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ABOUT THE PROJECT
What can be done when good ideas and intentions come together
The coronavirus pandemic declared our passports practically invalid in 2020, but it took us to some
beautiful places at home. The desire to travel and escape from everything, it seems, has never been
stronger, and the sentence “Know your country to love it more” has turned into the tourist motto
of corona year. But what should you (firstly) see in the country where you live or in the nearest
neighborhood? Which toponym is the right one and how to get the perfect accommodation and new
adventures to remember?
Many tourists have found themselves in this sweet torment since last summer. They have consulted
friends, wandered on social networks, studied offers on Booking and Airbnb, visited various forums.
There were extraordinary and less pleasant surprises. But expectations were and remain high.

At the same time, small and medium-sized tourism providers, faced with the
struggle for survival and business shutdown, were given another challenge - how
to seize the moment, be more visible, more efficient, and better recommended.
For almost a year now, the D-Tour project has been successfully working on
improving the digital skills of small tourism providers in Serbia, Montenegro, and
Bosnia and Herzegovina. The first project activity involved a detailed survey with
almost 400 respondents, with the help of which we learned what their weak
points are, where they need help and the next steps we need to provide for
them to improve their business.
The improvement came in the form of nine online workshops where over 800 attendees were
able to learn the basics of using digital tools that are key to their business. After that, for all three
territories, we realized three digital academies with 15 students each. Through three modules,
they could learn how to best present their services online, detect the profile of their users, attract
more guests, and create a recognizable brand for their business and position their business in the
market.
The key thing and our mission were to minimize all the consequences of the pandemic because we
all know that tourism is one of the branches of the economy that is most affected by the whole
situation.

RESEARCH
How are things online?
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In the beginning, it was essential for us to gain a better insight into market opportunities and
trends in the use of digital tools in micro and small enterprises. That is why in the first half
of September 2020, we conducted research in which almost 400 respondents from Serbia,
Montenegro, and Bosnia and Herzegovina participated, and here are the facts we found.
There is still a reliance on proven, “analog” ways of doing business in SME tourism.
Relationships with guests are built mainly during face-to-face conversations. They offer
the option of paying in cash on the spot or in advance. Smaller companies often resort to
collaborating with large sites to advertise their services. Finally, they rely on word-of-mouth
promotion because - good news travels fast. And can it go even further? We know it can, and
we know how to do it.
Our recipe consists of two words – digital tools.
In order to organize as purposeful workshops and academies as possible and
provide our participants with specific knowledge and skills that they will be
able to use practically immediately, it was important for us to detect how
much they understand the benefits of digital tools and what are the
obstacles to their (more significant) use.

Our research has shown that entrepreneurs are primarily familiar with regular social
networks and are almost unaware of other more advanced tools. Namely, there is a general
belief that digitalization is helpful but that a clear understanding and explanation of its role for
small businesses is needed. When they are presented with promotional materials of advanced
tools that attract attention, they are generally considered solutions for more extensive and
more developed companies and remain out of focus.
Such answers are not surprising, considering that the situation on the ground shows that
everything seems complex and requires attention in time, money, and humanity. One person
rarely does one job. Everyone jumps into every activity when there is time for it (promotions,
reservations). Money is invested more often in current than in strategic issues. Investing in
accommodation facilities and renovating and maintaining existing facilities in practice usually
turns out to be something that has a higher priority than starting digitalization, both in terms
of time invested and money invested, if education is not free.

In the end, one should not neglect the energy potential for learning new skills while at the same
time tackling the demands of everyday life. Hence, digitalization is often considered advanced and
expensive, but something that could only pay off for some.
Of course, when it comes to research, we all love and expect some numbers. Now we will talk
about that.
Currently, digital tools are primarily used to promote and attract guests and communicate with
them (about 90 percent of respondents). In contrast, they are least used for the payment process
and business organization.

70%

Also, Facebook, e-mail, Booking.com, Instagram, and the Internet website are digital
solutions that most companies - above 70% - plan to continue or start using in
the target markets in the next year. Still, increased use of TripAdvisor and Airbnb is
expected in 2021.

The results of our research also show that between 70% and 80% of companies in all markets see
multiple digital tools benefits for tourists. In addition to the ease and comfort of use and availability of
all information in one place, companies understand that tourists, through digital tools, would have faster
access to information and would compare offers and prices more easily.
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90%

We wanted to know which are the most famous
digital tools in all three markets. It turned out to
be about 90% and more, Facebook, Instagram,
Booking.com, e-mail, and website. Facebook and
e-mail have been used the most in the last twelve
months - with over 85% use.

