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Abstract 

 

Two years after Covid-19 outbreak, the trend of local movements in 

ecologically clean areas is continuing. Parallel with searching for nature, 

tourists renew old, almost forgotten, traditional nature-inspired recipes. 

This study investigates tourists’ attitudes towards natural areas, interest in 

natural products experiences and their preference to renovate traditional 

healthy food products and to be included in future food tourism offers. The 

study includes standard and ethnobotanical interviews aimed to show the 

stronger connection between tourists and nature compared to the previous 

period and its intention to mitigate and adapt to Covid-19 challenges. The 

results show continuous changes in tourist perspective related to nature 

and natural food products in general. The results were compared with 

previous research and show that tourists are still interested in natural 

boosters through natural food, staying in nature, and active involvement in 

natural product collecting, however, the focus has shifted from traditional 

medicinal plants to edible ones. 
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Introduction 

 

Covid-19 dictates future trends in tourism- getting back to nature 

and tradition 

 

The corona virus pandemic (SARS-CoV-2) has seriously endangered 

human health, life and livelihood (Sharma & Mahendru, 2020). The 

industry that could rely on digital technologies has had some success on the 

one hand (Mehrolia et al., 2020), while on the other hand tourism mobility 

is necessary for tourism. When comparing the first quarters of 2019 and 

2020, the number of tourists decreased by 22% (World Tourism 

Organization, 2020). Therefore, the pandemic threatens, if this trend 

continues, to have a very negative impact on the development and prospects 

of tourism. Examining the effects of the pandemic on the hospitality and 

tourism industry, Rivera (2020) in his study pointed out the directions of 

future research aimed at solving the problems plaguing the tourism 

industry. 

 

Locks and social distance as well as other forms of restraint indicate that 

important decisions are urgently needed to help avoid or significantly 

mitigate the effects on tourism (World Economic Forum, 2020), and that 

in addition to technological advances, these measures have proved more 

effective (Baldwin & Mauro, 2020). Pollock (2019b), points out that in 

Regenerative Tourism there is an unbreakable link between the visitor and 

the destination as part of a living system built into the natural environment 

and that everything works according to natural principles. There is an 

important destination marketing and management as well as the 

development of tourism products that are important for the recovery of 

tourism. 

 

In recent years, the role of landscape in tourism has been the subject of 

many interdisciplinary researchеs (Skowronek et al., 2015; Skowronek et 

al., 2018), through the dependence of culture, time and space (Council of 

Europe, 2020; Clegg et al., 2002). Special emphasis is placed on 

experiences after visiting certain destinations (Nguyen, 2020). Starting 

from the very definition of landscape (Kareiva, 2008; Kulczyk, 2013; Le et 

al., 2020), it is important to emphasize the connection between tourism, 

landscape and visitors because they can not be separated. It is important to 

note that special landscapes attract special tourists with appropriate 

perceptions and expectations (Pyle, 1993; Pyle, 2003), as well as different 

experiences (awe, excitement, education or a sense of well-being). Visitors 
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achieve regeneration through change, tradition, pleasure, sports and 

recreation, socialization at the appropriate destination. This is crucially 

influenced by the mobility of visitors (Nabhan & Trimble, 1994; Kahn & 

Kellert, 2002; Louv, 2005). 

 

The fact that there is a certain disconnection between the natural 

environment and people and that in general the increasingly pronounced 

urbanization has the consequence that a sedentary lifestyle conditions a 

sedentary way of entertainment (internet, video games, TV, etc.), and that 

therefore Pile and his „The extinction of the experienceˮ (Kareiva, 2008; 

Kulczyk, 2013; Le et al., 2020) indicates a reduction in outdoor recreation. 

This has negative consequences on mental and physical development, 

especially during childhood, as well as on the attitude towards the 

environment (Nabhan & Trimble, 1994; Kahn & Kellert, 2002; Louv, 

2005). 

 

Taking into account the cultural economy of space (Terkenli & 

d’Hauteserre, 2006; Terkenli et al., 2019), the characteristics of leisure and 

tourism increasingly affect the characteristics of the landscape so that the 

difference between tourism and leisure becomes less pronounced. 

