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INTRODUCTION

Cities with a tradition of culture have a significant share in the
development of tourism in Europe. Europe is primarily a cultural destination and
has a rich offer inourism. Cultural tourism can be a significant accelerator of
tourism development and bring economic wb#ing and prosperity to various
regions. At the same time, however, it is necessary to measure its economic and
non-economic impacts and regulate development to prevent the devastation
of cultural heritage. In the following text, we bring examples of management and
measurement of tourism impacts in cultural destinations. In some places,
destination management focuses on the quantitative side, inecd on the
gualitative side of measuring impacts.

Barcelona is an internationally recognized tourist destination with
numerous recreational areas, one of the best beaches in the world, a mild warm
climate, and historical monuments. The city also has edbs that are part of
the UNESCO World Heritage Site. In 2019, Barcelona welcomed approximately
32.6 million tourists, which was a record year, most tourists came from European
countries, but also the USA and Asia. During this period, Barcelona fated hig
tourist pressure, leading to concerns about overtourism. The pandemic crisis has
brought a dramatic decline in tourists. It is estimated that in 2023 Barcelona
again welcomed approximately 30 million tourists. While tourism has recovered,
the city has feaused on managing visitor numbers and ensuring sustainability,
adopting a range of measures. The measures taken concern limiting the number
of tourists in some areas, supporting environmental initiatives (e.g. improving
public transport and promoting cynly), protecting cultural heritage, and
ensuring a balance between tourism and the lives of residents, focusing on the
quality and experience of visitors, not quantity. DMO is collecting 12
environmental, 7 economic and 11 sodoltural indicators

2 S & {udlovinNJzech Republic is proving to be an example of effective
management and monitoring of tourism indicators. Thanks to careful planning,
data collection and analysis, quality infrastructure, cooperation with key
partners, and a sustainable approachttmrism development, the town has
managed to build a robust tourism sector that can serve as an example for other



towns and regions. This combination of modern management, collaboration,
and sustainability has proven to be key to leélegm success.

The Venna Tourist Board presented its Visitor Economy Strategy in the fall
of 2019. Inspired by the motto of Shaping Vienna, the new strategy completely
redefines travel as a phenomenon and its effect on the destination, while
targeting sustainable developmeiind balancing the needs of both residents
and visitors. The emphasis is on adding value for the city, its residents, and
businesses. While the fundamental strategy remains unchanged, the targets set
were adjusted to reflect the shift in demand and changecircumstances
triggered by the coronavirus crisis. The focus is on economic, environmental, and
social sustainability and resilienggh y 20 KSNJ g2NRasx 0KS RS:
learn from and withstand crises.

Visit Gjirokastra is a portal where yowrc find the digitalization of
attractions in Gjirokastra, published in two languages: English and Albanian. A
statistic on web visibility shows that during this year the online site users have
25,000 visitors: most of them domestic, due to the generalagitun of tourism
in the country and in the world, and a part of international tourists from America,
Greece, Italy, England and others to a much smaller extent.

Since being designated the European Capital of Culture in 2009, Linz has
successfully leveragatk cultural transformation to drive sustainable tourism
development. The city's strategic investments in cultural infrastructure,
digitalisation, and environmentally friendly tourism initiatives have contributed
to longterm growth. Between 2008 and 20,1Zinz saw a 23.8% increase in bed
occupancy rates and a steady rise in visitor numbers, with particularly strong
growth in international markets such as China (+279%) and the USA (+31%). Linz
has also become a key hub for conference tourism, with its BI&S G A y 3 t
concept promoting sustainable business tourism and generating over 51,000
overnight stays annually from congress visitors.

A - 7 A

+SAaTLINBY gla aStSOGSR G2 Kz2ad GKS +
competed with several cities in Hungary, includifyiGNJ I YR 5 S0 NBXOSYy
right to host the event. Some of the strengths of the bid programme played a
1S58 NRtS Ay +SalLINBYUa &dz00Saad ¢KSa
deepening of cultural cooperation between interdependent territorial actors,

the Ay iSYyar@dsS Ay@2f gSYSyd 2F GKS LIS2LX S
organisation of the event, and the regional distribution of ECoC programmes.
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The key monitoring areas are cultural audience, creative enterprise, tourism
numbers, sustainable civic iaStructure, volunteering and involvement in
O2YYdzyAtleé aSNWAOSaszs OAUGAT SyaQ LI NIAOA
willingness), international connections, attractiveness as a temporary or
permanent place to live or stay.

Since 2003, the Malopolskaurist Organization has been systematically
monitoring tourist traffic in Krakow, a city where tourism plays an important role
in the socieeconomic sphere. The research enables a comparative analysis of
the size and structure of tourist traffic in Krakdiwough the integration of
quantitative and qualitative data and continuity in observing the phenomenon.
The results of the analyzes are the starting material for taking actions to
stimulate the development of sustainable tourism in Krakow. Monitoringeaak
it possible to diagnose changes in the volume and structure of tourist traffic, as
well as in the behavior of visitors. The purpose of collecting data is determining
and assesment of 8 key factors and figures.

The Warsaw Tourism Office prepares and l@hies reports: "Tourism in
2 NAElF g¢€> 6KAOK AyOfdzRSa |y |Fylfteara 2
economic information; Transport; Tourist attractions; Meetings industry;
Accommodation; Tourist traffic and Tourist promotion of Warsaw.Thematic
docunents are developed on the basis of data on monitoring tourist traffic and
0KS G2dzNAayY aSNIWAOSa aSOUu2NE Ay Of dzZRAY .
the economy of Warsaw and the nearby swdgions.

In the context of evolving tourist expectations and the dynamic nature of
the travel industry, VisitPiemonte recognized the imperative need to enhance its
strategic planning and promotional efforts with a more nuanced understanding
of visitor sentiment. Té decision to integrate Data Appeal's sentiment analysis
tools into their operational framework was primarily driven by the limitations
inherent in traditional feedback mechanisms, which were not only reseurce
intensive but also lacked the depth and agilfequired for reatime market
responsiveness.

The destination marketing organization sought to transcend the conventional
metrics of tourist satisfaction, aiming to delve into the qualitative aspects of
visitor experiences.

+AaAld Y2 OA OSrimadly doSsecsndary Sobrees 8f tatistics in
terms of attendance, number of guests, number of overnight stays, assessment
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of accommodation capacity, attendance at attractions, theaters, museums and
the like. In addition, he devotes significant attentitmthe research of visitor
behavior, comparing the connections between the distance of the markets and
the length of stay, the number of visitors by gender, age. It also evaluates
interest in individual attractions and organized events in gastronomy and
fashion.
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LOCATION

Barcelona, Catalonia, Spain

AREA OF THE GOOD eRIKE

Barcelonathe capital of Catalonia and the secoladigest city in Spain, has over

1.7 million (2024) inhabitants and an area of 101.3 square kilometres. Barcelona
Is an internationally recognized tourist destination with numerous recreational
areas, one of the best beaches in the world, a mild warm cbmetd historical
monuments. The city also has eight sites that are part of the UNESCO World
Heritage Site. In 2019, Barcelona welcomed approximately 32.6 million tourists,
which was a record year, most tourists came from European countries, but also
the USA and Asia. During this period, Barcelona faced high tourist pressure,
leading to concerns about overtourism. The pandemic crisis has brought a
dramatic decline in tourists. It is estimated that in 2023 Barcelona again
welcomed approximately 30 million swists. While tourism has recovered, the
city has focused on managing visitor numbers and ensuring sustainability,
adopting a range of measures. The measures taken concern limiting the number
of tourists in some areas, supporting environmental initiati@sg. improving
public transport and promoting cycling), protecting cultural heritage, and
ensuring a balance between tourism and the lives of residents, focusing on the
guality and experience of visitors, not quantity.

Barcelona is one of the most visitetties in Europe and an example of successful
tourism management and sustainable development.

CONTEXT

Barcelona monitors a wide range of tourism indicators that are key to effective

tourism management and sustainability. The city focuses not only onoacic
11



indicators but also on the environmental and social aspects of tourism, as part
of its sustainable development policy. Specific indicators that Barcelona regularly
monitors include the following:

1. Number of tourists and visitors. Tracks the totahter of tourists during the
year including:

-number of domestic and foreign visitors
-seasonality of visits at different times of the year
2. Average length of stay of tourists

3. Economic indicators such as

-revenue from tourism (e.g. accommodation, n®alentrance fees to
monuments, shopping, etc.)

-jobs in tourism and number of workers in tourism

-share of tourism in the city's GDP

4. Accommodation capacity and occupancy rate as

-occupancy rate of accommodation facilities

- number and variety of accomndation types/categories

5. CO2 emissions and air pollution, namely

-CO2 emissions due to transport, accommaodation, or other tourist activities

-air pollution including NO2 concentration and other harmful substances,
especially in places with a high conaatiton of tourists such as the historic city
centre and the area around the beaches

6. Visitor satisfaction
-evaluation of tourist attractions

-evaluation of services (quality of accommodation, catering, transport, and other
services.

7. Share osustainable tourism
-share of ecdriendly hotels and businesses (number of certified facilities)

-following the city's ecological and cultural initiatives (success of programs, e.g.,
recycling, reducing water and energy consumption in tourist facilities)

8. Impact on local population
-real estate prices and rents
-social tensions and reactions of residents.
12



The city of Barcelona uses official statistics from the National Statistics Office
(INE Instituto National de Estadistica) to monitor the above inthes. It also
monitors several other indicators by collecting data from operators and
conducting many direct surveys, especially regarding visitors and residents. The
city also uses new technological/digital tools to monitor the number of visitors
in realtime and reviews on social media are also used. Barcelona also uses
consultations with its inhabitants to collect their opinions.

STAKEHOLDERS ANDGRS

The stakeholders and actors involved in monitoring are all entities participating
In tourism servicesn Barcelona. The city itself (The Barcelona City Council
Ajuntament de Barcelona) is responsible for tourism management. Further, it is
the destination management and marketing organization The Turisme de
Barcelona Consortium (Barcelona Turisme)lgsthed in 1993 by Barcelona City
Council, the Official Chamber of Commerce, Industry and Shipping of Barcelona,
and the Barcelona Promotion Foundation, to promote tourism in Barcelona. An
important role in tourism data monitoring plays The Observatoryaifrism in
Barcelona (OTBObservatori del Turisme a Barcelona) the working platform for
statistical information ortourism, knowledge, and market intelligence in the
Cityof Barcelonand the restof Barcelonaegion. In Barcelona, there is also an
initiative of The More Sustainable Barcelona Network (Barcelona+Sostenibile)
and The Sustainable Agency, a sustainability marketing agency.

In the field of tourism, Barcelona collaborates with the Catalan government (
Generalitat de Catalunya) and its tourism magement organization (Agencia

Catalan de TurismeThe Catalan Tourist Board). It also cooperates with regions

and cities in the Mediterranean and is a member of several networks in the field

2F adzaldlAylFloAftAGeE 6SPIADP 9dzNRPOAGASEAST 9¢
Barcelona is invobd in several initiatives concerning the sustainability of
G2dzZNAaYd LGA 26y INB Sd3ad (GKS b. ¢ NOSTE ¢
tdzof AO . A1S {eadsSvyao !'Y2y3a (KS AyidSNy!
Tourism Charter”, the "Smart iosm Destination" project,

and programs such as the "Green Key Certification” and "Natura 2000 Network".
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IMPLEMENTATIORESULTRND IMPACT

Barcelona uses both indirect and direct monitoring methods to monitor tourism
and tourist flows. A very importamole in monitoring is played particularly by

the Barcelona Tourism Observatory (QI®bservatori del Turisme a Barcelona)

and its "Sustainable Tourism Indicators System" (SITS). The observatory together
monitors 30 indicators referring to UN Tourism tausable Tourism Goals (STG).
The first time they were published was in 2022.

The key indicators monitored in 2023 are:

12 environmental(average distance travelled by tourist from origin to
destination, tourist opinion about noise, number of episode slaf
annual air pollution days, percentage of treated wastewater to secondary
level, solid waste per capita, water consumption per capita, energy
consumption per capita, percentage of energy produced from renewable
sources, percentage of tourists arrivibyg sustainable collective vehicles,
percentage of tourists moving actively at the destination, percentage of
tourists moving by public transport at the destination, and percentage of
tourism companies with sustainability certification

7 economic (availabiity of current plans or strategies of sustainable
tourism at the destination, maximum and minimum monthly overnight
stays in accommodation ratio, tourist average expenses during the stay
/per person and night/, Euros received from the tax on stays in $ouri
establishments per inhabitant, percentage of tourism employment,
average salary of tourism activity to the rest of the activity ratio, and
length of stay)

11 sociecultural (tourist opinions about motor accessibility, percentage
of tourists to residents /tourist pressure/, percentage of good governance
instruments, average salary of women and men in the tourism activities
ratio /gender salary gap/, percentage of tourism markg actions that
apply sustainability criteria, percentage of residents that consider that
tourism is rather beneficial for the destination, percentage of residents
that consider that destination is reaching the limits of its capacity to
absorb tourism, aurist global evaluation of the municipality, tourist
opinion about public safety, percentage of tourists who have been victims

14



of a crime or a crime attempt in their person or vehicle, security at the
destination /counterterrorism alert level in Spain/.

Some of the indicators can be considered very specific for Barcelona (e.g. those
of crime).

For some of the indicators, the data are requested also from other agencies (e.
3o /FalFtry 21a0S '3Syoesx [/ Faltry 2 4SSN
and @mpared year by year to follow the progress.

The set of monitored indicators is chosen for the specific needs of Barcelona as
a big city and as a member of international organizations. All these indicators are
available free of charge on the website tatpublic (tourism services providers,
AYKFEOAGFEYGaX0o o

Barcelona uses monitored indicators to manage tourism in the destination. An
important document is the "Barcelona Sustainable Tourism Strategy”, which
focuses on managing tourism growth and its positingacts on the city's
economy while minimizing negative environmental and social effects. The aim is
primarily to improve the quality of tourist experiences and distribute tourist
pressure.

Picture : Sustainable tourism strategy, Barcelona, Title page

|,

2023

SUSTAINABLE TOURISM

STRATEGY

Barcelona
Turisme

Source: https://barcelonaturisme.com/

15



To achieve these goals, the city of Barcelona uses a variety of tools, such as
supporting lesseknown tourist sites, improving transport infrastructure in
peripheral areas, limitinthe number of tourists at some attractions, limiting the
number of tourists in historic areas, and even banning tourists from certain
areas, etc.

DISCUSSION AND LESSQEARNED

In recent years, Barcelona has been an example of an urban cultural destinati
that has been monitoring several specific indicators that measure the
sustainability of tourism in addition to the usual mandatory statistical data.

The following are the issues to be taken into consideration:

Unfortunately, not all cities and smallwms can afford to monitor so
many indicators due to costs.

The Barcelona Observatory monitoring system of specific sustainability
indicators has nevertheless some weaknesses. No available data exists in
certain fields of tourism sustainability, especiallgnvironmental
sustainability. Such indicators as water consumption, energy consumption
or waste are only calculated for all economic activities without distinction.
It does not allow for analysis of the detailed results of tourism activity.
The monitoreddata and indicators should be tailored according to the
needs of the city/town for sustainable tourism management. The needs
can be different.

The monitored data and indicators should be comparable and monitored
continuously.

It is important tocollaborate in monitoring the data and indicators among
all tourism stakeholders.

It is important to share the data and indicators with all.

The cities/towns should monitor only such additional sustainable data and
indicators which will be useful for threimanagement of sustainable
tourism.

Barcelona is not only a good example of monitoring data and indicators but also

engaging in various sustainable initiatives at different levels. Barcelona's urban

policy focuses not only on environmental aspects bub @ls the protection of

cultural heritage and the quality of life of residents. Sustainability is a
16



cornerstone of its strategy. Barcelona is positioning itself as a leader in the
sustainable development of tourism on a global scale.

G¢2dz2NR ayY (Ad&ay @idzadil R 24dzi o £ yOS
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AREA OF THE GOOD eRIKE

2Sa1é YsNdhé Saut Bohemian Region. It is a town with around 13,5
iK2dzal YR AYyKFoAdGryGa YR Iy | NBF 2F H
2024) including the associated villages. Since 1992 the town has been on the list

of UNESCO (World List of NaturaldaCultural Heritage). Its economic
development is remarkably linked with tourism. The dominant of the town is

the State Castle and Chateaux, the second largest complex after Prague Castle in
the Czech Republic and in the long term, it is the most visdadst attraction

in South Bohemia.

CKS G2¢6y 2F 2Sal1é YNHzYt 20 gl a dzyGAf GK
of the negative impact of mass tourism in the Czech Republic. This happened due

to high promotion on the Asian market and shtgtm organkzed excursions. In

GKS @8SIENIHAMBPE H YATEA2Y G2dz2NRAadGa o[ dz
tourist flows were in the summer season (July and August), in the period of
Christmas markets and festivals out of season.

Tourism represents economiaccome not only for the town itself but also for the

local entrepreneurs. The town realised neustainable tourism and concerning
economic impact and started to solve the situation in the year 2016 with the
LINE 2S00 & YNNIz &)Y S 29 S0z theDparticipd@idn a6 A
RAFTFSNBY (G adl {SK2ft RSNER 6{0NX(GS3A01ée L
CoVIemep LI YRSYAO KAIKEE I FFSOGSR @AraridzN
empty, only domestic tourists visited it. The municipality has taken thistgtua

as a possibility towards its sustainability. Recently (Kucerova, 2024) according to
inhabitants of Cesky Krumlov, the tourist trends are changing. According to some

of them, mass tourism mitigates, more Czech visitors coming. Locals tolerate

visitorsand positively perceive the trend of slow tourism.
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Residents are proud of the beauty of their town and mostly understand the
interest of tourists. Moreover, tourism employs 3.5 thousand people here, so
the town and businessmen welcome visitors becausey ttedy on profits from
tourism. Revenues from tourism to the town budget in 2023 were more than 58
YAfEA2Y ONRBGYya OYdz6SNR OBt S HAHNOOD

CONTEXT

Monitoring is a possibility for the identification of changes, especially concerning
qguestions about the numbers dnstructure of tourists. The town itself and its
institutions especially its Destination Management Organisation (DMO), named
5ah 2Salé YNHzYft 2@ wS3IA2Yy>S GgKAOK Aa 2y
concentrate on monitoring the offer and demand irutsm.

