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Abstract

By including e-business, small tourist com-
munities were allowed, apart from their classic
offers, to appear on the global market, but that
caused the need for automation and coordination
of booking capacity tasks. Advertising and book-
ing in these communities are performed by a
conventional agency arrangement, the Internet,
mobile services or by tourists themselves upon
their arrival in the local community where they
can reserve the accommodation. The possibility
of booking accommodation capacities in many
ways creates additional benefits for considerable
usage of excess capacity, but as a side effect
there is a problem of coordination of communica-
tion channels in order to avoid double-booking.
On the other hand, the local administration has
a problem with the registration and the payment
of the tourist tax, particularly if the tourists do not
stay long. With the automation and coordination
of communication channels, conflicts can be
completely avoided, and the reservation system
informs all interested parties and reports to the
local administration.

Keywords: local communities, local admin-
istration, communication channels coordination,
mobile services.



1. Introduction

The development of the Internet and its services, mobile technologies, mobile ser-
vices, GSM technology and the advancement of information and communication tech-
nology had a big influence in the area of electronic commerce which affected also the
field of tourism and changed the ordinary clichés.

Tourist destinations often offer services and advertise themselves in local commu-
nities. These communities form a group of independent (individual) identities with
a larger number of facilities (buildings or rooms for rent), motels, bed and breakfast,
and, as the part of their offer, are all available tourist facilities. This is especially no-
ticeable in areas which are less developed and outside the standard travel directions.
For these communities, the Internet and mobile phones have become important chan-
nels of communication through which they offer information about their own capaci-
ties, and allow tourists to learn and be informed about the tourist potential and offers.
Jobs automation and transition to the Internet technologies have created prerequisites
for the whole system to be linked, and created a unique one which is capable of pre-
venting multiple bookings of the same capacity. With the adoption of technological
solutions (mobile phones, Wi-Fi, Mesh, Wappo, Bluetooth, NFC) preconditions were
created for these communities to offer new possibilities of presentation to their cus-
tomers.

Improved information and coordination within the local tourist board is enabled
by mobile technologies. This is particularly important for the tourists who are travel-
ing through the country, because in this way they can get information about the places
of interest in the region they visit. On the assumption that tourists make decisions
on the basis of currently available information, mobile services can significantly con-
tribute to increased visits. The literature also indicates that travel is a sense-making
process, in which travelers construct the tourist experience by learning, understand-
ing and feeling the places visited and the culture embedded in these places (Jennings
and Weiler, 2006).

Previous researches show that smartphones with additional applications can signif-
icantly contribute to tourist satisfaction by providing them with a lot of information.
Even more important, these researches have shown that tourists can easily modify
their plans on the basis of this information. Other researches (Tussyadiah and Fes-
enmaier, 2009; Wang, Park, and Fesenmaier, 2010) show that smartphones can, as a
device, encompass both the behavioral and psychological dimensions of the touristic
experience by facilitating information search, information processing, and informa-
tion sharing, by enabling a traveler to learn about new travel opportunities and to
know better a destination, and by sharing photos and other ‘social” activities at any
time during the trip.

This is especially important for tourists who are just passing through the country,
because in this way they can be informed about what is on offer in that area. On the
main roads there are billboards that are used to inform tourists. They contain a few
advertising slogans that can be read, and some pictures, but most of the informa-
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tion which can attract their attention and allow direct contact with service provid-
ers remains inaccessible. New technologies of mobile services in combination with
billboards and info kiosks create conditions for a significant improvement of tourism
and tourism tax collection control. Through mobile phones (Wapp, Bluetooth, NFC),
tourists can download a lot of information, get travel guides with instructions on what
they can see as well as detailed maps of the advertised destination. In this way, tour-
ists are not only informed about the potential destination, but they are allowed to
receive information about available capacities, and they can reserve accommodation
(Wapp technology).

However, the development of local tourism communities, despite the use of new
technology, entails the disconnection problem, which results in lower placement ef-
ficiency and control of tourist offer. Coordination between local communities and
travel agencies is minimal and conflicts often occur because the channels of reserva-
tion work individually. Information systems exist but they are closed, so there is no
immediate insight into the complete offer and number of available capacity. Another
problem is that users accept new technologies slowly, and the lack of confidence in the
new technology is always present (Pan, MacLaurin and Crotts, 2007).

