
 

1 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

 T1.1.1  Challenges and needs analyses -  
Evaluation of Tourism Destinations of 
Adriatic and Ionian Area-ADRION 

 

July 2020 

Draft version 

T1.1.2 CHALLENGES AND 
NEEDS ANALYSES 



 

2 
 

 

Table of contents 
 
 

1. BRIEF INTRODUCTION ………………………………………………………………………………………………………………… 5 

2. METHODOLOGY OF RESEARCH…………………….……………………………………………………………………………….. 5 

3. LITERATURE REVIEW …………………………………………………………………………………………….……………………. 

3.1  Definition of terms and concepts: tourism, destination, tourists…………………….……………………… 

6 

6 

4. OVERVIEW OF TOURIST ATTRACTIONS AND TOURISM SECTOR OF ADRION AREA….……………....……………………. 

4.1 Identification of tourist attractions of the ADRION AREA destinations ………………….………………. 

4.2 Current situation of tourism sector in the ADRION AREA destinations…………………………………… 

11 

11 

31 

5. BENCHMARKING ANALYSES OF TOURISM DESTINATIONS EVALUATION OF ADRION AREA FROM 

TOURIST AND BUSINESS POINT OF VIEW THAT OPERATE IN TOURISM SECTOR  ….…........................... 

5.1 Identification of challenges and need of tourism destinations evaluation from tourist point of 

view ………………………........................................………………………………………………………………………… 

5.2 Identification of challenges and need of tourism destinations evaluation from private actors’ 

point of view that operate in tourism sector …..………………………………………………………………………. 

 

40 

 
40 

 
 

73 

6. CONCLUSIONS …………………………..……………………………………………………………………………………………. 92 

7. REFERENCES ……………………………………………………………………………………………………………………………….. 98 

 

 

 

 

 

 

 

 

 
 

 



 

3 
 

 

List of Acronyms  
 
UNWTO - United Nation World Tourism Organization 
INSTAT - Institute of Statistics (Albania) 
MTE - Ministry of Tourism and Environment (Albania) 
UNWTO - United Nation World Tourism Organization 
EUROSTAT - Statistical Office of the European Union 
ERDF – European Research Development Fund 
 
 

List of tables   
  
Table 4.2.1 The number of the visitors that visited the cultural heritage in Italy in 2011 and 2015 
Table 4.2.2 Arrivals and presences in Province of Ferrara, year 2018  
Table 4.2.3 Overnight stay in Province of Ferrara – year 2017 and 2018   
Table 4.2.4 Arrivals and presences in Province of Ravenna, year 2018  
Table 4.2.4 Overnight stay in Province of Ravenna – year 2017 and 2018   
Table 4.2.6 Visitors in museums, archaeological parks and castles 
Table 4.2.7 Income from tourism in Albania for the year 2012, from the parks, Museums and directories of 
national culture 
 
Table 5.1.1 Percentage of foreign and national tourist  
Table 5.1.2 Percentage of tourists by gender 
Table 5.1.3 Percentage of tourist according to age-group 
Table 5.1.4 Percentage of tourists by education 
Table 5.1.5 Percentage of mean transports use by tourists 
Table 5.1.6 Percentage of types of accommodation used by tourist 
Table 5.1.7 Percentage according nights of staying in the destination by tourists 
Table 5.1.8 Percentage according ways to arrive in destination 
Table 5.1.9 Percentage according reasons to visit the touristic destination 
Table 5.1.10 Percentage according sources of information used by tourist to arrive in destination 
Table 5.1.11 Percentage according most frequented seasons by tourists 
Table 5.1.12 Level of satisfaction of domestic tourist in relation to what is offered in touristic destination  
Table 5.1.13 Percentage of tourists that would like to visit again the destination 
Table 5.1.14 Importance of elements to be considered in choosing a destination. 
Table 5.1.16 Percentage of surveyed to recommend the destination 
Table 5.1.17 Percentage of tourists according to the reasons for not visiting the destination 
 
Table 5.2.1 Year of the company establishment 
Table 5.2.2 Distribution of the companies by the type of ownership  
Table 5.2.3 Distribution of companies by field of business  
Table 5.2.4 The most frequented seasons  
Table 5.2.5  Distribution of companies by employed people 
Table 5.2.6  Frequency of main clients 



 

4 
 

Table 5.2.7 Distribution of the companies referring the website situation 
Table 5.2.8 Language used on the website 
Table 5.2.9 Effective ways to promote the business 
Table 5.2.10 the main reason/purpose of tourists to visit the touristic destination  
Table 5.2.11 Purposes of visiting the destination 
Table 5.2.12 Evaluation of the advantages of doing business in the touristic destination (question 15) 
Table 5.2.13 Summary of the most evaluated factors 
Table 5.2.14 Evaluation of the tourism infrastructures and facilities in the touristic destination (question 16) 
Table 5.2.15 Summary of the most evaluated factors of infrastructures and facilities in the touristic destination 
Table 5.2.16 the evaluation of the quality of the following services in the touristic destination (question 17) 
Table 5.2.17 The evaluation of the current level of tourism development in the touristic destination (question 18) 
Table 5.2.18 The evaluation of the factors that limit or hinder the performance of the company in tourist 
destination (question 19) 
Table 5.2.19 Information about National Strategy for Sustainable Tourism Development (question 20) 
Table 5.2.20 Government encouragement to the development of the touristic destination 
Table 5.2.21 The reason of the tourists to visit the touristic destination in the future 
 
 

    List of figures   
 
Figure 4.2.1 First 20 Italian municipalities by number of night spent in accommodation 
Figure 4.2.2 The trend of tourist arrivals and overnight stays in Vojvodina 2010-2019. 
Figure 4.2.3 Foreign arrivals by country Republika Srpska, Bosnia and Herzegovina 

 
 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

5 
 

 

 

 

1. BRIEF INTRODUCTION 

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 and 

IPAII, under INTERREG V-B Adriatic-Ionian ADRION Programme 2014-2020.  

 

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

market research have enabled the evaluation of 10 tourist destinations- Monza Municipality (Italy), Po 

Delta Area (Italy), Goriska (Slovenia), P4, P5, P6, P7 Fluska Gora (Serbia), Banja Luca (Bosnia and 

Herzegovina), Vlora Region (Albania) around the Adriatic and Ionian regions. A benchmarking analysis was 

used to evaluate 10 tourist destinations referring to the perception of tourism and local businesses 

operating in the tourism industry in order to identify challenges and needs for better management of 

tourist destinations and formulate joint destination development strategy, action plan and build the 

ADRION network. 

The purpose of deliverable T1.1.2 “Challenges and needs analysis” part of Activity T 1.1- “Market Research 

Competition Analysis” is the identification of challenges and needs for the development of a sustainable 

tourism strategy in the management of tourist destinations. A benchmarking analysis of 10 tourist 

destinations was conducted based on the tourism potentials offered by each destination, the current 

tourist situation based on statistics, the evaluation of tourist destinations through questionnaires 

addressed tourists and businesses operating in the tourism industry. 

 

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

attractions -natural, cultural, historical resources of ADRION AREA,  evaluation of current situation of 

tourism sector of ADRION AREA 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, 

benchmarking analysis of tourism destinations evaluation  regarding the tourist perceptions and 

businesses of tourism industry, identification of challenges and needs for better management of tourist 

destination. 

 

 

2. METHODOLOGY OF RESEARCH 

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 evaluation and the comparison of all the reports gathered from the partner in 

this project. Each of the reports includes market research and data collection about the situation of the 

tourism industry in 10 touristic destinations. As we mention in the previous step of this package, research 
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is based on the analysis of primary and secondary data related to the current situation of the tourist 

destination and the impact of the tourism sector on local economic development. Two questionnaires 

were designed to collect data regarding the tourist destinations from citizens/tourists that have visited 

this destination and business / private actors that operate in tourism industry of this destination. All the 

partners have used the same questionnaires. The market researches done in each of the partner countries 

in the project were analyzed creating a whole picture of the development of the touristic industry in these 

destinations.  

This analysis serves as a comparative way to conclude with the challenges and needs that this industry 

currently faces. Take into account all the results of each market analysis in these destinations, it will serve 

as a guideline to create the necessary strategies using all the potential resources which are the basis of 

current and future development. This analysis will help all to see the specifics of the current development 

of each destination, in order to point out the necessary action plan towards a sustainable tourism included 

also the promotion of parks and gardens as a common characteristic of all these destinations but also as 

hidden resources which can be further developed based between stakeholders. 

 

3. Literature review  

 
3.1   Definitions of terms and concepts: tourism, destination, tourist 

Even though definition of term tourism has engaged a number of researchers over time, this term even 

today remains subject of different interpretation giving us a variety of definitions (Richard Sharpley, David 

J.Telfer, 2002). According to Burns & Holden, this is not really a coincidence, but it is addressed partly to 

the multidisciplinary and partly abstract nature of this concept (Burns & Holden, 1995; 5). From one point 

of view, tourism can be defined in terms of activities or process, the definition given by Sharpley and 

Telfer, according to whom tourism can be defined as the activity or process that allegedly acts as catalyst 

of development (Richard Sharpley, David J.Telfer, 2002). While long before this definition has been 

introduced, Burkhar and Medlik have tried to make a classification of two main groups of tourism 

definitions (Burkhar & Medlik, 1981; 41-3): 

 

 Technical definitions which were made based on technical element like that of duration of tourism 

movements and activities. In this contest, a tourist is someone who travels and stays for more 

than 24 hours outside their normal country of residence. 

 Conceptual definitions which were made based on the nature and reasons of tourism movements 

and activities. In this contest, tourism consists on activities at leisure made during traveling by a 

person (Nash, 1981). This definition of tourism did not take in consideration the social aspect of 

tourism1.  

 
1 Ylli.L (2016). “Developing Albanian Tourism”. Academic Journal of Interdisciplinary Studies, MCSER 

Publishing, Rome-Italy. Vol 5 No 3 S1, December 2016. E-ISSN 2281-4612, ISSN 2281-3993. Pg. 279-287. 
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If there would be another group of definitions that for sure would include definition of tourism made by 

desire and ability of the tourist to travel. In fact this kind of definition is presented by Sharpley and Telfer, 

based on the argument that if people would have neither the desire nor the ability to travel tourism 

wouldn’t exist. In other words, tourism is a social phenomenon which involves the movement of people 

to various destinations (Richard Sharpley, David J.Telfer, 2002). So, putting all together up to now, tourism 

definition would include type of this phenomenon, which by the researcher’s point of view is connected 

to social, cultural and economic aspect, related with the type of people movement, within or outside the 

country where they live, and reasons that cause these movements. 

 

Lately, definition of tourism given by United Nation World Tourism Organization (UNWTO) include all the 

elements discussed above, describing it a phenomenon of social, cultural and economic nature that 

involves the motion of people to countries or destinations outside their typical surroundings for individual 

or business/occupational reasons2. As tourism is becoming a key driver for economic and social 

development for many countries worldwide its direct impacts are seen at enterprises and job creation, 

export revenues and infrastructure development (UNWTO 2015). Other evidence coming from UNWTO 

regarding tourism market growth highlights that 2017 marked the most rapid growth in global tourist 

arrivals since 2010.    

 

Anyhow, not overlooking any of the above definitions, for purposes of statistical measure we will refer to 

the tourism as activity of visitors taking a trip to a main destination outside their usual environment, for 

less than a year, for any main purpose, including business, leisure or other personal purpose, other than 

to be employed by a resident entity in the place visited (EUROSTAT). Without skipping social and cultural 

nature of tourist as a phenomenon, since tourism is becoming an important pillar in economy 

development this definition for purposes of statistical measure which we will refer throughout our 

research, is wider than the common everyday definition encompasses not only private, leisure trips but 

also visits to family and friends and business trips, viewed from an economic perspective, whereby 

holidaymakers and people making business trips have broadly similar consumption patterns, for example, 

transport, accommodation and restaurant / catering services (EUROSTAT)3. 

 

As tourism industry is a service based industry, it is quite appropriate to highlight that it is affected directly 

by the liking tourists experience during visiting a destination and the perception and memories they carry 

with them after living it.  Blasco define the boundaries of destination as a place where a tourist can rest, 

walk, spend his time in nature, see historical monuments, attend festivals, events, taste local cuisine and 

 
2 “Profile of Domestic and International Tourists in the CBC Region”. Institute for Research in Environment, Civil 

Engineering and Energy and Biologists of Albania, pg. 5. 
3 Eurostat regional yearbook 2015 – Eurostat Statistical Book. ISBN 978-92-79-49273-0, ISSN 2363-1716. Doi: 

10.2785/408702. Cat. No: KS-HA-15-001-EN-N.  Pg.193. 
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be part of unique features of a destination (Blasco et al., 2016)4. In this contest due to all its features and 

parts, which constitute its key elements in attracting tourists and meeting their needs upon arrival, it 

should be considering as a whole part. Different forms of tourism identify different types of tourism 

destinations (V. L. Smith, 1989). Identification of these last ones is facilitated by identification of their 

components, and even though there is still a review on the constituent elements and attributes of these 

components, all the authors agree regarding the function of them to make destination suitable and 

available for tourists. Different author has contributing on this trying to categorize them as primary 

including activities, physical settings and social/cultural attributes, secondary including catering and 

shopping, and additional elements, including accessibility and touristic information (M. Jansen-Verbeke, 

1986), or further more considering them from an economic perspective as key elements that contribute 

in the destination success such as cost, attractions, amenities, travel opportunities, travel arrangements 

and travel information (L. Moutinho, 2005)5.  C. Holloway et al. (2009) focus on concept of elements’ 

quality a destination should pay attention to achieve advantage and make them crucial element in 

defining the destination: attractions, amenities and accessibility. Categorization of tourism destinations 

according to V. L. Smith (1989) includes ethnic, cultural, historical, environmental and recreational tourism 

destinations and the one made by C. Holloway et al (2009) includes cultural, religious, shopping, 

gastronomic, other attractions, events, sports tourism and dark tourism. Moreover, tourists have various 

purposes and reasons to travel to a destination and they divide destination into different types, which 

relate to a geographical location, environment and nature or man-made structures of the tourism 

destination. 

 

For the purpose of creating a common ground for a harmonized understanding and working in the tourist 

field, UNWTO (2017) came out with some operational definitions to be used by all its members and 

tourism stakeholders. Some of these definitions to be referred to in this research are the following: 

Tourism product6 - A tourism product is a combination of tangible and intangible elements, such as 

natural, cultural and man-made resources, attractions, facilities, services and activities around a specific 

center of interest which represents the core of the destination marketing mix and creates an overall visitor 

experience including emotional aspects for the potential customers. A tourism product is priced and sold 

through distribution channels and it has a life-cycle. 

 

Tourism destination7 - A tourism destination is a physical space with or without administrative and/or 

analytical boundaries in which a visitor can spend an overnight. It is the cluster (co-location) of products 

 
4 “Profile of Domestic and International Tourists in the CBC Region”. Institute for Research in Environment, Civil 

Engineering and Energy and Biologists of Albania. Pg. 12.   
5 “Profile of Domestic and International Tourists in the CBC Region” - Institute for Research in Environment, Civil 

Engineering and Energy and Biologists of Albania, pg. 12.   
6 World Tourism Organization (2019), UNWTO Tourism Definitions, UNWTO, Madrid. ISBN electronic: 978-92-

844-2085-8. Pg.18. DOI: https://doi.org/10.18111/9789284420858. 
7 World Tourism Organization (2019), UNWTO Tourism Definitions, UNWTO, Madrid. ISBN electronic: 978-92-

844-2085-8. Pg.14. DOI: https://doi.org/10.18111/9789284420858. 
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and services, and of activities and experiences along the tourism value chain and a basic unit of analysis 

of tourism. A destination incorporates various stakeholders and can network to form larger destinations. 

It is also intangible with its image and identity which may influence its market competitiveness. 

 

Operational definitions on tourism types8 include the following categories: 

 Cultural tourism 

 Business tourism (related to the meetings industry) 

 Ecotourism 

 Gastronomy tourism 

 Rural tourism 

 Coastal, maritime and inland water tourism 

 Adventure tourism 

 Urban/city tourism 

 Health tourism 

 Mountain tourism 

 Wellness tourism 

 Education tourism 

 Medical tourism 

 Sports tourism 

 

For the purpose of collecting, elaborating and analyzing statistical data on tourism field, we will 

refer to the categorization made by EUROSTAT according to the origin and destination of visitors, 

where can be distinguished three types and derived grouping9: 

 Domestic tourism means visits within a country by visitors who are residents of that country. 

 Inbound tourism means visits to a country by visitors who are not residents of that country. 

 Outbound tourism means visits by residents of a country outside that country. 

 

Derived groupings: 

 National tourism means domestic and outbound tourism. 

 Internal tourism means domestic and inbound tourism. 

 International tourism means inbound and outbound tourism. 

 

According Gravity Model (Matias, 2004; Dubarry, 2000), Linnemann (1966), the tourist flow between two 

countries depends on three categories of factors; driving factors (the origin), attractive (the destination) 

and resistance factors (individual among an origin and a specific destination). 

 
8 World Tourism Organization (2019), UNWTO Tourism Definitions, UNWTO, Madrid. ISBN electronic: 978-92-

844-2085-8. Pg.28. DOI: https://doi.org/10.18111/9789284420858 
9 EUROSTAT. https://ec.europa.eu/eurostat/statistics-explained/index.php?title=Glossary:Tourism 

https://ec.europa.eu/eurostat/statistics-explained/index.php?title=Glossary:Tourism
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Tourism definition for statistical measure purposes used by Statistical Office of the European Union helps 

to make the different between traveler vs visitor: traveler is someone who moves between different 

geographic locations, for any purpose and any duration while visitor is a traveler taking a trip to a main 

destination outside his/her usual environment, for less than a year, for any main purpose (business, 

leisure or other personal purpose) other than to be employed by a resident entity in the country or place 

visited. A visitor is classified as tourist (or overnight visitor), if his/her trip includes an overnight stay, or 

same-day visitor (or excursionist), if his/her trip does not include an overnight stay and trips taken by 

visitors qualify as tourism trips.10 

 

A park11 is an area of natural, semi-natural or planted space set aside for human enjoyment 

and recreation or for the protection of wildlife or natural habitats. Urban parks are green spaces set aside 

for recreation inside towns and cities. National parks and country parks are green spaces used for 

recreation in the countryside. State parks and provincial parks are administered by sub-national 

government states and agencies. Parks may consist of grassy areas, rocks, soil and trees, but may also 

contain buildings and other artifacts such as monuments, fountains or playground structures. 

Many parks have fields for playing sports such as baseball and football, and paved areas for games such 

as basketball. Many parks have trails for walking, biking and other activities. Some parks are built adjacent 

to bodies of water or watercourses and may comprise a beach or boat dock area. Urban parks often have 

benches for sitting and may contain picnic tables and barbecue grills. 

The largest parks can be vast natural areas of hundreds of thousands of square kilometers (or square 

miles), with abundant wildlife and natural features such as mountains and rivers. Many natural parks are 

protected by law, and users may have to follow restrictions (e.g. rules against open fires or bringing in 

glass bottles). Large parks may have areas for canoeing and hiking in the warmer months and, in some 

northern hemisphere countries, cross-country skiing and snowshoeing in colder months. There are also 

amusement parks which have live shows, fairground rides, refreshments, and games of chance or skill. 

A national park is a reserve of land, usually, but not always declared and owned by a national government, 

protected from most human development and pollution. Although this may be so, it is not likely that the 

government of a specific area owns it, rather the community itself. National parks are a protected 

area of International Union for Conservation of Nature Category II. This implies that they are wilderness 

areas, but unlike pure nature reserves, they are established with the expectation of a certain degree of 

human visitation and supporting infrastructure. 

A public garden12 is an institution that maintains collections of plants for the purposes of public education 

and enjoyment, in addition to research, conservation, and higher learning. It must be open to the public 

and the garden's resources and accommodations must be made to all visitors. Public gardens are staffed 

by professionals trained in their given areas of expertise and maintain active plant records systems. 

 
10 EUROSTAT. https://ec.europa.eu/eurostat/statistics-explained/index.php?title=Glossary:Tourist 
11 https://en.wikipedia.org/wiki/Park#National_parks 
12 https://www.publicgardens.org/about-public-gardens/what-public-garden 

https://en.wikipedia.org/wiki/Recreation
https://en.wikipedia.org/wiki/Urban_park
https://en.wikipedia.org/wiki/National_park
https://en.wikipedia.org/wiki/Country_park
https://en.wikipedia.org/wiki/State_park
https://en.wikipedia.org/wiki/Provincial_park
https://en.wikipedia.org/wiki/Baseball
https://en.wikipedia.org/wiki/Football
https://en.wikipedia.org/wiki/Basketball
https://en.wikipedia.org/wiki/Picnic_table
https://en.wikipedia.org/wiki/Barbecue
https://en.wikipedia.org/wiki/Canoeing
https://en.wikipedia.org/wiki/Cross-country_skiing
https://en.wikipedia.org/wiki/Snowshoeing
https://en.wikipedia.org/wiki/Government
https://en.wikipedia.org/wiki/Protected_area
https://en.wikipedia.org/wiki/Protected_area
https://en.wikipedia.org/wiki/International_Union_for_Conservation_of_Nature
https://en.wikipedia.org/wiki/IUCN_protected_area_categories
https://ec.europa.eu/eurostat/statistics-explained/index.php?title=Glossary:Tourist
https://en.wikipedia.org/wiki/Park#National_parks
https://www.publicgardens.org/about-public-gardens/what-public-garden
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4. OVERVIEW OF TOURIST ATTRACTIONS AND TOURISM SECTOR OF THE 

ADRION AREA. 

 
4.1 Identification of tourist attractions of the ADRION AREA destinations 

 
4.1.1 Destination of Monza  Italy13 

Monza is a city and commune on the River Lambro, a tributary of the Po in the Lombardy region of Italy, 

about 15 kilometers (9 miles) north-northeast of Milan. It is the capital of the Province of Monza and 

Brianza. Monza is best known for its Grand Prix motor racing circuit, the Aerodrome National di Monza, 

which hosts the Formula One Italian Grand Prix with a massive Italian support fans for the Ferrari team. 

 

Figure 4.1.1 St. John the Baptist - The Cathedral of Monza 

 
 
With an urban fabric which still shows its Roman and medieval layout, the historical center roughly 

corresponds to the area occupied by the old town, once surrounded by walls, almost totally demolished 

in 1813. Among the main works of art, we should mention for their importance the paintings and 

sculptures from the second half of the 19th century and the early decades of the 20th century by Bianchi, 

Pompeo Mariani, Anselmo Bucci, Arturo Martini, and Marino Marini. The museum is just a stone's throw 

from the vast Piazza Trento e Trieste previously Piazza del Mercato which ‘was recently redeveloped, and 

is overlooked by the imposing town hall, the Palazzo Comunale (1932). 

 

 
13 Monza Town Council, https://turismo.monza.it/ 

https://turismo.monza.it/
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At the center stands the Monumento ai Caduti (1932), by Enrico Pancera: twelve powerful figures 

representing the victorious assault led by Victory. The longest side of the square is occupied by the great 

neoclassical building of the former Seminary, now the Palazzo degli Studi. Which houses the Liceo Classico 

Zucchi, Biblioteca Civica and the Raccolte Storiche del Comune. 

In the adjacent Piazza Roma is the old town hall, known as the Arengario from Latin arengarius. place for 

assemblies), built in the late 13th century almost next to the Duomo, a visual representation of the 

separation of powers religious and civil in the period of the medieval communes. 

 

Among the sights of the old town, we should also remember the Torre Viscontea in Via Azzone Visconti, 

the only evidence of the castle built by Galeazzo Visconti: the complex of San Gerardino (Via Gerardo dei 

Tintori, once the seat of the oldest hospital in the town, founded in the 12th century by St. Gerard, co-

patron saint of Monza, and dating back in its current form to the end of the 18th century; the nearby 

ponte di San Gerardino; and the Mulino Colombo dating from the 18th century and now home to a 

museum and exhibition center. 

 

Just outside the medieval center are the church of San Maurizio (Piazza Santa Margherital, built in 1736 

on the site where there was previously the convent of Sister Virginia De Leyva, Manzoni's Nun of Monza, 

and the church of San Gerardo al Corpo (19th century), the resting place of the saint's remains. Slightly 

further away, bordering the park, is the sanctuary of Santa Maria delle Grazie, the most important 

example of Renaissance architecture in Monza. 

