actor’s strategy steadily moves apart from the forces in the external environment by apparent
steps of the management (Dwyer et al, 2009, Juma et al 2022a, Juma et al 2022b).

The current global travel and tourism market can be characterised by multi-generations (Glover,
2010). This is a consequence of tourism marketing efforts as tourism products are highly targeted
to the special needs of specific demographic groups to make them more tempting to the customers.
Schewe and Meredith (2006) identified the greater diversity in lifestyle and customer behaviour in
the present consumer groups than in case of the previous generations. Almost the spectrum of 15-
75 years can be found on the travel market as active, decision-maker participants of trips, covering
four generations of people.

The theory of generations

A generation is often defined as a group of people born at the same time and going through life
together. By most definitions, each generation interval is approximately 20 years. Twenty years
represents the average time between births, or the beginning of the next generation. The 20-year
interval also represents the division of life expectancy of approximately 80 years into four distinct
stages: adolescence, adulthood, middle age, and aging (Strauss—Howe, 1991). According to Schewe
and Meredith (2006), cohorts are not the same as generations. Each generation is defined by its
year of birth, but a cohort can be as long or short as the external event that defines it.

Generations move together from one stage of life to the next. Generations are exposed to shared
experiences, life experiences and shared values. According to Strauss and Howe (1991), he has
three factors that can more accurately determine generation than age. However, these factors are
age-related. They are therefore linked to cohort experiences: (i) perceived affiliation, (i) shared
beliefs and behaviours, and (iii) shared places/situations in history.

Strauss and Howe (1991) conducted an extensive study of US demographics and used the fol-
lowing subdivisions to identify various generational groups: Silent generation born between 1925
and 1942. Baby boomers, born between 1943 and 1960. Generation X or 13th generation, from
1961 he was born in 1981. Millennials (Generation Y) and Generation Z born between 1982 and
2003. The shift is often identified in the year of 1994. It is the most recent one after 2004, and the
author does not name it. This generation is later called Generation Alpha. The above time intervals
may vary between publications and those skilled in the art do not agree on a universally accepted
general term.

Typical traits of Generation Z

Generation Z is one of the youngest generations growing today and will rule the world for decades
to come. Whereas previous generations were born with little digital exposure and were often ex-
posed to push media (radio and TV), Generation Z grew up in a digital universe where the Internet
was as convenient as plug and play (Feiertag—Berge, 2008, Tutiinkov et al, 2019). Born in an age of
technological diversification, Generation Z has been familiar with the internet and his social net-
working websites since he was introduced by his parents at an early age. They are highly encouraged
and encouraged by their parents to immerse themselves in the world of technology from an early
age. Generation Z can function in both the real and virtual worlds, making it easy to retrieve and
review the information they need (McCrindle, 2018). It is also quicker to share information with
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others. The communication process between them takes place continuously using various commu-
nication devices and social media. Active social media users have many contacts and engage in day-
to-day relationships primarily through these channels (face-to-face meetings are important, but
maintaining online contact is just as important) (Csobanka, 2016). Gen Z uses a variety of mobile
devices to comment on reality, surroundings and living conditions, to express opinions and atti-
tudes on Twitter, blogs and internet forums, to post photos (Instagram, Pinterest, Snapchat) and
movies (YouTube, Instagram, Snapchat). Facebook can be used for all the above activities. Gen-
eration Z not only consume content on the Internet, they also create and control it (Hardey, 2011).

Globalization will play an important role for Generation Z. According to Sparks & Honey
(2015), Generation Z members are the most global and multicultural generation born and raised in
an age of internationalism, gender equality and climate change awareness. Social responsibility, so-
cial advocacy, and concern for the common good therefore play a very important role in the altru-
istic behaviour of Generation Z members. More than any previous generation, Generation Z are
aware of global issues and are determined to change the world for the better.

Financially conservative and pragmatic when it comes to focusing on a secure career. Represent-
atives of this generation want to build a brilliant professional career quickly and without effort.
They find it difficult to achieve their vision of sustainable professional development in small steps
(Hardey, 2011). These are people who are not only looking for work in the immediate vicinity, but
are looking for work all over the world, as they are characterized by mobility and foreign language
proficiency. They do not care about stability at work. They change jobs easily, want versatility, and
want to get away from it all.

Key characteristics of Generation Z in the tourism market

A number of studies have been conducted internationally to identify key Generation Z travel pat-
terns. One study conducted in 2018 by online travel agency Expedia surveyed 1,000 U.S. adults
between the ages of 18 and 65 to gain cross-generational insights into the demand side of the travel
industry (Expedia, 2018). However, as the sample describes a generation living in the United States,
the key results can be used as a starting point for further consideration and primary research on
the Hungarian market.

Generation Z travellers are looking for adventure experiences to explore and try new things as
it also stated by the ETC report (2020). Like all generations, they attach great importance to reviews
when choosing a hotel; moreover, they prefer to stay at hotels over Airbnb and vacation rentals
(Egolf, 2018). Generation Z has had Wi-Fi since childhood and often choose hotels based on free
internet access. For convenience, half of the respondents visit an online travel agency website to
book transportation and accommodation services. We see the parent sponsorship phenomenon as
travellers prefer to experience new destinations with their peers and often travel with their parents.
Generation Z and Millennials are most influenced by social media posts when making travel pur-
chase decisions. More than a third of them choose their travel destinations based specifically on
social media posts as also reported by Egolf (2018).

Hungarian respondents included in a survey conducted by Kékény—Jaszberényi (2022) in 2021
took leisure trips several times a year. Nearly 80% of them also visit more distant destinations
abroad, as many of them already have a regular income. A particular characteristic of many people
is researching accommodations, attractions, local transportation, and dining options before travel-
ling. Most of them also travel with their families and care deeply about the opinions of their family
and friends, whom they consider to be the most reliable sources of information. This will most
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influence their travel decisions. Additionally, their decisions are heavily influenced by social net-
working sites, review sites, individual websites, and other Internet sites. The most popular travel
motive is to visit the city. Although the majority prefer individually organized trips to trips orga-
nized by travel agencies, 60% of them have already travelled through a travel agency. Most people
consider the price of the service and look for discount offers.

A comparative analysis of the Metropolitan University (2019) researchers reached similar con-
clusions. A large portion of the age group (55%) travelled during the study period, primarily for
vacation and recreational purposes. The second most common reason for travel was to visit cities
(19%). This is probably due to cheap flights providing cheap and quick access to major European
cities and the growing demand for travel. In the sample surveyed, 2-night trips were the most
popular (35%), followed by stays of 4-7 nights, but the percentage of people who prefer longer
trips, even 2 weeks is only 5%. Nearly two-thirds of those surveyed travel three or more times a
year, so unlike previous generations, this age group is more likely to opt for a short vacation rather
than saving one long trip a year. Young people usually travel with their partner or family. The vast
majority of respondents are not at all loyal to the accommodations they have already tried. All of
this could be consistent with Gen Z’s common trait of being more concerned with products than
brands.

Material and method

To learn about the travel habits of Generation Z in Hungary, we investigated using research ques-
tions, but due to the nature of the study, no specific hypotheses could be formulated. The purpose
of the primary research was to obtain answers to the following questions:

— What are the characteristics of the use of information and communication technology by

sample generation?

— What communication channels do respondents use?

— What travel habits and preferences do respondents have?

— What conclusions can be drawn from the results obtained regarding the tourism potential of

rural areas?

Primary data were collected through structured questionnaires to collect individual opinions.
Structurally, the questionnaire consists of one general and four main thematic sections: travel hab-
its, travel preferences, financial background, and communication channels. The final section asks
questions about the sociodemographic aspects of respondents. Survey questions are presented in
the form of closed and semi-closed questions.

The purpose of the pilot study was to refine the question and implement a test version to check
the clarity and understandability of the question wording. The pilot survey sample consisted of 31
respondents. Johanson and Brooks (2010) suggest that 30 representative participants are a reason-
able minimum recommendation for conducting a pilot study for exploratory purposes.

The primary target group for this study are members of Generation Z born between 1995 and
2009. These generational age lines correspond to the taxonomy developed by McCrindle and Wolf-
inger (2008). Data collection was performed using the Google Forms web survey management
software.

An active phase of research and data collection was organized for the period from 1 to 31 Oc-
tober 2021. We received a total of 424 responses. After data collection, correlations between indi-
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vidual variables were examined and identified using the Pearson correlation coefficient. The rela-
tionship between sociodemographic parameters, attitudes and other personality factors and behav-
ioural patterns in tourism was tested. Therefore, the correlations found helped determine which
factors most influenced travel behaviour.

Analysis of the collected data and creation of some figures was done with the help of Excel and
SPSS programmes.

Results

Sample characteristics

Because the study generation spanned 15 years, we split the respondents into five age groups to
facilitate handling and improve correlation results (Table 1). Women are slightly more represented
in the sample (56%), but women are generally more willing to respond and participate in surveys.
By place of residence, residents of cities with a population of less than 30,000 make up 33% of the
sample; however, the lowest proportion of residents of the capital city also represent 20% of the
sample of 424 people. Within the generation, the largest proportion are those born between 1998-
2000 and 2001-2003 (28.5%; 29.5%).

Table 1. Distribution of the sample in terms of age and place of origin
(number of respondents)

1995- | 1998- | 2001- | 2004- | 2007-

1997 | 2000 | 2003 | 2006 | 2009

2 Male 26 56 58 33 13
< | Female 38 65 67 45 23
Budapest 11 30 25 13 7

City (population over 30,000) 9 31 32 20 8

Town (population under 30,000) 29 41 42 18 9

Village 15 19 26 27 12
Source: Based on study results compiled by the anthors, 2022

place of
origin

68% of respondents have an independent income, while the rest earn their living with pocket
money received from their parents. 22% supplemented their parent’s contribution with student
work and, surprisingly, 8% of respondents earn extra income through gambling. There is a strong
relationship between self-employment and age groups between 1995-1997 and 1998-2000 (Pear-
son’s r = (.86).

The use of IT technology
It was measured how many people live their lifestyle in a household and how many smart devices
can be found in one household. Turns out there are 3.18 people living together on average, and an

average household has about 7.84, which is 8 smart devices, so on average there are 2.5 smart
devices for each person in a household. The most common devices are mobile phones, laptops
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and smart watches. In terms of digital services, the extent to which they can live without the Inter-
net is rated on a decavalent Likert scale. 12% of respondents are only willing to live without internet
- even for a longer period of time, 84% of these respondents are women. This is important feed-
back, for example, regarding openness to slow food movement. 53% of respondents receive data
traffic with their phone subscription (78% of Budapest residents), while 41% receive it as an addi-
tional service. Only 6% use the Internet when free access is available (all of these respondents live
in rural villages).

The average daily time of Internet use in the entire sample was 4.2 hours, significantly higher for
those born between 2007-2009 (7.8 hours) and those living in the capital (6.9 hours). A rather
extreme value appears in the case of boys born in 2007-2009 in Budapest, the value of four re-
spondents reached 9.3 hours. At the end of the questionnaire, respondents rate how much they
agree with the statement that "Digital tools do not serve as a supplement to daily life but are an integral part
of our lives." On a decavalent Likert scale, the average level of agreement was 7.2, 56% of respond-
ents gave a value of 10, mainly those born between 2004-2006 and 2007-2009. The percentage of
men also agreeing with this statement is higher (mean 8.1).

Communication channels

Respondents reflected on which apps and services they use in their daily life, when travelling, and
which apps they use both. There were no significant differences between the responses, meaning
that when travelling, they behaved the same as in everyday life. The Facebook and Messenger apps
appeared as platforms used by all respondents (Viber is mentioned only in 34% of responses). In
the case of Instagram, 72% of respondents use it on weekdays and significantly less (68%) when
travelling.

Google services are used by many respondents (63%, of which 65% are women), including
Google Search, Google Maps, Google Translate, Google Travel. Accommodation booking sites
like booking.com or szallas.hu are not used in daily life, only for tourism (48%). The results are not
surprising, and it also indicates that the sample is more likely to just participate in the trip than
organize it. Tripadvisor.com is also the only option used to find information while travelling, used
by 38% of respondents, the majority of which are residents of the capital and women.

In the list of preferences for channels used to choose accommodation, the opinions of peers are
still valid for the sample (41%), followed by accommodation portals (34%), while 17% booked
using a travel agent. Based on advertising, only 5% of respondents booked accommodation and
3% by other means. Opinions of friends are more important for people living in smaller cities and
towns, especially for those born between 1998 and 2000. Opinions can also appear in the form of
online reviews.

Regarding restaurant selection, the responses showed a significant deviation. The largest pet-
centage of respondents use Google Search to find places to eat in the area, and 82% only use the
app to find restaurants during their travels. Order food (Foodpanda, Wolt) also appeared in 46%
of responses, an app that downloaders love to use both on weekdays and during travel. Tripadvisor
is a resource for restaurant selection that was only available to 33% of study participants and used
only during their travels. 46 respondents prepare their own food during the week or when they are
travelling and therefore do not need restaurant services (78% of them are rural women).

Respondents also used Google Search to find shopping opportunities, 85% chose it, while 26
asked locals for directions. Finding events was not an issue for respondents: 39% said they did not
need to search because they were travelling for a specific event, 31% said that a Google Search
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provided sufficient information, while 16% of respondents sought help from family and friends.
Only 14% of respondents questioned local residents, although many events have only local pro-
motion, very little information is available on the Internet.

Travel habits and preferences of the respondents

Respondents were also asked with whom they usually travel. 45% travel with family - this confirms
what has been experienced in the US - while 43% of respondents usually travel with friends and/or
partner, 5% with colleagues and only 7% travel alone. In their case, experience means that during
travel they get to know and make friends with strangers, whom they then follow on social media
platforms.

The most important factors for destination selection were examined with a question in which
the order of importance should be established between the elements of tourism supply elements
and infrastructure compiled by Gonda (2016). Factors to prioritise are as follows: tourism attrac-
tions, transportation and other infrastructure, accommodation, food and beverage, entertainment,
safety and hygiene, cultural services and prices. In ranking list, price takes first place, followed by
accommodation options with a small margin. The provision of cultural programmes and entertain-
ment opportunities was also of great importance to respondents, with the same rating value. The
needs for food and beverage, tourism attractions, and ultimately safety and hygiene seem less im-
portant. According to the results obtained, respondents are very price sensitive - this may even
stem from this generation’s low independent income - while their propensity to take risks is high,
hygienic and safety is not taken into account when choosing a destination. It should be pointed out
that the existence of known attraction is not important to them either, i.e., even rural areas with
few tourist attractions can appeal to Generation Z.

The next set of questions checks interest for matching keywords. In terms of experience and
comfort, 82% of the opinions support the experience, confirming the common characteristics of
the generation. Experience compared in the case of security, the experience is 98% more attractive
than security, verifying the results obtained in the previous question. When it comes to photos/vid-
eos vs. tangible memories, generational characteristics are once again confirmed, with the vast ma-
jority of respondents (83%) favouring digital content. While photo/video is a record of the expe-
rience, experience compated to photo/video comparisons, the experience is preferred by 82% (as
in the first pairwise comparison). There was no major difference in the respondents’ opinion be-
tween living in the moment and sharing the moment: 99% consider living in the moment more
important. Among active recreation options compared to passive rest, 67% of respondents pre-
ferred the active form, an important finding for rural service providers.

Answers to the multi-valued question about the use of transport show that the preferred means
of transport is the car (64% of the mentions), followed by the bus and the train with the same
response rate each other (43 and 41%). 32% of respondents mentioned flying, and some of the
answers also focused on hitchhiking, biking, and walking. These activities can also be helpful to get
to an attraction when staying in the countryside.

Among the type of accommodation preference (multi-value question), apartments and guest-
houses were mentioned most frequently (46%), followed by 4- to 5-star hotels (43%). In this case,
there is a strong negative association between responses and independent income (Cramer’s v=-
0.81), so young people can stay in luxury hotels through their parents. Three-star hotels received
32% of mentions, while one- to two-star hotels received 24% of feedbacks. Neither boarding
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houses nor camps are attractive solutions for the surveyed, at only 13% and 10% respectively. The
results reveal a weak Gen Z rural housing supply.

The primary travel motive survey was conducted by entering the three most typical of the stated
travel purposes. Responses were graded taking into account all grades. In relation to gender, the
main motives for travel are city visits, nature walks, hiking and recreation (Figure 1).

0% 5% 10%  15%  20%

active recreation 8%
participating in festivals

city visit

having rest

hiking, exploring nature
visiting friends and relatives

other cultural programmes 5%
other 0%

W Male m Female

Figure 1. Primary motivations for travel in terms of gender
Source: Based on study results compiled by the anthors, 2022

Regarding the above motives, there is no significant difference between the purpose of domestic
travel and the purpose of international travel in the sample.

The final question of the travel behaviour study section, as an open-ended question, sought
answers on how to persuade members of the generation to travel more. We agree that we can be
more engaging, and we also feel the need for more unique and exclusive experiences and more
discounts and offers dedicated to members of this generation.

Implications and recommendations

The results obtained are very similar to those of studies conducted in the United States. Whether
this similarity occurs in relation to intergenerational similarity or to globalization can be viewed as
an important finding. Well-known and described generational traits can also be found in the studied
samples. This is a solid starting point for tourism service providers to get to know their guests in
advance.

The use of social media for tourism and the role of social media in choosing travel destinations
has profoundly changed the tourism industry. Their travel experiences are instantly shared on Fa-
cebook and Instagram. Thus, the experience is not just a moment for the traveller, it is lived not
only by them, but also by friends, acquaintances and even complete strangers. For Generation Z,
social media is key to getting information before travelling, such as choosing a destination or find-
ing attractions in a destination area. Young users trust the opinions of their community to greatly
influence their travel decisions.

Based on the results obtained, elements of rural tourism can be made attractive to members of
Generation Z if they are experience-oriented and delivered to target groups through the commu-
nication channels that generations use. Urbanized youth may also be attracted to the country’s
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different lifestyles, and the wide range of nature-related services, local cultures and local events can
also be well utilized in the design of package of services. For example, engaging visitors in local
activities, cooking, crafts, and discovery experiences through geocaching can create experiences.

To attract Generation Z as much as possible, we recommend targeting their practical approach
and price sensitivity through a wide range of discounts. Developing a national loyalty program and
making discounts available on certain social media activities would be attractive to them. Sweep-
stakes always have an exciting effect on members of a generation. They are happy to participate.

Generation Z is closely related to I'T and various communication channels. Therefore, it is sug-
gested to take advantage of these opportunities to reach the generation members. For example,
leverage Instagram’s new role to provide interactive points of reference, web-based information
(using QR codes or local apps).
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SZALLODAK KOZOSSEGI MEDIA-AKTIVITASA
A COVID-19 PANDEMIA IDOSZAKABAN

Esettanulmany harom visegradi szalloda Facebook-tevékenysége alapjan
Simon Cisilla — Pet6 Istvan

Osszefoglalas

A turizmus hosszdi idd dta életiink sgerves részét képezi, nagy jelentdségii gazdasdgi dgnak szdamit. A 2019-ben
megelent COV'ID-19 vildgjarvdany hatidsdra oridsi vesgteséget szenvedtek el ag dgazat szerepldi, a korldtozdsok
egyes iddsgakaiban a forgalmnk szinte teljesen megsziint. A tanulmanyban nébany szdlloda példajan kerestiil azt
vizsgdljuk, hogy a magdnsemélyek és a villalkozdsok dltal egyardnt élénken hasgnalt kozisségi médidban hogyan
Jelent meg ez az iddszak: Atalaknlt-e a vigsgdlt szillodik Facebookon megvalisuld kommunikdcidia (pl. az al-
kalmazott bejegyzéstipusok struktirdja, bejegyzésszdam, a bejegyzéseke tartalma), mennyiben folytattak ,,vdlsagkom:-
munikdciot”, valamint hogyan reagdltak erre a felhasznalok.

Kulcsszavak: &izisségi média, turizmns, COVID-19, szivegelemzés
JEL: 1.83, 733

SOCIAL MEDIA ACTIVITIES OF HOTELS
DURING COVID-19 PANDEMIC

Case study based on the Facebook activities of three hotels in Visegrad, Hungary
Abstract

Tourism has been an integral part of our lives for a long time, it is considered to be a major economic sector. In 2019,
the COVID-19 pandemic cansed huge losses for the sector, with turnover almost completely lost during certain
periods of the restrictions. In this study, we will examine through the example of three hotels, how this period was
reflected in social media used by individuals and businesses alike: Whether the hotels' Facebook communication
changed (e.g. types of posts they used, the number and textual content of posts), to what exctent they engaged in “crisis
communication” and how their followers reacted.

Keywords: social media, tourism, COVID-19, text analysis
JEL: 183, 233
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Bevezetés

Bartan kijelenthetjiik, hogy a k6z6sségi média, vagy idegen kifejezéssel élve, a social media évek 6ta
fontos szerepet jatszik legtobbiink életében. 2021-ben az Eurépai Unid 16-74 év kozotti életkora
lakossaganak kozel 60%-a hasznalt valamilyen kozosségi média feliiletet (Eurostat, 2022). Ezek
platformok webes feliletként vagy mobilapplikacioként érheték el, és szamos olyan jellemz6vel
birnak, melyek létrehozzak a felhasznaléi élményt. Ilyen a (multimédias) tartalom 1étrehozasa, meg-
osztasa, megyvitatasa, a (virtualis) jelenlét az adott helyszinen, kapcsolatok kiépitése masokkal, mely-
bl tizenetvaltasok, parbeszédek alakulnak ki, illetve a felhasznal6 személyes profiljabdl és platfor-
mon folytatott tevékenységébdl 1étrejovo (virtualis) személyiség (Sigala, 2018) (Kaplan & Haenlein,
2010) (Khademi-Vidra & Bujdosé, 2020). Koz6sségi média alatt sokan a kozosségi halézatokat
(els6sorban a Facebook-ot) szoktak érteni, de emellett szamos tipusa 1étezik, masok mellett blogok
(blog.hu), mikroblogok (Twitter), foto- és videdmegosztok (pl. Flickr, YouTube, Instagram), ér-
tékel6oldalak (Amazon, IMDB) — természetesen jelentSs atjarassal az egyes tipusok kozott
(Aichner & Frank, 2015).

A koz6sségi média feliletek elsédleges célja a felhasznalok 6sszekotése, a kapesolatok kialakitasa,
illetve azok fenntartasa. Ezen feltletek fontossaga az utdbbi években rendkiviil felértékel6dott. A
2022-es januari adatok szerint, mintegy 4,62 milliard aktfv felhasznal6t tudhatnak magukénak ezek
a platformok, amely a Fold népességének tobb mint 58%-at teszi ki. Ez a szam az el6z6 évhez
képest 10%-nal nagyobb novekedést jelent, amelybdl arra kovetkeztethetiink, hogy az emberek még
mindig latnak lehetSségeket a k6zosségi média feluletekben. Egy ,,atlagos” felhasznald jellemzéen
7,5 k6z6sségi oldalt hasznal havonta, melyeken napi 2,5 6rat tolt el. A kutatasbol azt is megtudhat-
juk, hogy a felhasznalok kérében a legnagyobb népszertiségnek a Facebook 6rvend, mely csatornan
keresztil irott, képes, vided tartalmak megosztasara van lehet6séglink, illetve legtobben ezt a feli-
letet hasznaljak kapcsolattartas céljabol. A legnépszertbb platformok kézé sorolhatjuk a YouTube-
ot, az Instagram-ot vagy az utébbi évek egyik legfelkapottabb applikaciéjat, a TikTok-ot, melyek
elsésorban a médiatartalmak szamara nydjtanak tékéletes feliletet (Kemp, 2022) (Lévai, 2019).

