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REZIME

Znacaj ukljucivanja razlicitih stejkhol-
dera u planiranje turizma dobija sve veci
znacaj. Efektivno planiranje na nivou tu-
ristickih destinacija je kompleksan proces
zbog postojanja brojnih stejkholdera sa
razlicitim misljenjima, vizijama problema
i razlicitim interesima. Uprkos slozeno-
sti procesa planiranja, visok nivo sarad-
nje i angazovanja stejkholdera smatra se
znacajnom odlikom uspjesnog planiranja
menadzmenta destinacije. Sprovodenje i
uspjeh turistickog plana cesto se oslanja
na podrsku stejkholdera.

U radu se analizira pitanje efektivnog pla-
niranja turisticke destinacije iz perspektive
uskladivanja interesa stejkholdera. Istra-
Zeno je planiranje turisticke destinacije u
turistickim destinacijama Crne Gore, nivo
saradnje stejkholdera i korelacija izmedu
implementacije planova i stejkholderske sa-
radnje. Empirijsko istrazivanje je sprovede-
no na populaciji od 19 lokalnih turistickih
organizacija u Crnoj Gori. Zakljucci i im-
plikacije istrazivanja su prikazani u radu.
Rezultati su pokazali postojanje problema
nedovoljne implementacije planova razvoja
turizma i nizak nivo saradnje zainteresova-
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SUMMARY

The importance of involving diverse stake-
holders in tourism planning is receiving grow-
ing recognition. Effective tourism destination
planning is a complex process, due to the ex-
istence of a wide variety of stakeholders with
a wide range of opinions, multiple problem
visions and different interests. Despite the
complexity of the planning process one feature
acknowledged for successful destination man-
agement planning is a high level of stakeholder
engagement and cooperation. The implemen-
tation and success of a tourism plan often re-
lies on the support of destination stakeholders.

The paper deals with the issue of effective tour-
ism destination planning from the perspective of
harmonizing stakeholders’ interests. It explores
tourism destination planning in the Montenegrin
tourist destinations, the level of stakeholder coop-
eration and correlation between destination plans
implementation and stakeholder cooperation. An
empirical research was carried on the popula-
tion of 19 local tourist organizations in Monte-
negro. Findings and implications of the research
are given in the paper. The results revealed the
problem of insufficient implementation of tourism
development plans and low level of stakeholder
cooperation. Also, there are implications based
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nih strana. Isto tako, istrazivanje ukazuje
da postoji jaka pozitivna korelacija izmedu
nivoa saradnje stejkholdera i implementa-
cije planova turisticke destinacije.

Kljuénerijeci: turisticka destinacija, planiranje
razvoja turisticke destinacije, stejkholderi,
stejkholderska saradnje.

uvaoD

Postalo je opSteprihvaceno da je za uspje-
San razvoj turistiCke destinacije neophodno
planiranje. S obzirom na to da je za turizam
neophodna zastita prirodnih 1 socio-kulturnih
resursa koji su turisticke atrakcije, planiranje
je klju€na aktivnost. Planiranje je veoma zna-
¢ajno u turizmu kako bi se povecale socijalne,
ekonomske 1 ekoloske koristi turistickog ra-
zvoja. Ipak, ukoliko se planiranje i upravljanje
ne sprovode, turizam ima potencijal da ostvari
svoje negativne efekte na samu destinaciju.

Potreba za planiranjem razvoja turistic-
ke destinacije postaje sve znacajnije pitanje
s obzirom na to da se mnoge destinacije, ne
uvazavajuéi znacaj planiranja, suocavaju sa
ekoloskim i socijalnim problemima, povecéa-
nim troskovima rjeSavanja konflikata i sla-
bljenjem konkurntnosti destinacije (Yuksel,
Bramwell i Yuksel, 1999, str. 351). Negativni
uticaji masovnog turizma, koji su ve¢ doveli
do pada interesovanja turista za mnoge, rani-
je veoma popularne destinacije, ali 1 negativ-
nog stava lokalnih rezidenata, ukazali su na
potrebu da se tradicionalni nacin planiranja
razvoja turizma, zasnovan prije svega na in-
teresima turistiCkog sektora, zamijeni novim
pristupom planiranju u formi stejkholderske
kolaboracije (kolaborativnim planiranjem),
¢ime se smanjuje mogucnost nastajanja kon-
flikta interesa lokalne zajednice 1 turisticke
industrije.

U literaturi iz oblasti turizma sve ve¢i fo-
kus se stavlja na turisticko planiranje koje
ukljucuje brojne stejkholdere na koje tu-
rizam utice, ukljucujuéi gradane, drzavu i
privredu, zbog cega je neophodna njihova
saradnja u kreiranju zajednicke vizije ra-
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on recently conducted research reported in this
paper, that there is a strong positive correlation
between the level of stakeholder cooperation and
implementation of a tourism destination plans.

Keywords: tourism destination, tourism
destination development planning, stakeholder,
stakeholder collaboration.

INTRODUCTION

It is becoming widely recognized that suc-
cess of tourist destinations requires planning.
Given that tourism activity relies on the pro-
tection of environmental and socio-cultural
resources that attract tourists, planning is an
essential activity. Planning in tourism is very
important in order to increase the social, eco-
nomic, and environmental benefits of tour-
ism development. However, if not properly
planned and managed, tourism can realise its
negative impacts on host destinations.

The need for planning tourism destination
development is becoming increasingly impor-
tant issue that needs to be addressed, because
many destinations that don’t recognize the im-
portance of planning face environmental and
social problems, increased costs of conflict
resolution, and declining destination com-
petitiveness (Yuksel, Bramwell and Yuksel,
1999, p. 351).The negative impacts of mass
tourism, which have already led to decline of
tourists’ interest for many formerly very pop-
ular destination, and negative attitude of local
residents, emphasize the need for replacing
traditional approach of planning tourism de-
velopment, based primarily on the interests of
the tourism sector, with a new approach based
on stakeholder cooperation (collaborative
planning), thereby reducing the possibility of
conflict of interest between local communi-
ties and the tourist industry.

Tourism literature shows increasing focus
on tourism planning that involves multiple
stakeholders affected by tourism, including
residents, public authorities and business,
so their collaboration is becoming neces-
sary in developing a shared “vision” for
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zvoja turizma (Yuksel, Bramwell 1 Yuksel,
1999, str. 351).

Efektivno planiranje turisticke destinacije je
kompleksan i multidimenzionalni proces koji
moze biti komplikovan za implementaciju
usljed postojanja razli¢itih stejkholdera sa ra-
zli¢itim misljenjima, vizijama problema i inte-
resima (Arenas 2010, str. 11). lako postoji jaka
argumentacija za potrebu planiranja turistic-
kog razvoja, implementacija planova jednako
je znacajna kao i1 samo formulisanje. Stoga,
u aktivnostima na izradi planova turistickog
razvoja u destinaciji neophodan je stejkhol-
derski pristup, odnosno ukljucenost i saradnja
svih vaznih destinacijskih stejkholdera, koji ¢e
omoguciti sinergetski efekat pri izradi i imple-
mentaciji planova, a $to je od klju¢nog znacaja
za uspjesnost implementacije.