The Villa Reale, a splendid example of neoclassical architecture, was built between 1777 and 1780 by 

Giuseppe Piermarini for Governor Archduke Ferdinand of Austria General of Lombardy. 

 

Figure 4.1.2 The Villa Reale 
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Monza's Park makes the town an extremely popular destination for tourism and leisure activities on a par 

with similar places in Europe, from Versailles to Schonbrunn and Caserta. Created by Eugene de 

Beauharnais, Napoleon's stepson and Viceroy of Italy in 1805, and designed by Luigi Canonica as a model 

estate and game reserve, the park incorporated large tracts of land to the north of Monza and a stretch 

of the Valle del Lambro, including the Durini stately homes and many farms and mills. But Monza's green 

areas are not limited to its Park. In addition to the Gardens of the Villa Reale, we should mention the 

woods of the Boschetti reali, which link the old town igj and the monumental complex, the "Niso 

Fumagalli” rose garden overlooking the orangery (Serrone) of Villa Reale, and the many 'secret gardens" 

of the town's finest private residences. 

 

There is widespread greenery, thus visitors with a source of physical and intellectual pleasure, far from 

the town's traffic. Widely seen as the "green" jewel of the town of Monza, the Park was created in the 

early 1800s by Napoleonic edict. 

A letter testifies that Josephine Bonaparte asked her son Eugene to build a park larger than that of 

Versailles. Her wish would be fulfilled: the Parco di Monza in fact covers 700 hectares, against the 250 of 

Versailles. The park can be visited on foot, on roller-blades, by bike and on horseback. 

At Cascina Bastia, at the Porta Monza entrance, a bicycle rental service is available (open daily in summer; 

reduced hours in spring and autumn; only on weekends in winter). 

The Park also owes its beauty to the presence of buildings of significant interest. These include Villa 

Mirabello and, in a dominant, central position.  

Today they serve various functions related to the needs of the community, while maintaining their unique 

characteristics: Cascina San Fedele hosts events and educational activities; Cascina Frutteto is home to 

the Scuola Agrariadel Parco di Monza, Cascina Costa Alta is now a hostel; and Cascina Costa Bassa is a day 

centre for the elderly. Once the driving force of the economy of the Park, its mills today perform 

residential or agricultural functions. At Mulini Asciutti, which houses the only paddle wheel still working, 

the Research Centre for Environmental Education (CREDA) is involved, among other things, in a project to 

explore the techniques of bakery and cereal processing.  

 

Monza is not only a town of art and culture, racing and speed, but also of greenery and cycle paths. In fact 

the town has, in addition to its Park, two other important resources: the River Lambro and the Villoresi 

canal. The latter in particular is a fascinating way to enjoy the natural landscape on foot or by bike, 

allowing you to cross the city immersed in greenery, bordered with old factories, private gardens, 

vegetable gardens and orchards.  

As well as being maps of the city center and the Park of Monza, the "bike maps" list refreshment and 

service facilities (bike repair shops, bike rentals, etc.). 

The Gardens of the Villa Reale, which cover about 40 hectares, surround the buildings of the house and 

are a priceless heritage in terms of landscape, history, architecture and monuments. 
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The feature that has made the Gardens famous all over the world is the large variety of centuries- old 

trees: green giants including oaks, cypresses, horse chestnut trees, and cedars of Lebanon, whose size and 

botanical peculiarities make them unparalleled. 

 

Villa Reale, was planted in 1964 thanks to the industrialist Niso Fumagalli, president of the Associazione 

Italiana della Rosa, whose aim was to promote the love and passion for this flower. Venue since 1965 of 

the Concorso Internazionale della Rosa, it has attracted rose growers and enthusiasts from all over the 

world that so far have presented some 4.000 new varieties. 

Sport in the park of Monza is extremely popular, involving thousands of people who choose to practice 

sport outdoors in the park's green areas, avenues and pathways all year round. Individuals or small groups 

come here to enjoy themselves, not just organized sports clubs. The most important facility is without 

doubt the Autodromo Nazionale Monza, where racing events of international importance are held 

(Formula One grand Prix, Coppa Intereuropa Storica, Monza Rally Show, etc…).  

 

There has been a horse-riding facility near Villa Mirabello since 1979. There are five trails in the park for 

this new way of practicing sport for everyone all year round, which offers an easy, cheap and fun way to 

enjoy a healthy and active lifestyle. Certified instructors of the Scuola Italiana Nordic Walking, a guarantee 

of professionalism and expertise, offer lessons, courses and activities in the park. 

The City of Monza in collaboration with the Lombard Regional Committee of the FISO (Italian Orienteering 

Federation) has created a permanent orienteering course in the park's woods. The sport consists of 

following a predefined path with numbered check points (plates with international white/orange symbols) 

using solely a compass and a detailed topographic map. 

After being given the map, each participant must complete the course between these checkpoints in the 

shortest possible time possible. Monza's Park, then is a "natural" gym, with a sports and educational role, 

aimed at toddlers and school children as well as offering leisure activities for everyone who wants to try 

their hand at an alternative sport outdoors. Set amidst the greenery of the park is the Golf Club Milano, 

reference point for golf enthusiasts. Covering over 100 hectares with 27 holes, the golf club hosts 

international and national golf events. 

 

Racetrack 

Figure 4.1.3 Monza Eni Circuit 
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Built in 1922, in just 110 days, the track was built to a design of the Automobile Club Italia to host races 

and carry out experiments in motor sport. Since then, except for during the war, the track has always 

hosted the Formula 1 Italian Grand Prix. 

Its popularity among enthusiasts is testified by the hundreds thousands of spectators who pack the stands 

for sporting events such as the Formula 1 Italian Grand Prix and the Coppa Intereuropa Storica. 

The location of the race track inside the park, creates a unique setting in a natural environment. The 

facility also hosts numerous open air meetings, exhibitions, shows and music events. Guided tours allow 

visitors to see the Autodromo in all its aspects. 

There are now also "Hot Lap” services, allowing visitors to get in a GT car with a driver and experi-ence 

the thrill of a breath-taking ride, or the dream of driving prestigious GT or authentic Formula 3 to Formula 

1 cars, in the footsteps of current and past champions. The instructors train participants to control the car 

in an emergency situation and in all road conditions. 

The training course reproduces, in total safety, unforeseeable dangers, braking, obstacles, wet bends, 

slippery tarmac and various types of bend. The track's international reputation for sporting excellence, 

experimentation, ease of communication and the facilities them-selves, have made it possible to bring 

together national and international bodies, in collaboration with organizations, universities and 

companies, focusing on development, social issues and sustainability. 

The Autodromo has always been home to technological experimentation. from disc brakes 11953) to the 

guardrail 11955). not to mention draining/ self-cleaning tarmac 11999), and the Radio Frequency tran-

sponder 11989) for vehicle identification and the monitoring of journey times. 

 

4.1.2 Destination of PO DELTA AREA – Emilia-Romagna region – Ferrara and 

Ravenna provinces - Italy 
With 63.2 million tourists a year (2018), Italy is the fifth most visited country in international tourism 

arrivals.14 People mainly visit Italy for its rich culture, cuisine, history, fashion and art, its beautiful 

coastline and beaches, its mountains, and priceless ancient monuments. Italy also contains more World 

Heritage Sites than any other country in the world.  Tourism is one of Italy's fastest growing and most 

profitable industrial sectors, with an estimated revenue of €189.1 billion.15 The tourism contributes more 

than 10% at the national GDP and more than 2 million and half of units of employees (among direct and 

indirect employed)16.  

 

In terms of natural resources, with its approximately 4,660 mi of coastline, Italy is the ideal place for 

water lovers. The wide variety of its beaches makes it perfect for every type of vacationer in search of 

 
14 UNWTO Tourism Highlights, 2015 Edition. 2015. doi:10.18111/9789284416899. ISBN 9789284416899. 
15 "Competitiveness goal". Www.invitalia.it. Retrieved 1 April 2018. 
16 http://www.federturismo.it/it/documenti/rassegna-stampa-2018/febbraio-2018/11790-turismo-italia-documento-

federturismo-elezioni-2018-web/file.html  

https://en.wikipedia.org/wiki/Italy
https://en.wikipedia.org/wiki/World_Tourism_rankings
https://en.wikipedia.org/wiki/Tourism
https://en.wikipedia.org/wiki/Doi_(identifier)
https://doi.org/10.18111%2F9789284416899
https://en.wikipedia.org/wiki/ISBN_(identifier)
https://en.wikipedia.org/wiki/Special:BookSources/9789284416899
http://www.invitalia.it/site/eng/home/investment-opportunities/tourism.html
http://www.federturismo.it/it/documenti/rassegna-stampa-2018/febbraio-2018/11790-turismo-italia-documento-federturismo-elezioni-2018-web/file.html
http://www.federturismo.it/it/documenti/rassegna-stampa-2018/febbraio-2018/11790-turismo-italia-documento-federturismo-elezioni-2018-web/file.html
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nature, fun, and rest and relaxation. The Italian coast, with its countless gulfs, coves and inlets, touristic 

ports and long, sandy beaches, is truly adapted to the water lover’s every demand. It is chock-full of fishing 

villages, and coastal cities with sea resorts and day beaches - much of it easily reachable by car, train and 

planes, and vessels large and small.   

Italy is also a territory of Peaks and Pinnacles with the Alpi, the large European mountain range rises in 

the northernmost extremity of Italy, defining the geographical boundary and Apennines, mountain range 

unites the two extremities of Italy.   

Wildlife parks boasting untainted beauty offer an ideal setting for those who decide to spend their 

vacations in contact with nature, discovering Italy’s flora and fauna, visiting its sunny islands and 

surrounded by the typical Mediterranean landscape.17 

 

In terms of culture, arts and history, Italy has been, since antiquity, the centre of history, culture and art. 

Museums, collections and archaeological sites reveal countless tokens of the past and the many 

civilizations that have passed across this country, evidence of which is still inextricably woven into the 

present-day landscape. Italy hosts unique and fascinating events of international resonance throughout 

the year, providing innumerable opportunities for experiencing intense emotions.  

Italy has a total of 55 sites inscribed on the UNESCO List, making it the country with the highest number 

of World Heritage Sites that are present across the entire Country: from the Langhe landscapes in the 

North to the Arab-Norman domes of Palermo and, obviously, to the Eternal City in the centre. The historic-

artistic heritage of our Country comprises hundreds of archaeological sites and over 3000 museums that 

can all be visited.18 

 

Italy offers endless and amazing opportunities for those seeking a vacation dedicated to sports and 

physical activity - for those who want to be in close contact with nature both summer winter, surrounded 

by breath-taking sceneries and unique landscapes.  Not only, but qualified and well-equipped facilities are 

available to assist guests and meet their every need. Italy's countless marinas and ports, and various 

tourist organizations offer opportunities to indulge in water sports, such as windsurfing, kitesurfing, 

swimming, sailing and motor-boating, and water-skiing.  Whatever the season, whatever the passion, Italy 

is the place for a sports-related vacation beyond compare! Italy is the perfect background for golf, cycling 

and cycle excursion, rafting, mountain biking, hiking, horseback riding along amazing bridle path and many 

other outdoor sports.   

Italy is subdivided in Regions: one of this, where there are the territories of Province of Ferrara and 

Ravenna and the Po Delta area involved in the project, is the Emilia-Romagna region 

Emilia-Romagna is a top European tourism destination, welcoming more than 11.5 million visitors annually 

and generating 50 million overnight stays. 

 
17 www.enit.it . Italian Tourist Official Website   
18 https://www.esteri.it/mae/en/servizi/benvenuti_in_italia/conoscere_italia/turismo_cultura and WEBSITE 

www.enit.it  

http://www.enit.it/
https://www.esteri.it/mae/en/servizi/benvenuti_in_italia/conoscere_italia/turismo_cultura
http://www.enit.it/
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Its unique attractions – historical, cultural, artistic, social, industrial and economic – provide visitors with 

an authentic, all-round experience of the Italian lifestyle. 

Emilia-Romagna is a highly-specialised product with broad appeal for the meetings industry, offering a 

vast range of experiences from leisure to cultural, to active and experiential. On the whole, the region can 

be considered an ideal business destination. 

The 2 Provinces of Ferrara and Ravenna are characterized by some common elements in particular in 

the Po Delta area, territory involved in the TANGRAM project. Po Delta Regional Park of Emilia-

Romagna19 is one of the most important nature parks of Europe, covers an area of 54.000 hectares and 

nine municipalities in the provinces of Ferrara and Ravenna. This land is rich in different natural 

environments: sand dunes along the coast, the forest of Mesola, charming paths along the rivers, 

ancient pine woods close to Ravenna, the wide brackish water expanses of the “Valli di Comacchio” and 

of the “Sacca di Goro”, the fresh water wetlands of Argenta and Ostellato. In these areas a lot of birds 

shelter and find nourishment.  

The Po Delta, from June 2015, was indicated as International Reserve of the Biosphere, MAB, from 

UNESCO.  

The Visitor Centres are the main points of reference for visiting the Park Stations, where educational and 

recreational initiatives are proposed and where it is possible to obtain information on the environmental 

characteristics of the protected areas and on the activities and excursions promoted by the Park. In the 

Visitor Centres and in the Museums and Eco museums of the Po Delta Park, it is possible to "breathe" the 

history of an entire territory, that of the Po Delta, of the people who have transformed it over the 

centuries and who still inhabit it. Immerse yourself in a unique experience, combine naturalistic excursions 

with a visit to these centres, and you will experience unforgettable emotions and suggestions. 

 

The Po Delta area offers moreover the possibility to discover culture, thanks to the presence of important 

cultural sites as museums, eco-museums, manufactures, castles, towers and other cultural sites20.   

 

In the city of Ravenna, visitors can feel Art, History and Culture in every corner. Recognized worldwide for 

its historical and artistic treasures, the city preserves the richest heritage of mosaics dating from the 5th 

and 6th centuries AD within its early Christian and Byzantine religious buildings, included by UNESCO on 

the World Heritage List. 

 

 

 

 

 

 
19 Website www.parcodeltadelpo.org  
20 Source: Province of Ferrara and Ravenna institutional websites. 

http://www.parcodeltadelpo.org/
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Figure 3.1.4  UNESCO sites in Ravenna  

 

 

Active tourism is another way to discover Po Delta: walking, by boat, by bike, by motorbike or on 

horseback: there are many ways to explore this wet ecosystem close to the beauty and history of art cities 

such as Ravenna, Ferrara.  

This region of Po Delta is well known around Italy for the number and quality of its food products, both 

agricultural and processed (4 DOP, 7 IGP products and 27 specific products not made elsewhere). Po Delta 

park is in such a way one of the most relevant birdwatching destination in Italy. 

 

Considering the resources of the area, Po Delta region offers the possibility to develop forms of Slow 

Tourism, a trend that attracts an ever-increasing number of travellers interested in a new way of travelling 

and experiencing, based on sustainability, authenticity, slowness, contamination, emotion and respect for 

the environment and the ecosystem, as well as for traditions and people. 

 

An excellent opportunity to enhance the territories that are less known by international tourism, 

launching them in a sustainable way, in order to foster innovative travel experiences: from paths to cycle 

lanes, from small villages to natural parks, from local protected food and wine products to museums and 

cultural small city centre.  

 

4.1.3 Destination of Goriška region, Slovenia 
 

Goriška region, lies on the western part of Slovenia, in the basin of river Soča, between Julian Alps and 

Vipava Valley. It is bordering with Friuli Venezia Giuglia on the west and the central Slovenia region on the 

east. On the south there is Coastal - Karst region and on the north Gorenjska region.   

Area of Goriška statistical region has 2.326 km2 and it is 4th biggest region in Slovenia. Region has 119.056 

inhabitants (on 1.7. 2009) (approximately 6 % of all inhabitants of Slovenia). The region has 13th 

municipalities* which are closely connected within four geographic, spatial, historical and managerial 
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entities or Sub regions (Upper Posočje *, Idrijsko – Cerkljansko *, Novorgoriška sub region and Upper 

Vipava Valley) 

Goriška statistical region is very heterogeneous in geographic - geological structure, natural, cultural, 

material and immaterial heritage. In comparison with other Slovenian regions the Goriška region has most 

protected sites of natural heritage and more than 47,1 of the whole area is included in Natura 2000.  

 

Natural Resources in Goriška region  

The Soča is a river 136 km long that descends quickly from its source in Trenta towards the sea. Its typical 

green-blue colour does not fade away completely even in Friuli, as if it would tell us that its heart belongs 

to the mountains and that is where it reveals itself in all its beauty, childhood liveliness and original purity. 

For people who live by the Soča, this river has a symbolic meaning - somewhere deep within the human 

spirit it occupies the place of an immortal memorial, representing natural perfection. Visitors have to find 

out the rest by themselves from wherever they approach the river, be it by kayak or as hikers or observers, 

or even with the intention of capturing one of its famous Soča trout; visitors should always bear in mind 

that they are discovering a part of nature which was given to us to protect and which we have managed 

to preserve in almost the same state as it was in ancient times. 

 

Brda – a fairy tale landscape, from where the view stretches out to the sea, Friuli and Veneto, a land of 

hills, nested halfway between the Alps and the Adriatic Sea. The abundance of beauties, attractions and 

experiences attracts each and every traveler. The essence of the Brda region remains the same – pleasure 

of tasting excellent dishes, enticing wine experience and unforgettable socializing moments. 

The Trnovo Forest and the neighbouring Banjščice plateau are the most north-western spur of the grand 

Dinar mountains. The mountainous area of the Trnovo Forest is karst-like, with no running superficial 

water, full of closed hollows, hills of different height and mountains, caves, abysses, shafts and minute 

karstic forms: scallops, grooves, rockholes, etc. Among the most impressive karstic phenomena are the 

caves with permanent ice and snow. The Paradana Cave, which is 385 m deep and 1550 m long, is one of 

the most renowned examples.  

Nova Gorica is one of the rare cities in Slovenia which can boast of having such a large, preserved and 

interesting forest with numerous domestic and foreign tree species in the direct vicinity of the town.It is 

The Panovec Forest.  

Nanos is an independent mountain chain, which extends over 65 square kilometres and presents more 

than one half of the territory of the Vipava municipality. At 1313 meters Suhi vrh is its highest peak. 

The Sabotin Hill (608m) lies at the junction of Pre-Alpine, Sub-Mediterranean areas and the Dinaric Alps. 

To the south it overlooks Nova Gorica, to the west it looks to the Brda region, to the east there is Sveta 

Gora and the Trnovo and Banjščice Plateau, and to the north there are the Julian Alps. Its flora 

encompasses both Central-European and South-Alpine species as well as Dinaric, sub- Mediterranean and 

even Mediterranean species: quercus ilex belonging for example to the Mediterranean species, primula 

auricula grows on the sunny side of the slopes as a representative of Alpine species 
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Cultural/historical resources  

The Kostanjevica Monastery - between Nova Gorica (Slovenia) and Gorica (Italy) there is a 143 m hill on 

which stands the Church of the Annunciation Mary and Franciscan Monastery. The pilgrimage place is rich 

in history and treasures of the past. In the famous library of the Franciscan monastery - Škrabčeva knjižnica 

- several incunabula and one piece of the Bohorič Grammar Book can be seen. In the church crypt lie the 

mortal remains of some of the members of the royal French House of Bourbon, among them the last king 

of France and his son, the Duke of Angulem. In the former garden of the monastery, at the southern fasade 

of the Kostanjevica monastery, there is a collection of Bourbon roses. It is one of the biggest and most 

complete collections of Bourbon roses in the world.  

The Roman Stronghold Ad Pirum is situated at the highest point of the Roman Road that led from Aquileia 

via the Hrušica plateau to Emona (Ljubljana). The Roman Road was built under the ruling of Emperor 

Augustus (27 BC – 14 AD), at the time, when the territory of present Slovenia was comprised in the Roman 

Empire. 

When the weather is fine, the best way to start exploring Brda is from Tower in Gonjače. From the view 

tower, the entire Brda area can be admired as well as Julian and Carnic Alps, the Dolomites, the Friuli plain 

and hills, the Gulf of Trieste, the Karst plateau, the Vipava valley and the Trnovski gozd plateau. 

The Baumkircher's turn - In Vipava Herlih Kranseperger built a towery castle in the direct vicinity of a 

stone bridge over the river Vipava and patriarch's lower castle in 1342. In 1386 Herman I. of Celje bought 

it from Knight Haertl. 

Sv. Pavel above the village of Vrtovin is well-known for its tallest preserved tower from the Roman times 

in Slovenia and is situated over a water spring in a cliff on the southern slope of the Školje Plateau. 

The Castrum Fortress - among all the towns of Slovenia, which used to be home to the Romans, Ajdovščina 

has managed to preserve an almost intact Roman fortress with fourteen towers. Around 270, the Romans 

started building a fortified military camp, which was a part of the defense system at the eastern 

boundaries of the Empire 

In the northwest of Vipava, the village Zemono is located. Above it, on a 139 meter high rising, the Manor 

house Zemono (Belvedere) is located. The building, which is set among vineyards, can be seen for miles 

around. It was built by Vipava lord Francesko Antonio Lanthieri in 1683. The year 1683 is carved into 

arcaded hall. Francesko was a great lover of art (a bit before Belvedere, he built a manor house in Vipava) 

and an even greater entrepreneur (among other things, he founded a paper factory and a spinning-mill in 

1651, in Ajdovščina). A counts’ wine cellar first stood on the hill Belvedere. When a new building was 

added, they started using it as a summer and hunting mansion and Vipava’s manor house 

The stone railroad bridge in Solkan was erected by leading Austrian engineers in 1906. With an arch 

spanning of 85 meters, it was the second longest stone bridge in the world. The present bridge was built 

in 1927 by Italian master stonemasons. It is an almost The Kostanjevica Monastery 

Between Nova Gorica (Slovenia) and Gorica (Italy) there is a 143 m hill on which stands the Church of the 

Annunciation Mary and Franciscan Monastery. The pilgrimage place is rich in history and treasures of the 

past. In the famous library of the Franciscan monastery - Škrabčeva knjižnica - several incunabula and one 

piece of the Bohorič Grammar Book can be seen. In the church crypt lie the mortal remains of some of the 
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members of the royal French House of Bourbon, among them the last king of France and his son, the Duke 

of Angulem. In the former garden of the monastery, at the southern facade of the Kostanjevica monastery, 

there is a collection of Bourbon roses. It is one of the biggest and most complete collections of Bourbon 

roses in the world.  

Trnovo – WWII Memorial and Sepulchre dedicated to 256 fallen partisans of the IX. Korpus in WWII is 

located on Mt. Kobilnik. The sepulchre was designed as a platform with view. The sandy path around the 

hill connects the sepulchre with the hillfoot where in the years 1981 - 1983 a Memorial amphitheatre was 

built. More than 2300 names of the fallen fighters and victims of the War of Liberation are remembered 

here. 

The Roman Stronghold Ad Pirum is situated at the highest point of the Roman Road that led from Aquileia 

via the Hrušica plateau to Emona (Ljubljana). The Roman Road was built under the ruling of Emperor 

Augustus (27 BC – 14 AD), at the time, when the territory of present Slovenia was comprised in the Roman 

Empire. 

When the weather is fine, the best way to start exploring Brda is from here. From the view tower of 

Gonjače, the entire Brda area can be admired as well as Julian and Carnic Alps, the Dolomites, the Friuli 

plain and hills, the Gulf of Trieste, the Karst plateau, the Vipava valley and the Trnovski gozd plateau. 

In Vipava, Herlih Kranseperger built a towery castle in the direct vicinity of a stone bridge over the river 

Vipava and patriarch's lower castle in 1342, the Baumkircher's turn. In 1386 Herman I. of Celje bought it 

from Knight Haertl. 

Sv. Pavel above the village of Vrtovin is well-known for its tallest preserved tower from the Roman times 

in Slovenia and is situated over a water spring in a cliff on the southern slope of the Školje Plateau. 

