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1. Introduction

Montenegro Is a small country (the territory of
which is 13,800 km?2) situated in South-East
Europe. Its 650,000 inhabitants include
Montenegrins (62%), Serbs (9%), Albanians
(7%), Moslems (15%) and Croats (1%). Most of
them are Orthodox, great minority is Islamic and
a small group is Catholic. The Municipality of
Ulcinj, to which this Project relates, is composed
of the citizens who are mainly Albanians (75%).
Nevertheless and regardless of different religions
and memberships in relation to the Republic of
Yugoslavia, Montenegro did not participate in
Balkn’s conflicts during 90s. Also bilingual
citizens of Ulcinj behaved peacefully. In spite of
that, Montenegro was subjected to international
embargo, which was actually directed against
Serbia, the other member Republic of
Yugoslavia.

The consequences were injurious for tourism.
Cross border passenger traffic was almost
completely stopped for more or less ten years.
Montenegro disappeared from geography maps
of international tourism destinations. However, at
that time, Montenegro attracted complete
demand from isolated Serbia for seaside
holidays, so the beautiful beaches of Montenegro
were enormously crowded. However, the season
was limited to several weeks, and the operators
were able to achieve only the lowest prices. The
incomes were not sufficient to support life and to
keep tourism offer, to cherish the tradition or
even adjust it to modern market demands.

Therefore, the offer was obsolete and worn out. It
was not appropriate for demanding guests either
in qualitative or in capacity sense. It was not
competitive at international market and may be
marketed only via favorable prices. With its

product, tourist industry is neither capable to
support Montenegro economy growth nor to
create necessary jobs. Significant efforts
investments are required to improve the offer.

Image 1.1 Montenegro Map
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There is the chance for Montenegro exactly in its
law-level tourism, given that Montenegro, within
its narrow borders, has not only the climate and
natural potentials that can freely be characterized
as the “Mediterranean unique”, but also
ethnicities, religions and wealthy, millenniums
old, history may be thanked for famous cultural
and historical relicts. Before all, Montenegro has
the most beautiful and sandy beach located on
the south side of Adriatic coast, which is “Velika
Plaza” near the town of Ulcinj. It is not without
reason that TOUROPA, the founding association
of TUI, announced in 70s that: “Montenegro
seaside is probably the biggest hope of Yugoslav
tourism. It has the longest beaches, most of them
sandy ones. It can be assumed that a huge
tourist center will be located on the kilometers
long and sandy beach of Ulcinj.”

Montenegro indeed is probably the biggest hope
of Yugoslav tourism. It indeed has the longest
beaches, and the sandiest ones. It has been
developing between Budva and Petrovac in the
form of huge touristy center, and it can be
imagined that one huge center more will be
located on kilometers long and sandy beach of
Ulcinj. The seaside has advanced on its way to
Europe.

Development optimism has appeared to be
conceived, because of political turbulences. But,
what is important is the fact that all modern
touristy centers have started their existence
alongside optimal capacity beaches that are
important precondition for success.

Taking into account the changes in tourism
market, the familiarity with the importance of
environment and sustainability, the new attitudes
of guests as regards desirable quality, and the
fact that Velika Plaza represents the exclusive

place in the real sense of that notion — exclusivity
not only because it is unique sandy beach in the
East Adriatic, but also because Montenegro has
only one such potential - then it is obvious that
the mentioned waste of time as regards the
usage of this resource is actually a sort of profit.
This allows the new achievements of previous
two decades to be taken into consideration while
discussing the new tourism conception, and to be
incorporated in it, and thereby to avoid the
mistakes done at other places that have led to
backward moving of demand, social failures,
environment pollution and to the loss of regional
identity.

But, this does not condition only the
corresponding concept. The support of public
awareness is of the same importance, as well as
the inter-sectoral cooperation among all
employees, of legislative, administrative, industry
and social forces and institutions in order to
reach the successful implementation, and not to
let individual interests in and short-term
aspirations for profit to be overwhelming impact
on development.

How fast tourism chances can be embodied and,
at the same time, how they can be endangered,
is illustrated in ADAC, Club Magazine, the most
popular one in Germany which is issued in 13.5
million copies. In its No.2 Issue in 2003,
Montenegro was apprised as the country “which
may be discovered by round tour by car”. This
satisfies the first phase of Montenegro “discover”
marketing strategy (which will be followed by
“experience” and “enjoy” phases), and before all
to the wish to extend economic effects in tourism
on hinterland. It is true, there is plenty to be
discovered. However, Montenegro is famous for
its swimming beaches and mountain landscapes.
In addition, Montenegro, in each single part of its

territory, has a lot more to offer to its visitors. On
the other hand, it should open its beauties by
introducing leading systems of traffic arteries and
excursion maps, as well as multi lingual
descriptions and tourist guides, and all of value
to be visited, to attract tourists, to create
economic strengths and jobs. Each sight may be
networked with other sights. By restaurant
industry and accommodation capacities, as well
as by selling local products, hinterland should be
included into tourism a well.

Image 1.2 ADAC — Touring through Montenegro

Since the ADAC article described Montenegro as
“nut shell of Europe, showing some of Spanish
beaches, Scandinavian fiords, and Swiss
cantons”, we are aware that this could be
improved also in other senses. It is also known



the nature is polluted by awful wastes, the illegal
construction is all-present and spoils the nature,
and the beaches are not full with swimmers only
in Auguist, but they are also very polluted.

In that sense, what is the most important is to
take energetic steps and not to have new
concepts, to enforce the existing rules and to
avoid disappointment of visitors because of ugly
sides of the country they visited.

Image 1.3 Impressions from Montenegro

Image 1.4:

Image 1.5

Image 1.6

Image 1.7

Image 1.8



Image 1.9 lllegal dump site

Image 1.10 Weekend house in Njegusi
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ADAC “Montenegro is not cheap destination”

The price-service relation also contributes to the
disappointment. The wish to gain maximum profit
is, however, reasonable if we take into account
the short season time. But, if services do not
correspond to their price, the prices can return
like boomerang in the following year and ruin the
reputation. The observation of ADAC that
Montenegro is not cheap country should be
understood as serious critic, because it is still
very hard to find a service satisfying its high
price.

Tourism Master Plan and marketing plan foresee
the development of tourism industry in
consecutive phases. The climate, beaches,
cultural diversity and wild beauty of the country
make the core of tourism offers. It is the role that
may multiply its benefits and it is a guarantor of
success in near future, if only all use it
appropriately. Montenegro Constitution has
prescribed ecology responsibility, i.e., the
principle of development sustainability within all
areas. However, to behave according to that
principle does not imply only to commit to one
civilization idea only or the expression in obeying
the law, but it means the imperative for the
economic awareness at the same time.

Therefore, Master Plan for Velika Plaza implies
all implementation measures shall be followed by
effective steps and controls, all for the purpose of
protecting landscape appearance, the nature and
the regional identity, as well as for the purpose of
the construction of infrastructure of the capacity
enough for energy and water supply, wastes
removal and purifying waste waters.

Image 1.12
Logo



5. Conceptual aims
2.1 Market orientation & Vision

Tourism is the main industry branch in
Montenegro. Its reorganization and upgrading,
based on principles of consecutive market
orientation and sustainability, have the greatest
strategic importance for the progress of the
country. Tourism, supported by extraordinary
frame conditions, may significantly improve either
the living standard of population or the payment
balance. It may create new jobs and provide the
existence of future generations. Tourism is the
industry branch via which Montenegro can
become internationally competitive in fastest
manner, as well as to have the top position within
Adriatic region.

That is why DEG, Germany Association for

Investments and Development, as its

contribution to the Stability Pact for South-

East Europe

- at the request of Federal Ministry for
Economic Cooperation and
Development, Bon / Berlin (BMZ) and

- in close cooperation with the Ministry of
Tourism in Podgorica, as well as

- with the experts from municipalities

drafted Master Plan for Tourism in

Montenegro, with the aim to create basic

concept of sustainable development in

industry and to strengthen international

cooperation.

While Master Plan, being proclaimed
mandatory by the Government, elaborates
broadly the crucial aspects of the state as
tourism destination, but generally, two
further regional concepts should present the
possibilities via which Master Plan may be

implemented and deepened, based on
practical examples as models.

One of those two concepts, Master Plan for

Velika Plaza, should

- describe market and qualitative course
of offers to be created,

- have in mind also the increase in the
number of tourists that would occupy
the capacities over the longer seasons,
while optimizing daily incomes per
guest,

- open the areas in hinterland region for
tourism, in ecological manner and
proffer the inhabitants of hinterland
areas additional sources of incomes,

- define new offers, which would include
also other swimming destinations of
Montenegro seaside,

- foster, in the interests of the whole
region, cross border cooperation with
neighboring countries,

all by taking into account the effects on near
surroundings (Skadar Lake).

Market issue is composed of the elaboration of
tourist visions for Velika Plaza. Such a vision
formulates the framework and the aims of
tourism policy and marketing, directed toward the
future.

The vision — from the point of view of tourism
market —  should encompass  special
characteristics of the nature, culture values, and
the specificities of the region into a specific
profile attractive for those not being familiar with
Montenegro. It should highlight unique selling
points and decide in which direction should, in
long-term sense, the offer of tourism services be
developed. Accordingly, the vision starts to be
“red thread” for all institutions, companies and

persons participating in the tourism industry
development.

The vision is composed of more theses. Each
thesis contains a clear and defined expression.
The sum of theses allows complete description of
desired way to the future of tourism industry. The
vision, composed of these theses, is equaled
with the development strategy for Velika Plaza.

The main aim of the vision is to provide quality
and identity promising success within the
destination and to emphasize the factors of its
unique position.

2.2 Master Plan for Montenegro

221 Approach

Master Plan for Montenegro has been based on
a comprehensive approach. It discusses the
actual situation and the perspectives for tourism
industry, traffic access, infrastructure for energy
and water supply, waste elimination and purifying
wastewaters, as well as for the institutions and
organizations. It represents the basis and the
integral element of Velika Plaza concept.

Montenegro Master Plan for tourism and for the
period of two previous years has been examining
especially the following:
- changes in international demand,
- efforts in innovative offers, as the
response to it ,
- entrance of new destination into the
market,
- development in direct competitiveness
of the destination,
- consequences of concentrated sales,
- as well as general trends, characteristic
for the society and tourism consumption
and interests in recreation.



According to the requirements from the market
place, it measures
- the quality and the aspiration of
Montenegro tourism,
- its cost — service relation,
- possibility to optimize the position at
market.

2.2.2 Starting situation

The status of Montenegro tourism industry is
weak: the country lacks financial strengths,
products appropriate to the market, effective
marketing, sufficient number of qualified
professionals, investors ready for risk and, before
all, guests.

The number of overnight stays has decreased
from almost 11 millions in 80s to 3.7 millions at
present. However, this number of registered
overnight stays has to be increased by that of
non-registered stays, which is probably very high.

Until 2002, foreign markets were almost cut off.
Over the years of crisis, the demand in
Montenegro and Serbia was decreased to six
weeks in the main summer season and to the
cheapest types of accommodation. Since the
summer season of 2002, Montenegro has
experienced itself a participant in Western
Europe charter flights schedules of some tour
operators. But, for its inadequate quality of
accommodation capacities and insufficient offers,
Montenegro exhausted its selling capacities.

Nevertheless, foreign demand for Montenegro
tourism was statistically increased in 2002 for
more than 30%. At he same time, the number of
national guests decreased for 16%, for which
reason the number of overnight stays decreased
for 8% total.

Image 2.1 Overnight stays in 2001/2002

The decrease in the number of national guests
can be easily explained. It is clear that many
Serbians took advantage of their chance to go
abroad for the holidays, for the first time after so
many years. On the other hand, Montenegro
experienced the deficit in the number of guests.

It is hard to assume the increase in the number
of guests from abroad will compensate the
number of guests from Serbia, because
everything indicates demand from foreign
countries is present because of favorable prices:
46% of overnight stays has been accomplished
by the guests from Eastern Europe, 27% from
former Yugoslavia, and only 22% from Western
Europe.

Law incomes, bad annual occupancy of
capacities and unacceptable conditions for
demanding guests, are all the characteristics of
Montenegro hotel industry. Only 2,000 to 4,000
of total 26,000 of available hotel beds are
appropriate for international marketing.

Several private initiatives, with the awareness as
regards the quality and good ideas within small
hotels and boarding houses, in quantitative
sense, still play somewhat significant role.

Of almost 95,000 beds of the total offer, 26,000
(27.5%) is those of hotels. Of them, 82% is in
official category B (2** international stars
category); 18,500 represent camps (19.5%);
30,000 (31.5%) represent “other types of
accommodation” (industry and youth seaside
resorts of simple standard), and 20,000 (20%) of
registered private accommodation rooms.

The Ministry of Tourism calculates the number of
non-registered guests, whereas it evaluates
there are almost 60,000 available beds, and
there are 90,000 available, but statistically not
calculated, beds in weekend apartments. If this is
taken as a base, then the share of hotel
accommodation is decreased to 10.5%, and the
share of higher categories to 0.8 — 1.6% of the
total capacity (2,000 — 4,000 beds).

On such bases, the successful tourist industry
cannot be build up — and in no case the tourism
economically and qualitatively strong enough for
the creation of jobs. Montenegro needs
additional offers, which will correspond either to
market and marketing demands or to economic
necessities of the country, and that will be
developed with actual offers simultaneously.

2.2.3 Velika Plaza

Master Plan recommends Velika Plaza as the

model location for development of high quality
tourism center

- because the beach space represents

the unique place at Adriatic seashore

and because it is mainly in public



ownership, the complex issues of
ownership need not to be solved almost
at all,

- because the space includes few
buildings only, and it offers unusual
chance "a big and uniquely designed
concept” to be made,

- because the size of the space enables
permanent and intensive use in such
quantity that significant economic effect
may be achieved for the region of
Montenegro,

- because it is completely clear that there
is a danger of non-planned
constructions and irregular tourism
usage that may destruct the
development potentials and cause
environment harms,

- because Ulcinj, for its edge
geographical location has left
undeveloped in tourism sense,

- because it, with neighboring Albania,
achieves cross border  cooperation
within numerous tourism areas.

The imagined target starts from 30,000 hotel
beds total and from all recreation facilities that
should be constructed during the following 10 or
20 years in separate phases, all for the purpose
of ensuring long summer season. Whether it can
be achieved, depends not only on the market
conception, but also on whether it is possible to
find investors. The investors themselves expect

- internationally competitive investment
conditions,

- absolute legal safety,

- guaranteed and effective ecological
infrastructure for energy and water
suppky, elimination of wastes and
purifying of wastewaters,

- naturally, real
permanent profits,

- generally, the framework for the
operations in line with investors’
interests.

expectations of

Velika Plaza has been given the priority

- regardless also other localities, such as
Budva, Becici and Sutormore, must
solve their serious problems in tourism
offer,

- regardless of the small bays and
beaches, such as Jaz, Buljarica |
Valdanos, are also of great potentials
that could be endangered by
development failures.

Decisive circumstance has been the separated
position of Velika Plaza that enables a
completely isolated manner of development,
which does not influence other beach localities in
Montenegro in any way.

2.3 Employment Perspectives and Standards

One of the main targets in Master Plan s to
improve income perspectives and the living
standard of Ulcinj and hinterland population in
such manner that national inhabitants can be
attracted to stay and to live there and to
voluntarily participate in activating tourism
potentials, since the poverty, hard agricultural
labor and the lack of perspectives have led to the
decrease in population number. Primarily
youngsters abandon the land, so there is
reasonable fear the labor force will lack in future.

The precondition for better living conditions can
be created by tourism. Thus, French Government
“Vila Plan” has defined 30 new tourism
occupations and it has foreseen more

possibilities for employment via tourism than
directly in the tourism itself.

Also the Commission of the EU (1999/C 178/03)
declared the tourism potentials would contribute
to the growth and employment most effectively if
greater attention could be paid to it and if
corresponding policy areas could be stronger
integrated. This could be made possible via inter-
sectoral planning concept, the development and
the implementation of tourism activities that
would include social activities in and wisely
considered use of environment sufficiently.

2.4 Sustainability & Development

The recommendation of the EU Commission are

focused on five success factors, such as follows:

- Tourist providers should be oriented
stronger toward guests’ wishes

- Transparent and good framework

conditions should strengthen
competitiveness and restore market to
life,

- Modern infrastructure should increase
the effectiveness of performance within
the region,

- Human resources should be developed

From the market point of view, two of those
aspects are closely connected — guests’ wishes
based orientation and the sustainable
development — because, nowadays, “to
experience wild and unspoiled nature” falls within
three main categories of needs of demanding

tourism market (F.U.R. in “Reisemotive” , i.e.
travel motivations, p. 15/19)nevertheless, the
sustainability means more than mere

preservation of the nature. WTO defines the
principle of sustainability in the following manner:



- natural, historical, cultural and other
tourism resources are preserved for the
permanent use in future, but at the
same time the serve also in favor of the
society existing today.

- Tourism should be developed so as not
to cause serious ecological or social
and cultural disorders at local or ergonal
level.

- Ecological quality of the destination
must stay preserved and must, where
necessary, be improved.

- The high level of satisfaction among
tourist should be achieved in order to
make the destination capable to exists
and to stay popular within the market.
The benefits stemming from tourism
industry should be allocated broadly.

Meanwhile, the market expects the sustainability
of each tourism development to exist and the
nature to be unspoiled permanently. Therefore,
the sustainability and unspoiled nature do not
imply competitive advantage. However, to
experience the nature, the authenticity and
somewhat different identity mean the most
important motivations for traveling. As stronger
the experience is, the destination is more
attractive for the market.

At the same time, the nostalgia for the natural
beauties manifests in two forms, as follows:
- as aesthetic contemplation of the nature
untouched by civilization,
- and as the nature usage for recreation
activities.

The most desirable type of of tourist and
aesthetic enjoyment make the experience of
“picturesque”. However, industrialized and
unplanned constructions have disordered the

landscape, and the structures in uniformly
functional arrangement, the heaps of scraps and
polluted water, i.e. all the signs of modern time,
cannot be nothing of “picturesque”. They are
unattractive and undesirable for demand.
However, tourists desire other type of world while
on vacation, the world in which they can project
their imaginations and needs. Everything
supporting their imagined pictures, even if they
do not have anything in common with the real
world or if they are just simulations, helps the
tourism success. Furthermore, tourist desire
stronger experience of authenticity, something
different from the life they are used to, the life in
old traditional style and within completely natural
surrounding.

Those experiences that reflect the long lasting
market researches’ results and that are proven
again and again, serve as the base for
sustainability imperative - not from the
conceptual point of view, but from the economic
point of view. The possibility of additional
simulation joins them, i.e., the emphasizing
everything what visitors experience as exotic. As
far as Ukcinj is concerned, Oriental architecture
and sub tropical plants, rare animals, music and
dishes, national dresses, old traditional festivals,
stories and legends, as well as fascinating
Skadar Lake sights, all can be exotic
experiences.

2.5 Tourism Vision
2.5.1 Starting considerations

Ulcinj does not in the possession of cultural and
historical monuments of high rank. However, the
town has the ornament of oriental charm that has
gradually been disappearing — because it is not
cleaned and cared. This charm is what Ulcinj

differs from other towns in the country. The
charm makes an important part of uniqueness
(Unique Selling Points) on the one hand, and, on
the other hand, it enriches the diversity of overall
Montenegro offer. Not only because of local
identity, but more for economic reasons that the
municipality, tourism industry and citizens should
make all their efforts to entrench and to
strengthen such Oriental charm.

Image 2.2 Traditional clothes



This recommendation relates to all areas that
one observes with his five senses:

- Visual sight: Architecture styles and
construction materials, colors and
decorations, artistic handicrafts and
traditional clothes.

- Hearing: music, dance and selling
exhibitions...

- Bazaar crowd.

- Taste: Oriental dishes and exotic fruits.

- Smell: Oriental scents (exotic, artificial
aromatic substances make desirable
atmosphere in each modern Wellness
park)

- Touch: Turkish bathrooms

By itself, Ulcinj is not a famous tourism magnet.
But, via skillful auto-simulation it could be
“highlighted zone” to offer guests more than its
intolerably crowded Mala Plaza in the middle of
summer season.

It would be insufficient to be directed toward
Ulcinj and its old town. The whole area
represents tourist destination with beaches,
mountains and lakes.

25.2 The whole area starts to be the
destination

Tourists do not worry about administrative
borders of a municipality or of a region. They are
interested expressly in what they can see and
experience at the place of their vacation. That is
why, from that point of view, tourism product of
the region should be developed, then the
cooperation between tourism industries and,
finally, the marketing.

Therefore, what is of interest for tourism, what
deserves to be constructed — in short, medium
and long-term sense? The market demands



diversity and authenticity of the regional identity!
In that respect, this area has more to offer, more
than it appears at the first sight. However, old
documents for that purpose should be found,
because nothing has been clear and available to
tourists. Regardless of beaches for swimming,
Ulcinj region has been touristy undeveloped
completely so far. The region has not been
cultivated in tourism sense. But — if structured
and networked — it would offer a mosaic worth
seeing and experiencing. The mosaic would be
composed of

- excellent beaches,

- magnificent views,

- towns from the past,

- historical towns,

- fascinating flora and fauna,

- national customs and traditions.

And it would reflect its characteristic identity, the
origins of which are aither in the East or in the
West.

Image 2.3 Interesting places of tourism

2.5.3 Offer Development Aims

Ulcinj destination will be enhanced

- as market oriented, clearly positioned
sea bath, sports and experience locality
with authentic identity, standards of high
quality and with corresponding image;

- as the center with 3,000 — 40,000 of 3
international stars hotel beds, within the
localities of the Town of Ulcinj, Velika
Plaza / Ada, as well as within the bay of
Valdanos;

as the center with additional
accommodation capacities in border-
houses and local hotels, private
apartments, villages and within specific
village houses and camps situated in
hinterland and near Skadar Lake,

the center with infrastructure that will
make a variety of sights network and
offer broad range of different recreation
alternatives, in order to satisfy
demanding segments of the market and
to ensure long lasting summer season;

as the unique product that will not
highlight only the features of its own
identity, but it will also protect, develop
and upgrade them further, in order to
make them more attractive natural parks
with exotic fauna and flora, and all for
the purpose of specific touristy position;

The locality will create the essential precondition
of sustainable development, such as

permanent infrastructure for energy and
water supply, elimination of wastes and
purifying  wastewaters, that  will
correspond to internationally usual
standards,

traffic links with the airport of Podgorica
will be reconstructed (Sozina Tunel),
and

the preconditions will be optimized for
direct marketing at international market (
via Internet).

6. Tourism Strategy
3.1 International Development
3.1.1 Traveling Incentives

Opinions on values, life styles and expectations
while on holiday have been changed basically
over the previous period so far. Traveling
incentives are reflected in the changes of social
value system. While relatively simple needs have
dominated in previous years, the holiday of the
future will be more oriented toward self-
achievement. Searching for the unknown will be
all- present. Tourism industry must be prepared
for “hybrid customers” having numerous, even
contradictory, wishes Such guests change their
wishes every day and even daily.

Holiday choices are more complex with
simultaneous increasing demands. Tourists,
voracious for experiences, expect perfection and
illusions. At the same time, the priority is the wish
for authenticity of the experienced.