The above problems result in weaker usability of a tourism potential, and, there-
fore, in the slower economic development of local communities. Bearing in mind that
each community has its own characteristics in terms of economy, tourism, technologi-
cal capacities, it is necessary to carefully design the automation of key processes.

In order to increase the importance of tourism in local communities and, therefore,
the tourism tax collection, a research has been conducted with the aim of integrating
different technologies of mobile services. The findings of this research are presented
below.

According to the data as of March 2013, 147,937 tourist arrivals were registered
in accommodation facilities in the Republic of Serbia, which is an increase by 2.7%
compared to the same period of 2012. Comparatively with March 2012 the number
of foreign tourists arrivals increased by 6.4%, while the number of domestic tourists
arrivals increased by 0.4%. In March 2013, regarding the country of origin of foreign
tourists staying overnight, tourists from Bosnia and Herzegovina made up the larg-
est share (8.1%), followed by tourists from Italy (6.4%), Germany (6.1%) and Croatia
(5.9%) (Monthly Statistical Bulletin, 2013).

The paper analyzes in depth the impact of the Internet and mobile services on the
community development and its potential use for improving tourism offer. The prob-
lems in functioning of small tourist communities and further directions of research are
discussed from the point of view of new technologies usage. The paper also presents
the model of communication channels coordination in small tourist communities. The
problem of tourist tax evasion has been identified, and its potential solutions ana-
lyzed. The conclusions are derived at the end of the paper, and they make possible an
effective elimination of the identified problems and further development of tourism
offer as well and of the economy of local communities.
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1.1. Theoretical framework

Mobile device has become the main communication device, which exceeds all
known technologies by the amount of its usage. The younger generations have ac-
cepted it and mobile phone has become an integral part of their environment. Older
generations become accustomed to the use of these devices, but they do not use all the
potentials that this technology provides. In everyday life, the phone has become an
irreplaceable device, and average users carry it everywhere, including in tourist trips.
The penetration of mobile devices is:

Table 1: The penetration of mobile devices

Mobile-cellular Per 100 inhabitants

subscriptions 2005 | 2006 | 2007 2008 2009 2010 2011 2012* 2013+
Developed 82,1 92,9 | 1020 | 1083 | 1125 | 1150 | 119,0 123,6 128,2
Developing 22,9 30,1 39,1 49,1 58,3 69,0 78,3 84,3 89,4
Worldwide 33,9 41,7 50,6 59,8 68,1 772 85,5 91,2 96,2

Source: International Telecommunication Union, 2013

This spread gives potential to mobile device to become one of the main channels
for tourists to get informed and to be attracted to interesting destinations. Although
the technology is widespread, there are a number of limitations that need to be over-
come in order to implement it in the tourism industry. The limitations are: technologi-
cal, educational and organizational.

Technological limitations are reflected in the fact that the participants have mo-
bile devices of different generations that have different features. Thus a solution that
works with all generations of phones existing on the market has to be found.

Educational limitations are reflected in the fact that the participants in the business
have different levels of knowledge in using the technology, which is important for
them to remain in contact with the customers. This particular situation refers to the
population of elderly owners of guest houses and apartments, who are not able to use
at full potential the new technologies.

Organizational problems refer to connecting all the participants and to routing
messages for them to safely arrive at the destination and provide feedback. This is
particularly important for the booking systems in order to correctly inform the local
owners of the received reservations.

The basic hypotheses on which the paper is based are:

Hypothesis 1: New solutions, based on mobile communications and Internet tech-
nologies, can significantly improve coordination and management of local tourist of-
fices.

Hypothesis 2: Monitoring and collecting local taxes is easier to control. In this way,
the collection rate of local taxes can be significantly increased.

Hypothesis 3: It is possible to create a system that will operate based on simple
technology solutions.

