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INTRODUCTION 

The Analysis of the Tourism Sector in Bosnia and Herzegovina is one of the outputs of the 
GIZ Action, “Local Development Strategies”, which aims to strengthen BIH’s capacity for 
generating growth and employment through support for competitiveness and innovation. The 
Action’s specific objective is to support the development of BIH’s private sector by focusing on 
export-oriented, agro-rural, and tourism sectors and enhancing the business environment for 
micro, small and medium-sized enterprises (MSMEs), including the development of local digital 
entrepreneurship. The Action is being implemented under the project title EU4Business, which 
envisages three inter-related results: 

1. MSMEs’ performance is enhanced due to better access to and the availability of well-target-
ed measures and innovative business development services in competitive export-oriented 
sectors.

2. The business environment for the development of new businesses and support for existing 
ones is improved.

3. The number of entrepreneurial initiatives in tourism and rural value chains for income and 
employment generation are increased.

The Tourism Sector Study is being conducted by a BIH-Slovenian consortium (CEDES d.o.o. BIH and 
PROVOBIS d.o.o. Slovenia), in close cooperation and consultation with the GIZ EU4Business Project 
Team, the Sector Coordination Committee (SCC), and tourism sector stakeholders in BIH.

This short version of the study outlines the main challenges in the tourism sector, as well as 
recommendations for strategic interventions. It excludes a full analysis of this sector, which is available 
in the original version.
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SUMMARY

Bosnia and Herzegovina is a country with significant potential for tourism development. Its geographic 
position, topography, rich history, considerable number of natural and historical monuments, its culture, 
openness, and proximity to the EU facilitated more intensive tourism development in the last decade. 
In 2019, the number of tourist arrivals reached 1,641,000, representing 25% growth since 2017 and 
250% since 2010.  The number of tourist overnight stays reached 3,371,000, which means 25.9% growth 
since 2017 and 238% since 2010. This growth is the result of an increase in the number of visits made 
by foreign tourists, which represents 73% of total tourist arrivals for 2019. Although BIH recorded the 
second-highest growth rate for international arrivals in the Western Balkan region from 2008 to 2018, 
its overall share of international arrivals in the region was only 3.3%. In 2019, the tourism sector in BIH 
contributed 2.8% to GDP and created 3.2% of the country’s jobs, which is below the average for Western 
Balkan economies.

Although the country’s tourism growth was significant over the last ten years, the sector is facing several 
challenges and constraints in the overall business environment, as well as in the sector-specific environ-

ment, which prevents it from being more competitive on the international market. The recent pandemic 
has slowed the growth of BIH tourism, thereby worsening the business performance of private tourism 
stakeholders and increasing unemployment in the sector. Therefore, BIH should turn this crisis into an 
opportunity by taking a proactive approach and starting the systematic and coordinated development of 
tourism.

This Analysis of the Tourism Sector in Bosnia and Herzegovina is one of the outputs of the GIZ Action, 
“Local Development Strategies”, which aims to strengthen BIH’s capacity for generating growth and em-

ployment through support for competitiveness and innovation. The primary purpose of this study is to 
provide a sound theoretical basis for the programming of policy measures that will support economic 
development of the tourism sector in BIH.

The main findings of the tourism sector analysis are presented below.
The tourism industry in Bosnia and Herzegovina has been growing significantly in recent years, 
in terms of tourist arrivals and tourist overnight stays. In 2019, the number of tourist arrivals reached 
1,641,000, which represented an increase of 25.6% since 2017. The number of tourists overnight stays 
in 2019 was 3,371,000, or an increase of 25.9%. This growth was the result of a nearly 30% increase in 
foreign tourist arrivals and a 26.4% increase in foreign tourist overnight stays. Domestic tourist arrivals 
and overnight stays were lower but still remained high. In the period 2017-2019, the number of such ar-
rivals grew by 15.4%, and overnight stays by 24.6%. A significant increase in tourist arrivals and overnight 
stays was recorded in FBIH, RS, and BD. 

Europe is the primary market for BIH tourism. In 2019, European tourists made up 65% of all tourist 
arrivals and 68% of all tourist overnight stays. Tourists from Asia were the second leading market, as they 
represented 29% of total international tourist arrivals and 26% of international tourist overnight stays in 
2019, and also during the period 2015-2019, when the highest growth was seen. In terms of both tourist 
arrivals (326%) and tourist overnight stays (291%) in 2019, visitors from Asia accounted for a higher per-
centage of total international arrivals in BIH. However, the situation varied between the entities and BD. 
While the share of foreign tourist arrivals in FBIH reached 79%, the share of foreign tourist arrivals in RS 
and BD in 2019 was 55% and 57%, respectively. Shares vary between tourist destinations.1 However, the 
results indicate that FBIH is predominantly oriented towards foreign markets, while RS and BD account 
for a significant share of the domestic market. 

1  Detailed information will be presented in an Appendix to the Final Report.
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Going by tourist arrivals for 2019, the top 10 countries of origin are Croatia, China, Serbia, Turkey, 
Slovenia, Saudi Arabia, Germany, Italy, South Korea, and Poland, representing 61.1% of the total 
foreign tourist arrivals for that year. Their respective shares have increased by 3% since 2017. How-

ever, some major shifts in their ranking were recorded due to a marked increase in the number of tourist 
arrivals from China (+223%) and Saudi Arabia (+170%).

At the entity level, there is a difference in the structure of tourists, regarding their country of ori-
gin. In FBIH, tourists arriving from Europe in 2019 accounted for 59% of all arrivals and 60.7% of tourist 
overnight stays. Tourists from Asia made up 34.1% of arrivals and 31.8% of tourist overnight stays. In 
RS, tourists from Europe made up 90.9% of all arrivals and 93.6% of tourist overnight stays, with three 
regional markets (Serbia, Croatia, and Slovenia) accounting for the highest share of all foreign tourist 
arrivals (54%). 

There is more dispersion in the distribution of tourist arrivals to FBIH than to RS. In FBIH, the top 
ten countries of origin are Croatia, China, Saudi Arabia, Turkey, Germany, Slovenia, Italy, South Korea, 
Serbia, and other Asian countries. In RS, Serbia, Croatia, and Slovenia lead, by far, as the top three coun-

tries of origin, followed by Turkey, Germany, China, Montenegro, Austria, Italy, and Poland, with much 
lower shares in total tourist arrivals and overnight stays relative to the top three countries. 

The COVID-19 pandemic has stopped favourable tourism trends in BIH. As of June 2020, there 
were signs of a slow recovery with the easing of restrictions and lifting of the lockdown. However, the 
consequences of the pandemic are still significant. Tourist arrivals and tourist overnight stays in 2020 
(January-September) were at 25.7% and 28.9% of their respective 2019 levels. RS has seen less of a de-

crease than FBIH. The main reason could be that, in recent years, RS has been receiving a higher share 
of domestic tourists (44%, while in FBIH the share is only 19%), and the concentration of the leading 
foreign markets for RS in the region (Serbia, Croatia and Slovenia) jointly accounted for 54% of foreign 
tourist arrivals in 2019. 

For the purposes of this study, we have selected the following tourism subsectors and key tourism-related 
subsectors:

• Accommodation

• Restaurants and catering

• Travel agencies and tour operators

• Transportation 

• Car rentals

• Organisation of meetings and business fairs

• Sports facilities and activities 

• We have also added natural and cultural heritage sites and tourist attractions developed 
on this basis. 

