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1. Introduction
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creation. It plays an important role in driving prosperity, empowering women, youth, and other groups of
society. The benefits of Travel & Tourism spread 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 impactsConsideringhe wider impacts of travel and tourism (direct, indirect and induct 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 arot
the world'.. Tourism is an important sector of the European Union's economy. It supports economic growtt
and employment. This economic impact is felt in employment, increased tax revenues, successful busine
growth, environmental conservation, and cultural heritggetection. 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 sadi$ity of tourism
covers a number of aspects: the responsible use of natural resources, taking account of the environment
impact of activities (production of waste, pressure on water, land and biodiversity, etc.), the use of 'clean
energy, protection bthe heritage and preservation of the natural and cultural integrity of destinations, the
quality and sustainability of jobs created, local economic fallout or customet. creating the right balance
between the needs of tourists, host communities ah@ environment, reducing conflict and recognising
mutual dependency, requires a special approach to the management of destinations. The place whe
tourists travel to and where they spend their holidays is called destination. Howes®c touristlestination

is more than a tourisplace defined as a final destination of a tourist ttigs a wider functional tourisipace
consisting of one or more tourist places that have direct influence on the quality of the entire tourist
experience of these placeBase of a tourism destination is comprised of éiisting and potential tourist
attractions that can range from local to international significance. Enviromaheharacteristics of a tourist
destination are healthy environment, interesting landmark formations and quafigtial organisation of
tourist places and its surrounding3.ourismis characterized as an industry with a strong competition.
Therefore, it is crucial to create a competéiadvantage in omf to stay in the market. In case of the tourist
industry, creating competitive advantage could be done by providing an extraordinary experience which
the ultimate goal for travel leading to customer satisfaction and customer loyEttgrefore, it is necessary

for a tourist destination to have its own tourist product. As definedthrsy United Nations World Tourism
Organization (UNWTO), a Tourism Product is "a combination of tangible and intangible elements, such
natural, cultural #ractions, facilities, services and activities around a specific centre of intevbith
represents the core of the destination and creates an overall visitor experience including emotional aspec
for the potential customersTherefore, a tourist produd is the sum of the physicaind psychological
experience acquirefly tourists during their travdling to the destination. It is the composite product, as the
combination of different services like tourist attraction, transport, accommodation and of extenent
which provide tourist satisfactiorn the last few decadeshé tourism and travel sector havicome one of

the important sectors for Bulgaria and Serbia due to its significant contributions to socioeconomig
development and economic prosperityh@ tourism sector is important for the creberder area of Bulgaria

and Serbia as well as for the municipality of Elin Pelin and the City of Leskovac. The project Magic of Syner
(No CB007.2.12.002) within InterredPA CBC BulgariaSerbia Programmés the joint initiative of the
Municipality of Elin Pelin Bulgaria, The Tourist Organization of Leskovac Serbia and The Centre
Development Jablanica and Pcinja Districts Serbia. The objectives of this project are i) to create a synerg
effect of the joint affecting touristactors in the field of connectinépstivals, developing common touristic
development policies and new touristic products in the crbesder area Elin Pelin and Leskovac; ii) to
conduct marketing activities directed at tourist aja¢ors and touist service providers to promote a new
joint tourist products (new festivals); iii) to égnease the capacities of touriattors in cros$order area Elin
Pelin and Leskovac for plementing a sustainable tourisievelopment model through stre best practices,
experience and knowow.

1 Source: World Travel & Tourism Council: Travel & TourBlobal Economic Impact & Trends 2020

(https://wttc.org/Research/Economitmpact)

2 Source: DG Enterprise and Industry. European Tourism Indicator Sy3twikit for Sustainable Destinations, 2013.
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The project focuses on how communities can callatively develop commotouristicdevelopment policies
and new touristic products/services. In this regard, project partners have launched survey reSeanisnt
Value Chain DiagnosisThe aim of this research is to assess and analyseutrent situation in the tourist
sector in cross border area Elin Pelin Bulgaria and Leskovac Serbia. In this particular case, Value Chain
approachis used as a tool to identify the stakeholders, power relations ansh@oic benefits regarding
tourist offers in Elin Pelin and LeskovalisTtool is used to identify and assess the synergies and collaboration
potential betweenTourism Actors status of local tourist attractions, charactdits of the local touristic
products/offers, market chain actors and linkages, role of stakeholderpraduct development and
possibilities for touristic product diversification.

Figurel Tourism Actors

Tourists

Communities

Travel
e organizers
SMEEstourist
service providers
Utilities and (Accommodation,
infrastructure Food, Handicrafts,
Souvenirs
tertainment,
Bodies and Transport services
organisation L
op_erating in authorities
tourism, nature B
[AIEH=EIRIT organizers
culture,

education etc.

The purpose of Tourism Value Chain Diagnosis is to identify and analyse all aspects of value chaimfn sector
tourism and provide recommendation for tourism development in Leskovac and Elin Pelin. More specifically
the objectives are as follows: (i) tonderstandbetter 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 chaifhis Tourism Value Chain examines itredPathways toProsperity 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 impatburism n the
mentioned area.Particularly, thenterventions that will secure a significant increase in the flow of income
and opportunities to the local businesEhe findings from the research are consolidated in this repart,

the Sudy. The organizational structure difis 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 diréntimect valueof chain actors,
vertical and horizontal linkages between them; Section 5 shows the main trends and in particular the impact
of the COVIEL9 pandemic ontourist sector; Section 6 provides a summary of the findings and
recommendations i.e. shows tHeathwaysto Prosperity. Section 7 provides an overview of the literature
used.