U radu se analizira pitanje saradnje stejk-
holdera za efektivno planiranje turisticke de-
stinacije na primjeru Crne Gore. Glavno istra-
zivacko pitanje je da li saradnja stejkholdera
moze biti nacin za poboljanje implementacije
planova turisticke destinacije koji se uobica-
jeno odnose na njen razvoj.

PREGLED LITERATURE

Znacaj ukljucivanja razlicitih stejkholdera
u turistiCko planiranje postaje predmet sve
veceg interesovanja. Stejkholderi u turizmu
mogu biti “bilo koje grupe ili pojedinci koji
mogu uticati ili su pod uticajem turistickom
razvoja u odredenom regionu” (Bird, 2007,
str. 6). Oni mogu da ukljucuju lokalno sta-
novnistvo, privatni sektor i drzavne ustanove
koje mogu da saraduju u razvijanju zajednic-
ke vizije turistickog sektora (Yuksel, Bram-
vell 1 Yuksel 1999, str. 351). To je dovelo do
povecanja paznje usmjerene ka saradnji stejk-
holdera kojom se objedinjuju razliciti intere-
si u cilju razvoja, a nekada 1 implementacije
turisti¢ke politike. Saradnja stejkholdera pro-
gresivno postaje sve znacajniji aspekt turistic-
kog planiranja i razvoja, s obzirom na to da
se brojni interesi, vizije 1 perspektive razvoja
javljaju kao posljedica brojnosti stejkholdera.
Jamal 1 Getz (1995, str. 188) opisuju saradnju

tourism development (Yuksel, Bramwell
and Yuksel, 1999, p. 351).

Effective tourism destination planning is a
complex and multi-dimensional process that
can be difficult to implement due to the exist-
ence of a wide variety of stakeholders with a
wide range of opinions, multiple visions of a
problem and differing interests (Arenas 2010,
p. 11). Although there is a strong argument
for the need of planning in tourism devel-
opment, it is not important only to design a
development plan, but also to implement it.
Therefore, stakeholder planning approach is
necessary for tourism development, as well as
involvement and cooperating among all des-
tination stakeholders, which will enable syn-
ergy effect in plans implementations as a key
for successful plan realization.

This paper examines the issue of stakeholder
collaboration for the effective tourism destina-
tion planning taking the case of Montenegro. The
main research question is whether a stakeholder
collaboration approach can be a way to improve
implementation of tourism destination plans,
usually focusing on its further development.

LITERATURE REVIEW

The importance of involving diverse stake-
holders in tourism planning is receiving
growing recognition. Tourism stakeholders
can be described as “any group or individual
who can affect or is affected by tourism de-
velopment in a certain region” (Byrd, 2007,
p. 6). They can include local residents, private
business or public authorities, who might co-
operate and collaborate to develop a common
“vision” for tourism (Yuksel, Bramwell and
Yuksel 1999, p. 351). This has led to increas-
ing attention being directed to the stakehold-
er collaboration that brings together a range
of different interests in order to develop and
sometimes also implement tourism policies.
Stakeholder collaboration has progressively
become an important aspect in tourism plan-
ning and development, as many interests, vi-
sions and perspectives might derive from the
wide range of stakeholders. Jamal and Getz
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u turistiCkom razvoju kao “zajednicko plani-
ranje turizma bazirano na inter-organizaci-
onom, domenu zajednice u cilju rjesavanja
problema planiranja i/ili rjeSavanja pitanja
vezanih za njeno planiranje 1 razvoj. Cilj sa-
radnje je balansiranje mo¢i izmedu svih gru-
pa stejkholdera. Takode, cilj saradnje je da se
uspostavi ravnoteza moci izmedu svih intere-
snih grupa, odnosno da se preraspodijeli mo¢
od lokalnih vlasti ka zajednici (Tosun, 2000,
str. 615). Klju¢ni razlog za sve vece intereso-
vanje za saradnju stejkholdera u turistickom
razvoju je vjerovanje da turisticka destinacija
1 organizacije mogu da postignu konkurentnu
prednost spajanjem znanja, ekspertize, kapi-
tala 1 ostalih resursa (Bramwell, 2000 Lane).
Prema Gray (1989; Bramvell i Lane, 2000,
str. 273) kolaborativno planiranje se moze
definisati kao “kolektivni proces rjesavanja
konflikata 1 unapredenja zajednicke vizije
koja ukljucuje niz razli¢itih zainteresovanih
strana”. Prema Jamal 1 Getz (1995, str.188) u
turistickom kontekstu, zajedni¢ko planiranje
je proces koji podrazumijeva zajednicko od-
lu¢ivanje izmedu autonomnih, kljuénih stej-
kholdera u rjeSavanju problema planiranja
1 upravljanja pitanjima u vezi sa turistickim
planirajem i razvojem. Saradnja stejkhol-
dera ima potencijal da dovede do dijaloga,
pregovora i izgradnje uzajamno prihvatljivih
prijedloga o tome kako treba da se razvija
turizam. Nedostatak saradnje stejkholdera u
procesu planiranja dovodi do povecanja ni-
voa konflikta izmedu njih, §to utie i na nivo
konkurentnosti turisticke destinacije (Yuksel,
Bramwell i Yuksel, 1999, str.351) .

lako zajednicko planiranje moze biti tesko
1 oduzimati vrijeme (Bramwell i Lane, 2000,
str. 9), ono je opravdano jer potencijalno moze
dovesti do izbjegavanja troskova rjeSavanja
konflikata na dugi rok, politicki je legitimno
1 moZe biti zasnovano na znanju i kapaciteti-
ma stejkholdera (Yuksel, Bramwell 1 Yuksel,
1999, str. 351). Uprkos sloZenosti procesa
planiranja, visok nivo angaZovanja stejkhol-
dera, a posebno lokalne zajednice je prihva-
¢en kao znacajan za planiranje i menadZment
turisticke destinacije (Tosun i Timothy 2003;
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(1995, p. 188) described cooperation in tour-
ism development as ‘“collaborative tourism
planning based on inter-organizational, com-
munity domain aiming to resolve problems of
its planning and development”. The goal of
cooperation is to balance the power between
all stakeholder groups, namely to redistribute
power from local authorities to the communi-
ty (Tosun, 2000, p. 615). The key reason for
the growing interest in stakeholder collabo-
ration/cooperation in tourism development is
the belief that tourist destination and organi-
sations may be able to gain competitive ad-
vantage by bringing together the knowledge,
expertise, capital and other resources of sev-
eral stakeholders (Bramwell, Lane 2000).

Collaborative planning according to Gray
(1989; Bramwell, Lane, 2000, p. 273) is de-
fined as ““a collective process of resolving con-
flicts and advancing shared visions involving
diverse stakeholders”. According to Jamal and
Getz (1995, p. 188) in a tourism context, col-
laborative planning is a process that involves
joint decision making among autonomous,
key stakeholders in order to resolve planning
problems or to manage issues related to the
tourism planning and development. Stake-
holder collaboration has the potential to lead
to dialogue, negotiation and the building of
mutually acceptable proposals about how tour-
ism should be developed. Lack of stakeholder
collaboration in the planning process has also
shown to increase the level of conflicts among
the interested parties thus affecting the level of
tourism destination competitiveness (Yuksel,
Bramwell and Yuksel, 1999, p. 351).