Hypothesis 4: The applied technology must be simple to use, easily available and
it should not require much knowledge or special training.
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1.2. Research methodology

In order to improve the quality of the information placing process a survey relat-
ed to current ways of promoting tourism was conducted. This is primarily related to
the dissemination of information to tourists who pass through the country in order to
reach the desired location. Since Serbia is a country that many tourists pass through,
a part of the research is related to identifying ways to better disseminate information
on the main roads. Another important issue which is also analyzed is the problem
of not declaring guest checking in order to avoid payment of taxes. After that, sug-
gestions for improving the process by the use of modern technology are presented,
as well as a method for the coordination of communication channels in order to im-
prove the entire process. This includes the whole process, from the dissemination of
information and finding suitable accommodation, to informing tourists about avail-
able facilities at the selected location. Technical solution for the creation of the model
is also presented.

Currently ef " b i e :
urr.nt\«us.ed[n.thods Paotential of new Uggestianof the Suggestion of the
of coordination of EHtn method of : :
e technologiesin Lot technical selutions for
communication channels communication channels

i improvin: HEa the implementation of
e analysisin the local provme . coordinationinthe local A
: h communication analysis , ¢ the model
tourist offices . tourist offices /

Figure 1: Research methodology

2. The influence of the Internet and mobile services
on the development of local communities

In the modern context, tourists use Internet as a primary tool for informing them-
selves (Pan, MacLaurin and Crotts, 2007). They use Internet to facilitate travel for dif-
ferent reasons, being influenced by the availability of a variety of information related
to knowledge, utility increase, novelty, creativity, hedonic pleasure and social activi-
ties (Cai, Feng, and Breiter, 2004; Cho and Jang, 2008).

The great potential of e-business becomes obvious once we become aware of the
progress made from the first SMS back in 1992 to the contemporary GSM mobile net-
work (Internet over GPRS, Internet over EDGE, MMS, SMS, e-mail, voice mail and
various VAS services), which has been developed almost to perfection (Roggenkamp,
2004). The development of these services and technologies can be a very effective way
of solving problems in the tourism industry and, at the same time, simplifying the
procedures when the business is based on Mobile Tourism (Schwinger et al., 2002).

Smartphones, as one kind of new media, can now provide a wide range of informa-
tion services to support not only main travel activities such as planning, reservation
and navigation, but many “micro-moments” within the travel process such as finding
gas stations, estimating waiting time of rides etc. (Wang, Park and Fesenmaier, 2010).

2.1. Electronic commerce management in local tourist communities

Tourism comprises a wide range of activities, such as sightseeing, relaxing, shop-
ping and visiting friends. However, as tourism can be a part of a business trip, the line
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between work and leisure is often blurred. The most common encountered problems
are with reservations, booking accommodation, changes, cancellations of booking etc.
An additional problem is registration of tourist tax, which directly affects the develop-
ment of the local tourist boards and public administration.

The adoption of new technologies is followed by a significant improvement in the
promotion of tourism in local communities. For example, everyone has a website,
Skype account, mobile phone number, home number and high-speed Internet. How-
ever, all the existing services can be viewed as isolated information islands. Therefore,
it is necessary to link all the information islands into one information system.

Another important issue is the way advertising is conducted by local tourism offic-
es. Advertising through print and electronic media does not generate the right effect.
One way of changing this is by using new technologies such as advertising on the
website, SMS newsletter, messages, info-kiosks, WAP portal from billboards placed
next to the highways, e-mail, MMS etc. Billboards can provide information but they
cannot contain enough information. Combining Bluetooth and WAP with billboard
content can be the solution that can be developed and adapted to the existing tourism
offer of the local community (Reilly et al., 2005).

Another important problem regards tourist applications where wrongdoing can
happen because of disunity and incoherence of the system in one unit. Tourists make
reservations over the Internet, SMS, e-mail etc., and local community simply does not
have access to reports on how many tourists have been signed.

2.2. The opportunities of new technology application
in the comprehensive information of visitors

Potential opportunities for the application of new technologies for informing visi-
tors are unlimited (Brown and Chalmers, 2003). Typical examples are: weather infor-
mation via SMS, cultural and sporting events, information about the level of pollen
in the air, access to the cameras which show different kinds of events (for advertising
purposes), MMS, movement in accordance with the GPS electronic map in mobile
devices, billboards along the roads etc. (Morrison et al., 2011) (see Figure 2).

