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1. BRIEF INTRODUCTION  

(A summary of deliverable 1.1.1 about the project the aim of research, partners involved etc. Is the same for 

all Partners and will be prepared by University of Vlora.) 

This research was conducted in the framework of project TANGRAM Transnational pArks aNd Gardens 

Resources in Adriatic and ionian tourist Marketplace”, under acronym TANGRAM funded by ERDF, under 

INTERREG V-B Adriatic-Ionian ADRION Programme 2014-2020.  

Partners from countries- Italy, Slovenia, Croatia, Greece, Serbia, Bosnia Herzegovina, and Albania- will 

provide data on their touristic destinations thanks to market research which will be used to evaluate the 

touristic destinations, their weaknesses in relation to the access to the parks through a SWOT analyses. 

Taking into consideration the weaknesses identified, the partners will examine the tourism strategies and 

branding of the regional competitors, along with relevant good practices at local, regional, national, and 

international level, in order to benchmark the project partners and then formulate the joint strategy and 

action plan and build the ADRION network. 

The purpose of deliverable 1.1 “Market research and Data analysis” part of Activity T 1.1- “Market Research 

Competition Analysis” was the evaluation of the touristic destination of Vlora Region from the point of view 

of tourists and businesses operating in the tourism sector and identification of natural, cultural, historical 

and archaeological tourist potentials that this destination offers. 

In order to have a current view of this touristic destination, the work started with the collection of secondary 

data mainly consulting reliable secondary data sources like Albanian Institute of Statistics (INSTAT), Albania 

Ministry of Tourism and Environment, United Nation World Tourism Organization (UNWTO), Statistical Office 

of the European Union (EUROSTAT), Municipality of Vlora. Additionally, lately research papers in the field, 

were consulted.  

 

The analysis have the following structure: description of the methodology used, assessment of tourist 

attractions from natural, cultural, historical resources point of view, evaluation of current situation of tourism 

sector in relation to incoming tourist in destination, motives of travel, modes of transport used, information 

provided from strategic documents and research papers in the field.  



 
An analysis of the data provided through online questionnaires addressed to domestic and foreign tourists 

as well as businesses operating in the sector has provided information for assessing the tourist destination 

and identifying its weaknesses. A SWOT analysis provides a review of needs and challenges for the 

management of a tourist destination. 

 

 

2. METHODOLOGY OF RESEARCH 

(Methodology of research will be prepared by University of Vlora. In general is the same for all partners with 

some specifics of each partner.) 

The used methodology is in the function of the goals set according to the project activities. First of all, the 

research is based on the review of the literature and the analysis of secondary data related to the current 

situation of the tourist destination and the impact of the tourism sector on local economic development. The 

questionnaire was used as the primary source of information, identified as one of the most common methods 

for collecting data in empirical research. There are several advantages using the questionnaire as a primary 

source to collect data, such as: 

- The uniformity of questions which helps the data analysis;  

- Using specific questions to obtain specific information. 

- Access to a large number of participants in a short period of time; 

- The ease of data processing and analysis through processing programs; 

- Avoiding the researcher's influence while completing the questionnaire. 

Drafting the questionnaire, a special attention was paid to the main focus of the research related to the 

analysis of the tourism sector in the perspective of the tourists and companies operating in this industry.  

One of the basic principles during the construction of the questionnaires related to tourists and business that 

operate in tourism sector was the inclusion of the variables that are directly related with the tourism sector. 

The construction of the questionnaires is based on a wide literature review on tourism issues. In addition, 

the content of the questionnaires has been consulted according to the opinion of experts in the field of the 

research. During the testing phase of the questionnaires, interviews were conducted with experts in the field 

of tourism, which are used to improve the understanding of questions. Some questions were modified in 

terms of the terminology used and the specifics of the survey. Referring to the main purpose of the study, 

the research is relied on the perspective of the main actors of this industry: tourists and touristic companies.  

Two questionnaires were design to collect data regarding to, evaluation of tourist destination. The first one 

addressed citizen/ tourists that have visited this tourist destination, and another one addressed 



 
business/private actors that operate in tourism industry. The first section of the questionnaire addressed to 

foreign and domestic tourists enable the collection of general information about the population of the study 

such as: the city/state where the tourists come from, age-group of tourists, gender and their level of 

education. In addition, this questionnaire includes questions to gather information about: means of transport 

used by tourists to arrive in the destination, type of accommodation, nights of staying in the destination, the 

most frequented seasons, the reasons and source of information the tourists use to visit the destination, 

their level of satisfaction regarding to what is offered in this destination, factors that affect tourists choice of 

the destination, factors that they considering when decide to choose a destination. 

Another used questionnaire aims to collect data about the current situation of tourism sector, from private 

actors/businesses point of view. The first section of the questionnaire addressed touristic companies allows 

to gather general information about the population of the study such: the years of the company operating 

within tourism industry, the location where the company performs, the type of activity, the number of 

employees, rate of occupancy in some cases, and main group of clients. Furthermore, the questionnaire 

includes questions that seek to gather information on the perception of companies about the reasons why 

tourists should visit the tourist destination. An important set of questions included in the questionnaire is 

related to the opportunities and advantages of doing business in tourism industry as well as the perception 

of the companies about the infrastructure and facilities in the touristic destination, the quality of services, 

and the existing difficulties of doing business, and the expectations from public institutions to develop the 

tourism sector.  

 

SAMPLE SIZE.  

As we are studying the current situation of tourism industry in a specific destination from the point of view 

of tourists and the companies operating in this industry, we can say about the latter the population size is 

limited. The target population for tourists are foreign and domestic tourists who have visited Nišava region, 

while the target population for the touristic companies belongs to the Nišava region, including the city of Niš, 

but also to businesses operating in the tourism sector, mainly those offering accommodation services, 

maritime infrastructure and facilities, and recreational activities.  

There are several methods used to calculate the sample size depending on the type of data or study design. 

One of the most commonly used ways to determine the sample size is based on the required accuracy. The 

accuracy has to do with the level of the confidence. The smaller the α, the higher the margin of error. To 

determine the required sample size, it is used the formula which depends on the confidence level, the margin 

of error, and the value Z corresponding to the required level of confidence. Implementing the sample size 



 
formula, first, we need to determine the boundary error and the evaluation of specific weight p. If it is difficult 

to evaluate an accurate assessment for the specific weight p, it is recommended to use the value equal to 

0.5 or 50%. This value provides no greater mistake than it allowed. If we use the level of confidence of 95% 

and the margin of error 5%, the sample size will be calculated by the following formula:  

 

 (1)    n= p% x (1-p)% x (Z/e%)2 

 

p,  the percentage of the population that belongs to a certain category 

(1-p), % the population that does not belongs to the category of study 

Z (normal distribution value),  constant value that corresponds to the   

confidence interval; {95%, Z(95%)=1.96}  

e,    The margin of error percentage 

While the adjusted sample size of finite population is calculated: 

      (2)    n1=  n/[ 1+(n/N)] 

 

 n1  regulated selection size 

 n  the initial sample size found from formula (1) 

 N  total population  

 

Regarding to the population size of foreign and domestic tourist during a year, it is larger than 20.000 tourists. 

Using link https://surveysystem.com/sscalc.htm or formulas above for sample size calculator, it will be 384. 

Considering the minimum acceptable response rate based on online survey that is 33%, the sample size for 

tourists that visit this destination should be 120 tourist and this value is statistically representative. The 

questionnaire addressed tourists was designed through Google Forms and the link was distributed by phone, 

email and social media. The number of the questionnaires answered and completed regularly by the tourist 

was 170. 

Referring to the number of active companies, the sample size:  50% x 50% x (1.96/5%)2 =384.16 

While the adjusted sample size is:  n1= n/ [1+ (n/N)] = 384.16/ [1+ (384.16/168)] = 116 

To enable more representative and reliable results, we have tried to distribute the questionnaire to almost 

all accommodation companies, the best restaurants in the city which have a good image and popularity in 

the area, and the travel agency. Questionnaires were sent to 60 companies. Of these, 17 returned were 

answered and completed regularly the questionnaire. The questionnaire was designed through Google Forms 

and the link was distributed by phone and email. 

https://surveysystem.com/sscalc.htm


 
The response rate calculated as the total responded companies to the total number of companies contacted, 

is not vey high compared to the adjusted size of the selection. This value is statistically acceptable to continue 

the analysis, and it figures that the sample size is representative of the population.  

