POSLOVNO KOMUNICIRANJE U FUNKCIJI UNAPREDENJA FINANCIJSKOG
USPJEHA AGROTURISTICKIH GOSPODARSTAVA

SAZETAK

Rad analizira utjecaj poslovne komunikacije na financijsku uspjesSnost i odrzivost
agroturisti¢kih gospodarstava na podrucju istoCno panonske poljoprivredne podregije
Hrvatske, toCnije pet slavonskih Zupanija. Polazi se od pretpostavke da regija
raspolaze znacajnim potencijalima za razvoj agroturizma, ali da gospodarstva nisu
proaktivna u poslovnom komuniciranju prema svojim javnostima.

Istrazivanje ima za cilj utvrditi ekonomiku poslovanja, analizirati postojece oblike
poslovnog komuniciranja te ispitati njihov utjecaj na financijske rezultate, uz izradu i
testiranje modela unapredenja komunikacije.

Metodologija rada temelji se na kombinaciji sekundarnih i primarnih izvora podataka.
Sekundarni podaci prikupljeni su iz relevantnih institucija, dok je primarno istrazivanje
provedeno anketiranjem 50 ispitanika koje je dalo uvid u poznavanje turisticke ponude
i utjecaja komunikacijskih poruka, 75 ispitanika dalo je uvid u pona$anju, o€ekivanjima,
stavovima i preferencijama turista, te 26 agroturistickih gospodarstava koja su dala
uvid u stanje i poslovne aktivnosti u agroturizmu. Dodatno su provedeni
polustrukturirani intervjui i testiranje modela poslovne komunikacije na tri odabrana
gospodarstva. U analizi su koriSteni pokazatelji troSkova i koristi, uklju€ujuci costbenefit
pristup, kao i pracenje posjecenosti i percepcije korisnika, te AVE analiza.

Primjena predloZzenog modela poslovnog komuniciranja rezultirala je prosje¢nim
povecanjem prihoda od 42% te rastom dohotka i ostalih ekonomskih pokazatelja,
uklju€ujuci rentabilnost i ROI. Utvrdeno je da kombinacija autenti¢ne ponude,
personaliziranih usluga i u€inkovite komunikacije zna€ajno utjece na zadovoljstvo
gostiju i ponovnu potraznju.

Zaklju¢no, rad potvrduje da strateski osmisljena i kontinuirana poslovna komunikacija
predstavlja klju¢an ¢imbenik konkurentnosti i financijske odrzivosti agroturistickih
gospodarstava. PredloZzeni model ima prakti¢nu primjenu te mozZe posluZziti kao alat za
unapredenje poslovanja i jaCe trZiSno pozicioniranje ruralnih podrudja.
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BUSINESS COMMUNICATION IN THE FUNCTION OF THE FINANCIAL SUCCESS IMPROVEMENT
OF THE AGRO TOURISM FARMS

SUMMARY

The paper analyzes the impact of business communication on the financial success
and sustainability of agritourism farms in the East Pannonian agricultural subregion of
Croatia, specifically five Slavonian counties. It is assumed that the region has
significant potential for the development of agritourism, but that farms are not proactive
in business communication towards their publics.

The research aims to determine the economics of business, analyze existing forms of
business communication and examine their impact on financial results, while
developing and testing a model for improving communication.

The methodology of the work is based on a combination of secondary and primary
data sources. Secondary data was collected from relevant institutions, while the
primary research was conducted by surveying 50 respondents who provided insight
into the knowledge of the tourist offer and the impact of communication messages, 75
respondents who provided insight into the behavior, expectations, attitudes and
preferences of tourists, and 26 agritourism farms who provided insight into the state
and business activities in agritourism. Additionally, semi-structured interviews and
testing of the business communication model were conducted on three selected farms.
The analysis used cost-benefit indicators, including the cost-benefit approach, as well
as monitoring attendance and user perception, and AVE analysis.

The application of the proposed business communication model resulted in an average
increase in revenue of 42% and growth in income and other economic indicators,
including profitability and ROI. It was found that the combination of authentic offer,
personalized services and effective communication significantly affects guest
satisfaction and repeat demand.

In conclusion, the paper confirms that strategically designed and continuous business
communication is a key factor in the competitiveness and financial sustainability of
agritourism farms. The proposed model has practical application and can serve as a
tool for improving business operations and stronger market positioning of rural areas.
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