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Abstract: Trip planning with web and mobile applications is a popular service.
When planning their travel, main problems of tourists are getting lost in the
abundance of various tourism offers and losing a lot of time to find what you
need. Travel, accommodation, sightseeing can all be organized by yourself, but
it will take you unbelievable 45 days! just to find, choose and plan the trip,
according to the researches. The modern internet user is daily faced with the
problem of too much information, most of them being unimportant and
useless. On Chinese tourism market especially, there is a lack of information
about Western Balkans and even if they are, they are available in local or
English language. However, little attention has been paid to personalized trip
planning which is even more useful.

Empirical survey was cover Chinese tourists conducted in the locations of
major tourists’ sights in Slovenia and Montenegro within the period from
January 2014 to November 2015.
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We are interested (1) When deciding where to travel, where they look for
information? (2) How much time they spend for searching and booking last
trip? (3) Are they ever used mobile app when booking their trip? (4) Did they
wish to be able to create own trip, completely personalized and according to
their needs?

Chinese tourists in Slovenia and Montenegro have different structure in
sources of information about destination but on the same way use mobile app
in booking trip what lead to expectation that in the future those applications
will be used much more in booking process.

Keywords: Tourist, China, Slovenia, Montenegro, Online route planning

1. Introduction

The globalization as main effect of internationalization in business is widely
recognized as we enter a new millennium. Commonly used term in the last
ten to fifteen years is “web planning”. This domain was known prior as
“personnel administration” and name change is not only question of
terminology.

Three central arguments made in this article are: (1) That a great deal of
evidence has accrued to suggest that changes taking place in the global
tourism business environment caused by fast development of ICT
(Information and Communications Technology) especially in domain of
marketing. (2) Very quickly accepting the new concepts in research and
booking travel arrangements changed the way of tourism business and
tourism policy. (3) Understanding the behaviour of Chinese tourists who use
the web application to search and booking the tourist destinations is
particularly important for destination decision-makers.

Smart tourism as new term is a new buzzword applied to describe the
increasing reliance of tourism destinations, their industries and their
tourists on emerging forms of ICT that allow for massive amounts of data to
be transformed into value propositions. Added to technologies (smart
phone, smart card, smart TV, etc.), it describes multifunctionality and high
levels of connectivity. In the context of markets/economies (smart
economy), it refers to technologies supporting new forms of collaboration
and value creation that lead to innovation, entrepreneurship and
competitiveness. Especially in Asia, there have been concerted efforts to
drive the smart tourism agenda forward (Gretzel et al. 2015).
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The paper is now organised as follows. Section 2 cover the theoretical
background of global and China Outbound tourism, Web tourism and
analysis of contemporary communications tools in tourism. Section 3
presents research hypotheses. Section 4 shows the methodology applied in
research. Section 5 presents main research results. Section 6 regarding the
theoretical background and research results discuss the assumed
hypothesis. Finally, Section 7 offer the main paper’s conclusions.

2. Literature review

Tourism is gradually being transformed to a new sphere of competitiveness
globally. The creation of unique, meaningful and memorable experiences for
consumers has been postulated as the key to generate added consumer
value and competitive advantage. Currently, two major forces are however
fundamentally transforming our understanding of how tourist experiences
can be created (Baggio et al. 2013). Several systems have been developed to
help tourists organize a customised trip. We have analyzed them and
detected some new aspects which could be considered in order to offer each
tourist the most suitable itinerary when planning a trip involving a series of
activities.

The study of Chinese tourism abroad has a double interest: First, it allows
appreciation of the evolution of the Chinese society, that is to say, including
measuring the increase in purchasing power, to probe his desire to learn
about other cultures, to study its ability to adapt to other cultures and
observe his reports with the rest of the world. Second, it will show that
Chinese tourists are a necessary means to foreign countries to decrypt the
Chinese society and understand its march towards modernity
(Nasolomampionona 2014).

2.1. General of the Chinese outbound tourism

With economic development, people have more and more free time and
become more leisure-oriented (Tseng, Ding, and Chen 2010). According to
World Travel & Tourism Council, Travel & Tourism is one of the world’s
highest priority industries and employers (WTTC 2016). It encompasses
transportation, accommodation, catering, recreation and services for visitors
both at home and from overseas. Information communication and
technologies have radically changed the efficiency and effectiveness of
tourism organizations, the way that businesses catering to tourists operate,
as well as how consumers interact with organizations (Buhalis 2003 in Zhu
et al. 2012). In 2003 it has been predicted that outbound travel from China
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will grow to somewhere in the vicinity of 100 million by 2020 (UNWTO
2008) but this number has already surpassed in 2013 (UNWTO 2015) and in
2015 there is 127.9 millions of international departures from China
(UNWTO 2016).

Though independent tourists are much more open to experiencing local
cultures and think of themselves as different from the older folks on package
tours, much of the same wisdom about catering to Chinese tourists still
applies (»Rise of the Chinese Independent Traveler« 2013).

Young people are invariably at the leading edge of change and innovation
- and the travel industry is no exception. The global youth travel industry is
now estimated to represent almost 190 million international trips a year,
and the youth travel industry has grown faster than global travel overall. By
2020 there will be almost 300 million international youth trips per year,
according to UNWTO forecasts. Research by UNWTO and WYSE Travel
Confederation indicates that the international youth travel market
generated US$ 165 billion in 2010 (UNWTO 2011). International tourism is
democratized in the Chinese population, and develops to reach many
destinations. It was previously unauthorized by the Chinese government.
Chinese tourism is now (in 2014) accepted in over 146 countries or regions
of the world, negotiations to obtain the »ADS« (Approved Destination
Status) have multiplied in recent years between foreign and Chinese
government (Nasolomampionona 2014).

2.2, Using communication and planning tools in Chinese tourism
With the appearance of E-commerce, the first tourism website was
established in 1996. At that stage, websites were of simple designed, only
providing very limited tourism information. Since 1997, more tourism
organizations started to invest in websites development and have provided
various online tourism services. Some tourism websites have become
professional, with obvious benefits. More recently, through re-constructing
tourism website types and re-engineering tourism companies in 2000, more
professional, comprehensive and high quality tourism websites have been
developed to meet the requirements of global competition (Jie and Zi 2004).
The development of internet-based and mobile technologies facilitates
consumers’ direct access to a broader offering of travel products and
services. Indeed, as the world’s internet and mobile users have increased, so
have the applications and uses of mobiles for travel (Batchelor 2014).
When tourists visit a city or region, they cannot visit every point of interest
available, as they are constrained in time and budget. Tourist recommender
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applications help tourists by presenting a personal selection (Souffriau and
Vansteenwegen 2010).

The first studies on the use of the Internet in China outgoing tourism were
carried out in 2004 (Jie and Zi 2004). Chinese people always like to compare
several plans, make better choices for each part of their trip, and then
organize packages themselves (Ibidem). As early-adopting, heavy users of
new technology, young people are pioneering the use of social networking
sites and mobile media in searching for travel information and purchasing
products (UNWTO 2011).

Well planning in advance is the foremost task that must be done in order

to have a pleasant trip. A good travel plan not only allows a visitor gain the
maximum enjoyment during the trip, but also satisfies his/her needs within
the time and budget constraints (Tseng, Ding, and Chen 2010).
The search process is now longer than it has ever been—people are
searching an average of 22 travel websites before making a booking
(Google), communicating with friends and family via Facebook, conducting
mobile search, etc. Due to the popularity of Internet applications, most travel
organizations, such as hotels, airlines and travel agencies, introduced
Internet technology as part of their marketing and communication strategies
(Crnojevac, Gugi¢, and Karlovcan 2010).

In 2014, we saw increasing consolidation in the online travel agency
sector, with Expedia and Priceline dominating it thanks to organic growth
and acquisitions. Both companies achieved gross bookings of over US$50
billion in the 2014. The dominance of these two companies in the OTA sector
could, however, be challenged in the next few years by new emerging
players, including technology companies, generalist retailers and Chinese
online travel agencies. Ctrip is the leading online travel intermediary in
China with a 30% value sales share. (Rossini 2015).

In 2015 it has been recorded OTAs sales volume at US$ 246 billion in
world, US$ 83 billion in North America, US$ 79 billion in Asia-Pacific and
US$ 67 billion in Western Europe (Rossini 2016). The global leader in the
OTA sector in 2015 was Expedia with booking of US$ 61 billion (21%
growth year on year) due to organic growth and acquisition of Orbitz in
September 2015, with forecast at US$ 70 billion in 2016. Expedia was
following by Priceline Group (US$ 55.5 billion), Ctrip.com International Ltd
(US$ 26.7 billion), Airbnb Inc. (US$ 9.6 billion), eDreams Odigeo Group (US$
5.1 billion) and Lastminute.com Group (US$ 2.6 billion) (Ibidem).

According to Henry Fund Report (Henry Fund Research 2016) the trend
of the shifting from booking travel offline to going online has been slowing.
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Digital travel sales growth worldwide in 2014 at 14.1% has been forecasted
in 2019 at 8.2% (year on year online travel sales growth rate).

The development of internet-based and mobile technologies facilitates
consumers’ direct access to a broader offering of travel products and
services. Indeed, as the world’s internet and mobile users have increased, so
have the applications and uses of mobiles for travel (Batchelor 2014).

From the perspective of academic research, travel itinerary planning is a
difficult combinatorial optimization issue, similar to the Traveling Salesman
Problem (TSP). The difference between planning a travel itinerary and TSP
is that in planning an itinerary for a tourist, it is not necessary to cover all
the tourist spots and the goal is not to simply find the shortest route (Tseng,
Ding, and Chen 2010). Greater traveller sophistication is driving increased
demand for seamless, more customised, intuitive and flexible solutions
meeting the traveller’'s personal preferences. The continuing shift to
digitisation and the increasing complexity and personalisation of the travel
offer have placed further pressure on travel providers to access advanced,
scalable technology solutions (Prabu 2013).

Through social media sites, Chinese population collects all kind of
information about products, services and destinations before making their
final traveling decisions. Social networks have become an essential and
powerful source of information for Chinese tourists. Chinese users have a
very high engagement across many Chinese social networks such as Qzone
(600 million users), Sina Weibo (500 million users where), Wechat (438
million monthly active users.) and Tencent QQ (800 million monthly active
users.) (»Social Media Influences Chinese Travellers« 2015). The number of
mobile phone users reached 1.31 billion as of the end of December 2015
according to Ministry of Industry and Technology of China. The mobile
phone user penetration rate reached 95.5 handsets among every 100
persons compared with 94.5 in 2014. China 4G network users increased
largely in 2015. The number of Chinese internet users reached 688 million
as of December 2015. The internet penetration rate reached 50.3% in China
in 2015 (»95 out of 100 Chinese Own a Mobile Phone in 2015« 2016). About
63% tourists sleep with mobile devices on the bed while travelling. 35%
visitors believe they will be more dependent on mobile phones during travel
than at home; and, 28% will battery charging carry about devices or spare
batteries. 93% of the Chinese bring a mobile phone when travelling (»93%
Chinese Tourists Travel with Mobile Devices« 2016). China's smart mobile
devices totaled 1.33 billion units in the second quarter of 2016 with a
growth rate of 1.5% compared to the first quarter of 2016. The ratio of
female smart mobile device users increased slightly to 45.1% in Q2 2016
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from 44.6% in Q1 2016. Smart mobile device users aged 35 years old and
below accounted for 73%. Most smart mobile device users are in East China
and South China with 43.4% active users. 93.6% smart mobile devices in
China are smartphones; 4.4% are tablets (»China Smart Mobile Device
Market Overview in Q2 2016« 2016). China adults are estimated to spend an
average of 3 hours and 5 minutes per day on digital media and 1 hour and
18 minutes every day on smartphone (»China Adults Spend More Time in
Digital Media in 2016« 2016). The average Chinese Internet user spends
almost 3 1/2 hours a day on their mobile. Chinese are the most enthusiastic
mobile shoppers in the world (Tanner 2016).

Key difference between Chinese and Western travelers’ lies in the means
used to decide upon an upcoming vacation. Chinese are online 25 hours per
week with a third entirely dedicated to social networks interactions. Chinese
tourists are very much into online media to plan for their holidays. They
hardly use traditional travel agencies but prefer to use OTAs (online travel
agencies) to do so. This tech savviness pushes Chinese tourists to use e-
tourism platforms out of convenience and for the deep discounts that can be
found. Ctrip is the leader among online travel agencies, with a 50% market
share, followed by Qunar and eLong. These agencies all offers flight ticket,
hotel rooms, packaged tours and much more catering to Chinese needs. In
order to waste as little time as possible they will plan their trip well in
advance and obtain all the information they need (Meriaux 2015).

In fact, according to the most recent 2014 CITM report, Chinese travelers
will go through several online channel to find most of the information they
need (Ibidem):

e Online travel websites, 50%

e Online review websites, 47%

e Social Media, 33%

e Mobile app search, 30%

A new study by TripAdvisor that revealed trends among China’s pool of
independent travellers shows they are increasingly more experienced, as
well as spending more and taking longer trips. These trends, led by China’s
»free independent travellers,« or FITs, are due to increase over the next two
years. Still, shopping takes up most of the FIT’s travel budget. Those
surveyed spent an average of just over $2,700 per trip, and those from
Beijing spend the most at just over $4,000 (Liu 2016).

Global travellers will book about $278 billion worth of travel online
during the next five years, smaller than retail ($792 billion) but another
affirmation that travel is one of the world’s most lucrative industries for
digital commerce. Euromonitor also projects the lodging and
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accommodations will have an 8.6 percent compound annual growth rate
through 2020, compared with 1.2 percent compound annual growth for
offline accommodation bookings (Charts Showing »Growth of Online and
Mobile Travel Bookings by 2020« 2016). It’s widely known that China is the
leading country in the world for mobile internet use, and those using their
smartphones for travel-related purposes is rising. More than 167 million
consumers used their phones to browse travel sites or apps in 2015,
compared to 134 million in 2014 (More Than 70 Percent of Chinese Tourists
Will Use a Travel App to Book Vacations 2016). B2B, B2C and B2G have all
moved online, and the competition has moved with it. The key to any
successful online business model is creating a loyal audience that is not only
receptive to your message, but ready to use your product with an open
wallet. Creating augmented benefits through improved customer service,
24/7 accessibility and interfaces are what you need to gain an advantage
(Gazdecki 2016).

2.3. Analysis of different systems in planning and evaluation of travel
arrangement

New technologies support tourists in planning their trip (table 1). On the
one hand, they offer easy access to a large volume of tourism information
allowing tourists to gather details about the different tourism destinations
along with the activities which they may carry out in those destinations,
visiting times, up-to-date rates, etc. On the other hand, tools are available
which help tourists with the buying process online, from the moment they
start to search for information up to when they book the product and make
their purchase. They have access to search engines, metasearch engines,
price comparison websites, booking systems, etc. (Buhalis & Law 2008;
Cooper, Fletcher, Fyall, Gilbert, & Wanhill 2007 in Rodriguez et al. 2012). In
their research about using social media and creating online content during
travel, S.Howison, G. Finger and C.Hauschka noted that travelers use
Facebook and Internet to communicate from airport or hotel establishment
using mobile devices to send digital images, videos, emails and text
messages, followed by families and friends through Facebook, Twitter,
Instagram. Also, these authors, stated that tourism operators used social
media to interact with their customers in order to create a relationship with
them (33%), for promotion purposes (30%) and for information (18%), but
only 5% use social media to receive feedback from their customers
(Howison, Finger, and Hauschka 2015). It has been noted in another
research (Munar & Jacobsen 2013, 16), that older travelers were more
willing to use review sites such as TripAdvisor than younger.
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TripAdvisor scored the highest and Twitter the lowest level of trust and in
general, electronic social media were not trustworthy information sources.

Also it was revealed that

technology adoption in tourism ,are highly

complex and cannot be reduced to a digital versus the non-digital

generation« (Ibidem, p.)

Table 1: Overview of different systems using in planning and evaluation of

travel arrangement

Description of advantages and disadvantages

Websites in China: (Ctrip,
Qunar, Tuniuy, Elong, Liimama,
etc.)

IAdvantages: Tourists and travellers can get a great
tourism service (in Chinese language).
Disadvantages: poor inclusion of EU and Western
Balkans to.

They are more like search engines and tools, not
travel planners.

Books and magazines about
tourism: (Caravan, Executive
Travel magazine, Lonely
Planet Traveller, National
Geographic Traveler, Road &
Travel Magazine, etc.)

IAdvantages: don't need internet and electric power.
Disadvantage: they are very limited and quickly
obsolete.

Chinese Traveling agencies:
(Wild China, Diadema, HH
Travel, My Tour, Magic Travel,
Ctrip, Sinbad Travel, Zanadu,
CITS, CTS, CYTS, etc.)

IAdvantage: in Chinese language.
Disadvantage: the final plan still has to be done by
tourist agent.

International travel webpages:
(Lonely planet, Expedia.com,
Travelocity.com, etc.)

IAdvantages: these webpages ensure selecting and
reservation of the hotel rooms, plane tickets,
cruising, vehicle and trips.

Disadvantage: you have to select everything
manually and you waste a lot of time. Besides that,
the data is non-selective.

Booking services:
(booking.com, hotels.com,
venere.com, etc.)

IAdvantage: offering accommodation reservations.
Disadvantage: they do not have other services
related to tourism.

Affiliate systems:
(Trivago, HotelsCombined,
etc.)

IAdvantage: such systems select the best offers
available on various reservation channels. As
affiliate programmes are the part of the other
reservation systems.

Disadvantages: they have the lowest real overview
about the quality of service. They also do not offer
combined services, but only accommodation.

Systems, which recommend

\Advantage: gives very good overview for short trips,
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trips: (Tripadvisor, CTplaner, |destinations, flights, restaurants and other
tripbuider, etc.) important information.

Disadvantage: still do not have the system for
planning and purchasing the services, although
recently changed its model from advertising income
to income from booking commissions.

Mobile touristic apps: IAdvantages: these solutions are adapted for
(Voyego, etc.) smartphones and tablets.

Disadvantage: offers only mobile concierge solution
for hotel guests, all procedures have to be done
manually.

Source: The data in above table was made by own research.

Overview of different systems: Most of systems (reservations like
Booking.com, Trivago; Travel portals like Lonely planet; Social media for
travel information research) are focused on large population of users
without niche specifics and personalization. They have similar business
model: enable one service for masses and sell advertising space or collect
booking fee. While profitable, this wastes a lot of users’ time. Their purpose
is to keep the users on their webpage for re-sale and retargeting. Users can
be also victims of scams and their personal data can be resold to the third
parties and to other service providers.

Key market application for tourists will be ability to individualize and
personalize travel plans, reduce time for its creation and adapt tourism
services to themselves, not the other way around. Key market application for
tourism services providers will be unique marketing and sales channel. With
tourists providing input of their interests, system will provide matching of
these interests to service providers’ offerings. Providers will thus (1) receive
direct demands, suited to their offer, and also (2) be able to adapt to the
demand (based on automated empirically validated big data of the input
interests) to be competitive in future.

However, the Internet is not the only channel for tourism information
searching. The information can be gathered electronically, or from other
information sources such as guidebooks and word-of-mouth referrals
Tourists always search for information through various channels. They tend
to use a combination of information sources as their search strategies and
also use broad external information sources for trip planning, including their
family and friends, destination-specific literature, the media, and travel
consultants (Snepenger & Snepenger 1993 in Ho, Lin, and Chen 2012).
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3. Research hypotheses
According to the literature review, it could be proposed three hypotheses:

* H1: »There are statistically significant differences between the
Chinese tourists in Slovenia and Montenegro in seeking information
regarding travel«

* H 2: »Age in the same way affect the use of mobile app for booking
trip in Slovenia and Montenegro«

* H 3: »Income in the same way affect the use of of mobile app for
booking trip in Slovenia and Montenegro«

4. Methodology

For the purpose of this scientific research, empirical survey was conducted
both in Slovenia and Montenegro. The research was conducted in the period
between January 2014 and November 2015 (Table 2).

The data collected were analyzed with the SPSS. The questionnaires were
filled in by Chinese tourists approached at hotels, restaurants, bars, in the
streets etc. in several towns in Slovenia and Montenegro.

The effect of the intended destination (destination where you travel) on
the selection of sources of information in the process of planning travel of
Chinese tourists and the impact of the age and income of the respondents to
the use of mobile applications at time of destination is performed using the
t-test for independent samples (data analyzed using SPSS), by examining the
statistical significance of differences in mean values. Independent variables
are: intended destination (destination where to travel); age and income of
respondents.

4.1. Participants

The total number (Table 2) of respondents was 231, of whom 98 were
approached in Slovenia and 133 in Montenegro. The number of responses
varies - depending on the question which was taken into consideration
during the subsequent analysis.