On the offer side, there are:

Monitoring of the number of attractions (natural and especially cultural
including events), their accessibility and number of visitors. They are
tourism products, which the town and its DMO offer.

Monitoring of data &out economic subjects providing tourism services as
accommodation and catering (food and beverage) subjects as well as
other enterprises and organisations providing sport, entertainment and
recreation services including land transport. Collected data the
number of units, structure according to classification, ownership, and
registration address (in town or outside). In accommodation data are
taken only from collective accommodation facilities, not from Airbnb
including indicators such as number of ro®rand number of beds. In
catering, monitoring includes the number of seats, time of functioning
(seasonality) and structure of services provided.

Monitoring of data about several shops, ATMs (automated teller
machines), filling stations, car and bus public parking, numbers of bikes
and walking paths. Rental companies, especially boat rentals etc.

On the demand side, there are:

Monitoring the number of arrivals to monitored collective
accommodation facilities broken down by country (CSU)
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Monitoring the number of overnight stays to monitored collective
accommodation facilities broken down into residents and +on
residents, including countries ofigin (CSU)

Monitoring average length of stay broken down into residents and non
residents, including countries of origin, and room (bed) occupancy in
monitored collective accommodation facilities (CSU)

Monitoring the number of parking cars and buses (awwonitoring)
a2ZYAG2NAY3I LI NJAYy3I FSSa yR €201l ¢
Monitoring numbers of visitors to tourist attractions in the town
(CzechTourisApurdata)

Additionally on the demand side following indicators are monitore@ven
some not regularly:

- daily town traffic (number of town visitors daily) based on residual data from
mobile operators by month, quarter and individual days of the week, broken
down into domestic and foreign (CzechTourism research in 2012 with
cooperation with TMobile)

- humber of visitors to the tourist information centre (IC) by country of origin
according to the structure of topics and requirements in the categories of
transport, accommodation, catering, culture, tourism, sports and souvenir sales
(IC has been doing this maomiing since 2011)

- a survey of motivation, expenses per stay/person (during the stay and before
the trip), frequency of visits, mode of transport, and satisfaction (STEM/MARK
survey in 2009).

In the area ofmarketing, the city monitors the use of weltes, social media,
promotional videos, and digital campaigns by potential and current town
visitors.

In connection with the town's membership in UNESQRe following indicators
are mandatory to be monitored:

-investments in the protection and maintenanoébuildings
-ensuring promotion/UNESCO designation
dzy AF2NNXAGE 2F AYRAOIFIG2NB 2F (0KS (2sy U
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STAKEHOLDERS ANDOG¥S
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established in the South Bohemian Region in 1999. Since 2001, tourism has been
the responsibility of the South Bohemian Region. Destination management in
2Sa1é YNMHzYt29 Aa AYLXSYSYGdSR o0& (GKS Y
I 2YYAdaAz2y] @ FTYNIKSE 2226a¢c 28 h/ 2&A QR T OY Nay
RegioE | ®a @ ¢KS F2dzy RSNE 2F 5ah | NB (K
YNHzYt 20 5S@St2LIYSyd CdzyR 02Sai 21 Ndzyt 2
2Sa41€& YNUHzYft20 ¢2dzNRaAY ! aa2D88108& 2 Y NOY RS
T dad o0{/w 2Y0O
253121 NHzYt 2 @a] @s.r.oRdumedar? @S arkl dwnkRd by the
town) has the following tasks and aims:
- Ensure highguality repair of historically valuable buildings while
preserving their cultural and historical val
- Find and ensure their optimal functional and economic use under the
goals of the city's development.
- Participate in the support, organization and coordination of tourism
development in the city and its surroundings.
- Bring highquality domestic and folign investors to the city and region.
{ RNHzOSYN 0OSai2 dy NKa. ishbzddodatioh Speritieg intiedzY 2
field of tourism and culture in the destination area. It associates the Association
of Guides, the individual tourism and cultural enti#tieoperating in the
destination area (e.g. public administration bodies, business entitiespnwit
organizations). It is part of the management and planning of tourism in the
destination and organizes regular and eoi¢ events throughout the year (e.g.
/| KNAAGYlFAa YFEN] SOz 2AyS CcSaldAglrt 2Saie
Ly ¥F2 OSy ( NUzYy \&aS fgnded i NB4YahdAsz certified member of
' 3a20AFGA2y 2F ¢2dzNAad / SyaNBa 6! o¢ ¢
2S5a1 21 NHzYft 20a1é& NRI @222 dé rmatdrydediced y | F
about the town and its attractions, provides city tours, guide services, ticket sales
for cultural events through various portals, incoming service for tour operators
YR OGN} @St |3Sydasz artsS 2F [/ Sadféer Y NIz
event organizers, the Colosseum online ticket service and others.
YSe LI NIHYSNBR 2F 2Sail1é YNHzYt 2@ G2dzZNRAAY
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in the destination area: providers of tourist services; operators of tourist
attractions and monuments; operators of cultural, sports, and leisure
facilities; organizers of cultural, social, and sports events;
at the regional level: o South Bohengi&outh Bohemian Tourism Centre,
Regional Office of the South Bohemian Region; o National Institute of
Monuments¢ SNNA G2NRFf az2ydzySyida ! RYAYAA
0 tourist authorities of important destinaiins in the wider region of South
. 2KSYAlLF O[ALSyaiz2z 2Sai1sS .dzZRS220AC
WAYRNAOKADG | N RSO: ¢njSoz2zx SiOodo
at the national level: Czech Tourism Authofi§zechTourism;
at the foreign level: Tourismusverband Linz; tourist insiimgs,
I dz0 K2NAGASAasS | YR 0dzi Ay S a aviavd Regioff S NE
(concentration on Upper Austria, Lower Bavaria regions).
2S&a1é YNHzYf2@gUa adz00Saa Ay G2dzZNAaY Yy
public and private sectors, but with neigburing regions and organisations, too.

IMPLEMENTATION, RESS, AND IMPACT

2S4a1é YNMXzYt2@ FyR AGa 5ah | LI & RANBOIL
data on tourism supply and demand.

Direct data collection is mainly based on questionnaire surveysrdad/iews

with visitors/tourists in facilities that the town itself operates (information
centre, parking lots...) or based on surveys ordered from marketing agencies
(e.g. STEM/MARK, KPMG). Marketing agencies' reports include also data
analysis.

They usalata collection organized by the CzechTourism agency through mobile
operators (e.g. ‘Mobile) or marketing agencies collecting data in the form of
sample surveys analysed by destination.

They use existing data collected mandatorily for the tourism sdwntahe Czech
Statistical Office (CSU), as well as data collected by the Ministry of Regional
Development or CzechTourism.
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Krumlov is used to process important conceptual andibagblans.

These documents also address the sustainable development of tourism in the
city, considering all its pillars: economic, social, and environmental.

¢tKS R20dzYSy i b5 admce fora2022202¥" Nair¥e cRed as an
example of good practice.
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DMO Cesky Krumlow, 2.

Sourcehttps://data.ois.cz/files/1176&oncepce.pdf#pagesl48
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https://data.ois.cz/files/11766-koncepce.pdf#page=15.48

DISCUSSION AND LESSQEARNED

¢KS SEI YL S 2 Ffron2 @aniloéng téukdimYdatd Bhows the
iImportance of constant data monitoring, in terms of comparability (both
temporal and geographical). Continuity is possible based on data obtained from

the Czech Statistical Office, which is monitored based on th€Htbstat)
methodology, but is published mostly at the regional/national level and in
aYlFftfSNI RSadAylrGAaz2ya &4dzOK |a 2Saiée YN
lack of statistical data monitoring regarding accommodation outside collective
accommodatio facilities (e.g. Airbnb).

Since 2018, the Destination Management Organization (DMO) certification in the
Czech Republic has also proven to be a benefit for tourism monitoring, as it
introduced the tracking of some new indicators such as the numberitdnaso
tourist attractions, the number of tourism products in destinations, etc., with the
possibility of comparison at the regional level within the Czech Republic.

Despite the financial cost, it has proven to be important to use monitoring and
analysidy professional agencies that can collect data to calculate the necessary
indicators for monitoring the sustainability of tourism.

To monitor, research and ensure sustainable tourism development, it is
necessary to:

monitor data continuously, not only anally, but also in shorter intervals
(monthly) about the seasonality of tourism, which may vary depending on
the type of destination

supplement the mandatory monitoring, which is part of the official
statistical monitoring, with some new data such as Alrlaata, visitor
numbers to tourist attractions, and visitor numbers to tourist information
centres etc.

repeatedly, at set intervals with strategic documents, conduct broader
monitoring and data analysis about indicators of sustainable tourism
development

determine and monitor selected environmental indicators and impact
indicators on the lives of residents.
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monitoring of tourism indicators. Thanks to careful planning, data collectidn an
analysis, quality infrastructure, cooperation with key partners, and a sustainable
approach to tourism development, the town has managed to build a robust
tourism sector that can serve as an example for other towns and regions. This
combination of modernmanagement, collaboration, and sustainability has
proven to be key to lorderm success.
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Source: Cesky Krumlov, picture gallery, 20829
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BEST PRACTIGEA SRONG TOURISM THROUGHBROADBASEI
PARTNERSHIR VIENNA
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LOCATION

Viena is tle capital and the largest city of Austria. It is located in the east of the
country on the banks of the mighty Danube River, the city is home to around 2
million people. Despite its size, Vienna retains the feel of a large town with
numerous parks, woodlals, outlying hills, and other open and green spaces.
Vienna owes its size (and much of its beauty) to the legacy oH&tsburg
monarchythat ruled over large areas of Europe for mangitceies. Wien (to give

it its German name) sat at the center of Habsburg authority for almost all that
period. There are a lot of cultural heritage monumental buildings around and
ANBIFG ¢2N1a 2F NI FAEE 2ASYyyl bigka Sdzya
of course but Vienna has churches that date back over 1000 years. The buildings
mix past architectural eras, three large palaces, (Hofburg in the centre,
Schonbrunn's giant summer palace of Habsburgs, and Belvedere with two
Baroque palaces, the giafstothic Cathedral and gorgeous museums, churches,
and various delightful buildings from the 1800s.The Historic Centre of Viena is
registered in the UNESCO World Heritage List (2001) as a Cultural Heritage
Property.
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Sourcehttps://www.alamy.com/roadand-administrativevector-map-of-the-
city-of-viennaand-its-surroundingcommunitiesimage352128994.html
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Vienna is also considered to be home to classical music by Mozart, Beethoven,
Haydn, Brahms, Mahler, Schubert, and various members of the Strauss family
and others who produced copious quantities of sheet music in Vienna. Vienna
KFa 2yS 27 ieKdperahdusds Rnd the h@ddabsical music concert
hall.

Besides the cultural heritage buildings, the culinary food and drink, (coffee
houses are authentic experiences), events, and cultural traditions are part of
+ASYYIl Qad KSNAGI 3Sew among KtBer Edfopean tournst y R &
destinations like Florence, Venice, London, and Paris.

In Europe the most frequent anighly recognized of commissioned tourism
studies are either publicly financed, directly by national or local authorities, or
indirectlyby government agencies. This method of procuring market research is
iImportant and often a condition for its development, as the expensive primary
studies cannot be financed by the nd4 numerous small or mediwscale
businesses. The resulting obligation pass on information, created by the
abovementioned research financing, has led to a wider searah regional
tourism organizations, and other bodies representing tourigmfind means of
successfully sharing and communicating information.

AREA O60O0D PRACTICE

During the past two decades, processing the growing volume of tourism data has
become a major challenge for tourism researchers.

The Vienna Tourist Board is the official destination marketing and management
organization for the City of Vighr @ o65ah0 9&aiGl of AAaKSR A
mandate includes representing the tourist interests of the city, promoting the
destination worldwide, assisting private visitors and meeting participants with
information and services, contributing to tourism meass instigated by the
municipality, and promoting an understanding among residents for the tourism
industry and its economic, cultural and social significance. The Vienna Tourist

21 NRQa 5SadAyliaAz2y al Nl SGAYy 3 RSEdI NI Y€
make the greatest contributions towards achieving the goals set out in the Visitor
Economy Strategy. The Vienna Tourist Board and its teams work closely with tour
operators and gatekeepers (luxury segment), maintain close ties with top
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international malia representatives, help meeting organizers plan and prepare
meetings and incentives in Vienna, and offer information and hotel booking
services for international travellers. The Vienna Tourist Board also provides
visitor services in Vienna from its maiwurist information center behind the
Vienna State Opera, a welcome point at Vienna International Airport, as well as
several mobile tourist info points. In addition, the Vienna Tourist Board is
involved in destination management activities in cooperatioth stakeholders
from various areas to further improve the city for visitors and residents alike.

CONTEXT

For many years, the greater Vienna area (the City of Vienna plus surrounding
municipalities) has been ranked among the top 10 cities in Europe artheaal

City Destinations Alliance (formerly: European Cities Marketing) benchmarking
report. In 2019 the greater Vienna area recorded around 18.6 million bed nights.

This included around 17.6 million bed nights for the core area within the city

limits alne: over 83% of these were attributable to foreign visitors, who

I 002dzy i SR FT2NI 1dhp YATTAZ2Y | NNAGIfaod ! 3
hotel industry surpassed the EUR 1 billion mark for the first time in 2019 (EUR
1.02bn).

After the sharp dowturns in 2020 and 2021 and the onset of recovery from 2022
onwards, the picture for 2023 reveals clear signs of normalization: between
January and December 2023 Vienna posted 17.3 million visitor overnights, which
represented a 31% ye@mn-year increase 10 2022 and was equivalent to 98% of

the total recorded in 2019 before the outbreak of the crisis. In 2023 net revenue
FNRY 20SNYAIKGA G £ASYylFQa O2YYSNDALf
EUR 1.236 billiogup 40% in 2022 and up 21% in 2019. Econataidies show

that the annual induced economic impact usually generated by tourism in the

core Vienna area (direct and indirect benefits) amounts to some EUR 4.7 billion
ONBLER2NIAY3I @SIFEN HaMyOod® ¢KAA NBLINBASYI
regional poduct and approximately onéfth of the induced economic impact

from tourism for the whole of Austria. In addition to the 4.7 billion euros in direct

value added in Vienna, tourism in Vienna generates 900 million euros in value
added for the rest of Augh (excluding Vienna). Tourism in Vienna ranked
aSO2yR |Y2y3 |ttt 2F ! dAINAF Qa TFSRSNJI ¢
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Salzburg) in terms of both direct and induced economic impact, as well as
tourist spending (EUR 7.2 billion).

STAKEHOLDERS ANDGYRS

The Vienna Tourist Board is organized into five departments and one staff unit.

The one named Brand Management, International Marketing of the Destination

Is responsible for Vienna Brand, such as central image video management, photo
Vienna.info, and dotage Vienna.info image, databases, and advertising
materials and information tools. In 2016 a new brand strategy was developed in
O2ft 062N A2y GAGK adzyAOKQAa beYKSyodzN
neuromarketing.

The Media House department (compng the Content Creation, Channel

al yF3SYSyid IyR LYGSNylradaAzylrt aSRAIF GSI
content creation activities and its channel and mesl@ecific variations;
Corporate Public Relations, an executive department responsible farthe

general public perceives the Vienna Tourist Board. The department's task is to
keep journalists, industry representatives, and (through media relations) also the
OAGeQa NBaAARSyla AYTF2NN¥SR 2F (KS *ASy
related developments in the city with an emphasis on the economic, cultural,

and social significance of tourism.

The Department of Commercial Services is responsible for a wide range of areas,
from HR, controlling, and accounts, to employer branding and organmzdtio
development. Cooperations and regional partnerships are also the responsibility

of this department, alongside IT, logistics, and facility management. Ongoing
RSOSt2LIYSyld 2F (GKS £ASyyl [ Ad@& [ FNRI
card, also fkls under the responsibility of this department. The Vienna City Card
entitles holders to numerous discounts as well as unlimited travel on the Wiener
Linien public transportation network. It is also available with-add, including

transfer to and from e airport and hopon hopoff bus tours.

The Vienna Tourist Board also makes use of interdepartmental task forces to
ensure that the different departments can pool their resources to meet new
challenges and respond quickly to changing circumstances.

Beingthe tourism marketing agency of Vienna, the Vienna Tourist Board has led

the formulation process for the new Tourism Strategy 2020. the strategy process

was placed on a broader basis than for any preceding document of this kind: not
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only expertsinthetoMA &Y AYRdzZAGNEB KIFIR GKSANI al ez
FYRS fFHad od2i yz26 tS8Fats +ASYyylQa 3dS
destination development.

IMPLEMENTATION, RESS, AND IMPACT

The Vienna Tourist Board presented its Visitor Econ&tnategy in the fall of
2019. Inspired by the motto of Shaping Vienna, the new strategy completely
redefines travel as a phenomenon and its effect on the destination, while
targeting sustainable development and balancing the needs of both residents
and vsitors. The emphasis is on adding value for the city, its residents, and
businesses. While the fundamental strategy remains unchanged, the targets set
were adjusted to reflect the shift in demand and change in circumstances
triggered by the coronavirusisis. The focus is on economic, environmental, and
social sustainability and resilienggh y 20 KSNJ g2NRax 0KS RS:
learn from and withstand crises. According to the 2022/2023 Visitor Survey
(around 3,000 respondents), the typical visito Vienna is 47.8 years old, a
salaried employee, well educated, usually with one other person. Just under half
of guests (47%) were visiting for the first time, around 22% had already been to
Vienna once before, and around a third (32%) were returninyienna for at

least the third time. 75% of visitors named sights and culture as one of the
reasons for choosing the destination. 39% of visitors travel to Vienna by air, 31%
by train, while 23% travel by car and 4% by bus. A small humber of visitors
reaKSR GKS OAGeé& o0& |y20KSNJ YSIya 2F GNX
from motorhomes to yachts and bicycles. What do visitors to Vienna do? The list
is topped by sightseeing, followed by walking through the city, dining at
restaurants, visiting musens and exhibitions, and going to coffeehouses.