Therefore, the natural landscape is one of the primary and most important 

media for establishing contact between the destination and tourists. 

 

Unfavorable socio-economic conditions have affected the smaller impact 

of tradition due to the loss of primacy of local leadership in decision-

making in relation to newcomers for tourism-related jobs (Park et al., 

2012). In South Korea, research has shown that in rural areas, rice, fruit and 

vegetable growers have had the most contact with tourists through their 

activities (Park et al., 2012). These are the trends in Serbia which include 

phenomena of rural tourism such as religious tourism, wine, gastro, health 

tourism etc. (Baćac, 2011). The importance is greater because rural areas 

make up a large part of Serbia. It is important to point out that population 

migration can reduce the development gap between urban and rural areas. 

Important elements such as the preservation and protection of the 

environment (historical sites and natural landscapes) are crucial for the 

development of the tourist offer in rural areas. The important fact is that 

rural tourism is at the beginning of development in Serbia and that there 

are great differences in development between the regions. The holistic 

principle has been applied in Serbia, ie all elements of marketing are 

important (Dašić et al., 2020). 
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Future tourism trends based on natural products 

 

Natural ecosystems provide a range of goods and services for the 

population. Each country has its tradition in natural products utilization. 

After the Covid-19 outbreak, people worldwide express their interest in 

natural products, especially those that boost the immune system and the 

special ones with antiviral effects. There is no absolute effective therapy in 

Covid-19 treatment, which implicates that herbal medicine could be an 

alternative (Adhikari et al., 2021). An interesting fact is that about 85% of 

the global population depends on or bases the healthcare on natural 

products (Pešić, 2015). According to The World Health Organization 

(WHO) report, traditional herbal medicine has an important role 

concerning health goals, which complements increased demands in this 

field (Das et al., 2020). Traditionally used plants in China, India, Russia, 

Balkan countries, etc., find their place in current trends and reveal old 

immune boosters, plant therapy, natural-based food. Following these 

trends, people return to sources of health and change their demands. At 

first, medicinal herbs and their bioactive constituents come to the centre of 

interest together with healthy food enriched with functional ingredients. 

Recent research shows a range of plants with antiviral effects for which the 

demand is increasing including Artemisia annua, Dioscorea batatas, 

Glycyrrhiza radix, Polygonum multiflorum, etc. (Adhikari et al., 2021; 

Alagu Lakshmi et al., 2021; Boukhatem & Setzer, 2020). Also, food plays 

an important role in boosting immunity. Traditional natural-based food has 

several main compounds such as antioxidants, vitamins and minerals 

especially those based on herbs. Lipophilicity, which is shown through 

hydrophobic binding (Stojanović et al., 2020), is one of the activities of 

immuno-boosters in our body. 

 

Some studies reported that food plays crucial motivational factor behind 

tourists’ travel and destination choices. Despite the pandemic period, the 

neophilic food tourism and demand for exotic species and wildlife still 

exists (Ying et al., 2021), while on the other hand getting back to tradition 

becomes a new choice for the future of tourism. The new wave of tourism 

goes a step forward than sustainability and suggests a regenerative direction 

in terms of “renew”, “rebuild”, “regrow”, “restored” everything related to 

nature, nature services, tradition, culture, indigenous skills, etc. 

Regenerative tourism aims to restore disrupted natural and traditional 

systems in the world of indigenousnature, and based on nature’s principles 

establish new return to old conditions (Fountain, 2021). This new tourism 

direction flourished especially during Covid-19 around the world. If 
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regenerative tourism is a return to natural systems and principles, then the 

Republic of Serbia is the place for its implementation through natural 

products and long historical tradition and culture. 

 

The aim of this study is to examine the potential interests of tourists in 

specific natural areas and natural products in the future period and, using 

comparison with previous research, identify whether the trend has 

continued. 

