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PREFACE

This book has been compiled by several authors' working on the topic of Chinese
outbound tourism, in an attempt to provide at least some answers regarding the
phenomena of Chinese tourists in Slovenia and Montenegro. It is the result of a
bilateral project in the framework of the scientific-technological cooperation between
the Government of Montenegro and the Republic of Slovenia, specifically the Faculty
of Tourism at the Mediterranean University in Montenegro, the School of Advanced
Social Studies in Slovenia and CEATM Ltd?, that took place in 2014 and 2015.

The main purpose of the collaboration was to investigate the basic characteristics of the
Chinese tourists visiting both countries and to conduct a comparison in order to form
recommendations on how to market these destinations more efficiently. It is thus our
hope that the book will provide a vantage point for future research on the topic and
will be in this regard of use for academics as well as practitioners in the field of tourism
marketing and tourism planning.

The authors wish to express their gratitude to the distinguished reviewers whose
recommendations were useful in improving the quality of this book.

Last but not least, the authors wish to thank the Ministry of Science of Montenegro
and the Ministry of Education, Science and Sport of the Republic of Slovenia, and the
National Tourism Organization Montenegro for providing financial support to the
bilateral research project, including the publication of this book.

Authors

1 The authors have been presented on page page 91.

2 The autor’s affiliated institutions have been presented on page page 95.
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INTRODUCTION

According to the United Nations World Tourism Organization annual report
(UNWTO, 2015) the tourism sector has experienced continuing expansion over
the past half century, thus becoming one of the most important and fastest-growing
economic sectors in the world.

According to the COTRI Market Report (COTRI, 2016), in the early stages of Chinese
outbound tourism Europe was not really understood as consisting of several countries
and cultures, but was rather seen as a single entity. Package tours would typically contain
‘must see’ places in as many countries as possible. However, in the recent years there
is a growing trend of discovering European diversity, especially among the growing
numbers of independent travellers. The Chinese tourists’ preferences are changing, too;
they increasingly opt for fewer countries and choose to stay there for a longer period
of time than in the past. Especially retired and senior travellers enjoy longer stays in
lesser-known territories (ibid.).

How can two small but tourism-wise well-developed countries compete with regard to
attracting Chinese tourists? The review of statistical data in Montenegro and Slovenia
has shown a positive trend in the growth of Chinese arrivals, albeit somewhat slow
in comparison to some other countries and regions. It has also shown a substantial
decrease in the average length of stay in these two countries, which should alarm
tourism planners as well as tourism providers. Why is the length of stay getting shorter
each year and which regions are taking this share? What are the preferences among
Chinese tourists visiting Slovenia or Montenegro and what are their attitudes regarding
these destinations?

All this remains unknown due to lack of any research in this area.

The subject of this publication is the presentation and analysis of the results of the
research into the attitudes of Chinese tourists regarding tourism in Slovenia and
Montenegro. It is the first such research including countries of former Yugoslavia. The
results have been studied carefully on the basis of the present knowledge about the
behavior of Chinese tourists visiting Europe as well as on the basis of the latest and
highly relevant literature. The study offers some findings and recommendations which
are important for destination management in Slovenia and Montenegro, particularly
with regard to the implementation of adequate marketing decisions.

While collecting and processing relevant facts, phenomena and processes of importance
to the subject of work, and interpreting the research results several scientific methods
were used.
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The collected data were analyzed with Statistic Package for Social Science (SPSS)
software v. 2.2.

The book consists of six chapters, an introduction, references, appendix, and a note
about the authors and their affiliations.

The introduction describes the subject and purpose of this book.

The first chapter brings an overview of relevant research results regarding the main
characteristics of Chinese outbound tourism.

The second and third chapter examine general statistical data about Chinese outbound
tourism in Slovenia and Montenegro and survey Chinese tourists’ attitude to the tourist
products in Slovenia and Montenegro.

The fourth and fifth chapter use the findings from previous chapters to draw several
conclusions, discuss managerial implications and offer recommendations regarding
destination management in Slovenia and Montenegro.

Chapter sixth explains the limitations of the study and suggests future research
directions.

