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The current Strategy is developed in the framework of the project CB007.1.11.268

Al ncreasing the touri st i nformati on -IPAer vi ce
Crossborder Cooperation Bulgari&serbia Programme, efinanced by the Instrument for
Pre-AccessiomAssistance Il (IPA 1) of the European Union. The priority axis in which the
project positions itself is PAL. Sustainable Tourism.

The general aim of the project the establishment of relevant conditions for cultural
exchange among people arfdnctioning platforms for constructive dialogue between the
relevant stakeholdersas well azenhancement of the potential of the region for sustainable
and balanced soci@conomic development.

It promotes the betterment of the niche tourism activitieplogxg various forms of
practices and concepts in the utilization of natural resources as a (i) generator of new
products and employment possibilities, (ii) source of financial andfinancial benefits for

the individual and the societies and (iii) ¢obutor for more resiliency of the image of the
border area as an international tourism destination.

The identified target groups are as follows:
U Touristic organizations;
U Institutions in the field of nature protection, culture and sustainable tourism;
U Local authorities;
U Rural development institutions/organizations;

U Tourists, general citizens, vulnerable groups;

The definitive purpose of the Joint Strategyoiglesignate the main strategic direction and

the time and content framework of the concrete actp necessary for the transformation of

the region into a dynamic and recognizable territofyr the active development of the three

types of tourism with explicitly stated importance: speleology, adventure and cultural. In
order to do so the Strategywille constructed on the basis of
analysis of prospects for the development of cultural, adventure and speleology tourism in the
cities of Sofi a, Montana and Niso, el abor at
current poject.

The internal structure of the document is constituted in compliance with its main purpose and
strives to present the interested agents with a relevant foundation for a coherent and rational
formulation and implementation of various tourisefated activities; it exploreghe general

(as the first part of the Strategy is dedicated to the presentation of broad market tendencies,
functioning trends in the development of niche tourism along with analysis of EU best
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practices and policies in the field wfurismi necessary for obtaining an objective and multi
layered perspectiveand the peculigras it acknowledges the so@oonomic differences of

the regions within Europe, which in a certain way have the potential to overcome some of the
general tendecies, which do not correspond to the inherent logic of their reality. In line with
the above, the current document focuses on the concrete steps for the construction of a
tourism identity of the region and the three citieflontana, Sofia, Nis throughadoration

of strategic long and miterm plans (including financial, marketing and communication
measures, etc.), which hold the possibility to substantially improve the perspectives of the
region for a more balanced and predictable growth.

The legitimacyo f the Strategyds suggestions and spe
speleology, adventure and cultural tourism is in direct correlation with the chosen approach,
combining several means for achievement of inclusivity and critical comprehensibility:

U Research on the most successful tourism and marketing strategies on international
level:

i) Tourism Strategy Vienna 2020) i The End of Touri smyeaas We
destination strategy of Copenhageiii) Edinburgh 2020 : The Edinburgh Tourisstrategy,

iv) The City of Helsinki marketing strategy 202620, The Strategic Plan for Tourignheir

() form and content, (ii) specific objectives and priorities, (iii) approach, followed by a
comparative analysis in order a profoundness of the inugispective to be achieved,;

U Examination of contemporary studies with regional and/or international significance
on the topics of tourism, most relevant to the current problematic:

i) Tourism industry in the new member states. Key countriesdastinations,
year 2018;
i) Sixty years of tourism higher education and research in Bulggeiar 2017

iii) Serbiads competitive position?

2017,

,vear t he r

iv) European tourism in 2018trends and prospects, year 2018;

V) The dficiency of the tourism industry in the Balkingear 2017;

! Maria-lrina ANAThe Bucharest University of Economic Studiessharest, Romania
2 European Journal of Tourism Researbtaria VodenskaSonia Mileva
®The European Journal of Applied Econondics, f A @22 ¢S2R2NROAS = W20y t2L35a1] d
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Vi) Cultural Heritage and Tourism Competitiveness in Central and Eastern
Europe, year 2015;

U Exploration of successful cases of regional cooperation betweenaotiesvies inthe
field of tourism: internal logic of partnership, structure of interrelations, functioning
channels for constructive communication, analysis of direct and indirect, financial
and nonfinancial benefits, followed by identification of deficits and
organizational/marketing weaknesses;

On the basis of the presented sources of information, the Stratekgs attempts to give

means for the creation of a resilient, viable and competitive joint tourism identity of the

cities Sofia, Montana and Nis in compliarcwith the internationally recognized principles

for sustainable and responsible growtlt aims to connect the region in the leteym and

establish a paradigm of mutual understanding and enduring cooperation, however not by
blindly following the analyzel success storieso and common me
to the peculiar reality of the cities. The formation of a meeting point between the specificity
(history and language, cultural tradition, soeezonomic indicators) of the territories and the

unver sal ly val i d met hods (tourism product t
expectations, strong digital presence and innovative marketing campaign, able to capture the
attention of the audience and t otobfettiveatmas f or mo
dictates the rationale behind the current strategy.

Strategic short and midterm plan for the development of common Speleo
adventure and cultural tourism in the region of Nis, Montana and Sofia

The abundance of vibrant natural andltural resources within the region as well as the
shared historical past and intertwined traditiane factors, which if explored systematically

4 Proceedings of the Faculty of Economics in East Sard@m02017, Issue 1¥joleta Cvetkoska S NI . I NA OA 6
® International Journal of Economic Practices and Theories, Vol. 5, No. 3, 2015AMaMaria Nica
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and with sustainability of the perspective, can lead to the establishment of a positive
tourism image of theltree citiesi taken collectively and/or individually.

The idea is for the three cities to be connected in a way that will contribute to a steady
economic growth in terms of employment and investments, higher standard of living and more
proportionate dailywages, which can be followed independently from the project and its
timeframe.

Aim(s):

Specific:

x Establishment of a vibrant dialogue of mutual understanding, respect and enhanced
culture of constructive cooperation between the cities and its citizens;

x Elaboration of strategic longerm vision of inclusive character for the development of
a joint tourism product;

x Creating tools with dual character: for eradication of malpractices and for actual
implementation of measures for the achievement of theralwsd strategic longerm

perspective for tourism development;

x Emphasised need for systematic investments for the modernization of the transport
sector and the tourism infrastructure as a whole;

And taken altogether, leading to:

Substantial improvemenf the socieeconomic indicators of the cities, respectively the region
with benefits for the local citizens and the two countries as well.

Finally, thegeneralaim(s):

Greater attention to the NortWvestern region and more balance in the perspectivertsia
as a place that hold opportunities for development, as long as efforts are being systematically
mobilisedi opportunity for better integration within the national and European actuality.

Enhanced visibility of Serbia as a country in accession naiiymis, deepened integration
processes and better understanding gained towards the reality of the European Union, along
with its practices, values, functioning mechanisms.

Quote:



Interreg i IPA CBC Bulgariai Serbia Progrmme 1HILST 'eg =I1FA GCD\u -
CCI Number2014TC16I5CB007 Bu|garia - Serbia

Economic and social cohesidnas defined in the 1986 Single European Ads about

0reducing disparities between the Yasouredous r e
regions?o. The EU's most recent treaty, t he
referring to 6édeconomic, soci al and territori

Embraced attitudes towards the tourism industry

It can be said, that tourism industry is one of the primary generators for qualitative change of
the modern environment; it brings new patterns and models of behaviodividual and
collective and allows on éhone hand the visitors to perceive new realities, thus gaining a
more inclusive sight of themselves and the otherness around, and on the other: often
transforms positively regions and countries as they strive to be more correspondent to the
t r av e |Ipécetiorss @nd enganingfully present in the global tourism scene.

Cities possess the ability to adapt rapidly to provide their visitors the most valuable
experiences. This triggers a constant investment in infrastructure, service excellence,
conservation ad renovation activities which serves to benefit both tourists and local
residents. Tourism needs the diverse and flexible products a city can offer and cities need
tourism to achieve their social and economic objecfives.

Further more, i i its ownsrighg whiclh orehtess dddeg valuenthroughout
Europe. o

U Tourism as a vehicle for economic growth;
U Tourism as an instrument for reconverting cities;
U Tourism as a tool for integration and inclusiveness;
U Tourism as a pillar of European identity;
Goal One:

Development of adventure tourism in Montana, Sofia and Nis

The three citiesi Montana, Sofia and Nis have serious potential for a more active
development of adventure tourism as they are destinations with natural resources and many
opportunities for adventure activities such as rafting, kayaking, paragliding, bungee jumping,

6 UNWTCCity TourismNetwork Action Plaryear2016/2017
’ Antonio Tajanj President of the European Parliament
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etc. Furthermore, they hatlee benefit of theaffordable prices which is compatible with the
profile of the adventure travellers that tend to value the experience inomelati the
expenditure$ the expectation of a loyriced, but qualitative stay can be met on the territory
of the three cities.

However, many efforts should be dedicated firstly towards constructing a more accessible and
hospitable environment that is extnely importanto the travellers. In addition, a stronger
focus on the sustainability factor should be placed in order to respond more tangibly to the
demands of the tourists, which are more and more willing to structure their vacation
depending on the ecological criteria.

Thirdly, a innovative marketing campaign needs to be elaborated which will address directly
the identified target groupsa unified approach would not be that effective as the profile of

the adventure travellers is becoming a flexible term, which iesluillennials, families, solo
travellers and elderly in good health and relatively high standard of living. Therefore, a
specific message for each target group should be distributed, able to capture the essence of
their demands and to transform them iatoaffordable experience. There is one benefit that
needs to be capitalized in orderthe setgpals be achi eved and tihat i s
Bulgaria as a new member state and Serbia as a country in accession are still relatively
unrecognizable ints tourism characteristics, unexplored (unlike Croatia for example, one of
the main competitors on the market) and possess a certain sense of ingstexitribute to

the unknown, which is a serious resource in necessity for thorough and visionary
develgment.

Goal Two:

Development ofspeleologytourism in Montana, Sofia and Nis

The advantage here in front of Sofia, Montana and Nis speleological potential is again the fact
that they are unknown destinations to the European public which holds the opportunity for
generation of strong interest, if presented right and with innovappeoach. The resources

are many and relevant with the ones of the identified competitors and their exploration can
lead to numerous benefits for the local communities. Another positive circumstance is the
lack of many analysis and statistics regarding dbeelopment of cave tourism in Europe,
which presupposes a great chance for early positioning as leading destinations. Before the
marketing campaign, however, efforts need to be dedicated towards eradication of the
weaknesses regarding the tourism reatitthe three cities, namely:

1 Low funding, resulting in limited availability;
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1 Reduced international visibility of the resources in the region due to ineffective
marketing campaign;

1 Serious insufficiency of information regarding the sites, impeding tlositipning in
the international speleology map;

1 Deficits of analysis, strategies and social consensus, favouring the development of the
speleological resources and cave tourism in the region;

Goal Three:

Development ofcultural tourism in Montana, Sofia and Nis

When it comes to cultural tourism in the three citiesMontana, Sofia and Nis, its
development is highly fragmented and unproportional; Nis presents the tourists with
opportunities for cultural activity and is able toopoke interest of various types
momentous and/or lasting, Montana, although having favourable geographical location in
terms of climate and surrounding,part of the NortAWestern region, which is characterized

with negative soci@conomic trends: depulation, unemployment, lack of investments and
opportunities for developmentvhich contributes to its low recognizability among tourists

and the fact that it i's not usually consi de
part, has experieed tremendous growth in the recent years and constantly attracts the
tourists with its accessibility, low prices and numerous cultural heritage sites.

Having in mind the abovesaid, the best way
face too strogly the unproportionality of the development issue, is through common cultural
routes which combine not only knowledge on different topics such as literature, poetry,
history, etc. but also incorporate the nature elements in order to provide the taithists
multi-layered experience and to establish a certain balance in the perspective as Montana,
Sofia and Nis are all cities that can fascinate with environmental sights.

A trend that has to be taken into consideration when making attemptsotgaréze le

cultural life of a community is the gaining importanceldfital art as a way of overcoming
deficiencies and responding to the desires of the postd er n travellers
everything at onceo.

10
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"It's there, it's responding to you, you can see ut, & you try and approach it you can't
actually feel it. For me, the idea is to question this distinction between the physical and the
virtual."®

Digital art is an artistic work or practice that uses digital technology as an essential part of the
creativeor presentation process. After some initial resistatieeimpact of digital technology

has transformed activities such as painting, drawing, sculpture and music/sound art, while
new forms, such as net art, digital installation art, and virtual rebhiye become recognized
artistic practices. In an expanded sense, "digital art" is contemporary art that uses the methods
of mass production or digital media.

A case example could ke Digital Art Museum in Paris, where through statef-the-art

visualsal audi o, artistso works are transfor med
projected (using 140 laser video projectors) on to (and acrosshéi®ehigh walls over the

vast 3,300 square meter surface area of the renovatedcg@tiry building. Thse images

provide an immersive and panoramic show throughout the space, to a sound track of music by
Wagner , Chopi n, Beet hoven and ot her s, usi ng
with 50 speakers programmed to complement the 3D visual experience

Digital art spaces are of high importanespecially when trying to unite destinations with

their specificities, strengths and deficiencieshat is the case of Sofia, Montana and Nis.
Such space can be constructed on the territory of the citiggyining their most important
cultural contributions to the European art legacy and positioning them as contemporary
cultural destinations, able to respond adequately and with feng vision to the demands of
their visitors.

