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A. Introductio n

The ArtReefs project, based on a consortium of public and private actors from the Mediterranean and
Black Sea Basins, promotes the use of novel artificial reefs for sustainable maritime tourism,
environmental restoration and coastal planning. An ovwereiethe legislative and policy frameworks is
included inD1.1 Joint Vision An overview of challenges and opportunities as expressed by stakeholders
and a regional SWOT analysis are include®in2 Action PlanAnalysis on how to design, deploy and
maintain artificial reef infrastructures for tourism and inclusive Blue Growth is present&dli
Artificial Reefs for Blue Growth Guidelines

For more information, and to access these and other public deliverables, pleagsvwsitrtreefs.eu

B. Why is this guide needed?

The growth of the international tourism, especially in 2017, is a prerequisite for a further rapid
development of the sector. According to the European Travel Commission, crucial for the fihae of
sector in Europe remains the tourism demand from-negjional markets Remaining on a positive path,

the development for this year is marked by an increase in international tourist arrivals. The growth in the
region mirrors also the efforts of diesttions to reduce seasonality. One of the efforts is directed to the
deployment of artificial reefs.

Over the past 40 years artificial reefs in Europe have been developed with different aims: conservation
and restoration of nature, fish stock enhancenpfesitery management and improvement, aquaculture,
research and recreatfonn n the Mediterranean Sea they have been deployed mainly for fish stock
enhancement and fishery management, incl. nature conservation and restoration, while in the Black Sea
they ae relatively deployed for research and recreation. The primary goals of the reefs are the protection
of the coast from erosion and beach nourishment, but they were also planned to contribute to developing
marine fauna and attracting fish.

The current Gidelines are planned to serve @guidance for regional and local public stakeholders,
entrepreneurs, educational and research institutions, businesses and other tourism stakeholders on how tc
best exploit the potential of Artificial Reefs for comprehensive tourism packages. It wildoengaging

the stakeholders and overcoming obstacles for collaboration and creation of tourism packages around
Artificial Reefs.

The objective of the Guidelines is to enable stakeholders to develop and configure a tourism package,
matching the speadd characteristics of the Mediterranean and Black Sea environmental, social and
economic assets and opportunitiescdhsidershe specifics of the countriesviolved in the ArtReefs

project Bulgaria, France, Italy and Spain.

C. Who is this guide intende d for?

The Guidelines are intended to consult anybody interested in artificial reefs and coastal reanagem
focusing on the Mediterranean and Black Sea. Following groups of stakeholders have been identified:

! European Travel @mmission(2017) European Tourism in 2017: Trends & Prospects (Q2)
2 http://www.scielo.br/scielo.php?script=sci_arttext&pid=S 167%92011000500017

Copyright © ArtReefs Consortium


http://www.artreefs.eu/
http://www.scielo.br/scielo.php?script=sci_arttext&pid=S1679-87592011000500017

1 Economic actorsdeveloping innovative soluths of ARs and from the tourism sectors (Tour
operators, travel agencies, tourist offices, hotels/ camping, scuba diving clubs, recreational
fisheriesetc.) will be primarily targeted. Players from other IMP sectors impacted by the
development of the pragewill also be associated in the various dissemination activities planned
during the projectdods duration. (Fishermen, a

1 Public Authorities with managers/decision makers include elected officials from local

communities. Their role, except the decision making, also depends on their ability to unite,

promote and undertake the project at a terri

State representatives (dec etmetralated admipistratian® of e r n n

coastal management which playkey rolein defending the public interest and in ensuring the

compliance of international commitments and communities;

Policy organizationsat sea basin levels;

Scientific community with techntal and scientific experts (academics, specialized engineers,

researcher sé) who produce knowledge and spe

(Integrated Coastal Zone Management, knowledge and data on ecosystems and ecosystem

relationships and innotige reefs). These experts contribute, with their opinions, to enlighten the

public powers and they also help in decisioaking;

1 Recreational users of the sewith the civil society represented through different associations of

users such as related tovénnmental protection, for example;

Intermediaries as Clusters and business associations of the area;

Other relevant projects and initiatives (national and Europeah)

= =

= =

|.  Economic and social background of the tourism in Mediterranean and
Black Sea

1. Sustainability of tourism at European level and tourism trends

Nowadays, the quality of tourist destinations is strongly influenced by their natural and cultural
environment and the involvement of the local communities. This guarantees a sustainabilityusfdime to
competitiveness. The debate at international stage is focused on how the tourism should use the natural
and social resources to gain economic benefits wimdéingeringhe environment. It led to the growing
recognition that public and private t@am actors need to consider the equal distribution ofirmagd
economic benefits, the minimisation of the sociocultural impacts on hosts and tourists as well as the
protection and the enhancement of the natural environment through tourism activities.

In 2017 there is a boom in the tourism development, especially in Elmtgr@ational arrivals in Europe

(+6%) rebounded in JanuaApril after mixed results last year, as confidence returned to some
destinations that were impacted by security incidenkslevothers continued to grow strongly. Results
improved particularly in Southern Mediterranean Europe (+9% as compared to +1% in 2016) and Western
Europe (+4% as opposed to +0% in 2016). Northern Europe (+9%) continued toregdrdrowth

while Centrdand Eastern Europe recorded 4% more international arrivals, in line with results of last
year? The trend in tourism experience is changing rapidly and nowawlayy tourists seek a unique and
customised(tailor-made) experience rather than the more tradi o n a | tagds @ a 0 f pés ka:

3 ArtReefsproject,www.Artreefs.eu
4 http://media.unwto.org/preselease/201-07-14/strongtourismresultsfirst-part 2017
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holiday. These changes on the demand side require reaction and adaptation by operators and destinations
Therefore, the tourism sector should develop new products promoting attractiveness and accessibility of
coastal ad marine archaeology, maritime heritage, underwater tourism and gastronomic activities, among
other innovative activities. One of these new products is the deployment of artificial reefs and adaptation
of tourism packages based on them.

The trends shapgnthe tourism sectaare markedby the social and demographic structure, economic
development and wealth, individual preferences and wishes and the modern technologies.

According to the UNWTO report the tourism sector continues its growth despite #réaimty, conflicts

and terror in some parts of the world. The tourists become aware on the importance of responsible
travelling. A lot of hotel chains implement green policies to protect the nature from the negative impact
of the mass tourism. Such praets have positive influence on the image of the business. In contrary, in
the information society every misconduct against the principles of the responsibility and sustainability,
like pollution, unfair treatment of the employees, etc. can ruin businessesrs.

Tourists are giving more value to their individual (specific) requirements, to return to nature and
authenticity as well as to active communication and improved spiritual and cultural experience. The term

describing the new tourist demands id dcaed AREALO ( Rewardi ng, Exper
Learning) Touri st s. Further t er-mowrsiegdt fiog tdhd f
Travellers are considered people who have fiunco

The economic recoveryhe wealthier middkelass and the falling costs of the travel (due to booking
engines, ultimate accommodation possibilities as Airbnb, coach surfing;dstnairlines, etc.) allowed
millions of young people to plan and realize individual travels niyt tortraditional and welbleveloped
destinations, but also to exotic countries and hardly accessible places.

The aging processes and the good headtie in the developed countries create a wide market segment
with significant potential the seniors. fieir specific needs and wishes open opportunity for targeted
tourism offers related to health and balneology, cukarignted travels, cruises, relax in the nature, etc.

In culinary tourism or food tourism the food tasting, especially the local doddspecialities, takes
principal placein thet o u r expetiesac@. The food becomes an important driving factor and the
destination is assessed by the quality ofldleal cuisine, involving the local community.

Eno tourism or wine tourisns this type of tourism which offers the customer tasting, consumption or
purchase of winemost likelyat or near the source. Often this type of tourism is combined with other
tourism typesAs examplef well-known and preferred by the tourists destinations,hieyr tculinary
traditions and winessan be mentioned France, ltaly, Spain and Bulgaria.

2. Overview of the Coastal and Maritime Tourism Development in Europe

Coastal tourism covers beabhsed tourism and recreation activities, e.g. swimming and sumdpadind

other activities for which the proximity of the sea is an advantage, such as coastal walks and wildlife
watching. Maritime tourism covers predominantly wdiased activities, e.g. sailing and nautical sports
(often carried out in coastal watees)d cruising, where marine regions such as the Mediterranean can be
coveredduringa weekod6s holiday.
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The challenge for Europeb6s coast al and towffari t i me
attractive jobs to its people. Coastal and nmagttourism can be a major source of growth and jobs,
especially for the young. The European Commission has issued a European Strategy aiming to bring all
stake?olders together to develop innovative and smart solutions to the multiple challenges facing the
sector.

For many holidaymakers from Europe and abroad the beauty, cultural wealth and diversity of the
European coasts are the assets which mainly attract them. A wide range of facilities and activities are on
offer for those who seek recreation fomahiand bodyNamely, the coastal and maritime tourism is the

| argest maritime activity in Europe and empl oys
billion in gross value added and representing over one third of the maritime economy. Coastalarkeas attr
more than one third of all tourism business in Europe.

Destinations should build on their strengths and enhance cooperation, best practice sharing and create
transregional and transnational partnerships, including ppbiliate partnerships. Togethehey can

help develop innovative and attractive offerings and packages, in order to appeal to tourists travelling in
low season. The ArtReefs project has combined the efforts of such stakeloadsideringhe specifics

of the countries involved.

2.1. Maritime Tourism in Spain

2.1.1. General socio-economic overview

Depending on statistics used and year of refere
in any case among the top three world leaders. 2016 was a record year, withlith Gomiists recordet

up 10,5% from 2015. Other indicators are world leadership in Tourism Competitiveness in 2015,
according to the World Economic Forum, and continuous leadership in Blue Flag Be@bbesty most

visited was Barcelona, in the Mégliranean.

Such success responds to, among others, three important factors. Internally, following the impact of
tourism on the national economy, which currently contributes with around 11% GDP, there is a strong
national strategy including structural apmotional measures to adapt a mature and transversal sector
to global trends, combined with international branding, an experienced business base and high fidelity
among visitors. This has managed to change some patterns, as there were 4M visits e D2C26;
illustrating a decrease in seasonality. Externally, there is on the one hand ttwsgetonomic recovery

of emitting countries (EU and emerging economies), and on the other the important challenges faced by
competing destinations around Beuthern and Eastern Mediterranean, specially Egypt and Turkey. This
last element may explain up to 30% of current growth rates according to the Spanish Alliance for
Excellency in Tourism, EXCELTUR. Beyond nature, culture and infrastructure, Spainaeedifélly
perceived by visitors as an ideal destination to have fun and relax in a secure and welcoming environment,
with great diversity of products.

> Source: UNWTO (Tourism 2020 Vision).