2. Methodology

The value chain is a process that covers the entire creation of a product, from raw material extraction tp
consumption by end customers. The value chain describes théegs in which each activity creates value,
uses resources and is in turn connected to other activities. The object being considered in a value chain
always a product oa service. In the tourigtector, the term supply chaimefer to the value creatia process

of those products and services that need to be purchased in order to produce th&dripsm value chain is
comprised of complex relations between different stakeholders, activities, and policy measures at local,
central, andnternational level. The Value Chain methodology inclidegrating economic, environmental,

is

social, and institutional assessment and a holistic and structured approach to value chain selection. The value

chain concept is a valuable to understanding thany-tiered structures and processes sérvice delivery in

the tourist sector and finding suitable entry points for specific interventions. This approach was used tc
identify and analyse all aspects of value chathé@sectorof tourism in Leskovac artelin Pelin. The approach
included a literature review, consultations with key stakeholders and an analysis of specific valetdrain
Value Chain Analysis has been completedhe form desk and field research (survey, interviewing and

discussion of lie results on the focus groups). Research covers situation analysis (resources, business

environment, marketing, positioning, tourism segments with potential for l@®rgn development,
competitive positioning) and recommendations according to touristicdpob 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 bel@ambining 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 th
territory of the city of Leskovac (hereinafter: Digsttion Leskovac).

192Ny

Figure2 Methodological framework
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Phase 1 Diagnosi3ihe process of defining the current environment. The phase consists of three steps.

Step 1. PreparationPreparation ighe starting point in tourism valuehain diagnosis. in this stegsearch
methodology and planvere developed Atourism value chain approach wased as the methodology for
analysing the process and identifying development opportunities.
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Each chain hass particular characteristics. Not only do value chains differ (both within and between sectors),
but so, too, do national and local contextSincethere is no mechanistic way of applying value chain
methodology,the research wa adapted to the specifics d¢iie local context. In that sense, two different
logics were used. First, destination logic addresses the consumption steps and processes of the tourists &
comprises the various needs for products and services. Second, supply chain logic, which dnbenaise
perspective, takes into consideration the composition of products and services with supplies from acrog
business sectors, thus recognizes wider contributions to the economics of tourism. In this research, seve
research methods are combined drder to cross check the findings. Sunased research is considered as
a predominant method in this study. The point of entry for value chatn @efine, which links and which
activities in the chain are to be the subject of special enquiry. Resdaots have been designed for this
purpose. In order to have a reliable data, 6 types of questionnaires have been designed and developed (tal
below).

Tablel Questionnaire characteristics

S Questionnaire type Targetedtourism actor Language Questionnaire characteristics
Enalish: Bulgarian The questionnaire contains 3
1 Questionnaire 1a | Travel organizers giisn, 9 questions (5 operended and
Serbian. .
25 closedended questions).
Enalish: Bulaarian: The questionnaire contains 5
2 Questionnaire 1b | Accommodation ghish, 9 '| questions (10 opetended and
Serbian. )
40 closedended questions).
Enalish:  Buloarian The questionnaire contains 4
3 Questionnaire 1c | Food services gish, 9 guestions (6 operended and
Serbian. ,
36 closedended questions).
. . o .| The questionnaire contains 2
4 Questionnaire 2 gﬂppﬁ:rlgg Services gg?tl)lisaz, Bulgarian questions (4 operended and
P ' 18 closedended questions).
. . Support  Institutions & English; Bulgarian The quest|onna|re contains 2
5 Questionnaire 3 - . guestions (5 opesended and
Organization Serbian. )
15 closedended questions).
Bilingual English- | The questionnaire contains
6 Questionnaire 4 | Tourists/Visitors Bulgarian; Bilingua questions (3 operended and 4
English-Serbian closedended questions).

Surveybasal research questionnaires ainsguide 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 collectiaeoforimary data. The
guestionnaires are designed according to the participants in the tourist value disih. questionnaire
ensured that all respondents will be subjected to the same content and order. Another important feature ig
to avoid ambiguity ofhe questionraire. Therefore, formulating questions was designed in the simalg

and free of jargon and terminology. The questionnaires contained both -epeled and closeénded
guestionsg all of them aiming to consider all perspectives, perceptions, @pinions of the parties relevant

to the study. Questionnaires were prepared in tree languages, English, Bulgarian and Serbian. The form
the questionnaires complied with the requirements regarding the visualization of the Program and the EU.

Step 2Desk researchit 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 an
research were collected. Moreover, natidn@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 collecte&dditionally, a review of existing literatun@as conducted

(different examples of the value chains tourism sectors; tourism trends and developments; strategi
documents on the relevant fields) and all stakeholders were identified (local institutions, processors, tourisn
actors, representatives fromifferent associations etc.).
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Desk research covers general situation analysis about tourism (resources, business environment, marketi
positioning, tourism segments with potential for lotgrm development, competitive positioning). The
information cdlected through this method waanalysed, stored, and classified as per its source, relevance,
and reliability. These collected data provided valuable information and served as the basis for othe
subsequent taskslhe desk research entadgveloping a value chain map, identifying the actors that should
be interviewed for the existing opportunities and challenges. The vast majority of dtee used in this
publication weresubmitted by countriesThe relevant information and data were dravirom global and
national sources. The main metadata and sources are OECD datdbigséstats.oecd.org), Eurostat
database lfttps://ec.europa.eu/eurostat), BulgariarNational Statistical Institutehftps://www.nsi.bg/en),
Statistical Office of the Republic of Serbia databd#ps://data.stat.gov.rsj, Online business portals PKS
Partner (www.pkspartner.r¥, Bisnode Serbidnitps://www.bisnode.rs)), Business catalogueMunicipality

