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ABSTRAKT
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ABSTRACT

Tourism represents one of the industries that can help development of total economy of
one country. Attractions with tourism industries like culture, nature, events are becoming
more and more important every daywday people will travel a long distance in order to
participate in events they find interesting.

Sarajevo represents city with very favorable geographical position and many tourist activ

ties that can lead to its development.

In order for tourism industr§o succeed in city it should be understood as a-teng po-
ject. This thesis is written iarder to define how tourism industry is working in Sarajevo

and to analyze and suggest project for its improvement.

Fact is that Sarajevo is struggling with intties where money is much more invested than

in tourism, thereby neglecting potential that tourism sector can offer.

Having so many cultural and natural resources, Sarajevo should definitely start to create
various projects for its tourism sector in oréese it in a right way and to presentipos

tive picture about itself in world.

Keywords: Tourism, Tourism marketing, tourism association of Sarajevo, marketirtg stra

egy, cultural and natural resources.
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INTRODUCTION

Tourism as an industry today is one of the most developed industries. Today there is a

great number of countries that their developmenaget on tourism.

It represents a sector that can easily support economic growth of country but as well that
can lead country to doom if tourism is main industry in it. Most of the touristic places are
dependent on nature, like weather if tourist destmais dependent on time whethensu

mer or winter is.

Going back 50 years tourism was not so well developed because of accessibility af destin

tions, because of lack of information about touristic places, lack of promotion, etc. Today
if country, city or dstination has potential to make revenue based on touristic offer it can

provide, it is almost sure that it will be promoted through world.

Tourists on the other hand have great number of information disposable about destinations,
as well as previous experice of their friends or they could even hear about some aestin

tion from other people (viral marketing).

What is characteristic for B&H is that its tourism is mainly about natural and culasral r
sources. B&H and its capital city Sarajevo had rough histart as well very mixed hist

ry starting from lllyrian age, Roman, Ottoman Empire, Austtngarian era, after that
Yugoslavia, 2 World wars and finally breakdown of Yugoslavia on 6 pieces at 1992. Base
on this history of B&H it is easy to conclude thlagre are many cultural things to be seen

it, especially in Sarajevo as a city that was very important cultural and administrative city

through all these years.

Main goal of this thesis is to present current situation in Sarajevo regarding tourism and to

present project that could lead to increasing touristic attractiveness of Sarajevo.

Thesis is split into three parts: theoretical, analytical and suggested project. First part of
thesis is mainly focused on theory about tourism, influence of marketingrisrg tools

used in tourism as well. Concerning second part or analytical one it has several phases
where first starts with introducing Sarajevo, presenting SWOT and PEST analysis, current
situation regarding tourists visiting, as well markets that shbaldargeted as potential
visitors. Second phase of second part of thesis is connected with comparing Sarajevo as a
touristic destination with several capital cities in Europe. Of course | took the one that are

mainly most visited nowadays and it shouldiddeen into consideration that those cities are
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much larger and have much bigger population than Sarajevo. Despite that | think they are

still competition to each other.

Third part of thesis is based on suggested project and activities that shouldémaentpld
in order to achieve greater number of tourists. As well, of great importance was to try to
make cost, time and risk analysis for that project.
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1 TOURI SM

Tourism is the temporary sheterm movement of people to destinatioosside the places
where they normally live and work, and activities during their stay at these destinations; it
includes movement for all purposes, as well as day visits or excur@twikway, 2009).
Tourismcan be defined as set of activities wherespe travels and stays in places that are
founded outside of their normal asual environrant. According to Middleton (2009ix

does not havéo be longer than one consecutive year whether word is about holiday, bus
ness or any other purpodecan be ao seen as market that shows demand of customers
for products and the supply of specific services by different organizatidfectively
managed, tourism can play an important role in more sustainable developments at visited
destinations; tourism is alsof interest because of its ubiquitous nat(veddleton, 2001).

There are very few regions of the modern wavltere tourism and the contribution of the
visitor economy t arelevart ¢omsieleration and travel extendsato adl  n «
parts ofmost countriesAccording to(Bonita (2006) there are three main social changes
that influenced tourism in modern age and thoseteaasportation system, way ofroe
munication (technology) and amount of income that touristAlas. there are some nag

tive effects of travel and tourism that can be seen in a way of great use of energ and w
ter, CO2 emissions, global warning dbavid and Laurg2010)explaintwo types oftour-
iststhatcountries are paying attention:

1. International tourists representcountries which they areisiting but not living in it.

Main reason why they visit those countries is because of tourism pulpesealso repe-

sent main source of money in tourism sector for government because comparing them with
home tourists they spdnmuch more money, they are helping to balance of payments
through foreign currency, et¢David, Laura, 2010As well one advantage is thatig

much eai®er to measure visits of international tourists that domestic one.

2. Domestic tourismis considerd as people, visitors that are visiting some destinations
inside their own country as well as for travelling within country for specific tourism pu
poses. Talking about domestic tourism there are two categories of domestic tourists: the

one staying for loger period as well the one that stays only during the day

Candelaand Figini(2012), define tourist as a person that spends 24h in a country that is
not the one where he lives or an individual that spends time on a place that is not place of

its residene.
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1.1 Marketing tourism

Concept of Marketing Tourism can be connected with great number of social as well as
business changes that apeawith introduction and evolution ahdustry. Why is indus-

try important to define tourism marketing®r a simpleeason, with its appearancelus-

try brought great need for travel and holidays even in early stages as workers felt their need
for relaxation and resting after long day of wotkotler (2010) explains that whole travel
industry has impact on tourism mating. For example, guests often purchase travet-insu
ances that is arranged by wholesalers and offered through tourist agents.

Tourism marketing can be as well defined as effective promotional strategy that is used by
tourist destination in order to atttagreat number of visitors. What is important to say is
thatwhether or nots word about vacation resort, city, some special event or an oaganiz
tion that is depending on tourists, all of them require some sort of prepecific marke

ing strategy in aler to beat competition and attract tourists. It can be done through:

1.1.1 Research

In order for tourism marketing to be effective it has to start vatearchabout what are

the current tourism trends, what do tourists want, their wishes, their needs} iargvtizey

really interested and on what do they want to spend their money. When this is done and
when destination is determined after that it has to be detednby the tourist organization

how to meet and satisfy those neeBaines, Fill and Page (2018efine marketing a-

search as a process undertaken in order to define characteristics of tourism place and its
characteristics such as (demand, market share of tourists, tourist characteristics) where
marketing research is done in order to understandnwharketing strategy should tourism

organization implement in order to achieve greater number of tourists.

Effective tourism planning, development and marketing depend on having good info
mation and the thoughtful informed analysis of data and evaluaftiatternatives. (Robr
son, Luck and Smith, 2013)

1.1.2 Target Markets

For better understandingot allof thepeople like same destination, tourist destination are
made to satisfy all people, they are not made to market @eespn because if they are
made fo everyone then message is getting lost or diluted and it does not work as it should,
it loses its meaningBy segmenting market on particular paftsrget marketing) allows



TBU i n ZltydfManagement and Economics 16

making eficient tourism marketing plan about which I will tell more on next paghis is
done by making research and information about past visitors and based on these info

mationfuture markets are determined.

1.1.3 Advertising

Once a destination is chosen and for which tourism marketing plan should be made and for
whom to be made, it mat determine what it can afford to spend on advertising. There are
different sources of money for adtising. One ofthe biggest money sourcase coming

from government entities. Let say if a country that GDP is dependent on tourism as (Cro
tia), governnent will gladly invest significant amount of money in its tourism (to advertise

its product) If it is word about other business advertising is considerenves heading

cost of business. As well some places on earth are advertised for free throughTiviedia,

travel programs because of their natural beauty.

1.1.4 Internet

One view of advertising is through internet. As more and more people are relyingren Inte
net for information it is easy for company or city to be advertiSéanp (2013), explains
that internetoday is one of the best way for communication and information proveder b

cause of its versatility and superiority when targeting tourists.

1.1.5 Tourism Bureaus

Tourist information centers, convention and visitors bureaus are generally the primary
tourism maketers in their areadlain purpose and activities they offer are encouragem
visitation by tourists tsomelocal operators (accommodations, tours and attractions) and
to try to persuade thenotstay longer inside the region (Holloway, Humphreys aad D
vidson, 2009).

Efforts tourism bureaus do include different activities as: operating and sustaining official
tourism website for specific region or city, launching some festivals or events that are a
tractive to tourists, leading media tours, planninggdar some groups of people, adverti

ing area, attending events, shows, travels. These efforts are funded by hotel taxes and they
are known as "BED TAX".
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2 MARKETI NG I N TOURI SM

Important thing that every leader or tougsganizatiornas to know is whéer or nothe is

running city, park, business organization or whole countrg leerjudttsit and hope for
people to visit it. In order to maintain or develop tourism in that placeheh#s country,

city, organization leader has to figure out and mambeific marketing strategy or matke
ing tourism plan(Tourism Marketing, 2012)It is simple likethat; no one will visit you

unless they know who you are. Ways through marketing influences tourism.

1. Raising awarenes

The way how can marketing be used isbtong customers attention to some city, state,
organization or whatever thing is marketed. For example if we speak about some unique
parts of B&H that is rarely mentioned like monuments. Alternatively, the area you are

marketing may have a limited periotcbmotion going on that can attract people.

2. Motivating tourists

When tourist hears about city or park or state todkstinations the one that has to o
vince customer to go visit that place. In that case marketing is the thing that helps customer

to receive what he wants.

3. Promoting Image
For some people specific countries have a positive image, while for others their image is
negative or expired. Peopleat can control and make a clever marketing can also manip
late with tourists in a way how they see that country, as well clever marketing aan infl
ence their perception. For example when country is a host of Olympic games people can be

persuaded to visthat city in time after Olympic games are over.

4. Convincing Consumers Of Hospitality

For consumerd is very important to look for certain qualities when time comes to buy
some product. For example people that are buying cars some people are givingloere

to safety then to other factors like speed, etc. When talking about tourism sector great
number of tourists will want high quality hospitality. Job for marketing in this sector is to
show tourists that they can provide the standard tourists demand.
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In order to attract more visitors cities look for creative and effective ways to let tourists

know what do they offer. Questions that should be answered:

What Should Tourism Marketing Include?

For effecient and effective tourism marketing to be it hasricegeurists.

What is the Point of Tourism Marketing?

Point of tourism marketing is to promote city, region, state in fair and honest manner.
Things to Consider When Creating a Campaign

Through creating a campaing it is desirable to emphasize the pacisy,00f course
without making any lofty promises for tourists.

How Does One Measure its Succ@ss

Success is measured in a way that people that live in the city have benefits as well as

tourists.
Trawel organirers  Destinafi on onganizafians
Trawal a-rmediades Hatonal fowuris! offces
Tour aparadans Ragional fouri=st offcss
Trawal agarnis Local toudsi offioes
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l\\rm!:l/
Mark ot desmand Produsct = umpd v
[ '|¢|1:|¢|5-'_|"-'_|'lg mj (ol clasimaSons)
_ Anivims
¥ i“;_ AdiracEons
ey visiions '_I"-l:_r'-ﬂ =
. Eveni=
I e ol o i O b Tl

Tran=partafon
e
ga ]

Trans port infrastrucune
and physical acoe=zs to
destinations

Figure 1: Importance ofmarketing in tourisngKotler, Bowen and Makens, 2009)
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This picture shows relations between demand and supply in tourism in which is shown the

importance of marketing in travel and tourism.

2.1 Factors affecting marketing in tourism

Tourism marketing is mostly used by travel companies, by destinators by suppliers in order
to motivate and encourage people to visit specific plagesording to Mccabe (2014)
factos that has most effect in travel and tourism is economy, which also depdn

different number of factors ranging from man to natural factors. Those factors include:

Events

When particular destination has some specific event that is happening for example if its
word about some festival, some music concert, holiday marketttheel marketing is
ratchededPositive thing is that if the word is about that special event there is fonwnof
costing marketingwhich represents media attention, local hospitality industry and global
focus on destinationOn the other hand there Baid marketingwhich serves for
maximizing return on investmemiirough idea that is proccessed about big event that is

happening.

Seasons

Seasons as factors influence tourists destination by changing. For example all tourist
destinations together with tineproduct have at least one high and one low season.
Logically low season means lower rates, low money flow, cheaper flights as well as low
interest in that destination. Contrary high season refers to expensier flights, accomodations,
higher interest inhat tourist destination overall. Because of that great number of tourist
suppliers and organization will try to make and adapt their marketing plans for high
seasonln this way season as factor effects amount of marketing that will take place during

eachseason.

Currency Rates

The marketing is as well directly affected by by fluctuations that are happening on daily
basis. Marketing will be reduced if country suffer losses from fluctuations as well, it will

be in creased in order to revitalize market.
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Devdopment

When city or specific region or part of city is developing in order to attract and welcome
tourists, marketing campaing is made and launched in order to announce that that
destination is ready for tourists as well to introduce that destinatioorid stage. Dubai

is example for this factor.

Government Support

When speaking about tourism boards and tourism marketing campaing it is important to
notify that in great number of cases they are funded by government. Thereby in cases when
there is crisisn economy of country then the cut will feel tourism sector first. In this way

government support affects travel and tourism marketing.

Tourism Trends

Speaking about trends, its important to emphasize that trends are developing through years
and they dexibe what market is about and what is most interesting in makkearding

to Roland (2011)future tendsthat can beexpected in tourism are: city tourism, all
inclusive trips, cruise trips, mountain and hiking, &ig thing is that trends are made by

media and great number of tourism surveys.

2.2 Tourism promotion

When comparing other industries and tourism one, it is important to say that tourism
industry is differentiating from others because instead of selling product tourism suppliers
are selling plae and all things that are connected with that pla@eoper (2012) explains

that promotion does not only means informing the tourist about destination but also
persuading, reminding and communicating with him. As well, promotion in tourism
marketing is onnected witlpricing strategy because it can't stand al®ken promoting

a place, city or region promoter always has to have in his mind that he is competing with
entire world, which means that that high level of competition demands great level of
creatvity as well as unique approach. For successfull promotion, marketing is important
thing because through marketing image of place, region is crg&bkxv and Baack,
2012).
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Partnerships

Partnerships are very usefull in promotion of a place, region @tyaThey help with
expanding the audience for promoted place. Through partnership tourist suppliers don't
need to create a base of followers, they just need to make a relations with a partners that
already have a great number of followers such as woidavk airlines, travel agencies etc.
After that granting that agency some special deals, promotions etc will give those tourist
suppliers world customer bas®innie (2011), explains that partnershisp are very
important for branding a city as a place teelin. In order for city to attract as many tourist

as possible partnerships between cities must be strong and based eterriong
commitments as well trust. Fyall (2011), defines strategic alliances especially those on
international scale as one of the imat factors for tourism promotion through dealing
with globalisation, increasing economic power as well as keeping with changes of

technology.

