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1. Introduction 
 

The purpose of the activity is to analyse destination situation, first at each partner level and 

then for the ADRION area as a whole. The situation analysis involves analysis and understanding 

the environment in which the tourism destination operates. The aim is to assist destination 

managers in identifying key factors that will influence how a destination is developed, marketed 

and managed over time. Understanding our consumer and the wealth of factors that go into 

making a decision about how they spend their discretionally income is key for formulating 

proper strategy and actions. Statistics, facts and figures, surveys, researches has been collected 

and scrutinised, along with tourists profiles, competitive destinations analysis, and tourism 

trends at global level, keeping in mind that statistics can describe the past and attempt to 

predict the future, but the best indication of the future comes from engaging the tourism 

industry, community leaders and influencers. 

 

Instructions by the Activity Leader, Zadar County Development Agency (ZADRA NOVA):  

Based on the market research and analysis of the destination in the context of ADRION 5 SENSES 

project, please fill in the TEMPLATE 1. MARKET RESEARCH, COMPETITION ANALYSIS AND TRENDS 

PER REGION specifically providing the most current data related to the cultural and natural 

resources; analysis of visitors;  structure and types of tourists; analysis of accomodations and 

number of stays; cultural and other offering (products, services, attractions); analysisi of the 

market and competition as well as strategies/policies and global trends.  

Please read the sections carefully and pay attention to the number of signs. This means that in 

some sections, provide analysis and not just listings. You can provide graphics but also please 

no more than two per section (summary of key findings). You may provide links and references 

as well as additional relevant literature to back your analysis and data. Those references will 

be useful in the second phase of the project implementation (strategy and action plan).  
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2. MARKET RESEARCH, COMPETITION ANALYSIS AND TRENDS 

PER REGION 
 

2.1 ANALYSIS OF THE DESTINATION 
 

2.1.1 Geographical and other characteristics of the region  

 

Montenegro is located in the west-central Balkans. It borders Croatia (Southwest), Bosnia and 

Herzegovina (Northwest), Serbia (Northeast), Kosovo (East), Albania (Southeast) and the Adriatic Sea 

(South). Its 23 municipalities cover the area of 13,812km2. Podgorica is the administrative capital, 

and Cetinje is the Old Royal Capital and cultural centre. Main modes of transportation in Montenegro 

are air traffic (Podgorica and Tivat), railway traffic (Belgrade-Bar), maritime traffic (Port Kotor, Bar, 

Tivat) and road traffic (local, main and regional roads). Highway Bar-Boljare is currently under 

construction and it will be a major road traffic connection route once it is finished. Montenegro is 

characterised by Mediterranean, continental and highland climate (Southern, Central and Northern 

region respectively). Summers are dry and hot in the Southern and Central region, while winters are 

rainy/snowy and harsh in the North1. 

 

 

 

2.1.2 Demographics – brief description of the demographics situation in the 

region 

 

1.2. Demographics – brief description of the demographics situation in the region  
 
According to data from the last Census (2011), Montenegro had 620,029 inhabitants. Population 

dynamics represented in the Chart 1 are based on the official projections provided by the Statistical 

Office of Montenegro (MONSTAT). Population density is 4.8 per km2, while there is a big gap in 

territorial distribution of citizens since 63.23% of the population lives in the urban areas. There are 

more women than men in the population structure (51%). Data on distribution of men and women per 

age groups indicate higher representation of men in all age groups, other than 18+ (51.4% women) and 

65 (57.6% women). High ageing index, especially for women (67.8) affects youth participation and 

leads to overall ageing population. Birth rate in Montenegro is 1.8, whereby it is mostly negative in 

                                                             
1 Source: http://www.meteo.co.me/misc.php?text=27&sektor=1  

http://www.meteo.co.me/misc.php?text=27&sektor=1
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the Northern municipalities (e.g. -12.9 in Plužine). Additionally, mortality rate increased from 2013 

until 2017 (9.5 to 10.5), while the rate of natural increase decreased from 2.5 to 1.4.  

