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EXECUTIVE SUMMARY 

 

Survey on low-carbon tourism in Montenegro was conducted in 6 coastal municipalities (Bar, Budva, Herceg Novi, Kotor, 

Tivat, Ulcinj) and Old Royal Capital Cetinje and it included three target groups: 1) 1,000 visiting tourists; 2) 100 travel and 

tourism sector representatives; and 3) relevant central & local authorities in the area of tourism and environmental 

protection. 

 

Tourists, travel and tourism sector representatives and relevant central & local authorities in the area of tourism and 

environmental protection in general showed quite poor awareness level on low carbon growth and knowledge on low 

carbon services and products throughout the travel and tourism supply chain. Still, general perception is that 

Montenegro is pure and nature-friendly tourism destination. There were no concretely stated low carbon travel and 

tourism products or services offered in Montenegro, except for Marina Porto Montenegro with ecological standards for 

yachts.  

 

Travel and tourism business entities are at certain level using mitigation measures for decreasing CO2 emissions, but 

some incentives are needed and systematic approach led by the national institutions. Relevant institutions are aware on 

eco-labelling schemes and there are some intentions for providing assistance to travel and tourism sector 

representatives in applying it in their tourism offer. 

 

The main barriers against using or providing low carbon tourism products and services stated by travel and tourism 

sector representatives is lack of interest (perception that it would not attract more clients/tourists) and lack of funds 

and incentives. Additionally, tourists are generally not interested in low carbon tourism products and services, while 

relevant central & local authorities stated lack of funds and lack of interest by tourism sector representatives.  

 

Actions identified in offsetting travel and tourism carbon footprint that could also be an incentive and motivation for 

further creating the environment for low carbon tourism development are related to pedestrian and bicycle zone, 

bicycle trails and stations for manual and electric bikes, tax incentives for accommodations of higher category, the 

benefits for tourism facilities using some energy efficiency program, adequate waste disposals, etc. 
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¶ 1,000 visiting tourists 

 

V Interviewed tourists were generally guessing what the low-carbon tourism is. However, majority (70.17%) of 

interviewed tourists are interested to decrease own impact on nature through the low carbon tourism and 

somewhat less than half (48.84%) of tourists would pay more for vacation if it would fund low-carbon projects in 

Montenegro. 

V Most tourists do not know what carbon footprint is ς mƻǊŜ ǘƘŀƴ ŀ ƘŀƭŦ όрмΦсл҈ύ ǎǘŀǘŜŘ ǘƘŀǘ ŘƻƴΩǘ ƪƴƻǿ 

definition of carbon footprint. Only 2.20% of interviewed tourists have ever calculated own carbon footprint. 

Still, most tourists (49.29%) are interested to calculate their carbon footprint for less than 10 EUR per year. 

V More than three quarters (76.32%) of interviewed tourists stated that environmental protection is on a 

satisfactory level in Montenegro. 

V Tourists generally chose Montenegro because of its pure nature (50.60%) and good prices (40%). One quarter of 

tourists that have chosen Montenegro as a destination for holiday because of pure nature think that 

environmental protection is not on a satisfactory level in Montenegro. 

V Tourists visiting Montenegro generally believe that they behave in an environmentally conscious way (76.23%). 

However, activities that tourists do in order to reduce use of natural resources while in Montenegro are mainly 

related to energy saving ς switch off lights and air conditioning when out and water/fuel saving ς taking a quick 

shower and walking.  

V Summer holidays in general (56.07%) and this summer holiday in Montenegro (50.90%) are, to some extent, 

based on contact with nature for most of tourists although less than one third (32.23%) of tourists are well 

informed about the nature friendly tourism in Montenegro. 

V Tourists have heard of nature friendly tourism (63.30%), but only less than one third (31.22%) of tourists have 

ever been on nature friendly tourism holiday. Tourists that have been on nature-friendly tourism holiday, usually 

heard about that from the Internet (58.39%) and at these destinations were looking for various experiences and 

activities. Tourists usually traveled on nature-friendly tourism holiday with family, the travel was independently 

organized and they approximately spend on such traveling less than 500 EUR.  

V Half of tourists coming from abroad arrived in Montenegro by plane, while more than two thirds (67.64%) of all 

interviewed tourists arrived by road vehicle ς own car, rent-a-car, motorbike or bus. Tourists usually use own car 

(44.80%) or a bus (30.70%) when travel around Montenegro.  

V Most of tourists stay in hotels and hotel-apartments (41.34%) as well as in private accommodation (renting 

rooms) (34.33%). Most of them usually spend 10 to 30 EUR per person per day for accommodation (45.05%) and 

for food and drinks (33.23%).  
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V One third of tourists coming from abroad visited Montenegro for the first time, as well as over half of tourists 

coming from the rest of the world. Almost all (95.77%) tourists do plan to visit Montenegro again within the next 

five years.  

V The most important aspect, out of 18 offered, with average highest given grade when choosing a holiday 

destination for tourists is άgeneral sense of safetyέΣ ǿƘƛƭŜ ǘƘŜ ƭŜŀǎǘ ƛƳǇƻǊǘŀƴǘ ƛǎ άŀǾŀƛƭŀōƛƭƛǘȅ ƻŦ ǎǇƻǊǘǎ ŦŀŎƛƭƛǘƛŜǎέΦ  

V Majority of interviewed tourists behave on holiday in expected ways ς most of them go on holiday one or two 

times (78.74%), every year (76.9%) for approximately 2 weeks, choose location asking friends and relatives or 

the Internet and organize holiday independently. 

 

¶ 100 travel and tourism sector representatives 

 

V Tourist business entities (49%) are investing in energy efficiency and most of them (63.3%) are invested in new 

insulation - doors, while 18.4% of them are invested in alternative energy sources (solar panels) and only 4.1% of 

them are investing in other energy sources, such as hybrid cars and smart room. At the same time, most of 

tourist business entities (61.2%) invested up to 10,000 EUR in energy efficiency. Only 21% of tourist business 

entities invested in renewable energy sources and 80.95% of them invested in solar energy. 

V Involvement of local communities in development of low-carbon tourism is of crucial importance since vast 

majority of tourist business entities (98%) are willing to support waste collection in their community. 

V Two thirds of tourist business entities (67%) believe that municipality does not have enough financial resources 

ŦƻǊ ŦƛƴŀƴŎƛƴƎ άƎǊŜŜƴέ ǇǊƻƧŜŎǘǎ ŀƴŘ ŀǎ ŀ ǊŜŀǎƻƴ ŦƻǊ ǘƘŀǘ Ƴƻǎǘ ǎǘŀǘŜŘ ǘƘŜ ŜŎƻƴƻƳƛŎ ŎǊƛǎƛǎ όо0.8%) and other 

priorities (15.4%). On the contrary, 33% of companies believe that municipality has enough financial resources 

ŦƻǊ ŦƛƴŀƴŎƛƴƎ άƎǊŜŜƴέ ǇǊƻƧŜŎǘǎ ǇǊƛƳŀǊƛƭȅ ōŜŎŀǳǎŜ ƻŦ ǘƘŜ ōǳŘƎŜǘΣ ƘƛƎƘ ǘŀȄŜǎΣ ŦŜŜǎ ŀƴŘ ƻǘƘŜǊ ƛƴŎƻƳŜ όсуΦу҈ύΦ 

V More than a half (56%) legal entities that provide transportation as the main activity are willing to invest in their 

vehicles to switch on ecological and alternative fuels and they are willing to invest on average 1,528.9 EUR 

annually, and the use of ecological and alternative fuels should be promoted through various incentives. 

V aƻǎǘ ǘƻǳǊƛǎǘ ōǳǎƛƴŜǎǎ ŜƴǘƛǘƛŜǎ όуф҈ύ ǎǘǊƻƴƎƭȅ ŀƎǊŜŜ ŀƴŘ ŀƎǊŜŜ ǿƛǘƘ ǘƘŜ ǎǘŀǘŜƳŜƴǘ ά9Ŏƻ-tourism will be important 

ƛƴ ǘƘŜ ŦǳǘǳǊŜέ ŀǎ ǿŜƭƭ ŀǎ ум҈ ƻŦ ǘƘŜƳ ŀǊŜ ǎǘǊƻƴƎƭȅ ŀƎǊŜŜ ŀƴŘ ŀƎǊŜŜ ǿƛǘƘ ǘƘŜ ǎǘŀǘŜƳŜƴǘ ά/ƭƛmate change has a 

ƎǊŜŀǘ ƛƳǇŀŎǘ ƻƴ ǘƘŜ ǘƻǳǊƛǎƳ ǎŜŎǘƻǊ ŘŜǾŜƭƻǇƳŜƴǘέΦ   

V When it comes to the question about level of environmental protection in Montenegro opinion of tourist is very 

different from tourist business entities. Namely, somewhat more than one fifth (23.7%) of tourists believe that 

environmental protection is not on the satisfactory level versus 62% of legal entities with the same opinion. 