In 2019, 2,196 companies in BIH were registered in the selected tourism subsectors – 31% in 
restaurants and catering, 20% in transportation, and 17% in accommodation. Without taking unreg-

istered businesses into account, MSMEs have a predominant role to play in tourism (83% are micro-com-

panies and 14% are small companies). 

With regard to the number of companies in the selected tourism subsectors, the top seven loca-

tions are: Sarajevo Canton (749), Herzegovina-Neretva Canton (303), Tuzla Canton (254), the Banja 
Luka urban area (158), Una-Sana Canton (153), Zenica-Doboj Canton (123) and Central Bosnia 
Canton (109).

Over a five-year period (2015-2019), the number of accommodation establishments increased remark-

ably in FBIH (by 56.1%). The number of accommodation establishments in RS in 2019 remained nearly 
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the same throughout the whole period. In total, 756 accommodation establishments were registered 
in BIH in 2019, 71% of which were in FBIH. Over the last year, the number of accommodation estab-

lishments fell by 30% in West Herzegovina Canton, 28.8% in Herzegovina-Neretva Canton, and 21.8% 
in Una-Sana Canton. One reason for this decline is the transformation of some such facilities into accom-

modation facilities for immigrants.

In 2019, the total number of rooms in BIH was 18,740 (71.6% in FBIH, 27% in RS, and 1.4% in BD). 
Over the five-year period (2015-2019), accommodation capacities increased in both entities (by 43.8% 
in FBIH and by 7.9% in RS).

In terms of hotels and similar accommodation, our ad hoc analysis shows that the actual number of hotels 
and similar types of accommodation (hotels, resorts, motels, B&Bs, and guest houses) included 437 ac-

commodation establishments that were not included in the number of hotels and similar accommodation 
facilities reported by official statistical authorities in BIH. The largest gap between official statistical data 
and data derived from Booking.com was found when looking at holiday and short-stay accommodation 
(apartments, holiday homes, hostels, villas). The smallest gap was identified when looking at camping 
sites and camping grounds. This indicates the existence of a substantial informal economy in the accom-

modation subsector in BIH.

Due to the country’s rich cultural and natural heritage, the main tourist products rely on culture and nature. 
The products which have a high potential for further development are:

• Cultural tourism, which includes city tourism, and festivals and events tourism;

• Spa tourism, which has great potential to diversify the offering with health, wellness, and 
selfness tourist products;

• Mountain tourism, which has the potential to grow in combination with 

• Outdoor, sports, and adventure tourism products, one of the fastest-growing tourist products 
in BIH, with increasing demand from tourists; 

• Pilgrimage/religious tourism, which is developed but has the potential for further growth in 
combination with cultural tourism products;

• Hunting and fishing tourism, which is developed mainly in RS and has the potential for 
further growth along with 

• Nature and adventure tourism, which is only emerging but has great potential to become 
one of BIH’s top tourist products. 

Our value chain analysis shows the following:

• In general, core nodes in the tourism value chain are relatively well developed.

• Accommodation facilities and restaurants are the primary income and profit generators, 
in nominal terms. Both subsectors are the main job generators. The generated value is 
probably much higher due to the presence of a significant informal economy in this part of 
the value chain.

• Profit per employee in activities related to travel and tour operators is double that of 
employees in the hotel and food and beverage sectors.

• With respect to accommodation, companies registered as camps and resorts are facing 
problems.

• Sports activities are performing well, except for sports facilities that are facing losses.

• Transport is well developed, but business performance data show possible future 
problems due to losses in 2019. 

• It seems that companies in RS are much more profitable. 
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According to multiple analyses and reports, such as the Bosnia and Herzegovina 2020 Report published 
by the EC,2 the Doing Business 2020 Report for BIH published by the World Bank,3 and the Country Com-

mercial Guide for US Companies – Doing Business 2019 report for BIH,4
 BIH is described as a place 

with many barriers and a relatively unfavourable business environment. 

In terms of sustainable development, BIH is in the initial stage and further integration of sustainabil-
ity principles in tourism will depend on the country’s capacity to develop new and effective sustainable 
policies, including economic policies (e.g. eco-taxes, user fees, financial incentives and tradable building 
permits), regulatory policies (quotas and zoning), and institutional instruments (e.g. eco-labels). 

According to the WEF Travel & Tourism Competitiveness Index 2019,5 BIH lags behind selected 

countries of the Western Balkans with respect to almost all key indicators, except for average re-

ceipts per arrival, where BIH takes second place in the region. Only North Macedonia ranks lower than 
BIH. 

The major constraints that hinder the competitiveness of BIH tourism are weak governmental sup-

port for tourism development; the low visibility of BIH as a tourist destination; the poor quality of 

tourist products, services and tourist infrastructure; and the lack of a qualified and skilled work-

force. As these are all recognised as critical success factors for tourism development, these constraints 
should be addressed primarily to improve BIH’s tourism competitiveness on international markets.

2  EC Bosnia and Herzegovina Report 2020. Available at: https://ec.europa.eu/neighbourhood-enlargement/sites/near/files/bos-

nia_and_herzegovina_report_2020.pdf.

3  Doing Business 2020. Comparing Businesses regulation in 190 Economies. Economy Profile for Bosnia and Herzegovina. 
World Bank Group. Available at: https://www.doingbusiness.org/content/dam/doingBusiness/country/b/bosnia-and-herzegovina/
BIH.pdf.

4  Export.gov. Helping US Companies Export. Bosnia and Herzegovina Country Commercial Guide. Available at: https://www.
export.gov/article?series=a0pt0000000PAtMAAW&type=Country_Commercial__kav.

5  WEF. Travel & Tourism Competitiveness Index, 2019 edition. Available at: https://reports.weforum.org/travel-and-tourism-com-

petitiveness-report-2019/country-profiles/.
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CHALLENGES AND OPPORTUNITIES FOR 
IMPROVINGCOMPETITIVENESS AND JOB CREATION

This chapter provides a summary of the challenges that have been identified and the opportunities for 
further development of tourism in BIH. This summary presents the main inputs necessary for designing 
the recommendations, as well as concrete measures for strategic interventions that foster tourism devel-
opment. 

Challenges

6  OECD. Tourism Trends and Policies 2020. Paris, 2020.

7  WEF, WTTC Travel & Tourism Competitiveness Report, 2019 edition.

Governance structure, institutional set-up, legislation and regulation, 
strategic approaches to tourism development at the national level 

Governments play a vital role in providing leadership and coordinating tourism strategy design and imple-

mentation to ensure that such a sector is successfully developed, promoted and regulated. Nowadays, 
governments are more likely to develop policies that seek to maximise the economic, environmental and 
social benefits that tourism can bring while reducing the pressures that arise when this growth is un-

planned and unmanaged. Policy measures that address these concerns have become a priority. Recent-
ly, several governments have tried to deal effectively with overcrowding at popular destinations, spread 
economic and other benefits to areas that attract fewer visitors, develop new products to extend the sea-

son, while also encouraging increased productivity, better resource use, and more stable employment. 
To ensure these policies are having the desired impact, countries are strengthening coordination and im-

plementation mechanisms by adopting a multi-governmental approach to tourism development, reform-

ing destination management practices, modernising regulations, adopting digital solutions, strengthening 
dialogue with civil society, and engaging the private sector in policymaking.6

The several challenges BIH is currently facing in this field are discussed in more detail below.