of Elin Pelin (http://map.elinpelin.orggndrelevant national touristegisers. The search of these databases
was performed in October 2020 and February 2021. The purpose of these searches is to compare the d
and analyse the impact of the COMIBD pandemic on the tourism sector in Elin Pelin and Lesk&udwicly
available iformation 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 hot
offering the possibility of booking through this ffitarm 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 a
considered as more objective and subject to less manipulation compared to reviews of oteareint
portals’. The guests rated their satisfaction with their stay on @aiht Likertscale. Quantitative assessment

includes the following aspects of hotel service quality: location, cleanliness, comfort, facilities, staff, value for

money and freaNi-Fi Services rated 1 to 3 are described as very poor, 4-tBdor, 6 to 7~ good, 8 to9 -
very good, while services rated over 9 are described as excellent (table below).

Table2 Booking Index scale

Score

Very Poor Poor Good

Step 3. Field researclrieldinvestigation consists of interviews and observations in the field. In #rises
in-depth interviews were carried out with the key stakeholders of the value chains in tourism. A
comprehensive value chain assessmienblvesrespondents from the end market (tourists), value creation
functions (Travel organizers, Accommodation providers, Foadcesrproviders), service providers (technical
and financial), and policy makers (government, business association and others). The reason for interview
such a diverse group of stakeholders was to get a comprehensive overview of all key actors dfiehe va
chains. The concept of interviews and the content of the questions were in line with the -abenvgoned

ng,

=

ata

els

objectives of the assessment. The main goals of these interviews were to identify and assess the current

capacities of the value chain actors, tentify their challenges and needs as wealhd to assess their
positioning within the entire chairPreviously prepared questionnaires were used for this purposetahof

76 organizations from the tourism sector were surveyed (30 Elin Pelin + 46 aeskde respondents have
been identified in close collaboration with project partners. Out of an extensive list of business entities, 76 @
them were selected for an interview relying on a systematic approach that ensured a representative inclusiq
of allrelevant stakeholders in the targeted value chdihe interview process took place in the conditions of
the COVIEL9 pandemic. Due to that, some of the business entities déstteheir participation in the
interview. The total number of interviewees ears the number planned by the project by 27%. Namely, the
project planned 60 and interviewed 76. This number does not include the interviewed touBsifttiem.

In addition to the research, individual interviews with key actors in tourism were orghnize

3 Source: llieva D. and S. lvanov S. Analysis of Online Hotel Ratings: The Case of Bansko, Bulgaria. Varna Univer
Management. Dobdh, Varna, Bulgaria. SSRN Electronic Journal, 2014.
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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 th
period from January 25 to JanyaR9, faceto-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 industocatering,

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. |
total, 76 organizations whiicdirectly and indirectly participate in the tourist value chain were surveyed. In
addition, 13 tourists weresurveyed.and 7 tourism actors were interviewed fate-face. The application of

the mentioned methods and techniques enabled the authors to obtgialitative information and data that
were analysedin the context of research. Their analysis and interpretaticgre completed in February
2021In this way, qualitative information was collected and made into specific observations regarding link
within value chainsThe structure of the surveyed respondents is given below.

Table3 Respondents surveyed

1

Number of espondents
Category of respondents ; ;
Elin Pelin Leskovac Total
Travel organizer§Tour operators and Travel agencies 2 6 8
Accommodation providers 7 14 21
Food services providers 10 12 22
Supporting Services & Suppliers 9
Support Institutions & Organization 7 16
Total surveyed 30 46 76

The datacollected from thequestionnaireswere processed only for research purposes. Personal data are
collected voluntarily in accordance with General Data Protection Regulation (EU) 2016/679 and Releva
Bulgarian/Serbian Laws on Data Protectidntool in Microsoft Excel was dgsed for data processing
purposes. This tool can be used in similar future researbb. obtained research results are tabulated and
graphically interpreted so that for eh feature (answer) the averaga;cording to the participant in the chain
and destnation, is show.

Phase 2 Assessmerit: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 chg
actors.

Step 4. Value chain analysigalue chain analysis about understanding how activities and actdhat are
involved in bringing a product from production to consumptiare linked. The Value Chain Analysis is a tool
to identify the stakeholders, power relations and economic benefits regarding toufffems an Elin Pelin and
Leskovac. This tool has been used to identify and assess the synergies and collaboration potential betwe
Tourism Actors, status of local tourist attractions, cludeaistics of the local touristigroducts/offers, market
chain acbrs and linkages, role of stakeholders in product development and possibilities for touristic produc
diversification.The core of any analysis is value chain mapping. Mapping a value chain is a key compone
within a value chain analysis, as it can bédlift to see the relevant interdependencies in a complex system
or discuss systemic interventions, without mapping them fisstalue chain map graphically illustrates all of
the components, and relationships between thetors within the value chaint is a visual tool that helps to
understand how a local tourism works. The map highlights the range of activities that occur within the valu
chain. In this step, the processing of the questionnaire, the analysis of the collected data was completed, a
the draft Value Chain Analysis was prepared. Working material and tools for focus group eypsksére

also prepared. Thegpecifically prepared Elin Pelin destination profile, Leskovac destination profile, the
destinations attractivenessompetitiveness maik, market competitive positioning matrix, evaluation
instruments etc.