The questionnaires was completed during the period April-May 2020. 

 

3. Overview of tourist attractions and tourism sector of the 

destination.  

3.1 Identification of tourist attractions of the destination 

(A brief summary of the natural, cultural, historical resources of touristic offer) 

Niš is the third largest city in Serbia and the administrative center of the Nišava District. According to the 

2011 census, the city proper has a population of 183,164, while its administrative area (City of Niš) has a 

population of 260,237 inhabitants.[3] 

Niš is the city of three Roman emperors: Constantine the Great, the first Christian emperor and the founder 

of Constantinople; Constantius III; and Justin I. Later playing a prominent role in the history of the Byzantine 

Empire, the city's past would earn it the nickname The Emperor's City.[5][6] 

After about 400 years of Ottoman rule, the city was liberated in 1878 and became part of the Principality of 

Serbia, though not without great bloodshed—remnants of which can be found throughout the city. Today, 

Niš is one of the most important economic centers in Serbia, especially in the electronics, mechanical 

engineering, textile, and tobacco industries. Constantine the Great Airport is Niš's international airport. 

In 2013, the city was host to the celebration of 1700 years of Constantine's Edict of Milan 

The town was named after the Nišava River, which flows through the city. It was first named Navissos by 

Celtic tribes in the 3rd century BC. From this term comes the Latin Naissus, the Greek Nysos and the Slavic 

Niš.[5] Other variations include: Νάϊσσος, Ναϊσσός (Naissos), Naessus, urbs Naisitana, Navissus, Navissum, 

Ναϊσσούπολις (Naissoupolis). In Old Serbian, the town was known as Niš (written Нишь and Ньшь). The 

name is historically rendered as Nish or Nissa in English. 

The road running from the North, from Western and Central Europe and Belgrade down to the Morava 

River valley, forks into two major lines at Niš: the southern line, leading to Thessalonica and Athens, and 

the eastern one leading towards Sofia and Istanbul. 

Niš is situated at the 43°19' latitude north and 21°54' longitude east, in the Nišava valley, near the spot 

where it joins the South Morava. The main city square, the city's central part, is at 194 m (636 ft) above sea 

level. The highest point in the city area is "Sokolov kamen" (Falcon's rock) on the Suva Planina (Dry 

Mountain) (1,523 m (4,997 ft)) while the lowest spot is at Trupale, near the mouth of the Nišava (173 m 

(568 ft)). The city covers 596.71 square kilometres (230 sq mi) of five municipalities. Below Niska Banja and 

Nis, under the ground is a natural source of hot water, unique potential of clean and renewable geothermal 

energy at the surface of up to 65 square kilometers. The natural reservoir is at a depth of 500 to 800 

meters, and the estimated capacity is about 400 million cubic meters of thermal mineral water. 



 
The most important  Tourists Attractions in city of Niš:  

• Čegar – The place where Battle on Čegar Hill took place on 19 May 1809. is a location in Serbia 

where the Battle of Čegar Hill took place. It was first marked on July 4, 1878 with the following 

inscription: "To voivoda Stevan Sinđelić and his undead heroes who lost their lives on May 19, 

1809, in their attack on Niš. Knez Milan M. Obrenović IV and his brave soldiers redeemed them on 

December 27, 1877 by conquering Niš." Today's monument in the shape of a tower - a symbol of 

the soldiers' fortification - was erected for the fiftieth anniversary of the liberation of Niš from the 

Turks, on June 1, 1927. In 1938 a bronze bust of Stevan Sinđelić was positioned in the semicircular 

niche of the monument 

• Crveni Krst concentration camp – One of the few preserved Nazi concentration camps in Europe. It 

is on 12 February Boulevard. The Crveni Krst concentration camp (lit. Red Cross concentration 

camp), located in Crveni Krst, Niš, was operated by the German Gestapo and used to hold captured 

Serbs, Jews and Romanis during the Second World War. Established in mid-1941, it was used to 

detain as many as 35,000 people during the war and was liberated by the Yugoslav Partisans in 

1944. More than 10,000 people are thought to have been killed at the camp. After the war, a 

memorial to the victims of the camp was erected on Mount Bubanj, where many inmates were 

shot. A memorial museum was opened on the former campgrounds in 1967 and in 1979 the 

campgrounds were declared a Cultural Monument of Exceptional Importance and came under the 

protection of the Socialist Republic of Serbia. 

• Memorial to Constantine the Great – built in the city centre in 2013, in commemoration 

to Constantine the Great who was born in the city, on the anniversary of the Edict of Milan. 

Constantine the Great (Latin: Flavius Valerius Constantinus; Ancient Greek: Κωνσταντῖνος, 

romanized: Kōnstantînos; 27 February c. 272 – 22 May 337), also known as Constantine I, was a 

Roman emperor from AD 306 to 337. Born in Naissus, Dacia Mediterranea (now Niš, Serbia), he was 

the son of Flavius Constantius, an Illyrian army officer who became one of the four emperors of the 

Tetrarchy. His mother, Helena, was Greek and of low birth. Constantine served with distinction 

under emperors Diocletian and Galerius campaigning in the eastern provinces against barbarians 

and the Persians, before being recalled west in 305 to fight under his father in Britain. After his 

father's death in 306, Constantine was acclaimed as emperor by the army at Eboracum (York). He 

emerged victorious in the civil wars against emperors Maxentius and Licinius to become sole ruler 

of the Roman Empire by 324. 

• Bubanj – Monument to fallen Yugoslav World War II fighters, forming the shape of three clenched 

fists. The place where 10,000 civilian hostages from Niš and south Serbia were brutally murdered 

by German Nazis. Bubanj (Serbian Cyrillic: Бубањ; or as it is often called Bubanj Selo (Бубањ Село), 

because the city district of the city of Niš called Bubanj) is a village in the municipality of Palilula, 

City of Niš, Serbia. According to the 2002 census its population was 516 inhabitants (census 1991st 

was 441 inhabitants). It is famous for its World War II Bubanj Memorial Park, Historic Landmark of 

Exceptional Importance. 

• Kalča, City passage and Gorča – Trade centers situated in Milana Obrenovića Street. 

• Memorial Chapel in the memory of NATO bombing victims - The chapel was built by local 

authorities while the monument was built by the State government in 1999. They are situated in 

Sumatovacka street near Niš Fortress. 

https://en.wikipedia.org/wiki/%C4%8Cegar
https://en.wikipedia.org/w/index.php?title=%C4%8Cegar_Hill&action=edit&redlink=1
https://en.wikipedia.org/wiki/Crveni_Krst_concentration_camp
https://en.wikipedia.org/wiki/Nazi
https://en.wikipedia.org/wiki/Constantine_the_Great
https://en.wikipedia.org/wiki/Constantine_the_Great
https://en.wikipedia.org/wiki/Bubanj
https://en.wikipedia.org/wiki/Kal%C4%8Da
https://en.wikipedia.org/wiki/Memorial_Chapel_(Ni%C5%A1)
https://en.wikipedia.org/wiki/NATO
https://en.wikipedia.org/wiki/Bombing
https://en.wikipedia.org/wiki/Ni%C5%A1_Fortress


 
• Niš Fortress - The remaining fortification was built by the Turks, and dates from the first decades of 

the 18th century (1719–23). It is situated in the city center. Niš Fortress is a fortress in the city 

of Niš, Serbia. It is a complex and important cultural and historical monument. It rises on the right 

bank of the Nišava River, overlooking the area inhabited for longer than two millennia.[1] It was 

protected by law in May 1948 as it was declared a cultural site of great significance. The current 

condition of the fortress lists it as one of the best preserved fortifications of this kind in Serbia as 

well as on the Balkan Peninsula.  The fortress-cafes - They are situated near Stambol gate (the main 

gate of the fortress). 

• Mediana - Archeological site, an Imperial villa, from the late Roman period on the road leading 

to Sofia, Bulgaria, near EI Nis. Mediana is an important archeological site from the late Roman 

period, located in the eastern suburb of the Serbian city of Niš. It represents a luxurious residence 

with a highly organised economy. Excavations have revealed a villa with peristyle, thermae, granary 

and water tower. The residence dates to the reign of Constantine the Great 306 to 337. Although 

Roman artifacts can be found scattered all over the area of present-day Niš, Mediana represents 

the best-preserved part of Roman Naissus. In 1979, Mediana was added to the Archaeological Sites 

of Exceptional Importance list, protected by the Republic of Serbia. 