6 Data from the Spanish Institute of Statistics and FRONTUR.
http://www.lavanguardia.com/economia/20170131/413867387258/etydstas2016record.html
7 http://www.spain.info/es/ququieres/destineplaya/
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Using data from 2014, the top emitting countries from the EU by number of visitors are the UK (8.3
million visitors), Germany (7.3M), France (4.8M), Italy (2.3M) and the Netherlands (1.5M). The top
international source is USA (2.1M), while arrivals from Russia, Ukraine, Brazil, China and Korea are
increasing by more than 15% yearly. Though average exppestsuirist decreased after the 2008 crisis,
these are recovering and reached slightly over
average stays of4 nights. A significant trend is the individualisation and digitalisation of marketing and
consumer choices, so people and providers connect and interact through new intermediating and bi
directional online networks. The top regions visited in Spain in 2016 were Catalonia (18M tourists), the
Canary Islands (13,3M) and the Balearic Islands (13M)

For EU standards, Spain is a large country (503.370Riin the EU and 52 globally). It includes

rather different regions, which may be simplified as an Eastern Mediterranean coast and a North and
North-western coast, both fringed by mountains s&oag it from an elevated continental plateau. The
Southwestern Atlantic coast may be climatically and socioeconomically grouped with the Mediterranean
region, although tourism and the marine and coastal environment differ considerably. There a@ also tw
large archipelagos (the Balearic Islands in the Mediterranean and the Canary Islands in the Atlantic), two
autonomous cities in Northern Africa and several islets in the Alboran Sea. There is therefore great
environmental and cultural diversity, includidifferent languages and tourism types.

Since the onset of mass Sun and Beach tourism, the Mediterranean coast has been the preferred destinatio
for both national and international tourid&cause of thevild urbanisation, intense seasonality and shor

term pull factors, environmental impact and economic dependence have become problematic. This
includes intense pressure on coastal communities (overpopulation and stress on resources (e.g. water) anc
public services during peak seasons, including dismaity and erosion of labour opportunities), as well

as gentrification and fAcommercialisationo of u
unemployment, decadence of traditional maritime sectors, and increased competition in price and offer
from international destinations, are pushing towards new strategies for tourism, including more
sustainability, diversification, environmental conservation and innovative entrepreneurship, specially by
youth and using digital marketing. Despite important growthurban and inland tourism, and the
development of thematic and specialised tourism types, improved sustainability and competitiveness in
maritime and coastal tourism remain the priority.

2.1.2. History and trends

During the second half of the Dictats hi p (19506s to 1975), mass co04g
was supportedgspeciallyin Andalusia (Costa del Sol), Catalonia (Costa Brava) and Balearic Islands (Major
developing coastal infrastructures, building hotels and investimjgmational promotion.

Socioeconomically, this brought about increased visibility, development and new revenue. In parallel, cog
communities came in contact with international visitors, opening up the regions to the world and generatir
dynamism.This is important to understand strong social support towards tourism and tourists, which may
changing nowadays due to critical pressure on resources and communities. In parallel, tourists found (an
Spain an open society, rich environnadiversity, good service and well abeageragdaissezfaire. There was
also governmental support to internal tourism, including subsidies for workers, the elderly and children, g¢
targeting the coast, some of which are enduring.

Ever since, therhas been a determined effort to exploit tourism resources, leading to the development,
specialisation and world leadership one of the largest sectors in Spain.

Economic developmengspeciallysince the entry into the EU (1986), increased coastal udiamisincluding
secondary residences, large resorts, recreational ports and marinas, all sorts of attractions and improved

9
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accessibility. Despite coastal legislation (1982) protecting public access to the shoreline and sustainable
management of resource®gative impact has been widespread and intense. Before the internet and socia
tourism was largely dominated by tour operators and large companies.

Invierno \

depresion

/ Primavera
crecimiento

prosperidad recesion

1955-1969 H 1970-1987 H 1988-2009

* Primeros TT.00 = Expansién de los = Desregulacion de sectores = Bajas tasas de inflacién
= Aviacion civil principales mercados anexos * Potencial de mercado
principal medio de emisores mundiales * Internet agotado: caida de precios
transporte = Altas rentabilidades para * Competenciabasadaenprecios » Declive de antiguas
= Nacen compaiiias un sector que acompafia al = Nuevos destinos competidores tecnologias
charter boo_m de bﬁen_estar * Concentracion empresarial * Desempleo
\ SOGIOBCONUNNCO * Problemas de turismo de masas /

Figure 1 Model illustration of the londerm cycle of Tourism in SpaiSource: National Plan for Tourism 202D15.

The maturation point of such tourism model (inflexion curve leading to decline) happened in the late 1980
90s. Since, free circulation, massification, competition for price, new competing destinati@ss;tofural
ageing and changing demand brought about the need for new strategies, to maintain and increase the su
the tourism industry and associated sectors. Complementary stress factors are and ageing population (bg
regards tourists and htasommunities), excess competition threatening smaller actors, and a break in the fqg
value chain, with individual tourists becoming the centre of all marketing and design. Technological upgra
and digital marketing, diversification and specialigatigrowth in thematic, urban and rural tourism, economi
recovery and global processes have all helped to renew the potential and the economic and employment
one of the pillars of the national economy.

External challenges and opportunities

Tourists have become more demanding and critical. Low cost transport, online information and social me
allow them to access and contrast far more information, increasing their power of choice. Competitive ad
can no longer be sustained with easipliGble offers, which lead to competition to be based solely on price
Added value, targeted diversity and sustainable planning, in all their forms, have become increasingly ne
Challenges

- competition from other Mediterranean destinations

- decrased purchase power from middle and lower classes

- high seasonality, not only because of weather, but also because of homogenous vocational periods

- improved conditions and branding in developing countries

Opportunities

- increased number and averageanges from new emitting countries (e.g. China, Russia, Brazil)

- ageing of high purchase power tourists from traditional emitting countries, demanding products related t
and wellbeing

- increased valorisation of sustainability and good environrhstattus

- wide range of intermediary marketing actors and targeting tools

L many of the new emerging tourism modalities
corresponding segments decide more according to quality rather than price

- skills, new tourism modalities bring opportunities to skilled people from other sectors (ICT, health, enviro
design, traditionahctivitieg

- strategic support by the EU, which acknowledges tourism as a transversal pillar and a priority sector for
sustinable growth

Internal strengths and weaknesses

Internal factors revolve around six axes: international branding, tourists and demand, destinations and off
public-private collaboration, knowledge and skills, and entrepreneurship.

Strengths

-strongr ecognition and valorisation of the fASpaino
- high fidelity, specially by the principal emitting countries

10
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- the perception of Spain as a tourism destination improves after the first visit

- quantity and quality of infrastructures useful for tourism

- world leadership in Sun and Beach tourism

- great variety of assets and resources for cultural, natural and thematic tourism

- accessibility, security and public services, including universal health care

- strong governmental capacity for traction arubitisation

- dynamism and capacity from citizens and SMEs

- long and high quality statistical time series

- international and internal network of tourism offices and experts

- important academic, educational and training assets dedicated to tourisin,ceatiact with top business
schools

Weaknesses

L poor stakeholder engagement as regards col | e
- tourists come from a limited number of countries

- poor perception by people who have not visited Spain

- lack of infamation about offer diversity

- airport and port taxes

- Sun and Beach tourism is easily replicable

- national residents increasingly go abroad instead of visiting other regions in Spain

- stressed local communities increasingly against low quality, masgsrm models

- communication and promotion are not sufficiently well aligned with target preferences
- competition and frozen prices erode profitability anthkestment

- seasonality, except in the Canary Islands

- accumulated environmental impact atr@ss on natural resources

- low investment in innovation

- lack of strategic alignment behind political distribution of funds

- differing standards in indicators and services

- poor publieprivate cooperation

- knowledge and experience are not fully pefi

- tourism is not perceived as a prestigious sector for work and entrepreneurship
Strategic policy

The National Strategy for Tourism has not been updated since 2015.

All regions and most important destinations have strategic plans aligned witH oegiial and industrial
policies, and developed in collaboration with the main tourism operators and associations.
These orbit around:

- efficiency of business models

- digitalisation and innovation

- re-investments

- talent and collaboration

- sustainaliity and the environment

At national level, the objectives are to:

- increase activity and profitability

- increase employment and its quality

- unify markets

- improve international positioning

L i mprove cohesion and visibility of the fASpaif
- ercourage publigrivate ceresponsibility

- reduce seasonality

- support knowledge, training and entrepreneurship

- improve quality

- diversify demand

11
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2.1.3. Overview of the Mediterranean coast

Length of coast (km}
Mediterranean (continental) 1994
Balearic Islands (Mediterranean) 1428
Ceuta, Melilla and Alboran Sea Islands (Mediterranean) 37
Canary Islands 1583
SW Atlantic 407
NW Atlantic and Cantabrian Sea 2403
Total 7852
Costa Norte Costa Verde Costa de
de Galicia de Asturias Cantabria

Asturias Cantabria

Galicia
Gerona Costa
Barcelona Grava
Tarragona Costa Maresmae
Costa Dorada
Castellen - a
Costa Azahar
Mallorca
Valencia
Costa Valenciana
Islas Canarias Ibiza Cabrera
Tenecife Alicante Formentera
La Palma 3 Islas Baleares
Costa Blanca
La Gomera LanZarpte Murcia
El Hierro /
Huelva
: Costa Calida
Fuertevantura Granada Almeria © a
Grari Canaria _ Malaga
Cadiz

Costa Almenense
Costade la Luz Costa Tropical
Costa del Sol

Figure 2 Tourism denomination of Spanisbasts, which respond to singular climatic and environmental characteristics, as well as to
geopolitical and cultural traits.

Following is a general description of the Mediterranean coast and tourism there, focusing on the most
relevant factors regardingnovative artificial reefs for leisure.

Natural resources

The Spanish Mediterranean coast was formerly rich in mineral resources (Almeria, Murcia) exploited sinc
historic times. Mining is no longer economically important, except for rock quamikarid extraction.

As regarddorests, deforestation for industry, agriculture and urbanisation has also been intense since ear
history, leading to partial desertification in some regions (Almeria). Large and mature Mediterranean fores
scarce, ohave been largely replaced by pine trees.

Soils are fertile in sedimentary basins in lowlands (e.g. Valencia), but otherwise not particularly good nor
Fossil fuels are scarce, except for some fields offshore Tarragona (NE). New prospectiotisegpedcess of
being banned thanks to the protection of the Balearic Channel as a migration route for cetaceans.
Renewable energies were promoted until 2013, but governmental support has since decreased. These in
hydroelectric (with numerous damg allong the Mediterranean water basins), solar (largely underexploited)
wind. Due to depth profiles in the Mediterranean coast and concerns about visual impact nearshore, as w

8 Source: Spanish National Institute of Statistics (INE).
12
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wind conditions along the shore, offshore fields are not genealbption, and there are none yet (though the
are plans for Tarragona (5), Castellén (3), Murcia (1) and Almeria (1). Onshore wind fields are very abunc
Fisheries are an important resource all along the coast, though traditional smali&@aisare progressively
disappearing. Mixegtatch bottom trawling, lonrtines and purseeining are the most important types. New
management models, following EU policy and alarming overexploitation are being set up and enforced. S
to sustainable and empimentgenerating fisheries is improving.

Aquaculture is increasingly important, including (mainly) mussels, sea bass, sea bream and Bluefin tuna.
Agriculture is very important all along the coast, supplying international markets. Due to the proximity of
mountain ridges along most of the coast, the most important and singular production areas are Valencia
Murcia and Almeria (vegetables in greenhouses) and Granada (tropical fruits).

Water is probably the most limiting resource, and some areadetefymlepend on the transfer of water from ¢
river basin to another. Groundwater is heavily and often illegally exploited, as well as growingly contamin
(fertilisers, pesticides). As regards tourism (and agriculture), water demand peaks in suthemsuang
sustainable supply is a problem of national dimension.