10

o

nt

NS

en

[
nt




Phase 3. Recommendation: this phase includé participatory validation of main findings and
recommendations as well as designing and publishing tourism value chain diagjudgis

Step 5. Focus group workshopBefore the workshop, material was prepared, and special questions were
designed for focs 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 v, 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 attractivenesampetitiveness of the destation, 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 cityof Leskovac, such as travel organizers (tour operators and travel agencies), accommodatid

services providers (hotels), caterers (restaurants, cafes), associations, institutions for the support of tourism

development, etc. The total number of participamtthe 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

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 ma
methods of working in focus groups wetarget oriented discussion and participatory analysis of
competitivenessTargetedoriented discussion was conducted in stages and it included destination mapping,
value chain mapping and validation of findings (figure below). Collected feedback in theffsuggestions

and additions as a result of participatory analysis were included in the final version of the study.

Figure3 Tourism Value Chain WorksHop

Target
oriented
discussion

Strategic
planning

Destination Value Chain
Mapping Mapping

Validation of
findings

Focus group workshop 1. Purpose of event is getting feedback from the Elin Pelin stakeholders (tourism acto
on presented research results. Participants: 20 representatives of taaists from Elin Pelinn adherence with
the measures related to COVID 19 pandemic, this event was organized in two days with the participation of 10
actors, i.e., the direct users of the project.

Focus group workshop 2. Purpose of event is getfeedback from the Leskovac stakeholders (tourism actors) b
on presented research results. The duration of event: 1 day. Location: Serbia, Jablanica District, City of L
Participants: 20 representatives of tourist actors from Leskovac.

Step 6. ReportingThis step includes the final design and publication Tourism Value Chain Diagnosis Stud
In accordance with the project, the study was translated into English and Bulgarian and published on th
project partner portalson March 10, 2021.

4 Source: Otto E. and Ritsma N. Guideline for Organizing Workshops to Green the Tourism Value Chain. GIZ 2
(modified by authors)
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3. Tourism

Tourism is of vital economic, social, and cultural importance in OECD member and partner coantties
provides real prospects for enduring and inclusive economic growth. It plays a key role in job creation, expd
revenue and domestic value added, and directly contributes, on average, 4.4% of GDP, 6.9% of employm
and 21.5% of servieeslated expors to OECD countries. Tourism is an important driver of economic growth,
globally and locally. However, integrated, and forwdodking policies are needed to ensure this growth
better delivers benefits for people, places, and businesses. Following sidedeoé consistent growth,
G2dzZNAAY NBYlFAya 2yS 2F (KS ¢2NI RQa Yzad AYLRNII
economy, generating income and foreign exchange, creating jobs, stimulating regional development, an
supporting local comumities. 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 i
OECD countrie®n averagegenerates an estimated 89 cents admestic value added, compared with 81
cents for overall exports. Globally, tourism continues to perform ahead oftemg growth forecasts, with

a record 1.5 billion international tourist arrivals in 2019. Tourism growth to OECD countries has exceeded t
world average since 2014, following a period of strong growth in recent years. OECD countries are among t
g2NI RQa (2L) G2dzNAaY RSalbdAylrGA2yas FyR | 002dzyid ¥
(61.19%). In addition to the ben#iof 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 expenditur
While in the shorterm the picture for tourism is mixed, mainly due to ancertain economic outlook and
external shocks such as health scares and extreme weather events, over thedontpurism is expected

to continue to growW. Tourism is important for European Union. As well as creating jobs, tourism helps develof
bonds letween societies. Tourism generates 9.5% of GDP and represents 11,20% of total employment in t
European Union. Tourism creates jobs for 26 million people in EU, through its direct, indirect, and induce
effects in the economy, in particular for young pd® women and people from a migrant background.
Europe is maintaining its leadership in the global tourism market. International tourism accounts for 6% ¢
EU overall exports and 22% of services exports. Tourism in EU ranks fourth as an export cdtegory, a
chemicals, automotive products, and food. With a rich cultural heritage and diversity and comprising som
of the largest destinations and main source markets in the world, Europe continues to stand as the mo
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visited region, welcoming half ofthewioR Qa A Y GSNY I GA2Yy I G2dzNRAG | NNA S

GKS 9dzZNRLISIY !yAz2zy I 002dzyi F2NJ G§4KS odzZ 1 2F (KS
FYR nm: 27F (K EurostatNateRRew tHaAE20A852.8 billioights realised in sector of
tourism. An average trip costvas 347 eurosNearly one third (32 %) of annual nights spent at tourist
accommodation establishments were recorded from March to J&uweope at large (both EU and extd))
remains the most gited 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
favourable socigolitical environment, and comprising matarge source markets, Europe boasts twice the
arrivals of the second most visited region in the woAdia,and the PacificHowever, as other destinations

in less mature regions in the world, especially Asia and the Pacific, are growing at a fast¢h@abare of
Europe in the world has been decreasing gradually over time (from 58% of worldwide international arrival
in 1995 to 50% in 201%8)

5 The OECD member countries are: Australia, Austria, Belgium, Canddafi@hCzech Republic, Denmark, Estonia,
Finland, France, Germany, Greece, Hungary, Iceland, Ireland, Israel, Italy, Japan, Korea, Latvia, Lithuania, Luxemb
Mexico, the Netherlands, New Zealand, Norway, Poland, Portugal, the Slovak RepublicaSBpeim, Sweden,
Switzerland, Turkey, the United Kingdom and the United States. Other partner countries are Brazil, Bulgaria, Coloml
Costa Rica, Croatia, Egypt, Indonesia, Kazakhstan, Malta, Morocco, Peru, Romania, the Russian Federation, Serbia
South Africa.
6 Source: OECD Tourism Trends and Policies 2020. The OECD Centre for Entrepreneurship, SMEs, Regions and Ci
(CFE), Paris 2020.
" Source: World Tourism Organization. European Union Tourism Trends. April 2018.
8 Source: https://ec.europa.ew@urostat/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 economigsigaria, Poland, Hungafgomania,
and Croatia grew somewhat faster, at a rate of 8%, while receipts grew 10%, reaching euro 29 Aitlieals
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 evall results. Receipts earned by advanced economies grew 3% to euro 313 billion.