 
Chart 1: Montenegrin population (2013-2017) 

 

 
Source: MONSTAT 

 
 

2.1.3. Economic characteristics  

 

1.3. Economic characteristics (characteristics of the labour market, key economic sectors, main 
sources of revenue – please provide one to two summarized graphic presentations overview in the past 
three – five years) 
(1000 signs excluding graphic presentation) 

 

Labour market in Montenegro has been characterised by a constant decrease of unemployment (-

17.44% in 2017 compared to 2013), coupled with increase of employment rate by 13.90% in 2017 

compared to 2013. Along with the employment rate, NET earnings have been increasing since 2013, 

with the exception of 2014 when a drop of -0.42% was recorded. Average NET earnings increased from 

479€ in 2013, to 510€ in 2017. Another indicator of economic growth is the increase of GDP by 27% 

from 2013 until 2017. Additionally, 2017 was the first year when Montenegrin GDP exceeded 4 billion 

€, which may be attributed to large investment projects (highway Bar-Boljare) and the increase of the 

total contribution of travel and tourism to GDP (23.7% of GDP, i.e. 988.2 mil. €)2. Wholesale and retail 

repair, accommodation and food services, processing industry and construction have been some of the 

economic activities which provided the most jobs in the past 5 years in Montenegro.  

 

Chart 3: Employment and unemployment rates in 
Montenegro (2013-2017) 

Chart 4: NET earnings in Montenegro (2013-2017) 

                                                             
2 Source: WTTC, Travel & Tourism Economic Impact Montenegro 2018 
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Source: MONSTAT 

 
   Source: MONSTAT 
   Note: Values are presented in EUR million 
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2.2 RESOURCE ANALYSIS  
 

2.2.1. Natural Resources 

 

Montenegro has 5 national parks (NP): Durmitor, Biogradska gora and Prokletije on the North, 

and Lake Skadar and Lovćen in the central region. Durmitor has been under UNESCO protection 

since 1980. It has many glacial lakes, which are called “mountain eyes” and, with Europe’s 

deepest gorge (Tara Canyon), it is perfect for tourists who want to satisfy all their senses. 

Durmitor is home to many flora and fauna species (15% of the high mountain flora is endemic). 

Biogradska gora provides endemic species, beautiful landscapes, traditional architecture 

(katuni, savardaci) and festivals of gastronomy and active tourism. Prokletije has rich material 

and immaterial cultural heritage (architecture, folklore), beautiful nature which creates great 

potential for satisfying all 5 senses of its visitors. Lovćen is a testament of Montenegrin history 

and culture due to many protected monuments, the old caravan road from Kotor to Njeguši 

and the memorial monument dedicated to one of the greatest historical figures in Montenegro, 

Petar II Petrović Njegoš. It provides tourists with a great view from the top of the mountain, 

and they can indulge in traditional gastronomy in Njeguši, a historical village located in the 

region of the NP. Lake Skadar has many old monasteries, churches, roads and fishermen’s 

villages. It provides a full 5-senses experience due it its culture, nature, active tourism 

(birdwatching, hiking) and gastronomy (fish, wine)3. Nature Park Piva is a natural connection 

between NP Durmitor and NP Sutjeska in Bosnia and Herzegovina, and it has a significant 

potential for providing tourists with a unique regional 5-senses experience. National parks take 

up 6,0% of the protected areas in Montenegro, while natural monuments, special natural areas 

and nature reserves take up the remaining 1.72% of the total protected area4. 