 

Research methodology 

 

Researched area 

 

The research was conducted on the territory of the Republic of Serbia 

respecting geographical distribution. Considering the fact that there is a 

movement from cities to rural areas, the research included the urban 

populations from Belgrade, Novi Sad, Kragujevac, Niš, Kraljevo, Užice, 

Vranje and Valjevo as centres of coronavirus infection flow. 

 

Figure 1: The map of the researched area 

 
Source: Authors 
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Data collection and analysis 

 

The questionnaire included four parts and was based on interviews where 

the sets of questions in complex and multidisciplinary surveys are tailored 

to investigate tourists’ attitudes or interests concerning the future food 

habits based on natural products and staying in nature during and after the 

Covid-19 period and implications for changes in the tourism sector. In this 

research 123 respondents (N-123) participated. The first part of the 

research included basic socio-demographic data (gender, age, level of 

education and the level of economic status) about respondents, while the 

second part included a set of questions related to the most popular natural 

areas in the last two years (such as protected areas - national parks, nature 

parks, special nature reserves, etc., affirmed touristic rural areas, 

unaffirmed ecologically preserved areas, wilderness areas). The third part 

of the questionnaire referred to statements related to natural-based products 

demands (e.g. traditional plant-based food, traditional immunity-boosting 

beverages, food based on old varieties of fruits and vegetables, etc.), and 

the fourth part of the research asked respondents to express how much they 

agreed or disagreed with a particular statement using a five-point Likert 

scale (1- I strongly disagree, 2- I disagree, 3- I have no opinion, 4- I agree, 

5- I strongly agree). 

 

The collected dataset was stored in the excel database and used for further 

detailed analysis. The research method was based on the principle of widely 

used ethnobotanical interviews (Luković et al., 2021) and mathematical 

analysis in support of the methods used in this paper (Rosic et al., 2011). 

For this purpose, one parameter that describes the frequency of the 

mentioned term - RFC (Relative frequency of citation) was selected. 
 

RFC=FC/N (0<RFC<1) (1) 
 

Where, N is the total number of respondents and FC represents the number 

of respondents using the mentioned specific term. 

 

The results are presented in tables and graphs. 
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Results and discussion 

 

Socio-demographic analysis 

 

Table 1: Socio-demographic characteristics of respondents 

Gender % Age % Education % Economic status % 

Male 51 18-35 24 Secondary 61.5 <of average 21.4 

Female 72 35-50 45 High 38.5 average 51.9 

  50- 31   >average 26.7 

Source: Authors 

In our study, based on the socio-demographic characteristics of the 

examinees (Table 1), we can conclude that more women are represented 

(58.5%), which is 17% more than men. About 45% subjects of both sexes 

(middle-aged) were covered by the survey, and 61.5% of the total number 

of respondents have secondary education. About 38.5% subjects have high 

education. Most respondents have an average economic status (about half 

- 51.9%). Entities with economic status below the average make up 21.4% 

and above the average 26.7%. All this indicates the profile of the 

examineeswere impacted by their financial situation (Glanz et al., 1998), 

type of their work (Wadolowska et al., 2008) and food choice. The profile 

of the subjects is very important because on the basis of all the presented 

characteristics we can determine the sphere of interest of the respondents. 

This is important because based on the information obtained, we can 

determine the potential future focuses of tourists. 

 

Nature as a potential future focus of tourists 

 

The results show that in the previous period rural areas, especially the 

affirmed ones, were targeted destinations, while future tourists’ aspirations 

include, in addition to rural areas, nature protected sites, as well as 

unaffirmed rural areas. The basis for comparative analysis was a research 

questionnaire. 

 

Table 2: The most visited natural areas in the period 2020-2021 and future 

preferences of tourists 

Natural ambient FC RFCc FC RFCfi r 

Nature protected areas in general 57 0.46 89 0.72 

0.8268 
National parks  56 0.46 68 0.55 

Nature parks 44 0.36 76 0.62 

Special nature reserve 29 0.24 54 0.44 
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Unaffirmed ecologically 

preserved areas 
26 0.21 77 0.63 

Wilderness areas 14 0.11 45 0.37 

Affirmed rural areas 66 0.54 107 0.87 

Unaffirmed rural areas 60 0.49 92 0.75 

Weekend resorts in the vicinity of 

cities 
37 0.30 63 0.51 

Source: Authors (*RFCc- Relative frequency of citation current situation, 

RFCfi- Relative frequency of citation future intention, r-Pearson 

correlation coefficient) 