Climate

Climate along the Mediterranean Spanish coast is similar to the rest of the sea basin, with rain concentral
Autumn and Spring, mild winters and warm summers. The weathgically stable and sunny (with many
locationsenjoying =800 sunny days per year), except for sudden storms which may concentrate an import
percentage of the annual rain volumes in violent showers. In southern provinces, hot winds from North Af
frequent, sometimes | eading to fired rainso rich
Climate change is particularly threating all along the coast, menacing water supply and agriculture, as we
coastal morphology in the lowlands. The region is very vulnerable to desédifica

As regards tourism, good weather is a dependable factor. On the other hand, despite mild winters, therm
sensation in older housing may lm@expectableold and damp. This affects seasonality and an ageing touris
profile, as efforts are needed tiease indoor activities and efficient climatisation.

Landscape

The region is characterised by an almost continuous coastal mountain range that touches the sea in the f
cliffs in several long stretches (Costa Brava, Costa Blanca, Costa Tropisalirthest apart in Valencia and
Tarragona, with important low lands.

The Ebro river delta is a significant feature (sandy lowlands and wetlands), as may also be worth mentior
Cape of Creus (volcanic peninsula), some major lagoons (e.g. Adlddgevalencia, Mar Menor), the desert
landscapes of Almeria, and the calcareous cliffs of Menorca and Alicante. Overall, there is quite impressi
scenery in most provinces. In Granada, one can go from the permmnatapsof Sierra Nevada to the beaich
slightly more than an hour by car. In the southern tip reaching Gibraltar, the coast of Africa is often well vi
across the sea.

Rivers are typically short and seasonal, with many riverbeds appearing as dry gravel beds during most of|
The aly large river is the Ebro, discharging in Tarragona.

Vegetation is most typically sclerophylloostorral.

Except in low areas and periodically refurbished beaches, beach profiles tend to be steep. The marine laf
typically Mediterranean, witheep blues that are most dramatic when in contrast with cliffs, as may be illust
by the turquoise waters around Menorca.
Underwater landscapes are rich and varied, and water transparency is generally good. Most attractive ar¢
precoralligenous and coigénous rocky outcrops and caves, as well as seagrass meadows.

Urbanised areas range from very large citeeg.Barcelona) and ports, to towns and villages, some of which
very well preserved and attractive. Flowergg(Nerium, Pelargonium, Bougarillea) are abundant except in
winter, including along roads and highways.

Natural and cultural heritage

Natural heritage is similar to other regions of the Mediterranean, with the exception of the colder waters g
Alboran sea, where assemblages lagewith the Atlantic. Due to the length of coast and geomorphological
diversity, conservation status is very good in many places. Otherwisesp@ciallynear cities, nature is
varyingly degraded. Some special areas, as estuaries, lagoons and gpediaily Menor in Murcia, are near
critical thresholds.

Coastal and/or marine protected areas:
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UNESCO Biosphere Reservedsland of Menorca, Sierra Nevada (Granada).

National parks: Sierra Nevada (Granada), Cabrera archipelago (Balearic Islands).

Natural parks: Straits of Gibraltar, Mar&erro Gordo and Cabo de G&d§ar (Andalusia), Albufera de
Mallorca, Es Grau, Dragonera, Peninsula de Levante, Salinas de Ibiza y Formentera (Balearic Islands), C
Creus, Delta del Ebro, Islas Medas y Bajo Ter, Aigusmtel Ampurda (Catalonia), Albufera de Valencia,
Lagunas de Mata y Torrevieja, Pefion de Ifach, Salinas de Santa Pola (Valencia)

Marine Protected Areas:there are currently 20 MPAs in the Mediterranean.
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DAY Is. Medas
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- Is. Columbretes
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Figure 3 Marine
ProtectedAreas in the Spanish Mediterranean. Source: MedPAN

Other protected sites:complementary to the above, there is an extensive network of 87 Mediterranean
Natura2000 sites and other protected areas and heritage that must be consulted at pro¥ince level

Special marine ecosystemsclude coastal biogenic reefs made by the wbendropoma petraeunand
trottoirs made of encrusting red algae. Large algal fores@ystoseiraare abundant off SE Spain, and some
Posidoniaseagrass meadows still fare well alémgg stretches of the coast. Coraligenous escarpments and
are another feature very attractive for divers. Inland lagoons, salt marshes and salinas support rich and/o
plant and animal assemblages.

Invasive speciesre increasing in abundamand diversity.

Underwater cultural heritage: include wrecks and constructions dating back since Phoenician and Roman
There is a National Museum dedicated to underwater heritage in Cartagena, Murcia.

Historic, architectural, cultural and gastronomic heritageare rich and well exploited by the tourism industr

Infrastructure

Cities: the largest cities along the Mediterranean coast are Barcelona, Valencia and Malaga, all over 500,
people. Palma, Alicante, Hospitalet de Llobregat, Badaloaga@ena, Almeria, Castellon, Marbella, Tarragor
Matar6 and Algeciras have all more than 100,000. It is important to notice that population may largely mo
double seasonally due to tourism, with some areas, such as Menorca and Benidorm, héetiyey tarantities o
tourists than residents. Except some stretches of coast in thegggttmost of the coast is populated.

9 http://www.mpatlas.org/region/nation/ESP/
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Roads:there is a continuous motorway along the Mediterranean coast of Spain, from Gibraltar to France.
in protected aas, cliffs and the SE, most of the coast is easily reachable by car.

Intensidad Media Diaria en vehiculos-dia

Airports: There are 3 large airport hubs and numerous regional and tourism airports serving the coast.

change | growth in AENA airports ‘
o

To pasaengass carved » 2011 o '
0.
—— .
90 psesege .

Passe s carried (2011) and % of » ..‘,
.

Ports: in the Mediterranean, there are 33 large commercial ports, 8 of et@atontainer terminals and 5 adap
for cruisers. Most coastal towns have harbours, including large and small fisheries ports. There are 153
recreational ports.

Blue Flags: 579 beaches, 100 recreational ports and 5 sustainable tourism ships.

Main regions and resorts

The leading regions in coastal tourism are Catalonia (Costa Brava, Costa Dorada), Balearic Islands and A
(Costa del Sol).

Resorts and large tourism complexes: these include full artificial towns, very large urbanisations, imstel ch
resorts and holiday destinations. There are too many to count, and often are categorically or physically
overlapping with the rest of the urban and economic fabrics. Worth mentioning are Benidorm, a city built f
tourism with the most skyscrapers papita in the world. Other very large complexes are 2ary residence an
holiday urbanisations along the southern and northern coast of Valencia, and large hotel chains from the
Islands, Catalonia and Andalusia which have established themselued #re world.

Accommodation

Hotels: there are around 12,200 hotels in the Mediterranean regions, out of a national total of around 17,(
and 1,800,000 hotel beds.
Apartments and houses: according to Booking.com, there are 31,571 touristiteaypsend 10,132 houses, bu
their number has increased and much of the offer is informal, so the value may be more than double.
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Rural accommodation: around 4000 houses

Campings: around 800

Traditional resorts: around 300

Tourism categorization and statstics (national)

Competitiveness ranking: world'in 2015, according to the World Economic Forum

Total number of visitors: 75,6 million in 2016 and 330 million nights in 2016, 62% May through October, a
38%. November through April.

Over 23,000 compaes offering accommaodation.

Total number of beds: 1,800,000 in hotels (does not count other kinds of accommodation)

Occupation rates: 2016 average of 59.9%.

Stars: according to Booking.com, there are 44846s hotels, 3156-gtars, 3746 3tars, 3674 2tars and 1778-1
star, totalling over 35k stars.

Restaurants and bars: around 80,000 restaurants and 260,000 bars.

Social factors:
Contribution to employment and GDP
Currently, tourism contributes with athoBalpadicahdl %
Canary Islands it represents 45% and 31%, respectively.
Tourism generates 2,9M direct and indirect jobs, over 16% of total employment. Considering high unemp
(18,5% in 2016, and regionally over 50% for youth), the importance d§toumcreases.
Strategic plans
National Strategy for Tourism 2022015 (Plan Nacional e Integral de Turismo)

Tourism demand:

Number and profile of visitors

- Total (2016): 75,6M

- Total number of foreign visitors to the Mediterranean coast (2014M ¥d&tional tourists not included)

- Predominant origin: UK, France and Germany (>50%).

- Preferred destination (Mediterranean): Catalonia (Barcelona, Costa Brava, Costa Dorada), Balearic Isla
Andalusia (Costa del Sol).

In the Balearic Islands, 92% wisitors are foreign, while in Costa del Sol or Costa Brava national tourists
represent 45%.

Trends:

- increasing demand of ndmtel accommodation (>30%)

- shorter stays and less expenses (except emerging economies)

- more business travels

- more themat and experiential demand

- ageing

- predominant type: British man or woman arriving by plane, coming for fun, organising its own trip.

- seasonality: greatest in holiday areas, least in cities and the Canary Islands

Length of stay and spending

- 4-7 nights

L 1,0230 per visitor, with an average daily exf
Target tourists

- Traditional destinations (W. Europe) and emerging countries. All segments (50 categories).

Tourism packages

The is a grat diversity of tourism packages, covering Sun and Beach, Sport, Language, Culture, Tours, H
and Fishing, Clubbing... However, their commercial success trends downwards.

Maritime and coastal tourism
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Out of the 50 tourism categories listed in théeBeic strategic plafi 7 are relevant for artificial reefs, not
counting potential synergies with other sectors (e.g. conservation).

- Diving and snorkelling

- Scientific

- Outdoors and nature

- Nautical

- Fishing

- Sun and Beach

- Cruises

Except Sun an8each and Cruisies, maritime tourism have higher economic and employment impact. Nay
tourism, for example, has a multiplying factor of 3.61 as regards production (meaning that for each euro ¢
by the sector, 3.61 extra ones are produced byei®f the economy, in contrast with an industrial average o
1.6). As regards jobs, this increases to 6.71, including higher skills (against an average of 1.5).

Note: artificial reefs could be built in inland lakes and reservoirs with good visibilisynasel attraction in line
with current support for tourism development along inland waterways.

2.2. Maritime Tourism in Italy
2.2.1. ABRUZZO Region

9 General overview
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Abruzzo is located in central Italy and stretches from the heart ofgbemnes to the Adriatic Sea, on a
mostly mountainous and wild terraim. the mountains, tourist resorts and weruipped facilities for
skiing and winter sports rise among unpolluted peaks and rocky walls: among thEeseasseroli,
Rivisondoli and Rocaraso.

The natural landscape of the high and steep peaks @r#me Sassd,aga MountainsandMount
Majellaslopes down to a wide range of hills, until it finally reaches the Adriatic coast.

The route that spans from the Gran Sasso down to thereeses territories that are rich in history,
traditions and arhat never cease to surprise visitors.

10 Barceld Horrach, C. 2010. Estudio sobre productos turisticos emergentes en las Islas BalearasdeC@&maercio de
Mallorca, Islas Baleares, Spain.
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Narrow valleys and impressive, natural paths thrust theirimtaythe mountains and hills, as does the
amazing and fascinating Aterno Valley, crawlingh ancient villages.