Most companies in all three markets consider digital tools important for their
entrepreneurship - 95% and more. On a scale of 1 to 5, the average score is
about 4.7. So, almost an excellent five.
However, it turned out that the popularity of a tool does not guarantee
satisfaction with its use.
Although e-mail is extremely popular, it is also a source of dissatisfaction. Judging
by our respondents’ answers (24% of them), e-mail proved to be not the best
tool for booking accommodation and it dictates slow communication. Speed is
one of the crucial factors in this business.

They stated poor use for booking accommodation and poor visibility of
companies on the Internet (14% each) as critical website problems.

Facebook is still the number one social network
in Serbia, but on the other hand, since the end of
2020, organic reach on this platform has declined.
The average reach of an organic post on Facebook has
dropped to 5.2%. (For comparison, at the end of 2019, it
was at 5.5%, and a year before that at 7.7%). Meanwhile, the
average engagement rate in 2020 for an organic Facebook post
was 0.25%.

The Booking platform (unfairly) dominates the list of dissatisfactions. The results of our research
showed that in the past 12 months, every other company was dissatisfied with it, and the primary
source of discontent is high fees.
Also, the Google My Business platform is on the list of dissatisfaction. Its disadvantage is, it is
stated - slow communication with potential tourists.
These beliefs were another tempting challenge for us.
We often don’t see the forest for the trees. Especially when we go deeper into that forest, a
good guide and someone who knows the terrain can show us how beautiful that forest really is
and how much we can rely on every tree.

2020.

2019.

2018

The primary source of dissatisfaction with Instagram is
poor visibility among customers / potential customers (about
20%), while the critical shortcoming of the Airbnb platform is
poor use for booking accommodation (17%). It is important to
note that Airbnb is primarily oriented towards tourists and protects
their rights and interests more, while vice versa is true for the Booking
platform.

In line with the responses we received and encouraged by the fact that respondents indicated
that they wanted more detailed information, help, and training, primarily for Google tools, we
moved on to formatting workshops and digital academies.

WORKSHOPS
Do business locally, be visible globally
If digital platforms are already readily available and free of charge, why not make the most of
them and present your offer in the best possible way?
The research showed us that there is an awareness of digital tools among employees in tourism. However, it
turned out that small and medium enterprises now have another dilemma - where to start, what exactly DT
means, and how complicated it is.
That is why we started from returning service providers to the very roots and tools which, in addition to being
free and available, they can use immediately or, with the help of lecturers, get a broader picture and perspective.
We designed nine online workshops called Digital Awareness Workshops. During those workshops, relevant
experts presented to employees in the tourism sector in Serbia, Bosnia, and Herzegovina, and Montenegro
what free digital tools are currently available free digital tools on the market (Booking.com, Trip Advisor, Google
for businesses, Mailchimp, Instagram, etc.). Also, they introduced them to ways to adapt each of them to their
own business needs.

The workshops were primarily intended for service providers in adventure, eco,
and rural tourism in Serbia, Montenegro, and Bosnia and Herzegovina and for
agencies and associations that bring them together. We selected regional experts
with practice in digital marketing, business development, sales and development,
and the use of digital tools in tourism for the lecturers.

In other words, when they decide on a platform, how to use it to the maximum and in the best possible way.

We realized the lectures in the period October 2020 - February 2021, and
through them, we covered the following topics:
1. Booking for beginners
click

2. Booking - Advanced workshop
4. How to do business on Airbnb

3. Tripadvisor – all you need to know
5. E-mail marketing in the service of tourism

6. All you need to know about website development
8. The role of Facebook in tourism promotion

7. Google tools in tourism

9. The role of Instagram in tourism promotion

In addition to the basics, the idea was that the lecturers
also instructed them in each platform’s policy of business
rules. The participants were especially interested in that.
We also prepared good examples from practice to understand
the content more easily..
We started with basic steps, such as editing profiles and profile
functioning. We introduced them to the techniques that help increase
profile visibility, gave them recommendations on managing reviews, and shared
many more valuable tips that can’t be found in tutorials on those platforms.
The digital format and Zoom platform through which the workshops were accessed
enabled many people to attend them. Our nine workshops brought together over
800 of them. Each lasted from 60 to 90 minutes, and at the end, there was time left for
questions for the lecturers.
Participants’ questions were mainly related to the tool’s business policy - penalties, payments, legal
parts, budgeting, how to link several profiles into one, etc.
Also, everyone was able to exchange experiences with each other and with lecturers via chat and Q&A
options.
As it turned out, this was one of the most precious moments for many. In the months when the work of many
was hanging by a thread, they had colleagues with whom they could share dilemmas, be supportive of each other,
and even consider some kind of cooperation.
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Just as their guests’ feedback is essential to our participants to improve their
business, it was important for us to know whether we met their expectations,
answered all the questions, or remained vague in some segments. Therefore,
the day after each workshop, we sent the participants an online evaluation
questionnaire and a lecture presentation, supplemented if necessary. We
also sent a YouTube link to the recorded workshop. It turned out that
these recordings of lectures are a helpful tool for many to learn and that the
participants return to them while working on their profiles.
By mid-May 2021, more than 3.500 views have been registered, and we
believe the number will increase.

