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A habilit8ci-s t®zis dokumentum fel ®p?2

A habilit8ci-s t®zis dokumentum c¢c®I j a, hog
Habilit8ci-s Tan8cs8nak tagj®&s , SzaerRearemosn uHc
Tudom8ny§8gi Doktori ®s Habilit8ci-s Tan8cs t
tisztelt ®rdekl RARk sz8m8ra bemutassa a habi
Jelen dokumentum Dr. Keller Krisztinat@izmust er ¢ | et ®n a PhD fokoza
kifejtett szakmai tev®kenys®ge®umdem®nlyegttontvas a
azokj el ent Rs®g®t i smertetdi

- A dokumentum bevezetR szakasza a tudom§n
mut atja be.

- Ezt k°vetRen a szerzR ismerteti a saj gt |
Y szer Ts®g®t pzgéhdnt Rs®g®®k®ar hal m§t .

- A dokumentum tov8bbi r®sz®ben a harmil it §
|l i st8ja, valamint a t®zisek megfogal maz§8s
ol vashat - k.

Tudom8nyos ®l etp8lya

Az egyet emi di pludangan , -melgOs9zTea |zv@&tee | t nyerten
Kezgazdas8gtudom8nyi Egyetem (ma Budapest:i

Tanul m8nyok Doktori -blasmk ot ®@g&adtagm ahwrh 120WBe
Disszert8ci-m c2me AAz YRr aegnzesd kKI°tzi N®mettom
szerepv 8l | al 8Ssubof-areddb v @ d @ & eiier dRebkeonl t .

Az egyet emi ®s doktori ®vek alatt n®gy or s
t8bl §zat) .

1. t8bl 8§8zat®s Alookdapyat eBwiek al att folytat

| d Rszak K¢l fol di Ytanul m8ny

TEMPUS® szt °nd2j, Gazdasg8gi ®s

1994.091 1995.02. NevUl m, N®metorsz§g

Osztr8k tanul m8nyok. Tanul m
1995.04. B ® cAsisztria
1998.07. Makro°kon- mia halad-knak ny

sz8m8r a, Cranfi-8rtadniaUni ver si

BadenW¢ r t t e mber g t aa Rupreol@kans °© s

1998.091 1999.02. Uni versit?at, Hei del ber g, N ®

1999.10i 2000.07. DAAD-° s z t ,Rhethidche FriedrichVilhelimsUn i ver s

Bonn, N®mMmetorsz§gg
y HannsSei del Al ap2tv8ny ©°9szt?°n
2000.081 2000.12. WilhelmsUni ver si t 2t Bonn, N®me
2001.081 2001.10. Tanul m8ny%t az Osl -i Egyet e
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Magyar Cl | ami ,EafistodforsEgyeterna, t © n
Salzburg, Ausztria

Forr8s: saj8t szerkeszt®s, 2025

2003.041 2003.10.

A doktori tanul m8nyok | ez8r 8s8t k°vet Ren a
dol goztam f R8I I 8sbank2004t ®sel2RslAP° rauggysettamns
egyet emi docensi beoszt §s bismeretek, AVikr8 & 0 h 8 mg yn a k
Makro°®kon-mia, V&8Il Il alat:i gazdas8gtan, Eg®s zs

Nagykani zs8n okt at tnemnyemengay alapps amg® i e r’éks® pre@® s |
hal |l gat o k@daghyg kur zust (Nemzet k©zi kereskedel
tartottam.

2019 szeptembere -ta a Budapesti Corvinus |
oktat - -] a (f R t a retn&rsgzyea ke:, TTwirrii znmmuss ral apj ai
Sz8l |l odamenedzsment, Piackut atv8sn)d ®gal h8otl§ s2 0a2l 2
szakfel el Rsi feladatait i's el l 8t om. 2023. ¢
al apszak k®t alt uz@8si(tflBna®nyspeecez Mrisztkai t ur i z
szol g8l tat8sok menedzsment) i s vezetem.

Okt at 8si tev®kenys ®gem oka osz&eztem alapk snesten T tap

poszt gr avhsieg of iBssine8ssAdministratiodMBA) k ®p z ®s ek sor §8n, vV a
nemzetkd@rzamprErasmus+A k@8rgiyaknokelag8s8n t Yl
szakok fejleszt®s®ehehadaalbamienht 8t 8sgphaal €élsRs

Az Erasmus+ oktat i ®s s zem@lgyzxdestai hrga boim i d
orsz8gban j8rtdmd@.n@®@Ey | lzlkaal) o mma l
2. t8bl 8zat: Az Erasmus+ keret ®ben f ol
| d Rszak K¢l fol di Yitanul m8ny
2014.12. University of Lapland, Finn
2019.05. Kri gewlcliege of Agriculture,
2023.06. Pozna@ University of Econom
2024.07. Pozna® University of Econom
Forr8s: saj8t szerkeszt®s, 2025
Oktat - i tev®keny gi@d®Rema vieareea tB® hite @GvmSBdvoekztiedt &Rm  (Ptr ®
Birkner Zol t 8n) , me |-yenre k e gy e B hkBrmRyjgake@ ta t 2VM0a2x 1
Zsuzsanna doktori ®rtekez®s ®ben Magyaror sz
fogyaszt i ® s Jelerdebk @st e kd otk¢t korr @bnedrnuEsyzl ¢h a | Bl agl aatb-amm

jel ol t munkahel yi vit8j] 8ra,vsnzhgaBoBaalheklg2hO 2 5 1
(tt8®mavezet R: Prof.ad&wWReEs8 PhiDe rh@r Y ig aMe l.i nd

A Pannon Egyet emenf eellesdfdhsh utizmusvle5Sn d®g | 8t 86t al «
szakmai munk8j 8nak szervez®s®®rt, a szakon f
hall gatmukn kB)Knak kbov dzmEsE&sE8@nul m§&8nyi Kl ub
aPENGEpr ogram koordin8tora voltam.



A tehets®gkutat8§s ®s a tudom8nyos uts8np-t]l
fontoss8ggal. Ahadom$zgomd mbia 8 k KTDK)ifontéscsrefeget e n c i ¢
j 8tszanak ebben, az egyettevm@kken gs ®gabRI szle?
Sszekci - -bizottsggi el n°kk®nt ®s tagk®nt , v al
p8lyafut8som al att-t21hbhbhl bgatm pgdig BODTDRs

OTDKszekci - j 8ban. en®® ana paeBnuCorEinguy Egyetemen szervezett

TDK versenyeke2 024 v ®g®i g 4 hallgat- -m el sgRayt -2n h al
harmadlk hel yeb®sko®8bbel hall gat - mmal (Bor b®
Bence, el encs®r G8bhodeskva&sizter FeKenaszJaha
Sirk- M§rta Szek®r Beatrix, Vilmos Cgnes)
Kasz8s Nikoletta pedig a fR szerzRtS&8rsam

| €
°tl etversenyen tc8apahb sS8hbhte&kleaml|l memazomw§lszl8gaos d°
egyi k 2. helAzz®tsdz ®s tkie§l | 2t 8s di 8k szakmai
(2020) turisztikaiversenyaan y er t ek az 8l tal am fel k®sz2tett
°szt°amnzKRan | gat - kat arr a, hogy demonstr 8tor k®
kut at 8sainkban. Mentork®nt veszek r®szt tovs§
-ta seg2tem a |jel-®ost RéeRY%halergaetz ®s ®karrier

A hallgat zlet s2Zal8d®&Ingnkk ntd B mo g @atn§oas vol't Sz8m

kommuni k8ci - al apj ai t 8rgy keret ®ben i s er
szakszeminS8r i uwo(lranusv eanzd ®adl a8t dSEdaitkso d®es n e, d z s me n
kereskedel emg,®snemezrek ekt®iz i gazd8l kod§8s) me | |
menedzsment , mar ket i nkgn , ( tpuorsizstzgtriakdaui8 | fi e |keRspz
kultur8lis tur MBZAk®PERa®smemed®ser ye®WBknek i s
ma g y aangolégelvenAz el m¥%4ul t BsRabenemi n8r i umi hal |l ge
Zz8r -vizsgsgt.

Jel enl eg el sRdIl eges kut at 8§si ter¢letem a t
v8l s8§gkommuni k8ci - . 2020 -ta tagja véagyok
Turizmusbiztons8g MThelynek, amelynek keret
kapcsol -d- k°tetekben. M8sodl agos kKut at 8si
kapcsol -d-an az okos desztin8ci isvB®ggebnkem I
kut kta8swszer zRt Bos a®g@akal val k°©z°s munka
l nnovs8ci - a turizmusban c¢c2mT szakk°nyv sike
Kiad-) volt.
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1. 8 borva8& k bTt ate&scil et ek

Fennt a
turizmus turizmus

Turisztikai Turisztikai
m8r kan ter m®

Forr8s: saj8t szerkeszt®s, 2025

-ta a Fenntarthat:- Fejl Rd®s I nt ®zet

alkoztam t°bb t8rsszerzRvel egy¢tt (
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- szakci kkéditmliFumdult®ke 6, 8.
2022 -ta a BTne°z®sfoldrajzi Kozl em®nyek szer
Sz8mos hazaikuBtsa tn&smzvepirtkidP¢ze kit ® e nts oa §m8 I(yBa f u t8§Hd
t 8bl §8zat: Az° sAtn%red?2j aki d®dsn8kwtost §si |
| d Rszak Tudom8nyos ©°szt°nd?2jak @
2007.08. Kutat8s a Vilniusi Egyet eme
2014.017 2014.07. Kut at 8s a Camp_us Hungary pr
Coll ege of Agriculture, Hor
A kRszegi innov8ci-s kutat -
2015 Pannon Egyetem oktat8si ®s
TCMOP 4-1521/KONVE20150 006, Kkut at -
2016 New Centr al Europe 11 Rese
2023.07. Kut a°ts8zsti® nd?2 | ( DAAD) , Passal
2024.07. Kut at8si ©°szt°nd?j) (DAAD),
Forr8s: saj8t szerkeszt®s, 2025
Sz8mos hazai ®sipmojektheneé¢ kPem p®syB8zatp8§l yafut §:
oktat -k®nt vagyd4projgekvatre¢t Rk®nt
4. t §HaZmnaeem@etk°zi p8§ly8zati projektekhb
| dRs 7 a HazaienZsetrk® zi pS8imggnaviez@se]
’ bet°l t°tt szerep
2011 WhereRivers Connect HungaryCroatia IPA Cros$order Ce
operation Programme 2070 1 3 , HUHR/ 0901/ 1.
2011 Recultivatur.oSouth East Europe (SEE) Transnational
Pr ogr aSEEB/@011/4.3/Xs z a k ®r t R
Young Peoplefor the Developmenbf LocalEconomy Hungary
2012 Croatia IPA Cros$order Ceoperation Programme 2007
2013HUHR/ 1001/ 2.2.1/ 0001, okt a’
I3 (Informatics, Innovation, Incubation) & Crossborder
2012 Clustering.HungaryCroatia IPACrossborder Ceoperation
Programme 2002013 HUHR/ 1001/ 2. 1. 3/ 000
Innovative Marketing, Management and Funding Strategies in
20132014 Practice for Event Organisers. Hung&toatia IPA Cros$order
Co-operation Programme 202013,HUHR/1101/1.2.4/0002, a pilo
fesztiv8lt sta@arvezR bizotts§g




Development of Student Trainee Exchange Program Methodolog
the Hungarian Croatian Cross Border RegiddungaryCroatia IPA
Crossborder Ceoperation Programme 2007

2013HUHR/1101/ 2. 1. 2/ 0007, szak®r't

2014

Fel sRoktat §si egy¢ttmTkOo-4IRIG a

20142015 12/1/KONV-20120 015, szak®rt Ri t ev ®k

oFourTowers- Virtual Routeof History, CultureandTradition
Linking the AreaBetweenNagykanizsaKk a pos v §r , Ko
L akoovec

HUHR/1101/1.2.3/0016, projektmenedzser

20142015

2017 Attractour . HUHR/ 1601/ 2. 1. 2/ 0

fel sRfok% oktat8s mi nRs®g®n
av2t8§sa a Pann843l&2Wice06MéNn. t
ehet s®gmenedzsment program Kk

20182019

o))

menti ®| m®nyek ;KA-hAND.§r t

t 8r
20182019 HU11, projektmenedzser, pro

Fostering the Young Women Entrepreneurship in the Danube Re

20182019 DTP204812,pr oj ekt szakmai vezet ®:s

Fosteringenhanced=cotourismPlanningAlong the EuroveldCycle
2020 RouteNetworkin the Danubé&egion Danube Transnational
Progpam 20142 020, kut at -

Forr8s: saj8t szerkeszt®s, 2025
A p8ly8m sor8n sz8mos egy®b szakmaudoeg®kesy

®s zakmai szervezet ek mm8nskr&&tsTziaormEwnwglbs resde®
szervez®s®t, valamint foly-irat stekkbdasaza®s
nemzetk?©®zi koahgngoé&id, escRad8s kkeket, szakk?

Sz8mos PhD dol gozat b2r 8l at8ra, val arn®snztv @uuenl
kaptam .fe26G®0 ®®s 2024 k°©°z°t2tvtlade hdeekpt2a;r8il - & ®e
bizotts§8gi tagk®nt vagy tit k8§ Mikkelc tEgyetem,Bu d a p ¢
valamintaPannorEgy et em keretein bel ¢l mTk°edR doktor |
kozre tovEimh®PzmPAMos ®s miiszEPbenT RBRPB MDAt

2024ben i s tagja voltam a V8rosmarketing Gy®mS§
Sustainable Alliankgls- 2dtnek @ g ®s 0 BEEEIRRPt®rjRd v
melynekk er et ®ben szer azmKXdmta i halalnggdtm8iny®d akat .

Tudom8nyos s zer v e zletéernatiornalaCgimmirgalgGeaographiocaé Assoeiatian  (

Magyar KezgazdBRgwgegs ¢ |TeStr smas Blgrketing Oktat 8s:
Tudom8nyos Akad®smi dopbueudam8gyok Oszt§lya kb°
Tudom8nyos Akad®mi a Veszpr®mi Akad®mi a,i Bi zo
kor 8bbgn tkofdén&iaUt az8s a t,MdolNWegmylkeak?©® zi BTnoz
Konferenci 8j a) t 8rsszervezRj e, il letve szek
Tudom8nyos §8Kolhtfaezr8esn c ia t ukdoonnf Sernr yebaenn B & t, k © z |



BTnez®sfoldrakziMarkeni seggaiy evi®l & a m. A Magy a
Rendezv®nys searolgBRK a®- k Madwernr s®g €| I®sd 8& ®s
Sz°%°vets®ge szakmai szervezetek rendezv®nyei
Budapesti Corvinus Egyetem Turizmds&t n s z ®k ®n e k ® IkARKptvHga edgyok
tov8bb8 k®t m8si k egyllswmhreit nEegky @ ss¢ | éta g&sa r S ZDPAV
MagyarN®met K° z ®1 et i Egyes¢l et .

A szakmai munk8mat eddi g h8rom egqgyl®mazZzv®s egy
oktat-ja voltam a Pannon Egyet-ban NagyEwaenekRa
d2jat vehettem 8t a BuddmaButapestCGomwivg BguetemEg y et
Turizmus |Teanszaekef£v Okt at §-ben mdgkaptaenl ay @orvisuma j d

Kutat8si Kivsgl-s8g d2jat.

A p8lyafut8som sor 8n mi msdek gbhbarhsoagoya t kh®am® sg oenrdRM
egy¢ttmTkod®s minden el Rny®tetlginhEazsvzt gl vias ssazke
megk®sz°nni a t8mogat 88t &obfbhi m®s, jal €Ak
szerzRt 8rsaimnak, h8l 8s vagyok neki k!



l1Bevezet ®s

ACOVID-19 el Rt t i i dRszakban a turisztikali §gaz
induk8Ilt hat8sait i s) s2e3tbglatkdoziatt 10,6%a),b@, & | Kiolzlt ia
Usbvel |j8rult hozz8 a vil8ggaz-8ast8ghodt kha&@eli:
® sTurisztikai Vi | & g tWorld8Teavel & Tourism Councgil r °vi d2tve WTTC)
szerint(WTTC, 2024)

Aturizmusk omol y ki h2v8skhakah-pgzregbhgsitej ®&m). ( Kel | ¢
20262022 k°z°tt 2,7 milli8rd nemzetk©zi utaz§8:s
al att 2,5 eldi Iclsi®k keSirenus - la ¢z 8§ MWorkdZTouristme v ®t e |
Organization,r © vi d2t wd) 200BDan a szektor a-8§tgl,ead 8hi s
foglal koztatottak sz8ma pedi-ten(WrTC,28028)I i - val v

A COVID-1 9 v 8| s § dqurisatikaiavd8d tats z | ®p ®stekr vezi®si é k &r e n
int ®zked®sek er Rss®g®t RI f¢ggg°tt, de a pand®

et al., 202b4) . Az el len8I 1 . k ®pess®g md gunlody&S Fkvr a
rendszerszeml|l ® et T al apao ktreac h@pog¢ll-,g ia8meal yt 8Snneans :
turisztikai desztin8ci-s ©°kosziszt®ma azon |

val -s idej T d°ntEtumeaad.t2al)t ®s fell ®p ®s't

2024ben m8r konszolid8l - -dott z&mh 84 amiell |®r &rech)am
2019es ®r t ® KUNIGuUBEM 2024).A j el enl eqgi szakaszt kettHhF
meghat 8r oz - szerepet GpgrtReekr a® &bme@digke 2édL
technol - gi ai i nnov §c Gurdoyetnah go23)it emT S mo g &t | e h®:
el Rt ®riek lkerkydf eb PRS eog 2dtuRs&botl rgi8slazt talit&8ssso/k t ur i z
] e gy Balaban & Keller, 2024). A el | end¢|l ®s sor 8n ki h2v8sokk
amel yet t°bbelk ek titt iak ani® feeksvzR | t s®gek, az e
val amint vttt elgBmgddltat os probl ®m8k j el entene
Co-operation and Developmer2024)

Habilit8ci:-s ®rtekez®sem k°z®ppont ) &bhekn hS§8r
r ®s z ak®lrkso8ngmuni k8ci -, val gM@i.nt8bama)okos turi zn
2 8bra: A habi kapasddatai - t ®mak®°r ei nek

Turizmus
bi zt ons§g

VE8Il-s8gg
menedzsment

Okosturizmus

Fors@sg g8t s,25 keszt ®s
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A turizmus ®s a bi zt ons8got vesz®l yeztetR
egym8ssal . Ez a kapcsol at a modern turizmus
| ent Rs®gr e csaki aan2erOilk ais zteeprtreomrbeesfeldBll8 s u't
Pizam, 2006)A t uri zmus a | egs®r ¢l ®kenyebb gazdasS§8g
v8l s§8§got okoz- esem®nyek sokszor hirtelen, |
okoznak (Kash & Darling, 1998).A turi zmusbientneerkek@P®@e(z® s

v8l s8gkommwrbibk 8scziempont b (5. i ¢ &aklagy roabi8)! -i i kt ur
trendekhez (Csap:- & T°rRcsik, 2020) .
5 t8bl §zat: Turizmusbi ztons8ghoz kapcso
Trendek Kapcs&lutdt 8sok
B&8r Mazilu ®s szerzRtS8rsai
A terroriz|/legnagyobb k8rtOVA-DOui gamosé b
tob8mM°veks eg®szs®g¢gyi Vv 8I s §g8orky,8 ma g
gl ob8lis t kih2v8sokat gdlodBhals, smii h&lkeln
e¢ ala, 2022
T®r s®gi
8trendezRd|A Turisztikai Vil 8gszerveze
bi ztons8gi|fel MmBr ®se szerintand8siu@exztRE
desztin8ci egykkeabi zt oMIsO8§g 2(016) . A turi s
fluktu8ci - olyan alapvetR sz¢iks®gl et
eredm®niyez desziti ntBiczt ons8g8val ®s ann
bi zt ons §8go|1996).
el Rt ®r be h
A turizmus k°yaheneRE {({EKmbhe
nagyban fokozza az ¢vegh8zh
kiemelts zer epe van. A | egnagyob
A 7 ®ghaj|akibocs§t§s a k°zIl eked®shez
e Bl okozta szednyEeWBIR2ZY.E42% &Sdazat
cs®°kkenti tov8bb8§8 a kulcsfo
bi ol - gi ai saonkifn&| ens°®geelti, av aslz
szennyv2z mennyi s®g®t (Unit
n.d).

Forr8s: safC8apsz&rkesRt®sk, 2020 al ar
Williams ®s Bal8g (2014) a turizmust a bizor
keveer ®kek®nt jellemzik. A kock8zatok az i smer
az ismeretlenre vonatkoznak. Megfelel R ir8ny
amely negat2van ®rintheti az uezateketlaamintaa t ur
desztii-k&t (Paraskey aAsWTEC (k%) ROt1PBt §s a al
desztin8ci-ban a politikai zavarokat k°vet R

k°vet Ren 1@%k&r hyeaeiig, katasht mafpglg, e ae tt®hbrern
k°vet Ren pedig 11,5 h-napig tart 8tlagosan a
n

| s8gnak tekinthet¢gnk a turizmusban minden
vet kezt ®ben cs°kken a turi st 8k8 bmezgazlamaarg z
v®kenys®gek megszokott el v®gz®s®nek | ehetR
sz®r RI a kr2zisek strat®giai szinten t°rt®
prevenci - ®s a fel kPestz ¢k ®5, eapwynraekkr kaenimlied nReob

ogy a megfel e®sR meernkeadtzismmesnzte ml ® | aezt @ri iSmtyeat tk
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tart-s negat2v hat8sokkal talaklrj28ki sskzoenmmbuen i ks
t udom8nyt ekragpl heattasziglr tvas| hogyan c¢cs®°kkenthet Rk
kock8zat ok, il 1l etve, hogy milyen strat®gi ai
(Marton et al., 2018).

Az olyan kr?2misek aakxp@ma@ncgak egeegy desztin§c
®rintenek, hanem k®pesek megb®mM2dzman @z ted @
szervezetek javaslatai alapj8&8n b&rminemT mob
ki az embereket. A | akoss8g bEWdAromzS8gain aiks @srz
i Nt ®zked®st OVIR-r et keketbleat €b e n, mel yek megt.
egyesor sz8§gokba®s °be®nb Rz & st . Ennek eredm®nyek
koronagivgeay nem <csak eg®sga®dag§ggi ,v8hemgn
bi ztons8gi ®s emberi (Fgbgemkr2&i &t rkpi anedmm®n

pand®mita8s 8ra a turizmus sz8mos kih?2v8ssal
agyom8nyos utaz8si form8kat ®rintett®k, han
zerep®r e i s a turizmusban. Mi ndezek a k¢o°r
ej PReé®s amely a digit8lis megol d8sok r ®v ®n
iztons8gosabb8 ®s hat ®konyabb8 t®tel ®hez.

zokos turizmust a hagyom8nyos turizmus ®s a
j I Rd®s i s z a k a sazlnoankd, kaozr sAmk@Esn akortreskd nt het j
gits8lis ®peédhweommagi $8&i - s i nfrastrukt¥%r 8r a
®t ro® 2012Y Az okos turizmusis © bb szempont 3l &hphEswmE!l ids
urisztikai trendekhe ( Csap:- & T°r Rcsi k, 2020) .