Table4 Economic and employment impact of tourig@019)

Indicator European Union Bulgaria Serbia
Contribution of travel and
tourism to GDP of total 9,50% 10,80% 5,90%
economy
Con_trlbutlon of travel and 11,20% 10,60% 6.20%
tourism to total employment
In_te_rnatlonal visitor impact 6.20% 10,70% 7%
(visitor spend of total exports
Consumption characteristics
Leisure 81% 70% 86%
Business 19% 30% 14%
Domestictourists 63% 20% 31%
Internationaltourists 37% 80% 69%
1. Romania 12% 1. BosniaHerzegovina

1. Germany 16% 2. Germany 12% 7%

2. United Kingdom 12%| 3 Turkey 8% 2. Turkey 6%

4. United 3ates 5% 5. Russian federation 4. Croatia 6%

5. Netherlands 5% 6% 5. Slovenia 5%

6. Restofworld56% | g Restof world 54% | 6. Rest of world 70%

1. France 12% 1. Greece 41% 1. Greece 32%

2. Spain 11% 2. Turkey 30% 2. Montenegro 13%

3. ltaly 7% 3. Hungary 5% 3. Hungary 11%
Outbound departures 4. United Kingdom 6% | 4. United Kingdom 4% | 4. Bulgaria 8%

5. Austria 5% 5. Spain 3% 5. Turkey 4%

6. Restofworld58% | 6. Restofworld 17% | 6. Rest of world 32%
Source: 2020 Annual Research World Travel and Tourism Council
https://wttc.org/Research/Economidmpact
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3.1 Tourism in the national economies

Bulgaria:Tourism is a priority sector iBulgarid® 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 previousnyearational leisure

visitors grew by 5.5% reaching 5.8 million while international business visits numbered 1.7 million, an increa
of 10.6% over 2017. EU markets continued to be the most important for inbound tourism with a share o

61.4% and a totadf 5.7 million arrivals

Tableb5 BulgariaTourism Profile

i1;10;J|hrc|)sl;Jrga(r(]jc?mes’uc, inbound, and outbound tourisn 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 visitorgtourists) 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 an@xpenditure (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 Statisfidatabase)

10 Source: OECD Tourism Trends and Policies 2020. The OECD Centre for Entrepreneurship, SMEs, Regions and

(CFE), Paris 2020.

14

f

5e

Citie



The top three inbound markets in Bulgaria were Romania (1.4 million arrivals), Greece (1.1 million) an

Germany (850 000). Domestic tourism in accommodation facilities with a bed capacity of 10 or more rose by

2.2% to 3.9 million irR018, accounting for 9.1 million nights, up 1.6% from 20L@urism is facing
unprecedented challenges and an existential threat from the impact of the COdfpandemic. In the period
JanuaryMay 2020, Bulgaria recorded a decrease in foreign visitor2t886 compared to the same period
last yeatt. In 2019, revenues from inbound tourism amounted to over EUR 3.7 billion. In the period Januar

- April 2020, revenues from inbound tourism amount to only EUR 386 million. The decrease compared to the

period Janary- April 2019 is34.49%42.

Graphl Bulgaria- number of foreign visitors (Januarivlay 2019/2020)

Greece 389.207
191.457
240.079
Turk
urkey 165.352
Romania 424.006
153.908
. 231.501
North M
orth Macedonia 127 866
. 164.016
Serbia 93,222
. . 128.659
K
United Kingdom 63.340
. 66.444
k
Ukraine 37,956
Israel 71.764
34.833 H January - May 2019
Germany 119.256
31.636 m January - May 2020
Russia 69.028
27.668

Source: National Statistical Institute

The tourism policy in Bulgaria is founded on partnerships between government and local authorities, NGQOs,

business, and civil society, promoting opportunities for investment, new skills, jobs and stimulating
competitiveness within the tourism industry. Ti@ouncil 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 alsoftsadlgi 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 Nhistry of Tourism. Its members include representatives of toutistated

ministries as well as national, regional, and local tourism associations, transport operators and consumer

bodies. Recent legislative changes have led to the establishment of eigieral Tourism Management
Organisations. The members of these include tourism associations, regional and municipal administration
institutes, museums, scientific bodies, and tourism schools.
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The Regional Tourism Management Organisationsesgonsible for regional touristoroduct development

and marketing of the nine identified tourist regions in Bulgaria. The Ministry of Tourism works closely witk
the private sector and other stakeholdeas well as collaborates with regional and local tourism bodies listed

in the National Tourism Registét the regional level, authorits develop and implement touristatrategies
and programnes in line with national touristiand regional development strategies.

