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Abstract

The presented article focuses on examining two important areas within the frame-
work of tourism development in the region, namely development management and
cooperation of the interest groups in the tourism industry in the region. The main
goal of the presented article is threefold: (1) identifying and measuring the perceived
rate of problems in development management in the tourism industry, (2) identify-
ing and measuring the perceived rate of problems of cooperation between the inter-
est groups in the tourism industry, (3) examining connections between problem rates
of development management and cooperation between interest groups in tourism.
Based on professional literature, key factors (problems) in these areas were identi-
fied. Subsequently, tools to measure the rate of development, the reliability of which
was verified based on McDonald’s omega, were created. The article is supported by
a primary survey in which 95 experts on the topic of regional tourism from Europe
participated. The results indicate an average to above-average perceived rate of
problems within the examined areas. An examination of the relationships between
the problems of development management and the cooperation of interest groups in
the development of regional tourism can be considered significant, where significant
positive connections were confirmed. The results add to the knowledge base of the
issue in question. At the same time, it is possible to identify practical benefits within
the framework of identification, quantification and comparison of individual prob-
lems within the framework of tourism development.
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Introduction

The management of tourism development in the region, its organizational structure as
well as its tasks differ significantly (Calero & Turner, 2020) in different countries. How-
ever, most authors consider destination management organizations as strategic leaders
of tourism development in the field of destination management. They agree on the need
for effective destination management and relationship management in order to achieve
a competitive advantage in the destination and link the success of the DMO (Destina-
tion Management Organization) to the competitiveness and success of the destination
(Bornhorst et al, 2010; Mira et al., 2016 and many others), highlight their leadership
position as a coordinator of diverse stakeholder relations in the field of destination and
their cooperation (UNWTO, 2007; Wang & Fesenmaier, 2007; Kozak & Baloglu, 2011;
Merildinen & Lemmetyinen, 2011; OECD, 2012; Ness et al., 2014; Beritelli et al., 2015;
Hristov & Ramkinssoon, 2016; Nunkoo & Ramkissoon, 2016). Changes in the percep-
tion of cooperation in the destination are related to various transformations in the eco-
nomic and social environment and, in particular, to a change in the perception of desti-
nations as "entities comprising multiple products offering diverse tourist experiences"
(Buhalis, 2000). The importance of cooperation is emphasized especially in times of cri-
sis. This was pointed out in the last century by Wilson (1995), who said that it is easier to
encourage subjects to cooperate during a crisis than during a boom period and a crisis is
cited as one of the reasons for joining forces in a destination. The new study of Elvekrok
et al. (2022) confirms that companies value cooperation in a destination if it contributes
to their greater resilience to market fluctuation. Laesser, Ch., Stettler, J., Beritelli, P, &
Bieger (AIEST, 2021) consider the extensive understanding of cooperation in the sense
of horizontal, vertical and lateral cooperation as one of the challenges for the develop-
ment of tourism even in the current crisis period caused by SARS-CoV.

Tourism development in the region has many aspects and faces various prob-
lems. The presented article deals with two of them, namely development manage-
ment and regional cooperation. It is possible to identify key problems based on
literature as well as various analytical studies and to create a tool for examin-
ing these problems and measuring their intensity, even if countries or individual
regions perceive different problems in these areas. The main goal of the presented
article is threefold: (1) identifying and measuring the perceived rate of problems
in development management in the tourism industry, (2) identifying and measur-
ing the perceived rate of problems of cooperation between the interest groups in
the tourism industry, and (3) examining connections between problem rates of
development management and cooperation between interest groups in tourism.