3 8bra: Azhokklkps stodur-idzmwd ob8lis turiszt

O+ T >
- o

— —

AV
adatel e

A technikai
eszko°z?®°

°sszekott t®s®Al’rllef\ij(iar|tnl11a§zl§iS S

bi zt os?2t & K ®r d@kasszikus

turi zmus

Fors@8s 8t sQeakes&tB®sr Rcsi k, 2020 al ag

Az okd® fogal mat sz®l es k°rben hastzencghinjoSk ga a
®rtel emben haszn8ftwvaf ordemiiuni €€ ¢ led ®IKNei 8ak

kozotti kapcsol atot, val amint az adatok ©°ss
(Gretzel et al., 2015). Az okos turizmus az IKTur i szt i kali desztin8ci
gyakori bb haszmékaat 8ni s v alt dlanikvo@lve®mgyeealci §8j §n
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amely§l tal a turist8k sz8m8ra hozz8adott ®rt ®Kk
technol -gia 8Sabhhkat - skzem®Bdgtrte Isantextusba hel

monitorozhat - - k. Az okos turisztikai rendszer
4 8bra).
4, 8br a: Okos turisztikali rendszer ek |

e Fel haszns8l - i i g®nyek el Rre| el ety

mmm £ ME®Nyek teremt®se, mMi NRS ®@Q | [ty
mmm 'apasztal atok megoszt §sa, O®r tat

For ra§s8t ss zCarekkesedt &t al ., 2015 al apj

Az okos Vv8ros konBkoesgtcal,20 B3 )t,al k9 mmsye z&tlitl &g
fenntarthat: - fejleszt ®sCeekeldtad,R025 8k azem®l grte
szol g8l tat §sokat k2 n §I|Bohalis& Amarangganad0tbpvaldminmo ni t o
n°velik a vVveoGretzxeyk2®Ite ss ®get (

A desztin8ci- -k szemsz©°g®bRI az okos turizm
hat ®konys8g n°vel ®se, az Yaij turi szt i®saiazter
®rt ®kt er e fXiaBxp& HesernmaierOL78. Az okos turizmusban me az egyedi

technol - gi ai el Rny°k a meghat8roz:-ak,8smanem
szinkroni z8l 8sa ®s ©°pgsaga, RD.IMa mmBgz na8zl atwtaa.
t°bbs®ge rendel kezik a turizmusban val - r ®s :
szolg8ltat-k feladata nem a dig9grttkBtesopei mal
al kal maz §8s o lappétalj2028)s zt ®s e ( H

A turi st 8k okos desztin8ci-val szembeni |
el engedhetetlen a mai turi st 8k i gdRensyzetiinne8&c ime
®sonzeeRkeszt @siaet@r2ddlb®bemz( XKT ®s k¢l °n®sen
Avj 6 turistég8kat hozot't | ®t r e, aki k tapaszta
fogyaszt -i sz8m8ra a di gkjtesll @ st Fsuakzmt®fmeta® ki beer nm @
el ®r het R i nf oak(@gi,2017)k on al apul

A tov8bbi fejezetekben bemutat §hgafolek gtl mte&ks
t ®mak®°r ben, a ,au8 s Bmkes im0 ka§28 gokos t ur i z mu
Sz ¢l .Ezekr ®k ®t kla®pedier n turisztikai trendeknek,
t ov 8 b bszikmjdae kj ©° v Rben.
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2Turi zmusbi ztons§S8g

A biztons8gos utaz8s ir8nti i1ig®ny kulcsfonto
kock8zatoknak uvaszki k®vesanol g8§ltat8sok megf
el v8laszthatatl ans8ga ®s romland-s8ga, val ar
miatt (Jancsik et al., 2019A Maslowpi r ami s ban az ember.i sz¢ék
helyezkednek ek blztons§g a m8sodik szinten tal 8l ha
milyen fontos szerepet j8tszik ahbizzg8&nm8g a
utaz8si ,d°mea®Pysebketut az8ssal j &rs-° kK @ cukd® z8akt o k
Michal R020) . dAntt@s®tst 8kt ®nyl eges inform8ci

®szl el ®s ¢ k I S befol y8sol j a, az egy®ni ®rte
desztin8ci-v8laszt8&8s sor8&8n, mint a val - -s8g (
A turizmusbiztonsg8gnak nincs egy mi ndenki

t udoms8nryRle r y,hdamelysta turisztikai szakembereka k ut a t a politikRis

d°nt ®shoz-k alkottak meg a desztin8ci- -k ®s
(Korstanje, 2020)A t ur i zmugb §gammeadB@ny@es mMTk®° d®s ®t ®s
vesz®l yforr8sok hi8nya, a f enyzegreshsiEynéko c k § z &

(o]

t ®nyezRi k°z® tartozik a k°zbiztonsS§g, az
fogyaszt8sbiztons§g, a mTszaki biztons§gg, a
®l et m- d bMizd hoanlsk§-g ;g tMiaclh.a). k2.0,2 02 0 2 3

Az ditm% a®vtbuerni zmusbi ztons8g t®mak®°r ®ben hat
t 8bl,8zadtai | i t 8cia- sd R®rtt ebkeetzT®seble nj el zett k®t t
i smertet ®sr e

6. t Shdg@ettanul ak&8ny ur i zmusbi zt,202026824 t ®mak° r

Tanul m8nyok Tanul m8ny c®I
K a s AN§ &Keller, K. (2022). The emergen| .. : )
of safety and security in the tourism stratec e e TG thse dayzet E_omr:
. Uni - tags8l Il amai née
of EU member state§seoJournal of Tourisn cR@r At BB
and Geosites, 48, Suppl.), 171i71725. 9y
M8ty8s, Sz., Kasz8s,ua k¢l foldi 811 amy
kel foldi 81 1 a v8l 8s8nak t®rbeld.i
vi ktimiz8ci - j 8nak val amint az ell er
Budapesten, 2012021. Ter ¢ | et i bTncsel ekm®nyek t
63(4), 425 444. Budapest eset ®ber
LRrincz, K., M8ty§8s,
A biztons8g, bizal o
ur b8nus t®r ben. I n e wEresl ©url 2o
Birkner, Z. (szerk.),A bi zt ons 8§ f . . ]
. : : ej | Rd®s i potenci
turisztikai ter me®k hazai ®s nemzet k¢
menedzsmentber(pp. 101116). Budapest
Magyaror sz&8g: Bay
Kut at 8si K zhaszn¥ |
o o 1
-II\_Iem r%i,né\ﬂ.’aerr;[yy,grS:Aaua b_ev|§s§g@aln:nta;1kriazlr
bev§s&§rl -turizmusbayg ™M€9leleN®sL A 0 e ms
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Mi chal k-, G,; N®me t h kot RdRzer Rknel®s ®:¢
A bi zt ons§g szereg szuprastrukt ¥%r a ¢
ter mekf ej | -menedzs@entbefpp. U0 abev 8s 8r | v o autrki czzrebu
175191) . Budapest, pot encingdri¢slamh bfiez
Zol t 8n Al kal mazot't kock8gtatt oki nt ®s e
Nonproft Kift.

Uaz incent?2v utaz:é
Kel l er, e o M§_ty§s, munkav§||a| k koc
" v§||a|a}t| lncent ®s kock8zatcs?®Kkke
kockg8Vaz ati ®s t u(d)olm30On y vizsg§l at a
E?I,IeR;’hmgj[: g/l§t;|;§s Ua_z Orchiston, Pr ¢
Updating the  tourism  organization ki d.0| gozott k.vant

rezili e®si affkj§lIReEkse
assessment scalelournal of Infrastructurt validsl §s a
Policy and Development(®), Article 3811.

Fors8$8t szerkeszt®s, 2025

Azokban a turisztikai desztin8ci-kban, ahol
a v8ls8§gmenedzsmentnek ki &NMeth@Okf0dnt As vE84 et
j ell emzRen el ker ¢l hetetlen ®s i sn@t | RdREat
gyakorolnak a gazdas8gra (McKercher & Hui, 2
A v8l s8g meghat8roz8s8ra t°bb defin2ci- | ®te
v8l s8§gok ol yan el Rzm®ny n®l k¢l bek°vetkezR z
egy Soygamyt etgy eg®szokemiem&k® d@m@®YP szerintDu b a i
a v8ls8g egy Asokszerepl Rs, sl yos i dRk®nys:
k2s®rt, a t8rsadalom/ n®pess®g nagyobb. csopo
Hendershott ®s szerzRt8rsai (2018efegy8lAvEk
v8l s§got .

A vs8l s8§got ®s a kr2z2zist a |l egt°®bb szerzR sz
kr2zis maga Aa v§&§ls&g d°ntR fordulata, for
el ker ¢l het Rk, m®g minden jobbra fortdazl hat .
visszavonhatatl|l asem®megatBar Rap WRMERWESg: |, t 1
Nemzetek Szervezete (ENSE) gy k°z°ss®g ®l et ®ben jelentke:
katasztr-f8t, amely emberi, gazdZAh20%8ydelen k°r ny
habilit8ci-s ®rtekez®sben a v8ls8§g ®s kr2zis
A v8l s8§gmenedzsment kifejez®s el Rsz°r a poli
J. F. Kennedy 2erst ak ulbeaie zrzaskl®tzaevt8§1 B&2e |o&kso®&tt a( (
2003) . A kr2zzismenedzsment a § hnéldtek kikees 8 s o0 k
kezel ®s ®r e, amel vy meghat 8r oz - | ehet a neg
mi ni mali z8l 8§8s8ban (Pforr & Ho s il® ,szeriat0ad 8 ) .
v8l s§gmenedzsment a Vv8ls8ghelyzetek el ker ¢l «
m-gslzerek ®s f ol yYAmaitgoakz i e gkyi ¢htetlebsset.i af el8k ®8 1 ¢ k
amel yne&kz r®vi@®me | efektetelt§siv8§ststagt®givEkke®g
k 8reonky h2t hwedIRkmi nt a hled (PRlieggetal, 29968 s megkez d
Egy rugal mas ®s &ell ens8l | - rendszerben a v§
i nnovs8ci-ra (bKrelrleezri leitemdi.a K°2pionti k®r d®se,
m®r t ®k ben k®pes fel ®p2teni ®s n°vel ni a tant
j °vRbeni |l ehet Rs®geket nemoOBgr | 8t azwd |vVaqQyir
ink8@8bbobusztuss8g er Rs?2t ®sa , c @Beigoraet al.a2003)taa b i | i t

13



fel adat t eh 8t nem

a

v 8|

toz8sok ®s

szervezeatk ezeket hogyan kez@jKRuiz-Ballesteros2011).

2020
(7.t 8bl.8zat)

®sz °2t0t2 4a kw81 s§8§gmenedzsment

t ®mak®°r ®b en

8t aal akul 8§

7. t 8hllegyyzyatett tanul m8nyok a v§8Il-2084gmenedzsrt
Tanul m8ny Tanul m8ny c¢c®l j
Keller, asz&s, T - Nt
koronaetwvasy O®szle, L gyarousisSgiti kai
hazali turisztikai szol g§ltat - Hnmsak Skna
Kovs8cs, LGl ofbs&leirsk . K | at i
l ok§lis v8l aszok-19) apcsoratos tapasz
. / Vv8l s8gkezel givRdted
gaeiasggl O §olsg |l ehet Rs®gei k megi s
h a ti §pp.abl 64). SzombathelySavaria ’
University Press.
Kovg8cs, L.T- i#edd &g
SzRke, V. @VDel2jl1§rvia magyarorsz8gi tu
hat 8§s a egyes tur szol gRddkaotr o9 87 v @ ¢
mTk° d®s ®r e : azonn el sR hull §m&mrak ado
megol diusdk.zti kai @® vizsg8lat a
Tanul m§@))yoek, 6
0Ua korwgn@&wvet&my zmusrtr
Keller, K., Kasz§s gyakor ol tvihzastg88haa hn
Turisztikali szol gi turi szteikkswzol g&l t a
fel k®sz ¢, DVIBRPYet aki( pand®riappweaslo!l at os
Turizmus Bulletin, 294), 26 35. felt8§ra8sva8| 8§ g lae ®gl
tov8bbl ®p®si | ehet
Kel l er, K., Kasz 8¢
(2024). CrisisManagement of Hungaria G at uztiiskai attr alkanie
Tourist Attractions Before and Duringtt el ema ®ker ojn&vy § mwp
Coronavirus Crisis. Acta Economica al att
22(41), 9 37.

Fors@s 8§t

A turizmusbiztons§8g

& T-Ktalsz8s®s202pyl ®si (M

Az el sRfF Rkucd®lj8aszamusbi zt ons§8g
tag8ll amainak tervez®si,
hogy a menngns@&gfontos

turiz mus tervez®se nemzet-s

d°nt henanke kf eajnl eszt s ®gRI t agBLI amaBk®Bnt
dokument umokat

strat ®gi ai

t ®mak®°r ®b en

szerkeszt ®s,

2025

8tysg8§s et al., 2023)

fejl eszt ®si ®s
a anuesmikaesreRtdrbara Wiveka s z i
bosmpé&gekcita) j eagpi
Vi zs

n
$
g9

k ®t (Kellarnul m8n

S

Yokdh zy ®Be k- pmaig h bt
stre

t

A Lisszaboni Szer zRJI®Y ti §npd gatejnd §®Es & oot di m
turisztikai i nt®zked®seit. Ez a form&liing Tel i
turisztikai pol itika kial ak?2t8s8hoz. Noha

biztons§&g, uttais olp aika @air) | agos vagy tags8ll a
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hat 8sk°rrel rendel kezi k, a turizmuspolitikeE
szab8lyozz8k. Az EU n®h8ny int®zked®st azonb
®r dek®ben, |K° nan yheatb8r 8t8 ®p ®s, il |l etve az ut a
ter¢l et®n ( Margaras, 2017) .

A turi sztsegyayanAtvgrn v ez ® , a nsezl eyr vae zteu reiksez t i®ksa id €
jelenlegi fejletts®gi szi®mtejkpk r(FEId geed d e zSemail
p. 245).K®t ls®w@¢ It ur i z mu ptodrnve K&s vasnn a | egnagyobb
fejl Rdi k a turizmus, ki nyer ®s ki vesz?2t
tev®kenys®gekbRI 0f)Dredge & Jenkins, 20

Az eur - pai uni -s strat®gi 8k vizsg8lata al a
striak®gz2t Rk gkonkl® po&sBjndlk®mtg y2 gkyo ntk @ I®y t aets
Budapestetmint turisztikaid e s z t | ci -t helyezt ¢Ak m@&s okduitka t
(
t
I
r

i
tanullm®@nytudom8nyS§ riminol - -gia ®s turizm
§l Il ampol g8§rok s®rt §1 §s 8§t vizsg8lja Bu
i k®t tudom8nyte j ket kRt meostzet ®b
e ak tekinthetR nen
a kutat - Kk a turi

t r
et viszont feh
Ve fogl al kozna
Vi t ba

a

t
é
®

k

t°obd umilsl i kr & 26 énkitedf M8da y §

V(QI—F—

onyl a n

v8bbsg biztons8g az ut- -bbi ®vek eg
( eVl alr, 20089 . A s®rtett® VvE8Ilt turista Aro

i - nak,is(Nyrai & Rucskg2020)asady§ g ha k't R3 ez ®s®t e

k ®s P0BI).i ekben (De&g§k

igaz ez a bTncselekm®nyekr e, amel vy
®rzetet ,2017)t,urd menuysedta na (MEitzyE&lsom i pa
20, Liu et al.,2019).A szer zRk szerint ez®rt S
gon I s a kel o1 di ®s hazai tur
plingris jellegT vizsgsgl at a
g
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on sz8zezer fR alatti a regisztr
dUharmiRl)yen bTncsel ekm®ny 8§l dozat §\
Rr s®gi ®s az ¢(¢gy®szs®gi s®atliegy®s kEdain B
ikkai ENy ! BS) . Az 8l dozatok sz8m§t nevel ik
el ent ®st , a hat-s8g nem szerzett t udom:
al koz - kutat -k szeri nste ai sl 8lteehnecti aa m®a ¢ i®Rd
) s®rtet,20d4.®nek (Booyens

A s®rtett® v8l 8snak t°bb fa
har madl agos viktimiz8ci - . El
okoz a s ®r el met ®rtj ¢k, m2 g m
traum8t; a csal 8d, a hivat al
har mad vi ktimiz8ci - mS8r
el ekm®nyek eset ®ben
totts8§g§eOR1besA®Kkhet Pnldi (Bamralsg:
| 8s el sRdl eges ®s& Magby, @i23).alglens t 2 p
az el sRdl eges viktimiz8ci -t Vi zsg§l
znak. A s®rtett kel ol di turist8k ut
eszerz®se nem | ehet s®ges.
R d

l egesorghk@ai msphp®pglyuBudapest eset ®ben
i turist 8k el@s kfivetemekb Tenlcsa| s®m®h m¢ k|
ker ¢ enkv 8 Isazd mtt eand rkiz,v 8mit v e | az a ter
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kidolgop8sa sor 8n csek®ly seg?ts®get ad a ren
szakemberek sz8m8r a. El sRsorban ¢oklyawaatipik
kel fo1 di 81 | a nopbobl ge8sr @Ikl yae | U evgSal angagka ks ®ar tred It e®v. 8
fel adat okottk °tz®r itsatr§lo zs ®r el m®r e el k°vetett de

A szerz®&koltc®loggay gyakor |l at. seg?ts®get ny Yj t

(
|
|

szakembereknek ahhoz, hogy kevesedPb tavibsh

t 8mogass8k a kiemel't turi szt izaligs8helayts zi?2/ nsezk

ol dalr 1.

A kutat8si k®rd®sek a k°vetkezRk:

1. Mely dimenzi  kBhaho®daitj $ezgkakor !l ati aj §i
tag8ll amok aS8Sdgatr? zmusbi ztons

2. Milyen hasonl  -s8gok ®s k¢l °nbs®gek tapas
turizmusbiztons8g s ypontjait tekintve?
3. Mennyire reprezents8lja a viktimiz8ci - ner
®rkezR turist8k k¢l dRorsz8g szerinti ©°9ssz
4. Ho | vi ktimiz8l -dnak a k¢l telgdiaggdoblampalge

Budapesten?

The Emergence of Safety and Security in the Tourism Strategies of EU Member States

Empiri kus kutat8sunk sdra8n ad otmerkiezme®sliicdt on &
az Eur-pai Uni - tag8llamainak turizmus terve
tag8ll am angol nyel ven el ®r het R strat®gi §i f
crorsz§8g, Lengyel Magy8gpr L2880 rt8dgngng aa,, Nod qays :
Rom8ni a, Szl ov®ni a) a nemzet.i turisztikai S
(Bul g8ri a, Csehorsz§gg, D8ni a, £sztorsz§8g, F
Szl ov8ki a) ®t ez®kennngem Ihyel vT turmalesiusf ej |
megker es ®st k°vet Ren az eredeti nyel ven meg
dokumentumok nem hivatalos online ford2t&8sai
nem jutottunk mf or m8ci - hoz a tervez®si dokument urt
G°r°gorsz§8g, Luxemburg, Sv®dorsz8g), vagy ne
Spanyol orsz8g) .

A kvantitat?z2y el emz ®s sor 8n 13 kifejez®s
dokumentumokban( 5. .8 bA aki v8l asztott ki fejez®sek eg
al apul t, anke’lzyWhaetz otn® RIse ks zer z Rt §r staoi v §b2b081 8uat)a
kock8zatokkal k ap (Ctepm & Gilksans2008FRosdk&i PermidgiohGray,

2004; Newsomeet al, 2009 sz oottgl8ap at . Az 29gy nyert ki f ej
olyan szavakkal, amelyek 200Ben a nemzeti ®s nemzetk?©°zi hzr
fordultak el R. Ehhez a Goog lhtps/irendgsmyabgleecbje mz R p
KiszTrt¢k azon el Rfordul §smé&taem amelyiekmoes i
t ®m8 | §bap®I(d%INI@IME nos gazdas8gi ®rtel emben) Kk
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https://trends.google.com/

5. 8bra: A nkzvRasn tsiotraS8tnz w iezlseg8Il t ki fej e

securityibi zt ons 8g (k IsR sz8nd®kos
fenyeget ®sekkel apcsol atosan)
safetyibi zt ons8g (a nem sz8nd®kos cCcs
v8ratlan k°vetkezm®nyeitRI wval - - v
safeibi zt ons8gos

stabilityist abi | i t §s

peacd b ®k e/ nyugal om

unsafdnem bi ztonsg8gos
instabilityir i nst abi |l it §s
riskikock8zat

terrorismi terrorizmus

conflictives z ®l vy

threati f enyeget ®s
crisis/crise§ v 81 s8g/ ve&8l s8§gok
tensionif esz ¢l t s®g

Fors8$8t kOtats8s, 202

A kel foldi turist8k viktimiz8ci-j8nak t ®r bel

A kut at 8s i mi n81] stit atmed yteitk aegyad®zstzakraz ®Q

kr
fRkapit8&nysg8g (a BTonvSggoybii akRiagaz geaRFE:)§ kBT R¢
FRoszt 8l ysgt .| megker es®s Yat j 8 n k®r t ek me g
nyilv8nosak, de koz®rdekT adathakku$al st acne
beszerezhet Rk.

A feldol gozotitkakr iandian &lks tna8t siiskb 8rz® sszoek bn y i |svz88n
melyekak © v et:k ek®°Rkpont St &kSH)éphi Rpaj aH( wawivaksh. hu
Statisztikai Rendszehttps://bsr.om.hy/

Az ORFK az al ®bhpi adatekbaekkgl dte meg:

T A Budapesten regisztr8lt kel o1 di 81 | amj
bTncsel ekm®Priypaus®m@@8@ma ®sek k°z°tti idRsza
T A Budapesten regisztr8lt kel o1 di 8l | am
hel ysz?27Rdi21la @& ®kk k°z°tti i dRszakban;

T A Budapesten regisztr8lt k¢l foldi &l |l ampo
202M21 ko°zotti i dRszakban.

M- dszertani probl ®mak ®n't jelentkezett, hogy

l ehetett °sszekapcsol ni, vagyls nem vol't

8l |l ampol g8§rs8g¥% s®rtett hol v8lt s®rtett® ®

Ennek ellen®re a s®rtett® v§8Il 8si red lkyYevke t @4 t

fRbb bTncselekm®ny t2pusok | - | kirajzol -dneée

pand®mi a i dRs®bh&hezhét BRéenenagyel 8tenci a.

A szerzRk el emezni szerett®k volna a k¢l fol

enneknem | ett volna predikt?2v ®rt®ke. Ezzel k a

17


https://bsr.bm.hu/

el k°vet®si/ s®rtett® v§gl §si i dRk sok esetben
f ®ezetevol na a kut at 8s menet ®t (1 88Mdt padedol
pont oss8g8nak probl ®m§j a) . Az adattiszt2t §s
8ttanul m8nyoz8s8val, illetve a s®rtet i s m
volt | ehet Rs®g,unkgy ettRI el kel l ett

t t ek

t 81 I n
A szerzRKBnin€& kzgyezni, hhoegnpsht t Ayl mMEhgbat
s®rtettodo kifejez®s nem azono& TokodiR2829)) niivell d i t L
Magyarorszggon ®l etvitelszerTen k°zel k®tsz§
vagydolgozik(202bban 199 957 fR k¢l foldi 81 1D)&KBHol g8
20213.A statisztika csak 2gzy al R®bit ek & t®e o -81l it § tk ¢ il
szem®Il yek i s | ehet nek, aki k nem turistS8k,
kel fol di ek. Ezen m-dszertani probl ®ma nem cs
azelr - pai orsz8gok mindegyi k®t .

t

The Emergence of Safety and Security in the Tourism Strategies of EU Member States

A turizmusfejleszt®si =®6r RMvRKi Sk &jj] Pled rkieBsz Rre
2020i g tartal maztak c®l okat ®s aj 8§nl §a202Rat, ne

benz ttanul m8mybampasztaltuk, hogy a turizmusb
visszafogottan jel ennek meg wt aslt&sa20@Bsgsh S§hb &0
gazdas8gi Vv8ls8§gra ®s annak hatg8saira. Figye
kidolgozotts8ga jelentRs diverzit8st mutatot
tartal maz- strkat8®giad kK,nodke call wksattume gf ogal maz
is.