Trade Shows

Trade showsllows destination to become well known to all tourists and tourism suppliers

in specific region or area. Whether tourism suppliers organize their ownt trade show or
they attend some other global it still helps a lot for destinatiohecome famous and
attractive (Raju, 2009Main goal of tade showss that they are connecting every aspe
concerned in tourism sector on one place and thereby helps with interaction, deals, meeting
and organizing new future plans. Of course trade shows can not pass by without media,
journalists which also helps destination to become attractive to custaroarsl world.

Sponsorships

There are lot of different versions of sponsorships from local parades to state events,

national events. Each of them has its own characteristics and target audience, benefits.
Televised events have the extra benefit of local and sometimes national media coverage, a
factor thatmultiplies potential advertising reach significantly. It also tends to increase the

cost of the sponsorship
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23 8P06s in Tourism Marketing

Tourism markefig is different because the customer purchases a series of services, but is
left with very little concrete value at the completion of his trip. As a result, the marketing
initiatives have to emphasize the value of the memories, make the collection oéservi
easily accessible and add value through additional programming and other factors. A key
challenge is to convince potential customers that the item they are purchasing provides
good value for the price, and that the services will be as described audeskp

Table 1: 8Ps in Tourism marketing

Product The product represents the collection of services that have feature

benefits Accommodation, attraction, transportation, recreation, sh

ping

Price Every price has to match product, but good marketing makes the

seem more attractiv€ost, demand, competition, duration, destinatig

Promotion Details about price and produdCharacteristic of promotion is methg

of communicatingnformation abouprice, product and cost of operato

Place Is destination where customer buys collection of sesviomvel agents

tour operators, transport

People Represents key for transaction to be sastid Operator has to be we
educaed for sale to be don€ontact with people may be high, low

medium.

Process Providing best deals to customers after understanding their req
ments. Guides about monuments, history, locationsslebeild be qual
tative.

Programming | Adding value to ordinary product and distinguishing it frothers

Partnership Partnership is a reality for most tourism specific businesses. Rar

ships with airlines, bus companies, tour providers, travel agent
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RODUCT COMPONENMHE I TY

Five maincomponentshatcity canoffer to touristsare:

o bk~ 0N PE

Destinationattractionsandenvironment
Destinationfacilities andservices
Accessibilityof destination

Imagesof destination

Priceto tourists

3.1 Destination attractions and environment

Accordingto Charles(2009) attractionsthat define tourist choiceand behaviorinside the

destinatiorare:

T

T
T
T
T

Natural attractions: caninclude various beachesmountains,wild life, flora and
faunaandall otherfactorsthatareincludedin naturalresources.

Built attractions: caninclude monumentshistorical buildings, parks,golf courts,
tourisminfrastructuresetc

Cultural attractions: music and theatreentertainmentreligion, different culture, ,
museumshistoryof people
Socialattractions:theway thathostslive, theirlanguageaswell astheir behaviour.
Eventsfestivals,megaeventdradeandsportevents,

Recreationgolf, tennis,hiking, snowactivities,biking

Entertainmentcasinoscinemasshoppingacilities,amusemenparks

When combineall of theseaspectgepresensomethingthatis called Environment(Mid-

dleton,

Fyall andMorgan,2009)

Otherimportantmeaningis Capacity.Capacityrepresentshe numberof touriststhatvisit

the environmenton normal day with normalrangeof activities without damagingits ele-

mentsanddecreasingttractivenessf environment.

Todaygreatnumberof businesss makingplanswithout takinginto consideratiorof qual-

ty of environment&ndcapacity.
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3.2 Destination facilities and services

Destination facilities and servicespresent components which are located within destin
tion or are linked to it, thereby helping tourists to stay arjdyeattractions destination

offers.

i Accomodation unitshotels, farms, guesthouses, camps, caravan parks,etc

i Restaurants, bars and coffe shofpem fastfood to luxury restaurants

u  Transport to the destinatiotaxi, rent a car, coaches

U Sports, interest, adweéure activity:ski schools, golf clubs, centre for nature studies,
sailing schools

u Retall outletsshops, travel agents, souvenir shops

i Other servicesinformation services, rent of equipment

Someof theseelementscan be confusing.Sometimeghey might be the main reasonfor
touristto visit destinationfFor examplemainreasorfor visiting someplaceis to learngolf

or to learnskiing.

3.3 Accessibility of destination

Representsransportfor visitors thatis determinedoy costof it, speedand conveniencet
offersto tourists.It includes:

Infrastructure:considersnfrastructureof carroads airports,railways
Equipmentsize,speedandrangeof publictransport

Operationalfactors: prices,frequencyof services

< < < <

Governmentegulations:regulatorybodiesinfluencingpricesof public transport

3.4 Images and perceptions of destination

Attitudesandimagesvisitor hastowardits destinatioralwaysinfluencehis choicewhether

to visit it or not. Theyareoneof the mostpowerfulmotivators.

3.5 Price to the tourist

Whenvisiting destination price is one of the main factorsthatinfluenceuvisitor. It repre-

sentscostof travelingto the destinationacconmodationsaswell rangeof activities.Larry
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(2006) explainsimportanceof pricing in tourism especiallyin cultural and natural re-

sources.

Table 2: Tourism motivation factors (Robinson, Luc, and Smith, 2013)

Pushfactors Pull factors

Working hours Climate

Seekingime with family Accommodatiorchoice
Yearningfor asensenf nostalgia Heritage

Climate Local culture

Boredom Foodandbeverages

A desireto learnaboutnewplaces Nightlife

A desireto change Seaandsand
Seekingrestandrelaxation Attractions

Table 3: Traditional marketing process VS marketing process for cities

Traditional Marketing Process Procesdor Marketing citiesand towns
Analysisof ExternalEnvironment Analysisof ExternalEnvironment
Selectingatargetconsumesegment Productanalysis

Choosingaproduct Selectionof consumesegmento target
Decidingon price anddistribution Productpackingandbranding
Planningfor promotionmix Developingthe messagandpromotion

Evaluatingtheresults Evaluatingtheresults
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Figure 2: The tourism phenomenon (Goeldner, Ritchie, 2009)

3.6 Events
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Costscan be seen in tourists weighting costs against benefits he gains like invested time,

effort, money in exchange for fun, activities, pleasure positive experience.

Conveniencas made of his time involved in travelling, different barriers such as language,

accessibility to attractions he desire like (beaches, mountains, etc.) and sort of special

needs in case of disabled people, elderly, children, etc.)
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Timelinessis made of factors that represent risk for travelling: different kind of distur

ances, politial and currency instability, safety of tourist.

(Kotler, Bowen and Makens, 2010) explains that events are one of the two main strategies
used by tourist destinations to attract customers beside other attractions. Organizations
responsible for organizing emts and their promotion are tourism organizations (associ

tions), ministres of tourism, tourism bureaus.

According to (Kotler, Bowen and Makens, 2010) in order to successfully organize and

promote event organizations has to have next characteristics:

1 Adequate organization skills and experience to plan an event, organize and promote
1 Specific marketing plan that includes which markets are targeted

1 Number or quantitative objective concerning how many visitors will come

1 Method or application that will finallycount how many visitors actually has

attended event

Some of the important characteristics that events should have according to (Kotler, Bowen
and Makens, 2014) are:

They must attract minimum number of tourists

They should be organized in future as welhtinuosly, annualy or serannualy
Events should not create any type of destruction of public and private properties
Events should have partnership with local companies such as food delivers,etc

They should be supported by local people

=2 =4 A A4 A4

Workers from localplace should be employeed if it is word about -ane

payment

MICE (Meetings, Incentives, Conferences and Everasg also an important subsector of
visitords attractions. All four catewgori e:
ever, in thecontext of this volume meetings, incentives and conferences are seen as part of
business travel and subsequently not discussed any further except to recognize that this
activity can stimulate future inward investment as business people see the attracdons
destination while travelling on business or to attend a conferendgbition orincentive

and then return to establish business operations tfRRobinson, Luck and Smith, 2013).
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Concept
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* Event Brief & Proposal
* Stakeholders

* Dates

* Venue

« Costs

Evaluation Research

» Event Evaluation * Market
* FeedbacRk » Competitors

Implementation

* Operations
* Running of the event

» Marketing
* Logistics/Operations

Figure 3: Simple process of event plangifEvent concept planning, 2012)

In figure above there are shown 5 steps that are depending one on another:

1. Concept Planning
Research
Strategic Planning

Implemetation

ok~ 0D

Evaluation
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4 MARKETI NG STRATEGDES AND MGBGARARKETI N

4.1 Marketing strategies

Whenspeaking about marketing strategies in tourism, it is important to notify that succes
ful marketing strategies is completed when is reached awareness of destination that is pr
moted. In order to achieve long term success and profit it is important toangdee ma-

keting strategy for city. If strategy is good visits are repeated. Marketing strategies used in

tourism are:
1. Promotions

Promotions are used in order to attract new tourists to visit destination and to keep already
existing tourists. Promotionsan include offering group discounts, special coupons, off
season prices in order to attract tourists to spend their time, holidays on destination that is
offered. Promotion of destination can be combined with promotion of other attractions in
order to crate grear package of attractiveness for tourists. As waliristic organization

can give some discount to achieve larger number of visitors. For example if the word is
about a small tourist city, promotion could be done with small busses, cars, museums
parks or any other attraction in order to provide package discounts. One more example of
promotion is giving one free activities for one bought or half price activity. Discounts can

lead to a positiveumber of visits, and choosing a destination overpmiitors
2. Experiene@

Second strategy used for attracting tourists is Experience or targeting tourists based on
their previous vacations. Through this strategy different activities should be offered for
visitors who desire for learning experience, shoppiagnily relationships, relaxations etc

Of course there shadilnot be any segmentatiah experience. Greater number of tourists
brings greater number of visions of their holidays. That is why creation of more experience
is better for tourisbrganizationOne good thing that can be done for destination is to place
experience on website of destinatidm.order for this strategy to be maximized it ms-i

portant to offer customized activities.
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4.2 Marketing tools in tourism

Marketingtoolswhich areoftenusedin tourismare:

Internet

Internet can have some positive and negative sides in tourism pror{Bébey, 2011)
Problem of internet is that everyone knows how to use it, which means that not only we
have advantage as tour@ganizatiorbut all of the competition has it. For tourisrgan-
zationto be successful it is very important to have its own website. Of course organization
should not expect that internet will bring instarofit or any fame to it. It can be called as

a "prerequsite for success" of an organization. As well tourist organization should-ot f

cus only on a website but also other social networks like Link&cebook or Twitter.

Airline Magazines

Second tool that is used in tourism is called "Airline Magazihetorks very simple. An
organzation putsanad in an airlinanagazine in order to achieve as manowristsas p@-

sible. People whaften travel will be more interested in visiting tourist destination than
normal person. With internet they are one @ mhost popular advertising tools that is used

in tourism today. Ads can include discounts as well or some special offers for tourists.
Clow (2012) explains some of the advantage of magazines such as: targeted audience, long
life, market segmentation, readithem during leisure time) as well as some disadvantages

(high costs, no flexibility, decline in readingnd biglevel of clutter).

Viral Marketing

Viral marketingrepresents a way of other people telling story about organization instead of
organization. lis one ofthe most exciting and powerful ways to reacldienceToday it

is very popular and used in touristhrepresents advertising of touristic destion, place

and cityin for example casual conversation. Viral marketing as well can be in view of
books, of games, of pictures, video clips, &wotler (2014) defines two major functions of

viral marketing:

1. Pushing message by people to others
2. Pushing messagey people most of the time to persons that they know

asking them to push it to people they know.
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4.3 Marketing plan in tourism

Tourism industry is one of the industries tlaa¢ changing very fast over time andnco
stantly as well, especially in this new Agélwpeople booking tours and hostels over the
internet. According to Fyall, Fletcher, Gilbert and Wanhill (2018urism destination
should focus on getting people to their destinations thereby making accurate marketing

plan that will provide best services and activities that that place can offer.
Know customer

First important thing for marketing plan to be successful is to knowthwdourists that
are visiting destination af@ykiel, Jascolt, 2011For that to be known, touriassociation
need to make survey for example to realize from where are those tourists coming; it is i
portant to know their demographic. Doing that, it igam easier for destination to realize

where is important to implement that marketing plan andggwessivelyvith it.
Set Specific Goals

After realizing who are the touristisat arevisiting destination next step is to set some-sp
cific goals to be ackvedthroughcertain period. For example, increase profit compared to
previous year by certain amount, attract more people imtidigeror focus on visitors that

are coming for history of the city only, etc.
Identify Travel Trends

Third thing that haso beemphasizeds travel trend. lis all about how well tourist assec
ationsknow market in which they work. They should pay attention whether is growing
number of people in adventure travel, how much is internet used for booking, what is the
age of peple that are biggest generator of revenue in tourism industry. By kndingg
information it is easy for tourismassociatiorto know on which action and activities to

focus and to invest in order to attract more tourists.
Spread the word

Final thingimportant in marketing plan is to know how to spread the word about aestin
tion, place or city. It is important to know whialechanism igjoing to be used for spre:a

ing the word and promotion of place. Mechanisms used for spreading the word are Inte
net, magazines, travel forums, social networks, TV ads, etc. Biggest marketing tool in this

case is positive experience of tourists that have visited destination.
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4.3.1 Marketing plan

Define objectives This point is important because without defining it orgation does

not know its purpose (Fletcher, Fyall, Gilbert and Wanhill, 20@)jectives should be
those goals that organization wants to achieve through creation of marketing plan. Easiest
example of defining goal in tourism industry is increase number dabrgsof place or
increase amount of money that is spent in place that is promoted.

SWOT analysis Second point that has to be emphasized is performing of SWOT analysis.
As | previously mentioned SWOT stands for Strengths, Weaknesses, Opportunities and
Threats. SW represents internal factors that could define position of destination on market
(natural wealth or lack of infrastructure). OT stands for external forces that organization
can not influence. In tourism it could be recession that can be causere&sieag tourist

visits.

City profile. It represents all features and activities city can provide for tourists. For
example city offers some attractions, riveea,mountains, water parks, restaurants, coffe
shops, etc. All of these things should be included in city profile.

Identification of tourists. In order to know who are the tourists that are visiting specific
place it is important to make survey among thematTdurvey should contain ordinary
information about tourists such as their gender, age, income what do they like in the city,
what do they do not likéAlso good thing can be to segment market on nichas.

Defining objectives for nichas Fifth step could belefining objectives for each of those
nichas.

Marketing strategies. Six step represents creating specific marketing strategy for each of
those segments. For example it refers to finding most suitable media for segements. Is it
going to be through radio fgeople that are near city or through magazines and brochures
for people that live outside of city.