Literature review
Interest groups that should cooperate in the destination are often identified dif-

ferently (Sheehan & Ritchie, 2005; Friedman & Miles, 2006; Bieger, 2008;
UNWTO, 2019; Kvasnova et al., 2019). Beritelli et al. (2015) draw attention to
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the difficulty of reaching a consensus with the simultaneous involvement of all
stakeholders with conflicting interests in the strategic process. However, Fayall
and Garrod (2005) draw attention to the risk of non-involvement of important
subjects in connection with reducing the effects of cooperation. Last but not least,
they are the entities that have the power and resources to block or implement
solutions and strategies (Lee et al., 2008). Pechlaner et al. (2012b) emphasize
the need for the implementation of entities from all sectors of the economy, not
only tourism. In both Wohler (1997) and Bir (2006), this is particularly evident
not only in vertical cooperation systems but also in diagonal interdependencies.
Pennings (1980) talks about "symbiotic" interdependencies. Michalkova (2011)
draws attention to not only the problems but also the opportunities resulting from
the diversity of subjects in cross-industry regional networks.

The creation of specific territorial interaction and cooperation relations ena-
bles a network approach. Networks are a form of coordination in a polycentric
society between the market and hierarchy, they bring flexibility to regional struc-
tures and enable the use of those synergies that arise from the cooperation of
different interest groups (Backhaus, 1993; Breda et al., 2006; Merildinen & Lem-
metyinen, 2011; Sydow, 1992). Genosko (1999) says, among other things, that
networks improve the economic performance of a region and increase its com-
petitiveness. The authors differ in emphasizing some of the aspects of the motives
and benefits of cooperation. Marketing motives are presented by Buhalis (2003),
Fayall and Garrod (2005), Gucik (2020), Palatkova (2011). Easier access to the
market, common marketing communication, the faster and more efficient adapta-
tion of production to market requirements as well as possible benefits in the area
of better purchasing conditions are emphasized. There is a more efficient redis-
tribution of existing resources but networks also create additional resources and
new values. Cooperation supports the creativity and innovation of partners, tech-
nological interdependencies require common product and process innovations
(El-Chaarani et al., 2021; El-Chaarani & Raimi, 2022; Kubickova & BeneSova,
2022). Networks allow concentration on their own key competencies and thereby
specialization of partners and better satisfaction of visitors’ needs. According to
Scott et al. (2008), an essential prerequisite for innovation is an understanding of
how destinations are obtained and shared as well as how the knowledge is used.
The focus is primarily on network analysis in the tourism industry, which accord-
ing to them, can clarify the process of knowledge sharing in the destination and
thereby significantly contribute to the competitiveness of the destination. Rein-
hold et al. (2018) and El-Chaarani and Raimi (2021) consider the initiation and
implementation of challenging innovation projects with the current competition
and cooperation of entities in the destination to be a great challenge. Cooperation
as know-how transfer is emphasized by Wang and Fesenmaier (2007), Palatkova
(2011), Gursoy et al. (2015). Economic and financial motives for cooperation are
highlighted in the works of Fayall et al. (2000), Lazzeretti and Petrillo (2006),
Saretzki et al. (2002), Beritelli (2011) and Vrontis et al. (2022). The authors agree
that not only production and transaction costs can be reduced through collabora-
tion but also savings can be achieved from the scope concerning the offer and
also from the range concerning the demand. The information and communication
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costs are reduced as a result of the use of inter-organizational information sys-
tems. It is possible to achieve a reduction in control costs due to the reduction of
opportunistic behavior of partners by generating mutual dependencies between
them. In complex projects networks serve to distribute risk among several net-
work partners and ensure better access to financial resources (Fang et al., 2023).