IƻǿŜǾŜǊΣ ǘƘŜȅ ŀƎǊŜŜ ǘƘŀǘ ά[ŀŎƪ ƻŦ ŎŀǊŜ ŀƴŘ ǿƛƭƭέ ŀƴŘ ά5ƛǊǘƛƴŜǎǎΣ ǿŀǎǘŜ ŀƴŘ ǿŀǎǘŜ ǿŀǘŜǊέ ŀǊŜ ǘƘŜ Ƴŀƛƴ ǊŜŀǎƻƴǎ 

why environmental protection is not on a satisfactory level. 
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V Almost half (48%) of tourist business entities strongly agree and agree with the statement "Investments in 

development of low-carbon / carbon neutral tourism services and products will attract specific tourism markets 

and generate income in the long-term", while 40% of them somewhat agree with the above statement. 

V Majority (60%) of tourist business entities agree that the National Tourism Fund should be established for 

financing projects in the area of CO2 reduction. 

V In relation to the total number of tourist business entities, only one quarter (25%) are willing to allocate funds 

and more than half of them (54.2%) are willing to allocate more than 10 EUR in order to know the way of 

calculating the carbon footprint.  

V More than two thirds (68.7%) of tourist business entities, do not apply any environmental standardization 

scheme or have a certified business segment. 

V More than half (58%) tourist business entities are willing to pay for Eco Certification ς 23% on voluntary basis 

and 35% on mandatory basis.  

V Two thirds of tourist business entities (66%) are interested to learn more about Eco Certification in Montenegro 

as well as to be further informed about climate change and tourism in the future (75%). 

 

¶ Relevant central & local authorities in the area of tourism and environmental protection  

 

V Representatives of all relevant institutions are generally familiar with the concept of eco-tourism, but not 

sufficiently with the low-carbon tourism definition. 

V Overall, institutions believe that Montenegro is a "clear" tourist destination in terms of its impact on climate 

change and regarding the level of harmful GHG emissions. However, a global awareness on climate change is 

developing and future tourism development should be in accordance with these challenges. 

V When it comes to environmental protection in general, particularly in the tourism sector, institutions usually 

ŀŘŘǊŜǎǎŜŘ ǘƘǊŜŜ ǇǊƻōƭŜƳǎΥ όмύ ƳǳƴƛŎƛǇŀƭ ǎƻƭƛŘ ǿŀǎǘŜΣ όнύ ϦƛƭƭŜƎŀƭ ŘǳƳǇǎέ ŀƴŘ όоύ ǿŀǎǘŜ ǿŀǘŜǊΣ while rarely 

considered air pollution as a significant problem. It is important to emphasize that it is recognized that 

institutions as well as citizens and tourists that are dealing with inadequate treatment of waste and wastewaters 

and equally contribute to those problems. In addition to waste, all interviewees noted significant concerns about 

the poor infrastructure - transport, electricity and water supply, which continues to negatively impact not only 

on tourism, but also on the quality of life in Montenegro. 

V Although the legal and strategic documents were adopted at the national level, representatives of the national 

and local institutions believe that there are preconditions for the inclusion of the eco-tourism concept, which 

implies the reduction of GHG, in a strategic and regulatory system of Montenegro. It was pointed out that there 

are already some legal and strategic guidance as a precondition for the application of the concept of eco-

tourism. 
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V When it comes to the application of defined legal and policy provisions and guidelines, all respondents agree 

that they are not satisfied with the application of laws and regulations in the field of environmental protection, 

as well as with the system for monitoring of implementation of laws and regulations and a system of penalties 

for violators of laws and regulations in the area of environmental protection.  

V In addition to the obvious barriers to adequate supervision of application of laws and regulations, such as the 

small number of environmental inspectors and defined procedures by which they work, they mentioned the lack 

of transparency and consistency in the work of the competent authorities. 

V Significant disagreement regarding the jurisdiction in making and implementing decisions, regulations and 

supervision was noticed between representatives of institutions at national level and representatives of the 

institutions at the local level. Institutions at the national level are more for the idea of further centralization, 

while local institutions believe that decentralization would lead to simplified system of adoption and 

implementation of regulations and the whole system would be significantly more efficient. In addition, 

representatives of all relevant institutions pointed out the lack of cooperation among the institutions and 

municipalities. 

V All the institutions agree that the establishment of a National Climate Fund would be desirable, but there are 

some preconditions that should be fulfilled in order to make it fully operational needed to make this function 

adequate, such as cost-benefit analysis, transparency, models for financing the fund, the ways of resource 

allocation. 

V Institutions in general are not familiar with voluntary/ compensatory scheme for polluters, but believe that 

more it would be more efficient to apply any compulsory compensatory schemes and the provision of certain 

incentives for businesses. 

V Institutions believe that the introduction of eco-certification and standardization is necessary, but with 

transparent criteria and significant incentives for businesses so that this would not be an additional barrier to 

business. 

V Representatives of relevant institutions at the local and national level mostly stated that employees in all 

institutions have sufficient knowledge and skills in accordance with the tasks performed, but are regularly 

further educated and informed and are interested in expanding their knowledge. 

V The institutions that have direct contact with tourists and businesses in the tourism sector are familiar with the 

requirements of tourists through regular surveys and communication, and following the trends in tourism at the 

international level. The results of their findings and information from tourists are transferred to the decision 

makers in order to improve the tourist offer. 
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INTRODUCTION  

 

Towards Carbon Neutral Tourism project (TCNT) will adopt a comprehensive approach to minimizing the carbon 

ŦƻƻǘǇǊƛƴǘ ƻŦ aƻƴǘŜƴŜƎǊƻΩǎ Ƴŀƛƴ and most dynamic economic sector, the tourism. Since the largest development 

challenge in XXI century has been a creation of climate resilient future, this project has the ultimate objective to reduce 

DID ŜƳƛǎǎƛƻƴǎ ŦǊƻƳ aƻƴǘŜƴŜƎǊƻΩǎ ǘƻǳǊƛǎƳ ǎŜŎǘƻǊ ōȅ ǇǊƻƳƻǘƛƴƎ ŎƻǳƴǘǊȅΩǎ ǘǊŀƴǎƛǘƛƻƴ ǘƻǿŀǊŘǎ ŀ ŎŀǊōƻƴ ƴŜǳǘǊŀƭ ǘǊŀǾŜƭ ϧ 

tourism, minimizing energy use and transport in and around new green-field development projects, helping tourism 

industry to identify and implement cost-effective mitigation options in travel and accommodation sectors, as well as 

introducing carbon offset scheme and other innovative financial mechanisms to compensate for the residual emissions. 

Further, the project will directly support four out of the seven priority areas identified by the Montenegro Strategy for 

Sustainable Development (MSSP), namely 1) sustainable mobility through appropriate management in transport; 2) 

sustainable tourism as a leading sector of the economy; 3) sustainable urban development, and 4) improved rational use 

of energy, increased use of energy from renewable sources. 

 

tǊƻƧŜŎǘ ά¢ƻǿŀǊŘǎ /ŀǊōƻƴ bŜǳǘǊŀƭ ¢ƻǳǊƛǎƳέ ƛǎ ŀƛƳŜŘ ŀǘΥ 

ω Improvement of legal and regulatory framework supporting low carbon tourism, including increased certification of 

both existing and new tourist accommodation facilities; 

ω Support of pilot investments in low carbon tourism; 

ω Development of low carbon and carbon neutral transport infrastructure and permanent financing mechanism to 

support climate change mitigation and adaptation; as well as  

ω Monitoring of GHG emission of the tourism sector,  

ǿƘƛŎƘ ǿƛƭƭ ŀƭƭ ǘƻƎŜǘƘŜǊ ƛƴŎǊŜŀǎŜ ǇǳōƭƛŎ ŀǿŀǊŜƴŜǎǎ ŀōƻǳǘ ǘƘŜ ǘƻǳǊƛǎƳ ǎŜŎǘƻǊΩǎ ŎŀǊōƻƴ ŦƻƻǘǇǊƛƴǘΣ ŀƴŘ ƛƴ ŀ ƭƻƴƎ Ǌǳƴ 

positively influence this major sector of Montenegrin economy. 