Implementation of marketing strategies This steps reffers to giving specific marketing
tasks to operation level and determining who these tasks shoekkbuted.

Budget Represents the amount of money that tourist destinators wants to spend in order to
attract more tourists. It is important to include indirect expenses that will definitely occur.
Evaluation. At the end of all marketing plans comes evaluation. It considers the amount of
money that is invested in formulation and implementation of marketing plan and strategies

and differences between expected and realized goals.
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4.4 Effects of tourism

William (2005)explains that impact of tourism depends of several things such as: ¢téngth
stay, touristic arrangemeand wayof transport or profile of tourisffourism industry was

and will remain one of the biggest topics to debate on and its effects on econtenis Ef
that tourism industry has on economy are: Economic effects, Environmental, Sotial, Cu

tural and Political.
V Economic effects

Fletcher (2013) explains that there are positive and negative effects that tourism has
toward GDP, employment, earnings and investmétusitive economic effect of tou

ism can be viewed in profit that it gives to local or regional places. Negative isffect
seen in that by its developing tourism is also givingdfighoreorganizations to -

vide their ownservicedo area thereby takingreat amoundf money from that area.
V Environmental effects

From viewpoint of environmental effects tourism in mostiteéd cases is destroying
ecosystem but sometimes it is preventing the landscape such as mountains, seas, rivers

to stay untouched by industry.
V Cultural effects

Tourism has positivampacton culture in a way that tourists can learn many different
cultures hrough tourisnplus profit it provides to communityNegative impact can be
seen through pushing traditional cultures to modern world even thoughréhept yet
ready.As well David (2011) explains loss of resources and traditional livelihoods.

V Socialeffects

Tourism affects society by providing new flow of money to society. That new flow can
cause people to stop working normal job thereby becoming dependent of tourism

which inmost cases is not good thing.

V Political effects
Tourism industry is considered as a way to introduce people to discover their religion,
culture butin a placewhere there are extreme differences then it is better not to close

thatgap between people because it can cause an anger or rage.
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5 PROFILE OF CIHWOSARA

Sarajevo represents the capital city of Bosnia and Herzegovina. Sarajevo also represents
B&H administrative, cultural, educational and sport ce(@#ty of Sarajevo, 2014) Saa-

jevo as city is divided into four municiliiges: Old Town, Center, New Sarajevo and New
Town. When speaking about tourism it is the city in B&H that is most visited and that |

will show lateron.

5.1 History of Sarajevo

Data are showing that Sarajevo region was inhabited since Neolithic age. ldisRaR-

jevo can be divided into two parts: Old period of city Sarajevo and modern Sarajevo. In
Ottoman era Sarajevo was developing very fast and it represented biggest anch-most i
portant city on Balkan in that period espegidiecause of its marketplacggeat number

of mosques etc. Old period of this city has a great number of positive and negative things
that happen through its history. Sarajevo had a significant number of crises and wars
through itsexistencehat influence tourism in this city. lithk that most important histier

cal period about this city happen in period of 1:99®5. Before 1992 Sarajevo as B&H
whole was a part of former Yugoslavia. Former Yugoslavia was made by six countries:
B&H, Croatia, Serbia, Slovenia, Macedonia and Montemedn 1992 war started derrn-

tory of Yugoslavia thereby dividing into 6 new independent countries. In period9%%2

lot of innocent people died and this war represent a negative thing for tourism industry. Lot
of tourists that were on that date inttlpdace as well died which reflect negative mfo

mation about this city through world.

Nowadays Sarajevo is still repairing fromar that happensAlso when war ended it split

B&H into two entities:Republic of Srpskand Federation of B&H. This was dohg
agreement called "Dayton Agreement"”. Sarajevo is a part of Federation of B&H. Sarajevo
is not only awell-knowntouristic place in B&H it is also biggest city and the most deve

oped one when counting industries.
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5.2 Factors influencing tourism in Saajevo

When speaking about factors that could influence attraction of specific destination it is
imperative to say that those factors are not same for all destmati®ut for sure every
tourist has several common factors when deciding which destirtatigit. Factors | am

going to write below are the main one influencing attractiveness of Sarajevo.

5.2.1 Destination attractions and environment

First factor is culture and history. Today most of tourists are visiting places in order to find
and to learn more about different culture and history that that destinatiaffeart is the

most common factor influencing tourism of one destinationtu@a and history of city
Sarajevo is wide so | will try to narrow it and make it interesting for readers. Destination
attractions and environment include as | previously wnaterral attractions, built attra-

tions, cultural attractions and social attrachs.

Natural attractions of Sarajevo

When speaking about natural attractions of one destination it often includes beaehes, ri
ers, mountains, H8, wild life, caves, waterfallser anything that is special about that place
that human had no impaeh creating it. Sarajevo is city that is oriented towardritan-
tainsaround it and nature that is surroundingSarrajevo has one river called Miljacka that

flows through same center but it is polluted due to great number of population.

Through its histoy Sarajevo was always a touristic place. Mountains that are surrounding
Sarajevo had great impact on tourism especially during winter season. Moumahiaset
found near Sarajevoare Bj el agni c a, | gman and Jahorina

thesemountains is that in 1984 they were haxftd 4th winter Olympic game.

Bj e | aigfoundc2@km from Sarajevo on SotHast direction. The thing that is segara

i ng Bjelagnica from other mountains is it:
fordevel oping winter sports. Al so Bj elb-agnic
komir and Umoljani represent those two villages that have managed to survive for over
several hundred years. They also represenistaugattractionbecausé.ukomir repregnts

most populated village in Southeast of Europe. It is famous because of traditional man

women wearing as well traditional meals, dances.
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Figure4:Mount ai n (BFjedlaaggnniiccaa, 2014)

Igman is found on Southwest of Samj@ b or dering with Bjelagdgni
it was mountain made for ski jumpieigiring 1984 winter Olympic gam@élso onechara-

teristicis that it represents lowest peek of all mountains surrounding Sarajevo with highest
point 1502m called "Crni Vrh".

Third Mountainthat is important to mention and that plgrgat role during Olympic game

and still playing important role for tourism #arajevo as well in B&H is Jahorina.

Jahorina is very popular mountain for its outdoor activities such as skiing, hiking and

sledding. Also main role during Olymp&ameswas to host womealpineskiing events.

Beside these three main mountains that tsemtioned there is also one famous mountain
called Trebevil. That mountain is not use
usually people go with bikes in spring, summer. Mountains are not only used during the
winter season, they are touristlestinations during whole year. Lot of activities are-pr

vided on them such as various number of sports, mountain climbing, hiking etc.

When speaking about geographical position of city Sarajevo it is city surrounded by mou

tains but also has great numlbéplains.

River Miljacka is yet another factor that can influence tourism of city Sarajevo in near
future in a positive way. So far it only reflected negative impact of city. It originates from
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mix of two rivers Paljanska Miljacka and Morkanjska Miljackiarepresentsmall river

with longitude of38km.

It i s decorated with 18 bridges from whic

famous because next to it Franz Ferdinandagaassinateoly Gavrilo Princip.

Because of poor discharge andple who don't care about this river it is known for its

peculiar smell and brown filth water.
Other natural attractions tourists come to visit in Sarajevo are:

V River Rakitnica

V Waterfall "Skakavac"
V Bijambare Cave
\Y

Two lakes on mountain Treskavica

Built attractions

Built attractions can be viewed as people made attractions that tourists are coming to visit
such as mosques, monuments, historical buildings, churches, parks etc. Capital city of
Bosnia and Herzegovina has many built attractions to offer toutssts. Great number of
churches, magues, building, bridges, alejasd fountaingre all decorations to this beaut

ful city.

Mosqueswere part of Sarajevo through its development. They were built and destroyed in
war 9295. Some of them managed to\sue. Today most famous mosques from tourism
perspective are Galusr ev Bey' s Mosque, Tsar-Patha s qu e
Mosque. Beside these there are many more mosques in Sarajevo around 100.

Sarajevo as city through its history was a home of thesgle Bosnians Croatians and

Serbs as well as many other populations. Thereby today in Sarajevo mosques are not the
only historical buildings that exist and attract tourists, as well great numatiodlicand
Orthodox Churches can be found, SynagesggBeside these religious buildings Sarajevo is
decorated with great number of bridges, markets and buildings that have their historical

meaning.

One of the main reasons tourist visit Sarajevo is to visit the heart of old Sarajevo. It is
call ed Badl angiijsa bui |t i n 1462 by Ottomanr

fountain called Sebilj which represents the most recognizable symbol of Sarajevo.
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Figure 5. One of the most visited places in Sarajevo: Sebiljin hedtafg | ar gi | a

When speaking about culturattractivenessarajevo has plenty of them. As well great
number of tourists is coming to this country to miggtculture because here exiktee
types of cultureBosnians Serbian and Croatian. As well officiElnguagesn B&H are

these three.

But tourists are not coming to visit Sarajevo only because of its buildings, culturesand hi
tory they are also coming to try delicious kitchen that Sarajevo offers. It is world famous
food.
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Table 4: SWOT analysis of City Sarajeown source)

STRENGTHS

WEAKNESS

Vast geography (mountains, lakes &

plains)

Central position in  countries of Ex-

Yugoslavia

World fame (due to positive and negati

events)
Great number of historicahonuments,

Capital and largest urban city of B&H

Various food
Three culture at one city

Great number of special events during

year
OPPORTUNITIES
Developing city and new projects

Positive movements on side of touristie-(

mand

Improving the image of Sarajevo

New investments in city especially in teL
ism industry

Active membership in international assac

tions of cities

Inadequate and insufficient representat
of attractions for tourists (tours, culturalca

historicalmonuments, eventsjc

Weak

roads) because of war

infrastructure (railways, airport

Not well connected with other cities

Weak chances to find a job for foreigners

Lack of promotion and advertisement

city in the world
Non-existenceof City card
Not enough of hostels aqeensionsapacity

No connection with lowcost flights

THREATS
Competition from other destinations

Unstableeconomicand political situation ir

city and in countries surrounding it

Non-inclusion of all essential in total offe

of city

Inadequate regulation of traffic in city

Continuousthreat to green space due

construction projects




TBU i n ZltydfManagement and Economics 41

Increasingaccommodatiorcapacities Decreasing number of visitovgithin B&H

5.3.1 SWOT conclusion

Sarajevo as a city has a great numbestadngths that are not used in a proper way. All
these natural resources that it has should be used in a way to increase econonpe develo
ment for city. Mountains, lakes, nature and surrounding of Sarajevo are representing its
main strength as well an oppanity for various projects and investments. Of course it is of
imperative to mention that Sarajevo suffered war 18325 which caused one of the main
weaknesses that Sarajevo has teBaljtical instability. It world known that country or

city that has plitical instability will hardly position itself in world especially in tourism

sector.

My suggestion would be for Sarajevo to focus on its opportunities (different donations
from EU, UAE countries, investment projects in cultural and natural heritagjeqri g-

en to it and use the strengths (geographical position, various cultural and natural resources,
its uniqueness) that it poses to overcome weaknesses such as (division among people, lack
of promotion of city, political instability) and threats tlaae coming.
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5.4 PEST analysis

5.4.1 Political factors

Political factors can influence tourism in one country or in city in a various ways. This is
the case of city Sarajevo. There are various political factors that are preventingpdevelo

ment of tourisnin Sarajevo or preventing investments for tourism sector. Factors include:

U Not enough tolerance between religions since (sarce war 1992 peoepl are
divided into three nations (Bosnian, Serbain, Croatian). Today in B&H there are
around 190 political péies which makes it world recorder in that aspect)

0 Relations with other cities is pretty bad. For example amount of money is first
invested in Sarajevo, remains (and if there is one) is invested in smallerNdtes
enough support between cities.

0 Government spendings are not focused on tourism as much as they should be due to
political corruption Low amount of money is invested in tourism even though in
my opinion it is the industry that should make biggest profit for Sarajevo and for
Bosnia and ldrzegovina in total.

U International representatives of city Sarajevo are pretty poor and need a greater
education in this sectoRepresstatives of Sarajevo are as well not doing their job
in a sense of tourism. They are not promoting city as they should d

U Laws of Bosnia and Herzegovina are very complicated since 1992. Each nationality
understands them in their own way. F.e: for establishing company in Sarajevo it has
to be waited for 22 days which is long period. In other part of Bosnia and
Herzegovinatiis possible to finish papirology in 10 days.

U For visiting B&H and Sarajevo visa is not needed.

5.4.2 Economic factors

Economic factors are of course of same relevance as political one. Economic factors in
past years had most impact on tourism sector of Saxdigmonomicfactors influencing

Sarajevo are:

U Disposable income of people withing B&H is low which leads to decreased tourism
of capital city even though it is main touristic place of B&Etonomic situation in
B&H and in Sarajevo is very poor which leadsnot maintenance of cultural and

natural heritage thereby not making the more attractive for visits.
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U Costs of airlines, buses and trains are pretty expenSongs for people wanting to
visit Sarajevo are not so low. Especially because this city ismatell known in
world as for example Vienna, where people will give triple large amount of money
to visit it.

U Tourism contribution to GDP in B&H is 2.6% of total GDP which means not
sector to be invest in. Based on statistical data this sectoft ibdlind with
investments. Of course this is bad choice by institutions involved in this sector.
(referenca)

U Positive economic factor for visitors of Sarajevo is that it is very cheap city
compared to other capital cities that | will compete with laterAccommodation,
food, events, public transport is relatively cheap.

U Currency of B&H is BAM and it is very related to Euro which means that it is not

changing.

5.4.3 Social factors

Social factors in B&H probably have the most impact on tourism than in othetriesuof

Balkan. Reason for that is:

U Differentiation of culture, religion, culture, cuisinéhree nationalities have great
impact on structure of Samyo thereby influencing tourism. One of the rare countries
in world that suffered that kind of war astlll remained in one piece even though its
people is splitted into three nationalities.

u Caution between people after war, intensive connection between p&dipt®urse
because of war that happen it is very easy for tourist that comes to visit tensions
between these nationalities.

U Greatnumber of festivals during year. Sarajevo is offering greate number of festivals
during the whole year, where the most famous one is SFF (Sarajevo film festival
during summer).

U Hospitality of people toward its consumerstiis case tourists is enormous. Even
though there is a great number of people that doesn't speak English they will give best
of them to help tourists.

U Not developed media for promotion abroad of Sarajevo.

U  Safety as one important Social factor islow-medium level. Due its bad promotion

abroud many tourist think that Sarajevo is not safe city.
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5.4.4 Technological factors

Technological factors are mainly connected with tourism in a way they influence it

promotion, its better functionality. For example:

U Greatuse of internet and-leooking increased reservations of hotels in Sarajevo that
has 62 hotels of 525 in whole B&H which makes it ¥4 & total hotels (referenca sa
booking hotelsSarajevo)

U Poor facilities at airportral railway station of Sarajev@ne of the main factor that is
influencing tourism of Sarajevo is accessibiliy of it as a tourist destination. Sadly
transport (air, railways) is very poor developed.

