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Abstract

Diffusion of information and communications technologies (ICT), especially the Internet, introduces crucial changes and enables
the growth of all economic sectors as well as tourism industry. The main motivation for this work is to point out some of the insuffi-
ciently used opportunities that information society places in front of the countries with significant contribution of tourism to economic
well-being. In Montenegro, tourism is an important determinant of overall economic growth and the most promising industry branch.
Since Montenegro declares itself as the country pursuing the progress of information society, currently there is a need for a better
understanding of the e-tourism concept and implementation of ICT in the field of tourism services, its potentials and factors that hin-
der its faster development.

The particular aim of this research is to quantify online presence of the Montenegrin tourism companies and notice critical factors
of entering into electronic environment. In that purpose, we have used the Web Assessment Index (WAI), and the Facebook
Assessment Index (FAI) as a tool for efficiency assessment of web and social networks of Montenegrin companies in the field of
tourism. The results obtained from the analysis have been compared with the perceptions of the Internet users in order to perceive
interdependence between the method of presentation of companies and attitudes of their users.

Keywords: Information Society; Developing Country; E-Tourism; Web Assessment Index; Facebook Assessment Index;
E-Marketing; Online Presence
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3opaHa NMonoBuy
acnipaHT, BUKnaaa4y, EKOHOMIYHUI haKkynbTeT,
YHiBepcuTeT YopHoropii, Pecnybnika YopHoropia

BinbAaHa PoHpooBuy
KaHanAaT eKOHOMIYHMX HayK, AOLEHT, EKOHOMIYHUIA (haKynbTeT,
YHiBepcuTeT HopHoropii, Pecny6bnika YopHoropia

OuiHKa AKOCTi OHNMaWH-NPUCYTHOCTI TYPUCTUYHUX KOMMaHiN KpaiH, Lo po3BMBaloTbCA (Kerc HopHoropii)

AHoTauif

MowmpeHHs iHchopmaLinHMX | Komn’toTepHnx TexHonori (IKT), ocobnunso IHTepHeTy, 06yMOBIOE NOABY PaANKanbHUX 3MiH | CTU-
MYJIIOE 3POCTaHHA BCIX CEKTOPIB EKOHOMIKM, 30Kpema iHAycTpii Typnamy. MeTa uiei poboTn — BKasaTu Ha AeAKi 3 HeJOCTaTHLO
BMKOPUCTOBYBaHMX MOXITMBOCTEN, AKi iHhopmaLinHe cycninbCTBO BioKpUBae nepen KpaiHamu 3 iCTOTHUM BHECKOM Typu3my B
€KOHOMIYHUI [o6pobyT. Y HopHoropii Typnam — BaXX/IMBUIA AeTEPMIHAHT EKOHOMIYHOIO 3pOCTaHHA B LiNoMy Ta Hanbinbw nep-
cnekTuBHa ranysb ccepu nocnyr. Ockinbkn YopHoropia no3uuioHye cebe AK KpaiHa, WO CnpuAe po3BUTKY iHOPMAaUiHOIO
CyCninbCTBa, HUHI € noTpeba B KpaLloMy po3yMiHHI KoHuenuii E-Typuamy Ta BnpoBagXeHHi IKT nig yac HaaaHHA TYpUCTUYHUX
nocnyr, Wo6 NoBHile BUKOPUCTATU NOTEHUjasn i YUHHUKM 3POCTaHHA ranysi Typuamy 3 04HOro 60Ky, a 3 iHLWOro — MiHimidyBaTu
hakTopu, WO NepeLlKoaKatoTh ii LUBMALLIOMY PO3BUTKY.