Among all the towns of Slovenia, which used to be home to the Romans, Ajdovščina has managed to 

preserve an almost intact Roman fortress with fourteen towers, the Castrum Fortress. Around 270, the 

Romans started building a fortified military camp, which was a part of the defense system at the eastern 

boundaries of the Empire 

In the northwest of Vipava, the village Zemono is located. Above it, on a 139 meter high rising, the Manor 

house Zemono (Belvedere) is located. The building, which is set among vineyards, can be seen for miles 

around. It was built by Vipava lord Francesko Antonio Lanthieri in 1683. The year 1683 is carved into 

arcaded hall. Francesko was a great lover of art (a bit before Belvedere, he built a manor house in Vipava) 

and an even greater entrepreneur (among other things, he founded a paper factory and a spinning-mill in 

1651, in Ajdovščina). A counts’ wine cellar first stood on the hill Belvedere. When a new building was 

added, they started using it as a summer and hunting mansion and Vipava’s manor house 

The stone railroad bridge in Solkan was erected by leading Austrian engineers in 1906. With an arch 

spanning of 85 meters, it was the second longest stone bridge in the world. The present bridge was built 

in 1927 by Italian master stonemasons. It is an almost exact duplicate of its predecessor, destroyed in 

World War I. In the background one can see a concrete bridge on the "Osimo road", build in 1985 to 

connect Nova Gorica and the Brda hills. 

Sveta Gora is an important sacred place with a rich pilgrimage tradition. It is situated at the junction of 

the Vipava and Soča Valley at the transition of the Gorica Plain into the Friuli Plain. With its height of 682m 
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above the sea level it offers a magnificent view of the Julian Alps, the Trnovo Forest, the Karst up to the 

sea, and to Brda and the Friuli Plain, the Carnic Alps and the Dolomites to the west. 

Kolovrat, Outdoor museum of the First World War - the ridge of Kolovrat is a transitory area between the 

Upper Soča Region in Slovenia and the Veneto Region in Italy. The outdoor museum is located on the 

Kolovrat ridge with exceptionally favorable position for good panoramic views. 

Kromberk Castle (Grad Kromberk) - on a hill with a view on the edge of Nova Gorica stands a renovated 

Renaissance fortress. The small, two-story Renaissance castle was built before the end of the 16th century 

on the site of the older castle of Henrick Dornberg from the 13th century. 

The Dobrovo Castle - this fortified two-story Renaissance castle from the beginning of the 17th century 

stands on a ridge with a view in the upper part of the village of Dobrovo. It was built on the location of an 

older castle. The estate was owned by the Colloredo, Catterini-Erzberg and de Baguer families. 

4.1.4 P4 
........................................................................ 

4.1.5 P5 
......................................................................... 

4.1.6 P6 
.......................................................................... 

4.1.7 P7 
.......................................................................... 

 

 

4.1.8 Destination of Fruška gora, Serbia 
 

This is a low mountain located in the southern part of the Pannonian plain. For the most part, it is located 

in the north of Serbia, in the Autonomous Province of Vojvodina, and its western part also enters the 

neighboring republic of Croatia.  

The tourist values of Fruška gora lies in landscaped picnic areas, hiking trails, as well as a group of Serbian 

Orthodox monasteries built in the dense forests of Fruška gora. The most famous arranged picnic areas 

are Stražilovo, Irishki venac, Letenka, Glavica, Popovica, Andrevlje, Testera. Marked hiking trails on Fruška 

gora that lead through deciduous forests, meadows and pastures are of different lengths and ascents. 

There are also three mountain lodges where mountaineers can request rest, accommodation and food: 

Stražilovo (on the picnic area of the same name), Zanatlija (near the top of Glavica), Železničar (on 

Popovica). Several restaurants, children's resorts and recreational centers have been built on Fruška gora. 
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The eastern Fruska Gora area is intersected by the eastern Mediterranean direction, of intercontinental 

significance, which connects: Northern Europe, Central Europe and Southern Europe with Asia, i.e. 

continental and Atlantic Europe with the Aegean and Black Seas. This tourist route gives Fruška gora an 

international tourist attraction and affects its transit. The eastern-Mediterranean tourist route is in the 

network of trans-European highways and will be even more important in the future. The European 

Corridor X is very important for the tourism of Fruška Gora, whose branch is the E-75 road: Hungary-

Serbia-Bulgaria-Macedonia. Also, the so-called trans-European corridor VII is of great importance. Blue 

road - Danube. The Eurovelo 4 route is also significant. It is a projected bicycle route, as part of the 

European green roads - Green Ways. This route connects: Nantes - Novi Sad - Constanta (Black Sea). 

Special attention should be paid to this route in the future tourist valorization of Fruška gora.  

 

Fruška gora region touristic attractions 

Novi Sad (300,000 inhabitants) is the administrative, cultural, educational center of the Autonomous 

Province of Vojvodina and the agricultural center of Serbia. It is located on the border of Bačka and Srem, 

on the banks of the Danube and the Small Bačka Channel, in the Pannonian plain and on the northern 

slopes of Fruška gora. 

Novi Sad is one of the youngest settlements in Vojvodina. It has been known as Serbian Athens since the 

19th century, when it became the center of Serbian culture in Austria-Hungary. That is when some of the 

most important Serbian institutions were created, such as the Serbian National Theater. In 1960, the 

University of Novi Sad was founded, which today has about 35,000 students, which is why it has become 

a city of youth. 

The main town square is Freedom Square, built in the late 19th and early 20th century. The most 

important buildings of this square are the City Hall, the parish church of the Name of Mary, as well as the 

monument to Svetozar Miletić, the first Serbian modern politician. In the extension of the square, there 

is Jovana Jovanovića Zmaja Street, known for its numerous passages, cafes and boutiques. Jovana 

Jovanovića Zmaja Street leads to the Serbian Orthodox Cathedral of St. Đorđe and Vladičanski dvor, from 

where this whole of the old town continues into the eighteenth-century Dunavska Street. 
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Figure 3.1.5 Danube 

 

Source: Tourism organization Sremski Karlovci 

 

Events and culture 

This product can appear according to the type of event through sightseeing of cultural and historical 

objects, sports events, cultural events, music events, special interests (gastronomy, painting, art, etc.)  

The required infrastructure for this product is very extensive depending on the form of the event, but can 

be defined as follows: 

• Road connection 

• Event map in line with the season of other products 

• Suitable event venues (open / closed spaces) 

• INFRASTRUCTURE 

 

Short breaks 

According to the motives of tourists who opt for a short vacation, tourists are divided into those whose 

main motive is culture and those whose motive is vacation. These are mostly couples, societies, those 

looking for fun, activity. 

 

Gastronomy 

A product that is defined as the enjoyment of food and drink, traditional culinary products, etc. This 

product can be considered as a separate tourist product, but also as a product that provides added value 

to the previously mentioned products. 

 

Existing and potential tourist products (packages) 
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Excursions, tours, events 

There are a number of excursion and tour programs (primarily offered by TO Sremski Karlovci), which, 

In essence, it does not satisfy the potential interest of the domestic market. 

At the level of Fruška gora, there are a large number of events (rare are of an international character, 

mostly local/regional type) throughout the year with a peak between May and October. 

 

"Wine route of Fruška gora"  

This tourist product includes the entire wine region of Fruška gora. The information center of this wine 

route is the Tourist Organization of the Municipality of Sremski Karlovci, on whose territory I is located 

the largest number of wineries (seventeen out of forty). A uniform tourist signalization of the wine route, 

a brochure with the necessary information, maps were made. Several wine routes within the product have 

been defined (Wine Route I, Wine Route II - refer to visits and wine tastings in several Karlovac wineries). 

Although there are about 14,000 registered tourists on Fruška Gora on the wine route, the number of 

tourists could increase significantly in the next five years if the mobility of tourists between municipalities 

and wineries within the wine route is improved. 

Consumers of this tourist product are mostly organized groups that come by agency buses or individuals 

with their own transport. These are less frequent cyclists, due to poorly or almost not developed bicycle 

paths on the main road M27 (from Belgrade through Indjija to Sremski Karlovci), as well as on local roads 

(Indjija-Slankamen, Sremski Karlovci-Irig). 

 

“Cultural route”  

Within this tourist route, visitors, accompanied by a tourist guide, see the cultural and historical sights of 

Sremski Karlovci and the monastery of Fruška gora. About 40,000 guests use the services of a guide at the 

destination, while the rest (about 80,000 tourists) visit the sights on their own. 

About 10,000 cyclists pass through the main road (from Belgrade to Sremski Karlovci) every year, who 

have difficulties in overcoming the road due to the non-existence of bicycle paths, especially on certain, 

for them, risky sections. Improving the trails, but also the signalization would significantly increase the 

number of tourists 

"Animation of cultural space"  

Newer tourist product within the offer of the Tourist Organization of Sremski Karlovci. This is one of the 

more interesting products that keeps pace with modern trends in tourism. The program is designed to 

interpret events from the past in an interesting way and for tourists to actively participate in it. There is a 

lack of a competitive package deal (price, clearly defined packages) in order for the product to reach a 

faster level of development.  
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"Search for the treasure of Fruška gora"  

A potential tourist product that would satisfy the motives of adventure and fun within the products of 

special interests. Within the product, camping, hiking, cycling, activities related to nature are possible. 

The search for the "treasure" takes place from the ecological camp at the Stražilovo picnic area through 

the Mountain Lodge to the monument to the poet Branko Radičević. 

Excursion site Stražilovo is annually visited by about 20,000 visitors. The traffic from Sremski Karlovci to 

Stražilovo takes place on a very narrow asphalt road (4.5 km). A big problem in the mobility of tourists is 

the lack of a pedestrian and bicycle path as well as unorganized local transport (bus, car). While at the 

resort there is a large parking lot for buses and cars. 

 

4.1.8 Destination of City of Banja Luka, Republika Srpska, Bosnia and Herzegovina  

Banja Luka is the biggest city of the Republika Srpska and the second largest in Bosnia and Herzegovina 

with population of about 200.000 citizens. In the political and territorial organization of the Republic 

Srpska (one of the two entities in B&H), consisting of municipalities and cities, the City of Banja Luka 

(former municipality) is the largest political-territorial unit with 1239 km2. The city represents the political, 

administrative, economic, cultural, and university centre of the Republic Srpska.  

In the area of Banja Luka and its environment, we can follow continuous development of human societies 

from prehistory to the present.  

Area of the City of Banja Luka has excellent tourism potentials that have not been adequately valorised 

and put into adequate tourist function so far. Even the medieval travel writers described Banja Luka as 

"paradise valley" with landscaped courtyards, orchards and beautiful nature. Especially important 

resource is the Vrbas River, which is the main watercourse of Banja Luka. In the City of Banjaluka, Vrbas 

leaves the canyon and from mountain stream enters the plain course. This river is suitable for water sports 

such as kayaking, rafting, fly fishing and its specific boat "Dajak" gives a special attraction to this river. 

Very important resource is thermal mineral water. In the immediate vicinity of Banja Luka, there are three 

thermal mineral springs Srpske toplice, Slatina and Laktaši whose healing properties were used even in 

ancient times. 

In Banja Luka, there are many cultural and historical monuments as witnesses of the past and human 

creativity. One of the most famous of them is Kastel fortress, located in the city centre. Banja Luka is a city 

where different religious communities and their temples are located. Particularly interesting are Serbian 

Orthodox Church of Christ the Saviour (1939) in the city centre, mosque Ferhadija (1579) as well as 

Trappist monastery Mary the Star (1925). Banja Luka was visited by Pope John Paul II, in 2003 and it was 

the last visit of the Holy Father to a city or a country.  

Given all the above mentioned potentials, but many others as well, Banja Luka has excellent conditions 

for tourism development. A special attraction is the surroundings of the town with its natural and cultural 

heritage, especially the southern part of the city with a breath-taking canyon of the Vrbas River and 

mountain of Manjača. 
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The main cultural tourism sites of Banja Luka are: 

• Museum of Republika Srpska 

• Zmijanje embroidery as non-material cultural heritage under UNESCO protection 

• Kastel fortress 

• System of medieval fortresses in Vrbas canyon 

• Monument to fallen Krajina soldiers of WWII, Banj Brdo 

• Etno festival “Kozara etno” 

• Music festival “Frash Wave” 

• Moto and music festival “Moto Fest” 

• Music festival “Banja Luka Festival” 

• Theater festival Petar Kocic 

• Safikada tomb and legend of Safikada 

• Ethno village Ljubacke doline 

• Trappist Monastery Maria Star 

• Museum of Contemporary art 

• Cultural center Banski dvor 

 

Fortress Kastel is the oldest historical monument in the City of Banja Luka. The oldest traces of 

settlements on the territory of Banja Luka are the remnants of Neolithic settlement that were exactly 

found on the territory of the city fortress Kastel. It is found in the central part of the city, which dominates 

over the left bank of the Vrbas River. In the past Kastel was a strong army fortification and it protected 

the basin of the Vrbas River from enemy rush. The fortress is surrounded by thick stone walls on all sides, 

and in its inner part, apart from the summer stage, playground for children and national restaurant, there 

is the Institute for protection of cultural and natural heritage of the Republika Srpska that works from 

1976. There are no confident data on the period of foundation of this object. However, many 

circumstances point to a conclusion that exactly on this location there was a Roman settlement Castra. 

The Romans were exposed to frequent rushes of barbarian nations, and they had strong reasons to defend 

the road that passed through the basin of the river Vrbas. On behalf of such statements there are 

archaeological findings that were discovered on the territory of current Kastel, and it refers to the Roman 

ceramics, money and architecture. A particularly important finding is the antique altar dedicated to the 

God Jupiter, found in 1885 during the construction of the bridge across the river Crkvena. Further on, on 

the territory of the fortress remnants of the Slavic settlements from the period of early Middle Age were 

found (from VIII to XII century). 
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4.1.9 Destination of Vlora Region, Albania 
 
Tourism in Albania has been a key element to the country's economic activity and is constantly developing. 

It is characterized by its rich archaeological and cultural heritage dating back to the classical period when 

Illyrians and Ancient Greeks inhabited the region.  

Albania is included in the list of countries with great natural, historical and cultural heritage potential. 

There are a great number of natural attractions in Albania, from the Adriatic and Ionian coasts to national 

and nature parks, protected areas, wetlands, etc. Here we can mention Divjaka, Prespa, Dajti, Karaburun 

- Sazan National Parks, Kune - Vain - Tale lagoon, etc. Areas surrounding rivers and wetlands have great 

potential for tourism development.21   

 

Tourists Attractions 

Natural and rural areas in Albania offer opportunities for the development of rural tourism, mountain 

tourism, ecotourism and outdoor activities (rafting, parachuting, mountain biking, fishing, trekking, 

mountaineering, hiking, horseback riding, study tours, etc.). Some of these activities are the main motive 

for visits by foreign visitors to the natural areas.22  

Cultural and heritage tourism plays an important role in the development of tourism industry in Albania 

even though it is not the most important tourism typology in Albania. Three out of the five sites inscribed 

in UNESCO heritage in Albania, Butrint, Berat, and Gjirokastra are cultural sites. Meanwhile, authorities 

are working on inscribing the Albanian part of Ohrid Lake in UNESCO World Heritage sites.23  There are 

about 2000 cultural monuments in Albania, making it the second largest in the Mediterranean basin in 

terms of the density of cultural monuments. Also, the archaeological parks of Apollonia, Shkoder, Bylisi, 

Amantia and national museums in Tirana, Kruja (Museum "Gjergj Kastrioti Skanderbeg" and the 

Ethnographic Museum), Berat (the Iconographic Museum "Onufri" and the Ethnographic Museum), 

Shkodra (Marubi Museum), Korça (Museum of Medieval Art), etc. represent an important potential of the 

tourism offer.24   

 

Albania's scenic landscapes are dotted with castles, forts and citadels. The castles and forts of the country 

constitute treasures and legacy of the historic past of Albania.25 From Rozafa Castle, the ancient castle 

situated in Shkodra, to Petrelë Castle which is a medieval castle close to Tirana, Prezë Castle, a small 

fortification which construction was completed in the early 15th century.  

 
21National Strategy for sustainable tourism development 2019 – 2023. Ministry of Tourism and Environment, 

Albania 
22National Strategy for sustainable tourism development 2019 – 2023. Ministry of Tourism and Environment, 

Albania  
23Cultural Tourism on the Rise in Albania, October 2017, https://invest-in-albania.org/cultural-tourism-rise-albania/  
24National Strategy for sustainable tourism development 2019 – 2023. Ministry of Tourism and Environment, 

Albania  
25Wikipedia, https://en.wikipedia.org/wiki/Tourism_in_Albania  

https://invest-in-albania.org/cultural-tourism-rise-albania/
https://en.wikipedia.org/wiki/Tourism_in_Albania
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National parks are another touristic attraction and they represent the reason many tourists visit Albania 

to make their holiday a bit more adventurous. The greatest include: Shebenik – Jabblanice National park, 

a superb park for wildlife watching and particularly scenic in the fall; Dajti National Park, is situated in the 

central Albania, just east of Tirana, and the scenic ride takes about 15 minutes and covers 1 kilometre, 

which is the longest cable car ride in the Balkans; Divjake-Karavasta national Park, the largest lagoon in 

Albania and one of the largest in the Mediterranean is situated in western Albania and it is an especially 

important refuge or water birds like pelicans and egrets; Fir of Hotove-Dangelli National Park is located in 

the south-eastern corner of the country and represents the largest national park in Albania and it gets its 

name from the hotova fir, a typical tree species that covers most of its surface area; Butrint National Park, 

situated less than 20 kilometres south of Saranda is a UNESCO WORLD HERITAGE SITE, and the greatest 

archaeological sites in Albania and even in Balkans; Karaburun-Sazan Marine Park, is the only marine 

national park in Albania, it is situated near Vlore and its feature are the underwater ruins of a variety of 

ships dating from Greek and Roman times; Llogara National Park boast situated near Vlore an outstanding 

variety in scenery and represent a superb destination for hiking in Albania; Lure National Park, where its 

premier landscapes are twelve glacial lakes and dense forests and all the lakes are named after their most 

characteristic feature; Theth national Park lies in the northern Albania and represent the premier 

destination to see iconic animals in the wild; Valbone Valley National park, situated in the far north of 

Albania is heavenly place for both humans and animals. 

 

The Albanian Riviera is well known for its pure blue and turquoise beaches and has been a favourite 

destination for local and foreign visitors,26 while another typology of Albanian tourism is Natural 

tourism/Ecotourism/Rural tourism. Albania is appreciated by many operators and international visitors 

because of its landscape and nature, which are also considered as strong point of Albanian tourism.27   

Cultural tourism is represented in Vlore with a various number of archaeological sites and monuments 

which represent a different historical period of the city’s history.  Some places to visit in the town and 

which are part of the cultural tourism attractions include: The Muradije Mosque, the only work remaining 

in Albania from the famous architect Sinan the Great, built in 1542;28 the Monument to Independence in 

Flag’s Square, which is the main square in the southern city of Vlore, where the Albanian delegates raised 

the Albanian flag 100 years ago and declared Albania’s independence on November 28th 1912;29  the 

ancient districts, including the Jewish quarter which represent Albania’s historic support of its Jewish 

community is well-known, with many locals hiding their Jewish neighbours during the Holocaust. For this 

reason, and because the area is even more beautiful after its recent renovations, visiting the Jewish 

 
26The New York Times (2014). "52 Places to Go in 2014". Nytimes.com. p. 1. Archived from the original on 2019-

03-22. Retrieved 2019-05-03.  
27Shkira, E., Stratoberdha, S., Kreshova, G., “Albania’, pg.24, Hospitality and tourism in transition in Central and 

Eastern Europe, A comparative analysis, 2018  
28Albania: the new destination of Italian tourism, https://www.adriaferries.com/en/press-review/353-albania-the-

new-destination-of-italian-tourism.html  
29Flag’s square declared Cultural Monument, TOP CHANNEL, http://top-channel.tv/english/flags-square-declared-

cultural-monument/  

https://en.wikipedia.org/wiki/The_New_York_Times
https://www.nytimes.com/interactive/2014/01/10/travel/2014-places-to-go.html
https://web.archive.org/web/20190322084526/https:/www.nytimes.com/interactive/2014/01/10/travel/2014-places-to-go.html
https://www.adriaferries.com/en/press-review/353-albania-the-new-destination-of-italian-tourism.html
https://www.adriaferries.com/en/press-review/353-albania-the-new-destination-of-italian-tourism.html
http://top-channel.tv/english/flags-square-declared-cultural-monument/
http://top-channel.tv/english/flags-square-declared-cultural-monument/
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quarter will be one of the best things to do for free in the city,30  on the top of the hill overlooking the city 

is the religious point of Kuzum Baba.  

 

The Marmiroi Church is definitely along the path less travelled, but that is part of what makes this 12th 

century object unique. Located in Orikum, a small town near Vlore and the formerly ancient city of Orik, 

the church was named after the marble quarry located nearby ages ago.  

The ancient Zvernec Monastery plays the role of a religious place where locals and others hold pilgrimage 

each August 15th of every year (the birth date of Saint Maria). In the other side of the tiny island tourists 

can visit another old ruined church “The Church of Saint Triada” which is left damaged and not yet 

restored. Despite being a natural habitat of many species and characterized by biodiversity, Zvernec 

village is a priceless asset of nature, religion, culture and history.31  

There is also the fortified complex in Dukati Village, the ancient city of Amantia situated near the village 

of Ploca, and Tragjasi ruined village that serve as cultural tourism attractions for Vlora. Cultural heritage 

sites of Marine Protected Area also include Cave of Grama, a small bay where ships and vessels anchored 

since antiquity; Caesar debark; Inscription of Hellenistic period; carved frescoes from the early Christian 

period; Antique amphora in Cape St. Nicholas, Sazan Island.32  While Cave of Selenice is considered as 

special interest tourism attraction, natural and coastal tourism are part of other tourism typologies 

encountered in Vlore.  

Figure 3.1.6 Cave of Pirates 

 

                                        Source Wikipedia 

The village of Palasa overlooks a nature’s artwork, is one of the most beautiful bays of the Albanian 

Riviera. A white fine pebbled beach sits surrounded by crystal turquoise waters and beautiful green hills, 

making this area a dream vacation destination. Its beauty strikes so powerfully from beneath the 

mountain, when driving down the winding roads from the National Park of Llogara (1200 m above sea 

level).33  

 
30Top 10 Free Things to Do in Vlora, https://www.intoalbania.com/top-10-free-things-to-do-in-vlora/   
31Zvernec village – once a shelter for internees, now a touristic attraction, https://invest-in-albania.org/zvernec-

village-once-a-shelter-for-internees-now-a-touristic-attraction/   
32Potential of ecotourism, Karaburun-Sazan Marine National Park, pg.15, Institute for Nature Conservation in 

Albania,    
33Palasa, A nature’s miracle, Green Coast website, https://greencoast.al/en/destination/palasa/   

https://www.intoalbania.com/top-10-free-things-to-do-in-vlora/
https://invest-in-albania.org/zvernec-village-once-a-shelter-for-internees-now-a-touristic-attraction/
https://invest-in-albania.org/zvernec-village-once-a-shelter-for-internees-now-a-touristic-attraction/
https://greencoast.al/en/destination/palasa/
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4.2 Current situation of tourism sector in the destinations of Adrion Area. 
 

4.2.1 Current situation of tourism sector at Lombardy Region: Monza and 

Brianza area 

According to the statistic data, about distribution of internal and international tourists in Italy in 2018, by 

region, Lombardy hosted nearly a third of inbound international tourists. Veneto, and Trentino-Alto Adoge 

were also popular destinations. In 2019, the North Italian city of Milan, in Lombardy, has been ranked as 

the most liveable city in Italy. Lombardy counted over ten million inhabitants, representing the region 

with the largest population in Italy. The first ten positions of the ranking were all occupied by North-Italian 

cities. The city with the second best quality of life was Bozen, in Trentino-South Tyrol, followed by Trento 

and, in sixth position Monza.  

As far as hotel and others accommodation facilities are concerned, the city of Monza there are n. 10 

hotels, including 4 4-star hotels, n. 5 3-star hotels and n. 1 2-star hotel, no. 10 B&B, n. 2 Youth hostels, n. 

1 campsite, and n. 30 complementary structures between rented accommodation and holiday homes, for 

a total of about 2000 beds (Source: Municipality of Monza, consistency referring to the year 2018). In the 

provincial area, no. 61 hotel activities and n. 216 extra-hotel activities. The growth trend of the non-hotel 

sector is confirmed with an increase of new activities between 2015-2018 equal to 81.5%. A total of 

approximately 7,988 beds are available (Source: Province of Monza and Brianza). 