The book will, no doubt, contribute to a better understanding of this remote and fast
growing market and provide a reliable starting point for further research.
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1 CHINESE OUTBOUND TOURISM - MAIN
CHARACTERISTICS

With regard to tourism industry the role of the People’s Republic of China (PRC) has
became increasingly influential over the last decade; apart from becoming one of the
world’s most popular destinations (4®in arrivals in 2014) it is also the world’s top tourism
source market with growing expenditure abroad (UNWTO, 2015). If the number of
outbound Chinese tourists in 2008 was just over 20 million, this number increased to
133 in 2015 (Arlt, 2016 in: Bofulin, Raspor, Stranjancevi¢, Bulatovi¢, & Lacmanovic,
2016). The projection of outbound Chinese travel by EU SME Centre indicates an
annual growth rate of 15% in the next few years (EU SME Centre, 2015). There has
also been an exceptional increase in the amount of money Chinese tourists spend
abroad - in 2014 they spent a record of USD 164.9 billion (UNWTO, 2015). World
Travel & Tourism Council forecasts a growth rate of Chinese expenditure on outbound
travel at 6.7 % by 2020 (World Travel & Tourism Council, 2015). Chinese outbound
travellers spent USD 229 billion on retail purchases in 2015 (with average spending
at USD 1,678 per trip), and will spend USD 422 billion in 2020 with approximately
234 million outbound travellers (Fung Business Intelligence Centre Global Retail &
Technology, 2015).

Goldman Sachs, likewise, project 220 million Chinese overseas travellers but in 2025,
including 22.5 million travellers who will travel to Europe (The Goldman Sachs Group,
Inc., 2015).

Another projection predicts a 5.1% average annual growth rate of Chinese outbound
tourism regarding the period 2013 - 2023, with outbound travel spending nearly USD
30 billion in Western and near USD 10 billion in Emerging Europe by 2023, which will
be possible due to the estimated 61 million households earning more than USD 35,000
per year (Tourism Economics An Oxford Economics Company, 2015).

These data point to several important processes within PRC as well as globally; the
growing middle class in China and the complex relationship between modernity and
consumption, the emergence of tourism as one of the leading economic sectors in the
world, the effects of economic crisis on the global economic restructuring etc. In this
regard there is a growing pressure to tap on these flows and processes, especially in the
countries that have been hit hard by the recent economic crisis.

The research on Chinese outbound tourism is a very recent endeavor; its beginnings
can be traced back to late 1990s where researchers began to focus on the reasons for
increased outbound tourism movements in PRC (Bofulin, Raspor, Stranjancevic,
Bulatovi¢, & Lacmanovi¢, 2016). Among the most important reasons these studies
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identified the growing personal and household income and the reduction in the number
of government regulations concerning Chinese citizens’ mobility (Li, Lai, Harill, Kline,
& Wang, 2011) in: (Bofulin, Raspor, Stranjancevi¢, Bulatovi¢, & Lacmanovi¢, 2016).
This line of inquiry was followed in the research on various aspects of Chinese tourists’
behavior and motivations (Kim, Guo, & Agrusa, Preference and positioning analyses
of overseas destinations by mainland Chinese outbound pleasure tourists, 2005);
(Sparks & Pan, 2009); in: (Bofulin, Raspor, Stranjancevi¢, Bulatovi¢, & Lacmanovic,
2016). Interestingly, S.Huang, et al. (Huang, Keating, Kriz, & Heung, 2015 in: (Bofulin,
Raspor, Stranjancevi¢, Bulatovi¢, & Lacmanovi¢, 2016) suggested that Chinese
outbound tourists do not seem to have contrasting motivations when travelling abroad
in comparison to Western tourists. This point certainly deserves more attention and
also attests to the need of more comparative research on travel motivations. This
comparative approach should also be taken among various groups within Chinese
cultural milieu. It is all too common that research lumps together groups that may have
very different characteristics based on the location of origin, class, age or professional
affiliation. As a study by S. S. Kim, et al. (Kim, Wan, & Pan, 2015 in: Bofulin, Raspor,
Stranjancevi¢, Bulatovi¢, & Lacmanovi¢, 2016) suggests tourists from PRC may exhibit
different behavioral characteristics as tourists from Taiwan. However, one should
be careful not to fall into the trap of finding a cultural explanation for every type of
behavior associated with the Chinese as was previously done in the case of capitalism
in PRC or Chinese migrants” economic ties (for the critique of the literature on cultural
explanations regarding the development of capitalism in China, see A. Dirlik (Dirlik,
1997 in: Bofulin, Raspor, Stranjancevi¢, Bulatovi¢, & Lacmanovi¢, 2016). Also, as
scholars have noted, a large part of the research in tourism has a clear Western bias and
does not examine tourist phenomena in the context of other important social processes,
such as globalization, geopolitics or economic restructuring. Thus, the future research
on Chinese outbound tourism should take this into consideration and move past the
simplistic cultural explanations of Chinese tourists’ travel motivations and behaviors
(Bofulin, Raspor, Stranjancevi¢, Bulatovi¢, & Lacmanovi¢, 2016).

