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Abstract

As contemporary tourism moves increasingly towards adopting an experience
economy, tourist experience based on intangible cultural heritage is becoming the
important element of destination image, as a set of consumer perceptions about
the destination. Sustainable tourist valorization of intangible cultural heritage
may be particularly important for image of countries like Montenegro, with
limited resources, including natural resources, capital and population of 620029
inhabitants (Monstat, 2011). Another reason is related to the countrys tendency
to diversify its tourism offer and attract new market segments who are motivated
by cultural heritage, manifestations, ethnographic values, etc. In this paper, the
authors evaluate current issues in Montenegrin tourism and the need for improving
a tourist destination image based on safeguarding and promotion of intangible
cultural heritage. Marketing respond on those issues may increase Montenegro's
contribution to a common European identity and strengthen a sense of belonging
the destination within a common European cultural space. The research in this
paper is focused on desk research, induction, deduction, statistics, and analyzing
the case studies.
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YHAINIPEBEILE UMHUIIA TYPUCTUYKE JECTUHALUJE
HEMATEPUJAJIHOM KYJITYPHOM BAIITUHOM:
INPUMEP IIPHE I'OPE

ArncTpakT

C 063upom 0a caspemenu mypusam y pacmyhoj epu yceaja Konyenm exonomuje
UCKYCMBA, MYyPUCUYKO UCKYCMBO OA3UPAHO HA HeMAMepUujamiHoj KyimypHoj
bawmuHu nocmaje 6adcan enemMenm UuMupa mypucmuyxe oecmunayuje, Kao
CcKyna mepyenyuja nompowaya — mypucma o Oecmunayuju. Typucmuuka
sanopuzayuja HemamepujarHe KyaimypHe OauimuHe HA O0O0PAHCUBUM OCHOBAMA
Mooice bumu nocedno eaxcna 3a umuy semama nonym Lpue I'ope ca oepanuvenum
pecypcuma, ykawyuyjyhu npupoone pecypce, kanuman u RORYIAYUjy 00 ceead
620.029 cmanosnuxa (Monstat, 2011). /pyeu pasnoe je nogezan ¢ meHOeHyujom
3emme da ousepsugpukayuje c6ojy mypucmuyxy HoHyoy u npugyie Hoge mpicuume
cezmenme Koju ¢y MOMUBUCAHU KVAMYPHOM OQUIMUHOM, MaHugpecmayujama,
emuoepagckum epeonocmuma, umo. Y osom pady, aymopu esanyupajy mexyhe
uzasose y mypusmy Lipne Tope u nompeby 3a ynanpeherem umuya mypucmuire
decmuHayuje Koju ce memesnsi Ha 04y8arby U NPOMOYUjU HeMamepujaine KyimypHe
bawmune. Mapxkemune 002060p Ha dame u3azoge modice damu donpuroc Llpue
Tope sajeonuuxom esponckom udewmumemy u jauamu ocehaj npunaoHocmu
decmuHnayuje 3ajeOHUdKoM esponckom Kyimyprnom npocmopy. Hcmpaosicusarve
Y 060M pady 3dacHO6AHO je Ha amanuzu nocmojehe aumepamype, UHOYKYuju,
0eOyKYuUju, cCmamucmudkum Memooama u aHaiusu cmyouja cayuaja.

Kuwyune peuu: mypucmuuka decmunayuja, umuy, HeMamepujaina KyinypHa
oawmuna

Introduction

The image is a kind of net result of the interaction of all the experiences, beliefs,
feelings, and impressions which each stakeholder has in connection with an organization.
The primary objective of image management is creating the intended or targeted image,
as well as creating a favorable reputation in the minds of key stakeholders (Krstié, Krsti¢
and Ivanovi¢, 2013). A good image in public, over a longer period of time, creates a
reputation which contribute to improving the financial performance and long-term
competitive advantage (Krsti¢, 2014; Krsti¢, 2014a).