 

More specifically, the research was focused on developing insights into: 

ω Awareness levels of, and attitudes towards low carbon growth, general knowledge about low carbon services and 

products throughout the travel and tourism supply chain;  

ω Existing low carbon travel and tourism products and services offered in Montenegro; 

ω Extent to which travel and tourism firms and organizations are using mitigation measures for decreasing CO2 

emissions;  

ω Use of and knowledge about eco-labelling schemes;  

ω Identification of barriers within the above mentioned groups against using or providing low carbon tourism products 

and services; and  
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ω Identification of existing actions in offsetting travel and tourism carbon footprint, and creating the environment for 

low carbon tourism development. 

 

The basic aim of the research is to undertake tƘŜ ά{ǳǊǾŜȅ ƻƴ [ƻǿ-/ŀǊōƻƴ ¢ƻǳǊƛǎƳ ƛƴ aƻƴǘŜƴŜƎǊƻέ ŦƻŎǳǎŜŘ ǘƻ ŦƛƴŘ ƻǳǘ 

the possibilities on reduction of harmful gasses in tourism in Montenegro by targeting three target groups: (1) 1,000 

visiting tourists; (2) the travel and tourism sector ς 100 representatives; and (3) relevant central & local authorities in 

the area of tourism and environmental protection. 

 

This Report is accordingly consisted of 3 reports as per target groups. The key results with basic and detail analysis of 

data obtained from target ƎǊƻǳǇǎΩ representatives are presented. Conclusions given in this Report are based on what 

target groups representatives gave as personal and/or institutional opinion or attitude. Questionnaires for quantitative 

surveys ς targeting tourists and travel and tourism sector representatives, as well as in-debt interview guides for 

qualitative survey ς targeting relevant central & local authorities in the area of tourism and environmental protection 

were prepared and previously approved by the project Supervisory Team.  

 

Besides this Report, Annexes document was prepared and it contains: 

ω The precise Terms of Reference; 

 

ω Questionnaire 1 for interviewing tourists (manual for pollsters included); 

ω Basic analysis of survey among tourists ς frequencies ς for each question in the Questionnaire 1; 

ω Detail analysis of survey among tourists ς cross-tabulations ς for each question in the Questionnaire 1 in relation to 

profile variables; 

 

ω Questionnaire 2 for interviewing travel and tourism sector representatives; 

ω Manual for pollsters for interviewing travel and tourism sector representatives; 

ω Basic analysis of survey among travel and tourism sector representatives ς frequencies ς for each question in the 

Questionnaire 2; 

ω Detail analysis of survey among travel and tourism sector representatives ς cross-tabulations ς for each question in 

the Questionnaire 2 in relation to profile variables; 

 

ω Guidance for conducting In-depth interviews; 

ω List of interviewed representatives of local and national institutions; 

ω In-depth interviews with stakeholders ς detailed reports from the interviews conducted with each representative of 

local and national institutions. 
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PROJECT METHODOLOGY 

 

The ά{ǳǊǾŜȅ ƻƴ Low-/ŀǊōƻƴ ¢ƻǳǊƛǎƳ ƛƴ aƻƴǘŜƴŜƎǊƻέ was divided into three sections according to three target groups. 

 

¶ 1,000 visiting tourists 

 

The main objective of the survey conducted among 1,000 tourists in Montenegro was to analyze the level of awareness, 

general knowledge and preferences of the visiting tourists in terms of the: 

ω Low carbon tourism concept, products and services (e.g. sustainable means of transport, ecofriendly 

accommodation facilitates, applying of environmental standards, complementary tourism products); 

ω Eco-certification standards in accommodation sector and tourism offer chain; 

ω Their own carbon footprint and carbon offsetting; 

ω Availability of low/no carbon tourist products and services in Montenegro. 

In addition, 

ω Level of use of public and non-motorized transport by tourists; 

ω Readiness to pay more for services that might help to offset their own environmental impacts, including similar 

experiences from another destinations; 

ω Specify the optimum methods for disseminating information on the indicated issues through the media (e.g. via 

internet, handbooks and other publications, by media appearances, etc.), depending on how the visitors get the 

information most frequently. 

 

SLCT project addressed research among six municipalities situated in the coastal area/southern region of Montenegro 

(Ulcinj, Bar, Budva, Kotor, Tivat, Herceg Novi) and the Old Royal Capital of Cetinje, situated in the central region. 

 

For the purposes of the sample design and procedure official statistical data (Monstat-Statistical Yearbook 

2014/Tourism) was used and modified in accordance to the UNDP/CSD request. Sample design was based on three-

stage stratified random sample that took into consideration following categories: 

1. Distribution between domestic/foreign tourists; 

2. Frequency of their visit in the coastal cities;  

3. Tourist overnight stays. 

 

For the purposes of the survey the Questionnaire 1 was prepared originally in Montenegrin language but additionally 

translated in English. For the purposes of the fieldwork realization E3 Consulting engaged its network of 15 surveyors 

was engaged and distributed in each targeted municipality. Prior the process of data collection (interviews) surveyors 
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were trained and monitored by the team of the project supervisors. Project supervisors conducted training for surveyors 

and introduced them the survey methodology that was prepared and printed in Manuals specially designed for 

surveyors ς at the back page of each Questionnaire 1. Data collection (field work) was conducted in a period from July 5 

ς July 15, 2015.   

 

After completion of the fieldwork and data control project team conducted a data entry process in created data bases in 

MS Office (Excel). For the purposes of data processing data bases were created in SPSS statistical program. Data 

processing included SPSS outputs such as key frequencies, descriptive statistics, cross tabulations and graphs. Project 

analysts have prepared deliverables according to the client requirements in the form of statistical annex. 

 

¶ 100 travel and tourism sector representatives  

 

The main objective of the survey conducted among 100 travel and tourism sector representatives in Montenegro was to 

analyze the level of awareness, general knowledge, and level of development and preferences of the tourism industry in 

terms of: 

ω Low carbon tourism concept, products and services, 

ω Carbon offset and carbon footprint on tourism, 

ω Benefits of voluntary/carbon offset schemes and integration in to Montenegro tourism related booking systems 

from transport, accommodation, 

ω Legal requirements in terms of investing in low carbon infrastructure (e.g. energy efficiency, resources management) 

ω Impacts and interactions between tourism sector and climate change and their interconnections (contribution of the 

tourism development to the climate change and impacts of the climate change to the tourism sector). 

 

Special attention was paid to the information on level of readiness and under which conditions and circumstances 

tourism industry representatives are ready to:   

ω Invest in development of low carbon/carbon neutral tourism services and products in order to attract specific 

tourism markets and generate income in long term; 

ω Invest in measures and activities related to decrease of their carbon footprint; 

ω Apply innovative management practices (e.g. corporate social responsibility, ISO, EMAS); 

ω Apply Eco-ŎŜǊǘƛŦƛŎŀǘƛƻƴ ǎǘŀƴŘŀǊŘǎ ŀǎ ǎǘŀƴŘŀǊŘǎ ƻŦ ōǳǎƛƴŜǎǎ ƻǇŜǊŀǘƛƴƎ ŀƴŘ άǎŜƭƭƛƴƎ ǇƻƛƴǘέΤ 

ω Apply mandatory vs.  voluntary carbon offsets; 

ω Industry perspectives on carbon-offset programs; 

ω Educate on climate changes and tourism. 
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Survey was conducted among 100 companies operating in the tourism and travel sector, hereinafter referred to as 

tourism business entities, in six municipalities situated in the coastal area/southern region of Montenegro (Ulcinj, Bar, 

Budva, Kotor, Tivat, Herceg Novi) and the Old Royal Capital of Cetinje, situated in the central region.  

 

For the purposes of the survey, E3 Consulting in coordination with UNDP prepared a sample ς based on a database of 

the companies registered basically in the Central Company Registry as well as databases from the Montenegrin Chamber 

ƻŦ /ƻƳƳŜǊŎŜ ŀƴŘ 9ƳǇƭƻȅŜǊǎΩ CŜŘŜǊŀǘƛƻƴ ŀƴŘ bŀǘƛƻƴŀƭ ¢ƻǳǊƛǎƳ hǊƎŀƴƛȊŀǘƛƻƴ ƻŦ aƻƴǘŜƴŜƎǊƻΦ Sample was created as a 

representative three stage stratified sample of national companies. Random sampling method is implemented in case of 

sample unit selection of rent-a-car agencies, restaurants and tourism agencies with the same probability of selection. 