U Increase use of WKi zones in Sarajevo as well pagnis with debit and credit card.
More and more of tourists that are coming to visit Sarajevo or any other destination

want to haveaccess to internet wherever it is possible.

5.4.5 PEST Conclusion

Above mention are main factors from PEST analysis that are influencing tourismaef Sar
jevo. Biggest impact on tourism attractiveness and development of Sarajevo has Political
and Economic factors that are sadly more negative than positive. On the other hand social
and technological factors can lead to increase of tourist attractiveness, especially social

because of its unigueness and three life culture people.

Again strongly recommendationfiscus improvemenof political instability and exploit of

social factors.
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5.5 Sarajevo in numbers

Table 5: Accommodation in Sarajevo (Sazap hotels, 2014)
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Number Number of rooms Number of beds
Hotels 62 3121 6378
Motels 7 85 179
Pans ion 5 56 118
Hostels 8 52 218
Lodging for night 24 202 478
Hotel resort 1 52 120
Private accommoda- 17 234 779
tion
Apartment resort 1 27 114
Auto camp 1 700-1000

Further on | will show movements of tourists for years 2009, 2011, 2013.

Table 6: Movements of tourists in Sarajevodhgh years (Touristic info, 2013

Municipality Domestic Foreign TOTAL Domestic Foreign TOTAL  Capacity
tourists  tourists TOURISTS nights nights NIGHTS usage
Stari Grad 6.921 40.195 47.116 10.600 89.143 99.743 14%
Centar 5.419 28.778 34.197 8.991 57.159 66.150 19,2%
Novo Sam- 3.097 10.227 13.324 4.983 18.294 23.277 12,3%
jevo
Novi Grad 3.782 11.196 14.978 5.369 18.966 24.335 10,9%
I I'i dg§a 14.847 44.087 58.934 24.258  79.740 103.998 15,1%
Vogog [ 3.299 4.170 7.469 6.115 9.142 15.257 14,8%
Trnovo 2.578 1.279  3.857 5.328 2.624  7.952 6,1%
Hadgi [ 3.552 473 4.025 7.108 850 7.958 16,9%
UKUPNO 43.495  140.405 183.900 72.752  275.918 348.670 14,3%
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In year 2009 number of tourists increased for 7.7% and number of nights spend in city is
increased by 5.5% compared to year 2@i§gest number of tourists in 2009 came from

Croatia, Slovenia, Turkey, Serbia, Germany, Austria and Italy.

Table 7: Spent night®f touristsin 2013Statistical yearbook, 2@}

Municipality Domestic Foreign TOTAL Domestic Foreign TOTAL  Capacity
tourists  tourists TOURISTS nights nights NIGHTS usage
Stari Grad 6.982 48.011 54.993 10.561 98.168 108.729 14,4%
Centar 6.162 28.224 34.386 11.069 60.769 71.838 21,2%
Novo Sam- 4.250 14.603 18.853 7.373 30.168 37.541 13,2%
jevo
Novi Grad 4.696 14.692 19.388 6.777 24.734 31511 5,4%
Il I i dga 18.071 74553 92.624 30.155  139.320 169.475 26,0%
Vogogl 4.008 3.175 7.183 7.422 7.072 14494  14,4%
Trnovo 2.042 1.181  3.223 8.024 3.246 11.270 7,4%
Hadgi | 704 158 862 1.995 378 2.373 6,2%
11ijag 11 14 25 19 17 36 0,2%

UKUPNO 46.926 184.611 231.537 83.395 363.872 447.267 15,3%

Compared to 2009 in 2011 there on tables it can be seen that there is a little increase in
domestic tourists compared to foreign. Same thing is with total nights spend in capital city
Sarajevo. In 2011 most tourists came from Croatia, Turkey, Sloveniaa@gr Kuwait

and Austria

Based on data that I've found on official site of Touristic association of city Sarajevo in
2013 it was official registered 302.570 tourists which is increase of 24% of toumst co
pared to table above (2011 year). Out of this nemibere were 49.045 domestic totgis

and 253.525 foreign touris{3ouristic info, 2013)Again there is big increase in number

of foreign tourist than domestic. When speaking about nights spend based on data there
were 595.637 nights spend in Saraje@ut of this number there were 84.075 domestic
nightsspentand 511.572 foreign nights spend. Compared to 2011 it can be seen that there

is a great increase in foreign visitofStatistical yearbook, 2013)
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In 2013 biggest number of tourists came from Turide’.3%), Croatia (16.7%), Slovenia
(7%), Serbia (4.9%) and Germany (3.7%). When speaking about nights spend on first
place is Turkey with 16.8% then Croatia with 14.8%, Kuwait with 5.8%, Slovenia with
5.7% and Serbia with 4.6%.

When observing countried origin where tourist come from to Sarajevo in table below it

can be seen from which countries most tourist visit Sarajevo for period 2013.

Table 8: Foreign tourists and night spends by countries (Tourism, 2014)

Country Percentagef Arrivals Percentage of Nights spenc
Turkey 51,2 59,4
Croatia 16,9 20,9
Slovenia 4,4 6,7
Serbia 20,1 20,3
Germany 3,6 7,2
Italy 9,3 1,5
South Koreja 24,6 24,8
Austria 6,2 11,5
SAD 3,7 8,6
Poland 16,4 16
Great Britain 19,7 27,2

Fall in 2013came from tourists from Kuwait in 24,9% arrivals and 26,3% in night spend.

Also what is need to be emphasized, tourists from countries that earlier had small
percentage of visiting Sarajevo like Argentina, Brazil, Bahrein, Bulgaria, Katar, Rusia,

Lithuanig UAE had great impact on tourism industry in Sarajevo as well as on profit.

When summarizing total arrivals in Sarajevo 83,8% was by side of foreign tourists and

night spent in total night spent was 85,9% for 2013.

Average time of domestic tourist speimdSarajevo was 1,9 night spent on arrival while
foreign tourists made 2,1 night spend on average or more than 3Sdagfevo has been
visited by 131 different country in 2013.
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5.5.1 Method and reason of tourists visits in 2013

In next tables | will show pur@e of tourist visits to Sarajevahetherit is Business trip or
other purpose plus number of tourists coming with tour organizationsndndadually.
Period I've taken irom April 2013-December 2013.

Table 9: Method of touriswisits in 2013 (Statistical yearbook, 2014)

Individually Organized

Domestic tourists Foreigntourists  Domestic tourists  Foreign tourists

April 3.202 13.723 1.072 10.531
May 3.249 18.092 2.151 14.991
June 2.606 13.224 1.413 15.732
July 2.682 15.633 514 8.426
August 2.396 21.564 920 13.081
September 3.661 21.968 473 8.967
October 3.764 21.334 797 8.430
November 2.801 9.427 2.175 5.472
December 4.701 9.285 699 2.248

Table 10: Reason fowisiting Sarajevo 2013 (Statistical yearbook, 2014)

Business arrivals Other reasons

Domestic tourists Foreigntourists  Domestic tourists  Foreign tourists

April 2.810 11.179 1.464 13.075
May 3.774 14.991 1.626 18.092
June 2.631 12.679 1.388 16.227
July 2.430 10.903 766 13.156

August 1.832 10.299 1.484 24.346
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September 2.949 17.414 1.185 13.521
October 3.267 18.706 1.294 11.058
November 3.394 7.208 1.582 7.691
December 3.003 6.009 2.397 5.524

5.6 Characteristics of Foreign tourists

Sarajevo represents the leading destination in Bosnia and Herzegovina when the word is
about foreign visitors. When comparing last 3 years it can be seen in previous tables that
foreign tourist traffic has a positive dynamic. Numberfafeign visitors in 2013 was
253.525thousandwvhich represents increase of 27.2% compared to 2011. In that same p
riod it was registere811.572nightsspend which represent increase of 29% compared to
2011.Importance of Sarajevo as destination carsd®n in that out of 100% of totalrfo

eign visits in B&H, Sarajevo has 47.9% of foreign visits.

Night spend

m Croatia
B Serbia
m Turkey
m Poland
H Slovenia

m Others

Figure 6: Night spend in 2013 in Sarajevo by countries (Tourism Statistics, 2014)
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5.7 Characteristics of domestic tourists

When speakingbout domestic tourists visits it can be noticed slight increase in it during
2013 as well as in night spend on area of Sarajevo. Comparing 2009 up to 2013 domestic
visits increase by 11.4% and night spent by 13.5%. It is important to say that difference i
night spend in year 2013 compared to 2012 was almost the same. Riggmsitage of
visitors wascoming from part of Bosnia, and small number of Herzegovina. Approgimat

ly they were spending around 2 nights.

5.8 Characteristics of average tourist in Sarajeo

Based on research that has been made by Tourist association of Sarajevo, there can be

found some of important characteristics of average tourists coming in Sarajevo

1 Middle age (345)

1 Middle or high education (officials, managers)
Coming because djusiness and trade fairs (45%), sport events and other events
(34%), vacation and other relaxing activities (21%)
Previously was not spending much time in this region

1 Arrival individualy by plane (25%), by car (40%), over touristic agency (20%),
based onecommendations (15%)

1 Spending around two nights and more most of the time hotels and hostels

1 Visiting city individualy (70%) without guides

1 Extremely happy with beauty of nature, food and hospitality of local population

Based on these results collected Turism association of Sarajevo, it can be seen that
main criteriafor making touristic supply in Sarajevo are profession, age, income amd nu
bers. In order to make a comparison with other cities in Europe it is important to search
data about spendingelation between price and value, quality of tourist agencies;-info

mation, accommodation, food, etc.
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5.9 Characteristic of international touristic demand and implications on

Sarajevo

In order to define more and deep economy development of Sarajevo it isamo take

into consideration tourism as sector where with small quantitative but important qualitative
move, there can be realized great achievements in economy of Sarajevo. Steategic r
sources of Sarajevo are vgrlentiful and ecological very worthpace which means it will
continue to develop in future time. Strategic advantage that Sarajevo has over its-compet
tors is wealth of touristic resources and great number of attractions. First of alini is i
portant to make concept of strategic marketin@nder to define tourist product thereby
emphasizing those aspects which differentiate Sarajevo from other cities, or makes it
enough competitive compared to other touristic plaPesdiction of growing tourism in
world isaround 45% yearly. Today's trets in supply in tourism are connected withleco

ogy, culture, image of destination, recreation, health, vacations.
When speaking about development of tourism in Europe there is emphasize on factors:

V Total expenditure for travelling to Europe, visiting aeaithin it are growing
faster than other expenditures

V Travelling on far distances have higher growth rate than trips than in Europe

V Trips between countries of EU are havin bigger percentage than domestic trips
within countries of EU

V Visits to mountain cernes in summer period, cruzer travels and cultural tourism
have bigger growth rate than standard trips

V Airplane traffic has more impact than any other view of transport, but it is expected

fast growth of railway transport based on its speed, quality acel pr

Special offers for individual persons are becoming popular

Lastminute booking is going to grow comparison to early booking

Computer booking is becoming more and more popular

Elder and young people are travelling more than the other population groups

< < < < <

Demand for different activities as well as for vacation is growing faster Family
trips are becoming less popular

V Relation between price and quality is having more and more impact on choosing
destination as well as accomodation

V Main factor of attractivenes iquality of surrounding
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There are many other factors that can influence change in tourism such as political factors
like (expanding EU, reaching political stability in countries like B&H, strengthening laws
because of black market), soraeonomicfactorswould be strengthening of Euro,cec

nomic prosperity etg social factors (population is getting old, increase role of medias,
strengtheningvoman in social life), and technological factors can include (development of
e-marketing in tourism, development akw products, development of neaggressive

promotion techniques with help of brand new technology).

Development of Sarajevo as a touristic destination should be basedoah gpgpdlar

trends, taking into consideration of comparative advantages that Sarajevo has argt that de
tinations as over Sarajevo. This means creating a high quality supply based on results of
researching of specific target of groups. Product that Sarajeoffeisng has to satisfy

great number of different tourists. Touristic product should be created starting écom d
mand in order to create and to align every service and infrastructure with all demands that
tourist is demanding. This should be wim position for Sarajevo, to provide best pro
uct/service to its customers from one side and from other every business subject that is
involved in providing this product/service should be able to achieve profit and its goals.
When looking at o d eenvidosment andnarket it isobviouslythat it is very dynamic
andstressful It is one of the reasons why tourists are searching for dalthm and why

they demand new conterftouristssearch for full safety thereby avoiding places that are
under crisis or that are coected with any other problems. Safety is also important for
tourists when they searedtcommodatiomnd public traffic that | will speak about later on.

Based on information collected today's modern tourists has next characteristics:

0 Finding closer and $ar destinations
U Growth of shorter, often and weekend trips

U More interest in culture content

U More interest in active vacation and special events

U Increase of demand for quality of service and destination

U "Value received for money spent"

Movements towat individual life of tourists is becoming challenge for tourist destinations
because more individuals means more specific supplies that needs to be made for them.
Adaptation of supply brings to development of destinati@yalty of tourists andcontiru-

oudy improvement of touristic attractions.
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6 ANALYSI S OF GOMRMNESIST OF SARAJEVO

6.1 Basics of competitiveness

Competitiveness of one destination is based on attitude or experience that tourist receives
on touristic destination and it represents main progutburism. Competitiveness of one
touristic destination is ability of the same to expand tougpendingto attract more tau

ists providing them pleasant experiences and in the same time achieving profit in a way to
increase wealth of local population. For one destination tmhbwetitiveit must have lg-

ger ROI (return on investment) than other touristic destination. In tais destinations
become more popular and attractive fovestitures employees and local population.
Competitive advantage of destination is connected with elements of tourism offer of same
like number and quality ciccommodatiomrapacity, historical andultural heritage, inf-
structure, hospitality, value tourist receives for money, availability, natural resources, etc.
Said in a different way for one destination to be competitive it must have all of teese el
mentswell-coordinatedand placed.

To realiZ how Sarajevo is competitive, especially on foreign market it is important to
make question how Bosnia and Herzegovina is competitive as tourist destination. Based on
guestionnaire I've made for representatives of group that are connected with toutltim on
graph it can be seen competitiveness of Bosnia and Herzegovina basgdran

Scale | used is from 1 (lowest) to 6 (highesfrks

Table 11. Competitiveness of B&H and Saraje\Blgnke and Chiesa, 2013

Bosnia and Herzegiva Sarajevo
Information and presentation 2,8 3,0
Natural and cultural resource 4,9 4,5
Events 3,2 3,5
Safety and security 5 4,6
Tourism infrastructure 2 2,7
Accommodation 2,3 2,5
Prices 4,9 4.4
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Restaurants 3,9 4,2
Qualified workforce 2,9 3,1
Hospitality 4,1 4,3
Average mark 3,6 3,72

From the table it can be seen that total competitiveness of Bosnia and Herzegovina is
above average 3.5 and that Sarajevodligbtly bigger grade than Bi&. Above average
grade are natural and cultural resources, safety and security, hospitality, and events which
meanthat these are the main elements which are important for B&H and Sarajevo. Factors
like tourism infrastructure is below average and stiflaes not represent competitive-€l

ment for Sarajevo but it has potential to be in future.