Figure4 Organisational chart of tourism bodies in Bulgaria

National Level

Regional Level

Local Level

The Tourism Act regulates the-oodination associated with the interaction of the State and municipalities

Council ofMinisters

Ministry of Tourism

National Tourism

—

. Tourism Regions Scientific
Regional o
Authorities Management organisations,
Organisations Customer
1
Tourist
Associations
Local authorities . . Tourism
Advisory Council .
Mayor on Tourism Information
Municipal Council Centres

in the implementation of activities related to tourism, as well as the participation offomeprofit legal

entities. TheTourism Act makes provisions for local authorities to adopt tourism development programmes
according to local resources and neezhd establishes an Advisory Council on Tourism and a Municipal

Commission to oversee the development of tourism related fasliThe budget of the Ministry of Tourism
for 2019 was BGN 19.35 milliBUR 9.68 millionpf which75%was allocated to marketing activities.

Graph2 Revenues from international tourism 2018/2019 (in million euros)

1000
900
800
700
600
500
400
300
200
100

2018 145 117
2019 147 127

\Y \%
170 261
175 265

Source: National Statistical Institute

Vi VII VIl

Month

491 733 781
482 698 788

IX X XI XIl

418 209 144 151
410 218 154 166

16




The Ministry is responsible for administering funds from both the national government and the Europear
Union. In 2018, the Council of Ministers approved the updated National Strategy for Sustainabl
Development of Tourism in the Republic of Bulgaria to 2030 and the related Action Plan for the period 201
2020. The implementation of the Strategy i ttesponsibility of the Ministrgf Tourism. The most important
challenges addressed by the Strategy avercoming 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 faciliti281B, 56% of all arrivals
registered by accommodation establishments with 10 or more beds were in the period from June tg
September, and the remaining 44% dispersed throughout the rest of the year. Travel is concentrated in Varna,
Burgas, and Dobrictwith 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, et¢ourism, and rural tourismThe Ministry is aligned with UN Sustainable
Development Goals and has a clear implementation framework and funds for investment in technology,
AYFNI adNUz2OGdzZNBZ | YR KdzY Hefm dhBciivesdaIdS 4 @ ¢ KS { G NI G S|3e
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i Establish a favourable businemsvironment to develop sustainable tourism by updating the regulatory
framework and reducing burdens on business.

1 Develop a competitive tourism sector by stimulating improvement in all types of tourism businesses to

ensure high quality products.

Positionand promote Bulgaria in international markets.

Develop regional tourist areas by stimulating the growth of tourism SMEs and establishing destinatio

management organisations in nine tourist regions across the country to ensure balanced growth.

= =
=)

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

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

1 The creation of special visa application centres to facilitate travel 4opeoation with the Ministry of
Foreign Affairs of Bulgaria.

9 Active ceoperation between the Ministry and domestic and international travel trade companies to
create joint tourism products and packages.

1 New product development to diversify the tourism offanake 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.

9 Positioning and promotion of Bulgaria agearround tourist destination and building a positive image
among key international target markets via marketing activity.

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

1 Providing business support and finance for SMESs, capacity building and support to access national and
international markets

91 Developing a unified system for tourist information at a national level, which acts as a networking
platform for touristicbusiness.

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 easedguéations 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 Informagieter, 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 operatrs, accommodation providers, trade associations and others. The system also provide
information on major events as well as relevant statistical data.

[%2)
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Picturel The Integrated Tourist Information SystémBulgaria

National Tourism Register
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“
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Register of tour guides
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https://ntr.tourism.government.bg/CategoryzationAll.nsf/enindex.xsp

Register of tourist festivals and events Register of tourist attractions
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Serbia: The total contribution of the tourisnndustry 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)
2017, or 6.7% of GBPThe tourism industry directly generated 32 000 jobs, representi@§olof the
O2dzy GNBQa G2Glf SYLX2eYSyildod ¢KS AyRdzaAGNE I 44N
national investment. This is expected to rise by 2% over the next ten years to RSD 43.5 billion by 2028.1
total number of tourist arrivalén 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
8.3% in 2018 compared to 2017.The key source markets for internhonaals in 2018 were Bosnia and
Herzegovina (15.4% market share), Montenegro (12.3%), and China (10.5%), followed closely by Croatia
Turkey. All of the five top markets showed growth in volume of arrivals between 2017 and 2018, particularl
China wich showed an increase of 89%.

Table6 Serbia: Tourism Profile

:;?Jlilr;ir; i:?[\r/]vosuégﬁanestlc, inbound, and outboun 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)

Table7 Serbia: Enterprises and employment in tourism

. Number entities Number ofpersons employed
Tourism 2017
(2017) 2014 | 2015 | 2016 | 2017
Tourismsector 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 C
(CFE), Paris 2020.
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In Serbiathe number of 3690 thousand tourists was registeied2019 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@@nbre 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 thousimdlit increased by 9,6% in relation to 2018.

Of the totalnumber of tourist overnight stays (10073 thousand), 27,6% (2782 thousand) were made in spga

resorts, and 22,8% (2302 thousand) in mountain restris the Republic of Serbia, in September 2020,
compared to September 2019, number of tourist arrivals wast®y1% lower, while number of tourist
overnight stays was by 22.9% lower. In September 2020, compared to September 2019, number of overnig

stays of domestic tourists was by 18.8% greater while number of overnight stays of foreign tourists was by

76.3% lever’®. This is a direct consequence of the COGMIPandemic.

Graph3 Serbia- number of foreign visitors (Januarpeptember 2019/2020)
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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), wh
is the national agency for promoting toumisin the country and abroad. The TOS also undertakes tourism

ht

market research and collects relevant tourism information. Founded as a government organisation in 1994,
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5 Source: Catering and tourism statistics. Statistical reldasmber 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 Regionabiirism Organisations have been established, as well as 116 Local Tourism
hNBFyAaldAzyar 26ySR FyR 2LISNI ISR o0& {SNBAIQa fp
sector. The regional and local tourism organisations act in accordancehwitiational Tourism Strategy and
the plans and programmes of the TOS.