 

Figure 2: Comparative analysis of relative frequency citation in current 

tourist’s perspective and future intentions 

 
Source: Authors (*RFCc- Relative frequency of citation current situation, 

RFCfi- Relative frequency of citation future intention) 

 

The COVID-19 pandemic has affected destination selection and travel 

habits in the medium term for fear of infection as well as avoiding large 

groups, with the decision being influenced by the health and hygiene 

conditions of the host (Orîndaru at al., 2021). It is assumed that this trend 

will continue due to the long duration of the pandemic, which significantly 

affected the change of all habits in general. When we comparing RFCc with 

RFCfi, we can conclude that all the listed natural elements (Table 2, Figure 

2) are significantly more visited by tourists, which shows the significant 

value of the Pearson correlation coefficient (r = 0.8268). The highest 

growth was observed in Affirmed rural areas, unaffirmed rural areas and 

Nature protected areas in general. On the other hand, the least changes are 

in Wilderness areas and Special nature reserve. This indicates to us the 

trends of visits by tourists and their interests that are expected in the future. 

 

0
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Natural food products in future tourist’s perspective 

 

Products from nature and old varieties of fruits and vegetables have a 

centuries-long tradition in Balkan cuisine. They are the cultural and 

historical treasures of a nation, because they have been created for decades, 

even centuries, and are deeply rooted in the national gastronomy. As such 

they must be preserved through the promotion of tradition and cultural 

heritage. The results of this study confirm the strong interest of tourists in 

traditional recipes based on natural ingredients and local domestic products 

(Table 3). According to the RFC index the most frequently mentioned 

natural products were wild berries (0.87), mushrooms (0.71) and old 

varieties of wheat, fruits and vegetables (avg. 0.50), while medicinal plants 

were reserved for connoisseurs with 0.46. 
 

Table 3: The most frequently cited natural food products 

Natural 

products 
FC RFC 

Plant-based food/Food products/traditional 

recipes mentioned by respondents 

Wild edible 

plants in 

general 

107 0.87 e.g., Nettle/ wild cabbage - greens/wild 

garlic/dandelion/Black elder: “sarma” (cabbage 

rolls), pies, salads, cooked food, dough, drinks, 

etc. 

Wild berries 93 0.76 e.g., Bueberry/ raspberry/ wild 

strawberry/blackthorn/blackberry/pomegranate/ 

cornel/juniper: pie, juice, liquer, dry, tea, jam, 

compote, etc. 

Wild 

mushrooms 

87 0.71 e.g., Field mushroom/chanterelles/boletus-porcini 

mushrooms/common morel/pepper 

milkcap/chicken-of-the-woods/parasol 

mushroom: Side dish, grilled, baked, fried, 

stuffing, jam, tea, winter pickles, pie, goulas, 

aroma, etc. 

Medicinal 

plants 

56 0.46 e.g. Mint/lemon grass/oregano/thyme/ mountain 

germander/ chamomile/ yarrow: Tea, spice, 

aroma, etc. 

Autochtonus 

fruits 

63 0.51 e.g. Apple varieties- “budimka”, “kožara”, 

“petrovača”- St.Peters apple, Pear varieties- 

Medlar tree, “takuša”, lubeničarka- fruits like 

watermelon, oskoruša- Service tree, zimnjača- 

winter pear, oldplum varieties, quince, peach, 

apricot: beverages (juice, compote, rakia, 

“vodnjika”), pies, jam, baked, dried, cakes, etc. 



THE FUTURE OF TOURISM (TISC 2022) – Thematic proceedings 

476 

 

Old varieties 

of wheat 

60 0.49 e.g. Old wheat varieties- spelt, millet, rye oats 

barley;pseudograins-buckwheat, amaranth:Bread, 

pastries and rolls, pie crusts, cakes, pancakes, 

“cicvara”, “kačamak”, beer and yeast, etc. 

