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1. General introduction – looking beyond economic effects 
 
Limits and challenges are high for Serbia Convention Bureau, 
having in mind budget and human resources, but also economic 
and social situation in a country that is still considered as 
developing. However, in the last 3 years Bureau has managed to 
confirm total of 45 international events with total of 44.000 
delegates.  
 
In order to increase legacy of international events, besides 
economic effect, Bureau understood that it is necessary to work 
on the basic pillar that every convention bureau should focus 
on. Therefore, Bureau decided to build-up on bidding process 
by working with local associations on long-term and 
sustainable effects: A) for local community in Serbia and B) for 
association specific community on European and global level.  
 
Therefore, aim of communication with local associations is 
based not only on bidding for international events, but on 
creating platform that will be a basis for the knowledge based 
society and that will further support visibility of specific filed 
in front of professional and  general public. 

2. Introduction – Bid for “APIMONDIA 2021” congress 
 
International Apicultural Congress APIMONDIA represents the 
flagship event of the International Federation of Beekeepers' 
Association and the most important event in the field of honey, 
honey production, bee’s health, and honey products. Average 
attendance of 8.618 is recorded.  
 
Serbian Federation of Beekeeping Societies has been 
established 100 years ago. But in last decade they decided to 
completely change the focus, style of management and 
targeted results. Beginning of May 2017, Serbian Federation of 
Beekeeping Societies and Serbia Convention Bureau decided to 
bid for APIMONDIA 2021.  Decision for congress has been set 
for October 4th 2017, so it created a window of 5 months to 
implement the strategy and to win great competing 
destinations with up to x30 bigger financial budgets (Denmark, 
Russia and Slovenia). 
 
The bid strategy was based not on the bid itself, but on 
creating greater legacy for entire beekeeping community in 
the world and Serbia, positioning Serbia in the heads of world 
beekeepers and regular honey users as a destination that takes 
care about more important legacy aspects. 



3. Qualitative objectives to be reached though bidding process  
 
1. Building up domestic beekeeping association capacity and 

assisting in their international integrations 
 

2. Supporting platforms for knowledge based societies 
regarding bees and honey on European level 
 

3. Educating industry partners about providing typical 
services and products with ‘’designated origin Serbia’’  
 

4. Educating honey consumers on importance of usage the 
original honey on European level 
 

5. Promotion of the bid itself in order to win the Congress 
against strong competition 

4. Challenge: 
 
1. Low awareness of average European honey users about 

“fake” honey 
 

2. Average position of Serbia on the international honey and 
other bee products market as a desirable partner 
 

3. Low awareness of average European and Serbian citizens 
of bees as a protector of natural environment and human 
habitat 
 

4. Various cultural differences among countries on European 
and global level  
 

5. Differentiation from other bid competitors  

5. Solution: Innovative usage of Facebook  
Through following pillars: 
 
Story telling – share the stories focused not on “hard facts” 
but based on emotions and useful facts. Communicating 
experiences and feelings 
 
Sight living – sharing ideas and emotions that can be felt on 
places of interest, and not the historic and statistic data 
 
Know-how societies – creating platforms for sharing 
knowledge among professionals and platforms for regular user 
education regarding topic 
 



6. How it worked 
 
1. Engaging full time Social media manager (total costs of 690 

euros) 
 

2. Creation of  Facebook page “Apimondia 2021 – Vote for 
Belgrade” 
 

3. 450  euros invested  in paid reach and post promotions on 
Facebook  
 

4. Creation of post using 3  pillars  defined in Facebook 
strategy 
 

5. Usage of real time and real places photos  
 

6. Creation of stories through fun facts easy to remember 
 

7. Geo targeting in first 2 months on 20km radius within 
headquarters of European, Asian and Latin American 
beekeeping societies that were registered to attend 
Apimondia decision making voting on October 4th (during 
General Assembly in Istanbul) until October 1st  
 

8. Geo targeting of Taksim (part of Istanbul) in period 
September 29th – October 3rd where most delegates stayed 
 

9. Geo targeting just on Istanbul Congress Center and Hilton 
Hotel in period October 3rd – October 4th , as congress 
venue and HQ hotel 
 

7. Set of measurable targets and goals to be reached  
 
1. To reach 600 page followers 
2. To have 350 organic likes 
3. To have average of 3.500 likes on promotions 
4. To have total reach of 100.000 users 
5. To have paid reach of  100.000 users 
6. To have total impressions of 200.000 users 
7. To have 250.000 total reach of page posts  
8. To increase honey price toward international wholesalers 
9. To increase honey price for end-users on international markets 
10. To increase market demand among local end-users 
11. To increase number of local society members 