A 22 vizZagSllt abUturi zmusfejleszt ®si strat ®g
biztons8g k®rd®sei . Legnagyobb m®rt®kben ma
kapcsolatos kifgj z ® tsafdty/ 8 5 e ,mmécdrity/8bx/m| 2 daf@/S3/e m| 3 for@ustak

el R a tervez®si dokument umokban. Ezen ki f
helyzetel emz ®s i -vhgy PESTIEd led@ hz®s  KSWOKTer ¢ 1 t ek em
azon BRtekakaszokban, amelyek a turisztikai

(risk/ 32 eml 24 ®sEkst®Vyent®s ®at terrokflZTmam {t@s
szerepelt ov8bb8 nagyobb gyakoriegkggaletl @8RIslor dahkul

fogyaszt- -k wutaz§8si d°nt ®seit befol y8sol - t ®
(peace / 11 e)ml| 2kti@sel/j ez ®s't |l egi nk8bb a mar ket i
szakaszoBanh aszn 81 t 8§ k, hri wm-ts zpdovt weBnbcsi 88gl(tiriesgdrised, o k

vesz®ly (concflict), a stabil it 8§s(ersient®sbial i ty

nem bi z(uuwsafgssSzgaovsa k kevesebb mint h®t al kal omm:e

A dokumentumokat vuksgBbgygyg aztutapmsszbaktons
l egt®°bbsz®°r a bolg8r strat®gi 8ban ker ¢l tek ¢
cseh strat®gi 8kb-580 esenhbhgp)stzédmbaht @as0el R ez
eset) ®38fFi ppdbreset) vonatkoz8s8ban tal 8l tun
az 2 r i Shergayts®&ge r sem afvarzdsuwl8tlaak 8sezlaRz mYa A 8 b | ¢
°sszefoglal -an tartal mazza azon orsgd83gekt | i
el Rf or dul 8 sneghalpgljamakt6tr i s § g a
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8 t8bl zat: A turizmusbiztons8ggal ©°9sszef g
EU tag8l |l amok doumenmmaibarf ej | eszt ®s i
o0 —g @ | o | e I T O G N
w O c n +— N — —_ > 1)
m&ﬁ (=2 g c N - o @) ()] - — >
c S| w= o —_ Z’ g = © N () o =~ c o
o% w® o o £ i - * > w; N - :
orszs{-8 =5~ o 8 2 e S0 2
._C "—‘m o] () ..q_'.) ” — Y— wn Y— ® °
_Q(m N © c > Q
N._
“l a
Bul gs§| 27 10 2 0 11 5 1 1 1 4 2 0 0 64
Ciprus 12 15 11 1 4 1 0 1 0 0 0 2 3 50
Csehor 12 11 12 0 4 2 0 0 0 9 0 0 0 50
Finnor 3 13 4 0 0 0 1 0 0 0 0 0 0 21
Hor v 8§t 2 12 0 0 0 0 0 1 1 0 0 0 0 16
Lettorn 5 1 2 0 2 0 0 0 1 1 2 1 0 15
Litvsg| 11 4 13 0 3 1 0 1 1 1 1 0 2 38
Rom8n 4 6 0 0 0 0 1 0 0 0 0 0 1 12
Fors@8$g8t 200t at §s,
A kvalitat?2?v tartal omel emz®s sor8n a fentiek
azokat a megnyilv8nul 8sokat is kerestg¢k, ame
Mi c h §2D20)szerinti® di menzi - j 8nak val amelyi k®vel. En

strat ®gi 8ban °sszesen 153 esetben talltunk
eg®szs®gbi zt onws§ grteo,nsa8zg rel-ibghagzyoodnsssiegg pas z t

A tervez®siokdblegmagtyomb zbi i glkkauBg&l t ak (°ss
al kal ommall ker ¢l t eml 2t ®sr e, 18 k¢l °©°nb°zR
turizmusfejleszt ®si strat ®gi 8k el sRsorban ar
d°nt ®sei ben komol vy szer epek egyk8 oka za Rgyorsa bi z
inform8ci - 8raml 8§8s, hi szen b8r hol t°rt®ni k n
t uri A\t 8kki.zt ons8g az ut az8si d°nt ®s egyi k | e
kifejezetten t 8] ®kozot thak eagyviolr&g 8gs e m®&r ysaigt
a turi st gn@sn%kgtdeszti hB8ict v8mit&N n®znek. 0

A k°zbiztons8g k®r d®s®ben t°bb or z§g (Portu
ki emelt e, hogy biztons8gosgak: -taurjat hgsgt,
Azl ov®nia biztons§gos, mul tikultur8lis, t o
t ®nyezRknek jelentRs szer epe( Szalnokwa®etli dargit Z mu &
orsz8g hangs% yoztaties mdkkk|l Dnk2tTpRsg8g-Bt szepg
ker ®k p8ros, v2zi turizmus biztons8goss8gs8t a
Megol dand - feladatk®nt eml2t®sre kerg¢lt a bl
Vvisszaszor2t§8sa, tov8hbbs§ a bibztza so?nts&9yii e tR
bevezet ®s ®nek sz¢ks®gess®ge, a c ®I az eze|
fel sz&Maxl Ssla.eg8lis bev8&ndorl §8s ®s a bTn°z®s
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el lenRen®szerek sz ks®gesekekazseBgurrt-emaeik Wnit-e
megel Rz®s ®ben 0PEstetBerd®gPOIE®O. sztenderdeket
bevezetni, k¢l °nos tekintettel a turisztil

| ®t es 2 tOM®IBY € ian e .
N®h8ny stratwWegztae cr®d K ®nov &beb88 a szem®l yek G

n°vel ®s®t a sz8l 1 8shel yekeat ®Wsi at $K rlafhadDtktoin , |
kezelABs®urisztikai 8gazat t8mogatottsg8ga a h
t alhte é tt desztin8ci kban alacsony a | akoss8§g
mi att . M8s ter¢leteken egy8ltal8n nem egy®rt
kozos ®rdekhez. Cltal8noss8gban el mgmg®hat j uk

zmus el Rnyei bRI . A turizmus fejleszt ®se
®r be szorultak. Me g ®r d eonfHiollakdja) hogy pri or i

art@gif8kbankel sR t®nyezRk®nt neves2tett(
megfel el RERgKRALNnwangRy ar kKz3gdhkk geopol it
§so0lM legleI®b° ziRR.konpPRI Ha@ orbszukx + &k ,h amig§m
®ge miatt Litv8nia a | 8t ogd@(tLikt vs8n8 na8)r a

w C
— =

—_—— N

°©®d S

ment elms R®s kBialRinb® zR k©°zl ekk d®iszt am d&HKSE
t ®k a hangs¥ayparkoz fastelehaz kkaud aaklatd
| BAk attur i szti kali szempontb- | font os Yt vonse
ek, h-motoros %tveha®ak) ekiaal akirasgna
biztong 8oy tBsvomal %t vonal ak biztons§8g
figyel eehbdds ald dlant aenhB85i (B°telezetts®gel
Bn®IlsoklEsahor sz8g)

y
s
aki 12 zdromz=s8yP eset ®ben jelent meg a str
u
z

=}
<

—_——

el mTen fontos Dbiztons&§ggi k®r d®seket ta
gjelenR v2zum¢ggyint ®z2®s eset ®ben, amel
megAA v2zummentess®giapvdguammbkbsbRBvZ®OE
®s a rep¢l Rt ®ri bi ztons§8gi f ol yame
gba ®s az Egyes¢ | to(MagyBgtdngid 8gon bel ¢ |

kul csfontoss8g¥ biztons§8gi k ®r d ®s ®:
az adatv®delem ®s az adatfMrgal or
ci - val egy¢tt az adat v @deilke.m Eehsh ea
| kel t ®so(Musztrid) § mogat 8s sz gks®ges.

<

—'mgﬂo DO W W!WwWO
S

=<
w N

———q

ntumok t°bb helyen wutaltak tov8bbs§
at 8sok biztons8gos hozz8f ®r het Rs®g ®
Pzmmel yekkel k°nnyebb® ®s biztons8gos
s tartalmak ®s tov-8hkbiglram®igedak flei
sz ks®ges, ezzel kiterjesztve ®s m®g hozz
tek eny so®d ek ¢ to.r sz §g)

-0 » *a0z XTFTM "TVLE °TT>P> XO—~D> T~
"0 Q@ VT

P
@‘_
—

wn

Aze g ®s z s ®gkb®rzot ®snks®°8rge volt a | egkev®sb® ®rinte
A strat ®gi 8kban °sszesen 14 al kal ommal ker ¢l
11 orsz8§®bEeznen eml t z®sekagziaot & k|l mi szerekre
k2n8l at8ra vonatkoztak. T°bb esetben hangs %l
fontoss8g8t a turisztikai szolg8ltat-kn8l , e
i smeret ®tt e@sm®k ekeleyiRnybhaean ®IRslzmis$z @s®k . gond
m- dj a, val amint azok sz8rmaz8sa ®s mi nRs ®g
°sszekapcsol - dB(Auszirig)l ent Rss® v §lik.
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Fontos k®rd®ss® v8Ilt napjgayi nnk@ha8in ya oo ssazpdvg? zk i
ng8lukvagwut nean ¢ haix2izv-v2z rossz minRs®ge Kk
| akoss8&8g ®s a |0(tBoud agtg8-rki ae)g ®s z s ®g ®r e .

Tbb strat®gi 8ban neves®a®yereead®Rgt 8t 8sblogy oa
jutottak a minRs®gi c2 mk ®k , ve®dj egyek az uf
kialak2t8s8t t°bbAEg®sSZSPges ®Relkekt Azvenki®g
prom-ci - ja k<zal °n®aosstnS If ownd roisj) ad o Badjl eyWwWnalak al
N®h8ny e®&led®en al)p eml 2t ®sre kerg¢letv®kz2niyb®gghB
visszasmomnit gwegoi ssand- feladat.

Azel i g alziozdt8ts®en8-¢gl8 or sz8g tett Kaommal)@ndlyek( © s s z e
t °bbs®gda afrala ah2fvi gyel met , hogy az adott or

t°bbnyel vT %Wtbaigaz2t- t8&bl &k kihelyez®s®re.
k°rny®k®n ®s az AMtutisttikekhé iy sk 2 kheke l®P®b ¢ ®t es2t m®r
nemzetk©°zi bar nahitSurfiRoant8ink ai) j el z®s ek

Egy®rtelmT hi8nyoss8gk®nt neves2tett®k az

or
az utak ®s az attrakci - -krkizt8gblsgasamB8rag§gsSnall

defini 8l 8sra a AMejjleelstzlt@sseik nteer v(evktbbeani.gaz 2 t -
k¢el°nosen a vitd@gyom®Erydstékhematervez®sTnek
haszng8l ata til os vog@pus)szi gor Yaan kor |l 8tozott.
A fenti probl ®m8hoz kapcsol®l dgsudl agoer mPsesr ®k
turizmus) Kkit8bl 8zotts8g8t is fejleszteni sz
Eml 2t ®sre ker¢¢lt tov8bb8 t°bb orsz8§g eset ®be
sz¢eks®geMs®gei $8ti kai i nform8ci-s rendszer f
(inform8ci-s pultok, t®rsep(MHemwvtBator sz8Ilgl) § k,
Afogyaszt meigitedhhrsd Regen sz®I es ter¢l et ®vel mi
(°sszesenT2BbembyB8®s pm r®@svifl Bkgetteng @ z daa ss& g, r ckke
probl ®m§kr a, amelyek egye®3eh ebv@kehgkbdR2
nyeres®ges mTk°od®s®t , m8sr ®s zt a vend®gpana
tev®kenys®gek vVvisszaszor2t 8sa, az enged®ly r
orsz8g sz§8&m8ra iAbedd®le ak fkaszeltj2pPwRi/es.z0A g8l t a
rendel kezi k hat -s8gi enged®@inley&libhzakgegdikg mall §
|l eg8lisan mTk°dR egys®gek j°vedel mezRs®g®t ,
A turizmus sz8mosektar dmientRBBN®grne gsjzetleenndter d e k
strat®gi 8k ezek pontos m®r ®s ®rA8 ®sr bezt@irkait §
fel el Rss®gteljes gondol kod8sa a folyamatos m
bi zton®8g&8h®k het Rs®g®nek jav22t8§s8ban mutat kc
venni az ¢gyfeleknek ny%jtott szolg8ltat8sok
t°rv®ny 8l tal el R2rt kovetel mdnyekrleapj& nmeg
i r8§ny?2t vao(aFinmmTnkerds®sstg.)

A fentiekhez kapcsol -d- an t°bb orszsgg ne\
szol g8l tat8smi nRs®g ° dszaefosdd®siBen P isfeagyeds
A nt ®zked®seé&tutizmukjed di tlemmiy § zaevi2® §sa ®r dek ®b «
turisztikais z ol g8l t at 8sok f oodyLae&sgty-eil malk z8®Jel m®t i s

N®h&8ny orsz8g strat®gi 8j 8ban (M8l 1t a, Rom8ni
hum8ner Rforr8s k®pzetlens®geatiSsmpn&BRGMEIN, |
M8l t 8n tervezik a minitm8da si ka®Rp&ehamns ®ydl gmaz n
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A k¢l foldi turist8k viktimiz8ci-j8nak t ®rbel

A vVvizsgs8lt eur - pai uni -s stratkgi 8k bmf8 s cad ik
kutlahegywleszti n8ci et emBeblRksaesZXxemRo&t dbsthan 2
®s 2021 1k5°1z °kt¢tl f1°U di 81 1l ampol g8§r s8§g% szem®ly
§tl ag8ban ez 2230 f Rt | el €201720217a dkaut taai tt 8§ sk 2svosrr
vizsg8lni, Db8r nyi-l9vi®zavpad ® mi ah okg°yv eat k@Qat I®D e n
kel foeldi turi st 8k s zi820B: 5(667000;282%: 8@B38MWEKSH,a °© s s z
2021b)Amennyi ben a 2017 el Rtti nyilv8nos adat ok
hogy trendr RI besz®| Bem@nkek %gy § m§ nbalkn, mi nd
sz8m8nak cs°kken®s®ben. A 2017 ®s 2021 k°z©°1
nN®zve nagyobb m®rt ®benzters&lttt k¢ lsfa8lmihiaz § Rivi§e |
°sszbTn°z®«k. fR¥8nemtcsahanem orsz8gos trend
cs°kken a regisztrg8lt bTncseldéelhgm@nyg®ktset § mé

A fRv8rosban a s®rtettek sz8&8ma °62®R20Ral att |
19972 . Az o0orsz8gos adatok is c¢cs°kkenR tenden
ekkora m®rt®KT cs°kken®s (orsz§&igals g9 hkemt
s®rtett.ek sz8ma)

A Budapesten s®rtett® v§glIlt kel o1 di szem®Il vy
meg8l |l ap2t8sokat tehetj¢k. A s®rtettek k°z©ot
f R, 2018: 171 fR), aki k magas® retb@kne 4 8 m@sk é 7 @s
202kben a i t nt uarzi sutt8akz S§essoekt ®OBLEGOMESH? 20Z212)RA s en 1 8
zisa szerint ezt me g .®r E®& Bagyk H8n e |

vi kti miz i - ok8t el sRsor bsagnb aan Ikeell v § rkoesrie skné |
feletti sz8mban vannak j el en a szigetorszs§
vi ktimiz8ci -t eredm®nyez. M2g a vizsg8lt i dF
tal 8l kozhatunk (204ddigez20Zi7e fR§r 28074 9%t 2&@m®e tf R9 e 1
44 fR). A cs®°kken®sben nyil §@8vak -jaml szteRE p\ei
is.

JelentRs sz8m% a k2nai 8l l ampol g8rok vikti mi
turi smBk®wrzRBl anm®evirye niRzzonyos m®rt ®ki g magyar 8
8l l ampol g8r ok .n°Av &klRvnRais 28 m§tsti8&k MagyarorszS§8ec
pand®mi §t megel RzRen ®vr Rl -®eme230n@dmbk ks am
®r kezett haz8rkkada,Khadmaltya 3ne,g3 % z -banRIBIF8 ROV I t
(+11,2%), m2g 201082 7% kd8 B «Dtha@E1%peB8 & d -,Cc S
2022)Es et ¢ kben azonban egy m8si kha®3rekbaen ®ISR S
kol -nia viktimiz8ci- -] a. Nem tekint hetaR magas
2020) , azonban a haz8nkban ®Z20R0: 19852felKSHh Y4s z e z
2021d) nagy r ®s z e BudapestegynnBer elak®rke It R Dbeartyr
bTncsel ekm®nyeket.

A n®met turist8k ®vtizedek -ta a | egnagyobb
pedig a fRvS8rosm,meéglyegsdgsnenthakigdypepn i s j el ent Rs
tal 8l kozhatuk2®R21202%:fRP4 ARKi fejezetten sz-
n®met 8l 1l ampol g8rok (buliturist8k) sz8ma is
®l etvitel szer Ten ®@humakk02Bhandl@gdpiets tf eRn nv®ampeyt 8t tl ar

Magyar o (KSH, 20g1))n

Ctlagoho¥v 8bbEdl |l and 8§l 1l ampol g8&§rok viktimiz§gc
Eset ¢kben nem az ®rkezR turist8k nagy sz8m
er edm@nyjeezlient Rs ®r t ®keetkrernte. k Reenkdikrétvheel t R ko, g k2°gvy
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j 0ogs®rt dadk st§ ghrsauahom®HHak, amely jelentRsen n
Il 1l ampol g8r oketad,20280n8t ( M8t y §s

gyancsak nagy sz8mban vi kti milza8n -ZHisema®k@ a r om
8sodi k | egnagyobb;20z187mb &Y B/ 8fl R§2k fsSRAr. ta eEtste®@ ¢
em turisztikai c¢c®I | ak e M&yzySenkaelrsckan&ligabnhvagyar t - z
art-s munkavs8ll al 8s c®KyB8ht itktmagagkadmagy a
rd®l yi magyarok ar 8nya

endRrs®gi statisztika 171 olyan helysz?2nt
Mi v el ez ek nem ak obnekarz®st e of % tkgapgazonbantae | y e k
g bhbis®lg®b%eN megfelel Ren | okaliz8l hat - az
|l el R hat ®konys&8&8ggal el k®sz2thet Rk a k®
n t°bbnyire ©°ssze | ehet p8r os 2athagw i a t
z8mY% s®rtett® v§8Il 8si el yeket. J - p®l d
ver eket i s, amel yek t°bbs®g®n®l bi zony
®ntnem konkr ®t Ut crae | waegky etdedrt ;Rhbeetn e sn®l gyy
el ekm®ny bek°vetkez®s®r (1 8sd: Risk Te

gyakori bb s®r i
yek t hemt dte®@ < el
a svea lHatmeg:-ri a
v8l 8si hely, ez azo an nem felt®tl
§ba sorolt s®rtegltfekl dli°n§IR a mpdhdls®Fre,
kereskedel mi sz8IlI 8shelyen foglal s

ST oM uvwae —+ -
o>

e
tat§s sor 8n a t 2z | e
s®rtett® v§|§sivhel
A v i°ztsvg®Bbletn iad RA Inat ke
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K b T necl sdeflavd K m@rap &ly, (p est@s is @retl®se. r ab

°Swnm O —.

s
I I oda, motel, fogad -0 kateg-ria a vizs
t ®s i hel yk®nt szerdepeal t®r tlee gl g g yaorhi bk oe
I km®ny t°rt®nt. Rendk?2vg¢lhaiyemsagy r ekl
n kcavet@ekbEnlgk@hekm®nyt . Ezek t°bbs@
t ®s ek, fRk®nt | op8§s8&okkis&bbzSE§mEBEfhbaEasoO
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a b&®ylszarka®s sz-rakoz-helyaeke¢mrl ehkRsge
nt (201T7Tamk5min@62R®pB9Ppozit2zv iTaz or s:
n azt felt®t | enygl meg kel l eml 2teni ,

hat unk. Sok esetben gyakies eanek al &d,
ai ahol
2t
d -

o
7))
o
S5 X W (/)3(')

sz-rakoz-helyeket, nem ritk§8i

kiel® ®se k°vetkezt®ben v8Ilnak 8l dozatt §.

el hviz - rendRr i el j 8r@Bss biaminéfrerRdf Rtdtn,i 2ag y sra®

anyagi k&8r ellen®re is el 8019nak a feljelent®
u

e
a
I
®] szak
g

Nem nagy esetsz8mmal gyan, de a vitzsgdlet e®v
bel ¢ Jpaa r Akl oal k- oot t ter ¢l etAdmkibelt oIt er @1 et par bel

(P®1 dZBQUA7: | akott 1135dbe20H tlakattiteh &k kB 1 B9 doo |

1Az RTM alatt olyan m-dszert ®rt¢nk, amely t®rinfor mat
hogy milyen kapcsol at van a bTn°z®s ®s az egyes t®r
jellemzRket igyelesdziek medzgnaokBtbdnihat@&msal vannak egy
| v ami al apj8&8n az RTM mTk°dik, hogy a bTn°z®s ®s a

e
E foeldrajzi t ®nyezRKk nevel ik, vagyeg@ppadotcas®kkenpt
(http://www.geog.leeds.ac.uk
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Ezek szint®n a nehezen |l okaliz8l hat - hel yek
bTncsel ekm®ngelan@®egt Bhkesyit ®s s el el k°vetett t
ami kor parkol  -ban, benzink¥%Wtn8l vagy az Yt m
bTncsel ekm®nyek 8ldozatai. Az el k°p®t RBulsz§
szerbaelbk)al a&i k sz2nlelt seg2?ts®get k®rnek,
S®rtep®@IndeSku ld | k°veeRegzta@alt gumiabro S cser®
aut -jukban pihenR turi,208kat k8&8ros2tj 88k meg

c

J
A k¢l °©nifeRkleed ®s®iz eszk®z°k (vas¥ti j&rmT, vill
el k®°vet®si helyk®nt szerepelnek. Ezek kapcs§
eset ®ben, hogy kriminaliszt ai szempontb- |
nyomr°gz2t ®s megl ehet Rsen h®z, amel vy sok
gondol kod§8s2t0 2i09 . ( FFweilttrediel ezhet R, hogy a s®r-
kovet Ren ®szlelt®Rnasebram®nyel| kidarett@g tt eitsd ,®k
ez a budapeste | k° vet ®si hel yek szg&8m§t nevel i. A v
bTncsel ekm®nyek szinte kiz8r-lag a zsebl op§s
attrakci -k k©°zel ®bRsn bluvkR ezasaA o0 | a mevli glgbka nmeozs e |
nagy dzgmatnhuik 81 j 8k.

Az uni kK81 i s el k°vet ®si hel yek k°z® sorol ha
bTncsel ekm®nyek teljes eg®sz®ben a Sziget fe
l op8sokat jelzik. Bizony8ra itt is jelentRs
feljelent ®st, k¢l °n®sen a kisebb t8rgyi s Yal
magas eset &z fe@béekn jedlkl®evnet ®s i h e8l gby amely 20011 7 : 1 3
ben nuBrcas ® k k enrltan 2p0e2ddi g miomnd o 97 e z 1 apdabnt da®&mi kae | |
k°ovet kezth@ne ®H2e@D® & el marad®Ot&bbBsizged) . feszti

9. t8bl 8zat: A Budafp’esdtie n§ |rleagmpsozltgr88&list§ g% s ®r
hel y s2017202

I
a
k
e
r
s

S5 .

2017 2018 2019 2020 2021
j 8rda, ¢

1. l ak8s ( | ak§s | ak§8s ( | ak8s ( (117)

sz8l Il odij8rda, j 8rda, ¢ j&rda, g

2 togad- (215) (294) (120) lakss (
j 8r da, sz8l Il oda|] | akott |
g (258) bsr (1 bS8r (20 "y5gad- |bel¢l pa
g p
l akott

sz8l 1l od| sz8I 1 odsg i
4, bgr (2 fogad - fogad - b8§r (6¢ bel(4£,)rbarkt
5 vVasYti vasYti vaswti i lakott te | akott
: (174) (131) * J wut (59| bel ¢l ¥

sz81 1 odasg
|l akot't fogad:- Ibaeklo.tlt f1
6. s§tor (bel ¢l lakott t vas@ti | SZ§|°|0d,
(96) bel ¢l t ]
(107) fogad:-
|l akot't |l akott tlakott te

| bel ¢l i s8tor 'pei sl 1@ ter, par P87 (3
| ak 8§shoz
k°z©°%s ha
l akott hel ys ®|(
8 | bel ¢l | 'baeklo_tlti villamos (85) 'akaortktolt_e (1 ®pcsF
(134) ¢ P udvar k
mos - kon

(33)
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vend®g| |l akott sz 81| hatel a

<k ®tterem bel ¢l i aut - Bus fogad - lak-waa
l akott

10. | bel ¢l i aut - bus VZ2zi Yt aut - busz vilamos (21)
(110)

Fors8agger keszORBEK adat,B081zi sa al apj &n
A k¢l foldi 8l Il ampol g8r ok s®kef mpl®reazelk?vleetge

esetsz8m¥% deli ktum ker ¢l t csak el emz®sr e, m
eset sz8m¥ak, ez®rt azok meg attaltyloaz a2 dyna ed zanz
eteki ntettek az ismertet ®sg¢ktRI

A fRvErlosdpramgyaobb esetsz8&mban a | op8s bTncs.

S®r e]av®rzes g 81l t ®vek mindegyi k®ben ,ezhamin az
esetsz8mok (QOUKkenn%ekd Kz 2me2ffelée2l6) az or sz &
megf i gyemdhek@insRer2 020) . A turi st8k eset ®ben ez f
sz§|I§she}|§yrm§le®stg’®p®nR |l op8st jelent.

A °bbi ancseIekm®py eset ®ben az egyes O®vek
rangsor. A gart®dab®igc®el akm@®esyeks®? bbnyire
t

A k® del i ktummal Kkapcsolatban ®r demes, megem
vagyis, ha az egyi ket el k°vetik, akkor a m§8si
ezenb Tncksme®ney ek f Rk®nt a sz-rakoz-helyeke ®s
oks8gi t®nyezRk k°z°tt az al kohol ®s k8b2t s
elt® R nyel v, bRrsz2n v§glt ki indulgigtlsokat a
fajul hat, amel ybRI S®r ¢l ®sek is keletkezhetr
egy¢c¢ttesen meghal adja a sz8z dabarho®r ties,elamee
82 testi S®rt ®st ®s 68 gareyzedars®Fgeot MSE°sv edele
°®sszeivheat vae vi zsg8lt i dRszak kekt?dReRs®isubt@nlicss:

ezenb Tncsel ekm®nyek sz§8ma.

A ki foszt 8s ka®tl eRgvgoyeank osrzielrbe pdeell i kt umok k©°z?©°tt
t°bbnlyelre8maosi sz-rakoz-helyek k°rny®k®n k°v
| ®t ezi k arra vonatkoz-1lag adat, hogy ki k a
m- don kategoriz§|va A n®h8ny napra,sh&ki feje
®r kezR fiatalak8hfhaadal maigkyebRi bl yv®dekez ®sr
8l | apot ban) ki foszt8s 8dkdoozzaatti8 v°8s svz8e fn¢agkg ® sE sf
t Yal zot tgyad skzooth®d f®s a ki foszt8s ko°zott.

A csal §s nhitn d&vnb ews zdszge§rgeypaeklor i bb b Tn kkelneRk m®n

esetsz8m figykThe?7TR ddbg 2021: 36 db), azonb
felt®telezhetj ¢k a nagy | 8tenci 8t. A csal §s
parkol - k, rep¢l Rterek. E helyeken sokan p®nzt
®t t ereambel t % sz8ml 8znak.

