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Abstract

Social media are widely used in tourism due to modern trends and changes pertaining
to tourism demands. They offer many benefits to national tourism organizations, such as
developing a direct relationship with tourists, access to tourists’ feedback and the
possibility of adapting the voice of communication according to the needs of individual
tourists. Considering the necessity for their use, this paper presents a research on the
degree of use and quality of promotional activities on Facebook by the National Tourism
Organization of Serbia. In order to provide a more detailed analysis, Facebook based
promotional activities of NTOs of Serbia, Slovenia, Bulgaria, Hungary, Czech Republic,
Slovakia and Austria were compared. The analysis covered all posts on Facebook by
these tourism organizations during the period of one year. The results on the success of
promotional activities presented through the engagement rate can be used to further
enhance promotional activities of the National Tourism Organization of Serbia on
Facebook, as well as other social media. The analysis showed that the promotional
activities of the selected NTOs on Facebook are similar to one another with no major
differences, even though certain improvements can be advised.
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AKTUBHOCTHU HAIIMOHAJIHUX TYPUCTUUYKHUX
OPI'AHUM3ALINJA HA ®EJCBYKY:
CPBUMJA U JE®OUHUCAHU KOHKYPEHTCKU CET

Arncrpakr

JlpylTBEHE MpeXe ce Yy BEIHKOj MEPH KOPUCTE y CaBPEMEHOM TypH3My, IITO je
YCIIOBJbEHO CaBPEMEHHM KpeTamuMa y TYpH3My M NpOMEHaMa y TYPHCTHYKHM IOTpe-
Oama. buxoa ynorpeda, moceOHO 071 CTpaHe HAIMOHAJIHUX TyPUCTHYKUX OpPraHHU3allyja,
npyka OpojHe MPETHOCTU HOIYT Pa3BHjamba JUPEKTHE Be3e ca TyPUCTUMA, IPHCTYTIA T10-
BpaTHIM HH(pOpMaIHjama, Kao 1 mpriarohaBarma HaulHa KOMyHHKalje notpebama moje-
JIMHAYHUX KopHrcHUKA. C 003MpoM Ha HEOIIXOJHOCT HBHXOBOT KopuIiherma, 0Baj paj pes-
CTaBJba UCTPAKHUBAE O CTEIIEHY YIoTpeOe 1 KBAJINTETY POMOTHBHHX aKTUBHOCTH Typu-
cruuke opranusanuje Cpouje Ha DejcOyky. Y 1By NeTabHUjE aHATU3e, yrnopeheHe cy
MPOMOTHBHE aKTHBHOCTH HAIIMOHAHUX TYPUCTHYKUX opraHmsanuja Cpouje, CroBeHuje,
Byrapcke, Mahapcke, Yemke, CnoBauke u Aycrpuje Ha DejcOyky. UctpakuBame je
CIIPOBE/ICHO Ha OCHOBY aHAIM3E capikaja u oOyxBaheHe cy cBe 00jaBe 0abpaHnX HallH-
OHAJIHUX TYPHUCTHYKHX opraHmsanyja Ha PejcOyky y mepwonay ox jemHe romauHe. Pe-
3yJTaTH UCTPaKUBaa O YCIENTHOCTH IPOMOTHBHUX aKTUBHOCTH IIPEICTaBJEEHHUX KpPO3
CTOITy MHTEpaKIHje ce MOI'y MCKOPHCTHTHU 3a Jajbe yHarpelheme NPOMOTHBHUX aKTHB-
Hoctu Typucrruke oprammanuje Cpouje Ha dejcOyKy, Kao ¥ Ha IPYTHM JPYLITBEHAM
MeIujuMa. AHaU3a je ToKasaia Jia Cy MPOMOTHBHE akTHBHOCTH ojxabpannx HTO Ha
DejcOyKy CTMYHE jeHa IPYT0j, HAKO CE MOTY CaBETOBATH ojipeljeHa MoOoIbIIamba.

KibyuHe pe4s: JeCTHHALMjCKE MapKETHHI OpTraHU3allHje, HAlMOHAIHE TyPHCTHYKE
opraHu3angje, IUrUTalHi MApKETHHT, MAPKETUHT APYIITBEHHX MEIyja,
JITUATAITHA TIPOMOIINja TYPUCTHIKUX JeCTHHAL]A.