The program brought a two-way benefit. Our project gained
visibility, we deepened the understanding of the target group, on
the one hand, and cooperation with users, on the other hand.
Our next step was - Digital Academy.

DIGITAL
ACADEMIES
The moment you move forward,
move at full speed
Research and workshops have contributed to getting to know market participants better
and to better understanding of their challenges and needs. For those who have decided
to learn how to best present their service online, how to get to know the profile of their
customers and thus attract as many guests as possible, how to create a brand from their business,
how to improve and position their business in the market and mitigate the coronavirus consequences
on business, we have created a unique content - digital academies.
Our goal was to offer representatives of small and medium enterprises (SMEs) in tourism helpful knowledge
and skills so that with the help and guidance of lecturers and mentoring, they create their own new strategy
tailored to their needs, circumstances, and clients.
The academies were organized for three countries: Serbia, Montenegro, and Bosnia and Herzegovina. These academies
were preceded by the mentioned research during which we got to know the market. We got to see the diversity of the
market, both through the participants’ applications and partly through the workshops.
Serbia, Montenegro, and Bosnia and Herzegovina form a coherent geographical and, to some extent, demographic unit. And while on
the one hand, they are close enough for attendees to share similar experiences when it comes to tourism, climatic conditions, and habits
in the behavior and expectations of potential clients, they each make a different market. Looking at business prospects and current changes in
niche markets and considering the specific needs of the target group in each country, we created the content of the Digital Academy.

Through interactive lectures and practical work in small groups
with mentoring and direct consultation with lecturers on the
spot and homework and materials for future work, participants
had the opportunity to improve their skills and business.
Among other things, they received information on free photo
processing tools, content creation for social networks, SEO
optimization tools, content analysis tools, useful tutorials, and
books.

The program is designed to cover important topics through three modules and enable the acquisition of knowledge and skills needed for SME
representatives in tourism to improve their business and adapt to emerging market changes and determine strategic direction and plan for the future
after the coronavirus pandemic.
The networking of participants within each country has been shown as an additional benefit.

All they needed for participation were: a computer, a good
internet connection, and high motivation.

DYNAMICS AND FORMAT
Safe and motivated
One of the imperatives was to adapt to the circumstances caused by the COVID-19 pandemic.
Therefore, the Digital Academies were realized in an online format through the Zoom
platform. In that way, we enabled safe participation for all interested parties according to
epidemiological measures. We provided more efficient lectures and the possibility of creating
smaller groups for easier mentoring.
Each Academy was designed to last for three days, lasting five working hours, and that there
is an interval of 7 days between the academies so that the participants have time to process
the received knowledge and do their homework. In practice, it turned out that a lot depends
on the dynamics between participants and lecturers, which dictated the duration and
frequency of breaks. The goal was the same for everyone - not to fulfill the set time but
to use it constructively.
The coronavirus partly influenced this dynamic. Due to the illness of one of the lecturers for
the participants from Montenegro, we organized two modules day after day. And that showed
some advantages. Although they may not have had the best preparation for the next module
due to the short deadline, the atmosphere was closer and more energetic, which resulted in a
better exchange of ideas and experiences.
We were aware that many people were already fed up with webinars as a form due to the
pandemic. However, thanks to the lecturers and their experience, we managed to make the
most of Zoom. One of the lecturers, for example, invited them to the Zoom rooms where
they were given assignments. They socialized without her presence, which proved to be an
interesting virtual learning method because participants would return from those rooms after
ten minutes more visibly relaxed and directed to each other. On the other hand, they used
peer-to-peer learning and managed to advise each other.