Figure5 Organisational chart of tourism bodies in Serbia
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The Serbian Convention Bureau was established in 2007 as a phe National Tourism Organisation of

Serbia in order to develop MI&Eourism. 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 Developiiient.
Government of the Republic of Serbia has adopted the Tourism Development Strategy of the Republic |of
Sebia for the riod from 2016 to 2025. The Strategy is s 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 Serbial

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 directdatotal 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 increaiisgrumber of hotels and similar facilities by 50%
and increasing overall accommodation occupancy by 30%.

18 The term "MICE" in the context of travel is amaym forMeetings,Incentives Conferences, andhibitions.
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The Strategy also aims to increase tourist arrivals, overnight stays, and expenditure, and to double th
G2dzNR &Y Ay Rdza G NB QaP. Rukthednoréd, it ainds yoiinbi@asediitedt 8nyployiment iDtBurism
by at least 50%. The legislation provides the framework for a modern and efficient organisation an
development of tourism and its related industries. However, the tourism sector has nbegetdeveloped

and there is a lack of capacity in tourism management and national marketing. The key challenges f
sustainable tourism development in the Republic of Serbia include: Reducing seasonality; Improving tk
quality of tourism jobs; Maintainingnd enhancing local community prosperity and quality of {ifiler
example by encouraging the purchase of local goods and services, the promotion of local culinary heritag
history and culture, handicrafts and folk asthall museums, and vineyardgnseving and increasing the
value ofnatural and cultural heritage;reiching the tourist offer with products and services that will make
tourism in Serbia more recognisable and attractive. Measures to address the &iégnges for sustainable
tourist develgoment include increasing levels of environmental consciousness, growing the interest in
heritage and culture, strengthening local economic activity, as well as supporting the development of visitd
activities that enable visitors to meet local residentslamgage in cultural tourism activities and events. The
Ministry of Trade, Tourism and Telecommunications performs stater@dtration tasks related totsategy

and policy of tourism development; integrated planning of the development of tourism anigdedativities;
development, proclamation and sustainable use of tourist areas and tourist destinations of importance fo
tourism; activities of special importance for tourism development; categorisation of tourist sites;
implementation of incentives anche 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 coitigstess of tourism
products; tourism market research and development of a tourist information system; conditions and manne
of performing activities of travel agencies; catering activities; nautical activities; tourist hunting activities, a
well as proiding 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 &
public beaches; inspection in the field of tourism. Thimistry 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
supplychain, 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
the financing programme is to support and encage the development of the domestic offer and to attract
foreign demand. The incentives and loans are open to-g@vernmental organisations, local tourism
organisations and small enterprises. Since 2015, two new policy instruments have been introduoeekers
supporting domestic demand, and subsidies for inbound tour operators in Serbia. The central informatio
system in the area of catering and tourismt@rists) has been introduced, which enables electronic
registration of guests, electronic paynteof residence tax, submission of a request for categorization and
other

Picture2 Etourists- the central information system in Serbia
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3.2 Tourism in cross border region

Thecrossborder region between Bulgaria and Serbia (hereinafter: cbusger region) covers a territory of
43933 km, which is 22% of the territory of both countries (Bulgaria and Serbia). Thelmsodsr region
includes 13 administrative units, 6 districgtsBulgaria and 7 districts in Serbia. In Bulgaria, these are Vidin,
azydrylrz £Nrdals {2FAFZ tSNYA]l] FYR YedzZaiSyRAf ®
¢2LI A61 AZ WI Ohislteyritory tovets IntetrBAGobworder Cooperation Bulgari&erbia
Programme (CCIl 2014TC1615CB007). IntdreagCBC Bulgat&erbia Programme is financing projects
related to development of sustainable tourism, youth, and environment. Interreg is one of the key
instruments of the European lyn supporting cooperation across borders through project funding.

Map 1 INTERREG IPA Crbesder Cooperation programmes 202920
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Nature: Thecrossborder 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 geomorphologig
phenomenon (caves, natural bridgemrgesand 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 be
included or proposed for inclusion in the NATURA 2000 #teltse beautiful ad varied scenerypicturesque
locations, caves, prehistoric rock paintings, bizarre rock formations, rivers, waterfalls and other water bodig
are the main features of the region and a premise for the creation of a unique image of theboroes

regionBulgariaSerbia. Continentaemperate 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 diversit
of flora and fauna and is an important parftthe abundant and diverse European natural heritage.

17 https://iwww.interact-eu.net/library?title=Map&field fields of expertise_ tid=All&field networks_tid=All#T08p-
interregripa-cbcprogrammes2014-2020
8 Source: INTERRHPA Crosborder Cooperation Programme Bulgagi&erbia (CCl 2014TC1615CB007)
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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.