Destination image represents the sum of all beliefs, ideas and impressions that
people associate with a destination (Crompton, 1979; Kotler, Haider and Rein, 1993).
Nowadays, with its global presence, tourism has a vital role in safeguarding culture.
On the other side, tourism is becoming an increasingly important factor in promoting
national identity, especially in small countries in transition that are most often affected
by the negative aspects of globalization. Almost everywhere, identity is partly created
out of the images constructed or reproduced by tourists (Urry, 1994; according to Palmer,
1998). “Intangible cultural heritage is transmitted from generation to generation and is
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constantly recreated by groups in response to their environment, their interactions with
nature and their history, providing them with a sense of identity and continuity.” (http://
pub.unwto.org/). Intangible cultural heritage consists of specific knowledge, skills,
traditional crafts, traditional instruments, folk art, customs etc. It represents a real and
symbolic part of the national and destination’s identity. Safeguarding the living heritage
may also be a part of the tourism destination image as a sum of beliefs and impressions
that people hold about a place.

The concept of intangible cultural heritage was recognized relatively late in
terms of its protection: the UNESCO Convention for the Safeguarding of the Intangible
Cultural Heritage recognized it in 2003 and it came into force in 2008. South Eastern
European Countries (SEE) made the ratification of the Convention, but intangible
heritage of Montenegro is neither sufficiently investigated nor protected.

The concept of economy of experience is recent, while experience is a phenomenon
which is linked to culture, tourism, entertainment, marketing, etc. Proponents of economy
of experience (Pine, Gilmore, 1999) viewed it as a key element of the value of a tourist
destination, considering that modern tourists seek not only a product or service, but the
experience that they will remember, in relation to a given product or service.

Current facts about Montenegrin tourism development

Tourism has played an important role in the Montenegrin economy since 1950s.
However, up till 1990s Montenegrin tourism image was identified as an overall Yugoslav
image of cheap and mass tourist destination. In spite of different tourist attractions
that are scattered all over the country, tourism in Montenegro has always been mainly
centered in the coastal region. After the 1990s crisis Montenegro is trying to create a new
image based on the model of tourism development that is more sustainable and more
diversified in terms of an offer, which includes sustainable cultural tourism. Currently,
tourism represents the main industry in Montenegro.

World Travel & Tourism Councils (WTTC) ranks Montenegro, among the 184
countries where tourism is one of the priorities in the development, at the following
positions: 135th place of the absolute size in 2013, ranked 36th by the amount of
contributions to GDP in 201, the first place according to the forecast growth rate in 2014
and the first place to the long-term growth forecast (period 2014-2024) (www.cdm.me/
turizam/).

According to the Report from 2014, Montenegrin total (direct and indirect)
contribution to GDP from travel and tourism was 714.2 million (20 percent of GDP)
in the 2013. It is expected to increase of 8.8 percent on average per year in the next
ten years (1877.3 million, or 37.2 percent of GDP in 2024th) (www.cdm.me/turizam/).
Furthermore, 1,492,006 tourist arrivals were recorded in Montenegro in 2013 which is
3.6% more than in 2012, while the number of overnight stays of 9,411,943 is higher
by 2.8 %. Of these, 89.4% were foreign tourists and 10.6 % domestic tourists. Most
overnight stays in 2013 were realized by tourists from Russia (28.1%), Serbia (25.1%),
Bosnia and Herzegovina (7.5%), Ukraine (5.6%), Poland (2.7%), Germany (2.3%) and
France (2.2%). Tourists from other countries realized 23.2%. As regards the density
of overnight stays in tourist areas in 2013, the highest rates were recorded in coastal
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areas (97.0%), capital (1.2%), mountain areas (1.1%) etc.(http://aktuelno.me/ekonomija/
monstat-crnu-goru-posjetilo-15-miliona-gostiju).

The primary document that was supposed to establish a new competitive position of
Montenegro after the conflict in former Yugoslavia in 1990s was the Master Plan - Tourism
Development Strategy of Montenegro by 2020, which was adopted in 2001. In this strategic
document, Montenegro was described as a competitive tourist destination: in the first half of the
year a high quality Mediterranean destination and in the second half of the year a destination
for an active vacation. Meanwhile, Montenegro has made some improvements regarding
infrastructure, promotion, structure and hotel accommodation, etc., but the basic problem
was the lack of the Master plan’s implementation. The revised version of the Master Plan was
adopted in 2008 and its focus is on the diversification of tourism offer based on unique and high-
quality tourist experience. Accordingly, orientation towards new market segments, including
more responsible tourists who do not prefer mass tourism experience, was emphasized.