The advancement of the existing technologies is one of the factors that will enable
the implementation of a business model adapted to the tourism industry and the lo-
cal community. Technology that we are referring to is GSM with its related services.
HSDPA speed increased significantly, which improved the user experience and thus
facilitated the sustainable development of mobile broadband and proposed business
model. Higher data rates will allow users a high-speed connection. When a user clicks
on the web link at this rate, he will be lead to an instant page loading, even if the web-
site is visited simultaneously by numerous users. Realization of 4G mobile broadband
network brings high-speed data transmission, increased interactivity and quality of
the content provided. With the real time data and several times higher speed of data
transfer, users will always be informed about the touristic offers of local communities,
even if they are on the move (for example, tourists in cars passing by billboards).
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Figure 2: Integration of mobile services for comprehensive tourist information

The first prerequisite for the implementation of the system is to enter into the da-
tabase the relevant information about tours, hotels, motels and private houses. The
database should be regularly updated with all the changes that occur. Owners and
authorized persons will be allowed to update all the information about their facilities
by accessing a protected area of the site or by SMS messages (protected). On the other
hand, it is necessary to have an accessible mobile service operator with VAS (Value
Added Services). This primarily refers to the SMS service, which gives customers in-
formation about the current temperature, relative humidity, exact time, air pollution
and pollen concentration in the air (Wasserman, 2011).

Allergic diseases are now classified as diseases of the developed world, and they
are increasingly taking on the characteristics of a pandemic. According to the World
Health Organization (WHO), about 20% of the world population is allergic to cer-
tain allergens, and approximately 300 million people worldwide suffer from asthma.
WHO estimated that by the year 2010 three billion people would suffer from some
kind of allergy worldwide. Data about concentration of pollen, allergens and air pol-
lution will be available on the tourist community website (Figure 3).

2.3. Benefits from the standpoint of the interests of tourists and local community

The reservation system should enable agencies, individual hotels and guest houses
owners to register and make a reservation. In this way information is immediately vis-
ible to all other participants to the market. Also when a guest leaves, he is checked-out
and information about free capacity is immediately visible to all other participants.
This means that booking the same capacity twice is not possible, and, in addition,
there are conditions for a better utilization of the available capacity.
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Figure 3: Information placement on air pollution and allergens

Additional information about the quality of tourist offer can help promoting the
business. Agencies can have access to available data about the concentration of al-
lergens via the web, and data can be used for marketing purposes. Information about
air quality, low concentrations of pollen, air pollution and other allergens for every
season enables development of health tourism. Based on the map of allergens per
season, tourists can inform themselves and decide whether any of the destinations are
acceptable for them from the health point of view. Data analysis can improve tourist
offer designing campaigns aimed at specific target groups. Tracking where tourists
are coming from enables an efficient market analysis, and repeated arrivals of the
same guests can lead to the creation of a loyalty scheme program.

When it comes to the interests of the local community, efficient collection of tour-
ism tax creates the conditions for investment in it. Therefore, it is important to pro-
vide complete and continuous monitoring of the occupancy rate of tourism facilities,
as well as to facilitate and improve the collection of the tax. This can easily be ac-
complished, if automatic registration and recording in the appropriate database of
all tourists is provided. In this case, inspection authorities can check “on line” the
occupancy rate, and improve communication with the providers of tourism services.

3. The analysis of the current situation
in Serbian small tourist communities and possible solutions

The main problem of tourism in Serbia is that this area of business was neglected,
and funds were not invested in tourism for years. Serbia is placed on the central road
which leads from Central Europe to Greece, Turkey and the Middle East (roads E70
and E75), and almost all visitors cross its territory with a short stop.

There is little information about the tourist destinations on the roads, and the al-
ready existing information is not sufficient. This refers to the small local tourist attrac-
tions (spas, rural tourism, historical sites and natural phenomena), which are away
from the main roads, but represent quality tourist destinations (Nikezic, Dordjevic
and Bataveljic, 2012). It should be noted that the main roads are placed in the central
part of Serbia, and most of the local destinations are less than 100 miles away from
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these roads. There are signposts on the main roads, but they do not contain enough
information about what tourists can visit, and especially why it would be interesting
for them. Local tourist communities have a small amount of money for advertising,
informing and attracting tourists. The Internet has significantly contributed in adver-
tising these places, but it is still not enough for tourists to be widely informed. Mobile
phones have proved to be excellent devices to extend the advertising of these desti-
nations. It should be emphasized that the combination of different channels, Internet
and mobile phone access capabilities through Wap and Bluetooth make possible to
dislocate advertising campaigns along major roads, linking with loyalty schemes, and
thus increasing the visits to small communities.