Ezen platformokat adta lehet6ségeket a kiilonféle turisztikai szolgaltatok is elGszeretettel veszik
igénybe (Lovei-Kalmar, 2018) (Dunai & Lengyel, 2019) (Fehér, 2017) (Nagy & Gerdesics, 2018).
Konnyedén meg tudjak szolitani a célkozonséget, tudjak Sket tajékoztatni az elérhet6 szolgaltata-
saikrol, kinalatukrol. Az online feliiletek lehetéséget biztositanak arra, hogy a turisztikai vallalkoza-
sok ezeken keresztiil is formaljak arculatukat. Ugyanakkor a k6zosségi média segitségével nem csak
sajat szolgaltatasaikat (bels6 informaciok), hanem a desztinaci6 altal kinalt lehet&ségeket (kiilsé in-
formaciok) is népszerisitik (Ferrer-Rosell, et al., 2019) (Ferrer-Rosell, et al., 2020). A kozosségi
média feliiletek a vendégekkel valé hatékony kapcsolattartast, kbzvetlenebb kommunikaciot is el6-
segitik. A szolgaltatok hamarabb értesiilhetnek az esetleges problémakrol, vendégigényekrdl, me-
lyek tudataban a megfelel6 médon tudjak alakitani kinalatukat, hogy az minél teljesebben ki tudja
elégiteni a vendégek meglévé és varhato igényeit.

Fontos emlitést tenni arrdl, hogy a bejegyzések nem egyforma eséllyel jelennek meg a felhaszna-
16k képerny6jén: A platformok nem publikus mikédési algoritmusok segitségével, automatikusan
végzik ezek rangsorolasat és a megfelel6(nek vélt) célcsoport szamara torténé megjelenitését. A
tartalomkészité {gy nem lehet biztos abban, hogy a kozreadott bejegyzés eljut a szamara értékes
felhasznalokhoz, és a felhasznalok sem tudhatjak, miért latjak éppen azokat a tartalmakat. Ez min-
den teriilet szamara ({gy a turizmusban tevékenyked6knek is) kihivast jelent, egyes agazatokat (saj-
totermékek, hirtigynokségek) azonban mikoédésiik alapjaban érinti (Bell & Owen, 2017).
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Szallodak k6zosségi média-aktivitasa a COVID-19 pandémia id6szakaban

A koz6sségi média jelentSs informacioforras a leend6 vendégek szamara is az utazassal kapcso-
latos dontések el6készitésében. (Jadhav, et al., 2018) (Mariani, et al., 2019) (Juma, et al., 2022). Az
online feliileteken megjelend tartalmak egy részét a szervezet hozza létre (firm generated content —
FGC), de hasonld jelent6séggel bir a felhasznalok altal 1étrehozott tartalom (user generated contnet
— UGC vagy tourist generated content — TCG) is. Ez utobbi kategoria nagy hatast gyakorol a mar-
kaismertségre és a markaval val6 elégedettségre, mig az FGC-jellegti tartalmak az alternativak 6sz-
szehasonlitasaban és a vasarlasban kapnak nagyobb szerepet. Mivel e tartalmak a fogyasztdi folya-
mat szamos fazisaban hatast fejtenck ki, igy megfelel6 menedzselésiik kiemelked6en fontos a tu-
rizmusban tevékenykedé szervezetek szamara (Ivanyi, 2022).

A koz6sségl média hasznalatat (mint az élet annyi mas tertletét) jelentésen befolyasolta az utobbi
két évet meghatarozé COVID-19 jarvany, melynek koszonhetéen e feliiletek fontossaga is felérté-
kelédott (Forsey, 2022). A hossza honapokon keresztil tartd otthontartézkodas eredménye, hogy
a k6z0sségi média felhasznaloinak szama megnétt. Az emberek ismeretlen élethelyzetben talaltak
magukat, temérdek kérdés kavargott a fejikben, melyekre a kilonb6z6 kézosségi média csatorna-
kon is keresték a valaszokat. A kozésségi médiabdl érkezd, a pandémiaval kapcsolatos hirek érte-
lemszertien negativ hatast gyakoroltak az utazasi kedvre, am az utazasra, uticélokra vonatkozo be-
jegyzések pozitiv hatassal voltak a turisztikai markak iranti elkotelezédésre (Rather, 2021). A kiilsé
tényezbkre rendkivill érzékeny turisztikai szektor (ennek részeként a szallodaipar), valsigkommu-
nikaciora kényszerilt, melyben nagy szerepet jatszottak a k6zosségi média feliiletei. Bz id6szak alatt
a kommunikacids stratégia sem volt egységes: Mig a jarvany elsé hullima soran elsésorban a tajé-
koztatasra esett nagyobb hangsuly, addig a masodik hullam alatt a szallodak igyekeztek pozitivabb,
a szallodaval vagy a desztinaciéval kapcsolatos hireket kommunikalni (Asvanyi, et al., 2020) (Sirké
& Keller, 2021). Ugyanakkor kutatok arra is talaltak példat, hogy a szallodak sem a honlapjukon,
sem a Facebook-oldalukon nem helyezték fokuszba a pandémiat, ezen a tertileten nem folytattak
aktiv valsaigkommunikaciot. (Zizka, et al., 2021).

A kutatas keretében a kovetkezé hipotézisek teljestlését vizsgaltuk:

— Hipotézis (H1): A vizsgalt szallodak a jarvanyhoz k6t6d6 korlatozasok alatt a kézosségi mé-
dia segitségével is igyekeztek megtartani kézonségtiket, a jarvany el6tt alkalmazott gyakorlat-
hoz képest médositottak a kommunikacios stratégiajukon (pl. gyakoribb, mas tipusu bejegy-
zések alkalmazasaval).

— Hipotézis (H2): A szallodak Facebook-oldalanak kovetéi a korabbinal aktivabban reagaltak
ezekre a bejegyzésekre.

— Hipotézis (H3): A COVID-19 jarvany megfékezésére hozott kiilonféle szigorasaga korlato-
zasok id6szakaiban jelentds eltérés volt megfigyelhet6 a szallodak Facebook-bejegyzéseinek
sz6hasznalataban.

Anyag és modszer

A kutatas soran harom, Visegradon, a Budapest—Ko6zép-Duna-vidék turisztikai régioban talalhato,
atlagosan 48 szobaval és 115 féréhellyel rendelkezé szallodanak vizsgaltuk a COVID-19 pandémia
id&szaka alatti és a korlatozasok feloldasa utani tevékenységét a kézosségi médidban, mind a szal-
loda, mind pedig a felhasznalok szempontjabdl (kizardlag a Facebookra koncentralva, mas platfor-
mokat nem elemezve). 2020. januar 1. és 2022. majus 31. k6zott az elsé szalloda 106, a masodik
178, a harmadik pedig 162 bejegyzést hozott létre a Facebook-on, ezeket dolgoztuk fel. A vizsgalt
id&szakot tobb, Gsszesen hat szakaszra osztottuk fel annak alapjan, hogy a Kormany mennyire
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szigora korlatozasokat irt el6 a gazdasag szerepl6i (a mi esetinkben a szallashely-szolgaltatast
nyujté vallalkozasok) szamara (lasd az 1. tablazatot).

1. tablazat. A jarvanykezelési intézkedések szigorusaga alapjan az adatgytjtésben
elkiilonithetd id6szakok

Kezdd
Fazis | fz © Leiras Jogforras
idépont
1. 2020.01.01 | Nincsenek korlatozasok -
2. 2020.03.27 | Kijarasi korlatozasok 71/2020. (IIL. 27.) Korm. rendelet

3. 2020.05.18 | 1. hullim utani enyhitések, meg- | 207/2020. (V. 15.) Korm. rendelet
nyitnak a szallashelyek

4. 2020.11.11 | 2. hullam alatti szigoritasok 484/2020. (XI. 10.) Korm. rendelet
5. 2021.05.01 | Véddoltasal, védettségi igazol- | 194/2021. (IV. 26.) Korm. rendelet
vannyal latogathato szallodak és 3/2021. (IV. 30.) BM hatirozat

6. 2022.03.07 | Kotlatozé intézkedések eltorlése | 77/2022. (I11. 4.) Korm. rendelet

A Facebook-bejegyzések feldolgozasanal nem hasznaltunk semmilyen automatizmust, a bejegy-
zések tartalma és az azokra érkezett reakciok kézzel keriiltek rogzitésre. Ugyeltiink arra, hogy ne a
bejegyzés megsziletése utan azonnal dolgozzuk fel azokat, hanem egy legalabb kéthetes id6szakot
hagytunk, hogy a felhasznalok reagalhassanak rajuk (feltételezve, hogy az ennél régebbi bejegyzé-
sekhez jelent6s szamu felhasznalé nem fog visszalapozni az idévonalon). Ennek eredményeként a
kovetkez6 adatok kertiltek az adatokat tarol6 MS Excel-tablankba: a bejegyzés datuma, a bejegyzés
szovege, a bejegyzés tipusa technikai szempontbdl vizsgalva (pl. weboldalmegosztas, fotd, fotoga-
léria, vided), a bejegyzés tartalmi besorolasa (pl. sajat vagy kornyékbeli szolgaltatas ajanlasa, nyere-
ményjatck, COVID-informacio). Emellett rogzitettitk a bejegyzésekre érkezett reakcidkat is: a meg-
osztasok szamat, hozzaszolasok szamat (idegen, és sajat hozzaszolasok), valamint a bejegyzésekre
érkezett felhasznaldi reakcidkat (a hétféle érzelmi reakciot kilon-kilon — bar ilyen részletezettségt
vizsgalat végil nem valosult meg).

Az igy 1étrejott adattabla feldolgozasa elsédlegesen az MS Excel kimutataskészitjével tortént,
mely segitségével létrehoztuk azokat a kimutatasokat és kimutatasdiagramokat, melyek az elsé két
hipotézis értékelését tették lehetévé. Vagyis az egyes jarvanyiigyi id6szakokban hogyan valtozott a
szallodak k6zosségi médiaban tanusitott magatartasa (a létrehozott bejegyzések szama, azok tipusa),
valamint hogyan reagaltak erre a felhasznalok. E kimutatdsok vagy a bejegyzések (az adatsorok)
szamat mutattak be az éppen vizsgalt leird jellemzok (pl. jarvanytigyi idSszak és a bejegyzések ti-
pusa) fuggvényében, vagy pedig a felhasznaloktol érkezett reakcidk atlagos szamat ismét csak a
vizsgalt jellemz6k alapjan megbontva.

A harmadik hipotézishez kapcsolédéan a Facebook-bejegyzések szévegének feldolgozasa
Python programozasi nyelvben tortént. A vizsgalat célja a szovegben szereplé szavak és széparok
gyakorisaganak felmérése, az egyes jarvanykezelési szakaszokban megvaldsul6 szohasznalat Gssze-
hasonlitasa volt. Ennek soran a szévegelemzésben alkalmazott altalanos gyakorlatot kévettiik: A
bejegyzések szovegét idGszakonként olvastuk be, majd az el6készité fazisban kisbettssé alakitottuk,
eltavolitottuk az tres sorokat (ahol a bejegyzés pl. csak egy profilképcsere miatt jott 1étre), a sorto-
réseket, tobbsz6rds szokozoket. Ezt kbvetSen kivagtuk és killon mezében eltaroltuk a szévegben
szerepl6é hangulatjeleket, emoji-kat — ezek vizsgalatara nem kerilt sor. A szoveg feldolgozasa a
HuSpaCy nyelvi elemzérendszer (Orosz, et al., 2022) segitségével tortént. Ennek elsé 1épése a sz6-
veg szavakra, {rasjelekre torténé bontasa (tokenizacid) volt, majd az algoritmus megallapitotta a
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tokenek szotari alakjat, megtisztitotta azokat a ragoktol, képzoktdl, el6- és utdtagoktol (lemmatiza-
las). Az igy létrejott un. lemmakhoz hozzarendelte azok szoéfajat vagy szerepét a szévegben (Part
of Speech tagging). A lemmak listajat megtisztitottuk azoktol az elemekt6l, melyek nagy szamban
jelen vannak a szOvegben, de annak jelentését igazan nem befolyasoljak, igy a vizsgalat eredményét
torzitanak. Ezek az irasjelek, valamint az un. stop-szavak (pl. nével6k, kotészavak). Kovetkezé 1é-
pésként gyakorisagot szamitottunk az egyes szavakhoz (unigramokhoz) és széparokhoz (bigramok-
hoz) — utébbival némileg mélyebben vizsgalva a bejegyzések széhasznalatat.

Eredmények

Bejegyzések idobeli megoszlisa a COVID-19 pandémia kiilonb6z6 fizisaiban

Az 1. hipotézishez kapcsoléddan a Facebook-bejegyzések bizonyos jellemzdinek id6beli (az egyes
jarvanykezelési id6szakokhoz kot6dd) valtozasat vizsgaltuk. Harom szempontbdl tekintettiik at ezt
a valtozast: a bejegyzések szamanak havonkénti alakuldsat (lasd 1. dbra), a bejegyzések tipusok sze-
rinti (Iasd 2. abra) és tartalmi kategériak szerinti mennyiségét (lasd 3. abra).

A bejegyzések szamanak ingadozasat két tényezé befolyasolhatja: A szallodak kozosségi-média
tevékenységiikkel is igazodhatnak a foglalasokban mutatkozé szezonalitashoz (pl. az a cél, hogy ez
az eszkoz is fokozza egy kiemelt id6szak szobafoglalasi hajland6sagat). Emellett hatassal lehetnek
ra olyan orszagos vagy globalis események, mint az itt vizsgalt pandémia.
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1. abra A szallodak altal megosztott bejegyzések szamanak alakulasa
az egyes jarvanykezelési id6szakokban

Az 1. abra alapjan azt jelenthetjuk ki, hogy a vizsgalt szallodak a szigora lezarasokkal sujtott
id6szakokban (masodik és negyedik fazis) Osszességében nem novelték az aktivitasukat a Face-
book-oldalukon. Ez alél kivételt képez a masodik fazis elsé honapja (aprilis), de ez az emelkedés
marciusrol aprilisra minden évben megfigyelhetd volt. Azt azonban lathatjuk, hogy a lezarasok utani
enyhitések id6szakaiban (kiilonosen az 6todik fazisban) megnovekedett a bejegyzések szama.
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2. abra A szallodak altal megosztott bejegyzések tipusainak megoszlasa
az egyes jarvanykezelési id6szakokban

A vizsgalt szallodak a koronavirus-jarvany itt bemutatott hat fazisaban tilnyomé részben az
egyetlen fotot tartalmazé bejegyzéseket tettek kozz€, a bejegyzések 68-76%-at az ilyen tipusu tar-
talmak tették ki (lasd 2. abra). Emellett jelentés népszertségnek 6rvendtek azok a bejegyzések is,
amelyek egy linket tartalmaztak, ami elvezette a felhasznalokat egy kiilsé weboldalra (pl. a szalloda
sajat vagy egy kornyékbeli szolgaltaté honlapjara). Ezt a tipust jellemzéen a harmadik fazistol alkal-
maztak a szallodak nagyobb mértékben (20-25%). Fontos még kiemelni, hogy a vizsgalatban sze-
replé szallodak csekély mértékben hasznaltak videods tartalmakat, noha napjaink koz6sségi média-
jaban ennek a tipusnak kiemelked§ szerepe van.

A COVID-19 jarvany elsé két fazisat jellemezte leginkabb a sokszintség a megosztott bejegyzé-
sek tipusai tekintetében. (Ezek egyben a legkevesebb bejegyzéssel rendelkez6 idészakok is voltak.)
Az els6 fazisban a két legnépszeribb tipus mellett a tobb fotéval tarkitott posztok hasznaltak a
tartalomkésziték, igaz, joval alacsonyabb szazalékban. A szallodak a pandémia els6 szakaszaban,
ugyan nagyon csekély szamban, de videdkat és mas oldalak tartalmat is megosztottak a kévetSta-
borukkal. Az ilyen bejegyzések az elsé fazisban koézreadott tartalmak mind6ssze 3-3%-at tették ki.
Tulnyomoban a vizualis tartalmakon volt a hangsuly, alacsony szazalékban fordult el6, hogy olyan
posztokkal 6rvendeztették meg a felhasznalokat, amelyek egyetlen képet sem tartalmaztak.

A pandémia harmadik fazisaban a Facebook-oldalak szerkesztéi egyontetien a két legnépsze-
rbb bejegyzéstipust hasznaltak. Csupan néhany olyan poszt sziiletett, amely videot vagy valamilyen
linket tartalmazott. A negyedik szakasz szinte teljesen megegyezik az ezt megel6z6 fazissal, annyi
kiilonbséggel, hogy ebben az id6szakban, a bejegyzések 1%-at profilképcsere tette ki.

Az 6t6dik és hatod fazisban a posztok szinte kizardlag egy fotdval ellatott bejegyzések vagy meg-
osztott linkek voltak. Az 6t6dik szakaszt még szinesitették a videok, illetve a tébb képpel ellatott
megosztasok, azonban a hatodik fazisban mar egyértelmien a két legnépszeribb tipus dominalt.
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3. abra Szallodak altal megosztott bejegyzések tartalmi csoportjainak megoszlasa
az egyes jarvanykezelési id6szakokban
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A bejegyzések tartalmi csoportjait vizsgalva az el6z6h6z képest valamivel nagyobb véltozatossa-
got tapasztalhatunk (lasd: 3. 4bra). Altalanossagban azt lehet kiemelni, hogy a szigort kotlatozasok
alatt (masodik és negyedik fazis) a szallodak kisebb aranyban ajanlottak sajat szolgaltatasaikat, joval
kiegyenlitettebb volt a kiillonféle tartalmi kategériak megoszlasa. A COVID-19-re vonatkozo6 be-
jegyzések csak az els6 két id6szakban jelentek meg nagyobb aranyban.

A pandémia els6 id6szakaban a vizsgalt szallodak leginkabb olyan bejegyzéseket tettek kozé,
amelyekben sajat szolgaltatasaikat ajanljak kovetétaboruknak. Ezenkivil a koronavirussal kapcso-
latos bejegyzések voltak jelen ebben az iddszakban, amely teljesen érthetd, ugyanis ekkor jelent meg
az akkor még teljesen ismeretlen, mindenki életét jelentésen befolyasold virus, igy a szallodak a
virus okozta valtozasokat mindenképp szerették volna k6z6lni a felhasznalokkal.

A masodik fazisban jéval latvanyosabban tértek el egymastdl a killonb6z6 tartalmi csoportok.
Ebben az idészakban, ugyan nem kimagasléan, de a COVID-19-cel kapcsolatos tartalmak mellett
az ugynevezett user generated posztokat preferaltak a szallashelyek, tehat az olyan bejegyzéseket,
amelyek sajat tartalom készitésére és megosztasara buzditottak a felhasznalokat. Az ilyen tipusa
bejegyzések megugrasanak oka vélhetéen az, hogy a szallashelyek ezekkel szerettek volna kedves-
kedni a koronavirus miatt otthon valé tartdzkodasra kényszerilé felhasznaloknak. Nem utolso sor-
ban ezek a bejegyzések a szallodak szamara kivalé marketingeszkozként is mikoédnek.

A koronavirus harmadik fazisaban egyértelmden olyan tipusu bejegyzések megosztasa volt jel-
lemz6, amelyekben a szallodak a sajat szolgaltatasaikkal vagy a kérnyékbeli lehetéségekkel ismer-
tették meg az olvasokat. Ez azzal magyarazhato, hogy ebben az idészakban szamos enyhités volt
tapasztalhaté a virus okozta korlatozasokban, igy a szallodak is Gjra fogadhattak vendégeket, akikkel
mindenképpen szerették volna k6zolni a kinalatukat.

A negyedik id6szakban a mar jol megszokott sajat, illetve kérnyékbeli szolgaltatasokat népszera-
sit6 posztok mellett megjelentek az olyan bejegyzések, amelyek nyereményjatékokrol szoltak. Ezek-
kel a tartalmakkal szintén a felhasznalok szamara szerettek volna kedveskedni, ugyanis az ilyen ja-
tékok esetében jellemzéen vendégéjszakakat, ajandékutalvanyokat nyerhettek a lelkes résztvevok.

Az utolso két fazisban a kilonboz6 fajta bejegyzések megoszlasa szinte teljesen azonos. A ki-
l6nbség csupan annyi, hogy az utolsé fazisban a szallashelyek felhagytak a nyereményjatékokkal.
Helyette kiilonb6z6 adomanygytjtésekbe kezdtek, illetve szamos allashirdetéssel kapcsolatos posz-
tot olvashattak a felhasznalok, mely érthetd, ugyanis a COVID-19-nek készonhet6en kiesett mun-
kaer6t szerették volna potolni.

Felhasznalok reakcioinak vizsgdlata
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4. abra A vizsgalt szallodak kévetStaboranak egy hétre vetitett aktivitasa
az egyes jarvanykezelési id6szakokban
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A szallodak kévetbinek bejegyzésekre adott, egy hétre vetitett reakcidit a 4. abra mutatja be.
Ebbdl kidertl, hogy a felhasznalok a koronavirus-jarvany okozta korlatozasok elsé fazisaban voltak
a legaktivabbak minden szempontbodl. Ez azzal is magyarazhato, hogy a COVID-19 megjelenésnek
koszonhetéen a felhasznalok kivancsiak voltak, hogy milyen valtozasokat fog hozni ez az 4j élet-
helyzet a szallodak mikoédésében. Ebben az id6szakban minden szalloda tett k6zzé a pandémiara
vonatkozé bejegyzéseket, amelyek 6riasi szamu (mintegy 3000) kedvelést értek el, valamint sziiletett
egy igen népszerd nyereményjatékra felhivo bejegyzés is.

Az elsé és a masodik fazis kozott oriasi visszaesés volt tapasztalhatd az Osszes reakcio tekinteté-
ben. A kezdeti érdekl6dés lecsengése utan a felhasznalok szinte egyaltalan nem szoéltak hozza, illetve
osztottak meg a kilénb6z6 tartalmakat. A harmadik fazisban ugyan még észlelhet6 egy kis emel-
kedés a szamokban, azonban a bejegyzések iranti érdeklédés, a felhasznalok aktivitasa onnantol
kezdve folyamatosan csokkent. A szallashelyek ujboli igénybevételét lehetévé tevd 6todik fazisban
sem valtozott ez a trend. Az emberek a jarvanykezelés utolsé fazisaiban egyaltalan nem mutattak
akkora érdekl6dést a szallodak bejegyzései irant, mint korabban. A diagrambdl az is megtudhatjuk,
hogy a felhasznalék a kilénb6z6 fazisokban a posztokhoz valé hozzaszolas, illetve bejegyzések
megosztasanak lehet6ségével csekély mértékben éltek, a legegyszeribb reakciétipust hasznaltak.