INTRODUCTION

One of the most important parts of the tourism destination man-
agement process is tourism destination marketing, recognized as the key
element of the future development and sustainability of tourism destina-
tions (Pike & Page, 2014), and as such, it has become the central element
of research in tourism (Fyall, Garrod & Wang, 2012; Wang & Pizam,
2011). Nowadays tourists are consuming regions as experiences without
realizing that every tourism destination consists of many individual prod-
ucts and services, hence destination marketing is becoming all the more
complex (Buhalis, 2000). Consequently, constant improvement of desti-
nation marketing organizations (DMaO) is required to achieve their busi-
ness goals and maintain their competitive advantage (Kiralova &
Pavli¢ek, 2015). In order to keep up with the newest developments in
modern marketing activities, numerous DMaOs have been integrating so-
cial media applications into their websites in order to enhance customers’
travel information searching experience (Fuchs, Scholochov & Hdépken,
2009; Leung, Law, Van Hoof & Buhalis, 2013; Sanchez-Franco & Ron-
dan-Catalufia, 2010), as well as to affect the travellers’ choice of tourism
destination (Di Pietro, Di Virgilio & Pantano, 2012; Fotis, Buhalis &
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Rossides, 2012; Narangajavana, Fiol, Tena, Artola & Garcia, 2017; Yoo
& Gretzel, 2016). As a result, social media have become the most im-
portant communication medium for DMaOs (Wang & Fesenmaier, 2006).
Having in mind the importance of social media marketing for DMaOs,
the aim of this paper is to present the results of the research with the focus
on the degree of the use of promotional activities on Facebook by the Na-
tional Tourism Organization of Serbia, with special attention given to the
quality of the promotional activities compared to the same activities of
the NTOs selected for comparison in this analysis.

Given the dynamic development of tourism in Serbia over the last
twenty years, the focus of this study is on Serbia, which is selected for the
analysis as an emerging tourism destination. This study aims to point out
the importance of social media as the promotional tool for attracting new
and retaining existing tourists in the overall competitive struggle among
destinations in the global market. As an emerging tourism destination,
during the time of intensive use of social networks in promotional activi-
ties in tourism, Serbia can use these tools for positioning itself more suc-
cessfully in the tourism market, focusing on the existing and potential
tourists which are frequently using the Internet and social networks for
searching and gathering information on their travel. To compare promo-
tional activities of NTO Serbia on Facebook, a competitive set for Serbia
was selected. The criteria for defining the competitive set for the analysis
in this paper is based on the following: the selection of the countries of
Central and Eastern Europe with similar geographical features and natural
and cultural resources, and with the similar tourism destination products
that are competing for the same tourism market (Armenski, Gomezelj,
Djurdjev, Deri & Aleksandra, 2011; Popesku & Pavlovi¢, 2013; Popesku,
2016). Therefore, Slovenia, Bulgaria, Hungary, the Czech Republic and
Slovakia were selected. In addition, Austria was chosen for comparison
purposes because of its proximity to Serbia and other destinations of the
competitive set (Teodorovi¢ & Popesku, 2017), as well as its constant
high number or international tourist arrivals (UNWTO, 2019), which de-
fines it as a good basis for comparison, especially given its position on
the market in comparison to other countries of the competitive set. For the
purpose of further analysis, Facebook activities of the NTOs of these
countries were compared. It is important to emphasize that Bulgaria and
Slovakia do not have official NTOs. The Official Tourism Portal of Bul-
garia, established by the Ministry of Tourism of the Republic of Bulgaria,
is responsible for the promotion of tourism in Bulgaria and manages the
Facebook page analyzed, while the Official Information Portal Slovakia
Travel established by the Ministry of Transport and Construction of the
Slovak Republic is responsible for the promotion of tourism in Slovakia
and manages the Facebook page analyzed. Notwithstanding this fact, all
selected NTOs use Facebook for promotional activities, and the analysis
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in this paper, in line with the research objective, addresses this domain of
the activities of the selected NTOs. The approach and the results present-
ed are part of a wider research related to the digital marketing activities of
the tourism organizations in Serbia.

LITERATURE REVIEW

Marketing activities carried out in a tourism destination have the
task of supporting the most important elements of the destination such as
attractions, services, facilities and human resources, by creating an attrac-
tive image of the destination, designing instruments to support that image
and promoting the destination image to the target segments of visitors
(Mazilu, 2012). Contemporary marketing has changed significantly com-
pared to its beginnings, hence digital marketing communication has prob-
ably become the most advanced communication technique (Tiago &
Verissimo, 2014; Weinberg & Pehlivan, 2011) and an inevitable part of
every NTO’s marketing strategy (Law, Buhalis & Cobanoglu, 2014; Mol-
inillo, Liébana-Cabanillas, Anaya-Sanchez & Buhalis, 2018). In addition,
numerous studies have shown that tourists, especially younger ones, are
more likely to trust and rely on the social media channels to make deci-
sions (Ip, Lee, & Law, 2012; Tham, Croy, & Mair, 2013; Yang & Wang,
2015), as well as to share their own opinions, which leads to creating the
destination image and destination brand awareness. This is especially im-
portant given that Millennials and Generation Z will make up most of the
total tourism demand in the near future, which is essential for NTOs’ pro-
active thinking since this demand in tourism base their travel on using in-
formation and communication technologies on the Internet, such as social
media (Al¢akovi¢, Pavlovi¢ & Popesku, 2017). In response to that, social
media are becoming increasingly relevant as a destination marketing tool
and must be effectively managed by NTOs trying to create a sustainable
competitive advantage (Mariani, Di Felice & Mura, 2016; Pike & Page,
2014).

