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1. Introduction 
 
¢ǊŀǾŜƭ ŀƴŘ ¢ƻǳǊƛǎƳ ƛǎ ƻƴŜ ƻŦ ǘƘŜ ǿƻǊƭŘΩǎ ƭŀǊƎŜǎǘ ǎŜŎǘƻǊǎΣ ŘǊƛǾƛƴƎ ǎƻŎƛƻ-economic development and job 
creation. It plays an important role in driving prosperity, empowering women, youth, and other groups of 
society. The benefits of Travel & Tourism spread far beyond its direct impacts in terms of GDP and 
employment. There are also indirect benefits through supply chain linkages to other sectors as well as its 
induced impacts. Considering the wider impacts of travel and tourism (direct, indirect and induced), the total 
contribution of this sector to the global economy in 2019 was 8,900 billion USD, representing a share of 10.3% 
of total GDP, or an increase of 3.6% compared to 2014. Sector generated 330 million jobs, 1 in 10 jobs around 
the world1.. Tourism is an important sector of the European Union's economy. It supports economic growth 
and employment. This economic impact is felt in employment, increased tax revenues, successful business 
growth, environmental conservation, and cultural heritage protection. The tourism sector's competitiveness 
is intricately linked to its sustainability, as the quality of tourist destinations is strongly influenced by their 
natural and cultural environment and their integration into a local community. The sustainability of tourism 
covers a number of aspects: the responsible use of natural resources, taking account of the environmental 
impact of activities (production of waste, pressure on water, land and biodiversity, etc.), the use of 'clean' 
energy, protection of the heritage and preservation of the natural and cultural integrity of destinations, the 
quality and sustainability of jobs created, local economic fallout or customer care2. Creating the right balance 
between the needs of tourists, host communities and the environment, reducing conflict and recognising 
mutual dependency, requires a special approach to the management of destinations. The place where 
tourists travel to and where they spend their holidays is called destination. However, basic tourist destination 
is more than a tourist place defined as a final destination of a tourist trip. It is a wider functional tourist space 
consisting of one or more tourist places that have direct influence on the quality of the entire tourist 
experience of these places. Base of a tourism destination is comprised of its existing and potential tourist 
attractions that can range from local to international significance. Environmental characteristics of a tourist 
destination are healthy environment, interesting landmark formations and quality spatial organisation of 
tourist places and its surroundings. Tourism is characterized as an industry with a strong competition. 
Therefore, it is crucial to create a competitive advantage in order to stay in the market. In case of the tourist 
industry, creating competitive advantage could be done by providing an extraordinary experience which is 
the ultimate goal for travel leading to customer satisfaction and customer loyalty. Therefore, it is necessary 
for a tourist destination to have its own tourist product. As defined by the United Nations World Tourism 
Organization (UNWTO), a Tourism Product is "a combination of tangible and intangible elements, such as 
natural, cultural attractions, facilities, services and activities around a specific centre of interest which 
represents the core of the destination and creates an overall visitor experience including emotional aspects 
for the potential customers. Therefore, a tourist product is the sum of the physical and psychological 
experience acquired by tourists during their travelling to the destination. It is the composite product, as the 
combination of different services like tourist attraction, transport, accommodation and of entertainment 
which provide tourist satisfaction. In the last few decades, the tourism and travel sector have become one of 
the important sectors for Bulgaria and Serbia due to its significant contributions to socioeconomic 
development and economic prosperity. The tourism sector is important for the cross-border area of Bulgaria 
and Serbia as well as for the municipality of Elin Pelin and the City of Leskovac. The project Magic of Synergies 
(No CB007.2.12.002) within Interreg - IPA CBC Bulgaria - Serbia Programme is the joint initiative of the 
Municipality of Elin Pelin Bulgaria, The Tourist Organization of Leskovac Serbia and The Centre for 
Development Jablanica and Pcinja Districts Serbia. The objectives of this project are i) to create a synergetic 
effect of the joint affecting tourist actors in the field of connecting festivals, developing common touristic 
development policies and new touristic products in the cross-border area Elin Pelin and Leskovac; ii) to 
conduct marketing activities directed at tourist operators and tourist service providers to promote a new 
joint tourist products (new festivals); iii) to increase the capacities of tourist actors in cross-border area Elin 
Pelin and Leskovac for implementing a sustainable tourist development model through share best practices, 
experience and know-how.  

 
1 Source: World Travel & Tourism Council: Travel & Tourism - Global Economic Impact & Trends 2020 
(https://wttc.org/Research/Economic-Impact) 
2 Source: DG Enterprise and Industry. European Tourism Indicator System ς Toolkit for Sustainable Destinations, 2013. 
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The project focuses on how communities can collaboratively develop common touristic development policies 
and new touristic products/services. In this regard, project partners have launched survey research "Tourism 
Value Chain Diagnosis". The aim of this research is to assess and analyse the current situation in the tourist 
sector in cross border area Elin Pelin Bulgaria and Leskovac Serbia. In this particular case, Value Chain 
approach is used as a tool to identify the stakeholders, power relations and economic benefits regarding 
tourist offers in Elin Pelin and Leskovac. This tool is used to identify and assess the synergies and collaboration 
potential between Tourism Actors, status of local tourist attractions, characteristics of the local touristic 
products/offers, market chain actors and linkages, role of stakeholders in product development and 
possibilities for touristic product diversification. 
 

Figure 1 Tourism Actors 
 

 
 
The purpose of Tourism Value Chain Diagnosis is to identify and analyse all aspects of value chain in sector of 
tourism and provide recommendation for tourism development in Leskovac and Elin Pelin. More specifically 
the objectives are as follows: (i) to understand better current capacities of the value chain actors in the 
tourism sector; (ii) to identify their challenges and needs; and (iii) to assess and recommend how to improve 
their position within the value chain. This Tourism Value Chain examines credible Pathways to Prosperity and 
sustainable development perspective. In addition, the process of value chain analysis is lead to the definition 
practical and priority options for interventions to enhance the local economic impact of tourism in the 
mentioned area. Particularly, the interventions that will secure a significant increase in the flow of income 
and opportunities to the local business. The findings from the research are consolidated in this report, i.e., 
the Study. The organizational structure of this report is the following: Section 1 gives a brief introduction to 
the subject of the research; Section 2 explains the methodology; Section 3 deals with the tourism sector and 
the Elin Pelin and Leskovac destinations; Section 4 assessing the direct and indirect value of chain actors, 
vertical and horizontal linkages between them; Section 5 shows the main trends and in particular the impact 
of the COVID-19 pandemic on tourist sector; Section 6 provides a summary of the findings and 
recommendations i.e. shows the Pathways to Prosperity. Section 7 provides an overview of the literature 
used. 
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2. Methodology 
 
The value chain is a process that covers the entire creation of a product, from raw material extraction to 
consumption by end customers. The value chain describes this process in which each activity creates value, 
uses resources and is in turn connected to other activities. The object being considered in a value chain is 
always a product or a service. In the tourist sector, the term supply chains refer to the value creation process 
of those products and services that need to be purchased in order to produce the trip. Tourism value chain is 
comprised of complex relations between different stakeholders, activities, and policy measures at local, 
central, and international level. The Value Chain methodology includes integrating economic, environmental, 
social, and institutional assessment and a holistic and structured approach to value chain selection. The value 
chain concept is a valuable to understanding the many-tiered structures and processes of service delivery in 
the tourist sector and finding suitable entry points for specific interventions. This approach was used to 
identify and analyse all aspects of value chain in the sector of tourism in Leskovac and Elin Pelin. The approach 
included a literature review, consultations with key stakeholders and an analysis of specific value chain actors. 
Value Chain Analysis has been completed in the form desk and field research (survey, interviewing and 
discussion of the results on the focus groups). Research covers situation analysis (resources, business 
environment, marketing, positioning, tourism segments with potential for long-term development, 
competitive positioning) and recommendations according to touristic product readiness and resources 
availability. The methodological framework includes three phases that were realized in six steps (Figure 
below). Each of the 6 steps is further elaborated in the text below. Combining different research instruments, 
quantitative and qualitative data have been collected in order to address objectives of this Study. The 
research area is the territory of the municipality of Elin Pelin (hereinafter: Destination Elin Pelin) and the 
territory of the city of Leskovac (hereinafter: Destination Leskovac). 
 

Figure 2 Methodological framework 
 

 
Phase 1 Diagnosis: The process of defining the current environment. The phase consists of three steps. 
 