However, before initializing sucstructures, several issues (which are valid for all three types
of tourism, object of this stratedycultural, adventure and speleology) need to be addressed:

o Need of improvement of the hospitality servickgough training courses and more
efforts for abetter qualification of the staff andeveloping thei@bility to deal with
different situations of risk;

o Not enough facilities available at the disposal of children, people with limited physical
abilities and elderly; low compliance with safety standandsome areagclusion on
the topic in the social dialogue, direction of funds towards modernization of the
existing and construction of new facilities, able to ensure a qualitative stay of the
visitors;

o Low utilization of the available resources, ieeftive marketing strategy, limitation of
the reached people; insufficient rate of digitalization of the tourist offeaugh
Elaboration of a competitive marketing strategy and promotional activities in

8 Usman Haque
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compliance with the international standards; enbeah digitalization of the tourist
offer, implementation of new online services of assistance to the tpurists

Short-term expectationsduring/ after the implementation of the Strategy

Intensified dynamics of the communal life;

Enhancedraffic performance of thproject online platforms;
Strengthened interest and knowledge towards the region;
Increased number of visits to theeecities by 1/4';
Increased average spending of visitors to the cities by, 10%

= =4 =4 A A

Mid-term expectationsduring/ after the implementation of the Strategy

1 Sustainable utilization of natural resources, unspoilt environment managed rationally
that is able to provoke a lasting interest in the visitors and to generate incomes in the
local economy;

1 Improwed quality of the sites with facilities at the disposal of children, people with
limited physical activities, elderly; enhancing the compliance with the safety standards
and educating citizens and tourists on the topic of safety

1 Modernization of the existinjansport means and infrastructure; implementation of
new services; better compliance with the established rules through more awareness
raising campaigns or higher sanctions/new rules

1 Increased general satisfaction of the visitors (measured by digitai-shoveys) with
the time spent in the 3 cities, including services, accommodation, accessibility of sites,
hospitality, etc.

T I'ncreased visibility of the region as a
experienceso,;

3SO0OAOACUBO OAOETTAI A4
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Overview of the gathered information from the Analysis of the
Situation and Prospects of Speleo, adventure and cultural tourism
In Nis, Sofia and Montana area

The conclusions from the analyses determine the necessity to stimulate the partnership
between the municipal administrations of Sofia, Montana and Nis which according to the
national legislation, geographic location and specificity of the tourist product possess the
potential to formulate, develop and manage the joint region as a sharenhtspaise of value

and international significance.

The characteristics of the region, benefiting the establishment of a framework of vibrant
cooperation are:

A Territorial proximity - the municipalities have a similar geographic location and
because of themeighbourhood relations they share some common issues;

A Intertwinity and complementarity of natural resources and sites: this includes
important factors such as relief forms and climate (with minimal-rg@gsgonal differences),
biodiversity and protectkareas;

A Anthropogenic resourcesa unique resource for the region is the rich material cultural
heritage, belonging to a folklore, common crafts, traditions, lifestyle, traditional livelihoods;

A General infrastructure the municipalities in the areshare common roads on the
national road network which, combined with their geographical location, is a suitable
territorial basis for the formation of a tourist products of various type;

In addition, from the individual analysis of the resources for theeldpment of cultural,
adventure and speleology tourism can be concludedathiree cities are in position to
construct themselves as a destinations with serious capacity and dynamic presence in the
European reality; their differences existing evidetly, for example unproportional levels of
development and unbalanced economic indicators, add further value to the partnership as it
can contribute for the achievement of the general aim for cohesion profoundly explored by the
European community.

Sourcesfor differentiation:

As stated above, the three citiesMontana, Sofia and Nis cannot be characterized by
homogeneity when it comes to their positioning in the international tourism market; all

14
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attempts for generalization will fail as the seelwonomicrealities of the territories differ
substantially: for example Sofia as European capital has faced a tendency for growth and has
reached a certain stability as a tourism destination in the recent years in contrast to Montana
which as part of the NoriWestregion is subject to various negative tendencies such as
unemployment, depopulation, serious investments deficiency, etc. and is steadily deteriorating
in terms of important economic indicators. Unlike Sofia and Montasiaes of contrariety,

Nis can fe placed somewhere in the middle as it has an inclination for gradual advancement
due to the systematic efforts of the local authorities, as well as existence of external stimulus
such as different programmes, funds, etc., but still some malpracticesemali deficiencies

need to be addressed for its active and recognisable presence in the international tourism
reality.

x Cooperation as a factor for greater competitiveness

With the launch of a joint tourism product, each of the municipalities enhanees th
competitiveness of its tourism sector by:

- Increased visibility and market recognitionthe unification of the three municipalities

in a common destination is a prerequisite for the general strengthening of their visibility and
recognition on the international market; however individual respdigitemains existent as

each of the cities needs to address some specific issues in order to be able to participate in a
constructive partnership.

- Complementarity of the tourist products in addition to the general supply, each
municipality has a sp#fic feature/resource/advantage that could complement and diversify
the regional product Sofia (suitable for the development of cultural tourism), Nis and
Montana (abundant in resources for the development of adventure tourism), Nis as a part of a
moreexotic (as the unknown has the tendency to provoke specific interest) destination due to
the fact that (i) Serbia is not currently part of the European Union therefore objectivity of
perception towards the country is more difficult to be achieved, (iggsssrich and eventful
historic past and (iii) is part of a region in Europe, along with Bulgaria that is culturally
distinguishable when compared to the cultural reality of other part of the continent; Sofia as
capital of one of the newest members of B¢ with competitive prices and qualitative, yet
insufficiently explored tourism offer.

SWOT analysig cultural, adventure and speleology tourismin Nis, Sofia and Montana

SWOT analysis is a strategic planning tool which summarizes in a concise aimttswery
the key aspects of a project, economic sector or a particular area. In planning procedures,

15
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SWOT analysis serves as a sublimation of all analytical findings for the purpose of defining
strategic starting points, the vision and major strategidsiftirer development.

In accordance with the meaning of the acronym (SWOTStrengths, Weaknesses,
Opportunities and Threats), the key analytical findings are classified into:

a) Strengths aspects which essentially give advantage over competitors;

b) Weaknesses impediments and aggravating circumstances for the development that
need to be improved and overcome (if possible) or bypassed in a way that would allow for the
adoption of strategic development directions to which these elements bear no elevanc

C) Opportunities: elements and upcoming trends, primarily in the external environment,
which can be used for creating competitive advantage;

d) Threatsi elements and upcoming trends, primarily in the external environment, which
may render difficult grin the long run, even prevent development.

SWOT analysis of the cultural, adventure and speleology tourism in Sofia, Montana and Nis
is made on the basis of:

1) Overview of the general condition of the tourism industry in global and European
perspectire;

2) Overview of the general condition of the tourism industry in Bulgaria and Serbia;
3) Analysis of the current state of the tourism sector in Sofia, Montana and Nis;

4) Analysis of the specific condition of the cultural, adventure and speleologgrtouri
Sofia, Montana and Nis;

5) Analysis of development documents and official policies on tourism industry in the
Republic of Serbia and the Republic of Bulgaria, as well as in the specific regions of Sofia,
Montana and Nis;

6) Comparative analysis of ehtourism industry (cultural, adventure, speleology) in
Sofia, Montana and Nis;

16
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Strengths:

Shared historical past, intertwined culture and traditions, high mutual recognizability,
viable framework for cooperation and development goals of sichiaracter;

Favorable geographic location and climate;

Built transport infrastructure high levels of connectivity via various transport means;
Abundance of vibrant natural and cultural resources for the development of cultural,
adventure and speleologyirism;

Language barrier of low functionality;

Competitive prices;

Various existing platforms for constructive collaboration in different spheres of
interest;

Similar inclinations for positioning in the political reality: Bulgaria is part of the EU
and theRepublic of Serbia is country with strong perspective for accession;

National and regional policies with corresponding general aim, specific objectives and
measures to be undertaken;

Acknowledged importance of the tourism industry for the secmnomic gowth of

the regions;

Willingness for the establishment of shared tourism identity able to enhance the
position of the cities in the international market;

Weaknesses:

Different development rates and seeiconomic indicators: employment, education,
popuation trends, investments, etc.

Heterogeneity when it comes to their positioning in the international tourism market;
Sporadic political tensions and problematic history;

High levels of malpractices and corruption tendencies, inherent to the veryrstrictu

the system of public relations (ovepill, the tourism sector as part of the economy
cannot be independent from the processes that define its essence and peculiarity;)
Similarity of the cultural traditiofi simultaneously source of strength and wessses

as not corresponding to the general demand of international tourists for constant
witnessing of the new and the different;

Deficiencies in the connectivity of the regions: need for modernization of the existing
infrastructural network;

Different curency which can fragmentate the experience of the visitors and to cause
some inconveniences;
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Existence of negative tendencies in the development of strategic policies:
unrecognized importance of critical thinking, shiemtm thinking, negligence of
important indicators/tendencies and/ or prioritization of some on the expense of others,
inclination for immediate benefit;

Existence of negative trends in the implementation of strategic policies: lack of
compliance with the established rules, distorted reaizatieficiency in established
mechanisms for monitoring and control;

Dysfunctional publieprivate partnerships in the field of tourism;

Disrupted dialogue and flowed process of communication between the authorities on
the one hand and the citizens on dlier;

Stability of the region under conditionalities; no predictability of the counties/regions
attitudes, defining the low investment rates;

Opportunities:

(Method: aA bA ¢)

Establishment of a vibrant dialogue of mutual understanding, respect and enhanced
culture of constructive cooperation

Formation of a platform for exchange of experience, ideas and good practices
Systematic efforts for the development of operational @ap#or the implementation

of programmes, strategies, initiatives, activities;etc

Elaboration of strategic loagrm vision of inclusive character for the development of
a joint tourism produgt

Eradication of malpractices and actual implementation dafasures for the
achievement of the elaborated strategic {mrgn perspective for tourism
development

Strengthened visibility and intensified recognizability of the three cities individually
and collectively

Improved position in the international tourisnarket

Dynamic investments in the modernization of the transport infrastrycture

increased accessibility of the three cities

Provoked interest

Increased tourism flow

More stimulus for advancement of the tourism offer

Constructed joint tourisnidentity of the region through systematic and continuous
efforts

Full utilization of the tourism potential of the region
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And as a consequencerenewed dynamics of the cohesion processed substantial
improvement of the socieconomic indicators ohe cities, respectively the region leading to
benefits for the local citizens and the two countries as well.

Threats:

A Inability to (i) formulate and (ii) follow strategic goals and specific measures for the
achievement of the general objectiveconstruction of a viable regional tourism
identity, able to attract international visitors and to generate financial and non
financial benefits for the three cities and their citizens;

A Intensified tourist presence in result of the popularization of themegs a tourism
destination, which could lead to environmental issues, including pollution, alteration
of ecosystems, pressure on the biodiversity, uncontrolled construction, etc.;

A High level of commercialization, degradation of local identity and maligateon of
the fAessenceo at f{itheer me xipnetnesnes i dfi ctati@ os h If
resulting in immediate profits; loss of perspective and-asgng vision;

A Focus on the gquantity instead of the quality; malpractices in terms of repiie of
existing infrastructure or construction of new routes; unproportional development of
the different transportation means on the expense of the others; dissatisfaction and
public resentment towards the new rules, further disruption of the publiwvate
dialogue;

A Opening space for malpractices and corruption when dealing with the issue of
insufficient accessibility; the urgency of the problem can be interpreted as an
opportunity for quick and questionable measures in term of quality;

A Artificial lowering of the prices, which can result negatively for the employees in the
tourism sector and all other industries of relevance; improving the quality and the
scope of the services, but not increasing the wages of the employees; implementation
of shortterm stategies and loss of a loigsting vision for development;

A Spoiling of the environment with view of immediate profits, unregulated construction
work, unsystematic development without consideration of the future; marginalization
of the concept of sustainabdlourism;

A High incorporation of elements of other cultures and traditions, resulting in alteration
of the specific characteristics of the cultural calendar of the three cities; loss of
recognizability among the citizens of Sofia, Montana and Nis , disrumf the
dynamics of the communal life;
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A Deteriorated international image of the three cities as a tourism destination
individually and/ or collectively as a region with similar characteristics and shared
tourism products; negative associations and edsmd rates of interest, respectively
reduced tourism flow.
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EU policy aims to maintain Europe's standing as a leading destination while maximizing the
industry's contribution to growth and employment and promoting cooperation between EU
countries, particularly through the exchange of good practice. The EU's competence in the
tourism is one of support and coordination to supplement the actions of membgres.

Europe is currently the most important continent in terms of both outbound and inbound
tourism. According to the latest report from the World Tourism OrganizatiotNWTO -

(2016), 51% of the international tourist arrivals and 36% of the intenattourism receipts

were recorded in Europe, 40.3% of the international tourist arrivals and 3.4% of the
international tourism receipts being attributed to the2BUAlthough the rest of the ERB
countries cannot compete with the big key players enEoropean market, France, Spain,

UK, Italy and Germany, according to World Bank statistics (2016), the number of
international inbound tourists in the New Member States of the European Union1BMS
region increased on average three timesThis growth isin many cases attributed to the
Communityds accession policy and the market
Industry DirectoratéGeneral of the European Commission, 2007). However, the poorer
reputation most of the NMS have continues to affee tourism industry in this region. As

per Nicolescu (2008), tourism is one of the most visible aspects of country branding and
ungquestionably the greatest beneficiary of a favourable image. Even the citizens of some of
the NMS13 tend to have a ratheegative perception of their countries. For exampley h e n
reflecting about themselves, Romanians think first about their main weaknesses as a people
and the negative individual traits (dishonesty, cowardice, corruption), exacerbated by the
economic diffie |l t i es of t (Nieoledcwa Paun, Hopesau,dDeaghici, & Pinzaru,
2007, p. 82).