Social media was adopted by travellers as the main platform for
searching, organizing, sharing and annotating travel stories and experi-
ences (Bilgihan, Barreda, Okumus & Nusair, 2016; Leung et al., 2013),
and using them to market tourism products has proven to be an excellent
strategy (Zeng & Gerritsen, 2014), therefore NTOs must be able to adapt
(Hays, Page & Buhalis, 2013; Molinillo et al., 2018) and meet the chal-
lenges placed by new interaction and communication paradigms in the
tourism sector (Roque & Raposo, 2016). Considering the fact that with
the help of the Internet tourists can come from any part of the planet (An-
dreopoulou, Tsekouropoulos, Koliouska & Koutroumanidis, 2014; Diaz,
Martin & Rubio, 2016), appropriate employment of social media activi-
ties allows for further business development of NTOs, either locally, na-
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tionally or internationally. However, despite the important role of social
media in NTOs” marketing activities, extant research on the use of social
media in tourism has focused mainly on the use of social media by tour-
ists, or the adoption of social media practices by tourism enterprises
(Usakl, Kog, & Sonmez, 2019), leaving the research on the use of social
media as a destination marketing tool relatively scarce (Hays et al., 2013;
Mariani et al., 2016; Munar, 2012; Pike & Page, 2014; Stankov, Lazi¢, &
Dragicevi¢, 2010; Usakli, Ko¢ & Sénmez, 2017). Considering the im-
portance of using social media in promotional activities in tourism, espe-
cially by the NTOs, the main aim of this paper is to gather insight into the
use of Facebook by the NTOs. The intention of this study is to contribute
to the existing knowledge about the use of social networks for promotion-
al purposes in tourism by following the analysis of several European
NTOs’ activities.

RESEARCH METHODOLOGY

Quantitative research was selected as the primary method of re-
search with the aim of classification, measurement and analysis of NTOs
of Serbia and selected countries’ communication with their target markets
on Facebook. This type of research allows for numerous statistical anal-
yses, as well as drawing conclusions based on the sample, and was previ-
ously applied by multiple authors researching social media communica-
tion between various DMaOs and tourists (Hays et al., 2013; Mariani, et
al., 2016; Mariani, Mura & Di Felice, 2018; Roque & Raposo, 2016;
Stankov, Jovanovié, Pavlukovi¢, Kalini¢, Drakuli¢-Kovacevi¢ & Cim-
baljevi¢, 2018; Usakli et al., 2017; 2019; Villamediana, Kister & Vila,
2019; Yang & Wang, 2015). For the purpose of research, the contents of
Facebook pages of the abovementioned countries’ NTOs were analysed
during the period from January 1%, 2018 to December 31%, 2018. The of-
ficial Facebook pages were selected using the official websites of the
NTOs and the links to social media provided by them. Studies regarding
the evaluation of communication between NTOs and tourists can be
based on numerical analysis or focus on content analysis. Numerical
analysis of the communication between NTOs and tourists measures as-
pects such as the number of followers the page of an NTOs has, as well as
the number of comments, shares and reactions generated by users. Con-
tent analysis, on the other hand, refers to the set of procedures intended
for the systematic analysis of text and includes qualitative and quantita-
tive techniques. Qualitative techniques include in-depth interviews, open
questions and focus groups which provide high quality data, but are nec-
essarily limited to a small sample. Quantitative content analysis provides
numerical measures, either by just counting the categories or words that
appear in the text or by applying semantic methods that use the actual
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meaning of the words to do the analysis at the conceptual level (Jabreel,
Moreno & Huertas, 2017). This research applies the numerical analysis
and quantitative content analysis. In order to determine the criteria for
content analysis, understand the nature of the posts and identify catego-
ries worthy of further research, posts by NTOs of Serbia were observed
for a certain period of time prior to the research. Accordingly, the catego-
ries for the content analysis of the posts, as well as research questions
driven from them, were determined and are shown in Table 1.

Table 1. Categories for content analysis and research questions

Category Research question

Do posts by the NTO of Serbia enhance customer relationships by
Posts enhancing customer relationship.  addressing individual users? What is the degree of enhancing customer
relationships compared to the other analysed NTOs?