 

Figure 4.1.2 First 20 Italian municipalities by number of night spent in accommodation   

 
 

In 2015, the number of visitors in archeological parks, museums and other monuments was approximately 

11 million persons with an increase by 6.4 % from 2011 to 2018.  
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Table 4.2.1. The number of the visitors that visited the cultural heritage in Italy in 2011 and 2015 

2011   2015 

Areas 

Museum, non-

profit gallery 

and / or 

collection 

Archeological 

parks 

Other 

monuments 
  Areas 

Museum, 

non-profit 

gallery and / 

or collection 

Archeological 

parks 

Other 

monuments 

Italia 53942883 9460820 40485061   Italia 59598003 11552548 39416714 

Nord-Ovest 13167454 638582 5092435   Nord-ovest 13360871 648917 4045613 

Nord-est 13706079 90637 6758565   Nord-est 15201023 198601 4977577 

Centro 19448528 2840860 24537111   Centro 21721589 2727049 26470397 

Sud 5359648 3555266 2246252   Sud 6888064 4518289 2894226 

Isole 2261174 2335475 1850698   Isole 2426456 3459692 1028901 

Dati estratti il 25 giu 2020 11:17 UTC (GMT) da I.Stat 

     
 

In 2019, the contribution of travel and tourism to the Italian gross domestic product amounted to 237.8 

billion euros. The industry, which is one of the most important ones for the country’s economy, 

constituted about 13.3 percent of the Italian GDP in the year considered and is predicted to reach 14.3 

percent in 2029. 

 

4.2.2 Current situation of tourism sector at regional level Emilia-Romagna region 

and Po Delta area: Ferrara  Province and Ravenna Province 

Emilia-Romagna is a top European tourism destination, welcoming more than 11.5 million visitors annually 

and generating 50 million overnight stays. Emilia-Romagna can host large groups and accommodate large-

scale events, thanks to more than 1.1 million beds across 4,300 hotels. The tourist flows in Emilia 

Romagna region34, in which our territory of reference is located, in the 2018 registered an increase by 

1.4% compared to 2017. They exceeded 40.6 million. Arrivals also grew, by 3.7%, reaching 11.5 million.  

The growth of the tourist movement in the accommodations facilities of Emilia-Romagna also continued 

in 2018: arrivals were 11,458,497 (8,355,467 Italians and 3,103,030 foreigners) and presences 40,647,799 

(29,810,986 Italians and 10,836 .813 foreigners). Compared to 2017, arrivals grew by 3.7%, and presences 

by 1.4%, without substantial differences between Italians and foreigners: for the firsts, in particular, 

 
34 Source: Data from the 2019 Annual Tourism Report Emilia Romagna Region (based on data year 2018). 

http://dativ7b.istat.it/index.aspx?DatasetCode=DCIS_MUSVIS
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arrivals grew by + 3.5%, for the foreigners tourists of + 4.1%; the increase in presences, however, was 

slightly higher among Italians (+ 1.5%), compared to that of foreigners (+ 1.1%). 

 

The most part of the tourist flow naturally regards the coastal areas for the summer holidays, - the Riviera 

area -  where over 70% of the total annual regional presences are recorded; big municipalities follow 

(those with at least 50 thousand inhabitants), in which there is about 1/6 of the total presences. The 

remaining 12.7% of the flows are distributed between the thermal areas, hilly and Apennine resorts 

(overall 6.5% of the total presences), and the other places in the countryside (6.2%).  Predictably, August 

is the month with the greatest attendance, while July is the month with the greatest arrivals. In terms of 

Nights spent at tourist accommodation establishments35, Emilia- Romagna region has an excellent 

position considering that the average is 3, 5. 

 

The areas of reference of DELTA 2000 are two provinces in the Po Delta area: Ferrara Province and 

Ravenna Province. The province of Ferrara, in which there was a decrease in the tourist flow, albeit slight, 

is that of Ferrara, with a drop in arrivals of -0.6% and presences of -3.5%. In total in 2018 the arrivals have 

been totally 609.452 and presences have been totally 2.915.245. The average of overnight stays is 4, 8.   

In 2018 the arrivals of foreign tourists were the 67.30% of total, so in absolute values a number of 199.343 

with a total of presences of 1.118.432. The overnight stays are 5, 6 days. Eu countries account for 50% of 

foreign tourists arrivals, respectively from Germany, Poland, Spain and UK. In terms of arrivals from other 

foreign non UE countries the arrivals are of Chines tourists, which represent the highest component of 

foreign tourists (25%).  

National tourists were in 2018 the 32, 70% with a total of Italian arrivals of 410.109 and 1.796.813 

presences. The overnight stays were 4, 4. In terms of Italian tourists from different Italian regions, mainly 

from Emilia Romagna, Lombardy, Lazio, with a contraction of arrivals from Emilia Romagna. 

 

Table 4.2.2. Arrivals and presences in Province of Ferrara, year 2018 

 

 

Table 4.2.3. Overnight stay in Province of Ferrara – year 2017 and 2018 

 

 
35 Sources: Eurostat- Regional Tourism Statistics  

 

italian VAR. % Foreign VAR. % total VAR. % italian VAR. % Foreign VAR. % total VAR. %

410.109 -0,6 199.343 -0,6 609.452 -0,6 1.796.813 -4,3 1.118.432 -2,1 2.915.245 -3,5

Arrivals 2018 Presences  2018

Italian Foreign total Italian Foreign total

4,4 5,6 4,8 4,6 5,7 4,9

overnight stay 2018 Overnight stay 2017

https://statistica.regione.emilia-romagna.it/factbook/fb/fonti/eurostat-regional-tourism-statistics
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The tourism trend in the province of Ravenna is essentially stable (+ 0.3% for arrivals, -0.3% for presences).  

In 2018 the arrivals have been a total of 1.551.798 and a total of presences of 6.678.863 tourists. The 

average of overnight stays is 4, 7 as in 2017.   

In 2018 the arrivals of foreign tourists were the 18% of total, so in absolute values a number of 273.599 

with a total of presences of 1.372.331. The overnight stay is 5. EU countries account for 65% of foreign 

tourists arrivals, respectively from Germany, France, Spain and UK. In terms of arrivals from other foreign 

non UE countries United States and Switzerland represent the highest component of foreign tourist’s 

arrivals.    

 

National tourists accounted for about 82, 37% in 2018 in Ravenna province with a total of Italian arrivals 

of 1.278.199 and 5.306.532 presences. The overnight stays were 4, 2. In terms of Italian tourists from 

different Italian regions, these mainly come from, Lombardy, Emilia Romagna and Lazio, with a 

contraction of arrivals from Emilia Romagna. 

 

Table 4.2.4 Arrivals and presences in Province of Ravenna, year 2018 

 

 

Table 4.2.4 Overnight stay in Province of Ravenna – year 2017 and 2018 

 

 

 

4.2.3 Current situation of tourism sector at Goriška region 

Type of Tourism at Goriška region is conditioned by Natural and Cultural heritage. Such us fascinating 

environment with mountains and rivers, sacral buildings, remainders of the First World War and Rapal 

border, wine regions, etc. The main reasons for visiting Upper Posočje * are sport and outdoor activities, 

in Idrijsko - Cerkljansko skiing * in Nova Gorica gambling and in Vipava Valley and Goriška Brda Gournment 

and Wine tasting with outdoor activities. The structure of the visitors is different in sub regions:  

- Upper Posočje *: Slovenians (32,7 %), Germans (22 %), Austrians (7,7 %) and Italians (6,2 %); 

- Idrijsko-Cerkljansko *: Slovenians (54,7 %), Croatians (10,3 %), Hungarians (8,4 %) and Nederland 

(5 %); 

- Upper Vipavska valley: Slovenian (40,7 %), Italian (18,7 %), German (6,3 %) and Austrian (4,9 %); 

- Nova Gorica: Italian (63,9 %), Slovenian (11,1 %), German (3 %) and Austrian (2,9 %). 

italian VAR. % Foreign VAR. % total VAR. % italian VAR. % Foreign VAR. % total VAR. %

1.278.199 0,1 273.599 1,1 1.551.798 0,3 5.306.532 -0,2 1.372.331 -0,7 6.678.863 -0,3

Arrivals 2018 Presences  2018

Italian Foreign total Italian Foreign total

4,2 5 4,3 4,2 5,1 4,3

overnight stay 2018 Overnight stay 2017
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Structure and types of visitors in the region: Data from 2013, shows the structure of origin of foreign 

guests in the region as follows:  

- Italy (39,90 %),  

- Germany (14,02 %),  

- Austria (7,00 %),  

- Czech (5,78 %),  

- Nederland (3,53 %),  

- Croatia (3,19 %),  

- Hungary (2,65 %),  

- France (2,81 %),  

- UK – Great Britain (2,29 %). 

Both domestic and foreign markets should be addressed carefully and with full responsibility in order to 

keep them satisfied and willing to pay return visits to the region. 

Motivation for visiting Goriška region: 

- Religion 

- Cultural events 

- Sightseeing 

- Active tourism 

- Business 

P4  
............... 

P5  
................ 

P6  
................. 

P7 
.................. 
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4.2.8 Current situation of tourism sector at destination of Fruška gora, Serbia 

In 2019, the region of Vojvodina was visited by a total of 561,657 guests who realized 1,384,344 overnight 

stays, which resulted in an annual growth of arrivals of 8% (CAGR 2019/2010) and overnight stays of 6.8% 

(CAGR 2019/2010). 

Of the total number of tourists in 2019, slightly less than half (48.8%) were foreign tourists. In terms of 

the structure of overnight stays, there has been a change in the last ten years. In 2010, the share of foreign 

tourists in total overnight stays was 28.3%, and in 2019 the share increased to 44%.  

 

Figure 4.2.2 The trend of tourist arrivals and overnight stays in Vojvodina 2010-2019. 

 

Source: Republic Bureau of Statistics 

Of the total number of tourists in Vojvodina, in 2019, slightly less than half (48.8%) were foreign tourists. 

In terms of the structure of overnight stays, there has been a change in the last ten years. In 2010, the 

share of foreign tourists in total overnight stays was 28.3%, and in 2019 the share increased to 44%. 

 

4.2.9 Current situation of tourism sector at destination of City of Banja Luka, 

Republika Srpska, Bosnia and Herzegovina 

During 2019 Banja Luka had 88.103 arrivals (4% increase over 2018, 85.060) with 136.696 overnights (3% 

increase over 2018, 132.283). Of the total of arrivals, 38.540 or 43,7% were domestic guests and 49.563 

or 56,3% were foreign guests. Foreign guests had 82.278 overnights, or 60,2%, while domestic guests had 

54.418 or 39,8% overnights. Banja Luka has 22.01% of all arrivals to Republika Srpska, with 14,05% of 

overnights, making it the main destination of Republika Srpska and third destination in number of 

overnights. 

Most foreign tourists to Banja Luka in 2019 were from Serbia (29,9%), Slovenia (18,7%) and Croatia 

(10,5%), which in total make 59,1% of all foreign arrivals to Banja Luka. The number of arrivals from more 
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distant European countries is expected to increase in the next period, due to new flight connections 

(Ryanair lines to Berlin, Frankfurt, Brussels, Memmingen, Vienna and Bergamo). 

Tourist offer of Banja Luka, by number of beds, has been increased from 1.893 in 2018 to 2.005 in 2019. 

It is worth noting that this statistic does not include private accommodation in apartments, rooms and 

vacation houses, which are estimated to hold an additional 450 beds. Accommodation capacities of Banja 

Luka currently makes us 18,53% of the total number of beds in Republika Srpska.  

The occupancy rate of accommodation capacities in Banja Luka was 18,68% in 2019, while the average 

stay of tourists was 1,55 days. 

 

Figure 4.2.3 Foreign arrivals by country Republika Srpska, Bosnia and Herzegovina 

 

 

 

4.2.10  Current situation of tourism sector at destination of Vlora, Albania 

Albania is a rather new tourism destination. Tourism indicators from literature review helps as to have a 

brief view on tourism sector development in Albania and specifically in Vlora Region regarding 

characteristics of foreign tourists in Albanian, the main trip characteristics of Albanian citizen’s resident 

within country, importance of tourism for the Albanian economy, accommodation capacities in Albania, 

other tourism activities, etc. 

 

✓ Foreigners arrived in the country  

In the period 2014-2018, the arrivals of foreign citizens coming in Albania were approximately 23.6 million 

persons. Among 2018, arrivals from Europe’s region accounted for the largest share of foreign citizens' 

arrivals by 89.5 %. Foreign citizens entering in Albania, come mainly from: Kosovo (35 %), North 

Macedonia (11 %), Greece (9 %), Montenegro (6 %) and Italy (7 %). 
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- Transportation mode preference  

In the period 2014-2018, approximately 2.5 million foreign citizens have arrived by air which occupies an 

average of 10.5 % of total arrivals. During the same period number of foreign citizens arriving by sea lines 

has been approximately 1.5 million occupying an average of 6.4 % of total arrivals and the number of 

foreign citizens arriving through land has been approximately 19.6 million occupying the largest share 

with 83.1 % of total inflows for the period 2014-2018.  
 

- Number of nights spent 

During the period of 2014-2018, the number of foreign visitors with the number of nights spent (including 

visitors which stay at least one night at the hotel or in other accommodation, relatives or in their home, 

etc.) is around 21 million while the number of daily visitors for the same period is around 1.7 million. 
 

- Purpose of visit 

In the period 2014-2018, the arrivals of foreign citizens for personal purposes (holiday, visit to relatives, 

health, religious purposes, etc.) occupy most of the arrivals of foreign citizens, averaging 98.7 %. While 

arrivals for business purpose occupy 1.5 % of total arrivals, increasing by 27.2 % during 2018 compared 

with the previous year.  
 

- Tourism activities statistics 

In the period 2008-2013, the number of visitors in archaeological parks, museums, castles and other 

monuments was approximately 3 040 886 persons. 

In the period 2014-2018, the number of visitors in archaeological parks, museums, castles and other 

monuments was approximately 3 million persons with an increase by 49.4 % for the year 2018. During the 

year 2018, the number of visitors in castles and other monuments increased by 53.4 % (the higher 

increase), while the number of visitors in museums increased by 51.2 % compared with previous year.  In 

the period 2014-2018, the number of visitors in archaeological parks, museums, castles and other 

monuments was approximately 3 million persons with an increase by 49.4 % for the year 2018. During the 

year 2018, the number of visitors in castles and other monuments increased by 53.4 % (the higher 

increase), while the number of visitors in museums increased by 51.2 % compared with previous year.  

 

Table 4.2.6 Visitors in museums, archaeological parks and castles 

 2014 2015 2016 2017 2018 

Number of visitors in archeological parks 175.472 209.547 230.188 260.888 377.835 

Number of visitors in museums 135.578 131.808 154.965 200.986 303.963 

Number of visitors in castles and other 

monuments 
93.194 119.389 164.544 201.148 308.656 

Total number of visitors 404.244 460.744 549.697 663.022 990.454 

Source: INSTAT-Tourism in figures 2019  
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- How important is tourism in the economy 

Referring INSTAT (2019) statistics, the arrivals of foreign citizens in 2018, increased by 15.8 % compared 

to 2017, while the expenses of foreign tourists (non-residents) in Albania have increased by 12.5 %. 

Activities related directly with tourism generated 45 ALL billion value added in 2018 with a contribution 

by 2.8 % in GDP.  

 

Table 4.2.7 Income from tourism in Albania for the year 2012, from the parks, Museums and directories 

of national culture 36 

Park/Museum/Directory of national culture Income In ALL 

Butrinti (Vlora Region) 30,140,650 

Apolonia 2,933,600 

National Historic Museum 2,778,480 

Shkodër 2,092,400 

National culture museum of Berat 1,976,010 

Gjirokastra Castle 1,845,860 

Ethnographic museum of Kruja 1,390,000 

National culture directorate of Durres 1,092,900 

Onufri Museum of Berat 930,000 

National Directorate of Culture in Vlora 775,200 

Ethnographic museum in Berat 348,040 

National directorate of culture in Korca 339,000 

Antigonea 272,000 

M.K. Pavarësia Vlorë 236,200 

National directorate of culture in Lezha 210,000 

Bylis 170,700 

Amantia – Orikum (Vlora Region) 119,800 

National directorate of culture in Korca 18,600 

                                     Source: Ministry of Tourism and Environment of Albania 

 

 

 

 

 
 

 
36 Bashi.E. “Cultural heritage of Albania – a fabulous economic source for the sustainable economic development of 

tourism”. Procedia - Social and Behavioral Sciences 188 (2015) 89 – 94.  

Doi: 10.1016/j.sbspro.2015.03.342. 
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5 BENCHMARKING ANALYSIS OF TOURISM DESTINATIONS EVALUATION OF 

ADRION AREA FROM TOURIST AND BUSINESS POINT OF VIEW THAT OPERATE 

IN TOURISM SECTOR. 

5.1 Identification of needs and challenges of tourism destinations evaluation 

from tourist point of view 

1. Which (city, state) are you from? 

Table 5.1.1 Percentage of foreign and national tourist  

 
Foreign Tourist (%) 

National Tourist 
(%) 

Number of tourists 
in total 

P1: Monza- (Italy) 15% 85% N = 74 

P2:  PO DELTA AREA – Emilia-Romagna 
region – Ferrara and Ravenna provinces 
– (Italy) 

12 % 88% N = 129 

P3: Nova Gorica (Slovenia) 48.3% 51.7% N = 60 

P4    

P5    

P6    

P7    

P8: Fruska Gora (Serbia) 18.6% 81.4 N = 91 

P9 City of Banja Luka, Republika Srpska, 
(Bosnia and Herzegovina) 

100% 0% N = 55 

P10 Vlora Region (Albania) 10% 90% N = 170 

 
Referring to the market study made in relation to the evaluation of the tourist destination from the point 

of view of tourists, the object of study were foreign tourists as well as domestic tourists for the 10 

respective destinations to be studied. Due to the situation in Covid 19 and the closure of the borders, the 

questionnaire was completed during the period April-June 2020. In most of the destinations surveyed, a 

high percentage of respondents belong to domestic tourists due to the number of decrease of foreign 

tourists in this period. According to statistics, all these tourist destinations, which are located around the 

Adriatic Sea and the Ionian Sea, are frequented by a large percentage of foreign tourists who belong to 

the European continent but not only. 

The foreign tourists visiting Monza (Italy) mainly come from United States (Lake Ronkonkoma, NY, 

Chicago, IL.) while domestic tourists come from Lombardi region or other regions, in particular Piemonte, 

Lazio, Emilia Romagna regions. The total of tourists that replied to the questionnaire are n. 74: 85%, in 

absolute value n. 63, are national (Italian) tourists and n. 11, the 15%, are foreign tourists. 

The foreign tourists  visiting Emilia Romagna (Italy) region mainly come from Germany, Poland, Canada, 

Romania and Turkey National tourists come from Emilia Romagna region or other regions, in particular 

Lombardia, Tuscany, Lazio, Veneto regions 
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The foreign tourists visiting Nova Gorica (Sllovenia) come  from Italy (39,90 %),  Germany (14,02 %),  

Austria (7,00 %), Czech (5,78 %), Nederland (3,53 %),  Croatia (3,19 %),  Hungary (2,65 %),  France (2,81 

%), UK – Great Britain (2,29 %). 

P4 

P5 

P6 

P7 

 

In Fruška gora (Serbia) the survey was conducted on a random sample of 91 respondents, all of whom are 

from the Republic of Serbia and 17 respondents of foreign tourists.  An aggravating circumstance for 

conducting the survey is the reduced tourist visit due to the enviable COVID 19, and to state that it is 

below the project of finishing the sample. 

Of the total number of tourists in 2019, slightly less than half (48.8%) were foreign tourists. In terms of 

the structure of overnight stays, there has been a change in the last ten years. In 2010, the share of foreign 

tourists in total overnight stays was 28.3%, and in 2019 the share increased to 44%. 

 

In Banja Luka (Bosnia Hercegovina) the most respondents were from Serbia and on the second place is 

Netherlands. The majority of visitors in Banja Luka were from the Europe, but in the completed 

questionnaires, Asia and North America are also presented.  

Most foreign tourists to Banja Luka in 2019 were from Serbia (29,9%), Slovenia (18,7%) and Croatia 

(10,5%), which in total make 59,1% of all foreign arrivals to Banja Luka. The number of arrivals from more 

distant European countries is expected to increase in the next period, due to new flight connections 

(Ryanair lines to Berlin, Frankfurt, Brussels, Memmingen, Vienna and Bergamo). 

 

In Vlora Region (Albania), foreign tourists who have been part of the evaluation of the tourist destination 

were from Italy, Germany, Sweden, and United Kingdom. According to the Institute of Statistics for 

Albania, 90% of foreign tourists come from the European Region, where 70% are tourists belonging to the 

region of Southern Europe. However, recently tourists from the United States, or Asia and especially 

China, have marked a significant growth interest, thus indirectly encouraging the development of other 

tourism sub-sectors, especially historical and cultural tourism. 
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2. What is your gender? 

Table 5.1.2 Percentage of tourists by gender 

 
Female  (%) Male (%) 

Number of tourists 
in total 

P1: Monza- (Italy) 62 % 38% N = 74 

P2:  PO DELTA AREA – Emilia-Romagna 
region – Ferrara and Ravenna provinces 
– (Italy) 

56 % 44% N = 129 

P3: Nova Gorica (Slovenia) 48 % 52 % N = 60 

P4    

P5    

P6    

P7    

P8: Fruska Gora (Serbia) 70 % 30% N = 91 

P9 City of Banja Luka, Republika Srpska, 
(Bosnia and Herzegovina) 

44 % 56 % N = 55 

P10 Vlora Region (Albania) 66% 34% N = 170 

 
Referring to the randomly selected sample, the highest percentage of respondents are female compared 

to males, for most of the tourist destinations surveyed, except Nova Gorica (Slovenia) and Fruska Gora 

(Serbia) where the highest percentage of the respondents are men. 

 

3. Which age-group do you belong to? 

Table 5.1.3 Percentage of tourist according to age-group 

 16-25 
years old  

(%) 

26-35 
years old  

(%) 

36-45 
years 

old  (%) 

46-55 
years old  

(%) 

56-65 
years old  

(%) 

Over 65 
years old  

(%) 

Number 
of tourists 

in total 

P1: Monza- (Italy) 20 % 22 % 15% 20 % 18 % 5 % N = 74 

P2:  PO DELTA AREA – 
Emilia-Romagna region – 
Ferrara and Ravenna 
provinces – (Italy) 

1 % 14 % 15% 36 % 26% 11.8% N = 129 

P3: Nova Gorica (Slovenia) 0 % 16% 26% % 23% 26% 10% N = 60 

P4        

P5        

P6        

P7        

P8: Fruska Gora (Serbia) 7 % 18% 38% 23% 11% 3% N = 91 

P9 City of Banja Luka, 
Republika Srpska, (B & H) 

4 % 16% 40 % 25% 15% 4% N = 55 

P10 Vlora Region (Albania) 58% 27% 7 % 6% 1% 1 % N = 170 
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Referring to the data, all age-groups have participated in completing the questionnaire. In some tourist 

destinations there was an approximately equal distribution in the percentage of age groups interviewed, 

in some others the average age-group has dominated, or even young age groups. For example, in Albania 

a high percentage who have completed the questionnaire belongs to young age groups, but this does not 

mean that other age-groups do not frequent this tourist destination, it is even the opposite. The reasons 

for completing the questionnaire in a small percentage from others age-group may be inaccessibility 

through online distributing of questionnaires, or lack of free time. Referring to tour operator’s age group 

56-65 years old is the age group who are not sensitive to the price of the service provided, seek quality 

and prefer to travel all the year combining travel for business purposes with pleasure 

While people over 65 years old are price-sensitive, require comfortable accommodation, medical care, 

require well-known and attractive destination of high-quality service, and prefer to travel in the spring 

and fall season. 

 

4. What is your level of education? 

Table 5.1.4 Percentage of tourists by education 

 High school 
(%) 

Bachelor 
(%) 

Master 
(%) 

PhD 
(%) 

Number of 
tourists in total 

P1: Monza- (Italy) 42 % 46 % 11% 1.1 % N = 74 

P2:  PO DELTA AREA – Emilia-
Romagna region – Ferrara and 
Ravenna provinces – (Italy) 

50 % 32 % 12% 6 % N = 129 

P3: Nova Gorica (Slovenia) 42 % 32% 26% 0% N = 60 

P4      

P5      

P6      

P7      

P8: Fruska Gora (Serbia) 24 % 43% 25% 8% N = 91 

P9 City of Banja Luka, Republika 
Srpska, (B & H) 

22 % 24% 45 % 9% N = 55 

P10 Vlora Region (Albania) 9.4% 48.8% 40.6 % 1.2% N = 170 

 

Over 50% of the respondents for the evaluation of tourist destinations belong to a high level of education 

Bachelor, Master, PhD. The high level of education of respondents is an indicator of a proper assessment 

of the tourist destination from foreign and local citizens.  
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5. By what means of transport did you arrive at the destination? 