Meg8l |l aphobggta rabl 8s nincs a | eggyakoribb b
t2pus, amely a | ey dblzamnenBagRgw carcesz3dpj &t P
l 8mj ai ko DdD®nt anr®tgo Bidk .r abd 18 kbeerns, | i srzeognits zr

11. Sz8mos esetben megs8llap2that-, hogy

r ek
csak
hat §8sa kal 2tgty 8&lilstzaonyl ag. k°nnyen v8ltak 81l do:
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A2010es ®vek m8sodi k fel ®ben megker ¢l hetetl enyg
meghozatala sor8n a biztons8g k®r d®se. Egyr
veszteseivannakazd Re zalk orcsel ekm®nyei ng&lkj - B§amPgEsh ad

a fogyaszt -k k°ozotti onl ine interakci-knah
k°sz°nhet Ren a biztons8g k¢l °nb°zR aspektusa
f®ny der ¢ |

Az el sR kutat8s R c®hysbiwdalotn s@®egg hhaetl 8r@atz na z
orsz8gainak tervez®si, fejleszt®si strat®gi §
a g 8 bzintamaiturizmus szektorban.

i zsg8latunk kezdet ®n felv8zol hogfaRegkest at 8§ s
8l |l amok eset ®ben megjelenik a turizmushbi
biztons§&8g, a m'T'szakl i tonsb§|gztoa115§geg®s
yaszt - -bizthk er adchtel@h g bR, ehedm®b ¥
Roehl®desenmai er I Fisztikai kack§8zat
desztirsc i mi n't kock a Vvizsgslt strat ®g
meg8llap2tottuk, z @ & z diandk88ghidbd ad zgii o rbs z§&
k®r d®seit vet2tik tovs§8hb a turisztikali szekt
igazolta.Ennekegyik oka lehet, hogy 20082009-e s g a z d a sgyanvisszavetette 8§ g
turi zmust, dvei | iSepaE®B§ins Syagnyem volt mz ewt®rhbia
nemzetek nem foglal koztak ezzel-19 kt2®ng8lv ad s en
Vi zsgt8rlat ®gi 8§k i dRih®om®dzl ohn?tvjt8an , a afmied wel met a
rendk2ve¢li fontoss8g8ra.

Akval i t at 2 vr S8enlud rmzh®dgty az or sz8gok el sR&a®kb
turizmus biztons8ga alatt, ezen bel ¢l a b
meg c®l okat, tov8bb8 a minRs®gbi figyaneA §s

mTszaki bizt®Rk®2di gap e kommuni k8ci - fe

beruh8z8sokat neves?2t t ®k c®l k®nt . Be kel
sz ks®gl et aAIzueig®S§ls b mEoas 8¢ miesgiemle&b k ar
fel, achimk®PRKk®®s ve®dI] e ek hlked we z d te® ame®,k eka It &8mi
t t
z
k

t
A v
tag
k°z b
fog 0 r Ugy
f I a
8

Q &N
< jow
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Tno
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Ezen el k®pzel ®sek nyitott kapukat d°nget nek

mut atj 8k a | 8togattenkku 9 y®lt elt nisgpgemraelk ecbe gRizeldd

®s avig8l 8s biztons8gosabb§ t®tel ®vel apc

k| bl 8zotts8g jav?2tg§ss8t, ak8r a rurs8lis vic
| apptlii ka8 cti§-] ®keogzz2- d8st napjainkban, a fel

p- Il ni. A fogyaszt: -biztons8g a fenti n®gy d

a strat®gi 8k a megfelel R szolg8ltat-8smi nRs

fetk et egazdas8g visszaszor2t8s8t tartj 8k kulcs

n
t §
obi

t o
t

Empiri kus kutat8sunk m8si k f-kuszpontja volt
k¢l °nbs®gek tapasztal hat -k az EU tags8l 1l amok
A tervez®si dokument-emo®v ¢kl e HenlrlketnageRdn 220
tartalmantt ¢ ® ok a't ®s aj 8§nl §sokat. EbbRI ad- d-
turizmusbiztonsg8ggal kapcsoleakt omegkid e ez &5 @ ¢
Legnagyobb m®rt®kben mags8val a cdolatast(safety 8§ g g al
security, safe) kifejez®sek fordultak el R, e
trendeket i smer tAet Rurfigeimazsdti ek menrs.8ggal kap
|l eggyakrabban a bol g8r ot r6alt @d ik&h ammad|. e At €k
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strat ®gi 8kban szint®n jelentRs sz8mban foro
al kal ommal . Ezzel szemben az 2r strat ®gi 8b:
kifejez®sek.

Akut t8§S8sak®nt medikSygalt hkezhaeat @d k@BMESII D@y i ¢
strat ®gi ai dokumentottmeodky tfeibdyseRigne tn eamolthkorridz2 mu
ki vep®ll eB&IWIlg8§ri a, Ciprus, Csehorsz8g, amel yel
k ®r d®seiwrelpaideumriz- ® orsz8gok nagy m@ezene egy(
a t®ren. Megl 8t 8sunk szerint ennek oka | ehet
kijelenteni, hogy biztonsg8gos. B&8r mennyire
fogyaszt: -k v®del m®r e, a megfelelR mTszaki

bi ztons8g8ra, a k¢l °nb°zR eg®szs®gegyi | 8r vs
fell ®p®sr e, a |l egmagasabb szint Tos- eW®id ®z k e
kialak2tani. Ez a fajta bizonytalans8g pedig
a fentiekkel kapcsolatos tev®kenys®geit, I nt
m®di a sa&me gc S8efhoblefn. Ez azonrmamkent8irn@ & gy i m§nuisk
a PR tev®kenys®gek tervez®s®re vezet 8t benn

A m8sodik kutat8s eset®ben el mondhat -, hogy
mi nden esetben vannak egyenes ar8nybam az 8§I
|l egnagyobb m®rt®kben s®rtett® v§lt or szg8gok

turista®rkez®sek sz8ma ezt nem indokol ] a.

8l Il ampol g8rok j-val a turista®rkelzi®sk;, ke sf eetl @bt ¢
a turisztikai magatart8ssal, a maghdidlujrdalzemuts®@s
hajland:-s8gg magyar 8zhat - . A k2nai 81 | amp

al
turista®akhkegz®pakem a f Rv 8§lloasnbpaon g ®Fr Rk ktmaghs
okozhatja

Az 8l dozatt8§8 v8l8s helysz?2n®t i1l et &heln a A
t°bbs®g®ben a Budapesten ®l etvitel sahelyek en ®I
sz8mos eset ben beeka zfoendiskk tdhad z &I, 1 gneHegl yeket (

t°megk®°zl eked®si j&§rmTveket (villamos ®s aut
mint | akott terg¢leten bel ¢l i par kol -k, wval am
A kel foldi 8l akpoled@rtdk bsf@rceslem®@ken®anlyek strou
magyaror sz§8gi bTncsel ekm®nyi trendeket . A | €
ar8nya (lop8s, csal 8s). RendRrszakmai szemsz
®rt ®kekkelareakble§&eztziak vi zsgs8l t ®vek egyi k®Db
bTncsel ekm®ny k°ezott), azonban magasnak t o

kedvezRtl en¢la Baefublj ks dlvh dtijzd ons8g®rzetet.
A kutat 8solgay amqa®@mtké y®ez k s 2Rk a

Tla: A vi zEggl pai t &dn8l-Isamok turisztikai stra
turizmusbiztons8g mindgp wai k8g®liztdnm8gzi aj d
eg®szs®gbi ztonbiBogs8@az®eel agdogyMmEUs - bi 22896k
el sRsorban a k°%zbiztons§8got ®rti k a tauri z mu
terrorizmusv i S s z a s zkoarp?cts8osl 8avtaols an f ogal maztak meg c
kapctsS8nbayidrigit 8l is kommunmnkgastrdlfjlrs$lziit ®sI®
neves?2tett ®k c® k®nt. Az eg®szs®gbiztons8§8g |
mi nRs ®qg i c2mk®k ®s v®dj egyek bevezet ®se ®s a
®anavig8l 8s biztompTfeswmd aktbh&E nt Btz8ImMdDwselsthk at ®¢g
kit8bl 8zotts§gg j av2t8§s8t. A fogyaszt: -bizto
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szol g8l tat8smi nRs®g ®s f-@gybhekete@dedam8mell
tartj8k kulcst®nyezRnek.

Tlb: A ter-vyez®s®gi ai dokument umok t°bbs®ge n
turizmusbiztons8gr a, Bul g8ri a, Ciprus ®s
turizmusbiztonsg8ggal kapcsol atos kifejez®sel
l egnagy®lblbem®a tbi zt ons8ggal ®s biztons8gosss§
kifejez®sek fordultak el R, el sRsorban a hel
i smertetR fejezetekben. A kock8zat roffsm)i s k),
el sRsorban a fogyaszt- -k utaz$§8si d°nt ®seit f
b®ke/ nyugal om (peace) kifejez®st |l egi nk8bb
szakaszokban haszn8lt8k, mint potenci 8lis h?

T2a:An e mz eturlst®°az®r kez®s ek nem minden esetben vanr

ve8l 8§8s m8Budape&ste®vAR|I magyar f Rv8rosban a brit ®s
turista®rkez®sg¢k felettdi ars8nyban v8l nak S (
magatag s s al , a buliturizmussal, m3g &dahbhhdnds§
magyar 8zhat -

T2b: A kel foldi 8l l ampol g8rs8g% s®rtettek
sz8l 1 8shelyeken, a t°megk©z|l eked®@®sgl §tS8eammThveelk,
par kol -kbang®al agugantddkomi kti mi z8I1 -dnak.

28



3V8l s8§gkommuni k8ci - a turizmusban

Amennyi ben a turizmusbiztons8g nem val - -sul

v8l s8gmenedzsment, annak r®szek®nt pedig a |
egy t oneghlmitButoat §si i sg@gynto Aj @IBésB8gmMeNnedzs me
kr2ziskommuni k8ci - hat ®k otnuyr iaslzktailknasi z §ssz80r | &geShl
hogy a v8ratlan esem®nyek hat8sait minimali z
®s a turist8k bizal m8t. Az i | ykeneltRerpey selh zkRust®
gyor s reakci -k kialak?2?t8s8hoz ®s a hossz
meg®rt ®s ®hez. Tovs8gbhbsg, a kr2ziskommuni k©8ci

i nform8ci - 8r amék8usl cbsi szzt eorse?pt e8ts §jb&tns z i k .

Ha egy turisztikai desztin8ci- v8ls8gba kergyg
(S°nme,Z 9919 )gl .aki k ennek i smeret®ben m-dos?2t]
fogl al 8§8sai kat, ® s hatmek ¢Carticé ST atyil m§ c i2-:0t2 0y § | aAs zkto
fontos feladat teh8t a kr2zishelyzetek hat ®k
v8l s8§gkommuni k8ci -s strat®gia al kal maz8sa k.
v8l s8g idejl®m,e8hmi Atd 8ai /hreendez ®si szakaszban.
hogy az ®rintettek t8) ®koztat st kapj anak,
hat 8sainak eszkal 81 -d&8s§t, il letve t8mogat ]|
i m&meg v8&§s8val (RMrchie et al.

AA v8l s8gkommuni k8ci+- az a folyamat, amelyn
szol g8l - h2rek, czekoemek ot e®EbbmMB8sak&°va@yi
KRv§3996) . Ennek sor8n a v8ls8ggal ®s annak
val -szer T infor m§ci?200byAujvt 8lss §gakjol nmnku n(i Fke8ncyiv-e sei
az ®rintettek vs8gllalatr- | al kotott elg®Pp@Poaek tBh
i m§zst, vagy helyre8ll2tja az emb,el998)kA fej ®b
v8l |l al koz8sok ez ®rt igyekeznek a r- 1l uk ki a
v8l s8§gi dRszakokban az ®rintettevkelf ovlayggayma® p 3
moti vs8l §s8val A v8ls8g alatti kommuni k8ci
®rintettekre ®s a k°rnyezetre gyakorolt nega
(Dezenhall2011)

A v8l s8gkommuni k8ai me gstt®@vae sRzgti &s ecl@Gd gra¢, | ®s e
(Somog20@4) . A megt ®veszt®s kapcs8n az Rszi
mer ¢ | fel, a kr2zziskommuni k8ci-s sz §Iygy'T’
®rintetteknek, nmyizndiamn E{<sez|ilntl(l§)m,nﬂrr®1§19)k n|v§KC4
szavahi het Rs®g®nek megRrzZ®x4) . ®rAleb®bhahormSam
nN®l k¢gl ©zhetetl en, mert a reput8ci- a v8ll ale
czenetet t©° b bkfo®&hneukn® pkpS8elnnil, e hveatgy egy adot't c @
v8llalat azt a m-dot fogja v8lasztani, ami a
szempontj 8b- | a |l egnad¥y.bb hasznot hozza (Be
Vol o (2008) szerint8§moskr®niyekdmmhuarniSk ziz-at mezy
vagy rossz hz2r), mi |l yen hangnemben (optimist
bel ¢ kommuni k8l nak az ®rintettek. Az ¢zenet
hat 8r ozHa%kur ;mée @k rendel keznek ezen inform8ci
arr-1, hogy a desztin8ci--basapft koak8§sakbdTk
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A kr2zziskommuni k8ci - Fall ®s Massey (2005) 8§
a v&led§ygetek kezel ®s®t . Ez a modell Faul kner
v8l tozata, amely az el sR t u(bi z8busas)peci fi kus
6. 8bra: A kr2ziskommunik8ci-s fol
a | 4 ‘ 4 Hel yres8l | 2t 8s
El Rk®sz¢l et V8l aszad§s Kommuni k&ci - s,
Kr2ziskommuni Kr2ziskommuni v8l aszad§8si
terv k®s72t terv al kal mg t ev®kenys®g
Kkommuni k & egy¢é¢tt mTk A folytat 8sa;
fel ¢l et megte kKkommuni k8ci - bizalom
kr2ziskommuni ®rintettekke megt er emt ®s e,
csapat fel &gl fenntarts8&8sg visszat ® ®s a no
MTk° d®s hez
N y ¥ y >

Forr 8s: s asFafitMassey€2006,g80r t ®& apj 8 n

Az el sR f8zis az el Rk®sz¢l et szakasza. Ekko
er Rforr8sok figyel embev®tel ®vel k®sz¢l R kr 2z
ker ¢l kinevez®sRse cas afpoaty,a nfikg°t zGErbtk efee laezls ¥ a k s z L

| ®t re azt a kommuni k8ci -s fel ¢l etet i s, ame
(Mazilu et al, 2019) . A kr2ziskommuni k8ci -s terv el
el Rk®sz2z®s, ®si delnglszerbe 8112t §8s. Az el Rk®
i nt er PESKELe lae mz ®s k®sz?t ®se, a sSszakemberek t
v8l s8ghelyzetek fel m®r ®s e, il letve a tervyv§z
szégygez®s, a felel Rss®g ®s hat8sk®°r°k meghat
kidolgozott terv megi smertet®se a bel sR ®rin
8§11 2t8s, amelynek keretein bel ¢l 8l §mTk °rde@sdi
kialak?2t8sa, illetve az idRszaki ell enRrz®se
A m8sodi k f8zis a v8laszad8s i dRszaka, ekko
kr2ziskommuni k8ci -s terv alkal maz8s§8ioak. Ez
d°nt ®shoz-it, kul csszerepl Ri t, maj d ezut 8n
k®pvisel RkbRI , val ami nt j ogi k®pvi sel RkbRI
| ®p ®s ei . Ebben a f8zisban a gyormagaIgRzaz Gkp ve
nehezen kontroll 8l hat i m@Rdmmay n inke8gcai ti2<fy/| tcssdastjorr
k°zvet2tett infor2008i - lAatkréMastren aeionall re:é
el sR 24 -ra alatt m®g al ak2t hlatal hRodestzt k@B
reakci - eset ®ben azonban ez sokat romol hat .
m®di 8val val - kapcs@0ldttart8snak (Mazilu et
A v8l s8g bek°vetkez®s®vel kul csf onmepamalyg g %av 8
S¢rgRs ®s r°vid t8v¥ int®zked®seket k°vetel
2001) . Az i Nt ®zked®seknek ani kdprols®pp an b ien
jogszab8l yok ®s i Gamyintat ah 8 sa@lk m&eSygeSkt t, s akti kn
desztin8ci-ban tart: . zkodnak(Robestdon et a.p20@p A n a k
kr2zis folyam8n az wutaz-k ®s a belsR ®rinte
|l egnagyobb figyel met. A megf &kl°ezl°Rs®gmmdat k:
turizmusban dolgoz-k ®rezheti k, hogy nincse
sz8m2thatnak seg?2ts®gre (Cartier & Taylor, 2
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A vs8ls8got kovetR |l egfontosabb kommuni k8ci -
desztin8ci-ba vetett kor8bbi bizalom helyr esé
mint az i m8zsban keletkezett k8rok felsz8&8mol
folytat8sa mel | ett a fol yamat os atkloentmumg k $c
kr2ziskommuni k8ci -s <csapat feladat a, hogy e
t 8 ®koztat §st ad(Martonetdl.,rRel®.n ®r i ntett fel®
A fejezetben bemutatott empirikus kOViB-t 8s o0k
19 idej ®n k®t szinten: a nemzeti Turisztikalil
valamint a hazai cEZzZzleent ik 2svz, 8§ | |ac8di8lkh eepdiel t BEEOVESNN. ¢
TDMSZ-e k (Kell er & Kasz8s, 2022) , ielkl e ®8 e é
vend®gl 8t - hel yek®gveazhteetndkéi 8 §lsr8bains k ommuni k 8ci
szer zRt § KaasizBmal®t allQ. 2t082W 8§zatban dRIt bet
k®t tanul m8ny szerepel
10 t §hllegyateitt tanul m8nyok a Kkr 2-20B4skommuni
: Vi zsgsg
Vi zsgsgl a szintje Tanul m8ny
Kasz§8s, N. , & Kel |l e
communication of national destinatic
EU-t ags8l | nemzeti management organizations before and during
coronavirus pandemic Periodica Polytechnice
Social and Management Scienceg132p.37i 46.
Kel l er, K., & Kas-gBka
f Rv8rosai nak vE8Il s8cg
koronagtvg@eay al attSzRI
EUf Rv8ro telep¢lV. (szerk.) K®t ®v j
i 8rvsowbD-10¢ gazdas8gi
hat 8sai, Szombathel vy,
University Press pp. 15578.
Kasz8s, N. , Kan] 4s.6(2022). K
: COvVID-1 9 okozt a kKr2zis
hazai sz :
® s hazalu sz8l 1l 8shely szo
vend®gl § k°r ®bien®r t ®kes?2t ®s, k
e g yngTtkt® d ® 85.A Z D A SEMBER 1Q3-
4), pp.53-68.
Szolg§S_i_rk-,_M_.,_Ka_sz§s, N.
budapest crisis communication in business hotels during
sz8I1 1 oc COVID-19 pandemic. Academica Turisticai
Tourism and Innovation Journal,7(1), 63 79.
Sirk-, M. , & Kell er,
budapest v8l s8§gkommuni k8ci - a
sz8Il 1 oc koronagtvgay i dedK @R
Kommuni k8ci -, K°4m@&il&
Forr8s: saj8t szerkeszt®s, 2025
AzEUt ag 8l | amok KRvdEBnrmrpsiarw dmk mat 8s8ra megvs8g§lto.
k°z®ppontba 8l 2t kutat8s c¢c®l ja az volt, F
meg8l |l ap2tsuk a turizmusbiztons8g t®mak®r ®ne
szervezeteinekhonl apj ai n, val amint a szervezetek r
COVID-19 j 8rvs8§ny hat8s8ra (Keller & Kasz8s, 20:
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A hazai turisztikali szuprastrukt Yr a ¢, zZemel

tanul m8ny a szol g8latatt - ko mmu migkag cik-kjagt ,f od yir
ki szervez®s®t ®s a v8ls8g hatg&8s8ra kor8bban
turisztikali egy¢ttmTked®seket vizsg8lta te
m-dszerekkel (Kasz8s et al., 2022b)

A turizmusbiztons8g egyre nagyobb jelentRs®
kommuni k81 8§8s8val pedig komoly versenyel Rnyh
megfeledkezn¢gnk ugyanakkor arr -1, ho@®wy ez a
turisztikai szolgs8ltat- -k kis m®rt ®kben k®pes
Az adott kr2zis kiterjed®s®tRI fé¢ogg, mel yi k
teendRket (Christensen et al., 2016) .taA kor m
a turisztikai v8llalkoz8sokat ®s szervezetek
szem el Rttt tart8sa is (Breitsohl & Garrod, y
fontos szer epdridztikaiRezs zad i Mdh8dgsmenbzervezetei (Backer &

Ritchie, 2017), amelyels e g 2 tr erag@l8 | n i a kialakult hel yzet
(Cartier & Taylor, 2020).

Pand®mi a eset®n az utaz§8si d°nt ®s Horiszékaia |l t | e

Deszt iMeriedzemensz er vezet ek k®pesek befoly8solni,
kapcsol at os Kommuni k8ci - ) 8bhaEz®edje®Kk ozl iaz Blsdr
ny¥%j taniuk a c®l terg¢leten alkal mazott kocks§8
hogy helgze&imbétselBkbi zal m§-Molieemet@alt2824) 8 s i r §n't

Am8si k kut ath8asz ae s e¢t zRlbeetni as az Bdokobadh®dy a m&glaa s zt § s
kereskedel mi sz8l Il 8shelyeken elt°]ltowlta vend®
legmagasabbMagyar Turi sz,tiXx®@18) ,0yam&«lswWmpRI| v i Masggy8alraol
i d Rponlt488 bsam@tlt lad EdMbgtyar ( Turi szti kai ,mi).nRs ®qgt
Mi nden 8l talunk vi zsg§8Ilottt bhAo tkelrjog8shmbye mal sktatt et go-vi
t °bdRsza klbeameskedel mi sz8Il | 8§8shelyeken csak ¢
®r kezR vend®gerkg  b@Mwelssaear tviofl 21 °ny, 2020) .

A kutat 8si k ®rah@wdailuriszikaloe g 2 t Merdsémerbzerve etk
kapcs§8n

1. Hogyan aéwakupat saagg®lil-damok nemmeki viIDMSEFG el
v8l s8§g alatti kommuni k8ci-ja az 8ltaluk m

2. Hogyan a¢wakupat aagg®lil- amok n-emzeekt iv 8TBNMZ e l
v8l s8§g al atti Kommuni k8ci -ja az 8l tal uk
eset ®ben?

3. Mil yen k¢l °nbs®gek vol t ak azonos?2that -k
TDMS&Zk online v8ls8gkommusnH k@< i mg88§8bamnkah
eset ®ben?

A kutat8si k®@idxz®lelko sk akkapcs §n:

4. Mi |l yen eszk°z°%°kkel motivs8lt8k a hazai 4 c
turist8kat-j &r k®mynalveERu®s m8sodi k hull §ma
5 Mi t tettek az ®r h8k®baeamegRr hA@ga i 4 csill a

koronagtwvg@say el sR k®t hull 8ma al att ?
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6. Mi vol t a fR ¢zenet a biztons8g vonatkoz

csillagos ¢zleti sz8l 1l od8&8k kommuni k8ci -j 8
A habilikRé8xz®s s km®rzieskommuni k8ci - r ®s z ®ben b
f - kudAz¥%.eéls®&mz ®s a neenk etviS§| §PYS 22| Rt t i ®s
kommuni k8ci - 8t vizsgs8lta, kit®rve az §8ltal
kcz°ss®gi m®diA Kt agtl s ek®| j a,j Srovg8n yf enmhet g8jrelae
megeR®®z a kr2zis alatti Kkommuni k8ci - V8l tozs
m8sodi k hull 8m8ban tapasztalt wesetleges k¢l
l eh®g &t javasl atokat fogal maztunk meg a | 8rv
A kutat8s sor 8&n anemzetifBVMSZ-@imoe&kk harwgdlal ogel v T
tov8bb8 amettnyi k€ elt@&teeR k°z°ss®gi znBRsdeiiak efte |
el emezt ¢k: Facebook, | nst d2923a m|l. XY\p wT wksey,8 | Tait k
Budapesti Corvinus Egyetem turizmuse nd ®g | 8t 8s szakos hall gat i
2021 m8rcius8ban.
Akut ata8zs uanlk§ bbi f R t ®mak®°r°kre t®rt ki

A TDMSZ weboldal a v&§8lsg§8§g elRtt: strat®gi

h2rek megoszt8s8nak gyakoris8ga, t2pusa,

A TDMSZ webol dal O¥I-D&I2s &8k aneagtiowl-P@2 hB®sek
megos&n&k gyakor i skSogramu nni yk88rcii -shzae zboerv;ont <
A TDMSZ k°z°sawylis Sy®de laRt t : turizmusbizton
megoszt 8s8nak gyakoris8ga, t2pusa, t®mS§j
A TDMSZ k°z°sav®@is §m@®@i-B% th:2 rGek meOyj®d®Penzt ®
h2rek megokpt §8s8gak yG@\aluB39a , h2tr@nk&jea;addt t

Am8sti&knul m8&8ny c ®I| j el anhnoagky vai zhsagz8diat4a csi | | ag
koronagitwvgeay el sR (R¥WROus m88c) u®s 1i8siodi k (
2021. m8)ychus!l| §8iha al att milyen eszk®z°kkel |
tettek ebben az i dRszakban az i m8zs megRrz®
bi ztons8g vonatkoz8s8ban a kr2zis el Rtt ®s
koezgegtPnag®eoks 2t §s a

Az empirikus kutat8s keret®ben szak®rtRi m®l
12. k°zott a Vvizsgsglt sz8l 1l od8k kr2ziskommi
kut at 8sk®nt egy ak¢anttiarattalvo mBatebobiw Rdl & Isaok 8§ ®s
weboldalakmi nt kr 2 zi skommuni k8ci -s fel ¢l etek ker ¢

A mi nathdgdicaz | et i ks°zzBJlhad§kkonferenciakapacit8s
bel. t &bl 8zat).