What is the level of interactivity of the posts by the NTO of Serbia
Call-to-action. compared to the other analysed NTOs? How often do they invite users
to share their own content?

How often are the posts published by the NTO of Serbia used for
promotion? Do they promote a certain website? If they do, is the
website promoted an official website of the NTO or a review website?
Does the NTO of Serbia use posts on Facebook to promote other social
media accounts? To what extent does the NTO of Serbia promote
national food or drinks, events, tourism attractions and tourism
destinations? What type of tourism destination is mostly promoted: a
country as a whole, the capital city or the rest of the country? What is
the degree of promoting these various elements of tourism destinations
compared to the other analysed NTOs?

Promotional posts.

What type of tourism does the NTO of Serbia mostly promote on
Type of tourism promoted in the posts.  Facebook? What type of tourism is mostly promoted by the other
analysed NTQs?
What is the engagement rate of the posts published on Facebook by the
NTO of Serbia? Which analysed NTO has the highest engagement rate?

Source: Authors

Engagement rate of the posts.

The first category for the content analysis of the posts was the de-
gree of enhancing customer relationship. The criterion for evaluating a
post as the one that supported customer relationship was that the NTO
communicated with one user directly and thus developed a deeper rela-
tionship with the user. That direct communication was mostly established
by thanking the author of the picture for sharing it with the NTO. Accord-
ing to many authors, one of the greatest advantages of social media mar-
keting is the interaction with users (Enders, Hungenberg, Denke &
Mauch, 2008; Hajli, 2014; Kaplan & Haenlein, 2010; Michaelidou, Si-
amagka & Christodoulides, 2011). Therefore, the degree of interactivity
of all posts was also analysed. Posts that contained a question for the us-
ers or a call-to-action, mostly asking the users to share their own photos,
were categorized as interactive.
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The aim of every NTO is to attract new tourists and incite them to
visit the tourism destination, as well as retain the existing ones, which is
achieved by promotion, therefore, the percentage of promotional posts
was analysed. Promotional posts were divided into those that promote
digital content, such as the official NTO website or accounts on other so-
cial media, and those that promote various elements of tourism destina-
tions, such as national food, events, tourism attractions and destinations
themselves. Furthermore, it was analysed how often the NTOs promoted
the country as a tourism destination, the capital cities and some other
parts of the country. In order to identify the main generators of tourism
traffic from the NTOs’ point of view, the types of tourism promoted in
the posts were also analysed.

Considering the fact that the NTOs do not sell tourism and travel
products, nor services individually, it can be hard to determine the suc-
cess rate of their digital marketing activities. One of the ways of measur-
ing interest in the tourism offer of the country as a tourism destination is
to look at the number of followers of the NTO on Facebook. However,
the number of followers is not the most important indicator. The content
published triggers the interaction of Facebook users, and those different
actions taken by the users can be measured and represent the engagement
rate. There are different ways of measuring the engagement rate, however
most of them include information such as the reach of the post or the
number of impressions, both only available to page administrators. Be-
cause of that, the following formula, developed by Buhalis & Mamalakis
(2015, p. 259), was used:

Engagement rate (ER) =

Total engagement (likes + comments + shares) (TE)
total fans (TF)

According to this formula, it is possible to calculate engagement
rates for all individual posts, and therefore the average engagement rates
of all the posts published by the NTOs during the period of one year.

The categories for content analysis were not mutually exclusive,
hence one post could fit more categories at once. Every post published by
the NTOs was analysed separately according to all the above-mentioned
categories established by the authors, based on the criteria used by Hays
et al. (2013) and further developed by numerous authors (Huertas, Seté-
Pamies & Miguez-Gonzélez, 2015; Mariani, et al., 2016; 2018; Usakl et
al., 2017; 2019). In order to get the relevant data and assemble useful
information, the observations made on the posts were converted into data
containing values 1 or 0, depending on whether the post meets a certain
criterion or not. The data was then introduced in and analysed by the
statistical analysis software SPSS, version 23.
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RESULTS AND DISCUSSION

The observation of NTOs’ Facebook pages indicates that most
NTOs have more than 90% of posts published in the English language
from which the conclusion is drawn that those pages are intended for in-
ternational tourists. The only exception is the NTO of Bulgaria, which
published almost 90% of their posts in Bulgarian. The data on the fre-
guency of posting is presented in Table 2. If we take into consideration
the overall data on the median frequency of posting on Facebook in 2018,
which was 1.1 posts per day (Rival 1Q, 2018), it can be concluded that
only the NTO of Slovenia published frequently enough.