2. tablazat A bejegyzések tartalmi tipusaira érkezd atlagos reakcioszam
az egyes jarvanykezelési id6szakokban

Bejegyzések | pisis | 2. fazis | 3.fazis | 4. fazis | 5.fazis | 6. fazis | ,LCUCS
tipusa idészak

Adomanygydjtés 33,67 33,67
Allashirdetés 11,00 11,00
Covid content 1140,63 | 369,00 | 24567 | 113,75 596,71
Kornyékbeli 512,00 | 12233 | 24588 | 316,75 | 209,40 20,67 241,98
szolgaltatast ajanl
Nyereményjaték 410300 | 27350 | 327.00 | 42253 | 21041 399.82
Sja,’af szolgiltatdst 16438 | 15560 | 27681 | 25384 | 13861 75,70 178,47
ajan
User generated

14717 | 163,29 98,70 | 132,54 | 123,11 39,60 121,19
content
Vendégele 120,00 47,50 15,17 14,00 40,00
tajékoztatasa
Minden tipus: 49028 | 22384 | 250,66 | 271,04 | 148,18 57.95 216,83

Ezt kovetben azt vizsgaltuk, hogyan valtozott a kulonféle bejegyzéstipusok népszertisége az

egyes jarvanykezelési id6szakok alatt, melyet az egy bejegyzésre jutd atlagos reakciészammal érté-
keltink. Els6ként a bejegyzések tartalmi csoportjait tekintettiik at (lasd 2. tablazat)
Az adatokbdl arra kovetkeztethetiink, hogy a felhasznalokat leginkabb a koronavirusrdl sz6ld

bejegyzések aktivizaltak, amelyekre atlagosan 596,71 reakci6 érkezett a teljes id6szakot tekintve. A

COVID-19-cel kapcsolatos bejegyzések leginkabb az elsé fazisban aktivizaltak az olvasokat.

A masodik legnagyobb aktivitast a nyereményjatékokkal kapcsolatos bejegyzések érték el — ami

egyaltalan nem varatlan eredmény —, killénosképpen a korlatozasok els6 fazisaban. A kés6bbi sza-

kaszokban ezen posztok irant mutatott érdekl6dés fokozatosan csékkent.
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A felhasznalok korében népszertek voltak még a desztinaciéval kapcsolatos hirek, szintén leg-
inkabb az elsé fazisban, illetve alacsonyabb mértékben, de a sajat szolgaltatasokkal kapcsolatos be-
jegyzésekre, valamint a user generated tartalmak felé is mutattak valamilyen szinten érdekl6dést a
szallodak kovet6i. Az el6bbi leginkabb a pandémia harmadik, az utébbi pedig a pandémia masodik
fazisaban (amikor teljes lezaras volt érvényben) aktivizalta a felhasznalokat.

Kovetkezé 1épésben a bejegyzések tipusok szerinti megoszlasat vizsgaltuk meg a hat id6szak alatt
(lasd 3. tablazat). Az egy bejegyzésre jut6 atlagos reakcidészam alapjan azt latjuk, hogy fotokkal ella-
tott bejegyzések (ideértve a tébbnyire technikai jellegl profilképceserét is) valtottak ki a legnagyobb
aktivitast a latogatokbol. Némileg meglep6 modon a kisszamu videods tartalomra egyaltalain nem
reagaltak jol a felhasznalok.

Az egyes jarvanykezelési id6szakokat is figyelembe véve els6ként az elsé fazis magas értékeit
emelhetjik ki (amit jorészt néhany kiemelked6en teljesité bejegyzés okozott). A fotdval ellatott
bejegyzések és a videdk a masodik és negyedik, szigoru korlatozasok ala es6 fazisokban jobban
teljesitettek, mint az enyhiil6 jarvanytigyi intézkedések ideje alatt. Ez utdbbi id6szakokban (6todik
¢és hatodik fazis) az egy bejegyzésre jut6 reakcidk szama folyamatosan csokkent.

3. tablazat Az egyes bejegyzéstipusokra érkezd atlagos reakciéoszam
az egyes jarvanykezelési id6szakokban

Bejegyzések 1. fazis | 2. fazis | 3. fazis | 4. fazis | 5. fazis | 6. fazis | Teljes

tipusa idGszak
Bejegyzés 531,89 | 275,89 | 24438 | 306,67 | 179,09 64,45 239,90
egy fotéval
Bejegyzés 21,00 21,00
foto nélkul
Bejegyzés 1223,00 139,50 169,14 488,85
tobb fotdval
Link megosztasa 25,29 59,50 | 295,57 | 146,06 47,65 23,27 124,04
Megosztas 143,00 33,00 67,00 77,00 80,00
Profilképcsere 603,00 | 263,00 | 238,00 368,00
Vided 38,00 90,50 38,00 66,00 62,70 63,33
Minden tipus: 49028 | 223,84 | 250,66 | 271,04 | 148,18 57,95 216,83

A Facebook-bejegyzések szovegének vizsgdlata

A szévegelemzés eredménye alapjan azt jelenthetjiik ki, hogy a szallodak elsésorban a helyszinhez,
a szallodak szolgaltatasaihoz kot6do, valamint a vendégekben pozitiv érzetet kelt6, hangulatfest
szavakat alkalmaztak a bejegyzések szovegének megfogalmazasanal. Ami meglepd, hogy a teljes
id&szakot vizsgalva a leggyakoribb 50 kifejezése kézé nem kertlt olyan, ami szigorian véve kap-
csolodott volna koronavirusjarvanyhoz vagy a jarvany ellen hozott intézkedésekhez (lasd 5. dbra).
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5. abra A teljes idészak Facebook-bejegyzéseinek leggyakoribb szavai

A 4. és 5. tablazatban mutatjuk be, hogy az egyes jarvanykezelési id6szakokban melyek voltak a
leggyakrabban hasznalt szavak (unigramok) és szoparok (bigramok). (Mivel {rasunkban nem neve-
sitjik a szallodakat, ezért a tablazatokban hotel #1, hotel #2, hotel #3 kifejezésekkel helyettesitet-
tiik a neviket, vagy azok jellemzé részleteit.)

Az id6északokra bontott vizsgalat alapjan is azt allapithatjuk meg, hogy a szallodak els6sorban
pozitiv kifejezésekkel kommunikaltak, a pandémidhoz egyértelmien kothetd szavak és szoparok (a
listakban kiemelve) kizarolag az elsé két fazisban jelentek meg a leggyakoribbak kozott. Erdekes
moédon a virus vagy a jarvany megnevezései kozil egyik sem fért fel a listara.

A szohasznaltban értelemszerten tikrozédnek a bejegyzések tartalmi csoportjai (lasd 3. abra).
Tehat a sajat és kornyékbeli turisztikai szolgaltatasokra utalé, azokhoz kedvet csinalo, kellemes
hangulatot kelté kifejezések jellennek meg alegnagyobb szamban. A tartalomkésziték a nyeremény-
jatékok szovegezésére nagy hangsulyt fektettek, az ezekhez kothet6 kifejezések gyakrabban fordul-
nak el6 a listakban, mint amekkora aranyt ezek a bejegyzések képviselnek.

E vizsgalat kapcsan fontos megjegyezni, hogy a feldolgozott bejegyzések széveghossza viszony-
lag r6vid volt, valamint a harom szalloda Gsszesen csak mintegy 450 bejegyzést tett kdzz¢é a vizsgalt
id&szakban. Vagyis 6sszességében nem tal nagyméretd szévegkorpusszal dolgoztunk.

4. tablazat A legtébbet hasznalt szavak (unigramok) és azok gyakorisaga
az egyes jarvanykezelési id6szakokban

1. fazis 2. fazis 3. fazis
kifejezés gyakorisag kifejezés gyakorisag kifejezés gyakorisag
szalloda 15 jaték 9 visegrad 36
hotel 14 otthon 7 hotel 23
visegrad 14 rész 6 var 15
vendég 12 hotel 5 wellness 12
kedves 10 kép 5 kikapcsolédas | 11
vendége 10 klubkartya 5 kedvezmény 11
helyzet 10 maris 4 ajanlat 11
szeret kedvenc 4 dunakanyar 11
foglalas neki 4 1dé 10
nap visegrad 4 szoba 10
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4. fazis 5. fazis 6. fazis
kifejezés gyakorisag kifejezés gyakorisag kifejezés gyakorisag

hotel 34 visegrad 63 visegrad 15
visegrad 23 wellness 44 var 12
év 20 hotel 43 wellness 11
ft 16 szalloda 38 visegrad 8
értéki 16 mi 36 hotel 8
ajandékutalvany |16 visegrad 32 foglalas 7
részlet 14 tud 28 szép 7
wellness 14 nap 26 hotel #3 7
szalloda 14 var 26 szeret 7
mi 14 weekend 26 hétvége 7

5. tablazat A legtobbet hasznalt szoparok (bigramok) és azok gyakorisaga
az egyes jarvanykezelési id6szakokban

1. fazis 2. fazis 3. fazis
gyakori- gyako- gyako-
kifejezés sag kifejezés risag kifejezés risag
hotel #1 6 rész vesz 4 hotel #1 18
jarvanyiigyi helyzet |4 vesz jaték 4 extra kedvezmény 6
kedves vendége 3 hotel #1 3 wellness részleg 5
wellness részleg 3 hét mulva 2 honlap tltet 5
leend6 vendége 3 kiralyi palota 2 tltet fa 5
értékutalvany vasar-
lasi 3 csalad gyerek 2 csaladi élménycsomag | 5
vasarlasi lehetSség 3 marad otthon 2 var ti 4
helyzet tekintet 2 otthon jatszik 2 visegrad Gsszel 3
hatarozatlan id8 2 jatszik vele 2 ft értékd 3
egészség fontos 2 vele nyer 2 visegrad dunakanyar |3
4. fazis 5. fazis 6. fazis
gyakori- gyako- gyako-
kifejezés sag kifejezés risag kifejezés risag
hotel #1 18 hotel #1 26 hotel #2
ft értéka 16 weekend visegrad | 26 weboldal e-mail
értékGi  ajandékutal- nyari  nyeremény-
vany 13 6z6n 19 e-mail cim 4
best of 12 ft értékd 12 foglalas 500 4
of év 12 wellness részleg 11 500 ft 4
év hotel 12 000 ft 8 ft ajanl 4
000 ft 11 gratulal kér 8 ajanl vilagszép 4
10 000 8 kér részlet 8 vilagszép alapitvany |4
szalloda sz6l6 6 részlet egyeztetés |8 wellness részleg 4
kér részlet 6 egyeztetés cél 8 hotel #2 4
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Kovetkeztetések, javaslatok

A kutatas el6tt megfogalmazott harom hipotézis kapcsan a kovetkezé megallapitasokat tehetjiik:

— A HT hipotézist értékelve elmondhato, hogy a bejegyzések szama tekintetében a jarvanytigyi
intézkedések feloldasa utan volt megfigyelhet6 észreveheté novekedés. A jarvanykezelés
vizsgalt szakaszaiban a bejegyzések tipusaban nem figyelhet6 meg jelentds eltérés, szinte
ugyanazt az néhany bejegyzéstipust alkalmaztak kommunikaciéjukban, melyeket elszortan
szinesitettek mas tipusu tartalmak. A bejegyzések tartalmi kategoriai megoszlasanak az a sa-
jatossaga megvolt, hogy a szigoru lezarasok id6szakaiban éppen a sajat szolgaltatasok rekla-
mozasa szorult hattérbe és kiegyenlitettebben alkalmaztak a kulonféle tartalmi csoportokat.
Tehat kijelenthetd, hogy elsé hipotézisiinket, miszerint a szallashelyek a pandémia id6szaka
alatt a k6zosségi média segitségével igyekeztek megtartani a kézonségiiket, ezért modositot-
tak a k6zosségi médias kommunikacids stratégiajukon, nem tudjuk teljeskorden alatamasz-
tani a vizsgalt harom visegradi szalloda adatai alapjan.

— A H2 hipotézisiink, miszerint a szallodak Facebook-kévetéi aktivan reagaltak ezen fajta be-
jegyzésekre nem teljesiilt, ugyanis a fentebb lathato két tablazatbol kidertlt, hogy az aktivitas
a pandémia kiillénb6z6 fazisaiban folyamatosan csokkent, a szallodaknak a megosztott be-
jegyzéseikkel nem sikerilt a felhasznalok figyelmét felhivni, illetve fenntartani.

— A H3 hipotézist, vagyis azt, hogy a jarvanyugyi intézkedések egyes fazisaiban jelent6s eltérés
volt megfigyelhet6 a szallodak Facebook-bejegyzéseinek szohasznalataban részben elfogad-
haténak talaltuk. Ugyan a sajat és a kornyékbeli szolgaltatasokat leir6 kifejezések voltak tobb-
ségben, de néhany esetben megfigyelhettiink ettél a mintazattdl valo eltérést. Ilyen volt a
nyereményjatékokra vonatkozo szavak nagyobb gyakorisaga és az els6 két id6szakban a jar-
vanyhoz kapcsolédo szavak pozitivabb hangvételd hasznalata.

A szallodak Facebook felileten kozzétett bejegyzéseik és az ezekre érkezett reakciok vizsgalata
alapjan arra kovetkeztethetiink, hogy a szallashelyek nem épitettek fel a COVID-19 jarvanyhelyzet
teljességére vonatkozé kommunikacios stratégiat.

Véleménytnk szerint a szallodak kézosségi médiaért felel6s munkatarsainak fel kellett volna
mérni a pandémia elsé id6szakaban elért teljesitmények alapjan azt, hogy a felhasznalok oldalarél
milyen tipusu, illetve tartalmi bejegyzésekre lett volna igény. Példanak okért koronavirussal kap-
csolatos bejegyzések csak az elsé két fazist jellemezték kiemelkedben, a vilagjarvannyal és annak a
szallodakra gyakorolt hatasaval kapcsolatos bejegyzések nagymértékben vonzottak a felhasznalok
figyelmét. Annak ellenére, hogy a masodik, illetve harmadik legtébb felhasznaléi reakeid a nyere-
ményjatékokkal, illetve kérnyékbeli szolgaltatasokkal kapcsolatos tartalmakra érkezett, a szallashe-
lyek inkabb a sajat szolgaltatasaik népszerisitésére helyezték a hangsulyt, amely egyrészt érthetd,
szerették volna forgalmukat névelni, viszont a Facebook felhasznalék kérében ezen tipusu bejegy-
zések mégsem arattak az el6z6leg emlitett csoportokéhoz hasonld sikert.
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EVALUATION OF THE YOUNG FARMER SUPPORT IN SOUTH
TRANSDANUBIA

Kinga Szab6 — Bernadett Kovacsné Horvath — Diana Koponicsné Gyorke
Abstract

Maintaining the retention capacity of the rural areas is one of the comprebensive aims of rural development, as the
2nd pillar of the Common Agricultural Policy. Fair income opportunities, available services, sustainable environment
are key factors to make rural areas at least as attractive as the more urbanized parts of a regions. Y ounger generations
are the most important target group of population retention throughout Enrope. According to Eunrostat data only
11% of all farmers are under 40 in the EU member states. Therefore, supporting young farmers and promoting
generational change have been measures of keeping the rural population in the countryside. In our paper, we present
the development of young farmers’ support in Hungary. Based on empirical data the study analyses the results and
successfulness of the program between 2014 and 2020. The data of the examined timeframe is compared with the
results of the previous programming period. The upshot of these calculations shows the progressive effects of the changes
in the EU programming and policy making. For the empirical analysis secondary data are provided by the Hungar-
tan Ministry of Innovation and Technology which maintains the web-based database of project calls and results
regarding the development programmes in Hungary.

Keywords: young farmers, rural development, CAP, Hungary, South Transdanubia
JEL: J21, 014, 018

FIATAL GAZDA TAMOGATAS ERTEKELESE A DEL-DUNANTULON
Osszefoglalas

A Kozis Agrarpolitika 2. pillérének — a vidékfejlesztésnek — azg egyik dtfogd célja a vidéki teriiletek népességéneke
megtartdsa. A méltanyos jovedelemszerzési lebetdségek, a rendelkezésre allo s3olgdltatdsok és a fenntarthato kor-
nyezet kulessgerepet jatszanak abban, hogy a vidéki teriileteket legaldbb olyan vongovi tegyék, mint amilyenck a
vdrosias teriiletek. FEgész Eurdpdban fiatalabb generdcick jelentik a népességmegtartds legfontosabb célesoportjat.
Az Eunrostat adatai szerint az EU tagdllamaiban a gazdalkodok mindissze 11%-a 40 év alatti. Exért a vidéki
lakossag helyben tartdasdra iranyuld intézkedések kiozé sorolbatd a fiatal gazddlkodik tamogatisa és a generdcid-
vdltds eldsegitése is. Jelen tanulmdanyban a fiatal gazdalkoddk magyarorszagi tamogatisanak alakuldsat mutatink
be. Empirikus adatok alapjdan elemeztiik a program 2014 és 2020 kizotti eredményeit és sikerességet. A vizsgdlt
iddszak adatait sszehasonlitottuk azg elizd programozdsi iddszak eredményeivel. Sdmitdsaink aldtimastjak a
Kizios Agrarpolitikdban bekovetkezett viltozdasok progressziv hatdsdt. Az empirikus elemzéshez s3iikséges sze-
kunder adatokat az Innovicids és Technoldgiai Minisgtérium, fejlesztési programokra vonatkozd, palydazati felhi-
vdsokat és eredményeket tartalmazd on-line adatbazisabol nyertiik.

Kulcsszavak: fiatal gazda, vidékfejlesztés, KAP, Magyarorszag, Dél-Dundntil
JEL: J21, 014, 018
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Introduction

If we want to sum up the overall comprehensive aim of the EU’s rural development in one sen-
tence, then it is to achieve that the rural population can find prosperity locally and does not want
to move to urban areas. In other words, rural development should improve the population reten-
tion capacity of the rural areas. In contrast in many EU member states rural areas face a complex
problem: aging society, decreasing population, the lack of employment opportunities and insuffi-
cient services within available distance. In most of the cases it could not even be decided which
factors were the reasons and which ones the results. In the problem of supply and demand it is
difficult to find out what was the first: a lower employment demand is only an answer for the
decreasing number of active age employee or vica versa the active population has to leave the rural
areas because of the insufficient number and type of free employment opportunities. It is also not
clear that services have left the small villages for example in Hungary (small grocery shops, post
office or kindergarten etc.) because of the low level of demand or the level of demand is low
because of the low level of service supply.

It can be obvious that agriculture was and can be one of the dominant activities in rural areas.
On the other hand, agriculture can be a good solution if we focus on the triple function of agricul-
ture. We must not forget that with the MacSharry proposal in 1992 new important function of
agriculture were identified besides the pure food production: responsibility for preserving the rural
landscape and the cultural values as well. Nowadays we know this as the traditional family farm
based European agricultural model (Guth et al., 2003; Vasa, 2003; Horvath, 2011).

According to all of the above-mentioned factors supporting the younger generation to start busi-
nesses in the agriculture and stay in place can be one of the solutions for problems of the rural
areas. Generation renewal is one of the 10 key objectives of the new Common Agricultural Policy
(CAP) 2023-2027 so it is even more important to analyse the results of the past programmes in
order to prepare for and later successfully reach objectives.

In our study we introduce the literature background of the young farmers’ situation in the EU
and in Hungary. As a next step the milestones of the history and development of the young farmers
support initiative will be highlighted from the MacSharry reform to the new CAP 2023-2027. The
main focus is on Hungary and South Transdanubia NUTS 2 region. Based on secondary data of
this region quartile classification introduces the quantitative result of programme between 2014-
2020. At the end of the study, we compare our own findings and suggestion with the pervious
period’s results and the new period’s program and try to formulate some recommendation to im-
prove the examined measure.

In this part of the study on the one hand we introduce the demographic situation in rural areas,
on the other hand we give an overview of the young farmers measure’s development in the 2014-
2020 multiannual financial framework.

The Demographic Situation in Agriculture in the EU

In public discourses in Hungary people tend to consider the country as agricultural country. But
what does it mean from a demographic point of view? In the 21* century digitalization and smart
farming are the future in agriculture and parallel with these things less but skilled labour force is
needed in the sector. According to the data of the Eurostat in 2016 4.2% of total employment in
the EU worked for the agriculture. It is about 9.7 million persons (European Commission, 2016).
In realty more people are working in the agriculture as part time workers or unpaid family members.
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So the EU's regular agricultural labour force is much higher, 20.5 million as only 17% of the work-
ers work in fulltime (European Commission, 2016).
A significant characteristic of the agricultural population is the aging. One third (32%) of farm

managers in the EU were 65 years of age or more in 2016. Only about one in every ten (10.6 %)
farm managers was a young farmer under the age of 40 years, which is the threshold number for
young farmers support as well. It is a general problem in the entire EU as there are only ten coun-
tries where the share of young farmers are higher than the EU average (European Commission,
2018).
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Figure 1. The share of farm managers above 65 in the EU member states (%)
Source: based on (European Commission, 2018) own calculation

In Figure 1 we can see that the worst is the situation in Greece, Bulgaria, Italy, Romania, Cyprus,
Portugal and in the former EU member state United Kingdom. Hungary is close to the EU average
with its 30.6% (European Commission, 2018).

It is very important to understand the mid- and long term effects and consequences of this
demographic trend. A population pyramid is perfect to depict the phenomenon.

Sole holders Other members of the

sole holder's family
Sole holder's spouses

Age
(vears)

»=65

55-64

45-54

35-44

Mio pers 15
Women Men

Figure 2. Population pyramid of family labour input 1999-2000 in the EU
(in millions people)
Source: (Charlier, 2003)
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According to Figure 2 it is clear that aging population is typical in agriculture both among men
and women. The shorter bars which belong to the population under 45 predict that in longer term
the number of rural population will decrease. The EU has analysed the age structure of the farm
managers and has found the same patterns. The results can be seen in Figure 3.

65 years or more
From 55 to 64 years old
From 45 to 54 years old
From 40 to 44 years old
From 35 to 39 years old
From 25 to 34 years old

Less than 25 years old

25 20 15 10 5 5 10 15
mMales = Females

Figure 3. Age classes of farm managers, by gender, EU-28, 2016 (%)
Source: based on (European Commission, 2018) own edition

We can see that not only the official young farmers’ share is low but also there are very few farm
managers in the next category (40-45 years) as well. Taking into account the retirement age and the
lifelong gained profession experiences it is not difficult to predict that the generational changes of
the upcoming years in agriculture will cause problems because of both the missing people and the
missing knowledge.

The EU has data about the characteristics of the farm managers in the different age categories.
According to the data of the Eurostat elderly farm managers work usually on the smallest farms in
economic term. The share of young farm managers is increasing with the increase of the farm size.
This can be partly explained by the need for professional knowledge and higher level of agricultural
and management education in the case of a larger farm (European Commission, 2018).

To sum the demographic trends up we can see that rural areas need well educated young pro-
fessionals. It is the main reasons why young farmers’ support has high importance in the EU espe-
cially now when one of the ten objectives of the new CAP is the support of demographic change
in the agriculture.

The Demographic Situation in Agriculture in Hungary

The agricultural census by the Hungarian Statistical office in 2020 introduces the following situa-
tion about the farm managers in Hungary. The average age of farm managers is 57.9 in the country
and the number of farm managers over 65 increased since the last census in 2010. So, in Hungary
the agricultural population is aging. There are farm managers over 75 as well. There aren’t too
much young farmers among the farm managers: similar to the EU level trends only 10% of the
managers are under 40. The proportion of farm managers with tertiary education is the highest
between the ages of 25 and 44. If the managers are older it is more possible is that they have only
experiential knowledge, while the majority of the younger ones have some degree in agriculture,
but the number of farm managers with agricultural degree increased in the last ten years (KSH,
2020).
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How CAP Measures Support Population Retention?

In the last 50 years one of the focus of the rural development policy of the European Union has
been to prevent the ageing of the rural population. This specific policy is based on a series of
legislation actions such as decisions and regulations, in an effort to thoroughly face the problem.
Following previous policies, the CAP approached this goal in two different but complementary
ways: a) early retirement for farmers and b) setting up young farmers (Chatzitheodoridis — Konto-
georgos, 2020).