Even though the importance of tourism for the European integration process was firstly
acknowledged on the 10th of April 1984, it is not until recently that the Eanolmstitutions

have started to focus on the tourism industry. Only broad strategies and norms were designed

in 1984, but this is perceived as an important step forward for the tourism industry, on the
grounds that it rai s e ds pateulab sectoreSograzedetauism at t e n t
as a independent action and as a valuable tool meant to ease European integration
(Morata, 2002). From 2001 on, the Commission published a series of policy initiatives for
tourism at EU level. Most of them focused on sustainable tourism and a stronger Union.
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In order to formulate effective tourism policies, a holistic European appieageded taking
into account the multiple impacts of the sector as well as the wide spectrum of stakeholders
involved or affected by tourism.

This was recognized by the Treaty of Lisbon, which by article 195 of the TFEU gives to the
European Union theesponsibility to promote the competitiveness of the European tourism
sector by creating a favorable environment for its growth and development and by
establishing an integrated approach to the travel and tourism sector.

Forecasts predict downturns regaglitourism in Europe by 2030. Hence, EU has to take
measures to remain competitive, to adapt its product offerings teclkarging tourist
preferences, but also to the demographic change2&Wiill face by 2020 (people over 65

year old will count for 20%of the total EU population) or to the eweranging information

and communication technologies (European Commission, 2010, p. 9). To overcome all these
challenges, thEur opean Commi ssi on came up with a ne
t he wor | do gst destinationli atnew political framework for tourism in

Eur o,peioni tiative that focuses on four mai n
European tourism sector, to promote the development of sustainable, responsible, and high
guality tourism,to consolidate Europe's image as a collection of sustainableghadtty
destinations, to maximize the potential of E

Inbound tourism by destination Irermiational tourist amivas, average arnual growth rabe %
B4
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The European Parliament adopted this plan in September 2011, while also asking the other
European Institutions to develop and encourage different tourism schemes, especially
programms through which to support the small and medium sized enterprises, emphasizing
the significance of higlguality tourism, aiming attention at the regional brandatgvorking
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together on developing areas such as -&guasm, gastrda our i s m, and EUOG s
historical or natural heritage.

In this regard, a series of projects and initiatives has been designed, mostly focusing on
reduci ng s eas oamdhtiractipngtaurists frodneegiens sueh@s South America,

India and China to emerging countries, most of them the NMS of the EU. According to
Debyser (2014, p . 6) , NR21% of potenti al t oul
abandon their plans o t r av el to Europe due to slow pr
Il nstitutions took note and eased Schengen Ar
flows.

Therefore, it can be concluded that EU Institutions and Organizations are imgiseasvare

of tourism sectords i mportance for the whol
improve and maintain E2 86s al |l ure from a touristic poi
between parties (not only among Member States, but also betiwe=enand the EU bodies) is

still to be improved?

° Tourism industry in the new Europe: trends, policies and challenges MawdgaANA The Bucharest University
of Economic Studies, Bucharest, Romania
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Presentation and analysis of EU best practices in the development
of niche tourism, specifically Spele@adventure and cultural
tourism

Afinew niche mar ket s ¢ &alabledor adestinatmr, taedexperteicedi ¢ a n
visitors/tourists can be improved, costs can be reduces and a favourable attitude from local
communities ¢an be

Up to the Lisbon Treaty that entered into force on the 1st of December 2009, theaBurope
Communitiedid not have specific attributions in the tourism field and there was rather a

set of actions and initiatives developed at European level, but with voluntary implementation.
The European bodies were rather helping the tourism stakeholiegake responsibilities

for sustainable tourism development by creating useful instruments, the main aim being the
exchange of best practices, information disseminatiompenation and networking between
stakeholders across the Union (Cismaru et @lL52

Being classi fsieedi as @&s siwcerdo s 6L oirismeseetar js 2010,
influenced and supported by various sectoral policedut t he EUG6s goal s i
field seem to be addressed by t#B. Direction

One of the main initiatives initiated by DG ENTR ish e AEur opean Dest.i

Ex cel Ii €EDENEG @ward, which finances distinguished tourist destination in Europe.
EDEN was | aunched in 2007 and ever dgdadnce, 1
based on given themes and aiming at promoting sustainable toéiridmn,a wi ng att ent
the wvalues, di versity and common (Buemanur es

Commission, 2010b).

The themes put forward so far are of importance fordéaelopment of the three types of

tourism, examined by the current papgdrh e pr oj ect started with
destination of excellenceo (2007), foll owed
(2008) , ATourism and protected areaso (200¢
regeneration of )phyfAsAcccaels ss ibtl es ot ou20 mo (20 .
gastronomyGul(R2@®@n&l) , Tourismo (2017) .

Z¢
~~
(et
w
ax

WyRAYENHZE [ T LALI&E ! T ! f0odzE wodT C2NAi aduls5dT
European de Indicatori Pentru Tourism (ETIS)
' TOURISM POLICY AND REGIONAL DEVELOPMENT IN THE EURORuAde NI Neier
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The principle of EDEN is simple: every other year a theme is chosen by the European
Commission in close cooperation with national tourism authorities. Eigistinations have

to show that an economically viable tourism
EDEN theme.

Each theme serves to showcase Europe's diversity, including its natural resources, historical
heritage, traditional celebrations atatal gastronomy. The topics are always related to
sustainable tourism development, whether from a cultural, economic, environmental or local
involvement point of view. The destinations have the chance to show off what makes them
uniqgue and show touristshdt an unforgettable experience awaits them. The winning
destinations are the emerging, Aoaditional destinations that best reflect the chosen theme

of the year and that offer a unique tourism experience, in line with sustainable models.

The EU recognigs the importance of culture as part of the European tourism experience and
as an element that can enhance the profile of Europe as a global destination. The European
Commission supports the areas of cultural tourism that have the greatest potentttior gr

Actions in the area of cultura) adventure and speleologyourism

x European cultural routes

OEuropean Cul tur al Routesd are transnational
have lived since ancient times. The concept was launched Bpthreeil of Europe in 1987.

The European Commission actively cooperates with the Council of Europe, the European
Travel Commission, the UN World Tourism Organisation, and other international partners to
contribute to the development of European CulturautBa A joint study, between the
Commi ssion and the Council of Europe, OEur
i nnovation and c¢ o mp ethaicultural eoutes hiasre showvn e@modls f o u
potential for small business generation, clusteringetintiltural dialogue, and promoting the

image of Europe in general.

N

Cultural routes can also strongly contribute to local economies and soagettesy work on

a sustainable and ethical model, building on local knowledge and skills and often
promoting lesser-known destinations.For instance, 90% of cultural routes are through rural
areas.

x Funding for projects
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The European Commission regularly publishes calls for proposals to support the development
of physical or virtual omBuropedneimension hna ore based e a
on cultural heritage.

The competitiveness of the European tourism industry is closely linked to its sustainability
and the European Commission works on a number of initiatives in this area. The
competitiveness and sustability of the tourism industry go hasie-hand as the quality of
tourist destinations is strongly influenced by their natural and cultural environment, and their
integration into the local community.

Longterm sustainability requires a balance betweemnemic, sociecultural, and
environmental sustainability. The need to reconcile economic growth and sustainable
development also has an ethical dimension.

Adventure, cultural and speleo tourism are forms of tourism that are becoming
increasingly important sectors of the tourism industry worldwide The new kinds of life

styl e, t he evolving touri st behavior and C
coupled with the widespread concern about environment, industrial heritage and sustainable
development & all factors that led to the expansion of these niche market types of tourism.

x Sustainable tourism actions
Diversifying the EU tourism offersustainable transnational tourism products

As part of its work in diversifying the tourism experiences on offerthe EU, the
Commission cedunds sustainable transnational tourism products that can contribute to
tourism growth. These are thematic products and services in areas such as environmentally
friendly tourism including cycling routes, sports and wellbdimgyism, nature tourism, and
cultural routes crossing Europe.

The European Tourism Indicators System (ETIS)

Because tourist destinations are increasingly called upon to measure their performance in
relation to sustainability, the Commission has developdeu@pean Tourism Indicators
System as a simple method for measuring sustainability performance.

The EU Ecolabel and EMAS

The EU Ecolabel is a voluntary tool that is available to tourism accommodation services
willing to prove and promote their environmahexcellence. Specific EU Ecolabel criteria
have been developed for tourist accommodation and campsite services.

EMAS registration allows actors in the tourism sector to improve their environmental
performance and promote the quality of their services.AEMbest environmental
management practice document can guide them in this process.

26



Interreg i IPA CBC Bulgariai Serbia Progrmme  IHILETTEY = IFA WDV -
CCI Number2014TC1615CB007 Bu|garia - Serbia

2006 2006 2007 2000 008 2010 011

Total nights spens —— Nights = pent by non-res dents

usE of

Figure 1: Trends in nights spent at EU-28 tourist accommodation
establishments, EU-28, 2005-2016

Source: Eurostat (tour_occ_ninat) &

In 2016, Spain was the most common tourism destination in the EU faesments (people
travelling outside their country), with 295 million nights spent in tourist accommodation
establishments, or 22.2 % of the 28 total. More than 7 out of 10 from these 295 million
nights spent in Spain were concentrated in three regions: Canarias, Batk&ratalonia.

Across the EU, the top four most popular destinations forresiglents were Spain, Italy (199
million nights), France (124 million nights) and the United Kingdom (119 million nights,
estimation based on 2016 monthly data), which togetheounted for more than half (55.7

%) of the total nights spent by noesidents in the EA28. The least common destinations
were Luxembourg and Latvia; the effect of the size of these Member States should be
considered when interpreting these values.
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Restof EL-28
14%

Mote: EU-28 estimate made forthe purpose of this publication, based on available data.
") Mumber of nights spent estimated using manthly data.

Share of nights spent at E28 tourist accommodation by tourists travelling outside their own
country of residence, 2016 (% of all nights spent inZBtourist accommodation)

Source: Eurostat (tour_occ_ninat)

The number of nights spent (by residentd aonresidents) can be put into perspective by
making a comparison with the size of each country in population terms, providing an indicator
of tourism intensity. In 2016, using this measuhe, Mediterranean destinations of Malta,
Croatia and Cyprus, aswell as the alpine and city destinations of Austriavere the most
popular tourist destinations in the EA8 (see Figure 4); Iceland and Montenegro were also
popular destinations using this measure of tourism intensity.
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It is estimated tha$2.1 % ofthe EL2 8 6 s popul ati on aged 15 or o0\
for personal purposes in 2016in other words they made at least one tourist trip for personal
purposes during the year. Again, large differences can be observed between the EU Member
States, as thiparticipation rate ranged from 23.7 % in Romania to 88.9 % in Finland.

Residents (aged 15 and above) from within theZBUmade an estimated 1.2 billion tourism
trips in 2016, for personal or business purposes. The majority (58.0 %) of the total nlimber o
trips made were short trips of one to three nights, while three quarters (74.4 %) of all trips
made were to domestic destinations, with the remainder abroad.
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In some EU Member States, over half of the total number of tourism trips made in 2016 were

to destinations abroad; this was the case for Luxembourg, Belgium, Malta and Slovenia (as

well as Switzerland). However, less than 10 % of the trips taken by residents of Romania and
Spain were abroad. These figures appear to be influenced by both the dizeMérhber

States and their geographical location (smaller and more northerly countries tended to report a
higher propensity for their residents to travel abroad).

The economic importance of international tourism can be measured by looking at the ratio of

international travel receipts relative to GDP; these data are from balance of payments statistics
and include business travel, as well as travel for pleasure. In 2016, the ratio of travel receipts
to GDP was highest, among the EU Member States, in

x Croatia(18.6 %)
x  Cyprus (13.7 %)
x Malta (13.2 %),

In absolute terms, the highest international travel receipts in 2016 were recorded in Spain
(EUR 54.7 billion), France (EUR 38.3 billion) and the United Kingdom (37.4 billion),
followed by lItaly (36.4 billion) an@ermany (33.8 billion).