Although “collaboration is generally assumed to be viewed positively” (Reinhold
et al., 2018), networks cannot be understood only as harmonious partnerships. In
addition to cooperation, common interests and goals, diverse conflicts based on
substantive and/or human aspects are represented in networks to varying extents
(Michalkova et al., 2022). Naturally, there is a competitive struggle, the promotion
of one’s own interests and opportunistic behavior towards partners occurs, according
to Gall and StreZo (2019). Entities cooperating in the network do not give up their
autonomy, which means that they also do not give up their own interests. However,
the mentioned phenomena do not have only a negative character, they are a prerequi-
site and one of the manifestations of the viability of the network and its members, its
flexibility and internal dynamics. The authors draw attention to the possible misuse
of the network, which becomes a tool for interest groups to strengthen their own
power (Raich, 2006), especially in the case of possession of strategically impor-
tant limited, irreplaceable or hard-to-replace resources. “Dominant stakeholders
tend to control destination governance systems, less powerful ones are not actively
included” (Zee et al., 2017). Not only the size of the interest groups and their finan-
cial power play a role in the imbalance of the interest groups’ positions. The legisla-
tive power or the position of the entity in the offer of the destination, its ownership
of strategic resources or having a key competence in the destination are also essen-
tial. Even though several authors draw attention to the disadvantages and barriers
of cooperation (Fayall & Garrod, 2005; Axelrod, 1998; Spremann, 1990; Morrison,
2013; Fletcher et al., 2018; Holesinska, 2013) from subjective barriers (fear, mis-
trust, concerns about inequality in the relationship) through barriers of the political
environment to goal barriers (e.g. lack of capital, high transaction costs) and there
is a questionable ratio between the benefits of cooperation and the costs associated
with it, the importance of cooperation and its need is obvious from the nature of the
essence of tourism. Networks also arise as a reaction to a positive stimulus from
micro- and macro-environments of the destination but also as a reaction to nega-
tive phenomena in the destination and its macro environment (Motsa et al., 2021),
for example, as an effort to react and solve negative manifestations of a decline in
growth or stagnation in the source markets. Several networks involved in tourism
usually operate in the destination, either as a manifestation of the activity of entities
in the destination or as an effort to use available public resources for tourism devel-
opment. Michalkova and Gall (2021) draw attention to the fragmentation of man-
agement in destinations and the questionable operation of several identical/similar
institutionalized networks. They are often mutually competing for activities, in one
destination under different "headings" and the questionable meaningfulness of their
support from public sources for tourism development.

When examining cooperation relationships between tourism entities, authors
mainly examine their qualitative aspect (Jamal & Getz, 1995; Palencikova, 2008;
Wang & Fesenmaier, 2007, Pechlaner et al., 2012b and others). A quantitative
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study was carried out by Scott et al. (2008), Beritelli (2011), Beritelli et al. (2013),
Gajdosik (2019) and others. The importance of relations for the regional develop-
ment of tourism is also confirmed by Bornhorst et al. (2010). According to these
authors, an organization of destination management whose leaders and managers
focus on the relations of stakeholders has a much greater chance of success. Buhalis
(2000) states that the development and implementation of strategic goals in destina-
tion depends on the relations between the stakeholders. Relationships in the network
are a complex and interdisciplinary issue but the authors emphasize the need to cre-
ate a platform for regular communication, which is intended to help to improve the
quality of relationships in order to create space for cooperation and also to weaken
the barriers to cooperation (Costa & Lima, 2018) to varying extents and in various
contexts. Selin and Chavez (1995) and Gursoy et al. (2015) as well as many others
consider the communication between the members of the partnership and its level to
be one of the key factors of a functioning partnership in tourism in the destination.
They confirm that effective communication is a necessity to achieve the satisfaction
of network members. They also emphasize the need for strong leadership to achieve
stakeholder engagement. Regional networks and territorial proximity of cooper-
ating partners make coordination of interests and competencies of regional inter-
est groups, including the dynamic capabilities in tourism business (Nguyen et al.,
2022), for example, through personal contact, much easier. Shared identity, com-
mon regional values and norms can reduce the uncertainties of network partners and
promote social integration in the network (Zhou et al., 2022). Territorial proximity
has positive effects on the stability of relations in the network but on the other hand,
there is also a risk of deterioration of the built structures.

The diversity of entities involved in the development of tourism is the cause of
the amount of demand for destination management and the reason for its several lim-
itations (Buhalis, 2000). Volgger and Pechlaner et al. (2012a) consider the network-
ing ability of DMOs to be important for their acceptance among stakeholders. Also,
according to D’Angella and Go (2009), networking ability is considered a primary
prerequisite for a positive evaluation of DMO performance. Hristov (2014) relates
"the wider destination management network" to the support of the visitor economy
and the future sustainability of DMOs, while he mentions co-creating destination
development being “a holistic, cross-organizational approach to adopting proactive
agendas simultaneously responding to post-austerity challenges and the opportuni-
ties to further develop destinations through strategic alliances”.