The European Community (EC) first took an initiative on farmer retirement in 1972 under Di-
rective 72/160/EEC. This obliged Member States to implement measures to encourage farmers
aged 55-65 to retire and receiving a pension. After retirement their land had to be available for sale
or rent (at least 12 years) to other farmers, who would operate according to a development plan
(Gillmor, 1999).

Three accompanying measures were linked to the changes in the market organization rules in-
cluded in the 1992 MacSharry reform of the CAP: agri-environmental, afforestation and farmer
retirement payments. Member states were entitled to introduce schemes for eatly retirement from
farming which would be part-financed by the Guarantee Section of the European Agricultural
Guidance and Guarantee Fund (EAGGF) (EEC, 1992). The objectives of the eatly retirement aid
were specified by the EU as contributing to:

(a) providing an income for elderly farmers who decide to give up farming;

(b) encouraging the replacement of these elderly farmers by farmers able to improve the eco-

nomic viability of the remaining agricultural enterprises;

(c) assigning agricultural land to non-agricultural uses where it cannot be farmed under satisfac-

tory conditions of viability (Gillmor, 1999).

After Hungary’s accession to the European Union during the programming period between 2004
and 2006 the measure of eatly retirement was planned by the National Rural Development Plan
but was not activated during the 3 years due to the lack of legislation on tax and social security.
The budget was re-allocated to other measures of the program (e.g. agri-environment) (NVT,
2009). It was the programming period 2007-2013 when farmers had the opportunity to participate
in early retirement programmes within the rural development programme. However, a new law
enabling the transfer of farms launched in 2021 makes it possible to support generation renewal
within the rural development framework in the upcoming programming period.

Assistance for setting up young farmers has been available in the EU since the 1980s. The young
farmers measures were fully developed in the 1990s after becoming an integral element of rural
development programmes (Bika, 2007). The regulation following Agenda 2000 was improved to
support young farmers: changes made in the regulations included the significant increase in the
support for the first establishment of farms (from 8 000 EUR to 25 000 EUR) (Chatzitheodoridis
& Kontogeorgos, 2020).

In Hungary, the regulation 1257 of 1999, implemented under the AVOP (Agricultural and Rural
Development Operational Program) 2004-2006 resulted in a total of 285 young farmers beneficiar-
ies to the measure 1.3. Young farmer start-up payment. The total allocated budget of 7,317 million
EUR was spent during this programming period (AVOP, 2010). In the period between 2007 and
2013 a total number of 8 411 young farmers received payment to help starting agricultural activity.
The originally planned budget of the measure (69 million EUR) had to be increased to 292.8 million
EUR by re-allocating financial resources during the implementation (Koponicsné Gyorke et al.,
2021).
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Agricultural subsidies had a significant impact on the profitability of farms in Hungary (Sipiczki
et al. 2018, 2019). First time in the history of the CAP — from 2013 to 2020 — young farmers were
subsidised from the budget of the Pillar 1% too. Member states were forced to allocate resources
for a maximum of 2% of the national envelope to young farmers payments. This support for young
farmers was introduced as an additional payment of 25% for young farmers on top of direct pay-
ments (ECA, 2017).

Measure VP2-6.1.1-16 Setting up Young Farmers in Hungary (2014-2020)

Based on the Council Regulation (EC) No 1305/2013 on support for rural development by the
European Agricultural Fund for Rural Development (EAFRD) member states had the opportunity
to include in their rural development program thematic sub-programmes to address specific needs
in areas of particular importance (EU, 2013). Beside the sub-programme for Short Supply Chain
Hungary opted to launch a Young Farmers Sub-Programme too. Therefore, first time since Hun-
gary joined the European Union a comprehensive sub-programme was applied to favour young
farmers and support the population retention. The sub-programme included setting up new farm-
ers and as new elements funds were allocated to young farmers in some measures (e.g., MO4 In-
vestments, MO1 Knowledge transfer and information activities), a higher support intensity was
provided for young farmers (e.g., development of livestock sector) or extra point were granted to
young farmers at the evaluation (e.g., ecological farming or animal welfare). In the Rural Develop-
ment Programme 195 million EUR was allocated to the sub-programme.

In this paper we focus on the measure Setting up new farmers as the main element of the Young
Farmers Sub-Programme.

In the Rural Development Program (RDP) Hungary opted to grant a maximum 40 000 EUR
non-refundable income support for young farmers between the ages of 18 and 40 for establishing
a new own farm. Unlike previous programming periods, farmers with a farm size between 6 000
and 25 000 standard production value and not only self-employed farmers but also managers of
farms were eligible for the support.

Within the measure VP2-6.1.1-16 Setting up young farmers 1277 support request was issued to
the paying authority until the end of 2019. Young farmers requested 51 080 00 EUR, and with the
determination payments from the previous period a total of 60 920 275 EUR was paid to young
farmers from the budget of the European Agricultural Fund for Rural Development. As the target
number of farmers were 5 700 only the 60% of the ex- ante expectations was fulfilled (Saad, 2021).
The proportion of rejected or unauthorized, withdrawn or cancelled applications were 59% within
the measure. The process of assessing applications was very long, due to the protracted decision-
making process and the changes in the macro-economy, applicants often had to modify their busi-
ness plan, which slowed down the process even more.

In our results, we focus on only the results of the application submission period 2018-2020 as
the previous submission periods were determination payments of the New Hungary Rural Devel-
opment Programme 2007-2014.
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113 Ve getab)e s 1 ——0 9
124 Pome fruits, drupe I 16,0
111 Grains (exept rice), legume crops, oil seeds I 14,1
149 Otherlivestock I 9,9
147 Poultry production I 4,7
142 Cattle production N 4,6
121 Viticulture I 4.5
141 Dairy S 4,3
125 Other fruits I 4,0
146 Pig production N 35
145 Sheep and goat production  IE—————_ 34
119 Other non-perennial crop e 2,1
150 Mixed farming s 1,7
128 Spices, aromatic, drug and pharmaceutical crops 1 0,6
130 Plant propagation W 0,6
143 Horse breeding M 0,5
115 Tobacco production M 0,4
129 Growing of other perennial crops M 0,4
161 Support services to crop production 1 0,1

Figure 4. Distribution of beneficiaries in the measure Setting up young farmers between
2014-2019 by main activity, %
Source: based on (Sadd, 2021) own edition

The measure intended to “give priority to the support of young farmers who work in high-
added-value, labour-intensive agricultural sectors (e.g., livestock and horticulture).” According to
the ex-post evaluation of the sub-programme 45% of the supported farmers are active in horticul-
ture and 31% of them works in animal husbandry (Figure 4).

CAP Strategic Plan 2023-2027

Generation renewal is of the key policy objectives of the Common Agricultural Policy for the pro-
gramming period between 2021 and 2027 therefore it is not surprising that young farmer payments
are mentioned at several point in the EU regulation on the CAP Strategic Plan. According to the
regulation 2021/2115 on establishing rules on support for strategic plans to be drawn up by Mem-
ber States under the common agricultural policy (CAP Strategic Plans) and financed by the Euro-
pean Agricultural Guarantee Fund (EAGF) and by the European Agricultural Fund for Rural De-
velopment (EAFRD) young farmer payments will remain one of the focus of both the Pillar 1*
and the Pillar 2™ measures (EU, 2021). The top-up payment for young farmers will remain and the
rural development measures will continue. In the measure setting up new farmers the maximum of
the payment has been increased to 100 000 EUR which is in line with the goal to help young
farmers during the starting years of their agricultural business.
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Material and methods

Our analysis is based on secondary data provided by the Hungarian Ministry of Innovation and
Technology which maintains the web-based database of project calls and results for the rural de-
velopment programme of Hungary (Goverment Decree, 2014). As first step young farmers’ sup-
port in Hungary was examined with simple descriptive methods, we indicated the level and changes
of the real EUR and HUF value of the grant. The spatial patterns of the number and amount of
approved applications was analysed across the region by dividing the districts into quartiles (Q1—

Q4).

Results

Comparison Between the Period 2007-2013 and 2014-2020 Based on Secondary Data

A frequently mentioned criticism among the farmers who received young farmers’ support that the
amount of the support (40 000 EUR) is pretty low. (Koponicsné Gyorke et al., 2021) analysed the
purchasing power of the maximum amount of support for the period 2007-2013. They found that
the purchasing power of the support lost almost 32% of its value during the examined 7 years, but
if the amount is calculated in HUF the real value decrease is only 9.6%. So the devaluation of the
HUF counterbalanced the decrease of the purchasing power.

We repeated the calculations for the period 2014-2020. This was made with the Hungarian Sta-
tistical Office database’s agricultural expenditures’ price indexes between 2014-2020 and for the
HUF calculations we used the-HUF-EUR exchange rate determined by the ECB on 1 January of
the year of disbursement. In EUR the purchasing power of the support decreased by 7% but in
HUF the purchasing power even increased by 3%. Figure 3 and Figure 4 shows the data.

Real support (euro)
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Figure 3. The real support in EUR
Sourcerown calenlation based on (ECB, 2021) and (KSH, 2021)
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Real support (forint)
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Figure 4. The real support in HUF
Source: own calenlation based on (ECB, 2021) and (KSH, 2021)

During the analysis of the 2007-2013 period Koponicsné Gyorke et al.(2021) found that the
young farmers’ support was an under planned measure and there was a need for permanent re-
allocation from other budget aims. At the beginning of the period national authorities planned with
3300 supported farmers but finally 8411 applicants were financed in Hungary by the program.
Compared with that number the 2014-2020 period took a dramatic decrease in the number of
applicants. The agricultural government planned with 5700 supported applicants, which is an in-
crease compared with the previous period’s plans but stays below the supported farmers. There-
fore, for the first sight we could say that this number is not sufficient. But finally only 1350 farmers
were supported in the 2014-2020 period on the country level (Saad, 2021). This is almost an 84%
decrease. At the NUTS2 level there were 596 supported applicants in the period 2007-2013 (TelR,
2020) and now this number is only 105. So, the decrease in South Transdanubia fits the country
wide trend, it is 82%. The one reason for this trend is that most of the eligible young farmers has
already participated in the measures previously. Another reason can be that compared to the high
level of bureaucracy the amount of the support was considered low. The ratio of the accepted
applications within the submitted ones does not differs significantly in the two periods.

In the period 2007-2013 a lot of obstacles were analysed which were problem for young farmers
to start a business. The most frequently mentioned ones were the difficulties to access to land and
credit or support, the bureaucracy, the lack of professional training and the crop price fluctuation,
L.e. in more general terms the market uncertainties (KSH, 2013). Koponicsné Gyorke et al. (2021)
found that that time the individual entrepreneurship as the only form of the business belongs to
the category of bureaucracy as well as this form of enterprise means higher tax burden and other
costs and contributions for the farmers. This finding was more or less denied by the ex post analysis
of the 2014-2020 period as there was another opportunity for the farmers. They could submit the
application not only as an individual entrepreneur but also as a manager of an enterprise. Never-
theless there were only 9 applicants who was not individual entrepreneur (Saad, 2021).
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The Distribution of the Support Among the Regions in Hungary

It is always an interesting questions how big the share of the different regions is in the measure.
Based on the data of (ITM, 2022) the share of the supported young farmers’ numbers are not
consistent among the NUTS 2 regions. Results can be seen in Table 1.

Table 1. The number and share of the approved young farmers support applications in
the NUTS 2 regions in Hungary between 2014-2020

NUTS 2 region Number of supported Share of the supported farmers
farmers (%)
West Transdanubia 79 5,85%
South Transdanubia 105 7,78%
South Great Plain 272 20,15%
North Hungary 150 11,11%
Middle Hungary 116 8,59%
Middle Transdanubia 76 5,63%
North Great Plain 552 40,89%
Total 1350 100%

Source: own caleulation based (ITM, 2022)

We can see that the two regions of the Great Plain are the most important target area of this
support. In the previous period the situation was similar, the leading position of the northern and
southern Great Plain counties in the number of approved support applications is indisputable
(UMVP, 2016). It is a little surprising that the share of the examined South Transdanubia is only
7.78%.

Spatial Patterns of the Supports in South Transdanubia

The spatial distribution of the young farmers supports in the South Transdanubia was analysed at
district level. The districts boundary map (shapefile) was downloaded from Open Street Map
(OpenStreetMap, 2022). The database of young farmers grants was merged to the shape file and
visualised in quartile maps.

The average amounts and variations across districts of grants are shown in Table 2.

Table 2. Average values and variation of support across districts of South Transdanubia,
years 2018-2019

number of approved submissions — amount of approved grant total  project  budget

(picces) (HUF) (HUF)

average value 4.39 54 706 226.09 64 284 032.83
coefficient of varia- 65.8% 65.7% 68.9%
ton

The coefficient of variation suggests large intra regional disparities in the available grants, both
in terms of number (65.8%) and amount (65.7%) of approved submissions.
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The Figures 5 to 7 show the spatial distribution of a) number of submissions (pieces); b) amount
approved (million HUF); ¢) total project budget (HUF) within the period 2018-2020.
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Figure 5: Spatial distribution (quartile map) of the number of submitted young farmers
support in Southern Transdanubian districts
Source: based on data downloaded from (ITM, 2022) own calenlation

The spatial distribution of the number of approved projects shows that most request were sub-
mitted in (certain) districts of Baranya county, in Kaposvar (centre of Somogy county), Marcali,
Fonydédi and Tamasi (Tolna county).

Quantile: apd_amount
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Il (87700400 : 124132000] (6)

Figure 6 Spatial distribution (quartile map) of the amount of approved young farmers
support in Southern Transdanubian districts
Source: based on data downloaded from(ITM, 2022), own calenlation
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Same pattern of approved amount is seen: highest amounts of grants were approved in three
districts of Baranya county, Kaposvar (centre of Somogy county), Marcali, Fony6di and Tamasi
(Tolna county).

Quantile: total_bdgt
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I (55460800 : 384892000] (6)

Il (35200400 : 164395764] (6)

Figure 7. Spatial distribution (quartile map) of the amount of total project budget of
young farmers support in Southern Transdanubian districts
Source: based on data downloaded from (ITM, 2022), own calenlation

Only in case of Pécsvaradi district the total project amount is in a different quartile compared to
the previous two classifications by the number and amount of approved grants. It suggests that the
intensity ratio of approved grant to total budget is lower here.

In comparison to the authors’ earlier findings, there is a clear shift across districts, namely former
(2007-2013) strong units in Q1 (Pécs, Tamasi districts) fall into Q2, whilst Q4 districts (such as
Si6foki, Tabi) emerged. There is a question to answer what sort of capabilities of these local units
changed over time concerning the young farmers support.

Implications and recommendations

During the 2014-2020 programming period in the European Union spent a total of 6.42 billion
EUR for young farmers payment throughout Europe from the European Agricultural Guarantee
Fund and from the European Agricultural and Rural Development Fund. It was the first time
young farmers received a top-up payment from the budget of Pillar 1* and also it happened first
that member states had the possibility to launch a sub- programme for young farmers within the
framework of the rural development plans. So, the budget for this aim almost doubled compering
to the previous programming period indicating that the topic has become increasingly important
to the EU.

Hungary decided to seize the opportunities provided by the EU and opted to subsidize young
farmers under Pillar 1* and also add a sub-programme to its rural development plan.

Despite bureaucratic difficulties the measure setting up young farmers had been popular among
farmers in the previous period, so it turned to be the key element in the new Young Farmer Sub-
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Programme. Although the regulation was changed the bureaucratic difficulties remained mainly
because of the delays during assessment. According to the Hungarian CAP Strategic Plan the
budget of the measure will be increased by 68% (Agrarminisztérium, 2021) and young famers can
expect higher subsidies in Pillar 1% payment too.

Territorial distribution of the payment is not even on country and regional level. The largest
amount of subsidy flows into the regions of the Great Plain while the share of the examined region
— South Transdanubia - is only 7.78%. Within the region we found the most active young farmers
in the districts of Marcali, Fonyéd, Kaposvar, Tamasi, Mohacs and Siklés. Also, in the very same
districts young farmers had the highest amount of payments. We also found some changes in the
spatial distribution) of the amount of total project budget comparing to the previous period: Pécs
and Tamasi fell out from the best performance group.

To sum the results and the performance of the young farmers measure in the last two program-
ming period it is ambivalent to formulate any suggestions. On the one hand it is always a good
thing if the EU supports an objective with financial tools as well. As improving generation change
is an important element of the current CAP it is obvious that there is need for financial supports
as well. On the other hand, mainly in the Central and Eastern European member states in most of
the cases support as supplementary financial instruments are not sufficient for setting up a new
farm. In these countries the higher support ratio is very important. Based on the feedbacks of the
farmers the 40 00 EUR is not enough to start a new business. In Hungary it is typical that younger
family members apply for the support which is only an extra financial resource for the farm, some-
how helps the generation change but only within the family. This support construction doesn’t
improve the opportunities of the newly comers into the sector. Unfortunately, there is not data for
the question how many farms would disappear after a generation change but this would be a good
indicator whether we really need newly comers into agriculture or generation change happens typ-
ically and mainly within the family.

As far as bureaucratic obstacles are concerned, we see that applicants find any administrative
regulations and their changes difficult, so increasing the success rate could only be achieved with
drastic simplifications in the application process.
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IS AGRICULTURAL PRODUCTION CORRELATED WITH THE
LABOUR FORCE? CASE STUDY ON ROMANIA

Rujescu Ciprian Ioan — Feher Andrea

Abstract

The article aims to analyze the correlations between the volume of labour in agriculture and the value of some indi-
cators of agricultural production. The volume of the labor force in Romania, between 2007 and now, can be repre-
sented by a chronological series with a decreasing trend. The value of agricultural production shows an inverse trend,
more precisely, the period in which the volume of labonr was high corresponds to a period with a low value of agricul-
tural production and vice versa. The paper contains discussions of possible interactions between these data series,
analyzed from a statistical point of view. Discussions on the possible causes underlying the relationships between the
studied indicators can also be found.

Keywords: labour force, the value of agricultural production, agricultural statistics
JEL: 018

Introduction

Labor is a decisive vector of economic growth in agriculture (Blanco — Raurich, 2022; Popescu et
al. 2021). Labor productivity is dependent on a wide range of factors, the most important of which
are: agricultural production, gross value added (Tudor et al. 2022), employment and its type in
agriculture: full-time or part-time, farm structure, the average size of the farm (Patyka et al. 2021),
the economic environment, the level of investments (Nolte — Ostermeier, 2017), the production
structure, the degree of mechanization and chemicalization, the production potential of the varie-
ties and breeds of animals used, the share of production for farm consumption, labor input (Baros
et al, 2012, Brezuleanu et al. 2013, Iancu et al. 2022; Icociu et al. 2021; Istrate et al. 2016), the
training level of farmers, age and experience (Koncz-Nagyné Demeter, 2015; Michalcewicz-
Kaniowska et al. 2015; Raicov et al. 2020).

The statistical analysis for the period from 2007 to Romania's accession to the EU), shows that
the labor force had a downward (Thenia, 2021). In fact, the downward trend of the population
employed in agriculture, forestry and logging can be seen right from the 1950s. Statistics indicate
approximately 6200 thousand people in 1950, values that decrease to 3600 thousand people in the
year 2000. It is assumed that the agrarian revolution led throughout Europe in the number of
people employed in agriculture by very large values (Chivu, 2002). At the same time, in Romania,
the value of agricultural production has had an increasing trend in the period from 2007 until now.
However, this phenomenon does not occur in the case of the animal branch. The degree of use of
resources, the capacity of investments, the processing index of production, are factors that were
the basis of making forecasts that indicate the growing situation of this growth trend in the future
(Steriu, 2013, Khademi-Vidra, 2014).

The total value of agricultural production in Romania, and respectively agricultural labour force,
are statistical series in inverse proportionality (Rujescu, 2021). Calculations on the correlation of
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the statistical data indicate a negative value of the correlation coefficient, thus an inverse correla-
tion. In this study, we want to establish which of the segments of the value of agricultural produc-
tion in Romania, by sectors and by forms of ownership, are correlated more strongly with the
agricultural labour force, in the period 2007-2020.

Material and method

The data used in this paper are those presented by the National Institute of Statistics of Romania
regarding the value of agricultural production (VAP) and the agricultural labour force expressed in
the annual work unit (AWU). The series each ccontains14 values according to the period 2007-
2020 (NIS 2022). The VAT description for the type of ownership and agricultural branches was
made using the notations: VAP/TAB/TO (value of agticultural production for total agticultural
branches and for a total of ownership), VAP/V/TO (for vegetal branch and for a total of ownet-
ship), VAP/A/TO (for animal branch and for a total of ownership), VAP/AS/TO (for agricultural
services branch and for a total of ownership), VAP/TAB/PP (value of agricultural production for
total agricultural branches and for private property), VAP/V/PP (for vegetable branch and for
private property), VAP/A/PP (for animal branch and for private property), VAP/AS/PP (for ag-
ricultural services branch and for private property).

Statistical data provided by Eurostat were also used, regarding the values of the agricultural labor
force in the European Union, in order to create a comparison between the trend of evolution in
Romania and that in the European Union (Eurostat, 2022).

The statistical calculations and graphical representations were performed using SAS Studio (SAS
2022; Brudiu, 2012). The SAS procedure used was Correlation Analysis / Nonparametric Correla-
tions / Kendall's tau-b.

Since the analyzed period was characterized by multiple instabilities of the national currency, the
data was converted into euros, using the annual average values indicated by the National Bank of
Romania (NBR, 2022).

Since in agriculture, in Romania, many of the activities are carried out in small farms, sometimes
with the involvement of family members, it is difficult to establish the exact volume of the labor
force. For the same reason, the value of agricultural products and services is difficult to estimate.
These are possible limitations of the study.

Results
The branch of vegetal production shows the highest value of production. It is followed by the

value of animal production and then by that of agricultural services. The hierarchy is the same in
the case of private property but also in the situation of the total for the forms of ownership.
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Table 1. Statistical summary for the value of agricultural production (VAP), by type of
ownership and agricultural branches, in the period 2007-2020 (x10*9 EURO)

Type of Agricultural N Mean | Std. Mini- Maxi-
ownership branches Dev. mum mum
Vegetal 14 10.69 1.68 8.13 13.05
1. Private property | (VAP/V/PP)
Animal 14 5.33 0.20 4.84 5.56
(VAP/A/PP)
Agricultural services 14 0.11 0.03 0.05 0.16
(VAP/AS/PP)
TOTAL agric. branches 14 16.13 1.66 13.71 18.51
(VAP/TAB/PP)
Vegetal 14 10.97 1.66 8.43 13.26
2. Total - ownet- (VAP/V/TO)
ship Animal 14 5.33 0.20 4.84 5.57
(VAP/A/TO)
Agticultural services 14 0.21 0.08 0.12 0.37
(VAP/AS/TO)
TOTAL agric. branches 14 16.52 1.66 14.14 18.96
(VAP/TAB/TO)

Source: Own statistical processing using SAS Studio software of data by the National Institute of Statistics of Romania

This result is observed by following the average values indicated by the statistical summary in
Table 1 and the boxplot diagram in Figure 1. Also, the minimum and maximum values of the
period 2007-2020 confirm this hierarchy.