While collaborative planning may be time
consuming and difficult (Bramwell and Lane,
2000, p. 9), it is justified as it can potentially
lead to avoiding the costs of resolving conflicts
in the long term, it is politically legitimate, and
it can be based on knowledge and capacities of
stakeholders (Yuksel, Bramwell and Yuksel,
1999, p. 351). Despite the complexity of the
planning process one factor acknowledged for
successful destination management planning is
a high level of stakeholder engagement, espe-
cially of local community (Tosun and Timothy
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Tosun, 2006; ). Sprovodenje 1 uspjeh plana
turisti¢ke destinacije Cesto se oslanja na po-
drsku stejkholdera u zajednici (Byrd, 2007;
Timur 1 Getz, 2008). Planiranje u turizmu ¢e
biti korisno samo kroz inpute Sirokog spektra
ucesnika ukljucujuéi i1 lokalno stanovnistvo,
privatna preduzeca i javni sektor, s obzirom
na to da je izuzetno teSko formulisati i im-
plementirati turisticki plan bez jake podrske i
uklju€enosti svih ovih interesnih grupa.

Na osnovu prethodne teorijske diskusije,
postavljena je sljedec¢a hipoteza:

Hipoteza 1 (H1): Sprovodenje planova
za razvoj turistickih destinacija zavisi od
saradnje izmedu destinacijskih stejkhol-
dera.

Ovom hipotezom Zeli se dokazati da je spro-
vodenje planova koji se uobicajeno donose za
razvoj turizma u destinaciji bolje upravo u
onim destinacijama u kojima postoji visi nivo
saradnje izmedu stejkholdera u turizmu, §to je
bitan preduslov za ukupan kvalitet upravlja-
nja turistickom destinacijom.

METODOLOGIJA ISTRAZIVANJA

Definisanje uzorka istrazivanja

Da bismo testirali hipotezu da sprovodenje
planova koji se uobicajeno donose za razvoj
turizma u destinaciji zavisi od nivoa sarad-
nje izmedu destinacijskih stejkholdera, spro-
vedeno je istrazivanje o stanju planiranja i
stejkholderskoj saradnji, koje predstavlja dio
istrazivanja o stanju upravljanja razvojem
turistiCkih destinacija u Crnoj Gori. Istrazi-
vanje o stanju planiranja je izvr§eno na po-
pulaciji koju su ¢inili direktori svih turistic-
kih organizacija u Crnoj Gori, jer se smatralo
da turisticke organizacije imaju najcjelovitiji
uvid u stanje planiranja razvoja turistickim
destinacijama. Sistem turistickih organiza-
cija u Crnoj Gori sastoji se od ukupno 19
turistickih organizacija. Prikupljeno je uku-
pno 17 upitnika, §to predstavlja stopu po-
vracaja od 89,5%. Istrazivanjem percepcije
stejkholderske saradnje u oblasti planiranja

2003; Tosun, 2006). The implementation and
success of a tourism destination plan often relies
on the support of stakeholders in the community
(Byrd, 2007; Timur and Getz, 2008). Tourism
planning will benefit only through input from a
wide range of participants including local resi-
dents, private business and public authorities, as
it is extremely difficult to formulate and imple-
ment a tourism plan without the strong support
and involvement of all these groups.

Based on the preceding theoretical discus-
sion, the following hypothesis is proposed:

Hypothesis 1 (H1): The implementation of
plans for tourist destination development de-
pends on cooperation between the destination
stakeholders.

This hypothesis aims to prove that the imple-
mentation of plans which are commonly adopted
for the development of tourism destination is bet-
ter in those destinations where there is a higher
level of cooperation between stakeholders, which
is an essential prerequisite for the overall quality
of tourism destination management.

RESEARCH METHODOLOGY

Study sample

In order to test the hypothesis that the imple-
mentation of plans, that are commonly adopted
for tourism destination development, depends
on the level of cooperation among stakehold-
ers, authors conducted the survey about plan-
ning and stakeholder cooperation, as a part of
research of the state of management of tourist
destination development in Montenegro. Re-
search on the state of planning was conduct-
ed on population composed of directors of
all tourism organizations in Montenegro, as
it was considered that tourism organizations
have complete insight into the state of tourist
destination development planning. The tourist
organization system in Montenegro consists
of 19 tourism organizations. Authors collected
17 questionnaires, which means that 89.5% of
respondents wanted to participate. Data on per-
ception of stakeholder cooperation in the field
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obuhvaceni su predstavnici sljede¢ih grupa
stejkholdera: turisticke organizacije 1 opSti-
ne kao reprezentativni predstavnici javnog
sektora, hotelijeri 1 turisticke agencije kao
predstavnici privatnog sektora, i lokalno sta-
novnistvo. Od ukupno 130 poslatih upitnika
prikupljeno je 110 upitnika, Sto predstavlja
stopu povracaja od 84,62%.

Metode istrazivanja

Instrument istrazivanja bio je strukturirani
upitnik u kojem se od anketiranih trazilo da
odgovore na pitanja o zastupljenosti 1 spro-
vodenju planova koji se uobicajeno donose
za razvoj turizma u turistiCkoj destinaciji.
Zatim, za svaki plan se od anketiranih trazio
stav 0 ograni¢enjima za njegovo sprovodenje.
Ogranicenja su se odnosila na: nedostatak fi-
nansijskih sredstava, ogranicenja u ljudskim
resursima, pasivan odnos prema zahtjevima
trziSta, nedovoljno poznavanje trziSnih tren-
dova, loSu saradnju medu destinacijskim stej-
kholderima 1 nepostojanje strategije razvo-
ja proizvoda. Sva pitanja u upitniku bila su
zatvorenog tipa, s tim da je dio pitanja imao
nabrojene ponudene odgovore i1 numeri¢ku
skalu. Za ocjenu stavova o stepenu sprovode-
nja destinacijskih planova koristena je nume-
ricka ljestvica sa pet mjesta (1-loSe, 5—-izvr-
sno). Na dobijenim podacima primijenjena je
deskriptivna analiza podataka. IzraCunate su
aritmeticke sredine dobijenih ocjena, njihova
standardna devijacija, zatim medijane 1 kvar-
tili. Za testiranje korelacije saradnje izmedu
destinacijskih stejkholdera i1 planiranja kao
instrumenta upravljanja razvojem turisticke
destinacije koriSten je Spearmanov koefici-
jent korelacije ranga (rs) koji mjeri stepen 1
smjer korelacije izmedu dvije pojave koje su
predstavljene parovima rang-varijabli. Cilj
analize korelacije je da se utvrdi jacina i smjer
korelacije izmedu stejkholderske saradnje 1
implementacije planova. Za obradu podataka
koriS¢en je SPSS program za analizu poda-
taka. Za testiranje razlike u zastupljenosti i
sprovodenju planova izmedu regiona koris¢en
je Kruskal-Wallis test, koji predstavlja nepa-
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of planning were collected from representa-
tives of the following groups of stakeholders:
tourist organizations and municipalities as rep-
resentatives of the public sector, hoteliers and
travel agents as representatives of the private
sector, and local population. Out of total 130
questionnaires sent, 110 questionnaires were
received, which is the rate of return of 84.62%.