112 t 8bl 8zat: A kutat8sba bevont sz§l
Konferencia-
N®v Tel epiBesor f ®r Rhel
Novotel Budapest City Budapest 4* 2000
Hotel Eger & Park Eger 4* 1600
Akad®mi a Hot el Bal at o 4* 1124
Park Inn by Radisson Budapest Budapest 4* 450
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Danubius Hotel Helia Budapest 4* 400
Courtyard by Marriott Budapest City Budapest 4+ 300
Center |

Continental Hotel Budapest Budapest 4*superior 300
Aranyhomok Business Wellness Hotel Kecske 4* 200

Fors@$ 8t , 2020t at §8s

3.4.1.AnemzetiTDMSZe k v 81 s8g el Rtti online kommunik

MivelaTDMSZe k webol dal ai nake] eeggeRsk®R®zzetbl vag
tartal ommalolt médrat Smemhat - ae gkyd®raojneSivEBeuys el Rt
h2r megosei 88ggyakdpusa ®s t ®m8j a. Tonlagbbi pr

nem t¢gntett ®K f el a tartalom k®sz2t ®s®nek
h2rmegoszt 8sok t°bbs®ge sz°veges ®s/vagy k®
Szemponttbharlt ael okn®tt 2 pus kombin8ci -ja a | egegy:
czenet pontosan 8tadhat - sz°vegen keresztg¢gl,
neve, mi k°zben a k®p hozz§8j 8§rul a megfelel
kommun k §ci - v ddrtalneat Rs 2t i a

A nemzet. TDMSZ webol dal ak k°zg¢l t°bb ( Bu
Magyarorsz§8g, M§ h tCOVYID1 N ® medt goyr &l zt8agl )8 n  attem t a
turizmusbiztonsg8ggal CsszefesigogRllyeke gz ® tk.
ehhez kapcsol - d- i nform8ci -t webol dal ukon,
kapcsol at os k®r d ®s ek ker ¢l t ek el R, | eggyak

eset ®ben.

A webol da kol feé lvi@v P& e t 1§ aya vka@r§ks®sv atg2 pus ¥ b e
Mi ndez f e ehet Rengy g @G@ay & nemzetd TDME2 k breem t art |
megfel el R ®t i r 8ny ¥ |aoveboldalh vagys  nem tednégezeko r n 8 n &
fogyaszt i i nterakci -t kihalsalnt aenrir ea aw ekb®ozl °d:
fel ¢l etel egyszer Thb ®s kedveltebb terepet
weboldalakra terjedt ke z @it®t el ez hleod gy kezek friss2t®se, a

a honlapokf or gal m8nakvenpPPeamork ek ®sb® ®l vez priori

| a
| t
k

tartal m8t i 11 et Ren valza altea g gaykeack o rki bnbe, gejtaenietn 2 g 2

rendezv®nyek prom-ci -j a.

A k®tir8§ny% kommuni k§8ci - megteremt ®s ®hez a

(Huang et al., 2024)A z eur - pai uni - s tag8l | ®do B b arkt i
gt °bb8rnoenmz et

megl ehet Rs e Me gh&ltleanvmigtGiedcgy a | e
platformon wlt jelen: Facebook, Twittg?2 0 2 2X) ® tnstagram(12. t 8§ bA| Sazsazto)r.s z § g
jelenl ®t e er ®a, v oddyy raez Ymaugiyudbeb n®p sz eatd s ®gn e
kut ad®&pont | §b a nurisztikaiszekvezet isensalgafriadta napi szinten.

12 t 8bl 8zat: N&piz°ssa®gi e m®lvai szzsng8Sllt| ekeenkz et |
eset ®ben

Or sz 8§
Platform S 8 [ Or s bk8 g
Facebook 18 Ausztri a, Bul g8ri a, Ciprus,
G°r°gorsz§8g, Hol |l andi a, Hor
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M8 N@&met or sz 8g, Ol aszorsz§8g,
Szl ov8kia, Szl ov®ni a

Twitter 18 Ausztria, Belgium, Ciprus, |
Finnorsz8g, Franciaorszg8g,
Luxembur g, MagBritannaN®megor Na (
Ol aszorsz8g, Portug8lia, Spi

Instagram 11 Ciprus, D8nia, £sztorsz§8g, I
Horvs8torsz8g, Magyarorsz§8g,
Sv®dor sz§8g Szl ov®ni a

YouTube 1 Ol aszor szs§

Forr8§szes&ak@gSwuit ®sg &k KDMSLs ®gialmERpap2sn fel (1 e

A turizmusbiztons8ggal

kajp8swvggayosmegek Rt ek

jelentek mega TDMS2 k k° z°ss ®qi m®di a-1Dekgkzeéteine Jeh
bej egyz @&sae k orsszz8 gonk®nt , amel yek a k°zbi
fogyaszt8§sbiztons8g, mTszaki biztons8g vagy
a Vvizsgs8l t2018bdnRs £Zaxzkmamo(szt ok egy r ®s z ®r RI r g
kifejezetten abe ut a z - turists8kat sz-|l2tott8&8k meg, h
bejegyz®sek a k¢l fol diek sz8m8ra i s hasznos
A turizmusbiztons8gagal °sszef¢ggR tartal mak
| egi nk 8bbbbi afzelasll8et eken jelentek meg:

T Facebookon:
®s SzI|l ov®ni a

f I'nstagramon:
eset ®ben;

T YouTobe

T Twitteren:

Ausztri a,
eset ®ben;
Ausztri a,

CiprusyryahRichmrorsz8g,

Bel gium, Franciaor

Csehorsz§gg, D8ni &

Eettorszg8g ®
Ol ¢

Finnorsz§g8g,

Franciaorsz§8g,

ATDMSZ-ek k°z°ss®gi m®dia fel¢leteken k°zz®tet
hogy a bejegyz®sek: - tabbs@gei ai rdelszga nl8tc, an
k°veth ek8bf a) . T°bhb esetben jelentek me g
vend®gv® em®nyek, ritk8bban takkll koztunk f e]j
7. 8br a: Ne-ekkezP sTPMEZmM®di a posztjainak mego
TikTok |
Twiter |
vouTube |
Instagram |
Facebook |
0% 10%  20%  30%  40%  50%  60%  70%  80%  90%  100%

mattr akrcein-d e zwf@njyl e szemks®gv ® e m®ny

Forr8§szes&apSwit®sg e h KDMSLs ®gi maAG2a f el ¢1 €
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3.4.2.AnemzetiTDMSZe k v 81l s8g al atti online kommunik

Az Eur -p8ba 2020 m8rc-j §s§Bagy bem? kRpkoBbahak
ek webol dalain megjeleaR hegtRbb.f Al admirzat az
j 81

ki alak?2?t8sa ®s v®del me; a v8§ny Remr 8no mtl ksa
szerepet | 8t tuzsrtikaica®d b &m ¢ | heed gYye®gl eag tlaend z bi zt on s
Az Rszinte kommuni k©8ci - mi nden v8ls8ghelyzet
annakAb e§®4 1 hogy a t ®rs®g pemeal kgl mam bEBrbgas:!

komoly k®telyeket ®bresmdkblet em®Pmpetidalcli &h disa ,u
Ol aszorsz8g ®s Szlwiv8§kett mlemk®2z® TOMBEZN tart
hogy a desztin8ci- -ba Htakomriypmisksdizt oalsSRDOTr

ny8ri i1 dRszakot megel Rz Re®mpmeraléntvolt®e li Ind mz R8§can
sem voltak a kialakult betegs®gek kezel ®si m
turiszti knaikme’bnol deead Spont ot FzowtStn nly@t r € sa& z |
turist8kat ®rintR t®m8k ©°sszefogl al §s8ra ®s
A 2020. m8r ciust - | 2021. febru8rig tart- i dR
®s N®mMmet or sz§g Ve bvaltdhd loasi nt uag ys&lttikla§n nem j el
kapcsolatos tartalmak (vagy a bejegyz®sek d
beazonos2tani, mi kor kel etkezett a h2r). A
t°rt®NR megyakatlits8yBbra egy®mtfj egelomTana j 8rv§g
hul |l 8mai t .
8 8bra: A koronav?2rus j8rvs8§nnyal kapcsol at c
weboldalakon, 2020.03.2021.02. (N=21)
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Forr8§szes&@eSwit®s9g 8¢ kK WOMSIZd, 20227 al apj &n

A |l egt°bb bejegyz®s a TDMNMPZ iws bsglpantaly &zikte n 2 0 2
v8l tozatlan m®rt ®kben maradt fenn a ny§8ri i

kevesebbet hallottunkjia8 r v 8 nwar hkPrek | egink8bb a nyit$8sr-
sz-Iltak. 2020 okt -ber®paendangicaoibdahk bhek? Egman:
kapcsol - d- h2rek megoszt8sa is gyakoribb | et
voltismeretlem, val amint a tag8llamok t°bbnyire a Kk

a

be YjmBayS8kmapjcasol at os h2rek megoszt8&s8&nak gya
2020as ®v Vv ®gi , 2021. ®v el ej i fell ®l eagz ®s't
har madi k hul | &§m, 2 gy i s m®t e me | k-je 8 Rv 8tnennydad n,
korl|l 8toz8sokkal, utaz8si felt®telekkel ®s a

36



Ko z°ss®gi me®di a fel ¢l etek

A koron&v¥B8uy megj el egpakosol a rjemzeteTDMIBsk hka’tz&ssts ® g
m®di 8§8bak omMmutn®kiB@®.i -§ b8rraa) .

9. 8bra: A neknzektii VIIDIMSZa a k°z°g9gE®yiSnm®di 8§
i dRszaka al at't

m

k°©z°ss®gi

poszt a

db

Forr8§szes&@eSwit ®sg &dkk 2 THODM®Fi m®di g202% | ¢1 et e
A kifejezetten ©VID-19-ce | kapcsolatos posztok sz8ma 202C¢C

28 tags8llam °t k©°z°ss®qgi pl atformon °sszesen
at. A | 8r v 8n szonkgnecsengstt®g haa t By &r i i d Rs z adkra | el
fel almd &4 t a bejegydD®Bs ek zs®z SqmmEar si®k | ROt t . A
hull 8m8nak megjel en®s®vel ugyan i sm@tnuemel k
k°z©°tlt651)1,5 8mi a8saktz%ttal |- -val alacsonryabb v
ek | egink§8bot ahaameda Bk ezelp, hdeek°mbgaspt @
Twitter (7)) ®s az Instagram (5) fel¢leteket
A nemzeti TMDSZe k el t ®r R m®rt kberhs sa@ckial madit &k plaa
koronag€itwvgeay Vvizsgs8lt i d Rs220a2kla dleabtrtu 8¢ 2 0 2 (8.t
koronav2russal °sszef ¢ ggR t ak Faaebamkn Ingtagrame n t m ¢
YouTube, Ti kTok ®s T wiemetkedik Betgiund, armedynekemzetA | i st

turisztikai szervezetd 99 al kal o mmeVID-19%eetlt kka’pzczs® | @t os t ar
|l egnagyobb k°z°ss®gi m®dia fel ¢l eten. Nagyob
az osztr 8k, a CcIDMSZussi A®poaztsplkny PBEV §dreyaln
°sszef¢ggR ©°sszefogl al - k, korl 8toz8sok i sme
kapcsolatos intelmek, ©°szt°nzR poszto®Rs virt
#staysafdashtagekndlett.

AnemzetiTDMSZe k a ko f 8nmaghyumeg) el en®se ell en®r e
a k°vetRikkel, 2gy k¢l °nb°zR eml ®keztetR, vi
al apot teremtett az al apvet Retagrarhk @p €EDMSZme g o s z
prefer8lta eml ®keztetR t2pus¥%w kamp8ny&i n8l ),
TDMSZ al kal mazott. A visszai d®zR bejegyz®se
k°z°%°ss®qgi m®di 8ban, de sz8mobsokon de®h grsy mMEDOMS
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j 8t ®kra h2vta a k°védidlitk@pztidtpwss “H@p® §tt @k K
Twitteren pedi g tigi®td?TtDdvStZ sz avaz§s

A nyS8ri i dRszakban fell ®l egzett a turizmus,
A Y4 rta8 snsd&l 0 kapcsol at os tartal mak. Az akt 2\
mut atkozott, de 2021 elej®n a vakcin8k meg]j

emel kedR tendenci 8t mutatott az Y raind?t8§8ss
tpPPrus 8t tekintve el sRsor ba-ak de@gyre dgyakoribbakslettekat t a k
vide-s, hangulatkeltR tartal madon, amalsyalge ta ma
Twitteren is megosztottak.

343A v8l s8§gkommuni k8cil-etal skWwBll § va §d&btwakkznagi ko
I dej ®n

Am8solditkat Snmgyar ¢zl et sz8l 1l od8&8k Kkr2l2uskomr
alatt. Aredm®g§leadt®ppen eai mogobaigeél plBkywtat e
v8ratlanul a®onbaa kekrgbéi, protokolljaikra, v
szerzett i smeretei kre t8maszkod+y #letvesandaler ¢ | t
r ®szeke@nrtz2 zegkommuni k8ci - s tervet, amel yet
koronfag8mys &rnektsto.r 8§ n vakgmeRny®& onbneulnsiRk § ci - ¢

csatorn8jukat haszn8lt 8§k, 8tl 8§t hat - m-don i
munkat8rsaik is biztons8gban ®rezt ®k magukat
A vizsg8lt sz8llod&bbi kK@Kezt ak§snti n®lnis z®t e
k¢l sR kommuni k8ci - hoz t°bb csatornsgt i s i
szempontj 8b- | fontos vol't sz8mukr a, hogy mi

el juttassanak az ®rdekI|°RaARkan@Ki. MA®ds aaj 8a | dvad b
Vi sszaigazol 8s8ban el helyezett ankatiu &lsi,s®rtt8ejs®

valaminta hel ysz2 nj elt&na®«todazgjleetl 8 se mz R bfbe | k;d.ndn terkiekt §
kut at 8sban r®sstzevieht az d lubtadegfditosaln,uhisiek & c i
munkat 8§lsakow8bb kaza iwne nod ®@mgeckine k . A |l egt°hbb
t 8) ®kozt xetetE s Rny®Wemegsamel ynek | eggyakori bb es
me g b e s xohdk®e enellett fontosnak tartt tag k belrk®smmuni k8ci -t i s,

|l egt°bb esetben bel sRs email rendszeren, i n:
csoporton keottakls. zt ¢ | bonyol 2t

A kutat8sban r®szt vetRz shzeslly Zoatghkeakh hgesgsnate Db e
°szt°a2znrizl et i utaz-kat . A |l eggyakoribb es
kapcsolattart8s a partnerc®gekkel, az extra
magasabb kateg:-ri 8ljyes®@o,b8dxatnr d °b e RORNRz 2tl ®ee k
i ngyenes | emond8si felt®tel ek, a t°rzsvend
kommuni k8ci -ban a biztons8g ®s tisztas8g kih
van ®s tovs8hkledetiis viemgladRyjek ed .

A megk®rdezett sz8I|l 1| od§8t kmuhbkagt §@ajsskriovr Sornya dr? evng
®rintette negatz?2van a sz8Il Il oda i m8zs8t . A
kommuni kR8rciiz-tyRaklk imefgi | me kmeutn kka® s8zr2staektktaelk, av al am
k¢l °nb°zR aktivit8§sokban, j-t®konys8gi progr
A kutat8sban r®szt vett sz8l |l od8k kr2ziskomm
®s m8sodi k hull 8m al att, i | | estleggyakaibb lolatat Rk °
mi ndenkor i szab8lyoz8s, il 1l etve, hogy az

el
rendel keztek v8ls8§gtenk®siz@®l gyltsani kkdd m§ ¢ i
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azonban a m8sodi k hull &8amk ak@®$8z ¢k k abBagy lob &t n
az utaz-k a m8sodik hull 8§mrja8 rm&88nyt i msizn d8cbma nr &
®s stekeolmams§r m§s , sokkal pozit2vabb t®&m8kr - |
i nform8ci - katt§k om@sdbtrsa 8il $ 0§88 adl kapcsol at os
kommumk K84 hotelek az elsR hull &8m al att has
ol dalukat -ag8kwg§mompalkriusapcsol atos kommuni k§8ci

A Vvizsgslt sz8Il 1l od§gk kom3nsomk k §cir-tj®@nktaerk jael
vonatkoz8s8ban is. A kr2zis el Rtti i dRszakbe
kommuni k8ci -jukban, nem pedig kifejezetten a
t Tzbiztons8§g ®s a vagpEa veg@®ygelmem, eAek ®cs ®ha k °
l ettt a fR t®mak®°r ®s e k°r® ®p¢lt minden. A
biztons8gban van a sz8l |l od8ban, betartj 8k a
odafigyelnak®sa higz®as8ga, illetve a sz8IlIod
l esz n8l uk

A megfelel R kr2zishelyzeti Kommuni k8ci - a v

ki dol gozott kommuni khSctii- sa vk8llsed gkteezrevt tc sk°8kr koekrx
®s t®nyszerT infarwm8l 8§8ghel gpaek®°ereryh2t ®s ®nek

A nemzeti Turisztikai De s z t | MieBedddasmentSzervezetk v 81 s 8gkommuni k 8¢
kor onav&rrwsny el Rtt ®s al at't

Az eur - pai uni -esk nkeomzneutnii kKBREMSZA aktivitgs§gt
hogy a hivatalos webol dalak nem tekj it h&nRK
gbe

el Rtt el sRsorban statikus tart al awekdn,melgek o J
l egi nk &bRlr s@geaktrakci -k ®s rendezv®nyek, p
turizmusbiztons8g k¢l °nb°zR aspektusaival k e
biztons8ggal kapcsol atos i nf or nm8zc8 mdkka,t- Yatsvza nc
tervezRlsetl®np &d kal mazand- protokolll ).

A j8rvsgny megj el en®s ®v el t°bb TDMSZ webol
tapasztalhat:-. Sz8mos esetben felugOVviD-abl akb
19miattk or | 8t oz8sok vagy ®pp tilalom van ®r v®nyt
az ®rdekl RdRt . M8s szervezetek a honl apon &
gyTjtem®nye volt olvashat-. A webolk®dli alg nelys
kommuni k8ci -ra, az im8zs meg-v8s8ra nem volt

A nemzeti TDMSZe k k° z°ss ®qgi m®di a piloat f arzmjlaiis tkagz ¢l
Twittert8k hasemél kedRen. YouTube <csatot,r n§j a

azonbanezekn a f el ¢ | d@etke nmerg tpko8snz tjoekl,ens ezek t°bbs
tartalmantt. A Ti kTok al kal maz §t§ k ezak ske®veee
turizmusbi ztons§8g
ZO

gal k a p ¢ s8orlva8tnoyst tnaergtea | RizaRke n
jelentekmeg a TDMSZe k k ©° Ss®gi ,jmB®lde mzZARerk § wadtt eheeR
azon bejegyz®sek sz8ma or sz § gaknfkweboldglakhazme |l y el
hasonl  -an a k°z°%°ss®gi m®di a bejegyz®sek is
ugyanakkor az ¢zenet 8t adt8 kK 8makk ®p@rkms§ jaSne | tye
al kal masak a hangul at al ak2?t8s8ra, az ig®ny
A korongvvguy megj el en®s ®nek i dRpontj a a

l
azonos?2that:-.s®Al at80yv S8hejyady k@pek sz8ma a vVv8I s
volt. Ezt az iekRsSmgylkktezd ekDM®Z haszns8l ni a fc
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megtart 8s8r a, 2gy Vvisszai d®zR, eml ®kezR pos:
Ssz8mKti nttwee azonban nem teljeA2ttatrtiskhBikkal
kapcsolaat®rar w8s § d9ghelsyzet ben, hogy a azer seny

ut az- kAatpand®mi a azonban a turi zmus-ektremt 81 i s
voltak r8k®nyszer2tve az ¢(gyf® kapcsol atok f
t2pus¥ v8I s §gnekfadoaztlz@8ng lelz§sn.enkP 020 m8§j us8t - |
amely r®szben a turizmus nyS§8ri fell ®l egz ®s R

j el ent RsenOWDs1°% kte2ngusa¥sa Chej egyz®sek sz§8ma, a
tekintve a TDMSZek vissat ®r t e k a kjoSmwmudn yk Seli RNithtosz m8sodi k
I sm®t Vi sszavet®®t megijael eunttaczkE s kat r ussal , s R
kapcsolatos bejegyz®sek a k@%z*RPmB&igym@ai &tkdn
i's memar&@k el t

A v8ls8gkommuni k§8ci - al akul 8sa a hja&ravi§8§ngzl e
i dej ®n

A korop8&8v¥Buy eset®ben olyan m®retT eg®szs®
turisztikai Vv8ls8§got eredm®ny®@mrwdltt .®sA g HIbsLY

hg8rom fR | ®p®se a v8ls8g megel Rz®se, kezel ®s
¢zl eti sz8llod8kat vizsg8l - empirikus kutat$§
A kutat8§sban r®szt vetetkBm®8él sRBR@kegewehkhotdahk
fel ¢l etnekit ®adash ofl o leyl ehread tytas®OVID-T9 i s S ®kozt at - | u
j 8rv8nnyal kapcsol at os egy®b e do&kesslegesu mai k
v8l toz8sokat. A honl apoglelerte k s 28 moiszt alnls &lgo mn
tisztas8g/ higi®nia kithe] eg®se&®g dies-jt 88mbys z © a
al at ti |l egf ontosabb ¢zenet.

A vizsg8lt sz8l 1l od8k m8si k §ta Racebmokelkntefez i s k o m

amelyewgyan el t ®r R itamk ,ende trBisrsdd n hiekskzdnifidalak i g ®ny

el emz ®s ®b R kiderg¢lt, hogy az el sR ®s m8sodi
kel etkezett posztok sz8ma ®s taktaz mal $sRBR mal
alatt haszng8ltg8k a-oldgahktikatalpBakmEaoampalkehlapk
kommuni k8ci ra ®s itt voltak a | egjellemzRbb
biztons8§got ®s tisztas8g®st hEAasglsdl yozki pejse
ittt b2ztak a | egink8bb a mihamarabbi Vi sszat
j 8rv8nnyal kapcsolatban csak a | egfontosabb
adotts z 81 |l od8val zkapeabbaspeml Pbet T bejegyz®sek
A kutat8sok v®g®n megfogal mazott t®zisek a Kk
T3a : Az eur - pai u reik- sk onnemmuznei tki§ cTDNIShDan a honl

j el ent Rs O¥ib4BepéRta @®s k%zrwnsin e IkdoRdoonrabva m uss
tartal mak, bl oghbhejegyz®sek voltak megtal 81 ha

attrakci -k ®s a rendezv®nyek bemut at §8s8r a
aspektusaival kev®s webol deatlR fboigz tad rkso&gogtatl, k
inform8ci - kat osztottak me g . Aekpawd®@mi dalng

struktur8lis Vv8Iltozs§éonapekem!l yRd @r btaanp atel&jt @Kk dvatt
szol g8ltak a bevezetett IKKer k®toz nyks kagnymutnii
i m§zs meg-v8s8ra nem voltak al kal masak.