Natural reserves, like tHeational Park of AbruzzahePark of Gran Sasso and the Laga Mountains
that of Mount Majella, protect the typical vegetable and animal species of the area, including the golden
eagle, the wolf anthe Marsican brown bear.

TheAdriatic coasis characterized by long and sandy beaches to the north and pebbly beaches to the
south. Also, the small villages ofdhinterland, as well as the monasteries and castles of the region, are
very charmingand parof many touristic routes in this the "greenest region” in Italy.

The provinces of the region aite:6 A g (reigibnal capital)PescaralTeramoandChieti.

9 Natural resources

Abruzzo is predominantly mountainous (65%) and hilly (34%@,dkain (1%) consists only of a narrow
coastline along the coast.

1 UNESCO world heritage sites
ltaly counts51 UNESCOWorld Heritage Sites within its borders, the most of any country on the World
Heritage List.

TheConvention Concerning the Protectiontbé World Cultural and Natural Heritage adopted by the
UNESCO General Conference on November 16, 1972, states that the organization is the official
designator of these sites.

The goal of the Convention is to identify, according to precise criteria,, aeess and places containing
unique characteristics, of particular importarineregard toculture, archaeology, environment or
landscape.

|l tal yds Wor |l d Hemown ahg Bolofiies; e City ofeVeravigeirara and the Po
River Deltg the HistoricCentresof San Gimignand;lorenceandRome Hadrian's Villaand theVilla

D 6 E att eTivoli; the archaeological area Bbmpeii, Herculaneum and Torre
Annunziatathe Sassirupestrian architecture and churches) of MateraAthalfi Coastand theAeolian
Islandsare just some among many others.

All 51 sites have been, at one time or another, travel destinations for those seeking out history, art and
culture in Italy.

1 The coast
The approximately 131 km of coastline show an extremely varied character along their path. The coast in
the Teramo area, from Mansicuro to Silvi Marina, Pescara and the north of the Chieti area corresponding
to the town of Francavilla al Mare, has wide sandy beaches or pebbles that attract many tourists who can
rely on a hotel structure high quality. To the south, the landsdzgueges completely: from Ortona to
Casalbordino, Vasto and San Salvo the coast is rather wild, characterized by the presence of the trails,
unigue fishing machines on stilts, here the coves and the beaches are surrounded by a dense Mediterranea
bush.
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http://www.italia.it/en/travel-ideas/the-mountains/the-national-park-of-abruzzo.html
http://www.italia.it/en/discover-italy/abruzzo/poi/the-gran-sasso-and-monti-della-laga-national-park.html
http://www.italia.it/en/discover-italy/abruzzo/poi/the-abruzzo-coast.html
http://www.italia.it/en/discover-italy/abruzzo/laquila.html
http://www.italia.it/en/discover-italy/abruzzo/pescara.html
http://www.italia.it/en/discover-italy/abruzzo/teramo.html
http://www.italia.it/en/discover-italy/abruzzo/poi/chieti.html
http://www.italia.it/en/travel-ideas/unesco-world-heritage-sites/ferrara-and-the-po-river-delta.html
http://www.italia.it/en/travel-ideas/unesco-world-heritage-sites/ferrara-and-the-po-river-delta.html
http://www.italia.it/en/travel-ideas/unesco-world-heritage-sites/florences-historic-center.html
http://www.italia.it/en/travel-ideas/unesco-world-heritage-sites/rome-the-eternal-city.html
http://www.italia.it/en/travel-ideas/unesco-world-heritage-sites/the-emperors-abode-hadrians-villa.html
http://www.italia.it/en/travel-ideas/unesco-world-heritage-sites/villa-deste-a-triumph-of-the-baroque.html
http://www.italia.it/en/travel-ideas/unesco-world-heritage-sites/villa-deste-a-triumph-of-the-baroque.html
http://www.italia.it/en/travel-ideas/unesco-world-heritage-sites/pompeii-herculaneum-and-torre-annunziata.html
http://www.italia.it/en/travel-ideas/unesco-world-heritage-sites/pompeii-herculaneum-and-torre-annunziata.html
http://www.italia.it/en/travel-ideas/unesco-world-heritage-sites/amalfi-coast.html
http://www.italia.it/en/travel-ideas/unesco-world-heritage-sites/the-aeolians-the-volcanic-islands.html
http://www.italia.it/en/travel-ideas/unesco-world-heritage-sites/the-aeolians-the-volcanic-islands.html

Activities on the coast dong thecoast, you can practice all sorts of sea sports, for
instancesailing, canoeingfishing andwindsurfing, thanks to wekquipped beaches and modern
facilities.

1 The weather
The Abruzzo weather is heavily influenced by firesence of the Apennin€entral mountain range,
which clearly divides the climate of the coastal strip andAspénnine hills from that of the highest
mountain ranges: while coastal areas have a Mediterranean climate with Summer Warm and dry and mild
andrainy winters the hillsides hawiblittoral climatic characteristics with temperatures that gradually
decrease with the altitude and rainfall which increase with the quota.

I The natural environment
Today Abruzzo boasts three national parks, a regi@rland 38 protected areas between oases, regional
reserves and state reserves. In total, 36.3% of the regional territory is subject to environmental protection.
The territory guarantees the survival of 75% of all European animal species and is home tarsom
species such as the real eagle, Abruzzo wolf, Abruzzo chamois and marssian bear. In this regard, we can
speak of a true protectionist system of European interest, especially considering that this complex system
of protected areas is linked to therthaby the Sibillini National Park.

In Abruzzo, there are the following national and regional parks:
Abruzzo, Lazio and Molise National Park

Gran Sasso National Park and Laga Mountains

Majella National Park

Sirente Velino Regional Park

o O O O

The structure ofite protected areas includes in addition to the 3 National and Regional Parks, 38 between
State Reserves, Regional Reserves, WWF Oasis, Spatial Parks, Biotopes of Scientific Interest, beyond the
sometimes small territorial dimension, present Aspects oidenmable scientific and natural interest and
complement the system of protected areas of the green region of Europe. Reserves generally cover 1% of
the regional territory and are managed by municipalities, which in most cases use wider committees to
otherbodies and associations that can initiate discovery and study projects of flora and fauna species.
Some Regional Reserves have management bodies that, in addition to respecting the rules of protection,
planning tools and programs for the protection of ghatected area. The system is an environmental
planning tool, a permanent scientific research laboratory where some of the most important fauna projects
in the Apennines have recently been implemented, with the restoration of the ecosystem and the
reintegation of species that have disappeared for some time.

i Protected marine areas
Established in 2010, the Protected Marine Are@amfe del Cerrano is the only protected marine area in
the region; It stretches for about 37 squall@metresand protects single sea stretch in Abruzzo, because
it is one of the few remaining where you can find a dune environment almost intact and at the same time
you can admire the submerged remains of extracigaeologicahnd naturalistic interest of the ' Ancient
port of Atri which are located a few km from the coast. Recently, the regional Institutional body proposed
the idea okstablishing a protected area along the coast of Vasto and Ortona.
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i Economical structure
According to Eurostat, in 2009, Abruzzo had a pertaapcome of 84.0% of the EU average, the highest

income among the regions of southern Italy. The poorest Italian regions were Sicily and Calabria with
68%, the richest ones were the Autonomous Province of Bolzano with 148% and Valle d'Aosta and
Lombardywith 133%. The eagle earthquake of April 6, 2009, has led to a strong economic downturn.
However, according to the statistics at the end of 2010, it appears that the Abruzzo economy is recovering,
despite the negative employment figures, hoping for a praféable economic future. In fact, at the end

of 2010 Abruzzo recorded a growth of 1.47%, placing the fourth largest region in the Italian regions with
the highest annual growth rates after Lazio, Lombardy and Calabria. Even in 2011, Abruzzo confirms
ecanomic growth, with a + 2.3% higher among the regions of Southern Italy; In addition, in 2013, the
region is confirmed as the richest region in the South of Italy with the highest GDP per capita in southern
Italy (21,845 euros).

1 Tourism demand
In the arenaf the international competition, according to the OMT, in the 2015 ranking of the world's

tourist destinations more popular with foreign tourism, Italy confirms to fifth place for arrivals and to 7th
place for incomes.

According to Istat provisional datin the first half of 2016, a fall of 3.3% in arrivals and of 1.3% in

attendance was recorded in the first half of 2016. 2015 ended with consolidation of the coming: the Istat
datashow a growth of 6.6% of arrivals and 3.1% of overnight stays compa2€d 4o

Arrivals by type of resorts of tourist interest Incidence% in 2015
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Presence by type of resorts of tourist interest Incidence% in 2015

2015 Foreign flow in Abruzzo

Arrivals: 171.265 and Presence: 814.265

Abruzzo Tourist internationalization level by number of attendancei 2015
13,4 Italian Tourists

86,6 Foreign Tourists

9 Tourist Spending
In 2016 the income of foreigtravellersin the country has been positive: the first half of the year

expenditure was 16.093 million euro, an increase of 3% over the same period of 2015 (476 million euro
more).

In 2015, according to Italian Bank data, foreign a v espehdmg ishécountry reached 35,556 million
euros, anncrease of 3.8% over the previous year (this is Euro 1.316 million more). The increase in
spending is greater if you consider only the holiday motive (+ 5.8%) or just accommodation at hotels and
villages (+ 5.5%).

Spending of Foreign tourists in Abruz¢g015: 194 million of euro
Daily spending of Foreign tourist in Italy for Holidays (201512,98 euro

1 The economic impact of the tourism sector widened in 2015
ECONOMY TRAVEL AND TOURISM: EUR 167.5 billion

(Impact of the expanded economy of the touriget@ on the Gross Domestic Product)
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BENEFICIARY: 10.2%

TOURIST EMPLOYMENT: 2,609,000 units

(Direct and indirect occupations)

IMPACT ON THE NATIONAL OCCUPATION: 11.6%

2.2.2. MARCHE Region

1 General description

Marche Region covers 9,694 km2 with a pofiotaof around 1,500,000 inhabitants (154 inhkrithe
geographical area covers the eastern slope of the Apennines characterized by a system of river basin that
develops from West to East and from hillside sloping down to the Adcadist. TheMarche isdivided

into five provinces (Ancona, Pesaro and Urbino, Macerata, Fermo, Ascoli Piceno) with 239
municipalities. K n o wrthe Blachefedidn adntains ithree tgpeseof terdtayyi o n 0
mountain, hill and coast.

1 Climate
Ther e g i chnrat@ 5 as diversified as the lay of the land is varied. The average temperature ranges from
10°C to 15°C, with temperature changes of between 5° to 13° C. Along the coast, the climate is
subcontinental north of Ancona with sharp shifts in temperature betweeralsons: summers are hot
but rarely humid, thanks to the breezes and the cool air from the hills set back from the sea, while winters
are cold, with the rains typical of the season. Due to the Monte Conero pgooypadine climate south of
Ancona is subcastal, presenting increasingly Mediterranean features further south, in the direction of the
Riviera delle Palme. Coastal tourism period goes from June and August. The climate in the inland areas
is harsh in winter, making it advisable to visit villagestks and other sites in those areas in Spring and
Autumn in the mountain areas are cool, and the Winters are rather brisk, with snowfall that allows to take
to skiing and engage in other winter sports.