Research attention has been focusing increasingly on profiling Chinese outbound
tourism in order to find the best way how to fit tourist products, especially for European
countries.
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One of the possible long-distance Chinese tourists' profiles regarding travel to Europe,
which was determined in 2010, has the following characteristics (Andreu, Claver, &
Quer, 2014):

belonging to a middle-high social class;

age between 24 and 44 years;

52.98% are men and 81% have completed higher studies;

11.75% are professionals in the education sector; 9.63% are manufacturing industry
workers; 8.31% work in sectors such as finance, 7.91% in new technologies; 6.79%
are students and 5.71% are scientists and researchers;

68.36% are first-time travellers abroad; 46.98% travel accompanied by relatives or
spouse and 6.95% travel alone;

29.76% earn between EUR 550 and 880 monthly per family member; 26.25%
have salaries ranging from EUR 330 to 550; 17.46% earn between EUR 880 and
1.1005

prefer to travel in organized groups;

40.8% visit between 1 and 2 countries within one trip; 31.6% visit between 5 and
11 countries; and 27.6% visit between 3 and 4 countries;

average length of stay in Europe is 9.2 days: 2.1 days in Germany, 2 days in France,
1.6 days in Italy and 21 days in the United Kingdom;

main reasons for visiting Europe: landscape (82%); historic and cultural heritage
(73.6%); charming cities (43.5%); exotic culture and folklore (23%); being a
shopping paradise (21.9); good tourism facilites (16%); enteretainment/leisure
(6.7%);

key factors in choice of destination: places of interest (37.32%); price (27.45%);
leisure facilities (11.15%); transport (11.07%); accommodation (6.19%); food and
drink (5.99%).
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Another profile of Chinese outbound tourists was made by the World Tourism Cities
Federation and Ipsos in their report from 2014 (World Tourism Cities Federation and
Ipsos China, 2014):

— coming from South China, North China and East China; Shanghai, Guangdong
and Beijing are cities with most overseas tourists;

— top city destinations in Europe are Paris, London, Rome and Berlin;

— over a half (56 %) are post-80s tourists; the gender gap is relatively small; family
tours are popular;

— belonging to higher income groups; average monthly household income is about
CNY 20,767;

— outbound travel has become an important part of the medium and high-end
family life in China; over 70% of Chinese tourists travel abroad at least once a
year;

— travel agencies are the most important actor in the outbound tourism service;
87% of Chinese tourists purchase tourism products from travel agencies; they
prefer to travel in groups of 2-5 persons;

— staying at overseas destinations for 6-8 or 3-5 days (travel time excluded);

— spending approximately 2,410 EUR per person (CNY 19,871); first-rank spenders
are independent tourists, followed by semi-independent and group tourists; main
purpose of spending is shopping (57 % of total travel budget);

— transportation, lodging and food are the biggest concern before going abroad.

Expectations of Chinese tourists vary and it is important to understand the main travel
motives and concerns regarding the various aspects of travel.

Asindicated in TUI AG - TUI Think Tank study (TUI AG und Z_punkt GmbH, 2012),
the Chinese’ travel needs concerning Europe as a destination, are expected to be:

— family happiness;
— experience;

— special interests;

— entertainment;

— self-determination;
— connectivity;

— courtesy;

— recreation;

— soft action.