The central motivation for holidays remains,
however, relaxation. Nevertheless, since the
beginning of 80s and together with previous
motivations (swimming, relaxation and culture),
pleasure, friendships, sports, walking,
enhancement of knowledge, exotic satisfaction,
natural and health enjoyment have started to be
more important.

Vacation incentives vary, depending on social
and demographic characteristics (age,
educational background, incomes), inclinations
(relaxation, sports, entertainment, culture),
personal and family needs  (physical
development, children), destinations
(Mediterranean region, mountains, towns) and on



vacation type (hotel, club, holiday apartment,
camp). Therefore and depending on target group
choice, it can be said the varying is necessary in
order to adjust offer to it.

According to the generally accepted rule, tourists
on vacation wish contrasts and other worlds that
are clearly different from their everyday life and
their working environment. “Those ones who
temporarily left everyday life and who long for
new experiences” want to “have something
completely different” and they afraid of one thing
only — of boring holiday.

3.1.2 Tourism Trends
In addition to the set of incentives and activities,
demand requires four defined trends, such as
follows:

- increased level of wishes,

- individualization in traveling incentives,

- greater flexibility, and

- classifying target groups into sub-

groups that are increasingly smaller.

3.1.2.1 Demand level increase

The consequences of experiences and the
possibility of comparison are great expectations
as regards the quality of offer (tourism
infrastructure, modern convenience, services,
availability) and the clear attitude as regards cost
—service relation. Guests feel good quality of
basic services, such as accommodation,
restaurant industry, and entertainment services,
as something natural in itself. They expect
additional services with highly emotional
experience values.

3.1.2.2 Individualization

As the response to globalization and
“popularization”, the individualization is decisive
social trend. Therefore, tourist should be offered
or enabled to possibility to have something
exclusive that is unavailable to others. Often, the
exclusivity of the experienced implies meeting
unknown people and cultures, as well as
traditional life style.

3.1.2.3 Flexibility and short-term duration

In the future, the market will expect reservations
may be checked at the very same moment of
decision to travel somewhere (Last Minute
Reservations). According to “One who is too slow
will be punished at the market” slogan, the
continuous presence of clients is necessary - via
information and reservation systems — instead of
printing and disseminating catalogues (only).

Destinations must improve innovative application
of their informative and communication
technologies in order to sustain direct contact
with the market and to make reservations
immediately.

3.1.2.4 Diversification of target groups

The membership in social and demographic
groups nowadays represent too rough
characteristic of classification at tourism market.
Classic methods of segmenting the market are
almost completely worthless for the designing
target groups.

Thus, well known target groups have been
separated into sub-groups. This separation
requires the harmonization and the specialization
of products assortment. Since the specialization
is connected with additional equipment and
services, the costs of operation are increased.

The results to such situation are big companies
and local corporations.

3.2 Various strategies in offer
3.2.1 Competitive Destinations

Traditional competitive destinations of former
Yugoslavia have been continuously adjusting
themselves to the market changes and they have
been developed at the same time. As such and
encouraged by transparent tendencies, they
expand their offer assortments. At the same time,
their targets differ, but they are based on the
same principles, such as:

-Sustainable development: In addition to the
ecology aspect, they pay great attention to the
protection of and the care for surroundings’
appearance and energy generation so as to
preserve resources and to avoid the noise.
Social awareness relating to responsibilities is
gaining deserved importance.

- Diversification in comparison to competitors.
Numerous measures are based on the features
typical for the country in order to get the
authenticity of total products, emphasizing
regional identity.

- Regionalization. Supplementing each other,
but highlighting differences, regions differ as
regard their traffic links, their natures, climate and
cultural and historical specificities.

3.2.2 Touristy Hotel Industry

The strategy of modern hotel industry products
corresponds to the destination development
principles, almost completely. But, they put the
economic aspects of companies at the top of
priorities  planning, and not non-economic,
ecological and social ones. The hotel managers
take the change at market place as the base for



their operations. Thereby, they want to increase

the use of capacities and to increase their profit.
-__Accommodation _quality level as the
consequence of high demands and strong
competition in the world. Focusing on above
mentioned categories and supplementing
the overall recreation and entertainment
region.
- Standardization. For the purpose of easier
marketing and establishment of transparent
relationship between prices and services,
basic component parts of companies are
standardized (rooms, equipment, etc.).

This trend is characteristic all over the world for
each new level of cost — price relation. Its
success relies on several advantages from the
point of clients view - effectiveness, calculability,
comparability and control. The individualization of
companies is achieved by the selection of
companies’ localities, their decorative shaping
and, particularly, by differentiation and
specialization.

Differentiations. Each touristy structure follows
its own conception that defines its own offer on
the basis of locality, land and company size, as
well as in regard to target groups, marketing
manners and non-technical infrastructure.

- Specialization.  Various  strategies  of
specialization in hotel sector are characteristic for
the overall tourism market (wellness hotels,
romance hotels, club hotels, all-inclusive hotels,
single persons hotels, nudist hotels, gourmet
hotels, art hotels, boutique hotels, golf hotels,
horsemen hotels, babch hotels, children hotels,
and alike). They are consistently grouped
according to the needs of selected target groups
and may, in near future, be substitutions for
classic, universal hotels.

- Simulation. In addition to the basic standard
and special services, guests also expect
something different to be present in the
atmosphere or in respect to emotional area
(ambient, experience, pleasure, entertainment,
adventure, authenticity).

- Services. Good working conditions, prospective
and permanent training for employees
qualification, such the opportunity to be familiar
with guests’ needs and, therefore, to orient
themselves toward corresponding levels.

- Complex, big companies. Demanding “hybrid”
tourists expect many various services and
facilities that, at any time, must be of good quality
and exist in sufficient quantity.

Continuous readiness to offer an assortment of
services is the main precondition for long lasting
tourism season. That, however, requires high
investments and funds for maintenance and
personnel salaries. The buildings must be cost
effective, which means they should be used by
as big number of people as possible, giving the
possibility the costs to be allocated evenly. Only
such manner of usage may guarantee their
profitability and thereby competitiveness.

The frequency in usage and the necessity to
produce as cheaper product as possible — which
is necessary for the profitability — have led to
capacity concentration. Therefore, there is a
aspiration in tourism for the use of mega-ships
for cruising, big airplanes, and huge hotels and
tourism settlements.

Such touristy facilities (holiday clubs, all-inclusive
hotels) are oriented toward big circles of
consumers, because they enable modern,
various and relatively cheap activities, relaxation,
friendship, enjoyment and entertainment.

The public often criticizes big companies. They
are equaled with so-called “mass tourism”, and
notions such as concrete bunkers, hotel-cases,
tourism monsters and beehive yards and alike,
describe them. In fact, numerous big hotels
appear as typical, impersonal, cheap tourism
industry, the offer of which departs from
contemporary market demands.

Mega-hotels are criticized justifiably — namely,
whenever they desecrate natural scenery and
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currencies and for whom services are reflected in
small and inadequate rooms, even smaller
bathrooms, cold halls, restaurants with the
characteristics of canteens, simple cuisine and
even simplier beaches. But, these are not the
consequences of hotel sizes. They are
consequences of offer conception not worried
about guests’ needs and desires. There are
examples of Turkey, Egypt and Dominican
Republic that reflect there is always possibility to
do better. For example, Warentest Foundation
evaluated “Lykia World” as a “very good”
destination regardless of its 2200, because it
creates communicative atmosphere, preserves
local architecture style and fulfills even the last
expectation of its numerous mutually compatible
tourist groups.



Image 3.1: Lykia World Plan, Turkey

3.3 Competitiveness and cooperation

All destinations are competitive in international
tourism market. Their offers could be compared
via tour-operators’ catalogues and via Internet. A
client chooses according to his or her personal
criterions. The most important criterions among
the above mentioned are prices, quality, contents
and the assortment of services, climate, safety,
neatness and the comfort while traveling to a
destination — and specific image as well.

Image 3.2. Lykia World in Turkey

Image 3.3. Air sight on Lykia Worls , Turkey



Accordingly, Caribbean Islands, Balearic
Islands, Canary Islands, Portugal, Egypt, Tunis,
Bulgaria, Greece, Turkey, and many other
countries are directly competitors to Montenegro.
Because of irregular air traffic and of frequently
very low costs within the very place, there is
almost no difference at all in whether a tourist
would choose one of those beaches or Velika
Plaza beach.

This actually means that the initial phase of
Velika Plaza Project must take into consideration
not only the general tendencies of tourism. World
market is permanently present, and offers and
prices should be adjusted to it every year.
Montenegro offer must be compete also with its
neighbors across the borderline. As far as this is
concerned, the competition could be selected
endlessly. However, it is better to have mutual
support and cooperation in attracting tourists.

As regards summer swimming tourism, Croatia
and Albania can be observed differently
comparing to Ulcinj. The following reflect the
differences:

- Croatia and its Dubrovnik and Neretva District
could not be taken into account in cooperation
models for Ulcinj, because of their distance.
Instead, Boka Kotorska should aspire to achieve
cooperation with Dubrovnik.

- On the other hand, Albania is the extension of
Velika Plaza. It hasn't its offer acceptable for
international market structured yet. Having in
mind Albania’s potential reflected in its beaches,
its nature and cultural relicts, it is reasonable to
predict the country will be soon engaged in
tourism industry. It seems purposeful and
imaginable to have cooperation at in three ways,
such as:

a) Since a border Iline has been
established near Ulcinj, there is space
for excursions and visits to our
mysterious neighbors;

b) The Border River Bojana and Skadar
Lake are full of flora and fauna and they
are  ecologically very  sensitive.
Therefore, there is a great necessity to
develop common protection project for
this area and the tourism usage
conception, both  having positive
impacts on ambient image and
experience and on preservation of
natural wealth;

¢) Reconstruction of Podgorica Airport
could make Albania available for
tourism.

3.4. Destination as “brand product”

3.4.1. Common (roof) brand and regional
brand

The policy of well-known brand product has been
rarely realized within destination market so far.
Almost each place markets only itself. The costs
and energy are dispersed; nothing for the
market. Each small municipality deems it knows
itself best. However, it is more important to be
known within the market, to know the forms of
reservations and to have defined expectations. If
we take into consideration the following:

- increased inefficiency of individual
doings as regards marketing with limited
funds,

- huge number of tourism destinations
that are in mutual competition and that
are, for identity loss and comparable
tourism offers, are greatly changeable
now,

- sales concentration processes, because
of which tour-operators, via their
significant capabilities within European
market, can influence demand
according to their needs and whereas,
since recently, they have again been
taking favorable price as the primary
criterion in decision making (FVW, No.
18),

then we can conclude that the imperative for
market access is the concentration of all
resources at regional level, as well as its
adequate positioning within market place in
comparison to the competition. This is the only
manner in  which dependence on price
competition and on almighty sale organizations
may be decreased. Important “players” in
international tourism operations — Italy and Spain
— are in advance on that road. A country forms
superior, roof brand with noticeable logo. Some
tourism regions take their places under the roof
brand presenting their own brands, adjusted with
the latter one. Under those brands, the division of
individual places occurs — the third level.

The advantages of such a network are as
follows:

- presenting country diversity contribute
to its attractiveness,

- regions can articulate their identities
expressively,

- places can consecutively be oriented
toward target groups to which their
specific offer assortments correspond,

- each advertisement can be of use for
the whole region

- without higher costs, it causes positive
effects for other places as well.



Therefore, regional brand for Ulcinj and local
brand for Velika Plaza should be established
under Montenegro roof brand.

Image 3.4: Logo

3.4.2 Service standard

A destination that wishes to become high-quality
brand, has to offer authentic services of
standardized and internationally comparable
quality to related market place. They have to be
aimed at the benefits of clients, and
transparently valued.

If this concerns tourism industry products —
hotels, camp and private accommodations,
sports and recreation facilities, traffic lines - these
requirements must be met and provided via
standards. The Ministry for Tourism has already
altered the old standards, and has redefined
them based on internationally comparable
criterions.

3.4.3. Brand “Policy”

It is more difficult situation as far as the area of
individual experiences is concerned. Since
tourism  service contains nonmaterial
components, which are invisible and non-
renewable, destination marketing must pay

attention to perception and memorable elements
such as:
- names under which tourism region
should start to be famous; and
- logo, brand design and promising .

Destination brand policy must simultaneously
give the value idea, and, especially, the
additional psychological advantage.

It is known that customers are ready to pay
higher price for a brand product than for the
basic service of the same quality without its
brand name. The mentioned readiness can be
explained by non-material value that makes
relation with known brand product.

Those non-material values encompass the
following:

- Prestige . Top quality destinations, such
as Toscana, St. Moritz, South Tyrol,
Florida and alike.

- Lifestyle. Entertainment, experience:
Mediterranean Club Artours, Studious;

- Life enjoyment. Italy, Brazil;

- Quality. Switzerland, Mauritius, Seashell
Islands, international hotels chain —
brands, such as Hyatt, Hilton and
Kempinski;

- Permanence. Scandinavian countries,
Ireland;

- Kindness. Carinthia

- Safety. Austria, Germany.

The level of famousness as regards Montenegro
and its destinations is at minimum at the
moment, and therefore they have pale images.
The aim must be to achieve the recognition
within the market and to link the image of Ulcinj
destination to:

- ornamental fluid of the region,

- infinite sandy beaches,

- the nature and the quality , as well as to

- modern assortment of offer, and, at the
same time, to wild beauty of
Montenegro scenery and regional
identity.

What importance of “oriental fluid” the market
pays can be reflected in the Tourope's
advertisement from 70s below. However, the
advertisement had nothing to do with the whole
country, but only with Ulcinj. Nevertheless, the
reflection had been chosen to motivate travel and
adventure desires.

Image 3.5: Tourope



3.4.3 Destination management

Complex aims of sustainable development, that
tends equally to economic, ecological, social and
cultural courses can be achieved only by
harmonized development with all national and
regional institutions.

This encompass also the connection point of all
tourism areas with construction engineering
industry, transportation sector, handicrafts, retail
sales, education, environment, art and culture.

It is very important to include the public. Its
support is necessary because it has to contribute
the achievement of sustainability aim and to
participate in its economic interest, in the initial
phase.

Except the purpose of functionality and
information,
numerous tasks, which have been concentrated
around purposefulness reasons, have to be
solved in relation to tourism development in order
to ensure competency, efficiency and continuity:

- strategic planning,

- international marketing,

- direct sale system development,

- monitoring and analyzing of competition,

- monitoring and analyzing of market,

- advising of private entrepreneurs as

regards product improvement,

- tourism infrastructure development,

- quality control of tourism products,

- education and advanced training,

- festivals organizing.

Numerous areas for which we are responsible
require  energetic, professional destination
management, which must include personnel and

material items corresponding to economy branch
of tourism, for the purpose of Ulcinj Project.

3.5 Destination markets

Ulcinj is summer swimming destination and for its
potentials it will remain as such in the future.

This type of tourism is the most important aspect
of economy and the most important market
segment all over the world. Swimming tourism is
based on the success os all big tourism
destinations such as Spain,, Italy, Greece and
Turkey, as well as the beautiful beaches are the
main preconditions for the most successful
tourism products.

From that point of view, all European markets are
desirable.

However, for economic reasons, too small
number and then gradually increasing number of
beds, as well as for geographic position, Ulcinj
must focus on small number of markets initially
and to related segments within those markets.
Later and in paralle with enhancement of its
capacities, it must advance to new markets and
target grops in order not to let the initial
concentration to be lost in one-sided
dependence. Since the initial course is decisive
for image, which will be designed based on it, as
well as for the acceptance within market place,
and then the first level of market strategy must
correspond to long-term aims. In later stages, it is
extremely difficult to make any corrections.

Based on that, all first development steps have
enormous significance for the future positioning
of  Ulcinj and its economic development, and
before all for Velika Plaza.

Therefore and on the one hand, the complete
product must be the adequate one, i.e. :
- it has to have perfect infrastructure for water
and energy supply and for waste elimination and
purifying wastewaters,
- it has to appear sa ecology zone and establish
firm accents in relation to the nature,
- it has to prepare extraordinary offers, brought in
line with the market,

- the capacity of which is sufficient to

provide efficient marketing,
- and favorable charter flights.

In addition to that and at the same time, it must

encompass
- identity features, that can be
experienced,
- marketing services that compose its
image,

as well as to be directed to the market, the
scope, tourism expectations, organization and
income levels of which reasonably promise fast
success. “Fast success” implies the capacity
occupancy rate either as regards hotel beds or
airplanes, for 6 moths total, along with higher
prices for accommodation and meals.

As for the sandy beaches as the main factors of
the offer, Western Europe with Benelux,
Germany, Austria and Switzerland offer the best
chance for construction phase.

While Montenegro ismainly charter destination
because of its distance for the tourist from
Western, Nirthern and Eastern Europe, the
guests from South-East Europe will come almost
always by their motor vehicles. Therefore, these
markets are more flexible and, from long-term
perspective, they are interesting also for the
manner of their arrivals make easier direct
reservations. Thereby, the agent sales are



prevented and the tourism branch at local level is
enabled to have higher incomes. However,
those markets are still in difficult economic
situation so it is hard for them to provide the visits
of a bigger number of guests that would be in
position to pay high prices.

Those are markets of the future, and the markets
of Northern Europe and of Great Britain should
be considered as potential ones only after
sufficient number of beds have been provided, in
order to cover the needs of those two markets.

3.8 Destination target groups
Ulcinj area must have double strategy

- that will preserve client that we have
had so far, because it ensures many
individuals to have their additional
incomes;

- that will attract new clients (target
groups), as marketing multiplications
and to permanently keep them as such.

Various target groups are not without further
mutual compatibility.

They cannot be connected if they express
different behaviors and requirements as regards
the course and the quality of services. The
differences may result from the expected
destination appearance and its environment.
Therefore, it could be purposeful to form two
holiday resorts with great sensibility and to
separate them carefully. Such approach has
harmonized many tourism places, because of
tensions among incompatible target groups, and,
consequently, it has been partly planned by
organizers and local tourism industry in Majorca,
Corfu , or the things have been settled by
themselves (Dubrovnik and Neretva District).

With the improvement of living standard in
Eastern and South-Eastern Europe, it should

expect also the increase of aspirations as
regards holidays. It may be anticipated that the
travel incentives will be as same as those of
Western Europe tourist. That is why the
accommodation offers, which are unacceptable
for Western Europe people today and which are
still sustainable, will face increased opposition.
They will be gradually eliminated or simply
excluded from the market place, if it is not
possible to adjust them. Therefore, the
improvement of offer structure is no question
necessary in order to attract new clients. Also
nowadays clients will also become permanent
ones if only the offer start to be advanced. As
bigger incomes those clients have, the bigger
their demands will be. However and
independently from that, Ulcinj will generally stay
the destination for tourists wishing swimming
holiday, because of its beaches and lagoons.

The mentioned clients make economic basis for
this area existence. Sometimes the clients, in
their enjoying limitless freedom while on holiday,
can express eccentricities too far, provoke by
unusual clothes, be too loud in their
conversations or make noise by their presence.
This perceptible behavior is typical for holiday
time. Sometimes it is described as “mass
tourism”, and even it is disqualified as
“undesirable”. Two things can be observed from
such critical attitude:
- it has not dealt with the phenomenon of
“regeneration” during non-stress holiday time,
which  was desirable during middle age
pilgrimage and ahs been and is desirable during
carnivals and, today, during holiday time, as the
search for another world and of something far
away from everyday life.
- It does not see that the world of
guaranteed freedom to travel, excesses
cannot be prevented either by bans or

by pointing out a forefinger for the
purpose of making remark, but can be
by the offer that covers needs.

There is no research that has dealt with target
groups and their reasons for visiting Ulcinj.
However, the answer is obvious:

- Since Serbia and Montenegro citizens
haven't any access to other countries
for embargo reasons, the whole
summer season demand has been
focused on Montenegro seaside.

- The sandy beaches and entertaining life
of Ulcinj have had attractive role during
that period.

- After charter flights have started again
in 2002, people from Western Europe
are attracted by low prices, which
appear to be favorable at the first
moment, as well as curiosity and
previous famousness of Ulcinj and its
sandy nudist beaches.

These are insufficient information to develop
appropriate vision as regards target groups. The
researches can give the relevant indications on
measurable incentives of visitors.

Even in Dubrovnik and Neretva District, with the
well known Old Town of Dubrovnik, “swimminmg
& holiday at the seaside” take one of the top
positions (84%), and “entertainment & pleasure”,
“natural beauties as framework for holiday time”
as well as “experiences” play equal role with 25-
35% positioned one after another. “Culture” takes
almost 24.7% only in Dubrovnik. However, sports
are at 4%. The cultural and historical attractions
of the OIld Town of Dubrovnik are reflected
selectively.



German analyses confirm the importance of
swimming tourism for destinations that need
tourism industry as their basis for their existence.
Market research, which is carried out each year
by F.U.R. for Germany, reflected the same order
line of incentives, however with different
percentages.

Main target group is composed of “guests-
swimmers”.  Target groups of “culture”,
“thematic”, “agro”, “eco” and “adventure” tourists,
which are mentioned frequently as “the groups of
the future” in related researches within the
overall area, play subordinate role — culture &
adventure = 8%; holiday at village estate = 3% or
no role at all. Only “thematic tourism” gains
bigger importance , because the themes have
been simulated for stronger experience feeling
(30% total).

Therefore, the niches are not completely
uninteresting. Although they offer different
possibilities in economic sense, they still can
significantly improve the image of destination or
enrich the basic offers.

Image 3.6: Tourism incentives in Croatia

“Wellness” falls among unavoidable component
parts of the range of tourism services nowadays.
Conceptual considerations should include also
“culture”, “agro”, “eco” and “adventure” tourists by
corresponding offers. They can primarily be
expected to bring economic benefits to the
hinterland. However, the economic future of
Ulcinj area or even Montenegro area cannot be
developed only with these target groups —
various niches. They should be considered as
valuable additions.

The main target group of tourists-swimmers is
not homogenous in any case. If taken as
example, it is easy to keep track of division
among target groups — one of the most important
tendencies at international markets.

Image 3.7: Tourism incentives from F.U.R:
Market evaluations

Travel incentives in % Croatia Dub._N.
Holiday at the seaside, | 91.1% 83.8%
swimming

Pleasure 36.1% 26.9%
Natural ~ beauties, natural | 32.5% 28.5%
frameworks

New experiences 7.5% 24.7%
Sports and fitness 7.1% 4.5%

Thus, according to the analysis of F.U.R.,
“Fitness” moved from 7% in 1999 to 11% in
2002, and “Wellness” from 6% to 13%.

1. Beach - swimming, | 54%
sun-bathing

2. Relaxation, rest 58%

3. Entertainment, joy, | 38%
pleasure

4. Natural experiences | 35%
(clean surrounding)

5. New impressions and | 29%
experiences

6. Escape from polluted | 28%
areas

7. Numerous experiences 27%

8. Meeting new people 24%

9. Contacts with domicile | 16%
population

10. Entertainment and | 18%
animations

11. Culture and education 12%

12. Light sports activities, | 10%
fitness

13. Active sports 8%

14. Adventure, discovering, | 8%
risks

Numerous possibilities for individual
development of products, directed toward special
target groups, result from it for investors and
future businesspersons as regards Velika Plaza
and Ada Island, Valdanos Lagoon, as well as the
town of Ulcinj. The sub-division of targets sub-
groups in swimming tourism shown hereinafter
should understand only as an idea for
consideration; it does not exhaust the whole
range.