CONTENT AND LECTURERS
From Module to Module
Don’t have everything because no such profile will be perfect
We went through topics related to user identification, use of social networks, brand formation, use of the
website, and its analytics. Participants were given a wide range of tools and instructions on how to use them,
but one of the key messages was - don’t have everything because no such profile will be perfect. Namely, the
specifics of each network are different and, therefore, their users, so it was essential for us to acquaint them
with which networks are best for which target group, based on which they could make a good choice.
Each Academy consisted of three modules that had a logical sequence.
That is why the first module was - Meet your user/Customer discovery (whether they are young
people, retirees, families with small children, adventurers, vegans, athletes). Suppose we do that at the
beginning, and the participants define what they want in the next year and who their users are.
In that case, they will more purposefully choose digital tools and better direct communication
and promotion in the online world. The core of this module is the Lean methodology,
which has proven to be effective when applying new business models or in the process
of digitalizing old ones. Attendees combined their existing knowledge of their
customers with new methods to get to an ideal profile of their customers/guests
that will enable them to improve their business and attract as many guests
as possible. After this module, it was necessary for the participants to do
their homework and, through various techniques, create a user profile
and fill in the canvas of the business model to see and determine all
the characteristics of their business. During the module, through
a discussion with the lecturer and mentor, participants were
surprised how much each of the characteristics of their
guests affects their business and very curious about how
they will attract more guests or improve services and
develop new ones.

“The goal of the Customer discovery module is to
click
discover and understand the needs of users.” - says
Luka Prišunjak, who presented the modul. “For tourism
organizations, this is especially important because they
offer experience, offer vacations, and we all know how
special and different we are when we want, seek, and
plan our vacations,” Luka noted that all three countries
we worked with are quite different. While Serbia focuses
on outbound tourists, Montenegro has a clear focus
on Western Europe and Russia, and BiH specializes in
adventure and extreme sports.
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For the second module related to the online platform, we chose Sanja Gardašević, executive director
of the digital marketing agency Alicorn and project manager in the Digitalizuj.me team. With the
participants, she went through the steps to strategically approach the creation or redesign of their
website. She also covered how to use free tools to track their users’ movements and see what is
most valuable on their site, what values are valued the most, and the best way of placing them
on platforms.
Following the participants’ needs, the online platform module, alongside the website
and Google tools, was focused on Booking, which the participants voted as the most
needed platform. Attendees had the opportunity to learn how to strategically
approach the design or redesign of their website, see what is most valuable on it, and use free tools such as
Google Analytics and how to track the movements of their users. Participants had the opportunity to see
good and bad examples of profiles and pages on the website, analyze each other’s sites and share the
experience.
Through practical work and creative tasks, participants had the opportunity to learn about the
purpose and importance of their website in a new way. That was all related to the story
from the previous module about the characteristics of their guests and users. One of the
homework from the second module was to determine which are the key questions
they want to be answered by the Google Analytics tool in order to apply it as much
as possible and use its potentials.
“It is interesting how many similarities the three different groups I worked
on this module with had. How much interaction, desire to work, desire
for the progress they had. How much each of the companies that
participated in this has already done to access digital technologies
themselves. And with how much desire and will for further work
they approached this whole story.” - said Sanja after the
Academy.

The third module was dedicated to branding and digital marketing.
The first part referred to branding, where participants had the
opportunity to learn how to present their brand online, highlight its
values, and make their mission and business vision available to the
general public. The second part was dedicated to creating online
content where they learned how to choose the channels and tone
of communication. The third dealt with creating a digital marketing
strategy: creating goals, budget, and communication strategy on
social networks and which network would be best to invest in, in
line with their potential guests and services they provide.
In line with the data from the research that one of the challenges
for tourism providers is how to create and select online content

for presentation on digital platforms, the lecturers also focused on that segment. Participants were given
numerous tips and examples on how to match the content with the guests’ characteristics, the online
platforms they use, and their business’s mission and vision. The third module rounded off the whole story.
Finally, through the task of taking a few photos to post on the company’s social networks to learn what rules
of photography are necessary for online presentation, participants’ creativity was further awakened.
The Branding and Marketing module , which aimed to help
representatives of small and medium enterprises in tourism
learn how to represent their business better online, was led by
Marina Ugrinić and Branislava Kostić.
“When many things are paused offline, the pandemic is a good
time to learn how to present your business online and thus
get as many users as possible in the future.“, says Marina, while
Branislava, who gave a lecture on visual identity and branding,
believes that the entire region has an excellent tourist potential precisely because it is so geographically
diversified, says: I hope that the participants will be able to use all the knowledge acquired in the digital
Academy to move at full speed the moment they move forward.”