Based on the travel behavior, demographic and psychological characteristics of Chinese
outbound travellers, important marketing decisions can be made about marketing
segmentation, differentiation and positioning of the tourist product.
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Segmenting the Chinese outbound tourist market could be done by setting up five
groups of travellers who visit Europe (World Tourism Organization and European
Travel Commision, 2012):

traditionalists with a 70% share, motivated by prestige, travelling in tour groups
and always bringing their camera along;

Wenyi Youth with a 10% share, looking for freedom and uniqueness, backpacking,
traveling alone and bringing along their notebook, favourite book, mp3-player
and internet device;

experience-centred, taking another 10% share, travelling in order to spend time
together, out of cuorisity, also backpacking or driving independently, alone, with
family; or ‘in-depht travel tour groups, using a guidebook, a phrasebook and an
electronic dictionary during the travel;

hedonists, with a 3% share, looking for pleasure, focusing on cities and shopping,
travelling with friends and using their parents’ credit card;

connoisseurs, with a 7% share, motivated by aesthetics and knowledge, driving
independently with a partner or family and bringing along a camera with
additional equipment, a specialized guidebook and a laptop.

A visualisation of European travel routes based on the discussion in Chinese
blogosphere (ibidem) indicates that the main destinations of every trip discussion
are France, Germany and Britain. Italy is the main destination in Southern Europe,
and Russian Federation in Eastern Europe. When thinking about the region of ex-
Yugoslavia, Chinese travellers tend to form a mental cluster which includes Slovenia,
Croatia, Serbia and Montenegro.

However, certain trends can be noticed that show changes in Chinese outbound
travellers' preferences (Fung Business Intelligence Centre Global Retail & Technology,
2015):

increased visit to smaller cities and off-the-beaten-track destinations;

more traveling to natural destinations, national parks and reserves;

increased interest for themed travel (wine testing, safaries, golf, diving and other
personal interests and hobbies);

increased interest for corporate incentive groups with the purpose to provide
unique overseas experience for employees;

cruise and self-drive travel are becoming more popular;

growing interest in medical tourism, natural and organic lifestyles, experiences
and products;

increase in spending on education, real estate, diamonds, watches, art and liquor
as investment vehicles and in order to preserve capital;

© All rights reserved. Using the data without citing sources is not allowed.

Page 17



CHINESE TOURISTS IN SLOVENIA AND MONTENEGRO:
PREFERENCES, CHARACTERISTICS AND TRIP MOTIVATION

— increased overseas investment by Chinese companies leading to development in
business tourism and spending;
— continuing increase of multigenerational family trips.

According to Goldman Sachs Global Investment Research Chinese tourists' travel
preferences are influenced by three main factors (The Goldman Sachs Group, Inc.,
2015): (1) distance (up to a 12-hour flight to London, Paris and Rome is acceptable)
and visa regulations; (2) shopping and pricing differentials; and (3) sightseeing.

In the same research the key driving forces of the fast growing Chinese outbound
tourism are stressed, which will be almost doubled by 2025 (ibidem):

— an extremely underpenetrated market due to passport ownership rate (4% of
Chinese people hold a passport);

— strong growth among the population of young millennials (74 million students
born between 1980 and 2000 will have more opportunities to travel abroad, are
familiar with the internet, have studied foreign languages and like to travel);

— growing urban middle-class population (higher income, willigness to travel
overseas and spending on having fun, displaying an increased interest in leisure
activitites).

A few research studies emphasize the main factors which influence or shape the
expectations of Chinese tourists about travelling to Europe.

Comparing the travel motivations among Chinese, Japanese and Korean tourists
visiting Greece, Assiouras, et al., noticed that Chinese tourists value knowledge and
novelty in the first place, then relaxation and escape and, finally, ego-enhancement as
travel motives despite the fact that ego-enhancement is valued more highly than in
other nationalites (Assiouras, Skourtis, Koniordos, & Giannopoulos, 2015).

In their research, Suomi et al. (Suomi, Hongxiu, & Wang, 2014) found thefactors
influencing Chinese outbound tourists decision about travelling to certain destinations
in Europe, such as internal attributes (self-enhancement) as the most important,
following the natural beauty and climate, local culture and social characteristics while
placing less importance on infrastructure, information availability and shopping.