1 Mountains
More than 90,000 acres of Marche, alImd3¥lof the total regional territory, are protected. There are 2
national parks (Monti Sibillini and Gran Sasso plus Monti della Laga), 4 regional parks (Monte Conero,
Sasso Simone e Simoncello, Monte San Bartolo and Gola della Rossa plus Frasassi),réseatase
(Abbadia di Fiastra, Montagna di Torricchio, Ripa Bianca, Sentina, Gola del Furlo and MontEiga
plus Monte Canfaito). The region@s mountains in
Vicino chain and the Sibillinchain. Thenighest mountain in the Marche is Vettore (2,476 m); the lowest
is the sub Apennine Monte Conero (572), the only portion of rocky coastline between Trieste and
Gargano, dividing the Adriatic shore in exactly two portions

1 Hills
The hilly zone, which accounts fortwoh i r ds of the territory of the
features and mamade works blend together best. The gentle hills that flow towards the coast like waves
offer the eyecatching patchwork of colours created by the different crops. The orchards and cornfields
that cloak the sloping sides of the hills cause the landscag®atmge from season to season. The rural
appearance of the hills of the Marche is a result of tenant farming and the planting of multiple crops, now
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replaced by intensive, specialized planting. The main crops are still wheat, grapes and olives, while
markedgrowth has been recorded in agood products of certified quality, including 21 different wines:

15 Registered Designation of Origin (DOC), 5 Guaranteed Designation of Origin (DOCG) and 1
Al ndicazione Geografica Ti pilandedestdtd hBuEgs havdvpaeaeyedv e n
the architecture of the tenant farming system and are novtoagism establishments where visitors can
spend holidays or stop to purchase organic products or taste the traditional dishes of the Marche cuisine.
Nofewert han 19 vill ages are |isted among the fAMost
awarded the Orange Flag, the prestigious banner given by the Italian Touring Club to towns whose
preservation of their cultural and environmental heritage, altigtheir hospitality and wine and food
offerings, prove especially outstanding. The tools used by the sharecroppers are kept as reminders of the
past in museums of rural culture. The best known include the museum in Senigallia, named after the great
ecnomi c historian Sergio Ansel mi, Montefiore del
the Biroccio museum in Filottrano.

1 Coast
The coast, made up of fluvial deposits of sand and clay, runs along in two straight and almost perfectly
flat portiors divided by the Monte Conero promontory. There are 173 km of Adriatic Sea coastline and
26 seaside resorts, together with the sea port of Ancona and 9 tourist ports. Many of the coastal villages
present an upper village, protected by the walls of a cpstiehed on a hill which was the initial
settl ement, while the Amarinado, and was only es
sport activities can be practiced along the Marche coast, including windsurfing;skiatgr sailing,
diving, kitesurfing, swimming and beach volley. The Regional Government of Marche focuses the
touristic programme on a multiannual plan 2018018. For 2016, the annual strategy has the main
purpose to promote the development of the touristic regional dff@ks to projects subsidized by EU
funding. The regional action focuses on the improvement of the touristic profitability, the touristic services
and the growth of regional touristic appeal. The Region aims to foster a maielimygmix including
touridic offer, web marketing and social media marketing. In particular, the working plan is based on
commercialisation and creation of clusters in maritime, rural, and cultural field. The main objectives of
the programme are the capitalization, the concretmpe@tion between regional stakeholders and
beneficiaries, the promotion of the Region as touristic destination thanks to the new clusters, the
improvement of nichg@roducts such as cultural and rural destinations (BlueSKILLS project))2015

1 Policy framework
The Regional Government of Marche focuses the touristic programme on a multiannual pla2@08.6
For 2016, the annual strategy has the main purpose to promote the development of the touristic regional
offer thanks to projects subsidized by EU furidiiihe regional action focuses on the improvement of the
touristic profitability, the touristic services and the growth of regional touristic appeal. The Region aims
to foster a marketingolicy mix including touristic offer, web marketing and social medaketing. In
particular, the working plan is based on commercialisation and creation of clusters in maritime, rural, and
cultural field. The main objectives of the programme are the capitalization, the concrete cooperation
between regional stakeholdersdebeneficiaries, and the promotion of the Region as touristic destination
thanks to the new clusters, the improvement of npmoelucts such as cultural and rural destinations.
Since 2014, Marche Regional Authority has launched the regional offer inteetwith 6 tourism
products/clusters (Regional Council Decree n. 370 of 01/04/2014 which fully represent the Destination
Marche and its excellence. To favour the promotion of the offer through the clusters, the Regional
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Authority activated specific meassrte t o qual i fy the | ocal of fer and
regional promotional initiatives (Marche Region, 2812.

MARCHE REGION: THE TOURISM CLUSTERS
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Sea Cluster ALe Marche in blubo

Mountain, hills and old towns

Cul tur al Cl ust er {mbdeem, tBeatresharsbreaks itindtariesc h e 0

Park and active nature Cluster: natural, bikes and trekking itineraries

Cluster AMade in Marcheo itinerari edoodoaesed o
Spirituality and Meditation Cluster: itineraries basedlm@main religious sites (e.gLoreto).

OUhAWNE

On 2014, the Sea Clusterfollowed by the Cultural Clustér and its thematic itineraries confirm the
|l eading role in the tourism operatorés national

Under t he fLe dta sevenakitineraries Bdvaibeen @dsigned and promoted, among those
the diving activities are included in the packéig€ e a a c tyis @getherimgal tatatioh 21 operators.

1 Tourism markets

At international level, the main EU tourism markets by Country and arrivals are the following:
1 Germany
1 Netherlands

1 BlueSKILLS Project, Marche RegieCase Study Maritime and Tourism Sector: the educacional issue. Adriatic IPA CBQ@D®Programma

12 Marche Regional Authority, Piano regionale triennale di promeztoristica 2016/2018
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1 Russia
1 Switzerland and France
1 Belgium
China and USA are the emergilogpg-haulmaikets.

9 Tourist Profile
A 2013 Survey carried out by ISTAT foresaw the submission of a questionnaire to 2000 Italian and foreign
tourist with the following overall results:

Socicdemographic profile Motivations Booking channels
1 80% age range:2t 50 1 Costeffectiveness The main booking channel is tf
years of which 30% 1 Relax direct contacts wh tourism
between 340 1 Leisure, entertainmer] accommodations while only th
1 89% has an average ley and recreational activitiey 15% of the sample book throug
of education (high schoc { natural heritage tour operators/travel agency
diploma and university
degree)
Means of transport Main activities and sites
1 72% car i Sport activities (bike
1 7,3%camper trekking, surf/windsurf)
1 5,6% motorbike 1 Beach ativities
1 5,4% airplane 1 Parks activities

9 Tourism sector in figures
Data on tourist flows in 2014 show signs of recovery, having recorded a significant fall in the previous
years when the impact of the crisis on household spending capacity has been strongéesulr péue
number of arrivals has returned to the 2009 level, while the number of presences is still below the pre
crisis level. The data for 2014 recorded an enhancement of foreigners (+2, 7 in presences, mainly from
Germany, Netherland and Russia); hoarethe foreign component continues to cover a low share of total
tourist flows (17, 8% in presences). Beach tourism, characterized by a high seasonality, remains the most
attractive component mainly for foreign customers, followed by cultural tourismrFaod & Wine.
Mountain and sport tourism are niche products and in 2014 were only sold on the European market,
respectively in Holland and Germany.

In 2014 tourism contributed to regional economy with an income of 1,3 M counting over 12,000 presences
andsea confirmed itself as the leading product.

1T SWOT
Marche Region Tourism sector SWOT
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Strenghts Weaknesses

¢ Good valuation by tourists about environment, information, e Low presence of international
costs, and tidiness; tour operators.
o Wide variety of cultural resources: museums, exhibitions, etc.
Offer e A wide offer of sports and nature-connected activities;

e High level and quality of Food & Wine sector;
e Good standards of hotels in the whole Region;
¢ Improvement of Marche’s international notoriety.

e Increasing demand of bike tourism, sport activities, and shop- e Low impact and profitability
ping; of local cultural resources,
Demand | e High percentage of people interested in Food & Wine and cul- specially for the foreign com-
tural events. ponent.
Oppo Z =r
e |Improvement of regional infrastructures e Strong competitiveness of
* New connections offered by” low cost” airlines other Italian Regions offering
Offer s Possibilities of development in health and cultural tourism si.milar tOUFi_StiC products (sea-
e Opportunities to develop the business tourism hill-mountain).
e Attention to quality of touristic offer and hospitality
o New opportunities for the “Made in Marche”
e Coordinated actions between theatre and touristic sector e People prefer short break hol-
¢ Improvement of web communication idays;
Demand ) . . . . i .
o More actions in the social media management e Strong competitors like Spain,
e |mprovement of Marche’s potential Croatia, and Turkey

Table 1: Tourism SWOT (BluesSKILLS project, 2015

I n details, the SWOT analysis of the product AS
as well as strengths and opportunities ¢otdiken for the development of an integrated and sustainable
tourism offer, constituting at the same time the starting point of the Marche Region Tourism Plan 2014
2020 and a significant input for the ArtReefs project Action Plan. In a-barsker perspdive Marche
Region, being part of Adriatic lonian Macro region has endorsed the EUSAIR Strategy committing

i tself i n i mplementing the EUSAI R Action Pl an
touri smo to devel opnihterms of ipnovateve) sustanable orésponstble quiiy g i
tourism (European Commission, 204 Marche Region is constantly looking at and acting to promote
alternative and sustainable tourism forms that can ensure -eom@mic benefits while
preservig/improving natural resources and exystem. In this context, the development of tourism and
recreational activities around existing and new artificial reefs represents an opportunity to be caught
to diversify the Regi onmlddackiethaissuesofhseagonabtdudsmt s
to improve quality and innovative tourism approaches

to protect and improve marine biodiversity

to improve sea basin governance, by enhancing administrative and institutional capacities in
the area of maritime govesince and services.

1
1
1
1

Despite the natural and cultural heritage and the high quality in product and service offer, the Marche
Region image as tourism destination has been severally affected by the recent seismic events which led
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to a decrease of tourism pence both in inner and coastal areas. In this context, reviving and relaunching
tourism economy by offering innovative tourism packages is an immediate need. By proposing innovative
tourism packages related to the use of artificial reefs, ArtReefs cambot® in addressing the soeio
economic need while preserving biodiversity

2.3. Maritime Tourism in France

e

(in Provence Al pes C*te dO6Azur and Occitanie r
¢c808p8 001 OATAA 11 PAO #EO" e ) R o
The areas of reference are the two regions Valgnce Pt ° s

in France which border the Mediterranean: Provence Alj i ™ ok pTL L om

Cilte doAzur (PACA) and - (oo B cloeds T " L canes
Roussillon and MidPyrenees Regions form a single Regie e (& pate ol ? Laspe
since 1 January 2016). Nimes' oy a e

PACA region'*is located in the South of France. It shars = " b waseite
borders with Itly and also with the French regions of Rhor ’
Alpes and LanguedeRoussillon. The region hosts about 5

of inhabitants on 32,082 km2. The capital of the regior

4 Nice .
Montgelher P

> Aix-en-Provence
4 & ° CAfthes

O ot =
Toulort |, _~

Bastia
o

Marseille, and it is divided in six departments (NUTS C,.
Bouchesdu-Rhéne, Var, Vaucluse, AgsMaritimes, Alpes de HautBrovence and Hautedpes.