-First differentiation is based on financial
potentials of guests. Also, further classifications
should be made inside such clear grouping of
“wealthy tourists-swimmers” and “less wealthy”
ones.

- Second differentiation is based on
marital status and age, as well as with
respect to single travels, travels in
couples, or travels with kids.

- Third level of differentiation depends on
main needs within a given group of
guests — whether they want to have
some rest at the seaside or they want to
dance within the group of amusing and
vigorous guests — and on their personal
interests.

- Different preferences are dominant
within those personal interests. It gives
space for far- reaching classification, for
example

- In sports area — tennis, golf, riding or
water sports;

- For families — children of all ages;

- For health — focus on beauty, wellness,
fithess or really on rehabilitation.

In addition to that, it should make difference also
in relation to preferred types of accommodation
and their standard. The mentioned variations can
be reflected in almost each type of
accommodation at any level, either in hotels or in



block, apartments, either in youth holiday clubs
or in settlements with bungalows.

- Finally, target groups differentiation can
be based also on payment modes. The
variations, reaching “all-inclusive
hotels”, are endless and difficult to be
listed. To emphasize that all-inclusive
hotels rapidly get their share within the
market place, but in company
environment they have almost no
operations.

While Velika Plaza should take into account
“those having better incomes” during defining
target groups and Valdanos Lagoon should pay
attention to those ones "making a lot of money”,
Ulcinj has the power to satisfy the needs of those
with middle and lower incomes.

The central part of the strategy on target groups
includes the segment of tourists-swimmers
together with al sub-groups, if their expectations
could be fulfilled within the very place. Besides,
also other target groups should be attracted over
the time in order to revive tourism industry also
after the swimming season, and in order to
encompass middle and small size companies
from the hinterland.

Corresponding tourism infrastructure, which
hasn’t existed so far either in traces, is required
for the achievement of this aim. However, the
experience has shown that the interests of
guests-swimmers for the offers coming from the
surrounding areas of Ulcinj will be crystallized in
the very phase of development. The interests will
be based on thematic grounds (excursions,
museums, natural parks, shopping, bazaars) or
sport grounds (walking, cycling, mountain
climbing, kayak). The outdoor activities will be
enhanced to the landscape and the nature

experiences in such measure in which their
exotic and beauty features fascinate and in which
tourism infrastructure has been prepared to that.

Tourism attractions and the quality of such
infrastructure (cycling and walking paths, resting
points, sign posts, catering and accommodation)
are decisive in the fostering of demands also
from other target groups, except from the guests
interested for swimming. The example of Majorca
shows it could be achieved with high investments
in cycling and walking paths and that the
hinterland could also be opened for tourism.

Private financing should not be expected for the
purpose of public infrastructure construction that
opens and connects interesting tourism points
into one big network within the large area.
However and under acceptable conditions, this
could be counted on as regards the equipping of
accommodation and catering services if the
range of beneficiaries has been increased in
such manner that it promises permanent source
of incomes. This requires the capacities at the
beaches to be enhanced and the guests to stay
several months in order to establish the sufficient
potential of beneficiaries.

As the demanding guests-swimmers will come
only if the appropriate level and the high quality
offers attract them, so the animation of niches
requires the precondition adequate for the
related expectations. Public sector must invest in
such infrastructure. It is of benefit and acceptable
for it only in case the beach capacities can
guarantee several months of basic demand and
internationally acceptable traffic links. As the
preparatory phase of additional niches strategy,
which includes the market segments that could
be attracted by natural beauties of the Skadar
and the Sasko Lakes, of the River Bojana and

the Monutain Rumija, or by cultural and historical
relicts dispersed around Ulcinj, these values
should be preserved.

3.9 Summary

The aims of tourism strategy for Ulcinj area are to
raise the living standard of population and the
incomes of the state, to create new jobs and
perspectives for the future, with the support of
sustainable usage of the natural, and cultural and
historical potentials and with the preservation of
regional identity in particular.

The longest sandy beach on the east
Mediterranean side will be the unigue selling
point for the offer of Velika Plaza - the most
important one. Having in mind the USP, the
strategy is primarily directed toward the main
target group of demanding summer swimming
tourism that includes all sub-groups.

The hinterland should be included into the range
of services for the purpose of the local population
benefits, grounded on tourism development base
— as excursion sites and as the platform for
additional niches having the segments of
“culture”, “nature”, “themes”, “activities”, “agro”,
“eco” and “adventure” tourism.

The offer is adjusted to the needs of target
groups. It sticks to the principle saying:
sustainability, quality and diversity, typical
ambient and image that emphasize and develop
service accents relating to culture and nature.



4. Framework requirements
4.1 Ulcinj climate

Ulcinj has all climate preconditions for swimming
season from the end of April to the beginning of
November. Average daily temperatures ar quite
similar to those at Majorca Island. Winter is
somehow colder than it is in three comparable
destination. All of them have extremely weak
winter season, which exists only if the prices are
low.

Water temperatures in Ulcinj are almost identical
to those around Majorca Island. From the
beginning of may to the end of October, the
temperature exceeds 20° C. Water temperatures
around Kreta Island are higher, around Malaga
they are a bit lower; thanks to enormous
conditions for golf playing and to high quality
cultural offers, Andalusia gradually, and with
occasional decreases, builds up acceptable
winter season.

Image 4.1: Water temperatures: monthly average

Image 4.2: Air temperature: daily average

As far as the falls are concerned, Ulcinj has
unfavorable conditions, as well as the whole
Montenegro.

From October to March, this area has real rainy
season, of the highest percentage in Europe.
Advantages: Ulcinj area is full of subtropical
greens and it is extraordinary fertile. The close
cooperation between agriculture and tourism can
be implied exactly here.

Image 4.3: Sunny hours

Image 4.4: Average of monthly falls, in mm

In addition to that, rainy season guarantees
enormous nature plays, when the rivers and the
lakes flood their banks. The Skadar Lake is of
four times capacity during the winter time.

As regards average number of sunny hours,
Ulcinj area is at the same level as Majorca and
Malaga. Ulcinj enjoys few sunny hours during the
wintertime, which is easily explained by often
rains.

Image 4.5: Floods during the rainy season



4.2 Infrastructure
4.2.1 Traffic links

Safe traffic connections with destinations,
comfort, speed and costs of traveling are
decisive factors for the success in tourism. The
arrangements of tour operators are decided
based on them, as well as the round tour
organized tourism traveling. Effective traffic
systems are equally important for the marketing
and the occupancy of capacities as the complete
tourism infrastructure and offer.

Tourists from Northern and Middle Europe,
traveling by their motor vehicles, arrive in
Montenegro after long drive that takes 2 or 3
hours, or even 4 days. Neckerman’'s Catalogue
for 2003 for air passengers foreseen a very
optimistic transfer of 2 hours from Tivat Airport to
Ulcinj. If they go by bus, the journey will take
almost 3 hours in intensive traffic weeks during
the main season.

Guests from Eastern Europe will always choose
motor vehicles because of the smaller distance
and because the arrivals and departures of
several persons are cheaper by car than by
plane. Permanent availability of personal cars
enables touring around the very place of visit,
but has negative impact on ambient: traffic jam,
crowded parking, “gray” parking, environment
pollution and endangering safety by exceeding
speed limits.

During 80, consequences of cars coming for
neighboring countries were present everywhere
especially in July and August, and, on the other
hand, big tour operators considered the distance
between Tivat and Ulcinj's Velika Plaza too big to
encourage sandy beach potential development.

Meanwhile, the solutions have appeared, such
as the reconstruction of roads and the linking of
Podgorica Airport with the seaside by Sozina
Tunnel.

Only Sozina Tunnel will enable the ravel from
Podgorica to Ulcinj to be less than 2 hours.

The future destination of Velika Plaza may use
preventive measure to avoid the negative
consequemces of car traffic, at least within
development area.

Image 4.6: Traffic links

Railway traffic in Montenegro has small, marginal
function for international tourism. Belgrade — Bar
railroad, which was constructed in 1974 for the
tourists from Serbia — especially for those from
the broader area of Serbia capital city — may be
alternative either for cars or for buses and
especially for the reason railroad along the River
Morava leads through picturesque scenery,
which also ca be considered as tourism
attraction.

On the other hand, the ferry line connecting
Montenegro and Italy is more important. There
are lines from Bar to Bari, Ancon and Dubrovnik,
Putting modern ferry boats into function can
shorten traveling time. At least for visitors from
Italy, and perhaps those ones from Switzerland
and Southern Germany, who want to reach
Montenegro coast of Adriatic, the combination of
passenger vehicles and ferry boats, or the
railways to Bari and Ancon and the ferryboats, is
the alternative for long driving by car along the
coast.

4.2.2 Energy and water supply, waste
elimination and wastewater purifying

Good telecommunications and efficient energy
and water supply are necessary preconditions for
tourism development. A big investor can hardly
be found nowadays if there is no, or there
haven't been provided any infrastructure of
modern quality — since they determine the quality
of locality and its image, in advance. That is why
the World Bank initiated the enhancement of
southern Anadolia beaches 20 years ago via a
regional concept and development of complete
infrastructure. The costs were born by the World
Bank as well as the investors.



While telecommunications function in satisfying
manner, power supply, mainly, covers the needs
but with several bottle necks (Risan).

In order to enable tourism industry development,
it is necessary to provide also ecological purifying
of wastewaters and the elimination of wastes in
addition to energy supply.

Deficits in supplying with energy and water
directly influence tourists, as well as local
population and industry. This is generally
eliminated by own efforts. On the other hand,
deficits in waste and wastewaters treatments
often have effects in the sense of middle or long-
term, and they are mainly neglected (they have
been ignored so far) —such as the contamination
of swimming water and the transforming of
natural areas into “dump sites” .

Image 4.7: Transformation of natural landscapes
into damp sites.

The areas of supplying have been better
equipped and they have functioned better than
the sectors for the treatment of wastes and
wastewaters (as similar as in other planned
economy countries). Those are characteristics of
the status of technical infrastructure that have
been lasting so far — and, unfortunately, it is the
appearance of Montenegro landscapes also.

There are sufficient sources of water (springs,
underground waters, rivers and lakes in the inner
region of Montenegro). Nevertheless, some
towns have unreliable water supplying.
Bottlenecks in water supply occur during the
summer season. This does not affect Ulcinj, but
affects northern coast (Herceg Novi, Tivat).
However, it has negative impact on the image of
tourism industry completely — and in significant
measure — as Neckerman’ Catalogue for 2003
underlined expressively as the warning.

Not to let misunderstanding, this statement,
which discourage reservations, is | relation to
Montenegro as the whle. However, it relates to
certain localities and to limited time durations.

In order to avoid complaints, tour operators have
created maximum precaution measures for
themselves. Thus and from the point of market
view, instead of numerous individual problems
there is one generally serious problem. Whole
country and its tourism industry suffer from it.
Therefore, of special importance is to ensure
good supply systems at regional level, in order to
solve water supply problems also in other parts
of Montenegro. The problems of water suppky
are not the consequences of insufficient water
reasources, but they are caused by extreme
losses of water because of old network systems
and because of illegal consumption (in Kotor, for
example, almost 90%).

Image 4.8: Neckerman Catalogue’s instruction:
The main season implies the problems in water
and power supplies.

Wastewaters purifying plants do not exist at all
localities at all; they are limited to local towns’
networks. Their structure status and maintenance
are usually insufficient. Purifying devices lack —
even in bigger hotel buildings.

Waste elimination in Montenegro is completely
unsatisfying. Except the gathering of waste,
which functions partly in towns, the transportation
of waste is organized individually and it is
discharged at non-protected dumpsites or it is
unloaded behind “the first small hill just above
Valdanos Lagoon”. The land area is rather
burdened. Even the centers of towns in the
middle of summer season, such as walls around
Budva, are not exempted from wastes.

Image 4.9: Wastes dispersed onto Budva town
walls



The purity within the area where holidays are
spent is among the most important criterions for
deciding what place to choose. Neglected use of
natural areas for dumpsites will soon be reflected
as one of the most negative image factors,
especially because it is in direct opposition to
ecological commitment of Montenegro.

The capacity of international development
cooperation should be focused on water supply
and on wastewaters and solid waste treatments
in order to preserve and to enable the use of
potentials for sustainable and high quality
development in tourism industry.

Image 4.10: Wastes dispersed onto the hills
above Valdanos Lagoon.

The Valdanos Lagoon is one of the most
beautiful locations not only of Ulcinj, but also of
the whole Montenegro Adriatic coast. However,
the locality from our dreams, which was born to
be the place of 5 international stars, is not
decorated by olive trees only. Unfortunately, it is
decorated by shameful heaps of wastes.

6. Tourism potentials
5.1 General evaluation of potentials

Montenegro is small country and each of its
corners can be reached in few hours of driving. It
still has unseen variety of natural resources: high
mountains with >>>>>>>>> and deep gorges,
fertile valleys and the fascinating Adriatic coast. If
comparisons are allowed, they compete with
those of Norway and Switzerland, and with the
lakes of Italy and Majorca. The vegetation is also
diverse, depending on the height above the sea.

However, cultural and historical values of
European significance can hardly be found.
Montenegro can be divided into 5 zones, each of
them with its own potentials for different target
groups, such as:
1. Ulcinj region with its sandy beaches,
2. Boka Kotorska Bay,
3. rocky coast and harbors for swimming,
extending from Tivat to Bar and Ulcinj,
4. The Skadar Lake,
5. High mountains with miniature capital
city of Cetinje and with three national
parks.

The advantages of potentials are as follows;
- Mild Mediterranean climate,
- Natural beauty,
- Diversity of natural resources,
- Cultural and historical relicts,
- Ulcinj sandy beach.

Weak aspects of potentials are as follows:

Only swimming destinations have been
developed and small skiing areas. On the other
hand, the potential have not been made available
anywhere: there are shortages in traffic networks,
tourist guide services, signposts, descriptions




issued in several languages — i.e., complete
tourism infrastructure.

Image 5.1: Five tourism zones

Dangers for potentials are as follows:

- lllegal construction all around the
country,

- Non-planned  urbanization
Sutomore, Lustica Peninsula),

- Waste and wastewaters treatments,

- Crowded road traffic all around Boka
Kotorska, in some towns

- Chaotic beaches, non-allowed parking,

- Uncontrolled bird hunting within the
areas of Skadar and Sasko Lakes.

(Budva,

Chances given by potentials

Potentials — according to their diversity — enables
also rather broad, cross border range of offers,
shaped according to the measures of various
target groups: big number of guests-swimmers
an many niches of regional character — extending
to skiing sites also.

5.2 Velika Plaza and other beaches

Velika Plaza is from 13 to 14 km long, is the most
beautiful and the biggest sandy beach within the
range from Trieste to Albanian border, including
also 1,185 Croatian islands. Thus, Velika Plaza
makes unique selling proposition, which gives
this locality special chance to as regards tourism.
Therefore and because of the size and the
hinterland, immediately behind it, that has not
been developed at all and that is in private
ownership, Velika Plaza can be considered the
most  important  potential of  economic
development in Montenegro. Market orientation
of quality and sustainable usage of this land

potential decide on:
- whether the main aim of Montenegro
tourism strategy will be achieved

(raising living standard, new jobs, public
revenues increase, and alike), and

- whether the future generations could
live supported by such potentials.

Velika Plaza has been selected as a model
project in order to avoid speculative, non-planned
building, and, at the same time, in order to define
target framework for the gradual reconstruction of
interest for economy and acceptable for ecology
as well.

In the planned part of this concept, there is
detailed description of how to gradually build
over a long period of years. The basic elements
of development concept are as follows:
- focusing on the north-west side of the
beach, and
- the protection of its ecologically
sensitive south-east part.
- Development in 6 modules, mutually
separated by green zones,
- The protection of coastal area and 100
m2 of green surface per bed.

“A. Speer & Partner” he concept of physical
planning, except tourism concept, is based on
extensive ecological examinations by “ERM
Lahmeyer International”, which are particularly
emphasized here. The sustainability concept
imposes the requirement that they have to be
taken into consideration in all future development
phases.

In addition to that, Majorca’s experiences with
mass tourism have been taken during planning.
That has resulted in separated modules and in
forming green and protected zones.



Image 5.2: A picture of Velika Plaza, taken
from the air.

The front represents AD Island with its nudist
settlement, once favorable place and now of
hardly acceptable quality.

The River Bojana mouth, being the borderline of
east part of the terrain under the Project, which,
since ecologically sensitive, should be protected.

Background shows Ulcinj Valley and marshland,
lake and salt-works zones that have been
predestined for bird dwellings and that may e the
dwellings of flamingos.

Image 5.3: Ulcinj development has reached
Velika Plaza

Except the nudist settlement at Ada Island, on
the south-east part of the beach near Albanian
border, only a small north-west part of the beach
is occupied by hotel and apartment buildings.

The buildings were constructed 20 or 30 years
ago in socialist and uniform manner, and they
are, therefore, simple and without any ambient.
However, because of the beach — and along with
rather favorable prices — there are clients for
them.

Image 5.4: Existing hotels and apartments

The northeast part of Velika Plaza is at the
borderline with suburb settlements of Ulcinj.
There are cases of illegal construction activities
disregarding the appearance of the area and
neighboring areas as well. It was impossible to
measure the quantity of wastewaters treated
appropriately.

Between the buildings at the edge line and Velika
Plaza, the Milena Conduit discharges into the
sea, the Conduit being the link between Ulcinj
Valley and Adriatic.

Behind the near-coastal land, which is in public
ownership, private construction activities occur.
Nobody pays attention to the environment
protection and to the regional style. Everybody
minds his own business.

On the southeast part of Velika Plaza, there is a
periodically inundated area, because of the same
level with the sea. That is where special
ecological value of this part of the beach exists,
worth protecting.

Image 5.5: Private construction activities

Since Nerung and Velika Plaza originated from
segmentation of the River Bojana, the color of



sand is not particularly photogenic. It does not
affect the quality of the sand.

Background shows Ulcinj Valley, which is
connected with the sea by the Milena Conduit.
Birds dwelling place, prohibited for hunting, can
be established here, where also flamingos can
survive being the tourism attraction for the main
target group and for the niches after the
swimming season.

Image 5.5: Potential areas for birds protection

There are three favorite beaches in Ulcinj
beaches:

» Sandy Velika Plaza beach has the greatest
development potential. Its best part is the Island
of Ada, whose Southern part is protected
landscape.

» The most visited beach, and the most crowded
one in the summer is in the center of the town.

* Much smaller than Velika Plaza, but for this
reason much nicer, with unusual landscape, is
the Valdanos Cove which is — one more USP —
surrounded by a huge millennium old olive
grove.

Velika Plaza impresses with its greatness, sand
quality and impressive pine forest in some parts.
The terrain is flat, therefore its landscape does
not offer much, meaning the landscape architects

will have to work a lot on it. Velika Plaza is an
ideal beach destination covering a great area.
Valdanos Cove — which is still used by the Army
as a resort — is exclusive place, while Ulcinj town
beach lives on the summer crowds that will
continue to make the profit of it the future as well.

Image 5.7:Ulcinj beaches

Image 5.8:0live Grove

Image5.9:The River Bojana Mouth



Image 5.10:Mala Plaza,Ulcinj

Image 5.11: Valdanos Lagoon

5.3 Ulcinj — history, setting and legends

Ulcinj is one of the oldest towns on the Adriatic
Coast. Even Livie and Plinie, who called it
Olchinium, reported on it. Coronelli tells its
history and describes its position on the rock
which penetrates the sea and which made the
town unconquerable from the sea in the old
times. This dominating position of the town
fortress is still typical for Ulcinj even nowadays,
as well as fertile valleys, vineyards and olive
grove that Coronelli spoke of enchanted.

For its protected port, fierce battles were waged
over Ulcinj. In 1421 it was conquered by the
Venetians, and in 1571 the Turks. In the war
against the Venetians, the Turks hired and
settled Algerian pirates, so that Ulcinj, to quote
Coronelli, degraded becoming the refuge for
unrestrained company. Because of the big salves
market and the pirates the town had had for
almost 300 years bad reputation.

In the liberation war against the Turks (1876-78),
the Montenegrin took Ulcinj over, but had to give
it up again under the conventions of the Berlin
Congress. Only in 1880 did Montenegro get
Ulcinj finally back; this was preceded by the
exchange of the territories, that Big Porta had to
approve of under the pressure of the European
Military. In the year 1979 the earthquake
devastated Ulcinj when almost all old buildings
were ruined stripping it of its charm. However,
much of it was renovated, in particular in the Old
historical town, but the damage from the
earthquake can not be overseen.

Ulcinj has always been and still is different from
the old towns in the country. However, in the past
decades many buildings which were constructed
do not reflect local traditional style, having pure
functional architecture, but with oriental feeling
reflected in the mosque minarets, in the call of
the khoja for people to prey, narrow alleys

whose stream of visitors remind of bazaar and in
peasant men and women wearing their traditional
clothes.

From the aspect of tourism industry , the identity
factors are of greatest importance. To treasure
and strengthen them is an imperative of
sustainability, economic reasoning and the
source of new jobs.

Image 5.12:The Old Town of Ulcinj

Image 5.13:Isolario del P.Coronelli,1696



Image 5.14:Dolcigno,bakrorez Lasco de
Varea, 1713

The town is still attractive thanks to

« its history, if it is seeable in its buildings and
other facilities and if conveyed to its visitors by
the guides, tours and interesting descriptions,

* its present, if it makes different experiences
possible, which includes shopping, hanging
about, entertainments, meeting people as much
as impressive modernism,

« its hotels, catering, facilities, recreation offer, for
the sports, entertainment, pleasure,

« its atmosphere which is spread by its people,
alleys, parks, cafes, music, markets etc. and

« its legends, if these are skillfully presented and
used to convey experience.

The Ancinet Ulcinj, which dates back in time the
Rome was a village and the Greeks learned
about sea fares must abound with the stories. It

is important to give them the feeling of the past.
Historical aspect is yet less important then
reviving dead season.

Let's take the legend about Servantes that after
the battle near Lepant, he was imprisoned for 5
years in Dolcign, that he fell in love with a local
beauty after whom he gave name to Dulsinei, his
Don Kihot.

The truth is that Servantes in October 7, 1571
near Lepant lost his left hand, that his wound
was heeled in Italy and that only on September
26, 1575, on his way home from Sicily was
imprisoned

by Algerian pirates, from whom he was
ransomed in September, 1580. That he set his
foot in Ulcinj was never mentioned. However,
Spanish sources have an interesting detail about
it. The head of pirates who imprisoned him, was
Albanian deserter called Arnaute Mami.

It could be that Arnaute Mami was from Ulcin;,
the greatest port of the time in that part of the
coast, where he might have boarded the pirate
ship. This could be a clue to Servantes-Dulcigno-
Dulsineia, in order to be used in tourist purposes.

Image 5.15: The Life of Servantes

Image 5.16:The book of Servantes

Image 5.17:The film poster ,Man of Mancha



This can be done with a lot of humor in the
background - Such as Servantes’ book........

....... or introduce a musical under the walls of the
fortress of the Old Town.
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Image 5.18:Sabbatai Z'wi

Image 5.19:National Costume in Ulcinju

Image 5.20:Pirate festa in costumes

Or let's take —Jewish scientist Talmud

Sabbatai Z wi.