Old varieties 

of vegetable 

62 0.50 E.g. domestic onion, cabbage –“futoški”, 

“srpskimelez”; pepper- turšijara, 

“belopalanačkavrtka”; tomato cultivars –

“jabučar”, “volovskooko”; beans –“tetovac”, 

“gradištanac”: traditional cooked food “varivo”, 

pickles, salads, etc. 

Source: Authors 

 

Old varieties are incomparably more resistant to disease, drought or some 

other weather conditions or related weather issues, however, they contain 

plenty of functional ingredients. Sometimes they look a little unsightly and 

thus they lose the battle with modern varieties of fruits and vegetables 

which, it must be admitted, look beautiful, big, but it is not known how 

many times and how they were all treated. Corona-19 pandemic brings new 

insights concerning health and self-preservation. Many people return to 

natural food, traditional recipes and over the last two years they expect to 

get domestic products like bread of old or pseudo grains, antioxidants in a 

glass of squeezed berries, or some forgotten recipes such as “kajmak” made 

of maize “osmak” ground in watermill or “vodnjika” elixir in rural areas as 

centres of tourism (Luković et al., 2021). It is a real challenge for tourist 

households to revive old techniques, recipes and include ingredients from 

nature. 

 

Comparative analysis 

 

Using Jaccard index of similarity, the comparison concerning natural 

product demands between pervious researches and current results was 

done. Pearson correlation coefficient was applied to overview range of 

natural products for which the demand by tourists still exists based on the 

parameters RFC last year and RFC this year. The results show that demand 

for wild berries and mushrooms continues and shows a very similar trend 

to previous researh (table 4). The differences in natural products demand 

are related to old varieties of fruits, vegetables and wheat which was not 

the case last year. The previous research shows high demand for medicinal 

plants, which is probably related to fear of covid-19 complications 
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(Luković & Nićiforović, 2021). At present, tourists are more oriented to 

healthy food and functional food ingredients, than the natural remedies. 

 

Table 4: Comparative analysis of the main natural products demands in 

the last two years and this year 

 WBly/WBty OFly/Ofty OVly/OVty MPly/MPty Mly/Mty 

Jaccard index 

of similarity 
0.73 0.33 0.41 0.53 0.87 

Pearson 

correlation 

coefficient 

0.84 0.71 0.63 0.34 0.81 

Source: Authors (WB-wild berries, OF- old fruits varieties, OV- old 

vegetable varieties, MP- medicinal plants, M- mushrooms) 

The shown results (Table 5) are in line with the trend of using healthy food 

and indicators of future aspirations of tourists. 

 

Table 5: Future trends in tourism 

Code Statement M SD 

S1 Future tourism should be based on local 

ecosystem goods and services 

4.7967  0.3604 

S2 The promotion of local natural resources 

should be more highlighted in tourism offer 

4.0213 0.7668 

S3 Nature-based tourism is the future choice of 

travellers 

4.5076 0.7801 

S4 Tourists will return to old habits after the 

pandemic period (mass tourism, conventional 

food, etc.) 

3.0271 0.4519 

S5 Tourists will be getting back to tradition, old 

recipes and local natural food ingredients 

4.4866 0.4477 

Source: Authors 

 

At the top of the interest in the results (Table 5) is the growth of local 

ecosystem goods and services, local natural food ingredients with old 

habits. Somewhat less interesting will be the local natural resource and the 

choice of travelers. All this indicates the events after the easing of the 

measures that were applied due to the COVID-19 pandemic. 
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Future tourist’s perspective - nature and natural products 

 

If sustainable tourism balances economic, social and environmental aspects 

related to travel, thus achieving its goals through ecotourism and 

responsible travel, then regenerative tourism in the post-pandemic period 

seeks to create new aspirations and ideas and therefore preserve or improve 

a specific destination for future generations or enhance well-being in 

general. The focus of regenerative tourism is on considering natural values, 

human health and well-being and indigenous community identities. The 

decline of mass tourism as a historical and heritage construct can be 

expected in future due to its adverse effects (economic, social, cultural and 

ecological), which opens the opportunities for rapid development of new 

tourism directions (Theng et al., 2015). 