Step 1. Preparation: Preparation is the starting point in tourism value chain diagnosis. in this step, research 
methodology and plan were developed. A tourism value chain approach was used as the methodology for 
analysing the process and identifying development opportunities.  
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Each chain has its particular characteristics. Not only do value chains differ (both within and between sectors), 
but so, too, do national and local contexts. Since there is no mechanistic way of applying value chain 
methodology, the research was adapted to the specifics of the local context. In that sense, two different 
logics were used. First, destination logic addresses the consumption steps and processes of the tourists and 
comprises the various needs for products and services. Second, supply chain logic, which, from an enterprise 
perspective, takes into consideration the composition of products and services with supplies from across 
business sectors, thus recognizes wider contributions to the economics of tourism. In this research, several 
research methods are combined in order to cross check the findings. Survey-based research is considered as 
a predominant method in this study. The point of entry for value chain is to define, which links and which 
activities in the chain are to be the subject of special enquiry. Research tools have been designed for this 
purpose. In order to have a reliable data, 6 types of questionnaires have been designed and developed (table 
below).  

Table 1 Questionnaire characteristics 
 

Ѕ Questionnaire type Targeted tourism actor Language Questionnaire characteristics 

1 Questionnaire 1a Travel organizers 
English; Bulgarian; 
Serbian. 

The questionnaire contains 30 
questions (5 open-ended and 
25 closed-ended questions). 

2 Questionnaire 1b Accommodation 
English; Bulgarian; 
Serbian. 

The questionnaire contains 50 
questions (10 open-ended and 
40 closed-ended questions). 

3 Questionnaire 1c Food services 
English; Bulgarian; 
Serbian. 

The questionnaire contains 42 
questions (6 open-ended and 
36 closed-ended questions). 

4 Questionnaire 2 
Supporting Services & 
Suppliers 

English; Bulgarian; 
Serbian. 

The questionnaire contains 22 
questions (4 open-ended and 
18 closed-ended questions). 

5 Questionnaire 3 
Support Institutions & 
Organization 

English; Bulgarian; 
Serbian. 

The questionnaire contains 20 
questions (5 open-ended and 
15 closed-ended questions). 

6 Questionnaire 4 Tourists/Visitors 
Bilingual English -
Bulgarian; Bilingual 
English -Serbian 

The questionnaire contains 7 
questions (3 open-ended and 4 
closed-ended questions). 

 
Survey-based research questionnaires aims to guide the interviewers in the data collection process. It is worth 
mentioning that special attention and sufficient time was dedicated to compilation of these questionnaires 
considering the fact that they served as the main mechanism for collection of the primary data. The 
questionnaires are designed according to the participants in the tourist value chain. Each questionnaire 
ensured that all respondents will be subjected to the same content and order. Another important feature is 
to avoid ambiguity of the questionnaire. Therefore, formulating questions was designed in the simple way 
and free of jargon and terminology. The questionnaires contained both open-ended and closed-ended 
questions ς all of them aiming to consider all perspectives, perceptions, and opinions of the parties relevant 
to the study. Questionnaires were prepared in tree languages, English, Bulgarian and Serbian. The form of 
the questionnaires complied with the requirements regarding the visualization of the Program and the EU.  
 
Step 2 Desk research: It includes quantitative data collection and analysis. In this step, the relevant literature 
was collected for the process of preparation of this document. National and local strategies, studies and 
research were collected. Moreover, national (Bulgarian and Serbian) and local (Elin Pelin and Leskovac) 
economic and statistical indicators and other quantitative data regarding tourism (official statistics, 
programs, reports, and laws) were collected. Additionally, a review of existing literature was conducted 
(different examples of the value chains tourism sectors; tourism trends and developments; strategic 
documents on the relevant fields) and all stakeholders were identified (local institutions, processors, tourism 
actors, representatives from different associations etc.).  
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Desk research covers general situation analysis about tourism (resources, business environment, marketing, 
positioning, tourism segments with potential for long-term development, competitive positioning). The 
information collected through this method was analysed, stored, and classified as per its source, relevance, 
and reliability. These collected data provided valuable information and served as the basis for other 
subsequent tasks. The desk research entails developing a value chain map, identifying the actors that should 
be interviewed for the existing opportunities and challenges. The vast majority of the data used in this 
publication were submitted by countries. The relevant information and data were drawn from global and 
national sources. The main metadata and sources are OECD database (http://stats.oecd.org/), Eurostat 
database (https://ec.europa.eu/eurostat/), Bulgarian National Statistical Institute (https://www.nsi.bg/en), 
Statistical Office of the Republic of Serbia database (https://data.stat.gov.rs/), Online business portals PKS 
Partner (www.pkspartner.rs), Bisnode Serbia (https://www.bisnode.rs/),  Business catalogue - Municipality 
of Elin Pelin (http://map.elinpelin.org ) and relevant national tourist registers. The search of these databases 
was performed in October 2020 and February 2021. The purpose of these searches is to compare the data 
and analyse the impact of the COVID-19 pandemic on the tourism sector in Elin Pelin and Leskovac. Publicly 
available information published on the website https://www.booking.com, was used as a source of data in 
the research of the quality of hotel services in Elin Pelin and Leskovac. Guest reviews of a total of 27 hotels 
offering the possibility of booking through this platform were analysed. Reviews in this platform may be 
written only by guests who have actually stayed at the rated hotel. Therefore, these reviews and ratings are 
considered as more objective and subject to less manipulation compared to reviews of other internet 
portals3. The guests rated their satisfaction with their stay on a 10-point Likert scale. Quantitative assessment 
includes the following aspects of hotel service quality: location, cleanliness, comfort, facilities, staff, value for 
money and free Wi-Fi. Services rated 1 to 3 are described as very poor, 4 to 5 - Poor, 6 to 7 - good, 8 to 9 - 
very good, while services rated over 9 are described as excellent (table below).    
 

Table 2 Booking Index scale 
 

Score 

1 2 3 4 5 6 7 8 9 10 

Very Poor Poor Good 
Very 
Good 

Excellent 

 
Step 3. Field research: Field investigation consists of interviews and observations in the field. In this sense, 
in-depth interviews were carried out with the key stakeholders of the value chains in tourism. A 
comprehensive value chain assessment involves respondents from the end market (tourists), value creation 
functions (Travel organizers, Accommodation providers, Food services providers), service providers (technical 
and financial), and policy makers (government, business association and others). The reason for interviewing 
such a diverse group of stakeholders was to get a comprehensive overview of all key actors of the value 
chains. The concept of interviews and the content of the questions were in line with the above-mentioned 
objectives of the assessment. The main goals of these interviews were to identify and assess the current 
capacities of the value chain actors, to identify their challenges and needs as well, and to assess their 
positioning within the entire chain. Previously prepared questionnaires were used for this purpose. A total of 
76 organizations from the tourism sector were surveyed (30 Elin Pelin + 46 Leskovac). The respondents have 
been identified in close collaboration with project partners. Out of an extensive list of business entities, 76 of 
them were selected for an interview relying on a systematic approach that ensured a representative inclusion 
of all relevant stakeholders in the targeted value chain. The interview process took place in the conditions of 
the COVID-19 pandemic. Due to that, some of the business entities cancelled their participation in the 
interview. The total number of interviewees exceeds the number planned by the project by 27%. Namely, the 
project planned 60 and interviewed 76. This number does not include the interviewed tourists, 13 of them. 
In addition to the research, individual interviews with key actors in tourism were organized.  

 
3 Source: Ilieva D. and S. Ivanov S.  Analysis of Online Hotel Ratings: The Case of Bansko, Bulgaria. Varna University of 
Management. Dobrich, Varna, Bulgaria. SSRN Electronic Journal, 2014. 

http://stats.oecd.org/
https://ec.europa.eu/eurostat/
https://www.nsi.bg/en
https://data.stat.gov.rs/
http://www.pkspartner.rs/
https://www.bisnode.rs/
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The data from the survey research in the part about the suppliers in the supply chain and the competitiveness 
of the tourist destinations Elin Pelin and Leskovac required additional clarifications. In that sense, in the 
period from January 25 to January 29, face-to-face interviews were organized with key actors from the 
municipality of Elin Pelin. The target group of this research were the main actors in tourism of Elin Pelin, 
respectively the owners/managers and/or employees in the hospitality industry, catering, 
organizations/institutions that support the tourism sector, and local food producers whose products can be 
found on the tourist offer. Qualitative data collection was realized from September 2020 to January 2021. In 
total, 76 organizations which directly and indirectly participate in the tourist value chain were surveyed. In 
addition, 13 tourists were surveyed, and 7 tourism actors were interviewed face-to-face. The application of 
the mentioned methods and techniques enabled the authors to obtain qualitative information and data that 
were analysed in the context of research. Their analysis and interpretation were completed in February 
2021.In this way, qualitative information was collected and made into specific observations regarding links 
within value chains. The structure of the surveyed respondents is given below. 
 