6.2 Competitiveness of Sarajevo as touristic destination

Economic competition is dependent on several characteristics of destination: Towristic 0
ganizations andvalry, demand conditions, support sector and production factors.

6.2.1 Touristic organizations andrivalry

o Small number of accommodation capacities is satisfying quality standards which
represents condition of Sarajevo to be competitive on international level

0 Lackof categorization of alternative accoradation capacities

o Lack of investment for improving quality of accommodation

o Accommodation capacities do not offer extra services like tours around sitmae,
special informations, etc

o Lack of cooperation between teb sector and touristic organizations, travel
agencies

o Lack of cooperation between public and private sector in order to achieve
development of touristic product

o Low level of control and inspection gtiality in accommodation sector

o Low level of diversifcation and sepecialization of touristic products, activities and

services
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6.2.2 Demand conditions

o Lack of image and positioning on touristic market in order to develop products of
city vacations, round tours, special events as for domestic same for intetnationa
demand

0 Lack of specific information connected with activities and services mentioned

above

6.2.3 Support sector

0 Lack of specia Destination Management Company (DMC), as organisator of
product, activities and package for domestic and foreign tourists,

o Lack of special PCO (Professional Congress Organisers), as an organisatior of
product, activities and package for business tourism,

0 Lack of additional activities and services for business tourism,

o Unsufficient organization and promotion of existing events onnateynal market
(for example, Sarajevo fair trade)

o Lack of specific packages for promotion of city vacations in Sarajevo, products for
business tourism, tour operators, events

o Low level of using local attractions as a touristic attractions that wouldtbetp

operators to develop their business and lack of direction for their further promotion

6.2.4 Production factors

0 Accessibility by car toward touristic attractions in Sarajevo is limited because of
low quality of roads,

o Access by railway to some destinationghim city is limited as well due to low
quality of whole railway infrastructure (will speak about it later on)

o Accessibilty through air is also limited because of-eaistance of lowcost flights
tha connect Sarajevo with important tourism markets

o Low guality of public transport (busses, taxi, tram)

o Nonexistance system of public transport for tourists and visitors

o Lack of organised transport for tourist due winter season towards Sarajevo
mountains (Bjelagnica, l gman and Jahori

o Crowded city with cardack of parking places and garages

0 Lack of specialized tour guides,
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o Low level of performance system for protection and conservation of city heritage
o Cultural resources are not enough exploited in touristic purposes
o Low quality system for protection, consation and sustainability of cultural and

natural resources.

6.3 Value chain of Sarajevo

Value Destintion chain of tourist destination represents set of various activities that tourist
is doing before traveling, iprocesf traveling, spending time on spic destination and
after the traveling. Grade of value chain is based on grades that all of these activities will

get considering all of their positive and negative aspects.

Grading value chain has a goal to maximize the connection between touridtictpse-
vice and activity in order to define theueaknessem tourism system of Sarajevo and to

try to create set aheasure# order to prevent or decrease thesaknesses
To grade value chain of city Sarajevo first | had to grade next factors

1. Information
A Promotion material (printed)
A Internet promotion
A Positioning
2. Reservation and shopping
A Communication with travel agencies and tours organizators
A Systems for reservation
3. Legal documents
A Information about legal questions concerning visiting Sarajevo
4. Accommodation and other host capacities
A Quality of total offer
A Quality of products and services
5. Information within destination
A Tourism association
A Promotion material
6. Public services
A Quality of total offer
A Quality of products and other public services
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7. Touristic attractions, capacities and activities
A Quality of total supply
A Quality of products and services
8. Traffic infrastructure
A City and between cities traffic, trams and railway traffic
Avalilability

A

A Signalization
A Parking slots
A

Traffic Jam

6.3.1 Information

Table 12: Information as first element of value ch&own source)

Promotion Material

Positive grade Negative grade

Presenting Sarajevo through great num Promotion materials are oriented towe

of international trade fairs informing not selling

Qualitative infetourism printed material ~ Non-existence of touristiccentersoutside

country for distribution of tourism material

Existence of printed guidelines on som Lack of information for potential tourists
international markets (Germany, Turkey) that are planning to visit Sarajevo in thi

country
Internet promotion

Qualitative presentation on the internet  Lack of informationon the other language

except on Bosnian and English

Big number of internet presentations ab:

Sarajevo and its tourism attractions
Positioning

Competent authorities and organizatic Sarajevo is still not well positioned as

recognize need for positioning of Sarajevc touristic destination
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6.3.2 Reservation and Shopping

Table 13: Reservation and Shopping as second elemeviOa (own source)

Communication with travel agencies and tourorganizations

Positive grade Negative grade

Increasing number of travedrganizations Number of travelorganizationsthat have

that have Sarajevo in their destinations  Sarajevo in their program is still small

Bigger number travel organiations that

want to put Sarajevo in their programs
Reservation systems

Online reservation of airplane ticket to & In great number of cases there is still
jevo possibility to do online reservation @t-

commodation

Presence of some key global distributi Small number of hotels is in internatior

systems reservation system

Hard to do reservation of some service

activity

6.3.3 Accommodation and other host capacities

Table 14: Accommodation capacities as third element of value of dloan source)

Quiality of total offer

Positive grade Negative grade

Various offer of all types ohiccommodatior Not enough of qualitative hotels with

capacities which tourists prefer the most

Increasing number ofccommodationob- Not well provided internet, espially in
jects that are renovating and new obje otheraccommodationsebjects than hotels

that are building

Big number of restaurants, bars and g8 Categorization of hotels is not responding

series ISO standards
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Quality of products and services

Great choice ohomemaddood that is one In some of the objects workers do not sp:
of the most popular in Europe, especie English language anenuis only on Bosi
food called ''"Levaygan

6.3.4 Information within Sarajevo

Table 15: Info within Sarajevo as fifth element of value of ch@wn source)

Touristic organization

Positive grade Negative grade

Employees mostly speak native and Engl No clear marks how to reach tourist infc

language mation center

In addition to sharing and selling promotic Information centersin Sarajevo are mostl
material, touristentersare starting to offel providing information about Sarajevo ta

tours to city attractions tractions not other parts of B&H

Employees are mostligospital, patient ant Complaints by tourist are not registered

ready to help they should be
Lack of technical equipment
Promotion material

There are different and diverse promotiol Not enough promotion material in tourist
material that is made by Touristic assac informationcenters

tion of Sarajevo andbther organization:

covering the most important touristic pa

of Sarajevo
Public services

Based on reports Sarajevo invests a lo Unfortunately tlat is only statistic that is nc

infrastructure, roads, railways, sewers true

Lack of effective waste disposal system ¢

recycling
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6.3.5 Touristic attractions, capacities and activities

Table 16: Attractions, capacities and activities as sixth element of value of @vam

source)

Quality of total supply

Positive grade Negative grade

The wealth of historical monuments, retis Not enough organized tours to visit all ma

ums, natural resources ral resources and history monuments

Great number of special events during Not enough activities organized by side

year tourist associations for tourists that arenec
ing

Sarajevo is city that is oriented toward sp Relatively hard to find ticket and invitatior

which means it has great number of sg for ertry to festivals, and other speci

halls, stadiums events

Rich and fund night life Non-existenceof City Card which would
provide touristspossibility of discount on

prices of tickets of events

Foundingof pyramids next to Sarajevo Small number of tourist agencies aoither
organizations that are doing receptive ibt

ness

Mix of culture, religion Great number of natural attractions amwed
sources is not included in tours that are

ganized

One of the cheapest cities for young p@pt
tion
Quality of products and services

Great number of souvenir shops Lack of efficient system for maintainin

culturakhistorical monuments

Investments in maintaimg of main touristic Small number of additional services (pub

attractions bathrooms, touristimformation etc)
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6.3.6 Documents

Positive side is that for visiting Bosnia and Herzegovina most of countries do not need visa

permission.

6.3.7 Traffic infrastructure

Traffic infrastructure can be one of the biggest factors influencing tourism of destination.
That is the case with Sgevo. When speaking about traffic infrastructure it is important to

say whait refersto. It refersto:

City and between cities traffic, trams
Railways of the city and its connection
Parking slots of the city

Signalization

Traffic Jams

=4 =4 A 4 A

Airports

When spaking about infrastructure that Sarajevo has it is important no say that its quality
is relatively low comparing to other cities that | will compare with Sarajevo. Development
of airport, railways and roads is low quality. There are no big investmeritsttost This

is one of the biggest problems for tourism aspects in Sarajevo. | will try to present some
data about current situation on cities airports and railways from tourism view. In B&H
there are total of 4 airpartSarajevo, Tuzla, Banja Luka and$far Airport that has most
passengers today is Sarajevo. It is important to say that Mostar airport has a Idi-of pro
lems due politic in that region, wiidés main problem why there is a small number oftou

ists.

In order to provide better picture abdatrist services and products quality of Sarajevo, |
have tried to make Value chain that is consistent of all of these factors that are influencing

tourism.
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Airport in Sarajevo

First airport line was in 1930 with line Beogr&drajevo. In that periodirports were
mostly used for military exercises. Other important date is 1947 after ending World War 1|
when Sarajevo airport is starting to transport civilians as (kitorical overview, 2014).

Also Sarajevo airport has suffered great damage during war that happen in 1992 but still it
managed to work again. Comparing Sarajevo airports with other European airports it is
important to say that it is stithuchundeveloped. There are many things Hratof need to

develop in order to attract bigger number of tourists. For example:

1 It has no transport from center of city or railways to airport (distance is around
10km)

1 Small number of aiorganizations using it

1 Prices are big comparing what it offers

1 No low-cost flights

1 No connection with other airports in B&H, no flights

Positive things about Sarajevo airport are:

1 Winning award in 2005 for best airport in Europe up to 1 million passanger yearly

1 Become popular since Winter Olympic games in 198%arajevo

Sarajevo airport has 18 arrivals and 18 departures every day which is small number co
pared to other destinations in Europe, and has 10 air operators or organizations that are

flying over this airport(Airlines, 2014)

However statistical data showing different than the facts about airport. Year 20dsed

on data collected was most travelling year for Sarajevo airport. Numbeassengers
reached 665.538 thousands that represented increase by 15% compared to 2012. Negative
percentage was dugnwinter period while positive was during summer. Predictions for
Sarajevo airport are positive in 2014 as well. During first three months number of people
travelling increased by 9%. What is important to say is domestic aircraft traffic decreased
from 20®-2013 from 1757 to 520, while foreign aircraft traffic increased from 4592 up to
5301. Later on | will discuss about things that should be implemented in work of airport in

order to maximize its profit as well to attract many tourist as possible to Baraje
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Railways in Sarajevo

When visiting tourist destination touristsiveoptions, to travel by bus, by airplane, own
car, ship or by train to specific destination. In most of cases in Europe tourists ake trave
ling by trains, of course first checking precand quality of trains. Sarajevo has a lowlqua

ity railway infrastructure. One of the main negatiligngsfrom tourism aspect of railways

is that there are only two international trains connecting B&H with other countries and
both are in Sarajevo. Stilhose two are connected with Croatia, lines Sarafgagreb and

SarajeveP | ol e .

In December 2012 there was a line withdBpestbut due to money losses Sarajevd-rai

way had toshut downthat international line. Today most of railway travelling is going
through Sarajevo. Out of 21 trips there are 17 connected with Sarajevo. When speaking
about prices thre is a great number fsthuds withpeople in charge when buying tickets so

it is one more negative thing about railways in Sarajevo. Other negative bong ral-

way transport is that trains are low quality. Last train that was bought was from Croatia in
2009 but due to low railways it had to be returned to Croatia. As well there is no possibility

of booking ticket online.

City and between city traffic, ams, busses and traffic jam

Taking in consideration that Sarajevo is not a small eisyyell that tourist attractioare

on different points in the city, tourists are forced to travel within city in order to visit all
attractions that Sarajevo is offieg. Of course most of the tourists will use public transport

like trams,trolleybusesand taxi. Those who came with own car will have to taste the roads

of city Sarajevo.

When speaking about roads in Sarajevo and in total B&H based on data of WorlanEcono
ic Forum B&H is placed on 134 spot wigb points out of 144 countries (Schwab, 2013).
That gives picture about roads in Sarajevo. As well what is important to say there is only
one high way in B&H and that is the one connecting Saraf@roca with itslength of

47km. In order to reach soma#tractivenesthat Sarajevo is offering like mountairtsnnel

of Savior, lakes, etg roads toward there are pretty bad and there is a small number of tour

operators.

When speaking about trams in Sarajevo they masenar 50% of public transport. It is

one of the oldest trams in Europe. It has long history behind itself. Today unfortunately
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quality of trams has not improved since those ages. Lack of investments is the biggest
problem and as well debts to electricalsélproblem concerning trams is their timetable.
Due to many malfunctions and as well traffic jam, it is very poorly organized. There is a
great number dfraudsof controlreviserswith foreign tourists like frauds. Their website is

also norfunctional mos of the time. Lack of aiconditioning during summer and heating
during winter is one of the problems as well. Busses andrdheybuseshave the same
situation as trams because everything is held by one company. All of these factdrs of pu

lic transportcan and are influencing to touristic attractiveness of Sarajevo.

Today tourists are also giving attention to traffic jam in city and parking slots. That is one
thing that Sarajevo is not missinghetheris snow, sun, rain there is always traffic jam

andfull parking slots.

6.4 Major competitors
Based on next criteriachoosecompetition destinations for tourism of Sarajevo:

V Capital citiesadministrative, cutural and educational centres of own countries

V Cities from Europe, mostly from central and Sek#stEurope

V Cities that are leaders in city tourism and as well cities that are emerging as tourist
destinations

V Very well developed tourist and traffic infrastructure

<

Great number of tourist, cultural and sport manifestations
V Rich gastronomical offer (greatumber of restaurants that offer national and
international food)

V Various number of coffee shops, bars, pubs, duwasalthy night life

| tried to minimize these cities so | choose five of them:

V Vienna (Austria)
V Bratislava (Slovakia)

V Budapest (Hungary)

V Warsaw (Poland)

V Prague (Czech Republic)

Data that I will further write on is collected through official internet presentations of these

cities and reports.
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Based on report frofWorld EconomicForum, 2013 datafor touristic competitiveness
has been collected and ranking was made for 140 countries of the world. Beside general

index ranking was done for three other-sutlexes:

A- Legal frame (Laws and regulations, safety and secungintainedof environment,

health anchygiene priority given to tourism),

B- Business environment and infrastructure (infrastructure of air traffic, land traffre, tou

ism infrastructure, price infrastructure)

C- Human, cultural and natural resources (human capital, positive attitude toward tourism,

natural resurces, cultural resources)
All three of these rankings influence tourism of one destination.