Sabbatai Z'wi is interesting not only for anyone
who is interested in history, for any religion
scientist, Jew and Hasidean, but this is an
example of exciting, rebellious life and its
tolerance that Christianity was not familiar with.
His tomb is still here but is difficult to find. Except
that there is nothing else that

reminds of him. Pictures in traditional costume,
such as this one, could attract crowds of tourists,
if they become reality at least in holiday seasons,
and not only stay in books such as here, which
shows something that has not been seen at least
till now.

Atmosphere and experiences can create a town.
A town can dramatically present, with modern
technology, even insignificant things. There are
stages on the hill for that in Ulcinj, with the
fortress of the Old Town, with its square in the
bottom of the walls, where summer stage could
be mounted. But these are the vision of the
future. They will become important only when
high quality product can be marketed, with more
beds and when dead season revives.

In the meantime, focus can be determined in
advance, which will unite history, legends,
pleasure, traditional costumes, colors and sale —
e.g. pirate holiday in historical costumes at the
end of the summer season,

which could be organized on the day in the
memoriam of the battle near Lepant.

5.4 Potential and the surrounding area

The surrounding of Ulcinj cannot offer great
artistic and unusual cultural monuments, which
would be worth mentioning in the sense of
increase of demand. But, this is why this area
abounds in landscapes, history remains, and
birds habitats which are — when made available



— worth seeing. Tourist potential can be revalued
—partly now, partly in time — by

« thematically producing impressive scenarios
based on the historical testimonies and

 setting up and settling once autochthon and
now endangered species in their natural habitats,
such as pelicans and flamingoes. This would
reflect the principle of sustainable development,
create tourist attractions, and besides this,
support the creation of a new brand. 2 economic
aspects are of crucial importance : the point is to:
e support a resort, season extension or beach
offer, or

* to introduce additional niches for the tourists,
whose main interest, when on vacation, is not the
beach.

The first aspect has the priority, in order to have
a good basis on which niche offer will lean.

One of the most picturesque monument are the
remains of the Old Town of Bar. The town was
founded in the 6" century. Antibarum was the
town of the king of Zeta,

Mihail, the seat of Arch-Bishop and important
industrial center. In 1571 it was conquered by the
Turks, and in 1878, it was given back to
Montenegro. The Old Town of Bar was destroyed
in 1881 and 1912 in two explosions of the stored
gunpowder.

The OId Town of Bar is an important evidence of
Montenegrin history and is 5 km away from the
sea, but situated in the hinterland. As a tour
destination it can complement the offer of the
entire coast, to be the starting point and the goal
of the planned tours and to give its inhabitants
the perspectives by opening new jobs and
making profit in tourism: catering, souvenirs, etc.

Image 5.21:The Old Town of Bar in the time of
Turks around 1700

Image5.22:The Old Town of Bar today

Image 5.23:The Old Town of Bar before being
destroyed in 1850.

Image 5.24:The mosque in the Old Town of Bar

Image 5.25:The Location of Sas and Sasko Lake



Image 5.26Sas:St. Mary’s basilica relics (13.c.)

Image 5.27Sasko lake —natural paradise

Image 5.28:Tourist initiatives on Sasko Lake

Even more mysterious than the remains of the
Old Town of Bar are those of Sas. However,
while the Old Town of Bar does not have to worry
about big number of visitors, because its capacity
is such that it can receive a great demand, Sas
location is ecologically extremely attractive but
yet sensitive one too. The remains of Sas are
around the Sasko Lake, which seems to be left to
nature and it is birds paradise — it is one of the
most important of all Ulcinj areas.

Sas (Svacia Civitas) is first mentioned in the 11"
c. as the seat of the Bishop, in the 12" ¢. it was
in the Kingdom of Zeta, which used to be the
name of Montenegro, in 1242 it was devastated
by the Mongols and after the reconstruction in
1571 it was destroyed again, this time forever.
Some impressive ruins in beautiful natural setting
are worth seeing.

Sasko Lake has not been used in any way so far.
Ornithologists determined: with other zones in
the Ulcinj area it belongs to the areas which are
richest in birds in former Yugoslavia (Enclosures
Il and I11).

The intention to use Sas and Sasko Lake in
tourist purposes, goes back in time of former
Yugoslavia. At that time, on the top of the rock, a

hotel was built, something like a resort. Now, its
interior is demolished.

There is a small, excellent restaurant which was
lately opened by a private entrepreneur. It was
made of wood and it is in harmony with the
setting. Yet, it can cause problems. The activities
of the guests in that ecologically sensitive area:
Fishing, hunting, swimming, driving cars, picnics,
radio noise etc. How can further similar initiatives
be guided when the first one is a success and is
imitated?

Sasko Lake, the Bojana River, the Ulcinj Valley
etc. need detailed, ecologically responsible
tourist concept.

In ornithologist experts circles the are of Ulcinj is
regarded as one of the most valuable birds
areas, not only in Montenegro or former
Yugoslavia, but in the whole of the
Mediterranean. Over 20 publications were issued
about this. But resources are not yet known in
total, because there is no adequate management
of protection and maintenance. But, Slobodan
Puzovic, who produced these data, during two
relatively short period of watching in 1988 and
1991registered 251species in three sensitive
zones (enclosure): in Salt Works basins in Ulcinj,
on Velikaj Plaza, in the Milena Channel, in Ada,
in the swamp area of the Ulcinj Valley, in the
course and the mouth of the river Bojana and in
Sasko Lake and around it.

We should add birds from the Skadar Lake,
which are included in the list of Slobodan
Puzovic.

There — on the Montenegrin side- a small group
of pelicans can be found whose number, and
readiness hatch noticeably falls.

S.Puzovic noticed curly pelican in the Ulcinj Salt
Works basins, while other ornithologists noticed
Dalmatian pelican and flamingoes.



Euronatur’'s ornithologists believe that pelicans
on the Skadar and Sasko Lakes could, as on
Prespansko Lake/Greece, and flamingoes in
Ulcinj Valley and Salt Works basins, by settling
as in Kamarga,

feel here as in their natural habitat

«if peaceful inaccessible peaceful zones are set
up and

« if broods are in safe,

« if absolute bird hunting ban is adopted and
controlled

e and general measures of protection
undertaken to protect sources of food.

There is no doubt that among 250 determined
species pelicans and flamingoes are not the only
endangered species, therefore it is an immediate
imperative to set up protection zones with
RAMSAR status. This should protect natural
environment for all the species. But pelicans and
flamingoes attract not only active target groups,
desirable for the niche called ,Bird-Watcher “, but
almost all the tourists, and might have them
interested in other species, which can also been
seen. With pelicans and flamingoes several
goals can be achieved:

» Economically old Ulcinj Salt Works develop new
additional jobs.

» main offer is extended and niche segments are
attractive.

* Simpatic image factor is gained with the
function of exclusivity.

* Thought out project of landscape protection
finances itself, revalues destination and gives the
chance to the population to make profit.

Image.29:Location of valuable areas with birds

Image 5.30:first meal: pink pelicans in the
Danube delta

The construction and transformation of Velika
Plaza into a quality international tourist
destination with big bed capacities will
significantly increase the arrival of guests in the
Mt. Rumija, and particularly in the Skadar Lake.
From Ulcinj and other beach destinations on the
coast, one can expect increasingly greater
number of buses and intensified car traffic.
Because, Mt. Rumija and the Skadar Lake are
offered as attractive daily tours, as adventurous

tours all over the area, regardless of the damage
this can cause to the environment.

Besides this, one should count on cross-border
tours via the river Bojana towards the Skadar
Lake, around the lake and in the National Park,
although there is nothing spectacular to show at
the moment. These exotic names and goals are
sufficient incentive for the tourists from Middle
and North Europe.

edesirable consequence: During tours and
discovery trips, there will be an initiative from
small and medium companies will, which will
harmonize with the wishes of the guests and
make profit on them.

*Potential danger: wishes of the guests and
private initiatives are for fast success without
looking at long-term effects for the areas and
nature. Thus, e.g. it can be understood that you
want to take a boat ride, engage in sports or go
swimming. Therefore, we will have beaches and
water sports. Surfing and motor boats are
potential danger as well as motor boats, racing
yachts and jet skis — activities which will
adversely affect the environment and frightened
water birds.

This is why the Skadar Lake needs clear concept
form the beginning, whose implementation will be
strictly controlled. Boats for pleasure should be
allowed, but only on a solar energy which will
pay off with regard to both image and marketing.

Of course, sports activities, entertainment and
pleasure are desirable but preferably without
accompanying noise. Under such criteria the
market is determined. This is how a dense
network of bike paths was built in the Mid Europe
to meet the requests of different subgroups
interested in bike tourism.

The hinterland of Ulcinj, the Skadar lake and Mt.
Rumia have natural preconditions for wide



network of bike paths with these 7 level of
difficulty.

Image.5.31:The location of natural reservoir on

the
Skadar Lake in the region

Image 5.32:The levels of bike paths

Slika 5.33: Biciklisticki park u Minsterlnd-u

Slika 5.35:Slika 5.37:

Slika 5.34-5.37 Ulcinj hinterland
5.36:

The vision for the hinterland of Ulcinj is to
become something like bike park of Minsterland,
in order to

eenable ecological, sustainable bike and walkers
tourism

< open up the perspectives and jobs for the inter-
connected villages within one network,
agricultural households and resorts,

econtribute to strengthening local identities and
consciousness on the values of nature and
environment

« compared to international destination to be so
attractive to significantly strengthen demand in
non-beach season.

Majorca has extended its season in the spring
and autumn thanks to bike and walkers tourism.
Natural potential of Ulcinj area is as much
convenient for that.



6 Tourist Offer

6.1 Offer in Montenegro

The Offer in Montenegro is neither market
oriented nor competitive. In the last few years it
has been surviving due to the demand from
Serbia, which has been left with only
Montenegrin coast for summer vacation, the
economic sanctions having excluded all the other
options.

Western Europeans have recently started to
return attracted by low prices or simple curiosity,
because tour operators see Montenegro as a
destination with a future in tourism. The country
lacks financial power, efficient marketing,
qualified personnel, investors ready to take a
risk, and, above all, wealthy guests.

These can not be expected before quality and
variety of the offer reaches acceptable level.
General situation still resembles that of the 70s,
even though there are several highly creative
private initiatives, fully aware of the importance of
quality. They cannot, however, significantly raise
the general level and remain more of a curiosity.
Tour operator catalogs do mention the
shortcomings of the service rather clearly for a
reader capable of dealing with a less-than-direct
language of advertising.

Picture 6.1: Destination description — Tour
operator

To put it bluntly, this is what it means

« It is very noisy at nights, occasionally
unbearably noisy.

* Beaches are overcrowded in summer and
equally noisy.

« In low season (both before and after the high
season) empty hotels are used for housing wild
high-school student trips, which could be a
problem.

« Guests are expected to encounter construction
noise and accompanying

dirt.

* Water and power supply is not regularly
provided.

* Medical services are rather scarce.

« Sport and entertainment activities, as well as
beach chairs are available only during the high
season. For many beaches, such as the one in
Sutomore, beach chairs are indispensable due to
the rocky surface of the beach, which is not true
for the Velika Plaza.

Picture 6.2: Scene from the Sutomore Beach

Image 6.3: A description from TUI 2003
Catalog

Beaches

are almost always public and available to
everyone. Hygiene status is under the
competence of municipal authority in most cases.
Image 6.4: A description of ITS air-travel, 2003
Hotels

Energy reduction measures affect also
Montenegro, and especially air conditions and

heating devices. Occasional water and energy
supplies shortages are possible.

If failures in services or technical malfunctions
occur, hotel personnel, ready to help and very
kind, give all their efforts to eliminate unpleasant
situation and are always grateful if guest accept
these events tolerably.

Image 6.5: A description of ITS air-travel, 2003
Excursions

You want to be familiar with the country and its
people? In that case your tourist guide has the
right thing for you. Many interesting things for
enabling familiarity with the surroundings are
offered in our program (all data are of
approximate figures), for example:

Montenegro tour "
Skadar Lake w
Dubrovnik w
Fish-picnic w
Ulcinj w
Boka Kotorska Bay "
Boat sight seeing "

Sveti Stefan

All excursions are organized by our local partners
and they are not subjected to our responsibility.
We retain our right to changes.

Image 6.6 Accommodation capacity structure
in Montenegro



TUI catalogs let you suppose that the beaches
are often dirty and that none of the contractual
parties are responsible for it, which in turn means
that nobody can demand damages. ITS does
mention that hotel installations are likely to break
down and that the personnel, while rather kind, is
often not qualified. These kinds of remarks are
meant to prevent complaints and paying of
damages. They are very cautious and general
and not valid in every particular case. However,
if there were no good reasons for it, no tour
operator would warn its clients.

Regarding the ITS short tour program, which is
already not very abundant as it is, there are also
some veiled warnings. Apart from possible
inefficient service, accommodation capacities
and entertainment offer can not satisfy
demanding clients with special interests other
than swimming. Out of almost 95.000 registered
beds representing total accommodation capacity,
26.000 are found in hotels. 82 % of these are
called B-category, which corresponds to the two
star rating. 2-4.000 beds could be suitable for
international market. Camp sites offer 18.500
places and 30.000 beds are found in “other kinds
of accommodation “, i.e. in very basic holiday
facilities.

Private accommodation officially offers about
20.000 beds, but the real number is not known.
The Ministry of Tourism estimates the number of
unregistered but available beds at about 60.000.
There are also around 90.000 beds in private
weekend apartments, which are not included in
statistics. That explains the existence of summer
crowds, as well as of countless people trying to
rent their rooms standing in the streets and
accosting foreigners with ad-hoc boards drawn
by them. That is the general impression that

Montenegro leaves on tourists. It is hard to talk
about quality in these circumstances.

Image 6.7:St. Stefan

image 6.8: Skihotel near Ropzaje

Picture 6.9:Hotels “Cases" near Ulcinj

Quality standards of hotels and the variety of
tourist activities proposed are but one of the
important aspects of market orientation.
Demanding guests equally pay attention to the
atmosphere in the hotel, which is the result of its
structure. That is why a new concept looking
towards the future was inaugurated in the 70s on
the Montenegrin coast. St. Stefan, once a small
fishing village, was renovated and turned into a
high-quality hotel town and it quickly drew
worldwide attention. It became an example for a
number of tourist products: Port Grimaud, Puerto
Banus, Village resorts in Korushka, etc. The idea
originated in Montenegro but it was commercially
exploited in other countries. As a reflection of
the local identity carved in stone, the atmosphere
is perfectly suited to the wishes of today’s
market, to the principles of sustainable
development and to the image of local
population.

St. Stefan has become a star in tour programs for
which an entrance has to be paid. This hotel
town

has, however, remained an isolated case in
Montenegro allowing the country to still benefit
from its image, but quality-wise it has dropped to



a level of a three-star. There have been other
attempts, apart from St. Stefan, to find alternative
architectural solutions to the hotel uniformity of
that period. Even self-styled approaches, such
as the Ski Hotel near Rodaje, have rarely suited
local architecture and blended into the scenery.
Most often, the usual “hotel coffins” were built by
the beaches. They were supposed to be cheap
and functional — that is, to sleep as many tourists
as possible at low cost. Itis still typical to find
miniature rooms with no air-conditioning, very
basic plumbing, huge lobbies which are too
expensive to cool or to heat. Montenegro is
dominated by anonymous hotels which could be
found anywhere else in the world.

Several decades ago, things were done and
planned the same way everywhere around the
Mediterranean. The loss of identity has brought
on the interchangeability of destinations and the
prices started to drop.

This once successful budget strategy has long
been outdated. “Sterile” hotels of that kind can
now be sold only as cheap goods, even when
they come with first-class situation with beaches
and magnificent views of the sea. The topmost
position is frequently the only mark of quality.

6.2 Ulcinj Offer

There are three main locations in hotel offer: the
town itself with the total of 1.300 beds in the
Albatros, Galeb and Mediteran Hotels.

tThe north-east of Velika Plaza with the 2.200
beds in three hotels: Olimpic, Otrant, Lido,
Grand Lido and Bellevue. Officially, four out of
five hotels belong to the A category. In reality,
this categorization is unacceptable on the
international level. The size and the state of the
rooms, lack of atmosphere, worn out furniture
and totally unmotivated personnel are the reason

that these hotels can no longer be found in tour
operator catalogs. Only the Otrant is rated as a
two-star hotel. This rather austere level is
compounded by a lack of recreational activities,
which do not help the demand, in spite of the
magical beauty Ulcinj's sandy beach.

In professional circles and in naturism segment,
Ulcinj and Velika Plaza used to be famous for its
Ada River Island, one of the favorite naturism
locations on the Mediterranean with 540 beds
along the Albanian border. This is an extremely
valuable ecological area, as well as an attractive
tourist resort already in use. It has also be rated
as merely two star.

In addition, there are 3 large camping sites
providing accommodation for about

4.600 tourists. The majority of beds are found in
private accommodation, but again, nobody
knows precisely how many are available. In
2002, 245.000 overnight stays were registered,
about one fourth of which represented foreign
tourists. These numbers are highly
questionable. An honest internet station raises
its doubts when it reports the figures on Mala
Plaza, the town beach, famous for its crowds and
dirt in the high season.

Picture 6.10:Hotel Albators ,A “ Category --520
beds

Picture 6.11:Hotel Galeb ,A “ Category --360
beds.

Picture 6.12:Velika Plaza Hotels Picture



6.13: Tourist resort on the Ada River Islet

6.3 Destination as a tour-operator goal.

The description of Ulcinj and Velika Plaza in
Neckermann’s Catalog “Plane Trip in Summer of
2003” tells almost everything about this
destination from the point of view of the tour-
operator. One can find information and
arguments that sell well on the market:

» The past of this pirate nest: Nowadays, pirates
are associated with holidays and recreation in
order to boost sales: pirate voyages, pirate
parties, etc. The pirate is no longer perceived as
it used to be. He has become “a handsome
young man who courageously, nobly and happily
enjoys his boundless freedom”.

* Fusion of the East and the West in attractive
contrasts: by describing Ulcinj

atmosphere one can see that what is targeted is
a holiday in “an exotic place far from everyday
life”

 ...a mixture of colorful crowds. This relaxed
holiday atmosphere can sometimes be
somewhat noisy”. This characteristic description
aims at a clear differentiation of target groups.
Ulcinj is portrayed as “ a tourist fair”, which puts
together creates the image and segments the
target groups.

« The description of sport facilities and evening
entertainment reveals in fact how poor the offer
is.

« “Rustic” in fact means “basic”. Music bands on
hotel terraces and a nearby disco

announce the upcoming noise at night.

From the tour-operator viewpoint, what is
important is low prices compared to the
international offer.

Picture 6.14. Ulcinj described in Neckermann’'s
catalog
Open advice:

Almost all the hotels throughout the season have
live music which is played in the bars or terraces:
cries of joy are heard till midnight. After that most
of the bars and restaurants close up.

During vacations (July/August) swimming sites and
beaches are international meeting places which are
visited by the domestic families as well - then it gets
realy entertaining! In the pre-season and post-season
periods, the hotels must be ready for youth groups and
school excursions. Since working on infrastructure
improvement is continuous, construction works might
be going on in some places.

In the top season the hoteliers must be ready for the
problems with water and el ectricity supply. Sports and
entertainment offer, as well as beach services such as
providing beach chairs for the guests are ready only in
peak season.

Because of worldwide electricity awareness, the air
conditioning devices are on only for couple of hours

during the day in July/August, and off throughout the
night.

The biggest number of internationally known
medicines is hard to find even in big places.
Therefore it is advisable to take with you your
personal pharmacy.



Picture 6.15: Price comparison

Image 6.16 Montenegro price list

In the eyes of a tour-operator, Ulcinj ia an
attractive destination for people who can not
afford expensive holiday. Here, one can get a
reasonable package deal with a combination of
three factors:

« very basic, reasonable hotel offer,

« a sand beach of first-class quality,

« exotic, unspoiled nature in certain areas.
Basic, reasonable hotel on the beach in such
surroundings is very hard to find at present.
Similar hotels were used to present a more
profitable offer. Even Bulgaria, which used to
have the same, poor offer, has been consistently
trying to raise the standard of its hotels, as well
as the prices. The product level in Ulcinj limits
the scope of target groups.

Catalogs of tour-operators reflect market
development and the positions of destinations. It
is next to impossible to find two-star hotels. Even
three-star hotels are receding in favor of four-star
establishments. The leaders are: Wellness-,
family, sport and

adventure based hotels, all-inclusive formulas,
tourist clubs, romantic hotels, etc.

Versatility of target groups and products knows
no boundaries. On the other hand, it seems that
Ulcinj has been frozen in time.

If we wanted to describe it using negative terms
full of prejudice, than we would call it mass
tourism. What can be read in catalogs

paints exactly that picture: Ulcinj is the perfect
holiday place for noisy crowds that want a
relaxed holiday atmosphere on great beaches at
a reasonable price, who do not mind noise, who
are not particularly active and who are easily
pleased with simple service. This impression is
enhanced by calling Velika Plaza “Lido”. In fact,
the idea of “Lido” contains two aspects: a
gorgeous beach and a crowd on it.

But, mass tourism which is often mentioned
disparagingly, can be a sound foundation for the
economy, as is the case with Toremolino. The
demand then should not be limited to 6-8 weeks
a year and the profit per client must be higher per
day than what is stated in tour-operator catalogs.

The span of price per day for a half-board in a
two- or three-star hotel at the beginning of the
low season goes from 12 oto 33 @ in the peak of
the high season.

A 20 % commission for the organizer has to be
deducted from that. One does not have to be a
professional to realize that good service and

necessary maintenance could not be paid from



these amounts, not to mention investments to
improve the products or increase the salaries of
the employed. The package price is low, but
once there, everything becomes expensive. The
cost of everyday expenses went up when the
German Mark was replaced by the Euro. ADAC-
monthly reports : “Montenegro

Is not a cheap country“.(p.4)

In any case, one should ask a question whether
Ulcinj economy can afford to raise prices without
raising the quality and the range of its offer. The
answer from

TUI, ITS and Neckermann is a warning and
unambiguous :” No!”

A new, innovative product which will be
developed simultaneously with the existing offer
without interfering with it, then becomes a logical
consequence in order to preserve the existing
narrow basis of existence and to build a safer
future.

6.4 Profile of Ulcinj’s strong and weak points

Strong points

Ulcinj and its immediate surroundings have three
USPs (Unique Selling Propositions), and a whole
lot of important tourist assets.

* Velika plaza (USP)

» The Lake of Skadar (USP)

* Bird World (USP) and nature
* its climate in summer

* Natural hinterland ambient

« Oriental flavor

* The Lake of Sasko

* Ada Rivel Islet

» Cove Valdanos/ olive groves
 Easy access (Sozina Tunnel)
 Salt-works

* The ruins of Stari Bar and £as

Weak points:

* Low level of all offers

» The state and atmosphere of hotels

« Insufficient diversity and market orientation
 accessibility of tourist objects???