Table 3 Respondents surveyed 

Category of respondents 
Number of respondents  

Elin Pelin  Leskovac Total 

Travel organizers (Tour operators and Travel agencies) 2 6 8 

Accommodation providers 7 14 21 

Food services providers 10 12 22 

Supporting Services & Suppliers 4 5 9 

Support Institutions & Organization 7 9 16 

Total surveyed  30 46 76 

 

The data, collected from the questionnaires, were processed only for research purposes. Personal data are 
collected voluntarily in accordance with General Data Protection Regulation (EU) 2016/679 and Relevant 
Bulgarian/Serbian Laws on Data Protection. A tool in Microsoft Excel was designed for data processing 
purposes. This tool can be used in similar future research. The obtained research results are tabulated and 
graphically interpreted so that for each feature (answer) the average, according to the participant in the chain 
and destination, is shown.  
 

Phase 2 Assessment: It provides a comprehensive picture of the challenges and opportunities of the tourist 
destinations of Elin Pelin and Leskovac. Generally, it is evaluation, mapping, and analysis of value chains 
actors. 
 

Step 4. Value chain analysis: Value chain analysis is about understanding how activities and actors, that are 
involved in bringing a product from production to consumption, are linked. The Value Chain Analysis is a tool 
to identify the stakeholders, power relations and economic benefits regarding tourism offers in Elin Pelin and 
Leskovac. This tool has been used to identify and assess the synergies and collaboration potential between 
Tourism Actors, status of local tourist attractions, characteristics of the local touristic products/offers, market 
chain actors and linkages, role of stakeholders in product development and possibilities for touristic product 
diversification. The core of any analysis is value chain mapping. Mapping a value chain is a key component 
within a value chain analysis, as it can be difficult to see the relevant interdependencies in a complex system 
or discuss systemic interventions, without mapping them first. A value chain map graphically illustrates all of 
the components, and relationships between the actors within the value chain. It is a visual tool that helps to 
understand how a local tourism works. The map highlights the range of activities that occur within the value 
chain. In this step, the processing of the questionnaire, the analysis of the collected data was completed, and 
the draft Value Chain Analysis was prepared. Working material and tools for focus group workshops were 
also prepared. They specifically prepared Elin Pelin destination profile, Leskovac destination profile, the 
destinations attractiveness-competitiveness matrix, market competitive positioning matrix, evaluation 
instruments etc. 
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Phase 3. Recommendation: this phase included participatory validation of main findings and 
recommendations as well as designing and publishing tourism value chain diagnosis study. 
 
Step 5. Focus group workshops: Before the workshop, material was prepared, and special questions were 
designed for focus group participants. Attention was paid to the following topics: (i) the current situation in 
the local tourism industry; (ii) existing and potential links within the sector and (iii) proposed interventions. 
The prepared material contained destination review, attractions inventory, infrastructure and services, 
supply and competitiveness, market demand, cultural and natural resource. In the work with the participants, 
the profile of the destinations, the matrix of attractiveness-competitiveness of the destination, the matrix of 
market positioning, the assessment instruments were used. The first confirmation of the research results was 
organized in Leskovac on February 4, 2021. The workshop was attended by key representatives of the tourism 
sector of the city of Leskovac, such as travel organizers (tour operators and travel agencies), accommodation 
services providers (hotels), caterers (restaurants, cafes), associations, institutions for the support of tourism 
development, etc. The total number of participants of the focus group in Leskovac was 20. The focus group 
workshops in Elin Pelin were organized on February 9 and 10. In adherence with the measures related to 
COVID 19 pandemic, this event was organized in two days with the participation of 10 different 
representatives of the tourism sector of Elin Pelin. The purpose of the workshops was to validate the findings 
of the research and better understand the obstacles and opportunities for improving value chains. The main 
methods of working in focus groups were target oriented discussion and participatory analysis of 
competitiveness. Targeted-oriented discussion was conducted in stages and it included destination mapping, 
value chain mapping and validation of findings (figure below). Collected feedback in the form of suggestions 
and additions as a result of participatory analysis were included in the final version of the study. 
 

Figure 3 Tourism Value Chain Workshop4 

 

 
Focus group workshop 1. Purpose of event is getting feedback from the Elin Pelin stakeholders (tourism actors) based 
on presented research results. Participants: 20 representatives of tourist actors from Elin Pelin. In adherence with 
the measures related to COVID 19 pandemic, this event was organized in two days with the participation of 10 tourism 
actors, i.e., the direct users of the project. 
 
Focus group workshop 2. Purpose of event is getting feedback from the Leskovac stakeholders (tourism actors) based 
on presented research results. The duration of event: 1 day. Location: Serbia, Jablanica District, City of Leskovac. 
Participants: 20 representatives of tourist actors from Leskovac. 
 

 
 
Step 6. Reporting: This step includes the final design and publication Tourism Value Chain Diagnosis Study. 
In accordance with the project, the study was translated into English and Bulgarian and published on the 
project partner portals on March 10, 2021. 
  

 
 
 

 
4 Source: Otto E. and Ritsma N. Guideline for Organizing Workshops to Green the Tourism Value Chain. GIZ 2015 
(modified by authors) 
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3. Tourism  
 
Tourism is of vital economic, social, and cultural importance in OECD member and partner countries5 and 
provides real prospects for enduring and inclusive economic growth. It plays a key role in job creation, export 
revenue and domestic value added, and directly contributes, on average, 4.4% of GDP, 6.9% of employment 
and 21.5% of service-related exports to OECD countries. Tourism is an important driver of economic growth, 
globally and locally. However, integrated, and forward-looking policies are needed to ensure this growth 
better delivers benefits for people, places, and businesses. Following six decades of consistent growth, 
ǘƻǳǊƛǎƳ ǊŜƳŀƛƴǎ ƻƴŜ ƻŦ ǘƘŜ ǿƻǊƭŘΩǎ Ƴƻǎǘ ƛƳǇƻǊǘŀƴǘ ŜŎƻƴƻƳƛŎ ǎŜŎǘƻǊǎΦ Lǘ ƛǎ ŀ ƪŜȅ ǇŀǊǘ ƻŦ ŀ ƎǊƻǿƛƴƎ ǎŜǊǾƛŎŜǎ 
economy, generating income and foreign exchange, creating jobs, stimulating regional development, and 
supporting local communities. Tourism exports are economically significant and have a larger impact on the 
domestic economy relative to other export sectors. Every EUR 1 of expenditure by international tourists in 
OECD countries, on average, generates an estimated 89 cents of domestic value added, compared with 81 
cents for overall exports. Globally, tourism continues to perform ahead of long-term growth forecasts, with 
a record 1.5 billion international tourist arrivals in 2019. Tourism growth to OECD countries has exceeded the 
world average since 2014, following a period of strong growth in recent years. OECD countries are among the 
ǿƻǊƭŘΩǎ ǘƻǇ ǘƻǳǊƛǎƳ ŘŜǎǘƛƴŀǘƛƻƴǎΣ ŀƴŘ ŀŎŎƻǳƴǘ ŦƻǊ ƳƻǊŜ ǘƘŀƴ ƘŀƭŦ ƻŦ Ǝƭƻōŀƭ ŀǊǊƛǾŀƭǎ όрсΦф҈ύ ŀƴŘ ǘǊŀǾŜƭ ǊŜŎŜƛǇǘǎ 
(61.1%). In addition to the benefits of international tourism, domestic tourism is the mainstay of this sector 
in the majority of OECD countries with, on average, residents responsible for 75% of tourism expenditure. 
While in the short-term the picture for tourism is mixed, mainly due to an uncertain economic outlook and 
external shocks such as health scares and extreme weather events, over the long-term tourism is expected 
to continue to grow6.Tourism is important for European Union. As well as creating jobs, tourism helps develop 
bonds between societies. Tourism generates 9.5% of GDP and represents 11,20% of total employment in the 
European Union. Tourism creates jobs for 26 million people in EU, through its direct, indirect, and induced 
effects in the economy, in particular for young people, women and people from a migrant background. 
Europe is maintaining its leadership in the global tourism market. International tourism accounts for 6% of 
EU overall exports and 22% of services exports. Tourism in EU ranks fourth as an export category, after 
chemicals, automotive products, and food. With a rich cultural heritage and diversity and comprising some 
of the largest destinations and main source markets in the world, Europe continues to stand as the most 
visited region, welcoming half of the worƭŘΩǎ ƛƴǘŜǊƴŀǘƛƻƴŀƭ ǘƻǳǊƛǎǘ ŀǊǊƛǾŀƭǎΦ ²ƛǘƘƛƴ 9ǳǊƻǇŜΣ ǘƘŜ ну ŎƻǳƴǘǊƛŜǎ ƻŦ 
ǘƘŜ 9ǳǊƻǇŜŀƴ ¦ƴƛƻƴ ŀŎŎƻǳƴǘ ŦƻǊ ǘƘŜ ōǳƭƪ ƻŦ ǘƘŜ ǊŜƎƛƻƴΩǎ ƛƴǘŜǊƴŀǘƛƻƴŀƭ ŀǊǊƛǾŀƭǎΣ ǎƻƳŜ ум҈ ƻŦ 9ǳǊƻǇŜΩǎ ǘƻǘŀƭ 
ŀƴŘ пл҈ ƻŦ ǘƘŜ ǿƻǊƭŘΩǎ ŦƛƎǳǊŜ7. Eurostat data show that in 2018, 2.8 billion nights realised in sector of 
tourism8. An average trip cost was 347 euros. Nearly one third (32 %) of annual nights spent at tourist 
accommodation establishments were recorded from March to June. Europe at large (both EU and extra-EU) 
remains the most visited region in the world, accounting for 50% of the world's tourist arrivals and 37% of 
global tourism receipts and continues to lead growth in absolute terms. With a rich cultural heritage and a 
favourable socio-political environment, and comprising many large source markets, Europe boasts twice the 
arrivals of the second most visited region in the world, Asia, and the Pacific. However, as other destinations 
in less mature regions in the world, especially Asia and the Pacific, are growing at a faster pace, the share of 
Europe in the world has been decreasing gradually over time (from 58% of worldwide international arrivals 
in 1995 to 50% in 2016)9.  