In table below there are data about countries of capital cities that | have chosen fer comp

tition set.

Table 17: Countries and their cormafitiveness rank (Blanke and Chiesa, 2013)

Country Total Rank A B C
Austria 3 2 11 9
Czech Republic 31 28 37 28
Hungary 39 26 49 54
Poland 42 49 58 32
Slovak Republic 54 43 60 55
BosniaHerzegovina 90 75 95 85

In overall rank Bosnia and Herzegovina to8K place based on its tourism compegtiv

ness out of which based on smldexes 75 place based on A; 8 and 85C.

Based on this table it can be seen that Austria, Hungary, Slovakia, SerbBosme
Herzegwina have bigger focus and competition on Legal Frame of tourism (Rank A),
while Poland and Czech Republic competition is focused on Human, Cultural and Natural

resources.
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When analyzing competition of these destinatibasidegaking into consideratiod at a 6 s
about country (geographic position in Europe, population, area, length of membership in

EU) other characteristics are also taken into consideration:

Touristic attractions

Development of MICE (number of organized meetings in 2013)

Availability (low-cost flights connection)

Tourism infrastructure ( number of accommodation objects based on categories)
Results (number of foreign tourists in 2013)

Organisation of tourism on level of destination and promotional budget

=4 =2 A 4 4 4 -2

Logo and slogan

6.4.1 Wien
Populationl.7 million, river Dunav
Main touristic attractions

- Historical center of Wien on list of UNESCO
- Imperial Palace Hofburg and Schonbrunn

- Panoramic wheel in Prater park

- National Theatre

- Wien's state opera

- Spain school of ridding in Hofburg (horses lipizzgne
- More than 100 museums

- Vienna Ringstrasse

- Beethovens houses and grave

- Mozzarts grave

- Great number of Churches

- Danube tower

- Architecture: romantic, gothic, modern, art noveau

Number of organized MICE in 202: 195 meeting¢Brauner 2013
Low cost flights(LCF):

- Air-Berlin (Berlin, Dusseldorf, Hamburg, Hannover, Osterbrock, Nurnberg)
- Clickair (Barselona)



TBU i n ZltydfManagement and Economics 67

- easJet (London)

- Germanwings (Koln/Bon, Dortmund, Stuttgart)

- Intersky (Friedrichshafen)

- SkyEurope (Alikante, Amsterdam, Athene, Barcelona, Brug@ussels,
Bucharest, Catania, Coppenhagen, Dubrovnik, Cracow, Larnaka, Lisbon, Milano,
Napoli, Nice, Olbia, Paris, Rimini, Sofia, Solun, Treviso, Varna, Warsaw, Zadar)

- Jet2.com

- Pegasus

- Norwegian

AccommodationCapacities

435 objects, hotels armqhns ionsThere are 24 five star hotels, 4* are 167 objects, 3* are
147 and 1* and 2* are 97. Beside these tlagea great number of unregisteradcomno-
dationobjects.(Vienna hotels, 2014)

Number of tourists in 2013 visiting Vienna was 5.836.669. Out of this authiere was
4.564.276 of foreign tourists and 1.272.393 domestic toufistsirist arrivals, 2013)

Touristovernights stayn 2013 is 12,262,828. Tourists from Austria comprised 2,240,750
while foreign tourists 10,022,078Jvernight Statistics, 2013)

Top five markets: Germany, USA, ltaly, Russia, Great Britain. Others are: Spain, rSwitze

landand France

6.4.2 Prague
Populationl.2million. River Vitava
Main touristic attractions:

- Prague Castle

- Charles Bridge

- Old Town Hall (Astronomical Clock)

- PetrinView Tower

- Powder Tower

- Prague Ghetto

- Great number of Churches (St. Nicholas)
- Vyshehrad
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- Great number of Museums
- Theaters

- Dancing House

Number of organized MICE in 202: 112 (Brauner, 2013)
Low cost flights(LCF):

- EasyJet (London, Mancester, )

- Jet2 (MancesteNew Castle, Bradford, )
- RyanAir (Stansed, Dublin, London,

- GermanWings (London,

- Smartwings

- Norwegian

- Brussels airlines

- AirBaltic

- Bmibaby

Accommodation capacities

Number of tourists in 2013 was 5,502,591. Out of this number there were 748me&*
tic tourigs and 4,753,824 foreigne®vernights stays in 2013 were 13,668,892. Domestic
overnights were 1,399,354 while foreign were 12,269,6B&urism in Prague, 2013)

Top five markets wee: Germany, Russia, USA, Italy akbhited Kingdom. Beside these
there isgreat number of tourists from other countries like: France, China, Slovakia, Spain

etc.

6.4.3 Bratislava
Population411,228River Dunav
Tourism attractions:

- 0Old Town, complex of 3 buildings raised in 14th and 15th century (Now city
Museum of Bratislava)

- Mihailo Gate (one and only gate remained from middleage fortress)

- Univeristy library

- Barok palaces

- Bridges: New bridge and Apollo bridge
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Churches and cathedrals

National theatre

Great number of museums (National, museum of historical nature)
CastleqBratislava, Devin, Rusovce)

Parks and natural and artifical lakes

Number of MICE events17 (Brauner, 2013)

Low-cost flights(LCF):

SkyEurope ( season: Athene, Barcelona, Brugge, Catania, Dubrovnik, Malaga,
Solun, Varna. Regular: Birmingham, Kosek, Dublistanbul, Kosice, London,
Manchester, Paris, Rome)

RyanAir ( Barcelona, Birmingham, Brussel, Frankfurt, London, Milano,
Edingburgh, Dublin, Stockholm)

SmartWings

Accommodation capacity87hotels,8 tourist accommodations, 26 other group accamm

dation Hotels comprises out of: 5% hotels, 4*42 hotels, 3*26 hotels, 2¥10 hotels and
4*hotel. In 2013 Bratislava had 856,844 visitors. Domestic 265,259 and foteigist
591,585. Total overnights were 1,722, 98Ratistics, 2013)

Top five markets: Gredritain, Austria, ChinalJSA andGermany.

6.4.4 Warsaw

Populationl.7 million, River: Visla

Tourism attractions:

Old Town, obelisk

King route: classical palace, president palace, university of Warszaw
Ogrod Saski (oldest park)

Severeal known cemetery

Lavienski @ark (biggest public park)

Jewish cemetery (biggest in Europe)

Great number of museums and theathers

Unesco sites



TBU i n ZltydfManagement and Economics 70

Number of MICE events46 (Brauner, 2013)
Low-cost flights(LCF):

- Centralwings (Bologna, Catania, Dublin, Faro, Lisbon, London, Rodos, Solun,
Varna, Edinburgh,Haugesund)

- Clickair (Barcelona)

- Iceland Express (Reykjavik)

- Volare Airlines (Milano)

- Bmibaby (Birmingham, Cardiff)

- Germanwings (Koln, Bo, Stuttgart)

- Norwegian Air Shuttle (Alikante, Athene, Bergen, Birmingham, Coppenhagen,
Malga, OsloParis, Rome, Split, Stockholm, Stavanger, Trondheim)

- Ryanair (Dublin)

- Wizz Air (Belfast, Brugge, Brussel, Krf, Kosek, Doncaster, Sheffield, Dortmund,
Durham, Glasgow, Goteborg, Grenoble, Liverpool, London, Malme, Milan, Oslo,
Paris, Rome, Stockholm)

- AirBaltic

- AirBerlin

- AirBrussels
Accommodation object225

Hotels 5%12, 4*25, 3*23, 1* 10, uncategorize®2 , hostelspans ionsapartmend3.

Number of tourists 2,711,800 whereas 39% or (1,068,700) were foreign and the 61% were
domestic tourists. Thereese 4,633,900 of overnights staying. 1,946,000 were foreign
tourists while2,687,900 were domesti(Statistical yearbook of Warszawa, 2013)

6.4.5 Budapest
Population: 1,7millions, River: Dunav

Tourism attractions

- UNESCO (quarter of cauetndeoastaf bunaB)uda, Anc
- Sinagogue (biggest in Europe)
- Szecheny(biggest medical spa in Europe)

- Parliament (third biggest parliament building in world)
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- G° d °(setohd biggest barok castle in world)

- Andr § gargnue it shops and houses for living, stands on oldest railway in
Europe)

- Heroes square

- Museums

- State opera

- Palaces

- 7 Islands on Dunav

Number of MICE events98 (Brauner, 2013)
Low-cost flights(LCF):

- EasyJet ( Geneva, London, Dortmund, Berlin)

- SkyEurope ( Trst)

- GermanWings (Koln, Stuttgart)

- Jet2 (Manchester)

- Norwegian Air (Oslo)

- RyanAir ( Bremen, Dublin, Frankfurt, Glasgow, Liverpool, Bristol)

- Wizz Air ( Brussels, Brugge, Eindhoven, Corona, Krf, Goteborg, Heraklion,
London, Malme, Milano, Osldylajorca, Paris, Rome, Stockholm, Venezia, Varna,
Rodos, Targu Mures)

- Steerling Airlines ( Copenhagen, Stockholm)

- AirBaltic

- AirBerlin

- Brussels Airlines

Accommodation capacities

203 accommodation objects. 5* hotels: 8, 4*hotels: 45, 3*hotels: 67, 2*, IBnd49 are

pans ionsand motels.

Number of tourists in 2013 was 3,287,6Fhreigntourist comprised around 2,863,356
and the rest were domestic tourists. Number of total overnights staying was 7,810,414.

Foreign overnights comprised 6,909,6fBourismand catering, 2013)

Top five markets: USA, United Kingdom, Italy, Sweden, Germany.
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6.5 BENCHMARKING

Benchmarking refers to process of defining own area of business and identifyingaand an
lyzing business of competitors in order to gain advantage and loweistitb/antages with

the goal of gaining larger market share. Important thing to say before doing benchmark is
that all of these cities are much larger and have greater population than Sarajevo but still in
my own opinion | think Sarajevo as a city can regokat number of tourists based on its
proportion to other cities.

For benchmarking tourism of Sarajevo | used capital cities in Europe that arsutoss-

ful when comparing touristic attractiveness. Based on data | have collected it is obvious
that allof these cities are disposing with various touristic attractions starting from cultural
historical heritage, interesting architecture, natural resources and many other things. One of
the most interesting cities are that have their locations on list of TRESVien, Bua-

pest, Prague) thereby attraction tourists out of Europe. When comparing values of the city
Sarajevo is not lagging a lot behind these cities, but the biggest problem is that those va
ues are not promoted as they should be. Culhishbrical heritage is not prepared well
enough in a way it should be for foreign tourists. In summer there is no sightseeing of city.
National museum is not working thereby tourists do not find it attractive. Programks of cu
tural manifestations and regular cultupabgrams are not available uphteginningthere-

by foreign travelorganizationscard include into program. Except in tourist inéenters

therecannotbe found offers about Sarajevo tourist attractions.

One of the biggest disadvantages of Sarajevo coedp@ other cities is that there is no
City Card. When tourists buy this card they should receive discounts on events, public
transport,etc. Biggest number of visitors that is coming to Vienna, Prague and Budapest
(as tourist leaders) is from Europe ddH. This is great opportunity for Sarajevo where

today'snumber of tourist from countries like Turkey, Qatarapidly increasing.

When speaking about organization of tourism on the level of city best organization has
Viennabecause it has Vienna TourBbard while other cities have independent touristic
organizations. Sarajevo as well has its own independent touristic organizations. As well

important thing to say is that of all citi®éien has biggest promotion budget.

Public transport is yet one of tliesadvantages of Sarajevo. All of the cities have metro

except Sarajevo and Bratislava.
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Quantitative comparison can be done through:

MICE (events) organized in 2012 (data about 2013 are not available yet)
Low-cost air operators
Number of accomodation ajts

Number of tourists in 2013

= =2 4 A4 -

Overall price of accommodation and the city

Table 18: Number of MICE events during 2013

City Number of events
Wien 195
Prague 112
Budapest 98
Warsaw 46
Bratislava 17
Sarajevo 0

NOTE: Theseevents refer to events with at least 50 participants held each year inra diffe
ent country and they include participants from at least three countries.

This table is important for arrivals of foreign tourists. As it can be seen Sarajevo did not
had privilege yet to get allowance for MICE. What is important to say is that Sarajevo still

has no single congress center for internatienahts.

Table 19: Low cost operators (Source: Web presentation of all airports in cities)

City Number of low-cost operators
Wien 9
Prague 9
Warsaw 12
Budapest 11
Bratislava 3
Sarajevo 3
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One of the major transport used today for tourist are thesedswflights. For every de
tination that wants to earn money and develop tourism it must have connections with other
countries through loveost operators. Obviously city that has most-tmst operators are
Warsawand Budapest. Sarajevo has 3 but still it is important to noterthpmevious year

it had O of lowcost flights.

Table 20: Ranking by foreign visitors

City Foreign visitors

Wien 4.564.276
Prague 4,753,824
Warsaw 1,068,700
Budapest 2,863,356
Bratislava 591,585
Sarajevo 253,525

Out of this table it can be seen that cities that attract greatest number of tourists are Prague
andWien. Of all capital cities that | have compared Sarajevo is last with 253,525 foreign
tourists. It is important to say as well that Sarajevo is not soityi@s all of these five so

when taking proportions into consideration this number shows that tourism is definitely

something that needs to be work on in Sarajevo.

When speaking about prices for tourists in all of these cities based on my experience and
data from internet I've managed to compare that Sarajevo is the cheapest city compared to
these five taking into calculations spending night in hotel, accommodation, daily supplies,

tours, etc.
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/7 PROJECT FOR NNGCRBARI STI C | A/TETNREASCST
OF SARAJEVO

7.1 Marketing strategies goals

Marketing plan goals of Sarajevo are defined on basis of total development of tourism in
B&H as well in Sarajevo. In previous analysis | explained what are the main things that are
attracting Sarajevo tourists as well what mainoblems for tourism of Sarajevo are.rnco
sidering that tourism is very wide industry | will try to emphasize most important things

influencing tourism in Sarajevo.