Table 5.1.5 Percentage of mean trasports use by tourists 

 
Car (%) 

Bus 
(%) 

Plane 
(%) 

Ship (%) 
Motorcycle

/Bike (%) 
Train % 

Camper 
% 

Metro 
% 

Combined 
Transport % 

Number of 
tourists in 

total 

P1: Monza- (Italy) 56 % 10 % 16% 0 % 1 % 16 % 0% 1% 0% N = 74 

P2:  PO DELTA AREA – Emilia-
Romagna region – Ferrara and 
Ravenna provinces – (Italy) 

79 % 2 % 10.8% 0 % 5% 1 % 5 % 0 % 0% N = 129 

P3: Nova Gorica (Slovenia) 48 % 26% 13% 0% 3% 10% 0%  0% N = 60 

P4           

P5           

P6           

P7           

P8: Fruska Gora (Serbia) 
90 % 5 % 0 % 0 % 3% 0 % 0 % 0 % 2% 

N = 84 
Domestic 

Tourist 

76.5% 11.8% 0 % 0 % 0 % 0 % 0 % 0 % 11.8 
N=17 

Foreign 
Tourist 

P9 City of Banja Luka, Republika 
Srpska, (Bosnia and 
Herzegovina) 

53 % 20% 22 % 0% 0% 0% 0% 0% 5% N = 55 

P10 Vlora Region (Albania) 84.7% 21% 7.1 % 5% 6% 0% 0% 0% 0% N = 170 
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According to the table, most foreign and domestic tourists arrive at their destination by private car, and a 

low percentage use other means of transport. 

 

In terms of means of transport to reach the destinations in Monza area, a very large percentage – 56% - 

used the car, followed by other means of transport, in particular by train and by plane for foreign tourists 

 

In terms of means of transport to reach the destinations in Po Delta area, a very large percentage – 79% - 

used the car, followed by other means of transport, in particular by plane for foreign tourists  

 

Even though the respondents are foreign tourists, the majority (48%) is coming to Goriška region 

(Sllovenia)  by car (or bus 26%). This means that the foreign tourists who visit the Goriška region are from 

nearby places (as Goriška region lies on the Italian border, the majority of foreign tourists are Italian). This 

shows that at the moment this region is not attractive enough to attract more tourists from distant places 

and countries. 

 

P4 ….. 

P5 …. 

P6 ….. 

P7 …… 

 

Most of the respondents (domestic tourists) came to the destination Fruška gora (Serbia) by car 90%, by 

bus 5%, motorcycle / bicycle 3%, transport combination 2%, while foreign tourists mostly used the 

combined method. 

 

The means of transport for tourists visiting Banja Luka (Bosnia Hercegovina) is dominantly personal 

vehicle with more than 50% of respondents. While other transport modes are represented they are not 

fully utilized. There were no tourists came with the train as may be expected taking in mind that railway 

is in poor condition.  

The means of transport that tourists use to arrive to the destination Vlora (Albania) are different but 

mostly use cars 84.7% of them, 21% buses, and a low percentage use other means of transport as plans 

(7.1%), ships (5%), motorcycles / bikes (6%). According to the Institute of Statistics of Albania, foreign 

nationals entering in country through airlines occupy an average of 10.5% of total entrance, those entering 

in country via sea routes occupy an average of 6.4% of total entrance, and those entering in country 

through land occupy the largest share with 83.1% of total entrance for the period of 2018. 
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6. What type of accommodation have you chosen? 

Table 5.1.6 Percentage of types of accommodation used by tourist 

 
Hotel  
(%) 

Resort 
(%) 

Private 
Apartment 

(%) 

Hostel 
(%) 

Camping 
(%) 

At Friend/ 
relatives 

(%) 

Other 
% 

Number 
of tourists 

in total 

P1: Monza- (Italy) 31 % 3% 35 % 8% 0% 0% 0% N = 74 

P2:  PO DELTA AREA – 
Emilia-Romagna region – 
Ferrara and Ravenna 
provinces – (Italy) 

25 % 0% 34 % 4% 21% 0% 0% N = 129 

P3: Nova Gorica 
(Slovenia) 

45 %  16%  10% 6% 23% N = 60 

P4         

P5         

P6         

P7         

P8: Fruska Gora (Serbia) 

32% 0% 55% 2% 11% 0%  
N = 84 

Domestic 
Tourists 

58.8 0% 17.6% 0% 0% 0% 2% 
N =17 

Foreign 
Tourists 

P9 City of Banja Luka, 
Republika Srpska, (Bosnia 
and Herzegovina) 

67 % 0% 20% 2% 2 % 9% 0% N = 55 

P10 Vlora Region 
(Albania) 

45.9% 8.8% 40%  40.6 % 1.2%  N = 170 

 

Two of the types of accommodation most chosen by tourists in the tourist destinations studied are hotels, 

and private apartments. In some tourist destinations, hotels have a higher percentage of choice from 

tourists such as Slovenia, Serbia, Bosnia and Herzegovina, Albania, and in some others one private 

apartments such as Monza and Emilia Romania (Italy) 

 

In Monza (Italy), most tourists choose to stay overnight in private apartments (35%), which however 

represent the largest share of tourist offer in this area. The private apartments are followed by hotels, 

with a percentage of 31% and hostel (8%). The 23% of respondents are daily tourists, who lives near 

Monza area, so they don’t need accommodation to sleep in the area. Other type of accommodation 

selected are resorts (3%).  

 

In Po Delta area, most tourists choose to stay overnight in private apartments (34%), which however 

represent the largest share of tourist offer in this area. The private apartments are followed by hotels, 

with a percentage of 25% and camping (21%). The 13% of respondents are daily tourists, who lives near 
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the Po Delta area, so they don’t need accommodation to sleep in the area. Other type of accommodation 

selected are camper sites, hostels (4%).  

 

The 45% of respondents in Goriška (Slovenia spend overnights in hotel (45%), while 23% respondents 

answered “other” which is explained that they do not spend the night in Goriška  region but they visit the 

place for 1 day (all of 23%). Given that this question was for foreign tourists who spend visit Goriška 

(Slovenia) without spending the night it is absolutely clear that those are the tourists from nearby places 

(Italy) who came daily in casinos. 

 

P4 

P5 

P6 

P7 

Respondents (domestic tourists) in Fruška gora (Serbia) used different accommodation structures, of 

which Camp 11%, Hotel 32%, Hostel 2%, Private accommodation 55% while foreign tourist use most 

Hotels compare with private apartment. 

As many as 67% of tourists choose to stay at the hotel during their visit to Banja Luka (Bosnia Hercegovina). 

Other than hotel accommodation, private apartments and family house accommodation for tourists 

visiting relatives are represented in significant numbers. Hostel and Camper site are represented in just a 

few answers. Results for Camper sites are expected since this type of accommodation is not very 

developed. Number of Hostel in Banja Luka is constantly growing and in a way it is expected that this type 

of accommodation is more represented but obtained results can be explained with purpose of the travel 

that is mainly professional and business visits.  

 

45% of tourists visiting the destination of Vlora (Albania) use hotels as accommodation facilities while 40% 

of them use private apartments and a low percentage use resorts or other forms of accommodation. In 

Albania, hotels occupy 65% of accommodation facilities. In general in Albania these types of 

accommodation facilities, in most destinations, where there are no other additional offers, operate in a 

short season. The development of an accommodation system with high quality standards will also bring 

the extension of the season in tourist destinations. 
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7. How many nights have you stayed in the destination? 

Table 5.1.7 Percentage accordings nights of staying in the destination by tourists 

 
1-3 nights 

(%) 
4-7 nights 

(%) 
More than 7 nights   

(%) 
No nights 

(%) 
Number of 

tourists in total 

P1: Monza- (Italy) 51 % 3% 9 % 37% N = 74 

P2:  PO DELTA AREA – Emilia-
Romagna region – Ferrara and 
Ravenna provinces – (Italy) 

33 % 17% 37 % 13% N = 129 

P3: Nova Gorica (Slovenia) 44 % 44% 12%  N = 60 

P4      

P5      

P6      

P7      

P8: Fruska Gora (Serbia) 

82% 12% 6% 0% 
N = 84 

Domestic 
Tourists 

70.6 29.4% 0% 0% 
N =17 Foreign 

Tourists 

P9 City of Banja Luka, 
Republika Srpska, (Bosnia and 
Herzegovina) 

66 % 18% 16% 0% N = 55 

P10 Vlora Region (Albania) 34.1% 33.5% 32.4%  N = 170 

 

Referring to the table on the nights of stay of tourists in tourist destinations, we notice that most tourists 

stay 1-3 nights in the destination, followed by a lower percentage of stay of tourists 4-7 nights in the 

destination. The challenge for tourist destinations remains the extension of tourists staying at the 

destination through the creation of attractive tourist packages by tour operators and the organization of 

as many entertainment activities by local public authorities of destination management. 

 

In Monza (Italy) the majority of tourists stayed in the area from 1 to 3 nights (51%), followed by tourists 

that spent in the area more than 7 days (9%), 37% of tourists are daily tourists. 

 

In Po Delta Area(Italy) the majority of tourists stayed in the area more than 7 nights (37%) followed by 

tourists that spent in the area from 1 to 3 nights (33%)  while 13% of tourists are daily tourists. 

  

44% answered that they stay in Goriška Slovenia) region from 1 – 3 nights, and 44% answered that they 

stay from 3 to 7 days. But this is not the realistic picture, especially for answers from” 1-3 nights”.  
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In Fruska Gora (Serbia) the domestic tourists stayed at the destination 1-3 nights (82%) 4-7 nights (12%,) 

more than 7 nights (6%)., while foreign tourists stayed in destination 1-3 nights (70.6%) 4-7 nights (29.4%,) 

 

In Banja Luca (Bosnia Hercegovina), the majority of the questioned tourists stayed in destination for 

period of 1-3 nights (66%). Duration of the visits between 4 and 7 days and for more than 7 days is 

represented in similar numbers, 18% for 4-7 days and 16% for more than 7 days. 

  

In Vlora region (Albania) 34% of tourists who visited the destination stayed 1-3 nights, 33.53% of tourists 

stayed 4-7 nights, while 32.35% of tourists more than 7 nights. The average stay of tourists is 5.6 nights, 

the goal is to increase the number of nights spent by tourists at the destination. 

 

8. You have arrived at the destination? 

Table 5.1.8 Percentage accordings ways to arrive in destination 

 Self-organized 
(%) 

Through an agency  
% 

Number of tourists 
in total 

P1: Monza- (Italy) 81 % 19% N = 74 

P2:  PO DELTA AREA – Emilia-Romagna 
region – Ferrara and Ravenna provinces 
– (Italy) 

91 % 9% N = 129 

P3: Nova Gorica (Slovenia) 77 % 23% N = 60 

P4    

P5    

P6    

P7    

P8: Fruska Gora (Serbia) 

97% 3% 
N = 84 Domestic 

Tourists 

76.5% 23.5% 
N =17 Foreign 

Tourists 

P9 City of Banja Luka, Republika Srpska, 
(Bosnia and Herzegovina) 

91 % 9% N = 55 

P10 Vlora Region (Albania) 93.5% 6.5% N = 170 

 

According to the study, a high percentage of tourists arrive at the destination, self-organized and a low 

percentage through a travel agency. This trend is for all destinations taken in the study. Coordinating 

activities for better cooperation between businesses, non-profit organizations, and local/national public 

authorities remains a challenge in identifying tourists’ needs and meeting them. Tour operators or travel 

agencies should be organized in identifying tourist needs in order to create the most attractive, reliable 

and affordable tourist packages. 
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The most of interviewees (tourists) arrived at the destination Monza (Italy), self-organized (81%) and 19% 

through an agency. 

The most of interviewees arrived at the destination Po Delta Area, self-organized (91%), and 9% through 

an agency.  This situation is in line with the national and regional situation.  

The majority of tourists arrive at the Goriška (Slovenia) destination as self-organized (67%), while just 23% 

of them arrive through tourist agency. 

 97% of domestic tourists arrived at the destination Fruska Gora (Serbia), self-organized, and while 3% 

used the services of a travel agency. Foreign tourists use agencies more. 

In Banja Luca (Bosnia and Herzegovia), the vast majority of visits are self-organized with 91% participation 

in comparison to organization through a travel agency with remaining 9%. This result is in line with modes 

of the transport that are used by the visitors. 

According to the interviewees, 93.53% of them have arrived in the destination Vlora region (Albania) self-

organized, using the online accommodation platforms, social media, their experience, recommendations 

of friends and relatives, and only 6.47% of them have arrived through an agency. 
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9. Reasons for visiting  tourist destinations 

Table 5.1.9 Percentage according reasons to visit the touristic destination 
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P1: Monza- (Italy)  20% 11% 12% 28% 3% 8% 5% 3% 4% 4%    N = 74 

P2:  PO DELTA 
AREA – Emilia-
Romagna region – 
Ferrara and 
Ravenna provinces 
– (Italy) 

37 % 66% 30% 7.7% 30% 22.4% 10%  14.7% 2.3 % 6.2 % 6.2 % 20%  N = 129 

P3: Nova Gorica 
(Slovenia) 

  52% 10% 16% 32%  26% 10%  4% 3%  39% N = 60 

P4                

P5                

P6                

P7                

P8: Fruska Gora 
(Serbia) 

% 37% 8%  42%  13%  13%      
N = 84 

Domestic 
Tourists 

 47.1% 23.5%  35.3% 29%  17.6% 11.8%   5.9%   
N =17 

Foreign 
Tourists 

P9 City of Banja 
Luka, Republika 
Srpska, (B & H) 

 16% 18.1% 36.3% 9% 10% 7.2%  56.3% 9% 1.8% 5.4%   N = 55 

P10 Vlora Region 
(Albania) 

77.1% 30.6% 20.6% 18.8% 9.4% 8.8% 7.6% 7.1% 7.1% 4.1% 1.8% 1.8%   N = 170 
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Referring to the table above we conclude that the main reasons for visiting the tourist destinations listed 

above are: 

• Beauty of landscape and nature,  

• Coastal and maritime tourism for destinations favoured by the geographical position,  

• Cultural Tourism,  

• Entertainment,  

• Work (Business, Training, conferences) , 

• Gastronomy,  

• Visit to relatives and friends, 

Other reasons have a lower level of importance like: 

• Slow tourism,  

• Heath and medical tourism  

• Shopping,  

• Sport tourism,  

• Recommendation by a friend or relatives 

 

The cultural tourism is the main reason to visiting the Monza area with 28%, followed by beauty of 

landscape and nature with 20% of respondents.  If we consider that the beauty and landscape of nature, 

cultural tourism and gastronomy are declination of slow tourism, the slow tourism could be considering 

the main motivation to visit Monza. 

 

The beauty of landscape and nature is the main reason to visiting the Po Delta area with 66% of 

respondents for  n.85 visitors followed by costal and maritime tourism with n.49 visitors ( 37%), cultural 

tourism and gastronomy offer (n. 39 visitors, 30%)  and slow tourism (n.25 visitors, 20%). If we consider 

that the beauty and landscape of nature, cultural tourism and gastronomy are declination of slow tourism, 

the slow tourism could be considering the main motivation to visit Po Delta area.  

 

The reason of visiting the Goriška destination is entertainment. From their notes under the question it 

appears that in this case entertainment the majority means visiting casinos, the second answer is 

paragliding, as Goriška region have known take-off point for paragliders. 

 

P4 ……. 

P5 …….. 

P6 ……. 

P7 …….. 
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The motive for the visit for the majority of respondents is cultural tourism 42%, landscape beauty 37%, 

and entertainment 8%, other reasons (work, sports, vacation, and spa) 13%. Among the surveyed foreign 

guests, the motive for coming to the destination Fruška Gora is the beauty of nature in the first place, 

followed by cultural tourism. 

 

During analysis of the obtained results we already mentioned that the majority of the visits were of the 

business nature, 56.3% nr 31 of total to be exact. The visits to relatives and friends are represented in 

two-digit percentages with 36.3% nr20 of total. Remaining reasons for the visits to Banja Luka based on 

obtained results are in order: entertainment, landscape and nature, gastronomy, cultural tourism, 

shopping, sport tourism, charity work, health and medical tourism, transit and other reasons.     

 

The reasons for visiting the tourist destination of the Vlora region are different, 77.1% of tourists visit this 

tourist destination for coastal and maritime tourism, 20.6% for entertainment, and 30.6% for beauty of 

landscape and nature. 18.8% arrive to the destination to visit relatives and friend. Other reasons to visit 

this tourist destination are cultural tourism 9.4%, work 8.8%, and sport tourism 7.6%. 

 

Coastal and maritime tourism occupies the largest part of tourism products. This type of tourism in Albania 

has seasonal character, and as a result most of the accommodation structures in the coastal area face 

seasonal difficulties of operation. Meanwhile, for maritime tourism, the infrastructure is currently lacking 

and this segment (yachting, sailing, and cruising) is still in its infancy, but the potential to develop is very 

large and very important for the economy and elite tourism in Albania. 

 

Albania is appreciated by many operators and international visitors to its nature and beautiful landscapes. 

Natural and rural areas in Albania offer opportunities for rural, mountain tourism, ecotourism and outdoor 

activities (rafting, parachuting, mountain biking, fishing, trekking, mountaineering, hiking, horseback 

riding, touring study, etc.). Some of these activities are the main motives of trip by foreign visitors to 

natural areas. 

Although 20% of visitors come in destination for entertainment this belongs to a short tourist season. 

Despite the natural, historical or cultural potentials, Albania has lagged behind in building tourist 

infrastructure such as modern congress centers, amusement parks and recreation, golf courses, marinas, 

etc., without which it is difficult to attract certain segments of tourist demand and to enable the annual 

extension of tourism. Also, in Albania, there are no centers for the development of mountain and 

adventure tourism, entertainment diving centers, bicycle paths, etc., which will position Albania in the 

tourism market of special interest. 
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10. Information source to reach the touristic destination 

Table 5.1.10 Percentage according sources of information used by tourist to arrive in destination 
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P1: Monza- (Italy) 41%  3%% 37% 9% 2%  4% N = 74 

P2:  PO DELTA AREA – Emilia-
Romagna region – Ferrara and 
Ravenna provinces – (Italy) 

62.7% 37.2% 6.2% 27.9
% 

8.5% 23.5% 3.1% 14.7% 0.7 % N = 129 

P3: Nova Gorica (Slovenia) 60% 60% 1% 18% 20% 20% 15% 1% 3% N = 60 

P4           

P5           

P6           

P7           

P8: Fruska Gora (Serbia) 

         N = 84 
Domestic 
Tourists 

         N =17 
Foreign 
Tourists 

P9 City of Banja Luka, Republika 
Srpska, (Bosnia and Herzegovina) 

16 % 20 % 2 % 22 % 3 % % 4 % 22 % N = 55 

P10 Vlora Region (Albania) 
59.4 % 45.9 % 6.5 % 25.3

% 
23.5% 10 % 6.5% 2.4 % 4.1 % N = 170 
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The most important sources of information to reach the tourist destinations mentioned above are: 

personal experiences, recommendations from friends and relatives who have previously visited these 

tourist destinations, except Monza where the second place in tourist information is the Internet and 

media social. Internet and social media is important for other destinations. Other sources of 

information have a lower importance in use as information opportunities to reach a destination. 

Better coordination between the private and public sectors is needed to assess needs and undertake 

strategies to meet them. Good work needs to be done by both the public and the private sector to 

increase the role of travel agencies, fairs or guides and brochures in informing tourists in choosing 

tourist destinations. 

 

The information sources to reach Monza are based mostly on personal experience, (n.51, 41%), 

followed by Internet and Social media (n. 45 – 37%) and tourist guides and brochures (n.11 – 9%). 

Other information sources as traditional media, tour operators and tourist agencies are not 

particularly used by tourists to collect information about Monza destination.  

The information sources to Po Delta area are based mostly on personal experience, (n.51, 41%), 

followed by Internet and Social media (n. 45 – 37%) and tourist guides and brochures (n.11 – 9%). 

Other information sources as traditional media, tour operators and tourist agencies are not 

particularly used by tourists to collect information about Monza destination.  

The visitors/foreign of Goriška region come to region mostly because of personal experience and/or 

recommendations from others. This means a lot that a personal experience/recommendation is a 

reason to return to the same destination because of building a long-term tourism plan on that. Other 

information sources are through internet and social media, the minority have used tourist agencies or 

tour operators, which also explains a lot, especially that Goriška as region is not that well promoted 

and consequently unattractive to travel agencies, despite its rich offer. “Other” in this case means 

mostly “invitation for business meeting”. 

 

P4 ….. 

P5 ……. 

P6 ……. 

P7  …… 

P8  …….. 

 

To the question how they get information on Banja Luka destination, respondents have pointed out 

three sources with the most answers. Those are business contacts, internet and recommendation 

from friends or relatives with total participation of 64%. Personal experience was also very common 

answer.   

According to information sources to visit this tourist destination of Vlora( Albania), 59.4% of 

respondents refer to previous experiences, 45.9% of them recommendations from friends and 

relatives, 25% internet, 23.5% Social media (Facebook, Instagram, Twitter etc.) and only 10% tourist 

guide. Other sources of information such as traditional media, travel agencies, communication with 

service providers at the destination or fairs have little use by visitors as a source of information to 

select a tourist destination. 
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11. Which period do you usually choose to visit this touristic destination? 

Table 5.1.11 Percentage according most frequented seasons by tourists 

 Spring 
season (%) 

Summer 
season 

% 

Autumn 
season % 

Winter Season 
% 

All the 
year 

% 

Number of 
tourists in total 

P1: Monza- (Italy) 33% 25% 27% 13% 3% N = 74 

P2:  PO DELTA AREA – Emilia-
Romagna region – Ferrara and 
Ravenna provinces – (Italy) 

96% 

78% 29% 19%  N = 129 

P3: Goriška (Slovenia) 30% 10% 20% 10% 60% N = 60 

P4       

P5       

P6       

P7       

P8: Fruska Gora (Serbia) 84% 54% 14%   N = 84 Domestic 
Tourists 

41.2% 58.8% 17.6% 5.9%  N =17 Foreign 
Tourists 

P9 City of Banja Luka, 
Republika Srpska, (Bosnia and 
Herzegovina) 

49% 35 % 15% 1%  N = 55 

P10 Vlora Region (Albania) 20 % 96 % 15.3% 11.2%  N = 170 

 

From the data we notice that the period of visit of tourist destinations is different in different 

destinations. In coastal countries we notice that the summer season is the most frequented period as 

Vlora (Albania) or Po Delta Area. In other destinations which are mountainous places or combined 

with marine ones, they are more frequented during the spring and autumn or spring and summer 

seasons. Some other destinations which have neither mountains nor sea, are frequented during all 

the year. The challenge for destinations that are frequented in some seasons is the extension of the 

tourist season during al the year. For those destinations that are frequented during all the year, the 

important thing is to increase the percentage of tourists who frequent this destination. 

 

The most of respondents visit Monza in spring. But considering that this question was open to multiple 

replies, most tourists visited also the area in autumn (27%), followed by summer. Tourists show 

interest in visiting this place and during the winter 13%. 

 

The most of respondents visit the Po Delta area in spring. But considering that this question was open 

to multiple replies, most tourists visited also the area in summer (78%), followed by autumn. Tourists 

show interest in visiting this place and during the winter 19%. 

 

The majority of respondents visit Goriška region (60%) regardless of the season. Given that the most 

of tourists visit Goriška region because of entertainment in casino industry, the weather is really not 

the fact. Other respondents choose spring or autumn because of mild weather, while summer and 

winter are not as popular as other period of time which is understandable as it has no sea and no 
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mountains for skiing (ski slopes are about an hour and half from Goriška, sea is about half an hour 

from Goriška – Italian sea). 

P4 

P5 

P6 

P7 

 

When it comes to the season in which respondents travel 84% of domestic respondents visit the 

destination Fruska Gora (Serbia) in the spring, 54% of respondents choose to travel in the summer, 

while 14% said they would travel in the fall. They state the weather as the main reason for that. Foreign 

guests mostly come to the destination Fruška gora in the summer. 