Sample units for individual accommodation are based on the random sampling method according to the category of the 

accommodation facility (number of stars). 

 

For the purposes of data collection from the tourism business entities, the Questionnaire 2 was prepared, according to 

the defined survey goals, originally in Montenegrin language but additionally translated in English. For the purposes of 

the fieldwork realization, E3 Consulting engaged its network of 13 surveyors was engaged and distributed in each 

targeted municipality. Project team conducted training for surveyors and introduced them the survey methodology that 

was prepared and printed in Manuals specially designed for surveyors in the separate document. The Manual also 

included detail explanations on specific terms and phrŀǎŜǎΣ ǎǳŎƘ ŀǎ άŜŎƻ-ǘƻǳǊƛǎƳέΣ ƭƻǿ-carbon tourism, carbon footprint, 

etc. Data collection (field work) was conducted in a period from June 24 ς July 3, 2015.   

 

After completion of the fieldwork and data control project team conducted a data entry process in created data bases in 

MS Office (Excel). For the purposes of data processing data bases were created in SPSS statistical program. Data 

processing included SPSS outputs such as key frequencies, descriptive statistics, cross tabulations and graphs. Project 

analysts have prepared deliverables according to the client requirements in the form of statistical annex. 

 

¶ Relevant central & local authorities in the area of tourism and environmental protection  

 

The main objective of the survey conducted among representatives of 21 institutions at the central and local level in 

Montenegro was to analyze the level of awareness, general knowledge and preferences of public institutions (central & 

local authorities; academia) in terms of: 

ω Carbon offset and carbon footprint on tourism; 

ω Preconditions for integration of low carbon tourism concept in strategic and legislative system in Montenegro; 

ω Benefits of establishing a National Climate Touristic Fund and finance mechanisms to support low carbon tourism; 
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ω Benefits of voluntary/carbon offset schemes and integration in to Montenegro tourism related booking systems 

from transport, accommodation; 

ω Eco-certification standards and their preferences towards future activities in promotion and larger integration of 

these standards in everyday activities; 

ω Availability of low/no carbon tourist products and services in Montenegro; 

ω !Ŏǘ ŀǎ ƛƴŘǳǎǘǊȅ ΨŎƘŀƳǇƛƻƴǎΩ ƛƴ ǇǊƻƳƻǘƛƴƎ ŎƭƛƳŀǘŜ ŎƘŀƴƎŜ-tourism responses through knowledge exchange and 

education. 

 

Additionally, the survey provided insights and information on:  

ω Decision making processes and response mechanisms to the tourism sector demands (example for low carbon 

tourism); 

ω The extent to which legal frameworks are sympathetically interpreted or simply applied without flexibility; 

ω Systems for and perceptions of success in monitoring and enforcing existing laws aimed at greening the tourism 

industry; 

ω How the existing systems of financial penalties work and if the funds collected are used in specific ways towards 

greening the industry. 

 

To obtain information from the relevant national and local institutions the research method in-depth interviews was 

used. In-depth interview is a method that involves a conversation between the moderator and relevant representative 

of target group (the respondent). This technique belongs to a set of qualitative research. As their name suggests, in-

depth interview as the method were used in those studies that need to provide deeper insight into the specific issue 

being examined, because it enables respondent to express deeper opinion without interference of the groups1. 

 

Survey results were presented through two objectives or two groups of questions. For the conducting interviews among 

representatives of relevant institutions, guidance was prepared, which however were not up front presented to 

respondents, but served moderator to focus interview and clearly to guide the interview towards the Survey objectives 

achievement.  

 

The report presents the most important research findings from the qualitative research, accomplished by using the 

technique of in-depth interviews, which were implemented in the period from June 22 ς July 08, 2015. 

 
 
 
 
                                                             
1 Combined definition taken from the Almanac of Faculty of Economics in Zagreb, 3rd year, 2005, Mr. sc. Mirko Palic 
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Introduction 

 

SLCT project addressed research among six municipalities situated in the coastal area/southern region of Montenegro 

(Ulcinj, Bar, Budva, Kotor, Tivat, Herceg Novi) and the Old Royal Capital of Cetinje, situated in the central region. Sample 

structure among the tourists/visitors was addressed to 1,000 tourists/visitors in seven targeted municipalities.  

 

Graph 1: Sample structure by municipalities 

 

 

Sample among 1,000 tourists/visitors included respondents over 18 years old selected according to Kisch tables (random 

selection of respondents) with estimated statistical error +/-3%. 

 

Graph 2: {ŀƳǇƭŜ ǎǘǊǳŎǘǳǊŜ ōȅ ǘƻǳǊƛǎǘǎΩκǾƛǎƛǘƻǊǎΩ ŎƻǳƴǘǊȅ ƻŦ ƻǊƛƎƛƴ 
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For the purposes of the sample design and procedure official statistical data (Monstat-Statistical Yearbook 

2014/Tourism) was used and modified in accordance to the UNDP/CSD request. Sample design was based on three-

stage stratified random sample that took into consideration following categories: 

4. Distribution between domestic/foreign tourists; 

5. Frequency of their visit in the coastal cities; 

6. Tourist overnight stays. 

 

For the purposes of data collection from the visitors/tourists, the Questionnaire was prepared, according to the defined 

survey goals. The Questionnaire was consisted of dependent and independent variables. The main socio-economic 

variables were also included (educational level, employment, age, gender, living standard, country of origin), as well as 

holiday behavior (motivation for visits, accommodation preferences, booking preferences, frequency of visits, visit 

duration, mode of transport in inbound/outbound travels), eco-sensitivity, money spent for visits, and others. These 

variables represent a basis for cross-tabulation analysis with other variables such as: visitor activities, green actions, etc.  

 

For the purposes of the survey the Questionnaire was prepared originally in Montenegrin language and additionally 

translated in English. For the purposes of the fieldwork realization, E3 Consulting engaged its network of 15 surveyors 

was engaged and distributed in each targeted municipality. Prior the process of data collection (interviews) surveyors 

were trained and monitored by the team of the project supervisors. Project supervisors conducted training for surveyors 

and introduced them the survey methodology that was prepared and printed in Manuals specially designed for 

surveyors ς at the back page of each Questionnaire.   

 

The training of surveyors included: 

¶ Detailed explanation of the objectives of the survey 

¶ Sampling design 

 

After the training each interviewer received fieldwork pack. Fieldwork pack was consisted of: 

¶ Interviewers manual  

¶ Letter of introduction / company authorization issued by E3 Consulting 

¶ A sufficient number of questionnaires to complete both in Montenegrin and English language. 

 

After completion of the fieldwork and data control project team conducted a data entry process in created data bases in 

MS Office (Excel). For the purposes of data processing data bases were created in SPSS statistical program. Data 

processing included SPSS outputs such as key frequencies, descriptive statistics, cross tabulations and graphs. Project 

analysts have prepared deliverables according to the client requirements in the form of statistical annex. 
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Survey Results 

 

Socio-economic characteristics of respondents 

 

The Questionnaire for tourists/visitors within the Survey on Low-Carbon Tourism in Montenegro respondents were 

asked on their socio-economic characteristics under the separate Section.  

 

The average tourist/visitor that participated in this survey was male (51.71%), in age 25-36 (32.65%, 35.81 average age), 

married (40.24%), with faculty completed (37.20%), full-time employed (61.16%), with the salary as the basic source of 

income (80.94%) in annual amount of less than 10,000 EUR (59.43%). 

 

ü Gender of respondents ς Male tourists was 

slightly more represented in the total sample 

(51.71%) and even more represented in Bar 

(58.3%), while female tourists were more than 

average represented in Cetinje (65.6%).  

Graph 3: wŜǎǇƻƴŘŜƴǘǎΩ Ǝender 

 

ü RŜǎǇƻƴŘŜƴǘǎΩ age ς !ǾŜǊŀƎŜ ǊŜǎǇƻƴŘŜƴǘǎΩ ŀƎŜ 

was 35.81. Although most of respondents 

were in age 26 to 35 (32.65%), more than a 

half of tourists in Bar (57.20%) were over 36, 

while vast majority of tourists in Kotor and 

Tivat were younger than 35 (78.30% and 

70.20%, respectively).  