Travel receipts and expenditure in balance of payments, 2011-2016

Receipts Expenditure Balance

(million EUR) Relative to GDP (million EUR) Relative to GDP {million EUR}
2011 2016 2016 (%) 2011 2016 2016 (%) 2016

EU-28() 86767 112299 08 87 031 99054 07 13246
Belgium 9154 10492 25 14804 17614 42 7122
Bulgaria 2669 3285 6.8 647 1227 25 2058
Czech Republic 5822 5703 32 3435 4447 25 1256
Denmark 4887 5373 23 7209 2283 3.0 -1910
Germany 27 930 33818 14 61686 72085 23 -38 267
Estonia 807 1345 6.4 579 1048 5.0 207
Ireland 3010 4685 17 4817 5619 2.0 -934
Greece 10505 13207 78 2286 2008 12 11201
Spain 44711 54 660 49 12493 17437 16 37223
France 39334 38301 17 32029 36464 16 1837
Croatia 6608 8627 1856 632 853 18 7774
italy 30891 36358 22 20584 22547 13 13811
Cyprus 1835 2489 137 942 1081 5.9 1428
Latvia 553 783 31 549 628 25 155
Lithuania 943 1090 28 618 912 24 177
Luxembourg 3497 3669 6.9 2715 2545 48 1124
Hungary 4243 5121 45 1781 1954 17 3167
Maita 911 1307 132 239 369 37 938
Netherlands 9230 12697 18 14836 16336 23 -3639
Austria 14267 17 400 49 7531 8799 25 8601
Poland 7680 9908 23 6055 7204 17 2704
Portugal 8148 12880 6.8 2974 3849 2.1 8831
Romania 1019 1568 09 1408 1930 1.1 -362
Slovenia 1974 2190 54 818 854 2.1 1337
Slovakia 1745 2483 31 1567 2023 25 480
Finland 2745 2487 1.1 3502 4892 22 -2225
Sweden 7316 11407 25 10048 13083 28 -1676
United Kingdom 27610 37413 16 40 065 58 396 24 -20 983
iceland - 2173 1.9 - 1146 63 1027
Switzerland 12359 14692 24 9884 14926 25 -234
Wontenegro : 835 : 60 775
Former Yugoslav Republic 172 053 o6 a1 153 w7 %0
of Macedonia
Albania 1528 142 1139 106 389
Serbia 710 1040 3.0 791 1085 3.1 -45
Turkey 17 927 16911 22 3509 4312 06 12599
Kosovo (?) 532 590 115 157 142 24 548

() Extra EU-28 flows.
(%) This designation is without prejudice to positions on status, and is in line with UNSCR 1244/1999 and the 1CJ Opinion on the Kosova declaration of Independence
Source” Eurostat (anline data codes: bop_c6_q, bop_eud_g and nama_10_gdp)

eurostati
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Outstanding achievements by European cities in innovative, sustainable and inclusive tourism

will be recognized for the first time this year. The European Commission has launched the
European Capital of Smar t Tourism to recoc
originating from the European Parliament, also aims to showcase inclusive, culturally
diverse and sustainable practices for tourism development by European cities.

Byrewa di ng fiexempl ary practices of smart tour
innovation at the level of tourism destinations, culturally diverse tourism products and the
multifaceted contribution of tourism to sustainable development. Two Europeanthdie
demonstrate such innovation, creativity and excellence in four categorasessibility,
sustainability, digitalization, and cultural heritage and creativityill be awarded the title of

European Capital of Smart Tourism 2019.

International Tourism
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Source: World Touriem Organization (UNWTO)
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Presentation and analysis of trends in the development of niche
tourism, specifically Speleeadventure and cultural tourismz
Al Il PAOEOT OO i1 OEA |1 AOEAOh AOOOT
services

The concept of niche tourism has emerged in recent years in cpomterto what is
commonly referred to as mass tourism. It implies a more sophisticated set of practices that
distinguish and differentiate tourists. In a globalizing world of increasing sameness, niche
tourism represents diversity and ways of marking dffiee. It plays on the pejorative
connotations that have accompanied the evolution of mass and package tourism and their,
often cited, negative impacts in relation to environmental degradation andcstici@l
disturbance. For destination managers andr@es seeking to utilize tourism as a mechanism

for economic developmentthe niche tourism approach appears to offer greater
opportunities and a tourism that is more sustainable, less damaging and, importantly, more
capable of delivering highpending tourists. For tourists, niche tourism appears to offer a
more meaningful set of experiences in the knowledge that their needs and wantsigare be
met.*?

The conventional form of tourism setting th
manifests of beauty and otherness, but without the possession of toclctpisemore than
less exhausted as the modern individual aspires for thedinaoy, perceives the act of
travelling as somet hing mor e, whi ch requir
possession of meaning is always an inti mate

| nPostmodern Society and Tourla ur o DarjdMlojv ® § a ofatet asovi |

The abandoment of tourist typologies, the shift of attention towards the existential
authenticity, and the admittance that tourism is a multisensory and physical experience bear
witness to the recent theoretical shift in the study of the tourist experience whk&sestthe
importance of the individual and his/her role in the tourist indudteyy forms of tourism

have been emergingwhich have the potential to replace or at least change the already
existing forms and fundamental tourism structurksnew type of tairism demand has
significantly changed the nature of tourism offer.The alterations in the tourism offer and
demand and the mere nature of the tourism product are usually associated with the concept of
the posttourist.

The tourism market has been expawgdiand tourists have become more demanding and
lickerish and there has been an increase in the creation of new tourist servigad trat

2 Niche Tourism: Contemporary Issues, Trends and Casdited by Marina Novelliyear 2004
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emphasis on emotions and experiend®ichards, 2001). Therefore, the development of the
tourism industry should begarded in the context of the development of new forms of tourist
consumption and the convergence between the patterns of consumption, leisure, and tourism.
Such a theoretical shift in late modernity or postmodernity contributes to the greater
appreciationof the individualized and subjective nature of the tourist experience, accepting
tourism as a source of meaning around which numerous individual lives have been structured
(Wearing et al., 2010).

Quote:

Alt will be argued that tourism has ceased to deraporary and unusual state of existence in

a world otherwise organized by life at home and life at work. More than that, for many people
and in many destinations, tourism has become more dominant in the organization of everyday
life.o

Niche tourism referso how a specific tourism producén be tailored to meet the needs of a
particular audience/market segmeritocations with specific niche products are able to
establish and position themselves, as niche tourism destinations. Niche tourism, through
imagecreation, helps destinations to differentiate their tourism products and compete in an
increasingly competitive and cluttered tourism environnignt.

Novelli (2005) describes how at one level niche tourism can be defined as breaking down
tourism into stillrelatively large homogeneous market seciodmacr o ni ches o6 i
tourism and event tourisiin each then capable of further segmentatiahmi cr o ni c he s ¢
wine (cultural) tourism and sport (event) tourism.

Examples of the more common niche tenr markets include:

Adventure and extreme
Culture and the arts
Extralegal

Food and drink
Historical

Low-impact

Medical and dental
Miscellaneous

X X X X X X X X

Special interest tourism (niche tourism) is the provision of customized tourism activities that
caters to the specific interests of groups and individuals. In this case, tourism is undertaken to
satisfy a particular interest or need. People engaged vatie iseeking to learn more, enrich

their awareness, and express themselld®y expect high standards of service and

®*THE ROLE OF NICHE TOURISM PRODDESSINATION DEVELOPMENT. AlKnightyear 2011
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individualized focus. Many wish to travel in an environmentally sound manner and to have
authentic experiences be they: cultural, soai@rvironmental, in which they have a positive
engagement with the host community.

For the purposes of the current Strategy, these three tourism types will be the main object of
our interest:

x Adventure tourismAdventure travel is a type of tourism, involg exploration or
travel with perceived (and possibly actual) risk, and potentially requiring specialized
skills and physical exertion. Adventure tourism is rapidly growing in popularity, as
tourists seek different kinds of vacations.

x  Cultural tourism:This kind of tourism normally occurs in urban areas with particular
historical significance or cultural facilities, such as museums and theatres. Cultural
tourism also highlights the various traditions of indigenous communities through
observing their ritals, customs as well as their values and lifestyle. Tourism therefore
serves as the carrier of culture and cultural tourism has become the platform for
cultural consumption.

x Cave tourism (speleology$ the recreational pastime of exploring wild (generally
norrcommercial) cave systems. The challenges involved in caving vary according to
the cave being visited, but in addition to the total absence of light beyond the
entrancd often include the negotiation of pitches, squeezes, and water hazards.
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Adventure tourism z definition, trends, statistics

Adventure tourism is defined as travelling outside a person's regular environment. Adventure
travel may involve various adventurous activities such as caving, climbing, cycling, hiking,
hunting, rafting, and others. Tourism is one of the most rapidly ggwectorswhile
adventure tourism is one of its fastest growing segments.

According to recent research@gernational adventure tourism is expected to grow by at least
46 percent by 2020. In 2016, adventure tourism grew heavily in Europe, with aciocus
paragliding, kite surfing, and mountain trekking.

WHAT MOTIVATES ADVENTURE TRAVEL?

IKINE

th a partner

4%

toclimb a

Adventure tourists may have the motivation to achieve mental states characterized as rush or
flow, resulting from stepping outside their comfort zone. This may be from experiencing
culture shock oby performing acts requiring significant effort and involve some degree of
risk, real or perceived, or physical danger. This may include activities such as
mountaineering, trekking, bungee jumping, mountain biking, cycling, canoeing, scuba diving,
rafting, kayaking, ziplining, paragliding, hiking, exploring, sandboarding, caving and rock

36



Interreg i IPA CBC Bulgariai Serbia Progrmme  IHILETTEY = IFA WDV -
CCI Number2014TC1615CB007 Bu|garia - Serbia

climbing. Some obscure forms of adventure travel include disaster and ghetto tourism. Other
rising forms of adventure travel include social and jungle tourism.

Data fromthe new Expedia study points to the fact that that Gen Z (people aged 22 and
younger) has a ton to do with the emerging trénd$ percent of young respondents love
adventuring enough to get a patime job, sell their clothes or furniture to save money for

a trip, and say theyod6d even break up with a
trip.l t 6s no surprise that the same set of peop
new spot; with sites like Pinterest, tralkémed blogs and viasg, thereds endl es
inspiration to choose from.

Airbnb has exploded in popularity in recent years, helping make adventure traveltbe off

beaten pathsore affordable for guests who might not be inclined to really rough it during

their entire stay; even more, Airbnb has become a bona fide way to uncover and book trendy,
naturebased accommodations in places that were previously tough to access or impossible to
find. Based on Airbnb data, more travelers are looking to experience nature firsthand in the
new year with bookings for yurts (+155%), ry

As adventure travelers become more experientbdy are increasingly seeking to
experience desnations as temporary locals. In 2018, more destinations will create
proactive strategies to facilitate this, which will mean educating residents and providers, as
well as partnering with technology platforms that make these experiences accessible.

Example:
AVisit Copenhageno has | aunched a new strate
traveler who seeks to be a Atemporary | ocal

connection to an instantly shared experience based on interest, relationd aut hent i ci
The concept of Local hood may even offer a solution to over tourism as it seeks to create a
framework for locals and visitors to interact amicably around shared experiences.

Along with Gen Xers and millennialthose who are 50+ are stilkeen to pursue the kinds

of activities that typically define HAadvent
diving, skiing and climbing, among others.And as conventional destinations become
overrun, Acommodi ti zed Mc Trlesy dekirable.eSedeary, e n c e

standardized travel packages, includingdrethe-beach vacations, are becoming less popular
while active adventure travel booms.

The quest for authenticity
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Research shows that adventure travelers place a higher premiumitimgexed authentic
experiences, reflecting a distinct set of values shaping the future of travel. Rather than check

off a list of sights, contemporary travelers value doing and engaging over more passive
Asight seeing. o I n a w 0 rek dhavewhHomageanizedt boa mamys an
destinations, and mass tourism keeps travele
places they visit, travelers crave genuine, meaningful experiences. They want immersive
cultural encounters: handads cooking lessons a me al in a | ocal host
concert, a visit to an artisand6s private st
native of the place they are visiting. They want to explore nature, culture and history while
interacting with a placand its people.

Peace of mind

Adventure travelers are increasingly seeking experiences that allow them to unplug, focus
inward, and tap into the mental health benefits of adventure travel. People are increasingly
using travel experiences as an opportutotyegain a sense of control among the chaos they
encounter in their everyday | ives. I n fact,
Outside magazinshowed that physical and mental health are key motivations for travelers
when they seek out adventure travel.

Travel brands have recognized that the act of traveling is stressful as well. To combat this,
proactive companies are beginning to support coste with wellness servicesor example,

Air France partnered with the Mind mobile app in June 2017, allowing guests to take
advantage of free meditation sessions while flying. Additionally, hotel brand Swissotel
recently launched a program encouragingegts to commit to wellness and healthful habits
even when they are on the rodthis trend has generated powerful marketing campaigns, too.

Another good example:

Estonia is one destination that has tapped into this trend with their Stress Buster Campaign
The campaign deployethcerecognition technologyin busy citiesto identify stressed
people and then offer them a trip to Estonia to relieve their stressThe campaign
highlighted all the activities tourists could do in Estonia to minimize their sgesk,as bird
watching, canoeing, and visiting national parks.

Winter is coming to stay

Destinations with winter offerings are seeing large increases in arrivals in the colder
month® and not just for skiing. According to Iceland Statistics, -tinel of c e | and 6 s
tourists visited during the winter months (from January to April). Winter is the peak season
for many of Greenl andbds regional destinatio
largest contingent of tourists all year in 2016 were there tarseaurora borealis. From

38



Interreg i IPA CBC Bulgariai Serbia Progrmme  IHILETTEY = IFA WDV -
CCI Number2014TC1615CB007 Bulgaria - Serbia

AfriSki in Lesotho to the vast winter complex of Kakslauttanen in Finland, destinations are
increasingly investing in infrastructure to accommodate winter tourists. Travelers are seeking

out winter festivals (such as the Harbite IFestival, which received more than a million

tourists in 2016)the opportunity to experience the holidays in another countryand what

i s broadly categorized as #dApol ar activities
arctic wildlife, and participating in outdoor snow activities. The main source of winter tourists

are the United Kingdom, the United States, and Chim&adt, although no Chinese national

was recorded traveling to Antarctica in 2007, one decade later, they represent the second
largest group of visitors to the destination, according to the International Association of
Antarctica Tour Operatoﬂé.