According to the respondents’ gender structure; there is a slightly smaller
share of female respondents, 46.3%, compared to the larger share of male
respondents, 53.7%. The oldest was born in 1940 (75 years old) and the
youngest in 1990 (25 years old). The average age of Chinese tourists who
responded to our questionnaire was 38 and half years. The majority of
respondents were employed (84.7%), followed by retired tourists (9.2%),
unemployed ones (2.6%), students (0.9%) and others (2.6%). They
originated mostly from East China (18.3%), Northeast China (17.9%); then



15 | RSC Volume 8, Issue 2, May 2016

from South Central China (13.1 %), Northwest China (10.9%), North China
(7.9%), Southwest China (7.4%), and other countries (24.5%).

Table 2: General information on research project

Duration of research [From January 2014 to November 2015
Method of collecting
data ersonal interview
Questionnaire Designed specifically for this project by project team
Site Slovenia; Montenegro

Chinese tourists in Chinese tourists in

Slovenia Montenegro Total

Gender:
Male 55 69 124
Female 43 64 107
Total 98 133 231
Year of Birth:
<= 1942 5 5
1943 - 1952 3 2 5
1953 - 1962 4 4 8
1963 - 1972 13 5 18
1973 - 1982 29 8 37
1983 - 1992 47 7 54
Total 96 31 127
Status:
student 0 2 2
employed 36 108 194
retired 3 18 21
unemployed 6 0 6
other 5 1 6
Total 100 129 229
Part of China:
East China 23 19 42
North China 8 10 18
NE China 3 38 41
NW China 0 25 25
South Central China [11 19 30
SW China 3 14 17
Other 52 4 56
Total 100 129 229
Part of area:
Urban area 73 92 165
Rural area 30 18 48
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Total 1103 1110 213
Yearly income:

More than 120,000

RMB 51 4 55
60,000-120,000 27 18 45
25,000-60,000 15 64 79
15,000-25,000 3 27 30
less than 15,000 RMBj3 0 3
Total 99 113 212

The number of respondents who live in urban areas was much larger
(77.5%) than the number of those who live in rural areas (22.5%). The
number of respondents with an income (Table 5) between 25,000 and CNY
60,000 was the largest (37.3%), followed by those with an income of over
CNY 120.000 (25.9%), and those who earn between CNY 60,000 and
120,000 (21.2%), the ones making between CNY 15,000 and 25,000 (14.2%)
and, finally, the smallest group with an income of less than CNY 15,000
(1.4%).

4.2. Measurement

A questionnaire containing closed questions was prepared. When we asked
Chinese tourists their opinion we wused the Likert scale -
scaling method, measuring either positive or negative response.
Respondents used values from 1 (the most negative answer) to 5 (the most
positive answer). Descriptive statistical analysis was used.

5. Results
From Table 3 we can see the sources of travel information that are used
most by Chinese tourists.

Table 3: Sources of information in planning trip period

IChinese .
tourists LG
When deciding where to travel, where do you look for information? in touristsin Total
. Montenegro
Slovenia
Count 30 1 31
o —— —
Friends % within When dec@mg where to travel, where do 96.8% 3.20 100%
ou look for information?
% within Slovenia or Montenegro 27.5% 0.7% 12.7%
e Count 4 6 10
S —
relatives 0% within Wllxen dec1c.1mg where to travel, where do 140.0% 60.0% 100%
ou look for information?
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% within Slovenia or Montenegro 3.7% 4.4% 4.1%

Count 30 14 44

% within When deciding where to travel, where do| 68.2% 31.8% 100%

Books or guide . .
00KS Or'g S ou look for information?

% within Slovenia or Montenegro 27.5% 10.3% 18.0%

Count 12 61 73

% within When deciding where to travel, where do

Travel agency ou look for information? 16.4% 83.6% 100%
% within Slovenia or Montenegro 11.0%  #44.9% 29.8%
Count 12 1 13
Fair.s or % within W}.1en decic%ing where to travel, where do 02.3% 7.7% 100%
exhibitions ou look for information?
% within Slovenia or Montenegro 11.0% 0.7% 5.3%
Count 1 6 7

Social networks

(for example % within When deciding where to travel, where do

0, 0, 0,
ou look for information? 143%  B5.7% 100 %

Renren)

% within Slovenia or Montenegro 0.9% 4.4% 2.9%
Count 20 31 51
. e —
Bo.oklng:com, % within Wh.en dec1d.1ng where to travel, where do 39.206 60.8% 100%
TripAdvisor etc. ou look for information?
% within Slovenia or Montenegro 18.3% 22.8% 20.8%
Count 0 16 16
S —
Other % within When decu:.lmg where to travel, where do 0.0% 100.% 100%
ou look for information?
% within Slovenia or Montenegro 0.0% 11.8% 6.5%
Count 109 136 245
o —
Total % within When dec1d.1ng where to travel, where do 44.5% 55.50 100%
ou look for information?
% within Slovenia or Montenegro 100% 100% 100%

Chinese tourists in Slovenia obtain travel information from friends
(27.5%), books or guides (27.5%), Booking.com and TripAdvisor (18.3%).
The smallest number of Chinese tourists in Slovenia gets information from
family, relatives (3.7%) and from social networks (0.9%). When it comes to
Chinese tourists in Montenegro, the majority of them find travel information
in tourist agencies (44.9%), at Booking.com and TripAdvisor (22.8%) but
also from books or guides (10.3%); while for the minority of them the
sources of travel information are social networks (4.4%), family and
relatives (4.4%), fairs or exhibitions (0.7%) and friends (0.7%). In total,
Chinese tourists mostly obtain information for their trip from travel
agencies (29.8%), Booking.com, TripAdvisor etc. (20.8%) and from books
and guides (18%).

From the Figure 1 we can see how much time Chinese tourists devoted to
searching for information and booking the packages for their last trip.
Chinese tourists in Slovenia spent from a day to three for looking up and
booking last trip (40.6%), from 7 days to 15 days (28.3%), from 4 to 7 days
(17.9%) and more than 15 days (13.2%). Chinese tourists in Montenegro
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spent more than 15 days for searching and booking last trip (38.2%), from 7
to 15 days (35.9%), from 4 to 7 days (17.6%) and from a day to three
(8.4%). In total, the most of Chinese tourists spent from 7 to 15 days for
searching and booking their last trip (32.5%) and more than 15 days (27%).

Figure 1: Time spent searching and booking last trip

100%

20% 44— 13% .
80% 38% —
70% A —
60% -

50% -

40% -

30% A

20%

10% -

0% - T

Chinese tourists in Slovenia Chinese tourists in Montenegro
u 1-3days ®4-7 =7-15 more than 15

Figure 2 shows to what extent Chinese tourists use mobile applications
for booking their trips.

Figure 2: Use of mobile apps while booking

100%
90% | 21%
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Chinese tourists in Slovenia Chinese tourists in Montenegro
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A large number of those in Slovenia use mobile applications for booking
trips (67%) and 21.4% of them plan to do so in the future. The situation is
opposite when we talk about Chinese tourists in Montenegro. Actually, most
of them do not use mobile applications for booking their trips (60.2%) and
there is not one respondent who intends to use them in the future. In total,
we can say that Chinese tourists have used mobile applications for booking
their trips in the past (51.7%) and 9.3% of them plan to use them when they
book again.

From Figure 3 we see that a large number of Chinese tourists would like
to create a personalized trip completely according to their needs (92.8%).

85.8% of those visiting Slovenia and 98.5% of those in Montenegro want to
do it.

Figure 3: Preferences in creating a personalized trip

Chinese tourists in
Slovenia

Chinese tourists in
Montenegro

M yes " no

We can see from Table 4 and from Figure 1 that most Chinese tourists in
Slovenia use WeChat, Weibo and QQ (47.9%), they sometimes use web pages
of travel agencies (56.7%) as well as Daodao, TripAdvisor, Ctrip, Elong,
Qunar (48%). Chinese tourists in Montenegro sometimes use WeChat,
Weibo and QQ (61%).

They always use web pages of travel agencies (67.1%). Daodao,
TripAdvisor, Ctrip, Elong and Qunar are always used by 59.6% of Chinese
tourists in Montenegro. Our investigation into the methods Chinese tourists
use to find information about destinations such as Slovenia and Montenegro
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confirm that they almost always use social networks and web pages of travel
agencies.

Table 4: Use web pages

o Chinese
Chinese .
tourists tourists
in in Total
How often do you use the following web pages/apps when Slovenia Monten
searching for travel information? egro
always Count 59 36 95
% within WeChat, QQ, Weibo, QQ 62.1% 37.9% 100%
% within Slovenia or Montenegro 56.7% 31.9% 438%
sometimes | Count 39 61 100
% within WeChat, QQ, Weibo, QQ 39.0% 61.0% 100%
% within Slovenia or Montenegro o o o
WeChat, QQ, 37.5% 54.0% 46.1%
Weibo, QQ never Count 6 16 22
% within WeChat, QQ, Weibo, QQ 27.3% 72.7% 100%
% within Slovenia or Montenegro 5.8% 14.2% 10.1%
Total Count 104 113 217
% within WeChat, QQ, Weibo, QQ 47.9% 52.1% 100%
% within Slovenia or Montenegro 100% 100% 100%
always Count 27 55 82
% within Webpages of tour 32.9 67.1% 100%
agencies o7 0 0
% within Slovenia or Montenegro 30.0% 48.2% 40.2%
sometimes | Count 51 55 106
% within Webpages of tour 48.1% 51.9% 100%
agencies P o 0
% within Slovenia or Montenegro 56.7% 48.2% 52.0%
Web pages of ' i i
tour agencies | never Count 12 4 16
% within Webpages of tour o o o
TS 75.0% 25.0% 100%
% within Slovenia or Montenegro 13.3% 3.50% 7.8%
Total Count 90 114 204
% within Webpages of tour o o N
G 44.1% 55.9% 100%
% within Slovenia or Montenegro 100% 100% 100%
Daodao, always Count 34 68 102
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TripAdvisor,
Ctrip, Elong,
Qunaretc.

% within Q20c Daodao

(TripAdvisor, Ctrip, Elong, Qunar 33,3% 66,7% 100%

etc)

% within Slovenia or Montenegro 34.3% 59.6% 47.9%
sometimes | Count 48 44 92

% within Daodao (TripAdvisor, o o o

Ctrip, Elong, Qunar etc) 52,2% 47,8% 100%

% within Slovenia or Montenegro 485% 38.6% 43.2%
never Count 17 2 19

% within Daodao (TripAdvisor, o o o

Ctrip, Elong, Qunar etc) 89,5% 10,5% 100%

% within Slovenia or Montenegro 17.2% 1.8% 89%
Total Count 99 114 213

% within Daodao (TripAdvisor, o o o

Ctrip, Elong, Qunar Etc) 46,5% 53,5% 100%

% within Slovenia or Montenegro 100% 100% 100%

From Table 5 we can see that Chinese tourists in Slovenia prefer to travel
individually (81.8%) compared to Chinese tourists in Montenegro who
prefer to travel with a travel agency (60.3%). In total, nearly 57.8% of
Chinese tourists prefer to travel individually.

Table 5: Travel preferences

Yorlpreferiatrayel Chinese touf‘ists Chinese tourists in Total
in Slovenia Montenegro

. Count 18| 79 97
RN .vithiin You profer to travel 18.6% 8L.4% _ 100%)
e % within Slovenia or Montenegro 18.2% 60.3%) 42.2%
Count 81 52 133
Individual % within You prefer to travel 60.9%) 39.1%) 100%)
% within Slovenia or Montenegro 81.8%) 39.7%)| 57.8%)
Count 99 131 230
Total % within You prefer to travel 43.0%) 57.0%) 100%)
% within Slovenia or Montenegro 100% 100% 100%

6. Discussion
Discussing the results it could be noted that assumed hypotheses are well
chosen and represent the main problem exposed in this paper.
H1: “There are statistically significant differences between the Chinese
tourists in Slovenia and Montenegro in seeking information regarding
travel” Regarding hypothesis H1 it is established as follows. In order to be
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able to confirm this hypothesis we did statistical test: t-test for independent
samples (table 6) and (table 7).

Table 6: Testing Hypotheses 1

Std. Std. Error
Slovenia or Montenegro N Mean Deviation |[Mean
\When deciding where to travel, |Chinese tourists in 142 3,4718 2,41066 |,20230
where do you look for Slovenia
information? Chinese tourists in 138 5,4203 2,29506  |,19537
Montenegro

Table 7: Testing Hypotheses 1 - Independent Samples Test
Levene's Test
for Equality of

Variances t-test for Equality of Means
95% Confidence
Std. Error (Interval of the
Difference |Difference
Sig. (2- [Mean
F  [Sig. t df tailed) |Difference Lower |Upper

\When Equal
deciding |variances
where to |assumed 1,462,228 [-6,923 (278 ,000 -1,94846 28143 -2,502471-1,39445
travel, Equal
where do |variances
youlook [not

for assumed
informa-
tion? -6,928 [77,884 000 -1,94846 28124 -2,50208]-1,39484

Hypotheses H1 was fully confirmed.

There was a statistically significant difference between the groups. Size
impact of the independent variables expressed by parameter eta squared is
0.147, which indicates strong impact of independent variable in relation to
the choice of sources of information. That means that respondents in
Slovenia and Montenegro have different structure in sources of information
(see Table 3) which could be explained by different approach in trip
planning period regarding expectations about destination informations.

H 2: »Age in the same way affect the use of mobile app for booking trip in
Slovenia and Montenegro« Regarding the hypotheses H2 it is indicated as
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follows. In order to be able to confirm this hypothesis we did statistical test:
t-test for independent samples (table 8) and (table 9).

Table 8: Testing Hypotheses 2

Std.  |Std. Error
Slovenia or Montenegro N Mean |Deviation| Mean
Q18- Have you ever used mobile |Chinese tourists in Slovenia 15| 2,2000 ,77460 ,20000]
lapp when booking your trip? Chinese tourists in 21y 1,8571 ,35857] ,07825
Montenegro

Table 9: Testing Hypotheses 2 - Independent Samples Test

Levene's Test
for Equality of
Variances t-test for Equality of Means
Std.
Error 95% Confidence
Diffe- [Interval of the
rence |Difference
Sig. (2-|Mean
F Sig. |t df tailed) |Difference Lower  [Upper
Have you Equal
ever used variances
mobile app assumed 64,798 1000 754 [151 452  },08155 110808 [,29510 /13200
when booking [Equal
your trip? variances not
assumed 1611 [59,733 543 |,08155 [13341 },34844 |18534

Hypotheses H2 was fully confirmed.

There were no significant differences between the groups. Respondents in
Slovenia and Montenegro have similar distribution of responses about the
use of mobile applications for booking of accommodation, regarding the age
groups. Mean coefficient is similar in both groups 1.6042 (Slovenia) and
1.6857 (Montenegro) and does not significantly deviate from the general
coefficient of 1.6601 for both groups. That point on well accepted mobile
application in booking travel and accommodation concerning Chinese
tourists which is consistent to some previous research and reports ((»95 out
of 100 Chinese Own a Mobile Phone in 2015« 2016), (»93% Chinese Tourists
Travel with Mobile Devices« 2016), (»China Smart Mobile Device Market
Overview in Q2 2016« 2016), (Tanner 2016)).



| 24 RSC Volume 8, Issue 2, May 2016

H 3: »Income in the same way affect the use of mobile app for booking trip
in Slovenia and Montenegro« Regarding hypotheses H3 it is observed as
follows. In order to be able to confirm this hypothesis we did statistical test:
t-test for independent samples (table 10) and (table 11).

Table 10: Testing Hypotheses 3

Std.  |Std. Error
Slovenia or Montenegro N Mean |Deviation| Mean
Q18- Have you ever used mobile |Chinese tourists in Slovenia 15 2,2000, ,77460, ,20000|
app when booking your trip? Chinese tourists in 21 11,8571 ,35857| ,07825
Montenegro

Table 11: Testing Hypotheses 3 - Independent Samples Test

Levene's Test
for Equality of]|
Variances t-test for Equality of Means
Std.
Error |95% Confidence
Diffe- | Interval of the
rence Difference
Sig. (2-| Mean
F Sig. t df |[tailed)|Difference Lower | Upper
Q18- Have you [Equal
ever used variances
mobile app assumed 13,016 ,001] 1,785 34 ,083] ,34286 ,19204| -,04741|,73313
when booking [Equal
lyour trip? variances not
assumed 1,596/ 18,313 ,127| ,34286] ,21476| -,10779,79350

Hypotheses H3 was fully confirmed.

There were no significant differences between the groups. Respondents in
Slovenia and Montenegro have similar distribution of responses about the
use of mobile applications for booking of accommodation, regarding the
income groups. Mean coefficient is similar in both groups 2.2000 (Slovenia)
and 1.8571 (Montenegro) and does not significantly deviate from the
general coefficient of 2.0000 for both groups. This also indicate on well
accepted mobile application as previous mentioned.
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7. Conclusion

When planning their travel, main problems of tourists are getting lost in
abundance of various tourism offers and losing a lot of time to find what you
need. Travel, accommodation, sightseeing can all be organized by yourself,
but it will take you unbelievable 45 days just to find, choose and plan the
trip, according to the researches (Schaal 2013). The modern internet user is
daily faced with the problem of too much information, most of them being
unimportant and useless. On Chinese tourism market especially, there is a
lack of information about Western Balkans and even if they are, they are
available in local or English language.

If we want to stimulate more high-spending individual tourists to come
who tend to spend more than tourists travelling in package tours we should
find solutions on the base of ICT and solve the TSP. Such concept has more
than just plausible future. The main challenges in EU tourism__(European
Commision 2013) are (1) technological - keeping up to date with IT
developments caused by the globalization of information and advances in
technology: IT tools for booking holidays, social media providing advice on
tourism services, etc.; (2) markets and competition - growing demand for
customized experiences, new products, growing competition from other EU
destinations; (3) security and safety - environmental, political, and social
security; safety of food and accommodation; and socio-cultural
sustainability threats; (4) economic competitiveness - seasonality,
regulatory and administrative burdens; tourism related taxation; difficulty
of finding and keeping skilled staff. Furthermore, Western Balkans area
faces with following two most important issues related to tourism: (1) the
need to get recognized globally, (2) big influence of tourism in GDP and
employments.

In the recent times, the Chinese tourists have big role in tourism industry
(Fuggle 2015), with their travels and buying power being on increasing
trend. More than 70% of them plan their travels with the help of internet
browsing and mobile applications (Schaal 2013). Less and less of them are
willing to attend classic tourism programs and visit traditional destinations.
Balkan can be a great point for travelers and tourists, who need something
new, interesting, unique and local. This is confirmed by the trend of
increasing numbers of tourists travelling to this area (Fuggle 2015).

Individual travel plans are used more and more often in comparison to
typical tour agencies’ group itineraries. People are willing to experience
unique travels and they would like to walk the roads that no one before did,
and share that experience. Identified user needs can therefore be congested
in one sentence: to be able to create individual travel plan without
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significant time lost and with quality information, according to their
interests.
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Abstract: It is often assumed, that the mass media reflect the current state of
society. The possibility that our perception of current affairs, does not
necessarily match their depiction, gives us a hint of a media constructed reality
- the media represent, create a reality. To perceive their representations as
successful, from a cognitive standpoint, an alignment between the ideologies of
the sender and the receiver are required; misalignment in this sense is called
cognitive dissonance. From a cognitive perspective, dissonance is a potentially
damaging state and because of that, attempts to reduce it should be visible.
With the use of indicators of dissonance, the study focuses on identifying which
media, and under what circumstances, a reality was represented in alignment
with the perception of their audience. At an assumed media construction of
reality, an evaluation of their representations is recommended, based on their
potential contribution to cognitive states.

Keywords: mass media, ideology, representation, cognitive dissonance,
consonance, depression, news media

1. Introduction

The media as a part of our everyday lives are objects of research since the
beginning of the twentieth century (Hartmann 2009) - if the term media
refers to the mass media. Research on this field coincides with
“‘mediatisation’ - a process, through which the media have an influence on
different fields of society” (McQuail 2010, 563). The role of society in
association with the media was vividly changed in the second half of the
twentieth century (Luthar and Jontes 2012). At first, society was described
as a passive receiver of media messages (McQuail 2010). After, theories in
which society is represented as an active receiver were popularized; society
adjusts the content of the media according to its needs and expresses
dissatisfaction when it lacks benefits (Hartmann 2009). Despite that,
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problems connected with the mass media persist; partially because of the
ideological predispositions of the messengers.

Hall (2003) emphasises, that the media construct a reality for the benefit
of a particular view on the world. The media are “not mirroring reality,
rather, they represent it” (Hall 2003, 30). Research on the field of
representation is conventionally focused on the analysis of media texts (Hall
2003). The introduction of the concept of discourse begins to warn about
signs outside the use of language in its literal meaning; representation as
“the creation of meaning through the language, images and discourse”
includes factors, which work around the process of content production (Hall
2003, 16). Additionally, users of media content were admitted to come to
their own interpretations of everyday media texts (Entman 1993, in Luthar
and Jontes 2012, 102).