Graph 4: RespondentsΩ age 

 

 

Additionally, there were no interviewed tourists in Kotor and Tivat above age of 55. Most of tourists in Cetinje were in 

age 18 to 25, while 62.60% of tourists in Budva were in age 26 to 45.   
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ü Marital status ς Most of interviewed tourists 

were married (40.24%). However, in Cetinje, 

Kotor and in Tivat most of interviewed tourists 

were single (37.5%, 44.7%, and 55.3%, 

respectively). There were the same percentage 

married and single tourists in Ulcinj (41.20%).  

Graph 5: wŜǎǇƻƴŘŜƴǘǎΩ Ƴarital status 

 

 

ü Level of education ς Most of interviewed 

tourists completed faculty with Bachelor 

Degree (37.20%), which was the case in Budva, 

Cetinje and Ulcinj (45.1%, 50.0% and 35.8%, 

respectively). On the other side, majority of 

tourists in Bar (44.8%) completed higher 

education and in Herceg Novi, Kotor and Tivat 

majority of tourists completed high school 

(43.8%, 60.5% and 51.1%, respectively). 

Graph 6: Level of Education 

 

 

ü Employment status ς Almost two thirds of 

interviewed tourists were full-time employed, which 

was the case in all target municipalities. However, 

there were no retired, homemaker and unemployed 

interviewed tourists visiting Kotor and Tivat. 

Graph 7: Employment status 
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ü Basic source of income ς Salary is the basic source 

of income for majority of interviewed tourists 

visiting Montenegro (80.94%). Out of all tourists 

ǘƘŀǘ ǎǘŀǘŜŘ άƻǘƘŜǊέ ŀǎ ōŀǎƛŎ ǎƻǳǊŎŜ ƻŦ ƛƴŎƻƳŜΣ 

85.83% are dependent for other family member 

όǇŀǊŜƴǘǎΣ ǎǇƻǳǎŜΧύ ŀƴŘ Ƴƻǎǘ ƻŦ ǘƘŜƳ ŀǊŜ ǾƛǎƛǘƛƴƎ 

Cetinje (21.90%).   

Graph 8: Basic source of income 

 

 

ü Average annual income ς is below 10,000 EUR for majority of interviewed tourists (59.43%). Tourists visiting Cetinje 

and Kotor did not stated income above 30,000 EUR, while most of those that reported annual income above 60,000 

EUR visited Tivat (4.3%). 

 

Graph 9: Average annual income 
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Holiday Behavior 

 

ü How often tourists usually go on holiday ς More than three quarters (78.74%) of interviewed tourists usually go on 

holiday once or twice a year. Most tourists visiting Cetinje, Herceg Novi and Tivat usually go on holiday once a year. 

Tourists from Montenegro and from the Region in most cases usually go on holiday once a year, while most of other 

tourists usually go on holiday twice a year. Usually go on holiday once tourists that stated annual income of less than 

10,000 EUR, those with income 10,000 EUR to 20,000 EUR and those with annual income over 60,000 EUR.  

 

Graph 10: How often tourists usually go on holiday 

 

 

ü Do tourists go on summer holidays every year ς more than three quarters (76.9%) of interviewed tourists stated 

that usually go on summer holidays every year, out of 98.90% tourists that responded this question. Among them 

are in most cases interviewed tourists visiting Herceg Novi (82.0%), coming from Albania (92.9%), homemakers or 

ǿƛǘƘ άƻǘƘŜǊέ ƻŎŎǳǇŀǘƛƻƴ όуоΦо҈Σ ŜŀŎƘύ ŀƴŘ ǿƛǘƘ ŀƴƴǳŀƭ income over 60,000 EUR (81.8%). 

 

Graph 11: Tourists go on summer holidays every year 
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ü For how long tourists are planning to be on summer holiday this year ς More than two thirds (69.1%) of 

interviewed tourists are planning to be on summer holiday this year 1-2 weeks and from 2 to 3 weeks and almost 

half of them (46.8%) are planning to be on summer holiday for 1 to 2 weeks. Among tourists visiting Cetinje are the 

most of those that are planning to be on summer holiday 1 to 2 weeks, as well as among those coming from the 

wŜƎƛƻƴΣ ƘƻƳŜƳŀƪŜǊǎ ŀƴŘ ǘƘƻǎŜ ǘƘŀǘ ǎǘŀǘŜŘ άƻǘƘŜǊέ ŀǎ ƻŎŎǳǇŀǘƛƻƴ όсмΦм҈ ŀƴŘ ссΦт҈Σ ǊŜǎǇŜŎǘƛǾŜƭȅύ and among 

tourists that stated 10,000 EUR to 20,000 EUR as annual income.  

 

Graph 12: For how long tourists planning to be on summer holiday this year 

 

 

 

ü How do tourists choose a holiday destination 

ς There was a possibility to provide multiple 

answers. In most cases tourists choose a 

location where to go on holiday from friends 

and relatives (67.20%) or from the Internet 

(41.90%). Most of interviewed tourists that 

had chosen a holiday destination from books 

and guides are visiting Ulcinj (40.0%), they are 

in most cases coming from other European 

countries (47.5%), employed full-time (71.8%) 

and most of them stated annual income less 

than 10,000 EUR (30.0%).  

Graph 13: How tourists choose a location where to go on holiday 
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ü How tourists organize their holidays ς There was a 

possibility to provide multiple answers. Vast 

majority of tourists (77.36%) independently 

organize own holiday. Travel agent services use 

most of tourists visiting Kotor (39.5%), tourists 

coming from other European countries (23.2%), 

employed full-time (66.7%) and those that stated 

annual income less than 10,000 EUR (44.7%). 

Graph 14: How are holidays organized 

 

 

ü Tourists graded how important are listed aspects when choosing a holiday destination (in range 1 as the lowest to 

10 as the highest importance) ς tourists in general consider offered aspects as important when choosing a holiday 

destination. The lowest average grades were given to public transport in the county of destination and availability of 

sports facilities (6.88 and 6.55, respectively). The highest importance was given to the general sense of safety, 9.26 

average grade.  

 

Graph 15: On a scale from 1 to 10 indicated importance of the following aspects when choosing a holiday destination 
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Visiting Montenegro 

 

ü If this is the first visit to Montenegro ς Almost one quarter of all interviewed tourists (24.48%) and more than one 

third (34.47%) of tourists coming from abroad visited Montenegro for the first time. Interviewed tourists that visited 

Montenegro for the first time in most cases visited Budva (38.8%), came from the rest of the world (out of Europe) 

(55.0%), are self-employed (37.2%) and stated annual income of 30,000 EUR to 40,000 EUR (48.8%).  

 

Graph 16: First time visiting Montenegro                                    
(Domestic tourists INCLUDED) 

 

Graph 17: First time visiting Montenegro                             
(Domestic tourists EXCLUDED) 

 

 

 

ü Why tourists choose Montenegro as holiday 

destination ς There was a possibility to provide 

multiple answers. Half of interviewed tourists 

(50.60%) have chosen Montenegro as a destination for 

holiday because of pure nature and almost 40% of 

them because of good prices. Out of tourists that 

stated other reason for choosing Montenegro for 

holiday, half of them stated the closeness, habit 

όнтΦпл҈ύ ƻǊ ƻǿƴΣ ŦǊƛŜƴŘΩǎΣ ŎƻǳǎƛƴΩǎ ƘƻǳǎŜ ƻǊ ƻǘƘŜǊ 

type of free accommodation (23.29%) as the reason. 

75.75% of tourists that have chosen Montenegro as a 

destination for holiday because of pure nature think 

that environmental protection is on a satisfactory level 

in Montenegro.  

Graph 18: Why choosing Montenegro as a destination for holiday 
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ü Type of transportation used when traveled to Montenegro ς Tourists were asked what type of transportation used 

when traveled to Montenegro and out of all tourists, more than two thirds (67.64%) used road vehicle ς own car, 

rent-a-car, motorbike or bus. If tourists from Montenegro excluded, the survey showed that slightly more than a half 

tourists from abroad arrived by plane (50.40%). Only tourists from abroad that visited Ulcinj in most cases came in 

Montenegro by own car (48.1%), as well as tourists from Albania (71.4%), homemakers (54.5%) and those with 

annual income less than 10,000 EUR (40.3%).  