 

Figure 3: Illustration of tourism trends - what is the way of nature and 

natural products 

 
Source: Author’s. Modified and inspired by the metamorphosis of tourism, 

by Wah, 2017. https://medium.com/@designforsustainability/ 

sustainability-is-not-enough-we-need-regenerative-cultures-

4abb3c78e68b (4 April 2022). 

 

Small-scale results in this research confirm global movements that consider 

nature, natural products and a general holistic approach to health, access to 

ecosystem services in the human surrounding, reviving indigenous 

tradition in future decades (Figure 3). The post-Covid tourism creates space 
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to pay attention to local communities, their life and ecosystem, enabling 

focus on the offer itself more than on the different demands. 

 

Conclusion 

 

Man has always sought and still wants to know nature and the possibilities 

it offers him. In recent times, man has separated himself from nature and 

succumbed to modern heritage. Covid-19 stopped time and changed the 

routes of movement in many spheres of life. The fear of infection and its 

consequences changed the way of thinking from cities to villages, from 

global to local, and from modern food to traditional one. The aspiration of 

tourists in the last two years has been oriented to the well-known and long-

confirmed principles of a healthy diet and staying in nature. The previous 

research, as well as this one, contributes to our understanding of the specific 

nature of ecosystem services that are the focus of tourists during and after 

the pandemic. The results show that there is still a trend to include wild 

species in addition to cultivated ones. Wild berries, mushrooms, old 

varieties of fruits, vegetables and wheat are at the centre of interest of a 

tourist. They expect a natural environment, healthy food and a return to 

tradition. 

 

References 

 

1. Adhikari, B., Marasini, B. P., Rayamajhee, B., Bhattarai, B. R., 

Lamichhane, G., Khadayat, K., Adhikari, A., Khanal, S., Parajuli, N. 

(2021). Potential roles of medicinal plants for the treatment of viral diseases 

focusing on COVID-19: A review. Phytotherapy research: PTR, Vol. 35, 

No. 3, 1298–1312. 

 

2. Alagu Lakshmi, S., Shafreen, R.M.B., Priya, A., Shunmugiah, K.P. 

(2021). Ethnomedicines of Indian origin for combating COVID-19 

infection byhampering the viral replication: Using structure-based drug 

discoveryapproach.Journal of Biomolecular Structure & Dynamics, Vol. 

39, No. 13, 4594-4609. 

 

3. Baćac, R. (2011). Rural Tourism Handbook: Step by step from Idea to 

Successful Business. Zagreb: Ministry of Tourism of the Republic of 

Croatia. 

 



THE FUTURE OF TOURISM (TISC 2022) – Thematic proceedings 

480 

 

4. Baldwin, R., & Mauro, B. W. (2020). Introduction. In: Economics in the 

Time of COVID-19. London: Centre for Economic Policy Research Press. 

1-30. 

 

5. Boukhatem, M.N., Setzer, W.N. (2020). Aromatic Herbs, Medicinal 

Plant-Derived Essential Oils, and Phytochemical Extracts as Potential 

Therapies for Coronaviruses: Future Perspectives. Plants, Vol. 9, No. 6, 

800. 

 

6. Council of Europe (CoE). European Landscape Convention. Florence; 

CoE: Florence, Italy, 2000; Available online: https://www.coe.int/en/ 

web/landscape (accessed on 12 February 2022). 

 

7. Clegg, L. A., Coulson, T., Taylor, J. (2002). Why conservationists should 

heed Poke´mon. Science. Vol. 295, 2367. 

 

8. Das, A., Das, M., Ghosh, S. (2020). Impact of nutritional status and 

anemia on COVID-19-is it a public health concern? Evidence from national 

family health survey-4 (2015-2016), India. Public Health, 185:93-94. 

 

9. Dašić, D., Živković, D., Vujić, T. (2020). Rural tourism in development 

function of rural areas in Serbia. Economics of Agriculture. Vol. 67, No. 3, 

719-733. 