 
5 The OECD member countries are: Australia, Austria, Belgium, Canada, Chile, the Czech Republic, Denmark, Estonia, 
Finland, France, Germany, Greece, Hungary, Iceland, Ireland, Israel, Italy, Japan, Korea, Latvia, Lithuania, Luxembourg, 
Mexico, the Netherlands, New Zealand, Norway, Poland, Portugal, the Slovak Republic, Slovenia, Spain, Sweden, 
Switzerland, Turkey, the United Kingdom and the United States. Other partner countries are Brazil, Bulgaria, Colombia, 
Costa Rica, Croatia, Egypt, Indonesia, Kazakhstan, Malta, Morocco, Peru, Romania, the Russian Federation, Serbia, and 
South Africa. 
6 Source: OECD Tourism Trends and Policies 2020. The OECD Centre for Entrepreneurship, SMEs, Regions and Cities 
(CFE), Paris 2020. 
7 Source: World Tourism Organization. European Union Tourism Trends. April 2018. 
8 Source: https://ec.europa.eu/eurostat/cache/digpub/regions/ 
9 Source: World Tourism Organization. European Union Tourism Trends. April 2018 
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Within the European Union, arrivals to the five emerging economies - Bulgaria, Poland, Hungary, Romania, 
and Croatia - grew somewhat faster, at a rate of 8%, while receipts grew 10%, reaching euro 29 billion. Arrivals 
to the 23 advanced economies, including the 19 countries in the euro area, grew by 4%, a solid growth rate 
consistent with the EU's overall results. Receipts earned by advanced economies grew 3% to euro 313 billion. 
 

Table 4 Economic and employment impact of tourism (2019) 
 

Indicator European Union Bulgaria Serbia 

Contribution of travel and 
tourism to GDP of total 
economy 

9,50% 10,80% 5,90% 

Contribution of travel and 
tourism to total employment 

11,20% 10,60% 6,20% 

International visitor impact 
(visitor spend of total exports)  

6,20% 10,70% 7% 

Consumption characteristics    

Leisure  81% 70% 86% 

Business  19% 30% 14% 

Domestic tourists  63% 20% 31% 

International tourists 37% 80% 69% 

Inbound arrivals 

1. Germany 16%. 
2. United Kingdom 12%. 
3. France 6%. 
4. United States 5%. 
5. Netherlands 5%.  
6. Rest of world 56%. 

1. Romania 12%. 
2. Germany 12%. 
3. Turkey 8%. 
4. Greece 8%. 
5. Russian federation 

6%. 
6. Rest of world 54%. 

1. Bosnia-Herzegovina 
7%. 

2. Turkey 6%. 
3. Bulgaria 6%. 
4. Croatia 6%. 
5. Slovenia 5%. 
6. Rest of world 70%. 

Outbound departures 

1. France 12%. 
2. Spain 11%. 
3. Italy 7%. 
4. United Kingdom 6%. 
5. Austria 5%. 
6. Rest of world 58%. 

1. Greece 41%. 
2. Turkey 30%. 
3. Hungary 5%. 
4. United Kingdom 4%. 
5. Spain 3%. 
6. Rest of world 17%. 

1. Greece 32%. 
2. Montenegro 13%. 
3.  Hungary 11%. 
4. Bulgaria 8%. 
5. Turkey 4%. 
6. Rest of world 32%. 

Source: 2020 Annual Research World Travel and Tourism Council  

https://wttc.org/Research/Economic-Impact 

 
 
 
 
 
 
 

https://wttc.org/Research/Economic-Impact
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3.1. Tourism in the national economies 
 
Bulgaria: Tourism is a priority sector in Bulgaria10 and in 2018 directly contributed 3.1% to GDP, generated 
2.9% of employment, and directly supported approximately 93 000 jobs. The total number of international 
arrivals was 12.4 million in 2018, an increase of 6.7%, compared to the previous year. International leisure 
visitors grew by 5.5% reaching 5.8 million while international business visits numbered 1.7 million, an increase 
of 10.6% over 2017. EU markets continued to be the most important for inbound tourism with a share of 
61.4% and a total of 5.7 million arrivals.  
 

Table 5 Bulgaria-Tourism Profile 
 

Tourism (domestic, inbound, and outbound tourism) 
in thousand 

2014 2015 2016 2017 2018 

Domestic tourism      

Overnight visitors (tourists) 3154 3415 3809 3806 3890 

Nights in all types of accommodation 7621 8046 9035 8949 9096 

Inbound tourism      

Total international arrivals 9409 9317 10604 11596 12368 

      

Top markets      

Romania 947 987 1097 1139 1377 

Greece 1032 973 1067 1158 1116 

Germany 714 623 827 870 850 

Turkey 438 519 565 636 625 

Republic of North Macedonia 408 474 528 545 560 

Nights in all types of accommodation 14078 13352 16151 17106 17749 

Outbound tourism      

Total international departures       6228 6699 

Overnight visitors (tourists) 4158 4632 5392     

      

Top destinations      

Turkey 1107 1242 1219 1311 1516 

Greece 867 1043 1201 1341 1403 

Romania 322 333 423 481 523 

Serbia 316 315 405 463 494 

Germany 239 273 345 402 422 

      

Tourism receipts and expenditure (million USD) 2014 2015 2016 2017 2018 

Inbound tourism      

Total international receipts 4494 3574 4141 4598 4999 

International travel receipts 3908 3146 3634 4045 4416 

International passenger transport receipts 587 428 508 553 583 

Outbound tourism      

Total international expenditure 1454 1345 1631 2035 2236 

International travel expenditure 1199 1116 1357 1684 1857 

International passenger transport expenditure 256 230 274 351 378 

Source: OECD Tourism Statistics (Database)      

 
10 Source: OECD Tourism Trends and Policies 2020. The OECD Centre for Entrepreneurship, SMEs, Regions and Cities 
(CFE), Paris 2020. 
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The top three inbound markets in Bulgaria were Romania (1.4 million arrivals), Greece (1.1 million) and 
Germany (850 000). Domestic tourism in accommodation facilities with a bed capacity of 10 or more rose by 
2.2% to 3.9 million in 2018, accounting for 9.1 million nights, up 1.6% from 2017. Tourism is facing 
unprecedented challenges and an existential threat from the impact of the COVID-19 pandemic. In the period 
January-May 2020, Bulgaria recorded a decrease in foreign visitors by 52.9% compared to the same period 
last year11. In 2019, revenues from inbound tourism amounted to over EUR 3.7 billion. In the period January 
- April 2020, revenues from inbound tourism amount to only EUR 386 million. The decrease compared to the 
period January - April 2019 is -34.4%12. 
 