 

  

                                                             
3 Source: http://nparkovi.me/en/  
4 Source: https://natura2000infocentar.files.wordpress.com/2011/01/zasticena-podrucija-crne-gore1.pdf  

http://nparkovi.me/en/
https://natura2000infocentar.files.wordpress.com/2011/01/zasticena-podrucija-crne-gore1.pdf
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2.2.2. Cultural resources - brief description and listing of the most valuable 

cultural resources  

Kotor and the Kotor Fortress are under UNESCO protection as Cultural World Heritage sites, along with 

Stećci Medieval Tombstone Graveyards. Kotor Fortress and Stećci have been protected as part of 

regional programmes, whereby the Kotor Fortress received this status in 2017 as part of the Venetian 

Works of Defence between the 16th and 17th Centuries Programme with Italy and Croatia. Montenegro 

has many nationally protected cultural and historical heritage sites. Most significant cultural and 

historical heritage sites in the Central Region are: Duklja (Doclea) – an ancient town from the Roman 

times, built in the 1st decade of the I century near Podgorica; Crvena stijena (Red Rock Cave) – a cave 

near Nikšić from the Palaeolithic era; Ostrog Monastery built in 1666 near Nikšić; Biljarda (Billiard 

House) – old Royal Residence of Petar II Petrović Njegoš in Cetinje; Cetinje Monastery built in 1701. 

Most significant cultural and historical heritage sites in the North are: Morača Monastery built in 1252 

near Kolašin; Husein Paša’s Mosque built in Pljevlja between 1573 and 1594; the Redžepagića Tower 

built in 1671 in Plav. Most significant cultural and historical heritage sites in the South are: Bar 

trikonhos, a church from the 6th century; Žabljak Crnojevića near the Lake Skadar; Fortress Lesendro 

on an island on Lake Skadar; the Balšića Monasteries on Lake Skadar5. It is important to mention other 

types of heritage, such as Oktoih petoglasnik (Octoechos of the Fifth Tone), the first illustrated 

incunabulum preserved in fragments. Some forms of immaterial heritage are: the craftsmanship of 

making the Montenegrin folk costumes, crnogorski Oro (traditional folk dance), Bokeljska noć 

(traditional festival), traditional folk dance from Kolašin, legends on the creation of Kotor, Legend on 

Three Sisters, etc6. 

2.3. VISITORS’ ANALYSIS  
 

2.3.1. Brief analysis of the tourism in the region – key characteristics 

 

Tourism in Montenegro has been developing quickly in the past 10 years, which brought along many 

large infrastructural projects (Porto Montenegro, Luštica Bay, Porto Novi) oriented towards high-

quality, 5-star tourism on the coastline. Montenegrin coastline is famous for its beautiful beaches and 

the number of tourists who visit the Southern region during the summer season is rising. The Northern 

region is famous for its beautiful mountains, landscapes, forests. In summer months, tourists visit the 

North for hiking, mountaineering, jeep-safari, birdwatching, while winter sports are the principal 

reason why tourists visit the North during winter. Leisure and active tourism have been the most 

popular forms of tourism so far, but cultural, eco, and rural tourism are developing rapidly, thus 

                                                             
5 Source: Montenegro – Multicultural Heritage, National Tourism Organisation of Montenegro 
6 Source: http://www.uzkd.mku.gov.me/vijesti/166809/NEMATERIJALNA-KULTURNA-DOBRA-CRNE-GORE.html  

http://www.uzkd.mku.gov.me/vijesti/166809/NEMATERIJALNA-KULTURNA-DOBRA-CRNE-GORE.html
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creating additional value and tourist content. Additionally, Montenegro is oriented towards developing 

itself as a modern, all-encompassing, low-carbon tourism destination7. 

 

  

                                                             
7 Source: http://www.lowcarbonmne.me/en/about-us/low-carbon-tourism 

http://www.lowcarbonmne.me/en/about-us/low-carbon-tourism
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2.3.2. Analysis of accommodation capacities 

 

Number of tourism accommodation establishments has generally been increasing since 2013 (except 

in 2014, -0.04% and 2015, 0.05%). The number of accommodation establishments increased by 0.11% 

since 2013 (333 to 370 in 2017). There is disparity in regional distribution of accommodation capacities, 

thus 262 establishments were located in the Southern region, while a total of 108 establishments were 

located in the Northern and Central region in 2017 In 2015, there was a decrease in the number of 

accommodation establishments in the Southern and Northern region, after which all three regions 

were marked by a significant increase in the number of accommodation capacities in 2016 and 2017 

(17.39% in the Central region in 2017).  