Another important issue that should be solved is the situation when service pro-
viders do not register the guests in order to avoid paying tax. This is a very significant
problem, especially in cases when guests are not staying for a long time at a particular
location. In order to reduce costs of renting providers directly charge services and
they do not report having overnight guests, or they charge full price including local
tax and do not report guests so they can keep the difference in price. This is a viola-
tion of the law, and, in most cases, it is impossible to prove it because guests are gone.
In this way, the profit of local community is reduced and, therefore, there are fewer
funds for advertising local tourist attractions.

3.1. E-technology for improving tourist offer

Modern e-technologies provide a solution to the observed problems. Application
of e-technology enables B2B business model because agencies that work with desti-
nations have access to the information and can make a direct reservation and book
facilities.

On the other hand, by applying B2C model, the users are enabled to book accom-
modation independently via the Internet or mobile service. Also, they can buy tickets
for an event or reserve a seat in the restaurant. B2C model comes to the fore particu-
larly when Wapp and Bluetooth technology are involved. For billboards placed on
highways, roads and within the facilities of local communities, Wapp and Bluetooth
interfaces can be installed providing potential tourists the opportunity to receive in-
formation about their potential destinations of interest which are not included in the
written marketing materials (flyers, brochures etc.) (NFC Forum, 2011).

If B2G model is used, local administration is allowed to have direct access, con-
trol and supervision of its members, and the relationship and trust between the local
administration and the business environment is improved. Also, the revenues of the
local administration increase due to better tax collection. Control by the local admin-
istration and tourist claims are carried out online via Internet or mobile services. In
this way, intervention is faster and the response to events is easier and more rapid in
the tourist destination.

New technology application enables access to smart services anywhere and any-
time, and intelligent software technology will enable new mobile services in a person-
alized context.
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3.2. Coordination method of communication channels in small tourist communities

Previously, it was emphasized that the basis for the functioning of the system is the
creation of a unique database for all tourist agencies with their offers. Therefore, the
first condition is that all travel agencies and other providers of tourist services to be
registered. Any agency or supplier who can offer a tourist destination registers to the
site and receives a password in order to log protected on the site later. Based on this
data, significant statistics can be generated about the offers in tourism, and agencies
can be encouraged to increase the occupancy rate and get certain bonuses in return
(loyalty scheme).

When selling a tour package, the price includes the value added tax (VAT). Link-
ing the information systems of government and local communities would resolve
the problem of fees and taxes that are not paid by residents. Another way to solve
this problem in the future is linking earlier mentioned information systems with mo-
bile operators’ information systems. In this way, precise information can be obtained
about the number of tourists, because everyone has a cell phone today. Roaming is the
function that solves these problems. Similarly, in some Western European countries
and the USA the motorcade speed, number of moving vehicle etc. are measured in
this way (Ericson).

3.3. Principle of system functioning

Functioning of the system involves two most common scenarios. In the first sce-
nario, a tourist goes to a travel agency which is an intermediary between him/her and
the service provider. In the second one, a tourist goes directly to the service provider.

If a tourist goes to the agency and asks for a reservation, the employee of the agen-
cy enters, using prior authorization for access, the protected part of the site which is
reserved for this type of work and creates a query for the specific travel destination to
check if there is available accommodation. The system responds to this request and
lists all available accommodation in the requested category. If tourist wants to see
room details, like the room view, the agency employee makes them available to the
tourist on the Internet site. In addition that, over the Internet (website) and SMS he/
she can get information, which is an additional value to the offer, like concentration of
the allergens. If the tourist has opted for an accommodation offer, the agency employ-
ee immediately reserves that accommodation and all other parties see it as occupied.
In this way, it is prevented the situation when different agencies sell the same room
more than once for the same period of time. In the moment the reservation is made,
the system generates a SMS and an e-mail message (using SMS and e-mail gateway)
and sends them to the person responsible in the hotel or private accommodation that
awaits guests and performs other formalities like keys handing.