Disscusing the expectations of Chinese tourists and creation of travel package to
United Kingdom by UK touroperators (de Sausmarez, Huiqing, & McGrath, 2012) the
authors found dissatisfaction with quality of the accommodation and food received,
due to the mismatch between the expectations and reality (accommodation). As stated
in this survey, a large number of Chinese tourists obtain information on the internet
and know very well what they want from their travel.
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Using a Confucian analysis of Chinese tourists' motivations, Xiaoxiao et al. stressed the
fact that the tourism »was perceived as a means to bridging gaps in self, family, social
life, society and nature« (Xiaoxiao, Liping, & Xinran, 2015).

We have identified some very interesting expectations of Chinese tourists which could
be addressed by shaping an adequate tourist product in the newly discovered tourist
destinations in the region of former Yugoslavia.

When studying the ways to attract Chinese tourists Raspor et al. (Raspor, Kobal, &
Rodi¢, 2012) found some elements in the tourist products in Slovenia and Croatia
which could positively influence the level of satisfaction. They mentioned a satisfying
shopping experience, common history (the era of socialism), specific tourist packages
such as 'Following the footsteps of Josip Broz Tito', and those designed around several
well-known Yugoslavian films such as "The battle of Neretva', 'Valter brani Sarajevo’ and
'Ne joci, Kekec' translated into Chinese.

Finally, it is important for all countries from the region of former Yugoslavia to find the
best way to fit their tourist products into a new marketing frame to be offered to a fast
growing tourist outbound market such as China.

A few marketing recommendations for the Central and Eastern European (CEE)
countries could be made, as follows (Arlt, 2016):

— learning more about Chinese tourism outbound market through training staft
and management in tourism organizations;

— avoiding being perceived as a ‘cheap’ destination or service provider;

— focus on Second Wave Chinese travellers emphasized the history, unspoiled food
and nature, special attractions and hospitable people;

— focus on market niches (bird-watching, food, hiking, golf) and activities instead
of geography;

— concentrate promotional activities on Chinese social media, fairs, FAM trips,
Roadshows etc. and use stories to have Chinese dream about their trip to region;

— begin to act toward more than 200,000 Chinese students living in Europe as
customers and brand ambassadors;

— offer joint itineraries and tourism services and products throughout the region;

— provide ‘Return of Investment’ for the investment of time, money and effort
(through unique, storyfied, authentic proof of ‘been there’);

— provide richness of experiences in a short time through good service in
cooperation across borders.
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8 APPENDIX

Q1 - Have you ever been abroad (outside Mainland China) before? f& L4 Hi [F |15 ?

| 1.Yes & | 2.Nof;

Q2 - Have you ever been to |~ [l ¥ 5 2 [A] #& 0d
Q2a Africa JEM 1.Yes j& 2.Nof
Q2b Asia WV ] 1.Yes 5 2.No%
Q2c Australia PP 1.Yes 7& 2.Nofs
Q2d Europe MM 1.Yes /& 2.No%
Q2e North America Jt3E 1.Yes 7t 2.Noty
Q2f South America Fg 35 M 1.Yes /& 2.Nof}

Q3 - How many times have you been in Europe? & J LRt KR 2

Q3a Once —{&X

Q3b Four times JUX

Q3c Twice P X

Q3d Five times FL.IX

Q3e Three times —{X

Q3f More than five times LXK A I

Q4 - Where have you been in Europe? /R 2% 15 KR 1 9F £ [F] 5¢ 2

Q4a Italy = KA Q4b Germany {4
Q4c France V£ Q4d Spain FHHEH
Q4e UK 7= Q4f Other b

., #7i SR IE)

This part is connected with the countries of former Yugoslavia (Bosnia and Herzegovina, Croatia,
Kosovo, Macedonia, Montenegro, Serbia, Slovenia).