• Niška Banja (Niš spa) - A very popular spa during the summer season. It is 10 km (6 mi) from city 

center on the road leading to Sofia, in the bottom of Suva Planina Mountain. Niška Banja spa is one 

of the best known centers of health tourism in Serbia and it is the third most popular spa in Serbia 

after Vrnjačka Banja and Sokobanja. It is well known for its hot, radio-active water containing 

radon. The spa is home of a Summer cultural festival. There are several hotels in Niška Banja: 

Partizan, Radon, Srbija, Ozren, and Terme. Also, numerous villas are available 

• Tinkers Alley - An old urban downtown zone in today's Kopitareva Street, built in the first half of the 

18th century. It was a street full of tinkers and other craftsmen, but today it is packed with cafes 

and restaurants. Tinkers Alley also known as Coppersmith alley  is an old urban downtown which 

was built in the first half of 18th century. It was a street full of tinkers and other crafts, together 

with craftsmen houses deriving from Turkish period. Unfortunately, only one part from those 

houses was preserved today and protected as one structural building wholeness. The alley is 

protected by the state as a complex of great architectural value. Now the street has many cafes and 

restaurants 

• Skull Tower (Ćele Kula) - A monument to the Serbian revolutionaries (1804–13); a tower made out 

of skulls of Serbian uprisers, killed and decapitated by the Ottomans. It is situated on Zoran 

Đinđić Boulevard, on the old Constantinople road leading to Sofia. is a stone structure embedded 

with human skulls located in Niš, Serbia. It was constructed by the Ottomans following the Battle of 

Čegar of May 1809, during the First Serbian Uprising. During the battle, Serbian rebels under the 

command of Stevan Sinđelić were surrounded by the Ottomans on Čegar Hill, near Niš. Knowing 

that he and his fighters would be impaled if captured, Sinđelić detonated a powder magazine 

within the rebel entrenchment, killing himself, his subordinates and the encroaching Ottoman 

soldiers. The governor of the Rumelia Eyalet, Hurshid Pasha, ordered that a tower be made from 

the skulls of the fallen rebels. The tower is 4.5 metres (15 ft) high, and originally contained 952 

skulls embedded on four sides in 14 rows. Following the Ottomans' withdrawal from Niš in 1878, 

the tower was roofed over, and in 1892 a chapel was built around it. In 1937, the chapel was 

renovated. A bust of Sinđelić was added the following year. In 1948, Skull Tower and the chapel 

enclosing it were declared Cultural Monuments of Exceptional Importance and came under the 

https://en.wikipedia.org/wiki/Ni%C5%A1_Fortress
https://en.wikipedia.org/wiki/Fortress
https://en.wikipedia.org/wiki/Ni%C5%A1
https://en.wikipedia.org/wiki/Serbia
https://en.wikipedia.org/wiki/Ni%C5%A1ava
https://en.wikipedia.org/wiki/Ni%C5%A1_Fortress#cite_note-1
https://en.wikipedia.org/wiki/Mediana
https://en.wikipedia.org/wiki/Ancient_Rome
https://en.wikipedia.org/wiki/Sofia,_Bulgaria
https://en.wikipedia.org/wiki/Ni%C5%A1ka_Banja
https://en.wikipedia.org/wiki/Sofia
https://en.wikipedia.org/wiki/Suva_Planina
https://en.wikipedia.org/wiki/Tinkers_Alley
https://en.wikipedia.org/wiki/Skull_Tower
https://en.wikipedia.org/wiki/Zoran_%C4%90in%C4%91i%C4%87
https://en.wikipedia.org/wiki/Zoran_%C4%90in%C4%91i%C4%87
https://en.wikipedia.org/wiki/Constantinople


 
protection of the Socialist Republic of Serbia. Further renovation of the chapel occurred again in 

1989. As of 2013, 58 skulls remain embedded in Skull Tower's walls. The one that is said to belong 

to Sinđelić is enclosed in a glass container adjacent to the structure. Seen as a symbol of 

independence by Serbs, the tower is mentioned in the writings of the French Romantic poet 

Alphonse de Lamartine and the English travel writer Alexander William Kinglake. In the two 

centuries since its construction, it has become a popular tourist attraction, visited by between 

30,000 and 50,000 people annually. 

• Sultans Trail Long distance hiking and biking route from Vienna to İstanbul runs through Niš. The 

Sultans Trail is a long-distance footpath from Vienna to Istanbul. It is 2,400 kilometres (1,500 mi) 

long. The path passes through Austria, Slovakia, Hungary, Croatia, Serbia, Romania, Bulgaria, East 

Macedonia and Thrace in northern Greece, and Turkey. 

 

https://en.wikipedia.org/wiki/Sultans_Trail


 
 

The most important clients of Nis tourist sector are mainly domestic tourists, after which are foreign ones. 

Also, local tourist are the group which should not be left a side, since many restaurants are located outside 

the city center, and by that they attract people from city of Nis. The numbers presented in 2019, show that 

with exponential growth of Nis airport,  the number of foreign tourist increased.  

Out of the total number of tourists in Nis, 55,015 of them were domestic, while there were 79,927 

foreigners, the number of domestic guests increased by 9.4 percent, and foreign guests by 10.2 percent. 

Tourists who stayed in Nis last year realized almost 230,000 overnight stays, which is 8.4 percent more than 

in 2018. In December last year, there were slightly more than 10,000 tourists in Nis, which is 16.5 percent 

more than in December 2018. According to the data of the Republic Bureau of Statistics, in 2019, only 3,728 

tourists visited Niška Banja, which is 16.3 percent less than in 2018. In December, there were 319 tourists in 

Niška Banja.  

Knowing this, it is easy to say that due to pandemic of Covid 19, city of Nis lost a lot when it comes to 

continual development of tourist sector. 

3.2 Current situation of tourism sector in the destination.  

(Statistics about incoming of foreign tourist, domestic tourists, motives of travel, model of transport used, 

tourists according region etc) 

Tourism indicators covered in this part of literature review will help as to have a brief view on tourism sector 

development in City of Niš and specifically in Nišava region regarding characteristics of foreign tourists in Niš, 

the main trip characteristics of Serbian citizen’s resident within country, importance of tourism for the Nišava 

region economy, accommodation capacities in South Serbia, other tourism activities, etc. 

Tourists on the territory of the Nišava region and the City of Niš in 2016 

 

REGION TOURISTS TOURISTS' OVERNIGHTS AVERAGE TO 

 In total domestic foreigner In total domestic foreigner domestic foreigner 

Nišava Region 98,361 42,714 55,647 177,951 95209 82,742 2,2 1.5 

City of Niš 85,048 40,419 44,629 160,947 90175 70,772 2,2 1,6 

Municipality 

of Mediana 

43,283 18,917 24,366 73,164  35197 37,967 1,9 1,6  



 
Municipality 

of Niška Banja 

5,059 3,485 1,574  33,873 29023 4,850   8,3 3,1 

Municipality 

of Palilula 

32,442 15,261  17,181 47,320 21362 25,958 1,4 1,5 

Municipality 

of Pantalej 

 3,451 2,496  955 5,293  4113 1,180 1,6 1,2 

Municipality 

of Crveni Krst 

813 260 553 1,297 480 817 1,8 1,5 

Aleksinac 13,104  2,127  10,977 16555  4,658 11,897  2,2  1,1  

Gadžin Han / / / / / / / / 

Doljevac / / / / / / / / 

Merošina / / / / / / / / 

Ražanj / / / / / / / / 

Svrljig 209  168  41 449 376  73 2,2  1,8 

 

 

Based on data from the Republic Bureau of Statistics, in the Nišava region in 2016, the number of tourists 

was 98,361, of which 42,714 were domestic and 55,647 foreign. The City of Niš itself was visited by a large 

part of those tourists, as many as 85,048, of which 40,419 were domestic and 44,629 foreign. These tourists 

had a total of 1609,47 overnight stays in Nis – 90,175 domestic and 70,772 foreign, so that the average 

number of overnight stays of domestic tourists was 2.2, and foreign 1.6. The situation is similar in the Nišava 

area, on whose territory there were 177,951 overnights, of which 95,209 were domestic tourists, and 82,742 

were foreign, ie 2.2 nights per domestic tourist and 1.5 nights per foreign tourist. 