 

Chart 5: Number of tourism establishments (2013-
2017) 

 
Source: MONSTAT 

Chart 6: Tourism establishments per regions (2015-
2017) 

 
Source: MONSTAT 
 

 

 

2.3.3. Analysis of arrivals and overnight stays 

 

With the development of tourism in Montenegro, there has been a constant increase in the number of 

tourist arrivals during the previous 5-year period. Last year (2017) was the first year when the number 

of arrivals exceeded 2 million (2,000,009 arrivals), and this number is 34.05% higher than the number 

of tourist arrivals which was recorded in 2013. Moreover, in the same period, the number of overnight 

stays has been constantly increasing and the number reached in 2017 was 11,953,316. The number of 

overnight stays in 2017 was 27.00% higher than in 2013. Data on regional distribution of tourist arrivals 

indicate that 85.8% of tourists went to the South and 7.3% visited the capital Podgorica, which amounts 
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to 93.1% of the total tourist arrivals in 2017. Additionally, 95% of all the overnight stays in 2017 were 

realised in the South, which purports the fact that this the most visited region of Montenegro.  

 

Chart 7: Tourist arrivals (2013-2017) 

 
Source: MONSTAT 

Chart 8: Overnight stays (2013-2017) 

 
Source: MONSTAT 
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2.3.4. Analysis of overnights and income 

 

Income generated through travel and tourism in Montenegro, according to the WTTC’s data, has been 

constantly increasing since 2013 until 2017, and the first time it exceeded 1 billion EUR was in 2015 

(1,049 mil. EUR). Thus, the economic contribution of travel and tourism in Montenegro has been more 

than a billion EUR for the past 4 years and estimates indicate that this will be the case in 2018 as well 

(1,196.2 million EUR, WTTC, 2018). The projected increase of economic contribution in 2018 is 26.09% 

higher than the contribution of the tourism sector which was realised in 2013. Along with the trend of 

increase of the number of overnight stays (27% increase in 2017 compared to 2013), it is expected that 

a higher number of tourists who spend more than one day in Montenegro will contribute to higher income 

generated from tourism and tourism related activities.  

 

Chart 9: Economic contribution of travel and tourism 
(2013-2018) 

 
Source: WTTC, Economic Impact Montenegro, 2018 
Note: Values are presented in EUR million 

Chart 10: Percentile increase of economic contribution 
of travel and tourism (2013-2018) 

 
Source: WTTC, Economic Impact Montenegro, 2018 
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2.4 ANALYSIS OF SERVICES AND ATTRACTIONS RELATED TO CULTURAL AND 
NATURAL RESOURCES  
 

2.4.1. Brief analysis of key characteristics and challenges related to key services 

and main attractions  

 

(related to cultural and/or natural resources including integrated products/services – those that 

combine different types of tourism). (2000 signs with spaces)  

 

Montenegro is characterised by the authenticity of the landscape, traditional values as well as the 

richness of the natural beauty and cultural resources. If we exclude some already established coastal 

tourist destinations, Montenegro is mostly regarded as an exotic and unexplored destination, 

characterised by diversity of supply, proximity of the sea and mountains, as well as the great 

hospitality of the local population. New development in coastal tourism related to the needs of the 

luxury segments (Porto Montenegro, Lustica Bay, Porto Novi) and further diversification of Montenegrin 

tourist offer through other forms of tourism (rural, health, nautical) provide a sound bases for 

involvement of all five senses of visitors. 