When a guest checks in directly, system generates all the information needed
for the payment of tourist tax and continues to monitor him until he checks out and
leaves. When guest wants to check out, apartment owner or the person in charge of
guests needs to do that over the Internet by sending a text message which is automati-
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cally accepted by the system. In this way, the database is updated and that change
is immediately visible to all the other parties. The system also works in cases when
reservation of a capacity is made in advance for a certain period of time (Figure 4).

N Tourists 7, H L t: " ﬁ
@ be Agencies placed outside the destinations m’

Wap Bluetooth

L Hll'!‘&iﬂﬂllrlﬂl Local aceess via agencies
-’ VAP Directly with the service provider
3 Register online

SMS sending

The Internet

Sensor for the measurement
lesgo

O‘—,_. Service providers

-—

—..
- —
web server Local agencies
Publle central database

Figure 4: Mobile services in function for coordinating communication channels of tourism entities

In the case a guest comes directly to the room (suite) owner and wants to make a
reservation, the owner (responsible person) sends a message and creates the query
to check if someone has already reserved the space. If the system confirms that it is
available, he forwards the text message that updates the database and prevents other
members to reserve already occupied accommodation.

It is observed that tourism stakeholders model of communication channels coordi-
nation can enable an effective and reliable control of multiple placements of relevant
information. Potential risks and limitations of the proposed model are minimal. They
are primarily reflected in the possibility of interruption of the telecom operators func-
tioning due to some technical reasons (for example, in Croatia VIP Operator has no
contract with M:tel player from the Republic of Serbia). Another potential limitation is
represented by bad applications, but this can be quickly removed, so it is a temporary
problem. The problem also, may be the disruption of Internet traffic due to some tech-
nical reasons (termination of fiber optic cable, or a longer power shortage), but these
are problems which are solved in 24 to 48 hours. Generally the proposed model does
not have any major risks or limits.

3.4. Creating a database as a unique resource significant for tourism development

Using the information gathered over a long period of time, an evaluation of tour-
ist offer can be performed. Strategy for the tourist offer development should be also
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based on the analysis of obtained results. Therefore, interests’ compliance matrix can
be proposed to certain stakeholder groups in order to improve tourism, increase rev-
enue and achieve greater tourists” satisfaction with the provided services. Example of
one of the possible matrices is shown in Table 2. Parameters in the interests’” compli-
ance matrix are constantly growing, and new information is obtained which allows
better realization of the tourism development strategy in local communities.

Table 2: The interests’ compliance matrix of certain stakeholder groups

Number of achieved Analys_|s Subject Best-selling
. .. | of the advertisement . . : Etc.
tourist tax application of interest for tourists | products/services
place performance
Tourist community X X
Tourists
Local government X X

Long-term strategy based on the use of mobile services and systematic analysis of
the collected data, service providers and local communities can:

1. efficiently and qualitatively respond to the guest requests;

2. proactively determine the most promising target group of users, by offering ser-
vices specifically tailored to their needs;

3. establish an electronic database for long-term relationship with the users, keep-
ing it even if the transaction does not occur; and

4. ensure efficient collection of tourist tax which allows further development of the
local community.

4. Conclusion

While most suppliers of tourism services in small communities have good qual-
ity sites, it appears that their impact, especially on tourists who are passing by, is
not satisfactory. In order to attract more visitors to the local tourist destinations, it
is necessary to increase access to information about the touristic opportunities by
using a standard mobile phone. This recommendation rests on the studies which
show that mobile phone penetration exceeds one per capita in Europe. Marketing
through mobile service offers the possibility to provide information along the cen-
tral roads (parking lots, rest areas). In this way, through gift package, prizes and
interactive marketing campaigns, tourists’ attention can be attracted, and they can
be interested to visit some of these destinations. This especially applies to the abil-
ity to link several smaller destinations, with the purpose of providing substantial
benefits to tourists.

Given the integration of tourism offer and the use of Internet and mobile services
in the automation of activities of the local tourist boards, communication channels
synchronization appears as a problem. Local tourist offices have a jagged network for
occupying the rooms that includes various technologies. All these technologies have
to update a single database in order to prevent “channel conflict”, when the same
room is simultaneously reserved from different channels. In addition, the automation
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of the booking system and the formation of a central database create preconditions for
the full monitoring of the occupancy rate.