Research in the field of perception (Bernstein 2013) has stressed our
beforehand knowledge as a factor during detection of stimuli from the
environment. The media’s representation is not necessarily directly
understood, as it was intended by the messenger. It could be inconsistent
with our perception of reality. “Inconsistence” between our perception of a
reality and the media’s representation of a reality “is called cognitive
dissonance” (Festinger 1957, 2). Festinger emphasized, that during
dissonance, inconsistencies between our “cognition (what we know about
ourselves and our circumstances)” and information from an external source
(for our purposes, the media) arises (Festinger 1957, 9). A minimal extent of
dissonance is present every day. Higher levels of dissonance are traceable to
the negative implications of stress.

Extreme forms of dissonance include the activation of responses, which
are understood as unnecessary during a psychologically unfavourable state;
exposure through longer time periods is connected with a state of
depression (Sapolsky 2004). From a cognitive aspect, dissonance and states
connected with dissonance (depression) are harmful (Sapolsky 2004). The
media as a public actor have “the same freedom as every other citizen or
organization, as long as they do no harm” (McQuail 2010, 194). With the use
of dissonance indicators, the study identifies and guides our focus to
conditions of immediate circumstance, which could lead to harm or benefits
associated with cognitive dissonance. These circumstances include media
exposure, attention devoted to particular dimensions of representation and
approaches to manage dissonance. Assuming the evaluation of media
operations on the basis of rating indicators does not identify harm in the
same way (McQuail 2010), an evaluation of media representation is
suggested based on their potential contribution to cognitive states.
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2. Theoretical framework

2.1 Media and ideology

The term mass media refers to “means of communication, which work in
large scales and reach many individuals in shortened amounts of time” (Zili¢
F. 2007, 27). Large scale is a relative concept; theatre plays enable the reach
of many individuals; ultimately oral tradition is also a medium (McQuail
2010). In the study, the concept of mass media is generalized on the
technologies established in society - newspaper, film, radio, TV; traditional
media. With new media we associate everything that is embedded under the
internet; webpages, social networks (Zili¢ F. 2007; McQuail 2010). Beyond
technology, they are also divided geographically - local and international
media - and by genre; news and entertainment programmes (Zili¢ F. 2007).
For our purposes, we will mostly be referring to the news genre, although
entertainment programmes also suggest real societal states.

Research (Van Zoonen 1994, in McQuail 2010, 122) suggests that
audiences connect news media more with reality in contrast to
entertainment media; therefore, news is more relevant when it comes to
questions about the current state of society; at the same time, news will be
more significant, when it comes to the infringement of one of the
fundamental normative standards - not doing harm.

The media work for the benefit of a certain ideology. Ideology by itself is
not problematic. Most negative connotations can be attributed to Marxism
and the idea of “false consciousness” (Dant 2013). For our purposes, the use
of ideology comes from a socio-cognitive aspect; as “a system of meanings,
through which we help ourselves explain the world” (Van Dijk 1998, 126). It
assumes “the basis of mental schemes or representations in our head, which
enable us to asess values around the world; questions of lies or truth, normal
or deviant, good and evil” (Van Dijk 1998, 8, 126; Hall 2003, 17). Ideology in
the up-to-date conceptualization is not exclusive to the selected few, but to
all interests (Gramsci 1995); it can be the ideology of an individual, a group
or the abstract ideology of an organization (Van Dijk 1998). However, it
remains one of the fundamental concepts for problematizing the media.
“When we have certain conceptualizations of the world, we will try to
represent them to the world, so that they could be accepted as principles of
society” (Hall 1980, in Luthar and Jontes 2012, 399-413). The media are
used as a means of transfer for ideologies (Althusser 1980). Their “key
activities are publication and dissemination” (McQuail 2010, 59); but they
also create meaning. They present themselves as carriers of “what is really
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going on”; as functioning in the “public interest” (Molotch and Lester 1974,
105).

At a specific moment, a certain ideology is dominant (Gramsci 1995). In
the context of media, this is usually the conceptualization of the world,
which is perceived as self-evident from the messengers. A dominant
ideology or hegemony (Gramsci 1995) is often confirmed by being published
in media texts. It can also be interpreted by whom the messengers are
cooperating with. The procedure of publishing is often considered routine;
agents are regularly available to one another (Molotch and Lester 1947). It is
not fixed, which ideology will be included in the process of production.
Media activities reside on different levels. It can be the work of individuals
or an organized totality. This enables the integration of autonomous
segments of individual ideologies (Hall 1980). Pictures seem to show a
particular story development; nonetheless, a piece of information, which
would ultimately attract more attention, could be placed in between. These
kinds of practices are often allocated to the work of individuals within the
technical and public relations departments - albeit not exclusively (Hall
1980). Routinely publishing news can be interrupted by accidents or events
of exceptional nature (Molotch and Lester 1974). Events of exceptional
nature are partially recognized by their context; media, which primarily
report on natural disasters could see ventures of individuals as exceptional.
Exceptional events force their inclusion, when they were not intended as
part of a publication. Tuchman (1972) stresses, that individuals, as well as
groups are capable of producing such events (in Molotch and Lester 1974,
107-108). Different ideologies are competing to be implemented into the
publication; which creates a difference from things that are not published
and stresses the event as objectively relevant. Coinciding is the data, that for
many individuals, relevant events of their everyday lives are left out of
publication (Molotch and Lester 1974). This does not necessarily refer to
events we are directly involved in; the treatment of particular themes we are
interested in could also be different from our view of the situation;
ideologies can be included and treated differently from the expectations of
the relevant public on many stages. Such “management of happenings”
suggests a “media constructed reality; a precise selection of interpretation of
events; media, which not only mirror, but also structure, shape and frame
reality” (Molotch and Lester 1974, 101; Zili¢ F. 2007, 30).

2.2. Representation
The media’s construction of reality is often called representation, which is
“the creation of meaning through language, discourse and images” (Hall
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2003, 16), and involves language beyond its literal meaning, including signs.
Signs enable users the production of meanings through the process of
signification (Hall 2003). Through signification, a sign is divided into two
parts. The first part is the signifier; word, thought or object. The second part
is the signified; content, idea, which is called upon in our thoughts by the
signifier. The relation between signifier and signified is arbitrary - it is
unnecessary (Hall 2003, 27-31). “Entity X" marks “entity y”; but x can be x1,
x2, x3...,, which marks y1, y2, y3... Arbitrary relations enable us to mark
identical events in different, often contradictory ways (Van Dijk 1998). The
second idea which coincides the concept of signification is recognition
through difference. When mentioning “red” we think of RED; whatever it
represents, we still know it is RED, because it is not YELLOW (Hall 2003).
Recognition through difference is used in the media; from leaving out
individual phonemes to exclusion of whole events or publications. What is
shown is attributed a different meaning than what is left out.

Although the meaning of a term is loose as arbitration suggests, for a
particular period in time, it can be relatively fixed. Every sign has at least
one basic meaning or denotation. Such a sign is commonly shared and is the
conventionally known signifier for a particular signified (McQuail 2010). Its
opposite, subjective or figurative meanings are called connotations.
Connotations are usually different from individual to individual (Barthes
1978). When we think of the media being biased, we often refer to their use
of connotations; “signifier a” and “signifier b” mark the same phenomenon;
the difference is in the connotations, which they trigger. We rarely consider
that potentially denotative signs could also be connotations. Barthes (1978)
mentions photography; photographs are represented as an objective proof
of an occasion. The combination of physical and chemical stimuli give
photographs the appearance of a denotation (Hall 2003). This overlooks the
data, that photographs, or film, are being made from one’s perspective.
Representation does not only include signs from linguistics and graphical
features. The reputation of the publication’s originator influences our
perception. Representation - from a discursive aspect - uses broader social
practices to create meaning.

Including broader social practices involves the concept of discourse.
Discourse broadens the context, the “relevant circumstances being
considered” (Van Dijk 1998, 221). Included are McQuail’s (2010) stages of
media operation; structure, conduct and performance. Until now we
discussed representation from the viewpoint of performance, which usually
means the “media text — a developed product as it becomes available for the
recipients” (Van Dijk 1998, 194). Discourse warns about the relevance of
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conduct and structure; activities which happen around the process of news
dissemination gain attention. Conduct includes selection and production of
content, editorial decisions, marketing methods... (McQuail 2010). Media
texts are not evaluated exclusively based on published content; which
journalist wrote the article is considered when evaluating discourse as
positive or negative. Similarly structure, the media system in which the
organization works; including financing, regulation, infrastructure,
distribution and ownership (McQuail 2010). The media can be followed for
reasons, which have no transparent connection with their content. We may
have personal ties with the owner, or support the specific medium because
of their non-profit orientation. Discourse not only broadens the context of
evaluation, but also exposes a composition, which is bigger than the
treatment of its constituent parts separately.

Barthes (1978) stresses, that combining at least two heterogenic signs
contributes a different meaning than treating them separately. The media
can make elements more notable by compressing other parts of the
forwarded text. A conventional example includes the placement of
information into the title of texts (McQuail 2010). Framing is used similarly
by “including processes of selection and emphasis, that establish the
information to be seen and easily remembered by the audience; the stronger
the emphasis, the higher the probability that the addressee detects the
information” (Entman 1993, in Luthar and Jontes 2012, 101). There is rarely
any coincidence as to which information receives more time or space in a
text. “Every social use of words includes choice - the use of one word over
the other always has a contextual reason” (Van Dijk 2000, 39 in Erjavec
2011, 48). The intertwining stages of media operations allow words to be
complemented by shifting attention to who says what in what manner, what
angle the speaker is positioned in - either by virtue of their body language
or by the contribution of the cameras.

It is possible to create partiality before the speech act even begins.
Placing less capable speakers inside regulated speech events shows their
interests in a worsened way as compared to more experienced speakers in
the observed context (Van Dijk 1998). Decisions on who to invite as a
representative of a given problem is also given relevance by discourse.

Through the analysis we found, that, despite seemingly neutral elements,
such as techniques and technologies, “neutrality is hardly acceptable in the
extreme sense of the word - beyond the accepted criteria of truth” (Van Dijk
1998, 34). Every ideology presents a flawed image to some extent. As active
users we perceive stages of representation beyond the media text; we notice
when our experiences do not match the media-represented reality. At an
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assumed absence or lack of evidence for a neutral media-represented
reality, we can measure the sufficiency of their representations based on our
response, which, should be made visible.

2.3. Cognitive dissonance

When receiving external representations of the world (in this case from the
media), we already possess knowledge, ideologies, experience - for our
purposes they will be used under the common denominator cognitive
elements. Together, they form our “cognition - what we know about
ourselves and our circumstances” (Festinger 1957, 9). Perception is the
process through which we take direct or raw sensations from the
environment and attribute meaning by applying pre-existing cognitive
elements (Bernstein 2013). The direct sensations from the environment are
made intelligible using bottom up perception. Assigning meaning requires
the process of top down perception (Bernstein 2013).

Top down perception involves a higher activity of cognitive elements.
Based on the cognitive element's relevance - ideology is thought to be of
significant relevance - we will experience different stages of dissonance,
should our elements not to be consistent with the media's representation of
the issue (Festinger 1957; McQuail 2010). Representation does not need to
refer to events which we were immediately a part of - dissonance is an
inconsistency between our perception of a fragment of reality and the
media's representation of that fragment of reality - representation of
abstract phenomena (e.g. fiction) may also lead to dissonance (Sapolsky
2004). Consistency or its contrast state is called consonance (Festinger
1957). For our purposes, we will mostly be referring to dissonance.

Cognitive dissonance is a psychologically! unfavourable state. The idea
comes from the assumption, that humans are naturally oriented towards a
state of equilibrium, or, for our purposes, homeostasis (Festinger 1957;
Sapolsky 2004). When the divide between our cognition and the media’s
representation is increasingly inconsistent, balance is interrupted and our
cognition invests additional energy to re-adjust (Festinger 1957). A re-
adjustment of cognitive elements is connected with the negative
implications of stress. Usually, this marks the activation of the “fight-or-
flight” response (Sapolsky 2004). In particular contexts (during

1. Throughout the paper, psychological may be used interchangeably with
cognitive or neurobiological, due to a multidisciplinary approach. Their use signifies
the same criteria of evaluation; an increase in dissonance indicators as damaging
and an increase of consonance indicators as potentially beneficial.
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physiologically demanding tasks), this response is useful, even necessary. In
the context of psychological stress, research (Sapolsky 2004) has suggested
that the fight-or-flight response is not necessary. Activation through a longer
period of time is associated with a higher degree of vulnerability and
susceptibility towards pejorative medical conditions; in relation to
dissonance, depression was exposed (Sapolsky 2004). We are usually
“prepared to overlook harm connected with dissonance”, presumably to
achieve ideals (McQuail 2010). Hartmann (2009) explains how dissonance is
sometimes necessary; as a revolt against the homogenization of society. For
our purposes, we use a psychological standpoint; dissonance and
phenomena connected with it (depression), which throw our psychological
state out of balance, are harmful and attempts to lower dissonance should be
visible through our behaviour (Festinger 1957; Sapolsky 2004). With
dissonance hinting at harm, indicators can be used as means to evaluate the
performance of media. Dissonance indicators were identified with five
factors. The first two factors revolve around the idea, that dissonance should
be accompanied by discomfort. The first two factors measure for feelings of
discomfort:

1. Feelings of overwhelmedness; by the amount of transmitted information
perceived as unnecessary.

2. Feelings of resent; towards news consumption, at the expense of other
activities.

The third and fourth factors measure dissonance by its potential
manifestations through behavioral factors:

3. Switching the source of dissonance; whenever a news segment fails to
match our expectations, we may switch the news outlet as a means of
reducing dissonance. On the other hand, individuals who decide to persist
with one source end up with similar results (reduced dissonance) (Festinger
1957). Switching the news outlet may thus increase dissonance. At a
multiplicity of different representations, we may come across a form of
knowledge, which is beyond our current context, due to the increased
diversity of information (Sapolsky 2004). A last resort would mean the
denial of mass media.

4. Using outlets for frustration (Sapolsky 2004, 255); popular outlets include
confronting the perceived source of objectionable content (writing readers-
letters, calling the editorial, commenting content,...). A last resort would be
the creation of personal content.



39 | RSC Volume 8, Issue 2, May 2016

Even if the media's representation of reality may be interpreted as
relatively distorted, it is not determined whether the representation will be
dissaligned with our perception of the issue. When the media align their
representation with their audience's perception, a state of consonance
occurs. The fifth factor represents an indicator of consonance:

5. Being satisfied with the media's outputs; if dissonance is associated with
damage, consonance is associated with benefits. We often consume news to
gain information and reduce insecurity (McQuail 2010); when we do, we are
more likely to perceive the media as corresponding to the current state of
society.

Cognitive states are not necessarily dependant on the media's outputs.
We are often susceptible to see intentions where they are not necessarily
intended (McQuail 1992). Our approaches to news consumption add to the
ratios of dissonance (Sapolsky 2004). McQuail (2010) believes news
consumption with the intent of being informed is an active way of
consumption and contains characteristics like selectivity and critical
thinking. Selectivity suggests we are able to find a segment that is consonant
with out cognition during random exposure to news. Critical thinking
implies that any information that is dissonant with our cognition will be
taken with caution (Hartmann 2009). Dissonance, which derives from active
consumption is seen as controlled and is called stimulation - a positive
association of stress. A passive approach with the intent of entertainment
does not control for dissonance in the same way (Sapolsky 2004; McQuail
2010). When dealing with a multiplicity of possible representations,
selectivity on our behalf is as important as that of the media.

3. Methodology

3.1. Survey

To find out more about the relationship between a particular dimension of
media representation and our cognition, we used a quantitative research
method. The concepts from the theoretical framework were operationalised
- converted into variables - for a survey. The variables included media
exposure, dimensions of representation, dimensions of dissonance or
consonance, purpose of use and environment of consumption for the news
media. We graded the variables using a 5 - point Likert-scale.
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3.2. Operationalisation

3.2.1. Media exposure

Most research equates exposure with media use (Sun 2013). The same
method was used in the study. We asked the participants how often they
used the following media:

newspapers;
magazines;
television;
radio;

websites;

social networks.

Ul W e

Two examples of media for each technology were used; newspapers and
magazines represented print; television and radio represented
broadcasting; web and social networks internet media. They are also
referred to as traditional (print, broadcasting) and new media (internet).

3.2.2. Dimensions of representation

Media representation was divided into 15 dimensions. The broader context
of discourse adds structure and conduct to the standardised dimensions of
performance, which usually refers to the media text. Participants were asked
“how much attention they paid to a particular dimension”.

Structure was measured by three dimensions:

1. the type of medium transmitting the news (print, broadcasting,
internet, ...);

2. ownership of the media organisation;

3. organisational orientation of the media (commercial or state

medium, profit or nonprofit organisation).

Conduct was measured by three dimensions:

4. partnerships with the media organisation (closest financial and
structural associates);

5. reputation or good will of the media organisation (brand name,
popularity, whether they have an accepted ethical codex or operate
transparently);

6. credibility of the professionals working for the medium (journalists,
editors, filmmakers, ...).
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Performance was measured by nine dimensions:

7. diversity of events covered;

8. the number of perspectives covered;

9. time or quantity allocated to respective interests;

10. level of detail put into content;

11. roles allocated to actors within the event (responsible versus passive
roles);

12. placement of content within the text (headline or back cover);

13. proper graphical and vocal accompaniment (graphics, sound,...);

14. order or sucession of sequences in which the events are shown;

15. vocabulary used to depict certain happenings.

The dimensions mark the symbolic meaning, which is thought of, when
we are attentive to the dimension. While we can not determine what this
meaning is, we can get hints whether the meaning was associated with
dissonance or consonance during the time of measurement.

3.2.3. Dimensions of dissonance

In the presence of dissonance, intentions for lowering it should be visible
(Festinger 1957). Research (Sun 2013) has suggested attempts for lowering
dissonance in the form of changing one of the origins of dissonance. The
change of ideology as a cognitive element is presumably difficult; the
proposed measures are responding to the perceived origin of the
objectionable information and changing the news outlet (Festinger 1957;
Sapolsky 2004). Participants were asked to rate five factors (1 - [ completely
disagree, 5 - I completely agree):

1. I get overwhelmed by the amount of unnecessary information in the news;
2. The time I spend watching news goes at the expense of more important
activities;

3. When the news does not suit me, | change the news outlet (either the
whole medium or channels, websites...);

4. When the news does not suit me, I respond to its perceived source (write
readers letters, call the editorial, post comments under the post...);

5. The news help understand the current state of society.

The first and the second dimensions are used as indicators of
dissonance aswell as methods for managing dissonance. The third and
fourth dimensions are used as indicators of discomfort (Management
Association 2015). The fifth dimension is an indicator of consonance.
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3.2.4. Purpose of use and environment of consumption

The dimensions “purpose of use” and “environment of consumption” are
primarily used to control other variables. Purpose of use will also be valued
as an approach for managing dissonance. Audiences that follow news with
the purpose of being informed are related with active characteristics
(McQuail 2010). An active approach marks indicators of dissonance as
controlled. Potential correlations with dissonance indicators will not be
considered in a dimension’s standard deviation, if active consumption is
identified. Purpose of use was generalized with the dichotomy of informing-
fun. The participants were asked “with what purpose they were using news”.
A5 - point linear scale (1 - fun, 5 - information) was used.

Environment of consumption controls for the third dimension of
dissonance, changing the news outlet. Following news in company does not
assure that changing the content is the action of the asked individual. Only
when correlations with following the news in company are significant
enough to predict individual usage, will the third dimension of dissonance
be included in the dimension’s standard deviation. Participants were asked
in “what circumstances they usually consume news”. A 5 - point linear scale
(1 - alone, 5 - in company) was used.

3.3. Analysis

Data for the analysis was gathered in June 2016. Students were asked about
their favourite news outlet. Due to the multiplicity of possible
representations, dissonance should be visible, despite favourable
circumstances - the option to vote based on their favourite news. Data based
on ones favourite medium also raises the possibility, that it is the targeted
audience of the chosen medium. We conducted a field (49 %) and an online
(51 %) survey. The response was 255 finished surveys; 204 were eligible for
evaluation. More than half of the respondents were women (63,2%); 36,7%
were men. Most surveys were completed by students of the University of
Maribor (64,2%). Other faculties added 22,1%; the University of Ljubljana
added 13,7%. The majority of the respondents were aged between 20-25
(46,1%); followed by 25-30 (26,1%); 30-50 (14%); 14-19 (12,1%).