Governance structure and institutional set-up

In BIH, the multi-layered constitutional and political structure requires a specific governance structure and 
institutional set-up, making it very complex. Tourism is under the jurisdiction of the entities and BD, mean-

ing that each entity has adopted its own tourism strategy, legislation and regulations, and both entities 
have their own governance structure. Governance and coordination at the national level was established 
through the Working Group at the MoFTER. While RS has established a governance and institutional 
set-up for tourism that is similar to the common practices of many other countries, the governance and 
institutional set-up in FBIH is very complex, making effective strategic planning and overall governance 
of tourism development in the entity very difficult (see Section 3.2.4.1). Even the different legislation and 
regulation within this entity makes the business environment quite unfavourable, as is also evident from 
BIH’s standing on the 2019 competitiveness index, where it ranked 134th in the inefficiency of legal frame-

work indicators and 137th in the inefficiency of the legal framework in changing regulations.7
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The main challenge is to establish an efficient governance structure that will ensure more 
coherent tourism development while respecting the country’s multi-layered constitutional and 

political structure. 

This is most relevant for increasing the visibility of BIH as a tourist destination on international markets. 
However, the current situation also hinders efficient cooperation among key public and private tourism 
stakeholders at the national level and creates an unfavourable/non-transparent legislative and regulatory 
framework. 

8  WEF, WTTC Travel & Tourism Competitiveness Report, 2019 edition.

Legislative and regulatory frameworks – overall business environment

As mentioned above, even the different legislation and regulation within FBIH makes the business envi-
ronment quite unfavourable, which is also evident from BIH’s standing in the 2019 competitiveness index, 
where it ranked 134th in the inefficiency of legal framework indicators and 137th in the inefficiency of the 
legal framework in changing regulations. 8

  

Tourism-related enterprises suffer from poor regulation and an unfavourable business environment. Be-

sides the need to improve the overall legislative and regulatory framework in the country, several tour-
ism-related issues also require revision and convenient solutions must be found. These issues include 
the following points:

• It is cheaper and easier to import souvenirs than to produce them in BIH.

• Foreign travel agencies avoid engagement with local tour guides, which is a common 
practice worldwide.

• Local transportation companies have to obtain licences and pay taxes when operating 
abroad, but this is not the case for foreign companies when they operate in BIH.

• There is a huge grey zone in tourism – illegal activities in transportation, accommodation, 
tax evasion, etc.

Cooperation and dialogue among actors in the private sector, in education and NGOs

At the entity level, the challenge in both entities and in BD is to improve cooperation and dialogue with 
private sector stakeholders, educational institutions, and NGOs by developing and implementing tourism 
strategies.

Availability of reliable tourism data is a challenge in BIH

More effort should be put into developing tourism data and statistics that are in line with international 
standards and good practice. Existing data need to be more robust and comprehensive to inform for-
ward-looking strategic planning and decision-making and to facilitate the monitoring of implementation. 
In the future, it will be important to address gaps in the evidence base (e.g. on inbound tourism) and the 
lack of TSA, which measure the value-added effects of tourism. 

An analysis of the status quo of the statistical system in BIH was done as a part of this study (Chapter 
5). It provides detailed information on the main weaknesses and gaps identified in the country’s current 
statistical system and recommendations for its improvement. 
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Specific challenges for FBIH

The current complex governance structure and institutional set-up in FBIH require some improvements to 
enable more coherent tourism development in the entity and should involve established cooperation and 
dialogue among the tourism sector stakeholders at the federal, cantonal, and local levels. 

The challenge is to ensure common marketing activities and the promotion of FBIH so as to improve the 
visibility and efficiency of marketing actions, which are currently dispersed and uncoordinated at different 
levels (cantonal, local/destination). 

The challenge in FBIH is also to align the current legislative and regulatory frameworks at the FBIH level. 

Destination management

Effective local governance structures for tourism must also be in place, as many services vital to tourism 
are delivered at the local destination level. Furthermore, the positive and negative socio-economic and 
environmental impacts of tourism are most apparent at the local level. Therefore, sound local tourism 
planning and management are required. This implies that local communities should be actively involved 
in the governance structure for tourism development to ensure coherent tourism management in the 
country. There is an increasing tendency in many countries for local tourism governance to be based on 
public-private or multi-stakeholder collaboration and partnerships, mainly within a Destination Manage-

ment Organisation (DMO). DMOs often play a leading role in tourism development, working in col-
laboration with regional and local governments, where their main role is to manage the development 
and implementation of destination tourism strategies, develop new tourist products, and take care of the 
promotion and marketing of tourism in cooperation with National Tourism Organisations. The successful 
development of DMOs will require education and raising awareness among private and public actors.

In BIH, the lack of a strategic approach to tourism development in tourist destinations is one of 
the main challenges that hinders the competitiveness of tourist destinations and private businesses in 
BIH. Tourist destination management is at the early stage of development. Only a few destinations have 
started to establish tourist clusters. Destinations lack destination management practices that would es-

tablish cooperation among tourist service providers and facilitate the development of new, innovative and 
unique tourist experiences for different target groups of tourists and target markets. Accordingly, more 
effort should be invested in the development of destination management, especially given the new trends 
in recent approaches taken by countries with advanced tourism sectors. For the development of DMOs to 
be successful, it is essential to make improvements in education and to raise awareness. 

Marketing and branding – Access to markets 

In BIH, we can say that there is an absence of the common branding and marketing at the national lev-

el. RS has its brand and has adopted a marketing strategy, while in FBIH branding and marketing take 
place separately at the level of cantons or even tourist destinations. The absence of a common branding 
and marketing strategy at the BIH level limits the visibility of BIH as a tourist destination on international 
markets, and also limits the access tourist sector stakeholders have to these markets, as they need to put 
much more effort into attracting visitors from remote tourism markets. 

Given the currently dispersed marketing and promotion done between entities, cantons, and tour-
ist destinations, the main challenge is in establishing a joint framework for tourism promotion and 
marketing at the BIH level. 

At the entity level, the main challenge in FBIH is being able to quickly reposition from long-haul 

markets to domestic and regional ones, while the main challenge for RS and BD is to maintain 
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their positions on top markets despite increased competition in the regional tourist market, as all 
countries in the region will be increasing their own marketing activities.

Limited use of digital marketing tools in tourism implies there is a need to develop a digital marketing 
strategy and to introduce capacity building programmes for the use of such tools. 

The lack of domestic (inbound) tour operators indicates the need to introduce policy measures that sup-

port this node of the tourism value chain in BIH, although some activities, such as the provision of gov-

ernment subsidies, were undertaken in the past. Still, the dominant focus of domestic agencies and 
operators is on outbound tourism. 

9  WEF, WTTC Travel & Tourism Competitiveness Report, 2019 edition.

Quality assurance and facilitation framework

Recent trends suggest that countries are continuing to invest in existing tourism standards and quality 
schemes. Governments are looking to official certification schemes to denote the quality of facilities or 
services in this context. Such standards also provide authorities with tools to support local businesses 
in improving the quality of their products and services, and to deliver wider policies that improve the 
tourism offering, such as the accessibility of individual businesses to tourists.9 The availability and quality 
of accommodation facilities are one of the key success factors in tourism. Therefore, it is important to 
design an accommodation facilitation framework that fosters availability and supports improvements in 
the quality of all types of accommodation in the economy. Providing incentives for investments in private 
accommodation facilities, especially for SMEs, can boost the availability of different types of high-quality 
accommodation that are adapted to tourists’ needs. An efficient accommodation quality standards frame-

work, including categorisation systems, is necessary to maintain the consistent quality of accommoda-

tion facilities. Additionally, the quality of public services and tourist infrastructure is important for tourism 
competitiveness.