Table 2. Frequency of posting

NTO NTO NTO NTO NTO Czech NTO NTO
Serbia  Slovenia Bulgaria Hungary Republic Slovakia  Awustria

Number of published
posts

303 356 254 245 203 314 321

Median frequency of - .5 0.98 0.7 0.67 0.56 0.86 0.88

posting

Source: Authors

The highest percentages of posts enhancing customer relationship
were recorded for the NTOs of Slovenia, Slovakia and Bulgaria with 7.6%,
7.3% and 6.7%, respectively. The NTO of Serbia enhanced customer rela-
tionship in 5.6% of their posts, while other NTOs enhanced customer rela-
tionships in less than 2% of their posts. It can be concluded that the posts of
the NTOs were usually not used for communicating with individual users,
thus also concluding that not many user-generated pictures were used for
promoting the destinations. In addition, it can be assumed that the NTOs use
the comments section of the posts for communication with users, thus con-
cluding that further research is needed that would include comments as well.

Regarding the call-to-action posts, the highest levels of interactivity
were noticed in the cases of NTOs of Austria, Slovakia and Slovenia, as it
can be seen in Figure 1. However, only three out of the seven analysed NTOs
used at least some of their posts in order to ask users to share their own pho-
tos. In order to further investigate the degree of call-to-action posts, the Chi-
square test was performed. The results are presented in Table 3 and consider-
ing the low level of Asymptotic Significance, it can be concluded that there
are statistically significant differences between the analyzed NTOs regarding
the degree of call-to-action posts.
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M Call-to-action B Question for the users W Asking users to share photos

29,3% 29,3%  29.9% 29.5%
27%

25,1%
23,1%
20% 18,2% 18,2%
13,4%
10,6% 10,6%
7% 1,1%6,3%
2%
m ium 00 BE- BE- NN
|

NTO Serbia NTO Slovenia NTO Bulgaria NTO Hungary NTO Czech NTO Slovakia NTO Austria
Republic

Figure 1. Call-to-action posts
Source: Authors

Table 3. Call-to-action-posts Chi-square test

Asymptotic
Significance
Value df (2-sided)
Pearson Chi-Square 56.852% 6 .000
Likelihood Ratio 61.369 [ .000
Linear-by-Linear
Association 105 1 746
N of Valid Cases 1996

Source: Authors

The analysis showed that more than 90% of all the posts by all the
analysed NTOs were promotional. With regard to the promotion of digital
content, the biggest differences can be seen in case of promoting certain
websites, ranging from little over 20% in case of the NTO of Serbia, to
more than two-thirds of posts promoting a website in the cases of the
NTOs of the Czech Republic and Slovakia. Even though different web-
sites were often promoted, it was determined that the NTOs rarely pro-
moted their own official websites or accounts on other social media.
Starting with NTO of Bulgaria that promoted their official website in only
one post, with the NTO of Serbia and Hungary doing so in less than 3%
of their posts, to the NTO of Austria that promoted their official website
in staggering 48.9% of the posts. As far as the promotion of another so-
cial media account is concerned, only the NTO of Slovenia can be singled
out for promoting their Instagram account in 11.3% of the posts, while
other NTOs did not take advantage of this possibility.

As far as the promotion of various elements of tourism destinations
is concerned, the page with the highest percentage of posts promoting na-
tional food was the NTO of Serbia that used every fourth post to promote
it, while the NTO of Bulgaria did so in less than 2% of their posts. In ad-
dition, it was noticed that only a small percentage of all posts by all the
analysed NTOs promoted events, indicating the minor role given to event
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tourism compared to promoting other tangible and intangible tourism at-
tractions. In order to test whether there are statistically significant differences
between the analyzed NTOs considering the frequency of using the posts in
order to promote various elements of tourism destinations, the Chi-square test
was performed. The high level of Asymptotic Significance shown in Table 4
clearly indicates that statistical differences can be disregarded between the
frequency of promotional activities and the NTO itself so it does not
determine that this link should be explored by further analysis.

Table 4. Promotional-posts Chi-square test

Asymptotic
Significance
Value df (2-sided)
Pearson Chi-Square 11.494° 6 074
Likelihood Ratio 11.397 6 o077
Linear-by-Linear
Association 960 1 327
N ofValid Cases 1996

Source: Authors

The highest percentage of all posts by all the NTOs was used for pro-
moting tourism destinations, therefore the types of tourism destinations most-
ly promoted were also analysed and the data is presented in Figure 2. As it
can be seen, most of the NTOs regularly promote the country as a tourism
destination and the capital city, but they mostly promote other parts of the
country. This insight into the orientation of most of the researched countries
towards predominantly promoting parts of the country other than the capital
city can be highlighted as one of the most important qualities of the subject
analysed. The only exception to this rule was the NTO of Hungary that pro-
moted Budapest in more than half of their posts, meaning that posts pub-
lished for one year were pretty much monotonous.