 

Regarding the period of time for visit of touristic destination Banja Luka, Republika Srpska, (Bosnia and 

Herzegovina), 49% of respondents selected spring season, 35% of respondents selected summer 

season, 15% autumn season and 1% winter season. Based on data of all tourist arrivals explained 

earliest, it was concluded that the tourist visits do not have seasonal character and this chart should 

be analysed with the reserve since it does not agree with the arrivals data. 

 

Referring to the time period to visit this destination Vlora Region(Albania), 96% of the respondents 

prefer the summer season, 20% the spring season, 15.3% the autumn season and 11.2% the winter 

season. Although Albania is characterized by a typical Mediterranean climate with 250 sunny days, 

tourism is characterized by seasonality, where the main goals of the visit are coastal and maritime 

tourism, natural tourism, cultural tourism and these visites are focused only on the summer season. 

In these conditions, the effects of seasonality focused only on coastal and maritime tourism should be 

mitigated through the development of other forms of tourism in order to extend seasonality.  

 

 

12. What is the reason for not visiting the destination in other seasons of the year? 

The reasons for not visiting Monza in other seasons are various, but principally connected to the, the 

climate conditions, or, for those respondents who choose the spring and/or autumn, the 

overcrowding during the summers and excessive hot weather. Especially for the naturalistic tourists 

who choose the destination for slow tourism, excursions in the nature and parks and naturalistic 

photography, spring and autumn are the favourite seasons. 

 

The reasons for not visiting the Po Delta in other seasons are various, but principally connected to the 

absence of services and activities during the winter, the climate conditions, no possibility of having 

holidays outside the summer period, or, for those respondents who choose the spring and/or autumn, 

the overcrowding during the summers and excessive hot weather. Especially for the naturalistic 

tourists who choose the destination for slow tourism, birdwatching, excursions in the nature and parks 

and naturalistic photography, spring and autumn are the favourite seasons to make a trip on Po Delta.  

 

P4 
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P5 

P6 

P7 

 

Respondents offered various explanations for not visiting destination Banja Luka, Republika Srpska, 

(Bosnia and Herzegovina) in other seasons of the year. In particular, 13 (23,65%) respondents cited 

work related reasons, 14 (25,46%) respondents weather, 10 (18,18%) respondents did not state a 

specific reason, 2 (3,63%) respondents stated COVID19 related reasons, 8 (14.54%) respondents 

stated lack of available free time, 1 (1,82%) respondent stated team building as reason, 1 (1,82%) 

respondent stated festival schedule and difficulty to travel as reason, 1 (1,82%) respondent stated lack 

of tennis tournament as reason, and 2 (3,63%) respondents stated personal reasons, 3 (5,45%) 

respondents did not provide any answers. 

 

Considering the answers of the interviewees but also the secondary data, we confirm that tourism in 

Albania is characterized by seasonality with a low percentage of frequency in other seasons of the 

year. According the answers of the interviewees  the reasons of non visiting this destination in other 

periods of the year, are 39% of respondents admit the “lack of free time” due to the work or school 

obligations or because they have received vacations during the summer season and they have no 

possibility to take vacations in other seasons. 17.1% of the responses confirm that there are few 

opportunities for entertainment in other seasons in this destination. 20.6% of the tourists prefer to 

frequent the destination in the season of summer” while 9.4 % of the visitors can visit this destination 

in every season of the year. 

Other reasons that influence visitors, of non visiting the destination in other seasons of the year are: 

“they visit other destinations” (5.3%), “high price” and “lack of income” (2.9%), “lack of destination 

services in other seasons” (1.2%) and the distance (1.2%) of their residence from the destination. 

 

Referring to the reasons for not frequenting tourist destinations in other seasons of the year, it is 

necessary: 

1. The extension of seasonality according to the specifics of each destination.  

2. Increase of the percentage of tourists who frequent in different seasons of the year.  

 

 

The strategies used to achieve these objectives are as follows: 

a. Organizing events, or organizing destination holidays as an opportunity to attract tourists. 

b. Creating more entertainment opportunities for tourists of different age groups who frequent 

the destination. 

c. Development of other forms of tourism such as mountain tourism, slow tourism, natural 

tourism, cultural. 

d. Attracting new market segments, such as the third age which can attend fresher months 

compared to the summer season. 

e. Organizing tourist packages by travel agencies in the form of group packages, for all age 

groups and seasons. 
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f. Promotion of the destination in all seasons for the potentials it offers and not only in the 

summer season. 

g. Promotion of parks and gardens in order to attract tourists who are passionate about nature. 
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13. How you would rate the level of satisfaction in relation to what is offered in touristic destination? 

 Table 5.1.12 Level of satisfaction in relation to what is offered in destination  
 

P1 P2 P3 P4 P5 P6 P7 P8 P9 P10 
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Climate 65 4 111 6 4.3         17  3,78 3.9  

Hospitality of residents 57 6 109 9 4.4         16 1 4,20 3.4  

Beauties of the landscape 61 2 115 3 4         16 1 4,13 4  

Access to touristic information 65 6 103 9 3.6         16 1 3,51 3.2  

Information received before arrival 59 4 97 10 3.8         16 1 3,64 3.34  

Informing tourists in the destination 57 6 105 9 3.8           3,45 3.2  

Availability of tour operators   98 9 3.4           3,33 3.1  

Tour operators knowledge of foreign 
languages 

42 4 67 13 4.2         16 1 
3,47 3.2 

 

Road infrastructure 55 16 86 37 3.7         16 1 3,25 3.2  

Local traffic 53 16 91 30 3.5         16 1 3,31 2.7  

Car parking 38 27 80 39 3.7         16 1 3,20 2.6  

Overall organization of the destination 53 6 105 16 3.7         16 1 3,51 3.2  

Quality of urban design 57 4 85 28          16 1 3,42 3  

Pedestrian zones 61 3 95 19 3.5         16 1 3,76 3.4  

Park and green areas 58 2 101 21 3.7         16 1 3,89 3.3  
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Cultural and historical heritage 56 2 113 5 3.9         16 1 3,75 3.5  

Cleanliness and orderliness of beaches   97 11 4.4           3,27 3.2  

Overcrowding of people on beaches   80 21            3,09 3.1  

Water quality and shower areas   81 31            3,31 3.2  

Environmental protection measures 28 7 91 24 3.7         16 1 3,22 3  

Safety 43 8 94 21 4.3         16 1 3,58 3  

Opening hours of banks and shops 42 4 99 8 3.6         16 1 3,67 3.5  

Opening hours of catering services 58 6 104 7 3.5           3,71 3.4  

Catering services 56 6 112 3 3.9         16 1 3,71 3.3  

Shops 62 5 98 14 3.5         16 1 3,64 3.4  

Souvenir 46 7 79 22 3         16 1 3,45 3.4  

Accommodation 52 5 88 16 4         16 1 3,75 3.5  

Entertainment activities 59 7 92 14 4.1         16 1 3,65 3.3  

Sports activities 51 9 87 11 3.4         16 1 3,44 3  

Sailing offer   91 8            3,00 3.3  

Local gastronomy 54 6 116 3 4.4         16 1 4,18 3.5  

Quality-price ratio 60 7 104 17 3.9         16 1 4,05 3  
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Partner 1: Municipality of Monza (Italy) 

In terms of level of satisfaction in relation to what is offered by Monza, the overall rating is more than 

positive: in fact the satisfaction in general is more than the dissatisfaction.  

In terms of very satisfied tourists appraised firstly parks and green areas, followed by the beauty of 

landscape and pedestrian zones. Very satisfied is also expressed for catering services, hospitality and 

Information received before the arrival. 

In terms of very dissatisfied and dissatisfied in general tourists indicated first of all the car parking, 

road infrastructure, followed by local traffic. 

The two charts below, one with the data aggregated considering all the level of satisfaction (other 

than general satisfaction, very satisfaction and average satisfaction ) and all the two level of 

dissatisfactions (very dissatisfaction and dissatisfaction ) and one with the all details of different level 

of satisfactions, summarize all the results related to satisfaction. 

 

Partner 2:  PO DELTA AREA - Emilia-Romagna region – Ferrara and Ravenna provinces – Italy 

 

In terms of level of satisfaction in relation to what is offered by Po Delta, the overall rating is more 

than positive: in fact the satisfaction in general is more than the dissatisfaction.  

In terms of very satisfied tourists appraised firstly the beauty of landscape, followed by cultural and 

historical heritage and local gastronomy. Very satisfied is also expressed for catering services, 

hospitality and overall organisation of tourist destination and information available for tourist in the 

destination. .  

In terms of very dissatisfied and dissatisfied in general tourists indicated first of all the car parking, 

local traffic, road infrastructure and the quality of water, followed by the insufficiency of adequate 

souvenirs shopping, high prices, safety, and not enough measures of environmental protection.  

The two charts below, one with the data aggregated considering all the level of satisfaction (other 

than general satisfaction, very satisfaction and average satisfaction ) and all the two level of 

dissatisfactions (very dissatisfaction and dissatisfaction ) and one with the all details of different level 

of satisfactions, summarize all the results related to satisfaction.  

 

Partner 3:  Goriška (Slovenia) 

How would you rate the level of satisfaction in relation to what is offered in touristic destination 

Goriška, Slovenia?   

The foreign tourists have rated with the highest rating the following offer/characteristics:  

- Local gastronomy, hospitality of residents, cleanliness of the area (4.4); 

- Climate, safety (4.3) 

- Knowledge of foreign language (4.2) 

- Entertainment activities (4.1) 

- Accomodation (4.0) 

Other offer/characteristics are rated between “satisfied” and “average satisfaction”, while no 

one rated anything as “dissatisfied” or less. 

Statistically the average rate for the destination is 3, 81 (satisfied). 
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Partner 4:  

Partner 5 

Partner 6 

Partner 7 

 

Partner 8: Fruska Gora (Serbia) 

How would you rate the level of satisfaction in relation to what is offered in touristic destination 

Fruska Gora (Serbia)? 

If we refer to the assessment of the level of satisfaction of foreign and domestic tourists from the 

following two graphs, regarding what is offered at the destination Fruska Gora (Serbia), we conclude 

that tourists in general are more satisfied than dissatisfied. 

Foreign tourists appreciate the climate, road infrastructure, car parking, local traffic, park and green 

areas, pedestrian zone, cultural and historical heritage, environment protection measures. Are rated 

an average satisfaction hospitality of the residents, the beauties of landscape, access to touristic 

information, information before arrival. 

If we refer to local tourists they appreciate very satisfied, the beauty of landscape, access to 

information, parks and green areas, cultural and historical heritage, local gastronomy. Are appreciated 

by local tourists with average satisfaction road infrastructure, local traffic, car parking, environmental 

protection measures, and entertainment activities. 

Referring to the ranking of the level of satisfaction of foreign and domestic tourists in relation to what 

is offered in the tourist destination Fruska Gora (Serbia), we note that there are similarities between 

them and there are deviations in the assessment. It is very important to promote this tourist 

destination not only within the country but also abroad to create facilities for foreign tourists to access 

tourist information about what is offered at the destination. 

 

 

Partner 9: City of Banja Luka, Republika Srpska, (Bosnia and Herzegovina) 

To evaluate the level of tourists satisfaction regarding what the tourist destination offers, the Likert 

scale was used from 1 to 5 (1- Very Dissatisfied, 2- Dissatisfied, 3- Average satisfaction, 4- Satisfied, 5- 

Very Satisfied). The table 5.1.12 presents the values for each variable related to the mean and median. 

Local gastronomy majority of tourists rated as 5, meaning that they were very satisfied. Climate, 

hospitality of residents, landscape beauty, access to tourist information, information received before 

arrival, road infrastructure, local traffic, overall organization, quality of urban design, pedestrian 

zones, park and green areas, cultural and historical heritage, safety, opening hours of banks, shops 

and restaurants, accommodation, entertainment, quality-price ratio are destination offer 

characteristics rated with 4, demonstrating that tourists were satisfied in relation with these features. 

Tourists expressed average satisfaction in relation to tourist information in the destination, availability 

of tour operators, and tour operator’s knowledge of foreign languages, car parking, environmental 

protection measures, and sport activities. 
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A private and public sector partnership is needed to assess the needs at the destination and make 

decisions to address them. Better work needs to be done by the public sector regarding the promotion 

and marketing of the destination to provide more information on tourism, more parking space and at 

the same time increase environmental protection measures in order to develop a sustainable tourism. 

The best contribution should be given by the private sector regarding the increasing role of tour 

operators in informing tourists about the creation of tourist packages to attract different market 

segments in order to increase the number of tourists who frequent this destination. 

 

Partner 10: Vlora Region, Albania 

Table 5.1.12 presents the values for each variable related to the Mean, for touristic destination  Vlora 

Region. 

Referring to the climate, natural beauty and landscape, tourists have rated it 5 (median Score 5) which 

means they are very satisfied. The climate and natural beauties offered by the tourist destination are 

one of its competitive advantages. 

 

Other elements of the tourist offer that have been evaluated  satisfactory by tourists (median Score 

4) are cultural tourism, hospitality of residents, accommodation, pedestrian areas, banking services, 

catering services, shops, local gastronomy, information received before arriving at the destination. 

Cultural tourism is a strong point but it is not the main purpose of the destination visit, a combination 

of tourist attractions by travel agencies is needed to increase the nights of stay at the destination. 

Satisfactory accommodation appreciated by tourists refers to the quality of service as well as the 

comfort offered by the accomodation facilities, hotels, resorts and apartments for rent. 

Local gastronomy has been evaluated satisfactory by tourists because it, not only offers the traditional 

with fresh food produced in the area but also fits the requirements of tourists in cooking different 

cuisines. 

 

Road infrastructure, local traffic, respondents rate at an average level of satisfaction (Media Score 3) 

while they are dissatisfied (median Score 2.5) in terms of parking spaces. Local traffic is evident during 

the season as we do not have an extension of the tourist season throughout the year, while road 

infrastructure has improved in recent years as a result of investments made in road reconstruction in 

order to facilitate the connection of destinations. However, more needs to be done in this case. 

 

It is evaluated with an average level of satisfaction (Median Score 3), the general organization of the 

tourist destination, the quality of urban design, parks and green areas. More needs to be done to 

organize the spaces between buildings, their connections to neighborhoods and the city, green spaces, 

opportunities to choose means of transport, entertainment activities, preserving the city's identity, 

protecting and preserving natural, cultural and historical values, better coordination and 

communication between decision makers at the central/local government level, tour operators, and 

businesses operating in the sector. 
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Have been evaluated by tourists with a medium level of satisfaction (median score 3), beach 

cleanliness and regularity, overcrowding of people in the beaches, water quality, environmental 

protection measures, safety. All these elements with such a level of pleasure are a consequence of the 

short seasonality. Taking measures to extend the season, due to favorable geographical position  and 

climate of destination it is a possibility to reduce dissatisfaction. 

Entertainment activities, sports activities, sailing offer and quality-price ratio are rated from 

respondents with an average level of satisfaction (median Score 3). This is due to unfavorable tourist 

infrastructure, few sports and entertainment activities and sailing offer. 

 

Taking in consideration the level of satisfaction regarding what is offered in the destination, we 

conclude that tourists appreciate more: 

➢ Beauties and landscape 

➢ Parks and garden 

➢ Cultural and Historical heritage 

➢ Hospitality of residents 

➢ Gastronomy 

Tourists are less satisfied with: 

➢ Road infrastructure 

➢ Car parking 

➢ Local traffic 

➢ Overcrowding of people in the beaches 

➢ Sport activities 

➢ Entertainment 

➢ Environment protection measure 
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14. Would you like to visit this destination again? 

 

 

Table 5.1.13 Percentage of tourists that would like to visit again the destination 

 Yes   
(%) 

No 
(%) 

I don’t no  
(%) 

Number of 
tourists in total 

P1: Monza- (Italy) 89%  11% N = 74 

P2:  PO DELTA AREA – Emilia-Romagna 
region – Ferrara and Ravenna 
provinces – (Italy) 

91%  9% N = 129 

P3: Goriška (Slovenia) 90%  10% N = 60 

P4     

P5     

P6     

P7     

P8: Fruska Gora (Serbia) 92%  6% N = 84 Domestic 
Tourists 

93.75%  6.25% N =16 Foreign 
Tourists 

P9 City of Banja Luka, Republika Srpska, 
(Bosnia and Herzegovina) 

91%  9% N = 55 

P10 Vlora Region (Albania) 89.4 % 0.6 % 10% N = 170 

 

A high percentage of tourists want to visit destinations again. 

Most of respondents intend to visit Monza again in the future (89%) most of respondents intend to 

visit the Po Delta again in the future (91%), and 90% would like to visit this destination Goriška 

(Slovenia). 

P4 

P5 

P6 

P7 

92% domestic tourists and 93% of foreign tourist answered positively regarding to visit again Fruska 

Gora (Serbia). Majority of respondents (91%) confirmed that they would like to visit destination Banja 

Luca again, while 9% responded that they do not know. 

 

Despite the fact that some of the variables that assess the tourist offer in the destination were ranked 

at an average level of satisfaction, from the total number of citizens surveyed, 89% of them want to 

visit touristic destination Vlora Region again. The potentials offered by the destination are usable 

throughout the year, but the lack of good destination management, limits their use in a short season. 
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15. How would you rate the importance of the following elements when making a decision to choose a destination for your next vacation? 

5.1.14 Rate the importance of the following elements when making a decision to choose a destination for your next vacation? 

 

  P1 P2 P3 P4 P5 P6 P7 P8 P9 P10 
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Sports activities 35 28 60 69 3.1                     2.5 2.9 

Landscapes and nature 59 4 128 1 3.8                     3.5 3.6 

Quality of Service 61 2 127 2 4.5                     3.4 3.5 

Accommodation services 53 10 121 6 4.5                     3.4 3.5 

Climate 56 7 111 18 4                     3.3 3.4 

Entertainment in the night 
life 

26 37 47 82 3.7                     
3 

2.9 

Parks 58 5 117 12 3                     3.1 3.3 

Urban environment 57 6 109 20 3.2                     3.2 3.2 

Silence  and Tranquility 49 14 120 9 3.4                     2.8 3.5 

Personal Safety 51 12 122 7 4.8                     3.6 3.6 

Shopping 42 21 63 66 2.5                     2.4 3.1 
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The most important elements that tourists choose to visit a destination are: 

- Quality of services 

- Landscape and nature 

- Presence of parks 

- Urban environment 

- Climate 

- Accommodation services 

- Silence and Tranquaility 

- Personal Safety 

The least important elements that tourists consider when choosing a destination are: 

- Sports activities, 

- Night life entertainments 

- Shopping 

 

Parner 1: Monza-Italy 

In terms of important elements that the tourists take in consideration when deciding to choose a 

destination the most relevant are:  

- Quality of services 

- Landscape and nature 

- Presence of parks  

- Urban environment 

- Climate 

- Accommodation services 

Element as night life entertainments is not considered relevant.  

 

Partner 2: Po Delta Area- AREA – Emilia-Romagna region – Ferrara and Ravenna provinces – (Italy) 

In terms of important elements that the tourists take in consideration when deciding to choose a 

destination the most relevant are:  

- Landscape and nature;  

- Quality of services 

- Accommodation services  

- Presence of parks  

- Silence and tranquillity  

- Safety  

Elements as sports activities, night life entertainments and shopping are not considering relevant. 

 

Partner 3: Goriška (Slovenia) 
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The tourists rated as quite important/very important following elements: 

- Personal safety (4,8) 

- Other (from the comments they stated: casinos), accommodation services, and quality of 

services: 4,5 

- Climate (4,0) 

While other elements are rated below “quite important”: landscape and nature, entertainment and night 

life, silence and tranquility, urban environment, sports, parks, shopping. 

 

Partner 4 

Partner 5 

Partner 6 

Partner 7 

 

Partner 8: Fruska Gora (Serbia) 

In choosing the destination, the surveyed tourists stated that cultural and historical heritage, nature and 

parks are important, as well as peace and security, while they listed urban areas and shopping as 

unimportant elements in the choice.  

 

Partner 9: Banja Luca- Bosnia and Hercegovina 

Landscape, nature and personal safety are selected as the most important factors when making decision 

to choose next vacation destination. Other factors such as sport activities, quality of service, 

accommodation, climate, entertainment, parks, urban environment, tranquility, shopping and other 

activities were selected as important by respondents.  

 

Partner 10: Vlora Region Albania 

In choosing a tourist destination, the elements that foreign and local citizens list as very important 

(Median Score 4) are landscape and nature, quality of service, accommodation service, climate, security 

and tranquility. 

Elements that rank important (median score3) by citizens in choosing a destination are sports activities, 

parks, urban environment, entertainment, and shopping. 

A comparison between the level of satisfaction provided by citizens regarding what the tourist destination 

offers and the level of importance of the elements they consider in choosing a destination is necessary 

for a quality management of the tourist destination. 

In choosing a tourist destination, the greatest importance tourists are given to what the destination offers 

such as landscape and nature, climate, parks, but also personal safety, accommodation service, quality of 

service. 
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16. Would you recommend this touristic destination to your friends and relatives? 

 

Table 5.1.15 Percentage of surveyed to recommend the destination 

 
Yes  
 (%) 

No 
% 

I don’t 
know (%) 

Number of 
tourists in total 

P1: Monza- (Italy) 95% 5%  N = 74 

P2:  PO DELTA AREA – Emilia-Romagna region – 
Ferrara and Ravenna provinces – (Italy) 

90%  10% N = 129 

P3: Goriška (Slovenia) 77%  23% N = 60 

P4     

P5     

P6     

P7     

P8: Fruska Gora (Serbia) 100%   N = 100 

P9 City of Banja Luka, Republika Srpska, (Bosnia and 
Herzegovina) 

91%  9% N = 55 

P10 Vlora Region (Albania) 92.9% 1.2% 5.9% N = 170 

 

Tourists of touristic destination Monza. Italy declared that they would recommend the destination to their 

friends and relatives (95% - absolute value n. 70) and the 5% are not going to recommend. 

 

99% would recommend the Po Delta Area to their friends and relatives (and the 10% are not going to 

recommend.  

 

77% would recommend the Goriška destination to others, 23% do not know if they would recommend the 

destination to friends and relatives. 

 

Majority of respondents (91%) confirmed that they would recommend destination Goriška (Slovenia) to 

friends and relatives, while 9% responded that they do not know. 

Referring to the citizen surveyed), 93% of them are positive about the recommendation of this destination 

Vlora Region to their friends and relatives. A low percentage of 1.2% would not want to recommend it to 

others and 5.9% are neutral. 
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17. For what reasons you don't want to visit this touristic destination again? 

Table 5.1.16 Percentage of tourists according to the reasons for not visiting the destination 
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P1: Monza- (Italy) 12.1% 5.4% 8.1 % 12.1% 2.7% 2.7% 18.9% 9.4% 10.8%   N = 74 

P2:  PO DELTA AREA – Emilia-
Romagna region – Ferrara and 
Ravenna provinces – (Italy) 

11.6% 16.2% 6.2%% 13.1% 0.7% 6.2% 14.7% 14.7% 9.3% 6.9% 13.9% N = 129 

P3: Goriška (Slovenia) 25%  25% 25%     25%   N = 60 

P4             

P5             

P6             

P7             

P8: Fruska Gora (Serbia)            N = 100 

P9 City of Banja Luka, 
Republika Srpska, (Bosnia and 
Herzegovina) 

10.9%  3.6% 5.4% 3.6% 1.8% 1.8% 3.6% 1.8% 1.8%  N = 55 

P10 Vlora Region (Albania) 25.9% 21.2 % 6.5% 2.3% 2.9% 17.6% 44.7% 41.2% 17.1% 12.4% 22.9% N = 170 
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Reasons don’t to visit the touristic destination surveyed are high price, quality of road and transport, 

overcrowding in spring and autumn season, sea contaminated due to season, poor service. These reasons 

show once again the orientation of destinations in the extension of the tourist season, the organization of 

tourist packages in groups, the orientation towards new market segments, towards other alternative forms 

of tourism such as parks and gardens. 

 

The most common motivations to not visit the Monza again are connected to high price, quality of route and 

transport, overcrowding in spring and autumn season.  

 

For the rest of 9% who do not intend to visit Po Delta again, the most common motivations are connected to 

lack of services in the areas, tendency to visit other places and not repeat the holiday /trip in the same place, 

quality of route and transport, overcrowding in summer season.   

 

There were no answers that the respondents would not recommend the destination Goriska (Slovenia) to 

others, but those who answered “I don’t know” in the answer above answered this question anyway. They 

marked as problem the following elements: quality of transport, problems with accommodation, inadequate 

infrastructure and lack of services due to seasonality. 