Research methods

As a research instrument, structured ques-
tionnaire was used in which respondents were
asked to answer questions about representation
and implementation of plans that are com-
monly adopted for tourist destionation devel-
opment. For each of those plans, respondents
were asked to give their opinion about the
limitations for their implementation. Limi-
tations were related to: lack of financial re-
sources, human resource limitations, passive
attitude towards market demands, insufficient
knowledge on market trends, poor cooperation
among destination stockholders and the lack
of product development strategy. Questions
in the questionnaire were closed-ended, with
some multiple choice questions and numeri-
cal scale. For assessment of attitudes about the
degree of implementation of destination plans,
Likert scale (1-poor, 5-excellent) was used. De-
scriptive data analysis was applied. Data were
analyzed using the arithmetic mean, standard
deviation, then the median and quartiles. For
testing the correlation of cooperation among
destination stakeholders and planning as an
instrument of managing tourist destination
development, Spearman’s of rank correlation
coefficient (rs) was used, which measures the
degree and direction of the correlation between
two phenomena that are represented by the
pairs ranking of variables. The aim of correla-
tion analysis was to determine the magnitude
and direction of the correlation between stake-
holder cooperation and plans implementation.
SPSS program was used for data processing.
For testing differences in representation and
the plans implementation between different re-
gions, the Kruskal-Wallis test was used, as the



Lj. Pjeroti¢, M. Radenovi¢, A. Tripkovi¢-Markovi¢: STAKEHOLDER COLABORATION IN TOURISM ...

ECONOMICS

rametarsku analizu sredine rangova. Testirana
je normalnost distribucije varijabli upotrebom
Shapiro-Wilk testa, koji je pokazao da vari-
jable nemaju normalnu distribuciju (p vrijed-
nost manja od 0,05). Nivo znacajnosti (p) za
sve koriStene statistiCke testove iznosi 0,05,
tako da je vrijednost p<0,05 smatrana poka-
zateljem statisticke znac¢ajnosti.

REZULTATI ISTRAZIVANJA

U nastavku predstavljamo pregled stanja
planiranja turisticke destinacije u Crnoj Gori.
Najprije je predstavljena opSta slika stanja
planiranja, a zatim rezultati po regionima.
Dalje su prikazani rezultati stejkholderske sa-
radnje u procesu planiranja. Za pitanja koja
zahtevaju da/ne odgovore, odnosno analizu
nominalnih promjenljivih, predstavljena je
frekvencija pojedinih odgovora, dok su kod
rangova, tj. ordinarnih podataka predstavlje-
ne aritmeti¢ka sredina i standardna devijaci-
ja. Rezultati dobijeni ovim istrazivanjem su
predstavljeni u nastavku.

Planiranje u destinaciji

Instrument planiranja posmatran je kroz po-
stojanje 1 sprovodenje tri vrste plana koji se
najceS¢e donose na nivou turisticke destina-
cije. To su: plan razvoja turizma, marketing
plan i plan promotivnih aktivnosti. Imajuéi u
vidu ¢injenicu da veliki broj turistickih orga-
nizacija ima planove promotivnih aktivnosti
na godiSnjem nivou koji nisu sadrzani u mar-
keting planu, plan promocije posmatran je
nezavisno od marketing plana (naime, plan
promocije moZze postojati iako ne postoji mar-
keting plan). Analizirano je da li svaki od na-
vedenih planova uopste postoji u destinaciji.
Ukoliko postoji, bilo je neophodno procijeniti
u kojoj mjeri su oni implementirani koristeci
Likertovu skalu (1-loSe, 5-izvrsno). Zatim, od
ispitanika se trazilo da daju svoje misljenje o
ograni¢enjima za njihovo sprovodenje.

Istrazivanje pokazuje (Tabela 1) da veci-
na turistickih destinacija ima plan promo-
tivnih aktivnosti (94.1%) i strateski plan

nonparametric test of the middle ranks. Nor-
mal distribution of variables was tested using
the Shapiro-Hi test, which showed that varia-
bles do not have a normal distribution (p value
less than 0.05). The significance level (p) used
for all statistical tests is 0.05, so that the value
of p<0.05 was considered as an indicator for
statistical significance.

RESEARCH RESULTS

Below we present the review of the state of
tourism destination planning in Montenegro.
The general picture of the state of planning
is presented first, followed by specific results
for different regions. Further on, we give the
research results on stakeholder collaboration
in the planning process. For questions requir-
ing a yes/no answet, i.e. in nominal variables
analyses, we present the frequency of certain
answers, while with ranks, i.e. ordinary data,
we show the arithmetic mean and standard
deviation. The results acquired through this
research are presented below.

Destination planning

Three plans usually made for tourism desti-
nation development were analysed as planning
instruments. These are: tourism development
plan, tourism marketing plan, and promotion-
al activity plan. Bearing in mind the fact that
a large number of tourism organizations make
annual promotional activity plans that are not
contained in their marketing plans, promotion-
al activity plan was observed independently of
marketing plan (namely, a promotional plan
may exist although there is no tourism marketing
plan). Each of the listed plans was investigated
to see if they even existed at the destination at
all. If they did, it was necessary to evaluate how
they were implemented on a 5-point Likert-type
scale (1-poor, 5—excellent). Then, the partic-
ipants were asked to give their opinions about
the limits of the plans implementation.

The research shows (Table 1) that most of the
tourism destinations have a promotional activity
plan (94.1%) and a strategic development plan
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razvoja (70.6%), dok su marketing planovi
najmanje zastupljeni (41.2%). Iako su pla-
novi pretpostavka koordinisanog razvoja,
oni postaju efektivni tek po implementaciji.
Prema miSljenju direktora turistickih orga-
nizacija, marketinski i promotivni planovi
se bolje implementiraju od razvojnih pla-
nova i ocijenjeni su prosjecnom ocjenom 3
(Tabela 1). Cak 91.7% ispitanika smatra da
postoje ograni¢enja za implementaciju pla-
nova razvoja turizma. Kao razloge za sporu
implementaciju, direktori turistickih orga-
nizacija naveli su nedostatak finansijskih
sredstava (91.7%), ogranic¢enja u ljudskim
resursima (25%), nedostatak strategije ra-
zvoja proizvoda (25%), nedovoljno znanje
o trziSnim trendovima (16,7%) 1 loSu sarad-
nju stejkholdera (8,3%).

Prema ocjenama koje su dali direktori turi-
stikih organizacija (Tabela 1), marketing pla-
novi su najbolje sprovedeni, sa prosje¢nom
ocjenom 3.71. Ovaj rezultat nije iznenaduju-
¢i, jer brojni naucnici isticu da su marketing
aktivnosti oblast u kojoj je najrazvijenija sa-
radnja interesnih grupa, $to je i preduslov nji-
hove realizacije.

Tabela 1
Zastupljenost i sprovodenje destinacijskih planova

(70.6%), while marketing plans are the least pres-
ent (41.2%). Although the plans are a presump-
tion of a system-coordinated development, they
are effective only when they get implemented.
According to opinions of the tourism organiza-
tions directors, marketing and promotional activ-
ities plans are better implemented than those for
tourism development, and they were evaluated
with a score of 3 (Table 1). As much as 91.7%
of the participants think there are limitations for
implementing tourism development plans. As for
reasons for the slow realization of tourism de-
velopment plans, directors of tourism organiza-
tions listed (Graph 1) lack of financial resources
(91.7%), human resources limitations (25%), lack
of product development strategy (25%), insuffi-
cient knowledge on market trends (16.7%), and
poor cooperation among stakeholders (8.3%).