T3b: Az EUs nemzeti TDMSZ2 k a k° z°%°ss®qgi m®di a @i azt f or mo
|l nstagr amot ®s t8& Nwigtyt esrzt8 mbaszn8l turi zmushb
tartalmak a ko na v §muwg8nyt megel RzRen | imits8ltan | e
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b a al mazt 8k a
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T3c: Akoromav g rBuss 8nnyal kapcsol atos bejegyz®sek
ki magas!| - vol t, azHJ} memzea adarisziikal Resszzat kilragaizsment
Szervezetek a kommuni k8ci -s csatorfre&ldtara 8StsuBr
t B1Bj us2t0-210 okt - berig QVI®{1EhnetzRs ke a p ccssal k- k
z®sek selBmaj sz dtbdrStZzek a j 8rvs8ny el Rt
i sm®t Vvisszavetette az Wwtsa za8 swakkacti,n 8sk
atos bejegyz®sek a k°z°ss®gi m®di 8bar
't maradt .

ai 4 csillagos ¢zleti -s88VBogS8Sll aR
hul | 8ma kledttvad - pdrntlyama®gpesk kapc:
tat 8sok ny%j t8ss8gval, rugal mas fogl a
t°rzsvend®gprogr ammal , az 8r ak cs°kkent ®s ®
hangs ¥l yoz- kommunaddcl8aligsvrad. moti vg§lt8k f

T4b: A hazai 4 csill agos - &8&87lvatniy <4 $IRl okdegtk hau l
i m§zsukat fol yamairds tkeckiknimefgi k lekevak ®s z 2t et t
val amint r®szt vettek k¢l YograrfiokbBn. akt i vi t 8sokb

Tdc A hazai 4 csillagos ¢zl eti sjz8&rl v S©rdy8 ks &kroé
jelentRs v8ltoz8sok t°rt®ntek a biztons8g vo
)

w —

I
®s a va§r S biztons8g8t pmpawred ®mika ke @ & loenm® 3
a sz8lloda biztons8ga 8l 1t a K®wzepgkeathbemd® d
biztons8gban van a sz8l |l od8ban, ahol betart]
szinten odafigykl atkeaatss gt he@8grayitva van
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4 0O0kos turi zmus

A jelen turizmus8nak megh atagaokaszurizmtgred nednjt @ts Gkg®

folyamatosan nR, ehhez a t®mak®°rh°z Aartozi
digitaliz8ci - ®s az okos turi zinsuzst i fkeji | Rsdz®esre
sz8m8ra, | ehetRv® t®ve a szem®l yrkee zsezl aRbsott t® s®
innovat2v szolg8ltat8sok integr 8l 8§s§8t.

Azokos turizmus napjaink egyi k meghats8roz- 1ir
van. A fogalom gyakran inkonzisztens m-don
al kal maz8sra. A habilit8ci-s G®GraszneZzidsesben ZI
turizmus °kogz2iEgy ®omlay d o glall ki sazltaitktaai, raemed syz e
a digitsglis technol - -gia el Rnyeit az okos tu
kezel ®s ®b en ®s menedzsel ®s Rbnefno,r m§g§ai amegos za
®rt ®kteremt®s jell emez. A rendszer al apvetR

adat gkt @syeT, feldol goz8§sa ®s cser ®j e.

Az okos turizmus ter¢let®hez kapcsol - -d-an n¢
ebbenafejezeben a dRIt betTvel jel°l(I3tt8dhn@lzmgnyt

13 t 8bl 8zat: Jegyzett tanul m8#2029k az o0Kkos:s

Tanul m8nyok Tanul m8ny c®Il | a

Uanskos tmeghhatu&r csz&kad
szer @piSR®kesf eh®r v_§r
®r t ®k e | ®&seek iembtbeetnb ean ,

U ker evd lzestqa& | atk azsv @& neynedk
kemel t el e nBz ®kkeaspfceshs
Kir 8lbpbkkr ®b en

Pinke Sziva, I., & Keller, K. (2021). Oko:
turi zmus ®s okos |
a Sz®kesf eh®r v§8r
t ¢ k r ®uriemus Bullatin, 21(2), 34
42.

Boros, K., & Keller, K. (2022). Az
okosrendezv®nyek
In Smart turizmusBudapest :

Uaz ® m®nygener 8| 8sbe
techneoell nBRIl Skt | @O 8y y &
fel hasnzark8liSanertet ®s

Kiad:- .
taz innov8ci- fogal még
model |l jeinek, rendsz
|l ehet Rs ®gneir,hn ek ®s e
M&8hr, T., Keller, |[Ua szolg8ltat8si szek
|l nnov§8ci - a tur i potenci 8l j8nak 8ttek
Akad®mi ai Kiad:- . Gaz innovS8ci- -politike
vizsgs8l at a
Uaturisztikai aabnends
i nnovs8ci-s el emeka f
PinkeSzi v a, I ., Kelllta digitglis technol
(2024). Smart positioning. odirnal of strat ®&gailak @&nltkal maz 8§
HeritageTourism 19(5), 762780. °©r 9 ks ®gtvusrriosszotki keasie t
Forr8s: saj8t szerkeszt®s, 2025

Az okos turizmus °kosziszt®m8j 8ban h8rom r ®t
ezl et °kosziszt®ma ®s okos ® m®&ny (Gretzel
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(PinkeSzivaetal.202)mi ndh8r om r ®t eget hel gmezhegk: Sa®ke:s

okos desztin8ci - v§ k2v§8n v8l ni, ahol az e
d gitaliz8ci-ja ker¢glt el Rt®rbe.

A desztin8ci- -k hatalmas nyom8s alatt 81l I nak,
kiel®g2tifkzakauri ®r gkl mi ®s ©°nfejl eszt®s ir ¢
hogy a turisztikai c®l ter¢letek az wutaz: -k gc
2006) azs8gltal, hogy megk¢l °nbezteti k|l mahgu Rat®
t ®v e, hogy hat ®k zadptapmcon Keller,200§)e zzenek a

A turizmus kontextus8ban aBdtelszt®n8szer pRtzEr

vezet®lkbe. A turisztikali ter mPkek hat ®kaemys ap o z ?2
fontos szerepet |j8t52rkka®delslzdan n@Sagekay k2 o0
[ Turiszti kali Desztin8ci - Menedzsment Szerve
gyakran szTk | 8t-k°rT helyi tum@skapkabtcipatg
j avasl at me gt er vseozr®&gsne, ®s vvo@wgzreerhRakj,t 8as ak ul t Yir §
soksz2nT ®s gyakran eklektikus k2nglatgb-10

A desztin8ci- poz2cion8l §s
helye kialakul a potenci 8lis | 8togat- -k fej®b
®s potenci 8lis | 8togat- -k hogyan ®rz®kel ik a
az ®szl el ®s | ehet @atkuwviagtyaakdeShkabi nSapas sz
tett er Rf esz?2t ®seinek eredm®nye (Ritchie &

a az e gfkgll yanmetz,t ec
[
0

desztkatn8czi -utaz-k region8lis, nemzeti ®s nem:
al., 1993).

Az Yat i zica®ilongdod 8§8s8nak folyamata a <c¢c®I pi ac r
fel mdr ®s ®v e | kezdRdi amel yet a versenytS8r

i ko,
jell emzRirRI ®s a versenyts8rsak erRss®geir|
valamintadi f f erenci 81t pozicion8l §8si |l ehet Rs®gek
poz2cion8l 8s meghat 8ro0z8s8t ®s v®grehajtsgs§sgt

®r eP®s®re ker ¢l Mspra (Peskzeti ROHAOIB-) ah afto@kyoansyz t p
d°nt ®si hal mazban potenci 8lis el Rny°k forr§8s
2004) , a folyamat az wutaz-k sz8m8ra 1is eIRn)
fogyaszt-i d°nt®shozatalt (Ries & Trout, 198
Aversenypi aci pozicion8l 8s egyi k fontos k®rd®
met afora haszn8l hat -, ahol a Vv8s8rl - -k el m®j
2018). A kor 8bhbi kut at 8sokat a t ekogegencmar t i d
desztin8ci k (Kim et al ., 2011), a gol fdeszt
(Kim & Agrusa, 2005) , a kulin8ris °Pragag,s ®g ( ¢
2007 Miskolczi et al., 202D pozi ci on8l $H&wnalveyegsz &k gogn® g
kut at8sok az okos desztin8ci-kra (da Costa

rendel kezR desztin8ci-kra (Khodadadi et al

c®l pont ok kl aszt er e slezd,®20®7; eJardih C& aMore,r 2022) & P
°sszpont os?tott akbanmmfagalkodaidkii st afABuUddmSi®@ ytokr i s z°
desztin8ci-k pozici ck®bl®aszsowmals,?2 t2hgayt ez kut at 8

Az ut - bbi ®vekben az °rf&a®gnueinaétyTernga in ° v 8 k
2017), a t°rt®nelmi h8tt®r erRs motivS8ci - -t |
mTeml ®kv8rosokkal kapcsol at os tanul m8nyok
menedzsment ) ®r e (Bucureactuer20218®sr Pa®t ke Rodyg
etal.,, 2013; Yang&Wall,202ly al ami nt a versenyk®pess®gre (E
koncaeankt,r 89l poz2ci on8l §srameesnetvioklberk.®zponti t ®t
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Jelen kutat8s c¢c®lja a dkgel @8mz®sé¢ ealandlr-°gis!
desztin8ci- -k poz2di t_rugmBnghrak®gidDjsalk®ikter e
hogy egy kism®retT ©°r°ks®gtur-s anaigiiagi adSlsizs
t echm®dola-szin8l at 8val a potenci 8lis turist 8k sz

A kisvs8rosok okos turisztikai fejleszt ®s ®v
szakirodal omban, ahol 8l tal 88ban al,R@Hy\v SE8Eroso
ki sv8rosok iIis ®l es versenyben vannak a tur.i
(n®ha nagyon hasonl ), egy adott t°rt®nel mi
monocentrikusak egy to°rt®nébini #8eroask&zponnt
fR kih2v8sa az, hogy megk¢l °nb°ztess® maguk
| 8t ogat -k felismerj ®k Rket. B8r sz8mos Vit i

kethtaR | ehet Rs®get nvieksozrn ekt afzi8gsyie |l embte®sta hoz
r®szben a moderni z8ci - ®s a technol - gi ai fe
szolg8ltat8sok nem sz8nd®kos szabv8§nyos?2tS§s
k¢l °nbs®gek egyrk (BkSdmd &| Mogzadkna 2018) . A
fontosabb8 v8lik a desztin8ci-k helyettes2t
motiv8ci-val rendel kezR turist8k azonban 8§11t
®Im®nyekke|bandé§angp§kulk 2018). Ennek el ®r
strat®gia a kul cs, amely az egyes turisztil

(Hooley et al., 2004).

A technol -gi ai f enggbl® d @i, N&s aazt Salgyaka i nter
r8§di -frekvenci 8s azonos?2t8s (RRMd)fakx&8elhmbul t e
®vtizedekben forradal mas2tott8k a turisztika
®vek sor8n jelentRsen er Rsfa° dt°utrti szRii tktaer s& e

v8l I al koz8sok egyrlasnk&8lbjb8 k®r (t Rrhitter & mt&®s,r e2 0
j°vedel mezRbb f ol yama Hadjeliasel ¥.°202R2)et ®s e ®r de k ®b
Az okos technol -gia bevezesg®B®Bsiekainno®@IBter ¢ ¢te
& Brandt, 2014), a | 8togat: -k meg2?t® ®s®nek e
hogy a digitalie 8a ide shzetfion 8c8is-olw&ltgsazt §8s 8t .

c®l ozt a meg, kazditdingidtegtlhimso | alghk &lkmt er ¢l et ®n ..
A kor 8bhbi kut at 8sok al apj8n a k°vetkezR kut a

1. Hogyan befol y8sol j 8d&p oa edicgi8tl §lsi st utre csh mSdkl -
°roks®gturi szad &t@8®bamrsztingci -k

A kkeegtR al k®r d®seket fogal maztuk meg:
2. Hogyan kategoPir2&lsi®gt uki azti kai ddgs 81 n§

technol -gi 8k az ezekkel kapcsolatos attit

3. Milyen hat 8ssal vannak a k¢l °onb2zR Ot 2pus
at it Td°k az egyes °r°ks®gturisztikai des
k®pest ?

4. Milyen k¢l °nbs®gek azonbRsealhtat gk near 8fciiatka
tecmol - gi 8kkal kapcsolatos attitTdjea k°zo©°o-
°©r % ks ®gtduersizstkiira §kzaar ej ®r e ?
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Sz®kes feghy®rmagryar t°raz2®n@BECD (kaA BAXB)r okkef i n2 ci
ki sv8rosokat az 50i00@ak®ss28068z 9midaOkiRie &xt° &r d z :

magyar tf;,RvBoaegs8vet Rl eg 96 000 | akossal (
esettanul m§nyk®nt wval .- Kkiv§8l dégttBeScBH rdmtlz- gii n8d
al kal maz a turizmusban. A v8ros | -|I i smert &
emlegetkmi vel iitt koron8zt8k meg a magyar Kkir 8l
el . Erre a to°rt®nel mi °r°ks®gre ®pgl a deszt
Az okos technol  -gi 8k fejleszt®se®mazai hélraptl
strat ®gi ai c®l kit Tz @saeni bke®vzelztett t ®k e raezp e b k 0 sz
mobil al kal maz8ssal, a -tvegirtoRsp okn®@to k k @ #¥Fpvakrsk j i8rba

ell 8tott okospadok 8l lnak rendeltlkaR@ISRsd,e nm?20¢
gyal og8t kel Rhel yeket ®p2tettek, amelyek jelz
A v8ros vonzerej ®nek nCivsel ®s|®Ir s zdti eyti@deskl i ts° be
t 8bl 8§zat) .

14 t 8bli8z&@ltiis Degzk®z°k a sz®kesfeh®r v §

N®v Revid | e2r8s
. : Mobil alkal maz8s a v8ros t°rt
p'§?'®L§|'Sa Titkok parkja, amely ®rintR
J (appark ®bhaazp8§t@d®ka Iingyenes)
Rendezv®n|Sz®kesfeh®r v_gri Kirsg8lyi Napok
appli k8ci navig8ci - -val
Kéel °nb°2zR tort®nel mi t ®m8k ®s
Ep¢l etek |belv8rosi ®p¢letekre tCp®@li®h&eul
f®nyfest®vet?2t®se a Szent I stvs8§n Kir 8§l
®l menyszer T mwWwult 2g®rete).
ffrzgl\éfglnteraktZW netce ai®r jzPtk@K Rv el K ¢
Kirak-s | inect j 8t ®k f@neyl keot cekksr kek avle tv2at
f ®nykock$§
8%_3_';§Lijlnform§ci-k a turiks dtoikk die od tvte
E'egi/fei:m'(@; rli])i.git§lis k§rtya, amely ajs§nl
elyivon zer Rk ®s turisztikai szol
rendszer
Digitsglis
turisztikai Temati kus turisztikai Yatvonal
Yat vonal ak
V8rosi Mo bi | al kal maz8s sz8mos haszn
mobil appl attr akisi rkern-dlezv®nyekr RI
Okos A napenergi 8val mTk°dR rendsz
2l o §tkaz Yat o n, amit s8rga villog- f
gy g s°t ®t s®gben | ®zerrel megvil 8g
A rfmTvezet Rk egy mobil al kal ma
Olkee pa‘rkk°vethetik a parkol -helyek fo
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Vezet ®kes ®s vezet ®k n®l k¢l
alatt napkoll ektorok vanniakma
Az ¢ Rf el gifiteits ibnigzyteonse?st , be®p
i dRj 8r 8st is figyelik, 2gy ak
mi vel fTtRel earaval t ®endblt kapbk

Okos padok,
t°l t Rpont

Fors8$ 8t szEDM®Azu®set Ri vel k®sz2tett int
M®r ®s

A k®rdR2vet 3s3zéalkl ySzobMSZeh®r v8ri Turisztik
egy¢ttmTkeodve dol goztuk ki . A helyszz2zni t e
desztingci - baqi tngelgitsal rBd diamltd 8sdook ®s a szakiroc
al apj 8nmé&ghagt 8§ edAzz8 s§lal ?ht®8 § oKsaitZE @®Fuyt ¢ K (1 =nem

egyet; 7e gy 9t ®rBgy tovs8bbi elem (vS8ltoz-: di f f el
tartal mazott arra vonatkoz-an, hogy a digit 8
a deszt(l5ng8tkEbkgtrat) .
t §

15. bl §z & €1-thAez2Mm®Y Was |

V8l t oz | 1 2t 8s Hi vat ko z &

Sz®kesf eh®r
Turisz t i k ali Ko°
Nonprofit Kft.;

Trinchini et al., 2019
Huertas et al., 2021

Me g k
hat 8§

A d

e el °nlksz§g
a s mi n
ren

i8st ®KSE r(ocaspip | i

al maz8s eg
t ®kho z Sz®kesf eh®r

Turisztikali
y appl ik 8 Nonpofit Kft.;

§ci - r end Bohlin & Brandt, 2014;
i - kkal ®s |Giordano& Ong, 2017;
l et e f ®nyf est @ CGretzeletal, 2018;

t ®nel mi t ®m§k @ Solima& |zzo, 2018;
"Cvet2t®se az ®p¢l et (Mand&Pirani |«

L _ 2019;
F®nymTv®szetl tervepyspog n®, 2

utcail |8t ®k kinect veyetal, 2020

t ®m8 kban. Shafiee et al., 2021;

Kirak- s 8§t ®k 3D f Vuksanovi l
§t ®k

—

form

X O T ® wxX

n
Stepe
Ut oy

-~ =g
MDD D
T O —»;
C Sw N
nw - —
QO T
=

kirak-s
kock8kka

Digits8lis kK8§dok&kha@at
i nf or mt@risatikaik a

| 8t v8nyos«k§dgwmkr - |
beol vas8s8val
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Digits8lis turiszt.i

rendszer: digit$8li

aj 8nl atokat ®s ked

| 8t ni val - khoz ®s s

Digits8lis tematiku

k¢l onb°zR t ®m8 | Y

k2ng8l 8sa navig8ci -

V8rmebi |l appla kv88crio::

| 8t nival - kr -1 ®s e

I nform8ci -kat tart

1825

26-35 Buhalis& Foerste, 2015
Kor 36-45 Jeong & Shin, 2020;

46-55 Levy, 2020

56-65 Floros et al., 2021

65 felettiek

Fors8$8t kutats8s, 2021

Minta
C®l zott mintav®tektaabkhf mbhdt unBl akkknerda- k ker
vizsgsglt deszt Pn@EPH®banazaz potenci 8lis tur
COVID-1 9 mi att a fel mBr ®s't kiz8r -1 ag onl ine
| ek ®r dez Gsm®r@®s SMeyppscengeren kereszt ¢l ker ¢l t
rendszer benm8roaituisna . ®s208p0ld e £ R @ Budapdss Gdkvinus
Egyetem 537l @av®nyes v§8§laszt gyTjtoettek ©°ssz
Egy ©pil ot fel m®r ®s t k®sz2tettg¢nk, amel ynek
potenci 8ltiwrilsal8fvtalldiel Rzetesen teszteltg¢k a
v8l aszad-k mennyire ismefliiks aeskkPZAlk® Z Rl leal
eredm®nyek®nt |l 8t hat-v8 v§lit, hogy waazfi at al
i d Rs e bdzantbareegky e s eszk°z°%°ket el kell ett magyar
online k®r dRIheera&kg khRe |dyeezt®ts mel bh&®r delZ Rbi°czt @
ki k®pazdikhgit8lis eszk©°©z°k meghat 8roz8s8val
szoftve s eg?t s ®g ®veell e nizReksosneplo n(eMGA) ®s | ines8ris
PCAt az®rt v8lasztottuk, mert ez az egyi k |e
sz8m8nak cs°kkent ®s®r e, de a | ehetsRrleggtestslzi
hat ®kony eszk®z a figggR ®s f¢sgggetlen v8ltoz

A mint8ban a nRi v8laszad-k domin8ltak (59, ¢
hogy a v&8l asszh& - s 225 3@&w26&8 z®vt k © a8@&t50 ®v7, 99
k°z°ttiadebb2 ®V% k° z&5665 , ®L 8k T2 tpedi d 96 3 %®v f
megk®rdezeat ghencdaeldb %n ®| kg égy gyermekkel k17,194 3k ® %

gyermekkel ,-at pe8blgi h&l @&y esrargek kt € lb. A technol
tekintve a v8laszad-k pozit2van viszonyultak
(8t 1l agosahn®tsf, RKKABAg8in ) . Az eredm®nyek a k¢l
el t ®r Rek: az 55 ®ypo®@litfvanhalvazalhyobgghna

k°zbeni hasz?28| ®v8bokxo(asdpgor-3ibha®vaesedagbsan
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®v es ek -%65 ORv, e 46k -6, ®BY)e,s avBI MG zad-k ink8bb po
a 65 ®v feld egpyange|l@rszaalkdl-Rd®st mutattak (8t

A dilgist @8 echnol - gi 8k kategori z8Il §sa

A k¢l °nb°zR t2pus technol -gi 8khoz wval .- atti
|l egsz®l esebb Kk°r ben-tdkamaztonkS8hodge geys8ks®ska@t tneelang IP-C /
v8l toz-kat hozzunk | ®tr e .-krA tf@&rkioumpookn e&hsg eak -\sazr
(6 iter8ci-ban konvergs8lt) al apj 8n hat 8r oz
®rtel mez®s ®hez. A KMO ©@®rtte®kzt magiagni fOMjkeBhEs®t
eredm®ny megfelelR illeszked®st mut ataot t a

| ®t r e3h ofzaoktttor magyar §z-gH6 @ t\Bdl i8amdi)a 74, 351%
16 t 8bl §8zat: Rot8lt faktorm8trix egye

Variancia | Ku mu |

Faktor Egyeng (%) (%)

1 6,487 32077 32077

2 1,435 21995 54072

3 1,000 20279 74351

Fors@8$ 8t , 2024t at §8s

Al7.t 8bl 8zat tartal mazza az egyes faktorok s %l

177 t 8bl 8zat: Rots8lt komponens mS§t
L®t rehozo@t dv gl Faktor LsStens v
technol -gi 8k meg 1 2 3
V8rosi mobil appl i 0832
Digitsglis tematil
Yat 8onal a k 0805
Digits8lis turiszt 0772 Okos turisztikai
kedvezm®rgnisger t vy a ’ programok
Di gi t 81 i s wk8 rdoosknk( 0,750
Digits8lis v8rosi 0,660
Rendezv®ny appl i}t 0585
Ep¢l etek f®nyf est 0,893
F®ny mT vt®srzveetzi Rj §t 0,874 Okos att
Kirak-s j8t®k 3D 0,759
Okos gyal ogs8tkeldl 0,892 Okos
Okos parkol §s 0810/ technol
Okos padok, toltl 0,694 keke;pt(:jsc;lar;o%n
Forr 8«kuts@238st
A t®nyezRket Gretzel et al. (2018) kutatgsa

programok?o elnevez®sT faktor azokat az el e
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desztin8ci-ban a programok ®s az ®3RPorylkR&n m
al kal maz8sok form8j 8ban t8mogatj 8k az infol
jegyvg&ss8rl 8st, valamint a navig8ci-t. A m8so
azinterakt2v ®s | 8tv8nyos oko%rte®rz&«lPm®k &el §
bevon8s8gval korszerTen tudj 8k ®rtel mezni. A
kezdem®nyez®seko faktor azokr - | az innov§8ci
par kol 8st ®s a stzlabtaRdstt®rti§ nmoogbaitljt8e | ef on
A digit8lis technol - -gia ®s a desztin8ci- wvon
Line8ris regresszi -bamllk&tlrmeahza zuontkt ak Jle°nrt b °© PRC
v8l toz-k hat8sainak azonos?2t8s8ra annak Vvi z
vannak az okos technol -gi 8t-prhralsZzné&t edm@ryeco¢
(F=119, 86; sig=0,00) az al 8bhbi model |l ¢nk szi
°sszef¢gg®s van. A korrig8lt deogyarfentinodelti - s e
a fenti azonos?2tot thaws8 Intaagzy-ak B8z zlkae raezs zotk¢ols 4t 0el
YVat i c ®| .A18 | ats8zbtllgSszBantt mamtt egy¢tthat -k al apj §
le:
Desztin8ci - vonzer ej3842a+z0,4%8I0kos turiszikailprogrdmekg+i 8 v a |
0,294 Okos attrakci -k + 0,297 Okos technol - g

18 t 8bl 8zat: A digit8lis technol : -gi 8k hat &

Modell Nem szteih(Sztende

egy¢ttha egyeétth T Szig.
B Std. Error Beta

Clland - 3,842 0,065 59,156 | 0,000

oles el el 0928 | 0,065 0478 14272 | 0,000

programok

Okos attra 0570 0,065 0,294 8,774 0,000

Okos techn

kapcsolatos 0,578 0,065 0,297 8,885 0,000
kezdem®nye

Fors@8$ 8t 2820t at §s,

Val amennyi féggetlen v8ltoz- jelentRs hat 8s
programoknak van a | egnagyobb hat 8suhkogywz Yt i
a turist8k keresi k az intenz2v, helyi, auten
a Vv8rosi turizmusban (Bock, 2015) , ®s a dig
k®pest az okos attrakci- -k ®ezdem®hkpez®eeknmi
hat 8st gyakorolnak, ezek Magyarorsz8gon nem