Populardestinations include Iceland, Sweden, Denmark, and Norway. Smoothing out the
numbers of tourists over the year can help alleviate overcrowding at destinations and create
yearround jobs for the tourism workforce.

Destinations that suffer from undertourigthe case of Montanaay consider building their
understanding of the adventure tourist, who is more likely to visit-ttagetto places that
may not have advanced tourism infrastructufe.combat undertourisnaestinations should

be offering oncein-alifetime experiences(such as balloon ridesjnproving storytelling to
make the place relevant to the visitor or using technology such as augmented reality to
create better experiences.

In the light of the above, the three citieMontana, Sofia and Nisave serious potential for a

more active development of adventure tourism as they are destinations with natural resources
and many opportunities for adventure activities such as rafting, kayaking, paragliding, bungee
jumping, etc. Furthermore, they hathee benefit of the low priceswhich is compatible with

the profile of the adventure travellers that tend to value the experience in relation to the
expenditure$ the expectation of a loyriced, but qualitative stay can be met on the territory

of the thre cities.

However, many efforts should be dedicated firstly towards constructing a more accessible and
hospitable environment that is extremely important for the travellers. In addition, a stronger
focus on the sustainability factor should be placed irrotd respond more tangibly to the
demands of the tourists, which are more and more willing to structure their vacation
depending on the ecological criteria.

Thirdly, a innovative marketing campaign needs to be elaborated which will address directly
the dentified target groupsa unified approach would not be that effective as the profile of

the adventure travellers is becoming a flexible temmich includes millennials, families, solo
travellers and elderly in good health and relatively high standbidiing. Therefore,a

specific message for each target group should be distributed, able to capture the essence of

1420 Adventure Travel Trends
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their demands and to transform them into an affordable experi€heee is one benefit that
needs to be capitalized in order the set goals:

i Increased number of visits to the cities by"1/4
U Increased average spending of visitors to the cities by 10%;

U Increased general satisfaction of the visitors (measured by digital-shoreys)
with the time spent in the 3 cities, including servicespatnodation, accessibility
of sites, hospitality, etc.

0O Ilncreased visibility of the region as a
experienceso,;

to be achieved and tilBaldariaiasa newhnembenstate and enbia f a c
as a counyr in accession are still relatively unrecognizable in its tourism characteristics,
unexplored (unlike Croatia for example, one of the main competitors on the market) and
possess a certain sense of mysiean attribute to the unknown, which is a sericesource

in necessity for thorough and visionary development.
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Cave (Speleo) tourismdefinition, trends, statistics

Caving traditionally is a recreational pastime of exploring wild cave systems, today cave
tourism is associated with exploringld cave systems and also caves that have been carved
out by men and have historical significance. Caving is also called as 'spelunking’. Adventure
enthusiasts, ectourists and fearless curiosity seekers can be found exploring the cramped,
lightless coners of the underground world. Exploring wild cave systems has some challenges
involved and they can vary. There is a total absence of light beyond the entrance and often
include negotiation of pitches, squeezes and water hazards. Some of the most ée®us c
have become hot tourist spots and these caves offer a complete path with handrails, lights that
illuminate the interesting formations and fossils and different caves offer a different level of
accessibility. This means that the travellers can choesie tave destination based on their
tolerance for adventure and their willingness to crawl through the tight spaces.

Speleological tourism is a particular form of tourism, more precisely an adventure which
involves speleological research as wéhis branch of tourism includes unique motives

which cannot be repeatedbut which are in most cases accessible to few people. Interiors of
speleological sites (caves and pits) has always been a strong motive for research, but was for a

l ong time accessible only to a chosenerfew wk
space and engage in the conquest of the unknown. With the advancement of human society
there was also a positive trend in this form of tourism, and therefore conditions were secured

to acquaint a larger number of people with those natural riches.

~ N

Low human Ecotourism spectrum High human
responsibility responsibility
pole pole
.f\[l tourism Passive Active Ecotourism
is ecotourism seek to contribution impossible
minimise to protect
damage resources

e o

Figure 1 The continuum of ecotourism paradigms
Source: Orams (1995a: 4)
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As aform of special interest tourism, cave tourism can be found in the tourism offefings
countries in which carbonate relief is widespread kecause of some of the features of its
offering (labyrinths, narrow passages, high humidity and the lack ofahditght), cavinghas
been included in adventure tourism or rural tourism

Quote:

AGeotourism sustains or enhances the geogr a
culture, aesthetics, heritage, and the well

For enthusiasts, gang carries the lure of the unknown and the thrill of discovery. In a small
group -- and usually with a trained guide you'll enter a labyrinthine world of narrow
pathways and tight crevices, lit only by the yellow glow of your headlamp. Depending on th
cave, you may have to wade through whigh water or scale up rocky walls. If you're lucky,
you'll emerge in a large underground chamber filled with dangling stalactites and adorned
with colorful, intricate calcite deposits. Half the fun is gettingkboaat.

But not all cavers are in it just for kicks. Speleologists are scientists who study caves and their
unique ecosystems. Some scientists research the rare and yet undiscovered creatures that
make their homes in the furthest reaches of cavesexample is the emerging field of
extremeophiles, microbes that thrive in conditions that would be lethal to humans. It's
believed that these creatures could help us understand the earliest life forms on Earth

Caves and kids:

Kids and caves are an excellecombination, particularly on guided trips designed for
children. Caves tap into a child's natural curiosity and allow them to show off their crawling,
climbing and squeezintihroughsmallspaces skills. Caves are also excellent opportunities
for scienceeducation in an impressive setting. Most major caves support children's education
programs for schools and private groups.

Caves as natural resources can be great potential for tourism development and in return
increase the growth of the economy of itsthesidents (Rindam, 2014) as well as help the
government to achieve environmental awareness and environmental control education. Itanyi,
Okonkwo and Eyisi (2013) opine that caves and +sludltershave an immense value to

both archaeologists and tourism perators. For archaeologists they provide information on
habitation pattern of past human occupants including their dietary habits and religious belief
system, while tourism operators and tourists perceive caves angheltérs as a means of
experiencinghature based tourism or ecotourism.

According to Knezevic and Zikovic (2011) caves are endowed with morphological features
valuable for tourism development and with special interest to adventure tourists. Caves are
important to tourism industry if proggrharnessed and developed as it walpidly increase
economic, social and environmental benefits to the host community.
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Fig. 3 Towards a typology of GEOTOURISM
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EU and speleology:

The European Cave Protection Commission of the European Speleological Federation (FSE)
is an initiative for the preservation of speleological patrimony in whole Europe. The
European speleological community includes a vast variety of about 50.000 cavers in all the
caving nations from all over Europe. All of them are combined by their common passion to
the undergound. Since the exploring, the surveying and the scientific work in geology,
hydrology, archaeology, paleontology, climatology, biology and other disciplines are taking
place in the dark of the underground, caves and speleology are unfortunately stilbba mi
topic for the public.

The advantage here in front of Sofia, Montana andspideological potentias again the fact

that they areunknowndestinationgo the European public which holds the opportunity for
generation of strong interest, if presented right and with innovative approach. The resources
are many and relevant with the ones of the identified competitors and their exploration can
lead to numerous berntsf for the local communities. Another positive circumstance is the
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lack of many analysis and statistics regarding the development of cave tourism in Europe,

which presupposes a great chance for early positioning as leading destinations. Before the
marketng campaign, however, efforts need to be dedicated towards eradication of the

weaknesses regarding the tourism reality in the three cities, namely:

1 Low funding, resulting in limited availability;

1 Reduced international visibility of the resources in tkegion due to ineffective
marketing campaign

1 Serious insufficiency of information regarding the sites, impeding their positioning in
the international speleology map;

1 Deficits of analysis, strategies and social consensus, favouring the development of the
speleological resources and cave tourism in the region;

Cultural tourism: definition, trends, statistics

The cultural heritage of Europe is "one of the oldest and most important generators of
tourism" (Thorburn, 1986), and it retains its central raléhie European tourism industry to

this day. According to the European Union, "tourism, and especially cultural tourism in a
broader sense deserve priority attention" as policy.8r@ultural tourism has become
recognized as an important agent of econanit social change in Europe.

The cultural and tourist industries appear to be advancing in all European nations and regions,
occupying the spaces vacated by manufacturing industry, and claiming strategic city center
locations™® Cultural consumption has@wn, and tourism is an increasingly important form of
cultural consumption, encouraged and funded by local, national and supranational bodies.

The cultural tourism market in Europe is therefore becoming increasingly competitive. A
growing number of citiesand regions in the European Union are basing their tourism
development strategies on the promotion of cultural heritage, and the number of cultural
attractions is growing rapidiyiraditional cultural attractions such as museums and galleries
are having taeassess their role as the pressure to generate visitor income intensifies, and the
need to compete with a new generation of commercial tourist attractions grows.

*Bernadini, 1992
16 Corijn and Mommaas, 1995
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Quote:

AThe origin of the word O6touri smod igsatedisual |y
Britain in the 17th century (Hibbert, 1969, Feifer, 1985). Towner (1985:301) defined the
Grand Tour as: "A tour of certain cities and places in western Europe undertaken primarily,

but not exclusively for education and pleasure”. Most of théy garand Tourists were
aristocrats for whom a trip to continental Europe was often a coda to a classical education.
Usually in the company of a tutor, they would spend two or three years travelling through
France, Italy, Germany, Switzerland and the Nd#reds, often visiting sites connected with

cl assical cul ture. The cities of ltaly i n p
Grand Tourists struggling over the Alfs.

Culture is a more complex concept, as evidenced by the extent of the dedratbe term.

Tomlinson notes that hundreds of definitions of culture gXghich would suggest that
either there is a considerable amount -of <cor
embracing a concept that it can accommodate all these defiloins”. There is a sense of

culture as a complex whole, which provides an organizing concept for the widely varied
oways of |ifed.

Two basic uses of the term O6cultured can th
literature: culture aprocessard culture agproduct.

Culture as processis an approach derived from anthropology and sociology, which regards
culture mainly as codes of conduct embedded in a specific social group. As Clarke (1990:28)
puts it, culture "designates the social field of niegmproduction”, othe processes through

which people make sense of themselves and their livd$e culture as product approach
derives particularly from literary criticism. Culture is regarded as the product of individual or
group activities to which ctin meanings are attached

When it comes to cultural tourism, it is far from being a completely new phenomenon. What

has changed is the extent of cultural tourism consumption, and the forms of culture being
consumed by cultural tourists. As Wynne (1992k lsuggested, one of the hallmarks of
postmodern consumptiontsedi si nt egrati on of distinctions
O0popul ar As tleseldistinctions disappear, so the scope of cultural tourism expands

to include elements which previouslyoul d not have been consi de
popul ar musi c, modern design or mat ch museu
6tourismbéb or O6everyday | ifed also begin to e
activities suchas simpy 6 soaking up the atmosphereé of
food. In this way, cultural tourism begins to encompass the passive consumption of culture on
holiday, as wel |l as actively seekingecdhigho
concert.
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Cultural tourism is therefore changing, both in terms of the way in which tourists consume
culture, and in the way in which culture is presented for tourist consumption. Culture is now
becoming an essential element in tourism policies ateal$, from the European Union
down to the individual municipality. Perhaps what is essentially new about this wave of
cultural tourism development, however, tise fact that culture is now primarily being
promoted for economic, rather than cultural ends.

Example:

A prime example of the changing definition and role of cultural tourism in Europe is provided
by the European Cultural Capital event. The idea of designating a different city each year as
6Cul tur al Capital 6 of Eur ope w&eek|Mmister ofhed i
Culture. The idea was adopted by the European Community in 1985, when Athens became the
first European Cultural Capital. The origins of the Cultural Capital event were arguably
purely cultural. The event was designed to "help bringptaples of the member states closer
together" through the "expression of a culture which, in its historical emergence and
contemporary development, is characterized by having both common elements and a richness
born of diversity" (European Commission, 198%he aims of the event were basically
twofold: first to make the culture of the cities accessible to a European audience, and second
to create a picture of European culture as a whole (Corijn and Van Praet, 1994).

However, as the event has developeldag been used in different ways by the cities, either to
support, extend or challenge the original Cultural Capital Concept.

Corijn and Van Praet (1994), in their review of the history of the Cultural Capitals, highlight

the way in which different citigseated the designation. Athens, for example, concentrated on

big foreign names, and ignored ancient Greek art. Florence highlighted its own historic
importance, while Amsterdam projected itself as a European art city. Berlin was criticized for
having an &tist approach, while the event was hardly visible among the normal cultural

bustle of ParisThe turning point for the Cultural Capital event came with the designation

of Glasgow in 1990. Glasgownlike its predecessors, was not a capital city or onthef
established Ocultural destinationsdé of Eur c
nomination against competition from other British cities largely on the basis of promised
commercial sponsorship and the fact that it planned to use the event téastinatban
regeneration and to boost the image of Glasgow as a cultural city. This approach apparently
fitted the UK gover mrvate dedos paenerghip,aakhough tleemolep u b | i
of the public sector was eventually more Rggbfile than tle government cared to admit

(Todd, 1988).