WHO ARE THE PARTICIPANTS
IN OUR ACADEMIES?
The academies were primarily intended for representatives of micro, small and medium enterprises in tourism, and each
gathered 15 participants.
The application was made for each country separately via the form on our website. Each interested participant filled out a
questionnaire with a set of questions that helped lecturers and organizers assess the level of existing skills and readiness and
motivation to participate in the online Academy, based on which, among other things, they made a selection of participants.
An independent commission composed of experts in tourism and digital marketing selected the participants, and there were
clear criteria for selection.
“The selection process was done based on how much someone knows or doesn’t know about this area - we didn’t want
those who already knew a lot about what digital marketing was, how to use website improvement, and other things because
we think we wouldn’t give it additional value.” - Marina Ugrinović explains. “Our main goal was to take people who showed
a sincere desire to improve their knowledge and showed openness to new knowledge and skills. And there were excellent
essays in which they wrote why they should get that place at the Academy and how they would improve their business. “One
of the questions addressed their weakness, where they want to improve, and we focused on that,” she added.

First of all, it was vital for us that the participants belong
to the tourism sector because we also had applications
from other industries. They needed to have a basic online
presence, have at least a Facebook page or website, and were
not prominent market participants. It was also important to
us where they came from, i.e., where their company is located
because we did not want them to belong to the most popular tourist
destinations. We wanted to provide support to students from smaller
communities, to develop their business and bring new places on the map
to the entire market. So we came to a wide range of participants - from
those from the coast to those from the mainland, from places related to
mountains, rafting, but also smaller towns.

Participants from Montenegro stood out the most in terms of interactivity, while participants from Serbia
mainly were individuals and extremely dedicated participants who sent their assignments on time.
There was also a difference in tourist offers. In Serbia, there were many participants who belonged to
some travel agencies aimed at outbound tourists, but there were also some who dealt with domestic
tourism and who did well during the pandemic and even noticed an increase in visits compared to
previous years.
Many participants who belong to the adventure sector came to us from BiH. Some continued the family
business, but also some were the owners of catering facilities with accommodation. Interestingly, they
try to attract different types of foreign tourists. For example, when it comes to rafting, there are many
locals and tourists from the former Yugoslavia. They host guests who practice teambuilding, some offer
the whole package of destinations, some focus on tourists from Scandinavia, and one of the participants
engaged in halal tourism focuses on tourists from the Middle East. As the participants during the
academies were encouraged to exchange experiences, we believe they led each other to new ideas.

Participants from Montenegro suffered the biggest blow to business due to the
coronavirus epidemic, especially those on the coast where tourism has wholly stopped.
However, they were pretty interested in lectures and the exchange of experiences. Their
optimism about this season is encouraging. They have high self-confidence when it comes
to offers, they do not doubt what they have and can provide, and they believe that the
situation will improve.
Along with geographical diversity and knowledge of business opportunities, when selecting
participants, we also took into account the aspect of gender balance, but also that our
program involves both young people who are starting a business and have the ambition
that will give results and those who are already veterans in this business.

FIRSTHAND STORIES

Working in the previous agency, Ajdin learned
what mistakes Balkan agencies made with the
Asian market, and so his 2MTravel agency started
working successfully one month after the opening.
“First year we offered mostly Muslim friendly tours for
the Malaysian market (Halal tourism where food is adapted
to tourists of Islamic faith and prayers are organized during the
tour), and at the next fair, we set out to promote all types of group
and private trips. At the end of 2018, we entered the Singapore market,
and in 2019 there were about 45 group trips from these two countries
- Malaysia and Singapore. In the same 2019, we were at the tourism fair in
Jakarta, we started to conquer their market, and we started to offer tours in
Eastern Europe (Czech Republic, Slovakia, Austria, Hungary) in addition to Bosnia and
the Balkans.” Ajdin’s agency, meanwhile, announced visits from India, but the coronavirus
pandemic prevented that endeavor.
“We mostly offered Premium group trips and luxury FIT trips, as well as Incentive group trips.
We have grown to six employees in two years. Unfortunately, there are currently only two of us. We
mainly worked B2B, so we opened Instagram and FB profiles “, says Ajdin and adds that he intends to
make the most of the potential of digital tools. He plans to create a website, a youtube channel by the end
of 2021, prepare for online booking and payment, and try to offer luxury tours for the Balkans.
“We continue to believe in dreams and our ability to promote the Balkans as an unavoidable world destination,”
he said.