Regional Tourism

35 million tourists per year;

Second touristic region of France after lle de France region for the reception of international
tourists (about 6 million);

G 18 bi l | i onomidreventegariygars m e c 0

13% of regional tourism GDP;

For the traditional hotel sector, the region ranks second in Europe behind Catalonia;

215 million overnight stays in 2015;

Tourism is the third largest employer in the region with approximately 1400080 |

Highly developed business tourism;

25 000 enterprises in the tourism sector;

Nice airport: Second national airport with connections all over the world (25% of tourists arrive
by this airport);

Luxurious image of the French Riviera with hotels and itwseaside resort;

Highly developed business tourism;

3 brands of renowned tourism: Provence, Alpes and Cote d'Azur;

7 Regional Natural Parks, 4 National Parks, 11 National Reserves, 4 Biosphere Reserves;

14 https://ec.europa.eu/growth/toglatabases/regiorainovationmonitor/baseprofile/provence-alpesc%C3%B4te

d%E2%80%99azur
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- Metropolitan region of France best endowed withratiand plant species. This Mediterranean
and alpine region is also rich in endemic species.

Strengths of regional coastal tourism

- Potential for traditional tourism and new forms of tourism with for instance presence of fish farms
(Cachalot farms in La $ae-surMer);

- Exceptional natural heritage: Camargue, Port Cros, Porquerolles, Levant Island, etc.

- The three littoral departments alone account for 3/4 of the tourist nights in the region;

- 135 marinas and nearly 60,000 places;

- The three littoral departents offer 140 sailing clubs;

- The seaports of Marseille (1st French seaport and 6th European)iNgdeanche and Toulon
have respectively 1.4 million, 800,000 and 200,000 passengers. Important place for cruises;

- 170 communes classified as "Blue Fl§400 beaches and 98 ports);

- Coastal tourism accounts for almost 70% of regional tourism and accounts for 80% of dedicated
jobs and 8% of regional GDP;

- Strong presence of luxury yachting (especially in the Var and in the Maritime Alps departments),
with large nautical events especially focused on yachting.

Constraints of regional coastal tourism

- The region has suffered a decrease in the numbers of visitors and in particular of international
tourists following the recent terrorist attacks in Nice;

- Lack of offer outside the summer season: very marked seasonality;

- Anthropic pressures during the summer: conflicts of use, problems of water and waste
management, nuisance impacted fauna and flora, etc.

Regional stakes

- Enhancing economic potential by diversifyingdaseasonalizing tourism offer;

- Preserving the coastal and marine environment: raising awareness, water quality, and waste
treatment;

- Anticipating and managing conflicts of use: education at sea and sustainable development;

- Improve cruise tourism;

- Developsustainable coastal activities (e.g. underwater trails);

- Promoting the engineering and initiation of innovative tourism projects.

Tourism development strategy

- Commi t ment to AEco portso approach;
- Make the three brands more visible at international level;

- Making these destinations competitive;

- Develop responsible tourism;

- Develop more attractive destinations (brand managementhbnsirgess);

- Improve the performance of public action.

28
Copyright © ArtReefs Consortium



2.3.2. Occitanie Region

Due to the recent fusion between LangueRoeisillon and = == s s e
Midi-Pyrenees, it is difficult to find aggregated economic desa s TS
We can however highlight:

LanguedocRoussillon'® region is located in the south part « .~ Ny g @
France. The administrative capital is Montpellier. Langued @ % Tououse O e
Roussillon has a population atbout 2.8m (2014) for an area ¢ # ;; AR e S Marseile
27,376 km2 and a density of 100.2 inhabitants per km2. 2
region is composed of five departments (NUTS 3): Aude, G | e
Hérault, Lozére and Pyréné€sientales. g o
Midi -Pyrénéed®i s Franceds | argest™ r e
45,348 kmz2, i.e. 8.3% of the national territory. The reglorse
located in the Souttvestern part of France and is bordered g gEcslone

Spain and 4 other French regions. Its population was a

2.967 million in 2014. MidiPyrénées hosts about 5% of the French pd]pul,awlth 30% of the regional

population concentrated around Toulouse, the Region capital city.

o
Toulon

o

o {
Perpignan

Regional Tourism
- Fourth French tourist region in terms of foreign tourists, and first in terms of welcoming French

tourists;
- 0 14 billion tourism revenues,;
- About 30 million tourists per year, of which about 8 million on the coast;
- First region for Aoutdoor hot el i ndustryo:

accommodation;

- 221 million overnight stays;

- Fourth region in terms of tourism jobs: 108,000sjob

- Remarkable natural and heritage assets: 13 regional natural reserves, 6 regional natural parks, 2
national parks and 1 marine park.

Strengths of regional coastal tourism
- 70 marinas, with about 30,000 places;
- 105,000 registered boats;
- 20 seaside resorts;
- 60 million tourist nights;
- The largest marina in Europe (Port Camargue: 5,000 places);
- 1,790 companies in the yachting sector;
- Manufacturers of catamarans world leaders (Atelier Outremer, Catana, Swiss Catamaran);
- 52 communes under the label "Blue flag";
- Kite surfing region (19 official spots) and wide range of water spHits. surfing represents

s

around 04 50 million turnover in the Regi on;

15 https://ec.europa.eu/growth/toalatabases/regionainovatiormonitor/baseprofile/languedoaoussillon
16 https://ec.europa.eu/growth/toglatabases/regionrainovationmonitor/baseprofile/midi-pyr“eC3%A9N%C3%A9es
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World renowned nautical events: world wind in Leucate, nautical show of Port Camargue,
international multihull show at the Grande Motte, etc.;

An exceptional system of 40 000 hectaresagbbns and nature reserves: Marine park of the gulf

of the lion, PNR narbonnaise, National natural reserve of Cerber Banyuls, natural reserve of
Bagnas;

First Mediterranean shing fleet (advantage for fishingurism);

Economic contribution of the campss not negligible.

Constraints of regional coastal tourism

General aging of infrastructures that are no longer adapted to the image of current and future
tourism;

Erosion of beaches sometimes strong on some sites and obligation of strategic retreatsprobl
for the reception structures type campsite;

Lack of offer outside the summer season: very marked seasonality;

Anthropic pressures during the summer: conflicts of use, problems of water and waste
management, nuisance on fauna and flora etc.

Regional stkes

Develop the cruise activities through port facilities;

Potential for industrial and sustainable tourism: offshore wind farms;

Willingness to enhance and energize port cities;

Enhancing the economic potential of the Region: seasonally adjusting arsifdiivg the tourism

offer;

Preserving the coastal and marine environment (a major asset on the facade) by raising awareness,
improving water quality and waste treatment;

Improve the performance of public action.

Tourism development strategy

Promotionofhe destination with the ASud de France
tourism professionals through the "Qualité Sud de France" label;

Improved visibility with the application for smartphones and tablets "My South of France";
Development of sygly chains and new markets: cultural and heritage tourism, urban tourism,
business tourism, cruise, ecotourism, wine tourism, hydrotherapy, nature tourism, yachting;

Rise in the quality level of the touristic offer (highd accommodation, luxury hotels);

Make innovation the focal point of tourism development in the region.

Regulation
The law of development and modernization of tourism services of 22 July 2009, supplemented and
amended by the Act of 22 March 2012 aims to sustainably modernize the toectem s

This law has given to tourism professionals conditions to retrieve competitiveness. To modernize the
tourism offer in France, the legal framework for tourism services has been simplified and made more
efficient.
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The modalities of application ofeélse laws were clarified by three decreesnitte?0091650 decregand

20091652 of 23 December 200&pplying theLaw n°2009888 of 22 July 200Development and

modernization of tourism serviseand theDecree No 201059 of 6 July 201Qcontaining various

provisions on tourism ensured harmonization of the regulatory part of the Tourism Code, particularly with
regard to definitions of the different categories of tourist accommodation, in line with the new
classification schemes.

TheCircular of December 29, 20@h the implementation of regulations implementing the law n°2009

888 provides the information necessary for the implementation of theroeedores’

Touristic Infrastructures
Regions Occitanie and Provence Alpes Cote d Azur (source INSEE 2017)

Not classified Rooms in hotelg BBl
Hotels in 2017 . 1 star 2stars 3stars 4stars 5 stars ; | classified hotelg Rooms in 1 stat Rooms in 2 starsRooms in 3 starsRooms in 4 starsRooms in 5 star
hotels in 2017 in2017 .
401 1005 138 1321 1279 382 99 138284 17026 5438 35144 49333 B 623(
RS Not classified | Campsitein1| Campsitein2| Campsitein3| Campsitein4| Campsitein5
Campings in 2011 Campingsin | L star 2 stars 3stars 4 stars bstars |Campsitein 2007, g P P P P
0 Campsitein 204~ star stars stars stars stars
20 510 133 493 710 314 56 258934 23644 9407 42349 8371( 75391 2443
"Villages vacance —
0 Housing units |~ Bed
32 21830 84231
Tourism residence N
0 Housing units |~ Beds
2 55211 233444
2.4. Maritime tourism in Bulgaria
17 http://www.collectivitedocales.gouv.fr/reglementatierelative-au-tourisme
31

Copyright © ArtReefs Consortium


http://www.legifrance.gouv.fr/affichTexte.do?cidTexte=JORFTEXT000021529652&fastPos=1&fastReqId=538408499&categorieLien=cid&oldAction=rechTexte
http://www.legifrance.gouv.fr/affichTexte.do?cidTexte=JORFTEXT000021530009&fastPos=1&fastReqId=213017443&categorieLien=cid&oldAction=rechTexte
http://www.legifrance.gouv.fr/affichTexte.do?cidTexte=JORFTEXT000020893055&fastPos=1&fastReqId=22141214&categorieLien=cid&oldAction=rechTexte
http://www.legifrance.gouv.fr/affichTexte.do?cidTexte=JORFTEXT000022447296&fastPos=1&fastReqId=855959443&categorieLien=cid&oldAction=rechTexte
http://circulaire.legifrance.gouv.fr/pdf/2011/12/cir_34196.pdf
http://www.collectivites-locales.gouv.fr/reglementation-relative-au-tourisme

The Bulgarian Black Sea coast offers many and diverse opportunitiefp .

recreation and entertainment. With an impressive 378 km of shore line#fe| gszmer e
coast offers 70 beaches, mapgys, picturesque estuaries with beauti -
dense forests and a delightful mixture of mountain and sea clim
Bulgarian beaches are popular worldwide for their fine, clean sand. El
Bulgarian beaches were awarded the Blue Flag in 20&0distinction ; .' "
recognizing a clean and ecological environnfefithe Bulgarian Black See :
Coast has a humid subtropical climate, with considerable maritime g,
continental influences. The area's average air temperature in the sumg
about 28 °C, with the average watemperature at 26 °C. There are ma
than 240 hours of sunshine in May and September and more than 300
in July and August.