Vienna offers a wide range of overnight accommodations, from palaces and
international hotel chains to famiyun establishments.

Of the approximately 74,400 beds in 410 hotels and pensions (including s€asona
hotels open only in summer), around 60% are in the luxury or premium 4-and 5
star category. In 2023, the average length of stay was 2.33 nights, and average
bed occupancy was around 54%. This is equivalent to a room occupancy of
around 69%. Over the endi year, Vienna has the highest bed occupancy rate in
Austria.
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tourism industry. An analysis of the lotgym average reveals that this segment
accounted for one in eight oveight stays. The 2022 Vienna meetings industry
statistics showed that the 4,339 meetings (congresses and corporate events)
held during the year represent a 143% increase over 2021 and 79% of the pre
pandemic 2019 total. Participant numbers at these meetiagsounted to

around 451,000 in 2022 (Vienna Meeting Industry Report). Together they
generated around 1,187,000 overnights (2019: 1.6 million) The meeting industry

Aad 2yS 2F (GKS YIAY &a2dz2NDOSa 2F NBGSydzS
participants g@nerate significantly higher revenues than leisure tourists. At an
average of EUR 552, their daily expenditure is about twice as high as that of the
average visitor to Vienna.

PICTURES, SOURCEFHRENCES

Figure 6: Increase in bed placeghotels, pensions and
guesthouses) in Viena as compared to the development of
overnight stays, 1962013

11,617,785
60,459

2,477,834
12,130
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Source: Vienna Tourist Boattips://www.wien.info/en/viennatourist-board-

131180
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BEST PRACTIGEDMO ¢ TOURISMDEVELOPMENIN GJIROKARA
ALBANIA

Alma Zhilla
LOCATION

Gjirokastra is one of the main cultural destinations of Albania located in the
south of Albania on the border with Greece. The favourable geographical
position in the past made Gjirokastra an important point on trade reuted
today an important cultural tourist destination Gjirokastra is situakedween

the mountains (M.Gjere) anthe steep hillside of Drino Valleat 300 meters
above sea leveApproximately 35,000 people live in Gjirokastra and 75 172 in
the county.

Even though Gjirokastra is a special town in southern Albania; it represents and
has the same development history and similarities with the way of the
foundation and formation of the European cities from antiquity to the Middle
Ages, from the Middle Ages tiinthe European Renaissance. The uniqueness of
the history of Gjirokastra and something worth considering is an onward taking
and giving with all the Drino Valley.

Historical records first mention Gijirokastra in the late antiquity about the
Vcentury ADand later as an episcopal center in the X century AD, exactly the
time of the recording of Albanian principalities and the fortification of
Gjirokastra, as a major center at the intersection of important thoroughfares
towards to the scaffolds of Onhezmiytint, Yanina continuing up to Nikopol.

In 1336 the Byzantine chronicles used to name Gjirokastra "Argyropolihne”. It
GdzNYy SR (2 GKS OSYGSNI 2F %SYySoAaK3 @S LI
GjinBueShpata owned a large part of the Despotate of Epitn 1432,
Gjirokastra fell under the Turkish rule. This long period of wars, results in a real
urban and social disaster for the city. However, Gjirokastra and its people tried
all the possibilities and opportunities to maintain the relations with thesTian
West, and this not only in the spiritual way. They found "small trails"in the
economic closure of the Ottoman Empire and took advantage of the many
informal relations with the West. The Turkish chronicles of the 1583 present
Gjirokastra as a sandzaenter, with 434 houses and which was in possession of
Albanian lands from Chameria to Mat River. According to the European scheme

37



2dz6AaARS (GKS gl ftfta 6SNBE I NPAKZ t 1 NJ
YSAIKOo2NK22Ra® [ I (i SNJBabardeATSra, Shagllo, ¥nkl | A Y 2
aSTAYylI{i8 K2dzaSa aLlSlI1 F2N 6§KS AYLRZNIL
the last years of the century and the beginnings of the century. The city aqueduct
which brought water to the castle water tanks from Mali (mountdin) D2 SNE & |
also built in this period. This is also the period when the fully city planning
scheme of the historical center was formed. In the period of Ali Pasha Tepelena

(the beginning of XIX century) the castle fortress wasorestructed, and a series

2F Y2ydzYSyidlrt K2dzaSa oSNB o6dzAtdyY %Sl
| F RENF 8% SGOd ¢KS flad LKIAS 2F GKS A
the beginning of the twentieth century. A strong wind of changes coming from

the West is widelyeflected in the psychology of the city's citizens in Gjirokastra,

even in the lifestyle and also the typical constructions. Gjirokastra is a special
town in southern Albania. Because of its history, and its construction;
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Fig 1. The location of thaestination

Gjirokastra is described as "Chronicle in Stone" European Scientific Journal May
2015 edition vol.11, No.14 ISSN: 18¥881 (Print) e ISSN 18577431 303 from

our great writer Ismail Kadare. A chronicle which made this a strange city and
which seemed to have come out of a mountain. It made Gjirokastra famous
before it was announced as a Museum City in 1968, before it was known in the
world and much earlier than was listed on UNESCO. Gjirokastra is famous not
only for the architectural sidejunder its every stone, sits a hidden story" (D.
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Agolli) but also for its histories, traditions and culture carried through
generations, leaving us a very rich spiritual heritage distinct from other Albanian
cities. On July 15, 2005, at the meeting of 8D Committee held in Durban,
South Africa, the Committee unanimously voted to declare Gjirokastra "World
Cultural Heritage" at risk. Simultaneously this acceptance together with "the
fortune" of Gjirokastra, that of being a national, regional and inteiorzl
tourist destination well defined the obligation to make tourism stakeholders
preserve all this wealth, to show it to visitors, to carry it through generations in
order to have economic benefits from it, in the best way possible.

AREA OF GOOD PRAGETIC

Based on the data the tourism sector in Gjirokastra is growing fast. The number
of tourists is growing significantly in the last few years. Gjirokastra region has
important tourist attractions, which has led to an increase in the number of
tourists ove the years. According the data the number of tourists in Gjirokastra
for 2015 reached up to 43 000. Based on available statistical data for the period
20172019, the number of visitors in two important destinations of this region
show: Gjirokastra Castfeom 76 666 in 2017 to 115 353 in 2019; the protected
area from 26 344 in 2017 to 52 305 visitors in 2019. Gjirokastra is a valuable
regional tourist destination and many intentional. The purpose of the trips in the
Gjirokastra region for 2018 show: fordiness 2.9 %; visiting relatives and friends
57.5%; holidays and leisure 39.6 %. Most international tourists are from Europe,
(Germany, ltaly, Britain, France, etc), but also from United States and other
countries of the world. In the last two years 2028da2023 the number of
tourists is increased by more than 600 000 international tourists. The increase is
dedicated to the cultural potential and the promotion of the city. Visit
Gjirokastra has promoted the cultural and natural heritage on the website.

y GKS OSYyuUNB 2F GUKS OAdGeée GKS o0SR OF LI
hotel is one of the largest hotels in the historic center will not only provide all its
facilities, such as the conference rooms, the terrace where local instrumentalists
and folkgroups will play live music over dinner but it will also inaugurate an
indoor craft shop for the wonderful products of "GjiroArt" cooperative.
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CONTEXT

Accommodation units were asked to evaluate the best tourist season for their
businesses in 2022, 2021, and 2019, After Tirana hotels appear to be the most
satisfied in Berat and Gjirokaster. With respectively 59% and 53% in each
destination. In Gjirokastra hotels appear to be far more interested in hosting
more cultural events omusical festivals (61%), as well as more museums and
cultural attractions, (39%) than hotels in other cultural destinations.

Visit Gjirokastra is a project implemented by DMO Albania, aiming to promote
the outstanding values of the Gjirokastra region, udahg the Gjirokastra
Unesco city and surrounding areas. The project will brand Gjirokastra as a tourist
destination to create sustainable tourism with profits for local economies.

STAKEHOLDERS AND@RS

Effective and permanent management of tourist tlestions requires
harmonization of all legal and poliegaking instruments in the country: DMO
Albania, Visit Gjirokastra, Municipality of Gjirokastra, Gjirokatra Foundation,
community

Visit Gjirokastra is a portal where you can find the digitalizatiosttbactions in
Gjirokastra, published in two languages: English and Albanian. A statistic on web
visibility shows that during this year the online site users have 25,000 visitors:
most of them domestic, due to the general situation of tourism in the ¢tgun

and in the world, and a part of international tourists from America, Greece, Italy,
England and others to a much smaller extent.

IMPLEMENTATION, RESS, AND IMPACT

According to data, more than 250 accommodation units such as hotels, Villas,
and Resds are present in the city. In this region, have developed also food
service enterprises. In the year 2017, this region had 582 active accommodation
and food service enterprises and in the year 2018 had 522 accommodation and
food service enterprises.

Thewebsite and and other social networks are visited by thousands of people
leaving reviews for the city, objects they have visited, accommodation, and
everything else they have done during their stay.
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Based on the directives of the National Strategy D8@e helping
municipalities in drafting the local strategies for tourism development in local
areas. Some action plans will consist in promoting of public and private
investments; improving of tourist services; consolidating and development
tourism products;reorientation of promotion towards potentials; support for
management of destinations. Development and management of the
destinations is the strategic direction towards which the tourism industry in the
country will be driven.

DMO will need continuous mawring, coordination of activities especially with
local organizations and donors, as well as the development of various state
assistance and help programs to promote and develop them

DISCUSSION AND LESSO

Cultural Tourism represents a great businessarpmity if complete products
and updates are provided to the right market segments.

Successful cultural projects of tourism depend on cooperation, appraisal,
marketing and service to visitors, as well as the development of successful
strategies which corect culture and tourism in communities

To achieve the goals the mission of Visit Gjirokastra consists in some directions:

Designing and organizing the marketing of the tourist products of the area, in
ways and forms that match the intended results and tbels available for this
purpose;Coordination of all actors, including associations, locaiggmiErnment
units, accommodation businesses, agritourism and rural tourism, tour guides
and other actors who have a role in the smooth running and further
development of tourism; Preservation d@npromotion of cultural heritage;
Creation of an information infrastructure, easily accessible by any individual
interested in learning about the city of Gjirokastra and the surrounding areas as
well as visiting them; Organization of trainings for imprgvime quality of
services and other topics that serve to improve the tourist offer; Registering the
YIEYS a+xAaArld D2ANR{F&aGNI €& Fa F GNF RSYF N
represent the territory and members of the Society; preparing the strategq
tourism development in Gjirokastra destination.

Field of services provided by Visit Gjirokastra is training and research/study.
The problenremains the collection of data and the methodologies to apply.
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Tourism and Hspitality in Albania 2022, An assessment of tourism trends and
performancehttps://www.undp.org/sites/q/files/zskgke326/fil§2022-
12/HOSPITALITY%20AND%20TOURISM%20IN%20ALBANIA_FINAL.pdf

https://resourcecentre.al/visHgjirokastra/

https://albania.al/destinations/qjirokastra/

Comparison of stakeholders perception towards the developing of cheese
tourism; Case study Gijirokatra regiomnitps://uet.edu.al/economicus/wp
content/uploads/2023/03/IrinaCANCEDrita-KRUJAComparisonsf-
stakeholdersperceptiontowardsthe-developingof-cheesetourism-Case
study-%E2%80%9Gjirokastraregion. pdf

Cultural tourism in Gjirokatra file:C:/Users/HP/Desktop/5@8%icle%20Text
165441-10-20150601.pdf

Final Report Summary of Tourist Survey, 2020s://www.albaniandf.org/wp
content/uploads/2021/05/PIUTD_ACERDF_ENGFinatReport

2020 _Summarpf-TouristSurvey compressed.pdf

https://turizmi.gov.al/wp-content/uploads/2019/12/NationalTourism
Strategy20192023EN.pdf

2

Fig. 2. Old city of Gjirokastrétps://dmoalbania.al/ourprojects/
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Fig.4. Bazar in the historic centre

43



BESTPRACTICELINZ¢ THE EUROPEAN CAPITALGDLTURE IN 20C¢
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In 2009, Linz was designated as the European Capital of Culture, sharing the title
with Vilnius, Lithuania. This prestigious recognition was part of the European
LYA2Y Q& pgriotecutiral @vBrsity @hd foster international cultural
exchange. To achieve this, Linz implemented an extensive programme of events
and infrastructural developments aimed at highlighting its cultural assets and
fostering community engagement. Keytiatives included the expansion of
cultural institutions, the promotion of contemporary art and media projects, and
the revitalisation of public spaces. The y#@mg celebration not only boosted
tourism but also enhanced the city's global cultural profgdesitioning Linz as a
forward-thinking, innovative centre for arts and technology. The success of the
programme was reflected in increased visitor numbers, strengthened local
identity, and the longerm economic benefits derived from its cultural
investnents.

As the evaluation (McCoshan et al. 2010) of the year claims: The ECOC initiative
in Linz aimed to:

Strengthen the city's cultural profile and its international visibility.
Develop a longerm cultural infrastructure.

Foster public engagement aqultural activities.

Position Linz as a contemporary cultural city distinct from Vienna and
Salzburg

The yeaflong programme featured 220 projects resulting in approximajtely
7,700 events, which attracted 2.9 million visitors, including over 2 million day
guests. These initiatives involved 5,000 artists and cultural stakeholders from 66
countries, positioning Linz as an innovative and forwtardking cultural
destination. Despite the global economic crisis, the city experienced a [9.5%
increaseinovernigh a il &as> RSY2yaidN)} dAy3 GKS LINI

The longterm impact of the project is shown in the infographic below.

(Linz, 2018).
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Linz Tourism facts & figures

DEVELOPMENT OF
OVERNIGHT STAYS AND ARRIVALS

from 2008 to 2017 (in thousands)
—a— Overnight stays —e— Arrivals

+23,8%

Growth in beds occupancy rate

(2008 - 2017: 5.051- 4.749)

45,9%

2008 2009 2010 201 2012 2013 2014 2015 2016 207 4* Hotels

TOU RI SM SAT IS FACT IO N RATE (IMAS Survey 2015: sample = 400 residents)

78% of the population of the city felt the direction of Linz‘s tourism strategy and development was correct

90% of the residents reported that their visiting friends and relatives were highly satisfied with the tourism experience in Linz
92% of the residents interviewed were very satisfied with the tourism experiences

90%+ of visitor satisfaction levels.

LOCATION

Linz, situated in northern Austria along the banks of the Danube River, is the
capital of the federhstate of Upper Austria. With a population of more than
200,000 inhabitants, it is the country's thitdrgest city and serves as a
significant economic and cultural hub. Linz boasts a diverse industrial base,
including steel production and technology t&s, which contribute to its
economic strength. In addition to its industrial heritage, the city offers a rich
cultural scene with numerous museums, theatres, and music festivals. Linz's
strategic location along major transportation routes and its sceivierfront
make it an attractive destination for tourists. Visitors are drawn to its blend of
historic landmarks, such as the Old Town and the New Cathedral, alongside
modern attractions like the Ars Electronica Center, which showcases the
intersection ofart, technology, and society.
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AREA AND CONTEXTT®H= GOOD PRACTICE

What Happened in 2()2) and beyond?
The ECOC year featured several landmark projects, such as:

Ars Electronica Center Expansion: A global hub for media arts, digital
culture, and technology.

[ Syd2a adzaSdzy 2F az2RSNYy ! NOY | 2a0Ay
industrial andartistic heritage.

Community Engagement Initiatives: Projects focusing on young people,
underrepresented groups, and neighbourhelayel engagement.

Sustainable Tourism Initiatives: Development of -&tendly tourism
experiences such as river cruises agdling routes along the Danube

Data Collection Supporting Tourism Development:
Linz collected and analysed data on various fronts to ensure sustainable tourism
development, such as:

Tourist arrivals and overnight stays
Event participation metrics
Economic impact analysis
Resident satisfaction surveys
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STAKEHOLDERS ANDOG¥S

The successful transformation of Linz into a cultural and smart tourism hub
involved collaboration between various stakeholders, including public
institutions, cultural orgaisations, private enterprises, and educational
institutions. The main stakeholders can be categorised as follows:

Stakeholder]

Key Participants Roles and Contributions
|Group

|Government- City of LinzLand of Upper AustrjProvided strategic oversig
Institutions [Federal Ministry oCulture |policy support, and funding.

- Ars Electronica CenterLento
Cultural Developed cultural content al
o Museum Brucknerhaus Conc .

Institutions Hall hosted major events.

Tourism Managed tourism marketin

... |- Linz Tourism BoardUpper Austri . .
|[Organisatio _ L data collection, and visit
Tourism Association :

ns services.

Private -voestalpine (steel compambocgSponsored cultural initiatives @
Sector businesses contributed to infrastructure.

Provided research, worksho
and student engageme
[projects.

Educationalf- Sigmund Freud University.oca
Institutions [tourism schools

Local " Participated in cultural even
.. |- Citizen groupsNGOs . .
[Community and promoted community pride

Summary of Stakeholder Involvement
1. Govenmental Support:

The City of Linz, together with the regional and national government bodies,
played a crucial role in providing funding and strategic planning for the
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sustainable development of tourism and cultural projects. They ensured the
alignment oftourism strategies with broader economic and social policies.

2. Cultural and Educational Institutions:

Institutions such as the Ars Electronica Cerated Lentos Museum served as
key drivers in positioning Linz as a centre for digital arts and culture. Educational
institutions engaged students in creative projects, ensuring that the younger
generation contributed to and benefited from tourism developrefforts.

3. Private Sector Contributions:

Local businesses and corporate sponsors such as voestalpine supported the
tourism sector through investment in infrastructure, sponsorship of cultural
events, and collaboration on sustainable tourism initiatives.

4. Community Engagement:

Citizen participation was encouraged through events such as the Linz09 Capital
of Culture programme, which offered numerous opportunities for local
residents to engage with cultural activities and promote civic pride.

By coordinatingefforts among these stakeholders, Linz successfully leveraged its
cultural and industrial heritage to achieve sustainable tourism growth.