CneumdpivyHa MeTa LUboro AOCNiAXXEHHA NONArae B TOMY, W06 BU3HAYUTU KiNbKICHUN NOKA3HUK MEpPEeXXeBOi MPUCYTHOCTI YOPHO-
rOpCbKMX TYPUCTUYHMX KOMMAHIN Ta BUABUTU KPUTUYHI YNHHMKM iX BXOOXKEHHA B €NTEKTPOHHe cepepoBuLe. [1nAa peanizauii no-
CTaBNeHoro 3aBAaHHA MU Bukopuctamm IHaekc OuinkuMepexi (Web Assessment Index, WAI) Ta Ingekc Ouinkn ®encbyk
(Facebook Assessment Index, FAI) AK iIHCTPYMEHTIB OLiHKM e(eKTUBHOCTI NPUCYTHOCTI B MepeXi [HTepHeT i couianbHNx mepe-
>Kax YOPHOrOPCbKUX TYPUCTUYHMX KOMMaHiA. Pe3ynbTatu aHanisy 6ynu sicTaBneHi i3 TUM, AKe CIPUAHATTA MaloTb KOPUCTYBaui
mMepexi IHTepHeT, Wob BUABUTM B3aEMO3aNEXHICTb MiXX METOAOM NMpe3eHTauii KoMnaHii y BipTyanbHOMy NpoCTopi Ta CTaB/eH-
HAM ii KNieHTiB.

KntovoBi cnoBa: iHhopmaLinHe cycninbCTBO; KpaiHu, Wo po3suBatoTbeA; E-Typusm; IHaekc Ouivkmn Mepexi; IHaekc OuiHkum

deincbyk, E-MapKeTuHr; oHnamH.
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3opaHa NMonoBuy
acnvpaHT, npenogaBatesib, 3KOHOMUYECKUI hakynbTeT, YHUBepcuteT YepHoropum, Pecnybnuka YepHoropua

BunbAaHa PoHpoBuy
KaHaMaaT 9KOHOMUYECKMX HayK, AOLEHT, acnupaHT, NpenoaaBaTtesib, 3KOHOMUYECKUI haKynbTeT,
YHusepcutet YepHoropum, Pecnybnuka YepHoropuma

OueHKa Ka4yecTBa OHNalH-NPUCYTCTBUA TYPUCTUHECKMX KOMMNaHUA pa3BUMBaloOWMXCA CTpaH (keic YepHoropum)

AHHOTaUuA

PacnpocTtpaHeHne MHhopMaLMOHHbBIX M KOMMbIOTEPHbIX TexHonorun (MIKT), ocobeHHo VIHTepHeTa, obycnaBnuBaeT KapavHab-
Hble U3BMEHEHVA 1 CTUMYNUPYET POCT BCEXCEKTOPOB 3KOHOMMKW, B YACTHOCTW MHAYCTPUM Typuama. Llenbto naHHon paboTsl AB-
NAeTCA onpeaeneHe HeKOTOPbIX HeJOCTAaTOYHO UCMOMb3yeMbIX BO3MOXHOCTEW, KOTOpble MH(hOPMALIMOHHOE 06LLECTBO OTKPbI-
BaeT nepef CTpaHamu € CyLLeCTBEHHbIM BKI1aA0M Typu3Ma B 9KOHOMUYeCcKoe 6narococtosHme. B YepHoropum Typram — BaXKHbIi
[eTepMUHAHT 3KOHOMUYECKOro pocTa B LieNioM 1 Hanbonee nepcnekTuBHaA oTpachb cdepbl yenyr. Tak Kak YepHoropua nosu-
LUMHompyeT cebA Kak cTpaHa, crnocobCcTByoLWanA passBMTnio MHOOpMaLmMOHHOro obLecTBa, B HACTOALLEee BPpeMA CyLLeCcTByeT Mo-
TPebHOCTb B NyyllemM NMOHMMaHUW KOHLEeNuMn e-Typmama n sHeapeHna VKT B CNeKTp TypUCTUYHECKUX yCnyr, 4Tobbl NosiHee uc-
nonb3oBaTb MOTeHUMan u akTopbl pocTa cepbl Typu3ma ¢ O4HON CTOPOHbI, & C APYroln — MUHUMU3MPOBATb Te hakTopsl,
KOTOpbIEe NPenATCTBYIOT €é 6oee BbICTPOMY PasBUTHULO.