DMOs are directly referred to as leadership networks in destination (Zehrer et al.,
2014). Hristov and Zehrer (2015), Hristov et al. (2018) state that DMOs as leader-
ship networks in the destination represent a common approach leading to the stra-
tegic development of the destination and should be seen as a means of removing
obstacles that prevent the inclusion of stakeholders in the destination. They talk
about introducing the so-called “open door” policy and putting it into practice. More
and more authors draw attention to the limited scope of the destination management
organization as a manager for tourism service providers as well as for the domestic
population. Therefore, they emphasize in particular its coordinating function, stimu-
lating cooperation and representing the interests of stakeholders in the destination
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(Fayall & Garrod, 2005; Hall, 2011; Heath & Wall, 1992; Pechlaner et al., 2012a;
Presenza et al, 2005; Volgger & Pechlaner, 2014).

The authors include marketing activities, especially the creation of a destination prod-
uct with an orientation to the destination key competencies (Buhalis, 2000; Prideaux &
Cooper, 2002; Steinecke, 2013;) and marketing communication, building the brand and
image of the destination (Kozak & Baloglu, 2011; Pike, 2009 and many others) among
other essential tasks of destination organizations. The reaching of a consensus within the
communication campaign as well as raising funds for it is considered to be one of the
most difficult tasks of destination management. In several works, the tasks of destina-
tion management are emphasized in connection with the strategic planning of tourism
development. Fesenmaier and Xiang (2017) understand destination management as a set
of coordinated techniques, tools and measures applied in the planning, organizing, com-
munication, decision-making process and regulation of tourism in a destination. They
emphasize increasing competitiveness through cooperative management using common
planning, branding and creating a complex product. Destination planning is included
among the key functions of destination management by Pearce (2015), Ionescu et al.
(2022) and Dwyer et al. (2020). Mason (2020) claims that managing the tourism devel-
opment in a region is defining the strategy, vision, mission and goals of tourism in the
region. Morrison (2013) considers leadership and coordination, planning and research,
product creation, marketing communication, fostering partnerships and building rela-
tionships with residents to be the main roles of management organizations in a desti-
nation. For successful and sustainable destination management, Beritelli et al. (2014)
among other things states the ability to create and implement a shared vision for the
destination with values and priorities that meet the needs of an increasingly diverse set
of stakeholders. Pike (2009) considers management organizations as initiators of plan-
ning and research in the destination and highlights the need to identify new opportunities
through identifying gaps in the market. Pearce (2015) states that destination marketing,
destination branding, and positioning, destination planning, monitoring and evaluation,
product development, research, information management and knowledge collecting,
organizational responsibility, management and partnership belong among the key func-
tions of destination management. The importance of planning is also discussed by Born-
horst et al. (2010). The importance of the mission and vision of the destination as well as
the goals are emphasized by many authors, among others are Selin and Chavez (1995);
Marzano and Scott (2009), Morrison (2013).

Although the authors consider strategic planning as one of the important tasks
in destination management and talk about the need for an integrated strategy in
connection with DMO leadership, Reinhold et al. (2018) look at it critically. They
emphasize the need for a differentiated perception and approach to strategic work in
the destination. They reflect on the impact and time validity of "big" strategies and
the reality of strategic initiatives. According to Beritelli et al. (2015), managers as
well as government officials often use “destination management” only as a password
or phrase when introducing a new planning processes or to legitimize individual ini-
tiatives. However, this leads to rather frustrating results, such as disharmony, where
interest groups in the destination indirectly or openly disagree with terms that are
neither objectively defined nor explained. A "big mix" emerges, in which all interest
groups and stakeholder groups with conflicting interests are assumed to participate
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simultaneously in strategic processes and they must reach a consensus. A new
framework for tourist destination is proposed by Beritelli et al. (2020), combining
three concepts and related foundational theories: visitor flows, trajectories, and cor-
ridors. They extend the flow-based view of destinations by proposing this alterna-
tive, demand-driven view of tourism planning.