The Glasgow event had an impressive range of cultural activities, including big names such
as Pavarotti, and an equally impressive budget. The argument for this approach was that the
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investment would be repaid dotty through tourist expenditure, and indirectly through
improvements in the image of the city and increased economic investment. The staging of an
event concentrating on international, rather than local, culture aroused opposition from some
local groups,who felt either that the money could have been better spent on basic services
such as housing, or that the event should have been more culturally representative of
Glasgow itself (Boyle and Hughes, 1990). The event was an economic success, however,
produchg a net economic benefit to the-4¢ity o
million), mainly as a result of tourist expenditure (Myerscough, 1991).

Glasgow highlighted the potentitd use the event as a vehicle for economic development
and imagebuilding. The number of candidates for the nomination has substantially
increased, as cities as the event is now viewed as a tool for economic regeneration rather
than a purely cultural mani festation. o

One of the first attempts to assess the impogaf cultural tourism on a European basis was

the research undertaken by the Irish Tourist Board (1988) on behalf of the European
Commission. This study estimated that there were almost 35 million international cultural
tourists in the European Union i®86, of whom at least a third came from outside the EU.

The study distinguished between 6gener al cul
attractions as part of a general holiday tri
speific cultural motive for travelling.

Two perspectives towards the cultural tourists

The consumption patterns of the service class entail a constant search for new experiences and
sources of stimulation which help to distinguish the participant froncrived. As Bourdieu
(1984:249) puts it

"the sense of good investment which dictates a withdrawal from outmoded, or simply
devalued, objects, places or practices and a move into ever newer objects in an endless drive
for novelty, and which operates in eveayea, sport and cooking, holiday resorts and
restaurants, is guided by countless different indices and indications".

Those in search of distinction will automatically steer away from products and places which
have become 0populfamsefsymboliddistngienk out novel

Because cultural tourists are arguably motivated by local cultures in choosing to visit a
particular location, they have been identified as both a blessing and a blight as far as their
social and cultural impact is concerne8ome authors have suggested _thatturally
motivated tourists are desirable, because they tend to be relatively few in number, and they

47



Interreg i IPA CBC Bulgariai Serbia Progrmme  IHILETTEY = IFA WDV -
CCI Number2014TC1615CB007 Bulgaria - Serbia

are also more sympathetic in their approach to the local population and their culture than other
tourists(Smith, 1989. Cultural tourists alstend to spend more money than other types of

visitor, and can therefore play an important role in providing financial support for local

cultural manifestations. Others have suggested that it is precisely this cultural motivation

which makes cultural tourists less desirable in some areas. Butler (1990) has suggested that
6alternatived tourists seeking aut hfraglg i ¢ cu
areas, acting as a O0Trojan Hor sanagng magseni ng
tourism. Wheeller (1991) has gone further, arguing that cultural tourists who seek authentic
experiences of local culture can inflict severe damage on local communities in spite of (or
perhaps because of) their low numbers. Those in searelttive contact with the local

popul ation are |likely to cause far more di si
cause the friction between the local population and the tourists to increase rather than
diminish.

Present | Language Courses I Entertainment
Creative holidays IAH festivals
|
1 Anrt exhibitions I 2
Form 3 Folklore I festivals 4
Art galleries I
Museums Heritage | attractions
Monuments | Historical
I pageants
Past a
Education Function Entertainment

Figure: Typology of the cultural tourism attractions
Source: Richards, 2001a

A further consequence of thatégration of high and low culture is the fact that it is now
increasingly difficult to determine the boundaries of the cultural sphere of social and
economic activity. In the past, high culture was regarded as being synonymous with culture,
and this meanthat culture could effectively be kept free of commercialism through public
sector funding for high culture. As high and low culture become less distinct, however, the
aesthetic basis for subsidizing certain cultural forms is eroded, and it becomesingtyea
hard for high cultural forms to resist commercialization.
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Europe and the cultural tourism: importance, trends, demands

Cultural tourism lets travellers experience the arts, heritage, landscapes, traditions and
lifestyles of other cultures and watries. This is a broad market, with many special interests.
For example architecture, archaeology, history, (music) festivals, museums, exhibitions and
language. European travellers also like to include cultural experiences in other types of
holidays, lke adventure tourism.

Exploring cultural heritage is the most common form of cultural tourism among European
travellers- UNESCO Cultural World Heritage Sites is an important factor influencing the
tourists behavior. Nevertheless, the current trend towanigue experiences also offers
opportunities for lesseknown cultural attractions.

Europe is a welestablished market for cultural tourism. European travelers are increasingly
interested in discovering new destinations, especially if these offer aathetvities that

teach them about local culture. This makes cultural tourism a promising sector for developing
country destinations. It also offers flexible cultural components to appeal to both motivated
and incidental cultural tourists. Internet preseis important, as European cultural travelers
often book holidays directly.

The cultural tourism, which increases the interaction between different cultures, makes shared
values meet on the same platfodeyelops positive images and relations of the deties is
therefore supported by the European Union *'In the process of EU integration the
importance of cultural tourism and its function as meeting point between citizens and
countries becomes evident when the Istanbul metropolis was designated aspeaiuro
Capital of Culture (ECC) for 2010.

Cultural tourism is also:

1 Contributing to the export of the cultures of the member countries while respecting the
national and regional variety, also at the same time, emphasizing on the cultural
heritage

1 Encouragng the formation of the contemporary cultural formations;

1 Developing the cooperation and international organizations between member countries
and third world countries;

v Hughes and Allen, 2005
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Based on the level of interest in culture, there are two types of cultural tourists:

0 Motivated cultural tourist

This group generally consists of people with a: higher education, middle to high income, high
interest in culture, high interest in social and environmental issues.

Experiencing and learning about local culture is their main travel purpose. Motivated cultural
touriststend to be preparedbefore going on holiday; they study the destination thoroughly.
They like to see and learn as much of a destination as possibk.gidup isquite
demanding.

o Incidental cultural tourist

This group likes to add cultural components to their holiday. However, they have another
primary reason for their trip. They may participate in cultural activities as long as they fit their
plans.

Cultural tourists can also be segmented by stage of life. Each age segment has different
interests:

o Millennials: 2039

This segment mainly consists of couples and groups of friends. The majority of this group
prefers sun and beach holidays. However, they iaceeasingly incorporating cultural
elements. Women are generally more interested in cultural elements than men. Men prefer
more actiororiented activities. Around a third of this segment is interested in holidays with
an emphasis on culture.

o Middle-aged:40-54
This is the largest cultural traveler segment. They are often motivated cultural tourists.
o Older generation

Europe has a relatively large generation of people between 55 and 70 years old. This
generation generally has more time and money availadtedtner groups.

Cultural holidays are the most popular holidays among this group. They are often experienced
travelers, generally traveling at least once a year. They value their annual long holiday and
mostly travel in couples, with a full schedule oftaral activities.They prefer destinations

they have wanted to see all their livegbucketlist travel). Quality is important to them.
They look for comfort, more so than the other segments.
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o Families with children: parents 250

Many families combine eelaxing holiday with cultural activitie®arents want to introduce

their children to other cultures. Both families with young children and families with older
children are interesting segments. Health and safety at the destination is important to them.
Convenience is a deciding factor.

When it comes to destinations,

The attractiveness of a cultural destination varies greatly from person to person. Most
European cultural travelefscus on the famous cultural attractions of Europe fifsen they
considertravelling to famous sites further away or least explored within the territory of
Europe.

Health and safety are important to European cultural travelers. They often inquire about the
safety of their destination. Especially safe driving can be a condeey.Want to know about
drivers and testing of equipment. Lacking cleanliness of rooms and smoke detectors are an
annoyance at the destination. This might result in bad reviews after their holiday.

Safety is important to European travelers, especially lsecaome developing countries are
politically unstable. Mo st commer ci al tour
their Ministry of Foreign Affairs has declared unsafe. This has led to a drop in tourism
arrivals to destinations such as Mali, |Bgwnd Venezuela, but has opened opportunities for
exploration of other which are of discernable closeness however unexplored yet, for example
the Balkans.

Cultural holidays are often subject to price charigegssave money, European travelers look

for cheap deals and shorter holidays. However, this is not so much the case for cultural
holidays to Developing Countries. Travelers understand that these holidays are more
expensive and are willing to pay more for a quality experience.

Tour i sm pr-biendydaetivitte® areeircreasingly important to European travelers.
However, only some actually choose a tourism provider based on its sustainability policy.
Cultural tourists value sustainability less than commedipétyed, nature or wellness tourists.
However, they do appreciate it when you offer sustainable elements and as they look for
flexibility, prefer to compose their own holidays by combining separate components.

When it comes to cultural tourism in the three citiesMontana, Sofia and Nis, its
development is highly fragmented and unproportional; Igi®sents the tourists with
opportunities for cultural activity and is able to provoke interest of various types
momentous and/or lasting, Montana, although having favourable geographical location in
terms of climate and surrounding,part of the NorthVestern region, which is characterized
with negative socieconomic trends: depopulation, unemployment, lack of investments and
opportunities for developmenivhich contributes to its low recognizability among tourists
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and the fact that it is not usuallpcn si dered At he typical o cul tu
part, has experienced tremendous growth in the recent years and constantly attracts the
tourists with its accessibility, low prices and numerous cultural heritage sites.

Having in mind the abovesi d , the best way to Aconnecto t
face too strongly the unproportionality of the development issue, is through common cultural
routes which combine not only knowledge on different topics such as literature, poetry,
history, etc. but also incorporate the nature elements in order to provide the tourists with
multi-layered experiencand to establish a certain balance in the perspective as Montana,
Sofia and Nis are all cities that can fascinate with environmental sights.

A trerd that has to be taken into consideration when making attemptsorgamize the
cultural life of a community is the gaining importancedajital art as a way of overcoming
deficiencies and responding to the desires of the postd er n traveessl ers
everything at onceo.

"It's there, it's responding to you, you can see it, but as you try and approach it you can't
actually feel it. For me, the idea is to question this distinction between the physical and the
virtual."®

Digital art is an artistievork or practice that uses digital technology as an essential part of the
creative or presentation process. After some initial resistéme@npact of digital technology

has transformed activities such as painting, drawing, sculpture and music/soundilart,

new forms, such as net art, digital installation art, and virtual reality, have become recognized
artistic practices. In an expanded sense, "digital art" is contemporary art that uses the methods
of mass production or digital media.

A case exampleauld bethe Digital Art Museum in Paris, where through statef-the-art

vi suals and audi o, artistsd works are transf
projected (using 140 laser video projectors) on to (and acrosshéi®ehigh walls over e

vast 3,300 square meter surface area of the renovatedcedtiry building. These images

provide an immersive and panoramic show throughout the space, to a sound track of music by
Wagner , Chopi n, Beethoven and odbhepbpsndusiBgce
with 50 speakers programmed to complement the 3D visual experience.

Digital art spaces are of high importanespecially when trying to unite destinations with

their specificities, strengths and deficiencieshat is the case of Sofia, M@ma and Nis.
Such space can be constructed on the territory of the citigining their most important
cultural contributions to the European art legacy and positioning them as contemporary
cultural destinations, able to respamdequately and with lorgerm visionto the demands of
their visitors.

¥ Usman Haque
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However, before initializing such structures, several isubich are valid for all three types
of tourism, object of this stratedycultural, adventure and speleologyed to be addressed:

0 Need ofimprovement of the hospitality servicegbrough training courses and more
efforts for a better qualification of the staff addveloping thei@bility to deal with
different situations of risk;

o0 Not enough facilities available at the disposal of childpgple with limited physical
abilities and elderly; low compliance with safety standards in some arelasion on
the topic in the social dialogue, direction of funds towards modernization of the
existing and construction of new facilities, able tourasa qualitative stay of the
visitors;

o Low utilization of the available resources, ineffective marketing strateqy, limitation of
the reached people; insufficient rate of digitalization of the tourist offeaugh
Elaboration of a competitive marketingrategy and promotional activities in
compliance with the international standards; enhanced digitalization of the tourist
offer, implementation of new online services of assistance to the tpurists
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Target groups and behavioral trends:

Millennials

Millennials currently accourfior approximately 20% of international travel, spending an
estimated USD 203 billion around the world. By 2040, they will range in age from 45 to 60,
with the oldest beginning to approach retirement, and haviognadated additional wealth

over the next 25 years, their proportion of total spending is expected to increase substantially.

Data indicates that Millenniakske more trips annually compared to other generation$

at four or more per year. However, trifend to be shorter in duration compared to other
demographic groups (Globetrender, 2017). Furthermore, they are more likely tiapiek
experiences that they/ preferiag talead off tbe bbaten tfaegku t h e |
and Al i ve lutuledouradatidno020l6)n dhat Eehse, the three citiésSofia,

Montana and Nis have focus their efforts towards creation of a common place, where the
travell ers can Afeel 0 most awdahetivastoktheylocal he a't
citizens; they could be presented with the different customs and specific traditions of the
regions, such as beekeeping, carpeting, carpentry, etc.

A study by Airbnb found thamany Millennials consider travel more important than

other priorities, including buying a home or a car.Additionally, Millennials surveyed in

the United States, United Kingdom and Chiwelued experiences more than ownership
(Airbnb, 2016).When combined with a second nature use of digital technoldbissgroup

are more likely to create their own travel itineraries than to rely on the advice of travel agents
or participate in package tours.