IMPLEMENTATION, RESS AND IMPACTS

The evaluation of the impact of the European Capital of Culture (ECOC) year
was onducted in the following year using a structured methodology:

The assessment focused on analysing each ECOC within its specific context
before drawing general conclusions. Data collection was carried out at two
levels: limited EUevel data and extensivaty-level data. The key data sources
included:

1. EuropeanLevel Data Sources:
a. EU policy and legislative documents related to the ECOC initiative.
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b. Reports from selection panels and previous ECOC evaluations,
including the Palmer/Rae Associates study (200)R 9/ h¢ 9/ QA&
assessment of the 2007/08 ECOC.

c. Academic literature on the role of culture in urban development.

2. ECOGSpecific Data Sources:

a. Official documentsOriginal applications, funding agreements,
and grant documents related to EU-inancing.

b. Reportsand studies:Commissioned reports, internal evaluations,
and citylevel studies on cultural impact.

c. Event data:information on the number and type of cultural
events, including performances, exhibitions, and community
projects.

d. Financial dataincome ancexpenditure records related to ECOC
activities.

e. Visitor and audience dataAttendance figures, visitor
demographics, and economic impact assessments based on
tourism growth.

f. Survey resultsPublic opinion surveys assessing resident
satisfaction, tourist experiences, and cultural engagement.

3. Interviews and Consultations:

a. Managing teamsinterviews with key individuals from the ECOC
delivery agencies, who provided insights into planning,
implementation, and challenges.

b. Stakeholders and cultural operator€onsultations with
municipalities, chambers of commerce, tourism offices, national
ministries, and cultural institutions to evaluate governance
effectiveness and artistic direction.

4. Data Verifcation and Quality Control:

a. An interim review process ensured dataset accuracy. ECOC
representatives were asked to verify data sources, fill any gaps,
and confirm the completeness of datasets.

By integrating these diverse data sources, the evaluationigeava
comprehensive assessment of the ECOC's cultural, social, and economic impact
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Here is a structured response based on the document regarding Linz's objectives
as the European Capital of Culture (ECOC) 2009 and how they were implemented
aaoss the three ECOC criteria, with a particular focus on sustainability:

Linz as the European Capital of Culture 2009: Objectives and Implementation

[AYyT Qa 9dzNRLISFY /I LAGEE 2F / dzZ GdzZNB 069/
the city's cultural identity positioning it as a contemporary cultural centre
RAGGAYOG FTNRY !'dZAONRIFIQa GNIRAGAZ2YI €
AyOf dzZRSR &GNBYy3IGKSYyAy3a [AYylI Qa AyidSNg
participation among residents, and creating a sustble cultural infrastructure.

The programme was designed in alignment with the three core ECOC criteria:
Developing cultural activities, Promoting the European dimension, and
Supporting social and economic development through cultur

1. Developing Cultural Activities

[AYyTned a2dzaKG G2 SELIYR YR RAGSNEA
incorporating innovative, contemporary, and interdisciplinary projects. The
cultural programme featured ove200 projects and 7,700 eventengaging

5,000 artists from 66 countriesand attractingnearly 3.5 million visitors
Emphasis was placed on experimental art forms, digital media, and participatory
cultural experiences. Key initiatives included #es Electronica Festivathe

Lentos Museum of ModernArt, and | | K Sy NJadzar© &xhibition in
unconventional urban spaces. Commuribgused projects, such as the
"Cultural Capital Neighbourhood of the Month'encouraged local engagement

in cultural activities

2. Promoting the European Dimensio

The European dimension was central to Linz09, achieved through international
artistic collaborations, transnational projects, and cultural exchange
programmes. Linz actively fostered partnerships with cultural institutions and
artists across Europe, bgmg diverse artistic perspectives to the city. Several
projects addressedhared European history and identifyncluding exhibitions
2y [Ayl Qa O2 YhE SE CHN M NSehd#idy Extdmined
0KS OAlGeQa NRfS RddieytBe pibdgtanmé intégratedS NI &
European themes throughultilingual performances, artist residencies, and
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digital media projectf NBAYF2NOAYy3I [AYy]l Qad O2YYAlY
exchange

3. Supporting Social and Economic Developmemugh Culture

Linz09 played a significant role in boosting tourism, economic activity, and civic
engagement. Despite the global economic crisis, the city record€d5%
increase in overnight staym 2009. Investments in cultural infrastructaresuch

as the expansion of the Ars Electronica Cemt&y KI Yy OSR Hferiny 1T Q&
attractiveness as a cultural destination. The programme also strengthened local
cultural institutions, providing increased funding and capabityding
opportunities. Moreover, communitgdriven initiatives encouraged broad citizen
participation, integrating youth, marginalized groups, and local
neighbourhoodsinto cultural life

4. Sustainability and LoAerm Impact

Sustainability was a key focus of Linz09, ensuring that clilagthzeancements
continued beyond the title year. The programme strategically invested in
cultural infrastructure, skills development, and longgrm partnerships Many
cultural initiatives introduced in 20@9such as the Ars Electronica expansions
and citywide participatory projects continue to thrive today. Additionally, the
collaborative governance modelestablished during Linz09 strengthened
cooperation between public institutions, cultural organisations, and private
sponsors, creating a stable foundatifor future cultural policis.

5. Conclusion: Linz09 as a Model for Sustainable Cultural Development

LinzO9 successfully positioned the city as an innovative -cultural hub,
demonstrating how an ECOC project camhance local and international

cultural engagement, drive economic growth, and promote lotgrm
sustainabilityd ¢ KS LINBINIF YYSQa SYLKI&AAA 2y RA
and participatory projects set a benchmark for future ECOC cities. By integrating
culture into urban development angovernance strategies, Linz ensured that

the benefits of the ECOC year would extend well beyond 2009, securing its legacy

as a European model for sustainable cultural transfornmatio
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Since being designated the European Capital of Culture ©9,20inz has
successfully leveraged its cultural transformation to drive sustainable tourism
development. The city's strategic investments in cultural infrastructure,
digitalisation, and environmentally friendly tourism initiatives have contributed

to longterm growth. Between 2008 and 2017, Linz sa2B#8% increase in bed
occupancy ratesand a steady rise in visitor numbers, with particularly strong
growth in international markets such as China (+279%) and the USA (+31%). Linz
has also become a key hubrfoonference tourism, with its £ dz8 aSSG Ay
concept promoting sustainable business tourism and generating @000

overnight stays annuallyrom congress visitors

Moreover, Linz's commitment to sustainable tourism is reflected irgiten

mobility solutions, such as the promotion of cycling tourism along the Danube

and the rise imriver cruise tourism with overl1,400 berthings in 2017The city

has also pioneered digitalisation in tourism through initiatives likeMisgt Linz

app, offering personalised visitor experiences. Public engagement remains
strong, withover 90% of residents and visitors expressing satisfactiwith

[AYyT Qa G2dz2NRAAaY adNI iS3& o6{ Yl NI ¢ 2 dzNR &\

The longterm impact of Linz09 is evident in they# ongoing transformation

into a cultural and creative hub, recognised a8 dESCO City of Media Arts
Cultural events such astieN&BE 9f SOUNRBYA Ol CSadAgdl s
Harbour continue to attract international visitors while integrating
contemLlJ2 NI NB | NIGAadGAO SELNBaairzya o6A0GK
approach to tourism planning has positioned it an@del for sustainable, smart
tourism developmentin Europe

DISCUSSIONS AND IS LEARNED

The Linz experience offers valbla insights into how data collection supports
sustainable tourism:
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DataDriven Decision Making: Regular tracking of key performance
indicators (KPIs) such as visitor numbers, spending patterns, and
satisfaction levels allowed for adaptive strategies.

Comnunity Involvement in Data Collection: Engaging residents in surveys
ensured that tourism development aligned with local interests.
Technology Integration: Digital tools such as the Visit Linz app provided
reattime data on visitor engagement and preferesceffering insights

for future planning .

LongTerm Monitoring: The city implemented follewp evaluations
beyond the ECOC year to ensure the continuity of benefits and identify
improvement areas.

Benchmarking and Knowledge Sharing: Linz compared itsistour
development strategies with other ECOC cities, helping to refine its
policies and enhance sustainability efforts .

These lessons underscore the importance of systematic data collection in
balancing economic, social, and environmental aspedisustsm development.

PICTURES, SOURCEFHRENCES

Sourcehttps://www.linz09.at
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Sourcehttps://www.linz09.at
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Sourcehttps://culturezvous.com/en/whatto-do-in-linz-austriatravelguide/
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Sources:
Linz 2009 websitéattps://www.linz09.at
Linz Tourismvebsite:https://www.linztourismus.at

G[ Ay Tl \gdlicdtdrér Europan Capital of Smart Touridmy ¥ 2 3 NJ LIK A O
2018, City of Linz

G AYyT  ©Rpplicaiéafor EuroparCapital of Smart Tourismg Best
LIN OGAOS&aé¢ wnmys [/ AdGeé 2F [Ayl
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Andrew McCoshan, James Rampton, Neringa Mozuraityte, Nick McAteer (2010):
& 9Host Evaluation of 2009 European Capitals of Cultieal Report to DG
Education and Culture of the Europeann@oission in the context of the
Framework Contract for Evaluation Related Services and Support for Impact
laaSaayYSyid 09!/ knokncboé
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BEST PRACTICKEESYZ w; @THE EUROPEAMPITAL OF CULTUR

2023

] AAE 6l tSiels

+ S &1 LIS ¥elected to host the 2023 European Capital of Culture. It
O2YLISGSR 6AGK ASOSNIrt OAGASE Ay | dzy3al
right to host the event. Some of the strengths of the bid programme played a
1S NRtS Ay +Sal Ly ragioraldzGopedaticn,dthe ¢ K S &
deepening of cultural cooperation between interdependent territorial actors,

0KS AyUSyaragsS Ayg2ft gSYSyid 2F (GKS LIS2L
organisation of the event, and the regional distribution of ECoC progres
0+SAT LINBY HNONZ HANHHO D

Veszprém-Balaton 2023

RAGYOGJ! - A KREATVITAS UNNEPE

Magyarorszag (j kulturalis - kreativ
régioja

wSIA2y Lt O22LISNF GA2Y Ay +S&T LINBY Aa 3N
a county and district seat with a population of sixty thousand, many public and
private services are naturally concentrated here. On the other hdmeunique

spatial structure of the area also encourages this: while the majority of tourist
overnight stays and accommodation capacity is located on the shores of Lake
Balaton, highetevel urban functions, cultural attractions and yeaund jobs
arem2NB fA]1Steé (42 0SS FT2dzyR Ay +S&al LINBY

LOCATION
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+SATLINBY Aa GKS aSirad 2F +2Sal LINBY [/ 2dzy
country, in the Transdanubian region. It is 120 km from Budapest, 20 km from

. FEFaG2y FNNBR |y e gityhas|aYpopiilatid bf 60E00, hidd if ¢

S AyOfdzZRS GKS &aSiadtftSySyida Ay GKS AY
Balaton highlands, the population of the region is 224,000, and the population

of the entire Balaton resort area, including the previousaateis 437,000
6+SATLINBY HNOANZ HAHHD

~

+SATLINBYZ faz2 (y2e6y a GKS b/ Ade 2F v
YR @FffSea adzaNNRPdzyRAYy3a GKS { SR aiNBI
regions: the Bakony mountains to the north and west, Badaton highlands to
0KS a2dzikKk I'yR (KS aSi!'FfIfR (2 GKS SI a
LI FGSFdzZ Fd Iy | @SN IS FEGAGdzRS 2F wHTh
county seat in Hungary. The city's initial impression is that of a townsuded
by a crescent of mountains, which then changes dramatically as one approaches
1KS OSYiNBod® ¢KS { SR &4G4NBIY KFa O NOSR
level within the town of 310 metres.
King Stephen | (cca. 91938) transferred ownershipo G KS (2g¢y 27F +
and its estates to his wife, Queen Gizella. From that point forward, the town
became the property of the current Hungarian Queen. For centuries, in
I OO2NRIyOS ¢gAGK GKS NBESOIyld LINRG202T
crowned thequeens of the Kingdom of Hungary. This is the reason why the city
is known as the "City of Queens".
+SAT LINBY A& NAOK Ay LINRPGSOGSR KSNAGL
monuments in the city, and in addition to the nationally protected buildings,
there are more than 250 locally protected buildings. In addition to its
I NOKAGSOGdzNF f KSNARGIF3ASE (GKS dzyAljdzS | 0
topography, which is unusual in Hungary. Especially the deep valley of the
AU0NBlIY {SRI @gKAOK Byya nimieMyf vekyaspettaoulsg Y LI
FSIFGAzZNBA 2F GKS +Sal LINBY flyRaoOl LIS FN
0KS OFaatsS grftta YR GKS {0 {GSLIKSyUz
With dozens of famous, unique and special buildings in the city difficult to
choose the most emblematic ones. The Fire Tower, the Castle Gate, the County
lFEf> G0KS ¢2y it GKS tSO!'FTA ¢KSI (|
the Music School, the Castle, the St. Michael's Basilica, the Archbishop's Palace,
the Dubniczay Palace and the Piarist Gymnasium are all iconic. However, none
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2F GKSY Oly 0S O2yaARSNBR || aeégvyozt 27
modern buildings, the Hangvilla is an important element of the town's

F NOKAGSOGdzNI £ KIONIOZIR). BaBgviltatsSascliltudNBovspoy N
multi-functional community space, venue for concerts, performances,
conferences, meetings and rehearsals.

{ dzZNIINRA aAy3If e F2NJ Ada arAl ST +S&l LINBY LJ
guality music festivals of all genres, and is an important national centre of
contemporary art¢ home to an essential collection of modern paintings and
sculpture. The city boasts numerous cultural venues that are unusual for their
number and quality compared twther European cities of a similar size: theatres,
libraries, exhibition halls, art galleries, museums, a puppet theatre and a broad
array of church exhibitions that display artefacts of exceptional beauty and
historical value. The Agora Community Censitated in a residential area
between the 16storey blockhouses hosts the activities of around a hundred
YSAIKO2dzZNK22R 2NHlIyAalGA2ya yR OAGAI
ANRdzLJAS LISYaA2ySNRQ Ofdzwas SO0 o0.L5 ¢
+Sal LINBY A & ity ThedfikeBi Mk Parinénia émerged from the

former Faculty of Heavy Chemical Industry of the Budapest Technical University,
GKAOK y2¢ KFa F2dzNJ FI OdzAf 6ASa |yR Y2
third most important university city in Transdanbbi I FG4SNJ t SO&a |
6+SATLINBY HNONZE HAHHO D

hyS 2F (KS adNBy3adKa 2F +Sal LINBY Aa (K
season runs from February to September, with a continuous programme in the
adzYYSNXY ¢KS 06Said 1y 2 dafeobBlrBpéanadignkicAnce Sa Tl |
YR 2F O2y(GSYLBRZNINER gIfdzsSE INB (0KS FSa
festival covering a wide range of styles and performers, and that has regularly
hosted top international stars such as Tom Jones, Dee Dee Brittigewd Katie

Melua). The Street Music Festival (that bringsamg-coming bands from all over

Europe and the rest of the world to a varied audience), and the Auer Violin
CSauAgrt Oo0GKFG SIOK &SIN LINPGYARSaA |y
greatestcontemporary violinists) (BID book, 2018).
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NAME SINCE DATE & FEATURED PERFORMERS/ AUDIENCE
DURATION PROGRAMS 2017
VeszprémFest 2004 mid July Tom Jones Live; Richard Bona & 34,000
http://veszpremfest.hu/en 4-5 days Mandekan Cubano; Heather Small,
The NPG
Street Music Festival 2000 mid July 50+ bands and musicians literally 100,000
http://www.utcazene.hu/ 4 days from everywhere
Auer Violin Festival 2014 early August Vadim Repin; Ray Chen; Péter Frankl; 40,000
http:/lauerfesztival.hu/2017/ 5 days Kim Suyoen; Aleksey Igudesman;
Tcha Limberger

Source: BID book, 2018

The Gizella Days in spring and the St. Michael's Day Parade aim to strengthen the

f 20t ARSYyGA(GE@ 0xSail LINBY HNOANZX HAHHOOD
+Sal LINBNBS INIAAGAQ O2YYdzyrailer sKAOK
Budapest and which boasts a preponderance of writessapes the cultural life

2y SOSNEBERIFI& o0l aira Ay =Sail LINBYO®

CNRBY HnmpX +SATLINBY 61 a Fftaz2 FéFNRSR
which recognises cities with an outstanding musical offer and which see the
development of the creative sectors as a key to sustainable development
6+SATLINBY HNONZ HAHHO D

+SATLINBY Aa Yy AYLRNIFyYy(O -i68&andbdlBean2 ¥ | dz
TelekomVval LINBY> Aa 2yS 2F (GKS o0Sad Ay 9 dzN
most successful athletics club (VEDAC), as well as Hungary's top futsal team and
the worldOf @& | OKASOSYSyia 2F &A6AYYSNI YNA
2022).

The proximity of the tavn to Lake Balaton is of crucial importance.

Lake Balaton brings exceptional advantagesd exceptional challengesfor

+SAaT LINBYQAd NBIA2Yy P 5dz2NAYy3d GKS adzY YSNE
September to June the area appears deserted, devoidefThis is when the
residents can become rightful heirs to the region's numerous historical and
natural treasures. (BID book, 2018).
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AREA AND CONTEXTTBE GOOD PRACTICE

¢CKS 9. HAHO LINPIANXYYS A& | 22Ay0 @Syl
Balatonreg 2y ® +S &1 LINBY Aa GKS fSIFR LI NIySN
wider area of the Lake Balaton regiemcluding nature reserves and NATURA

2000 sites, the UNESCO Bak8ayaton Geopark and the UNESCO World
Heritage nominee (on Hungarian national li®platon Highlands Cultural

Landscape. This natural wealth is also a central element of the programme (BID
book, 2018).