The fact is that there are many challenges associated with new, sustainable tourism
directions in Montenegro. Particular effort must be made in trying to attract new segments
of tourists. The candidate status for the EU membership is one of the things that affect
the need for creating further approaches for development of the tourist destination image,
including strategies for valorisation of intangible culture through tourism.

Intangible cultural heritage of Montenegro and in the context
of tourist destination image

“Cultural tourism-that is, tourism with the objective (among others) of
experiencing cultural heritage, whether tangible or intangible - is an expanding segment,
and it seems likely that growth will continue in the long term” (http://unesdoc.unesco.
org/images/0017/001787/178732e.pdf.). Tourists are seeking more and more to fully
interact with local cultures and experience the global variety of arts, handicrafts, rituals,
cuisines etc. Accordingly, there are 6 typical areas that connect tourism and intangible
cultural heritage: handicrafts and the visual arts; gastronomy; social practices, rituals
and festive events; music and the performing arts; oral traditions and expressions and
knowledge and practices concerning nature and the universe” (http://ethics.unwto.org/
en/content/tourism-and-intangible-cultural-heritage).

Intangible cultural heritage may be a powerful force in creation and maintenance
of a tourist destination image because it relies upon specific historic symbols as a means
of attracting tourists. In the Southeast Europe, in Turkey a joint declaration on the
intangible cultural heritage and its safeguarding was adopted on December 17, 2009. The
emphasis was also placed on multinational nominations for the UNESCO list. Actually,
intangible goods which are located in several countries usually run for multinational
nominations. Montenegro has recently created the conditions for protection of its living
tradition, by enforcement of the Law on Ratification of the Convention on Intangible
Heritage in 2009 and the Law on Protection of Cultural Property in 2010.

Intangible cultural heritage is a type of living heritage that is being constantly
renewed and that evolves in accordance with the environment. It has to be traditional,
but still alive, that unifies past, present and future. It constitutes an important part of the

32 EKOHOMUKA EXA1



©JlpywtBo ekoHomucra “Exonomuka” Hun http://www.ekonomika.org.rs

cultural heritage because it provides a sense of identity and belonging to a particular
community (Jovanovié, Vitié-Cetkovi¢, 2013). Local communities are the main actors
in the creation and transmission of intangible cultural heritage: they are its creators,
guardians and transmitters (Harris, Griffin, Williams, 2002).

From the standpoint of a tourist destination image, local communities need to
spread the “spirit of the place”, where the “spirit” refers to the thoughts, the man and
the immaterial, while “place” evokes the geographic location, the physical world, in
short the material elements. Therefore, “spirit of the place” is one dynamic relationship
between material (sites, landscapes, buildings) and spiritual elements (rituals, legends,
customs, festivals, arts) that breeds a sense, meaning and emotion (Turgeon, 2010).

At the end of 2012, Montenegro drew up an initial list of 178 customs, skills,
arts, crafts - living tradition that were proposed and some of them may be placed on
the list of world intangible cultural heritage. In comparison with the region, Croatia
has already placed 12 living traditions on the UNESCO list; Serbia sent 27 proposals,
while Montenegro has just started the list (http://www.vijesti.me/kultura/crnogorska-
nematerijalna-kulturna-dobra-od-gusala-gadanja-kokota-clanak-107418).

The cult of St. Vladimir, religious ceremony dedicated to St. Tryphon, Dobrotska
lace, Durmitor’s legends, Boka Navy, FaSinada are some of the proposals listed by
Montenegro for nomination to the UNESCO list of the Intangible Cultural Heritage.
In this paper, 3 intangible cultural goods from coastal, mainly mass tourism region of
Montenegro were selected for evaluation.

The cult of St. Vladimir and traditional procession of bringing the cross on the
mountain Rumija, near the town Bar on St. Trinity day, represents a thousand year old
tradition. It is a unique heritage of the people of all three religions (Orthodox, Catholics
and Muslims) that live in this area. This cult is one of the oldest cults in southeastern
Adriatic and one of the oldest Christian cults in Europe. The cross is connected to
Doclean Prince Vladimir (980-1016) who was according to some historical data, the
first ruler of the first nominally independent Montenegro - Doclea. Prince Vladimir was
proclaimed a saint, while the cult of St. Vladimir is honored not only in Montenegro,
but also in Macedonia, Bulgaria and northern Greece, and therefore belongs to living
traditions of Montenegrin, Balkans’ and European culture.