I T T R e Ry A 9% A (AT B VAT R ZE AR AR TR, TE B MO, RFERUR, B, L, 28R4

Q5 - Which countries of former Yugoslavia did you visit? 1& 2L WA fe ik R E S 2

Q5a Slovenia 7% e 1.Yes /& 2.Nof5
Q5b Croatia b2 &' Hi T 1.Yes /i 2.Not7
Q5c¢ Kosovo Bl 221k 1.Yes /& 2.No%
Q5d Montenegro 22 (1] 1.Yes 5&: 2.Nof}
Q5e Serbia ZE/R4E V. 1.Yes J&: 2.Noty
Q5f Bosnia and Herzegovina Y& 3 JE WVl B8 3E B} 4 1.Yes 5 2.Noty
Q5g Macedonia 5 H.ii1 1.Yes 5t 2.Noty
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This part is about Slovenia (Slovenia was one of the countries of former Yugoslavia and now is a
member of European Union)

(AR i iR iy SOJE WA 9 (R S e W0 2 i i 304 R Al [, B S I B e B DD

Q6 - Where did you hear about Slovenia? & M BT 15 5% SCJE W2 il -4 IRIE?

Q6a TV FEAY 1.Yes J¢: 2.No75
Q6b Friends JIl /< 1.Yes /& 2.Nof5
Q6¢ Family and relatives Z% A\ Fll5F B 1.Yes /& 2.Nots
Q6d Travel brochurelit Ji7 45 Fd 1.Yes /& 2.Notsy
Q6e Travel agency/iR 1T 4E 1.Yes J& 2.Nof%
Q6f Booking.com, 2| 21| ¥ - - - 25 1.Yes 5& 2.No%q
Q6¢g Social network 32} 171 1.Yes 5 2.Nots
Q6h Other &2 1.Yes /& 2.Nof{
Q7 - How many days did you stay in Montenegro? & 75 B 1115/ JL K ?
Q7a Less than two days A 31| & Q7c More than three days — KDL I

Q7b Two to three days N =K

Q8 - Which places did you visit?/& S0 | &L 52

Q8a Podgorica J7 75 ¥ B 8¢ 1.Yes J&: 2.No %5
Q8b NP Skadarskojezero ¥~k RIHEFH A 1.Yes J& 2.No%s
Q8c NP Biogradskagora Ft B H7 8 < 1L [B AR 1.Yes & 2.No%
Q8dCoastside*Kotor, Budva,Ulcin jif§ 7 BHTIK, kL, BIK5%5 8 1.Yes 7& 2.Nof5
Q8e NP Lovcen 1% K4 [E 5K /3 i 1.Yes /& 2.No7y
Q8f NP Durmitor F KFL/RE KA 1.Yes & 2.No 7t
Q8g Other HAill 1.Yes ;& 2.Nofq

Q9 - What did you like the most when you visited Montenegro (1 is I like the least, 5 is I like the
most)? /£ BILEREXNH A (1T SHEAER, 5 5HEN) 2

Q9a Unspoiled nature 475 441 H SR 53 1 2 3 4 5
Q9b Coastside #FiZ1 1 2 3 4 5
Q9c Historical and cultural heritage 2R AL 4 1 2 3 4 5
Q9d Hospitality of people #{F -4 1 2 3 4 5
Q9e Peacfuldestination % 4= 1 2 3 4 5
QOf Quality of life 4=y 7K i & 1 2 3 4 5
Q9g Cousine £ & 1 2 3 4 5
Q9h Environment 3% 1 2 3 4 5
QUi Nightlife 77 £ i 1 2 3 4 5
Q9j Sport and recreation 14 & F45% 4k 1 2 3 4 5
Q9k Hotels 5= 1H 1 2 3 4 5
Q91 Spa and wellness it 5% Fl{d 556 25 1 2 3 4 5
Q9m Shopping 44 1 2 3 4 5
Q9n Lake and mountainsi¥i 11 5 & 1 2 3 4 5
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Andrej Raspor completed College of Engineering; after graduating in work organisation
from the Faculty of Work Organisation in Kranj, University of Maribor, he continued
his post-graduate studies at the Faculty of Social Sciences, University of Ljubljana, and
received his PhD in social sciences in 2010. His doctoral thesis was entitled: Impact of
Tipping on Workers’ Motivation: Comparison Between the Hospitality and the Gaming
Industry.

He has lectured and consulted on the issues related to organisation and human
resources, time and cost management, service quality and career paths. Out of total
30 years of employment he has spent over 10 years working in various top positions,
such as Head of General Administration, Human Resources Development Manager,
Director of Strategic Projects, Head of the Expense Supervision Commission and
manager of his own company. His mission is to link and exchange good practices
between the economic and the academic sphere. He is the owner of the company
CEATM Itd. whose vision is to link the countries of the Western Balkans and China in
tourism, investment and business consultancy.