The VAP/TAB/PP seties presents the highest slope value, 0.19, which indicates a VAP increase
of approximately 0.19 x 10°9 EURO in each year of the analyzed period, 2007-2020.
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Figure 1. Comparison of agricultural production values between branches,
in the period 2007-2020 (x10*9 EURO)
Source: Own processing using SAS Studio of data provided by the National Institute of Statistics of Romania
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The maximum agricultural labour force volume for the studied period is found in 2007, being
2.2 million AWU. The minimum is observed in the current period. Thus in 2020, it reaches 1.32
million AWU. The downward trend is continuously observed during this period, except for short
moments of time, for example, the year 2016. The coefficient of variation is 18.52. It indicates a
relatively homogeneous series. There are no major changes from one year to the next (Abdi, 2010).
The slope value for the AWU series is -59.87, which indicates approximately a decrease of 59870
AWU for each year of the period 2007- 2020. The most important indicators used for describing
the AWU series are presented in Table 2.

The evolution trend of agricultural labour force volume is also decreasing in the European Un-
ion. In 2012, the agricultural labor force volume was approximately 9.75 million AWU. In 2020,
this decreased to 7.95 million AWU. The median value for this time period is 9.3 million AWU
(Eurostat, 2022).

A correlation analysis performed for data series from Romania respectively the European Union
for the time interval 2012-2020, indicates a moderate but statistically significant direct correlation.
The Kendall Tau correlation coefficient has the value t=0.61 with p=0.02 and the Pearson corre-
lation coefficient has the value r=0.74 with p=0.02. Thus, the evolution trend of the volume of the
agricultural labor force in Romania follows the trend also observed in the European Union.

Each statistical series on VAP, by branches of agriculture, by the form of ownership, respec-
tively the series of the volume of labour, in the 14-year period from 2007-2021, were the basis for
the calculation of the Kendall correlation coefficient. The values of the coefficients are shown in
Table 3. The related graphical representations in matrix form are shown in Figure 2.

Table 2. Statistical summary for the value of the volume of the agricultural labour force in
Romania, expressed in AWU x 1000), in the period 2007-2020

Analysis Mean 1635.21
Variable: Std. Deviation 302.78
AWU Minimum 1329
(x1000) Maximum 2205
Median 1548
N 14
Std Error 80.92
Variance 91672.80
Mode 2152
Range 876
Lower 95% 1460.40
CI for Mean
Upper 95% 1810.03
CI for Mean
Coeff. of Variation 18.52
Skewness 1.23
Kurtosis 0.07

Source: Own statistical processing using SAS Studio software of data by the National Institute of
Statistics of Romania
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Table 3. Expressing the correlation between the value of agricultural production with

agricultural labor force

Kendall Tau b
Correlation Coefficients, N = 14
p > |t| under Hp: T =0

VAP/TAB/TO | VAP/V/TO VAP/A/TO VAP/AS/TO

x10"9 EURO) | (x10™9 EURO) (x10"9 EURO) | (x1079 EURO)
AWU -0.35360 -0.28730 -0.02210 -0.35360
(x1000) | 0.0794 0.1540 0.9127 0.0794

VAP/TAB/PP | VAP/V /PP VAP/A/PP VAP/AS/PP

(x10"9 EURO) | (x10"9 EURO) (x10"9 EURO) | (x10"9 EURO)
AWU -0.39780 -0.28730 -0.04420 -0.53039
(x1000) | 0.0484 0.1540 0.8264 0.0085

Source: Own processing using SAS Studio of data provided by the National Institute of Statistics of Romania

Kendall coefficient values are negative in each case. This fact indicates an inverse correlation of
all VAP series with the AWU series. However, most are close to zero, indicating weak correlations.
Only two of the 8 series show correlations of medium intensity, statistically ensured at the «a=5%
level. The first one is the VAP/TAB/PP series of agricultural production values for the total
branches determined for private property. The correlation coefficient is t=-0.39 with p=0.04. The
second one is VAP/AS/PP seties of agricultural production values for the branch of the agricul-
tural services determined for private property. The correlation coefficient is 1=-0.53 with p=0.008.
The graphic representations of the VAP — AWU links are shown in Figure 2.

Scatter Plot Matrix

WAPITABITO WAPNITO VAPAMTO (1009 VAPASITO
[x10*9 EURD) [x10*9 EURD) [x10*9 EURD) [x10*9 EURD)
9 10 11 12 13 015 0.25 0.35
=] =] =] o 2200
o o o o oo oo
= 2000
=
E 1800
= o o o
1600
% ° o "o o : ° @ : Do ED % ° CH D':' =]
o o o
o o o . o o, a DD 1400

14 15 16 17 18 19 48 50 52 54 56

113



Rujescu C.I. — Feher A.
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Figure 2. Matrix of scatter plots for the correlation between values of agricultural
production with agricultural labour force
Source: Own processing using SAS Studio of data provided by the National Institute of Statistics of Romania

An explanation of these results can be made using the observation that the increase of the
productivity in agriculture was due in developed countries, as a result of endowment of the labour
force with capital, an aspect that led to the decrease of the volume of labour forces (Steriu, 2013).

The production value of the agricultural branch also increased in 2021 by approximately 11.7%
compared to 2020. During this time, agricultural services showed only a slight downward trend
compared to the previous year, by 0.7%. Their share reached 1.9% in 2021 regarding the produc-
tion structure of the agricultural branch (NIS, 2022). This trend occurred even under the re-
strictions of the period. The value of agricultural services related to private property was observed
to be double in 2020 compared to 2007.

At the same time, the labour force employed in agriculture also decreases due to other causes.
The period of 1945-1989 represented a period of significant degradation for the Romanian village
(Otiman, 2019). Even after 1989, a stagnation of the evolution of rural localities is observed. Their
inhabitants, who could constitute an important part of the agricultural labour force, have in many
cases chosen to practice other activities.

Even under these conditions and in addition under the conditions of the computerization of
agricultural processes, the improvement of specific devices or machinery, it is estimated that the
labour force will not disappear (Iftimoaei, 2021).

In Romania, the differences between the number of people working in agriculture as salaried
compared to non-salaried are important. During the period 2012-2020, the number of people with
salaried status was between 0.15 - 0.22 million AWU. The number of people with non-salaried
status was between 0.88 - 1.39 million AWU. Establishing the value contribution that each category
brings is difficult to achieve. So, future studies on this topic could lead to a clearer image of the
link between the volume of labor and the value of agricultural production, which can reduce the
limitations of the present study.

Higher agricultural output values are generated by fewer workers. This fact can also be explained
by the higher qualification of the labor force in agriculture. However, many young people in Ro-
mania avoid enrolling in the agricultural education system. They frequently believe that agricultural
labor has low productivity compared to other branches of the economy. Their opinions are formed
from old images, often created by the people around them. People involved in educational activities
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in high school and university educational institutions with an agricultural profile, or in counseling
and career guidance centers, could provide an updated image of these activities.

Conclusions

After testing the correlation, out of the eight analysed series, which describe agricultural production
values, only two of them,

- the series of agricultural production values for the total number of branches determined for pri-
vate property, and

- the series of values of agricultural production for the branch of agricultural services, determined
for private property,

led to correlation coefficients indicating a statistically significant, inverse, medium-sized intensity.
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A KULTURALIS TURIZMUS LEHETOSEGEI
AZ ERDELYI-HEGYALJA TERSEGEBEN NAPJAINKBAN
Elekes Tibor — Szilagyi Ferenc

Osszefoglalo

Az Erdélyi-Hegyalja a torténeti Erdély délnyngati részében, az Erdélyi-sgigethegység és a Maros kozitt elbelyeg-
kedd” dombsdg. Rendkiviili kulturdlis értékeket 01i3 az eldnyos termésget- és tarsadalomfoldrajzi adottsdgokkal,
vdltozatos torténelemmel rendelfezd teriilet. Tirténelmi, kulturdlis kozpontia a gynlafehérvari var. A vir egyhazi
és vilagi épiiletei, emlémiiver a romai kor, a Magyar Kiralysdg, ag Erdélyi Fejedelemség, a Habsburg Birodalom,
az Osztrak-Magyar Monarchia és az 1. vildghabori utani Romdnia kulturilis orokségének dtvozidése .

1990 elott tibbnyire csak a romdn tirténelembes, kapesolods emlékbelyek, miemlékek turisytikai céli litogatasa
valdsulhatott meg. Az 1918. december 1.-i gyulafehérvdri torténelmi esemeény emlékeére 1991-ban alapitott egyetem
haszndlja a var teriiletén levd épiileteke egy részét. A 2013-2015 kizott az Enrdpai Unid tamogatisdval helyredl-
litott kulturdlis értékek integralddtak a turistikai kindlatha, szemléletesen ismertetik a varos torténelmének Habs-
burg iddszakdt. Tobb évszdazad egyhdzi, tirténelmi, épitészeti értékeit 6130 az 1009-ben alapitott Erdélyi romai
katolikus piispokség székesegyhiza, Erdély Pantheonya.

Napjaikban sajnos nem ldtogathatd a vdrban talalhatd Reformatus akadémia épiilete, a felbecsiilhetetlen értékesi
Batthyanenm kinyvtdr, valamint a X. szazadi templom maradvinyai. Latogathatova tételiik jelentdsen novelné és
Sokszinsibbé tenné a varos és a térség turisytikai kindlatit, lebetdségeit.

Kulcsszavak: kulturdlis turizmus, Gyulafehérvari var, Erdély-Hegyalja
JEL: 732

OPPORTUNITIES FOR CULTURAL TOURISM IN THE
TRANSYLVANIAN-HEGYALJA REGION TODAY

Abstract

The Transylvanian-Hegyalja is a hillside region located in the southwestern part of historical Transylvania, between
the Erdélyi-szigethegyséa/ Apuseni Mountains and the Maros/ Mures River. The area with its advantageous natural
and socio-geographic features and varied bistory preserves extraordinary cultural values. 1ts historical and cultural
center is the Castle of Gyulafehérvar. The ecclesiastical and secular buildings and monuments of the castle are cultural
Jusion/ syeretism of the Roman era, the Kingdom of Hungary, the Principality of Transylvania, the Habsburg
Empire, the Austro-Hungarian Monarchy and the post-World War I Romania. Before 1990, it was mostly possible
to visit memorial sites and monuments related to Romanian history. The university founded in 1991 to commemorate
the historic event in Gyulafehérvir on December 1, 1918, uses some of the buildings in the territory of the castle.
The cultural values restored with the support of the European Union between 2013-2015 were integrated into the
tonrist offer, vividly describing the Habsburg period of the city's history. The Cathedral of the Transylvanian Roman
Catholic Bishopric, founded in 1009, the Pantheon of Transylvania, preserves the ecclesiastical, bistorical and
architectural values of several centuries.
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The Reformed academy building in the castle, the priceless Batthyaneum library, and the remains of the 10th
century church unfortunately are not open to tourists at the moment. Making them accessible to visitors wonld sig-
nificantly increase and diversify the supply of tourist services and opportunities of the city and the region.

Keywords: cultural tourism, the Castle of Gyulafehérvar, Transilvania

Bevezetés

A XXI. szazad elején latvanyos fejlédésnek indult, majd a Covid jarvany idején valsagba jutott tu-
rizmus 4 lehet6ségel ismét fejlédési szakaszba helyezhetik az erdélyi, és ezen belul az Erdélyi-
Hegyalja térségének idegenforgalmat.

Az utébbi két évtizedben szamos, kilonb6z6 torténelmi korokhoz kapcsoloédd mivészeti, épi-
tészeti értéket, torténelmi emlékhelyet djitottak fel Erdélyi-Hegyaljan és térségében. A legjelento-
sebb feljitasok a Gyulafehérvari varban valdsultak meg. A kulturalis turizmus térségbeli értékeinek
tulnyomé része napjainkban latogathato, turisztikai attrakcioként mikodik.

Modszerek és felhasznalt forrasok

Napjainkban a turizmus kialakulasaval, fejlédésével, agazataival, kutatasi moédszereivel kapcsolatos
széleskort szakirodalom all a rendelkezésiinkre. De Beer (1952), Michalké (2007), Gyuricza (2008),
Bujdosé (2009), Nedelcu (2011), Gherghilas (2014), Lukacs (2012), Mason (2017), Towner (2000),
Buzzard (2002) munkai a turizmus, valamint a turizmusfoldrajzi szakirodalom kilénb6z6 agazatait
gazdagitottak. Jelen tanulmany kutatasi tertletét, az Erdélyi-Hegyalja kulturalis értékeit bemutatd
turisztikai, turizmusfoldrajzi kiadvanyok talnyomoérésze 1990 utan jelent meg. A szocializmus évti-
zedeiben a Romaniat, a romaniai megyéket, varosokat, hegységeket bemutatd, ismerteté roman
nyelv utikalauzokat (Cioculescu, 1967; Murgu, 1967) forgalmaztak. A Romaniat és Erdélyt magyar
nyelven ismertet korabeli kiadvanyok koziil a legjelent6sebbek a magyarorszagi Panorama kiado-
nal, az orszagokat bemutaté sorozatban megjelent (Adém et al., 1979), tobb kiadast megért, a Ro-
maniat legb6vebben, legszéleskoriibben és legteljesebben bemutaté magyar nyelvid utikényv, vala-
mint az ugyancsak tobb kiadast megért Utazasok Erdélyben (Matyas, 1986) voltak. A kor tudoma-
nyos szintjén irédott, igényes nyelvezetd munkakban fontos szempont volt a korabeli ideologia, ,,a
kor vivmanyainak” megjelenitése (Elekes, 2020).

Az 1989-1990 utan megvaltozott politikai, tarsadalmi, gazdasagi kornyezetben oriasi valaszték-
ban jelentek meg a Romania, Erdély turizmusat, latvanyossagait ismerteté magyar, német, angol,
francia nyelvd kiadvanyok és tudomanyos munkak. A teljesség igénye nélkil emlitjiik Heltmann —
Servatius (1993), Koszta Nagy (1998), Elekes (2004, 2019), Dedk — Laszlo (2004), S6s — Farkas
(2005), Pascaru — Andreescu (2007), Guide (2010), Juler (2010), Szilagyi (2011) koényveit. Korunk
turizmusfoldrajzat is gazdagitotta Benedek J. és mtsai (2012), valamint Horvath A. (2020) munkéja.

Jelen tanulmanyban felhasznalt, az Erdélyi-Hegyalja latvanyossagait bemutato legjelent&sebb for-
rasok Gudor (2020), Tileagda és mtsai (2011), valamint Elekes (2019) kényvei. Gudor Kund Bo-
tond a legteljesebben ismerteti a mai Erdélyi-Hegyalja és térsége kulturalis értékeit.
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Kulturalis értékek az Erdélyi-Hegyalja térségében

Erdélyi-Hegyalja a torténeti Erdély délnyugati részében elhelyezkedd, az Erdélyi-szigethegység (ko-
zéphegység) délkeleti-, keleti el6terében, a Maros kozépsé szakaszanak artere iranyaba fokozatosan
alacsonyodd dombsag. A ,,sz€l és csapadékarnyékban” elhelyezkedd, kellemes éghajlata tertilet egy-
arant alkalmas novény- és gylimolcstermesztésre, illetve allattenyésztésre. A Maros mentén kony-
nyen megkozelithetd tajegység gazdasagi életében fontos szerepet jatszott a térségben kibanyaszott
56, az Erdélyi-Erchegység arany-, eziist- és szinesfémére banyai, valamint a kiterjedt erdéségek (Ko-
csis 2018; 2021).

Surd teleptlésallomanyat évszazadokon at roman, magyar, német (szasz), zsido, cigainy nemzeti-
ségl népesség lakta. A XX. szazadi térténelmi események jelentésen megvaltoztattak a térség tele-
puléseit, els6sorban a varosi lakossag gazdasagi-, etnikai, felekezeti- és korszerkezetét, illetve 1étsza-
mat. Az elsé vilaghabort utan a Romaniahoz kertilt Exrdély mas teriileteihez hasonléan, az Erdélyi-
Hegyaljan is az ortodox romanok szamanak és aranyanak névekedése és a mas nemzetiségtick,
felekezetlek 1étszamcsokkenése volt jellemz6. Az 1989 decembere utan elkezd6d6tt gazdasagi szer-
kezetvaltas, a politikai és 1étbizonytalanag, jelents, napjainkig tarté népességfogyast eredményezett
Romaniaban. A tanulmanyozott teriilet jelentésebb varosai kéztl a mai Gyulafehérvar municipium
népessége 1910-ben 17 100 (, 1992-ben 71 168, 2011-ben 63 536. Nagyenyed lakossaga 1910-ben
15 5306, 1992-ben 31 894, 2011-ben 22 876 (Elekes, 2005; 2008; Németh és mtsa. 2000; Szilagyi és
mtsa. 2021; erdelystat 2022). Ezt esetleg j6 lett volna tablazatba tenni, ugy jobban attekinthetd. Egy
évszazad alatt teljesen atalakult a térség, elsGsorban a jelent6sebb varosok etnikai-felekezeti szerke-
zete (1.tablazat).

1.tablazat. Gyulafehérvar és Nagyenyed etnikai, felekezeti szerkezete
1910-ben és 2011-ben
Forras: erdelystat 2022 nyomidn készitették a szerzik

Ev O0ssz- roman magyar | német | cigany | egy¢b | nem
lakossag nyilat-
kozott
Gyulafehérvar 1910 17100 10415 5418 839 428
2011 63536 55671 1010 115 | 1119 130 5490
Nagyenyed 1910 15536 7178 7923 167 268
2011 22876 16955 3364 15 930 7 1598
orto- | gbrog | rémai | refor- | evan | izrae- | uni- | egyéb | nem
dox kato- | kato- | matus | géli- | lita ta- nyi-
likus | likus kus rius latko-
zott
Gyula- 1910 54921 5065 | 3084 | 1168 503 | 1644 | 137
fehérvar
2011 51659 | 1226 | 1195 582 93 14 471 3100 | 5620
Nagy- 1910 2024 | 5792 | 1572 | 5227 267 476 | 175 3
enyed
2011 16487 730 296 | 2759 4 0] 225 949 | 1622
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2019-ben Romania brutté hazai termékének 5,9%-at a turizmus adta. Gyulafehérvaron ¢és az
Erdélyi-Hegyaljan ez az érték a jelentés idegenforgalmi adottsagok ellenére, ennél sokkal kisebb. A
Gyulafehérvar kézponti Fehér megyét is magaba foglalé romaniai Kozép régioban ez az érték
3,8%. 2019-ben Gyulafehérvar gazdasagi egységeinek 0,17%-a szallashelyek mutkodtetésével fog-
lalkozott és a varosban mikods cégek éves profitjanak 1,15%-at valositottak meg. A rendelkezé-
sunkre all6 adatok, az adottsagokhoz viszonyitott szerény, de fejl6dé turisztikai infrastruktara 1éte-
zését igazoljak. Visszaesést jelentetett a Covid-jarvany idészaka. 2019-ben a szalldsadas, étkeztetés,
idegenforgalmi irodai alkalmazottak szama 813 volt Gyulafehérvaron. A varos szallashelyei 2019-
ben 1391, 2020-ban 1198, 2021-ben 1639 féréhellyel rendelkeztek, 2019-ben 118.556, 2020-ban
58.966 vendégéjszakat regisztraltak. A varos turizmusanak szezonalis jellegét igazolja az augusztusi
vendégéjszakak magas szama. A szallashelyeken 2019-ben 223 alkalmazott dolgozott. 2020-ban
Gyulafehérvaron 36 vendéglatd egység, 2021-ben 15 turisztikai igynokség mikodott, 5 cég bizto-
sftotta a helyi idegenvezetést. (Strategia integrata de Dezvoltare Urbanad a municipiului Alba Iulia
2021-2030, https:/ /www.apulum.ro/images/uploads/ fisiere/SIDUfi-
nal_cu_coperti_11052021.pdf).

Gazdag kulturalis 6rokséget, ritka, egyedi értékeket 6riz az elényGs foldrajzi helyzettel és termé-
szeti-gazdasagi adottsagokkal rendelkezé Erdélyi-Hegyalja. A térség turisztikai potencialjat f6ldtani,
domborzati értékek, varak, kastélyok, régészeti lelShelyek, torténelmi és mivészeti jelentéségt
templomok, mizeumok, konyvtarak, roman, magyar, szasz, osztrak torténelmi helyszinek, emlé-
kek, népmuvészeti értékek alkotjak. A kulturalis értékeket és a torténelmi eseményeket a térségben
szervezett fesztivalok, kulturalis rendezvények is népszerusitik.

Jelentds szamu katonai és vilagi éptilet romjai maradtak fenn a Kr. u. 106-271 kozotti idészakban
a Romai birodalom részét képezd, a torténeti Erdély déli és nyugati részét magaba foglalé Dacia
provincia teriletén (Képeczi, 1993). A rémai kor kulturalis 6réksége jol szervezett turisztikai desz-
tinaciok formajaban latogathaté az Erdélyi-Hegyaljan, els6sorban Gyulafehérvaron, a romai kori
Apulum tertletén.

Kevés turisztikai jelentéséggel bird régészeti, kulturalis értéket hagyott az utékorra a 271-895
kozti népvandorlas idészaka (gotok, hunok, gepidak, avarok, Dunai Bolgar birodalom).

A honfoglalast (895/896) kovetSen, a Réma kozpontd, latin ritust kereszténység felvételével az
Erdélyt is magaba foglalé Magyar Kiralysag évszazadokra részese lett a nyugat-eurépai kultarkor-
nek. Ezt igazoljak az 1009-ben Erdély egyhazi kézpontjaként alapitott Gyulafehérvari rémai kato-
likus puspokség (1991-t61 érsekség) éptiletei. Ezzel egyidében ortodox és mas kulturalis hatasok is
érvényesiltek Erdélyben, igy az Erdélyi-Hegyalja teriletén. A Nyugat-eurdpai eszmearamlatok,
mivel&dési iranyzatok, mivészeti stilusok (az Arpéd—kori roman stilus, a gotika, reneszansz, ba-
rokk, klasszicizmus, szecesszio stb.), az ortodox és egyéb hatasok valtozatos kulturalis értékeket
hoztak létre a Magyar Kiralysag, az Erdélyi Fejedelemség, a Habsburg Birodalom, az Osztrak-Ma-
gyar Monarchia, majd a napjainkig Romania részét képez6 Erdélyi-Hegyaljan (Képeczi, 1993; Gu-
dor, 2020).

Evszazadok épitkezéseit hadseregek, lazadasok, haborik romboltak. Epitészeti, mivel6déstor-
téneti értékek pusztultak el a két vilaghabora, a XX. szazadi hatarvaltozasok idején és a szélsGséges
politikai berendezkedések idGszakaban. Ideolégiai ,,atértékelés”, mivel6déstorténeti értékek, épi-
letek funkcidvaltasa valosult meg a mult évszazadban, legerSteljesebben a kommunizmus évtizede-
iben. A két vilaghabora kozti két évtizedben, majd 1990 utan az ortodox kultira térnyerése érvé-
nyesilt Erdélyben, Partiumban és a Bansagban.
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Gazdasagi fejlé6dés, mavészeti értékek, torténelmi emlékhelyek feltjitasa, 1étesitése, korabbi funk-
cidjuk ,,megerdsitése” jellemezte a XXI. szazad ,,politikai enyhtilésének” elsé két évtizedét. A kul-
turalis értékek tobb nyelven, tudomanyos publikaciok, utikonyvek segitségével torténé megisme-
rése és ismertetése valosult meg.

Gudor (2020), Tileagda és mtsai (2011), valamint Elekes (2019) konyveiben turisztikai desztina-
cidként mikods latvanyossagok, valamint ,,idegenforgalmi hasznositasra alkalmas”, felgjitott kul-
turalis, mavészeti, épitészeti értékek egész sorat talaljuk napjaink Erdélyi-Hegyaljajan és térségében.
A legértékesebbek kozé sorolodnak az alabbiak.