From my point of view most important thing today that are preventing Sarajevo to become
one of the top tourist destinations are low investment in tourism industry. Thereby major

goals of this project would be to:

Position Sarajevo as tourist destination on international and domestic market

1 Significantly increase in foreign and domestic touridtofeed by corresponding
increase in the volume of sales in all parts of tourism business

1 Establish and implement a system that will continuosly manage development of

tourism in Sarajevo especially in promotion of city

Choosing right strategies for devetopnt tourism of one city is not easy but based on my
knowledge that | have about Sarajevo and about tourism at all | can conclude what are the

key aspects for Sarajevo to increase its attractiveness:

1 Improvement of existing Touristic Association of Sarajev
1 Infrastructure of transport as a basis for tourism

1 Improvement, maintance and sustainability of existing touristic attractivities

For each of these three marketing strategies | will try to define objectives, define risk, costs
and time analysis needed fachieving those goals and as a final step it will be result and

evaluation aftermplementation
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7.1.1 Improvement of existing Touristic Association of Sarajevo

For tourist destination to be promoted it has to organization behind it. In case of Sarajevo it
can be said that it doesn't have one unique anddeetloped organization that represent

it tourism. By representing | mean going to tourist events all around world, promotion all
around world which is main weakness why Sarajevo is not wadé recogrzed as a

touristic destination.

So far Sarajevo is promoted by several private tours operators and Touristic Association

without any support of Federal Ministry of environment and tourism in B&H.

First step to increase tourism attractiveness of Sarajeto iimprove this Association.

When improving this organization | would pay attention on next steps:

a It has to have office in center of Ci
recognized place in Sarajevo)

0 Airport and railway have to have map thatl\guide tourist to this organization

0 Organization should be connected with all private tours operatoraell with

public transporfor better promotion

Objectives of organization
For organization to be successful it is of imperative to make specific and precise goals.

1. Improve connections between all other tourist organizations in B&H

2. Organize tours for visiting most important attractions for tourist in Sarajevo during
whole year

3. Evaluate in which period of the year the greatest number of tourist is coming and

from which country

Organizing events for visiting Sarajevo

Promote Sarajevo in wor]djoing to tourism events

Improving andcreating new ways of promotion

Budget

© N o g &

Welleducated personnel
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Plan, time and cost for goals

Taking into consideration that so far small amount of money was invested in Towism A

sociation of Sarajevo this has to change in order for Sarajevo to attract tourists.

For example Vienna budget f@013 was 22million of Euros. Even though Vienna is
much bigger city | consider it as a competitor to Sarajevo because | think Sarajevo can
achieve much greater number of tourist visits with promotion budget proportional to its

size.

Therefore suggestediiget and time for increasing tourist attractiveness would be:
U 1,5million Euros annually
U 1lyear

Second goalwell-educated personnel

This should include gung personnel with finished faculty of Tourism. It has to beimult

lingual personnel (English ammdher major languages).

Time for training how to promote city and city tourist attractions: 2 weeks.
Salary monthly: BOEuros for personnel in Sarajevo

Number of employees: 5 + 2 persons for representing Sarajevo in the world.
Third goal: evaluation otarget segment, and period of most visits in year

In order to do alheedanalysis and evaluatiptechnical equipment is of need:
Costs: 7.000 Euros (Computers, telephones, faxes, priete)s,

Fourth goal: organization otoursthrough cityand most irportant attraction yearly:
Time: Four times per week

Beginner investment 2 busses: Approximately 100.000 Euros

Cost: 200 Euros Weekly: Monthly: 800 Euros. (Cost for driver as well for fuel)
Fifth goal: Promotion of Sarajevo in world, going to tourism egent

Time: Visiting eventd times per month:

Cost: Around 3.000Euros per monthdepends on distang&ickets for airplane, acoo-

modation and food).
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Sixth goal: Improving and creating new ways of promotion
This goal is a bit complicated but | will try to ket very clear for Sarajevo.

Promotion of Sarajevo is very weak due lack of funds, due to low organization of touristic
association. One of the main things for attracting tourists is the way how to promote place
in this case Sarajevo. There are sevdnalgs that | would like to create and change with

promotion of Sarajevo.

First of all nowadays most of the places are promoted through Internet via Social networks
like FacebookOf course this page should have all information about Sarajevo it-attra
tiveness | have explain in analysis, it should be as well frequently updaisdneans:

o Creation of Facebook account for Sarajevo tourism (will be of value

especially for domestic tourists) domestic as well in English language.

Time: 1 day plus dailypdates
Cost: 1 employee for maintaining and updatingoaot on a daily basis. 250Euros.

Second thind would change is official website of Tourist Association of Sarajevo. So far
it contains only gener al i nf or rmatlangmagesa b o u
Bosnian and English. It is of imperative to place several more major languages as well as

Arabic one because in | ast yearo6s great nt
o Improvement of offical website of Sarajevo and creatingvailable in
more majo languages (especially in Arabic).
Time: 1 day
Cost: same employee that is updating and maintaining Facebook account.
By changing official website | meadding information about:

- Accommodation, map of hotels, hostels and pans ion.

- Commercials on website

- Promotion of places through vide@nd picture of famous places

- Updating the website about most important events that are going to happen in

future months (not done so far).

Thirdly visiting and hosting the events about tourism during whole yeatay there are

many numbers of events that are happening in the world when people can promote their
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own countries, cities, destinations, etc. So far Sarajevo has also been one of tipamtartic

on some of these events. In picture below it can be seen award that Bosnia won for best

stand award in London 2007.

Figure 7: Award for best stand in London 2006 (Business news, 2007)

In a picture above it can be sg@omotioncircle that when u step on it starts to spin and

shows main attractions of B&H.
o Creae 3 morepromotioncircles and place them onto airport, railway and
next to tourist association of Sarajevo.
Time: 2 weeks
Cost:450Euros

Fourth type of promotion that | would suggest is partnerships with tourist Associations
abroad especially in countries likeroatia, Turkey, Serbia, Austria and Kuwait. | amnme

tioning these countries because they recorded biggest tourism visits to Sarajevo.

Having partnerships in these countries would allow Sarajevo to promote itself on &ven be

ter way.
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o Establishing partnerships abroad in order to promote Sarajevo through

different campaings, events

Time: Month, duration of partnership (hard to know, depemdgapious factors).

Example would be organizing sport tournament in area of Sarajevo simultaneously as well
organizing tournament in football in partnership country (Croatia). Winners in bath cou
tries will travel to other country for free.

Cost: 700 Eurs
Time: 10 weeks (tournamerg days, traveling and enjoying each country 7 days).

Sixth wayof promotion is wrd-of-mouththatis today bad for Sarajevo due to last months

of demonstrations/Norld websites and social networks delivered this news likeaitwsr

in B&H. Tourists who found themselves in that period in Sarajevo will spread word that
Sarajevo safety is low. Based on studies it is shown that most of the people would rather

spread bad word then good one.

Bad wordof-mouth can be used in a diféet way to show world that things are not so
black in Sarajevo. For example, use of social network could change bad word of mouth to
good one: Touristic Association in Sarajevo organizes tour throughPatgonnel plesa

ure all of the demands that toutsswants. Afterthosepersonnel takes a pictures, record
videos and many other interactive games. Whberists leave Sarajeytourist Association

posts photos abotiat tour on its Facebook page thereby showing friends of those people

that were on thdtip that things are not so bad.

o Using social networks (Facebook) in order to prevent bad veditouth

Finally last way for promotion | suggest is standard one but more improved usirag mag
zines, other material including (pens, hearts, cughjrts, flags, etc.) that have marked

Sarajevo or some cultural or natural attraction of Sarajevo on it.

o Make a partnerships with smal/l s hoj

promotive material to irrnational as well to domestic tourist
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7.1.2 Transport infrastructure as a basis for tourism

In previous analysis that I've done when saying Transport infrastructure in one ity it i

plies to:

V Airline transport to Sarajevo
V Railway transport

V Public and privatéransport within city

From exposed analysis it is very obvious that trangpfstructures muchundeveloped

in Sarajevo which is one of the main weaknesses for Sarajevo as whole but also has great
impact for tourism industry. Hourists wanto visit Sarajevo they can do it on a several
ways: by airplane, by railway, private car or by private bus organization. Sadly to say if
tourists decide to visit Sarajevo by airplane tickets are expensive, by railway (nolpossibi
ity, no international connectiongj,they decide by car or private bus roads are praity u

developed.

My proposal for developing infrastructure of Sarajevo as a basis for tourism wiltwave

steps

1. Define objectives

2. Define risk, budget and time used for achieving goals
Define objectives

Objectives for improving transport infrastructure of Sarajevo as a basis for increasing tou

ism attractiveness are:

Improvement of airline infrastructure
Establish international railway connections

Improvement of public transport and tour operators

©O O o o

Creatng City Card
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Improvement odirline infrastructure
When speaking about this factor it is important to improve 2 things connected with it:

U Increasing number of lowost flights
U Creating a bus line from airport to center of city
U Establishing flightavithin country.

When speaking about transport infrastructure on first sight it is mostly repaired or created
in order to satisfy people within city, without thinking about tourists. Of course people that
are in charge for transport infrastructure withity should think about tourists because
improving infrastructure of city that is popular destination would lead to even great profit
of not just city but whole state as well. Taking into consideration that increase-co&hw
flights in Europe is constdy growing it is of imperative to involve Sarajevo in thiopr

cess.

In previous part | did analysis about Sarajevo airport and low cost flights as well. As it is
familiar there are only 3 lowost flights so far. Of course for destination to be moresacce

sible it is important to improve it.
Based on research that | have done besidost flights destination should be:

U Sweden

U Germany

U Istanbul

U Dubrovnik

U United Kingdom

U Belgrade

Time: 2 years, after that expanding to more countries

Creating a bus line from rgiort toward centerepresents other suggestion that | wouhd i
plement in infrastructure because it is very important for tourist to know where to go when
they come. Instead of this themeea great number of frauds that is happening with taxi

drivers tody.

Bus should operate after every flight arrival.
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Establishing airlines within country would mean lines from:

SarajeveMostar,

Sarajeve Tuzla

Sarajeve Banja Luka

Reason for this is increasing tourists visiting Sarajevo as well other cities in B&H.
Establish international railway connections

Railways represent second most important transport infrastructure of a city not only for
domestic people and tourist but also for foreigners. Problem Sarajevo today is facing is that
there is no single internatioa | rail way connection exaept t
tia).

Reason for nofaving international connections is mainly political and lack of investment.
There is also problem of low quality railways within Bosnia and Herzegovina in total and

their ®mnnections.

Sarajevo politicians obviously do not pay too much attention toward its railways as one of

the main transports for tourist in and out of Sarajevo.

My suggestion would be to improve train qualities as well to introduce internatiokal rai

way conrection toward:

V Croatia
Vienna
Prague
Belgrade

< < < <

Budapest

These five lines for start would make great impact on tourism of Sarajevo and B&H as

whole.

After improving quality of railways of course they should be promoted, new linds- esta
lished toward other cauries should be promoted in a way as a new way of transport,

cheap transport and pleasant trip.

Problem with railway in Sarajevo is also that it is not well promoted, no magazines; no WI

FI within station, no small shops and souvenir shops. All of thleseld be implemented.
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Improvement of public transport and tour operators

For tourists that are coming without their own car it is imperative for city big like Sarajevo

to have very well developed public transport.

In case of Sarajevo public transport rslow quality.Currently there are two ways of ipu
lic transport: by trolleybuses and tranhain problems that are affecting tourists visiting

Sarajevo are:

Table 21: Problems facing public transport in Sarajégwn source)

Problem Effect on tourism
Timetable is incorrect Anger of touristshard to use it again
Frauds of employeasorking inpublic Effecting culture of whole nation, represer
transport ing it in a wrong way

Lack of knowledge ofEnglish language  Tourist often think that there is a lack of

within transport educational system

Non-existence of machines to buy tickets Making tourist suspicious and afraid of
(only available at driver) frauds because most of the time it is ctlew

ed, no chance to buy ticket

In order toimprove public transport and to provide tourists transport they deserve it is of

imperative to do next steps:

1 Install machines on every second statddntrams(current number of station &7,
which means 14 machines for buying tickets),
1 Place a map of&@ajevo on every second station (14 maps) on English language

1 Teach employees English language beside native one

Creating city card

One of the main things that Sarajevo should create and implement for tourist visiang Sar

jevo is City Card.
City Card shold give different benefits to tourists like:

U Discounts on week tickets, monthly tickets for public transport
U Tickets for special events happening due to whole year

U Providing leisure activities
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7.1.3 Improvement and maintenanceof existing touristic attractivities

First of all this strategy should be connected with improvement in promotion andemaint

nance in way of how good tourist attractions are maintained.

Sarajevods organizations t h gespecallysmaturakasicp o n s
cultural) are not doing their job as they should. In my opinion most of these attractions
should be under obligation of Tourissgociation that | have proposed of course connected

with partners from abroad like European Union.
Improvement and maintenance of main tourist attractions should be done in several phases:

1. Define maintouristattractions and problems
2. Suggest program for problem

3. Evaluate risk, time and cost analysis

Today for sure main tourist attractions in Sarajevo are:

2mount ai ns: Bjelagnica and Jahorina
Bagl|l argija as a part of Ol d Sarajevo
Spring Bosnia

Bijambare Cave

Waterfall Skakavac

=4 =2 A 4 4

National Museum

Problem #1: Bjeladgnica and Jahorina

Mountains of B&H are considered one of the best tourist attractions for Bosnkéesarsd
govina. Sadly they are not maintained and promoted in world as they should be. Starting
with winter seas onaardBfacied paojlem otlacking toarists] Mdstmfr

the people go in winter for ski sports on these mountains. Problensse¢hatcurring are:

- Lack of domestic tourists because they are expensive for them

- Lack of foreign tourists because they are not well known

These mountains are not only visited during the winter, they are also visited during the
summer. Great number of pdephas wishes to visit these mountains during the summer
because of climate and attractions they offer.During the summer period problems these

mountains are facing are:
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Lack of tourists because of insufficient leisure activities they offer.

Table 22 Suggested solution for problems that are facing mountains of Safajeno

source)

Solution #1 Bj elvangenseasan and Jah

Suggested program Goal
Improvement of cable car Comfortable seats
Increase artificial snow Increasingime for skiing on mountain
Reduce prices for domestic tourist Great number of domestic tourists
Better promotion on Europescene Increase number of foreign tourists

Organize tours for students and school PositiveWord-of-Mouth

skiing with special discounts
Organize ski tournaments Better promotion of mountains
Solution #1 Bjelagnica and Jah

Improve bicycle paths, hiking pathsoller Providing sport life for tourists

paths

Organi ze event 606 SkProvide pleasure to tourists and positi
thoughts about mountain

Built of mini parks for children Providing activities for all type of age

Provide busses tours during whole sumr Allow tourists to visit mountains whenewv

not only up to April (so far) they wart

Problem #2: National Museum

National Museum should be one of the greatest buildings of one city. Sadly that is-ot sit
ation with Sarajevo. National Museum was closed during 2012 in January. Reason was that
employees did not receive their salariéien speaking about National Museum, biggest

number of tourist was domestic.
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Solution #2: National Museum

Of course, Sarajevo has a goal to attract great number of tourist no matter they come from
other cities within B&H or from abroadh appendixpicture of it is shown.