In addition, the question of strategic work in a destination arises if there is no
single strategic planner with hierarchical legitimacy. Destinations must permanently
be adapted to changes in the macro-environment and require flexibility from desti-
nation networks in response to new challenges (Kreilkamp, 2015). Reinhold et al.
(2018) shift the definition of destination to a market-oriented production system.
They point out the pressure exerted on destination management organizations in
achieving destination performance. At the same time, they talk about the problem-
atic requirement to document the effectiveness of the spent public resources as well
as the added value of their activities concerning visitors as well as interest groups
in the destination. They express the need to find new work as well as organiza-
tional forms to achieve greater flexibility in fulfilling their management and market-
ing tasks. All activities in the destination should be linked to the key task of being
sustainable, efficient and a tourist-oriented creation of experiences for visitors. The
authors address the issues of destination management as multiple networks and pro-
duction systems based on leadership (leadership and shared leadership), the role of
destination management organizations, interest groups and institutions in networks,
as well as the role of trust and leadership in polycentric networks.

Methodology

The main goal of the presented article is threefold: (1) identifying and measuring the
perceived rate of problems in development management in the tourism industry, (2)
identifying and measuring the perceived rate of problems of cooperation between
the interest groups in the tourism industry, and (3) examining connections between
problem rates of development management and cooperation between interest groups
in tourism.

Based on the above-mentioned main goal, research questions and hypotheses,
which will help us in the comprehensive fulfillment of the goal, were formulated:

RQ1: How can problems in development management in tourism be evaluated in
the context of tourism development?

RQ2: How can the problems of cooperation in tourism be evaluated in the context
of tourism development?

H1: There is a relationship between problems in the development management of
tourism and cooperation in tourism.

Following the goal of the article, we have created a database of experts in the

field of regional tourism from Europe, both representatives of the academic sphere
and representatives of the practice of regional tourism, i.e. regional tourism
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organizations that manage tourism development in regions in individual countries.
150 experts from the university environment and 275 experts from practice were
contacted, i.e. a total of 425 experts. The return rate of the survey was approximately
22.4%. The basis of the primary survey was 95 experts, of which 46 experts were
from the academic environment and 49 experts were from practice. In the context
of expert categorization, it can be stated that 60% were from Eastern Europe, 4.2%
were from Western Europe, 5.3% were from Northern Europe and 30.5% were from
Southern Europe.

Creation of the research design for tourism development problems

The presented article deals with the issue of problems in the context of tourism
development management and the cooperation of interest groups in the tourism
industry. The goal is the measurement, i.e. quantitative evaluation of individual
problems. Based on the professional literature presented in the literature review
section, key problems in the examined problem areas were identified. Eight factors
were identified within the field of tourism development management and seven fac-
tors were identified within the cooperation of interest groups in the tourism indus-
try. These factors were adjusted to the statements to which the respondents (experts)
responded on a five-point bipolar scale (0 — no problem; 4 — a significant problem),
which assessed the level of individual problems. Respondents could also choose sev-
eral answers, which gave them more space to express their professional opinion. In
case they chose multiple answers (two multiple self-reported measures), their final
rating represents the average value of the chosen answers.

It was necessary to verify their validity and reliability since these are newly created
measurement tools. The validity of the research models was ensured by drawing from
professional sources as well as consultations with experts. From the point of view of
reliability, it was necessary to first verify the reliability within the individual instruments.
Due to the nature of the evaluation of the statements (scale evaluation), the reliability
estimation coefficient could be used to verify the reliability, while Cronbach’s alpha and
McDonald’s omega are most often used. In general, McDonald’s omega is considered to
be better, as Cronbach’s alpha is significantly affected by the number of statements and
has other limitations (Feif3t et al., 2019). It is also advisable to verify (estimate) the reli-
ability within individual statements since these are new measurement tools. The reliabil-
ity estimate was made with a coefficient, namely McDonald’s @ with the help of the "If
item dropped" method, the goal of which is to examine whether the reliability estimate
changes if the statement is discarded. The results were recorded in Table 1.