 

Graph 19: Type of transportation used when traveled to Montenegro (Domestic tourists EXCLUDED) 

 

 

ü Kind of accommodation while stay in Montenegro ς Majority of tourists (41.34%) stated that stayed in hotel and in 

hotel-apartment during their visit to Montenegro, while more than one third (34.33%) stayed in private households. 

Tourists coming from Russia, other European countries and the rest of the world in most cases stayed in hotels 

(38.1%, 44.8% and 42.9%, respectively), as well as self-employed (29.5%) and most of interviewed tourists with 

annual income higher than 20,000 EUR. 

 

Table 1: Type of accommodation while stay in Montenegro 

Private households (renting rooms) 34.43% 
Hotel 23.52% 

Hotel-apartment 17.82% 

Other 8.21% 

Tourist apartment 6.91% 

Boarding-house 3.40% 

Tourist settlement 1.90% 

Camping sites 1.50% 

Motel 1.00% 

Overnight accommodation 1.00% 

Workers' hostels 0.20% 

Health spa 0.10% 
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ü Personal costs for accommodation and for food and drinks in Montenegro per person per day ς Interviewed 

tourists responded that in Montenegro mostly spend from 10 to 30 EUR per day for accommodation (45.05%) and 

for food and drinks (33.23%).  More than a half of tourists visiting Kotor (55.3%) spend for accommodation 30 to 50 

EUR, as well as 41.7% of tourists coming from other European countries. Most tourists visiting Tivat (55.3%) and 

tourists coming from Albania (64.3%) spend from 10 to 30 EUR per day for food and drinks.  

 

Graph 20: Personal costs for accommodation and food and drinks in Montenegro per person per day 

 

 

ü What means of transportation tourists used to 

travel around Montenegro ς There was a 

possibility to provide multiple answers. Tourists 

stated that usually use own car (44.80%) or a 

bus (30.70%) when travel around Montenegro.  

Tourists that mostly used bus when travel 

around Montenegro visited Budva (42.0%), 

Herceg Novi (29.0%) and Tivat (10.4%) and in 

most cases are from Montenegro (47.9%) and 

Region (20.5%). Tourists that in most cases used 

boat when travel around Montenegro stated 

annual income over 60,000 EUR.  

Graph 21: Means of transportation used to travel around Montenegro
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ü Who tourists were accompanied with during their 

current visit to Montenegro ς Almost two thirds of 

interviewed tourists visiting Montenegro stated that 

are usually accompanied with family and/or relatives 

(33.13%) and spouse/partner (30.43%). 52.87% of 

those with family and/or relatives were 

accompanied with 1.634 children, in average. Almost 

half of all interviewed tourists in Tivat (48.9%) and 

students (48.9%) were accompanied with friends, 

while most of tourists coming from other European 

countries were accompanied with spouse/partner 

(37.2%).  

Graph 22: Who is accompanying tourists during current visit 

 

 

 

 

ü Activities that tourists are planning to do during holiday in Montenegro ς There was a possibility to provide 

multiple answers. Almost all interviewed tourists stated swimming and sunbathing activities during holiday in 

Montenegro (97.80% and 95.00%, respectively). Tourists also mainly plan to visit historical places (35.30%), national 

parks (31.70%) or to cruise (32.10%).  

 

Graph 23: Planned activities during holiday in Montenegro 
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ü Do tourists believe that environmental protection is on a satisfactory level in Montenegro ς more than three 

quarters of interviewed tourists stated that environmental protection is on a satisfactory level in Montenegro.  

 

Graph 24: Is environmental protection on a satisfactory level in 
Montenegro 

  

Table 2: Why tourists think that environmental protection is 
not on a satisfactory level in Montenegro 

Dirtiness, waste, waste water 35.04% 

Lack of care and interest 15.38% 

Not specified 14.10% 

Poor awareness 8.12% 

Incompetence 5.56% 

Dirty beach and water 4.27% 

No investments 3.85% 

Pollution 3.42% 

Could be better 2.99% 

Don't know 2.56% 

Illegal construction 2.56% 

Many mistakes and problems 1.28% 

Lack of green areas 0.43% 

Low safety 0.43% 

Total 100.00% 
 

  

 

Interviewed tourists that in most cases believe that environmental protection is not on a satisfactory level in 

Montenegro are those visiting Ulcinj (47.3%), coming from Montenegro (29.2%), retired (61.7%) and tourists that stated 

annual income over 60,000 EUR (45.5%). 
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Nature-friendly tourism 

 

ü To what degree tourists behave on environmentally conscious way ς Vast majority of interviewed tourists in 

Montenegro believe that behave on environmentally conscious way very much or quite a lot (23.39% and 46.84%, 

respectively). Most of interviewed tourists visiting Ulcinj (43.9%) stated that behave on environmentally conscious 

way very much, as well as most of those coming from Albania (35.7%), most of retired (55.3%) and most of those 

that stated annual income over 60,000 EUR (60.0%).  

 

Graph 25: To what degree tourists behave on environmentally conscious way 

 

 

ü If tourists ever heard about and ever been on 

nature-friendly tourism holiday ς Around two 

thirds of interviewed tourists stated that have 

heard (63.30%) about, but only one third (31.22%) 

have ever been on nature-friendly tourism holiday. 

Most of interviewed tourists visiting Kotor (86.8%) 

heard about nature-friendly tourism, as well as 

most of those coming from the Region (68.4%), 

most of retired (76.6%) and most of those that 

stated annual income from 50,000 EUR to 60,000 

EUR (87.5%).  

Graph 26: Ever heard about and been on nature friendly tourism 
holiday 

 

 

Additionally, most of tourists visiting Cetinje (65.6%) have been on nature-friendly tourism holiday, most of tourists 

coming from other European countries (42.8%), most of retired (44.7%) and most of those that stated annual income 

from 50,000 EUR to 60,000 EUR (66.7%). 
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Tourists that have been on nature friendly tourism holiday (31.22% of tourists or 310 respondents) responded 

questions about their experiences and habits during nature friendly tourism holiday. 

 

ü How tourists firstly heard about nature 

friendly tourism holidays ς There was a 

possibility to provide multiple answers. 

Most interviewed tourists that have been 

on nature friendly tourism holiday stated 

that firstly heard about that kind of tourism 

holiday from the Internet (58.39%), but also 

from friends/relatives (37.42%) or TV 

(34.84%).   

Graph 27: How firstly heard about nature friendly tourism holidays 

 

 

Most of tourists that firstly heard about nature friendly tourism holidays from Internet are visiting Herceg Novi 

(28.7%), coming from Montenegro (44.8%), are employed full-time (69.4%) and stated annual income less than 

10,000 EUR (46.8%). 

 

ü What tourists are seeking the most when 

on nature friendly tourism holiday ς 

There was a possibility to provide multiple 

answers. Interviewed tourists that have 

been on nature friendly tourism holiday 

stated most of offered activities and 

experiences, while were the least 

interested in supporting economic 

benefits to local communities (27.74%).  

Graph 28: What tourists are seeking the most when on nature friendly 
tourism holiday 

 

 

Visiting un-crowded destination is the most attractive for tourists from Herceg Novi (39.7%), coming from 

Montenegro (39.7%), employed full-time (68.8%) and those that stated annual income up to 10,000 EUR (50.8%).  
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ü Who tourists are usually traveled with on 

nature friendly tourism holiday, how are their 

nature-friendly tourism holidays organized 

and how much spend on nature friendly 

tourism holiday approximately ς Interviewed 

tourists that have been on nature-friendly 

tourism holiday stated that mostly traveled on 

such holiday with family (49.03%), the travel 

was independently organized (60.71%) and 

they approximately spend on such traveling 

less than 500 EUR (51.47%). 

 

Tour-operators organized nature-friendly 

tourism holiday for 7.79% interviewed tourists 

that have been on such tourism holiday. Tour-

operators organized nature-friendly tourism 

holiday for 15.9% tourists that have been on 

nature-friendly tourisms and visited Budva, 

25.0% of those coming from the rest of the 

world, 10.2% of employed full-time and 28.6% 

of those that stated annual income over 

60,000 EUR.  

 

28.1% of interviewed tourists that have been 

on nature-friendly tourism holiday and that 

visited Ulcinj spend more than 2,000 EUR on 

their nature-friendly tourism holiday, as well 

as 26.2% of those coming from other 

European countries and 57.1% of those that 

stated annual income over 60,000 EUR.  