Az ®l et kor hat 8s a

Kor 8bbi kut at8sok (Jeong & Shin, 2020; Levy,
vannak a fiatalabb (50 ®v al att i {urislikaiokog 1 dRs
technol -gi 8khoz val hozz88I Iv®dd tt eekiil 1j tae ta®lsezrE
i g®nyeinek m®| yrehat:- el emz®se, gyakorl at]i S
hat 8s8nak azonos?t8sa, ez®rt a mints8t Kk~®t r®
A fiatalabb szegmens tagjabq ®ves ek ®s az alattiak) k omol

mobiltel efonok utaz8s k°%°zbeni haszn8l ata ir:
gyenge ®rdekl Rd®st mutattak. Emiatt az adathb
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fiatalabb szegmena minta 62%8t tett e ki . Mi ndk ®t szegmens
n

model |t al kal maztunk, amely szignifik8ns er e
0,000; F 56 felett = 48,086, sig= 0,000), ®s
8§t , az 55 ®ves ®s fiat al a8htb anka gsyzaer g8nzezmas. eAsze te

k¢l ©°nbs®get mut &kt°redlkk tat Gkb®t8 zsazte g me n s

199 t 8bl 8zat: A digits8lis technol 5di R elsa t®Ss
fiatal abbak; 55 ®v felettiek)

Nem Szt ende
sztende o 1ot
Kor Modell egy¢tt 9y ¢ T Szig.
B Std. Beta
Error
Clland- 3961 0,095 41,619 0
OLEE IEZLE 0860 0105 0383 8173 0
55 @v programok
fiatalabb Okos attrakc 0580 0,086 0,313| 6,767 0
Okos technol
kapcsolatos 0,634 0,088 0,338 7,219 0
kezdem®nyez®gG
Clland- 3618 0,105 34322 0
OLEE IEZLE 0892 0092 0527 9735 0
55 @v programok
felettiek Smart Attractions 0,505| 0,098 0,277| 5,135 0
Okos technol
kapcsolatos 0413 0,097 0,231 4,268 0
kezdem®nyez®@G

Fors@8$g8t kutat8s, 2021

Mi ndk®t esetben al amennyi v8ltoz- JjelentRs

v
ann8l fiatalabb v8laszad:-k eset®ben az okos
kezdem®nyez®sek val ami vel teleskoddlieh(lOh att 8lslt 8§ gyta
m2g az okos turisztikai programok sokkal fon
alacsony ®rdekl Rd®st mutatnak m8s okos techn
45¥sszegz®s, a t®zisek megfogal maz§8sa

A technol -gia | elienztRisk ahiat&8gaszdt rvaa n( Hwu atnugr et
°r°%ks®gturisztikai desztin8ci-, Sz®kesfeh®ryv
fel ®. Fel mer ¢ | a k®r d®s, turieztkpivanztz et ejp@®ti ®®s hik
k¢l ©°nbP zimeg hmkogt8tc hanzolo gi 8k seg?2ts®g®vel

Az el sR kutat 8si al k®r d®s kapcs8n az okos
azonos?2t8s8ra ©°%9sszpontos?2tottunk (K1) . H8r o
programoky¢ 8 r o s i ®s r epnpdl ei zkv§Rmhily-gkmto®li il 8 t emat,i kus t
di gits8lieduvue sw@mernydde@ i tdyiagi t 81 i sk -vdS8orkoksanl®z ®bi gQ
vErosi | 80)®k Okpp!l iak §aiak ¢ier k e @RS ye@Kevk® sfz@rt yi f e
kirak-s3Dj 8t ®hyKHock®sSkkakos technol - gi ai k e z
gyal og8t kel Rhel yek, okos parkol 8s, okos pado
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M8sodi k al k
k¢l °nb°zR O di
vonzerej ®t
40%a). Jeong ®s S h
i nform8ci - ker
a digitsglis t
okosinfrat r ukt %r a

®r d®s ¢nkhoz regresszi - s model |t
t 8l i s tebhlbhmygylangib8kfhoolzy 8@l § a he
) . Az eredm®nyek kiemeli k a d

(2020) szerint a turist 8k

]
gi
K2

ng

es®sr e haslzen &Inj Kku taazt 8osk cesr etdenc®mnny
ur

)

[
(
[
e
i sztikai programok fontoss8gs§
figyel embev®tel ®r e.

Az eredm®nyek meger Rs2ti k Jeong ®&sz&ihtan (202

okos turisztikai technol - gi 8k h8rom kul csf
interaktivit8s ®s a szem®lyre szabotts§g,
el ®gedett s®get ®s a j°vRbel. Yaj Sr-d s n ®lz Bts 0 gaa
informativitg§st, addig az okos attrakci - -k ®s
Az okos parkol 8s p®l d8ul a turist8k sz8&8m8r a
kevesebbsrs szt okoz ®s i dRt takar?2t meg.
Korltbut at 8sok (Buhalis & Foerste, 2015; Jeo
kel °nb°zR gener8ci -k elt®rR ®rdekl Rd®st mut a
a szempontb-1 fontos megvizsg8lni, hdoRByelmb | y
gener 8ci k digit§|is technol -gi 8khoz eval
gyakorolt hatl®@daen( Ka)t ak 85° tetred m®nyei al apj 8§
mi ndk ®t koroszt8ly &eset®benebhnhnd@&ksagi 8kvaha saz
Emel |l ett az a k°vetkeztet®s vonhat: - | e, hogy
®s az okos technol - gi 8kkal kapcsol atos k e
gyakorol nak, mi nt az 88léehbbs8menemddel kbeset G
turisztikali programok fontosabbak. ¥sszess®g
kivs8l aszt §s ankionrt alz8t®lgeattkdrtszegment 8ci - s Kkri
(Hausmann & Schuhbauer, 2021).

Jelen tan | m8ny az el sR annak meg®rt ®s ®r e, hogy
hangs¥ yozott ®l es versenyben a digitsg8lis t
°r°ks®gturisztikali desztin8ci - k (Kvan Xeairt eajt &ts
bizony 2t ot t a, hogy a helysz2ni technol - gi 8k me
tel epgt ®m8ka. Egy t°rt ®nel mivagy asdk kass@gudia ®p 2 t
n°vel ni a vonzerej ®t: a m¥Wzeumok sz8mg aadot
korl 8tozott. Ezeknek a v8rosoknak kisebb a k
| ®p ®sr Rl alk®p@®srad ttriakmrci - kat fejleszteni

Az okos technol . -gi 8k °t szempontb-| ny %j t a

Sz8m8§r a:
El Rszi°gi,t &l ids attrakci -k ®s megol d8sok a v&8r

vonzer Rket tov8bb | ehet fejleszteni az8ltal,
egyQRk - ddal , amely bRvebb infor m8tmutatb megdA vagy
V8ros pozicion8l-§8atwhlelt mzawvliBawsmamadkhzy err e
okos megol d8sokkal a leg¥%uabb8teskh®ot - gaguhbt
M8sodszor, ezek az okos& maghbekd§gsaksethen &fkg k a g
egy innovatz2zv °tletre ®s a m8r megl ®v R techn
m§r megl ®v R okos mego|p®g s 8 kdingigmdil ksl ddaugz htolza
nyel veket | ehet hozz8adni, ediygidi8gl®tkéhlocizs ®vsw
speci fikus k¢l det ®s ek adhat - k. Ez a sokol d
gyakrb ban | 8t ogassanak el a v8rosba.
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Harmadszor, a digt 8§ 1 i
attrakci - k: e
mntb 8r mi | yen t
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Th5a Adigits8lis technol - -gi 8k az ezekkel kapcs
oszh agka ki sm®ret T ©°r°ks®gt ur oksszurisztkaiprograimeks z t i n §
(v8rosi ®s rendezv®&nygi m@bii Isappelmakt 8dkiugsk t t8u n is s
turiszti kai +keaodzere zdm®ni ytk88lritdy -ad®Drkdgsan @42 @s QR r o s i
appli;k8xckos) attrakci -k (, f @npysnhTevt@ske iefit @ rk yt fseer §vt 8@rs
3D f ®nyKock®$Skkakos technol - gi 8val (okoapcsol
gy al o ¢pélytokkeolsR pak kel padok), t°ltRpontok

T5bAt uri st 8k az okos technol -gi 8kat el sRsorba
inform8ci -k keres®s®re ®s a digit8lis Vv8rosi|
desztin8ci-kban. Az el sRsorban infoem®s®r gy
haszn8dstz ko°kzo°sk a | egf ontosabb h%z-er Rk, de az
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T5c. Az ®l et kor minden korosztg8ly eset®ben hat

haszn8l at 8r a. A fiatalabb szegmensek eset ®be
kapcsol at os kezdem®nyez®sek val ami velos er Rse
model | ben, m2g az i dRsebb gener8ci: -k eset ®be
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ABSTRACT ARTICLE HISTORY
Small-scale heritage towns usually face fierce competition from Received 20 March 2023
surrounding destinations, particularly in peripheral rural areas where  Accepted 23 October 2023
tourism holds important possibilities for regional development. This
study examines on-site smart tourism technqlogy as a tpol to increase Smart tourism technology;
attractiveness and differentiation of heritage destinations using onssite tourism technology:
examples of Hungarian destinations. The research seeks to answer the positioning; heritage town;
question whether a small-scale heritage destination can become a more destination positioning
attractive destination due to technology from the perspective of

potential tourists. The paper analyzes quantitative data collected from

537 potential tourists. Principal component analysis was used to identify

the factors considering attractive and differential on-site technologies. A

regression model was created to examine how these factors affect the

potential tourist’s decision-making: whether heritage towns with smart

on-site tools are too similar to towns that do not use such technologies.

Three factors of on-site technologies have been identified: digital

sightseeing, smart attractions, and smart infrastructure. According to

the regression model, digital sightseeing is the key pull factor, but

smart attractions and smart infrastructure also have a positive effect in

small towns. The study presents the first empirical research on the

effect of smart technology on positioning small-size heritage towns

based on demand-side research.
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Introduction

The development of cultural heritage is at the center of European cohesion policies, with a focus on
a ‘place-based approach’ and smart specialization. “The smart specialisations approach is getting to
be a key instrument for identifying regions’ opportunities for growth, development and circular
economy. It is a place-based approach and plays a critical function in benchmarking regional com-
petitiveness and attractiveness’ (Stanojev & Gustafsson, 2021, p. 3). There is a gap in the academic
literature concerning smart specialization in regional, peripheral small towns, as usually urban cities
are the focus, however improving the attractiveness of cultural heritage is an important way of
creating regional development (Harfst et al., 2021). These small towns face fierce competition
regarding attracting tourists. They usually offer only a few (sometimes very similar) attractions con-
nected to a specific heritage (e.g. history or buildings) and can be monocentric with one historical
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city center (Bucurescu, 2015). One of the main challenges of these destinations is to differentiate
themselves to become unique, so that they could be recognized by potential visitors.

Differentiation is becoming even more important due to the increasingly blurred differences
between destinations (Evren & Kozak, 2018). When it comes to differentiation, an adequate posi-
tioning strategy is the key, which can be a source of competitive advantage for destinations (Hooley
et al,, 2004).

While there are many destinations available, travelers typically consider only two to six options
when making their decisions. One of the biggest challenges that destination marketers face is com-
peting with locations with similar characteristics (Pike, 2012) which makes the former substitutable
(Pike, 2005). This can be partly attributed to the impact of modernization and technological devel-
opment in tourism, which has resulted in an unintended standardizing and ‘dedifferentiating’ of
products and services (Pike, 2008). Tourists with specific motivations for traveling tend to be
more satisfled with memorable and unique experiences in destinations (Sangpikul, 2018).

Technological advances and solutions such as the Internet of Things (IoT), Radio Frequency
Identification (RFID), mobile devices, and gamification have revolutionized the tourism sector in
recent decades (Buhalis, 2020). Digitalization has grown significantly over the years (Ritter & Ped-
ersen, 2020) and is increasingly being used by touristic organizations to create value (Amit & Han,
2017). It involves the use of digital technologies to run more efficient and profitable processes (Had-
jieliasa et al., 2022), even in heritage towns.

In recent years, historic town tourism has been growing intensively (Teng, 2017) with places of
historical significance contributing in a unique way to tourist satisfaction and motivating them to
visit (Rejikumar et al.,, 2021). Studies pertaining to heritage towns concentrate mainly on cultural
heritage management (Bucurescu, 2015; Paul & Roy, 2017), on planning and management (Tian
et al,, 2013; Yang & Wall, 2022) and competitiveness (Bucurescu, 2015; Teng, 2017).

Implementing smart tourism technology can improve innovation through digital tools and
differentiation in a heritage destination (Bohlin & Brandt, 2014) although there is a gap regarding
the analysis of the perceptions of visitors and the question arises whether this innovation can affect
the choice of the destination among competitors. The research in this article addresses this research
gap, particularly in the field of applied technologies.

Due to the fierce competition between destinations, particularly heritage destinations, it is urgent
to identify the factors that contribute to competitive advantage in terms of tourism (Pike & Page,
2014). The aim of this study is to analyze the use of digital technology as a positioning strategy for
heritage towns. Through a case study, we seek to answer the question whether a small heritage des-
tination can use technology to differentiate itself from the perspective of potential tourists. To
address this question, we conducted quantitative research with 537 valid answers. A factor analysis
was carried out to identify factors relating to on-site technologies and a regression model was set up
to examine how far these factors affect the potential tourist’s decision-making. Despite ongoing
debates on the topic, to the authors’ knowledge, this study is the first empirical survey using
demand-side research about the impact of digitalization on the positioning of small-scale heritage
towns.

The paper is structured as follows. First, we introduce the notions: positioning, destinations and
on-site technologies, and discuss their function and role in differentiating from other destinations.
Afterwards, we present the empirical research: the employed methodology and the results. Finally,
we discuss the results and draw conclusions from the research.

Positioning in destinations

Destinations are under enormous pressure to develop offers that meet the needs of tourists for phys-
ical, emotional and internal self-enrichment (Wolf et al., 2017). It is important to become part of the
mind map of the travelers (Ries & Trout, 2006) by knowing how a destination differentiates itself
from competitors and how it can satisfy travelers (Botha et al., 1999). Positioning can enable a brand
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to compete effectively within a particular group of competitors in a given market (Keller, 2003).
Effective positioning gives decision makers the tools to solve a problem in a different way from riv-
als (Chacko, 1996).

In the context of tourism, the concept of destination positioning was first introduced by Botha
etal. (1999) claiming that instead of focusing on marketing plans from the aspects of marketers, the
starting point is to identify what visitors think about the destination and use these key attributes.
Developing a strategy to position tourism products effectively plays a major role in destination mar-
keting efforts (Saqib, 2019).

One of the greatest challenges facing DMOs [Destination Management Organizations] is navigating the often
fiercely parochial local tourism industry politics in the design and implementation of a narrow brand position-
ing proposition, from a diverse and often eclectic range of attractions, cultures, amenities and geography,
which will be meaningful in heterogeneous markets. (Pike, 2009, p. 860)

Destination positioning refers to the process by which a destination’s distinctive place is established
in the minds of potential visitors (Gartner, 1989) and how current and potential visitors perceive
the destination in comparison to its competitors. This perception can be the result of either the visi-
tor’s previous experience or the destination’s efforts on managing its own image (Ritchie & Crouch,
2003; Sulyok & Lérincz, 2017). The destination is compared regionally, nationally and internation-
ally as a location for a particular type of activity or as an alternative to other destinations that may be
stronger or more established (Kotler et al., 1993).

The destination positioning process starts by defining the target market and examining the over-
all travel conditions, followed by identifying competitors, defining current/potential visitors and
their perceptions of the competitors” strengths/weaknesses, and identifying differentiated position-
ing opportunities. The final stage involves defining and implementing the competitive positioning
and evaluating the success of the positioning strategy over time (Pike, 2008). The results of the posi-
tioning study can also be used for comparative promotion of the destination. Positioning studies are
more complex than image studies and target more effective ways of proposing image management
policies for a destination (Gallarza et al., 2002).

While the effective positioning of a destination in the consumer decision sets is a potential source
of benefit for destinations (Pike & Ryan, 2004), the process also benefits travelers, as understanding
consumer needs is essential. A meaningful offer helps to simplify consumer decision-making (Ries
& Trout, 1986), while defining the characteristics of a destination is needed to achieve a given posi-
tioning (Laing & Lewis, 2017).

One important issue when positioning in competitive markets is differentiation: in marketing,
the metaphor ‘battle’ may be used, and the minds of customers are the battlefield of brands
(Evren & Kozak, 2018). Research on destination positioning has mainly been carried out in the con-
text of destination image (Gallarza et al., 2002). Coastal destinations (Pike & Mason, 2011), confer-
ence destinations (Kim et al., 2011), golf destinations (Kim et al., 2005), honeymoon destinations
(Kim & Agrusa, 2005), culinary heritage (Alonso, 2013) and urban destinations (Miskolczi et al.,
2020; Prayag, 2007) were examined for positioning, particularly in relation to other competing des-
tinations. This allows the destination to develop its own specific positioning based on the prefer-
ences of visitors and weaknesses or strengths of other destinations.

Recent research on positioning has focused on smart destinations (da Costa Liberato et al.,
2018), on destinations with cultural attractions (Khodadadi et al., 2022; Sorokina et al., 2022),
and on clustering of tourist destinations (Claveria & Poluzzi, 2017; Jardim & Mora, 2022). However,
none of the previous studies deals with small-sized heritage towns.

Smart on-site tourism technologies in heritage destinations

Technology has changed the tourism industry fundamentally over the last decades, particularly in
the area of marketing and sales (Buhalis, 2020; Law et al., 2015), but it has also enhanced the
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efficiency of the back-oflice activities of service providers (Law et al., 2014). Online peer-to-peer
sites empower travelers to share reviews and search for personalized services (Buhalis & Foerste,
2015; Hays et al., 2013), while the appearance of smart phones has started a new dimension of con-
nectedness, real-time communication and co-creation (Buhalis, 2020; Jang et al., 2021; Wang et al.,
2016). The phases of development can be described as follows:

Organizations developed their Web 1.0 presence as a window to the world and their websites as e-commerce
shops. The Web 2.0 and the social media revolutionized interactivity between users and also between users
and organizations. Smart tourism, Web 3.0, or the semantic web bring a range of opportunities that optimize
the entire network and support the tourism ecosystem. The development of smart mobile devices rapidly
emerged as a new agile flexible network and challenged desktop computing. (Buhalis, 2021, p. 1)

Smart tourism is a prevalent trend, which has a significant effect on all the participants concerned
(Buhalis & Amaranggana, 2013; Jovicic, 2019; Koo et al,, 2016). The term smart tourism is often
used in an inconsistent and generic way (Shafiee et al., 2021). In our study, we use the term as inter-
preted by Zhang (2012): a system of tourism, which utilizes the advantages of digital technology to
create and manage smart tourism services/experiences, as well as characterized by an intensive shar-
ing of information and value adding.

The public and private sector, particularly Destination Management Organizations (DMOs) can
play a catalyst role in managing the change toward smartness and create the rules and the policies
concerning the development (Gretzel, 2022; Sorokina et al., 2022). Sorokina et al. (2022, p. 3)
underline the fact that increasing visitors’ experiences is among the most important elements
with regard to smart tourism and therefore the perceptions of tourists should be analyzed. Technol-
ogy readiness can vary a lot over different tourist groups, for instance, younger generations feel
more ready to use smart tools than older ones (Blut & Wang, 2020). Regarding the demand for
smart tools, differences between age groups should be identified. Levy (2020) analyzed the differ-
ences between age groups focusing on Boomers (above 55 years), Generation X (39-54) and Mil-
lennials (22-38) among American adults. The research found that

interestingly, improvisation might be more for older age groups. Younger adults book many of their activities
ahead of time, while Boomers tend to wait until they arrive at their destination to lock down plans. (...) Shar-
ing what's happening on vacation digitally is common among all age groups; younger travelers are more likely
to post on Instagram and older generations prefer Facebook. Still, not everyone shares on social media or pre-
serves their activities digitally while traveling. More Boomers (20%) refrain than Gen Xers (13%) or Millen-
nials (7%). And older travelers are more inclined to unplug from work when they are away. (Levy, 2020, p. 5)

It must be highlighted that younger tourists are more open to co-create their experiences through
technologies by sharing information about their personal preferences (Buhalis & Foerste, 2015).
Safety and cyber security policies should be given more attention, particularly in the case of sharing
personal preferences or content (Femenia-Serra et al., 2019).

On-site technology empowers service providers to reach a deeper understanding of the actual
values of the destinations and attractions (Gretzel, 2018; Gretzel et al., 2015; Hausmann & Weuster,
2018). Considering the role of technology and the intensity of co-creation, Neuhofer et al. (2014,
p- 13) proposed the technology-assisted experience hierarchy model, which consists of the following
phases: 1. Conventional Experience: experiences without any support of technology; 2. Technology-
Assisted Experience: Basic phase of involving technology particularly Web.1.0 and online com-
munication; 3. Technology-Enhanced Experience: Main focus is on the interaction generated by
the Web.2.0 technologies, and co-creation of this with the participation of peers, service providers
and locals; 4. Technology-Empowered Experience: Phase 4 ‘provides personalised, individualised
and contextualised products and services, based on real-time dynamic engagement with customers
and co-creation of experiences, to optimise value for all stakeholders involved’ (Buhalis & Sinarta,
2019, p. 565).

The type of smart technologies can vary a lot and include social media, mobile technologies,
smart devices, sensors, cloud computing, Internet of Things (IoT), Augmented Reality (AR) or
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solutions connected to Artificial Intelligence (AI) (Shafiee et al., 2021), big data and end-user inter-
net service system (applications; Virtual Reality and Augmented Reality) (da Costa Liberato et al.,
2018), specifically Google maps, ride-sharing systems and smart street lighting (Jeong & Shin,
2020). Gretzel et al. (2018) identified the following categories of smart technologies in the example
of Seoul: 1. Smart infrastructure (e.g. Wi-Fi and DMB (digital multimedia broadcasting)); 2. Smart
Technology-Related Initiatives (e.g. smart transportation, public bike); 3. Smart Tourism Programs
(e.g. city pass, mobile applications selling local experiences); 4. IoT (e.g. sensors for tour routes
planning and waste management).

Considering heritage destinations, technology can play a major role in the wide variety of tools
to enhance experiences, and make attractions more accessible and understandable (Rueda-Este-
ban, 2019). Bohlin and Brandt (2014) highlighted the fact that technology has made the interpret-
ation of attractions more flexible and personalized and has enhanced the experiences through
storytelling with the help of augmented or virtual reality (AR/VR), particularly in the case of digi-
tal guides. Gatelier et al. (2022) emphasized the role of flexible value proposition, for example, in
advanced technology like VR, each segment can be targeted with different values, based on the
knowledge and the need of the targeted circle of visitor. There has been considerable research
interest in AR application (Graziano & Privitera, 2020; Nevola et al., 2022), particularly regarding
design and implementation of these apps, as well as the analysis of experiences and satisfaction.
However, although these tools provide a popular means of interpretation, it should be highlighted
that

it is also unrealistic to suppose that apps of this nature or scope will, of themselves and in isolation, result in
wholesale and/or radical behaviour changes or visitor redistributions, especially in the short term. Alone, such
apps will not provide the solutions to the grand challenges of mass and overtourism. (Nevola et al., 2022,
p- 385)

Among the high-tech tools of interpretation, light art design projects and attractions are spectacular
(e.g. light art painting on buildings, Kinect games, light art festivals). The technology can be easily
customized to special and newer characters, but can also be expensive, particularly in the case of
light festivals (Giordano & Ong, 2017). QR codes are widely used in many sectors, including tour-
ism, primarily in hotels, restaurants, transport companies, and cultural institutions (Solima & Izzo,
2018; Vuksanovi¢ et al., 2021). According to Mandi¢ and Praniéevi¢ (2019) mobile applications and
Geographic Information Systems can also have an impact on the overall experience of the destina-
tion. Furthermore, memorable experiences co-created by digital devices can improve the attractive-
ness of a place brand and the awareness toward the destination (Trinchini et al., 2019). Information
and communications technology overall has an impact on the appeal of the destination, particularly
through social media and digital devices supporting the sharing of experiences with peers. Accord-
ing to Rueda-Esteban (2019) using technology during interpretation can enhance the sense of place
and the image of the heritage destination. The result of the research of Lin et al. (2020) considering
the effect of VR technology on destination choice and participating in slow tourism supports this
finding: ‘the key to influencing tourists” behavioral decisions regarding destination choice is trigger-
ing their emotional reactions and feelings. As a tool for branding a destination through emotional
triggers, VR has the ability to effectively stimulate some human senses, particularly hearing’ (Lin
et al,, 2020, p. 7). During the application of various technologies, it is important to take several
different aspects into account and plan the process itself properly, in which the measurement of
maturity can provide adequate feedback (Bakon et al., 2022).

Technology as a driver of differentiation

Technology can enhance the experience of both tourists and residents in many ways, but it can also
damage it, especially if the technology is overwhelming, of poor quality or constantly breaks down.
In this process, the first stage is the technology-mediated experience, where social media inter-
actions are the first driver to find inspiration for the destination, followed by mobile technology
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assuring on-site information gathering and memory sharing (Buhalis, 2020; Shen et al., 2020). Later,
the co-creation of the experience through technology is the next stage according to Femenia-Serra
et al. (2019). In this regard, technology plays an important role in creating personalized experiences,
which can assure a deeper understanding of the destination and a better attitude toward the values
and residents of the place (Gretzel et al., 2015, 2018; Hausmann & Weuster, 2018; Kokény & Kiss,
2021). However, there is a gap in research on the impact of technology on destinations’ positioning
and branding from the demand-side (Huertas et al., 2021).