Starting a business is not a walk in the park. Maintaining and developing it is an even
bigger challenge. Some participants shared their experiences with us and spoke openly
about their ambitions, courage, curiosity, perseverance, learning from others, and even
more from their mistakes. They also shared plans for the future. Their stories are proof
that everything depends on enthusiasm and readiness for change and innovation.

‘I just believed I could do it.’
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One of those who decided to start a business adventure soon after school and invest
all their enthusiasm and energy is Ajdin Kršić, Managing Director of
2MT Travel Europe from Bosnia and Herzegovina..
Ajdin has shown love for geography since he was a child, which was one of the
reasons for enrolling in the Department of Tourism and Environmental Protection
at the Department of Geography in Sarajevo. A few days after defending his Master’s
thesis, he knocked on the door of one of the leading tourist agencies in BiH, where
he introduced himself and expressed his desire to work. He got the job, and after two
years of dedicated work, traveling in the Balkans and doing his own research on distant
destinations, he felt, as he says, the need to become a player in the market.
“Full of energy and life, in February 2018, with two thousand euros, I rented a space,
bought a laptop, and started an inbound agency. I called it 2MTravel, because I’m over
two meters tall, so that’s how I came up with the idea. With the last 300 euros, I went
to the tourism fair in Malaysia and did calculations on the spot, sold, persuaded the
agencies to work with us. I just believed that I could do it, “Ajdin told us.

From scratch
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Diana Mehičić, the owner of the “Dar prirode” agency in Bosnia and
Herzegovina, is already a veteran in this business, and she started, she says - from
scratch.
“The year is 1996, and the war is over, I’m without a job… I’m thinking about
what to do! By chance, I had an encounter with an old business partner from
Croatia and their question was - ‘Would you like to sell my facilities on the
Adriatic?’. I immediately answered ‘Yes.’ “.
And so Diana embarked on an adventure called Tourism. “I knew what a
voucher was, but nothing else. And so I start with Croatia, firstly places
closer to BiH, and then a little further. Then I get to know the terms:
rooming list, reservation, contracts. There were many mistakes in the
beginning, but as they say in our country - you learn best from your
mistakes”.
More cautious and with a little more knowledge, Diana
is expanding her business to Montenegro. In the
meantime, she is becoming recognized as a good
tour operator in BiH, printing catalogs with a
circulation of 15,000, expanding the network
of subagents, and employing more workers
in the agency. Then she started working
on distant destinations: Egypt,
Tunisia, Turkey, City tours in
Europe.

“The business went great until 2010, until the first recession. Then I realized that I needed to change something
and decided to start with incoming, to bring guests to BiH. There is nothing nicer than telling foreigners about your
country. I think I know a lot about tourism now, but no! Learning again. Every guest is different. Luckily, we who deal
with tourism, I mean the agencies in the ex-Yugoslavia region, are always ready to help. I usually ask the question ‘Hey, I have guests from Israel, what should I pay attention to?’ and the colleagues are there. But again, there was
learning from mistakes.” she says.
Among the important lessons she learned while doing this job, Diana singles out the following: never lie to a guest,
describe the destination with all its advantages and disadvantages, and do the same with accommodation facilities,
and always have a smile on your face.
Tour leaders must be educated, accommodating, resourceful and cheerful, she adds.
Diana also shared her plans for the future with us.
“I am trying now to work on programs for binding three countries. I think that rural, eco, and adventure tourism are
the future of the Balkans. I work closely with specialized agencies for adventurism, and I always choose experienced
mountain guides. I love work, I demand responsibility, and I pay attention to details. Some would say that I am a
nitpicker, but I would disagree with that. Let’s say you have a group for ten days. If you don’t make a menu, guests will
eat more or less the same every day. This job loves details, and to be able to satisfy a guest, you have to pay attention
to it.”, she points out.
Also, I would not recommend anyone to do everything by themselves: “I am always for - everyone knows their job
best. That avoids many problems.”
When it comes to digital tools, she believes that everything is essential, especially today. “Before, the catalog was
enough. Reservations were made via telegram, then by fax, and now by e-mail. Everything is progressing. I don’t print
the catalog anymore. Now I put everything on the site. Advertising is vital in every business, maybe even more in
tourism, and education on digital tools is beneficial. That’s why I say, “the internet is a great TV where you can
see and find everything, and what you don’t know, Google knows.”

RESKILLING
New skill = New possibility
Tourism has proven to be highly vulnerable due to the coronavirus pandemic. There are
data that this branch will lose a certain percentage of quality workforce, and these are
often people who know at least two or three foreign languages. These people are unlikely
to return to that niche. But what could they do next?