Graph 29: Who tourists are usually travelling with on nature friendly 
tourism holiday 

 

  

Graph 30: Iƻǿ ƛǎ ǘƻǳǊƛǎǘǎΩ ƴŀǘǳǊŜ ŦǊƛŜƴŘƭȅ ǘƻǳǊƛǎƳ holidays organized 

 

 

Graph 31: How much tourists spend on nature friendly tourism holiday 
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The following questions under this Questionnaire section on nature-friendly tourism, responded all tourists.  

 

ü Degree to what summer holidays are based on contact with nature ς Summer holidays in general are to some 

extent based on contact with nature for over half of interviewed tourists (56.07%). This is the case for most tourists 

visiting Tivat (83.0%), coming from Albania (64.3%), for students (65.9%) and for most of tourists that stated annual 

income over 60,000 EUR (72.7%).  

 

ü Degree to what this summer holiday in Montenegro is based on contact with nature ς this summer holiday in 

Montenegro is to some extent based on contact with nature for over half of interviewed tourists (50.90%). This is 

the case for most tourists visiting Tivat (78.7%), coming from Albania (85.7%), for students (68.2%) and for most of 

tourists that stated annual income over 60,000 EUR (63.6%). 

 

Graph 32: Summer holidays and this summer holiday in Montenegro based on contact with nature in average 

 

 

ü Tourists well informed about the nature friendly tourism in Montenegro ς Less than one third of interviewed 

tourists (32.23%) are well informed about the nature friendly tourism in Montenegro. Among them are in most 

cases tourists visiting Kotor (65.8%), coming from the rest of the world (47.6%), employed full-time (36.4%) and 

tourists that stated annual income from 10,000 EUR to 20,000 EUR (43.3%).  
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ü Activities to reduce the use of natural resources and energy on your holiday ς More than two thirds (76.00%) of 

interviewed tourists do some of the activities in order to reduce the use of natural resources and energy on holiday. 

There was a possibility to provide multiple answers on activities that tourists do in order to reduce use of natural 

resources while in Montenegro. Activities are mainly related to energy saving ς switch off lights and air conditioning 

when out and water/fuel saving ς taking a quick shower and walking.  

 

 

Graph 33: Do tourists do things to reduce the use of natural 
resources and energy on holiday 

 

 

Graph 34: Activities tourists do in order to reduce use of natural 
resources while in Montenegro 

 

 

Interviewed tourists that in most cases do some of the activities in order to reduce the use of natural resources and 

energy on holiday were visiting Bar (99.0%), coming from Russia (81.9%), are retired (91.5%) and stated annual 

income from 50,000 EUR to 60,0000 EUR.  

 

Table 3: Activities aiming to reduce the use of natural resources and energy on ƘƻƭƛŘŀȅ ōȅ ǘƻǳǊƛǎǘǎΩ ŎƻǳƴǘǊȅ ƻŦ ƻǊƛƎƛƴ 

Activities in order to reduce 
the use of natural resources 

and energy on holiday 

Take a quick 
shower instead 
of a bath (saving 

water) 

Re-use 
towels 

Switch off lights 
when leaving 

room/apartment 

Switch off air 
conditioning 

when out 

Use local 
bus 

service 
Hire a bike Walk Other 

T
o

u
ri

st
s'

 c
o

u
n

tr
y
 o

f 

o
ri

g
in

 

Montenegro 48.0% 37.6% 51.4% 50.1% 47.2% 40.8% 53.3% 75.0% 

Region 21.6% 29.8% 21.9% 22.2% 20.3% 21.4% 22.1% 25.0% 

Russia 9.8% 9.6% 10.3% 9.8% 7.3% 15.5% 10.4% 
 

Albania 1.7% 1.8% 0.8% 0.8% 
    

Other European 
Countries 

17.0% 19.7% 13.5% 14.7% 17.1% 18.4% 12.8% 
 

The rest of the 
world 

2.0% 1.4% 2.1% 2.4% 8.1% 3.9% 1.4% 
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ü Tourists planning to visit Montenegro again within the next five years ς Vast majority (95.77%) of interviewed 

tourists stated that plans to visit Montenegro again within the next five years. 

Tourists that stated that do not plan to visit Montenegro again within the next five years in most cases were visiting 

Cetinje (10.3%), coming from other European countries (13.9%), employed part-time (9.4%) and those that stated 

annual income over 60,000 EUR (18.2%).  

 

ü TouristsΩ opinion on how important nature-friendly tourism is likely to be for the future ς Interviewed tourists in 

quite close number estimated importance of nature-friendly tourism in the future.  

 

Graph 35: How important nature-friendly tourism is likely to be for the future 

 

 

Interviewed tourists that in most cases stated that nature-friendly tourism is likely to be very important for the 

future are visiting Cetinje (рсΦо҈ύΣ ŎƻƳƛƴƎ ŦǊƻƳ ƻǘƘŜǊ 9ǳǊƻǇŜŀƴ ŎƻǳƴǘǊƛŜǎ όосΦп҈ύΣ ǎǘŀǘŜŘ ŜƳǇƭƻȅƳŜƴǘ ŀǎ άƻǘƘŜǊέ 

(most of them are dependents) (50.0%) and most of those tourists that stated annual income over 60,000 EUR 

(81.8%).  
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Low-carbon tourism  

 

ü Statements that best describes what low carbon tourism ς Interviewed tourists decided for some the offered 

statements that best describes what low carbon tourism as follows: 

 

Graph 36: The statements that best describes what low carbon tourism is 

 

 

ü If tourists interested to decrease own impact on nature through the low carbon tourism ς Majority (70.17%) of 

interviewed tourists are interested to decrease own impact on nature through the low carbon tourism. Most of 

interviewed tourists in Cetinje (86.7%), coming from Russia (71.2%), retired (84.4%) and most tourists that stated 

annual income over 60,000 EUR (90.9%) are interested to decrease own impact on nature through the low carbon 

tourism.   

 

ü Tourists to define what carbon footprint is ς aƻǊŜ ǘƘŀƴ ŀ ƘŀƭŦ ƻŦ ƛƴǘŜǊǾƛŜǿŜŘ ǘƻǳǊƛǎǘǎ όрмΦсл҈ύ ǎǘŀǘŜŘ ǘƘŀǘ ŘƻƴΩǘ 

know definition of carbon footprint, while others decided for some the offered definitions of carbon footprint as 

follows: 

 

Table 4: Definition of carbon footprint 

Decreasing CO2 emissions in land transport 2.8% 

Decreasing CO2 emissions in air transport 6.2% 

Decreasing CO2 emissions in water transport 1.9% 
The total sets of greenhouse gas emissions caused by an organization, event, product or person 23.3% 

Decreasing CO2 emissions in accommodation 6.0% 

Decreasing CO2 emissions in tourism activities 8.2% 

5ƻƴΩǘ ƪƴƻǿ 51.6% 
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ü If tourists ever calculated their carbon footprint ς Only 2.20% of interviewed tourists have calculated carbon 

footprint. Among them are 3.7% of tourists visiting Budva, 4,8% of tourists coming from the rest of the world, 2.9% 

of employed full-time and 9.8% of tourists that stated annual income from 30,000 EUR to 40,000 EUR.  

 

ü If tourists interested in calculating their carbon footprint and how much they are willing to pay for that on annual 

basis ς Half of interviewed tourists (49.29%) are interested in calculating carbon footprint and to pay up to 10 EUR 

on annual basis for calculating carbon footprint. 

 

Graph 37: Tourists interested in calculating carbon footprint 

 

Graph 38: How much tourists are willing to pay for calculating 
carbon footprint on annual basis 

 

 

More tourists visiting Tivat (63.0%) are interested in calculating carbon footprint, as well as most of those coming 

from the rest of the world (61.9%), tourists retired (61.7%) and tourists that stated annual income from 50,000 EUR 

to 60,000 EUR (75.0%).  

Out of tourists that stated interest in calculating carbon footprint, 62.1% of tourists in Budva are willing to pay for 

ǘƘŀǘ ǳǇ ǘƻ мл 9¦w ŀƴƴǳŀƭƭȅΣ ŀǎ ǿŜƭƭ ŀǎ снΦм҈ ƻŦ ǘƻǳǊƛǎǘǎ ŦǊƻƳ aƻƴǘŜƴŜƎǊƻΣ ŀƭƭ ƻŦ ǘƘƻǎŜ ǘƘŀǘ ǎǘŀǘŜŘ άƻǘƘŜǊέ ŀǎ 

employment status (in most cases dependents) and 77.3% of tourists that stated annual income up to 10,000 EUR.  