BIH has established a mandatory categorisation system in each entity, making the categorisation of 
accommodation facilities mandatory. However, the monitoring and controlling of this categorisation is 
relatively weak due to the lack of staff and a budget for efficient control, but mostly because of the com-

plexity of the categorisation system itself. There is a very extensive grey economy in the tourism sector, 
especially with accommodation and restaurants, where no quality control is ensured. Tourist infrastruc-

ture in many destinations needs improvements. Policy measures aimed at facilitating the quality of tourist 
infrastructure and the overall quality of the tourist offering in the destinations, including quality standards 
for tourist products and services, are basically non-existent. 

Human resources and the labour market

Tourism is an important job creator and the sector is highly dependent on skilled human resources to 
develop and deliver a competitive tourism offering. It provides a wide range of different job opportunities, 
from entry-level to senior management roles, in different locations and branches of the sector. These jobs 
support enterprises and destination development. They can also help bring hard-to-reach people back 
into the workforce, reduce unemployment, and open up opportunities for people of all ages, skills and 
backgrounds. However, finding and retaining the right staff remains a challenge within the sector and is 
compounded in some countries by demographic trends and other influences that reduce the available 
talent pool. 
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Some of the most important challenges facing BIH are in its human resources capacity and the labour 
market. However, the main finding is that neither of these is in step with tourism industry developments in 
BIH According to the WEF Travel & Tourism Competitiveness Index, BIH had a ranking of 106 out of 140 
countries, regarding human resources and the labour market in 2019. When comparing figures from 2017 
and 2019, BIH had fallen six places in the ranking.10 The main challenges are related to:

• Insufficient policy coordination and vague strategic planning. 

• Low quality and ineffectiveness of education and the lack of systematic monitoring 
and evaluation. Public and private universities do not offer adequate tourism-related 
programmes. Such programmes are mostly general, relating to management in tourism or 
the environment.

• Relatively high total spending due to decentralisation and high administrative costs 
coupled with insufficient funding for school infrastructure and uneven teacher salaries (not 
tied to performance).

• Secondary (vocational) schools are not considered prestigious by prospective students 
and the public. For a long time, professions in tourism have been recognised as low-paid, 
so they do not attract the best students. 

• Support for informal education is also inadequate, although there is a significant need 
for this type of education. On rare occasions, some organisations and institutions offer 
sporadic vocational training.

10  WEF. Bosnia and Herzegovina Travel & Tourism Competitiveness Index, 2019 edition. Available at: https://reports.weforum.
org/travel-and-tourism-competitiveness-report-2019/country-profiles/#economy=BIH

Sustainable tourism development

Although sustainable development in BIH has become an important goal that is strongly supported by the 
World Bank and the European Union (EU), the integration of sustainable strategies and policies in tourism 
is still a challenge. In BIH, ST assessment and ST monitoring have yet to be established. Given the lack 
of a strategic framework for ST development and ST assessment, sustainability in tourism arises from 
individual initiatives on the part of businesses, destinations, and NGOs. Thus, linkages between private, 
public, and non-governmental actors in the tourism sector and their cooperation in implementing projects, 
particularly transnational projects, are the main pillars of ST in BIH.

Accessibility of destinations

In BIH, weak infrastructure, especially road infrastructure, hinders tourism development in remote areas, 
which are attractive locations for such development. Ground infrastructure is challenging because of 
roads and ground transport efficiency.  

Border crossings are still an issue in BIH. Although the country has made border crossings easier by 
reducing visa requirements, border crossing time is still long. 

COVID-19 pandemic 

The COVID-19 pandemic has hit tourism worldwide. To mitigate the negative impact on tourism, countries 
have adopted several measures to ensure business survival and destination support during the lockdown 
of tourism and the recovery of the tourism sector in the re-opening phase. 



20

In BIH, the entities have adopted different policy measures for mitigating the impact of COVID-19. Al-
though the private sector was involved in designing policy measures, private sector stakeholders still 
miss out on more active involvement and their proposals are not given serious consideration. Accordingly, 
the main challenge is to have more active and efficient cooperation between private sector stakeholders 
and for governments to adopt the most efficient policy measures for the recovery of the tourism sector, 
considering the new circumstances and trends in the tourism markets (e.g. health and safety measures 
are of utmost importance; there is an orientation towards domestic tourism; remote, rural destinations 
and natural areas are more attractive, digitalisation and virtual presentations of tourist attractions are 
becoming more important).

Due to the reorientation towards domestic and regional markets, the challenge is how to design and 
implement a common marketing strategy in the new main markets. This applies especially to FBIH, with 
its low share of domestic and foreign tourists from neighbouring countries. However, RS should also 
strengthen its marketing activities to ensure its share of the regional market due to increased competition 
in this market.

Besides the need to provide an efficient package of policy actions to support business survival, an im-

portant challenge is how to support tourist destinations and tourist service providers to quickly 

develop new, attractive tourist products, services and experiences in order to attract tourists from 
domestic and new regional markets, while also having in mind the fact that competitors are doing 
the same. Additionally, popular destinations may need to reconfigure their development models to attract 
people while also ensuring sufficient social distancing.
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Opportunities

BIH must turn this pandemic crisis into an opportunity and take a more proactive approach by starting 
with the systematic development of tourism at the state level. This is an opportunity to rethink future tour-
ism development, discover the strengths of BIH tourism, and take advantage of new trends in tourism 
demand, mainly those that will be favourable for BIH tourism.

The development of unique and attractive tourist products and experiences based on the country’s rich 
cultural and natural heritage is where BIH has a major opportunity to increase the competitiveness of BIH 
tourism on the global tourism market. 

Valorisation of cultural and natural heritage for tourism

Natural and cultural heritage is a key driver of tourism development. Destinations that can offer travellers 
access to unique experiences through nature, local culture and history have a competitive advantage 
over those that cannot. Tourism policies and strategies should highlight the importance of both natural 
and cultural heritage to tourism and should contain specific sections relating to conservation and sus-

tainable use as key tourism resources. Close working relationships between tourism ministries and those 
responsible for the environment, natural resources and culture are required in order to achieve the valo-

risation of natural and cultural heritage in tourism. 

Cultural tourism and nature and adventure tourism are BIH’s main tourist products. Cultural heritage and 
nature are recognised as the key comparative advantages BIH tourism has on the European and global 
market; however, tourism valorisation for both products is still rather low. This creates a huge opportunity 
for BIH tourism.

However, more effort should be put into improving the management of cultural sites and natural parks to 
welcome tourists and provide them with excellent and unique experiences. Furthermore, cultural heritage 
sites and natural parks should cooperate with tourism stakeholders in the destination to develop engaging 
experiences for the visitors (destination management).

Issues related to illegal construction should be addressed properly.

Due to low environmental awareness on the part of investors and the local population, plus the inefficient 
institutional control, which endangers the natural/cultural resources necessary for tourism development, 
awareness-raising and capacity building is required among tourism sector stakeholders and the local 
population. 