 



 
Most tourists in the City of Niš, as well as in the territory of the Nišava region, stayed on the territory of the 

Municipality of Mediana: a total of 43,283 tourists, of which 18,917 domestic tourists and 24,366 foreign 

tourists who realized a total of 73,164 overnight stays. Domestic tourists spent 35,197 nights in this territory, 

ie an average of 1.9 times per tourist, and foreign tourists 37,967 or 1.6 times per tourist. 

On the other hand, the smallest number of tourists was in the Niš's Municipality of the Crveni Krst, only 813. 

Out of the total number of tourists, there were 260 domestic and 553 foreign. The total number of overnight 

stays in the Municipality of the Crveni Krst was 1297 - domestic tourists spent 480 nights or 1.8 nights per 

tourist, and 817 when it comes to foreign tourists or an average of 1.5 nights per foreign tourist. 

The lowest number of tourists in 2016 was in the Municipality of Svrljig - only 209, of which 168 domestic 

and 41 foreign tourists. Tourists spent a total of 449 nights here, of which 376 were domestic and 73 

overnight stays by foreign tourists. However, on average, they are close to the average overnight stay in the 

Nisava area - domestic tourists spent 2.2 nights per tourist, and foreign tourists 1.8 times. 

For the municipalities of Gadžin Han, Doljevac, Merošina and Ražanj, which are also in the Nišava area, there 

is no data on tourists. 

Tourists on the territory of the Nišava region and the City of Niš in 2017 

 

REGION TOURISTS TOURISTS' OVERNIGHTS AVERAGE TO 

 In total domestic foreigner In total domestic foreigner domestic foreigner 

Nišava Region 117,141  48,449 68,692 202,994 98,991 104,003 2,0 1,5 

City of Niš 106,884  46,848 60,036 188,730 95,467 93,263 2,0 1,6 

Municipality 

of Mediana 

58,077  22,156 35,921 92,121 35,024 57,097 1,6 1,6 

Municipality 

of Niška Banja 

5,282  3,755 1,527 36,899 31,919 4,980 8,5 3,3 

Municipality 

of Palilula 

37,334  18,075 19,259 50,907 24,183 26,724 1,3 1,4 



 
Municipality 

of Pantalej 

4,407  2,394 2,013 6,444  3,722 2,722 1,6 1,4 

Municipality 

of Crveni Krst 

1,784 468 1,316 2,359 619 1,740 1,3 1,3 

Aleksinac 10,039  1,414 8,625 13,756 3,101 10,655  2,2  1,2 

Gadžin Han / / / / / / / / 

Doljevac / / / / / / / / 

Merošina / / / / / / / / 

Ražanj / / / / / / / / 

Svrljig 218  187  31  508  423  85 2,3  2,7 

 

The number of tourists in the Nišava region, according to official information from the Bureau of Statistics, 

increased by some ten thousand in 2017, so the total number of tourists was 117,141. The number of 

domestic tourists increased by slightly less than four thousand, so the total number of domestic tourists was 

48,449, while on the other hand the number of foreign tourists increased by more than ten thousand and 

amounted to 68,692. 

When it comes to the City of Nis, in 2017, it was visited by a total of 106,884 tourists, of which 46,848 were 

domestic and 60,360 foreign. They realized a total of 188,730 overnight stays, ie 95,467 overnight stays of 

domestic tourists or 2 overnight stays on average and 93,263 overnight stays of foreign tourists or 1.6 

overnight on average per foreign tourist. 

Most tourists, as last year, were on the territory of the Municipality of Mediana, a total of 58,077, of which 

22,156 domestic and 35,921 tourists. The total number of overnight stays was 92,121. Domestic tourists 

spent 35,024 nights, and foreign 57,097, and on average 1.6 nights per tourist in both categories. 

As in previous years, the least number of tourists in the territory of the City of Niš was in the Municipality of 

the Crveni Krst. However, the number of tourists increased slightly more than twice, so that the total was 

1,784. The number of domestic tourists increased less than twice and amounted to 468, while the number 

of foreigners was more than double compared to the previous year - 1316. The total number of nights was is 



 
2,359, of which 619 domestic and 1,740, which is an average of 1.3 overnight stays per tourist both when it 

comes to foreign and when it comes to domestic tourists. 

As in the previous year, there were the fewest tourists in the Municipality of Svrljig, and the increase was 

only by nine, ie a total of 218 tourists. Out of the total number of tourists, there were 187 domestic and 31 

foreign tourists. They spent a total of 508 nights, of which 423 times domestic, ie an average of 2.3 nights 

per tourist and 85 foreign, ie 2.7 nights per foreign tourists. 

 

Tourists on the territory of the Nišava region and the City of Niš in 2018 

REGION TOURISTS TOURISTS' OVERNIGHTS AVERAGE TO 

 In total domestic foreigner In total domestic foreigner domestic foreigner 

Nišava Region 130,485  51,846 78,639 225,388 107,107 118,281 2,1 1,5 

City of Niš 122,839  50,294 72,545 211,914 101,892 110,022 2,0 1,5 

Municipality 

of Mediana 

59,328  21,462 37,866 98,945 39,549 59,396 1,8 1,6 

Municipality 

of Niška Banja 

4,454  3,325 1,129 28,914 25,243 3,671 7,6 3,3 

Municipality 

of Palilula 

47,816  21,462 26,354 67,458 30,249 37,209 1,4 1,4 

Municipality 

of Pantalej 

5,338  2,722 2,616 9,279 5,130 4,149 1,9 1,6 

Municipality 

of Crveni Krst 

5,903  1,323 4,580 7,318 1,721 5,597 1,3 1,2 

Aleksinac 7,364  1,280 6,084 11,777 35,43 8,234 2,8 1,4 

Gadžin Han / / / / / / / / 



 
Doljevac / / / / / / / / 

Merošina / / / / / / / / 

Ražanj 6  4 2 6 4 3 1 1 

Svrljig 276  268 8 1691 1668 23 6,2 2,9 

 

A large increase in tourists on the territory of the Nišava region was in 2018, when the number of tourists 

increased by almost twenty thousand, ie a total of 130,485 tourists visited this territory. Out of that number, 

there were 51,846 domestic tourists, while there were 78,639 foreign tourists, which is some ten thousand 

more than last year. The total number of overnight stays was 225,388, of which 107,107 overnight stays were 

in the case of domestic tourists or 2.1 overnight stays per tourist. When it comes to foreign tourists, they 

spent a total of 118,281 nights, or 1.5 times per tourist on average. 

In the City of Niš, there were a total of 122,839 tourists, of which 50294 domestic and 72,545 foreign tourists. 

They spent the night a total of 211,914 times. When it comes to overnight stays, they spent an average of 2 

nights per tourist or a total of 101,892, while on the other hand there were a total of 110,022 overnight stays 

by foreign tourists, or 1.5 times per tourist. 

Almost half of the tourists on the territory of the City of Niš were in the Municipality of Mediana, a total of 

59,328 of which 21,462 domestic tourists and 37,866 foreign tourists. They spent a total of 98,945 nights. 

Domestic tourists spent an average of 1.8 nights per tourist or a total of 39,549, while foreign tourists spent 

an average of 1.6 nights or a total of 59,396. 

It is interesting that the least visited in the City of Niš in 2018 was the Municipality of Niška Banja with a total 

of 4,454 tourists, ie 3,325 domestic and 1129 foreign. A total of 28,914 overnight stays were realized here. 

Domestic tourists spent an average of 7.6 nights or a total of 25,243 nights, while foreign tourists spent an 

average of 3.3 times or a total of 3,671. 

In the Municipality of Svrljig, which was in the last place in previous years, the number of tourists increased, 

so there were a total of 276 tourists, ie 268 domestic and 8 foreign tourists. 1,691 overnight stays were 

realized, of which each domestic tourist spent 6.2 nights or a total of 1,668, while foreign tourists spent an 

average of 2.9 nights or a total of 23 overnight stays of foreign tourists. 

 



 
However, in 2018, tourist’s data also appear for the Municipality of Ražanj, which say that a total of 6 tourists 

visited this municipality of which two thirds or 4 domestic and 2 foreign tourists. They realized a total of 6 

nights, ie 4 when it comes to domestic tourists and 2 when it comes to foreign tourists. 