2.4.1. Economic characteristics of the tourism industry

The total share of the travel and tourismusitly to Gross Domestieroduct
(GDP) in Bulgaria for 2016 was 12.8% of GD#hich is by 2.6% above the
EU averagepnd this year (2017) is expected to grow by 3.9% to 13.3% of GDP. This not only reflects
the economic activity generated by industries such as hotels, traved,agdirtes and other passenger
transportation services (excluding commuter services), the activities of the restaurant and leisure
industries directly supported by tourists, but also the wider effect from investment, the supply chain and
induced income imacts'® In 2016 the tourism industry generatethl ar.51 000 jobs (ar39.8% of total
employment), however the forecast for 2017 is totéaB8.24 of total employmentalthough it remains

above the EU average.

In 2017 the EU countries continue to the most important generating market for international tourism
in Bulgaria with a relative share of almost 60% (6.8% growth).

The positive trend for Bulgaria has kept during the first half of the current year (JalaB017). The
total number of foreig tourists in Bulgaria is with 7.2% more compared to the same period last year.

Number of foreign tourists visiting Bulgaria during the last 7 years

4591569 4923 876
i i - B =

2011 2012 2013 2014 2015 2016 2017

Source: National Statistical InstitufSI) 2017 (Jarduly); graphic NTBG Guide

18 Analysis, Equity research Bulgaria (2014), Albena, Industry: Hotels, Restaurants ance| Elana trading

19 Travel&Tourism Economic Impact 2017, World Travel&Tourism Council
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An increase was regfered in the trips by all observed purposes. The increase in the visits for holiday and
recreation is with 9%, and for business purposedth 10.5%. Ingeneral,the visits for holiday and
recreation are 62.95% of all tourist visits for the first hahas year.

Purpose for visits of foreign tourists in Bulgaria (JanuaryJuly 2017) *in %

m Holiday and recreation
W Visiting
W Business

Other purposes

Source: National Statistical Institute, 2017; graphic NTC BG Guide

Tourists spend expenditures mostly for food and transport, but during the second trimesiér thie20
category fAothero expenditure (excluding touris
irrespective abroad or in the country. This marks a relative increase of this type of expenditures.

In July 2017 there were 3 114 accommodationbéistaments- hotels, motels, camping sites, mountain
chalets and other establishments for skemn accommodation. The total number of the rooms in them
was 135.6 thousand and the f@dces were 320.8 thousand. Compared to July 2016, the total number of
accommodation places (functioned during the period) increased by 1.1%, and the number of beds in them
- by 4.8%.

The total number of the nights spent by foreign visitors in all accommodation places registered in July
2017 was 6 009.5 thousand, or by 4.8%renin comparison with the same month of the previous year.
The highest number of nights spent in the country is by visitors from Germany.

The total revenues from nights spentin July 2017 reached 317.0 million BGN or by 10.7% more compared
to July 2016. A increase was registered in the revenues from both foreign citizens and Bulghsians
13.0% and by 0.5% respectively.

2.4.2. Overview of the Northern and Southern Black Sea Coast

The northern Black Sea coast starts where the Balkan Range runs isgatheCape Emine and runs

north to Cape Sivriburun at the Romanian border. The beauty of this area is impressive aiidyoéderd

beaches, ragged coastlines with caves, dense forests and seaside lakes follow one after another and pain
fabulous landsgzes.
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The biggest city in this part of the Bulgarian Black sea cost is Varna. Primarily, the ceoluicégy was

known as Odessos. It is assumed that the settlement was founded'ic.tB€4but there are suggestions

that it was inhabited much eali Back then it was among the most important ports and trade posts on
the Black Sea coast. Pieces of the millennial history of the third largest city in Bulgaria are kept in the
Archaeological Museum.

The protected area of kati 9 nian notthegsterparrafirBulgssiai Du r a
At present, its inhabitants are exclusively very rare and endangered birds, but thousands of years ago it
was inhabited by ancient people. On Big Island, a settlement mound dated to42600BC remaied

from their fortified vilage-a cul t ur al monument of national i mp o
rock-hewn Hellenistic temple of the goddess Cybele. In Antiquity/In ancient/ times, there was a Thracian
settlement on the territory of the mevd-day town of Shabla and a Roman city afterwards. According to
some reports, the lighthouse near Shabla is the oldest one in Europe, and the numerous oil wells around
it, provide high insulphurhot and healing mineral waters. The protected area "Shakk' is nearby.

The architectur al r e siwith isenumergus monantertsofron \arioms ades and r
unique protected plant and animal species. Every year, the village of Kamen Bryag with its rocky coast
attracts thousands of rock fits and hippies to Bulgaria for the celebration of July Morning. Another
place best known for its nature and archaeological remains is Taukliman Bay that has the status of a
reserve with caves, ruins of settlements, fortresses and a field of healingdngiriphideat its bottom.

Magical and mysterious the Kaliakra cape dives into the ae®atural and archaeological reserve. There

are still dolphins in the waters around it.

The southern Black Sea coastuns south from Cape Emine to the village os&® on the Turkish

border. The sunny beaches in this area are numerous. Little resort towns alternate with large luxury
complexes, there are reserves, landmarks of natural beauty and camping sites. Here are the famous
Bulgarian Sunny Beach Resort and thigy of Burgas. There can be found a multitude of hotels and
restaurants, as well as the architectural reserves of Nessebar, Pomorie and Sozopol.

Burgas is the second largest city on the Bulgarian Black Sea Coast and thdafgadghin Bulgaria. The

city is surrounded by the Burgas Lakes and located at the westernmost point of the Black Sea, at the large
Burgas Bay. The Port of Burgas is the largest port in Bulgaria, and Burgas Airport is the second most
important in the country. From 2014 on the temytof the Port of Burgas, a zone for public access is
settle, where the Burgas Railway Station is located. The port is designed for servicing cruise ships. Since
its official opening in late 2013, by the end of 2016, 41 liners have been accepted aretideyvi2

cruise companies. 127,000 passengers were served, half of which made trips to the nautical ships on the
island of Saint Anastasia.

The main characteristic of the beaches in this part of the southern Black sea coast is that the individual
beachs, especially the smaller ones, are separated via rocky, jutting in the sea capes. Most of the rocks
are broken and the sea water forms small bEyss,among the coastal cliffs are formed narrow and deep
bays with crystal clear water and big habitat,ckhs a real paradise for divers. Tiieghbouringpeaches

are separated by the capes and are protected from the cold winds during the winter, which makes them
appropriate for gearroundresort usagé.

Water sports such as water skiing, spearfishingndsurfing, diving and yachting are popular along the
entire Black sea coast.

20 http://www.beachbulgaria.com/pages/southern_black sea_en.html
34
Copyright © ArtReefs Consortium



The Black Sea resorts offer also hiking, biking and horse tourismtoacsm, photo safari, visiting
natural, cultural andrchaeologicasites.

During last year the totaévenues left from foreign tourisksr accommodation (real nights spemtthe
Black Sea resorts amounitar. 273 Mil.Euro, which isar. 92% of the total revenues from nights.

Activity of the Black Sea resorts in 2016

Number of nights I\Umper ofws@rs Revenues from nights -EUR
Accommodation Sl o
Resorts bish Bed-places -
establishments - number
number : : :
Of which: by Of which: Of which: by
foreigners foreigners foreigners
Albena 36 16679 1340806 1085171 233730 170047 38115655 30606050
Golden Sands 112 40519 3811308 3531075 648791 575061 102462762 97492329
International Youth Centre Primorsko 3 1254 81507 51895 10184 4556 1214917 1858850
St. Konstantin and Elena 55 9104 639185 398549 117159 61569 15954113 11536316
Sunny Beach 161 60849 5179797 4855644 789184 715686 136004382 129514388
Elenite 7 3513 107830 67993 20316 10932 3132092 2006025

Source: NSI, 2017

2.4.3. Profile of the tourists

Bulgaria is recognizeds a preferred destination for sea trips by people aged 25 to 45 years. They are
motivated mainly by the advantageous prices of a package of tourist services and the prices of goods and
services on the ground, natural resources, animation services am@itbeed quality of services offered

in Bulgarian sites and resorts. Older tourists (+55 years) prefer to combine sea vacations with spa services.
They participate more actively in cultwiaglarning tours and events, interested in local culture, history,
traditions and customs. The length of stay for foreign tourists-s41fights. The average cost per day

for foreign tourists is 7-B8 Euros per person/day.-45% of foreign tourists tend to combine sea tourism

with other forms of tourism.

In 2016 most bthe \sitors to Bulgaria arbfom Romania, Turkey, Greece and Germany and in this year
the profile remains the same with sooianges.

Arrivals of visitors from abroad to Bulgaria by purpose of visit and by country of origin in August
2017

Purpose of visit

Country oforigin Holiday and recreation Business Others *
Germany 275198 160248 13560 101390
Turkey 266920 57758 12138 197024
Romania 250306 99465 31807 119034
Greece 164437 20239 10179 134019
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*"Others" - as guest, transit andtloer purpose
Source: NSI, 201, 7Tabk: NTC BG Guide

lI.  Overview on artificial reefs in Europe

1. Definition of Artificial Reef

There are different definitions for artificial reefs. One of them is the description of the UN Food and
Agriculture Organisation hich describes the artificial reeféaisa s ub mer ged (or part/|
structure deliberately placed on the seabed to mimic some functions of a natural reef, such as protecting,
regenerating, concentrating and/or enhancing populations of livingn@aesources. This includes the
protection and regeneration of habitats. It will serve as habitat that functions as part of the natural
ecosystem whil & doing fino har mo.

For the purposes of these Guidelines, the ArtReefs Consortium considers antifitsahs unique tools
for public planning and sustainable development, in their broadest and increasingly maritime sense.

2. Purposes of the Artificial Reefs

Nowadays, there are over 300 artificial reefs deployed in the Mediterranean and Black Seasaihheir
purpose is to enhance fisheries and improve fisheries management. Only part of them are aiming to protect
the marine biodiversity, and very few are used for recreational purposes.

In the Mediterranean the most artificial reefs are used for fisheaesgemerit to protect the coastal

areas and/or other habitats against illegal trawling, to enhancessrakdlfisheries and to reduce conflicts
among different fishing activities. Whereas, in the Black sea they are deployed for habitat restoration and
conservation as well as a reduction of the eutrophication and pollution levgdsétfation processes)

due to fish farming, the discharge of contaminants from industry, and other human aéti@tigspart

of the reefs are used for recreational ses, such as diving, snorkelling, and tourism related activities
around the reefs.

Many reefs are built using objects that were built for other purposes, for example by sinking oilrigs
(through the Riggo-Reefs program), scuttling ships, or by deployinigble or construction debris. Other
materials used for artificial reefs are PVC or concrete. When they are preserved on the sea floor
shipwrecks become atrtificial reefs. In the Black sea in a recent research over-féesmived wrecks

were discovereddating back as far as 2500 years, including galleys from the Roman, Byzantine and
Ottoman empires. However, regardless of construction method, artificial reefs generally provide hard
surfaces where algae and invertebrates such as barnacles, coralstargattach; the accumulation of
attached marine life in turn provides intricate structure and food for assemblagesf fish.