m Country as a whole  m Capital city  m The rest of the country

655,4%
61,2%

58,45 58,95

52,2% 51,4%

36% 35

NTO Serbia NTO Slovenia NTO Bulgaria NTO Hungary NTO Czech NTO Slovakia NTO Austria
Republic

Figure 2. Types of tourism destinations promoted
Source: Authors
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The data on the types of tourism promoted in the posts by the ana-
lysed NTOs is presented in Table 5. As it can be noticed, most of the ana-
lysed NTOs rely largely on cultural tourism, including the NTO of Serbia.
In addition, most of the NTOs promote nature-based tourism, which was
the most promoted type of tourism in the case of the NTO of Slovenia
and promoted to a great extent by the NTOs of Serbia, Slovakia and Bul-
garia. Lastly, cities and towns are also promoted regularly, with urban
tourism being the most promoted type of tourism in posts by NTOs of
Hungary and Austria. All the NTOs published around 10% of posts that
did not promote any type of tourism in particular, except for the NTO of
Bulgaria that did so in 19.3% of the cases.

Table 5. Types of tourism promoted in the posts

NTO NTO NTO NTO  NTO Czech NTO NTO
Serbia  Slovenia Bulgaria Hungary  Republic Slovakia  Austria

Active tourism 10.9% 19.4% 6.7% 4.5% 7.9% 12.1% 9.3%

Wellness tourism 4.6% 9.6% 1.2% 3.3% 1.5% 4.5% 1.2%
Culinary tourism 26.4% 14.6% 2% 13.5% 17.7% 5.7% 16.8%
Cultural tourism 33.9% 16% 29.5% 46.9% 48.3% 41.1% 27.4%
Mountain tourism 12.2% 4.5% 10.6% - 3% 6.7% 18.4%
Nature-based tourism 29.4%  25.8% 22.8% 9% 13.8% 26.8% 19.6%

Rural tourism 3.6% 2.5% 1.2% - - 13% 2.8%

Seaside tourism - 5.3% 8.7%

Urban tourism 20.5% 20.8% 15% 52.6% 36.9% 17.2% 29.3%

Other 0.3% 2.5% 0.8% 1.2% 0.3% 1% 3.7%

None 11.6% 8.1% 19.3% 11.4% 11.3% 10.8% 9.7%

Source: Authors

Out of all the analysed NTOs, the NTO of Austria has the largest
number of followers and was the first to join Facebook. On the other
hand, the NTO of the Czech Republic joined Facebook significantly later
than the other NTOs, but still has a considerable number of followers®.
The NTO of Serbia does not have many followers, more precisely, only
the NTOs of Bulgaria and Slovakia have less followers. Since the NTO of
Bulgaria published mainly in Bulgarian, it can be assumed that is the rea-
son why not so many international tourists showed interest in their Face-
book page. The data on the other indicator of the success rate of the
NTOs digital marketing activities, the engagement rate, is presented in
Figure 3. As it can be noticed, posts by the NTO of Serbia have the high-
est engagement rates, even though their number of followers is not that

L Number of followers was registered on February 8t 2019.
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high. Thus, it can be concluded that the fan base of the NTO of Serbia is
high quality, as opposed to the fan bases of the other NTOs, especially the
NTOs of the Czech Republic and Austria that have the highest numbers
of followers, but the lowest engagement rates.

S 0003%
NTO Serbia NTO Slovenia NTO Bulgaria NTO Hungary NTO Czech NTO Slovakia NTO Austria
Republic

Figure 3. Engagement rates of the NTOs
Source: Authors

The total data obtained in the analysis and previously explained are
summarized in table Table 6.

Table 6. Overall data of the analysis

NTO Serbia NTO NTO NTO NTO Czech NTO NTO
Slovenia Bulgaria Hungary Republic Slovakia Austria
Posts enhancing customer 5.6% 7.6% 6.7% 0.4% 15% 73% 2%
relationship
20% 71% 10.6% 18.2% 20.3% 20.0%
uestion 2 231% o 2 » 3 3 3
Gako- | @ o e $ g 8 % 3
action A o7 Sles% | S 0% | Zf oo | A oo% | A 0%
Ask for photos 2%
Website 21.5% 48% 53.9% 58.4% 77.3% 75.8% 1%
Official NTO 2% 24.4% 0.4% 20% 25.6% 27.4% 48.9%
website
Review website 16.5% 104% 43% 26.5% 20.6% 15.6% 5%
Promotional| Another social | 2|5 g |2 yyge | B 0w | S| 2% | S osw | 5 ame | | 0sw
media account ~ w i ‘n i [ ~
posts o o o o o = o
National food 24.8% 129% 1.6% 14.3% 16.7% 5.7% 16.8%
Event 11.2% 10.7% 9.1% 16.3% 13.3% 6.7% 5.6%
Attraction 40.8% 37.1% 30.3% 52.2% 42.9% 46.8% 34.3%
Destination 97.7% 95.5% 92.5% 93.0% 95.1% 97.1% 97.2%
Type of tourism destination The rest of The rest of The rest of Capital city Therestof | Therestof | The restof
mostly promoted the country the country the country P - the country | the country | the country
Type of tourism mostly Cultural Nature-based Cultural Urban Cultural Cultural Urban
promoted tourism tourism tourism tourism tourism tourism tourism
Engagement rate of the posts 0.0073 0.0020 0.0025 0.0008 0.0002 0.0016 0.0003