Graph 1 Bulgaria - number of foreign visitors (January - May 2019/2020) 
 

 
Source: National Statistical Institute 

 
The tourism policy in Bulgaria is founded on partnerships between government and local authorities, NGOs, 
business, and civil society, promoting opportunities for investment, new skills, jobs and stimulating 
competitiveness within the tourism industry. The Council of Ministers is the national body responsible for 
formulating national tourism policy in Bulgaria. The Ministry of Tourism implements policy and coordinates 
the activities of other ministries and institutions. The Ministry of Tourism is also specifically responsible for 
regulation, product development, marketing, research and information, external project funding and 
supporting regional organisations. The National Tourism Council is the consultative body, which operates 
under the authority of the Ministry of Tourism. Its members include representatives of tourism-related 
ministries as well as national, regional, and local tourism associations, transport operators and consumer 
bodies. Recent legislative changes have led to the establishment of nine Regional Tourism Management 
Organisations. The members of these include tourism associations, regional and municipal administrations, 
institutes, museums, scientific bodies, and tourism schools.  

 
11 {ƻǳǊŎŜΥ ˸͙͙͔͍ͤͫͭͪͫͭͦ ͤ͊ ͙ͭͯͪͣ͊͘Φ ˸͔͔͗͒ͯͤ͊ͪͦ͒ͤ ͙ͭͯͪ͘Άͣ ς x Ά͎͙͊ͪ͡Ύ ͙̒ͤͯ͊ͪ ς ˸ ͚͊ нлнл ͎Φ 
12 {ƻǳǊŎŜΥ ˸͙͙͔͍ͤͫͭͪͫͭͦ ͤ͊ ͙ͭͯͪͣ͊͘Φ ˸͔͔͗͒ͯͤ͊ͪͦ͒ͤ ͙ͭͯͪ͘Άͣ ς x Ά͎͙͊ͪ͡Ύ ͙̒ͤͯ͊ͪ ς ˸ ͚͊ нлнл ͎Φ 
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The Regional Tourism Management Organisations are responsible for regional touristic product development 
and marketing of the nine identified tourist regions in Bulgaria. The Ministry of Tourism works closely with 
the private sector and other stakeholders as well as collaborates with regional and local tourism bodies listed 
in the National Tourism Register. At the regional level, authorities develop and implement touristic strategies 
and programmes in line with national touristic and regional development strategies.  
 

Figure 4 Organisational chart of tourism bodies in Bulgaria 
 

 
 
The Tourism Act regulates the co-ordination associated with the interaction of the State and municipalities 
in the implementation of activities related to tourism, as well as the participation of not-for-profit legal 
entities. The Tourism Act makes provisions for local authorities to adopt tourism development programmes 
according to local resources and needs and establishes an Advisory Council on Tourism and a Municipal 
Commission to oversee the development of tourism related facilities. The budget of the Ministry of Tourism 
for 2019 was BGN 19.35 million (EUR 9.68 million), of which 75% was allocated to marketing activities.  
 

Graph 2 Revenues from international tourism 2018/2019 (in million euros) 

 
Source: National Statistical Institute 
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The Ministry is responsible for administering funds from both the national government and the European 
Union. In 2018, the Council of Ministers approved the updated National Strategy for Sustainable 
Development of Tourism in the Republic of Bulgaria to 2030 and the related Action Plan for the period 2017-
2020. The implementation of the Strategy is the responsibility of the Ministry of Tourism. The most important 
challenges addressed by the Strategy are overcoming the seasonal and geographic concentration of Bulgarian 
tourism, encouraging the industry to be more sustainable, improving the qualifications and skills of the 
workforce, and upgrading and investing in new accommodation and other facilities. In 2018, 56% of all arrivals 
registered by accommodation establishments with 10 or more beds were in the period from June to 
September, and the remaining 44% dispersed throughout the rest of the year. Travel is concentrated in Varna, 
Burgas, and Dobrich - with the other 25 districts receiving slightly over half the arrivals. To encourage tourism 
to other regions, the government developed tourist routes highlighting cultural tourism, congress tourism, 
spa and wellness tourism, eco-tourism, and rural tourism. The Ministry is aligned with UN Sustainable 
Development Goals and has a clear implementation framework and funds for investment in technology, 
ƛƴŦǊŀǎǘǊǳŎǘǳǊŜΣ ŀƴŘ ƘǳƳŀƴ ǊŜǎƻǳǊŎŜǎΦ ¢ƘŜ {ǘǊŀǘŜƎȅΩǎ ƭƻƴƎ-term objectives are to: 
 

¶ Establish a favourable business environment to develop sustainable tourism by updating the regulatory 
framework and reducing burdens on business. 

¶ Develop a competitive tourism sector by stimulating improvement in all types of tourism businesses to 
ensure high quality products. 

¶ Position and promote Bulgaria in international markets. 

¶ Develop regional tourist areas by stimulating the growth of tourism SMEs and establishing destination 
management organisations in nine tourist regions across the country to ensure balanced growth. 

 
The Strategy is delivered through an agreed annual Action Plan which includes: 
 

¶ Ensuring effective coordination between institutions and integrating tourism into related sectoral 
policies. 

¶ The creation of special visa application centres to facilitate travel in co-operation with the Ministry of 
Foreign Affairs of Bulgaria. 

¶ Active co-operation between the Ministry and domestic and international travel trade companies to 
create joint tourism products and packages. 

¶ New product development to diversify the tourism offer, make it more distinctive and tailored to 
different types of tourists. For instance, elaborated cultural and historic destinations, SPA, wellness 
destinations and wine and culinary destinations within the country. 

¶ Positioning and promotion of Bulgaria as a year-round tourist destination and building a positive image 
among key international target markets via marketing activity. 

¶ Revisions to regulations in order to facilitate the establishment of regional Destination management 
organisations and other local organisations. 

¶ Providing business support and finance for SMEs, capacity building and support to access national and 
international markets 

¶ Developing a unified system for tourist information at a national level, which acts as a networking 
platform for touristic business. 

 
Additional amendments to tourism legislation in 2019 aim to facilitate the involvement of industry 
stakeholders and to attract more investment in sustainable development. The amendments will facilitate 
tourism business also through eased regulations relating to the establishment of tour operators, the 
certification of spa and wellness centres, and the operation of restaurants, hotels, and other accommodation. 
The Ministry of Tourism is currently developing an Integrated Tourist Information System, established in 
2019, in collaboration with tourism businesses. The Integrated Tourist Information System is an electronic 
database containing information on a wide range of public and private sector tourism related stakeholders 
including tour operators, accommodation providers, trade associations and others. The system also provides 
information on major events as well as relevant statistical data.  
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Picture 1 The Integrated Tourist Information System in Bulgaria 
 

 

https://ntr.tourism.government.bg/CategoryzationAll.nsf/enindex.xsp 

Register of tourist festivals and events Register of tourist attractions 

 
http://rta.tourism.government.bg/TAFRegister.aspx 



19 
 

Serbia: The total contribution of the tourism industry to the Serbian economy, including the effects from 
investment, supply chain and induced income impacts, amounted to RSD 294.6 billion (EUR 2.46 billion), in 
2017, or 6.7% of GDP13.The tourism industry directly generated 32 000 jobs, representing 1.8% of the 
ŎƻǳƴǘǊȅΩǎ ǘƻǘŀƭ ŜƳǇƭƻȅƳŜƴǘΦ ¢ƘŜ ƛƴŘǳǎǘǊȅ ŀǘǘǊŀŎǘŜŘ ŎŀǇƛǘŀƭ ƛƴǾŜǎǘƳŜƴǘ ƻŦ w{5 ооΦу ōƛƭƭƛƻƴΣ пΦм҈ ƻŦ ǘƻǘŀƭ 
national investment. This is expected to rise by 2% over the next ten years to RSD 43.5 billion by 2028.The 
total number of tourist arrivals in 2018 was 3.4 million, an increase of 11.2% from 2017. International arrivals 
accounted for 49.9% of total arrivals and showed a 14.2% increase on 2017. Domestic arrivals increased by 
8.3% in 2018 compared to 2017.The key source markets for international arrivals in 2018 were Bosnia and 
Herzegovina (15.4% market share), Montenegro (12.3%), and China (10.5%), followed closely by Croatia and 
Turkey. All of the five top markets showed growth in volume of arrivals between 2017 and 2018, particularly 
China which showed an increase of 89%. 
 