Tourists on the territory of the Nišava region and the City of Niš in 2019 

There are still no official data for the Nišava area when it comes to tourism in 2019. 

The Tourist Organization of Niš states that in 2919, an increase in the number of foreign tourists was recorded 

and that there were about 80,000 of them, which is 11.1% more than last year, when 72,000 foreign tourists 

visited Niš. Foreign tourists realized a higher number of overnight stays, a total of 124,000, compared to 

2018, when there were 110,000. As for domestic tourists, that number is around 55,000 in 2019, which is 

10% more than in 2018, when Nis was visited by 50,000 tourists. As for overnight stays, a total of 106,000 

was recorded in 2019, while that number last year was 101,000. 

 

4. EVALUATION OF TOURISM DESTINATION FROM TOURIST AND BUSINESS 

POINT OF VIEW THAT OPERATE IN TOURISM SECTOR 

4.1 Evaluation of tourism destination from tourist point of view. 

(Include findings provided from data collected through tourist questionnaires, presented in tables or 

figures, and interpretation of findings) 

Referring to the evaluation of the tourist destination of the Vlora region, the object of study were local and 

foreign tourists who visited this destination. The ratio of foreign tourists and domestic tourists interviewed 

is approximately 10% to 90%. This refers to the period April-May 2020 of data collection through online 

questionnaires, coincides with the Covid 19 situation that closed the borders and business activities in most 

part of the world. 

If we refer to local tourists, the evaluation of the tourist destination of the Vlora region is given by citizens 

who live in different cities of Albania (Table 4.1.1). 25% are local tourists living in the Albanian capital, 

Tirana, 28.8% of respondents are from Vlora and 19.4% are from Fier. The rest of the tourists are from 

different cities of Albania with a lower percentage. 

Foreign tourists who have been part of the evaluation of the tourist destination are from Italy, Germany, 

Sweden, and United Kingdom 

Table 4.1.1 City/state where the tourists come from 

Which (city, state) are you from? 

The sample of foreign tourist interviewed is composed of 11 people. 50% of them are females and, of 

course, the males are the same percentage  

They are mainly young: none of them are over 45 years old 



 

 
16-25 years old 26- 35 years old 36-45 years old Total 

Female 2 3 1 6 

Male 1 3 1 5 

Total 3 6 2 11 

 

and they come from all over Europe 

 
16-25 years old 26- 35 years old 36-45 years old Total 

Athens, Greece 
  

1 1 

Czech Republic 1 
  

1 

France 2 
  

2 

Italy 
  

1 1 

Russia 
 

1 
 

1 

Spain 
 

3 
 

3 

Switzerland, Geneva  
 

1 
 

1 

UK 
 

1 
 

1 

Total 3 6 2 11 

 

The level of instruction of people interviewed is pretty high: 

 
16-25 years old 26- 35 years old 36-45 years old 

Bachelor 2 1 2 

Doctor 
 

1 
 

Master 1 4 
 

Total 3 6 2 

 

and they are in Niš mainly for visiting friends and relatives or for volunteering 

 
16-25 years old 26- 35 years old 36-45 years old Total 

Cultural tourism 
 

1 
 

1 



 
Recommendations by a friend or 

relatives 
  

1 1 

Visit Friends & Relatives 2 2 
 

4 

Volunteering 1 2 1 4 

Other 
 

1 
  

 

Only 3 respondents decided to stay less than 3 nights. For all the others the stay exceeds a week. 

 
16-25 years old 26- 35 years old 36-45 years old Total 

1-3 nights 
 

2 1 3 

More than 7 nights 3 4 1 8 

Total 3 6 2 11 

 

The preferred accommodations are apartments of friends and relatives or private apartments 

 
16-25 years old 26- 35 years old 36-45 years old Total 

Camper site 
 

1 
 

1 

Dormitory  
  

1 1 

Hostel 
 

1 
 

1 

Other  
 

1 1 2 

Private apartments 1 1 
 

2 

Apartments of friends or relatives 2 2 
 

4 

Totale complessivo 3 6 2 11 

 

The foreign tourists are arrived mainly by bus (7 out of 11) and 3 by plane 

 
16-25 years old 26- 35 years old 36-45 years old Total 

Bus 1 5 1 7 

Plane 2 
  

2 

Plane to Belgrade and then bus 
 

1 
 

1 



 
Train 

  
1 1 

Totale complessivo 3 6 2 11 

 

Nine tourists out eleven have self organized the trip. The remaining two asked for the support of a travel 

agency 

 
16-25 years old 26- 35 years old 36-45 years old Total 

Self organized 2 6 1 9 

Through an agency 1 
 

1 2 

Total 3 6 2 11 

 

It’s very strange but the main source of information for the foreign tourists wasn’t internet but the 

reccomandation of friends and relatives. 

 

 
16-25 years old 26- 35 years old 36-45 years old Total 

Associations 1 
  

1 

Fairs 1 
  

1 

government program for volunteering 
 

1 
 

1 

Internet 
 

2 1 3 

Personal experience 
 

1 
 

1 

Recommendations from F & R 1 2 1 4 

Total 3 6 2 11 

 

Ten tourists out eleven prefer summer for they holiday trips. 

The satisfaction for the services supplied in a turist destination were analized taking into account the sex of 

the respondents. In the left side the score assigned by female tourists per each item and the same 

information for male tourists on the right. 

Female  Male 

The hospitality of the residents 5,0 5,0 The hospitality of the residents 

The beauties of the landscape 4,5 4,8 Cultural and historical heritage 

Cultural and historical heritage 4,3 4,6 The beauties of the landscape 



 
Pedestrian zones 4,3 4,6 Climate 

Safety 4,2 4,4 Parks and green areas 

Opening hours of banks and shops 4,2 4,2 Pedestrian zones 

Climate 4,0 4,2 Tour operators' knowledge of foreign languages 

Parks and green areas 4,0 4,0 Safety 

Opening hours of catering services 3,8 4,0 Opening hours of banks and shops 

Access to touristic information 3,7 4,0 

Information received before your arrival in the 

destination 

Tour operators' knowledge of foreign 

languages 3,5 4,0 The quality of urban design 

Information received before your arrival in 

the destination 3,3 4,0 Local traffic 

The quality of urban design 3,3 4,0 Availability of tour operators 

Informing tourists in the selected destination 3,3 3,8 Opening hours of catering services 

Overall organization of the touristic 

destination 3,3 3,8 Access to touristic information 

Water quality and shower areas 3,3 3,8 Informing tourists in the selected destination 

Car parking 3,2 3,8 Overall organization of the touristic destination 

Road infrastructure 3,2 3,8 Car parking 

Local traffic 3,0 3,6 Water quality and shower areas 

Cleanliness and orderliness  of beaches 3,0 3,6 Overcrowding of people on the beaches 

Environmental protection measures 3,0 3,4 Cleanliness and orderliness  of beaches 

Availability of tour operators 2,8 3,4 Environmental protection measures 

Overcrowding of people on the beaches 2,8 3,2 Road infrastructure 

 

 Several remarks are stimulate by the results: 

 The women are more severe than man. The average score of the firsts is 3,6 and for the man is 4,00 

 The hospitality of the residents is on top for both but already the second item is different. 

 The men are very satisfied of cultural and historical heritage, women prefer the landscape 



 
 The women a more coherent viewof the transport infrastructures: car parking, local traffic and road 

infrastructures are considered together and the score assigned is pretty low. 

 A note about the tour operators met and their knowledge of foreign languages. The score assigned 

by man and women to this topic is so different that arise some suspect about the skills of this 

category of tourist workers. 

 Finally the satisfaction about the environmental protection mesures is very low for both men and 

women. This result is coherent with the low satisfaction for the same topic of the managers of non 

accommodation activities of Nis. 

The importance for the services supplied in a turist destination were analized taking into account the sex of 

the respondents. In the left side the score assigned by female tourists per each item and the same 

information for male tourists on the right. 