Previously biggestumber of visitors wastudents from primary and high school so I think

Tourist Association of Sarajevo should take a lead promoter of National Museum.
Plan is to:

- Ask funds from country to pay debts so Museshould opemgain

- Organize events for students all around B&H for one day visit of this museum and
guidance through it.

- These events should continue happening through whole year in order not to happen
same thing with museum.

- Offer special discount for gup of students more than 50 (1 buss)

- Promotion of museum through magazine, internet and souvenirs

Problem #3: Spring Bosnia

Spring Bosnia is most visited in period from May to September. It is founded at the end of
Sarajevo and it represents natural reses. Most of tourist that comes from abroad goes
to visit as well as domestic one®roblem that is facing Spring Bosnia is laakinves-

ment as well promotion in B&H. In appendix there is a picture of it.

Solution #3: Spring Bosnia
Suggested projects Spring Bosnia in order to attract more tourists:

- Install small shops (shops for food, souvenir shops)

- Install a shop for renting (bikes, rollers and pedal)

- Provide stand with info points

- Offer tents and othahings neededior people who wish to spendght at Spring

Bosnia.
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Problem #4: Bijambare Cave

Taking into consideration that this represents cave that is world famous as a touriat destin

tion but not used for right purposes | would suggest project for its usage.

1. Provide a path towards Bijambaocave wih signs (so far no relevant sings on

English)

2. Opening info pult (for information, selling tickets for entrance into Bijambare

Cave)

3. Hiring a guide

88

4. Due to most visits during the summer (B®9) | would provide guide throuh

Bijambare Cave every day at 11, 13,15 and 17 hours. Other three months that this

cave is visited based on data is during April, May and October. In this period

entrance would berganized from Monda¥riday at 12 and 14 hours. Minimum

person number would be 8 and maximum 30.

Table 23: Suggested way to earn profit for Bijambare céen source)

Price list
Older persons 2 Euro
Students, pensioners and dieab 1,5 Euro
Children up to 6 year Free
For organized groups above 20 persons | 1 Euro
Of course tourist dondt come here

ormd y

scape which means great number of people come here for bicycling, hikiraghende-

laxation activities.

t

(0]
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8 TI ME, RI SK ANBDLEOSS

8.1 Cost analysis

When doing cost analysis of project for increasing tourist attractiveness it is important to
emphasize that next data will not be totally accurate due to lack of informatioeeausk

it is wide topic as well. | will try to list activities that | described in project as wasls
needed for their implementation. My suggestion is to split costs on 2 organizations:

- Touristic association of Sarajevo

- Ministry for traffic, tourismand environment together with private funds

Table 24: Costsof Touristic Association of Sarajevo on suggested pr¢@eh source)

Activities Costs

1. Employment of 7 persons (cos 4.900
reffer to total number of employees

Monthly paymern

2. Technical equipment (computel 7.000

printers, phones and faxes)

3. Buss investment (2 busess) 100.000

4. Tours through city (drivers plus fu
costs)Monthly payment 800

5. Tourist events in the world @

persons, £ time per month)

Monthly payment
3000
6. Creation of Facebook pagand
update of offical website (1 persc
updating and maintainaing)
200

Monthly payment

7. Create 3 more promotion cirlce lik 450
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on picture in project abouetal cost

8. Promotion of Sarajevo even
throughmagazines, especially onlir
promotion:

-SFF (Sarajevo Film Festival as o

of the biggest events in Sarajevo)

1.200

9. Establishing partnerships with oth
TA

campaings, events)

of countries (organizing
F.e: football tournament:

- Rent sport hall for 8lays (917h)

- Promotion material for tourname
(papers, water,etc)

- 5 persons to trip to other count
and accommodation with discount

days)

(9h x 20Euro for one hour x 3 days)= 5

50

2.000

10.Creation of promotion material fq
smallshopon Bagl ar gi
20

- Pens (240 pieces) 1piece=0.5

- T-shirts(300 pieces)piece=

- Clock (200 pieces) 1piece=04
- Magnets (300 piecedpiece=0 . 5

1.670

11.Installing panel maps of Sarajev
on every second tramstation (14
maps X 2= 28 maps in differe

languages)piece =20 Euro

560

12.Creating City Cardand maintenanc
(for start print out @,000). Material
for creating 1 piece = 1 Euro

20.000
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13.0Organization of tour events ¢
around B&H in order to visi
Natuional Museum (primary an
highschool). Costs reffers to:
- Material for promotion (paper an
online advertisement) 50 Eurper
month
- Souvenir giftsgiven to students
(max number of students in one d
is 100). Cost of one souvenir t
design= 10 .  gtaotrdesign 100

1050
souvenirs.

14.Install info point on Spring Bosni
along with small shops offerin
different activities:
-lnfopoint (400040
- Shop for renting bikes rollers
(3.0000)
- Shopfor renting pedal¢ 3 . 5
- Shop for fastfood 1. 0 0 O {

7.900

15.Bijambare Cave Project:
- Provide legit signs on Englis
toward it (1500)

-l nstall i nfopul

In table above costs for Tourist Association of Sarajevo are shbwm.this project is
based on one year dir&a gy t hen Tot al costs woulmd be
portant things that need to be taken into consideration that will affect costs through year

are:

1 Souvenirs, promotion material should be done througHewear, I've placed costs

only for start (23 months max.)
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Table 25: Costsof Federal Ministry of tourism, environment and trafiievn source)

1. Developing bus line from airport t
center:
1 bus = 18.000u

. , 18.600
1 driver = 600U

2. Installation of machines for buying
ticket on every second tram and
troleybuss station:

- 14 tram stations
- 12 buss statian
Price for 1 machine is 350 Euro 9.100

3. Project for mountains:
-Repairement of
-Investment inskii equipment 7.00(
G4 per each mount
-lncrease artifi
-Improve bicycle paths, hiking patt
and path for wal

-Built a mini park for kids activitieg

(1.8000u0) 30.300

4. Organization of bus tours frof
period April September (current by
tours toward mountains are in peri
(OctoberMarch):

-4 bus dr imorghlys (
-fuel (4 buses x 4 times per day|

400 dai l f Yononthly
y ) b 4.000

Total costs that ministry should have in order to fulfill thisject on yearly basis should

be approximatelyl 13 200 0.
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These are the projects that are measurable but not totally accurate. Major things that are
slowing tourism of Sarajevo are connected with International railway connection that Sar

] ev o d weeas web lowcdstdlights.

Costs for these two things are hard to measure because great number of organization and

procedures is involved in it.
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8.2 Risk analysis

As any other project this one as well carries potential risks witimpgementation. Cu

rent situation in Sarajevo today is whatever you want to do; to change you will always
have risk to fail it. Of course, it is very important to create as better plan as possible in o
der to reduce that risk. One of the main causes bfriSarajevo is economic and political
situation. Reducing risk of this project would be significantly better if one political body

would lead all of the activities instead of several.

Tourism as an industry represents one of the main sectors in Saitzg¢\vaan increase
wealth and profit of city. In order to implement this project and thereby increase adtractiv

ness of tourism in Sarajevo it is important to make a barrier for next risks:

1. Human resources riskFirst and very important risks that is Saesa) facing today
is frauds that are done during any project. In order to implement this project great
amout of funds are needed. Approximately 1/3 of funds that are collected are not
invested in planned project. Also importance of finding right persorntfiégobs in
Touristic Association. There is no Tourism faculty in Sarajevo only department
within SEBS (School of Business and Economics in Saraj@®exple might not
have the sense for communication with tourists in a right way.

2. Failed investmentsToday situation in Sarajevo is not so bright. Protests because
of bad economic situation spread all around world with negative influence on
tourists. Even though this project is implemented it can be done for nothing. Bad
reputation on safety of city as W& one of the factors that are causing potential
risks. This could lead to failure of project and waste of money.

3. Not well developed tourism industr@ne more factor that causes potential risks is
that tourism industry in Sarajevo is not developed,civimeans funds needed for
protection of heritage and cultuegtractions will not be collected. There is no
enough money to maintain them. Even this project can help with economic growth
there is a fear of failed projects before, so this could lead t@cupting this
project.

4. Administration risks.Establishing Tourism Association of Sarajevo requires great
number of papirology and laws. As well getting permit by Canton Sarajevo to build

small shops on cultural places like Spring Bosnia can be problem too
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5. Political and economical instabilityFor sure this represents the main potential
risk that this project have. Division in people within city is of main importance for

success of this project at the same time it can be main cause for its failure.
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8.3 Time analysis

Table 26: Project of increasing attractiveness of Sarajevo (own source)

List of activities Time needed for activity

A- Improvement of TAS 30 days

B- Establishing partnerships abroad | 17 day

C- Organizingevents (sports, festivals| 35days

D- Creation of promotional material | 21days

E- Development of transpol 180 days

infrastructure

F- Improvement in public transport | 60 days

G- Improving condition and| 90 days
accessibility towardmountainsand
other natural and cultural attractio

and promotion of the same

H- Establishing internationg 42 days
connections  (railways, lowost
flights)

In a table above there are shown activities that | have choose to be implemented in order to

increase tourist attractiveness of Sarajevo.

Solution of PERT analysis is shown in appendices where it is possible to find results about,
critical path, earliest start, earliest finish, latest start, latest finish, activities mean time and
slack time. As welltican be seen the overall time needed for this project to be imglemen

ed and that is around 365 days or one year.
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Table 27: Activities (own source)

Activity | Achivity Immediate Predecessor (list | Optimistic time | Most likely ime | Pessimistic time

Mumbei| Mame | number/name, separated by '.') [a) (m] [b]
1 A 2 a0 15
2 B A 15 17 23
3 C AR Zb 39 i
4 D A.B.C 15 21 27
5 E A 168 180 220
b F E 54 [H]] b8
7 G E.F.D 77 90 105
8 Hi E 35 42 1]

In table above there are shown list of activities and their dependeneeslobther. As
well in order to be more precise about time needed for project it is important to take into

consideration optimistic, pessimistic and most likely time of ending project.

0293 2383|4740 47h0(8047 8217(1 1?‘2?‘9‘,@73 17
A B C D E
O 2983 2005002117 2130 7(2583 dhaga|dy H4| 35217

| 2 afz

—F
Ga[2TE50 21NGN[ZFEs

KL W1

Figure 8: PERT graph (own source)

Pert graph shows activities and their connection, as well as critical path that is marked with

red line.
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CONCLUSION

Sarajevo as a capital city was and still is today much more included in industries that are
not connected with tourism. In my opinion Jax® is a city that should be mainly focused

on tourism. Reasons for that are many. Great number of tourists today wants to see som
thing new, something unique. Sarajevo has many unique things that can offer to people. It
is relatively unknown city for Ewpe not to speak about world. It can be said that it is
amet eur . But | ust because of that It has ol
many things to offer. It is a city that was totally destroyed 22 years behind and stifi-it ma

age to developself.

Based on information presented in analysis it can be seen that Sarajevo has much to offer

but more time and money should be invested in tourism sector.

When speaking about todayds trend in worl
places taelax, natural places as well trend in world was and still is cultural tourism. Those
are things that are giving chance to Sarajevo to become one of the top destinations in E

rope.

So far Sarajevo cand6t be compiameBumwopdé 1t h-:
placed in analysis part. It should be taken into consideration that those are much bigger
cities, with bigger population and most important thing with very developed economic and

political situation in their countries.

Economic and pdical situation of country is one of the important factors influencing
tourism sector. Sadly in B&H and Sarajevo situation is bad. There are no signifieant i
vestment in developing, maintaining and promoting touristic attractions like in Vienna for

exampe. Vienna had 22 million Euros only for promotion budget.

Tourism as industry is very complicated and should not be taken as a sustainable industry.
Of course it is considereasone of the industries that can easily sustaelf but before

reaching thapoint there should be invested time and money.

Sarajevo as a city should seriously start to invest more into tourism industysbedaf
nitely it will pay off in near futurelt will encourage whole economy of city in a shoet p

riod and total countryni a long period.
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APPENDI PR®JIECTI ON CNMPLHEI O

04-292014| Activity |OnCrtical | Actwity | Earliest | Earhest | Latest | Latest | Slack | Achwity Tme | Standard
125224 | Name | Path |MeanTime| Stat | Fimsh | Stat | Finigh | (L5ES) | Distribution | Deviation
1 | A Yes 288333 0 2833 0 A8 0 3Timeestimate 18333
2 B no 176667 298333 475 25 AN91667 1716667 3-Time estimate 1,3333
3 C no 6667 475 821667 2191667 2518333 1716667 3-Time estimale 26667
i D no 21 B21667 1031667 2538333 2148333 1716667 3-Time estmate 2
5 E Yes 1046667 200333 2145 298333 2145000 O 3-Time estimale 8 6667
b F Yer 603333 2145 2748333 2145000 2748333 0 3Time estmate 23333
1 G Yes 30333 2748313 3651667 2748333 3651667 0 3-Time estimale 4 6667
8 H no i35 245 BB 3216667 3651667 1071667 3-Time estmate 3,8333
Project Completion  Time = 51T daps
Number of  Cilical ~ Path(s) = 2
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APPENDIXP2:PRI CES FOR SKI I NG ON MOUNTAI

Rb

10
11
12
13
14
15
16
17
18
19
20
21

I n  Zlty dfManadgement and Economics

Ski Pass Children
One ride
Half day (9:00 to 12:30 and 12:30 to 16:00 h) 17,00

Diaily tickets for the ski school

Daily Chart-arganized group (20 persons) 18.00 KM
Day ticket (9:00 to 16:00 h) 20.00 km
Day ticket (11:00 to 16:00 h)

Might skiing

A two-day ticket

A three-day ticket

Four-day ticket

The five-day ticket

Six-day ticket

Seven-day ticket

The five-day ticket (in season)

The ten-day ticket (in season)

One hundred points: sofa =3 = 2 seater ski lift =1

Seasonal (not transferable)

Seasonal (athletes, coaches, ski instructors)

Baby lift individual 2.00 KM
Baby lift half-day (9:00 to 12:30 and 12:30 to 16:00 h) 8.00 KM
Baby Lift Day 10.00 KM

NOTE*: Prices are in BAM (Currency of B&H). 1 Euro =1,95 BAM.

110

Adults

5.00 KM
20.00 km
18.00 KM
27.00 KM
30.00 km
27.00 KM
18.00 KM
54.00 KM
81.00 KM

108,00 KM
135,00 KM
160,00 KM
185,00 KM
140,00 KM
260,00 KM
110.00 km
550,00 KM
400,00 KM

)
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APPENDIX Ill: SPRING OF BOSNIASarajevo, 2014)
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