Table 6 Serbia: Tourism Profile 
Tourism flows (domestic, inbound, and outbound 
tourism) in thousand 

2014 2015 2016 2017 2018 

Domestic tourism      

Overnight visitors (tourists) 1164 1305 1472 1589 1720 

Nights in all types of accommodation 3925 4242 4795 5150 5678 

Inbound tourism      

Overnight visitors (tourists) 1029 1132 1281 1497 1711 

Top markets      

Bosnia and Herzegovina 164 192 223 235 263 

Montenegro 137 171 196 198 210 

China 31 33 43 95 179 

Croatia 117 121 142 153 177 

Turkey 82 115 142 163 175 

Nights in all types of accommodation 2161 2410 2739 3175 3658 

Tourism receipts and expenditure (million USD)      

Inbound tourism      

Total international receipts 1352 1321 1461 1705 1921 

International travel receipts 1142 1047 1150 1344 1547 

International passenger transport receipts 210 274 310 361 374 

Outbound tourism      

Total international expenditure 1359 1253 1351 1548 1837 

International travel expenditure 1178 1102 1202 1380 1643 

International passenger transport expenditure 181 152 149 168 194 

Source: OECD Tourism Statistics (Database) 
 

Table 7 Serbia: Enterprises and employment in tourism 

Tourism 
Number entities 

(2017) 

Number of persons employed 

2014 2015 2016 2017 

Tourism sector 4155 26577 28449 30642 32044 

Accommodation services  813 8647 8670 8900 9048 

Food and beverage serving industry 2471 14274 15802 17408 18599 

Travel agencies and reservation services  871 3656 3977 4334 4397 

Source: OECD Tourism Statistics (Database) 

 
 

 
13 Source: OECD Tourism Trends and Policies 2020. The OECD Centre for Entrepreneurship, SMEs, Regions and Cities 
(CFE), Paris 2020. 
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In Serbia, the number of 3690 thousand tourists was registered in 2019. 1843 thousand were domestic 
tourists of this number, which is by 7.2% more than in 2018, while the number of foreign tourists was 1847 
thousand, which is by 8,0 % more when related to 2018.The number of all overnight stays made by tourists 
using accommodation facilities was 10073 thousand, which is by 20,4% more in comparison to 2018. 
Domestic tourists made 6063 thousand overnight stays (more by 6,8% when related to 2018), while the 
number of overnight stays by foreign tourists was 4010 thousand, i.e., it increased by 9,6% in relation to 2018. 
Of the total number of tourist overnight stays (10073 thousand), 27,6% (2782 thousand) were made in spa 
resorts, and 22,8% (2302 thousand) in mountain resorts14. In the Republic of Serbia, in September 2020, 
compared to September 2019, number of tourist arrivals was by 43.1% lower, while number of tourist 
overnight stays was by 22.9% lower. In September 2020, compared to September 2019, number of overnight 
stays of domestic tourists was by 18.8% greater while number of overnight stays of foreign tourists was by 
76.3% lower15.  This is a direct consequence of the COVID-19 pandemic. 
 

Graph 3 Serbia - number of foreign visitors (January - September 2019/2020) 
 

 
Source: Statistical Office of the Republic of Serbia 

 
The Ministry of Trade, Tourism and Telecommunications is the national government authority overseeing 
tourism in Serbia. The Ministry has jurisdiction over the National Tourism Organisation of Serbia (TOS), which 
is the national agency for promoting tourism in the country and abroad. The TOS also undertakes tourism 
market research and collects relevant tourism information. Founded as a government organisation in 1994, 
ǘƘŜ ŀƛƳ ƻŦ ǘƘŜ ¢h{ ƛǎ ǘƻ ŀŦŦƛǊƳ ǘƘŜ ǾŀƭǳŜ ŀƴŘ ǇƻǘŜƴǘƛŀƭ ƻŦ ǘƘŜ ŎƻǳƴǘǊȅΩǎ ǘƻǳǊƛǎǘ ƛƴŘǳǎǘǊȅΦ  

 
14 {ƻǳǊŎŜΥ ˸Φ ˴͍ͦ͊;͔͍͙ΐΦ ˾͔͎͙͙ͦͤ ͯ ˾͔͙ͨͯ͋͡ͼ͙ ˿͙͙ͪ͋͞ нлмфΦ ˾͔͙ͨͯ͋͡;͙͟ ͍͊ͦ͒͘ ͊͘ ͙͙ͫͭ͊ͭͫͭͯ͟ όL{{b нснл-1275) 
ˣ͔͎ͦͪ͊͒Σ нлнлΦ 
15 Source: Catering and tourism statistics. Statistical release-Number 290 - Year LXX, 30.10.2020. Statistical Office of 
the Republic of Serbia Belgrade, 2020.  
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Its activities focus on positioning Serbian tourism in both domestic and international markets, and evaluating 
the comparative advantages of tourism in Serbia, such as geographical location and historical, cultural, and 
natural identity. Three Regional Tourism Organisations have been established, as well as 116 Local Tourism 
hǊƎŀƴƛǎŀǘƛƻƴǎΣ ƻǿƴŜŘ ŀƴŘ ƻǇŜǊŀǘŜŘ ōȅ {ŜǊōƛŀΩǎ ƭƻŎŀƭ ŀƴŘ ǊŜƎƛƻƴŀƭ ƎƻǾŜǊƴƳŜƴǘǎ ŀƴŘ ǎǳǇǇƻǊǘŜŘ ōȅ ǘƘŜ ǇǊƛǾŀǘŜ 
sector. The regional and local tourism organisations act in accordance with the National Tourism Strategy and 
the plans and programmes of the TOS.  
 

Figure 5 Organisational chart of tourism bodies in Serbia 

 
 

The Serbian Convention Bureau was established in 2007 as a part of the National Tourism Organisation of 
Serbia in order to develop MICE16 tourism. Professional tourism associations have also been established 
including the: Serbian Spas and Resorts Association; Associations of Tourist Agencies; Business Association of 
Hotels and Catering Operations; International Centre for Tourism and Hospitality Development. The 
Government of the Republic of Serbia has adopted the Tourism Development Strategy of the Republic of 
Serbia for the period from 2016 to 2025. The Strategy is based on an analysis of internal and external 
surroundings, including the latest global trends in tourism development. The objectives of the Strategy are: 
 

1) Sustainable economic, environmental, and social development of tourism in the Republic of Serbia. 
2) Improving the competitiveness of the tourism industry and related activities in the domestic and 

international markets. 
3) An increase in the direct and total contribution of the tourism sector to the gross domestic product 

as well as an increase in direct and total employment in the tourism sector and its share in total 
employment in the Republic of Serbia. 

4) Improvement of the overall image of the Republic of Serbia in the region, Europe and worldwide. 
 
The development goals of the Strategy include increasing the number of hotels and similar facilities by 50% 
and increasing overall accommodation occupancy by 30%.  