 

On the other hand, there are challenges that need to be addressed. Further development of the 

infrastructure, especially road infrastructure, the formation of products and activities and their 

placement on the market should be more intensive in the future. Focus on the future development 

should be put on the creation of an integrated tourism value chain. Stimulating public-private 

partnership, as well as cooperation between private sector actors, is a good strategy for developing 

competitive tourism products. Furthermore, the complexity of tourism development, which stems 

from the complexity of tourism itself (a large number of actors in the provision of services to tourists, 

that is in crating unique experiences, administrative boundaries not matching destination ones as 

perceived by tourists, competing with other sectors in using space, etc.), emphasises the need for this 

development to be managed. 
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2.4.2. Relevant products and services related to cultural and natural resources  

 

There are tourism products in Montenegro that can fully exploit the potential of engaging all five 

senses. However, one should have in mind that in most cases extraordinary visitor experiences 

emanate from the combined consumption of different products. Recent visitor surveys in Montenegro 

have revealed this trend towards meaningful, multisensory experiences. Tourism products offering 

such a diverse participation in tourism activities are: 

 

 Sea, sun and active holidays – as a combination of coastal tourism and visits to the rural areas 

of Montenegro; 

 Sea, sun and culture holidays – as a combination of coastal tourism and city visits and/or visits 

to museums, monasteries etc.; 

 Activity based nature tourism – biking, hiking, adventure, eco-travel in Montenegro are 

boosting its tourism; 

 Wine and gastro tourism – rising interest of visitors in Montenegro for tasting local wines and 

food;  

 Culture and heritage tourism – visits to historical sites and museums, cultural and thematic 

routes; 

 Events – although most of events and festivals in Montenegro can still be regarded as an ad-on 

tourist attraction or activity, some of them have a strong multi-sensory stimulus, such as:  

 

- The Celebration of Mimosa – takes place in Herceg Novi, Igalo, Baošići, Đenovići and 

Kumbor. It includes a fishing festival, masked balls, carnivals, literary evenings, 

exhibitions of paintings, flower exhibitions, mimosa picking, sports tournaments and 

visits to other towns. 

- Masked Balls and Carnivals – takes place in Kotor, Tivat and Herceg Novi. Includes 

traditional festivals of Boka cuisine, musical concerts, theatrical performances and 

the final processions with the burning of the “carnival” 

- Budva Town Theatre – an international summer arts festival with theatrical 

performances, concerts of classical music, ballet, choir evenings, book and poetry 

evenings, painting exhibitions; 

“Bokeljska night” – the traditional celebration of the “Boka Navy”, including dancing, music 

performances and other cultural activities 
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2.4.3. Relevant attractions 

 

There are a number of relevant attractions. Some of them are: 

 The Natural and Culture-Historical Region of Kotor is located in the Boka Bay and is 

inscribed in the UNESCO World Heritage List in 1975. The region has a numerous diverse, 

unique monuments and cultural properties. The fortress on the hill of St. Ivan near the 

old town of Kotor is a part of the Venetian Works of Defence between the 16th and 

17th centuries: Stato da Terra – western Stato da Mar consists of six components located 

in Italy, Croatia and Montenegro, inscribed into the UNESCO World Heritage List in 2017. 

 Durmitor National Park. was declared a national park in 1952. Located in the northwest 

of Montenegro, the park includes the main massif of Durmitor with the canyons of the 

Tara, Draga and Susica rivers, as well as the upper part of the canyon valley Komarnica, 

covering an area of 32519 ha. The largest national park in Montenegro, registered in the 

UNESCO World Heritage List in 1980. 

 National Park Biogradska Gora is the first National Park in Montenegro, founded in 1952 

and covers an area of 5650 hectares. It is located in the north-eastern part of Montenegro, 

between the Tara and Lim rivers and in the central part of the mountain Bjelasica. The 

most important natural value of this national park is the rainforest of Biogradska gora, 

which covers an area of 1600 hectares and is one of the last three in Europe. The park is 

on the UNESCO World Heritage Tentative List from 2010. 