« A fixed connection to “mass tourism”

« Short season and prices of tour-operators
» Garbage disposal

» Road traffic and parking problems

Chances

Out of all coastal regions in Montenegro, the
area of Ulcinj has the most significant tourist
potential. A sustained development strategy
which will be consistently carried out, can result
in

* 30-40.000 hotel beds,

« corresponding direct and indirect jobs as well
as

« high earnings for the country and municipalities
while simultaneously

raising the standard of living for the local
population

» Through the development of ecological and
market-oriented product, Ulcinj can reach a high
position among beach destinations on the
Mediterranean. This should be linked to:

« ecology (setting up a ornithological park and
protected natural areas)

« authentic factors (Oriental flavor, historic
remnants)

 programs of activities and events having to do
with nature (creating a network of footpaths,
bicycle tracks, visiting lakes and mountains)

< with above the average quality one can create a
unique identity as a future tourist destination..

« Hinterland can be included in favor of small
private initiative and attract other clients.

Dangers

The biggest danger lies in unplanned, quick,
success-oriented or speculative exploitation. It is
feared that the construction of the road along
Velika Plaza has objectives which are
incompatible with sustainable development. The
layout is planned as a fast road without any
regard for biotops. The inter-sector
developmental concept for Velika

Plaza, which includes the entire surrounding area
and all sectors of economy, and which links
social, political and ecological aspects into a
network touching on many interests, must be
directed with uniformity. Without energetic
organization with clearly defined tasks, thins
concept can not be realized. This kind of
organization does not exist as of now.

Picture 6.17:
Plaza,2003

Road building on Velika



7 The concept of space planning

7.1 Current Situation

The planning of space is based on the strategy of
tourist development. It turns its goals and tasks
into a realistic plan.

Velika Plaza, as a unique sand beach in
Montenegro, offers a great opportunity to
animate the buyers’ tourist potential, as well as
the highest segment of tourist demand.

Velika Plaza near Ulcinj, a 13 km-long sand
beach which so far has been left
underdeveloped, is signaled in Adriatic Coast
tourist strategy as a Unique Selling Point (USP).
This has to be realized through a determined
sustainable development project which should
deal with space, urban and green surfaces (Pre
Master plan Ulcinj),

and which corresponds to modern tourist
requirements.

An overall planned action has been decided for
Ulcinj. Tourist objects are being carefully
selected with an eye to the future. They have to
provide a long-term answer to all the demands
and satisfy the high standards regarding quality.
The overall planned action for Ulcinj consists of :
« a clear and solid concept with networked
segments

« forming of an interdisciplinary team consisting
of various professions and competences within
the very framework,

« including local parties (politicians,
professionals, interested citizens) in the process
of creation

« using endogenous potentials as a basis for
development.

In accordance to the overall strategy, a special
care should be taken to make a very careful and
long-term planning, to take into account the
possibility of adding on and to leave the options
open for the future development which can not
be foreseen now.

7.2 Objective

The objective of planning is to create a concept
for sustainable development of tourism and for
its urban realization in Ulcinj, while taking into
account ecological restrains and the possibility of
realizing it in several phases. The conceptual
goal is a resort with about 30.000 hotel beds in
Velika Plaza in modern buildings blending in with
the surroundings, as well as planning for the
accompanying tourist equipment and facilities.
The goal is that the Municipality accepts this “Pre
Master plan” as guidelines of its development.

7.3 The way of proceeding

In phase one, a picture of the existing situation
was taken and an analysis of the state of coastal
tourism and the hinterland was made, with
particular attention to Ulcinj and Velika Plaza.
Own research was completed by professional
contributions of local experts.

In phase two, three project teams made an
alternative proposal for Velika

Plaza project. These projects with their
advantages and disadvantages were discussed
with the local authorities and professionals in
Ulcin.

Afterwards, the Municipality decided on the
approach which suited its interests. It was the
proposal which was considered favorite from the
viewpoint of the development of tourism and
urban planning.

This approach has been processed and realized
in great detail. A special influence on it was the
knowledge gained through the simultaneous

Study on the Influence on the Surroundings of
(SIS), (done by Biro ERM Lahmecer
International). The next step was a detailed
study of the space concept of Velika Plaza.
These concepts were discussed on several
occasions with the experts on tourism and
ecology, after which they were optimized.

In phase three, one module of space concept
was chosen and realized as a proposal of urban
planning on the scale of 1:2.000.
Simultaneously, a Study on the Influence on the
Surroundings was done. In the interactive
process of planning, there was some adaptation
of planning to the ecological demands, which at
the same time created a very high-quality space
structure for tourist buildings and other facilities.
The whole concept, with its detailed urban area
and the results of the Study on the Influence of
the Surroundings, was

presented in Ulcinj and widely discussed in
public. From this transparent planning process, a
top-quality and sustainable result was created
which was then accepted by all parties, both from
urban and ecological aspect.

Image 7.1: Calender of Ulcinj Master Plan
Project

Time framework Project phases

October 2001 Project commencement

09. Oct.2001 — Visiting the site

13. Oct. 2001 Identification of evaluated area
Nov. 2001 — March Evaluating and analyzing existing
2002 situation

04 Nov. 2001 — Visiting the site

05 Nov. 2001 Evaluating and analyzing existing

situation

03 Dec. — 04. Dec Workshop Frankfurt

2001 Overall conception discussing
14 Jan. 2002 Workshop Frankfurt

Conception of space usage discussing

Evaluating and analyzing existing

19 Feb. 2002- situation and details




01 March 2002
15 Frb. 2003 - 31
March 2002

April 2002 — August
2002

Visiting the site
Tourism experts

Concept phase

22 April 2002
28 April 2002

10 June — 11 June
2002

05 August — 06
August 2002

September 2002 —
October 2002

Visiting the site
Discussing the concept with competent
persons

Workshop Frankfurt

Discussing urbanism details and
studies relating to the influence on
environment

Workshop Frankfurt
Alignment of urbanism details

Resulting phase

08 September — 12
September 2002

October 2002

Visiting the site

Harmonizing concepts with competent
persons

Discussing plan details

End of Project




8 Physical Development Plan
8.1 Physical Development in Montenegro

8.1.1 The system of Physical Development in
Montenegro

Montenegro is distinguished for its structural
system of urban planning which is in its
elementary characteristics based on the concept
of physical development of Yugoslavia.

Planning and competence of decision-making
are regulated in principle in two levels:

« at the level of the Republic

«at the level of 21 municipalities (which, without
exception, include several local communities)
Parliamentary approval for physical planning is
needed in each level.

The extent to which individual plans are current
differs.

Lately there is a tendency towards modernization
of the planning system and production of national
physical development plan at the level of
Ministry.

8.1.2 The problems of the development of the
country, region and towns building

The plans developed at a higher instance are
often outdated, therefore they only partly meet
current development requests. In addition to that,
there are the following problems:

o the failure of application of physical
development plan (which can be noticed in
Jllegal districts”, illegal construction);
sconfrontation with investors on the one hand;
-absence of serious investors on the other hand

» changes related to competence during the
process of transformation and privatization;

« Due to frequent changes of municipal
authorities, continued urban planning is not
possible, because most of the municipal

authorities are inclined towards satisfying their
own clients: the example of urban development
in Budva is obvious.

8.2 Physical planning instruments

8.2.1 Physical Plan for Montenegro

JPhysical Plan for Montenegro “- General
Physical Plan of the Republic —was made after
the earthquake in 1979 and was not in principle
changed ever since. This is why the greatest
number of physical components are not current
any longer. This in particular refers to the goals
for the development of districts and their
interchangeability with neighboring countries and
regions — Bosnia and Herzegovina and Kosovo.
On the other side, positions which refer to
tourism development on the coast can be
basically regarded as current. Therefore, ,the
Model of Tourism Physical Development®
envisages three categories of tourism centers
and desirable auxiliary facilities with tourism
infrastructure for all of them:

« ,Tourism center of the | class “:Budva

« ,Tourism centers of the Il class “:Herceg Novi,
Kotor,Bar,Ulcinj,etc.

« ,Tourism centers of the Ill class “:small places

Picture 8.1:Planning hierarchy

This classification, to a great level, reflects
factual present position of these places.
Therefore Budva is tourism center of Montenegro
with certain problems (e.g. mass visits during the
summer, great traffic burden, illegal
construction).

8.2.2 State planning by regions

For planning and investment in Velika Plaza in
Ulcinj, ,Sea Property “(Professional institution for
the sea property) plays an important part.

Use, development and protection of the sea
property in Montenegro are regulated by the
~Sea Property Law “.The sea property is all the
property in the sea, as well as the coast, ports
and beaches.

The coast is defined by the highest waves
imaginary line when “sea turbulences are
greatest”.

Image 8.2. Velikia Plaza Plans



The subject of the legislation on ,Sea Property” is
the area stretching 6 more meters further from
the imaginary line. Further, the subject of the
regulation is the water area used for sailing of
the ships and for fishing as well as the water
area which is used for other sea purposes. There
can be exceptions to this regarding the width of
certain areas as determined by the Government
of Montenegro. Therefore entire area of Velika
Plaza is the subject of regulation.

Sea property is the ownership of the state. They
can be used by private owners under certain
conditions. Public institution (The Sea Property)
defines, under the law, the time of use and the
level of lease.

The sea property is managed by ,The Sea
Property*.

The competent authority signs contract with the
user of the sea property (e.g. for the cafes on the
beach, renting beach chairs, construction of
marinas etc).

The compensation which is collected is used for
the protection and development of the sea
property i.e. for infrastructure projects. Private
owners can build facilities with the approval by
the construction authority (The Ministry for
Physical Development).The Ministry for Physical
Development passes the approval together with
the municipality in line with the plan written by
the experts (The Sea Property). Such facilities
are then the subject of the legislation ,on the sea

property “.

Components

The Development Plan of the Sea Property
includes the existing facilities in the West Velika
Plaza and the island of Ada and other additional
areas. Tourism areas which are to be extended
are most often completed areas with existing
facilities. In the West Velika Plaza, east of the

existing tourism use, with the narrow green area
separating it, there is

Picture 8.3: Master Plan; zones of Ulcinj and
Velika Plaza

a large area of the urban land for tourism. It is
located in the existing area of the mixed woods.
Due to the fact that in Montenegro there is local
government, and that technical competence is
under ,the Sea Property “, it often comes to
difficulties in the activities with neighboring areas.
Special difficulties appear in adapting the plans,
because different development plans include
different components. In Velika Plaza the
construction land shown by the Sea Property is
quite smaller than that of the valid GUP of the
town of Ulcinj.

8.2.3 Overall town planning

The Ulcinj General Urbanism Plan (GUP)

At the level of the municipality of Ulcinj there is
urban plan (ULCINJ GENERAL URBAN PLAN).
It was made after the earthquake in

1979 with the assistance of the United Nations
and it was passed in 1984.

Although it has been valid for 18 years now, it
was never implemented. During 90-ties the

implementation was difficult due to Balkan
conflict. The consequence of that is that
economic development in Montenegro suffered a
lot, in particular tourism, because of which its
implementation was always postponed. The town

of Ulcinj had development in mind even at that
time and to a great extent prevented the
construction of private houses in the urban area
of Velika Plaza.

GUP divides tourism centers in Ulcinj in 4 tourism
zZones:

« the old town of Ulcinj with Mala Plaza,

« Valdanos Bay in the West,

« Velika Plaza and

« Ada Bojana (in delta of the river Bojana).

The Plan for the area of Velika Plaza envisages
the construction of facilities on five construction
lots. Between these construction facilities there
are large green areas. East and west
construction areas are planned for camps, two
in the middle should be used for camping
grounds looking westwards, and eastwards a
hotel complex. The village on Ada shall be
extended in the east. Some construction lots are
accessed by the roads which come from the
existing road R 15.

Plan envisages extension of the existing
accommodation capacities till the year 2010 by



48,000 beds. They are divided between the
hotels (10,000 bed),camps (14.750
places),private accommodation
beds)and

4,100 beds in other facilities.

(19,150

As to tourism and recreation offer this plan
envisages:

Marina with a 1,000 moorings (proposed
locations are: Porta Milena, the Old town of
Ulcinj, Valdanos and Ada), sports fishing on
Bojana, renting of boats, stadium (40,000 m2
with 8,790 seats), swimming pools and congress
rooms.

In addition to that, it defines the necessity to
extend green area in the town (5-7 m2 of parks
per inhabitant).Discharge of waste water should
be directed to the sea, through several water
pipes, without purifying.

The Physical Plan for Ulcinj from the year 1984
needs to be changed, because neither its
concept nor its technical implementation plan
meets present requests of tourism economy and
environment protection.

8.3 Urbanism aspects

8.3.1 Development perspectives

Existing plans and programs for physical
development are not current i.e. it is impossible
to implement them any longer. In particular in
Budva and south of Ulcinj there is a need for the
inspection control for the development of
districts. For the implementation of tourism
strategy, the coordination and adapting are
necessary — at least at local level.

Tourism development strategy envisages the
construction of new accommodation capacities —
with over tens of thousands of hotel beds.

In addition to that, there is a growing construction
land demand for small private apartments and

bungalows as well as for the housing. In that
light, in the area of physical planning, the
following activities are important:

e construction of tourism centers in
underdeveloped areas, in the first place south of
Ulcinj

« the design of sustainable plan of tourism
development and its urban implementation
including ecological borders as a model for other
areas

e merging of districts needs to be prevented
along the coast by planning and growing green-
buffer zones — in particular south of Budva and
near Ulcinj

« tackling the conflict between the industry and
tourism, in particular by modernization and
emission reduction of the plants (of the
equipment)

» the construction of modern infrastructure for
water an electricity supply and waste (waste
disposal, plants for purifying waste water)

« planting programs.

8.3.2 Restrictive areas of importance at the
regional level

8.3.2.1 Protection areas

International conventions, laws and plans protect
many natural and cultural facilities in
Montenegro. They account for 28% of the total
area of Montenegro.

The town of Kotor was entered in1979 into the
UNESCO register of endangered towns of
universal cultural heritage.

In the same year the Bay of Kotor was entered in
the Register of UNESCO as universal cultural
heritage.

The law on Protection of the Nature of the
Republic of Montenegro includes:

« natural heritage (canyons),

« natural protection zones (habitats for plants and
animals),

 sea areas (beaches)

« natural heritage and

« other natural objects of great importance whose
protection is in the interest of the state.

By special decision, which was passed by the
Institute for the Protection of Nature, 52 plants
and 314 species were placed under
protection.[compare

Bulatovic,M.: Montenegro Ecological State
pg.108 .

8.3.2.2 National Parks

The Lovcen National park

Based on cultural and historical heritage 6,400
ha on the Mt. Lovcen were declared national
park.

The Orjen National Park

High and unusually steep Karst mountain about
1895 m high, the Mt. Orjen is in the north part of
the Kotor Bay and goes towards the border with
Bosnia and Herzegovina

The Skadar Lake National Park

Skadar Lake was declared National Park in
1983. Along its 40 km it covers 370 km when the
water level is the lowest. Over 40 species of fish
live in the lake with some of them being unique
globally .

There are 270 species of birds.

The Biogradska Gora National Park

With their 80 different species of trees covering
ca.5.400 ha Biogradska Gora National Park is,
besides Perucica in Bosnia, the only primeval
forest in Europe.

The Durmitor National Park

Is North of Montenegro.

The protected area of this mountain massif with
its precious areas covers ca.39.000 ha.

Besides valleys and endless woods, its main
attraction are 19 mountain lakes.




9 Shots of Ulcinj

9.1 People

The municipality of Ulcinj covers about 500 km2.
The town with its villages includes ca.30,000
people. The East and the West meet in Ulcin;.
Major people are the Albanians (ca.75%). Other
people are mainly Montenegrins, as well as other
peoples of former Yugoslavia.

There are three religions in Ulcinj, Muslims,
Catholics and Christians. Because of different
ethnic groups different languages are spoken
(Albanian and/or Serbian).

9.2 Town structure

Tourism center of the town of Ulcinj is situated in
a narrow bay. Westwards, on a natural plateau
there is the historical Old Town. New town
districts are east of the Bay, on the slopes of the
mountains and further north in lower areas
(Porta Milena).

The OIld Town

Historical Old Town of Ulcinj is different from
other typical old towns. There are no souvenir or
photo shops or cafes in it. The Old Town of Ulcinj
is mainly housing district, with no cars and with
peace which is not typical of old towns and
tourism places. Narrow alleys lead to it. Only on
the edge of the Old Town there are two small
facilities with apartments and several restaurants.
Grave earthquake from 1979 almost destroyed
the Old Town, it has been being rebuilt since.
Other ruins are evidence of grave damage.

Ulcinj wishes for the Old Town to be recognized
by UNESCO as a cultural heritage.

During the reconstruction after the earthquake
some typical mistakes were made. Thus e.g.
historical old window frames were replaced by
those of artificial material.,Construction sins®, i.e.
the use of wrong construction material now
makes it impossible to place it under the
protection of UNESCO.

Center of the town

Unlike in the Old Town, life is very active in the
center of the town, where there is big crowd. This
part is typically Oriental. You can find mosques
there. And pavements are only ca.l do 1,5 m
wide. There is a big traffic there, in particular in
the season.

There are two streets in the center of the town
with shops and promenades along the beach. A
very crowded street starts from the promenade
and stretches north-southwards. Shops are
concentrated there as well as restaurants and
cafes. Both ground and upper floors are used for
these purposes. From this street goes a
boulevard which goes eastwards whose main
function is commercial.

Picture 9.1:Panoramic picture of Ulcinj

9.3 Beaches

In addition to several small rocky bays, there are
two sandy beaches in Ulcinj. One is Mala Plaza,
the other one is Velika Plaza plus Ada Bojana.
Mala Plaza is in the town and covers ca.5,000
m2 on ca.800 m. It leans on the promenade
which is crowded in the season, with many shops
and restaurants. In the summer months, Mala
Plaza is crowded and this is the reason for the
tourists and local people to move to Velika Plaza.
Velika Plaza

Fine sandy beach is the specificity of Ulcinj -
Velika Plaza (13 km long and 60-100 m wide).It
is the only sandy beach on the East coast on the
Adriatic.

The area north of the beach is not built for the
most of its part.

Of 32,7 km of the total length of beaches on the
Montenegrin Coast,50% accounts for Ulcinj with
neighboring area.

The Ada Bojana Island

Island of Ada follows up on the Velika Plaza, it is
separated from it by the river Bojana delta in the
east part of the urban plan. In the river’s delta the
island is reached by the route R 15, which goes
over the bridge on the Bojana river. There are
several fish food restaurants, small bungalows
are built on both sides along the river which are
more like river-dwellings with fishing area. This
parceled out district was built only in past years.
From ecological point, one should consider the
existing construction activities, since this area is
of great ecological importance.

The Ada Island in its major part abounds in
green. There are two tourism villages in the
south-east part of the Island. They were built on
the narrow dunes. The latter facility is still in
function; the older one is not used any more. The
island is popular among nudists. According to the
information received by the town of Ulcinj, there
is a great interest of the investors for this tourism
place on the Ada island. Several of them
expressed their interest to work on this project
and on its implementation.

SPicture9.2:View of the Old Town of Ulcinj



10 Urban area of Velika
Plaza and the surrounding area

10.1 Position

Urban area is ca.4 km away from the town of
Ulcinj. This area is surrounded by the channel
Porta Milena in the West and by the Bojana river
in the East. From the existing road R 15, in the
north, it stretches to the sea. Its average width is
ca.1l,5 km and length ca.13 km. Thus this urban
area includes the total of 1.950 ha i.e. 19,5 km2,
as divided in Velika Plaza (ca.1.450 ha) and the
Ada Island.

(500 ha).

Picture 10.1:Physical Development Plan of the
Ulcinj region

Picture 10.2:View of Velika Plaza towards Ulcinj

Picture 10.3:The view along the beach

Picture 10.4:the Bojana river divides Velika Plaza
and Ada

10.2 Construction structure

In the area of Velika Plaza, north of the existing
road R 15, many small houses are built with the
most of one or two flats for tourists. The structure
of construction is in square meters. These
houses are reached by undetermined roads. It is
ad hoc urban development. Water supply, waste
water discharge and waste disposal is not
satisfactory.

The buildings north of the road are built based on
individual arrangement, there is not a uniform
style of construction. They look monotonous.
Thus the town, in its wider area, loses its
specificity. Many small private activities must be



regulated, because they damage the look of the
area i.e. produce big ecological consequences.
Old villages Gornji Stoj and Donji Stoj are not
recognizable. As recommended in the Ulcinj
Urban Plan from 1984, Donji Stoj needs not to be
extended. However, there is no overview of the
expansion of the district. For the village of Gornji
Stoj, under the Ulcinj Urban Plan from 1984, an
additional extension by 152 flats was envisaged.
This plan was exceeded. South of the main road
(R 15) i.e. on the very beach, the construction is
not allowed, and some illegal facilities had been
previously pulled down.

10.3 Use

North of R 15 are mainly private bungalows and
apartments as well as a newly built church of
great dimensions. South of the road are
individual houses, owned by the villagers on their
land.

Facilities for the tourists are in the exit from
Ulcinj, along the road R15, near the bridge
towards Ada (fish food restaurants) and
individually on the beach. “The Sea Property”
leases the beach to private entrepreneurs in
parts. They use the leased area where they
provide for tourists umbrellas and beach chairs.
With tax for parking this service costs ca.5 euros.
As a supplement for services, cafes are opened
and they are in the buildings with
cafes/restaurants and disco clubs.

In the zone of the woods, in the west part of this
urban area, there is a production district for the
displaced persons from the civil war. There are
wooden houses there on the poles (it used to be
a camp ground). There is a resort beside it, with
small bungalows of poor quality, with one star-
under Montenegrin standards.

10.4 Access

The road R 15 is the main traffic connection
between Ulcinj and this urban area. The road has
four lanes in the exit from the town. There are
problems on the bridge over Porta Milena, since
there is only a two lane possibility across it.
Under urban plan of the town a new bridge is
planned ca.500 north.

Along the coast, across one rocky plateau, there
is pathway from Ulcinj to Velika Plaza, which is
unfortunately very narrow and for this reason it is
notfunctional.

Public transport

There is no functional system of public transport.
During the main season the offer includes bus
transport between the bus station in town and
Velika Plaza.

Traffic in the town and parking lots

According to data from the Urban Plan of the
town of Ulcinj from 1984, the total number of
parking places goes from 1.500 do 2.400.

The starting point is that for summer months
additional ca.700-1.600 parking places are
necessary.

In the main season, the authority undertakes
measures in order to prevent traffic collapse. The
streets are marked as one-way, parking places
are provided for outside the town.

Image 10.1: Current status of usage and traffic



10.5 The green and the recreation area

The green as the recreation area
There is a great deficit in town in green and
areas for recreation. For this reason the

surrounding area is important for these purposes.

The green as the element for trimming the space
Topography of this area is flat and with narrow
areas under woods, which visually divide this
region. Woods structure creates protection areas
and separate areas (niches)

The green as biotope

Data on the plants show that east area (East of
Velika Plaza and the Island of Ada) abounds in
biological diversity. But, in the west part of Velika
Plaza clear anthropogenic influences are
noticeable. The area of sand dunes as habitat is
of great importance for the plants which live in
salty terrains (halophytic vegetation).
Endangered plant lives here, sandy lily, which
was lately entered on the national red list. Velika
Plaza and Ada are on the Montenegrin Coast the
last shelters for the plants whose habitat is salty
ground.

Access paths to the beach led to destroying the
sand dunes vegetation.