Source: BID book, 2018

The ECoC project managers defined six themes, with corresponding goals to be
achieved by 2030.
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THEMES GOALS

A competitive place to live Building a cultural ‘offer’ that makes the city attractive to both current

and prospective citizens
Smart heritage protection Linking cultural preservation to the creative arts and the creative industries

A stronger creative industry Helping creative enterprises to evolve, bringing cultural services and the

creative industries closer to each other

A competitive tourism economy Synchronising regional tourism profiles to create a sophisticated destination

package based on unique cultural content

Culture as a tool to build communities | Managing a network of cultural providers that drives neighbourhood
cohesion, co-operation of communities, and helps locals appreciate the

values inherent in their hometown.

Audience development and artistic Providing the educational framework necessary for recruiting future artists,
education a structure for cultural outreach, and events that trigger inclusion and build

a stronger sense of belonging

Source: BIDdwok, 2018

The monitoring system of the ECoC project was mainly based on baseline data
collected in the first year after the award of the ECoC title. Progress towards the
strategic objectives and the achievement of the target states defined as success
factors were then monitored on an ongoing basis.

To monitor hard facts, they elaborated a system of indicators at the very start of
the preparations, and they made sure that they had baselines in place to use as
reference points. They also needed to set ugstam for gathering the data they
needed from the various regional players.

One of the novel elements of their approach was to see the region not only as a
tourism destination but also as a cultural space. This approach opened up new
perspectives. Previolis statistics on the region were mainly based on
guantitative indicators (mainly how many nights tourists stayed or how many
hotel rooms they booked)thanks to the new approach, they now conduct both
quantitative and qualitative research in parallel acmmplementary ways (BID
book, 2018).

The key monitoring areas can be outlined as follows:

Cultural audience (growth, shifts)
Creative enterprise (growth, profile)
Tourism numbers

Sustainable civic infrastructure
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Volunteering and involvement community services

] AGAT SyaQ LI NGAOALNI A2y Ay ONBIGADS
International connections

Attractiveness as a temporary or permanent place to live or stay

The next table is a compact summary of key monitoring areas that the projec
have already drawn up as conceptual pillars, strategic goals or expected impacts,
paired with some important preliminary indicators.

PRIMARY RELEVANCES

Programme Goals of our Cultural Expected long-term impacts
pillars (se= Q4) Strategy (see Q5) (see Q7)
I
@
= v c o S =
A FEW c £ £5 2 i) = v
g e|c|d| T |25 2 ¥ | %5, |5,.|282
= c c £ .=
PRELIMINARY I E[ 25|88l |3 |82 |e8|.8 |s2e|23| 58
K ) i) Lz {1} 5 £ S En_ o2 (TR ag | £5
INDICATORS El 13l 5l8(3 6|2 |8 |55 |G2|f% |88 |EF =t
= 2 £ o £
SIS ul €| 2|5|2|5|2 |8s|c8 |£%|s58|2%53 23|52
o ]
cla|al E| e|s|2|8|s, %8| 55 |28|8385 (228 |35 %3
5o o]l 8| 2|8|%||nd|2s]| 8 el - I - i
O|E|&E| 0| §|5 | 8|2 |82 2| 1 2 2t |lees |l | 23|28
- |w| ©w| © a |28 |e3| 8. T EE | E®a |2 ay I ¥ | @ owe
e[ E[E| €| E 5| a e| §2| 5% ~8|olE| 288 | c5| e
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TlolEl gl SIEl8|ls|538|3238s(8<€|889 82|25/ £3
M (m| &a| @ < |wv |« |U|LVL|I= O8R|vB2|(wdB|Uuso D3| £%
Number of businesses engaged
g -z 5 * ® * ® * * * ®
with creative industries
Ratio of young people who stay in
. ¥ 9P P ay * ® * ® * * *
Veszp rém after getting a degree
MNumber of international arts
. x * * x * * x x x *
meeh ngs.lrc OnFerenCes
Mumber of inter-municipal
z x x x x
cultural cooperations
Number of ith
s s e . - & = o
focus on sustainable tourism
AVE rage Ie'VeI OF Social OPEnnESS ® X x ® *® *® % ®
and tolerance
Share O'F neighbourhoods OF
Veszprém with ongoing x x X X ® ® X
grassroots activities
Numbero‘F.’abandone‘d buildings & g | ” . . . x
and houses n the region
MNumber of acknowledged places
x x x x * > * *
O‘F rurﬁl gEStronomY
Number of village inhabitants with
lar local x | x | x| x|x]| x x x x x x e
regular local access to art events

Source: BID book, 2018
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A Coordination and Evaluation Centre (€&&)owas also set up to do analysis and
research work, and also to coordinate between the various partners during the
management process. The GCBowas a standalone body, hired and controlled
by the project office, perated by a private entity proficient in the area, to be
selected and hired after the ECoC title has been won. Its most important tasks
were:

Professional management of the entire monitoring process

Defining the professional contents and methodologicaikmpound
Preparation of the measurement methodology for the defined indicators
and complex indices

Elaboration of results, evaluation, preparation of synthesis reports
Coordination of market research and surveys, quality assurance
Innovative, big dataanalysis, defining and implementing technical
requirements

C2dZNAAGEaQ | OO02YY2RIGAZ2Y
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What is the city’s absorption capacity in terms of tourists’ accommodation?
REGION = 45 MIN RADIUS

NUMBER of BEDS

Nr. of PRIVATE BEDS

HOTEL BEDS

Nr. of PENSION BEDS

7 70 4 400,000
COUCHSURFING |
HOSTELS/
CAMPSITES PROFILES IN AIRBNB PLACES
. 1.9 o,
75%REGION | 74% VESZPREM y + A

I | B4 FOR 2023
A

33% REGION | 42% VESZPREM

Source: BID book, 2018

Nr. of GUESTS NIGHTS

Key stakeholders and actors:
Municipalities
Businesses
NGOs
local residents
Universities
past and future ECOC cities

Partnerships of the present and the future (BID book, 2018):

Council of Danube Cities and Regiqr¥) cities of the Danube region, a
new platform for cultural and economic @peration.
Association of European Cities7 European cities, focusing mainiy o

youth exchange programs.
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European Cities for Youth and Cultural Exchaggeuth exchanges,
international youth holiday meeting. A permanent feature of the cultural
exchange program is a painterly plain air every year, in which artists from
the alliancecities meet and deal with a specific theme.

lff 2F +SalLINBYQa VYIFI22N FSauAgdlta
Associatiorng by using this latter platform in a creative way and through
the close collaboration with YOUROPE in general, this should provide
them with a solid basis for conducting the preparatory work for 2023. They
used these platforms for capacity and quality building, such as learning
from the Go Green initiative for environmentally sustainable festivals.
They were about to establish a lobgrm ccoperation with ETEP
(European Exchange Programme), in order to provide opportunities for
young, talented musicians.

LY Hnmy hosted thdBeiBiMungarian Friendship Day with a big
multicultural jamboree; they used this great opportunity to present their
artistic programme and establish new partnerships.

+SAaT LINBY KIF& lFftglea oSSy Fy AYLERNILI
Ugric cultural network¢ creating a special link between Hungary and
Northern Europe. They built on these links and the experience of their
previous projects, with their two northern twin cities playing a particularly
important role- Tartu, as a future EuropeaCapital of Culture candidate

for 2024, and Rovaniemi, as the official home of Santa Claus, helping them
to create the winter wonderland they planned for 2023 (but as Santa Claus
spends his summer holidays at Lake Balaton, they persuaded him to take
up asummer job too).

C2NJ +=Sal LINBanity coRcSpl, Alade/cooperation with leading design
institutes such as Future Cities Catapult (UK), Design District Helsinki (led by
Minna Sarela), but also FinnAgora Budapest helped them to establish further
professional alliances. In an effort to strengthen their role in the music scene,

they establishedalon SN O22LISNI A2y SAGK | y3a@SsS
Central European music scene, the organiser of WOMEX Budapest 2015. In the
field of classical mmsic, they have relied on their connections with werld
renowned institutions such as the Juilliard School (New York) or the Rimsky
Korsakov Music Academy (St. Petersburg). They relied heavily on their joint work
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with the Small Size Network, which bringsgéther European audience
development professionals (BID book, 2018).

+Sal LINBY [EtNBFRe KFER F fFNBS ySig2N]
relationships with several twin cities and other less formal links. Many of these

have a cultural aspect, WBiK & & Ay Of dzZRSR Ay +Sal LINE
project-based cooperation. They wanted to develop a new model of cultural
twinning with their existing and future partners, in which their joint efforts

would provide continuous inspiration and bear fruittranly at the level of the

town hall, but also in their respective institutions, civic organisations, schools

and universities, and would be an important tool for strengthening the sense of
being an active player in the European arena, even at the lewbeahdividual.

Some specific examples of-operation: joint projects with the International
CSauAgrt 2F [ KAtRNByQa ¢KSFGNBaA Ay {
CIFNYy26Qa LYGSNYyFragAzylrt cCcSaaAaglrt 2F w
Bottrop (D, part of RUHR.2010), building a fruitful relationship between the

Youth Centre of Celje (SLO) and our Homo Ludens Academy, as well as with

/] St 25Qa aSRAIFFTSald o6dmedi&rs)(BIHodk, 2818). Y dz& A (

From 2019 onwards, they have integrdteooperation with the current ECOC
into their capacity building programmes. They have offered their staff and
cultural experts study tours, job exchanges, etc. to the ECOC of the current year,
so that they can bring back valuable experience. And, of epumsreturn, we

have offered the same opportunity to future ECOCs that have not yet been
selected. This type of twinning is also a great source of inspiration, as the
multiplication of personal relationships will generate new project ideas to be
incorporded into the ECOC programmes on both sides (BID book, 2018).

IMPLEMENTATION, RESS AND IMPACTS

An important positive outcome of the European Capital of Culture project is its
regional character: regional municipalities and their partner organisations, c
society organisations, were provided with a specific framework for the
implementation of projects that fit into the common European Capital of Culture
project theme, but it was also true that many of the planned programmes
SEGSYRSR 0 S5eé 2 yas ther§aie rédbbBavieto bxpect that new
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links would be established that would help to promote closer cooperation in the
6+Sal LINBY
Strategy for the cultural programmes of the European Capital of Culture project

NEIAZ2Y

(BID book2018):

The objective is to establish a new cultural identity in the Lake Balaton region.

0Se2yR

H/MTHO

Hnononzx

HNFH

This will be achieved by creating a space where the roles and specificities of local,

regional,

in accordance with their personal experiences.

The longterm cultural, social and economic impact on the city, including in terms

of urban development (BID book, 2018):

national and European entities can complement each other.
Furthermore the initiative will encourage individuals to define and live culture

CULTURAL IMPACTS - Success is :

to become a genuine part of the

European cultural scene - both as a city and as a region

Leaving our defeatism
behind, inspiring our
people to think big

Catalysing creative minds
and awakening creative
forces and talents

Increasing cultural con-
sumption — especially
among groups that are
currently passive

Ending Veszprém’s regi-
onal isolation

Increasing the capacity
of the cultural sector

Renewal of cultural
consumption venues and
introducing new concepts
for places of cultural
consumption

Believing and acting upon
the fact that we belong to
Europe and Europe belongs
to us

A once in a lifetime chal-
lenge and opportunity for
our cultural staff

Better awareness of art
being as much a contempo-
rary process as heritage
from the past

European co-operation will
be the norm and not the
exception

Managing international
projects and thinking inter-
nationally will be an every-
day business

SOCIAL IMPACTS - Success is: not hearing any more “whatevers”
from the people in Veszprém and the region

Civic activity in Veszprém and the
region will be stronger and more
effective than ever before

Sharing is caring — sharing the ECOC
experience will bring people together

Higher overall estimation of rural
life and lifestyle

The spatial and social aspects of
access to culture will be essential
criteria and not special add-on
considerations

Less prejudice in the minds and more

curiosity in the hearts

Public art and co-creational projects
will change attitudes

MNew districts will spring up, and the
local neighbourhoods will be full of
life

More voluntary work - undertaking
civic and community service be-
comes a habit

People will rediscover the joys of
discovery - getting out of the city,
and experiencing nature

Source: BibDook, 2018
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ECONOMIC IMPACTS - Success is: we become recognised
as a significant new creative region of Central-Europe

A new positioning and
brand for Veszprém and
Balaton in the national/ in-
ternational economic space

Economically more sustain-
able cultural institutions and
organisations in all sectors

Shared economy solutions
will strengthen entrepre-
neurship

Veszprém becomes a new
hub for creative industries,
making the economy less
vulnerable

Local products and services
will have more value in the
consumers’ mind

Emptying rural settlements
will start to be filled with
life again

The region will be a pioneer

The new and stronger re-

in Hungary in terms of new
work solutions

Culturally conscious enter-
prises

gional network will bring
better transport links

The region becomes a
round-the-year tourist des-
tination

Transition of lagging cities
in the region to a new eco-
nomic development path

ECOLOGICAL IMPACTS -

Success is: to have

less waste and less

feeling of overcrowding - despite
significantly increased visitors

URBAN
Success is:

IMPACTS -

to have life

happen in/fon our renewed urban
spaces

Solutions for sustainable
land use in the region will
be widely known and
applied

The new standards for
“green” festivals will be an
essential requirement - for
both organisers and guests

Much higher level of
social and environmental
consciousness

Increased green network-
ing and a healthy urban
climate

Our design-driven city
concept will transform the
use of urban spaces and
urban services

Eliminating the isolation
of neighbourhoods - both
physically and figuratively

A balanced judgement on
the old and the new city -
better overall estimation
of certain districts

Environment friendly
modes of transport
become more popular

IMPACTS ON IMAGE & IDENTITY -
SUCCESS IS: THAT LIVING HERE WILL BE A SERIOUSLY COOL THING

Veszprém and Balaton will not only be
a tourism brand but a lifestyle brand

A better articulated local identity -
a redefined, shared identity

Significant improvement in general
satisfaction levels (for locals and
visitors alike)

Source: BID book, 2018

DISCUSSIONS AND IS LEARNED

The monitoring system was primarily developed based on the initial data set
gathered during the first year following the ERF designation. From this point
forward, progress towards the sttegic objectives and the achievement of the
target states defined as success factors, were monitored on an ongoing basis.

The following statistics were gathered:

- Demographic, tourism, economic, educational and cultural consumption
statistics at the levebf municipalities, districts, counties and the Balaton
region.
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I aylLlakK2d 2F GKS ONBFGAOS AYRdza G NR

in cooperation with the Design Terminal.

- An indepth questionnaire survey on the daily life and cultural
O2yadzYLliAzy KFIoAGa 2F GKS 11 &l {29s
almost onethird of the city's population.

- The project also included an internal survey on the relationship of
Universityof Pannonia students with the cultural life of the city.

-1 adzNBSe 2F GKS | dzZRASyOSa 27F Odz  dzN

regional districts was also conducted.

Key milestones (BID book, 2018):
2019- Establish baseline, implement the regionadmitoring model.

2021 - First comprehensive monitoring report, including rbéalm impact
assessment.

2023- Continuous publication of milestones, progress on key indicators.

2024-t dzof AOF GA2Yy 2F (GKS +S&T LINBY HAHOo 9C
Regular "snapshotsidf the monitoring were taken until 2024, and then again

during the phaseout period until 2028. Each "snapshot" is followed by a public

event to present the findings and discuss the conclusions to be drawn. All
reports, including easily digestible materfar the general public and peer
reviewed papers of interest to the EFF community, have been published online.

DataRNA @Sy RS@OSt2LIYSyd adaNradS3e FT2N) £Sal
Basic principles of the strategy:
1. The fight against seasonality

The majority of the new programes introduced to the arts programme are
scheduled to take place outside the high season, between September and May.
With regard to the summer season, the objective is not merely to attract a larger
number of visitors, but to provide them with novel exm@ces and genuine
quality.

2. Being sustainable / strengthening environmental sustainability
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Reducing negative environmental impacts through cultural programmes is not
merely about aligning with current international trends; it is primarily about
assumingesponsibility for one's own actions.

3. Making ourselves understood

While there is a general improvement in foreign language skills, there will always
be a language barrier to overcome in the context of cultural programmes. It is
evident from audience nubers that a significant proportion of foreign nationals
are able to comprehend a Hungarian theatre performance without the use of
subtitles. As a result, solutions are being developed to reduce these barriers, and
this approach is being applied to the iraplentation of the arts programme.

4. Inviting all generations

All programmes were designed to be appealing and accessible to individuals of
all age groups, including both younger and older demographics. This is, of course,
a significant challenge, but kncouraged to think innovatively. How, for
instance, might we make a project on migration more chileindly? This does

not simply entail providing a pegzL] ONB OKS F2NJ OKAf RNBY
events. The objective was to translate projects intorgglaage that children can
understand. Consequently, a genedemed exhibition may not be as appealing

or even comprehensible to a grandmother from a nearby village as it is to a
middle-aged bank manager from Budapest who is spending a few days at his
holiday home. It is essential that they learn how to reach different target groups
in a smart way, avoiding uniform solutions.

PICTURES, SOURCEFHRENCES
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Source: BID book, 2018
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Source: BID book, 2018
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Source: BID book, 2018
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Sources:

. S82yRd +SATLINBY /FYRARIGS /AdGé HnHo® 9 dzNR LIS
https://veszprembalaton2023.hu/blob/veszprem2028ocbidbooken.pdf

+SATLINBY ttfetis @GtNR& HAHOX 9dzNk LI  Ydzf (0 dzNI f
https://veszprembalaton2023.hu/blob/bidook-2018hu-1-16.pdf

+SAaTLINBY Hnon +*tNpa¥SatSaldsar adaNI GSIAAL HnH
https://veszprem.hu/onkormanyzat/varosfigsztes/

+SATLINBY Ot NRPa KAQGlLGEE2a Gdz2NRaT A1l A K2y f LR
https://www.veszpreminfo.hu/
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BEST PRACTICEOURST TRAFFIC RESEARCKRAKOW (POLAND

Alina Zajadacz

LOCATION

Krakow, Malopolska, Poland

AREA OFHE GOOD PRACTICE

Krakow Poland

CONTEXT

Since 2003, the Malopolska Tourist Organization has been systematically
monitoring tourist traffic in Krakow, a city where tourism plays an important role
in the socieeconomic sphere. The research enables a cowrtpar analysis of
the size and structure of tourist traffic in Krakow through the integration of
guantitative and qualitative data and continuity in observing the phenomenon.
The results of the analyzes are the starting material for taking actions to
stimulate the development of sustainable tourism in Krakow.