Female Male 

Landscapes and nature 5,0 4,8 Landscapes and nature 

Personal safety 4,7 4,4 Personal safety 

Parks 4,3 4,4 Silence  and Tranquility 

Quality of service 4,2 4,2 Parks 

Urban environment 4,2 4,2 Accommodation services 

Accommodation services 4,0 4,2 Climate 

Silence  and Tranquility 3,8 4,2 Entertainment in the night life 

Climate 3,8 4 Quality of service 

Entertainment in the night life 3,0 3,4 Urban environment 

Sports activities 2,2 3,2 Sports activities 

Shopping 1,8 2,6 Shopping 

 

➢ The first 2 items are common both to male and female tourists 

➢ The presence of parks has an high ranking for both 

➢ Quality of urban life is very important for females viceversa has a low rank position for males.   

➢ Sport and shopping are in the last positions for both 

 

All interviewees are satisfied with their stay in Niš. When asked "Would you recommend this touristic 

destination to your friends and relatives?" only one answers "I don't know" 



 
Because of the sitation with the COVID-19 in 2020 tourist could not to travel. The situation with domestic 

tourists is littlebit diferent. 

We worked with the sample of domestic tourists is composed of 108 people: 82 are females and 26 males. 

They live not far from Niš. The average distance of the respective cities of residence from the latter is 91 

km. 

Cities of residence Tourists interviewed  

Aleksinac 1 

Bela Palanka 1 

Beograd 1 

Bor 18 

Bulevar Nemanjica 2 

Cuprija 3 

Gadzin Han 2 

Jagodina 5 

Knjazevac 5 

Krusevac 13 

Kuršumlija 1 

Leskovac 9 

Majdanpek 3 

Negotin 3 

Niš  1 

Nis Medijana 1 

Novi Sad 1 

Palilula 1 

Paraćin 4 

Pirot 8 

Prokuplje 4 

Surdulica 1 

Svrljig 4 



 
Vladicin Han 1 

Vranje 5 

Zaječar 9 

Zvezdara  1 

Total 108 

Average distance 91,0 km 

 

The average age of the sample is pretty young: more than 50% of interviewed is less than 35 yo. The most 

represented category is 26 – 35 yo: 41% of people interviewed. The level of instruction is high, about the 

60% attends the university or have a university diploma. 

Instruction level 16-25 26-35 36-45 46-55 56-65 Total 

Elementary school and less 8% 0% 0% 0% 0% 1% 

Four-year high school  42% 23% 48% 33% 17% 32% 

Postgraduate studies 0% 11% 0% 10% 0% 6% 

University 42% 55% 40% 52% 67% 50% 

University three years 8% 11% 12% 5% 17% 10% 

Total 100% 100% 100% 100% 100% 100% 

 

Travel behaviour: The preferred mean of transport is the car (54%) selected more by men (62%) than by 

women (51%). The bus is in the second position, the women in this case prevail (46%) on the men. This 

order of preferences of means of transport is motivated by the short average distance (91km) between Niš 

and the cities of residence of tourists. Negligeable is the weight of the other means of transport. The visit of 

Niš is organized autonomously by the 58% of tourists (81% if the traveler is male). It means that the travel 

agencies play still an important role: they arrange the 42% of the trips.  

The preferred accommodation are the private rooms (58%) selected more by men (65%) than women 

(55%).  The hotel is in the second position, the women in this case prevail (40%) on the men. Negligeable is 

the weight of the other kinds of accommodation.   

 
Female Male Total 

Camp 1% 0% 1% 

Hotel 40% 31% 38% 

My house 0% 4% 1% 



 
Private rooms  55% 65% 58% 

Tourist resort 4% 0% 3% 

Total 100% 100% 100% 

 

The preferences for the type of accommodation indicated that only a small fraction of the tourists 

interviewed stay in Niš for a short time. In fact, only a quarter of the interviewees stay from one to 3 nights. 

The others are divided between 4 and 7 nights or over 7 nights. 

 
Female Male Total 

1-3 nights 24,39% 30,77% 25,93% 

4-7 nights 40,24% 34,62% 38,89% 

over 7 nights 35,37% 34,62% 35,19% 

Total 100,00% 100,00% 100,00% 

 

Toursm Motivation 

When we talk about the motivation for the visiting of the tourism destination, we that the biggest 

motivation is Fun, and after that Shopping, when we talk about City of Niš, and when the question is what 

are motivation for tourism for ussusally, the resualt are: 

 

 

When we talk about tourm motivation in general, not specifically referred to Niš destination. 

Motivations / Age (%) 16-25 26-35 36-45 46-55 56-65 Total 

Fun 92 66 48 48 50 60 

24,9

16,9 16,9

8,8
10,0

8,0
7,3

4,2

1,9
0,8 0,4

0,0

5,0

10,0

15,0

20,0

25,0

Fun Sea tourism VFR ShoppingCultural tourismRecommended by friend or relativesBusiness tripHealth tourismGastronomyTransit tourismSport tourism



 
Sea tourism 17 41 56 48 0 41 

VFR 42 41 48 29 50 41 

Cultural tourism 33 30 24 14 0 24 

Business trip 8 18 24 10 33 18 

Recommended by friend or relatives 8 30 4 24 17 19 

Shopping 25 30 16 14 0 21 

Health tourism  0 11 8 14 17 10 

Gastronomy 0 9 0 5 0 5 

Sport tourism 0 0 0 5 0 1 

Transit tourism 8 0 4 0 0 2 

Total: 100 100 100 100 100 100 

 

1. Fun stays at the top, alone. 

2. Sea holiday and VFR are in the second position with similar percentages around 17%. 

3. The third group between 7% and 10% includes Business Trips, Shopping, cultural trips and the 

travel recommended by friends and relatives. 

4. Other motivations are far with very low percentages. 

Of course the previous ranking change deeply according the age of the tourists. For youngsters, for 

example, fun (92%) clearly prevails over any other motivation, even on the sea (17%), which is most 

appreciated (48%) by people between 36-45 yo. 

Information channels 

It is certainly no surprise that the internet is the most used information channel of all (78%).  It's instead a 

surprise that the places from second to fourth are occupied by "informal" information channels: relatives, 

friends and personal experiences. But the surprises are not over: travel agencies maintain a decent 34% 

and are immediately before the mythical social media,which have attracted enormous advertising 

investments in recent years. This battery of surprising results would deserves further study. 



 

 

 

 

 

 

Season preferred, and not preferred, for visiting Niš 

The preferred holiday season is, as might be expected, summer (76%), spring follows at a great distance 

(17%). The age of the respondents does not greatly influence these orientations. Winter, on the other 

hand, is the season considered less suitable for tourism, followed in this case by autumn. Again, age is not a 

discriminating parameter of different behaviors. 

 

Wich season do you most often choose for tourist trips?  

 
16-25 26-35 36-45 46-55 56-65 Total 

Autumn 8% 9% 4% 0% 17% 6% 

Spring 17% 18% 12% 19% 17% 17% 

Summer 75% 73% 84% 76% 67% 76% 

Winter 0% 0% 0% 5% 0% 1% 

77,8

63,9 63,9

51,9

34,3
30,6

25,0
19,4 18,5

8,3 6,5 4,6

0,0

10,0

20,0

30,0

40,0

50,0

60,0

70,0

80,0



 
Total 100% 100% 100% 100% 100% 100% 

 

and which season do you most often DO NOT CHOOSE for tourist trips? 

 
16-25 26-35 36-45 46-55 56-65 Total 

Autumn 33% 23% 32% 14% 50% 26% 

Spring 8% 0% 0% 5% 0% 2% 

Summer 0% 0% 4% 5% 0% 2% 

Winter 58% 77% 64% 76% 50% 70% 

Total 100% 100% 100% 100% 100% 100% 

 

As for seasonality, no substantial news emerged from the survey. Summer is the favorite holiday season, 

winter is the least interesting. The reasons are those that always emerge in this type of analysis: cold and 

bad weather, commitments with school or work. The only data on which to focus attention is that the two 

aforementioned constraints seem to loosen a little with the growth of age: among young people they affect 

92% of the interviewees, 73% ‘only’ among the elderly. 

Age 16-25 26-35 36-45 46-55 56-65 Total 

Bad Roads 8 9 4 0 0 6 

Bad weather / cold 75 68 32 43 50 55 

School & Work 17 7 24 29 33 18 

Prefer summer 0 5 16 10 0 7 

Expensive winter holidays 8 7 8 10 0 7 

Other 8 9 16 10 17 11 

Total 100 100 100 100 100 100 

 

 

Importance of the following elements for choosing the next holiday destination 

 



 

 

The graph highlights 4 groups of elements with a different weight in the choice of the holiday destination.  