According to the scores given by the directors
of tourism organizations, marketing plans are
best implemented, with an average score of 3.71
(Table 1). This result is not surprising because
numerous scientists point out that marketing
activity is actually the field where cooperation
between interest groups is the most developed,
which is the prerequisite for their realization.

Table 1
Destination planning

Destinacije koje imaju plan
[Destinations having a plan]

Ocjena sprovodenja plana
[Plan implementation rating]

Plan
N % Aritmeti¢ka sredina Standardna devijacija
° [Arithmetic mean] [Standard deviation]

Plan razvola turizma 12 706 3.00 0816
[Tourism development plan]
Marketing plan
[Marketing plan] 7 41.2 3.71 0.700
Plan promotivnih 16 94.1 3.68 1.158

[Promotional activities plan]

Kada govorimo o ograni¢enjima u imple-
mentaciji ove vrste planova, svi ucesnici su
imali pozitivno misljenje o ovom problemu.
Kada je u pitanju vrsta ograni¢enja (Grafikon
1), misljenja su slicna onima o razvojnim pla-
novima. Naime, ve¢ina primjedaba vezana
je za nedostatak finansijskih resursa (100%),
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When speaking about limitations for imple-
menting these plans, all participants had posi-
tive opinions about this problem. As for the type
of limitations (Graph 1), the responses are sim-
ilar to those about development plans. Namely,
most objections are related to the lack of finan-
cial resources (100%), then a passive attitude
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zatim pasivan stav prema zahtjevima trzista
(42.85%), kao 1 ograni¢enja u ljudskim resursi-
ma (28.57%). Nakon toga isticu se loSa sarad-
nja stejkholdera (14.28%), nedostatak strate-
gije razvoja proizvoda (14.28%) 1 nedovoljno
znanje o trziSnim trendovima (14.28%).

Kada je rije¢ o planovima promotivnih ak-
tivnosti, njihovo ostvarivanje je ocijenjeno
sa prosjecnom ocjenom 3.68 (Tabela 1). Ovi
planovi su kratkoroc¢ni, operativni (operativ-
ne aktivnosti koje predstavljaju dugu i dobro
uvjezbanu praksu turistickih organizacija) i
brzo proizvode rezultate. Oni se uglavnom
sprovode u saradnji sa privatnim sektorom
koji dobro poznaje trzite. Cak i kod plano-
va promotivnih aktivnosti vecina ispitanika
(80%) smatra da postoje ograni¢enja u imple-
mentaciji. Opet, najizrazenija ogranic¢enja su
manjak novcanih sredstava (81.25%), ograni-
¢enja u ljudskim resursima (12.5%) i nepo-
stojanje strategije razvoja proizvoda (12.5%).
Dalje su istaknuti pasivan stav prema zahtje-
vima trzista (6,3%), kao i nedovoljno znanje
o trziSnim trendovima (6,3%). Za razliku od
prethodno pomenutih planova, losa saradnja
medu stejkholderima nije navedena kao ogra-
ni¢enje (Grafikon 1).

towards market demands (42.85%), and limita-
tions in human resources (28.57%). Following
these are: poor collaboration among destination
stakeholders (14.28%), lack of product develop-
ment strategy (14.28%) and insufficient knowl-
edge on market trends (14.28%).

When it comes to promotional activity plans,
their implementation was evaluated with an
average score of 3.68 (Table 1). These plans
are short-term, operative (operational activities
that represent a long and well-practiced part
of tourism organizations’ business) and pro-
duce results quickly. They are mostly carried
out in collaboration with the private sector,
which knows the market very well. Howev-
er, even with implementation of promotional
activity plans, most of the participants (80%)
thought limitations existed. Again, the most
emphasized limitations were lack of financial
resources (81.25%), limitations in human re-
sources (12.5%), and the lack of a product de-
velopment strategy (12.5%). Next came a pas-
sive attitude towards market demands (6.3%),
and insufficient knowledge on market trends
(6.3%). In contrast to the previously mentioned
plans, poor cooperation among stakeholders
was not listed at all as a limitation (Graph 1).

100

m nedostatak finansijskih

90
80

sredstava [lack of financial
resources]

70
60
50
40

30
20

10

0

Plan razvoja turizma Marketinski plan

[Tourism
development plan]

turizma [Marketing
plan]

Plan promotivnih
aktivnosti
[Promotional

® ogranicenja u ljudskim
resursima [human resources
limitations]

H nepostojanje strategije razvoja
proizvoda [lack of product
development strategy]

m nedovoljno poznavanje trziSnih
trendova [insufficient
knowledge on market trends]

® Josa stejkholderska saradnja
[poor stakeholder cooperation]

activities plan]

Grafikon 1. Ograni¢enja u sprovodenju
planova potrebnih za razvoj destinacije

Graph 1. Limitations in implementation of
destinations development plans
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Na Grafikonu 1 jasno se vidi da medu ogra-
ni¢enjima za sprovodenje sva tri plana do-
miniraju nedostatak finansijskih sredstava i
ograni¢enja u ljudskim resursima. Saradnja
destinacijskih stejkholdera je u teoriji pre-
poznata kao vazan faktor za implementaciju
planova. Medutim, istrazivanje je pokazalo
da je losa stejkholderska saradnja u crnogor-
skim turistickim destinacijama u sjenci ogra-
nicenja u finansijskim sredstvima i ljudskim
resursima, tako da nije visoko rangirana u
grupi ogranic¢enja za sprovodenje planova, ali
se navodi kada je u pitanju realizacija plana
razvoja turizma.

Kada je rijec o zastupljenosti planova neophod-
nih za razvoj destinacija po regionima, istraziva-
nje je pokazalo da plan razvoja turizma u najve-
¢em broju imaju destinacije u SrediSnjem (75%),
zatim Sjevernom regionu (71,43%), a najmanje
u Primorskom regionu (66,67%). Marketinske
planove turizma najvise imaju destinacije u Sre-
disnjem (50%) 1 Primorskom regionu (50%), naj-
manje u Sjevernom regionu (28,57%). Promotiv-
ne aktivnosti najvise se planiraju u Sjevernom
(100%) 1 Sredisnjem regionu (100%), a najmanje
u Primorskom regionu (83,33%).

5
4
4 3,67
35
3,25
3
3 2,8
2
1
0
Plan razvoja turizma Marketing plan
[Tourism development plan] [Marketing plan]

Grafikon 2. Srednje ocjene sprovodenja planova
po regionima

Posmatrano po regionima u Crnoj Gori
(Grafikon 2), sprovodenje plana razvoja tu-
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Graph 1 clearly shows that among the lim-
itations for implementation of all three kinds
of plans lack of financial resources and lim-
itations in human resources are dominant.
Stakeholder cooperation is theoretically rec-
ognized as an important factor for plans im-
plementation. However, research has shown
that poor cooperation among stakeholders in
Montenegrin tourist destinations is shadowed
by limitations in funding and human resourc-
es, so it is not highly ranked as plans imple-
mentation limitation factor, but it is perceived
as a limitation when it comes to implementa-
tion of tourism development plans.