 
16 The term "MICE" in the context of travel is an acronym for Meetings, Incentives, Conferences, and Exhibitions. 
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The Strategy also aims to increase tourist arrivals, overnight stays, and expenditure, and to double the 
ǘƻǳǊƛǎƳ ƛƴŘǳǎǘǊȅΩǎ ŘƛǊŜŎǘ ŎƻƴǘǊƛōǳǘƛƻƴ ǘƻ D5P. Furthermore, it aims to increase direct employment in tourism 
by at least 50%. The legislation provides the framework for a modern and efficient organisation and 
development of tourism and its related industries. However, the tourism sector has not yet been developed 
and there is a lack of capacity in tourism management and national marketing. The key challenges for 
sustainable tourism development in the Republic of Serbia include: Reducing seasonality; Improving the 
quality of tourism jobs; Maintaining and enhancing local community prosperity and quality of life - for 
example by encouraging the purchase of local goods and services, the promotion of local culinary heritage, 
history and culture, handicrafts and folk art, small museums, and vineyards; conserving and increasing the 
value of natural and cultural heritage; enriching the tourist offer with products and services that will make 
tourism in Serbia more recognisable and attractive. Measures to address the key challenges for sustainable 
tourist development include increasing levels of environmental consciousness, growing the interest in 
heritage and culture, strengthening local economic activity, as well as supporting the development of visitor 
activities that enable visitors to meet local residents and engage in cultural tourism activities and events. The 
Ministry of Trade, Tourism and Telecommunications performs state administration tasks related to: strategy 
and policy of tourism development; integrated planning of the development of tourism and related activities; 
development, proclamation and sustainable use of tourist areas and tourist destinations of importance for 
tourism; activities of special importance for tourism development; categorisation of tourist sites; 
implementation of incentives and the provision of material and the fulfilment of other conditions for the 
promotion of tourism development; promotion of tourism in the country and abroad; taxes, fees and 
penalties in tourism; property affairs in tourism; improvement of the value and competitiveness of tourism 
products; tourism market research and development of a tourist information system; conditions and manner 
of performing activities of travel agencies; catering activities; nautical activities; tourist hunting activities, as 
well as providing services in tourism; planning, maintenance and equipment at public ski area and the 
provision of services at ski resorts; planning, maintenance, equipment and services in spas, theme parks and 
public beaches; inspection in the field of tourism. The Ministry of Trade, Tourism and Telecommunications 
provides support for tourism development through a programme of incentives and loans. The Ministry 
finances projects focused on promotion, education, training and improving and developing the tourism 
supply chain, as well as projects which support the improvement of tourism infrastructure and facilities. 
Financing of up to 100% is available for infrastructure projects and up to 50% for other projects. The aim of 
the financing programme is to support and encourage the development of the domestic offer and to attract 
foreign demand. The incentives and loans are open to non-governmental organisations, local tourism 
organisations and small enterprises. Since 2015, two new policy instruments have been introduced - vouchers 
supporting domestic demand, and subsidies for inbound tour operators in Serbia. The central information 
system in the area of catering and tourism (E-tourists) has been introduced, which enables electronic 
registration of guests, electronic payment of residence tax, submission of a request for categorization and 
other 

Picture 2 E-tourists - the central information system in Serbia 

 
https://www.eturista.gov.rs 
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3.2. Tourism in cross border region 
 
The cross-border region between Bulgaria and Serbia (hereinafter: cross-border region) covers a territory of 
43933 km2, which is 22% of the territory of both countries (Bulgaria and Serbia). The cross-border region 
includes 13 administrative units, 6 districts in Bulgaria and 7 districts in Serbia. In Bulgaria, these are Vidin, 
aƻƴǘŀƴŀΣ ±ǊŀǘǎŀΣ {ƻŦƛŀΣ tŜǊƴƛƪ ŀƴŘ YȅǳǎǘŜƴŘƛƭΦ Lƴ {ŜǊōƛŀΣ ǘƘŜǎŜ ŀǊŜ .ƻǊǎƪƛΣ ½ŀƧŜőŀǊǎƪƛΣ tƛǊƻǘǎƪƛΣ bƛǑŀǾǎƪƛΣ 
¢ƻǇƭƛőƪƛΣ WŀōƭŀƴƛőƪƛΣ tőƛƴƧǎƪƛΦ This territory covers Interreg-IPA Cross-border Cooperation Bulgaria-Serbia 
Programme (CCI 2014TC16I5CB007). Interreg-IPA CBC Bulgaria-Serbia Programme is financing projects 
related to development of sustainable tourism, youth, and environment. Interreg is one of the key 
instruments of the European Union supporting cooperation across borders through project funding. 
 

Map 1 INTERREG IPA Cross-border Cooperation programmes 2014-2020 
 

 

Source: InterAct Library |Map | Interreg-IPA CBC programmes 2014-202017 

 
Nature: The cross-border region is characterised with diverse landscape (hills and mountains, but also wide 
plains), the rich forests (over 30% share of the total regional territory), numerous geomorphologic 
phenomenon (caves, natural bridges, gorges, and canyons), thermal springs, as well the outlet to the Danube 
river. The region is also rich in natural parks, protected areas, and natural reserves, many of which have been 
included or proposed for inclusion in the NATURA 2000 areas18. The beautiful and varied scenery - picturesque 
locations, caves, prehistoric rock paintings, bizarre rock formations, rivers, waterfalls and other water bodies 
are the main features of the region and a premise for the creation of a unique image of the cross-border 
region Bulgaria-Serbia. Continental-temperate climate of the region provides opportunities for development 
of various forms of tourism throughout the year. The nature of this region is characterized by a great diversity 
of flora and fauna and is an important part of the abundant and diverse European natural heritage.  

 
17 https://www.interact-eu.net/library?title=Map&field_fields_of_expertise_tid=All&field_networks_tid=All#708-map-
interreg-ipa-cbc-programmes-2014-2020 
18 Source: INTERREG-IPA Cross-border Cooperation Programme Bulgaria ς Serbia (CCI 2014TC16I5CB007) 

https://www.interact-eu.net/library?title=Map&field_fields_of_expertise_tid=All&field_networks_tid=All#708-map-interreg-ipa-cbc-programmes-2014-2020
https://www.interact-eu.net/library?title=Map&field_fields_of_expertise_tid=All&field_networks_tid=All#708-map-interreg-ipa-cbc-programmes-2014-2020
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The area is full of natural attractions that start as a string of pearls at the Danube and descend to the Southern 
territories of Serbia and Bulgaria.  
 

Table 8 Natural attractions in cross-border region19 

Bulgarian side  Serbian side 

   

¶ Belogradchik Rocks 

¶ Bistrishko Branishte Reserve   

¶ Borov Kamak waterfall 

¶ Chuprene reserve 

¶ Dragoman swamp  

¶ Gabra reserve 

¶ Kostenski waterfall 

¶ Kutinski pyramids 

¶ Ledenika cave 

¶ Magura cave 

¶ Rabishko lake 

¶ Razhishka Cave  

¶ Rila National Park  

¶ Skakavishki waterfall 

¶ Trun gorge 

¶ Tzurna Reka reserve 

¶ Vitosha nature park 

¶ Vrachanski Balkan Nature Park 

 

¶ Bogovinska cave 

¶ 7ŜǊŘŀǇ gorge (Iron Gates) 