Source: Authors

Several constraints of the research presented can be pointed out.
As it was already emphasized, even though a fair part of conversation be-
tween the NTOs and the users takes place in the comments, they were not
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part of this research. Secondly, it was analysed how often different types
of tourism destinations were promoted, however, only the capital cities
were singled out, while the other parts of the countries were put in one
category. The results of the analysis showed that clearer criteria should be
defined by which other parts of the country would be categorized sepa-
rately. Additional research by the countries’ regions can also be advised.
The approach of the research presented was defined by the criteria for the
selection of the competitive set for the analysis, however, future analysis
could establish broader approaches to Facebook promotion, not limited to
mutual competitors only but to those destinations that are among the most
developed in the world. Lastly, the implementation of qualitative content
analysis evaluating the frequency of the used terms within the posts using
NVivo statistical software can be advised to provide insight into the most
significant attributes promoted by individual tourism organization.

CONCLUSIONS

This paper presents the results on the degree of the use of promo-
tional activities on Facebook by the National tourism organization of Ser-
bia compared to the same activities by the selected NTOs. Out of the ana-
lysed NTOs, the only one with an official digital marketing strategy is the
NTO of Slovenia. According to the Slovenian NTO, in accordance with
their work programs for 2020/2021, it is indicated that digital marketing
activities of the NTO have been upgraded with the Digital Marketing
Strategy 2022 (Slovenska turisti¢na organizacija, 2019, p. 23). However,
even without the official strategy, the NTO of Serbia, as well as all the
other researched NTOs, are actively using digital marketing activities.

Previous research on the use of social media in NTOs’ marketing
activities is limited in terms of the countries investigated, as well as the
duration of the research period. There have been researches including on-
ly one country (Villamediana, et al., 2019), a few researches on the use of
Facebook by the NTOs of the top 10 international tourism destinations
according to the UNWTO data for the appropriate year (Hays et al., 2013;
Mariani et al., 2018; Usakli, et al., 2017), as well as those researching
representatives of NTOs from five different continents (Roque & Raposo,
2016), or leading Asian NTOs (Yang & Wang, 2015). A study by
Stankov et al. (2018) needs to be highlighted as the one including multi-
ple European countries, that is, 27 of them, and offering numerical data
on the Facebook pages researched. In addition, most of the mentioned pa-
pers and studies offered data based on the research period of only a month
or two. Accordingly, this paper contributes to the existing knowledge on
the use of social media in NTOs’ marketing activities by focusing on
emerging tourism destinations instead of the leading ones, as well as by
providing detailed analysis based on multiple categories for content re-
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search, and extending the research period in order to make the conclu-
sions more valid.