How it looked in implementation phase 

Landing Facebook page  Example of Post – example a 



How it looked in implementation phase 

Example of Post – example b 
Example of Post – example c 



How it looked in implementation phase 

Example of Post – example e 

Example of Post – example d 



How it looked in implementation phase 

Example of Post – example f 
Example of Post – example g 



Facebook FINAL 
stats 

Total Reach 

The number of people who had any 
content from your Page or about your 
Page enter their screen. This includes 
posts, check-ins, ads, social information 
from people who interact with your Page 
and more. (Unique Users) 

430579 

Paid Reach 

The number of people who had any 
content from your Page or about your 
Page enter their screen through paid 
distribution such as an ad. (Unique 
Users) 

332691 

Total Impressions 

The number of times any content from 
your Page or about your Page entered a 
person's screen. This includes posts, 
check-ins, ads, social information from 
people who interact with your Page and 
more. (Total Count) 

558861 

Reach Of Page Posts 

The number of people who had any of 
your Page's posts enter their screen. 
Posts include statuses, photos, links, 
videos and more. (Unique Users) 

412444 

Viral Impressions Of Your Posts 

 The number of times your Page's posts 
entered a person's screen with social 
information attached. Social information 
displays when a person's friend 
interacted with you Page or post. This 
includes when someone's friend likes or 
follows your Page, engages with a post, 
shares a photo of your Page and checks 
into your Page. (Total Count) 

86989 

Paid impressions of your posts 

The number of times your Page's posts 
entered a person's screen through paid 
distribution such as an ad. (Total Count) 

392010 

• 923 page followers 

• Average 671 organic likes 

• Average 15,839 likes on promotions 



 
1. For the first time ever local association went in 

communication with international market and had a chance 
to promote its activities and products towards end-users, 
professional buyers and beekeeping associations on European 
level 
 

2. Communication platform was set in order to share knowledge 
and bee insights on European level towards end-users and 
professional beekeepers 
 

3. International end-users and professionals buyers understood 
Serbian portfolio of unique honey and other bee products  
 

4. Bid has been promoted very well and large attention has been 
reached  
 
 

NOTE: the Apimondia 2021 Congress has been won by Ufa region 
in Russia. Serbia was on 3rd place in number of votes. 
Congratulations to all competing destinations and the challenge 
they put in front of us.  
 

FINAL Results and ROI - Addressing set of qualitative objectives 



FINAL Results and ROI – Addressing  measurable targets and goals 

Target Results Status Value of results in € 

To reach 600 page followers 923 page followers 53% over target 
 

Only the increase of the 
market demand at local 
market generated revenue 
of the  47.000  € for the final 
beneficiaries (local 
beekeepers that are 
members of Serbian society.  
 
Approximate value of results 
on Facebook are in lane with 
budget of over 8.000 € 
including media buying and 
5 months creative agency 
costs.  
 
In total value is 55.000 €. 
 
Having in mind that 
investment was at total od 
1.140 €, ROI is over 4.800, 
meaning that for every 1 € 
invested, campaign created 
a value of 4.800 €. 

To have 350 organic likes 671 organic likes 91% over target 
 

To have average of 3.500 likes on promotions 18.839 organic likes on promotions 4x over the target 
 

To have total reach of 100.000 users 430.579 total reach  4.3x over the target 
 

To have paid reach of  100.000 users  332.691 paid reach  3.2x over the target 

To have total impressions of 200.000 users 558.861 total reach 2.7x over the target 
 

To have 250.000 total reach of page posts  412.444 total reach of page posts 1.8x over the target 
 

To increase honey price for international 
wholesalers 

Price remained on same level Status quo 

To increase honey price for international end-
users   

Price remained on same level Status quo 
 

To increase market demand among local end-
users 

Market demand increased for 7.5% increase of 7.5% 
 

To increase number of local society members Number of members increased for 229
  

Increase of 3% 



 
 
Serbia Convention Bureau demonstrated focus on the essence of 
any bureau job: 
 
1. Creation of the long-term and sustainable effects for local 

community in a country or destination 
 

2. Creation of platform that will be a basis for the knowledge 
based society and that will further support visibility of specific 
filed in front of professional and  general public 
 

3. Creativity and customization of destination marketing 
activities  

 

FINAL Results and ROI – Addressing Serbia Convention Bureau goals  

Thank you. 
 
For further info please contact Igor Kovacevic, CEO, Serbia Convention Bureau, ikovacevic@serbia.travel or +381 62 225 042 
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