 

More than half respondents did not have reason for not vising Banja Luka or stated that they want to visit it 

again. For remaining respondents, the main reason not to visit Banja Luka again are related to accessibility 

and transport conditions. Respondents also pointed out insecurity in 9% cases as potential reason for not 

visiting destination.  All other reasons have significantly low number of answers. None of the respondents 

did not point out poor service as potential reason not to come again.  

 

Reasons why tourists wouldn`t like to visit this tourist destination are high prices (44.7%), overcrowding in 

the season (41.2%), quality of transport (25.9%), inadequate road infrastructure (25.3%), sea contaminated 

due of season (22.9%), poor service (21.2%), lack of signs and tourist map (17.6%), lack of services during 

seasonality (17.1%), lack of parks (12.4%), and a low percentage lists problems with accommodation (6.5%), 

and lack of beautiful landscape (2.9%) 
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15.1 Identification of challenges and need of tourism destinations evaluation from 
private actors point of view that operate in tourism sector  

Q 1: Establishment year of the company 
Table 5.2.1 Year of the company establishment 

 Before 
1980 

Between 
1980-2000 

After 
2000 

Number of 
business operators 

P1: Monza 4% 9% 87% N=47 

P2:  PO DELTA AREA – Emilia-Romagna region – Ferrara 
and Ravenna provinces - Italy 

21% 27% 52% N=52 

P3: Nova Gorica (Slovenia) 25% 25% 50%  

P4     

P5     

P6     

P7     

P8: Fruska Gora (Serbia) - - - N=20 

P9 City of Banja Luka, Republika Srpska, (B & H)  19% 81% N=31 

P10 Vlora Region  38% 62% N=42 
 

What can be seen from the longevity of the companies, it seems that the companies are relatively new. Most 

part of the companies were established after the e years 2000s. This shows the development that the tourism 

industry has experienced during the last 2 decades.  

A summary of data regarding the ownership structure of studied companies, gathered from all the partners, 

shows that the most part of them belongs to the sole proprietorship and Limited Liability Company. 

Influenced by the seasonality, many of the private actors have been established as family businesses or small 

businesses.  
 

Table 5.2.2 Distribution of the companies by the type of ownership 
 

Sole 
proprietorship 

Limited 
liability 
compan

y 
 

Private 
enterprises 

Associated 
form 

Foreign/ 
Other 
forms 

Number 
of 

business 
operators 

P1: Monza 43 %  9% 13% 15% N=47 

P2:  PO DELTA AREA – Emilia-
Romagna region – Ferrara and 
Ravenna provinces - Italy 

46% 
 

33% 6% 15% N=52 

P3: Nova Gorica - (Slovenia) 34% 37%  24% 5%  

P4       

P5       

P6       

P7       

P8: Fruska Gora (Serbia) 80% 20%    N=20 

P9 City of Banja Luka, Republika 
Srpska, Bosnia and Herzegovina 

36% 55%  6% 3% N=31 

P10 Vlora Region 52% 38.1%  7% 3% N=42 
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Q4: In which field of business does your enterprise perform?  
Table 5.2.3 Distribution of companies by field of business 

 

Accommodation 
Restaurant 

 

Travel 

agency 

Tour 

operator 

and touristic 

guides 

Agro tourism 

 

 

Souvenir 

shop 

Sea 

voyages 

Health 
care 

(yachting, 
sailing, 

cruising) 
 

Sportiv
e 

tourism 

Touristic 
services 

Other 
field of 

business 

Number 
of 

business 
operators 

P1: Monza 60% 15%  19%      4% 2% N=47 

P2:  PO DELTA AREA – 
Emilia-Romagna 
region – Ferrara and 
Ravenna provinces - 
Italy 

52% 6%  23% 2%  2%   13% 2% N=52 

P3: Nova Gorica –
(Slovenia) 

59%  7%  7%    15%  12% N=??? 

P4             

P5             

P6             

P7             

P8 Fruška gora, Serbia 21%    32%       N=20 

P9 City of Banja Luka, 
Republika Srpska, 
Bosnia and 
Herzegovina 

48% 16% 3% 
33% 

(10+23) 
       N=31 

P10 Vlora Region 54.8% 28.6% 2.4% 14.3%        N=42 

 
From the data analysis of each partner, as we can evaluate the average percentages of companies in each sector, (regardless of the development of the tourism 
sector in each country), the most part of the private actors belong to the accommodation sector, followed by tour operator and touristic guides as well as 
restaurants. One of the challenges of the tourism industry is the development of other sectors such as: agro tourism, touristic services and travel agencies.  
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Table 5.2.4 The most frequented seasons 

 Spring Summer Autumn Winter 

P1: Monza 49% 34% 15% 2% 

P2:  PO DELTA AREA - Emilia-Romagna region - 
Ferrara and Ravenna provinces - Italy 

33% 65% 2% 0% 

P3: Nova Gorica –(Slovenia) 29.7 % 42.9 % 21.5 % 5.6 % 

P4     

P5     

P6     

P7     

P8: Fruška gora, Serbia 5% 45% 25% 25% 

P9 City of Banja Luka, Republika Srpska, (B&H) 36% 48% 13% 3% 

P10 Vlora Region - 95% 5% - 

 
In terms of most frequented seasons, the companies from all the partners` countries figured out 
summer season with an average percentage of 55%, followed by spring (the average percentage of 
30.54%) and autumn (13.5%).  
 

Q6. If your company operates in the accommodation sector, what is the occupancy rate by 
season?    
 

Partner 1 0-20% 21-40% 41-60% 61-80% 81-100% 

Spring 11 6 10 8 12 

Summer 13 8 9 11 6 

Autumn 17 9 10 6 5 

Winter 16 7 12 9 3 

 

Partner 2 0-20% 21-40% 41-60% 61-80% 81-100% 

Spring 18 17 16 8 2 

Summer 10 3 5 17 18 

Autumn 24 16 5 4 - 

Winter 24 16 5 4 - 

 

Partner 3 Level of occupancy rate 

Spring 2.6 

Summer 3.8 

Autumn 2.6 

Winter 1.9 

 

Partner 8 0-20% 21-40% 41-60% 61-80% 81-100% 

Spring 14% 29% 57% - - 

Summer 14% - 14% 57% 14% 

Autumn 29% 14% 14% 43% - 

Winter 66% 34%    
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Partner 9  0-20% 21-40% 41-60% 61-80% 81-100% 
Average 

occupancy rate 

Spring 6% 27% 20% 27% 20% 53% 

Summer 14% 36% 7% 22% 21% 50% 

Autumn - 20% 27% 33% 20% 61% 

Winter 13% 20% 33% 33% - 47% 

 

Partner 10  0-20% 21-40% 41-60% 61-80% 81-100% 

Spring 14.3% 14.3% 26.2% 9.5% - 

Summer - 2.4% 4.7% 38% 33.3% 

Autumn 14.3% 28.6% 2.4% 19% - 

Winter 42.8% 9.5% 4.8% - - 

 
One of the main characteristic of the tourism industry is the seasonality. This is noticed through the 

occupancy rate passing from the peak to the worst period for these businesses. As shown from the 

data, the most part of the companies in the accommodation sector confirm that the most frequented 

period of the year is the summer season followed by spring and autumn seasons.  In some cases, 

especially in the summer, these accommodation structures are not enough to absorb the large 

number of tourist entrances. The lowest rate of occupancy in accommodation structures from 0 to 

20%, has the highest value during the winter period. As cultural heritage attractions and natural 

beauties (included national parks) are attractive throughout the year, attending this type of tourism 

should be one of the reasons to increase the seasonal span-time of tourism in the destination. 

 

Q7. People currently employed  
Table 5.2.5 Distribution of companies by employed people 

 9 or 
less 

10-20 20-50 
More than 50 

employees 

P1: Monza Municipality 87% 13% - - 

P2:  PO DELTA AREA – Emilia-Romagna region – Ferrara and 
Ravenna provinces - Italy 81% 15% 2% 2% 

P3: Nova Gorica –(Slovenia) 91% 3% 3% 3% 

P4     

P5     

P6     

P7     

P8 Fruška gora, Serbia 95% 5% - - 

P9 City of Banja Luka, Republika Srpska, Bosnia and 
Herzegovina 

68% 13% 16% 3% 

P10 Vlora Region 55% 19% 19% 7% 

     
 
Referring to the number of employees, the average percentage of 79.5% belong to companies which 

have less than 9 employees, 11.33% of them have a number of employees that varies from 10 to 20 

employees. While the lowest part of the companies have more than 50 employees. Table 5.2.5 
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presents a summary of data regarding the number of people employed in the studied companies. As 

can be seen, most of the companies have less than 9 employees. These results are directly related 

with the size of the companies, mainly small companies, but also influenced by the seasonal character 

of the tourism sector.  Additionally, some small companies operating in this industry tend to cut 

transaction costs by using their family members as human resources during the seasons with low 

activity. 

 

Q8. Main clients 

Table 5.2.6 Frequency of main clients 

 
Domestic Local Foreign 

Domestic 
and foreign 

P1: Monza 39% 33% 28%  

P2:  PO DELTA AREA – Emilia-Romagna region – Ferrara and 
Ravenna provinces - Italy 

42% 52% 6%  

P3: Nova Gorica –(Slovenia) 5% 26% 69%  

P4     

P5     

P6     

P7     

P8: Fruška gora, Serbia 60% 20% 20%  

P9 City of Banja Luka, Republika Srpska, Bosnia and Herzegovina 39% 13% 42% 6% 

P10 Vlora Region 29% 20% 51%  

Average percentage 26.6% 27.3% 36%  

 

According to the data gathered from the partners, summarized at Table 5.2.6, the highest frequency 

of responses related to the main group of clients belongs to the foreign tourists or the average 

percentage of 36%, followed by domestic and local tourists. 

 
Q (9-10). Situation about the website and the website`s language 

Table 5.2.7 Distribution of the companies referring the website situation 

 Have a website Don’t have a 
website 

P1: Monza 85% 15% 

P2:  PO DELTA AREA – Emilia-Romagna region – Ferrara 
and Ravenna provinces - Italy 

85% 15% 

P3: Nova Gorica – (Slovenia) 85% 15% 

P4   

P5   

P6   

P7   

P8 Fruška gora, Serbia 40% 60% 

P9 City of Banja Luka, Republika Srpska, (B & H) 90% 10% 

P10 Vlora Region 71% 29% 

Average percentage 76% 24% 
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A challenge related to the promotion through the company`s website refers to the infrastructure, skills 

and awareness for the value of this service. The most part of the companies, about 76% is the average 

percentage of the companies, have a website. It aims to promote and recognize the company not only 

for foreign markets and tourists but also for potential domestic ones. The used language is mainly the 

national language of the country. Besides this, most of the used language are English, Italian and 

German.  

However, it is obvious that these websites and platforms, sometimes, aren`t updated due to the 

difficulties and lack of knowledge in updating and using them effectively. Meanwhile, with an average 

of 24%, the other companies don`t have still a website. In these conditions, it is easier and less 

expensive for small tourism businesses to use social media as a new way of promotional activities and 

a new way of communicating with people all around the world. 

Table 5.2.8 Language used on the website 

The website`s language Italian English Albanian Spanish German Serbian  Francis Macedonian Slovenian Othe
r 

P1: Monza 85% 61.7%  6.4% 2.1%  4.3%   4.3% 

P2: PO Delta area - Emilia-
Romagna region - Ferrara and 
Ravenna provinces - Italy 

43 37   16  10   2 

P3: Nova Gorica –(Slovenia) 75% 93%   36%    100% 7% 

P4           

P5           

P6           

P7           

P8 Fruška gora, Serbia  43%   14% 14%     

P9 City of Banja Luka, 
Republika Srpska, B &H 

 48%    45%    7% 

P10 Vlora Region 10% 31% 26%     1%  1 

 

Q11. Which of the following does your company use to promote the activities? 
Table 5.2.9 Effective ways to promote the business 
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P1: Monza 4% 46% 0% 17% 14% 3% 17% 

P2:  PO DELTA AREA – Emilia-Romagna region – 
Ferrara and Ravenna provinces - Italy 

6% 60% 0% 17% 6%  11% 

P3: Nova Gorica –(Slovenia) 18% 79%  27% 12%   

P4        

P5        

P6        

P7        

P8: Fruška gora, Serbia 15% 100% 10% 20% 10%  5% 

P9 City of Banja Luka, Republika Srpska, B& H 3% 91%  3% 3%   

P10 Vlora Region 21.4% 90% 7% 40% 2.4%  4.8% 

Average percentage 10.4% 74.1% 8.5% 19.4% 7.4%  9.45% 
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According to the data about the ways of promoting the company`s activities, nearly all the companies 

confirm they have more presence on social media. Using social media tools for marketing is a good 

idea due to the active interactions that help to shape the image of the company. Based on the 

collected data, summarized at Table 5.2.9, we can see that on an average of 74.1%, most part of the 

companies use the social media, followed by promoting through leaflets/ depliant folders and 

traditional media (TV and radio). Should be emphasized that, during the recent years, the use of 

booking.com and trip advisor platforms has been increased, raising business awareness to invest in 

the creation and maintenance of online sites (traditional websites or social media sites). 



 

80 
 

Q 12. The main reason/purpose of tourists to visit the touristic destination 
Table 5.2.10 the main reason/purpose of tourists to visit the touristic destination 
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P1: Monza  19% 13% 6% 38% 6%     6%  11% 

P2:  PO DELTA AREA – Emilia-Romagna region 
– Ferrara and Ravenna provinces - Italy 

46% 8% 33% 2%   2%     9%  

P3: Nova Gorica –(Slovenia)  21% 70% 55% 21% 39% 52% 3% 9%  48%   

P4              

P5              

P6              

P7              

P8: Fruška gora, Serbia  +++ +++    ++      + 

P9 City of Banja Luka, Republika Srpska, B & H  3% 7% 13% 36% 26% 6%  3%    6% 

P10 Vlora Region 
85.7

% 
38.1% 45.2%  19% 16.7% 28.6%  4.8% 12% 4.8%   

Average percentage 21.95 14.85 28.03 12.67 19.00 21.93 16.40 0.50 2.80 2.00 9.80 1.50 2.80 

 
Most part of the companies declare that the main reasons/purposes of tourists visiting the touristic destination (Table 5.2.10) are mainly:  

✓ Natural beauties and landscape (visits parks, gardens, relax, walks, etc),  

✓ Fun (social activities with friend, night life, etc),  

✓ Work (business travel, training, conference, workshops),  

✓ Coastal and maritime tourism  and  

✓ Cultural tourism-(visits of tourist attraction, history, architecture,culture, folklore etc) 
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Q 14.  The ability of the destination to develop the tourism industry 
 
Most operators figured that there is much / a lot of potential, but not exploited. 

 

Table 5.2.11 Purposes of visiting the destination 

 
There is a lot 
of potential 
and is being 

well 
exploited 

There is a lot 
of potential 

but it is 
under 

exploited 

There is 
much 

potential 
but not yet 
exploited 

There is little 
potential for 

tourism 
development 

There in no 
opportunity 
for tourism 

development 

Other 
opinion 

P1: Monza 45% 25% 14% 8% 8%  

P2:  PO DELTA AREA – Emilia-
Romagna region – Ferrara 
and Ravenna provinces - Italy 

6% 37% 44% 12%  1% 

P3: Nova Gorica –(Slovenia) 12% 39% 45%   4% 

P4       

P5       

P6       

P7       

P8 Fruška gora, Serbia 5% 95%     

P9 City of Banja Luka, 
Republika Srpska, B & H 

6% 64% 21% 9%   

P10 Vlora Region 14.3% 19% 59.5% 2.4% 2.4% 2.4% 

Average percentage 14.72% 46.5% 30.6% 5.23% 1.73% 1.23% 

 

From the collected data give at Table 5.2.11, it is noticed that most part of the companies (46.5% of the total) 

estimate that there is a lot of potential and the current development of tourism industry is based on the 

resources that are being exploited and there are still many others seen as opportunities for further 

development of this industry (30.6 %). One of the challenges of tourism development is the use of the 

potentials which need to see the light of investment and promotion to attract domestic and foreign tourists. 

This finding should serve as a guide to the local government to direct more efforts to tourism industry 

development through the promotion of the destination and its tourism offer. 
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Table 5.2.12 Evaluation of the advantages of doing business in the touristic destination (question 15) 

 
P1: Monza 

Municipality 
P2- Delta Po 

P3: Nova 
Gorica 

P9: City of Banja Luka, Republika 
Srpska, Bosnia and Herzegovina 

P10: Vlora Region 

Advantages of doing business in tourism 

industry 
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1. Natural attractions 6 3 32 0 51 4.2 2 7 22 3.84 5 35 4.36 

2. Cultural and historic attractions 8 3 39 0 47 4 2 7 22 3,87 6 29 3.81 

3. Low cost 17 18 27 11 17 2.8 4 11 16 3,55 10 24 3.55 

4. Easily managed 19 11 16 18 22 3.7 6 17 8 3,06 12 23 3.26 

5. Support from local/central institutions 21 6 19 20 19 4.2     18 16 2.86 

6. Destination reachability 9 4 32 29 17 4.3 2 9 20 3,68 9 27 3.71 

7. Destination image 15 9 22 14 26 4 4 12 15 3,32 5 28 3.93 

8. Existence of regulatory framework for 
tourism sector 

16 19 9 16 14 3.6 14 9 8 2,77 16 22 3.33 

9. Fiscal facilities 27 14 4 26 13 3.3 13 11 7 2,77 16 18 3.02 
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Table 5.2.13 Summary of the most evaluated factors 

Advantages of doing business in touristic destination P1 P2 P3 P4 P5 P6 P7 P8 P9 P10 

Natural attractions + + +      + + 

Cultural and historic attractions + + +      + + 

Low cost +  -      -  

Easily managed - + -      -  

Support from local/central institutions - -        - 

Destination reachability + - +      + + 

Destination image +  +      + + 

Existence of regulatory framework for tourism sector -  -      -  

Fiscal facilities - - -      - - 

 
According to the analysed data from the reports for each partner (Table 5.2.12 and 5.2.13), it is noticed that 

in a general trend, the companies evaluate as an advantage of doing business in the tourism industry, the 

following factors: 

✓ Natural attractions 

✓ Cultural and historic attractions 

✓ Destination reachability 

✓ Destination image 

Among the factors with the lowest positive impact, and do not constitute an advantage for the development 

of tourism businesses are:  

✓ Fiscal facilities, 

✓ Ease of management,  

✓ Support from local and central institutions  

 

Generally, due to the seasonality that characterizes the tourism sector, the short time of workforce 

employment, also impacted from the structure and company`s size (most part of the companies have less 

than 9 employees), mainly for small companies and family businesses, some of employees are family 

members. The dependence on seasonal trends creates difficulties in managing these businesses.  

Referring to the support from local/central institutions, many researchers argue that government 

involvement is fundamental for sustainable development. Externalities and investments in public goods and 

services are the main reasons for the government's involvement in tourism development. A constant 

concern, which is confirmed even through the results, is related about how effective the governments have 

been supporting the tourism industry, and offering fiscal facilities during difficult periods.  
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Table 5.2.14 Evaluation of the tourism infrastructures and facilities in the touristic destination (question 16) 

 P1 P2 P3 P8 P9 P10 

Evaluate the tourism infrastructures and facilities 
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1. Accommodation  ( number of beds) 15 26 20 25 na 3.00 9 19 3,48 5 30 3.57 

2. Transport infrastructure (roads, parking) 25 25 40 8 na 3.00 18 22 3,00 10 29 3.69 

3. Public transport  22 21 44 3 na 3.00 17 11 3,03 23 17 3.07 

4. Proximity of trade centres, souvenir shop, banks  7 39 22 25 na 3.00 1 29 3,94 12 29 3.64 

5. Opportunities for entertainment and social activities 

(parks, garden, theatre, night life) 
17 29 27 21 na 3.00 7 23 3,77 20 16 3.07 

 

Table 5.2.15 Summary of the most evaluated factors of infrastructures and facilities in the touristic destination 

Advantages of doing business in touristic destination P1 P2 P3 P4 P5 P6 P7 P8 P9 P10 

1. Accomodation  ( number of beds) + + na      + + 

2. Transport infrastructure (roads, parking) - - na      + + 

3. Public transport  - - na      - - 

4. Proximity of trade centres, souvenir shop, banks  + + na      + + 
5. Opportunities for entertainment and social activities (parks, 

garden, theatre, night life) 
+ - na      + - 

 
The evaluation of the tourist infrastructure and facilities in the tourist destination, is another question that requires the attention from the surveyed companies. 

Based on a Likert scale ranging from 1 to 5 (1 = I cannot judge, 2= very poorly, 3= rather poorly, 4= rather good, 5 = very good), the companies have evaluated 

each of the variables related with the infrastructure and tourist facilities. According to the analysed data from the reports for each partner, summarized at Table 

5.2.14 and 5.2.15, it is noticed that in a general trend, the most positive evaluated indicators of the tourism infrastructures and facilities are: 
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✓ Accomodation  ( number of beds) 

✓ Proximity of trade  centres, souvenir shop, banks 

✓ Opportunities for entertainment and social activities (parks, garden, theatre, night life) 

From the surveyed companies point of view, among the factors with the lowest evaluation on this group 

of variables are: 

✓ Transport insfrastructure (roads, parking) 

✓ Public transport 

 

 

Table 5.2.16 the evaluation of the quality of the following services in the touristic destination 
(question 17) 

 P1 P2 P3 P8 P9 P10 

Evaluate the tourism infrastructures and 
facilities 
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Food quality 4 41 1 50 + 3.00 1 30 4,45 0 39 4.31 

Accommodation 12 27 11 40 + 3.00 7 24 3,87 3 28 4.14 

Transport 24 19 45 3 - 3.00 13 17 3,48 17 24 3.52 

Advisory lanes for motorcycles and bicycles 33 12 38 12 - 3.00 25 3 2,58 16 24 3.55 

Services for handicap people 27 9 39 9 - 3.00 28 2 2,68 27 13 3.12 

Hygiene and cleanliness of destination 

(garbage, cleaning of toilets, streets, etc.) 
11 34 29 19 + 3.00 10 18 3,26 19 22 3.55 

 
According to the analysed data (Table 5.2 16), it is noticed that in a general trend, the most positive 

evaluated indicators of the following services ‘quality are: 

✓ Food quality 

✓ Accommodation 

✓ Hygiene and cleanliness of destination (garbage, cleaning of toilets, streets, etc) 

 

Among the factors with the lowest evaluation on this group of variables are: 

✓ Transport 

✓ Advisory lanes for motorcycles and bicycles 

✓ Services for handicap people 

 

What is evident from the analyzed data, services for handicap people and advisory lanes for motorcycles and 

bicycles has a low rate of evaluation. This means that it needs more investment for this group of individuals. 
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Table 5.2.17 The evaluation of the current level of tourism development in the touristic destination (question 18) 

 P1 P2 P3 P8 P9 P10  

Evaluate the tourism infrastructures and facilities 

N
eg

at
iv

e 

ev
al

u
at

io

n
 

P
o

si
ti

ve
 

ev
al

u
at

io

n
  

N
eg

at
iv

e 

ev
al

u
at

io

n
 

P
o

si
ti

ve
 

ev
al

u
at

io
n

  

 

M
ea

n
/ 

M
ed

ia
n

 

M
ea

n
 

M
ed

ia
n

 

M
ea

n
 

M
ed

ia
n

 

Providing information about the destination (information centres, website) 24 17 35 15 3.3 na 3,19 4 4.31 4.00 

Use of signage (including maps, directions) 28 16 36 13 3.0 na 3,16 4 3.60 4.00 

Care of turistic attractions 12 33 35 16 3.3 na 2,81 3 3.38 4.00 

Care of environment 11 34 31 30 3.7 na 2,84 4 3.29 3.00 

Care of visitors safety 11 28 18 30 3.7 na 3,10 4 3.71 4.00 

Range of leisures programs 26 16 22 26 3.1 na 3,06 3 3.26 3.00 

Small retail shops (souvenirs, gifts) 28 15 28 19 2.3 na 3,00 3 3.43 4.00 

Friendliness of locals to visitors 11 29 10 39 4.00 na 3,71 4 4.31 5.00 

Cooperation between public and private sector related with: Communication, exchange of 
information  

25 16 29 16 3.00 na 2,58 3 3.19 3.00 

Cooperation between public and private sector related with: Creation of tourist products 
(offer) 

26 13 35 11 2.9 na 2,61 3 3.00 3.00 

Cooperation between public and private sector related with: Promotional activities from 
local goverment 

24 17 34 11 2.9 na 2,74 3 3.19 3.00 

Cooperation between public and private sector related with: Involvement in social dialogue 
on tourism related issues  

27 15 39 6 2.9 na 2,52 3 3.10 3.00 
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Among the variables which indicate the level of tourism development, generally, the most positive 

evaluated are: 

✓ Providing information about the destination (information centres, website) 

✓ Care of visitors safety 

✓ Small retail shops (souvenirs, gifts) 

✓ Friendliness of locals to visitors 

 

Among the factors with the lowest evaluation on this group of variables are: 

- Use of signage (including maps, directions) 

- Care of touristic attractions 

- Involvement in social dialogue on tourism related issues,  

- Cooperation  between public and private sector related with creation of tourist products (offer), 

- Cooperation between public and private sector related with promotional activities from local 

government, 

- Involvement in social dialogue on tourism related issues. 