When it comes to destination develop-
ment plans frequency by regions, research
showed that tourism development plan is
mostly used in central region (75%), fol-
lowed by northern region (71.43%) and the
least in coastal region (66.67%). Marketing
plans are mostly used in central and coastal
region (50%), and the least in northern re-
gion (28.57%). Promotional activities plans
are mostly used in northern (100%) and
central region (100%), and the least in the
coastal region (83,33%).

44

3,5
3,26

B Sjeverni region
[North region]
® Sredi$nji region

[Central region]

Primorski region
[Coast region]

Plan promotivnih aktivnosti
[Promotional activities plan]

Graph 2. Average scores of plans
implementation by regions

If we analyze regions in Montenegro (Graph
2), the implementation of tourism develop-
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rizma 1 plana promotivnih aktivnosti najbolje
je ocijenjeno u Primorskom regionu (srednje
ocjene 3,25 1 4,40 respektivno), dok je spro-
vodenje marketing plana najbolje ocijenjeno
u Sjevernom regionu (prosjecna ocjena 4,00).

ment and promotional activities plan is best
rated in coastal region (average score 3.25
and 4.40 respectively) while the implemen-
tation of marketing plan is best rated in the
northern region (average score 4.00).

Tabela 2 Table 2
Razlika izmedu regiona u sprovodenju Difference among regions in plans
planova (Kruskal-Wallis test) implementation (Kruskal-Wallis test)
Plan [Plan] K-W p

Plan razvoja turizma

[Tourism development plan] 0,072 0,965

Marketing plan

[Marketing plan] 0,366 0,833

Plan promotivnih aktivnosti 0.874 0.646

[Promotional activities plan]

Za testiranje razlike izmedu regiona u spro-
vodenju planova koristen je Kruskal-Wallis
test (Tabela 2). Kruskal-Wallis test pokazao
je da izmedu regiona ne postoji statisticki
znacajna razlika u sprovodenju planova, tj.
ne postoji razlika niti u sprovodenju planova
razvoja turizma (p=0,965), niti marketinSkih
planova (p=0,833), niti planova promotivnih
aktivnosti (p=0,646).

Planovi predstavljaju vazan instrument
upravljanja razvojem turizma, jer su pret-
postavka za sistemski i koordiniran razvoj.
Medutim, oni postaju efikasni tek kada se
pocnu implementirati. Prema misljenju di-
rektora turistickih organizacija, planovi
koje posjeduju ne sprovode se u potpunosti.
Anketirani generalno smatraju da postoje
ograni¢enja za sprovodenje planova, od-
nosno, za ostvarenje njihove realizacije, a
kao glavno ogranicenje navode nedostatak
finansijskih sredstava i ogranicenja u ljud-
skim resursima.

Stejkholderska saradnja i korelacija sa
sprovodenjem planova

Stejkholderska saradnja smatra se osnov-
nim preduslovom efikasnog upravljanja turis-
tickom destinacijom (Buhalis, 2000; Dredge,
2006) i samim tim planiranja kao jednim od

For testing the differences in plan im-
plementation by region we wused the
Kruskal-Wallis test (Table 2). Kruskal-Wal-
lis test showed that there is no statically sig-
nificant difference between regions in plans
implementation: there is no difference be-
tween tourism development plans (p=0.965),
marketing plans (p=0.833), nor promotional
activities plans (p=0.646).

Plans are an important instrument of tour-
ism development management as they are
the prerequisite for systemic and coordinat-
ed development. However, they become ef-
fective only upon implementation. Accord-
ing to the opinion of tourism development
organizations, formulated plans were not
fully implemented. Respondents generally
considered that there are limitations to plans
implementations and their realization, and
lack of financial resources and limitations
in human resources were identified as main
constraints.

Stakeholder cooperation and correlation
with plans implementation

Stakeholder cooperation is considered to
be a basic prerequisite for efficient tourist
destination management (Buhalis, 2000;
Dredge, 2006) and therefore planning as one
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instrumenata upravljanja razvojem destinaci-
je. Istrazivanje je pokazalo da je u turistickim
destinacijama u Crnoj Gori ona nedovoljno ra-
zvijena. Naime, anketirani su generalno ocije-
nili nivo stejkholderske saradnje na podrucju
razvoja turizma u destinaciji prosje¢nom ocje-
nom 3.06, dok je saradnja u oblasti planiranja
ocijenjena prosje¢nom ocjenom 2.88.

Za potrebe dokazivanja hipoteze da spro-
vodenje planova zavisi od nivoa saradnje
izmedu destinacijskih stejkholdera, na po-
dacima dobijenim anketom sprovedena je
dalja statisticka analiza. Spearmanov koefi-
cijent korelacije ranga pokazao je da postoji
statisticki znacajna korelacija stejkholderske
saradnje i sprovodenja planiranja. Saradnja
u oblasti planiranja statisticki zna¢ajno kore-
lira sa ukupnim sprovodenjem planova (Ta-
bela 3). Radi se o pozitivnoj, srednje jakoj
korelaciji (rs=0,777; p=0,01). Isti rezultat se
dobija i kada je u pitanju saradnja na gene-
ralnom nivou, naime i ona statisticki znacaj-
no korelira sa ukupnim sprovodenjem plano-
va (rs=0,534; p=0,027).

Tabela 3
Korelacija  stejkholderske
sprovodenja planiranja

saradnje i

of the destination development managment
functions. Research has shown it is underde-
veloped in tourist destinations in Montene-
gro. Specifically, respondents estimated the
level of stakeholder cooperation in the field
of tourism development with average grade
3.06, and the cooperation in the field of plan-
ning with 2.88.

For the purposes of proving the hypothesis
that the implementation of plans depends on
the level of cooperation between stakehold-
ers, the obtained data were further statisti-
cally analysed. Spearman’s rank correlation
coefficient showed that there is a statistically
significant correlation between stakeholder
cooperation and planning implementation.
Cooperation in the field of planning is sig-
nificantly correlated with the overall general
implementation (Table 3). It is a positive, me-
dium strong correlation (rs=0.777; p=0.01).
The same result is obtained when it comes to
cooperation at the general level, in fact it is
significantly correlated with the overall plans
implementation (rs=0.534; p=0.027).

Table 3
Correlation between stakeholder cooperation
and plans implementation

Ukupno spro- Plan razvoja tur- Plan promotivnih
. vodenje planova izma Marketing plan aktivnosti
Sar adnj.a [Overall implemen- [Tourism develop- [Marketing plan] [Promotional activ-
[Cooperation] tation] ment plan] ities plan]
r p r, p r, P r P

Generalno 0,53 0027 0597 0011 0507 0038 0658 0004
[In general]
Oblastplaniranja o 707 g1 0582 0014 0699 0002 0555 0021
[Area of planning]

Analiza korelacije potvrdila je vaznost ko-
munikacije i saradnje izmedu destinacijskih
stejkholdera. Takode, rezultati istrazivanja
potvrdili su hipotezu da nivo sprovodenja pla-
nova kao instrumenta upravljanja turistickom
destinacijom zavisi od nivoa saradnje izme-
du destinacijskih stejkholdera, odnosno da je
sprovodenje planova bolje u turistickim desti-
nacijama u kojima destinacijski stejkholderi
saraduju.
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Correlation analysis confirmed the impor-
tance of communication and cooperation
between destination stakeholders. Also, the
survey results confirm the hypothesis that
the level of plans implementation as an in-
strument for managing tourism destination
depends on the level of cooperation between
stakeholders, and that plans implementation
is better in tourist destinations where stake-
holders cooperate.
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DISKUSIJA | ZAKLJUCCI

Cilj empirijskog istraZivanja bio je utvrditi
stanje planiranja kao instrumenta upravljanja
razvojem turisti¢kih destinacija u Crnoj Gori,
kao 1 stanje stejkholderske saradnje. S obzi-
rom na to da se stejkholderska saradnja sma-
tra osnovnim preduslovom efikasnog sprovo-
denja planova turistiC¢kih destinacija, drugi
cilj bio je ispitati vezu izmedu stejkholderske
saradnje 1 implementacije planova kao instru-
menata u upravljanju razvojem destinacije
(strateSko, marketin§ko, operativno planira-
nje). Na osnovu prethodno i1zloZenih rezultata
istrazivanja moguce je izvesti odredene za-
kljucke koje ¢emo u nastavku izloziti.