Cneundmyeckan Lenb 3Toro UccneaoBaHnA COCTOUT B TOM, YTOObI ONpeaennTb KOMYeCTBO CETEBOro NpUCyTCTBUA HYepHOrop-
CKWNX TYPUCTUHECKMX KOMMNAHUN N BbIABUTb KPUTUHECKME haKTopbl X BXOXKAEHMA B 9NEKTPOHHYIO cpedy. AnAa peanusaumm no-
CTaBfIeHHON 3aAa4um Mbl ucnonb3osamu MiHaeke Ouerkn CeTtn (Web Assessment Index, WAI), a Takxe MiHaekc Ouerkn Peincbyk
(Facebook Assessment Index, FAIl) B ka4ecTBe MHCTPYMEHTOB OLIEHKUN 3(PPEKTUBHOCTUN MNPUCYTCTBUA YEPHOrOPCKMX TypUCTUYE-
CKVX KOMMaHuii B ceTn VIHTepHeT u coumanbHbiX ceTAX. Pe3ynbTaThbl, NONyYeHHbIe OT aHanv3a, 6binv cpaBHEHbI C BOCMPUATUEM
WHTEpHEeT-NoNbL30BaTenen, 4Tobbl YCTAHOBUTL B3aMMO3aBUCUMOCTb MEXAY METOAOM Npe3eHTauun KOMNaHun B BUPTYasibHOM
NPOCTPaHCTBE U OTHOLLEHNEM WX KIINEHTOB.

KnioyeBble cnoBa: VIHhopmaLumoHHoe obLecTBO; pa3suBatomeca cTpaHbl; e-Typuam; MHaekc OueHkn CeTtu; MHaekc OueHku

dDencbyK, e-MapKeTUHT; OHNalH NPUCYTCTBUE.

Introduction

A rapid technological penetration, the significance of
tourism for the progress of many national economies and readi-
ness of network configurations to support electronic transac-
tions in tourism resulted in the need of policy-makers to define
strategies of more successful presence of tourism companies in
the information environment through quality presentation on the
Internet, including both websites and social networks. All this
contributed to remarkable development of e-tourism in the last
two decades.

In Montenegro, tourism is the fundamental pillar of econo-
mic development. Total share of travel and tourism industry in
Montenegro GDP which includes tourism and connected acti-
vities, amounted last year to 20%. (Travel & Tourism, Economic
Impact 2015 Montenegro, 2015) [1]. Lack of knowledge regar-
ding the potential of quality presentation on websites, a passive
attitude towards the presence on social networks and lack of
knowledge regarding methodology for evaluating of that pre-
sentation lead to delay in accepting the concept of contempo-
rary business and missing the chances offered by information
society and the digital economy. A low level of application of the
available ICT instruments may result in an insufficient use of
economic potential of tourism and an incentive environment in
which it comes to its fulfilment.

Common excuses such as lack of funds and technical com-
petence and slow management, which are usually used as an
explanation for modest application of adoption of any type of
information technology, cannot be forgiven in tourism (Milano,
Baggio & Piatelli, 2011:471) [2]. Active and quality presence of
companies on the Web and social networks is something that
tourists expect and it should become part of strategies of all
those companies that are on the supply side.

For these reasons, we think that it is necessary to identify
reasons for delay of the Montenegrin companies in application
of ICT technologies in tourism which can be used as a signifi-
cant input for designing e-marketing presentation of tourism
companies that are on the supply side, tourism organizations
and all other institutions focused on tourism products. The
results obtained from this research can be useful to all govern-
ment subjects when adopting future strategies of information
society development in Montenegro.