There are several conclusions about the promotional activities of
the NTO of Serbia on Facebook that can be drawn from the data present-
ed. First, the content could be published more often. Even though the fre-
guency of posting is not that low, it is lower than the average frequency
of posting on Facebook in 2018. Secondly, the posts rarely enhance cus-
tomer relationship. The fact that all the other researched NTOs also rarely
enhance customer relationship needs to be highlighted, however, the in-
crease of the number of this type of posts can be recommended. Com-
pared to the other NTOs, the level of interactivity of the posts by the NTO
of Serbia is in accordance with the others, however they could ask for us-
ers’ photos more often. If they choose to share those same photos, then
that would automatically increase the number of their customer relation-
ship enhancing posts as well. It is well known that user-generated content
is a very useful marketing tool, therefore asking for and sharing users’
photos is highly recommended. With regard to the promotion-related
posts, more frequent promotion of the official NTO website, as well as
the promotion of the other social media accounts can be recommended. It
can also be noticed that national food is frequently promoted, which leads
to the conclusion that it is believed that national food can increase the in-
terest of foreign tourists. However, events are rarely promoted. Every
year, many different events take place in Serbia, with a few of them being
well established in the perception of foreign tourists. Nevertheless, the
unusually low number of posts was dedicated to events, even to the suc-
cessful ones. Research on the promotion of tourism destinations showed
evenly distributed frequency of promoting three different types of desti-
nations. Therefore, the posts published for one year were versatile
enough, with all parts of the country evenly promoted. In addition, cultur-
al tourism, nature-based tourism and urban tourism were most frequently
promoted. Finally, even though the NTO of Serbia should try to attract
more followers in order to present the tourism offer of Serbia to a larger
number of potential visitors, it can be concluded that the NTO of Serbia
has a high-quality fan base given that they frequently engage with the
content provided. Overall, it can be concluded that the promotional activi-
ties of the NTO of Serbia on Facebook are in accordance with the activi-
ties of the other analysed NTOs, except for the significantly higher en-
gagement rate which needs to be highly praised. According to the data
presented, certain improvements can be advised which can be used to fur-
ther enhance marketing activities of the NTO of Serbia on Facebook, as
well as of other national tourism organizations.
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AKTUBHOCTHU HAIIMOHAJIHUX TYPUCTHYKHUX
OPT'AHU3AIIUJA HA ®EJCBYKY:
CPBUJA U JEOPUHUCAHU KOHKYPEHTCKHU CET

Coma 3naranos!, Janujen [aBnosuh?, Josan Momecky?
!Akamemuja cTpykoBruX cTymja Jyxna Cpouja — Oncex Brare, Perry6muka Cpouja
2yuuBepsurer Cunrumynym, Beorpay, Pery6muka Cpouja

Pe3ume

JIpyLITBeHEe Mpexe ce Y BETMKO] MEPH KOPHUCTE y CABPEMEHOM TYPU3MY H IM0-
CTajy CBE BAXKHHjH alaT ICCTHHAIIM]jCKOT MapKETHHTa, 1A UX HAI[HOHATHE TYPUCTHUYKE
opraHu3angje Mopajy epukacHO KOPHCTUTH Kako OU CTBOPHWIIE OJIPXKHBY KOHKY-
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pentcky npenHoct. C 063upoM Ha OpojHE MPeIHOCTH KOje BUXOoBa yrnoTpeda mpyxa
HAIMOHAIIHMM TYPHCTHYKUAM OpraHH3alfjama, 0Baj pajl MpecTaBiba UCTPAKHBAE O
CTeleHy ynoTpeOe M KBAJUTETy IPOMOTHBHHX aKTHBHOCTH TypHCTHUKE OpraHu3a-
mje Cpbuje Ha PejcOyky. YV mwpy neTtajbHHUje aHAIN3E, yHopeleHe cy akTHBHOCTH
Typuctuuke opranuzanuje CpOuje y oBOj 00JIACTH ca MPUMEHOM MPOMOTHBHUX aK-
THBHOCTH HAllMOHAJTHHUX TYPUCTHYKHX opraHuszaiuja CnoBenuje, byrapcke, Mahap-
cke, Yemke, CrnoBauke u Aycrpuje Ha DejcOyky. Caapixkaj Hanora HaBeaeHux HTO
Ha QDejcOyKy je aHanM3upaH y MepHoAy o1 roAuHy naHa. IIpe cBera, yTBpheHo je y
KO0jOj MepH 00jaBe MOJPKaBajy OJHOC ca KOPUCHUIMA U KOJIMKO YECTO MO3MBajy KO-
pucHHKe Ha mHTepakuujy. [lopex Tora, MCTpakeH je CTeleH MPOMOIHje JUTHTaIHOT
caJpikaja, HallMOHAHE XpaHe, norahaja, aTpakiyja U AeCTHHAIM]ja. Y CKIaay ca THM,
yTBphEHO je KOJIMKO 4eCTo ce MPOMOBHIILY 3eMJbE Kao TYPHCTHYKE JeCTHHALMje, a KO-
JIMKO YeCTO TJIaBHH TPAJOBH M OCTAJH JAEIOBH HUCTPaXKUBAaHHX 3eMasba. Kako Ou ce
YTBPIMIN TJIABHH T€HEPATOPH TYPUCTHUYKOT TPOMETA M3 MEPCIEKTUBE UCTPAKUBAHUX
HTO, ucrpaxeno je u nmuTame BpcTa TypH3Ma Koje cy Hajuemhe mpomoBucane. Ha
Kpajy, MPeICTaB/beHU Cy Pe3yJITaTd MCTPAXKHUBAa O KBAJIUTETY AWUTUTAIHHX MapKe-
THHT akTHBHOCTH uctpaxuBannx HTO Ha 0CHOBY CTOIle MHTEpaKIHje BIXOBHUX Ipa-
THJIaLa.