 

ü If tourists are willing to pay more for their vacation if it would fund low carbon projects in Montenegro ς 

Somewhat less than half of interviewed tourists (48.84%) would pay more for vacation if it will fund low carbon 

projects in Montenegro. More tourists visiting Herceg Novi (61.8%) are willing to pay more for their vacation if it 

would fund low carbon projects in Montenegro, as well as more tourists coming from Russia (58.7%), more retired 

(55.3%) and almost all (90.9%) tourists with annual income over 60,000 EUR. 
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Key Conclusions 

 

On bases of research among 1,000 visiting tourists in Montenegro by statistical analysis, it reached to the following 

results, as per July 2015: 

 

V This Survey among tourists/visitors in Montenegro on Low-Carbon Tourism was conducted in 6 coastal 

municipalities and Old Royal Capital of Cetinje. Sample was structured as previously defined.  According to the 

ǎŀƳǇƭŜ ǎǘǊǳŎǘǳǊŜ ōȅ ǘƘŜ ŎƻǳƴǘǊȅ ƻŦ ǘƻǳǊƛǎǘǎΩ origin, a half of interviewed tourists were from Montenegro. Most 

tourists were interviewed in Budva as statistical data shows that Budva hosts most of tourists in Montenegro. 

V Sample almost equally included both man and women with also almost equalized structure in terms of 

ǊŜǎǇƻƴŘŜƴǘǎΩ ŀƎŜΣ ƳŀǊƛǘŀƭ ǎǘŀǘǳǎ ŀƴŘ ŜŘǳŎŀǘƛƻƴ ςŀƭƳƻǎǘ Ŝǉǳŀƭ ƴǳƳōŜǊ ƻŦ ǘƘƻǎŜ ƛƴ άƳƛŘ ŀƎŜέ ǿƛǘƘ ŎƻƳǇƭŜǘŜŘ 

high school and university and quite less of those much older or younger and those with primary school or with 

higher degree than university. As expected, most tourists live on own salary but its level is at lowest offered 

level. 

V Majority of interviewed tourists behave on holiday in expected ways ς most of them go on holiday one or two 

times (78.74%), every year (76.9%) for approximately 2 weeks, choose location asking friends and relatives or 

the Internet and organize holiday independently. 

V The most important aspect, out of 18 offered, with average highest given grade when choosing a holiday 

destination for tourists is άgeneral sense of safetyέΣ ǿƘƛƭŜ ǘƘŜ ƭŜŀǎǘ ƛƳǇƻǊǘŀƴǘ ƛǎ άŀǾŀƛƭŀōƛƭƛǘȅ ƻŦ ǎǇƻǊǘǎ ŦŀŎƛƭƛǘƛŜǎέΦ  

V One third of tourists coming from abroad visited Montenegro for the first time, as well as over half of tourists 

coming from the rest of the world.  

V Almost all (95.77%) tourists do plan to visit Montenegro again within the next five years.  

V Half of tourists coming from abroad arrived in Montenegro by plane, while more than two thirds (67.64%) of all 

interviewed tourists arrived by road vehicle ς own car, rent-a-car, motorbike or bus. 

V Most of tourists stay in hotels and hotel-apartments (41.34%) as well as in private accommodation (renting 

rooms) (34.33%).  

V Tourists usually spend 10 to 30 EUR per person per day for accommodation (45.05%) and for food and drinks 

(33.23%).  

V Tourists usually use own car (44.80%) or a bus (30.70%) when travel around Montenegro and usually came on 

holiday with family and/or relatives and with spouse/partner. Almost all tourists visiting Montenegro during 

summer holiday are planning swimming and sunbathing.  

V More than three quarters (76.32%) of interviewed tourists stated that environmental protection is on a 

satisfactory level in Montenegro. 
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V Tourists generally chose Montenegro because of its pure nature (50.60%) and good prices (40%). One quarter of 

tourists that have chosen Montenegro as a destination for holiday because of pure nature think that 

environmental protection is not on a satisfactory level in Montenegro. 

V Tourists visiting Montenegro generally believe that they behave in an environmentally conscious way (76.23%), 

have heard of nature friendly tourism (63.30%), but only less than one third (31.22%) of tourists have ever been 

on nature friendly tourism holiday. 

V Tourists that have been on nature-friendly tourism holiday, usually heard about that from the Internet (58.39%) 

and at these destinations were looking for various experiences and activities.  

V Tourists usually traveled on nature-friendly tourism holiday with family, the travel was independently organized 

and they approximately spend on such traveling less than 500 EUR.  

V Summer holidays in general (56.07%) and this summer holiday in Montenegro (50.90%) are, to some extent, 

based on contact with nature for most of tourists.  

V Less than one third (32.23%) of tourists are well informed about the nature friendly tourism in Montenegro. 

V Activities that tourists do in order to reduce use of natural resources while in Montenegro are mainly related to 

energy saving ς switch off lights and air conditioning when out and water/fuel saving ς taking a quick shower 

and walking.  

V Interviewed tourists were generally guessing what the low-carbon tourism is. However, majority (70.17%) of 

interviewed tourists are interested to decrease own impact on nature through the low carbon tourism and 

somewhat less than half (48.84%) of tourists would pay more for vacation if it would fund low-carbon projects in 

Montenegro. 

V Most tourists do not know what carbon footprint is ς mƻǊŜ ǘƘŀƴ ŀ ƘŀƭŦ όрмΦсл҈ύ ǎǘŀǘŜŘ ǘƘŀǘ ŘƻƴΩǘ ƪƴƻǿ 

definition of carbon footprint. Only 2.20% of interviewed tourists have calculated carbon footprint. Still, most 

tourists (49.29%) are interested to calculate their carbon footprint for less than 10 EUR per year. 
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Introduction 

 

Carbon Neutral Tourism project (TCNT) represent a new direction in the tourism development, creating a new business 

opportunity and a challenge to tourism developers. The environmental movement has boosted awareness of the 

importance of natural resources and reducing GHG emissions for tourism development and business. In this context, 

aƻƴǘŜƴŜƎǊƻΩǎ ǘƻǳǊƛǎƳ ǎŜŎǘƻǊ ƘŀǾŜ ǇƻǘŜƴǘƛŀƭ ǘƻ ŘŜǾŜƭƻǇ ƴŀǘǳǊŜ ōŀǎŜŘ ǘƻǳǊƛǎƳ ŦƻǊƳǎ ƛƴ ƻǊŘŜǊ ǘƻ ŎǊŜŀǘŜ ŀ ǎǳǎǘŀƛƴŀōƭŜ 

ōǳǎƛƴŜǎǎ ƳƻŘŜƭ ōȅ ǇǊƻƳƻǘƛƴƎ ŎƻǳƴǘǊȅΩǎ ǘǊŀƴǎƛǘƛƻƴ ǘƻǿŀǊŘǎ ŀ Ŏŀrbon neutral travel & tourism, minimizing energy use in 

transport and accommodation sectors.  

 

For the purposes of the survey, E3 Consulting in coordination with UNDP prepared a sample, based on a database of the 

companies registered basically in the Central Company Registry as well as databases from the Montenegrin Chamber of 

/ƻƳƳŜǊŎŜ ŀƴŘ 9ƳǇƭƻȅŜǊǎΩ CŜŘŜǊŀǘƛƻƴ ŀƴŘ bŀǘƛƻƴŀƭ ¢ƻǳǊƛǎƳ hǊƎŀƴƛȊŀǘƛƻƴ ƻŦ aƻƴǘŜƴŜƎǊƻΦ  

 

Sample was created as a representative three stage stratified sample of national companies. Survey was conducted 

among 100 companies operating in the tourism and travel sector, hereinafter referred to as tourism business entities, 

within seven targeted municipalities (Budva, Kotor, Tivat, Ulcinj, Herceg Novi, Bar and Cetinje) from Montenegro. 

 

Graph 39: Municipalities 

 

 

Random sampling method is implemented in case of sample unit selection of rent-a-car agencies, restaurants and 

tourism agencies with the same probability of selection. Sample units for individual accommodation are based on the 

random sampling method according to the category of the accommodation facility (number of stars). Data for the 

municipality of Ulcinj were not available and for the targeted municipality it was taken an average of all other categories 






























































