Results were analysed with a standard statistical method using Pearson’s
coefficient of correlation (r). Calculations were followed by a linear
regression analsysis for the evaluation of the significance of the correlation’s
ratios. Analysis (whether the dimension was mostly connected with
indicators of dissonance or consonance) only considered significant
correlations (p < .05% p < .001**). Whenever dimensions included both,
indicators of dissonance and consonance, standard deviation (standard
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deviation implies whether the dimension leaned more towards dissonance
or consonance) was identified on the basis of the more significant
coefficients. When two correlations had the same significance, standard
deviation was identified by comparing the numeric value of their absolute
values. 2 During interpretation, correlations with a decrease of dissonance
indicators were categorized under consonance, while a decrease in
consonance indicators was categorized under dissonance.

3.4. Results
3.4.1. Dimensions of representation

Structure

For structure, the most significant correlations were seen in the second (Rz)
and third (R3;) dimensions of representation (Table 1). The second
dimension of representation - ownership of the media organisation - had a
standard deviation towards indicators of dissonance. The third dimension of
representation (R3) had a standard deviation towards indicators of
consonance. The least significant correlations were found in connection with
the first dimension of representation (R:); standard deviation was slightly to
the advantage of dissonance indicators.

Conduct

For conduct, the most significant correlations were in relation to the fourth
dimension of representation (Rs) with a standard deviation towards
indicators of consonance. The sixth dimension of representation (R¢) was
also connected with a standard deviation towards consonance indicators.
The fifth dimension of representation (Rs) - reputation or goodwill of the
media organization - was without significant correlations.

2. The seventh dimension of representation includes a correlation with the
reduction of the first dimension of dissonance (r = -.19*), while simultaneously
including a correlation with the third dimension of dissonance (r = .14*). Control
variables aside, the numeric value of the correlation with the first dimension is
higher than that with the third dimension. Standard deviatio is thus based on the
implications from the first dimension - a reduction of dissonance and an inclination
towards consonance.
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Table 1: Correlations between indicators of dissonance and dimensions of
representation

Structure Conduct

R1 R> Rs Ra Rs Re
D4 .02 14* .06 .10 .04 .02
D, .06 .06 .06 A2 .08 -.03
Ds .10 -.20* -.19* -23%* -12 -.05
Da .15% 28** .20* 22% .07 -.05
C1 .03 -.04 -.05 -.10 .05 -.07
P .09 .10 30%* .09 .02 A7*
E -.001 -.08 - 14* - 14* -.16* - 19*
SD CcD CD C C / C

Note: Ri-6 - dimensions of representation from 1-6 (chapter 3.2.2), D14 and
C: - dimensions of dissonance or consonance respectively (chapter 3.2.3), P
- purpose of use, E - environment of consumption, SD - standard deviation,
CD - deviation towards indicators of cognitive dissonance, C - deviation
towards indicators of consonance.

*p <. 05, **p <.001

Performance

For performance, the most significant correlations were in relation to
dimension seven (R;) - diversity of events covered - with a standard
deviation towards consonance indicators (Table 2). The tenth dimension of
representation (Rig) was also connected with consonance indicators. Other
dimensions did not have enough significant correlations with indicators of
consonance or dissonance.
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Table 2: Correlations between dissonance indicators and elements of the
media text

Performance

R; Rs Ro R1o Ri1 Ri2 Ri3 R4 Ris
Ds -19* -02 11 -01 .05 -.03 -05 -02 .01
D, -15* -03 .03 -04 -01 .0006 -.009 .12 .04
Ds 14* .05 12 .08 -.02 11 .10 .07 -.02
D4 -10 .03 .05 -16* 12 .02 .05 -02  .003
Ca 5% 13 12 .03 .06 .01 .02 .04 .02
P 19* .01 .006 .10 .002 .02 .02 -.002 .06
E -.01 .02 .15% .06 .06 .15* .01 .10 -.07
SD C / / C / / / / /

Note. R7-15 - dimensions of representation from 7-15 (chapter 3.2.2), D14
and C: - dimensions of dissonance or consonance respectively (chapter
3.2.3), P - purpose of use, E - environment of consumption, SD - standard
deviation, CD - deviation towards indicators of cognitive dissonance, C -
deviation towards indicators of consonance.

*p <.05, **p <.001

3.4.2. Media exposure

For traditional media, the most significant correlations were connected with
television (Ms). The standard deviation was mostly towards indicators of
consonance (Table 3). Following in terms of significance are radio (M4) and
newspaper (M;) consumption. Both media have a standard deviation
towards consonance indicators. The only traditional media which tilted
towards dissonance indicators were magazines (M:). New media had no
significant correlations with indicators of dissonance or consonance.
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Table 3: Dissonance indicator's relationship with media exposure and
approaches to manage dissonance

Media exposure Approaches to manage dissonance

My M, M3 Mg Ms Me D3 Ds P E

D, -08 .007 -15* .008 -09 .02 .11 .09 -15* .02
D, -17* -12  -13 -05 -08 .06 2111 -13* .06
D, 05 .10 23* a1 -01 12 1 -03 -04  .33**
D, .05 .16* 16* 01 .04 -04 -03 1 03 .09
¢ 10 12 14 11 02 -03 .04 .03 .18 .07

P .10 .01 .02 13* -01 -05 -04 .03 1 -.02
E 5% .18* 132* .07 -15* 005 33 09 -02 1
SD C CD C C / / cb / C /

Note. Mi6 - media from 1-6 (chapter 3.2.1), D14+ and C; - dimensions of
dissonance or consonance respectively (chapter 3.2.3), P - purpose of use, E
- environment of consumption, SD - standard deviation, CD - deviation
towards indicators of cognitive dissonance, C - deviation towards indicators
of consonance.

D3 The third dimension of dissonance includes a significant correlation with
consuming the news in company (r = .33; p <.001). The third dimension of
dissonance - switching the news outlet - is thus not necessarily under
control by the questioned individuals. When correlations with the
environment of consumption variable (E) are not significant (p > .05; 001),
potential correlations with the third dimension of dissonance are not
considered when suggesting standard deviations, as we can not guarantee
individual control over consumption (these implications are applied to all
but Table 4).

D,. It is possible to apply the implications of the third dimension of
dissonance, i.e., the inability to conclude individual control over consumtion,
to the second dimension of dissonance aswell; due to their significant
correlation (r = .21**). Nonetheless, we assume, that evaluations for the
second dimension of dissonance (which includes feelings of discomfort)
were given based on the audience's independent perception.

*p <.05, **p < .001
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3.4.3. Approaches to manage dissonance

Changing the news outlet (D3) was significantly correlated with an increase
of dissonance indicators (Table 3). Purpose of use was significantly
correlated with a decrease in dissonance indicators and an increase of
consonance indicators when an active approach was identified. Using outlets
for frustration (D4) did not have any significant correlations with indicators
of dissonance or consonance.

3.4.4. Viewership ratings

The second dimension of representation - ownership of the media
organization - was the least attended dimension of representation (Table 4).
Most attention was given to the tenth dimension of representation - the
level of detail put into content. On average, most attention was given to
dimensions of performance (R7-Ris) with 7%. Followed by dimensions of
conduct (R4-R¢) with 6,3%. The least attention was given to dimensions of
structure (R1-R3) with 5,8%.

Table 4: The amount of overall attention paid to the specified dimensions of
representation aswell as media outlets

Medium (%) Represent (%) Represent (%)
Newspaper 10, R1 6,53 Ro 6,76
Magazine 10, R, 5,13 R1io 7,87
Television 17, Rs 5,84 Ri1 6,36
Radio 17, Ra 5,05 R 6,37
Web 21, Rs 6,63 Ri3 7,74
Social networks 22, Re 7,30 Ris 6,70
R7 7,55 Ris 7,40
Rs 6,79

Note: Ri-15 - dimensions of representation from 1-15 (as depicted in chapter 3.2.2.).

In the framework of the study, the new media were the most attended,
followed, by a sub-section of traditional media, broadcasting. The least
attended were print media.
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4. Conclusion

4.1. Limitations

The study's focus on the news genre prevents implications for the
entertainment programme. The entertainment genre shares common
characteristics when considering representation; nonetheless it is perceived
differently in its informational value (Van Zoonen 1994, in McQuail 2010,
122). Additional limitations include reducing the population that was used
for analysis to students. Furthermore, regardless of the audience chosen for
analysis, we are limited to assumptions of whether or not they were sincere
in their respondance; it is neccessary to consider the possibiliy of
misunderstandings and to describe the variables as indicators. Future
studies may focus specifically on the audience's common perception of the
given terms. They might also consider longitudional studies under less
convenient circumstances — students in this study were asked to give their
opinion based on their favourite news outlets. The study still included
indicators of dissonance, which enhance the question of what the ratios
would have been like under inconvenient conditions. The identification of
dissonance is not significantly connected with depression until it can be
identified as significant or prolonged over an extended period of time - i.e,,
through the accumulation effect. The purpose of this study was to identify
and expose an additional stressor in the form of cognitive dissonance when
considering our daily interactions with the news media and imply ways to
manage it in immediate circumstances. Interpretations are limited to the
collected data and methods of the study.

4.2. Interpretation of results

The study looked into the relation between cognitive dissonance and media
representation. Through the theoretical framework, we stressed two
systems of representation. The first system of representation is our
cognition. The second systems of representation are language, discourse and
images as carriers of meaning. This gives us a hint that there is more than
one side responsible for attributing meaning (assessment of discourse as
negative or positive). The study does not suggest what the meaning of media
messages in a particular time period was. It tries to understand how the
meaning of the media’s representations was adjusted with the cognition of
their audience. Meaning is consistent (in consonance), if it is accordingly
represented (comprehended) from the audience; as also accordingly
represented (explained) from the messengers. Using the quantitative
research method helped identify, whether media exposure, approaches to
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manage dissonance and attentiveness to representation were connected
with indicators of dissonance or consonance.

Usually, media representation is problematized in relation to the media
text; which is reasonable from a ratings perspective. Depending on the
overall amount of attention put to a particular stage of representation, we
could identify a repeating pattern of inclination. Correlations for dimensions
of representation, which received above average attention, hinted at
consonance. Correlations for dimensions with less than average attention
hinted at dissonance. The media text was attended to mostly and hinted
towards consonance. Structure received less overall attention and hinted
towards dissonance. Conduct tilted towards both, consonance and
dissonance. This prediction was possible based on ratings. Generalisations
are prevented by the data, that the overall amount of attention did not
determine how significant the correlations would be; significance did not
linearly increase alongside the overall amount of attention.

Based on significance, the study stressed two dimension of
representation. As more attention was given towards ownership of the
media organisation (R2), an increase in dissonance indicators followed. This
implies that ownership had a higher probability of being associated with
negative connotations in the context of the measures; contrast to the
diversity of covered events (R7), which hinted towards consonance as it
received more attention. We cannot generalize connotations on the basis of
one segment of representation, but it does imply, that in the context of the
given measurements, everything but the media text implied negative
connotations in relation to the media. Generalizations, which are based on
viewer ratings alone do not evaluate the media in the same way. Although,
both dimensions received less overall attention, than, e.g, the tenth
dimension of representation, they both included more significant
correlations. If we do problematize over the media text, this study helps
divert attention to, from a cognitive perspective, its most significant parts.
This is most vividly represented with media exposure.

Media exposure showed the same repeating pattern in relation to ratings
as dimensions of representation; more viewership hinted towards
consonance, less viewership towards dissonance; but it did not determine
significance. New media were more frequently used than traditional media,
but did not show any significance in relation to indicators of dissonance or
consonance. Traditional media were significantly connected; mostly towards
a reduction of dissonance or an elevation of consonance indicators. Most
findings derive from television consumption. The only traditional media,
connected with an elevation of dissonance indicators, were magazines.
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Magazines had a higher probability of triggering negative associations in
association with news. Ultimately, although less frequent in use, the use of
traditional media hinted at a higher relevance of their publications. Based on
significance, the new media are still asserting themselves to be perceived as
a relevant summary of daily activities.

As active users, we are not irresponsible when consuming the media.
Before interpretations can be generalized as useful or problematic, it is
sensible, from the cognitive perspective, to consider approaches, which were
useful in maintaining cognitive relations to begin with. The use of outlets
for frustration lacked significant correlations for analysis. The use of news
with the purpose to inform - an active approach - was connected with a
drop of dissonance indicators, making it useful in the given circumstances.
The possibility to change the media conventionally presumes a drop in
dissonance indicators. The more that the media was changed, an increase in
dissonance indicators followed. This enables the interpretation, that
dissonance increases the frequency of changing the media. On the other
hand, this implies we have the same chances to reduce dissonance by
persisting with the same news outlet that worked for us in the beginning.
This supports the thesis that in light of no apparent neutrality, switching the
news outlet we are most accustomed to may expose us to ideologies which
are beyond the context of our current situation. From a cognitive standpoint,
persisting with the news outlet which succeeded in aligning its
interpretational package with our expectations should not be relinquished
after one negatively interpreted segment of representation - at least not in
the given circumstances.

4.3. Conclusion

Media representation is connected with forms of dissonance, which are
potentially harmful if left unattended. Ratings do enough do identify
whether the deviation is towards dissonance or consonance; but does not
identify, where dissonance or consonance would be the most significant. If
we want to relate representation with dissonance or consonance, harm or
benefits, it is recommended to check for their significance. Correlations with
dissonance indicators prove one solution. Their use enables us to categorize
the media based on their potential contribution to our cognition. In the case
of this study, the media represented consistently with the cognition of their
audience for the majority of time. This was ultimately expected; the
circumstances of the study enabled users to vote on the basis of their
favourite media. Future results should vary depending on circumstances.
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For the chosen time and space, the media knew their audience and the users
knew why they were using a medium.
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Abstract: The rapidly rising amount of digital data causes problems to
researches, due to the lack of skills how to use them most effectively. This
requires development of special e-research techniques and acknowledgement
with e-research tools to prevent own research disadvantages. There are also
significant limitations of e-research, and certain groups of people
characterized by age, level of education, and in-/exclusion, experience
obstacles in these regards. There is also a matter of data quality and
reliability, and e-researchers often have problems with those issues. All this
requires constant monitoring for appropriate electronic sources and provision
of possibility to use them.

Keywords: e-research, e-researches, e-research techniques, e-research tools,
digital data

1. Introduction

Digital technologies have fundamentally changed research practices in
sciences, social sciences, and humanities (Meyer and Schroeder 2015). The
data and research production is faster, while is also partially restricted to
researchers who are able to follow the changing situation in research
practices.

Digital data is doubling in size every two years, and by 2020 the digital
universe - the online data we create and copy annually - will reach 44
zettabytes, or 44 trillion gigabytes (IDC 2014). Furthermore, IDC (2014)
stated that in 2013, only 22% of the information in the digital universe
would be a candidate for analysis, i.e., useful if it were tagged, while less than
5% of that was actually analysed. By 2020, the useful percentage could grow
to more than 35%, mostly because of the growth of data from embedded
systems.

New ethical dilemmas are facing researchers today (Miller et al. 2012).
Namely, in a climate of significant social and technological change,
researchers must respond to increased ethical regulation and scrutiny of
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research. New sources, types of data and modes of accessing participants are
all challenging and reconfiguring traditional ideas of the research
relationships. Key ethical dilemmas thus include research boundaries,
informed consent, participation, data collection process, rapport and
analysis - within the context of a rapidly changing research environment.

The internet is a salient tool for research, enabling efficient, cost-effective
data collection and facilitates access to large amount of data. However since
its use requires certain skills, among others, Hewson, Vogel and Laurent
(2015) wrote a guide to using the internet as a tool for conducting research
in the social and behavioural sciences including qualitative, quantitative and
mixed methods approaches. Such guides are required since many
researchers lack of skills for conducting research using options offered by
immense amount of data available online. There are also theoretical and
practical issues of using the internet in research, thus any guidance for
researchers wishing to assess how the latest techniques, tools and methods
in internet-mediated research may support and expand research in their
own field, is well accepted.

Salmons (2016) further argues that qualitative researchers can now
connect with participants online to collect in depth, rich data and generate
new understandings of contemporary research phenomena. Moreover
Salmons (2016) explains the practical and scholarly foundations needed to
gain digital research literacy essential for designing and conducting studies
based on qualitative data collected online, and based on a broad view of
methodologies, methods and ethics, covering: ethical issues in research
design and ethical relationships with participants, designing online
qualitative studies, collecting qualitative data online through interviews,
observations, participatory, arts-based research, a wide range of posts,
documents and how to analyse them for reported findings. Notwithstanding
also Salmons, as other scholars, when providing a range of examples and
illustrations from published research accompanied with discussion and
assignment ideas for ease of adoption, focuses only on students and
academia researchers.

It should be noted, that every day the average person uses digital tools to
research and based on develops new knowledge used in healthcare,
manufacturing, agriculture, communications, and e-commerce, to make our
lives easier (Mitra 2010). Namely, we live in the era in which there are a
pervasive digital data and tools used by individuals without scientific
background to develop technology, which leads to a new wave of technology
development.
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Moreover technology has made it possible to conduct research and form
research groups that are not limited by geographic location. The field of
collaborative and distributed e-research studies this phenomenon,
specifically focusing on the use of the internet and information technology to
develop international and distributed scientific research (Angel 2012).

Nonetheless, not only scientists, also other individuals can exploit e-
research to produce the tools that we use in our everyday lives, as
technology has notable effect on quality of life and the applications of digital
systems have impact on our culture and society. Designed to make life
easier, faster, and better, the hype of these digital advances frequently
overshadows the effects these tools have on society, as the creation and use
of digital sources, tools and knowledge has forever changed the way we
work, live, and communicate with one another (Angel 2012).

For this reason Hand and Hillyard (2014) decided to explore how to
address the emerging relationships between qualitative research and digital
data. Namely, pervasive digital data is altering the focus of research, the
contexts in which research takes place, and the methods and tools available
for qualitative research. Alongside new challenges and opportunities, there
are many ways in which also established qualitative methods are being used
to situate and interpret digital data.

Online research, specifically e-research, usually refer to professional
analysis of online data to be used by researchers in their line of work, i.e.
students, academia, commercial research analysts, journalists etc. Meyer and
Schroeder (2015) consider e-research as the use of digital tools and data for
the distributed and collaborative production of knowledge. To this definition
we would add the condition of appropriate research skills, as traditional
research skills are not sufficient for e-research execution.

Wishart and Thomas (2016) explored the impact of e-research and the
opportunities presented by a new generation of research approaches and
tools. They defined e-research as an umbrella term that encompasses all
digital research methods used for data collection and analysis. The
emergence of online tools that enable people to collaborate, create, and
share information has led to the widespread use of new digital research
methods. However, new tools and technologies for data collection and
analysis are emerging almost daily while are being taken up by researchers
with delay. For this reason the present article investigates the conditions
and skills required to carry out e-research in present digital age.

E-researchers have to engage with the ambivalence of digitization,
understand diverse ways in which researchers approach, and be able to
interpret findings of digital research. As there is a flood of digital sources,



| 56 RSC Volume 8, Issue 2, May 2016

the term big data research was developed. The big data research is focused
on four key themes (Hand and Hillyard, 2014): researching impacts of
digitization on social worlds, researching uses of digital data within social
worlds, researching digital visualization of social worlds, and researching
with digital data and methods. Namely, the big data researchers are studying
processes of digitization, adjusting existing methodologies for digital worlds,
and developing new ways of examination and digital data use.

No less than a revolutionary transformation of the research is underway
(Janowski 2010). This transformation extends beyond the natural sciences,
where e-research has already became the modus operandi, and is
penetrating now the social sciences and humanities. Subsequent many
suggest that the very essence of scholarship in these areas is changing and
the everyday procedures and practices of traditional forms of scholarship
are affected by these and other features of e-research.

E-research namely transformed not just the consumption of knowledge,
but also the production of knowledge. Meyer and Schroeder (2015) argue
that this new research practice is transforming all disciplines in terms of
research styles, configurations, collaborations, participants (e.g. academia,
governments, and the private sector may collaborate and projects may
encourage crowd-sourced contributions), and available tools (including the
grid of distributed computing resources and libraries of data for sharing and
reuse).

There are challenges of data reliability, sharing research data and of big
data approaches. Moreover disciplinary differences and new forms of
interdisciplinary collaboration are shifting boundaries between researchers
and their publics, due to the web ubiquity. However, despite the aim to
provide wider availability of knowledge, this is not implemented in reality,
as a lot of (especially newest) sources that would enable greater quality of e-
research, are not publicly available, thus knowledge becomes reserved for
certain circles of society.

Furthermore, beside structured datal, there is also much wider pool of
unstructured data? and different advanced tools are getting available for
analysis of, however considerable number of of them are not available for
free. For instance, unstructured online data analysis and textual analytics
require business intelligence skills and use of appropriate software tools.

1 Structured data is information, usually text files, displayed in titled columns and
rows which can easily be ordered and processed by data mining tools.

2 Unstructured data, usually binary data that is proprietary, is that which has no
identifiable internal structure.



57 | RSC Volume 8, Issue 2, May 2016

For this reason, a considerable amount of researchers lack the ability to
consider unstructured data and rely mostly on structured online data
analysis. This means that not only individual’s skills for e-research are
sufficient; there is also a condition of access to sources, most often
determined by the income level or inclusion in certain research
communities.