General recommendations state that an acceptable value of McDonald’s ® is
from 0.700 (Lance et al., 2006). Based on the results recorded in Table 1, it can
be concluded that both instruments are reliable. Table 1 also shows that it makes
no sense to eliminate any statement within individual instruments. An increase in
the reliability estimate can be observed for some statements ("high influence of
private investors" factor). However, this is a relatively small value that is covered
by the confidence interval (95% CI lower/upper bound).
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Results and discussion

In the following part, the paper focuses on answering research questions and hypoth-
eses that will help in fulfilling the goal.

RQ1: How can problems in development management in tourism be evaluated in
the context of tourism development?

Average values and standard deviations for individual problems were recorded
in Table 2. In the context of the individual problems of managing tourism develop-
ment, it is possible to conclude that all researched problems reach the middle value
of the scale on average.

The measurement tool consists of eight factors based on professional literature, to
which the respondents (experts) responded based on the scale of the significance of
the problem, while the intensity of the significance assessment ranged from 0 points
(absolutely insignificant/negligible problem) to 4 points (significant problem/very
significant problem). It follows from the above that the resulting value of the instru-
ment as a whole, will range from 0 to 32 points. The average measured value of
the module was at the level of 17.14 points (with a standard deviation of 7 points),
which represents roughly 53.56%. The median is at the level of 18 points and the
modus is at the level of 22 points. From the above, it can be concluded that manag-
ing tourism development represents an average according to the above-average prob-
lem in the development of tourism regions.

The values of the average of the examined sub-problems related to managing the
development of tourism in the region do not differ significantly. The biggest problem
appears to be the "absent/insufficient systematic management of tourism development
in the region", then the "non-existent or poor common vision and current concept of
tourism development in the region" and the "insufficient legislative competencies of the
regional management organization". Each of the examined countries or even regions, has
different management systems for tourism development at the regional level and its leg-
islative framework. Despite this, the insufficient legislative competencies of DMOs are
perceived as one of the most prominent problems in European countries. Systematicity
in management is disturbed by the changing political environment and weakened conti-
nuity, especially in regional organizations connected to public administration. It can be
assumed that more developed countries have a more stable system of organization of
management as well as financing of development activities. A problem for some coun-
tries can also be the changing territorial definition of regions, which can cause instability
in management and a non-existent vision or concept of development. The existence, as
well as quality of strategic documents, directly depends on the professionalism of man-
agement as well as communication with the regional interest groups and the ability to
accept the strategic direction of the region in practice.

On the contrary, respondents consider "non-existent or insufficiently functioning
regional organization covering the tourism development in the whole region" to be
less problematic. It is not so much the existence of the organization that is essential
but its real functioning in systematic management. The less problematic perception
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that "the concept of tourism development plays no role or a minimal role in the tour-
ism development in the region" may be related to low expectations from concepts
(this statement is also supported by the statements of Reinhold et al., 2018). On the
other hand, the reason may be that the implementation of the created common con-
cept of development is often supported by public resources or the concept also ful-
fills other tasks valued by stakeholders, as a result of which this aspect is perceived
as less prominent.

RQ2: How can problems of cooperation in tourism be assessed in the context of
tourism development?

A valid scientific theory was used to evaluate the rate of cooperation problems
in tourism. Based on the theory, a tool was created covering seven generic areas of
problems of cooperation between interest groups in the tourism industry. Average
values and standard deviations for individual problems were recorded in Table 3.

The measurement tool consists of seven statements/factors that cover the issue of
cooperation between interest groups in the tourism industry within the region. Due
to the scale used and the number of items, the range of results ranges from 0 to 28
points. The average measured value was at the level of 14.77 points with a standard
deviation of 5.03 points. The median value is 15 points and the mode is at the level
of 19 points. It follows from the above that the problem represents approximately
52.75%, which represents an average that is slightly above the average value.