 Cetinje is The Old Royal Capital of Montenegro, and today a second capital of Montenegro. 

A beautiful urban and architectural heritage makes its old historical core an important 

tourist attraction and is on the UNESCO World Heritage Tentative List since 2010.  

 Other relevant attractions, also on the UNESCO World Heritage Tentative List: 

- Old Town of Bar 

- Ulcinj Old Town 

Other important attractions – National Park Prokletije, Skadar Lake National Park, Lovcen National 

Park, etc. 
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2.5 ANALYSIS OF MARKET AND COMPETITION 
 

2.5.1. Structure and types of visitors in the region  

 

Summer visitors to the coastal region (2017) 

 Age: 54% up to 35 years old 36.9% 36-55 years old, and 9.1% over 55 years old. 

 39.3% of tourists have university degree, followed by those with college of applied studies 

(43.6%) and secondary school education (16.3%). 

 The origin of tourists: Russia 29.5%, Serbia 27.1%, Bosnia and Herzegovina / Croatia 10.7%, 

Ukraine / Belarus 7.9%, Montenegro 5.3%, etc. 

 The Montenegrin coast as a holiday destination most attracts guests who travel with a partner 

(46.2%) and with family (30.1%). Single visitors make up 12.8% of tourists coming to Montenegro 

for holidays. 

 The main reasons for coming to Montenegro are still passive rest and relaxation, although with 

a slight decrease of 3.1% in comparison to 2014; following motivations are: to have fun, 

gastronomy, looking for new experiences, and visiting friends and relatives. 

 Swimming is the main activity during their stay at the Montenegrin coast. The following are 

the visits to restaurants (92.9%), shopping (85.1%), sightseeing / visiting museums / galleries 

/ exhibitions (69.7%), and visiting local food / street / wine cellars. 

 Average daily consumption per person is close to 78 EUR. 

 

Summer visitors to rural areas (2018) 

 Age: 54.1% up to 35 years old., 38.9% 36-55 years old, and 7% over 55 years old 

 More than half of the visitors (60.7%) have university degree, while 25.3% of the tourists with 

a college of applied studies education. 

 The largest number of tourists comes from Western European countries (37.4%), and the 

Western Balkans (31.1%), followed by those from Central and Eastern Europe (12%); a share of 

domestic tourists is 7.6%. 

 The largest number of tourists arrived with partner (31.5%) or with friends (30.8%) followed 

by families (29.7%). 

 Most often they come to enjoy the preserved nature, experience rural landscape and life, try 

local dishes, escape from everyday life, have fun and be active in nature. 

 Favourite activities - activities in nature, walking and nature stay, adventure, enjoying local 

food and drinks. 

The average daily consumption of tourists visiting rural areas is around 83 EUR 
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 2.5.2. Analysis of the selective types of tourism relevant for the region  

 

Biking. Montenegro has a national cycling network as well as regional and local cycling trails through 

mountain and rural areas. There are five national marked bicycle trails, called "Top cycling trails", 

connecting mountains, glacial lakes, mountain rivers, the Adriatic Sea and significant cultural-

historical monuments and vivid villages.  

 

Hiking. There are many mountain trails. There are two top trails of the National network of mountain 

niking frails: Central Transversal of a total length of 232km and Coastal-mountain Transversal  187km 

long. Trails are marked. It is also worth mentioning the regional hiking trail "Peaks of the Balkans", 

which extends through three states (Montenegro, Albania, Kosovo) with a total length of 134km. 

 

Cultural tourism. There is interest in the cultural and historical heritage of Montenegro. The greatest 

interest is related to Boka Kotorska and Cetinje, but also for other localities. Even lovers of active 

vacation in nature and adventure tourism show great interest in tradition, culture, slow food concept 

of nutrition.  

 

Agritourism. There is a rural households offer designed for those who want to enjoy peace, domestic 

food and household activities. Because of the rural environment, most of the family and older 

populations are looking for activities related to the household and the immediate environment. 