E-research has strengths and weaknesses. Strengths include speed,
immediacy, and a disregard for physical distance. Weaknesses include
unrecognized bias, difficulties in verifying a writer's credentials and whether
the researcher has sufficient skill to draw meaningful results from the info
available. Also the first resources retrieved may not be the most suitable
resources to answer a particular question. For example, popularity is often a
factor used in structuring web search results, however popular information
is not always the most appropriate or representative of opinion or
knowledge on a certain research topic.

As there are different kinds of online sources, Dochartaigh (2012) divides
them to two different pools for e-researchers - first includes academic
articles, books, official publications and news sources, which form the core
of secondary sources for social science research. The second consist of the
open web, a vast and confusing realm of materials, many of which have no
direct print counterpart.

In current debates about the knowledge society and the organization of
research, the spotlight is most often on the universities (Finnegan, 2005).
Using online catalogues and databases with credible sources enables
students to develop and sharpen their research and analytical skills before
they expand their search to the vast resources -both credible and
questionable - on the internet (Tensen 2012).

Irrespective Finnegan (2005) focused on the less often-recognized work
of independent researchers, who create and participate in knowledge
outside the academy, from seventeenth-century north-country astronomers
to Victorian naturalists to today's think tanks, community historians and
new forms of researching and publishing through the internet. These
interesting examples raised challenging issues about the location, definition,
and validation of research, about active participation in knowledge-
generation, and about the changing boundaries of university today.

This transformation of research should be studied from a number of
perspectives, drawing especially on the sociology of science, technology and
social informatics, as Meyer and Schroeder (2015) tried. They proved that
the use of digital tools and data is not just a technical issue, as it affects a
considerable number of different aspects including research practices,
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collaboration models, publishing choices, and even different kinds of
research and sources researchers choose to pursue.

Halfpenny and Procter (2015) argue that the vast amount of digital data
is now generated daily by all people, while social researchers are struggling
to exploit it. At the same time, the challenges faced by society in the 21st
century are growing ever more complex, and demands research that is
bigger in scale, more collaborative and more multi-disciplinary than ever
before.

For this reason, among others, also Easley and Kleinberg (2010)
combined different scientific perspectives in their approach to understand
online networks and behaviour, based on ideas from economics, sociology,
computing and information science, and applied mathematics. Thus they
argued that the emerging field of study is growing at the interface of all
these areas, addressing fundamental questions about how the social,
economic, and technological worlds are connected, which is supported with
quick digitalization in recent years.

There is also important to consider limitations based on the interest for
e-research and the digital divide. Classical sociological theories of inequality,
as well as empirical evidence (Ragnedda and Muschert 2013), define digital
divide as the unequal access and utility of internet communications
technologies and explore, how it has the potential to replicate existing social
inequalities, as well as create new forms of stratification. They examine how
various demographic and socio-economic factors including income,
education, age and gender, as well as infrastructure, products and services
affect the internet use and access. Based on these digital divide factors we
also decided to take similar steps, focused on required skills for e-research
execution and based on presumption that there is common interest for e-
research.

As some others Halfpenny and Procter (2015) wrote the introduction to
innovative digital social research tools and methods that harness the flood of
data and tackles key research challenges. They covered topics as are:
qualitative, quantitative and mixed methods research, data management,
social media and social network analysis, modelling and simulation, survey
methods, visualizing social data, etc. All this has to be considered when
doing e-research and good knowledge of requires development of
corresponding skills, as are digital, software and information skills.
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2. Research methodology

The initial phase of the research required a systematic analysis of sources
and a review of literature, in combination with knowledge obtained during a
more than decade long own e-research paths. This provided us with the
theoretical and practical basis for formulation of hypotheses.

The present article nevertheless focuses on measurable skills indicators,
although we wused qualitative research methods to support the
interpretation of certain research results.

Based on the aim of our research, in particular the study of
demographic/social indicators’ impact, we analyzed relevant available data.
The basis for the analysis were digital3, information* and software> skills of
individuals (variables that show conditions for e-research), which allowed
us to make conclusions based on different impacts and to discover
connections among selected variables.

For the purpose of empirical analysis, we used the definition and data
from Eurostat, which allows conclusions on reliable official data and thus
increases certainty of our findings. We put identified top three
demographic/social indicators in the center, which enable generalization of
findings to every country or region.

To determine different impacts on the individual skills, we thus analysed
age, formal education and partially also certain social exclusion indicators in
terms of digital skills, information skills and software skills. We used those

3 Persons that have been using internet during last 3 months are attributed a score
on four digital competence domains: information, communication, content-creation
and problem-solving, depending the activities they have been able to do. The scores
are basic, above basic and below basic. Individuals not using internet are classified
without digital skills. The four digital competence domains are aggregated in four
logical groups (Eurostat 2016).

4 Information processing skills refers to the ability to identify, locate, retrieve, store,
organize and analyze digital information, judging its relevance and purpose. The
indicator is based on five activities internet users have been able to do online during
previous 3 months. The scores are basic, above basic and none. Individuals not using
internet are classified without digital skills (Eurostat 2016).

5 Software skills for content manipulation refer to the ability to create and edit new
content (from word processing to images and video); integrate and re-elaborate
previous knowledge and content; produce creative expressions, media outputs and
programming; deal with and apply intellectual property rights and licenses. The
indicator is based on six activities internet users have been able to do during
previous 3 months. The scores are basic, above basic and none. Individuals not using
internet are classified without digital skills (Eurostat 2016).
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indicators to focus on skills’ rates in the last year, to present the most
current situation.

When analysing the data on skills development, we nonetheless
encountered certain limitations, e.g. data for the age group under 16 was not
available, while we also could not make and longitudinal study. Namely data
for longitudinal study was unavailable since digital and software skills are
developed and tracked only in more recent years.

Nevertheless, qualitative data analysis in combination with the literature
review and obtained practical experiences, deepened our understanding of
the influence factors and the recent changes in the field of research and
knowledge creation. This combination of quantitative and qualitative data
thus served as the basis for our critical assessment of sources and theories,
and moreover for credible explanation of our research findings.

3. Research goal

There are certain conditions for implementation of quality e-research. There
is a requirement of having access to and be able to use internet connected
device in order to access online sources. Furthermore, there are also other
requirements that must be met as is knowledge how to use e-research tools,
having accesses to different databases, and ability to develop e-research
techniques. Based on these limitations, we have set three hypotheses which
include the most important indicators, which provide the basis to explore
our research goals:

1. Older population still faces problems with use of internet
connected devices, while they are also not skilful in searching for
online sources. Younger population is in advantage here and has
greater potential for development of e-research techniques.

2. Level of education plays a crucial role for ability to do e-
research, as lower educated people lack of knowledge where they
can find appropriate e-sources and how to use them.

3. On average the situation in Slovenia in terms of e-research
skills is worse than in the EU, which leads to slower transition to
knowledge society.

We are aware that besides presented impact factors also others have
significant impact on ability and potential for quality e-research, as e.g. the
kind of research carried out, level of information and communication
technology availability, usage and quality, and national policies that support
the development and usage of those sources. Nevertheless, we set certain
limitations and decided to focus on European Union (EU) as a whole (where
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applicable we exposed situation in Slovenia) and on general skills required
for e-research.

4. Data Analysis

To support our theses, we compared digital skills in EU, based on age,
education and partially also certain social exclusion parameters. For the
purpose of our research we decided not to explore differences based on sex,
as we believe that differences in sex are mostly not related to the explored
skills.

We also compared information and software skills of individuals to
provide explanations for different rates, as a basis to our research.
Nonetheless, the skills’ rates do not answer questions on who carries out
quality e-research, they only provide measurable indicators for exploring
certain obstacles and conditions for it.

Figures below thus show how demographic/social indicators impact on
the digital, information and software skills of individuals. Besides, those
indicators enable explanation of the different influences and provide insight
in the potential for development of e-research and based on knowledge.

Figure 1: Digital skills of individuals (%) in 2015
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Source: Eurostat 2016
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Figure 1 shows the rates of digital skills in EU in 2015 and includes also
comparison with Slovenia’s situation. In EU28 51% of individuals have only
low or basic overall digital skills, while 28% have above the basic overall
digital skills, and only 1% has no overall digital skills. In EU 15 digital skills
are, as expected, developed better, while in Euro area, the situation is only
slightly better than in EU 28 in this view.

Comparing Slovenia to the EU average, we can conclude, that Slovenia
lags behind with 26% of individuals with above the basic overall digital
skills, while this percentage in EU 28 varies from 9% to 56%p¢5. Slovenia
occupies seventeen spot together with Slovakia and Latvia, which indicates,
that Slovenia has to invest stronger in the development of digital skills, to
avoid staying the laggard in this term.

Figure 2: Information and software skills of individuals (%) in 2015
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From the presented information and software skills’ rates in Figure 2, we
can see that 65% of individuals have above the basic information skills in EU
28, which is more than double in comparison with above the average digital
skills (28%).

This clearly indicates that digital skills are significantly underdeveloped
and that with such insufficient skill pools, a considerable number of
individuals cannot exploit their potential in this particular line of research.
As digital universe is growing exponentially and knowledge moves to online

6 9% in Romania and 56% in Luxemburg.
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locations, greater attention should be devoted to improving individuals’
digital skills.

Even worse situation is observed in Figure 2 in terms of software skills’
comparison. Namely, if we sum up individuals with basic and above the
basic software sKkills, we can conclude that 42% of individuals in EU 28 have
no software skills at all. This means that e-research is not the option for
those individuals, as at least basic software skills are required for e-
researchers.

Furthermore, Figure 2, similarly as Figure 1, shows on smaller rate of
skills in Slovenia as in the EU. In information skills’ rate of individuals lags
behind in basic and above the basic skills, while in terms of software skills
only in basic skills.

In sought of the answer, why there is such a big gap between individuals
considering digital, informational and software skills’ rates, we first looked
at three special demographic/social indicators, which are presented in the
following figure.

Figure 3: Digital, information and software skills of individuals with at least
one/two of the 3 following characteristics: 55 to 74 years old; low
education; unemployed or inactive or retired (%) in 2015 in EU 28
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Comparing Figure 3 with data on Figure 1 and 2, we can see that the gap
between all individuals and people with at least one or two social exclusion
indicators (55 to 74 years old, low education, unemployed or inactive or
retired) can be well explained by those so-called social exclusion indicators.

The difference comparing the basic digital skills with the situation in
general (all individuals - Figure 1) thus is 21 percentage points (individuals
marked with at least two characteristics) and 12 percentage points
(individuals marked with at least one characteristic), while looking at the
above the basic software skills, the difference is 27 percentage points (at
least two characteristics) and 14 percentage points (at least one
characteristic).

The biggest difference comparing situation in general (all individuals -
Figure 1) was measured in above the basic information skills, accounting for
30 percentage points (at least two characteristics) and 15 percentage points
(atleast one characteristic).

We can therefore conclude, that in all three different kinds of skills, there
is a big gap between all individuals and individuals marked with at least one
or two social exclusion indicators, however still the highest difference is in
terms of information skills - the most “traditional” skill. On the other hand,
the other two skills are being developed in more recent digital period and
gradually it is expected to see greater differences here, as the ratio among
those three skills is changing



65 | RSC Volume 8, Issue 2, May 2016

Figure 4: Digital, information and software skills per age group (%) in 2015
in EU 281
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The Figure 4 shows that not only the age groups <55 are showing
declining rate of above the basic skills. Moreover, in all three skills’ groups
(digital, information and software) there is a similar picture - the rate of
overall skills starts to decline much earlier.

The earliest decline is observed in above the basis software skills, where
we can see the highest rate of 74% in the age group of 16 to 19. Similar is
with the above the basic digital skills, where the highest rate is in the age
group of 16 to 19 years with 53%, but it remains around 50% also in the
following three age groups. On the other hand, looking at the information
skills, those exhibit the highest rate in the age groups of 25 to 29 and of 25 to
34 with 81%.

This confirms our first thesis claiming that currently (last data available
show the situation in 2015) the older population still faces problems with
use of internet connected devices, while older people are also not skilful in
searching for online sources, due to lower software skills. On the other hand,
younger population is in advantage here and has greater potential for

1 There was no data available for individuals aged 15 years and younger.
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development of e-research techniques, with the highest subtotal potential in
the age group of 16 to 19.

Figure 5: Digital skills (%) in relation to formal education in 2015 in EU 28
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We also explored the impact of formal education on digital skills’ level,
which is demonstrated in the figure above. The data on figure shows that
there is a clear distinction among individuals with overall basic skills in
dependence to the level of formal education. This indicates that formal
education supports and develops digital skills of individuals, as students are
often required to do e-research for successful execution of their courses’
requirements.

Considering this, Figure 5 confirms our second thesis stating that the
level of education plays a crucial role for ability to do e-research, also since
higher educated people have more often information, where they can find
corresponding e-sources and how to use them, the knowledge and practice
they obtain through the process of education.
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Figure 6: Digital skills (%) of students in 2015 in EU 28
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Data on Figure 6 shows that percentage of students with above basic
overall digital skills is even 15 percentage points higher than the percentage
of all individuals (Figure 5) with high formal education. This is well aligned
with the findings shown in Figure 4, meaning that younger individuals
develop higher overall digital skills due to the educational requirements,
while they also have greater ability to develop them, since schools and
faculties usually offer some additional payable e-tools and e-sources to its
student for free, to provide them with the possibility to do better e-research.
Nonetheless, the use of such tools and sources varies significantly among the
students, and very often it is not exploited in its full potential.

Comparing Slovenia in these terms shows better situation as in the EU28.
Digital skills of students in Slovenia are exhibiting higher rate also
comparing to EU 15.
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Figure 7: Information and software skills (%) in relation to formal education
in 2015 in EU 28
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Considering the information and software skills in dependence to the
level of education, the data on the Figure 7 shows similar findings as a on the
Figure 5, namely there is a well visible correlation between level of formal
education and information and software skills.

However, also here there is a big gap between digital, information and
software skills. Comparing only above the basic skills of individuals with
high, medium and low education, the smallest difference in skills’ rate is
among individuals with high formal education, with 89% for information
skills vs. 67% for software skills vs. 50% for digital skills; while the biggest
difference in skills rate is among no or low educated individuals, with 39%
for information skills vs. 21% for software skills vs. 13% for digital skills.

Similar to Figure 2, Figures 5 and 7 clearly indicate that digital skills are
underdeveloped, and due to the lower rate of those skills, a lot of individuals
cannot exploit its potential they have with own information skills. Thus
more attention should be devoted to education of individuals to obtain
digital skills, especially among the individuals with no or low formal
education. Also further development of digital skills among individuals with



69 | RSC Volume 8, Issue 2, May 2016

medium and high formal education is required, so that appropriate
exploitation of other individual skills for e-research would be enabled.

Figure 8: Information and software skills (%) of students in 2015 in EU 28
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In students’ skills Slovenia does not lag behind the EU average and the
most important advantage Slovenian students have in software skills. In
comparison with general picture (all individuals) shown in Figure 1 and 2 in
the EU most developed skills of EU students are information skills.

Among students there is not such a big difference in skills’ rates - in
general the percentage of individuals who have above the basic information
skills is more than double in comparison with the average digital skills (65%
vs 28%), while in case of students, the difference is only approx. one quarter
(84% vs. 62%). Furthermore, there is an enormous difference among
general situation in EU and students in EU in the above the basic software
skills (a difference of 39% vs. 80%).

5. Conclusion
With our research we identified the deviations from required skills’ rates,
and verified new findings in the field of research, especially of e-research,
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which is developing rapidly and has a further great potential for growth,
while it already became mandatory for vast majority of researchers.

E-research has transformed not just consumption of knowledge, but also
the production of knowledge (Meyer and Schroeder 2015). E-researchers
have to engage with the ambivalence of digitization, understand diverse
ways in which researchers approach, and be able to interpret findings of
digital research. As there is a significant move to digitization, adjusting
existing methodologies for digital worlds, and developing new ways of
examining and using digital data is essential.

However since the use of digital sources is not only a technical issue but
also social, as it changes ways of research practices (e.g. required analytical
skills, constant education, technology possession required and possibility to
use it), also the knowledge where to find appropriate data with the ability to
access this data is conditional. Here notable difference among different age
groups and education level are observed, while also dependence on income,
location/origin and other measures are obvious.

For this reason, we decided to identify most important
demographic/social variables to focus on the certain measurable indicators,
to present dependence of required skills for the capability of doing e-
research. Based on, we were able to demonstrate well seen differences and
confirmed our theses.

With data presented in Figure 4 we could confirm our first thesis, stating
that the older population faces problems with use of internet connected
devices. Older individual groups are also not skillful in searching for online
sources, due to lower software skills. This confirms that younger individuals
are in big advantage considering the required conditions and thus have
greater potential for development of e-research techniques. Looking at the
Eurostat data (2016) the highest subtotal potential in this regard is noticed
in the age group of 16 to 19.

Here we noted certain deviations from expectations; of particular interest
are variations of these indicators among the age groups, as we expected the
group of 25 to 34 years old individuals would have the greatest combined
potential for e-research. However it turned out that the group of individuals
aged 16 to 19 has a greater potential to exploit own skills to be able to carry
out e-research.

Figure 5 further confirmed our second thesis, calming that the level of
education plays a crucial role for the ability to do e-research. Besides, it
indicated that lower educated people lack of knowledge where appropriate
e-sources can be found and how to use them.
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Also in this regards, we had the ability to project a big gap between
digital, information and software skills. Comparing only above the basic
skills of individuals with high, medium and low education, the smallest
difference in skills’ rates is among individuals with high formal education,
while the biggest difference in skills’ rates is among no or low educated
individuals.

Moreover, we could clearly show that digital skills are significantly
underdeveloped, meaning that with the low rate of digital skills, notable
amount of individuals cannot exploit the potential they have with own
information skills. Thus notable attention should be devoted to development
of digital skills, especially among the individuals with no or low formal
education, while also among mid and high educated individuals. Namely, the
digital universe is growing exponentially and massive digitalization is a
present priority.

Even worse picture is observed in terms of software skills, as more than
40% of individuals in EU 28 (Figure 2) have no software skills. This means
that e-research is not the option for those individuals, since at least basic
software skills are required to carry out e-research.

With the data presented in Figures 1, 2, 6 and 8 we were able to confirm
our third thesis, claiming that the situation in Slovenia in terms of e-research
skills is worse than in the EU, which could lead to slower transition to
knowledge society. Slower transition to knowledge society might further
lead to consequent slower economic growth, as the quick access to
information becomes even more important in globalised e-society. However,
the bright spot in this view is the situation considering these skills’ rates
comparing EU and Slovenian students, since the rates of these e-research
skills among Slovenian students are currently (in 2015) higher.

However, despite the fact that knowledge should be available to wide
society, this is not true, as a lot of (especially newest) sources that would
enable greater quality of e-research, are not publicly available, thus
knowledge becomes reserved for certain circles of society. Furthermore,
beside structured data, there is also much larger pool of unstructured data
and different advanced tools are getting available for analysis of, while many
of them are not publicly available or are not offered for free. This means that
not only individual skills for e-research are sufficient; there is also a
condition of access to sources, most often determined by the income level or
inclusion in certain research communities.

The main aim of the study was also to point on the big lack of skills for e-
research in general, and thus to stimulate scholars and policy makers to
reconsider, how we can transform our society to knowledge society with
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development of individuals’ skills. Here in particular we would stress the
differences among age groups, as EU’s and Slovenian age structure is
changing - the society is getting older, which can further hinder the
economic development of EU and Slovenia.

6. Discussion

Digital technologies have fundamentally changed research practices in
sciences, social sciences, and humanities (Meyer and Schroeder 2015). The
data and research production is faster, but is also partially restricted to
researchers who are able to follow the changing situation in globalized e-
research community.

Internet is an immense source of information, since there is a millions of
web sites and information dispersed everywhere. E-research techniques
development is thus reshaping the world of researches, both commercial
and academic. Here the commercial researchers benefit from more sources
devoted to software tools provision and digital education of researchers,
standard set of research methodologies and constant need for insightful and
high quality research for its customers.

On the other hand, researchers active in academic sphere often rely on
official data available form public statistics or own devoted research,
however have no limits on methodology, depth and quantity/quality of data
size restrictions, thus their research outcomes vary in quality significantly.

Moreover researches from academic sphere most often do not use any
software tools for e-research, thus the flood of digital data and sources
available is making it even more difficult now for them to prepare quality
research in comparison with the commercial researches, as was in the
period when there was no or less digital data available. Thus there is an
increasing gap between research practices and outcomes comparing
academic researchers and commercial researchers, similar as between the
experienced e-researcher and non-experienced e-researcher.