According to the average values, the respondents consider the biggest problems
related to the cooperation of interest groups in the region to be mainly the "low
involvement of other related sectors in tourism activities" and the "insufficient coop-
eration of tourism business entities in the region with each other". It is difficult to
involve related sectors in cooperation with the tourism development in the region.
Usually, the sectors which live from tourism to varying degrees, are suppliers for
tourism service providers or they are providers of subsequent or additional services
for tourists or they create an offer of atypical tourism products as part of normal
consumption (Guaita Martinez et al., 2022). Greater involvement of related sectors
requires professional and systematic work of regional management supported by its
legislative and financial competencies. Its achievement is of course easier in the case
of mandatory membership of the interest groups, directly and indirectly, benefiting
from the development of tourism in the DMO, in contrast to countries/regions with
voluntary entry. The low involvement of related sectors in tourism can be consid-
ered a sign of the developing regional management and cooperation in countries
that started to develop destination management only after the implementation of
democratic changes in society. Insufficient cooperation between business entities in
the tourism industry is a natural phenomenon, especially among entities in direct
horizontal and possibly diagonal competitive positions. Nevertheless, cooperation
on the common goal of developing tourism in the region is expected. Among other
things, opportunities to implement projects requiring cooperation or projects that are
directly conditioned by cooperation, can contribute to their cooperation.

Experts see the smallest problem when it comes to the influence of private inves-
tors. Private investors bring capital to the region and support the development of
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tourism infrastructure. Experts in the survey perceive their positive effects on the
development of tourism in the region rather than a possible negative influence con-
sisting of the assertion of the power of strong investors as owners of the supporting
resources.

H1: There is a relationship between problems in the development management of
tourism and cooperation in tourism.

When examining the relationship between the models, Pearson’s correlation
coefficient was used (due to the nature of the variables). A strong positive relation-
ship can be established (cor.=0.656). At the same time, the validity of this coef-
ficient was verified within the framework of inductive statistics (alpha=0.05;
p-value= <0.001).

The relationship between problems in the management of tourism development
and cooperation is obvious and can be assumed to be mutual. The level of manage-
ment affects the ability and willingness of stakeholders to cooperate and conversely,
the cooperation of stakeholders affects the work in development management and
is a necessary prerequisite for the prosperity of tourism in the region. Intensive and
productive cooperation of various stakeholders in the region is an essential factor
in the success of managing tourism in the region, while on the other hand, quality
management initiates opportunities for cooperation and encourages the implementa-
tion of common projects.

The in-depth analysis also focused on examining the relationship between indi-
vidual problems within the models. Due to the nature of the data, the Spearman cor-
relation coefficient was used. Since there were 15 variables, the final output is 120
correlation coefficients. Of course, 15 correlation coefficients, which represent the
correlation of a variable with the same variable, reach a value of 1 (perfect correla-
tion) but these values have no interpretative meaning for scientific research. There-
fore, it is appropriate to focus only on 105 correlation coefficients. For the sake of
clarity, the mentioned correlation coefficients were recorded in a clear chart of the
Heatmap type (Fig. 1).

As can be seen from Fig. 1, all correlation coefficients are positive, so positive cor-
relation rates can be stated. Their intensity varies. The darker the color, the stronger
the correlation. As can be seen, the strongest relationship was observed for statements
A7 with A8 and A6 with AS, i.e. the most strongly affected of the observed problems
are "the concept of tourism development plays no role or a minimal role in the devel-
opment of tourism in the region" or "non-existing or poor common vision and current
concept of tourism development in the region" and "problematic agreement on com-
mon goals and priorities of tourism development in the region". It is a link within one
model A for both connections. Problematic agreement on common activities is caused
by the diversity of interest groups—stakeholders in the region and can be directly
reflected in the quality of the processing of concepts and strategic documents related to
its compromise proposals or proposals acceptable to the relevant entities—the actual
implementers of the concept. If the concept is not processed in this way, then it can
be assumed that this is one of the factors of its none or minimal impact on the devel-
opment of tourism or its non-existence caused by the inability/impossibility to agree
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on joint strategic activities. Once again, the importance of systematic and continuous
work with subjects in the region is shown and if it does not work, the region is strug-
gling with a serious problem. The need for internal marketing and the coordination
function of regional tourism organizations is confirmed in the literature.