The density and volume of the mixed woods
increase eastwards towards Ada. However, in
the west part the woods structure gets smaller.
There are houses in some parts of the woods
area.

Deciduous wood includes oak trees, poplar trees,
willows, hornbeam trees and other deciduous
trees. Skadar oak tree is under special protection
(Skadar Oak,Quercus robur L. ssp scutariensis
Cernj).On the other hand, the valleys and pools
vegetation has medium biotopes values. Pine
tree wood has certain biotope value and other
intensively used areas. At the recommendation
of the Ulcinj Urban Plan (1984) the pine trees
were planted behind the sand dunes and serve
as stabilizers of the sandy terrain and they
provide shade for the vehicles and buildings.

10.6 Available area

The information on the available area are
provided based on property ownership data.
Based on the land registry the south part of
Velika Plaza is mainly owned by the state.
Certain areas near the road are in private
ownership and with buildings on.

There are no data on construction land for the
Island of Ada.

10.7 Use of existing hotels

Velika Plaza has in its first hotels more than
ca.2,100 beds. Plus ca.1,000 hotel beds on Ada.
In view of high tourist development, these
facilities have to be renovated i.e. replaced by
new ones.

10.8 Other characteristic elements

Besides those already mentioned which are
typical of this area (woods structure, sandy
beach), other characteristics should be
mentioned as well:

Porta Milena

The Channel was dug in 1885.The water from
Zoganjsko Lake was to be drained out through
the Channel , in order to minimize malaria
disease for the entire area. However, the water
went from the opposite direction, from the sea
into the lake. Thus the lake water became salty
and solved the malaria disease problem which is
spread by the mosquitoes.

Wooden sheds with fishermen nets are tourist
attraction in Porta Milena.

The Salt Works is located north of Velika Plaza. It
was built in 1936 on the edge of Zoganjsko Dam.
After the Second World War the facility was
extended and it is now with its 800 ha the biggest
Slat Works on the Balkans. The sea water is
through the Channel discharged in the sea,
through Porta Milena.

Image 10.2 Current status of green surfaces



11 Study of the Impact on the Environment
(SEI)

The study was done by the ERM Lahmeger
International in cooperation with MonteCEP. The
study is divided in two phases. The first phase

which is ,Shooting of the area and initial
assessment “was aimed at including and
assessing ecologically sensitive part of the urban
area. The area which is planned for first
construction activities is in detail researched and
studied in the second phase .

Biotope-type of the greatest ecological sensitivity
and of greatest value is the halophytic vegetation
in the zone of dunes and mixed woods. Under
special protection are local plants such as
Skadar Oak Tree(Querccus robur
ssp.Scutariensis) and sea lily (Pancratium
maritimum)

Important flora biotopes:

« coastal area with the halophytic vegetation
eexisting woods in the east part and on the Ada
Island with oak trees, existing woods in east part
and on the island of Ada with oaks, ash trees,
alders, hornbeams and willows

« small groups of trees in the west with Skadar
oak trees

« the woods in the west part of Velika Plaza with
Skadar oaks,ash trees and poplar trees
Important fauna biotopes are:

« both sides of the river Bojana

« east part of Velika Plaza and the island of Ada
(important lizards and salamanders habitats)

« the area with dunes as lizards’ habitat
Important avifauna biotopes are:

e east part of Velika Plaza (as important birds
brood)

sthe sea zone before the Bojana’s mouth in the
Adriatic Sea (food source for migratory birds)

« the island of Ada, important bird broods and
source of food for miniature ravens
(Phalacrocorad pggmaeus) and other rare birds.
*The Sasko Lake and Salina are outside the
areas in which researches were carried out;
however, they represent important bird habitats.

Important biotopes of herpeto fauna are:

e pools and swamps, which in particular in the
east part of the urban area cover large area.
They should be protected. Where this is not
possible  (inside  construction area  for
tourism),animal species must be moved to
another habitat with the assistance of experts.

The result of the first phase of research is that
east part of Velika Plaza and the island of Ada
are of great ecological value. This area offers
natural environment for many plants and animals
(birds, amphibians and reptiles). Activities in this
part couldn’t be compensated therefore this area
should be declared as protection zone.

On the other hand, in the west, men’s impact is
obvious. Halophytic vegetation was walked on
and for this reason it stopped growing in the
transit area towards the beach. There are only
individual parts which should be protected.

Protection measures

Skadar oak trees should be protected. In the
case of construction, the compensation factor are
three new trees for each taken tree. In order to
protect halophytic vegetation, wooden paths are
recommended which  would protect the
vegetation from being walked on. East area of
Velika Plaza should be declared protection park
through which the watchers of birds are guided
along the paths determined by the plans.

In order to have as less as possible impact of the
facilities on the look of the area, the number of
floors is limited. Next measure is planting of trees
which are affected by the construction and
enlarging the green areas. The results of the
study on ecological sustainability are included in
the development plan.



Image 10.3: Study of the Impact on the
Environment (SEI)

12. Physical, structural and urban concept

121 Planning idea:
Mediterranean”

Planning concept tends to merge all natural and
cultural potentials in “ Ulcinj Rhapsody

“Rhapsody

Mediterranean”. The pictures which speak of the
wild beauty of Montenegro, the endless beach,
ancinet olive groves, black mountains and huge
valleys with blue lakes, the rhapsody calls for the
tourists to come and stay here.

For the region between the Skadar Lake and the
coast there is an overall concept for tourism
development with use and preservation of local
identity as well as potentials of the landscape
and the nature. Diversity of the nature and
culture offers to guests a wide choice of
unexpected attractive elements.

As in a musical, the unique area with their
mountain massifs and wide green valleys give
the rhythm. The pulse of oriental spirit
determines the rhythm. The melody is given by
the olive groves which tenderly swing in the wind,
different subtropical vegetation, the sea and the
lakes. And finally the inhabitants with the
inhabitants who have the

experience in tourism give tune to this exciting
Ulcinj musical.

With the known charm of a former maritime town
Ulcinj is situated on the threshold between the
West and the Orient, it is different from many
competitive tourism places with too may
constructions which are monotonous and it offers
to a visitor a possibility to feel the rhythm of a
different world.

Sunset

Sandy beach

Narrow streets



Olive groves

Old town

Tradition

Valleys

Black Mountains

Excursion sites

12.2 Land use concept

Essence of the concept

The aim of tourism planning is for the area of
Velika Plaza to have 30.000 hotel beds. This
datum is the result of development aims from the
General Urban Plan of the town of Ulcinj as well
as from the Montenegro Master Plan for Tourism.
Further, from the aspect of tourism planning it is
requested that there should be a ratio between



the number of beds and the green area , i.e.
100m2 of the construction land per one tourist or
one bed. This is the way to achieve a high
tourism quality as well as high level of ecological
responsibility regarding the construction on
Velika Plaza.

The ratio green area: bed results in the limited
number of hotel beds on Velika Plaza. From the
urban aspect it is inappropriate to express the
hotel land independently of the area as part of
the land use concept because in the planning
this could result in mono-structural development
which could be detrimental for natural look of the
area.

Image 12.2: Touristy area

Major elements

Fundamental elements of this development
concept are:

* The concentration of tourism use in the west
Velika Plaza, protection of the east area

« development of West part through modules with
green area

* The protection of water and coastal area from
the construction

eImplementation of the ratio green area/

bed of 100 m2 of gross construction land per
bed, which would be simple on the
Mediterranean.

The construction on Velika Plaza is concentrated
in the west area, ecologically sensitive area in
the its east part will be free as a natural park
(Protected Landscape) and will be protected from
anthropogenic impacts. On the island of Ada
there will also not be any construction, except
that the offer will be carefully renewed i.e.
supplemented.

The construction will be divided in individual
units, the so called “modules “. Free areas will be
in-between, and the present green structure will
be kept in mind.

Image 12.2 Protection of Velika Plaza scenery,
east side

These green areas separate construction
facilities, prevent emerging of undivided area and
will serve to inhabitants and tourists as the
recreation area. The area which is north of this
should be developed around the village Donji
Stoj, which leans on the development in the
south area. The green area should be extended

to the Salt Works and thus develop the village.
The development in the shape of green stripes
will create in the north area the feeling that the
Salt Works are connected with the beach zone.

Picture 12.3:Protection of Ada landscape

Image 12.1: Development concept



12.3 Land Use Plan

Urban area is divided in several parts. From the
West to the East are

« existing zone with the existing hotels,

e tourism zone with 5 modules for the
construction of the facilities with green areas in-
between,

stransit zone with a small module and golf
course,

« natural zone and finally in the East

« the island of Ada.

Urban area covers 1,950ha. Out of this ca.320
ha (16%) accounts for tourism area, in which
construction is allowed, and 30 ha is for the main
road. The rest of 82% is planned as free area,
out of which 1,160 ha (59%) as untouched nature
(protected area).

Then there is developed area for recreation
(green area,140 ha)and the beaches/dunes (300
ha).

Existing zone

In the existing zone there are old hotels. By
renovating them they can be 2-3 stars hotels.
This area should be kept for cheaper tourism.
There are ca.2,100 beds. The existing zone is
quite built and if it is additionally built it would be
too much.

New tourism zone will be approached from an
Lattractive zone“, with sports equipment, facilities
with service such as ,the Fun-Park *“.

Tourism Zone

Tourism zone from the east has 5 hotel modules.
Some modules are ca.800 m wide and 800 m
long. The length is determined by the position
between the road R15 and the beach.

The green areas, which surround them, are ca.

250-300 m wide. They clearly divide modules.
Some modules are approached from R
15.Internally there is a circular course which
enables access. Modules are centrally connected
by the main walking spine (Pedestrian Spine).
There is a high quality halophytic vegetation in
the area between the facilities and the beach |,
facilities are not built there. The ,board-walk” is
along the beach- raised wooden path.

Every module should have more than 6,000
beds. The first module, which directly leans on
the existing zone, is smaller with only 3,500
beds.

Transit zone

Transit area from tourism zones to the natural
area should be the golf-course which is to
prevent further construction eastwards. Golf will
contribute to tourism offer and it shall animate
new target groups. In the west part of golf
courses, high quality apartments can be built with
ca.1,500 beds, which would make an economic
whole with golf course which would facilitate the
placement on the market for both sides.

Natural zone

East part of Velika Plaza and the island of Ada
will be placed under protection. Information
center for tourists and domestic visitors is
planned in the natural park. In this area there can
not be new construction.

Through the natural park from the information
center there are paths for watching. In
particularly valuable areas ,the protected zones
‘it will not be possible to carry out intruding
activities.

Ada
For the east area different use is not envisaged.
The existing offer should be replaced by high



quality eco-natural village by keeping existing
capacities with 1,000 hotel beds.

Special use Golf
The concept envisages the construction of the

golf course as the end of the construction part.
Thus it will serve as the buffer zone between the
part which is intensively used for recreation and
tourism and east zone of untouched nature.

Golf course shall be built on the existing green
structure. There will be trees and groups of trees
which should be protected as much as possible.
The golf course with 18 holes covers ca.69 ha.
Marina

As part of the plan prof.dr Sava Petkovic, civil
engineer, made the feasibility study for the
construction of marina. This study deals with
research on 4 different locations in Ulcinj which
might be used.

The study came up with the results that the only
possible location is Porta Milena because of the
currents and ecological situation. The most
convenient place is on the narrow part of the land
which goes into the sea -Djeran.

The first test-planning for the marina shows the
following concept:

The port for the yachts on this place offers
mooring for 380 boats. The port is reached
avoiding the place where waves hit the coast,
which facilitates the navigation. The port’s
position is westwards meaning that the sand is
avoided, because sea currents go from east to
west. This means that its maintenance is not
expensive.

Because of the strong sea winds, high protection
of concrete walls is necessary, which goes ca.6
m above the water. This technical facility would
negatively affect the look. This is why it is
necessary to make economic and architectural
studies before the decision on construction is
passed.

As alternative, one spot in Porta Mielna channel
should be considered, which can be integrated
urbanely but it has the following failures:

« private houses are partly located in necessary
areas,

e permanent measures would be necessary in
order to remove the sand from the access area.

Picture 12.4:Golf course

Image 12.5 Potential marine location

Image 12.6Djeran sight

Image 12. 7Study on marine



12.4 Traffic concept

Connection

From the Adriatic high way and from Ulcinj,
Velika Plaza is reached by planned new bridge
over Porta Milena. Organizing circular traffic is
the preparation for the construction of hotels.

The main road leads from here and goes from
the north of the hotels and ends at the Ada
Village. The main road will be built in the west
area in four lanes. The road should be formed
with green parts as tree-lined road, bike paths
and pavements are planned on both sides.
Access to some modules is achieved by

.circular roads “ in the shape of the letter U, by
which double connection and easy approach for
buses to the destination is provided for. These
Lcircular courses” should have two lanes. On the
both sides bus stops are envisaged as well as
the paths for pedestrians and bike drivers.
Planted trees will improve optical look and
provide for the shade.

Further availability within modules is harmonious.
The advantage of this type of availability is in the
possibility of easy and cheap extensions in
economic parts of the construction land and by
different types of connection. The areas of club-
hotels are connected to “circular course” via
private dead-end roads (with the turnaround)
southwards which releases them from passing
cars.

Parking

With the given definition of the goal ,quality
tourism “one should expect that a small number
of tourists from western European countries will
arrive in their cars. Western tourists will in 80 to
90% cases use air transport. However, the
visitors from neighboring areas and the tourists
from Eastern Europe will mostly come in their
cars.

In order to provide peace within some modules,
one should limit parking capacity. In modules
there are only places for hotel guests’ cars,
people, a small number of staff, and there is also
a small number of public places for cars. Private
car traffic is limited in modules as much as
possible . For daily visitors parking places are
provided for on the main road and in the green
zones. From here, the roads lead directly to the
beach. From large parking there is shuttle traffic
offer.

Picture 12.8:Inner development

Image 12.3: Traffic Concept

Pedestrian and bike paths

Centrally, inside the modules, pedestrian and
bike paths go to the beach in the direction north
south for the guests who are settled there.
Parallel with them public roads, which are
planned for daily visitors, go through the green
zone.

Beside that, there are two important road links in
the direction west-east.

Pedestrian Spine —Main pedestrians zone

This ca.10 m 3 wide multi-functional boulevard is
the most important road for the entire concept.
Lengthwise it connects different modules and
offers comfortable access to sports facilities in
the green zone.

The boulevard is consisted of the main road
which is 3,5m wide and which can be used by
pedestrians and joggers. Beside that, it is wide
enough for ambulances, and in some cases it is
convenient for golf cars small electro-vehicles.
Parallel with the main road there is one more 2,5
m wide bike path and on 1,5 m wide for horse
riding. In the small free areas on the edge of the
woods there are ,trim “ tracks and ,keep-

fit “ equipment as well as picnic places.

All the areas and roads , except bike tracks are
covered by the layer which is water porous. This
would contribute to avoiding soil blocking.
Boardwalk

In the south, along the beach there is a
Lboardwalk “.

It serves as the main link west-east in the area of
the beach and enables passing the zones with
dunes without spoiling the sensitive vegetation. It
is offered as a pedestrian path in the shade of
pines.

Along this path along the beach there are small
wooden bridges with platforms. These small
bridges are attractive elements for the area
decoration. They can be easily made from
existing wood and their purpose is to provide



diversity on the road. Wood can be placed
directly on the ground or lifted on the poles in
order to protect the existing vegetation. It can be
reached by the stairs or raised access.

Such crossings can solve the height differences.
The entire wooden construction is protected from
the weather and slipping. There are places
where one can stop in order to refresh and
roofed places where one can sit down.

12.5 Landscape Plan

The green concept for Velika Plaza is based on
main principles:

« In the east part of urban area with ecological
values there will be no construction.

The construction on Ada is not planned either.
*There will be no construction in the green areas
in-between the modules, where the existing
green will be protected. The typical look of the
area should be kept. The green areas divide
construction wholes, separating thus different
modules, provide for the sports and recreation
facilities meeting at the same time ecological
purpose

(e.g. the small climate zone).

* The vegetation of sand dunes and the structure
of pine woods on the beach as well as mixed
woods in the middle of development area will be
preserved. The trees will be planted in the
construction area which will be carefully planned
in line the existing vegetation.

Picture 12.9:the green area

The “shaped” green area will be formed in the
west part which is to serve both to the tourists

and population for rest and recreation. The
existing woods will be integrated in it.
Golf course serves as transit area from the
shaped area to the nature. Construction should
not be planned behind the golf course.

Picture 12.10:Beach area



12.6 Implementation concept

Construction development

The implementation concept for 6 different
modules enables gradual construction in the
planned area up to the planned capacity of
ca.30,000 hotel beds.

Module 1 is the area which supplements and
extends the existing hotel zone.

For the first phase of the construction the module
2 is envisaged, which is surrounded by green
areas. This module can have ca.6,000 beds
after it is finalized. The resources for high quality
rest should be first built in its south part. After
that, the implementation of the north part can
follow in several construction phases.

By phase construction, the guests will find some
modules as functional units with individual
characteristics. The other advantage of modular
development is that with the completion of the
facilities’ construction their value does not
diminish due to construction activities. According
to European tourism law, price discount can be
requested if construction works are going on in
an area.

Picture 12.11:Phase 1:Module 2,,hotel -
settlement

Besides, phase implementation gives a chance
for each construction to adapt to the changed
setting ( based on the changed requests of the
guests), without affecting the  overall
development.

Magnets such as the yacht port and golf course
will be hardly profitable, since there is still no
large tourism capacities demand in the region. It
will be profitable only in later phases.

The infrastructure

New infrastructure should be built for Velika
Plaza (electricity, water, waste water).There are
enough water resources in this region for tourism
development. In order to provide for increased
supply in the summer season, additional
construction is necessary (cisterns, water pipes).

Picture 12.12:Phase 2A:Module 3 ,village “

Picture 12.13:Phase 2B:Module 2 ,village “

Discharge of waste water

Newly built capacities (hotels, recreation
facilities, shops etc) should be connected to the
sewage system. When it comes to sustainable
development and marketing of the area, the
construction of water purifying system is a
necessary precondition. In principle there are
three possibilities how the treatment of waste
water can be carried out:

a. the construction of small plants for water
purification for each tourism complex

b. the construction of semi-central plants for
water purification for some modules

c. the construction of central plant for water
purification in Porta Milena, in Novi Ulcinj, to
which existing and planned hotels will be linked.
The simplest short-term solution includes that
hotels should build their own purifying plants
(containers, basins).These are safe solutions
with financial.

This principle also has big failures:



» This solution is opted for only for big hotels.
Linking small hotels to these plants is
questioned.

» Taking money from the hotels for the purpose
of purification seems illogical and undoable when
great quantities of waste water from the area is
discharged in the sea.

The second possibility is the construction of the
common water purifier for the modules.
Necessary area for that is in the green zone,
and this would mean that direct damage to the
hotels would be avoided. Modular additional
construction would be possible parallel with
increasing needs deriving form the construction
of modules (adding reservoirs). The plants
should be built as naturally as possible (,Binsen
“-plants for water purification). Purified water can
be used for irrigation. The advantage of this
semi-concept is for the modules to be entirely
linked. However, here as well, the disadvantage
is waste water being discharged in the sea.

The most daring solution here is the construction
of the central plant for water purification that
hotels, tourism facilities as well as the town of
Ulcinj could connect to. Since the structure of
users is diverse, the plant can be in fuction all the
year round.

The convenient place is the area around Porta
Milena to where collector pipe from Velika Plaza
would be brought. If this central solution is opted
for, the problems would appear in the first place
in the area of economy: the investment in
extension needs to be financed, and for
refinancing, taxes should be raised both for the
hotels and people.

Therefore, the next step should be to deal with
the issue of discharge of the waste water from

technical, ecological and economic aspect and
harmonize the solution with urban development.
Also, organization aspects need to be dealt with
(contractor, organization of plants etc.)

12.7 Land Use Concept for the module 2
Creation of zones

Construction structure is divided in separate
construction areas in 4 zones, in parallel towards
the coast. In the north, along the main road, in
the place where there are valleys now, there is
Jhe Village Zone“(A), which is planned for small
hotels and the complex of weekend houses as
well as the housing area for the staff from the
complex. The construction is dense in this area,
the height of the buildings is up to 2-3 stories
with 5 stories in important places. “Village
squares” will be built in this zone, with cafes,
shops, restaurants, etc.

The zone with less facilities where only individual
buildings will be constructed leans on it in the
South (B). The existing deciduous trees here
should be protected.

Picturel2.14:the are for tourism development
Jhe village

A road diagonally goes towards the main road
through this zone. South from the diagonal road
there are tourism facilities (C).They are also in
the area where there are now valleys.

The use of some of the areas around the
facilities is divided in three functional units. In the
north, on the road, there are parking lots and
sports fields. Hotel buildings are planned to be
there. Further southwards, there is an area with
bungalow district i.e. restaurants, which district
leans on pine woods (D), which needs to be
protected.

Parceling out

In the area of the ,Village Zone" small lot
parceling out is planned, as well as in the
area with tourism facilities in the south. In
order to provide space for accommodation
facilities and eliminate the construction of
private houses, it is necessary for the
facilities to have at least 20 rooms i.e. to plan
organized construction (tourism village).
Based on this view, it turns out that the
smallest area for the construction land is
ca.2.800 m2 (40 beds- 70 m2 of construction
land)

Picture  12.15:the area for  tourism
development ,district “



which is enough for the building, pool, garden
and parking area. 100 m2 in total is taken per
bed, out of which according to calculation

70% accounts for the construction land, and 30%
is free space within the module. In the south, the
width of the module is ca.800 m in 4 tourism
areas.

Therefore, the average width of the construction
land is 200 m, with length of ca.400 m.

Thus each complex would have exactly 80.000
m2, which corresponds to the capacity of 800
beds (100 m2 /bed). Based on the above
standards of quality the ratio is

100 m2 of the construction land per bed.

12.8 Green area

Each green area includes several types of
landscape which, in the form of stripes, go
towards the beach. Typical zone starts with the
halophytic vegetation area on the sand dunes
which are behind the beach. Pine tree wood with
grass leans on the west green areas.

Behind it is a thick mixed wood of different width.
There are valleys between the woods and the
existing main road.

Different landscapes following each other
producing interesting contrasts. The look of the
area with woods and valleys is in contrast with
wide sandy beach. The shade of the trees
provides cool air even in the summer. The scene
of the cows and sheep grazing looks like from
the fairy tale.

In some places you can hardly believe that the
Mediterranean Sea is only a 100 m away. In the
spring the valleys are covered with wild orchids.
This means that these special charms of the area
need to be protected and strengthened.

The green area is open to public and they have
open valleys and woods. In the area up to the
main road R 15 there are public places to stop at.
The roads lead from them to the sandy beach.
There is a possibility of introducing shuttle traffic
between the parking and the beach. The green
area also includes sports equipment, and
infrastructure plants (e.g. discharge of the waste
water).

Picture 12.16:Sematic presentation of Velika
Plaza (current situation)

Picturel2.17:Division of the green area



Picture 12.18:Green area concept proposal

Woods area around the main road for the
passers

Central zone of deciduous forest on the one
hand produces optic and functional separation
between the areas similar to village setting in the
north and high quality hotel complexes in the
south of the module. At the same time the woods
area provides for the green link between some
green areas. There is the pedestrian path as well
as riding and bike paths through it.