A particular problem is the attitude of the local tourism community regarding the
local government administration. Monitoring and collection of tourist taxes have al-
ways been major problems. The absence of effective mechanisms of monitoring the
number of overnight stays in the local community has a negative effect on collecting
taxes. The introduction of mobile service for booking and reporting brings an addi-
tional quality in the process of monitoring and supervision of the local tourist boards.

Proposed model for coordination of communication channels provides the pre-
sumption of effective offer by the local tourism community, particularly:

— the identification of devices used by potential users of tourist offer by monitoring
activities under each communication channel;

— the identification of the interests of users for specific tourism offers;

— the possibility of tourism community to respond automatically and immediately
to the interests shown by users; and

— the possibility to plan future tourism offers on the ground of interests expressed
by users.

Coordination of communications channels, registering and monitoring the activi-
ties of tourists will raise the awareness of providers of other services from local tour-
ism community on the necessity of issuing fiscal receipts to all users of services.

Comprehensive approach of information via all communication channels and their
integration enable synchronization of the database of users of tourist services, as well
as an increased collection of taxes. By analyzing results, it is possible to provide tailor-
made future tourism offers on the basis of gathered and integrated data.

Two goals can be achieved by introducing a SMS service for communication with-
in the local community. The problem of obsolescence of used devices is avoided by
introducing technology that is available on all mobile phones. Another important as-
pect is that everybody knows how to send and receive text messages. In this way, the
need for training users is avoided. This is particularly important in less developed
areas with older owners of guest houses and apartments.

It can be concluded that the improvement of tourism in local communities based
on the use of modern mobile communication solutions provides strategic planning
and development of tourism and of the entire community.

In realization and the use of system, the simplest and generally accepted technolo-
gies are used which do not require from users any special skills and knowledge. Of
particular importance is the fact that SMS is used as a system for providing informa-
tion to owners renting their apartments since it is the technology familiar to all. Ad-
ministration and maintenance of system is centralized and automatic, and it does not
require the active involvement of a service provider.

Further researches regarding this subject will regard promotion of local tourism
destinations. Special attention will be given to the use of wireless sensor networks,
M2M (Machine-to-machine) and IOT (Internet of Things) solutions.

186



10.

11.

12.

13.

14.

15.

References:

Ayu, M.A., Mantoro, T., Ismail, S.A. and Zulkifli, N.S., ‘Rich Information Service De-
livery to Mobile Users Using Smart Posters’, Digital Information and Communication
Technology and It's Applications (DICTAP), Second International Conference, 16-18
May 2012, pp. 149-153.

Brown, B. and Chalmers, M., “Tourism and Mobile Technology’, in Kuutti, K. and
Karsten, E.H. (eds.), Proceedings of the Eighth European Conference on Computer Supported
Cooperative Work, Helsinki, Finland, 14-18 September 2003, Dordrecht: Springer-Science +
Business Media, B.V., 2003, pp. 335-354.

Cai, L.A,, Feng, R. and Breiter, D., “Tourist Purchase Decision Involvement and Infor-
mation Preferences’, 2004, Journal of Vacation Marketing, vol. 10, no. 2, pp. 138-148.
Cho, M.H. and Jang, S., ‘Information Value Structure for Vacation Travel’, 2008, Journal
of Travel Research, vol. 47, no. 1, pp. 72-83.

International Telecommunication Union, “Key Global Telecom Indicators for the World
Telecommunication Service Sector’, May 28, 2013, [Online] available at http://www.itu.
int/ITU-D/ict/statistics/at_glance/KeyTelecom.html, accessed on June 27, 2013.
Jennings, G.R. and Weiler, B., ‘Mediating Meaning: Perspectives on Brokering Quality
Tourism Experiences’, in Jennings, G. and Nickerson, N.P. (eds.), Quality Tourism Expe-
riences, Oxford: Elsevier Butterworth-Heinemann, 2006, pp. 57-78.

Korstanje, M.E. and Tarlow, P., ‘Being Lost: Tourism, Risk and Vulnerability in the
Post-‘9/11" Entertainment Industry’, 2012, Journal of Tourism and Cultural Change, vol.
10, no. 1, 22-33.