The first group plays a key role in the decision and is made up of: natural beauty, personal safety, quality of 

service and accommodation The second group is still important but less decisive than the previous one and 

includes: peace, parks and climate.  Not important are the shopping opportunities, nightlife and sports 

activities. This tripartition is not influenced by the interviewee's gender but by their age: for youngsters, for 

example, the nightlife is very important, but their weight in the sample is limited and therefore in the end 

the interests, that are more transversal prevail. 

 

 

 

Satisfaction level for services provided by Niš 

 

At this point we decide to ask question about satisfaction level of the tourists with the services which were 

provided in their stay in the city of Niš. The marks were: 1- Very dissatisfied 2- dissatisfied 3- Average 

Satisfaction, 4- Satisfied, 5- Very Satisfied 

In the 108 answers which we collected tourists answer: 

3,7 3,6 3,5 3,5
3,3 3,2 3,2

3,0

2,6 2,6 2,5

2,2

0,0

0,5

1,0

1,5

2,0

2,5

3,0

3,5

4,0



 

 

 

Gastronomy is confirmed as the service most appreciated by visitors of Niš. This positive judgment also 

involves the related catering services. As indicated by previous questions, also the hospitality of the 

residents is confirmed as one of the strong points of the hospitality system. An opposite opinion, not 

favorable, receives, instead, the city tourist organization both as a whole but also for what concerns the 

availability of guides and tourist information. This group of services is in fact in the last positions. Traffic, 

parking and road infrastructures share the poor judgments assigned to the tourism organization The 

services connected to the environment (parks and green areas, pedestrian areas and natural beauties) are 

in second position but rather far from the firsts and therefore should certainly be improved. 

Young people, up to 35 years old, are the hardest critics of the local tourist organization, both as a whole 

and for its various activities in particular informational. It must be said that they also manifest the same 

critical attitude towards gastronomy even though it, also for them, is the top of the offer of Nis. On the 

opposite side is the group of older interviewees (56 - 65 years) who are systematically more satisfied than 

young people. Their scores contribute to raising the average of the totale scores. A detailed table with the 

preferences by age can be found on the following page. 

 

 

 

 

Age  Total 16-25 26-35 36-45 46-55 56-65 

Local gastronomy 4,14 4,00 4,05 4,12 4,24 4,83 

Opening hours of catering facilities 4,08 4,33 4,00 4,16 3,90 4,50 

Stores 4,05 4,08 3,93 4,16 4,05 4,33 

Catering services 3,99 4,17 3,86 4,00 4,00 4,50 

Hospitality of the local population 3,97 3,75 4,00 4,04 4,00 3,83 

4,14
4,08

4,05
3,99
3,97
3,96

3,90
3,89
3,87

3,78
3,73
3,71
3,69
3,69
3,67
3,66
3,63

3,55
3,55
3,54
3,53

3,44
3,43
3,42

3,26
3,13

3,04
3,00

0,00 1,00 2,00 3,00 4,00

Local gastronomy

Catering services

Bank and store opening hours

Fun activities

Number of pedestrian zones

Accommodation

Exchange rate

Information to tourists at destination

Environmental protection measures

Guide availability



 
Cultural-historical heritage 3,96 4,00 3,89 3,96 3,86 4,83 

Bank and store opening hours 3,90 4,42 3,75 3,96 3,71 4,33 

Climate 3,89 3,42 3,82 4,00 4,14 4,00 

Natural beauties 3,87 3,83 3,84 3,96 3,81 4,00 

Fun activities 3,78 3,75 3,89 3,84 3,62 3,33 

Security 3,73 3,67 3,73 3,60 3,76 4,33 

Parks and green areas 3,71 4,00 3,73 3,44 3,81 3,83 

Number of pedestrian zones 3,69 3,75 3,75 3,56 3,81 3,33 

Access to tourist information 3,69 3,67 3,52 3,84 3,76 4,00 

Information before arriving at the 

destination 3,67 3,75 3,59 3,68 3,62 4,17 

Accommodation 3,66 3,42 3,75 3,64 3,67 3,50 

Road infrastructure 3,63 3,58 3,61 3,32 3,86 4,33 

Number of souvenir shops 3,55 3,42 3,52 3,64 3,48 3,83 

Exchange rate 3,55 3,42 3,41 3,80 3,33 4,50 

Quality of urban design 3,54 3,17 3,52 3,44 3,76 4,00 

Sports activities 3,53 3,25 3,68 3,48 3,52 3,17 

Information to tourists at destination 3,44 3,17 3,45 3,36 3,48 4,17 

Local traffic 3,43 3,42 3,45 3,24 3,62 3,33 

Overall tourist destination organization 3,42 3,08 3,34 3,44 3,62 3,83 

Environmental protection measures 3,26 3,25 3,25 3,16 3,52 2,83 

Guide to foreign languages 3,13 3,17 3,07 3,20 3,14 3,17 

Parking availability 3,04 2,75 3,00 3,16 3,05 3,33 

Guide availability 3,00 3,00 2,84 3,20 3,05 3,17 

 

And the most important question at the end of the research is What about the future? 

Only 3 people are totally dissatisfied with the tourist offer of Nis because:  Lack of natural beauty - 2 

people; Lack of parks - 2 people; Inadequate road infrastructures - 2 people; Poor services - 2 people. 

 



 

 
Would you visit Nis again? 

Would you recommend Niš as tourist 

destination to friends and relatives? Yes Not Total 

Yes 105 
 

105 

Not 1 2 3 

Total 106 2 108 

 

4.2 Evaluation of tourism destination from private actors point of view that 

operate in tourism sector  

(Include findings provided from data collected through business questionnaires, presented in tables or 

figures, and interpretation of findings) 

 

At this research in Niš 17 private companies were interviewed. They operate in the sectors of Agroturism, 

Hotel industry, Restaurant, Tour Agency, Tourist guide. In the COVID-19 period it was really tricky to find 

private actors who work, and who are available to participate at the research process. The companies were 

set up for the most part in the last 10 years: 13 companies out of 17. 

Years Other businesses Hotels 

2006 
 

1 

2009 2 1 

2010 1 
 

2012 1 
 

2015 1 
 

2016 1 1 

2017 1 2 

2018 
 

3 

2019 1 
 

2020 1 
 

Total 9 8 

 



 
The companies are little entities mainly owned by single enterpreneurs. The little size of the interviewed 

companies  is confirmed also by the number of employees: less than 9 for 16 of them. In one case only is 

between 10 - 20 employees. The companies are located mainly in Niš and its surrounding. 

 
Agrotourism Hotel Restaurant Tour Agency Tourist guide Total 

Blace 1 1 2 
  

4 

Đurevac, Blace  1 
    

1 

Muzaće, Blace  
 

1 
   

1 

Niš 
 

3 
 

2 2 7 

Niš - Niška Banja 1 
    

1 

Svrljig 
 

2 
   

2 

Vrnjačka banja 
 

1 
   

1 

Total 3 8 2 2 2 17 

 

Summer is the season in which 11 companies interviewed out of 17  work the most. There aren’t relevant 

differences between hotels and the other tourist activities. 

 

 

Coherently with the previous graph, in summer, most of the hospitality companies achieve the highest 

occupancy rates. In this season 63% of hotels have an occupancy rate of over 61%. This level is achieved in 

autumn by only 27% of the accommodation units, and it drops dramatically in the other months. 
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Market and marketing 

Domestic tourists are the most important clients of Niš tourist sector. The second group of clients are  the 

foreign visitors. A couple of  companies (specifically restaurants) attracts also residents. 

 

 

 

 

The 88% of the companies promote its own activity through social media.  An hotel ask for the support of 

traditional media and an agritourism uses flyiers. 8 companies have the English version of their website and 

one also in Italian. 

Number of companies with their own website 

45%

9%

36%

18%

9%

27%

18%

0%

36%

45%

18% 18%

0%

18% 18%

45%

9%

0%

9%

18%

0%

5%

10%

15%

20%

25%

30%

35%

40%

45%

50%

Winter Spring Autumn Summer

0-20% 21-40% 41-60% 61-80% 81-100%

4 44

3

2

0

0,5

1

1,5

2

2,5

3

3,5

4

4,5

domestic tourists foreign tourists local tourists (people
from your city or

region)

Hotel

Other



 

 

 

Why to visit Niš and what to see 

Hotel managers and the managers of the other tourist services have really different point of views about 

the reasons that push the tourists to visit Niš. According the hoteliers the gastronomy plays a prominent 

role, while the managers of non-accommodation services don’t identify a key reason  stimulating the 

tourists to visit the city. 