Pine trees wood

Pine trees woods zone in the south is a transit
area towards the beach which shade provides
nice refreshment from the sun.

Besides mentioned main elements it is planned
to plant trees - the avenues along the main and
minor roads. Typical types of local trees need to
be protected.

13 Detailed Urban Planning

13.1 ,Hotel Village “Module

For module 2 detailed urban plan with
construction structure was made. This concretely
detailed presentation of the concept called

.Land Use Detail “ is the proposal for which a
visual look of possible facilities has to be made.
The draft represents the realized ratio of the
green area and beds. For each hotel bed a 100
m2 of gross construction land is taken. For each
module there are ca.60-65 ha available. From
this, it turns out that there are 6,000 hotel beds.
The modules are considered as independent
units and are divided in two segments of use:

e Tourist Zone I, Village Zone “ with hotels,
apartments, weekend houses and public cafes,
restaurants, shops

« Tourist Zone II: Club facilities with

Jresort “- hotels with integrated equipment
Tourist Zone | is planned to include small
facilities — 3 star hotels

(the smallest with 20 rooms) and tourist
apartments.

Tourist Zone Il offers construction land on the
beach (8-10 ha) for tourist complexes of

700-800 beds and high standards (4-star).Zones
1 and 2 are divided by the existing woods area.
The green area concept

Other public areas will be planned into the
existing area in order to raise the quality of
vilage to a greater level contributing to the
quality of stay. Formed green area, the
boardwalk and the beach, as well s narrow
green area should have a network concept of the
recreation area.

13.2 Construction structure

Construction structure in the north tourism zone |
has the look similar to that of the village. The
facilities along the road divide certain area.
Where the main road passes, the area is more
closed than the area of minor roads. The
buildings are ca.15 m away from the road. In that
part cars can stop in front of the hotels and park.
In transit areas between the construction use and
the green, the structure is more relaxed, the
construction in the line is interrupted by
separately built facilities.

The areas are harmonized. Some facilities which
dominate need to stress the height.

The village structure is supported by setting up
different centers with adequate locations. These
locations are central in the north area, they are
meeting points providing high quality service.
There are restaurants there, cafes and small
shops. The ,Village Zone “ includes apartments
for those who are employed in tourism. Mixing of
tourists with local population has a special charm
in villages.

Small units will be offered for sale in the north
zone. Size of the parcels varies between

1,000 and 10,000 m2. They have to enable, in
the first place small investors in particular
domestic ones, to build restaurants, hotels and
apartments. Construction structure is mixed.

The facilities cannot be higher than 5 stories.
South tourism zone |l offers, within one module,
the construction of 4 club facilities i.e. complexes.
By this, certain complexes get 8-10 ha.

If needed, more than one parcel can be joined.
The construction will take place between existing
woods area.

The number of stories in the south area depends
on the selected type of the hotel i.e. architecture
concept. In the bungalow village the height is 2-3
stories, and higher hotels can not have more
than 5 stories.



13.3 Inner access

Module access is achieved from the main road
which is in two places connected with R15.
Connection is made on the west joint as a
circular course which leads both to the module
and the village Donji Stoj from the north. Arriving
in modules from the east is envisaged as T-
connection: only one entrance and one exit from
the module is possible here.

.The Village Zone “ of the module is available
through harmonized network of minor roads. In
addition to many roads, the circulation capacity is
envious, and thus it is attractive for walkers.
Minor roads are used as combined areas. In this
way, high priority is given to walkers and at the
same time the speed of the motor vehicles is
controlled.

The hotel complexes on the construction land on
the beach are approached from the controlled
roads. The cars are left in the entrance area. In
the entire complex there are no cars.The roads
are used only in particular time for the purpose of
procurement or garbage disposal.

The central road comes from the north, it is for
the pedestrians going to the beach, and it is
along the tourist complex,

Picture13.1:Detailj —circles

Picture 13.2:Detail -T-connection

While the rest of the paths are in the green zone.
Pedestrian paths go under the shade from the
trees.

13.4 The Second Phase - the Study on
Environmental Impact (SEl )

The second phase ,SEl urban plan for the
module 2 development “ was aimed at including
ecologically sensitive areas in the first phase of
the construction of the module 2.

Unlike in phase 1 SEI (see No 11), one part
which was included in the plan for Velika Plaza
was in detail considered.

Picture13.3: Study on the environmental impact:
activity



Plan ,Flora and fauna “ shows cartography of the
existing situation of the module 2. While making
the urban plan, the construction was proposed
based on the current situation and current eco-
systems. Construction activities take place in the
area of small ecological importance. Important
biotopes for flora and fauna are not damaged by
the construction. They are protected from
anthropogenic impacts.

Biotopes, which are important for flora and fauna:
« Coastal area with halophytic vegetation

(see 11 SEI)

* Deciduous forest north of the ,Resort “
 Deciduous forest and forest north and east of
Safari Camp

» South of the water channels and west of the
blacktopped road from Doniji Stoj to Safari Camp
and

e Part of the wood Brijeg Mora, east of the
researched area

Important biotopes for fauna, amphibians and
reptiles are:

* The pool, north of researched area and the
swamp, which is near the area for endangered
species Triturus carnifex and Triturus vulgaris

» The area of dunes with halophytic vegetation

as habitat for lizards and

» Calm water surface e.g. water channels for the
endangered species of frogs, Emys orbicular is,
in Europe.

Overlapping of the urban plan with the existing
area under woods resulted in a small loss of
deciduous and coniferous forests.

Picture 13.4: Study on environmental impact
:flora and fauna

The loss of coniferous forest is 2 ha, and
deciduous forest 4,8 ha.

This loss is compensated by new planting.

SEl concluded that construction in line with
AS&P proposal does not lead to an important
environmental impact which could not be
overcome. Urban Plan includes different
measures in order to decrease and compensate
for the consequences of the activity, and thus
minimize its possible effects. The measures
which compensate for the effects of the activity
are in detail explained in SEIl. During further
planning, environmental protection should be
included.

13.5 Cost assessment

We can make only rough assessment of
investment costs in the infrastructure for enabling
tourist use of Velika Plaza.

Now the construction costs in Montenegro are a
little under the construction costs in Germany.

However, the wages in Montenegro are very low,
but due to bad situation in the past 12 years,
there is a deficit of technical labor force and
technical know how as well as of equipment for
big construction activities.

Large part of the technical equipment (e.g.
technical equipment for the facilities/air
conditioner, technical devices for water and
electricity supply and devices for removal of
waste) or for interior decoration of the hotel must
be imported from abroad.

For the purpose of cost assessment, investment
costs and infrastructure investment costs for the
module 2 are closely calculated.

One should start from the fact that the investment
volume for the facilities construction (hotels,
apartments, shops etc.) is ca.250 million euros.
This includes buildings, trimming of the area and
sports facilities.

Infrastructure costs are ca.13 million

euros. This includes traffic connection and
infrastructure construction for transportation of
waste.

Ca.1,0 million should be added to these costs for
the ecological balances measures.

Costs do not include measures which are not
direct costs of the module 2 (e.g. the construction



of the plants for the waste water purification,
transformation station, water reservoirs)

These must be separately calculated for
individual cases.

14 Summary & guiding idea

Tourism vision for Ulcinj area

e includes the principles and goals as
presented in the regional concept, for
regional strategy and development and

« formulate, at the same time, the
framework and the ,red thread“ for all the
measures of tourism development of this
desdtination.

Goalsof tourism strategy

Tourism economy needs

« to create new jobs,

* to provide long term life perspectives to
people and future generations,

« to contribute to wages increase and
guality of living in Montenegro, aswellas

» the factorsof regional identity

* potential of beaches, areas, nature and
culture are used, cherished and enhanced
for the benefit of authentic character of
offer.

Principle of sustainable development

In the development of authentic identity of
the destination, tourism industry leans on
existing resources, but uses them only as
much asthey can be regenerated.

The importance of tourism industry

Tourism is the most important economic
branch in Montenegro. Ulcinj coast with its
beaches has the greatest development
potential in the entire country. It is vital for
the entire economy and future of
Montenegro. Therefore, this potential of

beachesisvaluable for providing future high
standards. For this reason, its use should be
carefully planned.

Inter-sector management of destination

e Fom the aspect of central economic
importance of tourism, for the future high
living standards of people and their
environment,

« from the aspect of different, partly
contradictory interests;, concerned with
development of tourism industry,

e due to economic, ecological, social and
cultural effects, brought by tourism, it is
necessary to have a sngle development
management, just as integration of
coordination and information that tourism is
interested in.

This inter-sector destination management,
which is organized democratically, must
have a decisive impact on the development
of tourism industry of the entire Ulcinj area.
Besides that, for resolving the existing
conflicts of different importance, it will be
necessary to have responsble instances for
decison making on municipal, regional and
national level.

Destination becomes tourist product

The desdtination of Ulcinj will be complete
tourit  product, composed of many
components. Identity factors are its main
offer and they give an image. The quality,
sustainability, diversity, intensity of
experience and treasuring of cultural and
historical identity are crucial points for the
orientation of tourist offersand services.
Protection of Nature and Tourism Highlight
Particularly ecologically important, but
extremely senstive, fauna -birds and fish -
and flora habitat

¢ on Velika Plaza (Sudy on Environmental
Impact, ELahmecer),

e on the course and the mouth of the river
Bojana (Enclosures|ILli,

e on Sasko Lake

e on the Skadar Lake,

e in wet placesand Sat Works basns of the
Ulcinj Valley, as well as on the Milena
Channel will be endangered with the
increase of tourist vists, therefore will be
placed under protection. They wil be
upgraded at the level of natural parks with
the programsfor visitors.

Authenticity and Competition

Ulcinj tourism industry is facing strong, world
competition. The successisdecided by offer
formed on the market, ratio of prices :
services, quality and effective sale and
image. In orderto

exist alongsde the competition, the offer
must

e clearly improve the standard,

« to take new orientation

* to be extended

Advantagesand disadvantages

Ulcinj area has exquisite tourist potentials.
Velika Plaza, the only sandy beach which is
13 km long of thistype between Trieste and
Albanian border.

Advantages and disadvantages of the
destination are

Ulcinj area ha remarkable tourist potential.
Velika Plaza is main attraction, the only one
of the kind, 13 km long between Trieste an
Albanian border. Advantagesof destination:
¢ hilly and mountainousareas,

e sub-tropic vegetation



Mediterranean climate,

Sadar and Sasko Lake,

Oriental setting of the town of Ulcinj and
surrounding villages,

Salt Works basins and wet areas of the
Ulcinj Valley,
ehistorical remains, such as the ruins of the Old
Town of Bar and Sas,

the connection with the International
Airport in Podgorica, which will be soon
maximized afterthe Sozina tunnelisfinished.

The overall offer is poor due to its mono-
structure, which is acceptable only for the guests
who make decisions based on their budget-
prices, who want adventure and don’t have many
requests

eoutdated hotels in poor conditions without sports
and entertainment facilities, whose concept was
made in the

70-ties,

« ,gray market “with endless number of private
rooms for renting, of unknown quality,

scrowded and unattended beaches,

« practically non-existent tourist infrastructure

Other serious disadvantages are

« short tourist season,

« unmotivated low wages of workers in the hotels
and

* neglected look of Ulcinj and the surrounding
area with garbage deposits and unplanned
construction.

Chances and dangers

The potential enables

« transformation of Ulcinj as a destination into a
first class destination, beach destination which
can be competitive to successful Mediterranean
resorts, and

» development of the offer for birds watching,
walking in the nature and bike riding, which

include the hinterland, extends the summer
season and positively reflect the image.

Dangers from

« unplanned and speculative construction -
viewed from general aspect — on a relatively
small land potential,

« insufficient infrastructure for electricity and
water supply and for the treatment of waste
water and garbage,

« increasingly endangering ecologically important
zones and

« birds, flock of birds and migratory birds hunting
«from losing image as a consequence of current
general low quality (garbage and noise)and

e the danger is because the development of
regional tourism industry can not be guided by or
controlled by the law, nor by an organization.
Vision for Ulcinj: Quality and identity

Ulcinj will become quality destination with beach
tourism with strong identity and with additional
recreation offer for tourists who are interested in
nature, health, activities and culture.

Ulcinj stresses and stimulates treasuring regional
— cultural, historical and traditional heritage thus
strengthening oriental charm, typical for that
region.

The quality, diversity and  sustainable
development will be focus points of the product’s
strategy. The setting, sandy beach, the lakes and
natural parks will be the pillars on which the offer
of Ulcinj as tourist destination is based.

Target groups

Main target group of Ulcinj area are foreign
tourists who visit Ulcinj because of its beaches —
main target group for Velika Plaza, as well as
Valdanos, will be sub-segment of demanding
tourists with great payment capacities from
Western Europe, who come because of the
beaches, at first these will be from Germany

including all the subgroups.

Leaning on the summer beach tourism, which is
the base of the tourism potential, different target
groups will be also potential guests:

e tourists who are interested in fitness and
wellness,

« bike riders,

« those who are interested in walking tours

* who are interested in nature,

«in culture,

« in sailing,

as well as

* Bird-Watchers,

* Mountain-Bikers,

* Mountain-Climbers,

* Adventurers .

Hotel offer: quality and quantity

In the north-east area of Velika Plaza-only in the
zones which are permitted in the Study of
Environmental Impact — hotels will be built with
total of ca.30.000 beds. Construction concept of
use and creation of this product envisages the
following quality approach:

« The hotels individually need not have over

800 beds. Tour-operators believe that ideal size
is 600 do 800 beds.

e Minimum standard of each hotel on Velika
Plaza should have 3 stars and in the frontal area,
along the beach 4 stars.

« Construction height of the hotel can not be over
5 stories.

« All the hotels must apply the ratio

the bed :land area, which is 100 m2 of the green
area per guest bed.

« Each hotel needs its own concept with its own
definition of the target group, which will be the
orientation for the facilities for recreation for the
guests and the orientation to provide them with
all kinds of different services as well as the guide
for the entire hotel operating.

“e All the hotels have to meet style requirements
of the Adriatic Coast and — as the mark of quality,



which is in common for all the hotels- to pay
great attention to landscape architecture
including the facilities for recreation.

* Hotel offer will be carried out within the modules
themselves i.e. it will be concentrated in clusters.

Modules and segments of offer

The development of Velika Plaza will last for
years and the precondition for that are big
investments.

* In order to avoid future construction works to
hinder functioning of the operative hotels,

* in order to have non-urban areas on the beach
open to public and

« in order to, as an additional mark of the quality,
protect green areas, the entire capacity is
divided in modules i.e. 6 individual segments of
offer, which need to build their own identity, in
order to avoid the impression of “big mass”. The
modules are separated by green areas which are
300-350 m wide.

Each of the 6 modules leans on the beach

- ca 800 m with enough green area for

ca.6,000 beds.

The green areas, protection zones and car
traffic

Standards, beach, subtropical development of
the landscape and ecologically important zones
should be the marks of quality of Velika Plaza.
Therefore the following will remain untouched:
«its south-east part,

« the course and the mouth of Bojana,

e and the part of Ada where there are no
constructions.

Private car traffic in Velika Plaza will be limited
and replaced by public transport vehicles.
Introducing the hinterland

Diversity and unique beauty of Velika Plaza with

» Skadar Lake (USP),

« hilly landscape of Sasko Lake

 Karst Mt Rumija,

« sleeping villages

« rocky coast and coves for swimming

these are all additional advantages, which will
make Ulcinj coast unusually attractive tourist
destination. Introducing the hinterland into the
offer of the town of Ulcinj and Velika Paza,
means the following:

« the destination will attract other groups of
guests other than beach tourists,

* enable the extension of the summer season
from the spring to autumn,

« benefits for small and medium companies in the
hinterland

eand economically contribute to protection of
natural parks.

Tourist infrastructure

Complementing the capacity on Velika Plaza with
recreation infrastructure, whose volume, diversity
and quality must be diversified and specialized to
meet the requests of the tourism market.

Tourism infrastructure  with three different
aspects will be needed:

e product which will provide for tour and
adventure

e round tour of the Skadar Lake and of Mt.
Rumija with tours of fishermen and mountain
villages;

« visiting the remains of the Old Town of Bar and
Sas;

esettling flamingoes in the Ulcinj Slat Works
basins and in the Ulcinj Valley;

evillage open markets, fish food and folklore
restaurants with Montenegrin and Albanian
specials.

« for extending the summer season:

« network of bike and pedestrian paths
throughout the entire hinterland

which would, as a vision, open up the entire
Montenegro,

« Offer of niches, which would link the feelings
about culture and nature with the activities.

« For attracting other target groups:

e yachters and other sea sportsmen, by
equipping the marina in the Channel Milena
Mouth;

« golf beginners, by equipping a modern course
for practicing golf playing, which golf courses are
at the same time buffer zones to separate Velika
Plaza protection zone;

« tour makers (nature visiting) and bike riders, by
making the mentioned networks of paths.
Maximizing economic effects

Tourism mainly lives on small and medium
companies.

eFor this reason, as many as possible, the
citizens should engage in this branch on the
basis of the laws and defined concepts. There
are many possibilities —in the first place in the
hinterland, where big facilities are unacceptable
and whose charm is in the local setting.
Accommodation capacities should be
considered, catering, sale of agricultural and
craftsmen products, as well as all types of
services.

Private initiatives should be supported by the
state

-through credits with favorable interest rates-
information, trainings, consulting and marketing.

« Besides that, it is needed to engage foreign
investors and big tourist companies. They will
introduce professionalism, management,
financial power and sales efficiency. Onsly they
are strong enough to

to set up charter-chains and profitably manage
them and reach new markets in the entire region.

Attracting investors



In order to attract foreign investors, attractive
framework is  necessary  with  several
preconditions:

* Legal framework in all the aspects;

* Investment incentives, which can keep pace in
international relations;

*Realistic chances for gain;

« Effective infrastructure for electricity and water
supply and treatment of waste water;

*The setting which is favorable for the investor,
trust in administration and political system as well
as tourist destination with an image of future.
Introducing the public

People are the main focus of the tourism
industry:

« either guests who want their expectations and
needs to be met,

 either local population who want to live on
tourism and

» who have to adapt to tourists.

Because of big changes that tourism is imposing,
the public must be continually involved in the
entire process of development, in order to show
understanding on the one hand, and cooperate
constructively and critically on the other. It is
their behavior that is important, identity and origin
and environment.

Cross-border cooperation

Introducing the neighboring region in Albania as
a tour destination will contribute to attractiveness
of Ulcinj. Therefore, the cross-border cooperation
is in mutual interest of both sides.

Besides that, cross-border cooperation is needed
on the Skadar Lake and the river Bojana for the
purposes of protection and further development
of natural park potential.

Ulcinj must become the destination of the known
brand. Ulcinj Coast must be positioned on the
market as an authentic general product, in order
to be competitive, but not on the basis of low
prices. This involves the following:

e product strategy, as explained in the concept,
which is based on Velika Plaza sandy beach, but
complementing it with Montenegrin history,
oriental identity, landscape development and
natural parks and

* market strategy, which will reach target tourists’
minds through marketing and work with the
public (PR)

e and which is because of the synergy effect
regarded as sub-brand of the superior brand of
“Montenegro”, which in addition to Ulcinj is
promising.

15 Measures

In order to achieve the regional concept for Ulcinj
area, preconditions and introductory steps are
needed in the first place.

1.Strict ban of the construction in Velika Plaza,
on the river Bojana, in its mouth and in Sasko
Lake.

2.

Binding decision on regional tourism concept,
which needs to be passed by competent political
bodies.

3.0rganizing regional destination management.
4. Setting up legal basis for implementing the
concept in time and space schedules.

5.Desiging urban plan for Velika Plaza which
meets the tasks from regional concept observing
ecological aspects.

6. Parceling Velika Plaza out for the development
of tourism projects.

7. Forming natural park on Velika Plaza, on Ada,
Sasko Lake, legal, scientific and administrative
measures for the settlement of flamingoes and
pelicans in the Skadar Lake in the Ulcinj Valley,
regarding cross-border cooperation.

8.Planning and financing the entire infrastructure
for water and electricity supply and treatment of
waste water and hard waste and determining the
costs of the entire infrastructure.

9. Determining prices of the land in Velika Plaza,
taking into consideration the costs of
infrastructure.

10.

Determining incentives for big investors, taking
into consideration initial risks and development
impulse.

11.Planning tourist infrastructure for introducing
the hinterland with bike and pedestrian paths and
producing the priority list.



List of bird species on the coast near Ulcinj

The enclosed list gives all the types of species
which have been found on the Ulcinj Coast
(Velika Plaza,the Island of Vada,Stoj, Zogajska
Swamp, Milena Channel, the town of Ulcinj, the
river Bojana and its mouth, Krute Canyon,

Sasko Lake, Adriatic Coast and Djeran) The list
includes 251 species. Total number of all the
species that S.Puzovic listed in the summer
1988, as well as in January1991 is 176. During
these intensive and relatively short researches
only 76 species were not determined, which were
on earlier occasions,(1883-1985) found.

Legend:*
*Species determined by S.Puzovic in 1988 only

in the area of Salina

** Species determined by S.Puzovic in 1988 in
the area of Velika Plaza, Milena Channel, the
Island of Vada, Stoj, Zogajska Swamp, the river
Bojana, as well as on the coast ; some of these
species were seen in Salina and in Sasko Lake

***Species that S.Puzovic in 1988 saw only in
Sasko Lake and its near area

-species which are not under the stars were seen
by other ornithologists in the period from 1883 -
1985

Podicipedidae
1.RED-THROATED DIVER Gaviastellata **
2.BLACK-THROATED DIVER Gavia arctica***

3.BLACK-NECKED GREBE Podiceps
nigricollis***

4 LITTLE GREBE Tachybaptus ruficollis**
5.GREAT CRESTED GREBE Podiceps
cristatus**

6.RED-NECKED GREBE Podiceps griseigena
Phalacrocoracidae

7.GREAT CORMORANT Phalacrocorax carbo**
8.SHAG Phalacrocorax aristotelis**

9.PYGMY CORMORANT Phalacrocorax
pygmeus**

Pelecanidae

10.WHITE PELICAN Pelecanus onocrotalus
11.DALMATIAN PELICAN Pelecanus crispus*
Ardeidae

12.BITTERN Botaurus stellaris*

13.LITTLE BITTERN Ixobrichus minutus**
14.NIGH HERON Nycticorax nycticorax**
15.SQUACCO HERON Ardeola ralloides**
16.GREAT WHITE EGRET Egretta alba*
17.LITTLE EGRET Egretta garzetta**

18.GREY HERON Ardea cinerea**

19.PURPLE HERON Ardea purpurea**
Ciconiidae

20.WHITE STORK Ciconia ciconia**.