 

10. Fountain, J. (2021). The future of food tourism in a post-COVID-19 

world: insights from New Zealand, Journal of Tourism Futures, 1-14. 

 

11. Glanz, K., Basil, M., Maibach, E., Goldberg, J., Snyder, D. (1998).Why 

Americans eat what they do: taste, nutrition, cost, convenience, and weight 

control concerns as influences on food consumption. Journal of the 

American Dietetic Association. Vol. 98, No. 10, 1118-1126. 

 

12. Kahn, P. H., Kellert, S. R. (2002). Children and nature. Cambridge 

(Massachusetts): MIT Press 

 

13. Kareiva, P. (2008). Ominous trends in nature recreation. Proc Natl 

Acad Sci U S A. Vol. 105, 2757–2758. 

 

14. Kulczyk, S. (2013). Krajobraz i Turystyka. O Wzajemnych Relacjach 

[Landscape and Tourism. On Mutual Relations]. 1st ed.; WGISR UW: 

Warsaw, Poland. 1–191. ISBN 978-83-63245-84-9. 



THE FUTURE OF TOURISM (TISC 2022) – Thematic proceedings 

481 

 

15. Le, H. T. T., Tong, B. T., Minh, N. T., Ho, L. S., Pham, T. V., Trinh, 

H. T. T. (2020). Landscape Function and Tourism Industry: A Case Study 

of Moc Chau Plateau, Vietnam. J. Asian Financ. Econ. Bus. Vol. 7, 1195–

1204. 

 

16. Louv, R. (2005). Last child in the woods. Chapel Hill (North Carolina): 

Algonquin. 

 

17. Luković, M., Pantović, D. Ćurčić, M. (2021). Wild edible plants in 

gourmet offer of ecotourism destinations: case from biosphere reserve 

„Golija-Studenica”. Journal Economic of Agriculture, Vol. 68, No. 4, 

1061-1076. 

 

18. Luković, M., Nićiforović, J. (2021). Increased demands for natural 

immuno- boosters in selected tourism areas. Tourism International 

Scientific Conference Vrnjačka Banja - TISC, Vol. 6, 366-381. 

 

19. Mehrolia, S., Alagarsamy, S., & Solaikutty, V. M. (2020). Customers 

response to online food delivery services during COVID-19 outbreak using 

binary logistic regression. International Journal of Consumer Studies, Vol 

45, No. 3, 396-408. 

 

20. Nabhan, G. P., Trimble, S. (1994). The geography of childhood: why 

children need wild places. Boston: Beacon Press. 

 

21. Nguyen, X. T. (2020). Factors That Influence the Intentions to Revisit 

Korea of Vietnamese Tourists. J. Asian Financ. Econ. Bus. Vol. 7,247–

258. 

 

22. Orîndaru, A., Popescu, M.-F., Alexoaei, A. P., C˘aescu, S.-C., Florescu, 

M. S., Orzan, A.-O. (2021). Tourism in a Post-COVID-19 Era: Sustainable 

Strategies for Industry’s Recovery. Sustainability. Vol. 13, 6781. 

 

23. Park, D. B., Lee, K. W., Choi, H. S, Yoon, Y. (2012). Factors 

incluencing social capital in rural tourism communities in South Korea. 

Tourism management. Vol. 33, No. 6, 1511-1520. 

 

24. Pešić, M. (2015). Development of natural product drugs in a 

sustainable man-ner. Brief for GSDR 2015. Retrieved from 

https://sustainabledevelopment.un.org/content/documents/6544118_Pesic



THE FUTURE OF TOURISM (TISC 2022) – Thematic proceedings 

482 

 

_Development%20of%20natural%20product%20drugs%20in%20a%20%

20sustainable%20manner.pdf, (7 February 2022). 

 

25. Pollock, A. (2019b). Flourishing beyond sustainability. The promise of 

a regenerative tourism. Retrieved from https://etc-corporate.org/uploads/ 

2019/02/06022019_Anna_Pollock_ETCKrakow_Keynote.pdf 

 

26. Pyle, R.M. (1993). Thunder tree: lessons from a secondhand landscape. 

New York: Houghton Mifflin. 