Development of unique and authentic tourist products and experiences 

The development of unique and authentic tourist products and experiences based on the country’s rich 
cultural and natural heritage is an opportunity for BIH tourism to increase its competitiveness on the 
global market and bring economic and social benefits to the local population. This is a way to minimise 
seasonality, disperse tourist offers to rural areas and lesser-known tourist destinations, and prolong tour-
ist stays in the destinations. In the short term, this is a way to support the tourism sector’s recov-

ery and adaptation to new circumstances, while also attracting visitors to the destination again. 
However, strong partnerships are required in order to develop tourist products and experiences and to 
manage them, while also ensuring high quality and the coordinated provision of services to visitors. 
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RECOMMENDATIONS FOR STRATEGIC INTERVENTIONS

This chapter provides recommendations on strategic interventions that will foster further tourism 
development in the country. They address the key challenges to and opportunities for BIH tourism 
identified in this study. 

Recommendations for strategic interventions have been prepared for the state, entity, and BD levels. 
They are grouped into immediate (short-term), medium-term and long-term measures and consider the 
new circumstances and trends in tourism demand due to the COVID-19 pandemic.

The recommendations are divided into 13 strategic orientations which address the challenges to or 
opportunities for future tourism development in BIH. The summary of recommendations for strategic 
interventions is presented in the figure below. 

Figure1: Summary of recommendations for strategic interventions

Improving competitiveness through better governance, regulation, comparable data provision, and 
established cooperation and dialogue with tourism sector stakeholders

SI 1: GOVERNANCE AND INSTITUTIONAL SET-UP AT THE NATIONAL AND ENTITY LEVELS                               
SI 2: STRATEGIC PLANNING
SI 3: COOPERATION AND DIALOGUE WITH TOURISM SECTOR STAKEHOLDERS
SI 4: BETTER LEGISLATION AND REGULATION
SI 5: DESTINATION MANAGEMENT
SI 6: AVAILABILITY OF TOURISM DATA

Improving the visibility of BIH as a tourist destination on the global tourism market

SI 7: ACCESS TO MARKETS – COVID-19 RECOVERY MARKETING AND BRANDING

Facilitating quality tourist products and services 

SI 8: QUALITY ASSURANCE AND FACILITATION

Boosting new tourist products and experiences, and innovation in tourism

SI 9: DEVELOPMENT OF NEW TOURIST PRODUCTS/EXPERIENCES

Enhancing employees’ competencies and employment in tourism

SI 10: HUMAN RESOURCES AND THE LABOUR MARKET

Improving the accessibility of destinations

SI 11: ACCESSIBILITY OF DESTINATIONS

Facilitating sustainable tourism development and business performance

SI 12: SUSTAINABLE TOURISM DEVELOPMENT

Supporting the recovery of tourism after the COVID-19 pandemic

SI 13: COVID-19-RELATED MEASURES FOR THE RE-OPENING/SHORT-TERM RECOVERY STAGE
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Improving competitiveness through better governance, regulation, 
comparable data provision, and established cooperation and dialogue 
with tourism sector stakeholders 

The future success of tourism largely depends on the government’s ability to establish an efficient 
governance structure and institutional set-up to ensure that the sector is successfully developed, pro-

moted and regulated. Introducing a multi-governmental approach or horizontal cooperation among all 
relevant ministries and relevant public institutions, and strengthening cooperation and dialogue with 
the private sector and NGOs is an essential part of the efficient governance of tourism development. 
Furthermore, a clear and strong government commitment to tourism development and the capacity 
of public officials to lead and manage the development and implementation of tourism strategies are 
required to ensure that priority policy measures are fully implemented.

Recommendations and proposed strategic interventions aimed at improving competitiveness through 
better governance, regulation, comparable data provision, and established cooperation and dialogue 
with tourism sector stakeholders are focused on making improvements to the governance structure 
and institutional set-up at the national level and in the entities, establishing destination management, 
designing better legislative and regulatory frameworks, strengthening dialogue and cooperation with 
tourism sector stakeholders, and improving tourism statistics to enable better decision making. 
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Table 1: Improving competitiveness through better governance

SI 1: GOVERNANCE AND INSTITUTIONAL SET-UP AT THE NATIONAL AND ENTITY LEVELS                               

 X Design a governance model at the national level that is in line with the constitutional and political 
structure and will harmonise the entities’ tourism development strategies. Upon adoption of entity 
tourism development strategies, the existing tasks of the MoFTER and the Working Group for Tour-
ism in BIH should expand to include the development of guidelines for common actions and stra-

tegic interventions at the national level and the adoption of action plans for the implementation of 
common actions. It is recommended that common actions include agreement on common market-
ing activities, development of a BIH tourism branding strategy, coordination of legislative and reg-

ulatory frameworks, educational programmes and training, and common project implementation.

 X SHORT-TERM NATIONAL LEVEL

Partners:

MoFTER, Working Group for Tourism in BIH, 
FMoET, MTT RS, TORS, cantonal ministries 
responsible for tourism, BD department re-

sponsible for tourism
 X Establish multi-level governance cooperation before designing new tourism strategies to ensure 

synergies with other sectors (agriculture, culture, environment) and the inclusion of tourism sector 
needs in other strategy documents (Investment Policy, Transport Policy, Culture Development Pol-
icy, etc.). 

 X SHORT-TERM ENTITY LEVEL

Partners:

Ministries responsible for tourism, govern-

ments

SI 2: STRATEGIC PLANNING

 X In light of the new circumstances and trends on the tourism market, design a new Tourism Develop-

ment Strategy in RS, FBIH, and BD (by upgrading the Development Strategy) that includes regular 
monitoring and action plans for implementation. 

 X SHORT-TERM ENTITY LEVEL

Partners:

Ministries responsible for tourism, in coop-

eration with private sector stakeholders (as-

sociations), educational institutions, NGOs, 
cantons, municipalities 

SI 3: COOPERATION AND DIALOGUE WITH TOURISM SECTOR STAKEHOLDERS

 X Build cooperation and business ties through conferences, trade fairs, and networking.

 X SHORT-/MID-TERM
NATIONAL LEVEL

ENTITY LEVEL

Partners:

MoFTER, FMoET, MTT RS, BD department 
responsible for tourism, TORS, private tour-
ism associations, universities

 X Establish a Marketing Coordination Working Group 
at the national level to harmonise entities’ 2021 mar-
keting action plans, in close cooperation with private 
sector representatives.

RELATED TO SI 1
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 X SHORT-TERM NATIONAL LEVEL

Partners:

MoFTER, FMoET, MTT RS, BD department 
responsible for tourism 

 X Establish active cooperation and dialogue with the private sector, educational institutions, NGOs, 
and destinations by designing Tourism Development Strategies, a Marketing Strategy, and a Mar-
keting Action Plan for 2021.

There are several options, such as to create a working group, tourism council, etc.

 X SHORT-TERM ENTITY LEVEL

Partners:

FMoET, MTT RS, BD department respon-

sible for tourism, private tourism sector as-

sociations, cantons (FBIH), municipalities, 
tourist organisations, universities, NGOs

 X Establish a Tourism Organisation to manage and coordinate marketing and branding in FBIH.

This would ensure more efficient management and coordination of marketing and branding activ-

ities at the entity level and a more balanced approach to designing common marketing actions at 
the national level. 

 X MEDIUM-TERM FBIH LEVEL

Partners:

FMoET, cantonal ministries responsible for 
tourism

 X Establish a Marketing Coordination Working Group at the FBIH level to harmonise Marketing Action 
Plans, in close cooperation with private sector representatives.

 X SHORT-TERM FBIH LEVEL

Partners:

FMoET, cantonal ministries responsible for 
tourism

SI 4: BETTER LEGISLATION AND REGULATION

 X Prepare an in-depth analysis of tourism and tourism-related legislation and regulation to identify the 
main bottlenecks and tourism development constraints.