In the digital era thus the future of research is directed almost exclusively
on e-research methods, and researchers without conditions and skills for
development of e-research techniques will experience big disadvantage. For
this reason the progress of innovative digital research methods, knowledge
and use, is essential for anyone conducting the research in the future.
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Abstract: Human dignity as core of human rights is substantial for sustaining
and encouraging democratic values. The paper elaborates on the role of
educational institutions for secondary political socialization, particularly for
internalizing human dignity, and explains that youth motivation for human
dignity can be developed educationally. Moreover, the paper offers the results
of the qualitative study in general high schools in Slovenia, answering the
research question of how contemporary educational system contributes to
"educational development of human dignity". The paper shows that citizenship
education should be improved in order to guarantee higher incorporation of
human dignity in education. Raising awareness about human dignity through
secondary socialization offers a starting point for building a democratic
political culture.

Keywords: human dignity, education, high schools, citizenship education

1. Introduction

Democratic political culture is composed of several more or less compatible
and interrelated elements, e.g. tolerance, equality, solidarity, responsibility,
etc. These elements are based on the concept of human dignity. The later
represents the foundation of a stabilised, well-functioning democratic
system, for mutual relations within democratic society and at the same time
for self-realization of each individual as a part of democratic society.
Therefore fostering the concept of dignity would contribute to the
encouragement of other democratic elements.

Human dignity, representing the very foundation of democratic political
culture is significantly reflected on legal ground at international, regional
and national level. In this regard we refer to the notion that international
law should be deeply rooted in the respect for human dignity (Capps 2009).
This thinking goes in line with international legal documents that mention
human dignity and place it as their foundation. Especially since 1945, the
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mentioning of human dignity has enormously increased (as a reflection of
atrocities committed during the Second World War) and commonly spread
in international and humanitarian legal instruments. Development of the
concept of human dignity on an international level influences the regional
and national legal documents as well. Nowadays, we can regard it as a
widely spread and endorsed concept.

In contemporary society one can perceive the absence of the topic of
human dignity in education. Bowie (2011) states: "While philosophical and
theological ideas of dignity are applied and theorized about in law and bio-
ethics, it is difficult to find such examples in education." Human dignity
rarely appears in connection with education, more or less in terms of
children's fundamental rights and importance of a learning environment
which would protect children’s human dignity and human rights.
Meanwhile, in educational process there is a lack of direct theorization about
human dignity and its integration into the curriculum. As a result, it can
happen that students during secondary education do not come across the
questions of what is human; what is human dignity; could human dignity be
described as something that belongs to every human being, or as something
that is culturally relative and socially conditioned, etc.

Despite the extensive scholarly literature, there still exist inconsistencies
regarding the theorizing about human dignity. On one hand, there are
certain allegations that all the people are not born with human dignity and
that it is possible to lose it (for example, Dupre 2009), and that it should
thereby be the subject of special protection; on the other hand, there is the
idea that human dignity represents an inherent and essential part of a
human being (for example, Miguel 2002), therefore, it cannot be taken away
by other people. The lack of consensus indicates that further research is
necessary. To this end, it is essential to educate the younger generations, so
that they can enhance the development of the science on human dignity in
the future. In addition, "educating on human dignity" contributes to
recognizing different perspectives and views on human dignity and
developing critical thinking on this topic. This is even more important
considering the significant role of human dignity in democratic societies and
its meaning for decreasing unequal treatment. As normative architecture of
democratic society derives from the concept of human dignity, the
educational institutions should encourage theorizing about human dignity
and connect it with its practical perspective. Relationship between
education and the cultural platform of society is thus mutually reinforcing.

The paper offers the results of a study of the educational system in
Slovenia, focussing on the following main research question: how does
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contemporary educational system contributes to »educational development
of human dignity«? In the following two chapters the paper scrutinises the
meaning of human dignity for democratic society and the relevance of
»education on human dignity« as well as its main objectives. According to
the described objectives the »education on human dignity« should be an
integral part of citizenship education. In addition, the paper interprets the
results of the qualitative study based on semi-structured interviews with
teachers of Slovenian general high schools. It shows that educational
approach should be improved in order to guarantee higher incorporation of
human dignity in Slovenian education. Raising awareness about human
dignity enables better realizing of elements of democratic society, thus
Slovenian educational system should intensively strive for the achievement
of this goal.

2. The meaning of human dignity for democratic society

Relation between human dignity and democracy is often considered as self-
evident. This is particularly relevant in countries that only relatively
recently launched democratization process, as is in the case of »new
democracies« from Central and Eastern Europe that quarter of century ago
stepped onto the path of comprehensive change directed at the
establishment of an institutional system as seen in advanced Western
societies. These countries were for almost half a century ruled by
communist regimes. These regimes were characterized by complete
monopoly of communist nomenclature and its control over all spheres of
society. With their centralizing, egalitarian and homogenizing orientation
and repressive activities toward the citizens they hindered competition,
pluralism and freedom. As other types of authoritarianism, the mode of
functioning of these regimes violated the human dignity. Although
democratization in Central and Eastern European countries has been
accepted with a broad national consensus, there are still many structural
and cultural remnants present in these societies. In this regard, the
importance of human dignity as foundation of democratic political culture
has to be fostered, nurtured and institutionalized. This can contribute to the
fortification of democratic political culture. Therefore focussing mainly on
the educational system, we consider Slovenia as a highly relevant case of
»new democracy« in order to explore different impacts of educational
system on strengthening the democratic elements.
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Human dignity implies a respectable status! of a person or the status of
human absolute intrinsic value. It belongs to a human being due to the mere
fact that he/she is placed into a group of human beings. It stems from human
nature as such and distinguishes human beings from members of other
species. We can identify it as a kind of metaphysical element which is
inseparably linked to humans, and as such existing in any space and time
(and therefore universal). Despite the fact that every human being is
endowed with human dignity, it depends to what extent human dignity is
realized/implemented in the case of a particular individual. This means that
it is not necessary that every human being, endowed with the human
dignity, simultaneously enjoys the full extent of it. Namely, the extent of
realization of human dignity is the result of man's relation to oneself (self-
respect) and man's relation to fellow men (and vice-versa). Thereby it is
important to ensure the protection of human dignity in order to be realized
at a highest possible level. That is why democracy plays a considerable role
while placing human dignity at the core of this system. Democratic system
constitutionally recognizes human dignity and thus guarantees its effective
implementation as well as human rights which derive from the human
dignity. Hence democracy and human dignity are inseparably linked aiming
to build democratic political culture, ensure common good and self-
realization of each individual. There are many ways to foster the meaning of
human dignity in democracy. We assess that as a substantial step towards
this goal could be carried out by schools as agents of political socialization.

3. "Education on human dignity" as an integral part of citizenship
education

Numerous research studies (for examples see Gainous and Martens 2012;
Gainous and Martens 2013) illustrate the connection between educational
attainment and increased political knowledge, as well as citizenship
engagement and greater basic democratic norms. Thereby, it is important to
explain to students that democracy is not a given reality but something that
needs to be grown, developed and nurtured. Students should identify an
inner need to act in accordance with democratic elements. Moreover, they
should develop the responsibility of taking care of their community, nation

! Status indicates position; state of belonging to a particular rank, type or group with all
the rights, obligations and potential characteristics resulting from this position. Status is
respectable if it is @ major status with a considerable weight, to which its holder, as well
as a fellow man need to answer with respect (see Formosa and Mackenzie 2014: 877).
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and humanity (Saveikaité 2014). Thus, citizenship education is not only
about preparing students to become well informed, knowledgeable and
active citizens, but also about developing critical thinking, communicational
and cognitive skills; enhancing human values in order to respect themselves
and fellow men. However, Hoskins et al. (2006, 10-11) stress that "active
citizenship" overlaps with the concept of social values and is not restricted
to political dimension. Rather, it "ranges from cultural and political to
environmental activities, on local, regional, national, European and
international levels." Hoskins et al. (ibid.) identify 4 dimensions of active
citizenship: Political Life, Civil Society, Community Life and Values.

Many different terms have been used in attempting to describe the
educational experiences that deal with the task of developing democratic-
minded citizens, for instance civic education, citizenship education, social
education, moral education and democratic education (Cohen 2013). Despite
the fact that nowadays both the term citizenship education and civic
education are broadly used in literature, we should make a clear distinction
between them. According to IEA (2009, 22), civic education focuses on
knowledge and understanding of formal institutions and processes of civic
life (such as voting in elections). Kerr (1999) describes it as content-led and
knowledge-based education aiming to inform through the provision and
transmission of information. It does not offer many opportunities or
encouragements for student interaction and initiative. On the other hand,
citizenship education aims to acquire knowledge and understanding as well
as develop values and dispositions, skills and attitudes. It contains a broad
mixture of teaching and learning approaches that encourage student's
interaction through discussion and debate, project work and other forms of
learning and participative experiences (Kerr 1999; McLaughlin 1992).
Therefore, citizenship education should consider human beings as citizens
(entitled to the civil and political rights recognized by the national
constitution of the country concerned) as well as individuals (subjects of
ethics and law, endowed with dignity and rights inherent in the human
condition) (UNESCO 1998). Regarding both considerations, human dignity is
substantial - it is recognized and provided to citizens by national
constitutions, but it also belongs to individuals just for the reason that they
are human beings.

Levinson (2014) argues that there are two primary reasons why
citizenship education is necessary in any country. First, citizenship is of
primary importance for those who do not want to sink into a "state of
nature" characterized by "the war of all against all" (Hobbes 2003), while
citizenship education is also necessary to perpetuate the state itself. Namely,
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there is no reason to think that human beings born under any particular
government will naturally come to develop the knowledge, skills, and
dispositions necessary to maintain it. Second, Levinson states that
citizenship education is necessary to realize (i.e. internalize and act upon)
states’ civic ideals, such as equality, mutual respect, etc. This article argues
that all these civic ideals are grounded on human dignity, therefore
citizenship education is inevitably important for the realization of human
dignity.

We identify the objectives of »education on human dignity« that go in line
with general objectives of citizenship education (see Eurydice 2013).
Therefore we argue that »education on human dignity« ought to be a
considerable and integral part of citizenship education:

1) to gain theoretical knowledge on the concept of human
dignity as well as its relation to human rights and democracy (in
particular from philosophical, political and legal perspective);

2) to analyse and critically assess all the aspects of human
dignity;

3) to develop the sense for respect towards themselves and
respect towards other people - as crucial components of the
realization of human dignity;

4) to put into practice knowledge and skills as well as values,
attitudes and behaviours connected to human dignity that have been
acquired through achieving goals (1), (2), (3).

4. Case study of general high schools in Slovenia

The survey was conducted in Slovenia, specifically in the Goriska region.
According to the data of the Statistical Office of the Republic of Slovenia
(2014), in the Goriska region live 5.74% of the total population of Slovenia.
The Goriska region is an area of 2,325km?, i.e. 11.47% of the area of the
Republic of Slovenia, consisting of 13 municipalities. During the school year
2014/15 in the GoriSka region there have been a total of 4,390 students of
secondary schools (the Statistical Office of the Republic of Slovenia). There
are 11 secondary schools that provide publicly valid secondary school
programs, and 7 of them carry out general and technical high school
education (the Ministry of Education, Science and Sport). The latter are the
subject of our research. Enrolment in general and technical in Slovenia has
increased in the last decade but it has slightly declined in the last four years.
At the beginning of the school year 2014/2015 37% of all the Slovenian
secondary school students were enrolled in general and technical high
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school programs all over Slovenia (Statistical Office of the Republic of
Slovenia).

Our empirical research includes teachers from secondary schools in the
GoriSka region that carry out the general and technical secondary-school
programs (9 teachers). The research encompasses only public schools,
which means that private schools were not included in the survey. The
research was based on qualitative methodology, more specifically on semi-
structured interviews. The teachers from general high schools in the Goriska
region who are specialized in the field of history, sociology, philosophy and
Slovenian language, were asked to participate in the research. This chapter
offers the key elements/factors which are the subject of our research.

1. EXPLICIT - IMPLICIT EDUCATION ON HUMAN DIGNITY

This part of the research is aimed to determine what is the level of explicit or
implicit emphasizing of human dignity, referring to the subjects taught in
general high schools. After determining the level of explicitness and
implicitness, the research explores the types of general high schools’ topics
(if any) that are associated with the concept of human dignity and explained
by teachers during the courses.

For the purpose of this survey the term "explicit education on human
dignity" indicates the two following characteristics:

a) Direct implying or mentioning of the term "human dignity" in delivering
the secondary school topics;

b) Direct deeper theorizing about the meaning of human dignity (especially
from psychological, legal or political perspective).

Similarly, for the purpose of research the term "implicit education on
human dignity" indicates education about human rights, values and similar
themes relevant for understanding of human dignity. This type of education
refers to the topics which indirectly help students to understand and
internalize human dignity.

2. RELEVANCE OF EDUCATION ON HUMAN DIGNITY

Teachers were asked whether they would suggest (explicit or implicit)
education on human dignity to be compulsory subject matter in secondary
schools. In the case of their negative answers it is less likely that they
currently great effort to explain students the concept of human dignity.
Consequently, the students’ potentials to understand human dignity could
be diminished and that could be an alarming situation for Slovenian
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educational system. On the other hand, positive answers would represent a
good incentive and the potential for even more intensive education on
human dignity in the future. A positive response would also be a very good
starting point for the study of the following factor.

3. THE NEED FOR IMPROVEMENTS OF THE CURRICULA AND TEACHING
MODES

Teachers were asked to evaluate whether the students know and
understand the concept of human dignity, and whether such knowledge is
sufficient on secondary level of education. In addition, they were asked to
evaluate the usefulness of any additional guidelines, recommendations for
education on human dignity, aiming to better knowledge and
comprehension of the concept of human dignity by students. The objective
of this factor is also to analyse the impact of the school as an agent of
political socialization, in the context of human dignity.

5. Interpretation of the research results

5.1. Explicit - implicit education on human dignity

The survey shows that most of the interviewed teachers explicitly
mention the term "human dignity” in the classroom, but they do not further
theorize on this concept. Rather they try to explain the concept indirectly by
delivering other topics:

".. I explain during my classes that dignity means that you never do
something to another person you do not want others to do to you."..."l do not
use precisely the term dignity but I'm talking more about man as a humane
being."” (the teacher of history)"We encounter human dignity in literary texts.
When we deal with the Ilatter, the mentioning of ethical values is
essential."..."We are often faced with the issue of human dignity." (the teacher
of the Slovenian language).

Therefore, teachers usually do not conduct explicit but rather implicit
education on human dignity. For this purpose teachers relate various topics
to the concept of human dignity: the society and the individual, poverty,
euthanasia (sociology); identification of ethical dimensions of literary texts,
identification of the ethical stance of literary characters (Slovenian
language); ethics (philosophy); ancient democracy, slavery, enlightenment,
wars, post-war massacres, revolutions, revolts (history).

Some teachers (in rare cases) do not have a tendency to educate about
human dignity. They often justify the absence of topics related to human
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dignity as follows: "It is not simply enough to mention dignity. Either we
analyse the topic in detail, or we better not analyse it. Otherwise teachers are
perceived to be hypocrites.”

Two interviewees (the teacher of philosophy; the teacher of sociology
and history) out of nine teachers took an especially prominent point of view.
They were asked whether they mention human dignity during classes but
their responses were noticeably negative. In their opinion the integration of
human dignity in general high school courses is a complete nonsense. One of
these teachers explained that teaching about the values and violation of
values is perceived from the perspective of the students merely as
moralizing: "How could I explain that human dignity is a value if it is not?".»I
can not theorize about something that is totally devaluated and trampled
upon.”..."Speaking about human dignity seems to be moralizing. Teacher who
does that is treated as someone who is complaining, moaning"” (the teacher of
philosophy)

Considering that the last statement cited above was given by the teacher
of philosophy, the situation is even more concerning. Human dignity is
namely a classical philosophical concept, thereby it is reasonable to expect
its integration into the secondary school philosophy classes.

From the perspective of the teacher of sociology who participated in the
research, teaching about human dignity is described as irresponsible
behaviour: "To speak and teach about human dignity in the world in which
dignity is completely trampled upon would be cynical and irresponsible. How
to talk about dignity in a world where many people diminished their dignity
and dignity of others, but they are still enjoying the highest positions, for
example as top politicians and businessmen?” (the teacher of sociology)

The results of the research indicate the absence of explicit mentioning
and theorizing about human dignity in general high schools. It is surprising
that (explicit or implicit) teaching on human dignity is sometimes more
frequently present in relation to the courses which are in general less tied to
this topic (e.g. Slovenian language) in comparison with other courses (e.g.
sociology, philosophy). It implies a high autonomy of secondary school
teachers regarding their opportunity to decide on inclusion of human
dignity topics in their courses, which should be a matter of discussion. It is
namely alarming that there is a possibility that students during secondary
education learn about the topics of human dignity only to a lesser extent.
Consequently, students do not have many chances to reflect on human
dignity and gain sufficient knowledge in this field.
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5.2. Relevance of Education on Human Dignity

Teachers were asked whether according to their opinion the education on
human dignity represents a substantially relevant issue to be included into
secondary education. The majority of them have answered positively,
meanwhile some teachers have raised the issue of lifestyle and mentality of
the today's generation of students. In their opinion the society nowadays
does not influence on students in the way to be interested in human dignity
and other similar topics. Thereby it seems that the surroundings and society
or even the state system strongly affect the education on human
dignity: "Values are a part of our story either we want it or not."..."It seems to
me very important to teach about human dignity, but unfortunately we have
only taught the today's younger generations how to be consumers."... "This
leads to reproduction of irresponsible people.” (the teacher of Slovenian
language)"There is a problem that students are not interested in human
dignity."” (the teacher of Slovenian language)”.. I think there is no interest to
discuss human dignity. At least among secondary school students. Therefore, |
do not see any sense in this kind of teaching.” (the teacher of sociology)

Beliefs of certain other teachers seem to be in clear inconsistency with
the above statements, by claiming that the inclusion of the topic of human
dignity into courses depends on the teacher’s personality and his/her
personal opinion. Teachers who have a positive attitude towards ethical
issues or values often take the initiative to promote such topics during their
courses, regardless of the curriculum. This leads to the conclusion that
teachers who perceive human dignity as an important element of the
society, have a tendency to teach about this issue. Frequently, they integrate
the topic of human dignity into regular subjects and encourage students to
reflect on it. On the other hand, the research denotes the problem regarding
the teachers who personally have a negative attitude toward ethical issues.
Namely, teachers who perceive values, human rights and human dignity as
something completely irrelevant in the context of contemporary society,
deliberately avoid such issues in the classroom, as far as it is still compatible
with the curriculum. Moreover, some teachers strongly oppose to the
teaching about such content, even if they teach a subject that should provide
a general knowledge on ethical perspectives. But since the legislation and
curricula allow such attitude, the teachers' behaviour might not be changed.

Therefore, we assume that the given reason pointing out the lifestyle of
today's students which supposedly causes the lack of student’s interest for
topics such as human dignity, is a good excuse for teachers to not have to
teach about human dignity. Teachers rather justify the lack of the contents
on human dignity by explaining it as the problem of the mentality of today’s
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younger generations, rather than putting some effort in encouraging
students to be interested in such topics.

The main question is how to diminish the problem described. Teachers
are relevant players who provide transmission of knowledge and values for
younger generations through the process of secondary socialization. Some
studies show that limiting the scope of citizenship education weakens the
continued development of individual and national identity (Mann et al.
2015). Therefore, it is particularly necessary to promote the integrity of
teachers and to prevent any deviant acts regarding their profession, which
could have a negative impact on ethical development of younger
generations.

5.3. The need for the improvements of the curricula and teaching
modes

In this part, the research was intended to explore how the teachers perceive
the students’ understanding of the concept of human dignity. But the
opinions of teachers on this issue are more diverse than similar to each
other. Some teachers believe that human dignity is a very vague, complex,
abstract concept, therefore students do not understand it: "When we ask
students what is dignity, they simply freeze. They have a feeling that human
dignity is something we desperately need, but they do not know what exactly it
means.” (the teacher of Slovenian language)“We mention human dignity
during history classes in relation to wars, revolutions, concentration camps,
postwar massacres. But this does not imply that students understand what
dignity means." (the history teacher)

Some of the interviewees highlighted the fact that students do not see the
benefit from acquiring knowledge of such topics for their future lives. Thus,
they are not interested in the understanding of human dignity. This leads us
to the conclusion that the primary challenge of education on human dignity
would be to develop more attractive methods of teaching about human
dignity in order to raise the interest of students. Teachers also argue that
students are surprisingly aware of their dignity when they are exposed to
unequal treatment in school. Therefore, students should be especially
stimulated to not only refer to human dignity in order to take advantage of
it, but also to consider its deeper meaning.