Figure 1: St. Tryphon’s dance circle

Source: https://www.google.me/search?q=izno%C5%A 1 enje+krsta+na+rumiju&tbm=isch&imgil
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The religious ceremony dedicated to St. Tryphon, the patron saint of the town of
Kotor, whose relics are kept in Kotor’s cathedral, represents a 12 century old tradition.
According to the tradition, in 809, sailors from town of Kotor who were present at the
arrival of the ship which brought the relics of St.Tryphon, performed the typical St.
Tryphon’s dance, which today characterizes the religious ceremonies of St. Tryphon.
That year, the Fraternity of seafarers was formed, and nowadays it is one of the oldest in
the world - Boka Navy. From 1979, the Natural and Culture - Historical Region of Kotor
is a World Heritage Site.

Source: https://www.google.me/search?q=kolo+boke%C5%A 1 ke+mornarice&tbm=isch&tbo=ué&s
ource=univ&sa=X&ei=b0OvKU4KACuHnywOv6Y GA Aw&ved=0CDIQ7Ak&biw=1024&bih=610

Figure 3: St. Tryphon’s dance circle

Source: https://www.google.me/search?q=kolo+boke%C5%A 1ke+mornarice&tbm=isch&tbo=u&sou
ree=univ&sa=X&ei=b0vKU4K ACuHnywOv6Y GA Aw&ved=0CDIQ7 Ak&biw=1024&bih=610

Making Dobrotska lace is a traditional craft which dates from the 12th century,
whereas the first records originate from the 15th century. In the Middle Ages and later,

34 EKOHOMUKA EXA1



©JlpywtBo ekoHomucra “Exonomuka” Hun http://www.ekonomika.org.rs

on the east Adriatic coast there were manufactories for making Gothic and Renaissance
handiwork of high artistic value. One of them was located in Dobrota, whose residents
were engaged in shipping and trade, and were exposed to different cultural influences.
Local sailors were bringing home the various items from their travels, including the
lace. It had inspired the women from Dobrota to commit to specific skills of making
lace, which they partly sold and partly gave away to churches. Nowadays, the local
community organizes workshops for making Dobrotska lace, in order to preserve and
promote this unique embroidery.

Figure 4: Dobrotska lace

Source: http://www.vesti.rs/Vesti/Dusa-dobrotske-cipke-2.html

These examples show the need for Montenegro to be strategically placed as
intangible cultural heritage.

An interesting approach for the valorization of intangible cultural heritage may
be «Scheherazade strategy» (Salmon, 2011) which is based on the following activities:

1. Presentation of heritage through a story that represents the destination’s
identity — Storyline

2. Placement of stories in the desired time — Timing

3.  Emphasis of messages or to highlight destination’s attractions — Framing
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4. Networking via Internet, etc. in order to attract the appropriate tourist niches
- Networking

Anyhow, orientation towards the safeguard and promotion of its intangible cultural
heritage can be one of the approaches to raise the tourist destination image, extend the season,
encourage extension of tourists staying at the destination, stimulate consumption during their stay,
etc. Challenges to overcome in Montenegro include the need for redirect the tourist destination
image to better reflect the region’s history and better shift towards new and demanding market
segments. Anyway, the local community has to be involved in promoting the “spirit of place”,
thus providing authentic visitors’ experience and expanding the tourist destination image.

Conclusion

Competition in the global tourism market requires innovative approaches in
tourism development. Montenegro, a country where tourism is the main developmental
strategy tends to redirect its image and attract new market segments, including ones
motivated by cultural heritage, events, education, ethnographic values, etc.

Montenegro’s step towards the European Union imposes an obligation to safeguard
the tangible and intangible culture with the aim of contributing to its diversity. That can
also involve regional cooperation in the Southeastern Europe due to the common intangible
cultural heritage that has to be properly protected and jointly promoted in terms of region’s
tourism positioning. On the other hand, responsible tourists may become our partners that
support conservation of heritage, contribute to the spread of “spirit of place” as a unique
destination experience in an increasingly globalized world. Anyhow, the intangible cultural
heritage in Montenegro must be thoughtfully managed and used in a sustainable manner if
it is to survive and contribute to recognizable tourist destination image.
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