Planiranje turistiCkog razvoja je zastuplje-
no u crnogorskim turistickim destinacijama,
odnosno vecina turisti¢kih organizacija ima
planski pristup turistic(kom razvoju. Najve-
¢i dio njih ima plan promotivnih aktivnosti
(94,1%), zatim plan razvoja turizma (70,6%),
dok je marketinSki plan najmanje zastupljen
(41,2%). Vecina crnogorskih turistickih desti-
nacija nema marketinski plan, iako je planira-
nje marketing aktivnosti turisticke destinacije
izuzetno vazno, jer upravo turisticka destina-
cija najcesce utice na privlacenje potencijal-
nog posjetioca. Takode, marketinski planovi
predstavljaju instrument optimizacije efeka-
ta turizma 1 ostvarenja strategijskih ciljeva
usmjerenih ka zadovoljenju potreba i Zelja
svih stejkholdera turisti¢ke destinacije.

Planovi predstavljaju vazan instrument
upravljanja razvojem turizma, jer su pretpo-
stavka za sistemski 1 koordiniran razvoj. Me-
dutim, oni postaju efikasni tek kada se pocnu
implementirati. Prema misljenju direktora tu-
ristickih organizacija, planovi koje posjeduju
ne sprovode se u potpunosti. Srednje ocjene
njihovog sprovodenja krecu se u rasponu od
3 do 3,71. MarketinSki planovi (prosje¢na
ocjena 3,71) 1 planovi promotivnih aktivno-
sti (prosjecna ocjena 3,68) sprovode se nesto
bolje od planova razvoja turizma (prosjecna
ocjena 3,00). Planovi promocije su kratkoroc-
ni, operativni 1 vrlo brzo pokazuju rezultate.
Osim toga, promotivne aktivnosti su ve¢ do-

DISCUSSION AND CONCLUSIONS

The objective of this empirical research was
to determine the state of planning as an instru-
ment for managing the development of tour-
ist destinations in Montenegro, as well as the
state of stakeholder cooperation. Given that
stakeholder cooperation is considered to be the
basic prerequisite for effective tourist destina-
tion plans implementation, the second objec-
tive was to investigate the relationship between
stakeholder cooperation and plans implemen-
tation as an instrument for managing the des-
tination development (strategic, marketing and
operational planning). Conclusions based on
results are exposed are presented below.

Touristic development planning is com-
mon in Montenegrin tourist destinations and
most of tourist organization use planning
approach in tourism development. The ma-
jority of them have promotional activities
plan (94.1%) and tourism development plan
(70.6%), while marketing plan has less than a
half of the respondents (41.2%). Many Mon-
tenegrin tourist destinations have no market-
ing plan, despite the fact that marketing activ-
ities planning is extremely important, as the
tourist destination is usually the one that at-
tracts potential visitors. Also, marketing plans
are a tool for optimizing effects of tourism
and the realization of strategic goals aimed at
satisfying the needs and desires of all tourist
destination stakeholders.

Plans are an important instrument for manag-
ing tourism development, as they are prerequi-
site for systemic and coordinated development.
However, they become effective only after im-
plementation. Directors of tourism organiza-
tions believe that plans they have, are not fully
implemented. According to their assessment,
average level of plan implementation range
from 3 to 3.71. Marketing plans (average score
3.71) and promotional activities plans (average
score 3.68) are better implemented than tour-
ism development plans that have lowest aver-
age score of 3.00. Promotional plans are short
term, operational and show result quickly. In
addition, promotional activities are already
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bro uhodan dio poslovanja turisti¢kih organi-
zacija 1 to moze biti jedan od razloga njihove
bolje implementacije.

Najveéa ograni¢enja u sprovodenju istaknuta
su kod planova razvoja turizma, Sto je i oCeki-
vano, jer se oni u osnovi teze sprovode. Radi se
o dugoro¢nim planovima ¢ija implementacija
zahtijeva veci angazman javnog sektora i visi
stepen stejkholderske saradnje i kapitalne in-
vesticione projekte. Uz to, rezultati implemen-
tacije strateskih razvojnih planova nisu vidljivi
u kratkom roku. Takode, implementacija dugo-
ro¢nog razvojnog plana ¢esto zahtijeva “lide-
ra” ili ambasadora turistickog razvoja koji ima
uticaj na procese turistickog razvoja i raspola-
ze finansijskim sredstvima kojima ¢e taj razvoj
podsticati 1 usmjeravati. S obzirom na to da je
sprovodenje planova loSe ocijenjeno, vazno
je spomenuti i posljedice koje takva situacija
nosi za crnogorske turisticke destinacije. Nai-
me, u Crnoj Gori jo$ uvijek postoje destinacije
koje nemaju planove, pa je samim tim njihov
razvoj prepusten “stihijskim” odlukama, §to u
sebi nosi veliku opasnost, posebno u pogledu
odrzivosti razvoja. Ono $to sliku stanja ¢ini jos
poraznijom je da cak i destinacije koje imaju
planove, zbog raznih ograni¢enja nisu u mo-
gucnosti djelovati u smjeru njihove realizacije.
1z toga se namece zakljucak da ovim destina-
cijama prijeti realna opasnost da im se dogodi
turisticki razvoj za koji neée biti spremne, te
da bi takva situacija dugorocno mogla donijeti
brojne Stetne posljedice u vezi sa pojedinim as-
pektima odrzivosti , posebno socio-ekonomske
i ekoloske.

Anketirani generalno smatraju da posto-
je ogranicenja za sprovodenje planova, a kao
glavna ogranicenja za sprovodenje sva tri pla-
na navode nedostatak finansijskih sredstava i
ograni¢enja u ljudskim resursima. Osim nave-
denih glavnih ograni¢enja za sprovodenje pla-
nova, kod planova razvoja turizma i planova
promotivnih aktivnosti anketirani su ukazali i
na problem nepostojanja strategije razvoja pro-
izvoda. To ukazuje na nedovoljnu brigu o tu-
ristickom proizvodu $to moze dovesti, izmedu
ostalog, do gubljenja imidZa i vlastitog identi-
teta ve¢ine crnogorskih destinacija.
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well-established part of tourism organization
business and it can be considered one of the
reasons for their better implementation.