Szaszvaros kozelében, a Marostdl északra teleptlt, a romai korban hévizeirdl ismert és Thermae
Dodonae-nak nevezett Algyogy faluban talalhaté az 1077-re datalt, Erdély legrégebben all6 kor-
temploma. A kézelben, a Maros volgyét koveté miiit és vasut mentén telepilt Alkenyér. Vasutal-
lomasanak tertletén all Kinizsi Pal néhany éve feljitott szobra. Emléket allit az 1479. oktéber 13.-
ai Kenyérmezei ttkozetnek, amikor a Bathory Istvan erdélyi vajda és Kinizsi Pal egyesitett serege
legy6zte az Erdélybe bet6ré oszmanokat. Akar egynapos program is szervezhet6 a Szaszsebes és
Gyulafehérvar k6zott, a Maros mentén elhelyezkedd, gazdag idegenforgalmi latvanyossagokkal és
megfelel6 infrastruktaraval rendelkezé Alvinc feldjitott kulturalis 6rokségének megismerésére. X11I-
XV. szazadban épitett reformatus templomat a 2013-as és 2020-as feldjitas utan latogathatéva tet-
ték. A hajdani mezdévaros torténelmi hagyatékéhoz tartoznak a Bethlen Gabor idejében ide telepi-
tett, kézmaves termékeikrdl ismert, tobb mint 30 mesterséget ismerd, Erdély gazdasagi életében
szerepet vallalé habanok. Torténelmi, kulturalis személyiségek egész sora kotédik a telepiiléshez: a
XVIL-XVIII. szazadi erdélyi katonai és civil életben jelentds szerepet vallalé baré Alvinci-Borbereki
csalad, Martinuzzi Gyorgy (1482-1551) Erdély kormanyzdja, a szentté avatott Pongracz Istvan
(1582-1619) magyar jezsuita szerzetes, vértanu, Bethlen Gabor (1580-1629) erdélyi fejedelem, Ke-
mény Zsigmond (1814-1875) ir6, publicista, politikus, Pataki Laszl6 (1856-1912) festémivész,
Sz6ts Istvan (1912-1998) filmrendezd. Alvinci jelenlétiikre kuria, emlékhaz, sirhely, romos kastély
emlékeztet. A teleptilésre latogatokat a romai katolikus ferences rendhaz vendéghazaban, a refor-
matus parokian mikodo Bethlen szalloban és a Martinuzzi szallodaként mikod6 Horvath-Inczédy
kastélyban fogadjak. A Gyulafehérvar részét képez6 Borband napjainkig all6 rémai katolikus temp-
loma az 1277. évi pusztitas utan épilt ujja. Eredeti roman stilusat, gétikus atépités, késébb barokk
elemek gazdagitottak, jelezve a tertilet tobb évszazados ,kulturalis folytonossagat”. Hasonlé érté-
keket 6tiz Marosszentimre 2022-re feltjitott reformétus temploma. A XII. szazadi Arpad-kori épii-
letet 1442 utan, Hunyadi Janos rendeletére, a torokok felett aratott gy6zelem emlékére alakitottak
at gotikus stilusban. Kékeretes ajtaja a magyar épitészettorténet egyedilalld emléke, a népmuvészet
fafaragasaibdl ismert ékrovasos rozetta motivumokat tartalmaz. Az 1848-1849-es események el6tt
jelentés magyar lakossagy, jellegzetes hegyaljai k6zségben, Magyarigenben latogathat6 Erdély talan
legszebb barokk temploma. Fivszazadok 6ta sz616t termesztenek Hegyalja 9°C feletti évi kozéphé-
mérsékletd, ,,sz€l és csapadékarnyékos” tertiletein. Celna 1784-ben, a Teleki csalad altal asatott pin-
céjét napjainkban djra eredeti funkcidja szerint hasznaljak. A teleptlés / Celna a hegyaljai boraszat
fontos kozpontja, jelentSs az idegenforgalmi szerepe. A Balazsfalvahoz tartozé Magyarpéterfalva
XIII-XV. szazadi reformatus templomat, a Nagyenyed melletti Csombord XIV-XVI. szazadban
épult reformatus templomat és a XX. szazad elején barokk stilusban éptilt tompahazi, roman gérég
katolikus templomot az utébbi két évtizedben ujitottak fel. Idegenforgalmi funkciot terveznek a
Fehér Megyei Tanacs birtokaban levé és altala feldjittatott, a XIX. szazad utolsé évtizedében épiilt
historizal6 stilust enyedszentkiralyi Banffy kastélynak (Gudor, 2020; Tileagda és mtsai. 2011; Ele-
kes, 2019).
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A gyulafehérvari var

Az Erdélyi-Hegyalja legjelentSsebb torténelmi, kulturalis értékei a gyulafehérvari varban talalhatok.
Korabbi térténelmi id6k varai helyén VI. (II1.) Habsburg Karoly idején 1714-1738 kozott épult a
70 hektar kiterjedés osztrak barokk eréditmény. Epittet6jérdl Karolyfehérvarnak (Alba Carolina,
Karlsburg) nevezték. Kelet-Ko6zép Eurdpa legnagyobb vara torténelmi korok emlékét 6rzi. Egyhazi
és vilagi éptiletei, emlékmivei a romai kor, a Magyar Kiralysag, az Erdélyi Fejedelemség, a Habs-
burg Birodalom, az Osztrak-Magyar Monarchia és az 1. vilaghaborua utani Romania kulturalis 6r6k-
ségének 6tvozédése , roman, magyar, osztrak, szasz torténelmi, mivel6déstorténeti értékek (1.tab-
lazat, 1.abra). 2013-2015 koz6tt eurdpai unids tamogatassal vjitottak fel a varat. Gudor Kund Bo-
tond 2020-ban megjelent kényvében 45, a varban talalhaté kulturalis értéket ismertet. Jelen tanul-
manyunkban tovabbi egy nem latogathaté és egy, a konyv megjelenése utan atadott kulturalis érté-
ket tintettiink fel (2. .tablazat, 1.abra).

1990 el6tt tobbnyire a roman torténelemhez kapcsolédd emlékhelyek, memlékek turisztikai
célu hasznositasa, latogatasa valosulhatott meg. A rémai katolikus székesegyhaz mogott, a fejedelmi
(puspoki) palota el6tt 1968-ban leleplezett Mihaly vajda lovasszobra jelzi, hogy 1599 novemberétél
néhany honapig a palota lakéja volt a roman torténetiras szerint Havasalféld, Moldva és Erdély
elsé egyesitdje. 2022-ig 6 volt az egyetlen erdélyi fejedelem, akire szobor emlékeztet a varban. Az
er6ditmény masodik és harmadik kapuja kozotti téren 1937-ben emelték az osztrak hadsereg altal
vérbefojtott 1784-es roman parasztfelkelés emlékére allitott Horea emlékmivet. A roman térténe-
lem szempontjabol kiemelkedé fontossaga az 1921-1922-ben éptilt neobizanci ortodox katedralis.
Az 1. vilaghaboru utan Romanianak itélt Erdély teriiletén, a fejedelmi kézpontban épiilt fel Ferdi-
nand roman kiraly és Maria kiralyné koronazasi temploma.

2. tablazat: A Gyulafehérvari var latvanyossagai
Forrds: Gudor K. B. 2020 nyomidn készitették a szerzik

Carol 111
8-18.1.5 Katonai laktanydk | Cazdrmile militare
9-18.1.5.a Katonai élelmezési (hadkiegészitési) laktanya
Manutanta
10-8.1.5. b Katonai féhadparancsnoksdg
Comand

jamentul general

11-18.1.6 Hirom eréditmény turistaditvonala | Traseul celor
trei fortificatii

bastya | Bastionul

e si Bastionu hiler
apu | Poarta Sf, Gheorghe

Bastionul Bethlen
Poarta monetiriei

7 Katc

Kildtok/Foisor pentru vedere panoramici

nai Tdbor | Tabira militard

19-18.1.9.3
20-18.
21-18.
22-18.1.10 Mihily vajda (1558-1601) lovasszobra és

dombormiive | Statuia ecvestra $i macheta de

Fegyverterem | Sala armurilor

Szaszok bdstydja | Bastionul sasilor

bronz a lui Mihau Viteazul
23-18

24-18.1.11.b Negy

25-18.1.11.c Piispoki fejedelmi palota | Palatul

episcopal

1 26~18.1.11.d Ortodox katedralis | Catedrala ortodoxa
2 27-18.1.12.1

3 drkapuk | Portile cetitii

“ Elsé viirkapu (Also Kdroly kapu) | Poarta Carol | 28~18.1.12.3 Egve:

5 Misodik Kédroly kapu | Poarta Carol 11

6~ Horea emlékmi (obeliszk) | Obeliscul lui Horea 29-18.1

7-18.1.4 Harmadik kapu, vagy Felsé Karoly kapu | Poarta 30~-18.

31-18.1.13.2 Reformat

reformata Bethlen
32, 32/b~18.1.14 Grof Majlith Gusztiv Kéroly egykori katoli-
ilete és jelenlegi
b), Egyetem | Fosta clidire a

kus gimndzium {6
epu

Liceului romano-catolic Grof Majlith Gusz
tiv | Universitatea, noul Liceu
Majlath(32/b)

33-18.1.15.1 Losenau emlékmi | Monumentul Losenau

ntul Custozza

3 Br harang vagy az egvesilés emlékmiive
Clopotul unini

36-18.1.16 Bethlen Ap lota/ Palatul Apor-Bethlen
37-18.1.17 Rémai katc

teologia/ Teologia

catolica

38-18.1.18 zsgdld és Batthyaneum | Biblioteca
Batthyaneum si observatorul

39-18.1.19 Szisz Universitas foépiilete | Clidirea Universi
titii Sasesti- Isnpectoratul Scolar

romn

1 Rémai castrum | Castrul roman

2 Via principalis

3 Romai castrum déli kapuja | Poarta de Sud a
castrului

43-18.1.20,4 Viros romai fohadiszalld

Principia

44-18.1.21 Egyesiilés 1

2l

éves centenanumaina

skmiive | Monumentul unirii

45-18.1.22 Trar

46 - Romai katolikus székesegyhaz elétti bazilika romjai
47 - Bethlen Gabor szobra (2022. 05. 21.)

isilvaniei sugdrit | Bulevardul Transilvaniei
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l.abra: A Gyulafehérvari var latvanyossagainak f6ldrajzi helyzete
Forrds: Gudor K. B. 2020

A varban talalhat6, a Habsburg id6kben emelt két korabbi katonai éptilet funkciovaltast kéve-
téen kulturalis célt szolgal, roman térténelmi emlékhelyként, mizeumként mikodik. A korabbi
Tiszti kasziné az Egyesiilés Miazeumaként az 1918. december 1.-i, Erdély Romaniaval térténd egye-
stlését kinyilatkoztaté gyulafehérvari roman nagygyilésnek allit emléket. A monarchia tiszti laka-
sainak helyt ad6 hajdani ,,Babilon éptilete” a Gyulafehérvar kézponti mai Fehér megye torténetét
ismerteti az &skortol napjainkig, jelentés hangsullyal az 1918. december 1.-i eseményt. Ezen torté-
nelmi eseménynek allit emléket a 2000-es évek elején készilt bronzharang, vagy egyestlés emlék-
mive. A nagygyulés szazéves évforduldjara, 2018-ban készilt el az egyesiilés centenariumanak em-
lékmitive (Gudor, 2020; Tileagda és mtsai. 2011; Elekes, 2019).

Ugyanezen torténelmi esemény tiszteletére alapitottak 1991-ben az 1918. december 1. Egyetemet
Gyulafehérvaron. A var teriiletén levé tobb felujitott éptiletet az Egyetem hasznalja. Az 1670-1690
kozott éptlt, 1990 utan helyreallitott barokk Bethlen-Apor f6uri palotaban a rektori hivatal miko-
dik. Megtartotta tObb évszazados oktatasi funkcidjat a volt jezsuita kollégium és az 1903-1906 ko-
z6tt emelt, volt Grof Majlath Gusztav Karoly katolikus gimnazium egykori f6épilete. Mindkettd
az egyetem oktatasi épiilete (Gudor, 2020).

Gyulafehérvar rémai kori emlékeinek tudomanyos kutatasat 1889-ben a helyi rémai katolikus
gimnazium tanara, az erdélyi varosi régészet atyjaként ismert Cserni Béla kezdte el. Az altala ssze-
gyljtétt romai kori emlékeket a varos muzeumaban allitottak ki. A kés6bbi tobb mint egy évszazad
soran feltart rémai emlékek, a hajdani Castrum és kapui, a féutvonalak (Via principalis), a katonai
tabor helye, a rémai f6hadiszallas, a Principia Muzeum feldjitasa és modern turisztikai attrakcioként
torténé mukodtetése a XXI. szazad elején valosult meg (Gudor, 2020; Tileagda és mtsai. 2011;
Elekes, 2019).

2013-2015 kozott, az Burdpai Unid anyagi timogatasaval Gjitottak fel a varat és a Habsburg idSk
torténelmi emlékeit: a varkapukat, a falakat és bastyakat, valamint a korabeli katonai emlékmuveket.
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Ekkor djult meg az 1849. februar 9.-én a piski hidnal a Bem seregeivel vivott vesztes csataban
megsérilt és néhany nappal késébb elhunyt gyulafehérvari Losenau osztrak tabornok tiszteletére
allitott obeliszk, valamint a varban allomasozé 50-es osztrak gyalogezred 1866-ban Custozza mel-
lett elesett tisztjeinek és erdélyi katonainak emlékmive. A helyreallitott kulturalis értékek integra-
lodtak a turisztikai kinalatba, szemléletesen ismertetik a varos torténelmének Habsburg id6szakat
(Gudor, 2020).

A t6bb évszazad torténelmi, épitészeti értékeit 6rz6 romai katolikus székesegyhaz részleges lato-
gathatdsaga biztositva volt az egyhazellenes kommunizmus évtizedeiben is. Napjainkban idegen-
forgalmi szerepét a tobbrétd kulturalis-torténelmi jelentSsége erdsiti. Az 1009-ben alapitott Erdélyi
Pispokség székhelyén, tébb szakaszban épilt székesegyhaz napjainkig az egyhazi kézpont ,,jelkép
épiilete”: a piispokség, 1991-t61 a Gyulafehérvari Ersekség meghatirozé jelentségli egyhazi és épi-
tészeti értéke. A roman stilus, gotika, reneszansz, és barokk elemek a nyugat-eurdpai , kulturalis
folytonossagot, folyamatossagot” igazoljak. Evszizadokon at piispokék és torténelmi személyisé-
gek, napjainkig egyhazi el6jardk temetkezési helye. Erdély Pantheonjaban temették el Hunyadi
Janost, ifjabb Korvin Janost, Hunyadi Laszlét, Martinuzzi Frater Gyorgyot, Janos Zsigmondot,
Bocskai Istvant, Bethlen Gabort és 1. Rakoczi Gyorgyot (Gudor, 2020; Elekes, 2019).

A Gudor Kund Botond altal ismertetett (2020) varbeli kulturalis-torténelmi értékeket a ,,Jatogat-
hatésaguk™ alapjan csoportositottuk (3. . tablazat). A napjainkban nem latogathaté latvanyossagok
a magyar torzsszovetség, illetve az Erdélyi Fejedelemség korahoz kapcsolédnak.

3. tablazat: A Gyulafehérvari var kulturalis értékeinek ,Jatogathat6sag” szerinti

csoportositasa
LATOGATHATO RESZLEGESEN NEM TOBB IDOSZAKBAN
. LATOGATHATO LATOGATHATO EPOULT
ROMAI BIRODALOM |11, 16, 40, 41, 42, 43 11,
106-271
NEPVANDORLAS
271-895
MAGYAR 46
TORZSSZOVETSEG
/ FEJEDELEMSEG
895-1000
MAGYAR KIRALYSAG |23 25 23,25
1000-1570
ERDELY!I 11, 12,13, 14,15, 22, | 21,25, 36, 39 31, 38, 11, 23, 25
FEJEDELEMSEG 23,
1570-1690 30, 47
ERDELY!I 1,2,3,4,5,7,11,18, |8,9,10,25 37, 38, 11, 23, 25
FEJEDELEMSEG 19, 20, 23, 24
/ HABSBURG 27,33,34 30,
BIRODALOM / 6
1690-1876
MAGYAR KIRALYSAG |28, 32
/OSZTRAK-MAGYAR
MONARCHIA/
1876-1918
ROMANIA 26, 35, 44, 45 30, 32, 36, 39
1919-TOL (1918) 27, 28, 29,

Forrds: Gudor K. B. alapjan szerkesztették a szerzik 2022
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Ismert, de nem latogathat6 a romai katolikus székesegyhaz el6tti téren 2011-ben feltart X. szazadi
templom maradvanya. Az erdélyi Gyulak bizanci alaprajza templomanak romjait roviddel a feltaras
utan visszatemették. A Bethlen Gabor altal 1622-ben alapitott Reformatus akadémia (Collegium
Academicum) épiletét utaszlaktanyaként hasznaljak, nem latogathat6. A kozeljové terveiben kul-
turalis szerepkort ellaté éptiletként szerepel. A Batthyany Ignac romai katolikus puspok altal 1780-
ban alapitott, Erdély els6 csillagvizsgalojaval is ellatott konyvtar kiemelkedd jelent6ségt mtvel6dési
intézmény. 607 6snyomtatvanyt, 1700 kozépkori kéziratot, 100 ezer XVI., XVII. és XVIIIL. szazadi
nyomtatott konyvet, ritka kddexeket és konyveket (a 800-as években késziilt Codex Aureus, XII.
szazadi David zsoltar, XIII. szazadi Biblia, XIII. szazadi Biblia Sacra, az 1648-ban protestans ta-
mogatéssal késziilt gyulafehérvari roman Ujszovetség stb.), egyhazmivészeti, asvany- és éremgyj-
teményt 6riz a Batthyaneum. A Gyulafehérvari-kédexben maradt fenn a gyulafehérvari glosszaknak
nevezett magyar nyelvemlék (1310-1320). A konyvtar az 1948-as allamositastol napjainkig el van
zarva a latogatok és a kutatdk el6tt, napjainkig nem keriilt vissza a Rémai Katolikus Ersekség bir-
tokaba (Gudor, 2020; Elekes, 2019).

Bethlen Gabor egészalakos szobrat 2022. majus 21.-én avattak fel az 4ltala alapitott Collegium
Academicum éptiletének kozelében, erdsitve az Erdélyi Fejedelemség koranak ,,megjelenitését”. A
reformatus akadémia, a Batthyaneum, valamint a X. szdzadi templom maradvanyainak latogatha-
tova tétele teljesebbé tenné a varos rendkiviil gazdag torténelmének megismerését. A varos turisz-
tikai vonzerejét is jelentésen novelné a Batthyaneum felbecsiilhetetlen kulturalis értékeinek meg-
nyitasa a latogatok és a kutatok szamara.

A térség kulturalis idegenforgalmi latvanyossagainak szerény latogatottsagat a Covid-jarvany a
felére csokkentette. A Fehér megyei muzeumokat és gydjteményeket 2016-ban 178.338, 2018-ban
147.559, 2019-ben 82.385 turista kereste fel. A varosvezetés altal 2015-ben 6sszeallitott, a Gyulafe-
hérvari var védett Ovezetté nyilvanitasanak dokumentumaiban a var bastya, fal és kapurendszere, a
rémai katolikus székesegyhaz és a hozza tartozoé épiiletek, valamint az ortodox katedralis és a ko-
rul6tte levo éptiletek elsédleges jelentéségt (,,A” értékkategoriaju) ovezetként, ezen belil a rémai
katolikus székesegyhaz, a Batthyaneum, a Bethlen-Apor palota, a rémai katolikus teologia épiilete,
a ,,Babilon” és a volt Tiszti kaszino épiiletei kiemelt jelent6ségti torténelmi épiiletként szerepelnek.
A var tobbi épiletének tulnyomo részét ,,B” értékkategoriaju 6vezetekbe soroltak (Actualizare plan
urbanistic zonal — Zona protejata cetatea Alba Iulia (In curs de avizare — mai 2015),
https://www.apulum.ro/index.php/primaria/documente, https://www.apulum.ro/images/up-
loads/fisiere/Situatia%20existenta.jpg). Ujabb lépést jelentett a térség turizmusszervezésében a
gyulafehérvari Varosi Tanacsd6 Csoporton belil kialakitott Turisztikai Bizottsag létrehozasa. Ez a
testilet ,,feltérképezte” és Gsszegezte a turisztikai adottsagokat és desztinaciokat, elemezte a térség
turizmusanak gazdasagi hatasait. Az eredményeket a Gyulafehérvar 2021-2030 k6zotti integralt va-
rosfejlesztési stratégiaba illesztették. (Strategia integrata de Dezvoltare Urbana a municipiului Alba
Tulia2021-2030, https://www.apulum.ro/images/uploads/ fisiere/SIDU_fi-
nal_cu_coperti_11052021.pdf).

Tileagda F.-R. és munkatarsai (2011) roman nyelvt utikdnyve Fehér megye, Elekes T. szakmai
iranyitasaval, Gudor K.B. (2020) altal 6sszeallitott magyar nyelvd utikalauz az Erdélyi-Hegyalja ide-
genforgalmi latvanyossagait, turisztikai infrastruktarajat ismertetik.
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Kovetkeztetések

Az elény6s foldrajzi adottsagokkal rendelkezé Erdélyi-Hegyalja évszazadok gazdag mtvel6déstor-
téneti, mivészeti értékeit hagyta az utékor szamara. A kulturalis értékek torténelmi korszakokhoz
kapcsolddnak, eszmearamlatokat, mavészeti stilusokat jelenitenck meg.

1990 el6tt nagyobbrészt a romai kor és a roman torténelemhez kapcsolédo értékek latogatasa
valosulhatott meg a térség torténelmi kézpontjanak szamit6 gyulafehérvari var tertiletén.

1990 utan erételjesebbé valt az 1918. december 1.-1 torténelmi esemény megjelenitése. Tisztele-
tére egyetemet alapitottak, a var szamos feldjitott épiilete a felséoktatasi intézmény hasznalataba
kerlt.

A XXI. szazad elején, az Eurépai Unié tamogatasaval végzett felgjitasok szamos, els6sorban a
Habsburg birodalom idészakahoz kapcsolddé értéket tettek latogathatova.

Evszazadok egyhazi, torténelmi, épitészeti értékeit, emlékeit 6rzi az 1009-ban alapitott Erdélyi
rémai katolikus ptspokség székesegyhaza, Erdély Pantheonja.

Napjainkban a varban talalhat6 ,,részlegesen latogathatd” és nem latogathato, potencialis turisz-
tikai attrakciok nagyobbrészt az Erdélyi fejedelemség id6szakahoz kapcsolédnak. A romai katolikus
székesegyhaz el6tti téren 2011-ben feltart, majd Gjra visszafedett X. szazadi templomrom latogat-
hatova tételét Gyulafehérvar varosfejlesztési tervei nem emlitik. Az 1948-as allamositastél napjain-
kig a roman allam tulajdonaba levé Batthyaneum épiilete és a konyvtar latogathatova tételéhez al-
lami beleegyezésre lenne szitkség. Az eredeti tulajdonos, a Gyulafehérvar kézponta Erdélyi Romai
Katolikus Ersekség eredménytelentil kérvényezte a Batthyaneum és a benne 6rz6tt egyhazi, torté-
nelmi, mvel6déstorténeti gydjtemények visszaszolgaltatasat. A Bethlen Gabor altal 1622-ben ala-
pitott Collegium Academicumot a kézeljové terveiben kulturalis szerepkort ellatéd épuletként emli-
tik. A terv megvalositasa a varos hataskorébe tartozik. E latvanyossagok feltjitasa, latogathatova
tételiik, ,,ajrafelfedezésiik’” jelentésen novelné Gyulafehérvar és az Erdélyi-Hegyalja idegenforgalmi
jelent6ségét, turisztikai vonzerejét.