His key research interests include work relations and processes, with the emphasis on
work process optimisation, both from the point of view of costs and time organisation,
as well as tourism, with the aim to link the countries of the Western Balkans and China.

He has attended numerous international conferences, and has published the outcomes
of his research work in several scientific peer-reviewed publications.
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Darko Lacmanovi¢ is Full Professor at the University Mediterranean, Faculty for
tourism MTS - Montenegro Tourism School, Podgorica, Montenegro.

He graduated in the field of economics from Split University, the Faculty of tourism
and foreign trade in Dubrovnik, Croatia, in 1987 and received his Masters from
Belgrade University’s Faculty of Economics, in February 1996. He got his PhD in the
field of economics at the Megatrend University of Applied Science, Faculty of bussines
studies, Belgrade, Serbia, in February 2005 with the doctoral thesis ‘Sales Managament
in Hospitality industry’

He began his academic career at the University of Split, Faculty of tourism and foreign
trade in Dubrovnik, Croatia, as teaching assistant in 1989.

His work experience include various positions of sales manager and hotel manager in
hospitality industry in Montenegro for over 13 years.

He has been lecturer at the University Mediterranean, Faculty for tourism MTS -
Montenegro Tourism School and Faculty of Business Studies MBS - Montenegro
Business School on the undergraduate, postgraduate, master and doctoral programmes
since 2005.

He is the author of several books and journal articles with research interests in tourism
marketing and sales management in hospitality industry.
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Ana Stranjancevi¢ is an Assistant Professor and researcher at the Faculty of Tourism
of the Mediterranean University in Montenegro. She graduated at the Department of
Geography, Tourism and Hotel Management (Faculty of Sciences, University of Novi
Sad) in 2005. She obtained her MSc in 2009 and her PhD in 2012 at the Association
of Centers for Interdisciplinary and Multidisciplinary Studies and Research at the
University of Novi Sad. During 2014/15 she took part in a post doctorate mobility
program at the University of Deusto, Spain, at the Faculty of Social and Human Sciences.

In 2007, she took the position of a teaching assistant at the Faculty of Tourism,
Mediterranean University in Montenegro, and has been Assistant Professor since 2013.
She has participated as a researcher and consultant in her field of expertise in several
national and international projects. She has been visiting professor at the University
of Belgrade, Serbia, Faculty of Agriculture, Akdeniz University,Turkey, Faculty of
Tourism, and Warsaw University of Life Sciences in Polandonthe Faculty of Economic
Sciences. She has attended many national and international conferences and published
several scientific articles in the field of tourism and hospitality. She is a member of the
Center of Young Scientists within MASA - the Montenegrin Academy of Sciences and
Arts.
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Iva Bulatovi¢ is Assistant Professor at the Montenegro Tourism School in Podgorica,
Montenegro. She has obtained her master and PhD degrees at the same faculty (GTA
A) in the field of tourism management. She was commended as one of the 10 best
students in Montenegro by the Atlas Foundation (2009). Her PhD thesis was written
at the Faculty of Economics in Ljubljana, Slovenia, in 2013, and the Faculty of Tourism
and Hospitality Management in Opatija, Croatia, in 2014. Iva has been engaged in
several important National and International projects as researcher.

She is the leading author in creating tourism policies for the municipalities of Bar
and Cetinje (Montenegro). She has been engaged as expert in creating the National
Programme for financing doctoral candidates in Montenegro by the Ministry of
Science (since 2015).

She has attended many international conferences and published scientific articles in
international journals.
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INSTITUTIONAL AFFILIATIONS OF AUTHORS

SASS

SCHOOL OF ADVANCED SOCIAL STUDIES

The School of Advanced Social Studies is an independent research-oriented higher
education institution in the field of social sciences, located in Nova Gorica (Slovenia),
on the western border of Slovenia with Italy, and close to both Austria and Croatia.