Monitoring makes it possible to diagnose changes in the volume and
structure of tourist traffic, as well as in the behavior of visitors. The purpose of
collecting data is:

1. determining the estimatesiumber of guests visiting the city, divided into
tourists and oneday visitors

2. determining the structure and dynamics of tourist traffic in the city,

3. determining the estimated revenues from direct visitor expenses, with a
breakdown per domestic and foreign visitor,

4. determining the sockdlemographic characteristics of the domestic and
foreign visitor (including age, gender, origin, education,rfoal status, sources

of information about the city used, frequency of trips to the city, purposes of the
trip, nature of the trip, method of travel organization, means of transport, length
of stay, place to stay, preferences, etc.),
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5. determining the raking of the most frequently visited attractions and tourist
products,

6. assessment of the city's tourist offer,
7. assessment of the price level in relation to the quality of the services provided,
8. assessment of the degree of satisfaction withstesy in the city.

Moreover, based on information from the Central Statistical Office (GUS), the
Local Data Bank (BDL), data from the Selectivv data warehouse and other market
data, an analysis of tourist traffic is carried out, taking into account foreign
emission markets (divided by state) and domestic (in voivodeship division).

STAKEHOLDERS ANDGRS

The main stakeholders and actors include all entities involved in tourist services

in Krakow, the National Tourist Organization and regional tourist orgéans.

The authors of the Report provided research technology and a research tool free

2F OKIFNHS (2 GKS t2ftAakK ¢2dz2NAAG hNAEINY
Masovian Tourist Organization and the Office of the Capital City of Warsaw.

IMPLEMENTADON, RESULTS, ANCPIMCT

The Krakow tourist traffic research method is based on the technology of
triangulation research on incoming tourist traffic to a tourist destination. It
includes combining quantitative and qualitative research methods. The research
includes 3 basic tools: desk research, selection of data from data warehouses
(the sacalled big data collection) and direct interviews. In the field of tourism
research, two basic groups of methods are adopted, i.e.:

(1) direct methods involving the esearcher's personal contact with tourist
participants (questionnaire research: interview, survey; measurement:
registration of tourists in parking lots, tourist trails, museums, etc.).

(2) indirect methods their spectrum is much broader than direct ezsch and
they do not require direct contact with tourist participants, but at the same time
they have quite clear limitations regarding the scope and quality of the obtained
materials. The most popular ones include querying, i.e. collecting materials in
institutions directly or indirectly related to tourist traffic (e.g. hotel registration,
research in travel agencies serving incoming tourism) and current registration
which is part of statistical reporting (e.g. attendance in accommodation facilities,
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museums, tourist attractions, revenues from local fees (formerly tourist or spa
fees), turnover in retail trade, gastronomy and tourist enterprises (less
frequently due to increasingly limited opportunities obtaining such data).

System for collecting data aiourist traffic in Krakow was based on three
basic methods: (1) direct interviews, (2) obtaining data from ICT data
warehouses, and (3) analysis of secondary (existing) data.

(1) Faceto-face interviews are conducted electronically using tablets. The
respondents were people visiting Krakow, defined in the UNWTO
statistical recommendations as tourists (using at least one overnight stay)
and oneday visitors who came for cognitive, recreational, professional,
religious, family, health and other purpos@die research did not include
visitors who declared a stay longer than 90 days.

(2)Obtaining data from ICT data warehouses recording actual behavior
obtained through mobile applications and websites used by smartphone
users). The data comes from the DMFekctivv’ data warehouse (the so
called big data collection), and is obtained as a result of queries and ad
views in the mobile channel, as well as from publishers of specific
applications. Selectivv collects ad serving data for unique users so you can,
among other things: specify place of residence, place of work or travel
directions. Mobile data allows you to estimate the age group, gender,

place of residence and number of days of stay

MR | of a user visiting a specific place.

4 (3) The analysis of existing data (desk

research) based on publicly available data,

especially from the Central Statistical Office.

First of all, these are data from the Regional

and Local Data Bank and announcements,

bulletins, electronic publications (including
archival data) available on the website of the

Central Statistical Office. All other information

that can be obtained is used, obtained from

A Sustainable Tourism
Policy for Krakow
in the Years 2021-2028
Diagnosis and recommendations

Source: www.bip.krakow.pl/zalaniki/dokumenty/n/327230/karta

! Selectivv DMP Data Managment Platform (hurtownia danych).
2 https://selectivv.com/portfolios/realizaefmdawczebadanieruchuturystycznego/ access: 20.01.2024

80



employees of the broadly understood tourism sector, guides, managers of
tourist attractions, tourism organizerscustoms service, road transport
inspection, Balice International Airport, Malopolski Bus Station in Krakow.
The analyzes use current expert diagnoses and previously prepared
reports on tourist traffic in Krakow.

The system for monitoring and evaluating tourist traffic in Krakow is used to plan
G2dzZNAAY RSOStE2LIYSyd 0aSSY ! {dzadl Ayl o
202-H NHY ® S5AF3Iy2aAa YR NBO2YYSYRIGA2Yya

DISCUSSION AND LESSICEARNED

From the point of view of the requirements of the modern tourism economy, the
development of a method for constant integrated monitoring of tourist traffic
flow on a mese and macroeconomic scale is extremely important. Due to
Poland's presence the Schengen area, itis also necessary to adapt the research
methodology to the EU conditions and guidelines regarding the creation of
tourism statistics. Since conducting representative research on tourist traffic
requires large samples and is therefageite expensive, and the money for
conducting research is available at the level of local government administration
structures, it is not realistic to finance research outside or at the interface of
these structures. However, it is possible to freely aggirate readings made at
the basic level and create any desirable trans administrative configuration
including a tourist region with a common, clear and unique offer/sales
proposition (USP). Additionally, the following occurs:

possibility of synthesizing phenomena at the regional/national/national
level,

possibility of comparative analyze$ Polish phenomena with those of
other countries, especially countries competing on the tourist market of
Europe, the world or other interesting tourist destination researchers,
possibility of preventing socially undesirable phenomena related to the
reception of tourism at the regional/national/national level,

possibility of presenting a comprehensive image of Polish inbound tourism
at the regional/national/national level, both in terms of qualitative and
guantitative measurement.
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PICTURES, SOURCEFHENCES

Fot. 1. The Oold Town in Krakow and the sculpture by Ilgor Mitoraj. Author of the
photo: J. Zajadacz, 2023

References:
a ! {dza G Ayl o6fS ¢2dzNAAY t 2028 Diggnosigadd Y NI
NEO2YYSYRFIUGA2Yy aE
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https://www.bip.krakow.pl/zalacziki/dokumenty/n/327230/karta (access:

20.02.2024)

GwdzOK GdzNEaGeolye 6 YNI{126AS 6 HAHH N
HAHOZX . FREYAL NBIFtAT 261 yS R I !
http://www.mot.krakow.pl/badanieruchuturystycznego.htmi (access:
20.02.202%
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BEST PRACTICEOURSM MONITORING IN \RSAW (POLAND)

LOCATION

Warsaw (Poland)
AREA OF THE GOOD eRIKE

Warsaw (Poland)
CONTEXT

The Warsaw Tourism Office prepares and publishes reports: "Tourism in
2 | NE3 which includes aanalysis of the following features: Selected secio
economic information; Transport; Tourist attractions; Meetings industry;
Accommodation; Tourist traffic and Tourist promotion of Warsaw.

TURYSTYKA
W WARSZAWIE

RAPORT 2022

Sourcehttps://go2warsaw.pl/raportyi-badania/

Thematic documents are developed on the basis of data on monitoring tourist
OGN FFAO YR (KS G2dzNAay aSNBAOSa asSoi

3 https://warsawtour.pl/raportiybadania/ (access: 20.01.2024)
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https://go2warsaw.pl/raporty-i-badania/

tourism on the economy of Warsaw and the nearby-se@ions:east Warsaw
YR ¢6Said 21 NBEIFIgE OHNHMOUP ¢CKAA R20dzYSy
features:

Characteristics of the Warsaw Region

Economic and social aspects

Conditions for the development of tourism in the region

Multi-aspect analysis of tourist attractiveness

Material resources for the development of tourism in the Warsaw

Capital Region

Analysis of tourist traffic in the Warsa@apital Region

Analysis of the accommodation base of the Warsaw

Capital Region Towrn in the development strategies of the

Warsaw

Capital Region Tourist consumption

The volume and structure of tourist consumption by buyers and

product groups

The volume and structure of tourist consumption in the Warsaw

East and Warsaw West subregions

The contribution of tourism to the economy of the capital city

Warsaw

The contribution of the tourism economy to the production and

added value of Warsaw

The contribution of tourism to job creation

Dynamics of the tourism economy in 2014, 2016 and 22020

The contribution of incoming tourism to the creation of GDP

Entities with foreign participation

Tourism economy in the Warsaw East and Warsaw West subregions

Investment expenditure on tourism in Warsaw Tourisqn

investments in Warsaw

Revenues fro tourism to the Warsaw budget

Taxes as the main source of income for local government units

(LGUs)

Personal and corporate income tax

Local tax and real estate tax
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Revenues to the budget of Local Government Units (LGUS) of the
Warsaw Capital Region and its subregions generated by tourism in
20182020

Local government expenditure on tourism.

STAKEHOLDERS ANDGYRS

The main stakeholders and actors are all entitie®ived in the development of
tourist services in Warsaw.

IMPLEMENTATION, RESS, AND IMPACT

¢KS RIGF A& dzaSR (G2 RS@St2LJ RSilIAf SR a
L2t AOeé¢ o6at2f Adel ! GdzNE a G*80mhedocuraehtl a G |
contains data on issues such as: Conditions regarding tourism in Warsaw
(Tourism as one of the functions of the city; Determinants of tourism
development in world cities; Tourism policy in the development of the capital
city Warsaw), Directions of tourisnojicy, Tourism tailored to the city (Tourism
as a sphere of local activity, Product tourism, Tourism in the districts,
Metropolitan tourism, Tourism without conflicts, Business tourism, Smart
tourism).
In addition to the "Tourism Policy" document, the Gabpilrourism Office in
Warsaw develops and makes available thematic strategic documents:
Gal NJ SO aS3aySyida yR LINRBRdzOO | NBI a
G¢2dz2NAAY LRfAOE 2F GKS OAadGe 2F 21
FylFfeara 2F FdzyOQlAz2ylft IyR aLl GALl f
a ¢ 2 dzRdlcy of the capital city "Warsaw" and the natural environment:
lylFteara 2F FdzyOuAN2ylrt FyR aLIl GAL €

4 https://warsawtour.pl/wjgontent/uploads/2023/03/Politykaurystycznam.st_-Warszawy.pél(access:

22.02.2024)

5 Annex to Order No. 1189/2020 of the Mayor of the Capital City of Warsaw, 30.09.2020. (in the original

Polish: ZagNcznik do zarzNdzenia nr 1189/2020 Prezyde
6 Tourism policy of the capal city Warsaw is a document programming the city's development as part of

#Warsaw2030 (in the original Polish: #Warszawa2030. Strategia)

7https://wa[sawtour.pI/wpcontent/uploads/2023/12/politvka turyst a_srodow_przyrod{gudess:
23.02.2024)
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https://warsawtour.pl/wp-content/uploads/2023/12/polityka_turyst_a_srodow_przyrod2.pdf

POLITYKA
TURYSTYCZNA

¢

|&e

G

LPolityka Turystyczna m.st. Warszawy”
a érodowisko przyrodnicze:

Analiza relacji funkcjonalno-przestrzennych »Polityka Turystyczna m.st. Warszawy”
a $rodowisko przyrodnicze

rrrrrrrrrrrrrrrrrrrr Analiza refacji funkcjonalno-przestrzennych

Source https://warsawtour.pl/raporty-i-badania(Access: 23.02.2024)
Gt 208BA0AY 3 21 NBF S AY HNHOE
GhLAYA2Y adz2NBSe NBLRNI grairdAiay3d G2d:
GhLAYA2Y adz2NBSe NBLRNI grardAiay3d G2d:
Ge2dzZNRAY AY 21 NEIFIg Ay UGUKS 2LAYAZY 2

Odwiedzanie Warszawy preez Polakéw w 2023 roku

&
w

Turystyka w Warszawie
w opinii mieszkancéw

Raport z badania

Badania wizerunku Warszawy

Sourcehttps://warsawtour.pl/raporty-i-badania(Access: 23.02.2024)

The document accompanying the thematic studies is the report "The impact of
tourism on the economy of Warsaw and the neighboring subregions: Warsaw
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https://warsawtour.pl/raporty-i-badania
https://warsawtour.pl/raporty-i-badania

East and Warsaw West for 20890 H n ®¢ 0 & 2 LJO @ ¢ LIAIRIENSR)ath &

2 NBRT Fg& 2NII 21 OASYYyeOK LR2RNBIAZ2Y5 4
Warszawskiego Zachodniego nalata2@18 H n € U @

DISCUSSION AND LESSQEARNED

Research on tourism in Warsaw is carried out systematically and covers many of
its features, both quaritative and qualitative. Their results are used to develop
strategic documents related to tourism policy, but also the impact of the
implementation of this policy on the natural and social environment. This model
corresponds to the assumptions of tourisravelopment planning based on the
principles of sustainable development. The method of collection and analysis
takes into account, in parallel with data on tourist traffic, the analysis of the
qguality of life of residents, the perception of the tourist desttion by both
residents and tourists, as well as the impact of tourism on the economy and the
state of the natural environment. This type of activities are an example of good
practices of a systemic approach in planning tourism development.

PICTURES, BACES, REFERENCES

SRR oy o A
Fot. 2. Souvenir magnetsVarsaw (Poland)
Author of the photo: A. Zajadacz, 2023

88



References

at 2t AGe{l GdNEadGeolyl aAladl {d20S01 yS
https://warsawtour.pl/wp-content/uploads/2023/03/Politykal urystyczna
m.st_-Warszawy.pdf (access: 23.02.2024)

WSLE2NIad {G20SO0TyS . AdzNR ¢dzZNBada&-1 A 2D
badania/ (access: 20.01.2024)

a¢dzNBaAGe 1l ¢ AhMNAEESKSONAYRNAI NBLF 602 dzN
content/uploads/2023/11/Turystyka w_Warszawie Raport 2022.pdf (access:
21.02.2024)

a2 LJoég GdzNBade|iA yl FJ2aLR2RIENJt 2FNATI ¢
Warszawskiego Wschodniego i Warszawskiego Zachodniego na lata 2019

2026 @ {261 NI @al SyaAS yI wiSOT .FIRFYALlZX
{G20S0O01TyS3a2 . Adz2NF ¢dz2NBAGRE| AT HAuHMI KOG/
content/uploads/2022/04/Wplywturystykina-gospodarke

Warszawy Opracowanie_skrocone.pdf (access: 24.02.2024)

89



BEST PRACTIGETOURSM MONITORING IN THEREATER POLA
VOIVODESHIP (POLAND)

Alina Zajadacz
LOCATION

The Wielkopolskie Voievodship, Poléfithe Greater Poland Voivodeship)
AREA OF THE GOOD eRIKE

The Wielkopolskie Voievodship, Poland (the Greater Polamebdeship)

CONTEXT

For the Greater Poland Voivodeship, located in the western part of Poland, the

I Sy (NI € {GFr0A&aGAO!I € hFFAOS LINBLI NBa
+2AQP2RAKALE O60dCdzNRBAGERT R AYE W2 2Qded RA & &3
ASNASE a{aGldAaGAOrt 1ylrfteasSacdd ¢KS f I
of tourism in the voivodship in the period 20§8)21. The publication contains
powiat-level statistics about the state and usage of the tourism infracttire

and the use of accommodation facilities available in the voivodship by Polish and
F2NBAIY (G2dZNAaAGaAP LY FTRRAGAZ2Y I (KS NBI
assets and sports and recreation facilities, together with information about
tourist trails and adventure tourism, provided by

the Polish Tourist and Sightseeing Association.

The report consists of an analytical part,
illustrated with charts and figures, and a
methodological commentary, containing
definitions of basic terms and indicatorlt can

also be downloaded from the website of the

Source:https://poznan.stat.gov.pl/publikacie
Turystyka w wojewédztwie wielkopolskim i-folde ry/ sporttu ryStyka/ tu ryStykaW-

w latach 2018-2021 . . . .

Tourism in Wielkopolskie Voivodship in 2018-2021 WOJ eWOd ZtWI e'WI eI kO pOIS kl mW'lataCh

20182021,2,3.html

8 https://poznan.stat.gov.pl/publikadjdoldery/sporiturystyka/turystykav-wojewodztwiewielkopolskimw-
latach20182021,2,3.htnfaccess: 20.01.2024)
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{GFGAAGAOLIT h¥TFAOS Ay ¢ FHeyepo#t inauées thd J3 Y K K
following content:

1. Geographic location and natw@lltural assets of Greater Poland Voivodship
2. Tourist accommodan establishments and their occupancy

2.1. Facilities and bed places

2.2. Occupancy of tourist accommodation establishments

2.3. Nights spent (overnight stay) in tourist accommodation establishments
2.4. Occupancy rate of bed places

2.5. Occupancy of reos in hotels and similar establishments

2.6. Catering establishments in tourist accommodation establishments

2.7. Additional equipment of tourist accommodation establishments

3. Territorial diversity of tourist accommodation establishments

3.1. Tourist ac@ammodation establishments and their occupancy by powiats
of Greater Poland Voivodship

3.2. Foreign tourists by powiats of Greater Poland Voivodship

3.3. Occupancy rate of bed places by powiats of Greater Poland Voivodship
3.4. Indicators of accommodationfrastructure and its occupancy by powiats
of Greater Poland Voivodship

4. Border traffic on airports

5. Polish Tourist and Sightseeing Association

6. Entities connected with tourism

6.1. Entities in the REGON register

6.2. Entities recorded in the Centr&egister of Tourism Organisers and
Entrepreneurs

Facilitating the Purchase of Linked Travel Arrangements

7. Selflgovernment expenditure on tourism.

STAKEHOLDERS ANDOGRS

All entities involved in the development of tourist services in Greater Poland

9 https://poznan.stat.gov.pl/opracowabiazace/opracowanisygnalne/sporturystyka/turystykaw-
wojewodztwie-wielkopolskimw-2022r-,1,15.html (access: 20.01.2024)
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IMPLEMENTATION, RESSLAND IMPACT

Reports prepared by the Central Statistical Office are used for detailed analyses.