A torténelmi, épitészeti, mivel6déstorténeti értékek mellett a turisztikai kinalatot erdsitené a ter-
mészeti adottsagok erteljesebb turisztikai megjelenitése. A tajpotencial alkalmas természetjaras,
kalandturizmus megvaldsitasara. Adottak a konferenciaturizmus lehetéségei Gyulafehérvaron,
Nagyenyeden, Szaszsebesen. Tovabbi lehet6ségek rejlenek a helyi gasztronémia, a borkultara érté-
kesitésében. Sziikség lenne Gyulafehérvar, Nagyenyed, Szaszsebes és térségtik egységes piaci meg-
jelenitésére, termékfejlesztésre és egységes imazs kialakitasara. Pozitiv gazdasagi hatast eredmé-
nyezne az ,,atutazé turizmus” jelleg helyett az 1-2 napos programok aranyanak névelése, megval6-
sitasa.
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INFLATION DYNAMICS AND FOOD PRICES IN HUNGARIAN
AGRICULTURAL ECONOMY

Zoltan Sipiczki — Jozsef Varga

Abstract

During 2021-2022, many commodity prices rose to record levels. As a result, Hungary in 2022 experienced high
inflation, large trade deficits, and an unstable macroeconomic environment. High commodity prices, particularly for
food, also have adverse effects on poverty.

Hungary has not excperienced for a long time such an increase in inflation, which is among the highest in Europe.
Inflation growth has recently been associated with large energy price shocks, food price increases are traditionally
believed to have rather small effects. At the same time, there has been an absence of rigorous work. to identify empi-
rically the relative importance of each factor contributing to inflation.

It is thus of vital importance to improve the understanding of the causes of inflation in Hungary to allow adequate
policies to be put in place. The purpose of this paper is to fill this gap and thoroughly analyze the determinants of
inflation in Hungary using data for the current decade, with a focus on_food prices.

The anthors identify the relative importance of several factors contributing to overall inflation and its major com-
ponents. The main finding is that, in a longer perspective, one of the main factors that determine domestic inflation
is food prices. In the short run, agricultural supply shocks strongly affect domestic inflation, causing large deviations
[from long-run price trends.

The results suggest the need for a multi-pronged approach to fighting inflation. This analysis suggests monetary
and exchange rate policies need to take into account agricultural production, which is among the key determinants of
inflation. Moreover, it has a greater influence on inflation than is widely known.

Keywords: inflation, food prices, Hungary, agricultural econonzy
JEL:O11, Q14

Introduction

This research gives a brief description of the Hungarian agro-economy inflation experience. It is
then put forward to explain the historically unprecedented inflation process.

Hence, research efforts geared toward understanding inflation dynamics, its explanatory vari-
ables, and contributory factors are an exercise in the right direction. Globally, the extant literature
documents inflation forecasting from the demand side based on the Phillips curve analysis. It is
crucial to observe inflation from the supply-side such as the agro-economy.

Literature review

Among the supply-side factors, the role of commodities; especially, energy, food, and agricultural
commodity prices receiving greater research and policy attention. These commodities are relevant
to modern societies and are linked to the real economy, as they serve as pointers to domestic de-
mand and supply pressures. They also reflect global shocks (shocks from international oil price and
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exchange rate fluctuations) and play a significant role in driving inflation (see Vasa, 2003; Vasary et
al., 2013; Chen et al., 2014; Koirala et al., 2015; Sensoy et al., 2015; Pourroy et al., 2016; Rafiq and
Bloch, 2016; Zhang et al., 2018).

Further motivation to consider agricultural commodity prices relies on the argument that the

commodities are vital to the production process either as energy or non-energy inputs; thus, inc-
reases in their costs could herald inflationary pressures. (Guth-Vasa, 2003; Esposti and Listorti
2013; Bakucset al. 2014). Agricultural price developments are an important inflation factor. A detai-
led analysis of the agricultural prices in Hungary between 1995 and 2012 is presented in Széles et
al. (2014).
There are welfare implications, particularly in economies with a large proportion of the population
living below the poverty line where poor members of society spend a higher proportion of their
incomes on food, and are hence made to suffer severely from rising food prices (see Barrett and
Dorosh, 1996; Arndt et al., 2008; Moncarz et al., 2018). The subsidies received under the CAP
(Common Agricultural Policy) have a significant impact on the profitability of farms and the
structure of production (Rajczi and Wickert 2015).

There is a lag between agricultural production supply and demand changes, hence, domestic
commodity prices exhibit sharp fluctuations over time compared to non-agricultural prices.

Demand elasticities for most agricultural commodities are so low that small changes in demand
cause a large change in price. (Moses et al 2019)

Price volatility is a particularly high risk in the agricultural sector because profit levels in many
production sectors are close to equilibrium profit, which is minimal. (Bareith and Csonka 2019;
Bareith and Csonka (2022)

During 2021-2022, many commodity prices rose to record levels. As a result, Hungary in 2022
experienced high inflation, large trade deficits, and an unstable macroeconomic environment. High
commodity prices, particulatly for food, also have adverse effects on poverty.

The annual inflation rate in Hungary increased to 15.6% in August of 2022, the highest since
May of 1998, from 13.7% in July. According to the Hungarian Central Statistical Office, the inf-
lation rate reached 20.1% in August 2022, while the Magyar Nemzeti Bank's medium-term inflation
target is 3% +- 1%. . Prices increases were seen for consumer durables (20.9%), alcoholic beverage
and tobacco (13.1%), and services (7.7%), namely taxi (27.3%), repair and maintenance of dwellings
(21.7%), repair and maintenance of vehicles (18.1%), recreational services (13.5%) and rents
(12.5%). Compared to the previous month, consumer prices increased 1.8%. ( Hungarian Central
Statistical Office 2022)

20

2014 2016 2018 2020 2022
Figure 1. Annual inflation rate in Hungary 2013-2022 (%)
Source: Hungarian Central Statistical Office 2022
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Food prices went up 33.1%, led by margarine, bread, cheese, pasta products and milk products.
(Hungarian Central Statistical Office 2022)
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Figure 2. Annual inflation rate os food products in Hungary 2013-2022 (%)
Source: Hungarian Central Statistical Office 2022

Material and method

In this article, we have analysed data from the Central Statistical Office. The consumer price index
measures the change over time in the (average) price of goods and services purchased by hou-
seholds (the population) for their own use. Partly for methodological reasons and partly for tech-
nical reasons, certain purchases, such as real estate or certain services (benefits in kind), are exclu-
ded.

The consumer price index indicates the rate of inflation, the 'money depreciation'. Price changes
are measured on the basis of a consumer basket of appropriately selected representatives of goods
and services, monitoring price changes from month to month. The representatives are relatively
large volumes of goods and services with key quality characteristics that determine the value in use.

The scope of the representatives is reviewed every year by the Central Statistical Office (KSH)

Each of the 1,000 or so representatives belongs to one of the 140 consumption groups. The
individual price indices for each representative are calculated on the basis of the average prices for
the reference month and the base month. The price index for the most detailed consumption gro-
ups is the weighted (or in some cases unweighted) arithmetic average of the individual price indices
of the corresponding representatives.

Of the 140 groups, the price indices for the main consumption groups and total consumption:

Ip =Y wipi / Y wi (Laspeytes price index),
where wi = the percentage share of consumption group i in total consumption (D wi is less than

100 if it is not total consumption!),
pi = price index of consumption group i
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Results

Food contributed the most to the increase in inflation, thanks to the large weight in the consumer
basket.
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Figure 3. Annual inflation rate in Hungary 2016-2022 (%)
Source: Own editing based on Hungarian Central Statistical Office 2022

The figure shows that inflation has been moderate in all the main product groups in previous
years and that in two thousand and twenty-two, there have been substantial increases in most gro-
ups. However, the most significant increase appears to have taken place in food prices.

Clothing
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Food duct Durable consumer
ood products goods 2019
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other
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Figure 4. Annual inflation rate of goods clusters in Hungary 2018-2022 (%)
Source: Own editing based on Hungarian Central Statistical Office 2022
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Within this, pork prices increased by 14.2 percent in July. Poultry meat prices rose by 38.8 per-
cent, and beef prices by 42.9 percent. Sausage prices increased by 25.2 percent, and salami and ham
prices increased by 21.5 percent. The price of milk affected by the price restrictions rose by 29.6
percent, the price of cooking oil by 6.9 percent, the price of flour by 22.7 percent, and the price of
sugar by 8.4 percent. The price of eggs rose by 37.5 percent, and margarine by 65.8 percent. In
July, the price of bread rose by 57.9 percent, pastries by 38.5 percent, dry pasta by 49.1 percent,
confectionery flour by 40.8 percent, and fruit prices by 12 percent. (Hungarian Central Statistical
Oftice 2022)
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—9—2018
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Figure 5. Annual inflation rate of food products clusters in Hungary 2018-2022 (%)
Source: Own editing based on Hungarian Central Statistical Office 2022

We take agricultural prices into account as producer prices. We also used the price index of
industrial goods used in agricultural production. The index calculated in this way is the quotient of
the index of agricultural producer prices and the price index of industrial goods used for agricultural
production. When calculating it, the agricultural producer price index is divided by the price index
of agricultural inputs. The producer price index of agricultural products: shows changes in prices
paid to producers for agricultural products purchased from agricultural producers for resale or
processing, as well as sold directly to the population for consumption (on the market. The indices
were calculated according to the Laspeyres formula.

Price indices of agricultural inputs: include not only industrial but also agricultural (e.g. seeds,
fodder) products and services. Among the price indexes of products and services used for current
production, KSH collects data on the sales price of feed mixes, fertilizers, plant protection agents,
and veterinary medicinal products on a quarterly and annual basis. In the case of the other elemental
indices, we use the industrial, construction, and consumer (partial) price indices.
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Figure 6. Dynamics of agricultural Input output price-ratio in Hungary 2006-2021 (in
percent) 2006= 100
Source: Own editing based on Hungarian Central Statistical Office 2022

In 2020 and 2021, the situation arose that output prices exceeded producer input prices. This is
a favorable development since in recent years there has been a trend towards this.

In the following, the examined area is divided into its parts. Indeed, the global investigation hides
the fact that Input output price ratio gives a different picture in the field of crop cultivation and
animal husbandry. That is why it is worth examining the trend of the development of scissors
according to the direction of production.

280
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==@==Crop production and horticulture producer price index
Price indices of agricultural inputs

=@==|ndex of producer prices of live animals and animal products

Figure 7. Dynamics of agricultural Input output price-ratio according to production di-
rection in Hungary 2006-2021 (in percent) 2006= 100
Source: Own editing based on Hungarian Central Statistical Office 2022

The index of agricultural producer prices was split up into the index of "crop and horticulture
producer prices", which includes cereals, industrial crops, vegetables, and fruits; and the index of
"producer prices of live animals and animal products". As can be seen from the figure, the producer
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prices for crop cultivation and horticulture developed rather hectically, but favorably. In the
examined period, the average increase in the price level of industrial goods used for agricultural
production lagged behind the increase in the producer price of agricultural products related to crop
production.

On the other hand, the increase in producer prices of live animals and animal products remained
below the price indices of agricultural inputs. All of this causes deterioration since the Input-output
price-ratios worsening sometimes realized with a decrease in agricultural prices too. In summary.
Livestock farm costs have increased more than their income. One reason for this is rising feed
prices.

Our results show that inflation in Hungary is heavily associated with the dominant role of agri-
culture and food in the economy. In fact, Hungarian inflation is practically synonymous with food
price inflation, and prices for major cereals, such as wheat, and maize, matter most.

It was not the purpose of this study to evaluate the transmission mechanism from domestic food
prices, but we highlight a few issues.

However, contrary to the prevailing view, we find that the growth of food prices is determined
in the external sector. In other words, the exchange rate and international prices explain a large fraction of
inflation.
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Figure 8. Nominal (line) and real price (dotted line) agricultural output in V4 countries
2007-2021
Source: Own editing based on EUSTAT 2022
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Another significant factor in agricultural inflation dynamics is the weakening of the forint cur-
rency. The graph shows that agricultural output in Hungary and the neighboring countries is stag-
nating at around one hundred percent in real terms. In nominal terms, however, while the prices
of the products produced have increased by twenty percent in the neighboring countries, domestic
nominal prices have increased by sixty percent to two thousand twenty-one

Compared to other countries in the region, it can be seen that the nominal output price of
agricultural products has increased much more in Hungary than in neighboring countries.
Meanwhile, real prices moved with almost similar dynamics.
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Figure 9. Annual inflation rate of goods clusters in Hungary and EUR/HUF exchange
rate 2018-2022
Sonrce: Own editing based on Hungarian Central Statistical Office 2022

It can also be seen in the figure above that the weakening HUF has a close relationship with
food prices. One important reason for this is that the domestic agricultural sector is quite depen-
dent on imports.

Prices of agricultural and food products are correlated because part of domestic consumption is
covered by imports. The declining forint currency thus has a price-distorting (inflation-increasing)
effect. However, as the graph below shows, the amount of goods exported from Hungary exceeds
the amount imported into Hungary. Agricultural exports account for 9% of total trade and imports
for only 6%.
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Figurel0. Trends in agricultural foreign trade and its share in the total national economy
of total exports and imports (2017-2021)

Source: AKI 2022

However, as the table below shows, the sector is not only importing agricultural products. Other
important items for the agricultural sector are the import of chemical products (fertilizers,
pesticides) and machinery equipment. On the cost side, this is a cost-increasing item due to the
weakening forint, which agricultural producers integrate into their prices. This means additional
inflationary pressure.

The agricultural entrepreneurs mainly imported agricultural and machinery products for their
activities, with a smaller proportion of food and chemical products. The machines and equipment
were also used as investments, a part of the food imports covers commercial sales. The majority of
exports consisted of agricultural products and a smaller part of food industry products. The share
of machinery and chemical products was equally decisive in the turnover of industrial and com-
mercial enterprises in both directions.

Table 1. The product structure of foreign trade according to national economic branches,
2020%)

Product\Industry Field ‘IndustryHAgriculture‘ ‘TradeHOther‘ ‘Industry‘lAgri.culture|‘Trade”Other‘

‘ CXpOl't ‘ ‘ 1mport ‘
| Agticultural | 03 804 63| 3,7 0,7 47, 23| 1,1
| Mining | 04 o1 00 102 55 13| 01| 33
| Foodindustry | 63 13,6] 49| 7.2 2,6 16,1 81| 30
| Lightindustry || 39 36| 42| 49 33 36| 90| 71
| Chemical industry || 188 11 179 141 16,3 10,5 26,8 10,8
| Machine industry || 64,9 0,7 60,2 491 66,5 16,7 47,9|| 51,9
| Other industrial || 3,7 01 3,6 49 3,7 03| 39 17,6
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Product\Industry Ficld ‘IndustryHAgriculture"TradeHOther"IndustryHAgriculture"TradeHOther‘
roduct\Industry Fie ‘

export H import ‘
| Other | 1,7 03] 28] 59 1,4 45| 17| 54
| Total | 1000 100,0|[ 100,0]| 100,0]  100,0 100,0/[ 100,0|[ 100,0

Source: KSH 2022

The prices of energy increased greatly. This also increases the material costs of agricultural work.
In addition, the prices of fertilizers and plant protection have also increased significantly in recent
years, which will result in further increases in agricultural costs due to the import price-inflating
effect of the exchange rate decline, which predicts further food inflation.

Conclusions, suggestions

Food inflation plays an important role in public welfare and financial security for a country. Energy
price shocks along with exchange rate decline factors have a very strong effect on food inflation in
the short to medium run, causing large deviations from long-run equilibrium. Promoting price
stability is even more critical.. In essence, the rate of inflation must be kept relatively low and stable,
and doing so will require analyses that offer guidance to the relevant monetary policy authority to
achieve the same.

There is a high level of uncertainty about the future inflation path of the agricultural economy.
Many different scenarios can be foreseen in this area, but some basic trends can be outlined. It is
likely that the climate situation will increase in number and duration so droughts and water shor-
tages will occur more frequently. This will support the inflationary process, including the increase
in agricultural inflation. On the other hand, uncertainties arise from the evolution of the forint
exchange rate, which is expected to strengthen if Hungary receives EU funds. Also expected to
strengthen from changes in energy prices, which could fall significantly in the medium term.

The inflationary process is disadvantageous for consumers. At the same time, however, agricul-
tural producers may even benefit. If the increase in their production costs and production risks is
smaller than the increase in the price of the agricultural commodity prices they will sell. In summary,
the input-output price ratio improves.
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ASPECTS REGARDING THE DEVELOPMENT OF TOURIST
POTENTIAL IN SIMERIA AREA, HUNEDOARA COUNTY,
ROMANIA

Sicoe-Murg Oana Maria — Mateoc-Sirb Nicoleta — Mateoc Teodor — Pet Elena —
Dumitrescu Carmen

Abstract

At the beginning of the 18th century, begins to take shape, on the left bank of the Mures River, what today is
considered by dedicated specialists ""a national monument in the art of parks" and at the same time the oldest and
most valuable collection of exotic woody plants and antochthonous from Romania, the wonderful Arboretum from
Simeria.

The geographical position favors the development of tourism, through the diversity of the landscape (dendrological
park, hills, Mures valley, Strei valley), the natural resources are the large, possibility of hiking, the capacity of the
territory to support several types of tourism; ecotourism can be developed and promoting the local arboretum brand
would include the city of Simeria and the area in the tourist circuits.

The aristocratic gardens from Banpotoc (located near Simeria) represent the work (over 15 years) of an Italian in
love with Romania. Giovanni Savatelli created ,,I Giardini di Zoe” with love for his granddanghter, Zoe, for onr
country but also from her passion for gardening. In order to promote tourism in Simeria area, we must take into
account both the natural and anthropogenic potential, besides it is necessary to preserve the traditions and popular
habits of the area and develop these resources.

Keywords: Simeria, park, I Giardini di Zoe, natural reservation, tourisn
JEL: Q69

Introduction

Romania hides places that are hard to be discovered. There are many unknown places, among the
multitude of "fashionable" tourist attractions, more or less commercial, full of history or not, with
old traditions or affected by modernity. We dared to look for less promoted places, to patrol along
untrodden paths, to find buildings, villages, landscapes, and people of history. Simeria is located in
the eastern part of Hunedoara County, in the area of the Mures valley, protected to the north by
the chain of the Metaliferi Mountains of the Apuseni Carpathians, to the south by the Poiana Rusca,
Retezat and Sureanu Mountains, and to the west, by several gorges in the area between the Southern
and Apuseni Carpathians. To the east, the Mures valley stretches towards Podisul Transilvaniei.
(Compozitii optime pentru padurile Romaniei, 20205
https://www.discoverhunedoatra.com/arboretum; http://www.primariasimeria.ro)
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Figﬁre 1. The location of the locality and the Simeria Arboretum
Source: Processing after https:/ | www.google.com/ maps
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From a demographic point of view, Simeria belongs to the category of small towns. Simeria is
an important railway junction, benefiting from exceptional connections from the point of view of
road access and it is located on the E 68 or DN 7. (http://www.primariasimeria.ro)

Those passing through Simeria have the opportunity to visit the Arboretum (Simeria Dendro-
logical Park is ranked 3" in Europe and 11" in the world, according to the British Encyclopedia).
(https:/ /ro.wikipedia.org/wiki/ Arboretumul_Simeria)

The notion of arboretum can be defined in a few words as follows: as a notable area of land,
dedicated to the effective growth and display of various types of trees, shrubs, vines and other
plants, valuable from a forestry and ornamental point of view, which may grow in a given area, as
well as to the maintenance, correct labelling and study of existing and newly introduced plants.
(Popescu F.; Radu S., 2000)

A dendrological and landscape reserve with a unique value for the national heritage, it was cre-
ated at the beginning of the 18th century by arranging the natural ponds of the Mures valley in
landscape style (English, romantic). The first exotic species were introduced in the mid-18th cen-
tury. In the course of history, the park belonged successively to noble families of Hungarian origin
(Gyulay, Kan, Fay and Ocskay). At the proposal of the Natural Monuments Commission, in 1954,
the Dendrological Park is protected by law, receiving the attribute of "Monument of Nature" -
dendrological reserve. The role of dendrological parks is particularly important for science and for
the national economy, although the general public considers them primarily ornamental and recre-
ational parks. (Herta 1., 1998; Ocskay L., 1991; Popescu F., 2000)

In Banpotoc, a village 11 km from Simeria, with a population of fewer than 500 inhabitants, in
the Hunedoara County, we are given the impression that we have arrived in a royal court. I Giardini
di Zoe, private gardens, is located in this village, 18 km from Deva and 26 km from Hunedoara.
Created in a Renaissance style woven with their own vision, on an area of 3.5 hectares, the fairy-
tale garden includes thousands of plant species as well as stone decorations and ornaments. Besides
this wonderful private garden, in the village, you can also visit the wonderful Maria Cas-
tle.(https:/ /alexandracristian.ro; https://igiardinidizoe.ro )

Materials and methods

The purpose of this paperwork is to promote the town of Simeria, and to present the objectives
that can be visited both in the town and around it. It is a small town, with a population of 13,000
inhabitants, but with very high potential and it would be a shame to remain only a town on the
map of the county Hunedoara. Unfortunately, we did not have access to the financial details of the
accommodation structures (which are being analyzed), the situation of the investments, and the
gains or losses that occurred during the pandemic. These are not available to the public and the
owners did not want to discuss this topic either. Due to Romanian legislation, we do not have
access to this data. Only authorized institutions, with special requests or court orders, have access
to such data. In order to avoid legal problems with these structures, we concentrated more on the
tourist side, than on the financial side. This was also the purpose to present the possibilities of
promotion and development of the analyzed area, but by using the materials and information that
we studied and analyzed, legally, to carry out this study.

For this work, we have studied bibliographical materials of exceptional rarity. Through docu-
mentation, we have realized what an extraordinary history and path the creation of these wonderful
objectives has had. The monographs of this area were also helpful, especially a monograph on the
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Simeria Arboretum. The local authorities were very open and provided us with current data. They
let us study and analyze a management plan for the Simeria Arboretum.