2l Ep0 (2015, Practical guidelines for the use of artificial reefs in the Mediterranean and the Ba¢keBeral Fisheries
Commission for the Mediterranedsy Gianna Fabi, Giuseppe Scarcella, Alessandra Spagnolo, Stephen A. Bortone, Eric
Charbonnel, Juan J. Goutayer, Naoufel Haddad, Altan L6k, and Michel Trommelen. Studies and Reviews. General Fisheries
Commission for the Mediterranean. Rome, Italy
22 Brazilian Journal of oceanography, 59 (special issue CARAH), 2011, OVERVIEW ON ARTIFICIAL REEFS IN
EUROPE, Gianna Fabi, Alessandra Spagnolo, Eric Charbonnel, etc.
23 NOAA (2014). What is an artificial reef? Manal Oceanic and Atmospheric Administration
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The artificial reefs can be considered as interventions of engineering technology to: recover and/or
improve the natural habigtincrease productivity and manage aquatic resources.

AArti ficial reefs are used in coastal waters wo
A protecting sensitive habitats from fishing ac
A restoring depleted habitats:;

A mitigating habitat | os

A enhancing biodiversity;

A i mproving populations of aquatic organisms by
well as for adults during delicate life stages (e.g., molting season for crustaceans);

A providing nlgawand mdiuskcultare;es f or a

A enhancing professional and recreational fishe
A creating suitable areas for diving;

A providing a mean to manage coastal activities
A research and educational activities;

A

cr eat i n gorks of MainetPiotedted Areas tovmanage the life cycles of fish and connectivity.

The objectives for deploying artificial reefs are not mutually exclusive as artificial reefs are often created for
more than one purpose (e.g., protection from fishingfiafidh enhancement). In this case they are defined as
imul ti purposé* artificial reefso.

Currently, the increasing interest for artificial reefs has given rise to some concerns regarding the possible
negative impacts due to the use of unsuitable mateaiad dumping of wasté.

3. Atrtificial reefs deployment in some European countries

For the purposes of these Guidelines only the participating in the ArtReefs-piiNdite partnership
European countries will be briefly reviewed in terms of artificial segéployment and their main
purposes.

Historically, France was the first European country which carried out experiments on artificial reefs,
dating back in the 1968. The pilot reefs were made of waste materials such as car bodies. Later, a specific
progran was developed and to date more than 90 000fm@efs have been deployed at 20 sites along

the French Mediterranean coast.

Italy deployed the first artificial reef in 1970. Nowadays, more than 70 reefs are constructed along the
Italian coasts, mainly edium and largescale reefs. Only a few smaitale experimental reefs have been
deployed for research purposes. The main purpose for artificial reef construction remained the fisheries
managemerit for protection the coastal areas or sensitive habitats iflegal trawling, reducing conflicts
between different fishermen categories and enhancing -so@é fisheries by increasing local fish
populations.

In the later 198& Spain started the construction of artificial reefs after the elaboration ofrdtdegal
and policy regulation on this matter. Although there were no public funding allocations for reef

24 FAO (2015, Practical guidelines for the use of artificial reefs in the Mediterranean and the BlackeSea
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constructions, the public interest was significant-tbhate the main policy remained to be the use of
artificial reefs as tools for fishery maregent.

Due to past geological events, eutrophication through agriculture, industrial activity and the discharge
of almost totally untreated sewage, contamination through the input of harmful substances, especially oll
products, the introduction of aliespecies, and the overexploitation of fish stocks due to unmanaged
fisheries, Bl ack Sea is facing serious environm
entirely anoxic (without oxygen) Z%dmthds acaartificeli ns F
reefs are mainly tested as a technology for habitat restoration through biofiltration and the enhancement
of marine life. Nowadays, mostly mussel reefs are deployed alorRutbarian coast aiming to protect

the habitat and the underigaspecies.

However, regardless of their purpose, the custiesigned artificial reefs can be used as versatile tools
for the generation of innovative tourism packages, complementary economic activities and beneficial
services for nature along both cagisMediterranean and Black Seas.

lll.  Tourism packages

1. Whatis atourism package?

ATourism packagteussdO are i@ac kiagie o nrelude a varety bfibakia y s w
and/or additionalourism relategervicescombinedo form a singleipacked vacationfor a total price

Within the scope of theéourism packagehere arebasic essential services such as transport and
accommodation, but also additional servisashas meals, supplementary excursions and attractions,
travel assistance by touuigles, animation, insurance, etc. However, the tourism package is not just a
bunch of unrelated tourism services. Althougltomprisesof two or more servicewhich could be
purchased and used independently, the tourism package represents a commonvjihoddded value

to its elements.

All of the elements shall fit perfectly together in terms of topic, timing, audience and price. One of the
most I mportant aspects of developing a tour pac¢
nature othe tourism package Wsrtuali it cannot be touched or examined in advands altvirtual image

of what the tourist desires to experThefulilmentdur i n
of the tourists™ expectations is essential forghecess of the tour operator.

2. Characteristics of the tourism packages

Tourism packageare carried out by specialized agentisur operators which combine other’s services

and offer them on the market in their own name and on their own behalf. Terat@pg create a "new"
product, combining the different elements in a unique way that distinguishes them from their competitors.
In most of the countries the activity of tour operators is strictly regulated and is subject to a registration /
license regimeTherefore, while referring to an organizer of packaged tour will be considered a licensed
touroperator. Nevertheless, other tourism suppliers as hotel owners can provide alone or through sub

26 EEA (2002), Europe's biodiversitypiogeographical regions and seas, Seas around Europe ddieRia an oxygen
poor sea, Zaitsev et al.
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c ont r asuplemensady services which will enrich the tetgiexperience and add value to the
accommodation.

The providers of basic servicesuch as hotel operators, air and land transport (charter) companies and
restaurants conclude frame contracts with the tour operators and sell their services usuatygueipr

before the start of the season. In such way they can generally plan their resources and predict their future
incomes. The tour operator bears the risk of not being able to sell its product (packaged tour) to the end
customer, since it has usualtypay the price of the separate services in advance.

I n contrary to the tour operators whichtrawel e <co
agencieasr e only fAsellero of the combined prhasohgct .
the elements of the tourism package, but act as an intermediary between the tour operator and the end
customer.

Thetourists purchasing the tourism package are the end customers of the tourism prodectore,

they stay in the focus of the tasm offering and their wishes apdeferenceglay significantrole in the
tourism process. They are also considered as th
operator and enjoy the legal protection of their consumer rights.

The fdlowing picture shows thproduct chain of the tourism package to its way to the end customer.
Product chain of the tourism package

*

A ]
.o@ °.
Basic tourism serviceg
suppliers (transport,

®.rcomodation, meals)

Tour operators

(tourism packages) Travel agencies

Graphic: NTC BG Guide

3. Types of tourism packages

The types of tourism packagese vast and can be classified istweral categoriesSo, they perfectly
adapttothe onsumer sd needs and desires. Some of the

By number of participants (Group or individual)

By means of transportatiaf transport (air/rail/sea)

By typeof mealsi breakast, half board or full board (bb; hb; fb)

By distance to the destination (long haul/ short haul)

By length of the stay (short break/ long holiday)

By travel season (summer/ winter)

By purposgsun & bach SPA & relax, sightseeing, sport / extreme, etc.)

= =4 -8 _-48_-9_9_-°

The last classification has most practical relevance, as it concentrates not on a separate element of the tour
package, but on the individual desires and expectations by the tourists.
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For the purposes of teeGuiddineswe will take use o& classifcation of the tourism packagéscused
on the diversification on the axis liigh/low value, resp. high/low volume. It distinguishes between four
types ofmaritime and coastal tourism

High value

ol imited offering,
high quality
GE.g. wellness and
medical tourism,
sports, adventure
tourism, ece,

gastronom_y anag N |Ch e
tourism

wDffering high level of qualit
and unique value

wunique experience, high costs

High
profile
tourism

Low volume High volume

h volume of tourists, low
alue of the tourism product
All-inclusive concept

wnatural resources are at risk
welevance of seasonality
wdow sustainability

asmall numbers, little
spending

uExamples: nature,
camping, smalécale
boating and recreational
fishing

Low value

Source:Ecoryg’, graphic: NTC BG Guide

One of the strategs towards sustainable tourism is to increase the added value of the tourism package
and to limit the negative impact of the tourist flodstrategic approach of a small tour operator which is

not able to compete successfully with the major plageutd beto target a narrow customer group and

to increase the added value of the proposed tourism package. So, instead to dewatspt@insm
product the tour operator can develdpigh-profile tourismor a niche tourism package.

Specialized tourism prasals could satisfy in higher degree the requirements of the tourists. Artificial
reefs can be positioned as an econfriendly diving / mooring / fishing attraction offering various tourism
experience for demanding travelers. An example of such tours cedieimativeandsustainable forms

of yachting tourismfocused orspecific target groups (e.diving, cultural island hopping, gastronomic
tours, etc.). Thaigheradded value will suppothe higher profitsacross the whole value chain from the
intermadiating web agency to the local service providensch is crucial for the sustainability and social
responsibility of the tourism produdBecause of theicharacteristicghe artificial reefshave specific

value propositions for three of the above taurigpes:

1 High profile tourismi yachting / mooring

27 Ecorys, Study in support of policy measures for maritime and coastal tourism at EU level,

https://ec.europa.eu/maritimeaffairs/sites/maritimeaffairs/files/docs/body/stadiime-andcoastaltourism_en.pdf
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https://ec.europa.eu/maritimeaffairs/sites/maritimeaffairs/files/docs/body/study-maritime-and-coastal-tourism_en.pdf

1 Niche tourismi diving, adventure tourism
1 Low profile tourismi recreational fishingeducation

Certainly somevariations are possible, as the vaprepositionof a low-profile tourismpackageto be
improvedandfor exampleaecreational fishing to be converted in a higher valdded tourism experience.

4. Advantages and disadvantages of tourism packages

The packaged tour as a specific tourism services has numerous of advantages farusatperéor and
consumerHowever, they have also somisadvantagesvhich stould be considered when odecides
to act asatour package organizer.

Advantages for the consumer
1 Lower price

The price of the tour packages is generkalyerthan theindividualy organized tris. The reason is that

the tour operatorbulk buy thesingle service®f the packagewhich guarantees lower prices. Awe
primary fAproductiond costs ar e | adweatagedudncetothe g an i
end custorar. The altinclusive concept allows the tourist to calculate the exact costs of the vacation
without incurring unexpected costs like expensive meals, taxi, etc.

T Informational advantages

The tour operator is a professional and disposes over comprehexiurate and tip-date information

on the destination, accommodati@eilities, restaurants and attractideven if such information can be
found on various spots in Internet, the individual organization is often time consuming and uncertain
undertakng.

1 Single point of contact

Signing a contract for tour package provides to the tourist the convenience of a single point of contact,
which means that for all issues around the travel, like flight delays, booking problems, insurance cases,
etc. he/shehas to communicate only with a representative of the tour operator. The latter is also
responsible for the compliance of the single services forming the tourism package with the quality
standards expected by the client. In case of any discrepancy tisé ¢aarclaim against the tour operator

and not to handle witharious actors situated as the case might be in foreign jurisdiction.

T Socialsing
Usually the organized tours are group travels, so the tour operator takes advantage of theesgraepTh
travel allows the tourists to establish shortomg-termrelationshipsSome of the tours are focused on a
specific narrowly targeted audience like singles, seniors, families with chiltihénfact additionally
fosters the social integrationcattraction between the participants at the gtoanel.

Disadvantages for the consumer
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