Although until now this type of research has been conduc-
ted mainly in developed market economies, we believe that the

research done on the example of Montenegro as a typical deve-
loping country may be useful for perceiving the difference exis-
ting in correlation between received evaluations and the per-
ception of the Internet users in countries that are on a different
level of development. Also, according to the knowledge of the
author, this is the first research of this kind done on the level of
the Montenegrin tourism and therefore it can be considered as
both theoretical and practical contribution.

Purpose

In a broader sense, the purpose of this paper is to point out
some of the chances and obstacles that information society
development places in front of the economies of developing
countries, such as Montenegro, which in this case refers to an
adequate use of ICT and the Internet in tourism sector.

The particular aim of this research is to quantify online pre-
sence of the companies and notice critical factors of entering
into electronic environment by application of methodologies with
criteria defined in advance, as well as to create a realistic image
of the attitudes of users regarding the website quality and the
quality of presentation on social networks of tourism companies
in Montenegro.

The obtained results can be used by managers and mar-
keting teams of tourism companies to perceive the limitations
and potentials of their presentation and to avoid subjective eva-
luations in their own assessments of the Web presentation and
presentation on social networks. Also, the obtained data can be
used for creating policies aimed at a higher level of e-tourism
application.

Literature Review

The beginnings of the Internet commercialization were fol-
lowed by researches aimed at recognizing the web potentials in
tourism industry (Burger et al, 1997) [3]. Very soon those analy-
ses showed that the Internet service could become a powerful
marketing tool in creating a tourism offer (Buhalis, 1998) [4].
Specifically, the Internet has become the main channel by
which tourists search for information (Lehto, Kim & Morrison,
20086) [5]. Therefore, Choi, Lehto and Oleary (2007) emphasize
the importance of an efficient official website, [6] whereas by
developing new Internet tools, active online presence was com-
plemented by the social web and social networks (Xiang,
&Gretzel, 2010; Hvass, &Munar, 2012) [7-8].

However, despite all the perceived potentials, the level of
adoption and application of new electronic tourism technologies
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which would be adequate for the speed of their appearance and
development is not high enough (Buhalis, 2008) [9]. Although
hotels and restaurants have created their sites, now they have
to assure, for example, that their site is optimized for search
engines, that they have suitable applications and, which is even
more important, to maintain an interactive relation with clients
engaging them into conversation for the purpose of gaining
guidelines for further business improvement (Withiam, 2011)
[10].

Stiakakis and Georgiadis (2011) [11] believe that this insuf-
ficient adoption is the consequence of unequal possibilities of
the companies that are on the supply side. Furthermore, obsta-
cles can arise from limited knowledge and application of new
technologies, weak technical infrastructure, high expenses of
access and maintenance of the system, etc. Some conducted
researches have shown that even if the obstacles for getting
into e-market are minimized, for a large number of companies
this chance quickly turns into a threat visible through greater
exposure to competition.

Greater competition is an inevitable consequence of gaining
access to the global e-market and, therefore, as Gburova and
Matusikova (2014) emphasise, it is important to continuously
examine the process of globalisation, analyse its consen-
quences, and react to globalisation trends in tourism by using
competitive elements [12].

Scientists and professionals have long been interested in
the analysis and the assessment of the potentials of the
Websites and their efficiency. Lu and Yeung (1998) [13] were the
pioneers in this field and they suggested a model for the assess-
ment of Website usefulness based on its functionality and the
level of usability. Suh, Lim, Hwang and Kim (2004) [14] thought
that the automatic analysis of numerically measurable data was
the most appropriate. Afterwards, Faba-Perez, GuerreroBote,
and de Moya-Anegon (2005) introduced a technique that com-
pares web page measures such as text elements and link for-
matting [15]. The suggested models were not applicable with
the same success in all companies from different branches of
industry.