They also lead in decision makingvhen planning travel, Millennials are used to having their
options convenieht available to them; they want to be able to research and book their trips
and tours onlinewhich circumstance requirdsgh digital presence on the side of Sofia,
Montana and Nis which is currently lacking and could be significant issue for the
achiezement of the aims of the strategies if a change is not pursued systematically.

Adventure seekers

Adventure travelers most commonly present the following characteristics:

1) They consist of three separate subgrougsdventure enthusiasts (hardcore adventure
seekers who want higimpact excursions); Basic adventurers (moderate adventure seeks who
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desire mediungrade adventure excursions often with secondary cultural &gidttached);
and grazers (lovimpact adventures tied into more leisurely, bebaked destinations)n
accordance with their resources, the three CBC cities should focus on group a) and b).

2) Adventure travelers, though they transcend the traditidaakitications of millennial,
baby boomer, Generation Xer, and othersyally have higher levels of disposal income
though are often timepoor. Because of their time constraintsvork, family-life, or other
restrictions- they often wait several yearstiseen vacations and thus desire experiences that
will create lasting memories. Here the relatively low prices in Sofia, Montana and Nis
wo u | d a fadtor df iemportance and efforts should be dedicated towards the quality of the
experience.

3) Muchless nt erested in soft adventures or <cust
adventure travelerseek seHguided, cultural-based experiences that are at once curated

and at once individualized to their taste.lt may sound like a contradiction in termsjt

adventure travels want to experience the places they visit with a subtle guiding hand to help
them wade through the wealth of information and destinations available to them. This is
especially true in the emerging markets in adventure travel, particdhose in northeast

Asia, China, the Arctic and the Caribbean.

While so many woukbe travelers are eliminating the need for tour operators by utilizing the
internet to create custom travel experienced tailored to their specific tastes, adventure
travders are continuing to avail themselves of tour operators for the knowledge, convenience,
and expertise necessary to complete complicated travel bookings that often include high
octane activities and excursions.

Adventure travelers crave ongealifetime experiences often with a heavy physical
component to them mountain climbing, rafting, base jumping, and other tsaéking

activities - and tour operators who understand this market and leverage the right tools and
strategies to capture itcanexpecb experi ence robust growth an
modern travel industry.

According a 2015 report by the Adventure Travel Trédsociation 4 out of every 10

vacations or trips includes some element of adventuretraveb e it 6éhardé adve
activities |ike mountain climbing, or what t
include more beachased activities such as sailboating, kayaking, snorkeling, and other low
impact adventures.

Intermsofwheredventure travelers o0l i vehepdospends houl «
a majority of their time online researching prior to booking a vacation.In fact, more than
60 percent of adventure travelers say they spend a bulk of amaverage of abod0 hours
- using the internet to help examine potential destinations before completing a booking.
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Table 1
Bases for Market Segmentation
Geographic Demographic Socioeconomic | Psychographic | Behavior Patterns Consumption ansun_ﬁgr
Patterns Predispositions
Political Sex Occupation Lifestyle Type of store Frequency of Product knowledge
boundaries shopped use-heavy vs.
Age Education Activities light usage, unit | Benefits sought
Climate Marital Time of size
Status Income purchases, Consumer
Population impulse or brand | Occasion problems
boundaries Family size Social class request
Loyalty to brand
Family life Number of units
cycle purchased Ownership of
other products
Shopping
frequency
Media habits

Adapted from Kotler, P. (2003). Marketing Management 11% Edition: Prentice-Hall: New York.

Solo Travelers

Solo tourism is travel undertaken by a solo persagither single or in a relationshifolo
travel can be i n | lifenlecannalsd be something someolbesdoewange o f
in a lifetime, at a crossroad in life (divorce, retirement) or to pursue a personal dream
(pilgrimage, climbing a mountain). There are no tourism activities that are strictly limited to
solo tourism- in fact, most forms of tourism are suitable for solo travellers, including
adventure tourismyural tourism,cave tourismgultural tourism and cruisestc.Reasons for

people to travel solovary from enjoying solitudeand freedom meeting new peopl@r
obtaininga sense of empowermemhile doing something on their bucket list.

Traveller profile
Some general characteristics of European solo travellers are that they have a:
1 higher socieeconomic backgrounandmiddle to high income
1 strong desire to txeel;
1 strong interest in culture and fgod
1

digitally educated;
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In addition, slo travellers typically travel for a long time (gap year, backpackers, volunteers),
or a relatively short time (setfevelopment, course or relaxation). The most important
barriess to solo travel are safety concerns and fear of loneliness. Solo travellers are often fond
of their independence, but they rarely really want to be alone. So even if they like to do their
own thing, they still want to be able to connect with other traxglbr local people at some
point in their trip.

Tour operators around the globe have witnessed daligitegrowth in solo travel bookings

within the past few years. The greatest increase in demand occurred among travellers aged 50
years and older. Thisegment consists of more women than men. Women solo travellers like

to travel to exotic destinations and are looking for cultural experiences. Some are also
interested in soft adventure

Is solo travel really growing?

By all accounts, yes.

MHTEpec C Te4YeHue Ha BPEMETO

3abenexxa

Google Trend:s

Solo travel is one of the fastest growing tourism segments in Eufde number of singles is
growing, as is the number of people that travel solo by choiced®efflopment and unique
experiences are important aspects of solo travel. Personal guided tours are especially popular.

Most importantly, female solo travellevgant to embrace new and raw experiences, not the
typical 5-star hotel and spa we see in advertisements.
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Solo travel trends:

U A study by Booking.com of 20,500 global travelers that was released in May of 2018
found that there "is also a surge in stkovel ... with two fifths (40%) of global Baby
Boomers having taken a solo trip in the last year, and a further fifth (21%) planning to
take one in the future."

U Solo is a top trip they'd do again. Again from the Booking.com study, 34% or
respondents saithat solo travel is among the "top five trips that they have already
been on and would like to go on again".

U Roughly one in four people say they will travel solo in the next year (2018nd
thatodos on the rise, accor dikaig frimdMM@Y sur ve
Global.

U Between January 1 2015 and December 2017, the number of searches on Google for
solo travel has risen significantly. The graph indicates approximately a 40% increase
in searches for solo travel.

U The popularity of guided tours angisolo travelers grew from 21% to 46% between
2013 and 2015.

U Between 2013 and 2015 the percentage of people polled who travel on their own grew
from 15% to 24% according to the Visa Global Travel Intentions Study 2015.

Understanding the rationale behiswlo travelling:

Almost one third of European households are a sipgison householdéthe number of
people who are single (by choice) at various stages in life is increasing. In 2014, 32.7% of
European households consisted of a single adult withoutrehildn the past ten years, this
number increased at an average annual rate of 2.2%. The number opsisgie households

is expected to continue to increase for at least another five years. The percentage-of single
person households is highest in: Scéaadia, Germany Austria, Benelux Baltic countries
France. Even though many solo travellers are not single, single people are more likely to
travel alone. Therefore, such a percentage of sipgison households indicates promising
source markets for smkourism.

This trend is due to various developments, including the: tendency of women to outlive their
partners increase in the rate of divorce and separation affordability of living alone by choice
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gradual shift of populations towards urban centres. s number of singlperson and
singleparent households in Europe grows, so does the demand for solo tourism. Ageing
population Europe currently has around 90 million senior citizens (people aged 65 or above).
This number is rising quickly, due to the aggpopulation. In 2005, 17% of the population in
Europe was above the age of 65. By 2030, this percentage is expected to have increased to
25%. Seniors (predominantly women) are largely represented in thdragdtier target
group. This growing populatm which is healthier and wealthier, is fuelling demand for-solo
travel productsLike most European travellers, solo travellers are looking for something
unique and authentic.They are interested in the typical local culture of their destinaltion.
recert years, authenticity has become a major factor in tourismThis is not expected to
change anytime soon.

Figure 2: Distribution of single-person households in European countries

2014

60

40 I I I I
0 I I

Sweden Denmark Germany Finland Austria Netherlands

In %

ra
=1

® 2014

Source: Eurostat

Self-development

Recent years have seestarp increase in the demand for selflevelopmentand learning
holidays. These may involve: meditatigioga detox programmesookery coursegreative
writing. Such seldevelopment activities are highly suitable for solo travellers. Many people
who are planning solo holidays consider adding-delfelopment components to their
itineraries.

Preferencesf solo travellers:

U The search for more
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On longhaul holidays, European solo travellers generally seek a variety of experienegs.
combine cultural or adventurous activities with, for example, culinary experiencessolo
travellers with a specific lifegle, like wellnessoriented or fooeminded ones, like their
holiday to suit this. When it comes to activities during their holiday, solo travellers from
Europe are not very different from European travellers in general. Howtbegrare very
keen on bookig personal guided tourAccording to the Visa Global Travel Intentions Study
2015, 24% of solo travellers included this in their last trip.

U Digitally prepared

European solo travellers increasingly research and plan their trip online. To gather
information and share experiences they use: peer review sites (TripAdumswly Planet),

travel forums social media- Instagram, Facebook, Flickr, Twitter and YouTube. Solo
travellers also increasingly use apps to plan or research their trips and meet tliiers.

Online research is a trend that has increased exponentially over the past five years. Although
growth has peaked, the use of internet to research tourism will continue to increase. It is
predicted to remain the most important research channgb&ws to come.

U Safety concerned

Safety is especially important to solo travellers when it comes to selecting a destination.
Married solo travellers often prefer domestic trips. Single solo travellers are more likely to
choose international destinations. Cities and towns are the prefexcations for solo
travellers, followed by beaches and mountains. According to European tour opeaitors,
travellers are increasingly looking for adventure.Solo travellers are often certain about
their destination, but flexible about what they arengdio do there. This offers opportunities

for tourism companies to attract tourists on the spot

U Alone, but not lonely

Solo travellers often like to meet people during their travels. They prefer accommodation with
shared social spaces, for example commeaatihg, a (small) bar, lounge, communal garden,

etc. Accommodation pricing is generally based on two pedjlerefore providers often
charge a 6single suppl &b06% andop of the fandard rate.r av e | |
Solo travellers may consider tis unfair and prefer accommodation that makes them feel

welcome travelling alone.With the increasing popularity of solo travel, more and more
accommodation providers are waiving the supplement and/or offering single rooms.
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Figure 1: Solo travel motivation among the older generation
solo travellers

® 2014

The responsible tourist

Global changes affect us all. More travelers are aware of the impact their experiences have on
the planet and as a result, more are opting for sustainable measures in their travel.

Quote:

"2017 has been appointed The International Year of Sustainable ®oun by t he UN |
unique opportunity to advance the contribution of the tourism sector to the three pillars of
sustainabilityi economic, social and environmental, while raising awareness of the true
di mensions of a sector which is often underyv

-UNWTO Secretarzeneral, Taleb Rifai

Global campaigns have been set in place to promote more sustainable forms of travel and
destinations should expect a shift in the mindset of travelers everywher&hey will be

more interested in the environmental, emmic and social impact they're making at the
destination they visit and are likely to support companies that embody these values.

There will likely be many mindful changes ahead for the modern travigeistaying closer
to home to reduce their carbon fotprint. Tour businesses with a strong awareness of the
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impact they're making will benefit greatly from their already established ecotourism practices.
Companiesnd destinationwill need to develop a strong social focus.

Expectations towards travieéhavor in the upcoming years:

o Travelling closer to home to reduce carbon footprint;

o0 Choosing companies with a strong social focus;

o Growing interest in voluntourism programmes that leave a-teng positive
impact;

0 Homestays gaining more interest thaaditional hotels or bed and breakfasts;

Responsible tourism is any form of tourism that can be consumed in a more responsible way.

AResponsi bl e touri sm i s tourism whioch:
environmental impacts. generates greatenemic benefits for local people and enhances the
well-being of host communities.

There stildl eXxists the consideration ot laat
market separate from mainstream tourism operations, but the industry cansotsbmply
demarcated.Responsible tourism transcends needless delineatiormd should be an
underlying current embedded in all activities and business decisions within the travel and
tourism sector.

What are most travellers seeking in your destination?

Source:Trekksoft

Unexplored destinations | NN
Trending destinations | NN
Bucket list destinations | NN
Get out of comfort zone |
Close-to-home travel |G

Business travel -
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In the beginning of 2018, an independent Sustainable Travel Report was ldtnched
indicating thathe green travel trend continues to gain momenturwith a large majority of
global travelers (87%) stating that they want to travel sustainably, and nearly four in 10 (39%)
confirming that they often or always manage to do so. However, 48% indicate they never,
rarely or only sometimes manage to travetansbly, suggesting that while promising strides
are being made for a greener future, there is still plenty of room to turn intentions into action.

0Sustainable travel d is a subjective term t
However, fo al most half of travel ers (46 %) , 60su
friendly or green accommodations, topping the list of what people think of when hearing the
term. The top reasons travelers give for choosing thesé&iendly places to rest theheads

are to help reduce environmental impact (40%), to have a locally relevant experience (34%)
and wanting to feel good about an accommodation choice (33%).

Looking ahead, more than twhirds (68%) of travelers intend to stay in an -eco
accommodationni 2018, reassuringly up from 65% in 2017 and 62% in 2016. Additionally,
the percentage of travelers who have not consideredrieadly stays because they were
unaware of their existence continues to decline, resting at 31% this year, compared to 39%
and38% in 2017 and 2016 respectively.