Table8 Naturalattractionsin crossborder regior®

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

7 S NJRdrdel(Iron Gates)
7022t £FNRPO 05
phenomenon

Stara Planina national park
Jelasnicka Klisura

Radan mountain

Raykova cave

{A3SDI 61 YTt AA&dzNT
¢KS 7SNRFLI blFGAzy
Venerina Padina national reserve
Vlasinsko lake

Zlotsla (Lazareva) cave

Vucjanka river canyon
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Culture and history One of the biggest strengths of the crdssrder 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 relateahurches, 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 bdrderich and nique culture between
Bulgaria and Serbiaboth tangible (various archaeological sites, monasteries, museums, and galleries) an
intangible heritaged.g.,traditions, festivals, etc.) is another asset of the crbesder regionLocated 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, 1gobal 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 Bulgatanfthe crossborder area are:
Baba Vida fortressthe only entirely preserved medieval fortress in Bulgaria, the Kale fortrese of the
best preserved Roman forts in the country, the remains of the ancient Roman city of Montanesium, the eigh
Threcian 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 kia fortress, the Rila Monastery listed in the UNESCO World
Heritage List, with a library of about 250 manuscripts of théXXl centuries, 9000 incunabula, notated
manuscripts, Renaissance graphic prints and more, the rock church Vuvedenie Bogorodidisevenal
other Orthodox churches, monasteries, fortresses and ancient settlements. In the Serbian part of the cross
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Neolithic civilization (aboud 5005 500 BC), all the way to Tzarichin town to the South, there are a number
of important archaeological sitejonuments,and places of special interest.

9 Source: Marketing strategy fpromoting the business potential of the Bulgagi&erbia crosb®order region. Project
REVIVAL (2007CB16IPCQ0&1-2-95)
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Of the 20 archaeological sites of great importance for Serbia, six are located in the regioa: Rada
centre of early prehistoric mining, Gamzigradn 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 Mesolithand Neolithic timesMediana (Roman Mediana)archaeological park
settlement from Roman times, Tzarichin towarchaeological site of thélcentury and one of the important
Byzantine towns in the interior of the Balkans, Trajanova Tablanarble blok (board) placed upon the
completion of the construction of the Danube Southern Roman road, and many off@rgsm centres in

the crossborder region include Belogradchik (cultural and e@orism), Chiprovtsi (cultural tourism),
Varshets and Berkovitgapa), Tran (ectourism and cultural tourism), Zemen (cultural tourism), Kyustendil
(spa), Sapareva Banja (spa), Vitosha (skiing) and Panichiste (mountain resort with skiing) and Rila monas

Ay . dzZ 3FNRFT DFYTAINF R 0 O daltiralziodriém), Pigotiudtuay wEismp A
wB@2YyE61F o6Fyal 6aLlk s RAZGNROG 2F tANRGUIT zNlye
bAOI @ 0X {GFN} ttlyAyl oY2dydlAy G2dNRAEYO | yR |

Tourist turnover: Tourism plays an important role in the economic structure of the ebmgder region. The
number of all overnight stays made by tourists using accommodation facilities was 2881295, which is [
7,90% more in comparison to 2018. Domestic tourists made 288l6¥ernight stays (more by 6,73%when
related to 2018), while the number of overnight stays by foreign tourists was increased by 11,44% (tab
below). In the period from 2015 to 2019 and a crbssder region continually records the increase of the
numberof tourists (graph below). According to official statistics data number of tourism facilities and beds
increased during the period of 2016 and 2018. In the chussler area in 2018 was recorded 395
accommodation facilities and 283%&ds. Tourism, irall its forms,was identified as being the main branch
with the largest and yet unused potential for economic recovery, employment, andtésngsustainable
development of the crosborder region.

Table9 Tourist arrivals and overnigghin Bulgaria Serbia cross border region 2018019

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
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Graph4 Tourism Influx in BulgarigSerbia cross border region from 2015 to 2019
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3.3.DestinationElin Pelin

The municipality of Elin Pelin as a tour
destination coversan area 0f433.01 kn in the
central part of the Sofia district. The
administrative centre of the municipality
located 24 km east of the capital Sofia. T
common border with the municipality of Sofia
about 40 km away. In addition to the municipal
of Sofia, the municipality of Elin Pelin borders {
municipalities of Svoge, Botevgrad, Gor
Malina, lhtiman and Samok. The municipality
consists of 19 settlements Town Elin Pelin an
and eighteen Vvillages: Bogdanlia; Chur
Doganovo; Eleshnitsa; Gabra; Gara Elin P
Golema Rakovitsa; Grigorevo; Karapol
Krushovitsa; Lesnovo; Musachevo; Novi h
Ognyanovo; Pé&bvo; Potop; Ravno pole an
Stolnik According to the data of the Nation
Statistical Institute, in 2019, Elin Pelin has 21,
inhabitants. The population density in 2019

50.53 inhabitants / k. Map 2 Municipality of ElirPelirt*

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 parthe section of the railway line Kalotin&ofia- Plovdiv- Svilengrad, in
the central part- the section of the railway line Sofi&Karlovo- Burgas and in the southernmaost parthe
last section of the railway line Vakaré&babra (station Cukurovddeverroads 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.) republic road-B, republic road-B, republic road HL05, republic roadll-

60022 The main national gas and oil pipeline also passes through the territory of the municipality of Eli
Pelin.

-

Table 10 Elin Pelin Basic data

Population
Area (km2) Population density Settlements Towns Villages
(2018) (inhabitants (numbers) (numbers) (numbers)
/km?)
433,01 21956 50,71 19 1 18

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

According to the National Spatial Development Concept, the municgpaife of Elin Pelin is defined as a city
of 1V level of micraegional significance. Due to the proximity of the capital, the municipality of Elin Pelin is
an industrialkcentrewith a stong service sectogtaphbelow). 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. Industrigk plin Pelin" is a place of concentration

of environmentally friendly light and higlech industry. It is also a transport and logistesitre.

20 Source: Municipal Development Plan of Elin Pelin Municipality-2020.
2 Source: https://www.elinpelin.org/assets/News%20202E820Pelirobsthina%202020.jpg
22 Source: Regional Waste Management Program of the Gorna Malina RegionZ2216
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