Considering the criteria used for the assessment of the pro-
posed models of evaluation, researchers have highly estimated
Web Assessment Index (WAI), although «there is still no univer-
sally accepted definition of what the assessment of tourist web-
sites is and what it should entail», as Law, Shanshan and
Buhalis (2010) [16] state. They also distinguish five types of as-
sessment systems: counting methods, user judgement me-
thods, automated methods, numerical computation methods,
and combined methods which consist of a combination of the
above (Cavia et all 2014) [17] and to which, conditionally spea-
king, if we classify it into some of those types, belongs the me-
thod we have used in this research.

Cne of the initial models was developed in 2001 by
Buenadicha et all (2001) [18]. This model has been modified
and successfully applied for assessment of Website quality for
200 Spanish companies and afterwards for quantitative assess-
ment of websites of Spanish banks (Miranda & Banegil (2004);
Miranda, Cortes & Barriuso (2006) [19-20].

Zafiropoulos and Vrana (2006) used the hierarchical cluster
analysis (HCA) to classify the selected attributes in their bench-
marking process of evaluation hotel websites. [21] Extending
the website usability literature, Essawy (2006) evaluated U.K.
hotel websites using a protocol analysis method. The researcher
conducted three four-person discussion groups that focused on
website usability performance and further hotel website deve-
lopment [22]. Further, Stockdale and Borovicka (2007) conduc-
ted a pilot study using restaurant websites and for travel and
hospitality related website evaluation developed an easy to use
website evaluation tool [23].

In the above-mentioned extensive research of different
methodological approaches to website evaluation it is conclu-
ded that tourism sites require special evaluation methodologies
in which criteria that are closely connected to users’ perceptions
have to be used (Law, Shanshan and Buhalis, 2010) [16]. For
that reason, we have decided to use the WAI for the purpose of
this analysis.
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Researches concerning assessment of the effects of com-
panies’ presentations on social networks were conducted much
later in comparison to researches dealing with the effects of the
presentations on websites. Relying on social media on the mar-
ket of tourism products has proven to be an excellent strategy
and many countries consider social media an important tool for
promotion of their tourism (Zeng, 2014) [24]. Muntinga,
Moorman and Smit (2011) analyzed and predicted behaviour of
the consumers in accordance with the strategies of presentation
of companies on the social networks [25]. Closely to our resear-
ches, by analyzing the importance of social networks Hsu
(2012) suggested tools for quality assessment of e-marketing
presentation in Taiwanese hotels [26]. Afterwards, this method
was adjusted to the quality assessment of presentation on so-
cial networks in order to be used by companies from all branch-
es of industry. (Miranda at all., 2013) [27]. On the basis of this
model the Facebook Assessment Index (FAI ) has been used
and it contains three criteria — popularity, interactivity and con-
tent. One part of our research will be based on this methodology
of presentation assessment on social networks. Although there
is a great number of different social networks and it is not a
classic reviewer’s site, Facebook is a reasonable choice as the
relevant social network in the area of tourism thanks to a num-
ber of users, broad acceptance and the manner of use.

Methodology of research

For the purpose of this paper, the analysis and evaluation
of websites by the use of the Web Assessment Index (WAI) ha-
ve been conducted, as well as the evaluation of the effects of
the Facebook use by application of the Facebook Assessment
Index (FAl).

Besides, the results obtained from these analyses have
been compared to the perceptions of the Internet users collec-
ted by means of a questionnaire in order to perceive interdepe-
ndence between the method of presentation of companies and
their users’ attitudes.

The assessment has been done on a total of 54 companies
that are on the supply side (the National Tourism Organization of
Montenegro, hotels and other accommodation facilities, travel
agencies, rent-a-car agencies). We evaluated the quality of web-
site on the basis of 4 criteria: accessibility, speed, navigability
and site content. Within those criteria the following sub-criteria
were evaluated — search engines presence and link popularity in
the function of accessibility, then information, communication
and transaction content, whereas for the evaluation of navigation
2 sub-criteria were used - site map and key words. From a total
of 100 points for quality assessment of the site 55 has been
assigned to content and 15 to accessibility, as well as to speed
and navigation. Out of 15 points for accessibility 5 were given for
presence on search engines and 10 for number of visits to the
site.