We should not neglect the generation change factor, therefore training young people for work
and raising their business capacities, but at the same time supporting those who have been in
business for a long time and have the energy to learn new skills and keep pace with the market
transformation dynamics.

In general, we all know what a career looks like today, that it is not exactly a straight
line and that we change jobs a lot, and more and more often our profession. Digital
tools also perfectly fit into this story precisely because they are becoming an
integral part of a CV and modern literacy. Trends, for instance, show that members
of Generation Z (born from the mid-1990s to the 20210s) will change up to seven
careers during their working life.

By opening opportunities in the world of digital tools through workshops and academies, we have given
participants additional value at the individual level related to their career development or potential retraining.
This is how entrepreneurship develops. If entrepreneurs decide to expand their business into another area, they
can acquire skills through this program, and those skills will be absolutely applicable in this endeavor to any other
close area. The skills of meeting users, marketing and communication, ICT tools, and analytics readings have principles
and methodology applicable to other areas. Tourism, for example, is closely related to catering, management, sales. The
knowledge gained through this program will enable many to find solutions more efficiently and respond to challenges, whatever
they may be. In this way, we helped someone individually develop their career and interest in increasing employability and
competitiveness in the market.

IMPRESSIONS AND
PLANS FOR THE FUTURE
Participants who successfully completed the program received digital
certificates, and the condition for that was active participation in all three
days of the Academy.
We were interested, of course, in how much everything we did together in
the past months affected them and their way of doing business.

About academies
Our students assessed that the academies brought them new knowledge and ideas, valuable
information that shortened the work process and opened up perspectives on the possibilities of
digital marketing. Over 93% of participants stated in the evaluation that the Academy itself and each
module individually were helpful and applicable to their work.
For some, the lectures gave guidelines for starting a business. For others, they helped them analyze
the current state of their business. Some singled out working in small groups, exchanging experiences,
providing concrete examples from practice, and the opportunity to meet new people in the industry
they are engaged in.
“It meant a lot to me that I was in contact with other colleagues from the same field of work, who
also applied for the Academy to improve their digital knowledge and help their work,” one of the
participants wrote to us. She added that she received a lot of useful information and marketing tips,
which now mean a lot to her when creating posts and targeting users, and that it helps her make
progress in further digital work.
“I did not feel lonely in this bad situation for tourism, both because of colleagues who also applied
for the Academy and wonderful lecturers. They really were relaxed, honest, and willing to help in this
situation utterly “, wrote another.

About innovations
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Marina Šćepanović from the Congress Travel agency from Montenegro decided to participate in
the digital Academy to refresh her knowledge in digital marketing. Lectures on creating content on
social networks and website analysis were especially useful. We have already successfully used a
couple of tricks I learned at the Academy when posting on social networks for our agency.
We have dealt in detail with the website analysis, and we have identified a couple of
segments that we want to improve in the future.
Maja Mladenović from Barcino tours Barcino tours travel agency from
Serbia points out that one of the most significant benefits is that she learned
how important it is to have a good website. “First of all, we will change
the way we think; that is what we realized we need the most, and
indeed the internet presence is significant to us. We will also try
to replace all photos that were not good.”, she said.
For Miodraga Lekovića, the owner of the family
winery Garnet from Montenegro, a new challenge
is to use the website and analytics. “I think that
the last module will benefit me the most, and
I have already taken some measures to
improve the website and use it in my
marketing.” - he said.

We were also interested in what they have changed in their
business from the end of the Academy until today.
One of the participants selected the platforms she uses. The
other, as she wrote to us, changed her approach to business.
“I look at all the activities that are necessary for better business
differently. I research, plan, and believe more in myself and in the
path I set out on after listening to the Academy.”

Some have started using more different tools. “I created an Instagram profile, a Google business
profile, improved the Facebook page, that is posts on the FB page. I’m working on my website.”
Some have adopted new ideas for future investment. Others feel they now have a better
understanding of clients’ needs. Due to technical and financial reasons, there are also those who
have not changed the way of doing business much but state that they now know what needs to be
done in the future. There are also examples of recognizing the importance of digital tools and hiring
marketing agencies to improve the business further.
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One of the participants, Amela Bubalo from the Visit Konjic travel agency, specializing in
outdoor activities in BiH, points out that the Academy encouraged her to think differently and
discover a more innovative approach to her brand. “Thanks to the acquired knowledge about
branding and marketing, we strive to progress, and especially to follow digital trends in this
challenging time for tourism,” she said.