 X Design an action plan for improving the legislative and regulatory frameworks for tourism in BIH.

 X SHORT-/MEDIUM-TERM NATIONAL LEVEL

Partners:

MoFTER, FMoET, MTT RS, BD department 
responsible for tourism

SI 5: DESTINATION MANAGEMENT

 X Prepare an action plan for the introduction of destination management by considering new models 
introduced in countries with a developed tourism sector. 

 X Support the implementation of a pilot destination management model in selected tourist destina-

tions.

 X Support capacity building in organisations to better manage tourism development in destinations.



 ANALYSIS OF THE TOURISM SECTOR

 IN BOSNIA AND HERZEGOVINA 27

 X SHORT-/MEDIUM-TERM ENTITY LEVEL

Partners:

FMoET, MTT RS, BD department respon-

sible for tourism, municipalities, cantons 
(FBIH)

SI 6: AVAILABILITY OF TOURISM DATA

 X Strengthen institutional capacities in the statistical system and further harmonise BIH statistics with 
EU standards by improving business statistics, balance of payments, agriculture, and labour force 
statistics, and the reporting/statistics on collected indirect taxes. Recommendations for improving 
the statistical system are presented in more detail in Chapter 5.

 X MEDIUM-/LONG-TERM
NATIONAL LEVEL

ENTITY LEVEL

Partners:

FMoET, MTT RS, BD department responsi-
ble for tourism, statistical agencies at nation-

al and entity levels, Central Bank, chambers 
of commerce, municipalities

 X Introduce e-tourism for tourism data collection.             RELATED TO SI 8

 X SHORT-/MEDIUM-TERM ENTITY LEVEL

Partners:

FMoET, MTT RS, BD department respon-

sible for tourism, statistical agencies at the 
national and entity levels

Improving the visibility of BIH as a tourist destination     
on the global tourism market

Given the fragmented nature of the sector and the small size of many tourism businesses, the public 
sector has traditionally played a leading role in destination marketing and promotional activities, making it 
difficult for individual businesses to be visible and attract visitors from remote tourism markets. Therefore, 
the development and promotion of the country’s brand image and a range of products that meet market 
needs are vital for the competitiveness of the tourism sector. This is about raising awareness and attract-
ing interest, increasing the length of stays and the level of spending on the part of visitors, and encourag-

ing repeat visits and recommendations. Defining and articulating a distinctive country brand is the 
key to effective marketing, it provides the basis for promotional messages and guides product 
development, thereby delivering on the brand promise. The brand, which is far more than a logo or 
a slogan, sums up the whole competitive identity of a destination, representing its essence and enduring 
characteristics. Additionally, governments are currently searching for ways to leverage the benefits of 
digital transformation in tourism.

Recommendations and proposed strategic interventions are aimed at improving national marketing and 
branding to improve BIH’s visibility as a tourist destination. The recommendations focus on the develop-

ment of a marketing strategy and common branding at the national level. Furthermore, it is recommended 
that a marketing action plan for 2021 immediately address the changes on the main tourism markets due 
to the COVID-19 pandemic in order to attract visitors from new, mainly domestic and regional markets. 
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Table 2: Improving the visibility of BIH

SI 7: ACCESS TO MARKETS – COVID-19 RECOVERY MARKETING AND BRANDING

 X Design the Marketing Action Plan for 2021 by considering new priority markets and trends in tour-
ism demand.

 X SHORT-TERM ENTITY LEVEL

Partners:

MTT RS, TORS, municipalities, local tourist 
organisations, FMoET, cantons and munici-
palities, BD department responsible for tour-
ism

 X Design a marketing strategy that is based on new product segmentation and primary market iden-

tification (using the results of this study). The marketing strategy should include a clear marketing 
action framework and define those bodies responsible for implementation, budget allocation and a 
timeframe for implementation. Action plans should be prepared for each year, thus ensuring flexi-
bility in adapting marketing activities to changes on tourism markets. 

 X Regular market research should be incorporated into the marketing strategy to provide accurate 
marketing information. 

 X It is highly recommended that private sector stakeholders, public officials dealing with tourism at the 
destination level, travel agencies and tour operators be involved.

 X SHORT-TERM ENTITY LEVEL

Partners:

MTT RS, TORS, municipalities, local tourist 
organisations, FMoET, cantons and munici-
palities, BD department responsible for tour-
ism

 X Upon adoption of Marketing Strategies at the entity level, design a coherent Marketing Action Plan 
at the BIH level, in close cooperation with private sector stakeholders and tourist destinations. 

Although marketing and branding strategies are primarily prepared at the entity or cantonal level, 
it is highly recommended to design at least a Common Branding Strategy, as this is the key to in-

creasing the visibility of BIH as a tourist destination. 

 X SHORT-/MEDIUM-TERM NATIONAL LEVEL

Partners:

MoFTER, MTT RS, TORS, municipalities, 
local tourist organisations; FMoET, cantons 
and municipalities, BD department responsi-
ble for tourism

 X Design an entity-level Digital Marketing Strategy.

 X Develop and deliver capacity building and training programmes on development and digital market-
ing tools to tourist service providers and public officials at the destination level.

 X SHORT-TERM ENTITY LEVEL

Partners:

MTT RS, TORS, municipalities, local tourist 
organisations, FMoET, cantons and munici-
palities, BD department responsible for tour-
ism
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 Facilitating quality tourist products and services 

Recent trends suggest that countries are continuing to invest in existing tourism standards and quality 
schemes. Governments are looking to official certification schemes to denote the quality of facilities or 
services in this context. Such standards also provide authorities with tools to support local businesses as 
they improve the quality of their products and services, as well as the delivery of wider policies to improve 
the tourism offering, such as the accessibility of individual businesses.11 The availability and quality of 
accommodation facilities is one of the key success factors in tourism. Therefore, it is important to design 
an accommodation facilitation framework that fosters availability and quality improvements for all types of 
accommodation in the economy. Providing incentives for investments in private accommodation facilities, 
especially for SMEs, can boost the availability of different types of high-quality accommodation facilities 
that are adapted to meet tourists’ needs. An efficient accommodation quality standards framework, in-

cluding categorisation systems, is necessary to sustain the consistent quality of accommodation facilities. 
Additionally, the quality of public services and tourist infrastructure is important for the country’s tourism 
competitiveness.

The recommendations for strategic interventions focus on further upgrading the categorisation system, 
facilitating and promoting the quality of tourist products and services and the development of quality stan-

dards, and especially capacity building for MSMEs, to enable them to improve the quality of their products 
and services. Furthermore, due to the prevalence of the informal economy, which negatively impacts 
quality, a recommendation is provided on how to address this challenge.

11  WEF. Bosnia and Herzegovina Travel & Tourism Competitiveness Index, 2019 edition. Available at: https://reports.weforum.
org/travel-and-tourism-competitiveness-report-2019/country-profiles/#economy=BIH

Table 3: Facilitating quality tourist products and services 

SI 8: QUALITY ASSURANCE AND FACILITATION

 X Further improve categorisation systems and their efficiency by strengthening inspection and mon-

itoring systems.

 X SHORT-/MEDIUM-TERM ENTITY LEVEL

Partners:

MTT RS, municipalities, market inspec-

torates, FMoET, cantons and municipalities, 
BD department responsible for tourism

 X Develop a programme with various instruments that are designed to systematically promote and 
ensure the continuous development of quality and standards.