The Facebook Assessment Index (FAI) has been calculated
on the basis of the assessment results of the following three cri-
teria — popularity, interactivity and content. For the assessment
of the effects of the use of Facebook and for the calculation of
the ultimate index value we have used the formula suggested
by the Miranda, F. J, Chamorro, A., Rubio, S. and Morgado V. in
their researches (2013) [27]:

FAI = w, x Popularity Value + w, x Interactivity Value + w; x Conlent Value

In accordance with the significance of indicators, for the
assessment of the effects of the usage of Facebook on the
scale from 0 to 100, 25% (w,) has been assigned to popularity,
40% (w,) to interactivity and 35% (w,) to content.

For the assessment of popularity we have used the number
of followers of the company’s Facebook page, whereas for the
assessment of the interactivity we have used 5 recommended
indicators:

e the number of wall posts made by the organization in the last
7 days.

¢ the average number of «likes» per post, calculated from the
last 10 posts.

e the average number of comments per post, calculated from
the last 10 posts.



e the average number of shared posts, calculated from the last
10 posts.

¢ the average number of users’ posts answered by the compa-
ny in less than 24 hours, calculated from the last 10 posts that
need an answer.

For the assessment of content quality we have used 22 re-
commended indicators (company information, video, product
information, photos, corporate identity, other Facebook pages,
marketing messages, claims and suggestions, events, charity
events, polls, web site, external links, E-commerce application,
location, coupons or specific offers, phone, gamification
apps/contest, e-mail, downloads, contact form and careers).

The second part of the research has been done by means
of a questionnaire. The analysis has been done on the data
received from 350 internet users in Montenegro. In the part of
the questionnaire concerning clients’ attitudes and evaluations
we have used a Likert scale. The questionnaire of the Internet
users has been part of a more extensive research on the si-
tuation relevant to the state of e-tourism in Montenegro condu-
cted by Rondovic, Lazovic, Popovic, Djurickovic and Kovacevic
(2015) [28]. The conclusions in this paper have been drawn on
the basis of comparison of the data received from the first and
the second part of the research.

Interpretation of research results

Although all companies that are subject to the analysis
have their websites, quantitative assessment by the use of the
Web Assessment Index (WAI) has shown that limitations exist
and that a lot has to be done on functionality, personalization
and promotion of the sites.

The Web Assessment Index (WAI) of sites from the field of
tourism in Montenegro ranges within the interval from 35.4 to
76.9. The largest number of websites (77%) takes values from
the interval from 45 to 60. Only three companies’ WAI is above
75, which puts them into the group of the best Montenegrin sites
in the area of tourism. Other sites have devastatingly low inde-
xes under 50.

By looking at summary data (Table 1) we can see that the
average value for the websites in the field of tourism is 53.12,
which is just a little above the admissibility. The best website has
reached the value of 76.90, which represents the maximum for
our sample. Opposite of it, the minimal performance has been
achieved by the website with 35.40 points. The median is 51.8,
which means that around 50% of sites are under this value, and
50% above. Considering that tourism is the most important eco-
nomic activity in Montenegro, this analysis has shown us that it

ECONOMICS AND MANAGEMENT OF ENTERPRISES

is necessary to raise the awareness of the significance of the
promotion of our country’s tourism offer through websites.

From the simple correlation analysis it can be seen that the
highest correlation exists between transactional content and the
final sum, while the lowest dependence exists between pre-
sence on the search engines and the final sum (Table 2).