¶ 7ŀǾƻƭ͞ŀ ±ŀǊƻǑ ό5ŜǾƛƭΩǎ ¢ƻǿƴύ ƴŀǘǳǊŀƭ 
phenomenon 

¶ Stara Planina national park 

¶ Jelasnicka Klisura  

¶ Radan mountain 

¶ Raykova cave 

¶ {ƛŏŜǾŀőƪŀ YƭƛǎǳǊŀ ƴŀǘƛƻƴŀƭ ǇŀǊƪ 

¶ ¢ƘŜ 7ŜǊŘŀǇ bŀǘƛƻƴŀƭ tŀǊƪ  

¶ Venerina Padina national reserve 

¶ Vlasinsko lake 

¶ Zlotska (Lazareva) cave 

¶ Vucjanka river canyon 

 
Culture and history: One of the biggest strengths of the cross-border region is its rich and unique culture. 
Intangible cultural heritage is the main source of identity and has strong links to history. The cultural heritage 
of the region includes monuments and sites related to churches, old towns and old rural areas, archaeological 
sites, as well as monuments devoted to commemoration of historical events or figures. Remains from ancient 
civilizations can still be found in many places on both sides of the border. The rich and unique culture between 
Bulgaria and Serbia - both tangible (various archaeological sites, monasteries, museums, and galleries) and 
intangible heritage (e.g., traditions, festivals, etc.) is another asset of the cross-border region. Located on the 
territory of one of the oldest countries in Europe and inhabited since ancient times, the region naturally has 
a rich cultural and historical heritage. In Bulgaria there are 4947 immovable cultural assets, 219 of them are 
registered to be of national importance, 1 of global importance, 2 reserves and 1 033 sites of local importance. 
The territory is the successor of a settlement tradition dating eight millennia back and has a rich cultural 
heritage. Some of the most famous cultural and historical sites in Bulgarian part of the cross-border area are: 
Baba Vida fortress - the only entirely preserved medieval fortress in Bulgaria, the Kale fortress - one of the 
best preserved Roman forts in the country, the remains of the ancient Roman city of Montanesium, the eight 
Thracian tombs on the territory of Georgi Damyanovo municipality, the Urvich fortress with its rare rock 
inscription dedicated to the final battle of Tzar Shishman with the Ottomans, the ancient furnaces for melting 
metals near the Yazovinite location, the Krakra fortress, the Rila Monastery listed in the UNESCO World 
Heritage List, with a library of about 250 manuscripts of the XI-IXX centuries, 9000 incunabula, notated 
manuscripts, Renaissance graphic prints and more, the rock church Vuvedenie Bogorodichno and several 
other Orthodox churches, monasteries, fortresses and ancient settlements. In the Serbian part of the cross-
ōƻǊŘŜǊ ŀǊŜŀΣ ǎǘŀǊǘƛƴƎ ŦǊƻƳ ǘƘŜ 7ŜǊŘŀǇ ƎƻǊƎŜ ǘƻ ǘƘŜ bƻǊǘƘΣ ǿƘƛŎƘ ƛǎ ǘƘŜ ŎǊŀŘƭŜ ƻŦ ŀ ǇǊŜƘƛǎǘƻǊƛŎ aŜǎƻƭƛǘƘƛŎ ŀƴŘ 
Neolithic civilization (about 6 500-5 500 BC), all the way to Tzarichin town to the South, there are a number 
of important archaeological sites, monuments, and places of special interest. 

 
19 Source: Marketing strategy for promoting the business potential of the Bulgaria ς Serbia cross-border region. Project 
REVIVAL (2007CB16IPO006-2011-2-95) 
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Of the 20 archaeological sites of great importance for Serbia, six are located in the region: Rudna Glava - 
centre of early prehistoric mining, Gamzigrad - in 2007 it was listed in the UNESCO World Heritage List, 
Lepenski Vir - with its stone sculptures and ruins of temples it is one of the largest and most important 
archaeological sites of Mesolithic and Neolithic times. Mediana (Roman Mediana) - archaeological park 
settlement from Roman times, Tzarichin town - archaeological site of the VI century and one of the important 
Byzantine towns in the interior of the Balkans, Trajanova Tabla - a marble block (board) placed upon the 
completion of the construction of the Danube Southern Roman road, and many others. Tourism centres in 
the cross-border region include Belogradchik (cultural and eco-tourism), Chiprovtsi (cultural tourism), 
Varshets and Berkovitsa (spa), Tran (eco-tourism and cultural tourism), Zemen (cultural tourism), Kyustendil 
(spa), Sapareva Banja (spa), Vitosha (skiing) and Panichiste (mountain resort with skiing) and Rila monastery 
ƛƴ .ǳƭƎŀǊƛŀΤ DŀƳȊƛƎǊŀŘ όŎǳƭǘǳǊŀƭ ǘƻǳǊƛǎƳύΣ bƛǑ ŀƴŘ bŜƎƻǘƛƴ όŎultural tourism), Pirot (cultural tourism), 
½Ǿƻƴŀőƪŀ ōŀƴƧŀ όǎǇŀΣ ŘƛǎǘǊƛŎǘ ƻŦ tƛǊƻǘύΣ ±ǊŀƴƧǎƪŀ ōŀƴƧŀ όŘƛǎǘǊƛŎǘ ƻŦ tőƛƴƧŀύΣ ŀƴŘ bƛǑƪŀ ōŀƴƧŀ όǎǇŀΣ ŘƛǎǘǊƛŎǘ ƻŦ 
bƛǑŀǾŀύΣ {ǘŀǊŀ tƭŀƴƛƴŀ όƳƻǳƴǘŀƛƴ ǘƻǳǊƛǎƳύ ŀƴŘ [ŜǎƪƻǾŀŎ όŦŜǎǘƛǾŀƭ ǘƻǳǊƛǎƳύ ƛƴ {ŜǊōƛŀΦ  
 
Tourist turnover: Tourism plays an important role in the economic structure of the cross-border region. The 
number of all overnight stays made by tourists using accommodation facilities was 2881295, which is by 
7,90% more in comparison to 2018. Domestic tourists made 2146186 overnight stays (more by 6,73%when 
related to 2018), while the number of overnight stays by foreign tourists was increased by 11,44% (table 
below). In the period from 2015 to 2019 and a cross-border region continually records the increase of the 
number of tourists (graph below). According to official statistics data number of tourism facilities and beds 
increased during the period of 2016 and 2018. In the cross-border area in 2018 was recorded 395 
accommodation facilities and 28393 beds. Tourism, in all its forms, was identified as being the main branch 
with the largest and yet unused potential for economic recovery, employment, and long-term sustainable 
development of the cross-border region. 
 

Table 9 Tourist arrivals and overnights in Bulgaria - Serbia cross border region 2015 - 2019 

Period 
Tourists arrivals (number) Tourists overnights (number) 

Total Domestic Foreign Total Domestic Foreign 

2015 737281 559314 177967 1893986 1444839 449147 

2016 844777 638314 206463 2115221 1608268 506953 

2017 916236 677469 238767 2307565 1721428 586137 

2018 1034321 760853 273468 2670454 2010796 659658 

2019 1124433 805841 318592 2881295 2146186 735109 

Annual average 931410 688358 243051 2373704 1786303 587401 

 
Graph 4 Tourism Influx in Bulgaria - Serbia cross border region from 2015 to 2019 

 
Source: NSI and SORS 
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3.3. Destination Elin Pelin 
 

 
The municipality of Elin Pelin as a tourist 
destination, covers an area of 433.01 km2 in the 
central part of the Sofia district. The 
administrative centre of the municipality is 
located 24 km east of the capital Sofia. The 
common border with the municipality of Sofia is 
about 40 km away. In addition to the municipality 
of Sofia, the municipality of Elin Pelin borders the 
municipalities of Svoge, Botevgrad, Gornja 
Malina, Ihtiman and Samokov. The municipality 
consists of 19 settlements ς Town Elin Pelin and 
and eighteen villages: Bogdanlia; Churek; 
Doganovo; Eleshnitsa; Gabra; Gara Elin Pelin; 
Golema Rakovitsa; Grigorevo; Karapoltsi; 
Krushovitsa; Lesnovo; Musachevo; Novi han; 
Ognyanovo; Petkovo; Potop; Ravno pole and 
Stolnik. According to the data of the National 
Statistical Institute, in 2019, Elin Pelin has 21,882 
inhabitants. The population density in 2019 is 
50.53 inhabitants / km20. 

 
Map 2 Municipality of Elin Pelin21 

 
Three sections of the railway network of Bulgaria in the total length of 27.8 km pass through the territory of 
the municipality. In the southern part - the section of the railway line Kalotina - Sofia - Plovdiv - Svilengrad, in 
the central part - the section of the railway line Sofia - Karlovo - Burgas and in the southernmost part - the 
last section of the railway line Vakarel - Gabra (station Cukurovo). Seven roads of the republican road network 
of Bulgaria with a total length of 86.9 km pass through the municipality in whole or in part: highway Trakia, 
highway Hemus, republic road I-1, republic road I-6, republic road I-8, republic road III-105, republic road III-
600222. The main national gas and oil pipeline also passes through the territory of the municipality of Elin 
Pelin. 
 

Table. 10 Elin Pelin Basic data  

Area (km2) 
Population 

(2018) 

Population 
density 

(inhabitants 
/km2) 

Settlements 
(numbers) 

Towns 
(numbers) 

Villages 
(numbers) 

433,01 21956 50,71 19 1 18 

Source: National Statistical Institute. Regions, districts, and municipalities in the republic of Bulgaria 2018. Sofia, 2020. 
 

According to the National Spatial Development Concept, the municipal centre of Elin Pelin is defined as a city 
of IV level of micro-regional significance. Due to the proximity of the capital, the municipality of Elin Pelin is 
an industrial centre with a strong service sector (graph below). According to the structure of the industry, the 
chemical, construction, and food industries are present. Porcelain production, ceramic and refractory 
industries occupy an important place in the municipality. Industrial park "Elin Pelin" is a place of concentration 
of environmentally friendly light and high-tech industry. It is also a transport and logistics centre. 
 

 

 
20 Source: Municipal Development Plan of Elin Pelin Municipality 2014-2020. 
21 Source: https://www.elinpelin.org/assets/News%202020/Elin%20Pelin-obsthina%202020.jpg 
22 Source: Regional Waste Management Program of the Gorna Malina Region 2016 - 2020. 








































































































































