 

27. Pyle, R. M. (2003). Nature matrix: reconnecting people and nature. 

Oryx. Vol. 37, 206–214. 

 

28. Rivera, M. A. (2020). Hitting the reset button for hospitality research 

in times of crisis: Covid19 and beyond. International Journal of Hospitality 

Management, Vol. 87. 

 

29. Rosic, G., Pantovic, S., Niciforovic, J., Colovic, V., Rankovic, V., 

Obradovic, Z., Rosic, M. (2011). Mathematical analysis of the heart rate 

performance curve during incremental exercise testing. Acta Physiologica 

Hungarica, Vol. 98, No. 1, 58-69. 

 

30. Sharma, G. D., & Mahendru, M. (2020). Lives or livelihood: Insights 

from locked-down India due to COVID19. Social Sciences & Humanities 

Open, Vol. 1, No.1, Article 100036. 

 

31. Skowronek, E., Tucki, A., Huijbens, E., Jó´zwik, M. (2018). What is 

the tourist landscape? Aspects and features of the concept. Acta Geogr. 

Slov. Vol. 58, 73–85. 

 

32. Skowronek, E., Tucki, A., Jó´zwik, M. J. (2015). Krajobraz turystyczny 

jako element kształtowania wizerunku i atrakcyjno´sci obszaru. Percepcja 

krajobrazu turystycznego na przykładzie Zwierzy´ nca. [Tourist landscape 

as an element of image and tourism attractiveness framing. Perception of 

Zwierzyniec town’s tourist landscape. Zesz. Nauk. Uniw. Szczeci ´ nskiego 

Ekon. Probl. Tur. Vol. 2, 183–198. 

 

33. Stojanović, S., Nićiforović, J., Živanović, S., Odović, J., Jelić, R. 

(2020). Spectroscopic studies on the drug-drug inerastion: the influence of 

fluoroquinolones on the affinity of tigecycline to human serum albumin 



THE FUTURE OF TOURISM (TISC 2022) – Thematic proceedings 

483 

 

and identification of the binding site. Monatshefte fϋr Chemie – Chemical 

Monthly. Vol. 151, 999-1007. 

 

34. Terkenli, T. S., d’Hauteserre, A. M. (2006). Landscapes of a New 

Cultural Economy of Space.1st ed.; Springer: Dordrecht, The Netherlands. 

257p. 

 

35. Terkenli, T. S., Skowronek, E., Tucki, A., Kounellis, N. (2019). 

Towards understanding tourist landscape. A comparative study of 

locals’and visitors’ perception in selected destinations in Poland and 

Greece. Quaest. Geogr. Vol. 38, 81–93. 

 

36. Theng, S., Qiong, X., Tatar, C. (2015). Mass Tourism vs Alternative 

Tourism? Challenges and New Positionings, Études caribéennes [Online], 

31-32. 

 

37. Ying, T., Wang, K., Liu, X., Wen, J., Goh, E.(2021). Rethinking game 

consumption in tourism: a case of the 2019 novel coronavirus pneumonia 

outbreak in China,Tourism Recreation Research,Vol. 46, No. 2,304-309. 

 

38. Wadolowska, L., Babicz-Zielinska, E., Czarnocinska, J. (2008). Food 

choice models and their relation with food preferences and eating 

frequency in the Polish population. Food Policy. Vol. 33, 122–134. 

 

39. Wahl, D. C. (2017). Sustainability is not enough: we need regenerative 

cultures. https://medium.com/@designforsustainability/sustainability-is-

not-enough-we-need-regenerative-cultures-4abb3c78e68b, (4 April 2022). 

 

40. World Economic Forum (2020). The Global Risks Report 2020. 

Retrieved from https://www.weforum.org/reports/the-global-risks-report-

2020, (16 March 2022). 

 

41. World Tourism Organization. (2020). COVID-19 and tourism 

statistics. Retrieved from https://www.unwto.org/covid-19-and-tourism-

statistics, (8 April 2022). 

 

 