 X SHORT-/MEDIUM-TERM ENTITY LEVEL

Partners:

MTT RS, FMoET, cantons, BD department 
responsible for tourism, private sector asso-

ciations
 X Prepare an in-depth analysis of the scope of the informal economy in the country (as it relates to 

tourism) and design a programme focusing on interventions that minimise the size of the informal 
economy in the tourism sector.
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 X MEDIUM-TERM
ENTITY LEVEL or

NATIONAL LEVEL

Partners:

MTT RS, FMoET, cantons, BD department 
responsible for tourism, municipalities, pri-
vate sector associations, market inspec-

torates, statistical agencies
 X Deliver training programmes and awareness-raising campaigns on quality in tourism for private 

tourist service providers.

 X When designing educational programmes, include topics related to the quality of tourist products 
and services.

 X SHORT-/MEDIUM-TERM ENTITY LEVEL

Partners:

MTT RS, FMoET, cantons, BD department 
responsible for tourism, educational institu-

tions, private sector associations, donor ac-

tivities

Boosting new tourist products and experiences,      
and innovation in tourism

Stimulating unique and authentic tourist product development is an important government function for 
attracting new kinds of visitors, and even completely new markets, more evenly throughout the year. The 
development of tourist products and the diversification of the tourism offering are tools that promote eco-

nomic growth, support regional development, lengthen the season, and cater to new markets. Clearly, at 
the heart of a successful tourism sector, there is a high-quality and diversified tourism product that reflects 
a country’s landscape, heritage, and other assets, and is influenced and shaped by consumer demand. 
This serves as a key support measure for the recovery of the tourism sector after the COVID-19 

pandemic and will create the basis for sustainable and competitive tourism development in the 

long-term.

In the medium-term, tourist product development requires a more integrated approach and should include 
support for investments in public services, transport infrastructure and tourist infrastructure; support to 
MSMEs through the introduction of measures, such as the provision of funding and loans, economic in-

centives, land provision, site identification, and direct promotion; the provision of advice and other support 
to investors; as well as incentives for innovation in tourism. 

Recommendations on strategic interventions address the above benefits of facilitating tourist product 
development and innovation. 
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Table 4: Boosting new tourist products and innovation in tourism

SI 9: DEVELOPMENT OF NEW TOURIST PRODUCTS/EXPERIENCES

 X Design product development strategies and action plans for the key tourist products identified 
in the study, along with clear policy measures, a budget, and timeframe for implementation. The 
strategies should include coherent policy measures that will consider all kinds of investments 
(public and private) and measures to facilitate the creation of start-ups and develop innovative 
tourist products and services in the private sector (especially MSMEs).

 X SHORT-/MEDIUM-TERM ENTITY LEVEL

Partners:

MTT RS, FMoET, cantons, BD 
department responsible for tour-
ism, destinations, private sector 
associations, donor activities

 X Support projects in destinations that will facilitate the development of new, bookable tourist 
products in MSMEs and connect them to in-bound tour operators and other marketing channels, 
thus supporting the rapid recovery of tourist service providers. 

 X SHORT-TERM ENTITY LEVEL

Partners:

MTT RS, FMoET, cantons, BD 
department responsible for tour-
ism, destinations, private sector 
associations, donor activities

 X Design and implement a programme for facilitating the development of unique and authentic tour-
ist products/experiences and innovation in tourism, which will include incentives for start-ups and 
innovative solutions, and mentoring support to MSMEs.

 X SHORT-/MEDIUM-TERM ENTITY LEVEL

Partners:

MTT RS, FMoET, cantons, BD 
department responsible for tour-
ism, destinations, private sector 
associations, donor activities

 X Design a programme that includes themed seminars for MSMEs on best practices in the develop-

ment of products and authentic tourist experiences. 

 X SHORT-/MEDIUM-TERM ENTITY LEVEL

Partners:

MTT RS, TORS, FMoET, can-

tons, BD department respon-

sible for tourism, destinations, 
private sector associations, 
educational institutions, donor 
activities
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Enhancing employees’ competencies and employment in tourism

In many countries, tourism-related education and training programmes are a principal area of government 
intervention used to enhance both the number of skilled workers required and the quality of their knowl-
edge so as to deliver and maintain high-quality standards. Policy measures seek to encourage greater 
numbers of people (often youth) into formal tourism education and vocational training programmes to 
meet the demand for skilled workers and upgrade the level of professionalism in the sector. These mea-

sures also seek to create career pathways and build skills and competencies that will benefit both the 
individual and the employer in the long term.12

12  WEF. Bosnia and Herzegovina Travel & Tourism Competitiveness Index, 2019 edition. Available at: https://reports.weforum.
org/travel-and-tourism-competitiveness-report-2019/country-profiles/#economy=BIH
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Table 5: Enhancing employees’ competencies and employment in tourism

SI 10: HUMAN RESOURCES AND THE LABOUR MARKET

 X Develop the HR Development Strategy in Tourism or include the HR Development Strategy in the 
Tourism Strategy, along with the skills gap assessment and policy actions for the promotion of jobs 
and careers in tourism.

 X MEDIUM-TERM ENTITY LEVEL

Partners:

MTT RS, FMoET, cantons, BD department 
responsible for tourism, ministries responsi-
ble for education, private sector associations, 
educational institutions, donor activities

 X Design a programme (in close cooperation with tourism industry representatives) for strengthening 
the tourism education system, and seek more active cooperation to establish new, modern educa-

tion programmes and curricula with international partners.

 X SHORT-/MEDIUM-TERM ENTITY LEVEL

Partners:

MTT RS, FMoET, cantons, BD department 
responsible for tourism, private sector asso-

ciations, educational institutions, donor ac-

tivities

 X Conduct a Training Needs Analysis with MSMEs, in cooperation with tourism sector representatives, 
to identify gaps in skills and competencies. This analysis could serve as the basis for improvements 
to and the adaptation of educational programmes and the development of new ones tailored to the 
needs of the tourism industry (MSMEs). The overall Training Needs Analysis should be prepared 
in light of the current needs, as well as by considering projected growth and the development of 
the regional and/or local destinations (new areas to be developed, focus on defined subsectors).

 X SHORT-/MEDIUM-TERM ENTITY LEVEL

Partners:

MTT RS, FMoET, cantons, BD department 
responsible for tourism, private sector asso-

ciations, educational institutions, donor ac-

tivities
 

Improving the accessibility of destinations

The accessibility of destinations is one of the key success factors for tourism development. It refers to a 
country’s transport connectivity and the quality of the transport network within the country. Visa require-

ments and the ease of border crossings are important issues for the facilitation of international tourism. 
Additional time, effort, and costs associated with visa formalities can influence tourists’ travel behaviour 
and global patterns of travel flows. Long and unfriendly border customs procedures impact the tourist’s 
first impression of the destination and hinder the flow of tourists across the region.

The recommendations on strategic interventions focus on further improvement of transport infrastructure 
and the ease of border crossings.
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Table 6: Improving the accessibility of destinations

13  WEF. Bosnia and Herzegovina Travel & Tourism Competitiveness Index, 2019 edition. Available at: https://reports.weforum.
org/travel-and-tourism-competitiveness-report-2019/country-profiles/#economy=BIH

SI 11: ACCESSIBILITY OF DESTINATIONS

 X Facilitate the ease of border crossings by reducing visa requirements.

 X SHORT-/MEDIUM-TERM NATIONAL LEVEL

Partners:

MoFTER, Ministry of Foreign Af-
fairs, Ministry of Security, Minis-

try of Interior, government
 X Improve the accessibility of BIH through investments in transport infrastructure, especially ground 

transport and roads to rural destinations.