 

Adventure. There is a developed offer of other activities such as rafting, canyoning,  fishing, 

paragliding, kite surfing and others. 

Wine and gastro tourism. There are several wine and gastronomic tours offered by tourists, and one 

of the attractive routes is the gastronomic route on Lake Skadar, as a result of the IPA cross-border 

cooperation project between Albania and Montenegro. 
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2.5.3. Competition analysis  

 

Major competitors are those neighbouring destinations that are not partners in ADRION 5 Senses 

project, already offering multisensory experiences: 

 

 Western Serbia region – developed tourism destination with broad tourist experiences 

encompassing nature-based activities, gastronomy and traditional and cultural events; 

 South-Croatian coast / Dubrovnik region – internationally renowned destination, offering a 

plethora of tourist experiences, dominantly because of the city of Dubrovnik. 

 

There are other neighbouring emerging destinations that have competitive potential, like east 

Herzegovina or northwest Albania. However, it is rather difficult to consider these destinations purely 

as competitors, since there are a number of cross-border projects connecting them in order to develop 

common tourism products. The right word describing new realities is coopetition. 

 

 

 

 

2.6 RELEVANT STRATEGIES AND POLICIES RELATED TO THE PROTECTION, 
VALORISATION, INTERPRETATION, PROMOTION AND MANAGEMENT OF 
NATURAL AND CULTURAL RESOURCES 
 

2.6.1. Strategies and policies  

 

 The most important legal act regulating the tourism sector is the Tourism and Hospitality Law. 

 In addition, the Law on National Parks as well as Spatial Plans for National Parks are relevant 

for the development of tourism based on natural resources as they provide a framework for 

tourist activities in protected areas. 

 The Strategy for Tourism Development in Montenegro by 2020 has defined the brand "Wild 

Beauty" with a vision of a more intimate connection of nature and different cultures with high-

quality accommodation capacities and treasures, and it is envisaged that Montenegro should 

be a tourist destination with a supply throughout the year. 
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The rural tourism development program with the action plan for 2019-2023 defines the key tourist 

products of rural tourism, which fully correspond to the ideas of ADRION 5 Senses project to develop 

tourism that engage all visitor senses. 

 

2.6.2. Possible sources of funding  

  

  Regional Cooperation Council (RCC) tourism grants 

 IPA II  

 Cross-border cooperation (CBC)  

 Interreg ADRION programme 

 INTERREG MED 2014-2020 

 Danube transnational programme (DTP) 

 Global environmental facility (GEF) – Funds for development of sustainable development 

 UNDP – sustainable development funds 

 Grants provided by the US Embassy in Montenegro  

 Grants provided by the Norwegian embassy in Montenegro 

 Grants provided by the Canadian embassy in Montenegro 

Grants provided by the competent national institution – Ministry of Sustainable Development and 

Tourism 

 

 

2.7. GLOBAL TRENDS  
 

 

 Rising role of social media and mobile apps in terms of destination choice, organisation of the 

trip and sharing information about travel experiences.  

 A growing number of popular tourism destinations are experiencing what has become known 

as over-tourism.  Focus of destinations is moving from attracting more and more tourists to 

attracting the “right” market segments, or even limiting or reducing the number of visitors 

through demarketing practices.  

 According to TripAdvisor, in 2018 iconic landmarks and sites were globally most sought for, 

but bookings of cultural tourism products like food tours, cooking classes, and historical and 

heritage experiences recorded high growth rates.   
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 Motivations of adventure travellers are becoming more complex. Adrenaline activities are not 

necessarily a primary drive – new culture experiences are taking a dominant position in their 

motivation.  

 Despite of increase in last minute bookings, tourists prefer advance booking for multi-day 

tours.  

 Travellers prefer local experiences. Authenticity of a place is becoming more and more 

important. Tourists are looking for interactive cultural experiences, “insider” stories and 

locals to connect to.  
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