When it comes to what inspires people to travel more sustainably, it seems that travel itself is
the biggest motivator. Six in ten (60%) travelers indicated that they found the impressive
natural sights visited on pasatwels as their inspiration to travel more sustainably, while more
than half (54%) said seeing the visible impact that tourism can have on destinations serves as
their inspiration.

Y Research commissioned by Booking.com imsépendently conducted among a sample of adults who have
taken a trip in the last 12 months/plan to take a trip in the next 12 months. In total 12,134 respondents were
surveyed across 12 markets (1000+ from Australia, Brazil, Canada, China, Germaay|rt@dtaly, Japan,
Spain, the UK and the US). Respondents completed an online survey in February and March 2018.
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% global travelers who found

The factors that inspire sustainable travel LR
this inspiring

Being impressed by natural sights during their own travels (e.g. 60%
coral reefs, rain forest) )

Moticing a visible impact of tounism at the destinations they have 543,
visited T
Seeing the positive effect that sustainable tourism can have on 47%

the local people

Seeing the unsustainable effects of tourism in their home country 42%
Feeling guilty about the impact their vacation has had on the 39
environment -

Sustainable travel was one of the most talked about buzzwords in2@12018s newest
travel term wi |l | be Aconscious travel .60 Whi l
s carbon footprint and the local economy, conscious travel includes an added element of
community.

Sustainable touristsd profile:

The complexity of tourist behavior has been frequently stressed in numerous sociological,
psychological, and managerial studies, dating back to the 1970s. A wide variety of analytical
models and variables have been used (sectmomic, demographic, psydraphic) to
identify different tourist profiles and their particular choice mechanisms, motivations, and
behaviors. They can be synthesised to the following:

x ecotourists

x naturebased tourists
x responsible tourists
X green tourists

A general observation ndbe madehat thesdravellersare older, better educated, and better
off than general travellers and mass tourig&rious studies have produced conflicting data
on tourist gender: some show a prevalence of male/female tourists, in others there is no
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significant difference between the genddtggarding motivation and behavior, on the other
hand, the main similarity between the segméatstouristsnaturebased touristgesponsible
tourists green touristsis tourist interest in products and holiday experiences consistent

with sustainable principles What differentiates them is their levels of sensitivity to various
aspects of sustainability. In fact, although it differs in intensity, a focus on the environment
and natural resources is the main chrastic shared by ecotourists, natiased tourists,

and green tourists. However, the first group also expresses particular interest in the
educational and learning aspects of tourism, while the second focuses on the environment,
identifying the contempaltion of nature as their main motivatidrastly, green tourists are
often identified as being interested in rural destinations. The social dimension of
sustainability, on the other hand, is more significant for responsible tourists, who are
particularly €nsitive to the relations between tourists and host communities and the socio
cultural impact of tourism on a destination.

In recent years, the scientific communityas increasingly turned its attention to an
examination of one particular segment oftourist demandd the young as they are
considered to be fithe new visitors in the to

More than 1 in 10 European travellers book sustainable holidlagse sustainable travellers

are generally higheeducated, weltravelled people of all agesoin higher socioeconomic
groups.They mainly come from more mature travel markets in northern and western Europe
which provides opportunities their interest
Bulgaria, Serbia, etc.

Furthermoreaccordingto a global survey carried out by TUI Group:
x More than half of all respondertsticize lack of information and choicge

x Around two thirds of holidaymakers are prepared to make lifestyle -tffsleto
benefit the environment

Other important behavioral tresid
U Thinking of others

More than ever, travelers are and will be mindful of their impact on the economy as well as
the lives of those living in the destination that they are visiting. In addition to making a
conscious effort to go on edoendly tours andbuy organic produce at local markets,
travelers tend to spend their money in ways that benefit the local economy and
community, rather than large corporations and foreign investment companiesThat
includes opting for small boutique hotels over big chaotels and local shops over
international malls.
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AThe 1 mportance of this mar ket segment | i es
also that it repres®@nts the market of the fu

U Always prepared

Sustainable travellers tend to learn as much as possible about their chosen destination and
take time to understand the customs, norms and traditions in order tobeadiorthat
could offend the local population.

U Not afraid to share their opinion

Online reviews and feedback have become important sources of information on the
sustainability of tourism providers. Travellers frequently share their experiences on social
media platforms, travel review sites and travel blogs. This information can alert other
travellers and tour operators to outstanding sustainability performances, as well as to
businesses that make bogus c¢cl aims about thei

A ©Burism companies need to consciously manage their reputation énfjnests can and
will find everything."- Lucy Fuggle, ceauthor of the 2018 Travel Trends Report and Head of
Content at TrekkSoft

9 out of 10 travelers think that reading online reviews is important and 95% of travelers trust
reviews on third party sites.

U Out of the box

In light of the growing overtourism problem in major cities around the world, travelers
increasingly search for off the beaten path destinations in the coming yearThe rapid

growth of tourism in cities like Amsterdam, Paris and Venice has caused méeds pushed

out of their own cities, with visitors taking over their city streets, public spaces and even
housing, which naturally decreases the quality of life for resid€hessustainable tourists are

not afraid At o t hi nlk theintravellng godisrsemeflacexetse, wherd t o
no additional pressure will be imposed.

Seniors

V1 dzZl A0S a®T Ydd YIy2@3A0: aT {dGFy120A05 adYd ! yRSNAEGI YR
for Travelling: A Conjoint Anaig Approach. Int. J. Tour. Adm. Res. 2014, doi:10.1002/jtr.2015.
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Over the past decades, leisure travel has become increasingly popular in older segments of
the world population, as a consequence of global factors such risean life expectancy,
improved health conditions, a higher disposable income, and increased availability of
discretionary time in retirement age.

l'tos fair to say the pehrecyedprtei oarc toifv es e nw oorrksi
engaged than ever Todayés seniors are wup for anythi
before.

Seniors tourism is predicted to be a major force in the 21st century as populations age. While
seniors are as diverse as any other demographic sector, and many seniors al@ rbe h
resources to travel, the followimggneralizationsan be made about senior travellers:

1 They are likely to be more experienced travejlers
1 They have more time to spend on travel and lejsure

1 Travel is often a lifestyle priority, and many are prepato pay for travel on a regular
basis

1 They generally have more savings and assets and fewer financial commitments,
especially in the early years of retirement

1 They are more flexible with regards to travel times, often preferring to travel-in off
peakseasons

1 They are generally more discerning, and demand higher quality services

1 Health issues may influence travel choices, especially amongst older tourists

Figure 3: Share of each age category in tourism of EU residents (smoothed series) and in the
EU population aged 15 years or over,28), 2014, (%)

Source: Eurostat
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Senior travel as a whole is changing as the cohort gets larger. While cruises are still incredibly
popular,unusual destinations, experiences, and objectives are influencing hagniors
travel altogether.

Active, adventuréased vacations are one of the fasgestving segments in the industry.

This holds true among seniors, t oo, particu
|l isto i1 tems as t hey sicalleactive Badps thenr stay youmgy bote ina y i n
body and in spirit.

Common senior adventures include:
1 Hiking

1 Wildlife watching

1 Off-road vehicle or ATV riding

1 Fishing and camping

They are also expressirrgrenewed interestinsvpal | ed Aeduca.tThegsap| 0 Vv a
that learning and expanding their horizons helps keep them youthful, and also helps them
relate better to their families and the world at large. Educational tours can encompass
anything from village visits on foreign islands to birdwatching hikes the goal is the same:

to enlighten and inform while entertaining.

Common senior educational trips include:
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1 Peoplecentric activities where seniors engage with local residents
1 Animal education and/or refuge missions
1 Skill-building trips that teackeniors how to do something new

Perhaps the most notable trend in senior travel is the move towardsruigburism. Seniors,

although they report being cesbnsciousa r e n 6 t as bound by budget:
counterparts. They 6 r e wi | | eforgwarldelass gxgenedce whether that means

better accommodations, easier transportation, or customized travel itineraries for seniors.

Common ways seniors are traveling Abettero:
x High-end accommodations with resstiyle amenities
x Spa visits and anméties like massages, hot springs, or skin treatments
x Firstcl ass food, particularly that which is
x Personalized service through a concierge travel service

Nevertheless, that is not the case for the seniors living on the territory ofrEgst®pe,

more specifically Bulgaria, Serbia and their neighbors, where the standard of living and life
expectancy is lower, less seniors are economically active and engaged in a travel activity (11
% in Bulgaria) , as becoming evident from graphic 2thist sense, the seniors from these
countries tend to distinguish themselves from the abovemade categorizati@m deciding

to travel, important factors are: affordable prices as their budget is often tight, relatively close
destinations due to healthsisi e s , more fAtraditional 06 activit
walks in the nature, food tourism, etc. on the expense of the pure adventure ones. In that
sense, when targeting the seniors from the parts of Europe where the indicstordard of

living, health, incomes are higher, the profile of the region (Montana, Sofia, Nis) should be
focused on thguality of the experienceand when the target group are seniors from counties
with lower standard of living, the marketing campaign shouldcéetered araind the
affordable prices, the close distance and the meaningful experience.

Graphic 1: European seniors wlawe engaged in travel activities
Source: Eurostat
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What is the share of the elderly who travel?
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Seniors say that travel accomplishes three things for them. One is to get awaydrgoay

life, particularly important when the doldrums of retirement have begun to set it. The second
is to reconnect with friends and family, leading to a marked increase in the number of
multigenerational trips each year. The third is to relax, a thanhrheans different things to
different people.

Seltdrive holidays suit the younger end of the senior market, who seek freedom, adventure
and independence. Some stay in motels and B«
extended camping/driving hdkys. For the most part, however, older tourists are more likely

to choose guided package tours than those in their 50s and 60s. Coach tours are especially
popular, as they are relatively inexpensive and provide security and companionship for those
traveling alone. Also, because of the numbers involved, tours are often discounted, especially
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in low season, and older travellers seem more willing to travedezféon to take advantage of
the reduced costs.

Another reason that older tourists tend to prefedeplitours is health. Health concerns can
stimulate travel in those who fear that they may not be well enough to travel later or who want
to enjoy the experiences despite poor health. On the other hand, poor health can be a
deterrent, though the risk of ing unable to get care is reduced when older tourists travel in
organised groups.

Destinations can be chosen that offer both active attractions that require a lot of walking and
also, restful attractions such as good cafes, parks, pleasant views, ondseaims and shops
for those who wish to spend the day strolling or relaxing.

Table 2: Share of population not participating in tourism, by age group, 2014 (%)

Source: Eurostat
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Hon-tourist share of respective age groups within the respective age groups
15 years or 1510 24 2510 34 35 to 44 45 to 54 55 to 64 65 years or

over years years years years years over
EU-28(") 40.0 72 ETA 33.0 ITT 39.0 516
Belgium 434 46.6 45.0 293 301 392 64.0
Bulgaria 4.2 70.4 60.3 63.0 T22 736 a39.0
Czech Republic 16.0 10.8 125 7.5 14.6 16.2 311
Denmark 171 8.2 125 126 124 174 328
Germany 24.0 17 .2 192 122 226 241 384
Estonia 28.8 15.3 94 14.0 293 391 h6.2
Ireland 258 271 275 18.3 240 245 3583
Greece 61.7 3.6 561 5049 571 635 767
Spain 47 1 47.0 432 39.8 417 434 60.0
France 28.8 36.5 254 18.2 357 212 34.0
Croatia 50.8 14.9 63.0 409 46.7 95 G8.4
Italy 623 56.8 60.5 543 58.3 60.6 754
Cyprus 8.2 224 286 31.0 41.8 47 7 G621
Latvia 436 36.8 305 342 44 2 8.1 78T
Lithuania 423 27.0 277 235 328 56.1 748
Luxembourg 174 15.4 13.3 114 137 184 333
Hungary 47 .0 47 .8 384 420 41.6 454 625
Malta 47 3 315 244 b4 5 239 G6.8 703
Netherlands 17.8 121 151 147 16.2 145 298
Austria 244 17.5 203 19.6 199 225 40.7
Poland 46.9 342 438 421 417 540 625
Portugal 61.6 574 G2.6 hz2 4 G3.5 598 69.9
Romania 7h2 691 G628 701 784 a0.3 ard
Slovenia arA 17.5 226 242 315 45 2 69.2
Slovakia 46.3 411 47 1 273 42 4 541 G63.6
Finland 9.2 41 3T 3T 5.3 91 214
Sweden 235 455 KT 154 4.5 293 145
United Kingdom{*) 355 433 289 314 384 26.0 41.8
Switzrerland 16.9 249 14.6 45 132 17.3 267

(") EL-28 aggregate estimated for the purpose ofthis publication, using available data.
) 2012 data.

It can be said thagenior tourism is a segment that has not held greatportance in the

tourism industry, although this trend is changing. The importance of the senior citizen
segment in markets, in general, is determined by the process of aging (Normanet al.,2001:115;
Szmigin and Carrigan, 2001:1092), which is linked torimwpments in the economic status

and the health conditions of this group (Gunter, 1998:6 ). In this sense, some authors suggest
that the unprecedented change in the demographic structure of the population will entail a
shift in markets (Nedelea and Ste2608).

With the increasing agsnionsgre pointed outdo becomelthd 6 s p o
most valuable consumer segmenfThese have increasing available time to travel and they
have the disposable income to spend in travel experiences as aypnatsation.
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