 X MEDIUM-/LONG-TERM
NATIONAL LEVEL

ENTITY LEVEL

Partners:

MoFTER, MTT RS, FMoET, 
cantons, BD department re-

sponsible for tourism, ministries 
responsible for transport

Facilitating sustainable tourism development and business performance

Many governments have made recent progress by embedding sustainability principles in both tourism 
policy and related strategies. However, an ongoing challenge is implementing these strategies to deliver 
on the agreed-upon actions and shared aspirations. Related to this, the involvement of the local commu-

nity is increasingly seen as an important factor in the development of an inclusive and sustainable tourism 
sector. There is growing interest in maximising the opportunities for local communities and allowing them 
to retain more of the benefits of tourism.13 The sustainability of tourism development and operations can 
be addressed through regulations, but it can also be influenced by other instruments such as financial 
incentives, labelling, guidance, and capacity building.

The recommended strategic interventions address the above challenges.
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Table 7: Facilitating sustainable tourism development and business performance

SI 12: SUSTAINABLE TOURISM DEVELOPMENT

 X Develop new and effective sustainable policies in which economic (e.g. eco-taxes, user fees, fi-

nancial incentives and tradable building permits), regulatory (quotas and zoning), and institutional 
instruments (e.g. eco-labels) will support the development of sustainable tourism practices.

 X MEDIUM-TERM ENTITY LEVEL

Partners:

MTT RS, FMoET, cantons, BD department 
responsible for tourism, ministries responsi-
ble for the environment and spatial planning, 
private sector associations, municipalities, 
donor activities

 X Implement a pilot project to introduce a sustainable certification scheme (Green Scheme).

 X SHORT-/MEDIUM-TERM ENTITY LEVEL

Partners:

MTT RS, FMoET, cantons, BD department 
responsible for tourism, ministries responsi-
ble for the environment and spatial planning, 
private sector associations, municipalities, 
donor activities

 X Adapt educational programmes to include sustainability issues. 

 X Prepare and implement awareness-raising campaigns for the promotion of sustainable develop-

ment in the tourism sector.

 X SHORT-/MEDIUM-TERM ENTITY LEVEL

Partners:

MTT RS, FMoET, cantons, BD department 
responsible for tourism, educational institu-

tions, donor activities

 X Foster smart city solutions by developing an innovative smart strategy for the sustainable growth 
of tourism.

	MEDIUM-/LONG-TERM ENTITY LEVEL

Partners:

MTT RS, FMoET, cantons, BD department 
responsible for tourism, municipalities, do-

nor activities
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Supporting the recovery of tourism after the COVID-19 pandemic

The COVID-19 pandemic has hit tourism worldwide. To mitigate the negative impact on tourism, countries 
have adopted several measures to ensure business survival and destination support during the lockdown 
of tourism and the recovery of the tourism sector in the re-opening phase. Many countries have already 
designed recovery measures and are preparing new tourism strategies that have adapted to the new 
circumstances and trends on the tourism markets.

The immediate response of governments focused on proactively designing plans for short-term survival. 
Support has largely focused on getting financial aid out to the widest possible network of workers and 
businesses as quickly as possible. As containment measures started to ease in the summer of 2020, the 
next steps were to get travellers moving, tourism businesses back up and running, and people back to 
work. As the crisis evolves, the industry is now working with governments to identify key priorities and fa-

cilitate recovery for the medium- to long-term. However, the key to adopting efficient policy measures 
is to establish cooperation and dialogue with the private sector.

The main measures adopted in other countries or recommended by tourism experts are presented in the 
figure below, with links provided to the original reports. The measures are divided into two groups, namely 
measures for the re-opening and recovery of tourism, and those for re-thinking tourism and aligning it to 
the new circumstances on tourism markets. Most of the recommended policy actions for both phases of 
tourism recovery are already included in the recommended strategic interventions. Those that are new 
are presented in more detail in this section, or links are provided for more information.

Table 8: Supporting the recovery of tourism after the COVID-19 pandemic

SI 13: 

COVID-19-RELATED MEASURES FOR THE RE-OPENING/SHORT-TERM RECOVERY STAGE

 X Define Common Health and Safety Standards in close cooperation with the tourism industry and 
establish consistent communication (about these standards) with visitors via the companies’ chan-

nels, both digitally and physically. This is important to rebuild the trust and confidence of visitors. 
It is recommended that the WTTC Health and Safety Protocols be used (published at: https://wttc.
org/COVID-19/Safe-Travels-Global-Protocols-Stamp).

 X 2021 ENTITY LEVEL

Partners:

MTT RS, TORS, FMoET, cantons, BD de-

partment responsible for tourism, municipal-
ities/destinations, chambers of commerce 
and tourist associations
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 X Support destinations in preparing Recovery Action Plans, including any actions and activities to 
support the quick recovery and readiness of destinations to welcome visitors again. These Action 
Plans should be prepared in close cooperation with the tourism industry and SMEs to identify the 
best options for improving their tourism offerings and adapting them to the new market circum-

stances. This implies that the most attractive tourist products/experiences that can be developed 
quickly will be identified, as will the public and private investments have needed for the recovery of 
destinations, and the introduction of health and safety measures. Implementation of these actions 
should be supported through incentives provided by the governments. The role of ministries at all 
levels is to organise and coordinate these activities and prepare Recovery Incentives Packages to 
facilitate their implementation. The recommended measure “Supporting the destinations to develop 
new bookable tourist products/experiences in the shortest possible time” (Strategic intervention – 
SI 9) complements this activity.

 X 2021 ENTITY LEVEL

Partners:

MTT RS, TORS, FMoET, cantons, BD de-

partment responsible for tourism, municipal-
ities/destinations, chambers of commerce 
and tourist associations, private companies, 
SMEs in the destinations

 X Intensify travel by introducing stimulus packages for visitors. To activate demand, governments 
should offer early consumer incentives for travel spending, starting with domestic travellers and ex-

panding regionally and internationally as quickly as possible and however is most appropriate. The 
most successful measure adopted in some countries (also in RS) has been to facilitate domestic 
demand by issuing tourism vouchers to residents. Many countries (such as Slovenia) extended the 
validity of tourism vouchers to the year 2021, as this measure was recognised as one of the most 
efficient measures to increase tourist demand and mitigate the negative impacts of COVID-19 in 
many destinations. In this regard, it should be noted that tourism vouchers have the most positive 
impact in remote rural destinations, as they can provide personalised tourist products and experi-
ences and social distancing, while urban destinations (such as Ljubljana) have not benefitted from 
this measure. 

 X 2021 ENTITY LEVEL

Partners:

MTT RS, TORS, FMoET, cantons, BD de-

partment responsible for tourism, govern-

ments/ministries responsible for finance 

The most common action for the second phase of recovery is rethinking tourism development. In this 
regard, measures supporting sustainability, digitalisation and innovation in tourism are the top consider-
ations for many countries. Recommendations on strategic interventions for rethinking tourism develop-

ment are included in the strategic interventions above. 

Every day, the international community is working to find new solutions in order to adapt to the new cir-
cumstances. The most valuable and accurate information is available on the following websites:

• UNWTO: https://www.unwto.org/tourism-covid-19

• WTTC: https://wttc.org/COVID-19

• OECD: http://www.oecd.org/coronavirus/policy-responses/tourism-policy-responses-to-the-
coronavirus-covid-19-6466aa20/
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