Metaxas, T., ‘Cities Competition, Place Marketing and Economic Development in
South Europe: The Barcelona Case as FDI Destination’, 2010, Theoretical and Empirical
Researches in Urban Management, vol. 5, no. 14, pp. 5-19.

Morrison, A., Mulloni, A., Lemmel3, S., Oulasvirta, A., Jacucci, G., Peltonen, P., Schmal-
stieg, D. and Regenbrecht, H., ‘Collaborative Use of Mobile Augmented Reality with
Paper Maps’, 2011, Computers & Graphics, vol. 35, no. 4, pp. 789-799.

NFC Forum, ‘Smart Posters: How to Use NFC Tags and Readers to Create Interactive
Experiences that Benefit both Consumers and Businesses’, April 2011, [Online] avail-
able at http://www .nfc-forum.org/resources/white_papers, accessed on June 27, 2013.
Nikezic, S., Dordjevic, M. and Bataveljic, D., ‘Improvement of Spa Tourism in the Re-
public of Serbia as a Pattern of Positive Impact on Ecology and Regional Development’,
2012, TTEM, vol. 7, no. 2, pp. 920-926.

Pan, B., MacLaurin, T. and Crotts, J.C., “Travel Blogs and the Implications for Destina-
tion Marketing’, 2007, Journal of Travel Research, vol. 46, no. 1, pp. 35-45.

Presenza, A., Sheehan, L. and Ritchie, J., “Towards a Model of the Roles and Activities
of Destination Management Organizations’, 2005, Journal of Hospitality, Tourism and Lei-
sure Science, vol. 3, pp. 1-16.

Rasinger, J., Fuchs, M. and Hopken, W., ‘Information Search with Mobile Tourist
Guides: A Survey of Usage Intention, 2007, Information Technology & Tourism, vol. 9,
no. 3-4, pp. 177-194.

Reilly, D., Welsman-Dinelle, M., Bate, C. and Inkpen, K., ‘Just Point and Click? Using
Handhelds to Interact with Paper Maps’, in Mobile HCI'2005 Proceedings of the 7" Inter-

187



16.

17.

18.

19.

20.
21.

22.

23.

24.

national Conference on Human Computer Interaction with Mobile Devices & Services, New
York: ACM, 2005, pp. 239-242.

Roggenkamp, K., ‘Development Modules to Unleash the Potential of Mobile Govern-
ment’, paper presented at European Conference on E-Government, 2004.

Rukzio, E., Schmidt, A. and Hussmann, H., ‘Physical Posters as Gateways to Context-
Aware Services for Mobile Devices’, published in Mobile Computing Systems and Appli-
cations, WMCSA 2004, Sixth IEEE Workshop, pp. 10-19.

Schwinger, W., Griin, C., Proll, B., Retschitzegger, W., Schauerhuber, A., ‘Context-
Awareness in Mobile Tourism Guides — A Comprehensive Survey’, Technical report,
Johannes Kepler University Linz, IFS/TK, 2002, [Online] available at http://www.
wit.at/people/schauerhuber/publications/contextAwareMobileTourismGuides_
TechRep0507.pdf, accessed on June 25, 2013.

Srivastava, L., ‘Mobile Phones and the Evolution of Social Behaviour’, 2005, Behaviour
& Information Technology, vol. 24, no. 2, pp. 111-129.

Statistical Office of Republic of Serbia, ‘Monthly Statistical Bulletin’, 2012.

Targeting Innovation, ‘Smartphone Use by Tourism and Travel Consumers’, Research
report, Glasgow, 2012.

Tussyadiah, I.P. and Fesenmaier, D.R., ‘Mediating Tourist Experiences: Access to Plac-
es via Shared Videos’, 2009, Annals of Tourism Research, vol. 36, no. 1, pp. 24-40.

Wang, D., Park, S. and Fesenmaier, D.R., “An Examination of Information Services and
Smartphone Applications’, Proceedings of 16th Annual Graduate Student Research,
Conference in Hospitality and Tourism, Houston, TX, USA, 2010.

Wasserman, T., ‘5 Innovative Mobile Marketing Campaigns to Learn From’, June 21,
2011, [Online] available at http://mashable.com/2011/06/21/innovative-mobile-market-
ing-campaigns/, accessed on June 10, 2013.

188