It constitutes a base for local research and analyses. In the capital of Greater
Poland-G0 KS OA (& 2F t 21yl Z2 ni(OTF ¢ RDItf 2 1¢y2IdA
[ 20Ff ¢2dz2NA&G hNHEFYATFGA2Yy 0 NBIdz | NI &
Metropolitan Area. Final reports summarizing the knowledge gathered in this

I NBlF I NF ONBIGSR 2y (KS o6Fara 2F RIFGI
additional research.
¢KS t2TylIZ ¢2d2NAald . IFNRYSGSNE APdSo

G2dz2NA&ad LIKSy2YSyl Ay t2iylZ IyR (4KS ad
2012. Entities involved in the development and creation of local tourist products
provide monthly data that provides u-date, comprehensive and reliable
information on the state of tourism in the agglomeration2 1 y I Z® ¢ KS LJ
partners are tourist information points, accommodation facilities, museums,

t 217 Y1 EZgA O | A NLI Nauge, Zoazahdyothé tourikt attractions

2F t21ylZ FYR (GKS t21TylFIZ aSiNRLRfA&AD
0KS 2LISNIGA2Y 2F GKS t21TylFZ ¢2d2NRaY .|
All reports are available for download on the POT website

The state of tourisminBoy I Z2 AY HAHM

¢KS adrasS 2F (2dRRGAY AYy t21T Yyl Z AY H
¢c2dzNRAaida Ay t21yFEZU4a O02YY2RIGA2Y
¢KS adraS 2F d2dz2NAayY AYOIHKS t 21yl Z
¢KS adraS 2F d2dz2NAaY AYOIBKS t 21yl Z
The state of tourisminPoknZ I YR G KS & dzNNRdzy RAy 3 |
Tourism and recreational traffic survey opinion of tourists and
NEONBI GA2yAaitia dArairidAiyd GKS t21yl Z

10 http://www.poznan.travel/pl/r/plot/raporiybadania(access: 18.02.2024)
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For example, the 2021 Repéfrincluded data on features such as:
Accommodation facilitiegnumber of accommodation facilities, number
of beds, number of overnight stays for domestic tourists, number of
overnight stays for foreign tourists, total number of overnight stays,
number of overnight stays, use of hotel rooms
Tourist information (numbeof customers of Tourist Information points)

t 2T YEIZGAOL ANLIRNI oYFLI 2F AN O2yy.
Tourist Attractions (number of visitors)

Meetings Market (structure of events depending on their type, industry,
type of facility,group origin, duration, organizer, form of the meeting,
organization period by months).

DISCUSSION AND LE$SSQEARNED

The analysis of the three presented
examples of practices in the field of
monitoring the development of

tourism in Poland leads to mumber
Stan of key conclusions:

turyStyki 1. The tourism monitoring system is
YV =loy n = s T Civerse. depending on the specificity
- . of the destination and the method of
| metropoli

financing tourisrrelated research.
Poznarh w roku (this in turn depends on the economic
202] importance of tourism in the
destination).

2. Tourism research results are
Raport na podstawie

danych zebranych w ramach analyzed separately, apart from
Poznaiiskiego Barometru

Tevsemep analyzes regarding the quality of life
of residents or the state of the

. destination's natural environment.
POZnan rave

IR | XA A IRAI A

11 http://www.poznan.travel/uploaded/File/barometr/PLOT_Turystyka w_Poznaniu_2021 v04%200K.pdf
(access: 18.02.2024)
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The data of these three pillars of sustainable development should be
analyzed comprehssively.

3. Main recommendation including information on the state of the
natural environment and the socieconomic situation of residents in the
current system for collecting data on tourist traffic.

PICTURES, SOURCEFHRENCES

Fot.3.TheOldTow Ay t 21Tyl Z o6t 2fl yRO
Author of the photo: A. Zajadacz, 2024
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BEST PRACTICBIEIMONT AS DATA DRIVERSTINATION

YNRAGNY L t2YLIzZNR Gt S LOFYyl ~AY

LOCATION

Piedmont, located in the northwestern segment of Italy, is characterized by a
diverse topography that includes significant portions of the Alps and the Po
Valley, making it a region of considerable geographitarest. The capital,
Turin, historically significant as the seat of the Savoy monarchy, exhibits a range
of architectural styles from Roman, Baroque, to Renaissance, indicative of its rich
historical evolution and the role it has played in Italian @atfion.

Source: https://www.pinterest.ch/pin/812125745289935326/

The region's climatic conditions vary from the Alpine climate in its mountainous
areas to a more temperate one in the plains, influencing its aduicul The
Langhe area, a part of Piedmont recognized by UNESCO, is notable for its wine
production of Barolo and Barbaresco. Both enjoying significant oenological
interest due to their unique terroir and historical cultivation techniques.

Culinary traditons in Piedmont hold a place of distinction within Italian
gastronomy, with the exceptional white truffle of Alba. This, alongside the
region's emphasis on slow food principles, underscores the cultural significance
of local food traditions and their imgaon regional identity.

Cultural heritage in Piedmont extends beyond gastronomy and wine to the Sacri
Monti. These nine sacred mountains, also recognized by UNESCO, represent a
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unique cultural and religious phenomenon within the European context,
blendingnatural landscapes with devotional art and architecture from the late
Renaissance and Baroque periods.

Academic interest in Piedmont often focuses on its economic development,
particularly in the context of the industrial history of Turin. The broadeiorég
transition towards a more diversified economy includes tourism, agriculture, and
smallscale manufacturing. The balanced relation between the preservation of
cultural heritage and economic development presents a focal point for research,
especiallyn the context of sustainable tourism and the conservation of UNESCO
listed sites.

AREA OF THE GOOD eRWKE

In the context of evolving tourist expectations and the dynamic nature of the
travel industry, VisitPiemonte recognized the imperative need to anbats
strategic planning and promotional efforts with a more nuanced understanding
of visitor sentiment. The decision to integrate Data Appeal's sentiment analysis
tools into their operational framework was primarily driven by the limitations
inherent in traditional feedback mechanisms, which were not only resource
intensive but also lacked the depth and agility required for -teaé market
responsiveness.

The destination marketing organization sought to transcend the conventional
metrics of tourist sa#ifaction, aiming to delve into the qualitative aspects of
visitor experiences. This shift towards a more granular analysis was motivated
by the need to comprehend not just the level of satisfaction but the underlying
reasons that influenced tourist percaphs and choices. The objective was to
dissect the sentiment across various dimensions, including the diverse origins of
tourists and their evolving preferences, to tailor the region's product more
effectively.

Furthermore, VisitPiemonte's initiative waaderpinned by the broader goal of
aligning its promotional strategies with actual visitor experiences and
expectations. By leveraging Data Appeal's capabilities, the organization aimed to
move beyond static analyses, embracing a dynamic approach thatafizdil
systematic monitoring, comparative benchmarks, and the ability to adapt to
emerging trends in redime.
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The implementation of Data Appeal Studio stood out for its #igendly
interface and comprehensive analytical suite, empowering Visit Pientomtet

only capture but also interpret the complex tapestry of visitor sentiment. This
strategic move was anticipated to yield significant dividends in terms of
enhancing the region's appeal, optimizing investment in promotional activities,
and ultimatelyfostering a more vibrant and sustainable tourism ecosystem.
Visit Piedmonte's adoption of Data Appeal for sentiment analysis marked a
pivotal transition towards a more datdriven and responsive tourism
management approach, reflecting a broader industend towards leveraging
advanced analytics to enhance visitor experiences and destination
competitiveness.

CONTEXT

Since the organization of the Turin 2006 Winter Olympics, Piedmont has
witnessed a notable surge in tourist influx. Over a span of merelyehds,
arrivals witnessed a remarkable increase of over 43%, accompanied by a
concurrent growth in overnight stays by over 23%. This upward trajectory
persisted until 2020, when the spread of the Cedfll pandemic halted this
positive trend. Throughout i8 period, the soci@conomic and cultural
metamorphosis within the tourism domain prompted VisitPiemonte to prioritize
tourists in its strategic endeavours. Indeed, the DMO asserts that the focal point
of all initiatives revolves around the visitor. Thsitor does not merely act as a
passive participant in travel and leisure activities, but as an active agent
contributing to the shaping of Piedmont's image through his/her feedback,
online reviews, and blogs.

However, notwithstanding the statistical evidege of escalating arrivals,
VisitPiemonte found itself lacking "qualitative" metrics essential for informed
decisionrmaking and strategy formulation. Chief among these was the need to
gauge tourist sentiment. Recognizing this imperative, VisitPiemonteuéated

an urgency to delve into the intricacies of traveller satisfaction and analyse their
"digital traces". Questions arose regarding the perception of Piedmont among
visitors, its variation across demographic origins, and the determinants
influencing vsitors' choice of Piedmont as their destination. To unravel the
genuine sentiments harboured by tourists towards Piedmont, the DMO initiated
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surveys, albeit soon discovering their inefficacy due to the excessive time and
resources they consumed. Moreovehese surveys only provided superficial
insights into overarching themes or generalized opinions concerning aspects
such as hotel experiences, precludinegdegpth analysis, systematic monitoring,
comparative assessments, or benchmark analyses againstr aievant
destinations.

In 2020, the decision was made to embrace the territorial analysis platform Data
Appeal Studio, characterized by its uéeendly interface seamlessly aligned
with the DMO's requisites. This platform empowers VisitPiemonte to gond
reattime analyses of both supply and demand dynamics, thereby enabling the
informed delineation of promotional strategies, campaigns, and investment
initiatives.

STAKEHOLDERS ANDG¥RS

VisitPiemonteserves as the destination marketing organization (DMO) for the
Piedmont region of ltaly, functioning as an internal agency of both Regione
Piedmonte and Unioncamere Piedmonte. This organization is primarily focused
on the promotion and enhancement of tasm and agrfood sectors within the
region. One of its integral components is the Tourism Observatory of the
Piedmont Region, which conducts comprehensive analyses of tourism offerings
and visitor flow patterns through systematic data collection, analyarsd
interpretation.

Data Appeal Studio is a comprehensive destination analysis platform specifically
designed for use by destination marketing organizations (DMOs), tourism
boards, and destinations themselves. This platform provides a unified toolset for
tracking, assessing, and benchmarking destinations of varying scales, along with
their operators, visitors, and competitors. With Data Appeal Studio, users can
examine the complete visitor journey comprehensively, spanning fronvigie
activities such s flight and hotel searches and bookings, to psisly reviews

and feedback. This holistic approach enables ad&fyee analysis of the visitor
experience. The platform facilitates effective destination and brand
management through a range of featurescluding the ability to forecast
arrivals, evaluate the reputation of the destination, conduct benchmarking and
comparative analyses, and devise strategic improvements.
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IMPLEMENTATION, RESS, AND IMPACT

The comprehensive analysis conducted on the destination has provided
VisitPiedmonte with a precise understanding of how tourists perceive and
experience the Piedmont territory across its various dimensions. This includes
discerning the sentiment towards éRimont at regional, city, and individual
establishment levels such as hotels, restaurants, and attractions.

DIGITAL TRACES VOLUME AND SENTIMENT TREND 3

Monthly =

lllustration 2: Example of the evolution of sentiment over time

Source: https://docs.datappeal.iofdi-destinationshelp-center/destinations
Thederivation of the Sentiment Score, which serves as an indicator of visitor
satisfaction, emerged as a pivotal dataset required to augment the repertoire of
key performance indicators for the Tourism Observatory of the Piedmont
Region. This analytical toevas devised to facilitate an -tepth territorial
assessment aimed at guiding strategic interventions and bolstering local tourism,
particularly during periods of acute adversity such as the coronavirus pandemic.
The insights garnered from this initiatihave enabled VisitPiemonte to channel
investments judiciously and devise targeted initiatives, resulting in tangible
successes and outcomes evident in 2020.
Analysis has revealed that the territories of Langhe Monferrato Roero and Cuneo
have exhibited thdnighest sentiment levels within the region, registering scores
of 89.9/100 (+0.4%) and 89.2/100 (+0.3%) respectively, compared to figures
from 2019. Furthermore, satisfaction pertaining to accommodation services in
Piedmont surpasses the national averagéth reviews from lItalian users
surpassing those from abroad, albeit with a more positive sentiment exhibited
by the latter (88.1/100 vs. 86.6/100). During the top season in summer period
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2022, the sentiment value of Piedmonr2 (1 compared to the same ped of the
previous year) is higher than in Italy: 86.1/100 vs 84.8/100.

© SENTIMENT

DATA APPEAL wrwdotoppests @Rl

STUDIO

lllustration 3: Sentiment Analysis for Piedmont during JAngust 2022
Source: https://www.visitPiedmonteimo.org/wp-

content/uploads/2022/10/Piedmonte_Arefrodotto_Estate2022.pdf
Territorial benchmark analyses play a crucial role in informing prudent decisions
regarding marketing investments and positioning strategies. These analyses
facilitate comparisons not only among various destinations within Piedmont but
also between Piedmdrand competing destinations.
Based on the findings, VisitPiemonte can discern distinctive attributes to be
emphasized in promotional endeavours and devise esefiing strategies for
local and regional products and partnerships to enhance competitiveness
global scale. The utility of Data Appeal Studio and its wealth of information
extends to fostering publiprivate partnerships aimed at supporting and
promoting the economic development of specific Piedmont territories and the
local businesses therei
A notable instance of leveraging this analytical framework is exemplified by the
Langhe Monferrato Roero Observatory, established to examine the ramifications
of, and tourism's impact on, the prestigious International Aloa White Truffle Fair,
one of theforemost gastronomic events globally. Remarkable insights surfaced
from comparisons between the tourist offerings of Langhe Monferrato Roero
and analogous territories renowned for food and wine tourism, including
Brunello, Chianti, Franciacorta (nationBenchmarks), and Burgundy (an
international benchmark). An examination of web reviews underscored Langhe
Monferrato Roero's markedly superior sentiment-igis Burgundy, France
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across all facets of the tourism industry. The data point at the competitive
advantage of Piedmont's territory and the exception of its food and wine
offerings, domestically and internationally. Furthermore, Piedmont received the
inaugural Italy Digital Destination prize for having the Best Food & Wine Offer,
predicated on sentimetanalysis of online content at a national level.

Given the substantial economic contribution of food and wiakted tourism

to Piedmont, constant monitoring and analysis are imperative. In this regard,
Data Appeal Studio emerges as an invaluable toatilifating granular
examination across various tourism sectors (Hospitality, Food & Beverage,
Attractions) and delving into the performance metrics of individual operators
within each sector. Notably, for the first time, this platform enables the tracking
of local wineries' performance, a pivotal aspect of food and wine tourism in
Piedmont.

DISCUSSION AND LESSQEARNED

The initiative by VisitPiemonte to incorporate Data Appeal's sentiment analysis
represents a paradigm shift in regional tourism managetrtowards a data
driven approach. This transition underlines the importance of -tiead,
gualitative insights over traditional quantitative metrics, reflecting a broader
industry trend towards enhancing visitor experiences and destination
competitivenes through advanced analytics.

The substantial increase in tourist arrivals and overnight stays in Piedmont prior
to the COVIEL9 pandemic highlights the region's growing appeal. However, the
pandemic underscored the necessity for adaptable, informed tousgategies

that can swiftly respond to changing market dynamics. The adoption of Data
Appeal's tools facilitated a deeper understanding of visitor sentiment, enabling
tailored promotional strategies and highlighting the significance of aligning
marketingefforts to actual visitor experiences.

The analysis revealed Langhe, Monferrato, Roero, and Cuneo as areas with high
sentiment scores, which VisitPiemonte could leverage in its promotional
activities. The platform's ability to conduct territorial benchikamnalyses has
been instrumental in guiding investment and marketing decisions, enhancing
Piedmont's global competitiveness.
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Moreover, the initiative's success in provision of actionable insights during the
pandemic illustrates the critical role of dataaytics in tourism management,
particularly in crisis situations. The establishment of observatories like the
Langhe Monferrato Roero Observatory exemplifies the practical application of
sentiment analysis in understanding and promoting specific event$, as the
International Alba White Truffle Fair.

This case study underscores the potential of sentiment analysis not only in
enhancing visitor satisfaction but also in contributing to the economic
development of tourism regions. It highlights the importanof continuous
monitoring and analysis, especially in sectors with significant economic
contributions, such as food and wine tourism. The insights gained from this
initiative offer valuable lessons for other regions looking to incorporate the
power of daf analytics in tourism management, emphasizing the need for a
dynamic, responsive approach to tourism promotion and strategy development.

PICTURES, SOURCEFHRENCES

Fapnu
g

Source: VisitPiemonte: How the destination of Piedmont, Italy leverages
Sentiment Analysis and Alternative Data to boost tourism and overcome
competitors, datappeal.io.
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PERIODO AREE

ovov21 - 31707/21 Langhe Monf.to Roero

01/01/21 - 31/07/21 2. Borgogna

© SENTIMENT

Il Sentiment misura il livello di soddisfazione percepita espressa dagli utenti che emerge dall'analisi semantica dei contenuti online

SENTIMENT LANGHE MONFTO ROERO
VS 2. BORGOGNA ANDAMENTO
90.6 vs. £
9
— Langhe Monfto Roero 2. Borgogna

DATA APPEAL

www.datappeal.io @10101
STUDIO

Source: VisitPiemonte: How the destination of Piedmont, Italy leverages
Sentiment Analysis and Alternative Data to boost tourism and overcome
competitors, datappeal.io
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BEST PRACTICEMOY h ~L/ 9 ¢ h | SMTERNM SLOVAKIA!