 

An important factor that needs to be improved is the increase of the cooperation between public and 

private sector regarding the involvement in social dialogue on all the tourism related issues. 

 
The evaluation of the factors that limit or hinder the performance of the company in tourist destination 
In order to determine the factors that hinder the performance of the companies, it is adequate to assess the 

general negative evaluation for each factor. Regarding the data of the partner 1, the main factors that could 

favour the development of tourist sector and the companies in general are considered the following: Tourism 

service packages, cooperation between public and private bodies, seasonality, financing and liquidity  

 

Meanwhile, the factors considering as irrelevant are the following: Environmental pollution and changes in 

political or economic environment  

 

In addition, according the private actors of PO Delta area, the main factors that could favour the development 

of tourist sector and the companies in general are considered the following:  Lack of infrastructures, 

government role to enhance the image of destination, seasonality, lack of cooperation between public and 

private bodies. 

 

The factors considering as irrelevant are the following: high level of competitiveness and changes in 

political or economic environment. 
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Table 5.2.18 The evaluation of the factors that limit or hinder the performance of the company in tourist destination (question 19) 
 P1 P2 P3 P4 P5 P6 P7 P8 P9 P10 
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Environmental pollution 11 7 21 12 3.1     3.28 2,94 3 3.43 3.00 

High level of competitiveness 9 17 16 12 2.7     3.28 3,13 3 2.83 3.00 

Seasonality 9 23 7 37 3.7     3.28 3,32 3 3.74 4.00 

Barriers on communication and language limitations 16 13 18 17 2.3     3.28 2,52 3 2.19 2.00 

Lack of infrastructure 14 14 7 39      3.28 3,45 3 2.83 3.00 

Lack of entertainment parks, gardens 26 4 21 16 3.2     3.28 3,61 4 3.07 2.50 

Lack of professional training 15 12 14 23      3.28 3,81 4 3.40 4.00 

Updating of new technologies 11 16 10 26 3.5     3.28 3,61 3 3.40 4.00 

Governments role enhancing image of destination 9 21 8 36 3.9     3.28 3,19 3 3.29 3.00 

Community and cultural factors 11 14 9 26 3.3     3.28 3,29 3 3.33 3.00 

Lack of cooperation between business, government and 
local community 

6 27 8 36 
3.7     3.28 3,90 4 3.33 3.00 

Financing and liquidity 
5 27 5 31 3.7     3.28 3,71 3 3.36 3.00 

Lack of experience working in tourism 
12 15 18 19 3.0     3.28 3,81 4 3.48 4.00 

Lack of tourism services packages 
3 28 11 27 3.5     3.28 3,90 4 3.24 3.00 

Changes in political and economic environment 
5 14 4 24 3.8     3.28 4,13 5 3.69 4.00 
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Based on the data collected from the surveyed companies (Table 5.2.18), referring to the factors that 

hinder the activity and the companies` performance, some of the variables negatively evaluated are: 

seasonality, updating of new technologies and lack of experience working in tourism, changes in 

political and economic environment, the lack of tourism services packages, cooperation between 

public and private bodies, financing and liquidity. Due to the great impact of this industry on social 

and economic development, it is necessary to continuously improve the factors that hinder the 

performance of companies operating in this industry. Adapting sustainable tourism practices is the 

right way to improve these tourist destinations. 

 

Table 5.2.19 Information about National Strategy for Sustainable Tourism Development 
(question 20) 

 Not informed about National 
and/or local strategy for 
sustainable development 

Informed about national 
and or local strategy for 

sustainable development 

P1: Monza 74% 26% 

P2:  PO DELTA AREA – Emilia-Romagna region – 
Ferrara and Ravenna provinces - Italy 

54% 46% 

P3: Nova Gorica – (Slovenia) 82% 18% 

P4   

P5   

P6   

P7   

P8 Fruška gora, Serbia   

P9 City of Banja Luka, Republika Srpska, (B & H) 52% 48% 

P10 Vlora Region 50% 50% 

Average percentage 62.4% 37.6% 

 
As shown from the gathered data of all the surveyed companies (Table 5.2 19), it is noticed a low level 

of information that generally the companies have about National and/or local strategy for sustainable 

development. This fact highlights once again the need for cooperation and involvement of private 

actors in creating strategies process helping the sustainable tourism development. 

 

Q 21. What are the issues that the government should consider to encourage the development of 

the touristic destination?   

As the support from public institutions is considered rather poorly, from the surveyed companies’ 

point of view, some of the strategic priorities helping and facilitating the tourism industry are:  

The financial investments in the tourism sector and investments in infrastructure, are seen as the most 

encouraging interventions with the highest frequencies.  

Another issues that needs intervention from public sector institutions are training to improve the 

quality of human resources and promotion of tourist destinations. Regarding the promoting and 

marketing of the destination, some of the most relevant interventions that enhance the future 

development are: promoting the destination in the main tourism markets through a coherent and 

intensive promotional campaign, integrating joint activities of various stakeholders (national/level 

institutions and private businesses) in the process of tourism marketing, and participating in well-

known international fairs and exhibition. 
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Table 5.2.20 Government encouragement to the development of the touristic destination 

 

Public policies 
development 

Financial 
investment 
in tourism 

sector 

Investment in 
infrastructure 

Training to 
improve the 

quality of 
human 

resources 

Promoting 
and 

marketing 

Encouraging 
foreign 
direct 

investment 

Other 

P1: Monza 8 x 31 x 20 x 10 x 32 x 7 x  

P2:  PO DELTA AREA – 
Emilia-Romagna region – 
Ferrara and Ravenna 
provinces -  IT 

14 x 39 x  36 x 23x 39 x 16 x  

P3: Nova Gorica  (Slovenia) 9% 66%  22% 75% 28%  

P4        

P5        

P6        

P7        

P8 Fruška gora, Serbia        

P9 City of Banja Luka, 
Republika Srpska, (B&H) 

 45% 13% 10% 22%  10% 

P10 Vlora Region 12 x 37 x 33 x 28 x 27 x 20 x  

 

 

 Q 22. What might be the reason for tourists to visit the touristic destination, in the future?   

 

Partner 1 :  With reference to the possible motivation to visits also in the future Monza destination, 

the operators evaluate that the most relevant elements could be: Parks and gardens (27%), Cultural 

activities (24%), Work business travel (25%) and Sport tourism (17%) 

 

Partner 2: With reference to the possible motivation to visits also in the future the Po Delta 

destination, the operators evaluate that the most relevant elements could be:  Costal tourism (27%), 

Parks and gardens (27%), Slow tourism (25%), Sport tourism (23%), Birdwatching (23%) 

             

Partner 3:  The operators evaluate that the most relevant elements could be: Sports events (races, 

matches, etc.) (82%), rural tourism /agro tourism, farms) (79%), Cultural heritage and Organization of 

cultural activities (55%).  Other activities are not the key services for the Goriška region in the future: 

Work – business travel, training, and conference (33%), Health tourism (27%), Religious tourism (24%), 

Walking through parks and gardens (12%). 

According to the companies which (P9) perform their touristic activities in Banja Luka City, some of 

the most attractive elements for the future development are: Slow tourism (25 x),Sport tourism (18x), 

sightseeing (19x), Cultural heritage and Organization of cultural activities  (16x),  Work – business 

travel, training, and conference (18) and Health tourism. 

Some of the reasons evaluated as potential for future development of tourism in Vlora region are: 

Coastal and maritime tourism (41x), sportive tourism (20 x), rural tourism (agro tourism, farms) (19x), 

sightseeing (visiting castles, palaces, historical monuments, museums, galleries etc.)(17x) and walking 

through parks and gardens (17x). 
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Table 5.2.21 The reason of the tourists to visit the touristic destination in the future (question 22) 

 

Coastal 
and 

maritime 
tourism 

 
 

Sightseeing 
(Visiting 
castles, 
palaces, 

historical 
monuments, 

museums, 
galleries etc.). 

Walking 
through 

parks and 
gardens 

 

Sportive 
tourism 

 

Health 
tourism 

Rural tourism 
(agro tourism, 

farms) 
 

Religious 
tourism 

(religious 
monuments, 
pilgrimages, 

religious 
activities, 

etc.) 
 

Cultural 
activities 
(festivals, 

celebrations, 
concerts, 
carnivals) 

Work- 
business 
travel, 

training, 
conference

, 
workshops) 

 

Sporting 
events (races, 

matches, 
championships

, etc.) 
 

B
ir

d
w

at
ch

in
g 

Slow 
tourism 

P1: Municipality of Monza (Italy)   32  17  5  4  29  25  1  3 

P2:  PO DELTA AREA – Emilia-Romagna 
region – Ferrara and Ravenna provinces 
– Italy 

35 24 35 29 4 13 5 16 18 17 29 32 

P3: Nova Gorica –(Slovenia)   12 82 27 79 24 55 33    

P4             

P5             

P6             

P7             

P8 Fruška gora, Serbia             

P9 City of Banja Luka, Republika Srpska, 
Bosnia and Herzegovina 

 19 2 18 14 8 5 16 18 6   

P10 Vlora Region 41 17 17 20 8 19 5 11 14 13 14  

The total sum 76 60 98 166 53 124 43 127 108 36 44 35 

 
As a conclusion we can admit that tourism development is predicted to increase in the future. According the responses of the companies, potentially, the most 

attractive field for tourism to be developed in the future are: 

1. Sportiv tourism  (chosen 166 x) 

2. Cultural activities (festivals, celebrations, concerts, carnivals) (127x) 

3. Rural tourism (agrotourism, ferms) – (124 x) 

4. Work- business travel, training, conference, workshops)- (108 x) 

5. Walking through parks and gardens (98 x)
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16 CONCLUSIONS 

Conclusions of market research in tourists perceptions 

➢ In evaluation of the tourist destination from the point of view of tourists, the object of study were 

foreign tourists as well as domestic tourists for the 10 respective destinations to be studied. Due 

to the situation of Covid 19 and the closure of the borders, the questionnaire was completed 

during the period April-June 2020. In most of the destinations surveyed, a high percentage of 

respondents belong to domestic tourists due to the number of decrease of foreign tourists in this 

period. According to statistics, all these tourist destinations, which are located around the Adriatic 

Sea and the Ionian Sea, are frequented by a large percentage of foreign tourists who belong to 

the European continent but not only. 

➢ Referring to the randomly selected sample, the highest percentage of respondents are female 

compared to males, for most of the tourist destinations surveyed, except Nova Gorica (Slovenia) 

and Fruska Gora (Serbia) where the highest percentage of the respondents are men. 

➢ All age-groups have participated in completing the questionnaire. In some tourist destinations 

there was an approximately equal distribution in the percentage of age groups interviewed, in 

some others the average age-group has dominated, or even young age groups. For example, in 

Albania a high percentage who have completed the questionnaire belongs to young age groups, 

but this does not mean that other age-groups do not frequent this tourist destination, it is even 

the opposite. The reasons for completing the questionnaire in a small percentage from others age-

group may be inaccessibility through online distributing of questionnaires, or lack of free time. 

Referring to tour operators age group 56-65 years old is the age group who are not sensitive to 

the price of the service provided, seek quality and prefer to travel all the year combining travel for 

business purposes with pleasure 

➢ While people over 65 years old are price-sensitive, require comfortable accommodation, medical 

care, require well-known and attractive destination of high-quality service, and prefer to travel in 

the spring and fall season. 

➢ Most foreign and domestic tourists arrive at their destination by private car, and a low percentage 

use other means of transport. 

➢ Two of the types of accommodation most chosen by tourists in the tourist destinations studied 

are hotels, and private apartments. In some tourist destinations, hotels have a higher percentage 

of choice from tourists such as Slovenia, Serbia, Bosnia and Herzegovina, Albania, and in some 

others one private apartments such as Monza and Emilia Romania (Italy) 

➢ Regarding the nights of stay of tourists in tourist destinations, we notice that most tourists stay 1-

3 nights in the destination, followed by a lower percentage of stay of tourists 4-7 nights in the 

destination. The challenge for tourist destinations remains the extension of tourists staying at the 

destination through the creation of attractive tourist packages by tour operators and the 

organization of as many entertainment activities by local public authorities of destination 

management. 
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➢ According to the study, a high percentage of tourists arrive at the destination, self-organized and 

a low percentage through a travel agency. This trend is for all destinations taken in the study. 

Coordinating activities for better cooperation between businesses, non-profit organizations, and 

local/national public authorities remains a challenge in identifying tourists’ needs and meeting 

them. Tour operators or travel agencies should be organized in identifying tourist needs in order 

to create the most attractive, reliable and affordable tourist packages. 

➢ The main reasons to visit the tourist destinations  are:  

• Beauty of landscape and nature,  

• Coastal and maritime tourism for destinations favoured by the geographical position,  

• Cultural Tourism,  

• Entertainment,  

• Work (Business, Training, conferences) , 

• Gastronomy,  

• Visit to relatives and friends, 

 

Other reasons have a lower level of importance like: 

• Slow tourism,  

• Heath and medical tourism  

• Shopping,  

• Sport tourism,  

• Recommendation by a friend or relatives 

➢ The most important sources of information to reach the tourist destinations mentioned above 

are: personal experiences, recommendations from friends and relatives who have previously 

visited these tourist destinations, except Monza where the second place in tourist information is 

the Internet and media social. Internet and social media is important for other destinations. Other 

sources of information have a lower importance in use as information opportunities to reach a 

destination. Better coordination between the private and public sectors is needed to assess needs 

and undertake strategies to meet them. Good work needs to be done by both the public and the 

private sector to increase the role of travel agencies, fairs or guides and brochures in informing 

tourists in choosing tourist destinations. 

➢ The period of visit of tourist destinations is different in different destinations. In coastal countries 

we notice that the summer season is the most frequented period as Vlora (Albania) or Po Delta 

Area. In other destinations which are mountainous places or combined with marine ones, they 

are more frequented during the spring and autumn or spring and summer seasons. Some other 

destinations which have neither mountains nor sea, are frequented during all the year. The 

challenge for destinations that are frequented in some seasons is the extension of the tourist 

season during al the year. For those destinations that are frequented during all the year, the 

important thing is to increase the percentage of tourists who frequent this destination. 
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➢ Taking in consideration the reasons for not frequenting tourist destinations in other seasons of 

the year, it is necessary: 

1. The extension of seasonality according to the specifics of each destination. 

2. Increase of the percentage of tourists who frequent in different seasons of the year.  

            The strategies used to achieve these objectives are as follows: 

a. Organizing events, or organizing destination holidays as an opportunity to attract 

tourists. 

b. Creating more entertainment opportunities for tourists of different age groups who 

frequent the destination. 

c. Development of other forms of tourism such as mountain tourism, slow tourism, 

natural tourism, cultural. 

d. Attracting new market segments, such as the third age which can attend fresher 

months compared to the summer season. 

e. Organizing tourist packages by travel agencies in the form of group packages, for all 

age groups and seasons. 

f. Promotion of the destination in all seasons for the potentials it offers and not only in 

the summer season. 

g. Promotion of parks and gardens in order to attract tourists who are passionate about 

nature. 

 

➢ Taking in consideration  the level of satisfaction regarding what is offered in the destination, 

we conclude that tourists appreciate more: 

➢ Beauties and landscape 

➢ Parks and garden 

➢ Cultural and Historical heritage 

➢ Hospitality of residents 

➢ Gastronomy 

Tourists are less satisfied with: 

➢ Road infrastructure 

➢ Car parking 

➢ Local traffic 

➢ Overcrowding of people in the beaches 

➢ Sport activities 

➢ Entertainment 

➢ Environment protection measure 

➢ Challenges for the destinations of the Adrion Area remain the improvement of infrastructure, 

taking measures for environmental protection, organizing activities and opportunities for 

entertainment of tourists, taking measures to expand the tourist season. 

➢ A private and public sector partnership is needed to assess the needs at the destination and make 

decisions to address them. Better work needs to be done by the public sector regarding the 
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promotion and marketing of the destination to provide more information on tourism in Banja 

Luca, more parking space and at the same time increase environmental protection measures in 

order to develop a tourism stable. The best contribution should be given by the private sector 

regarding the increasing role of tour operators in informing tourists about the creation of tourist 

packages to attract different market segments in order to increase the number of tourists who 

frequent this destination. 

➢ Despite the fact that some of the variables that assess the tourist offer in the destination were 

ranked at an average level of satisfaction, from the total number of citizens surveyed, a high 

percentage of them want to visit touristic destination again. The potentials offered by the 

destination are usable throughout the year, but the lack of good destination management, limits 

their use in a short season. 

➢ Reasons don’t to visit the touristic destination surveyed are high price, quality of road and 

transport, overcrowding in spring and autumn season, sea contaminated due to season, poor 

service. These reasons show once again the orientation of destinations in the extension of the 

tourist season, the organization of tourist packages in groups, the orientation towards new market 

segments, towards other alternative forms of tourism such as parks and gardens. 

 

Conclusions of market research in private actors` perceptions 

 

➢ What can be seen from the longevity of the companies, it seems that the companies are relatively 

new. Most part of the companies were established after the e years 2000s. This shows the 

development that the tourism industry has experienced during the last 2 decades.  

➢ Influenced by the seasonality, many of the private actors have been established as family 

businesses or small businesses.  

➢ One of the challenges of the tourism industry is the development of other sectors such as: agro 

tourism, touristic services and travel agencies.    

➢ In terms of most frequented seasons, the companies from all the partners` countries figured out 

summer season, followed by spring and autumn. It is confirmed also from the accommodation 

sector. While, the lowest rate of occupancy in accommodation structures from 0 to 20%, has the 

highest value during the winter period. As cultural heritage attractions and natural beauties 

(included national parks) are attractive throughout the year, attending this type of tourism should 

be one of the reasons to increase the seasonal span-time of tourism in the destination. 

➢ Referring to the number of employees, most part of the companies have less than 9 employees, 

followed by the companies which have a number of employees that varies from 10 to 20 

employees. While the lowest part of the companies have more than 50 employees.  

➢ The most part of the companies, about 76% is the average percentage of the companies, have a 

website. It aims to promote and recognize the company not only for foreign markets and tourists 

but also for potential domestic ones.  

➢ The used language is mainly the national/official language of the country. Besides this, most of 

the used language are English, Italian and German. However, it is obvious that these websites and 

platforms, sometimes, aren`t updated due to the difficulties and lack of knowledge in updating 
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and using them effectively. Meanwhile, with an average of 24%,  the other companies don`t have 

still a website. In these conditions, it is easier and less expensive for small tourism businesses to 

use social media as a new way of promotional activities and a new way of communicating with 

people all around the world. 

➢ According to the data about the ways of promoting the company`s activities, nearly all the 

companies confirm they have more presence on social media. Using social media tools for 

marketing is a good idea due to the active interactions that help to shape the image of the 

company.  

➢ Most part of the companies declare that the main reasons/purposes of tourists visiting the 

touristic destination are mainly:  

- Natural beauties and landscape (visits parks, gardens, relax, walks, etc.),  

- Fun (social activities with friend, night life, etc.),  

- Work (business travel, training, conference, workshops),  

- Coastal and maritime tourism  and  

- Cultural tourism-(visits of tourist attraction, history, architecture, culture, folklore etc.) 

  

➢ The surveyed companies estimate that there is a lot of potential and the current development of 

tourism industry is based on the resources that are being exploited and there are still many others 

seen as opportunities for further development of this industry. One of the challenges of tourism 

development is the use of the potentials which need to see the light of investment and promotion 

to attract domestic and foreign tourists. This finding should serve as a guide to the local 

government to direct more efforts to tourism industry development through the promotion of the 

destination and its tourism offer. 

➢ Generally, the companies evaluate as an advantage of doing business in the tourism industry, the 

following factors:  

✓ Natural attractions; 

✓ Cultural and historic attractions; 

✓ Destination reachability;  

✓ Destination image. 

Among the factors with the lowest positive impact, and do not constitute an advantage for the 

development of tourism businesses are:  

- Fiscal facilities,  

- Ease of management,  

- Support from local and central institutions. 

➢ In a general tendency, the most positive evaluated indicators of the tourism infrastructures and 

facilities are: accomodation (number of beds), proximity of trade centres, souvenir shop, banks, 

opportunities for entertainment and social activities (parks, garden, theatre, night life). From the 

surveyed companies point of view, among the factors with the lowest evaluation on this group of 

variables are: Transport insfrastructure (roads, parking), Public transport 

➢ The most positive evaluated indicators of the services` quality are: food quality, accommodation, 

hygiene and cleanliness of destination (garbage, cleaning of toilets, streets, etc). Among the 

factors with the lowest evaluation on this group of variables are: transport, advisory lanes for 
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motorcycles and bicycles, and services for handicap people. 

What is evident from the analyzed data, services for handicap people and advisory lanes for 

motorcycles and bicycles has a low rate of evaluation. This means that it needs more investment 

for this group of individuals. 

 

➢ Among the variables which indicate the level of tourism development, generally, the most 

positive evaluated are: 

✓ Providing information about the destination (information centres, website) 

✓ Care of visitors safety 

✓ Small retail shops (souvenirs, gifts) 

✓ Friendliness of locals to visitors 

The factors with the lowest evaluation on this group of variables are: 

- Use of signage (including maps, directions) 

- Care of touristic attractions 

- Involvement in social dialogue on tourism related issues,  

- Cooperation  between public and private sector related with creation of tourist products 

(offer), 

- Cooperation between public and private sector related with promotional activities from 

local government, 

- Involvement in social dialogue on tourism related issues. 

An important factor that needs to be improved is the increase of the cooperation between public 

and private sector regarding the involvement in social dialogue on all the tourism related issues. 

 

➢ Based on the data collected from the surveyed companies, referring to the factors that hinder the 

activity and the companies` performance, some of the variables negatively evaluated are: 

seasonality, updating of new technologies and lack of experience working in tourism,  changes in 

political and economic environment, the lack of tourism services packages, cooperation between 

public and private bodies, financing and liquidity. Due to the great impact of this industry on social 

and economic development, it is necessary to continuously improve the factors that hinder the 

performance of companies operating in this industry. Adapting sustainable tourism practices is 

the right way to improve these tourist destinations. 

 

➢ It is noticed a low level of information that generally the companies have about National and/or 

local strategy for sustainable development. This fact highlights once again the need for 

cooperation and involvement of private actors in creating strategies process helping the 

sustainable tourism development. 

 

➢ Some of the strategic priorities helping and facilitating the tourism industry are:  

The financial investments in the tourism sector and investments in infrastructure, are seen as the 

most encouraging interventions with the highest frequencies. Another issues that needs 

intervention from public sector institutions are training to improve the quality of human resources 

and promotion of tourist destinations. Regarding the promoting and marketing of the destination, 
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some of the most relevant interventions that enhance the future development are: promoting the 

destination in the main tourism markets through a coherent and intensive promotional campaign, 

integrating joint activities of various stakeholders (national/level institutions and private 

businesses) in the process of tourism marketing, and participating in well-known international 

fairs and exhibition. 

➢ As a conclusion we can admit that tourism development is predicted to increase in the future. 

According the responses of the companies, potentially, the most attractive field for tourism to be 

developed in the future are: 

a. Sportiv tourism  (chosen 166 x) 

b. Cultural activities (festivals, celebrations, concerts, carnivals) (127x) 

c. Rural tourism (agrotourism, ferms) – (124 x) 

d. Work- business travel, training, conference, workshops)- (108 x) 

e. Walking through parks and gardens (98 x) 
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