There were certain rare case of interviewees that often perceive interest
for human dignity during their courses. These teachers usually stand up for
values, human rights, human dignity and give an effort to draw such topics
nearer to students. One of the teachers who was asked about her perception
of students’ interest for the topic of human dignity, answered with the
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following statement: "Yes, of course, only students should be stimulated in the
right way." (the teacher of history)

Teachers’ answers also differed pertaining to the question whether the
students perceive the correlation between human dignity and democratic
society. Some teachers answered positively to that question, but negative
answers prevailed. The teachers did not explain the lack of recognition of
the mentioned correlation by listing reasons within the educational system.
Rather they justified that by reasons such as youth, immaturity and
inexperience of the students. Furthermore, they referred to the social
system and the fact that there is a terrifying gap between theory and
practice regarding human dignity. This teacher’s perceiving of the gap
should not be disregarded. That has already been stressed in 2015 at the
session of the National Assembly of the Republic Slovenia when the
discussion led to the possibilities of citizenship education in secondary
schools (National Assembly of the Republic of Slovenia 2015). According to
UNESCO (1998), citizenship education needs to be taught in ways that bring
out the ever-constant link between knowledge and practice. The interaction
between concepts and action gradually produces the ability to think in terms
of values and to refer to them. Therefore, possible changes about teaching
modes regarding the concept of human dignity should be primarily taken
into consideration in Slovenian secondary schools.

According to ICCS 2009 (IEA 2010), the two most important aims of
citizenship education are: promoting knowledge of citizens' rights and
responsibilities (including human rights) and encouraging critical and
independent thinking.2 Furthermore, it is promising that ICCS 2009 (ibid.)
implies that when it comes to citizenship education teachers feel most
confident about teaching human rights and citizens' rights and
responsibilities. In our research teachers mostly expressed the willingness
to receive new recommendations and guidelines for teaching topics related
to human dignity. This applies especially to teachers who recognise the
concept of human dignity as important and are already (to a lesser or
greater extent) trying to integrate it in their teaching courses.

The teachers were asked about their opinion on the impact of schools as
agents of political socialization, in the context of encouraging human dignity.
The results of the research show that the impact of schools could be greater,
if they manage to select appropriate teaching methods in order to approach
the students’ minds. In view of that, it makes sense that the domination of
the media, social networks and peers (rather than educational system, i.e.

2 Survey included grade eight teachers across Europe.
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schools) as agents of political socialization were regarded as more important
by teachers who do not use sufficient teaching methods to stress topics such
as human dignity during their courses. The results of the analysis lead us to
the conclusion that there exists an obvious need for the improvements of the
curricula and teaching modes.

As our research shows that the impact of school as an agent of political
socialization could be strongly fostered and upgraded, our research dilemma
should not be: "What is the impact of school (as an agent of political
socialization) on the understanding of the concept of human dignity?", but
rather "How to improve the education on human dignity in order to reach its
deeper internalization by students, and thus a greater impact of schools as
an agent of political socialization?"

Therefore, the question is whether the modification of teaching approach
would impact on the susceptibility of students to learn, understand and
internalize human dignity. Replies of teachers show that different methods
of presenting the topic have different influence on the interest of students to
learn about human dignity. At this point, we should not disregard the
comment of the teacher of sociology and history: "Last time we had a guest in
class - a young boy from a special educational institution for children who was
struck by a stroke due to the wrong lifestyle, drugs and alcoholism. With this
story, I actually succeeded in attaining something quite rare in my classes -
students were listening for the entire 40 minutes very concentrated and
focused on the discussion. This story really touched them.” (the teacher of
sociology).

Improved teaching approaches are therefore a necessary prerequisite for
education about human dignity. Classical theorizing about the topic
frequently does not attract the students’ attention. Since the passive
teaching methods are not sufficient, Slovenian educational system might
start following the examples of countries which use interactive, participative
approach, classroom discussions, projects and inquiry work, fieldwork, visits
and extra-curricular learning (see Kerr 1998). Our research results are
similar to those of Kerr et al. (2004), claiming that opportunities for
citizenship education appear not just in the classroom but also in the whole
school processes, activities and experiences involving the wider community.
Saveikaité (2014) suggests citizenship education to be based on the
application of interactive methods to allow students to discuss actively and
perform variety of creative tasks, analyze, solve changes, etc. It might be
worth taking into consideration the use of a combination of
theoretical /formal and practical/experimental approaches to teaching about
human dignity. In this way students would learn about the practical
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examples that would encourage them to try with a more in-depth learning
about the theory. Such education would equip students to deal with future
life experiences and behave in accordance with human dignity. In addition,
we suggest compulsory inclusion of assessment of knowledge on human
dignity in the final exam at the end of general high school programme (the
matura examination).

6. Conclusion

The qualitative study showes that implicit education in Slovenian general
high schools is more frequent in comparison with explicit education when it
comes to human dignity. Slovenian secondary school teachers have a high
autonomy on deciding which topics to include in their classes. Therefore, the
educational system should strive for the teachers who tend to enhance
human dignity, human rights and values in a democratic society. It is
surprising that some teachers who strongly believe in the main elements of
democracy and basic human principles teach about them regardless what
the curricula for their subjects specifically demands. But on the other hand
there is a huge concern about the teachers who have a distinctly negative
attitude towards those topics and intentionally avoid them in their classes.
That should be a subject of further discussions at the national level.
Furthermore, citizenship education must be integrated in all subjects (not
only by the legislation and curricula but also by the teaching practice as
well) in order to foster student’s reflection and behaviour in accordance
with human dignity.

In addition, it is paramount to raise awareness that "education on human
dignity” should not neglect neither the theoretical/formal nor the
practical/experimental teaching on human dignity, such as, for instance,
interactions and discussions between students, project work, visits, extra-
curricular learning, etc. Theoretical teaching in particular consists of
philosophical, legal and sociological knowledge on human dignity and is
more or less restricted to the classroom, meanwhile practical teaching can
be carried out by cooperation with wider community.

Slovenia might start to follow the example of Austria which from 1987
considers citizenship education as the "integral educational principle”
(Grundsatzerlass Politische Bildung), updated in 2015, which is present in
every type of Austrian schools at all levels (Eurydice 2013). While we signify
the "education on human dignity" as the fundamental and integral part of
citizenship education, we also consider it as a crucial step towards building a
human being as a citizen and an individual, who respects him-/herself and
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the fellow man. Without taking into account the education on human dignity
we neglect the cornerstone of democratic society and democratic political
culture. Consequently, this weakens all other elements of democratic society,
i.e. equality, tolerance, solidarity, etc.

As stated in the third chapter, education is more than just an information.
It helps students to discover themselves, to internalize values, to develop
their personal responsibilities and to understand their personality and
identity (Saveikaité 2014). Thus, we should foster not only education about
citizenship complemented by education through citizenship, but especially
tend to achieve education for citizenship. The last sentence leads us to the
idea that "education on human dignity" as an integral part of citizenship
education should include three components:
1. Education about human dignity provides theoretical knowledge on the
concept of human dignity, as well as its relation to the main elements of
democratic political culture. Mainly it consists of the theoretical teaching
approach and includes explicit as well as implicit teaching on human dignity.
2. Education through human dignity provides learning by doing: active
participation and engagement in schools and communities. It includes
different activities, such as extra-curricular activities, visits, project work,
etc. Mainly it consists of the experimental /practical teaching approach and is
usually more connected to implicit than to explicit teaching on human
dignity.
3. Education for human dignity provides mainly classroom discussions and
reflections of students, by using interactive methods, creative tasks,
analyzing and solving of problems. Mainly it consists of combination of the
theoretical and practical teaching approaches and includes explicit as well as
implicit teaching on human dignity. Usually (but not necessarily always) the
effect is greatest if the education about human dignity and education for
human dignity are preliminarily conducted. Namely, on the basis of a good
theoretical knowledge and rich practical experiences students can better
reflect on human dignity and discuss it. Thereby, education for human
dignity offers analyses and assessments of all aspects of human dignity and
equips students with respect towards oneself and towards other people.
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Diagram 1: Main components of the »education on human dignity«

EDUCATION
FOR HUMAN
DIGNITY

EDUCATION EDUCATION
ABOUT THROUGH
HUMAN HUMAN
DIGNITY DIGNITY

Source: Author

All three described components mutually complement one another.
Implementation of one of the components causes a more efficient
implementation of the other two. They could also be present one without the
other but in order to provide for a better effect of education on human
dignity they should coexist.

Curricula should not be based solely on the acquisition of knowledge but
it is important to incorporate general human values in order to stimulate
respect for human'’s personality regardless his/her position in the society,
religious beliefs, personal characteristics, etc. And even that is not enough -
people have to believe in human principles that are taught in schools and
need to start living in accordance with human dignity. Therefore, the quest
for human dignity ought to be the main component of our citizenship
education. Not money, not influence and not power - the human being
should be the goal of our democratic society. Above all, education should
strive for the following principle: be human and fight for the humanity. And
fostering the education on human dignity in secondary schools is only one
(but crucial!) step on the way to achieving this goal.
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Abstract: China is one of the most important outbound markets in the world,
according to the UNWTO statistics. From year to year the number of Chinese
tourists is constantly increasing both in Slovenia and Montenegro. Due to the
particularities of Chinese culture and habits of Chinese tourists the main issue
is: Can Montenegro and Slovenia meet the needs of Chinese tourists? The aim
of the paper is to present segments of tourist offer of Montenegro and Slovenia
that Chinese tourists like the most and the least. In addition, the purpose of the
paper is to determine whether there are significant differences between the
attitudes of Chinese tourists in Montenegro and Slovenia. The paper is result of
two years research that was conducted among Chinese tourists in Montenegro
and Slovenia. The results of research can serve to create a joint tourist offer of
Montenegro and Slovenia with the tendency of inclusion other Balkan
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countries and the formation of a recognizable tourism cluster for Chinese
tourists.

Key words: Chinese outbound tourism, tourist satisfaction, destination
marketing, management

1. Introduction

The satisfaction of tourists is one of the most important indicators of the
quality of tourism offer. In addition, a study of tourist satisfaction can
determine critical points in management and marketing of tourism
destinations. If we can identify, and with the help of tourists' scores we can,
the advantages and disadvantages of destinations, it is easier to work on
improving the quality of tourist offer. Disadvantages are usually minimized
with help of an adequate plan, and the benefits strengthen. Guest satisfaction
is often used as an indicator of the competitiveness of tourist destinations.

Tourism as a complex activity requires the efforts of all its direct and
indirect participants in order to for a destination to maintain or enhance its
position in the tourism market. Monitoring trends in the region is of crucial
importance to guide the development of destinations and creating rich
tourist attractions that can satisfy the needs of modern tourists. It is well
known that a modern guest seeks for experiences, that their expectations
must not only be met, but exceeded as well, in order to ensure their re-
arrival at the destination. Changes in the tourist market are unpredictable
and intense. In order for destinations to survive, they must not only be up
with the changes that are happening, but create changes themselves and
solicit them to tourists.

One of the leading trends in tourism represents a great interest of
Chinese tourists to visit western countries, primarily North America and
Europe. Statistics confirms that the number of arrivals and overnight stays
and tourists from China to countries in North America and Western
European countries is increasing. As the Chinese started to "conquer
Europe" next to the western countries and the countries of Southeast
Europe are becoming more and more interesting to them.

It should be borne in mind that the countries of Southeast Europe,
including Montenegro and Slovenia are very different in their economic and
social development and growth than the countries of Western Europe. First
of all, we are thinking about Montenegro, which compared to Slovenia
recorded weaker economic growth and development. This is corroborated
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by the fact that Montenegro is not a member of the European Union, unlike
Slovenia.

The question is whether Montenegro and Slovenia can meet the demands
and needs of Chinese tourists and in which way. It is clear that neither
Montenegro nor Slovenia can compete with Spain, France, Italy, England, but
together with other countries of South Eastern Europe they can create a
unique product.

In this paper, we provide a review of factors of satisfaction in Chinese
tourists with tourist offer of Montenegro and Slovenia, in total and
individually, to point out to the most important differences and set the
ground for creation of a joint product that could greatly satisfy the needs
and expectations of tourists from China.

2. Literature review and hypotheses

Consideration of the factors of satisfaction among Chinese tourists in
Montenegro and Slovenia is based on theoretical background of tourism
satisfaction and research results about Chinese outbound tourism in relation
to satisfaction key drivers.

The study of consumer satisfaction and dissatisfaction is now in its
mature phase. Studies on consumer satisfaction are developed in the 60s
and 70s in the United States through the marketing of goods and in the 80's
and 90's are slowly directed towards the marketing of services, and thus the
marketing in tourism ((Bowen 2001), (paraphrasing in Lacmanovi¢ and
Bulatovi¢ 2014)).

Earlier studies of tourist satisfaction of consumers were mainly focused
on the subject of exchange and satisfaction are treated as exclusive or
predominant responsibility of the service provider and that consumer in the
process of serving has less important role. Later understanding of the
subject of exchanges in tourism and the role of consumers are focusing their
attention on the interaction between the user and the service provider as co-
producer of tourism product. Attention is focused on understanding why
consumers are happy rather than what is causing their satisfaction, and
focus on the psychological component of consumer satisfaction in relation to
the characteristics of the tourism product (perceived control and perceived
sense of fairness)((Namasivayam and Mount 2006); (paraphrasing in
Lacmanovi¢ and Bulatovi¢ 2014)).

Definitions of consumer satisfaction were given in the range from the
focus on the cognitive component as a comparison of the perceived level of
modes of execution services with benchmarking standards to focus on the
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emotional component where satisfaction is defined as an emotional state
that reflects the assessment of personal experience or evaluation of
emotions in post consuming stage ((McMullan and O’Neill 2010);
(paraphrasing in Lacmanovi¢ and Bulatovi¢ 2014)).

Looking for determinants of tourist satisfaction, it could be pointed some
important ones which were observed in study realized at Langkawi Island
in Malaysia (Aliman et al. 2016), such as: social-security, tourist
expectations, destination image, costs and risks, perceived value and
perceived quality.

In general, the existence of economic, social and environmental factors of
tourist satisfaction points that there are some actions beyond tourist
industry (i.g. agriculture and construction) which strongly impact it (Jarvis,
Stoeckl, and Liu 2016).

Regarding the satisfaction key drives among Chinese tourists traveling
abroad, it is possible to discuss a few research studies based on profile
characteristics.

One of the possible long-distance Chinese tourist's profile which was
determined in 2010, has characteristics as follows ((Andreu, Claver, and
Quer 2014) (paraphrasing in Raspor et al. 2016)):

belonging to a middle-high social class

- age between 24 and 44 yrs.

- 52.98% are men and 81% completed higher studies

- 11.75% are professional in the educational sector; 9.63% are
manufacturing industry workers; 8.31% working in sector such as
finance, 7.91% in new technologies; 6.79% are students and 5.71%
are scientists and researchers.

- 68.36% first time traveled abroad; 46.98% travel accompanied by
relatives or by their spouse and 6.95% travel alone

- 29.76% earning between 550 and 880 euros monthly per capita;
26.25% have salary ranges from 330 to 550 euros; 17.46% earn
between 880-1100 euros

- prefer to travel in organized groups

- 40.8% visit between 1 and 2 countries in the same trip; 31.6% visit
between 5 and 11 countries; and 27.6% visit between 3 and 4
countries

- average length of stay in Europe is 9.2 days; in Germany 2.1 days, in
France 2 days, in Italy 1.6 days and in United Kingdom 21 days

- main reasons for visiting Europe: beauty and landscape (82%);
historic and cultural wealth (73.6%); charming cities (43.5%);
exotics of its culture and folklore (23%); being a shopping paradise
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(21.9); good tourism facilities (16%); and entertainment/leisure
supply (6.7%).

- Kkey factors in choice destination: places of interest (37.32%); price
(27.45%); leisure possibilities (11.15%); transport (11.07%);
accommodation (6.19%); and food and drink (5.99%).

As indicated in TUI AG - TUI Think Tank study ((TUI Think Tank and
Company 2012); (paraphrasing in Raspor et al. 2016)), Chinese travel needs
concerning the Europe as destination, are expected to be:

- Family happiness

- Experience

- Special interests

- Entertainment

- Self-determination
- Connectivity

- Courtesy

- Recreation

- Soft action

There are a few topics about determinants regarding the level of
satisfaction of Chinese tourists, such as: relation among expectation and
reality of travel arrangement, factors generating satisfaction and
dissatisfaction, perceptions and experiences with ethnic tourism, differences
among Mainland Chinese and Taiwanese in post-visit satisfaction and
willingness to make a recommendation, impact of tour service performance
and guide performance on satisfaction, satisfaction through functional and
emotional values, aspects of tourist destination regarding satisfaction,
perceived service quality, repurchase intentions and subjective well-being,
elements in tourist products regarding the level of satisfaction.

Discussing the expectation of Chinese tourists and creation the travel
package to United Kingdom by UK tour operators ((de Sausmarez, Tao, and
McGrath 2012); in: (Raspor et al. 2016)) it was found dissatisfaction with
quality of the accommodation and food received, due to mismatching among
mentioned expectation and reality of the accommodation. As stated in this
survey, large number of Chinese obtain information by Internet and know
very well what they want from their travel.

Considering the level of satisfaction of Chinese tourists visiting the North
Korea, L.Fangxuan and C.Ryan (Li and Ryan 2015) in their research were

non

noticed factors generating the satisfaction: "natural environment”, "natural

non non

scenery”, "friendly to Chinese", "a sense of national pride", "a reasonable
travel price" and "a unique experience satisfying curiosity". There were also
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identified factors of dissatisfaction: restrictions on tourist freedom, model
families, limited tourist attractions, flexible travel schedule, high goods price
and low standard of food.

Disscusing the perceptions of ethnic tourism and satisfaction with their
experiences, L.Yang (Yang 2012) concluded that tourists were concerned
regarding cultural change and “loss of traditional customs” meaning that
“diverse and high-quality ethnic product” have to be developed in order to
satisfy various needs of cultural tourists.

By identifying differences between Mainland Chinese and Taiwanese
during visit to Korea, S. Seongseop Kim, K.Y.Wan Penny and S.Pan (Kim,
Penny Wan, and Pan 2015) discovered that Mainland Chinese had higher
level of »overall post-visit satisfaction« and »willingness to make a
recommendation« compared to Taiwanese. Also, Mainland Chinese more
preferred group tour than individual travel, showed higher level of
preferences in taking photograph, reported to be more impatient when
waiting for food to be delivered, making more complaints, showed higher
interest to making friends to other foreign tourists, and buying more
postcards in comparison to Taiwanese. Taiwanese trust more in vendors
selling gift than Mainland Chinese.

Another research (Songshan Huang, Hsu, and Chan 2010) is dealing with
question about differences between Chinese and foreign tourists in Hong
Kong regarding satisfaction with tour guide performance through three
aspects: satisfaction with guiding service, satisfaction with tour services and
satisfaction with the overall tours experience. Chinese tourists rated tour
guide performance significantly lower in relation to foreign tourists
probably due to less knowledge or skills.

In study about tourists from Hong Kong and Taiwan and Non-Asian
tourists in Japan (Kohsaka et al. 2015) was revealed significant differences
regarding communication between tourists and staff (i.e., the language
barrier), but there was not differences about the level of satisfaction on Wi-
Fi Internet access (low level of satisfaction in both groups).

A.Chan, C.H.Hsu and T.Baum (Chan, Hsu, and Baum 2015) explored the
impact of tour service performance on satisfaction of Chinese tourist in
Hong Kong and obtained a few interesting results. First, that the effects of
leisure activities, shopping and tour guiding service had significant influence
on satisfaction whereas transportation, accommodation and food were
insignificant. Second, leisure activities played more significant role in
achieving satisfaction with the tour experience. Third, that customer
satisfaction with tour service had statistically significant positive influence
on satisfaction with tour experience. Fourth, that satisfaction with tour
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services and tour experience had significant impact on behavioral
intentions. Finally, there was key finding that satisfaction with tour service
differ from satisfaction with the tour experience.

It was found two factors of guide performance concerning Chinese
tourists: intrapersonal solvability (which include knowledge, personality,
empathy, passion and health condition) and interpersonal solvability
(interpersonal skills and their presentation and expression).

Four factors was generated for foreign tourists: professional competence,
empathy, interpersonal skills and organization and problem-solving.

For Chinese tourists 57 % of satisfaction with guide performance was
determined by tour guide performance whereas foreign tourists points that
70 % of satisfaction with guiding service was determined by tour guide
performance.

Research study (Song et al. 2015) concerning influence of entertainment,
educational, escape and esthetic experiences on satisfaction among Chinese
tourists during temple stays through functional (financial vs. utilitarian
benefits and costs) and emotional (sentiment and feeling) values, revealed
that esthetic, escape and entertainment experiences impact on emotional
value and escape, entertainment and educational experience impact on
functional value. The results points that tourist satisfaction was generated
by both emotional and functional values.

C. Ryan, Y.S. Shuo and T.C. Huan (Ryan, Shih Shuo, and Huan 2010)
suggests in their research about determinants of visitor satisfaction in
Theme parks that main factors of satisfaction are: atmosphere of the park,
existence of thrill rides, degrees of crowding experienced, having places to
rest, perceived reasonable entry price and provision of information.