21.BLACK STORK Ciconia nigra
Threskiornithidae

22.GLOSSY IBIS Plegadis falcinellus**
23.SPOONBILL Platalea leucorodia**
Phoenicopteridae

24.GREATER FLAMINGO Phoenicopterus ruber
Anatidae

25.MUTE SWAN Cygnus olor

26.BEAN GOOSE Anser fabalis
27.WHITE-FRONTED GOOSE Anser
albifrons*(1991)

28.GREYLAG GOOSE Anser anser
29.COMMON SHELDUCK Tadorna tadorna*



30.EURASIAN WIGEON Anas penelope*
31.GADWALL Anas strepera

32.COMMON TEAL Anas crecca*

33.MALLARD Anas platyrhynchos**
34.NORTHERN PINTAL Anas acuta**

35 GARGANEY Anas querquedula**
36.NORTHERN SHOVELER Anas clypeata*
37.RED-CRESTED POCHARD Netta rufina
38.FERRUGINOUS DUCK Aythya nyroca**
39.COMMON POCHARD Aythya ferina**
40.GOLDENEYE Bucephala clangula
41.GOOSANDER Mergus merganser

42.SMEW Mergus albellus

Accipitridae

43.HONEY BUZZARD Pernis apivorus**

44 WHITE-TAILED EAGLE Haliaeetus albicilla
45.EGYPTIAN VULTURE Neophron
percnopterus

46.GRIFFON VULTURE Gyps fulvus
47.SHORT-TOED EAGLE Circaetus gallicus***
48.HEN HARRIER Circus cyaneus
49.MONTAGUS HARRIER Circus pygargus**
50.MARSH HARRIER Circus aeruginosus**
51.GOSHAWK Accipiter gentilis*(1991)
52.SPARROWHAWK Accipiter nisus**
53.LEVANT SPARROWHAWK
brevipes**

54 BUZZARD Buteo buteo**
55.LESSER SPOTTED EAGLE Aquila pomarina
56.SPOTTED EAGLE Aquila clanga
57.IMPERIAL EAGLE Aquila heliaca
58.GOLDEN EAGLE Aquila chrysaetos***
59.BOOTED EAGLE Hieraaetus pennatus
60.BONELLIS EAGLE Hieraaetus fasciatus
Pandionidae

61.0SPREY Pandion haliaetus**

Falconidae

62.LESSER KESTREL Falco naumanni
63.RED-FOOTED FALCON Falco vespertinus**
64.COMMON KESTREL Falco tinnunculus**
65.HOBBY Falco subbuteo**

Accipiter

66.MERLIN Falco columbarius

67.LANNER FALCON Falco biarmicus
68.SAKER FALCON Falco cherrug
69.PEREGRINE FALCON Falco peregrinus**
Phasianidae

70.GREY PARTRIDGE Perdix perdix**
71.COMMON QUAIL Coturnix coturnix
72.COMMON PHEASANT Phasianus colchicus**
Rallidae

73.WATER RAIL Rallus aquaticus*
74.SPOTTED CRAKE Porzana porzana*
75.BAILLONS CRAKE Porzana pusilla
76.MOORHEN Gallinula chloropus**
77.COMMON COOT Fulica atra**
Gruidae

78.COMMON CRANE Grus grus
Otididae

79.GREAT BUSTARD Otis tarda
Haematopodidae
80.0YSTERCATCHER
ostralegus**

Recurvirostridae
81.BLACK-WINGER STILT
Himantopus himantopus**
82.AVOCET Recurvirostra avosetta**
Burhinidae

83.STONE-CURLEW Burhinus oedicnemus**
Glareolidae

84.COLLARED PRATINCOLE

Glareaola pratincola**

Charadriidae

Haematopus

85.LITTLE RINGED PLOVER Charadrius
dubius**

86.RINGED PLOVER Charadrius hiaticula*
87.KENTISH PLOVER Charadrius

alexandrinus**

88.DOTTEREL Charadrius morinellus**
(Grubac,1997)

89.EUROPEAN GOLDEN PLOVER
Pluvialis apricaria*

90.GREY PLOVER Pluvialis squatarola**

91.LAPWING Vanellus vanellus**

Scolopacidae

92.KNOT Calidris canutus**

93.SANDERLING Calidris alba*

94.LITTLE STINT Calidris minuta**

95.CURLEW SADPIPER Calidris ferruginea*

96. TEMMINCKS STINT Calidris temminckii**
97.DUNLIN Calidris alpina*

98.RUFF Philomachus pugnax**

99.COMMON SNIPE Gallinago gallinago**
100.GREAT SNIPE Gallinago media.
101.WOODCOCK Scolopax rusticola**
102.BLACK-TAILED GODWIT Limosa limosa**
103.BAR-TAILED GODWIT Limosa lapponica ?
104.EURASIAN CURLEW Numenius arquata**
105.WHIMBREL Numenius phaeopus*
106.SLENDER-BILLED CURL

Numenius tenuirostris

107.SPOTTED REDSHANK Tringa erythropus*
108.COMMON REDSHANK Tringa totanus**
109.MARSH SANDPIPER Tringa stagnatilis**
110.GREENSHANK Tringa nebularia**
111.GREAT SANDPIPER Tringa ochropus**
112.WOOD SANDPIPER Tringa glareola**
113.COMMON SANDPIPER Actitis hypoleucos**
114. TURNSTONE Arenaria interpres*

Laridae

115.MEDITERRANEAN GULL Larus
melanocephalus

116.LITTLE GULL Larus minutus**
117.BLACK-HEADED GULL Larus ridibundus**
118.COMMON GULL Larus canus*
119.LESSER BLACK-BACKED GULL Larus
fuscus

120.YELLOW-LEGGED GULL Larus cachinans**
Sternidae

121.GULL-BILLED TERN Gelochelidon nilotica**
122.CASPIAN TERN Sterna caspia**
123.SANDWICH TERN Sterna
sandvicensis**(1991)

124.COMMON TERN Sterna hirundo**



125.LITTLE TERN Sterna albifrons**
126.WHISKERED TERN Chlidonias hibridus**
127.BLACK TERN Chlidonias niger**
128.WHITE-WINGED TERN

Chlidonias leucopterus**

Columbidae

129.STOCK DOVE Columba oenas
130.WOOD PIGEON Columba palumbus**
131.COLLARED DOVE Streptopelia decaocto**
132.TURTLE DOVE Streptopelia turtur**
Cuculidae

133.COMMON CUCKOO Cuculus canorus**
Strigidae

134.SCOPS OWL Otus scops**

135.EAGLE OWL Bubo bubo

136.LITTLE OWL Athene noctua**
137.TAWNY OWL Strix aluco**
138.SHORT-EARED OWL Asio flammeus
Caprimulgidae

139.EUROPEAN NIGHTJAR

Caprimulgus europaeus**

Apodidae

140.COMMON SWIFT Apus apus**
141.ALPINE SWIFT Apus melba**
Alcedinidae

142.COMMON KINGFISHER Alcedo atthis**
Meropidae

143.EUROPEAN BEE-EATER Merops apiaster**
Coraciidae

144.ROLLER Coracias garrulus**

Upupidae

145.HOOPOE Upupa epops**

Picidae

146.WRYNECK Jynx torquilla

147.GREEN WOODPECKER Picus viridis**
148.GREAT SPOTTED WOODPECKER
Dendrocopos major**

149.LESSER SPOTTED WOODPECKER
Dendrocopos minor

Alaudidae

150.CALANDRA LARK Melanocorypha calandra

151.SHORT-TOED LARK Calandrella cinerea
152.CRESTED LARK Galerida cristata**
153.WOOD LARK Lullula arborea
154.SKY LARK Alauda arvensis*
Hirundinidae

155.SAND MARTIN Riparia riparia**
156.CRAG MARTIN Hirundo rupestris***
157.BARN SWALLOW Hirundo rustica**
158.RED-RUMPED SWALLOW
daurica***

159.HOUSE MARTIN Delichon urbica**
Motacillidae

160.TAWNY PIPIT Anthus campestris**
161.TREE PIPIT Anthus trivialis**
162.MEADOW PIPIT Anthus pratensis**(1991)
163.RED-THROATED PIPIT Anthus cervinus
164.WATER PIPIT Anthus spinoletta*(1991)
165.YELLOW WAGTAIL Motacilla flava**
166.GREY WAGTAIL Motacilla cinerea**(1991)
167.PIED WAGTAIL Motacilla alba**
Bombycillidae

168.WAXWING Bombycilla garrulus
Troglodytidae

169.WREN Troglodytes troglodytes**
Prunellidae
170.HEDGE
modularis**(1991)
171.ALPINE ACCENTOR Prunella collaris
Turdidae

172.ROBIN Erithacus rubecula**
173.NIGHTINGALE Luscinia megarhynchos**
174.BLUETHROAT Luscinia svecica
175.BLACK REDSTART
Phoenicurus ochrurus**(1991)
176.COMMON REDSTART
phoenicurus

177 WHINCHAT Saxicola rubetra**
178.STONECHAT Saxicola torquata
179.NORTHERN WHEATEAR
oenanthe**

180.BLACK-EARED WHEATEAR

Hirundo

ACCENTOR Prunella

Phoenicurus

Oenanthe

Oenanthe hisanica**

181.BLUE ROCK TRUSH Monticola solitarius
182.BLACKBIRD Turdus merula**
183.FIELDFARE Turdus pilaris

184.SONG THRUSH Turdus philomelos**(1991)
185.REDWING Turdus iliacus

186.MISTLE THRUSH Turdus viscivorus
Sylviidae

187.CETTIS WARBLER Cettia cetti**
188.FAN-TAILED WARBLER Cisticola juncidis ?
189.189.SAVIS WARBLER Locustella
luscinioides ?

190.MOUSTACHED WARBLER

Acrocephalus melanopogon

191.SEDGE WARBLER

Acrocephalus schoenobaenus**

192.MARSH WARBLER Acrocephalus palustris**
193.REED WARBLER Acrocephalus scirpaceus
194.GREAT REED WARBLER
Acrocephalus arundinaceus**
195.0LIVACEQUS WARBLER
pallida**

196.ICTERINE WARBLER Hippolais icterina**
197.SUBALPINE WARBLER Sylvia cantillans**
198.SARDINIAN WARBLER Sylvia
melanocephala**

199.0RPHEAN WARBLER Sylvia hortensis
200.BARRED WARBLER Sylvia nisoria
201.LESSER WHITETHROAT Sylvia curruca**
202.COMMON WHITETHROAT Sylvia
communis**

203.BLACKCAP Sylvia atricapilla**

204.WOOD WARBLER Phylloscopus sibilatrix**
205.CHIFFCHAFF Phylloscopus collybita**
206.WILLOW WARBLER Phylloscopus trochilus
207.BONELLIS WARBLER Phylloscopus bonelli
208.GOLDCREST Regulus regulus
209.FIRECREST Regulus ignicapillus
Muscicappidae
210.SPOTTED
striata

Hippolais

FLAYCATCHER  Muscicapa



211.COLLARED
albicollis
212.PIED FLYCATCHER Ficedula hypoleuca**
Timaliidae

213.BEARDED TIT Panurus biarmicus*
Aegithalidae

214.LONG-TAILED TIT Aegithalos caudatus**
Paridae

215.SOMBRE TIT Parus lugubris

216.BLUE TIT Parus caeruleus**
217.GREAT TIT Parus major**

Sittidae

218 WESTERN ROCK NUTHATCH

Sitta neumayer***

Tichodromadidae

219.WALLCREEPER Tichodroma muraria***
Certhiidae

220.SHORT-TOED TREECREEPER

Certhia brachydactyla

Remizidae

221.PENDULINE TIT Remiz pendulinus
Oriolidae

222.GOLDEN ORIOLE Oriolus oriolus**
Laniidae

223.RED-BACKED SHRIKE Lanius collurio**
224 | ESSER GREY SHRIKE Lanius minor**
225.WOODCHAT SHRIKE Lanius senator
226.MASKED SHRIKE Lanius nubicus
Corvidae

227.EURASIAN JAY Garrulus glandarius**
228.MAGPIE Pica pica**

229.JACKDAW Corvus monedula**
230.ROOK Corvus frugilegus

231.CARRION CROW Corvus cornix**
232.RAVEN Corvus corax**

FLYCATCHER Ficedula

Sturnidae

233.STARLING Sturnus vulgaris**

Passeridae

234, HOUSE SPARROW Passer domesticus**
235.SPANISH SPARROW Passer

hispaniolensis**

236.TREE SPARROW Passer montanus**
Fringillidae

237.CHAFFINCH Fringilla coelebs**
238.BRAMBLING Fringilla montifringilla
239.EUROPEAN SERIN Serinus serinus**
240.GREENFINCH Carduelis chloris**

241 .GOLDFINCH Carduelis carduelis**
242.SISKIN Carduelis spinus

243.LINNET Carduelis cannabina*

244 HAWFINCH

Coccothraustes coccothraustes**(1991)
Emberizidae

245.YELLOWHAMMER Emberiza citrinella
246.CIRL BUNTING Emberiza cirlus***
247.ROCK BUNTING Emberiza cia
248.0RTOLAN BUNTING Emberiza hortulana
249.REED BUNTING Emberiza
schoeniclus***(1991)
250.BLACK-HEADED BUNTING

Emberiza melanocephala***

251.CORN BUNTING Miliaria calandra**
Liste der Vogelarten,die an der Kuste von
Ulcinj festgestellt wurden

von Slobodan PUZOVIA

Novisad,August 2002



Short assessment of ecological importance of the
River Bojana-Buna Delta (Montenegro/Albania)
A.Partner organizations
Dr.M.&Xhneider-Jacoby,Euronatur
D.Savelic,Dr.A.Vizi, Montenegro
D.Dhora,Albania
B.Sumberger,Jd.9nole,Dr.P.Trontelj,
Sovenia
Dr.P.Sackl,Austria
SPuzovic,Serbia
B. Location description
Name “Delta Bojana-Buna“is used for the
area along the River Bojana and Buna
between the Sadar Lake and the Adriatic
Coadt. It isa triangle with sdeswhich are 30
km long covering the area of ca.50.000 ha in
the territory of Albania and Montenegro. This
area provides for many important habitats
on the Adriatic Coast, natural sandy
beachesca.25 km long, coves, sandy dunes
and halophytic vegetation, lakes and areas
which abound in cultural heritage stretching
along the riverto the Sadar Lake.
This region includes three important birds
habitats (Ulcinj, Saline, Sasko Lake in
Montenegro and Velipoja in Albania).
Rivers Bojana-Buna and the Island of Ada are
mentioned in international literature as important

parts of this cross-border swamp eco-system
between the Skadar Lake and the Adriatic. In the
past 10 years and the first issue of IBA rules,
changes have already Ilowered ecological
importance of these areas. The cove and Delta
Bojana-Buna are only by Albania recognized as
internationally important. Cross-border
assessment is needed to determine their true
status.

All these areas are not protected at the
moment, although there are proposals
produced by the Montenegro Ingtitute for
the Environmental Protection.

C. International Importance

Important habitatsof birdsin

Evropi (EU List of birds)

The analysis is based on two reports of
Grimmett &Jones (1989) and Heath &Evans
in 2000.They are both based on EU criteria .

List of birds

1.Montenegro

Ulcinj-Saline (1350 ha): important habitat for
rare birds and for over 10 000 migratory birds
in the autumn and winter.

Sasko Lake (350 ha): this lake is part of
Bojana river basin, 10 km from the sea. The
accesswasdifficult before political changes.
In 1989, a colony of spoonbils was
described, herons and Pygmies cormorants
which moved to Bojana and perhaps to
Albania. Till 1990 the number mentioned was
2000 braces of Pygmies cormorants in the
area of the river Bojana (border area).
Sadar Lake in the north of this region is
recognized asnational Park and is extremely
important habitat for birds protection.
Bojana Delta is important for future
development of the lake, because it adds



other species to ecological climate of the
area.

2.Albania

Svamps along the border are in Albania
(1500 ha) classfied as important habitats of
birds, Veli-

polie . Negative trends are notices in this
area as well in the past 10 years. In the
report of Heath &Evans (2000) the colony of
Pygmies cormorants in the coastal area
moved to the Idand Ada in Montenegro.
Note:the other report says for both states
that missing coloniesmoved to the othersde
of the border! Thisbackwaterand island Ada
were not recorded as important habitats of
birds by Montenegro, though the same was
done in Albania. It isthe only complex of the
mouth and the cove in Montenegro and as
such it is of national importance.
Appearance of spoonbills and Pygmies
cormorants in the costal habitats the same
sources classfies as internationally important
swamp, just asthe reportsin Albania do.
(Tekke 1996).

D. Svampsofinternational importance
(Ramsar Convention)

The analysis is based on the report BirdLife
Inter-

national (2001).

1.Montenegro

The Skadar Lake shall apply for the
registration as Ramsar location (20.000 ha).
The sandards for being registered as
internationally important svamps meet both
Sasko Lake and Ulcinj Saline which are
stuated in this region, but they have not
applied forthe registration yet.

2.Albania

The Velipolja Cove also meets conditionsfor
being registered as internationally important
swamp, but has not applied for the
registration yet. Neither has the Albanian
side of the Skadar Lake.

Note: There is no realisic analysis of the
entire

area of the swamps. According Grimmet ets.
(1989:2000 of Braces of Pygmies Bormorants
Along the River Bojana) and according to
Albanian reports on the impacts (Tekke
1996,Heath &Evans 2000) there must have been
great changes to which the inaccessible area
and the swamps along border got smaller.

E Reasonsfor Quick Assessment

Ecological values

l.Lack of Information

Current dtuation in the area and number of
endangered birds isunknown.

2.Llack of Protection

All important locations are unprotected.
Only the beach has the status of natural
monument in Montenegro. This status allows
the use of the beach for tourists.

3.Tourist Development

Coastal area in both countries represents
areas of priority importance for the
development of tourism. It is important to
offer to both governments good information
on the landscape and species, in order to
have sustainable development. Untouched
nature of Delata Bojana-Buna is of great
value

for future tourist development and
international promotion of thisdestination.
4.Urgesby hunters

Italian hunterskill many birds. Hunting season
in Montenegro includes major part of the
year

(August 15 — March 15)

5.Relaxed border control

Colonies of aquatic birds nest in the border
area. Snce 1990 the borderislessdangerous
which increased disturbances. The
population of the pelicans on the Sadar
Lake decreased in 2002 (domestic
observation) to only one brace with the
young.

6.Changesin the manner of land use

In the past hundred vyears this delta
significantly changed. Reiser &Fihrer give us
good information on eatrlier importance.
Today there is a chance to start with the
project of restocking.

Short assessment of the
importance of Delata river
Bojana-Buna (Montenegor/Albania)
February,2003

Dr.Martin Schneider-Jacoby,Euronatur

ecological

Tourism use of natural hinterland on the
Skadar Lake and the river Bojana
1.Zel
The are of Ulcinjisconsidered the richest
area in birdson the Adriatic.
Interchangeability of the different svamps
and habitatsfrom the sea to the Karst
mountainscreated here a unique natural
hinterland. There are several goalsto
stimulate the development of tourism:
Enrichment of the tourism offer by creating
good conditionsforwatching endangered
speciesand unique landscape



Accompanying measure to alleviate
increasing pressure against the nature which
comeswith the development of tourism

Nesting ,Image species ,such aspelicans
and flamingoes, which are internationally
recognized asa standard for protection of
nature and quality of vacation

International promotion supported by
natural values of the area asa special
dedtination for holiday in line with the new
dogan ,, Wild Beauty
2.Begrindung
Ulcinjasa tourism destination isdifferent from
many other degtinationson the
Mediterranean for itsbeautiful hinterland
and natural sandy beach which is13 km
long, with the other half in Albania. Different
measuresare needed to protect nature in
order to integrate these natural valuesin the
development of tourism. Here the the long
term connection of the Skadar Lake through
Bojana.

Besidesinitiated activitiesand project on the
Sadar Lake, additional cooperation with
neighboring Albania isneeded. Before, the
shipscould sail from the Adriatic to Skadar
Lake and Rijeka Cmojevica through Bojana.
Thistrip from the sea to the Balkan Canyons
offersunique trip through European swamps.

The following reasonssupport: introducing
natural resourcesin the development of
tourism.

National Park Skadar Lake hasnot been
finished yet and important instrumentsare
missing such asthe Management Plan

In 2002 hunting in National Park was
banned, and the management hasto

urgently create new sourcesof revenues
and attract new target groups.

ltsbrand name, the fluffy pelican is
distinguishing.In 2002 only
10 birdswith two young were 2002 seen.
Theirnumberin past 30 yearshasbeen
declining constantly (see the survey). The
same, perhapsto a greater extent, referrers
to the areasalong Bojana. We stilldo not
have here protected areas, though several
regionssuch asSaline and Sasko Lake
(connected with Bojana) have been
planned to be placed under protection. The
same refersto Albania. Thisvalley area,
immediately along Velika Plaza and in its
hinterland isvery interesting asa destination
for bile and walking tours. Besdesthat, by
the very beach and existing mountain hotels
it ispossible to watch many rare and exotic
birds.
200.000 migratory birds already settled on
the Sadar Lake and along the River Bojana
-the number which willgo up fast over half
a million with due protection. In thisway,
watching long term, thisarea can compare
to known regionssuch Cota
Donana, but with the difference that duly
planned and long term measurescan steer
the development.
3.Concept/Measures
The given measuresare proposed based on
two typical species, fluffy pelican and purple
flamingo. They are good indicatorsof the
successof the measuresundertaken.
Pelicans
Internationally, the Skadar Lake is little known
of, but with its wide area of swamps and
steep karst mountains it is one of the most
remarkable areas of Europe. National Park

hasitsown physical development plan and it
should be applied. The concept of different
zones is missing. It is necessary in order to
have a long term development in line with
the rules of the nature protection. Recent
development of new sportsdisciplineson the
big surface of the lake, such assurfing on the
board raise concemn. In thiscase, necessary
new capacities which will prevent adverse
effects and which will harmonize new plans
with the statusof National Park.

Development of long term system for
steering and informing the visitors which will
stimulate tourism development. New and
attractive offers, such as Walking in the
water” watching nature and posting places
forwatching are needed.

especially important is absolute protection
of the last braces of pelicans and posting
safety platforms for mating. We approve of
new UNDP project which will stimulate better
protection of pelicansstarting late 2002.

Additional mating platformsare in the area
of the proposed regional national park
.Bojana (se underHamingo),
e.g.on the sasko Lake.

Next important step isdeclaration of cross
border protected area together with
ASbania. Here the level of protection is less
important than harmonizing the goals of the
development and protection. UNESCO offers
through its instruction for the declaration of
cross-border biospheresreservoirs, a support
for establishing cooperation.

Hamingo

If we want to use attractive natural
landscapeswhich are along the Velika Plaza
and the Idand of Ada , as well as wide
swamps behind for a long term tourism



development, the most important is the
organization of crossborder regional park.
Only adequate management shall we
manage to show to tourists natural beauties
and create adequate offer. The most
important measuresare:

Proclamation and management of Saline
as a reservoir for birds and placing artificial
nests. Here can be used the experience of
the river of Rhone delta.

banning birds hunting in the swamps and
areasof international importance, in order to
attract even greater number of rare birds
and shorten the migration distance. Only in
this way can it be possble for the tourist to
feelthe birds.

* Construction of centers ,Nature -Information-
Experience (Nature Club) in the Island of Ada or
in Sasko Lake (old motel)

Timming the bike paths and horse paths,
pedestrian paths from the planned hotels to
the area in the hinterland. In dead season,
toursand seminarscan be organized.

Establishing crossborder regional park like
Camargue(regional park and protected
area) or like Severno More
(trilateral national park)

Tourism exploitation of the natural hinterland
on the Sadar Lake and River Bojana and
Euronatur,Dr.Martin Schneider-Jacoby
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