Theactivitiesofthe School are guided by strategic orientations towardsinterdisciplinarity,
internationalisation, excellence and applicability in teaching and research. During
the short period since its founding in 2006, the School has managed to attract and
consolidate a highly qualified and ambitious team of mostly younger researchers and
university teachers. In terms of measurable scientific achievements, this is currently
one of the leading social science institution in Slovenia. SASS has a full accreditation
for BA and MA courses as well as for doctoral studies in Sociology.

SASS provides degree-awarding courses at undergraduate, masters and PhD level in
social sciences and in psychotherapy. Currently the school has 350 students at all levels
of study, 75 members of academic staff and 8 members of administrative staft.

SASS is not only an internationally connected leading national centre of excellent social
science education and research, it is also firmly embedded in the local, regional and
national environment by conducting high-level basic research and relevant applied
research for businesses and public administrations at local and national levels.

Although it is a HEI, it strongly depends on revenues from research and various EU-
funded projects. SASS has traditionally received the majority of its funding on a project
basis and has extensive experience with management and implementation of EU co-
financed projects.
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SASS has extensive experience in management and implementation of EU co-financed
projects. It is embedded in the relevant international research networks, and is
currently hosting the National Committee of the UNESCO-sponsored programme,
‘Management of Social Transformations’ (MOST2).

SASS

SCHOOL OF ADVANCED SOCIAL STUDIES
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MEDITERRANEAN UNIVERSITY
MONTENEGRO

Mediterranean University Montenegro

Faculty of Tourism - Montenegro Tourism School

Mediterranean University is the first non-profit private university in Montenegro. It
was founded in 2006 and consists of six organizational units: Faculty of Information
Technology, Faculty of Visual Arts, Faculty of Tourism, Faculty of Business Studies,
Faculty of Foreign Languages and Faculty of Law. The University is dedicated to high
quality teaching and research, comprising a dynamic community of both staff and
students dedicated to knowledge, innovation and enterprise. This provides a very
strong environment for multidisciplinary research, enhanced by the cross disciplinary
links between the Faculties. University has in total 105 academic staff employed in
teaching and research. In 2013, University established the Center for Research and
Development.

Faculty of Tourism - Montenegro Tourism School was founded in 2004 in Bar as the
first private institution of higher education in Montenegro. Since 2006, the Faculty has
been part of the Mediterranean University. MTS has been involved in many national
and regional projects as well as several EU Funding Programmes.
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The basic academic studies of Management in Tourism and Hospitality last three
years. Postgraduate studies comprise specialist academic studies (4th year) and
master academic studies (5th year), with two programs offered: Tourism Management
and Hospitality Management. PhD studies in Tourism Management started in the
2008/2009 academic year and they last for three years.

Key areas that are studied at the Faculty are: Management and Marketing in Tourism
and Hospitality; Business Operations of Tour Operators and Hotel Companies; Tourist
Destinations; Sustainable Development. Following the new trends in education, the
faculty offers Distance Learning System and Test Learning System.
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CEATM is a reliable and high-quality partner specialized in networking the Western
Balkans and China in the fields of tourism, investment and business consulting.

CEATM focuses exclusively on the Chinese market and covers countries of the Western
Balkans (Albania, Bosnia and Herzegovina, Croatia, Kosovo, Macedonia, Montenegro,
Serbia and Slovenia).

In collaboration with a wide range of our partners we are able to provide unique
services, which will help our clients enter the Chinese market and bring Chinese clients
to their countries.

CEATM is present at the biggest Chinese fairs and distributes marketing material on
your behalf.

CEATM’s team members speak Mandarin Chinese and are experts in the Chinese
culture.

CEATM’s team is based in various Balkan countries and is familiar with the local needs
and customs.

CEATM provides consulting services in a wide range of areas such as business
development, market entry, strategy, executive search and training, outbound
investment, private equity and investment.

CEATM trains your employees and advises on how to adapt your products and services
in order to attract more Chinese clients and meet their expectations.

CEATM connects you with Chinese tourism providers and prepares a complete market
study and a marketing strategy in order to provide full support to our clients entering
the Chinese market. CEATM promotes your destinations and builds awareness of your
services by presenting them at the biggest Chinese tourism fairs.
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CEATM d.o.o.
Dolga Poljana 57
SI 5271 Vipava
Slovenia
+386 51 31 32 21

info@ceatm.org

(CEATM
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