Between models, the strongest relationship can be seen between B3 and A8
and subsequently with A6, i.e. between "insufficient cooperation of tourism
business entities in the region with the regional management of tourism" and
"problematic agreement on common goals and priorities of tourism development
in the region" as also with "non-existent or poor common vision and current
concept of tourism development in the region". Business entities play a role in
the development of the tourism, their interests are of course, partially differ-
ent from the interests of other entities, especially from the public and non-profit
sectors. However, they are an engine of development, an investor and an eco-
nomically minded entity. The problem of agreeing on common strategic goals in
such a diverse network causes the lack of interest of strong business entities in
cooperation and consequently, the impossibility of developing a common vision
and concept of tourism development or their poor quality and non-acceptance,
especially among the most powerful stakeholders. In order for a regional tour-
ism organization to be an economically strong partner business entity, it must
bring clear benefits from cooperation with it, which may have a different nature
but ultimately have a positive impact on the economy of the company. The rela-
tionship between A3 and B4, i.e. the "insufficient legislative competencies of
the regional management organization" and "insufficient cooperation of tourism
business entities in the region with each other", proved to be the least strong
relationship between models overall. Even if the relationship is less strong, the
legislative competences of regional tourism organizations can influence or sup-
port the mutual cooperation of business entities, for example their financial
capacity and work with public resources or resources obtained on the basis of
legislative authorization (e.g. accommodation tax, membership fees or manda-
tory membership fees and among other things). However, the survey showed that
this connection is at a minimum tight, respectively, due to the label "insufficient
legislative competencies of the regional management organization" as one of
the three biggest problems, legislative competencies are insufficient to make the
effect on the mutual cooperation of business entities obvious.

Conclusion

The presented article focuses on the examination of two important areas within
the framework of regional tourism development problems, namely develop-
ment management and cooperation of regional tourism interest groups. For the
needs of quantifying individual problems, scale tools for measuring these meas-
ures were created based on professional literature. The article is supported by
a primary survey in which 425 experts from practice and the academic sphere
were approached. The sample in the final phase consisted of 95 experts. The
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measurements showed an average to a slightly above-average assessment of indi-
vidual problem areas in the development of regional tourism. The strong posi-
tive relationship between development management and cooperation confirms
the correctness of the literature devoted to this issue and studies analyzing these
problems. Common management of the region supported by the cooperation of
various stakeholders in the region is the basis of its prosperity.

Measuring and developing the perceived intensity of the problem of individual
parameters in both models can be a tool for determining key priorities and a stim-
ulus for the correct setting of processes supporting more effective management
and networking in the region. The possibility of comparing countries and search-
ing for reasons for differences in the values of statements/parameters and possible
inspirations for solving problems in countries/regions with a lower intensity of
problems is interesting. It mainly deals with the field of regional tourism man-
agement but also with the national level in relation to its competencies and the
possibilities of influencing regional development from the point of view of the
examined parameters.

The position of tourism in the economy of European countries and their
regions is different, as they have developed different systems of regional man-
agement. Therefore, even the average values for the entire sample of respond-
ents have a limited informative value. The strength of the connection between
individual parameters in the model and between models in different countries
and regions can also be different. A comparison of countries/regions with mature
destination management and countries/regions that are in the phase of building
destination management, could bring interesting results. However, the model can
be used individually for individual countries/regions and compared with average
values or to monitor the perception of problems over time.

This paper also contains certain limits for the examination it carried out. The
achieved results can be stated only within Europe. In the future, it would also
be appropriate to investigate differences within individual European regions or
countries depending on the level of tourism development, the organizational
ensuring of tourism at the regional level as well as the level of socio-economic
development of regions/countries. In the context of the selection of several
options in measuring devices by some experts, it can be considered that it would
be appropriate to use a wider range of assessment of the perception of problems
in the future, which would achieve higher data sensitivity. This paper focuses on
only two problem areas within regional tourism development. In future research,
it would be appropriate to examine other areas as well, which can lead to the
creation of a complex model of development problems. In addition to this issue,
other aspects related to, for example, development financing, use of public
resources, development sustainability or destination marketing could complete
the model with another crucial aspect of tourism in the region.
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