These results match with the results we obtained from the
simple statistical analysis of the processed survey results.
Among clients who are using websites of tourism companies
39% are those who are not satisfied with the informative con-
tent and information about contacts, while 61% of the exami-
nees require better quality of content related to transactions.
The examinees who are not satisfied with the content related to
information on transactions evaluate the quality of data and
applications supporting online transactions with the average
rate which is under 2.5.

As we can see, the strongest positive relation exists bet-
ween categories representing the site popularity and the cate-
gories of key words. By comparison of these data with the data
received from the questionnaire it can be concluded that marke-
ting experts of Montenegrin tourism companies should pay
more efforts for the purpose of promoting their sites. This prima-
rily refers to a more serious approach to the SEO technique in
order to increase the visibility of the site.

By measuring the accessibility speed we have established
the fastest access of 4.1 seconds and the slowest of 29.9 se-
conds. The largest number of companies has the accessibility
speed between 7 and 9 seconds. We have also perceived that
the companies which have greater accessibility speed have a
smaller amount of content on the sites.

Measured accessibility speed to the site matches with dis-
satisfaction of the examinees. In a 5-point Likert scale (very im-
portant, important, neither important nor unimportant, unimpor-
tant, very unimportant), 76% of those accessing the websites of
tourism companies consider that the accessibility speed is very
important, whereas the rest 24% think that it is an important
feature. Totally 88% of examinees evaluated the accessibility
speed to the website with the score lower than 2.

The analyses have shown that Montenegro has a significant
growth rate of the Internet users, but this growth is not followed
by the growth of the number of those who are satisfied. The
examinees are mainly familiar with the significance of ICT in
tourism; there is enough knowledge and expectations of e-tou-
rism technologies, they evaluate websites with low ratings. For
overall evaluation of the websites by users, from a total of 350

Tab. 1: Basic statistics for each WAI criteria in tourism companies from Montenegro (2014-2015)

Source: Authors' calculation
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Tab. 2: Correlation between different WAI factors in tourism companies in Montenegro (2014-2015)

Source: Authors' calculation

examinees only 23 users gave more than 3 grades to the entire
website presentation of tourism offer (on the scale from 1 to 5).
This information might be useful for subjects who are on the
supply side when defining the focus of further work on the quali-
ty of their sites.

(One of the problems identified during the analysis is a low
level of connections between the Montenegrin sites and the si-
tes of tourism companies from other countries. If we know that
tourism is a highly information dependent industry branch which
presumes openness and integration of offer, then it is clear that
this issue should be specifically addressed. This issue requires
special attention because in developed market economies stra-
tegic tourism alliances ensure a favourable competitive position
in the electronic market. Furthermore, this requires the establi-
shment of a comprehensive sector database, which does not
exist in Montenegro at the moment, at least not in an acceptable
form. (Rondovic et al., 2015) [28].

In the part of the analysis which refers to the presentation of
the Montenegrin tourism companies on social networks, we
have obtained the predicted replies.

The expectations of users regarding presentations of com-
panies on social networks are slightly lower than expectations
from the websites. Almost 49% of users follow the work of com-
panies on social networks, where 97% of them evaluated that
presentation with the score under 2%. Using the Facebook
Assessment Index we have obtained similar evaluations.

Users see the limitations of using these networks in: an
inability to interact, late replies of companies to asked ques-
tions, a small number of posts, lack of true marketing cam-
paigns, lack of content related to online transactions, an inabili-
ty to download applications and documents.

From the remaining 51% of the Internet users who are not
using social networks 81% intend to use it soon. Out of 54 ana-
lysed companies 39 have profiles on social networks, they put
posts about their activities, products, services, socially respon-
sible engagement etc, but the specific marketing campaigns
are only a few.

The data received from the examinees and the use of the
Facebook Assessment Index lead us to the conclusion that mar-
keting experts in those companies superficially understand the
potential of social networks, the type of expected presence in
the community and the ways of exploitation of a large amount
of data they can access thanks to social networks.