C. Lee, (Lee 2015) found in his research about experiences in forest
recreation sites that satisfaction depends on thre aspects of destination:
“information services”, “recreation facilities”, and “safety and sustainability”
using socio-demographic characteristics as important value in profiling
satisfaction segments of Mainland Chinese tourists.

There is, which is confirmed through study with domestic Chinese hotel
guests (Su, Swanson, and Chen 2016), strong relationship among perceived
service quality and repurchase intentions and subjective well-being
regarding overall satisfaction through customer’s identification with
hospitality providers.

A. Raspor, T. Kobal and B. Rodi¢ ((Raspor, Kobal, and Rodic 2012);
(paraphrasing in Raspor et al. 2016)) discussing the ways to attract Chinese
tourists found some elements in tourist products in Slovenia and Croatia
which could positively influence the level of satisfaction. They mentioned
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rich shopping experience, common part of history (era of socialism as socio-
political order), special tourist packages named "Following the footsteps of
Josip Broz Tito", and several well-known Yugoslavian films such as "The
battle of Neretva", "Valter brani Sarajevo” and "Ne joci Kekec" translated in
Chinese.

By review of the stated research studies, it is possible to formulate
variables that have a significant impact on the total satisfaction of Chinese
tourists, using general theoretical framework in that sense (Songshan
Huang, Hsu, and Chan 2010): flexible timetable, tourist guiding, the price
and value of the tourism product, the characteristics of employees in the
tourism industry, the reliability of tourist services, the physical
characteristics of tourist facilities, creativity in producing the tourist
product, unexpected travel service, reception of guests, internal attributes
(self-enhancement), the natural beauty and climate, shopping experience,
local culture and social characteristics; and infrastructure. In addition, there
are some preconditions or components of customer satisfaction in tourism
((Bowen and Clarke 2002); (paraphrasing in Lacmanovi¢ and Bulatovi¢
2014)) which could be applied on Chinese tourists: an expectation; the
manner of execution services; the difference between expectations and
modes of service execution; satisfaction attributes (the possible causes of
feelings of satisfaction / dissatisfaction as the perception of consumers);
emotions; a sense of fairness (equality of completed transactions as well as
paid and received tourist services).

Based on the Literature Review we propose working hypotheses:

Hypothesis 1: The main factors of satisfaction of Chinese tourists in
Montenegro and Slovenia are: offer of place for shopping, the natural beauty
of the place, cultural and historical heritage, friendliness of staff, quality of
accommodation and food.

Hypothesis 2: There is no significant statistical difference between Chinese
tourists in Slovenia and Montenegro when it comes to factors of their
satisfaction with tourist destination.

We will prove this hypothesis based on the results of research conducted
in Montenegro and Slovenia, and the methodology and the sample is
discussed in the following sections.

3. Methodology and sample
For the purposes of the paper, the data collected within bilateral project
between Montenegro and Slovenia "The development of integrated and
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sustainable offer Slovenia and Montenegro to market modal East (China)"
were used.

The research was conducted among Chinese tourists in Montenegro and
Slovenia during 2014 and 2015. A questionnaire of closed type was designed
with more than 30 questions that can be grouped into several categories:
general information about the respondents; tourist needs and preferences of
the respondents; satisfaction of respondents with tourist destination;
possibility of re-arrival of the respondents to the destination. For the
purposes of this paper we will use the responses from the category of
questions "the satisfaction of respondents with tourist destination." To rank
the level of satisfaction of Chinese tourists Likert scale from 1 (not satisfied)
to 5 (completely satisfied) was used. To process the collected responses we
will use statistical analysis and mean values. In order to make our analysis
accurate, we carried out statistical data analysis with the help of Statistic
Package for Social Science software v. 2.2. For statistical analysis, apart from
mean value, ANOVA and Eta Square were used as well. Benchmark analysis
of Montenegro and Slovenia was used too.

The study included 292 respondents, Chinese tourists in Montenegro and
Slovenia. There were somewhat more men, 51%. The majority of the
examinees are employed (85%), then retired (9%), unemployed (2%),
students (2%) and other (2%). Chinese tourists are mostly from East China
(22%), NE China (19%); then from South Central China (15%), NW China
(13%), North China (10), SW China (9%), and other countries (12%). The
number of Chinese tourists who live in urban areas is much larger (79.0%)
from the number of those who live in rural areas (21.0%). The number of
the Chinese tourists in Slovenia and Montenegro with income from 25.000 to
60.000 RMB is the largest (36%), then the same number of the examinees
with income more than 120.000 RMB and from 60.000 to 120000 (24%),
then with income from 15.000 to 25.000 (13%) and the smallest number
with income less than 15.000 RMB (3%). (Raspor et al. 2016)

4. Results and discussion

To prove the Hypothesis 1: The main factors of satisfaction of Chinese tourists
in Montenegro and Slovenia are: offer of place for shopping, the natural
beauty of the place, cultural and historical heritage, friendliness of staff,
quality of accommodation and food. We will use the mean value of
satisfaction of Chinese tourists in Montenegro and Slovenia. In the following
table we will see which segments of the tourist offer satisfy the Chinese
tourist the most, and which the least.
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Table 1: Testing Hypothesis 1.

NightlifeCuisine ShoppingSport and [Spa and |Quality Hotels
recreation well-  |of life
ness
N|Valid 233 244 233 240 228 233 240
Missing |60 49 60 53 65 60 53
Mean 3.103 3.291 3.309 3.3417 3.3684 [3.7082 [3.7167
Std. 1.24832 [1.21435|1.10981 [1.18213 |1.15162|1.10671(0.925-
Deviation 54
Environ- [Hospi- |Peaceful |[Lakeand [Histo- |Intact [Coast
ment tality of |desti- mountains [rical andnature |[side
people |nation cultural
heritage
N|Valid 243 242 242 240 239 250 236
Missing |50 51 51 53 54 43 57
Mean 3.749 3.8719 [3.9793 4.1 4.1088 4.132 4.1949
Std. 1.14214 (1.15774|1.05629 |0.9275 0.97268(0.941- |0.943-
Deviation 34 14

Source: Authors
Note: 1 (I am not satisfied) - 5 (I am completely satisfied)

From the average score it can be concluded that Chinese tourists are
mostly satisfied with the coast of Montenegro and Slovenia in total, followed
by intact nature, cultural and historical heritage, lakes and mountains, quiet
atmosphere in the destinations, courtesy of the staff. On the other hand, we
see that Chinese tourists are least satisfied with supporting facilities at
destinations such as the offer for nightlife, cuisine and shopping offer. From
the above we can conclude that Montenegro and Slovenia have cultural and
natural resources that can meet the preferences and tastes of Chinese
tourists. Likewise, we can conclude that Montenegro and Slovenia lack
secondary elements of the destination, and from that point we cannot say
that these two countries can fully meet the request of Chinese tourists. In the
next paragraph we will deal with the degree of pleasure and satisfaction
factors of Chinese tourists in Montenegro and Slovenia separately.
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Table 2: Testing Hypotheses 1. Satisfaction of Chinese tourist with offer in

Montenegro
Nightlife| Sport and|Cuisine [Spa and [ShoppingQuality [Environ-
recreatio wellness oflife |ment
n
Mean [2.7967 (2.8065 2.8906 (29153 29917 |[3.3577 [3.3858
N 123 124 128 118 120 123 127
Std. 1.13050 [1.13106 [1.13105[1.00916 |99153 [1.09492 98438
Deviati-
on
Peaceful Hotels Hospita-|Lake and [Intact Histo- |Coast
destinati lity of |[mountainjnature [rical and |side
-on people |s cultural
heritage
Mean (3.6202 [3.6378 3.6905 [3.9370 14.0388 4.2326 [4.2713
N 129 127 126 127 129 129 129
Std. 1.06942 |85142 1.16251.76374 74376 73433 |74741
Deviati-
on

Source: Authors
Note: 1 (I am not satisfied) - 5 (I am completely satisfied)

The table shows that Chinese tourists in Montenegro are the most
satisfied with its coastline, cultural and historical heritage, intact nature,
lakes and mountains, courtesy of the staff. It is evident that Chinese tourists
are the least satisfied with the offer of nightlife in the area, offering for
sports and recreation, cuisine, wellness and spa offer, shopping offer. These
findings are entirely real because Montenegro as a tourist destination is
renowned at tourist market primarily for its natural beauty and cultural and
historical heritage.
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On the other hand, the mean score of satisfaction of Chinese tourists with
offer of Slovenia look like this:

Table 3: Testing Hypotheses 1. Satisfaction of Chinese tourist with offer in
Slovenia

Night- [Shopp-|Cuisi- Ho- |Spaand Sport |Histo- [Hospita-

life ing ne tels |well- fand rical [lity of
ness recrea- and people
tion cultural
herita-
ge
Mean [3.4455 [3.6460 [3.7328(3.80533.8545 |[3.9138 [3.9636 [4.0690
N 110 113 116 113 (110 116 110 116
Std. 1.289241.133- |1.152- [998- [1.09909 94702 |1.18032 [1.12462
Deviati- 27 37 73
on
Histo- |[Hospi- |Quality|Coast- [Environ-Intact |Lake Peaceful
rical andtality oflof life |side |ment [nature |and desti-
cultural [people moun- [nation
heritage tains

Mean [3.9636 4.0690 |4.10004.10284.1466 4.2314 4.2832 |4.3894

N 110 116 110 107 |116 121 113 113
Std. 1.18032|1.124- |985681.13- |1.17403|1.10876 [1.05618 |88068
Deviati- 62 216

on

Source: Authors
Note: 1 (I am not satisfied) - 5 (I am completely satisfied)

The table shows that Chinese tourists in Slovenia most like peaceful
atmosphere at the destination, then the lake and mountains, intact nature,
landscapes, coast, standard of living. On the other hand, the Chinese tourists
showed the lowest level of satisfaction with the offer of Slovenia for
nightlife, shopping, cuisine, hotels, spa and wellness offer, sports and
recreation offer. Although we have sorted customer satisfaction of Chinese
tourists from lowest to highest, we see that all marks are relatively good.

If we compare the mean score of Montenegro with mean score of
Slovenia, we see that the ratings of Chinese tourists for Montenegro are
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lower, which was expected and justified, if we take into account the fact that
Montenegro is just beginning to open for the Chinese market, while on the
other hand, Slovenia as a tourist destination, is recognized as interesting
among Chinese tourists for a long period of time, and in this regard has
already succeeded to adapt certain segments of their tourism offer to this
target group.

We can conclude that the Hypothesis 1. The main factors of satisfaction of
Chinese tourists in Montenegro and Slovenia are: offer of place for shopping,
the natural beauty of the place, cultural and historical heritage, friendliness of
staff, quality of accommodation and food is partially confirmed.

Our results show that offers for shopping, gastronomy and hotel offer
are not the main factors of satisfaction of Chinese tourists in destinations
of Montenegro and Slovenia. On the other hand, we can confirm the thesis
that natural beauties of destinations, cultural and historical heritage
and the friendliness of the staff are among the main factors of
satisfaction of Chinese tourists in Montenegro and Slovenia.

Hypothesis 2: There is no significant statistical difference between Chinese
tourists in Slovenia and Montenegro when it comes to factors of their
satisfaction with tourist destination will be proven by using ANOVA and Eta
square. ANOVA will be used for determining statistically significant
differences between groups (satisfaction of Chinese tourists with offer of
Montenegro and satisfaction of Chinese tourists with offer of Slovenia). Eta
Square will be used to determine the magnitude of the effects between
groups.

Table 4: Testing the hypothesis 2 - ANOVA

ANOVA Table
Sum of df Mean F P
Squares Square
[ntact nature [Between |(Combined) (2.317 1 2.317 2.632 106
* Slovenia or |Groups
Montenegro \Within Groups 218.327 248 .880
Total 220.644 249
Coast-side * [Between |(Combined) [1.661 1 1.661 1.874 172
Slovenia or  |Groups
Montenegro [Within Groups 207.373 234  |886
Total 209.034 235
Historical and|Between |(Combined) [4.294 1 4.294  4.607 .033
cultural Groups
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heritage * Within Groups 220.878 237 1932
Slovenia or |15 225172 238
Montenegro
Hospitality of Between |(Combined) [8.652 1 8.652 6.605 011
people * Groups
Slovenia or  |Within Groups 314.377 240 1.310
Montenegro |1, 323.029 241
Peaceful Between |(Combined) (35.642 1 35.642 |[36.673 000
destination * |Groups
Slovenia or  |Within Groups 233.255 240 .972
Montenegro oo 268.897 241
Quality of life [Between |(Combined) [31.994 1 31.994 |29.310 |000
* Slovenia or |Groups
Montenegro |[Within Groups 252.160 231 1.092
Total 284.155 (232
Cuisine * Between |(Combined) (43.156 1 43.156 (33.135 000
Slovenia or  |Groups
Montenegro [Within Groups 315.184 242 1.302
Total 358.340 [243
Environment [Between |(Combined) [35.084 1 35.084 |[30.133 |000
* Slovenia or |Groups
Montenegro [Within Groups 280.603 241 1.164
Total 315.687 242
Nightlife * Between |(Combined) [24.436 1 24.436 |16.746 000
Slovenia or  |Groups
Montenegro [Within Groups 337.091 231 1.459
Total 361.528 (232
Sport and Between |(Combined) (73.491 1 73.491 |67.145 |000
recreation* |Groups
Slovenia or  |Within Groups 260.493 238 1.095
Montenegro i1, 333.983  [239
Hotels* Between |(Combined) [1.678 1 1.678 1.967 162
Slovenia or  |Groups
Montenegro |Within Groups 203.055 238  |853
Total 204.733 239
Spa and Between |(Combined) [50.227 1 50.227 ©45.256 000
wellness* Groups
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Slovenia or  [Within Groups 250.825 226 1.110
Montenegro |1, 301.053 [227
Shopping* |[Between |(Combined) [24.919 1 24919 [22.069 000
Slovenia or  |Groups
Montenegro |[Within Groups 260.832 231 1.129
Total 285.751 (232
Lake and Between |(Combined) [7.166 1 7.166  [8.595 .004
mountains * |Groups
Slovenia or  [Within Groups 198.434 238 .834
Montenegro (o) 205600 [239

Source: Authors

If p< 0.05 there is a statistically significant difference between the
observed groups. In our case these are the groups:

1. Chinese tourists in Montenegro (factors of satisfaction of Chinese
tourists with elements of the tourist offer of Montenegro)

2. Chinese tourists in Slovenia (factors of satisfaction of Chinese tourists
with elements of the tourist offer of Slovenia)

The table shows that in the last column the values of p are different. We
note that it is only when it comes to satisfaction of Chinese tourists with
intact nature, coastline and offering of the hotel there is no statistically
significant difference between Montenegro and Slovenia as a tourist
destination in terms of demand of Chinese tourists. In all other cases there
was p< 0.05. The aforementioned leads us to conclude that our Hypothesis 2
is FALSE. This means that there is a statistically significant difference
between Chinese tourists in Slovenia and Montenegro when it comes to
factors of their satisfaction with tourist destination. To further explore and
claim we will follow the following table with the values of Eta square. If the
value of Eta square is 0.01 it is a small difference between the mean values
of the groups, when the value of Eta square is 0.06 this is a moderate
difference between the mean values of the groups, and when the value of Eta
square is larger than 0.14, it is big difference between the mean values of the
groups. In the following table the values of eta squares are given from the
lowest to the highest.
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Table 5: Testing Hypotheses 2 - Eta square

Measures of Association

Eta Eta Square
Historical and cultural heritage Slovenia or 0.138 0.019
Montenegro
Hospitality of people* Slovenia or Montenegro 0.164 0.027
Lake and mountains* Slovenia or Montenegro 0.187 0.035
Nightlife * Slovenia or Montenegro 0.26 0.068
Shopping * Slovenia or Montenegro 0.295 0.087
Environment* Slovenia or Montenegro 0.333 0.111
Quality of life* Slovenia or Montenegro 0.336 0.113
Cuisine* Slovenia or Montenegro 0.347 0.12
Peaceful destination* Slovenia or Montenegro 0.364 0.133
Spa and wellness* Slovenia or Montenegro 0.408 0.167
Sport and recreation* Slovenia or Montenegro 0.469 0.22

Source: Authors

The table shows that when it comes to offer of content for sport and
recreation, wellness and spa offer and peaceful atmosphere at the
destination there is a great difference in the degree of satisfaction of Chinese
tourists in Montenegro and Slovenia. In fact, Chinese tourists are more
satisfied with mentioned elements of destinations in Slovenia (sport and
recreation: M = 3.91; Wellness and spa: M = 3.85; peaceful destination: M =
4.39) than in Montenegro (sport and recreation : M = 2.80; Wellness and
spa: M = 2.91; peaceful destination: M = 3.62), as confirmed by ANOVA and
Eta square.

From the above stated we can clearly see what the most important
tourist advantages and disadvantages of Montenegro and Slovenia from the
perspective of Chinese tourists are. We should bear in mind the fact that
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both countries, Montenegro and Slovenia, are small countries, aspiring to
become major tourist destinations in the Mediterranean, as well as in the
wider region; whereby Montenegro is primarily focused on tourism as a
major strategic economic sector. However, regardless of this, the tourist
offer of Montenegro, primarily additional which is reflected in the
constructed facilities and attractions, is not on an adequate level. It is
actually below the quality of the offer of Slovenia, as a competitive
destination, as confirmed by the results of our research. The reason should
be sought in the fact that Montenegro is in the social and cultural, and above
all in economic terms, significantly less developed than Slovenia. However,
the challenge facing tourism workers is precisely to pair and connect the
diversity of a tourist product, while taking into account the quality and
satisfaction of Chinese tourists.

5. Conclusion

Our analysis shows that the primary elements of a destination (natural
resources and cultural and historical heritage), are the main factors of
satisfaction of Chinese tourists in Montenegro and Slovenia. Although the
average ratings are good, being good in a market where everyone around
you is superior and extraordinary is not enough. There is plenty of space for
shaping natural and cultural resources of Montenegro and Slovenia into a
unique tourist product. So, better valorization of natural and cultural
resources for tourism purposes is required. Adaptation of hotel offer in both
countries is also necessary. It is well known that the Chinese are of short
stature, unlike the Europeans, thus it is advisable to adapt a portion of hotel
capacities in order for them to feel comfortable. We have seen that Chinese
tourists love supporting facilities, and the question arises about the
animation of Chinese tourists after touring the cultural and historical
heritage and enjoying the intact nature, or after a stay at one of the beaches.
Chinese tourists pay well, but ask a lot as well.

Both Montenegro and Slovenia have to deal with the issues of animation
of Chinese tourists, and creating offers for nightlife, sport and recreation, as
well as enrichment of wellness and spa offers. Although the hospitality of
hosts is evaluated as good, it would be desirable to work on additional
education of staff in terms of better knowledge of the Chinese culture and
way of treating Chinese tourists. Of course, knowledge of the Chinese
language, and accessibility of menus, price lists, descriptions, signposts, etc.
In Chinese language is the initial step towards the conquest of Chinese
tourists. The gastronomic offer in Montenegro and Slovenia must also
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improve. Although, Montenegro and Slovenia offer a number of different
restaurants, Chinese tourists have different dining habits and different
tastes, implying the need for additional training of catering personnel and
improving gastronomy offer. When creating a joint tourist product of
Montenegro and Slovenia it should be kept in mind that Montenegro is
primarily flight destination, it is a small country and that for a relatively
short period of time it can be toured; and that Slovenia, although
significantly better connected, both by road and air connections, is also small
in terms of destinations, and it takes merely several days to tour it. On the
other hand, tourist routes that connect several destinations are usually
organized by bus, which would be most appropriate in the case of
connecting the two destinations. The path from Slovenia to Montenegro by
bus without stopping in Croatia and Bosnia and Herzegovina is unthinkable.
In this sense, such a tourist package should include neighboring countries.
By including Bosnia and Herzegovina, Croatia, Serbia, Macedonia, Albania
and Greece, it is possible to make a unique and unique product that could
meet the demands of Chinese tourists. If during creation of such a product
social and cultural characteristics and travel habits and motivations of
Chinese tourists would be taken into account, such conceived offer could
even exceed their expectations, and as a result of the high degree of
satisfaction with the services provided, the effect of re-arrival and
recommendations to relatives and friends to visit our region could occur as
well.

With this paper we have set the ground for future research, to create an
unprecedented tourism product that will be exclusively aimed at Chinese
tourists, we gave the guidelines to makers of marketing strategies and
management of tourist destinations. It only remains to add that the Chinese
market is becoming increasingly attractive and popular among tourism
workers worldwide, and that we should not ignore the wishes and demands,
needs and particularities of Chinese tourists. If we, Montenegro, Slovenia
and other countries in Southeast Europe, do not attract them with services
provided, someone else will definitely do it, and we will lose our share of

[ C ]

pie".
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