Creating a ‘good place’ (Kavaratzis & Hatch, 2021) and offering memorable experiences are the
key factors for positioning a destination (Pino et al., 2018). Co-created memorable experiences
enhanced by technology can be the main driving factors for effective differentiation and branding
(Deserti, 2016). Smart technologies may play an important role in destination branding according
to Trinchini et al. (2019), however, the communication of the smart context is rather rare (Huertas
et al., 2021).

Consequently, tourists have a better image of SCs (smart cities) and STDs (smart destinations) because they
generate expectations of more personalized services (...) and more satisfying tourist experiences (...). Thus,
the image of cities and destinations will depend on their ability to provide technology and connectivity to resi-
dents and tourists through their smartphones. (Huertas et al,, 2021, p. 2)

According to earlier findings, using mobile phones during travel is widespread among different age
groups (Floros et al., 2021). A study carried out by Jeong and Shin (2020) about smart tourism tech-
nologies in smart cities revealed that Google maps were the most popular among tourists, followed
by ride-sharing programs, city guide apps, mobile payment, and parking apps. Surprisingly,
advanced technologies (i.e. AR/VR, IoT, RFID boarding or mobile concierge) were rarely used
by the respondents. Considering heritage destinations, Bohlin and Brandt (2014) emphasize that
in the competitive environment for such destinations, product development and new experiences
are crucial for differentiation and branding, and smart technologies like digital guides can serve
these goals. Based on previous research, the following research question was formulated:

RQ: How do on-site technologies influence the choice of heritage destinations by potential tourists in a Hun-
garian historical town?

The following sub-questions are proposed:
SQI: How can on-site technologies be categorized based on the attitudes toward them?

$Q2: What impact do attitudes towards different types of on-site technology have on the attractivity of certain
heritage destination compared to its competitors?

SQ3: What are the differences between younger and older generations’ attitudes towards on-site technologies
and their impacts on destination attractiveness?

Case study: the Hungarian town Székesfehérvar

Székesfehérvar is a small-scale Hungarian heritage town (according to the definition of OECD
(2022) classifying small urban areas as those with a population of 50,000-200,000) close to the capi-
tal of Hungary (60 km away) with around 100,000 residents (KSH, 2021). The reason for choosing
the destination as a case study was that the town implements smart technology in tourism. The
town is well-known for its history and is often referred to as ‘City of Kings’ since it was the
place where the Hungarian kings were crowned. Some former Hungarian kings are also buried
in the town. This means the uniqueness of the destination and the interpretation of the attractions
are based on this.

The destination faces fierce competition against other Hungarian heritage destinations, like
Visegrad and Godollé. Veszprém, the ‘City of Queens’ and European Capital of Culture for 2023
is located 50 km from Székesfehérvir, the ‘City of Kings’.
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In Székesfehérvar, the DMO was established in 2009 by both the local government and sta-
keholders to increase the number and the length of stay of the visitors. The DMO was successful:
in 2018 more than 160,000 guest nights were registered (45% by foreigners), which showed a
132% increase from 2009. In the 2020s, the town attracts young students on school excursions
and seniors, but business tourists are also important, particularly in regard of their spending.
The local DMO would like to make the city more popular among families and couples in the
future.

Due to the pandemic, tourist arrivals declined in the town: the number of guests declined by
more than 50% from 2020 to 2021 (Farkasné Szegd, 2019, 2020, 2021). There was a shift in the target
segments and strategic objectives: during the pandemic the focus was on domestic tourists and the
most important question was how to attract new tourists and how to regenerate the heritage attrac-
tions in the town.

The improvement of smart technologies in relation to infrastructure, education and tourism
have been among the strategic objectives of the town in recent years. In 2018, smart parking was
adopted with a mobile application showing empty parking places. Smart benches with USB char-
ging points and free Wi-Fi are available in two public parks of the town, while at some of the busiest
road junctions, smart pedestrian crossings were implemented to signal to car drivers the walkers’
intention of crossing the roads. Digital tools have also been developed to renew the attractiveness
of the town and/or to create new attractions in the following areas (Table 1).

Methodology

According to the DMO of Székesfehérvar, the smart tourism developments play a strategic role in
meeting the new trends and serving, at the same time, the repositioning of the town to become a
unique heritage destination in Hungary with modern interpretation of cultural attractions and
experiences. Analyzing the demand-side perspectives, the research question is the following: how

Table 1. Digital tools to revitalize tourism in Székesfehérvar.
Name Short description

Digital city game (application)  Mobile application for an adventure game about the history of the city (e.g. Park of Secrets,
which can be played with touch-screen mobile devices, the use of the park and the game
is free) (Figure 1)

Application for events Mobile application for Royal Days of Székesfehérvar with information and navigation
Interactive light art painting of  Different heritage themes and artistic performances are projected on buildings in the inner
buildings town (e.g. History of the Coronation Basilica was projected onto the facade of the
Mausoleum: the promise of an experiential past) (Figure 2)
Light art design game Interactive street game with Kinect sensor in different topics
Puzzle with 3D light cubes Kinect game for playing puzzle with painted cubes projected on buildings
Smart sightseeing with QR Information about tourist attractions by scanning QR codes
codes
Digital tourist discount card Digital pass containing offers and discounts for attractions and services
system
Digital themed sightseeing Offering themed routes in different topics with navigation
trails
Urban mobile application Application with information about the town, attractions, and events
Smart pedestrian crossing The system obtaining the energy required from solar cells detects when pedestrians cross

the road, which is indicated by a flashing yellow light to motorists, and it also illuminates
the person’s footwear with a laser in the darkness of the evening

Smart parking Motorists and car drivers can monitor the occupancy status of a parking space using a
mobile application

Smart benches, charging points  Functioning as a wired and wireless charging point. There are solar collectors under the
seating surface, so the structure is constantly charging itself. The seating area also
provides free Wi-Fi, and its built-in sensors also monitor the weather, so you can sit on the
benches even if it's snowing, as it has a heating element and is comfortable even in the
winter months

Source: Own construct based on the interviews of the DMO.
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Figure 1. Digital city game in Székesfehérvar. Source: Székesfehérvar (2014).

do on-site technologies influence the attractiveness of small-scale heritage destinations in the face of
fierce competition?

Sample

The two main objectives of the sampling were (1) to reach potential domestic tourists outside of the
destination, and (2) to collect responses from different age groups. Due to COVID-19, the survey
was distributed only on an online platform. The questionnaires were filled out face-to-face through
online channels (Skype and Messenger), and the answers were recorded in the online survey system
Qualtrics. Between March and April 2021, trained interviewers collected 537 valid answers from
potential tourists.

Figure 2. Interactive light art painting. Source: Székesfehérvar (2017).
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Purposive sampling was used: only those domestic respondents who live outside the destination
were chosen to be part of the sample, since they can be identified as potential domestic tourists.
Female respondents were dominant in the sample (59.8%). Regarding the age distribution, 22.3%
of the respondents were between 18 and 25-years-old; 18.9% 26-35; 7.9% 36-45; 12.8% 46-55;
18.7% 56-65, and 19.4% above 65-years-old. 62.5% of the respondents travel without kids, while
13.6% with one kid, 17.1% with two kids and a further 6.9% with three kids or more. In consider-
ation of the technology usage, the respondents showed a positive attitude toward technology usage
during their trip (with an average of 5.29). The results vary in different age groups: younger seg-
ments below the age of 55 years had a very positive attitude toward using mobile phones during
travel (in age-group 18-25 with an average of 6.5; 26-35 years 6.5; 36-45 years 6.02; 46-55 years
5.65) rather positive in the case of 56-65 years old respondents (av.: 4.59), while 65+ respondents
had weak interest (av.: 2.87).

Measurement

The questionnaire was designed in cooperation with the local DMO. The type of on-site technol-
ogies statements were created based on the on-site technologies of the destination and previous
research in the area. They were measured on a 1-7 Likert scale (1 = strongly disagree; 7 = strongly
agree). A further item (Variable: Differentiative impact) contained a general statement regarding
how far digital technology is able to differentiate destinations (Table 2).

A pilot questionnaire was created and pre-tested with 30 potential domestic tourists in February
2021 to assess familiarity of respondents with the meaning of the different on-site tools. It could be
seen that the younger people were familiar with the different technologies, while the definition of
some tools needed to be explained to older people. This was the reason to implement a face-to-face
survey instead of online questionnaires and train the interviewers with the definition of the digital
tools. The data were analyzed with Principal Component Analysis (PCA) and linear regression
using SPSS software. PCA was chosen as it is among the most widely used methods to reduce
the variables but to keep as much information as possible, while linear regression is an effective
tool to analyze the linear relationship between dependent and independent variables.

Results
The categorization of on-site technologies

To identify the attitude to different types of technologies by demand, one of the most widely used
tools for data analysis, PCA, was applied to the statements described in Table 2 so as to generate
uncorrelated variables. The number of the principal components were identified based on Kaiser
criteria and Varimax rotation (converged in six iterations) to understand and interpret the com-
ponents. The value of KMO was high, 0.903, the Bartlett’s test was significant. Both results showed
appropriate fit for the factor analysis. The results showed three factors explaining the 74.351% of the
variance (Table 3).

Table 4 contains the weights of each factor, and the interpreted variables as follows.

The factors have been named based on the research of Gretzel et al. (2018) introduced earlier.
The first factor called ‘Smart Tourism Programs’ contains all those elements which can help to
plan programs and experiences in the destination. These tools support information gathering, plan-
ning and paying for programs as well as navigation, particularly in the form of applications, while
others help visitor management in the town. These sub-types (application and visitor management
tools) can be seen in this factor. The second factor named ‘Smart Attractions’ are those high-tech,
interactive and spectacular smart tools, which can interpret the history of the city in a modern way
with the involvement of visitors. The third, ‘Smart Technology-Related Initiatives’ are about those
innovations supporting traffic management and outdoor mobile phone charging.
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Variable Statement

References

Differentiative Digital attractions make a heritage town more
impact attractive to me than a town without attractions.
Type of on-site How much would you prefer Székesfehérvar as a
technologies destination compared to similar heritage small
towns due to the following technical innovations?
Digital city game (application): mobile application
for an adventure game in the topic of history.

Local DMO (Huertas et al., 2021; Trinchini et al.,
2019)

Local DMO (Bohlin & Brandt, 2014; Fusté-Forné,
2020; Giordano & Ong, 2017; Gretzel etal, 2018;
Mandi¢ & Pranicevi¢, 2019; Shafiee et al,, 2021;
Solima & Izzo, 2018; Vuksanovic et al., 2021; Yew
et al, 2020)

Applications for festivals: mobile application for
festivals/events of the destination, with
information and navigation.

Interactive light art painting of buildings: different
heritage themes and artistic performances are
projected onto the building.

Projected wall painting, light art design game:
interactive street game with Kinect sensor in
different topics

Puzzle with 3D light cubes: kinect game for playing
puzzles with painted cubes projected on
buildings.

Smart sightseeing with QR codes: information
about tourist attractions by scanning QR codes.

Digital tourist discount card system: a digital pass
containing offers and discounts for attractions
and services.

Digital themed sightseeing trails: offering themed
routes in different topics with navigation.

Urban mobile application: an application with
information about the city, attractions and
events.

18-25

26-35

36-45

46-55

56-65

Above 65

Source: Own construct.

(Buhalis & Foerste, 2015; Floros et al., 2021; Jeong
& Shin, 2020; Levy, 2020)

Age

Relationship between on-site technology and attractiveness of the destination

Linear regression was used to identify the effects of the different on-site technology variables created
in the PCA above, so as to see the impacts of them on the attractiveness of a destination presenting
smart technology. According to the result of the F-test (F= 119.86; sig = 0.00) our model below is
significant, there is a correlation between the dependent and independent variables. The adjusted
coeflicient of the determination is 0.4, which means that the model above explains 40% of the choice
of the destination with smart technology through the variables identified above. Based on the coefhi-
cients introduced in Table 4, the following model can be described:

The attractiveness of the destination with smart technology = 3.842 + 0.478 Smart Tourism Programs + 0.294
Smart Attractions +0.297 Smart Technology-Related Initiatives

Table 3. Eigenvalues and percentages of the rotated factors variance.

Factor Initial Eigenvalues % Of variance Cumulative %
1 6.487 32.077 32077
2 1435 21.995 54.072
3 1.000 20.279 74.351

Source: Own construct.
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Table 4. Rotated component matrix.

Factor
Manifest variables for differentiating on-site technologies 1 2 3 Latent variables
Urban mobile application 0.832 Smart tourism programs
Digital themed sightseeing trails 0.805
Digital tourist discount card system 0772
Smart sightseeing with QR codes 0.750
Digital city game (application) 0.660
Applications for festivals 0.585
Light art design game 0.893 Smart attractions
Interactive light art painting of buildings 0.874
Puzzle with 3D light cubes 0.759
Smart pedestrian crossing 0.892  Smart technology-related initiatives
Smart parking 0.810
Smart benches, charging points 0.694

Source: Own construct.

All the independent variables have a significant impact on the dependent variable: Smart Tourism
Programs have the highest impact on the choice of the destination. This can be explained by the
fact, that tourists seek programs and experiences, particularly in urban tourism, where visitors
search for intensive, local, authentic, and active experiences (Bock, 2015) and these types of tools
support such motivations. Smart attractions, particularly interactive light art design, seemed to
have a significant but moderate effect, as well as smart technology-related initiatives, which are
not so common in Hungary.

The effect of age

Earlier studies showed that there are differences between younger (below 50 years) and older gen-
erations (above 50 years) considering attitudes toward tourism-related smart technologies (Jeong &
Shin, 2020; Levy, 2020). Although our research did not aim to analyze the need of the segments
deeply, from a practical perspective, the identification of the impact of age differences was impor-
tant. For this reason, the sample was divided into two parts.

As we could see above, younger segments (below 55 years) had a strong interest in using mobiles
during travel, while the older respondents had moderate or weak interest. Due to this, the database
was split at the age of 55 years (the segment 55 and below years represented 62% of the sample). A
linear regression model was used for both segments, showing significant results (F below 55 =
46.879, sig = 0.000; F above 56 = 48.086, sig=0.000) and explains 41% of the variables in the case
of the above 56 segment, and 29% at 55 and below segment. The coefhicients show differences
between the two segments according to the results displayed in Table 5.

All the variables have a significant impact on the dependent variable in both cases. As shown, in
the case of respondents aged 55 years and below, smart attractions and smart technology-related
initiatives have a slightly stronger impact than in the overall model (Table 4), while smart tourism
programs are far more important for the 55+ segment, showing a low interest in other smart tech-
nologies (Table 6).

Table 5. Coefficients of the model of the impact of on-site technologies (total sample).

Unstandardized
coefficients Standardized coefficients
Model B Std. error Beta t Sig.
(Constant) 3.842 0.065 59.156 0.000
Smart tourism programs 0.928 0.065 0.478 14.272 0.000
Smart attractions 0.570 0.065 0.294 8.774 0.000
Smart technology-related initiatives 0578 0.065 0.297 8.885 0.000

Source: Own construct.
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Table 6. Coefficients of the model of the impact of on-site technologies (sub samples: below 55 and above 56).

Unstandardized
__coeffidents  standardized coefficients
Age Models B Std. error Beta t Sig.
55 and below  (Constant) 3.961 0.095 41619 0
Smart tourism programs 0.860 0.105 0383 8.173 0
Smart attractions 0.580 0.086 0313 6.767 0
Smart technology-related initiatives ~ 0.634 0.088 0338 7219 0
Above 56 (Constant) 3618 0.105 34322 0
Smart tourism programs 0.892 0.092 0.527 9.735 0
Smart attractions 0.505 0.098 0.277 5.135 0
Smart technology-related initiatives 0413 0.097 0231 4268 0

Source: Own construct.

Discussion

Technology greatly influences the tourism industry (Huang et al., 2017). The analyzed small-scale
heritage destination Székesfehérvar has taken the first steps toward becoming a smart town. The
question arises as to how the city can enhance destination attractiveness and differentiate itself
using on-site smart tourism technologies.

First, we focused on identifying the main factors of smart on-site technologies. Research reveals
that the answer to our first sub-question (How can on-site technologies be categorized based on the
attitudes toward them?) is that three categories can be created: Smart Tourism Programs (digital
sightseeing, urban mobile and festival applications, digital themed sightseeing trails, digital tourist
discount card system, smart sightseeing with QR codes, digital city games); Smart Attractions (light
art design game, interactive light art painting of buildings, puzzle with 3D light cubes) and Smart
Technology-Related Initiatives (smart pedestrian crossing, smart parking, smart benches, charging
points).

In connection with our second sub-question, we examined with a regression model how the atti-
tudes toward different types of on-site technology impact on the attractiveness of destinations. The
findings highlight the importance of on-site technologies (40% of the variance). Tourists use smart
technologies mainly for orientation and information-finding programs (Jeong & Shin, 2020). The
study also underlines the importance of digital sightseeing. Smart tools mainly utilized for collecting
information and planning tourism programs are the most important pull-factors. The current
research demonstrates that two other factors must be considered in small-size heritage towns:
smart attractions and smart infrastructure.

The results confirm the previous findings of Jeong and Shin (2020), which showed that informa-
tiveness, interactivity, and personalization are the three key attributes of smart tourism technologies
affecting travel experience, satisfaction, and future revisit intention. While smart sightseeing can
enforce informativeness, smart attractions and infrastructure can increase the level of satisfaction.
Smart parking, for example, provides tourists with the most eflicient parking strategy, causing less
stress and saving time.

Studies have shown that different generations have different interests in smart on-site technol-
ogies (Buhalis & Foerste, 2015; Jeong & Shin, 2020). From this perspective, it is important to exam-
ine what are the differences between younger and older generations™ attitudes toward on-site
technologies and their impacts on destination attractiveness (SQ3).

In this study, we found that age has an impact for both age segments considering smart tourism
technologies. In addition, we concluded that in the case of younger segments, smart attractions and
smart technology-related initiatives have a slightly stronger impact than in the overall model, while
smart tourism programs are more important for older generations. This result can be surprising
because given the focus on technology, a greater interest among younger people would have
been expected here. The overuse of technology in the case of the younger generations, especially
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the digital natives (i.e. Generation Z) (McCrindle & Wolfinger, 2009), born after 1995, and who are
particularly dependent on technology (Ozkan & Solmaz, 2015). Overall, it can be concluded, that
when choosing smart technology, age should be kept in mind as a visitor segmentation criterion
(Hausmann & Schuhbauer, 2021).

The current study seems to be one of the first attempts to understand how on-site technologies
influence the attractiveness for potential tourists of small-scale heritage destinations in the face of
fierce competition (RQ) emphasized by Bohlin and Brandt (2014). This study found empirical evi-
dence that on-site technologies can be used as distinctive tools for small-scale heritage towns.

A heritage town can hardly - or only slowly - increase its attractions: the number of museums is
a given, the historic part of the city is established now, and historic buildings are already limited
both in number and in function. These cities have a smaller budget than large cities, therefore,
they can only develop new attractions step by step. However, developing new attractions may
destroy the city’s reputation as a heritage city.

Smart technologies provide an optimal solution for these cities in five respects:

First, digital attractions and digital solutions can be built on the historical values of the city: exist-
ing attractions can be further developed by adding a smart solution to the attraction, for example, a
QR code providing more extensive information or a virtual view of a building. The city’s position-
ing remains the same - a historical city — but with the smart solutions, it improves in attractiveness
as a modern city using the latest technologies.

Second, these smart solutions are relatively cheap: in many cases it needs just an innovative idea
and the use of already existing technologies. In addition, an already existing smart solution can be
easily changed. For example, to a smart guide, new languages may be added, a digital trail can be
extended, season-specific quests may be added to a game. This versatility may encourage tourists to
visit the city more frequently.

Third, new attractions can relatively easily be created using smart, digital technologies: a light art
attraction on an existing building is more easily implemented than establishing a new museum.
These new attractions may partly reposition the city — e.g. as a modern, innovative city — attracting
new tourist segments.

Fourth, some of these smart solutions also add to the comfort of inhabitants: e.g. inhabitants also
use smart parking and new attractions spur them to go to the city center or (re)visit an attraction.
This increased feeling of well-being is an additional benefit.

Fifth, the repositioning of a heritage city partly as a smart, technology-friendly city may persuade
startups and new businesses to move to the city resulting in a more vibrant business life.

We can conclude the following by relating these results to the three above-identified factors:
Smart Tourism Programs, Smart Attractions and Smart Technology-Related Initiatives.

Smart Tourism Programs are easily implemented and add to the city’s attractiveness while pre-
serving its main attractions and its position as a heritage city. They may attract tourists to visit the
city again.

Smart Attractions can add a new perspective to the city, creating a new positioning for the city
and attracting new tourist segments.

Smart Technology-Related Initiatives: they are less tourist-specific; they make the life of tourists
and inhabitants easier. By themselves, they will attract no new visitors, but they can largely increase
the satisfaction of tourists and add to the well-being of inhabitants. Compared to larger desti-
nations, these new technologies may function as a breakout point for small heritage cities: with rela-
tively little investment, more tourists can be persuaded to visit the city.

However, the limitations and dangers of using digital technologies must be mentioned. Tourists
must be aware of the smart technologies a city offers for tourists: the existing tools, services, and
attractions must be communicated to tourists. It can happen in advance - positioning the town
as a ‘smart destination’ and attracting more and new visitors, but also creating expectations.
When the expectations are met, visitors are satisfied; if they are not met (e.g. the town is not as
smart as advertised), it can create dissatisfaction. Communication can happen also on-site in the
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city. In this case, it must be done in a way in which visitors are informed extensively about smart
solutions and attractions e.g. billboards on a given site or fliers. Thus, smart solutions must be
advertised in an old-fashioned way. Visitors may not know that a given smart attraction or service
exists if they are not advertised. Town marketing experts should therefore create not only smart
solutions and attractions, but also communicate them adequately.

Conclusion

This paper provides theoretical and practical contributions. It expands our knowledge on the use of
smart on-site technologies in destinations, as well as the understanding about the tourist’s percep-
tion of small-size heritage towns. Repositioning of big cities (Cacho et al., 2016) and middle-sized
cities (Alaily-Mattar et al., 2018; da Costa Liberato et al., 2018) have been the subject of investi-
gation, but this is the first attempt to examine a small heritage town, which is based on traditions
but started to use different on-site digital tools. Heritage preservation can be identified as a key
economic driver and can be used to create social pride (Little et al., 2020).

In medium-sized cities, the aim of repositioning is the distinction within a specific field, focusing
on reinvention of their internal dynamics. It is not purely an economic investment, it can be con-
sidered mainly as a socio-cultural performance (Alaily-Mattar et al., 2018). In big destinations,
smart city initiatives are built on an interoperable infrastructure that is aiming for state-of-the-
art in information and communication technologies for planning and managing activities
(Cacho et al., 2016). Big and small smart tourism destinations alike are concentrating on tourists’
experiences through innovation and interactivity, and internet availability, the associated platforms
and interactive digital tools serve as an integrated system for tourists. This teaches destinations the
lesson that tourists’ experience can be achieved only through permanent interactive relationship
among all the actors (da Costa Liberato et al., 2018).

Findings of this study have several implications for academics in the tourism field, as well as for
DMOs. Since destinations seek to differentiate themselves (De Carlo et al., 2009), this study contrib-
utes to the theory of repositioning, showing that technologies can increase attractiveness (Pino
et al,, 2018). Moreover, findings have revealed that for the repositioning of a heritage town, digital
on-site technologies can be helpful.

Results show, however, that repositioning and the attitude toward smart solutions is connected
to age. Thus, the results of this research contribute to our understanding of how age differences
affect attitudes toward on-site digital technologies. As we have seen, when targeting the 55+ gen-
eration, it is advisable to use the existing attractions and digitalize them. When targeting the gen-
eration below 55, all identified factors — Smart Tourism Programs, Smart Attractions, Smart
Technology-Related Initiatives — have an impact.

Results suggest that it is worth while for decision makers to further invest in digital tools, since
they can increase the attractiveness of towns. As a consequence, destination marketers must adapt
their marketing strategy to attract the tourists by communicating the existence of digital tools.
Based on the factors identified in current research, the systematic construction of additional on-
site tools by DMOs can be more effective and most attention should be paid to Smart Tourism
Programs.

Limitations and future research

The findings of this study are subject to several limitations:

First, as the case study is about a small-scale heritage town, cautious generalization is suggested:
the results are not applicable to larger, multi-dimensional cities. Second, data collection was in
Hungary, a Central European country and research participants were from Hungary. Third, the
time period in which the data was collected also limits the study: data were collected in early
2021 during the pandemic. This may have influenced the attitude positively toward technologies,
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