¢ KS ORA ( &thezsécond Rirgest@ify in Slovakia, is located in the eastern

part of Slovakia, near the borders with Hungary (20 km), Ukraine (80 km) and
t2f YR o0cdn (1YO® LY GKS LIadz GKS Tl @2
point on trade routes, today it is key economic agglomeration, but also a
crossroads of transport routes, which is contributed by the railway junction and

the international airport.

Y2ZOA0S Aa GKS FANBRG 9dz2NRLISEHY OAGe G2

] dzZR2 ONG + S Uf tee fidtNilng/tdl Sléyal knlity FRS OAGe 2F
Another first is connected with sportsthe oldest European and the second

oldest world marathon the International Peace Marathon (founded in 1924)
a0FNIa Ay Y2O0A0S 2 yr Doné of BiA Mikalbeth fsdhg R |- &
easternmost Gothic cathedral in Europe. The historical center is the largest
urban monument reserve in the Slovak Republic. The oldest secondary school in

/| SYGUNI f 9dzNR LIS ¢ &-int #18222the Eéntlaf BnBi&ingh y Y 2
School. On the territory of the city is the largest zoo in Central Europe (288
hectares) and the largest Slovak botanical garden with the largest collection of
OFOGA Ay (GKS F2NN¥SNI /1 SOK2at20F1Alld ¢
the oldest and only one in Slovakia.

tKS OAGe 2F Y2O0AO0OS EulogeanC&pfal of @uitureSod) 2 F
2013 together with the French city of Marseille. After the prestigious title of
QdzZNB LISFY [ FLAGEFE 2F [ dzf O dzNIakiatoirsceive Y 2 O
another important title¢ European City of Sport 2016.

LOCATION
¢tKS OAGe Aa t20F0SR Ay GKS Y20A0S . I a
02NRSNBR (12 (KS ¢Said o0& (GKS alldzZNB 27F

Thecitycenterda f 20FGSR a4 Fy Ff0AGdzZRS 2F Hny
Y2ZRSNI 0St@& 61NV gAGK | @SNI oS /i SAYWLISMI yiidd
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bSadf SR Ay GKS SIFadSNYy LINI 2F {ft20 1)
beckons travelers with its ain tapestry of cultural, historical, and natural
wonders. Serving as a gateway to Eastern Europe, the city's location facilitates
easy access by air, road, and rail, welcoming visitors from across the globe to
embark on a journey of exploration and discoue

Y2ZOAO0S LYUGSNYyFGAz2y It 1 ANLRNIG adl yRa | :
connections to major European destinations and beyond. This accessibility
YIF1{Sa Y2O0A0S |y SyuAOAy3a 2LA2y F2N A
themselves in tB charms of Eastern Slovakia. Moreover, the city's robust road

and rail networks ensure seamless transportation for those arriving by car, bus,

or train, enhancing its appeal as a tourist destination.

. Se2yR (GKS OAGe& fAYAIQaeasury gade @b Saluzal f 2 Ol
attractions waiting to be explored. Just a short drive away lies the Slovak
Paradise National Park, a paradise for nature enthusiasts boasting picturesque
hiking trails, breathtaking waterfalls, and stunning landscapes. Likewise, th
nearby world famous Tokaj wine region entices visitors with its rolling vineyards,
centuriesold winemaking traditions, and exquisite wines, offering a delightful
escape into the world of viticulture and scenic beauty.

[ dzf GdzNJ € f @ |y R afdAita SrouhdDg fedioh Jboun@ with O
wonders waiting to be uncovered. The city serves as a gateway to medieval
G26yas F2NUAFTASR OlFraidtsSaz FyR 'b9{/ h 2
GKS 26y 2F [S@26F 3% 2F7FSN¥kedlHstord &antl Y LJa S ¢
tradition. The region's ethnic diversity, influenced by Slovak, Hungarian, and
other ethnic communities, adds layers of complexity to its cultural landscape,
enriching the visitor experience with vibrant traditions and customs.

WithinY 2 OA 0SS AG&aSt ¥z G2dzNRAadGa OFy é6F yYRSNJI
architectural marvels like St. Elisabeth Cathedral, the State Theatre, and the
remnants of the city walls stand as testaments to its storied past. Throughout

the year, the city comgalive with a vibrant cultural scene, hosting a myriad of
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events and festivals celebrating music, theater, film, and literature, drawing
enthusiasts from far and wide to partake in the festivities.

=Tk
S

a2NB2OSNE Y20A0SUa ad NEasts&daRu@pefogedsiup A 2 Y
endless possibilities for further exploration. Travelers can venture into
neighboring countries like Hungary, Ukraine, and Poland, discovering their own
unique cultural landmarks, historical sites, and natural wonders, thus expgndi

the horizons of their journey.
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LY S&aaSyoSz Y20A0S4ya t20F0A2y aSNBSa
adventures, inviting travelers to delve into the captivating blend of natural
beauty, cultural heritage, and historical significance that deftbe@stern Slovakia

and beyond. With its accessible transportation networks, diverse attractions,

' YR 62dzy Rt Saa SELX 2N} A2y 2LILIRNIdzy A G A S
ready to captivate the hearts and minds of adventurers seeking to uncover the
wonders of the region.

In its administrative boundaries, the city has an area of 243.7 km2. Based on the
NBadzZ 6a 2F GKS OSyadzZiz HupInnn AYKIFOAIU
of January 1, 2021. The population density reaches 939.8 personstntizese,

209,031 inhabitants were identified by selfiumeration and 20,090 inhabitants

$SNE I RRSR o0F&aSR 2y RFGlF FTNBY |RYAYAAI
natural persons). From this mentioned figure "229,040 inhabitants” will be
subsequenty developed the reporting of the state of the inhabitants, which is
solved by the balance method, i.e. j. addition of births and immigrants,
subtraction of deaths and emigration according to the respective year. According

to the mentioned method, as of Dember 31, 2021, the number of inhabitants

Ay (GKS OAGE 2F Y2OAO0S 41L& HHTInpy®

The city is the seat of the Constitutional Court of the Slovak Republic and the
aSld 27F O keoverkig®&gds Ag a independent legal entity, it is
divided into 22 ¢y districts.

AREA AND CONTEXTTBE GOOD PRACTICE

l'a LIFNI 2F GFNBSGSR YIFENJSGAY3A | OUADAG
focused on researching the country of origin of visitors browsing its website. The
dominant group are Slovak visitors @l@housand), followed by Czechs (8.4
thousand), Germans (9.8 thousand), Hungarians (9.5 thousand), USA (3.2
thousand), UK (3.4 thousand) , Poles (1.5 thousand) and Austrians (1.3
thousand). At the same time, they examine the average duration of a visieto
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individual information for visitors and the effectiveness of the focus of marketing
activities. From the point of view of the efficiency of spending financial resources

on maketing activities, this is a relatively fundamental issue. In this way, it is
possible to evaluate the relationship between the amount of funds spent and

the effect of marketing activities and information on potential and existing
visitors. There is usugla correlation between market distance and site visit
length, although this is not true in every single case. The majority of visitors to
0KS @GAarldl Y2O0A0S 6S60arisS Ay GKS AYRAOA
more than 60% in almost every evatad quarter. In terms of the evaluated age
categories, visitors aged 2Bl and 3544 made up more than 60% of visitors.

ht RSNJ OAaAAG2NAR NS faz2 Y2NB G0SyaArgds
website. Visitors paid the most attention in terragstaying on the page to the
Y2OA0S DbAIKG 2F adzaSdzyra SgSyuausz F2tf2¢
$SS1> 2KSNB (2 332 4A0K OKAfRNBY Ay Y2
the site. Englistspeaking foreigners were primarily interested in TopriEvén
Y2OA0S® ¢KS Y2ad dzaSR a2O0Al f y-8lidkeg 2 NJ
G2 20KSNJ ¢6SoaAridaSaod »%hh Y2O0OA0S Aa o0& 1
Arena, hotels, cinemas, restaurants. Transport accessibility by car and by air from
variousNEIA 2y a 2F 9dzNRBLIS ¢4l a | faz Sgltdz i
the eastern part of Slovakia, traffic accessibility is relatively good via highways in
Slovakia, Poland and Hungary with connections to international airports in
Bratislava, Budapest 81 + ASYy Yyl ® LYy | RRAUGA2Y G2 (KS
other air connections can be used.

STAKEHOLDERS ANDGRS

¢tKS RSadGAYylFrOA2y 2F Y2OAO0S KIFa &aSOSNI f
development of tourism and are also on the board of dioes or the supervisory

board of the destination management organization.

They are

-0KS OAlGe& 2F Y2O0AO0S Fra F RSOA&AAOS a&adzm
development of tourism,

-LINP GARSNBE 2F OGNI YyALRZNI aSNIAOSA NBLINB



- accommodation service providers,

- representatives of tourism attractions,

- representatives of incoming travel agencies,

- representatives of intersectoral cooperation,

lf 023SGKSNE +AaA0 Y2O0A0S Kla Y2NB (KI
the diredor of the organization, marketing manager, financial manager, process

and IT manager and external relations manager. Infopoint employs 2 permanent
employees and pattime workers.

In terms of representation, museums make up 15.% of members, hotels 15.8%,
restaurants 10.5%, congress organizers 5.3%, trade mediation 5.3%, operation
of historical monuments 5.3%, canteens 5.3%, botanical gardens 5.3%, tertiary
education 5.3%, wholesale of beverages 5.3%, general public administration
5.3%, brewing 5.3%, lodahnsport 5.3%, air transport 5.3.

+AaAld Y2OAO0S |ftaz2z ¢2NjJa AyaSyargsSte g7
creator, expert consultant for city marketing, graphic design specialist, child
passport specialist and social media management specialist.

¢CKS +AAaAd Y2O0A0S RS&GAYIFGAZY | faz O
2NBI YAT FGA2Yy 2F RSadAyraGAzy YIFylF3aSySy
publishes fairly extensive annual reports and statistics on its activities. For the
region of eastern Slovakithis is an important element of development, because

the attractiveness of the city and the region together creates a significant
synergistic effect and a prerequisite for the development of tourism.

IMPLEMENTATION, RESS, AND IMPACT

According to thalata, it is possible to identify up to 265 accommodation entities

2y TANDYO AY Y2O0AO0SS HHT FNB LINBaSyuas
Tripadvisor platform, and Google provides information on 163 tourism entities

AY Y2O0A0S® ! G ( Kr@cesidany®e prackselySdcated kW 3hae S &
AYRAGARdZEE n OAGE RAAGNARAOGA 2F Y2O0AO0S«
of reviews from accommodated guests is also evaluated and satisfaction with

the services is checked. Thus, the destination contiteésquality of services
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indirectly and can communicate with individual service producers. Special
attention is paid to this evaluation for Booking, Tripadvisor, Facebook and
Google. With this breakdown, it is possible to find out whether guests' rights are
being violated not only in standard accommodation facilities but also in Airbnb.
This is an important figure because the popularity and use of Airbnb has
increased significantly in recent years. Each evaluated device thus goes through
an additional checkyhich helps to take follovup measures.

FAaAO a0FGAEGA0 AYRAOFUG2NR 2F G2dz2NRaAY

Indicator/Year 2022 2021 2020 2019 2018
Number of theaters 8 ) ) 9 6
Subjects of professiona

performing arts 10 9 . . .
Museum visitors per year 156 937 67 099 65943| 131173 117574
Cinema attendance

per year 305 850 132 479 168 103 483 366| 453 151
Total seating capacity

in cinemas 7 715 2229 2 239 2 239 2219
Total seating capacity

in cinemas per 1000 inhabitant] 34,0 9,8 9,4 9,4 9,3
Number of publidibraries 2 2 2 2 2
Beds in tourism accommodatio

facilities 6 858 6 559 6 452 6 749 5628
Beds in tourism accommodatio

facilities per 1000 inhabitants 30,2 28,7 27,1 28,3 23,6
Overnight stays in tourisn

accommodation facilities 353 602 184 252 240 651 560 580| 417 209
Overnight stays of domesti

visitors in tourism

accommodation facilities 196 182 135071 D 305 763| 241509
Overnight stays of foreig

visitors in tourism

accommodation facilities 157 420 49 181 D 254 817| 175700

Overnight stays in tourism
accommodation facilities pe
inhabitant 1,6 0,8 1,0 2,3 1,7
Number of public pools (bott
indoor and outdoor, excludin
natural beaches) 1 1 - 1 1

Source: own processing from the data of the Statistical office

From the point of view of work dhfopoint, the number of visitors is evaluated
on a daily basis, especially the number of visitors from home and abroad.
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Subsequently, the number of Infocenter guests from individual foreign markets

Is evaluated. These statistics are processed on a moattdyquarterly basis.

LY FTRRAOGAZ2YS +A&aArid Y20A0S LINROS&aasSa i
the Statistical Office of the Slovak Republic, where it evaluates various indicators
such as the number of accommodated guests, the number of renewals, the
number of overnight stays according to source markets, museum attendance
and the like.

LG Aa Of SINIFNRBY GKS 2FFAOALE adrkdArada
destination before the pandemic. The number of overnight stays before the
pandemc reached more than 560,000. Of this, 305 thousand were domestic and
Hpp UK2dzalyR FT2NBA3IY 20SNYyAIKG adreao
results from the uniqueness of cultural and historical monuments, nature in the
surroundings, various atctive primary and secondary offers and a consistently

high number of organized events. For this reason, the city's offer is suitable for
several strong and numerous segments. These are business travelers, families
with children, young singles, and the rdid-aged segment. At the same time,

these market segments are divided geographically according to the already
mentioned source markets.

CNRY GUKS LRAY(G 2F @OAS¢g 2 Fals@dvaluatbklthe A y 3
collection of accommodation tax and compares it with the number of overnight
stays, hotel sales and other indicators. The collection of this tax in 2019 before
the pandemic was a record.

The evaluation of various indicators with citks (1 KS Y2 OA OS NX3IA
comparing primarily the number of guests and the number of overnight stays.

The most important markets include the Czech Republic, Poland, Hungary,
Austria, and Germany. Before the outbreak of the war conflict in Ukrédinas

also Ukraine and Russia. From #ewmropean countries, the most important
source markets are Korea, the USA and Israel.

When evaluating accommodation statistics, attention is also paid to the
distribution of guests by age category. Part of the datahe frequency of trips

08 OAGATSYya 2F AYRAGDARZ £ 9dzZNRBLISIYy A&l
auxiliary statistics from Eurostat. The positive news is that nationals from key
source markets have strong propensities to travel. In addition, fronpthet of
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view of the available statistics, they do not have fundamental financial problems

when deciding on a vacation. In the key source markets, there is also a strong
tendency towards vacations in the city and, of course, the main vacation by the

sea. Bit that is a stable part of motivation in most markets.

It is essential that online booking methods are ueendly and the reason for
returning to the destination is, in addition to the attractiveness of nature,
affordability.

DISCUSSION AND LESSQERNED

LG A& OftSEFENI FNRBY GKS 1020S AYyTF2N¥IOA2)
to secondary sources of statistics in terms of attendance, number of guests,
number of overnight stays, assessment of accommodation capacity, attendance

at attractionstheaters, museums and the like. In addition, he devotes significant
attention to the research of visitor behavior, comparing the connections
between the distance of the markets and the length of stay, the number of
visitors by gender, age. It also evakestinterest in individual attractions and
organized events in gastronomy and fashion. Englsraking foreigners were

more interested in the s@alled Top events. During the evaluation, attention is

also paid to activities on Facebook and clicks on gblages.

5ah Y20A0S Kla Y2NB GKIy pn YSYoSNA
museums, monuments, congress organizers and others. Cooperation with the
NEIA2YylFf 5ah F2NJ 6KS Y2O0AO0S NBIAZ2Y A&
effect from the point of \v@w of tourism. Airbnb's impact on tourism is also
evaluated, services are provided by more than 265 actors. After the pandemic,
tourism slowly reached the level of 2019, when it reached 560,000. overnight
stays. DMO works intensively with individual margegments in terms of offer
according to various criteria. The accommodation tax collection is also evaluated

as an economic indicator of development. The most important markets
according to accommodation statistics are the surrounding countries, Germany

and Austria.

Y2O0A0S +ta | 5FaGF RNAGSY Odzf GdzNF £ RSa&dA
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power of data analytics, technology and insights to improve various aspects of
its operations and visitor experienc&hey use data from multiple sources,
including visitor behavior, environmental conditions and operational metrics, to
inform decisioamaking, optimize resource allocation and tailor offers to meet
visitor needs and preferences.

Using approaches basednah Y2 OA OS RIGF X LINAYLF NRE &

1. Improve visitor experience: By analyzing visitor data, they gain insight into
visitor preferences, behavior and interests. This information allows them to
personalize experiences, offer targeted recommendations and create
memorable interactions for guests.

H® LYONBIFaAy3a 2LISNI GA2Y I € STFAOASYOe Y
streamline operations, optimize processes and allocate resources more
efficiently. Datadriven strategies help increase efficiency and reduce ctrsts,

managing crowds and potentially the future to optimizing energy use and waste
management.

od® 5ah Y2O0AO0S &dzLILIR NI A Ayy20FGA2Y | yR
emerging trends, anticipate the needs of visitors and innovate their offers
acaordingly. This proactive approach to innovation helps to stay competitive and
adapt to changing market demands.

4. Support sustainabiliyhA Y A LA NI G A2y F2NJ 0KS Fdzi dzZNBY
sustainable procedures in the future by monitoring and anatyenvironmental

data. This includes monitoring energy consumption, managing waste and
minimizing environmental impact while maximizing conservation efforts.

5. Intelligent decisioy'F {1 Ay3aY 5L a1l FylFrftedAaoa Syl of
informed decisions baske on data in various areas such as marketing,
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infrastructure development and customer service. This leads to better strategic
planning and more efficient allocation of resources.

Overall, dataBRNA Sy 5aha Y2O0AO0S dzaS GSOkKey2ft 213
operations, improve visitor experience and sustain growth, ultimately creating
more pleasant and efficient environments for guests to explore and enjoy.

PICTURES, SOURCEFHRENCES

/I T OKSRNIf 2F {Gd 9ftATII06SGK Ay Y20AO0S

| AA02NR Ot vouSThéadddS Ay Y2 0AO0S
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