“We are starting and continuing to work normally, promoting new services along the way,” one participant
wrote. It is announced that we will return to regular work in terms of working hours and office work
(therefore, there is no more work from home), renew our contacts and contracts with clients and continue
our cooperation.

About strategies for the summer
Of course, the question of all questions is - What is their business
strategy for summer with the borders now slowly opening and many
planning a vacation abroad?
The answers we got from them were optimistic.
“We rely on specialization (uniqueness) in programs and offers for
our region. We want to position ourselves as a unique destination
agency with which the guest has a service that he does not have with
another.”, stated one participant, while the other has the ambition
“to make all tourists fall in love with Serbia.”

Some opted for geographically targeted offerings, last-minute discounts, and long-time rental prices where
possible.
Some are planning the regular publication of adequate content for a specific target group of tourists; others
the promotion through e-mail marketing and phone calls.
Some have started creating a website for online reservations, and until that is completed, they will work on
the promotion of accommodation on social networks. Some already have many guests, but they invest energy
in creating a website they have been working on for a long time. In the absence of tourism fairs, there are also
those who will reach new guests through social networks.
You can see more about the project, as well as the impressions of lecturers and participants in
the academies in this video: https://www.youtube.com/watch?v=u9q-5SDuPtU&t=17s
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CONCLUSION
Bravely and strategically into new ventures
We started this journey with the desire to minimize the consequences caused by the coronavirus pandemic in
the tourism sector, which in that situation turned out to be one of the most affected branches of the economy.
Everyone needs help, but we were guided by the fact that in the past months, the owners of small and medium
enterprises (SMEs) found themselves in the most challenging situation, some of whom were on the verge of
closing their business, and some were unfortunately forced to “drop the curtain.”
The research we conducted and the applications of participants to Digital Academies helped us detect their
objective needs and organize meaningful lectures. During the lectures, our lecturers, in addition to the basics,
instructed them in the digital tools business policy. And during the academies, they provided useful knowledge
and skills, where in addition to mentoring, they created their own new strategy tailored to their needs,
circumstances, and clients.
The number of views of lectures from our workshops posted on Youtube is the best evidence of how useful
the lectures proved to be. By mid-May 2021, more than 3,500 views have been registered, and we believe
that number will grow. We are proud that we have created quality educational material and motivated SME
representatives to improve their knowledge and boldly swim for new horizons.
We provided them a wide range of digital tools and instructions on how to use them and, along with key
advice - don’t have everything because no profile will be perfect that way. It is important to us that
we helped them make an adequate choice because the specifics of each network are different and,
therefore, their users.

One of the imperatives was to adapt to the circumstances caused
by the COVID-19 pandemic. We are proud that the virus failed to
“steal” the project. In fact - it gave it quality and efficiency. Digital
Academies were realized in an online format through the Zoom
platform, enabling safe participation for all interested parties under
epidemiological measures. I also enabled more efficient lectures and
the possibility of creating smaller groups for easier mentoring.

The research we conducted showed us that the awareness of digital transformation (DT) has
dramatically increased compared to a couple of years ago and that between 70% and 80% of
companies in all markets see multiple benefits of digital tools for tourists.
Hence, when everything is summed up, we believe that we have managed to raise an important
topic: to encourage SME representatives to turn (more) to digital tools, use them wisely, and with
their help transform their business despite various challenges.
We look forward to their successes.

ICT Hub is one of the first centers of tech business
and innovation in the region. It was founded in 2014
with the help of USAID Serbia. It rapidly established
itself as a system that provides its clients (individuals,
companies, professionals, and institutions) with relevant
knowledge,inspiration,assistance,and guidance through
the world of digital information and transformation.
ICT Hub cooperates with leading entities of various
industries in the Western Balkans: Societe Generale /
OTP,Vip mobile, Mtel (Montenegro and BiH), Delhaize
Serbia, NIS, Philip Morris International, Direct Media,
Roche, KPMG, PwC, etc.

Digitalizuj.me - as the first and largest digital
community in Montenegro, Digitalizuj.me is a crucial
factor in the D-Tour project. Their experience and
innovative ideas that they have applied to clients such
as UNDP, East-West Management Institute, Coca-Cola
Hellenic, and Telenor Montenegro, will contribute to
this project to a great extent.

JSGuru - is a software company based in Banja Luka
that creates digital solutions for startups, innovative
technology companies, and corporations by providing
software development services, UI / UW design, and
AWS professional services. For years, the JSGuru team
has partnered with early-stage startups to launch
products and helped large companies create new and
innovative softwares.
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