 

 

 

On the right side of the attractions there is the number of quotations reported in the questionnaires. The 

attractions without digit have been quoted only once 

Attractions Number  
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of quotations 

Plum days 5 

Fortress 3 

Mediana 3 

Skull tower 3 

Aquapark in Svrljig 2 

Čegar 2 

Niševačka gorge 2 

Popova picnic area 2 

Prekonoška cave 2 

SIćevačka gorge 2 

Samar cave complex 2 

Belica canyon 

Birth house Drainac 

Bubanj Memorial Complex 

Cathedral 

Church of Good Friday 

Churches 

City center 

Congress center 

Gastro-cultural attraction "Merak"  

Historical monuments 

Jastrebac mountain 

konc. logor Crveni krst 

Koritnik. The largest and best paragliding airfield in 

the Balkans 

Kotlovi 

Lake 



 
Lokalitet Prebreza 

Military cemetery on Trošarina 

Monastir Ajdanovac 

Monastir Sv. Arhanđela Gavrila... 

National museum 

Old and Dry Mountain 

Ploče 

Plum monument  

Surrounding rivers 

Svrljig mountains 

Top wine fest 

Waterfall in Pretresnja 

 

If gastronomy is for hoteliers the main reason for visiting Niš, it is really strange that among the attractions 

there is nothing related to this attraction, except, probably, Merak. 

 

Potential of Niš to develop the tourism sector 

The non-hospitality tourist managers are more optimistic than hoteliers about the possibility to develop the 

tourism in Niš. If we consider that the value 3 is the positivity threshold, the hoteliers' data are 

systematically below this threshold. Non-hospitality tourism managers think that Niš has great but 

underused potential or not used at all. 



 

 

 

Advantages doing business supported by the resources described in the chart. The points of view of 

hoteliers and the  managers of other tourist services are pretty different. Taking into consideration that 3 is 

the breakpoint between a positive and negative opinion all the pubblic interventions are considered 

unanimously as an additional problems for tourist companies. The hoteliers have a more pessimistic 

approach than the ‘others’. All managers agreed that the most important asset of Niš is its image and the 

reachability, while surprisingly questionable are the historical resources. 
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When we talk about quality of the tourist infrastructures and facilites. Taking into consideration that 3 

means a rather poor evaluation of the infrastructures and facilities. Unanimous is the consideration that 

the stock of public facilities for tourism is rather low. The two groups of managers doesn’t show significant 

differences in their point of view. 

 

 

And quality evaluation of some additional public services. The opinion formulated by the two groups of 

tourist managers on this further group of services is also in this case substantially unanimous. The quality of 

food (so near tothe concept of gastronomy) is considered the real strengh point of Niš. It is appropriate to 

highlight the very poor evaluation for disabled services, on which ’Others’ are very critical and the negative 

evaluation for cycle paths. 
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Evaluation of some key components of tourist development. According to the unanimous opinion of all 

interviewees, Niš's key tourist resource is the courtesy of the inhabitants. This aspect is prized with a score 

of 4 and even higher. The greatest divergence of opinions between the two groups of interviewees occurs 

for the item "caring of the environment" for hoteliers it is close to the threshold of acceptability while for 

the "others" it is below "bad". As regards the other topics, the differences of opinion between the two 

groups are very limited, with a slight prevalence of optimism of the ‘others’. 

 

 

 

Public – Private cooperation evaluation 

Public-private cooperation is satisfactory as regards the exchange of information and the creation of 

tourism products. It is unsatisfactory as regards the promotion activities activated by the local government 

and on this aspect "others" are the most critical. Totally unsatisfactory is the use of tourism as a tool for 

social inclusion. This point of view is shared by both groups of interviewees. 
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When we ask them to Evaluate how the following factors limit or hinder the performance of your company 

- 1 1=strongly disagree; 2 = disagree; 3 = neutral; 4 = agree; 5= strongly agree. We collected the next 

answers: 
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The graph confirm the higher sensitivity of managers of ‘other services’ to the environment compared with 

the the hotelier. These ones are sensitive to the seasonality, the lack of infrastructures and the lack of 

training. The new technologies are perceived as a threat by both groups of managers. 

Also, Three are the topics where the difference of opinion between the two groups of interviewees is most 

relevant: 

• the role of the local government for improving the image of Niš,  

• the lack of experience in tourism,   

• the financial problems. 

 

 

Expectations about the Goverment 

Issues that the government must consider to encourage tourist development of a destinaton. 
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The graph clearly highlights the priorities that the government, according to the interviewees, should assign 

to the interventions in the tourism sector: financial support as the first, closely follow, marketing, 

promotion, and training is in third place. Other issues have negligible values. 

When the question is knoledge of National Strategy for Sustainable Tourism Development, we collected 

interesting answers: 

 

The high percentage of those who say they do not know the National Strategy for the Development of 

Sustainable Tourism suggests that the managers interviewed do not consider the knowledge of this 

document vital for the development of their business. 
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And at the and, the qustion about future position of the tourist sector was Why in the fututre the tourists 

will visit the city of Niš? 

The points of view of hoteliers and the ‘other’ managers about the future of the tourism in Niš are pretty 

different. The first ones consider the sightseeings and the culture the main drives of the tourism of the 

future. The second group doensn’t identify a motivation that clearly  prevails over the other. Not only, they 

deeply disagree the ideas of the hoteliers.  Maybe intervene for promoting  a common idea about the 

future is needed. 

 

 

 

5. Conclusions 

 
- Niš The domestiv tourists live not far from Niš. The average distance of the respective cities of 

residence from the latter is 91 km.  
- The level of instruction is high, about the 60% attends the university or have a university diploma. 

- The preferred mean of transport is the car (54%) selected more by men (62%) than by women 

(51%).  

- The visit of Niš is organized autonomously by the 58% of tourists (81% if the traveler is male). It 

means that the travel agencies play still an important role: they arrange the 42% of the trips.  

- The preferred accommodation are the private rooms (58%) selected more by men (65%) than 

women (55%). 

- They ussually stay in the city between 4 and 7 nights or over 7 nights 

- It’s possible identify four groups of motivations, fun is the most important 

- Internet is the most used information channel of all (78%). 
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- The preferred holiday season is, as might be expected, summer (76%), spring follows at a great 

distance (17%). The age of the respondents does not greatly influence these orientations. 

- Gastronomy is confirmed as the service most appreciated by visitors of Niš. This positive judgment 

also involves the related catering services 

- Traffic, parking and road infrastructures share the poor judgments assigned to the tourism 

organization 

- Young people, up to 35 years old, are the hardest critics of the local tourist organization, both as a 

whole and for its various activities in particular informational 

- On the opposite side is the group of older interviewees (56 - 65 years) who are systematically more 

satisfied than young people. Their scores contribute to raising the average of the totale scores 

- Foreign tourists who visit the City of Niš are mainly young and they come from all over Europe 

- It’s very strange but the main source of information for the foreign tourists wasn’t internet but the 

reccomandation of friends and relatives. 

- The biggest satisfaction of the foreign tourists is The hospitality of the residents 

- The men are very satisfied of cultural and historical heritage, women prefer the landscape 

- The women a more coherent viewof the transport infrastructures: car parking, local traffic and road 

infrastructures are considered together and the score assigned is pretty low. 

- Finally the satisfaction about the environmental protection mesures is very low for both men and 

women. This result is coherent with the low satisfaction for the same topic of the managers of non 

accommodation activities of Nis. 

- Fort he private sector Summer is the season in which 11 companies interviewed out of 17  work the 

most.  

- There aren’t relevant differences between hotels and the other tourist activities. 

- Domestic tourists are the most important clients of Niš tourist sector. 

- The 88% of the companies promote its own activity through social media.  

- According the hoteliers the gastronomy plays a prominent role, while the managers of non-

accommodation services don’t identify a key reason  stimulating the tourists to visit the city. 

- The non-hospitality tourist managers are more optimistic than hoteliers about the possibility to 

develop the tourism in Niš 
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