The biggest limitations in plan implemen-
tation were, as expected, identified in tour-
ism development planning, as those plans are
harder to implement. Those plans are long
term and their implementation requires great-
er involvement of the public sector, higher
degree of stakeholder cooperation and capital
investment projects. In addition, the results
of strategic development plans implementa-
tion are not visible in the short term. Also, the
implementation of long-term development
plan often requires a “leader” or ambassador
of tourism development that has an impact
on the process of tourism development, and
has the financial resources that will encour-
age and direct this process. Since the plan im-
plementation has low scores, it is important
to mention the consequences of such results
for Montenegrin tourist destination. In Mon-
tenegro there are still destinations that do not
have development plans, and thus their de-
velopment is left to “uncontrolled” decisions,
which carries a great danger, especially in
terms of development sustainability. On the
other hand, even destinations that have plans
face major setbacks in their implementations.
It can be concluded that these destinations
face the threat that they will not be ready for
tourism development which can result in a
number of long-term adverse effects related
to certain aspects of sustainability, especially
socio-economic and environmental.

Respondents generally believe that
there are limitations for plans implemen-
tation, and the major ones are the lack of
financial resources and human resources
limitations. In addition to the mentioned
constraints to development and promo-
tional implementation plans, respondent
emphasized the lack of product devel-
opment strategy. This indicates a lack of
concern for touristic product which can
cause, among other things, weakening the
image and the identity of the majority of
Montenegrin destination.



Lj. Pjeroti¢, M. Radenovi¢, A. Tripkovi¢-Markovi¢: STAKEHOLDER COLABORATION IN TOURISM ...

ECONOMICS

Veliki broj anketiranih (42,85%) navodi
pasivan odnos prema zahtjevima trzista,
kao znafajno ograniCenje za sprovodenje
marketinskih planova. Ako se uzme u obzir
da ostvarivanje ciljeva poslovanja turistic-
ke destinacije zavisi od njene sposobnosti
da zadovolji potrebe i1 Zelje turista, Sto sa
jedne strane zahtjeva dobro poznavanje tr-
7i8ta, a sa druge strane dobru organizaciju
1 koordinaciju aktivnosti, kao i1 kolabora-
ciju svih subjekata koji u lancu vrijednosti
ucestvuju u formiranju 1 realizaciji turi-
stickog proizvoda, onda je jasno da se bez
uvazavanja zahtjeva trziSta ne moze posti-
¢i efikasno upravljanje razvojem turisticke
destinacije.

Losa saradnja medu nosiocima aktivnosti
istice se kao ogranicenje za sprovodenje plano-
va razvoja turizma. To je ocekivano, s obzirom
na to da upravo realizacija ovakve vrste plano-
va zahtijeva saradnju svih destinacijskih stejk-
holdera, ne samo onih koji su direktno vezani
za razvoj turizma, a sa druge strane, zahtijeva
obuhvatnije i dugoro¢nije sagledavanje cijele
problematike buduceg razvoja turizma. Losa
saradnja medu nosiocima aktivnosti navodi
se 1 kada je u pitanju realizacija marketinskog
plana, iako, o¢ekivano, nije visoko rangirana.
To potvrduju i mnoga istrazivanja na ovu temu
koja su ukazala da je saradnja najviSe razvije-
na na podru¢ju marketinga destinacije (WTO,
2000, str. 12). Kada je u pitanju plan promotiv-
nih aktivnosti, nijedna turisticka organizacija
nije navela loSu saradnju kao ograni¢enje za
realizaciju, §to takode ne iznenaduje s obzirom
na to da se radi o viSe operativnim aktivnostima
1 ujedno aktivnostima gdje je saradnju izmedu
interesnih grupa jednostavnije organizovati i
realizovati. Takode, saradnja na aktivnostima
promocije je vrlo konkretna i “opipljiva” (npr.
zajednicki nastupi na sajmovima, zajednicka
organizacija studijskih putovanja novinara i
sli¢no), odnosno koristi od saradnje su jasne i
vidljive u kratkom roku, §to pozitivno i podsti-
cajno djeluje na saradnju.

Testiranje razlike izmedu regiona u sprovode-
nju planova pokazalo je da izmedu regiona ne
postoji statistiki znacajna razlika u sprovodenju

A large number of respondents (42.85%)
reported a passive attitude towards market
demands as a significant limitation for imple-
mentation of marketing plans. If we take into
account that the achievement of business ob-
jectives of tourist destination depends on its
ability to meet the needs and desires of tourists,
which on the one hand requires a good knowl-
edge of the market and on the other hand, good
organization and coordination of activities, as
well as the collaboration of all entities in the
value chain that participate in formulation and
implementation of the touristic product, it is
clear that without taking into account market
demands, effective management of tourist des-
tination development cannot be achieved.

Poor cooperation among the stakeholders
is emphasized as a limitation for implemen-
tation of tourism development plans. This is
expected, given realization of these kinds of
plans requires the cooperation of all stake-
holders, not just those that are directly relat-
ed to the development of tourism, as well as
comprehensive and long-term consideration
of future tourism development. Poor coop-
eration among stakeholders is reported as a
problem when it comes to marketing plans
implementation, although, as expected, is not
so highly rated. This is confirmed by many
studies on this subject which indicated that
cooperation is most developed in the field of
destination marketing (WTO, 2000, p. 12).
When it comes to promotional activities plan,
no tourist organization reported poor cooper-
ation as an implementation limitation, which
is also not surprising given that it requires
operational activities where cooperation be-
tween stakeholders is easier to organize and
conduct. Also, cooperation on promotional
activities is specific and “tangible” (e.g. joint
appearances at fairs, joint organization of
study visits of journalists, etc.), and the bene-
fits of cooperation are clear and visible in the
short term, which has a positive and stimulat-
ing effect on cooperation.

Analyzing differences between different
regions in plan implementation showed
no statistically significant difference. In
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planova. U Crnoj Gori postoji izrazita koncentra-
cija turistickog prometa u Primorskoj regiji, ¢ak
95% ukupnog turistickog prometa ostvaruje se
u ovom regionu. Rezultati istrazivanja pokazali
su da uspjeh koji ostvaruju primorske turisticke
destinacije nije uslovljen boljim performansama
upravljanja njihovim razvojem, odnosno boljim
stanjem u donoSenju, implementiranju planova
1 boljom saradnjom destinacijskih stejkholdera.

Rezultati istrazivanja potvrdili su hipote-
zu da sprovodenje planova kao instrumenta
upravljanja turistickom destinacijom zavisi
od nivoa saradnje izmedu destinacijskih stej-
kholdera, odnosno da je sprovodenje planova
bolje u turistickim destinacijama u kojima de-
stinacijski stejkholderi iz javnog i privatnog
sektora i lokalni rezidenti saraduju u procesu
planiranja.
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Montenegro, high concentration of tourist
traffic exists in coastal region, even 95%
of total tourist turnover. The research re-
sults showed that the success achieved by
coastal tourist destination is not related to
better performances management, better
decision making and plan implementation
or better cooperation among destination
stakeholders.

The research results confirmed the hypoth-
esis that the implementation of plans as an in-
strument for managing tourist destination de-
pends on the level of the cooperation between
stakeholders, and that the plans implementa-
tion is better in tourist destinations where the
destination stakeholders from the public and
private sector and local residents cooperate in
the planning process.
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