Since the value of this index ranges from 0 to 100, only one
organization exceeds 1/2 of this value with around 70 points. In
total, 11 have the index ranging from 40 to 70 and the greatest
number of them is within the range from 20 to 40 points.

By the assessment of popularity we have perceived that
91% of companies have less than 10,000 followers, which leads
to the conclusion that these companies lack knowledge and
skills of marketing experts to attract new followers. With the
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small number of followers the companies cannot count on high
level of communication.

The assessment of interactivity also produced negative
results. The average weekly number of posts is less than 2 and
only for 5 companies is more than 30. The variability in the ave-
rage number of likes per post is observed among organizations
and ranges from 1 to 137 likes, whereas comments and shares
are rarely present on those pages and they range from 0 to 3.

While studying the speed of followers’ replying to questions
we have perceived that questions were generally rarely asked,
which means that people still rarely use this possibility, maybe
they prefer getting information over the phone or in person.

Only three companies that have been subject to this analy-
sis reply to a user’s post within 24 hours, while the other com-
panies respond with considerable delay.

The highest values of FAI have been gained by the content
assessment. The analysis of this criterion has shown that com-
panies generally respect everything that has the character of
informative content and that all the information necessary for
contact and communications have been posted. On the other
hand, we have noticed that there is a lack of content related to
electronic transactions and only five companies allow access to
applications and download of documents via Facebook.

Over 99% of companies do not have the section in which
tourists can post their propositions, suggestions and com-
plaints, and it may seem to users that companies are afraid of
public disclosure of information that might be disastrous for
their business. Only one company offers information related to a
need for new human resources via Facebook, but applications
and selection process for this job announcement are imple-
mented within typical procedures.

By simple correlation we have established that the criteria
are in positive correlation, where the highest level of correlation
exists between interactivity and popularity (0.501); and it is
slightly lower (0.409) between popularity and content. These
findings are logical since Facebook pages which have better
interaction with clients and more quality content, i.e. relevant
information, also have a larger number of followers who expect
certain benefits from these Facebook pages.

With no intention to criticize the existing marketing practice,
the received final value of the Facebook Assessment Index
shows that the role of social networks in the Montenegrin com-
panies on the supply is not recognized and the fight for long-
term financial self-sustainability implies the existence of more
quality marketing presentation over this Internet tool.

Based on the obtained data, we think that the Montenegrin
tourism companies should direct their development activities
into following directions:

e They should make transit from traditional methods of marke-
ting thinking to methods of thinking appropriate for the digital
economy.



e They should constantly identify the requirements of the
Internet users and adjust their web offer and ways of pre-
sence on the social networks.

e Instead of using their own judgment on the quality of presen-
tation on electronic market, they should use methodologies
with defined in advance criteria for measuring the success of
presence.

® They should educate management and employees in marke-
ting sectors in order to be able to respond to technical charac-
teristics and the complexity of e-tourism services and related
technologies.

e They should establish cooperation with the sites of the lea-
ding world companies relevant to the sphere of tourism.

The implementation of these activities implies the increase
of funds for the Internet channel in total budget for marketing
activities, support for management, raising awareness of the
significance and potentials of these Internet marketing strate-
gies and creating new strategies for online presentation.

Conclusion

The results obtained in this paper have shown that the
Montenegrin companies in the field of tourism lack proactive
presence on web pages and social networks. The analysis has
identified bottlenecks of such presence; therefore the received
data can be used as a starting point for defining detailed recom-
mendations in the process of solving the identified problems.

We believe that the low evaluations gained by this analysis
are the consequence of the low level of understanding of poten-
tials of the Internet services in the field of tourism, on the one
hand, and the lack of knowledge of requirements of modern
Internet users, on the other hand.

The entire analysis has shown that the gained results may
be characterized as negative, but we believe that even the
recognition of the problem may be an important step in creating
the policy by which tourism could use the benefits of the digital
economy in greater extent.
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