In addition to these data, we also consulted national statistics, with the help of which we man-
aged to centralize and draw conclusions about the tourist activity in this area. The most important
thing was to visit these tourist attractions in order to better understand and present this little-
promoted. (Dumitriu-Tataranu I. et al., 1960; Herta 1., Radu S., 1995; Compozitii optime pentru
padurile Romaniei, 2020; http://www.primatiasimeria.to)

Results and discussion

The Simeria area has tourist potential and a developing tourist market. The town also has churches,
archaeological sites, folk traditions that take on special forms, and artistic and cultural events.
Through concrete plans and projects, through promotion, advertising, and publicity, by developing
an efficient tourist circuit, which can offer new jobs, and new opportunities in services, together
with travel agencies and services can contribute to the formation of the tourist market in the area
of Simeria. (Ciolac Ramona, et al, 2020; Oana Maria Sicoe-Murg, et al, 2022;
http://www.primariasimeria.ro)

The Dendrological Park in Simeria began to take shape on the banks of the Mures River about
300 years ago. Today it is a national monument in park art. The park is recognized as the oldest
and most valuable collection of native and exotic trees and woody plants. (https://ghidul-
horeca.ro/obiective-turistice-agrement)

Between 1870 and 1880, the first repairs were made to the park and the building and, according
to precise plans, an enrichment of the park began with the introduction of numerous species from
the Far East and North America, and seed exchanges with foreign countries took place. The owner
who is reported after Count Kun is Fay Bela, a naturalist, and member of the Hungarian Academy
of Sciences, who enriches the park with exotic species and writes scientific works on the acclima-
tization of species. After 1918, Ocskay Istvan, an artist of noble origin, with a great artistic sense,
greatly improved the park from a landscape point of view. (Ocskay L., 1991;
https://www.gohunedoara.com)
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Figure 5. Simeria - Bela Fay Castel
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The dendrological collection of the park inherited from the former owners amounts to more
than 250 taxa, there are currently 2165. The Simeria Forest Research and Experimentation Station
(within the park) has initiated from the beginning extensive conservation, improvement, and de-
velopment actions, mainly aimed at the maintenance and the improvement of landscapes, enrich-
ment of the collection, realization of pilot plantations with exotic species of forestry interest, am-
plification of acclimatization and selection works and, last but not least, creation of a strong mate-
rial base for the multiplication of valuable forest and ornamental species both for the Arboretum's
own needs and those of other botanical parks and gardens, but also for the extension and devel-
opment of green spaces in urban centres. (Radu S., 2001; Radu S, et al, 2005;
http:/ /www.icashd.ro/arhitecturapeisagera.html)

The dendrological, forestry, landscape, didactic and recreational importance of this "site" of na-
tional and even international heritage has been confirmed and attested by numerous personalities
of science from the country and abroad, who have visited it in the last four decades. (Popescu F.,
Radu S., 2000)

The Dendrological Park - Monument of Nature. The arboretum now covers an area of almost 70 hec-
tares, and the 50 parcels of the park, crossed by the Strei on its way to the Mures, bring together
meadows, paths, alleys, lakes and springs, in a rare landscape complexity. Oaks, acacias, poplars,
plane trees, but also bamboo and white and red water lilies, ivy, climbing vines, various species of
splendid magnolias, this makes the Simeria park a dream landscape, extremely valuable, with an
unparalleled variety of colours. (https://ingerisidemoni.ro/patcul-dendrologic-arboretumul-sime-
ria-un-loc-ce-nu-trebuie-ratat). The material base includes: Simeria Arboretum — a valuable collec-
tion of woody, exotic and native plants - where the unit's headquarters and the molecular genetics
laboratory are located; the nurseries (3 ha.) and greenhouses at Simeria, Dobra nursery (9 ha.).
(Comporzitii optime pentru padurile Romaniei, 2020). The scientific research activity at Simeria
includes the following fields: molecular genetics, biotechnologies (in vitro cultures), modern tech-
nologies for the cultivation of valuable ornamental species, dendrology. The nurseries contain a
rich assortment of ornamental seedlings of coniferous and deciduous trees which are intensively
used for landscaping green areas, parks and gardens. (Radu S, et al., 2005)

Monument of landscape architecture. The entrance to the Arboretum is marked by the solemnity of
the pyramidal oaks, the slightly symmetrical forms of the vegetation combined with the white ar-
chitectural background of the building and its majestic Tuscan columns. The two symmetrically
arranged access points, typical of noble houses, are delimited by the rondo in front of the building,
a huge carpet of juniper from which two shaggy tree specimens with an umbrella crown grow,
outlined on the outside by a rose botder.(http://www.icashd.ro/arhitecturapeis-
agera.htmlhttps://www.gohunedoara.com; https://ingerisidemoni.ro/parcul-dendrologic-
arboretumul-simeria-un-loc-ce-nu-trebuie-ratat/)

Figure 6. Entranse to Arboretum Simeria
Source: https:/ [ ro.wikipedia.org) wiki/ Arboretumul_Simeria , Personal archive of the anthors
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The exceptional compositional structure is achieved through the combination of shapes, the
characteristic tidal pattern of monumental trees with tabular crowns at maturity, fastigiated or hang-
ing, with the regularity of globular crowns and the bamboo curtain. The proportion between vol-
umes and spaces, between grandeur and gentleness, the contrast of lights and shadows, the harmo-
nious combinations of colours and shades, envelop the whole terrace in a glow and harmony.
(Popescu F., Radu S., 2000; https:/ /www.discoverhunedoara.com/arboretum)

Descending from the upper terrace towards the centre of the park, along the winding paths, with
steeper or domed slopes, under the boxwood canopies, you suddenly enter the park's plant para-
dise. You reach the lakes, wonderful mirrors in which monumental specimens of pyramidal oak
and pond cypress are reflected. On the quiet surface of the lakes rest white and red walnut trees,
and the perspective that opens up offers the possibility of contemplating a landscape composition
of rare beauty. Trees and shrubs, exotic and native, leafy and resinous, with crowns of varying
shapes and heights, are inserted on the contours of the lakes in a harmony of colors and shades, of
lights and shadows constituting one of the most sought after and picturesque places in the park.
(Compozitii optime pentru padurile Romaniei, 2020; https://ghidul-hotreca.ro/obiective-tutistice-
agrement; https:/ /www.discoverhunedoara.com/arboretum)

4

Figure 7. Landscape from the park
Source: Personal archive of the anthors

The wide and winding main alleys highlight the landscape and taxonomic richness through the
alternation and contrast of colours, shades, and shapes given by the arrangement of vegetation in
multiple planes and the meadows with shrubs and perennials. The smooth or abrupt transition
from sunny areas to shady and cool corners always arouses the visitor's interest and attention.

Narrow side alleys usually have a pronounced meandering aspect, strongly curved, developing
panoramas and perspectives or spectacular structural changes after only a few steps. The waters of
the Streit flow through the park through an artificial channel and gently flow towards the conflu-
ence with the Mures, dividing the reserve into two distinct architectural landscape zones.
(http:/ /www.icashd.ro/arhitecturapeisagera. html). Another area, situated between the Strei canal
and the Mures river, the relief is relatively flat, and the architecture and landscape effects combine
exotic elements with the existing natural meadow vegetation. Among the infinite landscapes that
unfold over the course of a year, we cannot fail to mention the "symphony of magnolias", a true
outpouring of purity and gentleness.

The impressive number of species (10), but also of magnolias, with abundant flowering and with
a chromatic unheard of in other places in the country, considerably increase the beauty and elegance
of the park, leaving unforgettable impressions on visitors. (https://ghidul-horeca.ro/obiective-tur-
istice-agrement; https:/ /www.discoverhunedoara.com/arboretum;
https:/ /ingerisidemoni.ro/patcul-dendrologic-arboretumul-simeria-un-loc-ce-nu-trebuie-ratat/)
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Figure 8. Magnolia species
Source:https:/ | ghidul-horeca.ro/ obiective-turistice-agrement, https:/ | www.discoverhunedoara.com/ arboretum,
Personal archive of the authors

The "Symphony of Magnolias" begins in the second half of Match, continues in April and ends
in July with Magnolia macrophylla Michx and Magnolia virginiana L. ( https://ghidul-horeca.ro
/obiective-tutistice-agrement; https://ingerisidemoni.ro/parcul-dendrologic-arboretumul- imeria-
un-loc-ce-nu-trebuie-ratat ). In the studied area, the number of tourist reception structures is not
very large. Until 1995, there were camping-type structures in Simeria. After 1995, this
accommodation structure is no longer available. Tourist villas have decreased in number since
2022, when there were 2, while in 2015, when there is only one tourist villa. Starting with 2015, a
new accommodation structure can be found in the locality, namely a tourist guesthouse. From the
same year, an agritourism guesthouse was established in Simeria.

If in 2015 there were 3 tourist reception structures in Simeria, now there are only 2. The data
that will be presented below were obtained from the studied statistics, from data received from the
City Hall and very short discussions with the owners of the accommodation structures.
Unfortunately, we did not receive the data of major interest. They told us the situation in certain
years of the (total) accommodation capacity, the accommodation capacity in the busiest months of
the accommodation structures, the arrivals both in total and by month, but also the situation of
total overnight stays and in the months thay are most requested by tourists. We did not receive
official data about the pandemic period, about the recorded losses, but they were affected due to
the restrictions. About the investments in these structures, we did not receive any answer, except
that they are confidential data, not for the public.

Following the study of the area and the centralization of the data, below are the results on the
situation of the accommodation structures on various analyzed aspects. In Figure 9. we have made
a centralization of tourist reception structures with accommodation function. The situation
presents the evolution over time of these structures between 1990-2022. If at the beginning there
was only one campsite in the area, over time a tourist villa appeared, which unfortunately closed
after 1995. After 2019, only two structures remained, as can be seen from the figure.

M Tourist villas B Camping

Tourist guesthouses B Agritourism guesthouses

aalaldnnan

1990 1995 2000 2010 2015 2019 2020 2021 2022

Figure 9. Tourist reception structures with tourist accommodation functions by types of
structures (number)
Source: Author’s processing after wwiw.insse.ro/ cms, Primaria Simeria, The owners of the accommodation
Structures
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The accommodation capacity of the analyzed structures is presented below in Figure 10. It can
be observed that in the period 1990-2022 some of them gradually decreased until they disappeared,
compared to other structures that managed to resist over time.

94

\ 65 65 65 65

52
34 36 36

1S ! 1LE) ' 1105 'y 1115 ey 1115
0—0—0—040—0—0—0—0

1990 1995 2000 2010 2015 2019 2020 2021 2022

Tourist villas e Camping

Tourist guesthouses e Agritourism guesthouses

Figure 10. The existing tourist accommodation capacity by types of tourist reception
structures (number of seats)
Source: Author’s processing after www.insse.ro/ cms, Primaria Simeria, The owners of the accommodation

structures

If until now we had data starting with 1990, in the following situations the data are starting with
the year 2001 for some analyzed categories, and in the situation where the analysis was done by
month of the remaining accommodation structures, the analysis starts with the year 2019, and the
months studied (May -September) are the most requested months of the year. The tourist
accommodation capacity in operation on the main types of tourist reception structures is analyzed
in Figure 11. The analysis is carried out for the period 2001-2021 at the accommodation structures

25000
20000
15000
10000 I I
5000 l' ' l
P

0

in Simetria.

| Tourzi(s)P\}iIIa5025Tou2r(i)s%oguezs(t)f}c?usezso19Agr2i(t)§8risr%ogzulesthouses
Figure 11. The capacity of tourist accommodation in operation by types of tourist
reception structures (number of places per day)
Source: Author’s processing after www.insse.ro/ cms, Primaria Simeria, The owners of the accommodation
structures

Figure 12. shows the total situation (tourist guesthouse and agritourism guesthouse) of tourist
accommodation capacity for the crowded months and highly requested by tourists. It can be seen
that, there are not very big differences between the analyzed months. The lowest values are in
August 2019, June 2020 and September 2022. The month of May does not appear in this figure
because it was the pandemic period and everything was closed. Even in the figures that will follow,
which present a monthly situation, the month of May is absent.
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Figure 12. The total capacity of tourist accommodation according to the tourist reception
structures, per month (number of places/days)
Source: Author’s processing after wwmw.insse.ro/ cms, Primaria Simeria, The owners of the accommodation
Structures

Tourist arrivals at the existing reception structures are highlighted on Figure 13. Tourist villas
were the most requested between 2001-2015. After 2015, with the appearance of tourist
guesthouses, the number of arrivals in tourist villas decreased and then this type of structure
disappeared from Simeria. With the appearance of the agritourist guesthouse, the demand for the
tourist guesthouse decreased. From here we understand that tourists' preferences have changed,
they want to be as close to nature as possible, to participate in household activities and to serve
homemade products.

B Tourist villas Tourist guesthouses B Agritourism guesthouses

0 0 0
871 1777 725

2001 2005 2010 2015 2019 2020 2021

Figure 13. Arrivals of tourists in tourist reception structures by types of structures
Source: Author’s processing after wwmw.insse.ro/ cms, Primaria Simeria, The owners of the accommodation
Structures

As we mentioned above, the month of May 2020 does not appear in the study due to the
pandemic when the accommodation units were closed. Figure 14. highlights the total tourist arrivals
of the two tourist reception structures in Simeria. It can be observed that there are not very big
differences in the studied months, except in June 2019, June 2020 and June 2021, they recorded a
small decrease in the arrival of tourists in the accommodation structures.
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Figure 14. Arrivals of tourists in tourist reception structures by types of structures, by
month
Source: Author’s processing after wwmw.insse.ro/ cms, Primaria Simeria, The owners of the accommodation
structures

A centralization of the situation of overnight stays for tourists in tourist reception structures is
presented below. Figure 15 highlights the evolution of overnight stays during the studied period.
It can be seen that the number of overnight stays in tourist villas decreased with the appearance of
tourist guesthouses. Even though after 2015 when the agritourism guesthouse appeared, the
number of overnight stays were not affected and remained high in the tourist guesthouse.

H Tourist villas M Tourist guesthouses B Agritourism guesthouses

2021 ! 0 0
i 69
2019 ! 1248 858
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Figure 15. Overnight stays in tourist reception structures by types of structures
Source: Author’s processing after www.insse.ro/ cms, Primaria Simeria, The owners of the accommodation
Structures
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The total situation, per month, of overnight stays in the reception structures is presented in
Figure 16. It can be seen that the high number of overnight stays like before the pandemic. In 2020,
due to the pandemic situation, the number of overnight stays was quite low, but slowly from 2021
the number of overnight stays began to increase.

Figure 16. Overnight stays in tourist reception structures by types of structures,
per month
Source: Author’s processing after www.insse.ro/ cms, Primaria Simeria, The owners of the
accommodation structures

Nearby Simeria, nature reserves that can be visited and admired by the visitors or tourists are the
following: Deva Fortress Hill, Bejan Forest, Deva city, Uroiului Hillock, Sicirambului Gorge,
Certeju de Sus commune, Siciramb village, Chizid Forest, commune of Baita, village of
Craciunesti, Colt Hill, Zanoaga Hill and at a distance of 25 km the tourists and the visitors can visit
the balneo-climatic resort Geoagiu Bai. In Geoagiu Bai you can see: 1,000-year-old mini-church,
caves, ancient thermal center unique in the world, Clocota Waterfall and many other sights full of
history. About Geoagiu Bai we have another paper. (Oana Maria Sicoe-Murg, 2022;
https://www.discoverhunedoara.com/arboretum; https://conacularchia.ro)

In the area there atre also the following historical monuments: The church "Saint Nicholas",
village Barsau, commune Harau, Orthodox church, built in the second half of the 17th century.
15th century under the influence of Gothic architecture; Tower of the old Orthodox church, Deva
municipality, Calugireni 21 - 1700; Monastery and Franciscan church, Deva municipality - 17th
century. 18th century; Church "Sfantul Dumitru", village Hariu, commune Hirdu - 18th century.
XIV; Roman castrum Micia, com. Vetel, important Roman fortress, Roman port at the Mures river.
Civil settlement, thermae, amphitheatre, temples, customs point, necropolis area, post-Roman set-
tlement, sec. 2nd - 4th century AD; Corvinilor Castle, Hunedoara municipality, the most complex
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ensemble of fortified civil architecture of the Middle Ages in Romania.(Oana Maria Sicoe-Murg,
2022; https:/ /ghidul-horeca.ro/obiective-tutistice-agrement; http:/ /www.ptimariasimetia.ro)

Around Simeria tourists and visitors can also admire other interesting sights such as Lake Cincis,
the Tara Hategului Dinosaurs Geopark and especially the wonderful park "I Giardini di Zoe". "I
Giardini di Zoe" a corner of heaven, an oasis of peace, a heavenly destination where beauty has
been created by man's hand. The colors of the flowers intertwine in the most enchanting way
possible with the raw green of the perfectly manicured lawn and the plants, the hedge, the shrubs
and the trees create the most beautiful image we have ever found. (https://alexandracristian.ro;
https:/ /www.gohunedoara.com)

Figre 17. The entrance and landscapes from the park
Source: Personal archive of the authors, www.igiardinidizoe.ro

A place with a special energy, a unique aristocratic garden in Romania. Hundreds of ornamental
trees and shrubs, each carefully placed in its own place, fountains, on which the birds of the air
land and then delight visitors with their trails, pathways that take you to heaven, colors that blend
in an exquisite way, all this makes you think you have arrived in a fairy tale. Here, you can take a
leisurely stroll and rest in the shade to let your eyes fully delight your soul.

( https://alexandracristian.ro; https://igiardinidizoe.ro/)

The gatekeepers in purple uniforms. As soon as you enter the garden, you are greeted by the local "
gatekeepers ". A neat row of ornamental cork trees charmed everyone who stepped into the won-
derful alley, called "the spring show". Once mesmerised by these soldiers in purple uniforms, you
arrive at the gate to heaven. Without blinking, you enter a fairyland and are enchanted by the tran-
quillity and beauty of the place. Here, no blade of grass goes unruly wherever it wishes, but has its
place, firmly established. Everything is 'on the line' and nothing is left to chance. The cool air and
the garden's arrangements entice you to explore every inch of it. (https://conacularchia.ro ;
https:/ /igiardinidizoe.ro/)

Figur 18. The entrance alley and the fountains of the park
Source: Personal archive of the authors, www.igiardinidizoe.ro

You walk nervously through the alleys, afraid that your steps will spoil this perfect harmony. The
three fountains attract visitors like a magnet, even those who come by air, the birds of the air, who
stop here to cool off and delight those in the garden with their trills. Most of the trees and shrubs
come from nurseries in Romania, the main supplier being the nursery of the Simeria Dendrological
Park. The colorful shrubs come from nurseries in Hungary and the roses are exclusively from Italy.
(Popescu F., 2000; https://www.gohunedoara.com)
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,» Giovanni's Alley”, a burst of color. Another wonderful place, an explosion of color in every season,
where soft, thick, perfectly mown lawns are bordered by rivers of flowers, flowering bushes and
trees of different textures, is ,,Giovanni's Alleyi”. (https://www.gohunedoara.com;

https:/ /igiardinidizoe.ro/)

Figure 19. The park in autumn season
Source: Personal archive of the anthors

In 2018, I Giardini di Zoe became a tourist attraction, gaining popularity through the harmo-
nious combination of plants and decorative objects brought from Italy. Through vision, dedication,
love and work this park has become the most beautiful aristocratic garden in Roma-
nia. (https://igiardinidizoe.ro/)

The mansion from the stories. On the outskirts of the village of Banpotoc there is also an old noble
mansion, overlooking a large garden with fir and oak trees and many flowers, orchard and forest.
The mansion is not very old, it was built in the interwar years by an aristocrat named Vlad, who
was looking for a quiet place and was enchanted by the village surrounded by woods. With the
passage of time, the castle and garden fell into disrepair but a few years ago, it was brought back to
life and regained its lustre. In the manor house called Maria Castle there are still some old objects
that revive the atmosphere of the past. (https://conacularchia.ro; https://www.castelulma-
tia.ro/povestea-noastra)

It was built of stone blocks and the room in the tower is especially reminiscent of the romantic
tales of princes and princesses that enchanted all children. But all rooms are comfortably furnished
for tourists and offer them a kitchen for all tastes, which excels with local, homemade products,
but also with sophisticated menus for the most demanding gourmets, at more than affordable pri-
ces. The mansion can also be found, if you search for reservations, under the name of Villa Castelul
Matia. (https://www.castelulmatia.ro/povestea-noastra)

Figure 20. Maria Castel Villa
Source: Personal archive of the anthors, www.castelulmaria.ro/ povestea-noastra

Villa Maria Castel has 3 apartments and one room, all of which are comfortable, elegant and
welcoming. There are two restaurant halls, one with a capacity of 20 people, and the other with a
capacity of 30 people, both with a fireplace. The villa's services include the terrace with a capacity
of 12 people, restaurant with Romanian and Italian specialties, menus for special diets on request,
organization of events, garden with tables for 44 people, payment by card, gazebo in the yard,
dining room, place arranged for children, living room, TV, barbecue, own farm, bar and much
more. The information about its evolution since it opened, how it was affected by the pandemic
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and how it recovered after the pandemic are not public data, we have not received any information,
because they are considered confidential information. In the same way, the information related to
the investments made for the development of this accommodation unit is also considered strict
confidential. (Castelul Maria, 11.12.2022; https0/ /www.castelulmaria.ro/povestea-noastra)

Conclusions

The botanical importance of the Arboretum lies in the rich collection of woody plants cultivated
here, including many rare species of resinous trees, magnolias, bamboos. As forestry importance
we can mention the existence of this old acclimatization and forestry experimentation centre. The
landscape value is given by the diversity and originality of the landscapes specific to the natural
style in which the arboretum was created and developed. It is considered the most successful park
in the country and can be an inexhaustible source of inspiration for various artists.

The knowledge of the Arboretum and its vegetation through study tours is used with efficiency
in the instruction of pupils and students, for the learning of botanical, forestry and horticultural
disciplines, giving the collection a special educational role.

In terms of social and cultural importance, the Arboretum is a popular place for excursions and
rest. Here one can get to know, in a picturesque, refreshing and instructive setting, the unimaginable
beauties of nature. Its social and cultural importance derives from the fact that the arboretum is a
sought-after place of excursions and rest for the population of the locality and its surroundings.

Visitors who sometimes come from great distances can experience the unsuspected beauty of
nature in a picturesque, comforting and instructive setting. At times the number of annual visitors
has exceeded 100 000, most of them from other places.

Prof. Dr. Otto Schwartz, former director of the botanical garden and the Institute of Special
Botany in Jena (Germany) noted "the great dendrological treasures of Simeria, the wealth of spe-
cies" and noted with satisfaction that "the state values these treasures, protects them and uses them
for scientific research, for the development of forestry and the beautification of the country". For
its multiple value and importance, the Simeria Arboretum was declared a monument of nature
(dendrological and landscape reserve) in 2000 and is protected by law.

The fountains, benches and hedgerow domes together with the stone paths, mazes and terraced
garden make this park in Banpotoc a fairy-tale destination. Here you can lose yourself for hours
admiring the cultivated plant species, and the elegance of the place and the perfection with which
the whole decor has been created leaves you breathless.

This area of Romania is historically and scenically wonderful. Due to these strengths of the area
studied, it can be seen below how the accommodation capacity in tourist and agritourism pensions
is increasing. The aristocratic garden inspires elegance and is in perfect good taste. In summer it
turns into an oasis of peace and coolness, and in autumn it intoxicates you with its pastels. We
chose this area for our review precisely because it is not promoted as it deserves to be. Many people
have not heard of the park in Simeria, although it was a real attraction in the 90s. There was no
Sunday that was not visited by thousands of tourists or visitors, and who were looking forward to
revisiting the wonderful park, because it always reveals another wonderful part of it.

The purpose of the study is to encourage the locality to develop on this tourist side, to attract
visitors or tourists and of course to attract investors in this area full of history and a special beauty.
The discussions and the data received from the owners of accommodation structures helped us.
Thanks to them, we were able to make a better analysis of the situation in the area.
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The area has great potential and once the restrictions are lifted, the owners hope to recover
slowly at least part of the losses of 2020. With the help of investments in this beautiful area, through
collaboration with tourism agencies, by making a management plan for the development of the
area, we can make Simeria and its surroundings visible. Along with the development of the area,
jobs are developed for young people, opportunities to develop in the field, so they no longer have
to go to other cities or other countries. Thus, small entrepreneurs could promote their small
businesses. The area is full of traditions, the traditional polular port is a treasure of the area, the
crafts, the traditional cuisine has not yet disappeared, all these could take life and go further, to be
known and appreciated by young people.
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